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THE EDGAR AllAN POE SHRINE-

THE OLDEST BUILDING IN RICHMOND, VA. 

dgar .A lien Poe was a !}laster of !}lood 

How Poe would have loved the age of radio and 

television! The author of "The Raven," master of the 

melancholy mood, and "The Purloined Letter," 

model for the detective story of today, 

lived one hundred years too early. 

In Richmond, the house ill which he 

spent his childhood stands almost within 

sight of the Havens and Martin Stations, 

first in the South. Poe would have thrilled 

to the magic appeal of the airwaves, 

its broad sweep of entertainment, 

its hold on its vast audience, Ad,'ertisers 

thrill to the effectiveness of 

\VTVR, first station of the sOllth. 

Havens & Martin Stations are the only 

complete broadcasting institution in Richmond 

WMBG AMe WCOD 
Pioneer NBC outlets fo r Virq inia ' s first market 

Repre sented notionally by 

John Bla ir & Company 



SPONSOR 
SIO MADISON AVENUE, NEW YORK 

DON'T DISCOUNT SUMMER OUT-Of-HOME LISTENING-One out of ev ery fo ur p ersons 

in the 12-county New York Metropolit a n Area l is ten to summert ime out -of-home 

radio, a ccording to s tudies ma de by Pul s e a nd a vailable through WNEW, New 

York. RTMA radio s et st a tistics for 1950 show tha t a b out 4 of eve ry 10 re

ceiver units manuf a ctured a re either porta ble or fo r a uto inst a l l a ti on. 

HEARING AIDS fIND RADIO-With Ga briel Heat ter plugg ing Bel tone, Sonotone 

starting with Galen Dra ke in J a nua ry ( they now use s eve ral market s), a ndAcous

tic on radio-active in New York a nd elsewhere, looks l i ke hearing a i d s i s 

another product category turning increa singly to the a ura l medium. 

TELE-CENSUS #4 REPORTS CARTOONS BEST- LIKED TV COMMERCIALS-Woodbury Col

lege (L os Angeles ) continuing TV s tudy of 3,000 homes in Los Angeles, Sa n 

Fr ancisco , and San Bernardino, da ted November 1950, reveals ( 1) cartoon a dver

t ising favored by wide ma rgin over product - in-use and spoken commerci a ls, ( 2) 

43% of respondent s had made direct purchases as result of TV commercials, (3 ) 

2 out of 3 respondents reported some member of family listening often or some

t imes to r adi o while TV is on. Full Tele - Census obt ainable via SPONSOR (ad

dress "Tools for Sponsors" editor ) . 

SWITCHING SEASON-About $2,000,000 in billings, radio and TV, will change 

networks by first of year. Wildroot moves from NBC to CBS wi t h Sunday 6 pm 

radio edition of "Charley Wild, Private Detectiv e,' adds Friday 9 pm TV version. 

But CBS-TV loses Pepsi-Cola tri-weekly Faye Emerson show to ABC-TV. Latter net

work a lso gains participation hour "Cavalcade of Stars" at DuMont's expense. 

NON-GOVERNMENT STATIONS BEST CBC IN EVERY CANADIAN MARKET-Canadi an 

listening analy ses reveal tha t, despite 50 kw po wer of CBC (government owned) 

outlets, independent stations show greater listener sh ip in every mark et where 

they compete. In Vancouver area, for example, top-powered g overnment s t ation 

CBR was 4th with 8.5% of listeners against 29 .2% for CKNW, 20% for CKWX, 11.4 

f or CJOR. 

fARM DIRECTORS AIM TO SELL CONSUMER PRODUCTS VIA SERVICE PROGRAMS-Sponsor-

ship of farm serv ic e programs by consumer-goods advert isers stressed at annual f a rm 

directors' meeting in Chicago. Farm directors cite standout results achieved 

over such s t a tions as WLS, Chicago; WLW, Cincinnati; WIOU, Kokomo for soap, toy, 

bras , perfume, clothing, department stores, coffees. By and large, consumer a d

vertisers seldom u se farm service programs although they advertise in f a rm 

j ournals regularly. Farm service program results generally above average due 

to abnormal a cceptance of products recommended by farm directors. 

SPONSOR . Yolume 4. No. 25. ·1 Decpmber 19.50. Puhll shed bl"""kly bl' ~PON~OR P ublications Inc .. at 311 0 Elm .he .. Ba ltimore. ~rd. Executive. Editorial. CirculatiOn Omce 
510 ~I ad lson Ave .. Ncw York ~2. $8 a year in U. ~ . $9 elsewhere. Entered as second r lass matter 29 .Tanu ary 1919 at Ba ltimore. \I d. postomce under .\rt 3 :II arch 1819. 
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PULSE AND TELEPULSE N OW IN 20 CITIES-Pul se radio reports expanded to 

Birmingham, Minneap olis, Worc ester, New Orleans; TelePulse to Syracuse, San 

Franc is c o, New Haven. Tel ePulse now said to embrace 59% of U.S. TV families. 

Total cit i es covered by radi o a nd TV, 20. 

NATURAL GAS SEEN AS KEY TO MORE GAS INDUSTRY ADVERTISING-Rapid expan

si on of natura l gas vi a n ew pipelines expected to push gas equipment manu

fa cture rs, utilities, gas equipment dealers into substanti a lly increased adver

t is ing programs. Gas i nterest shope to close gap between use of electric it Y 

and gas. Se rvel is expanding its advertising. 

~!PEODEX IN 21 MARKETS-Fast-moving Videodex, TV research firm, only 3 years 

old, uses these statis tics to attrac t clients: (1) close to 10,000 homes in 

21 cities; (2) 4,000,000 IBM punch cards with variety of da t a ; (3) half a 

hundred top agencies, sponsors, networks footing bill. 

NEW YORK'S INTERNATIONAL STATION WOV-Quietly, WOV has captured New 
- --

Yo rk's substa ntial Italian-speaking popula tion with advanced programing tech

niques. Station now has several full-time employees and handsome studios in 

Rome, where progra ms a re both taped a nd shortwaved for WOV daily broadcasts. 

WOV headquarters in Rome regarded as second "U.S. Embassy." Yet Italian is 

only one of 4 selective groups to whom station beams during segments of day 

and night. Others are Western music fans, Negro listeners, Irish a udience. WOV 

is expanding Negro progra ming, sells n a tional advertiser s on wee-hour-of-morn

ing broadcasts a imed a t Negro audience. Unique ach ievement is station's 

a bility to command same rate throughout broadcast day and night. 

NBC-TV INCREASES RATES EFFECTIVE 1 jANUARY-NBC-TV r a tes go up approximately 
- --- ~-- -
1/3 on 1 J anua ry 1951. Cost of 30 minutes nighttime will be $ 21,780 in place 

of current $16,000. Adverti se rs under contract prior to first of year will be 

protected until 1 July 1951. Despite increase, cost-per-thousand homes will 

have decreased from $8.13 in J a nua ry 1949 to $3.46 in January 1951. 

STOCK BROKERAGE FIRMS MORE AD-CONSCIOUS-Wi th Merrill Lynch, Pierce, Fenner 

& Beane (most progres sive of Wall Street brokerage houses) and Bache leading 

way in both printed and air a dvertising, a ction can be expected from other big 

s tock broker firms. New York Stock Exchange will get ad face-lifting, too, 

via new a gency BBDO. How to sell Mr. Average Man, is now tack of financial 

firms; best job thus f a r by Merrill Lynch and advertising manager Louis Engel. 

KXOK'S 131 WEEKLY NEWSCASTS-Import ance of news broadcast s on radi 0 empha-
-- . 
sized by KXOK, St. Louis, s t atis tics. Of 131 broadcast weekly, 76% are produced 

by station s t aff; rest by network (ABC.) 75% of total are sponsored. KXOK-FM 

does its sister station several better; with news briefs every half hour 

throughout week, total is 199. (Please turn to page 44) 

SPONSOR 



NO . 18 OF A SERIES 

DANNY LITWHILER 
In Fielding,-

WHEe 
In Rochester 

tONti 11ME 
RECORD ,OR 
tEADERSHI'! 

In 1942 Litwhiler playing with the 

" Ph illies ll played 151 games and came 

up with a perfect 1000 fielding record 

for the season . Litwhiler's record has 

never been equalled since! 

In 1943 Rochester's first Hooperating 

reported the decided WHEC listener pre

ference. This station's Hooperatings have 

never been topped since! 

BUY WHERE THEY'RE LlSTENING:-
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T'I(' 'o.edo.to .. 0 .. t,o,flU(o,·i,J tio .. s 
At a time when spot prog raming is of ~ey interest to advertisers, tran
scr iptio ns are in th e spotlight. Here are their advantages, disadvantages 

,·,11 slUft°(~S "ro .... " t'.e ('d!Jes 
When you're bucking the big boys on a national scale , you 've got to be 
sma rt. Pal matches its radio effort with its distribution pattern 

{ 'o .. t'essi'HU f.i " ""UIV l ' or'~ timehlluer 
A tongue-in-cheelt account by an alumnus of a top a ger.cy ; tells how he 
sin ned against sponsors and reps as part of the game 

IImv ('"U r"dio iifl,.t h"cI~? 
SPONSOR proposes a "fi ght back" program for radio. Chief suggestion: 
promote the good programs effectively , improve the bad 

'~oo'dU9 .os. liste .. i"!1 
Advertest , qualitative rese arch firm, studied the radio listen ing and TV 
viewing habits of 488 families who had owned sek for 18 months or more 

l ' ilues 'U .. O(> ("U'Ulled! 
Radio and TV, considered "family" media , have not had same freedom as 
printed media in advertising "un me ntionables." But there's been progress 

--

COMING 

s,.ot ,.r"ll.o" ... i"!I: '''('''' Ii.,(· slUUt'S 

What are th e advantages to a national advertiser of sponsoring live shows 
o riginat ing on local stations7 SPONSOR cites the se, other factors 

lU' .. " Sf·lt::f·.·: 20 ~J"U"S of uil' s.U"(·(>ss 
SPON~OR is loolting into Miles Labora tories' broadcast advertising 
philosophy which has helped make Alka Seltzer a household word 

( 'u""u ..... u .. fu(·t ... ·e.·s fn. t'.e "i,' 
How and to what extent do they ma~e us e of the broadcast media to sell 
their swe e ts? A SPONSOR round up complete with strategy, case histories 
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MR. SPONSOR : DOUGLAS LEIGH 10 
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TV RESULTS 38 
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APPLAUSE 64 
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KGW THE ONLY STATION , 
WHICH GIVES THE ADVERTISER 
COMPREHENSIVE COVERAGE 

• . . . . . . In 

LIVE~OCI 
BEEF 

Oregon 's capital city-Salem-is the geographical cente r of the 
populou s, economically-prosperou s area effectively blanketed by 
the COMPREHENSIVE COVERAGE of KGW. Because of its 
lower 620 frequency and "Beamed Broadcas ting" KGW is the 
only Portland station to completely cover this great Northwest 
m arket. Yearly at Salem, Oregon's State Fair g raphically displays 
the wealth and growth of the KGW Market Area, An authentic 
Tour-Test, made in cooperation with the Oregon State Motor 
Association, demonstrates how thorou ghl y Salem is delivered 
throu gh KGW'S COMPREHENSIVE COVERAGE. 

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 350,030 
Station B 337,330 
Station C 295,470 
Station D 192,630 

NIGHTTIME 

KGW 367,370 
Station B 350,820 
Sta tion C 307 ,970 
Station D 205,440 

This chart. compiled fr om offi· 
clal, half-milivo lt contour maps 
filed w ith the FCC in Wash ing
ton, D. C. , or from field intensity 
surve ys , tells the story o f KGW 's 
COMPREHENSIVE COVER· 
AGE of the fastes t-growing mar· 
ket In the nation. 

PORTLAND, OREGON 
ON THE EFFICIENT 620 FREQUENCY 

NATIONALLY BY EDWARD PETRY & CO. 

4 DECEMBER 1950 5 
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1)1I®OO 91)1I®OO®~ 
anoo~ OO®ttllW®~ 

by 

Robert 1. Landry 

Men, Money, and Motives indeed! What is to be said about all 
three when advertising, supposedly intended to win friends and in
fluence people, oelibt'rately pits wife against husband, children 
against father? 

Are they crazy? 
Listen. Few months back a gro up of commercial laundries banded 

together in a campaign for more famil y patronage. Well and good. 
Commendable Yankee enterprise. BUT. Their copy paddy-whacked 
wives who still do the family wash. And their number is legion. 
They are the ladies who are kn own in the pious euphemism of our 
times as " the underprivileged." And what was the advertising mes
sage? Just this: Don't be a sucker. girlie, why do for love what 
yo u can' t h ire a maid to do for mOlley! 

Cute, huh? Get the woman so re at the guy for not being in the 
bucks. or if he is in the bucks and can afford a maid, for not being 
richer still and providing a private laundress. In advertising this is 
known as "appealing to the emotions." With a baseball bat. 

* * * 
Well, that passed. Now there's the American Television Dealers 

and Manufacturers, also a co-operative account (group adver tising 
seems to have an affinity for dubious sales angles). The new cam
paign says, in effect, that any adult who denies his children a TV 
set is a moral monster. They open all the inferiority valves. How 
can a seven-yea r old find words " for the deep loneliness he's feel
ing" (on account of you, papa, being such a heel)? " How can a 
littl e girl describe a bruise deep inside?" ( You're unfit to he al
lowed in your own parlor. ) "You give your child's body all the sun
shine and fresh air and vitamins you can. How about sunshine for 
his morale?" (Go shoot yourself.) 

Sure, this kind of advertising is rare. But how often can copy 
strain the ties that bind? 

* * * 
Radio mean time is more yet than a memory. It~ old sock appeal 

to children persists. Just take note of the kids around and about who 
whistle, sing, or chant "Happy Go Lucky" today. That simple lilt is 
radio prairie fire of the old classic frenzy. True, it is no longer the 
fashion of radio editors to pay h('t'o to tlwse littlf' radio feats. But 
we can say it here, can't we? 

* * * 
Incidentall y. sOIlle words on Ihe men. money and motives in\'olyed 

in the Lucky Strike account. That fabl ed multi -million account leg
acy of fabled George Washington Hill , thilIl y veiled hero of "The 
Iluekstt'rs." has been al Batten. Barton, Durstine & Osborn for some 
time lI OW, hut almost never fr ee of il1(.' t'ssant rumors that it would 
lIot remain there. Hot whispers in the Park-Madison boiLes ascribe 
the ac('ounl 10 this or that riva l agel1cy. In at least olle agency. 
Sullivan , StaufTer, Colwe ll & Ibyles, which already has part of 

(Please tllm Lo page 49) 
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LANDRY LI KED 
I haye noticed with considprahlp in

tprest the columns in the last two is
sues by Bob Landry. It seemed to me 
that both of them were yery well done 
and should be a highly-welcomed fpa
ture in SPONSOR. 

This is probably the first time that I 
haye written to you about any single 
portion of the hook or the book as a 
whole, and it is probably a very good 
time to tell you that we like it in its 
entirety. 

CRAIG LA "'RENCE 
General Manager 
WCOP- WCOP-FIll 
Boston 

Is the Bobert 1. Landry column 
"Men, Money and Motives" a regular 
feature? If it isn't, it should be. For 
my monpy. that Landry fellow is one 
of the most provocative o f all contem
porary trade paper and newslett er 
chroniclers. He"s danllwd guod. 

10 RANSON 
Publicity Director 
WMGM 
New York 

• Boh Landry '!' ('urumll ~il1 appcar r eg:urarly in 
Si'Ol'\SOR. 

TV COMMERCIALS 
Has there ever been a study made of 

the comparative effective life of "live" 
action film coml1ler.:: ials and animated 
film announcements? In other words. 
does the effectiveness of a "live" ac
tion commercial deteriorate faster than 
the animated announcement. 

If such a survey has been made, 
would you kindly let me know where 
the results may be obtained. 

I wonder, too, if you would mind 
sending along your hooklet on TV suc
cess stories. 

R. D. AMOS 
Radio Director 
Th e F_ H. Hayhurst Co. 
Toronto 

• \\"e ~ug~est that read('r A Ulo ," !'oee our arti
c les on 61 nl ",o mn](~r("ial s Bl'pearin,:! in the 9 0('
tober and 23 October is~ue!l. I f any of our 
readt·rs ha'\'e furth e r inferlnation or sur"eys, 
we'd like to h ea r about it. 

I have read with a great deal of in
terest the two articles you recently pub-

4 DECEMBER 1950 

Iishpd on "The inside stury of a fillll 
c()Jlllllen.:ial." The material in thpse 
articles was very well presented, and 
they cOl1tainpd plent y of " meat" for 
anyone interested in televis ion- and 
particularly for tho,;e interested in the 
preparation of TV cOP1InNeials. 

I wondpr if you hayp an y rpprint~ 

or tear-shee ts of thpse articles avail
ahle ? If YOll do, I would certainly ap
pn~{' ia te four or five to pass out to 
those in our organization wh o arp COl1-
nected with th e presentati ol1 of TV 
cpmmereials. 

JAMES C. R~;SOH 

Emil Reinhardt Advertising 
Oakland 

VAN DE KAMPS OF CALIFORN IA 
Our cumpany operates retail !)akery I 

outl{'ts in man y food centers 111 Los 
Angeles County. Upon occasion when 
we find material which we feel is of 
interest to our market operators we 
like to distrihute it to them. 

Your article " Grocery stores on the 
air" in your 23 October issue is such 
an a rticie, and we would like to repro
duce it fur dissemination to some 60 
food market people. Full credit to your 
good publication. "hich we follow 
closely, will be made. 

G. \V. P URCELL 
Director Advertising & Public 

R elations 
Van de Kamp's Holland Dutch 

Bakers , Inc. 
Los Angeles 

\Ve a re subsc rihers to SPO~SOR and 
someone ran off with the issue of Sep
tember 25th- with its fine [H tide 0\1 

"Bakers on the air." The story is val
uable to us in handling one of our 
principal accounts, and w·~ wonder 
whether we could have a tear sheet. 
We' ll foot the bi ll . 

WALTER VAN DE KAMP 
California Advertising Agency 
Hollyu'ood 

SPONSOR GOES TO COLLEGE 

I teach a class in commercial broad
casting at Emerson College here in 
Boston and find in SPONSOR a wealth 
of pertinent information for discussion. 

Excellent reading! 
GENE KILHAM 
WBZ 
Bostoll 

(Please tum to page (2) 

By 
50,000 

Television Sets 
in OMAHA* 

* \IOl{l~ THA N 50,000 TV re
ceivers in the K\ITV area by 
Xma.~ .. . th at"s est ima ted hy au
thorit a tive Nebraska-Iowa Elec tri
cal Coull cil. Nov. 10 there were 
45,896 sets. Ba~cd on \foveIlIber 
weekly ,et sales of 1:500 th e 50,-
000 estimate i ~ obviously conserva-
;iw. 

Network link Jumps Sales 
Since comin g of network TV on 

Sept. 30, set sales jumped 15,000. 
And Xma- buying is yet to come! 

Get This Sales Proof 
Yes, Omaha ha" "gone televi

sion" in a bi g way. .\civerti sers, 
too, have found K\ITV to their 
liking. We have dozens of success 
stori es to prove the point. f:o ntact 
your KATZ man or write K~ITV 
for facts. 

KmTV 
TELEVISION CENTER 

261 S Farnam Street 
Omaha 2, Nebraska 
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square dancing, the whole family pasti 
gets big boost from the whole family static 

\X'LS, living close co its li~teners, saw square dancing grow 
in favor in bo th cities and rural areas. Our mail brought a 
~tream of request~ fo r callers. square dance mmic, instruc
tions. Chicago Park District recreation leaders reported o n 
how rapidly they were having (0 expand their square dance 
teaching sta ff (0 meet city-wide demand. Listeners and rec
reation leaders a like said. " \X1e need a foca l po int, a way to 

get (Ogether to keep squa re dancing the clean, wholesome, 
family recrea tio n it is." Amwering this expressed need of 
o ur peo ple, we put ou r showmanship experience o f 26 
National Barn Dance yea rs, o ur selling ~kill and publicizing 
power to work with the facilities and knowledge of the 
Chicago Park Dhrrict 's na tio nally known recreation men 
a nd leaders from a score of states and Canada. 

The me n behInd th e eve nt, Glenn Snyd er, wn 
Gene ral Manager ; Walter Roy, Chicago Pa rk 
District Recreation Director ; James E. Edwards, 
Pro iri e Farmer-WlS Presi d en t; Ernest l ee, Co n
odo·s Notionol Director of Phys icol Fitness. 

l e ft, Mrs _ lauri e Guy, 72, ond Carol Corpente r , 
14, typify oge-spre od of doncers coming to th e 
Festival. Ce nte r, three sheet paster used through
out Ch icoga . By the tim e these w e re printed, 
WlS pramatian hod already sold out th e $2.50 
seats. Right, Georgio', S8-person del e gotian 
storts off th e. , speciol railroad (or. 

, I 

The skills tha t made the \X1LS National Barn Dance an 
American institution and a potent advertising medium wene' 
to work ... o rganizi ng the nati on with state leaders ove~ ; 
an area 2,500 miles ",'ide by 3.000 miles lo ng ... contracting 
for huge Chicago Stadi um ... planning a rounded, complet~ , 
ca mpaign that would not o nly sell the Festival but also 
strengthen ~quare dancing ... comulting leaders .. _ deveiop1 
ing rules tha t wo uld help, nO( hinder the growth of squarel 
dancing in family, neighborhood and community. \X'e a re! 
trem endously gratified at the way (OP recreation men, not , 
only in our own fo ur-state "community" but a ll over thel 
nation. accepted our lead ership and w o rked ~houlder-to- i 
shoulder with us. I 

t 

WLS-FIRST IN SERVICE, ENTERTAINMENT AND RESULTS IN THE CHIC 
I 



68 square dancers and callers travel as much as 2,000 miles to 
~xhib i t their skill, costumes and square dance styles in Chicago's 
~utstanding entertainment event of the year - the first International 
~quare Dance Festival, October 28, 1950 - planned and staged by 
~rairie Farmer -W l S in cooperation with the Chicago Park District. 

y fi ll ed the gian t Stad ium's 15,000 square 

t f loor with a colo rful spe ctacle for pacc~k;ed~!!~~~~~~~~~ 
, d s to see. r. 

A morning Leaders ' In)titut e elrew 450 out
~tanding square dance fo lk to ~ee special 
demomrratiom, hear talks and panels, and 
discuss the best intere~t~ of their favorite rec
reation. The afternoon \\"a~ devoted (0 re
hearsals and get-acquainted dan ce~ for the 
768 participants. 

At night, 11,000 people packed the stadium 
(nearly 10,000 paid at an average of $2.00 a 
seat) to watch a serie~ of unusu a l spectacles 
. .. exhibitions of square dancing as it is done 
in Ielaho, Minnesota. Georgia. Indi ana, Mis
souri, Kentucky, Canada and many other re
gions. A unique ~pecialty combined sets of 
blind, deaf. polio-crippled. under-12 and 
over-65 dancers. Canada's group of French 
Canadians danced to a call in French, follow
ing the singing of the Canadian National 
Anthem, Our mail now i~ packed with plaud
its from wi t nesses of the thrilling spectacle. 

Nearly every le((er received, \\ hether from paruCl pant or enthused spectator, 
has mentioned "next year's fe~tival" ... a nd so an experimem in a different type 
of puhlic service is already m aking itself into another \VLS tradition. 

It is living close (0 our li~teners that enables W' LS (0 feel the pulseheat of 
the people ... <!nd render the service they want, when they want it. Like the 
Ch ristma~ Neighhors Club, School Time hroadcasts, Family A lbum, conducted 
\X'orld's Fair Tours, all-day picnio., famous cornhusking contests, the Imerna
tional Square Dance Fe~tival is filling a need and tying the station ever closer 
to the hearts of the multi-million family audience - the listeners who turn (0 

WLS for service, for entertainmem ... and for advertising they can depend on. 
H you seek greater sales influence in l\lidwest America, place your sales mes~age 
on " their" radio ~tation, whose 50,000 wa((s of power are multiplied many times 
by the close kinship built over a quarter century of knowing what the people 
want ... and giving it (0 them, whether it is a complete w ea ther forecast a 
5:55 a.m. or an International Square Dance Festival. 

890 KILOCY CLES, SO , OOO WATTS, ABC NETWORK - REPR ESE NTED BY JOHN BLAIR 



MR. SPONSOR: 

Are you getting 

Your Share 
of W G T M ' S 
big, rich Eastern 
Carolina Ma rket? 

* Popu lation: 1950 
1,151,712 

* Gross Farm Income: 1949 
$497,510,000.00 

* Producer's Tobacco Sales
t hrough November 25, 1950 
-over 

$252,000,000.00 
(does not include resales) 

* Retail Sales: 1949 
$578,055,000.00 

* Effective Buying Income: 1949 

$935,222,000.00 

* WGTM Average % of pene
tration: 

81% 
•• . and a very 

:SrlTl errp QCbristnlas 
from all the 
Guys and Gals at 

WG TM 
WILSON, N .. C. 
5,000 Watts * 590 K.C. 

CBS AFFILIATE 

Write , 'phone or Wire 
ALLEN WANNAMAKER 
General Mqr ., WGTM. Wilson. N. C. 

WEED & COM PA NY, Notional Rep. 

10 

~"r. Spoftllor 

DOII!I'(lS Le igh 
President 

Leigh Foods. Inc .. N. Y. 

" We put the cart before the hor:,e to ge t our ne\\" product, Fla
mingo Orange J uic(', on th e market:' says soft. spoken Doug Leigh , 
president o f Leigh Foods, Inc. 

What he act ually mean s is that the compan y sought and got high 
produet identification in just a few ~;)lOrt months after the product 
had heen launc hed. A recent sUn' (,y conducted by Fact Finders 
Assoc iation. inc .. showed that Flamingo achieved a 44% identifica 
tion in Metropolitan New York. Result s s temmed fr om an int en
sive radio a lld spectac ular outd oor advertising program. 

A planned adve rtising and promotiona l schedule was kicked ofT 
in June; th e product didn "t hit the ma rk('t until A ugu;;; t. At first 
Leigh. kin g of spec tacular outd oo r afh'erti sing, used illuminated 
blilllp~, Broadway sigllS. and Railway Express posters to tell people 
about Fla mingo; later he add ed radi o to carf) a big share of the 
advertis ing load . 

" We got la rge audiences with th e spec tac ular," e xplains Leigh ; 
he i~ 40 Fars old and still looks ve ry yo ung. " But radio and TV 
a fforded us opportunit y for aggressi\ e selling that we need n ow. 
Our advertisi ng requires the comb illation of all three." 

From a ('urrent ad hudget o f 'SOO,OOO. about 4.000 a week is 
ll O W going into radi o. The compan y hu ys time on 12 stati ons. has 
add ed one a week for thp past four w('eks. I t used but one station 
two months ago, Although radi o ac tivit y is confined to jingle an
lI ouncement s and participation in programs, plans call for spon
so red shows in the near flltllre. In 'ew York alon e. the cOll1pany 
airs 35 announcenwnts a wepk o\'('r thref' stations ( \\' JZ, \\TINS, 
\VOR I. plus part ic ipation in the Elean or R oosevelt program \'1 onday 
through Fr iday 0 11 \\ ' l\' I3c. 

In addition, Leigh plans to Iw in TV hdore the fir st o f the year, 
will lise a nima t('t\ j ingles and packaged shows. After th e first f('\\" 
1Il 0nth ~ in TV, witich will serv(' as a tf's till g pf' riod , the cOlllpall)' 
('xpec ts to pllt as much 1I1 0n('\ into Ihe Ill('diulll a~ 1I 0 \\' goes int o 
i ls radi o ad hllllgl'!. 

Leigh long had III(' urge 10 hm f' his own retail product. Il e 
\\-an l<'d 0 11 (' th at would ita \'(' a lIla ~ :- appea l. a lld wonld he readil y 

I IJlease tu m to page .'.,S 1 

SPONSOR 



MR. SPONSOR: 

Detroit Women Love "Ladies Day" 
and SALES Prove it! :: \ 

\VjBK-TV, Detroit's best television buy, has scored 
again. Their brilliant new show, "Ladies Day" , is 
capturing the hearts of women in the nation's fourth 
market. The ladies go for this mid-afternoon TV par
ticipation program , and more than that, they go for 
"Ladies Day" advertiseJ products. Response and sales 
are terrific! just look at these results: 

30-piece sets o f stainless steel cut
lery, retailing for $6.95 apiece, 
sold 41 sets from the first com
mercial, 45 from the second. Re
sults were so t remendous the first 
week that the store ran out of 
stock. We had to stop the com
mercials u ntil their supply could 
be replenish ed . Net result: three
spot-a-week contract for a year. 

Six spot announcements for a rug 
cleaner resulted in reorders by 
et'er)' department and chain store 
in Detroit which stocked the prod
uct. The Sponsor has contracted 
for a full year. 

\ 

Detroit's leading department store 
received more than 1000 phone 
orders from only two hair curler 
commercials-sold $2,400 of 25c 
cards of curlers in one week. After 
just two weeks on "Ladies' Day," 
with three spots a week, every 
Detroit hranch of the country's two 
biggest "five-and-ten" stores re
ordered from three to five times. 

Results like th ese can be yours , if you take advantage of the alert 
programming and steady progressive leadership that has made \VJBK
TV tops in audience-response and sales results in th e wealthy Detroit 
market. \VjBK-TV consistently leads in giving the audience the finest 
in entertainment and the advertiser the best television buy in town. 
Check your local KATZ man for all information . You'll find that 
\VjBK-TV really delivers the goods-your goods. 

