LY 1948 = 50c a copy
FALL FACTS digest—p. 25

Fall forecast—p. 27
National spot section—p. 33
Television section—p. 79
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SIippcrs are a symbol of comfort. .. partand parcel of the joys of
“home, sweet home.”

Slippers, in a way, symbolize the manner in which Fort Industry Stations
shape and adjust themselves to fill the needs and desires of the
communities they serve!

Important to advertisers, their messages are attentively listened to on
these stations which are a part of the evervday home life of their listeners.
More, Fort Industry Stations are alert to trends and rake the initartive in
progressive programming. And it’s this progressiveness, plus the fact
that they are an integral part of community life, that makes them extra
valuable to advertisers.

THE FORT INDUSTRY COMPANY

WSPD, Toledu, tr. = WWVA, Wheeling, B, Va,. * WMMN, Fairmant, W, Va.
WLOK, lima, (). »* WAGA, Atlanta, (.a. » WGBS, Miami, Fla, * WIBK, Detroit. Mich,

Narional Sales Headyuarters: 527 Lesington Ave., Nese York 17, Eldorudo 5-2155

VYo ean bunk vn o

Fort Indusirs Station™




FOOD BUDGET
SLASHES HIT
RADIO HARDEST

RUSH TO BE
FIRST IN TV
SLOWING DOWN

14,244,000
LISTENING HOMES
ON SUNDAY NIGHT

CONTINENTAL FM
NETWORK ADDS
AM STATIONS

FRANCIS OF
GENERAL FO0ODS
URGES PUBLIC
SERVICE IN
BUSINESS

S...SPONSOR“REPORTS..
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Curtailment of food advertising hits broadcasting hardest of all ad-
budget slashes. Soaps, which with few exceptions, are not expecied

to cut schedules, together with new product business, will carry cur-
rent percentage of commercial time. Grocery advertising, which in-
cludes soaps, foods, etc., represents 269 of stations' commercial
programs and 14.8Y9%, of their spot advertising.

=SF—

Whereas up to recently TV stations were racing each other to be
first on air in each city, current practice is to wait until several
outlets are about set and then one station after another starts
telecasting. Several one-station TV towns are finding acceptance
for visual medium much slower than multiple station areas.

SR

Sunday night is still top listening period for network radio. First
U.S. Hooperatings show that peak audience is reached between 8:30
and 9 p.m. est Sundays with 14,244,000 families dialing at that

time. Survey made in January-February 1948 indicates 6,353,000 city
(pop over 50,000) homes, 3,677,000 town (pop 2,500-50,000) homes,
and 4,219,000 rural (pop under 2,500) homes listening.

-SR—-

Continental Network, which started out to be FM chain exclusively,
will continue to be basically FM but will link number of standard
(AM) broadcasting outlets also. First FM-AM joining was for Re-
publican convention when 12 AM stations joined 27 regular Conti-
nental affiliates. Radio relay used generally for inter-station

linking.

SR
Commencement exercises full of June platitudes as usual. Clarence
Francis, General Foods chairman, hit different note when he advo-
cated "Hippocratic oath" for young men about to enter business as

well as for top management. Suggested at Harvard Business School
Alumni meeting that "business and advertising's job is the greatest

SPONSOR regretfully announces the resignation of Kay Brown,
its Chicago office,
is pleased to announce the appointment of Jerry Glynn Jr.,
as her successor.
at 360 North Michigan Avenue.

Jerry Glynn Jr. replaces Kay Brown in Chicago

manager of

who has found it necessary to return to the east. It
recently of WLS,
Mr. Glynn will headquarter in new and expanded offices
The telephone is Financial 1556.

SPONSOR, Vol. 2, No. 9, July 1948.
ial, and Circulation offices, 50 W. 52 S5t., New York 19, N.

JULY 1948

Published mo"b‘*f{{bﬂ' Sponsor Publications a‘nc Publication offices: ﬁé’ﬂﬂ \- Mervine ').I' Philadelphia 41, Pa. Adw ertising, 2 {itar
Y. Accepiance under the acl of June 5, 1935 al m.’nde:‘phm Penm-v’trxnw authorized Decembar 3, 1947
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BENDIX STARTS
WING TO DIRECT

TO DEALER

OPERATION

NET TV STATIONS
SWITCHING FROM
NIGHT BASEBALL

DOLCIN BUYS
THREE PROGRAMS
ON DON LEE

"1,100,000 NEW
TV FAMILIES IN
12 MONTHS"—
GALLUP

COVMMERCIAL FAX
STARTS JULY 15

possible service to the greatest number of people." G-F has empha-
sized, within its own organization, that the survival of democracy
as U.S. knows it depends upon corporate public responsibility.

SR

Bendix will be first of great radio and appliance manufacturers to
reinstate direct factory-to-dealer merchandising. Move hastened be-
cause Bendix, like many other big appliance firms, finds it neces-
sary to maintain factory-service headquarters for most of its major
appliances. Bendix featured 'savings for the public" in presenting
its new direct-operation to dealers at Summer Furniture Market in
Chicago (July 5).

=ens

Switch of network TV stations away from baseball at night is already
under way. WPIX, Daily News station in New York, has signed to
telecast night games of Giants. WNBT (NBC-TV in New York) will con-
tinue to scan day games but discovered night events destroyed possi-
bilities of presenting regularly scheduled network commercials.

—S

Although Dolcin (SPONSOR, May 1948) in past has stuck to spot pro-
graming on individual stations with as much saturation as possible,
it's expanding to the 44 station Don Lee network on September with a
transcribed program '"Gospel Singer" and two co-op programs, ''Passing
Parade" and Fulton Lewis, Jr. Dolcin will try to saturate the
Pacific Coast through Don Lee.

=SR—

George Gallup's Audience Research, reporting TV set demand, esti-
mated June 30 that 5,400,000 families would be in the market for a
receiver priced at $200. At current average set price of $400,

there is a backlog of demand from over 2,000,000 families. Gallup

estimates that a minimum of 1,100,000 families in the 18 areas (page
80) in which there is TV service will acquire sets within the next
12 months. Gallup's figure for TV sets in operation as of June 15
is 345,000, an increase of 379 over estimate of sets in operation as
of May 1.

SR

Commercial FAX starts on the air July 15. Equipment for transmit-
ting facsimile is attached to a regular FM transmitter without
modification of FM station equipment. Only few stations will be
prepared to take advantage of July 15 start as FAX transmitting
equipment was held up pending standards setting by FCC. FAX
scanners are being delivered during end of July. Recorders, home
reprcducing units that are attached to regular FM receivers, under
$1£0 each, are scheduled for delivery starting October 1.

SPONSOR




Month after Month . . .

IN SHARE OF AUDIENCE
DAY and NIGRT

WKY OKLAHOMA CITY

930 KC. — NBC AFFILIATE

See Oklahoma City Hooper Station Listening

Indexes from November-December. 19147, through
March-April. 1948. During this period, WKY
= topped all Oklahoma City stations in Share of Au-
OWNED AND OpPERATED BY Tue Oxvanova Pesrisiine Co.: dience during EVERY day-part on week-days. Sat-
THE OkLAnOMAN AND TiMES — THE FARMER-STOCKMAN : ¥ : g
KVOR, Cororano Srrines — KLZ, DENVER (Affil. Mgmu1.)
REPRESENTED NaTionarLLy BY Tur Karz Acexcy, Inc.

urdays and Sundays,

e
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FALL FACTS DIGEST
FALL FORECAST

TV RESULTS
SPONSOR CHECK LIST

STATION BREAK COMMERCIALS
MINUTE COMMERCIALS

THE SPOT PROGRAM

GROWTH OF REGIONAL NETS
REGIONAL NETWORKS OF U. S. (MAP)
THEY'RE BUYING TRANSCRIPTIONS
TRANSCRIPTION AVAILABILITIES
REPRESENTATIVES' FUNCTIONS
REPS SELL—PLUS

MORE PEOPLE ARE LISTENING
SPOT TRENDS

THE PLACE OF CO-OP PROGRAMS
CO-OP PROGRAM AVAILABILITIES
SPOT PROGRAMS AND OFFERS

V'S COMMERCIAL STORY
TV STATUS

AD-AGENCY TV DEPARTMENTS
TV COSTS

25
217
30
32

34
36
36
g

47
50
60
61
64
66
68
12
74

15
16
78
85

TV AVAILABLE PACKAGE PROGRAMS 86

TV STATIONS IN U. 5. (MAP)
TV FILM FACILITIES

FM SECTION
SOMETHING HAS BEEN ADDED

WEB PICTURE CHANGING
PROGRAM TRENDS

NETWORK AVAILABLE PROGRAMS
INDEPENDENT PRODUCERS' SHOWS
MR. SPONSOR ASKS

COMPARATIVE MEDIA COSTS
PROGRAM OF THE YEAR

U. 5. RADIO HOMES—1948

THE FARM MARKET

RESEARCH: 1948

BIG YEAR FOR NET-BUILT SHOWS
BLOCK PROGRAMING

SFUNLON PUBLICATIONS INC [ o8
40 Went? 52

90
92

95
95

99
101
102
106
110

113
114
118
121
130
133
183

4‘;0' West 532nd

WRONG STATION—WRONG AGENCY

Somewhat belatedly 1 have read the
article on baseball beginning on page 23
of your May 1948 issue.

The article was interesting and informa-
tive. However, there are two things |
noted that | am sure will be of interest to
you.

On page 106 in the last paragraph you
mention that Milwaukee Brewers baseball
is being co-sponsored by the Miller Brew-

ing Company and Gimbel Brothers over |

station WMIN. There is no WMIN in
Milwaukee! The station carrying the
Milwaukee Biewer baseball is WEMP.

In reading the article | also noticed that
on page 26 vou listed the Gettelman
Brewing Company, sponsors of wrestling
on WTM]J-TV, in your columnon TV
results,

We were all flattered to note that you
had credited this organization with being
the agency for the Gettelman Brewing
Company. Unfortunately, we are not.
Their agency was the Scott-Telander Ad-
vertising Agency, which has since been
dissolved. One of the partners of the
former agency still holds this account and
is operating under the name of Scott, Inc.

The confusion in the case of Gettelman
Brewing Company was probably caused
by the fact that this agency conducted a
survey which you referred to in your
little capsule story

I am sure that neither one of the two
little slips of the typewriter caused any-
one any harm, but | did want to drop
you a note about them.

J. S. StorzoFF
Radio-TV Director
Cramer-Krasselt, Milwaukee

LEADERSHIP

Leadership is sometimes as elusive an
entity as the pot at the end of the rain-
bow. But you fellows at spoNsor make
it appear easy,

Your timely article on baseball rings the
bell again, and adds to your already long

list of excellent factual reporting on |
things concerming radio.  What's more, it
helped WLOW sell its Sunday bascball |
games to a local advertiser.

By the way, WLOW is carrying the full
daytime schedule of the New York
Yankees this yvear; has organized a Knot
Hole Club for white and negro boys be-
tween the ages of 10 and 14, with 2,000 |

f’l”;n‘ﬂh(' furin lo ,h\'T_El,‘ 6 i‘

We're Selling

Listeners

enl s TOE
merely Time

WWSW offers you more
listeners per dollar in this
rich Pittsburgh market

because we're offering
Pittsburgh what it wants
to hear.

¢ MORE SPORTS
¢ MORE MUSIC

e MORE SPECIAL
EVENTS

A host of advertisers—
both local and national*
—know the pulling power
of WWSW programming.
(Proved over 16 success-
ful years of broadcasting.)

So, when you want lis-

1 teners—turn to the sta-

tion that has 'em ...

WIWAW

PITTSBURGH'S
Major Independent

WWSW, INC,

Keystone Horel Pittsburgh, Pa.

*Ask Forjoe




* One Station s

*One Set of Call Letters

| | _ Ny _ L
A | < O B

* One Spot on the Dial S ) (1 S e =K ANSAS )

PR e L BCITY
* One Rate Card . '~_-_; e . |
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Mid-America presents a diversified - j; 2 o e &) 1] _.l \1}330‘1&!!
market. Inside KCMO’s measured ] e 3]
% millivolt coverage area* are [ —_|— _.-|“'—'1___

nearly 5% million people —25%

el ] :
—— OKLAHOMA =721
"""F':J_J e | |

metropolitan—27% suburban—and

small town—48% rural (on farms)!
And KCMO, with 50,000 watts day-
time non-directional, has both the
power and the programming to
reach the complete market—Urban,
Suburban and Rural. In fact,
KCMO's mail count shows listener
response from 415 countles in *50,000 Watts Daytime, Non-Directional

6 Mid-America states (shaded areas . .+ .. 10,000 Watts Nighf'—'—nf 810 Kc.

on map) plus 22 other states not shown.

For ONE STATION coverage P
of Mid-America, center -
your selling on KCMO.

Notional Represenlative:
John E. Pearson Co.

/++ . and KCFM—94.9 megacycles
Kansas City, Missouri

Bosic ABC Station for Mid-America
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MAJOR INDUS

DEPRESSION I’R()Ol* !

SERY IS

RICHMOND, VA.
PRODUCES OVER

100 BILLION
CIGARETTES
ANNUALLY

... THIS BEING MORE THAN IR
1/3 THE NATIONAL OUTPUT!!

Come what
Richmond,
induastry,

ceonomnae

%

—~

Yy

|

i
o

.-___1’ :ﬁ’f_‘i"'

where

slanmps !

910 KILOCYCLES

EDWARD

may. people always huy cigarettes!

cigarctte manufactore is the major

is conseqguently never heasily affeeted by

During 1917 Richhmond prodoced
over 100 billion cigarettes. Every sear
Lthis record ountput puts dollars into
Richmond®s wage carners’ pockets!
They have the constant power 1o

buy your prodoets all the thme!

Richmond wage carner~ are fuith-
ful WRNL listeners. They rely on
WRNL 1o tell themn all abont sour

goods and where 1o by then,

IS YOUR PRODUCT ON WRNL?

WRIL

PETRY & C€O.,. INC,,.

NATIONAL REPRESENTATIVES

RICHMOND, VIRGINIA

40 West 32nd

continued from page 4

members, co-sponsored by the Norfolk
Police Department and Norfolk Sports
Club; also is carrying the Sunday home
and away games of the Norfolk Tars; and
will carry the night games of the Tars on
WARY, WLOW'’s FM afhliate.

WLOW has filed an application for
Television, and we hope you'll find a place
for an article on use of TV by department
stores, a TV abstainer so far.

Ronert Waspos
Vp
WLOW, Norfolk

CONTESTS AND OFFERS

In view of the many contests and offers
now flooding the air, | can appreciate
that your experts cannot keep abreast of
all of them. However, vou'll recall that
in vour earlier issues you mentioned our
occasional “offers," but none of our htcxt
have been mentioned.

Recently we offered the words to
Bless This House on the Prudential
Family Hour. It has been discontinued
since our summer show which started
last Sunday. Currently we have been
alternating between recipes and Jack
Berch’s theme song, I'm A Whistlin’,
on our Jack Berch program on NBC.
Samples of these give-aways are attached.

While | grant they are on the insig-
nificant side compared to some of the
current jackpots being offered, neverthe-
less | note that yvou mention the large
along with the small and | wondered if
there was any reason why we were not
included?

Harry H. Epev
Radio Advertising Manager
Prudential Insurance Co. of America
Newark
P SPONSORS “Conteses and Offers® char is of
necessity only a4 cross-secclon of whae is on the
atr. Running condeses and offers are repeated
for n while but an c¢ffort is made 1o report

mainly new feadures and thoese which are indica-
the of 9 (rend.

SPONSOR A SALES TOOL

| am dropping vou this note since |
think vou might be glad to hear about the
use of spoNsOR in our Sales Deparunent.

I you will recall just a short time ago |
wrote and asked for several extra copies
of the issue of sroNsor that contained the
industry-wide survey of sponsorship of
radio programs for breweries.

(Please turn to page &)

SPONSOR




PHILADELPHIA'S NBC AFFILIATE
50,000 WATTS

JULY_1948

SOMETHING
NEW

... all the time!

Taines keep movinGg 10 the KYW program depart-
: i

ment! Old, established KYW shows seldom pass
through a season without new twists, new angles,
new patterns. And »zew shows. . custom-built for
local and spor adverrisers . . keep attracting new
listeners to KYW.

Whatever your plans, whatever your product. .
KYW can fashion a program to suit. And whether
it’s a Variety Show, a Musical, a Sports Program,
or a Kid Show. . vou can be sure it will be kepr
fresh, stimulacting, sales-productive. Our writers,
producers, arrangers, actors, and announcers are
fully conscious that good shows mean increased

sales for the sponsor.

WESTINGHOUSE RADIO STATIONS Inc

WBZ « WBZA +« KDKA « WOWO + KEX « KYW « WBZ-TV

Mational Representatives, MBC Spot Sales—Except for KEX « Far KEX, Free & Peters




e T rY

g,
2 'oducgs

Miller North Broad Storage Company

heeame a WIIP elient 1o tell the ||ll||]i1'

of the rebuilding of {ts fire-razed ware-

louse. So successful was this empaign,

Example that iu‘llu- ri;_rhl‘ yearsasaWl l".-p‘l-ll.-ul‘.
and withont s other radio time or

other media, the company has built

# 4 another warchouse to accommaodate in-

ereased bunsiness. 10s no burned elient

whosavs,"we feel our radio ady ertizsing

! on WIP is just as mnch a part of onr
business as our sales department.”

Philadelphia
Basic Mutual

L]
Represented Nationally
by
EDWARD PETRY & CO.

40 West 32nd

continued from page &

With this survey as part of a presenta-
tion we were able to show a brewery here
in Baltimore just how radio would work
to their advantage and as a result landed
a “healthy"” contract from them.

This brewery had not used radio previ-
ously and we are firmly convinced that
without the survey made by sPoNSOR we
would have had an extremely difficult
time selling them.

| thought you might like to have this
information since this one account will
more than pay for our subscription to
spoNsor “‘ad infinitum.” With this in
mind we have sent you a check for an
automatic renewal of our subscription
when the present subscription expires.

ARMAND TERL
Commercial manager
WSID, Baltimore

> Many statlons, statlon representatives, and
agencles are using the “tools” In SPONSOR to
make sales. The above is one of three such
sales reported to us in a single week,

JUNE ISSUE "OUTSTANDING"

| have just finished reading the June
issue of sponsor. The articles in this
issue are outstanding, and | particularly
enjoyed Sampling Comes Second, TV Par-
ticipation Programs, and Radio Creates a
New Living Habit.

You and your staff are to be congratu-
lated on the general excellence of your
publication, and particularly on the June
issue. You are providing material that is
instantly useable by broadcaster and
advertiser alike.

C. L. Tuomas
General Manager
KXOX. St. Louis

| TOO MUCH TO READ?

1 think you will be interested in know-
ing how effectively your magazine “for
buyers of broadcast advertising” can be
used by sellers.

There is so much useful background in-
formation and direct sales points—also
some pretty good leads—in every issue.
Our entire sales force reads the magazine
every month, and | am sure that all of the
men in their selling use your articles and
tabulations just as I do.

( Please turn to page 14) J

SPONSOR
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In WOAT’s daytime primary area, there are more people
than live in our crowded national capital. And their occupations
are far more diversified. There are plain dirt farmers, cattle-
men, oilmen, city dwellers and many others.

This is a wealthy market. In the San Antonio livestock
market alone, last year, over $60,475,000 were paid to stock-
men for their livestock. The total effective buying power of
the area is estimated at $1,088,542,000.*

The wants of these people are as diversified as their occu-
pations. See your Edward Petry representatives for further
information and facts showing how WOAI will tap this rich
area for you.

*Sales Management 1947 Survey of Buying Power.

WBE & SQ000WATTS # cLear cannpL « TG
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Represented by EDWARD PETRY & CO., INC.—New}York, Chicago, Los Angeles, Delroit, St. Louis, San Francisco, Atlanta, Bosfon
JULY 1948 o
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Broadcasts of dll
University of
Maryland games
now available on

WWDC

Interest is high in the
University of Maryland
games in the whole Wash-
ington area. Last year this
great team lost only two
games and played in the
'Gator Bowl. This year’s
team will probably be
unbeaten.

Ray Morgan, WWDC’s
ace sportscaster, will broad-
cast all of the U. of Md.
games play-by-play.

National or regional ad-
vertisers can clear these
cames on a Baltimore sta-
tion, as well as in other
Maryland communities.

For rates and full details,
call or wire WWDC or the

Forjoe representative.

WWDC

AM FM - The DC Independent

Represented by

FORJOE & COMPANY

10

Justin W. Dart

Mr. Sponsor

President, United-Rexall Drug Company

e was recently the key figure in another of radio’s major crises. In
ll typical, direct Dartian style (the girls in his office call him ““Super-
man") he turned down an offer to buy the F. W. Fitch Co.; did buy
Fitch’s Fave-Harris show instead of renewing Rexall's Jimmy Durante
program; and caused NBC to slap a “no lend-lease” policy on network time
slots. He also moved his radio billings from N. W, Ayer to BBD&O.
Such abrupt upheavals are not uncommon in the ultra-modemn office of
4l-year-old Justin Dart, the nation’s No. I chain drugstore magnate.
He's been tuming drug merchandising on its ear ever since he was Wal-
green's “boy wonder” in the post-depression years.

“This guy Dart," says Dart, “*has an awful lot of fool luck."” True, he
married the boss's daughter of the Walgreen empire. But Dart never let
his brawny bulk (he played good football for Northwestern, made “All
Big 10"} rest comfortably in his chair. He could, and still does, whiz
through a day’s routine in four hours. Dart practically created the
superdrugstore as an answer to supermarket competition, and personally
invented several now-standard drugstore innovations. Sample: Running
a low wall down the middle of the store with soda booths on one side, drug
displays on the other. He believes, and transferred that belief to United-
Rexall when he joined them in 1941, that there's scarcely a limit to the
variety of articles a drugstore can, or should, handle.

Dart out-talked Thomas E. Dewey (then representing some Rexall
stockholders unfavorable to Dart) to get the Rexall vp spot offered him
by his longtime friend, Edward J. Noble. He also tumed down a Mont-
somery Ward offer at twice the salary. When Dart became president in
1943, he reorganized Rexall’s conglomerate activities, moved 1ts hoime
olfice from Boston to Hollywood, featured the Rexall name on all packages,
and started first national ad campaign in drug chain history.

Broadcast advertising, from the beginning, has played an important
part in such plans, Dart, one of the directors of ABC, works closely with
his ad manager, Tom Lane, who spends 757 of a $2,500,000 budget in
national and spot radio, and in the organization of top-grade promotional
follow-ups. Dart's busy time is divided between his office, piloting his
plane on business trips, his charming second wife (former actress Jane
Bryan) and their two boys, and his mountain-top home. He likes his
job and cautions his employees: “Make money, but have fun doing it!"

SPONSOR
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inventor of the cotton gin . . .
1793 .. . illustrious member of
the American Hall of Fame . . .
outstanding contributor to a better

American Way of Life.

CBS

THE

M
A

GOODWILL

FRANK E. MULLEN

JULY 1948

Pres.

AND RESULTS

ICHIGAN’S GREATEST
DVERTISING MEDIUM

AND
WJIR-FM ™
STATION risverswne. DETRO I T
HARRY WISMER

Asst, to the Pres.
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ON THE HILL

Miss Hennock Doesn't Like Durr Mantle

Fricda Hennock, first woman to be appointed to the Federal
Communications Commission, is inheriting the liberal mantle
of Clifford Durr, whether she likes it or not. Already women's
clubs are planning to use Miss Hennock in “remaking radio as
an imspirational force.” Miss Hennock, a corporation lawyer,
and a good one, is far from Durr's thinking. She doesn’t like the
“new leok™ pressure that's been poured on her by her own sex.

RMA Says “No" to TV Trade Shows

Because demand for television receivers is sufficient to keep
manufacturers working full speed for the next year, the Radio
Manufacturers’ Association (RMA) wants no part of video
trade shows, Using governmental requirements and short man-
power as a partial excuse, RMA voted in its 24th Annual Con-
vention (June 17) not to participate in any such gatherings.
There's a hedge in that shows promoted by dealers or dis-
tributors are not frowned upon.

No Nelwork Pressure for More Than Five TV Stations

Pressure for lifting of restriction of number of video stations
that one firm can own will not have network backing. On the
Hill last month referred to the FCC TV-limit as six stations.
Present FCC regulation is five, not six.  It's six for FM station
ownership. Networks lack of interest is caused by the money
necessary for more than five stations. Sid Strotz, NBC's top
TV man, pointed out recently that one completely equipped
studio, as NBC would like to equip and run it, costs $300,000

per vear

First Quarter Dividends Hit All-Time High

Dividend payments during the first quarter of 1948 were at an
all-time record, establishing (if 1st quarter level is maintained)
i annual payment basis of $7,500,000,000. This compares
with  $5,600,000,000 m 1946 and $4,700,000,000 in 1945.
Second quarter business doesn't justify the first quarter pay-
ments, which is one reason why advertisimg is being cut. Adver-
tising, bemg most noted by stockholders and, to many managce-
ments, being expendable, is usually cut in efforts to maintain a
dividend rate

No Advertising Allowance for Vending Machine Display

Candy manufacturers who have been giving vending machine
operators a lower price than non-automatic retailers will have
to revise thelr pricing formulas. Federal Trade Commission

carly mn June ordered Walter H. Johnsen Candy Company
(Powerhouse and Heavyweight Champ Candy bars) to cease
and desist giving a vending machine company a better break
than other customers. Complaints on the same basis against
ten other manufacturers of sweets are pending. Claims that
allowances were for machine display “advertising™ were not
upheld by trial board.

Exports Off Despite ERP

Lack of consistent U. S. product advertising to European and
South American consumers is one of the reasons why, despite
all the millions being presented, loaned, or leased abroad, ex-
ports of U. S, products are tapering off. Export firms, many of
them virtually selling on a cost-plus basis, are loath to include
advertising in their pricing formulas and thus in many cases
U. S. ERP money is going for goods of other nationals. Elec-
tion of Republican nominee Dewey this November may carry
with it a mandate to manufacturers to spend some money on
export advertising. Dewey is both business and intemnational
minded.

Cotton Raises Southern Income

Production of cotton this vear will be less than is needed for
U. S. and foreign consumption. Result will be higher cotton
prices and more money for Southern planters. This is already
reflected in better business conditions in the South and smiles
on the faces of broadcast station owners south of the Mason-
Dixon Line.

36 Months Before 28-Hour Weekly TV Scheduling

Although a suspended requirement for TV station operation for
new licensees several years ago was 28 hours a week, new regu-
lation, effective July I, requires only 12 hours a week for the
first 18 months with an increase of four hours each six months
until a 28 hour minimum is reached. That means a station can
be on the air three full years before it has to program an
average of four hours a day. Putting a test pattem (station
identification) on the air will not constitute programing,

Manpower to Start Tightening in Six Months

Draft and tremendously increased demand for men in semi-
mobilized industries (airplane, radar, atomic energy, etc.) will
force other industries to start bidding for good men, Employee
relations campaigns (some on air, some in black and white) are
already being charted. The nation will be on a wartime econ-
omy for a long time even if foreign pressure problems (Palestine
Russia, Argentine) are relaxed.

An Interim Report on Congress

Congress recessed without doing anything about the margarine
tax reduction. It also exited with notling accomplished re-
garding housing and a number of other problems. Advertising
scheduled on an "if"" basis (if tax-free margarine had been
okayed and if millions were poured into federal housing) will
naturally not be released.

Governor Dewey, whom many people look upon as the next
president, has stated that he's against further governimental en-
croachment on private broadcasting. Nevertheless a revised
White Bill will be introduced at the next session of Congress to
further regulate radio.  The broadcasting industry is generally
against the White Bill and has come to the conclusion that living
under the law that created the Federal Communications Com-
mission is not as bad as they thought that it was, Every new
bill introduced hits a number of private radio interests hard

SPONSOR
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Reach It With ONE Station

JULY 1948

ONE (ost, ONE Billing

What makes it a great market? More than eight million people who live and
work and /isten in this primary steel-and-coal belt of the nation. More important,
they spend Four and One-Half Billion Dollars Annually. You can have
the bulk of this potent sales market with one station, one cost, one billing—
with WWVA, the station with the friendly programming that reaches the hearts
of these people who have the power to buy. Your Petry man has the details;
ask him today!

WWVA has guaranteed bonus coverage in Kentucky, Maine,
Maryland, New York, North Carolina, Tennessee and Vermont.

VVAVVAVEA

50,000 WATTS -« CBS » « WHEELING, W. VA.
NATIONALLY REPRESENTED BY EDWARD PETRY & CO
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The Swing is to\“%%

“-\_________________._r—-"'"

Fur spectacular results, the kind you'd get by drop-
ping a sparkler into a box of pin-wheels, join the Swing
to WHB in Kansas City. Operating full time on an
excellent, low frequency, WHB is loaded! And with
10,000 watts, we've got more power than a string of
cannon crackers. Rates are unchanged. So skyrocket
July sales by celebrating your personal independence
from advertising worries. Join the Swing to WHB!

See your John Blair man for availabilities.

DON DAVIS
PRESIDENT

JOHN T. SCHILLING

GENERA|L MANAGER

Repncacatod by
JOHN BLAIR & CO.

B A PRTTE |

MUTUAL NETWORK + 710 KILOCYCLES « 5,000 WATTS

NIGHT

FALID ©

40 West 532nd

Continued from page 8

My only cemplaint is that SPoNSOR is
so interesting and has so many facts in it
that almost too much of my reading time
has to be devoted to it. You don’t mind
a complaint like that, do you?

CHarLes E. MAaXwELL
WN R, Newark

GOOD PRINTING?

We should like to procure copies of any
back issue of your publication, sPONSOR.

i brief, here's the particular reason for
this request: frankly, we have in mind
distributing copies of your publication to
advantage among a few selected customer
contacts throughout the country, as a
means of demonstrating to them the
smaooth, receptive printing possibilities of
the paper. Can you conveniently co-
operate with us in this way?

Perhaps we should take the occasion,
incidentally, to ccommend you upon the
| appealing, well-balanced nature of the
| publication from the standpoint of typo-

graphic design. You evidently put forth

considerable effort on it in this respect.

As such, we presume the publication is

mieeting with popular approval on the

part of your reading audience.
ELMER S. LIPSETT
Advertising department
S. D. Warren Co.
Boston

TV RESULTS

May 1 congratulate you on the feature
in vour May 1948 issue entitled Television
Results.

This is the type of information that has
been awfully hard to obtain and to find it
in such intelligent form in your publica-
tion is quite a pleasure,

| hope that you plan to make this a
monthly feature of your magazine.

Mort HEINEMAN

Vp

Frauklin Bruck Advertisiug Corp.
New York

We share the enthusiasm for, and m-
terest in, the "TV Results™ department
of your publication.

Bruce DENNIS
Phblic relations direclor
WGN, Chicago

TV Results was made a monthly feature
c’flm-tl\-p with the May 1948 issue (sce paged0)

SPONSOR




Who's TV now?...

“Only somebody it the -"fu';u can afford to buy «

flf t’t'f ision se'f . ‘;‘HIHT.\ 1’-‘”!;"' _Jl"n.f‘ free it "n..'.r'_-

That's the curbstone appraisal of the TV market

todav . . . ground Hoor chance to get close to the
upper clawsses hefore the Joe Doakes erowd in!

To the advertiser Alwavs Chasing Rainbows, we
brine bad news. Joe 1= not only - but It!

