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510 MADISON AVENUE, NEW YORK 

NETWORK RADIO HEADS BIC ADVERTISER BUDCETS-Surv ey made for Printers' Ink 

of top-25 advertiser spending from 1935-49 reveals that network r a dio was 

dominant first witn 39%. Other rankings were: magazines, 28%; newspapers, 27%; 

Sunday magazine supplements, 4%; farm papers, 2%. Network radio (national spot 

was not t allied) ranked first with 14 advertisers. 

LIBERTY VS. PROCRESSIVE-Much speculating going on these days as two newest 

national networks, Liberty Broadcasting System and Progressive Broadcasting 

System, jockey for position. Liberty, backed by theatre-wealthy McLendon and 

already established with many independents as No. 1 sports re-creation spe

cialist, has lead in outlets. Progressive, headed by promotion-minded Larry 

Finley, countering with Hollywood-starred productions beamed at women and roster 

of well-known radio know-how executives like Homer Griffith, Miller McClintock, 

Don Withycomb, Kolin Hager, Ed Twamley, Bob White, Wade Crosby, Morgan Ryan. 

QUIZ SHOWS POPULAR ON TV-Television sponsors are discovering that quiz 

shows go big visually. Types that get best viewer reaction still not fully 

known, but many stations now experimenting. Second week of "TV Giveaway," 

offering cash wards for identifying WWJ-TV (Detroit) personalities from air 

clues, brought nearly 3,000 postcards and letters. 

MULTIPLE-SET AND OUT-Of-HOME RADIO STUDIES PLANNED-The big audience 

plusses to radio advertisers (multiple-set listening inside the home; listening 

out-of-home ) will come in for increased research during 1950. Pulse out-of-home 

studies, conducted for such stations as WNEW and WOR, and now being made in 

several markets, will be greatly expanded. Ohio Broadcasters' Association is 

undertaking analysis for Ohio with assistance of such schools as Ohio State 

University. Some observers believe, however, that personal-set trend within 

homes i s even more important (though less appreciated) plus. WHO, WIBW (through 

Forrest Whan) have done .work in this direction. Broadcasters, urged to reduce 

rates, want to analyse what they actually give advertisers before reaching 

decisions. All media but radio and TV carefully tally full circulation. 

TV PROBLEM #1: WILL SETS BE AVAILABLE?-While some TV markets have as much a s 

50% TV-homes (Cincinnati, Philadelphia, Baltimore, for example), newest areas 

like Nashville have meager percentage. Broadcasters in such areas worried that 

g overnment requirements will hold set supply down while operation cost stays up. 

K!?O~SOR. Yolume 4. ;.;'0. 26. 18 Dece mhcr 19:;0. P ubH,hed h l\l"'ck l)' b~' SI'O:"\i\OR P ublications I nc . at 311 0 Elm .\ ve .. Raltimore. ~r ( l. Executive. f;dltorlal. CirculatIOn Onlce 
,, 10 ~Ia<lis"n AI·e .. :\ew York 22. $8 a yea r in U. S . ~9 elsewhere. Entered as second class matter 29 January 1949 at BaltImore . ~ r d. postonlce un<ler Act 3 ~Iarch 1879. 
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ADVERTISINC COUNCIL SOON TO BE RADIO-ACTIVE-Executives of Advertising Coun-

ci l, puzz led that government has been slow in asking for air assistance, will 

s hort ly have its hands more than full, particularly with radio and TV requests. 

Government agencies much impressed with (1) importance of radio and TV in 

g etting people to act, (2) efficiency and cooperation of Advertising Council. 

TAPE RECORDINC CAINS RADIO FAVOR-In past few years, most stations have 

purch a sed s ound reco r d ing tape equipment; many network and spot shows are being 

tap ed . Cha nge over from disk to tape has come about almost without notice. 

Recent survey by BBDO reveals 95% of stations have tape recording equipment, as 

have many ag encies. Survey reveals that radio commercials, open-end transcrip

tions, and transcription libraries may fall into tape recording orbit when 

te chn ical problems are licked. Adva ntages of tape are ease in editing, elimina

tion of line charges, "on spot" recording, easy portability. Disadvantages are 

cueing, tape breakage, difficulty of using on short material like commercials, 

variation of speed s between different recorders, time needed to rewind. 

SKOURAS: "THEATRE TV IS OUR ANSWER"-Growing sentiment in motion picture 

industry circles for widespread theatre TV. Spyros Skouras, president of 20th 

Cen tury-Fox, believes it best answer to key theatre problem, TV. Phonevision 

difficulty in getting suitable first-run films stems from dilemma movie magnates 

currently face . 16 theatres now have TV; more are planned. 

RADIO IS CETTINC BICCER-At time when nighttime radio is wlder fire more 
evidences of daytime and rural radio power piling up than ever before. Hadacol 

and D-Con putting unprecedented amounts into medium and getting unprecedented 

results. WCKY, Cincinnati (which sells only on per-inquiry basis from 8 pm to 

6 am, estimates station earning twice c a rd rate during November-December. Cowan 

& Whitmore, card rate mail-order firm, plunked $40,000 into 2-week campaign on 

50 stations for Christmas item. Returns hitting $150,000. Featuring Christmas 

tree ornaments, C&W put $ 100,000 into 100 stations for 2-week campaign and sold 

$500,000. Both items radio-only, although pre-test in newspapers tried, but 

fail ed. Some top-pulling C&W stations, reports agency, are WSRS, Cleveland; 

WIND, Chicago; KYA, San Francisco; KLAC, Los Angeles; WAAF, Chicago. 

NORTHWESTERN UNIVERSITY'S RADIO/ TV ALUMNI DIRECTORY-If you're a North
western U. ~ alumnus, a nd work in radio or TV, Don Feddersen of that school wants 

your name a nd occupation. Directory to be published in January, 1951 may serve 

as model for other colleges. 

WL W EDUCA TlNC ADVERTISERS TO FARM RADIO ADVANT ACES-In recent months 
WLW, Cincinnat i, has quietly added farm-sales specialists to New York and 

Chicago staffs. Results, in terms of sales, far exceeded expectations; many 

advertisers amazed at story farm radio has to tell. Over 50 sales recorded by 

Chicago ma n in las t 3 months. WLW plans to extend farm sales activity to con

sumer-advertiser field, too. 

SPONSOR 
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WOAV IS AS POP LAR 
AS SANTA CLAUS! 

BMB, Hooper and independent sun'eys all sho\\ 

that WDA Y is the pet of almost everybody in 

the Red River Valley-one of the nation's top 

income groups: 

(1) For the second consecuth'e year WDA Y 

got the highest Hooperatings among all 

NBC stations in the nation! 

(2) According to a 22·county sliney made by 

students of North Dakota Agricultural Col. 

lege, WDA Y is preferred hy 78.6% of all 

families interviewed-the next bpst station 

by only 4.4%. 

(3) BMB Study No.2 credits WDAY with a 

Daytime Audience of 201,550 families-

77.7% of whom are average daily listpners! 

Get all the facts today about fabulous WDA Y. 

W rite us or Free & Peters! 
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FARGO, N. D. 
NBC. 970 KILOCYCLES. 5000 WATTS 

+
~ 
~- . FREE & PETERS, INC. 

Exclusive National Hepresentatives 
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IT'S EASY. . t --WHENYOU 
KNOWHOW!· 

. . 
. . ~ ' ,- ' : 

KWKH and ((radio Know-How" are practically syn 

onymous here in our rich tri-state market ... and the 

chart at the right proves it. 

The most recent five-month Shreveport Hoopers show 

that on Weekday Mornings (8 a.m.-12 noon) KWKH 

gets a 101.8% greater Share of Audience than th e ll ext 

statioll. Even for Total Rated Periods, KWKH's share 

is 72.4 % greater than Station B! 

BMB Study No. 2 reveals that KWKH gets a Daytime 

Audience of more than 300,000 families in 87 Louisi

ana, Arkansas and Texas counties. 227,701 (or 75.9%) 

of these families are ((average daily listeners" to 

KWKH! 

Any way you look at it, KWKH is the outstanding 

j radio value in our area. Write direct or ask The Branham 

Company for all the proof! 

I 

i 50,000 Watts • CBS • 

I 

SHREVEPORT HOOPER STATION AUDIENCE IND EX 
SHARE OF AUDIENCE, WEEKDAY MORNINGS 

DECEMBER '49 - APRIL 'SO 

45.0% 

10% 

The Branham Company 
Representatives 

Henry Clay, General Manager 



Tops in 
Tops in Birmingham among all 
women' s programs! That's what 
I-looper and Pulse* hpth reveal 

about " Moments with Mimi," 

'VAPI's d a ilv womf'n's show 
sta rring Mimi Dennis. 

town, 
Town hOllsewives, who listen to 
Mimi more than to any other 
wo mc n's show, have mo re to 

spend than ever, too, because 
Birmingham is booming with 

business and indll strial activi ty. 

that's 
That's a double-barreled rca son 

- hi ghes t wOlllell's-program 

rating plus bustling market
why "Moments with Mimi" is 

Birmingham's mo st effective 

lillY for advertisers who want 

to reach hou sewives. 

"Mimi" 
"M i Illi" - Hi rill i ngha 111' sa uthor· 

ity for ncws of fa shions, beauty 

carc, cooking and homcmaking 
- is avai lable on a participating 
basis. For choice minute avail
abili ties, ('(1 lIus or Radio Salcs. 
· /looppr . ,\I Il) -.o,;rp t. JCJsn 
Put,, : S'i". ·{)n. 1950 

WAPI 
"The Voice of Alabama" 

CBS in Birmingham 
Represented by Radio Sales 

1)1I®OO9 1)1I®oo®~ 
ffilOO~ 1)1I®ttllW®~ 

by 

Robert I. Landry 

Comes now bonus time at the agencies. On all sides elation or 
disappointmen t, eyes ablaze with pleasure, or eyes aglaze with 
thought of other times or other places. The annual year-end reckon
ing of financial claims over and above the regular call and fall of 
vouchers is peculiarly telltale in a ll businesses and professions that 
depend upon the intangibles of judgment, personality_ creativity, 
and brains. Advertising must surely ride hi gh on any such list. 

* * * 
But if bonuses are unfailingly fascinating to all who aspire to 

participation. it is generally true that a curtain of disc retion descends. 
Often neither companies nor individals want payoff publicity. unless 
there has been a mass bonus given on a Aat percentage to every
body. Even then there may be reluctance to see the maller mentioned 
else it be too widely established in people's minds as precedent for 
years to come. It is of the essence that this year 's bonus is always 
a mirror of this year's profit conditions. Emplove "expectations" 
can both aJlnoy and embarrass management by ,3ell ing up a moral 
claim management does not want to recognize, especially some years. 
You're on thin ice when you skate on thi s pond. 

* * * 
Some agencies are extraordinarily mute on their affairs all down 

the line. They will not g ive out annual billings. ~or confess the costs 
of radio/ TV packages. Hence we have only guesses to go on in many 
cases. It is probably a fair guess that very few of the leading 100 
agencies refrain from some kind of year-end divv y. 

Naturally there are no rules which apply to all agencies, but it 
is safe to say that profit participation is always a ~harply pointed 
pyramid. Those at the topmost top are there either as partners, 
majority stockholders, or founding fath ers, or because they have 
accumulated a big cash position th e wayan insurance sale5man 
does by keeping eve rla stingly at the job for 30 yea rs. Some admen 
rate because of unique skill or rppulalion , control of an acco unt, 
or a din g-dong record of pulling in new bnsiness. 

* * * 
You can ' t go by vice presidential status. The hioh command of 

oue hig agency is composed of perh aps 12 ~{ of the long roster of 
veeps. This 12 % first of a ll gets stock dividends. Then th ey divide 
a spec ia l inside melon. Another melon altogether is provided for 
the ru n- o f-mill veeps. Finally there's a general bonus for the junior 
executives. Put it another wa y. At bonus time the gentry and 
peasantry both are reminded of the fac ts of life. Advertising pays 
off on l)rai ns, power, salesmanship. and years of diligent devotion. 
It is seldom if eyer philanthropic. In the ea rly ye..'1rs of employment, 
wage rates range from poor to nominal. T ypically, junior execs 
have no daim at all for honus un til th ree full years OIl th e job. A 
" long apprenticeship" i~ relatively common. Hut when the boys 
have learned thei r tr~lde and are ca rrying a load of real responsi-

(Please lurn 10 page ,H I 
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TAILORED TV PROGRAMS 

As copy chief of the Keck-Frallke 
Advertis ing Agency, I have written 
hund reds of news releases for clients . 
But the most difficult one to wri te
because I am the cl ient- is here en
closed. 

At th e agency we were, and sti ll are, 
having a deuee of a time finding suit · 
able telev ision programs fo r our re
gional cl ients to sponsor. Either the 
cost is way out of budget's reach or 
the program just wasn-t c reated to sell 
"Crunch y W unchy Breakfast Food .'· 
Many of our client!'; have to be con
tent wi th participa ting announcelllen ts 
on local sta tions or network kinescopes 
which cannot be lIIer<.:halldised. 

As a resu lt, six months ago I started 
working on a TV fiv~-minute program 
idea . It's called That Circus Man , and 
it's a fi ve-minu te packaged film star
ring Al Priddy in "tales of a trouper 
tall bu t t rue." Billboards of the circlls 
an imal or performer featur ed in Prid
dy's ta le all imate into actual action 
movies as Priddy talks. 

J OHN H. SUTTr\EH 
f . H. Suttner Productions 
OconomolVoc, Tl7iscollsin 

• SP ONSO R, i lnpres~~d h y r f"a"d('r Suttnc·r· s ar
I'roaC' h . brea k s Ilrf"C't"dc n t .. lid Ilrill t s a ('onlmt"r
'C i a l r .. l ... a s (" in it s f' n ti r c." t y. 

BAKERS ON THE AIR 

As a regula r subscriber to your 
magazine and as manager of KGLC, 
I am an xious to get five or six re
prints of your recen t article, "Bakers 
on the a ir." It is my inten tion to mail 
these repr ints along wi th a letter to 
several of our large baking concerns in 
this area with th e hopes of sell ing them 
on radi o advertising. It is my und er
s tanding th at repr ints of these articles 
a re free to subscribers. 

Incidentall y, I enj oy SPONSOR very 
much and look forward to each new 
copy. I firml y believe it is the top ra
d io trade magazi ne. We have fo und it 
extremely useful as a sa les tool. Con
gratulati ons, and here's hoping for 
even bigger successes for SPOr\SOR. 

CHARLES L. UNGER JR. 
ActiTlg Manager 
K GLC 
M iam i, Okla. 
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TRUE STUDY IN DEMAND 

Please send li S one copy of Herbel t 
T rue's study as l11entioned in your 6 
November issue . 

.l\1ARIE K. HI C.KS 
Librarian , Marketin g Research 

Department 
Lel 'er Uroth ers Co. 
,Yell' fork 

I should like very much to have a 
COllY of Herher t T~ue's full research 
report fea tured in the 6 Novemher is-
sue. 

Ik;-; H. DONA LDSON 
J)irector 0/ Advertising 

and Sales Promotion 
Ford Motor Co. 
J)earborn 

Will you plea!'c sencl IIW a co py of 
Herbert True's TV Survey whi ch. as a 
subs<.Tiber, I am ent itled to without 
charge. 

AUBREY WILLIA~ I S 

Director, Radio Department 
Fit:;gerald Advertising 
.Yew Orleans 

It is requested that you selld us a 
copy of Mr. Herbert True's fu ll re
search repor t on TV program-product 
identifica tion. 

PETER E. Popp 

Charge 0/ Advertising I 
United S tates Toba.cco Compan y 
I\'ell ' York 

Please forward Herbert True's full 
research report on TV sponsor identi
fication as soon as possible. 

T. 1. GRUNEWALD 
T elevisioTl Department 
William ESly Co. 
New York 

T he 6 ~ ovelllber issue of SPONSOlt 
carries an art icle by Herbert True 011 

TV sponsor ident ification in Chicago. 
I wou ld certainly apprecia te receiv

ing a copy of his fu ll research report 
which you ad \'ise is avai lab le to sub
scribers on request without charge. 

VINCEr\')' 1. CURRY 
Assistant Account Executive 
HHDO 
New York 

• A bo \-' (" I(' (t (' r s. ar. ' t )"pi(' a } of th e large nunl " 
h e r o f rC(lu" s t ~ r('("(" j\'('c l f r o ltt s po~~on s ub ... 
s(" rih ~ rs f o r t h .. It (' rh f"r t Tru(~ !"o tudy. U cprint!'l 
rn n e j n !'!t h ('(- n ('o"lp lc !ccl a nd a r C' i n the "ta il s" 

• 

Over 
300,000 
Regulars 

Pcople are fa ith fu l in Quebec 

-especially in their listening 

habits. 

For instance, the latest li sten

ership figures just released by 

the B.B.l\1. disclose the follow

ing revealing fact: 295 ,540 
French Cana d ian fa mili es li sten 

to CKAC regularl), It night, 

3 11, 100 list e n regularly by 

day! * Th ese circulation figures 

lIre greater than thai of dn)' daily 

newspaper or other it/f/I' pe1ld ent 

radio stlltion in the elltire Pror;

ina! 

Yes, CKAC reaches the heart 

of French Clnad:t-covering all 

counti es in Qu cbec, bla nketing 

close to 70 ,/e of the tod num

ber of radio hom c::~ in the PrO\"

ince . It's no \\ onder that CK:\C 

gets resu lts -:It a ve r)' mode£t 

co,t per liqcner. 

*0" 6-7 timer trr wrf'k listemerIhip basil'. 

I 
CBS Outl~t In Montr~al 

Key Station of the 

TRANS-QUEBEC radio group 

CEAC 
MONTREAL 

730 on the dlol • 10 kilowatts 

Representatives : 

Adom J. Young Jr • • New York, Chicago 

William Wright · Toront~ 
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Associates 
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lrillicull .r-l. " 'right 
Vice president 

Ju les Mon+e, ier. Inc •• C hica go 

" 1 !tet ~SCi\.").I)(I() that a dt'odorant could be ~ old the \ ear round:' 
Hanng madt' the ' , ag t'r la.!-t September. Bill W right. Ylce pr : ident 

a...'1d §,eneral ~ alC";; mana;rr of Jule~ }.iontellit'r. Inc .. i ~ out to collect. 
Bill plunkt'd dO\,n tht' money to CO\ t'r a cont ract "i!h CBS· n 

:ha: 'l.ailed fN .=i:2 '\e-ek~ ' ;; pon~or:"hip of What's Uy Line. The ~h o'\ 
:- the ::- pearhead of tht' compan~ ' ::- ( ampai gn to -ell ib ~ tupette ~pra~ 

drc d -'ram du:in; "intt'r montll:- _ 
Thi~ ~ear tht' c(mpan~ -:- ad budget "ill run oWr n.750.000. with 

~t'3.rl:. half of thi;; gain ; to TY. For 19-51. the budget ,,-ill be upped 
I, ~ :2 . ~ .M"\.() I( I. B~ \" oYf'mbrr thi ~ year. the company h ad ;;old about 

.5:1(- . .. I h ).ile · : goal for the ~-ear i~ 10.00).oon bottl ~. 

Frull a :- tandi~ ; -tart in Jul~- . 19-1 7. "hen the produ·['t wa:- fir -t 
in:r..dl.._e-d. it ha~ it'en pu"bed by Bill Wright to tht' Dation '~ number 
lhree' ~ } t am -,n ; dt'ode ranb :\ rrid rt'main ,;. top- in ~ alt'~ _ I Stopett:' 
i ~ iiT~ t a" -r :- ' .t,ra~ dt'odorants_ 

rr 1 at ~ Hy Lin'! ba~ had mort' than a littlt' to do " ith the ('om
ac . - · alt'- ~ Llc·'-e"- . i::- more important than eYer in ,"iew of i t ~ all· 

-,,"a ~ ' f= ·:urrent c-ampai!D' 
'"Our rt'a ~ ring "a~ that a am} ai ~ n '.if thi - -vrt -hould be put on 

in a t.j; ',ay r no,:,r at all." ,..aid 38-~ ear-old Bill W right. He ;;peab 
:.Le:ulh and hi ~ t'Dthu ::- ia ::-~ j , -·at{hin :l. '"The gadget ',e u_ d to 
~ et inmlediatf' puUic attentien ,,-a - our ~ l.tJui).a·week TY conte;;t.'" 

The' ei::-bt·" ec" (.r.t~ ::- t ended L~i :- mtontb. ',a~ a ' -2 -~ ',ord" or Ie:-.;," 
\, rire·in at ut '·1 prrfer ~ iorette I all .ther deodoran t,;. be<: au ,..e .. . -' 
Bm had" orkc-d ut a {'ompiete prc.;ram lor 10{-alized tie-in:- with 
p _ ~nt-f,f-f ur ba :- ~ di ' .tJla~ , . pr '11; ti n -. and -tati In announ('emeIlt ~ ; 

rt:"' "'1\ ed .:: (.od ~ .eratiC·D lrO .1 -tore hU\ er;; and -ale,.. exec'uti, e,.. _ 
far. It l( l.- Z - if Bill ',1ll -olle-- t on hi;; bet: at lea::- t. the ('am· 

~ a;:- .. i- pa~ i _ di. For exan t'. tht' Rexall Dru:: Stopette orda 
. --Lr- the · h '\ a' ra::t'd at ut _~~ M.) ::! ( :!r ') ,..' t eyen two ',eek-. 
' be rtl aikr the -h "i-C"2an. Ihi ~ wa,.. 1: o:-1ed to ;312.000 t 325 gros~ I . 

' :J .. i- n "tra ::: r tn Bi 1 \\ ri:- 1t. Hi :- yaried (-areer began 
.3.itE-r -- .. had attendffi '::: tanford l ni, t'r::- It\". ha- included inye"tment~ . 

n~", -pa It'r ,\ritin =- . ::- aT) ~ el i1L. and pu lic- relation ~ . In 1939 and 
1 ~ .. hI' .,rr:"ffi "lib Herlprt Hu),er on Finni ::- h Relief: a mong hi
"'1am (,.her "artime a ti' itip· he 'I2aniz~ Bundle- for Britain. 

SPONSOR 



AD\'E3. TISD:G ~D~'= ~ ;hat's loc( got to do \dth _-\d\-eni5ing? 
Plenty! Our business is promoting 

salts. E\-er Stop to think ho\\- many things are 
bought and sold because somebody 10Les some
body else? "-ell. it's asuonomical. Take all those 
nourishing foods and warm clothes :\fom and 
Pop buy for a couple of kids they loye so much. 
And, of course. there's young 100-e ... romantic 
IO\-e! .xow, you're really getting into big busi
ness_ "-edding rings, trousseaus, honeymoons, 
furnished flats. pop-up toasters ~ Yes, things 
really stan perking when LO\-e comes along. 

:\bybe it's because Campbell-Ewald Com
pan~' has long recognized the importance of the 

18 DECEMBER 1950 

r.eart dttcrtme~t that \\"e ha\"e always tried to 

make our clients' ad\-enising- messag-es a little 
- -

warmer and friendlier and closer to the targ-et 
of Dan Cupid's arrow" "-e found om alon~ time 
ago that Dan is a \"ery hand\" little fellow to ha\l~ 
around in any kind of media. .-\nd in ;t :tet.fi -": 

(one of our specialties). he's terriric ! You can't 
beat a g-ood 100"e story on the ddeo" That"s wh\
Campbell·Ewald T\" programs, such as TRIPLE 
FL-\ TCRE THE.-\ TRE. sponsored by Che\· 
rolet Dealers on Los .-\ng:eles S tation h.EC.-\· 
TY, ha\"e always been 50 popular. People .<j~-l 

them, and we lo\"e producing them. 
LO\"e may laugh at loc~miths ... but don't 

you laugh at lULl" Ir's)-o:.r best salesman. 

9 



Most of them are ou 

*Cf)rlff1,uison 0/ IT CCO '" SO· IOO% 
/J ,lIfi .\"igh llime AIJdi,'nce Arrfl 

and T" 'in Cilirs TV SrniC'P Ar pa, 
Octo',,'r I , 19,5O 
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!)f the picture ! 

You may he focusing on less than half of 

your Northwest market. For if you've got 

your eyes on TV, you're overlooking the 

almost half a million radio families in 

weco territory WllO are completely Ollt of 

the rallge of televisioll. In fact, th ere are 

three and a half times more weco radio 

fami lies ont side the TV service area than 

there are TV set-owners inside: 

But ... use weco and you reach all of 

113 Northwest counties where 894_600 

radio families spend more than three bil 

lion a year in retail sales!t What's more, 

you get the biggest weekly audiellce every

where you go-inside .Minneapolis-St. Paul 

alld outside. (Even in the home counti es of 

the 16 next-largest cities of thi s area-some 

as far as 195 miles from the Twin Cities 

weco gathers a much larger audience than 

the hOlnetowl1 station in 12 out of the 16!) 

It simply means that the best way to 

capture the most customers and sales in 

your entire Northwest market is to make 

yourself heard on .. . 

)VCCO 
"Good Neighbor to the entire Northwest" 

AI iTlTl eapolis-St. Palll ... 50,000 walts 

Represented by Radio Sales 



KGW THE ONLY STATION, 
WHICH GIVES THE ADVERTISER 
COMPREHENSIVE COVERAGE 

• 
• • • • • • In 

~ 
A gric ultura ll y spea kin g, Oregon's Will am e tt e Vall ey is one of th e m ost 
fe rtil e a r eas in th e wor ld. A di ve rsity of crops, unsur passed growing 
co nditi o ns a nd ease of m a rke ting combine to push th e N ort hwest's farm 
income soa ring t o 44 °" above the na tion's 1944- 1949 ave r age . In the midst 
o f thi s w ea lth li es Sil ve rt o n, Oregon, complete ly u nder t h e dominance of 
KGW's COMPREHENS I VE CO VE RA GE. Th is was pro ved by a rec ent 
Tour-T es t , h eld w ith th e coopera tion of the Or ego n Sta t e Mot o r Associa 
ti o n, and witnessed b y Ernest Ekman, pres ident of the Silve rton Lions 
Clu b, show n posi ng be fo r e a Silve rto n lumbe r mi ll. Sil ve rton . .. and the 
r es t o f the r ich, g rowi ng Northwe s t ... is yours through the COMPRE. 
HENSIV E COV E RAGE o f KG W . 

MEASUREMENT 

BUREAU SURVEYS PROVE 

KGW's LEADERSHIP 
Actual engineering tests have proved that KGW's efficient 
620 frequency provides a greater coverage area and 
reaches more radio families than any other Portland 
radio station regardless of power. BMB surveys bear 
out this fact. KGW is beamed to cover the population 
concentration of Oregon's Wil\amette Va11ey and South. 
western Washington. 

TOTAL BMB FAMILIES 
(From 1949 BMB Survey) 

DAYTIME 

KGW 
Station B 
Station C 
Station D 

NIGHTTIME 

KGW 
Station B 
Station C 
Station D 

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

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

ThIS chart . co mpil.d from offi· 
c ial. h aH-mill vo lt co ntour maps 
fi l. d wI t h t ho F CC In Wash i ng · 
t o n , D .C., or fr o m fi .ld in t.ns tty 
s urveys. t.lls t ho sto ry o f KGW· s 
CO M PRE H E N SIV E COV E R
A GE o f the fa stest · g ro wIng mar · 
ket I n the nati o n. 

PORTLAND, OREGON 
ON THE EFFICIENT 620 FREQUENCY 

NATIONAllY BY EDWARD PETRY & CO. 

12 SPONSOR 
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These reports appear in alternate issues 

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

nurton~Dixie Corp 

Cham hC'rl ain 5-ale!i f:orp 

Ford ~Iotor Car Co 

G.ont'ral Foo tls C oq) 

G" nera) ;\1 ill. Inc 

Kellogg Co 

Kraft Foods Co 

Pearson PharnraC'al f:n 111.0 

Toni Co 

~'ildroot Co 

Turllt'r 

I; BIlO 

J . "~al""r Tho 1111).0;0 II 

H,ollioll &: Howlt" s 

I\.t ·n,,·oll &.. Eckhardt 

Jo \Y a lt C'r Thollll),",oll 

Harry B. Cohen 

Foolf", COile &: Bt'lelin ~ 

m:DO 

AIlC 123 

CIIS 179 

:\BC 

CBS 118 

C1:S 63 

CB~ 1 -1') 

)1115 335 

;\IDS 

;\IIIS 

CBS 150 

CBS 180 

Renewed on Radio Networks 
SPONSOR 

Carnal ion Co 

Co lgat t-'.Palmolh'c·Peet Co 

G,·n .. ra) Food. Corp 

Gf"nf"r al 'Iotors Corp 

GoodYf"ar Tire & Rllhh t"r 
Co 

Andrew Jf"rgen s Co 

Levt'r Brothf" rs Co 

William ",'rl"l .. y Jr Co 

AGENCY 

F.r",ill, ~"asey & Co 

T .. d Bates 

Bellton &: Rowlelj 

KudlltOr 

KudntOr 

Hol ... rt W. Orr 

Jo "'alttOr Tholnp so n 

Foole, Cone & nlolt lill~ 

lIuthrauff & Ryan 

Ar thllr \I .. yerhoff & Co 

NO. OF NET STATIONS 

CBS 162 

~BC 1-15 

'IDS 195 

AIIC 290 

ABC 2117 

.\I\C 282 

CBS 17' 
CIIS 176 

C IIS 175 

ells 17~ 

New National Spot Radio Business 
SPONSOR 

lIaul IIbhop Lips tick 

Christ y Ch e mical Co 

C lin ard White S tar L i" .. , 

Hill s Rrolht-'r~ Co 

IIlilloi ~ Bf"11 Tt' It-' phnll t-' 
Coo 

T ,·tl .. y T .. a Co 

PRODUCT 

IlItl("lihlt~ lip .. tiC'k 

Dr}"g'a,", 

\l illtf'r I'rlliscs 

r.o frt~e 

Toll e"n, 

Tt'3 

AGENCY 

Raymulld SpC'C'tor (~oY.) 

