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50,000 WATTS 1 A CLEAR CHANNEL 

Television in the 

WHAS offers the only complete farm pro-
t' gramming service for Kentucky and South

ern Indiana . Kentuckiana farmers depend 
on WHAS Farm Coordinator Frank Cooley 
and Assistant Don Davis for up to the 
minute "farm news and market reports. 
,..-!-" -- •• ' ~ ,,~ 

Recent U.S.D.A. figures show Kentucky has 
more cattle and calves, more hogs and 
pigs, more sheep and lambs, more horses 
and colts, and more chickens on farms 
than any other state south of the Ohio and 
east of the Mississippi Rivers. 

840 KILOCYCLES 

tradition 

VICTOR A. SHOLlS, Director NEI L D. CLINE, Sal., Dir. ctor 

REPRESEN TED NATIONALLY BY EDWARD PETn AND CO . • ASSO CI ATED WITH THE COURIER · JOURNAL & LOUISV ILLE TIMES 



SPONSOR 
510 MADISON AVENUE, NEW YORK 

HOW BEER TOOK TO AIR ADVERTISING IN 40's-Graphic analysis of rad io's bean

stalk growth as ad medium for beer industry between 1941 and 1949 revealed by ~ 

s~. of Amer~a in study of beer industry advertising allocati ons. In 

1941 radio got 4.3% of brewers' advertising dollar; in 1949, 22.4%. News pa pers 

got 32% in 1941; 19.5% in 1949. Outdoor rea ped 27.6% in 1941; 23% in 1949. Point

of-sale was 28.5% in 1941; 20.1% in 1949. Research Corp. has released 200-page 

edition of study, including all phases of beer industry. 

9-10 PM MOST POPULAR TV VIEWING HOUR IN N. Y.-Over 50% of New York area TV 

sets are on between 9 and 11 pm, a ccording to Weed & Co. study based on Telepulse 

for first half October. The 9-10 period led with weekly average of 65.8% sets in 

use. 8-9 was second with 61.1% ; 10-11 averaged 51.2%; 6-7 fell off to 27.4%; 

11-12 drew 19.5%. Average, 6-12 pm, was 44.1%. Nights of week v a ry slightly. 

LEVER STRATEGY VEERS TOWARD AUTONOMOUS UNITS-St rategy of sick-business

mender John Hancock, now Board Chairman of Lever Bros., is near-a utonomy for sep

arate divisions. Only unit presidents contact company top echelon, whereas Luck

man regularly met with sales managers, ad managers, etc. New unit heads generally 

surrounding themselves with key men whose work they know. For example, Pepsodent 

chief (formerly McKesson-Robbins) taking on key crew of McKesson-Robbins men; 

Jelke president (formerly Standard Brands) doing ditto with Standard Brands peo

ple. In some divisions, ad budgets tightening. 

ELEANOR ROOSEVELT SOLD OUT IN 9 DAYS-Little noted when Mary Margaret McBride 

and full quota of 17 sponsors moved to WJZ, New York, was sponsor acceptance of 

WNBC successor Eleanor Roosevelt. In 9 days NBC Spot Sales had sold every par

ticipation, had to disappoint some 15 advertisers. Plans call for syndication. 

TONI-GILLETTE SHARE COMMERCIALS ON SOME PROGRAMS-Toni Co., prime example 
--- ----

of program promotion and merchandising, going step fUrther by sharing commercials 

with parent company, Gillette Safety Razor, to cash in on opposite-sex audience. 

Toni home permanent plugs will precede Gillette boxing bouts on ABC; Toni Creme 

Shampoo and Bobbi home wave kit will precede same bouts on NBC-TV. Idea is that 

bouts have sizable women's audience. Similarly, Gillette chimes in on Toni

sponsored portion of CBS-TV "Arthur Godfrey and His Friends." Wind ow displays 

will feature cooperative effort. 

OVER 11 MILLION RADIO SETS MANUFACTURED FIRST 10 MONTHS 1950-RTMA reports 

11,481,823 radio sets produced January-October 1950. 

home sets, 3 auto sets, 1 portable sets. 

11------

Of each 10, a bout 6 were 

______ ------J 
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6-SECOND ANNOUNCEM ENTS PUSHED BY REMINDER ADVERTISERS-Influence of dou-

ble and tr iple spotting on TV now hitting r a dio. Firms like Monticello Drugs, 

American Ch icle , who want h igh-frequency reminder messa ges, making package deals 

at 50% of ev en i ng cha i n break r a tes with number of 50-kws and others. Argue 

it's not cut rate sinc e 6-se cond a nnOIDlcements ( 20 words) permit double spotting. 

K TTV SPARKS FILM SYNDICATE FORMATION-Meeting of 11 TV stations in Chicago 

th i s we ek may bring ab out powerful pro duction, distribution pool of TV film pro

grams . Former Nassour movie lot in Hollywood, now owned by KTTV (Hollywood) pro

vides phys ica l f acil ities for s yndica te. Originally intended for newspaper-owned 

stat ions, pla n now is to include others. Represented a t Chi session were WNG-TV, 

KTTV , KRON-TV, WKY-TV, WB NS-TV, WDSU-TV, KRLD-TV, WCAU-TV, WPIX, WSB-TV, WTMJ-TV. 

Prelimina ry get -toge ther was in Hollywood during summer. 

NEW YORK TIMES SURVEY REVEALS AD OPTIMISM-Higher prices, increased taxes, 
-- ---

inc reas ed cre d it control nece ss it a t i ng harder selling, will expand advertising 

gen e r a lly (according to Times a n a lysis of early November). 

MAIL ORDER ADVERTISERS PREDICT BRISK FALL, WINTER-Ra dio, TV, black-and-white, 

di rect ma il a dverti s ers who rely on mail orders expect "big-spending Christmas." 

76% of firm s queried by Mailings, Inc., N. Y., reported optimism for fall, win

ter. Industries canva ssed included books, magazines, foods, cigars, women's 

wea r, cosmetics, correspondence courses, garden supplies, financial services. 

Opt i mism ba sed on high income and employment, increased production. Some pessi

mism noted based on heavier income taxes, materials shortages, high prices. 

DEPARTMENT STORE OF AIR?-Under discussion since spring, TV department store 

ma y t a ke sha pe over facilities of DuMont net. Magica l success of TV mail order 

a dvertising encouraging backers. Idea is to demonstrate products, take phone or 

ma il orders, s hip direct from warehouses. 

WBBM DEVISES FLEXIBLE SPONSORSHIP PLAN FOR DEPARTMENT STORES-All sponsorable 

s u s t a iners on WBBM, Chicago, are included in package pla n s t a tion is offering de

pa rtment stores. Ma ximum flexibility in times, program selection, length of con

tra ct a imed to sell idea of using radio to move specific items. Slow-moving 

g ood s , new a nd overstocked items stressed by WBBM salesmen. Recent large-scale 

" s pecia l event" purcha se by Wieboldt's (long-time WBBM advertiser) may have 

s p a rked flexibility concept. 

AFM CRACKS DOWN AFTER TV SALE OF OLD PICTURES-One rea son why more movie 

fea ture s a ren't a va ila ble to TV brought into focus with action of Amer. Fed. of 

Mus icia ns a g a ins t Monogra m. Film producer, who signed regular producers' con

t r a ct wi th AFM in 1946 a greeing not to release musical ,scores for TV use unless 

wa ive r g r a nted, recently sold TV rights to 144 pre-1946 pictures. AFM promptly 

orde r e d a ll mus ic recording a t studios ha lted. Not clear at time this was written 

was whe t he r a ction wa s t a ken beca use AFM reasoned that old pictures were bound by 

194 6 agr eement, or b e c a u s e one ' 1946 print wa s sent out for TV use erroneously. 

SPONSOR 
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WDAY IS 17-TO-' FAVO 

4!t. 

YES 
ITE! 

~ ~~ 
- /- , ,/ '4/;,/ 
r.' ~ '/~ 

({.

r.. £':) - ,,-~-

I~" I~ C 
r/, ~ 

l~ 

A 22-eounty sun"cy of rural listening hah

its 1llade by students of ~orth Dakota Agri

cultural College shows that '~TDA Y is a 17 -tool 

favo rite among til(' w('althy ha),sec(ls in tlH'se 

22 counties. In answer to the (Iuestion " To 

what radio stati.on does your family listen 

most?" 78.6% saitl WDA Y; 4.4% , Station B ; 

and 2.3%, Station C! 

The same overwhdming preference for 

WDA Y holds true in the city too. For the s('('-

Ulul year in a row, ,~ rDA Y got t II(' ~at ion 's 

highest lIooperatillgs, .:\Iornillg, AftenlOon 

alul En'ning, among all l"BC stations in the 

('ounlr'y for the period Dec. '49-Apr. '50 ! 

'VDA Y's Shar'e of AlHlicnec was 6 -1.2% in the 

~I()rning, 66.5% in the Aftcl'l100n anel 6 -"'0% 

in the En·ning-against 21.1 % . 13.0% and 

]5.1 % for Station B! 

'Vrite elin'et or a sk Fr'ee & PC'lcrs for all the 

fahulous fact s. tot/a)'! 

FARGO, N. D. 
f~ NBC· 970 KILOCYCLES • 5000 WATTS 

~ FREE & PETEHS, I~C., Exl'lusiw ~ational Representatives 
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Presidents o f the Big Four networks have plenty to say in reply t o "Why 
sponsors are cold to nighttim e network radio" (SPONSOR, 6 Nov.) 21 

IIfHt" n~t-l1 r , ... i't to 2:1 '.illion ,Oi!I,,,oettes 
Here is the network phase of Brown & Williamson's successful radio 
strategy, especially as regards Raleighs and the premi um pliln 

So !lo .. ore !IOiJl!1 to tto"nsc,oi'.e !. (O'HJlmer(Oin'! 
How to make transcribed comme rcials from idea to disk, wah tips from 
such successful users as Duz, Miles Shoes, Paradise Wine, Robert Hall 

iU ,»t ,"o,)(.lit" II '~ ij' e ,on" i 0 "I. i 'oso"I'!I 
Radio has helped make the public service campaign of this insurance 
comp any outstanding. They hav e upped radio budget 1250% since 1925 

Net.co,ol~ (O'.-OJIS S,lI"o S"ot ,,,Oo!lrnmiJl!J 
The amount of time that the networks are devoting to co-op prog rams is 
on t he increase-as is the number of sponsors who us e th e m locally 

e',.tl.iJl!J st'HoeS 'H' tile ni,o 
A SPONSOR roundup which points up the rISing use of radio and TV 
'y lea ding clothing chains as well as by th e smaller re tailers 

IIolV fnst will (oo"u" TV (Ontd. OJl? 
An analysis of the factors that can spee d or slow down growth of 
color TV and what its adva ntages are for the advertiser 

COMI NG 

iUI~n .~(·'t:(·,": 20 ~I(»'''OS of "i," S'UO(O,'ss 
SPONSOR is looking into Miles Laboratories' broadcast advertising 
philosophy which has helped make Alka Seltzer a household word 

it ',.ol~ nt j'lt°(""'"_'~'o i,ol~~wJl' S ,o'»S(»'''"Cl. S(»t -If" 
The inside story of how the research department of a large ad agency 
directs its broadcast media advertising using latest research methods 
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John Connolly gets 
around Washington. He's 
a busy man in our busy 
nation's capital. Each Sat
urday evening at 6:30 
Connolly airs a thirty min
ute digest of interviews 
and on-the-spot tape re
ports for his growing WRC 
audience. It's known as 
"District Digest." This pro
gram has home town ap
peal for your product. 

The graphic style used 
by Connolly, his constant 
leg work to cover the big 
and little stories-his flair 
for warm human interest 
side glances-is all assem
bled into a weekly maga
zine of the air. 

"DISTRICT DIGEST" is up 
to the minute-and on the 
spot. It's big town news 
in a home town manner. 

IN THE NATION'S CAPITAL 
YOUR BEST BUY IS 

FIRST in WASHINGTON 

tI'""" 
"n: '.: 

"'./ 

by N8C SPOT SAliS 
"""',, ' .. ..'!;..,;.: 

1)11®OO91)11®OO®W 

anoo~ ~®ttllW®~ 
by 

Robert J. Landry 

Been burned up lately by some off- tackle ,:neak of public rela
tions? Loaded to hurping by slick schemes to promote for free? 
Wondering where the fine line shou ld be drawn between public rela
tions and advertising? \Ve'll suggest where we think the line now 
runs. It runs in planted feature articles of nationally drculated 
magazines, in product propaganda disguised as spot news and 
slipped over the wire services, in build-ups for commodities, or 
users of commodities, secured via radio / TV intervie,,- programs, 
and so on. Finally the fine line between public relations and adver
tising shines phosphorescently in the number of new or old products 
furthering their interest without recourse to card rates. 

* * * 
As to all this a discreet si lence is customarily maintained by ad-

vert ising elements. They do not care to stand up in meeting. They 
recognize that to a degree there is compatability between adyertising 
and PR and that there is no feud with the better type PR counsel. 
More_ advertising and Pit are separate tools of Amf'l"ican industry 
and hoth servants of the same masters. Xonetheless, irritation has 
intensified in the last few years as some PR operators have openly 
peddled PR as a substitute for advertising. 

How much this may have cost radio/ TV, or any other media, in 
diversion of funds, or failure to appropriate funds, is anybody's 
guess hut certainly millions of dollars are im"oh"ed. The problem 
would surely have come into much sharper focus by now if Russi a 
had not obligingly arranged the present busines,: boom in the 
Pllited States. 

* * * 
There have. of course. been some loud yowlings from radio / TV 

sources in the recent past. The " Tar Department itself long tried to 
put broadcasting on a deadhead. i.e .. a public relations. hasis. Army 
was ready to pay with folding money for newspaper space but asked 
air time f.f. The loud piercing screams frum the stations will be 
recalled. One notes that Whitaker &: Baxter. the public relations 
Illan-aIlll-"ife tpal1l running the current campaign of the American 
\Iedical Association. has made no ,:uch hlunder. AJ IA is paying . 
. \ t least $ 1.000,000 in advertising goes hand-in-hand with the PR 
a ~Jlec ts and radiu/ TY is on a parity with other media. 

* * >!< 

\lon' than a few newspaper publishers have wonderf'd what to do 
abont the ir colull1ni ~ts who are peculia rl y prone to dish ont precisely 
the kind of free plugs that cer tain PH opewtors live on. Gossip 
stufT is good reader bait and most of it r('asonabl~' free of commer
c ial bias. Hut a break in Winchell , like a break in the Reader's 
DiKest, is 1lI00W~ in the hank to grab-and-hwg gentry. 

Advertising is a stated alllonnt of time or space sold for a sta ted 
sum. Ad\crtising has ib own chisels but prepollderantl~" the bu~"er 
and the .<:eJler of ach-er tising are paying for and delivering measur-

( PIcasi' turn to page (,9) 



AGENCY BOUQUET 

" 'hen your magazine first came out, 
I read it with interest and ra ther en
joyed it. Then. I became b usy and 
stopped reading all " trades." A few 
days back, someone here in the office 
chided me unmercifully fo r not rpad
iug every issue of SPONSOR, and re
marked very forcibly tha t I was really 
missing something. 

Tonight. I just fini shed reading your 
October 23rd issue (and the previous 
one, two nights ago ) and I want YO ll 

to know that , in my opinio '1 , YO ll a re 
doing a GREAT job. 

R. E. DWY ER 
Manager 
Wade Advertisi71 g 
Hollywood 

UNCLE MIL TIE SPEAKS 
The use of my picture (1A of i t any

way ) in your layout last issue on cops 
and robber mysteries is a m) stery to 
me--unless you think my expression 
''I'll give you a shot in the head" is an 
underworld term. Please, I have 
enough trouble now with parents be
cause the kids stay up so late to watch 
me. I don't want them to think I 'm a 
" Private Eye" type. Regards. 

MILTON ( Drop the gun , 
Louie ) BERLE 

NBC-TV 
New York 

• All right • . Milton, even if you did appe ar o n 
the radio ,,'erl!l ion of Suspense a s a killer we won ' t 
Iype you. But that' s how w e got the s inistt"r 
photo of you ",hich was u se d in picture lalout. 
23 October SPONSOR, pag e 32. 

PAINT CO MPANY ON RADIO 
Last April, under the title of " It 

happens every Spring" you published 
an article on the use of radio by our 
client, Benjamin Moore &. Co., during 
the past 22 years. Both Benjamin 
Moore & Co. and ourselves were very 
pleased with thlj story. It was well re
ceived up and down the line in both 
organizations. So much so that we'd 
like to inelude portions of it- and its 
title--in our 1951 dealer merchandis
ing material. 

NORMAN A. SCH UELE, JR. 
St. Georges & Keyes, Inc. 
New York 

20 NOVEMBER 1950 

SPONSOR AS A XMAS GI FT 
I threw awa" the letter I rcceiyed 

fr0111 SPONSOH s'uggesting tha t it would 
be a good idea to give SPOl'\SOH as a 
Christmas gift hut it has fin ally sunk 
in and I would like to send a subsc rip
tion to one of my valued cl ients, :\ Ir . 
Ben Robbins of Royal Crest Sales Co. 
Please don' t wait until Christmas to 
start this subscript ion. Bill mc dircct. 

Last Spring with great trepidation. 
,\1 r. Robbins bought his fi rst pa rticipa
tion on "'PIX in the Art F orcl Show 
at a cost of 150. Since he had no 
agency at that time I had to ('o lIec t 
the money in advance. Mr. Robbins, 
at tilt' time. cmployed a ('fCW of 30 
house-to-house salesmen who were 
selling, among other merchandise. a 
set of aluminum wa re for $62.50. 
These salesmen received 33 % com
mission. 

The first participation resulted in 
76 orders for aluminum ware at a cost 
of $39.90. Since that time, Royal Crest 
Sales no longer employs an y house-to
house salesmen and spends between 
$1,800 a nd $2,000 a week on WPIX, 
sponsonng a full hour of Saturday's 
1\ 'ight Owl Th eatre. 

SI LEWIS 
TV Sales 
WPIX 
New York 

BBM LIKES BMB STORY 
May we have your permission to 

reprint the article entitled " Are you 
getting the most out of BMB? " It 
appeared in your 25 Scptember issue. 

You have cl one a fine job and we 
feel sure the " uses" will be widelv 
copied in both the U.S. and Canada. 

C. J. FOLLETT 
BBM 
Toronto 

TV DICTIONARIES WANTED 
\Ve need 50 more of the dictionaries 

as quickl y as they ('an be shipped. The 
suppl y we obtained previously met with 
all enthusiastic re('eption on the part 
of distributors and prospec tive adver
tisers. 

EUGEl\E B. DODso:'-l 
Promotion illanager 
WKY 
Oldalzo771a City 

• Over" 5,000 ('opics of the TV Dictionary a r e 
no,,", in use. Copi(" s are s till available free to 
flCW 6ubscrilu'rs, at IOc e a('h in (IUantities of 50 

At C KAC the mail bag grows 
heavier - the seconds grow fewer! 

This Spring, we glowed with 
pride when one of our shows* 
pulled 78,71 8 lette rs in one short 
week --;- one reply eve ry 7.8 sec
onds .. . 

H ow things ha\'e changed! N ow, 
six months later , d uring the week 
of O ctober 9-1 3, this same show 
d rcw 27 1, 169 lette rs-almost all 

-containing proof of purchase. That's 
one reply each and every 2.2 sec
onds, twenty-four hours a day, fo r 
the full seven day week l 

Amazing ? Not when you con
sider that C KAC takes you into 
4 50,000 F rench radio homes -
more than 70 <)'0 of the total num
ber of rad io homes in the Province . 
I t's no wonder that C KAC gets 
results - at a ver), modest cost pe r 
listener. 

*CK AC's "CasillO", co-sponsored by 
Odex , Super Suds , l\'oxema, Ogilvie Flour 
Al il!s , .11arven's Biscuits, Oxo, L ibby's, 
Fac-elle. 

I 
CBS Outlet In Montreol 

Key Stotion of the 

TRANS-QUEBEC rodio group 

CKAC 
MONTREAL 

730 011 the dlol • 10 kilowotfs 

Representotives: 

Adom J. Young Jr. - New York, Chico go 

Williom Wrig ht - Toront~ 
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And this one reaches them today 

at lower cost than any other advertising medium, 

or any other microphone. 
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Television's TOP Sales 
Opportunity 

WILMINGTON 
- first in income per 
family among all U. S. 
metropolitan centers 
of 100,000 or Over. 

Sol e s M o no g ement 
1950 Surve y of B . 
power. uymg 

you this buying 

audience. 

If you Ire on Television-

WDEL·TV 
is a must. 

Represente d by 
ROBERT MEEKER 

Associates 
New York San Francisco 

1 , 
Los Angeles Chicago 

10 

.J..'lr. SpOnBOl" Manager of a dv ertisi ng a nd sales promotio n 
Uni ted Fruit Company, New York 

" If you are in a pUSltJUIl where you can ca use people to absorb 
what you want them to without their knowing they are being taught, 
then you've got the world by the tail." 

In thi s one sentence, Hussell Glidden (Pat ) Partridge. manager 
of adyertising a nd sale" promotion, sums up the adyer tising philos
ophy of United Frui t Compan y. To use "advertising" descriptive 
of P at Pa rtridge with no reference to " philosophy" is comparable to 
wea rillg a suit with no pants. 

Pa t has $1,500,000 to back up his adyertising philosophy. and 
deH)tes $450,000 of th is to radio and TY. Remainder of his ad 
blldget is spread in smaller SlIms O\ er newspapers, magazines. mo
tion pictures, cooking schools. demonstra tions. luncheo n sen-ices, 
cooperative adver tising. co nven tions. and public it y. Unit ed Fruit has 
giw n him a free hand in di stributing his ach ertising dollar. 

"The job we ha\ e dOllE' , and are doing, extends frum advertis ing 
to pduea tin g the public." says this six-foot-one afh-erti sing manager. 
He speaks " ith the yigor of a man many yea rs younger than ()4. 
"O ur joh with the public d ivides itself na tu rally int o th ree major 
pa rt s: educating them about the health and l1utrit iYe yalue of 
halla nas; educating them to eat bananas fully r ipened and telling 
th em h ow to get thelll that ,ray at home; and teaching them the ne\\ 
uses for bananas:' 

lladio and TY a re accomplishin g a h ig part of the job. In 194.1, 
Pat crea ted Chiquit a Ballana. a nd made her the teacher. She "as 
lillie mure th an a jillg le hy 1<) 14. In 194.5. the company ,,,as airing 
her catchy tune oyer 13a stati ons. It cHLI ght on. awl public demalld 
forced l ' nit <'d F ruit to publish the jingle in ~heet music fo r m in the 
A Ill f'ricall H eckly. During 1945 and 1946. th e compaIl Y's tup radio 
)(:"I rs, Pat aireel the jingle m'e r nea rly 40U stati uns a t a cost of more 
than '1 ,000,000 annua ll~ . 

Pa t'::- nex t log ica l step was tIll' \i ~u al presentati on of Ch iquit a. 
l\ I or~ than ].')5 design:, were considered . . '~\)"ti s t after a rtist suhmi lled 
drawings of Ch iq uita lookillg like a person , but it took Pat t() C Ot1ll' 

IIp wi th the idea that she shollid he a hanana in human form. 
Ch iqu ita was fIr st shown on COIllJl1<' ITial film,, ; now she is a star 

( Please IlIrn In [!age (,!)) 

SPONSOR 



MILWAUKEE'S TOP AIR SALESMEN 
Delivering Listeners at the Lowest Cost Per M in M ilwaukee 

...... 

BOB "COFFEE~HEAD" LARSEN 
" Coffee Club" 6:30-9 :00 A. M. 
" Melody Merchant" 12-2 P. M. 

The music you lo\'e with time, tempera· 
t ure, weather reports, news a lld the in· 

comparable wit o f "Coffee· H ead ." 

...... . 

IV? 
" OLD TIMER" BILL BRAMHALL 

" Old Timers Party" 
7:00-1"0:00 P. M. 

From the "big hall of records," the "Old 
Timer" mixes his folksey a nd homey 
philosophy with the best in familiar mu sic. 

TOM SHANAHAN 
" Club 60" 

2 :00-4 :30 P. M. 
Two and one· half hours of smooth, roo 
m:llltit popular and fami liar music. WIth 
the "musical companion to :\Iil\\allk('(· 

housewives." 

JOE DORSEY 
" W ire Request" 

1 1 :00 P. M.-2 :00 A. M. 
The "Old Night Owl" playing yoUI' wire 
req ues ts and bringing you the latest news, 
' porting results a nd weather forecasts. 

ROBB " R.T." T HOMAS 
"R-T Show" 1 0 :00 AM-12:00 Noon 

" 1340 Club" 4: 30-7 :00 P. M. 
Popular llIusic, news and sports a lld 
"R·T's" little companions in the morn· 

ing show . 

GENE PUERL ING 
"After Hours" 

2:00-6 :30 A. M. 
"Genial Gene," who br ' ngs music and 
(heer to the man y people who work whi le 

the rest of Mil wau kee slumbers. 

Broadcasting Milwaukee's Favorite Sports 

WEMP 
1340 on Your Dial 

::,;::::: 

24 H 0 u r s-: 0 , Con t.i n U 0 U 

MUSIC .. '. NEWS ... SPO.RTS 
TAKE A FEW MINUTES TO GET THE INTERESTING STORY FROM HEADLEY REED CO. 

20 NOVEMBER 1950 11 
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South's Greatest Salesman 

Leads 'Em Right to Your Dealers 

HE DRAWS THE CROWDS 

WWL leads listeners in by 

droves to CBS, "The Stars' 

Address" -attracts 'em with local shows 

featuring the folks and flavor Southern

ers love. WWL has New Orleans' finest 

facilities for local news and events, pub

lic service programs, exciting on-the

scene broadcasts. 



TH E TRAIL TO PRODUCTS 
WWL's dominant promotion 

keeps selling listeners all the 

time-through every medium-every

where. He flags 'em down on the streets, 

in the home, at the store with colorful 

24-sheets, streetcar and bus dash signs, 

big newspaper ads, store displays. And to 

spark dealer cooperation, WWL makes 

personal calls on jobbers and key retailers. 

WWL Wins Biggest 
Share of Audience 

Latest Hooper shows WWL with liberal 
lead in share of audience both day and 
night. WWL leads in coverage, too, with 
a great multi-state audience embracing 
the rich Deep-South market. 

.-

50,000 WATTS • 

South's Greatest Salesman 

WWL 
NEW ORLEANS 

CLEAR CHANNEL • CBS AFFILIATE 
DEPARTMENT Of LOYOLA UNIVERSITY. REPRESENTED NATIONALLY BY THE KATZ AGENCY 

I 
I II I 
I 
I 
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KGW THE ONLY STATION ... 
WHICH GIVES THE ADVERTISER 
COMPREHENSIVE COVERAGE 

• • • • • 

In the prosperous, expanding Northwest, KGW's COMPREHENSIVE 
COVERAGE reaches more people, covers greater area than any other 
Portland station! "Beamed Broadcasting" plus the greater efficiency of 
KGW's lower 620 frequency deli.vers the closely concentrated population 
and economic heart of the Oregon Country. An authentic Tour-Test, made 
in cooperation with the Oregon State Motor Association, proves this fact. 
Dale Jacobs, assistant district attorney from Oregon City, participated in 
the Tour-Test visit to his town ... saw how KGW blankets the Oregon 
City area. He points out above, to "Miss KGW of 1950", the industrial 
growth that means greater buying power .•. yours for the asking through 
the COMPREHENSIVE COVERAGE of KGW. 

MEASUREMENT 

BUREAU SURVEYS PROVE 

KGW's LEADERSHIP 
Actual engineering tests have proved that KGW's efficient 
620 frequency provides a greater coverage area and 
reaches more radio families than any other Portland 
radio station regardless of power. BMB surveys bear 
out this fact. KGW is beamed to cover the population 
concentration of Oregon's Willamette Valley and South
western Washington. 

TOTAL BMB FAMILIES 
(From 1949 BMB Survey) 

DAYTIME 

KGW 
Station B 
Station C 
Station D 

NIGHTTIME 

KGW 
Station B 
Station C 
Station D 

350,030 
337,330 
295,470 
192,630 

367,370 
350,820 
307,970 
205,440 

This chart. compiled from offi .. 
cial. half-milivolt contour maps 
filed with the FCC in Washing· 
ton. D,C .. or from field intensity 
surveys, tells the story of KGW's 
COMPREHENSIVE COVER· 
AGE of the fastest· growing mar. I - -¥--,...--,J.. 
ket In the nation. 

PORTLAND, OREGON 
ON THE EFFICIENT 620 FREQUENCY 

NATIONALLY BY EDWARD PETRY & CO. 

SPONSOR 
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These reports appear in alternate issues 

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

(JaYl'r Companv .. ~ Sterling 
Drug III C C Charl es 11. 
Phillips Co l .. mi." at Co 
div) 

Dall(,l'r.Fltzger.Jld.Sallll)le .\He The AIII ('ri c3 n Alltlllll of Famili a r '\Ju "ic ; "un 9:;~O-IO pm; ~() 

8re""'ing Cor'l nf AI1IC'ric3 

[h' nHlrt Inc 
G;'1f Oil Corp 
Kellog g Co 
Luden ... In c 
l'lars Inc 

Radio (:orporatioll of 
AnH.~rica 

S tall ley Home ProduC't;o 
In c 

Swi fl .'l: Co 
Toni Co 
Whil .. h a ll Pharlllacal Co 

B."ntoll .. rt:.. Bowles 

C~c'i l ... '\:. Pr~ .. brey 
'\' oUlig & H ll h i("anl 
KC'II'\o'on ... 1(' E("khartlt 
j. ~i. ~Ialhe ;; 
Leo Burn("tt 

J. \\ ' alt~'r Thonll, ~on 

Clrarl.>s W. 1I0yl 

J . \\"a lt e r Tlroilips on 
Foo t ~, COliC ... '\: Belding 
Johll F. -'Iurray 

Renewals on Radio Networks 

\IllS 

CBS 
r. IlC 
HilS 
CIIS 
AIlC 

"nc. 
AIIC 

"'lie 
ells 
1\I\C 

255 

'):; 
II:> 
37:> 
156 

11>1. 

13 
176 
166 

'\0'\0' ; :;2 ",k s 

C:I:I~I~ g~ Tnl(.(o s Yon 10 til" Hace ... ; Sa l ·1- : 30.,'':; pili; 20 Jan; 1 3 

FrHllk Sillatr:1 Show; SUIl 5 -:; :] 5 p ill t 29 Oct; 52 '" k s ,,'f' Til" P('oplt'~ 'I ll t): 3 0.10 pm ; 2 .'\ 0 '\"; ·18 ~k .. 
C I,. d(' Bl'ott)' Show; :\1, " ' , F 5 : :-1,0 .55 p nl ; I Jail: :;2 "" k ~ 
l ,o rOlllk ,Sinalra Sho,,",; SIIU 5: J 5·3 0 PIli; 26 No v; :;2 wk s 
~tol' th ~ :\lu"'ir ; ~1I11 8 :3t).,15 pili; 31 U,,-,c'; 3 9 ~'k ~ 

11I1I~r S a nc·tlllU; 'I H.8:30 1'111; I Jan; 3 9 wk s 
(:an YOII Tn .. Thi!'>: T 8·8 : 3 0 pnl: 2 jd n ; 3 9 wk s 
1:0 1. Barklf·,.-,\lIIf·ri("all A g f"nt; '" 8: 3 ()·9 PIli ; 3 J ~II1 ; 3 9 ~' k s 
The Big' !"hnw; Sun 6:30·7 lUll ; ;\I 1c).10:30 pill; '1Ir 10·10::10 

Pili: F 9::lt) · IO lUll; S.lt H:30 .. ~. Pili ; 5 .:\ .. ", 
Bu,., ~ · To~ II (:Iloir ; Suu ;> .. :; : 30 lUll; 10 D ec; oll f> ·tillW 

1t ,>,1 Foley Sho,,; '1.1' In :30.13 alii; 2 7 1\0"; 5 2 ,,!.., 
Arlhnr (; .. dfre)'; \1.1' 10: :'10.·13 ( a ltrrn a l e ) 3 0 0"1; 32 "k , 
Tire Bi!! Show; Sun (, :30·7 p ili; ,'I 10·10: 3 0 pili ; Th IO.lt) : JU 

pin: F ~. :30·10 pili; S a t 8 ::iO ,9 Pili; 5 ~ov 

SPONSOR AGENCY NO. OF NET STATIONS PROGRAM 1 time, start, duration 

lIurrus Hill & Elnalor 
Co 

Ca nlpan a Sales Co 

Continc ntal Raking Co 

Pal Razor Blades 

Plrilil' 'I orri s ... t{ Co 

Trat~,.'.Lo("k e 

CICIII("lIt s 

Tf'fl Bates 

AI I' aul L .. floll 

Cc·dl ... f\.. Pr~~brcy 

'inS 

NIlC 

C IIS 

MilS 

ABC 

ABC 

Iii I, 

20 

·13 

1:14 
22f) 

219 

New National Spot Radio Business 
SPONSOR 

Anah isl Co 

Gro'\'c Laboratories Inc 

Lafly's C hoice FO CHJ S 

l\ 1i (' hi ~:tn Hull. Co 

Pe '\ ely Dai;'y Co 

\ ' irk Ch .. mical Co 

PRODUCT 

Four.',"' a y cold tablf·t s 

Groccr~: proclnct pac!;.c l· 

1I0ll alld hull. s 

Hcddi.Wip 

Virk s coug h drop s 

AGENCY 

r o ot e , COII~ &. llclding 
(:-/ . Y.) 

G a rdll c r ( S I. L.) 

"'alt e r l\lc·t.rf·cry • B e "'crl :'t' 
II ill s ) 

O'Nf'i1 , L a r ... on &: :\I("lall o n 
(Toronlo) 

Oli a n bl . L.) 

:Hors t." Int ~rll a tJon a l (1\."".) 

National Broadcast Sales Executives 
NAME 

Bru~e Allo~ay 

Bill Baldwin 

It,ay B arnett 

A .. lhur II. Berg 

John Callow 

FORMER AFFILIATION 

AII·Canacla Radi o F a .. iliti es 

KFGT, Frf'IIIOllt , ~c·b •• gen III~r 

K S :\IO . Sail :\Iat ("o. a c c· t exec 

C a rl 'Y t"b ~ tf'r R ad in, clir, p ro d 

WCBS, :'i.Y., s Is 

Lig lrtr r ll st n oughho)' Show; :\1 , ,,", ... 12: 1:>·1 pm; 6 1\"11"' ; 1 3 
~k s 

Solitaire Timc; SUII 11 : ,15 a ln.noon; !!'J Ort: 52 ",,'k s 

Grand Slalll; ".1' II :30·,15 am; 20 c.ov; 52 wks 
Uu,1 t,.'( Giln C lnh of tir e Air; Th 8:30·55 lUll; .. j 3 n ; 52 wk .; 

johlln y ObWII\5 Llllll' h("ull C lub ; J'I·F 12 .. 12:25 Pili, 2 3 Uct; ~2 
~k~ 

Oue :\Ian· ~ Opinion; :\I.F 8 :5 5 -9 ani; 23 Ort; 52 ~ k s 

ST A TlONS·MARKETS CAMPAIGN, start, duration 

:\ •• ti ollal ..\ II U("llIt s ; 1\ ;\·0 v ; f'nd of Feh 

National c 3 111p aigll 

II ,,' c s tern stat es 

AIIIIClllts; throll t; h " ' illlf'r 11101ltlr ~ 

Ann c nl ts : h.FH C , ~ . 

ers 1 J ;:1I1 

&.5 Callad i"l1 stn ~ 

J2 Inkt s in :'\·c·I •. • Ka ll. , '10. 

