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"The Abbott Show" 
THE ABBOTT SHOW' is a television disc jockey p rogram 
casual and unorthodox in fo rma t ... built around the personality 
of colorful Bud Abbo tt. Sponsors are quick to apprel-iate Abbott 's 
rare ability o f mak ing thei r participating w mmercia ls a part of 
hi~ show. As top pl a tter spinner in this area (Radio Best , 1949) 
Abbott was a we ll -known "cha raner" even before hi s television 
show ... one reason hi s show was a h it wi th Loui sville v iewers 
from the sta rt. 30 minute for mat. 

"Square Dance" 
Guitar-playing Ra ndy Atcher sings and plays hos t for thi s, one o f 
Louisville's most un iq ue T V ~h()ws. Formed around the o ld· 
fashioned square J anl'e now sweeping the count ry, the \X' H AS-TV 
version is goot! en tertai nment for the who le viewi ng famil y. Two 
supporting musicians comple te the sta tion talent- ca ller and 
dancers are selected from the ma ny Kentuck y and Indiana square 
dance groups. Stri k ing camera cove rage is given by a tower ca mera , 
with second camera for do\eups. 30 minute fo rma t. 

rYiYlCOJjJ~ TRADITION 

"Good living" 
T wo nights a week in the w mpletely modern \X' HAS-TV kitchen 
wi th Maria n and Sam Giffo rd, hu sband and wife team. M arian 
supplies the culinary know- how; Sam provides the l igh ter mo
ments, dipping like Dagwood in to the stew, fumb ling a wk ward ly 
w ith the piping ho t sauce pans. The o ther two n ights o f the 
show are spen t in the a tt ranive li v ing room set where Marian 
a nd Sam dispense hi n ts on househo ld, family and parental prob
lems. 30 mi nute fo rma t. 

3 WHAS-TV 
live talent produ(tions 
especially for 

A basic CBS 
AHiliate. 

and the 
cable is 
coming . 
September 30 

VICTOR A. SHOUS, Director NEil D. CliNE, Sole. Diredol 
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GILLETTE'S $2,000,000 CALCULATED RISK-Though gasps are many at Gille tt e's record 
- -.---- - -

investment in World Series' radio and TV rights, adve rtis ing men familiar with 

ac count say bid was high but not foolhardy. Wisdom of move base d on two counts: 

( 1) Gillette blade sales during and immediately a fter Seri es last year were enor

mously high, momentum was felt throughout year; (2) by now Serie s broadcasts are 

a ssociated with Gillette, constitute invaluable company asset. Air success of 

Toni, Gillette subsidiary, hasn't les sened firm's ardor for putt ing so many eggs 

in radio-TV basket. All told, U.S. a nd foreign coverage of games, plus merchan

dising, runs close to a pea k $2 ,000,000 this year ... . HOOPER INCHING INTO NET

VVORK TV-With C. E. Hooper extension of network TV rating se rvice to 12 cities 

in New York a nd Ohio, industry looks for gradual reemergence to national status. 

Hooper limi ted to 2-stat e combine unt il 3/1/51 by contract with A. C. Niel sen, pur

chaser of his national and West Coast rating services early this year . After tha t 

look for plenty of Hooper activity. 

CUDAHY VVINS NEVV NEIGHBORS VIA SPORTS-Growing ranks of communi ty-relat ions

minded firms building good-will with air campaigns have avid exponent in Cudahy 

Packing. Meat pa cker, which recently reestablished national headquarters in 

Omaha, is saying "hello" to new neighbors with radio and TV broadcasts of all 

1950 football games. St ations WOW and WOW-TV made big sale. Home games will be 

simulcast; away games filmed for TV in addition to radiocast. TV homemakers' pro

gram participation is part of deal. This marks Cudahy's first sports sponsorship . 

• • • AIDED-RECALL VS. TELEPHONE COINCIDENTAL-Expert test survey committee of 

researchers, agency men, advertisers orga nized by Stanley Breyer (KJBS, San 

Francisco) to clarify differences in Hooper a nd Pulse findings sees no easy job 

ahead. First 4 sessions convinced group that only approach is step-by-step anal

ysis. Method comparable to isolating-of-elements technique used by scientists. 

Calibre of committee members, plus frequent, purposeful sessions, give hope to 

industry that here may be start of continuing investigating group capable of un

tangling and policing messy air-rating problems. 

OCTOBER IS "HENRY J" MONTH-As Kaiser-Fraser and William Weintraub agency see 
----- -------- ----

it, by 11/1 every man, woman, child in U.S. should know there's a "Henry J" on 

auto market. Starting this week, one-month spot radio campaign will trumpet an

nouncement of new car with revolutionary body in several hundred markets. About 

$200,000 earmarked for spot .... CHEVROLET'S 3-MINUTE PROGRAM·-Front-runner 

Chevvy will use extensive list of r ad io stations this fall, featuring orchestra

backed name singers John Charles Thomas, Lauritz Melchior, Tony Martin, Dick 
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Powe ll, others in much-discussed 3-minut e annOW1Cement s. Years ago Chevrolet was 

bigges t spot prog ram user with 15-minute tra nscriptions. Reaction to cross be

tween standard-l eng th program and normal announcement will be eagerly watched. 

MUTUAL BENEFIT GOES FROM N ETWORK TO P.I.·-Contrary to example of biggest per 

inquiry specialists (like Mail Order Network), who are now buying card rate, ex

Gabriel Heatter-sponsor Mutual Benefit Health and Accident Association of Omaha 

is taking stab a t p.i. air effort. Reported offering $ 1.25 per inquiry. Im

proving radio stati on business holding down takers .... BIG EXHIBITORS EAT/NG, 
- -- -----

SLEEPING THEATER TELEVISION-At this stage big hope of movie exhibitors in TV 
- - --

a ge is larg e-screen showings of World Series, championship fights, major Presi

dential t a lks , other s ports and special events. Activity is intense, houses in 

New York, Ch icago, Minneapolis, Detroit and 6 other cities scheduled for service 

this f a ll. Special theater-television training program for projectionists being 

given a t RC A plant in Camden by LA.T.S.E. (projectionists' union) and RCA Serv

ic e Co. Amid feverish interest, movie industry is a nxiously watching Phonevision 

( home theater film showings) developments. Phonevision tests due to start in 

early October wit h Zeni th ready to proceed on schedule. 

FM QUIETLY PICKING UP AUDIENCE-Some experts are predict ing tha t FM will come 

into own in '51. Unlike early ballyhoo, when medium couldn't make grade because 

a dvertisers weren' t interested in mea ger circulation, true FM picture now gener

a lly deemphas ized . Some areas have salable percentage FM homes, as indicated by 

WHO (Des Moines ), WASH (Washington, D. C.) studies .... SCHENLEY CRACKS ANT/

LIQUOR ARMOR IN ALASKA-Whiskey a dvertising is on air in Alaska three a week, 

15-minute sportscasts started 18 Sept. over 6 stations of Alaska Broadcasting 

Sys tem for Schenley Products. Scripts were carefully studied by Company lawyers; 

up til press time no report of public opposition. Move may be prelude to attempt

ed cra cking of stateside prohibition against whiskey advertising on air. 

COLOR: IT'S NOT SETTLED YET-Muddled though the TV color situation was prior to 

FCC tentative ruling in favor of CBS, today it's utter confusion. Manufacturers 

protest they can't me et Commission's 10 November deadline for building all TV 

rece ivers with "brackets standards"; some vehemently say FCC acted beyond author

ity; others say rea litie s of design and production were completely ignored. RTMA 

refus es to put itself on record, fearing anti-trust action, but attitude of mem

bers is clear. Meantime, CBS goes ahead with plans to broadcast color 20 hours 

weekly, as soon as the FCC decision is finalized, with test pattern already over 

WCBS-TV 10:00-11:00 a.m. daily. 

DYNAMIC "MITCH" COULDN'T SLOW DOWN- Inside story of Maurice Mitchell's 

brief stop a t NBC, and shift to Associated Program Service, boils down to this: 

( 1) network pa ce too slow for Mitch, despite friendly assurances from McConnell, 

Denny, a nd other top echelon tha t it wouldn't continue to be, (2) assignment 

didn't shape up as he originally saw it, (3) Muzak's president never relaxed ef

forts to bring f as t-moving ex-BAB head into fold, (4) Mitch likes close contact 

with broadcasters . Matters of internal NBC differences had bearing, too, but 

four mentioned are big reasons. 

SPONSOR 



"M IRANOY WANTS THE 
SHEEaEST YOU·VE GOT! I. 

IF you think folks in the East Jive fancy. 
you oughta see our He(1 Rive r Valley 
farmers indulge tlwlllselv(' !'! ! TIl(' sk y's the 
limit h('cause they're one of th(' nation's 
top income groups ! 

Hoopers and independent rura l surveys 
pro"e that WDA Y is also one of tit.· n a
tion·s top ... 'al;o" .... 

For Dec. '49-Apr. '50, for example, 
WDA Y got a 66.5 % Share of Audi
ence Weekday Afternoons, against 
15.1 % for Station B! 

A new 22-county survey by stu
dents of North Dakota Agricultural 
College shows that 78.6 % of the 
farmers in these 22 counties prefer 
WDAY, as against 4.4% for Sta
tion B! 

Gel all tile facts today ... from u s or any 

Frp(, & P(·ters "CO]Olwl". 

25 SEPTEM BER 1950 
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FARGO, N. D. 
NBC • 910 KILOCYCLES • 5000 WATTS 

+
~ .~ 

, , FHEE & PETEHS, INC. 
Exclusive National R epr('s('ntativcs 
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DIGEST 0.-' 25 SEPTElllBElt 1950 ISSUE 

VOLUME 4 NUMBER 20 

ARTICLES 

A well-organ ized , promotion-minded group, bakeries round the country 
give a large slic e of their advertising loaf to radio and TV 

n " lell is it snfe to simu,(Oost? 
Most sponsors program separately since TV has come into its own, fi nd it 
pays to give TV individual attention. But some shows can be simulcast 

n ' i'd-n'est fel"e.o: .l"ill it sell for unll? (TV) 
TV can claim credil for the W estern craze . When Hollywood "oldies" 
get wor n out going round and round on video screens, there'll be more 
tailor-ma des for TV 

n 'hnt SI'Onso.os tI.ill'~ "hout Sjlot JO(u.io 
Unique buyer-seller "clinics" find that advertisers are enthusiastic about 
sales results from national spot. A behind -the-scenes story 

,\t#,,"ti(Oos .on=='e-dnz:'e nir st.onte!I!J 
Catering to local interests in sports has been AtlanTic Refining Company's 
highly effective formula , made it an out standing air advertiser 

"Ire UOII !lettiu!J O.e most nut of B iUB? 
Buyers and sellers of radio time ~ave found BMB invaluable. Some of the 
ingenious ways in which the data is being used are highlighted here 

, COMING 

TV H'''' (Oomme,O(Oinls 
SPONSOR is unearthing the lates t t ec hniques in film commercial produc
tions, finding how the sponsor can cut costs 

IIorme'os t.oi,JIt·-tl .. ·,·nt girls 
Traveli ng netwo rk radio show is also hard -hitting sales and merchandising 
task forc e for mea t company. It all grew out of a drum and bugle corps 

lIust,·.·U ,n-o!Jrnmill!J 
What's happenin g to the most prolific network program type? Article 
will report on latest ratings, results, costs, commercial techniques 

2 8 
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his is KWKH 's twenty-fifth ollnillcrsory - and here's the 

of that in these 25 years of broadcasting experience, KWKH 

built an incomparable radio Know-How in this part of the 

.th: 

The 1949 BMB Report credits KWKH with more 
than 300,000 daytime radio fam ilies in 87 Louisi
ana, Texas and Arkansas counties . 64% of these 
families listen "~ or ~ days weekly". 7S % are 
"average daily listeners"! 

Month after month, year after year, KWKH ranks 
among the nation's top CBS stations in Hooper City 
Audience Indexes. The latest report (Feb.-Mar., 
1950) shows KWKH as fifth in the morning, sixth 
in the afternoon, third at night. 

, Know-How makes a difference! Let us or The Branham 

npany show you just how much. difference it makes! 

),000 Watts • CBS · 
25 SEPTEMBER 1950 

1950 

KWKH DAYTIME BMB COUNTIES 
Stud, No.2 Spring, 1949 

~ 

KH 
Representatives 

Henry Clay, Gelleroi iHonoger 
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HAL 
of 
Montr~al 
• 
IS 

Not 
Enough! • 

:\lllnln>al',., ('il~' limi'" don'l 
limil Ih e l\lm\ireal markel. At. 
mo,.1 half of l\1onlreal's rich r e tail 
trading ZOIl (, e xb,t,; outside of Ihe 
~it~· - within a limit of 50 II) 75 
mile ,; of Ca n ada's metropolis . 
Thl' first surn',- jn"'t complctl'd 
in thi" vital ar('a indi"ate" on (' 
facl * - CKAC rat es tOfJs amonl! 
the ]85,000 Frellch radio home " 
i nllll c dhil Ch "urronlldillg 1\111111-
r eal. \Vhe;. yon ,,('t ~'onr ad vcr
li"ing :o;i:;hts on lHonln>al, make 
",llre ~- Iln U"l' both barre l ,;-~eh>"1 
C KAC for lIW,.t intens ive ('over
age of Ih e I'lIlire Montreal llIar· 
k e t - Loth iu"ide a 1111 onl. 

* II"' ri t(> CI\Al: lor tIl/,liliOtw/ 
ill/O rlll (It iOll /u/.'w ti 011 the IWtv 

Ellioll-lIa ),ll (>s s llrrpy 0/ ,UlIllt

rl·(/r .~ .\'1·('lII/l/ "Ill rkrt . 

I 
CBS Outlet in Montreal 

Key Station of the 

TRANS.QUEBEC radio group 

CEAC 
MONTREAL 

730 01'1 the dial. 10 kilowatts 

Representatives: 

Ada m J. Young Jr •• New York, Chicago 

William WrighT • TOt'on1~ 

:;lO~ Madison 

AGEN CIES ENJOY SERIES 
J u"t wan t to tell you that I thought 

the lIIall who wrote the twin articles 
" \\'ha t agel1c if's would tell cl ients if 
tllt'\ dared" (14 August SPOl\SOR I a nd 
"What spollsor!" think of agf'n(' ies (28 
Augnst SPOl\SOR) did an f' xcellf'nt job. 
It was very fin t:' read ing a nd g rea tly 
ellj oYf'd. 

T OM SLAT~H 

Vice President 
RuthrallD &: Ry all 
New }'nrl.: 

J am enjoying yo ur article " Wh at 
agf'llc ies would tell cl ients, if they 
darccl. . . ." . 

Could YO ll send me a co uple of cop-
Ies or reprints of thi s article? 

EM I L R EINHA RDT 

Em il R einhardt Advert ising 
Oakland 

} " Ill)' OPJlllOll, SPONSO R g row:; bet
tcr wi th each issue. The lead story in 
yo ur 14 Aug ust iss up serves as a fin e 
case in po int. It's timel) , intelIigent, 
provocati ve, and well-written. As an 
agency man, I've done a g reat deal of 
think ing a bou t " What agencies would 
tcll c1i f'nts ... if thcy dared." 

W IL LIAM CALLEN DER 

Lamporl, Fox. Prell &- n oll.: In c. 
SOllth Bend 

I GOODMAN ON 53RD ST. 
Could you supply us with the a d

d ress of Mr. Goodman wholl1 we un
derstand owns the T V Telepho~ e Game 
described 0 11 page 27 of your 31 July 
issue. \Ve would like to cont act him in 
reference to this show. 

JOSE I'll W EIi\STE Il\ 

f. IV. S hepard Co., Adllertising 
NeUl /Ja ven , Conn . 

• lI ar r v s. (; uodlll a n j .. leu"at.·.1 a t I'> E. S:lrd 
St .• r\(~w ' Yurk 22. 

FURRIER ON VIDEO 
The Eyaw; Fur accO llnt in Chicag() 

i:; ()Il t:' o f our di pnts. I\ 'e lIolieed yo ur 
Stol) 0 11 furs. Pe rhaps you' re not 
a ware lha t t' il1c(:' taking th e acco unt six 
months ago, we hav C' 11l0ycd 7(Y; of 
th e Evan:; hud g()t l nto tclevision. We 
ha ve four TV t'h ow~ a wcek for Evall~ 

and ha\ c giw>1J th em a dominant lead
ership position in TV ach'ertislng III 

Chicago. 
E. J O;\;\Y GRAFF 

Vice President 
Radio & T elevisioll 
Kaufman &, A ssociates Inc. 
Chicago 

MOPPETS PICK TV SHOWS 
Your article entitled, "How mop

pets hypo adult vif'willg" fdl right in 
line with my dan. 

My two youngstC'rs raise quite a fuss 
if I try to get Ran f, ol1l Sherman or Gar
r y Moore. They uncannily know when 
Captain Video comes on and I have to 
throw in the towel. Two TV ~l., will 
be my only out. 1'111 a fraid. 

D A:\ SCH "-IIDT II I 
George P. Hollingbery Co. 
Xew Y ork 

I havc just been reading the current 
issue of S PONS OR and note th e yery at
trac ti ve trcatment given th e study of , 
the effect of childrf'n Oll televi sion 'pro
g ram selecti on. I don 't kn ow how the 
informati on co uld havf' bcen bette r or 
more atl ractivf'1 y handled. 

DR. HARRISON B. S Ul\l M EHS 

Department 0/ Speech 
011£0 State Univers£t y 
CollIlI/bus 

FARM FACTS 
As I recall , within the last few 

months you ha\'e run some a rticles re
garding radi o listenership on the 
farms. \Ve can't seem to find the issues 
in our office, \Vould you be good 
enough to advise us the datf's the arti 
cles ran or send us duplicate copies of 
Issuet'. 

JA N GILBEHT 

Radio· T elevis£on /)irector 
Uarold Cahot (C, Co ., Inc . 
Boston 

• S P():'\'SOH 's Farm Fact s Jlantlhook c ontains .. 
nlJluL c r uf arlit· I.·s l'l'g arding tllt~ farm ruarke·l. 
E a dl "ub~(' rihf"r h ('ntilled tn a free C'opy 
r' · llu(' ~ t . A.JditiulluJ ('u(lics ar(~ S l (·a ch . 

DIAMONDS ON THE AIR 
In the 5 June S PO NSOR, "510 .Madi

so n" co lumn , a lettf'r fro lll Arthur 
Grunewald of Tucson is answered di · 
recting the writcr to a n article entitled, 
" Davison's could,,'t sell di amonds" 

( Please tllm to page 79 I 

SPONSOR 



Queries Reader inqu iries 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. Do YOII have a li s ting ()i" s p ('('ial tramH'r iht,t1 Christmas progra m ", 
tlwt a rt' availahle'! Ra(iio slalioll , Louisialla 

A. We don't have a li sting, hut here are some :--h,)w::; that might he 
appropriate; HCA- Magic Christmas Window, /lappy The IIll/n 
bug and The Cinnalllon Bear avai lable for 26 quarter hOllr~ 
from Bruce Eell::; & Associatcs, 2217 Maravi lla Drive? Holly
wood. Teleways, 8949 S unset Boulevard, llollywood, ha:, 15-
minu te hymn prog rams by J olm Charles Thomas. Kasper-Gor
don, 140 Boylston Street, Boston, ma y have ~()l1le Chri4mas 
transcri ptions. 

Q. 

A. 

Q. 

A. 

Q. 

W h o t:<m g i H~ us the alHlit'nct' impat·t IlH'aSlIrCIlH'nts of radio '·S. 
te levision? Advertising agency, Sew }' ork 

Among the resea rch companics Oil our li:-t, the following may 1)(' 
able to help: AJvertest Hesearch, New Brunswick, N. J.; Audi
ence Surveys, Inc. , 347 Madisoll A,'enue, :0I. Y.; Psychological 
Corp., 522 Fifth Avenue, N. Y., and Schwerin Hesea rch 2 'Vest 
46th Street, N. Y. 

Do you have any tell'v i~ion ",pt ownership stlHlics broken down 
accorcling to incollle"! Advertising agency, Nt'IV York 

Not hy income, hut by rent<lls. In August 1950, Pulse made a 
study of 1,950 homes with television in New York City. The I 

figures showed 19.6<fc of sample p<lid a monthly rent of $75 
or more: 28.0 % of sample paid $55 to $74 rent; 35.5% of 
sample paid $40 to $50 rent a nd 16.9% pa id under $40 rent. 

H ave you dOlle a n y stories on IIlllllit'ipally-owncd h u s li n cs ami 
tran s p orta t ion systellls that llave usetl radio to hendit tlwi .. 
b u si n ess? Ra.dio station. California 

A. See "Selling an intiu:"tn" the tran~it way" in the April 1947 is
sue, page 17. 

Q. Hal'! SPONSOH tlone anything 011 Kinescope ni. TV'? 
Advertising agency, New}' ork I 

A. See the FALL FACTS I:;SUt'. 17 J 11ly~ for a brief a rtiel e 011 TV 
trallscri ptions. 

Q. \Vho sells the H o pa long Cassitly tI":.lI1st·rihed shows? 
Radio station, Georgia 

A. Hopalong Cassidy radio transcriptions are produced and dis
trihuted by Commodore Productions and Artists Inc. , 1350 
North Highland Avenuc. Hollywood. 

Q. Han' you tlone a n y articles on T ' " costs? 
Free-lance resea reller, ,y Clt' }' ork 

A. "'Television program cos!:;" ill the 22 May 1950 ~PO:\TSOR, page 
25, will give you average co~ t s of the following type !'hows; loca l 
night sport remote, drama, eomedy-yariety, J1l11sic~11 progra lll. 
kid':, show, situation ('omedy. and audi ence participation. 

25 SEPTEMBER 1950 

• from 1950 Sal~l Managem~nl 

KTLN.ooo Wall, 

DENVER 

DEliVERS 
the cream of t he 
Rocky Mountain Area 

fOR 16C
per 

THOUSANO 
liSTENERS 
KTLN serves more Colorado 
Radio Families than any other 
Independent station. 

April thru July 1950 average 
Hooper (share of audience) 10. 

for availabililies 
phone. wr ife or wire 

John Bucha nan. KTLN 
Park Lane HOlel. Denver 
Radio Represenraliv~. Inc. 
Peg Slone. New York 
John :-':orlh. Chicago 
Tracy Moore. Los Angeles 
a nd San Francisco 
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WWL's Farm and Rural Appeal 
Wins Multi-State Audience 

With 50,OOO-watt power, WWL beams varied rural fa re to 
the rich Deep South market. W eat her and market reports, 
on-the-scene rural broadcasts, 4-H programs, herd improv(.~ 
ment contests- all build strong listener loyalty. 

SPONSOR 



In the City - on the Farm - They love 
the South's Greatest Salesman 

WWL proves you can please everybody. WWL does it by giving folks 
what they want- the best of it-when they want it. 

WWL wins preference with the CBS parade of stars- with special 
services, such as intimate on-the-scene reporting of local news and 
events ... with New Orleans talent that Southerners love. 

In New Orleans, WWL's evening share-of-audience equals tha t of 
next two stations combined. 

South's Greatest Salesman 

WWL's Advertisers get 
ear-round Listener Promotion 
L's n ewspaper campaign includes full pages-in color. 
e program benefits from colo rful 24·shcet posters, street
lDd b us d ash -signs, store posters, stack signs. special 

, ays, personal and mail p romotion to k ey j<?bber and 
~r accounts. WWL gives you more of everythzng. 

25 SEPTEMBER 1950 

NEW ORLEANS 

50,000 WATTS 

CLfAR CHANNEL CBS AFFILIATE 
DEPARTMENT Of lOYOlA UNIVERSITY 

REPRESENTED NATIONAllY BY THE KATZ AGENCY 

9 



Forecasts oJ thill{;s to come. as 

secII 1).1' ~I'O :\'SOH's editors 

Magazines begin to appreciate 
TV as drculation aid 

COll"llllH' r 1II<1f! azillP" h a\ p lon p; rpli ed Ull I adi u d (h ('1 Lis· 
illg Lo "I' "I' c ir(' ula ti o n. The~ "Lill do, but Lllf' Y\ e add ed 
ddc'() to Llw ir llwdia p lan. Typica l of the pllblications 011 

\ idp(l 11t)\\ ~))(' 1'1· Guidc. Thi !-- consumer publicati on i" 
u"ing \idpo ill \ P \\ York. '\pw J e rsp~' . and COllnecLi cut 
\\ ith !'Ul'C 'PS'; (allllO UllcelllPllt:-; a nd a n (J('casional pa rLic ipa. 
Lio ll ). U fe i" «'s Li ng TY afh'er ti ."ing in Baltimo re, Hich· 
lIIo lld . :-id lPllPdad y. and \Yilm ingLon on a 20·\\"eek ba.; is 
Lo ~ pe i f the Illed i UIIl \\"i II spu r c irc ulation. If \ idpo ad
\ prti "inp; prUH'" s uc{'l' :-;sful for th ese puhlicaLions. look for 
otlw r lll<l;.! uzilJ(·" to pnL f:' r the lIH,diulll. 

Frozen juice concentrates snare 
major portion of c itrus crops; competit ion keen 

The fro/c'lI juicp ('oJl('e llLra Lp manuLH'Lurers continue ",ith 
tlw ir liquid bonanza. The) haye taken 40('; of'thc' orangp 
IT OP and han' frozpn t",icl' as nllwh juice as in tl1f' 1948·49 
!'t'ason. Freeze rs arp ex)wded to take even more of thp 
10.30·51 c rop. Broadcast adv e rtise rs likt' Libby. \'lc:\"eill 
;lIId Libb) . ,Mill ute Nlaid, and Snow Crop plan to increasp 
thei r freezing capacity. The Florida Citrus Commission 
will increa,;p its tempo udwi:,.e. along wiLh the others: largp 
pa rt of iLs S2.()()O.OO() budget ll1a) go to air afl\,prtising. 

Radio a nd video share increa s ing 
importa nce in national economy 

The increa"ing importallce' of raclio and T\, ill the natiollal 
('('onom) canllot 1)(' ovprlooked. Radio aIHl television ac
c'()u nt t'd for $ 107.()()0.()OO in 1942. In llJ,H{ it accou n ted 
for S2:;7,00(),OOO of LIlt' national incollle. l\ow. a r cording 
Lo the nc ~ partlllent of COIllIllPrCP. radio and TV accoullted 
for S276.()OO,OOO of a natiollal income o f S216.8 billion of 
ill(lu:o;trial origin ill 1949. \vith thf' Korean :-;ituatiol1 stim· 
Idating illdustry. fi g llre~ for 19.')0 "holllel I'pa('h np\\ IwighLs. 

Politicia ns ta ke to airw aves 
to get voters' a t ten tion 

The lklllocrab and Itepublican" arc ag n·('d Oil one thin g . 
That is. hoth rndio alld TV ('an do a ~c'lIing job for tlwm 
ill Lh e ir I'a mpaign for \'oLps. \"hile hudgt'Ls haye,,'t bee II 
d efinit e ly decided UPOll , both partips will lI se staLC'wide lids 

Lo plecL a govPrnor allcl senaLors. Radio and TV will als() 
fi g urp promill!'nLI) in New York 's Mayoralty racp. (Spp 
22 j\l a) IlJ;,)O SPOi\'SOH, "Ilow to \ ,ell' a candirlaLe." ) Olle 
of L l )( ~ lIlall ) air campaigns he ing waged is the currenL 
I)road('a ,; t of Lh!' COllnecticuL DClllo('fatic State CenLral 
Commit te·(· Oil ,;e \ ( ' II sLatiolls. Torrid radio and TV Calll
paigns will he airec,l all o\Pr thc ('olllltry as elcctioll tillle 
apploud]('s ill ,; Lat e~ likc' California, Ohio. ppnnsylvania. 
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Radio doing harder selling 
job than ever before 

TV has loollwd large on the hroadcast afhertising scene 
but the net \\ Ink:,. are looking ahead. too. in radio. Their 
lat esL promuLiom augurs \\ell fo r tl1(> :\\1 ad\ertiser. NBC 
and CBS ha\"e gh"en Lheir ad\'e rtisf'l's LhaL something ""ex· 
Lra" in their promotional campaigns . .:\'BC wi Lh i ts Lradp 
mark rpg istered chimes: CBS with it,; "This is CBS- the 
stars' address!" l\luutal looking to the future for its ad· 
\'ertisers is publicizing th e \"esLern nazp and aiding ::\-1I3S 
~ponsors with merchandising tie·ins. \1135 "ill hold a 
West ern Week from 15·21 Octol)f'j'. Shows like lllark Trail 
( Ke llogg Company): Straight Arro/l' I \'ahisco); Chal· 
ICII{;e of the Yu /rOil and Roy Rogcrs (Quaker Oats) plus 
se\eral sustainers and \"est ern parti c ipations \\ill be bene· 
fit ed 11\' merch andising t ie·ins. (See 22 ~la~ ] ().SO 5 PO:\'

SOR. ,. \ ot sponsored but hig busi Il e~". ,. ) 

Jewelers anticipate banne r sa les 
year thanks to radio-TV advert ising 

.J pwelers had a record sales year in 1947 of S1.:100,000,OOO 
while 1(41)'s \ 'olulllf' hiL $ 1.100.000.000. ~ow t1w Korean 
war has pe rked up the j e\\plr~ trad p. BuL 1I10st of the 
credit for th e imprm'ed husiness outlook fOJ" jewelers goes 
to ad\'ertising, much of it broadcast adye rti:-.ing. Some of 
Lhe jewelry firms on the air Lhis fall include : Gru en Watch 
Company (B1illd Date. ABC-TV ) : Benru:,; Watch Company 
(Saturday ,\,ight RevielV, NBC.TY ) . Gruen. Bemus, and 
Bulo\'a are heavy users of spoL radio a])(1 TV. With the 
Waltham \\Tatch Company go ing hack into busil<less in 
Octoher, ancl an ad campaign by the Watchmakers of 
Switzerland the same month. look for increaspd ad, ertis· 
illg and competi tion for the upcoming holiday trade. 

Inc reased costs of TV sets 
plus future rises not affect in g sa les or production 

Most of the tcle"ision spt mallufac turers ha\"e increased 
their sales prices becausp of material cost increases. Two 
fll ture factors will add to the inc rea<;p: the impellding 10 % 
Fefleral excise tax and the added co:-.t of comerters and 
adapters for color video. \ewrtheles<" set sale,; , spurred 
on by the return of "ideo' s fall programing. ha\'e been ex· 
(,ellent. Current TY and radio seL produc tion also con
Linues at a blistering pace. Radio·Telpyision Man u fac· 
Lurers Association figllres for the fir"t three weeks in Au· 
gust show 514.396 televi sioll. lJ()6 .. S07 radio se t~ prod uced. 

Newspaper and magazi ne a d h ike s 
g ive radio time sales a boost 

An illcrease ill Il P\\'spaper a lld magazine space ra tes has 
creaLed an upsurge in r adio Liuw salps. This, plus in
creased listellersh ip hecause of the Korean war. has upped 
radio time sales. A hricf SPOi\'SOI{ sune) reveals: ABC 
has l et npw accoullts in<'ludillg Olles likp Theodore H amm 
Brewing: Hymart; I{edeli-Wip. cns hillings show a third
f}uartpr gain. 14 ('; O\er 19-tlJ. \fBC spokpsllIen "ay, " Lhere 
are increaspel inquiries comillg frolll ach'ertisPrs." On 
l\Iutual , tlw Pal Blade Compall~ si gnpd for Thc Rod & 
GUll Club of thc Air (Thursdays, 8:30-55 p.m.). TIlt' 
clincher: Pal cancellefl a half doz(,n newspaper aels in some 
60 papers on iLs ]lJSO sehedul(' in addiLioll Lo some remain 
ing ads on Lheir magazinp schedu lp. 

SPONSOR 



LARRY MC DONALD 
Agriculturol ,pecioli,t on 
the early morning FARM 
BULLETIN BOARD progrom 
-'erved by WLS Field Stoff 
o"d spedal wire services. 

ART PAGE 
WLS Form Editor. Conduc· 
tor of DINNERBELL TIME, 
olde.t form service pro· 

gram in rodio. 

• .. 

CHEY RANDOLPH 
Pro i r ; e Former LIvestock 
Editor . A ssocia t .. WLS Form 
Editor . Hondle. all ogr;· 
cu/turol remote broadco.ts . 

SPONSOR magazine has done an excellent jo b o f 
bringing to readers the importance of the farm market. 
and farm programs serving that market. \X'LS is 
complimented that it has had its full share of prominence 
in these SPONSOR presentations. To us at \X'LS this 
is not surprising nor, do we think, unjustified. 

AL TIFFANY 
A ce form specialist - CO "1 " 

m en t. on all new. offecti n 9 
agr ic ultu re on t he do ily 
FARM WOR LD TODAY pro . 
grom - served by WLS Field 
Stoff o nd speci ol w i r e 

services. 

GLADYS SKELLY 
Pra i r i e Form er Hom emak· 
ing Editor. App ea rs reg u o 

lorly on PRAIRI E FAR M ER 
AIR EDITION . 

DAVE SWANSON 
Agriculturol mark .. t , p e · 
cioli,t. Broodco,ts market 
summaries from U.S. Stock 

Yards . 

WLS was established by the Sears Roebuck Agricultural 
Foundation for the sole purpose of serving agriculture. 
Owned since 1928 by Prairie Farmer, America 's oldest 
farm publication, it is only natural that the sta tion's 
interest should be cowa rd agriculture. 

BILL MORRISSEY 
L i vesto ck market e.Kpert . 
Broadcasts doily morket re o 

ports . 

WLS farm programs are planned and presented by 
men and women who have spent a lifetime studying 
(he problems of agriculcure - know just whac times 
are besc for reaching the market - know just what 
cypes of programs are wanted and needed. A few of 
chese specialists are pictured on this page- all 
exclusively \X'LS broadcascers. 

F. C. BISSON 
Gro in morket speciali s t . 
Braadcosts daily from the 
Ch icago Boord of Trade . 

PAUL JOHNSON 
Pro irie Former Editor. 
Commentator on P R A I R I E 

FARMER AIR EDITION. 