'l ... i .... IlI.· r .. 't C.uh·f"r (Boslon) 

Co.·.·n .'io: Pr"')Jrt·~· (:'i. Y.) 
N. W. AY"r ("'.Y.) 
~. W. A~'.-r (N.Y.) 

UII.IlIt.~ JOIl" S (1\.Y.) 

National Broadcast Sales Executives 
NAME 

William J. B1aek 

KI.~nnf"th L. Carter 

Rohf"rt ~r . Ft-'rgusoll 

Arnland Graut 

EugellC' lIalliddY 

FORMER AFFILIATION 

"H E\'·F,'I. Reed"ille, 1\. Co., <I, 
Hatlin, 1\' .. oxC'.o, Hahn o 

WTIIF, Wl'HF.F'I, 1I,·II •• ir,·, ,Ira< lII~r 

\,"A·\:\I-TV, Baho. , '-01111111 lll~r 

K~Lo Salt Lakf"~ a"' .. 1 s I s Ing.r 

Paul II ar""Y; Sun 10:] 5·30 pili; 3 J)"c; 52 wk~ 

EriC' ~ •. o'·arcoicl and the .'co","·,,;; ~UII 5: · I~~.() I))n; ; Jan, 52 "'" k~ 

S.orlo.on IHrt°C'lors ' Pla)"holl~e; l'h 10.11 pili (Ford ~pon .. or .. fir ... t 
half-hollr); [)uff~"s Ta"C"rn; F 9::10.10 l)lll' Thf" )Iall Ca llf"tl 
X; Sut 8:30.9 pm; The Big :-;hnw (6::111·7 pm p or tinn) 
~'"" j"\;11~ Symphon y: ;\1 10 1'111 (r,,,t·h,,lf) 

H t-'lIfru "nllC")"; Sun 8:30_ t):15 UIII; 7 Jan~ 52 wk .;; 

Ht~nfr() \'0111(0)'; :\I-F 8 :30-·15 am ~ I Jail; ~2 ",k~ 

FBI ill P e aC' e an tI \\ . ar; TIl 8-8 ::10 pm (alt IS-mill ~C'~IIII'lIh 
",ith P&(;); ,1 Jan; 26 ",k .. 

"it'lor Bor~t.~ Slro",'; 1\1, \\". F 5:5:>-6 lUll; I Jan ; :;2 wk~ 

QutOt~n for a Oay; T. Th 11:30-15 a m; 2 Jan 
Bobhy I:con ,", oll Sho","'; T, Th, 5 :5:>-6 pill; 2 Jan 

(;abri,ol lIf"atl.or; F 7 :30-·1:; 1)111 ; :> Jan; 52 ","k~ 

lfnnam(".I; ~al 1:30.2 pnl; 3 U Ut' ("; 52 wk~ 

CharliC" ~. iltl , Prhatf" Ut'tM'th't'; ~lIn 6-6 :3U pili' 7 Jan; ~2 "'" k .. 

PROGRAM. time, start, duration 

f:ontt'ntt"d lIour; SUII 10.]0:30 pill; 7 Jan, 52 wk s 

J uely Coanova Sho","; ~al 10·10 :30 pnl; 6 J <In; 52 wk s 

Ju,'("nilC' Jury; Sun 7:30·8 1'111 ; 7 Jan 

IIt'nry J. Taylor; l\I 8::l0·15 I' m: 18 Il .. c; 52 wks 

Grtoahost Siory E,· ... r Tolll; ~un ;;:30-6 I)nl; 7 Jan ; 52 ","·k., 

Jf"rgt'n ~. 'Voodbury Journal: ~un 9: 1~.3n JlIII ; I Jan; 52 wk .. 

Lux Ha.lio Tlwatre, ;\1 9·10 pill; 1 Jan; 52 wks 

.'I y Frit·n'! Irma; ;\1 10.10:30 pili; I Jail; 52 wk. 

Gene Au t ry Show; Sat 11·8 :30 pili; 23 Dee; 52 wk. 

Life W ith Luigi; T 9·9:30 pm; 9 Jan; 52 "k. 

STATlONS·MARKET 

5 0 ~In'"i 111 lIon·T\· nlkt 5 

~ f" 'I.°ral nlid"\'f" .. tC'rn Illkl s 

7 dlie~ 

7;; .. tn ",; ·1:> lnkt., 

12 Illinui ..; Inkt~ 

10 C'i li .. o!'<. illC'llI.lill~ Philao , 
lIard .. hur~ 

CAMPAIGN, sta rt , duration 

] -Iltin annC'nlls; Jan 

An lll'lll h; 15 D'·I.·.2M Ff"h 

AIIIH"lllts ; Illid.J),,"('; (, wk~ 

AIIII ("I11I .-,: I Jan; 52 wks 

AllnC'lIIt~: 21.2::! Ut'c (2 day .... unl )') 

I-Illin anlll.°11l1 5 ; I Jan.30 )Iar 

NEW AFFILIATION 

\YTOI\ '\" a ... ho. n a il s i s s "C' r.o,) 

\'" A \:\I.TV, BOIlt oo, g('n II1#!r 

Sallll', ... 'eC' 'p. gC'1l IlIgr 

~alllt°' a ...... 1 In~r ill C'h:,rge of ~I s 

K~L.T\ . ~alt Lakto• sJ.o; IIIgr 

• '" ,Ie.,·t issue: JVelV olld IfenelCed on Te'evision (l\'etlCork ,,,u' S,Jot): 
Stotioll Ifep."esentation Ch''''!/es: A,ltoertisiJl!1 f'~/e'Jf"lI '·,·,"sollne' CI,an!/'.s 
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National Broadcast Sales Executives (continued) 
NAME 

John K. IIcrb .. rl 

" drrnalf C. h..al 

Erlwartl h.,'ruble 

Harr~' f:. Kupf 

!l1Ir:h B. LaRue

\11,.11 Ja,., 'larjOh 

llanif· 1 r. O·~hf"a 

\rdt'lI :\. Pang-bo rH 

"Ian l ~~ \\. lIa~ Jr 

B u llf'rl II. ~ alk 

I.('on \\"r d~' 

LI ()~;cI E. Y041t'r 

FORMER AFFILIATION 

Il earsl ;\I aga zillf"'" In l', ~.\ •• , ' I). g "1) a d,- lII~r 

WAA'I-T'·. Ralto •• " .. n mgr 

KUB~ Santa Barhara, rng r 

!'inc., :\°oY •• "p in ('harg4· of Hadio Sa l..- !" 

KIIOr\. lIon o luln. s )..;; m gr 

CBS. :'\.Y., a ssl s l ... II1~r 

Van~nard Fil ... ... ~.y . , prf"S 

Porlla lltl Oreg Hllian , p(Jrll al)(l~ IJll !50 m g r 

ho a rd of dir 

Kalz A~t·nf' y. :"i . \ .. nail ratlio . t,·, II r w ... paper rt'll 

1) 0 11 Lee ~·f" I"ork, ~. F., a~f'1 ('xeC' 

1\.0..\ , Ut· IH f"r. ~f·n m~r 

Sponsor Personnel Changes 
NAME 

UulalHI .\. Case)' 

Hicharfl .\1. CO lllplon 

1I01li .:. c. Iloss 

Frank II f"vt.-'sy 

J. lIar\C'~' lIo"elh 

C. la~,'lon I . Krutnor 

F. L. "cClu .. · 

LC'o ,. ' I alamini 

E. Lr.- T a lnlan 

k: ay " ·i lkin ... 

Frf'tll'rirk j. ~T ill a rtl 

FORMER AFFI L1A TlON 

Arllolfl Bread Sa lf·s Curp. Pori Clu .. ... l er, ~ . \ ..... 1 ... dir 

C('Il("ral Foo().;. Corp ~ ~.\' . ( 1 ~I('hf"art o(lh·). as!'.o~ si s, 
a(h' 111~r 

I)U:IIU· jonf' .... ('0, :\" .Y., :If'd 

1I01l1ll :1n RafliH ( :O Q1 , I .. A., a,:," 1 a o(h nlgr 

l · t·tl B ahos. i'i.\., 4'lcrl f'Xf"C' 

f;eIH·ral Food s C:urp , J\ . \' . (1 ~ 1(·ht·ar l dh· ) . a d", .ngr 

K ai.:.('r-Fra:7e r Corp, .10\1. I •. , Hc·t'l s h In:;!:r 

Print·(· ~U a l C'hahf'lIi Inr, i\'.". 
C:of'a-Cola Co, ~."., tre a~ 

KFAB, (hnaha , w Olnen' s pro:;: dir 

Phil.·o Inlt·rnalional Corp, Phi)a .• ~('n ~ I .. Ingr 

New Agency Appointments 

NEW AFFI LI ATI ON 

:\IIC, l\.'\ .• ~f"n s Is nlgr for radio nf'l"ork 

Saln ('~ ~x("(' "(l 

K FI , L . A., 3('('1 ('~('(' (about 1 Jan) 

~ am ('~ C:hi. , h ('ad ne radio-h' 0IH'ralion~ 

Sam ... , also ~ I s mgr of ,\Ioh a nf"twork 

Sa m .. , (lir of prog 50 1!'. (C B ,"'\ rarlio package Ilrog rarn s ) 

cns. N.Y., 'p, gf"n f""-f"f' 

WOAI. ,,"OAI-T\" . San Anlonio. !'N. JIlg r ( .-If 15 Jan) 

~'BOK, j\·e ,,· Orlf·a n s, gf'n .ngr, joinl o",nf"r 

C B S . N.Y., af'(' 1 ext"C' 

1011. L. A .. , I, lIl"r 

K:'iR C. S. F . • " .. n m~r (,·ff 1 J an) 

NEW AFFILIATION 

Arnold Bakf·rs Inr. !'ort C hf""'ler, :\.\., ~rn :'-)., nlgr, "p Arnolo 
Bread Sa l ...... Corp 

~anlr , 11rtH) ... ~r for ~rorer)' produ("l ... !' IUof' ialtif"!oo 

Bcndix Jlolll e ,\pplianrf""' , Sou lh B(,lltl , pub rc·1 dir 

lIolfm an Sal r!!> Corp , L. A .• S. F., a(h m~r 

I..f',('r nrotllf"r ~ Co. 1\.'\. (jelkf' ( ;' ood Lu .. ·k pro(lu .. · t ... dh) , ad" IIJ~r 

Samr, prod m~r I or ~rOf'er~' ... torC' ... prc iahir"" 

Sa nlt·, "·illo", Hun. 11('('1 ... 1 ... (lir 

Schiallar('11i r'arfl1nl s In C', "i ." . • ex (' C' 'I'. ,:!('n ~h ... ~r 

L f""rr Brollr f'r ... t:o, :" . \. , (Iir. a clmini ... lrath .. "p (elf I Jan) 

P t'rff":\" 'If~ Cu. Shf'nandoah; Onlaha. a"'~1 10 honlc· S"f' dir 

Saln~, ," p .... I " 

SPONSOR PRODUCT (or service) AGENCY 

A mf"riC'a n S~'rup .. ((: Surg hum C.o, SI. L. 

A rl 'Ielal ( :onsl rod ion C o, Janl f'" lo"l) 

Auslin-f; re('n e In C', ~ .Y . 

lIarrit·1 1I111Jhard A)·(·r 11If', N.Y. 

L. E. BC'audin Shot· (.0, lI anover, I'a. 

Ulu-Bo Protlllrl s Co 

Ca ll1l)rid~f· Hl1hht'r Co 

C o il Co of AmcriC' a. C lo"lt('r, !\. j . 

C ros !'oland ;\If~ Co, 'Tole(lo 

l: ro"n Lu~~age Co, I\allo. 

Frf"enla ntt·1 V oit·c In!'\litule. 1\.\. 

f;arfit·I.1 \\ ' illial1l s ol1 Inf', jf'r"'f'Y Cil)' 

1;0"11 .. h y Vf"ne In .. , N.Y. 

(.raC'f' BrOlh(·rs Bre " in~ Co, Santa nt) ~a 

lIal ~ h~' IA· ... rls , N. Y. 

II. \' . IIt'nnin ~"'t" n Co. ;\. Y. 

1I0w I·uhli ... hin~ ( : .. , Ch .. 

Jo-Bdl Prudll .. · l s Int', C hI. 

(;. Krc'ul!('r B n·"i ll:,!: Co. l"ie"' ark 

!\I ahr ( :0 , Ut·., \Ioin es 

\1 arlo 1':lt'klng C orp , S. F. 

'orm all \1. " orrl .. ',\ ' al(' h Corp, ~.'\ . 

joan .:\yulu In C', j~. ,\ . 

Plalll!'.lll1r Protlurl ... Co, J("r ... (·~· eft) 

l'rf" s.A -Litf' ( ·orp. :'\.'\ • 

Ht·~t·nl IlItin st r ), 

lIi,h,di .. ld ~" ed Co. lIid/<.·fi.·ld , .... J. 

RoIH'rl"i-(;nrduli AJ."lia ll f"e 1.0, Bllff a lo 

lI arol d Srhaf"r Liel ( f :anadian "'lIh ... itlhlry ( ;01(1 St·:.1 
Cn) , Torunlo 

~ltri l1 ~ f;ardc'n 1 ..... lillllt· , I")hila. 

O. A. S .... on Curp. "'Iddta 

Tn" n 8 .. (:ollllir y "rHclnt·t .. , j (' r .. t·~· City 

1' .. ,,))1 C hc'm ic a l ( 't), Lon~ B('af'1r 

S~·rup s . pre~("r" f'~ a nd j e lli ('s 

Alu nlillum po,;;,lur c f'hairs 

ult t·nlaync'· in(lt·lihlc lip s li('k 

( ,0""1C'1;f' 5 

~ho('s 

Uog foods 

" 1\.1 C'f"ts" :)"a(' htin~ s liPll er!". 

F luorf'"C'en l ballast ~ 

.\Iollrprou fin,.:: prociu('t 

" Pl a ... li.llid(''' 11I ~~age 

Sin~in~ an d "oi(' e f'o nlrol hun. e S I1") ), 

l·ourscs 
(;arden "'pC'f'ia ltit's 

Brid a l a nd hritlC' '''nlaid g o" li S 

Br('""ry 

Sport... hal s 

Foot) proou C' l s 

"Jlc're's 11 0"'" Ina~a7. in .. 

Yarn "ind .. r 

Br.·"f' ry 

Iloll"'(~ planl s pf'cialtif" s 

Canneo f oo d ... 

"()In("~a" walf'hes 

·'Na il"-ill .. " nail coloring 

Ff'rli lizf' r s 

Alltonlati ~ lil!hlf'r di!'oIIf'Il !oo (·r 

"Arlhur c.o(Urt· ,.. .. • ukf"I(Olc· 

Grao;;s sC' f'ds 

IIf'ating e (l"ipln c'nl 

"'(;010 SC'u l " w ax 

Tf'('hni('al sc hool 

'·ornado air C'irf'lIlnlor 

Bir(1 food ~ 

u K _'\'oha" ('or ... hOll1pOO 

(;or (lon 'I ar~ hall , SI. L. 

~Iorey. lIumnl & John s tonr- , ~.Y . 

Dorranf't·-~· .. (ldf"11 InC'. N.Y. 

E llin l' l on " Co. N .\. 
Charlop-Fra dkin . N.\. 

A. ;\1. S .. idl .. r . Ukh ... 

C hamher ... & " . i ... ",dI In (', BO !!l lon 

A . \J. S.·id l .. r. IIkl y ... 

U orran(·c. " ·a(lo e ll , ;\.Y. 

K aslo r . Farrell. C h ... I .. y .... Clifford. :\·.Y . 

'I o ... ~ A ..... odalC's, N.Y. 

A. \J . :o; .. idl,·r. Rkl)·n. 

I. H. S lt·ml,,·I . N. Y . 
B yrn e .. f(; Grill , S . F. 

_'l oss A ..... u (' iatf'~ , N. Y. 

A. \J. :o; .. idl .. r, Rkl) ... 

Pa .. 1 Gra nt , C h i. 

Alia .. J. CO I ... l a .. d . C hi. 

C h ari,· , 1l"lIa s R .. ad. Co. N .Y . 

L C'~s.l n~ .. Ile s "oines 

lI onir;:.Cuopf'r Co, S. ,,~. 

A. ~' . Lc·",iu Co. 1'" .Y. 

llorran .... -Wndd .. lI . :>I. Y. 

A. M . S .. i<II .... Ukl)· .. . 

~· illinlll II. ~· f' intr a .. h , N.Y. 

" . . B. Il o nc'r .. ~ Co, C hi. 

A. 'I. St·j(lIf'r, nkl~·Il. 

Lancl ... lu·ft I n f' , Bnffa ln 

~~al ... h , Toroilio 

Gru~' .. "\ Itugt 'r s, Philu. 

I.a,.::o K "-hh ... hc·u (1 (,u , ,,- jchitu 

A . \t. S,·idl .. r. IIkl)·n . 

Brl"3f'hf'r . "hc·("lt·r K Siaff. I ~. A . 

.. .. 
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In This 
Prosperous t '\. I .~ 

. Piedmon .,\) 
ca{o\\na G{een'4\\ e 

nbU{~; "''-\13 
~S\larta ~es " . 

",\\a\ If\a If\OS~\1 
~{ea . '(o\\{ ~a~:..., __ 

s\a\\O~ C;,a.\eS _ - :: - -- -:-

Vo\e~\ 
~a.ss - -

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

AND ... This Hooper 
Report Shows How WSPA 
Dominates This Area! 
HOOPER RATI NG·· Winter 1949 

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

(Monday thru Friday) 

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

GIVE YOUR SALES 
A POTENT PERMANEN T HYP O 

Represented By : 

John Blair & Co. 
Harry E. Cummings 

Southeastern Representative 
Roger A. Shaffer 
Ma1laging Director 

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

I'Ve lv (levelopJJle llts 011 SPONSOR stories 

SEE: 

ISSU E: 

SUBJ ECT: 

" Groce ry stores on the a ir" 

2 3 Octobe r 1950, p. 21 

Groce ry store advertis ing 

Here's a story abollt a trade association that'~ don e a hang.up job 
in prollloting its retail members. 

The Hetail Grocer:' A:,sociation of Ka n"..a" Cit) , ::\Jo. , similar in 
opf'ra ti oll to the Oklahoma Retail Grocers Asso{' iation described by 
~I'O:\SOH (23 Odober 19501 , uses radio advertising only. 

Th e K al1sa~ City organiza ti on spends about S1.7()() a month to plug 
its 500 retail grocer members. It airs A i'isit With 17 era Croft 0 11 

KC;\10. Ka ll:-ias City. ~\,I ondays through Fridays. ] 1 ::10 to 11 :45 a.l1I . 
The program hegan in April. 1948. 

Participants, three each day, buy one ·minute co mmeJ'{.: ials on th e 
"how, 1H'lp th e a~"ol'iation in this way to ge t sufTicif'nt funds to ke~p 
the program on the air. Partic ipations are sold onl y to non.competin g 
grocery bran(1s: some have been on the program since it originated. 
Products advertised are available to all members. 

Both the sta tion and the as:,ociation back the program to the hilt . 
It is promoted in the B·T en Signa l, a listener's papf' r di~tributed by 
the stati on: and by display m atf'r ial sent out hy KC::\IO. Each grocer 
is furnished with attractive deca ls. window ca rds. and price ca rds, 
with the name of the program. stati on's ca ll It>tters and frequency. 
The association promotes the program in tht> }:ansas Cit)' Grocer, its 
publication I ci rc ulati on more than 1,400). 

The format of th e proram is elastic. conversations and commer· 
c ia ls being ad lib hf'tweell Vera Croft and Harry Abbott. It 's a play 
for the housewift>'s attention by human interest sto ries each day thai 
te ll briefly abo ut the independent g rocer and the products advertised. 

Hesult s have I)('en good. For the first time in the history of the 
50.yea r-old organization. grocers have called asking to become memo 
bers. Membe rs report c ustomers attrac ted to their stores by the pro
gra lll. One participant said th e progra m took him ou t of the red by 
inc reasing his distribution. Participanti' havp fo und member g rocer:' 
cooperative in buying their products. 

S ince the program's inception , 105 new melllberships have been 
obtained by the association, far aho\'e norma l. And renewals of 
partic ipants have run heavy. 

The independent g rocers of the Kallsas Cit) area are ge tting their 
story oyer to th e people. and with radio. 

KCMO does show from store of one of members of grocery association (see text) 

SPONSOR 
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does it 
in Mid-America 

/(1__ ~~~~/'"u. 
KCMO is the one and only 50,000 Watt V7U: ~,v 

Station in Greater Kansas City that 

offers coverage of the metropolitan 

areas of Missouri and Kansas plus rural 

Mid-America. And KCMO programming 

is tailor-made for this rich market. 

Ask the Katz man for our 

latest news availabilities. 

e ~ 4/'0( (!Ie de tUizt 

.~4etofcafl~ -

0 00 WATTS 
50, . 

Dayttme 

810 KC. 
10,000 Watts Night 

New National Representative: 

THE KATZ AGENCY 

18 DECEMBER 1950 

KANSAS CITY 6, MISSOURI 
Basic ABC for Mid-AnLerica 
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Columbia Pacific delivers 

the most on the Coast . .. 

Coast people listen nlost to Cohllnbia Pacific during the 

daytinle. They listen Inost to Cohllnbia Pacific at night. 

And Nielsen confirnls it: 

During the entire v·week, Colzunbia Pacific cOllunands a 

bigger average share of audience - day and night - than 

any other Coast net1vork. * 

So .. to reach the 1nost on the Coast, tell your sales story on .. 

*NRI, Pacific distribution of minutes listened, 

January through September 1950. 

COlU111bia Pacific ... the IDEA Network 
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NEDICK'S USED THIS PICTURE IN ITS WASHINGTON RESTAURANTS, CAPITALIZED ON D.J. MILTON FORD'S LOCAL FOLLOWING 

Local shows SPOT PROGRAMING 
STATUS REPORT 

PART THREE 
ot a tour-part story* 

National Sl)onsors easlt ill on loeal talent's popuhlrity, get Inany extras 

A disk jockey named Ford 
and a parrot named Richard 
( see picture above ) exempli

fy se\'eral of the strongest plusses of 
local live programs. 

Milton Q. Ford is a popular m.c. at 
local e\'ents, and Richard is always 
part of the deal. Nedick's. a regional 
restaurant chain. have Ford and Rich
ard do their commercials live over 
WWDC, Washington, instead of using 

18 DECEMBER 1950 

their regular transc ribed announce
ments. And pictures of Ford and Rich
ard eating a l\'edick's breakfast (like 
th e one abo\'e ) . are displayed in all 
the cha in 's \Vashington, D. C .. restau
rants; thus :\edick's capitalizes to the 
full on Ford 's fo llowing. 

Highly distinctive personaliti es are 

*Originally, a 3-part series. A fourth article 
will cover music libraries and other services 

the most important key to commercia l 
success of most local live progral11 ~. 

Th is is true even of p rograms like 
news and sports e\'el' ts where th e news 
and co ntes t a re th emseh 'es of fi rst im
portance, beca use the news or sports
caster himself becomes a definite part 
of the show. 

The strong personalit) usually gi\'es 
the best opportunity to ex ploit most 
of the leading ad\·antages of local li\'e 
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"Stu mp- Us, " audience partic ipation with local flavor, has big impact fO l' 
Stokely in Columbus, Food sponsors favor women's homemaker shows, too 

programs ill s pot bl'uadca:-- ting , This 
i:-- generall y trll e, whether an <l(lv('l' 
tiser is ~ponsoril1g a co mplete program 
seg ment o r participations, 

Loca l li\'e programs are norm all ) in 
a posi ti on to build up strollge r per
~' ()Jla l loya lti es a ll10 tl g liste ners (not 
that they a ll ,. ll ('cced, ; thi :-- factor can 
be a powerful sa les hypo, The ta lent 
is usuall y a va i lab le for persona l ap
pearances and oth cr ass ists which 
rna).d' s for bett er p rom ot ion and I11C),

chandising of th c show and th e SPO Il
"ored produc t", Both ta lent and pro
gram arf' in a better po,;;i tioil to 1)('
co me identifi ed with th e co mmunit y, 

These adva nt ages lead to lllall )' im
pOI'tallt avenues b) which a progra m 
ca ll add to it s power to make sa les 
for it-. spon"ors, 

Following are sO llle examples from 
s ta tion s all over the coulltry \\ hi ch il
lu stra te spf'(' ifica ll y how prog ram s alld 
ta len t hayc exp loit ed for adve rti sf'rs 
tll (' advan tage!' of lwillg " loca l and 
liv(', -' 

The pxa lllplf' a t th e Iwginning of thi s 
~tor) of di"k j oekey Ford and his tal
(' nt ed parrot il!u ~ t ra t ps sOllwthing that 
silr('\\'n tilll eb llY Prs arf' always Oil til(' 
lookout for to' di ,<; ting ui sh 'o ne local 
show from anoh er: th e new allglp, th e 
add('d attra(,t ion a lso ref<'IT('d to as 
til(' " plu s" 011 tIl(' "gill1mi ck," Th(' 
"e(,OI1<1 \'oi ('(' in a ('oll1 l11 f' [('ial is a tri f' r\ 
all d tru(' forlllula. But making tIl(' S('('

o nd voice th a t of a live parrot is the 
sO lllething lIew Ih al Illakes l"ord still 
Ino n ' prolllutalJ\c. The pair hav(' l)('('n 
incorpora ted into a nationally syndi-
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cated comic strip (3.50 lI ewspaper ) . 
,,'hen Ford II1.C.'S some evpnt in the 
W ashington area . the pair a ren' t just 
Ford and Richard- they're also th e 
ones wh o give j Ull tl1O.-;e hi ghl y per
,",o na lized cO l1lll1e ntari e,~ on Ana his t. 
I pana. Hal ston \ Breakfast Foods. anci 
oth e rs. 

A running mate on the sa me s tati o n. 
morning-mall Art Bro\\,lI. does n' t ju,;t 
f ell Flamingo Orange J ui c'c. MayAow
e l Doughnuts. and Wilkills Coffee 
a lllong oth er product:--. Of course not ! 
Anybo dy can see- if th ey look a t it 
through A rt Bro wn 's eyPs- that this is 
the Art Drown Breakfast ! 

Ar t Bro wn of WWOC \\7ashin gton. 
D. C . naturall y. A g u y that many 
tllOllsands of people have scen at pub
li c functions in th e In;;t 16 yea rs. He's 
fami liar; but always refres'hing. That 
('a ils for th e p ersonal touch, 

Of course. it 's easy to c it e something 
al legedl y " different ' ; ahou t a progral~ 
a nd it s commercials. And h) " clifTer
e llt " we \II('an su me varia tion or npw 
twi st Oil the fundam!'n tal appea ls. 
which WN(, all discove reo lo ng ago. 
But in s izillg UD a prog ra m you'd want 
spe{' i fi e exa mples of h o \\' th ey work. 

Bill Hickok is a young man who 
sp in s record:-- twice a day for listeners 
to W.'\KW. Alhany. ~. Y. Like o tl1('r 
ta le n!. 11<' knows th e va lue of Illakin o 

peo ple in an aucliencp f('pl tiiat he i~ 
ta lking ri g ht to each individu a l!) . On 
occa"ions a radio personality will actu
al!) ta lk 10 sOll1e lJod) individually
s()\lwhod y in ;1 s ituation with which 
otiH'r list plwrs will sy mpathize. Alld 

not long ago Bill Hickok did. To a 
little g irl na med l'am who wasn't do
ing too well foIl 0 \\ ing a painful urtho
pedic o peration. That was nothing 
ncw, of course. Bill a lsu found o ut 
tha t th e child wanted a dog most of 
all wh en she got \\ell, and Bill men
tiun ed Ih at to his audi ence. The 
\~ ' atervliet Fire Fight ers Asso ciat ion 
took care of th a t. T he East Greenbush 
Fire Departmellt came alollg with a 
case of Dog Food. 

Hut not just any dog food. 
You 1'ee. o lle of Bill ' s sponsor" was 

Cadet Dog Food. He sa \\: that Pam's 
new cocker had Cadet. 

The next act in th e sequellce wasn' t 
really unu sual fo r anyone with a good 
sen:,e o f showma nship. \\ ' 1" report it 
beca use ollly the rea ll y top ta len t _eelll 
to follow through consistentl y in s u('h 
a manner. \,' he n Patll was able to be 
up in a \\hepl ('hair , Bill made a broad
cast fWIll AILany HospitaL with Pam, 
Ihe Fire Chid" of Watprdiet and Ea~ t 

KCMO wakeup 
SPONSOR 
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LAW service "This is Greater Lawrence " 
gets community appeal here 

Creenbllsh, ancl a fiH' -month-old cock
er spaniel puppy as guests. 

The local Cadet distributor \\ a:; cit'
light ed with Bill's handling of his in
te rests and said so. It 's obvio u:; that 
loca l live talent is part of a ('Ol1lllllllJi ty 
and in a natural position to develop 
loyalty and a sense uf being in touch 
to a degree not possible for I/f'twork 
or transcribed talent. 

The local aspect of th e personal 
touch obviously ha:; some quitp differ
ent advantages from this qualit ) in live 
net work or t ranserihed talent. 

Another aspect of it is the work it 
is poss ible to do with loca l dealers. 
F alstafT Beer. like so man) others, 
goes in strong ly fo r loca l spo rts. But 
a good sportscaster , as \\,f"ye said. is 
or can be. as muc h a part of the show 
as the cont'estants. A good exa mple is 
Ed Morgan. of KBON, Omaha . and 
what he is able to do fo r Falstaff be
cause he's a personalti y to Omaha 
sports fans . 