25 nlkt .. 

Alln (" llIt .. ; 

..\nnrlllt ~ : 

,\lIl1rll1t s ; 

NEW AFFILIATION 

CK'\'L. C alg:try , natl s is Jng r 

K B07'. Olu a ha . a (" (" t (" x cc 

K GO, S ..... , raclio ~ I ~ r~' p 

ABC, Chi .• Ut'(·t (>x~r 

\Y OU , :\.\' . , a(> (" t ~xe f~ 

rllrr'~lIt 

6 1\0'\ ; 

13 '\o,\, ; 

r .. 27 :\ .. " ; o th. 

21i ~k ~ 

15 ~k ~ 

o III ne.,·t issue: New (IIU' nellew 011 Te'evisioll ( l, ' .otwOJ"I.: (uu' S,Jot); 
Stlltioll lfelJreselitntioJl ClufJl!ICS; AdveJ"tisiu!J f\!ICIiCU lltcJ"sOJUIC' CIUfJlgCS 



National Broadcast Sales Executives (Continued) 
NAME 

S('hu~' ler (;. C hapin 

"' in ~ lolJ !-i. HRrtIO' Du~lin 

\'" illiau) F. Fairbanks 

C . LeV,-rut! FlamLo 

ll a rry Folt~ 

Lou Frank .. o ) 

AlLert n. Gootl", in 

\\. J ohn Grand y 

John lIan ",,"" 

Alf r e.1 J. II ardin~ 

Jark lI ealey 

Ra}' .A . Liuzz n 

.. 'o .... oph :\]arsh:Jil 

Edward "'. (Jniflll 

Fred ". Thro wer 

C~· "~ a~n("r 

FORMER AFFILIATION 

W"' B", Wl\S .. -F'I, W;\IlT, N.\.. puhl dir 

,,·s \-] , Na ... h"ille. exec 

'IBS~ 1'1. \ ' ., dir of nco',,"ork plallning 

WCJ UA. 'Ioline, ' p 

WL\\ . 1\."1' .• ,Is 
WF D H , ,,,."1' .• dir o f spre events. puh r .. 1 

GCll e ral EI.'clri(" C o , S. F., s is prOl1t spec 

KUAL. Dnillth, ac('1 exec-

ABC, L.A., rf' s .. oarch dir 

C BS H acHo Sales, N.Y., a."cl exec o n h ' sl~ t taff 

llon -.lun, PilI. rto
] 

". J)SU, ~,.", Orlf'an s., IlrtHll nlrg 

Kf\"X, Ill,.·wd., acct exeC 

ABC. N.l., "pin ch.:lrge of sIs 

'Iulual Enlerlainll14 0 n l A g tOney, Chi., aeet t~x{"(' 

Sponsor Personnel Changes 
NAME 

Frank Freimann 

Roh('rl I. Garver 

john D. Grayson 

Palmer D. 'I (' Kay 

A. H. P,", e r ~o n 

Carl Vi;. Ruhy 

Le .. li., A. Sauers. 

jaulcs .'1. Tone,,· 

FORMER AFFILIATION 

Tht· 1\-lagnavox Co, C hi., exec vp 

L,.'nn Baker, N.Y., acct exec 

The ~Iagna\"ox Co. Chi., t'omp.roller 

Sun Oil Co, Phila., nlgr of co,."t s st.·c lion 

Lc"er Brulht·rs Co, :\.\"., Delroit tliv s i s nlg r 

Bt"t.·ch-:'\'ut Pac-king: Co. Ca najoharie, N. Y .• as~t "P 

L e "'e r Brolhcr ~ Co, ;\'.\". , Pcpsodent tli"', nail field ~ ls 

RCA Victnr, Call1 .. lcn, at.h' In g r of 1I01l1e In ~ trnmcnl ~ 
dept 

New Agency Appointments 

SPONSOR 

American Yil3luin As:-,o"'ia lc~ IIIC , 1l1",,~' cI. 

AU ... lin-Grecl1c Inc, :".\ 

Hoy e r Hrotht'rs Inc, Ahnona 

Brockle.,;, Food .... Co, Ualla~ 

(: italion lIal Co, Chi. 

C itrus Product s Co, Chi. 

C ry:-.lal Crea nl & Bnllt~ r Co, ~acranH'nlo 

F.g:~u Food Pro .. lut'l s , San jo :-.c-

PRODUCT (or service) 

UThya,,· als" "it amin..; 

Co s m e tic s 

u .Mallo_Cup" cand,.· bar 

~alad .. Ir c~sings 

"Cilatinn" hat s 

""Ki~t" beveragcs 

Dairy produt't~ 

Foo .. ] prooucts 

NEW AFFILIATION 

l'"BC Spot Sales, .:".Y., h a .. ·ct ex .. ·c 

\\"NOF: ~ --',·w Orleans. ".p in chargc of si s 

ABC. N.Y., radio acct exec 

Sarllf', exec ".1'. gt'n nu:r 

\\L\\", \\ · L\\~-T, Cincinnati, a~"1 gen ~h nlgr 

Saine. gt" n n1 gr 

KIKI, 1I0nolulu. aeel exee 

" ' QUA, 'tolinc, conlin I nlgr 

Saine, ~ I s pron1 n1 /l: r 

Sanle, accl exe,o "" ith h' nct s is d_·pl 

K-NUZ , 1I0uqon, conlml nlgr 

" ' :\OE, N .. ·w Orleans, s l~ prom Ingr 

KCB~, S.F., accl exec 

"lAG, ,,' orccslcr, research and si s prom 

!'Samc-, "I' in charge of h' ~ I s 

ABC, Chi., acct exec 

NEW AFFILIATION 

Same, pres 

General Foods Corp, N.Y., assoc ~I s, ad,,· nlgr Ccrlo Dh' 

Same, lop 

Salnc-, as ~ t ad" nlg:r for Inolor pro .. lut·t s 

Sa nle , as~ t gc-n s is lugr of Pcpsod"'nl dh 

Sanle, ~ I s n1 ~r of foo,1 pro .. 1 and c hewing g Ulu dhision s 

Samc. nail c hain drug s l ~ Il1g r 

Same, dir of pub rei 

AGENCY 

Counselors, Illy"" d. 

Dorranee-Waddell. 1\.Y. 

lIening &. Co, Phila. 

\\ ' ails-Payne, Dalla s 

JGnes Frankel Co, Chi. 

S .. ·hwimnler &. Scoll, Chi. 

Fairulon\ (;anl1inc; Co, Fainuont, Minn. 

Feltl·O-Cap, San Bruno 

Heady-to-scn·c veget ahle .;;;aiad 

Tire rccapl)ing scr" ice 

Hoefe r, Dieterich ... '{ Bro""n Inc , S. F. 

B .. ·net Hanau & A ssociales, San josc 

Pallon-lIag ,·rly-Sulihan. Chi. 

Il.·rnartl II. Sehnitz .. r, S. F. 
Gihh5 8. en luc , Balto. 

lIachll1ei:-.lpr IIIC , Pillsh. 

1101 ... 11 Can.l)" Corp, A,hley. III . 

Italian S"" i ~s Colnn y. ~. F . 

John' ~ f)uilt ~IIOp, t-;irard , III 

Leelricover~ Inc, N."\". 

'1aw ~on De 'tallY Fnrs, Philo. 

MtOad John ~oll 8.: Cu, f ." ans,,·illc 

Milfnrd f'arnl ~ Inc , ;\]ilfor .. l. I'a. 

Old Trn~ly ])og Foo .. 1 Co. Ne .. ·.lhaln ll .. ·ights, 1\la5os. 

Newly \\ 'e .. h Bakin~ en, C hi . 

Pi .. ·1 Bruth,·r:-., r\.Y. 
Pomalt~ "\. Cn In .. ', J\~.Y. 

Rabhit Pad,u·I· ... nf (;alifurnia, L. A. 

nf'".I,fi-\\ ip 'lar,..l"n,1 Inc, Bnho. 

R .. ·,· .. I Prudllt't~ e u , ;-;t. 1.... 

~a,,-On-))rn!! . ., . ~on. Calif. 

SIH iul .. · .'\ s Stc· .. ·1 Pru,luch Co, Pill~h. 

S lorln " · iIHlow ... uf Alulllhulln In .. ~, Al'co, O. 

john II. S"" bl"'r ... f{ Son~ I n __ ', Juck .. ornill!' 

Tu" h ' THolh Pa .. lc' Cur p , 'It . V.· rIlOI1 

Titb,·:. t FUH .. I :-. It .. ·• 'I il"" .I nk .. ·•· 

Vf'lt c Co , Glcl1, l alc 

.\. C . ,\ "'bt' r ... ~ Co Ilfc , " bi. 

H,·II,.· I a n.· (;orn Pru.lnf'l ... IlIc , 'Iariou, O. 

Cann __ ·d yegt-· tabl es 

Floor an .. 1 wall tile s 

ullobt.·n' ... " chot.·olal,· luah .. · .. 1 

\\ 'ines, brantli .. · ... 

RCnlllants anti bullon .; 

Elcctric blankct ~ 

Rc-Iail fnr firlll 

Pahhllll cercal~ 

Frcneh th · e ~~ III~ Inix 

"fUti Trl1~ty" do g food 

"Icc erCdlU ' :\ Coakc roll" 

Br .. ·wc-ry 

"Pomalpx" hairdre -'!l !Ooing 

(~a lifornia tlou~c- .... tic rahhito;;; 

" ·hi!) ... c .. ] {'rea In pro .. luct 

)\rlhrilis tal.lt·t s 

~elf "''''r" i4'C .. Irll g ,., torc s 

(~ .))nbil1atiun ~tornl .. Ioors 

Cnl1lbinalinn !o> lurnl win .. lnw5, ,Io.)rs 

u l\.in g E .. I""ar .. I" "'ig:ars 

'·Ta .... I~· " loolh p.a sl .. · 

~'Tilht·:-.t·' tlnic-k I))h ... · s 

" ',"hiIT"n PnIT~·' 

~' Pf:lfT" .... c·"" ill~ Inaddnc

Pup"'flrn 

VanSant, Dugdale &. Co Ine , Balto. 

"~alk"r ..'{ Do"" ning , Pill sh. 

Grant, Dalla , 

1I0nig-Cooper, S. F . 

The ni .. I.,ap Co, Bloulldngton 

Wah .. r Weir, 1\.Y. 

Franklin"" Gladn('y II ... , '.Y. 

C. J. LaHorhe .1( "0, "".Y. 
lla 'S &. Co. l'.Y. 

1\lost.·r & Cotin~, Ulica 

Hus.,eI ,I. Seed s, Chi. 

Ken yo n & E<khar.lt. N.Y. 

Kcnneth Ha .. I,,·r Co, N.Y. 

.:\Te wtun A. Free Co. 1.... A. 

Frank L. Blnmh"'r~, Bahn. 

J)orrancc--\\'add __ ·11 1114'. !'i.Y. 

'ft.·tI II. F:lClor, L.A. 

~hephard & Edwards, 1\.Y. 

Ilo",,"ard ~"" ink, 'larion 

""'",,"lIral1, 1.,.·lIcl.o ... t A ~ ... ucialt~s ] nc', .J a.·kson" ill .. , 

'·ic·tnr Yall I).·r I..ind .. · Cu • .i\ •• '\. 

K .. ·t.·k-Franke. Ocononlu",,"3c. ',"i s. 

Cnlkin ...... \\.. lIul .. I .. · ... C:lrluck ) .\l,,·Clilltun ... f\. !"\Iuilh, 
L. A. 

ll arr,.· J. LazarlJ~ .. \\.: Co, C hi. 

Kalu' , IUooluin~ton 



IT'S EASY TO SELL IN HOUSTON • • 

.. . AMERICA'S 14th MARKET 

When weary U. S. Census boys came 

through with the final count, the rec

ords placed Houston 14th in the nation 

in population ... a pretty fancy figure 

when compared with Houston's 14th 

position in total net effective buying 

income*, and in total retail sales. * 

Yes, it's easy to sell in Houston because 

the people (more than 600,000 of them) 

have the money ($1,002,081,000 1949 net 

E.B.I.) * and they spend it! And Houston 

is located in the heart of the rich Texas 

Gulf Coast trade area - an area made 

up of 2,629,600 people** whose 1949 

>I Sales Management Survey of Buying 
Power, 1950. 

* * U. S. Census Final Preliminary 

20 NOVEMBER 1950 

total net effective buying income was 

$2,860,493,000. * 

If you're looking for 2,629,600 potential 

customers, have a talk with a John Blair 

man. He'll tell you to reach them you 

need only ONE radio station - 50,000 

watt KTRH. 

KTBH 
CBS 

John Blair & Company - Nat'l Rep. 

50,000 watts - 740 KC 
I 
I 

II 

i 7 
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BMB Report No. 2 Shows 
WSPA With The Largest 
Audience Of Any Station 
In The Area! 

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

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

(Monday thru Friday) 

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

GIVE YOUR SALES 
POTENT PERMANENT HYPO 

Represented B y : 
John Blair & Co. 

Harry E. Cummings 
Southea stern Representati ve 

Roger A. Shaffer 
Mana ging Director 

Guy Vaughan, Jr. , Sales Mana ger 
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5,000 Watts --
950 On Your Dial 

Nelv d evelopiliellts 011 SPONSOR stol-ies 

Bill Gordon help ~ move those cases of Pepsi-Cola 

SEE : "Soft d ri nks on the ai r" 

ISSU E: 3 J ul y 1950, p. 19 

SU BJECT: Carbona ted beverages 

Prices are rising in the soft drinks industry. 
As SPONSO R pointed out in its" Soft drinks on the air" (3 July 

1950). th e trend of the bottle price has been on the way up. Risin g 
prices. more adequate margi ns, add up to increased advertising. 

Recently hundreds of bottlers throughout the nation, including 
some Coca-Cola and Seven-Up operations, boosted their wholesale 
prices. In Philadelphia , Coca-Cola went to 95c a case and Seven-Up 
to 96c. But the Coca-Cola Company still advocates the retail five-cent 
top per bottle. About 40 bottlers in New York City and neady 307£ 
of all in California and Nevada have hiked the price. 

Coca-Cola c urrently sponsors the Charlie McCarthy show, aired 
over 184 CBS stations, rebroadcast over 33; and R efreshm ent Tim e 
with Morton Downey over 176 CBS stations. Now, as SPOr.;SOR pre
dicted in the 3 July issue, Coca-Cola will put Bergen on a TV show 
wi th a special Thanksgiving Day broadcast. The show will be a 
one-shot and may be tried again at Christmas. 

Canada Dry has been pushing its pop price up and remains active 
in radio and TV. A rpcent Rorabaugh Repo rt indicated that the com
pany airs about 100 announcements a week over 17 radio stations. 
Still merchandising strongly, the company has added a premium 
pitch to its Sllper Circus program. The appeal is directed toward 
children, consists of six specially designed circus toys. Two co upon 
labels from quarts of gi nger ale plus 25c entitles any kid to the whole 
set. Mailings are handlpd from a New York P.O. box. 

Pepsi-Cola has increased its air advertising. For example, WHK. 
Cleveland, reports that the company uses announcements on the Bill 
Cordon disk jockey program, Morning Show; promotes the progra m, 
too (see picture) . Pepsi also rccpntly signed Faye Emerson to a 
thrice-weekly series of IS-minute TV shows over CBS-TV. 

Canada Dry's sales for the nine-month period ending 30 June were 
$33,680,20G, net income $1,805,345; co rresponding period last year, 
net sales. $36,582,550; net income, $1.270,298. Coca-Cola, which is 
st ill holding to the five-cent price. reported an approximate 10% 
reduction in lIet profit for the second quarter of 1950. Pepsi-Cola is 
expected to report for the September quarter Bet income far higher 
than the $1,020,000 ea rned in the preceding quarter. 

SPONSOR 



M7 
BOLLING COMPANY 

TIlE FOLLO'VING Ni\.TIONAL ACCOUNTS IIAVE 
1950 CONTRACTS 'VITI I 'VNEB 

American Oil Co. 
Anacin 
Ant.uuiue 
Atlantic Refiniug Co. 
Baker's Cocoa 
BOlld Ilread 
Borden's Instant Coffee 
Illue lJonnet IUargarine 
Camel's 
Chase & Sanborn Ueguhlr 
Chase & Sanborn lustunt 
Che,,'rolet 
Crisco 
Crustqnick 
DeSoto 
Dreu(" 
Donn's Pills 
Duff' s lUix 
Dupont N~'lon 
Duz 
Eskimo AnH-Fr("eze 

Esso 
Ex-Lax 
Ford IUotor Co. 
Four 'Vav Cold Tablets 
G. 'Vaslti'ugton Cofiee 
(.rifiiu Polish 
lIellm:lu·s ~Iayonuuise 
II. O. Outs 
lIills Cold Tabl("ts 
I,,'or,. n .. r Soap 
I ,,'o.·~r Flak("s 
I "ror~' Snow 
Jt·lkt· IUargarine 
Jo~r 

liellogg 
Kool's 
Krll("g("r nt·("r & AI(" 
Kriptin 
L:ldies 110111(" Journal 
I Jilt 
Lipton Soup 

Lipton Teu 
In. G. ~I. Pictures 
National Guard 
New Yorli: Ceutral 
Northt·:lst Airlines 
Nucoa lUargarine 
I-ack:lrd IUotor 
Pertussin 
Pr("sto Cake Flour 
Ph'lIIout" ~Iotor 
R. 'K. O. Pit"tures 
Resistab 
Rh'al Do~ Food 
Uob("rt 11 .. 11 Clothes 
Uuppt·.·t ne("r & Ale 
Spit· ~n Sp:u. 
Sofskin 
SW:IIISdoWIi 
S un Oil Co. 
Tt·llderh·:. f 'I'ea 
U . S. ,\rIllY ~\: l\ir F o.·t"e 
26 Cofh·e" 

}T(JlJ~E Ilt--- GOO,} t--rtJllIPAJV 'Y O.L' ! 

" 7C.RCESTI~II~ ~11-\SSl\,CII11sl~T~rS 

YOUR BEST BUY IN NEll' ENG1.JANJ)'S TIIIRD LAltGES'" lJIA RI{ET 
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"WI." SPOIISfU-S " '-e «-·old to lIitlllttiJlle lI et l VfJl-k ,-"dio" 

I!I!I'IfIAI When anything a:' magical a:, television 

~ springs into the limelight everything ebe 

looks pale by contrast. Radio, its next of kin, ha<;; 

suffered by proximity. 

What's happenil1g to nighttime network radio is 

anybody's guess. The surveys, which don't adequate

ly measure personal-set listening in the home nor 

ollt-of-home l1stelling, don't help the :.-i tuatioll much. 

If you ask national advertiser:", tllPy'll frankly tell 

YOll that they don't think th ey're getting thei r mall

ey's worth out of nighttime radio in top markets. 

SPONSOR did ask thell1. And they told us. Replies 

by key advertising men in the food, inti llstrial, to

bacco, soft drink, service, and drug fields ;'<1me out 

pretty much the same way, and were duly recorded 

in the 6 Novemher issue (page 24) under the title 

"Why sponsors are cold to nighttime network radio:' 

To get the other side of the picture, SPONSOR in

vi ted the presidents of the four major networks to 

give their views. In all fairlle~s, we ~xplaill that the 

idea of a rebuttal ca me up unexpectedly; that our 

deadline allowed Messrs. \Vhite, Kintner, McCon-

nell, and Stallton minimum time to prepare their re

buttah. One of the four, Frank Stanton of CBS, wa~ 

caught in the mid:,t of a Board meeting, an Affiliat~ :': 

ll1eeting, and a few assorted problems concerning 

color. He sent a wire explaining his dilemma; and 

we had to agree that hi s reply should come later. 

. The network-. have no easy job convincing adver

tisers. Not that they lack hardhitting facts. The net

works aren't bucking facts. They're up against some

thing more subtle--a huyers' :, trike "reflecting a 

mood which has heen huilt IIp by many facturs, some 

of them economic, others psychological." 

Although nigh ttime l1 etwork sale::- 1 hi ~ ~eason ha ve 

been few, there are definite signs th :11 at lea:-t a par

tial thaw is 011 its way. SOlllP "ubstcllltial sales have 

just heen recorded; :,ome advertisf'rs \\'ho deserted 

nighttime network radio not IOllg ago are being 

~purred by dimini:-;hing sale:-; to return. 

\\T e print the view:-; expre:-;.;;ed Oll the follO\\'ing 

page:-. with the hope that opinioll ",ill continue to 

flow freely, until this suhject ha:3 shifted from 

"mood" to "mind." 



Network presidents reply to SPONSOR article 

NBC IUeConnell: ' "1\ beth·r bll)' 

toll.,), than in 19"6~· 

u 
""';ighttime radio is a better huy today than it was in 
1946. Radio families are more lIumerous by some 
eight million-an increase of about 25%-and aver
age sets-ill-use are also higher. As against this increase 
in radio's value. th e cost of the full '\BC network has 
illcreaspd onl y 4.3 ';. as a result of an increase of 
$60 in the gross aggregate half hour rat e of all NBC 
affi liates. and the addition of 17 stations to the net
wurk. Actually. th e fu ll value of nighttime radio is 
not rellpcted hy these fi gures. which do not include 
\ allies fur added audiences in multiple radio set homes 
and for the hu ge amount uf out-of-humc listening. 

I think this is a splendid reco rd from the advcrti ser's 
,if'wpoint. pa rticularlv when it is rcmembered that 
the operating costs of th e ayera~e radio station are 
some 40'; higher today than they were in 1~'+2. while 
its dollar retention , before Federal taxI'S, is some 17% 
below the ] 9.+2 lr~vp l. 

In ('ontrast , "hat has happened to circulation and 
ratps in otlwr major media is not ewort hy. 

From 1946 to date th p black and white page rates 
of tl1(> four gennal wpekly llIagaz·incs ha\'e increased 
27' ~ in the aggregate, a nd thei r four co lor page rates 
han~ illl'reasf'd 29J)' ; . aga illst a comhined IlPt paid 
cir(,ula tio ll increase of 12(; . 

(hn the same pPriod the hlack and white page rates 
o f th(· fOllr \\ omen's servi(,e magazines increased 
22.2',;. and four color page rates', increascd 21.7 % , 
whik cOlllbined nct paid ('irculatioll incrcased only 
Lt.,j' ; . 

The agg n'gat(· OpPIl lilH' rat(' of all cyening news
pa)wrs. during this )wliod. innpas('rl 27.W;; while net 

( /Jlease 111m 10 [lap' 79) 
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ABC KinhlelO: ' ·S4~OOO.OOO 

sale is bes t answer" 

"The more than S4,000,000 in new prime evening 
radi o business sold by the American Broadcasting 
Compan y during recent weeks seems to me the best 
way to ans\\'er the question raised in your :"IO\'ember 6 
ar ticle. 

Certa inly the expenditure of $4.000,000 by three of 
the country's largest national advertisers is counter to 
the tack taken in the Xoyember G article which was 
based on interyiews with unnamed advertisers. 

It speaks well for SPONSOR that you seek out the 
views of the executives of th e radio netw@rks on this 
question and I am happy to make the reply for the 
American Broadcasting Company. 

I think th at when such large national adverti!'ers as 
Longines-\\Tittnauer \\Tatch Co .. Inc .. ~hrs, Inc. , and 
Sterling Drug, Inc. see fit to expand their radio activ
itics for the aggregate amount mentioned above this is 
a rathGr direct way of pointing out that leading ad
vertisers hm'e not fo rsaken radio. :;\1ars, Inc .. on be
half of its line of camh' products has just signed with 
tlw AlI1erican Broadcasting Compa ny for four separate 
radio programs covering a total of one and three 
quarter hours of prime c\'ening radio time. This, we 
lwlieve. is the largest radio sale of this year on any 
network. 

In addition to their fi, e·times weekly FalslaD's 
Fables, ~Iars , Illc. starting ~lInday , December 31 will 
!'pOllsor a one-quarter hour seglllent of the highly 
popular eyeniug SlOp The ,1Ilisic hroadcast. 011 
Janna ry 1 they \\ ill begi n prc!',' nting Inner Sanc-
111111, radio's top suspen,"c thriller. The next evening, 
Tuesday, January 2, they inaugurate sponsorship of 

( PI('ase III rn 10 page nO ) 
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MBS " 'hite: "lUBS most TV
resistant network"' 

"For the past year and a half we have heen doing a 
good deal of researching and soul-searching on the 
very problems raised in "Why sponsors are cold to 
nighttime network radio," 

The research was by far the easier part of the task. 
Nielsen data for the first seven months of 1950 dem
onstrates clearly that the 1950 advertiser on our net
work is receiving more for his money than last year 
at the same time. This data uncovered: 

1. A seven percent increase in family listening 
hours to ~lBS. day and night, coast-to-coast 
(which you might expect because Mutual is the 
network that dominates home-town America out 
beyond the reach of all TV towers). 

2. A six percent increase in famil) listening to 
MBS, nighttime only, coast-to-coast (which is 
more surprising because evening hours are sup
posed to be hardest-hit by TV). 

3. A one percent increase in famlly listening hours 
to M8S, evening hours only, metropolitan cities 
only (which is most surprising of all because 
this is TV's front yard-evening hours only in 
the 16 biggest U. S. cities, where 751'{- of all 
TV sets are located ). 

Just wh y is Mutual more TV-resistant than other 
networks? 'Ve are, of course. being helped by our 
pattern of coverage-with 325 stations located out 
where other networks (and TV) just plain are 1I0t 
present. Maybe our (and our advertisers') reliance 
on programs other than the big variety-type shows
which are being duplicated on TV-is hel ping too. 
And maybe our affiliates' close hold on the features 
that are important locall y, where TV is doing its least 

20 NOVEMBER 1950 

CBS St.lnton: ·'This is .111-

important snbje(ot 

SPONSOR had anticipated rcce lvlIlg a statement from 
Frank Stanton, president of CBS. Up to press time, 
however, Stanton was unable to free himself from the 
rush of activities which included a Board meeting. an 
affiliates meeting, the launching of color TV, and sun
dry other duties. Stanton teh'gramed: "This is all
important subj ect and one to which T would want to 
gi\Oe my full attention else I would delegate responsi
bility for rep ly." A statement from him is promised 
for a subsequent issue. 

effective job, is making the real difference. 

'Vhatewr the reason, I'm happy to report that this 
fall (October) we have more nighttime business (GO 
minutes a week more), and more nighttime listening 
(O\'e r three million more family hours in the average 
week) than a year ago. 

\Ve are the first to acknowledge that these facts, im
pressive as they lIlay be. do not answer all the adver
tisers' questions as posed in your article. And, our 
own analysis of the ra te-adjustment problem is some
what compli cated by the fact tha t this recent ~ielsen 
nighttime data shows a six percent increase for ~Iutual 
in family hours of listening over las t year as con
tras ted with an industry-wide (four-network) decline 
during the same period. But we do think we havc a 
few keys to the ultimate solut ioll. 

The first key is low-budgetpd tinw-and-program pack
ages. As you know, l\ Illtual and \1utual advertiscrs are 

(Please turn to page IH) 
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Total dgarette output hU ~'ompanies, 19--1:1-1 9 --19 

C ompa ny 

1. American Tobacco 

2. R. J. Reynolds 

:1. Liggett & Myers 

~I. Philip Morris 

.~. Brown & Williamson* 

(i. P. Lorillard 

7. Larus & Brother 

8. Stepha no Brothers 

1943 1944 1945 1946 

2 

1947 1948 1949 

'" c 
.~ 

,--~-----+------~----+-----~-----+- 60 ~ 

-+------~----4-----~----~------~----+_ 40 

*B & W output curve (heavy 
line) dropped sharply after 
war, was revived by radio 
and return of premiums 

How B & W built to 
23 billion cigarettes 

PART TWO 
OF A 2·PART STORY 

Gi,, __ • e .. eh h'-.II.d .1 SI)echtl "1)I)e.tI~ 

.Idd ".Idio .. d,'e .. fisin;!_ T h .. Cs houT 

SI.-cnvlI ~~ 'Villi:lI11son does it 

:\~ an) ~lIIart quarterhack 
know~. th Ne are t\\O ha.;i(' 
way!,; of ga ining ground 

01. tilt' footba ll rlPld. Balrin~ a pa,..;s, 
tl IP hall ("anil'!" ('all <.:ra~h through cell
ter b) hrute forc(' or ~kilt aroulld tlJ(' 
Clld alld hope· t() shake ofT tackl C' rs. 

III the ('if!un' tt e illdustr). big. tlm·(, 
lIIallllfaf"tun'r..; H. J. It(') nold.; , ,\lIleri
('all Tohacc(). alld Lig~dt & \ '1 ~ ers ('1<-('\ 
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to lIIake th(~ir hid for paydirt straight 
throngh ('cntcr. TI1<'Y'v (' handed the 
hall to their principal hrand~ Call1els, 
Lucky Strike, Chp.;telfield and Ipt 
tlwlII d o pra ctically all of the runnillg. 
And it's paid ofT hallds()mel y; in 1919 
the~(> thrC'c brand" ('ollecti\ply. C'ap· 
tllrl'd 73'/ of tire <.:igarpllp sales. 

Bul if ) OIH t('alll i" a good d eal 
lig hter ill weight tlran the big boys, 

you can take the other route to a touch
down- around end. That's what Brown 
8. \\'illiamson Tobacco Corp. does with 
great success. In place of a single mass
selling cigarette. Brown & Williamson 
has developed a whole team of ball 
rarriers: Kools, Haleigh, Viceroy. A \'a
lon, and \\'ings. \'one of them tries 
to compete directly with any of the 
three Ipading seller;;; on a "me too·· 
basis ; instead each has been gi\en 
somp unique qualit) which clearly 
spparates it in the minds of smokers 
from other cigarettes. Kool tobacco 
is mentholat ed for coolness. I{al eigh 
has a coupon un the pack. Viceroy has 
a filt e r tip. and Wings and :halon are 
t'Con om), brands. 

Kook B & W sales leader , sold onl) 
7 . .5 billion cigarettes in 1949, accord
ing to tobacco expert Harry :\1. W oot
t("l1. compared to a staggerillg 97 hil
lion for Campls. But add up all Brown 
& Williamson brands and they total a 
rpspectablt> 23 hillion eigarC'ttPs in 
1949, enough to put thp still youthful 
compan) in fifth place. 

In its 6 \'"ovember issue, SPONSOR 

dptailed that phase of BrO\\I1 & Wil
liamson's sales operation which in
volved Ted Bates & COlllpany ( Kool 
alld Viceroy). This second part con
('('fns the other side of that operation. 
han died by Chicago· s I{ ussel :\1. Seeds 
Company. \\'hereas the Ted Bates 
phase illvoh'ed spot radio almost ex· 
rlusively. Russel M. Seeds is primarily 
engagpd in promoting n & \\"s number 
two hrand. Halpigh. with a network 
r[ldio program. 

Raleigh ciga rettps have thp distinc· 
tion of being the only popular selling 
brant! of cigarettes nowadays which 
('arrips with it a coupon redeemable in 
money or merdlandise. ( You can get 
three·q uarters of a ('ent in ('ash or 
merchandise w()rth one·and·a·half to 
two {' ('nts for each coupon. I 

In the old d ays, most hrands sold on 
a prpmiull1 hasis. But premiums are 
1I0t the 1110st cOII\"C'niC'nt selling d evice. 
They cost mon ey to huy and handl e, 
alld once adopted are hard to drop. 
Sellillg thi~ \\'a) has meant a 10\\ ad
\ e rtising hud~et for Haleig h and a 
small('r ullit profit f()r Hro\\ n & \\Til_ 
liam"on; hut prpl11iUIllS, pushed h) a 
llet\\ork ~ho\\' (People' Are' Funny ), 
have IllOJ'(~ than doubled Iblpigh sale,; 
in thp past two \ ears. Six and a half 
billion Hakighs wC'rp sold in 19,19, aI'
cording to toba('co exppr t \\Toollen. 

Haleigh began llSlIl g prPlllilll11S in 

SPON SOR 



"Tests" mark cigarette advertising campaigns. SPONSOR staff members demonstrate. Most leading brands stress tobacco qualities . Pall Malls 
(Edna Yergin): Camel (Lila Lederman): Philip Morris (Emily Cutillo): but Rale igh (Erik Arctander) plugs premiums in its advertising pitch 

1932 and did nicely. With World War 
II shortages of consumer goods~ Ra
leigh premium!' had to be disco ntinued 
in early 1943. After the war Brown 
&: Williamson hoped that Raleigh 
would establish itself firmly as a lead
ing cigarette without the traditional 
premiums. But it didn 't, so in Febru
ary 1949 Raleigh premiums were re
in troduced. 

Return of Raleigh premiums was 
heralded by page ads in Life, Satu rday 
Evening Post , Collier's and Sunday 
newspapers. Sales rocketed so quickly 
that Brown &: Wi lli amson put whole
salers on allocation fur six m onths 
while they expanded production fac ili 
ties. The magazine and newspaper 

20 NOVEMBER 1950 

build.up~ were intended to spread the 
word quickly, but for the long pull of 
promoting their rejuvenated premium 
plan B &: W picked network radio. Spe
ci ficall y, the Peop/p Are Funny show 
on NBC. 

There were two reasons fur choosing 
People Are FUllllY: its low cost and its 
format. Explaining the cost factor , 
J. W. Burga I'd, ad \'ertisi ng manager 
of Brown &: Williamson says: 

"The shuw had long yielded hi gh 
Hoo pers at low cost. Frequently among 
the top 10 in H oopera tings, the show 
yielded and still yields one of the 
largest audiences at the lov.-es t cost of 
an y radio network show on th e a Ir. 

(Please /Ulll to pagp 50 ) People Are Funny, NBC, is major Raleigh eff ort 
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So you're going to 
transcribe a commercial 

Step by stel.~ here are I{ey transcription 

technililles used by Illites Shoe Stores, 

DIIZ, I·ar~ulise lVb:ae, Robert Ihln 

With spot radio bursting 
its seams of late, and net

work ban!' on recordings lifted, an in
creasing number of advertisers are 
transcribing their commercials_ For 
spot announcement campaigns, tran
scriptions ha\'e become practically in
dispensable. 

Recently , SPONSOR surveyed the fi eld 
of transnibed commercials, found, 
first of aIL three powerful reasons for 
their populari ty: 

1. Proper delivery is g uaranteed; 
tlH~ idpntical material can be re
peated with high fidelit y an un
limited number of timps. 

2. An adverti!'er pays Oonly oncp for 
Jwrfonning talent ; this keeps to
tal ('ost down, permi ts hiring of 
top ~ingers and l11u!'icians. 

~. Pnusual sound effects and jin
gles arc done perfectly , oncp and 
for all, providp the commprcial 
with important memory value. 

The following stf'p-hy-step account 
of how transnibed comnwrcials are 
pllt togpthp[ is illustrated with the case 
histories of four leading advC'rti!'ers: 
J)uz (I'rortor & Gamble). l\Tile!' Shoe!' , 
Paradise Wine (Biscpglia Brothers), 
and Ilohert Hall clothes. 

,\lthou p:h all of these ca!'e historips 
illv()IY(~ s inging COIl1IlH'I"Cials. hy far 
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the most common type used by large ' 
adver tisers, steps described hold good 
for plain commericals too. Singing 
commercials are highlighted because 
of their greater complexity. 

