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FISH IN 
RICHER WATERS 
IN RICHMOND 

For a whopping big sales catch , be a pori of the 

WMBG signal which booms out to 245,000 tamil ies 

with an eHective buying income of nearly 

$1,100,000,000. 

Advertisers are constantly amazed at the appreciation 

these families show Havens & Martin stations (AM, FM, and 

TV) for their pioneering efforts in bringing Richmond the 

finest entertainment radio and television can provide. 

By using WMBG, WeOD, WTVR you are assured a larger 

share of Richmond ' s vastly expanded buying power than ever 

before in history. 

Get the facts today from your nearest Blair man . You'll 

be delighted to learn how much you can achieve at 

sensible cost. 

Havens & Martin Stations are the onl., 

complete broadcasting institution in Richmond. 

Pioneer NBC outlets for Virginia ' s first market. 

Represented nationally by 

John Blair & Company 



SPONSOR 
510 MADISON AVENUE, NEWYORK 

RADIO'S BIGGEST SEASON NOW UNDER WAY-Despite dire predictions only s everal 

months ago, radio is enjoying its fullest season-network, s pot, a nd loca l. Ko
rean conflagra tion, with reported increa ses in listening, h a ve perke d s pon s or 

enthusiasm. So has continued TV freeze, creative planning a nd h a rder s elling by 

networks, sta tion reps, stations. . . . NIELSEN REPORTS OVER-ALL RADIO USE 

ABOVE LAST YEAR-Nielsen Radio Index for July 1950 shows more r a dio li s tening, 

both day and night hours, than July 1949. And a Nielsen Television Index a n a ly

sis reveals that a fter TV enters a home radio listening continues a t clo se to 

previous level between 6 a .m. a nd 6 p.m. ; goes down markedly at night. Full da y 

and night totals show 4 hours, 8 minutes devoted to radio before TV; 2 hours, 36 

minutes after TV. . . . RALEIGH CIGARETTES ALMOST 100% RADIO IN 1950-51-

Biggest radio pepper-upper in l a st several years is Brown & Williamson decision 

to sink nearly every cent of Raleigh 1950-51 budget into aural medium, broa dca st

ing same "People Are Funny" program twice weekly (Tuesdays and Saturdays) over 

72-station NBC net. Willi a m S. Cutchins, B&W vp and ad director, expla ined pref

erence for radio thusly: " ..• it doesn't take an Einstein or a comptometer op

erator to figure out that AM radio is still the best buy in the ad media." 

CBS COLOR GETS NOD, BUT RCA, CTI, GE HAVEN'T STOPPED TRYING-Under terms of 

FCC directive, there's still chance for RCA, GE, CTI, or other firm with color TV 

system ultimately to wrest prize of FCC approval from CBS. Although odds on 

this happening are short, laboratories will be humming between now and yea r' s 

end when FCC reviews situation and makes final decision. TAILOR-MADE 

WESTERNS LOOM AS BIG BUSINESS ON TV-With movie supply of cowboy oldies f as t 

being exhausted by 106 TV stations on air, and pent-up demand for more of s a me , 

tailor-mades are expected to fill gap. Gene Autry, Cisc o Kid, Lone Ranger a re 

TV tailor-mades mentioned in "Wild West fever: will it sell for you?" (p. 21 ) . 

SPORTS PROMOTERS CAN'T LEAVE TV ALON~-Evidence grows that sports promoters 

everywhere, despite temporary TV withdrawals, can't stay away from medium. Like 

radiocasts, long-range advantages strongly outweigh short-range suspicions. 

Right now package deals are vogue. Following Los Angele s Rams deal whereby spon

sor and station guarantee club $ 575,000 for 15 games, plus additiona l a mount for 

telecas t rights, Baltimore Colts announced plan that may cost sponsor nothing for 

rights. Said a Colt spokesman: "We want the sponsor to guara ntee so much per 

game. If the receipts equal that figure, the spons or won't h a ve to pa y a cent." 

• • • NAB DISTRICT MEETINGS STRONG FOR "MILLION DOLLAR BAB."-Wi th Bob Swezey, 

chairman of Special BAB Committee of NAB, carrying the ball, California a nd Wash-

:-':' 1 ·()~:o-iOlt. Yolunll' ~. Xu. 1:1, 11 :o-i t'llt t'mhl' l' l \1;)U. Pu hlislH'd bh\ ('l,k l:\ .. by ~POX~On. Puhlil'atloll ii 1m',. at 311(1 Elm .\ ve . . BClltiuwre 11. ) Id . Execu tin:. F.ditorial, Circillation Office 
:-d n ;\Iadison .\ n', . ~l''' YOI"I, 22 . $S a )"('.11' in t ' ,:-:, . $!I r ls,-.wlll're. F. ntrred as !'i('('(md class matter :W ,JanuarJ 19·W at Baltimore. ~((l. postofllet' unc1l-r .\('t 3 ~r arch 1879. 
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i ngton NAB District Meetings delegates pledged full support to plan for big 

Broadcast Advertising Bureau tha t will help advertisers use radio medium effec

tively. BAB slated to separate from NAB and expand on or about 1 April 1951 •.. 

NBC EXECS KNOW MAGAZINE-NEWSPAPER STRATEGY-Whether by chance or design, 

one expert in black-and-white sales and promotion know-how succeeds a nother as 

NBC President Joseph H. McConnell's assistant. TV vp-elevated Edward L. Madden, 

former exec vp of dissolved American Newspaper Advertising Network, who sparked 

Hofstra study, is succeeded by John K. Herbert, recent vp and general ad manager of 

Hearst Magazines who is exponent of hard-hitting magazine sales tactics. 

TV A CREAT MEDIUM, BUT CAN YOU USE IT?-Plight of national advertisers who'd --- _. 
like to use TV, but can't wedge way onto 106 stations now in U. S. (soon to be 

107) highlighted by list of blue-ribbon accounts that COUldn't be accommodated 

by Richmond station in past few weeks. Included are Best Foods, Ford, Camel, 

Philco, Pepsi-Cola, Nash, Goodyear, Packard, Derby Foods, Anheuser-Busch, Lever 

Bros. Said Wilbur Havens, president of WTVR, "These are only a few. I expect 

other stations are having the same problem in saying 'no' to sponsors like these." 

BAB PROMOTES NEWS-RADIO'S SUPERSALESMAN-Broadcast Advertising Bureau 

gives advertisers basic facts about news sponsorship in 50-page spiral bound 

presentation titled "Radio-America's star reporter and supersalesman." Book is 

highly illustrated; contains number of stati on result stories .... HOW MANY 
-- --

TV SETS IN 1950?-With production of 9,OJO,000 TV sets during 1950 virtual cer-

tainty, prognostication of RMA members earlier in year is getting many a horse

laugh. Average guess was 6,000,000 sets. But 1950 might be even higher except 

for TV parts shortages. Tubes, resistors, condensers are causing most trouble. 

War demands aren't causing shortages; it's unexpected demand for sets. 

PATT APPOINTMENT REGARDED AS RICHARDS' MASTER STROKE-Election of John 

Patt to presidency of FCC-pressed Richards' Stations (WJR, WGAR, KMPC) applauded 

within industry. Patt's strong, public-service WGAR stewardship was backed sol

idly by all Cleveland groups when accusations by former KMPC newsmen against Rich

ards attracted FCC attention. In other pOSitive moves, highly-regarded Carl 

George and Worth Kramer, assistant general managers of WGAR and WJR respectively, 

promoted to general managerships of Cleveland and Detroit 50 KW's. KMPC's Robert 

O. Reynolds completes respected (even by FCC) four-man management team. Mr. Kramer 

succeeds Harry Wismer at WJR .... TlMKEN FINDS AIR ADVERTISING IMPRESSIVE-
-- --- ~ ---

Previously 100% black-and-white advertiser nationally and co-op, Timken Silent 

Automatic Heating Equipment, division of Timken Detroit Axle Co., is getting 

interested in radio. When Baltimore oil burner distributor insisted on using 

$60 in co-op money on WFBR, factory okay broke non-air precedent. With no other 

a dvertising, sales average $1500 weekly. Success of campaign is in hands of 

h ea dqua rters as firm earmarks biggest ad budget in history of oil burner field • 

. . . SATURDAY NIGHT REVUE RUNS GAMUT OF SPONSOR CATEGORIES-Nine sponsors 

s igned for NBC two-and-half-hour Saturday night extravaganza point out versatility 

(Please turn to page 38) 
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1941 DiMagg~e .. May 
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secutive ga
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(l1 topped st1lce. 

'er eell has llet , f rst 
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HooperattogHEt list~ne.rs 
decided W 'This statton 
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beell to 

No. 15 OF A SERIES 

JOE DI MAGGIO 
In Hits, Consecutive Games;-

WHEe 
In Rochester Radio 

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

been ever since Rochester has been Hooperated! 

Note WHEC's leadership morning, afternoon, evening: 

STATION STATION STATION STATION STATION ST ATiON 

WHEe B c 0 E F 
MORNING 43.9 17.2 9.6 6.6 17.8 3.1 
8:00·12:00 Noon 
Mondoy through Fri. 

AFTERNOON 38.2 24.8 7.9 15.2 9.6 2.8 
12,00·6,00 P.M. 
Mondoy through Fri. Stotion 

EVENING 40.6 27.7 8.0 9.6 12.9 Brood costs 
ti ll Sunset 

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

Sundoy through So t. 

HOOPERATING 

BUY WHERE THEY'RE LlSTENING:-
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nlGEST OF II SEI~1'.~lUn.~n 1950 ISSU.~ 

VOLUME 4 NUMBER 19 

• "'-~"''''''' ,r. ... ,.' '. . 

ARTICLES 

n 'ild·n es. fetOe,o: It-~iI' i. sell fo,' uou? 
It has for dozens of radio advertisers who are riding happily along on 2' 
the wave of cowboy po pula rity 

EtOo'u' iOIl oj' n ,"ew EII$J'nlld __ 'oHee 
Victor Coffee owes its rise to the top to radio plus a flexible philosophy 2' 
of broadcasting 

,lIel'duflu'isillY is lil;e HII$/(>r,u'illts: ,Jf,r' II 
That little extra called merchandising often weights the scales more 2(; 
heavily for one station than another. Services vary greatly 

1I0Iuflt-~I; uses n lIelC 'U'OOIll 

When a carpet manufacturer, recently an all-out black-and-white adver
tiser, shifts 60' t, of Its budget to TV , there must be a good reason 

U 'lutes lut,J,JeuiIlY '0 "ndio ill n IIOU·'I'V ,u'en? 
With specific facts, WNAX, Yankton, S. D., proves how radio has grown 
si nce 1945 in an SO-county area 

A summary of the radio advertising objectives and results of national 
firms during the scarcities of the late war 

They are heavy users of th e broadcast me aia. SPONSOR is looking into 
exactly what the bread and cake makers have o n the fire 

" . 'nn' if' If,>fi II ill!" s f,wII .. dn: s,uu·t sf'nsts 
This oil-refining company took to sportscasts, became o ne of the nation 's 
outstanding reg ional air advertisers 

n 'iI,'·W,>s' f,>toer: will i. s,>11 fo,o uou? (TV) 
It's TV that's been largely responsible for the current cowboy craze. 
Western films, once TV time-fi ll ers, are now tailor-made for the medium 

25 Se,J', 

25 Sept. 

DEPAR,TMENTS 
. . . 

510 MADISON 6 
QUERIES 10 

NEW AND RENEW 13 
MR. SPONSOR: SIDNEY WElL 16 

P. S. 18 
TV RESULTS 40 
MR. SPONSOR ASKS 42 
ROUNDUP 44 
EDITORIALS 72 

COVER shows Gene Autry assisting small 
member of his huge flock of admirers onto 
the cowboy's best friend. (See p. 21) 

Editor & President: Norman R. Glenn 

Secretary-Treasu rer: Elai;,e Couper Glenn 

Managing Editor: Miles David 

Senior Editors: Frank M. Bannister, Erik H. 
Arc+ander 

Assistant Editors: Fred Birnbaum, Arnold Al-
pert, Li!a Lederman, J. Liener Temerlin 

\rI Director: Howard Wechsler 

Vice- President-Advertising : Norman Knight 

-"dvertising Department: Edwin D. Coope r 
(West Coast Mana ger), George Weiss 
(Southern Representative), Edna Yergi n, 
John Kovchok 

Vice -President- Business Manager : Bernord 
Platt 

Promo tion Manager: M. H. LeBlang 

Circula tion Department: Evelyn Satz (Sub
scription Manager), Emily Cutillo, Jacque
line Pa rera 

Secretary to Publ isher: Augusta Shearman 

Office Manager: Olive Sherban 

P"blishe,1 lllll"rddl· Uy SPONSOR PUBLICATIONS 
INC . i!;xel"utlve. Editorial. Clrculatl ~n, and Adverthlne 
Onlres: 510 ~Iadlson A,·e .• )l;6w York 22. N. Y. Tele
I'hone: ~11·rr"y 11 111 8·2172. Chit-ago Omee: 360 I'\. 
\1irhlgan Avenue. Telephone: FInancial 1556. \Yest 
Coast Omce: GOS' Sunset Roule,'ard. Los Angelet. 
To,,"phon.: Hill side 8311. Printing Office: 3ltO Elm 
\' e .. lIalllmore 11. 1IId. Subscription.: UnIted State. 

$S 8 rear, CRnada and foreign $9. 81ngle copIes 60c. 
!'rlnted In U. S. A. Address all correspond ence to 61 0 
~Iadlson Avenue. ;-\rw York 22. I'\. Y. Copyrlih t 1950. 
SPONSOR PUBLICATIONS INC. 
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--- ONLY A 

---"'- \. COMBINATION 

THE GEORGIA PURCHASE OF STATIONS 

~ 

WAGA 
'ATLANTA 

• 
5,OOOw • 590kc 

CAN COVER 

GEORGIA'S 

FiRST THREE 

MARKETS 

WMAl WToe 
MACON SAVANNAH 

10,OOOw • 940kc 5,OOOw • 1,290kc 

(ALL CBS AFFILIATES) 

THE Vi£' O· F FER 5 A D V E R TIS E R 5 

AT ONE LOW COST: 

• Concen tra te d coverage 

• Merchandi sin g assistance 

• listener loyalty built by local programming 

• Dealer loyalties 

- in Georgia's first three markets . 

• Represented individually and vs a group by THE KAT ZAG ENe Y 1 ./ INC. 
NEW YORI( CHICAGO DElROIT ATLANTA DAllAS KANsAS CITY LOS ANGElES SAN fRANCISCO 

I . ........ ,~."" . 
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Omaha ' s Number 1 TV Station 
Celebrates First Year on Air 

SEPTL\II3 E R marb K:\IT\ '~ 
fif';t full year of servi ce • . . 

a year in which Ki\IT\" h a~ be
('om(' \ddt'ly recognized a~ Omaha'" 
'\Jllmlwr 1 Telt'vision Station. 

\ND "EHE'S \VIIY 
Best Progra ms from 

Two Great Networks 
CBS - ABC 

Tentat ive Fa ll linellp include~ Ar
thllr Cod fr cy, P erry COIllO, Don 
\I c","eill , Fred Waring, Ilurace 
lIeidt. Beulah, Ken l\Imray, Ralph 
Ed\\ards, P a ul Whiteman, Art 
Linkleiler , Studio One, Ford Th t'
ater, Lone Hanger, Wre~t1ill g, Box
ing. Il ockey. and T op Locally Pro
duced Shuw~. With fa vo rit es like 
these, then ' i~ 110 g u e~ "ill g about 
who get~ I he hig T\ ' audience> in 
Omaha. 

Live Network Television 
Comes to Omaha 

Sept emher 30 i~ the date! Thi ~ 
promi~e uf eve n IlHlre top TV show" 
i~ sure to add sllI"talltially to th e 
more Ihan 30,000 se ts already in 
use in the KMTV area. T o pene
Irate th e rich Omaha market u,.e 
Omaha's Numher 1 TV Station. 
Inclllde K,\lTV ill your IJa~i c te le
visio n ~ c1r edulc. 

Get All the Facts from 
Your KATZ Man 

Nat,onal Representatives 

_K mTV 
TELEVISION CENTER 

2615 Farnam Street 
Omaha 2, Nebraska 

,510 MailisoD 

ARMSTRONG CORK ON TV 

Thank you \1'1') much for) our nice 
little piecf' 011 your follo\\"-up 011 our 
tele\'i",ioll show. Simply as a matter 
of pf'rsonal illterf'st to you, I call gi\"e 
you a little report on \\hat\ happening 
su far as mail is COIlCf'nlf'(1. It's build
ing up \ e ry rapidly and in a yolun1f' 
very df'finitelv beyond our pxpecta
tions. The notable thing is that at least 
90' ~ of th e letters are commenting 
about tllf' " wholesome" charactf' r of 
the pla~'s. \lan)' start with phrases 
like, " Tllf' A rmstrong Cork Company 
should be congratulated on ... :' This 
makes us feel good because onf' of our 
prime ohj f'c ti\ f's is to gf'ne ratf' a good 
ff'elin g tU\\"ard the (.'ompany and the 
whole range of products and apparent
ly we' re making :"01111' g round. 

An observation that can't be escapNl 
as } ou read a bunch of this mail is 
that therf' are an awful lot of peoplf' 
who are highly displeased \\ ith thf' 
gf'nf'ral fla\"or of a lot of television en
tertainme1lt. A few lellf'rs \rould indi
cate cranks but thf'rf' are literally doz
ens and dozens that are really diatribes 
against the 1l1unlf'r Ill)stery. suspense. 
ba rroom sort of thing. 

I 'm nut passino these observatiolls 
along to you with any idea excep t that 
th ey might be intf'resting to ) ou as 
gellf'ral backg round on programing. 

CUIEIWN HAWLEY 

Director of Advertising &
Promotion 

Armstrong Cor!': Co. 
Lancaster. Pa. 

MAIL ORDERS BY THE MILLIONS 

A fe\\' weeks ago I recei\'ed your 
magazine. It may have been the May 
or J Ul1f' issue. An art ide in it about 
Boh Hope selling a million dollars 
worth of balloons. I ga\"e it to a local 
balloon manufacturer and he's in ter
es tf'(1. Can I have a tear shef't of the 
story or an f'xtra copy of the issue? I 
t urn Illy copies of SPONSOJ{ oyer to 
stations, ad\'ertisprs or advertising 
agencif's. 

C. H. ItI CHARDSOl\' 

Oleida Advertising Agency 
Sandnsky, Ohio 

• J'lu" artit'I(· UJlIHoo-.rt ·tl in tlte 22 ' l ay j~~ue. 
Tt'~r !-oIH'("l t'o h~l\' l" IU"('II ~ t'lIt tn Il.,,"oult·r Uit'llardson. 

(I)le(1.se tllm to page 701 

• 
IS 

Jll r. D. S. Parker 
Tr' ard Wheelock Co. 
Philadelphia . I'll. 
Dear D. SO" 

rOll fellers what's II sin' rrCHS has 
sure got til' 
jump on th' 
other advertis
ers in Charles
ton, West Vir
ginny! Yuh kin 
buy chainbreaks 
on Tr'CHS fer 
jest 'bout half 
what it wnd 
cost yuh ter buy 
all th' 0 the r 
lour Charleston 
stations, but 
rrya know what, 
D. S.? Y 'nd git 
28 percent more 
night-time lis
seners then y'ud 
gil 0 n a II th' 
other Charleston 
s I a t io n s put 
t'gether! Now 
thet's slLTTlpthin' 
fer YOIl agency 

guys ter 'member! 111 Charleston , 
Ir' es t "irgillny, one'll git rllb more 
th en all Ih' other JOlLr! 

Yrs. 
Algy 

W C H S 
Charleston, W. Va. 

SPONSOR 
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OneOoes/t· 
~ 'a l 
in !r1irlllm81"c · 

ONE station 

ONE rate card 

ONE spot on the dial 

ONE set of call letters 

50,000 WATTS 
DAYTIME 

810 kc. 10,000 WATTS 
NIGHT 

National Representative: 

John E. Pearson Company 

18 to 1 Sales Ratio 
An expenditure of $3000 resulted in 
the sale of $54,000 in merchandise •.. 
in 3 months ... for one sponsor of 
HILLBILLY HIT PARADE. Orders 
came from 270 counties. (See Map 1 
at right). Dal Stallard emcees this 
l IIl-hour Hillbilly-Western record 
show every Saturday morning. There 
are no special offers, no write-in gifts 
... just hard selling. 

g oc.ycles 
tf.e 

• qA.q . 
I(C MO - f ~ . . . 'traosit 

d asuog . Br oa ~ osaS City· .. 

~ 
Radio iO l<.a riding pub-

, ~er the , e 00 

~ 
to CO while they r eW 

• . . :--. lic . .' buy ... at 0 
, " . the way to 

_ 4 loW costs~ 't Radio, Inc. 
- Contact TranS! 

Miracle for a Miracle Drug 
A schedule of 5 announcements for 1 

week on START THE DAY RIGHT, 

early morning live talent participat

ing show-7:15 A.M. to 7:45 A.M.

Monday through Friday-produced 

3,426 pieces of mail in response to 

Hadacol Mystery Tune. (See Map 2). 

Write KCMO for specific program 
information for your products. 

K A N S A SCI T Y 6, MIS SOU R I 

Basic ABC for Mid-America 

11 SEPTEMBER 1950 7 
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AT LANTA 

/<Pt~ 
IN SYRACUSE 

Maybe you don't have any chores to be done in Syracuse, or 

St. Louis or Portland ... but how about the other markets listed 

at the right? Whatever you need, ask the Colonel! All (nOSe 

cities are "hometown" to us because we're constantly checking 

them, studying them, working in them. We know the ropes, 

and it would please us a lot to be helpful. Say when! 

Pioneer Radio and Television Station Representatives 
S ince 1932 

NEW YORK CHICAGO 

DETHOIT FT. WOHTH HOLLYWOOD SAN FHANCISCO 



. ST. LOUIS ... OR PORTLAND? 
EAST. SOUTHEAST 

WBZ-WBZA Boston-Springfi eld NBC 50,000 

WGR Buffalo CBS 5,000 

WMCA New York IND. 5,000 

KYW Philadelphia NBC 50,000 

KDKA Pittsburgh NBC 50,000 

WFBL Syracuse CBS 5,000 
. 

WCSC Charleston, S. C. CBS 5,000 

WIS Columbia, S. C. NBC 5,000 

WGH Norfolk ABC 5,000 

WPTF Raleigh NBC 50,000 

WDBJ Roanoke CBS 5,000 

MIDWEST. SOUTHWEST 

WHO Des Moines NBC 50,000 

WOC Davenport NBC 5,000 

WDSM Duluth-Superior ABC 5,000 

WDAY Fargo NBC 5,000 

WOWO Fort Wayne ABC 10,000 

WISH Indianapolis ABC 5,000 
KMBC-KFRM Kansas City CBS 5,000 
WAVE Louisville NBC 5,000 
WTCN Minneapolis-St. Paul ABC 5,000 
KFAB Omaha CBS 50,000 
WMBD Peoria CBS 5,000 
KSD St. Louis NBC 5,000 

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

MOUNTAIN AND WEST 

KOB Albuquerque NBC 50,000 
KDSH Boise CBS 5,000 
KVOD Denver ABC 5,000 
KGMB-KHBC Honolulu-Hilo CBS 5,000 
KEX Portland, Ore. ABC 50,000 
KIRO Seattle CBS 50,000 



Ea rl Godwi n, Dean of 

Washington news men-a 

"name" in Capital and na

tional news circles is now 

available on WRC, 

choice time, 6: 15-6.30 p.m . 

Monday through Friday. 

Godwin's down-to-earth 

style is a potent selling 

force in this rich market. 

The combination of a 

prestige program with the 

timeliness of Earl Godwin's 

news style means audience 

loyalty for any product. 

This availability de

mands your careful atten

tion- cali WRC or National 

Spot Sales. 

Monday thru Friday 

6:15 - 6:30 P.M. 

IN THE NATION'S CAPITAL 
YOUR BEST BUY IS 

Queries Reader inquiries below were answered recent
ly by SPONSOR's Research Dept. Answers 
are provided by phone or mail. Call MU. 
8-2772; write 510 Madison Ave., New York 22, N. Y. 

Q. \"hen' shuuld TV eommereial~ he plaee!l'! 

_ilh'ertising agenc), research department, New York 
A. _\ spo:\'son ::-eri e ~ 011 TY t:ommerc ials ap peared 10 Octoher 1949; 

2 January: 16 January: 13 ,ran·h 1950. 

Q. Have ~ou earI"ied an~ per-itHJltiry arti('I('s '! 

dd/ lertising agpncy, New Vork 
J\. spo:\'son ha" carried the following: '"The ca!'e for a nd again!'t 

per-inquiry adverti sing" 4 July 1949. page 24; --I s mail order 
good for radio?" 5 December 1949, page 19: " l\1ail orders by 
the l11illion~" 22 Ma y 1950, pa ge 28; FALL FACTS issue. 17 July 
] 950. page 59. 

_!. Your 14 August issue listed Sillg II Agaill under ""1'ew on Tele
\ision Networks" in the N{,w & Henew section. " 'hat kind of 

program is it'! dd/,prt£sing agenc)" NplV York 
A. The prognllll i!' a quiz-type l1l11:;ical !'hO\\' featuring Dan Seymour. 

_!. Ae{'ording to the SPONSOH TV map, Syracuse and Binghamton, 
New York. are link .. d hy ('ahle. Is this {'mTeet '! 

Soap manllfacturN, iVew York 
1\. Correct eiIeetive March 19.51. The two cities are uaw sometimes 

linked by private microwave relay a~ was done Juring the All
Star })(\,;eball game thi s :-;Ulnl11er. 

Q. Han' you dOIH' any stori('s on dlildren 's 11l11~ical programs '? 

ddl )ertising agency. Npw York 
J\. Ye:-.. " Hobill , :-;pill that d i:;k" 20 June 1949. page 24; "Squirt 

~lant" 15 A ugu st J 949, page 22; "1'\T captures the kids" 26 
Septemher 19,19, page 57. 

Q.ln ~' ollr Sponsor H('l'ort~ . J 7 July i~sue, ~ou mention the forma
tion of Tapt' Nt,twork Ineorporated. \Vhat is their address? 

Radio statioll manager, Alaska 
A. Addre::,:-; Ml'. Bruce Eell:-;, Bruce Eell" and A~,;oc iates Incorporat

ed. 2217 Maravilla Drive, H ollywood 28. California. 

Q. \Vhat programs dol'l" General Foods COl'}H)I'ation sponsor'! 

Mllsic corporation , New York 
A. Genera l Food,; :o; pon:;or,; th e follow ing nf'twork radio a nd TV 

~h()w:-: NBC radio- Fatlwr Kn ows Bpst ( Maxwell House): AL
drich Family (leila); Wh en A Girl Marries (Cal umet, Swans
down, Baker',; Cocoa); Portia F acps Life (J ello). N BC-TY
lIdrich Family (lella); /lopalon g Cass idy (Sugar Cri~p, Grape 
~\It,; Flake,;, Po,;t Toasties). :\IBS radio- JII/ lenile Jllry (Ga ines 
Dug Food). CBS rad io- Wendy lV arrcn (;\ Tax\\-cl l HOllse and 
]n~lant Maxwcll l-Iou::e); lIy Fa/ 1orilp /lll suand (JelIo): Sccond 
Mrs. IJllrtoll (Swan sdown) ; lIopalong Cassidy (G rape Nuts 
Flake". Po,;t ('c'reals); Gangbllst",-s (Grape ~\Ih ) . CBS-TV
Mallia (Maxwell House): The Goldhcrgs (Sa llka a nd Illstant 
Sanka) . 



RESPONSE-ABLE ! A WGAR-pro
duced live polka program, " Polka 
Champs", brought an avalanche of 
27,548 pieces of mail in a two-week 
period! That's proof of WGAR's 
popularity and pulling p<?wer! And 
70% of these were official ballots 
picked up at dealers'. That's WGAR 
selling pouJerl 

A WGAR SPONSOR. The famous 
brother team of the Clark Restau
rant Company, Mr. A. Y. Clark 
(left) and Me. R. D. Clark (right) 
with Glenn Gilbert (AE) ofWGAR. 
Since 1896, their 15 restaurants in 
Cleveland, Akron and Erie, have 
grown so popular that they now 
servetenmillionguests ayear! Con
vinced that "today's children are 
tomorrow's customers", they have 
sponsored WGAR- produced 
"Fairy tale Theatre" for over 
two years. 

EXCHANGING IDEAS with dealers . 
Through direct mail and personal calls 
on outlets, WGAR advises dealers of 
advertising campaigns on station, and 
recommends tie-ins, displays and selling 
methods to get greatest value from air 
schedule. And sales ring true with such 
follow through! 

the SPOT -for SPOT ~A[)IO 
Write for our "Six Billion Dollar Picture", 

------
NOW AVAILABLE ... a din
ner hour sports round-up in 
a sports-minded town. Paul 
Wilcox, \VGAR sportscaster, 
brings to Cleveland and 
Northern Ohio listeners the 
scores and sports returns of 
the day at 6:15 PM. If you 
want to score saleswise. ask 
for more information about 
Paul Wilcox and WGAR. 

RADIO .•. AMERICA'S GREATEST ADVERTISING MEDIUM 
WGAR • , , Cleveland • •• SO,OOO watts • •• CBS Represented Nationally by Edward Petry & Company 

11 SEPTEMBER 1950 11 



12 

' ...... -. 1.-- .--, V \ 

HOUR ~~ ~:\ 
~.' .-.~. 

U.S. STEEL 
again presents radio's award-winning i f 

: I 

Theatre Guild 
oTitneAir 

\ 

L , 

Another big year of outstanding stage and 

screen hitsl Coming up this season : The Third Man; 

Come Back, Little Sheba; The Fallen Idol; 

There Shall Be No Night; Edward, My Son; 

A Farewell to Arms ... and many more! 
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"i • • 
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New on Television Networks 
SPONSOR AGENCY NO. OF NET STATIONS PROGRA M, time, start, duration 

Ah('o Int' 
A I .. ~ ri('an 1I011'{" Produc t.:; 

In c 
A rnold Ba k er s Inc 
A ,('o ~Ianufa('turin~ Corp 

( Cro.l .. y Div) 
Bym a rt In(' 
1I"nrus Watch C o 
Campbell Soup Co 
C hrysl .. r Corp 

(Do d ge Div) 
The Exquisit e Fo rm 

BrassIere C o 
Florshe im S hoe Co 
Food S tore Prog r a nl s 

Corp 
lIud son 1'lotors 

International L a t ex Co 
S . C. Johnson & So n In c 
Kellogg Co 
L t" ,'e r Brothc r q Co 
Le ,"er Brothe r s Co 
Ligg .. tt & :\I y ... ·, Tobae.'o 

Co 
I~ u("'n s In(' 
:\Iars IDe 
Minnesota !Uining l(; 

~I anufacturing Co 
Owc n s-Cornin g Fibrpg l a s 

Corp 
T h .. Philco Co rp 
Pill sbury :\liIIs Inc 
Prudt"nl i a l In"uranc(' Co 

S now C rop M ark t"t t" r R 
S. F . Whit mao & :;on Inc 
Wlld r oot Co 

Huhin 
T.· d lI a tc . 