W J B K - AM 
-FM 
-TV DETROIT 

NATIONAL SALES H EADQUA RTERS : 488 MAD ISON AVENU E, N EW YO RK 22, ELDORADO 5.2455 

Represented Nationally by THE KATZ AGENCY, INC. 
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From S S L 
H '. awrence 

untington 's leadin ,Owner of 
" 0 g drug store· 

ur AP neWSca t h . 
themselves man Js aVe paid for 
real proof is 0 Y times over. The 
fhan 2 500 ur sponsorship of more 

, consecutive AP 
OVer WSAl newscasts 
1943." -seven each week since 

Marshall Rosene 
ager of WSAZ ,General Man-

" ' says: 
. Associated Press . 
Important facto r ' WSnew~ IS a very 
It g' In Al s reven IVes us easy-to_sell ue. 
- programming th programming 
wise and doll ~t helps listener_ 
A ar-wlse W 

P newscasts . e carry 59 
every week." 

From M. Z. Bieri G . 
distributor: y, oodnch tire 

"w e have sponsored AP 
WF/L since 1943 N news On 
sales prOve its efi ,ew and repeat 
our sales ectlveness. In 1950 

are up 10 pe 
we a",6 t r cent-which 
. I U e to our AP d ' 
Investment." ra 10 news 

Roger W C,. 
ager of WFll 'pp, General Man_ 

, reports· 
"AP newscasts are ~ 

advertisers AP d real value for 
. nee s no' d' 

prOmotion'. In thi au lence 
change and c n' s era of world 
th on ICt rad' 

e listener's d ' ' 10 news is 
quarters." /fect wire from head_ 

AP news SelLS 

the listener 

the Sponsor 

AP newscasts receive maximum 

audience attention 

and acceptance, 

for The Associated Press 

is synonymous with 

truth in the news. 

Sponsors know 

sales messages are remembered 

when linked with AP news. 

To Member Broadcasters, 

The Associated Press meanS 

a most faithful audience, 

a growing sponsor list, 

and station payment based 

only an AP's cost of providing 

the service received. 

Associated Press 
resources and facilities 

include: 

A news report of 

1,000,000 words every 

24 hours. 

A staff of 7200 

augmented by 

staffs of member 

stations and newspapers 

- more than 100,000 men 

and women contributing to 

each day's report. 

Leased news wires of 

350,000 miles in the U. S. alone. 

Th e only state-by-state news 

circuits in existence. 

100 news bureaus in the U. S. -

offices and news 

men around the world. 

A complete, nationwide 

election service, employing 

65,000 special workers. 

FOR FURTHER DETAilS, WRITE 

R A D 10 DIVISION 

THE ASSOCIATED PRESS 
50 Rockefeller Plaza 

New York 20, N. Y. 
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/?J~ I S IS OUR TWENTIETH ANNIVERSARY. 

This cake, symbolizing our twenty years of progress and service, results from a 

careful adherence to a time-tested recipe. In a like manner, our success as a radio 

station is the result of combining the proper ingredients in our opemting philosophy. 

\V c have always believed that in this democratic world , free speech is a most 

cherished right. \Ve have always kept our mike a free-speech mike. 

~T e believe that our programming must be in the public interest. And this has 

won for us many coveted awards. The significance of these awards re fl ects not only 

the merit of Ollr programs, Imt our constant long-range planning in your interest. 

\V c believe that the years ahead are fill ed with opportunity. If we did not 

lwlieve this, we wOllld not believe in America ... because. in Amcrica, there 

is no limit to accomplishment. 

So . .. we'rc starting our twenty- first year . . . eager and confid ent ... a part of 

Amcrica's grca test advertising medium ... and still " In Scrvicc of Home and Nation". 

Cleveland's Friendly Station 

REPRESEN TED NATIONALLY BY EDWARD PETRY & COMPANY 

SPONSOR 
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New on Television Networks 
SPONSOR 

Horden Co 

Coc.·Cola Co 

Durket>'s Fanlous Food" 

E",t"rsharp Inc 

Pro(·t~r &. Galnbl .. Co 

Qua" .. r Oalo Co 

Ranger Joe In .. 

Voiee of Propht" .. y Inc 

" ' iI.troot Co In (" 

AGENCY 

K4"I1Yoo .. ~ Eckhartlt 

l)'Arcy 

;'\1l"ldrunl .. ~ F .. "" s nllth 

Biow 

lI .. ntoll .. ~ 11o"," Ir s 

Sh .. rnlan .. f( j\olortIUf"Ut> 

Lalllh .. '\.. K l"t"n 

"'. fO s tern 

IIBlIO 

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

NHC·TV 

]'i IlC·TV 

l'iIlC.TV 

Uu:\Iont 

CIIS.TV 

l'iHC.TV 

AIIC.TV 

A IIC.T" 

C BS.TV 

62 

III 

9 

21l 

19 

12 

Th.· I' .. t .. r & Mary S how; Th II :30·9 pili; 23 No,' 

OntO Hour in "'~ ondt'rlantl; " :1-3 Jlnl; 25 Bee (ol1l"-t im t") 

Kat,· ~mitt. Show; " . 4:30.·15 pm; 15 ~n"; 52 ,","ks 

S aturtlay Night At T hto ( ; artlrn; Sat 10:15-30 "In; 18 ~o,,· 

Tht"l Fir:--t Hundred Yt"ar~; ".f." 2:30.·15 pllt; ·i B .-c; 32 wks 

Pnnhandl(· P.·t .. ; ;\1, ",' , F 5:15·30 pm; 11 Dec; :>2 ,.10.. 
RfoIngt"r Jo t"; Sun 12 lIoun-12:15 pili; :-1 Uec; 52 ""It.. ... 

Faith For Today; Snn 12:30-1 pnl ; :-J ()~C ; 52 ""k ... 

C harhoy 'Vild , Privoltc Bt'h'ct""t"; F 9 -9 :30 lun (altt'rnah" Fridays ); 

22 I).·c 

Renewals on Television Networks 
SPONSOR 

Bond Stor.-s Inc 

Borg.~~ arn.-r Co rll 

(Norge dlv) 

Co n.olldated Cigar Corp 

Food Stort." Progranu 

Corp 

i\oliles Laboratories In(, 

Titlt~watcr A s"'o('iat t"d Oil 

Co 

AGENCY 

(;rt"y 

J . " . alt('r rholupson 

F.rwin, ~'a"cy 

Franklin llrllt'k 

Wad .. 

L.-nnt"n .. lit "it('bt"1I 

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

Bu:'\-Iont 

NIIC·TV 

Bu ,\lont 

l)ur\lont 

:\THC·TV 

lJu;\lollt 

-til 

15 

30 

30 

2 

lI 'lIltl ~ of 'Iy"'t('ry; F t)_t) :30 pili; 8 Ih·(' 

Four Star R(','" uc; '" 8_t' pnl, 27 B~(' 

Th(' Plahu,loth es lllan; '" 9~30-IO pili ; 29 ~ov; 26 ,","k s 

~tar Til .. f",; T IU-II JlIII ; 5 Dt~t·; 1 3 ""k s 

Tllt~ fJuiz Kids; F 8-R:30 lun ; 1 I)t·(' ; 57 wk s 

Broatlwa)' to 1I01l)'wood; ~ . lU · IO:30 Ilnl ; 6-27 D et' 

Station Representation Changes 
STATION 

DXA "", ,"lnJinao, PhilippI .... 1. lall(l . 

KVF.R, Albuqu .. rqu .. 

WCOL, C olumhu. 

"'GTA , Sunlnlt"rvillt", Va. 

~'J'JA , Oran::t", Va. 

AFFILIATION 

J ndt"pt"n(ient 

MilS 
AIIC 

Ind t"pt"ndcn t 

Inrl c pt·ntlt·nt 

NEW NATIONAL REPRESENTATIVE 

P a n Anlt'ri('an Broatlt'as ting C o , N. Y. 

Th .. W a llo. .. r Co , N. Y . 

lI·n H.·pr .... ·ntativ.'s. N. Y. ( .. fT. I J a .. ) 

B""' lIt~)' & Co, 1'o4. Y. 
lJn-ncy & C ... "i . Y. 

New and Renewed Spot Television 
SPONSOR 

Arnold 8alo. e rs In .. 

Arthur Brown & Broth('r Inc 

lIorden Co 

Brown & Willialll!'oon Toha('('tl 

Corp 

8ulo"'3 '''at c h Co 

Cannon Mills In .. 

Cannon :llills Inc 

AGENCY 

Ct'nton .. ~ Buwl ('!io 

Hube r lIoge 

Youn~ & iluhi('anl 

Tcd Ratcs 

IHo",,' 

Young .. ~,: Ruhit'alll 

"ollng .. ~ iluhi('anl 

NET OR STATION 

WNIIT. N. '\'. 

WNIIT. "i. "

WilT\". Ch ar lott .. 

WI'TZ. PhHa. 

WTOI'.T\" , W a,h. 

W CAU.TV, I'hil a. 

W C IIS .TV. N. "
WIIZ.T\". 1I .. ,ton 

WMIQ, Chi. 

"':\1111 . Illy .... !. 

PROGRAM, time, start, duration 

One-Inin ann('nlt; 20 1\0" ; 13 ",k s (r) 

15-nlin J)rog; 10 Bt·(·; 2b wk" (r) 

20-:-ot·(' fillll ; 21 Ntn; 13 wk s (n) 

20· ... c fil ... ; l IJ.·.·; ..,2 wI.. . (r) 

20_5to(' film; 31 O('t; II ,","k s (II) 

20-~cc filru; 29 1\'uv; 52 ,.10.. ( .. ) 
20_ .. tOc filln; I 1)('('; 52 "" ks (n) 

Sln brt"a k ; .'> Bee; 52 ""k s Cn) 

Stn hr.-ak ; 6 B t-.(' ; :;2 ,","k ~ Cn) 

'stn hrf' a k ; Bt·(, ; 52 ,.10.. (11) 

• In ne~·t issue: New and Renewed ou Networl.:s, New Nntio .. al S,Jot RIUlio Business, 
Natio .. al Broadcast Snles Executive Clul .. ges, Spo .. sor Perso .... el Cllanges, 

New A!/e"C!l Ap,Jointme .. ts 
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New and Renewed Spot Television (Cont'd) 

SPONSOR 

f :: . .II1I1UII ~lill <; Inc 

Lnnnull '. Jill ... IIIC' 

f :hunk E.'\nt Pt· .. nul Butt"." 

(;t"111 Pack ill:! 1. 0 

l1amihulJ '\"at"h (,,, 

110041 C:ll"lIIi,' a l eu 

Philadt-"Iphia L"- H .. oaJin;.:: (oal 

ILl\. I ru .. (~ o 

Philip 'Inrri ... ,~ 1 H 

Prnt'lt'r .. f{ C~alllhlt · ( ~ t( 

St, hitOff ,·lil1 ,I\. r.o 
[ l lli.J" Carhidf' :t lltl f. .trhOH 

Corp 

\\ lu "ah'na Cnrp 

AGENCY 

'\ olln~ ,~ HubiC'a m 

'\ ulln~ .. ~ Hnhi,'am 

Jost'ph I'alz 

Em il '102u1 

IIUIlO 

(;ra) ,x. BOJ,:"r" 

'"'I\: l''' ,'\, ,\Ihrighl 

B"nl oll ,,{ Bo",l(" s 

( :o",all ,'\," 1)C'n;,!I"r 

\\ ' iUblll E",ly 

NET OR STATION 

\\ i'iIlK, Cle,,·. 

Wi\IIT, :" . Y. 

WI.AlJ.TY, I'hila. 

W C II:-,\.TV. '\ ..... 

,,-,'\ F:\I-T\'. Rirm ill:.dl ~llIl 

,,"t; TY. Charlnlle 

'Y C\U·T\". I'hil a. 

WeIlS.T\, "\ , y, 

"' .... 111', N. Y. 
\\ ' '\11\\ ', "a,h. 

\\ 'RT, ..... ,. 

"'CAli ·T' , Phila. 

WCIIS ·TY, "\. ,. 

KTTV , L. ,\, 

\\TBS.T\' , '> . " 
WCAli ,T\' , Phila. 

KTTV, L. \. 

\'';-:\8T, i'I , " 

PROGRAM , time, start, duration 

~tn br e ak ~ 6 }) .. oC'; 52 wks • n) 

Sin hrt'ak; 7 1)C'c: 52 "ks (II) 

One-min ann('ml; 2() 'en; ]:i "k~ (n) 

One-nlirr anlwlnl; 23 '\tn; 1 (J wk s (II) 

Fi" f> -lIli .. falnl: 27 :\0'; I \4 k, (n) 

On"-ulin allllC'nll; 28 'u, ; 10 ,\ok s (II) 

One-rllin aIlIH'ml; 21- ':\' 0' ; 52 ",k s (II) 

~In hr"ak; 3 J),.C' ~ 52 ",k ... (n) 

20 see allllt'lnt; 9 n rc; 52 wk ~ (n) 

On f" -lnin annC'ml; 28 :\'ov; I ",k s (n) 

2()- !!o,·,· lilln; I D,· __ ·; 52 ""k '!- (n) 

2()-sC'C' fibll; 6 ~O,,' ; ]3 wk .. (n) 

On (,, -lIlill, 21J-!".,·c film; 7 '\,n ; 13 ",k ~ (n) 

On __ ~-min" 2U-!'i'·(' fillll; ] I "\0' ; 13 ",k s (n) 

25 mill 1'(", &. Jinx pro~ralll; 5 Jan; 3t) ",ks (n) 

Advertising Agency Personnel Changes 

NAME 

'\urnl ~1I1 F. U,· .. t 
))onal,1 Hill .. lollt' 

I)a,id L. Urun .. 

lIarr)' H . Bllrlnll 

A. lI a,.~ Hn .. (' h 

Roh("rl P. C:lark 

Roh f" rt ~ . <:u lI g,lolI 

Rf" rf"ni,"~ F.. COlin or 

Ri,·har,1 ));lIl a 

CharlC' s 'Y.I ... an f)UlI g hli,' 

;\li hlr~(1 Flu("nl 

Jal1lf's H . Fox 

J«hn B. (;ray 

\\'Illiani II. ( ; rp f" n 

""orman lI all 

Jal' k lIou se 

1(i (' har,1 S . lIu.nphr(" ~· 

1\ .. nlu·1 h " ' . K ear 

nick 1\1141' 

III1 />h lJ. 1 ave.y 

A rka,l y Ll'oknlll 

G"ur~ " P . 'lal'Gr .. ~ ur 

John J. 'I.,C1 e an J. 
~I"ph"n J. 'I a nh ar,1 

Fran,·i .. 'Iartin Jr 

Hay J. 'Iau('. 

Jobn Barton 'lords 

c.. __ ·ur ~ r II. P a tton 

Bolu·rl B. B,·id 

Jam'· ... \\ '. B,·nn,·I .. Jr 

.\Itllnll F. Hidlle 

(: h~lrI,·.. Ho I. I» in .. 

\\ ' lIlialll R. S"lh 

'I :)r~' I. . Sh'lIl1ll~ 

1',.«1 Sla,I,· 

E,lwar«i T . Snll.,;;.11 

Frank T~IIIIIt· .. 

I.,· r Tn,I,1 

1.'· ... IC'r Y;lil 

II. L:.," n·II,·,· ,,'hill"lunr(" 

1\ ';1) "i!'<lh'r 

'I ildrc·, 1 "r, ' u 

J. " arr"n \\ ) IIkn4l11 

FORMER AFFILIATION 

Er",in. " "a!-,·y ,t Co. L. A .• ;I __ 'cl 

B __ 'uton ,~ Howlf" s . :\' . '\.. accl e .'- __ ·c 

"i"k Ch"lIIi"al Co. :\. Y •• e :\.('c 

'1,·Cann-Er i,·k .. un . PorllalHI . nurthwt".'!!1 .n~r 

Cr a ig '1f,2'. Cu, L . A .• oHlv III g r 

J. ' .. lIi C' k"r ~nll hit" :\". \'. , Ir"a~ 

'i ,·C.an n-Eri,·k ~oll. N. Y. , "I' 

1~,·arl~ .. :\l ar~ lolI 1(l C', Phila .. a ..... t 10 r;d,lio. h tlir 

Ha,lio '" ril "r 

rllll"r ,~ ~lIIilh ,'t Ro "!l!'o, CI" ,~ ., ac('t f""'l' 

'bholl Killihall Co. 14. A •• 'II 

'\:,·1 ~ 011 C hf" s rn a ll Co, Challauuu;:.a. ~H' d 

Bulhranff ,,\: R~' al1 ~ :" . '\. 

h. f" n,"o n ,,\: E"khar,lt , :"i. '\. , an'l ("x .. c 

Oldahom a Cil~" ~af,·t~ CU IIIH·H. pul. 1"',·1 ,lir 

l lnil",1 \rti ~l.., Tel,~,' h; i()lI. ':- .... 1)1~r 

II. B. IIn.nphr ("y Co. '\. '\ .• pr,· .. 

'\. W. \)"'" .... . Y. 
Tid,· \\ ~I"r As,;;;oC'ial",1 Oil Co. ~. F. 
'1,·Cann-Eri,·k ~ on, ~'. '\ .• f":\."(, 

Huh (' rl ". Orr. " ' . Y .• vp ill (·hargc of "up~ 

I\"'nyoll ,'\, Eckhar,h. i'i. Y. , acel ,.". ,. 

.., .. II i-' an. Slauff ... , 1'"lw.·1I R.. Ba~' I(', ...... "

II. (;,·org,· Ulo('h , :'"II. L .• 'p 

I'h,' 1Ii1)('rllia B'Ulk. lI(h tlir 

c'a nlpb,·II-Ewal,l. i". '\., ",rill'r, dir 

" ' illi a .n II. ,,'l'inlranh ,'\, (:0. "\ . '\ •• 

lJ ay &. :\iglrl Lor .. , !'<II .. prulII mgr 

rhnma ... Pnbll .. hing ( : 0. l". J .• s l.;, rl'p 

Full"r ,~ ~'lIil" .. f{ Bo~ .. , Cl,·,,· ... a,!'ouc a,'cl 

'\ uun~ .. '\. Hllldl'anl. N . Y . 
Boz,·11 ,,\: Jacob , In __ ', I\. '\ •• tlir puh 1"',·1 

()'Bri"n ... '\, I)urran(",·. 1\. Y •• a('c l 

lJurlan,1 I.w. 1\. Y., ~"n 11I::r 

'IIC, i\ . ,. 

\\ (:OP, Bu .. loll. "onlinlli l, ,IiI'" 

Fu ol,· . ( :un,· ,t.{ U .. I,ling. ". '\. 

Bri ... at'l,,·r \\'h r(' I"r ,'<.; ~Iaff. L. '\ .. "pa"" hll)"r 

))~III'·'·r-"'illg,·raltl-~all1l)I,·, :\. '\.. ra,lio ,"n' 

,'Ih·~' 8.; Hit·h a r,I ... :\. Y. , pr,· ~ 

11,·.1t1 of 41"'11 f:'I .. lliun Jlnlt rt') ur,2' 

KI'I'\ . S . F. 

NEW AFFILIATION 

Sallie, "p 

'lcf:alln-Erick~,UI. '\. Y •• 

S"hwinllll('r .. '\," Seoll. :'\ . Y., nlgr. uf ". Y. uffi"r 

1I111l0, S. f'., a ... ·1 1111" 

\\ " · !o I-'lar!lnb. L. A., aC'r l ,·:\.e,· 
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THE REAL RADIO AUDIE CE 
IS GREATER THAN YOU THINK! 

~~Sets-Ill-Use" Fig.lt·es ~I'lst Be ~I" 't;l"iell 

to Detet·lllille Tt·ue A.I.liellce! 

In Iowa, does the average " tuned-in" radio set have 
just one listener, or is it more apt to have two or 
three? What's the difference on Saturday and Sun
day ••• on farms and in the city? 

The 1950 Iowa Radio Audience Survey':~ provides 
reliahle answers to these questions-answers com
piled from diaries kept for 48,701 quarter hours 
at the time of listening by 930 scientifica11y-selected 
Iowa homes. It shows that 600/0 of the time on week
days, a "set-in-use" has two or more listeners! 

Weekend figures are even bigher-71.00/0 on 
Saturday and 79.7 0/0 on Sunday! 

The above table tens the story •.• proves that in 
Iowa, the "single listener" is the exception rath er 
than the rule! 

When broken down into urhan, 'illage and farm 
categories, the "sets-in-use" audience varies in SOlne 
respects ••• remains constant in others. Complete 
details in the Survey itself. 

In addition to revealing many SUell hitherto un
known facts as the above, the 1950 Iowa Radio 
Audience Survey contains much additional proof 
that Iowa listening is at an all-time high! Also \VIIO 
nontinues to dominate the great Iowa audience. 

4 DECEMBER 1950 

WEEKDAY o SATURDAY o SUNDAY 

Get your copy of this invaluahle survey, today. 
\Vrite direct, or ask Free & Peters. 

* TIle 1950 Iowa Radio Audicnce Sliney is the thirtccnth 
annual study of radio listening habits in Iowa. It was con· 

ductcd by Dr. F. L. Whan of \Vichita Unhoersity and his stafT. 

It is based on personal intcrviews with 9,110 Iowa families 

and diary rccords kept by 930 Iowa familics-all scientifi· 

cally sclected from Iowa's cities, towns, villages and farm". 

It is a "must" for every ad,ocrtising, salcs or nlarkcting Illan 

who is interested in radio in gcncral, and the Iowa markct iu 

particular. 

WIHIO 
+ for Iowa PLUS + 

Des Moines ••• 50,000 Watts 

Col. B. J. Palmer, Prc;; ident 

P. A. Loyct, Rcsidcllt Manager 

~~ 

4w
~t) 

II -

-, : FHEE & PETERS, I~C. 

• National Reprcsentathes 
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A Christlnas P lum 
for you, 

Mr. Advertiser! 

Central Arkansas Christmas sales 

for 1950 will exceed $4,000,000*. 

That's business you can't afford 

to miss. Be sure of getting your 

share. Tell your story over KYLC, 
the station with the res po ll sive 

audience. Ask any Radio Repre

senta tives, Inc. man about K Y LC . 

He has facts you ought to know! 

" Based on fig ures supplied by the Ei gh th 
Dist. Fed'l Reserve Ban~ 

18 

1050 Kc-----. .... 

LC 
k Ark . 

Little RoG • 

National Representatives 

RAD IO REPRESENTATIVES. INC. 

Ne .v de veloplJ.ellts 011 SPONSOR stories 

SEE : 

ISSUE : 

SUBJECT: 

Old freak or new peak ? 

" Who ' s looking where?" 

3 July 1950, p. 30 

TV coverage 

In "Who's looking where? " 3 Ju ly 1950. SPOI\ SO R pointed out 
that TY recepti on more than 50 miles fr om the transmitter was con· 
sidered freak reception. The article explained tha t a key question 
fo r ad\-er tiser!' i!': " Can I reach a worthwhile numher of peo ple 
heyond the 50·mile radius?" 

At least one station now says yes and has some fi gures to back 
it up. WKY·TV, Oklahoma City. gets clear yi ewing in Enid. 65 
miles north. a rece nt survey indicates. 

P. A. I Bud ) Sugg. general manager o f the :;tai ion , got th e im· 
pression that hi s TV signal was go ing out a whale of a distance. So. 
late in Octo her. he brought together Scott Donahue of the Katz 
Agency in New York. Lowe Runkle, and Howard Neumann of the 
Lowe Runkle Agency in Oklahoma Ci ty, and three members of the 
station 's staff. The gang went to Enid for a check-up. 

The seven interviewers completed 9+ interviews. Set o\\ners in all 
income groups were questioned to get a sample opinion of th e mar· 
ket. Bud Sugg himself made the fir st 20 calls. 

A three.page questionnaire was co mpleted O J} each person inter
viewed. Altoge ther. 18 qu estions that dealt wi th sets, makes, screens. 
length of ownership. programs. time of viewing. etc. , were asked. 

Accordin g to th e station . " On e of the most important facts the 
survey established definitely was that reception of the WKY·TV sig. 
flal ( no others are received) in Enid is excellent seven days a lceek 
with normal antellfla installatioT! and with out the use of hoosters or 
allY other special apparatlls." 

Other interesting facts were brought out. For one, sponsor iden· 
tification ran high. In nine out of 12 programs listed, mo re than 
50 jj, of th e vi ewers were able to identify the sponso r correctly. 

Another interes ting trend revealed by the survey was the average 
\ iewing audience thro ughout the vi ewing cia). App roximately 30 7(' 
of the TV sets in Enid were turned on when \"KY·TV went on the 
air a t 2 p.m. The viewing audience increased rapidly and reached 
a peak of more than 90~1n between 7 and 9 p.m. Nearl y 60 % of the 
sets were left on un til 11 p.m.: and 45 70 until 12 :30 a.m.; interestin g 
is the fa(' t that this newly extended sign·ofT time had gone in to effect 
only a week before the survey was made. 

• 
III 

Based on WKY·TV survey in En id. O ~ l a. 
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Telecast Pe ri ods (All ti mes are P.M.) 
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Look what PULSE finds about 
one of the three San Francisco 
Bay Area "Television Stations .. · 

o 

• 6 of the first 10 once-a-week progra ms 

with largest share of audience duri ng 

October presented by KRON -TV. 

• 8 of the first 10 multi-w'eekly programs 

with largest share of audience during 

October presented by KRON -TV. 

That's 14 out of 20 firsts for 
San Francisco's ~~Clear Sweep" 
station, more convincing 
proof that 

SELL MORE ON CHANNEL 4 

puts more eyes on spots 

4 DECEMBER 1950 

Represented nationally by FREE & PETERS, INC. 
· .. New York, Chicago, Detroit, Atlanta, Fort Worth, 
Hollywood. KRON-TV offices and studios in the 
San Franciscu Chronicle Building, 5th and Mission 
Streets, San Francisco. 
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t e u ber ne Salesman in 0 h 
CO'ro /'n a-the outh !s umber One 
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Teleways 

~l 

"Riders 01 the Purple Sage" (a bove) is among eight varied transcribed 
offerings of Tel eways Radio Productions. Other key shows are listed below: 

"Danger! Mr. Danlield" "John Charles Thomas" 
"Barnyard Jamboree" "Strange Wills" 
"Moon Dreams" "Frank Parker Show" 
"Strange Adventure" 

MGM Radio Attractions " Th e Story 01 Dr. Kildare" (above) stars Lew 
Ayres, Lionel Barrymore. See following programs: 

22 

"The Hardy Family" 
"Crime Does Not Pay" 
"The Adventures 01 Maisie" 
"MGM Theatre 01 the Air" 

"Hollywood, U. S. A." 
"Good News From Hollywood" 
"At Home With Lionel Barrymore" __ 1 

been spending on choice spots for Dr. 
Ca ldwell's Senna Laxatiye they might 
get even better cO\erage usin g spot 
programs in marginal time. 

(One of the plusses of s~' ndicated 
programs is the abiliiy of the sponsor 
to place a show of his O\\n selection in 
picked markets on picked stations at a 
favorab le time. I The middle of last 
August Sterling bought a IS-minute 
Harry S. Goodman show, Your Gos
pel Sin~er, featuring Edward ~lac
Hugh . an old time favorite in this 
fIeld. They put the show in seven test 
markets in the South . On \,FBT. Char
lotte, the show went on at 3 :.t.5 in the 
afternoon ( an early Illorning spot 
wasn't a\ailable). But on the other 
six stations .;\lacHugh is on at the tra
ditional "wake-up" hour. Here's the 
lineup: 

\\'SB. Atlanta __ _ 
\\ ' \,OX. Knoxville _ 

6 :30 a.lll. 
6 :.t.5 a.m. 

WDOD, Chattanooga _ 6:15 a.m. 
\\'\IC :'Ilemphis __ __ 6 :45 a.lll. 
WSM, '\ashville ___ _ 6:00 a.m. 
WSJS. \rinston Salem __ 6 :30 a.m. 
For the first three weeks, the show 

was on twice a week. Listener re
sponse. as indicated hy mail, was so 
favorable that the schedule was in
c reased to five mornings a week. 

The agency , Carl Brown. says that 
even this early they can already trace 
more husiness to the program than 
they could attrib ute to the previous 
use of announcements. Indications. 
based on results so far , are that Ster
ling will expand this campaign in early 
morning time. 

Dr. CaldwP\J's Laxative has beell 
plugged on Sterling network shows in 
hitch-hike and cow-catcher announce
ments. But not being one of the fast 
tUfllO\-er products it can't get the time 
on the network air that Bayer's Aspirin 
and other major Sterling products 
command. Thus the necessity for ad
ditional air support. 

This experiment by Sterling illus
trates other advantages of transcribed 
progral1ls- which are not shared by 
(lther spot vehicles. For example, to 
compete against both loca l "names" 
and stellar network attracti ons. tran
scribed shows generally must feature 
either famous names or faJllous char
actNs, like " Philo Vance" and "Boston 
B1ackie" or Ronald Colman and Guy 
Lombardo I Frederic W. Ziy Compa
ny Radio Productions). 

It isn't possible to huy local names 
and productions on a market by mar
ket basis to match the talellt and pro-

SPONSOR 



duction values available on transcrip- 1-
tions. Even if it could he done, tlw 
cost would be prohibitiyc. 

EaPil syndicated prog ram service 
has its own way of figuring talpnt 
charges for a Illarket. But a good rule 
of thurnh for making e~ti1llat es is that 
talen t costs will rUIl hetwpcn 20-
331/:1 % o f the sta ti on time dlarge. 
Package discounts. depending on the 
number of markets boug ht. IIU1) III 

some cases run as high as 50~ . 
There's a fppling among llIall Y ad

vertisers and agencies th a t SOll\P tran
scription properties havc becll o\,pr
priced in television ma rkets- that 
nH'ans the countr) '!' top markets. Some 
shows that fo rmerly sold fo r 8300- "450 
a wepk in New York arp now heing of
fered at .' 150. 