••• 

Thru years of service co che vast agricultural industry 
by these and other station specialises, \XlLS has 
emerged as the undisputed agricultural leader in the 
Midwest. No mere accident - but the result o f planned 
programming and service by che largesc informed 
agricultural scaff in radio. 

This agricultural leadership has solid commerCial 
value, coo. The nearly 51/2 billion dollar effective gross 
farm income in the \XlLS coverage area (*) can be 
most effectively tapped by the 50,000 wacc voice of \X'LS. 
Thac is why leading nacional and regional advertisers 
have consistently used \XlLS co sell the 1,738,370 (*) 

radio families whose economy is so greatly 
dependent upon agricuhure. 
When thinking of che Midwest, think of \X'LS for 
effective coverage of chis important agricultural 
market. Your John Blair man has details - or wrire 
\XlLS direct for additional proof. 

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

25 SEPTEMBER 1950 

* 
1950 SURVEY OF BUYING POWER 

WLS-BMB, 1949, 10-100 % daylime 

coverage Radio families in towns 25,000 

and under, within WLS-BMB area. 

JOHN BLAIR & COMPANY 
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July 1950 Baltimore Index Figures at a Glance 

(Corresponding Month of Preceding Year = 100) 

Industrial Employment (Maryland) 

Buildi~g Permits, Baltimore City (Dollars) 

Building Permits, Baltimore County (Dollars) 

Department Store Sales (Dollars) 

New Passenger Car Sales, Baltimore City and County 

Freight Car Loadings 

101.0 

176.3 

197.8 

121.3 

138.7 

113.4 

. . 
CBS BASIC. 5000 WATTS. 600 KC • REPRESENTED BY RAYMER 

SPONSOR 
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These reports appear in alternate issues 

New on Radio Networks 
SPONSOR AGENCY NO. OF NET STATIONS PROGRAM, time, start, duration 

\lIhnal FODntlatlon C.orll 
Rrown & Williamsoll 

Toba.,.,.. Corp 
C.hrysler Corp (II ... Soto 

division) 
Bawn BIble Stnd .. nt ., 

A.,..,.,latlon 
Lud .. ns Ine 
R. J. Reynolds To .. a .... o 

Co 
~t .. rHng Drug I..., 

'Io ...... ·r "f( Cot in .. 
Ru ....... ·1 'I. S,·t"(I~ 

III1H&O 

\\'illism GI~f"...!!o on 

J. ". 'lath .. , 
Williall1 Eot, 

Ball('t"r, Fitzgtorald & Sanlplt· 

Renewals on Radio Networks 

eRS 6 ·! 
l'mc. 72 

;l;IIC 166 

~I8S 

CIIS 15] 
;\18S 300 

ARC 282 

Bill Sha .... II; Sun II :30.35 am; 12 S .. p; 26 wk . 
Pt'oplt" Art' Funny; Sat 7 :30.8 ,Inl; 2:1 Srp; 52 '" k ... 

)" 011 II,·, ~foll" Lift"; ". 9.9 :;-10 1)111; tOri ; ;;2 '" k,.. 

Frank &. E[)rn~"t; Sun ]2: · 1~.] pm; ]5 Ort 

Sin~ )t A~ail1; Sui 10:15.30 pnl; ' . 1\0'\: 2(. ",ks 
Fh'(O n.inutes Lefort" and after 'IRS Foothall Ga .. u~ of tht~ W~k; 

Sat; 23 St"p-t"ntl of foot hall 6t" a~un 
Joh .. II. K,·nru·.ly; ;\I.Th ]0:30·]0:35 1'111; 18 S.·,,, :;2 ,,·k . 

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

American CI,,;ar<"tt.. & 
C~ar C. 

Anlerieau nom{" Producls 
Corp 

Armstrong Cork Co 
AssorlatloD of Amt"rir31l 

Railroad . 
Brlstol.My .. rs Co 
The Champion Spark 

Plug Co 
t:udaby Pa .. klng Co 
E1 .... trle Antolite Co 
EI .... tric Companies Ad· 

V~rtl8ing Progranl 
Faultless Stareh Co 
Gen .. ral "'oods Corp 
Th" Gillette Saf .. ty Razor 

Co 
II ud..on Coal Co 
Frank U. lAo .. Co 
Lewls-Howe Co 
Liggt"tt & Myf'rs Tobacro 

Co 
"i1 ... Laboratorl .. s In .. 

~atlonal Bisenlt Co 
PaeiS .. Coast Borax Co 
I' .. t :\llIk Snl ... Corp 
Pro .. t"r & Gamble Co 
Prudential I osuranet> Co 

of Am ..... lea 
R. J. R .. ynold .• Toba .... o 

Cn 
~t .. rling Drug I .... 

Whlt .. hall Pharnla .. al Co 

Whit"hall Pharm3"al C.O 

Wildroot Co.. 

"-i11lam~on Candy C .. 

J ..... ~Iurra~ 

III1U&O 
Henton &. Bo,", I('~ 

Uoh .. rt)·, I.llfford & .,h,·uS .. I .. 
'13e'la" .. ", John .. ~ Adaln, 

G rant 
Ct"('iI &. Prtos,hrt")' 
N. ,,° 0 Ayt>r 

Rru("(~ B. Brew.or 
nentun &. Ho",·les 
'iaxoll 

C lf"nl t"nts Co 
Grey 
Dall('t'r .. Fitzgerald .. Salupl.o 
C.ullnin~hanl & Wal. .. h 

.\I .. "Canll-F:rirkson 
"rCann-Eriekso n 
Gardner 
Benton & Bowlt·~ 
Calkins & 1Iol<l .. n. Carloek, , .... 

Clinton & Smith 
" ' illiam Est,. 

I tan (" .. roo): i tZ{:!,era I (I'OS 31111») to 

J. F. ,\Inrra) 

John F. :\Inrra, 

R1I1I&0 

Auhrt'y, l'loore & " ' alla('(' 

:>iBC 171 

eBS 17·! 
CBS 174 
c.n s 174 
.'iBC 165 

;l;BC 166 
ABC 282 

"ns 450 
e BS 176 
CBS 16. 

;l;BC 54 
CBS 15·! 
ARC 281 

~mc 14 
ABC 269 
"'BC 165 
"RC 1·15 

(;lIS 141 
c ns 1·1,6 
'lIlS ·!36 
ABC 
NBC 150 
cns 152 
"iBC UO 

(:IIS 163 

;l;RC 152 

eBS 156 

,'iBC 100 
"iRC 100 
ens 176 

'illS 512 

New National Spot Radio Business 
SPONSOR 

An)(~riran Mt"diral As,",o
dallon 

C.ampbel1 Soup Co 

Chattanoo~a 1\1 rd icine 
Co 

C. irru ... Corp 

PRODUCT 

In !iO lillllioual 

Cannt'(1 so ups 

lIIa .. k Ihaught 

"Cirru ... Puneh" ~ofl 
drink~ 

AGENCY 

C.o.·kfi.·I.1 nro" n & eo 
(Torontn) 

~t")son Ch(OSnlall 
(Chattanooga) 

11. W. K a- tor &S.,," I Chi) 

The Bi!! Story; 'W 10·]()::IO pm; 27 S"p; 52 "k, 

I(olnon('(' of II(Olen Trent; .\I.F 12:30-15 ani; 18 Sep; 32 ",k s 
Our Gal Sunday; !l1·)-· 12 :45.1 pm; 18 S .. p; 52 "ks 
Th .. atr .. of To.lay; Sat 12·]2::JO '"11; 23 S"p; 52 ,..k , 
Railroa" l1our; M 8.8:30 pm; 2 O .. t; 52 wk s 

Br .. ak the Bank; ;\1, " -, ... 11.11 :30 am; 25 S"P: 52 "k, 
Charn"ion Roll C.all; ... 9 :5:>·1 0 pm; 29 S"p; 52 wk, 

~i('k Carter; Sun 6:30·7 pI .. ; ]0 St"p; 52 ",ks 
S u s p .. n, .. : Th 9·9:30 pm; 5 O .. t; 52 "ks 
'Iet't Corli .. Ar .. ht'r; Sun 9·9:3() pm; I Oct; 52 " k. 

"'aultl .. " Stareh Time: Sun 11.11 :15 aUl: 8 Oet; :;2 "k, 
W .. n"y " ' urren & Th .. N .. w,: ;\I.F 12.1 :15 I'm; 18 S .. p: 52 "k. 
Ca>alea.I.· of Sports; ... 10.11 pm; 15 S .. p; 40 "ks 

lIud!o,on Coal '!\Iiner~; Sun 9: ·~~·JO 3111; 8 Orl ; 52 ",ks 
Rubert i\]olltgon.ery Speaking; lh 9:"'~-]O ,Inl; 2 ," Aug; 52 14k ... 
Fanny Brie ... Baby Snooks; T 8 ::J0.9 pm; 10 O.·t; 52 wk . 
Bra",n .. t; Th·9.9 :30 "m ; 5 O .. t; 52 wk, 

Hilltol' 1Iouse: M·F 3: 15·30 pm; 2 Oct; 52 "k, 
c.urt ;\Ia .... y Tim .. ; ;\I·F 5 :45·6 pm; 2 Oet; 52 wk. 
Straight Arrow: T, Th 5·5 :30 pm; 26 S .. p; 52 wk, 
The Sh .. riff; F 9:30.10 pm; 29 S .. p; 52 wk s 
'Iury L .... Taylor; Sat 111::J0.I1 am; 2] O .. t; 52 wk
R .... S k .. lton; Sun 8:30.9 pm; 1 0 ... ; 52 "k , 
Ja.·k B .. rch Show: ;\1· ... Il::J0·ll:4 .. '> am; 25 S,,"; 52 "ks 

Vaughn :\lonrnt-'; Sat 7:30-8 pili; 7 \J('I; 52 ".k~ 

Ameriran Albilln of Falniiia .. !\IlI s il'~ Sun 9:30.]0 pm; 21 S .. p ; 
52 wk , 

1\lr. K een, Tran.or of 14o~t l't'(,soll~; Th 8 :30 .. 9 Pi"; ] 9 0("1 ; 52 
",k!oO 

Front Pag .. Farr .. lI: M·F 5 :·15·6 pm; 25 S .. p; 52 wk, 
Just Plnln Rill; M.F 5 :30·45 pm; 25 Sep ; 52 wk, 
Arthur Go"fr .. y; ;\I·F 10:15.10:30 am (alt .. rnat .. wks ); 26 :-.. 1' ; 

52 wk l'i 
Tr ntO Dt"tt"rth'c !\Iysterif"s; Sun ~:30-6 pnl; ]0 Set». 52 ",k ~ 

STATIONS·MARKETS 

I~OOO si n s; u.s., Hawaii, 
Alaska 

12 Canadian sing 

SOlllhrrn anti Inid.Solllh 
rnkl o;; 

Tt""'1 raillpaigns in Ilulian
UIIOlis, Colurnbu~~ Grantl 
Itapid s, D .. troit 

CAMPAIGN, start, duration 

Anllrnll!iO; 8 Orl; 2 wk :; 

lIalf-hour Irnnst'rih~(1 pro~rnnH.: 3Q 
""k!'!o 

Annernl!'>; ]8 Sep; Fall and ""inler 

Anllrllll~; eurr('nl (nal) canlilaig n in 
1951 ) 

• 'n ne~·t issue: lYe", find Rene.l-' on Telecision (Network flud Spot); 
Station Re,Jresentfltion Clu.nges; lldcertisil'!1 A~/encu '-e.·sonnel Clu.n!leS 
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New National Spot Rad io Business (Continued) 

SPONSOR 

Curtb Pllhlhhill~ '-:0 
,. ih~iauk{"(· Road 

.'Iotorola 111(' 

N'ational Carl-on C.U IIIC' 

I'ao'k 8. Tilfor,J 

PRODUCT 

Latli('~ IlonH~ Journal 
Railroad 

T" r('('('h'('r dh 
"Prt's loll(, ~~ Ani i .. freeze 
Tillte'\:. 

\ ' alronol 

AGENCY 

8111).,\:0 (N.Y.) 
Ro .. he, Williams & CI"al")' 

(Chi) 
RUlhraff ,,\: Uyan (l'i.Y.) 
William E Sly (N.Y.) 100 
Slorm & Klein (N.Y.) 

'Ior~e Int.ornalio nal .~.l.) 

National Broadcast Sales Executives 

NAME 

.I"lon IIrarll,·~ 
Ken Car~" 
E41win II.' F:'~t('s 
Jalnt'~ , .. Gain4· ... 
U. A. Lalham 
Erlwar,1 "add .... 
Hudolplo H. I'i .. ar .. lli 
\\ ' iIHanl ~. Piri,' Jr 
\,"arTen F. R" .. ,lcI,·n 
Chari,,·.. Sin('lair 
"'t",· in H .. Iooi~'·(·n,·,.· 

FORMER AFFILIATION 

KFI.T\· , L.A.~ at"ct ex('(' 
K " ·K\\ ·, Pa~adena, s i s rt"ll 
" ·(;" ·V. Gad~(If'n, .-\Ia," gt"n nl~r 
"III':, .'i.Y ., ,lir of II ,,\: 0 , Ins 
\\·Knc..TV, f:incinna ti, g('n :-. 15 I1l~r 
.'i IIC. N.Y., o"t 10 pres 
Prudential In <; uran('c Co. spe('ial a~cnl 
\\,FBH, lIallo., natl ,), dir 
n~pnblic A"iation Corp. N.Y., motion pit"ture flir 
I"nday's A(h,·rtising. ~.Y., ratlio. tv f'ditor 
KFI~ KFI.TV, L.A.~ ~h., prolO ",uper'· 

'i Ill': , lIulfalo. "'!!r 

Sponsor Personnel Changes 

NAME 

F, lwar.1 1Ii1 .. k 
\Y. K. Hruguif're 

J. ". Coole)' 
("harh~ ... B. Denton 

I>hil Kalrrh 
" ·alter .'\.it .. llJl 
Clifford II. ~hirl e~' 

FORMER AFFILIATION 

Lu," (;Jock 'lfg Co, Waterbury, ass l ,Is tngr 
S. L. John ... on & Son, Rat"ilw , " ·h('., Vetro1t di ... tri('t 

~ I !:!I .ugr 
O ... horn D.lrl(·tt .. f(. A ...... oc, CI('ve., prod nlgr 
" ·t" ... ton Electrical In ... trunlf·nt c.orp .. ~ewark, pub .·t"1 

nu:~r 

Tonf Co, 1\·.l.~ f'Xt'c "p 
J. J. Gibhuos Lt,1. Toronto, '[l 

S. C. Julrn!!oon &. Son. Ha('ill" ~ " ·1S'· .• alltolnothe Itro,h 
lIIt'rt"han,1 b('r 

New Agency Appointments 

STATlONS·MARKETS 

18 mkl s 
KFAH, F~ irhank.; KF.'d , 

Anrhorag-e 
"II TV mkl s 
100 ... kl s 
5.· ).· ... t(·41 nlkt s 

125 .najor .ukl -; 

CAMPAIGN, .tart, duration 

\nncnl1s; 27 St'(l 
.\nncml s; 26 Sep 

\nlu"nlls; 25 St'fl; b ",·k s 
Annc1111 s; I ~le 5('(1, ea rl y Oct; 6 wk s 
Ann('ml s; 25 St'P; 7- 1 3 wk!J (\'a ri e~ 

in different nlkt s ) 
\nncmt s ; 25 ~('II; 2·. \4o'J..5 

NEW AFFILIATION 

Ea rle C. Anthony Inc L.A.~ a . ., ... l sis nlgr of radio dh 
KF AC, L.A., s i s 
,,' ETO, Gads,len, f;tt"n 'n,:!r 
Sanl e", \-.p 
Same~ gf'D n.gr 
Sanlf' , 'P 
KTTV, L.A.~ s l~ s ' ·c coo rdin a tnr 
San.t" , ,I ir of sl~ 

cn.s. 1". Y. ~ a!!l!'.ot nlgr fil nl s ' ·c opcr-ation!!l df'pt 
W PIX , ],;.Y., Int"mht"r of puh .... taff 
Earle Co Anlhony I .... , L.A. (KFI, KFI·TV) . ~ .... , I, ... ~r of ra.lio 

dh' 
P ro~rt"!!o~h·t" Broa,leas ting 5}"stem, .q n ('onSoultant 

NEW AFFILIATION 

Sam.-, ~h In~r 
Samt' ) no~too district ""Is nlgr 

\\ ·oo .. tt"r Ruhbcr Co, \," oo .. lf·r~ H., a;;;.,t afh .n~r 

Sanlt", ad,' Jn~r 

HVlll art In('~ N. l .• dir of s.h 
:\" ~tion a l 1I0 .. i,·r,.- :\lills Lt,l , Ilanlihon, ()nt.~ ~I .. nl~r 
l ' uit ed ~talf"" Rubl)t"r Co, '\. Y . (l: .S. Tirl."" ,Hvbio n)' ad , ~ ~ Is 

pro nl .n~r 
~.lI.W. V('troit .Ibtri('t .... J... .n~r 

SPONSOR PRODUCT (or service) AGENCY 

Eli Eo AII ... rl In .. , .'Ii.l. 
\, Cr}·.h.llude l Inc. 1'·.l. 
\ .Heric·an Tt.'If·,·i .. ion I n t", Chi. 
BlIlI~,·)·f' CfJrp~ j\,·w 11.1\ ,'n 
(:"~.r"·:-, 1'Iur~(·r)·, 1Jt"1I(",ill,'~ III. 
CitiJ. .. n· :o. Autu III!!Iuran.·(·, !-Ialt 1. •• "- •• Cit,. 
C itrn .. Prodll('t ~ Co, • :hi . 
COln •• 1 lIos i"r}, 'Iill s In c~ i", .. ~ Ihannf,·I .. , T'·xas 
Be I'rec ( ~ u, IInllan,l~ \1 it· ... 
Econo.n~· (; a~ Furnae,' 'I f~. Cu~ Clii. 
Frn:J.:ol:. ' :0, ~a!t I.ak..· (:it,. 
I n~l ... r lu,' ~ P .. il:.. 
J. A. 'l:lur"I' hl(" , LUII~ h,lan,1 Cit~ 
'I.li,·r B""r ( ·n. L . ·\. 
Jo"" ". 'Ia .. ur,.· .. '<.: ~un IlIe, B •• lto. 
'Ir ... AIi"ulI~ s Cuukit" (:f)~ ~ontJ. ........ . 
'U,I l·: nt.:li~" Cn~ .o.,all Ju .. e 
I)('n CUI'pnratiull of Anwrica. 1\.'\. 
:"'Iiticoll" PrH.llIet-; Co uf A 1Il,·ri,· ••• t:It·, ('. 
"';kinn"r 'I f~ • :0. Hrn .... u 
.... kinn'·r .. '<. P.·lton 111"', Chi. 
I":t~t,.· '1 onth Pn .. l'~ Curp~ :"i.l. 
\ :ti .. ,·),.Urbtnl ~hut' Co ""' , H'H"IH·..,t,·r, 1\'.l. 
Ju .. ,·"" U·if·",n(·r Ori::illals 

... ·\Ibt"rt Fifth A\-'enue H 
Il o,.~~('ar 

~tation rt"prt"sentath e 
1 \. set s 
··Pla .... li,·ute" t"ar poli .. h 
V"g:t"table plal1t ~ 
Anto inStura.H·(· 
"Kist~' h~"f'rag:(' CO IICf'nlr.lth f' 
"COIH('ttf'" n}·lon ... 
"'Nu llo '" ,1"o,lorant tahl(, t 
'"E,cnflo'" ga~ fllrn3,'e s 
'"Lik .. 'I.Ade" 
Il a n,lbag .na nufat"tur,·r 
16mln (·.lI11era~, re('or,lin~ C(llIipllwnl 
Hr('wf"ry 
Paint .. 
• . ookit" manufaetur"r 
nog al1,1 ea t f 00,1 
'"Vall Orlnan~' p('n 
Furnitllr(' an,1 anto poli .. 1r 
;\Iac:.runi pro.1 u,·t!'!. 
uS ila, ox" carpho ltf' allachn ... nt 
Henlrifricu 
~hoe.~ 

~t C"'I1S Inc, ~. Y . 
O·BI i('n .. x. norrall(,"~ :" . l·. 
Turnf'r, Chi. 
T,·,I Somlllf·r:!i. Bri,lgt"porl 
"';haffC' r.Hr(·nllan.,:\larg:ulis, :-0.1. L. 
nO!!ls Jurnc)" .. ~ As.~o(', Salt Lake ( it,.· 
~"h~ ilnnwr .. '<0 S('ott~ (:hi . 
Tholuas F. Conroy In('. San Antonio 
Ca .. lc·r, lI f' mp .. tt" :.,1 .. I( lI an for,l, Chi. 
'hH"ris F. S~·anc,. Inc, C hi. 
Hnss Jurll(')' 8.. Assu('~ Salt "uk(· f:it,.· 
I..c()u .. r,1 F. 1·· ... lll11 a ll .. fi( .\ s~ n(', Phil ... 
BII,·I.anall .. '{ Cn, :".l·. 
Biow Cu~ III } w ,1. 
II. " .• Ihul,I"nll1ei('r Co, Balto. 
Lcy .. fi( Lh ill g: ... t( .I1~ S.F . 
Bnt ~ for,l~ (:on .. t a nth .. · .. ~ (~:.r,llIt"r, .~.F. 

I.c ~ t'·r lIarri .. on, N.l. 
Palin .. I( I·atter~on~ CI ... ,·t". 
BozclI .. I( J acob",~ Oll1aha 
Gourfnin· (:n hh ~ Chi • 
\"i,·tor '·.111 tI"r Linde Co~ Z". l ·. 
~tnrll1~ nochf'~ l('r 
E. T. Ilowar,1 Co, l'i.'-
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tl,ey all turll Ollt 
(and IUlle in) 

for willie wisll 

It seemed that all of Indiana 

turned out to meet WILLIE WISH 

when he made his yearly visit 

10 the Indiana State Fair Radio Center. 

As lI sual WILLIE greeted his many fans 

with plenty of good live programs, 

unci this p'ar he treated them 

to a beautiful color movie of a typical 

broadcast day at WISH. 

_ Yes - it happens every year at the State Fair. 

I {~;){::.;~ f2~ WILLIE WISH greets 'em and treats 'em. 

~$~~('~IK;~::' 1~ 
_:b~_8~ \~ ~ 

that powerful puller in Indianapolis. .. . 

] ~ I ffi1llii .'1;1; •••• w;Oh AMERICAN BROADCASTING 

GEORGE J. HIGGINS, General Manager 

25 SEPTEMBER 1950 
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Television's TOP Sales 
Opportunity 

WILMINGTON 
-first in income p 
filer 
am YcllIlongallU.s. 

metroPOlitan centers 
of 100,000 or Over. 

Sales M 
1950 S onogement 
p, urvey of BUYing 

Ower. 

DELA W.A~ail stote 
_ titst ~ high-

s' has 
putchase , ·ta e1t-

t capl 
est pe tanystate. 

nditute01 
pe BureaU 

U S. Census d 7/2/50. 
, 1 ase 

figures re e 

you this buying 

audience. 

If you're on Television-

WDEL-TV 
is a must. 

Represented by 
ROBERT MEEKER 

Associates 
New York San Francisco 
Los Angeles Chicago 

.illr. Sponsor 
Vice president, sales and advertising 

Chesebrough Manufacturing Company. N. Y. 

"Our appeal in advertising is directed toward men and women in, 
~o far as possible, a home setting:' 

In this one sentence, Basil Emery. vice president in charge of 
sales and advertising, sums up the advertising philosophy of the 
Chesebrough Manufacturing Company. "ltadio, our Dr. Christian 
show for example, and now television, have done a fine job for us," 
says Emery. He has handlf'd the advertising of Chesphrough for O\'er 
2.5 years, has been with the company more than 30. 

Emery works with an ad budget of approximately $2,500,000, de
votes about two-thirds of it to radio and tel('\ision. The compan) 
has been in radio on and off since 1928. They spend over $1,000,000 
yearly for the popular Dr. Christian show alone, which is aired 
\Vednesday nights at 8:30 over the CBS network. Scripts for the 
show are written hy the audience, have been for the past nine years 
of the show's twelve. 1\'[ore than 70,000 scripts ha\'e been submitted 
with prize money totalling over $115,000. 

"We feel that this audience response is a good measurement of 
the show's success," says Emery. His o\\n success is tied in with that 
of the company, which he joined ill 192U while living in England. 
He came to America in 1923 and lwrame adYertising manager for 
the parent company in this country. In 1936, he was promoted to 
sales and advertising manager; later wa .. made a director and secre
tary of the company. [n 19.1.7, 11(' hecame vice president in charge 
of sales and advertising. 

Following Emery's r('commendation, the compan) picked up and 
currcntly sponsors Createst Fights of the Cenfury over the NBC-TV 
lIetwurJ..., 41 stations. It is a IS-minute film telecast Friday nights 
~ome time between 10:00 and 11 :00, costs the company from $5,000 
to $7,SOO weekly. (It is rumored that thc company also plans to 
sponsor Doug Edwards and the News o,er CBS-TV). 

The cOlllpany covers a vast tNritor) with its Vaseline products, 
uver 100 countr ies. I n America, its Vaseline Petroleum Jelly alone 
has almost complete sa turation , is used in ahout 90 % of all homes. 
Net income grew from $1.()ol,798 in 194B to $2,076.462 in 1949. 

Emery is used to covering a lot of ground himself, even at home. 
He has seven acres in New Jersey; and you're apt to find him an) 
week-pnd working in ol1e of his se\'cral gardcns_ 

SPONSOR 
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another first for WWJ-The Detroit New s 

... TV 

fIRST IN MICHIGAN • 

goes to college! 

WWJ-TV and the University of Michigan 
have announced completion of plans for a 
series of televised home-study courses this 
fall ... the first venture into the field of 
university education by any TV station. 

The entire academic resources of the uni
versity and the production and transmis
sion facilities of the station were pledged 
to its success. Initial plans call for lectures 
on history, fine arts, music and the funda 
mentals of the natural sciences to be illus
trated with a ll the visual aids employed in 
undergra duate instruction. The television 
"classes" will even be taken into research 
laboratories, workshops and rare book vaults 
usually barred to all but a few accredited 

students. 

Those who enroll by the payment of a 
nominal fee to the university will be 
eligible for examina tions and "certificates 
of recognition." 

Mark this up as another in the long list 
of "firsts" credited to WW J during its 30 
years' existence. It adds immeasurably to the 
prestige and community confidence which 
WW J has always enjoyed. and which has 

-:_ always proved so beneficial to its advertisers. 

Ow.eel o.eI Ope,o,ell by THE DETROIT NEWS 

Na/iono!lIepre.eotative" THE GEORGE ,. HOlUNGBEI!Y COM'ANY 

ASSOOATE AM·FM STATION WWJ NBC relevWon Nelworl 

25 SEPTEMBER 1950 
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I h e I e a ~ i nils t a I il 

0 n i nIh 

KNX 

K N X is the most-li stened-to station 

in Los Angeles. Says Pulse: KNX liS firs t 

in twelve out of eighteen one-hour time 

periods, l\1onday through Friday .. f and 

first in total rated time periods. 
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LOS ANGELES 1\,":3 .' \ 

50,000 WATTS 

Represented by RADIO SALE:). Radio (lnd 
Tclevi.~i()n Stations Reprrscn tlltir'e . . . CIJ."·. 
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SOURCES : Sales lI1a,waement 
Survey of Buyino Power , M ay 19~0 . 

Automobile Manufacturers Assocw t lOn 
Pulse of L 0 8 An(1elcs , J u l y- Auoust 1950. 
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In This 
Prosperous " 

"na Piedmon 
taro" ..... ~C)I1~"'··-,,,\S 

~ tfta",es~os\ 
"rea ,,,a '( 0\)'( ~a(\ \ 

S\aUo(\ sa\eS _ 
~aSS -

flO\e(\\ 

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

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

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

(Monday thru Friday) 

6:00 PM .. 10:00 PM 67.6 
(Sunday thru Saturday) 

GIVE YOUR SALES 
POTENT PERMANENT HYPO 

Represented By : 

John Blair & Co. 
Harry E. Cummings 

Southeastern Representative 

Roger A. Shaffer 
Managing Director 

Guy Vaughan, Jr., Sales Manager 

20 

5,000 Watts --
950 On Your Dial 

New developJJlellts all SPONSOR stories 
-----

I p.S. See: " Mr. Sponsor" 

Issue: 8 May 1950, p. 20 

Subject: I. Rosenthal, Maiden Form Brassiere Co . 

A brassiere, after all, is only a legitimate item of clothing. And 
at least one network seems to haH' recognized this fact of life. 

In its "Mr. Sponsor" of 8 ~Iay 19S0, SPOl'."SOR described the typi 
cal brassiere company TV pitch- brassieres to be shown on dummies. 
There was some talk at th e time that live models might he permitted 
by the networks, which had banned them. 

ABC recently lifted the ban with its IS-minute program, The 
Robbins !Yest, to be aired 11 :00 p.m. Fridays beginning 29 Septem
ber. It will be sponsored by the Exquisite Form Brassiere, Inc. Com
merc ials will present a live girl modeling a bra. 

A one-shot test show, Dear Diary, was telecast by the compan~ 
early in August on ABC. The model in the commercial was dressed 
in a dancer's skirt; her face was deeply shadowed. Her bra was not 
exposed directly. hut it was covered by a transparent stole of a net 
fabric. The sal1le manner of presentation will be used on The Rob
bins Nest. 

Magazines and newspapers have for a long time used pictures of 
live bra modds. Perhaps ABC is establishing the trend for TV. 

p.s. I 
See: "Play ball: 1950" 

Issue: 10 April 1950, p. 30 

Subject: Baseball on the air 

Forecast for your alma mater football eleven; most will take to 
the air for the 1950 season. 

SPONSOR predicted in its "Play ball: 1950," 10 April issue, that 
this past summer was destined to be the biggest season for baseball 
hroadcasting. It was. 

.~ow. the ball has been passed to the gridirons throughout the 
country. Agile advertisers are picking it up 011 both radio and TV. 

Mutual plans a coverage similar to its baseball "Game of the 
Day" series. For the football season . .:vIutual will broadcast the 
" Game of the \V eek," starting 23 September. Each week the net
work will air one outstanding and traditional college game. Tell 
Saturday games will be broadcast on over 300 stations. Mutual ex
pects most of its 3,200 baseball ~ponsors to pick up the games. 

The it 1. Reynolds Tobacco Company (Camels) has stayed on the 
bandwagon. During the baseball season. Camels sponsored a fivl'
minute baseball sUlllmary following the daily broadcasts of the 
" Game of the Day." The company will sponsor a similar football 
sunllnar)" lwfore and after each football "Game of the Week." 

For the first time in football history, a ~e\\' York station will 
broadcast the complete schedule of the 1\l"otre Dame games. The 
General Electric Supply Corporation will sponsor the broadca"t~ 

over ''''lCA in New York, directly from the stadiums. 
The Gridiron Press Box. sponsored by the Gridiron Cluh of ~all 

FraneiS<'o, i:-: being aired twice weekly. 
The Miller Brewing COlllpan) is solidi) behind the professiollal 

Green Bay Packers. In additioll to sponsoring th e games over a 
network of nearly 20 stations in Wisconsin and Michigan, the COIll

pan)' promotes the team \\ ith a Humber of spot announcement". 
Chevrolet will sponsor the teleca"ting of five Notre Dame game~ 

over DuMont. The network eXlwl"ts to reach 20,000,000 televil'wer" 
in a hook-up linking 43 cities. 

These are \Jut a fl'\\ of 1Il<lIly foothall st'aslIn air acti\"itie". 

SPONSOR 
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(FEATURING MARTHA BOHLSEN) 
- -

R A D I 0 

with the Hard-selling 4-way 

WOW FEATURE FOODS 
Merchandising Plan 

Now is available to advertisers of acceptable 

non-competing Products sold 

in Foods stores 

_ Minimum Contract two participations 

per week for 13 weeks. 

Rate per participation - $46.75 

(with 50/0 off for 4 or 5, and 100/0 off 

for 6 participations, per week). 

DON'T Of LA Y ... Get Full Information NOW 

o SAL E S 
Insurance Bldg., Omaha, Telephone WEbster 3400 

FRANK P. FOGARTY, General Manager 

LYLE DeMOSS, Ass". General Manager. 

Any John Blair Office 
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NEW YOR K 

BOSTON 

CHICAGO 

DETROIT 

SAN FRANC I SCO 

ATLANTA 

HOLLYWOOD 



1. LOCAL RADIO : Nissen Bakery, Worceste r, WTAG newS 

2 . NETWORK RADIO: Continental' s CBS show is big hit 

i 

BIG NEWS -for the whole family 

on Televisio,:n:--lliiii';iIIIi 
everY Sund!!y! ~ 

"opalong .~ 
_dy I 

OVER STATION WOC-TV 
STARTING- SUNPAv, JUNE 4 
6:30-7:30 RM. --, 

I ::~~:S~f WONDER BREAD 
, The Bread That Helps Build Strong Bodies 8 ~! 

3. LOCAL TV : Continental uses TV. Is one of top bakers 

i t S,-o,'\'son round.", 

Bakers on the air 
The big boys .lIul loe." firllts I)et their 

douglt on rudio/TV. Prontotion 

s\vept store-bre.ul to 98'ft, ill cities 

~~.M The bakers of America are kn eading more 
I ' dough tha n e,-e r , in more wa ys than one. Ris· 

ing prices have broug ht about a cost squeeze. Yet the 
industry remains healt hy. sa les volume contillues high . 

Raking is big husiness. The art on an organized basis 
is as old as th e Egy ptians. perhaps older. Yet in 1900 
only 5 1

.'( of th e hread consumed was bought from baker
ies. Today. 85 (1,- of all the bread we eat is bakery-pro
duced. In metropolitan areas. th is figure rises to about 
9W-~, with only 2("1, of the bread classified as home
baked. This spec tacular r ise is d ue to somethin g more 
than an economic trend. 