From three leading set manufacturers. WPIN
secured hists of 1917 installations in New York City
and suburbs—33.071 in all. Discarding 1.319 in
saloo—well. public places—left 31.755 i homes

.ol which 16,901 were City. and 1'LT9} <uburb:

\lHocating City sets to districts by income
groups . . . upsel the TVelass market .iH||u- cart!
I;l't'-l“—i':

High districts had only 12.5% of the sets: and
Upper Middle 14% —both combined 26.5% ! But
Middle distriets showed 60.19c—and with Lower
Middle and Poor distriets totalled 73.57%!

I)\!‘k \\“““"' f““ ["“'r ['l"‘L“lf_“ oy ""”lil,l[l'i]
to the Borough That Has Evervthing—ranks first
in sct ownership! (Brooklyn! What else?) Manhattan
is a poor fourth! ... Write WPIN for the survey.

The majornty TV audience i= folks who =tay
home mights so they can get to work in the
morning—inass market, growing fast in New York!

And WPIN. with 1ts extensive facilities for
producing picture programs. and the most modern
1-|]||i|-||||-|ti ... offers advertisers the apportunity
to grow with a growing market and medium . .

Time rates and programs on request.

WP I N . THE NEWS Television Station
220 East 12nd 51, N, Y, C. ... MUrray Hill 2-1231
Represented outside Neu York Citv In

FREE & PETERS. HH Madison Ave.. New York 22
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Yes, there's a ‘sea of grass’ reaching from Tulsa to the Kansas line and every
year this famed Osage pastureland fattens thousands of feeder cattle from all
over the nation. Serving this sea of grass with its busy and prosperous towns
is the Voice of Oklahoma, Oklahoma’s Greatest Station. Osage cattle ranches
are big business and KYOO’s Farm Department plays an important part in
helping assure their most profitable operation through the dissemination of
wanted information. We're ‘home folks’ with Osage cattlemen and proud of it!

P.S. In case you hadn’t noticed, beef is bringing a good price these days.
There'll be a lot of new money in the Osage~-KVOO market this year.

. View of part of 1947 Osage Cattlemen’s Association
Ranch Tour cavalcade.

. Sam Schnieder, KVOO Farm Editor

. Barbecue scene on Ranch Tour

RADIO STATION KVO.

EDWARD PETRY AND CO.. INC. NATIONAL REPRESENTATIVES -
TULSA, OKLA.

50,000 WATTS

OKLAHOMA'S GREATEST STATION

SPONSOR




new and renew

593% New National Spot Business

SPONSOR PRODUCT AGENCY STATIONS CAMPAIGN, start, duration
Amerlean Tobacco Co Lucky Strike BBD&O ’ Sl=10n* E.v. spots, hreaks; Jun=Jul; 6 wkx
(Summer campiign)
Bristol-Myers Co Sentry (hair tonic)  Doherty, Clifford & 5-107 E. .t spots; Jun=Jul; 613 wks
Shenticld (Test campaign, will expand)

Chrysler Dealers Clars MetCann-Erickson 75-100 “Animal Waorld Cowrt™; 5-min
(Expanding current sched) et Jun-Jul; 26 wks

Continental Baking (o Wonder Bread Ted Bates 20-30* E.t, spors, breaks; Jul 1-15; 14 wks
(Expanding current sched)

Eagle-Lion Films Mauotion pictures Monroe Greenthal Inder 1., breaks; Jul 15 52 wks

Electric Aute-Lite Ca Auto parts,

aevessories

Fels & Co Fels Naptha Soap
General Baking (o Bond Bread
General Foods Corp Bliss Coffee
Hoberg Paper Mills Charmin Tissues
Internarional Latex Corp Playtex Girdles
Lever Bros Brecze

Nuartional Biscuit Co NBC Hread

Procter & Gamble Co brene (shampoo)
R. J. Reynolds Tobaceo Co Camels
Sears, Rocbuck & Co (Allstate Insurance

Insurance Co div)
Winarick, Inc

*Station lisl already sel.

(d-day saturarions, local)
Ruthrauf & Ryan 115
(Denler-plced)
RULEE L
(Nath spot campaiign)
5. E. Roberts 2-4*
('Test enmipi
BBD&O S5-10
(Test campaign, may expand)
Benton & Bowles 10-15%
(Test campaign, will expand)
8 B

Cramer- Krasselt
(Test campaign, may expand)

“hasoline Alley*; 15-min .55
Jun 15; indel
L.t hreaks; Aupg-Sep; 13 wks

Spots; Jul 15=Aug 15 or later; 13
whs
F.t spors; Jul 13 13 wks

Spots, breaks, partic; Jun 15 26
whs
E.t. spots; Jun 1-dul 1513 wks

S0-60* E.t. spots; Jun 7; i wks
Belding (Summer campaign, may expand)
Federal 20-30F E.t. spots; Jul 15 13 wks
(Expanding East and Midwest)
McCann-Erickson 5-10 E.t. spots, Jul 1-15; 13 wks
(Pest campaign, may expand)
Complon 0100 E.t. spots, hreaks; Aug 13 13 wks
{(Fall campaign)
William Esty Al-40* E.t. spots, breaks; Jun-Jul; 6-13

(Expanding current sched)
Coodkind, Joice & =20
Morgan (West Coas
1larry B. Cohen 5-0"
(MKt rests, may expand)

@ New and Renewed on Television

wks
Spats, Jul-Aug; 13 wks

Spots; Jul=Aug; G-13 whks

SPONSOR AGENCY

STATION

PROGRAM, time, start, duration

Beam Products Inc 1Yirect

Fred Dannenhauer Jr Solis 5. Canror
(radio dealer)

Allen B, Dumont Labs and  Buchanan
Dumont TV Dealers

Eastern-Columbia Dept Stodel
Store

Edgewater Dealers Assn J. Walter Thompson
(Chevrolets)

First Federal Savings & Direct

Loan Assn
General Foods Corp

Young & Rubicam
(Jell-O diy)

(Lamp Dept) BB &)
(Maxwell House Coffee) Benton & Bowles

(Various cereals)
George Gorson

(Chrysler dealer)
Harper Boar Bldg Co

(Cabin cruisers)
Harris & Frank Co Stodel
Ll Shoe Co Solis S. Cantor
Major Oil Co (Fuel oil) Shaw & Schreiber
B, Meier & Son, Inc (Broad- 11 €, Morris

cast Corned Beef Hash)

Benton & Bowles
Philip Kicin

Ross, Gardner & White

WIZ-TV, N, Y. Film spots,
WCEAU-TV, Phila,

WFIL-TV, Phila.
KTLA; Ly As

WOBS-TV,. N. Y.
WCEAU-TY, Phila,

WNHT, N, Y.
WRGH, Schen,
VBZ-TV, Boston
I'Z, Phila,
WNBW, Wash.
WRBAL-TV, Balto.
WTVR, Richmond
WEWS, €I
WNBT, N. Y.,
WRGE, Schen,
WBZ-TY, Boston
WPTZ, Phila.
WBAL-TV, Balto,
WTVR, Richmond
WNBW, Wash,
WABD, N, Y.
WOCAU-TY, Phila.

KTLA, L. A,

Spots; .\t'.I'\" 19; 13 wks (n)

May 23; 26 wks (n)

May 7; 15 wks (r)
Spots; Jun 16; 2-4 wks (n)

Nancy Niland, The Federal
wks (1)

Spors; May 19; 13 wks (n)
Spors; May 23; 13 wks (a)

KTLA. L. A, Partic in *“*Shopping at Hom
W =TV, Phika, Spots; May 23; 13 wks tn)

VOALU-TV, Phila. Mujor evenis; Mon -ip
WIZ-TV, N. Y. Spors; approx Aug 15%; 22w

-

oy

Cleveland Indians home ; nmes; o
Try to Do It Sun 8:30-9 pms Jul |0 weind

approx Aug 15% 13 wks (n)

Phila. Ingquirer TV Newsreel; Sun 7:5 =745 (rpt a1 sign-aff);

Partic in “*Shopping at Home"” (addin o current sehedule);

Girly Tu £-7:05 pm; May 25, 52

Author Meers the Critics; Sun 8-8:30 pm; J o 135 13 wks (r)

e 13 May 24; season (n)

Small Fry; Th 6-6:30 pni; fun ! wis(n

cay 11 15 wis n)

\TAY o2 13 wik (n)
)
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/ Perer Paul e Pt - Forhies WAZ-1Y N Y. Spts; sppras b 15% 532 whs ()

Mo Seill & \Id:ll'vr} KRTLEA, L, AL vimple Audirorinm ureulllna Bostits (24-game sched); Wed
K inolline) sM-closes May 19 24 wks (n)
! ! SHurs 17 L Brown MWOAL-TY L Phila Spota: Muay 25 13 wka (n)
CM sl i)
q AN Sehaeller irew ing N WX N Y. Thwkey Games: through fall seasonm s sehed (n)
[ WLV, Ny Spats; spprox Aug 15% 26 wks (n)
- adell Co CVeal e Yonde)  Lasrence €, Goamililvner WA, N Y (:m.mmm;nlrlp al hising bonts; Mon 9:05-11 pmy May 24; 13
wka (n
1' (0 Db ol Ca Pech WIZ=T0 N Y Spots: approa Aug 157 26 wks (n)
Swane Hargling Chy My WOEAL-EY . 1Phila Spots; dnn 7 e wk (n)

3 (Safr drinks)

i Tesas (o Kudner WARIUN. Y, Tenviwn Star Thester; To K9 pmg Jun 85 52 wks (n)
WRGH. Schen.
W TV, Haston
NPEZ, Pk,
SWNBW . Wash,
WEHBAL-TY, Balto,
WIVH, Richir 1

Larited Niekines S WL Ayer WERS-TY, Sprats; May 19-245 13 wks (n)

WHAH, I
KELA L.
* Vendihive odife sel for shofom B oy onc e
| " New On Network
1 ] .
l‘ i SPONSOR AGENCY NET STATIONS PROGRAM, time, start, duration
: Evershvrp lae, ; ARG Stop the Muoxic; MPWTEF Sun &: lﬁ-H illflni,.\l'rll‘! S2wks
Froehanf “Trailer Co Zimmuer-Keller WL 75 This Changing World ; Sun 3-3:15 p: Jup 205 52 whs
B Jehins=Mpnville Corp JoWialier ‘Thompson MBS AuA Hill Henry s MUPWEE Y S5-110 pnl: Auvg 2352 “ku
5 S duhnson Needham, Logis & Hrorhy N R 10 Dizzy s Sat 5-5:15 pni: Jul 35 52 wks
: Smith Bros s“l”"““‘ Stanffer, Colwell & ABC Stop the Music; Sun 8-5:15 pm (segment); Sep 5: 52 wks
havies
3 Speidel Co Coecil & 'reshrey A Stop the Music: Sun K:30-K:A45 pmy (segmeni}: May 23;

12 wks {hhmu Jul 4-Ang 29

*Farnerele an anntlier inlivorks

(Fifty<tien weeks generally means a 13-week contrael with options fur 3 sucerssive 13-uvek renewals It's subject to concetlation at the end of any 13-week prrvsd)

N

Renewals On Networks

SPONSOR AGENCY NET STATIONS PROGRAM, time, start, duration
American Home Products Corp -‘\'uIIIi\';m. Stauffer Colwell & N3G 127 Hollywood Star Preview; Sun 6:30-7 pm; Jun 27; 52 wks
Bayles
1 G Cole Milling Co Gardner MBS s Ernie Levs Sun 3-3:30 pm; Sep 265 12 wks
DL&W Coal Lin Rt hirandl & Ryan MBS A7 The Shadaow: Sun 5-5:30 pm; Sep 125 39 wks
erhy Foods T N v, Lowis & Brorby ABC 12 Sky King; ale days SCPWTF 5:80-6 pmi; Sep 6: 51 wks
; Farnsworth Television & Radio Warwick & Legler ARG Merropolitan Auditions of the Afr; Sun L30-5 pmg Sov 14
;: Clar
I T ] (.rnwr.-lﬂ Mills Ine PDancer-Fitzgerald-Sample N us Aght of the Waorld; MTWTF 2:45-3 pm; May 31; 52 whks
f Knox Reeves AR 192 Jack Armstrong: al(days MTWTF 5:30-6 pmz Sephs 52 whs
N 138 Today's Children; ACFWTF 2:30-2:45 pm; May 315 52 wkx
11 This Woman's Secrer; MTWTF 4-1:15 pm l'll.‘i'l‘; May
M52 wks
N Sum Hayves; MTWIFS 7:45-8 pm PDST; May M 52 wks
Household Finanee Corp LeVally (S411] fil The Whistler: Wea 10-10:30 pm: Jun H' 52 wkx
Kraft Foods Ca Seedham, Louis & Brorhy Nl 140 The Grear Gildersteese; Wel K-5; 1 Sep 81 52 wha
Lever Bros Co (Pepsodent div) Foote, Cone & Belding N 151 Bab Hope: Tua 10-10:30 pmg Jun 155 3 \kﬁ
i Ligoetr & Myers Fobaoca Go Sewell-Emnmert N lul t’.l;r,sn:ﬁvld Supper Club; MUWTE 7-T:145 pm;: Jun 73
S WKK
Planters St & Chovolate Go Haymomd 1. Margan N Elmer Peterson; WP 5245-0 pm PDST: Jun 232 52 wks
Procier & Goamble o Benton & Bowles N Life of Riley; Sat 8-8:30 pvg Jul 3: 52 wks
Compron L84} 5 Lowell 'Thomas: MUWTEF 6:45-7 pm; Jun 28: 52 wks
NG Road of Life; SMTTWIEUF 10:30-10:45 am; Jun 2X; 52 whks
Right to Hlappiness: MTWTF 3-45-4 pm; Jun 2% 52 wky
Truth or Conseauences: Sat $:30-9 pmy; Jul 35 52 wks
g Danver-Fitzgerald-Sample wns Heulah; MTWTFE 7-7:105 purs Jun 28; 32 wks
; Jack Smith: MTWTE 7:15-7:30 pm; Jun 25; 52 wks
N Joyee Jordan, ML MPWTFE 10:45-11 am; Jun 28: 52 wks
Life Can Be lh'.lul{ful MUWYF 3308 pm: Jun 285 52 wks
- Ma PPerkins; MUPWEEF 3:05-2:30 pmi; Jun 28; 52 wks
P'edinr & Kyan NG 150 l'\'nnl'l;‘ Young's Family; I'WT'E J:.tll-.!:;,‘- pm; Jun 25;
52 whks
3 Prondential Insprange Co Benton & Bowles CBsS 152 Provlentinl Family Hon \ull G630 pm; Jun 6: 52 whs
huither (s L LaRaoche ABC 121 Ladies Re Seateds MTW/UF 2-2:15 pm: Jul 1; 32 wks
Wi b Ol Gl Hixsan-0"Donnell NB N Ru‘lmt;‘hl Reporiers SMTWTE ltl-lll 15 pm PDST: May 23
52w :
Sevimuan Bros Inc Wueintrauh AY i 1" Monday Morning Headlines: Sun 6:05-0:30 pog Moy 30
52 wks
Loandpesd= Resald Prog Car NoOWL Aver NI 101 Reaall Snmmer Uheatre: Sun 7:30-5 pm; May 0 52 whkst
(el Dend Co div)
Uitiversal Meach Co Scehwimmer & Scott AR 182 David Harding  Counterspy; Sun $:W-5 pimg Sep 12; 52
{Schverer Candy Capadiv) whks
LAV e sprirnacir Ve Frove ol Hlarrix o the fudl
New Agency Appointments
SPONSOR PRODUCT (or service) AGENCY
Vistaie Insorance o, Chi Insurange Goodkind, Julee & Margan, Chi.
Arco Padnt G Cleselundd I*ain trwin=-Mellugh, 11wl
L Iensdorp Linprescters Tne, S0 Y. Reaxal Duteh Covau Jumes Thonus Chirurg, Boston
Hoston Amerivan esvball Co Bosoon ston Red Son Arthur W. Sampsan, Boston
Heudalw € ~ OFEY, PP O S mip e i Bermingham, Castleman & Pierce, N Y.
Hritish Somth Vinerfean Virwzys A travel Hovck, Mianml

(Please turn to page 137)




CES CHOOPER, 'PNC. REPORTS ON

C. L. Hooper, Ine. has just released a Winter. 1918
Listening-Arca Coverage Index for the 116-comy

arca which we eall **lowa Plus.”

The Index gives percentage of mentions for cach
station selected by nrore than 19 of the people
polled. A seientifically-scelected  eross-seetion  of
listenters were asked **To whal stations do yon and
yvour family listen most frequently or the niost
lime?™

MORNINGS, WHO GET 30%
NEXT STATION GET 9%!

For the period 6:00 AM-12:00 Noon. WIHO was rated
first by 309, of the respondents. Eight other lowa
19 or more

of the people. The combined rating for all these

commereial stations were sceleeted by

etght stations totalled 319,

Top-noteh programming. ontstanding publie service
means better values. Write for your copy of the
116-County Area Report—or ask Iree & Peters.

WiHO

+ for lowa PLUS *

DES MOINES . . . 50.000 WATTS

Col. B. J. Palmer., President = — /
I’. A. Loyet, Resident Manager
FREE & PETERS. INC., National Representatives

JULY 1948 19



Rhode Island
mornings —

—and step into a wermingly profitable
reception| It's a million-listener area, a
tich areal And here are names to conjure
with, ready-made prestige that pays off.

®
MARTIN AGRONSKY—

Internztiorally famous cecmmentater
presents werld news from Washing-
ton deily except Sunday, 8.00-
8.15 AM.

BING CROSBY—

A fifteer-minute recerded procram.
Nothing mcre need be said. The
time is 8.15-8.30 A.M. Monday
thru Friday.

BETTY GUNNING—

—slarted talking to women in this
millicn-listener 2rea five years ago.
Solidly established. When Betty
says "'buy' they buyl Spcts avail-
able now end then.

Write, wire or phone for rates

5000 WATTS
DAY & NIGHT

WALLACE &4 WALKER, Gen Mgr.
PROVIDENCE, The SheratonBilimare
PAWTUCKET, 450 Main S1.

-
Representatives

RVERY-KNODEL, INC.

20

New developments on SPONSOR stories

(See "Weather Is Cenmmerciel,”” STCNSCR, Jure 1547,

gage 13.) Are more zdvertisers tpenicring weathercasts

s now than lest year? | Whet new develcgments have there
@ L keen in weether picgreming? Hew pcpular are weather

pregrems with listerers erd viewers?

Everybedy tilks about the weather. That's why the number of adver-
tisers sellmg via the service type of weather spots and programs in radio
and televisic i1 has nearly doubled since the last spoNsor réport. Surveys,
such as the recent one made by farm-belt station WBAA, Lafayette,
Ind., show that up to two-thirds of the farm housewives listening to
hemuomeking progrems want straight, factual weather forecasting in-
cluded. Their farmer-husbands want the latest weather data too, because
to them weather is vital.  The perfect noontime farm program, according
0 WEAA, would contain two weather forecasts in the hour, as well as
news, farming tips, and music. To many a station located in the rich
leart of America’s farming centers, this is not startling. There are few
sizable farm-area stations that don't have regular weathercasts several
times a day, often from their own weather staffs. Advertisers have found
that these farm weather forecasts sell everything from tractors to appli-
ances, and feeds to fumishings.

Thke interest in weather is not confined to farming commmunities. The
sale of Harry S. Goodman's CCNY-prize-winning weather jingles has
jumped ficm 200 markets last year to over 400 today, with a waiting list.
Mere than hall of this 10677 -plus increase is concentrated in large metro-
politan areas. Also, big-city stations like WLW, WFIL, WNEW, and
others are not centent with reporting the U, S. Weather Bureau forecasts
in their newscasts or station breaks. WLW (Cincinnati) has Bill Nimmao
giving three daily 15-minute platter sessions, Tuesday, Wednesday, and
Thursday, in which he features the latest road information, as well as
weatker forecasts, news, and music.  He does a similar show once daily on
Menday end Sunday.  The show is promoted in two-color posters by
WLW and the spensor, Buell Air Horns, in 500 all-night roadside eateries
in four states, and in dealer displays. The sale of air horns to fleet owners,
motorists, and truckers is said to have taken a big jump, due traceably to
the show, Philadelphia’s WFIL has its own weather staff, which prepares
and airs several complete weather shows, featuring the latest highway
data and motoring tips. New York's WNEW airs a series of spot round-
ups on weather and highway information for city-dwellers, and includes
the weather forecasts, as many independent stations have learned to do,
i their around-the-clock newscasts. The list of stations programing
their weathercasts is increasing,

The weather program holds even more promise for the visual air
medivm. The Daily News TV station, WPIX, scans a Thursday night
20-minute show called Week-end Weather. It is typical of many video
weather shows frem stations owned and operated by newspapers, which
are already well aware ol the readership value of weather. The News'
own weatherman, . Henry Weber, does a 10-minute illustrated round-up
cnr the weather. Then, the latter half is taken over by Anne Dixon, who
supplarents Weber's analysis with week end tips about weather conditions,
highway traffic, 2nd so forth, at neaiby beaches and resorts. WPIX also
schedules weather twice daily on telecast news. T\ starions, like WPTZ
withits Sty Week-end, WCAU-TN with its Weather Wise telecasts, and
WNBW with its Jolomy Bradford's TV" Jownal, which gives a 5-minute
round-up on weather for yviewers in the nation's capital, have discovered
that video weathercasts have as much or more appeal than those of radio.
Sponsors like Botany Woolen Mills and B.N.D. have found their telecast
service spots an weather to be productive of real sales gains.  Whether in
programing or spots, weather is one of the least expensive types of tele-
vision production, and ene of the highest-rated in terms of viewership.
The same holds true in radio, and advertisers and broadcasters alike are
becoming increasimzly conscious of these facts.

SPONSOR




IT'S EASY,
IF YOU
KNOW HOW!

SONIE time-buyers select KWKH because we have 50,000
watts—others because we are a “major nerwork™ station
others because our Hoopers in Shreveport are very high.
We're glad to be selected on any count—but we respectfully

suggest that the BEST reason is just plain old know-how.

For 22 years we've worked and studied to learn what kind of

programming the 3,975,300 people in our area want and need.

The result is that KWKH 1s by long odds the top station in

this area-—one of the top-rated stations, for instance, in the
|

entire CBS list. May we send you the really amazing facts?
Texas

[ SHREVEPORT { LOUISIANA.

Arkansas

50,000 Watts e Fin T R e Mississippi

Henry Clay, General Manager

Dean Upson, Commercial Manager
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ATLANTA'S LEADING

ADVERTISERS ARE
SWINGING TO

WCON
WHY NOT YOouU?
fg_f

THE LONE RANGER. ..

The Lone Ranger, star attraction
of American Bakeries, now rides
WCON Air! To Coca-Colg, too, in
their own home town WCON is the
best buy. Coca-Cola now presents
the featured Major League baseball
game every Saturday ofternoon.
The Atlantic Company of Atlanta,
one of the South’s largest Breweries,
has also joined the parade of top
notch firms who now depend on
WCON for increased sales. The
Atlantic Company presents Lock-
wood Doty with the news Monday

: through Saturday ot

6:30 P.M.

Yes sir! You don’t need
a rabbit’s foot to get sales
volume in Atlanta, but
you do need WCON|

e

N ATLANIA s

WCON

5000 WATTS 550 KC

- (See "Qil and the Opera,” SPONSOR, Janusry 1948,
p.s. page 41.) What thinking lies behind Texaco television?
Will they telecast the opera?

When it comes to television, most oil companies prefer a show that can
produce tangible sales results. That applies to Texaco as well.  Although
the Metropolitan Opera broadcasts for Texas have proved themselves
from both a prestige and a sales standpoint, Texaco's initial venture into
video is not on an institutional basis. Like Atlantic Oil with its sports-
casts, Gult with its You Are An Artist, and Esso with its telecast news,
Fexaco seeks a visual formula that will have the widest possible appeal.
Texaco and 1ts agency, Kudner, believe they have this formula in The
Texaco Star Theater, an hour-long telecast variety show, aired 8-9 p.m.
Fuesday on cight NBC video stations.

This does not close the gate on future telecasting of the Metropolitan
Opera.  The stumbling block there is chiefly a matter of performers and
umon TV scales.  Until such time as these details can be worked out, the
opera will be heard only in radio under Texaco sponsorship. The variety
show affords Texaco a chance to use the visual medium without waiting.

This was one of the main reasons why Kudner landed the video slice
of the Texas Company billings. It had been producing the radio version
of the Texaco Star Theater. As a result of combined TV and radio billing,
Kudner, rather than Buchanan, is now the leading agency in Texas
Company advertising,

Although this is Texaco's first major TV operation, the variery-
comedy program is not new to the oil firm. Many of their most successful
shows have been of this type. Ed Wynn as the “Fire Chief" sold countless
gallons of Texaco from 1932 to 1935 on NBC. Jimmy Durante, Eddic
Cantor, and Fred Allen at various times have done a job for Texaco.
All of them got their start in vaudeville, and successfully transferred the
trick of pleasing live audiences at the Palace to the microphone.

Na weary weeks af travel separate Alaska from the warld today. The
NEW Alaska is only a few brief hours away from Seattle, Chicago,
New York. Hundreds of persons land and debark daily at huge airports
at Anchorage and Fairbanks. Goods and military supplies pour in by
sea and highway . . . are distributed by train, by truck, by plane . . .
combining to make the NEW Alaska America's .«::‘3“’:25

. ‘ -~ -
fos\!esl growing market R s REUE

for ‘y.qur productf A 000 W
{\/ﬁ\\\l\‘/ ,K/’/ 5553 25

».‘«3!;5:-\-& A-{j—;}rbanks ,-K N VOICES of the

e [} NEW ALASKA
-/:‘.t:-._ ‘Anchorﬂq Sold seporolely,  or in combinolion ol 20% dilcouﬂl_
~ A

A E Lotwes Pres Abe O Beoeatedt Gon Mg
GILBERT A. WELLINGTON, Natl, Adv. Mgr,
1014 Amaricom Budlding * Saatie 4 Wardbmgins

Q} \"\
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Always giving something extra!

*Just osk your

Raymer representalive



There’s a lot more to it than this...

Close cooperation petween the salesman ana his ciient 1s pernaps
more important in Spot Radio than in any other form of advertising.
For that's how the vital decisions of this highly profitable and
highly complex medium are made . . . and made correctly.

Bur there’s more to the story than this . . . a lot more. For
instance — there are things like the skill and experience of the Spot
Radio representative. Without them even the closest cooperation
has no value. But if the representative has the advantage of
250 years of combined experience behind him . . . if he has the
energy and persistence to learn about your business before he talks
about his own . . . if he knows markets and market coverage
as well as his own name . . . and if he can show you how to get
maximum resules from every penny you spend for radio advertising
— he's the kind of man you'll always want to do business with.

In shore, if he’s a Weed and Company representative
he can guarantee you the same expert service that has proved
so valuable to so many successful advertisers.

W e e d radio station representatives

ancl

24

new york * boston © <chicago * detroit

c 1O TX1 p a Il y san francisco . atlanta . hollywood
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While the current trend
of spot placement is down,
plans for this fall indicate
thata portion of the mon-
ey being taken out of the
network field will go into individual mar-
kets.  “Flexibility" is the number one
demand which advertisers are making of
their agencies. There will be compara-
tively few long-term commitinents.

The attempt to eliminate chain break
commercials during the evening hours
has been dropped by the networks for
the time being, although the drive to
eliminate double commercials at the end
of network programs is still being pus ed.
The cowcatcher (extra announcement
before a program starts) and the hitchhike
tecommercial which follows the regular
program product advertising) contmue
in disfavor.

Regional networks are due to receive
more national advertising. This is also
due to their “flexibility.” Most sought-
after transcriptions are those which
have proved sales result histories, In-
stead of seeking ideas advertisers arc
watching the programs that produce
sales from the first program broadcast.
Although it's too early to be certain
there will be no irritant spot announce-
ments employed next season, the record-
companies report that the idea
commercial is being recorded far more

mg
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often than hard-hitting unpleasant selling.

The drop in consumer buving is not
nationwide, nor is it general for all prod-
ucts.  Major appliances (washing ma-
chines, television sets, coal stokers. oil
burners, etc.) dare in continuing demand.
Yet even manufacturers of these products
have under par territories. Wherever in-
ceme indices indicate that there is no
shortage of maney and buying resistance
has developed, corporate managements
are pouring on sales and advertising pres-
sure. There is more and more the tendency
ta look upon the country as a collection of
individual markets rather than a nation.
The sales records are forcing this,

The shift to spot will be more pro-
nounced than ever in 1945 1949,  * * +

Television is no longer a

! medium in which the ad-
vertiser has to invest in

orderto learn how to use

it. Sroxsor has thus far reported case
histories of 36 users of the medium who
have been able to trace direct sales re-
sults to it. With 30 stations on the air
as this issue goes to press and more
scheduled almost weekly, market after
market isopening up to the visual medium.
Whereas a year ago there was little
available in the of programing
material, the current list of TV Live
Program Availabilities in this issue covers

way

two full pages and will run almost anothes
page in August. A full page is devoted to
a list of film facilities available. The
list of firms with TV departments which
runs  four full columns
cross section of all the progressive adver-

represents  a

tising agencies, big and little.

The price of receivers is coming down.
The family which is willing 1 view a
postcard-size picture will be able ta buy
a new set for under $100. What is even
more important is that new receivers
off the production line
depending less and
rooftop antennas.  This big prablem in
metropalitan landlords
have been refusing permission for roof
antenna installations is being minimized.

The first TV acom station (with no
studios of its own) went into operation
in June in New Haven and many a
would-be TV station owner is watching
how the operation works out. 1f suthicient

coming are

less on expensive

centers  where

service can be given viewers with a plant
such as tiny WNHC-TV's,
vista

an entirely

new has opened for television
service.
Procter & Gamble has at broken

the ice and bought its first program

last

Only the week before they signed th
contract P. & G. stated they were jusi
looking, not buving. Prospective T
SpONSOrSs start looking casually and befo
they know it thev are in the medium

ne



Sraxsor’s TV map, hstngs and statos
reports, which comprise an entire sub-
stantisll section of this Fall Focts edition
are imteresting evidence ol what  has
happened 1o TV sinee our first Fall

Focts wssue a year azo. There was no
TV <cetion then R
There s a very pood
possibihity  that  there

woin't be a single net-
work this fall  which
will be 100, sold out at night as NBC
was and CBS pracrically was during the
war, On the other band it is a certainty
that both ABC and MBS will both be
ahead of last year i business despite the
dpparent current recession in bookings.
Many firms on the air are cutting their
schedules but there are any number of
other fiums which are including radio in
their schedules for the first time,  This
growth of radio is despite the growing
mmportance of wlevision. Even in the
greatest TV metropolitan center, New

York, the most recent radio survey
figures indicate that more people
listening to radio than ever before.

The networks are daily becoming more
program-production minded.  Agencies
which in the past have wanted to control
their clients' shows are buying nerwork
packages and finding that the cost per
listener is lower than it was on their own
productions.  Thus there is a decided
shift from sponsor and agency ownership
of broadcast advertising vehicles. This
fall is scheduled to be a $sign season,
with practically every advertiser wanting
e pay Jess for talent and get more for
his money.  Even programs with long
histories of success, such as the Aldrich
Family, have had to take cuts that run
into thousands, or else ind a new sponsor
or go off the air.