Here's the Robert Hall strategy fi rst. 
The clothing company cuts a com
pletely new series of recordings every 
two llIonths because of the seasonal 
nature of their business. This means 
32 different recordings for each series, 
with eight varia ti ons for each of th e 
four clothing types - coats, suits, 
dres!'es, and children's clotllf's. 

Jingles aimed at men are hard-hit
ting and spf'cific, those directed to 
WOlllf'n stress a " fashion" approach, 
and the so-called childrf'n's jingles ap
J1f'al to mothers on the basis of "back
to-schoul" and similar seasonal ap
proaches. ( For account of O\'p[-all 
Robert Hall advertising strategy. see 
dothing story. page 32.) 

The Hobert Hall format ca lls for a 
10 to IS-second jingle opening which 
identifies the clothing chain. a 4.0- to 
45-se{'ond middle of comm('J"cia l copy 
spoken by two announcer!'. and a (I yf'
s('r ond open end for tIl(' local an
nOUIII'p[ to !'qupew in the local store's 
address. 

A free-lance jingle!'mith turns Ollt 
aholl L P,0~1r of the Rolwrt Hall jinglps. 

TIley did Du= e.t.'s fit COJJl,JtOJI 

I. Asst. Casting Dir. Goodman times ~ound effect 

2. Singer Audrey Marsh rehearses before recording 

3. Casting Dir. Vera Larkin tested singers' voices 

4. Copywriter Ed RiZ70 wrote spoken, sung message 

5. Copy Supervisor, Vera Os key, set copy theme 

6. Muriel Haynes , radio / TV copy V.P., directed 

Jerome Ress, radio director uf the 
Sawdon advertising agency, handling 
Hobert Hall. explains this near-mo
nopoly: " \Ve u~e thi s one man hecause 
he seems to. come up with most of the 
ideas which aplwal to us." \l an)" otber 
free-lance j inglf' writers a1"P commis
sioned by Robf'rt llall to hPlp turn out 
a flood of appeali ng mcssag~s. 

This is the chain of pvents which re
~ ults in a new jingle. 

Firs t. Hobert Hall's J)}"Psid cnt. Louis 
EIl f'l1berg, the eurnp:lIlv \ :1 lh f' rti sing 
rlirpctor, and its n1Prchandi~e chief talk 
owr id eas for tlw new !,pries. finally 
pick out the be~t onp!,. Clothing buy
('I"S are cont ac tpd and ask('(l to suggest 
merchandise which should be featured. 
All these sugp:es tions are tllf'l1 sifted to 
eliminate less illlportant items an d to 

SPONSOR 
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give each department equal attention 
Once specific items are decided on 

and the selling approach set, the jin
glesmith takes over. When his jingle 
is approved by Robert Hall's top brass, 
the writer lines up talent and records 
the jingle at a commercial studio. 
Meanwhile, the Frank B. Sawdon ad
vertising agency writes the 40- to 45-
second commercial copy and checks it 
with Robert Hall buyers for correct 
prices and fashion information . The 
spoken commercial is finall y recorded 
by two announcers- men for the men's 
announcements, women for women's 
and children's. 

At this point, the open ing jingle is 
on one recording, the spoken commer
cial on another. They are then com

(Please tum to page 62 ) 

20 NOVEMBER 1950 

Here are some tips on transcriber' commercials 

I. Sales message must be clearly deliv

ered: simple sentences spoken distinctly 

at conversational speed. 

* 
2. Message must be simple, readily 

grasped under average home-listening 

cond itions. 

* 
3. "Over-commercialism" should be 

avoided-excessive repetition, dull de

vices, "annoyance without ingenuity." 

* 
4. About half of national spot an. 

nouncements contain music. Use it to add 

interest, gain confidence, when possible. 

5. Music or sound effects should be rei· 

evant to the sales message ; mere noise 

for attention-geHing is believed irritating. 

~: 

b. Keep music brief; 20 seconds is the 

usual limit for one-minute announcements 

with rest spoken copy. 

* 
7. Retain some striking part of the com

mercial in all succeeding ones, this pro

motes familiarity. Jingles. for example. 

8. Make a commercial liked. if poss i

ble, but under no circumstances allow 

it to be ignored. 
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Health and welfare 
•· ... Iio ... 1 luulJ,!et 1250t~, for its lon~.tilll(_· 

'\ earh t\\'o lIIillioll radio lis
t('I\ (')"" Irav t' takplI tilll -: out 
to \\ ri tl' thei r local radi I. ,;ta

tio]]:" silln' JUlie. 19..J-(,. ask ing fw fn'l' 
clljli ps of \l etropolit :lJl Life III~u, a n('(' 

Co. Iwalth alld \\ p\farp hookl('ts . '\ ot 
Ollt' flf t1H'Sp names has P\'pr 1)('('11 lI,;?d 
as a sal('s lead, de,;pite the fact th t' 
COlllpan) \\ ill sp(,IId a lIlilli oll alHl a 
qua rter dollars th is yea r for radio 
J1('W:3 programs oil sOllie 60 sta ti()II~ . 

As thi s is:'' lI l' hit s \ o ur desk. the o lTe r 
of the \\ eek \rill I)(>a hl)(,klet fill 0\f'1-

weig ht. Olle of th e IllOre popular ill 
til(' \Iptropolitall spries of Il ea lth and 
welfare I,nokl(' t:-. it will prohahly pull 
as llIaIl) as 1cl,000 rNp lP~ t., . 

:vIo,;t a(h t' rti~pr~ would (,o ll :,id t~r it 
had I ' u:;;illt'~~ to ig IHlI'C' th e:"p l ea d~. Bllt 
not \h,trllpolit an pr('"idpnt L C' rn y J\. 
Lillcoln . . 

Theil followed a 10-) ear hiatus tn 
th e e lld of 193:1, Durillg this tilllP 
must of th e hudget \\t~ llt illlO national 
ma crazi nes. \\' Ilt'll :\[pt rupo l ita 11 ,'XP(,lI
tivc;; dC'c idpd ill 19-1-6 to hroa dp!1 alld 
flf'CJ lP1I their a dverti"ing coveragp, thp) 
call ed un radio. 

"'1'1](' basic o"jee tiv e~ (If o ur aJ\er
tisillg prog ralll, s('t in If)22 , have hef"11 
adhered to eyer since;' pxplains .T. L. 
Madden, \'ice IHPs id(,lIt in c hargp of 
a rl\,prt ising. " ;\h. Halp} F'i"ke, \\ ho 
\\as then pI esi el t' nt , wrote that th e' rea
;,.0 11 for ad,·e rti,;ing \\'a,; 'a desirp to 
~pread wideh a kn (l wlpdge of Ilealth 
a nd til(' wa~-s of co nserving it. that 
peoplp may li\ (' longer. happier lives: "' 

Th is a ll-out ins! i t utiolwl appr():wh i:;; 
lIniqu p with l\lptropolitan to th p extent 
tilt' cOlllpa ny 11('\'('r de\iat f"!" frOIll it in 
it~ r:lIl;o promotioll. In th e p,,~t it 

1925: Exercise show. Met chiefs help m.C. 

ha:;; lI:,ed magazill(' ad~ pxplairrill :,5 the 
rol e;- of th e insurall ce agpnt ill COlll lnu · 
Ilit) lifp and to pxplain how an ill:;;ur
anf'e company opPJ'att's. But Vlet ropul
itan a dvertising n(,,-pr talks abo,:t in· 
surance as something they han' to s('lI. 

This iSll't altruistic in the sense that 
th e company expects no return fro III 
its ad\'('/'tising inve:3tmpnt. In!"urance 
is a bu sinpss. l\Ietropolitan ('x ec lltive~ 

think th e ir aclvPfti sing phil(l"oph~' ha:" 
justifi('d itself hy creating puhlic c on· 
fid pllce alld good will which the ir 
agpnb han' cashed in all. Tlwir lead
Nship ill til(' fif'ld of lifp insurallcP 
tplld:;; to ('onfirlll their judgme nt. 

Other CO lllpulli es art' u~il1!.!: a vurich 
of a rlverti"illg apppak Bankf'rs Life 
COlli pa 11) pi ug" t Iw rptirenlPnt t:l enlt'. 
Equi tabl e prol11 ot (':' dirpct salt's In talk · 
illg alJOlIt ;;:Iwcific poli cip:;; \rhieh .-a/(',,-

HI' ca ll /loi llt to th e fac t that his 
COIII/l<lI1\. \\"ith a!"!" r l;; of lIillP and 1)111'- Non -commercial leaflets (below) with local station imprint go every three months to agents 

quur l('r hill iolls. is tl](' top "oll-goVf~ rn

," (' ntal finallci a l ill,;titutioll III tI le 
Uni tC'd ~ t a l (',;. and i:" :3ti ll g rowing. 
TIr(~ \ II IUIlI l' IIf l'lI:"ill e';:3 writtell la,;t 
yea r \\;r,; ';0111(' (,l:'; !ri gh!'r than I (X~9. 

'\11'1 ropolil all',. 1\\ 0 I]('ar(',; t (" 0 11 '1 It' ti 
to I";. I'rllcl l' II1i a l allel I ~ qllitahlt' I il . th at 
o rd .. r I. ,HI' hoth ('xlwri(, lw('d IIse r,; of 
rad io . HIlIIr ('11'1'10\ ~ 11"('e:""f llll v Ill(' 

t('('hlliqllf' of II~in~ -radio a~ a ;Ii rpd 
door op('I]('r fil l' tlwir "p.t'lI ls. 

flut \I('tropolitall \ U';( ' 11£ radio I'; 
II IIiq Ill'. It slartl'd l'a(l ill ]()2:) \\ ith a 
$ l()O. (J()() i II ,,',;t II will ill a fo u r-statioll 
II('t\\ ork. Tlli ,; pilllwnillg ('ITort 1<I,; t('<\ 
J (I ~ ('ar,;. \1 01'(' detail,; Oil thi,; f~,lIo\\' 

a littl(, I'lIrtlw r OIl. 

A Radio Broadcal' lo r Alf th. Family 

The Metropoliton life Insuran<:e Company pre)ents the~· brief rodio 
onnoun(ements to help you enlOy better health ond longer life. 
EOCh Good Hint te lls you in clear longuage how to help prevent si<knen 
and occident, c~mbot diseose, or encouroge proper diel ond weight. 
Occosionally they bring you heolth news obout your community. 
We inVite you to loin the milbons of people who listen for these brief 
but voluoble onnouncements. Jus' tune in: 

WFBl ... 6:00-6,15 p.m .. , . Mon. thru Fri. 

Locol Syrocuse time 



\l'hat lUetropolit:lIl 

looks for in sele(·'ioll of 

radio Shltiolls 

1950: Now it's newscasters like CBS' Jackson 

men are urged to pu",h durin;! tlle 
w('ek::; they are f('atured on the Eq uit3-
ble l1f'twork show, 

John HallPOck's CUlTPnt theme 1" as
sociation of life illsura nc(' with tl1(' 
Americl:Hl ideal of personal ilJd(·pelld
enc('. Massach usetts )'lutual is , !res.;
ing great moments o f peop le\- lives 
and the role play ed by ill"uraIlCc. Lin
coln ~atiunai is plugg ing company 
presti ge as an aid to thf' ir ag('nb I )) 

ex plaining in th eir ads wh ~ the (,O lll 

pany is worthy of patronage. 
Mutual Life of ~e\\- York is se llin g 

the importance of social securit) ill 
life insurance programs. 

Metropolitan executi\'es feel th eir 
idea of selling longevity instead of th e 
company and its policies has 1lI0re than 
paid off by establishing Mctropolitan 
wi th th e puhlic as a sound and trust-

\I etropolitan, through their ageIH·). Young & Hubicalll. looks for sta ti ollS \\'hich 

\\i ll rep resent them with dignity and prestig(,. '1'11(' ), abo want broad cO\-('fage 

radiating frolll urhan c('nt('rs of population; that I11 callS power ( note :\letro

poli tan statiolJ li :-;t b(' low). StatiolJ", must a l"o ofTer 11(,\\ S shows (no comm(,l1-

tators I of di g nit) and authority, as well as Jlo]lula rit~. Contro\'('rs) i::; out. 

TIl(> (;2 stntions (·lIrr'-nt'~1 IU'-" 
WBEN, Buffalo 
WMAQ, Chicago 
WFAA, Dallas 
W J R, Detroit 
KPRC, Houston 
WHAS, Louisville 
WFEA, Manchester 
KYW, Philad elphia 
KDKA, Pittsburgh 
KNBC, San Franci sco 
KSD, St. Louis 
WDAE, Tampa 
WBAL, Baltimore 
WICC, Brid gepo rt 
WJEF, Grand Rapids 
KMBC, Kansas City 

WNBC, New York 
WCAU, Philad el phia 
WRVA, Richmond 
WGB S, Miami 
WPRO, Provid ence 
WIBC, Indianapolis 
WEOA, Evansville 
WHAM. Rochester 
WN BF, Bing hamton 
WBT, Charlotte 
WHP, Harrisbu rg 
WTAG, Worcester 
WTIC, Hartford 
KFAB. Omaha 
WLW, Cincinnati 
WEBC, Duluth 

\wrth ) cOlllpany "ith "hi('h to do ),11", ' 

ine!'-". They rpf lls(' to j eo )J3rdize tl lf' 
public s('f\'icc characte r of their (' 0 Ill' 

n1('rcial nlf'ssages by a ny kind of a 
sal('s tie·in. 

Rut there'" s till another \'('r) prac· 
tical angle to thb businc~~ of hf'lpill g 
p('ople li ve 10l/gel'. }I('tropulitan is a 
lIIutual tOmpall), and tl1(' longer its 33 
million policyholder!" live a nd pa} 
IHelll III 111:" the I)('Uer di \ idend::; th('\ 
stand to r('c('i\'('. 

Th r> compall) 's radio prograllb can 
be heard 1)\ t\\ o-thirds of all th e peo· 
p Ie ill the l -nited States. This coyer· 
age will be ",u pplemented by a li st of 
17 national m agazi nes which \\'i ll get 
slightly less than the million and a 
quarter going to radio. 

" 'Ne use radio to reach th e vast 
nUlllbers of o ur policyholders and oth· 

WINS, New York 
WLS, Chicago 
WWL, New O rleans 
WJZ. New York 
WaR. New York 
KYW, Philad elphia 
WGY, Schenectady 
WGAR, Cleveland 
WCBS, New York 
WEEI, Boston 
WBBM, Chicago 
WFBL, Syracuse 
WTOP. Washington 
KMOX, St. Lou is 
WREC, Memphis 

WAGA, Atlanta 
WLAC, Nashville 
KCBS, San Franciscso 
KOIN, Portlan d 
KI RO. Seattle 
KCMJ. Palm Springs 
KGDM, Stockton 
KLAS, Las Vegas 
KLZ. Denver 
KSL, Salt Lake City 
WCCO, Minneapolis 
WGAU, Athens 
KSUB. Cedar C ity 
KVOR, Colo, Springs 
KNX, Los Angeles 

e r :" in the larger cities. " ('xp laill ~ the 
achprtis illg departmellt. " Our radio 
schedu le ~tart~ with the larger ei tie, 
a nd extends down into tI l(' smaIl ('r 
co mmunities as far as ollr hudge~ \\'ill 
pe rtllit. Our rad io newS prograllls 
g ivp liS the general cO\'erage we want. " 

Station" ar(' s(' leded on the ba~is of 
th eir pre~tige and co\erage. l ndi\ ' id 
ual ncwscas ters are cho~e ll for the ir 
pres tige. authority, and dignity. 

" Then the com pall)' d ecid('d in 19-'16 
to go back into r adi o aftpr a hiatu:> of 
abo ut 10 yea rs. the board of director!' 
had no easy t ime deciding \\'hether to 
use network or spot radio. 

Free booklets cover wide ran ge. help gauge program pull. Subjects repeated as long as timely 

Spot finally go t the nod. The rea
SOilS were closely related to the CO/l1-
pan) 's public service ach ertising phil. 
osophy. With spot they could tie- in 
\\'ith local health agellcy projects, Red 
Cross and other d rives, thll s idcnt ify 
themseh'es wi th th e communit y. "Vith 
spot it was poss ible to chall ~e the sub· 
ject of a health commercial to meet 
emergency local conditi ons. 

They co uld (,ngage pop ul Cl r local al/· 
n o uncers and ne\\'~cast ers with tl1('ir 
OWIl followings- a nother a::;pff t of th t> 
loca l touch. \ ('\\'s got th e call ov('r 
oth er program types bccause of its 
general a ppeal alld hf'calls(' it fit do::;c
Iy into the puhlic sen 'ice paUenr, 

l\'ews shows are all 15 minutes, Il('ar · 
ly a ll ('a r1~' 1110rtlil/~. witlt a scatterin g 
of ea rly e\'('ning show::; around G.OO. 
:\Iost IIl Gnrin~ shows are around 3 :00, 
a lthough therp's 0 11 (' 01/ \\'()A E. Tam
pa. at ():OO. and one Oil WH A:\l. [1och
e .. t"r, at 9:00. 

(Pleas(' 111m 10 pa~(' [)2) 



ABC: Elmer Davis-one of co-op's big news names 

CBS: Eric Sevareid-his news is popular night co-op 

MBS : Fulton Lewis-his news was first web co-op 

NBC: Morgan Beatty's roundup lures late tuners 

SPOT PROGRAMING 
STATUS REPORT 

PART ONE 
of a 3-part story 

Network co-ops 
You ean SI)OIlSOr Kute Sluitit, Erie Sevareitl 

or :JG o.ller fa,rorites in seleeted IU;lrkets. They're 

\vo ... 1t eOllsiderillg if you' .. e bll~rill~ Sl)ot 

The hidden opportunit y 111 

national spot programing, so 
......... far as the a\erage national 

advertiser is concerned, is the network 
co-op. 

And that's a shame--for between 
them the four major networks are 
turning out 39 well-tested, expertly
produced net work cooperative pro
grams (aired by the networks but sold 
individually hy local stations. ) Ami 
!'uch newcomers as Progressive ilload
casting System and Liberty Broa.lca"t
ing System are making others ayail
able. 

"'etwork co-op program spon!'or!' 
have been largely the butcher. the bak
er, and the candle-stick maker. nut 
all business is local. and a small hut 
growing coterie of national firms an~ 
finding distinct advantages to this tn)e 
of programing. 

I n this artiele SPO;\SOR gives tlw 
pros and Gons of network co-op pTO

g ram spm1~drsh ip for the nation a 1. ad
vertiser. Subsequent issues will fea
ture (l) local live programs, (2) 
transcribed syndicated programs. 

The co-op show is, in every respect. 
a live network production. I ts name 
derives from the fact that in~tead of 
~ingle firm sponsorship the shuw i!' 
sold on a local hasis hy llumeroU" sta
tions. As one aspect of national !'pot 
the co-op Iws done a local joh for 
~uch national advertisers as Cfllwell
Co]].ier, Doyle Pac-king, National Oa ts , 

J. I. Case, Sinclair Refining, Blatz 
[3rewing, Metropolitan Life Insurance. 

There are six points on which net
work co-op programs offer definite ad
vantages. 

(l) Quality. Network calibre pro
ductions are generally considerabiy su
perior to local producti ons of the same 
kind. It's true the co-op program 
doesn't enjoy the same superiori ty over 
modern transcribed shows (such as 
Ziv's Favorite Story serie5 and others) 
into which go the utmost in production 
skill and ton talent. But there are older 
transcribed series (and even some new 
ones) that are a long ,,-ay from being 
up to th e production mark. 

(2) Live. In the faee of the suc
cessful airing of transcribed network 
shows like Bing Crosby's and others. 
as well as the succe5S of syndicated 
transcribed series. the "live" aspect of 
a production is no longer the unique 
element it once was. But many adver
tisers prize it. "Thf' fact that the co
op show is live," said the ad manager 
of a chain of automotive !'upply stores, 
"gives it th e prestige and immediacy 
that we want." 

(3) U('fclzaTldisability. This is part
ly the result of the pre"tige value of 
lIetwork produetion~ with theil- name 
stars. But it's more the fact that most 
co-op shows arc planned that way. 

(4) Commercial lead-ins by pro
gram stars. 1\1115 and ABC, the net
works ofT eri ng most co-op programs, 



MBS' BOB POOLE IS FAVORITE D.J. PIN-UP OF THORNTON MODELS. PERSONALITY CO-OP SHOWS ARE EASY TO PROMOTE 

offer as a regular feature the free ser
vices of their co-op talent in cl1ttin~ 
transcribed lead-ins to the commercial 
to be delivered by the local announ(,er. 
CBS and NBC will undertake special 
arrangements for this ~ervjce on re
quest. 

(5) Testing. The fact that the same 
program may he available in Yarion" 
markds and broadcast at the same 
time (within each time zone) {)fTers 
special opportunities for tes ting ('op~- . 

prices, markets, with the program the 
fixed element. 

(6) News programs. Qui of 39 co· 
op programs 24 are news shows. This 
is somethi ng th at transcriptions can' t 
match. Local news shows can and do 
rival network news shows, both co·op 
and non·co-op. But the prestige of an 
Elmel Dayis. Eric Se\'areid. :\'ed Cal· 
mer. or Fulton Lewis J r. is seldom 
matchecl locally ( this isn't to say that 
th ere an'n't local newscasters who don 't 

command as good or hetter audit'nces 
than big network names). 

The ('ost of a co·op show is the sta· 
tion tim£' plus the talent fee. The mao 
jority of talent fees fall between 20 
and 40 percent of the station 's E'TOSS 

hourl y nighttime rate. Elmer Davis 
(ABC) ('os!s 30% , whil e his ABC co!. 
league Baukhage costs 20 1} of a sta· 
tion's hourly class A rate. That means 
that 0\1 a small sta ti on Davis could be 

(Please tllrn to page S6 ) 

TITLE TYPE NET APPEAL DAY & TIME ' TALENT COST EXPLANATION 

IERI CA'S TOW;-'; ~ I EETI:\G 

\RTI:\ ACRO:\,SKY 

:RT ANDHEWS 

IT B.\KER'S NOTEROOK 
, UKIIAGE 
~ II1:\D TilE STORY 
:CIL BROWN 
LL CU:\:\I;-';CILUI 

For llnl 

1\'("W5 An a ly s i s 

Nf'w S Anal)'';; . '" 

Ch il Chal 
:-\("\0\' 5 

Bram a 

l\'cws An.lly s i s 

~("w ,; Anal)'si s 

ARC 

AB4< 
AIIC 

ABC 

ABC 

."BS 
"RS 
"II';; 

F 'unil~' 

Fa mil y 

Family 

\\" 0 lI1en 

F a mil ,.. 

Til , 9.9 :30 pm 

'I-~at. 8 -:\: 15 a.n 

:;;'a l , ':': 15-~O pnl 

\1.1' , I :· ':> .. 2 pm 

.\I.F, 1·1 :15 pm 

\I.r-, 2.2:15 pm 

".F, I fl.} II : 15 am 

~1I11. 2::HI.4S Pill 

8 1 ().300 

86·3 7.6 

83·72 

86.3f1(1 

$5·2fl(1 
S;) ·2:;0 

8 t.·2:>O 

S 2.5().250 

Lh ("ly tlhr u ... ", ioll uf (' urre nt is su(" ... 

C Unll11( 'ntar y fronl \\" a shing t on 

'\ . Y. 11('r a hl-TrilH"ll~ Ilurean <-" hipf fr o m 
\\'a ~hinJ!lon 

II Ulll a n intrr" ", t s tori("s and a '1(,,('(lol(,, 5 

\ Jidda)' l1("W S (roln "' a~llin~ton 

Ilra mat ized ~to ri(· " of •• uIlJan inh-res t 

f:()11Im("ntar~' on donl (>~ li (' 3 11(1 ror('i~ lJ 

," c! ('ran R o ... tolliall ' s ("om ..... ,'1 0 11 il1 s id t" o f 

.. l'"CY CRAIG Illt ... n,i('w~ AHC " ' 0I1H'11 :'\1 -1-'.] :15.30 pnl 85 -280 Infortnal ('nats ""itll ~ 1I (" ~ t S 

~i\lER DA VIS ~ .. w ... Anal)" s i .;o AB C Fa1111J,·· 'I-F. 7: 15-3 0 1)"1 $ 7.:>0··1-20 H c port s Cro nl "·a~hing t on 

NAL EDITIO:'ol "'; .. ws "';BC Family ;\I.F, 11: 1.,-30 I'm 8 J 0·280 Lal .. ,,~w s '" ilt. \lorl':'" Beally (a,' s ilalll .. "" .. ,I I __________________________________________________________________________________________________ o_f_f_:I_li_4.3_1'_,,_I ______________________ __ 

III times are Eastern Standard, (Chart con tinued on pa[!,e 56 ) 
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Winne r, Abramson Co. WWDC quiz show, Wash ington , D. C . 
Cottrell's, Den ver. ope ns new store ; airs KLZ news from window 

Ferguson 's, Athens , Ga ., tried W RFC ( '48 ) ; now 90 % bud g et to AM 
WL O W , Norfol k, plugs Negro d,j. J ack H olmes for Reliab le C lothiers 

Clothing stores on the air 
'Vith little hell) fro ... .. ul .... f~letllre .. s_ ... e .. 's 

s to .. __ ·s IUlve I __ ·u .... e d to hit h~lrd Vhl .. udio 

, . A few weeks ago Eddie 
Cant o r r f'vi ved an old !'kit 

fo r his telcvision show ( N BC-TV ,. It 
\\a!5 th f' une aho llt two roug h a nd r ('ad y 
clothiers who do a ll hllt ]]l a nl tl1('ir ( ' lI S 

to/ll e r:; a nd f'v ('n ha lll pa ",sns-h~ into 
tb~ stnn' hy forc e. For the Illost par t 
tllOse day s are gone forf'\'cr. But 
cloth iers a re !' t ill hau li ng ('ns tolllers 
int o tlwir ston's wi th a pO\\l·rflll force. 

32 

:\owada ys it 's rad io. with television 
coming up fa st. 

En ' ll small , local stu res like the OIlC 
Canto r k idd ed ill hi ~ :;kit will lise ra
di o. But the major spf' IHlers arf' the 
IJig natiollal and r('g ional chaill~. :;OIlW 

of whic h ha vc millioll -d oll a r a nd o \'er 
h udgf'ts. Clothin g manu fac ture rs. on 
th e o tllt' r ha ll ct a n ' a ll egli g ihl e fac to r. 
The situa tion Ill a~ (' hange. however. as 

BA B inere'lsl's its promotional prf's
sllre. ( Beeentl) , BAB told radi o's 
stury to Hart. ~ch afTner , &: i\ l arx: a 
short till1e late r the finn laullched a 
radiu ti e- in campai gn which ma y haw 
Hll i lllpo rLa Ilt infhlf'nce on othe r manu
fa cture rs. ) 

This ar ticl e, hased on a Ilati oll\\ ide 
sun e) of 200 radi o a nd TV sta ti ons, 
include" brief acco llnts o f wha t repr('-

SPONSO R 



scn tative chains and individual stores 
are doing on the air. Though it is dif
ficult to make an over-all estimate of 
the trend, air activity seems to be on 
the increase. Several of the big boys 
said their hudgpt;; werp up. and it's the 
influence of the national operators 
which frequentl) springboard:" in
c reased local activity. 

Robert Hall (Un ited Merchan ts &. 
Manufacturers ) leads a group of cli
ents which includes Howard, Ripley, 
Bond. and Deja ),. Abuut 4r ; of Rob· 
ert Hall's gross sales goP" into ra· 
dio advertising. With an inco lllf! l<l"'t 
) ear of almost $75,000,000. it spen t 
over $1,500,000 in radio. The firm . 
which has 95 stores spread ove r the 
country, is the largest radio spClldpr 
in the clothing industry. 

Robert Hall's pipe-rack operation, 
synonymous with low overhead, low 
111arO"in, and llIass sellin g, is the key-

o '1'1 stone of a phenomenal succeess. le 
company is but 10 years old, has its 
sights set for 100 stores by spri ng of 
1951. 

" Robe rt Hall has a defillite story 
that can be told on radio:' says Frank 
Sawdon, vice president in cha rge of 
advertising and sales promotion (also 
11f'ad of the firm 's achertisi ng agency). 
Sawdon is a kpy figure in the firm's 
managerial group. has been with the 
<: ompany since it began. " Low over
head with volume selling have played a 
big part in Robert HaH's expansion. 
and radio has permitted us to reach 
the greatest number of peoplp a t th e 
lowest cost." 

Long suit in Robert Hall 's stock of 
radio activi ty is spot radio announce
ments. \Vhen the compan y opens a 
neW store, it hits the community with a 
~aturation campaign on local sta ti ons. 
A month o r two later, it levels off. 
Country-wide this llleans an average of 
15 commercials a da y, seyen days a 
week over 170 stations in 67 markets. 
usuall y for 52 weeks a year. 

Radi o and newspaper split the ad 
budget about evenly . According to 
Jerome Bess. radio director for the 
agency, SOI~ , of the total radio time 
i'5 used for transcriptions; 20'Yr is in 
newscasts, participation anel personali
ty programs. The company ha" writ
ten more than 100 original theme songs 
and musical jingles. (See story on elec
tri cal traJl ~cription s. page 26.) Rohert 
Hall buys daytime radi o solely. 

The company is testing a telephone
type prog ram in a few markets. Over 
\~T DGY . . Minneapolis. for example. an· 

20 NOVEMBER 1950 

Dejay chain p romotes radio activity. Me of WDAR program broadcast< from Savannah stor e 

Ji mmy Powers, WPIX and Howard sportscaster, prese nts best-dressed trophy to Ja ~e La Motta 

;-. 
~ .. .... 

Saturated radio campaign brings them in for a typical Robert Hall store opening; 95 in chain 
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Clothing sto,·e expe,·ience cnpsilles 
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SPONSOH: Gallant-Belk Co. 

CAPSULE CASE IIISTOHY: The store advertised Skip-dent 

sport shirts on radio for about one month using little or no other 

media. The shirts were plugged on weekends, five announcements a 

day, three days a week. At the end of the promotion, the company 

had sold over 400 dozen shirts antI could have sold more if the 

product had been available. 

WHFC, Athens, Ga. 

SPONSOH: Bond's 

CAPSULE CASE HISTORY: Advertiser has sponsored the 7 :40 

a.m. news three days a week for 10 consecutive yea rs. On one 

\Va:;hington's Birthday, a single anno uncement sold 127 men's suits. 

A short time later, three announcements brought in 200 new charge 

customers. In both instances. the advertiser used the news as its 

only advertising medium. 

WEEI, Boston 

SPONSOH: Reliable Clothiers 

CAPSULE CASE HISTORY: Negro disk jockey program was 

tested by giving 10~ ofT to any person wh o visited the store and 

mentione(l the program. The offer was withdrawn within two days 

beca use the store could not handle the response to the offer. Ad

vertiser then abandoned newspaper and devoted en tire advertising 

hudget to radio. 

Wl .. OW, No rfolk, Va. 

SPONSOH: Howard Clothes 

CAPSULE CASE HISTORY: For a while, Howard fea tured a 

Howard Clothes Man, a well-groomed model who was shown to the 

audience on film. Viewer who recognized him at various even ts 

around town WOIl a H owa rd Clothes outfit . The stunt worked well 

for Howards. but the model was so harassed by prize seekers he 

threw over his job. 

\VAllD, New York 

nouncements all carry a telephone call 
to someone living in the Twin Cities. 
Each call is worth one dollar in cash. 
If the person answers the telephone 
wi th "Robert Hall ," they win the 
money. If not, then the next call is 
worth two. three, four dollars and so 
on. 

Robert Hall 's $23,000 contract with 
WOGY calls for several announce
ments, and two quarter-hours a day, 
five da ys a week. 

The company recently broke into 
TV, currently use it in IS markets. 
Film commercials are a take-off of ra
dio announcements, sound the pipe
rack. low overhead theme. 

Robert Hall is in a class hy itself 
when it comes to radio. But that 
doesn't mean other chains aren't doing 
outstanding work. 

Dejay Stores, Inc., for one, has made 
more than one local retailer an aspirin 
addict. The company has inc reased its 
radio appropriations more than 25 70 
in the last five years. devotes more 
than a third of its ad budget to the 
medium. 

The compan y derives its name from 
the initials of the two brothers, Dave 
and Julius Kaufman, who started the 
firm 40 years ago with a single unit 
in Hagerstown , Md. Today both Dave 
and Julius actively direct the firm's 
operations, which include 70 stores ex
tending as far west as Colorado. Net 
sales last year were nea rl y $7,000.000. 

Dejay buys time over 70 stations, 
uses from one to 30 minutes on each. 
Individual stores will average two or 
three commercials a da y on each sta
tion. 

The Savannah, (Ga.) store (three 
floors ) is an example of one of the 
larger operations -in the chain. It 
spends about $500 a month on two 
stations. WCCP carries Musical Clock, 
a half-hour daytime show aired five 
times a week, featuring Windy Harris 
in the Godfrey style. WDAR airs a 
IS-minute disk jockey show, Pop's Pro
gram, which the company beams to
ward its Negro trade. 

Commercials OIl both shows plug low 
prices, and pla y up the store's easy-to
get credit at no extra charge. Dejay 
is a c redit -type operation. 

The compan y stresses on-the-spot 
promotions, and urges its store man
agers to maintain close contact with 
station representatives. 

"We depend on radio stations to 
help sell our merchandise," says Mor

(Please tum to page (0) 

SPONSOR 



RCA BLACK AND WHITE DEMONSTRATIONS KINDLED ENTHUSIASM OF MASSES IN 1947. WILL CBS COLOR DO THE SAME? 

Color: will it catch on~ 
Along '''ith this burning (Illery, SI-ONSOIC tOllelu·s on 

sO.lIe others th.lt ,,,ill intrigue .ul,rertise.es 

TV TW ENT IET H CEN Tl· RY PHO\,

ERB: " He who predicts spped 
with which new meciuJJ1 will 

grow should have his head eX3 milled." 
T he maxim above, which SPONSOR 

passes 011 free to future hi;.;tori an!' , ha!' 
been proved twice in thp past five 
years. First with F:M. The'n with T\'. 

Mall), prophets gaY(' Fj\,[ a clear 
track for post-war grpatlH:-ss. An equal 
n umber of prognosticators th ought 
black and white TV would grow slowl y. 

Both sets of thillkf'rs had static in 
their crystal bal l. and th ert-'b y ha ngs 

\Vord of co urt order dda~ in~ stal't 
of CBS culorca;.tin/.: came a,.; SI"O;\SO H 
press rlln heg:lll. Ruling won't afTcct 
CBS Pllblic delllOlbtrations, according 
to Frank Stanton (,,;ee text). 

a moral: mix equa l par ts of caution 
and enthusiasm in analyzing color TV. 

In other word s, be r eady to jump 
either way. 

The problem is 110t an illll1lediatp 
OlIP fo r a dYerti:,ers, not as immedia te 
as next \\"f'pk. all) wa y. But don't over
look the fact that 5e, 'eral film prod uc
ers , including Zi,· and Gene Autry . are 
puttiug their tailor· made for TV epi
sodes 011 color. \\ ' isdol1l \,·ould seem 
to be on the side of making ~omc film 
comlllercials in color. just in case. 

Color reels can be used meanwhilp 
at con\'e l1ti o ll~ , exhihi t,. , etc. And it 's 
possihle to U:-;(' film s shot in cvlor O\'er 
the air in b lack and white. One tech
nique il1\'olves use of one of the three' 
primary colors of which full·color film 

is composf'd. Uni tpd Fruit, fo r exam
ple, uses g repn negative in it s black 
and white airing of Chiqni ,a Ban ana 
fu ll-color 1110\·;es. 