Yo u can cha lk up as reason number one the high pro
motiona l pi tch at which the baki ng industry opera tes. 
Other food ind ustries. in fact anr ind ustry which turn s 
out low-priced consumer items, can take Hote of a job 
well do ne. There is noth ing the ha ki ng industry does 
promotion wise th a t can't be d uplica ted h) other fields. 

Ameri ca 's bakers a re a closely-kni t and cooperati, e 
group wi th, of course, the usual amo unt uf normal com
petition. [n addi ti on to organ ized industry- wide promo
tions, they hm-e ac tively engaged in competitive adver
tisi ng. Accordin g to a recellt report from the Broadcast 
Ad,-erti sing Bureau of the l'\ational Ass()('iation of Broafl
casters, about 65 (;' of all bakers ad,-ertise regularly . A 
recent SPONSOR sun ey re,-ealed an accelerated trend to
wa rd the lise of the air, with thi s winter rl cstinf'd to he 
the banner r adi u season of a ll t imes. 

There a re severa l reasons for this spira ling use of th e 
air. 1\10st impurtant a re: (11 co-op advertising like that 
of the Qua lity Bakers of America ; (2) an increased use 
o f na ti onal promoti ons b) such orga nizations as th e 
American Bakers Association and the Associated [(etail 
Bakers of America; (3) leadership of the hig boys like 
Continental , Genera l. \Vard, and Purit ); (4- ) the neces
sity fo r repetiti, c plugg ing of brand names to a specific 
audi ence at a rela ti" ely low cost; (5 ) s\\-ift advance in 
the use of TV. 

Beca use of th e perishabi lity of baking products, baking 
as a business is primarily local. ~o. too, is its ad,'ertis-



Sunbeam 

4. NATIONAL SPOT: QUALITY BAKERS IS CENTRALLY RUN GROUP OF LOCAL BAKERS. HEAVY USER OF SINGING COMMERCIALS 

ing. Here\; the way costs break down, 
according to the recent Broadcast Ad
vertising Bureau repo rt: "Advertising 
expenditures . .. range from .1 % to 
3.8 % of net sa les ... the average be
ing about ) ::1 % . For most loca tions and 
types of shops an expend itu re of 1.5% 
is considered good. Among wholesale 
hakeri es, the average advertisi ng ex
pendi ture runs 2.63% of gross sales." 

Perhaps the greatest advertising 
punch on a local level is th at delivered 
hy the Quality Bakers of America . 
This coopera tive organization of 104 
manufacturing bakers th roughout the 
country (39 states) will spend more 
than $4,500,000 this year for local ad
vertising. I t will usc all media except 
magazines and business papers, will 
devote nea rl y half its ad budget to 
rad io and telev ision. The organiza tion 

24 

cu rrently uses 307 ra di o s tations alone, 
wi ll increase this to over 400 in the 
fa ll. 

The Quality Bakers group super
vises, recommends, and steers the 
member bakers in a ll thei r activities 
fr om production to promotion . Most 
members use the b rand na me of Sun
beam on their products, accompanied 
wi th the tradema rk picture of little 
" Miss Sunbeam." Each baker retains 
his business entity, but submits to the 
production formulas and the merchan
dising and advertisi ng policies of the 
organiza tion. Each ag rees to spend a 
min imum of 4 % of his sales for adver
tis ing. 

" With few exceptions, all adverti s
ing for our 104 members is handled 
through our headquarters here in New 
York City," says Jack CofTey, director 

of radio and television for Quality 
Bakers. " \Ve make our own transcrip
tions and TV films, have our own 
writers, a nd use such talent as Four 
Chicks a nd a Chuck of the Glenn Mil
ler band, Cha rles Paul and Trigger, 
Alpert and Andre Baruch." 

The fil ms a nd transcripti ons are sent 
out peri od icall y to each member, based 
on his previous reqUIsitIOns. The 
baker submits his advertising requisi
tion in October for the advertising 
yea r, Ap ril to April. The member pays 
the orga nizati on for the amount of ad
vertising he requisitions. 

This centralization covers all media 
used. Field mell from New York con
tact each baker prior to the submission 
of his requisition, a id him and advise 
him III the setting-up of his ad bud
get. In the case of radio and TV, the 

SPONSOR 



organization finds the stations and 
spots for the member baker, actually 
picks the time!' for him. lVIembers 
themselves cooperate full y with the 
parent organization, and usually will 
not buy any local advertising until it 
has had th e nod from the New York 
office. 

For the most part, Qualit y Bakers 
uses radio and TV musical jingles. it 
does use loca l shows or prog rams for 
member bakers. depending on the 
baker and his particular localit). The 
Huber Baking Company in Wilming
ton, Delaware. for exalllple. a member 
baker, c urrently sponsors the tran 
scribed Boston Blackie over WD EL ill 
Wilmington. Tuesdays and Thursdays 
at 7 :30 p.m. In addition, the company 
uses spot announcements on \VDEL, 
also on WAMS in Wilmington. WILi\1 
in Wilmington. and WPW A in Ches
ter. It airs from three to fiv e an
nouncements a day on each stati oll. A 
short live show. Radio, is aired over 
WPWA. For TV activit y, the com
pany has four announcements a week 
over WDEL-TV: and three a week 
over WPTZ in Philadelphia, with two 
other member bakeries. Huber's radio 
and TV activity is coordinated through 
the New York offices of th t' Qualit y 
Bakers of America. 

taking ca re of the advertising for its 
members, the Quality Bakers of Amer
ica stands alone in the fi eld. But be
hind all bakers. ill the garb of indus
try promoters, is the powerful Allwri
ca n Bakers Association. Competitors 
have united in this organization to 
promote their industry. Of about 30,
noo bakers in the countr). L100 a rt' 
membe rs: the others can be if thcy 
wish , a lld are constantl y urged to suh
scribe h) the Association. The Asso
ciati on's promotion hudget will total 
$2.000.000 for the 19S0-S1 campaign, 
comes from the subscribers' fees 
(1 / 10 of 1 I II of g ross sales ). 

The Assoc iation is respnnsibl(' for 
Bakers of America ac tivities, like th e 
"Sandwich and Soup" and " l'ass th e 
Donuts" pro lllotions. Most of the pro
g ram is now confined to magaz ines. 
although the organization c reates and 
releases radio co mmercia l!" for local 
bakery use. It's expected that radio 
will come in for wides pread use as 
ne w members are added, and th t' bud
get sq ueeze diminishes. 

One of the chief supporters of the 
Association is the Continental Baking 
Company. In<.:., \ ew York. P nder 
practicall y the same leadership, both 
have surged ahead. The late M. LeI' 
Marshall served at the same time a~ 

" We are trying to reach the house- chairman of the board of the Con ti 
wife," lack Coffey explains, "and ra- nental Baking Com pan y and of the 
dio affords us one of th e bes t mea ns American Bakers As~()eiation . His 
to do this; we get her a t her place of death last month \\ as a g reat loss to 
work. We believe that the terrific num- th e baking industry. 
ber of musical spots we rUIl will reo Con tinenta l is the leader of what th e 
su it in a desirous subconscious effect in dustry terms ··the big four"; others 
on the housewife, one of familiarity a re General. \Vanl, a nd Purity. These 
with our brand." four , together wlth the Quality Bakers 

As a co-op organization actually of Anwrica . an d tw o uther large na· 

~ 
r K I.l)" K Il \\ /.IV 

"p:.r, "///-J,,,,"_ 

ti onal bakt'rs (Campbell-Tagge rt and 
Inters tate), reportedly did a b usiness 
la st yea r of oyer $()70,000,000. That 's 
cooki ng with gas. 

Co ntinental found out that when 
) Oll mix your gas with plenty of air. 
) ou're going to build a hot fire. The,' 
did. Over haH the ('ompall) 's ad bucl. 
get of more than $4,000,000 goes for 
radio a nd TV. And their sales last 
year a moulltcd to nearly S l40,000.000. 

"Our ad budget shows what we 
think of rad io," says advcrtising man
ager Lt'e ':\1ack ~l a]'shaB. Marshall is 
the son of the late M. Lee Marshall , 
and is weB-stceped ill the sa vv y of thc 
baking business. "With a network 
show and a concentra te(l usage of 
spots, we are able to reach our market 
successf ull y. 

" The woman, the housewife. is our 
big audicncc. Our programing is se t
up to reach her during the daytime'. 
We know that radio givcs us a beller 
opportunit y for a udience selection; 
other medi a overlap too much." 

The co mpany spends close to $ 1.
(100,000 for its morning CBS network 
musical quiz show, Grand S lam , a ired 
e ver 47 stati ons. Right from the start 
four years ago the show was a whop
ping success. The proof was in the 
pudding. 

Wh en the company signed the con
tract for the show with Irene Beasley. 
produre r. director and ;VIC. it expected 
abo ut 5,000 lette rs a week (questi ons 
used on the show are sellt ill hy the 
listeners). Within a few weeks. they 
,\ ere receiving fro111 10,000 to 12.000: 
six weeks later. 50,000 to uO,OOO. At 
this point , swamped with mail. the 

(Please tum /0 paf},e 6() I 

1UIIEIlii 

Sales pitch: F. W. Ziv concentrates on bakers Sale : Interstate Baking signs for " Kid" on WOW Merchandising : This message is on wrap per 
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1. WAS SIMULCAST, NOW SEPARATE: BIG TREND IS TO SPLIT UP SIMULCASTS. MOST SH OWS DO BEITER WH EN THEY' RE AIM ED AT C 

When is it safe to simulcast ~ 
I t~s the rure s how thut CUll successfully Illeet the dellulluls of two 

Illedh. ~. t ollce. so IllOSt Sl)olls ors l)rogr~"11 Sel)urutely f or rudio~ TV 

To simulcast o r 110t to 
simulcast? 
Actually thi s question 

i~n't half as hard to answer as it is to 
;;ay withuut tongue-twisting. All a 
~p()n~or l1f'pd do is look at the simul
('ast rpcord over the past few years: 
recogniz(' that TV has matured as a 
IIwdium; and. in thc light of the px
pericnces of others and the peculiar 
requirements of hoth media. study hi s 
OWlI show. li e now has f<l( ,ts to help 
him dpcide whether it can satisfac
torily meet the demands of radio and 

26 

TY at the same time. mous 117 e the People simulcast oyer 
About two years ago, there were in- CBS-TV ill June 1948. Bristol-Myers 

dications that there would be a fairly programed Break the Bank simultane
wides pread u~e of simulcasting (see ously on A1\1 and TV oyer ABC in the 
" Is yo ur radio show right for TV?" fall of 1948. America's Town Meeting 
S PO NSO R. Septcmber 1943, p. 34). o/the Air. cooperatively sponsored Oll 

Mall), national sponsors were eu thusi- ABC, entcred sill1ulcasting in October 
as tic about it. since it cut the yastly that )ear: Arthur God/rey's Talent 
increa~ed cost that putting on separate Scouts (Thomas J. Lipton. Inc. ) did 
show s for radio and TV necessitated. ditto 011 CBS and CBS-TV in Decem
It offered the additional coverage of ber. Sil1lulcasting was th e popular. 
TV program wise at only 10-1570 econol1lica l approach to a young me
above the cost of the straight radio diull1_ lIo t cxp('Ctcd to sprout as fast 
show, Gulf Oil Corp. laullched its fa- as it has. 

SPONSOR 



DIUM. "BREAK THE BANK" MADE SPLIT WHEN COULDN'T CLEAR SAME AM , TV TIME SLOTS 

What has happened to simulcasting 
since then ? Here are some of the 
findings : 

(l) The maj ori ty of radio shows 
could never make good TV. Sponsors 
of dramatic shows, mysteries, soap op
eras, situation comedies saw the al
most insuperable difficulties of simul
casting, took steps to program separ
ately. General Foods. for example. 
launched its TV version of The A ld
rich Family NBC-TV in the fall of 
1948. 

(2) Sponsors who wanted to simul
cast sometimes couldn' t get the same 
TV time slot opposite thei r AM show. 
Break th e Bank when it switched from 
ABC to NBC in Sep tember 1949 could 
not get identical times on that net
work, took separate segments. This 
type of difficulty is on the increage. 

(3) Some sponsors who tried gimul
casting tended to lose audience in one 
medium or the other. Even the oldest
established major simulcast, lP e th e 
People, when it found its radio ra tings 
were slipping (though it was doing 
quite well on TV ) decided to split its 
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ANI and TV operations last J ul y to 
improve the quality of both shows and 
standing of the radio component. 

Television has grown much faster 
than was anticipated in 1947 and 1943, 
It is no longer a novelty on which any 
cali bre of picture will be watched . 
Highly successfu l enter tainment has 
been eyoh·ed designed strictly for TV, 
and the sponsor's TV show must be 
good enou gh to compete. The trend 
is to recognize this, to give TV the spe
cialized attention and care it deserves 
as a fu ll-blown medium. Too often it 
can' t be done in combination. 

Most sponsors today are program
mg their AM and TV shows separa te

( Please tum 10 page 72 ) 

2. SIMULCAST: "50 Club" is participation 
program, on WLW AM, TV stations daily 

3. SEPARATE SHOWS: "Breakfast Club," 
now on ABC-TV, won't coincide with AM show 

4. AM SHOW DROPPED: "Goldbergs" on 
CBS-TV, also had radio show; latter off air 

5. TV VERSION OFF: "Band of America " 
was on NBC-TV, AM. Currently AM show only 



Wild-West fever: I PART TWO 
OF A 2·PART STO R Y 

W este rn f1 avor exte nds even to station slides 

In thi ~. the e ra of nuclear 
fi ssioll. wonder drugs, and 
super·complicated poli ti. 

eal ideu logy . the simple, salt y. and 
do wn ·to·earth legend of th e \merican 
eo wbo), thrives as it Il Pver has before. 
T hat. fo r a ll ybod ) 's mOllE'y. is the 
g reates t s ingle tr ibute imag inable to 
th e pow er of the broadcast medi a. 

For it was teif'vi sion (aided by ra· 
dio) that bucked the tide of sophis ti. 
ca tion and turn ed the nation's kids in· 
to one mad pos~e of ten·ga llon ha t 
\\ pa r ing. cap·gun packin g pla insmen. 

As S P():\SOH indica ted in the first 

will it sell for VOll~ 
tJ 

chUI)S on e,rery city "Iock~ to "eli~ht 

ar ticl e of this series 0 11 the cu mmercial 
effeeti veness of Wi ld-\\Test programing. 
radio is thr onged with eowboy heroes 
in unprecedented n umbers. And TV. 
wi th whieh th is ar ticle is concerned. 
has litera lly grown on a foundation of 
\\Testern prog ram ing. But th e craze 
has gone far be, ond broadcasting pre
cincts. The movies are doing it. T he 
comic books are on th e band wagon. 
Cloth ing man ufa cture rs a re r iding th e 
wave. 

In Hollywood. every major st udio 
has outfi tt ed une or more of its gold
pla ted leadin g men in ehaps and boots. 

o f countless sponsors 

Gregu ry P EX'k, John Hodiak, James 
Stewa rt. Gary Couper. Joel McCrea, 
Mont gomery Cli ft , John Wayne, and 
other lesser-knowns ha,"e taken up six
guns and r ifl es either for the fi rst time 
or in retu rn engage ments. 

Onl y some record ing geni us of the 
publish ing ind ustry kn ows just how 
many hu ndreds of d ifferen t Western 
comic books and pulp magazines are 
on today"s newsstands. But ma uufac
turers of cowboy clothing and acces
sories can pin the e raze do wn more 
expl icitl y. They estima te th at they will 
sell more than $200.000.000 worth of 

ll'I.ere to ~Iet those lVestern films 

Associated Artists Productions, Ltd . 
444 Madison Avenu e, N. Y. C . 98 features 

Atlas Television C or p. 
1619 Broadway, N. Y. C. 

Commonwealth Film & Television , Inc. 
723 Seve nth Avenu e, N. Y. C. 

Film Equities Corp. 
1501 Broadway, N. Y. C. 

Film-Vision Co rp. 
1501 Broadwa y, N . Y. C . 

Flamingo Films, Inc. 
538 Fifth Ave nu e, N . Y. C . 

Ziv Television Programs, Inc . 
488 Madison Ave nue, N. Y. C . 

12 features 

33 fe atures 

30 features 

36 features 

10 features 

75 featur es 

HOLLYWOOD o ldies started TV gold -rush , st ill have many replays to go 
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[l1~'N LITT LE 
elVB -

HEY KIDS TUNE-IN: 

~~ru~~~ m~mr 
, WKY MUDaw " /" -,. 
~ COla r) .. 
•• :.: " RANCH 

'C ., "'t ., •• ,.JO •. , 

Live commercial on WPIX, New York, film show stars this "living trad emark" Promotion boosted Hoppy on WKY.TV for this firm 

gooos bf'fore \f'W Yea r's En'. 19;')1. 
That" ~ $.;O.OOO,O()() more than la~t 

year. 

For adverti~l:'r:" interested in tf'le,·i· 
sion, the country's \Vi ld· \Vest ff'vf'r 
suggests two basic questions: (11 Is 
there enough \Vestern film avai lable to 
keep thf' trf'no going? (2) Does all 
this Western en thusiasm [(·ally Sf'll ? 

The answer to thf' first qUf's tion is 
" no " - \\ ith an optimistie qualification. 
Thf' answer to the second is "yes"
with no qualification. 

The fi lm si tuation is this. Dust·cov· 
ereo Holl ywooo Weste\'l1s ha \'f' bef'l1 
shown ano reshown until there is haro. 
Iy one of the 107 TV statiol1s that 
hasn ' t gonf' fu ll ·circuit. Many stations 
have had to relax their " no replay in 
less than six months" polic if's. Though 
kids seem to enjoy seeing movies over 
ano OVf'r again. obviously the procf'SS 
can't go on inoefillitel y. 

Fortunately, reenforee n1f>nts arf' on 

the way. '1'1)(') are tlIf' \\' f's tern films dusi, f' evidence. Of the grocers qUf'r· 
made f'~IWcialh for TY which Wf're de· ied. 91 70 rf'port('c/ lIlore requests for 
scrihed ill tht' 10 JUI1f~ issue of spo:"· \Ieadow Gold milk three months after 
SO il. 

Eventua ll y. the indications are. th ese 
tailor· made films will domin ate cow· 
boy programing for teleyision. 

The Lone Ranger ano the Cisco Kid 
were the first hf'roes of speciall y made 
half·hour TV films. Since then. Gf'nf' 
Autry has mounted Champion and rid· 
den through his own series of T\, ad· 
yenture storif's: is financing films fea· 
turillg If'sser known cowpokes. Othf'r 
her of's will soon Iw saodling up in hot 
pursuit of the stagf' coach robbers ano 
that TV golel. 

] ust how much golo there is in co w· 
boy prog raming owr teleYision is 
c1earl~· delinealeo by a recent Un iver· 
si ty of Oklahoma stud y of a H opa long 
Cassid~ film program ea lled Meadow 
Gold Ranch (on WKY.TV, Oklahoma 
City). You couldn 't ask for more eon· 

initial sponsorsh ip of the program. 
When parents were asked wh y the) 
bought .Meadow Cold milk, the TV 
show was lllf'n tionf'd 10 tinlf's as frf" 
quently by customers ,\ho startf'd buy. 
ing tlw milk after the program began 
as hy eu!'tomers who'd been using thf' 
mi lk for some time. And 22.8ro of 
ad ults queried ga"f' thf' nanw of the 
TV program when the proouct was 
mentiOlwd. Among the kids, 53 % as· 
soc iated Meaoo\\" Gold milk with Hop· 
a long. 

Part of tlw show's impact is prob. 
ably explained by the fact th at it was 
Iwayily promoted. But. then again. 
cowbo) shows If'n d themseh'es to pro· 
motion. Air plugs. newspaper aos. 
TV ne \\-spaper columns, and cowboy 
elothes for th e eompany's ori\'ers Wf'rf' 

(Please tllm to page 50) 

LIVE t elecast on WOR.TV, Bobby Benson 's " B· Ba r· B Ranch " TAILOR-MADE fil ms, like Lone Ranger, may take over from Hollywood oldies 
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What sponsors think 
about spot radio 
\Vltell ))uye.· ;lIul sell«-·.· IIle«-·t u t 

SIJot Clillies ~ it's seller wl.o does 

t; .. kill;!-... ost o f it ra v o.·; .... e 

€- Spon~urs likf' to play their cards close tu their 
' • ., OJ vests. What the upposition doe~n't know won't 

hurt us. is the lIIaxim advertising managers live 
hy. But, quietiy, the National A~sociation of Radio Sta
tion Representatives has been doing a remarkable job of 
fact-finding about the attitude of sponsors toward national 
_"pot. 

l'{ARSn has been feeling the pulse of advertiscrs cver 
"illce the spring of 194.9 when it inaugurated a series of 
lIlonthly Spot Radio Clinics. Though exact details of what 
advertisers told the representatives arc being kept confiden
tial , SPONSOR has been able to gather some of the key 
clinic findings. 

The over-all diagnosis: with few exceptions, advertisers 
reported that they were enthusiastic about sales results 
directly attributable to national spot. 

SOllie of the specifics: (1) Sponsors complain that there 
aren't cnough top adjacencies to go around; (2) earl) 
lIlorning time is ill tllf' sputlight nowadays; (3) adyertisers 
want more facts Oil which to base buying decisions. 

The Spot Clinics arc a refreshing departure from routinc 
salesmanship_ They are meetings of salesmen and buyer:
in which the buyers do most of thc talking. Their purpose 
is to help NARSR uncover obstacles to the growth of na
tional spot business_ At thc same time, they serve as prac
tically unprff.cdented forums for the exchange of adver
tising ideas. 

Here's the way the dinic~ work. Each mon th, the Sale:
Stratcgy Committee of N A RSR invitcs one firm to a ttend 
a luncheon mectillg at New York City's Hotel Biltmore. 
Often the spon~or-firlll executive who attends brings along 
somcone from his agency. 

The representatives wallt to kllow two things: "What'~ 
) our experiellce bcen with national ~pots?" "Do you 
have allY suggcstion~ for the improvelllcnt of the mc
dium? ., 

For the names of thosc who've attclJ(letl and a digest of 
somc of their answers, see tile page opposite. 
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(lot Radio Clinic: 1 August 1950 

I N. 1\13(IOllna, .. \,'en;· 
Knodel . 

2 T. " 'hitt-, A Her,.'. 
Knodel 

3 J. M .... 'lanu ... IIran
bam 

1 T. CaDl I.b .. ll, ",·an. 
haln 

;; R. I\I .. ek .. r. ".· .. k ... 
6 K. LaRue, 11 .. 1111,,,_ 

hf"r~' 

7 J. L.·II"ron, RA-TF.I. 
II L. I'i.· .. · .. , KWF'!' 
9 H. Lill"ral, KI.Y:-I 

10 T. Flanagan, N ,\HSH 
II E. Jol ... -IOIU' , UH,<:'J 
12 F. lIagn .. , IlnlIin~ .. 

ht'ry 
):1 {;. Ahralns, Blo.ok 

J)ru~ 

I ,I ~J. 11"",'11 , llIair 
15 B. Ea .... nan. Bl a ir 

t Radio Clini(': 11 July 195{) 

~L l'1 ... Guire, P(otry 
I )1. Vona.I .. , J\ARSR 
) L. Avery. A 'n·r~· . 

: Knodel 

j 6 T. ""hitt", "\'"(" "'-. 
I Knoth-I .. 

7 C. lIaI11mt>r ", lrnnt. 
Ral"lnter 

8 .... '1I"~ II( " lIollin~
hf'n,' 

9 J. ilual'(l" .. d. (:allll'
.... II SOUl' 

10 T. Call1l,hell. IIrall. 
hal11 

II II. AI .. "a","·r. \\ ard. 
Whe.·I ... ·k 

12 T. Flana!l:an. i\ARSH 

ll ____________________________ _ 

'1 lOt TV Clinic: 
I 
" 

N. Farrell, We .. " 

R. McKinnie, Ha),-
rn('r 

E. Reed, fr .. e & 
Peters 

D. Sh·tot'a rt , Texa s 
Co. 

T. Flanagan, :\ ,,\RSR 

18 July 1950 

6 K. Dare, n .. a<lle),
R" ed 

7 1>. CanlIlbell, Petr ~' 

9 D. Kf" arney, Katz 

10 J. Porl .. rfi el.l, 
Haynuor 
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The ex('(;uthes a ppca ring in the pllO
tographs to th e left indicatc the calibre 
of those \\h o hm'c takell part ill th c 
Spot Badio Clinie~. In addition to 
those shown, the followin g top mell 
frolll top cOlllpalli('s ha" e parti('ipatec\: 

31 .\Iarch 19-1.9, eymo ur EIIis, ad
"ertis ing ma nag<' r Philip ;\'Iorris. and 
Wallace T. Drew, divisional a(h'ertis
ing manager Bristol-}leye rs; Hi June 
19-19. R. Stewart Boyd, divi sional ad
,ertising manager I\' ational Biscu it. 
and C. A. ( Fritz ) Snyder. advertising 
dir('ctor BlJlova \V atch Company: 14 
July 19~1.9. Halph C. Hobertson. adver
tisin g manager Colgate-Palmoli,'c-P(,e t. 
and Alhert H. Steyens, director of ad
nrtising National Dairy Product:;, : 10 
~O\'el11her 19·1-9. William D. Howard. 
assistant to ad\'ertising manage r Vick 
Chemical, and Henry ,;\1. Schachte, lIa
tional ad\'ertising manager Borden \; 8 
Decemher 1949, A. R. Partridge. ad
\erti:,ing direetor Uni ted Fruit, and Al
bert Brown. "ice president Best Foods; 
26 J anuary 1950, Bussell Ha rris. ad
"ertising manage r American Chide; 7 
Februar) 1950, :\Iary Brown. adn' rti s
ing manager Grand Union Stores; 7 
.;\'Iarch 1950, C. W. (Chuck) Shugert. 
media di recto r, and E. "T. Lier, medi a 
r epresen tati,'e. hoth Shell Oil; 11 April 
1950, Patrick R. Gorman, ach'ertisi ng 
manager Philip Morris: 2 1\Iay 19,)0, 
Hichard C. Grahl. spot radio bu) ('I' 
William Esty (the one agency man 
thus far to attend as the primary 
speaker) . 

These advertisers agreed to tell their 
stimulating stories to NARSR with the 
und erstandill g that everyth ing sa id 
"as to be held confidential. For that 
reason, SPO~SOR cannot attribute state
lllellts and opillions ill thi s article to 
particular companies or their exec u
ti" es_ But o,'e r-all impressions han 
been gathered f rOIll several representa
ti,'e;;; who hare a ttellded clinics cOllsis
tentl) . 

The representatives say that 75 to 
80 C:~ of the advertisers queried ga" e 
national spot unqualifi ed approval as 
an inexpensh e and sa les-effecti" e me
dium. One advertiser made a state
ment whic h went something like this: 
" At a series of eompany meetillgs re· 
cently (sprillg 1950) , terri tory man
agers. sales l11anagers, and managers of 
our retail outlets were asked to rate 
media. The criterion was media effec
tiveness in pulling new customers into 
the retail ou tlets. Of th e 33 men vot-

ing. all \oted spot radio first; IIe\\~
papers were ill '-(,(,(Hld pla('c; ou tdoor 
was thirll choice; alld lll a~aJ:ine~ ,,'ere 
last." 

Said another i1(h'ertiser : " Our prod
ud was in short s llpply during the war. 
But jingles Oil a spot-radio basis kept 
telli ng people about it during thc scar
ci ty. ,",'h en the war was m'er, we 
pulled ahead of til(' riva l hrand .. .. 
You can get 11101'(' Jleople to know what 
) ou are trying to sell them through 
spot radio thall llewspapers." 

A third advertiser's relllarks "cre ~o 
laudatory and illforlJl ative that they 
deserve lengthy qu otation . The follow 
ing statemen t was takf' n from trail
!'-nibed notes o f olle o f the clinics. It·s 
heen modified only slightly to hide th e 
idelltity of the co mpan y ill\'oh-ed . 

" \Ye arc firm heli e , 'I'f~ in radio, and 
e, en more so in spot. ... \Ve operate 
five days a week in as many markets 
as we can buy. Jt alway" pays off. Jt 
wa,- always prufitable for us. In 194 7, 
we were on ly huying spot fo r 0)](' prod
uc t. S ince then we ha"e bought spot 
for everything in ollr line and we hm'e 
found nothing better. It g ives maxi
ll1um a udi enl:l'. sales stimulus "here 
and when \\ e wallt it. think it is 
g reatl y underes timated by man) man
ufacturers. Most of th em credit spot 
only with the sales in the ci ty of origi
nation and not for th e coverage area. 
. . , We try to do as thorough a n analy
sis job on spot buyi ng as we can and 
the reason we bu y more and more spot 
is because it pays off. We are besieged 
day after day with re presentatives try
ing to sell us outdoor, car cards. etc., 
but regardless of wh at we bu y, we aI
wars come back to spot. \Ve have 
doubled our business in 1949 over 
1948 and are doubling it again this 
year. . _ ." 

Ellthusiasm for spot radio. like that 
expressed in the statement abo"e, has 
resulted in a scarcit) o f adjacencies to 
top-rated programs. Particularly n ew 
advertisers commen ted on this scarcity. 
As one represelltati,'c put it , " They all 
want two tickets 011 th e aisle to 'South 
Pacific'." But. obviou,.;ly, there never 
will be ellough Jack l3ennys. Bob 
Hopes, and Fibber ~IcGees and .;\Iollys 
to go around. The large-!'-cale spot ad
vertisers who ha\'e been at it for some 
time get first pick of the top availabili
ties. Yet, th ey don ' t restric t their huy
ing to the top adjaeenc ies. One of the 

(Please IlIrn 10 page 56) 
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Atlantic's 
razzle-dazzle 

air strategy 
Atlantic does selective sl)orts job. 

G~ulles aired \vlle.-.. illte~·es1 is 
Footbdll is bdckbone of Atldntic progrdming . Gdmes chosen fer locdl interest 

SO llie o [ tll(> rpasons fo l' th t' 

o ut s ta llding s uccess of th t' 

Atl a ntic He fi ni ng Compan y 

\\' ith foo tha ll b road('a~b a rt' simp le and 

ob \'ious. 
The) are the sort of thin p.s tha t a n y 

radio or TV advt'rt iser \\' h o h as a "ea

sonal ai l' a ttraction is ho und to learn : 

1. " 11rnmote) ollr "ports hroa(ka~ t s 

a t a ll t iJl1es t o ) o u r dea ler", a nd to the 

public." 
2. "Don't le t , our ('0Il1I11er('iab in

tprfere \,"i th the ai r aud if' lIce \ enjo)

nlf'n t of th e ga llle:' 
3. "Do n' t H· ly so leh ' on spasonal 

sports broad east ing: to carr) \ ' O U 

Young mdn with d fut ure WdS edr ly Atldn tic st dr 
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thro ug h a full 52 wt'eb o f selling ." 

T here art' o th e r sun'ess see n 'ts, b ut 
th ese are n o t SI) ub\i ous. Olle o f th e 

key fac to rs : "Select ) o ur fo o tha ll 

games a nd ) o ur sta ti o n li s ts so that 

yo u a re airi llg th e ga llle II/ osl impor
lalll 10 Ih e local audience, whethe r it 

be a ll a ll -sta r ('o ll e~f' tilt or a s imp le 
hig h sl'h ool ga m e: -

T hi s lead s direrth' to the n eare~t 

thing to a c r ys ta lliza ti o n o [ Atl a ntie 

Re fin ing's s uecess send . A ft f'r 15 eo n 

sec uti \'e ) ea rs of p:r idirull h road cas t
in g_ i t j" s till fo und in o ne \\ o rd : " fl e ,,

ib ilit ):' This is mo re than just a ni('f'

so und ing arh e rti si n f!: \\ ord to A tl a ntic . 

a nd to it " sporis-" i"l' a d age ll t') , ,'\ . W. 
A) (' I' 8: ~un: i t is th e g reat g uidin g 
r ul e. " Keep the \\'h o lf' ('n m paign and 

t llt' sc he(l u les fl exi hle ... a nd yo u 
\\'O,,-t ha Vt' waste (' i re u la t io n: ' 

Ver) nea l. a sponsor m ig ht Ill ull e r. 
h ut " ha t 's th e diff<.' re ll {,('~ E\ e rybod, 

likes fou tha ll. so "h ~' kll ock ~O lll' S ('1f 
out \\ orn in g i f th t' ga ill p i:-; '-i lllpor

ta n t" to a loca l a udie lH 'p? 

Th(' ans \\ er en n he found in audi 

en ce rcsea n 'h ('o ndut'i('d on th e '\tlan

t il' Hd illing COll1 pa ll \\ [ootha ll broad
('asts hy '\ . \\T, A)<' r . T a ke (J t ~ pical 

Sa tll rd ay afte rn oon. fo r ill s t a n (' (~. i ll 

the M ai ne- Io- Flnrid a- to-Ohio mark et· 

IIl g ar('a o f A tl nntic Itcfining durin g 

th e h e ig ht o f th e g ridiron seaso ll . 

An a lysis sho ws that a s much a s 2.5 7c 

o f the potenti a l a ir audience will h a \'e 

ra dio o r TV se ts tuned to a s tati on 

carr y ing an A tl a ntic -.s ponso red. o r c o

s po nsored football gam e. 
If you 'd ra tllf' r. take the fo otball 

season as a .... h o le. Resea reh has 

proved to \ . W. Ayer and Atlantic 

that a t leas t SO:1r o f the 13_000.000-odd 

famili f's ill th e A tlantic te rritor) tun e 
in at I('as t o nce to A tla lit i( ' f oothall 

galll es on on\' or m o re o f 120-odd s ta

t ions d urin g tIl(" nin e-week sea son. 

Oil th is basis. A tlantic's preoee upa

ti o n "ith Hex ihilit) in it:; g ridi ro n 
ga nw:, Ill a kes a lo t o [ sense, F ew o th

er s po r ts a d w rti se rs-illc\ uding se\'e r
a l indus try ('ompe tit o rs i n the Atlantil' 

sa les hai liwick--ca n cla im li s tenin g 

fi g ures durin g th~ foo tball season that 
(' \ ell ('ompare with A tl a ntic·s. 