Each of the four networks has a story
to wh and is going to be telling it to
prospects  between  July and  Ocrober
with much gusto. NBC will have its
S100,000  promotional  motien  picture.
Mutual will nighttime listen-
ability presentation. CBS has a program-
that it is bound to

have a

burlding  history

collect on to the nth degree. ABC will
contmuc o sign contracts with many
newcomets e radis: last vear it has

signed more chients who have previously
been begmmers i network advertising
than any of the other three networks
ABC will he stressing its long-held-back
TV cham phkms which ar¢ as far pria-
gressed as any
exceprion of NBC's

uther chan s with the
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Already more spansors have indicated
shifts from one network to another than
at any period since the start of World
War [l. This isn't necessarily because
they are dissaushed with the facilities
of the network which they have been an
in the past. Many ol them think that a
change of network scene will give them
a new audience as well as an opportunity
of gerting a renewed hold on a goodly
part of their old fans.

Come fall 19458, and sponsors as well
as the listeners they want to reach are
going to have o do some hunting for
their favorite programs

And some will be oll the air. Eiblw

M, which was ance her-
alded as the form of radio
which would succced
standard broadcasung practically over-
night, has now settled down to nccupying
a special part of the broadeast advertising
firmament. Theie is less talk of its being
the “miracle” form of radio and more
talk of what it's doing that can't be
accomplished by other facets of broad-
casting. In somwe states, such as Florida
and New Hampshire, there are great
sections in which during a large part of
the year it is impossible to hear, let
alone enjoy, radio. In other areas FM
isdelivering a signal into homes which have
never received a clear undistorted pro-
gram due to skywave interference and
any number of other annoyances to which
standard broadcasting is heir.

As more and more FAI stations come
on the air, there will be more and more
special nonduplicated FM programing in
addition to the network programs which
are heard on the FAL affiliates. Forgotten
entirely is the original FA1 license stipula-
tion which required a number of hours
of programing which did not duplicate
any AM (standard broadcast) station
shows, FM is now looked upon as a
facility not as a competitive form of
LIANSmIssIon.

FM has. however, developed some
entirely new lorms of broadcast adver-
tising. These forms (storccasting, trans-
itradio, and FAX) are all made possible
because FM is static-free. What they
portend is outlined in a short section of
this Fall Facts edition. FM is expanding
so rapidly that it stands a fair chance
of being a business all its own,

When current licensees are all on the
air there will be over 300 ndependent
FM stations.  Each ot these will in all
likelihood ofler one or misre of the special
hroadeast advertising  services as well

as the delivery of a home audence which
wants something apart from the cuirent
radio fare.

I it's FM, it's going to be a different
form of broadcast advertising . . . if it
isn't already. SUACE

OVer-UI There will be few im-

portant one-medium ad-
vertisers this Fall.  The merchandising
trend is roward a2 muluplicity  of
ad types and vehicles. The advertiser
who spends  his  entre  $2,000,000
budger v radio is going ta be the ex-
ception rather than the rule. Even the
soap merchants who can  trace their
present industry importance to their spon-
sorship of daytime serials are seriously
considering diversification,

There are a few advertisers who, want-
ing to maintain their high-income history,
are cutting back their entire advertising
schedule, but for the mwost part the
money that is leaving network radio, for
instance, is going into spot or regional
broadcasting and or newspaper adver-
tising.

The cry is for flexibility and by flexi-
bility generally is meant an avoidance of
long-term commitments. There is also
the feeling that a radio program becomes
a more effective advertising medium if
what it has to sell is scen in magazine
advertising, newspaper copy. and on bill-
boards. This is working bath ways. Ad-
vertisers who have been spending all their
money on car cards or biltboards or maga-
zines are planning to take some of this
cash and spend it in broadcast advertis-
ing. This new radio money is going to be
spent first on a spot or regional basis.
Then if diversification works, the former
nonradio advertiser apparently aims to
include a network program in his plans,
Nerwork advertising lends prestige to the
organization which thus lar spot broad-
casting hasn't achieved. Some day manu-
facturers will realize that it doesn’t mat-
ter where a program originates, the
listener hears it only over an individual
station. Nerworks are only [acilities, not
stations with personalities. A good net-
work is first and foremost a collection of
good broadcasting stations. Everything
¢lse comes alter that.

Yet at present only a big network pro-
gram makes stockholders feel that they
own part of a great prestige advertiser.

Research will have to bring more con-
crete hgures to advertisers this fall. The
facts about the buying habits of listeners
will he demanded as well as a Hooper or a
Nielsen rating. The cash register rides
high in autumn, 1948, i g
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1948-49 campaigns in the making by agency executives Jack Cohane, Ray Sullivan, Bob Colwell, Don Stauffer, Heagen Bayles (SSC'& B)

FALL FORECAS

Less radio (0 be
nsed by wartime
spenders. Drop

A\

balanced by n

prodnet gains.

JULY 1948

Many sponsors who have been on the
networks before and right through the
war will be spending less on network
radio this fall than they averaged during
the past seven years. This will be es-
pecially true in the food, cosmetic, and
drug industries. But compensating for
this, new products and new advertisers
will be using network and national spot.

In a few cases the reduced web adver-
tising will result from actual cuts in the
money appropriated for broadcast adver-
tising. [In other cases it will represent a
redistribution of the monies budgeted for
radio, with what was previously allocated
to networks being shared with sport,
TV, FM, and even in a few cases FAX.

There will be new sponsors and new
money for television just as there will be
special provisions for transitradio and

storecasting. Some of the latter will come
from merchandising (sales) budgets and
some will come out of market develop-
ment funds.

budgets will be increased to correspond to

In a few cases advertising

increased prices for the products adver-
tised, although most corporations have
not increased their advertising budgets
despite increased dollar volume of sales.
Since certain fixed costs (labor, packaging,
raw materials, and selling costs) have
forced the higher retail prices many man-
agements feel it should not cost any more
per unit to advertise their products than
before. If advertising can increase the
number of units sold then more money fo
advertising is justified.

It doesn’t make
sense to these executives to add increased
advertising allowances to product cos
just because the retail prices have had



Young & Rubicam's plans group (table left to right) Ruth Aikman, Mildred Fox, Evererd Meade, Joe Moran, Pat Weaver, John Swayze, Sylvia Down g,

motional A number of advertising authorities are s expected to have Fred Allen on NBC

warning ULIVES handising and at least one other web show. The
habits 1 cut advert hen | DeSoto and Plymouth divisions of Chrys
ness volume starts i YOr ler, al ‘h burned last season with
sichted I'her irrentiv Chirist 5 spon
mg a “Al * program, Hit Jack pot
CBSI, will continue on the air. Kaiser-
Frazer, Tucker, S T, and even
Crosley have broadcast advertising hg-
urcd in their budgets but their plans are
teel pro nebulous as srossor’s Fall Facts edition

ction, the automobile mdustry will be  goes on the press,
the air m full swii ext winter Combined broadcasting budgets of the
Even before the first frost General  gasoline and oil companies are up roughly
Motors, Chry sk ackard, and Nash 13 over 1947 1948, There will be

Ford ome shifts of networks among old stand
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bys which want to reach new audiences.
It is expected thart last season’s oil short-
ages will not continue during the fall. A
full supply will bring back to the air a
number of the refiners who bowed out
last vear. At the outset individual mar-
kets will receive attention and then re-
gional loops of major networks will be
employed. There are practically no oil
companies with coast-to-coast distribu-
tion.

The margin of profit in the processed
food field having grown smaller during the
past 12 months, there will be a tendency
to cut into the food advertising dollar in
an effort to keep the retail prices of the

JULY 1948

products from spiraling. This is true of
General Mills, General Foods, Standard
Brands, and Swift (Derby Foods). Firms
like Standard Brands are switching from
big national campaigns to tight regional
merchandising from which every ad dollar
produces direct sales.

Sampling, which was to all intents and
purposes eliminated from merchandising
plans during the war, is back in the pro
motional pictures of most food processors.
One big reason for this is the fact that an
entirely new generation of buyers, many
of whom have not been exposed to their
products, has grown up since 1941, when
started. distributors

shortages Food

\round room) Harry Rauch, Bev Smith, Bill Forbes, David Levy, Frank Telford, Lalande McCreery, Joe Scibetta, Edwin Derr, Viola Burns and Bill Whitman

know that to change eating habits is not
casy. More than mere exposure to new
foods is required. Sampling is expensive
vet it is a food merchandising essential
Generally it’s sectionalized since it costs
too much to sample 48 states at one tim:
This means spot and regional broadcast
advertising and that's where some of the
food advertising dollars formerly spent on
the chains will go this fall.

Sugar and chocolate are becoming more
plentiful and candy manufacturers will be
their
There haven’t been any real candy short
ages for about six months but there like

(Please turn to page 141

increasing broadcast advertising



FOOD

DEPARTMENT STORE

SPONSOR: Nneriean Pachoe  PRODUCTES: Meat, ehily, ete,

CAPSE LE @ AsE s oY Buadeet for tlis aeconnt being
limited. W inins-Dreselier-Brandon agenes decided 1o use
live spots hefure sparting events. 1 magician s emploved
whe is “discorered” seated among the sports spectators.
Contmorvials ace worked inte mogic routine. making for
good st and good selling, Magician is called " Suneise
Nport.” Sunrise being the bmerican Packing trade name.
Peaduet aceoptanee has grawn neticeably sinee the ".\'pnrr"

was fiest seanaed,

KR=DSUN, S Lanns PROGRAM: “Sunrise Sport™

SPONSOR: sak= Fifth \yvenne PRODECT: Women's wear

CAPSLLE CASE VISTORY : As part of @ revolving sponsor-
ship. this departiwent store preseated this progeam for a six-
week period.  Ou one telecast tea dresses were stressed.
Before the weel; was ont these o numbers. and the entire
line of which they were a part. were completely: sold out.
The production is directed by Ravmond Nelson.  Stares
and manfucturers sharve the costs.

WABEYL New York PROGE ANE: " Teles imion Fashionson Parade™

DEPARTMENT STORE

g —

SPONSOR: Boston Store PRODUCT: Pietare hanzers

CAPSULE CASE HISTORY s As part of this store™s “howe to
do it serivs. vvery Wednesday. o new kind of pictare
hanger was demonsteated. One minute was devoted 1o the
product in use. oA hanger was offered free to any one whe
would call or weite the following day (Thursday).  Offer
was muade onece and 203 peaple responded. chich 1cas
almost one in every ten UL families in Vihwaulvee at time
offer was murde (there were 205071 Chomes).  Ageney was
Vierl:- Vwnentner-Bermun,

WA 1 SUN L Milbwankhee PROGIRAM: “Life at The Boston Store™

SPORTING GOODS

SPPONSOIR: The Haly PRODECTS: Fishing tackle

CAPSULE CASE HESTORY s Six telecasts were underierit-
ten by this sporting goods dealer. ) ernon (Gadabout)
Gadilis was seanned in w lodge-tvpe setting demonstrating
Slies. rods. ete. Ve an animated map. Gaddis showed his
viewors good fishing grounds, i time cost S221.50. re-
heveesal time SEIOO,  Direetly after the first show. a man
drave over 75 miles to buy 850 worth of tackle.  ncidents

lilie this were repeated several times during the campuizn.

WG, selienectady PROCRANM: “Fishing For Fan™

TV

results

Television is open for
visual advertising with
a seuse of humor and

a good selling 1. ().

BEVERAGES

AUTOMOTIVE DEALER

SIMINSONE: ||_\-Il‘ Park Breweries \ssn PRODUCT: Beer

CAPSULE CASE INSTORY e This hrewers: started in TV
whenn KRSDZTV went on the aire e to this stations
sportseasts the andience in St Lowis taverns alone are aver
150000, 1 sput chioel has indieated that ”‘\‘H't‘ Parke has
achioved an amazing product identifieation. Hyde Peark
dealorships are reported to bave been upped over 256 and
the TV hudget hax heen inereused frome S26.0000in 1217 1o
S32.000 in 1918, Ageney is Gardoer Advertising,

L I I ) PR T PROGR AM: Sport-

SPONSOR: C. 1 Davis PRODLUCT: Buick

CAPSLLE CASE WISTORY: Original decision was to do u
secies of tnstitiwtional commercials for its hasehall co-spon -
sursthip. After their fiest five telecasts they cheelied and dis-
covered Hu"\‘ el 87 new: accounts fﬁrr':‘!f_\' trucealile to their
video advertising. Thev switched at onee to straight selling,
Further to chock TV s impact. thes offered a reprint of
“Cases at the Bat.”™ To date requeses have passed 1,000,

W ITZ, Plaladelphia  PROG R AAM: Phillies" & Athleries’ games




ANTIOQUES

WOMEN'S WEAR

SPONSOR: Tewin Schaller PRODUCT: Antigues

CAPSULE CASE IISTORY:  Eight months ago this dealer
was sold a once-a-week 20-second spot on Sunday nights.
Fach rweeek W PTZ s filn wunit photographs a different
Schaffer antique to fill the 20-second spot. The once-weekly
spot_has brought Schafler more than 050 new customers
stnee the first was scanned.  This (s a prime instance of
straight selling on rideo.

WPTZ. Philadelphia PROGRAM: Spots

SPPONSOR: Russehs PRODLUCT: Fasling

CAPSLLE GASE HISTORY: During this series, weliacl cas
sponsored by eight participating rotadl advertisers. Russelis
decided 1o test audivnee size aud tnterest. D Tewcers wer
asked to write 25 words or less about what they liked hest
about the program. prize for bost letters a puir of nylon
stockings.  Nine hundred entries core received. 99 of the
N YL TV hnaes at the Hwme the offer was made,

WABIL New York PROGRANM: "Telesision Faun Fare™

Four hundred sponsors were regularly using
! the visual air in June. Many more were

using TV on a test basis. Buffalo (WBEN-

TV), New Haven, Connecticut (WNHC-
TV), and Boston (WBZ-TV) were added as markets with
television coverage during the month and Salt Lake City
was being exposed to intensive television promotion although
it had no commercial station on the air, ZCMI, large depart-
ment store in Salt Lake, and KSL aie piesenting intrastore
telecasts on a regular basis to educate future set-owners.

In Washington, where the three operating stations, WMAL-
TV, WTTG, and WNBW, cooperate on checking set ownership,
there were 12,000 receivers installed and operating as of June 1.

The Hotel Taft (N. Y.) started a campaign in 50 leading
cities to tell prospective visitors to New York that the hotel
is TV-equipped and that sets cost $2 a day.

WPIX (N. Y. Daily News) made its debut June 15 with a
marathon presentation (7:30 p.m. to 1:10 am.). Aggressive
selling and programing of the station has already stepped up
the TV tempo in television's number one town. WPIX faces
the same problem as did its sister station in Chicago, WGN-
TV, when it came on the air. Thousands of sets in metro-
politan New York require antenna readjustments for clear
reception of WPIX but the servicing is being done as rapidly
as possible.

The Life-NBC presentation from the two political con-
ventions in Philadelphia, over the NBC-TV network and via
kinescope recording (from the face of a receiving tube) to
many other stations, cost Life, it is reported, over $100,000.
Young & Rubicam had 15 of its radio-television staff in Phila-
delphia on behalf of Life, which is a Y. & R. client.

MEN'S CLOTHING

SPONSOR: Howard Clothes PRODUCT: Men's Ready-to-wea
r

CAPSULE CASE IISTORY: On April 6. 1918 this men’s
clothier toole wrer sponsorship of the Tuesdav hoxing
matches over W ABD. Three weeks later a ,\puﬂ.\'u'l" iedentifi-
cation survev was made and Howard was among the first
ten, W hile not the first Newe York retail clothior 1o use T
Howard. via its sponsorship of an evening-long sports fea-
tire, has been able 1o cheek direct sules bettor than others.
They report that for them sponsor identification is puving
off in sales.

W ABDL, New Yoark PROGRAM: Boxing matehe,

RADIO & TELEVISION

SIPPONSOR: Motorola (:nnllmll}' PRODLCT: Receiver-

CAPSULE CASE HISTORY: Tndicating the contining pull
of boxing on home viewers. 162 out of a 200-home-set-mener
sample were looking on when Gourfain-Cobb. advertising
ageney for Motorola. surveved the Tuesday evening 8: 15 9
pom. viewing habits of Chicago. Of these. 93,955 had
their sets tuned to WBKB's hoxing bouts. 918 of the
hoxing audience were able to identify Motorola us spon sor,

W BKB. Chicago PROGRAM: Bosing

AUTOMOTIVE

WATCIES

SPONSOR: Girard Chevrolet Co.  PRODUCT: Autos, service

CAPSULE CASE HISTORY: This spousor upproached T1~
with misgivings. They have a comparatively small adver-
tising appropriation and one which must produce on u per-
dollar basis. Telerision in Philadelphia was stll a big
question mark when they bought their first spot annouace-
ment. but it has paid off in direct business brought into the
Girard service department. When the sponsor renewed re-
cently for his second 26 weeks he stated that video was being
used on a result hasis competitive with all other media.

WFIL-TY, Philadelphia PROGRANM: Spots

SPONSOR: Bulova Warch Company PRODUCT: Walehes

CAPSULE CASE WISTORY:  To test the impact of staiion
brealks in T1™ Bulova offered a hooklet, “1r's Time ) on
K new. duringits time signals on a number of video stations
The offer rwas seen and heard for just 11 seconds. Despir
the brevity., the pereentage response 10as comparabli
radio. and 839 of the respondents named the bookivr

absolute correctness.

STATIONS: Varion= PROGE AM: Time break-




sponsor Cheek List

HOW TO USE BROADCAST ADVERTISING 1

Mo

S| W

Letermine what you expect broadcast advertising to do
ler your organizaticn,”

a. Force distribution
b. Move product
c. Build prestige

d. Build brand name acceptance

e. Improve dealer-manufacturer relations
f. Impress stockholders

3. Improve employee reiaticns

h. Supplement printed media advertising

i. Carry organization's primary advertising burden

Ihe nine items cover general requirements of manufactur-
ing and sales organizations but each organization has its
own peculiar problems. These must be ascertained in ad-
vance or else any advertising campaign will probably fail.

Determine territorial coverage desired.

Centralize responsibility for broadcast advertising.

Working with your organization's advertising agency
select the broadcast form (spot radio, network radio, TV,
FM) to carry the campaign.

Build or buy the proper program or spot to reach the
market for the preduct.

The program and staticns or network being selected, hold
conferences with your staff so that the entire organization
knows the broadcast campeign and its objectives.

Hold district meetings with your sales staff, briefing them
cn the broadcast advertising campaign. There should be
preliminary meetings during which ideas of the sales staff
in the field are obtained on the campaign.

Set up a public relations conference with network or
station publicity men, your organization's publicity de-
partmenl, agencie's press staff, independent publicity
relations' men of talent, and perhaps package owner
publicity men."

Warking as 4 team these men can increase the sudience
of any program: Without organization and cooperative
operation waste through duplication of publicity material

Establish a publicity plan for the campaign.
Make certain that everyone involved knows the person

in the organization who is responsible for your broadcast
advertising.

*That execut ve must be briefed on not only what the
roadeas! supposed to accomplish but the public
sspects ol the proatam.

1

12

13

14

15

16

17

18

19

20

21

22

23

24

Make certain that talent pictures, biographies and full
pragram information (week-by-week details) are available
to everyone requiring them.

Plan tie-in advertising, point-of-sale material, dealer
mailings. *

*Correlation of all advertising activity with brosdcassting
pays substantial dividends.

Plan the program debut as a show, not as an opportunity
for organization executives to discourage listeners through
long talks.

See that effective on-the-air promotion of program starts
at least two weeks before the program makes its bow. "
*Free network and station time is available but many
advertisers are finding it productive of sales and increased
audiences to buy spot announcements to supplement
what the stations and networks do.

See that & complete promotion kit goes out to stations
(if yours is a network program, the web's publicity de-
partment will work with your agency and your advertising
manager on this).

Design a dealer and distributor promotion kit on the
program. *

*Make certain that the material does not duplicate that
which network stations will use for the same purpose,

Once the program has started to build its audience, travel
it.

Formulate plans for continuing promotion. Only through
week-in-week-out exploitation can 2 new program really
be sold to its full audience.

Tie program in with all merchandising and advertising
plans.

Make certain that everything that is done promotion wise
—quest stars—special exploitation reaches the publicity
departments of the stations, networks and your distribu-
tors and dealersin time for them to oblain newspaper space.
Plan mail-pulls (contests and give-aways) far enough in
advance so that they may be merchandized at the point-
of-sale as well as on the air.

Don't forget to write ''thank yous'" to the stations that
make promotion reports on your program.

Where possible have product packaging include refer-
ence to the program.

Check newspaper reaction to the program.*
*A special press clipping order is broadcast advertising
life insurance.*

iB

dends.

Sroadcast advertising is a living thins, It requires broadcast-
by-broadcast watching, nursing, cultivating, It's & product
that1s being sold as well as one that 15 selling for you. Broad
casting has 1o be worked at and with te return full divi-

The easy way 1s the non-productive way.
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Acceptance 15 Acceleratio

What time can be bought?

Sponsors can take advaniage of  choice
station breaks and program availabilities

Key time availabilities for chain and
station breaks will not be as tight as usual
this fall, and spot program time on all
stations except NBC affiliates will be
easier to book. On several evenirgs there
will be a more even distribution of audi-
ences than at piesent, when each even-
ing’s listening is usually dominated by
one or another of the networks. There
will be little change on Tuesday (comedy
night) but it is expected by most research
men that there will be a struggle for
listening dominance on other nights.

As a 1esult there will be more “choice”
chain breaks for sale. When one net-
work dominates listening, break an-
nouncement preferences naturally are

JULY 1948

pretty well limited to the stations of that
network. When the edge of one network
over another begins to nairow, then more
stations have prime time for sale.

Added to this easing of time avail-
ability is the consideration that in a
number of areas independent stations are
bzginning to attract imaortant segments
of the audience. This further increases
the good-listening time available for
national spot advertisers.

Still other factors have bzen working
toward the same result of more quality
time available for advertisers. DPara-
mount among these is the increased ap-
preciation of marginal time. Prestige
firms like the Metropolitan Life [nsurance

Company are finding that between 7and 8
a.m. throughout the United States they
can reach as great an audience as at pre-
mium hours. With the increase in the
number of prestige firms using marginal
time has come also an increase in the
number of firms using the early morning
to advertise products for which sales are
expected during the same day,

Most, but not all, of this same-day-
sales-expectancy advertising is placed by
retailers.  Recent marketing surveys of a
soap and a cereal company have proved
that advertising placed in the before-9
a.m. period has resulted in same-day sales
results. These two firms made tests with
special offers which were not aired at any
other time and which were not promoted
via any other medium. Cost per-trace-
able-sale for the soap company the unit
sale at retail was $.28) was half a cent and
the cost per sale of the breakfast fuod
(then priced at $.14) was slightly less than
a penny per package.
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Tests ol sales impact at other hours of
the day have not been made recently by
either ol these hirms but previous direct-
result media tests resulied in costs that
were at least 1004 higher than the early
A, advertsing

The research men of bath irms, who
wish the hrms and themselves o be
naneless, do not suggest that their early
a.m. tests are conclusive but more of their
advertising budgets will be plowed into
the breakfast hours as soon as they bave
been able o aseertain just what moves the
listener to buy, atter dialing in the early
aan.  They stress that while they've
proved that the early a.n. hours are good
for selling they don't want to go off half-
cocked before they're certain that it
wasn't the ofler rather than the time that
was so attractive.  The results prove that
merchandise can be sold the same day a
broadcast 15 made.  The results prove
that it can be sold at a very low cost per
sale. They haven't praved as yvet what
makes for the ideal combination of pro-
gram (or advertsing appeal) and early
am. hours. Research men are always
reluctant to make dehnitive statements
about an advertising medium  and most
other things, tor that matter.

The realization that m-town stations
generally have more in-town  listening
than transmitters which deliver roughly
cqual signals from out-of-town points is
slowly but surely permeating advertising
agency and sponsor executive thinking.

The station break

There is still a grear deal of power-think-
ing (selecting stations solely on the basis
of wattage); bur because it's frequently
impossible to buy them, advertisers are
finding that a combination of peanut
whistle stations frequently is more result-
ful than their cost cquivalent in powerful
Lransmitters,

There's still oo much “Hooper think-
mg" among timebuyers and  sponsors.
One station gets the bid over another
because the period it has for sale has two
more Hooper points than anather sta-
tion's availability, Coverage elements,
type of audience, and a host of other non-
Hooperated factors are too often for-
gotten in the rush to grab the time slot
with plus-Floopers.  As Hooper is the
first to stress, his ratings (except the new
U. S. “circulation' Hoopers) are popu-
larity ratings not coverage. Educa-
tional work done by Haoper and his com-
petitors is gradually opening the cyes of
sponsors to the fact that they have been
missing great audiences because of the
tendency to use Hooperatings beyond
their proper scope.

Station representatives feel that if
spansars and agencies forget the old rule-
of-thumb buying formulas they'll be able
this fall 1o purchase just what they want
to buy- or a reasonable facsimile thereof.
With hundreds of new stations on the
scene, both network and independent, it's
a diflerent broadcast advertising market
than it was a year agao. S

This Fall everybody loves chain breaks.
dissident networks and stations inclunded

The station break commercial, that
spot  between programs, is broadcast-
ing's quickest way to produce sales for
spensors,  Two research reports during
the past vear emphasized this fact. First
there was the Petry St Louis spot im-
pact survey, the second project under-
written by the Ed Perry station repre-
sentative This was fol-
lowed by the first “circulation figures”
released by the Heoper organization on
the Johns-Manville daily newscasts on
CBS. The latter program, a Ave-minute
news report, had the largest audience of
any program on the air because it
reached audicences berween two different
programs five days of the week.” Reach-
ing audiences between two programs s,

organization.

of course, exactly whit every station-
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break commercial does. While the J-M
program is not a chain- or station-break
commercial it achieved its number one
audience position for the identical reason
that breaks have their amazing impact.
The Petry study indicated that it was
not unusual for a station break of 15
seconds to reach over 2007 of the total
radio audience i an area like St. Louis.
1t further indicated that recagnition of a
commercial following the second month
of its broadcast could actually attain a
phenomenal 42,37, of the radio audience
(case of General Mills Pyequick tran-
scribed 15-second singing commercial),
This particular station break also was
adequate proof of the fact that more than
mere billboarding (reminder copy) could
be effectively handled in the 15 seconds

permitted between programs by maost

networks and stations.  lts reason-why

copy sang out this way:

“A quick and easy way has been devised
For making real home made apple pies.
The way you do it is new,

Half as much to do.

Not just the crust but the filling oo,
P-y-ec-q-u-i-c-k

Yes, Pyequick does the trick.™

Whercas a year ago there was a con-
certed drnive by NBC officials 1o discour-
age the use of chain-break time for com-
mercials, this is no longer the case. In
the daylight hours even WNBC, NBC
key station, will accept a number of 15-
second commercials in the form of time
and weather signal sponsorship. The
CBS flagship, WCBS, this fall will accept
station break commercials at any time.
WCEBS, however, will not sell particular
availabilities but insists on scheduling
the commercials between periods where
they will not jar the listener. Irritant
commercials are scldom accepted by the
station, which contends that station
breaks as an air-advertising form are not
objectionable. It is the belief of Arthur
Hull Hayes, WCBS manager, that it's
the misuse of break time that is per-
nicious.

The cigarette companics will be using
more station breaks than ever before.
This is due in part 1o the belief in them
on the part of the new Lucky Strike
agency (BBD&0O) and the increasing
competition for the smoking dollar. A
number of new brands, such as Life and
Alligator (introduced this spring), will
bow between September and November
using the station break form for their
radio advertising. It is believed that by
midspring 1949 all the major and a num-
ber of the minor tobacco companies will
have new brands, To counteract this new
competition the majors will use break
time to sell Camels, Chesterficlds, Lucky
Strikes, Philip Morris, and Old Golds.

Chain break formulas which will be
used with increasing regularity will in-
clude guest stars (like Bonnie Baker for
Chiclets), spots that tie into national
network programs (like Jack Benny's
Sportsmen Quartet), and contest com-
mercials. The last have not been used
widely by any national spot advertiser
as yet; their idea is to collect upon the
jumping audience trend in audience par-
ticipation programs.

The station break commercial is already
a vital part of TV. What has been done
with this advertising form and what is
contemplated for this fall are reported
in detail in the TV section of this Fall
Facts edition. iy
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HEEPING DOWN
the HIGH COST

of 5S€ELLING
e DETROIT ..

You got ressts ¢ |_owy Cost fest, by wing

CKLW

[f your product needs more sales and more dealers . . . if you want to look at
a climbing sales chart in the productive Greater Detroit Market, use CKLW.
#% % Your sales message will get the power of 5,000 watts day and night . . .
a middle-of-the-dial frequency of 800 kc . . . and a clear channel signal to an
eight million population primary area. ##% You'll be on a station with

alert, around-the-clock programming keyed to this area’s listening habits.
And, since we're constantly against the high cost of selling, you get this
complete coverage at the lowest rate of any major station in the market!

Guardian Bldg., Detroit 26
J. E. Campeau, President

Adam J. Young, Jr., Inc., Nat’l Rep.
H. N. Stovin & Co., Canadian Rep.

5,000 Watts Day and Night—800 kc.—Mutual Broadcasting System
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WMT rocks ‘'em
to their
foundations

in

Stone City (owa

It's just a wide place in the road

and if you wmiss the 6:10
vou re stuck until tomorrow . . .
but pile a lot of little Stone Cities
together and you get a rock-
ribbed imarker worth talking to.”
Out un the rolling prairies where
cround conductivity is just what
the bovs pray for back East,
WAIT does a terrific job of cov-
cring thousands of these small
( ommunities.

The way to wear away the sales
resistance of Stone City, et al, is
clear: use WMT—Eastern lowa’s
only CBS outlet. Ask the Katz
man for details,

® 1059 jonns and citier dot the WMT

(BB map, L1782 peaple live within
WAL 2.5 MV fiue.
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CEDAR RAPIDS

5000 Watts 600 K.C. Doy & Night
BASIC COLUMBIA NETWORK
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The minute;commercial

Independent stations offer ready-made
aundiences for GO=second aimnouncements

With the tremendous expansion of inde-
pendent stations, the one-minute com-
mercial announcement s no longer re-
stricted generally to women's participa-
tion and a few other vehicles. The non-
network stations usually carry one-
minute announcements between  pro-
grams, instead of the 15-20-second spots
permitted by network affiliates. Besides
this, practically every independent sta-
tion has morning, afternoon, and evening
programs especially designed to carry one-
minute commercials, The music-news-
and-sports formula which is the basis of
most successful independent station oper-
ation is adapted to the insertion of one-
minute (or even longer) spot announce-
ments. Since this type of programing
acquires its audience because of block
scheduling rather than because of specific
audience-gathering vehicles, minute com-
mercials can be placed in spots with

' known audiences. it

I I L]
Minute commercials are not necessarily

the product of verbose copywriting.
Naturally some 100-150-word air-ads
could be cut down to the 3040 which are
used in station break periods but accord-
ing to a recent agency survey of 200 com-
mercials these represent less than 3057 of
the copy being aired. Real reason-why
copy seldom can be cramped into fewer
than 100 words. This is true especially of
products which require disclaimers by
order of the Federal Trade Commission or
the Food and Drugs Act. If required
verbiage alone consumes 20-30 words it's
practically impossible to do sell-copy in
less than a minute over-all.