But tha t doesn't mea n th e tra nscrip
ti on business a" a whole is in a slump. 
On the contrary, the Frederic \X' . Ziv 
Company. which dominates till' indus
tr), reports a 20 7c increase in husi
ness over their best prc\'ious year. A 
share of the increase comes frolll addi · 
tional use of Ziv' prog rams by regional 
and national ad vert isers. 

Almost every cOilPeivable type of ad
vertiser is using Ziv' program". includ
ing First National S tores (wi th Guy 
Lombardo in 20 Northeastern mar-
kets) P et Milk. Lever Brothers, \Vest
inghouse , Quaker Oats, Motorola, and 
nUlllerOUl aut omohile dealer groups. 

The llIust r('('en t " ut oll1obile dealer 
groups to sign for a Ziv transcrihed 
series were Chevrolet dealers ill the 
Buffalo al ea who bought Guy Lon'lhar
do in seven markets. 

National spot adverti sers often lean 
toward local programs in order to take 
advantage of local foll owings and ga in 
an element of local iden tificati on. But 
where the campaign is to cover many 
markets. it will alwa ys be pra<:ticall y 
impossible to buy uniformly good pro
g rams (or participations) at the hours 
most desired. 

The syndicated show offers talent of 
proved pulling power and a llo\\'s the 
advertiser to shop for th e time and 
station that will do him th e llIOst good. 
These were considera tions that led 
Rhodes Pharmaca l Co., Cle\'eland. to 
buy Th e Story of Dr. Kildare, starr ing 
Lew Ayres and Lionel Barrymore. Dr. 
K ilda.re started on 1 SO stati ons the last 
week ill October. 

The product is Imdrin , an ar thritis 
pain killer. Rhodes will prohably ex
pand the number of stations to ahout 

lPlease tllrn to page 56) 

4 DECEMBER 1950 

Transcription Sales Inc. " Golden Gate Quartette" (a bove) is a front 
runner in TSI stable. Othe r TSI stanzas below: 

"Sing;n' Sam" 
"W;ngs 01 Song" 
"Mr. Rumple Bumple" 
"The Dream-Weayer" 

"Mike-ing History" 
"It Could Happen to You" 
"Looking at Lile" J 

Harry S. Goodman "Your Gospel Singer" (a bove) is ~mong the key available 
shows offered by Goodman . Others shown in listing below : 

"Music 01 the Stars" 
"Rendezyous with Dayid Ross" 
"Jim Ameche, Story Teller" 
"Mystery House" 

"Streamlined Fairy Tales" 
"Jump Jump 01 Holliday House" 
"AII-Star Western Theater" 
"Outdoor Lile Time" 
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Otto E. Krau s, Pal Blade 's V.P., checks on pr09ram merchandisin9 with sta r Guy Kibbee 

Pal shaves 
around the edges 
If YOII~re hllekin;! tlte bif! boys on .1 nation." 

So note 

th __ · Pu' nhule snlall-ttnvn .uld f.Uelll stratef!,r 

T he Pal Blade Company, 
agg re,;sive a nd fa,; t-g row
illg mote ill tIl(' e) e of th e 

big th ree ill J"<lzo rd om, makes most of 
its I!I()IIC) " Ilere Ih(' bi g IJ oys E- Iow 
d o\\ II. 

Thc P a l distrilJlltion l'a tt prJI \\as 
pur)lo ,;cl y desi g ned 10 go h ea\'~ ill th e 
s lIl a ll( '(" (" iti!'s all d t()\\ li S wl](' r e C il 
!ell e. \ nH" r il'C1n ~"fct) I(awr. and 
1·:\,(,I ~1 1< 1 rp d OIl' 1 I II row Ih(' i r wc igh t 
a rolill d. 

\\' il h a s it ll a li lJn li ke th i,;, ""p of 11('\

\\ ork radi o \\ ollid S(,('1I1 to h(~ a ll 1111 -

li!.:.(' I! mo\('. ,\fte r ;tll. lIetwork radi o 

is mass. co ulltry-wide- hardly th e pin 
po illted 111edilllll for a "peeialized di s
t ribution pa tte rn. But a specialized 
"how on th e l\lntua l Il et\\"ork , whic h a l
lowed Pal tt· pick its slations practi
ca ll y a t will , prov id(>d exac tly th e mar
ke t a J\(1 a udi E' IH·c th e bl ade firm Iwed 
cd for hes t ('ove rage. 

T his e lld -a ro lllld - pl a ~ to tJut flllllk 
dOl ll ilIant ('oll1 petil o rs takes smart sc
lect ioll of prog ram,; and o lltl('[". S pe
cifica ll y, here\ the Pa l a pp roach . T he 
prog ram is Ihe Hud all d GUll Clu v of 
th e Air (Th u rsda),; . g:;)0-9 :;)') p.111.1 

"hi(" h Pa l spoll"ors oil 134 \llIllI a l "ta-

tio ns. A lth ongh some o f the stati ons 
are in larger ci ti es ( WEA~, Provi 
d ence; KJ.\EW, Spokane; Wo~S. Hart
ford : K STT, Da \·enp0l'l ), m ost o f th e 
outlets a re on th e order of \\7HLN. 
Harlan. Ky., or \\,:\IBH. Joplin , :\10. 

By using station s predominantly in 
smaller communiti es. Pal matches it:; 
radi o a dYertising with its sales distri 
bution pattern. And the program for
mat a~sures a good g rip on male listen
ers. Th U;;, wa ste ("i reulati o ll is held 
0 0\\11 to th e minimum in two \\"ays. 

This shrewd approach to r adio is 
the tipo ff on how Pa l has made a 
Head) sales ga in ~ince it s \\"itehed from 
p ri va te brand production] 0 yea r .. ago 
and launched its own blade. 

Pa ul ' s sa les j umped 5790 last year 
and this \ear they a re running SOc; 
ahead o f last yea r , aeco rdill g to com
pa ll ) offi cials. ( In a fi eld of ", ome 300 
ma llnfadurPJ"!", Pal has risen to the 
top po~ it i on outs ide the big three. ) 
·'\\Te a re cutting into both th e o lder 
and th e smaller. less advertised 
brands,"' says :'.lurray Kushell. Pal ad
verti :; ing manager. 

O. E. Kra us, vice president , says: 
" Last yea r Pa l produced a bout 350 
milli on blades. approximately five 
times as much as we made 10 years 
earli er." 

The big three's p iece of the m a rket 
presents a tempting ta rget. Trade 
g uesses indicate that Gillette has about 
50% of tot a l blade sales, Al11erican 
Sa fety R azor about 3.') 0/, . Eyersharp 
:;OIl}e 10% . 

T o keep i ts sales c Ul\'e 1l1O\-ing up
wa rd . Pal is now allocating about 
S24g,000 out o f its ad budgf't of a lit
tle oye r . 500.000 ( handled by Al Paul 
Left on Agency) to radio. The balance 



goes into four big weeklic:; (Saturday 
Evelling Post, Colliers, Life, and 
Look ), ('ollegc newspaper!', a nd point
of-sale. 

Like any aggrcs:,;ive manufacturer. 
this firm work:,; closely with rctailers. 
Its extensive eo-operative adyert ising 
efTort indudes both ne"'!'paper and ra
dio. KusheU pointed ou t tha t tying ill 
with local outlets who havc large fol
lowillgs in th eir communities bring:
easier acceptance. Pal now co-spon 
sors the Los Angeles DOlls football 
broadcasts with Rexall Drugs on the 
Coast; ties-in over WPEN. Phi ladel
phia, with Sunra y Drugs. 

Although newspaper.., arc ~tiH im
portant to Pal on the co-op leveL thp 
firm's move into lIetwork rad io this 
September was bad news for some SO 
newspapers and several national maga
zines. These publicati ons were lopped 
off the ad budget to make room for 
radio. 

Murray Kushell, grey-haired, trim
mustached Pal ad chief, says, "By us
ing SO newspapers we could run nin e 
or 10 insertions a year. Contrast this 
with the radio progranl tiiat hits our 
aud ience every week. .MoreO\'er, go
ing into 134 ci ties with newspapers 
would be a far more expen"i,'e under-

Crl'llil '1IIrra~' Ku~III'Jr~ rela il 
IHlckgruulld for IIH' ~hrewd m e r 
l·ha.HIb.illg of Pal Bladc·,. Hod 
a 1111 (;1111 ,..how. Before Ill' I'allll' 

10 1'011 fi \'I' ~ear~ ago, K lI,..h,,1I 
"'a~ ad\· c·rli~in~ ntanager of 

i'lamm'", Brookl~' 11 Dl'parll1ll'lIl 
,.Ion'. lIis "pare hOllrs arl' c11'

\'1)11'11 10 1I' ;IChillg a lhCr li,.ing al 

;\I'W York '" Cil~' College. J1i ~ 

fa~orill' Iwhlly i" Jlla~'il1g golf. 

taking." 
Pal consolidated its change in adver

tising pol icy by renewillg the Rod alld 
GUll Club rC(~ent l y for alloth('l" full 
year. Ku",h ell expects to add a few 
:,;maH sta tions and one large stati on 
next year. 

The company will st ill have 1'00111 

for expansion ~ in('e ~ome 200 ~lutual 
stat iOl1s now carry the program sus
taining: and there are others selling 
the show locally. 1 n New York, Pal 
ii' bpnpfiting frolll an unusual deal. It 
has bought the middle slot 011 the show 
which \YOR is carrymg sustaining: it 

Rod and Gun Club 's junkets for remote broadcasts build strong liste ning among 
large male audience. Cast has gone on ex pedition to Bermuda , Nova Scotia. 

\ 
\ 

is thus a participating :-pOIl~or at a 
low ra te in New York for a show it 
sponsors completely in other areas. 

The program's over,all audience has 
1Iot been rated because of the llumber 
of citi es wh ere it was IIOt sponsored 
and the small-town location of lIIan), 
of th e sta ti ons Pal has bought. With 
no re!'earch to guide him, Ku~hell stud
ic~ the a ttit ude of his sales force. He 
knows that sa lesmen are often a firm's 
bcst researchers and that th eir com
plaints would be immediate and loud 
if they suspected that they were not 

(Please tum to page 49) 

I. . ; . .. 

ROO AND GUN 
CLUB or AIR 



CONfESSIONS 
Of Pt 
NEW YORK 
-rIME- BUyER 

l\hlIlIlUIS of tOI) ';I~ell"'y 

tells hen\' he sillllt.·" 

';1~Clillst Sl)ollsors •• ·el)s 

CIS I) ... ·t oj' the g.nllc· 

For oln"iolls 1'('<l80nS, the anthor 
of this .1I·tidc· pn,fel's to I'elllain 

anonYlllous. Up until rec(,ntly, 

1)(' was a timehuyel' at one of the 

top 20 agellcies in New YnI'k 
City. lie ('alll(' with this agency in 

1918 aftel' two years of s('rvic(' 

in thC' Xu, ~ amI ~nHlllatiol1 frolll 

the UnivC'l'sity of Xorth Carolina. 
11(, was <l(,the in se\"('ral depart

lIH'nls and had hC'C'Il doing tillH'

huying fOI- on'l' a year' h .. forC' 

111' left XC'w YC)I'k to do g('nel'al 

<I('eollnt work 1"01' another ag(,ncy. 

On(' of IhC' al'lielC" s lIIost anlllS

iug sicl('light~ ('n1H'l'I-n~ 11H' 

.Hl tlH)I·\; tC'ellllicpw for cadging 

lIIeals frolll lH'lplcs"! stalion I'C'I)I'C'

!>oc'nlativC's. A "c'W YnI'k I'C'P ,\ ho 
klH'W thC' anthor wlwll he was a 

til1whuyel' told SPO'\;SOR: ""Thai 

hoy ,\mi the IlIIllgl'i('st tinH'huyc'I' 

I e' C'I' took oul In hllH'h."" 

Though Ihc' IUlH' of Ihis c'ssay 011 

lilllC'hll) ing is tnn~uC'-in-C'heC'k, 

IIlIH'h of 1111' Ihinking hC'hind il 

is gnlll llllc'cl in C'onllllo n s('nse. 
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'"Free lunch with station rep is good opportunity to learn about his stations. 
Timebuyer gets free-loading opportunities with hints of big business a-coming" 

SPU:'\SORS! was the 
charlat an \\ ho fed you all 

that ~cielltific lIlumbo-j ulllbo that kept 
you buying spo t broadcasting time. I 
was th e \"iIlain who came runuing to 
you with supposedly " hot" huys which 
would ha\ e been snappe d up In y our 
wo rst enemy if yo u hadn' t hou ght AT 
OA'CE! 

(But. underneath the smoke sc reen , 
I was able to line up spots for yo u that 
paid off . , . and th a t " hot" buy really 
did h elp the sales c urve. ) 

STATIO.\' HEPS! I was the g uy 
whu g reeted), o u with ca ncellations on 
\1onda y mornings. I wns thf' pleasant 
("hap who gobbled vour free lunch es 
a nd didn't pay a bit of attention to the 
inevitable sales yak between the coffee 
a nd the $15.00 c hecks, 

(Bu\. as a matt!'r of facL I was 

~ our fri end, wlwther ) ou knew it or 
1l0t. I kn ew yo u were essenti a l 10 my 
agency 's ;;uccess ill broadcnst ach "er
ti sing. Yo u h ad the illformation that 
I had to get to bu y th e rip:ht time- rat
ings or no rating;;,) 

I \\"a~ a .\ew lurk timclHl) er. 
S illce tlwn, the fortunes of bu;;;iness 

havf' shifted lIlt' to d i fferent fields , but 
tht' memO! ies lillger on . , , part ic ular
ly the nI<'lllOries o f In ) sin;;. The mem
Ol) of ~ill is al\\a ys more dt'lightful 
than tilt' melllory of virtue. Lisl f'lI, 
thclI, and pt'rhap;; ~ ou will IC<1m h ow 
yo ur presell t tilllehu) (~ r Illa) 1)(' si llllillg 

agains t YOIl . 

If h e iSll't si llllillg aga ill;;t YOll, get a 
\If'W OIlC , for he' tak!'s hi ;; w(lrk far too 

seriously. He may actually believe all 
the folderol that is ilrrown at him and 
not have :,'ense enough 10 put his slide 
ru le nnd ratings nway, take a good 
hard look at what he i:,' doing-and 
laugh like mad. 

For broadcasting. tlwnk the Lord, 
for all its pompous proclamntions of 
heing a science, is still a roarin'. brawl· 
in ', seat.of.tbe.pants business. It takes 
a t imebu) f'1" "ith appreciation of show
manship, understanding of human na
ture , and, above alL a Sf-nse of humor. 
to ge t the most out of it. 

Ont' of the first sins I cultivated was 
that of hoodwinking certain clients. 
When space-happy clients start laying 
out lIloney for '5omcthing which seems 
so n eb ulous and razzle-dazzle ( to 
them I as spot broadcasting, they often 
beco me un easy. Th i:,' allxiet) tnkes the 

form of demands for detailed analyse« 
and explanations. They want to hear 
a soothing nrra\ of fi g ures, AA'Y 
FlGlTRES. and they must ha\'c deei
mnl points. 

Thus, ill lI1nny of my llIeetings with 
elit'llts. I h ave "ounded likt' a tobacco 
auctioneer cha 11 ting fi g ures hour after 
ho ur. \\"here did I get th e"c fi gures ? 
Ratings which sOllletimes were 0\"t' 1" a 
yen r old, diary s tndi es \·intage 19.t.,S, 
an d prell \ good gue:-s" tlrk. 

Why did 1 foo l these clit'nts? Be
ca u",' resf'arc h is only a s illall, o ft en 
illaccurate, pnrt of timel>u) in g. Onl y 
cOlllmon senst'. experience, and feel call 
lea d to the right Q UALITY audiencE' . 
And I)('ca llse this "oIt of a buy o ft eu 

SPON SOR 
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·'Hoodwinking statistic-happy clients is important 
part of job. You find surveys to prove anything~' 

contradicts statIstIcs, I had to manip
ulate statistics to get OK':.; from client::; 
who would deal only in numbers. 

The technique is simple: make your 
decision on what yuu want to recom
mend and then find your figures. If 
Hooper doesn't please you. try a Pulse 
or a Conlan. If BMB doesn't work for 
coyerage, the engineering map will. 
You can always find the figures you 
wallt! 

If yuu suspect your timebuyer of 
giving you a lot of scientific malarkey. 
be grateful! He is taking the trouble 
to fool you so that you will get, in one 
way or another. the best broadcasting 
hc can obtain. 

After all, no matter how he presents 
it, his job is to get you broadcasting 
that will do the 1110st good. Instinctive
ly, he can't do otherwise. He is simply 
wrapping broadcasting in the package 
that suits you. It is quite often a 
phony package, but the goods inside 
are sound. 

Of course. this question suggests it
self: why force your timebuyer to do 
this fan dancing any longer? Wh) 
not tell him to relax alld keep all the 
statistics out of your hair? Ten him 
your SALES problems, what your oth
cr media are doing, your distribution. 
"hat merchandising you could use. 

Then let him use his own devit:es. 

,I 

He' ll use research in u:odera te amounts, 
mix it with horse sense. and the inside 
information that on ly he has access to. 
The result ,,, will II(" wonderful. 

As you can st'e, one of Illy SillS. 
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"Encouraging station reps to offer their very best time calls for diplomacy. Reps 
and timebuyers alike enjoy the friendly give and take of setting up a schedule" 

which amuunts almost to heresy, is my 
irrpverence towards research. I agree 
with the old-timer who explained his 
retiremcnt from the business with 
"Hell. research has taken all the fun 
uu t of radio:' 

More thall that. it has narrowed the 
vision of many. restricting them to th e 
well beaten paths pavfd with good rat
ings. 

An extreme example uf this is one 
of our drug clients who insisted that 
all radio hm'e a co,;t per thousand of 
less than a dollar. This formula is 
usually ovend1elmingl) favorable to 
th e powerful network stations and 
works to the disadvantage of indepen
dent , rural, and foreign language 
broadcasting. 

I wish I could haye gotten to him 
with my rigged figures. He didn't hal'e 
the budget necessary for tlle repetitioll 
he needed when he bought on big sta
tions; his product wasn't distrihuted 
where big-stati on cmerage was, and 
his best sales prospects were foreign 
nationality groups. 

On tup of thi s. he was a bug on 
cycles and correlated his sales trends 
with sun spot cycles, business cycles. 
and many other types of cycles. The 
crcle which seemed to coincide most 
closely with his sales trends, helieve it 
ur 1I0t, was the mating of the lynx. 
Since the loye life of the lynx wasn' t 
quite up to snuff at th is time. it was 
rough getting the money ueeded to do 
the job right. 

l"eedless to sal. his sales I\ Cllt down 

just the I\"a) the cyclcs prophesied be
cause he himself did the damage to 
cause this. 

Another meth od whit:h I used for 
fooling clients was the "if you don't 
huy this spot, your worst enemy will" 
goose. Oftcn there was some basis ill 
fact for this. 1 usually knew that the 
competition had been told the saTTl e 
story so that each would think that the 
other was about to grab the spot. 

\Vith the right amount of exaggera
tion. a wonderful sense of urgency can 
be built up and 111&:1Y a recalcitrant 
client has found himself the owner of 
a valuable time slot hecause of it. This 
technique must be u~ ed on certain cli
ents and there isn ' t a timebuyer in 
New York who's worth his sait, who 
hasn't been in on thi5 maneuver. 

Not all of my skulduggery was 
against clients. Quite often we time
buyers had to enga.'~e in the most sin
ister of cloak and dagger operations 
against members of our own agency to 
come out ahead in the battle for a 
healthy hunk of the media appropria
tlOIl. 

For instance, there was the case of 
the food clieJlt who was a great beliel'
er in radio and rv, "hile the account 
executiye still didn ' t think broadcast
ing was l1Iore than a "supplementary 
huy.' · The problel1l. then, wa~ to make 
end nllls arollnd the account executive 
and catch tire cli ent alone. 

Thi~ particular e1il'lIt had odd hab
its and was full of lIli~chi ef. He used 

( Please fllrn to page 4.'1 ) 
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.: :NBC's "Big ·Sh·ow"· . 
.... ~ .. &' , ~ ~ • 

LI STENERS ARE TALKING ABOUT RADIO AGAIN BECAUSE OF " BIG SHOW" NAME IMPACT. OTHER WAYS TO BOOST AM BELOW 

How can radio fight back? SPONson suggests a 

Lr.,nr..T2I~111 J o hn Cro .... hy. an appa rent 
'Ct"~~~ Iy lc \ cl·\;eadpd radio/ T V 

('olumnist for the 0iew Yo rk fi e rald
TribUl/f' wh o ("a ll puncture a prog ralll 
ing cli(" hl! a t ] () pa('('s, rr·(,p.ll tl y wrote 
a Li/ f' lI wgazill(, ar l id(~ ahout ra di o 
("a iled . "S(" '(' )l D" adl y Sill:-< of til!' A ir." 

S ho rtl y aftn, radi o s truck ha{·k. 
1 ~(Jp HopI"' I.rought a S2,()(JO.OOO suit 

aga in ~ t the colulllllis t. 
\ fa ll Y (· II' I1I (, lIt ,.. ill th t~ radio industry 

'\('J"P' sharpl ) n ili('a l o f thc article. fecl
ing tha t Crosil Y Iu d ('o lllplptply o\, pr
lo( )kpd radio 's good p()illts. 
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Iteacti ons like these. natural as they 
a re. need a n extra so mething to help 
r ad in as it stri ps d own to ba tt Ie fo r 
a tteJltiolJ aga inst te l e"i ~ i on-and all 
othe r )))pdi a . 

T h i!', is a tilll!' fo r rad io to fi ght back 
-- ),«,s. Hut it will havp to he a fi ght 
ha s('d o n !-'cll sihle stra tf'gy ra tl")('r th a n 
l.J llstn. 

fIPrp's the fi g ht -back s tra tegy that 
lIla kes sense to us. :;i I'O"\ SOH heli e, es 
that ra di o has two j()bs to do: (1) A 
/uod ll e! improvem e1lt jou; (2) a !zarr!· 
sellin~ joh- ai11l ed ~ ! rnif!,ht at the lis-

tener an d designed to halance th e 
gla11l or oj television, remiTld everYOTl e 
0/ radio's strong points as an eTlter
ta inm eTlt medium . 

Basica ll y. it 'g a I' rohlem of mass 
psych olog y "hic h radi o has to face. 
T he \\ ho le {'o lllltry, e, ell ill llOIl-TY 
a reas. has a fe,-eri sh illte rest in tele\' i
s ion hecal1~e it 's IWW a lld mec hanicall y 
ra ther lllalTplous. Ibdi o's hpPI1 pushed 
ofT the radi o pages of newspapprs. ('vell 
in li on-TV a reas. Badio. "hich for 
years ha:, heen the butt ofj okf's told 

(Please tllrn to page GO ) 
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Looking vs. listening Ac1vertest follo,v.Ull survey 

shows what halll-ells afte~ TV set lias been in Ilolile 18 UlOllths .uul o,rer 

••• fflI The charmingly ca ndid .. 
~Yri.'" photograph at ri ght ('a tches 
a young mother doing two things of 
importance to the future of radio and 
television: (a) Feeding her young son 
a healthful mixture of vitamins a nd 
mush so that he'll soon gro w up to 
join the nation's horde of radio/ TV 
fans. (b) Feeding facts abollt her 
family's current radio/ TY Ii ~ tening 
and looking habits to a patient re
searcher from Ad vertes t- a market 
and media resea rch firlll in the metro
politan New York an::a which has just 
completed one of the 1110st thorough
goi ng studies of lookin.g vs. listening 
to date. 

Purpose of the Advertest st udy was 
to compare viewing with listening af
ter a television set has been in the 
home for 18 months or more; and to 
compare the current looking "s. listen
ing pattern with what it was 18 months 
ago. The pretty young mother and all 
the other TV owners Advertest ques
tioned (total, 48tl) had bf'en surveyed 
18 months previously as well. '11ms 
Advertest did not have to depend upon 
the respondent's memt)) y; it had listen
ing-looking habits of 18 months ago 
down in black and white to compa re 
with answers ginn cu rrently. 

The key findings: 

1. \Vhen interviewed in May, 19.1.9, 
52.30/0 of the respondents th ought that 
television would completely supplant 
radio listening. By November of this 
year, only 38.7 % felt this way; G1.3 % 
were sure that radio, after all, could 
live side by side as a n entertainment 
medium with the telev ision set. 

2. As a whole. thc li stenin g-looking 
pattern establ ished at the time of the 
first intervic\\- did not change appreci
ably over the followin g 18 months. 
Time devoted to radio did not decline 
or increase. TV did not mak€ big gains 

Ph%Ol'aph 1)!I SI'O N~OI! 

Mother feeding baby is one of 488 longtim e TV owners qu eried on looking-listening habi ts 



or lo::-e sub:- tanti a lly. 
3. But. among women aged 30-

,')-1-. r adi o came ba('k ::-trong. \\'omen 
in th is age g roup li,..tened to radio a n 
Herage of 1.7 hou 1''' da ily in :\ I a ~ of 
19-19. In \ ()\ ember. ] 950, their a\'e r
age dai l~ time spent \\ith radio was up 
to 2.3 ho urs. Similarly. \\ omen 15·29 
\\ ent from 1..1 hours da ily in 19-1-9 to 
1.9 hou rs in 19.50. ,\ partial explana
ti on: the yo un ge r hou:-' E'wife ha,. found. 
a" l1lan ~ predic ted shl' would, th at it's 
p[!:o' ipr to do hou;;ew ork while listening 
t(' the radiu than while watching T\ . 

The :o' am)l lp Adrcrtp::-t u",nl in it;; 
\ra ~. 1949. ,..tud~ ('on;;isted uf ,S12 fam
il it' ,.. th rougho ut th e .\ e\\ York metro
politan a rea I including eight .\e \\ Jer
... ey counties I. The families were se
lected so th a t the\ c omprised a repre
:-ent atiY e c ross-sectiun of TV owners at 
that time-in terms of length of ,..et 
ownership. Families \\ ere selected from 
each metropolitan .\ew York or :\ew 
Jerscy county in proportion to the 
lIulllber of Tr sets thell ins tallpd in 
that county. The proporti on was based 
on figures "hich AdH:, rtest gat hered 
from dC'alers. manufac turers. and its 
o wn resean:h. 

\, 'hen Achertest repea ted its looking 
\,... list ening st udy during the first 11 
da\s of :\o\'pl11ber. 19,:)0. researche rs 
suc('eeded ill reinterviewing ·lS8 of the 
o riginal respondents (9,S .. ') (~ ). The 
hreakd()wlI of the 19.50 sample by 
length of set u\\ nership is as fo llows: 
19-24 mon ths , 43.2 j{-!; 25-30 months. -
37.3( ~ ; 31-3G months, 13.1 0 : over 
37 months, G.4 7c . 

This was a group, then , which was ~ 

h"'Clvily weighted in the direction of 
longtime ownership and no longpr typ
ical of TV owners at large. It was 
idea l, apparently , for a st ud y of look
ing-listening pa tt erns over thc long -
pull. 

P(>rhaps tht' 1II0st basic finding III 

tile :;unE') is that no TY "novelty fac- . 
tor" has shown up as yet. \-Ian ) crys- ~ 
tal ball readers have predictt'd th a t the 
intpnse initial in tC'J'est in a T\ spt is 
bound to sla('ken as the months go b). 
The \dYf~ llcst figu res say differen l. 

In l\Iay of 1 ().10. th, ~ average viewcr 
sppnt 2.0 hours a da y with TY. In 
\O\('miJer of tllis year, yiewing had 
c1ro ppe·c1 off onl y on e- tenth of an hour. 
Badio lis1t'ning lwld steady . too, drop
pin p: only slig htly , from 1.:1 hours dai l) 
I a \'C rag <' ) to 1.2. (The ].2 hours av
erage' radio li stening fi g ure docs not 
i lldude out -o f-home li stening Ifl eal 

I F/('(l se lum to page (i:~) 

These are three of the 488 respondent 

Offi(Oe 1Ilflllfu,eros leife: family own,.. 
-r" 24 month,..; wa" one of tho,..e who 
thou,ght radio would go into db-card becau,..e 
of TV; now realizes radio ,..till hm; impor
tant role. ". wateh TV about three hour!' 
on the a,era,gl', mo,..tly durin,z the eyenin,g. 
I don't wateh durin,z th e afternoon beeau,..e 
I'm too bu!'~o. Spend about 90 minut(,s a 
ria' on radio. at breakfast time, noon, and 
11

0 

() 'cioek new s. Hn"band and I ne'er li"ten 
in to radio pro,zram,. (',-enin,z", anJ-more" 

IJoctor's Il'ife: has had 
"ears, olle of earlie,..t , -iewers in sam 
A<hertest illteniewer was able to <IU 
a ll members of her f amil~o excel)t hU!'ob 
who wa~ away on rounds. Teen-al!:e 
'er Ii~t('n" to radio most, family maid 
~{·("on d. "I IIe'er li,..telled to radio aft 
nooll,; or morllinl!:~ before w(' I!:ot ~et. l'i 
I dOli" li"ten at all, !,pend ahout two hOIl 
a nil!:ht with TV. :\I~ hu,..band li,..tells t 
radio a lot while drhinl!: to !'ee patient .. ' 

"ow j\dt'el·tes( 
!J(rt'wrs its fucts 

The pictures aboye show three of 
th e 48B lon gtime TY owners Advertest 
interviewed. SPOl\'SOR followed an Ad
vertest researcher on h er rounds, got 
the thrpp pidures; facts about the 
firm 's researc h tpchniqup ; and an oc
casional slice of cake. 