In o th er wo rd s. Atl a ntic H,efinin g 

takes the kind o f j o h th a t a Jlational 
s po rt :; a d\ c rti spr like G ille lle does o n 

a (' oast-t o-coa:-;t IHl "is. a nd hr i n g~ it 
tI ()\\'I) to Ih e loca l leYe I. ,\tl a ntic d ()e~ 

it wepk after wppk. 

It h as it s e ff ec t on ,\tl a llli c's busi 

ncs<; p icture, too . While :\tlantic, like 

,111 ) o the r lIIajo r pe tro le ulII r l'itJl l' r . 
(l() ('~ nol co nsider tha t the job of sell 

illg petro leum p roducts e all he don(' II) 

ad\e rtising al o ne, sports hroadcasting' 
has d o ne an impo rt a nt j o b fo r Atlan-

SPONSOR 
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tic through the ) ears. I t has helped 
greatly in boosting Atlantic Hefining 
from a company getting a net income 
of some $10.000.000 011 a gross of 
$131,000,000 in 1937 ( first year of 
bigtime air sports for Atlan tic ) to a 
finn that netted a hetter- th an-industry
average of $27,210,432 on a gross op
erating il1(.:ome of $446,461,857 last 
year. 

Like any good sho\\ man, Atlantic 
has the knack of making its football 
sponsorship every fall look temptingly 
easy. It isn't, because like any good 
show husiuess effort, a lot of detailed, 
backstage work goes into the planning. 
Fo r one thing, the Atlantic-sponsored 
(or, more recently, co-sponsored) foot
ball games may vary greatly. In one 
part of its marketing area, Atlantic 
may be bringing audiences a king
sized, star-spangled clash like the 
Penn·Cornell game on a custom net
work of 40 or 50 sta tions. In another, 
the grid game might be a contest be
tween two high-school tea ms a ired on 
a single rad io outlet. 

The trick is in knowing \dlat game 
to broadcast where. This is somewhat 
true of the Atlantic sponsorship (and 
co·sponsorship) of basehall games and 
basketball games in their season, al
though foothall is still the wheelhorse 
of the Atlantic air sports opera tion. 
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Football, ho\\eH~r. requires the most 
careful planning. because the "inter
est"· of the public can change drastical
ly during the season. 

Most people think of the foothall 
season as starting 011 a nice crisp Sat
urday in late September. As far as 
Atlantic and ~. \V. Ayer are con
cerned, much of the football season 
has practically finished up while the 
lazy warmth of A ugust is still hanging 
ovcr Philadelphia, headquarters for 
agency and client. 

Contractual arrangements will have 
been made for hroadcast rights to foot
ball games Atlantic thinks wiII draw 
the greatest air audiences. These in· 
clude home games of schools like 
Pennsylvania , \"avy, Duke, Princeton, 
Holy Cross. Pittsburgh, Ohio State, 
Cornell. and others. In nearly every 
case. Atlantic and Ayer dealt with thc 
schools in procuriug the rights, get
ting the school's "O.K:'. too. on any 
non-competing co-sponsor with whom 
Atlantic may share its football costs in 
one locality or another. These con
tracts with the schools usually involve 
other contracts het\\ een Atlantic and 
Ayer and thc 60-odd yeteran sports
casters and announcers \\'ho will do the 
actual hroadcasts. Once these contracts 
are lined up, the way is cleared for 
the timebu)'ing phase. 

Timehuying for the Atlantic football 
season is started well in advance of the 
seasou's sta rt. often mouths ahead. 
Sincc as many as 10 or 12 different 
football games are aired on "custom
made" uetworks in the East averaging 
10 or 15 stations, timehuying can get 
pretty involved. It starts. roughly, with 
the lining.up of sta tions in areas where 
local interest and alumni interes t (not 
always the same. by th e way) are 
greatest. Then. based ou advance pre
dictions and knowledge of Atlantic's 
sports staff, other stations with a 
proyed abilit) to "cover" all area are 
added. This is "here "flexibility" is 
most in e\'idence. Although timebu} . 
ing is fairlv well set before the season 
starts, a sudden show of strength by a 
team, a major upset, a shift in public 
in terest may cause Atlantic to add, 
drop. or juggle station schedules. 

Sometimes. changes haw to be made 
hecause of emergencies. For instance. 
in 1949. Atlantic and Ayer were faced 
\\ith the problem of the cancellation 
(due to bad \\'eather) of the Boston 
College-Oklahoma U. game just 30 
minutes before game time. \Yith well
rehearsed precision. Atlantic's trouble
shooters got hold of AT&T, a lld sub· 
stituted the Boston Uniwrsit) ·S)racu~e 
game. This game, almost as good from 

(Please fum fo page 46) 
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"ere"s 'IOIV B i"8 
is beiJl!1 used 

\,\Te use B:J IB as a starting point and 
then reinterpret thosC' figures oursehes. 
Here's an example: 

\"e had a c lient on a powerful N'ew 
York City station who was principall y 
interested in tlw local market. Soon 
we noticed a slight innease in sales in 
Buffaloo Ro('hestN. and Boston, a l
though WC' WNe doing no advertising 
there. We took the BMB figures for 
these markets (sets-in-use). then added 
up the ('overagC' of the local radio sta
tions in these lI1arkC'ts. The differen('e 
\wtween the total sets-in-use and the 
com bined co,oe rage of the local sta
tions we took to he the outside-fringe 
cO\oerage from various large stati ons, 
including the New York City station 
used by our client. We aS~lllne that 
this fringe con'rage increased our c1i
ent\ sale~ there. 

VICTOH SEYDEL 
Anderson, Davis &- Plalle 

\\ Oe use B}IB ao raw lIlaterial and reo 
work figures to arrive at what we con· 
sider the "primary service area": the 
a rea in whi('h we feel that a station can 
claim primary coverage. Then we 
credit every radio home to th at sta tion. 

\\T e a l~o allocate co~ts on the hasis 
of B:\l B coverage and use it to find out 
what kind of advertising support we 
have in each coun ty in the nation. 

HENRY CLOClIESSY 
Com plo" Advertising, Ill c. 

\, 'e are not slide-rule ol)('ra tors. " 'e 
use Bl\ID on a comparative basis, not 
on a cost-per- th ousand hasis. 

CEl\EVIEVE SIILBERT 
Ted Bates &- Co. 

B:JIB figures hpip us detennine th e 
allocation of our budgets according to 
the 36 primary area;; of the Xationa l 
Wholesale Druggist Associa tion areas. 

But one tpchnique we lIse may he 
somewhat out of tlw ord inary. WIH'rp 
we usc two differeut sta tions in the 
sall1e city, su('h as Chicago, if we find 
one ('ounty with a 3470 coverage for 
one sta ti on and 46!~ coverage for th e 
o ther, we ('f)]llbinC' the total covcrage
in this case it would he 800/0 . This al· 
lows us to use ('oun ties that h ave less 
than the required 50 1

-;' for indi vi dual 
stations. 
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BON NEWMAN 
/larr y n. Cohen AdvertisiTlg Co. 

Are you getting 
the most out of BMB ~ 
P~~G luul its ~,gellcies ,vo .. h: fo .. best fO"IlIl"~l; 

othe.es l)~, .. layill~ 1I1l18 .ealV data successfully 

The Broadcast l\Ieasure
ment Burea u was ('feated 

to help answer a persistent adverti ser 
qupst iOIl: How many p eople do I reach 
via radio? 

Un like printed media. which rely 
on time-honored circulation fi gures as 
tlwir main selling point, pre-B'\1B 
hroadcasters often were on shaky 
ground when they claimed certain-s ize 
potential audiences. O\,N t he yea rs 
thi s resulted ill mall Y a battle of milli 
yolt contours and sometimes in spe
('ious theorizing \V hich assa ult ed pros
ppf"tive adyer ti sers. 

S ince the f'mergence of B:JtJI3, the 
timeb uyer has a sta ndard source. This 
is what a sponsor can find out about 
an AM station by looking up its BMB 
data: 

1. Total numher of radio famili es 
hy counti es. Also, ci ties of 25,000 or 
o,oer in mptropolitan counties, c ities of 
100,000 or more in non-metropolitan 
co unties , a nd all radio sta tion c ities 
regardless of size. 

2. \lumher and percentage of radio 
families who listen to each radio sta
tion reaching their co unty ancI city: 
(a) At any time during the week; t h) 
On six or seven da ys during the week ; 
(c) On three to fiv e days during the 
wepk; (d) On one or tw o days during 
the wt>ek. 

;). The above is donp sepa rately for 
daytime and lIighttime listening. 

4_ Area report, hy states, showing 
the percentage of listeners ill each 
("OUllty who tune in at variolls times 

during the week to e'NY station H'("Pi,"
ahle then·. 

The area repo rt mentioned in num
her ..1., above, differs from tlw hasic 
B.MB station presentation in providing 
a comparison of a ll listening in a coun
ty. It gives th e percentage of listen ing 
for all stations reaching a co unt) , 
rather tha n dptailing the coyerage of a 
si nglp station in all counties. 

SPONSOR examined the second B1\IB 
report immediat ely after it beca me 
availahle (13 Fehruary issue) . 1"ow, 
seven months later, SPO:\"SOR reports 
on how th is wealth o f reli able data is 
being lIsed in everyda y dec isions . 

It dis('o\ers wide variations ill liSP 

among buyers and sellers of radio 
timp; mall ) advertising agency time
bUYNs arC' content to tot up couuties 
with 5OC~" or more total listenership: 
oth Ns lise more complex sys tems. 
On th e selling side, some stations and 
reprcsentatives cling to the millivolt 
COlltOur l\Iap. spice it with a few B'\1B 
fi gures Oll total radio families coyered. 
lVlore amhitious organizations, like th e 
networks and radio representatiYes. 
pnJ\oide advertisers with BMB cover
age maps showing the percentage of 
li sll' lI ers in eYery county reached by a 
station 's "ignal. 

By llOW, Jl10~t timebuyers havp set
tlNI on their own pet method of spleet
ing statioll s with the help of Broadcast 
l\'Ieasurell\ellt Burea u information. 

Suppose. for example. that some 
timehuyer has heen instructed to pick 
out a station for the Hyhrid Corn 

SPONSOR 



Conrpany which \\ill get their da) time 
weather forecast into th e most Kansas 
homes. Here's how our mall lIIight do 
it. He decides that the simplest rule
of-thumb is to cumpare eYery stati oll 
in and near Kan sas un the basis of its 
daytime co\ erage. The stati oll choseu 
wiJI be the one deli\erillg th e most 
counties in which 50'·~ or Illore of the 
radio families listen to it at least once 
a week. Looking up \,'XX\., Kansas 
Cit y, for ills tance. he find s that its 
daytimc signal reaches 50'/ ; or more 
radi o families ill 47 out o f 9 1 Kan sas 

counties. These 4·7 counties are th ell 
part of WXXX's primary coverage 
area, by our man's definition . 

Th at's the simplest use of BMB data 
as a station selecti on tool. 

If our tilllebuyer for Hybrid COrti 
fUllS into some close decisioll s on cov
erage. or wonders wh ether a larger 
pote lltial audience justifies paying a 
higher rate. Ire goes on e step furth cr. 
1 nstead of being satisfied with a rough 
measure uf cOYerage alone (which re
flf'c ts ma inly the strellgth of a stati on's 
signal). the tinr eb uyer works out the 

tutal number o f radio listeners ill Kall
sas wh o listen to a particular !-'tati oll 
( which gives an indicati on of "c ircu
lat ion"). How does he do it ? By 
multiplying th e total lIumber uf B~lB 
radio famili es reported for each COUIl
ty by the percelltage of li stellers in 
th at co ullt y who li sten to th e s tati on 
during a week. With the number of 
radi o famil ) lis tellers cu mputed for 
each county, totaling th em all up tell s 
ollr ma ll how many famil ies in Kansas 
liste" daytime to that station. 

(Please tllm to page Gl) 

CBS maps show three BMB listener-percenfagc levels by shadings Petry station data includes maps , easily-used BMB tabulation (see below l 
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TOTAL WEEKLY AUDIENCE 'UCENTAGES IY COUNTY 

~ Night 
~ Night 

~ ...l... ~ A 

~ Mc:Pheraon 77 eo 
Bar er 73 47 .. arton 87 7<1 
aarton ~ 2<1 Morrh 11 
autl.r 91 93 N.a. 17 10 
Chaa. <12 17 Otta ... 12 
Chautauqua 412 1<1 Pawn •• <10 21 
Clark 2.7 11 Pratt 604 Z7 
Coff-V 20 fI_ ~ 83 
ConIanch. <11 19 Ric. 60 <19 
Cowley 9:) 90 ""ah 'Z7 1<1 
Dickinaon 2:) 13 lIIIa .. 11 15 12 
Edwarda 34 :n Saline 29 17 
Elk 6~ 29 ~~rr!~~ 86 88 
Ellia 1<1 63 41 
Ell.worth 43 30 S ...... r 97 94 
ford 21 16 W11,on 14 
Gray 22 21 WoodlOn 1!> 
Gre.nwood 62 29 
Harper 941 8~ ~fa Harvty 92 88 <IS X1 
Hod<Jllftan 19 17 Grant 82 71 
K1119'1an 88 71 Kay :)9 <17 
K1 __ 

<I!> 29 Major 11 
Uneoln 10 Nobl. 22 1<1 
Lyon . ;! 11 Wood a 37 1<1 
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ANIMAL PRODUCTS 

~PO\:-'OR: h .-an', Drug :,tore 

C.\P~lLl:: C b E HlqORY : 

.\ GE \ CY : Direc t 

One hUlldrcd dollars ll:aS 
in vested ill annonncements pushing v('terinary products 
and aiming for neu; custolll ers. After the first COlllln (>/"
cial, 2.') new farm custom ers came in the very salll e duy. 
After tlro annou ncemen ts. Ol;er $()25 l('orth of !!eterinary 
products was sold. By th e tillle th e store's radio cam
paign ended. the) lccre selTicing th e hll ik of the farm 

trade ill theil county. 

W'IBX. Utica PROGR.\\I: Ed Slusarclyk' .. 
Farm & I·lome Sho\\ 

RA DIO 
RE SULTS 

FRUIT 

SPONSOR: It sy Gotkins ~larkPt AGENCY: Direct 

CAPSULE CASE HISTO RY : TII 'o olle-minute annOllllce

lIlents u:ere llsed 011 an early mOTTling disk jockey show. 
Approximate cost: 10. Crates of peaches were ad vertised 
and this is u,/wt happened : 150 crates of peaches sold iJ y 
10 a. 1II .; 250 crates gon e by noon. By 2 p.m ., over 400 
crates u;ere sold. and by closing tim e th e fir st day, 500 
crates were gone. CustO/llers cmn e frolll as far (lS 1I1ichi
gall (1 ,so miles ~ in response to th e air adllertising. 

KDAL, DlIluth PIWGRA\l: Daily with Dayly 

TELEVISION SETS 

~I'ON~OH.: Lee Tel t'vision ACEi'\CY: Dirt'ct 

CA I'SI LE CA~J:<: IIISTO ]{Y : Lee Television n eeded SOlll (, 
ex tra sales impetus to l/lo ve 100 1'1 ' sets. TII ('y pllrchased 
fiv e 1ll1llOllncem('nts scheduled dllring a IPI.OIP exhibi
tion baseball gal/l e. Dllring th e afternooTl of the gam(', 
(I() sets lI 'Ne sold with (I retail vaill e of . a,ooo. At th e end 
of th(' day. 1,('(' had sold 140 1'1 ' s(' ts, a total g ross volulll e 
of O/..'('T $ 12,000. The cosl of th e fiv(' annOllllc('m ents 

(,(Ull(, 10 only $25. 

\\,LOW, ~{)rf() lk l'ROC RAM: AnnOUnCl'I1H'nt-

REFRIGERATORS 

SPO\SOR: Rosenman 's Limited AGE:\CY: Direct 

CAPSULE CASE HISTORY: T h is sponsor sold $3.000 
worth of refrigerators in a one·week call1paign. Rosen
lTLan's uses radio can tin uously, but th is pa rticu la r effort 
is typical of their radio adv ertising effectiveness. So ex
tra annOUllcelll ents were ll sed; no special discounts of· 
f ered. Fiv e daytim e (lllnOUn cements alUl a nightly sports 
show at a cost of $23.60 resulted in the sale of six refrig
erators for a $3,000 gross. 

CKX. Brandon. \Ianitoha PROGR .\\l: Announcements: 
Sport Report 

SHOES 

SPONSOR: Diamond Shoe ~tore AGE~CY: Direct 

C PS ULE CASE HISTORY : Three allllOUTl cem ents, the 
sole advertising, were used befor e the store's spring sale. 
R esult : doors opened at 9 a.l1l. and had to close at 9: 15 
a.lll. because the store [{'as overcrolnled. First day sales 
were $3.000. largest in th e store's history. Cost : $~3 .60. 
There were block-long lin es th e entire first week lcaitillg 
to get into the store. Sale lI;as cOlltinued for nin e u;eeh 
witlt more allllOUilcelll ents. Total gross $40.000: an
nouncement cost · 436.UO. 

W AX. Yankt on. S. D. PROGRA .\I : Announcement :, 

BOOKS 

SPONSOR : Book League of .\merica .\GJ:<:NCY: H uher Il oge 

CA PSl 'LE CASE HISTORY : Th e Book League of Amer
ica wallted to increase th eir Chicago sales of " 117 ar and 
Peace" and " Th e Sun Is .11)' Undoing." Th ey decided to 
offer both books for '1.3<) to Housewives' Prutectin' 
League listeners. Just si:t: anllonncements brought ill 
1,530 sales for a $2,126.70 g ross. The sponsor, a divisioll 
of Doubleday &: Compan y , adds that th e broadcast ad
vertisin g cost lUGS less than] 9c an order. 

W8B\1, Chi cagu 

SOAP 

PROGR \ \1: II o ll ~e \lj\ t',.:, Prot t' ctiv t' 
Leagul' 

SPONSOR : Swan~on' s Drug ~t o re AG Ei'\CY: Direc t 

CA PSl I.E C:\ SE IlI STO RY : SZ('Q nson's de voted th eir 

cOlllmercials all th e Elmer Da\ is program to Lightfoot's 
Lallolin S oap, ()tk f or six cakes . After aile prog ram. ap
prox illlate cost . '20, Sll'an"Oll 's stock of soap lcas d epleted 
and h e had to reorder. IV ell over a gross of tltis soap 
mo ved of] th e CO llllt('TS as a dir('ct resllit of that single 
Tl(,/OS CO ll lllwntary shou' for a total sale alllouTlting to 

aholl t $100. 

"'JTN. Jamestown I'R OGRA\I: Elmer Davi s 
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J n Sail F'rallcisco 

He allNays goes over 
A lld when KCSS' Carroll Hansen carries) uur product, YOli score too. 

Because tbe Pulse of San Franc isco* sho\\s that, month after 

munth , I fan sell is far and awa) the nlOst listeIled-to sportscaster 

in the Bay Area. (Alld hc~ s equall) pUl'ular with sponsors !) 

Nu wonder he goes un>r. "lig·IHe tup ~ ()IT
f 

18) YlC·ars· ~xperience a~ I Kl JBjls:J 
sportscaster-newsman WIt 1 t H' cream () tIe ... oast s sports a ss Ignments : \ :~l~'- 1 :,' I 
play-by-pla\ of the leading football games ,., Hose BOld color i--y C 1\ 1 -!) 
and COll1l1ICIltary ... the Citation \'S. ~()()r T-IaIldit'ap and mally oth('1' . ~~f"', ~~"'fV' " \ (~) I ~~ !\~d I \~( ~W 

iJf/ """,--) 1 1 1- , 
Huddle with Hansell and .you'll !ret the bi~!!est rootiIlg section \. / ~ / 

<.' '<.-<.' ",-' , . \} \ I I , ' 

in Northenl Califorllia. Just call u s ur Radio Salcs for informatioll. I'~" -5-' l' Iii 111 ,I , ~\l\~ 
(B ) ~ 1.,=1)\· ' ~' I ut hu rry ... he's practicall) sold out! \\ 

" " j-; ~ ( ~'~~ 
&fL~ ~~ 

(j,,,,.~. 
CO/lImbht' .s K ey 10' t hf' Co/drn Gale 

Kens· 11011' S .()()() 1I'(ltlS - 800ft ,t)O.OO() u'att s 

Rt'I)T('S(' flll'd by Radio S(des' 

r nuary,Jun e 19S0 : " Loo kin g ' Em O\'er ," .\!onday lhmn gh. f'~i..!3Y, 10 :1.') to 10 :30 p,m. 
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Miss Armstrong 

Pa~t experience 
a I 0 II e provides 
the an~wer for 
you this month. 
,!\Ir. Sponsor. Ra
diu and TV ad
, 'ertising is not a 
luxury but a 1le
ee~si t y ... a pa rt 
of eve ryday liv
ing in the l'nited 
States. ChildrelI 

quote si ng in g ('olllmerl'ials as often as 
they recite nllfser) rhymes. Five years 
agu manufact urer" whose wares had 
Hot stan,d do" n at cUlI:,;umers frum 
tilt' shehe:,; (If the lot::al em pori ums dur
illg war ) ('ar" disco \'ered what hap
peul'd when the ever-fi ekle puhli c had 
bef'1I aJlo\\t'd tu forget tlH' I1I. 

Those who had kept a stead y stream 
of institutional ad\'ertising flowing 
throughont thl' co untry fuund til(' 
bauks of said 5t ream flank ed by pros
pective I'ustomers with ciwck buuks in 
ha n(\. \\'h ill". Oil thl' ot her hand, 
" Wary Willie:,;" who IHld puked their 
advertis ing dollar~ ill their sucb 
<l\\ui ting the tillle "hen their guods 
\\ould he back oil the market found 
the ('ost of a promotion program to 
regaill publi(' re{'ogllltlOlI far sur
pa ssl'd the budget a plIIlOll g('d ('am
paign \\ ollid ha\'e ('a il ed fol'. 

Wllil(, t1]( ~ " \\ ' illies" wcre busih 
('ourtillg ('unSllmers and retailers as 
\\1'11. "1\d COllscious Als" were gu ill g 
full s tealll alwad with the d emand for 
tlll'ir g()(Jds far eX('I'('d ing I'rududioll. 
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-
~r. Sponsor asks... -j 

- -

n " u d s 'ItH"d fl d L"ertisers ftu~ed re ial It-"flr-imposed 
s(·n r ci ties d o nhout aleir rfldio-Tl' (Hh"ertisill!J 
"udgets? 

R R' h del' I Advertisin g man ager 
. Ie a r ar ler Bigelow-Sanford Carpet Co. Inc., New York 

\:, fur the part radio and TV have to 
play. that also should be quite ob\i
ous. People under the stress of war 
crave entertainment and information . 
Families are broken up and those who 
"it home find their radio and television 
sets a constant sou reI" of hoth. An ad
\ ertiser has the opportunity of reach
ing consumers ill their homes, their 
ca rs. while they are visiting friellds. 
even "hen they go to the co rn er har 
for a solacing slug of schnapps. 

The sponsor whose bankroll pro
vides entertainment and information 
for consumers is suddenly looked upon 
as a friend . . . he is the friend \\' ho 
provides them with temporary escape 
from their problems ... this great 
puhlic benefador has nothing to sell 
yet he is providing entertainmellt and 
IIp-to-the-seeund news of what is hap
pening in other parts of the world. It's 
nice tu know the Hallie of this great 
guy and when his produ{'\s find their 
way baek to the shelves of the village 
stores they are not only remembered 
hut well thought of. Plenty of reason 
for allottillg a goodly portion ()f an) 
ad budget to radio and TV. 

CHARLOTTE ARl\ISTIW,\G 

Tilllebll yer 
Lester "L·' IV off] 
Neu' York 

\1 0 s t IJudgets 
should not be 
cut. ] ean think 
()f a number of 
reasons. Fur one 
thing. they were 
too small to he
g lll with. The 
average ackertis
e J underspends. 
Evidence of it is 

Mr. Giellerup 
plain. Tillie aft(" 

time aggre:;,si \Ie ('ollll'a n ies in onc fi(,ld 

or another seIze leadership by out·ad· 
vertising competitors. " \Vh) adver
tise ?. you ask; " 1 can sell my entire 
output without it." ~Iany companies 
acted on that thought during World 
\Var 1. The subsequent loss of sales 
became an ubject lesson. Rare was the 
organization makin g that mistake dur
ing World War II. 

A mere purchase uf your product is 
not enough. The buyer must appreci
ate it and want it. Otherwise. he exer
eises his first opportunity to make a 
different seleetion. True, past ad,-er
tising has alread) sold many present 
customers. Only ad\'ertising ean do 
that. Only advertising ean inerease the 
number of customers to keep pace with 
a popula tion that doubles every 50 
years. Of ('oursI' it\.; ridiculous to urge 
people to buy when you have nothing 
to sell them. But that 's no reason for 
letting them forget you. Actually, the 
situation gives you a special advertis
ing opportunity. ]t\ your chance to 
build badly needed goodwill. Coopera
tors with the Advertising Council will 
testify on that point. 

If cut you must , which media should 
be saerificed? Eaeh adver tiser has his 
own particular problem. There can be 
no general answer. And eaeh medium 
can offer reasons why it should be ex
cepted. But an ohvious reason for 
hanging on to radio and television 
time is that they do not depend on pa
per. Y ()u need fear no restrictions on 
your schedules hecause of paper sho rt
age. Also, good tinlP periods and good 
progra ms are hard to find. i\ch-ertis
e rs who hang on to them "ill have 
thelll \\ hen the sca rce condi t ion 
changes and the) once more enter a 
huyer·s 111a rket. 

~YDl\EY H. GIELLERUP 

Purlllcr 
.lIarschalk & Prall 
,Yeu' York 

SPONSOR 



Mr. Dekker 

If thc ) ea rs 1 ~HO-
194.S are eon::o id
t'H,d a war pp
riod, it is inter-
csting to lIott' 
that atherti~ers 

who ~Pl'lIt a mil
lioll dollars or 
lI10re for a(h c r
tisillg in 19-1.0 ill
c reased their to
tal ex pellditure 
ill that half dee-

ade, $47,000,000. B) advf'ftising clas
sifications, five of th e seven major cat
ego ries ine rea."ed in total ad\f' rti~ i llg 
dollars and all 8eVCll C<ltegorirs had il~
c reases ill the same period for radio I 

ex penditures. It i~ of furth er ill tcl'es t 
that in four out of the se \ ClI ca tego ric", 
there was an increase in net earnings 
while one class ifi ca tion was about tlH' 

Will the Irish 
string be broken? 

sa l1le. It would st't'm. therdore. tIrat 
from a profit point o f vie\\' all ad hud- I :~ L· 
get can still be retained durill "· a war-
imposed sca rci ty periotl. t-

There/s dra m a every Saturday this Fall 

on Chicago's WCFL (1000 on the dial). 

The fortunes of the Fighting Football Irish '. of Notre Dame are unfolded as they put 

their unheat~n gridiron record on the line. 

It is s ignifica nt that all adn'rt i",ers 
in the before-mentioncd class ifications 
increased their radio expendit ures dur-
ing the fi,"e-year period. i\ch ('r tisf'l's 
have spent inc alculabl e sums of mon e) 
in developing fran chi ses- bu th con
s umer and dealer-and it is 111) opin
ion that radio and tt'l f'yisi on advf'r tis
ing are well suited durin g timC's of lIa
tional emf'fgen cy to playa major part 
in the preservation of these fran chises. 
YYagazine and n ewspaper space in such 
a situation becomes 1110rt' difficult to 
obtain, but the ath ertiser who has a 
radio or televisioll fran chi s('- "hethel 
lH'twork, region al or local - is in an 
advantageous position to continue to 
tel l his customers and dea lf'rs ahout 
the product and services he se lls. This 
advertiser then is in a bett er po:--i-
tion to capitalize this advantagf' whe ll 
products or sen'ices become freer in 
supply. The mass circ ulati on of radi o. 
plus the concentrated impact of tf'le\ i-
s ion are ideally suited to maintainillg 
the advertiser's good will and franchi se. 

WILLIAM C. D EKKER 

Vice President 
Jl1 cCallll-E ricks on 
Nell' York 

Any questions? 

SPO;-';SOR welcomes questi ons for 
d iscussion from its readers. Sug
gested questions should be accom
panied by photograph of the askf'f. 
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. /' !{"~ ~:. "1-#" 

Ther e 's ev'~~:g rowing listenership on 

WCF L , becauSe of out-front programming 

which includes sports highlights topped by 

the complet~ Notre Dame schedule year 

after y~~.r"! ~~~ ~ay nbthing of the exclusive 
broadca.'sts eacht SiInday of the games of 

! , 

the professional ~hicago Cardinals.) 

., 

The result is ever-greater va lue for ad

vertisers seeking to reach the tremendous 

Chicago area market. Ask WCFL or Bol

ling Company representatives for their 

listenership figures, for their amazing low

cost-per-thousand story, or for their sensa

tional WCFL Pulse reports. They all point 

the way· to the choicest, most productive 

time buys in all Chicago radio. 

WCFL 
An ABC Affiliate 

50,000 watts • 1000 on the dial 

The Voice of Labor 
666 Lake Shore Drive, Chicago, III. 

Represented by the Bolling Company, Inc. 
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t" e trOn 
On the war front : Bob Stewart . On the homefront: Cecil Brown and lieorl/e Fielding Ehot 

Something unprecedented is happening every Monday at 9:30 pm. 

NYT. In resp~nse to increased public interest in news (July 1950 ratings 

for Mutual commentators are up 53% over July 1949 ) Mutual offers listeners 

on the home front the first regular chance in radio history to "eavesdrop 

on a party line" direct to the war front, in "WAR FRONT- HOME FRONT." 

Each week, military expert Major George Fielding Eliot and skilled 

newsmen in New York, Washington, London, Berlin and other vital news 

centers, fire questions everybody wants answered. From Tokyo. Mutual 

I Bureau Chief Robert Stewart and correspondents fresh from Korean 

action unfold frank facts (within security limitations). 

It takes special circuits of landlines and shortwave total ing 18,000 miles. 

It takes special talents in the gathering and transmission of news. It 

delivers what the NEW YORK TIMES calls "a new type of program, and a good one 

indeed, , ," VARIETY calls it "informed. succinct and up-to-the-minute ... " 

and TIME labels it among "radio's best and newest efforts . , ," 

To get your message in on the call that is heard by millions 

phone, write or wire our nearest office and ask about. , . 

WAR FRONT-HOME FRONT", ANOTHER EXCITING 'RADIO FIRST' BY m u t u a I ... THE FIRST NETWORK FOR NEWS 
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READY 
BUYING 
POWER 

+ 

WRnL 
MORE SALES 
THAN EVER 
IN RICHMOND 
Industrially Progressive, Agri
culturally Rich, Economically 
Sound - that's ready buying 
power! And WRNL gives YOll 

complete and thorough cover
age in the Rich Richmond trad
ing area_ WRNL has been on 
910 KC at 5000 Watts for 
more than 8 Years-and the 
important buying audience has 
the listening habit! 

To get YUlIr share 0/ this 
olltstal/dillg market, re
member, there's m u r e 

sell Oil ••• 

5000 WATTS 910 KC 
NON-DIRECTIONAL 

(daytime) 

ABC AFFILIATE 
m. 

EDWARD PETRY & CO ., INC .. " 
NATIONAL REPRESENTATIVES 

This SPONSOR department features capsuled reports of 
broadcast advertising significance culled from all seg
ments of the industry. Contributions are welcomed. 

R(f'timor(- lIu,rl .. et ,OlfllS unique sllolV 011 " ',IA ill-TV 

Mlx merchandising with sponsor 
part"ic.ipation- that's the sales success 
recipe formulated by a multi-million 
dollar food market in Baltimore. 

The finn. Schreiber Brothers, has 
prepared a ti e-in plan with a\"ailahili
ties for 12 grocery manufacturers on 
their WAAM-TV show, Magic By 
Christopher. The cost for participa-

Sponsors expect sales magic from Christopher 

tion: less than the charge for a 20-
second spot. 

To help insure sales success Schrei
ber has formulated a seven-point plan 
for follow-through: 

1. "TV Specials" demonstrated and 
displayed throughout Schreiber's store. 

2. Mass-selling displays in the 
store's main high traffic shopping aisles 
linking " TV Specials" to sales. 

3. Window displays in the heart of 
Baltimore's dO\\ntowll shopping area. 

4. Booklets and fold ers, specially 
printed, to he placed in shopping bags. 

5. 300 billing cards to be placed on 
front of shopping carts. 

6. Special sale and seasonal follow
IIp "behind th e scenes" to direct traf
fi c flow to promoted products. 

7. Special tie-ins to back up manu
facturers' campaiglls with point-of-sales 
push. 

The program itself. Magic by Chris
topher, is a 1 ;)-lIlinllte show featuring 
:vlilbourne CiIristopher, international
Iy-kllown l1Iagician. 

The eost to 5chreiher Brothers is 
$171 per progral1l pillS talent costs. To 

insure sales "magic." Schreiber ano 
\VAAM-TY have used time announce
ments; 20-:=-econd and one-minute an
nouncements: and mentions of the 
show iQ lo('al studio productions. 

The show's "uccess may set a pattern 
for cooperati\"e food store TY on a 10-
eal basis. 

lYelV se,Ot"it·e will (fill 
SJJOUSfUoS seeldng TV S/UHCS 

Potential sponsor", advertising agen
'cies, and "tations can now have at their 
fin gertips a listing of new radio or TY 
~ho\\"s available for packaging or pro
d lIction. 

A new hi-weekly trade service ('an 
help simplify the needle-in-the-ha\"
stack search for something new. 
Known as TY-Hadio Show Service, it 
consists of a bulletin containing show 
ti tie; runn ing time: format; basic idea 
or "gimmick"; size of cast; Humher of 
sets required; creator' s estimate of 
packaging sho\\'; material available 
(presentation, outline, one or more 
scripts, recording, film); creator',. 
name, address and phone number and , 
in th e case of an indi,"idual, present 
and previous profe~sional experience. 