BON sports Interest in broadcasts of local 
sports is intense in many areas 
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W J8K disk jockeys 

Ed .\ 'Iorgan has don e the pia) -II). 
pia) reports for Falstaff si llet' tilt' 
\Yestern Leag ue \\'a~ reorganized in 
1947, a nd fan" co nside r him part of 
the games. Ed and Kemp. the Falstaff 
Ci t) Sales t.lanager. get together and 
caIl on th ree to fi" e tavern s or retail 
outl ets ea<:h week th ro ugh out th,' hasp
ball s('aSOI1. 

The owner, or the bartend er, intro
duces them around, and they all talk 
sports. Don't thi nk that eve ry bod y 
im ' t proud to cht'w the :;ports fat with 
a sports figure like Ed \I o rgan. Fal. 
staff gets the c redit , and proprietors 
are naturally inclined to push that 
bepr. 

But Ed's public relations doesn 't end 
there. He's the princip le figure in ha lf 
a dozen civic promotions hacked by 
Falstaff during the seasoll. Even that 
isn't a ll . He's the spa rkplug of a n an
nua l spri ng basehaIl meeting held by 
KBO\- and attended by fa\:,taff sale::-
men and eXe<:'utiYes. He also averages 
fiv e salesmen and driver meetin gs 
through the season . 

Dealer con tacts are one of the most 
important contributions that local li ve 
talent are often in a position to make. 
The more of a " name" the talent is, 
the more val uah le he is in impressing 
retai l outlets. 

Talen t may become important mere
ly by being on the air. But one of the 
things th a t lwlps distingui!'h indh-idual 
tal ent is the off-the-a ir contac t h e main
tains with the public throu gh appear
ing at public event s and becoming 
identified with locn l ('ide projecl s. It 's 

Joe Gentile have a p lace in he arts (and 
of liste ners because their antics make friends 

part of the "plus" yahI{' of good local 
prog ramll1g. 

EYell news shows can- and do 
have th e personal tOllch, and man y 
loca l newscaster!' are better known a nd 
more highl ) respeeted ill their own 
listening area than famo us network 
names. Aside from personal qualities 
of voice and manner, th e b iggest secret 
of putting the personal touc h in to 
news shows is sim ply in getting in 
plen ty of local tOllches. That means 
havin g the shows lcrittell as well as 
{'(Iiterl a t the sta tion. I t means a certain 
amount of legwork and phone ca lls by 
sta tion people. It isn' t a lways possibl p 
for th e station to do a part of its own 
reporting. But where it is. th e result 
is a lway s ul1Jllista kab le. WWOe. for 
example. report s. writes, and rewri tes 
its o wn news. 

Another very important aspect of 
cOlllmunit) iden tification which add s 
to th e presti ge and accep ta nce of local 
ta lent is the way in which they often 
tak!' part individually in communit )" 
cultural activities. For example. Earl e 
Pudney \\ ho pIa) s the piano and spi ns 
disks five mornings a week uYer WGY, 
Schenectady, i~ ac ti,-e ill the Schenec
tady Ligh t Opera Company. He re
certl) directed the dral1la tics fo rtheir 
prod uction of " The ;\Iikado." 

\Iany loca l programs deliberatel) 
aim at a public sen-ice content which 
identifies not olll) th (' ta lent hut the 
prog ra m itself with th!' comll1uni t~- in 
a way peeuliar to local live prog rams . 
The majori ty of national spot ad,er-

(Please tllm to page ()..j.) 
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WE LCOME TO 

HA DAeO L 
CAR AY AN 

HADACOL HEAlTH fOR 
TH E WHOLE fAMILY 

UYtfIlSlIlu.y m. lllltu, 

~TYiNfin . 

ME RCHA N DIS ING by stat ions sti rs up popu lace NAMES like Burns & Allen go along on caravan 

Hadacol packs 'em in 
Sell •• to .. Dlldley LeBhlllc is Illaste .. of Illedicille-

111 •• 11 udve .. tising. Next )'e .... he'll Sltelld 

five Illillioll" JUlich of it 011 the •• i .. 

"f"hH"O' IJrfliu trust 'HIS '·fu'io. fh'If!JS '~'IOIl"-'1 !lIt' 

1. Advertising Director, Jack Rathbun, was manager of WCOA, WBSR, and KWEM 
2. General Manager, Richard L. Brown, was vice- president of Sofkin Compdny (Vick) 
3. Planning, Control Director, Mrs. M. M. Winters, was with Dalton Co., Baton Roug e 
4. Comptroller, Carl Low e , was accountant firm head in New Orleans 
S. General Sales Manager, ' W. E. Montgomery, was assistant to vice president of Lentheric 
6. Sales Promotion Manager, Sa muel Glueck, was with Frederic W. Ziv 
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Save up those Hadacol box 
tops ! 
If you're lucky, "Couzin" 

Dlld LeBlanc and his Hadacol Caravan 
ma y get to your town thi s time. Last 
summer, "Couzin" Dud put on a $500,-
000 show for the folks in 16 Southern 
c ities. By the time they finished buying 
}Iadacol from his fleet of 100 trucks, 
11(> had raked in $3.000.000. In 1951, 
that fl eet of 100 trucks "ill be follow ed 
b) a 40-car private train. just bulging 
with expensiv e moyie stars and hill
billy perform ers. This time it will he 
a five-w eek trip- two wf'eb longer 
than last summer 's <'aravan. 

Everythin g about Had acol is getting 
IJigger. 

In the past year the LeBlanc Cor
poration . makers uf the musty brown 
tOllic, have sold oyer $17.000.000 
worth in 25 st a tes. Their advertising 
budget fo r 1951 is a staggering $5.-
000.000. And a fat slice of that is ear
marked for expansi oll into \forthem 
markets. Ohio and ;\lichigan have al
rf' ad y sU('ClIlllhed to the tasty " dietary 
supplement" (e nli\'e lled by a 127c al · 
cflho\ COli tent " to preserve the vita
mins") . Hadaco]'s targets for th(' ~e\\' 
Year : ~f' \\ York. Philadelphi a, Chi ca
go. oth er large \' orthem cit ies. 

How did Hadacol ge t that way ? 
Senator Dudlf'Y LeBi a Ill:. Louisiana's 
modern lIlillion-dollar medic ine man. 
i~ th e ans\\ er. He's borrowed eyery 
trick of showmanship practiced by the 
old horse-drawn patent ton ic salesman. 
drf's sed them in l1lod ern r1 othes. and 
add ed a few they ne\'er hea rd of. One 
of the most potent additioJls has bef'lI 
the use of saturation annOlElcement 
campaigns on radio. '-Couzin" Dud 
learned about radio at tllf' ver) begin
ning, got hi s first rf'al start hy plunk
ing a big chunk of his shoestri ng into 
il. IIf"S bef'11 huying schedules e\,er 

SPONSOR 



I NO GIMMICK NEGLECTED, kids get premiums 

since until. at latcst COUllt. he i:" u!' ing 
576 sta ti ons. Hadio remains the king. 
pin ill LeBlanc's success ful prolllotioll 
formula. 

Although Hadacol is probabl y OIl C 

of the most sensationall y s ucc('~~ful 
tonics. it's not the first to go 0\ er big 
Ly any means. Tonics that reputcdl) 
cure everything from colds to ca n:;ino
ma are a n old instituti on. Hea lth from 
a bottle, especiall) wh ell th e trcatm ent 
is so pleasant. has alwa) s fo und en
thusiastic users-espcciall y in r ural 
a reas of th e South. In 1949. tOlli c
makers took in about $43.977.000. 
These millions were spf' nt ill p urch ases 
of 80c to $1.25 each, on produc t;; exot
ically labeled Atwood's Bitters, 55S, 
Perul/a, Dr. Pierce's TOl/ic, A llel1ru 
and Crove's Chill TOllic. 

Each of th ese miraculOlls potions 
may at one time have titillated th e im
agination of eage r tonic sippers, notor
ious for their wavering a ll egiance to 
any particul ar brand. After a bright 
honeymoon of staggering sa les. each 
tonic in turn settl ed cl own to a re la
tively fJuiet old-age. 

Will the same life-cycle o f vi ril e 
you th and a doddering decline ma rk 
Hadacol's trai l ? 1\'o t if Senato r Dud· 
ley 1. LeBlanc, Hadacol's found er and 
president. has a promot ional g immic k 
left. Known everywhe re as a modern 
million-dollar medi cine ma ll. Sena tor 
LeBlanc has ::,old over 15,000.000 b ot
tles of Hadacol this yea r. Most were 
th e $1.25 economy-size bottl es; th e res t 
were famil) -sized bo ttl f'~ sel ling fo r 
$350. 

Medicine-making and promotion arf' 
hardly new to " Couzin" Dud . Bf'fore 
World War II, he had checkf'd out of 
:] burial illsurance schellle with $150.-
000 in cash. After droppillg $50.000 
of it in the stock Illarke t. th e ~ enator 

(Please tllrn to page 40 ) 

Radio announce ments herald H adacol task force ~ 
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NI -day 
for sponsors 

Fr~~ ~nt~rpris~ nut)' soon be only thing 

left to s(lOlI. And wh)' not s~1I just th.tt? 

·PC'l¥"f' ..... l!fl Dur ing tiH' la;;;t war. hralld 
~~!1lllIiII!i:l!;j huildin g was tlH' ba~ic ob

jedi\ e of man) sponsor" who had 
littl«:> to sell. In the c risi s period ah ead. 
brand huildillg rema in s importallt. hut 

" pon:o;or" are al"u figh t ing for thp 
ri~h t t() hal '£> a !nanrl. 

:-\ poll :-o rs are aduall) more deep l) 
aw l direetl) illvolved in the h a llh~ 

against COllIlII Ullislll tlran hu silwssmen 
ha\" «:> eyer I)ee n in an) oth e r war peri
od. Tlri" time it-!' not just on e lIation 
:- trugg ling aga inst ano ther: a war of 
lif!' ([nrl a \\ay of doing hus ilH'sS is 
pi ll ed aga ill st all !'lItir!''' di!Tpr<'nt S\5'-

1('nl. 

Advprli"crs Ira\ p recog llized thi" hy 
;, upporting til<' Adn' rti:-illg Co ullci l in 
its calJlpaig lls to strC' lI g tiwll fa ith in 
til<' A IlWriea ll c("ollomi c' .... \ ste m. Th(') 
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Right: Last time, stars went 
to war. Shows, too, can 
be geared for battle, with 
sponsors as we ll as govern
ment telling America's story 

Left: Victory Garden pro
motion is step in right di
recti on. But sponsors can 
do more with full program .. /" 

have d onated val uabl e ("ulllnwrc ial 

time to lI1es"ages whic h tell th e stor~ 

o f America ll producti on. But SPO:'.'SOH 

Iwli e\'es adv«:>rti sers sh ou ld go much 
fur ther. FlllI -l«:>ngth p rugrams as well 
as ('o mlll e re ials sh o uld be mobilized 
for \\ ar. 

Radio, and in rec 'ent ) ea rs, tele\'i· 

"io ll ha\'e Iwen a majOl force in "ell
illg goo ds. The p()\rer of th e spoken 

\\ ord a nd the moving image are ob
vio us to e \ e r v bus in ess man. \'\'11) n ot. 
th erefure. ("oll\'e rt thi s same pow C' r for 
u!'(' in husin ess' own hallie for :-un' i

\ a l again:-t Comlll llni"ll1 ? 
Alrpady. :o;olJle com pallies which a d 

\er ti s«:> products overseas haH' joi ned 
tl)(' hallie of id C' as by urg ing that c iti 
ze ns of otlwr coulltrie" listen to tlH' 
\'oi ce of Allwri ('a: and I,,· carry ing 011 

.. . ... , • t 
, -

campaigns of their 0 \\ II to spi ke Com
m uni st propa~all(la lie,; . \'o\\' husin f'ss 

has all opportunit ) to he th e ''y'oice'' 

o f America within this countr) by 
mohi lizing: spo nsor«:>d prog raming. 

This i:"Il ' t to sugges t that th e Boh 
Hopp" and Jac k Bennys should Iw 
dropped in fa\ 'o r of ~omher doc umen
ta rie:- o r instruction hou r" in the ar t 
of donlling a gas ma,..k. The na ' ion 
\\' ill need its romedia n,; an d enter
ta il lPrs more than ('\'e1' as the re geb 
to he less a nd Jess If' ft to lau gh about. 
But. to th e p resen t struc ture o f pro
gral1ling, sponsors lIIi g ht add spt'ciaJ
ized cri~i",-peri ocl sho\\~. 

S nppose ) nu w('re th l' a d \'e rtising 
manager of an industrial c'ompan~' 

with littlp to se ll to ' on:-UIIH'r,;. but a 
dpsirp to keep th e bra nd nalllc ali\'e. 
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You mi ght decide to bu) a :'\) Illphon) 
hour for its prpstige value and natural 
harmon) with high-ton ed public-sprv 
ice messagps_ A more useful approach 
would 1)(' to forgpt the high-t oiled 
messages and the prpstige " ehicie a nd 
build a show that was all \\"ar. ~omp 

suggestions: 
1. A dramatic program with a 

" why we' re fightill g" tlwme. 
2. A dramatized and slick. ye t fac

tual. educational show with a differen t 
wartime s ubj ect each wppk. (A -bomb 
defense pointe rs; nutriti oll. e tc. I 

3. An inspirational fo rmat huilt 
around journalistic rpports of th p 
armanlf'nt alld ciyil defe nsp progress 
at points around the nation . 

Programs of this t) pe will undouht
pdly be turnpcl out by gO\'e rnnwnt 
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script writNs. But wh ) "ait for 
tlwm ? '·Vilo. after all. ca n do a hett er 
job o f te lling this country's story than 
husinessnlf'n \\ ho are at the (,pntpr of 

th e battle? 
Here's tilt' way a " \,\' 11\' we fi ght " 

se ries of dramas on frpe ente rprise 
mighl iJp "orkf'c1 out. 

The primary ohjecti\'p of "uch a 
~eries wuuld 1)(' to continuall) refresh 
tlw fai th of listellers in basic AnlPri('an 
p rinciples. One approach would i)(' 
through tlw SUlTPSS stories of sma ll 
and largp busin essnlPn. A drallla. 
e ither 011 radio or tele\ision. lIIight 
pick out a storekeplw r one week: a 
manufacturer th e next. TIIP storips 
would have one moral: tlw opportu
nity that still ('xists in America for 
gptting alwad through hard work and 

personal initiatiye. 
On p pitfall ill thi s a pproach is gloss

in g o \'el' tilt' truth and wrapping pae h 
story in the kind uf suga r and corn 
coatillg that ha s characterized much of 
" f rpe entprpri se" advN tising_ As F or

tune pointpd out. in a notablp sp rips of 
a rtidps O il lIlt' attprnpls of \msi ness 10 

"communicatp" with th e nation at 
largp_ ()\ e r - ,geIl Praliz('d ~tere()types 

make poor salpSllwn o f ideas. Badi o 
a lld t e l e\' i~i on. wit h tl lP i r in t i mat e a p
I)('al. should II ot b(' uSf'd for Inne 
pOf'ms about some III) thiea l lI1am 
street that newr really exi~ted for 
anyo lI P. 

S uppo~e. th oug h_ Ill<It ) our drallla
ti st5 workpcl from real life. YOll pick 
out a g ro(,p r ill Po rtland. ;\Iaine. and 

( Pleas(' tum to pa{!.c i l) I 

27 



Popular conceptio n of agency higher
ups goe s something like this. For a 
sifting of faet from fictio n, see text 

28 

The glamonr boys of 
bigtime advertising 

T llP bus iJless m pn who 
sponsor )It'i\\'ork e nte rtain

ments a nd spot ca mpai g ns arf' often 
si tuatpu in far-ofT arc[!~. Hemote from, 
but pve r curious abo ut, th e advertising 
agen cies ccntpred in :\ipw Yurk and 
Chicago. th ese potent businpss men 
IrpC]uent ly hea l'. a lon,g with pvcry hod y 
e1sp. a gO(ld deal o f dlitchat co ncern
ing colorful fi g ures of big to wn , big
lime ad\,p rti si n g. A ccordi ng ly \\llPJ/ 
th ey visit the fi rst an d :'« -cond largcs t 
('i t ie:,< of thp counlr y they have a hu
man , a,: Well as a straig ht industrial , 
interest in obsening for the rnsf' lv<'s 
",hat manner of tTeutures go hy Ihe 
llame of president. vice presi dent. ae-

count supervisor, t inwLuy er and so on. 
Probably thpy would gen{· rally agrpe, 
and they co uld lHmll :' a ctiypl y den y, 
that ageJl cy n lP li as , I brped arc razor
keen . But it is nut t!lPir int ellpctual 
hu t th f'i r beha\'iour tra its that prove 
fasci n a ting. 

It is because o f thi .; inhe rent inter
est in the agpnc), celclJl'it) that spa!\" · 

SOH herp \\"ith o ff f' I'S a :'< lIla ll conduc ted 
tOllr for purposes of tdi lllfJsing the spp
cie,: ill it ::- natin' habit:1L ,\falurally n o 
s\\('<'ping gelleralili e;-; will stand. Agen
cics \,[try e normoll sly in s ize and illl
porlancf' anrl in thf'i r mdi\'idual re la
tionship 10 radio/ TV accounts. I t 
wo uld he equally mis leading to picture 
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'his is ,vltat agency .... ass a .. e 

.. eally like. Fa .... lous, luat 

often ha .. d wo .. h:illg 

all bigtime adve rti s ing m e n as g la m

our boys. They are 11Ot. Some go 
\\h olf' <lays without utter in g a single 
wisecrack. 1\or will an y well-informed 
person suppose th at th ose who are 
glamour boys ref'king of c hic ill any 
wise escape a full joh, alld more. of 
work. As we sha ll strcss. g la mour of 
itself is nf'Yf'r f' noug h. 

It is truf' e noug h that the g lamour 
boys usuall y look the part and can Iw 
I'f'<'ognized on sight h .. the c ut o f tl1Pir 
clothes. Thf'\ are t a il un,d to out-Es
quire Esquire. SOllletiJl1Ps th e two
vellt jacket tells the tale . Sometil1les 
til<' ove r-size c upi(r,,-b,) \\' c ufflinks. In 
"The Huc ksters" it was hand-painted 
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neckties. Hig ht herc fact en ds and fi c
tion hegins. \Ve've checked the sho p 
in New York wh ich deals in these 
signed-by- the-a rti s t neckties re tailing 
for $20- 30-S40-S()0 alld it does not 
appear that a(hllell are evell visihle. 
l1Iuch less conspicuous. a mong th c <'us' 
tOlll e rs . Instea d th e hup'rs of class) 
cravats turn o ut to lIe film stars , galll
hiers, po liticia ns, prornotPrs, t1wa tr ica l 
producf'rs, orch estn1 leadp rs, c rooners. 

alld Long b.l and pia) ho~ s su ppo rted 
hy trust f IInds. 

Our resf'a re h d oes su pport the belie f 
that man) of th e agcnt') gla mo u r bo) s 
livc lig ht -yea rs bc)'o lld the ir means. 
Th('~' c\pff'nd their extrmagancc as nec' 
essary s tag e' sellillg in th e drama of 
getting 0 11. One reqlliref:> a ho rne mag
netic for big deak One s houlu illl
pre,.;s illlportallt men la nd tll e ir illl
jlorta nt wiv('s ) for thi s Illay hplp swing 
tlwL "big hreak" accoll nt. The gracious 
pastures outside New York and Chi 
ca go are dotted with still youngish ad
m en lordin g it on' r 25 roOI11S and a 
badminto n ('ourt which th ey can af
ford like Cos ta [{ica (:aJ l afford a bat
tleship. 

But don't mis unde rstand th t' big \' il
la in the suburbs. fhe g uy wh o li ves 
th ere may work l ·t h ours a d ay. He 
ma y he a c hattel s l a\'~ to a plans boa I'd 
th e forem an o f a gang of timebu yers 
forever s weating out schedul es. He 
h)oks mo re prospelous than he is. 
Give" 10 minutes LIndeI' the harb e r's 
ultra-vi o lct lamp he looks healthier 
than he is. Not e \'e rybody would work 
his hours. or li\'e with tl1l' frustratiolls 
he lives with . 

\fo mat\pr what the colorful tail'S 
:;.uggpst, agen cy work is invariabl y 
hard work. Th e surrounding terrain is 
s trewn with the hl ~ached bones of 
g lamour boys who Wt~re in th e kno\\' , 
an d the Socia l Begistel , but couldn ' t 
d raw watpr o r cut tilllber in ad ,'pr

tlslIlg ter llls. They \\ ere ruthless ly 

droppp(l. Pro fessiona l c ompetpllce is 
the fir s t law o f agency survival. Anu 
that 's a good thing llC\'er to forget. 

Wh er e does myth ~n d a nd fact beg ill 
ao' to thp " h a rd drinking" of a g~ncy 
person nI'l ? This is ;.J. dplicate theme, 
but one th at is mu~h disc ussed. Cpr

ta inly two-fisted g uz,d ers n1<1y b e IIIet 
up with in half a oozen ;\Ianhntta n 
boitps and as man )' north of the bridge 
in Chicago. E,'ell so tl1Pre is more ro
mance th a n real it y i" the gos .. i p y IlLl 

Iwar and tl1I' novpls ) on read. a nd for 
th e silllpl(>st of rea;;ons : no matt er 
wlwrp they were th(~ night he forp, ad
",en Illust han' th eir fer' t on the g round 

and their eyes on th e sales graphs in 
the m orning. It goes arrow-straigh t to 
the basic law of IJr,)fcs':iona l compe
tence. In ad\'ertis in g <r~ ill any other 
reputable profession or line, personal 
charac ter, in the bro:ldest sense, is the 
key to prestige and prolllotion. 

;\l a,,~ all ad\'crti,.;ing agency took 
" The lIucbters" 11I0,; t serious ly . Char
a('\eristi ca ll ~· th p cOlIscrvati\'p adm('n 
hccall\e lI\ore ('onser\'ati\'c. Evpn the 
gadabouts exhib it ed f:.(lllle di,:c retion. 
It was about this tillle that certai n o ut
of-distri c t sa loons bq;an to be pop uLrr 
as hideaways. A t le:lst. a .. they fig
IIn' d it, tlw), were avoidi ng the danger
OllS cOlI\pany of actrCS!3es. o fT-dut y o r
c hestra leaders, photo,!?'raphers' modpl~, 
an d newspaper ('01 urlllll :, t s. One of the 
q ui eter ad shops a t the tinl(' passed 
word to its s taff tlr a t any em plo) e 
c:aug ht loadillg m arlillis a t luncheo" 
would he fired. '\'oontillle a dditi on wa::; 
to be intPl'prp\!,d as cold proof of booz

ing. 
Sol)f'r opinion in th l.'! advertisillg pro

fession fplt that "The H llckster s" sin
gled out a few cc(,entric c h a rac ters aIHI 
by- passed the myriads d :,oerious cra ft s
men. To rei terate: nei tlre r printpd nor 
broadcast a dvprti sing can be pla nned . 
crea ted , orden>(1. "hccked. adminis

ten~d. ami put on the road b y g UYS or 
ga ls 2'roaning with h ango,'e r and toss

in g n-l pills into th e ir mouths likp so 
milch popcorn. Th a t is ca ricature. 

Sti ll therp was a:rd is no d elwing 
that the d emands of a caree r in big
tillle. bi2' t OWII ad\'!'r ti'-in g oftpfl nro
duce ne rve strain awl ment a l drain 
conduci\'e to stollladl ulcers a nd h\')('r
lensive warnin gs. A II appreciahlp nnlll

h er of Drolllinpnt admen h n"p droDped 
dpad in their forties nlHl fifties. A larg
e r c ontingent llllo o uht edh' sepk rplease 
frolll IHpSSlirp in th e "l1nposed calm of 
th e hattie. When ;1 Chi('a2'o radio sta
tion installed a trained nu l's!' and OX\' 

gen tent 3" standard p(1uiplllpnt. thp 

gag around town was that thesp serv
ices were foJ' th e ('a I ,' and r e\·i\,al of 
tinlP salpslllpn r educpd to the "cream
il)!!' IlPp11('p ieebi es In' constant frater
ni7<1 1ion with ac{'o un t expclltin's. 

Tlwrp is <llIothe r noi nt of view about 
.-II this. \'\' ("re nuoti 'lP' flOW a ~.sO.OOO

a-vea r COlW wiza rd. "Look. thp\' a re 
h i ~ h - JlO\\'p l·pd gU \'s . T he , do even '
thin !! hard . in (' ludin g nla\'. Yo u dOIl't 
11t>f'rl all" ela hornte n ... "( h olng ieal diag
noses. The\' puh cra \\ 1 "hen thp mood 
o \'c rtakes them hcca ll "e t}lPY wa nt to 
<lnd ('nim' it ,'l nd not hC G<l ll se alW con
ditions in tllPir hu"ilH':'s life fo rcp tilPm 

(Plral'(' tllrn to /)(lge ,) I ) 
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lIal"'~ HI'nnell. Jr •• unlil rcel'ntl~ :lIhl>rli ... ing m:nwger of Jelke Good 

I.lu·k }Iargari n l' :IIul fornw r PrtH'ler & (;;IIl1l1le a('eounl t' X(' l'ulhe al 

Com ploll Ad\l'J'li .ing "II' .. hdi t> \I· ... Ihal margarille t'o lllpanil'''' (':111 Illultiply 

Ilw ir ... all· ... L~ u-ing hanJ-hitting :lIhl·rl i ... ing and mert'h:II11Ii~ing laclit· .•. 

For delail ... "'{'I' 11'''1. IIi ... p !lIJl. ill "'1"l1mar~. follow ... : 

I. In'I' ... 1 815.000.000 o,cr a fOllr-~I':Jr Iwriod. planllillg 10 IlIlild markel 

h~ m:J rkl'l 

2. Slarl in eal'h m:nk.'1 h~ di ... lriLllling ,..ampll'''' 

:1. LH' a radiu ca mpaign of no \to,.,,. Ihan 1:; annOJlnCI'nwnl,.. a ,H·l·k 10 

l'OitWitit- wilh ... ampling 

I. Conlinul' radio annOllncl'J1l.·nl ... ~"ar-ro"nd along \\ilh hlack and whilt' 

:lIherli ... ing 

.~. (;0 lll'lwork e'I' ntuall~ 011 radio alld T\ . wilh "'1'01 10 fill gap ... 

Margarine has a problem 
Ilulustl-,' isu"t reu))inf,! bif,! ~elius uo,v thelt 

tux is deeul. Price deals eire 1l1ajo.- lU-Olliotiou 

TH E BIG FOUR 
IN MARGARINE 

This is what they do on air 
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getting feet wet 
in television 

Nucoa is e xper ime nting with " Pent· 
house Party," starring Betty Furness . 
Product gets little other a ir advertising 

I ' 
The great bat tl e bet ween 
the .\me rican Co \\ and th e 

fc rees of ch ell1i~ tr~ ha:, de\ eloped into 
little more than a Oa:,h in the milk 
pa il. :\I argar ine, bil1ed as a g reat 
('ume r o nce that old devi l Federal tax 
\\as li fted, isn't doing so \\" ell . 

:Sales a re runnin g on ly SS million 
pounds ah ead of la:;.t year thou gh 
there',.. no longer a na ti ona l tax on th e 
) ell o w product a nd onl) 15 states still 
ba\e a tax on colored magarine. Pro
ducer~ had expected to he 35 million 
pounds better o ff than they a re today : 
illdustry goal was a billiolJ pounds 
this year. hut sales are n o \\ running a t 
<1bout IJIS.000.000 pounds. 

S ignifica ntly. margarine ach ertisin g 
eflort:; lack many of th e e lem ent,.; 
\\ hich have made for :,u cce~s in oth er 
husines ", es appealing to th e same mar
ket. 

The s trateg) of 1I10st producers of 
low-cos t. fr equent-purchase househo!d 
product:... h as been to rei) on radio, 
Procto r &. Gamble. for exa mple, puts 
lrore th a n ha lf its afh-ertising budget 
il,to radio / T\. But the margarine in· 
dustry, a SPOi'\SOR sun ey indicates, re
lies mure heayily on giyeaways and 
tra de allowances to retailers th an on 
hard-selling advertising to housewi\'e~. 
(Sai d one industry c ritic : " You can't 
louild a business on price c utting .") 

After the li fting of th e Federal tax 

biggest 
network effort 

Parkay shares " Great Gildersleeve ,' 
with other Kraft products, also ge~ 
plugs on "The Falcon" (both NBC 
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on pre-colored margarine on 1 luly, 
ma ny an outsider had anticipated all 
a ll -out drive for new customers. :\'0 
such fire\\ orks developed. Thi:-; wa~ 

lIOt surpri~ing to those doser to th t' 
ind ustry wlro kilt'\\' that: 

( 1) Margarine top bras ," ha\'(' hat
tIed so long 011 the political frollt that 
their th inking is not always in tunp 
wi th the problellls of hrand ~elling. 

(2) Some prmluct'rs show signs of 
~t:ttus quo thinkillg. (One eX('l'utive of 
a ma rgarine firtn told SPOi\SOH: -'1 
think we've tapped our natural market 
and th at's about as far as we ca n go." ) 

( 3) Margarinp now faces g reater ob
stacles than are usual for evell a sub
s titute product. Though the re are 
mi ll ioll of housewives who have ne\pr 
tried margarille as a table spread. the 
prod uc t has been known to these sanw 
consumers hy reputatioll for on'r 30 
) ears. You havc herp a "itua tioll ('0/11-

bining prejudice against tht> ulltri ed 
and the stigma attached to a tradition 
a lly low-cost suhst it ute. 