Just h ow does Advertest get fac ts? 
How ca refull y is th e job done? The"e 
a rp questions e\Oe ry ~ponso r and agen
cy "hould a"k- instindively - whenev
er research results a rf' repurted. And 
herp is the hackgro llnd on Advertes t 
and its method o f operation- present
ed in some detail heca use SPOl\'SOR'S 

edi tors belie\'e that I esea rch finding,.. 
a re of dubious use until you know ex
actl y what they represen t (~ee 1\re yo u 
in the middle ()f the re~earch muddle ? 
2:1 October. 1(50), 

Advprtest was foun(if.d four yea r ago 
by Dick Bruskin and Seymour Smi th . 
two World \,Tar II vetera ns wh o had 
just c ompleted graduate work at Hut
gers Cn ivers it y. They started with an 
office in \'ew Brun ... wick, \'. J ., slugg('d 
it out infantr~ :-,tylc until they'd :;o ld 
l'omp loea! depa rtnlf'n t stores 011 the 
id ea of finding ont \\ hetlwr adn' rti s
in g dollars did a joh - through i\(hcr-

test re~ear('h. Bruskin. wh o\; now in 
charge of Achertpst\. TV activi ties and 
directed the looking \s. li~t enin g stud
ies, got part o f til(' :--tick-to-itivenes,> 
you ne('d to found a ncw business dur
ing th ree and a half ) ears \\ith the 
IO.J-th Infantry. 

The firm s till headqu a rters in ~ew 
Brunswick. hut now has a Newark. 1\. 
J.. office as \\ell. And abo ut the time 
you read this , J\dvelle~t is scheduled 
to 0l)('n up a new officI' somewhere 
a lon g _Madison '\\" enue in :-\ew York. 

Ad\'ertest is a specialized type of re
search firm. has no monthly pro
gram-ra ting service; instead it concen
trates on qualitathoe (relathoely de
tail ed ) surveys on radio and teleyision 
listen in g habits, ach'ertising effective
ness, and markding problems. Its ra
dio research c lients include radio sta
tions, radio advertisers. and trade a~
sneiations in :-e\eral states. About 25 1"1" 
of its total resea rch effort is in radio, 
hut its major effort is in tcleYision. The 
firm publishes a monthly report call('d 
Th e Television AllJieTlce of Today 
which is availalli e 011 ei ther a suhscrip
tion o r a ~i n f! l e -cop) Ilas is. 

n esuits o f both the original looking 
\s. li stening rppo rt alltl thc study whi l'h 
i:-, th e subj ec t of this art icl c were pllb
li,..hed as ll1unthl~ '\c!\'ertesL reports 



,"'ore.IJaJl's .vife: own ",cl 19 11101lI h,, ; h:l'" 1I1111";UlIl 1()()killg-Ii,..It'ni ll ~ pall('rn b c
u~e husband works from fo u r in aflerll o on 10 mitlll i ~b l. nllr i ll~ d",' TV i ", on COI1-

lanlly whil e husband walclH' s Illo\'ic,.;. " T h c,..1'1 i", a l wa~'~ ofT al nighl h (,ClIlI "'(' Ih a l ' ''' whclI 
do m y hOIl,"c \\ork. If 11 0 1 for m~' bush:IIHI I'll nt'\('r ,..('(' TY h{'('IIII"e I tik (, r:ulio 1)('II('r" 

(24 May. 1949, and 2S \f o\'em!w r, 
19501. Among- th t' ~ubscr i be rs to T he 
Television A udience of T oday are 45 
advertising agencies, incl udin g some 
of the top 10: four o f the networks: 
a nd a n umber o f Lelev ision sta t ions. 
Cost of the mon Lhl y reports is $420 0 11 

a yearly basis ; $75 for sin g-Ie copit's. 
(1\1onthly circulatio n is 75-100 cop ies.) 

Here's the way Advertest ga th t'rs the 
fac ts fo r its monLhlv surveys. incl ud
ing the one you' re reading abo ut here. 

Researchers make personal calls to 
homes of the TV oWllers. These rt'
spondents are se lected in advam'e to 
ins ure th a t the sample is a re presen ta
th'e c ross-secti on of th e television au
d ience for the month in which the re-

a na lll e is 1I0t sent IJat:k to inte rview 
th a t pt'rson. And pre-conditi oning of 
the fa mily tn be interv iewed is avo ided 
by makin g su re tha t til(' actual in ter
\iew comes a t least three months afte r 
the pre-i nt en iew. 

Grea t maj o rit y o f th l' researc hers 
tbemseh'es a re coll ege graduates who 
wo rk on a part -time. hourl y basis. They 
a re paid for their timl'. whether suc
cess ful o r not in seeing a respondent. 
Sa lary includl's traveling time. and 
there is an a llowance for an) travel 
expenses. (This wa y of handling the 
pay check eliminates incentive to fud ge 
results since each call is on ('ompany 
time. ) 

The AdvcrLt'st research force in -
search is done. DitTercn t h omes are cl udes 200 pa rt -time interviewers who 
used in each survey. unless it is a fo l- live in va ri ous counties of th e ~ew 

low-up stu dy ; and the homes are se- York-New J e rsey metropolit an a rea. 
le<:'led for the sample through pre-in - Crt'w supenisors \'isi t th e researchers 
terview techniqu e. regularly in th t'i r home counties a nd 

T he Advertest · re3e~uchers visit T V gi\'e them I'ompl t' te instru ctions for 
homes periodically , case them for the each new intenie\\ . In additi on. they 
amount of mOlley poppa br ings homl' m~ke the rounds \\iLh cach resea rcher 
and other factors. an d then pass thl' on a number of in te l \ iews to spot er
information on Lo :\ (h 'ertl'st hea tlquar- rors in technique. 
tt'rs. ( Researchers ge t a nickel a piece As a furthe r sa fegua rd , fiv e to 10 j'c 
for lIew n ames.) of the int enil'ws arc do uhle checked 

Each 1110nth. when a new sa mple is fur aCl' uracy hy pholle, mail. or a sec
compi led. names on file a re selec ted ~o ond ca ll b y another inteniewer. 
that th ey add up to til e propl'l' c ro~s- Before each montl ll ~ questi onn a ire 
section. The rl'searchl'r wh o prO\ ided i ~ \\ rittt'n Advert l's t d,H":; a trial rUII to 
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tl's t the question nain> itse lf. LTsuall) . 
a crew makes 40-50 pi lot iHten 'iew" , 
It 's at this point that A(h ertl',.t find,. 
out whether tI)(' sex of the in teni l' \\ c r 
ma kes a difTl'rt'nce fo r tha t partic ular 
q ues ti onnaire. ~oml' tiIl1es men can w~ t 

no\\ here on a <Juc:; ti on tha t's duck soup 
fo r a lady rcseart'hl'r a nd \ice \,p r,..<I. 

:\lcrcl y readi ng que"tions fro m a 
111 i l11eographed fo rm is 1Iot I'nough to 
ge t at thc fa (·ts. A(h prtest rl'sl'archers 
go ahout thpir wo rk like nl'wspapl'r re
purt ers. Their in ,.. truc ti olls a re to make 
the people ques tioned feel a t ca:;l'- a IHI 
t<> pu mjl h ard. 

Fo r e xample, in the lookillg \' s. lis
tening survey, the most difTil' uit q ues
tion to a nsw!' r <Isked ho w many hou r-
of the day e(l r /t member of thc fami ly 
Si,ent listening to radi() o r looking at 
kle\'i sion. 

A S I'O:\SOH re:;parcher got h () ld uf 
() Il e of thp questiollnairt's a nd tr ied 
pUll ing this ques tion to sl'\t' ra l televi
sion fa milies. Just aski ng the qu es ti oll 
got yo u nothing more th an a ha lting 
and probab ly inacc ura te res pon s{~. 
\,,-hen the S1'0:\'50 1{ researcher pro mpt
pd people by sayi ng, " \ ow let' s beg in 
a t the beginning. Who do you listen 
to in the Illorning- a lld fo r how long? 
.. . ;' it wasn't too d iffil' ult to draw 
fo rth a d l'ta iled answer. 

This is the techniq up fa \orcd by Ad
\'t' rt es t. 

To c ut down on the c hance fo r error 
in a nswering this key question a ho ut 
looking vs. listening. Bruskin 's tca m of 
researchers inte rviewed as man y mem
hers o f the fami ly as poss ible. In 80% 
of the in te rviews, Bruskin estimates. 
more than t\\ O people in the family 
\\ ere questiOlwd. 

SPONSOR inte rviewed Advert est researche r 
Stella Kowzun to find out how she gathers 
facts. (See text above left.) Miss Kowzun 's job 
is pilot t esting questions b efore they ' re used 
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Circa 1950 

How times have changed! 
Trenel is to ullcnv ~ro\vill~ vuriety of ·~delie.lte'" l)roelllets 

011 .tir-lueovicIeel COllY is luuulleel witlt I)rol)er finesse 

I • 
Co mpa re th e modest bath
ing outfit s of 2S years ago 

with todil)'s ha re-skinn ed Bikini lII od 
('Is a nd you' ll hav(' yi .-.ual proo f of 
America's stead y sh ift in allitulles. 

But s tyles in swim s uit;;; are only one 
indicat io n o f th e vast cha nges takin g 
place in pl'opl ("s ideas of propri ety. 
r\ qu ick g lance through CUITent maga 
zi ncs reY('a ls adverti sements fo r prod
uc ts wh i('h w (']'(' ollel' unmenti onable : 
toilet paper, g ird les, b ra ~:;ieres, men's 
un derwear, fa lsie~, sa nit a r y n apkins. 
and "felllale lI1edici np". ,. 

Th o ugh th C' n~ is nothing qartling ly 
lIew about ~lIe h prod lw[s in magazi nes 
and lIf'WSpapers, rad io a nd telev isio n, 
thp "family" nwdi a. h3\p kept a tight 
er Il'in O il proprielY. ThpIp arp "till 
products and sen ices which have been 
\'alTC'd from Ilw (ount, y's stud io >; . 
\mong them: sallitary na pkin". cellle-

krip;;. IOll(' l ~ lIea rt :-- d ub, \\ iIi skey. 
Yd 1I0W' of tlw rad io/ TV tab oo!' 

arp ullvaryillg; IIWIIY ~ ta t i o ll .'i han' a 
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pol i('y which perm its th e ach erti sing 
of practica lly an y produc t or sery ice
provided it i~ done in good ta"te. ] ust 
r ecen tl y the brass iere ind ustry was 
('\ e<> t rifipcl b y A BC-T\,',. go-a head sig
na l to Exq uis ite Form Brass ie re Com
pan y. marking a succpss ful a ttempt by 
company and network to p r('sent b ras 
realbtica ll y Oil a live fpmale. A t the 
sa me tinl(' , less-pub lic ized Clara Lalle. 
who runs a carefull ) supen· i~ed 

" fri endship" c1uo, is g radua ll y expand
in g Iwr list of sta t ions in till' fa Ll' of 
p rejudicps aga inst such orga niza t ions. 

T o assess suc h chan gl's ill ac('ppt
ance standards, SPO\'SOH s Llrn'Yl'd thp 
Il ptworks a nd s la ti o lls hNC a nd th ere 
a round tlw cUlIlltry. III gl'nera l, doors 
are wid e r oppn no w th a n pycr before 
to product:; with all intillla le o r e lll 
klnas."ing :;ale!' s tory to 11'11. Thp kf'y 
is all ill h ow the ('opy is writtell. III 
th c paragraph s tha t fo ll ow, you ' ll find 
a S1I1l111w ry o f !'tal )(la rd!' for a d\'('rli,,
ill g acceptallcc by JI(~tw()rk " and sta-

t ion~ and exam ples of some techn iq ues 
for takin g b lushes out of sales pitc hes. 

A round- up of network copy-accept
ance head ", provide;;; defin ite encourage
men t for ma nufac turers of de lica te 
prod uc ts. Stockt on Hell fr ick , N BC 
continuit y acceptan ce di r pclor. told 
SPO:\' SOR : " N othi ng is rea lly dl'licate if 
ha nd led correctly ." 
~BC c UITentl y "ched ules od or-kill

in g products ( ~l um , Lifebuoy soap. 
Wizard Wich. ) . laxatiws (Sal Hepat i
c a, Heli es ~J 0 ) . bee r I as a ~ociaL not 
;;tilllllia ting Iwvl'ragl' ) . and underga r 
ment:" ( O .l~ . on TY wh en shO\nl on 
d ummil's only ). The network is care
flll to sel' that acce ptable itellIs are not 
prl'sentec\ in all obj ecti onable wa ~ . One 
deodorant had its cop y ch anged from 
a llega ti w - "ce wh a t wi ll happl'n to 
) ou if ) Oil dO Il 't SIII ('1l S\\('ct- to a pas
iti\ (' appl oac h. Ikyerage;; lIIu~t not be 
touted a" ideal high-ball lI1ix e", nor 
I,('e r exploit cd fo r its ~p i rit- l ift in g . 

J amb C. S ha tt lIck, d i rcctor of the 
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CBS editing department, follows a pol
icy similar to that of NBC: " Thc dea r
c ut black and white products are lIot 
worried about _ .. the worry comcs in 
with th e shades of g ray. Ho wever, 
most products are acceptah le. 

CBS has rela xed its acceptance 
:-tandards somew hat in the pa~t few 
years. Th(' net /lOW takes laxatiy e,.. , 
but exer('iscs ca ref ul ~u pervision on its 
copy. Not yet apprO\ed are f(,l1li lline 
hy giene products. liquor. to ikt pap('r, 
and any product wh ich relies on de
sc riptions of "internal hody functions." 

ABC's Grace John!'t'n. continuit) de
partment chief, report:; that Amer ican 
Broadcasting fornwriy fo 110 \\('(1 a !'ct 
of rules on what was acceptab le. This 
has changed, says Miss Johnsen. '"\\'c 
1I0W judge each c ase accord illg to its 
own merits. \Ve ('ooperat('d with 
Flexees, the g irdle lIlan ufact urers, to 
put their product on TV oyer a year 
ago. And more r('cently we did thc 
sa me with Exquisite Form Bras:;ieres 
to produce the first live TV comlller
cial showing a live model in a bra." 

ABC still has some fairly rigid ob
jecti ons to cemeteries, sp('culati\'e ill
vcstments, f riendshi p c lu bs. some 
drugs, pcrsonal hy gielle products, or 
liquor. 

The Xlutual network is also ineli lwd 
to be s trict in it s acccp tance polic ics. 
It has a PrograT/l Standards hook on 
"hat is acceptable for progra llls and 
commerc ial COP) , f ollo\\s it r(,1 igiousl y. 

Dorothy K(,l1lble. ':\'llltual's con ti nu
ity acc('p tanc(' director. douhl ('s as re
ligious and ('ducatiollnl p rog ram {' hi ef. 
Says :\Iiss Kelllb le: " We ha vcn't accept
ed ad\'('r tising for ("elllt'tery plots or liq
uor and hav c n('ver had per!'onal hy
g i(,lle products or foundation garments. 
Although w(' would plOhably not ap
prove of th('se last tw o, it is conc('iv
a bl e th at the proper LU py app roach 
might succe('d. III thc past "e have 
had laxati\'('s and deudorants, but h<l\'(' 
non(' no\\'.·' 

1n general l\lBS aims a t two things 
in look ing ovcr c0I11111(:rc ial ('upy. an t' 
is to build up a positive. rather than 
negatiYe, approach. T he other is to 

a\'o id misleading statements. 

Dc~pit(' what a ny nctw ork ma) say 
about a product's accep tability, local 
sta ti ons are still thc ir own judge. An)" 
network afiil ia t(' ('an , and often docs, 
refuse to clear time fur a product or 
s(' rvicc it ( 'ons id('r~ obj('ctionable-
thou gh it lila ) have h('ell apprO\ecl b) 
th e ncl. III thc rec('nt ]Jrec('dcl1t-~('t

ting bra adv er tising on ABC, for ex
ampk, tl1('r(' \\('re alllll~ed smil es when 
tratlitionall y staid BO"'ton acceptcd th(' 
acco unt though Phi lad('lph ia balked. 

Incl('pcndcllt sta tions also vary wide
ly 011 acc('ptance. Frcquently, !'tand
arch, ar(' ,..et I,y thc cummunit) where 
the sta ti on o}H'rates. Certainly , dry 
!'tatcs or coun ties wOllld have no tfllck 
with whiskey advertising, to ('i te an 
extrelll e cxample. Anoth cr factor is 
the <I ttitude of thc oWller. "iew York's 
classical music station. WQXR. a lways 
cardul about comm('wials , will not 
touch laxa tives, c igarell('s. and similar 
produc ts gcnerally considercd accept
a bl e. On the oth er hand, sheer busi-

(CoTltiTlued 0/1 page 52) 

OLD AIR TABOOS ARE WANING. EXQUISITE FORM HAS ABC-TV SHOW WITH LIVE BRA MODEL. EVEN BOSTON OUTLET CARRIES IT 



'I' he 
l)i£·ked I)clllel 
cllls,vers 
ill ... Fooks 

Mr. Tincher 

I believe the sec
ond part of this 
question should 
be answered first 
- are rate in
('J'pases justified 
in non-TV mar
kets? Inasmuch 
as the \\ r~AX 

BlVIB includes a 
vast area of the 
l\Iiddle W cstern 

states of the Dakotas, Minnesota, Ne
hraska, and Iowa and excludes the 
TV sections of Omaha and Minne
apolis, I believe we are a "simon 
pure" non-TV market. 

A study of th at market not only 
from our own viewpoint but also from 
a study of other stations in the area, 
both local and regional, leads us to 
the inescapable conclusion that rate 
increases are Jpfinitely justified. 

From the very obvious conclusion 
that incollle must kcep pace with pres
ent day increaspd uncontrollahle costs_ 
it would apppar that rate increases are 
an pconomic necessity . But, aside 
frolll the internal economics of an in
dividual operation, increased ratp,.; 
can he justified to Mr. Sponsor on the 
strength of the fact that radio has 
long becn woefully underpricrd, par
ticularl y in markets other than large 
mctropolitan. Underpriced, not only 
Oil the basis of cost per dollar sale, 
but also in compari,,;oll \V-ith other 
mpclia in total advertising illlprpssiollS 
deliverpd. To illustral e, a met ropol i
tan daily in this area ('harges $10.92 
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. 
1t#r. Spoll8or asks ... 

Call radio rate illcreases be e."',,ected ill 11011-

TV Ular',:ets-alld are alese illcreases jllstified? 

B. T. Fooks I President 
The Grapette Co., Camden, Ark. 

fur 105 words of copy (35 per iuch J 
for one insertion. Based on their ABC 
circulation (forgetting for this pur
pose the relat ive readership versus lis
tenership impact of such wordage) , 
the cost per thousand homes is $0.18, 
whereas a localS K\V network station 
sells the same coyerage (and more) 
for as low as SO.10 per thousand. 

On the results side of the ledger. 
let me ill ustrate by an example of the 
use of WNAX against 14 farm papers 
for a test campaign. The radio sta
tion produced inquiries for $0.28-
the lowest farm paper was $0.84 and 
ranged as high as $3.97. Badio's files 
are bursting with such examples. 

Leaving the argument that radio has 
underpriced itself for many years, let 
us now turn to wh.iIl has happened to 
radio audiences day and night over 
the past few years. In 1945 therp were 
56 million radio sets in use: in 1949 
there were 81 million, an increase of 
nearly 45 % . Were they used? Well. 
in iden tical suryeys taken in 1945 and 
1950 in 80 non-TV coun ti es represent
ing nearly a quarter of a million radio 
homes. the average sets-in-use rating 
in 1945 was 28.04; in 1950, the rating 
was 40.9. This 46 % increase (which 
pa rallels the increase in new sets) is in 
spite of the fact that the war was still 
on when the survey was taken in 
19·~5. and in 1950 Korea . had not yet 
hit the newscasts. Thus, on the ba
sis of increased availahle audience 
alonc, rate incrpases would Iw justi 
fied in non-TV markets. 

Nigh llil11p listrning has incrpased in 
non-TV markets. The same SUITe, 
shows spts-in-use higher from (j :30 
p.m. to 10 p.m. than any otlH'r da~ 
part, hy nearly 2V; . 

Radio, in my opinion, has al\l'a~s 
sold itself short in til(' maltpr of 

cumulative audience across the board, 
or what is kn own as "net weekly" au
dience. It can be shown, concl usi vely, 
that in time period after time period 
when the "average daily" sets-in-use 
were 50;; to 60 % . the " net weekly" 
sets-in-use beeame as high as 85% to 
90 70 and, conceivably, \\ ould reach 
100% if two weeks were used as a 
base. Long before the days of radio, 
Darron C. Collier said. "Continu ous 
contact with one's market, plus con
stant repellllOn of one's message, 
makes adyertising pay." Therein lies 
radio's strength. 

All of the foregoing applies to radio 
in a non-TV market and are but a few 
of the facts which substantiate the 
premise that increased rates in those 
markets are justified. It must logical
ly follow that they can be expected. 

ROBERT R. TINCHER 

r ice President & 
General J1l anager 
WNAX 
Yankton, S. D. 

The poi n there 
that 110ne of us 
can escape is the 
fact that TV now 
covers most of 
oll r major mar
keting areas. TV, 
also, is might)' 
expensive. The 
high cost of TV 

Mr. Weiner is taking budget 
dollars away 

from radio. This is certainl y true of 
Illarkl'ls covered by TV. It applies to 
an eyen greater degree in non-TV 
areas hecausl' these are usually sec
ondary IIwrkt'ls. the ones we all try 
'() covcr- i f the hudget permits. 

From the alh'ertiser's point of view, 

SPONSOR 



the major big-city markets have to be 
adequately ('overed. To get proper 
coverage, TV is a lmost a "must" right 
now regardless of cost. These facts 
• done constitute a tremendous CO Ill

petitive disadvalltage for all radio sta
tions in non-TV areas. As tht' switch 
to TV for ma j or market ('overage 
grows, the factor of <,ost hecomf's in
<: reasingly important. Stemming from 
this, it 's our hunch that stati ons in 
non-TV areas that raise their rates 
right now may SOOIl su ffer a loss in 
volume big enough to offset increases. 

All adve rtisers are constitutionally 
(1pposed to rat e hikes. They pay the 
increases affecting their activities ill 
the major markets hecause they must 
- to get the coverage in the!-'e key 
areas. This is not the case when m~
d ia in st'condary markets raise rates
<:vell though the radio stations in 
non-TV cities face the same high-cost
o f-li vi ng problems everyone else dot's. 
And, despite the fact that sets-ill-use 
figures tt'nd to compare f.n·orahly 
with th ose for pre-TV years. a strong I 

psyc h ological harri er mitigating 
against acceptance of radi o rate in
.. rease in non-TV areas exis ts I1(lW in 
a dvertiser and agency minds. 

The "climate" being what it is, we 
do not anticipate any general, across
the-board rate increases from stati ons 
in non-TV citi es. If any rate hikes do 
materialize, th e 7 :00 a.m. to 8:00 a.m. 
period is the time bracket where they 
most logically could corne. The early 
morning spots have always been a 
good buy. 'Fhey still a re. Even so, 
there will have to be ample justifica
tion for any rate increases. such as 
evidence of substantial boosts in 13MB 
homes. better sets-in-use figures. data 
showing improved audienoe cove rage. 

HARRY WEINER 

Media Director 
T he Wesley A ssociales 
New}' ork 

, 
From the word
ing of his ques
tion, .Mr. Spon
sor seems to in
fer that rates will I 

he increased in 
non- TV areas 
and will prob
ahly be decreased 
in thos e areas 

Mr. Wilson served by televi-
sIon. It is this 

(Please turn to page 47) 
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Fi rst • the --. __ .. _--_ . 

o 
o 

o 

• For spots ... or for enti re programs 

... WDSU -TV's creative staff can 

copture the rich New Orl eans mar 

ket of over 150,000 TV viewe rs. 

• Write, wire 

or swim to your 

JOHN BLAIR Man! 

Nati on! 
o 

• WDSU -TV is very much "in 

the swim" when it comes to 

television ... in fact we ' re way 

out front. Unde r-water tele

casts (the first in the nation) 

take place regularly from our 

custom-built studio pool. * 

* (Designed and built by Fitz
gerald Advertising Agency.) 
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~\GE:\CY: Direct 

( \P"UX L\~E IIbTOR Y : This com pany distriblltes 
Tl antenna plll~s and IIsed to 1'('1; h eavily on neU'S I)(l[)ers. 
Bill Ge(' Bee drop[)&d IWU'S[JU[!ers 10 Iry vid eo. One-min
li te participalions lold the sales slory for anlenna plllgs 
/(' h ich relail al 86.95. After eighl participalion.~ all th e 
Pat 'n J ohnny ::-lho\\'. al a cos I of $C)OO. C('e Bee sold ol'er 
~21.()OO worlh of Illl' rchalldis p. Th ey ar e 1/0lL' promoling 
anolh er p rodll ci leilh six parlicipalionsireeldy. 

W \ YZ-T \ . Ddroit PROCR ~\:\[: P a t 'n Johnny ~how 

results 

SPON~OR: State EI('etronic Control" AGENCY: Direct 

C \ P~I LE CA~E HI.~Tmn : This S aIl Lake Cily tele

vision dealer wan led to gel II/ore lraffic sillce h e's localed 
mallY blocks (l/CUY from Ihe main shopping dislrict. To 
[;l'1 Ihe crowds. 5 1ale tried a participalion dnrin g a 111011-
day nighl wrestling malch . This o/Jer ll'as lIIade: a free 
wrestling booklel 10 each person comillg inlo Ihe slore. 
Illoming following Ihe o ffer , 9B people showed liP ; before 

closing time 2S0 booklels were givell 0111. Tillie cosl: $20. 

KDYL-T\, Salt Lab- (:ity PROG RA:\I: \\ n:" ~tli n g 

~I'O:\~O[{: Walton HU I!: \.0. AGE:"<CY: Direct 

CA [':-;1 LE C\~,·: II hTO[{Y : A WOlllall lelev iewer saw 

a If' allolL Rllg display on Ihe Window Shoppi ng [Jrogra m . 
She 1~(lS so illl press('r/ she call celler! l/ll order she had pre
rionsly [!Illc('d lL'ilh 1I11olher cOlI/pally lllld [)Iaced II Iholl
sand-dollar orda for cOlpelin g Icilh Walloll. T h e cosl fOI 
IVallon 's on(' [,arlicipalioll /l'll S $7S. Thf': pro/il from aile 
slIl(': 8925. 11 alloll WOII', g i vt' allY olher delails , bill re
I'(,o/.\ Ih e olle-slll(' /igllr(' as illdicalioll of TI"s illlpaCI. 

\\ ilK Il , Ch i('ago "f(OCH \ \[ : Window ~hopping 

SIIC)P TOC)I~ 

SPO:\SOR: Eastern Columbia AGE:\CY: Stadel 

C \PSlLE CASE lI[~TOHY: The /inn IIsed a single an

nouncem ent on a hobby discussioll program. The cosl: 
$60. A cOlI/mercial plllgging a shop 1001 which sold for 
·'265 was g ivell on a Sunday aflernoon broadcasl of Ihe 
Doc Dudley Show. Th e following mal ning seren sales 
had been lIIade as a reSlll1 of Ihis annOllllcelllenl. a g ross 
of $1.855 from a $60 expendilure. Olh er phone calls and 

lIIail orders u'ere received ill Ihe days follolcing. 

PROGRA:\[: Doc Du dlp)' 

I·I~ III~ (T~II~ 

SPO:'>JSOR: Sale5 Research Corp. AGENCY: William \\'ilbur 

C \PSU LE C \S E HISTORY: Sales Research Iried Ihree 

on e-minule [)(lrII Clpalions on Ihe Ted Steele Show. al a 
cos I of $100 apiece, 10 sell $2 bOllles of "Revel FalL'n" 
perfllllle. As a direct reSlll1 of Ih eir 1,ideo adverlising, 
Ih e corporatioll received 1,000 orders for Ib e p erfume. 
The /illal lablllalion for Ihe Ihree allnoullcements: $2,000 
gross sales al a cos l of $300, or $5.67 laken in for every 
dollar paid. 

WPIX. j'\j ew York PROGRAM: T ed Steele Show 

SPONSOR: W. R. Feem,ter Co. :\ G EN CY: Direet 

CA PSULE C bE mSTOHY: Th e company adverlised 

an all-purpose slicer selling for $1. A five-millllt e film 
demollstratioll Ihr ee limes a n'eek with a lolal n'eeJ.-ly ex
pendilure of $247.50 Ivas their lop v ideo e/Jort. AI the 
end of eighl n'eeh. the compally reporled Ihe following 
reslllts: cash sales amollnled 10 '3.735 while adverlising 
expelldilure lotalled $1.931. Th e compall) accepted cash 

only, did nol illclude scores of relumed C.o.D. orders. 

\,\ 'DT\ , Pitt sburgh PROGRA~I: Film Demo nstration 

SPO:">J~OR: ( \Hlpp'" AGEl\CY: Direc t 

C\P~ILE CA~E II/STOHl': This d eparllllellt slore in 
Coral Gables agreed 10 Illke aile tICo-millute allllOllllce
lIIenl all all e.1."[!('rimelllal basis. The aIlIlOlln ceml'nl. cost 
$.')0, Il'aS all Shopper~ Cuide. The ilelll plllgged Il'aS slln 
drl'.~ses. 200 of Ih elll . They u.'ere advertised as a Tl ~ spe

cilll Oil Ih e Friday nig ht shOlL'. Ny 110011 S alllrday all of 
Ihe 200 dresses--sCI'eral hundred dollars worth - had 
I)eell sold. Cllrlee's sif;III,r/ a olle-ymr cOlllraet with WTI'J. 

\\ 'T \./ . \[ iami I'HOC itA 'I: ~h()ppers GuidI' 
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WDEL can sell your product in this top-buying 

market - it bltilnkets the entire area effectively. 

WDEL - Foremost radio voice in the area. For 

years has sold consistently and profitably for 

hundreds of national and local advertisers. 

WDEL-TV - The only television station in Delaware, 

it has shown phenomenal growth in its fourteen 

months of telecasting. The only one TV station 

that reaches this top market. 