The sho,,"s listed are from indi\"idu
als and illdependent packagers and 
producers and are grouped according 
to t) pes of pl"Ograms. E\"err three 
llIollths, a repeat li:=-ting is carried of 
all shows previously mentioned dur
ing that period. 

Interested adyertisers. stations or 
agencies contact the packager direct 
as the spn"ice doesn·t act as an agent. 

A three-month introductory suh
scriptioll costs $ 10; the fee for listillg 
a sho\\' is $2 per show per listing. The 
sen"icc was organized and originated 
b~' 1\litchell C. !lodges ill association 
with Lucille Hlldiburg, fonner associ
ate producer at CBS-TV. The seITices 
address is P. O. Box ~()l, ~adisoll 

Square Station. New York 10, N. Y. 

SPONSOR 



IIJJleric flJli sJJI tl. eme bui ' ds J'r(!sti~Je fo.· U 'L ile sponsors 

The story of the American way of 
life combined with a current f'\"ents tie
in has provided prestige programing 
for 17 Xashvillc spomors. 

Their program on WLAC, Xa~II\' ilIf'. 

takes its' title and musical theme frum 
the World Broadcasting Systf'm's F 01'

u'ani America. The program's idea: 
to show how Xashville's forel1lo~ t bus
iness eu terprises began on a shoestring 
and. through frpp enterprisf', gre\\ into 
major busincsses. 

The advertisers. many of wholll np\"-

f'r used radio before_ include: First 
American l\'ational Bank; AnlPriean 
Bread Company; ~ ashville Gas &: 
Heating Cumpany; Thc l\C&:STL Rail
way; Bradfurd Furniture Compan); 
C. I3. Ragland Company; Life and C<IS
ualty Insurance Company; :'IIarshalI oS. 

Bruce Cumpany; Lowman's Depart
mcnt Store; TE~ICO: XashviJle Bridge 
Company: Anthony Pure Milk Com
pany; l\'euhofT Packing Company: 
Braid Elf'ctric Cumpany; J amisolJ Bed
ding Incorporated; Nashville Banner; 
and Foster &: Creighton Company. 

' lIf1rry d e "oflrd(!r~ o ffers ,'ouyl. for yood ci t izen s h ip 

" I'm Harry de Hoarder and I'm of
fering a t'ousand dollars a day in ,-al-
uable stuff to you listeners . if YOU 

promise not to hoard." . 
Not the King's English to be sure 

but it heralds KITE's latest audiencp
building gimmick. It also provides a 

Re-elect your favorite! 
TUNE 930 

ON ANY DIAL! 
RA 0 lOS T A TI 0 N 

KITE 
HONEST ••• fEARLESS ••• 

NOT CHAINED ( .~:,:~',;:;~, ) 

YOUR CONTINUED CONFIDENCE IN OUR GOOD MUSIC 
& UNVARNISHED NEWS POLICY Will 8E APPRECIATED, 

Mythical Harry draws San Antonio listeners 

tie-in with some of KITE's advertisers 
who use anti-hoarding cOlllmerciab on 
their programs. 

Harry, a mythical character. is a 
professional hoarder wh o uffers 52,500 
a day on the San Antonio news and 
music station. Most of the prizes are 
in merchandise obtained £rolll variou~ 
prize houses on a "plug" ba:-;is. 

Cash prizes round out the daily 
$2,500 total and are offered on such 
KITE giveaway and prize "how:; as 
KaTlary Ku;i= and Sixty Silver JliTlllt es. 

The stunt ties in with ad\'ertisers 
like loske's who run this copy on all 
their newscasts: " Don' t hoard. Hoard
ing aids inflation. Don' t hoard," (See 
2 January SPONSOR, "The ra ins came. 
the merchandise went".) 

Another KITE advertiser, a brew
ery, uses similar anti-hoarding an
nouncements blended with their brew 
commercials. 

The public service aspect: merchan
dise and cash winners sign a pledge 
that they'll not hoard and they will 
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encuurage their friends and ncighbors 
not to hoard. 

Ilriefly ••• 

The Borden Company has achie\'ed 
excellent sales results with spot radio 
(see 3 July 1950 SPONSOR, ,. How Bor
den 's does it" ) . Now, they're building 
goodwill with radio. Recently, em
ployees of the Borden plant in Van 
Wert, Ohio (Camembert cheese), pre
sented 2,000 to the French Govern· 
lIlent. The purpose: to restore the stat· 
ue of Marie Harel in Vimoutiers. 
France (she discovered the dessert 
cheese in the 18th century). Transcrip-

Borden employees give $2 ,000 gift to France 

tion of the ceremony was presented 
over WOWO, Ft. Wayne, mentioned 
by CBS' Galen Drake. and aired b) 
Y oice of America. 

* * 
Peerless Radio Distributors of Ja

maica, Long Island, are trying some
thing new in video advertising. They 
have bought all of WOR-TV's test pat
terns to adyertise their products. Peer
less sell s primarily to radio-TV service
men so they dcci~led to reach their cus
tomers while they wcre at work. 

Tulsa Illcoine 
Per Family Is 
Above Average 

Citya 'Rich Market' 
in l\alional Sunf'Y~ 
on Purrhasillg "T calth 

NEW YORK, Aug. 12-: 
Tulsa stands out as a rich 
market, 'with income an 

I spending at a level above 
I that of most other cities in 
i the United states. 

This i<; brought out. in a new. 
copyrighted survey of buying power, 
prepared by Sales Management. 

The high standard of living 
prevailing in Tulsa is indicated by 
the volume of retail business done 

- in the , past :vear. The local s tores 
registered a sales total of $225,835'- 1 

1000. which was above the city's , 
quota. 

The ahiJlty 0' lo('al families 
I to spend more was made possible 

h" better incomes. Tht 64,100 
families in Tulsa attained a net 
income. after dl"duction~ of ~r
sona I ta xes, of $123,598,000. 

I Dtvictin!! onE' by the othE' r yield~ 
a pE'r f:lmily ::I\il'ra!!p income of 

I S5,Olll. which W::IS higher than thp 
, S4,474 n:ltional figure and t.han t.hp 
' $3.626 f' ;.l rned OP;- f~ milv in t hI' west. 
South CE':1tr:1,l s t<ltes, In Oklahoma. 
it ,-,,::I'; S:1,20!-l. 

Thpi'.e He arithmetir.Rl a\'er::lge ~ ' 1 
it is noted. t1ptj :I,re !';ubstantially , 

i!!hcr than thp .. ectian" figures I 

Yes, the Tulsa market is abo,'e average! 
The Tulsa market area market i. the No. 
t Market in Oklahoma, With 34 .8 % 
of Oklahoma's land area, this concen
trated Tulsa market area has 47% of 
the state's population; 45 % of the retail 
sales; 46'70 of the effective buying pow
er; and 47% of the bank deposits. 

AND KVOO ALONE 
BLANKETS THE TULSA 

MARKET AREA 
The 1949 BMB report shows each of 
the 30 counties in the Tulsa Market 
Area of Northeast Oklahoma, plus 13 
counties in Kansas, Missouri, and Atkan. 
sas within KVOO's 50.100% daytime 
area. KVOO also has the highest o"er
all Hooper rating in Tulsa. 

50,000 Watts Day & Night 
NBC Affiliate 

KVOO 
Edward Petry & Co., Inc., 
National Representatives 
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IARY STUDY REAFFIRM ---_ .. _-
During the week of March 13. 1950. Audience Sur

veys. Inc .• conducted a listener diary study in 80 counties 
in Minnesota. the Dakotas. Nebraska and Iowa. Chosen 
from the 267 BMB counties you know as Big Aggie Land. 
these same 80 counties were used by Audience Surveys 
to conduct similar studies during the same week in 1945. 
1946 and 1948. 

In Big Aggie Land. immune from the inroads of 
television. radio audience has been steadily increasing 
over the past five years. as shown on the above chart. 
Note: in March. 1945. the war was at a crucial point. 
making for highest radio listenership - in March. 1950. 
Korea had not yet exploded. 

I 

i 
Total audience has grown. so has WN AX influend 

Despite a marked increase in new stations. WN A 
ratings continue to shoot skyward. Although 52 st 
tions received mention in the 1950 study as opposed : 
43 in 1948 (fewer still in preceding studies). the 19~ 
Monday-thru-Friday average daytime rating on WNA; 
is 13.7 - nearly twice the 7.1 registered in 1945. I 

I 
In comparing average ratings for the 52 statio 

mentioned in the survey. it becomes obvious that WNA 
is easily the dominant station. For the week as a who 
WNAX is first station by more than 2-to-1. (WNA~ 
11.8; Station B: 4.9). In both daytime and evening liste 
ing WN AX enjoys this 2-to-1 superiority over the seco 
station. 

I 
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AVERACE SETS IN USE 
Daytime Mon.-Fri. Sat. Sun . 

6:00 A.M. - 6:30 P.M. 1950 43.1 37.9 31.4 

• 1948 37.7 33.4 27.2 

• • 
" Evening 

1946 32.9 27.4 27.1 
1945 26.4 22.1 23.6 

• •• • ••• • ••• • •••• • ••••• 6:30 P.M. - 10:00 P.M. 1950 53.8 54.8 54.9 
1948 44.8 44.0 44.7 
1946 45.2 43.8 44.7 
1945 40.6 33.0 38.9 

Mon.-Sat. 

10:00 P.M. - 12 M.D. 1950 18.1 14.8 
1948 15.5 14.7 
1946 15.6 13.5 
1945 16.3 17.0 

• t 
4 5 7 8 10 II 

DOMINANCE 
a Converting program ratings into share-of-audience 

\\~ures. reaffirms WNAX leadership. WNAX share-
1 

:-audience for the average day is 29.3% ... its nearest 

,}mpetitor rates 12.0% ... again better than 2-to-l 

Ir WNAX. 

I A few high-rated programs might influence "aver

" ~e" ratings ... yet quarter-hour "wins" show WNAX 
LI)minance as clearly. Top rating in 439 (88% ) of the 
It e hundred quarter-hours studied gave WNAX a 
~:tter than 10-to-l advantage over the second station. 
~(N AX was first in 89% of all daytime quarter-hours 
II • 84% of all evening quarter-hours. 

To sell your product or service in Big Aggie Land 

yon must use WNAX. For WNAX alone delivers this 

major market in one, big, low-cost package. Let your 

Katz man show you the way to soaring sales and in

creased goodwill. Phone him today. 

WNAX-S70 
YANKTON - SIOUX CITY 

570 Kc. . 5,000 Watts rI ~ StatbNt. 
REPRESENTED BY KATZ AFFILIATED WITH A.I.C. 
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I ATLANTIC SPORTS 
(Continued from page 33 ) 

a listene r-interes t standpoint, went oyer 
t 11f' network lines and stations original
I y set up for the Boston College grid 
tilt. And it started right on schedule. 

I • 
I LIstener::; neyer kn ew th e amount of 
sweat that the hast ) read j u"tment of 
every thing from announcers' eopy to 
the patching of network lines ca used 
the Atlantic's air staffs. 

,
. This sort of last-minute scramble 
doesn't happen often. But. throughout 
the football season, Atlantic and Ayer 
ha" e 10 keep re-evaluating games con-
stantly, adding or dropping stations 
from the networks. "How muc h in
teres t is there in the game . . . and 
where is the interest?" is the deciding 
factor. 

In the early "planning stage" dur
ing the summer, the promotional and 
merchandi sing follow-through at At
lantic's 11.000 dealers has to be 
planned . This supporting campaign 
must be integrated in to the other forms 
of advertising (newspapers, some mag
azines, outdoor posters, poin t-of-sale, 
direct mail, trade paper, premiums. 
etc. ) used by Atlantic. 

Complete kits of dealer-promotion 
material are worked out, down to the 
last counter displa y and window stick
er. Special promotion kits for the ra
dio and TV stations carrying the At
lantic ga mes- which dovetail with the 
dealer promotions- are designed and 
distributed. 

An annual meeting is held in Phila
delphia before the start of the football 
season; at that time Atlantic and Ayer 
advertising officials meet wi th some 
three-score Atlantic announcers and 
sportscasters. The gathering's purpose 
is to outline the methods by which 
Atlantic commercials will be handled 
011 th e air. and to discuss changes in 
the game rules and general football 
gossip. 

A tlantic Refinin g arrived at its op
erating method the hard way, by trial 
and error. 

Tlw big regional petroleum concern 
- incorporated ill 1370 in Penns) 1-
van ia as part of Standard Oil but an 
independf'nt finn since 1011 and an 
N. W. Ayer client since 1915- first 
callie to radio on 14 September. 1035 
with a :-1atunlay-night, 7-7::30 p.l1I. va
riety progra m called The Atlantic Fam
ily On Tour. It was a variety program 
that was about as far away frolll 
sportscasting as you can get in radio. 

Frank Parker Kas the star. and. lat 
er, Bob Hope and Honey Chile Wilder. 
The program. aired on an Eastern loop 
of CBS, had a fair amount of success 
- but produced nothing startling in 
th e way of listening or sa les-and was 
considered pretty much of an experi
ment. It was dropped quietly on 5 
September, 1936. 

Sportscasting made its initial ap
pearance under the banner of Atlantic 
Refining in the summer of 1936. 
Again, it was just an experiment, but 
one destined to in fluence the broadcast 
adver tising of Atlantic Refining from 
then 011. 

Atlantic, through N. \\'. Ayer, 
signed for a sched ule of baseball 
games. fea turing the Philadelphia 
A's and Phillies on WIP, with ex-um
pire Dolly Stark doing the mike chores. 
This spot operation was a success al-
1I10"t from the first broadcast. Atlan
ti c wasn 't yet. however, fully convinced 
it had found an ideal radio vehicle. 

In the fall of 1936, with football 
season coming in , Atlantic started 
sponsoring a IS-minute, 7: 15-7 :30 
p.m. Tuesda y-Thursday-Sat urda y-night
Iy round up of sports news with Ted 
Husing OIl CBS in its marketing area . 
Atlan tic a lso began. in a limited way , 
the network sponsorship of play-b)'
play football broadcasts. Atlantic, 
which hadn't yet found the secret of 
sett ing up its various networks 50 that 
the area of greatest game-interest 
matched the broadcast corerage almost 
exactly, had some waste circulation to 
contend with, bu t on the whole found 
it a success. 

As a fill-in between football and 
baseball (A tlantic wasn't, as yet a ma
jor factor in broadcasting co llege bas
ketball ). Atlantic followed the Ted 
Husing roundups from 29 December, 
1936 to 25 June, 1937 wi th a thrice
weekly IS-minute sit uation comedy 
show, jJJa and Pa. The program, fea
turing Parker Fennell)' ( the "Titus 
Moody" of Fred Allen 's show ) and 
Ruth Russel , was stepped up to a fi,'e
nights-a-week show in March of 1937, 
in the 7: 15-7 :30 p.m. slot. With the 
exception of some 5-10-15 minute news 
roundups now airing on a few deep
South stations and some "re-created" 
games aired seasonally, along with 
~on1{' spot annOUllcem~nt schedules, 
JIIa and Pa, was the last non-sports 
show bankrolled by the Atlan tic Hefin
ing Co. 

Atlantic had found its niche in ra
dio. 
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in the rich West Virginia market ... 

it's "personality" that counts! 

IVIIVI 
W'U\'I<_FI\f 
Wheeling 

1400 KC-ABC 
250 It D ay 
and Night 
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~ ..... , ,~ 
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the famous Personality Stations ® 

deliver the BETTER HALF! ~~ 

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

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

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

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

50.65% 01 total population 

52.38% 01 retail sales 

56.94% 01 general merchandise sales 

represented nationally by WEED & CO. 
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free with your subscription : 
to SPONSOR 

199 
TU 
Resultsi 

In the fall of 1937, with a )ear,; 
experience to go OIL Atlantic hegan 
an p\'er-widenin g program of foothall 
play-by-pIa) hroacka~b on a ser i e~ of 
to-ordpr networh. later adding college 
haskethall hroadnists and an pxpanded 
ba:-pba ll sc hedule. 

Silll'e then. A tl an tic Refining has 
had an unhroken line of successful sea
sonal sport,.. "'polI,;or"hip~. right down 
to the C"urrpnt foothall spason of 19.50. 

]\]all\ les~on,; hav(' heen leanwd 
along the way. F:a rl~ in tI l(' game. At
lantic dis('overed the \alue of SUf"CP~S
fu ll ) promoting it~ sport sca!'ts to its 
dealer,; and to the pnhlie. In addition 
to decking out Atla nti("'~ fillin g ~ta

tions wi tlr posters. \\ind o\\" ~tif"kers. 
sou\pnir schedules. displa~ s. and other 
point-of-sale materia l. and hackstop
ping the broadcast,.. with sma ll-space 
newspaper audience promotion ads, 
\tlant ir ha~ u,;ed. in past foo tb all sea

The only round-up of its kind. I :-ons. the l~uT/l,el Ra,. ings of .D ick, Dun-
hl a leachng sport:- authont,. f\wse 

199 I ratings were printed up we:kh. and 
TV results that stand out i distributed through Atlantic re·tailer~. 

as the most profitable example of I This intensive merchandising of 
TV advertising. foo tball broadca~t~ is a definite prolllo

tional "pl u ~-' for A tla ntic. and bring~ 

199 many new cu~tomers to Atl antic pump~ 
TV results in 40 separate I to 1m) Atlantic Hi -Arc. White Flaslr. 

industry categories. 

199 TV results you can readily I 

adapt to your own advertising 
plans ••• immediately. 

This 40 page TV case history 
booklet is yours free with a sub
scription to SPONSOR * ... $8 a 
year for 26 Every-Other-Monday . 
issues. 
• If you alreadv subscribe you can get your 

copy of "199 TV RESULTS" by extending 
your subscription at this time. 

---------
SPONSOR 
510 Madison Avenue 

New York 22, N. Y. 

Send "1 99 TV RESULTS" to me as II gift 
for subscribing to SPONSOR now ••• 
only $8 II year for 26 Every-ather-Mon
day issues. 

I 
I 
I 
I 
I 

o Remittance enclosed 0 Bill me later I 
name ................................... ,........... ....................... I 
company................................................................ I 
address ................................................ , ................ . 

city ................................... zone ........ stote ............ 1 I 
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an d other A tlan tic pptroleum products. 
TIll' \'al UP of sea~oJlal consi~tenf'\ 

ha,; heen leanwcl by A tlantic, too. At
lantic, like most other gas-ancl -oil 
firms, se ll s aho ut ().5 j1r of its products 
to masculillt' buyers. and soon c1i~co\'
ered through re~earc h that about the 
sa me pereentage of i t ~ regular sports 
a ir audience was lIlen. Sports events. 
huweypl. are seasonal attractions. It 
is only by carpfull y developing sport ~
casting fI\ 'e r a long p(·rind of time
during which sponsor identifica ti on is 
huilt up and lis teners develop a season
al habit of dialing ,\t1ant ic games
th a t the full eHeet of lllatching audio 
ence breakdown a nd product-hu) ing 
breakdown pay" of I. 

One of the most int e resting things 
that A tlantic ha~ IHoved with it~ 
sportseasting i~ the efIieacy of co-~pon
soring IlUlIl) of the major spor ts event~ 
on i\tlanti("~ ~('hedu l c~. Xearly a ll of 
thc Atla ntic air sport ~ are even ts th at 
rlln over tw o hours ill length, whether 
basehall. haskptball or football. At
lantic first startcd co-sponsoring base
ball ga llH'S (on an a lt t' rnatc-galll(' ba
sis) in 19:)B, and has been a t it p\ er 
sin('C'. Researc h has proved that the 
~ponsor identification for Atlantic is 
alnwst as high a~ it was bp[o re At-

lantie invit ed another non-competing 
advertiser to share the costs. In 1949, 
Atlantic started co-sponsoring football 
games with equal success. (Since there 
are only eight or nin e football games 
as compared to 154 baseball games per 
team per season. thi s is done on a split
game b asi ". ) Basketball is still an all
Atlantic propositioll, but the CO-SPOil

~oring of ha~ketball games is being 
discu~~ed for next seasoll. \Vith the 
(' () s t ~ of hroadcasting still ri~ing, co
sponsorship is an important co~t -n~ 

ducer for Atlantic in aired sports. 
Tele, i,.,ion, too. has been pla ying an 

inneasingl) -important role ill Atlan
tic 's football plans. Atlantic was til(' 
pioneer spot sport ~ ach'er tiser in TV. 
having sponsored a Penns), Ivania U. 
foot hall game on the then-experimental 
Philco TV sta ti on ( now known as 
WPTZ) hack in the fa ll of 1940 ; there 
were then less than 500 sets ill all of 
Philadelphia. In 19.+2, Atlantic again 
pioneered in TV sports. sponsoring the 
fi r~ t cOlllll1preial net work telecast o f a 
football game when a Philadelphia-to
Schenectad ) netw ork was set up to 
carry the Duke-Pen n game. Last year. 
the TV football cO\'erage had grown 
until it included all of the Penn games 
at Franklin Field. still over WPTZ for 
tIll' tenth ('onsecuti,'e year. 

Atlantic has worked out the science 
of buth radio and TV sports COlllmer
("ia ls to a pretty fin e a rt. Radio. til(' 
older medium. has given Atlantic a 
g reater hackl og of experience: but the 
big oil firm has been gai ning experi 
ence rapidly in TV as well . Radi o 
('ol11mercials are im'ariabl y handled 
by the announcer half of a two-man 
tpam, ancl then the) consis t of si mple. 
h ard-hi tting. frequent mentions of the 
produets. There are also some longer 
two-voice spots that run as much as 
forty seconds in lC'ngth. Occasionally. 
~ollle e.t."s are used in the rad io com
mercials. hut not often. 

The guidi ng rule in radi o, and TV 
as well, is that tIl(' commercial mll~t 

not interfere with the list ener's appre
ciation of the game. 

Te l e,- i~ion commerc ial s are ge ner
ally do n(' on sonnd -track film from a 
s tand-b) ~ tucli o. durin g telecas ts of 
sports ('vC'nts for Atlantic. although 
~ome li vp copy is used during the 
ga mes. ancl many visual g immicks 
( such as miniaturp scoreboards) are 
possihlp. There is still a classic a rgu
ment (and two sharpl y-d ivided schools 
of thought) rega rding whether or not 
Atlantic',; tp\cvision sportscast ers talk 
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WILLIE THE WOR~ 
With Warren W~bt 
Dlreclor-producer-wrfwr: Wrlcbt 
3t Min, .• Mon.-thru-Frf .• :; p.lI1. 
SastalnlDI" 
WCAU-TV. Pblla. onl' 

"Willie the Worm" .15 an Idea of , bul 
Charles Yanda. v.p. In charge of I hold 
television at WCAU-TV. As work- / 
ed up by staffer Warren Wright. 
the show shapes up u Grade A 
moppet fare. Program features a i 
worm puppet which relates serial- the 
Ized animal stories. To test audi- van 
ence pull. program shows drawings 
sent in by youngsters about various 
activities of "Willie," as well as 

~~:g;~ti~~ ;~~~.ni¥'heret~e~i:·~;cr~ 
toons ~reak up " Willie's" appear
ances on the video screen. 

Wright, who also directs snellen- I tem 
burg'S hour-long "TV Jamboree." too ' 
does the voice and the puppet ' 
manipulations. He has a pleasant, sh 
Informal and seemingly eKtempo- of 
raneous manner, and avoids the 11 
irritating loud gags sometimes 
found on children's programs. 

The worm puppet occupies most 
of the screen with tall grass as a 
background. Cleverly contrived, 
the puppet mana&es by its move
ments to hold visual attention 
while it tells the stories. Wrlght's 
voice is the compelling behind
scenes factor. Since it s inception 
two months ago. " Willie" has 
caught on and outrates "Howdy 
Doody" locally, according to the 
figllres from the Americln Re
search Bureau. Recently the' sta
tion postponed the program be
cause of a lengthy United Nations 
telecast, and the switchboard was I 
swamped w·lth complaints. Strictly 
for juves .. its adult appeal Is slight, 
but oldsters forced to attend a 
program with their toddlers won't 
find it hard to take. Gagll, I FI 

man 

25 SEPTEMBER 1950 

DEAR VARIETY 

I THANK YOU ! 

CHARLES VANDA 

THANKS 

YOU! 

WARREN WRIGHT 

THANKS YOU! 

WCAU-TV 

THANKS YOU! 

WCAU-TV 
CHANNEL 10 

CBS Affiliate 

Represented by Radio Sales 
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THRIFTY 
Coverag~ 
of the South's largest 
Trading Area 
WHBQ, Memphis, with 25 
years of prestige and know
how, presents its advertisers 
with a splendid coverage of 
this market of brilliant poten
tial ... coverage that brings 
positive results for every 
penny invested. 

And our 5000 watt (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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too much ... ur too lillIe . .l'i'earh all 
Atlantic and Ayer offif'ial::; are ag;eetl, 
ho\\e\-er. that TV sportsf'as tin g is not 
a radio job and that any over-ident ifi
cation uf the obvious is likely to get 
on the \-iewf'r's nen-es. 

III any casf'. Atlantil~ is not likely to 
lu~e sight of tbe fact that its spo rts~ast 
ing still has to maintain a local Chelf
aet er. and that Atlantic is a business 
member of many small communities. 

Atlalltic Refining isn't afraid to 
"cuut around for a good high school 
football game to air 011 a spot hasis in 
a given territury, rather than a nation
a lly·kll o \\ n clash betwf'en a co uple of 
famous college tea ms. A high school 
gridiron hroadcast in William"port, 
Pa., several yea rs ago. for example, 
managed to grah o fT a total of 90re 
of the local football radio audience 
during the game- and that ill compe
tition with some of the best cullege 
games of that season. 

The rpalization that tl1(" cliche "all 
hu"iness is local" can be amended to 
inelude the word "sport s" makes the 
~p()r t s broadcast:,; of the Atlan tic Re
fining Co. an ideal exa mple of how ra· 
dio and TV can be successful loca l
len'l sellillg tools, adding up to a suc
cf'ssful sales pict ure throughout a ma
jor marketing area. * * * 

WESTERNS ON TV 
(Co ntinued from page 29, 

included ill the program huild.up. 
B), the time the Pniversity of Okla

homa started its survey, 10.000 young
sters had wrilten in for autographed 
pictures of Hopp)'. And, in one three
week period, 35,000 sheets bearing a 
Meadow Cold song on one side and a 
picture of tlIP local announcer, "Pop" 
Handy, were given away. 

The Univprsity survey proved just 
what all of thest' requests meant in 
tf'rlllS of relative popularity . Here is a 
~ umrnar)' of the results: 

l. Hopalong was the fir~t program 
choice in 62.9 % of the hOlJles quizzed; 
an d mentioned as one of the top three 
favorit es in 72.2~,{ , of the homes. 

2. Of those famili es whose ch ildren 
listen to the JlfeQ(/olO Cold Ranch, 
B2.S(} li~ten regularly. Fal1li li es with
out TV spts repo rted that their chil
«In' lI watched the sho\\- Oil neighhors' 
sf'ts. seyen percellt of them regularly, 
sor; ~()lI1et i Illes. 

~. Slightly more boys than girls said 
they like Hopaloug. And by age 
groups, the seven and eight ypar-olds 

were most enthusiastic about Hoppy. 
followed in order by the nines and ten!" 
and th e 11- and 12-year-olds. 

4. This is what kids liked about the 
Hopalong Cassidy films. in order of 
popularity: all of it; the shooting; 
fighting; Hopalong: California (a hu
morou s sidekick of Hoppy's) ; Hoppy's 
horsl>; ach'enture; fun and eXf' itemen t: 
and 21 minor aspects. 

5, This is what the kids didn't 
like: the advertisements (only 1.3 r;k ) ; 
ever) thing (also 1.3 % ); too mal1\" 
people get killed: and " things like th~t 
don ' t happen very often really. " Dis
likes were far less dominant than likes. 

Even without such SUf\'Cvs. e\'ery
one knows that kids love co'wboys ~n 
TV. But what about their fathers and 
mothers? Some time ago WPIX. ~ew 
York, lea rncd j \1st how strong \'\' estern 
enthusiasm is among adults when it 
shifterl its Six·Gun Playhouse frolll 
6 :05-7 :00 p.m. slot to i t~ present 5 :~O-
6:30 p.m. time. The station was del
uged with mail 90 S1c of it from adults 
protesting tIl(' changp tu an (>arIier 
hou r. J-l O\\' ('an ,re get homf' from 
work in time to Sf'e the show. the adults 
wanted to knO\r ? Other local shows. 
like Frontier Theatre on WPTZ. Phil
adelphia. cou ld Ilardi), garner - a 27 
Nielsen on kid viewers alolle. The 
strong interest of adults in \Vesterns 
adds to their commercial efTectiven ess. 
Simultaneously. \\'esterns produce de
mand among the kids and also influ
ence a sizable number of the fathers 
and mothers who pay the bills. 

Youngsters, howeve r. are the pri
Illary target of \Vestern programing on 
TV. The situatiun in New York Cit\' 
is typical: Out of some 53 \"'ester;) 
film programs shown on seven stations 
in a reCf'nt wf'ek, no less thall 46 were 
scheduled to end before 8 :00 p.m. This 
is good air time anyway and doesn't 
necessari ly represent an altempt to 
beat tllf' bedtime deadline. But the 
fact that the early- to-bed con tin gent 
was considered spriously is further in
di ca ted by til(' type or" window dress
ing gi\'en many of the shows. Some 
23 out of the 53 are aimed unmistak
ahly at kids. Tlwy have live begin
nings with small-fry audiences, kid
cluh doings, and commercials keyed to 
juvenile thinking. The co mmercials 
plug such prudud~ a~ f'hildren's shoes, 
hrf'akfast cereal, milk. bread. ice 
crealll. toys, chewing gum, and candy. 

Just what dof's Western programing 
on televisioll c()n~ist of? Basically it's 
old cow hoy fillll. \"('stem music or \"a-
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HOUSTON 
950 KILOCYCLES • 5000 WATTS 
NBC and TON on the Gulf Coast 
Jack Harris, General Manager 
Represented Nationally by Edword Petry & Ca. 
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KPRe ... 
month in - month out 

IN THE 
SOUTH'S 
FIRST 
MARKET 
Both Hooper and BMB dictate 

KPRC the BEST BUY on Texas' 

famous Gold Coast! KPRC - now, 

as always-FIRST IN THE SOUTH'S 

FIRST MARKET. 
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At Precision today 
we're processing 

the finest 

EDUCATIONAL FILMS 
for nationwide 

showings 

For your 16 mm. educational 
film requirements 
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use Precision ... 
• Over a decade of 16 mm. in· 
dustrial fi lm printing in black 
and white and color. 

• Fine grain developing of all 
negatives and prints. 

• Scientific control in sound 
track processing. 

• 10070 optically printed tracks .. 

• Expert timing for exposure 
correction in black & white or 
color. 

• Step printing for highest pic· 
ture quality. 

• Special production eflects. 

• Exclusively designed Maurer 
equipment. 

• Personal service. 

rid) ~hows, popular on radio. can't 
compete with adventure film on TY. 
The only differences between filn.' pro
grams lies in the type of sponsorship 
and the \\indow dressing. :Many of 
the films haye participating sponsors 
\\ho air their lIlessages via slides or 
fi]m eOl1lmerciab. Others haye a sin
gle sponsor \\ho may use either liye 
('ommerc ia]s tied in \\ ith the mood of 
th e film. specially made film commer
cia]s. or slides. 

The bigge:-;t news in \,\T estern pro
graming for TY is the production of 
tailor-made films. A mong the leaders 
are th e Lone Hanger, Cisco Kid, and 
Gene Autr). 

The LOlle Rangcr, seen un 3fl sta
tions for General \1ills. was a TV nat
ural. The",e half-hour films are regu-

I Jar weekly fea tures 11OW, with a ste;dy 
I stream pouring out of the Apex Film. 
Company'~ rented stages at Hal Roach 
Studio in Hollywood. Three crews 
work constantly to keep up the sched
ule. Film commercials are then spliced 
into the beginning. middle. and end; 
they cany the story of Genera] Mills' 
Cheerios. Bisquick. alld Betty Crocker 
Cake Mixes. LOlle Ranger was rated 
number eigh t recently, got 28.4 na
tiona] Nielsen TV rating. 

Genera] Mills was so impI'essed with 
adult interest in the Lone Ranger films 
that it re-ran a series during this past 
summer. They were sched uled for the 
later evening hours of nine and 10 p.m. 
when, presumably. junior would be do
ing his riding in dreamland. WNHC
TV, New Haven, Conn .. for example, 
screened the re-runs at 10 :00 p.m. 
Sunday nights, carried current films at 
6 :30 p.m. Saturday. 

Cisco Kid is an eq uall y ambitious 
project of the Frederic W. Ziv Co. 
Cost per picture. however. is boosted 
to $1.'1,000 apiece because each one is 
done 011 3.5 mill color film. then re
duced to 10 mm. This forward-]ook
ing policy is typical of the Cisco Kid 
operation, which also signed up stars 
Duncan Renaldo and Leo Cari llo for 
seven years in advance. The Kid i~ 

spen on 14 stations for sponsors like 
Gioia Macaroni Co. in Buffalo, Ne\\ 
England Bakeries in Providence, and 
Coca-Cola in New OrIeam;. 

Ziv's handling of Cis('o Kid i~ 

unique in that tlw company owns all 
righ ts to Cisco. has (he stars under 
contract, makes it s 0\\ n transcrihed. 
sYlldicated radio platters, and films TV 
dramas a t its own location in Pioneer
town. California. The only \Vesterncr 

to approach such concentrated control 
III all phases of character exploitation 
is Gene Autry. "la1n difference be
t,,-een Cisco and Autry is that the ]at
ter has a live network show of the 
variety type, ra ther than syndicated 
dramatic sagas like Cisco Kid. 