Can margarine lick th ese obstacles? 
One advertising exec uti\ e with close 

persona l kno\dedge of the margarine 
ind ustry's troubles and pro"pec!s says 
yes. Harry Bennett , Jr.. until rt'ct'ntly 
advertising manager of J elke Good 
Luck Margarine and for nine years 
( J 937 -1 9-l-() ) P &: G accou nt execut he 
at the Comptoll agenc y, belieyes thdt 

... BUY ... 

BLUEBONNET 
MARGARINE 

any olle of tI lt' th ree doz('n odd mal'
garine companies can expa nd at the 
eXIJPllse of competitors through ag
gressi\'e promotions: that tlw Illarga J'

illP indu:-;tr) as a wh ole ('a n c ut into 
lJUtte r's present two to OIW su perio ri t y. 
all thp record, otlwr lIIargarinc peop le 
agree. 

Bennett poillts to tlH'se fav orable 
factors: 

( 1 ) The price of butter is lIIore 
thall double that of lIIargarilH'. 

(2) Tlw nutritional nrlw' i~ pqual 
to buttcr. 

(3) \Ian ) consulllers adually re
p(}rt tlrat th ey find I/O difTPrenc(' /11 

taste between margarine and hutter. 
Bpnnett "elipves that a heads- up. 

aggressi\'e cam paigll. using radio/ TV 
pxten ~i\'t' I) , ('o uld meun doubled and rt'
doubled sales for any margarine ("O/1l

pallY. Ht' has a "pecifie program. to 
IJc outlined further oil in thi~ article. 
nl/t, fir~t, ht're'~ a picture of ll1<1rgar
ille industry advertising as a wholp. 

The Big Four in the margarine field 
are Standard Brands (BIue Bonnet ), 
Bes t Foods (\' lI('oal ,Swift (AI\';weetl 
a nd Kraft ( Parka) ). Theil ('ome Glid
den (Durkee) and Le\'er Bruther~ 

(Good Luck ). It is es tinwted that 
Blue Bonnet and :\ ucoa sales are both 
ahout lOO,OOO,OOO pounds a year \\ hill' 
Allswept ami Parka~ run alJOut 7S,. 
000.000. a year. Among tIlt' ~O or so 

biggest margarine 
air advertiser 

Blue Bonnet puts over quarter of 
its budget into spot radio, uses 
consistent a pproach to it s effort 

network segment plus 
irregular spot radio 
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Prestige plugs for Jelk e use Milton Cross 

margarine producers in the <.:o untr~ , 
:\liami an d ~lrs. FilllPrt',. are ~trong 
Oil a sectiol/al basis. 

Througho ut. the industry. putting 
price prolllotion ahead of brand loyal 
t) is the !'otrat('gy. Instead of building 
bralld 10) alt) through advertising, 
Ilturgmine people s tre .. " pri('(' co nces
sions to retailers and ( ·o n s ulller~ . 

Industry sou rces estimatpd that per
haps one of the three pro motiollal pen
nies 011 a pOllnd goes into straight 
advertisin g. j\fpwsIH'Iwr supplement.. 
and th e magazi nes, particularl) th(> 
\\ omen's spnice puldicatiol1~ \\ hplp the 
marga rine adverti:·wrs use color page" 

(Please IlIrn 10 page (0) 

Allsweet has once -a ·week, IS-minute segment 
of "Breakfast Club." Rest of radio money' goes 
to off-again, on-again spot radio messages 
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'ley to program costs 
I 
'lake differenee bet\veen s Olall and I .. r~e :lIuli(· .. e e 

diUni. His ability to write helievahle 
dialogue and create rational ituatiolls, 
is one of the most important factors in 
building audience. Moreover, by diHt 
of TV knowhow, a good writer call 
save money for the advertiser by turn
ing out a story whieh can h(' told with 
all economi<'al number of Sl'ts. 

Unfortunately, the importance of TV 
writers hasn't always tlf'en recognized. 
iVIany a play's gone on the air, doom('d 
bdorehand to poor ac('cptallce beeausp 
the script just didn't ha\'e it. ylan} an 
advertiser's paid heavily for talellt, 
scenery. props, all to put on a play 
hought for peanuts. But thi s is a trend 
that's on its way out. 

Advertisers a;ld agen('ie~ are learn
ing to appreciate the full vahw of a 

good story in stirring up the kind uf 
pleasurab le emotions that attract morf' 
viewers-and lowers the ('ost per dol
lar. They've gone through experiences 
like the ones to foll ow in this article 
which have proved thf' fI'lationship of 
good writing to su('ees:-;ful TV drama. 

IScene was finally written th is way, a t much 'o wer cost 
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"Cood acting and production ('an 
ellhance a TV play , help a weak one. 
but seldom save it. The material has 
to be right," says HBDO's Ed Roberts, 
televis ion script edi tor of Armstroflg's 
Circle Theatre (NBC-TV ) . aWe he
lieve that thc writer, as the source of 
onr matnial, is all-important." 

"Ciant movie I'creen:- and legitimah' 
~tage settings don't have th(' same inti
mate illusion." add:- Ira Avery, BI3DO 
radio and TV s t or~' exe('uti\'('. 

Something happened not so long ago 
in "The First Formal," a play on Arm 
strong's Circle Theatre which illus
trates this point. 

The stor) cOllce fll ed the first rl'al 
date of a 14-year-old gi rl who had i>1'f'1l 
invited to a dallce. :vIother was for 
it, father- not as ready as mother to 
a('kllow led:re that their child was grow
ing up- was against it. 

The parent:; suffered a good deal of 
suspense wondering how the even illg 
was going. When the g irl fI'turned 
~afe and radiantly happy, father ~aid 
to mother, quite eon~cious of hi!" mas
culine insight, that th ey'o haW' to rl'
member their c hild wa!' no long('l a 

IJaby. 

This, of cO ll r!'-!". was tlw view nlOtlwr 
had held from the start. Tlw original 
script had mother speakin g a tag line 
that sounded fin e in the "read-through" 
rehearsal. But ('amera rehearsal IT · 

\caled that the lin(' didn't fit. The 
look mother ga\'e as she delivered thl' 
line was a ll she I)('cded to ('ol1\'e\' tilt' 
feplin g of what f'very mother kn ows. 

"This feel for diakgue that meshc!' 
lIicely with cha rader and action 
throu ghout a TY play is e5sellti al to 
telli IIg a story effectively:' sa \5 
BBDO's Ira Awr). It's an important 
part of the satisfact iOIl the viewe rs fed 
as the last scenl' fades out. 

TV is theatre. but it's also seen in intimate 
surroundings. That ma~es false notes stand out 

In the cxarnple giwn, tl1(' director 
and the ~tory edi to r, Iwfore cutting 
the tag line, tri ed to ge t 011(' that woulo 
1,Ipnd with ancl ('nhance the vi"ual im
pact of thp scene's end. But an~ thin t!. 
mothpr sa id a t the fadeout on ly weak· 
end tl1(' impact o f her look. 

Tlw important thin:r from the stand 
point of TY writing i:-; th at people. 
being generally \lion' aware of evpry
thing on a TV sneen. rea('t mort' 
sharply against dialogup that doesn't 
fit. Thi s obviously app lies to the whol e 
play. And while an ed ito r ('an do (or 
ha\'p the wriler do ) a certain amou nt 
or tightell illg and sharpening, he call't 
take over the writer's job and rewritp 
the play. Be",ides. not all pditors are 
writers. 

(C BS was su aware of the im]JortaIH'(' 
of matching dialogue to character and 
act ion that they interviewed hundred ,. 
of people for their new AlI10s &; An(h 
series before finding the actor!' thn 
felt would fit. In this ('a,.l', of ('ourSt', 
the characterizati ons were already cs
tabli shed in th e minds of millions of 
Amo::; .\ Andy radio failS, But it illus
trates the vital connl'('tion b('twem dia
loguf' and charadprizat ion -:0 impor
tant to TY writing. I 

This extra feeling of dO!'Plless. or 
rapport, of \ ie\\ ers with what's hap
pening on their li ving-room sneens 
make!" sound character - de\'elopment 
and logical JIlotivation relati\'ely mOTl' 
important ill winning and holding the 
sympath y of an aud ience than III 

movies, radio. or stage plays. 
( Please (urn to page 66 ) 
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The 
l.icked 1 •• lnel 
.IIIS" 'erS 
llir. lllcGllir~· 

:\ Ir. Sponso r, all 
whal k i d din g 
aside? That ti me
buyer a in -t kid 
ding! Of course, 
I'm sure tha t I'm 
not really a typi
cal timeb uyer; I 
might say I'm 
at ypical , si n c e 
they don 't usual-

Miss Pinkett /y trust these im-
porlant j obs to the di staff side of the 
profession. To beg in with, wh y didn' t 
anyon e tell me aho ut th is phase of ad
vert i~ ing when I was in my early 
youth ? 

I would Irave skipped over that pe
riod of want ing to be a nurse, teacher, 
or any of tire vocations one aspires to 
a :;; a chi ld, and I wo uld have also by
passf'd th o~e days I sIav('d as a copy
writer. magazine edi tor, etc. Such col
lege courses as Adv('f tis ing Techniques, 
P roclu r ti on , Typography , and Business 
P ractices would have heen suhst ituted 
by Order ing fro lll a Frellch 'Menu, 
Hangover Hemedies, Broken Field 
Bunni ng, Desk Vault ing, and How to 
K('ep Business fro lll Becoming a P lea
sure. 

H aving: comhined tilllcbuying with 
sP2cciJuy in g. th err' is all indist inguisll
ablc mergpr sOlllewlH're along the lille 
for me, and furthermore, it mea ns 
m ore lunclwon ami cucktail cngagt'
mcnts than being a timehuyer ('wlu· 
sively. J llave a real choice. 

Now yo u se'e, s ince thcsc arr the pn~

ya ilin~ conditi ons, I ' m in favor o f hav-
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. 
lUr. Spo,.,sor a,sl.s ••• 

' " its hut issu e S POIVSOn ran an art ie ' e e (flled " Confes
s ions of a lVe w Y ork tilll e b .. yer.~ ' I'" Iddding aside, to 
w'.at e.,·ten t does it reneet t imelJl. yi n~J c onditions as tI.ey 
re(fll y a r e? 

Joh n W. Mc Guire I Director of advertisi ng 
Anahist Co. Inc., Yonkers, N. Y. 

iJlg lII o re women enter the inner sanc
tum of tirnehuying and if you gather 
a round I shall tell you why. I hav e 
never had any di ffi culty coerc ing reps 
in to taking me to lunch , buying me a 
cocktail wh ile we discussed facts and/ 
or fi gures, or even " What are you do
ing tonigh t?" 

.:vIr. Sponso r, the only difference be
tween th e author of " Confessions of a 
timebuyer " and me is the fact th at 111y 
ma gazine and stati on reps enjoy being 
badgered, bullied, and taken over the 
hurdles. Why, they never had it so 
good! And what's more, they a re al
ways cove red if anyone says_ " Who 
was that blonde I saw yo u with last 
ni ght ? " They can always say , " Th at 
was no blonde, that was a timebu yer:' 

However, this is all pa rt of the game 
an d I'm sure that neither side would 
wa nt it an y different. Th e cli ent has 
set up these r ules, and since he pays 
the piper, we must all dan ce th ose steps 
tha t Arthur Murray never taught an) 
of us. When he wants to kn ow ho\\ 
many radio sets th ere are in Asht abula, 
he wants to kn ow! As last issue's writ 
er pointed out , there are several meth
ods by which we may secure thi s in
formation. I, too. favor the one where 
you call the station reps abo ut 11 :30 
in the mornin g. T his always leads to 
lunch and more facts and / or fi gures. 
,My conscience never bothers me be
cause I feel the networks haw \\h olt' 
depar tments devoted to research and 
we must keep th em happy and busy. 
Yes, Mr. Sponso r, I'JII a fra ill Ih((l 
"confession " reall y does re flect tire wa~ 
the situati on works ... well. from III r 
l(lun ge cha ir a t the Colony. ,III) \\(1 ). 

All this hoop-(Ie-doo is absolutely 
necessary for the industr y. First of all, 
what well-heeled client is going to bu y 
tillle or space with h is fortune unless 
lIe !Ids a rea l good song and dance' 

fr em the age ncy? 'I'll(' agency in tu rn 
gives the needle to the reps. This whole 
raZZ-l1la -tazz might be reduced if cli 
en ts ever get over their suspicion of ad 
agencies and re:illly give them a free 
rein when it comes to media selection 
and ~ppro priati on disbursement. Thev 
are speciali sts, and if sponso rs have 
the right agency. they can do the j oh 
tha t's needed. Agencies want to make 
money, yes. but th ey also want sati",
fi ed clienb wh ose sales charts show a 
sha rp r ise as a resuIt of skillful and 
strategic maneU\'erin g. That's the only 
\\'ay an agency can stay in business. 
Don't worry. they'll do r ight by yo u
they have to! 

aIr , by the wa y, all o f this is gospel. 
1 have gained ] 0 pounds in th e last 
year to prove it. I am now going tn 
Lizz ie Arden to take them off, and I'm 
pay ing for it with the money I saved 
on lunches th is past year. All of which 
pr o\'e~ , cr ime does 1101 pay! 

l\h ss FRA~cEs B. PI :"< KETT 

Account Execulive 
Brandford Advertis ing fn c. 
Se-w r ork 

Mr. La ke 

What a mad p ix
ie! What with 
all that plottin !!; 
and planning and 
huffing and puff
ing I can well 
und('fstand that 
onr ex-timebuyer 
f r i e nd spell t 
hrea thlessly sleep
less nights wai t
iug for his alarm 

to propel hi", out of bed and into his 
agency. It \\a ~ such fun! 

Na turally , I can onl y talk from the 
chf'f'k side of th e luncheon tab le. I 'w 
cnjo>'ed lilY luncheo ns alHl, alt hough I 
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find Hoopers lie a bit heavil) on thp 
midsection , they do show up the hrigh! 
:"ide of the statioll under di~cu~~ion. 

I admit I've tried to do it painlessly , 
~ Iipping them in under th e guise of a 
ridl sauce or secreted in a lump of 
sugar. Sometimes we ne\'er do get 
around to ta lking l'adio- I feel 1'111 a 
free man- hut \\hen we do I hope l' lII 
not twisting any arms wlien I insi,,: 
the subj ec t is unly s !i ~htl) warmed 
over. 

Luncheon~ are \\ here we sometimes 
find a fri end, get to know each other 
better and all that sort of thing. After 
all , the A BC o f the pitch is to be be
lieved. TimelJUyers still cut some of 
tile verbal pitches they r eceive about 
ill half but there reall y isn' t tillle for 
bl ue-~ky stuff any more. Too man y sit
uations, too man y re!'ea rch require
ments, too man y clients grabbing for 
the same time. It 's s impl y a case of 
win. draw. or lose. Luncheons don' t 
ncate sales, but they do help ro und 
out the bu) er 's kn owled ge of a proh
lem. 

From my side of the Gibson the 
luncheons are fun. '\;0 telephones to 
interrupt our yaks; no worried accouut 
execu tive frown s appea ring da rkly o\'er 
our shoulder through the open doo r
way. J really don ' t care if I'm a patsy 
pr not. I like good (;ompan y to go 
wi th good food and I find hu yers are 
all c ut of a generous patt ern. T heir 
friendly advke has often helped sharp
en or streamline our pre:'entations. 

As for dumping all the data 011 the 
fresh white table cloth and spilling a 
fair amo unt of common sense over the 
confusing mess. I agree. H ow else can 
a buyer make a decision? The accent 
is so often so underlined on ea r data 
we forget agencies are interes ted in 
sales. They are much more determiued 
than ever to get sales result s instead 
of simpl y trying to reach a large group 
of well-fed, complacellt ears. But the 
huyer's common sense o ft en overcomes 
these mountains of fac ts and he goes 
on to place schedules where they' ll get 
the desired results, J wouldn 't be at a ll 
surprised that this common sense was 
acquired through) ea rs of half-remem
bered facts on loca l success storie!' 
shrieked at him wildly by one of us 
pitchmen somewhere hetween the first 
Gibson and the last cup o f coffee. Wallt 
to have luneh ? 

FR EDERI C E. L."KI~ 
Th e Walker Co , 
New York 

I Please 111m 10 page 581 
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So what? 

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

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

for those who take advantage of them . 

Such as: a show calIed " Club 1300". WFBR -buil t 
and produced. FIRST in rating against every kind 
of opposition thrown at it for ten years-from net
work soap operas to giveaways! Another one called 
Shoppin' Fun. Another called Every Woman's 
Hour. Others like Morning in Maryland, the Bob 
Landers Show, Homemakers Harmonies and more 
... a lot more ... rate first with advertisers who 
want results. 

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

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

N
D'S PIONEER 

MARYLA 
8ROAVCAST 

STATION! 

ABC BASIC NETWORK • 5000 WATTS IN BALTIMORE, MD. 

REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 
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DRUG STORE 

.\CE \l C Y : Di rt>ct 

L\P:-;l LE C \~E H1:-,TO IH : T his d rugs tor e Iud lI e vel 

used mdio IIPfore. Th ey tll rned to IV\A X. eiiTl/illated 
hcndhills anrl dire t III ail . Th eir fOllr-da y on e-cen t sale 
exceeded dl prez'iou s olle-cent sales by 1,') ' ; _ It produ(,ed 
S-LOOn in rl'la:1 sales fo r :3200 spent 01/ (1I11l0 Iln CellleTlts. 
Fu rther figure In eal-dolt'll slwu's tha t each fi ve cents 
spl'nl 011 radio resulted ill a do //ar re{:1111 ill direcl sales 
l olulll e. tp' ith 1IIore .\tocl ... sale., Il ouid ha ve beell g reater . 

W\ .-\ \ . 't ankton . ..:, . n. PROCH \\1 : .\nnollnct> ment ,., 

RADI O 
RES UL TS 

USED CIiRS 

SPO:"lSOR: Olin's, Inc .\CE:"l CY: Dir t'ct 

CAI':-;lILE CASE HISTORY: Olill's started /l'ith a 1II0nlh

Iy radio expenditure of a thousalld dol/Ill S; SOOIl upped 
it to $5,500 a montli. JIlith virtually 110 other lII edia used, 
results are e(lsily traceable. 011 Labor Day weekend, 
Olill's sold 40 cars; lIearest cOlT/pet itor sold fivl'. Bigg est 
sales u'ee'i' : 3:~8 carS- Tl/ore , ((ccordin p, to Olill 's. thall 
all other ilJiami d ealers COlli billed. Spon sor uses partici

ratioll s 011 about lO 5/;0U'S Oil a rotatill g iJasis. 

W\I1E. \Iiami PHOCHA \I: Parti r ipation on 
varioll'; ~how . 

aUTO SERVICE 

":'PO;-.JSOH: Colf'lIIall St>rviC'c Statioll .,\GENC't: n:rpct 

CAI'S [J LI~ CA SE HI:-;TORY: ColeTl/all W (! S faced with the 

Ilro/JIelll of Tl, /Juildillg tradf> ill a lIe/l' {(1('alion fO//(J/vill g 

a <JO-day 1(1[;o r strike. The IJI'ev iou s OWIICf averaged 
1 (J.{)()O gallon s uf gas so/(/ 1II0llthly . The mliwrti8l'r Illrned 
to 1\ PAC as his ol/Iy lIIediulII usill g a [.')-lIIillllte momillg 

TIIusic show, th e Conloll Baxter ~ho\\. With two quar 
ter-hours weekly 1$2,') OIIl'-tilTle rate) gasoline sail'S 
jUlllped to 2:3,O()() gal/oil:; fir st Tl/ollth: 27,000 the second. 

KPAC, Port Artllllr, T.·x. I'HOC RA:'Il: C ,)rt\oll Uaxt Pf S how 

CIiKE 

~\'ONSOR: Grant 's Bakery ACEJ\CY: Direct 

CAPSlILE CA~L "'.';;TORY : Thisbakeryregularlysched

uled all Oil-the-hour, five-mil/ute lIeu'scast. On one of their 
mornin g lIeU'scasts, a special "Lady Orchid" cake was 
oeered . . Yo price was lIIelltioned alld no other advertising 
u'as u sed (cake sold for 99c). The bakery, using three 
L5·secol/ll cOllllllercials, received 2,500 orders; they could 
only fill 1.C)OO. Time cost to the sponsor /t'as $61. Gross 
retum alT/oullted to $1.584. 

\\KRT. Cortland, 'I. Y. PROCRA:\l: :\t'wscaq 

TIlX LIiNDS 

~rO:"l~OR: Pacifi c T ax Land~ ACENCY: Coullselors 

C \PSL'LE CASE HI STORY: Th e com pall) offered delin

quent tWI: lallds for sale direct frolll the State of Cali
fomia. Their lIIediulll was blach:-al/(/-Iuhite lIewspaper 
a 'id lIIa gazine advertisillg at WI average cost of 45c to 
75(' per lead. They switched to radio annOUlIcelllellts. 
The oller: a Looh'let for 10c e.,plaining how lal/d could 
re I'll/chased frolll the state. ,Yow th e sponsor reports 
(III average cost of 8-11e per radio lead. 

KROW, Oakland PROCRA:'II: AnIlOllnCelllf'nt~ 

PLIITE GLIISS 

SPO:\SOR: Brandon C la~~ Co. 

I.APSlILE CASE IllSTORY : 

AGENCY: Direct 

Th e Brandon Glass COlll-
I any rUlls six allllOUllcements weeh'ly at 8:30 a.m. The 
approx imate cost is $25. The SPO II SO'- Folullteers this 
il/forlllatioll as an e.,-mlll'le of his broadcast advertising 
su.('cessS "A mall in a to wn 70 miles west of Brandon 

came to us ((I/(I Lought pla'e glass jor his store front to 
the valul' of $425. The purchaser had heard our an

nOllllcemcllt all the radio." 

CKX. Brandon. :'Ilanitoba PROG RAM: Announcements 

POPCORN·COOKIES 

:-;\,0:\501{: lI el llw\ l3akerie- AGENCY: Direct 

CAPS[ ILE CASE HISTORY: H elme's Il'{IlIted to increase 

IJIlsilless on the Pacific Coast. So, they bought a partiei
ration all the H()lI~ewi\'cs' Prot<x,tive League, a mid
aftem c oll shall'. Approxilllate cost was $~57.s0 Iveekly. 
The illlmediate result was all iI/crease ill popcorn sales 
frolll $2~7 to $ 1.1 5S per week. lJelTlle' s cookie sales shot 
11[1 from 300 dozen per week 10 11 ,494 dozen IOl'ekly. Spon 
.wr says radio tlid 1)('111'1' job than otlier merlia combined. 

KNX. Los Angples PI~OG RA M: HVlIsew ive~' Protectivp 
Leaglle 



willie wish has the pulling power 
of eight reindeer-
In fact if Willie were working for Santa 

he'd pull the sleigh by himself -

that's how powerful he is. 

So follow our advice -let Willie WISH pull 

your load in Indianapolis. 
For P. P . P:~':' see any Free and Peters Colonel. 

':<>:' (That's Pulling Power Proof) 

- - -

that powerful puller in Indianapolis . .. 

OF INDIANAPOLIS 

affiliated with AMERICAN BROADCASTING COMPANY 

GEORGE J . HIGGINS, General Manager 

FREE & PETERS, Notional Repre'~nta"ve, 
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KTLN:: .. 
DENVER 

coverage 
KTlN De nver is the masl pene · 
trating independent stalian in 
the a rea it serves. KTlN Denver 
is li stened 10 by 240,000 radio 
families dpily , 

sales potential 
KTlN Denver is heard in homes 
thaI spent $655,000,000 in reo 
toil sales in 1949 

year round audience 
KTlN Denver serves nol only 
Ihe cream of the Rocky Moun· 
loin area but the rich winter 
and summer ploy and vocation 
land. The Denver Convention 
and Visitors Bureau reports 
travel and resort spending in 
Colorado was $211,780,000 in 
1949. 

mail and phone pull 
KTlN Denver receives hundreds 
of Ihausonds of leiters and 
phone calls annually, Its Joe 
"Upsy Daisy" Flood program 
alone pulls over 4,000 phone 
calls weekly. 

results and cost 

so 

At a casl of $672, one promo· 
tion * pulled over 4,500 re
sponses which in lurn produced 
1,150 direcl sales totaling 
$11,569. 

'client nome & details on request. 

YOUR BEST BUY IS 
1000 Watts 

KTLN Denver 
the independenl slolian mosl often 
lislened 10 by Colorado h'ousewives 

for availabilities wire, phone or write 
Radio Re presentatives, Inc. or 

Ne w York , Chica go, John Buchanon 
Los Ange les, Pork Lone Hotel 

San Francisco Denver 

KT[N 
DENVER 

Reader inquiries below were a nswered recent· 
Iy by S PONSOR's Research Dept. Answers 
are provided by phone or mail. Call MU. 
8-2772; write 510 Madison Ave., New York 22, N. Y. 

(!. " TIH're can w(' ohtain a lii't of <Hhertising agenCi('3, the account~ 
they haIull('. m](1 th(· nHmc:-; of the tilllehu~'ers? 

Radio station manager, Escanaba , jjirh. 

,\. \~ Te ~uggest you contact the .National Regi:,ter Publishing 
Company. 333 North Michigan A venue. Chicago. or 330 West 
·12"d Street. .N. Y. They puhli:,h the "Agency List of the Stand· 
ani Advertising I{egister" which contains the informat ion YOIl 
scek. 

(!. CUll ~'(l1l give u:-; the nanu'i' of any sponsors who have llsed their 

llewspapel' advertii'ements as a hasis for their TV commercials? 

Advert£sing agency, New York 

A. Hmrard Clothes has lIsed its label in it..; TV comlllerciah 
simultaneously with the same ad in newspapers. Horton's Ire 
Cream u~ed film cOlllmercial:-; on Dul\1ont's \VABD which were 
appea ring in 25 New York and :\ew Jersey newspapers (!"ee 
Roundup. p. 40.31 July 1950 SPONSOR). 

q. ~ot 10llg ago, tlie National Safety Council of til(' United States 

I'an a ",af('ty ('ampaign over 300 U. S. radio s tations. We'd like 

to I'un such a campaign 31HI would appre('iate any 3ssistanct' 

you ('an gin' liS. Radio station, Hamilton, Ontario 

q. 

A. The Natiollal Safety Council's main headquarters is at 425 
North :,\ITichigan Avenue, Chirago ]]. Their director of publicity. 
.Mr. Paul Jones, will he happy to supply you with details of their 
campaIgns. SPONSOR carried a brief account of WIP's safety 
campa igll in Roundup. ] 1 September 1950 issue. 

1)0 you haye any infol'lnation on nationally syndicated tran-

Radio station manager, Canton 

A. The program of the Mi:-;:-;ouri Synod of the Lutheran Church 
comc" under that rategory. The sponsor: Lutheran Laymen's 
League. Th eir agellcy, Gotham Advertising Company, 2 West 
45th Street , New York Ci ty, can give YOll more i"formation. 

q. lIem long hai' Haelio Hesults heen a 1'C'guhu' fe'atun' in SPON
SOH and how many ca p s llie casc historie", han' ~'ou puhlisheel'? 

Adv('f"tising agpnry resemcher, Chicago 

A. TIle Hadio l{e~lIlt:-; departmellt f1r::,l appeared ill the 13 
March 1950 issue. Since that time. and including this issue, 76 
capsule ease hi"torit:' :o; have been printed. 

c~. Call YUII gin' 11:-; tlH' lIanles of i'ome' "man-in-the-str(,et" progranls 
C'al ... iC'el hy ollt-of-town TY ",tation",'1 

Advertising agel/C)', Cincinnati 

A. Sidelmlk Interuiews, W/VIIC·TV , New Haven; Hoving Cam
eras. \VSPD·TV, Toledo: Sidel{'(Jlk Sllperintendent, \V AGA·TV, 
.\tlallta. Another program of a similar lIatme is Ship's Reporter 
currentl y llt'illg presented Oil :t~ stations in 33 ci ti es, and pro· 
duced by Flamingo Fillll:-; IIIc., 538 Fifth Avenlle, New York. 
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THE EDGAR AllAN POE SHRINE-

THE OLDEST BUILDING IN RICHMOND, VA. 

(~{lr· A llaJl Poe was {l m{lsteJ~ of mood 

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 in which he 

spent his childhood stands almost within 

sight of the Havens and Martin Stations, 

first in the Sou th. Poe would have thrilled 

to the magic appeal of the airwaves, 

its broad sweep of entertainment, 

its hold on its vast audience. Advertisers 

thrill to the effectiveness of 

vVTVR, first station of the south. 

Havens & Martin Stations are the only ;;;r, .. ~ A~.J/l 

complete broadcasting institution in Richmond APJ : . " 
W M B G AM· we 0 D 'M • 

"~.A~ Pioneer NBC outlets for Virginia's first market c> • 

Represented nationally by x-- --
John Blair & Company i; 

~ 

"' .... -r"c>,..., s c>~ 
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This SPONSOR department features capsuled reports of 
broadcast advertising significance culled from all seg· 
ments of the industry. Contributions are welcomed. 

CBs-nr"'Bl~ radio stars ··se" ~· for 55 food stores 

Sixt) ·fiv e \VFBL·CBS radio star" 
art' <: urr('ntl y appt'aring in 5.5 Syra cuse 
sup('rmarkt'ts. \'ut in pe rson. o f ('o urse, 
but in a puint.of.sale display o f pi('. 
tures that a('ts as a three.way prumotion 

\\ eekly: (h I each sture receiY es a men· 
tion as being a cooperating store; Ie I 

each store is supplied with WBFL 
"toda y's :-pe('ial ('ards" for ea('h prod. 
uct advertised over th e air. 

" ... and to alI
a good BUY," 

The visual presellta tiun of radio 
personalities is geareJ to benefit and 
stimulate int('rest amo ll ~ listeners , and 
:-:-ales represellt at i ves (, f g rucer) sture 
)lloducb. The ultimate objective is to 
inrrease dir(,ct sale", uf WFBL·adver· 
ti~ed produc ts. 