Practical standby mea;.;ures like thi;.; 
one are gf'lling little a ttention from 
most a(kertisf'rs. In the hig ~potlight 
right now is th e battle o,·er ,dw!'c con
traption will carr y the co lor pictttrt,_ 
Overlooked is th c fact th at SO lli e form 
of wid espread color teleyi:,;i on will 
comc soon_ How soon ? Sec proyerb_ 

( Plea,H' film 10 pa~r. 7(1) 



DELICATESSEN 

SPONSOR : Herman's Delicatessen "\(~ E,";CY : Direc t 

r:\PSULE rA~E HI STOR'l: This c/plicatessen fpatnred its 
salads ovpr tl/(~ air for a tu:o·u'ppk pPriod. Approximatp 
cost for 10 announcemen ts: £475. In this brief period. 
Herman's radio advPrtising was rpsponsible for the salp 
of 20.000 pounds of salad- TEN TOlVS! In addition. 
thpir advertising on The Woman's :l\Iagazine of the Air 
was also responsiblp for an increase in their other salps: 
(l/ turkeys and 29 hams werp sold in thrpp days. 

K:\ BC, San Francisco PROGRA.\I: Thf' Woman 's .\Iagazine 
of the Air 

RADIO 
RESUL TS 

./ 

ANIMAL DRUGS 

SPONSOR: Wyeth, Inc. .\GE;\ry: Lewi, & Gilman 

CAPSULE CASE IIISTORY: One anouncement a day was 
aimN! at dairYTllPn. Thp pllrpose: to familiari::p th em 
ll'ith Penstix S·M, a veterinary preparation to help can· 
trol animal mastitis. Beforp tllP end of 12 ll'l>eks, the 
farm program director had lellPrs from farmers and dpal· 
Pf'S showing hall' quickly sa Ips had been stimulated. Over 
SCI.()OO worth of Ppn sti.\ 5·/11 sales larp made at a cost of 
lpss than $60() to the at/vPrtispr. 

WIBX. liti c:a PROCHA.\I: Ed SIII~arczyk'", 

) 

CHILDREN'S STORE 

SPONSOR: Tiny town AGE;\CY: Direct 

CA PSULE CASE HISTORY: A jive·minntp tape reeordpd 
intervipw with the store manager re his "specials" is the 
program format. Cost is approximately $24. Tiny town 
rpports that in a single day, 51 % of the cnstomers men· 
tioned the program. One day, /Chile dolls were being lUI· 
packed, they It'ere mentioned. Tlanty minlltes aftPr thp 
show, fOllr dolls u/e re sold at $11.95 each. Dnring a rp· 
recpnt sale show drew 50 peoplp to store before opening. 

WG HF, Evansville PROGRA.\I: Taped Intervi ew 

REALTY FIRM 

SPO[\SOR: Lake\\()od Park .\ GEl\CY: Dan B. .\Iiner Co. 
Realty 

CAPSULE CASE IIISTORY: A map of Korpa ICGS offered 

on this advertiser's news show, Feature \Vire. The cost 
per broadcast /{las $126. Audience rpsponse was gratify· 
ing. After fOllr annonnepmpnts, requests for the map 
numbered 6,225 and it It'as pxpectpd that a couple of 
thonsand morp requests wOllld follow . The response was 
rPllzarkable considering that both L.A. Sllnday papers had 
printpd the maps in color a ll'ppk before. 

KFI, Lo" Angf'lf'" PROCRA.\I: Feature Wire 

BEAUTY SHOP 

SPO:\SOR: E. W. Edwards & Son \GENCY: Direct 

CA PSl ' LE CASE IIISTORY: This Bnffalo department sl-ore 

IlSPS the \\rayne King Show on Sllnday afternoons to pro· 
mote their beanty parlor bnsiness. The time cost is $72. 
As a resnlt of this programing, bnsiness volume shOlt'ed 
an increase of $.50.000·60,000 last year. The company's 
sales promolion manager adds that business volume in· 
crease is actnally held down beeanse the salon is "booked 
fnll" so frequp ntly the)' ean't handle any morp enstomers. 

WEER, Buffalo PROGR\:\I: Wayne King Show 
Farm &: Home Show II- _________________ I ________________ --!i 

BRONZED BABY SHOES 

:\CE~C'l : Dirt'rt 

C\ PSI 'LE (;.\ ."E III~TORY: This no!'ell), company boug ht 
26 participation s over II nine·ll'eel. spall on Your ~('igh. 
bor Lad y. In addition , they sponsored HOllie Town Four, 
a record prog ram. Their offer: a m ethod of bronzing 
baby shoes at a price ranging from $1 to $2.S0. As a 
resll it of their programing tl/{'Y reeeil 'ed 2,S21 mail or· 
ders in th,' nin e·Il·Pl'k paiod at a total cost per orda (}f 
only:n(·. 

\\'\IAX, Yaukton , .". D. I'HOCHAl\I: YOllr Neighhor Lady: 
IlonH' Towl1 FOllr 

BISCUIT COMPANY 

ACE:\C'l: C. II. lIartman Co. 

CAPSLl LE rASE HISTORY: Play or Pay was a success 
bpfore it went on the air. Tlvelve 20'second annonnce· 
ments preceded the debut of this listenn.participalion 
quiz asking the aluliPTICP to send in song titles to stump 
thp sholc's mnsicians. The show's format is based on the 
ability of the orchestra to pl(lY songs from titles sent in 
by the listeners. As a resnlt of the 12 annonncements, 
1,::122 song titles caTTle in- a hpartening pre.show response. 

WEB". Chica!!o PHOCRA.\I: AnnOlln Cemf'nh 
preCe(lillg quiz show dehut 



OI1ly (JI1 NB C 

~he BIG- Sho~ 
...................... .......... 

Jllriely: " , , , N BC ca n take a bo w fur peq wtu a ting 

big- time radio, They don' t come any higgf'f than thi :o. 

one and it ra tes Nielsen's be:,; t: ' 

lohn CroslJY: "It was in practicallr eyery res pect 

a perfectly wonderful show-wi tty, tuneful, surpris

illgly sophistiea ted and hrillia ntl y put togE-th e r , .. 

one of the fastest and pleasantest ninety minutes in 

111 y memory;" .V Cll ' York 1/ erald T ri bUlle 

/lurrif' l Jan /lornI': " The Big Show was so good 

I wish radio had th ought of it years ago: ' XCIV York 

World Te/pgralll (Jnd Sun 

/lNl (; rm,s: "~nc a ir ed radi() '~ defiant cha ll enge to 

TV in the f 0 11ll uf a ga rga ntuan diverti"sel11ent . .• 

emceed b) the \ iorant T a llulah Ballkhead and there 

\l eft' s tar:,;, ~ t ars and morc s tars in it." Xell ' f ork 

Daily X(,Il 'S 

juck Goult/ : " ... the premiere cer tainl y ought to go 

a long wa y toward reassuring the radio li stE-ner that 

sOl1lebody is thinking of him: ' J" ell' Y ork Times 

NRC is Ih inkill{!: of ativprliscrs loa. Thl' six 10 six

Jhirl y porlioll of Th e Big Show can be purchased by 

Ih e quarlcr hour or Ih e half hOllr ... 

••• or r Oil eWI I'llrtieil'llte Ifl the bi~7e,~t (lwl fWII'e,~t ;£1('(1 ill llIhprti,~iflg ~ 

Tal/ulah Ballkhead alld a /f'U 0/ th (' rotatillg 
gu('st stars that appear all "TilE /JIG S IIOW" 
each SlIlIday all .\ Be at (J:{){) pm (I::S1'.) 
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With the premiere of "The l3ig Sho,,," on November 5, Operation Taw/em became 

more tha n the hotl e~t idea ill advertising - it became a rea lit y. Awl O il that lIight Allac in 

a nd RCA Victor bccame ih ftr:~t two ~poll:;()rs - :,uon to I)c joincd IJ Y Ford Dealer~. 

TAN D EM is the Illo :-; t inexpens ive methud of rea ching the largest ulllluplieated weekl y 

alld iellce in hi story. 

TANDEM co ns i ~ts of a group of non-competiti ve a dve rti "e rs spollsoring fi n> top 

programs on fl ve difTercll t llights cach week over the full facili ti cs of ~BC. 

TAN D EM advertisc rs will he associa ted with the greate:-- t galaxy of program:, and 

ent erta ine rs eyer put together ill one package. 

T A IV [) EM is the onh' adverti~ing plan eve r to I It' c;o; peeia II y d c:-; igned to reach ez'erybody. 

Each show has a diiIerf' llt appeal. 

JT A IU E T 1" ... T hl' I:ig ."'/IOU' •.• S u wlays 

MUSIC ••• f\'HC SYlll l'/Wtly ••. Mowlays 

DnA M A ... S('r(,(>ll Dire,'tors' Play/lOus,> ..• 'Thursdays 

COM EDIT • •• Dllffy's T,werll .. . Fridays 

Ml' STERY • •• TIt(-' Mml Call(-'d X ... Saturdays 

TAN DEM is surpri si ngly luw cost. It is estima ted tha t Tandem's five 5ho" s "ill reach 

23,000.000 homes each week and deliver 1000 listeners - ne t audience - fur 59( 

Tandem is ava ila ble to a few more advertisers. For details call CIrcle 7-8300, Extension 

8436 or your nearest 1\ BC representa ti ve. 

NBC 
America 's Suo 1 A (her(i.~i"l! .Uf,dilllll 

A .iil'~ r,·it-l? of /lUt/it) Curpurn/;o" of .-",. .,r;co 

COMEDY MYSTERY 
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llir. BOllluIIll 

Mr. Ric e 

Toda y. more than 
ever, the word 
" package" is a p' 
plicable to a net· 
work radio sale. 
At Mutual the 
term is no long
er a reference to 
th e combination 
o f p e rformin g 
talent. producer , 
director, write r, 

etc. , but to tltp program package and 
;\1r. Plus. Mr. Plus represents all· 
important ing redients such as exten· 
s ive promotion plans at local and na· 
tiollal level, alld will.integ rated pub. 
licit y campaigns, int ensive merchall' 
di~ing impact and tailored networks 
to fit budgpt and advertising area. 

The Mutual Broadcasting System 
has g('ared itself to deliv er this com· 
plete package . Gone arC' the day s of a 
fac ility deal latched on to a program. 
Today it 's Mr. Plus and his winnin g 
team combination. 

Naturally all the ing redients in the 
packa gp I11I1..;t be at full streng th: hence 
the networks have ass[,l11hled tried and 
proven prog ral1l brains. The list of 
t ~lC'i r sales is 011 til[' r('{'ord. Never 
were radio II Pt works Iwller pquipped 
to dcli\ 'e r til(' COlllplete package to 
agellc y a wl c1i['nl. Mutual's M1'. PIllS 
a lso has additioll a l know·how up his 
~ I('e \'e , th[' ff's ults of ex haustiv(~ stlld
i('s of a udiPIH'e co mposition. prog ra m 
po pularity, d e. In short. who likes 
whal. wlt PIl and whc n \ and all this 
adding up to the essC'lItial fac t " Know 
Yo ur l\'[' tw o rk ." 

. 
ltIr. Spon.sor asl,s ... 

I s tlu~ trend tO lcfl rd n e fic ork- b .. Ut r fldio ,Jflekflg(»s 

ndvn lltnge olls o r disfldt·(lJltflgeolls t o ti,e fldcertiser? 

Lew is F. Bonham I 

Speaking of knowing your lIetwork. 
\1utual's Researc h Department has 
made extensive st udies of its single 
stati on markeb- "the onl) local net· 
work voice in town." The sUlTey cov
ering the c ities of stations that have a ll 
audience of 30,UOO is just further evi· 
dence of \fr. PIllS' ahility to deli\'e r. 

It has taken radio net works too 
lI1an ) , ears to arrivp at a state of full 
maturity, but I'm happy to say it's 
herc today and planning to stay. team 
ing up with ad agencies to deliver a 
full story securely packaged to present 
to Mr. Client. 

HERBERT RICE 

nirector 0/ Production 
Mutual Broadcasting System 
,Vew York 

It is 111) belief 
that the trend to
ward n e twork· 
built radio pack. 
ages is disadyan
tag e ous to th e 
advprt ise1' for the 
f 0 II 0 win g rea
sons: t he adver
tiser, when pur-

Mr. Schafer chasing an out· 
s id e package , 

usually receiYes llluch more personal. 
izcd sPf\'ice from tIl(' inckpendent pro· 
ducer who lle\'['r usually has 1110re 
than two or thr['e packages in his 
~hop. The nptw01·k with all of its 
llIultipk. activities hasn ' t the time of 
tl1[' manpower to look after all the 
ne('d~ of the clicnt. 

The adve rtiser usually suffers with 
the constant ('hanging of IlPtwork per
sonnel who an' shifted from prograll1 
to program. It has l)['['n a common 
practicc for directors and other crea
ti\(~ personnel to hc shifted from 011(' 

Director of adver tising and sa les p ro motion 
The M ennen C o., Newark 

"how to another which is sometimes 
prompted by the individual's ambi
tion or like or dislike of the client or 
agency involved. The outside pack. 
ager usually has a set staff that re
mains with the property for as long 
as it is contracted for. 

Perhaps the biggest disadvantage to 
the advertiser is in the program con
trot which of course is in th e hands of 
the network. And, in the event of a 
1110re attractive time segment being 
available on a competitive network , 
the ackertiser' s hands are tied insofar 
as making any ehange. 

The advert iser is usually always at 
the mercy of the network insofar as 
budgets are concerned. In addition. 
the advertiser doesn't have the advan
tage of the outside packager who is 
in a hette r position to negotiate bet
ter deals on talent and the other "in
g redients" that go into a package. 

Very often maj or problems arise 
which "hen pre,;ellted to th ~ network 
reach an impasse in th e mountains of 
red tapp and paper work. Whell quick 
(lecisions are necessary. network peo· 
pIe. wry much in the manner of the 
Army, stick to the "through ('hanner' 
routine to avoid th e responsibility, etc. 

The outside packager being familiar 
\\ith the problem usually can quickly 
determine the source of responsibility. 
He can very often go over the heads of 
certain personnel. hrillg the problem 
to tl1[' proper au thority and get imme
diate action. At the same til1le. this 
procpdure doesn't hurt anybody. 

KEHl\I IT SCIIAFEH 

Independent Radio-Tl ' 
Prndllrer 

Nell' }'ork 
EOITO I{' S NOTE: Kermi t Schafpr's 

package shows illdu(k Quick on thr 
nraw and Talellt Search. 

SPONSOR 



Mr. Krug 

Today',; net\\ork 
rad io advertiser 
has his problems. 
TY or not TY is 
a big que~tion. 

Since advt'rtising 
hudgets don'L au
Lomaticall y dOll
ble wlie'll a sensa
tional Jl(,W ad ver
tisill~ 111 e diu m 
pops lip. there's 

a decision to make on which comes 
first. If an advertiser spli ts bi" moncy 
between the two. he compromi:,t's some
where. If he's curren tly buying an ex
pensive radio package, ca n he dump it 
or cut the package cost ? 

Generally speaking, a net" (,rk-buih 
radio package offers tIl(' possibility of 
a better buy to th e adverti::;cr. l\'atu
rally, there are many excellent radio 
packages currently being offe!"pd in an 
infinite range of development stages b) 
independent package producers. Some 
have beell air-tested, some have not. 

Comparative!) few independent pro
ducers have the facilities or resources 
required to duplicate those of a net
work in the preparation and testing (If 
a new program package. A network 
ca n arbitrarily launch a program and 
iron out the kinks through the si mple 
expedient of keeping it on the air and 
operating on it until it cl icks or fl ops. 
Outside of peddling success stories 
and established successful packages, an 
independent producer can not match 
these proving g round facilities of a 
network. 

Also a network can offer an ad
vertiser price advantages that many 
times make it impractical for the in
dependent to stay in the bidding on a 
particular sale. All things being equal, 
the network is considerably better able 
to make package cost concessions in 
exchange for a lucrative time sale. 

To an advertiser these factors point 
to definite advantages in huying net· 
work-built packages. To the independ
ent packager, unfortunately. a growing 
trend toward more network-built pack. 
ages can mean only the survi val of the 
fittes t. This, of course, conceivably 
could improve program quality and 
stimulate greater ingenuity through 
sterner competition for the advertiser's 
dollar. 

P ETER A. KRUG 

Director of Radiu-Ti T I 
Hicks & C reist In c. I 
Neu' Yark 

20 NOVEMBER 1950 

So what? 

There isn 't a radio station which can't claim some 
sort of first. Maybe first with left-handed defensive 
quarterbacks, or first to use diamond - studded 
microphones, or what have you. 

We sport a few FIRSTS, too ... profitable ones 

for those who take advantage of them. 

Such as : a show called "Club 1300". WFBR- built 
and produced. FIRST in rating against every kind 
of opposition thrown at it for ten years-from net
work soap operas to giveaways! Another one called 
Shoppin' Fun. Another called Every Woman's 
Hour. Others like Morning in Maryland, the Bob 
Landers Show. Homemakers Harmonies and more 
... a lot more ... rate first with advertisers who 
want results. 

All right up there in the ratings-all with huge fol
lowings. All available to advertisers on a partici
pating basis. 

Has your curiosity been tickled? Contact a John 
Blair man or WFBR direct. You'll be shown very 
clearly why, in Baltimore, you need 

ABC BASIC NETWORK • 5000 WATTS IN BALTIMORE, MD. 

REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 

41 







" ... andtoall
a good BUY," 
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WRNL 
(OF COURSE) 

WRNL gives you complete and 
thoroug h coverage in the RICH 
Richmond trading area. WRNL has 
lx>en on 910 KC at 5000 Watts for 
more than 10 rears-and the im· 
portant buying audience has the 
listening habit: And they're ready 
to BUY, because this area is Indus
trially Progressive, Agricultura ll y 
Rich , and Economically Sound. 

(READY BU YIN G 
POWER . .. PLUS 
W RNL ... EQUALS 
M ORE SALES.) 

To get your s!Jare of this 
outstandi,lg market, re
member, t!J ere's more 

~ell on ••• 

5000 WATTS 910 KC 
NON-DIRECTIONAL 

(daytime) r-1..olQ!;~"'" 

ABC AFFILIATE 
RICHMOND, VIRGINIA 

I This SPONSOR department features capsuled reports of 
broadcast advertising significance culled from all se g
ments of the industry. Contributions are welcome d . 

KIf]," se lls ', o m es lil.:e Ilot(·frl.:es, 'u·efrl.:s records 

I 

Broadcast advertising sells anything 
from a dollar "egetable sl icer to items 
costing th ousancls of clollars. This 
time it 's a ta le about a hi gh-priced 
item; nearly a milli on dollars worth of 
homes were sold ill 30 days via radio 
in California. 

All air campai gn on KIE~1. l\lBS
Don Lee affi liate in E ureka. California , 

Radio put " sold" sign on 105 of these hom (>s 

brokf~ all existing real estate records 
fo r the area several months ago. The 
adver tiser was the Blakeslee-Sp ieri ng 
Company. Erection of the first in a 
new g roup of B-S houses was an
nounced 10 times daily. plus a twice
daily sponso rship of Fulton Lewi s, J r. 
(approximat e cost: $200-300 per 
week). House No. 1 was compl f' ted in 
one \f('ek. And. the firs t day a ft er 
completion. r..500 peo plp. v isited the 

home. Sale~ followed the yisits. 
This is t he box score: 21 homcs 

were sold in tbe first three days with 
KI E~I the only ad, 'e rtising medium 
used. At the end of the first two 
weeks, 47 homes had been sold. At 
the end of th e third week, sales reached 
as. The end of the month smashed 
the area record with lOS homes sold
nearl y a milli on dollars worth. 

Broadcast copy was directed to vet
erans urging them to use their G. I. 
loans beforc the anticipated exp iration 
date of such loan:;; on 1 September 
1950. Selling price for th e three
bedroom house was $9,600, with $500 
down and monthly payments o f 
"';60.30. 

onw newspaper display was used 
at the end of the fir st week and one 
handbill was put out. but the bulk of 
the budget was radio-directed via 
KIEl\I. And Blakeslee-Spiering ad~ls 

that selling costs for the campaign 
,,'ere less than one-half the percentage 
figure normall y alloca ted hy realtors 
to ~ell a new hom e. The company is 
~li ll on the air with Fulton Lewis, Jr. 
pr ior to th e building of another 100 
IlOmes. And radio is being depended 
upon to set new ~ale~ records wl1l' n the 
Blakeslee.Spiering homes arc put up 

for sale shortly. * * * 

S ,u'('in' w indow disp'nus hui'" S,Jolis or flood will 

A specia l wiudow d isplay depart- Gowan's Appliance Shop, also a leader 
men t is helping \VMJ~. St. Paul, bui ld in St. Paul. * * * 
adve rti ser good will. 

This department , guidpc\ hy the 
\VM I N salc~ promotion heacL arranges 
to ~d up prograrn di,.;pla ys ill two will - ' 
dows cach month of stores ill \'arious 
hllsinc~s catego ries which <)( h '(' rti~·i(' 011 

the sta tion. 
Two displap launched the snics. 

A " Drailla of Medicine" display ~ f't 

up in ont' o f S I. Paul's be,.;t known 
drug hOllses, "'londry's Apothecary 

Shop. and a music display in n'lc- W MI N "eye-ca tc hers" enhance St. Paul shops 

SPONSOR 



Radio in-and-ollter stays in after KIST test 

Thomas I. Petersen was ~kep tical 

about radio advertising. He's an auto
mobile dealer with both Studebaker 
and Packard agencies in Santa Bar
IHlfa , for which h~ has w;;ed the town 's 
only newspaper consistently. But, as 
far as radio is concerned, he's an 111-

dnd-outer. He had to be "sold." 
Last June, Mr. Petersen had an in

\'en tory of 100 used cars. That was 
just before the "war scare." He had 
es timated the average cost on a na
tionwide basis for advertising used 
cars is $20. He told this to Harry C. 
Puteher, owner of KIST, and said he 
wanted to use the station for a test. 

The test started 23 June and ran 
until the end of luly. In that period, 
Peterson sold 88 used cars at a cost of 
$16.59 per ca r (see Radio Results, 23 
October SPONSOR). The test was con
tinued through August and. in the 
meantime, because of the scare of a 

30,000 grocers, druggists 

take part in CBS ,)roUlotioll 

Merchandising of radio advertising 
at its point of sale is the latest "plus" 
offered CBS advertisers. 

CBS, after four months of planning, 
has brought forth its first Trade Pro
motion Department publicatioll. A 
monthly, called CBS Radio Picture 
News, it will be distributed to grocers 
:l:1d druggists in CBS li stening areas. 

The first issue, going to some 30,000 
grocers and druggists in 16 markets, 
wi ll make the following possible: 

a) Retailers can use CBS stars in 
their promotional actiyities. 

war-created shortage. prices were 
raised substantially. 

I n A ugust, he sold 44 ca rs at a cost 
of $12.82. In September, he sold 57 
cars at a cost of $20.43. Although 
prices had been reduced. the war scare 
had diminished. And. although strin· 
gent credit regulations threatened. 
fewer cars were sold. 

~'l r. Petersen was sold. however. A 
fairly heavy Hnnouncellleut schedule 
was maintained in September. For the 
entire campaign, l\Ir. Pctersell uspd 
unsold run-of-schedule announcements 
and e\ ening quarter or balf-hours as 
a\'ailable; genera lly record program~. I 

Previous to the radio test, M r. 
Petersen had used a budget spli t of 
75N, for newspapers and 2S("r for 
radio. The upshot of his KIST cam
paign has IVlr. Petersen thinking about 
a SO-50 dh ision of the budget with no 
more in-anel-out air adyertising:. * * * 

Briefl~1 ... 

SP01\SOR offers this pictorial P.S. 
to "Bakers on the air" (25 September 
issue) and "Big: boys, beware!" (6 

It 's said this WAAM star works for peanuts 

'" oyem})('r) . H auswald Bakery in 
. Baltimore presents This Is Your Zoo 

on W AAM (TV ), starring an assort
ment of \\'ild life including: the gay 
"ideo star pictured here. 

KNX 1010 

~
-

~t 
\..~ -

CBS execs look over first issue of monthly 

b) They can apply CBS-suggested 
merchandising plans 1I1 the ir own 
stores. 

c) Tie-ins can be used not only to 
boost sales of CBS-sponsored products 
but to boost sales of related items as 

well. * * * 
20 NOVEMBER 1950 

* * 

\Vl\E\V, ~ew York, which built its 
fame on pop music programs like the 
lIfake Believe Ballroom, is turning to 
classical l11usi('. With serious music 
being Iward less often on many net
work stations, Wl\'EW has decided on 
a radical change in policy. Prestige 
advertisers are offered Symphol/Y a./ 
IfINEW- Wilh Benny Goodman. It's 
believed that Goodman, well versed ill 
jazz and classics, will take the "stuffi · 
ness" out of symphonic presentations 
and lure the hep cats to the new show. 

OIL 
TULSA, 
and 

YOU 
IN TULSA 
$65,000,000.00 is the Oil Industry 
Annual Payroll 

IN TULSA 
Oil purchases exceed $5,000,000,. 
000.00 annually 

IN TULSA 
Are located the largest mid-continent 
refineries •.. the world's largest seis
mograph company ••. the world's 
largest oil purchasing company 

IN TULSA 

YOU 
will find a rich, discriminating mar
ket thoroughly covered by KVOO, 
Oklahoma's Greatest Station for 25 
yea rs. 

PLUS 
Rich bonus counties in Kansas, Mis
souri and Arkansas b I a n k e ted 
ONL Y by KVOO. 

OIL, TULSA, and YOU plus 
KVOO Spell Profits In " Oil Capi. 
tal" Letters! 

See your nearest Edward Petry & Com
pany office or call , wire or write 
KYOO direct for dVd ild bilities, 

NBC AFFILIATE 
50,000 Watts 
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~~ 1f/dt Z'o *oet 'J::~ 
P ILAD LPHIA .. 
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I 

No matter how much you travel, you of course can't knoUJ every market 

listed at the right. But Colonel F&P does. Month in, month out, every 

one of us spends a considerable part of his time in studying these areas 

- probably knows more about them than many a native son! 

The result ? We can give you the actual home-town story on any of 

them. We can analyze them for your own particular purposes, and pro

bably come up with some mighty helpful suggestions. How about it? 

Pioneer Radio and Television Station Representalives 
Since 1932 

NE'V YOHK CHICAGO 

OMAHA 
NEBRASKA 

.. 

t 

.ATLANTA DETHorr FT. \VOnTII IIOLLY'VOOD SAN FRANCISCO 



~ND LOUIS ILLE • • • AND 0 AHA? 
EAST. SOUTHEAST 

WBZ-WBZA Boston -Springfield NBC 50,000 

WGR Buffalo CBS 5,000 
Wl\ICA New York IND. 5,000 

KYW Philadelphia NBC 50,000 
KDKA Pittsburgh NBC 50,000 
WFBL Syracuse CBS 5,000 

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

MIDWEST. SOUTHWEST 
WHO Des Moines NBC 50,000 

WOC Davenport NBC 5,000 

WDSM Duluth-Superior ABC 5,000 
WDAY Fargo ~BC 5,000 

WOWO Fort \Vayne NBC 10,000 

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

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

MOUNTAIN AND WEST 

KOB Albuquerque NBC 50,000 
KDSH Boise CBS 5,000 
KVOD Denver ABC 5,000 
KGMB-KHBC Honolulu-Hilo CBS 5,000 
KEX Portland, Ore. ABC 50,000 
KIRO Seattle CBS 50,000 
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K 
T 
L 
N 1000 WATTS 

IN DENVER 

delivers 
the cream of the 

Rocky Mountain area 

Ave'rage Sept •. Oct. 

Hooper )loon to 6 p.m. 
Monday thru F rid a y 

,..llOws KTLN lead,. all 
Colorado iudependt'nts 

with 9.2 

(fli ill('rense of 

94% 
I'hOfH". "" irt' .. r write fur 
3 , ' a ilal,ilitit"s 

DE", 
01"'""""1 ~ 1C :ltli o 

0. '" It.:· .. r .. • ... .:·ul .at h ('~ . 1 n c. 0. K '" 
,""1f1 )'nrk , 

T (:h irnl!o, 
tos ," " l? I·/(>!C. 

~; 
Sun "'runt'i.",' o 

OR 
John Buehanan 
Park Lane H ote l , 
Denver 

Reader inquiries below were answered rec.ent· 
Iy by SPONSOR's Researc.h Dept. Answers 
are provided by phone or mail. Call MU. 
8·2772; write 510 Madison Ave., New York 22, N. Y. 

(t. Where is the Ahe Lincoln Network located and what stations are 
in the group? Advertiser, San Francisco 

A. The Abe Lincoln Network is in Illinois. The net started its 
operations 011 16 October 1950 and comprises WCIL, Carbon· 
dale; WVLN, Olney; WLBH.Al\1·FM, Mattoon ~ WHOW: Clin· 
tOll~ WROY, Carmi and WMIX·AM·FM , MI. Vernon. 

Q. We're interested in huying aM economical ""soap opera" for use 
in select intermediate and major markct stations in our area. 
Can you gh'e us the names of some firms that might help us? 

Advertising agency, Chattanooga 

A. The following fmns should be able to help: Frederic W. Ziv 
Company, Cincinnati; Brown Radio Productions, Nashvi lle; 
Harry S. Goodman; RCA Syndicated Program Service; Larry 
Finley Associates, and Charles Michelson Incorporated. all New 
York. 

Q. We'd like the latest figurcs on TV sct owncrship in Philadelphia, 
Buffalo and Rochester. Can you help us? 

Advertising agency, New r ork 

A.According to NBC-TV Sales Plal1n ing and Research these are 
the estimated figures as of 1 October: Philadelphia- 600,000; 
Buffalo- 135.000: Rochester- 5L100. 

(t. Can you give us the addresscs of the following organizations 
listed in your 10 Ap.-il 1950 issllc uncler' Tools of the Trade: 
NAB, AFA, AAAA, ANA, BAB, BMB. 

Research organization , New Brunswick 

A. NAB (National Association of Broadcasters)' ] 771 " N" 
Street, N. W .. Washington 6, D. c.; AFA (Adverti~ing Federa· 
tion of America), 330 West 42nd Street, New York; AAAA 
(American Association of Advertising Agencics), 420 Lexing' 
ton Avenue, New York; ANA (Association of National Adver· 
ti sers), 285 .Madison Avenue~ New York; BAB (Broadcast Ad· 
vertising Bureau) and 13MB (Broadca~t Measuremellt Bureau). 
270 Park Avenu e, New York. 

q. Do yo u haye any information 01' sur·yey results which show thc 
effect of television on attendance at sporting c,-ents'! 

ft· 

Graduate stlldent , Philadelphia 

A. SPONSOR'S " Play ball: 1950" in the 10 April 1950 issue 
refers to baseball on hoth radio and TV: 11 SPONSOR " p.s" in the 
22 May 1950 issue also lwars 011 thi~. 

Lc)("al TV hroadcasts in this city are about eight months away. 
Can you give us any information relating to TV cOllllllcr'(-ial an
nouncclllents that woulcl pro\'c u8l~flll? 

Advertising agen cy art director, Des Moines 

A. Our two·part story, "The inside story of an animatcd com· 
lIIen~ial:' 9 October SPONSOH, and " Inside :-. tory of a film com· 
men-ial," 2:1 Octoher iSSlIf', should prove very helpful. 

SPONSOR 



LVillie LVis/ltrets 
LVhal you LVish for 
It's just plain ""cold turkey" ... 

" Tillie WISH knows how to hreak the wishhone 

hecause he knows how to pull. 

It's his pulling power that gets him the hig {'ud. 

GiYe your wishbone to '''illie -

for remember, it's ""anything you WISH 

with Willie WISH pulling." 

Want proof? See any Free & Peters Lulullel. 

--- -

that powerful puller in Indianapolis . .. 
• I 

[h;ish 
OF INDIANAPOLIS 

affiliated with AMERICAN BROADCASTING COMPANY 

GEORGE J. HIGGINS, General Manag er 
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I~p 
HOUSTON 

AVAILABILITIES 
ON K .. NUZ 

* * * * * 
One Minute Participation. 

"K-NUl CORRAL" 
MONDAY THRU FRIDAY 
12:30- 12 :45 PM SEGMENT 
Hoo perating : 4.7, No. 1 in 
Houston. 
Feature s Paul Berline, recently 
voted most popular Disc-Jockey 
in Houston, in a contest spon
sored by a local newspaper. -

Quarter Hour Segment .. 

"WEST'S BEST" ' 
MONDAY THRU FRIDAY 
2:15 - 2:30 PM SEGMENT 
Hooperating 4.0, No. 2 in 
Houston. 

Features Webb Hunt, longtime 
Western and Hillbilly favorite. 

K-NUZ RANKS NO.2 in 
Houston, Monday thru 
Friday 12:00 noon to 
6:00 PM. 

*AII Hooperatings from 
the Hoopers Summer Re
port, May thru Se ptem
ber, 1950. 

I 
24 HOURS of 

MUSIC and NEWS 

CALL, WIRE OR WRITE: 

FORJOE, NAT. REP. or 

DAVE MORRIS, MGR. 

CE-880 I 

k-uuz 
(KAY-NEWS) 

9th Floor Scanlan Bldg. 

HOUSTON, TEXAS 
7 

I BROWN & WI LLiAMSON 

I 

(Con/inlled / r 011l puge 25) 

Time and ta lent. even n o\\' , barely ex
ceeds $22,000, includi ng Saturda y 
night rebroadcasts over eastern time-
zone stations. 

Brown &: ' Vi lliamson's \'ice president 
ill ch arge of ad,-er tising. William S. 
Cutchin:-, tells wh y the prog ra m-s for
ma t fit s the Raleigh sale:; p itch so well: 

" \'\' e consider People A re Funn)' 

ideal for reachin g potential Ral eigh 
smokers beca use of what is kn own as 
'mood li:- teni ng.' \,\Then a tuner-in 
hea rs cont ps tant s winning prizes, it is 
quite na tural fo r him to be 'in the 
mood ' to re-ceive gifts o r premiums. 
On A rt Linklette r 's People A re Flinn ), 

sho\\', we c m'd ull y explain to the audio 
ence th a t t','ery pr ize given a contestant 
i,. a Ra lf'igh premium ohtainable sim
ply by enjoying Raleighs and saving 
th e coupons." 

People Are Funn y is a zan y half
hour stanza ca rri ed over 165 N BC sta
t io ns on Tuesday nights a nd rebroad
cast over 72 sta tiolls in the eas t on Sat
urday n ights. P roduced b y 10hn Gue
deL this busy audience-pa rtic ipation 
show originates in Hollywood . Unwary 

I ci tizen,; wh o appear on th e program 
fin d them:-elves doi ng a wide va riety 
of illlprobable things - fi shin g glass 
halls fro l11 the ocean , putting golf ball:
a long A rizon a highways, selling " hot" 
l1wrchanclise from door to door. trying 
to cash $1,000 checks la te a t night , and 
being trailed by a priva te de tectiv e. 
Ma ny o f these outside-the-s tudio she-

I nan igans are described directly over 
por ta ble mic r ophone; on-stage happen
ipgs lean heavil y toward the slap-stick. 
Custa rd pies, buckets o f water , anel 
slra nge wearing apparel are standard 
props in Linkletter 's campaign to keep 
tbe a udience in h ys terics. 