Pnlike Hopalong Cassidy, who, de
spite ra tings like 51.9 on KTLA, Los 
Angeles, is not making any new films 
for TY, movie rider Gene Autry al
ready has 14 in the can. Autry's j)[ice 
is not nearly as high, it's belie\'ed, as 
the $100.000 per picture reportedly de
manded hy Bill Boyd . 

The Gene A utry films are being pro
duced hy F]ying A Pictures, an Autr) 
corporation. Already, 2<) markets 
around the countr) are showing the 
films. William \,\Trigley , Jr. Co., spon
sor of the Autry A;\1 show Melody 
Ranch, is in six Eastern outlets on TV; 
the Brach Candy Co. has 14 Midwest 
markets; assorted other advertisers 
are bankrolling the remaining nine. 
Two such are Wiseman's App]iance 
Co. and W. 1. Lancaster Co. tMotoro]a 
distributors) on KGO-TV. San Fran
cisco. Radio Sales is handling film 
bookings. while Ruthrauff & Ryan rep
resent Wrigley and 1. \Yalter Thomp
~on's Chicago office represent Brach 
Candy Co. 

Autry is one of the busiest screen 
cowboys in the country. Besides Ho]
lywood moyies, TV films, a network 
radio show, and a product licensing 
business, he appears in the Rodeo. As a 
ti e-in, mammoth Gimbels in New York 
is running a contest for three weeks 
from 17 September to 14 October. 
The kid giving the best answer to "I 
like Gene Autry because .. :' will win 
a trip to Hollywood with his parents, 
and a screen test by the Autry TV film 
company. Second prize will be a pony, 
third prize Autry merchandise, and 
200 others will get Rodeo tickets. Gim
bels, which has a Gene Autry depart
ment, insists that kids get thei r 0111-
cial blanks from the store. 

There are certain to be a mounting 
stream of \Yestern films exp ressly pro
duced for TV. Only this month Steph
en Siesinger, Inc .. the crea tors and 
owners of Red I{yder. offered TY 
rights for live. TV transcription . or 
film dramatizations of "America's Fa
mOll:-; Fighting Cowboy." Only rea
son for the Sicsinger company's late 
start in tplevision is its previous prom
ise not to exercise TV rights while 
movies for theatre presentation were 
underway. Now Siesinger is working 
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Rural Free Delivery - Where in the world but in Southern California would a television transmitter get located on a mountain 

top? Mount Wilson, to be exact. And from nearly 6000 feet up, KTTV's signal goes out to plenty of folks with an RFD 

on the mail box. 01lr mailbox sees loads of letters postmarked Santa Barbara, Bakersfield, San Diego, Riverside - places far 

beyond the normal 40-mile radius. And those RFD people are very important to all advertisers, who know (or should know) 

that Los Angeles County is the wealthiest agricultural county in these United States. KTTV reaches out farther ... with a Rural 