The program picture

On network stations there are very few
one-minute spot announcement availabili-
tics at night. Less than 109 of network
affiliates use spot announcement carriers
after 6 p.m. During those hours would-be
one-minute-spot users must turn to the
independent stations. This does not
mean that these advertisers have to use
low-audience broadcasters. The inde-
pendents carry practically all the night
baseball games, and in many localities
also fights, basketball, hockey, track,
football, and practically all sports events.
While many of these are sponsored there
are often some which aren’t and which
provide fine audiences for commercials.
There are usually minute spot availabili-
ties before and after sportscasts. It
doesn’t matter whether or not the inde-
pendent station carrying sports is highly
rated by Broadcast Measurement Bureau
or Hooper. Every sporting event worthy
of being aired has an audience available
to be sold an advertiser's product,

Some programs carrying one-minute
commercials require that the announceror
mc be permitted to handle the sales talk
in his own way, but most stations con-
tinue to accept recorded spots. Some sta-
tions refuse spots that irritate but even
these are comparatively few. Irritant
stunt-spots are not in the ascendancy in
advertisers’ fall plans. A check of record-
ing studios and other production sources
indicates that although there'll be a con-
siderable number of novelty commercials
aired, the novelty will be of the BBD&O
Chiquita Banana variety rather than
plug-uglies. N

Ugly duckling of national spot now is

beginning (o prove iis

For the long pull, spot programs do a
better job than station breaks or one-
minute spot announcements. It is re-
grettable that more advertisers haven't
been sold on the value of spot program-
ing. The identification of a program with
a sponsor and his product is something
aver and above the direct selling impact
of broadcast advertising.  Fibber McGee
and Molly means Johnson Wax to mil-
lions, Lum ‘n" Abner imeans Miles Labora-

advertising worth

tories, and Bob Hope means Pepsodent.
There are comparatively few spot pro-
grams which carry this impact for na-
tional advertisers. But this is because
spot advertising is generally conceived of
as being of the immediate-impact, short-
pull, drag-'em-in variety.

Hundreds of advertisers are carefully
watching the Stanback experiment with
the Peter Donald Show which is now in its
third thirteen-weck phase. Thus far its
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- WE APOLOGIZE -

(Publicly For The First Time!)
WE SOLD THE KMBC-KFRM TEAM SHORT

by 3%

e g =< __l' NEBRASKA S

o 3t Joseph

MISSOURI

& Goadlond

Kansos City

KANSAS .
Salina

Arapahoa i
COLORADO

Sedalia @

.
Syracuse Hutchinson

[ ]
. Wichit
Garden City ichite Neveda

L]
Dadge City

Winfield ®

Arkansos City o

L]
Alva

[ ]
* Waadword Enid Stillwater e

H KansasCity's primary trade area as de-

The KMBC.KFRM Team's proved .5
termined by Dr.W.D.Bryant,researchist.

millivelt contours.

e -

\'\ KFRM's estimated .5 millivolt contours. | Area gained.

THE KMBC-KFRM TEAM SERVES 3,659,828 PEOPLE

Our recent third consecutive award for out-
standing ﬁrommion from The City College of
New York and the 1947 Billboard award prove
that it is not our policy to "hide our light under
a bushel.” Nevertheless, our KFRM promotion
has been all too modest. According to field
measurements just completed, our engineers un-
derestimated KFRM coverage by one-third of its
actual area. Yes, that’s right. KFRM'’s proved 0.5
mv/m contour shows a 35% greater coverage area
than we have advertised.

And that area boosts the potential audience of

Free & Peters, Inc.
National Representatives

“KFRM

JULY 1948

The KMBC-KFRM Team to a total of 3,659,828
people! (Even this new figure is ultra conserva-
tive because it is conceded that in rural areas a
signal of 0.25 mv/m provides good reception.) A
study of the map shows how KMBC and KFRM,
its daytime associate on the 550 dial position and
with an effective radiated power of 12,500 watts,
completely cover the enormous Kansas City trade
area. That coverage marks The KMBC-KFRM
Team as the only ecomomical buy for advertisers
who want to reach their huge, rich market in
the Heart of America.

Cle

THE KANSAS FARM STATION

President

IN THE HEART OF THE NATION-

Programmed by KMBC from Kansas City
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1 KEYS T0
RHODE ISLAND
TIME BUYING

PROVIDENCE — Capital

. Clty of Rhode Island — is

ew England's SECOND
AR GEL AT

2 Providence Metropolitan
Avrea retail sales during
1947 reached an all-time
high of $672,000,000 —

$935 per capita.

3 Besides primary coverage of

the Providence Metropoli-

tan Area, WPRO blankets

Fall River and New Bed-

ford, Massachusetts, (New

Enghnds 8th and 10th

largest cities) with a fwo
millivolt signal.

BMB shows that WPRO is
» listened to (both day and
night) by more families
than any other Rhode
Island station.

WPRQO has the Iargesl
« Share of Audience in
Hooper - measured Provi-
dence in_four out of five
time periods. (Oct., 1947
thru Feb., 1948)
WPRO offers:

= POWER—5000 WATTS
FREQUENCY — 630 KC.
AFFILIATION — ES\SSIC

7 WPRQO programs also are
broadcast over WPRO-
FM kom 12 noon, to

11;30 p.m, daily.

WPRO

WPRO-FM

(92.3 Megacycles)

PROVIDENCE
]
Represented by

PAUL H. RAYMER CO.
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sales impact has increased Stanback sales
against the market trends for pharma-
ceuticals which throughour 1948 have
been downward. In some markets the
Peter Donald Show has reversed sales
trends for Stanback and thus far in no
market has the program produced less
than the spot Stanback campaigns.

But Stanback s the exception in the
national spot advertising field. There is
very little long-term thinking with respect
to spot programing. An indication of this
is the fact that there are very, very few
transcribed programs available for a long-
term advertiscr, Only Harry Goodman,
Lou Cowan, Frederic Ziv, World Broad-
casting, NBC-Recording, Charles Michel-
son, Kasper-Gordon, and a very few
other producers have more than 26 weeks
of any series available. (Full details of
the current temperature of the transerip-
tion field reported elsewhere in thisissue.)

There are comparatively few stations
that have established audience programs
available which have been on the air for
any length of time. The fault in this case
is not with the stations, producers, or
advertising agencies. It's fundamentally
with the advertisers who, despite the
millions they have spent in, and made
from, spot advertising, don’t look upon
localized radio advertising as a medium
to be employed on a continuing basis,

Growth of the regionals

Because competition generally will be
stiffer this fall there'll be more and better
programing on a local level than ever
before. The start of the survival of the
fittest in broadcasting will be noted be-
tween September and December of this
year. In a town like Washington, D. C,,
which has some 22 stations serving it and
this fall will have four TV outlets in oper-
ation, some broadcasters will have to fall
by the wayside. The aggressive station
manager will be watching his programing
structure with great care. That means
more and better service to the listener.
It also means better spot programs avail-
able for advertisers.

A number of the automotive firms are
committed to spotting programs this fall.
One will have its own serics on record,
while another is at the present time buy-
ing top local programs. The latter will be
using video on a program basis in markets
where stations are on the air—and radio
where there's no TV. There are more de-
tails on this in the TV section of this
Fall Facts edition.

More commercial time per dollar can be
had in national spot programing than in
either station breaks or one-minute an-
nouncements. But it takes more broad-
cast advertising know-how to use pro-
grams effectively than it does to sell via
announcements. i

Flexibility and area-wide produactiveness
available via nummerous seetional ¢hains

This fall will be a regiomal network sea-
son. Not only will there be more net-
works than ever before in operation re-
gionally as September 1948 approaches,
but also there is a growing demand for
“flexible” advertising media.

Regional networks are spot broadcast-
ing on a broad area base. Where the
chains are adequately staffed and com-
posed of stations which are close to the
heart of the country they cover, they per-
form a service which no other form of
broadcastmg, or advertising for that
matter, can offer.

At a mmimum they permit intensive
sectional broadcast adverusing to selected
parts of the United States with a single
billmg and a smgle program. At the
ultimate they arc a selling force which
works tightly with regional distributors or
jobbers in obtaining distribution, point-
of-sale display, and consumer aceeprance.

Most regional networks deliver part of
the ultimate in service. Because very

few of them have big promotion staffs
(they depend for the most part on the
staffs of the individual stations which are
linked to form the web) the story of what
they are doing for advertisers is difficult
to discover and has never been told, al-
though there are some exceptions. The
Yankee Network and the Don Lee chain
have consistently told their tales of how
they blanket their areas—Yankee in New
England and Don Lee on the West Coast.

Yankee, from its founding by John
Shepard, 111, through its purchase by
William O'Neil (General Tire & Rubber),
has been an aggressive spokesman for the
New England area it serves. The area is
also served by a combination of NBC
stations under the name New England
Nerwork, with WTIC, Hartford, Comn.,
acting as key station for the chain.

Don Lee calls itselfl “'the nation’s great-
est regional network," and is spending
millions on its new Mutual-Don Lee head-

(Please turn to page 42)
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The "“Quality” New;érk, threading through sixteen
years of continuous progr/;mming for_the ptfoplé cﬁ the Southwest,
offers to its hundreds of thousands of rleg'u.':'l';r listeners top quality
stations in the 50u1hwe'%1’s,1op-auoli1y markets. The prestige
of these old estoblish;d'Ieérdeg_{:zéaching 78% _of~\ol!._

radio homes in Texas, makes TQN synonym{o'Us

with QUALITY. ATl :
~ s - /
A e
TEXAS UUA“T\ NETWORK "
WoaAl KPRC WFAA KRIS KVAL @ '// - -
(Sen Antonio) (Houston) (Dollos-Ft. Worth) (Corpus Chrisni) (Brewnaville)
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SWEET MUSIC FILLS THE AIR

weet musie hlls the air for over half a million 1-1_\.11 WOXR and WOQXR-FM

il '.:'_1||.'

From early morn till late

imilies that }rr-lail‘.n:'f* to their favorite station so constantly

ther station can reach them so compellingly. Here is a pre-selected
ichience ihove-average in income . . . discriminating in taste
I | 1 FListng thit u-\-'|||E‘.|i|:'1n the music it love Ihat's '.\|l}
1 wre finding these families their most valuable
| | I witer sales more !'.lmf’_‘. made . in the
rld’s greatest marl WOXR and
WONR-EFNM hist shed for cood
1 1l thie
wl WONR-FM
I New York tat { York Times

quarteis to prove it. With 44 stations, it

delivers what it calls “the outside” as
well as “the inside” markets, the big

Because of the time
nation all

population areas
differential across the four
transcontinental chains have West Coast
links which operate practically autono-
mously and for the most part effectively.
They all energetically promote and pro-
gram for their listeners.

Besides the four great regional chains
there are other networks, for example the
McClatchy California

Rural Network, which reach individual

Beeline and the
sections of the great Pacific area.
Texas, like the Pacific Coast, is a large
section of the U. S.
habits and

with its own living
mores. It's an expansive
state with population concentration in a
It naturally therefore has

networks

few big cities.
a number of tight regional
which link important individual centers
the Lone Star, Texas State, and Texas
Quality networks and the Texas Broad-
casting Svstem. Newest of the regional
chains is the last-named, which links threc
important individual markets, Dallas-Ft.
Worth, Houston, and San Antonio.
Throughout the nation, wherever there
are population areas which have a com-
mon bond in thinking or customs some-
what apart from the nation as a whole,
there are, or there are plans for, regional
linkings of They're like Ed
Craney's network. Even in a regional
grouping such as that brought together

stations

by Craney there are various differences of
To better serve their
Pacific Northwest

living conditions.
areas the Craney
Broadcasters is split into individual seg-
ments which although they can be pur-
chased as one group (not linked by land
lines) are frequently programed as little
networks of their own. Back of the PNB
group’s thinking is a vital consideration—
a reduction of paper work for the adver-
tiser and agency. They can be billed as a
unit and they have a joint promotional
approach. 1t's PNB thinking that a
product can be promoted like a program.

As regional networks grow in power,
identity, and effectiveness, they will speak
for markets rather than cities and will
give the advertiser the flexibility that so
many seem to be demanding at present.
They will serve as testing grounds for new
products and new campaigns, for talent
and programs. As more money is spent
with them, they'll expand in program
production and promotion and more will
be linked with permanent lines.

I'he firm establishment of the regional
networks throughout the U, S, A. is the
next great step in the development of

broadcast advertising.

SPONSOR



the ears of Texas...

At political conventions and foothall rallies is the “Eyes of Texas™ you'll iear abiout. But if you want
real radio coverage of the multi-billion dollar combination of Texus markets — it's the ears of Tevas
that really interest you.

You can best reach those Texas ears with the Texas State Network. Here's the TSN lineup

for the wost complete coverage of the Lone Star State that a reasonable amonunt of your money can buy :

19 Stations...in 18 Markets

KFJZ Fort Worth KBST Big Springs
WRR Dallas KGKL San Angelo
KRRY Sherman KCRS Midland

KBWD Brownwood
WACO Waco
KTEM Temple
KNOW \ustin

KPLT Paris
KCMC Texarkana
KFRO Longview

KGVL Greenville KMAC |
KMHT  Marshall KABG ( SmAutonio
KRBC Abilene KTHT ouston

... Each eity is served nnder contract by a regnlar affiliate.

... Each station is served 2-1 hours a day by TSN's full-time lines.

For more information on how to guarantee yourself the kind of a hearing in Texas that your Texas

business needs — write us direct or get in touch with Weed and Company. our national representatives.

TEXAS STATE NETWORK

Represented Nationally by

Weed

and Company

JULY 1948 43



OO INTEAMOUNTAIN NET

O0—0 UDON LEE BROADCASTING SYSTEM
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otomal Networks
Regtomal etworks
of the United States
Lncluded herein are 31 groups of stations which
operale as networks covering specifie sections
of the nation.  They are linked by land lines,
microwave relays, or by transcriptions.  The A o LA s
complete map of this “llexible” side of radio A—0A SOUTHWEST NET
has never heen presented hefore and is largely
8—4 ARIZONA HNET '

unknown by advertisers.
as of | June 1935
O—0 z/A NET




NORTHWEST NET
WOLVERINE NET
IOWA TALL CORN NET
NMICHIGAN RAOIO NET
ARROW HEADP MNET

BUNYAN NET

o0—o0 MIDSOUTH MNET

QKLAHOMA MNET

TEXAS HBTATE NET
N0 TEXAS BROADCASTIMG SYSTEM
X LONE STAR CHAIN

O—O0 TEXAS QUALITY NET

YANKEE NET

MEWY ENGLAND
REGIONAL MNET

CONNECTICUT
STATE NET

o—o0 PENNSYLVAN
NET

? QUAKER NE”

%Q——O NORTH CAROLINA

STATE NET

ToBALCC NET

GEORGIA ASSOCIATION
OF LOCAL STATIONS

GECRGIA MAJOR
MARKET TRI10
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. A RICH MARKET!

Per capita sales are now in excess of $830.00
sgainst a national average of $685.00. In 1947
more than $1,000,000,000 were spent for
joods and services. The 1948 totals are now
20" shead of last year. Arizona's largest net-
work, the seven line-connected NBC stations
of the Arizona Broadcasting System, is your

surest approach to this buying power

SPONSOR



They're buying transcriptions

Sponsors intrigued with disk possibilities
but request ease histories before buying

There is very little that's really new
available in the transcription field. The
trend is towards proved vehicles. Even
NBC-Radio Recording is buying rights to
serials like Auni Mary, which have years
of successful selling behind them. The
Broadcasters’” Guild has employed the
C. E. Hooper organization to keep a
constant check on towns throughout the
U. S. A. to uncover programs that deliver
bonus audiences. In the field of music,
the transcription companies went all out
right before the Petrillo ban against re-
corded music, investing hundreds of |
thousands of dollars to build up a backlog
of musical recordings.

Where a new tune has unexpectedly |
become a hit, the transcription firms are |
recording the number with vocalists a
cappella (sans instrumental accompani-
ment) and adding them to their backlogs.
The ban has prevented achievement of a
nationwide reputation by any new name
bands. Consumer disks and transcrip-
tions are prerequisites to widespread
recognition.

Total volume of e.t. programs on the
air surpasses a year ago by about 407.

are among the big users of national spot
advertising who are buying library tran-
scriptions rather than record their own
special shows.

This does not mean that custom-built
transcriptions of spot announcements
have fallen behind last season. Many
firms, such as General Foods, recorded a
two-year supply of musical jII'IL'JLS hcfnre

the ban. Others decided at that time that
they'd use trick stuff—musical instru-
ment impersonators, harmonicas, choirs,
and sound effects—for their commercial
spots. For bridges on custom-built tran-
scribed variety and dramatic programs,
advertisers are using short recorded mood
selections, sound effects, and telescoped
action. The last requires better writing
but eliminates breaks between scenes.
The use of transcriptions for network
delayed broadcasts (d.b.'s), which Petrillo
originally prohibited along with all other
recording, was okayed later last fall.

(P!'edse turn to page 57)

Don't say “ello.”
sav “Ham!”

—the *gimmie

that’s got Cleveland erazy

YES, that’s the “Gimmick™ that’s got Cleveland crazy—

that got “Dinner-Winner"

its current 18.6 Hooper on

WHK—and that will get Y-O-U a fast five-across sale.
" local, ONE-MAN show you
can offer at a PRICE a Local Advertiser can afford to pay—

Increases reported by Cowan, Goodman,

and Ziv range from 75 to 907 and the | e

“Dinner-Winner” is a *

old-line organizations like NBC-Radio |
Recording and World report a 10 to 2597 |
upswing,

The sales increases are not restricted to
any one type of transcription. For in-
stance Dolcin is starting Goodman's
Gospel Singer this fall on the Don Lee
network, while a number of banks, insur-
ance companies, and public utilities have
contracted for prestige items like Favorite
Story, Playhouse of Favorites, and World’s
Greatest Novels.

Advertising agencies, which in the past
haven’t been enthusiastic about transcrip-
tions, are now checking busily on avail-
abilities. They explain that tight bud-
gets, individual markets and lines which
are falling behind national buying trends,
as well as the new high standard of re-
cordings, make syndicated e.t.'s import-
ant in their plans.

Sponsors who in the past have re-
stricted their radio efforts to network pro-
grams or spot announcements are using
syndicated e.t.’s in special markets. Lever |
Brothers (Lifebuoy and Rinso), Nestle
(Nescafe), Grove Laboratories (4-Way
Cold Tablets), Plough (St. Joseph |

Aspirin), and Procter & Gamble (Camay) .

JULY 1948

as little as $10 a week in some markets.

Look over the

Sales Plans we send you, follow the one that fits your mar-

ket, and you'll have " Dinner-Winner"

station in record time.

Fast action means a fast sale.

sponsored on your

Write, wire, or

phone for FREE Aircheck and sure-fire Sales Plans

LOCAL Rzdic Sales, G4E.Lake St., Chicago

DID YOU READ “Tﬁlﬂphﬂﬂi[}is,,

Don't miss

in the June issue of Sponsor?

it. See for yourself how “Dinner-Winner'
can become the most sensational, One-Man,

LOCAL show on your station.

“DINNER -WINNER "

NOW 18.6

47
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WITH A GREAT GALAXY OF STARS

. . L

From the opening curtain to the final spot- Helped Kill Swing™...and a terrific cast of
lighe, IT'S SHOWTIME FROM HOLLY- outstanding performers. A colorful, quarter-

WOOD sparkles with musical thrills. Star- hour musical-variety show...set to quick-

ring Freddy Martn...whom The Saturday paced tempo...that means pulling power

Evening Post features as "The Man Who and prestige for sponsors and stations.

GENE
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The quarter-hour musical-variety show is to-
day's proved high-Hooper technique. Look
at these ratings:* Chesterfield's “'Su! ub
(8.3) — Oxydol’s Jack Smith (9.8)
bell Soup’s “Club 15" (9.1). Let us show
you why IT'S SHOWTIME FROM HOLLY-
WOOD is radio’s greatest buy!
*C. E. HOOPER, April 1-7, 1948
-
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Svandicated Transeription Availabilities
First 22 program tevidid too ete Tor siphaletioal listing.
MAME TYPL APFEAL TiMg PRICE PER LPITOOL PRODUCERS" EXPLANATION PRODUCER

—_l“‘tniuﬂl In XMAY TRAFE CROVE  Dlrmn — 1.";&& i_I.S-mlh:;&. =k -‘_Jl- regioeed i -‘:ohl-n‘ ;»M wtury -lunk l'ﬂ:'lull_- S -_l\:am-r{hr\lw
_:mrnnuun 0F BUCDY BEAR Draina Juvemle 15-iniu, A‘—.’i. wk TS | Lok n_-,u._-'-_ r _[ .,faw: stanes lor kiddie llnr_ Karper4iordon
_uat nu_oE IHOwW Muw.:i- - Famly l_!-nu_n .'|_-L __; SN ;..: .M- I_i.'lll:l_h s b;-—};m; Amold Monogram
_Il!m'.lld JAMBOREL P Vanety Fumnly Bhenim, b wk 50 u:uh ;;Jl‘.-! ".Lll_-l_-;.;]\;‘-ﬂ show, Songs and lrolics ;l'f}f waye—TE]
_uuuuu IN THE BLUE nl_on-[_ Murival Famly 15-unan, &/ wk $3. 008750 Lulu Belle und Scotty, folk songs Mouogrut
g JACK BRICKHOUNE Narmbive = }_illllil'_ S-tium, &, ul_-_ ) -ﬁl LU SH I _L;rl-l. kvown tules of persocalitics ;unulnm

JOSEPH COTION & Cﬂ—_ Vrsiua ;IIII'} 30-nun, 15 Il-__ L 'w;u':!_-_ Catten slars in new mdie plays Dol raster's Guild
-_ﬂlkli(l OR. OANFIELD llr-._u: }_wlll_)’__l.au~hlti. 1wk _3:;'; .u:n- L) -l'~-v}mlur|ml iy senies | Teleways—TE
_;.u.'m m;uun How Bl 3 .\!u_\-u"ai - Fainily | 15-man, §/nk Um request .\'h.:l::.mu Edwards' famous songs Broadeastee's Guild
—;;muun TiMi Musienl ) Famly 1 Seman, 5, wk 8. 60-5657. 80 | Carmval of southern sougs Monogram
_:.umu; IMPRESSIONS - T}r;nu =1 Famnily _ Semuu, 5wk I' §1.50 ILL_! S Th:m:ﬂ eveats m [amous lives Monogram
-_-lll ACE T Lt Famuly  30-min, 1/wk I;T.'HJ_—':; Ju-_m_m J\ !.I_\:u ry whodumt with George Ralt Teleways=T=]
_;rllnﬂ Illulll_ | Museal = :IHITJ- Fa-tutm, 248, wk l 85 up on request | Bouthing songs, music, poctry Telewaye—TS1
-;.r_llc BT MUIR Muaieal }'n.mal,_ -I_&;n. S/wk | Un 'rr-.m- ot _'-\ ayne Muir's pisno sty lings Droadeaster’s Guild
‘_Fi:l!u( PARKLR II:D'I' {Twu al h’ I_D_li)_ 15:min, 2-3/wk | $5 up on requent | Frenk Parker's songs, Bea Waio, others Telewanys—T51

;u mu nnuil PARTY _'E 1y Famaly  V5-mun, §/wk : $3.60-3657.50 | The Duke of Paducali, songs, frolics Motogram
—l—um 10 GOLO —= [ Dramma Fawiily 15-tniu, 2-5 wk ilu"f ti hrovlass A Marvin Miller tells of lost (reasures Broadeaster’s Guild
T IANTA'S MAGIC CHRISTMAY THEE i_lJr.ulu T _Jn\lilil( 15-run, 2-%/wk I Un requent ' \dw-mu_m i Santa's domain KurperLiordon
—;lmut THAYNE : Dmn,-n = | Family © 30-min, 1/wk 3_0-'.1'._30<mm i'iu‘:rl'rn_a; <yt whodunit, Basd on hooks Broadeuster's Guild
-;Iﬁl OF THE PIONEERY Mumical Family 15-min, 2-5/wk | $5 up on request \\'r--lvru_::-m.!x ballads, old lavarites Telewnye—"TES]
_;l—nxcl_lml_ulr I)r:::;_ Fannly S-unm, 2-5:wk $1.50 up on requent f;:l MeCiechnn in eapsile thrllers Trlcways—TS]
T;.lkcl WiLLs Drams i Famly  30-mm, 1/wk Il?‘&l'-!'z 30-miin A" U nusual bequest=, sturs Warren William I Teleways—TEI

THIS rnuluc wanLo _!;-'m.. Family 8-mun, 2-5/wk $1.50 up oo r:-JuMl Cidi) stones, stranye customs, places Teleways—TS]
__a_m'lu'll.lll'.! OF PINODCCHID Fantasy i Juvenile |E-;;' 5, wk Bused ou Irh— From the famous book Edwan! Shomus Prod

AOYENTURES OF SIR KINﬂDl_I. -O{_INI; Ly . .l-'uml.l)' ‘l?-m-lh:' -_l__ §i2 _"i_" l.:li_ _.'\_Hl'il works as big eily reporier | Witte Hadio Prodos
_lnvtmulu ar som_t" AND l_umn -\nmrl_\ g ermLI! 15-min, 5, wk i_l:l U ON redque |r- -::u:mgrmhc_n. 13 and 15, with a traveling show | Walter Iiddick
-_:I.lult oF tllulll:l.nl;\\nllrl ] llr_qu =y Women | 13-oum, 7, u'l— _‘Ei:."'lj on nnkl_ -('nm s u.l ereal woinen of the past Hadio Providence Prodns
_:lt LTAR nuIl_n THEATRE Varnety Fanuly ! 30-tuim, 1-2, wk = ii.‘_ I_J?-o_ -ér_o;--TJt’b- tsodern West, cowboy Lallads Ilarry E Goodmian
_l_llut_::!?nnnlll MULIC Musiral Fanily | 15-30-min, 1-2, wk = !E i?ll__ .:""Iﬂli‘hmﬂl. popular musical show Rickurd A. Strout Prodns
“ano r.ua E;_u Dratia g Fautiily 1a-man, | wk Basdd ‘;a n.L‘_ _I l\t_lg-'-nlnnuul'x modetn American sehool Radio Providence Prodes

;iﬂtllﬂﬂ uuu_m {'-tu:.-ll- |';ﬂ|'d)' I0-amn, 1, wk !]1.5"_1\.-.‘ 3 Famly sitation comedy Loty »ood Broadeasters
~ ANDERION TAMILY "lln_uJ\' - Family  30qamn, 1, wk fil. .‘;lr-_i'.".’:! _1__\ r-m:.-i Amencan family, situation comedy ;nlrf Transeriptions
AUNT MARY [J;:;u. X Women 1 5-min, 5 wk -850 _.’-—ruud: o amall-town wotian eeusading against bigotry . NBC Radio Recording
“uaey oavs Talk | Adult | i8min, 12wk $4 80 Dr. D.5 Delaoya diseumes child care.  Mdsgticsns.  lamy 5 Goodman
‘_ul BAKER'Y uatuwn_ Varrty === Wom | 15-30-arun, 1_:l,_ —;rl_ l?.;l:‘;- ]-.u.q plulssopber comtwents o buman-interest teme  Cardingl
TEARBURINOP HARMONIEY Ml | Fouily | 15min 3wk H-#0 The old songs, sung by & barbersbiop quartette Tolert . Mendelsan

;!'I’\‘ AND BOW 7 Drama : Women | 15-gun, 5 :1 ] S-.i T l;'la__ II_uI‘l:-;hml- rest serial drama NHC Radio Recording

BIRTHODAY 3POTY b i—— Munieal | Fumily 1-niin, mﬁm. = _l'- $125 '}-;Ellz;!;ﬂa\ greetings for every day of the year Harry S5 Goodman

BLAIA OF THE MOUNTIEY Dranis | Suvenile | 15-mn, 3wk $2-815 Adventures of Sergeant Blar, Wikd West stuf Walter Hidick
_;nunn BLACKIE _ll.r.un-. }?ul_l-)-_ B0etmin, | wk UR Mysters-adventure whodunit; stars Diek RKollmar Frederie W, Ziv
_;ll BOWMANY - _.\;n'i-'nl_ = i.?lhhlb T‘pnnn—l 35 wk 2 ""—I.’Q - | :n_nr and Larry hushand-wle) sing (amiliar songs Fitley Transenptions
—;N GATANT 1HOW T;nl_\ = 4 Adult S-mun, 35 wk - $2.50-515 _l:-l_::h\fui autdoor yarns told by Jeff Bryvant Gordon M. Day

;HII.(‘I BURNLTT sHOW = :\h.-.-:.l =] -!uu:ig' 5-15-min, 50 T i ur‘-:-l:-;'-q:-"r _\\ :Trm und hilitully disk jockey show Uruversal Hecording
 CALLING ALL OETECTIVES — | D -hu..l}- 15-man, §, wk ; ll.;.:-.J ._:. J;-'Ll_ ..\l}urn -advesture; istener phone quir Trsted WGS  Festure Prodns
_l‘-lll"lﬂ ALL GimLY == Yarety h-r:;u-.:_(! Hemin, 1 wk Buosed |-;I ml:; -l-inmu; chutler, ashions i F’_‘:‘lﬂlt W Ziv
’_nll STUBBY ANO THE BUCCANEERS Tm..—.l -lulullj L8-amm, | =35, wk _s»« 65 $106 rE | r:y_n-lllﬂ st novelty tines Finley Transen ptions
--;-.ll..l cuGar = .\1-1-;-. al 3 Fanuly 15-min, 3, wk ll:ﬂ:i -;:I. :_. .‘-[—\Q-FLTJ-TIE show with Xavier Cugat and his orehesta Waorld Bdeste System
-_'I'_llt uleln_uaun Virmimn i iuuml_\_ _I_S-lmT l_ul il _l'l'—ﬂl ; hJ-?m- Mereall sngs by mus with organ musie Finley Transerniptwns
_Eltllﬂlll of Wistomy I ramn I_I.Iul|_\' J;;._l 3T & e Bsu ﬂn}:llhulwﬂ of iupartant histonesd exents Transeriled Radio Fhows
_-;lllhll'l WPOT COMMERCIALY Musical Family Lemin, unlin _ _-\Ilt‘__ Tl;-n-m] CLristmas spots smld Mulfulw
_nu- CINNAMON BEAR Druma Juvinile | 15-nom, 1-2-8 wk W $3-350 ijnll!‘rlllldﬂ n's I}m'thn -II::ll::_uul Recorded Features
-_CIII. AND GET 1T — '\-;-I-l:_n-tt-n Women  1&min, $/uk ‘_lll ;IF §0 Hat_lnn s oeiganal food quis NUC Radin Recording
_;un-wnmun_nut;n:w:; : 3 _\_\-t;mrn 1a-man, ) wk 10 450 7 -Ii_r\wpsm};!oru-‘irnm the filim capital Federal Artiate
__;ﬂl_l“'ﬂl.l OF HOLLYWO0OO i Srerh _I' amils _l_lb-dt:l!lj.’ whk §2 $15 T-hnliln‘ stones ol movie stunt men ! Walter Biddick
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ALE-STAR
WESTERN THEAFXER”

94—30 MINUTE TRANSCRIBED PROGRAMS

Moy Poodgy 7

Check your cow-pony at the hitching post

o

,&Coa and get the low-down on some of the ratings we've lassoed.