Write now for information 

Represented by 

ROBERT MEEKER ASSOCIATES 
New York • Los Angeles • San Francisco • Chicago 
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When you're making out that sched 
ule for the Solfthwest don't over
look this sales-winning pair of 
CBS stations. For availabilities and 
rates, write, phone or wire our 
representatives. 

NatIonal Reprelentatlvel 

JOHN BLAIR & CO. 
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Reader inqu iries below were answered recent· 
Iy by SPONSOR's Research Dept. Answers 
are provided by phone or mail. Call MU. 
8·2772; write 510 Madison Ave., New York 22, N. Y. 

q. 'Ve are interestc£1 ill Storecasting. Can you give us any details 
on it5 hi~tory and growth'! Manufacturer, Los Angeles 

A. Ollr que:'tion and answer department on Storccasting in our 
FALL FACTS issue (17 Jul y 1950) should prove helpful. Also 
see "Department ~tores di scover radio" (27 March 1950 SPON
SOR ). The Storccasting Corporation of America, 100 Fifth 
Avenlle. New York L N. Y .. will supply you with any additional 
data you need. 

f~. 'Ve have been trying to locate a transcription company prodnc. 
ing a series called That JJ7as the }' ear, hut without success. Can 
you Iwlp us? Station president, Augusta 

A. \Ve think the series you have in milld is called Daily Al
manac, a continuing ser ies of half-hour programs by Associated 
Program Service, ] 51 West 46th Street, New York 19, N. Y. 
[n each program mention is mad e of happenings with the phra se: 
" that was the yea r. "This program is part of Associated's 
com plete scrvice. 

q. Art, tlH're mort' radio than TV sets being m3nufactured and 
what is tllt~ latest estimate on auto sd production'? 

q. 

Advertising agenc)'. New York 

A. The Radio-Television Manufacturers Association ~hows the 
following figures for the first e ight lllonths of 1950: home radios, 
4,850,000: TV sets, 4 .150,000: a llto sets. 2,616,000; porta hIe 
set.". 1.280,000: combined totaL 12.896.000 sets. 

'Ve're pJ"('paring a presentation for one of our clients who sells 
hooks. Do you have any stories that would help in the presenta
tation? Net work sales departmellt, New York 

A. See our Radio Hesult~ pages in thc fo llowing is::-ues: 8 May, 
5 June. ;)] Jul y, 28 Auglbl. and 25 Septcmber, ~d l 1950. 

q. \Ve have yonr 6 November issue in whieh you offer the Herbert 

Tr1le studies to subscribers; how can we get a copy'! 
Advertising agency, New r ark 

A. The study will be ava ilahle shortly. S uhscribers can send a 
note on their letterhead requesting a copy of the reprint. 

ft. Have YOII ('vpr done any stories Oil lahor prohlems in TV? Or, 
do yon han' an.y other information that might prove helpful? 

College professor, Boston 

A. Sef' thc 28 August SPONSOR, "A ll quiet on the ullioll frollt.'~ 
The COllllllents of leading indllqry fi gures ill two of our Mr. 
Sp()ll~or Asks featllrcs should also Ilc useful. See Mr. Sponsor 
A~ks, 28 August 1950: " \Vhat factors arc pre::,ent ill the telcvi 
sio ll lInioll picture with which radio was neve r conccrncd ?" Al
so, in the 2:) October 1950 i",,-uc: " \"hat can sponsor::' do to 
pqlli tal ,ly handle situations like tiIt' J ea n I\Illir illcidcnt?--

SPONSOR 



WCAU-The "party line" where 3,500,000 neighbors 
listen in regularly 

A party lill(' sometimes is used hy 11I'ighhors as a lllea ns 
of keeping in tOllch with the out"ide world. 

WCAU has a 50,000-wa11 "part~· line" that makes a 
neighborhood of .\l11erica's 3nl market. This neighhor
hood takes in .56 counties in 4 states, as \\1'11 as the cit) 
of Philadelphia. J t is 1'01'"lated h) three and a half 
million of the wealthies t people in tire world "ho lislen 
regularly to " TCA U for their news alld entertainment. * 

So, when folk.s want to ea\'esdrop on good entertain
ment or want to understand what IS Irappening in the 
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world. they t line liS in. 1£ \ ' 011 want them to listell 111 Oil 

yo II r c()I1\ '~rsa tion .i liS t ea 1I ' lIs or H adio Sa Ips. 

* B\lB - Survl') of Buying 1'O\\I'r, 

WC AU 
ells fJJilifl/e-.';/J ,IIUIJ If 'fllls 

TIll" 1'/li/fltl"',"IIR Illlllf?Iill ..... 'nlloll Uel'rf"'U'litetl " ."" lladill Sa.',"s 
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SEE WEED 
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This SPONSOR depar tment features capsuled reports of 
broadcast advertising significance culled from all seg
ments of the industry. Contributions are welcomed . 

• 'o,od dellier Oil " '''- !Irosses S83,3!24 in 24 I.ours 

A few wel'ks ago a $236 radio ex
pendi tu re h rought in a g ross return 
of nl'arh Sg4.()00 within 24 hours. The 
afh-ert ispr \\ a.'"' John B. \Yhit e. a Phila
delph ia Ford dealer. Tlw st a tion. WIP. 
It a ll ~t a rt ed with !~egul ati on \\'. 

Regulation \\' afTects installment 
payments. c utting the installnwnt bu y
ing peri od froll1 21 to IS months. 
White wanlf'd to tell th e public tlwy 
had 2cl- hours bl'fore Regulati on \'\' 
would go into l' fT{'(·t. He turn ed to ra
dio to dissf'l1Jinatl' the information. 

Within all hour. Whit e's agency had 
three programs seh edlllnl for that same 
evening. A quart er ·hour news show at 
G: 15 : a quarter-h our news show at 
7: 15 : a half-hour popular music rec· 
onl show a t 8 :30 p.m. 

B) 7 :30 p.m. Sa turd ay ewning. onl' 
h our aft er th e fir" t sho\\ . John B. 
White was callin g additional sales help 
onto the sa les flo or. The show room 
rl'mainf'd opell until 10 p.m., opl'ned 
aga in at 10 a.llI. Sumla) Illorning and 
)'('lIIa ined 0P"1l until 11 p.m. All of th e 
nrganization \ sal eslllen and executives 
\'.'('re at work and even the mech anical 
staff of the While organization \\as 
('a il ed onto tIl(' sales Ooor. In a littlp 
over 24 h ours. th e sa les ta ll) was : 

Sold: :n nl' \\ Fonls and 27 lI""d 
cars ( tota l, S:: I . 

1\(' \\ Ford sales: $59,203.02: us('d 
('ars: $24'()21 I totaL $:: ~,82 ,t021 . 

This total is ahou t u one mOTl,h ay 
('f a~e for auto dealers alld it markf'd 
th f' hi ggest singll' da y White had since 
he's Il('c lI in hll sinl' ;;;s. 

The I'O"t IH('akdo"n for prog ra llllll g 

was: two I S-minute news programs, 
S14450: half-hour rp('on-] sh o\\'o 4920 
Time, 591.89. Tota l l'xpenditure : 

S23(J.39. * * * 

al.io stilt ion p.ooloes 
.'iU is Jlot (I ""de(ld duel;" 

A"l radi o and TV have shared the 
hroadcast ad\ l' rtisin g spotlight for 
some time; their virtues are well
kn own. But Fl\I has r emained a n " ug
ly duckling." 

But in Bellaire_ Ohi o_ WTRF-FM 
bas prown that F\.J can be profitable 
to adve rtisers and li steners. 

F\l ~en' ice started in 1947. This is 
the c urrellt picture. There are an es
timat ed 33,000 sets in \\'TRF-F~l's pri 
mary a rea. 
WTRF-A"I-F~l broadca'"t~ simulta 

neously from sign-on until local sun
set. Theil WTRF-F\I remains on until 
midnight. Sales-\\ ise the sta tion re
ports. for the fir st 10 mOllths of th is 
year . 52 advertisers on F~1 only. 

With a 17 and one half hour F~l 
schedule. WTRF-F"I has })J'o\'en the 
mediuJll can be profitable. * * * 

.'0" { 'Ilristmns: HI50 

Box tops and SOc bring you this lovely offering 
-a tablecloih, that is. Pr emium promoted on 
Lever shows like " Big Town," " Amos & Andy" 

SPONSOR 



Itli.k so'es zoom thollks to .t'1'ItIA all" CisCt) Kid 

The West End Dairy of Charleston , 
South Carolina, suffered a douhle hu"i
ness hlow this summer. It lost a GOO
quart account about the same time the 
Charleston schools clot'(;d for ti,e SlIm
mer months, thus cll lling tire usual 
milk sales to the sch ool r lrilJn'n_ To 
maintain sales in what is a highl y com-

The prize : a live pony helped radio spur sales 

petitive business, West Eltd turned to 
radio and the Cisco Kid on WTMA. 

Sponsorship of the Ci.sco Kid was 
on a three-times-a-week basis. Pro
grami ng started in June and , by mid
September, the pre-radio sales slump 
was forgotten. In three months of 
broadcast advertising. West End Dairy 
showed a 30,OOO-quart weekly in("rease. 
This despite their shaving of the adyer
tising budget for other media. But the 
sales pay-off meant work and this i" 
how it was done. 

The first month's programing on 
WTMA was devoted to promoting the 
sale of homogenized vitamin D milk. 
A week before the Cisco Kid programs 
were aired, a pony-naming contest was 
started. The prize: a live pon y to the 
child who submitted the best Ilame and 
25-word essay. The contest entries 
were to be accompanied by 10 Cisco 
Kid pictures which were printed on 
the sides of the milk containers. 

Other promotions followed in rapid 
succession: a local theatre chain pre
sented two Cisco Kid shows and West 
End had its own displ ay in the lobby, 
including the pony. At each show, po
lice had to be called in to keep traffic 
moving in front of the theatre. 

Then WTMA executives and all of 
the dairy personnel joined in with a 
colorful stunt. For several days they 
all wore Cisco Kid somhreros. \Vhen
ever questions were asked . a natu ral 
opening was provided to " plug" the 
starting date of the Cisco Kid program_ 
as well as acting as a reminder for the 
pony-naming contest. 

At the same time, 200 Cha ri('ston 
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;;tores displayed three-color po"ten, of 
the Cisco Kid 0 11 his horse, together 
with contest rnks and hroadcast infor
mation . 

This wasn' t all. Prol lloti onally, the 
Cisco Kid remained a t full gallop. In 
July, a la riat was o ({r red ill exchange 
for a tah from an y \Vest End milk ear
tOIl. Within thref' hours, 3,000 laria ts 
were given away by Charle~t on grocery 
stores. 

The Cisco Kid had lassoed sale;; in 
a ~\'hirl\\'ind campaign and We::-t End\. 
rising sales curve have made them for 
gt'l their June slulllJl. * * * 
ItltU'iollettes art" models 
011 1I0t"("' KTTV ftullioll sluuv 

.Marionettes have always heen con
sidered fine entertainment for children 
- - witness the ever-popular Punch and 
Jud y show. i\'ow. Haggarty's, a Los 
Angeles woman's specialty shop, has 
combined marionettes with TV for a 
noyel adult fashion presentation. 

Each week. via KTTV, the marion
ettes are go wned in the latest fashi on 
c reations and presented in a one-min
ute skit for the viewing public. The 
result is a two-fold gain: the entertain
ment value of watching a marionette 

TV viewers get new-type fashion entertainment 

show and, what is more important to 
the aclverti ser, the lat est fashions arl' 
presented in a eye-catching std e. * * * 
Brief'y ... 

Although baseball's Hot Stove 
League is just underway , some spon
sors have alI-eady completed plans for 
the 1951 season_ Ballantine's Beer and I 

\Vhite Owl Cigars haye signf'd through 
1952 for the sponsorship of the ~. Y. 
Yankee games over WIXS. The At
lantic Refinin g Company and ~arra
gansett Beer will sponsor the Boston 
Red Sox games (WIIDH ) and Leisy 
Brewing Company has picked up the 
TV tab for the Cleveland Indians home 
games on \\'XEL. 

it's easy 
(and inexpensive) 
to build y"our 
own network-
on the PRN ... 

THE PACIFIC REGIONAL NETWORK 

provides the perfect opportunity 

for you to build y"0ur ~ network 

- tailored to match your specific 

distribution pattern in the significant 

California market. 

COMPLETE COVERAGE? More 

stations in California than the other 

four networks combined! 

TAILORED COVERAGE? ~ 

choice of from 4 to 48 stations

a network with spot flexibility! 

LOCAL IMPACT? Your 

advertising assured local market 

acceptance through local radio 

stations - many a part of their 

community for from 15 to 25 years. 

SAVINGS? Yes! .. . !.!! time 

and effort with a single purchase 

and billing ... in cold cash with 

a 20 % discount on published 

rates ... (plus frequency discounts 

and important savings on 

transmission costs). 

For details, write, phone 

or wire direct. 

PACIFIC 
REGIONAL 
NETWORK 

6S40 SUNSET BOULEVARD 

HOLLYWOOD, CALIFORNIA 

CLIff CILL 
Ceneral Manager 

HI. 7406 1£0 MacMURRAY 
Sales Manager 
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MIDDLE-AGED SPREAD 

At 54 , the city of Miami is a 
sprawling metropolis with 

fabulous statistics . 

It is the center of an area with 
well over a half million residents 

a nd $600 million a year of retail sales. 

It is spreading sa fast that lost 
year's taurists need new landmarks 

among hundreds of newly-built homes, 
hotels, apartments, shopping centers. 

Three millian tourists visit here 
each year, live in 546 hotels, 

4,135 apartment houses, 2,585 
rooming hauses, 192 motor courts. 

They eat in 2,670 restaurants and 
patronize over 7,000 retail trade 

establishments . 

To someone·with something to sell, 
the most importont figure is the 

one that proves WGBS reaches more 
li steners, home folks and visitors 

alike, than any other station 

44 

Any Katz Man 

Will Show You 

CBS AFFILIATE 
MIAMI. FLORIDA 

Sl-O~SOU UE.-OUT for 4 D(·~l·lIIb .. r 1950 
( Continued from pa ge 2) 

HADACOL AGGRESSIVENESS TELLING ON COMPETI-

g rand sca le "medicine show" methods coupled 

with r a dio. Similar campaigns being planned 

f or rest of nation. Competitive medicinals 

report declining sales; a re a t loss for effec

tive countera tt a ck. This month Senator LeBa nc, 

Ha dacol he a d, will fe a ture 600 gala Christmas 

parties in Midwest, Southwest, South, using 600 

or more r a dio st a tions as tie - in. Hadacol 

a wa rding $5,000 c a sh to stations for best mer

chandising cooperation. 

WHY D-CON (MAIL ORDER RAT POISON) BUYS 
$30,000 - RADIO- TiME WEEKLY-Some 400 r a di 0 

stations in 300 markets a gog over marginal 

time campa ign by United Enterprises, Chicago, 

on behalf of D-Con rat poison. Client ex

panding a s radio pays out. Total expenditure 

currently $30,000 weekly, but climbing. WBBM, 

Chicago, alone gets $ 3500, with WLS, WGN, 

a nd other Chicago st a tions also getting husky 

schedules. Campaign sells $2.98 item C.O.D. 

Early morning farm shows, l a te evening news 

getting top play. Client eyeing retail dis

tribution in one radio test. In l a te spring 

D- Con campaign will go off for summer; fly 

repellent will take its pla ce. Marfree 

Agency, New York places. 

SET TRADE-INS ALREADY A FACTOR IN TELE-
VISION-Advertest survey on r a dio vs. tele
vision a fter set has been in home 18 months 

or more uncovered interesting incidental dat a . 

It turned out tha t 15.4% of 488 respondents 

had alrea dy repla ced their original TV set. 

And 5.5% h a d gone on to a third set. There 

was a r a dio built into 32.4% of sets in homes 

surveyed. Purpose of survey wa s to find out 

what h a ppens to looking-l istening h a bits after 

TV has been in home 18 months or more. (For 

complete picture and text report on results, 

see pa ge 29.) 

NETS STILL ATTRACTING NEW ADVERTISERS-Pal 
b l a de s - is a mollg 20-odd new 11et a dverti s ers 

thi s f a ll. Pa l took a dva nt a ge of Mutua l 

flexibility to choose prima rily small-town 

s t a tion s . That's where its distribution 

l s trength lies. (See story, pa ge 24.) ••• 
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MR. SPONSOR 
(Col//inued from page 10 ) 

adaptable to his own advertising sct
up. Orange juice concentrate not onl y 
had these qualifications, but tire in 
dustry was a fast g rowing oue wit h 
plenty of potential (BSo/c of tite mar
ket is yet to be reached ). 

YOU MIGHT GET A SIX· 
FOOT MOUNTAIN LION* -

At this point, Leigh is keeping hi~ 
plans flexible. Much depends on th e 
product's distribution and the CO Ill - ' 

pany's over-all expansion. ,,'hile F la
mingo is distrihuted (·hi efl y to the 
Eastern Seaboard area toda y, expan
sion plans call for eventual nati onal 
distribution. Atlanta. l\'ew Orleans, 
and Louisville will he adfh'd next 
month. 

iBUT • • • 

Leigh was born in Anistoll. Ala
bama, in 1910. At the early age of 
23 he became famou s for his Broad
way spectacular signs. Since th en, 
imagination and energy have sparked 
new ideas, now lead him alona the 

!:< 

path of a food producer. * * * 

TIMEBUYER CONFESSES 
(Con/inued from page 27 ) 

to love to drop in unexpec tedly at the 
ageney and snoop around behind the 
united frollt that agencie~ are supposed 
to present to clients. 

Every now and !hen I would ent er 
my office in the mornin a to fiud hilll 

• • 0 

waltll1g unobtrusin'ly out of siaht. 
"Sh!" he'd say, "The account ex;cu
tive doesn ' t kno,,,,, I'm here." Then 
we'd proceed to spend all the ra di o 
bud~et and as much of the newspaper 
portlOn as I cou ld get my h ands on 
before office gossip reached the account 
executive and he put a stop to our fuu. 

Later, I enlisted help in keeping th e 
account executive out of my hair. The 
account execu tive used to like a whis
key sour around 10 in the morning. so 
a fellow timebuyer would lure him 
down for a quickie .:md keep him there 
until lI1y clandestine meetina with th e 
client could be completed. 0 

Pretty soon, the media director. no
ticing his billing going down. got wise 
to our game and he 3T!d the acC'o unt 
eXef'utive made it rou gh for Us. They 
countered with psychological warfare 
and had reprints of a ll the client 's ads 
plastered from one end of the agency 
to the other. The client had to walk 
past most of them to get to the radio 
and TV department. '-' 
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YOU NEED THE 
FETZER STATIONS -

TO BAG WESTERN MICHIGAN! 
AM or TV - thc Fetzcr Statious are 'lOW more Ihall et'er the 
1I10st cffcctivc ali(I cconomical way to rcach thc higgcst HlIdi
('Iwe in Western l\licbigan. 

A com pul"ison of 1946 and 1949 8l\IB figUl·cs shows that 
",inee )946 WKZO-WjEF havc incrcased thci,· daytime un
duplieah·ti audicncc by 46.7% . .. their nighttimc alHliencc 
hy 52.8% ! III the Grand Hapitls arca alone, ,~ rKZO-'V jEF 
have nn untiuplicah'd eovcrage of morc than 60,000 homcs. 
By projeetiug Hoopel·s you fiud that WKZO-\V jEF get 57 % 
morc eity Jistcnc,'s than thc ncxt-llest two-statiou dlOi('c ill 
Kalamazoo and GI·and Hallids - yel cos I 20% less! (Kala
mazoo's population is now 51.5% gn'ater than ill 19-10 ... 
Grand Hap ids' is 27.6% grea tel'.) 

WKZO-TV is Chmlllci 3, hasic CBS ("'ia miero-wave relay). 
Thcrc arc morc than 90,000 tclcvision rceeivcrs within 50 
milcs of WKZO-TV ... an arca clllhracin;,! five Jf" eslerll 
.1Iichigll" flIul Northern /wlimw markets with llllyi"g illcome 
of more Illflll a billioll ami II half dollars! 

\Vhat othcr facts would yOll likc? Your Avery-Knod(·1 lIlan 
has tht'lll! 

* /. R . Paltrr.IO II hilled a 276-/Jo l/lld mOl/ ll lai ll lio/l at H illside, Ariwlla. ill M arch ]917. 

, WJEF WKZO·TY WKZO 
td4 IN GRAND RAPIDS I fd4 IN WESnRN MICHIGAN I tdJ4 IN KALAMAZOO 

AND KENT COUNTY AND NORTHERN INDIANA I AND GREAnR 
. WESnRN MICHIGAN 

(CBS) (CaS) 

ALL THREE OWNED AND OPERATED BY 

FETZER BROADCASTING COMPANY 
Avery- Knodel, Inc., Exclusive National Representatives 
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\\ e (anw hack qai te n ice!) . I think, 
with a catc hy li ttl ~ ji ng le th at was 
p layed cOlltinualh over th e ~ t a t ion the 
cl ient li"t elled to 111 0 :" t. 

I ha n ' lea rned tInt SillCf- the!"e days 
of the ('o ld war hetwecll :"pace and 
broa<i{'a:;t ing. a ne \\" :,.~ stem has heen 
,...e t up . ,\ p la n,.. boa rd has heell e"t ab
li~llPd (,o lllpo~ed of ,"pC'(' ialisb from a ll 
med ia a nd no w e\'('r~' hod ,- kno w,.; what. 
\\ here , a nd how llluch. 

The, say it elim ina tes in ter -nlPd ia 
:'tTapping and direct s th e energy to 
where it wi ll do the mo:-, t good
agains t the client :,, ' ,..a l(·,.. problc lll". 

J lebbe :'0 . b ut I shed a tear for the 
good old days of gang warfa r('. 

The text book sa"", " The proceclure 
to foll ow in :"etti ng up a sch('d ule is 
to request 'aya ilab ilities' from sta tion 
represellta ti,'es. The timebuyer and the 
repre"ent at i, 'e. working in close har
Ill ony. d i,,(' us,.; sal('" p roblems. cO\-er

agt' , di:"tri b uti on. an d merchancl i:"ing. 
In th is wa)', a co mprehensiye a th-e rti:,, 
ing prog ra m is negotia tecl and th e CO II 

tract i:, "igne cl :' 
H a! Discu:,:; ion:,,: The) were more 

like inq uis iti o lls . Con :rage : thl' fi rst 
th ing I ever did , a utomatica lly, was to 

SOUTHWEST VIRGINIA'S Pi1uuu14 R~DIO STATION I 
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1949 BMB 
Daytime 

50-100 % 
19 Counties 

25-100 % 
27 Counties 

10-100% 
36 Counties 

1949 BMB 
Nighttime 

50-100 o/~ 
10 Counties 

25-100 % 
22 Counties 

10-100% 

3 1 Counties 

BMB Radio 
Families 

101,680 

157,110 

216,220 

72,050 

128,350 

188,540 

- - -

Prelim. Reports 
1950 U. S. Census 

517,587 

814,186 

1,115 ,996 

360,853 

654,711 

972,052 

1949 
Retail Sales 

279,752 

452,784 

610,207 

232,657 

373,006 

538,598 

*RETAll SALES FIGURES , " 000 " OMITTED ARE FROM SM UlD "SURVEY OF BUYING POWER " 

The WDBJ listening habit began in 1924 - and 
has enj·nyed continuous Columbia Network service 
since 1929. 

take out a big red penc il a nd knock 
down at lea:"t half the area of the co,'
erage 111 a p. 

:h a ilabiliti t's: my ~tandard proce
d ure he re, while looking th t' rep 
:,. tra ight in the eye, was to pick up the 
a " a ilabilities sheet delicately with 
thumb and fort' fin ger , as if it "pre a 
dead rat, and d rop it in th e waste pa
per ba:"ket. 

Xegotiation : all [he I1 ego tiation th at 
was lw eded was for llle to waye a con
tract uncl t' r th e nose of a r t'p and say. 
"OK. get me so me HEAL time and 
we' r (' in husiness:' If I had perfornwd 
my act right with th e cO\'e rage lllap 
a nd availabilities. he wo uld pick up 
th e phone in a cold :;weat and have his 
company T\\'.\ the :" tation to have lo
ca l accounts pushed a ro llnd to make 
roo m for th(' time I wanted. 

Inc identally. thi s technique is mar
" elolls for working off the s team that 
<, II timebuyers acc ulllula te fr om taking 
a lo t of gaff fr OI11 account Ill ('n and cli 
('l1t S. 

Other · times, wlwn th est' Gt'stapo 
Itleth ods didn ' t wo rk. I would start 
schedules and then thro w a two-week 
cancellation at th ", ,station with the 
understandin g th a t we would tear up 
the cancellati on if we got better time 
during th at period. 

There were man)' times when it 
wasn' t necessary to go through this ad. 
This "as when I knew that reps were 
bring ing me til (' ir very best time and 
coo perating lOWjc, . I Tnfortunatel y, the 
numher of reps who arc doing this is 

I ' • I I I ' I . IIlc reasll1g a ll( ( on t see l O W tlllle-
\'.uyers are going to justify th eir in
co mes if they a }'(' n' t needed to hro,,', 
bea t reps. 

Because stati on reps lo\'e busine:,s, 
they :,hO\\"er an amazing amount of at 
tention on a till1ebu ye r. You ha\'e nev
er heard anyo ne really laugh at ) our 

I wittic isms until You\'e heard a station 
I rei) la u o-h ! The,: ne,-er ad human and e- • 
(' all you a jerk except in , 'cry rare and 

I ad III ira bl(' 1l10lllen t:,. 

It is surprising. tfwrefort" that you 
ac tualh- become clo:,e fri ends with 
most o'f thelll. I gucs:; it's bccaust' you 
realize that this is 311 part of their joh. 
If ~ ou' re sma rt. you'll g radually get 
th em to can till' malarkey and g i,'e you 
the :" traight scoop. 

But no matt e r ho\\' sqlwrt' yon may 
he with them p('rsollally, tll('ir expense 
acco unts are always fair game. One 

l

of the 1110st deli ghtful and harmless 
sins is tht' art of ohtaining fr('c lunchps 
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above and hI' ) ond your nor lDa l week
ly q uota. 

There are se\'eral \\ ell-tes ted t{'ch
niq ues. \1 )' fa \'or ite was to call a rep 
fo r ava ilabi lities ju:; t hefo re noo n. I 
would ask a lut of tan tali zing ques
tions. b ut still act vel ' ~' s<'c reti n '. Snif
fi ng Lusiness. his most logi('a l mow 
was to ask me if I ',\'ere free for hJlwh. 

Acting pleasantl y ~ur i' ri"ed (wh ich 
d idn' t fool h im a b it , I' m s lIre) . 111) 

reply would he " \\ 'h) , let's see ... let 
me check my calend,l r pad here .. . 
say. tha t so ullds swell , George! " 

A c r uder method is :;imply to refuse 
appointments with ~ t a t ion reps until. 
exasperated. th ey fin all y ask if yo u're 
free for lunch. 

This ga rner ing of fr ee lunche,; geb 
to be qui te a contest amo ng tiJlll'buy
ers. You shoul d listen to them chortle 
as they parade m'er to the Press Box 
while a less fortun ate h roth er heads 
down to l\edicks! 

So there you have it. The life of a 
timebuyer is a fast, fasc inating. and 
o ft en a " sinful" one. Perhaps these 
"confessions" will h elp yo u to und er
stand him. If so. th i., will help him in 
his eternal quest for better b roadcas t 
advert is ing, and the fUll r ve had in 
" tell ing all" has sen 'ed a useful pur-

pose. * * * 

MR. SPONSOR ASKS 
(Continued from page 37) 

writer's conten tion that his assump
tions are not q uite correct. 

There is no question hut that radio 
sta tions se rving non-TV markets will 
be forced to increase thei r ra tes pro
vided labor, production. equipment , 
a nd service costs con tinue to follow 
their curren t upward trelld . The 
mere fact th at television is not ava il
able in these markets should hav e no 
bea rin g on these ra te hikes. 

Operating a rad io sta tion is just as 
m uch of a b usiness a s opera tin g a 
manufacturin g plant o r running the 
corner g roce ry store a nd ce rta inl y the 
investor is equ ally j ustified in ex pec t
ing to receive a fair return on his in
vestment. 

In o rder to establish practicable 
ra tes, a nu mber of fact o rs have to be 
considered . b ut the ba,;ic considera
tion is the balance sheet. The balance 
sheet establi shes the minimum rate at 
whic h the radi o sta ti on can afford to 
serve the puhliC' a nd still rema in in 
b usiness. Where the rates go from thi s 
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IF 

Pulls • In 

Bloomington, 

it'll pull 

elsewhere 
~tat;on WHV;, located ;n Bloom;ngton, 

." "Udiana, the smallest community in the nation 

;, with its own television station. Rates are 

W naturally lower. That's why we suggest 

using WTTV as your test station. 

We're located in an ideal, true test market 

where you get balanced audience (rural, 

industrial and urban population ) 

at LOWEST cost. 

r---------------l 
THE I SARKES TARZIAN STATIONS 

I I 

WTTS IWTTV 1 
I 
I 
I 

Represented Nationally by 
ROBERT MEEKER ASSOCIATES, INC. 
New York • Ph iladelphia • Chicago • Sa n Fra ncisco 

Los A nge les ( Tracy Moore) 

BLOOMINGTON 

INDIANA 
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GENE ARCHER 
WRC's Gene Archer, to 
be exact. Gene's delight 
ful, hour-long mid -day 
program features the 
Cliff Quartette's individ
ual music, popular rec 
ords . . . plus Gene 
Archer's own brilliant 
baritone style. 

Participation in this 
choice time period ( 12:-
30-1 :15 PM, Monday 
through Friday ) promis
es business in Washing
ton. An impressive list 
of current national spots 
amply supports Gene's 
selling story. 

Audience loyalty of 
" Here's Archer" offers an 
immediate association 
with a "Name Per
former" in the Nation's 
Capital. 