Free Delivery that means television advertising impressions on both cities and farms. Find out more from us or Radio Sales. 

~~~ Los Angeles Times . CBS Television 
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d , on can CUI tl ) ear s, and 

O\\n to Ie cosl 
no r a r easonable li o- p er rUll 

eason \vhy t 'I o ure, There' 

At WAVE we don' t get orchids for broadcasting 

to Bud (Ky.). We can't even be heard down 

erns ca n't 1 a l or-ma de TV \\' IS 
. ~'es l Jt'COllle what H eSI

. , erns are no w, ollywood 
Ill o- \' I . I ' one of tl J 

, 0 e Hc es fo r I Ie Jest sell -
SIOll , I Ie llIone " 0 I ' . n te e\')_ 

Until I '1 there, so naturally we soft-petal Bud! 

Make no mistake about it, though, we are heard 

throughout the Louisville Trading Area. We pull 

record results from 27 really important counties. 

Annual sales in this territory amount to nearly 

one billion dollars-almost as much as the rest 

of our State combined! 

Since you'll hardly sell a hloolllin' thing in Bud, 

anyway, why not pick Louisville and WAVE ? We 

know we can help you to make your business grow. 

LOUISVILLE"S 

NBC AFFILIATE 5000 WATTS • 970 KC 

NATIONAL REPRESENTATIVES 
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it would dra w a good-sized adull au
dience too." 

The Posner stanza of SiX-Gllll Pla)'
house, which runs Monday through 
Friday for participating spon~()rs, ill
corporates a rather elaborate live upen- I 

ing and closing. .Master of ceremonies 
is Danny Webb as "The Little Profes
sor," which has long been the trade
mark of Dr. Posner Shoes. As a " liv
ing trademark," Webb deli vers easy
going commercials for Dr. l'usJl er'~ 
,. Fl ying Aces" shoes. A half-dozen 
youngsters are invited to each broad
cast, provide additional window-drc!"",
ing for the show. 

Every TV station has some sort of 
Western film program, many going by 
Hames like Six-Gun Playhouse or Fron
tier T heatre. WABO, :New York's 
Frontier Th eatre runs from G:30 to 
7 :30 p.m. on Saturdays for partici
pants like Pepperell Sheets, Pall Mall 
cigarets. and TV Guide. Slides and 
film cOlllmercials carry the adverti~
ing messages on this show. 

In Philadelphia, WPTZ's Frolltier 
Playhouse is aired daily from 0:00 to 
7 :00 p.m. Nearby Washington , D. c.. 
boasts FroT/tier Theatre fr om 0:00 to 
7 :00 p.llI. Monday through Saturday 
on WMAL-TV. Rating of this WMAL
TV \Vestern film show was over 40 
Hooper points during last willter. Five 
participations a day plug sponsors like 
Skippy Peanut Butter, Schneider Bak
ers, Logan :Motors. Schindler's Pea
nut Butter. Bergmann Laundry, Rock 
Creek soft drinks, Sealtest Milk, Clark 
Candy Bars, Hot Shoppe Restaurants, 
Birdseye Frozen Foods, Fleers Chew
ing GUill , Briggs Meat. the Evelling 
Star, and Pepsi-Cola. WMAL-TV re
ports several sponsors still wi th the 
program after two years; has few 
avai labi lities. 

The highly successful Ghost R£ders 
program on WCAU-TV in Philadel
phia is one of the many using live 
openings which incorporate commer
cial and "kid club" appeal. At 5:30 
every weekday evening, you thful rang
ers Can tune in Channel 10, see a full
length Western, and keep up-to-date 
on the ac tivi ties of The Ghost Rider's 
Club. After only seven months, there 
are 24,000 members. Each of them re
ceives a membership button and card, 
and 10 "performance cards." Thcse 
performance cards are mailed in each 
week, tell whether the young Ghost 
Riders watched each day's film and 
how many good deeds he did that day. 
Each ca rd also has a space for the 
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,j We had some other copy in here originally. It 

told about additional power ... spreading cov

erage ... how we are on the air 20 hours a day, 

etc., but of more importance a t the moment is this: 

Effective October 1, 1950 

Station W T T S becomes an Affiliate of 

r---------------l 
THE I SARKES TARZIAN STATIONS 

(WTTS-lwTTV 1 
I . . BLOOMINGTON 
I · ,~ .. ~...-~ .{?'" 

I 
Represented Nationally by 

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

Los Angeles (Tracy Moore) 

INDIANA 
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"BUZZ" BERLIN 
was voted most popular disc
jockey in Houston in a recent 
contest --' conducted by a Hous
ton newspaper. 

In the same contest, hillbilly 
was voted the best-liked music. 
* ('Olltpst dptail ~ 011 r equest. 

Paul Berlin appears on: 
"K-NUZ Corral," II AM to I PM, 
Monday thru Friday, and the 
"Paul Berlin Show", 4 PM to 5 
PM, Monday thru Friday. One 
quarter-hour segment is now avail
able, Monday thru Friday. 

Hl'/orp you bu y II". /lollslml Ilwr

kf'l c//('ck Illl' 101' 1/0oll('rol('(/ 

(If'(/i/flili/ilif'S K·NUZ o/Jf'rs. You'll 
Iw dollars ft/WfH/ ill .~(fll's fIIHI 
stlrillg . ..;. 

CALL, WIRE OR WRITE 

FORJOE: NAT. REP. 

DAVE MORRIS, MGR. 

CE-8801 

k-nnz 
(KAY.NEWS) 

9th Floor Scanlan Bldg. 

HOUSTON, TEXAS 

boy's mother to make some comment 
on his behavior, which helps decide 
who the winners of weekly prizes will 
be. Best weekly performance ca rd 
brings the boy a complete Gelle Autry 
cowboy suit, a General Electric TV 
set. and a day's outing al the Bu<:k &. 

I Doe Hun Valley Ranch at Unionville, 
Pa. (ea~tern annex of fabulous King 
Hanch in Texas'i. Since then Roy 
Rogers has added prizes of his own 
merchandise- Hound-up Kits. horse
shoe pitching sels. trick lassoes. and 
branding iron sets. 

lVlothers are en thused a t the suc· 
cess of the masked Gho:;, Rider pledge: 
A tmp Ghost Rider does one good turn 

for Mother each da~. 
He does his homework ea rly. 
Orderly and tidy habits mark 

his path. 
Stud ying is imporlant 10 a real 

Ghost Hider. 
Thoughtfulness of others is part 

of his code. 
Riders brush their teeth ever) 

day . 
Industrious and active minds 

make all alert Rider. 
Doing little chores Ihat l\1other 

asks. 
Every Hider cleans his dinner 

·plate at mealtime. 
Remember to watch for the 

Ghost Rider every day at 
5 :30 p.II1., Oil Channel 10. 

And participating sponsors Gaudio 
Brothers (frozen foods), Ranger Joe, 
Inc. (('e real ). Ludens, Inc. (cough 
drops). Fifth A venue Candy Bar, and 
Hood Rubber Co. (sneakers ) are just 
as happy at the terrific selling job. 

Mystery Rider is a I5·minute WOI{· 
TV, New York, kid Weslern patterned 
after th e same idea. Five or six hoys 
and gi rls are invited to each 6:30 p.m. 
broadcast on Tuesday through Satur
day. Mounted on saddl f'~, they give an 
oath as " Deputy Riders," administered 
by the masked Mystery Rider himself. 
Then follows a segment from some 
standard \\'es tf'fIl. which has somewhat 
the same effect as a seria l. 

ClwckwagoTl on WCBS·T\ · is an 
hour.and·a.quarter su:-;tainer seen daily 
frolll S :00 to 6: IS p.m. There is no 
oath or junior audience present 011 

the show, hut ~herifI Boh Dixoll opens 
each lelecas t wilh hils of \Veslern lore. 
has his dog a nd a deputy to help ont. 
Then follo\\'~ a full.len gth \,\Testf'rn 
fillll. Tire Levi·Stralls~ Co. has droppf'd 
its participation for Lpvi dellim trous-

: ers, bUI Dixoll lIJakes out handsomely 

with Sheriff Bob Dixon Products Corp. 
Unlike most other product tie·in ar· 
rangements. Dixon licensees ship their 
goods to his warehouse. The corpora
tion then ships to local department 
stores like L. Bamberger in Newark, 
Pepper Bros. in Plainfield, N. J., and 
Quackenbush in Paterson, :New Jersey. 
Recently, Bond Clothes in New York 
approached the Dixon company, asked 
to handle their line of blankets, hoI· 
siers. and hats. 01 her Dixon producls: 
comic hooks, choco late syrup, and rec
ords. Begun as a local show, it has 
stayed that way. rei word of its draw· 
ing power is already spreading beyond 
the WCBS-TV coverage area. Requests 
to handle the Sheriff Bob Dixon line 
have a lready come in from Boston and 
Philadel phia. 

One of radio's hig merchandising 
operations, Bobby Benson (Mutual) , 
now has its OWn TV show on WOR
TV. Bobby Denson products get 
healthy plugs on this live show, with 
one spot, so far . sharing the limelight. 

ingle spot right now is "U·Bet Syr· 
up'- ' The Benson show is a live half· 
hour variety-type telecast Fridays at 
7:30 p.m. 

There are other live TV Westerns 
on the air, but this type of program
ing is so far in the minority. The sta· 
pie is old Hollywood film, with the new 
lailor-mades coming along fast. But. 
whatever the type of programing, if 
it's got cowboys, it 's gol to be good
for sponsors. * * * 

SPOT RADI O CLIN ICS 
leOl/tizwed frolll page 31) 

biggest Ilational advertisers told the 
Clinic audience that his company 
makes a Hoo perating of five th e divid· 
ing line. A rating of five is a long way 
from th e top. but it provides plenty of 
ea rs and sa les nevertheless. 

Almost without exception, adverlis· 
ers expresse(l keen interesl in ea rly
morning lime (6 to 3 a.Ill.). "Those 
that didn't praise the results they got 
from ea rly-morning time, asked ques
ti ons ahout il." 

As a result of all the questions. 
NA RSR compil ed a list of Conlan rat
ings of stations around the co ulltry for 
the G to n a.m. hours. Thesp. arc H\·ail· 
able fro/ll all N ARSR l11f'mher firms. 
(There are 110 co incidenlal ratings 
whic h operate regularly durillg these 
hour::-; ac tually. the best e~timates of 
earlY-llloming time efIectiveness can be 
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A million people 
waiting at the 
station! (STATION KSL) 

In Intermountain America. YOli nCl:d go no 

further than 50,000·wan KSL to sdl the more 

than a million people. 

All week long, inside Salt Lake City, KSL is the 

listeners' first choice with 50% more listeners than 

any other station.· Throughout all Intermountain 

America, KSL is the listeners' first choice by more than 

three to one .. , captures the biggest audience in 68.1 % 

of the weekly quarter-hours! ·· 

And that's not all. KSL delivers its big audiences where you 

deliver your produce. For KSL's primary BMB listening area 

matches the vast Salt Lake City \V'holc3ale distribution area 

almost cxactly. county for county. 

To make your customers in this 750·million·dolla r market stop 

and shop for your products. get aboard 50,OOO·watt KSL You'!! 

make headway with more customers at less cost than any other 

station or regional network! 

KSL SALT LAKE CITY 
50,000 WATTS 
CBS REPRESEN?ED BY RADIO SALES 

·Sol, loke City Hoop~, . De.<embe, 19.9-Apri1 '950 . 
.. "from the on'" (Omp~le ,Iuti, enr mode In the enllre Soh loke 

Cit, mo,"~'in9 0'#0 - Ben.on ond 8e",O" O~,.,. $twcfy. 19049 
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Best Buy in .. 
SOUTHERN . 

.. 

I NEW ENGLAND ., - . --.,. 

· WTIC 
FAMILIES 

in the WTle 
BMB * Area 

spend each year 
$217,063,000 ** 

in General 
Merchandise Outlets. 
This is part of total 
annual retail sales of 

$2,317,525,000. ** 
SUGGESTION - For complete 

WTIC-BMB Study call 
Weed & Co. 

PAUL W . MORENCY 
Vice President - General Manage r 

WALTER JOHNSON 
Assistant G e ne ral Mgr.-Sales Mgr. 

WTIC's 50,000 Watts 
Repres ented nationally by 

WEED (;, COMPANY 

'R~IB ~tu (h' :\0. ~. 1949 

·~Copyr i ght ~aJ('s :\ Iana gt'ment 
Survey of BU YIn g P {)\\c r , .'l ay 10th. l ~~O 

WTIC 
DOMINATt;.S 

7'HE PROSPEROUS 
SpVTHERN NEW --n,'-\JI\.Wb 

based 011 th e successful experience uf 
advertisers who\'e used -it.) 

One ad\'er tiser tied the gruwth of 
interest ill morning ti me to the de\'e!
opmell t of television . \, ' ith the ad
vance of TV, he sa id. mornillg news 
is going to spurt ahead. " :'.l o rnin g 
news t ime will e\'entually be Class 'A', 
Even ing time. on the oth pr h and . will 
be less costh-.·' 

A lIo ther generali za t ion comin p: Ollt 
of th e Clinics is th a t ach er t ise rs wa nt 
more facts and fi gures aI)() ut spot ra
d io. I n pa rt icula r, they appreciate ma r
ket fi g ures printed side by side with 
stat io n ra tings and ('O\'Crage informa
ti on. 

One executh-e proposed tb at .NAl{
SR pay m ore attenti on to gathering 
exper iencc stories of adver tiser::- wh o\ e 
used spot effff ti\·ely. He said that his 
OWIl c hip f source fo r such ma terial was 
SPONSO R and other trade papers, Ac
cumula tion of such stories by \ ARS R. 
he poi nted out, would p rov ide valu a blp 
guid a llce for agc llc ies a nd adverti sers. 
becau!:'e " llOt all executi ves are thor
o u ghl ~ fa mili ar with how spot works 
and wh at it d oes." 

H ere. in h r ief, art' so me oth er im
portan t ohse rva ti ons by ach-er tisers, 

). "\'0 dea ler .. are a hle to name lo
ca ti on of b ill boa rds o r can tell you 
which lIewspapers W E' a re a d\' e rti si n~ 

in. , .. Ha rlio 's g reatest asset is the 
fact th at it is th f' dealer's fa vorite ." 

2. --Y ou get a n unkn o \\ n plus in 
~pot . A n a nn oun cement in a town Illa~ 

he carr ied 50 miles ouL id E' th e a rea: 
h ut ne wspaper c irc ul a ti on drops of I 
from tota l sa tu ra ti on o f fa mil ies ill 
town limits to a fract ion olltside," 

3, " \~ 'e bu) a ll th e 11 C\\:-; adj af'e lwi f' '' 
WI' ca ll get. Before go ing on the a ir. 
we test our eO lllmerc ia l,. ; they a re 
tra ns(' rilJf'd, a nd ill ma ll )' ('C1 ;; (':" dra ma
ti zed, We do n' t want to put li ve an 
rr ouncelll ent s in our p rogra m wh ell 
we kllow tra nscribed anll OUlH'ements 
wo uld s tep up ou r ::oa lf's . When tra ll 
s(T il led a llllOUllce lllents ca rrOt bc used 
on 11(' \\ :; sh ow~, we b uy acl j aceneips to 
the lIews show" \\ h ieh a re hett e r fur 
us, 

It was F red Hag ue, s ale .~ ma nager 
o f t1w Gcorge P. H o\)in~he r~ Co rn 
pan). \\h o fi rst suggest('d the Spot 
Clin ic idea in tIl(> spr ing of 19.1.9. 
Hague \\'a~ adillg in hi s capac it y as 
chair lll<lrr of th e 5;11('::, S tra tegy COIll
mitt ee o f N A ItS I:' He felt th a t tl lf' re 
\\ ('rp HUll I ) ad w rt iscrs. partic ularly 
th o;;(' with p roducts ru ng irrg in price 
from fivp ccnts to a dollar, who ('ould 

use spot radi o (or more spot radi o I 
advant ageously. Wh y weren't they ? 
That's o ll e o f the things the Clinics are 
des ig ned to h rin g o ut. 

The memb ers o f th e Sales Stra tegy 
Committee of ~ARSR are Bob East
man, J ohn Bla ir and Company; Ha nque 
Ringold. Ed ward Petry and Company: 
Tom Camphell , The Branham Com
pany: Ru s,. Wa lkcr. John E. Pearsoll 
Company. 

Thei r conclusiorr , a ft e r a yea r a nd a 
ha lf of a ttending Clinic sessions, is 
tha t th e reasons for slighting spot vary 
with each compa ny. Some are hold
ing onto net work properti es th ey COIl
sider too valuable to drop in favor of 
spot. Others just haven't been edu
cated to the power of t'o pot radio as a 
full-fledged nati onal medium. (One 
advertiser, wh o subsequentl y bought 
into spot radi o heavil y. said. " This 
Clinic marks the first time I'vp ever 
had spot radi o b rougbt to my atten
ti on face-t o-face.") 

In the opini on of th e committee, 
;; Ol11e o f the rE'asons ad\'erti sers g ive 
fo r not g ivi ng spot radi o full -scale 
usage. a re ba:,.ed on muddled thinkin g. 
T he lllE' llllwr:;. a re salesmen through 
and through. but their po irrt of vie\\' 
is worth ('on~i dering \\hen yo u take 
into acco unt the fac ts theY \ 'e got to 
back th em up. The representa tives 
can't understa nd the corn pa Ili es ",h ic ll 
say th at expa il ~ioll of spot adver tising 
hudgets is blocked by the need for 
more lIl olley to ~pend on th e sales 
force, 

""'ha t's olle got to do with the oth
Pf? ·' th ey ask. OO Why Il ot !:' pend llIore 
to make more sa le", when tllP ('v idence 
is ~trong th a t spot radio doe" ju~t that 
for the compa ny ?" 

Hague po ints out that many compa
nies put the ca rt before the horse 
wh e)'(~ th eir spot-radio plans are con
cern ed, T he) estimate th e hudget for 
a market on the has is o f last )'par's 
~a les, llIore o r less as if the a(h'erti s
ing mo ney were a reward. Perh aps 
th a t 's a safe way to IHe\-ent \\'Hste' of 
funds where the putential is sma iL but 
it's 110t a ll agg ressi\'e techniqu e suit
a ble fo r expallsioll o f markets. ( Hague 
knows uf one ca~e where a sa les terri 
tory wa r awa rded .1 13-week contract 
for a loca l radi o sh ow Iw{'a use it won 
a sa les ('on test. ) 

Pe rhaps th e biggest ~ ill g le sturnblillg 
block in spot radi o's path. Hague be
lie\'('s, is the extra elIort required to 
bu y it. It 's hUll1an nature to do it the 
eas), way ancl spot radio bu ys requir(' 
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News that 
reaches 

you in less than 
a second! 

How mobile television vans flash 
pictures from the field 

No. 8 in a se ries outlining high 
points in television history 

Photos from the histurica/ cullectiull (~f RCA 

• A fi re starts miles away from your home, yet you arc on 
the seene in a jiffy-perhaps as fas t as the first hook-and
ladder! 

This is television reporting-virtua lly, by any practical 
measurement , instantaneous-and making all other meth
ods of news coverage seem slow. Behind it are basic 
researeh developments from HCA Laboratories. 

~ "Eyes" of the mobile television vans which gather spot 
news are supersensitive IlCA image orthicon television 
eameras, which "see" in thc dimmes t light. This sensi tiv
ity, sinee the light at a news event is usua lly outside 
human control, is a definite }/just. 

Bowl-shaped antennas at the parent televisioll station pick tip 
the microwave beam from the remote m obile . van. 

25 SEPTEMBER 1950 
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Mobile television van operatill g " in the fieltl"- llOt e complete 
ca ll1 era fac ilities, alld microll;(It;C rrial) apparatus. 

Developed by IlCA seien tis ts on principles uncovered by 
the invent ion of its parent the icoJloscope, an image orthi
con p ick-up tubc is essentia lly three tubes in one. A 
phototube fi rst converts the visual image into an electron 
imagc. This is then "scanned" by the elcctron beam of a 
cathode-ray tube-creating a rad io signal. An eleetron 
mlllt iplier next takes the signal and amplifies its strength 
for the trip through circu its to the transmitter. 

Sueh compactness is eharacteristic of every operation 
inside a mobile televis ion van, and RCA engineers have 
designed equipment-which might fill entire rooms in a 
standard stud io- to fit the limited space of a truek. Yet 
every studio facility is present, cven monitoring equip
ment and cameras that can swing qu ickly from a wide
angle view to a close-up. 

Interesting, too, is the technique by wh ieh thcse mobile 
television vans flash what the camera sees back to the 
point from w hich it is telecast . Sharply focussed direc
tional radio beams are used to carry the signal wi th a 
minimum loss of power. 

~lore and more, as television spreads across the coun
try, you may cxpect it to play a larger part in getting 
news to the public fast. And you may expect, from RCA 
laboratories, developments which will con tinue to in
crease the effectiveness of mobile television vans. 

Radio Corporation of America 
WOR LD LEADER IN RADIO - FIRST IN TELEVISION 
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T/.,·"" ~'rove,. S"les, •• e,.-

TOM, DICK & HARRY 
have received oyer a million letters and post-cards indicating that both 
women and men enjoy listening to their zany radio ~~crackrobatics." A 
well arranged combination of novelty and old favorite tunes well spiced 
with comedy, TOM, DICK Be HARRY is a fresh and listenable variety 
show. It is the type of show which has been tried and proven-proven 
that it sells! 

The following transcribed shows now available:-

• TOM, DICK & HARRY • CHUCKWAGON JAMBOREE 
156 15-Min. Musical Programs 131 15-Min. Musical Programs 

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

• JOHN CHARLES THOMAS 
156 15-Min. Hymn Programs 

• DANGER! DR. DANFIELD 
26 30·Min. Mystery Programs 

• STRANGE ADVENTURE 
260 5-Min. Dramatic Programs 

TELEWAYS 

• STRANGE WILLS 
26 30·Min. Dramatic Programs 

• FRANK PARKER SHOW 
132 15·Min. Musical Programs 

• MOON DREAMS 
156 15-Min. Musical Programs 

• BARNYARD JAMBOREE 
52 30·Min. Variety Programs 

RADIO PRODUCTIONS, INC. 

Send for Free Audition Platter and LOW RATES on any of the above shows to: 
8949 Sunset Blvd., Hollywood 46, Calif. 

Phones CRestview 67238-BRadshaw 21447 

TV or RADIO ADVERTISERS 

TV or RADIO MEDIA 

II0LLY\\,OOO ·L.A •• BEVEIII.Y HILLS' BHE:-'lWOOO • PASADENA 

WESTWOOD' I'\CIFIC PALISADES' EAGLE ROCK' ;\YUSCLE BF.ACH 

U'hI'TCZ'PT you arc ... 

WANT SOME HELP? 

After O('toher 1 ... as soon as I can aLandou the eauyons 

of New York Ci ty, here's expert promotion pxperience 

1::1 years proll1otion with ' \Il1erica '~ leading network, 
including 

.) vears' worth of provlIlg that lpadiug Iletwork's glory 
in television , alld 

2 years as a large Calif ofilia clear dlalllH'1 statioll's 
Promotion l\Ianager. 

I And letters, a fIlda\'it~. samples, awards and the like to 
con firlll it) 

rOil CilT-l discllss duties , .HIIary and all that when YO lL 

knoU' YOIl need the air's top promotion- bllilt by one 
who'd rather be bal'k oTlthe Coast. Write or win' nox 19A . 

many more steps than comparable 
newspaper purchases. But the great 
majority of the advertisers who have 
appeared before the Spot Clinics sa) 
that spot produces such good result~ 

I 

that it's worth the work involved. 
There are still many agencies alld 

sponsoring companies which haven't 
gotten around to this point of view. 
Hague likes to tell about the chief me· 
dia bu) er of a large agency in the 
Southeast who made the following con· 
fession about spot radio. Though the 
media buyer personally felt that spot 
radio could deliver precisely the audio 
ence his clients needed at the lowe~t 
possible cost, he often bought newspa· 
pers instead. He explained this on tht' 

i basi~ of expediency. Hague thinb of 
it as waste of the clients money. 

Situations like this are in Fred 
Hague's mind every month when he 
calls another Spot Clinic Session to 
order at one of the private dining sa· 
Ions of the Hotel Biltmore. He hopes 
that through the indireet yet powerful 
education provided by the Clinic~. 
there'll be fewer <Ind fewer cases of 
"expedient" media buying. 

Already. there have been tangible reo 
suIts. At least three of the companies 
which attended the Clinics have since 
gone into spot radio for the first tim!" 
or expanded their schedules. And rep· 
resentatives are so enthusiastic about 
the clinics that they've been taken up 
Ly the TY salesmen. (The TV Spot 
Clinics are held monthl), with Keith 
Kiggins of Petry as chairman). * * * 

HOW BM B IS USED 
(ContiTlued from page 3S1 

Timebuyers have been using the two 
procedures just described ever since 
13MB first went into operation in 194G. 
And 1l1<111) advertisers and agencies 
have developed other formulae as well. 
But PTOcter &: Gamble and their ad· 
\ertising agencies have developed all 
involved formula which they consider 
one of the most arcurate yet devised 
for selecting stations. P & G wanted 
~ome mea ns of selecting stations, with 
thc help of B;VlB figures, which would 
not discriminate against lower· powered 
stations with low BMB listening levels. 

Frederic Apt. special consultant tu 
Benton &. Bowles' radio departmeut. 
cxplained the P &: G forllluia to SPON· 

SOH. (Before plunging into it. Ilon· 
technical readers should bear in mind 
th e fact that the term "cut·ofT point" 
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used below refers to the arbitrary per
centage set to separate acceptable COUII
ties from unacceptable ones. That is, 
those counties whose BMB li stp. llers 
comprise a certain percentage total less 
than the cut-ofT point are rejected : 
those counties with percent ages above 
the cut-off point are accepted in the 
timebuyers' tabulation for a pa rticu lar 
:;tation.) 

Here is Apt's explanation of the P 
& G formula : 

"We assume that \lI ost sta tions de
liver a satisfactory radio signal ill 
their home county. Therefore, pra('t i- I 
cally all differellces ill home-county sta
tion EMB levels are a direct reflection 
of their relative popularit y and a(,(,I ~pt 
~mce. 

"On the basis of their home coun ty 
pedormance, all stati ons can therefore 
be graded to establish individual 'cut
off' POillts that do justice to their phys
ical potential. For example, station A, 
with a home-county BMB of BO%, 
might be assigned a lower limit of 
50% as the minimum acceptable out
of-home-county cutoff poin t. Station 
B, located in the same town, wi th a 
home county BMB of only 55 <ft , ('ould 
IIOt possibly qualify under the stand
ards set for A. Its cut-off point would 
be substantially lower than 5070, pos
,;ibly around 35%,. 

Looking at the P &: G formula one 
way, it might seem that a station with 
greater popularity and acceptabi li ty is 
being penalized by having to meet 
higher li stener percentages in outside 
(·ounti es. Actuall y, the intent is to be 
fair to the " under-dog" stations who 
may not have top over-all programing 
or as many years on the air as some 
of its competitors. The assumpti on is. 
as Apt stated, that a stati on with a 
high home-county percentage of listen
ers should be expected to have rela
tively high out-of-home-county listen
p.r percentages as well. That is. unless 
the stati on has a strictly rural or ur
ban program slant. And, similarly, 
stations with lower home-county per
centages would be expected to have 
proporti onately lower out-of-home
county listener percentages. 

This is a general explana tion of the 
P &: G formula as it is used by 1I10st 
of the Procter &: Gamble agencies. 
Actuall y, there are exact ratios used to 
detennine (' ut-off points for vari ous 
home-county EMB levels. These have 
been put dowll in table fo~m for easy I 
use and speed up station ~;plecti on so 
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--verybody 
at the 

knows 

• Hundreds of thousands see WGR in action 

at every big event during the year in Western 

New York ... at parades, sporting events, exhibi

tions, public gatherings. 

For example, Erie County's Fair ... the biggest in 

New York State ... keeps WGR in the public eye 

before record-breaking crowds of from 125,000 co 

150,000 persons. 

These continual public appearances boose 

WGR's high Columbia and local broadcast audi

ences ratings to levels which make WGR the out

standing "buy" for radio advertisers covering the 

prosperous Niagara Frontier. 

COLUMBIA NETWORK 

Leo J. ("Fitz") Fitzpatrick 
I. R. ("Ike") Lounsberry 

RAND BUILDING, BUFFALO 3, N. Y. 

National Representatives: Free & Peters, Inc. 
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th at P &. G timebuyers can quickl) tell 
what co unties are acceptabl e a~ part 
of a station's primary coyerage. All 
('o untie" with a percentage of listeners 
aboye the c ut-off point are acceptable. 
a ll those under the c ut-off point are re
jected. 

This original P &. G fOT!ll ula has 
been supplemented, since the las t 13 \1 13 
repon. with a second te~t. Once coun
ties a re selected on the bas is of cover
age, tl1ey arc fur ther examined on the 
score o f lis tener loyalty. That is . do 
h "teners ill a partif' ul ar cOlln t ~ tune 

in only once d uring a g i \'en \\'eek or do 
they Ii "ten more o ft en ? Since Bi\lB 
now separates radi o familie" into those 
listening one to two days a week, three 
to five days a H'eek. and six to seven 
days a week. l oya lt ~ (;a n be measured. 
The ra tio of this more frequen t listener 
group to the total listeners indicates 
whether a station has man y regular lis
ten ers or on ly a large n umher o f occa
sional listeners. W ith this " Ioyalt y ra· 
t io, " a second s tanda rd is established 
wi th which to Ie-examine counties 
orig ina ll y acceptpd on the basi:,. o f CO\ ' · 

Most Potent 
sales force in all Alaska is 

the powerful KFAR-KENI combination. 
No other advertising medium can as ef
fectively tap the new riches of this fast
growing new market of above-average 
consumers. 
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Steadily increasing 
air freight tannage is another 

sure sign of the growing importance of the NEW Alaska 
where, to reach the key markets of Fairbanks and 
Anchora ge, Pan Am, Northwest and Scandinavian Airlines 
all make consistent and exclusive use of KFAR and KENI. 

erage alone. These counties must also 
pass the second test to he included as 
part of a station 's primary coyerage. 

Smaller sta ti ons a round the country 
"ill und oubtedl y he heartened at this 
Procter &. Gamh l ~ station seloc ti on pol 
icy \\hich attempts to judge the indi
yidual sta ti ons on their own merits. 
Po" er alone is not enough fo r the 
Procter &. Ga mble timeb uyers. 

On th e selling side. stations and rep
resentati\'e,; find B~lB ideal fo r pro
moti on purposes. As one representa
ti\'e expressed it : " Before Bi\IB we had 
no da ta that was universa lly accepted 
by stations a nd advertisers. Everyhody 
worked up th eir own fi gures so as to 
put th emseh'es in the best light and 
adYertisers, natura ll y, were :" USI))
CIOU S. 

Co \ erage maps for day and night
time listening a re used quite widely. 
Clb, for example, h as an attract iYe 
fo lder fo r each a ffiliated station. On 
one page, day time listening is indieat· 
ed b) colorin g counties in a dark shade 
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for 50 to 100~; listening, a mediulll 
~hade for 25 to 5070 listening. and a 
light shade for 10 to 2.s c~ listening. 
Total radio families for each of the~e 
coverage groups is gi\'en cumulatively 
for one to seven , three to seven, and six 
to seven listening days each week. The 
same is done 011 anotl1(>r page for tire 
nighttime audience. 

Edward Petry and Cumpany ha~ 
done a more complete presentation for 
10 of it:,; 18 stations who are B:\1B sub· 
scribers. Coverage and listening fi g. 
ures arc prominently displayed 011 tire 
front cover of their folder in ea:;,y form 
for comparison and a table of th e ex
act total weekly audience percelltage~ : 
by cOUlI ties is included on the last 
page. With this latter table, an ach' er· 
tiser can look up any county covered 
and read off the exact percentage of 
listeners, rather than depending on the 
broad categories of 50-100 '/0, 25.507c , 
and 10-2570 fonnd on most maps. 
Agencymen who have used the Petry 
folders find them \ery hand y. prai~e 

them highly. 

Careful preliminary checking amung 
many agencies helped Petry come out 
with a set of station reports referred to I 

by Morey. Humm & Johnstone's l\1is~ 
Shanahan as "a good time saver ... 
~erves our purposes better than any
thing of its kind we have seen." George 
Perkins of Schwab & Beatty echoed 
this with: "Very excellent. Clear, con
cise and easy to see the picture at a 
glallce. A nice presentation to attach 
to a recommendation to our clients: ' 

Free & Peters. 1 nco has several types 
of fo lders for its stations. Some C0111-

bine a daytime audience map with a 
program schedule. O thers leave out I 

programi11g. include both day and I 

night maps. For both kinds. exact 
county percentages are written on maps 
and audiences are broken down by 
number of counties and number of ra
dio homes, in 10 percentile le\'e\s. 

Station WOR's research director, 
Robert Hoffman. is working out a use 
of BMB figures which, if successful. I 

may well revolutionize timebuying. 
Following Dr. Hans Zeisel's pioneer 
analysis showing a connection between 
BMB data and Hooper "share of audi
ence" figures (SPONSOR, 5 June 19.50). 
Mr. Hoffman seeks to project ratings 
beyond the area in which they were 
measured. He would like to tell a 
prospective advertiser: This program 
rates a 15 in New York City and. ac
cording to our computations, pulIs in 

25 SEPTEMBER 1950 63 



64 

W I B C 
Indiana's 
First and Only 

50 KW Station 

WI BC offers all of Hoosierland in one profitable 

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

erage-and at the lowest rates of any 50 KW sta

tion in the middle west. 

Within WIBC's 0.5 MV contour live 1,068,166 

radio families* ••• with total buying power of 

$4,985,952,850.00. ** 

*1949 BMB 

**1950 Sales Management Survey of Buying Power 

Ask your John Blair 

man about valuable 

time, big coverage, 

low rates at .•. 

WIRe 1070 KC 
BASIC 
MUTUAL 

The Friendly 
Voice of Indiana 

50,000 more people from outside Ne\\ 
York City. An advertiser would then 
have a reasonably complete idea of 
how many people hi~ show was reach· 
ing. 

Hoffman's first :,tep will be to have 
a rating organization, like Pulse, pro
vide figures for about 10 individual 
counties. These ratings will cover a 
two-hour e,·ening period during lan
uary and February 1949 (when the 
BMB study was made) for WaR and 
one other station. If the listening fig
ures obtained by Pulse and the BMB 
data agree, then the assumption is that 
ratings can be projected for the rest 
of the evening. I f there is such a Corre
lation between ratings and BMB lis
tening fi gures in the 10 test counties. 
then WaR will feel safe in using this 
factor to project ratings to all WOR
covered counties. 

Such projections are already being 
made, in a rough and ready way, by 
representatives and others. But there 
are definite shortcomings to such a 
procedure. For example: 

1. Listening habits probably vary as 
between city, suburban, and rural fam
ilies. 

2. Local competition for an audi
ence varies throughout a wide cover
age area. Where listeners prefer their 
local station, ratings of long-distance 
metropolitan stations may dip outilide 
the metropolitan coverage area. On 
the other hand, ratings may be up in a 
rural area for the metropolitan station 
with the strongest signal. 

3. The size of research budgets puts 
a limitation on the thoroughness with 
which studies by BMB and the rating 
services can be made. Sample sizes 
vary, sometimes widely, making it hard 
to match EMB and rating figures of 
equal accuracy from county to county. 
That is, a DMB figure may be very ac
curate in one county. the rating figure 
only moderately so; this may be reo 
versed in the adjoining one. 

There are other uses made of BMB 
figures which are not nearly as cORtro
versial. Here is a sampling of how fa
dio stations apply EMB data: 

1. Compare stations on a "cost-per
thousand" basis. Average daily BMB 
audience totals are divided by the cost 
of an hour of air time. 

2. Compare average daily audience 
figures and printed media circulation 
totals. 

3. Do breakdowns of the market 
area covered by a station, in terms of 
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population, income, retail Rales, a nd 
sO on. 

4. Help adverti sers a llocate air·ad· 
vertising costs to various sales dis· 
tricts, if this type of accounting is 
used. A station can tell how mnch of 
its total audience lies in each of sev· 
eral sales districts. 

5. Help advertisers to decide wheth
f~ r station coverage in individual areas 
warrants ht'avy prolllotion or merchan
dising. 

There are undoubtedly other appli 
cations of B~1B in addition to those 
just mentioned. aile of the 1ll0:-;t in
teresting reported to SPO NSOR in volves 
1I0t an advertiser a nd a station ; but a 
station, its representative, and a net
work. The representati ve was commis· 
sioned by a 5,000·watt s tation, to CO il ' 

\ince the network that it should be 
their outlet in this area ill preference 
to a 50,000-waU station in another 
c ity. 

The g ist of the rep's a rgulllent O il 

behalf of the 5,000 watter: your net
work advertisers presently have to aim 
at 136,600 Bl\1B radio family ma rket 
from an outlet which itself has onl y 
:11 ,530 radio famili es. This is not only 
less effective than having a ll outlet ill 
the la rger market itself, says the rep
re~entath'e, but it costs 1110re. 

To prove his point, the representa
ti\'e computes the cost of reaching a 
thousand people in the cities and home 
r ounties of both cities. using B~lB ra · 
dio fami lies as the size of each sta· 
tion's potential audience. Conclusion: 
the potential cost per thousand in the 
larger market is about 25 % cheaper 
ill daytime and 35 % cheaper at night 
than in the smaller one. 

To counter the argument that a 50,-
000 watt signal from the smaller city I 
covers the larger anyway, so what's all 
the fuss about , the representative turns I 

to BMB figures again. Using the 50,-
000 watter's 6-7 ti mes weekl y listening 
figures in both cit ies, he shows that ' 
the 50,000-watt stati on is only 41 ~k 
effective in big city as home city. 

The network is looking over thi s 
presentation now and is reported to 
be "impressed" with many of its con· 
clusions. Regard less of the result , the 
presentation indica tes the range of ap
plications possible with BMB data . 

Like every research tooL Broadcast 
Measurement Bureau figures aren' t al
ways as detai led as scientific purists 
would like. But from the wealth of day 
by day manipulation of BMB data go-
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e COMPARE ... the Coverage with 

the Cost and You'll discover 

Why this Greater "Dollar Distance" 

Buy is Ringing More Cash 

Registers than ever 

for Advertisers! 

'* Covers a tremendous 

Population Area 

in 5 States at the 

Lowest rate of any 

Major Station In 

this Region! 

" /t's The DETROIT Area's Greater Buy!" 

Guardian Bldg .• Detroit 26 

-\0 .. \)1 J. Y OU!'iG, JR .. I Ke .. Nat"1 Rep. • J. E. CA M PEAl' . I' r e~ i dellt 
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ing 011 111 th e ofhces of ad\ ertisers, 
agencies. stat iOIlS, representa tives, and 
net wurks. SPO;"llSOR coneiudes unly one 
thing. B'\1B data is an invalu ahle aid 
to b roadca:-t afh'erti"illg buyer:, and 
~elle rs and unt' that the radi o ilJdU"lr) 
ha ,., long needed . * "* * 

BAKERS ON THE AIR 
I Continu ed frolll [)(J p,e 2.') I 

cOlllpany had to re\ise its cuntract with 
I rene Beasley. 5he si mpl ~ clluldn't 
handle tlw mail under the urig inal 

package co:,t arrangement, which in
duded mail processing. So Con tin en
tal. not exactly dismayed, assullled 
part of the burden of the added cost. 

But success. continuing to rear its 
handsonw head, was nearly bashed in 
from th e frustratin g results_ The num
lwr of letters recci\ ed kept climbing; 
finally reached 43S.000 1n une week. 
\t that point , it cost more to handle 

the mail thantoai .. thesholV.Anim
lIlediate conference \\'a:- called for all 
parties concerned. 

\O\\". llIail is acceptt'd only during 

6)11 ?/enTA· C~ 
WSJS 1)~.' 

231,480 Radio Homes (Day) 
238,680 Radio Homes (Night) 

(O.5Mv 1M contours) 

. , 

two weeks out of each 13. But the 
show still gets huge quantities, and 
employs 15 girls whose sole task is 
to process the letters. The show re
mains among the top ten in :\ew York 
Cit) Hooperatings. 

O\'er 2.s( ~ of Con tinental's ad hud
get goes to spot radio. Spot announce
ments and programs are aired in all 
markets \\"here the company has plants. 
a total of 84. They use an average of 
12 announcements a \\"eek on 129 sta
tions for their \V under Bread; about 
() announcements a \\eek un 64 sta
tions for their Hostess Cake. Tlwy 
nsf' a total of about ISO stations. 

The company is just beginning to 
mix TV in to their adve rtising hatler. 
TY :-pot announcements are curren tly 
used in \' e\\ York and Detroit: 110[1-

along Cassidy in Davenpurt; a film_ 
Kitchell Map,ic , is now going around 
the countrY. 

Contin ental ties in its radio and TV 
ac ti vity with its point-of-sale material: 
for example. bread \uappers, poster:-. 
and prumot io nal pictures of Grand 

I SlaZll winners taken in the local stores. 
Continental is the ollly haking com

pan) sponsoring a Illajur radio net
work :,ho\\ , thuugh the others are ac
tin' \dth plenty of sput programing. 
The local and regiunal acthit y is by 
far th e most ('xten:-i\c. For example, 
th e \Vard Baking Company of New 
York Cit). for its Tip-Top hread and 
cakes. spends a large share of its 
. 1,000,000 ad budget for radio and 
TV annuuncements. According to a 
recent Rorabaugh Report, 'Vard uses 

~ /L.L_~· ~ .~ radio spots in 22 states o\'er lO4 sta-
V~ M ~ tions, have used a combination of over 

. • HOO programs and announcements 

a ' , . ..~~ /JA ~ I \\eekly. Also ac tive in television, the 
.V~ compan) has used shuws and an-

' .' 

WINSTON-SALEM 
AM-FM 

NBC Affiliate 
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o I nonn cements on 16 TV stations. Sale~ . . 

Represented bt: 
HEADLEY-REED CO. 

la:-t year were approximately S80,OOO,-
O()() . 

\'?DBO in Orlando, Florida. CUll of
fer at least une explanation for 'Vard's 
terrific use of the air. " \Vard's hm'e 
used 10 spots p('r we(>k, morning and 
a ftcrnoon and ha\'e heen a :-;tead y ad
vertiser since 1947." says tht' 8 t~tion . 
"From 27 Dec('mher 1949 throu gh ] 6 
January 1950, the compan) rUII a gi\'e
a\\ay calendar offer. The gi\'eaway 
was mentioned 011 their one-minute an 
nouncemt'nts onl y- one daily. \\re re
eeiwd 1.600 requests frolll 15 an-
1I0U Ilcements. " 

The General Baking Compan y ill 
I \t'\\ York Ci t) i~ another large user 
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work with you to get mo The Zenith Distributor in b 'e good FM you, Ie'"~ . 
eHer audience fo sets throughout yo I. lory IS anxious to 

r you G t. ur Istern . e In touch with him ng area ... to build b· now ... or write d. Igger, Ireet to Advert· . ISing Manager 
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of :"pot programing. According to 
Charle~ Dalton. account eXt'c utivt' 
I BBD&'O). "W t' coyer ;~2 plant ci ties 
with spot radio, usc all)'wlH'rc from a 
ft'VI to 30 announcemenb ill f'uc h per 
IH'ek. Since ou r husincss is ~ uch that 
'IC can only cover about 100 milf's 
with each planl. Wt' find spot radio a 
near-pcrfect nwdiull1 for us:' The 
company has gone illto a limitt'd ust' 
of TV with sta tion bn'ak~ alld lime 
,..igl1al~ in Olle' o r t\\ U lIJarkets. Sale,.. 
last ~ear Wf'rc o\'f'r ,,;lO().O()O.OOO. 

Others. likt' Lallg(>ndorf l'nitNI 
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Bakt'rif's_ Inc .. in ~all FralJcis..:o. Pur
ity in Chicago, and Interstate in Kan
sas Cit y follow the sa me ad\'ertising 
pattern. Much o f Langt'ndorf's $1,-
200.000 ad budgt't goes for radio and 
TV. The same is trut' for Purity and 
IntNstatt', whose sales last year 
amoun ted to approxi matf' ly $65,000,-
000 and 855,000,000 rcsp('Cliveiv. 

l'rol1lotion and advf' rti sing is by no 
lIlf'ans co nfined tu tl](' largc nati onal 
hakt'rs. The sl1lall !'r rt'gional and ]0-

ca l firms, for tl](' 11I0st part, an' pitch
illg j ust as hard. \ud tiwir radio and 

TY cO\'cragt' I:" proportionatel) a!" 
g rt'at. 

Arnold Bakt'rs. Inc. in Providen~. 
H. I., is a prime example of a hard
hitting reg ional bahry. Dt'an and 
Bell)' Arnold fo rlllt'd the company 10 
years ago with a $500 im'cstment. To
day they employ owr 600 people, and 
serve a te rritory that t'xtends from 
Boston to \~lashington , D. C. Over 
half their ad budget is cte,'oted to TV. 
with somc radi o; a nd their plans call 
for t'yen furthf'r lI:"C of the air in the 
near fllturf'. ~o small-fr} when it 
{'omes to major T\, progra'11lniug, the 
compan y c urrently sponsors: The Rob
erl Q. Lewis show o\'er five s tations 
o f the CBS-T\ ' nctwork, Sunday ni ghts 
a t 9 :00: Caplain I ideo oyer DuMont 
on l\1onda~ nights from 7:00 to 7:30: 
Josephin e McCarlh y on WNBT in Ne\\ 
York. 1'1 ondays. W't'dnf'sdays, alld Fri
days at 9 :..\..5 a.l11. Begi nning 4 Octo
ber. tht' compan ~ will sponsor Lift' 
Begins A I 8() on'r .s stations o f the 
A BCT\ ' nf' t\\'ork, Wednesday nights_ 
3:00 to 8:30. 

Thf' cO l11panr uSt's a small number 
of radi o spot announcements. But the 

.,1Tr. Jilll Brol('" 

Balten, Harton, Dllrstille. and Osborn 
\' ew York r:it)' . 

Dear Jim: 
Be slJre ter notice Illy n ew cloth es, 

'cause [ 'se 
TIlighty proud 
1111 th em. Th ey 
cp nfaills a 
TIlighty impor
tallt m essage ler 
folks what burs 
tillle on radw 
statiolls an' who 
likes te r see 
whut thev'vr 
hought. }"see. 
Jim, yuh pays 
lessen hall a.~ 
much fer TrCHS 
then "'/Lh wud 
"/Jen r~lh bou{{h t 
all thO a tit e r 
fO llr Charleston 
statio li S, but 'Yuh 
Kits a hang si{{ht 
more.' At "ight 
,"CHS d(·{,livCTS 
28 perce" t m ore 
lisseners the Il 

thO otlt er fOll r COli/billed. an' 15 per
Ct'II! II/ore ill da)'tiTlle! Ain't thet good 
Ileu'S fer feller's like :rOIL what has 
Jlro{{rmllS On Tr est l'irg;'11Ir's nllmber 
one statioll? J e.H keel) the! ill mind 
whell yuh IC(lllI S .~II11/I}t hill · else ;n 
Cllllrle;toll ! 

1'rs. 
AlgI 

W C H S 
Charleston, W. Va. 

SPONSOR 

,I 



major part of its advertising is on TY. 
Merchandising tie·ins are used exten
sively, such as car cards picturing 
Robert Q. Lewis devouring a slice of 
Amold 's bread. 

Exactly how much radio advertising I 

is done by the local haker, it is im
possible to determine. The recent 
SPONSOR survey came up with several 
examples of outstanding efforts. For 
instance. The Omar Baking Company 
in Columbus, Ohio. has used WENS 
for several years, currently uses n ine 
announcements a week plus a fi ve
minute news program Mondays through 
Fridays. The company will also spon
so r the Ohio State University football 
broadcasts in the fall. It is also on 
WBNS-TV daily with a 10-minute 
weather program. Omar's commer
cials are largely institutional, cmpha- I 

~izing home delivery service. 

To put your finger on the heart 
of this great northeastern 

I market ... 
I 

WBNS promotes the football broad- I 

casts by means of car cards, newspaper 
ads, on-the-air announcements. The I 

Omar news program is adve rtised 
along with other newscasts. The sta
tion plugs the baker ( it has four as 
sponsors ), promotes bakery products 
in a monthly merchandising paper. 
Wave Length. The paper is sent to 
over 1.400 grocers and druggists. 
WENS is but one of many stations 
that promote baked products. 

WEEU told SPONSOR about Maier's 
Bakery in Reading, Pennsylvania. Its 