B.·nton &. Bo".,le" 

C- ... (' iI & Pr .. ~hr ... ' · 
J . I). Tar c h"r ' 
W a rd Wh.·c1ock 
Rnthra uff & H ~ an 

Iir a ndfo r d 

(; ordol1 U ... !!> t 
Fra nklin Bru.' k 

Brooke, S mith, F ren ch &. 
U o r ran<>{'l 

F oo t e, Co n p &. n e ldin g 
Nccdh a m , Lou i s ,,'\0. Bro rb y 
K C II ~' on & Eek" a r d t 
J. " "a lt t"r T h o mp so n 
HUlh ra uff & R yan 
C unning h am & \\"a h.h 

J . ;\1. ;\1 a the s 
L.,o Burn t"1t 
BRlI&O 

Fuller & Slllill. & R o ," 

Hutc hins 
I~eo nurn ... tt 
C.alkins & 1I .. ld .," . Carlock , ;\Ie· 

C linton "t S nlith 

" a x on 
W a rd Wh.'c1o ~k 
BRlI&O 

NHC.TV 
C IIS.TV 

C IIS·TV 
N IIC·TV 

CIIS.T" 
N IIC.TV 
N IIC.TV 
A IIC·TV 

A IIC·T ' 

A IIC·T ' 
Uu :\l on l 

A IIC.T" 

CBS.TV 
:-iBC.TV 
CBS.TV 
CIlS.TV 
CIlS.TV 
CIl5.T " 

CBS·T' 
ABC·TV 
N IIC·TV 

C IIS.1 V 

ABC·TV 
C IIS.TV 
C IIS·TV 

N BC.TV 
NBC.TV 
N BC·TV 

Renewals on Television Network 

·111 

3 6 

:U) 
:16 

3 ,l 

:16 

:i6 

36 
36 
36 

Th ron~h W e ndy's Wind ow; W 8:15.8:311 1".; 23 Aug 
lIoI1H' nlak er~ f :x('hanl!: e ; \\ ' i-I. :3" pin ; 2 AuJ,! ; 1 3 '" k ~ 

nOIH~rl Q. Lewi,,; ~un 11.11 :15 Illl1; 2 ·1. ~'"P ; S2 "k li 
Saturda y 1\ ig hl H .",·uc ; S at 10.10:30 Ill)): :19 "., k s 

TIIA ; W 9::iO·10 1'1ll ; 18 0 ... ; II " k . 
Saturday :-l ig bt H .. ,'ue; Sat 9 :30.9 : ,HI 1'''' ; 39 "k . 
S a lur.l ay ~ight R.·,·ut"; Sat 8·H :30 pn.; 39 ",ks 
Sho"tinlt", U .. s. A.; Sun 7:30 .. H pin; I O (, t: S2 ".,.k ~ 

TI .. · Hohbins Nc,t; F 11.11:15 pill; 29 :;"1'; 13 wk s 

H.,.I G r a n g .. I'redicls; Th 11:l5.11::i1l pm; 21 S.·p; 13 "k , 
Star T im t"; T 10·11 p m ; 5 ~ ... p; 52 ""k ... 

Billy Ho se's P l aybill; T 9·9 :30 pill; 3 Oct ; 52 "ks 

Look Ynur Bcst; ~I .F 3:30.t 1''''; 18 S .. p; 52 "ks 
Sa t u rday Night R .. ,· u c; Sat a :50.9 pill; 39 wk , 
Tonl H a n ger ; ~I , " ' , F 6:45. 7 lIn.; 2 O (, t; 52 "ks 
Lu x Theat rc; M 8·8:30 pill; 2 n .·t; 52 "ks 
Big T o wn ; T h 9:30·10 pm; 5 O ct; 52 wk s 
P e r ry Com o; ~I , " ", 7 :4 5 ·8 p n.; 2 O .. t; :>2 "" k s 

S ing It A~ain ; Sat 10:15·1 0:30 p ill ; 7 Oct; 30 wk s 
Falst a ff ' s Fables; M·F 5:55·6 I' m; 18 S"I'; 52 wk s 
Saturday N igh t Revue; Sa t 9 :40.9 :50 pm; 3 9 "ks 

Vanit y Fair; T ,':30 .5 pm; 5 S .. p; 5 wk . 

T h .. Do n MeNeill TV Cl u h ; W 9· 10 pm; 13 S.·p; 52 "k< 
Arthur Godfrey & Iii. F ricnds; W 8 :15· 8;30 pm; 27 SCI' ; :>2 "ks 
T RA : T 8 · 9 p m; (alt wk s ) In O c t ; 22 broadca,t s 

Saturd ay N ig ht R .. "u .. ; Sat 9 :00·9 :30 p m; 39 wk s 
Satur.lay N ig ht R .. vue; Sat 8 : 30.8 :40 pm ; 3 9 w k s 
Saturday N ig ht R f" ' ·u ,,: Sat 8: ·10 .. 8::>0 pin ; 39 wk ~ 

SPONSOR AGENCY NO. OF NET STATIONS PROGRAM! time, start, duration 

Canada Dry Glng .. r Ale 
Inc 

Urug Store Tt"lc,·ision 
Productions 

General Foods Corp 
G iII .. tle Safety Razor 
M & :\1 Ltd 

Mil ... Laboratorics loe 
National Dairy Product s 

Corp (Sealtest) 
Packard ;\Iotors 
[ h e P eters Shoe Co 

Ro . .. fi .. Jd Packing Co 

J. ~1. :\I athe. 

B ... ntol1 ..'{: Bo"., Ics 
."axon 
"'illiam E . ty 

" 'ad e 
N . ,,' . AYI'r 

1: 0 Iln~ & Rubi(' aln 
lI .. nri , lIur,t ... " e Don a"l 

( ; uild, na !">('on. &. Ronfi g li 

A BC.TV 

Du'l ont 

CBS.TV 
N BC.T Y 
A RC·TV 

N BC· ... V 
N RC.TV 

A BC.TV 
ABC.T\' 

U u:\lo .. t 

Station Representation Changes 
STATION 

KA 1'1., Storm Lake, Ia. 
KI.OK, San Jo ... 

KNOH, Norman . O . 
KROF, A hlw"iII.·. L a . 
W ABZ. Albc m a rl.·. N. C. 
,,"CRn. Waltham. :\1 a". 
WE(lK. I'ou !,: hk ecpsie 
WEWO, J.auri .... u rg, N . C. 

AFFI LlA TION 

I n"(·lu·nd('11 t 
1 ndrp.·nd.·nt 

1 .. «I·"I)(·n«l .. .. t 
Indf~p."nd <>nt 

KIIS 
Il1d" I) t" l1d <> nt 
1 n d"p t"nde n t 
Ind .. p end <>nt 

1'1 

29 

62 

38 

II 

S uper C ircu :; ; Sun 5·5 :30 pUl ; 3 S .·p ; 5 2 ".,.k s 

Ca ' ·a l ca (l e o f S t a r ... ; F 10 .. 11 PUI : 8 S("p: ;i2 wk ... 

;\I a ... a ; F 8·8 :30 1.1ll ; ·l Aug; :> 2 wk s 
Box ing; F 10·10:3 0 pm ; 52 wk . 
Supt"r C irc u s; S un 5 :30 .. 6 pnl ; 13 Aug: 2'-' "" l ... (alt t"rn a t .· .. p on:o.or

_hip with '1' .... P .. t e r s Sho .. Co ) 
lJuill Kids ; F 8.8: 3 0 pm ; 3 9 "k. 
Kukl a, F r a n & Ollic; T , T h 7·7 :311 1' 111 ; 39 " k. 

H o liday 110 1 .. 1; Th 9 ·9 :3 0 pm ; l.t S .. p; 52 w k , 
Super C ircu l;O; ~un S :30·6 pm ; 6 Aug; 26 "., k s (altt"rn ah' :o.po lI .. o r ~h ir. 

with ~I & ~I Ltd) 
Capt a in \,i(l t"o: " . 7·7 :3 0 pnl: 6 Sf'P ; 17 "., k s 

NEW NATIONA L REPRESENTATIVE 

1I .. ,ne)' & Co. 'i. L 
J o hll E. Pcar ... o n C o , 1'". '\ . (( ; .... (' Grant 

& Cn Pa .. coast r ep) 
lI .. ,'n.·" & Co, N. "
lIe"n ey & Co, :\'. L 
U ,·,·ney ,,~ Co, 1'\. Y. 
U ... , ney ,,\: C o, ~. 1. 
U ... , n .. ~· & C o , .,. Y. 
lI .. ,n.·y & Co, 'i. \. 

• ,,, lIe~·t isslle: New lind lfellewef' Oil l\'etwo,"ks, J"ew Nlltiollll' S,Jot ltotlifJ Business, 
Natioila' B,"oatl("ffst Soles E.,·ecutive Cluu'ges, Sponsm" Persollue l L" '"U!/eS, 

New f'!/e,U"U A,JpfJintmeuts 



Station Representation Changes (Continued) 

WFBG, Altoolla ,,'FG'., FitchLur~. 'Ia~ ., . 
" "GTC. Gr~e",· iIIe. r-i. C. 
'l'd .\A , Charloll('''·iI .. ·• \ .... 
,,'KA) , J\lacoII1L, III. 
" ' KEY , t:ovin~loli. Va. 
""KOY , Bludi",.I. \\'. \ ·a. 
W;\AE. Warn·n. Pa. 
\\ 'j\,.\.'\. , N~enah. \\ · i~(·. 

" "1\;\T, " 'a r 5.3w .. Va. 
"\ ·O'S. lIarlforol 
\\'O .\W , D"fiallce, O. 
WRAD, Hadford , Va. 
\\,IIJ'I , N .. wporl. R. I. 
\"!'.qp, Painls \.Hle, K,.. 
" "Tell, Shaw3l1n, ". i ... c . 
\\ 'TT1\ , " ' alerlo",,". ,, ' hic, 
\\'\ " ", lIilo>-i 

"BC 
I nd~IH"IHh'lIl 
Jlldt'IH'IUIt'1I1 

'IC;\ 
IlIdlO,H:°ndt>111 
AI:C. KBS 
'illS 

" ".'I.R,\. WXHC.F'I. lIuffalo.K'·'lIllort·. '\. \. 

"liS 
Indt-°IJendent 
JIHI('IH:o 

.. d("lIt 

"liS 
Ind,olJl'll(l,olll 
Ind,oIH'lIdl>1I1 
1011.0,)("l1d4"01 
I nd,o'H'lul e lll 
IIHI.o,HO.HI.onl 
Ind,o.wlld,olll 
11111"11('0.1(011' 
IndclH-'II(1cnl 

New and Renewed Spot Television 

Anl("rican SI("lol Wool 'Ifg Co 
.\nlhrafoile In~lilute 

B~nsolJ .. "" Ill'd~cs 
Ilt~\.·("r\\!y .. k Br.ow crit"' ~ 

Borden Co 
Arlhur Brnwn & Co Inc 
U. L. <.:lark Ca nd y Co 
I)ol"~kin Produfot Corp 
H"IIIH'n II. DOllnelly Corp 
UulT)·." "It Co II ... 
Ef' lip~c Sleep Produlot~ Inc 
So \V 0 F a rb __ "r Inc 
Flex-L .. I Co r" 
Flex-L('I Co r" 
Fle>--Lel Cor" 
Grt"'at Allantic .. f(,;, P ac ifi (" Tea Co 
(;ruen \\' atch Co 
lIu(l..,on Coal ( :0 

~lcKl"~!-'on & Bobbins Inc 
1:. F. M"II.'r 
C. F. '11111t'r Co 
Old Buleh ColT.·.. I n < 
Jlroctf'r ... "<a. Ga mblc Co 
Prochor ..'\: Galuhl(" en 
Proclt"r ... ~ Ga lllbl~ Co 
Proct("r &' Galnble Co 
Hallg('r JOt'" Illc 
H. J. Ih·..,IOI.I . Co 
B. J 0 n(';'nnlfl~ "0 
H. J. Ih·ynol.! s Co 
Big~in Toba.'("o COr l) 
Sh .. 11 Oil Co 

SI ahl- 'If"y(or I n e 
~~la l1flard "rands Inc 
Tri('o Proflulols Co r .. 
Tri('o Prnlluf'l~ Corti 
\' ais .. oy Brisiol Slioe Co 

Vil'k '-hemical Co 

\ · i .. k Chemica l CO 
J. II. Willia m s "0 

AGENCY 

~fOfOdhaln .. ~ «;rollilialln 
.10 \\ 'a llf'r TIH)nll)",ulI 
Kudnt"r 
'lcCa nn-F.ri("k~on 
Young .. ~ HIIIJieanl 
lIuh .. r lIog- e 
III1))S.O 
Fed .. ral 
1\0 W. A,'f"r 
Young .. f{' Rubi("alll 
E. T. I1owarol 
Victor ..... an tier Lind(" 
Edward Lo Frankf"lI .. t("in 
Edward L. Frank (" I1!'<1It"in 
Ed",ard Lo Franken .. l("in 

Llt°nllonl ... 
J. ll. Tareher 
J)u ant" JOllfo!-, 

))uallt~ JOIlf":o. 
P.-.ck 
Bcuton .. '<.: Bowl t"s 
HCliton & Bo"" I t" ~ 
COIIII)tou 
Be nlon ... ~ Ho"" Ie ... 
Lanlh & 1\:("("11 

\\ ' illhnl1 Esly 
\\ ' illiaul Esly 
',"illimn E~I y 
Badet"r~ 8ro""ning .. '( lI("r~lo~. 

Jo " ' ah("r Thonlpson 

1J0""d. Ilcd.i .. "ld ... ~ Juhll~ton(" 
Co mplon 
Hald""in~ nau("r .. ~ ~Irachall 