Announcements (' uv ering the ('o n· 
tes ts take about a mili ll te·and·a·half. 
They go un regularly each 
Monda y throug h Saturd a) 
a.moo and each afternoon. 
tIl rough Frida) a t :1:00 p.lII. 

morning. 
at 7:15 
:\Ionday 

* * * 
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WRnL 
(OF COURSE) 

WRNL gives you complete and 
thorough coverage in the RICH 
Richmond trading area. WRNL has 
been on 910 KC at 5000 Watts fo r 
more than 10 years-and the im· 
portant buying audience has the 
listen ing h abit: And they 're ready 
to BUY, because this area is Indus· 
trially Progressive, Agriculturally 
Rich, and Economicall y Sound. 

(READY BUYING 

POWER" " " PLUS 
WRNL " " " EQUALS 
MORE SALES,) 

To gel your share of this 
outsta1ldill g market, re· 

member, there's m 0 r e 

sell 011 ••• 

5000 WATTS 910 KC 

The sto res invited tu I,a rti('ipate were 
selected for t1lt'ir impurtance as sa les 
ou tlets, their wi lling ll l'ss to push na· 
ti onall y.a dvertised pl'oduds. alld their 
lu('a tioll. TIlt' fin al lill eup of .sS stores 
has an est imated anll1!al sa le", vo lume 
of S20.S71.()()() \\ hi('h I f lHt'sen [:.; 3W ~ 
of the total for S) r a~'Jlse food sa les. 

Hub uf tlw plan is th e fram ed pi('. 
tures of the radio stars which are hung 
un a hal' a tta('hed to th e in sid e of the 
display windu\\ s. Ea ~h week. membe rs 

Radio. promoted window displays push sales up 

o f the WFBL prmlloti()11 staff m{)\e the 
" idure" frolll store to sto rt'; ('areful 
"l'hecluling assures thai stores ill the 
"anw nei g hllorhoocl dOIl't gt' t a pil'lure 

NON-DI RECTIONAL pl'eviou"ly displayed in a nearlo) "tore. 
(daytime ) 

ABC AFFILIATE In retlll'lI fur l )(' r l11i~s ioll to ill"tall 
RICHMOND, VIRGINIA tl I(' windu\\ di spla)s. \\TRL p.i\(·~ th p"t' 

-,!:==~~ I Jetailer .. hellc fit s: (a I the ~ tatioll 1'1'0' 

~il~I~1 motes li"tpll e r in tere.- t through 11 all' 

~Ill:l~ ~ IlUllll( 'e lltent~ featu611 g 11 ('ollte"t:--

e ,.ildrell l"ote Oil spollsor 
f o." A BC-TV sllstailler 

A sustaining program in terested in 
a sponsor is not ne \\ 5. An ad\'e rtiser 
looking over a ~ustaine r is also rather 
commonplace. But , whell a sho\\'s au· 
dience sele('ts tllP a(h er tiser they'd 
1I10st like to ~t'(' pick up th e tab, it's 
unusual. It happelled o n ABC·TY's 
Cartoon Tete·Tales. 

The program featlll't'd Chu('k and 
J a('k. J a(,K reads a stor) while Chu('k 
dra,,:- qui('k skpt('h e:o: to illustra te the 
plot. The sho\\' heg<l ll as a sU lllmer 
rep la('en]('n t un Sundays () to 6:30 p.lII. 
Then it heca n](' a sustailler on 21 :\Iay. 
0 11 24 Septelll11er it \\ ('nt ofT th e air. It 
\\as Oil the last sho \\ that th e fun bt'· 

I ga n with ~ome 432 produ(' t,.. ('on('e rn ed. 

On th eir last sho\\ . Chuck and .lack 
asked their jU\'enil t' \ ie\\ers \\ho they 
might likt' ill the \\ a \ of a SPOIISOr. The 
q ue ry drew a tota l of 9.;")39 dra wings. 
Idters. a nd cards. 

The fanHite produ(' ts accord ing to 
the c hildren's preferell('e \\e re: I\.e l· 
logg's Rice I\.rispies. Clark Bars. Bor· 
den's produ(' ts , \\' hea ties, H t'rshey's, 
Peter Pall Peanut Butter. Cheer io..;, 
Scripto, Sealtesl. Colgate Tuothpaste, 
J ell·O, Skipp\' Pea nut Butter, Quaker 
Oab. \1 .\ :\1 Cand). O\altin t' , Shred . 
ded \\Thea t. Sno w Crop, and othe rs. 

The program is olT ihl' air at present. 
lout advertiser,.. cO llcem ed ('a ll g lea n 
~o lll e fa c t~ allout chi ldrell 's prlltltl<'t 
pn·fprent'C's frolll th pir replies. * * * 

SPONSOR 



I .. olli, .. ",s for 8 2.70 "ui'" 
fluls (Iud !Ioodwifl j·ol· n 'STC 

Low.h udget adl'er t i~ers ilia ), he ab le 
to profit from tllf' (·:xalllp le of a \\ 'STC 
~ustainer if tl1{') 'r(, I(Joking to hui ld 
audien('e appeal at I.,,, L:O~ t for their 
ch ild ren's shuws. Thi s ~talllford. 
COn ll.. station has a ] 5·minute sh ow. 
T he Fairy Prill cess, ,1nd tlu.' )· re \\ in· 
ning lie" friend~ with l o llipop~. 

T he sta tion held a "Lollipop Part) " 
for pre.sehool and sdlOol agf' Ii stel](, rs. 
The sho\\ is on Ttle~days alld Thlll's, 
days from 4:45 to .s p.llI. alld about 
200 children showed up for the party 
"hich was held oefo,,~ b roadcast time. 

l\ Jerr) I{eynold~, \\ 'STC\ Fairy 
Print.'es~ , a nd others provided elltpr· 
tainment. T hpn th e 11.llip()ps \\ ere di~· 
tri ou ted . Wrapped ill a mimeog raphed 
throwawa). the pa (' k ~gL: called attf'n· 
t ion to ti lt' Fair y Prill cess p rog ral1l. 

T he immediate re..;ults : 20() happ) 
kids: pieas('(1 parents: goodwill for th e 
station and ill creased li stel1('r~hip-all 

for $2.70. * * * 

200 c hildren mob studio at lollipop party 

E'Uhu·(lIICe test 011 T V 
proves ,,,·ofhICt'S strf .. .. gt'l 

Teleyis ion aud iences are lIsed to see· 
ing p itchlllen demonst ra te a prod u(' t' s 
f'llrl u rance and sturdiness. An illter· 
est ing var iation on the familiar " acid 
test" recently appeared in th e TY cam· 
paign of the Mengel Company, a Ch i· 
cago fu rni ture maker. 

A fi lm, c() ncei\'ed oy the Earle Lud· 
gin Agenc y and produced by Atlas 
F il m Corpo rat ion. shows a l\1engel 
cnest of dra wers enduring ~e\ cn days 
of total im mersion ill wat er- withuut 
ill effect. W ith this ;\'l engcl gets acro~s 
the selli ng poi ll t th at their dra\\ er~ (of 
a lIew type Steel and plywood construc· 
tion) ~I re vir tua ll y moi sture proof. ,,' ill 
not s well or stick. 

Sponsors wi th product~ that lend 
themsek es to t e~ts co uld take a c ue 
from this pxperimenL film a "ariet) 
o f end u ra nce tests for use on "ideo. 

* * * 
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Briefl~1 •.. 
Coca ·Cola ('o ntinllc~ it~ torrid radio· 

'I \" baltle \\ ilh Canada Dr), I'e p~i. 

Cola, alld o ther ~oft drink cOlllpet i t or~. 

\ri th til(' sm'('es~ of I~ clgar Be rgen alld 

Bergen, squaw and "papoose" are new TV far e 

Charlie \lcCarthy 011 thpir Thanks· 
gi ving Day "ideo deh ut un CBS. the 
pair are reach , for a repeat on tIl(' 
\ BC·T\, net. Edgar a nd Charlie will 
join Sno,,' \\'hite. Donnl(: Duck. \ Iiekey 
,\Iollse a nd other \\'"It Disne~' char· 
aders on Chri :" tlll a~ I )a~ . The sho\\', 
~pon~ored In Coca·Cola. Oll e 11 0111' III 
WOllder/nlld. The tillie, 4·,5 :00 p.m. 

.J 

* * 
One thou~and leaders in c ivic. go", 

e1'l1nu'nt , dub and fraternal work ha\'e 
Iwen tlH~ g uests of Ernie Tallllen. The 
Hecht Co.· \\'CA Y COllllllullity Report . 
er (S ilver Spring . .;\Id. ) , the past th ree 
) ears. Emie a nd hi~ tape re{'order an' 
familiar ~ights a t ne\\' s· making affairs 
in Prince Cf'orges. ';\ lontgomery COlin· 
ties. Th e H echt Co. congrat ula ted 
Ernie o n his third anniver~al') of a lf'rt 
newscasting for them yia JH' \\spaper 
ads lik f' the one below. 

(1 . / fi' /' ' / rn . (}7 
'-(!>~'/I?7'I'NU«1ftNIJ /.r.< f!" /lU-LJ .'7tl/UteW . 

CHIlitiS nmtD AMHfYIIlSArt 
AS TlII HtafT CO.-WUY 
COMMVNln IlJIOIITllI . .. 

na ItIctif co.. 
g';("" ! I)",,? 

EARNINGS 
38% HIGHER 
In Tulsa! 
U. S. Bureou of Labor Stotis tics re
ports 1949 oil production workers 
rece ived $7 1.47 and refi ne ry workers 
$75.31 weekly, whil e $54.94 wo s 
t he all -manufacturing a ve rage wee k
ly wage. 

The re ' s more mon ey in T ul sa and the 
Tulsa Market Area , because the oil 
industry's percentoge of total busi 
ness is higher in Tulsa than in ony 
other U. S. city . 

T he re's full coverage of 0 11 thi s rich 
market plus bonus coverage in Kan
sas, Missouri and Arkansas with 
KVOO, Oklahoma ' s Greotest St ation . 

Buy the TOP 
Southwestern Market . 

Cover I t With 
ON E Station • . . 
KYOO, In Tulsa! 

Ask any Petry repret en tative fo r 
KVOO's superio r Hooper rating and 
intensive BMB roting . Or write 
KVOO. 

NBC AFFI LIA TE 
50,000 Watts 
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IN BUFfALO 

Thanks to the best wave 

length on the dial, WGR's 

5000 watts reaches western 

New York's prosperous 

markets with radio's biggest 

dollar's worth in this area. 

BIGGER COVERAGE 

with top-rated programs ... 

Columbia and local ... 

makes WGR the best buy 

in Buffalo. 

Ifd/!· 
'. 550 . .', 

RAND BUILDING, BUFFALO 3, N. Y. 
National Representative, Free & P ete rs, Inc. 

Leo J. ("Fitz" ) Fitzpatrick 

I. R. ( "Ike" ) Lounsberry 

MEN, MONEY & MOTIVES 
(Continued from page 6) 

bilit)' , the fiscal benefits are supposed 
to sharply increase. 

* * * 
Occasionally agencies start losing 

I personnel at an alarming rat e. This is 
ct!stomarily traceable to milking in
stead of sharing. The hours and nerve 
strain of agency work being what th ey 
are_ talent is prone to fly the coop in 
quest o f warmer gratitude. In recent 
years. the more progressive agenc ies 
have recognized the foll y of such fre
quent staff changes and espec ially the 
loss of up-alld-coming men, the " ery 
ones needed for the future develop-

I ment of the firm . Hence th e increas
ing number of agencies that have a 
regular scheme whereby the old bO\,s 
gradually transfer effe~tiv e control ;0 
a picked group of heirs-at.large. 

This raises a provocative point. Ex-
. amples have bee n noted of agencies ill 

which the radio/ TV billings grew in
to the dominant profit-producer but 
tile effective uwner"hip and manage-

I ment clique was as~ociated with mag
I azine and newspaper copy. Attempts 

to kee p the fat salaries in these older 
departments and to skimp on radio/ TV 
salaries and year-end gravy have not 
set well with th e individuals involved. 

* * * 
It is perhaps not suffic iently under-

stood just how key a personage a ll 
agency treasurer is. He seldom speaks 
for quotation. If he does talk at an 
advertising: convention, it 's usually be
hind locked doors or off the record. 
The treasurer does not circle like a 
hawk over payroll and expense ac-

I counts just out of meanness or offi
ciousness. Fiscal "leakage" is all "ital 
as to ho\\' 111lwh profit can be squeezeJ 
out of the cOllventi onal 15 '1 . He's the 
l,\umber as well as the arc hitect o f the 
divvy. Christmas comes but once a 
year hut what happens then sums up 
the year. 

And a ~ l c rr) Christmas to you. *** 

SPONSOR says 
a /i /, 
-AI. IIWl'l'y C Il'iJllllaJ 

to att" 

SPONSOR 



TIME 

MON. THRU FRI. 
8:00 A.M.- 12 :00 Noon 

MON. THRU FRI. 
12:00 Noon-6:00 P.M. 

SUN. TH RU SAT. EVE. 
6:00 PM - l 0:30 PM. 

COD" J 9 50. C f . HooDe,. Inc. 

18 DECEMBER 1950 

CINCINNATI 

is the best, the most economical way of delivering your sales 

message to Greater Cincinnati, as is proved by this latest Hooper Report. 

What delivers the nation's fifteenth largest metropolitan area to WKRC 

advertisers? It's a balanced blend of top locally produced programs and the best 

from CBS. Of course that makes sales-sense to you (as it does to so 

many!), so contact WKRC or your Katz man. 

RADIO CINCINNATI, INC.-Hotel Alms, Cincinnati 6, Ohio 

SO,OOO-woll 
Independent 

Station 

9.7 

7 .6 

10.2 

HOOPER RADIO AUDIENCE INDEX 

2S0-wott WKRC SO,OOO-woll 
Network (CBS) Network 
Station Station 

23.0 33.1 21.8 

20.6 27.7 26.3 

13.5 34.1 29.8 

* No liste ners found in sample 

1,OOO-woII 
Daytime 
Station 

0_8 

3.3 

S,OOO-wott 
Network 
Station 

10.9 

10.0 

11.2 

250-wott 
Daytime 
Station 

* 
2.6 
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HADACOL PACKS 'EM IN 
I Continlled fro m page 2.5 I 

lalll]('lH'rl into pa tent medicine"-, which 
he had sold on tllf' road man\- ,ears 
before. \,"ith the help of some medical 
hooks a lld space in a sma ll harn -like 
lluilding. LeBlanc turn ed out HapjJ) 
J) a~ Headache I'o\\ders and Happ~ 
Day Aspirin. H(' later added a co ugh 
s ~ r llp a nd a nwntholated sah-e to hi"
list o f medic ines. 

Apparently th e :-;enatur was b ein g 
:-a\ I'd for something bettf'l. The Hap
)J~ Ih y line wellt O\ er with a dull thud. 
--Couzill" Dud de"-crihed his problelll 
this wa\: " \1\ "-31e"-mell co uld n't se ll 

,-

l A K E 

MICHIGA 

enough to justify their sala ries:' 
In ]943, the "somethin g IJetter" 

came along. LeBlanc got a stiff ca;;i' 
of arthritis in his foot and while un
dergoing treatment di"-covered vita
mi ns. especia lly tllf' B cumplex . 1£ in
j e(· ti uns of B complex \ itamins could 
cure his swollen foot. reasoned th e 
:::f'natur. they would go fin e in a tonic . 
"Co uzin" Dud raided the library 
,.. Iw lves again and rolled up hi:" sleeve". 

" I IH'gan studying up a bout vitamins 
and min erals. I read more books. I 
found out it was more effective in liq
uid form. I fu und uut it was more ef
feeti\f' if yo u added thi s and that. I 
l ead sumf' mure a nd bega n cxperimell t-

\ 

~",, '------I-
I 
I 
I 
I 

,~ • 
I 
I 
I 

- I 
I 
I 
I 
I 
I 

I 

KOKOMO 

• 

8 INDIANAPO LIS 

A 

I 
LIMA t 

I 
1° 
I
I 
I:I: 

10 
I 
I 
I 
I 

WSBT sHLS A lUARI(ET TIl AT'S UP 
The SOllth Belld-:'Ilishawaka tradill g a rea, al wa ys a ridl alld 

respollsive ma rket, is UP. This is the heart of the prilllarr 

a rea that \VSliT saturates - wi th li stener ratings above net

WOl k averages . T he pri11lary area is lip in p opula tion from 

t ,577 ,900 to 1,79~ ,OOO. Up in a llllllal retail sales frolll 

$1,43 5 ,!H7,OOO to $ 1,597,R50 ,O OO ... In this illlpor tallt 

sales area, WSIIT is the best loved voice - and the O;'IJLY 

voice rltat <.:ove rs the enti re llla rke t. For bOlllls co\'era ~e, 

hOllll s listcll e r~hip , IlOlllIS sales, it '~ \VSHT tlte bOllu s bll Y! 

PAUL H. RAYMER COMPANY. NATIONAL REPRESENTATIVE 
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5000 W 
A TTS 

• 960 
kC. CBS 

ing. At fin .. t I did it in m) kitch en ; I 
didn ' t want nohod) to laugh at me. 
I had to figure out the ingrf'dien ts first, 
and then the proportion,-. ~lan, I 
mixed up a mes!"- of stuff. using myself 
a~ the g uinea pig:' 

The res ult:,. of t1wse rlllxmgs he 
called Hadaco\. from Ha pp) Day Com
pany and a filial "'I" for Le13lanc. Ex
cept for the addition of 12 ji alcohol to 
keep those prf'<'iuus Yitamino;; soluble. 
an d "a couple uf little ext ra chemica l!"
I read about to make it better.·· Hada
col's formula hasn't chan ged since. 

By th e time Haclacol emerged from 
t he barrels 0 11 "'Couzin" Dud 's farm. 
hi s shoestring was a scant $2,.500. With 
that modest capital he built up a re
spectable business among local Cajun 
fGlk in his native Louisiana. So thillgs 
drifted until 1948 \\hell Earl Long was 
elf'C tcd gO\ernor of Louisiana. wi th a 
strong assist from LeBlanc in th e heav
ily-populated Cajun "ection along the 
Gulf. "Couzin" Dud becal1le Sta te Sen
ator L('Blanc and Lun g rewa rded Le
Blanc's politi cal aid b y naming him 
President, pro-t empore, of the State 
Senate. 

Surprisillgly. instead of plung in~ 
full-tilt into state politics. the new Sen
ato r resumed adive dirf'ction of his 
medicine-making. reall y began to op
era te in a hig \\'a~. He built a new 
one-sto ry building as a factory for 
Hadacol. sellt out tes timonial-taking 
sq ua d!"- , and stepped up radio and 
newspaper schedule,-. \0 possibi lity 
was ()\ 'eriooked in the dri\ 'e to pound 
H adacol in to people's cOII!"-ciousncss. 
E\'en j okes kidding the tonic were wel
comed- am" n1t'ntion wa'" good 111en-

I t iOll. 

Bv 1949 LeBlanc knew h e had some
thing big . And he played it that way. 
'Vhether he realized it at the time or 
not. th e South 's modern medic ine lIIall 
developed a formula for success. It 's 
a formula that has run an original 
$2 . .')()() into f' yer- moun ting milliolls: 

I. Saturate relatiyel) small areas at 
a time. "i th hundreds of radio an
nouncements. newspaper ads. bill
boa rds. car ca rds. 

2. Insist 011 hefty di"-coullts from 
regular advf'lti:-.;ing rat e,; 011 tlJ(' 
s trength of unprecedent ed schedulf's. 

:~. Backstop paid adverti"in g with 
all the free puh lic ity possible. US!' 

!'-11O\\ mansh ip to arouse \\ idespread i 11 -

tere;;t-----{'a ravan" and Christmas par
ties. for exam ple. 

.1. Crea tf' over-powerillg de tllalld for 
Hadacol beforr di"t rihu tion. l\1akc 

SPONSOR 



~ wt ~ U4e tk:s spaa 
f8 -bee qi9U w'dt qiud sPuJ.u W~ aA~ tLf fL 

JuuJ1t; S~ - how W-H D.fI &adf aP.t 
~ 13tJi81t ~.u.. fJ1JfJuJiR alJ.dlwcE., 
c~-pflt.-th~ ~~ I -u.ab.fJwJ£ (LCC~
~x.c~ a,wJ, trlhmw1Jf. -cutd .w. ~ wCUJSo 
tJU ~ iftt &~t ot"fiMts. ~~ ... 
Jusnatl, (JJf, UHXtId 1ofhM- fXbm1 -tm. 
~ut '" &w;1Mws q'lf.dIMqs -t.1- off "C YdJ., 
wfts. kcwt - llMll wiee $~W 1«-Ik 
CIJk.~ sucas-$- \JJ-\\Ot\ h4s 
~~E,(l ~ -tk. p~ ~~ qWi,s ... 
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AVE 
CAN'T 

SURF YOU 

I 

_HA_R_B..--R (Ky.)! 
No matter whether it hlows fair or foul, \V AVE 

doesn't roll into Harhor (Ky.)! The goin's too 

rough, Sailor, and there just isn't much cargo 

there, anyway. . . . 

WA VE makes its big splash in the Louisville 

Trading Area. We completely cover the 27 rich 

counties around this big port, where sales are 

close to the hill ion dollar mark. Actually, the 

over-all standard of living here is at least 40% 

higher than thai of the people in the backwash 

districts of our State •••• 

What say, lllate? .Pass the word, and we'U throw 

out a life-line ov~r the hounding WAVE! 

NBC AFFILIATE 5000 WATTS , 970 KC 

FREE & PETERS, INC., NATIONAL REPRESENTATIVES 

dea lers and 'h 
- 1\ olesal 1 ,) , Hire I ' ers )1'<> [0 ' 
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0, Hilch Ib e d ' co 1 

c ur relll need - a " erll s in <> bud 
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o sa les , Take 0 a lXed pe rCe1]l a<> > 
sho l will COJII" ~ ('h a llce Ih at \'Our 10 01. 
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1'1 , Use of the f .... enalor 
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, IN I a " 0 
I,; bu) s('h edules ' ol:as te;lah/ed Hada('~ 1 
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441 NORTH MICHIGAN AVENUE - CHICAGO 11 - ILLINOIS - TELEPHONE SUPERIOR 7-0100 

December 11, 1950 

Did you ever hear a fussy gent in a restaurant tell the waiter what 
brands of gin and vermouth to use, their exact proportions to a cubic centimeter, 
the number of revolutions per minute on the stirring process and the Fahrenheit 
temperature of the glass to serve the masterpiece in? What does he get? 
"One martini, Joe." 

The same thing goes for radio ratings - How silly can you get? Hooper, 
Pulse, Nielsen, Condon, Trendex, Videodex - who's right? 

If baseball were run by radio people, you'd never get a winner. Some 
would claim victory because they got more runs, some because they made more hits, 
some because they had more runners on base, more strikeouts or more something else. 

Don't think we're not confusect. Each week some agency or advertiser 
asks for each one of the known radio surveys. We can't buy them all so we have 
been using Nielsen. Why? Because Nielsen is an area study and does not overweight 
the competition of TV as a strictly city study will do. Is that a good reason? 
Who knoV{s? 

But there's one thing you can't kiss off. WGN has for years carried more 
spot advertising than any other major Chicago station. We still do. And we've 
had some mighty fine customers for a long time; people like Colgate, P & G, Lever 
Brothers, General Foods, Standard Brands, Ward Baking, Borden, Sinclair, and a long 
list of other companies whose annual profit and loss statement doesn't look like 
they've been throwing that green stuff out the window. 

Then, too, we've got a bunch of retailers with us -- cold-blooded guys 
who keep one eye on the old cash register. They keep coming back for more so I 
guess WON pays off. 

After all, WGN has been in business for 26 years - that's longer than any 
rating service. And all through those 26 years we've been selling the same thing -
effective radio advertising. 

It's a funny thing. As advertisers or agencies, you are selling brand 
name merchandise. So are we - a brand name radio station in business a long time 
and still doing OK by advertisers and listeners alike. 

But what's our-rating? 

"Another martini, waiter, and this time not so much vermouth." 

Sincerely, 

\\UN, Inc. 
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(,M d ra tes. T he comp.lIIY ·s timebu\'
er,.. , wh o wor k direc tly out of their 
h ome offi ce in La fa~ ptte. La .. huy at 
the bp!-t price-- th (' \ can get. regard. 
Ie"" of ra ting or power. tbd acol a p
pl oad ws !-ta tiom on the basis that 
the ir need" are unusual. 

.s uc h ra te (' uttill g ha :-- llIadp Hadacol 
unpo pular with stati on;; and rep .... 
\I a n~ sta ti ons refuse the lJll:--ine;;.;;. 
::-tl llIe rea:,.ons : Ha claco l makes its ell'
mands fo r Iller('handising on a quid 
1110 quo ba:-;i:,. : a t times, Hadacol ha" 
p laced a !-'chedul p with a sta ti on at onp 
ra te. the ll cut till' ;;chedulc w('eks lat er 

WSJS 

and in",i",t ed on the origina l rate. 
Hada('ol b) ·passes station represen

tative'> to deal "ith stati ons directl). 
It geb an awrage spot a t around 
$1.00 ; some for as lu\\ a~ $.;')5; maxi
ll1um. $2.00- accorel ing to a rpliable 
:,; ource. I This amoun ts to abo ut 20 or 
25:;' of the a\eragp :,; ta t ion's published 
national rat('. ) 

There ha\'e b('en ;;cattered com
plaint!- that Haelal'ol has black-jacked 
:,- tatiolls carni ng its schedules into pro
moting free public ity for til(' tonic. 
Hadacol"s mammoth Chri :,;tlllas party. 
fo r example, will he held ill over 400 

A 15-COUNTY MARKET 

With Over 

$12,521,000 ':' DRUG SALES 

* Sales Management 1950 Survey of Buying Power 

NBC Affiliate 
AM-FM 

WINSTON-SALEM 
Represented by: 

HEADLEY·REED CO. 
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movie h ou::<es in the original Hadacol 
ma rketing area. Badio stations are be
illg asked to line up a tlwatre "hp)"(:' a 
Hopalong Cassidy feature and \Yoody 
\\ToodPN.' ker shu rt can bp shuwn- at 
Hadacol"s expense. Hadacol a lso prom
i:,.es a Christmas Pa('kage for eaeh 
chi ld plus "50 good cIoor prize:,.." The 
station\, job i" to promote use (If thea
tre free. or to "make the best pussihle 
deal." TIl(" theatre's payoff: free puL· 
licity and wagonloads of Hadacol box· 
tops handed ill for admission. Sta tiolls 
are prolllised four ex tra anlIounce· 
nwnts promoting the party. 150,000 
point-of-sale posters promoting party 
and sta tioll ca ll lett ers. and a ch a nce tu 
win a sh are of the "'5,000 prize money 
offe red to l 5 sta tion.;; doing th e bes.t 
job. 

Jack Hathbull , LeBlanc Corporation 
ad manager, told -",POl\SOR that some 
375 stations hav(' promised to coo per· 
ate. Fifteen stations had prior commit· 
l\Iellts. and another 10 or IS co uldn't 
line up a th ea tre. ,Vith some statiolls 
promoting more than one theatre , this 
mea ns, sa) s Hathbun. that over 400 
moyie hou:,es will go a long with Had
acul's Christmas par ty. 
~ome theatres. hon-eyer, don't think 

free publi ci ty is enough. Independent 
Theatre Owners of Arkansas wa-
burned, ad\' iscd its members tu sell 
lise uf th ei r th eatres to Hadaeol, but 
not to "give them away." The organi
za tion hopes to embarrass Hadacors 
Christmas plans fur th er by asking the 
Federal governl1lent to collec t full tax 
on admissions. box tops or no. 

There h ave beell 110 complaints frolll 
wholesa lers and dealers. howc\'er. Le
Blanc reports o\'er 2.000 orders for 
$2,000.000 wurth of Hadaeol to 1l1c('t 
dellland genera ted by the Chris tm as 
parties. 

That 's the wa) it has been from the 
very start. Dealers haye been yolun
teering order" in self-defensc, distrihu· 
tion seems to build itself as th ough by 
magic. Actu ally, there is no magic to 
it at a ll. The S('nator's sh o\\lllanlike 
proJlloti olls \ lik(' the caravan and 
Christmas party) are purposely de· 
s igned to rocket sal('s of Hadacol. It 's 
cer tainl y worth the cust o f one box top 
($ 1.25 ;'('tail price for "economy" size 
bollle) to s('e Mickey Hooney , Burn." 
and Allen. Chico Marx, Carmcn ;\liran· 
da. Connee Boswell. and assorted hill
bi ll y singcrs. 

"Com in" Dud LpBlan("s half-Illillion 
do lla r outla) for last :--umlllcr's caravan 
undouhtedl) garnered frce publicity 
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TV takes lnore giant strides ltplvard in Detroit . . . 
Ground has been broken for W\,\' J -TY\ 
heautiful new television "ttHlio huilding. 

adjoining present W\\'J studio". ~ched

IIle(1 for ('olllplet ion in t he spring. the 

cOIllhil1ed huildin!!s \\ ill gl\'e Detroit a 

great Hadio Center. 

The facilities hOllsed 111 this ne\\ building 

will be in keeping with the importance of 

18 DECEMBER 1950 

television as a selling medium in the Detroit 

' market and \,\,WJ-T\, '" po~iti()11 as the 

l\'umber Ol1e t(·lnision station. 

lleeall,;e W\'\'J -TV is 2 years ahead. and 

always 2 st ep" ahead. Detroiters tllne to 

WWJ-TV fir"t just as ad\'erti~er" turn to 

WW J -TV first for results. 

fiRST IN MICHIGAN 

Owned and Op.ra'od by THE DETROIT NEWS 

NBC Trkt'iJion N,.,worJ. 