P r izes a re liberall y bestowf'd on con
testa nts. will or lose. with '100 worth 
of Raleig h premium:; th e 111 0::; t frequent 
rewa rd . Eac h p rize gives A rt Link
lett e r, the MC, a chance to plug pre
Il l! ums: 

"And \fr. J ones. YO ll have one 
hu ndred dollars' wo rth of fin e prizf':
eom ing to YO ll . Thcy' re a ll displayed 
righl here. a po p-up toa:-;Ie r, nationally 
adver tist'd a t $Hl.95 ... a deluxe ('ight 
cu p var nulll coffec maker ... orig inal 
wind-proo f li ghtC'r_ one zip and its lit 
. . . nati onally known split hamboo fl y 
rod and reel. a $~~ vallie . .. hand-
so rn (~ lig ht wpight luggage ... and doz-
('ns of other thin gs ! E\'C ry onc is th c 

best of its kind, top quality, nationall y 
ach -ertised." 

Thi is not a commercial, but it 
serves to keep Ral f' igh premium con
tinua lly ill mind . The fi r:5 t reg ular com
mercia l stresses the Haleigh " Eye Test" 
which sh ows that " th e only important 
difference between leading cigarette 
brands is the coupon of the Raleigh 
pack, " good fo r premiums. A econd 
commerrial is a transc ription of a 
smoker's remarks while he's making 
the "Eye Test: ' 

Ral eigh's transcribed challenge to 
other c iga rettes goes like this: 

" \,\T ell , ~1r. 10nt's, decisions recently 
issued by the Federal Trade Commis
sion-an agency of th e U nited States 
Government a ppointed by law to safe
guard the American public again st 
fa lse a nd misleading advertising 
cla ims - sh ould com-ince ),0 11 , and 
ever)' other intelligent smoker that you 
cann ot beli eve in throat tests. you ca n
not helieve in nose tests, but you can 
believe your own eyes. So Mr. l ones, 
I want to g ive you the Raleigh " E ye 
Test' · so yo u can see for yourself the 
only real. i mportant diffe rence between 
leading bra nds o f cigarettes. Look. 1\1r. 
J ones, let's compare your packa ge of 
ciga rettes with a package of Raleighs. 
Let's tu rn them around so you can see 
their hacks. And now for the ' Eye 
Test.' Do you see the difference be
tween Raleighs and other leading 
brands?·' The subject o f this " Eye 
Test" ' ne" e r fail s to notice that the pre· 
mium 0 11 the back o f the Raleigh pack 
is the difference. 

There is no floubt that listeners are 
impressed by the Raleigh Eye Test and 
th e premiums. Brown &: Willial11son·s 
,;"O-man premium department processes 
65,000 redemption requests in an av
erage month. This ,"olume has been 
built up in less than two years, i ~ still 
ri sing, alth ough it hasn ' t ye t hit pre
wa r k"els. Haleigh premiums are 
bought directly fr0111 suppliers hy the 
tobacco compan y and handled a t tlwi r 
Loui sville plant. 

Willia m S. Cutchins, Brown & \\ ' il 
lia mson·s " ice president ill c harge of 
adve rtising, says that the compan y will 
lise th e mediulll fo r its p remium pro
moti on o f Ra leighs which will g i\"e 
them th e bes t c m'eragf' fo r the hudget 
they h3\'e to spend (s li ghll ) JIIore than 
a milli on doll a rs a year cOlnparf'd ,,"ith 
the Koo l budget of owr two milli on ) . 
If lelevisioll. newspapers alld/or llIaga
zines some da y ]))"O\'e they can do a 
Iletter j oh. 11 &: \\' will switch in a 1110-

SPONSOR 





Toast of the Town, 58.9 

Godfrey & His Friends, 56.3 

50--------\-.,,........." 

This is Show Bu siness, 39.0 

40 

30 --------~~~ 
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20 
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You can have live television 

The Fred Waring Show. 42.3 

• 61 markets! zn 

Live programs are what make live television. 

It 's not half so importa nt holV people see a show

" live" or Oil television recordings (TVR) -

the vi ta l point is wh(Jt they see. Some adverti sers 

today a re staying out of television beca use 

they're afra id they ca n't get into enough markets. 

Others are accepting inferior programs just because 

they are aLle to get ca ble time for them. 

Neither way is very smart. 

Becau se there's a bunda nt proof a good progra m 

011 TVR ca n do a superb job for an adverti ser. 

Take the records of fOllr top-rated CBS shows 

YOll see graphed ac ross the page. These ratings were 

won in cable cities, where IJoth " live'" a nd TVR 

are regularly seen. And in each case listed here, the 

TVR broad casts of the shows not only won l)i g 

rat ings , but actually bigger ratings than the sa me 

shows in cities where they're seen "live"! 

LIVE TVR 

GODFREY & illS FIHE~ns 55.8 56.3 

THIS IS SIIOW BUSINESS 26.7 39.0 

TOAST OF TilE TOW!" 51.3 58.9 

TilE FRED WARING SIIOW ]8.9 42.3 

To reach the optimum television market ... 

to pro-rate costs to cover as wide an area as possible, 

the wi se advertise r will take his show wherever 

there's a market he wants to hit. He'll do it with 

both live and TVR. And the wisest will pick a 

CBS show to do it with ... on the record, it's a better 

guarantee hi s show will rea ll y go pla ces. 

CBS television 



mpnt; hut they are ",ure a t presen t that 
radio is their be~t huy. 

The compan) has not been unaware 
of T\'. nor the "onderful possibility i t 
offers to show ofT actua l premium:; in
~tead of ju~t talking about them. But 
they want to try it out e:cperimenta lly 
first to spe whether the more expensiyc 
opera tion will be j us ti fled sales" ise. A 
Ci ncinnati announceme nt campa ign on 
\rL \\r·T has heen going on for some 
weeks. but no clecision has yet heen 
reacht>d 011 its effecti,·eness. 

Russell ~1. ~et>ds Co mpa ny is no t a 
ncwcol11t>r to th e Brown &: Will ia mson 

accoun t. They also handle Wings, 
thalon, Sir Walt er Raleigh , and Tube 
Rose Snuff : ha" e had some of B & W's 
prod ucts since 1938. In that still-de' 
pressed ) ear of the 100¢ dollar , B & W 
was selling Bugler. a loose cigarett e 
tobacco, fo r a mere fi \'e cent s. Thrifty 
smokers with the Bugler rolling mao 
chine could ro ll as many as 30 t> ig. 
are tt es from a s ingle package. Freema n 
Keyes, president of tlw adver tising 
agency, convinced a Bruwn &: \\rilliam. 
,;on , ·ice president (now president ), 
T. V. Ha rtnett , that hill-bill y prog rams 
on radio would boo l11 the sale of Bu-

gler. tartin g with a modest S500 a 
week appropria titon on WLW, Cin· 
cinnati , the Seeds Company more than 
fu lfilled their prediction. Bugler sales 
shot upward rapidly, wi th the result 
that a national network show, Planta· 
tion Party, on l\'BC, took oyer for the 
next four years. Bugler sti ll accoun ts 
for 90 ~~ of the roll·your.own tobacco 
sold. 

Both \Yin g and Avalons (l0¢ t> ig
areHes in ](33 ) got the Ru ssel M. 
Seeds treatment , too. Avalons was 
pushed first on spot radio and then , 
from 1 9~n to 1940, over the NBC net 
wi th A valon Tim e. Once Avalon sales 
had been boosted nicel y. B & W and 
their agency switched att ention to 
Wings fr om] 9·l0 to 1942 ,,-ith another 
~BC n('twork sho\\"o Wings 0/ Destiny. 
In character with its brand name, 

I \rings capit alized on the rapid expan· 

S S 
I sion of a ir trav el, gave away a Piper 

W J ~: Cub a irplane each week in a contest 
~ ~ , beamed prim arily at radio li~te n e rs. 
~ -~ ---- ,';rings is es timated to be the larges t 

i selling f'('o nomy brand now on the 
market. 

NBC Affiliate 
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A 15-COU NTY MARKET 

With Over 

$84,269,000':: FOOD SALES 

::' Sales Management 1950 

Survey of Buying Power 

\"etwork radio programs have been 
a Seeds specialt y from the ver y be· 
ginning of their associa ti on with their 
tobacco client. Ex plains James With 
erell. Russel ~1. Seeds account execu
tive : " The agency developed man y 
network radi o shows, designed and 
built espec ia lly for Brown & Wi lliam· 
son products. Every art of time selec· 
tion, variation of hitch -hike commer· 
cials, and interchan ge of products was 
used . Seeds shows helpf'd build the 

M famous ~nc Tuesday night and were ORE II A l UE regularl y among the Hooper First Fif· 
Wit teen. Rt>d Skelton, TOI11I11Y Oors(') . 

FO R YO I Art Linklett er (People Are Funny), 

A DVERrlSINGURD'O I Hildega rde. Sigll1und Romberg. and 

WINSTON-SALEM 
AM.FM 

Billie Burke a re among the fam ous 

II I 
na nlf'S a nd shows which sold with high A R , SlIcces,"" Ha leighs. Kools, and Sir Wal
ter Haleigh sl1l oking tobacco ." 

Brown &: Williamson's fl exibilit y in 
switching fr om spot to network and 
back aga in as it shifts rad io adverti s
ir:g strat ('gy fo r it s difff'n' nt brands is 
one face t of a smar t promotion . The 
other out sta nding featurf' o f B & W's 
su('cessful sales dri,-c is its insistence 
on indiYidual appeals for each of its 
fiyp cigart' ttes. Sure they'd like to own 
a Canwls, Lucky S trik t>. or Che~ t e r· 

, fi eld. But until that happ('ns Brown & 
Rep rese nted by: 

HEADLEY-REED CO. \\Tilliamsoll will continue to maneuver 
its "team" skillfull,- in the c rowded 
tohacco l eagu~ . An;l continue to mak(' 
touchdowns around cnd. * * * 

SPONSOR 
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" rst VOlce fi " 
i,l Detroit 

During the world sen es, a ll 3 Detroit TV sta tions ca rried 

the televised broadcasts of a ll 4 games. 

Videodex ratings showed tha t \VWJ -TV's sha re of the 

listening audi ence was GREATER THAN BOTH OTHER 

STATIONS COMBINED ... FAR grea ter! 

Here is p roof indeed tha t WWJ-TV is the oUbtallding tele

vision station ill the grea t Detroit ma rkel . . . and countless 

adverti sers count on its leadership to get BIG bll ;;; illess out of 

Detroit via W\\TJ -TV. 

FIRST IN MICHIGAN 

W W" "'Wowned and c.e.ated b y THE DETROIT H EWS 

NHe T elerision Ne tu:ork 

Natio nal Represell tatives : TH E GEORGE P. HOLLL.\C J3 ERY CO:'ll P.\ \"Y 
.\ SSOCL\ TE A:'II·F:\ I ~T .\TJOX 'y\n 
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.'·elll"ork progrnUls fll'ailt.b'e for '0('0 ' sale (('oJitill .. edJ 

TITLE TYPE NET APPEA L OAY&'TIME ' T A LE N T COST ' EX PLANATION 

(EDIIH.. FO!'TFR 

P\l ' U:\F: F BEDERI.h 

1I ,\Jt hClo F.";"; 

IIL\UU:\E EIHTlOClo 

"A liIIIEL IIE ·\TTEB ' !- \1.-\11.11 .\(; 

GEOIIGE IIIC!,;'" 

1I0UEHT IIl'RLEIGII 

h. .\LT.:CIoIlORCIo 

I. .\ III E:'- \'.\1 R 

• TU 1IC1o I .E\\' 1:'- . JR . 

n :\) 'I \ LO:-iF: 

~ll ' IT \1. :-iE,\\!'HFFL 

:-iF,,""; OF A \IEBICA 

CIoO :-1:11001. rOD,\) 

r'OOI.E·"; PAR.\IH";E 

1'1.\'0 PI..\ '\ IIOlJ~E 

REI'OBTEII,, ' BOl1'\0·\ P 

"'~'k ~ \n:llysi ~ 

~I" "' ~ Anal~'s i s 

' C'k -'" 

'f'''':O-

(:ornllH'lIlar,. 

:\ ~ ""S 

" (, \010'~ \lIal,. ~ ; .. 

~~.", ~ :\naly~i s 

.\ ... 1 I' art 

:\t:"''''.... \lIal~~i ... 

Chit Chat 

'e",'s 

Brallra 

luttor , i ~ ", s 

l)r3t11 a 

'113 "; 

HIC 

ABC 

~'IIS 

Family 

Fal1lil~' 

Family 

Famih 

Falllil~' 

Family 

\\ OIl' el1 

\\' OI1l'·u 

Fanlil~' 

JU'~llilt>' 

Falllih' 

\I ·F. 1.1: 15 pill 

'I-F ~ R: IS-55 anI 

1\C\-Th. 7-7: 15 1)111 

' I.F. 7: 05.15 pill 

\ 1 F. 2.2 :1:> JlII1 

\1.1' . 1 :30 .. 15 1'111 

".F. '1.9 : I;; ani 

:\I \\' F , 7.7 ; 15 pili 

'I.F. 11.11 :ao a lii 

'I·F. 7· 7:1 5 JlIII 

:\I .F, J. : )5 .. 5 .. rll 

'I · F . 7: 1~ .. 8 1'111 

:\I.~al , 9·9:15 pill 

Sat. 9.) C) a lii 

\1.1' , 3·1 ..... 

w,·.1. 9 ::1 11.111 (III' 

~ u .. , 12:30·1 11111 

I h . 9:;-10·10 1"" 

::':~·250 

S5.IIlO 

8(1·233 

$( •• 2RU 

S I().;';8Cl 

S7.5U.5un 

$;)·2 tO 

S5 .:.:!5c) 

:5'2·324 

S 1·210 

SICl ·500 

S7o:;O·:-U')O 

!~d·12() 

8 1·2·10 

J)u m estie an.1 fordgn e nlHIlI t"' lIt ary 

Only n ptwork ~nlllall f'Onlmpntat l.r 

'\II:'1l ys i s fro m " "n"hingto ll 

T:::ndor Grant with ne~!'o :ll1d p.· .. !'nnaliti ..... th e 
~orld o,(' r 

Rt-, ... l .; ::uul (,0 1l1m en t 5 011 Ibh' u c r 1.·tter~ 

R('I'ort on worl(l e' ents 

;\' . , w ~ :t ~ it lunk s from Chieag:u 

C:UlUIIH'utary hy d.-a n of ru.lio (,ul·r£' ~IHHHI. oH: " 

C;. alU(· .... pdzl."s, I .. t.~~d hy I"u nl ~IHurf ' 

Top of t l ... n tc" ~'~ froUl \Ya !'o hin~t on 

PO t."' IU ". hOIlH~I~' Illlilo ... oJlhy, hUlllur 

n"(' urd e d ".,i('P'!o 01 p ... opl(, mak in ~ IH'~ " 

Du" \I ollenheek 

John ,\rthur ~ ilh a lbullI of ~ou ~.... IIIU .. it°, 

I. ul. Poole ~, it l l IIlIl ~ i(', hon.I!1o , a nd ja.·kpot 
(lrizt"' for ]i ... t'·II,·rso 

Ed~ar.1 Aruol.l ill tru __ o (opi ," ud e.;:, front lh cs 
of our prf' s ideut .. 

'Iiltn .. C ru ... s pr~,, ( · .. t s f;11110US piano a rti ~ t ... 
Ih(" 

,",' a ltHo g U('!'ot inter, ie~~('.I : hund o, a~ ar .I,·cl li ... lt·n. 

f'r" ~ ho o;;c . ) u(' .. ' ion5 are u.;; eli 

A "' prival e .oye o
• thrill(·r HII(;l'F:'~ (;ALLEHY 

GEOH(~ E !'OhOLSh'\' 

" \ TE ~ ,'llTlI ~I'E \ h .. 

~ew ~ .\lI al,,· ~i ... 

CO IHIIl f' 1l1:J:r,.· 

r;amil~' 

"'am,l~ 

"·.·.1. 9.9:;10 pm 

~lIn. I () : ~I;)·I) Jllli 

\I.F , 12 -12:15 I'm 

S 1·120 

:;;7.50.I.Ono 

ConBuent un topi.o~ u f "onlt')uporar~' i .. t e r e.,t 

,,", .. ~ s an .1 eO"':' ra~(' of ~ nnlf'n' S augl.· on ,·a· 

1 ELL YOlin ;\EIGIIBOB C.Oll llll f" llt ary \ I .F, 9:15·:-10 alii 85-250 

Au.1 IJart AIIC \\ '0 111('11 \ 1.1' , 2·2 :ao (I'" S I5 . t)C) C) 

I\"\HB,\ \\ I ~ 'IE\! .\ 1\ (: 

"OIH.II 'EWS HOIJI\HllP 

"'0111.11 CIoEW~ BO UI\IIt:P 

"OIll.U CIoEWS HOl' '\U1 lP 

WOIIL)) TO;\IGIIT 

~port " 

J\ CW!'i 

:\'f" ""'" ,\ual,.!'i ... 

1\ •• ", !O 

' """" 5 Anal"'s i ;; 

CB~ 

'\IIC 

'\lIe 

ellS 

Family 

l ;' a III ih 

. 'a lllill 

Falilily 

Fanllly 

.~at~ 6 ;30·,lil 11111 

M·~at~ R·tl: 15 pili 

'I.~ a t , H.3 :15 lUll 

'un. <1.9; 15 ani \ 

'I.Sul1, 1l .. 1 I : J 5 pili 

82.:")2 ,1-

~ 1!!·2R() 

S -I iih 

' All tim es are Eastern Standard. 

NO PHONEY FIGURES 
No. We won/t bother you with picked 

statistics. But a note to us will get you 
a long list of satisfied clients whom 

you may check for yourself. 

Wh y NOT a va il 
yourself of the TOP 
TALE NT wh i ch 
transcribed s how s 
give you at such 
LOW COST? 

If you use SPOT 
RADIO , why NOT 
assure yourself of a 
uniform, tested pro
gram in each market 
you ' re selling? 

Let Us Quote You the LOW RATES for these TELEWA YS 

Transcri bed Programs : • MOON DREAMS 
156 15· Min. M u,ltal Programs 

• RID ERS OF T H E PUR P LE SAGE 
156 15· Min . Mus ltal Programs 
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DANGER I MR . DANFIELD 
26 30·Mln. Mystory Programs 

• BARNYARD JAMBOREE 
52 30·Mln. MUlltal Programs 

• STRA N GE ADVENTURE 
260 5·Min. Dramatic Program, 

• JOHN CH ARLES TH OMAS 
156 15· Min. Hymn Programs 

• STR A NGE WILLS 
26 30· M In , Dramatic Programs 

• FRANK pARKE R SH OW 
132 15· Min. Musltal Program, 

For PROF ITA BLE Transc ribe d Shows, It 's 

TELEWAYS RADIO PRODUCTIONS, INC, 
8949 Sunset Blvd .• Hollywood 46, Calif. Phone CRestview 67238 - BRadsha w 21 447 

In Canada: Distributed by 
S. W. CALDWELL ,LTD. Victory Bldg., 80 Richmond St. West, Toron to 

ri. · t ~, of tO ld.os, ~ilh T.· .I C.ulli n s 

Golden Rul. A~ar.l , g ifh. 1")'Oln ~ . a nt!cdo! f'~, 
huu ~,·hn l .1 hill .... 

For llH'rh' nr{~akf a~t in lI(11)'~" Hul-fuu ""it" 
J,,, 'k -,\I eElrn) 

C HIUII1(Ont all(1 :-ulllluary uf ",.·,·k· s ~ {lort .; -::"e llt ., 

:'\d C.alll lt ·r; r'O Il I()t.~ pi('k ll (l ~ 

I.of,k",ood Buty rell ortiug 

t .• · .. fI P.'a r "" HI r" II ()rtill~ 

F.ri{· ~ e " ar e i.1 (R ill J)o~ u s 5.Sun) 

NETWORK CO-OPS 
r (Co ntinlled jrolll page 311 

: had for a talent fee of as little as S7.S0 
I for his five weekly IS·minu te broad· 
casts. III New Yor k O\'er \\ 'JZ he cosb 

420.00. On the other ha nd a ll CW~ 

show like th e CBS World News Round· 
up costs as little as S% . An ~udience 
participation show like ABC's IV e/eollle 
to H ollYll'ood costs SOC;' . 

Some :-tatiolls wi ll absorb all or part 
of th talent fee . In areas where there 
are AFHA (American Federa tion of 
Radio Ar tis ts) con t racts IIH're are add· 
ed charges for the local announcer. 
This doesn 't apply to \' ery many sta· 
tions. If a sponsor takes less than the 
full number of days of a strip ~how, 
the talent fee is pro· ra ted. For exam· 
pie. a sponsor taking th ree out of five 
days of a strip wou ld pa) three· fifth!' 
of the week ly fee. 

Olle of the c hief arguJllents af!~linst 
Co·op!' for national advert i;o ers is the 
ta l (~ llt COi' !. This lIlay be ill IlHlIl)' (' a~ .. s 
more than an alh 'ertiser wou ld ha\'e to 
pay fo r either transcribed or local liye 
talC' llt- ellough more to llIake' it un · 
profi 1 abl.. to use co·op" 011 a I~rg:e 
sca le. 

SPO NSO R 



FACTS BR OUGHT TO LIGHT in a full-
co lor desk -top film presentation. Clients 
a nd prospects get graphic an d h elpful 
data of the r ich market area ser ved by the 
50,000-watt voice of WGAR. For exam pIe: 
WGA R r eaches 4,391,300 consumers with 
an a nn ual effective huying income of 
$6,4 11 ,687,000. Such facts highl ight the 
"SIX BILLION DOLLAR PICTURE" of 
Northern Ohio. GET ALL THE FACTS! 

GOOD SERVICE! The Forum 
Cafe teria, a WGAR advertiser, 
se r ves thousands of hungry 
Clevelanders da ily. It is ably man
aged by Mr. George R. Kaye (left). 
Mr. Kaye is a mem ber of the 
Northeastern Ohio. Ohio State, 
and National Restaurant Associa
tions. He has been with the Forum 
Cafeterias of America, Inc., since 
1931. Pictured with l\'Ir. Kaye is 
Bob Forker of WGAR who serves 
this account. 

THROUGH THESE PORTALS pass statesmen , 
leading political figures and outstanding citi zens 
from all overthe world to mount the rostrum of the 
famed Cleveland City Club. For 13 years, celehrated 
speakers have voiced their opinio"ns, observations 
and experiences through \VGAR's free-speech 
mike. This is one of the many important public 
service features broadcast regu larly by \VGAR. 

-the SPOT.for SPOT ~ADIO 
Write for helpful radio presentation: IIA Six Billion Dollar Picture II • 

.,... 
I 

NEWSWORTHY and 
NOTEWORTHY. WGAR's 
fully-equipped newsroom 
receives 300,000 words of 
copy daily. WGAR, first 
Cleveland station to broad
cast news on a regular basis, 
sends newsmen on local and 
national assignments. Such 
newscasts serve as builders 
of good will and as sales 
tools. Gi\Oe people what they 
want to hear. Check on 
available newscasts. 

RADIO . .. AMERICA 'S GREATEST ADVERTISING MEDIUM 
WGAR .•• Cle v eland • •• 5 0 , 000 watts • • • CBS Represented Natio n ally b y Edward Petry & Compan}' 
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Best Buy in 
SOUTHERN 

NEW ENGLAND 

WTle 
FAMILIES 

in the WTle 
BMB * Area 

spend each year 
•• $124,049,000 

in Furniture, 
Household and 
Rad io Stores, 

This is part of total 
annual retail sales of 

$2,317,525,000. ** 
SU GGEST ION - For comple te 

WT IC-BMB Study call 
Weed & Co. 

PAUL W. MORENCY 
Vice President - General Manager 

WALTER JOHNSON 
Assistant General Mgr.-Sa les Mg r. 

WTIC's 50,000 Watts 
Re presented nationally by 

WEED £7 COMPANY 

'HMn Study No, 2. 1949 

"Copyrlght Sale! Management 
~urv,,~ of flu)'lnl1 Power , May 10th, 1950 

"BuL" ~aid all ad-manager who 
spends one and a quarter million dol
lars a year in :spot radio programs, 
"when I find the right show at the 
right time of day in the market where 
I need pressure, I'll buy it. talent fee 
or no talent fee." 

"Co-op shows aren -t uniformly 
strong in all areas," points out a time
bu) er for an agency that buys a lot of 
spot radio. "That's one reason you'll 
see some of our clients using co-ops 
iu widely scattered areas. 

"As I see it , buying co-op programs 
boils down to the same painstaking job 
of analysis of time, coverage, co~t as 
buying any other kind of spot :adio. 
Co-op talent fees mayor may not be
come important depending on how it 
affects the cost-per-thousand listcners 
we rcach." 

"We use the CBS and NBC World 
News Roundup in several markets," ex
plained the advertising department of 
Metropolitan Life Insurance Company_ 
"because they are the best programs 
we could buy at the times we wanted." 

In Chicago Colgate-Palmolive-Peet 
is using Mutual's Kate Smith Speaks 
for Fab because " we wanted to put on 
special pressure there, and Kate Smith 
can reach and influence a lot of the 
people we want to sell." 

\\Then Kate Smith first went on as a 
co-op for MBS, the Par Soap Com
pany of California built an entire sea
son's campaign on the Coast around 
this one show. As it happened , the 
soap company's distrihution wasn't sol
id enough to capitalize on Kate Smith's 
selling punch. But Kate delivered the 
listeners where Par wanted them. 

There's a co-op show for just about 
every type of consumer. The table ac
companying this story shows in detail 
the variety offered. And almost every 
type of advertiser is using co-ops. They 
run from insurance companies like 
Metropolitan (financial organizations 
are big users of new co-ops) to brew
ers like American Brewing who lean 
to ncws and sports. 

Petroleum products, automobiles 
and automotive supplies; jewelry ; fur
niture; hardware; home appliances; 
packaged food are all being solll via 
co-op shows. 

To rate as a co-op, a show must pass 
thc first test of any program, bc cnter
taining. It ha~ to he of a proven popu
lar typc for the audicnce it's shooting 
foT. La~t , it must lcnd itself cspeciall y 
to promotion and Illcrchandi :,-ing. If it 

hasn' t this element to a great degree 
it isn' t a candidate for a co-op. 

l\lost co-ops have success stories be
hind them before being offered to 
sponsors locally or regionally. If the) 
ha,'en't been sponsored on a nctwork, 
in practically every case they've been 
given a sustaining r ide. When a !:pon
sor signs for a co-op, he knows he's 
buying a package wi th a ready-made 
consumer acceptance. 

A national advertiser like Colgate, 
for example_ often wants to msure uni
formity in his commercial presentation 
by using transcribed commercials. He 
can do this in co-op shows except in a 
few cases where individual statio:1 pol
icy prevents. 

There are co-op programs to appeal 
to every type of consumer including 
the kids. For example, there is Tell 
Your Neighbor, Ladies Fair (l\lBS) , 
Nancy Craig, Ted Malone (ABC) for 
the distaff side. For the men there's 
Rod and Gun Club (MBS) and sports 
(football ) and sports commentary, 
three programs each on l\lBS and 
ABC. Men, too, are prime news listen
ers. MBS and ABC have seven each, 
NBC six, CBS four. 

For general fami ly appeal there's 
AI r. President (drama) and America's 
TOlVn Meeting (ABC) and Reporters' 
Roundup (MBS). For the youngsters 
there's No School Today (ABC). 

The biggest innovation in the co-op 
field Ihis year was 1\lutual's decision to 
co-op the l\lajor League baseball 
"Game of the Day:' l\'Iore than 3,000 
sponsors bought segments or participa
tions in the games duri ng the season. 
Said Mutual president, Frank White, 
"When we fi rst decided to co-op the 
'Game of the Day' some of us fran kly 
wondered what effect this ac ti on might 
have on our other co-op programs
whether we might fi nd advertisers- dol
lars just being shifted to the 'Game' 
from other Mutual co-op programs:' 

But that d idn't happen. Numerous 
long-time radio users latched on to 
this chance to reach the ears of base
ball fans , on the local level, and several 
hundred advertiscrs tried radio for the 
firs t time. 

Both MRS and ABC later followed 
wi th football games of the week for lo
cal sponsorship. Sponsors are just be
ginning to wake to the possibilities of 
local sponsorship or participations in 
bigtimc baseball amI foo t ball otIc red 
on the local lpn'\. 

,;\1J3S and ABC ha,'e the most co-op 
programs avai lablc, with 17 cacho The 

SPONSOR 



.. teNI11I ANNOONCE5 

Super-Sensitive FM-AM Radios 
with Performance Superiority that makes Sales! 

Again Zenith lengthens its lead over the 

FM-AM field - with new and better ver

sions of the Zeniths that were already 

the industry's two best sellers. With 

Zenith's unrivaled Super-Sensitive FM, 

they bring in a wealth of entertainment, 

New Super-Medallion 
Genuine Super-Sensitive Zenith-Armstrong 
FM plus Zenith Long Distance AM - auto
matic volume control- built-in Wavemag
net* and Light-Line Antem1a - cabinet of 
beautiful maroon plastic with Roman Gold 
mesh grille and tuning indicator. 

static-free and real as only genuine FM 

can be. Their newly designed cabinets are 

the style highlights of the radio year. Of 

course, both have Zenith's famous Long 

Distance AM, big Zenith-built Alnico 

speakers and other Zenith advantages. 

New Super-Triumph 
The same Super-Sensitive FM and Long Dis
tance AM as the Super-Medallion, plus new 
broad-range tone control - jewel-like on/off 
indicator - maroon plastic cabinet with 
" Flexo-Grip" carrying handle - Roman Gold 
embossed dial. 

zenith ;S ~a I /fJ1' '5( I 
b IC 

ZENITH RADIO CORPORATION, CHICAGO 39, ILLINOIS 
Over 30 Years of "Know-How" in Radionics Exclusively 

ALSO MAKERS OF AMERICA'S FINEST HEARING AIDS 
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~ llIaller the amuunt of open tin lt' on a 
rll'twork the fe\\er th e number of ('o-op 
prop:ram", the net call offer. ,\BC ha~ 
~ix and CBS tlm'e I plu:" one a \'ai laL,lc 
Oil the \\ est eoa:"t onl ~ I, all Ile\\S 
",11O\\s. At CIl::; and ~BC. wh ere co
ups are of millor importance, a si ngle 
i IHli\ idual docs all th e work . The co
op departmenb of ~I BS alld \BC. on 
the contrary. al e illlporta nt alld full~ 
staffed nnit !' in the lIetwork opt'fatio n. 
'"Co-ops." says \'lutual pres ident Frank 
White. "are an intf'gral a lld impurtant 
part of our over-all operations. \re are 
eon:"tantl) sf'd.ing programs an d co-op 
program ideas that will cOlllbi ne the 

L A K E 

M I C H 

best in elltertainlllen t and llIerchanrlis
ing possibilities for adwrtisers. 

Co-ops are promoted b) the neb 
thel11~f'hcs with the ~ame alt enti ,)11 as 
regular network shows. Promoti on kit" 
go to all stations with mat s, pict ures. 
newspaper releases , !'ugp:ested car 
cards , displays, exp loitation idea~ , and 
ad yertisi llg la) outs. 

Conditions unde r which the pro
grams are sponsored locall) are ~Isua l

I) a matter of net\\ork policy. Onf' 
illlportant exception is th at acceptance 
of transcrihed {"omn1f'rcials is left tn 
station policy . SOIllf' na tional ad\'er
tisers wallt to control their commer-

\ 
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WSBT IS TIlE BONUS BUY! 
YOII j!;et a big cO\'nage bOllus - and a ri ch olle - with 'VSBT. 
III additioll to til e half~m illion people in the eight-county 
South Belld-~Iishawaka trading area, there are a million 
lilli/(' people in the prilllary area. This extra million spend 
ueadya billioll dollars a year for retail purchases - ill ad
dilillll to the half-billioll spe llt ill the tradill g area alulle. 
That's bOlllls coverage of (JIl l/US spendin j!; ! 

'''SliT delivers bOlllls listennship, too. £\"('1)' ells show 
0 11 \\'S BT elljo)'s a lIooper that's higher than thc uetwOlk 
<lveraj!;c. For hOllllS CO\Tra)!;e, IJOlIllS listellership, bOllllS sales, 
i t's W~BT-the honlls buy ! 

PAUL H. RAYMER COMPANY. NATIONA L REPRESENTATIVE 
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cials on local progralll~ b) tran~('[i b · 

ing them under their own supervision. 
.:\'e\\s "hows 011 .:\'BC and CBS must 

bf' sponsored by on e ad,erti~er for the 
cumplete 15-minute segment. An
nouncements only may not be sold. 
This is nt'twork policy. On ABC and 
\1BS co-ops it is possible to bu) an
nouncement:;; only except \\ here local 
station policy prohihits. 

1t's possihle by special arrangement 
to broadcast a co-op show on ada\' 
and at all hour other than that of th e 
original li\' e hroadcast. \'ews pro
granl::- are all exception. They ha\ e to 
I)e b roadca~t withill a "reasonable" pe
rioJ after being recorded ,)ff the line 
- three hours is about the maxlmum. 

Prograll1 restrictions that apply to 
ot her network programs apply to co
ops as well. 

III some cases a program is spon
~ored Oil a pa rtial network and there

I fore can't accept a competing sponsor 
anywhere else. Kalt enbofll ( ~BC ) , for 
example, sponsored on a partial net

I work b y Pure Oil Companv, can' t be 
sponsored arn where else by another 

I oil compall). The same restrictio ll ap
plies to Rod and GUll Club C~1BS ), 

sponsored O il a partial net b) Pal 
Blades. 1n both cases, however, these 
shows are ~ponsored in other areas by 
non-co mpetiti\'e products. 

Some national advcrtisers makt:: co
operative advertisillg fund, available 
for network co-op prugrams just as 
th ey do for strictly local prog:-ams. 
" In fact , I'm oft en inclined to be a 
littl e happier about sharin~ costs on 
a co-o p program:' one ad-mauager for 
a major home appliance manufacturer 
con fided; " I can be pretty sure that in 
most cases the sho \\' wiII be a top-notch 
production." 

Frigidairf', .Maytag, HotpoinL and 
man y others have cOllsistentl y shared 
the cost \\ ith local dealers for co-op 
programs. 

011(' of the most distillctiYe fea~ures 
of the network co-op program- its 
prestige anti glamor as a bi g. time pro

I duction- is often of lIluch greater ap
peal to the local than the IIatiollLll ad
\'ertiser. The prestige of identificatioll 
in hi s area "ith a star Iwme means 
much to many a loeal or regional firlll. 
A lIational sl;oll~or may j ~st as often 
he looking for a show with all authen
tic local flavor. 

I n the last :lIIalp;i~ I'm looking for 
tire 1I10st pros pects per dollar pluf- th e 
kind of selling that get" adion: ' de
clared til(> ad-manager for a national 

SPONSOR 
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W I ' I YI 0rlllllg AI . 

o f packao- al 1n ee. an E 1 
J I be, Wal;; s II 1 e 

Ollls tone (ad" ,, ~ . Oe ) HedfieJ l 
, l e i tls" I'" e -
,)artlllent s l o re~ II' C'o agency) 10 df', 
(d ,a O\'er 11 

eparlment s lo r ~ Ie ('O lllllr), 
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WAVE 

CAN'T 

HURRY 

TO 

RUSH (Ky.)! 
e llelwork ' I ' provo ! 

an agency Or pa k I/se f, Itl s l e~d of 
I CageI' 

I Wa s Fred W ' 
manager of Mutual eber, Ihen genera l , 
SU_ New 0 I (no w head of Wo ' 

Sure we're fast, but we just can't work up enough 

velocity to tag Rush (Ky.). Hit's too durned fur 

b' l ' , I' eans) \ ·1 , - , 
I Hies of c \ 10 sa w the J • 

o-ops and 1 10SSI . 