A few choice availabili
ties remain, contact WRC 
directly or NBC Spot 
Sales. 

IN THE NATION'S CAPITAL 
YOUR BEST BUY IS if. 

FIRST in WASHINGTON 

yr. 
9ao KC 

,.. 
Represented by N8C SPOT SALES 

11l1111l11U111 is determined by audif'nee 
and competition. 

Thf';;.;e laller faetors determine the 
margin of profit- and it is these fac
tors whieh are of major coneern to 
the radio advertiser. 

Ihdio set ownership figures have 
gone up steadily since the end of 
\Yorld "\\' ar II, and there is ewry in
dication that these figures will eon
tinue upward. "\\'hile it is undoubted
ly true that many of the new sets pur-

I ehased within the past few years are 
replacements, it is equally true that 
many more of them represent a sec
ond. third, or even fourth set for the 
home. This enables more members of 
the family to be listening to more ra
dio at the same time. Thus, the sets
in-use figures go up and there is an 
over-all increase in audienee. As the 
indi"idual station continues to get a 
larger share of this increased tune-in, 
the sta t ion may increase its rates. 

There is really no hoem; poeus about 
sf'tting up ra tes on radio stations. 
They are determined through eco
nomic necessity. And just because 
television service is not available with
in a given area, it doesn't follow that 

i radio stati ons will arbi trarily attempt 
to foist illereases upon advertisers. 

\\' ILLIAl\I M. "\\ ' ILSO;\, 

Executive rice President 
William G. Rambeau Co. 
New York 

I am reasonably 
sure that radio 
ra t e in c reases 
can be expeeted 
in lion-TV mar
kets in the months 
ahead, and while 
I feel that these 
inereases are jus
tifi ed, I would 

Mr. Jarman not recomnIe"nd 
a hasty deeision. 

1\10st radio stations, produeing qual
ity programs handled by efficient 
staffs, arf' experiencing an inerease in 
over-all and program costs plus ;;.;tead
il y ri~ing pay rolls. Cond it ions such 
a,.; these an~ bringing about lower 
earnings a t present time rate;;.;, and it 
is natural that station operators are 
begillning to think about adju,.;tnJPIII. 

To eurtail eosts, in Illost instances, 
would lead to a lower stalldard of pro
graming and a poorer quality of staff 
memlH'rs. something that a good op
erator <loes not wish to experiellce. 

l\ Ianufacturers and sen ice businesses 
all over the country have solved the 
problem of higher production costs by 
increasing the selling price of prod
uets and serviees, and certainl y radio 
should haye an equal right to get more 
for its time. There is, therefore, no 
doubt in my mind that increases in 
ra tes are justified, but I feel that such 
a move should not be made hastil y. 

Business in general on most radio 
stations is at a peak and adyertisers 
are using more radio. It is reason
able to believe that this stems from 
the fact that they are sold on the me
dium and feel that radio can reach 
more people for less money. An in
crease in rates might change their 
way of thinking. 

\Vhile other media steadily increase 
rates, radio might well consider hold
ing the line whieh makes an excellent 
sales story for getting new business. 
A thorough study of unsold time 
might show that stepped up sales 
could take care of increases in opera
tion costs and even the desired in
crease in earnings. 

Before increasing rates I feel that 
eareful consideration should be given 
to several other conditions that are 
closely related. Surveys should be 
closely checked to determine if listen
ing has increased or decreased during 
the past few months. I t is highly pos
sible that suryeys would disclose that 
rates should be increased in some time 
segments, but should be held or eyen 
adjusted downward in other parts of 
the day . Then again the competitive 
angle should not be oyerlooked, for a 
rate-cutting station in the same mar
ket would most certainly jump at the 
opportunity to slice rates and bring 
about a greater comparison with his 
competitors' increases. A condition of 
t his kind would make a good sales 
story that would receive the consider
a tion of rate-conscious ad,'ertisers. 

nadio is a young medium but it has 
grown rapidly because of its fairness 
to clients. This is not the time to tear 
down all of the goodwi ll that has bef'lI 
built up over the years. While in
erease;;.; are justified, it is my feeling 
that any deeision to raise the priee tag 
()II radio time should be made on'" 
aftf'r a careful study has heen giyen 
all the angles involved. 

J. FlUNK J AI~IAN 
T"ice President &. 
General Manager 
WnNc. WnXC-FU 
Durham, N. C. 

SPONSOR 



MEN , MONEY & MOTIVES 
(Co1ltinued from page (i) 

American Tobacco, tilt' recurrt'nce of 
the~e rumors is a tIla tt er of :-ome el1l
harra~:-lI)('nt ~ince no agency wants to 
seem e\'cn infcrentiall~ a friend of 
scuttlebutt. 

Actually, not too many a~enrics arp 
equip}Jpd to senicc an [lceount of the~e 
diuwJ1sions and dpnIand... Certainh it 
is not our impre:,,,ion tha t Luckip,.: is 
ap t to transft'r out of Imno. [ar
lier sponsor dis5ati,~fat'lions have hePtl 
as:- uagcd. The impa (' t of the LII('k~ 

copy has noticeably improvpd. In
deed_ to }Jay a left-handed compliment, 
BBDO cOlllmercials lately h~l\e Lee" 
qualitatively snperior to the Jack Ben
n~ gags. (Parenthetically , if you don"t 
already kn ow, agency prefer:- tilt' ah
hre\'iation of RBDO. mms.o too IIlllch 
like a railroad. ) 

* * * 
Hut of course the gn'a t I1wn , mone), 

and 1Il0tive:- story of rig ht now is the 
struggle 0 f the televis ion titans as to 
color. You have a ringside seat at a 
championship eV('ll\. Buth sides are 
throwing in evel") thing but tIrc sponge. 
The high Federal judiciary is ensnarled 
in this fight to control the mcans aJl(1 
the timing of tire ne"t grea t honanza in 
parlor furniture and popular en tertain
lI1('nl. Can thert' be an~ qup:- ti on that 
the dominant decisions of broadcast 
adwrtising, plus phonograph rc'(·ords. 
plus films will follow th e ultimate \'er

dict ? * * * 

PAL BLADES 
(Colliinued from page 25) 

being supported properly by tht' ad 
department. 

With a broad smile, K ush ell says, 
" Our sales department is \'e r) happ) 
about th e whole thing_ ~lany Pal 
~aleslllen have commented that their 
: ' u~t omers, both retailers a nd whole
sa lers_ are avid weekl y li :;teners to the 
Rod alld GUll Club." 

aile indication of the healthy listen
ing reac ti on are the three to four thou
sand qu estions sent in by listeners 
c\ ery week_ Witb the confidence of it:; 
salesmen established and listener en
thusiasm indicated , Pal feels that it 
now has a firm radio ba~c to hu ild on. 
I Next step: a n extensivt' and fully in
tegra ted merchandising program.) 

Pal knows the hunting and fi~hing 
field is wide open for them. :Ylutual 's 
Rod alld GUll Club is th e onh- net-

SENSATIONAL PROMOTtON 
CAMPAtGN 

••• From bullons to guns 
-is breaking traffic recordsl 

LOW PRICED! 

Y2 -Hour Western Adventure 
Progrom . . . Availabte: 
1-2-3 limes per week. Tron
scri bed for tocot ond regionol 
sponsorship. 

Model Dairy, of Owensboro, 
Kentucky, hired "Cisco Kid" as 
a milk-products salesman. 
Against tough competition - in 
three months-their sales 
showed a 300 % increase! 
"Cisco Kid's" merchandising 
program pulled over 7,000 re
quests for Model Dairy in a few 
weeks' time! Dealers phoned 
.• _ demanding Model Dairy 
milk! Youngsters crowded the 
company's office for "Cisco 
Kid" giveaways. 

"Cisco Kid" can do a great 
selling job for your sponsor. 
Write, wire, or phone for de
tails_ It's a TERRIFIC story! 
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T AP 
KANSAS' GOLDEN MARKET 

WREN 
SATUUATES TilE 1.ISTENINf; j\UDIENCE 

IN .'ABULOUS EASTEUN KANSAS 

II F IRS TAL L DAY II 

ABC 
5000 WATTS 

TOPEKA 

WEED & CO. NATIONAL REPRESENTATIVES 

AIJlEIUCA"S NEll'EST AND TOPIJlOST WESTERN 

SINGING GROUP 

FOY WILLING and the 
RIDERS OF THE PURPLE SAGE 

now starring in Roy Rogers moving pictures .... This truly fine 

singing group, using musical arrangements that are unsurpassed, 

will corral that receptive Western Music audience for you. 

The followin~ transcribed shows now available:-

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

• JOHN CHARLES THOMAS 
156 IS-Min. Hymn Programs 

• DANGER! DR. DANFIELD 
26 30-Min_ Mystery Programs 

• STRANGE ADVENTURE 
260 5-Min_ Dramatic Programs 

• STRANGE WILLS 
26 30-Min. Dramatic Programs 

• MOON DREAMS 
156 IS-Min_ Musical Programs 

• BARNYARD JAMBOREE 
52 30-Min. Variety Programs 

Send for Free Audition Platter and LOW RATES on any of the above shows to: 

RADIO PRODUCTIONS, INC. TELEWAYS CHARLES A. KENNEDY, President 

8949 Sunset B1vd_. Hollywood 46, Calif. 
Phones CRestview 67238-BRadshaw 21447 

I 

work show for 30,000,000 licensed 
hunters and fishermen in the U_ S. 
(Add two or three million who don't 
hother with licenses_) 

The format of the program shakes 
down like this_ 

A panel of experts discuss queries 
sent in by listeners_ A wards are given 
for questions used, as well as for audio 
ence contribut ions on favorite fishing 
spot; the 1110st interesting letter of the 
week; the biggest whopper of the week_ 

, The panel, sometimes supplemented 
I by guests, includes VanCampen R eil

nel_ associate editor of Field and 
S'ream magaline; Larry Koller. sports 
Ie<.' turer anti author; Guy Kibbee. 
Holly\\ood actor who provides a light 
touch; l\lilo Boulton, Broadway and 
radio personality \\ ho senes as Ill_C. 

To show the kind of interest the 
I Rod alld GUll Club arouses, Raymond 
I Nelson. producer of the program, told 
I SPOi'\SOR the unique inC'idellt of the fur
I hearing trout and its aftermath_ 
, "The fur-bearing trout lives in an 
i iceberg lake," a Montana fisherman 
I wrote into the show, "where the water 
. is so cold that you have to heat the 

hook_ Otherwise it will shatter as it 
hits the water. 

"There is only one ,ray to catch this 
t: ritter. The fish is attracted by music. 
Bring a purtab le phonograph near a 
hole in the ice and play loye music_ 

i This brings him to the surface_ Change 

I

' the records to swing tUlH'S and the fish 
shakes himself to death_ When it is 

I pulled out of the water, tlw changp of 
tf'mpprature causes an explosion and 

I the fur-like heaver flies of I. " 
After this letter was read on the 

air. hundreds of letters were re<.'eiYed 
from fislH'rI1wn who testified that they 
had callght such a trout. (One expert's 
exp lanation: some fish have a fungus 
growth that may look like fur.) 

The show goes outdoors every three 
or fOllr weeks for on- the-spot broad
casts_ This is one of the big changes 
made in the program since it was 
called Fishing awl JflllltiTl~ Club of the 
Air (Sl'O NSOH, June 1 (J'l71 _ 

One wef'k the panel will make a 
junket to the Intf'rnational Tuna Cup 
l\latclws ill \o\'a Scutia_ 011 otlwr oc

casions, it's gall\(' fishillg in Bermuda_ 
or plwasant shootin g at Cales Ferry_ 
Conn_ Trallsnibed hroadcasts coming 

! lip inelnd(> th e light tackle sailfish tour
Iley in Palm Bea('h alld a trip to Ib

I waii in the "pring_ 
Tlw }laIwl is lISll<1lh accompnnied 

(III its jOllnwys hy Roh!'rt l\lisch, Al 
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Paul Lefton accollnt executi ve, .;\elson, 
and Kushell. They assis t in the pro
duction and find time for some fish
ing and hunting th emselves. 

Paul recentl y tried a contC's t to stim
ula te added interest in the prodnct. 
The aud ience was asked to finish thc 
statement. "I listen to the Rod awl GUT! 

Club 0/ th e Air because." 
A trip to Bermuda was one of nu

merous prizes but n~s ults were only 
fair. Too quick a huildup was the 
ca use, it is believed. 

Few shows on the air have the Rod 
and Gun Club's Illerchandising poten
tialities and Pal intends to exploit th em 
fully. Sponsoring a program devoted 
entirely to an important hobby of over 
30,000,000 people opens possihilities 
that could never be fe..sible with a box
ing show, for example. or a song and 
dance variety show. Pal's cfforts are 
on two levels-trade and conSlllller. 

Jobbers, cha in stores. and other re
tailers are told about the show in 
trade-paper ads. Since blades a re sold 
in a wide variety of outlds- tobacco, 
hardware, drugs, grOCf'ry and vari ct) 
stores- this meant a sizable pffort. 

Posters and window streamers were 
placed in all stores wh(·re hlades and 
hunting and fishin:; eq uipment were 
sold in addition to puhlic spots where 
sportsmen congregate. Salp~men from 
both Mutual and Pal !'poke to local re
tailars and jobhers urging them to 
E>tock up on the product. 

"We found that many people in the 
trade from th e heads of large chains 
and down were hun ting and fishing 
enthusiasts wh o liked th e Rod alld Gun 
Club," Misch said. That helped arouse 
interest. 

Next year th e sponsor plans such in
gen ious moves as a service for register
ing serial numbers of gu ns and fish ing 
rods. Members wh o lose such equip
ment will notify the Rod and Gun Club. 
giving numbers of th e missing equip
ment. 

To join the club. listeners will send 
in Pal box tops. Members will receive 
a regular bulletin on conservation and 
other information for sportsmen. Tall 
stories will be distributed in printed 
books. too. 

All of the present emphasis on radio 
is a turnabout for Pal. Pal's chief pro
motional weapon during the early days 
of its brand advertising was newspa
pers. A big salvo in the local paper 
was one of the highpoints in the firm 's 
technique for opening Iiew markets. 

Detail men would contact j obbers 
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and retailers about the company's pro
motion plans in each new ('olllmunity. 
They would be followed ill turn hy 
un iformed girls distributillg sampleR 
on the strcr t. Theil n('wspaprr ads 
would climax the infiltration. 

theme was tried. It ('ost about $;')0,000 
aJl(I fl oppC'(1. One good reason for the 
fl op; Gallaghrr a li(I Shcan are prat: ti 
('a ll y forgottC'n, a lld the takeoff prob
ably had li ttlp im pact. 

Eyp,ntually Pal reat:hed out into oth
er media. Small insertions ill national 
magazillcs were used. Theil, fi ve years 
ago, the firm had its fir~t ellcollll ter 
wi th radio. The reaction was like shav
ilJg with a blade th at had never bcen 
honed. A spot campa ign u~ing jingles 
with a \Ir. Callagher and 1\11'. Shpan 

La~t year, Pal de<.: ided to try the air 
aga ilJ. This time it was T\'. The Al 
Paul LeftolJ -\g<' lJ(,y heard that the 
}larch of Time "as producillg th e Cru 
sade ill Ell rope spries. ~ hrewdly , the) 
guessed that the fJllll would conform 
tel the usua l :'.'larch of Time lellgth . 20 
minutes. Allowing anoth er five min 
ute:; for the ('ol11nH'rc ial would still 

RADIO 
:. . IS STILL 

~)';\ ,::.,.:.;.::::.\.:t:' "80S S" . . ',;".' .. ',' 'f'·: 
, , , 

" 

IN BIG AGGIE LAND 
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, Philadelph ia 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. 

Radio is still HBoss" in Big Aggie Land. Listening is at an all
time high. A 1950 diary study shows average sets in use between 
7 A.M. and 10 P.M., Monday through Friday, is 47.6% . The 
Monday-through-Frid ay average d aytime rating on WNAX is 
13.7. Virtually immune from the in road s of video, to Big Aggie 
Land TV means HTain't Visible. H 

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, sir. 

WNAX-S70 
YANK TON - SI O UX CITY 

570 Kc. • 5,000 Watts 1"1 ~ S~ 
RE~RESENTED IY KATZ AFFILIATED WITH A.I.C. 
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To 
One 
Million 
People 
CBS 
Means 
WDNC 
DURHAM, 
North Carolina 

WATTS 5,000 
620 K.C. 

PAUL H. RAYMER, REP. 
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lea\ e time for a five-minute "'pol, it 
was reasoned. 

Getting the jump on other advertis
ers, the a.$ency sold the idea to th e 
sponsor and a series of fi \'e-m inute 
spots based 011 the perwnalities in the 
Eisenhower ~tory \\ere prppared. Onp
and-a-half minutes were dcvoted to 
straight commercials. 

The se ri es was carried in 13 markets 
for 26 weeks. Although this promo
tion. aimed at larger citics, did not fit 
in with th e usual Pal promotion, Ku
shell considprs it a good, opportunistic 
b uy that helped educate metropolitan 
centers on the product. 

This summer Ray Nelson thought 
that his fishing and hunting show 
would be a natural for a blade adver
tiser like I tal. Time was available. 
Mail Pouch. which had long bpen one 
of the most important advertisers on 
thp fi\'e-yea r-old program, bowed out 
i!l ] un e. During the spring the tobacco 
firm, buying time on 90 stati o n~. was 
one of 57 sponsors using the ~how. 

The lively radio producer had npH'r 
been much of a wildlife enthusiast un · 
til he took ovcr the program last yea r. 
He ca ught the fever frol11 his audicncl'. 
Now hc can match fish storips with the 
old timNs. 

Hp presented the idea to .\ Iisch at 
the AI Pa ul Left on agency. who in turn 
brought in th l' Pal officials. They were 
quick to see the possibiliti es and an
othpr 11Ptwurk sponsor was horn. * * * 

TIMES HAVE CHANGED ! 
(Cuntinued from page 35) 

IICSS necessity lIIay encourage accept
ance of some products. Just as many 
magazirlPs and llpwspapers find it ex
pedient not to I'xal11ine advNt isers too 
met iculousl y, so 50 me stat ions fi nd 
thelll",plves in the sa me prNllcament. 

Here arf' so me of the ways in " ,hieh 
persist pnt advertisers. oft en with till' 
IlPlp of coopcrativc radio alld TV sta
tions, ha\'e gotten on the air. 

The [('{'Pllt revolution in th e uplift 
di\ ision (engi nf'ered by Exquisite 
Forlll and :\ BC) is (me of till' best re-

I ce llt illll.;;tratioll", of how a tit ·klish 
prodUl"l ("all Iw handl pd tas lefull y. ABC 
had s U{'('c",sfulh dcveloped an accept
ablf' format for Flexpe bra COllllller
cia l::. o\'t'r a ycar ago. Flexccs, h ow
(·ver. is dOlle on film, while Exqui~itc 
Form is th c fir!'t livp commcrcial with 
a model. 

Frances Pinkf'tl of Brandford Adver
tis ing. Ill!' .. prodllce r Burke Crotty of 

ABC, director Babettc Henry, and 
ABC's Grace Johnscn worked out sev
era l ideas before settl ing Oil the filial 
format. 

Viewprs of the Exquisite Fo rm pre
miere saw an abO\"e-the-waist close-up 
of a pretty model. Lighting was 
soft and there werc othpr safeguards 
aga inst bad taste. For one thing, the 
model was not to walk around , 110r 
was she to move her body more than 
was abwlutcly 11PCl'Ssary to show the 
garment. Finally , a !:'wath of light tull e 
was draped over her shoulders as if it 
were part of an e\"ening dress. To give 
the pntire c0 /11merci3 \ a c1a~sica l tone, 
Co nover model Elaine Stewart poses 
befo re ivy-covered trcllises, Grecian 
columns, and the like. :\1ean while the 
wo man announcer says: 

" There must bc a reason why so 
many womcn prpfcr an Exquisite Form 
bra! 1£ you' ll look at our lovely mod
el, you' ll see not olle but many r ea
sons for the popularity of Exquisite 
Form: tru ly the bra bea utiful! Exqui
si te Form is a miracle of perfect fit. 
Ex<]uisite Form lcnds youthful uplift 
... to ewry type of fi gurp! " The com
II1Ncia l goes on to desc ribe tilt' par
ticular bra being featurpd that night, 
g ives sizes, colors, price. 

J ohn Croshy, radio/ TV columnist 
with the l\'. Y. Herald-Tribune, de
~cribed bra model Elaille Stewart's per
formance this way: "Somebody who 
l @alized that this form of witchery is 
a rather delicate thing to sell on tele
vision. has carefully instructed the 
model who displays the HI / low etc. 
to stand ver), ver) quictly d UTing the 
co mmerc ial pitch. She does, too, but 
this just accentu ates the-uh-positi\'e. if 
1 make myself clear, and I'm afraid 1 
do. Her lips twitch from tinlt' to time. 
Her eye:-- roalll the ce iling; thpn, "hen 
tl1('Y pxhaust that a rea, she glanccs 
roguishly at the camera. which is to 
say. you. Mpanwhile th e sales pitch 
goes on and on. I don't know how the 
g irls beha\'e on the hlock of all Arabi
an sla\'e mart. hut i t must be some
thing: I ikt' this. " 

Exquisite Forlll and its agpnoy, 
Brandford Adverl isi ng, ha\"e put the 
~how on ABC-TV dfrliates ill Balti-
1II0re. Chicago, Dptroit. Los Angeles, 
::'an Fra ncisco. Thc show. which origi
na tes from \\'JZ-T\T, is called Robbills' 
Yest ( 11:00 to 11 :1.') p.lI1. Friday), 
Other hrassicre IIWllufactUTNs, ca ught 
with their uplifts down, arc rpporl cd 
to be conferring camcf'tl), with TV 
stations. have hopes of success. 
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TO TV director has ye t figured a 
way to do for the lower half of wom
eli 's undergarments "hat has hCf'n 
donc for the upper half. Panti es, how
ever, arc sold 011 AM in 19 citi cs by 
Blue Swan Mills, a dh ision of McKa y 
Prod ucts Corp. Over all hut one of 
these stations, Blue Swan Suspants par
ticipate on women's programs like 
Ma ry Margaret McBride (WJZ, New 
York) , Ruth Crane ( WPTZ, Washing
ton), and Lady of Charm (WXYZ, 
Detroit). Only exception is a male 
disk jockey on KRMT, Los Angeles. 

One script plugging Suspants (writ
ten by the Lawrence Boles Hicks" Inc. 
agency) goes like th is: 

" You know, therc are people who 
will always do things the hard way. 
For instance, how many women do you 
know who sti ll wear ga rt('r helts or 
bands of tight cutting elastic around 
their thighs or even g irdl('s j list to kepp 
their stockings up ? 

"Today, smart women wear Sus
pants, the undie made with garter tahs 
and created by Blue Swan, one of the 
nation 's largest manufacturers of love
ly knit lingerie . . .. :' 

Blue Swan coo rdin ates its radio par
tici pations with heavy magazine adver
tising by calling allen l ion over the air 
to full page ads 111 current magazines 
like Life. 

Although the secrets of how under
wear engineers give women their charm 
have been poorly kept on radio and 
TV, the physiology of wOlllen remains 
hush-h ush. Feminine disinfectants are 
universally avoided, as are almost all 
medicines designed to ease menstrual 
distress. Only one principal exception 
is made, and this one to venerable Ly
dia Pinkham and her ,\ onder-working 
vegetable compound. But the very 
brief Pinkham transcriptions arc so 
"ague a listener would have trouble 
finding out what the compound is for. 

KHJ: Los Angeles. for example, ca r
ries the followin g Lydia Pjnkham copy 
with the bracketed portions omitt ed: 

Mall : Young ladie~ eu tering woman
hood should be thankful for thi s name 
--Lydia Pinkham's Tablets. 

IVoman : Yes, a w'Jl11an goes through 
many changes each lunar month which 
often caU8e most women to suffer ner
vous irritabil ity, tense emotions, 
strange restless feelings (on certain 
~pecific days. ] 

2nd Woman: So girls-if you su ffer 
this way-[due to this simple cause] 
-stal1 taking Lydia Pinkham's Tab
lpts to relie'v;e such symptoms. 
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anitary napkins havp had no suc
cess at all ill working out aceeptahle 
radio or TV copy. Personal Prod ucts, 
Inc. ha" heell unable to use the air for 
l\Iodess, though it ha:, seYera l other 
tissue products on radio. Their agen
ey, Young &: Huhicalll , made a hrief 
offer over a Texas station ahou~ a year 
~Igo. Teen-age gi rls were invited to 
write in for a l\ Iodess booklet explain
ing feminin e hygiene, but resul ts were 
disappointing. No further attempts 

have been made !' il/Cl' Ih( 'n. although 
Y &: R CO P ) writers llUven't gi ,'en up 
thc search fu r a Ilon·ol+,ctionahle ap
proach. 

Another cIas" of d(·lical!' prodU<:iS 
which have gradually gained accept
elllce, are tho!'c which ~cek to imprO\e 
on natu re's c1H'lllical IH()Ce!'~es: lax a
t;,'es, body deodorants , and breath 
sweeteners. 

One of the oldest laxati,'cs on the 
air, Phill i ps ;\1 ilk of l\ 1 agnesia (20 

SOMETHING 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 
loyal and unbroken. The Hoopers 
show that, and they a lso show 
that KRNT continues to add to its 
i mmense family of listeners. 

Any advertiser who insists upon 
a successful radio campaign in 
the rich, ripe and rea dy CENTRAL 
IOWA market MUST call on KRNT 
to get the job done. 

To s ubstantiate that fact, KRNT 
has scores of success stories 
or--take a look at the latest 
C. E. Hooper Audience Index, Des 
Moines, city z one, for May-thru
September, 1950. You'll see--

K R N T LEA D S 
IN EVERY TIME PERIOD! 

And ... THAT'S Someth ing Every 

Sales Manager Should Know ! 

The station with t he fabulous Pfiirsonalities and the astronom ical Hooper s 
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To Cover 
the Greater 

Wheeling (W.Va.) 
Metropolitan 

Market 
you need ... 

WTRF 
High Hoopers (Avg. 24. 5) 

Low Cost 
The ECONOMICAL way to 

SELL 
The Wheeling Market 

Check 
THE WALKER CO. 

THAT 

HAPPY SMILE 
-Is the smile of the victor! 

HUNTER HANCOCK'S 
"HARLEMATINEE" 

-by popular vote of the half·million 
n egro population of Los Angeles 
ranked tops by nearly 2 to lover 
the next closest in the Los Angeles 
Sentinel's 1950 Disc-lockey poll. 

-And that smile i. reflected by 
" H arle matinee" sponsors daily on .. • 

1 g2~WKC K FV D AN\~ESLES 
THE CENTER OF YOUR RADIO DIAL 
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~ ears). has a COP) pattern which is 
typical. Symptoms are ne, er men
tioned; instead the "positive" benefits 
of Phillips are cited. Explains George 
Tormey of Dancer, Fitzgeralo, Sample, 
the firm's agency: " \Ve test ou r COP) 
beforehand to make sure it is in good 
taste. Then our appea l is varied for 
day time soap operas like Stella Dallas 
and fOILng Widder Brown and night
time shows like Mystery Theatre, Mr. 
Cham eleon, and American Album of 
Familiar Music. On the da) time pro
grams. we appeal to mothers to guard 
the health and comfort of their chil
dren . At night, we stress relief from 
ove r-ino ulgence ('antacid conoition"I. 
Our main point concerns the proper 
dosage of Phillips nffessa ry for the 
user to get up feeling fin e the next 

. " mormng. 
Body deooorants have similarly beell 

forced to avoio negative appeals in 
their copy, or else to tone it down. 
Arrid. big-seller for Carter Prooucts, 
uses the slogans: "Use Arrid, to be 
sure ... " and claims that the prod
uct " protects you from offending." 
Sulli van. Stauffer. Colwell &: Bayles , 
Carter Products adn~rtising agency. 
frankly plugs the fact that Arrid stops 
perspiration and prevents underarm 
odor. Ma ny "tat ions are leer y of such 
stra ightforward copy ; it was only re
cently that CBS allowed Arrid on. 

Though breath sweeteners (like Sen 
Sen) are IIOt recent innovations. a new 
impetus has been given the industry by 
introduction of chlorophyll-containing 
tablets. (Stoppers, a chlorophyll prod
uct, was tested beginning 15 September 
of this year in Connecticut: in three 
weeks, 7.5,000 packages were sold 
through 1,000 outlets in the New Eng
land area.) 

Stoppers officials :o-ay it is th e onl) 
chlorophyll breath sweetf'ner whose 
copy has been cleared by the Federal 
Trade Commission and approved by 
Parents magazine. The Stoppers agen
C), \Valter \Veir, is llsing newspapers, 
radio, and some TV announcemellts. 
Newspaper copy has been mainly neg
ative: "Stoppers stop bad breath in 
seconds for hours." There were no 
complaints from the pril.ted media , but 
some radio stations, notably WQXR, 
objected to the term " bad breath." So 
Walter Weir switched to a positive ap
peal instead: "Stoppers fresh en your 
breath." The company and agency feel 
that taboos on saying bad breath art' 
rather ridiculous; they think they 
should be ahle to say anything on ra-

dio that is allowed in Ilew~papers . ar
guing that there's nothing shameful ill 
the fact that people hm"e bad breath. 

Stoppers will go national a fter 
Christmas, has announcements so far 
on WNBC, WCBS, WNE\,\T, WIVICA, 
WQXR (all in New York ) . and TV 
spots on WNHC-TV, New Haven. 
Slides are used at present on TV, but 
plans are underway for films which are 
to be used in an enlarged TV schedule. 

Laxatives, oeodorants, and breath 
sweeteners are grad nall ) pushing their 
way into more and more stations. But 
many other products are still fighting 
hard just to get a foothold. One of 
the toughest things to get on the air is 
cemetery advertising. 