BahIwin, Ballcr ... ~ Slrach'lIl 
Storm 

118)),\(0 

1IR1!'1( 0 
J. "'ah .. r Th o lilpson 

NET OR STATION 

W;\IIT, "'. \. 
W;\IIT, :\. Y. 

~~~'~: ~~h!~. 
\\""IIT, .'i . Y. 
"':\' IIT. ,. Y. 
VnlZ-'1 \ '. 110,1011 
" "liZ-TV. 1I .. ,lon 
W:'\J)I) . Chi. 
\\"RI;II. S .. I,,·n. 
W:\"IIT, :\. Y. 
\\"[\IIT, r-i. \. 
\\"1\111). Chi. 
KI\ 1111 III",. d . 
WHGII: Seh('n. 
\\';\111). Chi. 
\\':\111). Chi. 
\\" I:G II. S.·I ... n. 
\\":\11'1'. 1\. \. 
\\ I'TZ. Phila. 
\\ HGII. Sd ... lI. 
\\ .'\11'1' , ]'i. \. 

W:\ II 1\.. eleH. 
WHGB, Seh(,l1. 
WPTZ. I'hila. 
\\';\II\\' . \\a , h. 
WIIZ-T\" , 1I .. "lon 
\\,PTZ. Phila . 
\\'i'II\\". \\'a,h. 
" '1\ I\(} , Chi. 
\\':\111) ... hi. 
,," ,,\111'. N. Y. 

" ":-';8T_ i\. ,. 
WI'TZ I'hila . 
""'11K. CJ.·H. 
"[\'111) , Chi. 
WI'TZ. I'hila. 

WPTZ. Phila. 

W .\ 11\\-. ". a,h. 
Wr-iIlT, j\'. Y . 

Advertising Agency Personnel Changes 

NAME 

Bieiloll, .. 1 1\'1. Brad ~ h;I "'" 
I)a,ill Ho I:.ollwi .. k 
TUIII lIick s 

Jan ... ", \\' . ~II'«; II)IH~ Jr 
U~n· itl Ho Puloll 

'lourn(O II. SllOlw 
Bo L. Sinlp!'<Iun 
t:. \'fall ... \\' t ... k.or 
Hull'h L. Wolf.· 

FORMER AFFILIATION 

Phillips II. Lord I u(". ;\0 \ o ~ pro~ !'<IlIpl'r\. 
Abhull KimhOlIl, 1'0 Ao, a('f'l "XlO.~ 

Flfo",'IHor Ho Hi('hard ... ~ :\0 Yo. rudio. h' tlir 
Tru.o '1:I :;!a1'.il .... 'lid""fo~ 1 UmCf' rl'" 
S("hCI·k, :\townrk~ a,.. .. uc T" tlir 

:"lalio .... 1 Bbfoni t Cu.1\'o Yo 
CBS-TV, :\' . Yo ~ :I .... "'I)C h' flir 
BBlhl{ t)~ I)fotroil, ill In,ofli.1 tllopl 
\\'olf('.Jil·klill;;:-Collk .. o~, ])Iolruil, prt~ S 

New n n d Itene w 1. Septe mber 1950 

11.)( Representathe5. :\'. Y. 
J) .. \. ney .. x Co, l"'i. y. 
Jol1l1 E. P.·arson Co. 1\. Y. 
D(,,\.I1(,,), .. ~ Co, i\.'. Y. 
J)('vney ... f{ Co, :\'0 Yo 
J)("\.ney ... f{' Co, 1'"0 Yo 
J)("\. Ill')' ~f{. Co, ?tt.' 0 Yo 
J) .. \.IICY &. Co, ~o Y. 
)fO \.'I1(")' & Co, No Yo 
1)("\. IUoX & Co~ :\'0 Yo 
II-It nCllresenlati\.'cs, j\'. ,\, 

He\. nlOY ... ~ Co, l"!-0 Y o 
Ih"\.'l1cy & Co, i'i o Y. 
Il .. ,n.·y ," C o • . \. Y. 
Ut.~\. ncy ... ~ Co, :\-0 Y o 
Slolu·pp.Rcilucr Co. ;\' . Yo 
J)l'wnc\.' .. f{' Co, ,'\ . \ . 0 

Il"" ne)' ," Co. ,,'. Y. 
" ' illianl G. Raluheau Co" :\'0 Y. (~O iag ara 

Fronti.or nIOlrk .. l) 

One.lllin Ii\.'e anuclnt~ 30 Aug; 10 ""k s (n) 
Stn Ilrcak; 21 Aug; :>2 ""k s (11) 
One· luin filll1; II Sel)~ 13 wk s (n) 
20_ ~ .. oc fillll; 17 S("p; ]:1 ""ks (n) 
Onc-Iuin anncnll; 2M Aug~ 13 wks (r) 
IS-illin nc"" s ; Sun I] : ·15-12 noon; ]0 ~cp; 13 wk~ (n) 
Ollt"' ·min filln; 2] Aug~ 13 ""ks (n) 
IS-illin prng ~ 3 Stop; 16 ""ks (n) 
Stn break~ ] SCI); 17 ""k s ; (11) 
Sin hr .. ak; 29 Au/!: 18 wk. (n) 
Onf"-nlill filrn; 23 Au~; 13 ~k s (n) 
One-min film: 6 S,·,,: 13 "ks (n) 
20-,,· .. film: 25 AII/.I; 52 wk . (n) 
~tn hreak; 30 Ang; ]S ""k s (n) 
2U-sc(" fi 1m; 17 St"I); ] 3 "" k s (n) 
Sin break; 12 SCI'; 52 "ks (r) 
2()-scc fillll; 2] Aug; 52 ""ks 411) 
One- min filn.; :; Scp; 26 ""ks (n) 
Oll(,,-Inin film ; I Aug ; ]5 ""k s (r) 
2()_ ~foC filln; 21 Ang; 19 wk s (II) 
:-il n brl~a k; 2 ~("p; 18 "" k 5 4 n) 
15.lnin nf"WS; ~nu 12-12:15 IJlII; I Oct ; ]S wk s (n) 
2()- ~f" c filln; ]7 Aug; 3 3 wk s (n) 
~tn br .. ak; 26 Aug ; 52 wk s (n) 
20."fO" film; 3 St"p ~ 52 ""ks (II) 
Sin br .. ak; "'; Sf"Jl; 52 ""ks (II) 
()1If"-lnin filll1; 31 Aug~ ]8 ""ks (r) 
Ei"hl.sce film; II :-;"1" 52 wk, (n) 
Ei"hl.s('e Ii 1m : 8 E .. ,,: 52 wk . (n) 
Eig-ht-sec fihn; 9 Scp; 52 ""k s (r) 
Ei;!I .. -s .... fi 1m; 3 S"p; 26 "ks (n) 
Fh'e-min IIf"WS; :\I-F 6:25.6:31) I)n.; 28 Aug ; 52 wk ~ 

(n) 
Stu I)r("ak; 25 OCI; ]3 wk s (n) 
20-H'C chain break; 2 ~f"II; 52 ~ks (n) 
Sill break: 20 Aug; 26 wk . (r) 
~tu br("a k ; 3 ] Aug; 26 wk s (r) 
Fnnny Bnnny ~ .'1, T, 'I'll. F 5 :25-5 :30 IIUI:' 18 ~f""; 

13 wks In) 
Fi\.' c·nlin II("W S; Sun 6: 1-0-6 : ·IS lUll; 17 St"P; :;2 "" k ~ 

(II) 
Ont"' ·nlill filnl; :1 0 .. 1; 26 \\ k s (n) 
Ei"hl- se(' lilm; 27 . \ug : 52 "ks (11) 

NEW AFFILIATION 

' 1I'Lar("n , Parkin, Kalin Inc~ !\'o '\ .~ ~p("f"ial r .. p ill charge- of 
'\'a~ho om .. o•o 

(;f'~'t"'r, ~fow("11 .. x f;all:,!for, 1\'0 '\ o~ Ir(' s up("r\.· of radio. h ' cJf"PI 
eOilkill s .. ~ lIuldl'lI . Carlock, ~1(OClilllon ... f{ Smil h. Lo Ao~ ae("1 

(,"f'f" 
f; IO~· for . " 'fow .. l1 ... ~ (;a ngf"r. I'\o , . o~ C,("(O proll 
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NEW ANTENNA MAKES WHO 
A FAR BETTER BUY THAN EVER! 

WHO's Potential Nighttime 
Audience Increased 92.7%! 

WHO ,\'ill be operating soun with two new 50 kw transmitters 

(AM and FlU), two new antellnas, and a new 780-foot tower. 

Representing a $400,000 investment, this new equipment 

not only improves WHO's transmission, bllt also brings 

two 11ll1ulred thousand Ilew people ,dthill WllO's .5 milli

volt contollr - nearly three million new people u:ithin 
Jf/HO's nighttime fading zone! 

Here are the figures: 
0' 

BEFO~E . NOW 
I Area Inside .5 Millivolt 

Contour (Squar~ , Miles) 
. 

89,000 

Population ,Inside .5 , ,', 
Millivolt Contour ' , ' ',3,890,000 4,100,000 -Area 'In,side, Nightti~e 
Fad!ng Zone (Sq. Mile~) 73,000 125,300* -Population' Insi~e 'Nig~t- , 
lime Fadin~ 'Zone , r' 

NEW AM EQUIPMENT 
WHO's new 780-foot tower, a 
300 -degree vertical- directional
ized antenna, is the result of 
years of research and experinlen
tation by WHO's Technical Re
search Laboratory. Before the 
equipment was actually built, a 
small model tower and antenna 
were erected and operated at 
ten times WHO's frequency. 
This model test made it possible 
for WIIO's engineers to perfect 
the design and to determine 
exactly what the new equipment 
would do in terms of nlore ef
fective transmission. The neW 

11 SEPTEMBER 1950 

antenna's design almost com
pletely eliminates unusable ra
diation ahove 40 degrees from 
tbe earth and returns this 
energy to horizon levels. 

NEW FM EQUIPMENT 
A new 12-hay super-gain FM an
tenna has been installed near 
the top of the 780-foot tower. 
This antenna radiates 400 kw 
effective radiated power and is 
driven by a new 50 kw FlU 
transnlitter. Space has also been 
provided on the tower for pos
sible future installation of a 
sUI)er-gain TV antenna. 

\~ TIIO's lnajor investment in neW' 
AM and F lU cquipment makes 
this station the Inost modern 50 
kw operation in the U.S. - is 
proof of \VIIO's determination to 
provide its listeners with topnotch 
radio service . . . its advertisers 
with outstanding radio values. 
The 1950 Iowa Hadio Audience 
Surveyt gives further evidence of 
WHO's leadership • • • reveals 
that WHO is "listened to mosC' 
by 37.50/0 of Iowa's radio families, 
daytime - 43.90/0, nigbttime. 

Get all the facts ahout \VIIO, in
cluding a complimentary copy of 
the 1950 Survey. \Vrite direct or 
ask Free & Peters. 

tThe 1950 Iowa Radio Audience Sur\,ey 

is the thirteenth annual study of radio 

listening habits in Iowa. It was conducted 

by Dr. F. L. Whan of Wichita Unh'ersity 

and his staff. It is lJ<lsed on personal 
interviews with 9,215 Iowa families, 

scientifically selected from Iowa's cities, 

towns, \'illagcs and farms. It is a "nlust" 

for e\'ery ad\'ertising, sales or marketing 

man who is intercsted in radio in general 
and the Iowa markct in particular. 

.,HIO 
+for Iowa PLUS + 

Des Moines • • • 50,000 Watts 
Col. B. J. Palmer, President 

\ -

.a:;e,. n .. iden, Manage, 
, ~tl 

FHEE & PETERS, INC. 

National R epresentatives 
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5000 WATTS FULL TIME, 590 KC. 

Jan. 29·-Feb. 4, 1950, Conlan shows 
46.2 % of morning audience, 53.8 % 
afternoon and 54,6 % evening. Hard 
to but? You bet ... and now we're 
(il) .. making WGTM undisputed 
leader in one of the nation's highest 
cash farm income areas I Write Allen 
Wannamaker, WGTM, Wilson, N. C. 
or Weed & Co., Nat'l Reps. 

*SM Surv.y of 8uyi"9 Pow.r May 10,1950 

.L~lr. Sponsor I 

Sidney'" eil 
Executive Vice President 

American Safety Razor Corporation, Brooklyn, N. Y. 

"We use radio and TV to be sllre we have full national coverage." 
Sidney Weil, executive vice president of the American afety 

Razo r Company, knows whereof he speaks. He has been with the 
<:ompany 24 years. was recently made a top-policy executi\'e. 

" The nature of our business requires complete national coverage," 
says Weil. He 's a friendly man , and speaks with sinceri ty. "We 
use local spot radio and television to pi ug the holes left by our net
work TV. To us there is no such thing as a better or worse market; 
the pro rata sa le must remain constant." 

To maintain this consistency in its pro rata sales, the company 
c urrently spends abou t $3,000,000 for advertising. It will use over 
half its ad appropriatiol15 for the latter half of 1950 on radio and 
TV. Until a short time ago it sponso red, for its Gem Razor product, 
Cavalcade of S tars and Cavalcade of Bands on the DuMollt television 
network (see SPONSOR'S "Drugstores on the air," 28 August 1950). 
These were dropped in favor of two ot her TV network shows: Robert 
Q. Lewis and Sugar Bowl with Chico .;\Iarx. 

The Lewis show will pitch for A.s.n. Lighters starting 28 Septem
ber over CB -TV network. Sugar Bowl will begin 2 October on 
ABC-TV network for Silver Star products. Many local TV spots 
and spot radio announcements in non·TV areas. will also be used. 

Although the company produces over 15 different items, it spends 
the bulk of th e ad hudget on three : Gem. Sil"er Star. and A.S.R. 
Total sales last year amounted to '15,3 17,106, with a net income of 
$200,991. The low net doesn ' t discourage the cOll1pa ny, which is 
doing long-range thinking. Sales were almost $2.000.000 more than 
in 19-18. They have douhled since 1940. 

If the company's advertising policies have had anything to do 
wi th its booming business, then Sid ll ey Weil is also responi"ible. In 
1941, he beca me director of sa les; in 1942. vice president in c harge 
of sa les. He was made execu ti ve vice president in 1949. 

He was hom in Brooklyn in 1901, later attended NYU. For somc 
yea rs he reprcsented famous Americall brands in Panama and Cuba. 

\Vhell he iSII ' t working or tra "cling, he's probahly out fi"hing. 
" My fishing is just like busines"," says Sidney. His eyes light up. 
" I'd like to have natiunal co\erage: as it is. I have to get along \\"jth 
my own local spots." 

SPONSOR 



MR.' SPONSOR: 

WHICH STATION HAS THE AUDIENCE IN DETROIT? 
Jusc look ac chis Hooper! 26.8 % of alI Sunday "·elli" " lisceners cUne in WrrB l?" C h 

o J ~-'ar "'Ore c an 

any other Detroit station. And W'JBl( 's Total R ated Ti~e P
e 

. d d d b 

. ... " 0 s are excee e y only On e 

sca<con-chac a 50,000 Wau network. 

. tAl CaU. 
Total c~s ! 109 
This P.nod 

• No lis teners 

@ E INDEX WJIO AUDIENC 
HOOPER Il CITY ZONE IWA:> AUDIENCE 

SHAlE Of R c 

i sample round n 

ETilOI T L:ICH . CrTY: D J • 

MONTWS:JUL Y, 1950 

These Phenomenallioopers_ the reWard for sound programming With the best in music 
talent, and entertainment_mean W'Btr. h . . , 

•• J '" IS t e lIat""al adVertIsIng choice for yOu 

In DetroIt WJBI(' . 11" 

. . s exceptIona IStener-response means sUperior sales results and e~traordInary returns for every nickel spent on radio-WJBI( R.A.DIO. Che k WIth Your I(A. TZ man. c 

HAr'OHAI. SALES HE 

4DQU4., •• S, 488 "40"0 .. 4" ... U" "'W to •• 

Represen'ed No"onoll}, "}' THE I<"Tz: "GENC)', INC. 
11 SEPTEMBER 1950 
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Nelc decelop"lellts 011 SPONSOR stol·ies 

p.s. I 
See : " How to crack a stone wall" 

Issue : 27 February 1950, p. 22 

Subject : Taylor-Reed's growth 

Taylor.need has found a new way to manufacture customers and 
retailers. 

In an article called "How to crack a :;.tone walr' (27 February)' 
SI'O.\SOR dpscribed Taylur.need's widespread radio ac tiyity. At that 
time tilp company " -a,, exploring teleyision possibilities . 

.\'0\\. TY has become a running-mate for the fas t-paced radio 
advertising. And the company's milk Aayor, Cocoa .:\Iarsh. has felt 
the wallop of tlw new medium_ For tlw last few years, prior to 
:March. primarily printed media had been used to push Cocoa .:\ Iarsh. 
Bul since March_ the company has presented Cocoa .:\Iarsh on the 
illagic COllage TV program over \YABD and the Du:'\'lont network 
on Monday, Tuesday. Thursday and Frida~- at 6 :30·7 :00 p.m. It is 
beamed toward the juveni le audience. 

JlJ agic COllage has become a house on fire- at least as far as 
Taylor-Heed is concerned. "One short month after we wen t on Jllagic 
Cottage last April," says ':\1a1colm T. Tay lor. chairman of the hoard, 
"sales of Cocoa Marsh went up 250 % over tlw mon thly average of 
the previous th ree years. \,\ 'e could scarcely believe it, but we're 
positively convinced now because sales haye cantin ued their upsurge 
and are holding at a 300% increasp in .:\l etropolitan New York." 

The firm reports that there was a marked increase in orders almost 
from the start of their sponsorship. T hese were chiefly from chain 
store organizations such as AS:P and Bohack. The company claims 
that retail outlets have been increased by 15% as a d irect result of 
the TV program. 

Taylor chalked up the success to two reasons: "First, Jllagic Col· 
lage pin.pointed our message to the exact audience \re wanted and 
needed- that is, youngsters whom it would help. 

" Secondly. the show we selected perll1itted actual demonstra tion 
of our product under most attrac tiYe circumstances:' The fact that 
Pat Meikle. the show's star. drinks Cocoa Marsh on camera. has been 
a good influence all the otherwise milk· resisting youngsters. Accord· 
ing to the company, several parents haw stated tha t their children 
tend to d rink mi lk and Cocoa 1\larsh right wi rb Pat. 

The company is curren tly in the midst of preparing new spots for 
hath radio and TV. 

p.s. " The soap that slept for 9 years" 

19 June 1950, p. 26 

Pears soap 

Another English p roduct adopts an Al11prican air. 
Alr~1.dy famous in England, Hovis, Ltd., British baking fi rm, 

placed its dough in the American market, bpginning wit h the Metro· 
politan New York area. In an all-out campaign for its quality bread, 
Hovis used WQXR in New Yark as a startf'f, began 2 August un der 
a 26·week contract. 

The si tua tion is reminiscen t of the English.made Pca rs soap, 
descrilwd by SPOl\SOH in "The soap that slept for 9 years" (19 ] une) . 
l'f'ars used no other adwrtising than radio. 

lIm i", on the other haneL will use other media, but the g reater 
part of the ad hudgpt is going to "'QX It The programing consists 
of a ~·;('rips of Sir Thomas Beecham l1Iusical recordings. Commentary 
hv Sir Thomas is transcribed in England. The mllsic is recordpd 
f~r f'ach show wi th orclwstral splectiuns cOllducted b) h im. 

SPONSOR 
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Prell y Dam Qllicl .. - dern on:;trating, impc ll ing, !'elling. 

Telev ision does it PDQ, That\; \\'hy adwrti:,.;prs rush to h TT\, in Amcrica"s ~ec()nd T\ markel, 

for Ihe hri ghtest in network ( CBS-T \ ' ) and loca l programming. \ ' i('wer:-; think ~o too 

- c\'cry month PULSE rating:-; show h TT\, /o([drr/ ill tIll' top ten. 

l\nd more coming thi s f a ll - a bi g hOIll/ :-; a udiellc(' for a ll hTTV 

<Hh-ertisers, whell football-dafTy Southern California dial,;; 

-- ,1 

~U; 
KTT\ ' for a ll home usc and l :CL\ footha ll ga mes. 

Beller mo\'(~ fast! Ask us din'ct or Hadio Sal('~ - pJ)Q ! 

\- -!J Los AIl ~(' /es Tim es -CBS T('/el 'ision 
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* also WPTF-FM * 
20 

More North Carolinians Listen To 

\X'PTF Than To Any Other Station. 

North Carolina Rates More Firsts 

In Sales Management Survey Than 

Any Other Southern State. 

RALI:IGI-IJ N. C. 

FREE & PETERS, IN'C. ~ ~~_ 
NAT 10 NAl RE PRESENTATfYES~ 

- --==--- - ~ -
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IN TRENTON, N. J. (ABOVE). AND ELSEWHERE IN U. S. \ KIDS ARE KEEN O N WESTERNS; STRAIN ON PARENTAL PURSE PROVES IT 

Wild-West fever: PAR T ONE 
OF A 2-PART STORY 

will it sell for von ~ 
tJ 

YOII IIlay find the answer i ll SPONSOR's rOllndup of the experien(·es 

of IIl1nlerOIlS radio advertisers w ho', -e IIsed e o'vboys as salesillell 

The cO Ulltr)'s gone West· 
ern wacky! 

Streets and backyards are c rowded 
with grim.jawed juveniles taking imago 
inary pot.shots at everything that 
moves. And all in the naJ1le of Hop. 
along Cassidy, Gene Autry. Roy Rog. 
ers, The Lone Ranger. Bobby Benson. 

The Cisco Kid. Red Ryder, or just 
plain old \Vestern en thusiasm. 

Movies. comic books. and magaz ines 
have combined to increase '\\Testern 
popularity. But broadcasting gave thp 

An article dealing with the television side of 
W estern prog raming will appear in next issue. 

c raze that extra push which turned it 
into a full·sized boom. In fact. the 
cowboy influence is so strongly evi· 
dent on both radio and TV that S PON· 

SOR decided to covpr them separatply. 
:rhis artide will bf' devoted to radio 
a lone; a ::,econd installment on TV will 
fo llow in the next Issue. 



KIDS IN YOUR TOWN ARE 

WALKING ADS FOR YOU 

WHEN YOU AIR ... 
•• .:::"To..-

CISCO GETS THE KIDS • • • SPONSORS GET THE SALES· 
AS THIS ZIV PROMOTION PIECE INDICATES, BY-PRODUCTS WITH HERO'S NAME PROM INENTLY DISPLAYED ARE BIG BUSINESS 

An) thing that ZOOIl1S into Jlubli c 
(,()lls('iou"lIe~s as devastatingl) as thp 
\V('stern (TaZp i:-, bound to 1)(' a pO\\
('dul adverlising \ehif'ip. But "ill it 
~ell ) our parti cular product ? SPO:\

SOH's suney indicat es that \Vestern 
programing \\ill sell ewrything. and 
to th e w hole family. 

Breakfa"t food. hread, and milk 
com panies are still the leading spon
sors of \\'estem drama. They 10llg ago 
discovered that parf'nts could he sold 
through thei r child)'('n. So it's no sur
prise to find CO\\ boy adventures heav
ily sub:-;idized hy food processo rs like 
G('neral ;\Iilk CelH'ral Foods. Inter
slate Bakeric". and '\'ational Iliseu il 
COlllpany. 

Adul! produl'ls too ('an he boollled 
\\ ilh Western drama ha(·king. Crown
ups wakh ('0\\ hoy nlOvies, read cow
hoy sto ries; \\In shouldn't tlH'Y listen 
to th e "allle fa re over th(' air? The 
ans\\" r i:-; the ) do. 0)' stwlt ('o IlIJlani e~ 

as the Sl. Jo~eph Aspirin Co., ~VI el11 -

phis, would calleel All Star Western 
Tbeatre; Culligan Air Conditioning. 
Sacramento, would drop Ch arlie A1ar
shall's ROlln(h'/); anu Bell Furnitur(' 
Co., Fairmont, W. Va., would cancel 
Red Ryder. 

CosllIetic, jewelrv. dress manufac
turers and otllPr ad\ ertisers appealing 
to the "Miss" catego ry have a stron g 
all) in Western mllsic; for \Vestern 
ditties Itave a tremendous numher of 
teen-age fans. \Vhere cowboy drama 
appeals to kids as ) (lung as seven. ('0 \\ 

hoy crooners find their hero-worship
pen; among the older. teen-age. group. 
And the\' have a healthy crowd of old
C' )' li"tener" too. Th ~ avid oldsters are 
prohuhl y JIIost lIunH:'l"OUS in tlt e ~I id
west and Far \~Test, especia ll y in T('xas. 
A rizona. and N e\\ ~lex ico. 

Saddle Rol'l .. i,,· Rllytl"" on KWTO, 
Sprillgflcld. ~Ii,,~ouri is a t) pical ex
alllple of the \ari('d type~ of products 

that are being prolllotpd hy \\'estern
type entertainment. S inging M.e. 
Shorty Thompt-on and his c rew (ac
cordion, fiddle. has~, and electric gui
tar playprs) ha\e Iwen pardners 011 

K WTO for th e past three years. They 
have sold tra('tor~, furniture, poultry 
medicines, tobacco. and S) rnp ; all with 
equa l facility. But their Illost fabulous 
selling job \\a ;; done for, of all things. 
a tree nursery. In three months they 
sold more than $38,000 worth of 
young trees a t a un it price of S4.9's. 

Cisco Kid, "ho rides for the Fred
eric \Y. Ziv hrand, sells bread. milk. 
Coca-Cola. Chenol('ts, clothes, food. 
bubble gum, a nd man) 1110re types of 
product;;. After tlw ~I()del Dairy Prod
ucts Co. in O\\(,I1~h()J'o , Kentucky had 
sponsored Ci8CO Kid for ju~t · tlnee 
weeks the) ofTered g immicks o\'('r til(' 
air. Kids WPI'(' imited to send in 10 
milk bOlllc ('mers for a key c hain , IS 
('0\(')';; for a ) 0-) o. 25 for a dagger, 



and so 011. Result froll1 eight succes· 
si,'e broadcasts: a pile of 150,000 bot· 
tie top covers sent in from a c ity of 
only 32,000 people! Many puzzled 
parents wrote the _Model Dairy Prod
ucts Co. that thei r kids. usually finicky 
about drinking milk. were gulping it 
madly to collect the bottle covers. 

Just a few other indications that the 
Western spirit has firmly roped listen
ers and advertise r~: 

Straight ArrolV, a Comanche Indian 
chief turned rallcher, rides two half
hours a week for the ~ati onal Biscuit 
Co. over 340 Mutual Broadcasting Sys
tem stations. 

Some 10.000 indepelldent franchised 
Rexall dealers have signed for 260 15-
minute, open-end shows, with an op
tion for 1,040 ultimately. Called Rex
all Rhythm ROUTldup, they will com
bine transcribed interviews with West
ern recording sta rs and their new song 
I eleases. Bct weell 400 and 650 local 
markets are being lined up on a three 
and five-per-week schedule. 

In announcing its expa nsion into ra
dio and TV packaging. th e Charles 
Ross Advertising Co. of Los Angeles 
disclosed its first project: a half-hour 
\Vestern radio show. 

-Movie cowbo) Roy Rogers chases 
assorted rustlers and gunmen a half
hour a week over 528 1\1 utual Broad
casting System stations. Quaker Oats 
Co. pays the tab. 

There are dozens more of these ex
amples from every part of the country. 
Small-fry cowboy opera ga llops in the 
lead of all West ern prog raming. Some 
are li,'e network shows. others are syn
dicated transcr iptions. RPONSO R told 
the fabulous success story of one net
work show, Mutua!"s Bobby Benson, in 
the 22 Ma y 1950 issue. The Benson 
operation was unusual ill that it had 
no sponsor; made a handsome profit 
by licensing some 40 manufacturers to 
display prominently the words "Bobby 
Benson" alld " B-Bar-B Riders" on 
sweatt'rs, bicycles, hats, and sundry 
other cowboy essentials. Latest word 
from the B-Bar-B Ranch is that Macy's 
has recovered sufficiently from the car
nage of Bobby Benson's 4 March per
sonal appearance to schedule two 
more. The first. on 9 Septemher, is 
only just over. the second will follow 
next Saturday on 16 September. Vet
eran cowpokes \\ ho r eturn to MaC)'s 
Corral ( that's no joke) will notice that 
in the six months since Bobby Ben
son's last j amhoree, the Corral has 
doubled in sIze. This is just a small 

proof that \Vestern prugraming IS 

scoring IlPa \'il~. 
1\1 ut ual Broadcast ing is <III old halld 

at Westerns. A solid block of them fill 
Sunday afternooll slots. Bobby Bt'n
son leads off at 3 :00 p.III .. followed by 
lfashkfliJe lIa rtley at ~ :~O p.III. , and 
lIopa/oTlg Cassidy at 4:00 p.m. llash
kllife is a sunllllcr replacement for Ju
veTlile Jury; H opalong is spollsored b) 
General Food~. Later on. Sunday e,e
ning, l\IBS supplements its afternooll 
block \\ ith The Roy Rogers Show 
(Quaker Oats ) at 6 :00 p.m. all d Tlzl' 
SiTlgiTlg Marshall (susta ining), g p.m. 

Pionet'r radi o \Vestern is the I, one 
RaTlger. For 17 years his "Hi-ho Sil
,-er!" has boomed out of loudspeakers. 
The ABC net presently carries tlIP 
LOTle RaTlger, a Trt'ndle-Campbell EII
terprises property , on 36 stati olls for 
American Bakeries Co. and over 200 
stati ons for General ;\Iills, Inc. (Che2r
ios) . Ameriean Bakeries Co. is th e 
oll ly other company besides Genera l 
Mills which ca rries the show. the rea
son being that Gen eral Mills does not 
market in the southeast regioll cO\'ered 
hy American J3akeries. 

Genera l Mills was so illlpressed b) 
the LOTle RaTlger that in 19.t6 the) 
hought national rights to th e program. 
This left other advertisers. like I nter
state Bakeries. danglillg at loose ends. 
Out of Interstate's quandary was born 
the Cisco Kid, since packaged by the 
Frederic W. Ziv Co. Interstate Bak
eries now carries the Kid three times 
weekly in 30 markets. And a variety 
of other sponsors, like Coca Cola Bot
tling Co .. ~ ew Orleans; A. 13. Chevro
let Co., Portland. Oregon: Huh Cloth
iers, Amarillo. T t'xas : Un ited Cleaners, 
Saranac Lake, N. Y.; Packers Super 
Markets of Detroit and Ann Arbor, 
Michigan; Ok lahoma Gas &: Electric 
Co., Oklahoma City; and Frank H. 
Fleer (bubble gum) also use Cis('o 
Kid. Altogether. this Robin Hood of 
the West , pIa) cd by Duncan Renaldo, 
is booming sales in over 300 markets. 

Straight from the co mic strips into 
radiu rode another heroic cowpoke, 
name of Bed Ryder. Langendorf 
United Bakeries. Inc. has sponsorcd 
Bed on the West Coa:;t for eight years 
in a live broadcast. Since then. Louis 
G. Cowan, Inc: . has produced radio 
trans{'fiptiuns fur owner Stephell Slcs
inger, Illc. 

Harry S. Goodman Radiu Produc
tions has sold the transcribed 52-week 
sen es to nearl) 100 stations in this 

(Please turn to page 5()) 

Network: Hoppy and horse c:rc on MBS Ylee~ly 

Local-syndicated: Saddle Rodin ' Rhythm, KWTO 

Syndicated: AII-srar Wes~ern of H. S. Goodman 
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V'CToR J' ' _-: COFFeE '. 

t ~ VICTOR .... , I .... TFA 

~ 

1~he evolution of a 
.,-~ 

New Victor sign dominated Boston 's State Street at turn of century 

New England coffee 
Iloratio Alger rise or Vietor began with radio. Progranls 

told t.he filII story .. now station breal.:.s reach pe~lk alldienee 

" There's only one thin g 
harder. today, tha ll keeping 
a coffee brand on top- tha t" s 

to get th ere in the fir st place." 
SPONSOH found no coffee cumpa n) 

read y to dispute th ese words of W. F. 
Williamson. dynamic vice pre~ident 

of the Nati onal Coffee Associati on. But 
the Ma rtin L. Hall CO lllpan) o f Bos· 
ton. a nd their agency. J ohn C. DII\\(I. 
lllc. , of Boston, put Vic to r coffee on 
top in New England ill 10 years be· 
cau .. e they 4' ombined radio with a 

philosoph y of broadcasting flexible 
enough to change as marketing and 
competitive cOllditions changed. 

The single adverti sing fac tor that 
pushed Victor fr om th e bottom to tIl(' 
top in New England was programs on 
reg ional stations. But now that the 
job of telling the ullique Vietor sales 
sto ry (it's made from ripe coffee 
beans) has been acco mpli shed, th e 
('ompan y has hit for a wider audience. 
Since the first of the year it has used 
a nn ouncements in quantity to keep 

pounding hOllle the Vic tor name. 
The Yic to r story is a saga which saw 

the brand :-tart with less than 5 jt,
distribution in the Greater Boston area 
and even Ips:- in the rest of the fi\' e· 
State New England region. In 1940. 
the very idea that the famous old name 
of Victor would challenge, then pass. 
in consumer popu larit y top national 
brands and .\fe w England's own one· 
time fav o rite. La Touraine. seemed an 
alm ost impossible dream to Stan ley 
W. Ferguson, owner of the Martin L. 

HEAVILY MERCHANDISED PROGRAMS BUILT VICTOR. FULTON LEWIS, JR. (LEFT). "YANKEE NETWORK NEWS," WERE KEYNOTES 

YOU'RE on the air when you 

stockYICTOR 



" ' IIY Victor Coffee slVitclled j'roJJl 
progra"ls to a,ulol"lce"leJlts 

1 Over a nine.year period, news commentary programs had told 
the unique Victor story. 

2 Obviously New Englanders had taken the message to heart; 
Victor was on top in sales, but primarily the sales were being 
made a mong the listeners to Victor programs. 

:1 Victor felt this audience was thoroughly sold . How could it 
reach additional millions at lowest cost? An announcement 
campaign with greater frequency and number of stations was 
the answer. 

4 Victor made the switch, using announcements during station 
breaks and on participation shows. These were spotted so as to 
hit the maximum number of housewives and some husbands as 
well (before ball games). 

Victor execs and agencyma n Dowd (c ) vi ew TV annou nceme nts 

Hall Company. The brand's fortunes 
were at a low ebb following a disas
trous advertising failure in 1939. 

Since you can 't sell coffee that isn ' t 
on grocers' shelves, Ferguson sat down 
to " talk over a merchandising prob
lem" with 10hn C. Dowd, head of 10hn 
C. Dowd, Inc. , one of New England 's 
leading agencies. Dowd had a repu
tation for aggressiveness, as well as 
soundness. Ferguson figured he'd need 
plenty of both to pull Victor out of the 
doldrums. 

Originally, Ferguson's company. 
Stanley \V. Ferguson, Inc .. was a coffee 
importer and wholesaler; he packaged 
the product for firms who sold it under 
their own brands. But Ferguson cher-

ished the desire to own a brand of his 
OWI1 , a brand he co uld develop and fos
ter and build. 

It hu rt him. somehow, to see hi s 
product going into brands which were 
subj ect to all kinds of ups and downs. 
So in 1935 he had hought the :\Ja rtin 
L. Hall COlllpan~ . 

Two th ings led him to choose this 
finn. First, he knew that Victor was 
a choice hlend ( it sold for a few cents 
more per pound than most popular 
commerc ial b rands) . But th e thing 
that really warmed his heart about Vic
tor. Ferguson told his fri ends and 
famil y. was the trade mark- an old 
Romal! chariot and driver pulled b~ 

three great plunging white chargers. 

The Victor blend got its special 
quality from the use of " ripe" coffees. 
Coffee is usually roasted green. In the 
early 1800's it happened occasion
ally, a fast Yankee Cli pper carry ing 
coffee to :\'"ew England would be de
layed by a calm. Such a delay al
lowed the cofff'E' in the warm, moi st 
hold of the ship to ripen to a light. 
golden brown. Brew from th is " ripe" 
coffee produced an im proyed flavor. 
This led to the practice of allowing 
more expensive coffees to ri pen slowly 