;ous programs as TI; JrO"lIg h t such fa-
alllOu.s fury Trials I e Greell lJe rnel I 

Til e Lafllpl/ghlf' r t ' fl" e Rallger, aucl 
sponsorship. 0 utual for <:0-0) 

In 1942 I I 
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presented Ih e lirst e( eld-J olllJuo ll c> 

newsman F ullon L co:op, \Vashil1O' ton I 
tual O J} Ibe idea th e l\/s, Jr. so ld AtJll
to. local sp onsors alat 1: (o uld be so ld I 
Wise jUsl couldll 't b a 

tune tll at oth er_ 
7·7'15 e sold Th ' 
h ' P·m , est 11 • 1<;; Was 

OUr L ' " Ie AlIl o~ , 
th . e WlS Wa s '011 1 ' n Anr/v 
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I lal same F I lOll , And t d 
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Instead, we show our speed around the Louisville 

Trading Area - 27 counties in which the effective 

huyillg income is 41% higher than in Kentucky 

outside our zone. Comparatively speaking, the 

people in WAVE's market are rich! They buy ai-

1110St as JIluch as all the rest of the State combined! 

If you want to nush your products off the shelf 

with haste, not waste, contact WAVE or Free & 

Peters - imm.ediately! 

sponsors than a ll). e Wlls, JI', lIas IlJo re' 
ot let co-op pro- NBC AFFILIATE 5000 WATTS • 970 KC 
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gram on :\l utual or am other ne t\, ork. 
1.e,,"i s trayels as much ' as 35.000 mile" 
a year in news ga thering and pcr"ollal 
appearance tour". 

\,"herea,,; po:'t office alld productiun I York. X ew J ersey, Pennsyh-a nia, Con
problem:, make partial circulation buys necticut. Delaware, and :\Iaryland. 
impractical with printed media. an~ About 80 of them are within the Xe\\' 

:\ow, a" in the heginning. local ad
Yertiser:" are the backbo ne of :"polI:'ored 
net work co-op,,; . But ~i nce the da~" 
"hen local firm !' were the only ~ pOJl 
' I)r~ . a wide range of regional and na· 
tional adYertiser" are making lI"e nf 
the"e programs. 

Tht: o\erall gain th i:,. year in =,POII 

:,. or ~ for the t\\ O leading co-op network" 
i, 2;)(~ fnr \ BC ~frolll G-12 to 30H). 
and 28 ' f()f :\m~ oyer last \ ear'" r(:'{' 
ord lineup of 1.300 adyel ti~ r:o:. The~e 

sponsor:" represent time sale:" of 0\ pr 
:32.UOO.000 fo r AB C stat illn". and m er 
:3G .. '10o.oon for :\1B~ stat ion ,,; . 

rerhap~ the mo ,.. t ,alliable ,,; ingle a,..
:"f't of the nel\\"ork co-op i:, th e pr6t ige 
which make,.. them :"0 ea"i ly promot
ahle. The\ oft en reyoh "e uOllnd name,. 
that are ill the na tional new,: , like Ful
ton Le,," i ~. Jr. . Kat e ~mith. America's 
TOlen ,l1 eeting. anli other,,;. 'pon,,;vri ng 
:o:uch a :o:how is ,,; omething like being 
able to bu~" a page in a nati onal maga
zine for j u:,t that portion of the cir('u
la tion the adnrtiser want" to reach in 
a given market. 

adn' rtiser c.an go local with coa,,;t tn 
coa"t program:'. * * * 

COMMERCIALS 
I COlltilllled from paf!. e 27 ) 

b ined and playell for Robert HaIrs ad
\ crti"ing polic~' - maker:". \'(hen ap
prmed. platters are pre:o::o:ed for the 
mo re than 1:-0 station:" on the com
pan~':" alh ertising :o:cht'(Iule. 

For a firm who:"e radi o budget t op~ 

81.000.000 a yea r. the :33-8.000 tab per 
series of tran,,;criptions (one series 
e\ e r~ tw o month5 ) i5 not too impres
siye. Actually. le::-" than three per cellt 
of total t illle cosb goe::- fo r tran
sc ription". But 80 ':-;' of the tillle bought 
to pu,,;h Bobert Hall clothes i:" u:,ed to 
pla~' the"e tran:o:criptions: the other 
20 '~ of Robert Hall time is used for 
newscasts and participations. 

:\Iile" Shoe5. like Robert Hall, i:o: a 
5ea50nal advert iser. X ot ye t as large
scale a radio mer as Robert Hall. 
:\liles is c oncentrated in the ea5tern 
l'nited States with 1-12 stores in Xe\\' 

C huck,vagon J ant1boree 
F or lea§e or loutright §ale 

131 GOOD 15 minute open-end transcribed pro

grams. With western movie star Ken Curtis and the 

sweet-singing Novelty Aces , ~ ~Chuckwagon" will 

bring pleasure to your audience and money to your 

till. Its format is tried and true , including the best 

of Western l\iusic, Folk Tunes, Ballads and Hytnns. 

I ts cost is stnall, we'll be happy to send low rates 

for your m arket and a free audition disc. 

TAYLUR PROllUl:TIOiXS, Inc. 
670[] Sllns~t Blvd. 
HoUy\\ood 28, [alif. 
HUdsun 2-1089 

~--------------------------------------------------------
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I 
Y ~r~ metropoli tan are~, 5p~i fically, 
wlthm range of local i\ew \ ork sta
tion \,C, E\Y. 

I 
:\ liIes Shoe5 once bankrolled a pro

gram 5tarring Paula Stone on :'\ew 
York's \\":\ICA. dropped it about fiye 

I year5 ago. \Yhen :\ Iiles decided to get 
back into radio, their agency. Hirshon
Garfield, :o< trongly recolllmended tran
~crihed announcements a5 the best bet 
for :o:aturating the Xe\\' York metropol
itan market. A 25 per week announce
ment 5chedule on \'\' \ 'EW wa:o: agreed 
on for the fir5t trial run. (\,\"\ EW is 
a local ~tation who .. e reputation is 
built on "~lu~ic and Xews:' both ideal 
for announcements.) 

Once something definite had crys
ta llized in the minds of :\liles Shoe ex
ecuti\'es and the idea-men at Hirshon
Garfield. Roy Ross of W~EW was 
called in to put it into concrete form. 
Ross i5 the station's talented mu:o:ic 
director, leader of a popular in:o:tru
mental group, author of a 5tring of 
si nging messages on fire pre\'ention, 
water-sa\'ing, and commercial mes
sages. 

Hm\' long did it take Ros5 to turn 
out the ~I iles jingle, a tune that later 
became the ba:o:is for a popular song? 
R05s says: 
"Onc~ they had decided on exactly 

what idea they wanted to put across it 
only took me about a half-hour to write 
the · music. One of our staff-members 
here at WXEW wrote the word5." 

Three j ingle:o:miths were originally 
con1l11issioned to turn out an accept
able jingle. but the Ross effort was 
j lldged be:o:t. R055 then assembled the 
talent and a mU5icai group. The Bea
ver... recorded three versions of the 
jingle with announcer Ken Roberts. 

, After about a week one of these won 
out and wa5 adopted. The whole job 
cost under S2.500 for talent and re
cording expenses (a commercial re
cording 5tudio was rented by the 
hour ) . 

Before the :\liles Shoe jingle was 
bunched o\,er \Y:-\EW, a suney made 
b\ the Richard \ Iam"ille Research or
g~nization in October 19-1.9 showed 
that onh 9.9 <;' of the 253 persons in
ter\'iew~d mentioned :\Iiles Shoes when 
a:o:ked: ""'hat shoe advertising do you 
recall hearing on the radio?" Six 
months later. in April 1950, the same 
que~tion brought a dramatic increase 

"in the number of persons who men-
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tir~ned ~Iil~ 5hr~a trAal of 2.9 
The jin~Ie whir:h had ar:hie>ed thE 
jump in "pr~n~l)r ider.tifir;atir~n gljO':"~ 

like thi ~ : 

II ear Ihl!u jeel-th~fl! are happy fl!~/, 
J f ile.! Shoe.! ar~ Ihl! jho~f II) upar, 
W hy don't ~·ou go oul and g~1 a pair? 
Check Vile.!' uindr:no, many milliofl-f 

haLe j(1Vi, 
For lOp jhoe Lalue, \file! are mileJ 

ahl!ad, 
11 ilej ahead . , . , . 
T ha{ j u hat he 3aid 
V ilej ahl!ad . , . , , 
T haL" j u hal hI! MIid, 

Thi ~ i ~ the ~horter er-l n 11~~ tr~ 

intrr.,dlYe all :'tEle-- '?-' ":~:1 ·alr- m~· 
~ a ze--, The I jnzer. one·T.in'.!tf" \ --r;ir n. 
rontain~ four other lin~ in L~e midd .. 
0: the jinzlf':, 

Re-pr n;e to the )ILr-:, )~=ner(ia 

zradually built up o.er l! e :no::t.f....", 
then broke out in aJ dir .. rtir)n~, \ 
" Happy f eet" renle .... ~ Ieatured at 
mammoth Radio Cit~ )Iu -i Hall ur.· 
cler Leonidofi, a popular "on:! !:a...~ on 
the jinzle .... a5 written b R<)~· Rr ~~ 
and ly ri<: ~t .\ 1 ~tillman. and :\[il.' 1:.,.. 
gan ik 0"'11 r.:ompan~ · ... ide promotion. 

The ;,on~ " Happy f eet" a - rer0:d· 
ed by Dean :\Iartin on Capitol R ..... onk 
by T omrny Dor~y on Yirt( r, b~ Roy 
Ro=:" on hh o ... -n Choral R~of(i- ~om· 
pan~· di~k.. by Tony ~rr cn Cr ':'!Il

bia. and the King ~~ter- on :\Ie~, 
Ea~h ret::ord label carried the lezend: 
-Ba.~ on the :\[ile5 Shve ji. ... z le - and 
every pie-:-e 0: ;;heet :nu-v- ~arri~ the 
enti rf': jir.gle imprinted on the l~l 
pagf': , Telephone oyerat· r;; a~ :\Iil~ 

Shoe 05ee5 ... ·ere in;;trurted to an=:' "'r 
(:alls "'ith -:\I il~ ahead." ea.h ;;ale:;; 
chet::k had the jingle ... i::h a cart(' n i: 
R ~;; and The Bea-.er" on the :t'" e-r' ~ 
~id .:'. a "Happy f eeC a"'-ard ... ~ :na.d~ 
to Ra~' Bolt er a3 the yeu'" r~t dan-::er. 
and 5al~:nen ...-o: e :-,c~on-" ... itb. th", 
.... or6 -)lile:;; _\head" on them. "\lu.r
ra~· Rfj~rL~r~. :\W~· pre-.."idenL d~li-. , 
ered the coup de grace to thf> ... hol~ 
proIDction ".·hen he kd expen.~iw 1: ... e 
ne-::kti ..: made up ... ith the ... , n15 
")Iile~ .\head" e:nbroidered in z Id. 
ga-.e them out to mend;, and fello ... ex
eo:uti.-~. 

:\Iile-: 3h :- and azeocy ar ·C0t:.nt ex
e.:utiye Charre-" :\1. f r~:nan are rIan
ning to expand ~e or tra.:> : .ript' r ". 
On IS "\"0\ ember thc\ added a 1.:>
per-... ·eek ;,,::hednle on"\"e Yr ri:';; 
~IG:\L :\Ie-cll ... ·hile. the Fop.Jar " 0 ~. 
--Happ\- f eet - ~ ;; till a hea" :a-.ori:e 
in the :\lid .... e:;;i and on the Pa :i5.~ 
Coa;: L ... ith ret::ent a.''' i ~ t: on 5<:'-.eral 

2J NO EMB ER lSSD 

---=""'~ 
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a doIla.r's w o:th 0 0 WGR. Y ot:! ge: : eco: c.:' : e-::k i" g 
highs in WG R 's prosperous BuEalo-a::e2 at:!cienc~ 

PLCS co-.erage of 5cor~ of impor-,.am t:.p5tate x:al 
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big T\ network shows like Fred 
Waring. 

While the ~Iiles Shoe jingle was for
tunate enough to become a popular 
song, the reyerse was true of the Para
dise wille jingle. The wine, a product 
of Risceglia Brothers. spread its fame 
far and wide by adaptin g a popular 
song to a jingle. In 19-1.0. Paradise 
bought ri~hb to " Mama no want no 
pea~. 110 rice, no cocoanut oir' from 
the Leeds \Iu"ical Publishillg COI11-
pan y. B~ 1942 \'/ ag \Vagner. famous 
Ch icago jinglf'smith, had written Para
dise \\ 'ine \\ ords to the ~on g and it 
was r('ad~ for recording by the :;\Iills 
Brothers. Altogether, fi\ 'e \ erSIOnS 
were rl'{"ordf'(i. 10. IS. 2(). 30. and 60 

STAY ON 
TOP 

With KFSD 

sffonds long. This permitted flexible 
use of the song in transcribed COI11-

merc ials of yarying length. 
Paradise spent oyer $5,000 for righ ts 

tu the music, talent and rffording. 
now spends more than 7S('~ of its ay
erage yearly ad budget of $150.000 in 
pushing the jingle on radio. This fall 
saw TV animated film commercials 
bearing til(' Paradise Wine label for 
th e first time. The original jingle 
tran"cribed for radio suits TY ad
mirably, hut by all oversight no one 
had th ought to include TV rights in 
the deal \lith Leed~ :;\Iusieal Publishing 
Company. So Paradise and their agen
cy, SI. Georges .\ Keyes, Inc .. had to 
relH'gotiatf' for TV rights. 

The Station First in Audience, Coverage, 

Power Year After Year in San Diego, California 

KF SD 

K F S D The ONLY SOOO watt Day and Night 
Station San Die . Dial 600 

it 
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The Paradise 'Vine "Poppa Song" is 
med on about 40 stations in fi\'e mar
kets. goes like this: 

Poppa lrill drink no other /(,ine 
Bllt Paradise Wine, 

,llama ,!'ill serve no other /Cine 
But Paradise Wine. 

When YOll order wine today. 
Say what Poppa likes to say, 

Poppa will drink no other wine 
Bllt Paradise Wine. 

The jingle itself takes onl) the fi rst 
IS seconds or so of a transcription_ 
the middle 35 seconds is devoted to an 
announcement, and a 10-second ending 
again slips in a quick rendition of the 
jingle. Transcriptions are scheduled at 
least twice a day, five days a week on 
each station (eY~ry day e~cep t Sunday 
and :;\Ionday ) . 

Ouz, the fourth case history. is a 
soap product of Proeter .\ Gamble. 
A prelly consisten t user of transc rihed 
announcements and chainbreaks, to
day 115 spot stations carry the Duz 
messages, with five a week schedules 
in the six largest c ities and about three 
per week in smaller ones. 

Present Ouz commercials are writ
ten to achieve "a high degree of in
dividuality" accordillg to Compton 
Advertising, which handles the ac
count. The copy ca rries a strong tes
timonial flayor built on the theme of 
women "going back to Duz," as a 
counter-action to the r('("ent powerful 
driye being malif' by synthetic detf'r
gents. 

Compton writf'rs composed musIc 
and words for transcriptions to be 
used as one-minu te announcements 
and as a hillhoard gimmick for net
work programs. Gilllmick is this ba
sic jingle combined wi th strong: spoken 
selling copy for the longer aLlIlOUI1Ce
ments: 

/'111 going back. back to D-U-Z 
nuz does l'ver'l'thing, }'essirree.' 
Gives rOll wh ite, /{,h itl' ll"asl/(~s 

WithO/~t red hands! 
JrI h ite. !l'h ite It'ashes 
Withollt red hands ! 

\\Titb time to 1II00"e aroulld ill in the 
O IW-1ll i n ute allllOUnCel1wnt. Compton 
~alldwiched a relatiyel) long: sff tion of 
spokf'n eopy Iwtweell a long and short 
\ersioll of the jingle. Hcsea rch had 
shown tilat this particular appeal was 
llIost efTecti\'f' in combatting the '"no
rinse" argument of S) IIthetic deter
gents: 

"lIow about you? Have you been 
e'perilllcllting \\ ith aile of th()~e "110-
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20 NOVEMBER 1950 

a meaningful gift for all your radio 

and television friends and associates 

They'll appreciate your selection of a gift so 

completely suited to their every day needs. 

Here is a quick. easy and highly satisfactory 

way to solve your Christmas gift problem •.. 

at special low gift subscription rates. 

Just make up a list of those of your 

friends who are sponsors. advertising 

prospects. agency executives. 

broadcasters or business associates. 

Use the order card inserted 

in this issue or your awn 

stationery, if necessary. But please 

mail it early to enable us to acknowledge 

your gift on the beautifully-designed 

card illustrated on the left. 

* SPECIAL LOW CHRISTMAS GIFT RATES 

Your own subscription, new or renewaJ... ..................... $B 

Each additional subscription ...................... .. .. .......... .. ........ $5 

In quantities of 25 or more gift subscriptions cost is 

only $4 each. 

Shortest llistallce between bIlUe,' an" seller 

510 MADISON AVENUE, NEW YORK 22, N. Y. 
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rinse" c helllicals on washday-on ly to 
find your hanch couldn't take it. Then 
try DeZ and get white, white washes 
- without red hands. Duz can promise 
this hecause on ly Duz of all leading 
washday plOducts contains such grea t 
quantities of rich, rea l soap - CO Hl

bined with two ac tive detergents. Tha t's 
why DlTZ gets clothes so beautifully 
clean and white- while it giyes extra 
~afety for colors and wonderful mi ld· 
ness to hands. DrZ does ewry thing! 
So c'mon along:' 

A train whistle is used at the beg in
ning and end of the jingle. More than 
just an attC'lltion-gettin g device, it ties 
il1 with the "going back" theme of the 

jingle and the' last line of commercial 
copy in the one-minute transcription: 
" ... c'mon along." It is just such 
logical use of sound effects integrated 
with the copy theme which character
izes the most effective transc ribed C0111-

mercials. 
Smart radio advertisers rea lize that 

recorded commercials should be as 
good as it's possible to make them, 
wi thin a budget. The biggest cost 
chunk is in wri tin g and recording 
talent fecs and not in the purely me
chanical process of recording. 

Once he has decided what he thinks 
sho uld be the theme of his announce
men ts, an advertiser must put them 

WBNS knows hew to mix salesmanship with 
sho~inanship. That's .whY.i1 ha~ the eor of 
187,980 families in central Ohio •.. Yes, 
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87,980 WBNS families with income of 
$1,387,469,000. 

• The ";kno\,: ho~" of WBNS hfls made it the 
top station in the Qren and noturolly the first 
choice of advertisers who wont to do (] better 
selling job at bwer cost. 

ASK JOHN BLAIR 
NATIONAL REPRESENT ATtVES 

POWER WBNS 5,000· WEf.D 53,OCP ~ CBS s COLUMBUS, OHm 

into a perfectly-timed, attention-get
ting, attrac t hoe, simple, and clear tran
scription. 

Usually, but not always, this means 
hiring someone to write music, lyrics, 
and spoken copy. '\lost of the larger 
advertising agencies do a complete job 
of this type, even pre-test each of the 
several versions to pick out the " most 
likely to succeed. " Or outside jingle
smith may be called in to try their 
hand at the music and lyrics, leaving 
spoken commercial copy to the ad 
agency or advertiser. Hetain ers to es
tablished jingle writers frequentl y run 
over $500, may be wasted when the 
advertise r doesn't care for the result. 
If the prices of full-time jinglers are 
too rich for a smaller advertiser 's 
blood, there are part-time music and 
lyric writers who havc produced ad
mirable work. Radio station mu sic 
director Roy Ross. compose r of the 
Mi les Shoe jingle, is an example. 

For heavy spot users who can afford 
the best, however, profess ional j ingle
smiths are still fi rs t choice. ~lell like 
\Vag Wagner of Chicago for example, 
wri t('r of jingles for Beich Candy Com
pany (Whizz and Pecan Pete candy 
bars), Green River soft drinks. At las 
Prager Beer, Edelweiss Beer, Broad
cast Corned Beef Hash , and others. 
Or George Nelson, Robert Cragin, 
and Edward Flynn of George R. Nel
son, Inc. - adyertising agencymen of 
Schenectady and success ful jingle
smiths of 15 years' standing. 

The ~elson agcncy believes in so
called " non-irritating" commercials, 
explains its opcration this wa y: " \Ve 
have always held the theory that radio 
'j ingles' an tagonizcd full y as many 
prospective buyers as they persuaded. 

! Instead, elson felt , such musical ma
terial should be pleasan t and ent ertain
ing, -varied in treatment ... in effect, 
music styled in the manner of popular 
songs." 

:Nelson jingles are original music 
written in the style of hillbilly and 
\\7es t e rn songs. So uth Am e ri can 
rhythms, waltzes. marches. ballads, 
novelt y tunes. Di xieland , polkas ... 
whatever mllsic fits the product best. 
A recellt scries for Sealt es t was writ
t(,l1 to suggest c reamincss mu:,:ically . 
Scaltest s('} i('s totaled 56. plngged plain 
and homogen ized milk, ice cream 
COll (,S, half-gallon packagcs of ice 
('rea m. frozen dcsserb, so ur cream, 
specializecl holiday and other company 
products. 

Once the musical part of a tran-
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sc ribed commercial is set, copy-writers 
link it up with a spoken sales pi tch. 
And this is where an advertiser most 
frequently runs into trouble_ It would 
be splendid if he could tell his wllOle 
sales story and push every single item 
all in one minute, but it can ' t be done. 
Hesearch at one large advertising 
age ncy indicates that some 40 % of 
people interviewed could not remem
ber even the product name when they 
claillH'd to have heard various com
mercials. Obviously. a long sales mes
sage involvi ng many items and many 
" ideas" has a much slimmer chance 
of being remembered. 

Here are some pointers on commer
cial construction as practiced by J ohn 
Swayze, head of Young & Rubicarn's 
radio and TV commercials: 

1. Sales message must be cl ea r. Loth 
as to enunciation, speed of deliv
ery , and sentence st ructu re. 

2. Message must be simple. read il y 
grasped under home listening 
conditions. 

3_ " Over commercialism" should be 
avoided-excessive repetition of 
product name, dull devices, " an
noyance without ingen uity." 

4. About half of national spot an
nouncements contain music; use 
it to add interest, gain attention , 
when possible. 

5_ Music or sound effects should be 
relevant to the sales message; 
mere noise for its attention-get
ting ability alone is irritating 
and probably unconvincing. 

6. ~usic usually should be brief 
enough to allow time for spoken 
copy; for example, 20 seconds 
is usually the limit for the mu
sical part of a one-minute an
nouncement. 

7. Retain some striking part of the 
commercial permanently in a ll 
others which succeed it ; this en
courages familiarit y. 

8_ Make a commercial liked if pos
sible, but never allow it to be 
ignored. 

With several complete transcriptions 
put together on tape or wire (all of I 
them so good you'd hate to drop any 
one of them) , the pre-testing is done. 
Ad agencies frequently use their regu
lar consumer test panels to decide 
which commercial will go oyer best. 
Testing procedure is not, as you might 
think. simply a matter of playing all 
of them in succession and aski ng 
which is most liked. Involved are com-
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WI B C 
Indiana's 
First and Only 

50 KW Station 

j 

WI BC offers all of Hoosierland in 011e profitable 

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

erage-and at the lOll'est 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 F,iend'y 
Voice of Indiana 
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plex ps ~ dJO logica l problems. such as 
the pos ition of any single cammer· 
cial in a seri ('s and the effect of on e 
commercial on a person's attitude to· 
\\ard others. It is known , from reo 
search with thc program analyzer, that 
a poor leading commerclal in a pro· 
g ram pulls down the " lik ing" score of 
a c los ing ('ollJllle rc ial. 

he asked to rate a test cOllllnercial 
against on e found sm:cessful in Cali· 
fornia, but not played over the air in 
New York.) In research pa rlance this 
is called testin g an " unknown" against 
a " known" quantit y (commercial ) . 
l\latching tw o test commercial s against 
one another would be testing an " un. 
known " against an " unknown.·· hard· 
ly a scientific procedure. To 3\'oid this bias, separate g roups 

o f people a re asked to rate just one of 
the commercials heing tested against 
another whid, is known to be success· 
ful. but has 1I 0t previously heen heard 
by them. (A New York panel would 

Once the best commercial stands out 
ill the pre·test , talent and a studio arc 
engaged. Talent can range from a 
local trio doing nightclub or radio ap
pearances to nationall y famous groups 
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ON WNAX 

HERE'S WHY: 
Within the boundaries of Minnesota, the Dakotas, Nebraska 

and Iowa lies a 267 BMB.county area known as Big Aggie Land. 
It's a major market with an after.taxes buying income of $3.9. 
billion-greater than San Francisco, Philadelphia or Washington, 
D. C. Retail sales in this richest of all agricultural areas run to 
$2.9.billion-greater than Los Angeles, Detroit or St. Louis. Big 
Aggie Land is ovenvhelmingly dominated by one, powerful radio 
station ... WNAX. 

A diary study conducted this year by Audience Surveys, Inc., 
reaffirms WNAX leadership. Fifty.two stations received mention 
in the study. But WNAX received top rating in 439 (88%) of 
the 500 quarter.hours studied. This is more than ten times the 
number of "wins" granted the second station. Listeners like 
WNAX best 89% of all daytime quarter.hours .. _ 84% of all 
evening quarter-hours. That's why WNAX advertising goes to 
work-not to waste. 

WNAX has a list of sales success stories as long as your arm. 
Most likely there is one for your type of product or service. Your 
nearest Katz man will show you how WNAX alone can sell for 
you in Big Aggie Land. Call him today. 

WNAX-S70 
YANKTON - SIOUX CITY 

570 K(. . 5,000 Watts rI ~ S~ 
REPRESENTED BY KATZ AFFILIATED WITH A.I.C. 

like th e Mills Brothers or soloists like 
Maxine Sullivan and Jan August (pia
no ). The price is steep but audience 
acceptance makes it worth while in 
most cases. 

Final!) eve ryone involved in making 
the coml1lercial assembles at a record· 
ing studio. whlch is usually rented by 
the hour. SPOl'\SOR visited the Empire 
Broadcasting Corporation. one of 
many studios in New York. Mr. Ar· 
thur Luho, vlce president of Empire, 
explained that the company's two stu
dios are used hath for reh earsal and 
recording. Rehearsal time ranges from 
two minutes all the way to five hours, 
clepp.nding on how man y versions are 
tried and how quick the musicians and 
annoullcers are in putting o\'er the ex· 
act effect desired. 

Recordings are either taped or cut 
on an acetate disc; thi s is ('aIled a 
" safety." Editing. dubbing, and patch
ing is then done on the "saff't y" to 
produce a fini shed transcription. This 
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edited "safet y" record is in turn re
recorded on an oversized acetate disc 
known as a " master." It is the " mas· 
ter. " gold sputtered and copper plated, 
which presses out up to 300 copies. If 
more th an 300 copies are needed, a 
" mother" is made from the " master" 
before regula r pressing begins. Each 
" mother" will then press out 300 more 
copies. 

Although recording studi os like Em· 
pire Broadcasting are all generall y 

• 
alike ill their equipment, rate ca rds 
\'ary somewhat. Some quote higher 
relwarsal costs, lower record copy 
charges and so on. It pays to shop 
around and price several studios be· 
fore deciding. 

Transc ribing a commercial is, of 
course, not the final step in a th orough 
spot announcement campaign. It pays 
to test thf' effect of these transc ripti ons 
by measuring both before and several 
months after they are first used. And. 
kn owin g when to stop using a given 
transc ription. is undoubtedl y as 1111-
portant as knowing wh en to start- if 
a commcrcial tends to be strongly lrri· 
tat ing. 

The whole technique of ('ommercial 
\\ ri ti llg is lIea tl) summed up ill fOllr 
lines of doggerel sent to SPONSO R so me 
time ago h) Chester H. Mill er, th en 
radio director of Ca lkin !':' &: Hold pn: 

Say it simply, 
Say it quirk . 
Sa)' it a/ten , 
Make it stick *** 
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MEN, MONEY & MOTIVES 
(Con tinu ed fro III page (») 

able values. Along comes one segment 
of PH alld says. in effect. "aw"thin g 
you can do, we can do , only better:' 
It bases its whole claim to accolll plish 
1II0re than advertising, or as much, or 
for much less cost, on its slick ahility 
to get for free or a case of Scotch what 
u~ually has to be paid for at estab 
lished rates. To rt'prise, why pay for 
time or spact' if it ca ll bc acquired by 
"plan t?" 

* * * 
Here, plainly, are the makings of a 

major clash on who-geb- \\ hat-and-for
how-much. Originall y PI{ dealt with 
viewpoints and attitudt's. The PR 
counsel was a friend of th e defendant, 
a good-speaker for business. Today 
the best PR counsels are scholar .. who 
can hold their own with the best minds 
of the day, but they ha\'e colleagues 
down the line who hm'e taken tu ma
nipulating time and space to cop com
mercial benefits for commercial intcr
ests. This is tolerable up to a point. 
~obody is going to complain if a new 
product, say_ slides over a fe w fast 
ones on editors. Let there be publicity 
whoopla. Even when advertising is not 
to follow. But when advertising i", per
flisten tly sold short , as unnecessary ex
pense and PR, or what is called PR, 
is offered in suhstitution, then some 
folks get irked. Perhaps you wou ld 
agree? 

* * * 
Perhaps, too, you would be inter

ested to learn that there is a small but 
exclusive and potent body of nwn a ll 
the high plateaus of business who go 
by the name of management engilleers 
and who have their own bune to pick 
wJth PR. These men are increasingly 
advising top management not to care
lessly buy the PR bill of goods or heed
lessly go too often to the well of good 
will. 

Gentlemen, what they mean is this : 
if you're smart, you don't use up your 
magazine and newspaper and radial 
TV fav ors too offhand. * * * 

MR. SPONSOR 
(Continued from pnge 10) 

all TV, Just a fc\\ week.. ago Pat 
announccd th e finll 's re\'oluti011arv 
new pol icy of buying time on women:s 
daytime TV shows all am TY station 
willing to send a demonsirator to one 
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• COMPARE ... the Coverage with 

the Cost and You'll discover 

Why this Greater "Dolla r Distance" 

Buy is Ringing More Cash 

Registers than ever 

for Advertisers! 

• Covers a tremendous 

Popu lotion Area 

in 5 States at the 

Lowest rate of any 

Major Station In 

this Region! 

"It's The DETROIT Area's Greater Buy!" 

Guardian Bldg .• Detroit 26 

ADAM J. YOUl'iG, In., INC .. Nat'\ Rep. • J, E. C~l\IrEAU , Pre~jdent 
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He hauled a lumberman 
out of the woods 
The wouds included pine, oak. fir, and [f~dwuod-and the 
board feel went inlo a 101 of Sioux City tepees. While 
trlwk-dri\ ing is one of his less significant lalpnls. empty
ing tnw\...,; fur :;ponsurs is an important eorollary uf his 
~alesl1lanship. 

:\s ;\1r. E. S. Gaynor. president of the E. S. Gaynor 
Luml.er Cu., wrutc to KTllL both nf Sioux Cily, Iowa: 

"It is with pleasure that we rencw our con trac t for 
Ihe Fulton Lew is. Jr. program. \Vhen we fir~t signed 
for Ihe program (Feb .. l()SO) WI' had just complelpd 
tllf' largest year in our 39 yt"ars. In,reasc~ in 1 ()SO 
(O\'er ' }l)): Feh. 17',;. March 9%'/;. April ·I.w(; . 
\1a ) 12'/;. JUIW 52',; , July 134,', ; . January. the 
monlh I.ciore our sponsorship. showed a 22' ~ loss. 
"\V(~ were told Ihal tile program would do this vcry 
thing. hilI Ihe resulLs are far grealer than e"peded. 
ne~id(>s. we feel Ihat 1\1r. Lewis is doing a wonderful 
job of sclling America to Americans." 

The Fulton Lewis. Jr. program. eurrently sponsored on 
1I10re Ihan ~()O stalions. oITers local acherlisers a ready. 
lIIade audien('(~ at local time ('osl. Since Ihere are morp 
Ihan 50() \1 RS slations, Ihere lIIay be all opening ill yonr 
10calilY. (he('k your Mutual nutlel - or til(' Co-operali,e 
I)II/gram l>Cp'lrtlllelll. Mutual Broadcasting System, 
11 J.O Bro'ld\\'ay. 1\ YC 1:: (or Tril,ulH' 1'0\\('1', Chicago II). 

of their four indoctrin ation sessions. 
This was just one more piOllf'pring 

mo\'e among tllf' many Pat has made. 
He has bppn a piOllf'er in pdueati onal 
ach 'erlising. Hp was first to use liYe 
action in minute movips sYllehronizf'C1 
wi lh animati.n. He pionperpd in film 
and visual cooking schools. 

A fundamenta l idpa in Pat's radio 
and TV advertising is that once a 
woman becomes thoroughly sold on 
bananas and their uses, she beeomes a 
missionary for hananas and sells her 
relati\'ps and fripnds. \lso, that the 
publie will not rpspond to an appeal to 
cal a food because it is good for th em, 
if th ey don't likp it ; hut will rpspond 

I strollgl) to an appeal which givps 
Ihem health reasons for eating a food 
Ihey a lrpady like. 

Pat has alertly uspd Chiquita to 
:,-prYe tllf' puhlie interest. Cni\'ersi ti e:-. 
thruughout the eountry havp rpqupsted 
and receiyed brochurps of banana edu
ca tional matprial. Chiqui ta has sung 
for hungry chil(lren ahroad; pleaded. 
wi th marked effeet, to alle\' iatp the re
cen t :\pw York water shortage. Pat 
works do:,-ply with sueh allied indus
trips as t1lf' apple industry, has giyen 
them free use of Chiquita 10 promote 
thei r product. He has neyer a(her
tised tht> banalla in competilloll to 
otilf'r foods. 

Famous Chiquita Banana is Pat's 
progeny. Harply has a famous ad\'er
tising charaeler owed so much to one 
indiyidual. Pat has hepn wi th Unitpd 
Frui t for 35 years. He was burn in 
Dedham. ~Iass .. in 1m:G. He was grad
uatpd from Harvard Uni\'ersi ty with 
an A.B. Degree: in 1910 recei\ed his 
L.L.B. from Harva rd. He tilf'n joined 
the law firm of Storey. Thorndike, 
Palmer, and Dodge in Boston. whieh 
numbered among its clients Pni ted 
Fruit Company. Pat went to Cnited 
Fruit fi\ 'e years later to become an 
assislant ('oun~el for Ihe company. 
From th ere he took Ihe unusual step 
into sales and adyprlising. 

CLOTHING STORES ON AIR 
t Conti/wce! /10111 page ~-l) 

ri c. TIa\ hum. afh'erlising manager. 1 n 
Ihe c;se of the Sa\'allnah slore. he 
i~n'l joking. Pop. ~IC of Ihe WDAR 
show. of len hrnadca~ls frolll Ihe store: 
sometinlf's ('omes down to actually sell 
Ihe lIIe rchandise to his fans. 

La~1 year Dejay added three IH'W 
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stores to its operation, plans to open 
several more in the Southwest in the 
near future. Most of the stores have 
expanded into famil y appa rel and ap· 
plances, and go under thc names of 
Peoples, Kaybee, or Selly. 

Another chain that adds to the woes 
of the local retailer is Bond Stores, IIH'. 
The company has 69 stores throughout 
the country. is the largest manufac
turer of men 's an d wOlllen 's dothing ill 
the United States. Sales last year were 
over $83,000,000. An educated guess 
is that their radio/ TV budget is be
tween $) ,000,000 and $1,200,000. 