ad budget is about $20,000; $12,000 
goes into radio. The company has 
used radio consistently for 20 years, 
has continuously increased its appro
priation for it. Maier's uses primarily 
announcements, promotes bread and a 
complete line of sweet goods to a fe
male and all-family audience. Accord
ing to Dee Hassler of the Beaumont, 
Heller & Sperling agency ill Reading, 
" Radio has done a good job in help
ing Maier's grow." 

Then there's Alexander Brothers 
Baking Compan y in Topeka, Kansas, a 
local baker with a limited budget. 
They began their radio campaign two 
years ago on a 13-week test over 
KTOP in Topeka; they' re still going 
strong. They have continuously used 
time breaks 12 times a day, six days a 
week. Cost, $6 a day. 

Co-ops, associations, national and 
local bakers have all contributed to 
the baking industry promotion-wise. 
But none more so than the advertising 
firm of The W. E. Long Co. in Chi-

25 SEPTEMBER 1950 

WGY's total weekly audience is over 2 Yz times 

greater than that of the next best station 

in Daytime and at Night. 

WGY's doily audience is 3 times greater than 

that of the next best station - 191 % 
greater in Daytime, 211 % greater at 

Night. 

WGY 

WGY 

WGY 

WGY 

WGY 

has 36 % more audience in Daytime and 

45% more at Night than a combination of 

the len lap·raled stations in its area. (WGY 

weekly audience: 428,160 Daytime; 451,-

230 Night.) (1 O·stotion weekly audience: 

313,080 Daytime; 310,970 Night.) 

has the largest audience in every single 

county in the area at Night and in all but 

one county in Daytime. 

has in its primary area, Day and Night, 23 

counties to Sta. S's 5 counties, Sta. C's 3 

counties, Sta . D's 3 counties. 

has almost twice as many counties in its 

primary area as any other station in the 

area has in its enlire area. 

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 NIle Spot Soles 

WGY 
...... 1 . (EllUL UIClllC SUJU k 
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H ere 's Johnny " Spa rrow", ollr sen
sational new "Jive Jock ey", 
a mazbd as you'll be when he f ound 
out WDIA's August 1950 sales up 
75.4 % loca lly, 80 % nationally 
over August 1949. 
To name a few we' re especia lly 
proud of: 

B C Headache Re medy-New 
Ball ard & Ballard-Renewed 
W onder Bread-Re newed 
Dentyne Gum-Renewed 

H ere's one reason why - sustained 
To p H oopers! 

HOOPE R RADIO AUDIENCE I N DEX 
(6 mos. averg .) 

City: Memph is. Tenn . Feb . I · Ju ly 31. 1950 

r me SETS WDIA ABC D E F 
M- F 8 AM _~ PM 19 .0 26 0 19 .7 16.5 13.5 11 .3 7. 2 3.9 

·· WUL\ . ~Iprnphis. Tennps>cp. Bert Ferguson. 
llgr.. Harold W alker. Com·l l! gr.. .l oh·n E. 
Pearson, R ep. " 

70 

A c,·oss-sectioJl of hfd.:eries 011 tile air 

SPONSOR STATI O N PROGRA MING SCH EDUL E RE MARKS 

Snowflake Bakeries 
San Diego, Calif. 

Schulze Baking Co. 
O ma ha , Nebr. 

Manor Baking Company 
I Kansas City, Mo . 

Van's Bakery Company 
Edmond, Okla. 

Goodhue's Bakery 
Worcester, Mass. 

Hartford Bakery 
Evansville , Ind. 

Erickson Bakers 
La Crosse, Wis. 

Spang Baking Company 
Cleveland , Ohio 

Charlotte Bread Company 
Charlotte, N. C. 

Frudeger Bakery 
Burlin gton , Ohio 

Aunt Jennie's Bake Shop 
Rochester, N. Y. 

Interstate Bakeries 
Des Moines, la. 

Tender-Crust Bakery 
Monroe , La. 

Bell Bakeries 
Daytona Beach, Fla . 

Franz Baking Company 
Portland, Ore_ 

Alexander Bros. Baking Co. 
Topeka, Kan. 

Arnold's Bakery 
Providence, R. I. 

Continental Baking Co. 
New York, N. Y. 

Ward Baking Company 
New York, N. Y. 

KFMB-TV 

WOW 

WOW-TV 

KCKN 

WKY 
(Oklahoma 

City) 

WTAG 

WEOA 

WKBH 

WJMO 

WAYS 

KBUR 

WHEC 

KRNT 

KTRY 

WDBO 
I (Orlando, 

Fla . ) 

KGW 

KTOP 

CBS-TV 
(5 stns) 
DuMont 
WNBT 

ABC-TV 
(5 stns) 

CBS 
(47 stns) 

( 150 stns) 

( 104 stns) 

cago. T his advertisi ng firm of " ba k
ing ellgi rH'Prs" has been one of the 
forPlllost piOlWPrS in mode rn baker~ 
me rchandis ing a nd adver tis ing_ For 
u\1P thi ng, tl lP. ('ompany concf' i\'('(\ and 
promoted t1H' idpa of wra pping hread 
a t thp hakpry. a lso , of slic ing bread a t 
the baker y. I t was an pxponent o f 
t\l(' nu tri t ional idpa of add ing vi tamins 

IS-min prog 

3D-min prog 

3D-min prog 

3D-min prog 

3D-min prog 

anncmts 

3D-min prog 

60-min prog 

anncmts 

3D-min prog 

anncmts 

anncmts 

3D-min prog 

3D-min prog 

a nncmts 

anncmts 

anncmts 

IS-min prog 

3D-min prog 
anncmts 

3D-min prog 

15·min prog 

anncmts 

a nncmts & 
progs 

5 a wk 

3 a wk 

I a wk 

I a wk 

I a wk 

3 a wk 

I a wk 

6 a wk 

6 a wk 

I a wk 

2 a day 

I a wk 

3 a wk 

I a wk 

15 a wk 

5 a wk 

72 a wk 

I a wk 

I a wk 
3 a wk 

I a wk 

Ichildren's show 

I 

iCisco Kid, 6:00 
p.m. 

Cisco Kid , 7:30 
p.m. 

'led Ryder show 

ch ildren's show 

T u, Th, mornings 
i 
All-Star Western 

'(iddie Hour; 
19th yr 

101 0rningS 

\lled Ryder show 

: ost, $42.50 a wk 

on variety show 

Cisco Kid, 7:00 
p.m. 

Red Ryder show 

alternating wks 

plug products 

4-sec time breaks 

,Robert Q. Lewis 

!captain Video 
IJosephine 

McCarthy 
Life Begins At 80 

5 a wk Grand Slam 

average 6 nat'l coverage 
to 12 a wk 

ea stn 

total over nat ' l coverage 
800 a wk 

t(, the hread content. T he Long COlli
pa n) 's radio depa rtmcnt has serviced 
bakery accounts success full y a ll oyer 
the Uni tpd S ta tps for til(' pas t 1() years. 

The Zi l1 !" lIlast('\' Baking Co., an ex· 
amp le o f a Long eiipnt , opcra tps in 
t\\' o ma rkets. III the l\Iinllcapolis·SI. 
Pa ul area, it usps .sO c~ o f its budget 
for radi o: in tiIp Dulut h, \linI1 Psota-

SPONSOR 
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Ho w' tJJ avoil 
ehrisfmas 

I MaurY(; 

First, be sure your gifts to business friends make 

a hit. That's easy! Give Zippo ... the Windproof 

Lighter that always lights with a zip ... the 

lighter that's unconditionally guaranteed! 

Second, make sure you get your Zippo gifts in time. 

That's easy, too. Just act now! Order Zippo 

Lighters and do it early. Then nobody 
pocket model in, 
genuine leolher . will be mournful on Christmas morn. 

• Plus fox on sterling silver and gold models only. 

.T 

25 SEPTEMBER 1950 

. i..- ,-*--

'7 ppO the one-zip windproof lighter 
~ ACT NOW ON SPECIAL DESIGNSI You, <ompany "ade-ma,k ~y or special insignia - even actual signatures of friends - can be 

I 

engraved on Zippo lighters at surprisingly low cost! To insure 

delivery before Christmas, orders should be placed before October 
l5th. Zippo lighters are priced from $3 to $175*- engraving $1 
extra. Attractive discounts on quantity purchases. 

SEND FOR THIS FREE BROCHURE TODA Y! • 

r-----------------~ 
I Dept. SP·I I 
I Zippo Manufacturing Co .• Bradford. Pa. I 
I Send me a frec copy of your Business Gift Brochure I 
I which shows Zippo Lighter models. with prices. I 
I Firm Name. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. I 
I I Address ................... . ................... . 
I I I City , ....................... Zone ...... State. . . . . I 
I Your Name. . . ..... . ... .. ... .... . . .. ..... . . . . . .. I 
L _________________ ~ 
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~uperior, \Visconsin area, 66 %% . The 
('() ~npany uses both programs and spot 
announcements, scatt ers them through
out the day to reach as diversified an 
audience as possible. 

" \Ye use radio to create consumer 
a('ceptance," says Aa ron J . Peterson, 
adH>r tising manager, " and give our 
Zinsmaster dea lers max imum support." 
:\l ost of the commercial copy is of an 
institutional nature. The theo ry is that 
if the housewife hears the brand name 
often enough, it becomes familiar and 
ac('eptable to her. ~ewspapers , bill· 
hoards, and point-of.sale displays are 
tied in to the radio copy. 

The J ohn 1. I\ issen Bakcry Com
parry opened in \Vo rccstf' r , Mass., in 
June of 1945. A ft er consultation with 
the Long Company, they set up the ad 
hudget as 4~ ;{ of sales, 30 7< of this to 
ra d io. enti l recentl y, they stuck 
strictly to announcenlf'nts, used 10 a 
week oYer \VT AG in \Vorcester. On 4 
::;ept ember they began sponso rship of 
the WTAG 7 :00 a.m. nf'wscast, Mon
days through Fridays. Fo r its Flower 
Fresh hread, aired on transc ribed mu· 
sical j ingles, ~isse ll set up demonstra
tion stations in va rious stores through. 
out tl1f'ir sales arf'a . An attractive girl 

in attendance, " :Miss Flower Fresh," 
greeted customers, gave them miniture 
loaf samples, and tied in the radio's 
pitch of " ... as fresh as a rose in the 
sunllller." 

The local nat ure of the bakery busi· 
ness fostcrs widespread use of tran
scriptions. Most of the transcription 
companies report that hakers are one 
of the most numerous categories among 
their accounts. Harry S. Goodman 
lists no less than nine' different shows 
sponsored by bakers (among others ) 
throughout the country. All-Star 
W estern Th eater ; lim Ameche Story
teller ; Your Gospel Singer ; Helpful 
Harry (spots ) ; jump-lump of Holiday 
House; Mystery House; Red Ryder; 
Streamlined Fairy Tales; What's in a 
lYan/e. Other firms, like Wm. F. Hol
land Productions in Cincinnati, report 
nationwide coverage. Bakers are one 
of the top clients for Holland's Fire· 
figh tel's. 

The Frederic W. Ziv Company points 
out that its first transcrihed show was 
sponsored by a baker, The Freshest 
Thin g in TOlen by the Huhel Baking 
Company of Cincinnati back in 1936. 
T oda y the compan y has bakery spon
sors in 291 markets for popular shuws 

That's thc final connt - 12,441 slogan, ,"hmilled in WSYWS 
' \Iui.lloarding Slogan Contcst. 
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A joint promotion of WSYJ{ -AJ\I and WSY H·T\', the conte,t ran two 
wccks - drcw entries and intcre ,ted commenh from all over Central 
New York. 

Pcople in the rich Central New York market watch and li,ten to 
\VSYJ{. It's a wonderful way to Pllt YOllr own promotion acro". 

AM • FM • TV 
-

The Only Complete Broad~alt Inltitution in Central New York ' 
NBC Affiliate - Headley-Reed, National Reprelentativel 

like: Korn Kobblers: Boston Blaclcie ; 
Cisco Kid; Lightnin' lim; The Old 
Corral. 

All in all, bakeries are conscious of 
the value of advertising and promo
tion. All five types- retail, house-to
house, multiple-unit, chain, wholesale 
(these are not strict classifications as 
man y bakers do business as more than 
one) ~ontribute to the industry pro· 
motion-wise. They are not without 
their prohlems. Rising costs and the 
competition of bread and cake mixes 
add to their woes. To the market at 
large, the haker is both manufacturer 
and consumer. Fortunately for all, the 
baking industry has maintained its 
status qllo of the last several years, a 
far cry from that of the 1900 period. 
More promotion and advertising, in
dividually and cooperatively, is indio 
cat ed; radio will continue to get a 
large slice of the advertising loaf. 

*** 
SIMULCASTS 
(Continlled from page 27 ) 

Iy. Witness the large number of Al\1 
shows with TY counterparts that are 
programed separately. To name a 
ff'w : Martin Kane-Private Eye (U.S. 
Tobacco ) : Qlliz Kids (Miles Labora
tories ): Stop the Music (Admiral 
Corp. , P. Lorillard); Lone Ranger 
(General .l\lills ); SlIspense (Electric 
Auto-Lite Co. ); Hig Story (American 
Cigarette &: Cigar Co., Inc.). 

This is not to say that the simulcast 
is passing out of existence. Certain 
typcs of shows are highly adaptable to 
simulcasting. with Arthur Godfrey's 
Talellt Scouts a stellar example. Its 
success is due in great part to God· 

I frcy 's captivating personality, as well 
as thc logical appeal of the talent act~ 
to both eye and ear. The Voice of 
FirestoTl e (Firestonf' Tire & Rubbf~r 
Co. 'i continues to be succcssfull) 
~il11ulcast. The WL W stations in Cin
cillnati, Columbus and Dayto11 air 
three popular simulcasts; two are 
dail y women's participation shows, 50 
Cl nb and M oming 111 atinee, the other 
a weekly 1S·minute news program. 

One nctwork show is scheduled to 
hf' simulcast for the first time this fall. 
In Octoher. Sing It Again will air si
multancously on CBS and CBS-TV for 
Cartf'r Products, Sterling Drug Co .. 
Luden's Tnc. This show has lIlany 
visual c\cn1f'nts, including a lineup of 
talf'lIt "natural" for TV: MC Dan Sey
mour, A Ian Dale, Eugenie Baird, Bob 

SPONSOR 
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HO\\(lrd. Ra) Block. It will of cour:;~ 
be greatly enhanced pic toriall y. experi · 
ment:" in such techniques currently be· 
ing madf' "ia kinescope. 

A (')"oss,sf'ction stud) reveals th at 
thesf' an' tlw types of shows lIlost eas· 
ih" adaptf'd to :-;illluieast: 

1. Amateur and talent shows, I)p· 
causf' they feat ure performance 
acts whiclr are good enterta in. 
ment hotlr a urally and visually. 

2. AudieT/Cf' participation shows, 
including quizzes and g iv!'aways, 
for which studio·audience tickets 
h:l\"e always heen in hf' a\'y (If'. 
mand. Howe\f'r, these must be 
built with thc visual nlf'dium in 
mind a nd not be mere I r a tell'. 
cast of the radi o show. 

:1 . .Wusical shows, se rious alld pop· 
ular, but on ly with til{' u:"ual pm· 
\"ision of addin g f' y(·.appeal. 

4. S ewsmsts. if the TV \'e rs ion ill ' 
cludes \"isual background matt"~ 
rial in add it ion tu n()Il . .,ta t ic I 

shots of the newscastf' r. 
,). Panel qui::::::es. with intf' n' still t! 

TV pe rsonalities. 
\rhat about sports and npws c\ pnl:-. I 

with rf'lation to simulcast ? From a I 

spot (·heck. it was If'an1l'd that thc 
networks do \"ery little sill1ulca stin~ I 

( ill the strict sense) along these line". 
f'xcept fur such happenings as U\ 
sessions and Presidential speecllf's. In I 

A:\1 / TV sportscasts of footb all , base· 
ball. hasketball, hockey, the problelll 
of tlw announeer over.df'tailin g his 
commentary for TV has bf'en solved 
by using two announcers. one for each 
medium. WNHC·TV. Nf'w H aven. 
wi ll hroadcast the Yale football games 
this fall in this manner. The 1950 
Kentucky Derby was broadcast over 
CBS at the time of the f'''f'lIt , later 
shown on film via CBS.TV, wi th a dif· 
ferent commentator for each version. 

\Y AZ·TV. Huntington , \Y. Va., is 
an excepti on. It reports that all local 
basketball and footha ll coverage ha~ 
hf'en \ er~ successfully done by simul· 
cast. In an experimen t, it was found 
the TY audience liked and demanded 
the same rapid.fi re play·by·play given 
til(' AM listeners. 

I II all simulcastillg, obligatiolls to 
both medi a must he constantl y relll em· 
berNI. The precepts underl) illg sue· 
"f'ssful programing for each medium 
are at odds with one another: radio 
IlIUSt achieve its effec ts \"ia sound 
a lone. while effective TV lealls heav il y 
on visual elements. A radio broadca"t 
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FOR 

MASTER BREAD! 
·{CONlON . APRil. 1949) 

"Since 1946, Cisco Kid has proved to be one of America's 
greatest salesmen" •.• says Dick Koenig, Manager of Mas

ter Bakers. 

"Cisco" is amazingly suc
cessful at sparking sales 
crews-enthusing dealers
building great kid (and adult) 

audiences - zooming sales
boosting profits! Write, wire 
or phone for proof of "Cisco 
Kid's" sensational business

building performance! 

SENSATIONAL PROMOTION 
CAMPAIGN 

From buttons to guns 
-is breaking traffic records I 

LOW PRICED ! 

V2·Haur Western Adventure 
Program . . . Available : 
1·2·3 times per week. Tran· 
scribed for local and regional 
sponsorsh ip. 



must mm'e much faster verbally 
I painting a word picture ) than a TY 
show. If a good radio pace is main
tained, it is ap t to result in over
ta lkative tele,' ision. wh ereas if the TV 
,en'ion is catered to, it is likely to 
"low up radio too much. 

no singer more than four or five en
gagemen ts a year. 

How must a simulcast show be 
" dressed up" for TV? The following 
changes, in addi t ion to the new singer 
policy, were made in programing The 
V oice of Fireston e: (l) Addition of a 
chorus; (2) Use of rear projection 
slides fur scener): ( 3) Selection of 
music in which the chorus could join 
and which lent itself to s('enery: (4) 
lise of costume" for chorus and fea
tured artists. 

Another element is the need for a 
greater vari ety of faces on a TY show 
than of voices on a radi o program. 
The l' oice of Firestone formerly had 
one or t\\'o singers who did most of the 
performances. ~ow its policy permits 
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KRNT . .. 

THE STATION WITH THE 

FABULOUS PERSONALITIES 

AND THE 

ASTRONOMICAL HOOPERS 

HOOPERATINC 
HIGHER::: 

-MORNING 
-AFTERNOON 
• NIGHT 
THAN ANY OTHER 
STATION IN 

DES MOINES 

ANY KATZ MAN 
WILL TELL YOU THE FULL 
FABULOUS SALES 
RESULTS STORY! 

('c. E. Hooper Audience Index, City Zone - June-July 1950 

Simulcast costs hme gone up since 
the September 1943 report with the 
rise of TV costs. When Break the Bank 
started to simulcast on ABC two years 
ago, the extra costs for TV were al
most negligible. In its 17 ] uly issue, 
SPOl'iSOR reported that a simulcast to
day means a 25-30~j increase in talent 
costs over and abm'e the radio show. 
and almost double the time costs on a 
sta tion-to-station ha:-.is. The Voice of 
Firestone, lavishly produced, incurs 
the following cosb for the TY opera
tion: 

Additional to orchestra 
Production costs ", 

... $ 750 
3.300 

Addi tional fees to o)"{·he:-.tra con
ductor. singers. announcer_ 
etc . ........... _____ _ 

Tele,ision network time 
1,500 
7,500 

Firestone plans to continue its si
mulcasts, reasoning that they are less 
expensive than t\\ 0 separate shows, 
and tha t there are so few musical 
shows on TV. More important, since 
they've been 011 tele,'ision. their radio 

I rating has increased. 
Why hm'e some sponsors stopped 

i simulcasting? 
\Vhen We the People booked '-acts" 

fur its simulcast, it had difficulty in 
finding ones that met the requirements 
of both media. \,'hen someone was 
merely telling a story in a straight in
ten ' iew. it did not always go over well 
on TV. Then. too much of anyone 
aet is a viewer-chaser. So the produc
ers trierl to angle the show toward the 
,-iewer as well as the listener. with the 
result that their radio ratings began 
to suffer while the TV ratings rose. In 

I ] une ] 949 th e radio show had a 6.9 
Pulse in New York; in ] une 1950, its 
Pulse was 4.3. In] uly of this year, 
Ihey split the A1\1 and TY segments 
in to sepa rate shows; the radio show is 
now taped for broadcast, and TV show 
is done live. The latter continues in 
its successful format of hm'ing color
ful, newsy human interest stories told 
by the people directly concerned. The 

! radio ,'ersion concentrates on drama
tizing in detail either a leading story 
of th e TV version or an altogether dif
ferent tale. 

Cooperathely sponsored America's 
Toum Meeting of the Air was simul
cast over ABC .md ABC-TV from Oc-

, toher 19~9 to ~larch 19cJ.9. It went 
off T\ when ABC-TV reduced its 
broa(kast time on l\londays and Tues
days (lIleetiTlf( night). is still on AM. 
"'ith rf'ference to tile simulcast. one 

SPONSOR 



Town Hall executi\ e sa id: "'DlC TY 
side of our simulcast did just fairly. 
fluctuated in appeal. \Ve do not be· 
lieve that forums have dcveloped a TV 
formula as yet. They must be ' jazzed 
up' for TV ; the picture of a Illall talk
ing is not cnough. Right now TV does 
not interest us cxcept in a )lurely spe('
ulative wa y. \Ve are di s-<.: ussing wa\, s 
and means of making the show suit
able for TV." 

Band of America, NBC (Cities Serv
ice Co.) was simulcast on NBC and 
NBC-TV from October 1949 to Janu
ary 1950 . Though satisfied with their 
simulcast, Cities Servi('e dropped TV 
as they ('ouldn't clear all the stations 
they needed for sufficient coyerage. 
Who Said That ?, N BC quotation quiz 
fea turing famou s personaliti es. has 
been simulcast on and off for about 
two yea rs on NBC and :\THC-TV. is 
currently on TV only. cooperatively 
sponsored in 23 markets. by Pure Oil 
Co. in 14. Twenty Questions (Hanson 
Art Metal Co.) was simulcast on Sat
urday nights from December 19-1.9 
through March 1930, :\1utual and 
WOR-TV. It was then decided that 
TV was better on Friday night than 
Saturday frolil keell-competition stand
point, so the TV show was Illo\'ed: the 
TV sound track was recorded and re
broadcast on AM Saturday ( this 
might be called a "semi-simulcast") . 

How did thcse simulcasts affec t the 
radio ratings of the show? By and 
large favorabl) . especiall y immedia te
ly following the debut of the TV 
show_ Take Twenty Questions. In the 
last month of the radio-only broad
cast (November 1949) its average 
~ew York Pulse was 5.3: the first 
month of simulcast {Decembcr 1949) 
it jumped to 6.0. In the latest New 
York Hooper. (July-August 1950) 
this radio show is No.2 with a 6.1 rat
ing. Band of America. averaged a 3.8 
:\Tew York Pulse for the four months 
fJune-September 1949) pr ece din g 
simulcast, raked up a 5.0 durin g its 
13-week TV showing (October 1949-
January 1950) . 

Bullseye simulcast fare is Arthur 
Godfrey's Ta/ent Scouts which has 
consistently maintained top ratings in 
both media. Xew York Hooperatings 
for January-February 1950 put it No. 
1 on the radio list (21.3) and No.2 on 
the TV rating chart (45.3 ), beat out 
here only by the fabulous Berle. 

On the other hand, sometimes as a 
result of simulcast or a separately-on-

25 SEPTEMBER 1950 

His Joint Efforts 
Make Good Radio Connections 
~clling pipe joints directl y isn't one of his additional 
cnterprises-but it symbolizes the direct connection that 
he lines up between his sponsors and their customers. 
As stated by the Empire Tire Company to KBMY, both 
of Billings, Montana: 

"We ha\ e found that the prestige of an ou tstanding 
COlllmentator has increased our 'drop-in' trade by at 
least 300'ft. In addition. Fulton Lewis, Jr. has served 
as an ' in troduction ' for our sa lesmen in thei r calls on 
business and professional men in and around Billings. 

" Our sales ha ve shown a very marked increase since 
we started ... and we have experienced at first hand 
a tremendous amount of good will arising from the 
program. These splendid results are 1110st pleasing 
to us and will be the decisive factor in our future 
advertising plans." 

Thc Fulton Lewis, Jr. program, while cu rren tl y sponsored 
on more than 300 stations where waiting lists may exist. 
presents opportunities for sponsorship in other ~lBS 
loca lities. Since there arc more than 500 MBS statIOns, 
many local advertisers llIa y still take advantage of the 
rcady-made audience, the network prcstige, and the low 
cost of thi s news co-op. Check your local l\lutual out
let or the Co-operati\'e Program Departmcnt. Mutual 
Broadcasting System, 1440 Broadway, NYC 18 (or 
Tribune Tower, Chicago 11). 
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Louisville, Ky. 
JOE EATON, MGR. 

Represented Nationally by 
JOHN BLAIR & CO . 

HEALING 
POWER 

If your client's product 
suffers from the dreaded 
malady "Slow Movement" 
KA H's new 5000 watt 
coverage will issure com
plete recovery at reason
able cost. Write, wire, or 
phone Independent Met
ropolitan Sales or : 

KATL 
HOUSTON, TEXAS 

T\, trial of an A~I program, the TV 

, er:;;iOll has luO\'en more successful or 

is re tained in preference to the A\I 
sho\\' for yarious reasuns. Cases in 
poin t arp: 

Th(' Goldbergs I CBS-1Y, Gen eral 
Foods. Sanka) : On ,\;\ 1 for 17 years. 
this, ptpran sho\\ wenl 011 T \T in Jan

uan 1949. It has cun~i:'te ntl) rated 
as ~ne uf tllP top shows un TY. \\ ' ill 
lIot con tinue on \\1. inH('ad will ex
pand TY operation tu morp oll tlpts for 
~ rpat e r cm praf!". 

kay Kys (' r's College of Jlllsical 
Kllo/l"I('t/{-{(' I \1BT. Ford Dealers of 

America ) : All old. cs tahlisllPu A:\I 
show. Ha~ heen 011 TV only since:' 
DecPlllber 1949. 

The ShOll' Goes On with Hobert () . 
LplI'is ( CBS-'IY): \\ 'as semi-simulca:,t 
( th e T\ ' shOll suullll track was record
pd fo r Al\] rebroadcast). '1'\' , 'prsiOll 
on l~ sold to Co lumbi a Heco rds last 
April, to American Safety Hawl" Corp. 
this mOllth. 

I, In line lIith the treJl(1 to pa\ sepa-

I late prugram respect:- to T\' , Illany 

J "ho\\s " ith . \ \1 counterparts han> j u:-t 
:-tartpd or will shortly go 011 T\'. ,(,llPY 
incl ude. CBS-TV: Th e floral'(, II ('idl 
ShoU', Trulh or COl/seq uences (both . 
Philip \Iorris ..\ Co.. Ltd. ). The ' 
1' augllllll onroe Shall' (H. J. He') nolds i 

TulJacco Co.): on ,\fBe-TV: )011 /Jel 
YOl/r Life "ith Cruu('ho :VIarx ( DpSoto 
PIYllIollth Dpalers ). rO/lr llil Parade I 

( AlIlerican Tobacco Co.) ; on ABC
T\': Brea/,fasl CIll O with DOli l\lc:\"ei ll l 
( Pltilco ): Chall cc of ([ Lif('lillle with 
John I{ ped King IBendixl. 

H o w are the~e a nd ot he r "sppa
ratps" Iwing broadcast '? There are a : 
Ilumht,!, of "ars. SOJ1le are done live 
for hutll ra di o and TV (Original A ma
le/lr HOllr , S lap I/'e Mu si('). In some, ~ 
the ~()und track of tIl(' T\' show is 
~illlpl) rpbroadca"t on till' radio 
( 1'11 ellly ()u('$liolls ). ~oll1e ~lre done 
liYe for A:\I another \prsion filmed for 
TV. I Trllll: or Co II S('(/U (' II (,(,S. Il oTGCP 

I lIeidl SholV, hoth tr;w(' lillg :-hows ' 
whic h usuall y ca n' t I,e l'ol1\ ' (,lli(,lItl~ 
telP\ i;;Pll.) Detec tive program Mar
lin !\.all e- Privale Eye i~ a trall-

I 
"nil::" packat!'e fOI" A~I..a Ii\(, ~ho" 
for 1 \ . Both verS ions dlfTe r en tl r!:' l) 
ill writer", direc tors. cas t, ('\.cept for 
~tar \\'illianr Gargan. In an in tf'rps t
illg ('xl'crillH'nt )'01/ ReI rOllr Life will 

ha\'(~ OIl(' hour of film and reco rd~ng i 
mad!' for ('ac h hroadcast , from "hlch 
appropria te sound segnwllts \\ ill Il(' px-

I • - - - - - -
~ ~- - - - - -- -

) 
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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 curr.e,?t s~on
sors but additional partiCipations 
are ~ow available! 

Promotion and merchandis~n~ 
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 

SPONSOR 



tracted fur AM and the hest film f'ec
tions for TV. both half-hour shows. 

The Aldrich Family does both shows 
li\ c. Here's how the TV version dif
fer~ from the AM as regards cast and 
production prohlems. Part of the same 
cast and production talcnt is used for 
both versions. Homer, 1\1 r. Aldrich, 
announcer and musie conductor are 
the same. Henry, Mary Aldrich. Mrs. 
Aldrich and directors are different. 
The TV show, of cours(', includes sets. 
makeup, costumes, camera angles, 
lighting, a('tors who can act visually 
and llIemorize lines. 

Rehearsals for one video show come 
tn about 21 hours, as compared to the 
thr('e or four hours ne('ded for radio. ' 
One of the biggest problellls is to keep 
actors within a small chalked area. 
Another problem is that their TV show 
has no live aud ience; it is quite diffi
('ult for an ac tor used to audience re
adion to perform without it. (The ra- , 
dio show has a studio audif'nce). 

Sponsors ha\'(' found that program
ing separately. though it usually costs 
appreciably more than simulcasting, 
pays in the long run. The costs vary 
with the number of element:; that dif
fer in both versions, what methods of 
hroadcasting are used. the elaborate
ness of production- and it is possible 
for a sponsor to economizc in many 
ways. A spokesman for Break the 
/Jank reports that the cost of their 
separately programed TV show comes 
to about 44 % of thc cost of the radio 
program, estimates that a simulcast 
would run them approximately 35 j{ 
of radio cost. They economize by 
using the same talent and or('hestra on 
hoth shows; pay hikes all around for 
talent, directors. production staff (or
('hestra gets twice as much ), duplica. 
tion of prize money for two shows. 
plus TV time costs are the "extras" for 
their TV show. 

Though the problems involved in 
f'eparate TV programing are many, si
mulcasting poses even more. Unless a 
show falls within certain categories 
and can meet certain ri gid require- I 

WANTED AT ONCE: R e place-
ment for resnve army man whose duties 
no\\' include: Farm euitor, announcer, 
spec ial event organizer, anu as~i s t ant to 
sta tion manager. WTCll Broaucasting, 
107·113 E. Green Bay St., Shawano, Wis. 
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mellts, it faccs the danger of impaired 
dledi\'eness in one or both media. 
To dccid~ to sil1lulcast merely because 
he call ge t a TV time slot opposite his 
1\;\1 time and wants the additional 
('overage of TV at the lowest possible 
cost Illay ill the long run cost a spon
~I)r dearly- in audiPllce and prestige. 

Loo\... what the producers of 117(' th e 
Peo/)le had to do to adapt the show 
for si mulcast: ( I ) They had to book 
acts with visual as well as aural ap
ppal (2) They had sets wade ('aeh 
wpek as background for each act; (3) 

They started w,ing costumcs for Illany 
acts: (4) The) hired extra peoplp. in
duding hoys to print the scr ipt cards 
from which the guests " told" t1wir 
storips: (5) They had visual ('0 III IIlC r· 
cia ls made fur TV; sometimes ada pted 
same ('oll1l1lercia l to both media, a \"ery 
ticklish procedure. 'iow they\oe dl'
cidf'C1 to program We the People sep
arately, to improvc the show in hoth 
l1wdia. 

The show's the thing. First de('id e 
whether it has that f'ssential dual P(>f· 
sonality. * * * 

Why do it 
t he hard way? 

• Let's look at the facts devoid of any hokum. Of 

course you can reach a large part of this market with

out buying WSM. There is nothing to prevent you 

from selecting a complicated combination of news

papers and small radio stations throughout the Cen

tral South Area. 

• But, still looking at the facts, that's the hard way to 

d o it. That's the expensive way. 

• The simple, economical method is to choose the one 

medium that gives full coverage of this rich market. 

And that one medium is WSM. 

• The reasons are these: WSM operates on a I-A Clear 

Channel taking your sales story to the Central South 

Market with the greatest power permissible under to

day's FCC regulations. To hold the interest of its mil

lions of listeners WSM specializes in producing local 

originations with particular appeal to this section of 

America. Through 24 years of live-talent broadcast

ing this station has developed a staff of entertainers 

that is unique both in its quality-some of the coun

try's biggest na mes, and quantity-over 200 people. 

• Yes, WSM is different. WSM is the one medium 

that offers both the coverage and programming facil

ities to sell your products throughout the Central 

South Market. 

CLEAR CHANNEL 

50,000 WATTS 

IRVING WAUGH 
Comm~rcjol MOl'log~r 

EOW ARO PETRY & COo 
NotIonal Represen'of,'t ' 
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Folks sure are a-listen in to me 

each morning from 5 to 6 on 
the COTTON BELT GROUP 

over KTFS - KDMS - WGVM, 
which means folks from East 
Texas to the Mississippi Delta_ 
Tryout my program on a two 
week cancellation clause, 'cause 

if I don't get you results then 
I don't want you to spend your 
money foolishly. Good portions 

are now open so write or wire 

or phone for the availabilities. 
It's just gonna cost yu $105.00 
a week to find out! 

COTTON BELT GROUP 
Box 1005 

TEXARKANA, TEXAS 
Phon,, : 35·124 

GROWING 

GROWING 

GROWN 

, I 
I 

Hpre are informational tools that SP():\'SOR feels call be 0/ lise to you. 
Requests /01' material mllst be made within 30 days. 

,t 100 "'The 1950 100w Radio Audiellce SlIrt'ey" Includes the 
10catiOll and operating power of Iowa stati ons, basic information on set 
ownership, station and program prpference, and listening habits in de
tail on l1lultiple."et ownership, TV ownership, and car radio users. 

i t 101 "Spot tlIP. Spowwr" Thomas-Varney Inc. has produced a 
hrorhure explaining a unique television program. It's a digest of pro
gram information, station availabilities, partic ipation co"ts, audience 
H'2ponse to the program, and cost and impact of serie!'. Briefly , the 
prog ram is a one-minute brand name memory game that awards three 
$23 cash prizes daily to viewers for rempmhpring the brand!' and pack
agps of participating sponsors. 

A 162 '"This is KFAU" Book indude!' information for Lhe sponsor 
!'eeking market data on the :'\ehra"ka and .Midwe~t area. Latest con
SUll1er ,.;urvf'ys. listpning studies, population figures, and farm income. 
along with complete market data are included. 

A 10:J "'The Quebec City Radio Audiellce" n adio Station CHRC 
has puhlished a study of the French-language radio aurlipnce of Quebec 
City. The study, hy the Audience Rpsearch Division of the Canadian 
Opinion Company, incl udes useful information in planning radio adver
tising in Quebec and the surrounding districts. Background of radio 
li!'tener behavior, amount of radio listf'ning. and the radio clay in gen
pral an~ SOI11P of tilt' topirs that are treatpd, induding figures. 

#QI(/1iUt~JlgJ~ ' 

Ii 10"' "I'iolleerillg ill Telel,isiou." This booklet brings together 
speeches and statements of Brigadier General David Sarnoff. president 
and chairman of tlw hoard of Radio Corporation of An1Prica. Here is 
a historic record of the progrf'SS of teleyision. The contents lists stories 
from IpaC\iIlg magazines that range in topics from "War Dcyelopments 
to Aid Tplevision" to "Colnr to Come Later:' 

A 105 "What Mak(>s A Radio Station Creat?" \\TCCO, Minne
apolis-St. Paul, has puhli"hed a report ('ontaining Hooper Rating and 
diagrams showing domination of the Twin Cities radio. The hooklet 
contains lletwork program information, local fa\'ori te shows, audience 
rpaction, and ('overage ('ompared with fiy!> other :Minnesota sta tions. 
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MORNING PERIOD' 

PLUS ... 
a 14.8 Over-all Audience 

Increase Since 1949 

ANOTHER BONUS 
FOR ADVERTISERS ... 

Special merchandising 
department for extra 
promotion of sales. 
• January, Febru.ry, 1950 Hooper 

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

AMERICAN BROADCASTING 
COMPANY 

OWNED AND OPERATED BY 
THE MOBILE PRESS REGISTER 
NATIONALLY REPRESENTED BY 

THE BRANHAM COMPANY 

i t 10(i "T Ire ill illioll-fl111I-a-H al f ' Research Service Inc., Denver, 
has relea~pd for the first time in radio history a survey of program 
audiences in the states of Colorado and \\'yoming. The complete study 
report" total number of listeners in hoth slates. percentage of popula
tion li"tening, economic status of listeners, and other data uncoyered 
hy TIl(' Colorado-Wyoming Diary Study. 

_1III2l _____________ .., ___ _ 

SPONSOR 
510 Madison Avenu~, New York 22, N. Y . 

To obtain any of the tools listed, insert number 

of items de~ired in spaces to right 

N .a ME 

COMPANY 

ADDRESS 

CITY 8. STATE 

I 

SPONSOR 
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510 MadisoD 
(Coll tinued froll! [wge 6 ) 

published in the 30 January PO N OR. 

Since we are not regular subscribers 
to your publication , but arc very inter
ested in obtaining a copy of this arti 
cle, would yo u kindly ha\ e it sent to 
Ill)' attention at the abm'e address. 

Bl f) ROSEN 3EHG 

V ice Presidellt 
Gensler-Lee Jewelers 
San Fran cisco 

TV MAP FOR SPONSORS 
III yo ur 17 July issue of SPO~SOR 

you have list ed the hours Oil th e air. 
etc. , of varion" t e le\'i~i on :; tati o l1s. 
Your information nn WGAL-TV is 
about a year old. 

For quite some time WCAL-TV has 
been signing 011 Monday th rough Fri
day 3:30 p.m. to 12:10 midnight, Sat
urdays 11 :30 a.lll. to 12:30 midnight . 
a nd Sundays 3 p.m. to 12 :10 midnight. 
With the start of the pro foo tball sea
son our SUllda) "d1edule will be in
creased from 1 p.m. to 12:10 midnight. 

Our Monday through Friday sched-

. ~;. 
v.~:: 

~ 'Ii 

0 , 
~ 

~ 
~I '$~ 

" 

ft ;1 
~~ 

PERFORMINDEX 
A terrific time-saver for any 
program director, disc jockey 
or broadcaster who programs 
music . • • and for the TV 
producer. 
PERFORM INDEX is an im
portant section of the entire 
BMI repertoire. It is a car~
ful compilation of BMI-h
censed music titles that have 
been performed most consist-
ently in recent months. . 

'1:~.~J, 
>'9Z 

~ , 
~ , 
~ 
~ ~ 

~ 

PERFORM INDEX contatns 
the songs you've used on your 
own shows. They' re arranged 
by title, alphabetic.ally. ~or 
COllvenience and slmp!Jclty. 
And for the s tat ion that 
use s phonograph records, 
PERFORMINDEX has the 
nc-cessary record data. 

If PERFORMINDEX 
has been misplaced in 
yo ur station library, 
w r i t e immediately to 
BMI for another copy. 

~ ~ ;;, (;, t .. 
""lY4' I' ~/~-- ,;,: 

.' ;(: . "~~H,.oq4. ,~;~. 
B1l0ADCAST ,,,,...,. ~ 
S80 FIFTH AVE MUSIC, INC. 
NEW YORK. C ., NEW YORK 19 I 

HICAGO • HOLLYWOOD 
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ule starting 25 September will lit' 2 
p.llI . to 12 :] 0 midnight. 

J. ROB EHT ClJLICI-.. 

Gelleral S ales Mawl f!.('r 
frG A L-TV 
Lancaster 

The double page spread you had 011 

ex isting tel evi"ion stat ions i;< undoubt
edly fin e se rvice to ad\'f~ rtisers. f1ow- I 

I 

e\·er, tlwre is a mistake insofar a~ pi- I 

ther KRLD or ourselves is cO llel' m !:'d. 
You li st KltLD Monda), for cxaJl1pl f'. 
2 :00-9 :35 p.lll. and Tuesday II :00-
]0:0;) p.lIl. Similarly, you list li S .Mon
da y 5 :00-9: :10 p.m.. Tuesday 5 :00- I 
10:15 p.m. Actua lly , KRLD opera tes 
only ..t.:30 p.llI. to about clos ing til11P. 1 
with all the time prior to that beillg 
te~t pattern. In onr own case. we also 
ha\'e test patte rns, starting at 11 :00 
a.11I.; but we don 't think you want that 
informa tion , consequently thl' ii"ting 
O il KRLD is inaccurate. 

Fur th er, \dll YOLI please, ill any fll- I 
ture refe rence to our representativl', 
list it as Edward Petry & Company in 
"tead of Adam Young. Inco rporated. 

MAHTIN B. CnlPIJELL 

General Manager 
IflFAA & IflFAA-Tr 
Dallas 

SPONSOR TV MAP 
Kindly send to my attenti on fi n' 

copies of your TV :\:Iap for Sponsor,,: ' 
Fall 19.50. 

I also want to take this opportunit) 
to compliment you on the I'xcellent edi 
tion in which the map appeared . It is 

, certainly most helpful and informative. 
NANCY CUFFORD 

Time Buyer 
Newby J. Peron fll c. 
Chicago 

I IARO HESS PICTURES 
After four years 1 would also like to 

thank YOll for the five pictures SPO NSO R 

gave me ill Atlantic City. They have 
been framed and have adorned m y of-

I fiee wa lls eYe r since. I believe th ey are 
so good that th ey co uld stand revival. 
)\fa ny, many people have askf'd me if 
there was an y possible c hance of get
ting a copy of them. 

WILLIAM F:. WAHF: 

Presidellt 
KSTL 
St. Louis 

Ih~&J(ltA r " "art' r"f"l'S to Sf' t of fi,~ Jarn 1If" ~s 

('ari("a tures a,"ailuhlt" to II.' W a nd rt'u.o,,'al ~ uh
s ('rilwr ... fr f"f" IIJlon rf"'4'.u· ... t , S 1· tn nCln· .. uh .. ('"rilu~ r s. 

ask 

JOHN BUill & CO. 
al)Ollt .]le 

IIAVENS & IIARTIN 
STATIONS 
IN 
RICIIl\IOND 

lVMBG-AM 
WC 0 D-FM 

WTVR-TV 
First Stations of Virginia 

""There's no business like the 

"adio business these days!" 

Things are really that good 

at KQV whe.·c, in recent 

weeks, we have 801d a dozen 

good program ayailabilities. 

Gel dctail s frolll " . eed & 

Company and jnin the switch 

to KQV., PittslulI'gh's Aggrt·s

sive Network ~tati()n! 

KQV 
Pittsburgl., Pa. 

MBS - 5,000 Watts - 1410 
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' .. eCs ,Jltt nil mediff IIiUIt-,· 

til(" Sffllle ,u;c,'OSCO,)("! 

Is managenlf'nt in a positioll to mea
sure advertising audiences adequately? 

Far from it- say experts Darrell B. 
Lucas of NYU and BBD&O and Steu
art H. Britt of McCann· Erickson in 
" \1easurement:,; of Advertising Audi
ences" published in the September 
1 ()SO Ilarvard Business Revieu'. 

""Actually." sa\ the cu-authors, 
"there seem~ to be no dimension of 
radio or television which is quite COIll

parable to the circulation of a publica
tion. especially from the point of view 
of advertisers. Either some new pro
cedure must he developed to provide 
information comparable with that of 
the ABC, or there lI1ust be a broaden
ing of the whole concept of circula
tion or coverage to provide a common 
basis for major media .... With in
dividual media spending tens of thou
,.ands or even hundreds of thousands 
of dollars pcr research study, adver
tiscrs might well demand more work 
on the fundamental problem of size of 
advertising audience." 

In its 31 Jul y issue, SPONSO){ fol
lowed the sall1e linc of reasoning and 
a d v 0 (' ate d a common - denominator 
IIwasurcment for newspapers, maga
zines. tekvisiolI. and radio. 

This is not an elltirely lIew idea. Al
fred Politz, noted r('s('arclwr, had a 
",imilar idea several years ago whidl 
was submitt('d to a radio network. 

:-;()('cifically. SI'O;'\SOI{ rccol11lllCnrkd 

that advertiscrs thcmselves, through 
their trade as;;o{'iati ons. fillann~ stnd-
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)('s in sam pie markets designed to re
veal exactly what share of the 1,440 
minutes in a 24-hour day is de\Toted 
to radio, to TV, to magazines, to news
papers. 

Researchers call de\-e\op workable 
methods for accomplishing this. In a 
single market or, for that matter, for 
the whole C. S. at once, the general 
teehnique consists of taking a continu
ous. "coincidental" measurement show
ing for one typical da) just how much 
time people devote to each of the ma
jor media. To be sure, this kind of 
lIleasurement is not cheap. Sound and 
adequate measurement:,; neyer are. But 
the fact that on a national scale it 
wuuld cost over $1,000,000 need not 
frighten adver tisers and agencies away 
from its promise as a local or regional 
llleaSUrel11ent-~or e\'en as an experi
mental one. 

It i.m"t O/t(,11 that SPONSOll ti(,I'Ot('S its 

/ull priitoriai [Jug(' to a sillg/(' subj(,(·t. 

But "Lt,t"s [Jut all lIIetiia ulltier tll(' sallie 

lIIicrosco[JP"" iSII"t tl suiJj('ct to bp kiss('ti 

off It'itit a/ell' lI'ortis. Jf' p bOtH! that tll(' 

.~/ltIr('-o/-tillle ("tJlICP[Jt g('ts /ull airillg at 

tbe currellt ANA IIIt'('till{!, ill Chicago. A 

("OlllllItJII-riellolllillator lor IIINlsurillg ati-

1'(Ortisillg tlllt/i(,IICPS will s1alltl all ather

I i.~('rs ill gooti st(,atl. 

Electronic systems such as A. C. 
"iielsen's Audimeter or Sindlinger's 
Radox already can measure minute
by-minute radio and TV audiences. 
Personal interviews or diary st udies 
can be devised to c ull accurate infor
mation on all media, whether printed 
or alr. 

SPOI\SO H'S suggestion does Tlol in
clude J11ea~Uremellt of components of a 
nlPriia (such as the relative ratings of 
four sta tions in an area). These are 
abundantl y available. The overwhellll
ing need, we feel , is for hasic circula
tion evaluation of each medium as a 
whole within the area. And these 
should be marie by th e ANA, AFA, or 
other representative advntiser groups 
that. ~lfter determining rdative stand
ings. can make tl1('m stick without th e 
stigllla of bias or recrimination. 

Broadca:-.ters tell us that they are 
willing to stand or fall on su('h find· 
ings. After vitriolic claims and coun· 

terp laims. they want to know how ther 
really rate. If they're as good as they 
suspect, why shouldn't advertisers 
know it? If they don't measure up. it 
will be a rude but useful awakening. 

Radio stations are especially bitter 
at the recent ANA attack on their rate 
structure, followed by a calm accept
ance of general magazine rate in
creases. The ANA meeting currently 
in session in Chicago is taking up th e 
question of radio rates. Iladio cirples 
generally regard the ev idence as bi
ased, even if unintentionally so. 

Following our original sugge,;tion to 
use "share of minutes in a day" as a 
common denominator, Ilobert T. ~la

son, president of W:\IRK "[arion. 
Ohio, wrote: 

"This is the first basic, sen::-ible arti
cle I have read on the radio-T\T com
petitive situation. I ha\'e stated right 
along that we arf' not any more inter
ested or afraid of TY competi tion 
than we are of movies, magazines, 
newspapers, hridge, gin rummy, or 
canasta . What we are competing for 
is the customer's tim e. Let's continue 
the philosophy that we are competing 
for the time of the audience." 

Cordon Gray. vice president of 
WIP, Philadelphia , wrote: "Research
ers, supported by and for broadcast
ing, both aural and video. cuntinue to 
restript their comparisons to two forms 
of broadcasting so far as share-of-time 
is concerned. Why don't th ey produce 
the share-of-time picture to include 
newspapers and magazines. not to 
men tion man yother COIll petitors for 
:Mr. and Mrs. America's time? The 
writer most decidedly beliews that the 
principal reason that broadcasting has 
been in the past, and is today, the 
most under-priced. under-sold. and 
undpr-apprec iated of all media is spot
lighted in your article ... and that 
reason is the im'idious comparison 
made by our own researchers." 

As a trade publica tion dedicated to 
serving radio / TV advertisers and their 
advertising agellcies, SPONSOI{ wants 
its readers to get a fair appraisal of 
tlie air media- and all other:;.. 

1 f th e share-oj-time concept i:;. adopt
ed at this ANA session (or some sub
sequent olle I we earnestly say, " Let 
the ch ip" fall where the) 1l1a~' :' \,\Te 

think tlwy' li fall airward. 

SPONSOR 
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Daytime half-millivolt contours shown in block. 

The Spring 1950 Kansas City Primary Trade 
Area Survey - a coincidental survey of over 
146,000 telephone interviews in one week by 
Conlan-just off the press-shows The KMBC
KFRM Team even further ahead of its nearest 
competitor than a year ago! 

#s a ~C~/J!,k. .. 
and Only The KMBC-KFRM Team 

Covers It Effectively 

and Economically! 

It's one of the most comprehensive listener 
studies ever made, and one of the most reveal
ing. It provides irrefutable proof of The 
Team's outstanding leadership ... current 
proof ... not moth ball evidence. Contact 
KMBC-KFRM, or any Free & Peters "Colonel" 
for complete substantiating evidence. 
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