in the open before shipping. 

Some of the ea rly Victor ad"erti sing 
in Boston had been as vigorous. in its 
way. as th e rich arollla that charac

( Please tll rn to page 64 I 

PRINTED MEDIA ARE SECONDARY, USED TO SUPPLEMENT RADIO. LETTE R CONTEST (BELOW) WAS PROMOTED ON YANKEE NET 
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A GLANCE AT THE ILLUSTRATIONS ABOVE INDICATES THE WIDE VARIETY OF MERCHANDISING AIDS PROVIDED BY STATIONS. THESE INCLl 

Merchandising is like fingerprints 
PART TWO 
OF A 2-PART STORY 

This is wh;,t r e ))reselltntive r;ulio statiolls do to hell) the 

S))ollsor sell his I)rodnet. No t,vo do it s ;ulle 'v;,~' 

Erer watch your wife 
I -

buy a Ilew dre,,:-;? 
She t ric" it 011; it loob fine to you_ 

The stylillg just fit" her figure alld the 
1ll<1!erial feels C'x}wllsive_ But slw likes 
a llotlw] oll e bett e r he("uuse it has fant') 
pockets alld adjus table ;-: Iee\'es. Oh 
w('IL ~ (lU si~h_ sud) arp the ways of 
\\omcn_ 

Shift the ~cen(' to a tillldJu) er':-; 
!TO\\ ded offin '_ 1It'\ lIIaking up <1 
"c hed ule for Bi('kelllw('ker\ Beverage;..:_ 
and \\ IWII he com es to SlllorgasbonL 
~_ C. he's torn bet wcell t \\ 0 c hniecs. 
Both stations look good _ . _ alld . what 
III a ke -.; it nlllre perplexing, the) both 

hH\e an equally good sto!) to tell 
:r\I(Hl t «()\ erage a nd li stener loyalt y. 
But olle gets th e lIod lH'c<Iu:-;c it has 
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an added featurr. It sen ds out le tters 
to dealers and puts up window dis
plays for the dienL 

It-s that little extra called merchan
dising that often ,,-eights the scales 
more heavily for one station than all
other. But. as SPOI\SOR pointed out 
last issue (28 August), whether or not 
a s tation should m erc handise is s trict
ly an individual matter. Only th e sta
tiOl] itself is in the position to decide 
how much merchalldising it can afford_ 

That article also pointed out the bi g 
merchandising variations among pub
li('a !ions in the hlack-anel-whit e media. 

This is the sto r~ of radio-" \aria
ti olls in merchalldisi ng ( with "mer
c handising" r\cfin( 'd as the direct pu:-;h 
of an advertiser-;..: product by the sta-

tion at the dealer level ) _ Represell ted 
in this story are only a few highligh ts_ 

Kin gpill hroadcast merchand iser is 
\,\TLW, Cincinnati. The SO,OOO-watt 
\\TL\\T was most frequently pointed to 
as an exa mple of aggressi\'e merchan
dising hy tl\(' sponsors and advertising 
agencym e n queried_ These are tl\(' 
man) sen ices that \VL\\' furnishes its 
advertisers: 

1. Checb pro du e t distrihution 
among jobbers and retailers. 

2_ Sends (Jut mell to distribute spon
:-;or-supplierl store di:-;pla~ pieces aIHI 

help build produc t arra~' s_ 

~_ ruts its finger on the attitudes 

of jobhers_ wholesalers, s~ore owners_ 

managers, and cle rks toward the prod-

SPONSOR 
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WCOP is selhng Ansco! 
A s~ ri~s of ~xpert a.nd hard-selhng announce
ments, r~aching thousands of llsten~ rs. inclu'" 
di ng YOUR customers, ar~ building .al~s (or 
ANSCO guarant~ed all-w~ather film and ANSCO 
cam~ras . 

STOCK ~ DISPLAY ANSCO I 

~ II5 ON THE DIAL- ABC IN BOSTON 
W COP - f M 100.1101:; Clwulel U4 

.ER LETTERS, HOUSE ORGAN S, PERSONA L CALLS, BILLBOARDS, CAR CARDS, STORE DISPLAYS, SPACE ADVERTISING, MANY OTHER S 

ucts being advertised. Reports a re fo r
warded to sponsors. 

4. Works closely wi th sponsors or 
agencies wh ose products requi rt' spe
cial promoti on, such as th e initial dis
tribution so vita lly n('cessary to new 
goods. 

5. Mails letters to 500 key drug 
stores. Larger mailings of up to 3,000 
stores can be had for the cost of post
age. Mails letters to 1,000 selected 
grocery stores, with larger mailings as 
high as 5.000 for the cost of postage. 

U. Alerts the wh olesale drug and 
grocery trade to new advertising 
schedules with letters and cards. 

7. Carries news of new accounts in 
its monthly merchandising paper Buy 
Way. Its 10 yearly issues have a cir
culation of 7,500 copies in th e drug 
edition and 9.500 copies in the grocer ) 
edi tion. 

8. Gets out specia l public ity releases 
on products and servi ces that need 
more than ordinary treatment. 

9. Airs courtesy announcements 0 11 

request. 
10. Puts up product displays in 35 

independent Cincinnati drug stores. 12 
chain and 10 independent Indianapoli s 
drug stores. 10 independ ent stores in 
Dayton. 15 independent stores in Co· 
lumbus. Special displays are plact'd 
III five downtown Cincinnati locati ons. 

(Please lurn 10 page 4(») 
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Cross-se(·tion of servi(·es rendeloed by typi(·,d 
stntions tllnt do lIIe.odlaudisiJlg 

*KCMO, Kansas City, Mo. 50 KW 
*KCRA, Sacramento, Calif. I KW 

KFI, Los Angeles 50 KW 
KGHF, Pueblo, Colo. 5 KW 

*KGNC, Amarillo, Tex. 10 KW 
*KLZ, Denver 5 KW 
*KMPC, Los Angeles 50 KW 

KNX, Los Angeles 50 KW 
*KSTP, St. Paul, Minn. 50 KW 
WAVE, Louisville, Ky. 5 KW 
WAVZ, New Haven, Conn. I KW 
WAYS, Charlotte, N. C. 5 KW 

*WCCO, Minneapolis, Minn. 50 KW 
*WCHS, Charleston, W. Va. 5 KW 
*WCOG, Greensboro, N. C. I KW 
WEAM, Arlington, Va. 5 KW 
WEIM, Fitchburg, Mass. 250 watts 

*WFDF, Flint, Mich. I KW 
*WHK, Cleveland 5 KW 
WIBW, Topeka , Kansas 5 KW 

*WING, Dayton, Ohio 5 KW 
W~RK, W. Palm Beach I KW 

*WISE, Asheville, N. C. 250 watts 
WKJG, Fort Wayne, Ind. 5 KW , 

*WKY, Oklahoma City, Okla. 5 KW I 

WLAU, Laurel, Miss. 250 watts 

I 

IIIUlIll-

D eal - P c"- ~t()' e na tc.l 
er Let - sonal Con - Hl S- I \YlIldo\\ 

tel's I tact play I ll l>p lay 

T-x-I~x-I~-

~ ~ I ~ I 

X X X X 
X X 1 

X X 
X X X X 
X X 
X X X 

X 
X 
X 
X 
X 
X 
X 
X 
X 
X 
X 
X 
X 

X X 

X 
X 
X 
X 
X 

X 
X 

X 
X 

X 

X 
X 
X 

X 

*WLW, Cincinnati 50 KW X 

X 
X 
X 
X 
X 
X 
X 
X 
X 
X 
X 
X 
X 
X 
X 

X 
X 
X 
X 
X 

X 
WMFD, Wilmington, N. C. I KW X 
WMFJ, Daytona Beach 250 watts X 
WORZ, Orlando, Fla. I KW X 
WSSB, Durham, N. C. 250 _w_a_tt_s_-,--_X_-,-

X 
X 

X 

~pa('e 

Alln'l' 
tihing 

X 
X 
X 
X 
X 

X 

X 

X 

X 

X 

X 

I I .\[onth-
House ly ~e\\'s~ 
Organ letter 

X 

X 

X 
X 

X 

X 
X 

X 
X X 

X 

X X 

X 

*These station s provide othe r services not indicated here, sucn as lobby and marquee signs, 
dist rib ution checks of local retai lers, route lists, and market research information. 
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Mohawk 
Dses 
a new 
broom 
Recent I 00 f~J bhaek

and-white at1vertiser~ 

1I0'\' phlees 60 f~, 

of bud;!et in '1'V 

A Il H'r ic[l's carpptmakers op· 
I • , I Pratf' on thp thpof) that 

~epillg IS helipving. 
Which exp la ills why their advcrti~· 

ing managf'fS (un til rpcellt ly ) rare l) 
looked fur th pl' thall IIewspapN:::- and 
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MOHAWK'S EXTENSIVE MERCHANDISING TIES IN WITH THEIR TV SHOW; THIS PHOTO OF 

magazille~ ill tlH'ir media ::-earch. l)pau· 
tiful four·color magazine ad s WNe 
practically standard: ~oft reds. green:-. 
a nd blues \\ hich put O\'er that lu xuri · 
ous ca rpe t feeling. 

Ohviously, th p housewife with a 
" show me' · a ttitude would. so thp) 
reasoned. hardly be convinced b) 
any thin g sh ort of a pictllfp of th eir 
prod uc t. So thp broadcast advertising 
budgpts of carpptma kNs havp general. 
Iy hppn anemk or nOll·exi~tent. That 
is. un til TV bur:::- t nut a ll over. 

A Ipxander Smith & So ns Carpet Co. 
was the first to gpt it s fpet \\"pt in TV. 
As long ago as 1944. the company pio. 
neprpd a sh ow on DUlllont's ",T ABD, 

Tew York. Ca li I'd The Magic Carpet. 
it f('atured two r hildrpII in tIlt> roll' of 
\'isitors to exo tic phH'ps. Transporta. 
tioll was prcl\'id p b) caqwt- an i\lpx. 
ander ~Illi th , of <'ourse. The sho \\ 
la:-tcd for thref' and a half year~, went 
ofT tl)(' air in 10-1-( without a r('placf'. 
III ('nl. 

Ikginning ill O(' tol )('r 1<)·Ht Big('lo\\· 
Sail ford went 011 tit f' \ He lIet work 
T hursda) ni 1:! itts from 9:30 to 10:00 
p.lII. For a ypar and a half thpir Bige· 
fOIl ·.Sall/ord ShOll' ~tarr('d DunningPL 
thf' lIlaskr n1Pllta li sl. and comic Paul 
\\ ' illdlpll with hi s dUllIIII) Jerr) Ma· 
hOlI(,). From a ll o utward appearallCP~, 
hoth Bigelow.Sanford (,X('('utiv t's and 
tilt 'ir local dpalf'r~ \\ ere happ) with the 
progralll. ThclI. suddcn ly. in Decem· 
h('r 19·1<). the ('COIIOIII\ a-;<, fpll - 0 11 

telpdsion. ' 0 one a t the company , its 
advcrti si ng agf'nc)' , or CBS ( where tllP 
program ~\\"i tched before goi ng off ) 
was VNy specific. Just a "revamping 
of the advPftising hudgpt ," thp)' sa id . 
Si ncp Bigelow and Smith are fir st and 
second, respectively, in sales volume, 
it might spem at first glance th a t TV 
was tried and found wanting by carpet· 
makers (alth ough B·S may hI' hack 
hefore long). 

But thrpf' othf')" ca rpet manu fac tu r· 
PfS hav(' si ncp tri ed th eir hand at TV 
and sta yed. A. &: \1. Karagheusian. 
Inc. , helps maintain it:- numbPf four 
spot in the ca rppt fi eld by pushing 
Guli stan carpf' ts locally. It puts out 
frf'(, TV film comIl1prcials and rarlio 
~po t s for local dpalN shows. 

Both \'lohawk Carpet \)ills, In(' .. 
and C. H. \'Iasland &: Sons haw' IS· 
millute TV IlPtwork shows. ~1 ohawk 

airs th f'irs UII ~I onday. Wednf'sday. 
and Friday from 7 :30 10 7:4.1) p.m. 
\1as land tt>iee asts thpi rs on \1 o nda ~ .5 

11 :00 to 11 : 15 p.llI. Moha \\k sta nds 
third in :::-alf's \'olulllf' and by now l\1a~ 

be a good sccond ; Masland is fifth or 
six th . 

Th e .1I()hall'/,· Shol('ro011l went on the 
air 2 ~Ia~ 10-1-9. with ~Iortoll J) o \\'n p~ 

and Rol)(>rta Qui nl an a ltprna ting for a 
fi\'p·day stint. \ 'la" land first airpd hari· 
tOllp Ea rl \\ ' ri p: htso n 011 14 Spptcllllwr 
10·l0 in At IJ011l(, with Mas/and (C BS ), 
.1 lIIusical show \'ery si mila r to the 
Mohawk prog ram. 

Both ha(1 the samp objec ti\ e: huild 
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• • as -seen on 
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rHE MOHAWK SHOWROOM 
TOPS IN TELEVISION 

station WJAR·TV at 7:30 P.M. 
MON. WED. FRI. 
e~ fuun the .f06HU 0/ MokuuIa 

RTA QUINLAN AND ACCOMPANYING POSTER HELP DEALERS GET MAXIMUM SALES VALUES FROM "MOHAWK SHOWROOM" 

brand consciou~lle~s among CUIISUI11f'rS 
and dealers. And hoth got ofT to a 
small. cautious I'tart; later increased 
their TV budgets hf'avily. Masland ex
pects to I'pend "substantially" 1110rf' on 
TV COI11(, fall, partly heca use of rate 
hi kes, but l110stly hecause of expansion 
into more markf'ts. And A ndersol1. 
Davis, &: Platte, their advertising agen
cy, is working on changes in the 
show's format and time slot. 

Mohawk Carpet Mills provides a fas
c inating case history of what happens 
when advertising policy makers are 
open-minded. Not many years ago 
Mohawk had eyes only for magazines 

and newspaper:,. Thf' great er part of 
tlwi r million-dollar 1949 ad budget, 
for instancf'. went into magazines. A 
little mer a year ago, advertil'ing and 
sales prol11otion manager Howa rei P. 
Hildreth made the first move awa) 
f [Om tradition. 

In ~la, of 194.9 The .liohau,k 51101(,
room upened its doors five days a 
week on a limitf'd number of ,'\IBC net
work stati ons. l'Iorton Downey fill ed 
in three days a week and Roberta 
Quinlan , another singer, the other two 
days. Before long, word had gotten 
around the trade that Mohawk wa-; 
making a big impression via televi sion. 

Df'alf'r~ in TV markeb 1I0t reac hed h) 
the show bf'gan clamoring for it. 

\lohawk's Hildreth and their ad 
agency, George It \ e lson , Inc .. finall ) 
had to make a decision . The adVf~ rtis 

ing budget just wasn' t big enough to 
add more stations - at fi, -e shows a 
week. But by dropping the highly paid 
Morton Downey and cutting back to a 
three-per-week sc hedule, 111 December 
1949 Mohawk was able to buy more 
TV outlets. 

Shrewd budgeting and careful pro
graming have carried Th e Mohaz('k 

~ Please III TTl 10 page 50) 

Rival Kara gheusian supplies free dealer aids TV film commercials round out Karagheusian's heavy dealer-aid program, encourage local ads 
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53 stat ions in five states are included in th ese 1945, '46, '48 , 'SO samples 

60----------~~~--------------------------------------------------------

40---1 

What's happening to radio 
ill a non-'I'V area? WNAX 30-eollllty diary s tlld,' 

e .... rts ;! •• ills ill .. udio ."ulienee bet,,'een 194 5 .. 50 

What's happening to radio 
li!"tening? 

Astut e ad\'er t i!"ers like Procter & 
Gamble, Cpneral \lill s, Colgate- Palm
olive- Pept, wh o are expending millions 

., in the medium this fall , are sparching 
for the answer. The recent A"iA re
port suggesting rate reducti on talks is 
one repercussion of the question. 

Studies co mpleted of late by \VHO, 
WI B\V, :\BC, CBS indicate that , rather 
th an diIl1ini~hin g , radio is gell ing big
ger. But it rpmained for W'JAX, 5KW 
sta ti on in Yankton , S. D., to J1fo\"e how 
much higger. W hat adYerti",ers need 
most, for logica l anal ) ~i s uf radio, are 
accepta hle cO l11pari ~ulb . 

The 19.50 WNAX Diary Study, a bi
annual sun-e) . provides fuur useful 
comparisons- each in the same com

WNAX study used diary-at-eve ry-rad io tec hniqu e fo r list ing family a nd individual set lis tening mon deno ll1inator. T he study covers 
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four separa te year~ (19-tS, 19.,1 6. 19-t8. 
1950 ). Each stud) covers th e same 
data. was mude by the salllt' hi ghl y
respected rcsearch firm, was takcn du r
ing the same week, includes data on 
the same quarter-hours of tlH' day. was 
made ill thc same area. 

Togethe r, the studies o,'er these 
four years constitute an easy-to-under
stand picture of what 's happened to 
radio listening in a large, essentially 
lIoll-TV area. The area surveyed in
cludes 80 counties in North and South 
Dakota, Iowa. Minnesota. and Nebras-

ka. I{c" ults rCYeal th rec hasic fin dings: 
( 1) A n uye rage inc rease o f over 

I-t ~ ~ in the Ilumbp !" of sets ill U":'C{f 
hetween 1945 and 1950. 

(2) A substantial inc rease ill the 
number of sets in the a,"erage home; 
multiple-set h omes in 1950 doublc 
th ose of 19-tS. 

( 3) 28("{ higher acc umulative week-
I) a udi ence tha n the a verage daily au
dience. 

*Th e te-rnl "sets in u~p" actually Jlleans 
" horne in use," by quarter-hours, One sampl~ 
is one horne, Figures nnd chart s a 1'(' 011 a 
I>prcpn tnge basis. 

TIl!' cha rts 011 the,..e pages 1'110\\ the 
) ear b) ) t'ar progressioll of tlH> li,.. ten
ing d onc. And you don't need to bc a 
:o. ta ti stical whiz to spot the listening 
trend. 1950 tops p reccdi ng Fars in 
a lmost t' very quarter. hour. 

Eight ind ividual q uarter-hour exam
ples ( SP f' chart I illustrate the stead y 
c limb o f sets in use. Each example 
shows a ll inc rease in the fo u r succes
sive studi es. Thc la rgest continllous 
gain occurred du ri ng the 11 :30-11 :4;') 
a .lll. qua rter-hour, which more thall 

( Please tum to page 53) 
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A sponsor's view 
, . ~lan) adwrtisers a re just 

waking to the fact that the 
Korean situation rates as a major war. 
Up to n ow the majority hawn't been 
able to bring themselves to think ill 
terms of a wartime f'Conomy. 

of World War II 

But when Congres~ starts talking se
Tiously about how to tax awa) "ex
cess pay" of wage-earners as well as 
excess profits of corporations: when 
the \'alue of the dollar slips to 57 cents 
(compared with 1939's 100-cent dol
lar ), that means price-wage controls 
- and rati oning---{;an't be far away. 

Ad\'eftisers and agencies are pass
ing the word to their research depart
ments to dig ou t fac ts on \\' orId \\' ar 
II experiences. And they' re not for
gett ing that the basic lessons were 
learned in the first WorIel War. 

Traeillg the radio cul,'ertisillg 

objeeti,'es alld results of SOllie IIcltiollet. 

firills during a seclreity eeonolll~-

To ass ist radio and TV ad\'ertisers 
and their agencies ill the work of fer
reting out the les"olls of the la5t war, 
SPOlXSOR has surveyed tht' last 30 years 
of ad\'ertising hi~tory. Essentially, the 
records sa\' this: 

THUMBNAILS ON TYPICAL WARTIME SPENDING C 

Sponso r: Colgate-Palmol ive -Peet 

Agency : Ted Bates, Sherman & Marquette, Wm . Esty, Lennen & Mitch
ell, Honig-Cooper 

Product: Soaps, shave creams, oeauty preps, etc. 

Wartime Objective: Product selling . . . no institutionals. Spotty 
distribution during the war led to regional ann ouncements to 
supplement network shows. 

Expenditures for net radio only (P IB estimd te) 

Vertical figu res in millions o f d ollars 
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Sponsor: U. S. Rubbe r 

Agency: Fletcher D. Richard s 

Product: Rubber products 

Wartime Objective: Institut ional and brand name building in all 
branches of U. S. Rubber. Public service programing devel
oped with the Philharmonic Symphony Orchestra. 

Expenditures for net radio only ( PI B est ima te) 

Vertica l fig ures in mi ll ions of d oll a rs 
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1. Advertisers who drop out o f me· 
dia because they have no goods to sell 
in wartime risk brand·name death. 

2. It 's hardN to a(h'e rti ~e in war· 
time, just as it's hanl~r to carry on 
any number of normal activiti es in the 
face of war shortages. 

3, \Vartime programin g requires 
topical twists. hut it ~houldn ' t depart 
froJll this axiom: to sell an ything, 
whether it's idf'as or ~oap , you' , 'e got 
to entertain the listellN. 

The most farnow- report of what 
happened to advertiscr:" wh o decided 
to put all or 1I1 0st of tiwir adn>rti sing 
dollars into the profit till f. "heca u~e 
this is a sellf'r' s mark!'t" 1 W<l:-- Illade h) 
Eastern Indu:"trial A(h-e rti se r~ in Sf'P' 
temher, 19-tO. Entitled --Proo f," the 
study traced th e postwa r fa ilure or 
serious declille of 17 industrial manu· 
facturers whose lll a llagemcnt either 
cancelled or severely c urt a ih,d ad,'er· 
tising during Wo rld War I. 

Most nati onal ad\'e rti~crs of fa st 
turnover items took the lessolls of 

This is the way radio advert isiJlg (ill"hu'itlg 

"etwor'~ , spot, 'o"a') rost» since l!J:I!J 

MILLION y---,---r---r----,---r--"T"""--,r----,---..,--- --. 
DOLLARS 

So urce : 1950 Broad ca stin g Ye a rboo k. 

)ME TOP NETWORK ADVERTISERS 

Sponsor : American Tobacco 

' Agency : BBD&O 

Product : Lucky Stri l.e 

Sponsor : Prudential Insurance 

Agency : Calkins and Holden 

Product : Insurance 

Wartime Objective : To introduce a chan ged package ... " Lucky 
Strike Green Has Gone to War." ... Light institutionals de 
veloped with a lack of competitive feeling in advertising. 

Wartime Objective : One half of the objective wen t to selling the 
service and the other half of the wartime objective was de 
voted to pu blic service advertising. 

Expenditures for net radio only (PI B es t im a te) 

Ve rti cal fi g ures in mil lions o f d oll a rs 
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Expenditures for net radio only (PI S estima te) 

Ve rt ical fig ures in milli o ns o f d ollars 
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I . Shows travel to service cam ps. Bob Ho pe (Pepsodent) did pu blic service, ~ept topical 

\V orld War I to heart; the second 
world confli c t found them go ing all 
out with ad, ertising to protect their 
business from the hazards of the pub
lic's fickle memory and the aggressh-e 
ad,-erti~ing of competitors. 

During the last war, the govcmment 
showed itself quite ready, in th e Re\"
enue Act of mid-1942, to recognize ad
,-erti~ing expenditures as deductible 
fo r income tax purposes. Today. the 
Bureau of Internal Re\-elllie and the 
Departnlf'nt of Defense have indica ted 
that reasonable expendi tures will be 
allowahle in renegotiated contracts. 
Previous advertis ing history will be 
taken inlo account and each case will 
be judged individually. 

Then:' has been a general feeling 
tha t tax policies of the last war en
cO Ul-aged a great deal of ad expend i
ture tha t might not oth erwise have 
been mad e. This was undoubtedly tru e 
in sOllie ease~. Bul it \\ould be hi ghly 
questionable to concl ude that this fac
tor alone was a major cause for the 
upsurge of ach-ertising in major media 
in 19-13 and 19-14. This phenomenon 
was not nnl) in keeping with our vas t 
cxpansion in national gro"s produc
ti on, but refleded the activity of man,. 
new and previously sporad ic adve rti s
ers. Stab le produc tion, expanded out 
put gave these new wartime advcrtis
ers. usually smaller concerns. tlIe ad.' 
"ertising opportunit y th ey'd always 
wished for. 

All ad,-ertising for major media 
jumped between 19-10 and 1944 (ac
cord illg to estima tes made for Prinler's 
IlIk by Dr. Hans Zeisel. Associate Di
rector of Research. \lcCann-Eriekson) 

2. News shoots up in popularity. H. V. Kaltenborn (Pure Oil), and others got record ratings as follows: 

:~ . Aud ience part ici pation shows. Major Bowes (Chrysler) gave servicemen air breaks galore 

34 

1940 $2,Oa 7 ,600,000 
19-11 2,23.5,700,000 
1942 2,156,1 00,000 
19-13 2,496.-100.000 
19-14 2.723.600,000 

The biggest gai ns in 194~ and 1944-
were l'cg istel ed by radio. The Federal 
COllllllullie atiolls Commiss ion es tilllat· 
ed nct work and spot tim c sales for the 
fi,-e-year period as follows: 

1940 
19LH 
19-12 
19-1~ 

19-14 

.~f'twork ;\'ational Spot 
$71.919.42[\ s:n.UO.444 

79.621..53-1 -15.631.959 
H1.7-14.3% S1.059.159 
9<J.3B9. 177 

121,7S 7 .13.5 
59.352.170 
n.31V199 

Ri;;illg ('();;t~ plus th e lIew ad dollars 
of nllllH'rollS :-;mall,. r ach erti;;ers (local. 

( I)/('a$(' 111m 10 page .58) 
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The secret is out. AVERY-KNODEL 
is 5 YEARS OLD on the 15th OF 
SEPTEMBER. 

five years of representing one of the 
greatest group of stations in the country 
is not much, chronologically. But, 
A-K is awfully proud of the growth of 
those stations and the part it has 
had in that growth. 

five years of serving America's time
buying agencies is not a long time. 
But length of service is not as important 
as quality of service. And agencies in 
all parts of the country have rated 
AVERY-KNODEL among the 
leading station reps. 

five years is a deceptive figure if 
measured in average performance. But, 
AVERY-KNODEL is never satisfied 
with average performance. 
That's why some of the country's 
smartest stations are turning to ... 

Avery- Knodel, inc. 
New York • Chicago • Atlanta 
$an francisco • Los Angeles 

11 SEPTEMBER 1950 35 
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AP news has IMPACT:-on listener 

- on Sponsor 
- on Member Broadcaster 

To the listener, the Associated Press 

- oldest and largest 
of a ll news agencies-means 

accuracy . . . objectivity ... speed! 

To the sponsor, The Associated 
Press means audience 

acceptance tha t helps se ll 

his product. 

To the member broadcaster, 

The Associated Press 

means a larger audience, 

proven success with sponsors, 

and station payment 
for news based only on 

AP's cost of providing 
the service he receives. 

AP Resources and 

Facilities Include: 

A news report of 
1,000,000 words every 

24 hours. 

A stoff of 7200 

augmented by 

staffs of member 

stations and newspapers 
-more than 100,000 men 

and women contributing to 

each day's report. 

Leased news wires of 
350,000 miles in the U. S. alone. 

The only state-by-state news 

circuits in existence. 

100 news bureaus in the U. S. -

offices and news 

men around the world. 

A complete, nationwide 
election service, employing 

65,000 special workers. 

FOR FURTHER DETAILS, WRITE 

RADIO DIVISION 

THE ASSOCIATED PRESS 
50 Rockefeller Plaza 
New York 20, N. Y. 



No.9 OF A SERIES '==~~==:= 

As Metropolitdn Areas go, 
Greater Miami is younger than 
most. 

But in rate of growth. it towers 
close to the top of all U.S. 
metropolitan areas. 

In ten years. Metropolitan 
Miami has increased 83 % in 
population. is now close to the 
half million mark. 

1r~* 

to I n the last ten years, 
~ Station WGBS has grown 

~;,...o just as phenomenally .•. 

{IN 
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POWER-WGBS has 
increased from 250 
watts to 50,000. 

POP U l A R I T Y
WGBS has climbed 
to the top, now leads 
all others by a 
comfortable margin. 

Today, WGBS covers a 
1950 population of nearly 
a million in 21 counties, 
with retail sales of over 
a billion dollars. 

And every day, more 
and more advertisers 
are selling this billion 
dollar market in the 
most effective way 
they know-with the 
influential voice of 
South Florida's leading 
station. 

man will show you 

SPONSOR REPORT for II Sep.ember 1950 
( Continued from page 2) 

of program and medium. Included are Campbell 

Soup, Snow Crop Foods, Crosley Division of Avco, 

Wh itman's Chocolates, Johnson's Wax, Wildroot 

Hair Tonic, Scotch Tape, S.O.S., Benrus Watch. 

Ward Wheelock and BBD&O are represented with two 

clients each. 

MAIL ORDER FIRMS SHIFT FROM P.I. TO RATE 

CARD BASIS-Mail order firms specializing 
- -

some months a go in p.i. business have unob

trusively been shifting during recent months 

to rate card payment. Two largest firms in 

nation have a lmost completed transition. 

Reason: you ma ke more money by paying card rates 

if you know your stations. Said Harold Kaye, 

pre sident of Mail Order Network: "If you've got 

a good r a dio or TV offer you're a sucker to pay 

p.i. r a tes. We've learned our lesson." Mail 

Order Network currently uses 40 radio stations 

wi th 11 off ers. By Oct ober intends to be on over 

100 r ad io stations, 40 TV. Magic towels and 

veget a ble slicer are top current offers. 

SPECIAL TEST SURVEY COMMITTEE PUZZLED OVER 

HOOPER-PULSE DIFFERENCES-Eight-man Committee 

a ttempting to reconcile marked differences be

tween Hooper and Pulse radio audience findings 

has discovered discrepancies can't be traced to 

check of telephone homes only by Hooper vs. all 

homes by Pulse. Conclusion is that survey meth

ods create difference. Committee proposes study 

of local audience measurements of such systems 

a s telephone coincidental, diary, roster-recall, 

house-t a-house co incidental, electronic methods. 

TV ENTERS PARLOR GAME ERA-Flood of TV par

lar games are expected to follow in wake of Ralph 

Edwards' television version of "Truth or Con

sequences" over CBS-TV this fall. Philip Morris 

sponsors both TV a nd radio versions •••• TV 

PROGRAMS GETTING SECOND AND THIRD RUNS

Advertisers and agencies are markedly interest

ed in experiences of second a nd subsequent TV 

film runs. Most experience is in Western films, 

with second runs often commanding more take for 

fi lm owners than first due to fast-increasing 

a udience. With only 106 TV stations, outlets 

a re limited. * * * 

SPONSOR 



And the best bet for 
YOUR SHARE of this 
business, as always, is 
EAST TENNESSEE'S 
No.1 RADIO STATION •• 

NO 
SCRIPPS·HOWARD RADIO, IHC. 

KNOXVILLE, TENNESSEE 

,0.000 WATTS 
TFinne,. of Alfred I. Du Pont A,ford for Outstanding Pllblic Sen-ice, 19-19 

Represented by THE BRANHAM COMPANY 
11 SEPTEMBER 1950 39 



;-;PO;\SOR: ~a\' e-By-'\Iail AGEl\C't: Robert s & Reimer~ 

CAP"l' LE CA5E HISTOR Y: Save-By-Mail, lIIanujac
Illrers oj balloon lays, oDered all allimal balloon circus 
on Ih eir TV Rangers program. Ten anTlOllnCelllenls, one 
daily jar In'o u;eeks, pushed a S1.00 poslpaid assorlmelll; 
Ih ey reslliled in 1,890 orders jar balloons. The 10 an
lIOlln celllenls u'ere lIIade sill/nllaneollsl), on Crosley's 
Ihree'slalion nellt'ork and cosl Ihe sponsor $..t.50 less dis
cO/wIs. Tolal immediale relnm: 1,890. 

\\"L WeT. Cincillnati PROGRAM: TV Hangers 

results 

~IIXI~D NI:TS 

";PO\:-;OH: '\[orrnw l\1I\." \CE:\CY: Dirpct 

C\P:-iULE C:\:-iE HISTOR't. The Morrall ' people 

wallled 10 1('5/ TV alldiellce rea clion 10 0 speci(t/ oD('r. 
[' sing a one-millule parlici[)(uioll (cosl. $25), Ih('y oj
jern/ a punnd uj mixed /luIs jur 9ge pillS all addilional 
ponnrl jar Ie. Lisleners /(}r>re urged 10 selld on/f'fs in ca re 
oj Ihe Upl Courtney Show. 1'1('0 days laler. 145 reqnesls 
jor Ih e special oDer callie ill as a resllil oj ollly Ihe 011(' 

annolll/cem enl. 

"P 1\. San Fra nci~('o PROGHA\I: Del COllftllf'), ~ho\\ 

:-iPO~SOJ{: l\;atllral Foods In -tit ut f' AGE:\C): Fo_ter & Davif'_ 

CAPSULE C\SE IIISTORY: Th(' r:olllpany boughl a 

halj-hollr jar $270 and jealllred Ih('ir Vila-Mix appli
anre, a d('vicr' jor preparing and miying jllil'l's. The re
spoll se [{ 'OS ovenl1/r('lming. lJy Ihe jollo/l ,ing ajlernoon. 
nUN 4()() orders had I)eell lakell. And, sillcr' tll(' appliallre 
,\I·lls jar $29.95. sale:, wer(' well over $ 1 ~ .. 500, 1n'lh ordf'l's 
slill pO llrillg in. The spollsor's r('/nrn all his lime co$! 
Ints ;:) k worlh () j bnsi ness jar e/lNy pell II\' ill /I('sl('d. 

\\ In\. Pitt-burgh PBOCHA \I: Film d(,lllClll~trati,," 

El .. I~CTnIC FAXS 

SPO:\SOR: A. R. Tiller Inc. AGENCY: Direct 

CAPS ULE CASE HISTORY: This company used 10 
one-minille annollncelllen ls 10 adverlise Varnado jans. 
Time cosls jar Ihe announcemenls were $600. TV was 
Ihe ollly medium used and 1,510 jans U'ere sold. The 
fans varied in sales price from $22.95 10 $89.95. Figur
ing an average oj S50 per jan, Ihe Tiller Company gross 
sales fignre amonnled 10 $75,500. The shipmenl oj 1,510 
fallS ( IU.;O carloads ) sold on only 10 anllouncements. 

WTVR, Richmond PROGR:\~I: :\nnollncemenl~ 

SPO;-.JSOR: Raf' Enginf'f'ring \ GEXCY: Bprmingham. 