WMBD Peoria, Ill. 15.1 WKBZ Muskegon, Mich. 14.3
WSBT South Bend, Ind. 13.9 KMBC Kansas City, Mo. 13.5
WHO Des Moines, Ia. 14.1 WOW Omaha, Nebr. 16.6

Wow! . —
S 3 ¥ g DRAMA &
YL

<
ALL STAR WESTERN THEATER
is a sure fire Radio Program, combining
double-barreled entertainment featuring AGENCIES
Republic Picture Stars. ::2;:3?;25
FOY WILLING o
and his SEEL
e sho
RIDERS OF THE PURPLE SAGE Fosall
and Special Guest Stars Wiite for
JERRY COLONNA irforma-
JACK HOLT tion and
NICK LUCAS 1l shoot
MONTE HALE et
JOHNNY MACK BROWN the works—
JACKIE COOPER Audition
VIRGINIA MAYO Di
and many, many, others udc’ -
and all.

S. Good

19 EAST 53rd STREET RADIO PRODUCTIONS NEW YORK, N. Y.




MAME re APPEAL TIME PRICE FER EPISDDE nmu'l EXPLANATION PRODUCER
_Hil OLERSLAYER Drwina Ju‘ﬂli-l; mk_ $-330 = -l‘_m:-;r';nrl.l-. lll.nd CUolonial wars T Holly woad Mfulﬂ
-_;iullll TRAILY Deawa Juvenile W —S-l 5ug50 Authentie sdaplations of Janus Fenimore Coopet’s tules; NBC Radio Recording
hm-nr oF FATE Drunia Famly | 3ame, 1/wk _m_.:-u §220 | Mystery show. low late iutervenes ‘Finley Transeriptions
" ooctons oRoERs Ditatnn Fanily |4Stim 7wk | Nasdonmkt | Dramatited health stuation storiea, live inerviews Radio Providence Prodns
" 1oMuY DORSEY SHOW o Musipal Talmr Ii-ll-mlu. 5wk $10 up un request | Teanseribad digkegorkey. progrung; Tommy Dorsey Louis G. Cowan
—num DF MEDICINE r Dieaniu l Muh_— 15, 1-398 wk  $5upoon r-_-unnl‘ Heroie sehiovemeiits and grest discoveriea Graee Gilwon Hadio Prodns
_lll' ACES Caiiedy .}'mmly 5 —l-&.-lnu.:. 35 wk . (R _er and Gooduiin Ace.  Langstanding it Frederie W, Ziv
buke ELLINGTON DISK JOCKEY SHOW | Misienl I'u-;h_ -!Ecuul. Ak i Ltiue e rate| The Duke wpii Lhe platters; guest stars Harry 8. Goodman
Y EMERSON'S HYMN TIME Religuoun Family ls-nuumk__ | _u- 25440 Featuring Jov Faoerson, star of Hyus of All Chgreles | Morton Hadio Prodns
EXCLUSIVE STORY L ) (T Faily | 15-tmin, 1wk ¥ $0 00371 50 | Bach atory complete, iewspaper drana Fnley Transeriptions
TACT & uu::r_ B— Vurwny = Adult P3miu, 3-8 wk ‘-. chow A-ume | Unasual facts, struige Ilﬂfv_'l. i narralive Gardon M. Day
‘_n:r OF FANTASY e (T Adult | Botmin, 1-3/8 i wk | __nl?__ | Atsested ssomeant pevhie phenomena Charlie Basch
—rmrntn Ibramu i Juvenile “:?:.L..,E'.;' BES W b ..!.u- | l;um;luuolmm of lamous lairytales | C P, MucGregor
"a;ur DOCTOR Desion. | Adult m-}g wk LR L] ] i_m;l.u_l:tlm;;nimlu huran Lehavios Holly wood Hecorded Features
FAMDUS ROMANCES Dennn Women | 30-tin, 1, wk | UR | Cirvat love storion in history Hollywood Reeorded Features
_l—nllluc TOMDRROW Farm Adult m—uk = |__l_:;~_n;rlw_.—\ | Latest soivntific developments in agriculture Howard House Radio Prodns
__rrvnm-t_ lTl;u Dirares Family ;ﬂ--_mln. 1wk ___‘ i H? Ronald Colman mr_'n;.rmmr iuenth famous dramas Frederie W. Ziv
__itlllll AGENT I}r-.m._.-. :__ ._Fum.ly ._Is-mln. 1wk I-__‘z“-' 1 50 | Crime dosan’t pay slant Finley Tranrenptions
FEDL SAVINGS & LDAN JINGLES Kpuls Family | %4 min I OR Dol spots, FFAL firme anly Charles Stark
FIREFIGHTERS Dranas. | Fanily | 15-min, 5/wk | $16-$350 Trise adventures of & big city’s fire dept William ¥ Hollaud
FIRESIOE TALES Draria Farly | Semuin, 12 wk ‘l Hased on mkt | Stories of adventure presented by Frank Uirabam | Workd Hdestg Sywtem
_m'l MINUTE nvnuﬁ . Drama ‘l'anul_\ | §emin, 3. wk {_ll 40-§20 1 Compiete mysteries in Smin parkages NBC Hadio Reeording
_n__lful WITH Music Musscal Famify | 1&min, -3 uk i 1.50- 3320 Manon Hutton with gues! stars Finley Traaseriptions
FODTPRINTS BN THE $ANDS OF TiME | Drsina Family | &wmin, 8 wk | Hased on skt | Lt the Liogruphies of outstanding people - World Bdestg System
FORBIDDEN DIARY iy Diivia, m mg_ ~inerd.on ikt | Sospopera Smull-town family | Fredene W. Ziv
Yl FoR iTul_lﬁnlunl'InN \:m‘t,\- Family | 15niin, 3, wk UR | Radio ad_-nplanun ol a pewy lenture page Ed Hart & Assocn
MARY FOSTER, EDITOR'S oAugHTER] | Dramn Women | 15-min, 3-5, wk £5-850 Soup opera, 10-year favorite Harry 8. Goodman
" rRoNTIER FIGHTERS Drama Juvenile | 15-tin, 1-3-5 wk $1-§30 Daring exploits of Americats pioneers Hollywood Recorded Features
TFUN AT BREAKFAST Comedy FRmiE | S-min SIWk 40314 Camedy for breakfust audiences, Howard & Shéllon | Ford Bond Radio Prodos
runFEn = Nariets Faunly | 15-mun, 1-3-5/wk §3-350 | John Murray, Clil Arquette, King's Men Hollywood Recarded Features
" EooiE GALLAGHER'S wars‘nuu: Sporty = Family | S-tin, §/wk | Un requeat | Hutan interest sparts stories Thomas 1. Ahtens
Eﬂl Gilmm-rlt_t: 2 Musieal | Family | 60-<mun, 5,/ wk On request : Disk jockey session on wax LThmll . Abreas
_ GENERAL sToRE Comedy | Funily | Semun, 1-3-5/wk O request | Rural comedy | Hollywood Recorded Features
GETTING MDST UT OF LIFE TOOAY | lnspurational | Adult | S-min, 3, wk .20 §16 Down-to-carth inspirational talks ' NBC Radio Recording
GHOYI CORPs | brama Family | 15-min, 1-3-5 vk 1§50 Oriental mystery Hollywood Recorded Festures
-;M GREATEST n_r_ r_nn( -I;mu Family | 30-min, |, wk On request A young attorney’s crusade aguinst evil [ All-Canadn Program Dis
-_;IEIEKH | ll;;um Famly | 15-nun, 1-3-5,wk $3-350 The muster detective's calling eard | Hollywood Recorded Features
.-“tth ;uﬂ_ ;nu lTr:u:m Family | 15-min, 2wk ! I‘a‘_lls Raifroud story thriller.  Romanee | Walter Biddick
_EI_SS wiar \ud partie Family | I5-min, 1-3-3; wk _S'_‘- $50 | Brain teasers and answen | Hollywood Recorded Features
GUILTY DR NDT GUILTY Aud partie | Family | 15-min, 1-3-5,wk 3-350 Uourt trial with sudience the jury { Hallywood Revarded Festures
HAPPY THE HUMBUE = l'ieaa . | Juvenile :_Is-mm. 23 wk M550 Adventares of a hytind and bis aninial pals | NBC Radio Recarding
Cwaeny ey roks | Ml Family | 15-mn, -3-5wk | $3-3%0  Beal bilballies mng Gavorite hallady Hollywood Recorded Features
--“ ;:nut ISLE - Mumrsl Fumily | 15-mn, 2wk 6 up 1;11 request | Hawalin msie and sngiog Walter Biddick
—;umnm; mur. | Deams Flmﬂ S (e 73100 Uriganal py e hologieal miysteries, thrlles NBC Radie Recording
 HAWAIIAN FANTASIES il B Family | 15-min, 1-3-5 :\T _IC_i i.‘m :hw musie suil lgends Holly wood Recorded[Features
_—H! HAD M1S MERVE l!_rm;a 5| Tr Tn.n':h - |5nmll on mkt Surprise Uwists in tesl life HRadio Providener Prodns
HEART SONGS T Musiral - Adult | 15<min, 1-3-5 u.k_ . §3-§50 _,\_ndmr{'mmur. Konny Haker, quartetts Hollyw oo Recorded Fratures
WELPFUL HARRY Musienl W omen L=tin, unling 5 §lion Houschold hints in ingle form arry & Goodimen
_ MOLLYWOOD CASTING DFFICE Varery I_an _J.S-mm. |_3 '3 -i— 3850 Hud Jnu.-mn,_ hilariois I-I.oII\ wiredd comedy Hollywond Recorded Features
HOLLYWDDD 3DUND STAGE Dearma Fanily | Jtmun, | wh 13 phos Tehr |ove, muanty, adventute . P. NarGiregor
_#a;u\rnm SPOTLIGHT i Vasirty & Famils |_|Ln,u-. l-:)‘-& -\_ - #3350 _hur- I!u_rn: ;larlh; !L:-r. il Tiwrms Hollywood Recorded Features
-umuuwn THEATRE OF 3T4R3 Peaina Family | 30-min, | wk \_IP',-du.:-: ’—;Tr .I.‘rnrnn 3 C, P. Mactiregor
" NoME SWEET NDME Lhramn Women ;_:_r;rl 8%k | oOn Truest Family situation comedien Hollywood Recorded Features
HOMETOWNERS Mival Fumuly: lm | 7wk = #4894 50 ¥ '_an_lmmrrl_n i\l;{"l “Reveille Roundup™ Morton Hadio Prodns
HOUSE IN THE COUNTRY = Dirumin Farnile l_ill_l-t;rl u_i _— ;E S-H i?’.'_.‘i_‘_-_ Situntion r«nn.nnlj xlr;l_u: oung eouple NHC Radio Hecording
" WOUSE OF OREAMS Drasin NI | A5, 1= Biek $i §50 Favoriie poefis and songs Hollywood Recarded Fentures
¥, IMMDETAL LOVE JONGE -\lum'n-i- Women -ﬁ-mln.‘_s'_h-k $lupon !rqm-_‘_ it ;'l'.r!ll‘r,-;trr:tr ..-‘hll-rnnuu: rmmnrl.lllw!nngl:_ Transeription Sales
N His 3TER Draivm Famule  30min diwk | Mawd o mki_ Stors of tolerast, kindly prenelicr __Edward Slonsn Produs
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TRANSCRIBED FEATURES THAT SELL!

Ed Hart Productions Have
SPONSOR APPEAL

ADMIRAL ZACHARIAS’
WORLD INTELLIGENCE REPORT

Admiral Ellis M. Zacharias, war-time Deputy Chief of Naval Intelligence and
well-known lecturer and author, analyzes world events not as a commentator
but as an experienced Intelligence Officer. WORLD INTELLIGENCE REPORT
is dramatic, timely and authoritative. Admiral Zacharias and his WORLD
INTELLIGENCE REPORT build prestige for station and sponsor. Transcribed,
quarter-hour, open both ends, with middle commercial. 52 weeks a vear, for
local and regional sponsorship.

“IS CONGRESS DOING ITS JOB?”

SOMETIMES AN INTERVIEW, SOMETIMES A DEBATE, ALWAYS INFORMATIVE
BILLBOARD Magazine's First Award Winner for Public Service. Now in its

third year, broadcast from coast to coast. Most influential quarter-hour Wash-
ington discussion feature on the air. A saleable public service program with
guests who make American and world history. Quarter-hour, open both
ends, 52 weeks a year.

Coming Soon!

FYI An Asency notucal FYD Gt Yetine o
FYI Bi::amRadia'_Salesman's FYI 3\?’::1:‘“”” hour Shows
FYI The Sponsor's Delight FY' For the Whole Family

Rates and Auditions Records Available

ED HART & ASSOCIATES, INC.
WASHINGTON RADIO PRODUCTIONS
LT FHSSTREET - IN SV, ° WASHINGTON 6, D. C.
PHONE REpublic 4312
Write, Wire or Phone For Information
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NOW 25 BETTER SHOWS
TAILORED FOR

BETTER PROGRAMMING
AT LOWER COST

The Haunting Hour p

Other NBEC Recorded Spine Chillers:
s WG MR =% halRours for

Aunt Mary
" f rmlin'a ¢
wmored “live uvor NIC

by natjonnl ndévertiser

Ier ttnaper Hiatory: Fl Paso—105
o Omahn—I11.4... Froesno—s9

ter«<hours fur ben-week brondenst
Another Top-Rated NBC Recorded Serial:

ety Axp Rop—a00
F=n-week hrondrast

aunrter-hours for

there’s an
NBC Recorded Program

for every advertiser

...every listener

4. The Playhouse of Favorites

The world's greatest novels and plays in
dramatized cditions—with all-star

1 ling Wendy Barric, Les
C idine, Signe Hasso

ical programs
ics s hid pivd

Ta Conguirr and Anna Karenina.

Other NBEC Recorded Dramatic Headliners: Q
Camedyp—A Hotsg Ix Tue CorNTrY: 2
52 half-hours fur l-p-weck brondeast ’
Fr—STAND Iy Fir ADVENTURFE
for 2-a-woeek brondeast,
ance—MonEry RoMANCES
r-hours for 3-n-wevk brondonst




s.PEC““ﬂ

SEASONAL =

THREE GREAT JUVENILE SHOWS

At Christmas-Timn

Harry Tur Humpuc—
Whimsical comedy adventures
of a fanciful animal hybrid
and his animal pals.

54 quarter-hours; 15 pre-
Christmas ; 39 post-Christmas
for 2-or-3-a-week broadeast,

Touchdown Tips with Sam Hayes

Available Now For Fall, 1848

Now in its seventh great year—this pioneer
recorded football forecasts-and-facts

show is a complete Fall merchandising
package. Week-by-week lorecasts of the
season’s top games. 13 quarter-hour pro-
grams for weekly broadeast throughout the
coming football season. Magic CHRISTMAS WINDOW—

Favorite fairy tales drama-
tized as two voungsters find
themselves behind the glass
of & store window with the
toys come-to-life. 25 quarter-
hours for S-or-more-weekly
broadeasts.

Anytime

Far Year-‘Round Sparts Appeol:

Turouann THe Srort GLASS—A parade of
sports highlights covering the entire field,
32 quarter-hours for 1 or 2-a-week broadeast.

DESTINY TrRAILE—Authentic

adaptations of famed James
Fenimore Cooper tales

including The Decrslaycr;

d The L Qf The
4 The Three Suns and a Starlet ahicgny: ARO aneter ovite

3 for 3-a-week broadeast.
Ameriea’s favorite instrumental trio—

with popular guest songstresses Nan Wynn,
Kay Armen, Irene Daye, Dorothy Claire—
in a musical program styled of sunlight
and stardust,

78 nquarter-hours for f-a-week broadeast.

Other Delightful NBC Recarded Musicals:
Time To Sixve with Lanny and Ginger ’
Grey—156 5-minute programs for
d-a-week broadeast,

Cagrson Rosison axp His BUCKARDos—
117 guarter-hours—frequency optional.
ART Vax Damme QuiNter WithH Louvise
CARLYLE—I117 quarter-hours for S-n-weck
broadeast.

Time Ovt For Fus Asp Music—With
Allen Prescott and Ted Steele. 65 quarter-
hours for l-or-more-weekly broadeasts.
REFLECTIONS—104 quarter-hours for
2.a-week broadeast.

Allen Prescott...The Wife Saver

Featuring one of radio and television's
cleverest performers, originator of the
“Wife Saver” and the “Didia Know"—
Allen Prescott . . . with laugh-flavored
household hints and the same light-
hearted, sharp-witted repartee that has
brought fan mail by the carload to a score
of nationally-known advertisers. Music
and songs by Rosa Rio and Brad Reynolds.
156 quarter-hours for 3-a-week broadeast.

Also NBC Recarded Especiolly Far The Girls:

Come ANp Ger It—Sparkling audience
participation show with m.e. Bob Russell,
Alma Kitchell and Gaynor Maddox.

A banquet of information and laughs . | .
ideal for food advertisers. 156 quarter-
hours for 3-a-week broadeast.

FIVE-MINUTE SPECIALTIES

Tueg NaMe You Wit REmeumnes—Engazing
personality show about notables in the news with
William Lanz. 260 S-minute nrograms for
deor-i-n-week hroandeast

Gerring Tue Most Our OF Lire Topay—
Dowri-tt-garth inspirational talks tuned Lo the times by
Dr. William R. Stidger, 117 5-minute programs

for d-n-week broadeast.

NBC Rodio-Recording Divisian, Syndicated Pragram Sales
30 Rackefeller Plaza, New York 20, New York

PROGRAMMED AND PROVEN OVER 1000 RADIO STATIONS Jend 55 eomplelE pnforriation. ons

PROGRAM TITLE(S)
[j All 25 NBC Syndicated Programs

WAME | LU il TITLE
| COMPANY
A service of Radio Carporaotion af A
RCA Building, Radio City, New York Chicago » Washingfon » Hollywood* San Francisco AUREESS St o
BRIy ol e ZONE  STATE et



MAME
INCREQIBLE  BUT TAUE
INTERLUOE

IS CONGRESS OODING 1T JDB

IT REALLY HWAPPENED

IT WEALLY HAPPENED
IT°S THOWTIME FROM WOLLYWOOD
IT TAKES & WOMAN

IT TAKES ALL KINDS
JERRY AT FAIROARS

JEWRY OF THE CIRCUS

JOE AND CYNTHIA

ISHAM JONES & HIS ORCHESTHA

KEEPING UP WITH WIGGLESWORTHS

KING COLE COURT

HENRY KING SHOW

WAYNE KING SHOW

KOMEOY KINGOOM.

KORM KOBBLERY

LAFF PARAOE

LAST OF THE MOHICANS

LEAHY OF NOTRE DAME

LEISURE HOUSE

LIGHTNING JiM

LINOA'S FIRST LOVE

LIVING PAGES FROM THE BOOK OF LIFE

GUY LOMBARDO SHOW

LOOK & LISTEN

KAY LORRAINE SHOW

LOVE MAKING INC

LOVE TALES

-_I-u.:n: CHRISTMAS WINOOW
MAGIC ISLAND
MAMA BLODM'S BROBO

MAN WITH THE STORY
i MANHUNT
_HINW*ER
—HIMOH AND REGIE
: LOUISE MASSEY & TAE WESTERNERS

MASTER'S MUSIC ROOM

JOE MCCARTHY SPEAKS

MELDDIES THAT ENOURE

MELDDY LANE
k MEMORIES OF HAWAI
= METROPOLIY

MIRACLES OF FAITH

MIRTH PARADE

ME MILL AND MR NULL
-HIIDEIIN ROMANCES

MODON OVER AFRICA

MURDER AT MIONIGHT

MUSIC FRDM HOLLYWOOD ANO VINE

MUSIC HALL DF FAME

MUSICAL COMEDY THEATRE

MUSICAL THERMDMETER
) MY FRAYER WAI ANIWERLD
r MYRT AND MARGE

MYSTERY CHEF

MYSTERY HOUSE

TYPE APPEAL TIME ‘PRICE PER EPISODE FRODUCER'S EXPLANATION PRODUCER

{irwiny Family 15-mmn, 1 & uk LR U Unumial phnotiens wh;rh vantot e l'|_ﬂlultlh] L sl Fn;u?ra Sytnlicate
Mipstial Adlude amn, 3 wk $194 50 conplete  Organ, vovals, sith pectry -_( I Mactrrgor i
Foirmni Aidule 1a-nmm, 1 wk i Liie revjumit Intlurniisl abiow, “'Mhl!u_la;drltumun Ed Hart & Assocs

Narrative Faninily I5m, 36 wk _l|:u 4 on okt Juit Auneehe reveals hlll;.—knnun [nr_l'.l-tr_rvh_'l.ll’ltlﬂ Tele-Radio E':t;llnm

Diatiia Fuamily .'I-I.I.IIIL 5wk a Ut peoyuent Nurrated .llll;;lul.t'ﬂ'ul slorirs o Thotna H. Ahrens

Vaphti Faaty U5 e, 18 wh e wiy ikt Fredidy -\larllll’lmunl- Fredvric “'In-

s dneia Wanien  Sanin b 354 wk Ui reigiant Llapide soup o, mrh—rpln!i- r;ml--n- Charlie Basch

Draina Famitly © 15emin, | wk -I!u-d okt Universd tnlemavl&-me_ = Radio Providinee Prodas
1ewmn Juvewle | B-nnng 1 3@ Wk = $5550 derry m-_- to mnhiary schiool — - .Ilnllywnui Heeorded Features
1lr.1..f_ Ju;ulfr i 15«miny 1 3-8 wk | ; §3- §40 \ bow's fife mT;r; = - ;_ ?Iuﬂ,nmllirmrded Featurea
Ulmed v Fa | G-t} 35 wk Uil revpuest Situation tomedy <Kits Hollvwood Hecorded Features
Muasjeal l-.\Ju_Ll _I I3-nan, 1wk 10§30 Janes tw:hn-:l_r;_plays old fﬂmh-a_ rd;ul_.\-rlull

Cammly l Family 13-, -3, wk T §1-545 Fdnrutital and entertaming. Fanuly situation camedy  Harry 8. Gooldnian

.\lll"lt'h; = Family | la‘!;lll, ¢ :k 2?‘,_'. hir clisss=d Kln.l Cole Trio, guest stars | C P Mactirogor

.\quta; | Family | dteomn, 1 wk ‘.’.’o'_' byhr iduas- A ll_mr_\_'lzluz. Rurst slars P MacCiregar

.\.Iu-uul._ =1 Fannle .';Il-lnllr. 1 .\t_k _--l)u. ‘.-r-im-u ; .:"mmlh melodics, guest stars —Frdmr W, Zix
Viriety ] Fatuily I5-nun, | 2-53 wk £ 550 Fat comedy, Lradling ullsl'n Y Hollywood Recarded Features
Mgieul Funuly 15-nun, 3 5 wk (e T Novelts: nusieal sling, slapsitick gugs Frederic W Ziv

Variety ;'ulmh {3-min, i-3--5. .wk T 3 &5 1 K:.\Ill_-s.laul roimedy review Holly wood Recordid Features
Dt _JI_I\'_m;h‘- j l-‘n—l‘;m.—i'_ﬂ':-’l- wk . SI l.’m__ ITM]:I"I“S \‘:-!‘llr tales of Colomal wars Hollywood Revorded Fratures
E‘p;.:rl- ——— ;m.ul_\ !_Ii-lnm, I wk .;Sfl 65 Lp n_n Feljusst f;:u.:k I-ru.h)' miven inside sports stories Green Assocs

Ul':ln,a_ N \\'mm 13-min, 1-2 wk Miw lltaju—: Draytinge domestic drams, Hollywoisd cust - George Logan Price

Drumi Fanly W, | wk Un rrl_i-a-;l_ Human tharacter dearmas, adventue | Fredenc W Ziv

Drania =3 W ;m-n _IJ-tnln. 3-5 wk —iﬂ- 50 ;nr:‘a[n-rg.-;.;dm hit over 11 years Harrs = Goodman

Drisms = Family | Stsmun, 1 wk _I; up on request lt-l;::||:;tsl_l Hible stories F B Gieorge Lozun Priee

Musnieal Eamily _:;ll-lllltl. 1, wh L podpuest M ;.l.F.II' i the Lombardo manner ’ Frederie W Ziv

Sereen Woinrn i.':-:uul. 35 wk 25"2. -hrelass-y - Hollywood wmuttnta:_\'. Traturing name guests | Gordon M. Day

Musieal Family | 15-min, | E-uk 3 -4 Ti;m'! ver<atile sonpstress, and Frank Gallup l Harry & Goodman

Varty Wathen I.Elnun,_a h‘k__ 20 up on -I‘r‘1|ur.-\'-l lotsanee snd personal problems i Transeribed Ridio Shows
Drana Women !I-Ef—;un. 1-3-5 wk - £3- t’-; .\Imi--rn_mmﬁnn-s | Hollywood Recorded Eratures
Dranin Juvenile I3-u||n: 23 nL_ __H !“f)——!:ll Fu\‘ﬁ fairy mh-s‘ro-:n:- to life I NBUC Radio Recording
iJr.n.un == J-r:w'_uu_ltT T [5-mii, 1-3°5 wk 13 i_.’nl_ Peopls h-\-mg under water on & disappearing 1sland 1 Hollywood Reeorded Fratures
Drunig ) Wanien  La-nun, 1-3-3 wk o ;F £50 = \\'llrl:unh “ries | ollywood Recorded Fratures
l;r;mm -F,uml,\' 15-min, 1 wk _!3_5" $51) L Mercer )_lrl.etd. world traveler, actor, & writer, narrates. NHC Radio Recording
Drana P I":uulp W-mun, | wk _“_.l_wl. :n_mkt .\I,\_-rrr_\.' thriller of whadunin type Fredene W Ziv

Drunis Adult Elamwk $25 5150 _L;hor_s r-\mnnhuunn 10 & grealer America | Lowe Hadia Fentures
Comeds Family Somn, 1-3-5,wk = L riguist -\'a-u.in-nlir comody st Hollyw ood Recorded Features
Musienl Fanily IS-En.- 13wk __—ﬂ 3] -Povuf;u western musical,  Great rural favonite Mortop Radio Prodos
Musieal I":nnlh i.‘)-jf!-ﬁi-h.u'k T !-3 £30 -"V!ll.]!hon_v. (nmiliar 2 mi-clasmies | Hollrwood Recorded Features
Snorts Me | SaimaeE o 32hs0 1eist e, storibe of Liasebat! | Robert ' Mendelsan
Musseal - '.\;rn _Ii-mlu. 3wk £ 60§75 TI- nor .:md organ, memaory musie and nerration | Hal Wilsan

Miteal Pty | SSennm Nid-Sonk E U r:--;u- =t E:\ Birkethistrolibador soft rhvthm orchestra Holly wiod Recorded Features
Musieal Fumily 15-min, 1 3-5uk $3 %30 ..'4m|r~ oi_llu Ll Holly wood Recorded Features
Preuniiy Ldul 13-utin, 13 5 :5.' $3 $50 Ur:.u;:.ll: ;a]&l fram eaty lile B Hollywood Recorded Features
Narrative Famify S-rin, 3wk N _-Hﬁll lli‘w _ﬂﬂlvrl Swan narrates stories of great faith Frod . Mertens

Virioty Famity !.i-ﬂ_l_.'l 5 \nl.. 13 (Erll_ D W lﬁn_n_._ll_ﬂl.r Burns, Tll:l:l.lsh | Holly wood Reconded Features
Ly Fammily S-nun, 1-3-5wk On rr.|m_:-: S | .;un_,fm.,ra}- kit Hollyweod Recorded Fratures
R TETIT Woanien  13-man, 35 wk $3.50- §301 :‘l"l_b{'!_f-r(illl Modern Romuances INAGAZINE NHC Radio Recording

I TETTI Fuwnly 15-mi, 1 3 Suk £l §50 \lriean junigle my stery, !ﬁ::; mAgI Tl _Il-dl_\-»'wd Recorded Fratires
Dran Ay W1, | wk §5.50 up oninguest MUaies greowein of top ietwork mstibice (s Louig (i Uawah

My Farily 5-mim, 15 wh :; I elam-A oy Mares s orchestra, song sivlist Joannie Mekran “elected Radio Features
Ml Faninly Va-nam, | o=k L AR R The musteal grest in accounts of thoir eareers Ford Houd Hadio Prodns
Mueal Famiy $om, § wh ~ 1L ST :p--n- .1rrh:-ln wilh eheir i mhs Michelson

Sy Famuly Ferminue ambine | 13 54 140 dilerent Equ'r}llnr(-.' Ebchdm'ph

Nivas & Fuarmili 15-rinim, 103 Wk | S M8 Triir staries of b pn.‘ur lu.i-pn people i ('Iuri;)_llrh-vbon

Dre a Waonwn  15-pibin, 5wk 30 $540 Saspt npera o hark-tage theatre Iife _l-:lnlfr Transeriplions

Ta'd Watpen 1aemin, ) wk 150 §05 The laniie Mysters Chels low <ost medis Harry & Goodman

Pear s Farah Memin | wk $10- 50 Allstyr whodinit  Fach stare eomplere P 5 s

Harry 8 Goodman
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TRANSCRIPTIONS
(Continued from page 47)

Also okayed was their use for one broad-
cast to permit stars to record more than
one broadcast at a time. The wire or tape
recorder has been employed for this type
of transcription, and has been delivering
a higher grade of transcribed program
than that of Bing Crosby during his first
recorded network season. Wire recorders
are also being used by all networks to get
around the problem created by a nation
which is part on daylight and part on
standard time.

Some sponsors who have planned to use
a specific e.t. program to reach the
nation, as they do through one network
program, have discovered that they can
do better by varying their e.t. vehicles.
Thus since the Twin City area likes
bouncy music, they sponsor polkas in that
territory; since Mobile goes for Carson
Robison and His Buckarpos, that's the
type of music it gets. Syndicated c.t.’s
make this custom programing possible.

A new use of syndicated transcriptions
has been in the block programing of the
early hours. 1t has been found that at the
6 and 7 a.m. hours music and programs of
a uniform mood do best.

As yet the e.t. firms haven't come up
with any outstanding give-away or audi-
ence participation programs, which seem
to be all the rage at the moment.

A number of stations are planning such
programs with the use of musical libraries
such as those of Thesaurus, World, Lang-
Worth, Associated, Sesac Standard, Capi-
tol, Keystone, and Cole. Participation
programs are difficult to transcribe.

Outstandingly important is the fact
that most transcribed series have pro-
motional kits which are available to spon-

sors. These kits contain ideas calculated |
to start sponsors thinking of promotion. |

Promotion is extra vital in a big metro-
politan area where the e.t.’s compete with
many live programs. In these sections
e.t. producers are being forced to scale
down their franchise rates. In the past,
areas like Los Angeles, Philadelphia, New
York, Chicago have been asked to pro-
duce fantastic royalties for e.t.’s, with the
result that the latter haven't been used
much in metropolitan centers. During
the past six months the big transcription
companies have realized the fallacy in this
approach. That's why many more e.t.'s
will be heard in 1948-1949 in the great
population centers.

Sronsor forecast last year that 1947-
1948 would be a Transcription Year. It
was. We predict that 1948-49 will be
even bigger. AL

JULY 1948

“Through the Listening Glass”

conducted by

JACK SHAINDLIN

30 Minutes of Musical Glamour! Wondr'ous
melodies starring Jack Shaindlin and the radiant
voices of his "‘Silver Strings' orchestra . . . rich

old ballads by the Lang-Worth Choristers . .

songs of eternal romance, featuring Dick Brown,
Joan Brooks and Johnny Thompson. All heard . . .