I .... alional Rppr,.S,.nl,,'ir"H~ TilE (;E()H(;F ,., 11()I.tl"\(;UFU\ (~()\lI·A'\\· 

'\~~OCI\I~; '\\I · t\l ST~TIO' \\'\\J 
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1 
The r e' s the Jingle-Jungle 
of Silllel' a round here... • 9 
\~'. .tllf n UOfY* lbejU Ie fUng'" 
~"d (ome }a" lbe ,late \ 
lbe Stun ~\, OV e !or a long time, we've been " Parlor 

Guests" in most of the radio homes in ou r 
V 17-county primary market...because we 

give 'em top local shows. plus radio's 
greatest parade of talent via NBC, p lus 

up-to-the-minute news, all the time 
and, complete sports coverage. 

Most anybody will tell you what a 
whale of a selling job we're doing for our 

advertisers. If you don't believe it . call 
our Rep ... George P. Hollingbery Co ... 

they 'll tell you! 

*The first £1,reat influx of our winter 
visitors from aJJ over the nation! 

James M. leGate, General Manager 

5,000 WATTS • 610 KC • NBC 

THE BI G 

T . K . BARTON 
Gen'l Mgr . 

JULIAN F . HAAS 
Comm'l Mgr . 

National Represe nta tlYe 
ED WARD PETRY AND 

CD •• INC . 
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IN LITTLE ROCK 
can be yours ... if you adv ert ise on -

NB('s Arkansas Powerhouse-KARK 
Send today for the illus t ra ted brochu re that gives the FACTS, 

and shows how you con put this PLU S to w o rk for you in the 

sales oasis of fast-growing Arkansas. Just wri te us or ask your 

nearest Petry Representative for your copy! 

\\orth at lea!"t that mudL In addition 
tt) reams of local notice_ Tilli e. Life, 
Look, Business If7 eek, and dozens of 
trade journal" have put Hadacol in th e 
national spotli ght. All of this national 
ballyhoo is right in line with th e Le
Blan c formula: create interest and de-

I 

~ire before your dealers are even aware 
of Hadacol. 

This is how the cOl1Jpanr follo,,·s 
, lhat pattern in their ad\'ert ising 
scheml>'_ as explained by advertising 
manager lack Rathhun : " \Ve alway:,. 
break wilh radio before newspaper ad
vertising. and we always depend on ra
dio for any special promotions, tag 
lines. tests. and so forth, \~Te coun t on 
radio to \\het the curiosity of listeners 
tf) the point they want to know more 
ahou t Hadacol. Radio, in our opinioll , 
gets th e Ii.~ t e ner to the point where he 
wants HadacoL is ready to buy it , but 
still want to learn a little more about 
it. He either gets this through a radio 
testimonial or a testimonial in news
paper adver ti sing." 

\,' hopping radio schedules are 
touched off a full month before th e 
first Hadacol salesman arrives in a new 
market. One very effective gimmick is 
a l1Iystel') tune cuntest O\'er the air ; 
winners pocket a certificate en titling 
them to a frpe bottle of HadacoL When 
it was used in Cincinnati over WCKY, 
5.000 li steners answered currectly, be
gan hesieging local druggists. But , 
alas. no Hadacol. " Tith salesmen ar
riving at the final e of a month 's inten
sive anno llncement campaign. is there 
an)' doubt about HadacoJ's present dis
trihution in Cincinnati? 

Senator LeBlanc drew th e blue· prints 
for Hadacol's promotion himself. He's 
still calling the turns and continues to 
think up gimmicks. The search for a 
parrot who co uld squawk a Hadacol 
slogan was a recent one. But, to im
plement his schemes, Couzin Dud has 
hired an expensive staff of executives. 

lack Rathbun, the advertising man
ager, ca llie from 16 years of rarlio sta
tion managing in Florida; worked at 
\VCLA. Pellsaco la , WRZ, Orlando, and 
others. The sales promotion mallager 
is Samuel Glueck, formerly with th e 
Frederic W. Ziv Co. 

LeBlanc also uses two ad\'erti!"in g 
agcneie!". bu t apparently gi \'es them lit· 
tIc 10 do. The few radio sched ul es \lot 
bought directly by cOlllpall Y agent are 
handled by l\1aj e~ tic Advertising in 
Houston. Texas. RllthraufI &: Hyan, 
l\ew York , is hand ling :;ome work for 
H adacul, probably development of a 
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ONLY A 

THE GEORGBA PURCHASE 

- COMBINATION 

Of STATION~ 

CAN COVER 

ATLANTA 

S,OOOw ~ S90kc 

. 1 
1 

f 

GEORGIA'S 

FIRST THREE 

MARKE·TS ... 

" 

WMAZ WToe 
MACON SAVANNAH 

10,OOOw • 940kc S,OOOw 1,290kc 

(ALL CBS AFFILIATES) 

THE ~'<'- 0 F FER SAD V E R TIS E R S 

AT ONE LOW COST: 

• Concentrated coverage 

• Merchandising assistance 

• listener loyalty built by local programming 

• Dealer loyalties 

- in Georgia's first three markets. 

Represented individually and as a group by , H E KAT ZAG ENe Y , '" INC. 
NEVI YORK CHICAGO DETROIT ATLANTA DALLAS KANSAS CITY LOS ANGELES SAN FRANOSCO 
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campai gn to expand sal es into large 
.\ortlwrll citie'" One o f the ' '.\'orlh · 
ern" ~Iogan~ hei ng con~icle red by Le· 
Blanc i ~ rpport c>d to be: "11 adacoliLI' 
~ ourself for wint er." 

heforp to ~wing hig c ities "up yon der," 
but arlwrtising expense hasn' t balked 
the Spnato r yet. And you can buy IUb 
of tinw and ,..pace fur SS.OOO.OOO. 

* * * 
If \or therll er!' are a" suscpptible to 

the> parth ly ~!Uil(' of "Couzin" Dud Le· 
Blallc a~ hi~ :-'oulhern c ustomers, Had· 
acol "hould be a smash hit abo \'e the 
\I a,..on a nd Dixon line. Results ill 
"\1 ic hi ga n and Ohio han' been encour· 
aging. spelll to pre\i e\\ a ~ucee:-;sfll l 

"j ll\ '<1s ion" of th e \o rth. ~pnator Lp· 
Blallc a nel his h igh. powprer! assistan I ~ 
111 a \ ha, e to :-pend mure muneY th'lll 

GLAMOUR BOYS 
(Conlil//l e'd from page 291 

to." \ ot e \ er) hody "ill buy thi ~ "p. 
vere judgment. But it's worth takillg 
inln accoun t. 

I t is yisibly true that man) an ad· 
man liYes under an inhum an. dutch· 

------ ~ ----
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WNAX 
SELLS MORE ... 

IT TELLS MORE 
Within the bounda ries 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-b illion 

-greater than San Francisco, Philadelphia or Washington, D. C. 
Retail sales in this richest of all agricultural areas run to $2.9. 

billion-greater than Los Angeles, Detroit or St. Louis. 

A diary study conducted this year by Audience Surveys, Inc., 

reaffirms WNAX leadership. Fifty.two stations received mention 

in the study. But WNAX received top rating in 439 (88% ) of 
the 500 quarter.hours studied. This is more than ten times the 

number of 'wins' granted the second station. Listeners like WNAX 

best 89(1(> of all daytime quarter· hours ••• 84% of all evening 

quarter.hours. 

You gotta tell 'em to sell 'em ... and WNAX TELLS 'EM! 

That's why WNAX has a list of sales success stories as long as 
your arm. Most likely there is one for your type of product or 

servIce. Your nearest Katz man will show you how WNAX alone 

can sell for you in Big Aggie Land. Call him today. 

WNAX-S70 
YANKTON - SIOUX CITY 

570 Kc. - 5,000 Watts .t4 ~ S~ 
REPRESENTED BY KATZ AFFILIATED WITH A.B.C. 

ing discipline. Lung hours. pati ence· 
tax ing situations and personalities. 
deadlines. human en or, ca pric ious 
c8ncellations, or breakdowns of sen "ice 
of a ll kinds whip.lash the digpsti\"e ap· 
paratus. Also. in adyertisin g heavy 
Inads of responsibi li t~ are often put 
upon young shnu lder". Like radio/ I\. 
adver ti "ing agencies tend to be young 
men\.; businesses. It req uirps th at kind 
of push. Consider !hi~ casp of a 2(}· 

) ear·o ld glamour bm' sen t to Holl~ . 

wood to produ ce a S30.000·a·"eek r a· 
(ti o dramatic series. Here was respoll' 
sib ilit y to frighten far more mature 
minds than his. The fir st "pek in HoI· 
I) wo oel he had a woman star who 
c'olddn ' t ac t for sour appl es. Hou rs and 
huurs of extra rph e[ir~al ('o uld nu t 
make Iwr easy. The) oung adman suf· 
fered and stagge red thruugh a night. 
mare perform alice. That "as just the 
start. For the second show his star 
"as th e lat e and alw3~ " s unpredictable 
Frank .:\/iorga ll who " as. shall we sa), 
not in tIlt' mood just tll en for any re· 
hearsing at a ll . .:\Iore ago n) and ner\" e
for the yo ung producer "ho was forcNI 
to empl oy a stand· in for \lorgan and 
pray he"d sho" up a t the end. "\Y organ 
did. At the last possible moment. Pick· 
ing up th e script :\Iflrgan ran a prac· 
ticed eye Ih rough th,~ text , then went 

I on the air an d ga,e a fla" Ipss perform. 
' ance. The young admun had labo red 

in \ a in tir e first week Cl nd worried in 
I \'ai n th e secon cl. In ne ither case did he 

personally control the qualit ) of the 
performa nee. 

\oiJorh 'rho has not li,ed in per· 
petual ahnegati on of self in th e name 
of team spirit ca n appreciat e the spp· 
c ial dema nds agency "ork often im ' 
poses. There is need for almo::,t sa int · 
Iy tac t an d forbearance. That' s "h) 
some of the glamour boys de\"elop a 
blli lt · in smile. .r\bm e all , no mattpr 
'rhat the pro\ocatioll , they must II(>' 
smoo th. Cli pnb min change their 
minds and und o th e preparations la· 
ho riousl) made for :l Iwti on·"ide spot 
campaig n. Talent nla) go tem pera· 
men tal. otlwr agenc ie" Illay snipe <It 
the account. The glamo ur boys llllbt 
IIe\ er. hut never. 10:'.1' their tempers. 
:\othing is more uW;JJlOolh than that. 
The huilt ·in sm il e lI1a) reach a urora 
borealis radiant'!' at !h t; ,ery time tilt' 
ind ividu al well kn o,,~ he is ambusllPd 
by mischie\'ous co nte mporaries. 

Tir e forego in g ob"enatiolls hint at 
some of the difficulti e., of a nene·rasp· 
illg kind "hich ilia, be daily experi. 
en(' t'. All is not as serenp as th e cool 
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1;Jix l/atpfJt -

LIKES FARMERS 
KNOWS FARMERS 
SERVES FARMERS 

and 
SELLS FARMERS 

The 
Touch of Midas 
in Indiana's Best 

for the Sponsor 
Farming Market 

LIKE MAGIC ARE THE SALES 
RECORDS THRU DIX HARPER'S 

DAILY FARM PROGRAMS 

• "Indiana Farm Journal of the 
A , " Ir 

6 - 7 A,M. Mon. thru Sat. 

• "Market Reports" 
11 :15 - 11 :30 A.M. Mon. thru Fri. 

• "IOU - Farm Service" 
12:15 - 1 :00 P.M . Mon. thru Fri. 

18 DECEMBER 1950 

A standout FARM SERVICE DIRECTOR that tackles the 

world's largest business in the back forty-at the County 

Fairs-Farm Meetings-Schools-Churches. Where farm 

families gather you '" find Dix Harper. 35,000 miles 

through the countryside this past year serving farmers 

in eighteen counties and drumming the wares of his 

sponsors. From toy panda dolls to farm machinery, Dix 

Harper sells. His record sales achievements are available 

to you. 
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• COMPARE ... the Coverage with 

the Cost and You'll discover 

Why this Greater "Dollar Distance" 

Buy is Ringing More Cash 

Registers than ever 

for Advertisers! 

• Covers a tremendous 

Population Area 

in 5 States at the 

Lowest rate of any 

Major Station In 

this Region! 

"It's The DETROIT Area's Greater Buy!" 

Guardian Bldg .• Detroit 26 

ADAM J. YOU NG, In .• I NC •• Nat'\ Rep. • J. E. CA MPEA U, Pr(',ident 

and chaste recep tion foyer , interior 
, decorated by an admirer of Dorothy 
I Draper. 

Agency personnel is hand-picked at 
th e hiring line. l\'otice the 5ecretaries 
an d reception ists. l\' ot j U5t college gi rl 5 
but a particular breed of co llege girl s. 
One agency. so the tale goes. declined 
to 1110\Oe from its old quarters a few 
blocks from Grand Cf"n tra l Terminal 
for fea r they would have added diffi
cu lt y securing the com llluting beautie~ 

of rather demanding requirement 5. 
Agency men are, by the 5ame token. 

selected for sharpness. Some of them 
perhap5 are disappo il!ted nO\'elists, es
peciall y in the copy department. In th e 
art department , th ere may be Rem
hrandts with kids to support. A sprin
kling of recolls tructel.l actors like Wal
te r Craig at Benton &: Bowles or Joseph 
A. ~10ran of Young &: Rubicam will be 
recalled. 

Top management in agenc ies. and 
th05e who aspi re to top management, 
need broad_ imaginath <" , authoritative 
gra5p of media facts and sell tech
niques. Sin ce radio. and now TV, a 
\\'orkin g familiarity with ent ertainment 
know-how has been 1 equisite. Add to 
this always th e basi-:: abi lity to get 
along with people. work in harne5s, 
wo rk under ten5ion. I t helps, too, to 
be acquainted and liked in high places 
and to hm e a mind faci le in tablecloth 
ar ithmetic and impromptll deals. 

t: ltil1la te rewards can he superhl y 
I worth while alth ough ~t arting salaries 

in agencie!' a re nominal o r belo \\". It 
i -s still pos;;ib le to start as a mere wag;e 
earn!"r a ncl end up 30 ) ea rs later as a 
millionaire F nit ed States Senator. Ad
vertising pays ofT \'ery definit ely on 
brains, and energy, an d pat ience, a nd 

I smoothness. It is this pot 0' gold a t 
rainbow's end that k~eps the glamour 
boys with their 1l0~(·:-. down . In th e 
in terim. the) I113) !Vo' ha\'ing trouble 
making ends meet, th.> ~ame as any
body else nowadays. Qui te literally 

I th ere arc high-\"oltagl' admen of stand 
ing and deferenc(, who co uld not 
finance a tlm'(' month s' la yofT het ween 
jobs. A ft er a quar ter of a century o f 
holdin g fairl) hig jobs, one chap dis-

I co\"ered his total liquid cash re50urces 
wpre 1,800. Yet his sa lary brackets 
had neve r fa llen under $20.000. o ft en 

I topped $30.000. Alarmed at his thin 
, margi n of safety . this particular indi

vidual quit the pro fes:" iol1 and took a 
difTerent ki"d of job in another line 
with his fath er-in-law. A ("op), wri ter 
of repute. the head of his own small-
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~ized agency, does magazine fic tioll on 
the side to kecp up with his children 
now in attendance at costly private 
acadcmies in th e suhurbs. 

aile smart campai g;-" in ma gazines, 
or Ilewspapers, or radio / TV ma y cata· 
pult an adman to real fa ille and fo r
tune. He ma y be th~ one, hc keep:" II 

telling himself, who will pup lip with I 
the lIew copy twi st po~~ e ~s ing universal 
sex appeal. lIe ma y (·ndea l' himself to 
tLe big boss of thc big account. Sup
pose, just supposc, hc inj ects that 
much·needed zing into this old pi ece 
of wap causing it to shoot ahead (Ill 

the sales graphs over all other old 
pieces of soap. Hallelujah. 

Perhaps IS years out of college a 
bright young adman who has played 
h is cards cleverly, kept hi s tf'eth bared 
into the wind , may hc rcady to com· 
bine with two other on-thc·makesters 
in setting up their O WII shop. This will 
be the glorious da y of dreams come 
t1 ue, although ollly thell perhaps will 
the glamou r chappic5 Ica rn what it 
means to reall y work ami worry and 
mcet a payroll. There is point to the 
wisecrack about new agcncies heing 
made up of "smiling hoys and second · 
hand furniture," 

Along the course of th cse fi rst I S 
years in the profession , the hustling 
fellow will have fo n nulatell his o \\"n 
over-all credo. He will have decided 
for himself about drinking. He may 
havc a penchant for mellow philosophy 
and he may be proud of advertising, 
seeing it as a great tool of mass dis
tribution and world democracy. Or he 
ma y be of sardonic IJent, prone to 
divide all humanit) into "classes, 
masses and asses." One young huckster 
was sardonic enough to comment to 
his wife, when she complaincd of the 
discomforts of her pregnancy : "You'd 
think you were producing a television 
show [" 

The insecurity of the glamour boy·s 
exis tence has inspired some de\Oastating 
witticisms. The classic perhaps was de
livered many years ago in the Brown 
Derby Restaurant on Vine Street in 
Hollywood. A Holl ywood film rajah 
s100d off and survcy e(l the radio vice 
prcsiden t of a big l'\e..,. York agcncy. 
"Boy." he taunted, " you' re onl) two 
weeks away from a I)(;anut buttcr sand
wich for dinner." 

\laybe its signifi c~lIIt th at th e f'(~ ar e 
hard ly any fat agellcy ext'cutin':'. 
Their tapering waistlincs arc authen
til' if their over-broad shoulders aI'(' 
not. A ta ilor sppcidlizing in stdish 
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--....... ---IlIII _____ ... __ --+----,I----J---I-- u:sing spol announcements gel 
.in·homes 01 roles as 

low s 48 per 1,000. 

I 

• Linoleum City, a large floor covering concern, attributes 
a high percentage of its leads to programs on WCFL. 
Customers are reached not only in Chicago but in 
places like South Bend, Gary, Hammond, Racine, and 
many other outlying points. In fact, Linoleum City has 
heard from a listener in Pakistan, India. 

• • A large ice cream eompany sponsors a daily sym
phonic program over WCFL. A free program offered to 
listeners has been requested by 25,000 persons ... posi
tive evidence of a tremendous, responsive audience. The 
account has just renewed for the fourth year. 

Ca ll or write WCFL for ava ilab ilities, or see your 
Bolli ng Compan y rep resenta tive. 
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stouts when asked what percentage of 
his clientele worked in advertising 
thought for a moment and said he 
('ould not recall a single case. This 
('ould indicate something about thyroid 
glands. Or not. 

The glamour boys who drink hard. 
and gamble hard, also tell themselves, 
and their friends, that they are pe
culiarly vulnerable to broken mar
ri ages and divorces because their hours 
are so irregular- and sometimes their 
tempers. Their wives become hored. 
resentful, and unloviug. However this 
happens in other lines of business. 

Curiously enough. and here we come 
to the moral of our rcport, there is 
probably no business 01 profession in 
which the penalty for boozing is so 
strict. This is no paradox. Nor is the 
statement inconsistent with what has 
heen descrihed in these paragraphs. 
Hard drinking is a mar,'s private affair 
~o long as he stays manageable. If 
people begin to talk , then it gets seri
ous. If the hoozer evp,r misses an im
portant five-man conference at ten
thirty in the morning, he already has 
a big black check-!1I<Hk against his 
llame. Common sense rules here. Can 
a man be trusted or can't he? Is his 

punctuality gone, his business judg
ment? If he shows signs of thinking 
clOoked, or walking that way, he may 
get the heave·ho but quick. 

Hardly any offense i~- more serious 
than to be booted out of an agency for 
tippling. l\' 0 trade paper wi ll ever 
print the news. but somehow every
body will know and their knowing wi ll 
operate like a boycott. The man wi ll 
speedily discover his career is closed. 
I f he has a wife and children, and a 
psychiatrist, they ' ll all be mighty wor
ried. So will his chums. He may be 
the charmer of all time, a near-genius 
in advertising. Nobolly wants him on 
the payroll. He's a bum. 

Some boycotted boozers have taken 
the pledge and after muintaining good 
stauding for a year or longer gradually 
restored some confidence in their char
acter. A few have gotten back on the 
big time. Sympathetic eyes no,,, clu!'e 
a protective ring around the patched
up glamour boy. Influential older men, 
some of them reformed boozers of an 
earlier decade, try to keep the guy on 
an emotionally stable keel. They know 
the temptations at the end of a day 
when everything seems to have gone 
'nong, when the strain of the eternal 

built-in smile and the confounded 
smoothness of everybody has gotten 
the inner man down. 

One patched-up glamour boy of big 
time advertising is fond of putting the 
problem of equilibrium in a reverse 
English bon mot, "Happiness can't buy 

money." * * * 

MR. SPONSOR ASKS 
(Contin ued fro m page 35) 

Miss Sto ne 

Let him who 
casts a STONE 
... beware! We 
reps come of a 
trihe who con
spire and combat 
with those vener
able d isciples of 
fact ... Hooper, 
Conlan, P u I s e, 
B;\'18, and the 
half millh-olt con-

tour. Yea, and our own resources for 
cleative sell ing, plus success stories. 
Truly, we are a race of our own; a 
breed of pitchmen with sore feet, ach
il;g joints, stomach ulcers and two 
weeks' cance llation notices. 

IT'S UNANIMOUS ... WBT i 
WBT reaches a market bigger by far than 10 years ago-

1,246,420,009 retail sales dollars last year! * 

"IISa/es MOllagement (May 1950·/940 figures for WBT's 50·100% 

dayt ime listening area, 1949) 

WBT delivers the biggest share of audience 

in the Carolinas-

better than 60% in Charlotte! * 

*Hooper (most recent Chot/otte Station Listening Index) 



In o ur persi~te llt pi lgrimages to the 
portals o f timebuyers, we the s tation 
reps, kn ow full well of his trials. Let it 
ne' e r be said we see not the reasoning 
fo r hi s timebuying-very milch clear
er, of co urse, when OUR properti es are 
included in the schedules. \Vhat e,oer 
the timebuyer 's faults. no one o f us 
can sa y that we are mi streated , unh C'ed
ed , o r excl uded from his cOllsidera
tions. 

\Vin , lose or draw, it behoovcs us to 
accept h is fina l decision g racefully , re
ga rd less of th e toil. sweat, tears alHI 
b loodshed on behalf of the s tatioll ~ we 
represent and sell. The timebu) ('I' g i\ e-. 
of h is c rowded business da~ man ) 
p recious min utes to hea r ou r ston . 
And when he gi,oes of hi s P E llSO:,{AL 
hour to accept a lun cheon d ate, su b
jecting hi mself to a pr i\ a te harrage of 
sales, certa in ly he cannot be critic ized. 
The fes tive far e of Louis and Arma nd, 
the Stork. Sardi's, the Gar be r ry Boo m 
is little enough rewa rd fo r the sales 
potions administe red with eac h course. 

In the many year s o f selling radi o 
time I find that timcbu ye rs work cl ose
ly with those reps wh o a re honestl y in
teres ted in thei r problems as re la tes tv 
thei r clients. 

By and la rge a m utua l unde rstand
in g betwe('n purcha~\(' r a nd se ll er, each 
representing hi s ow n importa nt inter
cs ts. is mo re clearl y exemplified, I be
li eve, ill radio than all Y other media 
of adv erti s ing. 

\Vhat mort' can W I' expect . .. b lood 
from a Stone '( 

P EGGY S TO :\E 

I'ice Presidcllt 
Radio R epresentat ives In c. 
,Yew r ork 

Mr. Gordon 

Kidd ing a .,ide, i t 
seems to me that 
the onl y onc .. 
who c an accu
ra tely a nsw(' r the 
qu es ti on a re the 
tilllebuyers them
selves. While sta
ti on representa
ti\e:-. a r(' n atura l
ly aware that the 
cOlldi tions do ex , 

i~t ill "arying degrees. it is impossible 
fo r us to t'stilll a te the extent. 

It is reg rett able tha t some timehuy 
ers lz au€ to reso rt to the c hicanery of 
hoodwinking clients; spot radio ha s 

p roved its , a lue too mall) times to he 
d oubted no w. 5pot rad io owes a hig 
debt to those timelHlyers who bel ieve 
so strongly in the med i um , and have 
thei r cI ien ts' interest ;;; s uffieien tl) at 
hea rt , to "sill" against those clien ts in 
orde r to have th em apprOH' a worth
\\ hile purc hase. 

Black-a nd-wh ite spacebu yers ha,oe 
und o ubtedl y been faced with th e sa nw 
problem- and fo un d the same answer 
throug h uecess ity. Howeve r, I sincere
ly Iw li en ' the re is a substanti a ll y g reat
e r a wa rell e~s o f the meri ts of spot ra 
di o a nd th e ab iliti es of th eir timebll\
ers, by the cl ients, so that there is a 

d ec rea~in g lI eed for timehu ye rs to de
Illde them. We have found adve rtising 
managers a nd radi o pe rsonn el at th l' 
accoullts are giving their agency hu y
ers 1II0re freedom to mak e d ecisions 
an d iss ue C Oli tracts with out havi ng to 
qll o te 32 surveys ,indica ting their ae
t iOIl. 

One of the g rea tes t causes o f t ime
hu yer-representa tive squabbling is the 
" formula bu y." Too often a huyer mu"t 
turn do wn an opportunit y that he h('
liew s his cl ient should take advantage 
of. T he buyer kno ws that h is cli en t 

iggest in the Caroli~as! 
~ 
'NBT is the Carolinas' biggest single 
I 

advertising medium-

aching 512,380 · iamilies every week ! * 

*SMS (50·100% daytime listening area, 1949) 

__ .J 

And . .. WBT has the biggest and best array of 

local live talent in all Southeastern radio! * 

* Ask us, for example, about Grady Cole, 

Arthur Smith and His Crackerjacks, Fre d Kirb y, 

Kurt Webster, The Johnson Fam ily, Lee Kirby, 

Claude Casey and the " Briarhoppers." 
try WBY for ~! 



in"i~ts on certaill III III IllI um yardstkks 
ali(I no shf'aw's of sta tistics will a lter 
th at basic, ardstick. III mum: cases th __ · 
I, u\f>f agr~es "ith th ~ di{,l~t on that 
\ ardsticx-on th e premise' perhal-'~ that 
ihf' dlf'nt (ouldn't pos..;ibh !ake achan· 
L1ge of all thf' opportuniti f':'o l)I' esf'nted 
h\ the a lmost 2.300 A\I stations ill 
tl:e eountn. Thu,.,. 11\ "citin g up SO I11 ~ 
k' nd of fo~mu la. IlW;1\ o f the stations 
nl f' eliminated from considerati oll. Sta· 
tio" reIHf'sentati ves. who Oft f'11 rea ll~ 
h,j \'e th e cl ients' hes t intt'ff'sts in mind. 

ca n nevertheless nf' Yer con don e such 
action. 

As for the free lun ches, the practice 
is genf' rally not ", isused-and b uyers 
gen erally try to explain tl1f'ir dif'nts' 
problems in order to guid e the r eps' 
thinking a t suc h tin1f's. All th e "yak. 
king" isn't done hy the represf'll tati\es, 
for which we a rf' gra teful. 

ARTHUR GORDON 

Sales Mallager 
N ational Time Sales 
New lor/; 

WBNS (plus WELD·fM) is the top station in 
cen tral Ohio for audience, for programs, for 
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••• delivering greater results at lower (ost. , 

187,980 families in this area keep tuned to 
WBNS. They are the cream of the . buying 
powe~Od WBNS is their buying information 
service. 

If you wont more for your money in radio 
tnen get the full story of the WBNS market. 

ASK JOHN BLAIR 
NA TlONAL REPRESENTATIVES 

POWER -WBNS 5,000· WELD 53,000· CBS • COLUMBUS, OHIO 

MARGARINE'S PROBLEM 
(Continued Irom page 31) 

with rec ipe"" get most of the budget. 
,\Ithough radio and TV usage varies 
frolll one com pany to another , the field 
as a whole is not a conspicuous user 
of these med ia . 

Hf'I'e, hy companies, is what the in· 
dustr y leaders do on the air. 

Standard Brands' Blue Bonn et, ('oil, 
"irle red h~ many to be the best·adver
ti~ed product in the field (Ted Bates, 
l\('w York. is th e agency) allots about 
25( { to 30' ; to spot radi o, according 
to trade estim ates. Like most margar· 
ine ad\'ertisers on radio, the f'l11phas is 
i,. on da) iime a nnoun cements. It j .. 

tbe industry leader in use of radio. 

Thf' Blue Bonnet stra tegy is based 
0 11 th f' great difference 1n th e sales 
~trength of til(' brand from one ma rket 
to a notllf'r. Thus u~e of network radi o 
would l11 f'an that some areas would he 
0 \ f' rpromotp!l wh ile others were UII · 

d(' l'))J'onHtlf'd . (Another network diffi· 
culty is that sf'parate sales messagf':; 
are sO l11etinlf's neCf'ssary for the state" 
that forbid sa le of yellow margarine. 
C ut·i,, ~ are expensive and somf'time5 
gf'l out of hand. one agency man 
po inted ou t. ) 

Cn likt' some margarine firms which 
use radio an nouncements in short 
Lllrs t ~. Blu f' BOI1llf't believes in week 

I after :\'eek cO IJsistency in its schedules 
I for va ri ous markets. 

Telf' \ision activity is confiJlf'd to two 
pr.rtic ipations a week OJI th e Kathi 
~orris \v~BT daytime show for honlf" 
makers. Thf' TV effort on this product 
will probal,l) he increased. 