Cast lf'man & Pierce 

CAPSllLE CASE IIISTORY : More Ihan $7,000 in 01'-

del'S jar eleClric shavers resnlled jrom Iwo parlicipaliolls 
on a lale evening news program. Cosl oj Ihe parlicipa
lions was $300. As a resull oj video ad verI ising, Ihis New 
Jersey firm received 1,547 orders jar eleclric shavers. al 
S..t.95 each. TOla l sales amollllled 10 $7,6;:)7.65 wilh a 
lime cosl oj $300 or 3.9 1A oj Ih e gross sales fignre. 

WPIX, Nt'w York PROGR:\~I: i\t'w,. On The Hour 

l\ITT()~IOIJIL~S 

SPON~OR: Floyd Hice .\CE:\CY: Dirt'ct 

CAPSULE CASE HISTO RY : This advertiser. a new 
and used car dealer. sponsors a olle-honr bon'ling sho/(o 
wilh live comm ercials . On aile Ie/ecasl, illr. Ri('e oDerr·d 
30 e:xeCillive-llsed Fords jor $1.~95. Wilhill 2..t !IOIUS 
ajler Ihe show. all Ihe aillomobiles had bem sold jar a 
gross figure oj $41.850. Phenolllellal sales reslllls hav(' 
occllrred regl/larly alld relnms all Ihe video invesllllenl 
are mnlling al lire rale oj , ~O 10 one. 

W\.YZ-T\, Detroit l'ROC,RA.\I: Bowlin/! 

S I'O~SOH: Libby Furnitllrf' Co. AGEj\;CY: Irvin/! Rock lin 

CAPSULE CASE 1IISTORY: III a 10-lIIinnle fillll 

(lime costs S87.50) Ihe Libby Fnmilnre COlllpany oj 
Chicago demonslraler! Slice-A-Way. a d('vice nsed jar cnl
ling jrnils and vegelables. Viewers were asked 10 call Ihc 
slatioll or write in their orders. Within tll'O !lOllrs ajl('r 
l it e .~ !lO/( '. 1~1 orders had beell received. The final lolal 
u'as 400 sal('s jrom Ihis one 10-minule film delllonsllalion 
jar a lolal oj $400 /Corlh oj bnsiness. 

\\ !...:Y -T\ , Oklahoma Ci t) PI{oc,n \\1: Film (!t'lIloll~tration 
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./ A STEINMAN STATION 

11 SEPTEMBER 1950 

WDEL can sell your product in this top-buying 

market-it blankets the entire area effectively. 

WDEL - Foremost radio voice in the area. For 

years has sold consistently and profitably for 

hundreds of national and local advertisers. 

WDEL-TV - The only television station in Delaware, 

it has shown phenomenal growth in its fourteen 

months of telecasting. The only one TV station 

that reaches this top market. 

Write now for information 

Represented by 

ROBERT MEEKER ASSOCIATES 
New York • Los Angeles • SaA Francisco • Chicago 
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Mr. Hite 

Thf' Tracy.Lockf' 
Compan) takes 
th f' position that 
on ly a regional 
ad\f'rtising agen· 
C) can know and 
understand t h f' 
.. \:. , ingredient 

that goes beyond 
Hoopf'r and B:vt:D 
I \I determinin g 
",hat station IS 

till' I)('st I,u) . Our exccutiyf's are ill 
daily tuuc h "itlt numerous Southwest· 
ern ... tations. Their market anal) si" 
... tart" with a thorough probing of t llC' 
potential ("ost per thousand and then . 
when the b uy is being made. the ".\ .. 
ingredient cumes into pla~ and makes 
the final sa le. 

The Tracy·Lo<.:ke Compan) firml) 
belieye;; that to he successful 11\ am 
market an adver ti ser must kno" Idlcre 

the ('OIHUlller dollars are and h olt' to 
gf' t them. HI' must be in tima te ly a('· 
quainted "ith the trade charac teri;;til':" 
a \1J the di"trihution. adwrtising. and 
lIIerchandising opportunities present in 
each of the markets he works. He 
must know ho" to put this knO\\ I('d ge 
to practical. producti\ f' use. To be 
able to do this an ad\erti"er IllU"t 1/(:, 

sf'l"\'ed frolll leilhill a lI1arkl'l. 

Thf' read~ exalllplf' is tIll' Borden 01" 
"Iatioll on radio ill tllf' S()uth\\e~t. In 
Oklahoma Ci ty. "hen the lw:;ot ayail· 
a llilit y \\ a ... tIll' "soap ~ t r ip .'· in \\('nt a 
"pecially d('sil!;Iwc\ soap opera. In 
Houston. tlIf' Ilt'st buy was a Ii\'(' disk 
j o('kt~ ). TIJ('r(' \\ ne rc~a"ons for thi s 
\ ariution in pro~r<lll\ sf'lel ,tioll I)(>\olld 

42 

. 
~r. Spon,sor asks... -

"ole C ( III " sect ion,, ' "dIO(*rlisill!1 "!Iellcy '!e'v " 
n"tioll '" (f(h~ertisel' (lI.,f 'lis IInt ioll'" "!Iellcy 
use r " dio nud T l ' effectit~e'y? 

Robert S. Peare I Vice president, advertising and pu b lic relations 
Gen e ral Electric Co., Schenectady 

the sta tion's Bl\I Ii and til(' p rugram \; 
Hooperating. The Houston Borden 
plan t maintain~ a ~trong newspaper 
sell('dule for metropolitan coverage . 
Since the Honston plant runs routes 
into many small town s and communi· 
ties in south Texas. as well. a program 
with strong rural and small IOWII cov· 
erage was desirable. 

Spot radio together with an intimate 
know ledge of th f' client's di stributi on 
enables a regiona l agency to tailor the 
p rogram, station, and time to th e needs 
of the individual market. 

Mr. Halpe rn 

l\10RHIS HIT E 

Presidelll 
Trac),.Locke Co. 
Dallas 

Un fortunately . in 
adual practice . 
the na ti onal ad· 
\,f'rt iser and his 
national agency 
co n si d e r thi s 
lJ ue:;t ion a~ ilca· 
dem ic. It is rare 
that a reg ional 
agenC) is called 
upon to help the 
national a(h'cr' 

tisP I and hi~ national agency use ra· 
dio and TV f'iTf'ctivf'iy in hi s area. The 
sim ple fact of th e matter. however. is 
that there is a real and construct i\'f' 
answer to this qu('stion. It can he 
found in th f' s logan. "A ll Business h 
Local:' and ib coroll ary. "A ll Adver· 
tisi"g Is Loca l. " Rad io and TV are no 
exceptions. 

From \rhere I sit. a reg iona l agency 
('an he of s trat egic importance in exe· 
c uting radio and TV l1Iost efTecti\'ely 
for til(' na tional <ldvcrtiser a nd his na · 
tional agency. Operating ill close ("on· 
tac t with all med ia ill its particular re' 
g io". til(' rf'~donal allenc). by its \'cr) 

nature, posscsses an intimate and di
rect kn owledge of radio and TV sta
tions. programs in its area. It the refore: 

1. Judiciously selects radio and TV 
stations and p rograms for particular 
time segmen ts peculiar to the listening 
a nd \'i ewing habits of the regional pop· 
ula ti on, therelJY helpin g the national 
ad\f'rtisf'f and hi s nation al agency to 
allocate its radio and TV dollars to 
best advan tag,' in the region. 

2. Makes \'a luable sugges ti ons as to 
co mpa ra ti\ f' rates, programs. etc. of 
the radio and TY ~tations in its a rea. 
and their respectivf' " sales pull"' "alue . 

3. Is of enormous help in tyi ng in 
na t ionall y prepared radio and TV pro· 
g rams with timel) and pertin ent local 
and regional market and merchandi s· 
ing situations. 

4. Helps the na tional a(h 'e rtiser and 
age ncy get a closf' r and more aceurate 
audience reaction to the ir radio and 
TV prograJlls in the region. 

S. Actuall y helps administer direc tl y 
the many burdensome detail s in his reo 
g ion. which the national advertising 
agency must otherwise administer b) 
remo te and impersonal control. 

.Multiply these helpful functi ons 
(a nd there a re o thers. o f co urse) b\ 
the number of important region~ in 
tl1<' country, with their respecth'e re· 
gional ad\'ertis ing agencies, and it be· 
comes dramatically clear that the reo 
gional ad\'e rti sing agf'ney can pIa y an 
indispensable role in t ranslatillg the 
national <ldw rtisN's radio a nd TV 
plall~ int o regional a dverti sing realit). 
Yes, all busillcss alld advertising is 10' 
cal ! It remains for the national ad · 
yert iscr and his national agenq to rec
ogniz(> the yalue aJl(1 importance of 1I:,.. 

ing the r(,gional agency to help achie\'C 
th is hasic truth in radio and T\'. 

HERMA N HALPERN 

Jlerlllall Jlalllcm Adverlisillg 
JI7 illstoll·Salelll 

SPONSOR 



I feel that I am 
better qualified to 
answer this ques
tion than most 
other local radio 
and television di
rectors for the 
simplc rca son 
that our agency 
i~ a memher 0 f 
the National Ad-
vert ising Agency I 

~etwork '~' hieh con~ists of some" h~re I' 

III thc nelghhorhood of 30 agencies 
sueh as ours scatt ered from coast to I 

coast. I 
A loca l or sectional advertising 

agcncy certain l) knows its particular 
market bettcr than any national adver
tiser or hi s agency ean hope to know 
it. The buying habits of the popula
tion, the husiness trends. peculiarities 
of the entire market are at his fin ger 
tips. It is a known fac t that radio and 
television sta tions by and large are 
more anxious to please a local adver
tiser and give him the best program 
avai labilitics and spot adjaccncies. 

Mr. Abe l 

A typical ('ase in point is a situation 
which involved a ~election of radio and 
television spot times hy a national 
agency for a local bottler. These spots 
were purchased in the usual manner 
hy availabi lities submitted by the sta
tions and the usual Hooper or Pulse 
ratings. While the selection was good 
based on these facts, we pointed out to 
the local distributor that other adja- I 

cencies both in radio and television I 
had a greater listen ing audience for his 
particular type of product and at a 
lower cost per thousand than was orig- I 
inally purchased hy the national adver-
tiser. 

Each c ity has its pec uliarities and 
the habits of its population vary to 
such an exten t tha t it is almost an im
possibility for anyone person si tting 
a t a desk to be able to select, strictly 
from paper. the best possible buys in I 
radio and television. 1 feel that it 
would be advantageous to a national . 
advertiser or national agency to work 
with a local agency in the particular 
market in which they are attempting 
to do a real constructive job for th e 
advertiser by paying the local advertis
ing agen c) a fee for advice on a local 
market. 

JE FFREY A. ABEL 

Radio & Television Director 
Henry 1. Kaufman & Associates 
TV ashington 

11 SEPTEMBER 1950 

wifh 

DON' 
1I0\VELL 

• It's the "hit parade" of New Orleans . .. two solid, 

afternoon hours of the most popular tunes in New Orleans 

(determined by actual local surveys). It's designed 

to knock housewives into the nearest easy-chair 

and hit husbands as they 

enter the front door ... 

and it does both! 

• Write, wire 
or phone your 
JOHN BLAIR Man! 
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READY 
BUYING 
POWER 

+ 

WRnL 
MORE SA LES 
THAN EVER 
IN RICHMOND 

Y our adverti sing dollars go further 
dnd sell more on WRNL. That's 
" itally important in thi s Rich Rich. 
mond trading area , where progressive 
industry, established farming an d 
sound economics make for loIS o f 
Read y Buying Power. 

COMPLETE 
COVERAGE 
T hat 's the key 10 success on 
W RNL. Modern Facilit ies, simul· 
taneous FM Broadcasting and 
ever incr eas ing eager-to .. buy au· 
d ie nces m"an more s,,11 from 
W RN L. 

5000 WATTS 
NON -DIRECTIONAL 
910 KC 

ABC 
AFFILIATE 

This SPONSOR department features c a psuled reports OT 

broa dcast advertising significance culled from all seg
me nts of the industry. Contributions are welcomed. 

Gillf Oil promotes ,Jroduct s a.rOl'!I" s fi f etU (·"III,Jf.igJl 

" Go thp Gulf wa ) - a nd make it the 
safe way!" 

T ha t 111e~~agp lIa." been rpso unding 
in the yici nit \ of I'hil adelph ia'~ Cit) 
Hal l. Gulf '" t ic-in with a ~a fet y ca m
paig n tlwl'P shows how a "'ponsor ('an 

lanny Ross (M BS) hel ps Qua ker City drive 

pe rform a public se n ice and get valu
a hlp co mnw rc ial promoti oll a t the sanw 
tinw (a public serv ice tie-in is alwa ys 
a sure-fire good will I,uilder ). 

The messagp is blared via a " ta lking 
b illboard" to hundreds of motorist s 
a nd pedpstrians a like at thp hub and 

busiest tra flic f' ('c tion in the c ity. Tlw 
billboa rd . designPfI to rpducl' the num
Iw r of df>a ths a nd injuries due to tra f
fic accidents. is mainta illf'd without 
cost by the Gpnpral Outdoor Ad\,prtis 
ing Co mpa ny. tnder the sponsorship 
of tllf' Philadelph ia Highwa y T rafli e 
Board , the display consists of a radi o 
sta r's picturp; an a ttached lourl sppak
pr broadcasts safpt) slogans ancl music. 

Featu red on tlw " kick off" cam
pa ign was Gulf\ singing sta r, Lann y 
Ross (WI I'-:\WS) . For one week. Lan
ny's yo ice will Iw hea rd- on ta pe-by 
Phil adelphia ns who will be told to " Go 
the Gulf way" . . .. 

Includ pd in the billboard di spl a ~ is 
a picture of Ross sing ing into a 'VIP 
mic rophone and the words : " Enj OY 

'Moonli ght a nd Hoses' tonigh t- walk 
a nd clri\'e safely today:' 

The in itial campaign pulled wid p
spread public it y. Although 'VIP was 
the only Philadplphia station in on the 
campaign, the Philadplphia Inquirer 
(WFIL); Blllletill (W CA U) and Daily 
N elVS ga\'e the promot ion a lot of 
space. * * * 

lIolfse s sell like I.otcakes after W S R S pitch 

WllPn yo u spend $10-15.000 for a 
home. your prima ry th ought is, " \Vhat 
a m I going to ge t for my money?" 

J oe S iegler. one of Cle\'eland 's old
es t h omp b uild e r~. gavp prospectivp 
custumers their answers vi a radi o. The 
rpsult : llP can I ra('f' t lw sales 0 f SO 
homp~ directly to hi s broadcast ad\,pr-

I ti sing on \\'SRS. 
S iegler rail a se ri es o f " on-tllP

:;cene" inte rviews with the lI1pn build 
ing the homes. T hey Wf're questi oned 
about nlPthods of construc tion. matp
r ia ls uspd. a nd lancb.('aping. Air in ter 
\ iews wp rp a Iso conI! uc tpd with sat is
fi ed own ers of S iegler Homes. 

In addition. a ll a llllOUll cemellt cam
pa ig ll \\'a~ IW<lllled to t he " fa mily " via 
co mlllen' ials put on the ai r fo llo wing 

Sunday church sen ·ices. 
:0 mus ic. giveaways. or g immicks

just the qupstions people would want 
answpred be fo re they huy a home-has 

Builder reads SPONSOR for new sales slan ts 

Illeant appruximate g ross ~a l e~ of 
$SBO.OOO wi th prog ram costs am ount
ing to ollly $600. including inlen 'iews 
and annOIll1<'Pll1pn ts. * * * 

SPONSOR 



Ifesort oWlle.·s de,,. .. lId 
011 radio to attract guests 

Direct mail and word-of-mouth ad
vertising were popular media with f(~

~ort owners some years ago. They still 
are. but many hotel people now use 
radio as well to attract visitors. 

WLA \V in Lawrence. Mass .. for ex
ample, has had six vacation resort s 
sponsoring programs and anllounce
ments. 

Allen Albee, proprietor of the famed 
.. A lien A Resort"' at \V oifebof(), New 
Hampshire, sponsored a musical show. 
His Allen A Show evpry Tue~day e\e
ning kept his resort in the public e) e. 
Although he was hooked solid to 20 
Augnst, he continues his hroadcast ad
\ertising about "the cutest little \il
lage in the world." And there is cvcr) 
likelihood he's sold ont for tllf' rest of 
the season. 

Other well kno\\ 11 1\('\\ England re 

sorts rely on radio to reach prospecti\t~ 
guests. Executive Diredor John Di
neen of the Casino at Hampton Beach. 
'iew Hampshire. sponsors a half hour 
show featuring mnsic by popular bands 
appearing at the Casino. The Activi
ties Committee of Old Orchard Bt"'ach 
in "'Iaine uses announcements regular
ly to extol the beauty of the resort. 
And, during August. individual enter
prises join with the community's ra
dio effort to increase the flow of vi5i
tors and dollars to their famous At
lantic bathing spot. 

'l"owadays, when resort owners tell 
) ou they "wish you were here" they do 
it with radio. * * * 

Radio-TV outf'r(fWS 
newspapers ill Amoco test 

Radio and TV drew more inquiries 
at lower cost than newspapers for the 
American Oil Company during their 
" Orchid Festival" promotion. The of
fer: free baby orchids to anyone who 
drove illto an Amoco service station. 

The final tabulation showed that 
WCAU and WCAU-TV drew inquiries 
from every market (Philadelphia. east
ern Pennsylvania, southern New Jer
sey. and Delaware) a total of 10.OG4. 

'-epsi ',aU'es ( ;oke for 
Negro JJla,·'~et ill l"eJllpl.is 

Tailor your program to your market 
.mel your sales will be custom made. 

The Pepsi-Cola Company, competing 
with Coca-Cola for the Negro market, 
has found that out. Pepsi is cu rrently 
using an open-end c.l. series, The Gold
en Gate Qllartet, on WDIA, \egro au
dience station in ~lemphis. 

While the serie~ has only been on 
the air in Memphis since 3 July ~ three 

times a week), it has apparently 
proved successful. Coca-Cola, to pro
tect its soft drink husiness in ~IIemphis. 
has hought a local Memphis spiritual 
group on the .. a me station. * * * 

IIrieflu ... 

Hadio lIews people are always look
ing for a "scoop." So. although there 
are ~till ahout lOG days before Christ-

Merry Xmas from Sunoco lOb days before Yule 

mas, here's a sample of the Su IlOCO 3-
Star Extra "The .\'ewspaper of the 
Air" Christmas greeting. 

CFRA, 0 t taw a, is publicizing, 
through its Greetillgs from Potsdam, 
th e town of Potsdam. N. Y., some 18 
miles south of the Canadian border. 
The purpo~e: to tell about the village 
of Potsdam for the benefit of Canad
ians planlling a trip to the United 
States. 

" Newspapers drew a total of 9.4G6 in- Want to sell to the Irish? WPIX 
quiries. has one angle. It will tel evise the fa-

Newspapers cost 74c per inquiry: mous Irish sport of hurling on 24 Sep
WCAU cost 10.6c per inquiry and viel- tember. This marks the first time the 
eo costs at WCAU-TV were 6.7c. game will be on viC\t"'o. according to 

Handbills and station signs were a l- the station. F. S. ~l. Schaefer Brew
so used in the eight markets. * * * ing Company is the sponsor. 
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I PRES IGE 
with PROFIT ... 
The new JOHN CHARLES THOMAS 
program will give you both. With 
"THE KING'S MEN" assisting he in
troduces and sings hymns of all faiths 
in "Hymns of the World," an impres
sive, dignified program which develops 
a tremendous following of loyal listen
ers-and faithful customers. Send for 
a Free Audition of this fine show. 

The following transcribed shows 

now completed and ayailable 

AT LOW COST! 
• JOHN CHARLES THOMAS 

156 15-Min. Hymn Programs 

• TOM, DICK (;, HARRY 
156 15-Min. Musical Programs 

• RIDERS OF THE PURPLE SAGE 
156 15-Min. Musical Programs 

• STRANGE WI llS 
26 3D-Min. Dramatic Programs 

• FRANK PARKER SHOW 
132 15-Min. Musical Programs 

• MOON DREAMS 
156 15-Min. Musical Programs 

• BARNYARD JAMBOREE 
52 30-Min. Hillbilly Programs 

• DANGER! DR. DANFIElD 
26 30-Min. Mystery Programs 

• STRANGE ADVENTURE 
260 5-Min. Dramatic Programs 

• CHUCKWAGON JAMBOREE 
131 15-Min. Musical Programs 

Send for FREE Audition Platter and 
lOW RATES on any of the above 
shows to: 

TELEWAYS 
RADIO 

PRODUCTIONS, 
INC. 

8949 SUNSET BOULEVARD 

HOllYWOOD 46, CALI F. 

Phones: 

CRestview 67238 • BRadshaw 21447 

In Canada: Distributed by 
S. W. CALDWELL, LTD. 

Victory Bldg., 80 Richmond St. West, Toronto 

45 



MERCHANDISING 
(Conlillued /rolll page 27) 

11. Sends l1lonthly supplies of stick
er,. and penuanb to 1,000 drug stores 
for di~p lay. 

12. Sends monthly s upplies uf "tick
ers and pennants to 1.500 grocery 
stores. 

13. Researches in ::-elec ted drug 
and grocer) store:' to discover the best 
labelling te<·hniques. be,.t shelf posi. 
tions. ll10st efTectiH' di"plays, and so 
forth. Tests take at least s ix weeks. 

14. Maintaim a research depart· 
l1H'nt which amasses market data. pro
gram preferences. distribution and 
marketing trends. brand preferenres, 
future hu ) ing intentions, and the like. 
Findings o f the " Peoples' Ach isol) 
Council" and the "Consumers' Foun· 
dation" are a lso tabulated. 

15. Prints stickers, stutTers, and ::-pe
cia l printed pieces on request. 

16. Sends representatives til all ad
yertiser's dealer or salesman meetings, 
has them explain \VL\V's coverage and 
facilities. 

17. Places advertising in stat e, re
gional. and lucal drug and grocer y 
trade papers. Jobbers a nd retailers 
are el1rouraged to s upport products ad-

vertised on \\ 'L \\'. 
18. Sponsors a weekly IS-minute 

sen"ice prog ram hoosting local drug
gis t:- and a noth er IS-minute weekly 
program doing the same for grocers. 

19. Sends out monthly newsletters 
to dealers and their sales men . 

~ll erch andising services like this are 
handled by a single department for 
a ll Crosley radio and TV stations 
I WL\Y, \VLW-T. WLW-A, WLW-D, 
WL\\,-8. WLW·C, and WLW·F ) . ~at
uraH),. not every sponsor will lieI'd all 
these services, although he may have 
them if he wishes. The aim is to pat
tern merchandising campaigns so as 
to meet the needs of an individual ad
, "erti ser, rather than go throu gh a pure
ly mechanical rit ual. 

Another contender for top merchan
dising billing is KSTP. St. Paul. which 
emphasizes the indi,"idual charac ter of 
its services with the title "Planalyzed 
Promotion." This means capitalizing 
0 11 an advertiser's sch edule by aiming 
merchandising at hi s jobbers, retailers , 
or even his local sales force, whichever 
needs help most. 

Spelled out. ambi tious KSTP's serv
ice (winne r of Th.e Billboald's 12th 
Annual Radio and TV Promotion Com
petiti on ) includes numerous assists. 

" . . 

WRY is\~;fiiJmb8r 
,{ tr----! ( --\ l ,_~ .. j ~ /;11 
•. "'- 1 r'" I 

,,-,,__: \ y'" . 'r 
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K TP's gimmicked- up mail pieces are 
extra cleyer (and probably expensive ). 
One self-mailer opens to a pop-up of 
KSTP newscaster Bill I ngram holding 
a box of Nabisco Honey Graham 
Crackers. The station's message to re
tailers: " \Vatch those Nabisco Sugm 
Honey Grahams M-O-V-E! Yes sir! 
You ' ll be reaping \fEW and GREAT
ER :'{abisco profits because of the tre
mendous radio advertising backing Na
bisco is giving YOU! " Additional 
copy describes the Ingram J\ oon N ews 
program. 

Shopping bag::-, car cards and bump
er cards are commonly used, too. In
side th e store. KSTP places stack card" 
with a space for the price. One reads: 
"KSTPete says. DELI ClaUS! TRY 
' EM! Kellogg's All-Bran Muffins. Easy 
to make- use recipe on box. K TP 
featured. " 

\Villdow displays, courtes) an-
nouncements on the air, and paid 
newspaper advertising round out the 
KSTP merchandising tools. A sample 
newspaper ad reads: "Today is lVlon
da y ... and the night is fi lied with 
music . The Railroad Hour. The Voice 
0/ Fireslone, The Telephone HOllr , The 
Bawl 0/ America:' Underneath are the 
times of each show mentioned and its 

• 
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One point seems worth elllphasizing. 
KSTP merchandising promotions. like 
almost all others, promote hoth spon
sor a nd station. Every plug for Min
ute Hice. for examplp, is also a plug for 
the program Maill Street and KSTP. 

It was from stations like th()se de
sc ribed ahove that S I'O;\"SOI{ pieced to
gether some valuable tips to advertis
ers. Here art~ the most noteworthy hits 
of advice on how to ge t the best mer
chan disi ng cooperation: 

1. Be spt'<.'ific in what you want. 
2. Have agency experts prepare 

copy a nd/ or ill ustrations for fancy dis
plays which smaller stations might not 
he able to produce themselves. 

3. Let the station in 011 your spe
cifi c problems, telling them how t1H'Y 
can help you most. 

4. Coordinate your sales drive and 
other med ia advertising eompaign 
wi th a ir advertising and merchandis
ing . Pse cross-mentions and haw your 
sa les force do some supplementary 
merchandising of its own. 

5. Don't ask for much more than is 
warranted by your advertising sclH'd· 
ule. T his leads to ill-will, high er ratps, 
and mere lip.seniee. Realistic requests 
have a much hf'tter chance of heing 
satisfied. 
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the Two 

o. Thank stations ,\hich do a good 
joh for your product. A little encour· 
agement goes a long way, pro\'ides 
much.appreciated sales ammunition. 

There are dozens of :; tations tha t do 
bang-up merchandising jobs for their 
advertisers. Obviously there isn't space' 
to describe all of these acti,itips in de· 
tail. But most stations han' some cle\" 
pr local promotion which indicates to 
advertisers what it is ('clpahle of. Here 
afe s011le highlights: 

WJ;\'G, Da) ton (a llother key mer
chandising.mindpd outlet ), airs a spe
cial IS-minute show on Thursdays and 
Saturdnys at 10:45 p.m. Called Good 
i\' eigh bar, it puts over merchandising 
hints to druggists and grocers, gi\es 
fre'e bonus advertising to products ad· 
\'ertised on WIl\G. Over 800 grocers 
are forwanwd of each show's the11le by 
a notice in Grocery Brie/s. a regular 
newsletter. WING's Drug Brie/s simi· 
larly cowr 200 druggists. 

A second W!;\,G sustai lwr, At Ease, 
does the same job for appliance' dpalf'rs 
on .:\Ionday nighb from 10:45 tu 11 :00 
p.l1I. Regular mailings give a brief 
preview of what the shows will be like. 

\\THK, Cleveland 5,000 watt stat ion, 
invite'S loca l salesmen of its sponsor 
firms to auditions of the company 

"hows. \\ JJI\. fe'e1" the salpsmen ('an 
e10 a better sl'lI i ng j oh if they know 
exactly what will he happening air
wIse. 

An Orlando, Florida, 1.000 watter, 
\VORZ. recently wpnt all out on a spon
sor merchandising stU11t. They invit
I'd 2.s0 prominent local busi11essmen to 
a "Sch1l10o ~al1ling Contest" in the' 
\VOJ{Z studios as a tip-i11 with Proder 
nnd Gamhle's curren t S.sO,OOO SchmOll 
naming promotion. A bufTl'l supper 
n11d a tape'd burlesque program called 
A Nadia lJay at WOHl made friends 
for P &: G and the station. 

l\lutual Don Lee's KIIJ in HoIl)
w(lOd has a "built-in" merchandising 
plan for sponsor:-; of its half·hour 
lP omen are lP onder/Ill show. On \10n· 
day , \\'ednesday, and Frida y members 
of The Home-Maker's Cluh are invito 
ed guests. Oll Tuesdays <111d Thurs
days the general public is invite'd hy 
the sta tion and retail grocery outlet~. 
Here's what participating food manu
facturers get in addition to air plugs: 

1. Frequpnt prize contests in which 
sponsor's products are give n away. 

2. An average of 600 demonstra
tions of sponsors' products every week , 
as part of the IU11cheon sf'rved studio 
audiences on Monday, \\'ed nesday. and 

olinas • • • 
lvith 32% rnore listeners in North and South Carolina 

cOlllbined than the nex t largest Carolina station. * 

I B SI ll d)' No. 2 

try WRT for size! 
Jefferson Standard flroadras ting Company · 50,000 u;alls 

Charlolle, J\'. C. . Nepresent ed by Radio Sales 



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 
this market of brilliant poten
tial ... coverage that brings 
positive results for every 
penny invested. 

And ou r 5000 wa tt (1000-
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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Frida). ~ponsors' onl) expensP- food. 
3. ~Iack dis pia) cards and shelf 

strips \\ ith the " Home-l'lakers Seal of 
\pproyal." 

..t.. Priz(' certificates for <](I\prlisers' 
products gin>n to "tudio and radio au
di ences. 

.J. Hpcipe boob.. regular bulletins 
ahout sponsors' producb, and weeki) 
bulletin!" to all women's clubs regis
tered \\ ilh Tlw HOl1lc-\laker" Club tell
ing th em of ne\\ products or offers. 

(). ~alllpling or couponillg calll
paig n~ through duhs affilialed \\ ith 
Ihe H'IC. 

i . Ta~ll' lesl" or buying habil sur
yep throug.h the c1uh's con~UJ1ler pan
('\. 

B. Personal aplwarances, letters, and 
phone calls to club members by a pub. 
lic relalions staff nl('lllber (If tlw sta
tion. 

9. Proof of purchase through the 
duh \ ('olllinuou" label.saving plan. 
"Ieml)!'rs are pledged to support spon
sors of the show and must sa\e labels 
to aplwar on the hroadeast. 

In the past year, Womell are IV UT/

derflll has collected over $5,000,000 
worth of evidence Ihat listeners buy 
the products advertised. Companies 
like Bell H ur Prod ucts. Tropical Jams 
and Jpllies. Golden State ~Iilk. Swifl 
&. Co .. Clapp's Bah) Food. and Rain 
Drops have uspd the program for from 
one 10 four years successfully. 

KFL .'10.000 watt Los Angeles sta· 
tion. is extra·strong in Ihe grocery 
llIerchalldising department. KFI ha" 
a regular arrangement with Von's Gro· 
cery Co .. Italph's Grocery Co .. . May-

1 fair .:vIarkets. awl Market Basket 
Stores.\\Joul foUl times a year, each 
store Ipams up wi Ih K FI in prol1loti lIg 
a " KFI Yalue \Veek ,. which features 

product" mh erl ised 011 the slation. 
Slack ('ards. air advellisillg. alld news
paper groCel) ad lie-ins h) po sales 
during tIl(' week, Each store alternates 
with Ihe olhel se\"ell. 

Several stations have hit on ways to 
lIIake cerlain thaI tl1('ir mail pieces get 
good rpading by r('\ailers. When 
KOWL. 5.000 watt Santa l\lonica sta-
tion. sends out mailings to several 
housand food and drug dpalns. il in

,.erls in Ihe merchandising several deal
cr names. If th e dealers notiee their 
nam e. II1(' Y are awarded a prize. 
KO\\,L finds this lipS readership of 
their nwrchandising letlprs. 

WI BW. S.()OO watt Top('ka, Kansa~ 
!" tation. 1II<lils l1Iolllhl) GroCC1'y Briefs 

to 3,lOG groeers and Druggist Briefs 
10 1,010 Kansas druggists. Take the 
Druggist Briefs for example. Three 
sides of the 3 by 11 ineh folder con
lain short squibs on medical advances, 
digests of retail buying sur\'eys, and 
sales-plOmotion hints. Sample head
lines: ".:\"ew High Blood Pressure 
Drug," ""Dramamille Helps Migraine." 
"Sales of Tax-Free Items Rose." 

On the last page of the Briefs 
WlB\'r gpts in its plug for advertisers. 
All products which Ihe grocer or drug
gist would slock are matched againsl 
the program spunsored. A list of prod
ucts Iwing ad\'ertised by announcf'
ments is also included. 

\Veekl y or monthly newsletters and 
house organs are C01111110n links Iw
tween slations alld retailers. KNX. 
Hollywood 50.000 wattpr, sends oul 
Trade Talk to 4.400 grocers and drug. 
gists in the Los Angeles area. Over 
GSO grocers and 150 druggisls arp 
rpached by Grocer~r Briefs and Drup; 
Briefs prepared by KOIL, a 5,000 watt 
Couneil Bluffs, Omaha stalion. Topper. 
KFH's merchandising newspaper in 
Wichita. Kansas, is all eight-page 
monthly going to O\er 4,000 retail and 