“"THROUGH THE LISTENING GLASS”

Available now, via transcription, on 600 Lang-Worth
Stations—exclusively! For cost, contact any Lang-Worth
Affiliate. For additional information, write:

LANG-WORTH, Inc.

113 W. 57 St, NEW YORK
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NAME

MYSTERY IS MY HOBSY
NAMES YOU wilL REMEMBER
MATIONAL $INGERS
HEMESIS InC

WETTIE NEEOLE NERT
NOWSENSE AND MELDODY
OBSESHION

OLO CORRAL

ONCE UPON A TIME

ONE FOR THE BOOK
OPERA MINIATURE
ORIGIN OF SUPERSTITIONS
QUT OF THE NIGHT

PAPPY SMITH ANO HIS HIRED HANDS

PASSING OF TIME

PERSONAL PROBLEMS

PERSONALITY PARAOE

PERSONALITY TIME

PINTO PETE AMO HIS RANCH BOYS

PINTO PETE (N ARIZONA

FLAYHOUSE OF FAVORITES

PLEASURE PARADE
POLICE HEADQUARTERS
PORTS OF cALL

ALLEN PRESCOTT THE WIFE SAVER

RADIO HYMNAL

RAQID STUOIO MURDER
REO RYOER
ﬂ‘EFL!ﬂ’IIIN!

REMINISCIN' WITH SINGIN® SAM

REVENUE AVENUE

AHUMBA RHYTHMS & TANGO TUNES

RHYTHM RANGE

TOMMY RIGGS & BETTY LOU

CARSON ROBISON & WIS BUCKAROOS

ROBINSON CRUSOE JR
ROMANCE OF FIMOU!?'H[U
ROMANCE OF MUSIC ==
JAFETY SPOTS

SALUTE 70O sONG

THE SEALED BOOK
5:"![5 MUROER MYSTERY
TEXTETTE FROM HUNGER
SHAMRDCKS

IHIPBOARD NEWSREEL

SINCERELY KENNY BAKER

JINGING BAKERY ANNOUNCEMENTS

SINGING WEATHERMAN
SLEEPY JOE

I_l-lILIN' EO MC CONNELL
IMITHY OF NOLLYWODOO
30 TME STORY GOES
SOMCS OF CO00 CHEER
TONGS OF PRAISE
JONGS OF THE wEST
J0NE1 OF YESTERYEAR

JONGE WITHOUT woRrDs

1ONCS YOU FORGOT TO REMEMBER

TYPE APPEAL TIME PRICE PER EPISDOE
etiin Fanwly  30:mim, 1wk |l? BU wp ol request
Pepsepiditin | Flll-l;ll_}' Feaniin, 35wk Bl 2010
Miisiesd Adult | 1300, 35wk # 75 350
Dranma Famtly 15-00m, 13°8 wk I 31350
ooy Fumnly: Semnin | 35 wk l Ui pegquit
Vit Faniily | 1S-mon, 1 3550wk 10850
1Irunin Aluit A0, 1, wk SUOE el A Vgl
Vit Famdly P, 3 0wk Pasul ot mkt
Drainis Juvenilo | S-mn, 1 20wk I Pl o1 ikt |
Hparts M S-nin, 5 whk . tin request I
Ve Family  30-umin, | wk $12 g3 |
Dramia Adult 15-min, 1 3 5 n'k_ l:-l.t.':lJ
raiim Adult 15-miine, | & wk $5 up o0 redquedt |
Viriety Family _i.;ll.rm o | 5944 for 30 slinws
Dranin Family | 5 15-miin, 13 wk $7 50800
Tulk Wonnen Ib—zmn.Tﬁ wh 1 50 |0
Dridsin n..ﬁl—; .'}-uu.ll,TEl_ﬁ-;'. wk | On request
Interview Adult La-tn, 5 wk T V-hr sta rate
Mustenl Fa;lll:lj' 5=t 1-3-5 wk B $4-450
Musieal Fnlnl_h' Iﬂ-nun._lw‘k_' P 3850
Drama Family  30om Lwk | 398200
Musical Family Is-t_mll. 35wk On n:m::t_
Drsina 5 Family IEJ‘IIT. 1-3-5 wk -—N ;:'m =
umﬁu = Al ..Nult_ 30-min, |/ wk —_.nu n-quu-.-_l_
Variety Women | 15-min, 3,k | 4 50 85!
Musical _As!ull 15-mn, 1wk $6 up on request
Drama Family = 15-mun, 1 3-5 wk #1850
Dr;n: 'J.le}_ B0-min l-:l-'wk 7.50 up un rrqI:u
Musieal Adult Y 3 35 80 .
Musical Family _l_.'n-uun, 1-5 wk $3 up on request
Aud partie Fanily I.i-nun. 56 wll _lln renuest
Musical | F:IITI}- I5-mu| I 3 5 ul -i.'l £50
Musical Famils ml 2wk | Bused on mkt
['udum 5 I-.usnl\ I5 -1, 5 Wk | ob e "
.“-I.l;!f‘-:ll l'nnul._\ - lS-ihm. !_5: = l? I'; 50
\:n-n_ Ju;;dr IS-nan .Sl_ﬂuu_:h_rr-lu. o
Dramn Adult 15-1 -niitl, 1wk $5 up on m;uml
Musical AdUlL | B-min, 1-3-5/wk | 83950
Euuml [‘.ﬂ.l'lll[)_ _IT‘; mlu.ml-n_d_ 55 $100 uk
Musieal Famly | 18-4nin, 1/ wk ¥7.50350
Dramn |I Adule demm, 1wk | $7.50-$100
Drumis l “Family | 15min, 1-3:8 'wk $3 §50
Mosical Family | Ibmin3/wk || 250 f4-be clase-A |
Musieal |_.\||I1? . 15-tun, | -3-5_ll 0 _;i $50
Aul partie "u;l:l-[\' | 15-nnn, 1, wk s §5- lﬂl
Mumeal E _Faunl)'_' IS-!:IJ. 1-3-5 wk . Un request
l|:;nl{--__ *':m_.‘ﬁ_,\- I-mmTu;h—m 35 _IJ& =)
Jm.-l:‘ —— Funm_ l L-muan, unlim $5 835 =
Dz Juvenile | 15-min, 5 wk §1 50§97 50
Musieal Adult | 15anin, 1 57wk 51 75825
Py Funuly 'Jl'l—r;ﬂ_hl_hk I $10 up on request
Pewng Fumihy 15-min, § li-f'wk 1 i Ul
Mumenl Familvy | 15-mm. 3 5 wk (i pogquest
Muival Faimily | 15-min, 3 wk Haset 6 mikt
Musiral Family IS, | 38 wh | §1 350
Misigal Vil 15-min, | 3§ :I(_ | $1 850
Mitsrpsl Fuinily bS-ann, 135 wk 1850
Musienl Aduly | S-aem, | '.’_nl( Baser] on miki

PROOUCER'S EXPLANATION

Featuritig Clenn Langin a8 erinnmnologist

Hrillmut word portraits of totsbles in the m'::

Intersmutionally Tamous male vorsl sotette
Clever fermabe deteotive serien

Femule ympersation connsdy

A world wour of fun and ke

Peivt hological drnmins

Wentern musieal compdy fornuat

Children’s Fairy vales by Manreen O Sullivan

Staries behiind the sports headlin

Draamatized grand & light opora, musicsl coroly

The truth sbout popular Uelicls
Sell-contained human interet true stones

Musie, home-spun philosopliy

Nartative stones with musical bau'hrnuml

‘\llu‘ Lowe Mliﬂ- jnalyzes pml.:irmn

ll:nmlr £lol'lrr u!' gtars ol xlaﬁr. sepert, e

l‘n- w.u projinent ntnw. seroin, r.ulm. ele, melnlclm |
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Lawstun Proddne

l NBC Radio Herording

Charles Michelon
Iinll.vumd Revarded Fmtum
Holly wool Iitm;d.:d'leum

1 Huﬂy | Rcmnlul Fun!um
(G P \ln{munr
F um v
World Bdestg s sem
Fredene W Zav

Canliusl

HHollywood Recarded Features
Gricee Gibwon Radio m
SERAC T T

lln lusrid A aimul l’mdm

Hun { .um!nnm
(‘h arI i Haseh

Press Assoc.

.‘\cilluh ol the Western i{aln:r

Heally wood lv‘.rfurﬂn‘l Fﬂalurn

Western !n!k nitsie anill philosophy

. Hollywood W‘mdd FM! wres

N n-u! nlruumlual wne of the world's geeat novels

J NBE Hudio. Rwufdull

\ ncent Lopex, Milton Cross, others; musical Tuvorites

Frederie W J’.w

Dramns frou police reconds

3 Holly wood Recorded Featunes

Drwmutic historical travelogues

| Holly wood Recorded Features

Househald hints Bavored with laughs

NBC Radio Recording

Radio's favorite hymns sung |l‘<r inter- I'Ialll choir

Detective mysteries. Radio background
Horse opers,

A program lor relaxed, meditative listeoing

Red Hyder, of comie strip and movies

Singin’ Sam sings your favorites

Liive-away show, eivie tie-ins

Charles Stark

Hollywood Recandud Featurrs

Lows (3. Cowun

?\'_lil"—lim.liu Hecarding

Transeription Fales

| Richard Bradley

South Amenicin rhumbas

. Hollywood Recorded Features

l'nllunu ed Clark and his talented mn‘hnh—da

World Bdestg Systen

*u Ilalml. coniedy, =ongs, network lavoriie

| Pete Waser

W n—-.li i tizie and entertamment

Ynuug cast enac(s desert island yarns

Waven irnund the fubulous genis of histary

Doniakl \om Jarl Rubini, condurtor

Musieal jlxugln-a. on a.nl'a oty by Irving Caesar

NHC Radio Reeording
Tra.nnnh-d Radio Shows
Girnee hllwn I{ud.m Pmdnl

Hullyw mu! Rn-mrdud I-rnum

| Harry 8, Goo-!raun

The stary Imhtnd T.hr song hits

Myatery senies of exerting stories

Trnusr ribed R.ll.lln Shows

l:'lurlel Michelwm

Dutertive |||\':|l:n|.'x. Washington background

Dixie jnzz l:alul puest stars

Kenny Hoker, Irish romance

Hu'll)'n-md Hevorded Fentures
| P MacGregor
Hollvwood Recarded Fintures

Interviews with newsworthy trans-Atlantic passengers

Paul F Adler

fiuests

Cpen-end jugles m Latin tempos,

Low-budgrt musical

Bakeries only

Opoti<end siugiig Jingles

Jimuy Seribiner tells Unele Hems-ty pe yarns

Pinneer ruhin performer, homey philasophy

Frederic W i:'-l;_
| Bloch-Josph
| .B_ioc_h_-ln-sl-ph
_r:;f_;;fll'hl‘h)ll

Situation t‘ﬂml-d\ starring Arthur Trr-uvhrr

Well-known |rur stores narrated by .Iuhn:n Nebletr

Louls 3. Coman

Marton Radio Prodns

Ihits froni operettas, inusieals ele

The great hymins Giest heard ot mother's Ko
Cactus Mae, real cowboy songs
Favarity nelodiva old hunie setting

Mahlon Merniek eaniliets salan musicale

Muwral romedy, np-nIl:l'n\clrllv!rrrlrnn\ih\ {5 lhmn “ lwll.l lln.lrlll. System

Frederie W, Ziv
Warld mﬂlg '\\‘alcm
Hallywood lh-mn!rd I-ulurw

llnlh-tnod Itrmrdnl I"ul.mw

Iiolly_u ood Hocorded Features
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TITLE TYPE APPEAL TIME PRICE PER EPISOOE Flﬂﬂl.lﬂ(l'l OQESCRIPTION Il::!n%':c;:;glnl:f.wt
_sr!t-l;t.lnlllllllﬂﬂ 0 Drumia Family | 15-nin, 5, wk il 0 1-he sta rate Tr_uuunl WS Seoaps aaul huu they were e 3 Prim Assorc F i
SPEEO GIBSON Drama Juvenile | 15-nan, 1-3-5, wk Q80 [ Aviaton, mystery in the Gent | Hollywood Revorihd ¥ratures
!WI'IS FANFARE e Sports E-n_-_ 5-15-mun, 3-3 uk 5350 mlu-r.'»-uun lHuIIm; :n;rr‘z_nl .1‘M|n||| the rporh uafld Ham _l:lndl!un
Wl“ !'ITI !_?lc_lll. Sports Adult -l_&-;aua._s_w_k_ v 1-hr ;l:;l':' Inmwmam :.l-flt_ln;'!]ml! vartis == ¥ Press J\s-nr S -
" STANO Y FOR AOVENTURE Drania Family | 15-min.2, wk $3.50-350 | Taks ;u Quligrrony dreds bkl ledare s opin g ||| SECEsfin Hecwion.
STARR STORIES | bracaa Fanily | V3min, § 3-5/wk | Onrequest | Jurk Stare marrates draniatic tales Stan Radio Protus ~
STONEHILL PRISON MYSTERY Drama Family | 15-min, 1-3-3, wk £3-550 _l' veellent de lu—r-tnr_m; alrrm I'lu]'\. um-wl l!--n-n]ﬂl lr_ul.:_.r:
STORY BEHIND THE SONG i Dramia 3 _.\dull 15-min, 1-3-3, wk i !; ;Ml— ‘Dmnulur-! hirths of n;t_c:-;l_m_m;: i Ilnll\'tmd Recordid Features
STORY lt;t;:t_l:n Dr-:u;n 32 _M_lulr-_ _ly-ﬂ-l;l.—ﬁ::, ; | On request _ITalhm. hnru:r Ferica of real life stories Hichard Ru:lh-_v- =y
STRANGE AOVENS IN STRANGE LANOS | Draa Adult | 15-min, 1-3-5,wk 85450 | Weind, fantastic talex Hallywood Hecorded Features
STRATOSPHERE MUROER MYSTERY Diratua Family | 15-min, 1-3-5 wk §3-850 Mystery abound an aitfner Hollywood | Racordod Fratiioe
DAVIO STREET SONG SHOP Musical Fnutil,\- 15min, 1-5 wk il- up on mmﬂl David Strevt, Iumiu-lh-l-ru!ury l-(-x_sulmnn star | Louis G. Cowan
SUNOAY PLAYERS e Drumu— T l"auuls A0-min, 1wk $11.50-§220 _Ihbl:- storive (Iurlmllr:-‘l Finley Tru-u;|7|;u: )i
_Tll.ii OoF 'I'H SI.I!ERN_&;III_II. E Drann T Adult Fi-miin, 1, wk §5 up:ll_rr;;-u; _}:‘Tmb mystery miusterpicees _l;rb_t_{ﬂ;;lr—lhtlm l"r;uJ:m_
THAT WAS THE YEAR ‘Diuma MU | d5min, tdaiwk | 835860 | Vamous beadlines of the st Hollywood Hevarded Fratures
THEATRE OF FAMOUS RAQID PLAYERS —Druruu I‘;I:i_l-}'_- J0-mmun, 1, wk $7.50 up on rl'r:uwgtl Huuln_m_h;c:lr:m_mml uranl;m H:I][j wood nnmes Louis (3. Cowan
THIS BUSINESS OF LIVING .Hromr:.- philos : Family ls-min._l _IiTu-h__. H lﬂh _Ialh ndrickson tatks n!_pt;.lpi il phuw Ford Bond Hud;n—i"r_c:lfn:-“
THIS IS THE STORY = i)rnmu Family = 15-min, 1-5 wk i !EEI?_ Little-known Iru-Ta::‘ about will-known people Morton Radio I‘rlan; o~
i;;I;_lt_i'_ﬂlll WORLD Dramay Family ] 15-niin, 1-2 u-k_ Tags 5§40 ‘A_h_nnlnml and wile u‘-a\;aTr-n_\:! m-r_- Harf:. -uo:lman =
mi r.;[uu I.Ilu__-_ _D_mu: S _\\'umm S-man, 3wk Based on mkt D cameos ol u:vl:l s greatest |(|w SErHEd Edward E‘Inmnn P:mll!: o
" IHREE SUNS ANO A STARLET Mosical | rmml, 15, 5wk $6.00-576.35 | America's favorite instrumental trio, plus guesls NBC Radio Retoeding.
THRILLS FROM GREAT OPERAS i Drama | 15-nun, :-;a uk . $£3-850 F. Btark and orchestra, English -iumnliuim:l | mtsh-s
THROUGH THE SPORTS GLASS l“ll.llll Men 15-nun, 1-2, wk £1.50- 830 Thﬂl!mg HOMCDLS in :m't:-lu.nlnr) T .\B(‘ H.m:lm ernn.ll.lm
TILL THE ENO OF TIME Dwm — Adult ) 30-qmn, 1wk i;l;l_w _::m__m! _le_h:u vw and Inw-s;?;r;.\_t COMIprETS L.r.ur Gilson R-uln- l‘rudm
TTIME IN RHYME Tiowe siguals | Family | 1-min, unlim 15835 | Opesivend time signals or eveey 14 houe Bloch-Joseph
TIME OUT FOR FUN & MUSIC Muscl | Family | 1Smin 2wk | H-§25 “anr- and banter with Allen Prescott, ete NBC Radio Recording
TIME T0 SING WITH LANNY & GINGER | Musical Family | Smin, 3/wk " S190-820.30 | Breesy songs, cheerful patter NBC Radio Recording
TOM, 0ICK & HARRY Variety Famly | (Smn, 5wk | §25-050 | Light talk and wng routines | Universal Recordme
TOP TUNES OF THE WEEK Musical Family | 15~ 3‘Hilll1‘ lk £10-870 I'upuht hit it sougs Richard A. Strout Prudns
TOP TUNES OF TODAY & YESTERDAY gl;‘l‘lﬂ] ¥ ;;TJ; 52-min, 25wk i H.l\‘all 'o\'.rll kl-mn. u-li-lmwl OIS (George Logan Price
TOUCHOOWN TIPS WITH SAM HAYES | Sports (W | W e | 10250 1:m:.ea7;«.:twmmunuulma-.utmlm..!mu NBC Radio Recording
TRAIL OF THE !llllﬂ;l;l ﬂ!;t;t_il Drama Juvenile  15-man, 5wk 257 1 -hr class-A | Building of lhr o au.u]mn Panlu lt;;n:d . P. Mac(iregor =
TRANSATLANTIC N'I'I‘I'Ell' Druma Family = 15min, 1-3-5, wk $3-850 Detoctive :npulmr: Iuau_r} Eu r_ha;k;-n:lmd Hollywood Recorded Features
TREASURE OF THE LORELEI Drama Famuly  15-mun, 2, wk 2315 Exh svas advontitre, wrarv. hur:r‘d \reasure Walter BIIMH [
UNCLE EZRA Philosopher Adult S-min, 1-5 wk 2007 Samn clnss-A (‘ nuulr_v otyle phl|0lﬂ’ﬂl!. Ny Co-operative Bdrslu_{*'t-_r\-_ =
UNCLE l!ﬁlﬂ CHRISTMAS ncnn-:- Comedy Juvenile | M-pun, 5 wk $3-820 Int use four wecks prl ﬂ-llmg Christmas Cardinal
US MARINE CORPS RECRUITING .I{t‘l.l.liﬂll Family | 15-min, 1/wk No charge U:-‘ Mnrmr Band, mtpr\"u-w with sports celebrity il Ed Hart & Assocs "
VAN OAMME QUINTET, LOUISE CARLYLE] Musical Family | 15-min, 3/ wk £4.30-850. 80 | Art Van Dame, his wm;.nrmrdmn and quintet NBC Radio Revording
VAN TEETERS Drnmn ‘“'mmT 15-min, 1-3-5/wk L -_1345{1 .-“;l;lh!lllﬂhd humorous u;r-\- N Hollywood Hl't{;t-;l:l-l-'—i‘-\lm
PHILD VANCE Drama Adult 3haun, 1wk > OR 8.8 Yan D;ur'l sophintieated detective Frederne W. Ziv
_WCT\NII SAOE Comedy Family = 15-min, 3-5, wk §5.25 per show | Vie and Sade and son Rush. Situstion comedy Green Assocs =
JIMMY WAKELY Musical Family | 15-mm, 1%k $10-450 | Western and folk musie Federal Artists
WAKELY'S '_'l-!t!_lll SONG PARAOE _M‘:irai = Family | 15-min, 1-3-5/wk | §6 up on request | Western m‘um. :;urr-iu-r J@;;\Eairf. - h-lw:iuj Radio I‘rall;; o
WEATHER FORECAST JINGLES Musical | Family | 1-13-min, ualim 53100 | Won 1947 CONY award.  Available some mkes Hairy . Goodman K
WEIRO CIRCLE e Drama -M:I-t—- 30-min, | 'wk -Hl I-'m!ns) n;d‘m:;rn ri:n:t;l-l‘tﬁllntrd NBC Radio R:r-n_r_dma
WESTWARO HO Musical | Family | Smin, 3-5/wk £2 up on request l"urln l‘!-‘lﬂf‘—l?i:ilﬂl_lul_‘vt story teller, philosopher | Transeription Sales A
T whaAT's N A Naw [Epots | Family | 45 1-Wiman, unlim OR Explanation of rmu;;:n_n—im}_ o Charles Stk S
WHO'S TALKING Aud partic Family 15-min, 5wk 157 staly hr Arate| Telephone qus.  Guess star’s identity Hal Tate Prodes
IRENE U‘Itl!l_ Drama | Juvenile | 15-min, 3, wk _Bm-d on mki ‘('hiitkm-':I;} tales; s!;r;;_f;-ur_u tmn:;r‘s lives World Bdeste System)
WINGS OF SONG .\Iun'rn] =1 Famuly | 15-min, 1-5 wk §6 up on request | Emile Cote and ;u Bere n.ulrr; Knm ' ‘-::1:;'_rn_r:_t Tramsrn;nm Eales -
BARRY WOOD SHOW | Musical | Family | A5-min, 1-3-5/wk OR Retwork calibire tsical Laleht, siarsth R
hl_llll-l PACKAGE FEtn_m:m Family | 15-mn, § progs £20 total tmrup of four special haliday ;r-ﬂ;h_l (‘m-l_lnal =
YELLOW CAB JINGLES Bpots Family | 3-Vsemiin, uniim OR Open-end spota; Yellow Cab firms only " [ Chartes frark s
YOUR GIIII!I:T!NB!I Musical Family | 15-min, 1-6, «k 3 825 Edward MacHugh, um-[:I sinper Harry 8 T.:u?u n
YOUR HYMN FOR THE u;: : ‘Musical | Family | 5omin, 1-3-5,wk_| $2 up on requct IAEEE."-?“;M.M hymus._ Gene Baker and lrina Glen Trmm‘.p—u:{sﬁ .
YOUR HYMNS ANO MINE Religious | Adult | 15-min, 1-3-5/wk §3-550 Religiots musival with poetry radings Hollywood Recorded Features
YOUTH VIEWS THE NEWS Commentary i Famly | 15-min, 5-6, wk OR H. I-'lnh;;:n fnrmer quiz kid, columnist-commentator | Richard Bradiey i
 AOM ZACHARIAS' WORLO INTEL APT | Commentars | Adult 15-min, 1 /'wk UR Ex-Navy Intelligenee Chief evalustes world events \ Fd Rarl & Asocs
JULY 1948 59
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How station reps function

Promoting national
spot is basie job

The growth of national spot broadcast

advertising is paralleled by the growth of

the station representative as a factor in
commercial radio. As long as it was
necessary for the and agency
to place business dircct with stations
located at so Jong did
national advertising on local stations
maove at a snail’s pace

Station representatives at the outset
were time brokers. They bought blocks
of time and peddled these in simall pieces.
The time broker on a national scale
didn’t last long and his place was taken
by station representatives, who do for
stations what newspaper and magazine
representatives do for their fields. Pioneer
in this field of course was Ed Petry, now
head of the station representative organi-
zation bearing his name.

Sration 1epresentatives make it possible
for an advertiser to place advertising on a
considerable number of stations through
one central cffice, to obtain information
on stations and markets through one con-
tact rather than by mail or phone —an
infinitely more practicable procedure.

During the early days the station rep-
resentative was very much like a delivery
clerk between agencies and stations. But
as time went on and business placement
became more competitive, when there
were four major groups of network sta-
tions instead of one, the station repre-
sentative became an active salesman,
celling not only his own group of stations
but broadcast advertising as well.

With his growth in stature came a com-
mensurate increase in his influence for
good in the industry, The station repre-
sentatives were primarily responsible for
meaningful rate which are now
lived by in the national ficld. It was the
big and little station representatives who
refused to handle certain types of adver-
tising which were not good for advertising
or for broadcasting.

Many of these have
built fortunes for themselves
through their station representation, but
many athers during the past 15 years have

advertiser

remote  points,

cards

representatives

areat

dropped by the wayside. They either do
a job-and prosper or e¢lse they pass
quickly from the representative field.
Today about 50 great
majority of the nation’s stations.

represent the
They
have an association which is building a
code of ethics. What they do beyond
selling time is the subject of another sec-

l

The 40th retail market
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A ROCK ISLAND
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L —

“FIRST to keep regular daily
logs of all operating details."
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5,000 Watts, 1420 Ke.
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tion in this Fall Facts edition. A fow sta-
tions maintain their own offices in key
cities like New York and Chicago, but
numerically they are hardly a factor.
Even the regional networks for the most
part find an established station repre-
sentative the best way to reach the adver-
tiser and his agency. The placement of
national spot broadcast advertising is so
great that combined with business which
stations sell locally it far outdistances the
business placed with the four major net-
works. It's possible that an advertiser
will decide, of his own volition, to use a
radio network campaign. It’s almost un-
heard of for a sponsor to decide to use na-
tional spot advertising without being sold.

A network affiliation is important
though far from essential to a station in
reaching and holding a great audience but
it's the national spot business which
makes stations financially possible. This
is true not only in radio but is already
true also in TV, and a number of station
representatives have added to their staffs
executives who know TV. These men
have been added not simply to go out and
sell national TV spot business but also to
precondition advertisers to the idea of
visual spot advertising, and of course to
obtain more TV stations as clients. * * *
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i‘\ﬂﬂ‘“ BY CHARLES STARK* ppgp
\3

A Great Show...

in true American tradition

jg’/w "’j/ 0,
ggﬂﬁ

N\

A STIRRING 15-minute recorded, open-
end production . . . featuring "“Inter
Faith” choir, conducted by Joseph
Markel. Ilymns of all churches and
all religions with the stories of their
creators.

A program dedicated to the true
spirit of tolerance and good will to
all men.

Ideal for a wide variety of sponsors
with a moderate budget. Tremendous
appeal to extensive audience, Station
breaks and one-minute spots publi-
cizing “RADIO HYMNAL" are
available free.

*18 years of association
with top radie shows:
"Bob Hawk," “Mr. & Mrs,
North,” “Can You Top
This?” “Kate Smith Hour,'
“Inner Sanctum,” “"Kay
Kyser,” “Town Meeting of
the Air,"”

CHARLES STARK PRODUCTIONS
366 MADISON AVE., NEW YORK 17, N. Y.

JULY 1948

They sell—plus

Station representatives serve broadeast

industry in more ways then meeis the eye

While stations judge their representa-
tives basically by the business the latter
send them each month, the job that the
representatives do goes far beyond the
simple selling of time. The stations gen-
crally are far removed from the national
advertiser and find it almost impossible to
crystal-ball trends and what the big mer-

chandiser expects from radio.

Typical of the problems that station
representatives have had to solve was a
uniform rate card which would give the
advertiser the information he wants. For
years chain breaks have been defined in
various ways on rate cards. One card
would specify the number of words per-

WHY PAY

]

T0 REACH THE
N\_”  WORCESTER MARKET...

MORE

What's the PERCENTAGE?

In the rich responsive Woreester arca, in com-

petition with 4 network stations, independent

WNEB GIVES YOU GREATER-THAN-AVERAGE AUDIENCE . ..
AT MUCH LOWER-THAN-AVERAGE COST!

HOOPER REPORT WEEKDAY WEEKDAY EVENINGS SUNDAY SATURDAY
DECEMBER 1947 - APRIL 1948 MORNINGS | AFTERNOONS AFTERNOONS | DAYTIME
THE WORCESTER AVERAGE RATING 5.0 5.7 8.6 5.6 4.5

OF FIVE REPORTED STATIONS

WNEB RATING 2.4

84 1172104 8.8

Get the new pieture. the true picture of what's

comg on n
sentative mdu‘\‘
facts

and  ficures |

Woreester.

Call 1 our repre-

cheek the latest ”lmln'l’

see  for ‘\(JHI'.‘\I’”. that

WNEB GIVES YOU MORE LISTENERS FOR YOUR RADIO DOLLAR!

EB

Serving New England’s Third Largest City
L e £ -

WORCESTER

MASSACHUSETTS

Represented by: Adam |. Young, Jr., Ine. and Kettell-Carter, Ine.
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IT TELLS THE STORY.. ..

National Selective

[/ /c’/:“a/z/ , “Groe this great business a

name worthy of its size.” Agencies, station owners,
publishers responded. They recognized the
confusion, the double meaning of “National Spot™
as a name to describe one of the greatest adver-
tising mediums ever knozon. Therr over-

whelming approval and choice was for

National Selective Broadcasting.

PAUL H. RAYMER COMPANY, Inc




adio Advertising

Broadcasting

ncredible as it may seem, recent surveys show that
I ninety-one per cent of th advertising managers,
the men who buy your time, don’t know what “Spot”
radio is. Moreover, they injuriously believe it to
be limited to something it is not. They call it “CBs,”
“1-Ms,” “spot announcements,” “jimgles,” “nui-
sance advertising,” or some leftover stuff—a means
of covering ever narrowing concentric circles.

And in Canada, thanks to the hundreds of letters
written by All-Canada Radio Facilities, seventy-six
per cent of the replies came out flatly for adoption
of the name National SELECTI1E Broadcasting.

To you “Spot” means something far bigger than
just chainbreaks or announcements — but to your
employees and to advertisers who buy your time,
“Spot” will always mean simply —announcements
or spots on your schedule.

National SELECTIVE tells the story. It’s not
a short, trite or catchy name, but why should it be?
It properly describes a means, a system of national
advertising that competes with the greatest media
— newspapers, magazines and networks. Selective
broadcasting offers advertisers economies, direction
and control not possible with any other means of

I suggest the name.......

Name.....

selling goods to the nation. With it and it alone
the advertiser can
SELECT his markets
SELECT his stations
ELECT his talent
<LECT his program
LECT his time
JLLECT his commercial
This 75 National SELECTIVE Broadcasting.

You may ask—why this campaign to change the
name! Because you and we want more program
business, We value announcements but we want
more programs—Dbig name ones sponsored by truly
national advertisers on a national selective basis.
Before you get any substantial increase in such
business, you and vour sales representative must
have a name for it that advertisers can understand.

nninn

J|
30
5]

Let’s get away from this little, this belittling
word “Spot” with its double meaning and ambi-
guity. Let’s give this great advertising medium a
name worthy of its size. National SELECTIVE
Broadcasting tells the story.