In cOJltra"'t to th f' Bille Bonnet ap· 
proach. ~u('oa u~('s little broadcast ad· 
\' (' rti5illg. Officials at Nucoa (Be:"t 
Fnod" I point out that radio and TV 
a('tivi t~ takes up only a small part of 
thf' budget, which is devoted to news· 
papers and th e won1f'n's Ecrvice maga · 
zines. Radio announcements are used 
through out th (' co untry. including Alas· 
ka. th ough the expenditure is ~mall. 

I Through Bellton &. BowlP"" ~ew York. 
(,\pe riments ill TV are heing c;uried 
ou t by spoll,;orillg th e' Bett~ ' FunH.~s..; 

I'elltholl se I'arly Frida\ ni ghts on ABC 
it! ' ('w York and Phila c1dphi<1. (A n· 
oth er H('st Foods product. He'llmall ''; 
.Ma) onnai,,('. i", also plugg'ed on til!' 

I 

~ h o \\. ) Two partic- ipatio lls a week .~r(' 
w,cd 011 the ] osepillne l\lcCarthy da"~ 
\X' TBT show fo r "o ll J('maker~ . 

I ~\\ifL which i" ha ndled hy J. Walt('r 
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Thompson, Chit:ago, recog nized the 
importance of its AlIs\\'eet product 
l a~ t year by g iving it a o llcp·a· \\"t'e'k. 
l S.minute segnH'llt 0 11 Don ;\J ('Npill'.; I 

Hreakfasl Club j ABC). ~Olll i' TV an· 
1l0UI1('('ments are <11.-0 u~ ed. Th e' radio 
announcements for AII,.\\,eet se('1ll to 
fo llow the gelleral industr y pattefll of 
off·and·on , here·a nd·there type of air 
ad vert isi ng. 

The outstanding Iwtwork effort has 
hepl1 llIade hy Kraft for Parka ) with 
Th e Great Gildersla ve (~ BC). This 
~pason Parkay is sharing ('O llllllf'I'C ia l I 

time on hoth Gildasl('('v(' and The 
Falcon j NBC). Teh'\'ision \'i('\\er~ wiJI 
:-ep the product on the Kraft T elcl' isioll 
Theater (;,{I3C·TV) ea rly npxt Year. 

, ' 

The (,olllpan)"~ lIew strategy is to u~e 

itl" t\\'o radio sh ows a nd the tr leyis ion 
sho\\' as a poll for a ll its lIlajor prod. I 

ucts. The agency for K ra ft is 1\ ed· 
ham. Louis and Brorhy, Chicago. 

Per e e n ta g e wi s e. the bigge.;t 
radio/ T\' eITort is being made by 
Good Luck (Len'r Bros.) Although 
nei ther the agelH'~, Ba tten. Barton. 
Dun-tine &: Oshorn. nor the COlllpan) 
would disclose fi gures. it was es timatf'd , 
ill the trade that this producer lllUi't 
hl" spenrling about 40(1, of a hudget 
that is o\'er S700.000 in radi o an d T\. 
To give a prestige aura to the product, 
Good Luck reeently prepared an· 
Ih-' uncemen ts with mellifluous Milton 
Cross reading the co n1l11ercials af ter ,1 

musical introdudioll that so unds as if 
it were heing played in the nadio Ci t) 
M u~ic Hall. T hese announcements are 
b('ing lIsed with ~ood results in about 
40 markets. Partic ipations on womell'" 
iO-hows are used in ahout 2S ma rket" . 
III addition, TV announcplllellts arc 
carried in aho ut six c iti es. 

Other radio acti\'it~ , around th e 
{'ou ntry includes Miami :Ylargarine· ... 
ar1l10 uncemen t ca mpaign 011 l~ sta ti on,; 
in Kentucky , 1\Iaryland. Ohio. T pn ne,,· 
see. Texas, and West Virginia. Miami 
puts half its budget in radio, is on TV. 
I t!" most important program eenters 
around I ~uth Lyons on WLW, Cinci n· 
nati. Hadio is c red itpd with expand. 
ing Miami 's sales eo n ~iderab l }. 

Cudahy de\'otf's th e ,.. eeolld COlli· 

mercial on th e Aid: Carter ::- ho \\ on 
\lutual to its Delrich margarine. 

Durkef' (~Ic1drl1ll1 &: Fpw,..lllith. 
Clevdaml, handlf's the adVf'r ti sing) reo 
('<.'n tly made a dramatic, switch to tde· 
\' ision. Magazine ads in co lor we re 
cancelled in favor of once·a \\ {'ek, 1 S· 
minute segment of th e Kat e S lIIith 
!'ollow 011 l\'BC-TV. 'I'll(' cost m'er a B· 
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He fires customers with enthusiasm 
at point-blank range 
His ammuni tion is his voice-and when he draws a bead, 
big shots become small bores. His "radar" is leg.work. 
and his penetrating news analyses bracket an enthusiastic 
audience. 

As 1\1r. C. Paul Wanstreet, of U. S. Tire &: Supply, Inc. 
wrote to Station WHAR, hoth of Clarksburg. W. Va.: 

" \Vp try to choose that type of adwrtiscl11cnt which 
reaches the most people with the bes t message at 
the smallest cost. • 

"Since subscrihing to your 'Fulton Lewis, Jr.' shuw, 
reeei\'ed comments from both old and new eustomCfS, 
our cus tomer response' has heen tre11lendous. \Ve ha\'(' 
many of whom came in for the first time on hearing 
this show. Teed less to say, we ha\e been greatly 
impressed hy the results ... " 

The Fulton Lewis, Jr., program, curren tl y sponsored Oil 

11I0re th an 30U stations. oilers local ad\ertisers a ready· 
ll1ad(~ audiellce at local time ('osl. S ince there a rc more 
than 500 l\lBS stations, there may be an open ing in your 
loealit). Check your l\Iutual outlet- or the Co.operati\e 
Program Department, Mutual Broadcasting System, 
1440 Broadway, NYC 18 (or Tribune Tower, Chicago 11 ) . 
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w('ek en'le i,.. estimated a t se\'era l hun
dred thow,and dolla rs, 

In planning :;pot sc hedules, ma rgar
ille producers a re no t much concerned 
\\ ith weak or strong area,. fo r the 
produ('t itself. All parts of the coun 
tn are sa id to be good margarine 
m:p<b, Ca liforn ia is probably the be"t 
llIurket, wi th Los Angeles hav ing the 
highest per capita marga r ine consump
tion in the ('ountry, The lowest per 
('apita ('onsum ption is in New York 
City, This probably results from th e 
L'rge ]cwi"h pO~lll a ti un wh o a re preju
diced aga inst the prorluct because it 
\l'a:" on('e non-kusher. I t was made 
from beef fats instead of the vegetable 
oils used today, Ob\'iously. educational 

advertising is a logical step. (A strong 
campaign incl ud ing fo reign language 
stati ons could erad ica te the mi scon
cepti on. Te:" timoil ials fro m rabbinical 
au thori t ies could be c ited. and with the 
repetitive impact of rad io a wh ol" new 
market could be created I. But, in gen 
eral. marga rine producers a re not 
tak ing advantage of such opportunities. 

In the face of conservati\'e prpvailing 
atti tudes. th is is th e program HaT) 
Bennett advoca tes for intense selling 
b) any marga rine firm . 

Benuett wo uld spend $ I S.000,OOO 
over a fo ur-year investment peri od. 
H is pla n calls for build ing ma rket by 
ma rkpt, to begin wi th by giv ing every 
housewifp in the area selected, a pound 

radio stations everywh~e~r~e~==i~g2~~55~¢r 
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but only one ... w$M 
IIIIVILLE 

\Ve are n't ~ugge~ting tha t \ \,S;\ I is S'lI1ta U 'lU' But once you 
ex perie nce the trem('II(]"u, sa les influence wh ic.. h thi, un iq ue 
station d elive rs, you may suspect some c\o,,' cOllnection wi th 
t hat sa me r ed c o a ted ge ntl eman. And there is one c\o,,~ 
po raHe\. \VSM's power , progra mm ing ex perie nce, and pl'r
' ''Il Ill' I, li ke Sant'I', pack, is v irt u,lIl y il1l' xhau,tihle. \\'Ill're e lse 
in a ,ingll' rmlio ,tat ion c:ln you find 1 • .1,," 1 ill _' IIf/iei,,"/ <ill<IIllily 
<I nd III _'lIl1ie i""1 'jlw llt v III 111.11 fi liI 17 ' I('/H'orl. ' /IOUlS " "',,1-1 ), in 

udclilron tn T~g ular slo t.un IJlHincss! 

Wallt to hear how the \ VSt\1 touch can t urn yo ur sagging ~ales 
c urve upwa rd ? Ju~t contac t Irvin/! \ Va ugh or a ny Pet r y l\Ian. 

CLEA R CHAN N EL 
5 0 ,000 W ATTS 

IRVING WAUC H 
Com,"~r(,o' Monogl" 

EDWARD PUR'( & CO. 
Nol.ono/ R('p'('l('nrol,.C' 

./ 

of marga rine delivered at her dour 
with a sales message. A co upon mighl 
be incl uded worth 10 or 15 cents on 
a second pound of the product. About 
a month later. thi s would be followed 
up with a strong m'er-tlw -co unter pro
moti oll. The day sampli ng sta rted, a 
radio campaign of no less th an l S an
nouncements a week would go on. 
La rge di splay space in the ne\\'spapers_ 
1,000-l ine ads for six to eight weeks 
wo uld be used ; fi\'e hu ndred lines a 
week would follow. Store display 
would be stressed continually. 

A mo nth la ter, there might be an 
other sampling to bolster weak sec
tions. Once the produc t was launched, 
at least two majo r and two minor pro
motions a year would be planned. In 
other wo rels. there would be some ki nd 
of promoti oll every 90 days. The 
minimum of 1.5 radi o or TV spots 
would be continued through the year. 

The present goodwill aspect of mar
ga r ine newspaper advert is ing would be 
dropped . Merchandise people would 
be hi red to contact the reta ilers, con
centra ting on the chain and large in
clependents. T rade advertising would 
support these efforts. 

" 1 would Jl ot attempt to go national 
fast." the tall ad executive says." "1 
\\ ould start in maj or citi es and work 
out to the smaller communities. As 
the distribution becomes m ore widp
spread. magazines and supplements 
would be used . Radi o and TV sched
ules would become network, with local 
t ime added to close the gaps. The first 
few years would mean losing heavil y, 
but a t the end we would be controlling 
a good chunk of the market." 

Other approaches to helping mar
garine's sales suggest themselves. Mar
garine's copy story is an other phase 
that could be improved. Too much 
caution has weakened what could he 
a powerful nlPssage. 

This copy problem is ti('d in with 
the industry's public relations cam
paign on tlIP political front. The theme 
of that campai gn is that the margar
ine people do not want to c1rivp the 
dair y producers out of business. There 
is roo m for both of us. they argue. 

The margarine industry's trouble 
with the butter peoplp goes back to 
the first World War when margarine 
was in demand becausp of high butter 
prices. Th(' marga rine makers concede 
that there was much that was shady 
in the industry thell. A number of 
firms j nmped in for a qnick killing 
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and palmed off their product as huttpr. 
The dairy interests were aroused and 
Federal and state laws were passed 
levying taxes and putting lIumerous 
burdens on margarine. 

When the price of butter soared 
during World War 11, margarine 
found popular support in its fight to 
repeal sneh legislation. The battle in 
Wash ington and in the various states 
has been marked by ~trong resistanep 
and stubborn rearguard tactics by the 
butter interests. 

"1 f these people had used some of 
the huge sums they spent battling mar· 
garine to advertise their product. they 
could have impron~d their own sales 
considerably," one margarine man 
commented. 

There are still 14 "white" states left 
which allow the sale of white margar
ine only, and insist color must be 
added by the housewife. They are 
Connecticut, Delaware, Illinois, 10wa, 
Minnesota, Montana, New York, Ore
gon, Pennsyh'ania, South Dakota, Ver
mont, \Vashington, Wisconsin and 

18 DECEMBER 1950 

sUl11lllPd it up: Wyoming. l\Iost of these have strong 
dairy lohbips. 

Through the National Assn. of \!ar
garine .Manufacturers. tht' industry 
has heen successfully defeating butter 
illterests on the political front. Ten 
states remo\'ed restrictions on yellow 
margarine in 19,18 and 1949 . .:\Iichi
gan approved yellow margarine la~t 
II1onth, and a similar victory is ex
pe<>ted in .~ew York next yea r. 

"\Iost of the ,.ales gains ('orne frol11 
the white margarine consumers who 
inereasp their purchases of the spread 
when th ey can obtain it in the yellow 
form. \\ 'e are not converting IIlany 
lIew users to the product." 

But these political advances have 
not hppn followpd by sensational sail,,; 
lllerpases. 

[f th e international sitnation be
C0111PS graver and th p price of butter 
;.oars again, 111argarinp is in for a real 
sales spurt. But, over the long haul , 
dynamic a(h'ertising to the housewife 
looks like the industry's best hope. 
This is the route quiek.frozen orange 
juices have tra\,pled in their recent This is the way one margarine man 

Something Ever), Sales Manager 

Should Know .. .. 

And 

A Station Is Known by the 
Audience It KEEPS! 
A long time ago KRNT, DES MOINES got the 
audience. A close friendship was established that 
remains loyal and unbroken. The Hoopers show 
that, and they also show that KRNT continues to 
add to its immense family of listeners. 

Any advertiser who insists upon a successful radio 
campaign in the rich, ripe and ready CENTRAL 
IOWA market MUST call on KRNT to get the 
job done. -----

To substantiate that fact, KRNT has scores of suc
cess stories or -- take a look at the C. E. Hooper 
Audience Index, Des Moines, city zone, for May
thru-September, 1950. You' ll see 

KRNT LEADS 
IN EVERY TIME PERIOD! 

• • • That's Something Ever), 

Sales Manager Shotlld Know! 

The statIon WIth the fabulous personalities and the astronomical Hoopers 
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TELEWAYS 
Ho lI)wood , C alif. 

Tops in Transcr iptions 

wishes you a 

."ERR}~ 

CHR'Sl: l,.-t 
and 

a 

CHARLES A. KENNEDY, Presid~nt 

FOLGER ' S COFFEE 
"-lH F,'rJ =" .-b.'n. ''It ·~ ",'nJ.-rfu\ h' 

h.t"':' th i ~ 6n.· I' ,""Ju.:-: ~u \ 6",· 1 .. 

hr!' .. ~ "t.'-" f"'''f n t.: h.'" \l~~ in ~''' t..'''$ tin;.: 
F''I\~''r'$ "-l\ •• ~ t,'I th.· I\'D/-l holl! ,'/ 
th.· .H,·mrhi.< -'f orTh·t." [h th.- ... n. 
th.·y·~ j ,' in in~ \Y 01.-\ a.:-,-,' unt:' li l....- : 
• " rTid ·s,..,-. 'h .I.~ 
·( ....... Ii, ... ~ ,I ~ • C, ... -, 1 R .. 

_·I:.:.'.::.:.&n:.::.~ ______ • " j~., .. ~:-s 
HOOP ER R" DIi) U DIE \ CE " ~E ' 

CIt). \I ,,,,,hl>. T.on & ,t.oat/otr·O<ut/otr I~;.o 

T ,"'~ : t$ -" DI " " S ( D E f 
\I . f $ "I\I ·~P \l s.~ IL~ :5.: I~.~ 1" .1 1.11 ~.: 3..3 

\\ 1' 1 \ ' I '''$ T~ ''''''<-0 ll"l l·~· .... > '1'1 
' l,:r Na.""\' \\ I. \<! l ,\l ~ J ~. 
I'~;l""\ ,\ "_I 
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l.!"'r('nr('. 'le:>ili':.!('n. .\.:1C)"\(':. ~:lC 

\ or..h .\ndo"\ ('r. 'l~;;. Ir..!...rh.= the I.=.:t 
th:'~ \ e:>3.:;;, \ e:>r 1.'. I ~~. pIe:> hoi\ e:> .1;-'
p.:'.i:eJ on the:> ~~... repr~n~; 
;:-PUF ' aLti\(' in the:> we:> (f ~e:> (" .. rome-
~ . ",.t onh ,.1_ i~di"\ ic..:-'.l t~('!:t u: 

... .11 Ii, e:> ~ ! ,, ~ ::lli. e:> ~~L !:.ll .1:>

re.!:.HK' _; L~e F:, =:n i~ ~d£ i~ \.i~('n 
:,~ to ~3"\ d ~out i'~ <e:>:ll~ ~ .!re.!. 

_-\3 mt('r . ti:J.g e:>x.m- i ~ the:> Phi!-
!:" Pe:>tr01 urr. L,). pr0;:-'.::1 O~l~~c
a'~ Fror: P';::c .:.irN \10:,2.1\ t!Jr ':.! .: 

r riJ.l\· (l: 1 ;-t'; n t'_-..L .. \ e:>: '\C Y 
O'....l.:.!J. .. ~::u.1 Cit\. E.! ... ·h \ e:>.!: the:> , h ... " 

b the:> r,~ad i0r up tl) t\\O "~'...." 
r·;i:1.l~ir~ in .1 dii:('rt'D.t to"':l (,.1 ... h 

n.i;ht. H.lll 0f e:>~h t"'l.:':il~ ,- ~ile:> (':: 
tl~U: i:, d.(', tC'\.l t,) th::- hbt .. ,1t, ~d cur
rt>:~t r.t:. :,i: .::- I fe )f th t(1 n 

f ,. ~ -h <.l til~r , .1:' \\L' . \,""L "-, \\ ~ ~L 
\IRe .L'ld '!;O," "'It!te:>r-- !t.1\ (' t u:eC 

~h('ir .!re:>.l" uurl-: ': t!t~ ,,~'.... .l.::J ~ 
tU::l:C"\.1 ~l) the:> ~ L ~i,) f,~: the:>ir n:';ul.ir 
brl.'} ... ·.! , · ::- .1 '",ri,ltil':1 ,~; tr.!\eU··,:= 
t1..(, ,,!t "it:, f ,,!ti ... h cO:l~i!l. . t, ~:!111 
.l~:1. m.1·~t.li!l the- . .Ht· , ~ , · F ·~i;:-~. 

\Yh('I\ th(' \\ '" -\ \. l/i.:«c':' -:' J .;.::~, 
R:r'l D,~:;..Y .. ~ri;i:l3.~ : l', th(' :-, _,1. it 

;('t" frl"tl the:> !"~,,,,' ~ ,. ~~~:::- , r ,. th(' 
n.lm;:,~ ,f th ~ r de-_;.I('r ~ \:1 the:> .1n:'.! 
"h,,:u th('"\ "1-!t t,) il1\ 'te:> ;1 .. ~h('ir 

~u(', t , t,) t'le:> ' Pl"" The:> "!.lti011 dl('n 
,. ('pd ~ the:> tl, " et :, "ith ~he:> ;U1:1,)tl:: ... ~ 
l1l~ it l,f th(' pb\ i:' '':: d,tt(' 3.:,,1 ur~ . 
th("11 h) ti::, 1" I,""".llh ',ith th(' :-h ,\, 
b\ Ii ' 1-.l~ i:lf: the:> .hh erti ,..",l pr'~1 t, 
~md plu~;ill; tl 1e:> J.pp~'.lr,m e:> in th('i: 
1, ..... ,;,1 3..h e:>rti ,.. i1 ::- ' 

L('·J.l ,.hl"' " llI.n "ft 11 "ut- t'h e:>\... 
l'('lIe:>l,t n ;ltt'ri,ll f,'r , ... 1.1 t' 1:",1 U('\' ~ · 

llt"'l.:'r a,h ('rti , i:l!o... ,)r pul..liL"it\. f,lr 
('\...\:ppl(', "ll \\ D\ " .' : 4",[.>-l - , buil~ 
.,<.~, .... tlh I r ~ t . d\, \ ,n l'.Hllp. th(:' 
:d1(,' tn \ I",d,n thr,)I1:-h frid;l"\ t" 

, :Ul 'P th(' lllU ,. · '.ll (' \.. t~'rt :' 1 \ "C'1hli~l; 
'n 11.:1:\1'.. f tUl'r ..... . ():1 Fri Ln. that' 

I ' .t ~ tudi p ... t, ,,'tb .1Ildi(':1·e:> ~,\r· 

til'ip,tti"ll _ ,1 it';ltllrill~ t",) ' t 'h 
"8t"t l\ '. ' :. The:>\ .Ut' ~i\t'l ",,-·hi~ ;. 
;md th::,ir t,j tur'~ ,'1-" .tr in ' ~.''.,.th

\ .111 C.';llp llt" ~p.lt~'r .,,1, i11 l\)ln~l.ll 1,.. 

dllllll;:' th~ f,)lh", j·l!o.. "tY\... 
Th(' "l~t"t (" , " ~i I'ui, !... i , ~l, ,) 

u:,(',l b, ~ !" . d, in ,1 \\ l:- lL lthli, n

'!Pl)\i ,.. ,mdit'" '(' p:ntit'ip,Hi"l\ , 111t·1. 
qlli pr,)sr,1111" hkh .11:-" 11ti1' t. t~t' 
.1pp~',ll h) 1f',:;11 \, l)ltlt'n'" ,Inb )r;:.,,: j, 

1~1ti')1l ~ . Lh'h dub , <: I ,t ~ ,'nt' ,If tht'ir 
lll('ml't'r" t" bt' h,)lh''"1:'l.1 .1 ' "l~t , t 
l\', .. " ~lld ,.Itt' ~t't~ h r pidurt' III tht' 
11t'\' "p,l~'t'r. 

Un pn'~ r,Hll:' li, t' ",), '11 ::- :'t'n l,~', 
,li ,. .jl""'·, t'\. mu:,k.tl dl)' .• Lum ~t'n· 

PU SE is gratefu l to i s 

cl ients for the ir con

tinued support through 

the vears since 194 1. . 
Th is has made poss ible 

Pu Ise' s s tea dy expa n

sion to its present rad io 

and te levision markets . 

now includ ing : 

60S ton 

\Voro:est~r 

~w H.n~n 

~w York. 

6uffJ lo 

S)r.lCUS~ 

Ph i bd~ l ph i .l 

\V.lsh in§:ton , 0 , C . 

I\. ichmond 

6 irm in§:h.lm 

C inc inn.lt i 

C I ~· .. ~bnd 

Co lumt:>us 

O.l}ton 

Ch ic.l~o 

St. lC'u is 

los An~eks 

S.ln Fr.lnc isco 

For informat ion about 

any of these markets 

ASK THE PULSE 

THE PULSE Incorporated 
15 West 46th Street 

New York 19, N. Y. 
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,'''' Best Buy in 
, 

" SOUTHERN 
~NEW ENGtAN'O 

. ','WTIC:. ' . 
FAMILIES 

in the WIle 
* BMB Area 

spend each year 
$1,310,386,000 •• 

in retail outlets other than 
Food , Gen. Merch ., Drug and 

Furniture Stores. 

This is part of total 
annual retail sales of 

$2,317,525,000. ** 
SUGGESTION - Fo r complete 

WTIC-BMB Study call 
Weed & Co. 

WTIC's 
50,000 

WATTS 
Represe nted na tionally by 

WEED & COMPAN Y 

'B;\1ll Sludy No, 2. 1949 

" Copyrl ght Ra les ~ l an 8 gement 

~u r.ey of P.u)'i ng P OII'er , May 10th. 1950 

ice, a nd oth er~ wh ere the talent ta lks 
d irectl y to the a udi ence in a personal 
ma nll Pr. thp talent himself frequ ently 
t e~ t s til(' products Iw plugs. Or else he 
c1wckl" it card ully . lptting his listen
ers kno w that he has tested it or 
c1wch ·d it and is ha ppy " ' ith it. This 
ca rr irs trrri fi c cOlH'ic tion and is a spe
cial ma rk of the local livp show. \'0-
hod)' is qui tp so co nvincing a !'- the per
son ill yo ur 0 \\'1\ 110nw town as a testi
fi er ahout a prod uct yo u're thinking 
about. 

For example when l ack the Bellboy, 
\V JBI\: , Detro it , disk jockey, tells his 
fa ns he has tps ted. screened , and dou
ble-checked for quality value, and a u· 
tlwntic ity a produc t he's reco mmend
ing, his listeners take his word for it. 

Lora l live prog rams may also pro
\ide tlw opportuni ty for completely 
indi\ 'idual trpa tmenl of commerc ials as 
well as prog ram con tpn t. Th e j uSlifi 
cation for off- the-bea ten t rack handling 
of commercials is th at they work
when hand led hy experts. Like. fo r 
exa mple Ralph Binge and J oe Gentile, 
\V JBK- known fo r many yea rs in De
troit for tlwi r zan y Early Mornin g 
Frolic, a rpcord show not ed for its 
co mm ercial ra ther than its musIc. 

* * * 

TV WRITERS 
(Continued from page 33) 

Here's an example in a script re
jected by Phil M illi s. scri pt edit or for 
A BC·TV's seri es, The Clock. It ·s par
ticula rly in te resting. becausp you'll 
see th e sam e ki nd of fa ulty de\'e!op
menl ill ustrat ed on your screen almost 
an y nigh t of the week. But th e knives 
01 TV critics. and more important , the I 
inc rcasing s treng th o f competit ion is 
doin g a lot to imp rove the quali ty o f 
TV scripts. 

T he scri pt opcned with a speakeasy 
scene in the earl y Th i rt ies. T\\'o friends 
ent er, a li llIe d runk, p roceed to ge t 
d rullker ( th is wasn' t so good ), de\'plop 

I a ll arg ument over someth ing trivial , 
an d then one of thcm kill s th e oth er. I 

Ddore se\'e ral \\i tnessps a t the har. the 
killcr asse rts , " I di d it, I'm glad I did 
i r. . . . " 

Tlw propriptor clpa rs c\'e ryhody (lut , 
including th e murdc rer, and locks up. 

t this po int. he becomes a fraid he will 
1)(' su:-. peCl!·d of thc murder. The re
mainder of the ~ t ory showed how thc 
~ peah'asy proprictor !'- lInk deeper and 
dpf']wr into trouble' as he a tt empted to 

Blanket South-Arkansas and 
the Mississippi Delta by regional 
coverage with the COTTON 
BELT GROUP. Three sta
tions; one rate; and a call to 
Devney and Co., 535 Fifth 
Avenue will do it for you. Use 
KTFS in Texarkana, KDMS in 
El Dorado, and WGVM in 
Greenville for ~~blanket cover
age" of an area that's ~ ~second

ary" to the power boys. The 
cost is small. 

COTTON BELT GROUP 
Bo" 1005 

TEXARKANA , TEXA S 
Phon ,,: 35 · 124 

l ack Daley 
IFm . Boyd El!terprises 
[JC'lIerly H ills, Cal. 
DC'ar lack : 

Y' ,!(ot f/ oppy Ol! th ' right statio l! 
in. th' right tOlt'n 
this year, shore 
null ! Th ' hom e 
to wn Ull IrC f/S , 
Charleston , Trest 
l' i r gi n n y, is a 
m ig h t y go od 
town a n. r 0 I e 
day, but right 
now h i t 's bet· 
ter'n el'er! Y es
sir, Ja ck , fo lks 
, rOll nei h ere has 
got m ore money 
in thllr po rk ets 
th el! y 'kin shake 
a stick at , an' 
th ey're s h 0 r e 
spel!din' hit this 
Christmas se a
son! A dd ter 
th et th ' jack s 
th e t IT' e ll s 
gives Yllh m ore 
lisseners th e I! 

I'Del! r uh used all th ' oth er fo ur sta
t io l! s in tOIUl, an' Yll h see whut y uh'vl' 
r('(/ll), go t ! K eep th et in mind, l ark ! 

Yrs. 
Algy 

W C H S 
Charleston, W. Va. 
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JOHN BLAIR & Co. 
about the 

IIA fENS & MARTIN 
STATIONS 
IN 
RICHMOND 

lVHBG-AM 
lVCOD-FM 
WTVR-TV 

, First Stations in Virginia 

The Happy Kitchen, one of the 
Midwest's oldest and best liked 
women's programs, is conducted 
by Nancy Goode. 

This 9:15 
a. m. week.day 
feature has 
been on the air 
for almos.c: 15 
years. The pro· 
gram is deftly 
handled by 
Nancy Goode, 
homemaker, Nancy Goode 
mother and 
active clubwoman. Her recipes, 
food and household hints are of 
great interest to KMBC-KFRM 
listeners. Nancy also conducts a 
weekly demonstration before an 
audience. 

Fleischmann's Y east and K. C. 
Power & Light are current spon
sors, but additional participations 
are now available ! 

Promotion and merchandising 
aids are also a part of the partici
pation. Contact us, or any Free & 
Peters "Colonel" for details! 

KMB~ 0' Kansas City 

KFRM 
'or Rural Kansas 
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divert suspicion from himself. 
The opening si tu ation designed to 

put the proprietor in trouble is llad in 
all) case imaginable- hut might get 
by because of other developments pos
sible, for example, in the movies, or 
eVen on radio. But /lot on television
not if you want to keep your audiencl' 
happy. 

The murder would appear to viewers 
wholly unreal over so trivial an argu· 
ment ( the men weren 't roaring drunk \ . 
Action of the proprietor, first in clear
ing out all witnesses, including the 
murderer, and next in assuming (with 
no other reason given or implied in 
the script) that he would lIecessa rily 
get the blame, lacked reasonable moti· 
vation. Few viewers would buy that 
comfortably. Not from a living-room 
chair. 

The play had to be rejeded. 
Some of the knottiest difficulties i!l 

working out a story concern what 
might be called "moral" angles. Their 
co rrect handling can often make or 
break a script. Solutions involve tech
nical writing problems. Our examples 
are taken from scripts where some of 
these problems weren ' t solved before 
they came to the editor or producer. 