Bond's has been a steady sponsor 
on radio for over 12 years, and has 
now added TV. It buys timc on more 
than 40 radio stations. has favored 
musical clock and news programs. 
Each show is aired a minimum of three 
times a week, up to nine times if possi
ble. The company buys so-called mar
ginal time, {'ariy morning or late eve
ning. 

Bond's probably spends 3t;{, of its 
net sales for advertising; about 40 % 
of the ad budget goes to radio and 
TV. Commercials are on the insti
tutional side. sh y a way from price and 
value plugs. 

Radio activity in New York City re
flects the company's air policies. It 
sponsors 10hn Gambling's Musical 
Clock three mornings a week at 7 :15 
over WaR, has had the program over' 
10 years. In addition, four nights a 
week at 11 :00, the compan y sponsors 
George Bryan's News, CBS. On TV 
( DuMont ), the compan y sponsors 
wrestling Monday nights at 9:00, and 
Hands of Mystery on Friday Nights. 

In Boston, Bond's sponsors a news 
broadcast at 7 :40 a.m. three times a 
week. This sponsorship, which has con
tinwed over WEEI for 10 years. is the 
store's only radio advertising in Bos
ton. One Washington's birthday an
nouncement sold 127 men 's suits; three 
others a short time later brought in 
200 new charge customcrs. The W EEl 
News was the store's only promotion 
at the time. 

Unlike Robert Hall, which looks for 
the low-rent areas, Bond's seeks to es
tablish large stores in the high rent 
districts. Latest move is the franchis
ing this fall of 10 local retail stores; 
goal is 200. These stores will act as 
agents for Bond Clothing, but will re
tain their own separate business entity. 

Like Bond's, Howard Clothes Inc. 
advertising copy is institutional, or 
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•.. star-fill"d C(Jst (Jlld jlerje('( direction. Smooth-os
silk script aud a plot tllflt's terrific. Thc (Ingels (Ire 
!/(JjlPY bt'ctlllsC it looks lik" ([ hit. Bllt they ar('n't 
s1lm )'('t. TllfIt's still s]Jcclllatioll - (Jlul Ivill b e Illltil 
th e /i1l(Jl box-office scorc is ill. 

And that's how it is ill show busincss. " Thcthcr 
you're JJa cking a plar- or hllying radio, televi~ion, or 
motion picture stock. Thc risks al'C grcat- but thc 
l'cwards arc, too. And so m c of thcm you can mcasure. 

So that's what wc did in onr lat('st ],ookl ct call ed 
RADIO, TELEVISION, AND J'llOTION PICTURES. 

It starts hy assnming a scm i-war ccon om y for somc 
timc to {'Ollie, t c ]]s what shou ld happcn in thc cycnt 
of a changc. 

The il it takes Itp the moyics ... stlldies thc "star
sy"tCIII··, prod It(' t iun co>-ts, finances, and t hc sh rinking 
forc if!ll markcts. 

Both IIl'ancM(,s of t h c indu"try are ct1" crcd ... de
tail('d r(' l'orb on moyie-makin g tllld movie-showing 
... a thorough di~c Lt"si on of just what tclcyi sion II1 can~ 

to tlwm now-and lllight m can tomorrow. 

It does thc sam c kind of joh on thc n ctworks, 
too ... cxp lorcs TV both as a problelll and a promisc
and rl'\-iews the rolc that color might play. 

And thc survey ends with specific help for in
vcstors. Thumbnail dcscriptions of twcnty-six lead
in~ companics giyc you currcnt figurcs on sales, carn
ings, dividend,; , outlook-a good idca of just how 
each company stands. 

]f YOIl own stock in these industrics now, are think
ing of huying or sc lling SOllW any timc soon , or just 
want to know a lo t morc about them, don-t mi ss 
BADIa, TELEVISION, AND ~IOTION PICTURES. 
A copy is yours for thc a"king. Simply write-

Department 5T-81 

MERRILL LYNCH, PIERCE: FENNER & BEANE 

~ 
~ 

70 PINE STREET NEW YORK 5, N. Y. 
Telephone: WHitehall 4-1212 

523 West 6th Street 6361 Hollywood Blvd. 
LOS ANGELES 14 HOLLYWOOD 28 
Tel.: Mutual 4331 Tel.: Hillside 0111 
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ou can't buy 

TIMEBUYER quotes 
like these: 

Foote, Cone ~\: Belding 

"SPONSOR is the brightest newcomer t·o the field of ad
vertising publications in many a long day." 

FAIRFAX M. CONE, Chairman of Bd. 

Biow 

"SPONSOR really keeps us posted on what's going on in 
radio and television advert ising." 

ETHEL WIEDER, Timebuyer. 

Er w in , Wasey 

"The SPONSOR method of presentation was long over
due. I feel that SPONSOR greatly deserves the important 
part it plays on the agency scene." 

RA Y SIMMS, Chief Timebuyer. 

B e nuJJl o n t ~\: IIolllnan , 'nc. 

" We hear nothing but complimentary remarks about 
SPONSOR within the agency trade. It is definitely on 
my 'must-read ' list regularly." 

CLARKE TRUDEAU, Media Director. 

Benton ~\: Bow les 

"SPO NSOR has been on my list of home must reading 
for a long time. I find it interesting as well as informa
tive. " 

G EORGE KERN, lJead Timebuyer. 

N . W. Ayer 

"Everyone connected with Radio and Television advertis
ing should read SPONSOR. We at N. W. Ayer read it 
regularly because it keeps us posted on the latest radio 
and television activities." 

PAUL KIZENBERGER, Timebuyer. 

Ruthrauff & Ryall 

"SPONSOR presen ts the type of fac tual information help
ful to the agency and client in dealing with radio and 
television problems. It receives thorough readership in 
our firm." 

Ross METZGER, VP & Radio Director. 

Kellyon ~\: Ecldlardt, 'nc. 

"SPONSOR is well-named for it is the only book that 
really gets down to cases with the problems directly con
cerning sponsors. We find it a valuable source of ideas 
and facts ." 

PHILIP K ENNEY, Radio Timebuyer. 

B . B. D . ~\: o. 

"Because SPONSOR fills a need covered by no other 
trade paper, all of our timebuyers get SPONSOR at home 
where they can read it in peace and quiet." 

FRANK SILVERNA IL, Chief Radio Timebuyer. 

Kudner 

" I read SPONSOR regularly to keep up to date with the 
happenings in the radio and television field. I consider 
it an excellen t medium for people who are interested in 
this phase of the advertising business." 

DAN J. PYKETT, Media Director. 



William Esty Co. 

"SPONSOR talks our language and gives us invaluable 
and current information. Our office file of back copies 
of SPONSOR has proven invaluable." 

KENDALL FOSTER, Director Television Dept. 

Sherman & IUarqllette 

"SPONSOR is given careful reading each issue by most 
of our key personnel. Moreover, it contains much infor
mation which is of permanent reference value." 

Lou TILDEN, Radio Director. 

Doherty, Clifford '-~ Shenfield 

"SPONSOR seldom fails to provide some newer, fresher, 
approach to an industry story or problem." 

HELEN WILBUR, Radio Timebuyer. 

Honig-Cooper 

"SPONSOR contains more meaty case histories of adver
tising in action than any other trade publication in the 
field." 

LOUIS HONIG, V ice President. 

"SPONSOR is a regular in our Maxon radio and tele
vision departments. It's solid reading from cover to 
cover." 

ED WILHELM, Timebuyer. 

Schwimmer '-~ ScoU 

"SPONSOR to me is the Lest in the field. As a matter 
of fact, I have almost all the copies in my files from the 
day it started publication. For radio and TV news, it 
can' t be beat! I find myself constan tly referring to back 
issues for information of all kinds- most particularly for 
TV growth and acceptance." 

EVELYN R. VAND ERPLOEG, Ilead Timebuyer. 

SlIlIivan, Stallffer, Colwell ,-t: Bayles 

"For up-to-date complete information we consider SPON
SOR a must on our reading list of radio pub:ications." 

FRANK MINEHAN, Vice President & Media Director 

Com,Jto .. 

"SPONSOR's the answer to a need in trade papers. Every
one here reads it that should." 

HENRY CLOCIIESSY, Head Radio Timebuyer. 

.I. Walter T'.om,Json 

"SPONSOR is a must on the recommended reading list. 
Its total audience at J. Walter Thompson far exceeds the 
number of subscriptions." 

LINNEA NELSON, Head Timebuyer. 

IJlcCal".-Eric'~soll 

"Reading SPONSOR is a must with me. It has to be, 
with 50 many of my associates and clients always quoting 
it. Besides, it's good reading." 

BILL DEKKER, Dir. Radio Servo & Station Relations. 

SPONSOR 
The Magazine That Broadcast Buyers Read and Use 



!'emi-iu!'titutional. Its prices are stand
anlized S2 weeks of the year. It con
fines its lines to men's and hoys' wea r. 

Howard-s. a veteran radio sponsor, 
entered the reta il fi eld in 1925. For 
15 years prior to thaL the company 
manufactured on ly, did no reta iling. 
Today it ha .. ·t9 re tail ;-.tores extending 
west to l\ linnpapolis. 

" ·PI:\. (sporbcast), \\ 'JZ-TY. WaR
TY, and Du\Iont (one-minu te an
nouncements'; Philadelphia, "CAL' 
I newscast ) • " 'CAU-TV (participation 
in sporbcast ) : Boston, " 'EEl (news
cast and announcements ) : ~1inneapo
lis, \\'TC:'\1 (newscast ) . 

Recently the program ran a contest 
to choose, "the best dressed man in 
sports." Viewers were indted to write 
ill thei r nominat ions; winners (in 
seven different sports) included names 
like La Xlotta, Turnesa, Hodges. The 
athletes recei\ed insc ribed trophies a!lcl 
a complete outfit of Howard clothes. 
The company has distributed signs pro
moting the ~how to over 5.000 -'\ew 
York City bars and grills. 

Hadio and telev ision get abo ut 40 ~ ; 
of Howard's ad hudgeL It s cur rent 
,. .. hedule includes: ;\ew York. W.\IG:\I 
and WI:\~ ( one-minute j ingles) , 

Howard's ha,. been outstanding ill its 
radio and TY tie- in promotions. On 
its " -PI.\ sportscast, it features Jimmy 
P owers and lack McCarthy . \kCarthy 
works as a salesman in a Howard 
sture. 
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SOMETHI NG EVERY SALES MANAGER 
SHOULD KNOW-

A Station Is Known by the 
Audience It KEEPS! 

A long time ago KRNT, DES MOINES, 
got the audience. A close friend
ship was established that remains 
loya l a nd unbroken. The Hoopers 
show that, and they also show 
tha t KRNT continues to add to its 
immense family of listeners. 

k1Y advertiser who insists upon 
a successful radio campaign in 
the rich, ripe and ready CENTRAL 
IOWA market MUST callan KRNT 
to get the job done. 

To substantiate that fact, KRNT 
has scores of success stories 
or--take a look at the latest 
C. E. Hooper Audience Index, Des 
Moines, city zone, for May-thru
September, 1950. You'll see--

K R N T LEA D S 
IN EVERY TIME PERIOD! 

And . .. THAT/S Something Every 

Sales Manager Should Know! 

The station with the labulous personalities and the astronomical Hoopen 

It ties in its window displays, store 
interiors, and newspaper ads with its 
air advertising. Radio and TV jingles 
are printed in newspaper ads. 

Another of the big chains, Iliple)' 
Clothes, uses institutional type copy. 
conducts no sales. Ripley 's, a chain of 
20 stores lias been in bu"ine~s nbout 
l5 years. Its stores are scatterpd ill 
\Iiddle Atlantic and :\ew England 
states. 

Ahout 4.fY-~ of its ad budget is de
voted to radio and TV, with the em
phasis on TV. The company currently 
uses seven stations. 

Activity of these chains is represen
tative of the job being done by the 
big boys. But the little fellows, the 
lecal clothiers, aren't exactly silting 
back and doing nothing. This is what 
some of them are doing to match chain
store competition. 

KLZ in Denver reports that the three 
top men's clothiers of the city are 
heavy spenders for radio time. Two. 
Cottrell Clothing Company anfl Joe 
Alpert's Inc .. are local stores: the third 
is Bobert Hall. 

Cottrell\; is the ~tation 's longest 
afh'ertiser, 21 years. The store cur
rently is signed for its fifteenth straight 
year of newscast sponsorship, a ~Ion
day t~rough Saturday feature at 5 :00 
p.m. Basic idpa of the newscast is a 
pitch toward the \-ast mohile audience 
listening over car radjos. 

"\Ve'vc hafl repeated examples of 
i men coming into our store who tell us 

about listening to our newscast while 
flriving home from work," says Bill 
Glass, president of Cottrell's. "I know 
it works." 

The company spends about $18,000 
a )par on radio, or aproximately 30 rlc 

I of its ad Budget. When Cottrell's 
opened its new S~OO,OOO store in Den
\-er rec('ntly, it worked hand-in-hand 
with KLZ to promot!' the e\ en!. The 
station's newscasts were airpd frol1J 
the store's windows, and attracted huge 
('l·owds. 

Joe Alpert's, another Den\er leader, 
has used radio for 22 years. Over 50% 
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of it s c urrent ad budget is dc\'() ted to 
the mcdium. The store sponso rs thc 
Clwrkwagon Jamboree 0 11 KLZ, a half· 
hour ea rly morning 1Illlsirai show. 

" Radio is the most succcssfu l JIIedi· 
um ill selling men's suit s; it is th(' bcst 
medium for sclling ideas, " says E ugenc 
Pilz, Ih'e·wire adyertising direc tor of 
Alpert's. "But YOll have to haH' quan
tity and consistency to get th e joh 
done. " 

Early in February this year. during 
a normally slow bus incss pcriod, Pill: 
tried a two-week prf'mi uJII st<lllIP Calll
paign with radio ca rrying the ball. The 
campaign, designed to stimulate store 
traffic, hrought sO l\le 2.000 addi ti onal 
pcople into thc store during til(' two 
week's airing. 

Pilz's thought s on cOllllllercials an' 
wo rth noting: "~re usc simple, fllllda
mental ideas. \\' f' ~1'\,0 id exaggcra t ions 
in our radio copy. \\'c are frank. ~kip 
the supcrlati\'es. And manage to key
not e all our radio copy with helieva
bility and sinceritr." Alpcrt\; a lways 
mentions pricf' on radio \\'hl'lI a spe
cific it cm is advertised. 

The Dem-er Robert Ha ll storc uses 
announcemen ts on three stations and 
devotes about 70 r:;. of its ad budget to 
radio. 

~'WDC, Washingtoll , D. c., tells the 
story of the H. Ahramson COlllpany, a 
c redit-type clothing store. In 10-1-2, th e 
company tried \\' \\ 'DC with a radi o 
budget o f $100 a week. Store \'olul11e 
increased 28('{ during its fir , t year 
with radio. J n 1943, Abramson spent 
$10.000 for the medium ; 19-14, 20,-
000: 10,15, $25 ,000. The company will 
spend about $40,OO() thi s year and , 
plans $55,000 for 1951. 

Thc store, in an ont-of-the-war loca. 
t ion, has expanded th rec t imc~. now 
occupics th ree huildings. It cUITen th 
spo nsors one dail~' quiz sh ow. , 1!ysler:~' 
Melody: also buys a IS-minutc seg
ment o[ th e daily All-Sports Parade i-n 
th e aftt~ l'II oo lI. and two 10-minute seg
ll1ent~ of an ea rl y e\'elling recorcl ~ho\\'. 

Di( 'k Fcrg lI ~oll'S Cloth ill g Store ill 
A thens, Ga. , trif'd \\ ' \{FC in 19-1B. has 
he en a regular client sincf'. Thc ~tore 
devotes 90~ -~ of its ad budget to radio. 
has u:;ed fiv e spots a day, se\'f'1I days 
a week. It co-sponsor!' a Sunday aftcr
noon li\'c musical prog ram. 

Ferg lLon 's ollce put radio to a hard 
tesl. madc it prove its worth. In Jallu
ary, 1949, tl1(' ~ tore had a post-Christ . • 
mas c1ea rallce sale 011 men's suits. 1\ 
sleet storm hit 011 the day the sa le be
gan, alld elec tric power was kn oc ked i 
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out. Fergu!'oll':; ligh ted the store wi th 
ca lldles, ill rreased its spot schedul f' hy 
three a day. The three-day prumotion 
sold on ' r 500 lIIell '5 ~uits; o\'er a third 
of these were sold the fi rst day w ben 
peoplc co uld scarcely see what thcy 
were hu ying. 

rCpf(~S e llt Reliahle Uothi('r~ as long a!'
he i~ on the air and I am in business," 

Another loca l ~tore. Hcl iab le Cloth
iers in Torfolk , \a .. recelltl) hought a 
15-millute seglllent of the Jack I/ o/TIl l'S 
ShOll', a '\egro disk jockey , on \\TLO\\'. 
This is th e store'" first year ill rad io. 

WLO\\, prolllotes the popular f"e
gro disk j orkey. Thc stat iOIl has used 
newspaper ad~ . film trailers in eight 
Negro th eaters, 12,()()() f ull·color photo
g raph:;; 1;),000 throwaways; signs in 
~ponsors' stores ; and l)('rsol.13I a ppl'ar
a llces b) H olmes. 

"Oll e o llL of e\-ery three new ac
count s wc opell "ays 'Jack HollIH's spnt 
me' 'when we ask how they heard ahout 
th e sto rc," says Thcodorc Stei ner . own
er of I{ cliahlc. "As far as I alll CO II
ce rncd. Jark lIolmcs alld \\'LO\\' will 

J lI !'ter Brothers , \Iilllleapolis. bas 
lIsed radio for 26 ~ cars. It currcntly 
sponsur~ the /Jemie Berman Football 
ShOll' 011 WCCO. news on K. TP, and 
a style show featuring P. H. JII"t('r 
I owner) pel",;ollall) 011 1''sT P-T\. 

The all1i>itious air adn'r tisin g of re
tnil clothiers has nut heen ma tchf'd b) 
clothing mallufact urers. A few firm s 

Fastest Growing TV Station 
in America's 

Fastest Growing TV Market 
Only one year old-but it is a long estab 

lished habit among TV set owners in Columbus 
and 17 Central Ohio counties to tune in Channel 
10 for their favorite TV programs and stars. 

Only one year old-but WBNS- TV is pro
gramming five of the top ten "Pulse" rated 
shows preferred by the rapidly expanding TV 
audience in Columbus-

America's fastest growing TV m,arket. 

Only one year old-but national and local 
advertisers already scheduling WBNS- TV are 
reaching a ready-made, responsive audience 
for profitable selling and merchandising . 

FOR TV FACTS AND MARKET DATA, 
ASK BLAIR TV INC., OR WRITE DIRECT. 

WBNS -TV 
COLUMBUS, OHIO • Channel 10 
CBS-TV Network-Affiliated with 
Columbus Dispatch and WBNS-AM 
Sales Office: 33 North High Street 
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like Tril110unt a nd :-iagner ha r e bac kpd 
up t he reta iler on tlw air. But for the 
most part. man ufact u rers ha \'e had 
little to du \"ith radio. 

Recent" . Ii a ll. ~( ' ha fI lle r s.. }I a rx 
re<'ol11men df'd use of the nwd ium to its 
1 ,070 d l' al t' r~. In a leiter to th em ad
\i si ng local coordinated t ie-ins with 
a d ~ in Life and P ost. L ee P. Henrich, 
d irpctor of a(hertisi ng. wrotp. " A ba r
range of radi o spots will play all im
po rt an t part ill llIak ing it Iwa rly imp()~
sib il' for your prospect s to fo rtV~ t. " 

'\Ieg Zahrdt. as."istall t di r \'c1 or of thp 

To you, Mr. Advertiser, this 

means an income of $6,278.00 

per Kansas Farm Family.* 

Most of this is spetldabJe iu

come because the average 

farm family lives rent free 

and raises much of its food. 

What's more, this market is 

easier to sell. When you use 

WIBW, you ' r e practically 

addressing a daily meeting 

;;' Consullwr Markets ' 50-'51. 

Serving and Selling 

"THE MAGIC CIRCLE" 

Broalkast t\(h -c rt ising Burea u. has 
worked clmwh with Hart. 5chafIn er s.. 
~Iarx in promoting th e ('u mmercials to 
the stations and dea lers. t\('cordin g to 
'\ 'Iiss Zahrdt. sta ti ons and dealers ha r e 
res pond ed enthusias ticall y. Dealers 
buy their own time, ca n use the com
pany's s u ~gpsled commelT ials. 

Among severa l n 'spond ing, one sta 
tioll wro te BAH : " The local dealer 
SI' l' llwd impressed with thi s tie-in . an d 
\\ (' feel sure he will go along on simi
la r cam pa ig ns in the f ut ure. ,. An other 
\\ rote. " I heli e\'e tha t local merchants 

of Kansas farm families. 

You automatically get this 

hand-picked au die n c e be

cause WIBW is THE Farm 

Station of Kansas ... most 

listened to by most farm 

families.** 

Here's a sales "natural" ... 

families with money to spend 

and the station they them

selves prefer ••. WIBW. 

** Ka nsas Radio Audience '50. 

Rep.: Capper Publications, Inc.' BEN LUOY, Gen. Mgr.· WIBW' KCKN 
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a re inte rested in this kind of advertis
ing tie- in and promotion." 

The Hart. SchafIn er & Marx cam
paign ma y be th e beginning of a lI e\\ 
era in clothing manufacturers' ad\'er
ti sing. 

One clothier organization in particu
lar does a fin e job of promoting the 
industry as a wh ole. The :\l en 's Fash. 
ion Guild of America furni shes radio 
a nd TV stations, wire services, and 
newspapers with free apparel infonna
tion . The association was organized in 
August this year. presentl y works with 
250 radio and TV stati ons. It is com
posed of 12.') leading men 's wear manu
facturers. 

The Guild sends stations weekly re
ports on m PIl ',; fashi ons. ad apl able fo r 
a ir use. and reco rded statements by 
promincnt people once each three 
months ( used as one-minute announce
mcnts ill a nswpr to liYe questions) . 

Latest servicc is a complete clothes 
wardrobe kept a l th e N BC-TV ware
house. All networks are inyited to use 
it ill any wa y th ey wish . III addition . 
Ihe assoc iation plans to record inter
,icws with prominent fi gures in men s 
fashi uns. and fOr\\'ard these to radio 
stati ons. 

All in all, c10lhiers a round the COUll
Iry a rc doing a good j ob. Hetailers. 
both chains and local opera tions, pro
mote 10 th e hilt. and are generally 
heavy uscrs o f rad io adyerl ising. Ac
cording 10 re('ent market estimate3, the 
industr) is confident Ihat Chri~,tmas 

holida) sales this ) car will beat last 
yea r' s hy lO c~ . The industry has felt 
a slighl slump in the recent past. yet 
many of the stores are moving ahead. 
Large chains cspec iall y are mul tiply
ing. and haye increased the headaches 
o f the local merchants. 

Over-all rcsuit: inc reased alhcrtis-
ing and promolion. * * * 

COLOR TV 
(CoT/tiT/u ed from page 35) 

But h ere are tw o of the facto rs which 
ca n speed up o r bog down ell1prgenct' 
o f ('o lor TV : 

1. Public reactioTl . A~ ~PO~~OH 

went 10 pres~. ('o nrt dec ision in the 
HCA hid fo r an injunction agaill~t 

cOl11ml' rcia l polorcasting was not ) cl 
r('('e ivl'd. ~() matt er which way Ihe 
dppis ioll \\ cnl. thousands of l'\l ns ~lII lt' rs 
a re going 10 walch ('olo r tel" \ isi on fo r 
Ihe fi rs t t ime Ihis month. CBS is see

ing to that. 5 pecial <II ' lIlOllsl rat ions he-
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gan l · ~ Novelllber. as provided for by 
FCC a ut horization to CBS fur eX I)(~ ri
nlPllta l color transmission. The>ie can 
continue no matter what cour ts do 
ahollt ('ommercial eo lor('ast il ig right 

now. 
The enthusiaslII of th os(' who see til(' 

color demolls tration" will Iw a kC' y fa c
tor in the rapid or not-50-rapid el(,yel 
opment of commercial ('olorc astill g . If 
the eye app('al of color sets up a strollg 
urge to huy, th e n('\\' l1Iedium cOllld he 
on its way to a sneak g rowth clilllax . 
I f the public is only lukewarll1, lIoth
ing the lawyers, puhli cists, or (,Ilg i
ll('C'rs do in the lleXt few mOl.ths will 
IlP of impo rt ance in rapid huildin g of 
color TV c irculation. 

Short ly a fter World " 'ar II end('d, 
black and whit e t('levi:"ion r('ceivers ap
peared in store windows ill some of the 
largC'r cit iI's. It was from these ::otore 
wi ndo ws ( and from st'ls placed in 
bars I that enthusiaslIl radiat('d out
ward until the medium hegan i ts 
grow th spurt ahead of all pledictions. 

Memory of th ose crowds j'l front of 
th e TV sto re windows should stic k in 
the m inds of ad\'ertise rs a3sessi ng the 
('0101' situa tion . M uch is up to tilose 
same men, women, and eh ild rcn in the 

Aunt }o's HKiddy Korner" has 
captivated Memphis' kids for 
more than 2 years, therefore 
their mamas, whose intense lis
tening and buying loyalty has 
brought consistently top Hoop
ers and renewals from sponsors 
like these: 

' St hl itz Beer 'Sealtest 
' Gen. Foods Calum et 4 Millers Hig h LIft 
4666 Cold Tablets ' Kell ogg's All Bran 

1st or 2nd R2.5% daytl m. ~4 ~ours 

HOOP ER RADI O AUDIEN CE INDEX 
City : Memph is, Tenn . May · Sep tember 1950 

T ime Sets WDIA AB C D E F 
M·F 8A·6PM 17.6 24.8 19.0 17.3 15.3 11.1 6.6 4.9 

" \\'D],.\ , Memph is. Tenn essee. Bert Fer~uson . 
" .'. H" rold \\'a 'ker, Com'l l\lgr" John E. 
Pearson Co,. Rep."' 
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::otr('('1. Only this time the delllonstra
tiolls are held indoors. \\ ith CBS tcch
nicians on hand to keep ('olol :-;el s at 
the ir hes t. (Taking an ('url )' lead to 
hrin g trafTic int o a ::oto re ",itb co lor 1<·1-
evision delll onstrati olls i~ Cimlwl,.. 011 
13 .:\ ovember they adwrti:-;e(l .' 110 

::o tore but no store ('a n sho/(' "' OU ('o lor 
telcyi .. ion 
Gimhek 
daih." ) 

except qlli('k-on -tllf'-t rigge r 
Four fift(,(,II-lIIillut ,> :,0110\\ S 

E~'('n if CBS shou ld in til(' 10 llg rUII 
lo,.e out to some oth er ~) ~telll of ~cralll
hling an d unscramhlin~ the ciectrolls, 
wha't's irappellin g thi s week and lIext 
is of top impo rt a ncc. If the publi(, goC's 
('olor nazy, 1t'1l be j u:-;t a;.; ",ill ing to 
plunk dowlI it,. dollar~ for J{ CA ('0101' 

as for CBS- \\ hic he\'er Olll' lwconlcs 
availahle. 

Some indicati on of h ow the puhli c 
will re<:'f' iv(' color televis ion illa ) he ob
tained b) glanc ing at th e followill g 
quo t e~. They are off-tlr e-cufT remarks 
lIIade b) average citizens at th e CBS 
('olor demonstrations in \( 'W York 
City. " Who' d buy a black a nd whit(' 
set now aft er sf'ei ng co lor It'l e\'i~ion ?'' 

" Wish I ('ould h a\'e hr oug ht Illy daugh
ter. she wonld haH' Im'ed thi:; ," " \Vell , 
if CBS w:\s trying to illlprc -~ liS with 
the demonstration . . . the) sU('('eed
ed." " I ne\' e r llli,.~ a T echni color mu
sical in the movies. If TY color musi
cals beco me plen ti ful, I ci O:1 ' t know 
what I'll do about my job." " Just wait 
until the advertisers heco me TY-color
wise ... the) 'II go hog wild and love 
it !" "One thing you can df'pencl upon 

I 

is that future color TV co mmerc ials 
will he 100 times more ente rlaining. " 

I 
2. War eff ects. All of th f' fu ss and 

bother abou t colo r tele\ isi o; 1 will be 
so mu('h press-agelltr) over the dam if 
ei ther of two international tragedies 
ens ue: (a) All-out war wit:l Hussia ; 
( h ) Full-scale war with th e Chinese. o r 

ill effect th e prelud e to a direct war 
with th e Russians. 

These fact s are oln iou~ , yet fre
quently overlooked is the fad tha t even 
thC' slow-moving lllohilizatioll now in 
progress could throttle color tdevision 
and expansion of b lack and wh ite tele
vision as well. A few days ago. Secre-

I tary of Commerce Charit's Saw) er 
: warnf'd that mandatory orders will 
soon go into effect to curh non-deff'nse 
usc of mat erials. Thi s shouH serve as 
a reminder that hy this spring ( prob
ah ly th e earlies t time h y whic h color 
set production could hit i ts stride) 
th ere may be a metal pinch cutting 
down all forms of civi li an p)'odudion. 

At Precision today 
we're processing 

the linest 

INDUSTRIAL FI LMS 
lor nationwide 

showings 

For your 16 mm. industrial 
film requirements 
use Precision .. . 

• Over a decade of 16 mm. in
dustrial fi lm printing in b lack 
and white and color. 

• Fine grain developi ng of all 
negatives and prints. 

• Scientific control in sound 
track processing. 

• lOO~ c optically printed tracks. 

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

• Step printing for highest pic
ture quality. 

• Special production effects. 

• Excl usively designed Maurer 
equipment. 

• Personal ser\'ice. 

• •• no wonder more and more 
of the best 16 mm . films toda y 

are processed at • . • 
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Blanket South-Arkansas and 
the Mississippi Delta by regional 
coverage with the COTTON 
BELT GROUP_ Three sta
tions; one rate; and a call to 
D evney and Co., 535 Fifth 
Avenue will do it for you. Use 
KTFS in Texarkana, KDMS in 
EI Dorado, and WGVM in 
Greenville for "blanket cover
age" of an area that's "second
ary" to the power boys. The 
cost is small. 

COTTON BELT GROUP 
Box 1005 

TEXARKANA, TEXAS 
Phon€: 35·124 

ask 

JOHN BLAIR & CO. 
abottt the 

IluENS & MARTIN 
STATIONS 
IN 
RICHMOND 

lVMB G-AM 

WCOD-FM 
WTVR-TV 

First Stations of Virginia 
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Despi te all of thi s uncertainty abo ut 
the !::-pce<!l with \~:hich culo!" TV will 
grow, it is cer tain that commercial col
orcastin g as a near-future reality has 
been insured. CBS has forced the is
~ue out of the laboratories and though 
RCA (or GE) might conceivably push 
its all·electronic, compatible system 
ahead, you can at least be sure that 
('olor is ou t of th e lahora tory to stay. 

Herf'. then, are some commercial 
facts about color television for spon
sors. [n questioll and answer form, 
SPONSOR has assembled facts) ou mar 
put in the curiosi ty-sa ti sfyi ng ca tegory 
for the moment. But , as the paragraphs 
above have indicateu, you Call't tell 
how quickly curiosity will necessarily 
g l'vT way to shirt-sleeves-rollcd-up at
tenti on. 

Q. Will color television produc
tion be more expensive than black 
a nd white? 
A. Yes, to some extent. 

Set and costume costs are bound to 
go up slightly. Many sets, though fin
ished in color now, are 1I 0t finished 
wi th the detail co lor pictures will de
mand. This is not a large cost fac tor. 
however. And many simple sets now 
prepared in color will be immediately 
convertible. 

Where set designers are able now 
to produce the effect of a Gothic castle 
interior, say. with painted backdrops, 
th~ greater definition and realism pro
vided by color 'will make such decep
tion more difficult. Already.expensive 
dramatic program sets will therefore I 
be more detailed and thus more expen-

ating essentially different and costly 
effec ts. " 

TIlt' additional costs for costumes 
will be sli gh t since costumes now used 
for television are already colored. But 
th ere will be more effort required to 
get attractive color combinations in 
costumes. Like the magazine photog
raphers who dress th eir models in the 
bri ghte~t dresses and sweaters obtain
able. directors will try to get th e most 
out of the color possibilities in each 
program. Guests 011 intervi ew shows 
will get a going over for the hue of the 
clothing as well as the shade uf their 
makeup. Spare ties and scarves with 
standout color appeal may become th e 
standard equipment of the TV inter
n ewer. 

Big shows will probably h ayc color 
specialists assigned to the j oh of mak
ing tasteful color combinatiuns and 
weed ing out colors which do 1I0t sh ow 
up well. ( W' ith the CBS system, 1here 
is difficulty in distillguishing dense 
greens and blues; this is the case as 
well ill Technicolor movies.) A whole 

These observations differ ~ol11ewhat <If 
sive in color. I 

with the views of CBS on the matter. rjp.A"lI"--"" 
Says Fred Rickey, CB producer in 
charge of color: "Color is economical. 
That may sound surprising to many 
who are familiar with the 3reatly ill- . 
creased cost of color film s <Ind adver
tisements in full color. But co lor tele
vision differs basicaliy little in cost 
from present black and white televi
SIOn. The color picture is so much 
more rich and liff'like that it is sim-

I pier, and therefore more cconomica l, 
to create a plpasing telf'visioll !'cene in 
color than it is to create an equal ef
fec t in black and white .... 

" Most sets today are [(' Illipred in 
color, evcn for black and whi te telc
vision .... III se ts, as in the case of I 
costumes it wi ll simply bp. a nla tt er of 
picking the right colors, but not of cre-
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new brced of TV in terior de(,o rators 
wi ll proba bly waltz into thc Ir c:ir of the 
national adverti scrs - wea rin g suede 
shoes, of course. 

Main cost increa~e will ':;Ollle ",hcll 
sponsors put commercial:; a nd pro· 
grams 011 fi lm. Film proce.;"iq; ("osts. 
cost of film itsf'lf, lighting costs will 
all go up wh~n film com nH'rcial", and 
programs are donc full color. Thc 
p resent trend toward increa:;ed use of 
film ed programing might re, prse it
self tpmporarily with Teclmicolor ('ost:; 
to bea r. Costs which would be only 
slightly up for a live dramatic show 
in color, would he mu('h highel on co l
or film , or so th (' experience (If Holly
wood producers would indicate. 

Q. Why is color important to tele
vision? 
A. The paragraph immedi,{tely above 
mentions th at Tf'Chnicolor costs are 
high in Hollywood. This i~ one rea
son why full·color movies have never 
replaccd black and whites. Anotlwr 
reason is that black and whitc movics 
seen on a full-sized screen exhihit a 
sa tisfyi ng range of tonal coutrast. In 
the lang uage of the technician. black 
and white Holl ywood movies have a 
"br ightness" range of from elle to 80. 
TV picturcs, however. have only half 
that range- from one to 40. Televi
sion pictures in black and white are 
proportiona tely less sati~fyip g. And 
television picturcs in color are. for thp 
same reaso n. a more satisfying im
provement over black and white TV 
than Teclmicolor is oyer plain movies. 

Says the cons('rvative ~ew York 
Times of CBS co lor: "At their b('st. 
the color images are superiOJ to th(' 
Technicolor seen in the movies. The 
hues are softer ~llld more restfu\. The 
added 'information' contained in col
or images. such as identifyin3 the jer
seys of competing football players. is 
self-evident." 