wholesale druggists. automotive agell
cies, retail and wholesale grocers, and 
selecled adwrtising agencips. I\:C1\I0, 
WLS, Kl\IBC are SP\'eral of the numer
ous statio lis who put out monthly 
house organs for ll1erchandi~ing pur· 
poses. 

WCCO, Minneapolis 50,000 watter. 
uses these Briefs; also prints News 
Parade, a handhill distributed to gro
cers. l\'ews of the station and product 
plugs occnpy the front and back of the 
handbill. with the center fold lefl 
white for any ;)fhertising desired b) 
Ihe local grocer. As many as 112,500 
such handbills ha\"e been turnefl oul 
by WCCO. persollalized by retailers. 
and handed on to consumers. 

Amhitious WFDF. 1.000 watt Flint, 
Michigan. statioll, concentrales on get
ting programs and sponsors' names 
see II in as man) plaees as possible. 
The stalion uses movie trailers in tIl(' 
local thealre, display ads in npwspa
pers. courtpsy announcements O\-er the 
air, signs on the doors and bumpers 
of taxi cabs. small notices on juke 
boxes. display cards in huses. "indo\\ 
displays. and slw('ial letters to Ihp 
Irade. 

Th('r(' are dozen" of other stalions 
all o\'cr the nalioll which arp us
IIlg clp\'pr merchandising promotiolls. 

SPONSOR 
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Keeps lem on the edge of their seats! 

!

lPtabIe to 26 half-hours 

ptember 1949 t h rough February 1950 

Nothing hits home like mayhem and 

mystery when it comes to keeping audi

ences in a state of suspense ... anxious 

to follow every bit of the action ... 

hea r every word that's said. That's why 

"Strange Adventure" is a good way to 

get your TV customers to sit up and 

take notice of your product. 

This series of 52 quarter-hour dramas· 

(especially produced in Hollywood 

for television) has proved it can hold 

its own with audiences. It's been 

sponsored by one of the nation's biggest 

ad\"ertisers. And hit the Top Ten 

Network TV listings (both Hooper and 

Pulse) for s ix months in a row!** 

And no wonder. "Strange Adventure" 

includes adaptations of the great stories 

of Chekhov, Poe, Balzac, Stevenson, 

Bret Harte ... played by such great stage 

and screen stars as Albert Dekker, 

Rose Hobart, Lyle Talbot, Karen Morley. 

These teleplays are now available 

exclusively through Radio Sales ... 

subject to prior sale in each market. F'or 

more information, and a private 

preview, just call your nearest 

Radio Sales office. 

A CBS-TV Syndicated Film 

Repl"esented by RADIO SALES 
Radio and Telev ision Stations 

Represe ntative . .. cns 
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Cable Tele"isioll 
COllies to the 

CAROLINAS 

New selling power for you in the 

Corolinos is ossured with the 

octivation of the co-oxiol coble. 

August set soles, greatest in 

the stotions' 13-month history, 

increose your oudience potentiol. 

Direct, simultoneous progroms 

from the four networks multiply 

viewer interest. 

norn SERVl nc OVER 
22,000 TV ("filLiES 

WBTV 
CUARLOTTE, n. C. 
Jefferson Standard Broadcasting Company 

Represented Nationally by Radio Sates 

\\"CH::i_ Charles ton. Wp~t Yirginia's 
5.000 walter. gi\'ps a\\ ay products ad
\ ' ('fti~ed on the air to Charleston school 
children. K~IPC, Los Angples 50.000 
watt station. distributf's basf'ball scorf' 
pads which carry plugs for Lucky La
ger's baseball spo nsorsh i p. Another 
Lo~ Angelf's station. K\':\ , uses its lob
b). forN·ourt. and marquf'f' for hilling 
shows and tlwir spo n~ors. 

In analyzing thi~ panoramic view of 
broadcasting's nwrchandising coopPfa· 

I tion, SPOl\SOR find s that , o\'er·all. ra
dio's rf'cord is at If'ast as good as that 
of black and \\ hite media or better. 

In sum man-, thf' wide variation in 
atti tude toward and faci lities for mer
chandising arf' worth f'mphasizillg. 
SPO;\SOH finds 110 grounds for a stand
ardization of thf'sf' aids. and belie\'es 
Ihat th e only practical approach is an 
indi\'idual onf' betwef'n station, spon-
sor. agf'nc). *** 

MOHAWK ON TV 
(Continlled from page 29) 

Showroom steadily upward in dealer 
and consumPf acceptancf'. Just beforf' 

I it went off temporarily 011 a summer 
hiatus, now OVf'L th e show was sef'n 
on 44 stations- both live and by TV 
transcri ption. Morf' stations will be 
added this Sf'ptf'mber if time can bf' 
cleared. To do this job. Mohawk has 
se t asidf' about $900.000 of its $1.500,-
000 ad budget. 

CPftain basic ideas have dominatf'd 
t1w show from the yery first. Foremost 
was th e belief that a single thf'me 
should ca rry through each 15-minutf' 
program. Roberta Quinlan and her 
group (a pianist. a guitarist, and a 
bass player) sing and play songs rf'lat
ed to the theme. The commercials tie 
in as closely as poss ible. with topical 
ideas frf'CIUently used: graduation and 
marriage in J unf', for example. 

A second basic idea is that tl1f' TV 
approac h to commercials should follow 
th e style adopted by Mohawk in its 
magazine ads. Tlrese colorful pi cturf's 
emp hasize the rug in a closp-up, with 
·'pa rts of I)f'ople" as secondary intf'fest. 
It is nothing unusual for a lI1an's head 
to he "cut·ofT"' by the ho rele r o f a pic
tUI'<" If'aving onl y his fret and part of 
his legs visible. His woman co mpanioll 
in tlw photograph ma y he minus eY f'J")
thing exce pt her head , just 10 f'\'en 
things up. Tllf' thinking hehind this is 
that people-interest should be the re, 
but not ~o much so that tire main pla y 

is taken away from tllf' all.important 
ca rpf't. This is oftf'11 carrif'd ovpr into 
TV. giYing thf' homf' yif'wf'r a long 
look at a pair of ankles and a swath 
ofAxminster. 

As in magazilw adn~rtising. ~Iohawk 
on the air strf'SSf'S qualit) and fash
ion. One comnwrcial comparf'd mink 
and all-wool chenillf' carpf'ting. An
nouncer Stanton's pitch went: "In thf' 
eyes of most women. the ultinratp in 
luxurious fur is mink ... such as this 
stole our modf'l is wearing. There are 
furs and furs- but mink rf'l11ains th e 
luxury product in its fif'ld. The same 
might wpll be said of caqwt. Thp lux
ury product in the fif'ld is all·\\'ool 
chf'nillp, and ~Ioha"k craftsmpn have 
long led tllf' fif'ld in the production of 
c henille .... " 

Third basic idea is that the show 
should be done in a light mood wh en· 
f'Vf'r possiblf'. On e commercial had a 
comely modp] stroking the brow of an
nouncer Stanton; another featurpd 
dancing "'lohawk braves- found living 
convenipntly \l earby in Brooklyn. 

A fourth idea that helps clinch spon
sor identification is the Mohawk musi
cal jingle : "Carpf'ts from the looms of 
Mohawk." It opens eyer) Showroom 
broadcast and is available on transcrip
tion records to dealers for use on their 
local radio programs. Grownups fre
quently mention the jingle by its lyrics, 
but one youngster responded to signs 
in a local sholHool11 hy singing a co m
plf'te renditi on. There is good rpason 
for listeners to rf'member \t1ohawk's 
jingle-it was writtf'n by Georgp R. 
Nelson. Inc.. highl) -rf'gardf'd expo
nents of th e non-irritating school of 
musical announcement. 

The 8500 df'alf'rs throughout th e 
country who handlf' ~1ohawk carpets 
know about the Sholaoom: the com
pan y sa \\' to that. ~BC senl out indi
vidual dealf'J" If'ttNs and l\lohawk Sf'nt 
complete nwrchandising hrochurps. 1 n
cluded in thf' brochures were th ese 
items : 

1. Thrf'f' gl()~sy photo,.; of Hoberta 
Quinlan and the show. 

2. A suppl) of post cards in\'ltlll g 
TV viewers 10 watch the pro 
g ram- with space for ill1printillg 
dea ler's name and address. 

3. A supply of small fold ers link
ing th f' Sh01L'fOOlIL with Mohawk 
carpeb a nd thc local df'alpr. 

4. A cut-out Hoberta Quinlan sign 
wilh caqlf't background. 

5. A 5" x 15" "As seen on the Mo
hawk Showroom" sign. 

SPONSO R 



Jack Zander, Director of Anima
tion, and William S. Nemeth, 
Cameraman, both of Transfilm 
Inc., team up with a Maurer 16 
to work out camero effects for a 
slide motion picture. 

At Transfilm Incorporated, where animated motion pictures and slide films are 
produced in volume. hair-line accuracy is of utmost importance. Inevitably, thi~ 
leading commercial film company selected Maurer as the 16 mm. camera that best 
supplies this vital quality. 

In Maurer VERSATILITY they found accurate registration of each indiyidual frame. 
along with precise high-power focusing and large clear direct-through-the-len" 
vlewll1g 

In Maurer DEPENDABILITY they found consistentl) accuratc performance under all 
conditions, insured by years of rigorous testing by top industry technicians. 

And in Maurer EXCLUSIVE FEATURES, such as the 235 0 dissolving ::::hutter, they 
found fast accuratc changes of exposure \\hile shooting. 

Because it meets so many varied needs, more and more producers like Transfilm 
are turning to the Maurer 16 mm. as the ideal camera for every phase of profes
sional motion picture production. 

For details on the~e amI other I'XC!llsit·C Maurer features, \\Tite 

11 SEPTEMBER 1950 

The Mourer 16 mm ., designed specifi
cally for professional use, is equipped 
with precision high-power focusing and 
the finest view-finder mad e. Standard 
e quipm ent includes: 235 0 dissolving 
sh utler, automatic fade control, view
finder, sunshade and filter holder, one 
400 foot gear-driven film magazine, a 
60-cycle 115-volt synchronaus motor, 
ane a-frame handcrank, pawer cable 
and a lightwe ight carrying case. 
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AMERICA'S 
fastest growing 

TV MARKET 

33.4% 
depth of 

penetration 

·Sou,Ct~ : Tel~viJjo" Magaz ine's 
Sta tuI Map, July-August, 1950 

Columbus has discovered television 
in a big way! Starting after 
Cleveland, Chicago, Cincinnati and 
numerous other cities, Columbus 
has now surpassed all but '" of 
America's TV markets in depth of 
penetration. 33.4% is the figure, 
and it's still going UP . . . last. 

National and local advertisers have 
discovered Columbus TV in a big 
way. Outstanding sales records are 
already commonplace for WBNS· 
TV advertisers. For example, a 
recent direct sales offer made on 
WBNS-TV jammed one of the 
cuy s downtown telephone ex· 
changes for several hours. And 
for bonus TV·results, WBNS·TV 
offers excellent 17-county coverage 
in rich, central Ohio. 

Find out how WBNS-TV will help 
you build steady sales in America's 
Fastest Growing TV Market . Write 
or phone. 

WBNS-TV 
COLUMBUS, OHIO - CHANNEL 10 

CIS-TV Netwark 

Affiliated with The Columbus 

Dispatch and WBNS-AM 

Salel Office : 33 North High Street 

Studio and TranlmlHer: 
495 Olentangy Blvd. 

NATI ONAL ADVERTISING 

REPRESENTATIVE: BLAIR TV INC. 
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6. A 22 ., x 30" poster. 

7. A one-col ullln and a four-column 
ad mat. 

8. A schedule of the kinds of ca rpet 
to be telecast. 

These tie-in materials are contin ual 
ly being improw'd and added to. Latest 
addition is a back-lighted poster se t in 
a handsome wood frame. Before that. , 
2.000 copies of Roberta Quin lan's rec- I 

ord "Buffalu Billy" were sent out to 
dist ributors and dealers. These were 
mainly to cemen t friendly relations he
tween manufacturer and dealers. Some 
were also sent to disk jockeys in a bid 
for free publici ty. 

Do l\1ohawk retai le rs kllow what is I 
going on? They sure do. 1n Lancaster, 
Pa., one retailer draws c ustomers £r01l1 
both TV and non-TV cO"ered areas. 
He reported that five out of six of h is 
customers living in the TV area men· 
tion the Mohawk S howroom. Other 
dealers report custolller cOlllments like: 
''I'd like to see the carpet that prell) 
gi rl advertised on televis ion. " Some 
customers. while looking a t carpet, r eo 
mark: "Oh. that 's Crosyenor, one of 
the patterns they show on MohaU'l .. 
Show Room." 

Another dealer story which Muhawk 
salesmen like to tell is the one about a 
retai ler who got a firm customer re
quest for "tho:'oe ca rpets th ey sh ow on 
the Roberta Quinlan show: ' The only 
hitch was that he didn't carn Mohawk 
ca rpets and had to do a per~uasi"e reo 
selling job. 

o one at :Vloha wk Carpet lVlills. 
Inc., will say exact!) how su('ce"sful 
TV has been in dollars and cents. Ca r· 
pet sales are hard to trace allywa). 
since sur\'ey~ show th at two ) ear:::
usually go by bel\\t'en th e tlf'c ision to 
buy a carpet and i ts aetua l purchase. 

Yet. e\'en allowing for higher prices. 
l\lohawk earnings are encouraging. 

I From net sail'S of $30.700.000 durin g I . ~ 

the first half of 1949, the ("ompany\ 
income lOse to S~7.200.000 during the 
sallw perim1 of l().~(). Inability to 
credit specific resu lts to TV · is no ha l' 
to Mohawk's co ntillued use of the 
JlJNlium. 

TIlf' compa,,) 's 1nl ('ntioll: to stret(, h 
its ad bu(lgel III the limit to mp.el any 
rate rises and lu add to its list of sta
tion s. And Mohawk is a lrcad) to) illg 
with color tplc\isi()ll. too. It h as tl's ted 
a series o f coil/[ spot partic ipations on 
WNBW (TV I in Washington as part 
of a series of experimen tal culore'ast ... 

Programmed 
by all four 

major networks 

FReE -..a PETERS , Nde. "Refl!£4~ 



Both RCA and Mohav.k are hopeful 
for eventual wide-scale adoption of 
color. Mohawk and other carpetmakers 
would then be able to do the kind of 
visual selling job they formerly could 
do only in magazines. 

Until the arrival of color televi~ioll, 
Mohawk has tentative plans for radio 
spots to fill the void which TV hasn' t 
yet covered. The reasoning is: if black 
and white television has been so effec
tive, probably radio, too, can do a 
good selling job. Mohawk dealers have 
long had access to recorded jingles 
which they could use in 10C<'l1 spot 
campaigns. Soon they may ha,'c added 
advertising support from the fac ton. 

Carpets are not big business. in 
1947, the latest year em'ered by the 
Carpet Institute. Bigelow-Sanford led 
the field in sales with $()3 million. And 
six of the top carpet makers together 
sold only $363 million worth of carpets 
in 1947. 

This is hardl y surprising. since car
peting is one thing a famil y puts off 
until it has considerable disposable in
come to jingle in its pocket. During 
depression years total carpet sales 
dropped below $25 million. E,'en in 
the best postwar year, 1946, net in
come a fter taxes amounted to only 
8.4% . What makes the industry even 
more insecure is the fluctuating cost 
of carpet wool- all of which must be 
imported from places like India, Ar
gentina, Iraq, and New Zealand. 

Carpetl11akers like Mohawk are grad
ually achieving their first objective of 
brand recognition. Their next step is to 
sell homemakers on the idea that wall
to-wall carpeting is modern practice. 
And to convince them that carpets are 
just as vital a part of the American 
home as furniture. Mohawk, for one, 
thinks TV can do the job for them. 
They intend to keep right on beating 
the tom-toms until it does. * * * 

RADIO IN NON-TV AREA 
(Continued from page 31) 

doubled itself from 194.5 to 1%0. 
Each successive Dian' shows a 

steady increase in total 'sets in use, 
though there are a few instances where 
1946 was slightly higher than 1948. 
The overall picture fo llows: 

Average Sets In Use 
194.5 28,1 
1946 :n.3 
1943 36.4 
1950 .!2.4 

11 SEPTEMBER 1950 

~ot ollly does the Stud y show a amI 19.50: 110 figures are available for 
sets-i n-use increase, but it a l~o reveals 194.5. 
a heavy gro\\ th in radio set owner
ship. In thi~ Midwest area TV set 
ownership is negligible. The closest 
TV stati ons are in Omaha, Minneapo
lis and Ames, all on the fringe of the 
area covered. 

Like the radio family descrihed in 
" How many radios in your home?" 
(SPONSOR, 13 Marc h 1950) , the fam
ilies in this Stud y tend toward a radio 
in every roolll; and many barns, too, 
if they have them. The report g ives 
the radio set oWllership for 1946. 1948 

The three years tell the sto ry. The 
figures bear out the growth and im
portance of multiple-set homes in the 
area. Second and third awl fourth set 
oll'flership have increased steadily. 
About half as many families wele lim
ited to only one spt in their homes in 
19.50 as in 1946. Third set ownersh ip 
jUlllped from l.B /{ in 1946 to 11.3'.; 
in 19.50. Even fourth set ownership 
went up. from .6~'? in 194.6 to 3.0% in 
19.50. The table which follows gives a 
complete alld graphic picture of the 

-------------------------- ----- ------
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increa:-e in "et ownership. 
Radio Sel Dlcn ership 

'based on \\ 'I\' AX Diary Homes ) 
SC'ts per home 19-16 1948 1950 

1 82.4 60.4 44.6 
2 15.2 29.7 41.1 
3 1.8 7.3 11.3 
4 or more 0.6 2.6 3.0 

a person listens to a particu lar quarter
hour but once during the week. he has 
had one impression made upon him. 
I f he list ens again during the week. 
another impression has been made. 
The net weekl y audience properly mea
sures the total llumbC'r o f impressions 
o\-er the course of a wee k. 

Respondents answering question: 
"~93 ·l27 -t62 

In addition to showing the sets-in
use and sC't-o wuer!-hip trends, the Stud) 
has recognized the illlportam'p of the 
concept of nC't weekly. or ucc ulllulatiYe, 
audience. Other medi<l frequen tl y 
ll:-C' this conct' pt. \Yhy not radio? If 

The net weekl y audience "ersus the 
average daily audience is strikingly 
plotted on the chart in this article. 
A \'('ragC' daily rating is a mathematical 
ayerage. It is thC' a\'f'rage of the num
ber of listeners for eac h of the five 
da\s on a "lunday-Friday quarter
hOllr hasis. It does not measure tll(' 

DON'T FORGET TO ADD 

MISHAWAKA 
WHEN YOU STUDY 

SOUTH BEND SALES FIGURES! 

Saleswise, the two cities of South Bend and 
Mishawaka are one. They are separated only by a 
street. Together they form a single, unified 
market of 160,000 people. 

, This two-city fact makes a big difference in 
South Bend's national sales ranking. For example: 
in 1949, South Bend ranked 85th in the nation 
in retail sales, with a total of $161,266,000. But, 
when you Ctoss the street and add Mishawaka's 1949 
retail sales, the total jumps to $190,907,000. 
That figure boosts South Bend-Mishawaka to 
72nd place nationally-instead of 85th! 

Be sure to add .Mishawaka when you count l.' 
South Bend sales figures. Remember, too, th2~ 
these sister cities are just the hMrt of the Sum;" .' :
Bend market. The entire market takes in more 
than half-a-million people who spent more than 
half-a-billion dollars for retail purchases in 1949! 

WSBT - and only WSBT - covers (d' 
of this rich and responsive market. 

Fi(lurpsjrom Sales Ma naypmr.nt's 
19.'i0 "Surve y oj nuying Power" 

~ . 

5000 WATTS' 960 KC • CBS 

PAUL H . RAYMER COMPANY NATIONAL REPRESENTATIVE I 

54 

total number of impressions made dur
ing the week. 

The chart shows the difference. To
tal impressions must be included if a 
true picture is to be presented. For 
example, 10:45 a.m .. has an average 
daily audience of 40.0 70, but some 
time during the week 68.4 % listen on 
an accumulati\'(' basis. And the differ
ence, whether more or less, is equally 
noteworthy for the other quarter-hours 
recorded. 

All in all, the \\'NAX Diary Study 
providC'~ a clear analysis of what's 
happening to radio listening. The ex
cellent field work was done during the 
week of 13 ~Iarch of each yea r speci
f!ed by Audience ::;uneys, Inc.; COIn

pilations by the Statistical Tabulating 
Company in New York under the di
rection of George Cooper. 

" A form was given for each radio 
in the home," George Cooper ex
plained. "\\'e had the families place 
the form on top of each radio. \\Then 
any member of the family listened to 
a radio. he noted it on the form for 
that particular set. This went on all 
wC'C'k ill the homes tested, and resulted 
in an accurate quarter-hour picture of 
radio listening in each of the homes." 

*** 
r---------------------------------~ 

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, listener loyalty and thus, 
advertisers like these: 
*Sealtest 
*Bromo Quinine 
* Ex Lax 

*Pepsi-Cola 
*Stag Beer 
*4-Way Cold Tabs 

HOOPER RADIO AUDIENCE INDEX 
City: M emphis, Tenn. June-July 1950 

Time SETS WDIA ABC D E F 
M F 8AM-6P M 17 .5 25.9 19.9 15.0 14.4 10.1 7.8 6.1 

-------------1 
" WDL\ . ~I emphls. Tennessee. Bert Ferguson. 
Mngr .. fiarold Walker. Com'l ;ll ngr. J ohn E. 
Pearson. n ep." 

SPONSOR 



TYin OMAHA 
.' . 

DIRECT NETWORK STARTS SEPT. 30TH 

6S HOURS A WEEK ON WOW-TV 

, 
Good Spot Buys Scarce- But Still Available! 

With TV Set sales crowding 30,000 - and 
50,000 expected by year's end - it'll be a great 
year for WOW-TV, Omaha. 

65 to 70 Hours - mostly NBC and Dumont
is all set! - Also all Cornhusker Football 
gaInes, World's Series, Boxing, Wrestling and 
Local features. 

Wire or Telephone now your nearest John Blair man or WEbster 3400 at Omaha 

CHANNEL SIX 
Owned And Operated By Radio Station WOW , Inc. 

OMAHA, NEBRASKA 
FRANCIS P. MATTHEWS, President JOHN BLAIR & CO., Representatives 

LYLE DeMOSS, Actln9 General Manager. 



WI LD-WEST FEVER " ' es tern Gene Autry, the movies' sing
ing cowboy, has been sing ing songs 
for o\'er 10 years for the Wm . Wrig
ley. Jr. Co. E,'ery Saturday night at 
11:00 p.m. Ge ne sparks th e M elody 
Ranch show on 171 CBS stati ons. The 
half-hour program ran ges from COI11-

edy , to song. to a short dramatization 
of \~ r estern lore. 

I Continucd from page 23) 

('ountn and Canada. '\ational Biscu it 
Co. i" - the Iarge~t ~ingle u~er of R ed 
Rrder. cO\'en; 20 markets with the 
~I~O\\"' Dairi('." and bakeries are th e 
hea,"iest lIsers of the " Famous Fighting 
Cowboy." with a small sprinkling of 
ice cream and bottling company spon
,",ors whose products hm'e " kid" appeal. 

Gene Autry was one of a long line 
of \Vestern ente rt a iners who got their 
start at KLS, Chicago. He was fol
lowed by Louise l\lassey and the West
erners of Tew :\lexico, The Girls of 
th e Gulden West, and Rex Allen '"The 

\\,ith all the \\ hoop and holler made 
by radio\; gun- totin ' dramatists, folks 
rna~' lose sight uf the fact that " ' 1':,, \ . 

ern music is guod en tertainment tuu. 

56 

WMBD is the top national spot 
program outlet in Peoriarea 

Xatiolla l ad\"(' rtj se r~ h uy more spot programs and HIlIIUUll('l' llI ents 011 

\".\lBD II,\' far than 0 11 all,)' otlH'r )'por ia statioll. Th e fo ll owillg list shows 
j ll :>t lL f('w: BIlle Bonl1et Margarine; Ca mphell Soup; ('olgate (Ajax, 
Delltal (' r(,I11C', Fal), Halo, Lustre Creme Shampoo, PalmolivC', Ve l, Veto); 
Dodge; nriftill; Kools; KrogC'l'; Proctor 8: Clamble ( DrC'ft, [\'Ol'y, Joy, Lilt, 
Nl'ie 8: Npan ) ; Nhinola; Nt.anl1ard Brands; T('ll<icl'kaf TC'a; C'tc. 

Xaturally this dominant. position is adlieYl'd t,y RE~l'L'1'R ... alld W:\IDD 
1}J'(H111('('S ),( 'S IlIt s hecnuse: 

WMBD serves more listeners in ANY time period than the next 2, stations 
combined at a cost per thonsand FAR LESS than any other Peoria station 

What's m ol'('. \V iltBD hacks up its aJ"ertisC'l's with a 
filII s('alp promotion a 1111 merchandising program. This 
piollC'pr station, with 23 years expe rience, knows the 
]'eol'ial'pa alJ(liC'Il('e alul beams the right show to t he 
right people at th(> right time at the l'ight pricC'! 

ASK FREE & PETERS 

Arizona Cowboy." Even with its tra
ditional interest in Western-type pro
graming, WLS, Chicago, has noticed 
an even bigger ~urge of recent interest 
In things Western. Bob Atcher, WLS's 
current \\'estern star. reports an in
c reasi ng numher of requests for tradi
tional cowhoy hallads like "Stra wberry 
Roan;' "Cowboy's Lamen!.· ' and " Red 
Hi,'er Valley:' And during personal 
appearances demands for autographs 
and picture!"- hm"e more than tripled 
durin g the pa~t nine months. 

Other stations in various parts of 
the country report a similar trend. 
Says one Spokane, Washington sta
tion ; " KHEl\I established a two-hour 
block of . \~Testern Requests' fr0111 5:00 
to 7 :00 p.m. about a year-and-a-half 
ago. This has g rown in popularity so 
that it is doing very well, not only 
from S: ()O to 0:00 p.111 .. but from 6:00 
to 7 :00 p.m. as well. Such heavy li s
tenin g hetween 5 :00 and 7 :00 p.m. 
tends to continue through the rest of 
the evening." 

A Boston slln'ey of prog raming by 
the Ka tz Agency (station representa
ti\'es) disclosed that Western music 
was gaining in popularity. A similar 
survey in Flint. :\lichigan brought out 
the fact that an effective new program 
there was W estem S tars. consistin g of 
record ed \~restern music built around 
songs of screen cowboys. One Katz 
station , KRNT in Dr'S 1\loines, J owa, 
recently announced addition of a \\'est
ern singing disk jockey to i ts staff. 

A roundup of \~'es tern music pro
grams corralled these shows: Rhythm 
Ranch Hal/ds on KSTP, l\1inneapolis 
for Pill sbury Flour; Charlie lIlarshall's 
ROllndup on KFB~, Sacramento, par
ticipating; KOIl ROUTldup on KOH, 
Heno, Nevada, participating; Chuck 
/Pago n Jamboree and K·Bar-G Jam
boree 011 KWG, San Diego, open for 
sponsurship; Hawkeye Jamboree 011 

KIOA , Des 1\1oines, participating; 
Rhy thm Range, Old ChishoLm Trail, 
and GentlemeTl of the W est on KVOR, 
Colorado Springs, participating; Open 
Range on \VHK, Cleveland; SlInrise 
Ranch and Georgia Crackers on WH
KC. Columbus. Ohio; Tri State Round
up and Sar/,llemates on WKBK 
Youngstown , Ohio, participating; Zeke 
Clements on WLAC, Nashville; Rev
eille ROllndul' 011 \\,LA \V. Lawrence. 
~1ass.: and Smilin' ilIax on WTAC, 
Flint, :\Iichigan. 

Sc\'(>raJ highly successful local pro
dudiolls are ayailable on transc ription. 
Th e Texas Rangers. produced and sold 
by A rl hur 13. Church Productions, 
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Kansas Ci ty, has done well in Ilumer
ous markets for several yea rs. These 
cowboy songsters drew ,,1 27.4 Hooper 
in Scranton. Pa. Spol1Sor~ include cat
tle feed makers, bread and cake bak
ers, drug products, saltin~ c rackers. 

All-Star W estern Theatrr is another 
syndicated singing fe':lturc, sold in 40 
markets by Harry S. Goodman Hadio 
Productions. Foy Willing and his 
" Hiders of the Purple Sage" appear 
in 94 half-hour segments. along with 
guest stars like Tim Holt. Tex Hitter, 
Smiley Burnettt'. and others. The Web
er Baking Co. in California and 
Schulze Baking Co. in the ~lidwest are 
principal sponsors, use the show in 
eight and 12 markets respectively. 

More recently, Foy Willing and the 
Hiders of the Purple Sage have record
ed 156 straigh t musicals lastin g IS 
minutes each. These a re handled 011 

an outright sale basis by Teleways Ra
dio Productions. Inc. in Holly wood. 
Difference between the Goodman and 
Teleways transc riptions. besides th e 
fact that one runs for a half-hour and 
the other 15 minutes, is that the Good
man platt ers contain drama and guest 
stars in addition to singing. The Tele
ways productions are strictly vocal. 

Once upon a time licensing manu
fa cturers to lahel their products with 
co wboy names and thus cash in on 
the big Western rage was considered 
merely a ·'by-produc t. , . .;\lot any more. 
The Bobby Benson operation, for ex
ample, thrives handsomely on product 
tie-ins alone. 

The iYelo )' orker magazine indicates 
just how business has hoomed. Speak
ing of only one phase of th e cuwboy 
accessories industry, it reports: " Five 
years ago there were fewer than 10 
manufacturers of holsters and pistol 
belts in the whole country. and they 
were grossing something uncler $5 mil
lion a year. Currently, more than 150 
manufacturers are turning out holster
and-pistol-belt sets, and they're gross
ing around $30 million a year." 

Hopalong Cass idy licensees, making 
about 150 items, confidently expect to 
rake in $100 million gross this year. 
And the number of it ems is still grow
ing. These include not just lassoes, 
hats, shirts. boots. raincoats, knives, 
and conche shells, but wallpaper, ice 
cream, bubhle gum. cookies, children 's 
beds, soap, and lollipops. Bill Buyd 's 
5-10 % cut will be about $5 million 
and the retired ex-clerk Clarence ~Iul
ford (Hoppy's crea tor ) will pocket an 
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To put your finger on the heart 
of this great northeastern 
market ... 

WGY's total weekly audience is over 21j2 times 

greater than that of the next best station 

in Daytime and at Night. 

WGY's daily audience is 3 times greater than 

that of the next best station - 191 % 
greater in Daytime, 211 % greater at 

Night. 

WGY has 36% more audience in Daytime and 

45 % more at Night than a combination of 

the ten top.rated stations in its area. (WGY 
weekly audience: 428,160 Daytime; 451,-

230 Night.) (lO-station weekly audience: 

313,080 Daytime; 310,970 Night.) 

WGY has the largest audience in every single 

county in the area at Night and in all but 

one county in Daytime. 

WGY has in its primary area, Day and Night, 23 

counties to Sta. B's 5 counties, Sta. C's 3 

counties, Sta. D's 3 counties. 

WGY has almost twice as many counties in its 

primary area as any other station in the 

area has in its entire area. 

WGY has 8 counties in its Daytime area and 9 

in its Nighttime area which are not reached 

at all by any other Capital District station. 

Your best 
radio buy 

is WGY 

Represented Nationally by NBC Spot Sales 

~WGY 
A C(HUl (UCTlIC STATUI 
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woe FI RST in 
the QUAD CITIES 

In Davenport , Rock Isla nd, M oline and East Moline 
is the richest concent ration of di versifi ed industry be

tween Ch icago, M inneapolis, Sr. Lo uis and Omaha. The Quad 
Ci ties are the trading center fo r a prosperou s two-state agricultural 