If you agree, or disagree, your opmion will be
very much appreciated.

o New York, Boston, Detroit, Atlanta, Chicago, Los Angeles, San Francisco

Paul H. Raymer Company, Inc.
366 Madison Avenue
New York 17, N. Y,

[] I approve
[] I disapprove ... ek
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WMIX

THE RICH
DOWNSTATE
ILLINOIS
MARKET

WMIX-AM
WMIX-FM

"Southern llinois' Most Powerful
Radio Voice"

No. 2 Radio Center, Mt. Vernon, 1l

the only stations that cover the
entire rich Downstate lllinois

Market with both AM and FM

at one single low rate.

940 ke 94.1 mc

National Representative

John E. Pearson Compeny

Another rate
Even those

mitted in a stauon break
card used time as a marker

that used wordage as vardsticks diflered
One limited them to 25 words \nother
listed 40 words. | LI me listed 15
seconds., some 2 Some cards said no

fior 100N

transcriplions
others refused sound
One of the first 1
made by station repr ntatives
broadcast advertisin
inlormation on their stations r
The .\\“ later tool up this camy

staton repre-

aign on
a national scale, but 1t wa
sentatives who first sold broadcasting ex-
ecutives on the necessity for uniformity il
national business was to be obtained in
a sizable quantit

Station representatives frequently are
instrumental in the shifting of an outlet
from one network to another, This is so
not because of the representative's pre-
dilection for one web over another but
because under existing conditions affilia-
of another will

tion with one chain insteac
mean more busincss. For instance one
station with a major network affiliation of
several years' standing was operating in
the shadow of a 50,000-wartt afthliate of the
same network and thus had in-town listen-
ing only. In the same area another
smaller network virtu;
at all due to a poor

Iy was not heard
signal from the
nearest station carrying its programs.
There was a waiting audience for certain
programs of that chain. On the rep’s
recommendation a switch in networks was
made. The station increased its audience,
and coverage as well, As a result the
station representative tripled the outlet’s
national spot
ceived more for their dollars, and listeners

business, advertisers re-

in the area had a better-balanced broad-
cast service. A casual study might indi-
cate that it was foolis

h for the station to
change its affiliation from a major to a
minor network., Bur station repre-
sentative who could forget the obvious
and who knew business and listening con-
ditions could advise the station L'-.’.’U.H_‘\

oStation representative lon't want the

More people are listening

New loeal outlets develop new dialing

idea to obrain acceptance that they super-
sede station management or program de-
partments. Not being involved in the
daily operations of a station they are able
to be the outside authority looking in,
that's all.

For years something of everything was
“ideal”” programing. Then block pro-
praming raiscd its head and studies re-
vealed (see block programing report in
this Fall Facts edition) that variety does
It rook a
great deal of station education by repre-
They

tried to do it not because they were sold

not spice listening—it loses it
sentatives to get this idea across.
on block programing but because they

activities
their

found their sales seriously

hampered  unless stations were
block-programed.

There are many other facets of station
operations in which the station represent-
ative finds himself involved for the sta-
tions', the advertisers', and his own best
interests. Typical of these is the question
If a sta-
tion is to have a well-balanced advertising
structure, with local, national spot, and
network advertising well interlarded, then
it must pay its sales personnel on a basis
that will prevent them from selling every
top time availability to special local
There's a way of paying local

d many

of local salesmen’s recompense.

clients.
sales staffs that prevents this an
station representatives have suggested it
to their stations.

The station representative may have
started out as a time peddler but today
he's a first-rate management consultant as
That dual

capacity goes for the firms with top bill-

well as a sales representative.

ings as well as those at the bottom rungs
of the ladder. In some cases a station
representative has been known to go
along for a year without making his first
national sale for a station, working
the full 12 months to build up acceptance
for the station. It seldom takes that
long, but a good station representative
works with a station to make certain first

.. w

that it has something to sell.

habits in postwar station expansion

In March
and April sronsor revealed for the first

neing,

Dialing habits are ch:

time the confidential trend information
which the A. C. Nielsen research organ-

ization had been charting for the net-

works and leading advertising agencies

The shift in accent, from network

listening to independent stations, has

been slow bur consistent.

the network audiences hasn’t decreased

has, in fact. increased. But the chains

are not collectively reaching as big a

share of the audience as they did up to
Please turn to page 68)

The size of
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PREAKNESS
MAY 12

E

SHOULD WE RUN HIM IN THE PREAKNESS, MA?

Ma doesn’t know it—but you can’t start a horse in a race at ANY Maryland track

f simply by saying "' want him to run.”

But Baltimoreans know THAT . . . and a lot more about horse racing. They're
well up on other sports, too! Baseball, football, basketball, boxing and ALL

other forms of athletics get their enthusiastic attention.

That's why so many radios tune to WSID every weekday afternoon when our

CLUB BALTIMORE AND THE ALL SPORTS) PARADE

is on the air. This popular four hour show is block programmed with famous
bands, big time vocalists, split second sports results and last minute news patterned
not only to entertain but to move merchandise.

If Baltimore and its environs are

on your salesmap and you want
to reach the mostes’ people for
the leastes’ cost, you'll do well to
talk to Forjoe about this 1000
watter—Maryland's most power- BALTIMORE 21, MARYLAND

ful 'nd{-:pcndent station. Represented nationally by FORJOE & CO,

JULY 1948
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Based upon the number of proarams and an-
nouncements placed by sponsors with stations
and indexed by Roragaugh Report on Spot
Radio Advertising. Spots reported for month
of September 1947 are used as a base of 100

250 ==

|

200 — ‘
150: |

| 100—

| SEP | OCT [NOV | DEC | JAN | FEB | MAR | APR | MAY

Based upon reports from 231° Sponsors
Sept 1947 =100% base month)

Trends by Geographical Areas 1947-1948

REE ~us| ser Joc [nov] oec mmmmm

2,280,000 radio families

New England 100 1

May, reflecting the seasonable decline of all broadcasting advertising
is off ten points from the previous month. Only soaps and cleansersran
contrawise to the May trend. Business in all territories is off in
proportion, with the Pacific and Mountain areas suffering a loss of
spot business to a greater degree than all other areas. It dropped
from 116.6 to 70.8, which is lower percentagewise than the business
in any other section except the south. Despite the fact that Colgate-
Palmolive-Peet has dropped a sizable proportion of its broadcast
advertising the soaps, cleansers, toiletries classification is still the
only industry that has held up against the seasonable trend.

Trends by Industry Classifications 1947-1948

—_mmm-jmm .
B R T PR

81 Sponsors Reporting |

o 0 1908 [106.7] 99.4 | 92.3 | 90.51108.1(110.2}102.6
50 { 39 Spcrisar: I[ieporlling | 4
%00 1 | | (187.5 183,1 146.1
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150 4 |
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104 15 Sponsau Reporting |
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150 4 | l

1004- .
|
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sors Reporting
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202 1525 | 501
e 6.1
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*For this total & sponser I regarded a1 a vingle corporate entity no mater how many divene divisions it may Include. In the Industry reports, however, the same sponior may be

reporied under 8 number of clanifications,
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WE KNEW IT WAS HIGH

~ (Fosh/

LOOK AT THIS!
IN MOBILE

WALA

HAS A

68.5

SHARE OF AUDIENCE RATING
6:00 P.M. 10 10:30 P.M.

Sun. thru Sat.

While we have no quotable authority we hear from
reliable sources that this is the highest figure in the
nation for major market stations.

If any major market station has a higher-figure we'd
like to hear about it.

Let HEADLEY-READ give you the complete WALA story
and the facts on the phenomenal growth of the Mobile
market.

*HOOPER STATION LISTENING INDEX,
OCT. '47-FEB. '48

WALA

gl BC - 5,000 w::l'fs
MOBILE

The Code

Networks set pace
for all industry

The major networks and the owned and
operated stations of all four chains will
abide unreservedly by the NAB code. In
most cases the standards of practice at the
networks will be more stringent than
those established I‘}' the Association,
NBC's recodified standards, the first re-
vision since 1941, will be released some
time during July. CBS and ABC will
continue to issue no set of rules and regu-
lations but to judge each problem on the
basis of past policy. Mutual will have a
new book of rules and regulations avail-
able shortly.

NBC and CBS will not accept copy on
laxatives, bromides, or reducing aids
ABC and Mutual will accept them on a
network basis, but the former frowns on
their use on a spot basis on their netwaork-
owned stations. [It's ABC’s feeling that
adjacency can cause a recorded spot an-
nouncement to be offensive even if the
spot taken by itself is not objectionable
Adjacency can be controlled on the web;
it's almost impossible to control on a
station basis. Deodorants are acceptable
on ABC stations if they're handled by
women commentators: as live commer-
cials.

Advertising claims must be substanti-
ated before any of the networks acceprt
them for broadcast. If an advertisel
states that more housewives use his prod-
ucts than other like products, adequate
1esearch backing must be available for the
claim for it to be permitted on the net-
work air. Research must go further in
backing claims at NBC and CBS than at
ABC and MBS but it's all very relative.
All networks try to avoid sweeping claims
and go far beyond the magazines and
newspapers in refusing to acceptcopy that
can't be backed with facts. It isn't a
st1iving for virtue which forces this adver-
tising copy contiol on the chains but the
fact that every air advertiser watches
every other advertiser, Since in the case
of many products there is actually no
significant  difference between orands.
menufacturers moniter each other and the
nets zealously. By making advertisers
prove all claims, networks are also clear of
favoritism charges and Federal Trade
Commission and FCC investigations.

Network codes approach contiol ol
what goes on the air from a positive viey
point this year. They deal more with

what can be satd —nct what cannotl

o
i~



ONE
MILLION
BUYERS

You can’l go wrong
with the 1.000,.000

urban and rural resi-
dents of WJIHL s 32-
county areia.

They have the buying

coverage

power o make your
. . |
campaign  pay. For |

families here have the
highest average in-
similar
South—

come  of  any
ared the

well over 32000 a year.

« o Make your plans
now to cash in on

WL and

million buyers!

ils one

ONLY FULL-TIME STATION
WITH PRIMARY COVERAGE
IN THE NORTH-EAST TEN-
NESSEE, SOUTH-WEST VIR-
GINIA AND WESTERN NORTH
CAROLINA MARKETS

910 KC °
JOHNSON CITY, TENNESSEE |
Nat. ReE. John E. Pearson Co.“
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MORE LISTENING

Continued from page 64)

hve years ago, for the audience has
grown more than their percentage share
of it.

The most recent Nivlsen report indi-
cates that during the first quarter of
1946 the Independents collected a 14.87
share of the audience.  During the same
period of 1947, the nonnetwork stations
reached 17.6°; of the audience.

The independents have been holding
the dialers longer, as well as reaching
them more frequently. In 1946 they
listened to independents 39 minutes a
day, in 47 they listened 50 minutes
daily, in '48 63 minutes a day. These
figures are all for first quaiter of the vear.

In the April issue, as an indication of
how independents obtain a major share
of listening, sroNsor presented a set of
daytime listening figures purporting to
represent listening in Hot Springs, Ar-
kansas, as shown in the NBC “Most
Listening” survey of 1944. The figures
were actually for Forr Smith rather than
Hot Springs, in which town the inde-
pendents didn't rate ar the survey time.
To indicate just how different listening
can be, the Fort Smith fgures are re-
peated and the Hot Springs check-up
reported for the first time.

NRC CHS AKC MBS Ind-Local
Ft. smith.... %o 2 1
Mot Springe,. 10

These towns are good examples of why
it's essential check
listening in every town he covers. Dialing
is a local thing.

In the daytime it is the newlv licensed
stations which have increased the inde-

for a sponsor to

pendent stations’ share of audience. The

daytime share of audience of independents

for the first quaiter of the year, '46 vs,
‘48, looks like this:

e Shiare of A haic oe

15 Changs

All tnd Loe I7 & 23 5¢ = 5.5
Ol Ind- It 5 F4 K V3

Nelwork programs lor local sponsors

At night both old and new licensees
share in the increased listening to un-
afhliated ourlets.

Nighttime Share of Audience

46 48 Change
Al Ind-Lixc 1.6 15.7% 4 15
O Ind: Lo U 1.5 +0.71%

It must be noted that these figures
are all for the first quarter of the year,
a period during which baseball is not on
the air. It is the belief of many that the
independent stations obtain their greatest
audiences through baseball.  Current
Nielsen confidential trend report indicates
that other programs are winning aud-
iences for the stations which are on theii
own in a market.

The nighttime increase is in part
triaceable to nightrime sports which are
becoming more and more of a leisure
time factor throughout the nation. The
growing importance of the independent
is credited 1o a combination of sports,
news, and music.

Niclsen’s figures on the growth of
nonnetwork stations and netwoirks dur-
ing the period between the first quarter
of 1946 and the first quarter of 1948
cover a different reporting span than
SPONSOR's report on the network changes
since BMB. Since his figures should be
referred to when weighing the dialing
habit changes, they are given here:

ns Added Since 1946
2T

Ind-Lo

A BS

392

A\ Kt 156
I~ 23
SHC .. .2 15

The entire changing broadcast picture
must be viewed with an eve to what has
happened to radio families in the U. S,
On another page in this issue the latest
BMB radio family figures for the nation
(released at the end of June) are pre-
sented. The UL S, from a potential radio
audience basis, has increased in two years
from 33,985,000 families to 37,623,000
families. That’s an increase of slightly
over 1077 and gives America’s broadcast
3,635,000 more homes to

advertisers
sell ro.

On MES and ABC stations. sponsors hay
over SI5.000.000 in time for co-op shows

Tinw purchased in connection with the
local sponsorship of nerwork-produced
programs  will exceed §12,000,000 this
fall. MBS alone account for S6,000,000
of these time sales. The talent costs for
MBS co-op programs will exceed $1.736.-

000 a vear about $33.3%6 a week. It

costs  the regional or local

Mutual sponsor less than 33147 of the

charges for time to buy a network pro-

¢ram over one station or a group of sta-

tons. The fees (as indicated in the listing

of network programs available for local
Please trn ta page 73)

average
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Saturday Nite Samples
of Local Showmanship

Saturday night is not “the loneliest night

in the week” for WRVA listeners. The reason
is the superb showmanship of WRV A-produced
programs (and their Hooperating!).

WRVA has the "know-how". The talent.

The stars. The ability. The showmanship.
The Directors. The Musicians. The Producers.
And last—but not least—the Sponsors.

The record of renewals proves our production.
We can do as good for you! Put your

“down South” sales problem in our lap, or
contact Radio Sales.

WRVA -
Norfolh, Virginia

JULY 1948

6:30-7:00 P. M.

“Joan Brooks

Show"

with JOAN BROOKS,
Wilson Angel and
John Connolly and
an orchestra of 17.
Sponsored by
C. F. Sauer Company,
Hooperating 8.0

e

e ] {

7:00-7:30 P. M.

“Quiz of

Two Cities”
Two-city hookup
with cast of 11,
Spoensored by

Southgate Foods, Inc.

Hooperating 13.3

8:00-8:30 P. M,

“0ld Dominion

Barn Dance”
with SUNSHINE SUE
and cast of 18.
Sponsored by Bailey's
Supreme Coffee.
Hooperating 18.6

8:30-9:00 P. M.,

“0ld Dominion
Barn Dance”

an entirely different
program by the same
cast. Sponsored by
Butterworth
Furniture Co,

Hooperating 16.6
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Singin® Samm

the man behind over 200 Successful sales curves

For the sponsor interested in sales. Singin® Sam presents a unique

opportuuity. For never in radio’s history has there been a personality

like Sam . . . never before a program series with such an outstanding

record of major sales successes unbroken by a single failure.

These are strong statements that ecarry tremendous weight with

prospective program purchasers . . . il supported by faects. And facts

we have in abundance . . . high Hoopers, congratulatory letters, ex-

pressions  of real appreciation by advyertisers themselves, actual

hefore and after stories backed with the econcrete figures.

I A g A : P

i Fhis I5-minute trauscribed program series is the show

- vou need to produee results. Write, wire. or telephone

! TSI for full details.  Despite Singin® Sam’s tremendous
popularity and pull, the show is reasonably priced.

H i

| +

i

{

|

lllllh!
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T TT S &ill,‘_"n' Sam—America’s grealest
" : ; ; : b f :
S8 T M : N \ radio salesman. Assisted by Charlic

Magnante and his orchestra and

SR
\\\__
e
S i o o e o e >
5 O O 4 & the justly famous Muollen Sisters
5 9 : e
' S ¥ e ~
o ; p " -":"“"-r--—-..

Sam is available for special eom-

mereial cuttings to give your pro-

gram even grealer sales power.

W rite for information on these TSI shows

e [mmortal Love Songs
o Westward Ho!
e Your Hymn lor the Day

(EERE ERENE N B B ) 3 2 ; » Wings of Song

TRANSCRIPTION SALES, INC., égh‘:‘;‘?;“;gfggéf;
Telephone 2-4974

New York—47 West 56th St., Col. 5-1-544 Chicago—612 N. Michigan Ave., Superior 3053
Hollywood — 6381 Hollywood Blvd., Hollywood 5600

L
ERmEN
| 4015 |
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.
e

R
P
P
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Network Programs Available on Local Station

TITLE IvPL NET APPLAL TIME PRICE RANGE EXPLANATION
ABEDTI & COSTELLD I 1 Al Fanm s Il $5 §um Naptk el
MARTIN AGRONIKY New \in Futly 5 ah 1 2810 Farl oring news euioentary Jipoet Trom “‘a‘-hln;hu
BAUKHAGE Nt LYY | Fuiuly My w $3 tn Novws pogearts and vanipentar frow Washington
BELIEYE 1T DR NDY Lcaiea N | Fuatnily 15wk w §15 §435 T\Zlm-.- arliwan =
CECIL BROWN N MUs | Fiaenly 15 uim 3 wh (TN K& Chnimentary wi daeste sl fureign evelits
CAPIAIN WIDNIGHT = =itien M= . Jivenile 15 vty 5 4k §3 §2M0 Juvenile = el drams
HANCY CRAIG lreey s 1 War 54 kL $5 $2s0 hatt . oonfor nterviews with gurst persansdiies
BILL CUNNINGHAM O M= Fannly 150 i wk £ 50 5140 Veterian nows reporter’s cammenit on the itsde ol nr---_ 5
ELMER DAVIS i | AT Fanily Va0 3 W 550 840 Well-knowa aathonty on worhd events, direet from D ("
ETHEL & ALBERT tamied e Wi 1 5 I £ 4350 Prathy adventiee= of 3 ming marriod eouple amd gl
FINAL FDITION N M Fusanly 3 § wh § o Laste eodimion with Maorcan Beavy, Wishington
FISHING AND HUNTING CLUB Spwr A= Mo v §5 £29) Ldvier aud sporte tipecto lshers dnd hunters
CEORIC FOSTER Noiw Mi= Fuinly RIS Y 3§ Uamnsnitary o doniestie std Torel, i news
GABRIEL HEATTER'S olll.alr.- TV T Y ‘IH: Funnils : F5 i _. 1 7 5 S0 Hentter ._. _-, Lets fron .-\.I___ x5
HAPPY GANG Vi MB=E Eainily 5 3wk S0 g500 Canadian Nomissg vangt
RADIE HARRIY st MH= Waoiien "y 5wl 1 270" Movie gosip, ntervit ws with Flollys ool stars b
HEADLINE EDITION Nru = Fuuily & n, & wk £ 82s0 Dirunwt izatious of the pews and intervivws
GEDRGE HICKS N A Wi 13 nun, 5 wk 5 1210 News with Wor lan Emphastzes human jnterest
INSIDE OF SPORTS rt A 8¢ Men 15w, 3 wk $5 32 Daily fodst-to-coast speirts shins
IT PAYS TD BE |GNDRANT {amedy Mbs Faunly 15 nun, 3 wk $10-$750* skpitick cotnedy featunng Tom Howand
JOKNSDN FAMILY Drunim LB - Fannly Wonun, 1wk $5-82%0 e san show, Junmy Senbner plasng all parts :
KALTENBDRN News MU= Fanly 15 min, 5 wk $1 slnl;u National and witernatjonnl nows and topies of the day
HENRY LA COYSITT Nows B Ll Adult 15 miin, 4 'wk $5 §250 1 Ilu‘l-l.'ll m--.-_ulun-:___‘mn_--.a._-m-«r\-:eu.c )
FULTON LEWIS JR New Mb= : \-n]m 15 nini; 5 wk &1 5360 Counlicitary ot the day’s r..t‘ « from l-h-.- ;mu‘: cagutal
RDBERT MC CORMICK New N Fitnily 15 o, 5 wk 10§20 Nrws i
MEDIATIDN BOARD Drunia MB= Family U mruny, | wl £5 8300 Discision of listener's problems .
| s —_—
MEET ME AT PARKY'S ol \H= Faunily Wnnn, 1 wk $7.30 §luon Cotaly with Harry Eindtein s Parkvakarkus
MEET THE PRESS New MHE= | Fambly 0 na, 1 owk $5 8250 Prees ronferenee with news figures on air
MR PRESIDENT D L1 Fainils 10 r, 1 whk Pt x (1] Edwand Armold. in teue incidents from lives of Presdent s
| &
JOMK MESBITT { M= Fanly 15 o 3 wk $7 50 $560 Unusual stories of people and thing:
NEWS DF AMERICA Nrw 'Bs Fannh S mn o wk §2 !-il\"_ Heports from correspondents throughoul =tates
THE SHADDW Preani MBS Fanily Wi, 1 wk LA 5,110 Myvatery deama; Bret Morrson as Lamont Cransion
KATE SMITH SPEAKS New s cniiinie M= Wanien WSumni 5 wk £7.30 Bl Congientaries with womas s angle on varety of lomes
SUPERMAN el e M= Juvinih 15 mim 3 wk 5§20 Hased on comie steip charaeter of <me name
TELL YOUR REIGHEDR N T M= Wil Yo 5 wk £5 £2s00 { Iirsthi _';_,, k-fetce stones himts, snecdnles, nrwe
TOWN MEETING i | ABU Velult b ok, 1wl FI0 £420 Forum on questions of the Jo = ac
WINWER TAME aLL Wi L= Fauuili 10 . 5wk $4 $340° Sp\adin 4 How
HARRY wiIWER bt (31 | a1 Mew 18, L wk §1 §54 Unvierair of the wivk < majur spmtta events
WDALD NEWI WDUND UP .5 S 1] Firiily 15 Ml $12 2.0 John C Swigeer, New York, Lol B, Wash, puk-up
WORLD NEWY RDUND. LF N\ = Foann! 15 Al $2 8324 Rente pews poek-upe from domestie and foreign pwiints
by Y N VI Fuanils 15 :I 3 Woarkd fiews gnekups: John MeVsae, Washington
WORLD TONIGHT b Ljis vl y §0 poy NS B ol D el
"Woow SPVINA AN
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CO-OP PROGRAMS

Continued from page 68)

sponsorship in this section) are often
based upon a percentage of the station's
national evening hourly rate for time.

MBS's highest talent charges last
season were for a program which will not
be offered this fall, Information Please,
for which 6077 of the national nighttime
hourly rate was assessed. The most ex-
pensive (407, of nighttime hourly rate)
other MBS co-op programs are Meet Me
At Parky’s, John Nesbitt, Kate Smith,
Fulton Lewis, and Happy Gang. Most
ather MBS co-ops are priced in the region
of 207 of the base rate.

The second biggest network in sale of
network programs for local sponsorship
is ABC with 13 programs available on a
spot basis (MBS has 18, CBS has six as
has NBC). Co-op time sales on ABC
stations will be over $3,000,000 a vear,
with talent costs above $1,000,000. While
MBS has made the greatest progress
during the past year—with a 1007; in-
crease in number of sponsors (900 to
1800) as well as an over-10077 increase
in the number of actual network co-ops
sponsored on the air (675 to 1359),
ABC has also made a sizable advance,
with 229 more sponsors for ABC net-
work programs on a local basis than a
vear ago (650 to 790),

CBS's 1947-48 bigtime comedy venture
into the co-op field, the Joan Davis pro-
gram, didn't intrigue enough local or
regional sponsors to justify its continu-
ance to Miss Davis or to CBS. CBS's
most successful co-op show in producing
sales for sponsors is Winner Take All
However, the record of It Pays to Be
Ignorant is also ample proof of what an
important network program can do for
local or regional sponsors. Ignorant is
sponsored on 13 CBS stations by Goetz
Brewing Company of St. Joseph, Mo.,
and Potts-Turmnbull Company of Kansas
City, the Goetz advertising agency, has
done an unusual promotional job on the
program to the 2700 dealers who carry
the Goetz brew in the area in which they
sponsor the program. Co-op stars are
as willing to work with advertising agen-
cies to give their programs the exira
promotional push required as are the
stars of any big network program. In
many' cases the stars of the co-op pro-
grams make special e.t.’s to introduce
the local commercial. That this is effect-
ive is indicated by the fact that thousands
of listeners, in cities where the e.t.’s cue
the local commercial, have written to
their stations asking.for tickets to the
broadcasts thinking that the programs
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originate at their local outlets.

Whereas last season department and
clothing stores led the parade in sponsor-
ship of co-op programs, this fall it will be
automobile dealers and automotive sup-
ply stores which will be in the number one
position. There are many more depart-
ment and clothing stores buving these
co-op programs this yvear than last, but
with so much anti-automobile dealer
news appearing in the press, the pro-
gressive auto retailer has decided to
spend even more money in radio via
co-op programs to clear his name,

Many of the auto dealers on the air
have nothing to sell. Most of them have
backlogs of orders which will keep them
currently in business regardless of adver-
tising but they are looking ahead to the
day when buying conditions will shift in
favor of the consumer and they aim to
build continued acceptance while the
cash is rolling in to pay for advertising.

Another group of retailers who are
using co-up programs to maintain con-
sumer acceptance of their business in-
tegrity are building material supply men.
They rank fourth among sponsors of
network programs on a local basis.

Third in rank order among sponsors of
co-op programs are the retailers of home
furnishings. While there are still short-
fumiture dealers ranked lower than tenth
among sponsors of co-op  programs.
Today thev spensor more than 109 of
all co-ops on the air.

News programs still lead all tvpes of
network programs locally  sponsored.
Fulton Lewis is number one on MBS,
Martin Agronsky leads on ABC, NBC's
World News Round-up has the most
sponsors on its affiliates, and CBS reports
World News Roundup has the most
sponsors on its affiliates and CBS reports
retailers buy more of The World Tonight
than any other CBS co-op.

Most of the network programs pro-
duced for local sale are broadcast in non-
network time periods. Since this time
cannot be preempted by the web in favor
of a national sponsor, the local adver-
tiser is assured of protection on his
sponsorship as long as he desires to pay
for it. In some cases local sponsors have
to commit themselves to longer than the
13-week periods that are usually required
in broadcasting.

Sponsors generally are under same con-
ditions as on network programs but in
some cases the personality on the program
prohibits certain types of advertisers.
Cecil Brown, as an example, does so to
dentists and morticians. Where pro-

Bleck Pragraming Repaort on page 138

Effective radia? Listeners at lawest cast!
Thot's the WMIN stary in the Metrapalitan
Minneapalis-Saint Paul Morket where
nearly half Minnesata’s retail sales are
mode. And yaou get high-pawer FM caver-
age at na extra cast. Any Farjoe man will
welcome the appartunity ta prave ta you
that WMIN daes sell Minnesata's better
haolf at lowest cost. Ask abaut WMIN now.

PAUL « MINNEAPOLIS
ESENTED BY FORJOE & COMPANY

a1
BILLION

DOLLAR MARKET

spread over two states

Take our BMB Audience Cover-
age Map, match it with the
latest Sales Management "buying
power" figures, and you'll see
that KWFT reaches a billien and
a half dollar market that spreads
over two great states. A letter
to us or our ‘''reps' will bring
you all the facts, as well as cur-
rent availabilities. Write today.

THE TEXAS-OKLAHOMA STATION
Wichita Falls—5,000 Watls—620 KC—CBS
Represented by Paul H. Raymer
Co., and KWFT, 801 Tower
Petroleum Bidg., Dallas



Spot conlests and offers contestant was feted on the station's

opening night with all of Hollywood s

glamor. The promotion built listeners for

WWDC both AM and FM,

are high in originality but borrow (oo In Maryville, Tehnessee, the Supreme
Foods Company staged their own version

Local station promotions frequently

) 2 " - ICAP va

Local radio contests are an effective  his highly successful Mrs. Hush, and of the Hu'“h“ E)HP,“!” ;)I(IJL? :,J.f“’ ;}:ti:

3 N H IDETE e . AN ] e

form ol promotion, Often they duplicate Walking Man,  Their counterparts are C\; 'I‘_**rl'm &4 'ti ’%I{‘x) o e §
o a linmted scale the ellectiveness of current in local radio F-\l'r‘rr"nll[l_‘r me themninalig Jackpot mounte

$10 daily, female residents of Maryville
learned not to call a cop if anyone stopped
them and asked: “'Are you Miss Supreme,
the Supreme lemonized salad dressing

coast-to-coast pronotions.  Often, too.  Ben Strouse put WWDC-FM on the air
they take their cues from the network  in the natuon’s capital with a $5,500
promotions and cut a navonal formula  "Mr. EM” contest. More than 25,000

dowii to local size contestants tried to guess the identity 17 Awai i i . i
[ . 1) rs - ¥ "

Ralph Edwards started a veritable of “Nr. FM" iwho proved to be Peter -‘Irl. : }-\m;]‘ pm”.m:i It“”!‘; J\L:,Tfég

epidemic of network contests based on  Donald, radio conne', and the winning @1 StOre sales mounte taton .

Huntsville, Ala., conducted a “Mr., X

Please tur to page 130

CO-OP PROGRAMS

Continued from page 73)

Independent Block Programming

Definitely Pays OF in Results!

grams are sponsored on partial networks
by one sponsor, it’s usual thar this sponsor
prohibits advertisers in the same line from
buying individual stations. For instance.
since  Colgate-Palmolive-Peet  sponsors
Happy Gang in Canada where the pro-
gram originates, no soap sponsor is ac-
ceptable on a local or regional basis.

e

Success stories of sponsors who are buy-
ing these network packages on a local
basis are numerous. Because department
and specialty stores still look at broad-
casting askance, the fact Steams of
Boston has tested “‘specials,” unsup-
ported by any other form of advertising
(even signs in the store itself), is es-
pecially noteworthy.

MORE LISTENERS PER DOLLAR IN MEMPHIS

Stearns featured a “‘radio special” of
top coats at $35 during its first week on
the air this spring. The offer was made at
§:02 am. By 5:30 p.m. 35 coats were
sold. Total sales of this coar directly
traceable to this one broadcast were over
100. Another department store that has
found the sponsorship of a co-op program
effective is Strouss-Hirshberg of Youngs-
town. It uses Winner Take All and
has found, as have so many other spon-
sors of audience participation programs,
that these programs pull a sizable fem-"
inine audience and one that shops de-
partment stores. S-H doesn’t, as most

Mid-South’s only 24 hour Station

Memphis, Tennessee

Patt McDonald, Manager

department stores do, make charges
against each departunent that uses adver-

-

tising on the program but allots time on a
storewide basis,  Thus ad-pressure can be

FORJOE & CO., representatives
-

placed where the store management feels
it needs it and without individual depart-
Ment pressure.

S-H feels thar the progrinm and radio
advertising nises Above normal depart-

ment store policy SEaVE
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The new medim . . .