Q. What does all this fussing and 
purring around about the beauties 
of color TV mean to a man who's 
primarily interested in getting 
messages across to the consumer? 
A. That's a down-to-earth question 
a nd it desclTes a down-to-earth answer 
-{:olor will sell better. 

Just as the add ition of sight to sound 
made for greater sales effcctivenpss. on 
the average. per viewer. the addiiion 
of color will be felt at the cash rpgi:;.t('r. 
Goods considered to be dsu11 ,,"ill sell 
themselves even more effectively in ('01-

or than they do in black and white vid-
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eo. Autolllobil('s , ,dlich show up ap
pealingly in black and \\ hit~. wi ll he 
e,'en bcth~r looking in color. 

A soap commercial which points up 
the complexion beauty a J110del has 
gained frolll Palmo li vc soap, ~ay, will 
be vast ly more powerful ",hc!l the view
er ca n CO I11t> do:;(' lip awl see real 
peaches and crcam-color('d skin. 

In ~hort, allyon(' ,,·IIO 's beell pleased 
and amazcd by hlack and \\"hite salps 
powcr ~hould really get a ballg out of 
the salcs reports after SpolIs(Jrillg col
or- Ollce it gpts rolli llg. llo -,v thp in
eYi tahl(' ('ost inrrenwnts will balanc(' 
the sale~ plll~t's i:; all) body'~ gu(':<s. But 
it scellls unlikel) that li,,<, ("o lor costs 
will COllI<' anywlwre c1o:;.c to counter
halancing til<' sales advantage" of color. 

Q. Can the CBS color system suc
cessfully transmit all colors? Or 
will my product look different over 
TV than it does on a counter? 
A. All hues. thC'ir shades, and tints 
show their trne value. 

To demonstrate how successfully the 
CBS systelll call transmit true colors, 
audienccs were sllOwll item:; thc colors 
of which wert> fallliliar to everyone. 
A bo" I of fruit that was shown is an 
excell ent example. The yello,r tints in 
the red apples, the black strf'&ks in the 
yellow bananas. cmd the whi te high 
lights in the light green grapp~ prov('d 
the point ,·ery well. 

Q. Has there been enough experi
menting with different types of 
product and various colors to in
Sure that some types of merchan
dise won't look unappealing on 
color television? 
A. Apparently, there has. CBS went 
through exhaustive test sho wings at 
Washington. Evening dresses, si lk 
scarves, fruits and flower:;. wcll known 
works of art. maps. puppet shows, COIll
mercial products like Duz. YeL Kix. 
Rim.o. Dole's Pineapple Juice. Camel 
cigarettes were all shown satisfactorily. 

* * * 
NETWORK REBUTTAL 
I Continlled from page 22l 

JUeCo .... ell, NIlC 
paid ci rculation increas('d 13.2{ i. Tire 
figures for all morning papers are a 
29.1 ({ increase in the aggregate lin f' 
rate and a 12.7% increase in aggre
gate circu lation. 

The printed media ha,-e found it 
necessary to increase their ra t ~s 10 

meet a steadily rising spiral of costs. 
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Sam Molen, the Midwest's 
Number One Sportscaster, now 
presents the "Morning Sports 
Page of the Air" at 8:20 a. m. 

each weekday 
morning on 
The KMBC
KFRM Team. 

It's the only 
morning sports 
program in the 
Kansas City 

, area, and is a 
am Molen capsule sum-

mary oflate sports resu lts, as well 
as commentary on up-coming 
sports eve nts of general interest. 
In addition, Molen tells a brief 
sports story, of general interest 
to everyone. 

It's something new in this area, 
and already has won a steady 
following. Molen scripts his own 
shows, and draws on his vast 
experience in the sports world 
for material to supplement daily 
sports events on this five-minute 
feature. Contact us, or any Free & 
Peters "Colonel" for full details. 

KMBC 
01 Kansas City 

KFRM 
lor Rural Kansas 

GROWING 

GROWING 

GROWN 
#QI(/1Vut~tIIgJ~ 
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MORNING PERIOO' 

PLUS ... 
a 14.8 Over-all Audience 

Increase Since 1949 

ANOTHER BONUS 
FOR ADVERTISERS •.. 

Special merchandising 
department for extra 
promotion of sales. 
• Janu.ry. February. 1950 Hoop., 

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 

Broadcasters. howeyer. ha'"e been ab
sorbing th e increases in their costs of 
operation. and in com pari son with 
cOll1petitin' media, ha"e heen de1i,"er
ing increasing values. These facts 
lIlust be kept clearl) in mind in COll

nef'liun with proposals for reductions 
in radiu rates based 0 11 the expansion 
uf teleyision in certa in metropolitan 
markets and the cO ll sequent reducti on 
of the e,·ening radi o audience in those 
markets. 

It will be a lung time before any 
o!her medium surpasses network eye
nin g radio in s ize. and \\,f' a t i'\BC 
intend tu do ever y thin g poss ible to 
maint ain it as the Illust economical. 
lowest cus t an d most e fTec tive national 
medillill a nd the best buy for the n a
tional ad,ertiser.~ · 

KiutJw,-, ABC 
I (Continued from page 221 

the \I"ell knn\\'n Can l'ou Top Thi s 
prog ram and. co in cident with thi s ra
di o program. on January 3 will spon
~Ol Bob Barkley- AlIl ericall Agent. 

Through these four newly sponsored 
Mars programs. the cand y manufac
ture r has provi ded e fTec ti,'e blankt't 
ni ghttime coverage in radio's prime 
li stening periods und er a 39-week con
trac t. 

In addition ABC can point with 
pride to the rf'cent acq uisi ti on of the 
fa med Th e Am ericall AlbulIl of Fa
miliar Mu sic no \\ in it;;; twenti eth 
yea r on th e air. Starting Sund ay, ]\'0-

"ember 26. S terling Drug. I nc ., will 
prt>sent this half-hour radio faY orite 
on behalf of it;;; Bayer Aspir in and 
Phillips' Milk of Magnes ia . 

In the hi ghl ) co mpetitive watch in
dustry. the Lon gines-Wittnauer Watch 
Company. a well known sponsur of 
radio programs recentl) signed with 
ABC to presen t each .Monday through 
Thursda,· the popu lar LOll f:.i ll es SYIII
ph oll ette prog rams. 

These are j ust the more rece nt ex-
, amp les of the continuing radio acti'"it y 

at ABC and I ff'el sure that th e radio 
and achf'rtisin g fraternit y will agr ee 
th a t thf'se three advf'l' tise rs together 
\\ ith their programs a rf' ce rtainly 
among the industry\ pace-;;;etl er;;; . 

Research shows us that 011 a projec
tion basi,; there will he about 16 mil
lioll telf'\'isinn ren'i , 'e rs in AllH'ric<ln 
home'S at the md of 1 <).1 J. :\ t that time 
radi o se ts are expf'cted to numher no 
Illillioll. From these fi g urf's it is readily 
a pparf'nt that radio has alld \\'i ll ('on
tinuf' to have for sOllle time a trell1f'n-

~--------------------------~~ 

Louisville, Ky. 
JOE EATON, MGR. 

Representecl Nationally by 
JOH N BtAI R & CO. 
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SIMPLE ARITHMETIC 
IN 

MUSIC LICENSING 
BMI LICENSEES 

Networks 
AM 
FM 
TV 
Short-Wave 
Canada 

23 
2,170 

373 
100 

4 
150 

TOTAL BMI 
LICENSEES . . 2J20* 

You are assured of 
complete coverage 
when you progra,:" 
BMI -licensed musIC 
:~As o f N o vember 14, 1950 
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~ROA;ST~ .,. 
580 FIFTH AVE DSIC, INC. 
NEW YORK' CHI" NEW YORK 19 

CAGO • HOllYWOOD • 

INFATUATED? 

I,.el's MCllee it Reol 

KA TL has a real am,o rou s feel

ing for its clients. It can' t' just 

be platonic when you're f ight 

ing the side-by-side battle fo r 

resu Its. 

Let Jack Koste, of Independen t 

Metropolitan Sales, tell you 
how effectively affectionate 

KA TL can be . . . Or call: 

20 NOVEMBER 1950 

dOll:- c irculation [Hkantage 0\'(' 1' te le
visioll - th c 19.)] r<llio 0 11 thi s basi,,; 

\\ould lIe ill fa\ 'or of radio In alJOl1t 5 
to I. 

ABC is naturally all anxiolls parent 
uf l)(Jth radio and tC'I('\ision. \\ '!, 1)('

li e\'c ill hoth as the gn'u tpst nwdia ill 
achc rtising. It is g ra tifyillg to \J!' able 

to supporl our faith by "igllillg 11e \\ 

bllsinc:'-s ill both IIwdia. Lon g lIl ay 
th!') \\'a \'e !·' 

,,',.ite. ,U IlS 
I CUll till li ed fro/ll /}(/ge 231 

I be"I·-kllo\\11 for th i~ approach t() Ilet 
\\ork IJl'oad('a ~ lill g-\\'ith Ih e result 
thaI 1'01 Ihe ('lllirC' \ car 194<) , ac('ord
illg to j\icl~c ll. th C' u\'C'ragf' J\lutuul 
oll('c-u-\\cf'k a dv ('rl i~er ( taking IJoth 
timc alld lalcllt co:;; t into ac('ol1l1tl 
r,'at·hed 2W: lIl o rf' homes pe r dollar 
than th e fo ur-Il c twork a verage. 

Thc secolld k('~ is g rca ter f1 cxibi lit y 
, in hook-lip ~e l('ctioll. (111) h) ofTcrillg 

network I>r()ad('a~tin g'~ advalltage,; pillS 
ma .xil11ulll f1 ('xiIJi lit ) can nf't\\ork 
broadcastin g Iw,;t ~C'I'\ (' the ad\prti~f'r 

in these tran~ition day". This. ()f 
('oursf', ha ~ IOllg bcen olle o f th e car
dinal "difTcrf'nccs" and "trengths of 
Ihe 's·W-station 'futunl \\'eb. 

Thf' third ke) i~ in co\cragf' of a!1 
the llIarkC' ts Ihat matter. \'0 truly lI a
tiollal advertise r ca n rcly on TV aloll e 

for SOIl1C lung timc to comc. And to 
I protect his },Hodul't in tl](' nOli-TV 

arf'as as we ll as ~ llpplell1ent hi", TV 
C'()\'e ra gp in TV areas tlwlJIselvf's. uo 

mediulll ofTers th e hig h frf'qu ency. 
g reat ccoll o my , and prOH'1l sa il'S cf
fcc ti\'cness of radio. This fact is par
tic ular!) pc rtincnt to th e ~Iutual n pt
\\'o rk with its Iw twork of 540 stations. 
m o re th a n 300 of whic h a re the onl" 
network voice in town. The"e 300 
markpts arc c Ol1siderably abo\(' th e' 
l T. S. n\prag e in salf's pe r capitu and 
over half of the ir list( 'nin g i,. to thc lo

cal Jlutual o utl('!. A s tudy llIa d c 
('a rlif'r this Fa r ( 0)' Cro:,-Ic)) in llG 
of these re pr('scnta ti\f' o ne-s tation 
marke ts rC'vcH ls that less than olw-half 
of OIlC perepnl of all intcnif'\\'ed lis

le lwrs rcportC'd allY tde\'isiol1 \'icwing. 
Hcre, alolle. t lwrc is a tremendous. 
continuing jolJ for radio to d o- and 
~ms is best cquipp!'d to do it. 

TI1(' final ke) is econ0111 y. Even 
with TV c osts at prcsenl lewl", :\Iulua l 
is actuall) making it possihle for ad
\ 'e rtisers to fillHn c(' time on hoth nICdia 

- simply IJ)' 111m' ing the radio program 
to nur thrifty (and TV-rf'sis tant) n et
work. Thus they ('an ha\'e their broad-

1!iss Kay ,llor/WII 

I~'arle L ud{{ill and ( :0. 

(:hi ('ago, III. 

n car 1\(1)': 

Th ' boys h cre al wells is agillill' 

some cards ready 

ler l1Iail 01/1 f er 

Nil and :;lIillola, 

all ' Ihcy\ purly 

('1(,I'('r , loo! Th ' 
g ro (' ers an' 

olhers /( '0/ gils 

'(' m ' ll shore 

II 0 I i (' e '(' m! 

\' OIL' , Kay, wh en 
)'lIh adds I he I 

l er Ih ' jack Ibe l 

\" ;: i I S /I [I Il'r 

12,500 Ii ssm ('f.~ 

IJ e r dol/ar 011 

IU:IIS , hil a/l 

TI/(/k('.~ (/ dllrlled 

I< 0 0 d u(/rgain! 

J esl 1(1'(';1 Ihpl 

ill 111 ill d 11 ,11('11 

r u Ii I/([ ,~ morc 

li l1l c Icr bll r! 
}'rs. 

Algy 

W C H S 
C h arleston , W. Va. 

I • - ~- - ~ - -= -- -- - - .-.. : -

I To SELL the PEOPLE Who Buy 

The MOST in the. W n@.--;g 
. . ~ ...... ~ /JVU\,.f.s ...... ~ 

~-~~, 
POPULATION ) 

Over 4 Million 
RETAIL SALES 

Over 2 Bill ion 
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The Pilt!OIHII':;h sa l.,s of the' 
:\0\ C'lIIher i!O~llC' o f a natiollal 
ma:;aziu(' \\l'I'(' II P 20()C'1c the 
fin. t wcek it wa1'O availahlC'. 
Therl' wa ,,; 110 IIW jol' prOIlIO' 
tion of tllc' i1'01'O II C in Pitt!O· 
IHII':;I1, othl.'l· l h a ll six ~pOlS 
ll!Oc,d hy KQ\" . .Ask \V(,l'cI anel 
Company rOl' el c ' t ail~. You 
may want to :;in' Pitt ~IHII':;h':;; 
A:;:;I'cssi \"(' ;\ l't \\ OI·k Stat iOIl 

til(' oppOl·tll ll it~ to elllplic'atC' 
thi~ 1"1I('C(,I"~ fOl' ~'Oll 01' ~ ' Olll' 
(' I i ell t. 

KQV 
I-iUs)) .... ::". I-cl. 

MBS - 5,000 Watts - 1410 
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233,012 
(1950 census) 

$246,605,000 
RETAIL SALES 
(1'48 U. S. Busi n ... Census) 

$418,578,000* 
EFFECTIVE BUYING IN COME 

I cnsting cake ~nd tIlt' T \ fro~ting. too. 
Or. to sWitch m'f'r to Af'sop. our 

b as ic ('lI ullsf'1 to <my sponsor who is 
" ('olel t ll network radio" --day or night 

is to a\ 'oid droppin g hi s A~I bone 
j u>-t because llf' SCf'S th f' prell y TV reo 
fl ec ti on in th e \\atf' r. H f' might wind 

up a ll wct ! ·" * * * 

METROPOLITAN LIF E 
I (O lltillll ed fr011l page 20) 

The n ' are a kw f' xl' epLi'lIls to the 
:;po t 11f' \\"S rule. :\})an J Cl\'ksvn is qJOI1' 

!' o rNI on 15 CBS stations at 6 p.m, and 
Dave \ a ilf' is uSNI on seven CBS Pa· 
c ific Coast statiolls at g :15 a ,llI. (PST I. 
III \ 'f'W York I'artie ipation,.; are used 
\londa y thro ll g h Friday 011 the Mary 
~largarf' t \IcDrid e (\VJZ) and Doro· 
tIn a nd Dick I \, 'OJ{) show ... 

'All otlwr r ea";(lJI for choosing lIews 

in,.;t f'a d o f al10tlwr program type is the 
I fac t th a t lIews i,.; len,.;t likf'ly to draw 
. c riti c i,.;m frol11 Metropolita n pol icy. 

ho lders. This is an important a ngle. 
\l etro politnll prog rams are aimed not 
o nly nt prospf'cti\'e polil'yholder!" , but 
a t their c urrcnt " fa!l1ih " of 33 million. 
It ' s a 1l13lte r o f compan) .policyholdf'!' 
re lati o n~, 

P olicyholders reprf'!:'f'nt all shadf's of 
:"oc ial, (' dlll'ation ~d and ('Co!lomic lift". 
:'Iff'tropolitan buys no comnwntators. 
:)tra ight Ilf'WS shows. t\H') brlif've, will 

I "If' ase more \\"hilf' ofTendi!1g ff'wf'I' than 
a ny utllf'r typf' of program. 

Df's pitf' this kind of cautioll. telro· 
politan ha:; always heen forward·look· 
illg in its ad\ertising philosophy. They 
"' f' re th e fir:"t insurance' firm tn USf' 
I adio. That \\'a:; back in 102,5. 

Th f' show was an hour long. st,ed'ling 
a t ():15 a.m. Arthur Baglf'Y cond uct· 
('d :-f'tting.up eXf'!'c isf'S dircctly from a 

~pecially (,Illl:"tructed ~tudio ill the fa· 
1ll0US :\If' tropolitall Towe r. The dIn\\" 

\\a,,,; broa dea:-t ove r ""EAF. \'f'W York 
<a llrl a hookup of t\\"o otllf'r casterll sta· 
tioll :" , The setting.up f'xerc ises were in· 
tcr,.;pers(,d \"ith piano 11I\l ~ if' nnd health 
hint". Il f' alth pall1phlt'l~ Wf'I'(, abo of· 
kred. The first year' ~ radio oper~ti()n I 

{' O,.;t SlOO.OOO. In thi,.; salll(' year they 
"lwllt SC)O~.()()O for lIlag azines. 

B~ ] 9:~:i the pro~rall1 \\'a,.; beillg rar· 
ri f' d O il e ight ,.; tilt iOIl:; , (' o~t $(J() LOOO. 

Tlw mmpall) felt. loo, that th e cost 
of ('olltinuing it \\ollld hc prohihiti\'e: 
:O il t he \' dropped out 0 f rad io for the 
ncx t tcn )cars, COIH'clltratillg tllC ad· 
ycrtisin g budgct in lI1ag azin{'~. 

:'Ili-,tropo litan re ' l'lItered radl.) ill 
19cH) \"ith thc "Cood II illt,.; for Cood I 

Hf'a lth" campaign th a t' s s till r un ning, 
] t's noteworthy, howf'yer, th a t thf' O\'f'!" 

all health and wf'}fan~ thenlf' i~ tlw 
"ame as that promoted with the firm's 
firs t radio ill 1925. 

The new radio campaIgn star ted ill 
19,t6 with 37 station:, and a rndio bud· 
get of '650.000. This was llf'\\ mone~. 
Station. \\'f'I'e addf'd eaeh Yf'ar until 
the prf'sent total uf 62 was rf'.aehed. 

The radio budget pas"ed thnt for 
magazinf'. in 19-t 7 wllt"n the company 
"Pf'll t $] .100.000 OJ] 413 stations and 
$9130,000 for 19 national magnlillf's. 
This year thf' magazine list was cu t 
to 17. \f'\\"spapers are uSf'd ( 7.50 thi" 
year I for publishing the company's 
annual rf'polt. 

l\letropolitan radio eommercia\:, are 
no table both for bre\it)' nlld the Inck 
of f'mphasis on the spollsor'~ name. 

An opf'lling commerc ial will run 
about 40 seconds. !t starts with :1 ref· 
f'!'ellCf' to the subjef't of the week. usu· 
ally gi\ ' illg some health faet foll owed 
by thp. good hint for good health, 
"froJll the ~letropolitan Liff' InsuralH'c 
Co." Stich as " If YOll are 31) yenrs or 
owr, try to keep you r weight at nor· 
Illal or "lightly below." 

The dose would go lih this "TII 
learn why !lo..,nal weight goes wi th a 
longer liff'. w r ite stntion \r~X \~ for 
Metro pol itan's fr('f' hookl( t. " O ' f'r· 
weight and Underweight." 

Usually tlwre is 110 middle (,Ollllller· 
c ia\. Closing commercial gin's another 
health fact ( in this ca"e abollt wf'i£ht ) . 
repeats the Iwalth hint and the hook· 
If't offer. That take~ GO sec(lIlc\s, ] n a 
dosing tag tilt" annollncer takes 15 
"econds to rf'pf'at the health hillt and 
rf'peat th e booklet offer. The c om· 

IN DANVILLE, VA . 

BUY THE 

OLD ESTABLISHED 
EST ABLI SH EO 1930 
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46.0 HOOPE~ 
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pany's name i", mentioned five times in 
all in phrases like ".Metropolitan 's free 
booklet." Evidence of the impact of 
this technique is the steady ~trcam of 
letters frol11 people who write to say 
they 've been helped by a booklet and 
to thank them for it. 

Cm'ertlment officials, individuai phy
",ieians, medical orgallizatit)Jls, public 
health organizations have praised the 
company's radio pamphletee rin g. For 
example, the New York Chapter of 
the American Bed Cross wrote, after 
the ~1etropolitan had plugged Red 
Cross home IIursing clas:"es: 

"You are our greatest imple\llent for 
success. " 

The Detroit Chapter wrote: 
"This is the best response tha t ,,,e 

have ever had to radio publicity." 
Officers of such organizations as Na· 

tional Safety Council , American Dia
betes Association. and man)' others. 
have written similar messages. 

This kind of public service has 
brought awards for hoth the com pa
ny's magazine and radio efforts. Most 
magazine ads, in addition to brief 
copy on a health subjeet, also oHer a 
booklet on the same subject. I n so far 
as possible the magazine and radio of
fers are coordinated. 

In 1943 the Annual Advertising 
Award founded by Edward Bok award
ed a plaque to th e :Vletropolitan for 
the effectiveness of its radio program 
commercials as a social force. The 
agency, Young &: Rubicam, shared in 
the award for its part in preparing the 
messages. 

Like most foresighted national ad
vertisers, Metropolitan has given many 
hours of careful thought to the ques
tion of television. They've considered 
dozens of program",. Right now, how
ever, there's no additional money in 
sight for television, and there's no 
present intention of altering dra:;tical
Iy the makeup of the current ad pro
gram. Best indications are that the 
company will spend about the same 
amounts for radio and magazines ( two 
and a half million dollars ) in 1951. 

About 650,000 leaflets are sent out 
four times a year to publicize the 
local broadcasts. The leaflets ar ~ 1111-

IDAHors 
MOST POWERFUL 

10,000 WATTS 

KGEm 
. BOISE, 185,000 CUSTOMERS 

20 NOVEMBER 1950 

printed with the ca ll letters of the vari 
ous local stations and the time of the 
\Ietropolitan broadcast. Lucal agents 
give them to people they call on. 

\Ietropolitan ,"ice prcsident C. J. 
~()rth, who i", in charge of ag<'nt oper
ation",. SlllllS up the company's adver
tisin g philosoph~' like this: 

"Year in allli year out, the Com
pany maintains a ('()n t i llllOu"~ stream of 
me:-sages wh ose impact on the public 
mi lId bu ild:; bettpr understand ing alIcl 
goodwill. 

"E,ery Compauy repre~en tati ye ben
ef,ts and gains in public e!"teem as a 

result." * * * 

Here are informational tools that SPO:-;SOR feels can be of use to you. 
Requests for material mllst be made within 30 days. 

A 122 "From KWTO;' Springfield, 
;\Iissouri- is a buying guide to thc 
Ozark market. Thc presentat ion gives 
stat ion dat a hy cou nties and ci ti e~, au 
dience composition and cost per 1000 
raclio homes. 

A123 "Rrmrmber Joh" U. JFater. 
holt·," CKA C, :\Iontreal-is a hand y 
reference on the Quebec market. The 
a-page file gives a picture of the French
Canadian of today, describes # 1 me
dium. 

A 124 "Marketing Research in Can
ada," Association of Canadian Adver
tisers, Inc., Toronto-presents for the 
fir!'t time a research direc tory ava ilable 
to Canadian merchandising authorities. 
Special art icles includcd ill the con
tents are: "Six Requi sites for Sound 
Resea rch" and "A Yardsti ck of Stand
ards." 

A 125 "Midday Merr)'-Go-Ro""d," 
WNOX, Knoxvill e- briefly describes the 
IS-year-o ld variety show ·that is the 
"biggest ~elling forc e in East Tennessee 
radio." 

A126 "Sur/'ey on Flow o/IJrogram, 
,Uark,.t , and other In/ormotion on 
Prtry TV Stations to Adrertising 
Agencies." Petry and Co., Inc., New 
York- point s out how service to the 
buyers of national spot TV can be im
proved. The study was made on a per
sonal interview basis among the TV 
buyers of major agencies in 8 cities. 

A 127 " Ross Re[Jort.~ 0" Telet·i.~ion 
IJrograming. " Ross Report~, New 
York- list s network programs and their 
sponsors for the month of October 
through November. 

A 128 " A (;/llde" Egg," WTHF. Bel
laire, Ohio hrings together 19 letters 
froIll distributor~, ~pU/lsor ~. retai lers, 
and liq en,ors point ing: out the cfT('e ti ve 
re~ulb of WTHF-F\l. Tlw hrochurc 
giv('s aclditional fact!' on ~tation ("OVI'I'

age a nd Fl\1 sets in the market area. 

A 129 "ComlJlnint," HC:\, :'\ew York 
- is a copy of the temporary injunc
tion filed by RC.\ to rp~train the FCC 
frOIll immediately enforcing its order 
for adopt ion of color TV standards. 

A 130 " There's Hollars in WERlJ-
1'illr," WEBD. "\tlanta- is a pioneer 
study of the only ;\1 egro-owned rallio 
stat ion in the United States. The book
let gives population di strihution. in
come levels, and random facts on the 
vast l\egro population which li ves in 
the listening area of WERD. 

A131 "A Mark,·t Stlllly 0/ RllrllniJy 
M"nit'i[Jalit.'·'" C\o.:.:\\,\· , ]\'ew West
minster, D. C.--~hows the results of an 
up-to-the-minute ~ urvt>y of the Burnahy 
:\luIIicipality. Survey reports li stening 
habits of market area. 

A 132 "A Market Swdy 0/ Grentrr 
New Jr' estminlitl'r," CKNW, New 
Westminster, B. C.-- illustrates the early 
morning and late ewning listening hab
its of the population of Greater :\ew 
W t>st I11in~t e r. Survey indicates CK:\\Y 
i~ station fav off'd by population. 

A 133 "lJow SIII'l'ts 011 TV Sw
tion,~," Pptry & Co., Inc., New York-
present s standard, individualized in
formation OIl 12 Petry TV station~. 
Each report contains information 011 

the market. programing, operating 
sched ule, personnel, coverage, etc. 

________________ IiI:SI!!lI __ 

SPONSOR 
510 Madison Avenue, New York 22, N. Y. 

0 A122 D A128 

To obtain any of the tools listed, place check in boxes D A123 D A129 
to right. 

A124 D A 130 D 
NAME D A125 D A131 

COMPANY 0 A126 D A 132 

ADDRESS D A127 D A133 

CITY 8< STATE 
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What makes a TV commerc ial sell? 

\~ -e' \(, h ad T \ ,; lI/'\' e ys 011 y if· willg 

habib. illco me Il fClI'kpts. ~ J)o lbOI ide ll ' 
tificatio ll. inf1uelu'C" o f c hil dn-' II 0 11 

view ing h abit ,; . bra nd prefere ll l'e ~ . in 
fac t, e \ ('1') thing f-'xcc pt wh a t sponsors 
woul, l Il!u:,t like to kll o \\'. 

\\"hat they'd 1l1 0~ t like to kllo w i" 
I/ ;hat l1Iak ('$ a TI ('o l/lIl1 ercial sl'lI. 

'\Be hopes 10 prm'ide th l' a n~\\ f r hy 
\I ay. ] (),S l. A bout th a t time Dr. Tholll . 
a ..; Cofli ll. who fa~hi o ll ed th e Ho fstr a 
~tu(h , C" \.pecls to ('o mpl ete a pJ'o jPl'l 
0 11 TV ('onlllu 'l'C ia l (-' fTe(' tiv e l1e~s. 

The proj (,(· t g re \\ o ut o f unreleased 
pages of the H ofs tra study ('ove ring 
such fac to rs as re l a ti o ll~hip betwee n 
sales and sponso r identifi cat ioll . Dr. 

- -

, Applause 
Among th (' jobs /(;el/ dOll e, the ((ct:, of 
.\ignijicancc ill th e hroadcast advertis· 
ing realTII , /I 'e 1I0te a fell'. If' e tip ollr 
hat to . . . 

881)&0, a nti e:o;p e('iall y Ben DufTy , 
who co~)('''ed \I illing Tho mas E. De wey 
in the ) ontlJful art of winnin g ,"ot es 
via TV. all art that will be eage rl y 
prac ticed in futur e pulitical t:ampai gns. 

NBC. who!'e "Big Show" is just what 
n ig httinH-' network radio needs , It 's 
big in e \,t'[Y \\'ay, I)[OV(-,S that the sell ' 
io r ne twork i:-.n ' t foolin g \\ hen it ~a y ~ 
it's out to hol!'te r radio. 

Eel.lit, Whillock. WB;,\L. Hichlllond . 
who to ok tiJlle out at the ~AB 4th 
Di!'tri('t mf'dillg in Virg inia to e ulo· 
g ize ('O J1Jlwtit or \Vl{V A, and it.;; g(,1)('r:11 
llIan<l g C"r C. T. Lucy, 011 2S years of 
:o; prvlce. 

S. C Jultll!'OIl c..~ S Oil , wh o II ad the 
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Coffin fo und tha t hi g h spollso r identi· 

fi cation d id n ot neces;:ar il) impl ) high 
",ale:, effec t iveness. 

r.:. 1I 0 W ing Dr. Coffi n's th o roughn ess, 

we expect a ba nguJl repo rt. But Jl e re's 

"hat \\ o rri es us. ""ha t \\ ill a(l\ pnisels 
wh o cLln ' t seem to build comm erc ials 
th a t se ll d o betwC"e n no w alld l\la y? 

It's psychological 

"S urf-'. they ' re a ll ta kin g nasty cracks 
a t r a di o," said a I1 ptwork presidpllt to 
liS the other day, "but it':,. la rgely psy· 
c ho logica l." 

\l a) be it \\ :1S ju :- t cuinc id C" nce th at 
\\" p spotted. a t a lmost the sa me timC". 
these ren-"a lill g comm ents by well
know1l lIf-'wspa l)(" r columni:,t s . 

"There 's l ife in radi o ) et," \\ rot e ra
di o editor J ac k C o uld in :11(" \ ew York 
Tilll es . 

" There' s life in radio) et: ' echoed 
J ohn Crosby in the '\e w Yo:'k Herald 
Trihulle. 

"Tallula h Bankhe:1 (1. who':,- try ing to 
bring radio bal'k ... " quipped H} 
Ga rdne r in the same pape r. 

\Ve (I oubt whethe r the~e gentle men, 
astut e and well-info rmed thou gh thC"y 
<Ire. really kno w to what ext ent people 
are li:,tening to rad io, It ' s rhe fa shil, n 
Lo take a dig at radio. 1\lost of it isn't 
ma lil ious-ju~t !,Y lllpt omati r of a feel
ing that T\" ha:-. hit ~harpIy into radi o. 

g uts tll admit the) 'd lIlade a mistake 
in thinking they could do a full ad· 
w rti sing job without radio. and plan 
to rectify their mi s take. 

IIHliana p o lis Ford Dea le l's. who are 
c urre ntly g iving the 19S1 Ford a jpt 
propell ed start with saturation-plus ad· 
vertis ing on all Indianapolis stations. 

The UillllOllrd , whic h brokp away 
frolll its traditional format and now 
comes out in eas it-'r- to·read IIf-'wspaper 
ga rb. 

NAB 1lU'IllIH'rslr ip, whic h, through 
its distric t meetings, has full) endorsed 
thf' id f-' a o f a " milli on dollar Broadcast 
Adve rti sin g Burf'au ." which will }w of 
real use to a(hprtise rs. 

f) .'partrlwnt !'tor.'s of Pitt!'hurg h , 
who are doing an pxc('U(,lIt business 
despite the lengthy :,trike that has shut 
d o \\'n the (' ity '!' three ne wspapers. For 

\\ 'e can ' t de n) that--in most o f th e 
62 '1'\' markel!; . But h ere [11 e :1 few 
thin g~ to think about: ( 1 ) noboJ} 
kl1ow ~ how much radio list ening i ~ ac
tually goin g on, bpca u~e lI1ultipi e·set 
and out·o f-h om e li stening-b oth in· 
creasillgly important- a re n' t be ing ad
equat e ly measured: (2 ) in the fi rs t 10 
month:, o f 1950 a reco rd o f llA81.323 
hOlllf', aut o. a nd po rtab le radi o set" 
we rC" produced ; (3) y ou can't hugh 
off the worka blp ns.ooo,OOU or more 
r adio sets in th (-' 1 T. S. 

If radi o i::; declining, a ~ the st:uttle
hutt indicate!'. we' rC" rea rl ing the :; i g n~ 

wrong . \~Te h o pe that bruadcas ter s will 
COll1 t-' a lon g with the fac ts soon. 

SPONSOR' S bonus reade rship 

With all th e copie:" of Woman's 
Hom e CompanIOn , Baby Talk, Ameri
can If ome, and Good II ousekeeping 
a\'ailable to the housewife, you'd think 
that a mere trad(' paper wouldn ' t stand 

a chance. 

But e\ e r)' whe re \\'e go we Illeet up 
with the co mme nt , " :\1y wife reads 
SPO:\SOR CO \ e r to cO\'er. 

\\T e ca n ' t und erstand it. \,r e ha\'en't 

y('t gone in for fashion. or interio r 
d ('(' orating, or even the best \\'a) to 
hake a Shoofh pie . 

Whatever it is, we're happy about 
tht-' wh ole thing . And we never unde;'
estimate the pow(")' of a woman. 

the first tiJIIP, the department stores 
have learned th e power of radio. 

l\Iulrawk Carpe t. whose TV commer
c ials are capturing every market in 
whic h tlwy are seen and heard. 

Mars, Inc" whose 1 :;,i hour weekJy 
sponsorship of four different radio 
prog rams on ABC is til(' biggest net
work time sale in a long wh ile. 

R ro(l(i('(lSlillg, which magnificently 
rebutted Editor &.- Publisher's editorial 
attac kin g: radio, t(' lp\'ision, and maga
ZIIles. 

WLS. Cllieago. whieh each )'f'ar pulls 
te n~ of thousands to the lntf'rnational 
Liv(' Stock Exposition in Chicago, and 
this yt'ar did the bpst job p\'er. 

CBS, "ho:;e "The Sound of Your Life" 
is a super·super port rayal of the part 
that radio has played in !!lC life of 
Ameri ca during tllc last 2.1 } ears. 

SPONSOR 



Daytime half-m illivolt conto urs sho wn in black. 

Mor e t housands of loyal radio listeners thronged to 
T he K MBC·KFRM Team's daily program originations 
at the 1950 Missouri a nd Kansas State Fairs, and the 
American Royal Livestock Show in Kansas City, than 
ever before. 

Th is is more substantiating evidence to back up 
Conlan's Spring coincidental survey of 146,000 calls 
showing The KMBC-KFRM Team's constantly increas-

Its a ~ck/Jcfk" 
and Only The KMBC-KFRM Team 

Covers It Effectively 

end Economically! 
ing leadership and audience-affection in the K ansas City 
Prim ary Trade area. And, Hooperatings for August
September show KMBC with a g reater lead over other 
Kansas City stations than ever before. 

For better results - for complete, economical cover
age, without waste circula tion-buy The KMBC-KFRM 
Team in the Heart of America. Call K l\1BC-KFRM or 
any Free & Peters "Colonel" for complete details. 
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