area . Retai l sales, cotal buying and per capita income rate higher 
than the nationa l average, acco rding co Sa les M anagement. 

WOC-AM 5,000W . • WOC-FM 47 Kw. 
1420 Kc. 103.7 Me. 

WOC delivers this rich market co NBC Netwo rk, national spot 
and loca l advert isers .. . with 70 to 100% BMB penetratio n in the 
two·county Q uad City area . .. 10 co 100% in adjacent counties. 

WOC TV Channel 5 
- 22.9 Kw. Video· 12.5 Kw. Audio 

On the Quad Cities' first TV station NBC Network ( non
interconnected), local and fi lm programs reach over 16,000 
(2uad Cities' sets . .. hund reds more in a 75 air-mile radius. 

Basic NBC Affiliate 
Col. B. J. Palmer, President 
Ernest Sanders, General Manager 

DAV ENPORT, IOWA 
FREE & PETERS, Inc. 

Exclusive National Repres en ta tives 

TRIBUNE TOWER OAKLAND, CALIFORNIA 
Represented Nationally by Burn-Smith 

equal amount. Only a few weeks ago. 
The Robbins Co., premium producers 
and promoters, began turning out 
Hopalong Cassidy compasses. hat 
rings, and Bar-20 clips. Southern 
Dairies, Inc., Beatrice Foods Co .. Gen
eral Ice Cream Corp .. Carnation Co. 
and other regional dairy product dis
tributors will feature the premiums on 
their Hopalong Cassidy ice cream bar 
wrappers. 

With the current Hopalong Cassid~ 
ballyhoo it's easy to forget that Gene 
1\ utry and others, like the Lone Rang
er. Roy Rogers, Bobby Bl'nson, and 
Red Ryder ha\'e bern licensing manu
facturers for a good while. Autry was 
the first to start the t ie-in deals. now 
has close to 100 productts licensed. 
Even the Cisco Kid. a comparati" e 
newcomer. has m-er 30 products. 

A trip through ~Iacy 's Corral, which 
has doubled in size O\'er a six month 
period, discloses a wide price range. 
A knitted Hopalong Cassidy sweater 
sells for only $1.98. Lone Hanger Dun
garees for 2.19. or Bobby Benson 
slacks at $4.98. If your child '5 tastes 

I run to more plush desires, there is a 
Lone Ranger deluxe gun and holster 
set for $12.59. and a Bobby Benson 
leather jacket for $12.98. All in all 
a good place for parents to stay away 
from. 

Will the \\7 estern craze last? Most 
observers in the business think it has 
quite a while to run yet , they see it 
still on the way up. After all, the Wild 
\Vest is the most American part of our 
history ; it 's al wa ys been popular and 
always will be. But when some of the 
present edge wears down a bit the cow
boys with the most entertainment val
ue and, probably, the best public rela
tions. will stay on top. Meanwhile, 
there's still lots of gold III them West
ern mountains. * * * 

WARTI M E ADVERTISI NG 
(Continued from page 34) 

regional. and national) account for an 
undetermined share of the total in
crease in ad expenditures. (It is the 
war-born ad llollars of aggressive new
comers which help grease the skids for 
the manufacturer who stops ta lking to 
his customers because of a restricted 
output.) Rationing of paper diverted 
additional dollars to radio from print
ed media. 

It is significant that radio announce
ments for scrap paper are already ap

I pearing in mallY metropolitan areas. 

SPONSOR 



The paper pinch comes hefore it's fell. 
And ad strategy in a war economy 
must take into account such restric
tions on media. 

Radio has its shortages, too; limita
tion of choice time. all both spot and 
network radio, becomes a problem 
when advertisers flock to get on the 
air. And the difference in th e number 
of homes or advertising impressions 
per dollar as influenced by a good or 
a poor time slot can be very great. as 
experienced radio sponsors kn ow. 

It is interesting to Hate here that as 
radio wasn 't available as all advertis
ing medium during the first world con
flict, but was in the second-so televi
sion , not a commercial facto r in 
World War II, will play a suhstantial 
commercial role during an y future 
world war. The magnitude of that 
role. of course, depends largely on 
whether the TV audience is frozen by 
cutting off set production. 

As an indication of how tight the 
open time became on one network dur
ing the last war, consider CBS on ] 
January, 1944. Between the hours of 
7:00 to 10:00 p.m. for the seven nights 
of the week, only five quarter hours 
were available. 

Under the influence of the war. 
sponsors got higher circulation thall 
ever before attained. Sets-in-use (6 
a.m. to midnight) for the national av
erage audience, as reported by the 
Nielsen Radio Index, increased from 
20.1 % in 1943 to 23.2 % in 1945. Av
erage hours of listening, according to 
NRI, rose from three hours and 11 
minutes in 1943 to four hours and 14 
minutes in 1945. 

Astute advertisers, foreseeing this 
trend, not only took early advantage 
of the bonus circulation, but calculated 
the advantage of choice franchises far 
into the future. 

Emerson Drug, for example, started 
its sponsorship of the 8:00-8:30 p.m. 
Monday period on CBS on 4 August, 
1941, and still retains it. On NBC, 
Bell Telephone has occupied the Mon
.day, 9:00-9:30 p.m. slot since 6 April, 
1942. 

Pure Oil Company began its unin
terrupted sponsorship of H. V. Kal
tenborn five nights a week on NBC in 
March, 1940. The following March. 
Miles Laboratories took over NBC's 
News of the World, five nights a week. 
which they still sponsor. Alertness to 
grab good time spots and above-aver
age programs insures extra circulation 
lhat can come in 110 other way. 

and now ... over a 6-month period ... 

weFL Leads in Chicago 

-

in Pulse-Rating Gains 

WCFL 
+9.770/0 

I 
I 
I 
I 
I 
I 

Y 

* Chart shows percentage of increase 
or decrease, for 50,000 watt and full· 
time stations. Pulse period of Navem· 
ber 1949 through April 1950, com· 
pored to November 1948-April 1949. 
(Averages, 6 a.m. to midnight, Mon . 
day through Friday.) 

Network Station A 
+ 2.265% 

50,000 W~tt Independent 
-4.52% 

5,000 Watt Independent 
-11.06% 

Network Station B 
-12.0% 

Lon.s-Term Leader! This chart· 
shows that WCFL, a month-by
month leader in Pulse rating in
creases, steps far in front of other 
Chicago stations for the half-year 

ended April 1950. Growing listen
ership plus reasonable rates make 
WCFL today's ideal Chicago ra
dio buy. 

I 
I 
I 

Y 
I Network Station C 
: -20.25% 

Network Station D 
-23.16% 

WCFL 
An ASC Affiliate 

50,000 watts • 1000 on the dial 

The Voice of Labor 
666 Lake Shore Drive, Chicago, III. 

Represented by the Bolling Company, Inc. 



While there \\a~ a dip in th e peak 
rati ng~ of ne ws shows following the 
last wa r, th e dip neYer fell near the 
leyel before th e war. T oda y. news pro
gram ratings are edging toward peak 
war leycls. In .'\ew York, fo r examp le. 
Pul ,..e r atings for the 26 news period" 
on tlw four netw o rk stations inc rea,..ed 
14.7r; ill luly. 19.50 o\ er th e pre\ iOlls 
month . Report s from s tation~ through
out th e country indicate s imila r in 
('reases in listen ing to news programs. 

Smart adyerti sers won't wait fo r a 
world in flames befo re they start p lan
ning how to get the 1I10st out of radio, 
whether \\"ith spot. news programs, or 
other sh o \\~. 

A compari so n uf lIetwork programs 
during the wa r years wi th those before 
and after re\'eal s U1at formats are gen-

----- ---- -

cralh' the same. IV e, Th e People be
c aI11 ~ W e, The People, A t War. Armed 
Forces personnel appeared before the 
mic rophonc. as did othcr people ('on
neeled wi th the war effort. But the 
format and essential fl avor of the show 
remained the same. 

Soap opera worked in all lIlanller of 
home front appeals; but it s heroines 
continued to pro\'e that a virtuous 
woman is her husband 's be~t friend , 
and more th an a match for an ) evil 
that can threaten him. 

Special "front" shows- home and 
war- appeared ; but the successful 
ones utilized drama and the oth er test
cd ingredi ents of entertainment. Spon
so rs still sold products, or ideas, if 
they had nothing else to sell , as part 
of a package designed to entertain . 

----- ---- - -

radio ; stations everywhere 
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but only one ... w$M 
Il.IVILLE 

If you W:lIl t to givl' ~'our :Id vl' rti'ing doll :lr :1 lon g ,1I1l1 frullfu l 

r id t', di mh onto tht' .'iO,OOO \\':l tt C Il' a r Channl'1 Si g na l of 

\\ ' S:\I You'll tr:I\ 'l'I t hl' highwa~'~ :l nd t hl' hu r war' (If th l' 

fahulou, ( ~(, Iltr:ll South. with tltl' h:ll:ki ng :1Ilt! " il l'S in flu l' ncl' 

o f a ,t :lt ion w h id. Il:Is ('nough tall'nt :Intl ta ll'n t good ('nough 

(0 n rr,t.: inCllt· \1\(t'('U u c ru 'o)/.;. .'/10H\ tPceld)', i ll :uld itio ll t o n.· g~ 

ular ~tation husilH'ss, I{"sults; .lust :lsI,. Ir vi ng \\' :lUg h o r :IIl Y 

I'('tr~ ' :\lan for C:lSt' h is tories, 

CLEAR CHANNEL 
50,000 WAll5 

IIIVI N G .... .... lJ('.H 

(0;,. •• ""(' ''.,,' MonQ'l ' 

~O""MO PEH'Y t (C' 

/oJ""",,,,, ~ .• "" ~~, • 

The most skillful adyertisers were, 
by and large. the ones who knew bet
ter than to pull Ollt when wartime re
~ t rictiun s curtailed or eliminated en
tirely their normal sales. "Adyertis
ing: ' H, A. Batten once said, " has one 
specific th ing to do ; and that is to in
form , and oft en- but not necessari ly 
always-to persuade." 

Recognizing this. those who under
stood adverti sing best didn't have to 
be sold th e idea that th ey had some
thing pretty important to tell their cus
tomers. They didn't neglect to keep 
telling it o\,er and oyer. 

Detailed compilati ons have been 
made of th e dangers th at can be ay oid
cd and th e spc(' ific adyantages to be 
gained by talk ing to customers and 
potential customers when you haye 
1I0thing, or onl y a little. to sell. But 
most of it boils down to making peo
ple remember you favorably. The 
problem of the ad\'erti ser with plenty 
to scll is essentially the same as al
ways, except that he must not appear 
to be taking adv antage of the war situ
ation . 

When the Amcrican Tobacco Com
pany had to a llocate its meager sup
plies of Luckies to distributors, it 
dropped its normal competitive prod-

Rock Island, III. Moline, III. 
East Moline, III. Davenport,. la. 

~---

~r Cities-One 
17.5% 

Gain in Population 
over 1940 

• 
232,733 (1950 census mel. area) 

• 
80th U. S. market In 

population 
• 

Highest Hooperated 
Quad-Cities 

Station 

"Delivering 
More Listeners 
at a lower 
Cost" 

lWlHlILf AM · FM·YV 
5000 WATTS 
BASIC ABC 

SPONSOR 



uc t sclling. F ntil the war was over 
AT C used a light, institut ional ap
proach. Rad io ex pla ined th at "Lucky 
Strike Green h as gOllP to war" when 
American int rod ucpd the new package. 
During the wa r peri od_ thc fa lll ous 
LSM FT reminder tag was developed. 

.Milita ry purch ases stopped suddcll
Iy with the war's end. the whole di ~

t r ibution pi peline heca llle glutted with 
c igarettes ... mo re th a n thc p ublic 
pOlJld cons ume, {'ven when they stopped 
smoking cheaper substitute hrands they 
had made do with d uring the war. 
This could h ave been a disaster for 
a ny compan y which had let rivals stea l 
a wa rtime advertisi ng march. But 
smokers aba ndoned their war-brands 
a nd returned to the fam iliar smokes 
they h adn ' t been allowed to forget. 

American will retul'll to the light "Be 
Happy . .. go Lucky" theme on 1 Scp
tember in co nt rast with the grim \\orld 
o utlook. 

U . S . Hubber Co. go t hack into net
work radi o in 1943 a fter a three-year 
absence. Comp any offic ia ls decided 
that a presti ge sho \\' was the thing to 
keep the bran d name of its products 
prominent ly in the mind s of the pub
lic. They combined the prestige objec-

"WSYR-TY 
h • d " as come In goo 

Clza tl'a ll .r:ay ... .. 
... ' 

11',\e~ ......... ' ... 
\bO ... .". ... 
" .". ... 

.". ... 

1(WSYR-TV 

160 MILES AWAY! 
News it em from page 1 of th e Chateau
gay Record of May 2ti. 1950: "Telc\,j
sion reception in C ha teauga y th:!t must 
thought wou ld not he an accomplished 
fact for many years hecame a realit\" 
this wee k. Hay Lucia . . . now is enjoy'
ing televised pro~rams nightly at hi s 
Lake Street home ... WSYH-TV has 
come in good. Hay reporh that when 
he was down in Syracuse la st week the 
experts down there just couldn't he
lieve t e levi sion would carry thi s far," 

Cha teaugay is 160 ai r miles from 
Syracuse. Yes, WSYR-TV really cov
ers the great Central New Yo rk :\1arket 
- and points no rt h. south. east and west. 

NBC Affiliate in Cent /'a l Ne w York 
HEADLEY-REED, National Represen tatives 
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live with tllP idea of pub lic sen'icc and 
cont racted to underwri te the New York 
Ph ilharmonic-SymphollY Orchcs tra 011 

CBS. 
One ind i('atioll that th e Philha rr llo

nic d id its job is the fael th at over a 
q uar ter of a m illi oll pco ple (out of 
some 13 mi lli on weekly listeners) re
sponded to 29 10-second annoullce
ments (one announceJlIellt each week 
in the houl'-<\Ild-a-ll1llf program) ofTer
ing copics of th e in tennissioll talks. 

The com pan} dropped rad io a ft er 
1947 to cxper inlf'nt wi th television. 

United Sta tes Stpcl, not sclling di
rect ly to consumers, plugged in printed 

---------

mcdia the theme " Look for the P. S. 
Steel labcl." \Vith the war, the theme 
\\'as switched to a public service slant. 
The story of Stcel's illdustrial family 
and its serviee to thc nation was takell 
lip in 1945 by The Theater Guild on 
the Air. 

The ('olllpany feels its puhlic scrvice 
adver t ising (;J"cated a beller informed 
publi('- "took the cover ofT U. S. 
Step\." Following the war, the public 
s('fvice tIlPllIe was contillued, but the 
"Look for the U. S. Steel labe l" came 
back. Now the company is reporting 
on the Koreall situation, telling what 
they d id during the last war and what 

The Hooper May -June Inde x for 
CBS stations places WBNS first in 
s ha re of audience ... Another 
proof of this station's outstanding 
popularity in central Ohio ... An

I o ther convincing demonstration of 
how advertisers get greater value 
f o r their money on WBNS plus 
WElO-FM. 

ASK JOHN BLAIR 

POWER WBNS 5000 - WElD 53,000 - CBS COLUMBUS, OHIO 
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WHAT HAVE I GOT I 
tHat tf1tp ~"'~ 

') 

W;l1 Sir -- BMB says I've got 

97 ,300 average daily family listeners 

-- 106,100 average nightly family 

listeners. None of the other boys in 

Miami can touch that. And, what's 

just as important is the fact ... that I 

ain't satisfied -- keep on trying harder. 

to please the folks in South Florida! 

And I've had more than 24 years of 

experience at it. But shucks -- you 

ask the George P. Hollingb ery 

Company -- they've got my 

background, past, present and future. 

James M. leGate, General ManalJer 

5,000 WATTS · 610 KC · NBC 

.. ~Ilppu~(' I gu int o a 11 (' \\ IlIdrket ," ~a}, olle "ell
known T illl(' Buyt ·r. " I tum fir s t to STANDA IU> 
R.\TE to ~ize lip the ~Iations in Ihal market, 
II1f'ir affi liatio n ~, th e ir puwer, their rat es. Th en 
I want to know their cuveragp. 1 try lu de!t"r· 
mint" which ""uld p: ive u ~ the 11I0q for Ollr 

" mo uey. 
The \\' IS Sf'rvice·Ad ~how n he re is an example 
of how "tatiun s are Illaking Ihat Time Buyer', 
joh ea sier. They pllt lI ~cflll additional faeh be· 
fore him wh en h e'~ II si ng SRDS to co mpare 
op portllllili e&- fa cts about co ve ra ge, a lldi ence, 
programs. ~e rvi("e, for example. 

.\' olp I" II I (TadNI"''''',": Study th p SITot Hadi o J'ro · 
,,'olion // (//t(/I>ook for upt:lit .. <1 h"'l' in maklll g it 
t'a, jl'r for hU~'l'r' of ,pot. tilll !' to bu y wh flt you 
ha VI' to , .·11. ('OPII', fnllll SH IlS at $ 1,On, 
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~1. ljO. 'ISIS, 10 ColuMbl • • 0 ,."", 
. ..... nb 0"".' ,h .. n." .... •• n,u" 
, ............ '''quu'uu In ~'''Ih 
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FRee & PETERS, INC, 
NAtiONAL ll'tlUNtAUVU 

278 radio and TV stations used Service
Ads in the monthly issues of SRDS 
during 1949, supplementing their list
ings with additional informa t ion to 
help buyers buy. 

their pla<:e will he if another world 
war de\'elop,,;. 

\\'estinghou"e, with most of ils pro
duction de\"otcd to the war errort. felt 
they could keep their consllmer con
tact alive by fostering public apprecia. 
tion for the engineering skills \, hich 
make their products dependable. 

All important part of this effort was 
handed to radio. A Sunday after
noon half· hour of music with J ohn 
Charle~ Thomas. the King's ~len Quar
tet, and a "'ymphony orchestra directed 
by Victur Young did the entertaining, 
John 0.'e"bitt did the commercial. It 
consisted of a dramatic story featur
ing some phase uf the firm's scientifie 
acc()lllpli"h ments. \\T estinghou~e offi
cials also felt the show made a " defi
nite contribu ti on to company good "ill 
at a time when the entire countr y was 
making sacrifices on all fronts. " 

Colgate.Palmoli\'e-Peet Co., when 
they couldn't supply distributors lIa
tionally during the war, concentrat ed 
on "pot radio and llewspapers in those 
areas where they had distribution; na
ticmal magazines were s~'o ndary in 
telling the product stor y. Colgate 
u"ed spot radio so successfully during 
the war that they became the biggest 
spot adyertiser in the country. 

The \oxzema Chemical Co. , makers 
of ~oxzema. adopted a poliC) followed 
b) nUJ1Ierou,; other wartime national 
a(h erti sers faced with restricted out
put. The) advertised aggressively to 
build a backed-up demand, then con
tinued "ith th eir ABC network show 
Ma)'or 0/ the TOlell , featuring Lionel 
Barrymore, and with printed media to 
cash in on the demand after the waT. 
They will folio,,' the same policy if al
loca tions are again imposed. 

The Frank H. Lee Company faced a 
special problem after the war. During 
the ,,'ar, Lee was huilding "Lee" hats 
into a national brand. In addition to 
printed media. they sponsored Dale 
Carnegie on :MRS. first with 31. then 
011 225 stations. Shortly after the \\"ur, 
th ey switched to ABC and Drew Pear
son. The big job handed Pearson was 
to help persuade thousands of retum
ing Gis, ulIllsed to wearing hats in 
civi liall life, that they ought to wea r 

JOE ADAMS 
REACHES AU. 

NEGROES 
I N LOS AN GEL E 5 

K 0 W L Sf/GO WATTS 
CLEAR CHJ'NNEL 
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a hat (a Lee, of course). P earso n, who 
had been ,"oted olle of the three men 
who had done mos t for the lot of GIs, 
was abl e to do it. 

Lee, in a move to add glamor to 
their proclllct, is now sponsoring 1110-

tion pic ture and TV sta r HobC' rt Mont
gomery lnstead of the more rugged and 
contrO\'ersla l Pea rson . 

Curti s Pub lishing Compan)'~ pre
war printed advertising was ainwd at 
adver tis ing prospects. S pot radio W<1!" 

used to a lil1lit('d ex tent for c ireulatioll. 
Wartime ohj ectives were the same. [n 
1944, a weekl y IS-minute network ra
dio prog ram on ABC. The Listcning 
Post, tri ed to boost c ireulati on. It 
grew slow ly. Listcning Post was axed 
after 1947 and spot was used in lead
ing m etropolitan centers. There's no 
change in the making. 

The Prudential Life Insurance Co., 
like other sellers of service, had plenty 
to sell. Un like some service organiza
ti ons, however, a s izab le group of its 
prospects were ou t of reach during the 
war. Ad fund s were ahout even ly di-

WAVE 
DOESN'T 
TRY 
TO TRAP 
FOX (KY·)! 

take nO intcr~st 
At W AVE, we II'. )' Trutb IS, 

. FoX \ y •• 
in traplllOg license to laYko~r 
we baven't any . }(entllC Y s 
1 

't that deel) In 
)al d 

timberlan ••• , tbe 27-county 
\Vedolegallys~:,r~ Area - a ter
Louisville Ira l~~~st as valuable 
ritory th~t s a ,d all tile rest of 
as Fox (Ky.) al. ned ! Every year 
the State c.,o,!lbl (lollars ch:an~eS 
nearly a bllhon d tbeLoU1SvlUe 
bands rigb t arouu 

l · «post ••• • trill Ino . 11 bunter 
a(lvlce, 0 (~ d 

So take our din« FoX, an 
_ beware o.f h°Louis~ille witb 
be<1itl pel\1ng «alUe for all 
W AVE. Are yoU 0 

tbe facts'? 

LOUISVILLE'. 

~'7,;"t 
~

BC lffl\.l~lE •. 50~T£ItS INC. 
'- flt££ S. ! resen'tatives 
, National ... ep 
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yi ded hetw C'('n prin tPd media and net
work radio. Jaek Berch and Pruden
tial Family !-Io/lr helppd produce leads 
for Prudelltia l sa leslllen. and ~al ('~ 
~ho w('d a llOrlllal y rising: cun'e. 

War time a(hertising was divided 
about e\'('nly bet\\'l'cn ~e lling insuran(,e 
and publie I'oen'ice, as cOl1 tra"tecl witlI 
the prewar approa ch \\ hi('h :"old the 
product a lmo:- t exclu"i\e\y. Emphasi!; 
re turned afte r tl](' war to selling in
sura/lCC, but tiln(' is sti ll cl('\'otC'd /'I'gu
larIy to publ ic sen'icc. 

The \Vri g lry Co. rellloved thC'ir 
product ent irely frolll the public llIar-

ket, SPl1t it to th e Arnwd Forces. Yet 
they cont il1lwd a vigorous campaign, 
indlldi/lg ~('\' eral Iwt\\ ork radio show~. 
\\'hen th(') camc out \\ ith a \'c ry poor 
"ubstitute produd, th l'y ('ailed it ju~t 

that. ,\ft(>r til(' \\<l1' tIll'\' ~\\'itdl('d th('ir 
copy froll1 gel]('ra l to \'('ry "peeific ap
peals. TI]('y dropped network and 
\\'(,l1t into "pot. 

I{egiollal a(h' erti~er" during the war 
\\ e re 110 C'x('cptions to the rulp. that it 
paid to keep talkirrg ('o/lsistelltly to 
('us tolllers and prospects. TIl<' Land 
(r~od ~ I altre",... Co.. ~lil1n('apolis , 

whi lc un able to supply dmlland~ for 

~~tWIBW 
MEND YOUR 
SALES FENCES 

CLEA R ACROSS 

KANSAS 
If your sales are slipping or 
competition's getting tough, 
you need the sales help that 
only WIBW ca n give you. 

WI BW is the state's No. 1 farm salesman. It's 
the station most listened to by farm families ';' 

the folks who raised ,over a billion dollars worth 
of farm products last year. ':":' So if you want to 

strengthen your sales fences or build new ones 

-WI BW is the one medium with the "pull" to 

do the job best. 

"' Kansa s Radio Audience '50, **Sales Management '50. 

I EI ~ -::::=====================1 ~-- .. -... ,.. ... \ \, r---..... 
" KANS, i MO. ~;, 
I ' ,e:.: ~ ---- .... ~_ ..• _-./ 

: OKLA. I AhK . • 
l ' 

"'- ... ~ .. --.. ~~ .. 

SER.VING AND SelLING 

liTHE MAGIC CIRCLE" 
WIBW • TOPEKA, KANSAS· WIBW-FM 

Rep: CAPPER PUBLICATIONS, Inc, • BE'" lUDY, Gen . Mgr, • WIBW • KCKN KCKN ,FM 
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their product, not only conti nued their 
new :" program on WTCN, but added a 
quarte r-huur of music on another sta
tiun . After th e war, the company r e
ports they cashed in hcadly on their 
war ach·ertising. 

Twin City Federal Savings and Loan 
rhsociation of .\linneapolis and St. 
Paul has used radio since 1936. Dur
ing the war years the firm increased 
the radiu budget each year, and ouring 
that period passed every other COIll
pany of that t ype and became the 
world 's large:o-.t. Many co mpetitors were 
CUlling their radio. 

In the last few years a number of 
ad\'ertisers with spotty national distri
bution haye dec ided to forego the pres
tige and prumotional ad\'antages of 
network radio ill favor of spot, which 
they can match more closely with their 
di stribution. 

Dming the last war. however, with 
limited product, or none at all. such 
sponso rs did not try to match adver
tising to specific markets. Their ef
fort was to keep their nallles alive, and 
this they succeeded in doing. 

\lew products, with few excep ti ons. 
were dropped from war ach -erti sing 
schedules. The push was for the estab
lished brands. Man) new products 
were ready for the market before the 
last war. For exa mple Halo, Ajax. 
Surf, Tide, Fab. Skipp) P eanut But
ter. Colgate kept Halo (a shampoo) 
hack until 1946 when th ey gave it in
tensive treatment, including hea\'y 
spot radio, to put it among the leaders. 

The pattern for wartime advertising 
was basically set in \\Torld War land 
confirmed in Wurld \Var II. 

Some age nc) people queried by 
SPOl\'S OI{ were willing to concede there 
might be individual exceptions to the 
" don 't g ive up wartime advertisin g" 
axiom as confirmed in the two world 
conRicts. " I'd hate to have to name 
the exception. though," said an ad
front veteran of hoth wars. The rest 
said the) woulJ too. * * * 

VICTOR COFFEE 
(Continued from page 23 I 

ter ized the blend. Startled Bostonians 
onl' morning looked frollI tlwir famous 
cofT Cf' houses to see a replica 0 f the 
chariot trademark rollill g Ih ro lJgh the 
l'obbll'stone strel'ts behind three g reat 
\~hil (' horse~ driven by a Negro char
ioteer with a silvl'r trumpet from 
whic h hI' emitl(' d piprc ing blasts. Frolll 
illl t' to tillie , be \\ ould slop and gi \ e 

away samples of the " ripe" coffee. 
But the owners of the Victor brand 

failed to keep pace with modern ad
vertising techniques; when Ferguson 
acquired the hrand in 1935, he had an 
uphill figbt on his hands. 

:\ational brands enjoy a certain 
prestige, or glamor denied the local or 
r egional brand. But regional brands 
can , on a year-round basis. al ways out 
advertise a national brand in their OWI1 

bailiwick. and this ('an more than 
make up for the glamor of nationally 
advertised brands. 

Firms with distribution solidly es
tabli shed ha\'e long odds in their fa\'o r 
against a newcomer trying to break 
through. Grocers don't like to tie up 
money in new brands- they've got 
plenty already il1\'es ted in brands their 
customers are currently buying. Many 
also have their own brands they like 
to push. Finally. price is an acute 
prohlem in the coffee business, as it is 
in other fast turnowr food items. Vic
tor's premium price hurt its chances. 

So when Stanley W. Ferguson sat 

SPONSOR 



down with John C. Dowd that day 
ea rl y in 1940, the prospect for Vic tor 
Coffee looked anything but bright. 

Ferguson, a forward-looking man. 
had just sunk $100,000 during 1939 
in a radio series ca lled I JI1 anI A Di
vorce. The program was actually de
signed to expose the evils of divorcf'. 
But with a title like that in heavily 
Ca tholic New England the show wa!'; a 
disaster. People never listened to learn 
its true moral slant. 

Planned as the keystone of a drive 
to get distribution, the arch crumbled 
and the whole campaign tumbled in 
ruins. It was at this point thtH the 
Dowd agency was called in. 

Dowd, a believer in radio, was too 
astute to go to distributors so soon 
after the I Want a Divorce debacle 
with another proposal for using radio 
to excite customers about Victor. To 
give them a chance to forget ahout 
Victor's 1939 radio. and at the sanlt' 
time do something constructive to help 
familiarize potential users wi th the Vic
tor label, Dowd recommended that 

7<~ 
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. 
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IN ROCHESTER. N. Y 
Represented Nationally .by • 
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Ferguson use the rotogravure section !'; 
of leading New England newspapers. 
There wasn 't much money to spend, 
but toward the end o f 1940 distrihu
tion in the Greater Boston area had 
crept up to about 15%, and some 
small progress had been registered in 
the rest of New England. 

Dowd and Ferguson had worked 
dosely together in their first year of 
association, found they agreed 011 the 
ma j or problems involved ill tell ing 
New Englanders ahout Victor. So 
when Dowd advised at the end of 1940 
that it was time to start back into ra-

dio, Ferguson was wi lh him. 
In ] 940, Dowd had embarked on 

"hat was to relJlain for 10 }ears vir
tuall y a one-word copy theme. That 
word was '"ripe." TIH' agency fclt that 
a consistent campa ign was needed to 
tell the story of what ripe cofTees meant 
to Yietor 's taste and to its economical 
use. Victor was still priced a few cents 
higher than the leading New England 
sellers, and that price had to be hur
dled if Victor was to forge ahead. 

The company's !';ale!';men had begged 
Ferguson to cut the 32c per pound 
price to 29c, the same as Chase and 

SOUTHWEST VIRGINIA'S PioH.eeII, RADIO STATION 

A card or letter to us, or to Free & Peters, will 
bring you this WDBJ BMB Area presentation 
which includes: 

• Official BMB Coverage Map 

• Latest Market Data-BMB Counties 

• Preliminary 1950 Census Figures 

• Comparative BMB Coverage Graphs 

Handily bound for filing and perforated for 
three-ring binder. 
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more 
about the PRN .. 
O. What is the Pacific Regional 
Network? 
A. It is a combination of ·18 radio sta· 
tions from every significant markf't in 
California - that IHO\'ides all the ad· 
vantages of nf'twork radio, plus the 
flexibility of spot radio. 

O. What type of stations make up 
the PRN? 
A. Stations selected from all of the 
four existing networks, or strong in· 
dependents - each chosen for the spe· 
cific market it covers, and for the 
LOCAL sf'lIing job it can do. 

O. Must the advertiser b uy all of the 
48 stations that make up the PRN? 
A. No. With the flexihility of spot buy. 
ing he may select any numher from 
if. to '1.8 stations - to match his cover
age or his budget, or to augment and 
strengthen his present facilities. 

O. Does the PRN provid e complete 
California co verage? 

A. Yes! With more ~'tations than the 
other four networks combined, the 
PRN provides for th e first time in ten-

. sive COVf' ra ge of f'very significant 
California market. 

O. Granted that the PRN provides 
the flexib ili ty of sp ot - what are its 
advantages over spot? 
A. Convenience and saving of time 
and effort in buying; use of a single 
program without the eXpf'lbe of tran
scriptions and handling; and most im