It is more than just concern over 
good taste that prompts most stations 
to turn down cemeteries. The problem 
ij' that it is hard to prevent some un
pleasant reaction from spreading to ad
j acent entertainment from the cemetery 
commercial- and entertainment is the 
business of radio/ TV. 

Conestoga Memorial Park is report
("dly successful with its announcements 
on WGAL-TV. Lancaster, Pa. And sev
eral California TV stations are also ac
cept ing cemetery advertising when it 
is tastefully don e. KFI , Los Angeles 
radio station. carries Forest Lawn cem
etery commerc ials (but it will not take 
laxatives ) . 

Liquor. too. haj' hao its advertising 
problems, !"o l11uch so that most dis
tillers have long ago gi"en up the pos
sibili ty of air advertising. Small won
der when groups of militant prohibi
tionists periodicalI) assail distillers, th e 
media which ca rries their advertising. 
and the government agencies which 
" permit" the advertising. 1\10st recent 
outburst was the National Assembly 
of the Unilf·d COUiHil for Chu rch 
\'\ ' omen in Cincinnati. ,Members com
plained of being assailed by " fre
quentl y lurid" heer commercials. went 
on to insist that all advertising be 
eliminated on radio and TV (and be 
replaccd by taxation ). 

National liquor advertising is, of 
(o urse. out of the question. The coun
try's c razy-quilt of wet anti dry states 
and counties wonlo make it impossible. 
Many stations. though they .ue in wet 
states, have their ·own anti-alcohol rules. 

Most recent of th e " unnwlltionables" 
to make headway i:-; the Clara Lane 
organization . Clara I,ane is a white
haired, plulIlp matroll who owns 17 
Friendship Centers around the country. 
After 12 years of huilding up a sen'-
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ice which has brought together 200,000 
people, the Clara Lane Friend"hip Cen
ters are going into TV_ First step was 
a Saturda y even illg program at 11: 15 
p.m. on WPIX, New York. called Your 
Saturday Night Dale. Listeners are in
vited to write in telling why they are 
lonely. Best letter writer has a love 
song dedicated to him the following 
week and goes out on a date with a 
{·e1ebrity of the opposite sex. Winners 
have taken people like Carol Bruce. 
Arnold Stang (radio c(.median ), Cliff 
Edwards, Norman Brokenshire to night 
clubs-all at Clara Lallc's expense. 

With New York under their belt , the 
Friendship Cen ters next tackled Balti
more. lined IIp WHAL ; also have Chi
cago, Los Angeles, and San Francisco 
stati ons negotiating. 

Not every stati on ha~ heen s) mpa· 
thetic; mall Y class Clara Lane with so
called Lonely Hearts clubs which cir
cu late mailing li sts and photographs. 
But there's a difIerellce. \Vhen a new 
member joins olle of the Clara Lane 
Friendship Centers he mllst fill out a 
{Ietailed form giving his marital back
ground, business. and likes and dis
likes. No married people are accepted 
and every applicant is checked to see 
whether he lives and works where he 
claims to. Then, on til(' basis of re
ligious and social bac l,;g round. men 
and women are matched up and intro
duced by a chaperone. 

It is this careful selection process 
,\ hich the Clara Lane organization 
feels en titles them to be considered a 
public service rather than a straight 
"Lonely Hearts" club. They claim 40.-
000 people have beell marri ed through 
introductions from the Friendship Cen
ters, with on ly three percellt of the 
marriages ending in divorce. 

To convince TV stations that their 
advertising "hould be accepted. Clara 
Lane's ad agency. ,Villiarn 'Varren. 
Jackson & Delaney ( ~ew York I sends 
along copies of the Clara Lane com
mercial films. The films are roughly 
10 minutes long and are done in a doc
umen tary style. (One has been cut 
down for use as a ene-minute an
nouncement. ) 

One film shows a lonely boy .and a 
lonely gi rl , both "adrift" in New York 
City. Finally, through a Clara Lane 
Friendsh ip Center they are brought to
gether and marry. The other starts 
with a scene in which a husband is 
bringing home 11 ro..;es to his wife on 
their lath wedding anniversar). The 
11 th rose is for Clara Lane who 

4 DECEMBER 1950 

woe FIRST in 
the QUAD CITIES 

In Davenport, Rock Island, Moline a nd East M oline 
is the richest concentration of diversified industr}' be · 

tween Chicago, Minneapolis , St. Louis and Omaha. T he Quad 
Cities are the trading center for a prospero us two·sta te agricultural 
area. Retail sales, total bu}'ing and per capita inco me rate h igher 
than the natio nal average, according to Sales M anagement. 

woe AM 5,000W. woe FM 47Kw. 
- 1420 Kc. • - 103.7 Me. 

WOC delivers this rich market to NBC Network , national spot 
and local advertisers ... with 70 to 100% BMB penetrati o n in the 
two-count}' Quad Cit}' area ... 10 to 100% in adjace nt counties. 

wo C T V Channel 5 

- 22.9 Kw. Video' 12.5 Kw. Audio 

On the Omd Cities ' fi r st TV station NB C Network ( noll
iJ1 te rcol11;~ctecl ), local and fi lm prog rams reach over 27.900 
Quae! Cit ies' set s ... hundreds more in a 75 air -mi le radi us. 

Basic NBC Affiliate 
Col. B. J. Palmer, President 
Ernest Sanders, General Manager 

DAVENPORT, IOWA 
FREE & PETERS, Inc. 

Exclusive National Representatives 

" ' ithou. a p ... nny of add .. d t!ost to tbe ad
v ... rtis .. r~ " rsyu"s radio shows ~ .... the full 
promotion treatm ... nt: 

18,073 line!'> of newspaper advertising each monlh 

I

_ Full schedule of (ourtesy announcemelllS 

• LolS of direcl mail 

I
, .. Frequem Conlesls and olher publicilY sWnls 

., Merchandising cOllmel and service 

,. ou w:lnf your pro~ram to b .. h .. ard~ don". you? 

So-you put it on "rS,'1I 

~ ; ~CUSE 
. ':00. AM. F M • TV 

The Only COMPLETE Broadcast Institution 
in CeQtral New York 

NBC Affiliate • Headley.Reed, National Repr~le"tat;vel 
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Across the Mississi ppi 
and Into the Money 

Thi~ is my first and Iw~t and true and only station, thought 
William Quarton a~ Iw ,'asl an appreciative pye along neat rows 
of high read ership rat ings. She is a little heavy with Godfrey, 
thought Bill, bUI ~he de li\ers an audience good. 

A pair of Cadillacs honked at each other al"fO"~ the Cpdar Rapids 
street, their radios set at 600. "A lovely marker," mu~ed Bill. 
He sh uflled through program records, looking for an availability. 

Hi ~ ~t' .... t'lary "allle in, flu~hed wilh the burden of the morning 
mail. "~ha ll I open this package which probably conlains 
u rd('r~ from our sales representa tive, the Kalz Agency, first, which 
is m('r,·ly exci tin g, or shall 1 shuck thi!' ear of co rn ~t' nt 
in by an adlll iring listener .?" 
"Ld's open the package," said Hill. He reached for the string, 
slit it ~harp an,1 hard and clean with a pockel knife which read 
Souveni r of W;\IT, Cedar Rapids. "Iowa is a good place, 
Daughter, ana we have a capital per capita, and half of the state's 
income i~ indu~lrial and half conws from the fat of the land." 

"I am going 10 give you my portable," the girl answered, 
"so thai wllt'n you walk from the ca r to your office you 
ran hear the Columb ia Broadcasting System'" exclll~ive outlet. ill 
Eastern Iowa. Tel\ me what the Kalz Agency sent, but leave 
out the rough parts." She raised a window and the Iowa air, 
clean as YOllr g randmother's bobby pin, float ed in. 

"They have se nt us a new time·stretcher. Thank G·-! Now 
we can make room for all thi s oth"r business:' 

5000 WATTS, 600 KC 

& ••• _--_ •••••••••••••••••••••••••• 

DAY AND NIGHT 

BASIC COLUMBIA NETWORK 

making a 
nerve-wracking job 

easier for 
spot time buyers 
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~'I ec ting ~tati"n, i, a lIt"I\·e·raeking joh lor any time buy er, when 
he can't gt"l the ,tat ion infrlllllation he wallt~ . Or when it tak"" too 

long to get it. 

~lan y ,tati!)l1~ are makillg it ea"it" r hy rUllning :'ervice·Ads that sup· 
plement and ex pand their ST\l\I>ARD RATE listings. The ::iervice
Ad shown here, fnr illstanct', indf':U'~ nseful in formation 011 Station 
WIII...: '~ ,'oveHlge, alldi"IIf"f' , ,·o~t. production qualit y, and program 
prclillotiflll. 

The issues of SRDS Radio Section 
avera ge over 50 pages a month of 
~uch additional buying infor mation. 
That's why, when you're working with 
SR DS, or with SRDS CONSUMER 
MARKETS, it pays to check the 
Servic e-Ads as well as the listed data. 

brought them together. Dwigh t Wei!'t 
does ,"oice-lwer narration for the film!'. 

Live commercials are now used on 
WP IX; one goes like this: 

"Although ~e,\" York is the largest 
c ity in tIlt' world. it is a lso the londi
pst. Thousand~ an d thou~ands of sin
g le people. through no fault of their 
own, ha\'e not b(,Pll able to meet con
gcuial friend". They go through their 
lonely hour--. alone. always hoping hy 
some miracle tIl(' right person will 
come along. But it takes more than 
dreal11inp: and huping, and that's win 
Clara Lane FriencL,hip Cen ters hay~ 
lwell such an important puhlic !'eryice 
during the past 12 ye~H!'. " 

The rc~t of til(' ('onll1wreial describes 
tl1(' scientific way in which people are 
"orted out and brought tugether. Lis
t('ner~ are also il1\'ited to \\Tite for full 
information and a reprint of Clara 
Laue's feature article in the American 

i il1aga:::ille titled "Cupid Is My Bu!'i
ness." They also get a nother booklet 
('ailed Cupid's Digest. \\Teekly response 
to thi" offer on \''?PIX has been about 
lOO. with many of the listenPrs he€ol11-
ing members, at a :-ubstantial fee. 

Paradoxically. although some New 
York papers will not accept Friendship 
Center ads from Clara Lane they will 
sell space to publicize the TV show. 

So far. no Clara Lane competi tor 
has been ahle to hreak up TV station 

I schedules- though they've tried. 

Clara Lane's cnd('ann to get on TY 
points lip one of the most important 
things about "acceptability" stalldards: 
eyery product or sen' i('(~ should he 
judged stricti) on its own nwrits. The 
fad that ~he was typf'd as just another 
Lonely Hearts operator hurt Clara 
Lane's plans for cxpansion. Careful 
investigation is a fa,"or sta tions owp 
clients they con;;itier dubiolls, Fort ll 
na tely, 1110st station~ try to consider a 

prospectiyc advertiser's case carefull~ 

before deciding either way. And, a~ 

the cUllIl try's atti tudes change. so too 
do the ;;tations' standards. * * * 

I TRANSCRI PTIONS 
(Colltinlled from page 23) 

~oo hy tire end of tire ) ear, according 
to the agf'l1cy. O·Neil. Larson and ~k
Mahon. 

Dr. Kildare i" ulIt' of eight :;;how!' in 
the \ IC:\\ Radio Attractiolls senes. 
MGI\ I entered the syndicated radio 
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transcriptiun fi eld with programs fea
turing MGl\1 stars a little over a , ear 
ago. Music Corporation of AnH'rica is 
the sa les agency for :\lGl\l Hadio At
tractions_ The Ayres-L~arr) more series, 
first macl e famons by the movies, is a 
half-hour sho\\ planned for hroadcast 
once a week. 

The pictures on these pages indicate 
the variety o f trallfCI ibNI programs 
available. There's p"ery thing from kid 
strips to soap opera type serials. Til l' 
variety ell abies a sponsor to ~;p l ec t pro
gram types of knowll appeal to all 
kin ds of a udiences. Quarter and half
hour lengths naturall y predominate. 
though a few one-hour lengths are 
avai lable. 

Two Nash a utomobile dealers in 
~ew Brunswick, N. J .. wanted an hun
est hour for their Nash Hour over 
\,<TTTC, so they put two Cha rles .;\Iich
elson half-hour shows (The Sealed 
Book, Mu sical Com edy Theatrfj ) hack 
to back. These shows had previously 
been okayed for cooperative advert is
ing by Nash Motors. Most firms which 
make cooperative advertising allow
ances to dealers make no distinction 
bet ween live and transc ribed programs. 
But before oka ying a transc ribed series 
they do want to kn ow that it's up to 
the mark producti on-wise and that 
there are enough episodes already on 
wax to insure conti'nuity of th e pro
gram. 

This is a point occasionally O\"er
looked b y an unwary sponsor. It 's easy 
to invest a few thousand dollars in pro
ducing a transcribed show; but if ad
ditional episodes depend on selling the 
first ones to enough stations or spon
so rs. the end can come swiftly. That's 
why the mortality among newcomers 
to the fi eld of syndicat~d t ranscriptions 
runs about 98 % . 

I f a sponsor wants to plan for long-

range use of a serif'-;, he call a:-'('('rtaill I ~. ~~~~~~~!Ef~~~~~~~' 
the Iluml)('r of prograllls a lrea,ly (' ut. 
Famons shows like Boston mackie , 
Guy Lombardo_ Cisco K id (Zi\, I have 
11 backlog of se\'end ) ears' programs
fiv e years for Haston nlackie an d threl> 
\ pars ea('h for thp two latter. \ ew 
disks are cut periodieall~ for acti"" 
prog rallls as the lI eed arbe:- . 

For a lIation al adver tiser. 1Il0"t uf 
the stars 011 transcri bed programs a re 
willing to cut co III lIlen.' i al lead-i llS. 
This is important. It is es pE'cially im
po,rtallt where a s:ar has bpen on the 
air long enough to Lle"dop a dcyoted 
followiJl g. 

(5)'[e/~/jI 

C/1/~iJtmaJ 
to (/ II 

fro))/ the 

XmaJ Tree 
CO/Jlltl)! 

This angle uf linking the ta lent with 
the product was utilized h) J>ppsi-Cola 
in a test of th e Transcription ~ales 

fea tu rp Golden Gate Quartelle. The 
Quartette did a eustol1l-h uilt jingle for I 
Ppp~i on their show. The experilllPllt /' 7~ /I'tt ~ St4ti<ut4 
was so successful that the loca l Coke r I.;~' 
bottler bought a local live show tu ,.;;,. 

compete. .~ .::\ ,. ~.ii5"O"oo"w"a"tt.s""""""'" 
P epsi is rpplac ing their current ra- I / .~. I ~ir~~g-u~~ 

dio jingles with tlIP lIew Golden Gate I V '-' 
Quartette cu mmercial. They arp also , 

being used on the Faye Emerson telp- , MONr-~ANA 
\ision show, and wi ll be featured Oil • 

a new network radio show now in tht' 
works. 

Syndica tpd progratl1 tal en t are sel
dom in a position to make personal 
appearancps even for a national spon
sor (an advantage that local talent is 
able to exploi t ) ; but occasionally spp
cial deals can be worked out when the 
Il umber of markets bought is large 
enough and when the c)c1p is long 
pnough. This possihilit) applips par
ticularly to musical ta lent. 

For example, it is possible to ar
range now for the first time a free I 

personal appearance of the Golden 
Gate Quartette in each markpt at some 
time within 52 weeks of the starting 

.\'(11' 0 .'\'£, BUT SEVEN MAJOR Il',DUSTRIES 

ABC 

My new morning program 

/I Breakl astime" 

4 DECEMBER 1950 

is 

the 

ONLY 

live-talent 

A. M. show 

on the coast 

TOP DOG! 
Louisville, Ky. 

JOE EATON, MGR. 

Represented Nationally by 
JOHN BLAIR & CO. 
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SERV ICE 
Service is one of the basic 
theme songs of BM!. Broad
casters in AM, F M and TV 
are using all of the BMI aids 
to programming •.. saleable 
and useful program continui
ties, research facilities, ~xpert 
guidance in m u sic hbrary 
operations, and all the ~ther 
essential elements of musIc in 
broadcasting. 

Along with service to the 
broadcaster, BM I makes avail
able to its 2,800* licensees a 
vast and varied repertoire 
rancring from be-bop to the 
c1as~ics. BMI is constantly 
gaining new outlet~, building 
new sources of nlusic and con
stantly expanding its activit ies. 

The BMI broadcast licensee 
can be depended upon to meet 
every music requirement. 

*2.802 (15 0/ Nove","'" 29. 1950 

.~3 " ~.t 
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~ 
~, 

date of their transcril)f'd program. 
General Foods recently arranged to 
take advantage of thi s deal ,,-hen the) 
hought the Quartette felr Swans Dow;1 
products in a group of Texas markets 
and for otllPr markets yet to be an
nounced. 

GolrleTl Gate Qllartelle will deli\,pr a 
fin islH'd commercial jingle for S275. 

. including the arrangement. Cli ent fur
i nishps the lead sheet and lyric COP) 
I and pays the mechanical ("o~ts . The 
. commercials l11a\ then he used on al1\ 
program in an)· market where the cli
ent is sponsorin)! tIlt' Qllartelle, as long 
as tir e sponsorship is in e ffec t. Though 
similar arrangements can be worked 
out with musical and other talent. it is 
the ex("eption rather than tllP rule that 
talf'nt will c ut ClJl11l11t'ITia ls. 

I A singing ("omillen'ial nm) ha\ e lots 

~" ,~" -"'~,, . .~~ 

I 

of sell and still lack tllP pec-uliarl) per
sonal endorsement ang lp th at goes with 
U lIon-l11usi ea l l11 essagp. Hut cOlllmer
c ial lead-illS can provide a powerful 

1 a:,;so('iation with the product even with
! out th e direct elldor:wlI1ent implied in 

BROADCAST MUSIC, INC 
580 FIFTHAVE~, NEW YORK 1; 
NEW YORK ~ C_HICAGO • HOU'YWOOD 

tile ('oI11111t'rcial it."'f'lf. 
I When Edward J\Iadlugh says "Cood 
j moll1ing, frie.J1(I~ ... 011 behalf of my 
"ponsor 1)0lcll1 and 111) sell. ... I ap
preciatp your many kind letters ... 
I)efore our first h)'l11n ... here is a 

G ROW I N G message of importance from Dolei"," 
\\hen \iacHugh savs that. lots of peo- I 

G ROW IN G pIe just naturally take it that he wants 
them to consid~r favoJabh what the G ROW N ~nllouncer is al~out to say. A woman 
III Burbank. Calrf.. wrote that she buys 

Al ~ ~ , '_'~ I a 52 bottle of Dokin. an arthritis anal-
IY~~' TVf4t(U ~4 g/esic. pve,ry \\'ee~ in ~\ppreciation of 
V~ V'V,", I \lacHugh s morl1lng hymns. 

58 

MORNING PERIOD' , fhere are good rea SOilS for finding 

PLUS ... 
a 14.8 Over-all Audience 

Increase Since 1949 

ANOTHER BONUS 
FOR ADVERTISERS .•• 

Special merchandising 
department for extra 
promotion of sales. 
• J.nu.ry, Feb,u.,y, 1950 Hoope, 

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 

top talent 011 most s) ndicated shows. 
First, thp difference ill cost between 

I the best musical groups I and individ
: uals) and other musicians today is 
I very slight hecause of high unioll 
sca les. The same genera") is true of 
other performers except for those 
whose Hollywood eminence earns them 
a premium rate. Most performers have 
scored successes before going on tran
scription; they ei ther ha\'e an exploit
able name or a proven record of show
manship . 

Thus when Ta) lor Proc\uc-tions ('om
pleted 156 IS-minute music a nd patter 
programs a few weeb ago. they had 
on wax the samc TOIlI. Dick &. Harn 
whose <-,heerfnl, h omc) appeal for) par·s 
had heen familiar to thousands of lis
tf'ners to the Brown & \Villiamson To
bacco Co. radio progri!ms (and otlrer~ 

including Fel~- \aphtha Soap, Armour 
.\ Co .. and Hou~ehold Finance I . 

Some artists own their shows out
right allowing a transcription firm to 
act as sales agent, or own a substantial 
share in it . thus enabling them to dis
tribute earnings m'e r a period of years. 
This and other ad\'antages from the 
alrangement j" conyenient for tax pur
po~es. 

Bffa use the~ ('an tllu s earn many 
times AFI{A scale. artists can afford 
to wai\ 'e salar) without infringing the 
AFRA code. This is good for advertis
ers. tuo; where the cast doesn't dra,,' 
salaq either for original or repeat 
broadcasts ill the same market (AFRA 
requirements where cast are 11011-own
ers I, the sho\\ ma\ 1)1.' sold more eco
nomicall y. 

There wa" a time, ill the years be
fore 1029. when tailnr-making a show 
to an ach-erti ser's order was a "err fre
quent practice. But as the business of 
s)ndicating tran,.;cribed programs grew. 
ad\'ertisf'rs found thp) could fill 1I10st 

SPONSOR 
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of their recorded s pot prog ram n(,t'ds 
frol11 the growing li ", t" of regular pro
duc ti ons. 

Tht' re were a few ex{;e pti o n ~. Chev
rolet ill 1937 cOlllmi"sioned the World 
Broadcasting e.t. firm ( IIOW part o f tIlt' 
Ziv organization I to tailo r a prog ram 
called Musical Moment s. Som e 450 
stati olls carried the show which fea 
tured Rubinoff and his violin. 

Custom-made e.t. 's wprp used by 
some spollsors to introduce new prod
ucts, do special market prollloti on>,. etc. 
C. P. MacG regor tailo red the Skippy 
Hollywood Theater for Skippy Peanut 
Butter, a show which was tilt' basis of 
th e campaign that made Skippy a na
tional name. MacGrego r applied the 
same idea of using a new Holl ) wood 
star for each program in a Hollywood 
S tar Theater series whic h heea me th (' 
La Rosa II ollyu'ood Th eater 0/ Stars 
when national sales manage r Nat V. 
Donato sold the idca to V. La Rosa '& 
Sons. Inc. , New York ( macaroni prod
nc ts). The half-hour show is 0 11 fiv c 
times a week. With the show ... tarting 
on six and later expanding to 14 East
f'rn stations (New York , .Massachusetts, 
Rhode Island , Conllecticut , Pennsyl
vania), La Rosa climbed from just 

Selling 
Power 

PROVEN BY ARBI 

(;/te XL StatioNs 
of the Pacific Northwest 

• WASHINGTON 
KXLY -Spokane 

• OREGON 
KXL-Portland 

• MONTANA 
KXLF-Butte 
KXLJ-Helena 
KXLK-Great Falls 
KXLL-Missoula 
KXLQ-Bozeman 

Pacific Northwest Broadcasters 
Sales Monagen 

Wythe Walker Tracy Moore 
347 Madison Avenue 6381 Hollywood Blvd. 
New York 17, N. Y. Hollywood 28, Calif. 

4 DECEMBER 1950 

It'ader in the busine",,, of macaroni. \' ~ 
a noth e r ma('arolli maker to a l egiona l ~ 1J~ ~ 

TIlt' Star Th eater i~ sponsored h) ~ ~ 
otlwr advertisers (Che~ebrough, PI)\II- ~:~~~J ~~IM/J _I 
outh dea lers. e tc.) in other arcas. ~~~~in- syrfWVVacuse, N. yJ' A ~yndi('ated show is 110 ('x('('ption _~ 

to the gcncral rule th at the longf' f a I 
program pIa) ... , a t thp same d ay a nd 

hour, th f' better its ra tin g knrls to I B L 
gro \\ - if it has been ~pott ed a t a timp W F 
\\ hen the re is a logica l audiencc avail· ' 
a ble. COlllpeti ti o ll naturally a fTed s r a t- I 
iugs, regardless o f tIlt' ~how. Hut YOll 

\V.ould ex ped as a g l'l1('ral rul e th at a 
~yndicated production with top-notch 
ta lent would fare we ll in the hattle of 
the ratings. And they do. 

A n inte resting illustration of faith 
in th e economy and pulling powcr of 
a well·produced c.1. series is the recent 
action of WBBl\1, Chicago (CBS), 
whic h was losing ,III uncomfortable 
share o f a udience between 10 :30 and 
11 :00 p.m. WBBM bought a half-hour I 
mystery-adventure series, The Aveng. 
er (Michelson), to put in the slot. 
WFIL, Philadelphia (ABC) , bought a 
g roup of 12 e.1. producti ons for us(' in 
class A nig hltimf' periods. Within tw o 
wef'ks they sold 11 :~ /~ of a ll available 
cOIIIJllcn:ial time for one-minute spots. 

Now delivers more lis

teners DA YTI M E, morn-

ing and afternoon, than 

the next 

combined ! 

40% of 

two stations 

You get over 

the daytime 

audience on WFBL. 

Call FREE & PETERS 
for Availabilities 

WFBL 
SYRACUSE, NEW YORK 

Up until about three years ago many I ___ _ 

regional and national advertisers had r----------------~ 
to be sold hard on the idea of e.1. radio 
shows, despite th eir use by a few of I 
adverti sing's g iants since thc ('arly 
days. But the war did a lot to change 
thaI. Now regional sponsors are begin. I 

ning to make up a more substantial I' 

p ropo rti on of th e total numbers of 
sponsors using e.t.'s. Practica lly no 

type of adver ti ser is unrep resellted. !1 
There was a time when it was hard to 
convince a manufadurer of work 
clothing that radio was for him. Now 
Williamson-Dickie Ylfg. Co. , FI. Worth 
(and a lot of others like him). have 
been talking to people for three yea rs 
via Riders 0/ th e Purple Sage (Tel e
wa ys) 011 thf' merits of the i r work 
clothes a nd uniforms. Cloth es a re 
clothes, McGaugh Ho~iery Mills, Da l- , 
las, fi g ured , and uppcd sales of Air· 
maid Nylon Hose 2Q1'i , within less than 1 

a year after sponsori ng Frank parker ! 
(Teleways) . ove r South ern and South
wcstern statIons. 

There aren't as 111 3ny new shows be. , 
i ng produced now as th e re mig ht he, 
despite the va riety mailable. The rea- ' 
son isn't alone that producers a re he-
ing cautious about investing freely in 
new radio properties until they can see 
a little further into their own future 

Mr. Rill Lloyd 
Y oun g and Rubicam, In c. 
New York City 
Dear Bill : 

Ran dy tells m e thet yore takin' up 
whar she le/t off 
now th et she's 
don e gone and 
got hitched ter 
T ed M cDollald. 
lr'aal, yu h wants 
ter mark lr'CHS 
rigilt at th' top 
uv yer list! Bill, 
this here town 
uv C h ([rl es t on, 
lr'est Virgilln y, 
is one uv th' 
best durll ed 
markets in t h' 
co untr y, an' 
IrCIIS is far all' 
(1 IV ([ Y th' best 
buy in to/('1/! 
See thet sigll on 
my pants? Well, 
tit et's tru e, Bill. 
Tr'CHS git s yuh 
tll lin a s mil ch 
fer y e r money 

as efJen r'ud buy all th ' other /ollr 
station.1 in tOI(,II! Th et':; sumpthin' 
1('orth 'm emberin'! 

rrs. 
A lgy 

W C H S 
Charleston, W . Va. 
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5,000 Watts Full Time 

F, JOhft H-. Phipps,owner -] :' 

.

' L. Hel'Schel Gr;;.,ves, Gen'l Mgr.,.: 

. FLORIDA GROUP . .'; 
Columbia . : 
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Broadcasting 
System 

.»"I..:..I. . ................ ;"""'~<,' ... ~ 

N a tional Representative 

JOHN BLAIR AND COMPANY 

Southern Rep resenta tive 

HARRY E. CUMMI NGS 

First TV 

Station in the 

KDY~TV 
NBC NETW ORK 

as television packagers: the unions are 
a problem as well. A ('0 111m illee rep
re,.,enting the transcription industry is 
now negotiating with AFRA (Ameri-

I 

can Ff'deration of Radio Artists) owr 
tf-flllS of a ne\\" pact. Leaks haH~ it 

, that AFHA is holding out for increases 
! topping 100 ~1r . Thc point a t which 

they will comprom ise will be a major 
fac tor in determining future produc
tion plans of mo~t e.t. firms. 

Desp itf' the temporary slackening of 
lIew production. most advertisers are 
far from having tapped the full re
sources of e. t. talent as a means of in
fiuf'll cing customers. 

Have you tri ed your luck with wax? 

* * * 

RADIO FIGHTS BACK 
(Continu ed fro m page 28) 

by its own comedians, has hit a low 
I point in public prestige. 

And television is not altoge ther to 
blame. Radio may bc reaping the re
ward of having ignored its c ritics 10 
these many years of stale jokes about 
netwo rk vice presidents. 

Critic Croshy, howeve r, is a bit too 
('ute for us at the moment when he says 
that " radio sold its beautiful white 
hody to the advertiscr before it was 
old enough to know what it was do-

I ing." Condi tions aren't quite that bad. 
10hn. For one thing, the networks ha,-e 
been buihling their own radio shows 
in increasing numbers of late. For an
other. advertisers arc willing to listen 
to reason. Like smart gamblers, spon
sors will ride a programing trend once 
it ge ts rollin g, eve n if it's a wholesome 
trend. AIHI b l:.'{?a use they have the pow
er to start trends, hy huilding and 
sellin g their own packages. the net
wo rks can still shape programing (for 
good. or had). 