A story (later produced as "The 
Heart of Jonothan Rourke") came to 
Lights Out producer Herbert Swope, I 
Jr. Rourke was dying of a rare lleart 
disease and offered to permit the doc
tur to study his heart in the interest 
of science after his death. The story 
pictured vividly the pain symptoms of 
the disease. 

Upon Rourke's death, his heart was 
placed in a container prepared (some
what in the manner of Dr. Alexis Car
rel's project with chicken hearts) to 
keep it alive and start it pulsing again. 
As the heart starts to beat, the body 
of llourke reacts and comes alive. 

Rourke, now a man wi thout a heart, 
,·oices threats as to what he will do. 
The nurse becomes frightened at the 
horror of what's happening and wants 
to run away. The doctor decides he'll 
have to kill the heart to subdue Hourke. 
He does so. 

Potent stuff? Yes, but ... 
Sick people at home and in hospitals 

watch television; so the pain symp
toms establishing the heart disease 
are too suggestive. The writer had to 
eliminate this angle. He made the man 
a criminal with a very evil personality. 
He offers hi s healthy heart for experi
mentation to get money for his desti
tute family. 

for 
SENSATIONAL RESULTS 

"MARTHA'S CUPBOARD" 

(featuring Martha Bohlsen) 
with the 

Hard-Selling, 4-Way 

WOW 
FEATURE FOODS 

Merchandising Plan 
Now Available To Advertisers Of 
Acceptable, Non-Competing Pro
ducts Sold in 

FOOD STORES 
• Minimum Contract •.. 

2 Participations Per Week For 
13 weeks. • 

• Rate Per Par tici pation : $46.75 
( 5 % off fo r 4 0 r 5, 1 0 % off 
for 6 Participations per week.) 

DON'T DELAY 
Get full Information Now 

RADIO 

WOW 
SALES 

Insurance Bldg., Omaha 

Telephone WEbster 3400 
Frank P. Fogarty, Gen'l. Mgr. 

Lyle DeMoss, Ass't . Gen'l. Mgr. 
or 

ANY JOHN BLAIR OFFICE 
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(KAY.NEWS) 

"RADIO RANCH 
TEXAS 

K-NUZ of Houston opens its new 
studios this month at spacious 
"Radio Ranch," corner of Caroline 
and Blodgett, in Houston. 

What's "RADIO RANCH?" 
Believe it or not ... 

5 

NEW 
in Radio Entertainment 
will feoture on outdoor "Corral" 
for public square dancing ond other 
events, complete in and outdoor 
facilities for audience participation, 
and the last word in equipment, in· 
cluding two Master Control Rooms 
with a glass wall facing the outdoor 
stage. 

All signs point to a highly favor
able audience reaction. What else 
could one expect in the face of the 
big western welcome extended to 
one and all? 
"Radio Ranch" will be a boon to 
K-NUZ advertisers. Top Hooperat
ings promise to rise even higher
and that means greater va lue ••. 
bigger dollar sales. Now, a s in 
the past, K-NUZ is Houston's best 
dollar buy. 

Why not call your FORJOE repre. 
sentative . . . or DAVE MORRIS, _I 

General Manager, at CE·8801, for -= 
,." dolon,? ' ~i:-l' 

~ K':NUt~ H 0 U SJ_O_N ~-::::: 
----- - - :::;;- TEXAS ~ 

~f /\~v 
(~~III -'-

K·NUZ 
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'\ urses aren't ;;;upposed to desert 
their posts (this story had nothing to 
do with a nurse who went against pro· 
ft'ssiona l ethics). So the story was 
changed to indicate th e nurse had been 
cIJnt inuously 011 dut), for two days and 
nigh ts- she needed rest. 

\\ 'hen Hourke begins to make hi,; 
e\ il threats , the doctor tri p;.; to stic k 

I his scalpel in the heart , but can't , real· 
izing it wou ld b e murder. He and the 
nurse persuade Rourkp not to go back 
t'n the one d ecen t thing he can do for 
his fami ly no\\'. Bourke wills himself 
to die and the heart stops beating. 

A writer who dc\elops con;;;is tenlly 
sound chara('ter~ and viola tes to a 
min imum the important "mora)" an· 
gles (these naturall y vary accordingl~ 
to the polin ' adopted for each sh ow I 
ilI tellin g a TV story is a great bOOI! 
to the producer. It takes a great deal 
o f time- time that can often he de· 
\'oted to other aspe-cts of a production 
- to iron ou t writ ing problems. 

It is important to have a central 
:otnr)' exec utive in agency or network 
\\ hose judgment is t rust ed. For ex· 
ample. executi ves at both Block Drug 
all d their agpncy, Cec il &: Presbre~- . 

like to pass 011 stories for th eir spri es 
Danger (for Al1lm·i·dent I, a CBS·TY I 

house package. 
Yet when Jerry Horwin spott ed a 

:-to ry he felt would be especially good 
ft; r a pre·Ch ristmas program (in place 
of on e already set for th e airing), he 
was ahle to get clearance over the tel,> 
phone within an hour. 

Writers often get less for adapta. 
tions than for original plays. This is 
partly justified because some material 
to be adap ted - a play for installce
may already have a basic dramatic 
struct ure from which to work. That 
often short ens the time necessary to 
do the TV adaptation. 

But it doesn't always. To presprvc 
th e origillal author 's philosophy, in· 
tent, an d flavor within the limits of a 
30·minute pIa) ca n sOl1letinH's he \'ery 
di fTicult. 

A goo d wril er may often improve a I 

had play in adaptillg it for TV. because 
he cuts out its glaring \\' eaknps,;es; the 
rest may make good tekvision- if tlw 
adapter is good. 

The f(l f' t th at most shows h ave sci 
I IJlHlgf'ts m ealls that such "lelllPnts as 

IIumher of se ts. Illain ch aracte rs, 31HI 

gellera l complica ti on of ;;;e\lin gs all,1 
adion arc illlportant cOl1sidPra tions. 
It ' s the joh of till ' writer tn produc(' the 
strongest s tory pos:-ible within the 
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SERVICE 
Service is one of the basic 
theme songs of BM!. Broad· 
casters in AM, FM and TV 
are using all of the BMI aids 
to programming ••• sal,:abl~ 
and useful program contmUi' 
ties research facilities, experl 
guidance in m u sic library 
operations, and all the other 
essential elements of music in 
broadcasti ng. 

Along with service to t~e 
broadcaster, BMI makes avail. 
able to its 2,800* licensee~ a 
vast and varied repertoire 
rano ing from be·bop to the 
c1as~ics. BMI is cons!a~tly 
gaining n ew outlet;;, bUlldmg 
new sources of musIC an? ~?n
stantly expanding its actiVIties. 

The BMI broadcast licensee 
can be depended upon to meet 
every music requirement. 

* 2 .83 3 <1< 0 _4 D ec"nlbn 11. 1950 
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limit s of wha t can be dOlle "ith a pru· 
duction budget. 

Producers ancl director:'; ar(' natural · 
I) on the alert to eiilllillute ~('ts . or 
parts of sets, and equipnl('nt that ar('I/' t 
necessary to the e/IN·t or to te lling the 
~tory, Despi te th is. ti l(' ~)l eed at whic h 
putting a sh ow together h as to move 
along ca uses lIIany a s li p up. Ine xp(' ri . 
(,llce a lso takes toll. \\ ' rite r:, \11 a ) 
"per if), an extravagallt nUlll h('r of 
plops- and get them becall;;(' tir e pro· 
ducer a nd director <u(' too ru sh(,d to 
realize th a t unlleressar y detail:, ha ve 
been written into th e pi a) . 

Hf'fe a careful job by the writ er 
lIIay savc produt:ti on dollars. Fo r ex· 
ample. one story ca lled for a pa lace 
scene with a tile floor Oil \\"hi r h I> a ll rt 
dalleers did a lIumber. Tire fl oor wa~ 

expensive. As it turned out the dall ' 
cers were sho\\ n \IIoving into tll (, pi ,-" 
ture. but the floor I('((SI/ ' t shoWI! (( t ((/I , 
de~pite the expensiw floor that had 
been provided, The be tte r a writer 
visualizes the scenes of hi s story in 
tefl ns of the scene ry or equipme nt n ec
essary to produce th e de3irecl e ffect, 
tile less often will it happen that (' x
pensi\'C scenery or props will be pro· 
\' ided o n I) not to be us('d. This i. 
partic ularly true where you h ave a di · 
rec tor who likes to go as closely a" 
IJOss ibl e by a script. 

It 's true the writer's princ ipal job i.., 
to tell a story, but th e beller wrilPJ"." 
are lea rnin g to think more and more in 
terms of how th eir act ion will he lrall"
la ted visuall y . 

One wri te r planned a sccne in a IJeer 
ga rdeJl in Vienna with an o r('hestra tu 
wh ic h a young coup lc danced . After 
thinking it over, he discovered that fo r 
purposes of hi s plot the a ctio n could 
just as well take place a long a park 
pa th - easie r to s imula te - wi th a 
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~ingl e old fidd le r phi) ill g fo r the lll. 
It '" easy fo r n "rite r to think o f 

fillll clips for anion o r bac kg round 
th a t i~II't feas il,Je fo r d o in g liv e. Bnt 
fi lll1 call a l~o run into con~ id e r a hl c 
produ("tioll co;;\. 11 ('[ (' aga in the writ er 
lIIu~t th ink in t(,)"IIIS of ho \\' lI ece~~ar ) 

,I filllled ~ ('e l1(' i . .; tu th e :;. lor y. 
Thi:;. :"allle philo:"oph y a pplie~ to th (' 

qu('~ti oll of the nUlnile r o f c harad(').; 
.J :-;to l! ca lls fo r. Th e wr ite r 1II11 ~ t ('o n· 
:;. truc t a good !:' to ry whil e k('epi ilg with · 
i ll the ta le nt hudg(' t. 

The re's mu ch 1II0 rc to keep ill Illind 
ill con ~ tru (: ting a pla y fo r 11'1 (' \ i :-; i Ol~ 

than fo r radio . Fo r exalllpl e, ac tion 
lII u"t be a rra nge'd 10 pr o \ide time fll r 
changc.:; of (,O:, tUIII l' "he re a n acto r 
ill lllledialel ~ followi ng one sce ne h as 
tn a ppear in a nothe r unde r (' in' um· 
;; ta m'c:, ea lling fo r diffe re nt dre,,:;; . 
Whe rc tlti ~ isn't pm;:-; ible. t1H ~ ;'1(' tor 
m ay sO llle ti mes 1)(' c ha ng in g wlli le 
:;.peakillg int o a l\Iike while o ut (If 
cam era ra nge, lI e lJIi ght be in (' Oll ver
saliorl with ~o n\(>oll c e1 ~e on w\roI\l th (' 
ca mera is fo(' u~ ('d . 

Ge nerall y spea killg, th e few e r (" 0 111 ' 

IJlica ti o n:;; ) cq tll fl ng time-co n:- ullIiflg 
rehearsal to ta ke till' bugs o ut of specia l 
shot s, the lIIo re time th er e is to spe nd 
polishing the prodJl (' tiol1 a s a \\ hol e. 

\\Teak ~ t o ri('s n()torious ly c all for 
"gimmid .. ing up" to hide tlw lack o f 
:;.ouI)(1 story valu es. Thi s us ually adds 
to produc ti o ll ('os ts. J mpo rt a llt as th ai 
can be. it 's JIIin o r compared to loss o f 
audi ence illlpac t. 

The ra te at \\ hi eh TV cats lip ma· 
te ri a l lIIea n:;; that lIIore and more ori3 i. 
nal ::' tori es will be used , as th e suppl ) 
o f :'ouita hle mat e rial for adaptatio n 
dwindle:-; . This lIIeaJlS encourag llJg 
new writprs, 

A few spollsors now take the atli· 
turi(' that on ly "c~tab l i~h e d" wlite r..; 
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- .,...------- - ------""'\ ' are pligible to write fo r them. As o f • • now , one sponsor uefines a n "esta b- I 

• li!:'hed" writer as one with previous 
• credits on his sho w. 
• \ Th is is worse than short -s ightPlI-• 
• ~ II ' it is ~h f'e r folly. T he medium is s till 
• "'1~1° f':~ ..... deve loping so r apid ly th at wi th writers 
• ' j~~ ,/ -; as wi th many oth f'f spec ialists. therp 
: /1 t \,; o~1) ~ aren' t enough top - n otchers to go 
• \ ~1 tJ~ /t'- a round. Helping to develop the new 
• ~j~Lf10 ~" /~ W I iters who a re trying th e ir h an d a t 
• ~~,'(1 ~':o)Jf) the fas<: inat ing TV medi um is good 
• ' 'Jf4:>('o "'.. In", urancp. * * "* 
: Sa me o ld sto ry 
• in Roch e ster . .. • 
: W H Ee WAY 
: OUT AHEAD! 
• • Consistent Hoo pe r Leader since 
• 19 43 . Lea ds morning, a ft e rnoon 
• and night! ... . 

• • 

GROWING 

GROWING 

GROWN 

#QI(I~t~tIIgJ~ 
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MORNING PERIOO' 

PLUS .. . 
a 14.8 Over-all Audience 

Increase Since 1949 

ANOTHER BONUS 
FOR ADVERTISERS ..• 

Special merchandising 
department for extra 
promotion of sales. 
• J.nu. ry, Feb,uory. 1950 Hooper 

WA B BAM 5,000 Watts 
FM 50,000 Watts 

A MERIC AN BROA D C ASTING 
C OMPA N Y 

OWNED AND O PERATED BY 
THE MOBILE PRESS REGISTER 
NATIONALLY REPRESENTED BY 

TH E BRANHAM COMPANY 

M-DA Y FOR SPONSORS 
I Continued f rom page 27) 

work frolll th ere. Yo u get the flavor 
o f his part ic ul a r working ou t of free 
enterprise - complete wi th the nega 
tives th a t do ex ist. '\'ex t week. per
haps. yo u jump to a dress rna nufa<.:
turer in Man hattan 's tceming garnlPn t 
d ist rie t. 

Th is is just one o f the possihlf~ ap
proaches to dra matizpd sto ri es of the 
;\ lIle ri<.: an system. Ano th pl se ries mi ght 
be haspd on na ti onal problelll s and 
how they were solveu. Unions, for ex
a mple, have wun acceptaJlPc, even by 
manage ment, as impurtan t alld va lu-

I a hle ins titut ions. Ma nage ment ma y 
I q ues tion the extent to whi eh uni ons 
' should go, but their right to o rganiz(~ 

is fu lly a<.:cepted. Wh y n ot t ra<.:e t lw 
sto ry o f a union, therefore, ill telling 
how AJlle ric alls have solvf'd va rious 
h istoric prohlems? OtllPr possibil ities 
include th e s tor y of how suffr age was 
ex tended to eve ry c it izell in the CO UII 

try; ho w Neg roes are making prog
ress ill thc So uth. Programs might abo 
cove r p rohlems yet to be solved , alon g 
with an ex posit iolJ of some o f the 
mcans at han d for conq ucring theJII 
in the course o f ti me. 

Du rin g the last war a ll d at prpsent, i 

th e Adve rti s ing Council has p rovided ' 
Icadersh ip in publ i<.:-se rvi ce ad vcr ti s- i 

ing hy c rea t ing campai gns on iJllpor-
t ant na tiona l issues . Currently. th c 
t heme of its A meriea n (' C(HHll11ie s ys-

I tem <.:a mpai g n is : " The better we pro-
: ducc, the strongpr we g row." (Ad ve r- : 
'I tis in,g for th is seri es is crea ted hy Me- ' 
Ca n II -E rickson , Inc. , as a volull teer 

a gellCY· ) 
At a bout tire t ime this i ssu (~ o f S PO N- I 

SOH hi t your desk, some 23 n a tiona l 
ad v (~ r t i sPfs wh o spOJlso r mo rc tha n 30 
T V netwo rk prog rams began usin g 
Counc il lnpssages fo r the fir st t imc. 

' Tl wse prog ra ms jo ill the ma ny rad io 

1950 A.D. 
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Means More 

Coverage, More 

Ellecfiveness 

From 5000 

Watts * ." * * * ." 

If yon seek "Prosperity Belt" 
covert~e - Houston and a 
good !'~ Iice of the Gulf Coast 
area ~ :.,... KA TL is your outlet. 
Pione~ r in g in Sports and good, 
solid programming, KA TL has 
b lazed a path of successful 
re su lts for hundreds of adver
t ise rs (.., ho demand the maxi 
mu m . l Contact Independent 
Metrop,olitan Sales in New 
York ~r Chicago _ .. Or call : 
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shows which have been allocating tin1£' 
Lo Counci l messages since it began its 
efforts in 19--1.1. The suggestions made 
in this article \\ ould tie in with such 
Counci l efforts. Council lllessages are 
intended in general for airing on 
shows whosc content is not clevotpd 
otherwise to national problems. SPO;\'

SOR'S suggestions for new public scr\'
ice programs are intended as an ex
tension of the Advertising Counci l's 
approach. 

In a survey of advertising execu
tives SPONSOR found that executivcs 
we re en thusiastic about the possibili
ties of mobilizing programs for th e 
war effort hut understandably reluc
ta nt to discuss present public service 
plans of their 0'\"11 compan y. 

Said one wpll knowll advertising 
manager: 

" I ll this W3r c risis it 's go ing to take 
more tell ing and selling American ideas 
than ever before. Not only commer
cials but every suitable program type 
can be used to show that free enter
prise gives freedom to all. Advertisprs 
have to forget a little about selling a 
brand and remember that their biggest 
co mpetitor is Communism." 

And a public relations top-ranker in 
a huge industrial compan y said: "To 
win the battle of American ideas over 
those of Communism is eve ry one's ob
ject ive. Waging that battle throngh 
full length educational, dramatic and 
documenta ry public service shows will 
cer tinly give us a weapon with the idea 
force of an A-bomb." 

Sig Mickelson , director of public af
fairs for CBS, recently spoke before 
the Washington Advertising Club an d 
cited television's ability to help in th c 
battle of ideas_ He said that industry, 
advertising agencies, and television 
must cooperate now, and fast, in bring
ing information and interpretation to 
the na tion. "Commercial educa ti on 
and public service television programs 
can be eYen better than those on a sus
tai ning basis because commercia lism 
brings money which can bring top 
brains and know-how to such pro
gralns .. 'I' he said. 

IDAHO'S 
MOST POWERFUL 

10,000 WATTS 

KGEm 
BOISE, 185,000 CUSTOMERS 
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~o fa r, we\·c mentioned programs 
which drama tize America's strengths. 
That's activity Oil thp idea front. Thc 
other big front for radi o/ TV actidty 
is information. The American people 
"aye a lot of things to learn if we ' re 
to bC<'ome really strong: how to pre
pare for a toll1i <.; bombing raids; how 
to survive ill a ci ty that 's been 
bombed ; how to ('onsent' food and 
materials. 

Periodic allllounccments help to re
mind people that they should buy 
bonds or conse rve materials. But a 

wh ole se ri es of important programs 
could he devoted co mpletel y to thp de
tails of hOl/H'-fron t mobilization . 

Television provides opportunities for 
act ual demonstrati on of "hat to rio 
unti l the Geiger-counter monitors af
ri ,'e; o r ho\\· to black out a window. 
The same sponsors who have learned 
how to sell goods effecti,·e ly through 
de,·er demonstrations should de,·ote 
that know-how to informatiollal pro
graming. 

Ce rtain element!" of competition 
might en ter into this situation. Com
pany A \\ Iluld he spurred on to better 
pre"entati ol/ elIor ts in its nutrition 
series. by the spa rkling first-aid les
sons of Com pany B. If ihis kind of 
effort were left entirely to government 
scripters, it could hardly reach the 
heights of professional excellence with
in the power of agency c reative people. 
Let's face it, bandagi ng courses can 
be really dull. But take a man like 
Arthur Godfrey , now, and imagine 
\\ hat he could do in a daily 15 min
utes. Arthur putting a spl int on a 
lovely "victim" mi ght reall y drive 
home the lesso ns and not put anyone 
to sleep. After all. he taught milli ons 
how to play th e ukelele. 

In addition to completely new pro
grams devoted to ideas and informa
tio n, sponsors can modify existing 
shows to fit in with mobilization 
themes. A comedy program or a musi
cal show might take 10 min utes froJ1\ 
time to time for an integrated desc rip- i 

tion of how that company is working 
for mobilization ; or what its plans are 
for the post-crisis future. Such an 
interlude wou ld go beyond the simple 
message approach. The compdian or 
band leadf'r, for example. might ap
pear on tape or film interviewing a 
plant foreman . These interruptions of 
the mood of normal programing can I 

bc overdone: it's up to the creati,'e 

skill of commercia l sponsors to keep 
thcir cffort s lively. 

Many ad,'ertisers have already 
prO\·ed that they IU1\ C this kind of skill 
by tlreir sllccessful use of the air for 
insti tuti onal ach·ertising. Among thcm: 
LT. S. Steel (Theatre Guild, ~BCI; 

Bell Telephone (Telephon e H Ollr, 

"'BC); ~ If'tropo litan Lifc hlsurancp 
wi th its sales-frpc spol/sorshil' of spot 
newscasts; and til(' Amcrican Associa
tion of Hail roads (Railroa<l HOllr. 

~HC). Thc san1£' kind of professional 
thinking which makes these programs 
ill\'a luablc for the public relations 
benefits they bring their sponsors, 
co uld be used to crea te war-spnice 
shows. 

The lIetworks, too, ha vf' shown the 
way over reeel/t years with outstand
ing documentaries. (One of the most 
melllorable was the NBC series a short 
time ago in which Bob Hope narrated 
a common man's approach to under
:,- Landing atomir energy.) 

Following these examples, adver
tisers can makc~ surp that this country 
stays free - and tough during the 
current c rrs ls. Unless they make a 
contribution to the batt le o f ideas, 
businessmen may filld that they\·e won 
the war - and lost the peace. Social
ism followed \\ ' orld \V ar II in Eng
land. It is cOlH'f'ivable that out of the 
upheaval and misf'ry of the coming 
years similar currents will sweep over 
this country. I f our traditional meth
ods of business operation are to be 
sa feguarded, all of the job of lIlSplr
ing and informing the public shou ld 
not be left to government. * * * 

IN DANVILLE, VA. 
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4e . 0 HOOPER 

AYG . 5 PERIODS. WI N . tV50 

ABC STATION 

WBTM 
I HOLLINGBERY 

71 



Farm director: Whllt a sa lesman! 

With the otlru~h df e\ ents, it's easy 
to form th e impressioll that radio has 
I)een with us for a long long time. 

But after spending :1 few hours with 
some of America's bc'>t salesmen, ra
dio station farm directo rs, YOU form a 
different opinion. . 

For radio hasn't 1H'l"n aro und long 
enough to convince the automobi le, 
coffee, toothpaste. or dccp freeze adver
ti~er of his amazing potential via air. 

" Then vou listen to th ese boys from 
WLS, WLW, WIOLT, I\}IBC, WCCO. 
WMT, W'JZ, I\.FAB kll you about their 
sa les triumphs for d wide range of 
products you rea lize \\ hat can 1)(' done 
with early morning fir lloontime farm 
",ervice progra II1 S. 

Here's a suggestioll to a husy adver
t iser who wants to know more: call in 
a few national repi'escntati\'es (those 
working with farm stations will he 
he,.t I and ask them t., show you what 
their farm directors are doing com
mercially. By the wa:', consumer ad
vertisers hav e used farm papers for a 
long while--and with satisfy ing results. 

How's your perspect ive ? 

A station owner who hasn't a ttend
ed many broa(lc~sters' conventions in 
recen t years. but who showed up for 
the annual NBC Convention at White 
Sulphur Springs in late October, ob
served: 

"Don't they talk about anything ex
cept television?" 

Plainly. TV completely dominated 
the three-day get-together. although 
NBC agenda-makers had painstaking
ly and skillfully prepared an agenda 
designed to give radio its just due. 

" ' ith TV problems on every side. 
and most of the 107 TV stations on 
the air doing landoffice businesses, it's 
hard for broadcasters (even those not 
yet in TV) to give proper considera
tion to the audio side of the pi cture. 

But give attcntion to it they must
lots of attention. 

Radio is still the big broadcast ad
vertising medium, wilI con tinue to be 
for some time to come. Today its dol
lar volume is man y times that of tele-

Ap".lause . 

fl e extend COIlf!,ulll /ali()ll s 10 ... 

Hllgh lIigl!:ill!'l, direr-tor of Ihoadca", t 
Advertising of the '\ A B, who ga\'ea 
forthright. fa('tual and spirited pre~en
tatioll for radio at the annual meeting 
of tlw Tcntl essf'e Association of Broad
('a~ters (TAB I aftpr a previous agelwy 
had painted a gloolll\ fore('a~ t of it s 
futun'. 

F. C. Sow('lI. gt'l \('ral JIIaliager of 
WLAC, ~a~hville an d outgoing presi
r\ent of Ill!' TA B. undf'r whose down 
to-~arth kadf'rship the Tcnnesspe As
",ooia tion of Broad('a~t('fs ha", beco llle a 
"'tall d()ut an\t)np: statc grou ps. 

Oliver S. (;ramli lll! of A",s() (' iat!'d 
J>n'~~ for hi ", poillt ed It'm inr\<'r at the 
jacbonvill<' A"so('iation of Broad
(' a:"tl'r~ IIwding th at a fn'f' radio. no 
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less than a free press, is es~elltial in 
the worldwidp f-truggle between Cum
l11uni",m and Democracy. By remain
ing fref', both mass communica tions 
media will s(,rYe the forces of freedom 
]lCtter. 

Kellyon & Et'kh<Jl"c1t. \\110 gave ra
diu and T\T editors the most heart
warllling Christlllas g ift of all by 
"'adopt ing" all und erprivileged child 
for 1%1 ill their behalf. 

F ... ,(' & Peh',·s, who spotted respf'cted 
NBC pion('f'r 1. E. (Chick) Shower
mati on th e loo:-f' and promptly in
stalled him as TV sa le~ manager witll 
headquarters in l\ew York. 

NJllIIe"oll~ "ad io <Hul TV statio ll s. 
which, <luring th e devastating storm 
that hit the East, worked around the 

• 

vISIon; its prob lems a re giant-size, too. 
Lack of earnest a ttent ion to rad io's 

prob lems (and preoccupation wi th 
TV considerations) by the b ig boys 
of radio is comparable to ANPA shy
ing-away from newspaper problems. 
Imagine the magazine people, or bill
board executives, relegating their 
media to a subordinate role in their 
thinking. 

The fight by every medi um for its 
share of the advertising dollar is tough 
and furious. Radio at present is hard 
set to defend itself. This is a time for 
a meeting of minds on radio issues. 
Don't lose sight of radio in the TV
laden atmosphere. 

How's your perspective? 

Personal to a j inglesmith 

Humor was your t radema rk, Wag. 
And in an era of singing commer

cials and IlUman-inkre~t commercials 
) our genius hit its st ride. 

Pahst's "What'll you have," the Par
adise \Vine Song, and many many oth
ers came from your prolific typewriter. 

But 1110:;,t of all, th~ expressiveness 
of your words were ollly symbols of 
the friendliness and cheer of your be
ing. Ask Lou Cowan, Don Nathansoll. 
Hal Block, Bill Cale, Jules Getl in, Har
ry Kakheim. Harold Kaye, Charles 
Irving.- they·1I say '-,:hat we mean. 

You're a wonderful guy, Wag. 
We're sorry you're out of sight. 

clock, sha red eq u ipment, performed 
('ountless deeds of puhlic service. 

COJ11ll1ancie,' E. F. l\it'Donald . J,'., 
president of Zenith. who is fight ing his 
way through great odds to give Phone
vi"iotl a chance to prove itself. 

.:\lagJlo\-ox. whose Th e Three Mu s
keteers, produced by Hal Hoach at a 
('ost of :325,000, is TV's first hour-long 
spec ially-produced feature film. 

\\ 'NE'V. New York, which beli eves in 
counting its oUL-of-horne listening and 
lettillg a(hE'rti~ers know the dil11en
"ions of this big radio honus. One 
out of four New Yorkers, it findf'. lis
tens to radio out-of-horne each day. 

E. L. nc'c'k inl!C"·' Biow, whose TBA 
talk on broadcast ra tings hi t the nail 
011 the hf'ad. 
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TH E KANS AS CITY MARKET 

Its Ii ~ct7/ltfk .. 
and Only The KMBC - KFRM Team 

• Covers It Effectively 

and Economically! 

Conlan's 1950 coincidental survey of 146,000 calls in 

the Kansas City Primary Trade Territory reveals The 

KMBC-KFRM Team in the lead by a wide margin over 
all other broadcasters. 

In addition, the September-October Hooper report for 

Metropolitan Kansas City shows KMBC in first place in 

Daytime half-millivolt contours shown in black. 

morning, afternoon and nighttime periods I 

The KMBC-KFRM Team provides advertisers w ith 

complete, effective and economical coverage of Kansas 

City's Primary Trade area - without waste circulation. 

For full information on your best buy in the Heart of 

America, call KMBC-KFRM, Or any Free & Peters "ColoneL'" 
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The Library of Congress 

AIiDlo-VlSlJAl.CONSERVATlON 

or"" UIIIW<T ofCONG/l£SS 

Packard Campus 
for Audio Visual Conservation 
www.loc.gov/avconservation 

Motion Picture and Television Reading Room 
WINW .Ioc.govlrr/mopic 

Recorded Sound Reference Center 
www.loc.gov/rrlrecord 



This file including all text and images are from scans of a private 
personal collection and have been scanned for archival and research 
purposes . This file may be freely distributed. but not sold on ebay 
or on any commercial sites . catalogs. booths or kiosks . either as reprints 
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Please help in the preservation of old time radio by supporting legitimate 
organizations who strive to preserve and restore the programs and related 
information . 