postant: II sUl'ing 0/ :!Or;k (pills 
frequency discounts) on tilllP costs 
alonc! (Plus important sa \lIl gs 011 

transmission costs.) 

O. How is the BIG new Pa cific Re
gional Network being received? 

A. MO!'it enthusiastically. thank you! 
Its efficient. economical coverage of the 
vast California market has found ready 
acceptance amon~ many ad\'ertisers 
and adver l ising agencies. 

O. How can I get more details about 
the PRN? 

A. For complete information. write_ 
phone, or wire direct. 

PACIFIC 
R EGIONAL 
NETWORK 

6540 SUNSET BOULEVARD 

HOLLYWOOD, CALIFORNI A 

CLIFF Gill 
General Manager 
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Sanborn and other popular brands. 
But Ff'rguson steadily rf'fuspcl. ·-1 have 
.. pen him resist f'\'f'ry tf'mpta tion to cut 
quality in order to cheapen the price 
- his insistencf' on quality is fanati
cal.·· says Dowd. 

To tf'11 this story of Victor quality, 
Do\\d H'commendNI radio programs. 
. \t first, therf' was monf'r for just one 
station. Agency and dif'nt agreed that 
a strong personality with a loyal fol
lo\\ing was required. Thf'} bought 

I i\InS news comnwntator Fulton Lewis, ' 
I Jr.. on W,\, A C. Boston, a cooperativp 
! program. 

I 

Stntions including " lEAN. Provi-
df'ncf', \\T :\AB, \Vorcf'ster, and " TFEA' I 
ManchAstf'r. J\. H., were added durin a 

I the Yf'ar until a total of Sf'\en station~ 
carrying Lewis shows were bought. 

Dowcl. a strong apostle of merchan
dising. had Le\\i.s up from \Vashing
tOil . wl1f're the program originated, for 
cOI1\-en ti ons an d other g rocer get- to- I 
gf' thers. Lewis spoke at thf'se gather- I 
ings and twic-p originated his program 
from them. His picture appf'ared in I 
thnu~ands of :;;torf'S in conn fction with 
displays of the product. 

Sumf' 9W'; of the budgf't was go inO' 
to radio and the :;;tory of '· "ic-tor, th~ 
ripe coffcf'" wa,., beginning to make 
more than a cas ual 1ll1pre:;;sion on c us
tOlllers; Ihey Iwgan demanding it from 
their grocers in such numbers that by 
19~~ Yictur di:;;trihutors were ahle t~ 
crack the hig chain stores like A &. P, 
First l\ationaL ~top &. Shop (a leading 

rf'giunal ch~in). llnt~~ t!~is .hal~l)f'n.ecl , I 
lack of major c las..; A clIstnbutlOll l 
was a road block in Victor's march to 
the top of poplliar favor. 

\\'ith llIore monf')' to SI)f'IHI for ad
vprlising. the agency-c1ie1lt If'alll went 
after a nt'w audience for Ihe ·'ripe" 
story in about the middle of 1946. On 
\vHZ, Boston, and "BZA, Springfif'ld, 
Ma~s., ··Chet" Gaylord was doing a 
quif't. pleasanl !)uartf'f-honr of song 
all d pattf'r at 3: 15 in thf' mOllling. I 
When he becanif' <lvailahle, they 
bought Ilim on \'londa)' , \Ved nesday, 

i and Friday. and later made it \1onday 
through Saturday. 

C,l) lord acrcinated the addition of 
I new outict". as he got his I istelH'r:;; to 

ask their grocers for his sponsor's 
hrand. In another move to broaden 
'he audif'ncf' for the Yi ctor story, in 
Oclohf'r, 1946. II1('Y hought Ihe POPII- ] 
lar ~e\\ Englancl commentator, Dill 

I Cunn ingham on Wl\AC, Boston. CUIl

ningham\; show was airf'd on Sunday 
at 2 :30 p.m. These two shows. like 
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Le\\ is', \\ere hcav il y merchalldized. 
\Vith the war over hy then, ne\\ 

ma rke ting and competitivc conditions 
had to be solved. .Morc plentiful sup
plies of tin and glass allowcd strong 
national and regional competitors to 
step up the pressure in the vacuum
packed field. The trend toward more 
open d isplays in new supcr-markets 
got under way. But the Dowd-Fergu
son combination had hc(' n looking 
ahead. 

\Vhen it hccame necessar) to shall' 
the Victor label in order to make it 
easier for people to recognize it on 
su per-market and other counters , thc 
company was rcady with ads promi
nentl y feat uring the Victor label. Both 
large and small space was used, the 
latter as a reminder followup. 

Lewis had been sponsored on sta- i 

tions such as WNAC. Boston. WAAB, 
Worcester, \,\TLLH. Lowcll-Lawrence, 
WEAN, Providence, and WFAU. Au
gusta. These contracts began to ex
pire in 1947- this occurred on a stag- I 

gered basis, as stations had been added 
one at a time as increased salcs of the 
product j usti fied an expanded budget. 
Instead of ren ewing them, thc com
pallY dL>cided to sponsor the rail/lee 
N elwork l\' elVS, 1 :00-1 : 15 p.m., over 
its 27-station hookup (starting in 
1(48). This provided a new audicnce 
and st ill more ambitious radio cover
age than Victor had yet undertaken. 
But the payoff in sales of the "Victor. 
the ripe coffee" story made the move 
possible. 

In the period following the war. 
whi le Victor was experiencing unusu
ally rapid progress in expanding both 
distribution and sales, a number of 
other regional coffees attempted to 
crash the New England markct with its 
hub in the Greater Boston area. Among 
these were Wi lkin's (Washington, D. 
C.), and Aborn's and Ehlers (N. Y.). 

But one of the reasons for the con
sistent abi lity of smartly promoted re
gional brands to outdo all other COIl1-

peti tion is their understanding of how 
to sell their own area. For example, 
most of the "outside" competition at
tempted to get distribution by selling 
the retailer directly. But it isn't done 
that way in New England. Eventually 
they gave up and turned to the whole
salers. A few of them got a toe-hold, 
but none climbed very far. 

The 20 Victor salesmen do call 011 

their retail outlets - but any orders 
they take are turned over to the whole
saler. to keep from antagonizing him. 

11 SEPTEMBER 1950 

IN TOPEKA 
INDUSTRY~ 
MOVES g ~ 
FORWARD 

IN CREASED PAYROLL FAM ILIES MEAN 
INCREASED SALES OF INDIVI DUAL ITEMS 

WREN 
" FIRST ALL DAY" 

ABC 
5000 WATTS 

& CO. N ATIONAL REPRESENTATIVES 

To a sponsor's wife who doesn't 

ukn o w a thing about advertis ing, but . . . 
Darling, when you throw a party you know just where to look 
to rent a canopy (under "Tent s," of course ). ~ lr. Billingsley's 
elec tric eye at the Stork opens automaticall y whell your entourage 
turns into 53rd street. Pancho at the Pierre gives you his old 
guitar strings. ) 'ou understand Th e Cock/ail Party and wouldn't 
be caught dpad without tickets to the next lIamm-erstein opening. 
But when your spouse talks about markets and you're in there 
cat quick te lling him to advertise only in the big cities. that's the 
time for you to samba back to Tiffany's. 

Beca use, si~ter, big cit y markets excl ude Iowa and that 's unhealthy 
for your husband's business, whether he makes money bags or 
publi shes text books. The nation's best custome rs grow on Iowa 
farm s. In 72 of lowa's 99 counties, farm famili es spend at least 

" 

50% more money than the national avcrage. That's the heaviest 
concentration of big·spending farm counties in the U. S. And, in the 
book department , lowa's literacy rating of 99.2% ranks first in the nation. 

But agricultural Iowa is only half the story. Industrial Iowa 
accounts for almost half of the state's $4·b illion·pIus annual income 
of ind ividual s. 

Why tell you these things? Shucks, honey, unl ess you happen 
to be fro111 Eastern Iowa you might not know what a fat job WMT 
does hereabout s. And, bless your cute little heart, somebody has 
to pay yo ur bill s. We 're just trying to help you make it easy 
for Papa. 

5000 WATTS, 600 KC 

BASIC COLUMBIA NETWOR K 
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5000 Watts-Day and Night 
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Harry E. Cummings 

Jacksonv ille, Fla . 

/ WTAL-~~ 
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. John H. Phipps, Owner ~ 

t L. Herschel Graves, Gen'l M9r •. 1 
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L Sy~em j 

68 

The primary purpo".e uf calling on reo 
tailers is to encourage and help him to 
pu"h Victor through new displays and 
otiwr lIwrchandising gimmicks. 

By 19-18. the Victor radio programs, 
backed by heavy mere hand ising. had 

I zoomf'd the "ripe coffef' ,. right on pa:-;t 
La Toura ine in third place, past a fal
tf'ring Chasf' and Sanhorn in tlw run
nerup po:-;ition, and put it in a Sf'f'-saw I 

battlf' with \Iaxwell House lor clear I 

If'adf'rship. 
:\laxw ell Housf' and Chasf' and 

Sanhofl) are the only truly national 
brand".. measured hy til{' yardstick of 

I n3tional advPftising. On a nation-widf' 
basis, Max"f'll House probably sf'lls 
the most pounds_ followed by two re
gional coffees. Hills and Folgers, with 
Chasf' and Sanbofl) coming in fourth. 
If you add the thrf' f' A&:P brands to
gf'ther. they would top Maxwell Housf'. 
Thesf' arf' cuffee trade e!'itimatf's. Therf' 
is no basis for ac tual chf'cking of 
pounds so ld, eVf'n of relatively small re
g ional brands. This is information any 
firm would give much to learn. But 
all guard it so jealously tlw) won't 
e"f'n talk about annual advPftising 
hudgets on tlw ground tlw compf'tition 
could infer from it their annual salf's. 

As 1950 approached Victor sizf'd up 
its situation and decided on a major 

I shift in stratf'gy. Tlw Yankee Network 
I News was cancellf'd. and announce

men ts got tlw nod. 

TIl(' age ncy was comincf'd that eight 
) f'ars of programs had thoroughly es
tablished tlw Victor se ll ing points of 
taste and econom),. It was Dowers Iw- I 
lief that tllf' company now shou ld use 
more stations and hit ha rdf'r on a local I 
cOlllmunity levf' \. This tlwy could al
ford to do Lecausf' annOllnCf'ments 
alone Wf're now adf'quate to rf'mind 
listeners of tlw often·told Victor story. 

Announcenlf'nts 011 an expandf'd sta
tion list would allow the company to 
match its distrihution st ill more clo~e

ly with tilf' radio COVf'ragf', and permit 
aggressivf' solicitation of new accou nts 
in tllf' markets wllf'rf' announcenwnts 
would \)(' USf'C\. And, by rotating sta
tions, tlIf' company ('ould uti lize 40 to 
;:)0 stations during til(' ) ear in tiwir 
six-statp area , tllll!'i g i\' illg oUllets a lift 
at the time and place most needed . 

\)o\HI s<'l up four "imple points to 
g uid(' the purchase of announcements: 

I. Dol'S tIl(' time sui t tire product ? 
2. \\'hat dof's it follow? 
:~. What dol'S it prececlf' ? 
I. \\hat is the cOlllp(·titioll? 

WSRS 
CLEVELAND 
.... "The Family Station" 
serving Clevelanders and 
all the local nationalities 
in the 3rd most · densely 
populated metropolitan 
district in the U. S. A . ... 
covering 336 square miles. 

. . . . Ask Forjoe for the 
power-packed selling facts 
about the effective WSRS· 
domination and local 
impact. Hooper rating up 
. .. WSRS cost per thousand 

. lowest in town, thus the 
b~st buy in ... 

C· LEV E LAN D I 

WSRS 
I • 

To SELL the PEOPLE Who Buy 

The MOS .. T. in ~~e r;) ~@ _~. ~ 
".:r>#:I-"- " /JVUl~f.S1. ... ,. 

/1/ i _\OlP- '"""' .................. . 

( POP~~~;;: 
Over 4 Million 

RETAIL SALES 

\ 
Over 2 Billion 

, -~~ ", 

U"1he~ ~j/ 
;. S1.~ · --
~~ 

SPONSOR 



To Cover 
the Greater 

Wheeling (W. Va.) 
Metropolitan 

Market 
you need ... 

WTRF 
High Hoopers (Avg. 24.5) 

Low Cost 
The ECONOMICAL way to 

SELL 
The Wheeling Market 

Check 
THE WALKER CO. 
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,h i,., :,.c1f-t·\ idellt. the:-!' dJ( 'I ' kill ~ ' 

poill\'" are ailll('d at pre\,(,lItill~ Pil I ' 

I 
(' ha~(' o f at1l1()UII('enWllb at tinH'~ 1111 -

~ uitahl(' for ('a tc hing hou~f'\\ i\ c:-, or. 
in ~()nH' instan('e~. the lIIalf' heu d of I 
the 11Ous('llOld ; to pn'\'t'nt pllr('ha~e of 
illog i(,al adjacf'neies ; a lld 10 pre \ ('lIt 

bucking a too-a ttracti\ t' ~p tlt nil ali

I o the r ~tation. \\ ' ith the a lert 1)('1" 01 
:-;tation re presf'ntatin's. I)owd I~ 1'1111-

:,.tantl~ illlprm ing hi ~ :;po t~ . ·\I)(Iul 
()O % an' :,;tation br('ab. thl' )'(':-;t OIlC 

minute. induding anIlOUl]{'f'III(,lIt~ pr!'
('('din g all Bra\e and Red Sox ga ilit's. 

S tatio ns ('urrentl\ 011 th e ",('hedule 
I a re: \\'COP. WEEr \\'I1DH. Boston ; 
' WTAC. \VORe. Worc('ster: \\'S FL. 

WSAH. Sp rin gfie ld ; \\ 'LA \\" La\\ reIH'C' 
in ~lass . \VDB C, Hartfo rd : \\ 'nl:) . 
\\' alerl,ur): WK,\'B. \"('w Britain: 
\\'XAR, Rriclgepolt in Conll. \\'GA \' . 
P ortland: \\ C l 'Y, Bangor: WC(n :. 
Lewis ton in \Iainl'. \\,~'Ill{, \-Iall(' hc", 
tel'; WKNE, Keene, \. H. \\,C '\\ , 
Burlington: WSYB, Rutland , VI. 

About :30 IH' \\ Spapers. illcluding [0 111 

foreign lan g. lIagl' papf'r~. are used to 
:"upplenwllt III(' radio cu\'eragl'. \I ' \\':

paper~ , bu:,.inl's", paper", a nd o utdool 
postf'r:; ac('ount fo r about I.S' ; or tllf' 
to tal budge t. \\ hic h Ita :" in('J'('mwd 
a hout :,)00', ( s i 11(,1' 1940. 

Startillg las t ,\Ia ). about four 011('

lIIinute and 20·second film annOUlH'e
ments a \\'cek ha\e heen used un \\ ' BZ
TV. \\ '\A C-TV. Boston: \\':\I I,C-'I'\ . 

,\'e\\' Ha \'en; "'JAR-T\'. Prov idencc. 

How hav (> \ ' iclol ('o ffee distribution 

a lld salf's h eld up unoer the ne \\' ~t rat-
I egy? Very wl' li. it Sl'ellls. Trade reo 

po rt s hav(~ vat'uulll-packed co ffee sale~ 
off a~ 1Il1lc h a ~ 40-S0?,c 0 11 Selllll' 
brands thi " )<,ar beca use of prj('1' 
rises. Yietor \\'as off on I) 20' ~ . 100', 
lor lIIo)'e I beller than tlw trade a\"er
age. III I9S0. \idor is th e (111 ) ('o ffee 

~o far to ga in ill di~tributioll ill Iht 
Crl'a ter Bost()11 an'a. ac('ordill~ to a 
J'('{;ent sune) h) a BO:'it()11 lle\\ ::; pap('1'. 

The ~Iarlill L. Hall COlllpan) is no\\ 

headed hy S tanle) \r. Fe rg uson. 1m 
its a(,ti\e llIanagement i", in th e halld~ 

o f ~lasoll Lincoln, a ~()II - jll - Ia\\. '1'111 ' 
parent ('o l1lpan ), S taIdI') \\ ". Ff'rgllsl!ll. 

111('" is head ed b) (ra" ford F('rgli~o ll. 

a SOli o f the foundt'f. The~ \\ a rk t.!(JjOe. 

I) togethe r and with DO\\(/. " 011 r pol
in is s till f1 e xibll' ." th e) aS~l'rl. "0111 
u~e of s pot IIO\\' d Of'sn ' t IIIl'a ll we will 
not go back to progra ms if lIIarket and 
competitiw condition:; s ho uld (' han ~('. 

, The one thin g \\ e \rOIl't (' hallgf' is th(' 

quality o f Yic tor Coffee." * * * 

When you 're making out that sched 
ule for the Southwest don't over
loo k this sales-winning pair of 
CBS stations. For availabilities and 
ra tes, write, phone or wire our 
representatives. 

National Re prese nta tives 

JOHN BLAIR & CO. 
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~1J~~ ~,'in. f, ~-'" (C df ~ r_ ( ontinlJe rom page 6 ) 

~ \~ ~ -, I MEDIA UNDER THE MICROSCOPE 

510, Madison I 
f 
i 

I~'- J I certainly would like to congratu -

~ lw"n SyraFCUSBe, Nt-Y. I bte ~ou on the splendid articl e in the I! :n Jul y issue on "Let's put a ll media 
under the same microscope:' 

Thi;;; is the first basic, sensible arti
cle I ha\'e reau on the radio-TV COI11-

now delivers 

more listeners, 

DAYTIME or 

EVENING, 

than anytime 

in it's history! 

Call FREE & PETERS 
for Availabilities 

SYR!sr.~~RK II 
The \vay to con
quer Conl111unisnl 
is thru Religion. 

Practice and teach 
Christianity 
Comn1unisnl 

and 
\vi II 

fly out the \\,111-

do\\'. 

petitive position. 
I have statf'd right along that we 

ale not an) more interested or afraid 
(If TV competition than \\"e are of 
lllo\ies. magazines. newspapers, bridge_ 
gin rummy. or canasta. \Vhat we are 
competing for, j u;;;t like all businesses 
compt'te for the customer's dollar. is 
for the customer's time. ' 

In the summer I am just as con
cerned with the golf dub and the gar
den hoe as I am wi th the television set. 

I believe tiiat as a broadcaster it is 
up to me to make my programs suffi 
ci entl) interesting th a t people will pre
fer tu listen tu them. rather than to 
pla\ golf. tennis. go swimming. or in 
(lII1I'r ways amuse themselves or get 
recreation away from a radio receiver. 

I hope that you are able to con tinue 
hammering away at this basic tru th 
that we all, as advertising media, are 
competing for people's time. 

With some 20 years of experience in 
the publish ing field, some of which 
was as a c irc ulati on director, I know 
that circulation figures are interesting. 
but are absolutely no evidence o f read
ership. On the same hasis I believe 
that radio set ownership is no indica
tion of a radio a udience. Each such 
figure merely means the possibility of 
exposure to the medium present. 

Let's con tinue the philosophy that 
\\,p are competing for the limp of the 
audience. 

Again . congra tulati o lls Iln this splen
did article. 

HOBERT T. MASO ,\ 

President 
IPMRN 
Marion. O. 

~;:';, "'!;i l aa'I,OailifiJ i STUDENT RATES AVAILABLE 

G 
5000 Watts 250 Watts F tl . I I f 

Night & Day Night & D ay or 1C entIre engt I 0 yo ur pub. 
V BUTTE IS I~ng (ays . ave been aVIdly fol-

lowlIlg the artIcles and valuable in-~ 
MISSOULA ANACONDA I' I . I I h . 

MON~I'" Al. N Ai formation turn ed out by SPO]';SOR. It'::; 
l. I1l. r 1l. l)('e~1 of great help to me in teaching 

\ '01 1/ \ ' f :, 11/1 .... , :.'1''' .\ ' M '.IIIR INlllfSTW K' radlO cou rses at Sy racuse Un i versity. 
ft has heco me of sufllcie llt impoT- I 
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Louisville, Ky. 
JOE EATON, MGR. 

Represented Nationally by 
JOHN BLAIR & CO. 

SIMPLE ARITHMETIC 
IN 

MUSIC LICENSING 
BMI LICENSEES 

Networks 
AM 
FM 
TV 
Short-Wave 
Canada 

23 
2,138 

378 
98 
4 

150 

TOTAL 8MI 
LICENSEES .. 2,791* 

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

:' As of ~eptembf!r 1. 1950 

SPONSOR 



GROWING 

GROWING 

GROWN 

#()I(/7iUt~KtJI~ 
MORNING PERIOD' 

PLUS ... 
a 14.8 Over-all Audience 

Increase Since 1949 

ANOTHER BONUS 
FOR ADVERTISERS ••• 

Special merchandising 
department for extra 
promotion of sales. 
• Januory. Feb,uory. 1950 Hoope, 

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

A:r.1ERl:CAN BROADCASTXNG 
COMPANY 

OWNED AND OPERATED BY 
THE MOBILE PRESS REG ISTER 
NATIONALLY REPRESENTED BY 

THE BRANHAM COMPANY 

,4~! 
The Happy Kitchen, one of the 

Midwest's oldest and best liked 
women's programs, is conducted 
by Nancy Goode. 

This 9:15 
a. m. week·day 
feature has 
been on the air 
for almost 15 
years. The pro· 
gram is deftly 
handled by 
Nancy Goode, 
homemaker, Nancy Goode 
mother and 
active clubwoman. Her recipes, 
food and household hints are of 
great interest to KMBC-KFRM 
listeners. Nancy also conducts a 
weekly demonstration before an 
audience. 

Fleischmann's Yeast and K. C. 
Power & Light are current spon
sors, but additional participations 
are n ow available! 

Promotion and merchandising 
aids are also a part of the partici
pation. Contact us, or any Free & 
Peters "Colonel" for details! 

KMB~. 
of Kansas City 

KFRM 
for Rural Kansas 

11 SEPTEMBER 1950 

tarrt:e to me irr Ill)' Statioll \ lanagenwnt 
and Programing cour~1' to rl'colllllwnd 
it as a supplel1wl1tary text for ti ll' ('Olll' 

ing year. 
At the lllO\llCnt I dOIl't kll o w IrO\\ 

lllallY studen ts will hI' in the COlIrS!' ... 

probably l)(' twl'cll 2S.40, hut regard. I 

less of the number is thcrc s lIch a thin;! 
as a studell t rate for t ho~e suh:-.cri l,· 
ing to Sl'Ol\SOR het\\ccn tl IP 1ll011 th" of 
Oc tober·J unl'? 

Sincc thcn· i~ a ("tTlaill .1111011111 or 
detai l ill\'oh-ed ill s('ltillf! lip Ih l' prl/('c, 
time for a lIIagazine as a I('x l. , would 
gr('a tl y apprecia te all carl) rep l). 

Once llIore congratula ti o lls Oil a \ '('n 

ill formative an d pro\ nca ti "l' magazine. 

Do!'. \\'. Lyol\ 
TV Prop:rafll Direclo/ 
Syracll se Univer.~ih 
Syracuse 

JEWELERS ON RADIO 

Ther(' is a jeweler in Colorado 
Springs who insists thaI radio a(h N ti .. · 
ing is 1I0t a satisfactory med iu lII for a 
fine jewelry slore wh ich docs no t fea· 
tme credit. He says tha t he has newr 
heard of a fine jeweler using radio "uc· 
('essfully. \Ve know tha t there are IlWIl\ 

quality jewelers oyer the coull t ry u~· 
ing radio to advantage. hut ha \'e no 
specific cases. 

In the 17 July issue of SI'O;-;SOR you 
stated you could send facts and figures 
on radio results from most types of 
businesses. If you ha\'e something on 
quality jewelers, please send us infor· 
mat ion on type of program. I imc seg' 
ment used and results. 

ORrILLI<: \\" . ~nl f{E 

KVOR 
Colorado Springs 

• ".~ a~ree "il h rf"adcr S u hre t h ai tr .. ~ raffio 
... UCf"el'se:-. (or je","elry s t o r e a r e r .. g i on. I ( YO II 
know of an~· , p ]f>a ... e st." lId a '.riel accollnt 10 
"PO~~OR. 

MR. SPONSOR SPEAKS 

I just wanted YOll to k no w ho \\ t rt~ · 
lIIendously pleased I wa~ wi th the 'h. 

, ~ponsor article in the 17 Jul y issuc. 
\ 1)' friends (and many ~ t ranger,.1 ha\p 
1\ riUen to lell me what a grand arl iclc 
it was. I Ihi nk YO U ~ho llid kilO \\, tilt' 
:J ice respons(' it rccci \ prl fro lll SP();\SOH 

readers. 
GEORGE J. ABRUIS 

Advertising Manager I 
Block Drug CO fll pan1 
Jerse.'v City 
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On t he beam 

Thi" i,.. a h it! fa ll fo r tile lit'! \\ <Irk:;. 
\ nd olle of Ihe fac tors tha t makps 

il big i" thf' re·enw rgen('e of \THC a:-; a 
trim. nea thf'. we ll ·coorciinutf'd fig hl · 
ing force. 

\\ ' ith cn::; lIl OY ing ah ead Ull a ll HI 
('! li ll dNs. l1\o rf' than one ohserve r not· 
('(I that it was t<ln had lh a t \ BC ('ould 
I]ot hold tlw pal'e . 

But la tel y :'\ nc ha~n ' t ta kell n back · 
",eat to an yone ill in gelluit ) and f' lbu\\· 
grea ,.. f'. " Opf' l a tion Ta n(1e l11." the 
S un day ni ght radio ,..h ow ta lf' nt·hud · 
gf' tf' d a t $30,000 wf'ekl ) . some highl ) 
prod uctive sta ff ap pointmellt s a mi ad · 
j ustl1len Is a r f' (' ase" i II p oi nt. 

One man h as madf' a lot of d ifIe r· 
enee. He's J osf'ph \kConnell , wholll 
Cf' ll era l Sa rnoff qui etl y in"tall f' d a" 

I "Applause 
Fire away, Breyer 

Ou r nomination fo r the lIl a ll \\ e 'd 
1lI0~ t like O J) our team is ::-;t a nI E'~ C. 
Rn') f'r. co mmerc ial manager of KJB::-; . 
5a n Franc i ~f'o. \-11'. UrI') e r h a:" dor)(' 
the i lllpo~~ibic hy getting rcsear{'hn]('n 
C. I':. H uo per and S ) dn('\ Itosl o\\ to 
"i t do wn with i' ix hroad( 'a"t adn' ltii" 
ing :-; p('(' ia lists for til(' purposf' of as
sayi ng tl](' a('l' ura(') cl a ims of Hoopel 
\'~ Pulse ill Ih e audiellcf' surv e ~ fi " ld. 

Furtlw l , tiIen '',..; no\\' hopp that h~ 

Ilw tilllP the CO llllllillee i,,,; dorw a rat · 
ing ~) ,..;te lll will noh c tll[lt an~ spon · 
!"o r , Iw,,!'! hy a thousa nd otlwr pro". 
I (~m;." ('a ll fo lio\\' \\ ithout }wnefit of 
('ounsel. 

;\lr. Bn'\ (' I ~ot <I II "tpaI lIed 1IJ1 a f p \\ 
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pre:;idf'n t u f th e big network ~Ol1l e 

mon ths ago. It'" taken \ lr. \IcConnell 
a \\ hil l' to "f'e what 11f'eded doing . But 
Il O W he i, ... q uif' tly and effi<"i f' nth- spark. 
in g thf' re jm f' nati on. 

Jean Muir incident 

Ho \\ mam phonf' calls. or pOSll'anl,... 
d o('s il tah to throw an arti~1 off Ih t, 
a ir . .. to \\ r('('k a life caree r ? 

Aftf'r th f' J f' all ~Iuir inc ident. it ap' 
ppars that 20 "ill do til(' trif' k. 

Genera l F'ood~ ' d ecision to hlH up 
ad res:; J ean vluir':" contract for h f' r 
rolf' on tllf' \,RC-TV Yf'rsion of Til l' 
Aldrich Family /lla\ 1)(' the right onf'. 
But tiI f' procedure is \\ rung: and high . 
Iy injurious to an industry whic h. 1)('· 
cause of its spon sorf'd'prog ralll char· 
ac tf' r. is cs pe<-' ially sensitiv e to til(' pm· 
tf's ts of a lIl i llute portion of its audio 
f' llee. 

\1i:;" Muir's crime was to be listed 
in Red Challnels, a brochure specify. 
ing COllJlIlunist s~ mpathizf'fs in radi o 
and tf'l('\'i s iun. The protests to Genf'ral 
Foods ('ausing 11('r dismissal stf'mlll cd 
froll1 that melltion. 

As mallN:" no\\ stand. 'Iiss \Iuir is 
out o f r adi o and TV. 1\-1ayl)(' she de· 
serve,,,; to hf'. nw) he not. But sl1(' wasn't 
(, \' f' 11 given a chance to df'ff'nd hersf' lf. 

Carri f'd to an extrenl(', the device (If 
putting pressure on a sponsor can force 
an y air performf'r into retirement. Tlw 
sponsor can't afford to risk the futurf' 
of his product. And all yone with a 
g rudgf'. .i u ~tifi f'd or noL can get 19 

munths hack \\'11('n both Pul~c and 
Hoopf'f undertook sun f' \ s !II San 
Frane isco. hut with !Iotahly difff'fellt 
results. He's I)('en agitating for a spf" 
cia l tf'st sun ey to find out who's right. 

SP01\ SOR has had occasioll to watch 
Mr. 13rf') 1' 1' at work. sincf' ('Y('ry otlwr 
lIIail has brought us un up.to·lhf'.min. 
ute report of progress. setbacks, and 
g rand strat f'gy . Despitf' big odds, Iw's 
sw 'cf'ed ed in bringing tngf'thf'r suc h 
lIIf' n as La IT) Deckinger, director of 
rf'sf'ar('h. Biow Co. : i\latthp\\- \'T. Chap· 
pell. head of PS) dlOlog) department , 
l-1of~tra Colle~ f' ; Lf'wis H. ,her) , pres· 
idellt. A\f'ry .hnodcl; Kf'n Bakcr. di· 

rector of research . \AB: A. Wf'lIs Wil· 
bor, director of lIIarketing research, 
<> nf'ra l 'Vlills : Fred ~llalld1('e. exccu· 

('olIOrts to assist In applying the pres· 
sure. 

P f' rhaps tl1(' Adwrtising Council can 
wo rk out a safety·yahe procedure for 
i'uch cases. Radio and telf'\'ision can ' t 
afford another Jean \luir illc idf'l1t. 

Cowboy craze 

It 's gf' tting so ~ ou can hard" pick 
up a c opy of I.ook. Collier' s, or Life 
without finding) ourself staring plumh 
into tI1(' muzzle of a six·shootN aime(1 
by a homhrf' in cowhoots and a tf'n 
gallon hat. 

AmI f'\Ny hush in tlw lI eighburhooo 
is a Yantagf' point fur his spittin' 
imagf'. junior sil('o 

SP01\SOR takes 110te of this \\'holesalf' 
return to tlw Wild 'Yest with an articlf' 
in this issue (page 21 ) and another 
25 Septembf'l'. In these t\\'o r evealing 
f' pisodes we expect to thruw light on 
the pl1('l1on1('n on. its whys, wherefores. 
and significallees to radio and televi· 
i'lOn sponsors. 

The return of the lawless \Vest is 
strongly linked to the influen('6~ of such 
air hf'rof' ''; as Hopalong Cassidy, the 
Lone Ranger. Gen e Autry. Bob Atchf'l'. 
Cisco Kid. SOllie haye filled the air for 
man) years: others have come with 
tf'levision. TI1(' moyies have played 
their part b y furnishing TV with dust · 
cO\,f'rf'd B fli ckf'fs that become A's in 
air entertainment. 

Togf' thf'r tl1(') form a POSSf' that's 
rounding up a nation. \\'e call this a 
marked tribute to tll£' power of the air. 

ti w yice president. 13BD&':O. They' re 

hard at \\ork on thf' proLlem. 

Alon g with a proper resf'arch tech · 

n iq lIe fo r broadcast a udif'nf'e measurf" 
nlf'nt , SPO]\'SOR i:-; sold Oll yet anotll£'L 

and even 1lI0r{' hasic . yardstick. Ad· 

\f'I'tisers lIeed a common df'l1ominator 
to enablf' tl1('m to weigh the relative 

lIlf'rits of all advertising media ill a 

markct. In our issue of 31 July] 950 
(pagf' 2-t)' \\ f' suggested that the A ~ A, 

AAAA, AFA giVf' thought to sponsor· 
ing a survey hased on " share of time" 

each mediulII get:; durin g a da) as that 
(,OllllllOn denominator. Such a :;tudy 

can he effecti\'C\y made b~ existing :-;ur· 

\ f'\ ' organizations. 

Paging ;\1 r. Brf') er! 
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OnWNAX-S70 
Big Aggie Land,267 BMB counties in Minnesota, the Da

kotas, Nebraska and Iowa, is served only by WNAX. In 

this world's richest agricultural area, 405,210 families listen 

to WNAX ... 80% of them three to seven times every week. 

In 1949 folks in Big Aggie Land enjoyed a buying income 

of $3,855,970,000 - greater than San Francisco, Phila

delphia, or Washington, D. C. Retail sales in Big Aggie 

Land totaled $2,931,783,000 - greater than Los Angeles, 

Detroit or St. Louis. * 
·Compiled from 1950 Sales Management 
Survey of Buying PO\\ ere 

On the basis of a one-time Class A chain break, 4.4c buys 

1,000 BMB radio homes. $1.00 gets you 22,512 radio homes. 

No conflict with TV - no need to buy several stations to 
assure complete market coverage. WNAX alone delivers 

this Major Market in one big, low-cost package. See your 
Katz man. 

NAX-S70 
YANKTON 

570 Kc. . 5,000 Watts 
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audience doubled by Oct. 1 
/ 
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Now available in all these markets 
(and coming soon in scores of others) 
Boston S uburba n -W HAV , W LYN 

Bradbury Heights, Md. WBUZ 
(a nd suburbs of Washington, D. C .) 

Cincinnati, Ohio WCTS 
(and Cov ington , Ky. ) 

Des MoineR, la. KCBC-FM 

Evansville, I nd. WMLL 

Flint, Mich . WAJL-FM 

Houston. Tex KPRC-FM 

Huntington. W. Va. WPLH-FM 

.Jacksonville, Fla. WJH P 

KansaR City, Mo. KCMO-FM 

Minnpapolis-St. Paul WMI N 

Omaha, Npb. KBON-FM 

Pittsburgh, Pa. (Suburbs) W KJ F 

St. Louis. Mo. KXOK-FM 

Tacoma Wash. KTNT 

Trenton, N . . J. WTOA 

Washington, D. C. WWDC-FM 

Wilkps-Rarre, P a WIZZ 

WOfl:est.pr, M asR. WGTR-FM 

FROM THE very day Transit R adio started, it's been the 
fastest growing new advertising medium in America . And 
no wonder! 

It delivers your radio message to street car and bus 
riders a t the lowest cost-per-thousand. And you get the 
home FM audience as a big plus. 

Transit R adio delivers a counted audience. You know 
exactly how many people you're reaching. 

You can buy a selected audience. Men and women 
riders ; inbound, outbound ; special hours- you buy pre
cisely what you want. 

On October 1, additional installations in Washington 
will bring the total to 450 vehicles - double the previous 
number. 

Result stories already in our files are amazing. For full 
information on rates, audience, ava ilabilities, call or write 
Transit Radio, Inc., 250 Park Avenue, N . Y. - Mu.H. 
8-3780. In Chicago: 35 E. Wacker Drive-Financial 6-4281. 

WWDC is Washington's ':r dominant independent 

WASHINGTON, D. C. 