Gelling back to point 1 of our fi ght
back strategy. we suggest, then , that 
the net works providf' aggrcs~ive pro
graming leadf' rl'hip. Cri tics ha ve 
sla"-hf'd at the s upp()~edly low level of 
soap opf'ras; advcrtisers have merf' ly 
shrugged th l'lr shouldcrs because th e' 
prog rams sell. Fine. Let the advert is
(~rs contillue bankroll ing The Perils of 
A mTl esia Lil. At th e sa /lle timc. how 
ahout the networks tn-ing to deve'lop 
shows ha~ed a ll more solid stuff ? Let 
0111' or two dramas about reasollahl~ 
rf'a l I)f'ople click as sustainers awl Sf'1l 
to sponsors- th en all thc soap opcras 
wi i-l lift up a notch or two. It ' s the 

old joke-stealing principle all another 
level. Th is can work in other program
ing ca tegories as well. 

A few days ago, WSTC, ABC affili
ate in Stamford, Conn., put a new af
ternoon program on the air called Th e 
Housewife's Bookshelj (1:30 p.m. ). 
It features readings from great nm'ell' 
and ~hort stories. Said the station'~ 

general manager, Julian Schwartz: 
"There is a large g roup of daytime lis
teners who are seeking something more 
th an the usual radi o diet of quiz pro
gra ms alld wap operas:' That 's the 
gro up Schwartz is gunnin g for with 
this show, thou gh the station will con
tinuf' presenting its usual quota of quiz 
shows and soaps. It 's this kind of 
move which has to become 1110re fr e
quent throughout the industry. 

Point 2. the promotional side of our 
::- trategy , doesn ' t have to wait until 
~oap opera comcs out sparkl ing clean 
and free of heroines with galloping 
hysteria. Badia has got plen ty to pro
mote right now. There are shows to 
please the h ighhrO\\'s, eyen though 
they' re few ill number. There are 
:-ho\\'s, in larger number, which can 
pass the critical survcy of middlebrows. 
The problem is that tbe great, over
whelming impression people have built 
up about radio is hased on its pro
g raming for lowbrows. 

This has an unhealthy public rela
tions result, eve1l among lowbrows. 
Visit a few homes during an afternoon 
and you'l\ see "hat we mean . Even if 
the lady of the huu..;c is a soap-opera 
fau , she's likely to say, "Oh, I don't 
always listen to th is. " Or, "1 just turn 
it on out of force uf habi t. 1 hardl) 
bear a \vord they're sa~ ing." 

IN DANVILLE, VA. 

BUY THE 

OLD ESTABLISHED 
ES T ABLI SH ED '930 

HIGHLY RATED 
46 . 0 HOOPE Q 

AVG. 5 PERIODS. WIN. 1950 

ABC STATION 

WBTM 
I HOLLINGBERY 
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American \",011lt'1J , 110 matte r wha t 
their tr ue tastt's , tradi tionally are eas
ily tnfiuenc('d by uplift movements. 
T h(' Illovem('nt to uplift soap opera is 
no exception and it Iras left a deep im
prin t on the m inds of wOlllcn. 

I' romoting radio's bcst s lr o w~
through Iwwspaper ad~, radio an 
no uncemen ts. and ('veil TV an nOIllH'e
men ts-would help to wipe out the 
public illlpr('ssion of ladio as a low
brow medium. It [(Iould hell) make 
IO Il ,brolVs more com/ortable lI 'ith 
/rankly lowbroll' radio entertainment_ 
Befo re you laugh that on(' ofT, take a 

look at what the tde\ i~ion industry 
has heen doing ill its curn~n t "televi
:,-ion Christmas" (·arnpaigrr. The ads 
stress ed ucational ~hows, th ough 
they 'n' fe,,' alld far hetween on TY 
righ t IIOW. \\'h) ? \Ve think it 's hc
cause the st ra tegists up a t Huthrauff & 
Ryan have recogniz('J th c grea t urge 
of the American public to be assoeiat
ed " ' it h the high-toned a nd wholesome. 
I(s the same urge tlrat makes laborers 
buy the "Book of Kllowl!'dge" from 

SHOOT'N' 
THE WORKS 

ON 
SLAUGHTERS 

(Ky.)1 .' 
. in '" aIllIllunltlon 

Why fire adverk' ,)l!With WAV~ 
t Slaughter s l y h 't this State 8 

a u can probably d Louisville 
yo, roark aroun 
8a es 
alone, • • • )' u st one 

'ahts on ' ll 
W e lay our Sl" ty Lo u isv l e 

the 2 '7-co un b ull's' target - VI e scor e .' 
'frading Ar e5'ooo radio fanuh es 

eyes with 21 li ' worth bittiug h 
wh o are rea ) u earlY as IllUC 

eople who buy all the res t of 
p dise as 
m er chan combined! 
K entucky We' ll do a bang-
AiIll to kill;bloys~ crippling your 

-ob WIt IOU F & Peter s 
uP) 'A k u s o r r ee 
budget. s 
for all the facls• 

LOUIS~L~i! 
¥/Aw- OJ 
~W~~':'t,OIlC 

~ 
.. c lfflll~lE •. 50~TERS, INC. 

. - fREE 80 P esentathes 

. Nationa'~ 

.... r&:::~ 
4 DECEMBER 1950 

door-Io-door saleslllcn- "for the \... id~.·
The kids may not net,d a rd('relw(' I 

work of this type bt'ca us(' the~· 'r(' too 'I 

husy pUll ing slugs in till' ('o m er ~I() t 

machine, hu t the " Uook of Kno\\'led~(' '' 

15 on the slwlf ju;; t in ('a!'e. 

That's 0111' thillkin~ Oil Ihe efft'd 
st rong -sc llirr g promotional ('Op~ abou t 
radio \ hi g h('r- Ie\'el programing might 
han> on one scgmen t of the population. 
TIll' princ iple is basicall~' the sa mc for 
(' \, ell the loftiest intt'lIc('b, Ci\·c a col
lege pro fcssor new reo.;rJt'et for radio by 
showing him its hetter s ide. and hc'lI 
de\"elop a fri cndlier fe('ling for radi o 
as a whole. 

The lat(' I'rc"idellt HO(N' \ ('It rt'ad 
mystery stories to relax. Oth('r impor
tanl personalities t'njo)' mysteries. It I 
shoulrl foll ow that such \\'('11 edueat('d 
intellectuals mi ght enj oy SOI11(, of ra- I 
dio 's lII ys tery dramas. But yo u won' t 
gel the int ('lIcct ual to C\'ell turn on a ' 
:-<'1 reg ularly till he regards t he lI1e
(liulII as a \\ hole with sO\lle warnrth . 
TIl('re are fads in ('\'en' cireie. Till 
II O W. hating radi o has been onc on 
some 1('\'('I~. The sad parI ahout it for 
ladio is that th es(' are til(' \'1'1') same 
It'v(' ls where opinion is s haped in this 
country. The au thors, th(' co lu mnis ts, 
the l1Iagazine \\Ti ters, e\'('n gag writ -

I ers, belong tu intdlectual ('in'l('s wll('r(' 
radio is almost a dirty word. 

T Ill' pronrotion we ha\ (' ill mind 

I 
should he hard-hitting and dramatic' l 
It 's th(' kind of promotion which is 

· best dOll(' on an industry-wide hasis. 
Prog rams promotion ads by sta t ions 
on til(' radio page won -t 1('11 th is s tory . 
It 's mor(' the ful}-pag(' newspaper ad 
approach w("re drivin g at. 

Hadio announcemcnts, too. would fi t 
into an important place ill our sc hem(': 
and t('l cyisiol1 plug:;,. Th('re's 110 rea

: son why radio ca l;-t ca rry the ('ompe
titian ri ght to television's own audi
CI1C(" pa~'ing for TV t ime as it g ocs . 

Pro motion is a flimsy thin g, of 
(!O llrse. without th e goods to back it 
up. While radio is telling tlw stor) of 

· it" 1)('lI f' r "ielI", th e l1('tworks a nd in-
• di\'idual stations \\ill haH' to bear 
do\\"n hard to improve old typ('~ of 

; programing and Opt'll th e doors to new . 
t) pes. TIl(' virtue of the kind of cam- . 
paign we ha\'e in milld i" that it s ef-

I fect~ call pervade an illdustry. Get til(' 
I public talking about ho\\ lIIuch irn

JHO\ed radio is and it heco l11 C';; til(' 
I fashion for radio'... idea 1111'11 to think 
about improYt'mell ts. This j" what you 

I 
might call the get- t h("ball-rolling prin
c iple. 

"TAYLOR-MADE" 
Singing Jingles 

COllia ct lIO; I{lG IIT ~O\\'! for 
informal ion on jingle:, pro
fl':, ~io nall ) writtell and per
form ed for J OII at a "'llrpri'.;
illg lv low ('0 .... 1. \\'e ' ll :-end 
VOll a free alldi li oll di ~(' of 
;rAYLOH jillgle~ t1wt are 
!'elling llH'rd lamli :-;c lIOW , , , 

T h ei"of.' I I' a II ~ C r i h cd l'lh 0 W!'i 

availahlc' f,lI' I,'a ~ f' m-
cmll'i~hl ~all': 

TOI\\. DI CK &: HAHny · l lappy 
chutter awl lIovclty songs. 1\ 111'\\ 

show. 
1S6 I S-min . show~. 

CHrCl\: \,\' AGO\ JAJIHOREE
Star Ken Curtis a nd the ~o\'dIY 
Ac('s in a ,,' ('stern l\lusica l. • 
] :n IS-min. sho\\'s. 

TAYLOR PRODUCTIONS, INC. 
6 i OO Sunset Bhd., 

lIolI:nwod 28, Cu li f. 

II Ud "o n 2- 1081) 

T he c1ic nl who h o u ghl KQV's 
N ovc mlwl' c, lc c'l io n p a ckage 

w,'ole: - ··Y OII di cl a n o u l

slancling joh, Pl ease gin' u s 

a ll oplion on the ~f.' I"\·ice f o r 

n e xt ~'C at'!" \ \' c ('njny ta king 

lilt, h ow. hilt m ll st in tUl'n 

cIo n ou r ha l to 0 111' 'H'h. t hc' 

.:\Iutlla l Xc'two r k , whid l C'CIll, 

"'ilmted a "c'mat-kahle joh of 

,'c' llOrt ing, 

KQV 
Pittsburg", I-a . 

MBS - 5 ,000 Watts - 1410 

61 



Recelltl~ - . :\BC got the ball rolling 
for radio again all by itself wlwn it 
launched The Big Show. The Big Shon' 
is a bold departure fl"Om the usual be
('a u~e of the length of time 011 the air 
190 minutes) and the tremendou~ do l
lar value of the talent used for each 
program. 1t"s a sho\\- made up of 
enough guest stars to keep the rest of 
radio going for a week. The very fact 
that NBC has made such an investment 
in its radio schedule is eno ugh to get 
people buzzing again about the AM 
medium. It's just this kind of stimu
lation that radio needs. And some 
kind of concerted, illdustry-wide pro
motion, co upled with new programing 
develupments, has an even better 
chance of recapturing the imagination 
of the American public. 

Another phase of radio's self-promo
tion effort, as we see it. should be giv
cn over to a constant drumming away 
at the advantages radio comes by nat
urally. The biggest one of these is, 
simply, that there's nothing to look ~t 

S TAT o N 

GAINING 

62 

• in AUDIENCE 
• In TIME SALES 
And Our low Rate Cord 
Remains Unchanged 

IN ROCHESTER. N. Y 
Represented Notionally by 
THE BOLLING COMPANY 

0 11 radio. Is that good? On a consid
erable n umber of occasions. yes. 'Ve 
don ' t just mean when the Mrs. is iron
ing poppa's shirts. The fact is that 
there are times when anyone wants to 
relax and only listen. TV won't let 
you do it. 

That this is the case has often been 
discussed in the trade press. But no 
one's told it to the consumer. He's left 
alone to be mesmerized into looking at 
the television set-because it 's a new 
thing and glamorous. and he hasn't 
quite figured out how to take it or 
leave it alone. What about a full-color 
magazine ad of a pretty gal curled up 
in a sofa and saying, "There a re some 
times when a gal just feels like listen
ing to her favorite programs." (Small, 
personal set in evidence. of course.) 
Advertising like this could accelerate 
discovery by listeners that radio still 
has this important place in their lives. 

ca ught just the right mood, wi th out 
benefi t of scenery. or costumes. 

We might add that the cost of pro
ducing a witty ~Ioli ere hour on radio 
was probably a fraction of what the 
elaborate TV production came to. 

So, adyertise. That 's the advice ra
dio has been giying manufacturers for 
years. It's our advice to radio. And 
don't forget that the big key is pro
grams-and the way they're "sold" 
to the public. * * * 

510 MADISON 
(Continued from page 7) 

FARM Dl RECTOR 

P lease send me a copy of the 9 Oc
tober issue. I alll positive that th e 
article, "The farm director: what a 
salesman!" will be of great value to 
me in selling time on our farm pro
gram. 

I hope that you are able to publish 
more articles of this t) pe. 

JOHN TURREL 

Farm Director 
WBUT 
Butler, Pa. 

AD MAN'S BOOK SHELF 

I was especially interested in your 
article in the 6 November issue of 
SPONSOR about recommended books for 
ad managers. 

To your list I would like to add a 

Another advantage that sightless ra
dio possesses is that it draws on the 
resources of the mind. A drama on ra
dio can be a moving and fascinating 
theatrical experience because it st im
ulates imagination , gets the li stener to 
fill in scenes in a manner satisfactory 
to his inner self. Television has some 
superlative dramatic shows, but the 
run of the mine TV drama is an im
perfect thing. Its scenery gets the 
shimmies at moments of crisis; its ac
tors flub. There's where radio has an 
opportunity to compete. A smooth , 
well scripted, well rehearsed drama 
pla ying on radio the same hour as a 1,...-----------------· 
low-grade television drama should be 
able to pull audience from the TV 
show. But the audience has to be sold 
on that idea. ("What? Me listen to ra
dio when there's a television play on?" 
Yes, Buster, once you get thinking in 
that direction again.) 

An opportunity to see how this com
petitive situation works out was pro
vided a few months ago when Moliere's 
" Doctor in Spite of Himself" was tele
vised one evening, tlwn broadcast on 
radio a few weeks later. 

The TV production , as it happened, 
was poor. Several of the performers 
gave it the borsch-circuit touch. One 
of them had a lot of trouble remem
bering his lines- and the lines come 
fast and furious ill this show. The 
sight of a borsch-circuit comed ian 
dressed in a period costume, and flub 
hing lines was more dis turbing than 
entertaining. 

J t turned out the radio production 
wa~ on a far higher level. 111(' voices 

ADVERTISING, PUBLIC 

RELATIONS EXECUTIVE 

AVAILABLE 

Former N ew Yorker, seasoned Account 

Executive, with 10 years o f diversified 

advertis in g, publi c relations experi

ence, desires t o relocate. At present, 

owns and ope rates small recog nized 

age ncy,-planning, preparing, placing 

campaigns in all media. Excellent radio 

background. Th oroughly grounded in 

all agency operat ion s. Expert of spo ken 

and written word. Wish es t o affiliate 

with organization which offers greater 

o pportunity leading to top-notch ex

ecutive pos it ion . Ag e 38, college 

graduate, married, mature, adaptable. 

Fre e t o go where opportu nity exists. 

Excelle nt references. 

BOX 22, SPONSOR 
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half·dozell from 111~ OWlI bookshelf
all of which I strongly recommend as 
important reading material for any ad. 
vertising man: "How to De\oc\op Prof· 
itable Ideas," by Otto F. Heiss; "A 
Technique for Producing Ideas," by 
James Webh Young; "My Life in Ad· 
vertising," by Claude Hopkins ; '·Un. 
derstallding Humall Nature," by AI· 
fred Adler; "The Art of Headablf' 
Writing," by Hudolph Fles('h; "Social 
Class in America," by 'Varner, Meek· 
er, and Eells. 

GORDO'\[ A. HELLMAl'\ N 
Manager 
TV Sales Prescntations 
CBS·TV 
New York 

• R.~adl·r IIcllnlann~s Ih.t is a s timulating one. 
" 'hat arc ~u nu' of the hooks YOu'\'(- found use. 
ful? Send a lis t nf } our f 3\ nrit e JI(~ok s alonf: 
and ~e'll If"t ~'t"ryollf" in fill thf'llI in a futur e 
issue .. 

LOOKING vs. LISTENING 
(Continued from page 30) 

radios. ctc. £t does includf' listening 
to personal sets.) 

You {'an't conclude from these fig. 
ures that it will alway~ be this way. 
Fact is that television programing has 
not ye t hit a plateau. It 's been going 
up both in quantity and quality over 
the past 18 months. Ine\itably, that 
would tend to keep rt'freshing the in· 
terest of viewers. Act uall y, you ('an 
speculate that when the time spent in 
viewing is approximately the same now 
as it was IB months ago, that repre· 
sents a drop in intf'rcsL With ~o man) 
more good shows to watch, each vif'w, 
er might have been expected to look 
in longer each day. 

Fully conscious that TV trends are 
in a state of flux, Advertest will repeat 
the looking vs. listening survey at in· 
tervals over the next few years. 

The higgest change in listening pat· 

JOE ADAMS 
REACHES ALL 

NEGROES 
IN LOS ANGELES 

K 0 W L 5"(;0 WATTS 
CLEAR CH~NNEL 

LOS ANGELES· SANTA MONICA, CALIF. 

IDAHO'S 
MOST POWERFUL 

10,000 WATTS 

KGEm 
BOISE, 185,000 CUSTOMERS 

4 DECEMBER 1950 

tf'rn among an} aw' g,roup \\ a~ a llIong 
womcn over 60. \\ 'herf' lhe pldf'r·allllt· 
and.grandma grollp had hef'1I li!;tclling 
to radio for 2.6 hour,., dail) 13 lIlonths 
ago, the figure no\\ i~ dowlI to 1.1. Ad· 
vertpst's interpretation is that tla) time 
TV "has drawn the older group away 
fronl their radioso" Younger women. 
as was mentiolled above, show jUf't the 
reverse t relHI. 

While the average al1lo unt of time 
spent with TV pt'r person declined 
frolll 2.9 to 2.:: hours between the 
t~\'o surveys, the a\·erage timf' sets were 
fIB during a day illcreascd sli ghtl y. The 
figure was 4.48 hours per home ea('h 
day in "lay , 19"19. 10 llIillutes IOllgpr 
in 1950. Thi~ i:-, tIlt' breakdown by 
hours per hOIlH': Ollt> hour, 2.7 j{, of 
the homes: two hOllr!;, 7.2(-; ; three 
hours. 17.27c : four hours, 22.5 % ; six 
hours. IB.9( ~; seven hours, 6.4 ~0 : 

over se\Oen, 3.4 jc . 
TIlt> time TY sets are turned 011 and 

ofT has been changing. ::lets aren't go· 
ing 011 quite a~ early , but th ey are stay· 
ing on later. Here's tht' complf'tf' bn·ak· 
dowIl on turn·ofT time: 

Time .lfa~ 1919 .\ · ... l ' ... mlu·r 1930 

e·8:5<) ,'.Ill a 1.() rt,. 1.& % 
9.9:;;<) )lUI (jA 

10.10:;;9 7o~ 2:IA 

I I·ll :59 2o~ ·11.·1· 

'\1i(rlli~ht and aft('r 27.0 

Thf're is a shift to ea rl) .morning ra
dio list ening. This has been predi cted 
b)' a number of ad \·ertisers who rea· 
soned that vic-weI'S go to bed with their 
craving for news programs left unsatis· 
fied b) TV. " In Ma y, 1949," says Ad· 
vertest, "t he largest Humber of radios 
first went on betweell Sand 10 a.Ill.: 
now the largest number of radios go on 
first between 6 and 10 a.I11." 

Another change that took placp in 
radio listening over the past 18 months 
involves program type. "Radio news 
listening in TV homes has more than 
douhled in the past 18 month (i.e. the 
percentage of homes still listening to 
news programs regularly). This cate
gory is far ahead of all others as the 
type of program listened to regularly." 

Other program types which are lis· 
tened to regularly include: music. 
41.4 % of homes listen regularly; se· 
rials, 17.27, : drama, 9087c ; sports, 
B.2 '1t ; varicty, 7.2% ; mystery, 6.4r.-; : 
quiz, 5.3 % . 

This is what the Advertest report 
says about evening radio programs. 
"Whereas in May of 1949 top evening 
radio programs were still being lis· 
tened to in TV homes, it is interesting 

to Ilolf' th at only (1)(' e\ pning program 
remai ned on the list in \l"ovember of 
1950 (Lu x Radio Theatre, and this 
program ~howpd a loss of 7.0 ('1r ) , 
Those sho wing the hea\'iest loss duro 
ing the past 18 lIlolllh~ include Jack 
Benny. Bob lJope, Billg Crosby, and 
Walter \Vinchell." 

The top 10 radio programs listened 
to rpgnlarl y in the T\" homes were: 
Godfrey's CllS morning ~how, 14.5(~ 

listen regularly; \V\ E\\ ' ,1/ake Relieve 
Ballroom at 10 a.m. nA( '< ; WOR news 
at 7 a.m., 7.S rlc ; ABC nreakfast Club, 
604~'{ ; WOlt news a\ g a.m .. 5.5j{, ; 
WOR news at 6 p.IlI., 5.1 ~,'{; John 
Gambling 011 \\TOR mornings, 4.5'; : 
XJ3C lIews at 7 :30 'I.In .. 3.5 ci- : Lux 
Radio Th eatre on CBS at 9. p.m .. 
2.9( ·{ ; Lowell Thoma!' on CBS at GAS 
p.m., 2.9 7(' . 

"'All but one- of the top 10 radio 
programs li stelwd to in TY homes," 
Advertest points out, "are prf'spnted 
before 7 p.m.. and ~e\ en of the top 
programs are presented before noon." 

Ad\'ertest found that th e average 
numbPT of people listening to a radio 
program in its sample TV homes in· 
creased almost 12 ~; since May of 
19"t9. But the figurp \\"a;;; s till below 
the prf'·tf'levision figure of 2.98 listen· 
ers per program. TIll' c urrellt figure 
is 1.93 listeners Iwr radio program. 

Here's why the nUllllJer of listenf'rs 
per program took a j \Imp. In .May of 
) 949. 13.3 (""{ of tlw '1'\ ' homes reported 
IiO regular radio listf' lIing. But only 
7.270 reported this was the case in the 
current intPTview. The Go3(1" of fam· 
ilies who have gone back to radio lis· 
tening contributed to the highe!; aver· 
age number of listen ers per set. 

There you ha\Oe it, a picture of 
changing conditions as TV and radio 
find their own levels. Man) forces are 
at work now. There's the effect of im· 
proved TV programing to be consid· 
ered: the possibility that TV program· 
ing will get static and cliched; the 
chance that radio programing mar 
take on new sparkle as the competition 
gets keener. 

Whatever happens, AdYertest rp· 
searchers will be out again in months 
to come covering their story of the 
evolving listening vs. looking pattern. 
At that time. SPO~SOH \fill again bring 
its readers an over·aIl digest of the Ad· 
vertest results. And before then, you'll 
be reading the results of se\Oeral sur· 
veys SPO;-';SOR insp ired at research· 
minded universities ill several sections 
of the ('ountry. * * * 
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How big is radio? 

Alh erli--er!" will welcome the request 
malI c b ) the i\AB Board to Broadcast 
Adverti!'ing Bureau, Inc .. '"to under
take a study into the growth of radio 
a:,; evidcn('ed in expanded coverage and 
th e enlarged impact of the medium:' 

The action. one of the fir~t to be 
uncif' rtaken by the enlarged BA B, came 
about through a resolution by the 
Board . Th e f'tudy will be made br the 
NA B sa le~ or promolion staff in 'New 
York ( to I)e al)sorloed into the milli on
dollar BAB ) for presentation at the 
~AB 1951 Convcntion in mid.April. 

A scien tific, (li spass ionate measure
mcnt of th e dimensions of radio will 
he particularly well received at thi,.. 

Appla"se 
This ISSII(, /('( ' t'.\ telld cOllgratulatioll s 

10 •. • 

Hen G"Hue,', radio announccr, bache
lor, and bihliophile. whose first 20 
Yf'ars of rad io hme bl'en marked by a 
throng of happy sponsors, a happy dis
pos iti on , a nd a growing disposi tioll to 
ren d(·r public ~wrvice. 

J. E. l\I""'f'Y~ head of Broadca,..t Ad· 
vertising Inc., Boston, whose common
<;.cnse merchandising ha,.; paved the 
wa y to I,igg(>r and bigger air su{'ceE-ses 
for dif'nl:-; of his iV!arjorie lI1ills and 
rallkec Kitch('fl program". 

P. A. Sugg. gcneral manager of 
\~ 'KY-TV, wh o persollally led a seven· 
lIlan crcw of inte rviewcrs in tu Enid, 
Oklahoma, and lcarlJ('d what viewer,.. 
65 Illilps frolll the lIf'arest transmittpr 
... a)' about TV. "hat they like. how well 
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ju ncture. The c ros,,-currenls of eve nts. 
the confusions due to conflicting JJ1 ea· 
,..uremenls. TY, subtle attacks by other 
mcdia, are severely undcrmining a me
diulll that doesn' t even know its own 
o;t rf' ng th. 

If sUllie advertisers ha\e been re
pelled by radio's jig-saw complex iti es, 
it 's only natural. \nlY worry abo ut 
something you can't understand? 
There':; always anot her advertis ing 
medium that makes life much simpler. 

It will help all broadcasters to re
mcmber that the aC00unt man at J. 
'.\Ta lter Thompson or Y&R, th e vice 
president in charge of ad\'ertising at 
Standard Brands, Buick. or Pepsi-Cola. 
is human. too. 

Desp ite the talk ahout reduc ing ra· 
dio rates. advertising buy er,.. are anx
iOllS to be shown. If radi o can prove 
to them that they're getiin g enough for 
their llIoney. every thin g will he hunk \'
dory . But they need more than gen
eraliti es. 

In doing thi" overdue study, SPON

SOR recommend s to BAB ... 
1. Keep it fa(' tu 31 and down-to· 

ea rth. Generalities alone won ' t 
do the job. 

2. Keep it simple. 
3. Be conservative. Radio 's story 

is strong; it can afford to lean 
over backwanl'i. 

-1-. Don' t ove rlook (,ut·of·llOme lis
tening. 

they spc. His findillgs add substantial
ly to knuwledge of TV coverage. 

(;ro ('('ry Manufacturers of A llll"·· 
i('a. Illl·., who honored these women 
hroadcasters for contributing an un
derstanding of America's food produc
tion alld dibribution problems to their 
list eners: ,Mrs. Heloise Parkcr Broeg, 
\\ 'EEI , Boston t fi rst place) ; Miss Jane 
Weston . \\'0\\'0. Fort \Yayne ( fir st 
hOllorable mention ): Mrs. Frances 
Jarman. \'\' I):\,c. Durham (secOIl<1 hon 
OI'able mention I . 

(;. 1\1. Philpott . vice pres ident and 
advf'r tising director of Halston Purina , 
who last week in Chicago said this to 
the Farm Dire<:lors of America: "The 
Farm Director can be OIIe of tllf' mo,..t 
important men at any radio stati on hy 
making his management consc ious 
that Ire has tIl(' most \'alnahlc audience 
on that station. 

;). Don' t overlook personal-set lis
teni ng (the big trend ) . 

6. Don't O\'erlook r eturn of radio 
listening in TV homes. 

Gene Autry: businessman 

Like Bing Crosby, Gene Autry is 
throwing his lasso around more stray 
projects than a cowpoke can sight in 
a year on the lone prai ri e. 

Of cou lse. everyone knows that Gene 
has done well with the prize critter in 
his stable, " Hudolph, the red-nose 
reindeer." 

But did you kn ow about his TV 
enterprises? 

H is real act ivi ti es? 
Hi s radio stations? 
His oil wells? 
His endorserl toys. clothes, shoes, 

etc., etc. , etc.? 
Oh, well, what we started to say was 

that Genc is now going into the pro
cessed food field. Under his name a 
flood of jams and jelli es, fruit juices, 
dairy products. popco rn will soon hit 
the TV screens. 

Secms like Gene is about ready to 
rival Sears & Roebuck in variety and 
scope. Unfair compctition , we call it. 
For it wa:,.n't many years ago (when 
we first met Gene) that it was Sears 
that paid the g roceries for the Autry 
family by sponsoring him SIX morn
ings a week over WLS. 

Yep. Smiley was there. too. 

(; ullllar \Viig, WHEC general man
ager, whose pertinent, down-to-earth, 
and inspiring edi to rial columns paid 
for in the loca l newspaper have hecome 
a Rochester institution. 

IIm'old \V. Baker. \\'O\~' . Omaha, 
whose standout radio news coverage 
was commended hy thc National Asso
ciation of Hadio News Directors; Hich
ard Oberlin. "'HAS-TV. whose local 
TV red cO\'erage was j lItlged best. 

WFBL, <md especially Boh Soule. Jr. , 
"hosc unique rotating merchandising 
plan won the acdaim of New York ad
\erti sing men in Novcmber. 

" 'TIC, \~TSJS~ 'VNAX. \VIBX ~ 
KUO:\I~ K US D. who tbis yea r won 
the National Safety Counc il 's Puhlic 
Interest Award for Exceptional Sen'
icc to Farm Safety. 

SPONSOR 



a nleaningful 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 prob

lem . . . at special low gift subscription 

rates . Just make up a list of those of your 

friends who a re sponsors, advertising pros 

pects, agency executives, bmadcasters or 

business associates. Few gifts, however costly, 

could be more useful to radio and televi 

sion interested friends. So why not do your 

Christmas shopping NOW while it's on your 

mind. Airmail your list of names promptly to 

enable us to acknowledge your gift subscrip

tions on the beautifully-designed card 

illustrated on the left. 

* SPECIAL LOW CHRISTMAS GIFT RATES 

Your own subscription, new or renewal .. ... ............... $8 

Each additional subscription .. .. ...... . .............. $5 

In quantities of 25 or more gift subscriptions cost is 

only $4 each . 

• ~IIfH·f(!sf disf",u·e befween huuer "lId seller 

510 MADISON AVENUE, NEW YORK 22, N. Y. 
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