S 10w a huge gome concern

Commercial status

Whoe is sponsoring felevision: why. how

when. and (o what advertising effect

Television is selling merchandise in
practically every area where there are
over 1,000 receivers installed and even in
some areas where only 500 sets are oper-
ating in homes. In this Fall Facts edition,
SPONSOR presents the third group of 12
“Capsule Case Histories” on TV results.
In the 36 sponsor studies presented thus
far, sports are the program type doing the
best selling job. The product using TV
most successfully to date is beer, due in
great part to the fact that the saloons and
bars are among the first in every area to
acquire sets and to promote TV. Thus
beer is able to reach the home and the
point of sale at:the same time, something
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accomplished through few other adver-
tising media.

Cigarette firms are also high among
TV’s sponsors, with most of the leaders,
Lucky Strike, Camels, Chesterfields,
Philip Morris, and Old Gold, using both
television spots and programs. They're
still experimenting to find the correct
visual program vehicle but all their bud-
gets have healthy allocations for TV,
Luckies are trying a whodunit and have
tried a half hour of entertainment from
Broadway’s stages. Old Gold and Ches-
terfield are sponsoring baseball. Camels
have committed themselves to a news-
reel and Philip Morris has thus far re-

stricted itself to station break spots.
Department stores, early owners of
broadcasting stations but unenthusiastic
recently about the medium, have been
sold time on many TV outlets and have
found that television sells both fashions
and home furishings. The department
stores are not using the visual advertising
medium for prestige but to produce direct
sales in the same manner in which they
use newspaper space. In practically every
city where there is a TV outlet there’s at
least one department store experimenting
with the medium. They have been sub-
jected to more TV promotion than any
other user of advertising. Because many
merchandisers have been intrigued with
intrastore telecasting (use of TV as an
advertising mediumoriginated and viewed
in the store but not broadcast to home
receivers) they have had demonstrations
by Allied Stores, RCA-Victor, GE, and
DuMont. Many of them have radio and
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TELEVISION STATION

WATV

CHANNElia

The Family Station serving
Metropolitan New York and
New Jersey, with 50,000 watts
of sffective radiated power,

from 4 p. m. until 9 p. m, Wed-

nesdays through Sundays.

16

television departments and find the sale
of receivers profitable. Thus they have
dual reasons for using TV.

TV weathercasts are being sponsored
by a varied list of advertisers. Botany,
pioneer user of the medium, is still using
its woolly lamb to “predict tomorrow’s
weather,” BVD sells men's shirts, and
Sanka sells caffeine-less sleep with weather
predictions. It's difficult to trace direct
impact of gencral advertising of the
Botany-BVD-Sanka type but all three
advertisers have uncovered consumer re-
action to seeing it on television.

Food manufacturers and processors
were among the early sponsors in the TV
medium. Kraft and General Foods are
still spending a sizable budget on TV net-
work programs. GF burttressed its em-
ployment of the visual medium with a
detailed study of its impact on the home.
This corporation is far more conscious
than are most advertisers of its public re-
sponsibility both as an advertiser and as
a food merchandiser, and its study
covered not only the advertising impact
of the medium but sociological implica-
tions as well. lts research was pro-TV
enough for the General Foods TV com-
mittee to recommend that the corporation
get into"the medium.

TV status

Kraft Television Theater has proved to
the sales and advertising managers of
Kraft that it can and does sell the product
it advertises. As SPONSOR reported in its
TV Results compilation for May, just a
few presentations of Kraft's MacLaren
Cheese created so much demand for this
limited-distribution and quality-priced
cheese that Kraft shifted its product men-
tion very quickly to a mass product
(Kitchen Fresh Mayonnaise).

While a number of advertisers are
waiting until the networks are more ex-
tensive in order to justify the high cost
programs which are part of the medium,
others are going right ahead and planning
to cover the stations not linked with net-
works with films of their shows photo-
graphed off the face of the receiving tube.
Details on the costs of this and other types
of film presentations are included in a re-
port on costs in this Fall Facts edition.

A rough projection of the toral adver-
tising expected to be placed on the more
than 35 stations which will be operating
before the end of the 1948-1949 season
comes to over $8,000,000. This isn't bad
for a new advertising medium which less
than a year ago was checking its advertis-
ing volume in thousands rather than
millions. AR

Radio advertisers are still leaders

among users of air's visnal medinm

Thirty-eight per cent of the sponsors
now using television are not using radio
and over 25% of them have never used
broadcast advertising before. With the
exception of the fashion field, very few
advertisers who have insisted they needed
a visual presentation of their product have
thus far tumed to TV. Most successful
TV users are advertisers who have been
in radio beforeand, having leamed how to
sell with the voice alone, are releaming
how to advertise on the air when a picture
can and does replace hundreds of words.

At the end of June, Boston's WNAC-
TV went on the air. The television scene
is expanding rapidly. The medium was
held back for a long time because of the
generally-cntertained fear that it would
cost advertisers hundreds of thousands of
dollars before the end of the red ink
period. 1t is not warking out that way.
Same stations have come to the air with
as many as 10 advertisers presigned,
Others, in arcas which have not been as
exposed o television promotion, start

| with fewer, but find that advertisers

pyramid as soon as a few hundred re-
ceivers are placed in homes.

Growth which took years in the TV-
pioneer centers, New York, Chicago,
Hollywood, is taking months in new video
cities. Bar and grill customers added to
an amazing number of viewers per home
receiver constitute an audience ready for
advertising almost immediately. When
TV sets are few it's not unusual to find as
many as ten people at a time viewing a
program. As sets obtain wider distribu-
tion the average number of viewers per
home drops as low as 4.5. Research indi-
cates thart for almost a vear after a station
brings visual programs into the home the
average of viewers per home remains in
excess of five.

Another reason why TV is making such
rapid strides in virgin television areas is
that the backlog of program material de-
veloped by other stations is available to
them. The better the programs the more
quickly the audience grows. Two years
ago, the visual program cupboard was

{ Please turn to page 80)
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WHAT'S NEW IN TELEVISION ?

Jabe a Lack ot WPJL/!

In the Merry, Merry Month of May. ..

52 ADVERTISERS on WPTZ!

When 52 experienced, ‘“‘show-me” adver-
tisers buy time on this one Philadelphia
television station they must have had more
compelling reasons than just a desire to get
on the TV bandwagon.

It could be coverage. With WPTZ’s new antenna
system topping downtown Philadelphia by almost
a thousand feet, the Philco station reaches out
roughly 50 miles to offer television service to
3,306,000 people! Here is one of the nation’s fast-
est growing television audiences, already second
largest (42,000 receivers) in the country.

Or facilities perhaps ... WPTZ’s well equipped
studio, three complete mobile units, art and scene
shop, film production crew, 16mm and 35mm

WPTZ
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projection equipment, two-way relay to New York
for NBC network origination— just to name a few.

Or knowing how to use these facilities. Nine years of
actual television station operation coupled with
Philco’s sixteen years of active television experi-
ence have produced at WPTZ what many consider
to be the best trained, professional staff and crews
in the business!

Or maybe it's the alacrity with which the boys in
the commercial department will tell you what WPTZ
and the Philadelphia television audience have to
offer you and your clients. Drop us a note or, better
yet, phone—

PHILCO TELEVISION BROADCASTING CORPORATION

Architects' Building, Philadelphia 3, Pa.
Telephone: LOcust 4-2244

EIRST IN TELEVISION IN PHILADELPHIA
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WIDE
ACCLAIM

for the Quality
of

BASEBALL

TELECASTS

OVER

WEWS

CLEVELAND

o The announcement of telecasting
of wll Cloveland  Indians home
games by W EIS is a tromen-
dons foricard step for television
in Cloveland.™

STANLEY ANDERSON
Radio Fditor
The Cleveland 'ress

o “Far those not ful'l'lll.‘l.lh' !'l’lwugh
fis qu'mf h‘u- Bamnes, f can say
from my own observation that
NS beangs you a splendid
show,  The station vertainly s
erttithed to commendation ,‘m the
technical details and excellonee of
the baseball welovasts in Cleves
farud™”

Birn VErew
President
The Clevelund Iudians

LATEST FIGURIEES
fromn Television Receiver Distrilin-
tors show THH Television sets in
operation 1o Northeasteen Ohio on
Juls 1, 1948,

Sponsared by

GENERAL ELECTRIC
throngh
Beatten. Barton.
Dirstinee & Oshorn

THE SCRIPPS-HOWARD
RADIO STATIONS

® WEWS Televition—WEWS.FM, Clevelend,
Ohlo

® WCPO, Cincinnatl, Ohio (MNow building
Televirion)

® WNOX, Knoxville, Tennenee

1H theses Shgteons
’\'l'!afu'\l'l’!ff'rr‘ I

THE BRANHAM COMPANY

LI e LNt LTI P DL TIRTI T R DU LR T
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Advertising Agencies with TV Dep'es

AGENCY

ADVERTISING COUNIELDRY
ADVERTISING INC

AITHIN-KYNETT

ALLEN & REYNDLDS

ALLIED

ANDERIDN DAVIS & PLATIE
ASIDCIATED ADVERTISING

N W AYER

BADGER AND BRDWNING & MERSEY
BED&D

ADRIAN BAUER

BENTON & BOWLES
BERMINGHAM, CASTLEMAN & PIERCE
BIOW

W EARL BOTHWELL

BOZELL & JACOBS

ARTHUR BRAITICH

BRADDKE, SMITH, FRENCH & DORRANCE

BUCHANAN
BUCHANAN-THDMAS

LED BURNETT

BYER & BOWMAN

HARDLD CABOT
CAMPBELL-EWALD
CAMPBELL.EWALD

CAYTON

CHERNDW
CRAMER-KRASSELT

M DlUGHEI"-

DDHERTY, currnnn; VHENFIELD
DONAHUE & CDE

L. 4. DU MAHAUT

ADAM F. EBY

RDBERT 4 ENDERS
ERWIN, WAIEY

WILLIAM E4TY

FEDERAL

FODTE, CONE & BELDING
ALBERT FRANK-GUENTHER LAW
DAKLEIGH R. FRENCH

AD FRIED

GARDNER

_ulnu[n

GEYER, NEWELL & GANGER
GILLHAM

GOTHAM

GREY

HENRI, HURIT & MC DONALD
HICKS & GREILT

CHARLES W, HOYT

H B HUMPHREY
HUTCHING

JACKIDN

DUANE JONES

KAL, EMRLICH & MERRICK

KAPLAN & BRUCK

iy

e lnmond

Phalu

Uniha

TV DEFT HEAD SUPERV
Buarkieeh (hfond, owner
Auliery . Watsun
D Laiiin
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K R, vp
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Wirkeitfe W Crider
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Philip Houds
Arthur B tach
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John Sheehun
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Willham L. Weddell
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Jun Gilbert
Winslow T Case, vp
Kenneth Young
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Martan Junger

J. 5 Swhoff
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Chester MuacU racker
v Curd Rigrad
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*Spot Broadcasting is
radio advertising of
any type (from brief
announcements to full-
hour programs) plan-
ned and placed on a

fexible

market basis.

Offices in Chicago » New York « Detroit » St. Louis « Los Angeles « San Francisco
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® Here's the way the Brown &
Williamson Tobaceo Corporation and

its advertising ageney. Ted Bates, Ine.—
York. build sales and profits for KOOL
Cigareltes: They reach plenty of people

. with plenty of announecements . . .
on plenty of stations from coast to
coasl,

It’s a big typical Spot Radio job and
Brown &
Williamson keep at this hard-hitting

advertising 52 weeks a year,

vou know it pays beeause

market-by-

And why shouldn™t it pay? Eaeh sta-
tion in each markel is pieked on merit
—regardless of network afliliation. Eaeh
announcement is aired al a earefully
seleeted time with a large measured
awdienec.  And every second of time

that’s bought is devoled solely to
selling.

Why not try flexible, powerful. profit-
able Spot Broadeasting yourself?  Ask

vour John Blair man aboul it.

JOHN —
BLAIR —

~—— & COMPANY ———

W
REPRESENTING LEADING RADIO STATIONS
P .
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bare. Today there are hundreds of top-
drawer  pragrams  avanlable,  inc luding
kKorda llms, At one time ol a station
wasn't withi a coaxial cable service area
and lew new stations were) it had to
improvise  all  its  program  material.
Today, television transcriptions of visual

programs of gond quality are available
from DuMont, NBC, and through Para-
mount Pictures

Directors are also discovering thar with
a little camera ingenuity local talent can
One
Baltimore station has scanned as many as

provide engaging entertamment.

38 locally-originated studio shows in one
week, The programs might not satisfy a
Hollywood motion picture director, but
their mtimate home-town quality gives
them their own local appeal.
TV commercials have alreads
Lucky
Camel’s
specially-photographed “experience” and
T Zone” endorsement, and Chester-
field’s smoke capture the
viewer's real attention.

Sonw
stepped out of the radio rut.
Strike's “marching cigarettes,”

rings, all
Television has come far along the road

to becoming the great broadcast advertis-
ing medium that it will be, £74/8

VvIDEO

Lete TV Servicé
pleto

".nﬁl:
MUy

A Com

535 Fifth

lelevivion Show Burninens By Ju

AGENCY

M EVANS RICHMDND
WESTHEIMER

H W KASIOR

JISEPH KATZ

HE-N'IY 1 MAUFMAN
KENYDN & ECKHARDT
KMIESEWETTER, WETTERAU & BAMIR
KIRCHER, HELTDN & COLLETT
KUDONER

LANG, FISHER & STASHOWER
AL PAUL LEFTON

LENNEN & MITCHELL

A W OLEWIN

MALCOLM . HOWARD
MARSCHALK & PRATT

4. M. MATHES

MAXON

MAYERS

MC CANN-ERICKSDN
-IRTM.IR MEYERHOFF

DAN B. MINER

MDSER & COVINS
NEFF-ROGDW
NEWELL-EMMETT

OLIAN -

OWEN & CHAPPELL

PECK

PEDLAR & RYAN

J. R PERSHALL

RADID ADVERTISING CORP OF AMERICA
LW RAMSEY

RAYMOND

REINCKE, l-lsru_&_nmc
RDDGEARS & BRDWNM

IRVING RDSEN

ARTHUR ROSENBERG

ADSS. GARDNER & WHITE

A. JAMES RDUSE
RUTHRAUFF & RYAN
SCHECK

!CH*{HH;I & scont
hussn_ M, SEEDS

SHDW PRODUCTIONS
SIMMONDS & SIMMDNDS
SIMDNS - MICHELION

SMITH, BuLL & MC :;u L1
SMITH, TAYLOR & JENKINS
HOWARD O STEERE
ARTHUR W STOWE
STRAUCHEN & MC KIM

J WALTER THDMPSDN
WILLIAM ‘AARREN

LUTHER WEAVER

WILLIAM H. WEINTRAUE
JOSEPH A WEISSER
WINIUS.DRESCHER-BRANDDN
WOLFE.JICKLING 00w & CONKEY

YOUNG & RUBICAM
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T h
.\ I;( iNetwork Television is a working real-

ity in 1948 —rather than a vague potential.

Today there are fonrteen NBC stations on the aiv. By

s end. there will he thivtv-three,

Seven stations make up NBC’s Eastern Network. Five
(il iate WRGCHB, Schenectady: WBZTV, Bostong
W PTZ, Philadelphia: WBAL-TV. Balimore: and WTVER,
Richmond—are comected by eable and rvelay 1o NBC s
own ~tations WANBT, New York, and WNBW, Washington,

Served by NBC Kinescope Filim programs. seven more
Uliliates ave available to the Network’s television spon-
<ors—WBEN-TV. Buffalo; WLWT, Cincinnati: WW].TV,
Detroit; WTMI-TV, Milwankee: KSTP-TV. Milwaokee;
KSTP-TV. St Paul: KSD-TV, St. Loms: and KDYL-TV,
sSalt Lake City.

Midwest afiliates will be directly joined with NBC's
own stations in Chicago and Cleveland (now under con-
steetion) this Tall.

I'he Midwestern and Eastern Networks will be linked
hefore the end of 1918, And NBC's Los Angeles station

tied to San Francisco by the end of the vear to
1 focal point for an expanding Western Network.,

I'ly . NB( \meriea’s No. 1 Television Network,

... Profile of

Network
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SCHENECTADY o ®
KSTP-TV. " b
ST. PAUL | 3 BT NEW YORK

MILWAUKEE i " :  WPTZ PHILADELPHIA
WNEQ @ tANE AsTER Y L-TV WILMINGTON

o - . L]
CHICAGO [l Nk B TV BALTIMORE

WLWD ; : WASHINGTON
DAYTON A COLUMBUS -

WLWT CINCINNAT) VR RICHMOND

_KSD-Tv
o AL AOUIS

WAVE-TV LOUISVILLE

WRTV
NEW ORLEANS

LEGEND

White towers are operating stations.

Black towers have construction permits.
Thick line refers to existing coaxial cable (eastern seaboard).
Thin lines indicate projected cable.
oo oo Broken lines Wm relay links.
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n television’s experfmental stage—when RCA initiated, championed and

perfected today’s black-ond-white.system-NBC's contributions were first

ORI |
a"ro? blgf?lon s c“'om NBC’s recog@ed huderiiip, |

|

|

b iils_-__lw lpvestm‘@ed to Eup that promise alive. g

. P Li

But a network o_l'lnfﬁr;’ieiute on promise alone.
Today—delivering performance rather than press releases—this is the NBC

Television Network.

To viewers, the excitement of great programs . ..
To advertisers, television’s greatest audiences . ..
To affiliates, America’s No. 1 Television Network ...

To the industry, the standard of sight-and-sound broadcasting today .

NBC

Television

i b A Ne X BRAY ADGCSN ST



T V costs

High price of live progriams (urns Sponsors
towards film for multi-markef coverage

As an advertising medium, television is
certain to cost more than its parent, radio.
This is one of the reasons why Com-
mander McDonald, president of Zenith
Radio, long has stressed the advisability
of consumers paying for their TV enter-
tainment.

The live dramatic and variety pro-
grams will cost most. The union scale for
performers, when finally established, is
certain to be much higher than the
AFRA scale for radio actors. The
“interim” scale is $75 minimum, several
times the microphone performers’ base
rate. A mystery program without name
players that costs $2,500 in radio will
total nearly double that amount, with a
minimum of rehearsals and sets, when it’s
telecast. A case in point is American
Tobacco Company's NBC program Bar-
ney Blake, which is being replaced by
football scannings this Fall. Barney
Blake, without time, costs in the neighbor-
hood of $3,500. Evervone connected with
the program works at or close to mini-
mum. Since the program is live, it is seen
only over stations in New York, Boston,
Philadelphia, Washington, Baltimore, and
Richmond. That is as far as the coaxial
cable that connects TV outlets extends at
present. It’s truc that for the same pro-
gram price the show could be filmed and
fed to all the cities that have stations on
the air. But to do this it would cost the
sponsor $8,000 to film the program in a
studio and prepare prints to stations.
(Eight thousand dollars was the lowest
estimate from a reliable studio.)
figure is for the filming alone and does not
include script, cast, direction, and com-
mercials.

This ‘

If making films of programs for tele- ‘

casting should continue to be this costly
it would restrain the enthusiasm of
national advertisers for the medium.
However, there is hope on the horizon—
television transcribing, or kinescope re-
cording as some call it. Through this
system it is possible to present a program
on the air or over a television circuit
which is not broadcast and photograph it
directly off the face of a special monitoring
tube. The expense involved in making

television film this way is a fraction of

what it costs in a motion picture studio,

Paramount was the first to deliver
photographed ofi-the-face-of-the-tube film
on a regular commercial basis. They

charge $546 for a half-hour original ready |

JULY 1948

for scanning. The single sponsor, two
agencies and three New York area sta-
tions that to date had contracted for
Paramount TV film of their shows have
used it mostly for reference purposes,
Paramount charges, for prints of its TV
film, six cents a foot (I16mm or 35mm).
This would make a 30-minute 16mm print
cost $64.80 and a 30-minute 35mm print
$162.00.

NBC's announced filming costs are con-
siderably lower than Paramount’s. NBC's
negative as taken from the face of the tube
will cost $180 for 20 minutes. In order to
make Paramount’s and NBC's costs com-
parative it is necessary to adjust this $180
(for 20 minutes) to $270 per half hour.
In the same manner it is necessary to
adjust the NBC’s announced figure of $60
per 20-minute print to $90 per 30-minute
film, or $360 for negative and print com-
bined.

1

DuMont's plans aren't ready as spon-
SOR goes to press. |t is working on what
is claimed to be "an entirely different
approach to television transcriptions.”

Rehearsals are an expensive TV factor
Studio costs alone run $200 an hour
in a studio such as WJZ-TV will have.
The more camera rehearsals the better the
program, vet even a full hour variety pro-
gram like the Texaco Star Theater is forced
to cut rehearsals to a minimum in order to
keep within its budget of 511,000,

Audience participation, quiz, and sport-
casting are program types that can be
kept low in cost and high in results. In
the case of the latter fees for rights, lines
linking the arena to the station, and a re-
mote crew cover practically everything
except air time and announcers.

As more and moie men push iconoscope
cameras around, as more directors sit
behind control boards and learn to cap-
ture a good picture the moment a camera
is focused upon it, TV will become a better
show. The director who calls the shots
and the camera man who sees that his
camera gets them will cut costs. This
can’t come overnight. ko

Television Directory No. 4

TV RATES & FACTBOOK

(revised to July 1, 1948)

part | : Commercial TV Stations Operating

Rate cards, facilities data, TV set count, personnel, etc.

part 2: Construction Permits Outstanding & Applications Pending

Technical facilities, affiliations, call letters, etc.
part 3: Experimental TV Stations
part 4: Present Allocation of TV Channels by Cities

Allocations to first 140 markets, sales rank, population.

ADDED FEATURES
part 5: Proposed Allocation of TV Channels by Cities

New allocation plan listing proposed channels for 459 cities.

part 6 ; Directory of Television Program Sources

Owners, producers, syndicators of live and film material.

Worn

$5.00 prer copy

’
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l‘@ TV Available

Live Package PPrograms

TITLE TYPE APPEAL TIME cost EXPLANATION PROCUCER
ADVEMTURES IN Pl_llil}hll.r'l\f Funlimin Wit i 15 :n:h 1wk £ Heverly Wearth shinvws st vles, talle sertimgs, et Hal Wilsun e
A L ALEXANDER Intuevire At il S hnn, 4 wh it Aabvavr o Taaly prolibionis Mutual
AMERICA SONG Ml Fwirry i b owk (113 Supernan folk songs, iterpreted Ly gt arst; llﬂ\l(l'l:- NHUSTY
ASSOCIATED PRESS NEWS & VIEWS Newe Fainihy 15w, 15 wk $150 S0l photom pews fromn V' wned Post=Dhepatoh | I W Y LS
AT HOME WITH MARY SMALL Vriity Flitrirhy A, 1wk o Mure Snuch sl Talliy Ve Nizzt entertun guesta Tilward \‘.nl.f
BARBEASHUP QUARTET Mysicnl [ L& i, 1wk L Fawe Dyt hoomliegy gusnetets, old=vime Imm..un'n- WHEN-TYV, llulﬁlo
BASEBALL CLOSE.UPS Tteryiew M 1S i b3 wk it Follows TV lsehiall,  Weound vl sosslons on gpecte WEWT, € i
BASEBALL ROUNDUP . Fatnly 8, Towk (111 Magor leugihe ronlts, conplote sene eards WEPTZ, Mol
BEHIND THE SCENES IN FASHIONS Pt Waonin P | wk 415 Margore Wiltem nterviews wnd demaonst rates Iiu-tl_' RED-TN, & e
BEWITCHING HOUR Variel Winmen M, 1wk s Fashion warh baller musie uud cotmedy i Jubin Meltor & Arove
BIRTHOAY PARTY Vigriet Juventl A, 1wk ot Aunit Cirace sets an histess to tebesited voungesters 1Mot
BOXING FROM JAMAICA ARENA Sparts Farmily 2 Jus, 2 wk (4] 1] Wlowdivhlow wevounts by Donnid Jumis M it
BOXIMG FROM QUEENSBORD ARENA | Spurts Family e, 1wk (i Hexang lionats fl-ml- e e wrenn = WS N Y
HUBERT BRILL'S PLAYROOM Vairety Fannly dhnin, 1 wk (R '1"':?1'“1-!':] H:‘Ii'.‘lb‘{f_ulll ther r'lill'l"-\l-l;nu ut world DuMant
BROADWAY JAMBOREE Vaery Faniily 8 (R TTOTRR RS Ol Hlending contenporary with nostalpe vaiety NRC-TY
BULLETIN TELEVISION NEWS Nows Family I i, G wk 3] Canplete Faverugoof weehd, fopuk news wear T\GI:E
CABARABIAN NIGHTS Varivly Foautly am, 1wk s haton Walker we's from thie Viersailleg Club WX A% ==
CAMERA HEADLINES Nyws Famely 15 itk 5 wk R Fustest tiews plioto seeyice avarlabile in TV piw = DuMunt ;
CARTOOM CAPLRS Vurirts Futnly 10 i, 1wk 25 Stuurt Hanaple, cartooutst, Urawih ind st WHEN-TV. Bufisln
CASH & CARRY Ami) qmrty Funnty 5 LUATTITS | ;k £050 g1 Coniedy quiz show wil-h stunts, pues, ele -l I'hnu]:\ Sk Prodne
CHAMPAGNE & ORCHIOS Mugietd Fiimily 15 I,_||h_ I wk i Svelte, sophisticatod lJIl.'!I'_.'!II'l 1!_'4":-- i iMoot
CHARAQDE QUIZ Quite Family 0 min, 1 wk OR Monferis ur;--'m; ol parlie game; l._. Bl Sater DuMont
COFFEE WITH THE CARTERS Narits Funuly 15 wmin, 1 wk B0 Rest, $95 A I:}.- l:irll-li ut .!mun With muists l'h.:.lllr WERGE, Fl'hrnl-ct-nrh
CANDANCE COLEMAN Faritst Fumidy 10 i, 1wk On .“Irll'.l’irll-l .;murl_\- Capdmnee Colennn, ;lrl'lil«l‘-n";:\!-i n Sl TV f'lutl._l‘\'_-_
COLEMAN BROTHLRS Musical Famnily 1S mm.2 wk R Nogrn quairtet, smeme your fayarites ' WINT 1 :N'I
CONCERT HALL Musical Family 15w 1wk 5 Fient, 8ot e Saloists und elssmenl m.‘('llnl'hlu'“:-- Pvogram antis W ltt-li..“l_lt'nr-lml_!
T0M COREY Diriinm Fmily 13 min, | 5wk £1250 Charnoter sketehivs; events m the -hf» of ;I [:-ll'kln-m Vidio l' \_'I-ET:
COURY OF CURRENT I3SULS Fortim Fininily 0 i, 1 wk [ Lively Tarums staged in n court of lnw E ['-h-\if‘llf
ALLEM DALE SHOw Muwienl Fanly 15 min, | wk (R lesi Dule gings akd and nru_r;n- 3 P bont .
OARTS FOR OOLLARS At partie  Nanly 15 i I_u_i. £v0 fiest, 335 sur Tram memibiers =r;.r:p-»'mr l)\'-flnrﬂ\kl.lll arts WRGH, Schent lad
OATE WITH MOTHER GOOSE Ak purtir - Juvenile 3 non, 1wk ay it Modern Mather Gaose gives party Fanft TV l"a::ru'v-v i
OEAR CHOLLIE Dennin Py 15, I_ \;\I-:. $150 Homer n-lll|-. ,-.;nu-l-uu!\ ta s friend Cholli WHGH; .‘-r_h';l:'rl‘.u|_\
ODORWAY T0 FAME Viriety Frmly 3 min, | wk R Young hopeluls perforin. Johnny (lsen tie's DuMont
DOOWINKLE, ATTORNEY Thnmn Fanuly Wb, | wk (4114 I.|\||r| v deair a, haseod on 5:!"\'I‘_[\ll\1 LT “h': I H;Jln& TV Proding
DRAWING GAML Qitis Fatnly 30 i, | wk R A charade quig pamo with Hube Goldleng und gulets W l"l..‘(-. ATE
OREAM GIRLS Varty Fuanly HWomim, 1wk AL Menan sudicnce pick their lln;.u;u Liirl e € b des Srark Prodos
JACK EIGEM SHOW loterviow Fiatinily 15 num, 1 owk R Broodway and Hollywoos| nows, \t:u-u-'._-unI:E‘ D Mot
fOR YOUR PLLASURE Variery Fauly 15 nin, ) wk OR Ko Je N Doninell ive’s an intitmste revie NHU-TV or Bpat Sales
GINNY & ROGER New Funily {1} :ul!: | wk (IR Breaklast prognin, local news, goassip WEIL TN :.Pf'”h.
GOOD OLD U, & & Tl Faisly Fa i, 20wk - 391 Fiti hehlimlits ol U & eities WOER-TY, Ml
GREAT TALENT HUNT Varn Framily 0 i, 4wk (R Jim Mackun satiiros taloit shows Maitisl
HANG THE CONTESTANT Aowi) pmrtir Alult toan, bowk 150 Qi show, with pamte ond foon el Wonn W oght fJanre
HAREM SCAREM Aii] fraet Fainily W 1 wk it serewbadb i Proeesand exenen g Basch Radi & TV Preslins
HARNESS RACING Spurt Fauii 10 vk, b owk I arness g from Roosevill Hiaceway WA N Y
HARVEST MOON BALL Nari Funils b, Fme LhE Fuinus dunée ednigeetition heldat Madison Sg Garden WPIN, N3
HEART'S DESIRE Vi fiart Woathen A0 i, owk 1] Corants “Benrt s desine” ol listener Mutui)
GABRIEL HEATTER Noew Faniily 15 num. 5 wh (R News-anil commnts by Heatter Murtual
RUSS HOOGES™ SPORTS PAGE et Men 15 0um, 5 wk gl News views, and chats with sports nntahles PN ane
HOW DOLS YOUR GARDEN GROW Huli Faannd 15 i, 1wk #1245 Nrnos Roarhiy ahosws getos ! grdemng mothods WEAL-TY, Phila,
HOWOY 0000 Varii brvebinle TR0 mail, Y wk 1 Boily Sinyihcand puppet Howdy Doodsseartomnemovis  NBCTV or Spot Sales
HUNTING ANO FISHING Holil Mon 15 nim, | wk 1 Jow L Burne gives tps on field sl Stream sports WPTZ, Mula
INS NEWS Nowd Faninh P, AWk I EN S pews wnil phiotos, WEWT prwseastir WLWT. Cinei,
IF | HAD MY WAY Adil et Faninl A0 mr, 1wk IR Partieipant s atr thorr gt schenes Roy de l:ﬂu\1_
BOBE INGHAM, SPORTS Spwirte Famply 20 ming 1wk 150 =paris highlights, demost mtons mterviews R=D-TV
IT°5 A HIT Qe Fwm s S T owk F2081 plus 1alem Uontest et aeen Dwa teams frum sehonls aud cluls L. Westheimer
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Knot-Holes
The old days of pecking throngh “knot-holes™ are gone—for good

This scason, baseball-crazy Detronters are going to sce 27 Tiger
home games irnlr. the comiort of then” arme-chairs at home throueh (hr
eyes of WW J-TV s cameras The above scene stiows the tew unbreakable glass “window®
installed behind the batter's box 1o give the cameras a “box-eve™ view of the entire plaving
ficld With the famihar voice of Ty Tyson at the mike. and the shilled hands of WAW]-T1"s
experts at the cameras, Detroit’s 6.000 television sets will be night on top of every play
WWIE-TV, Detrait’s only television station, will also cover manv other
sports events. Just waich the sales of television seis soar 1n Detron

Why not join the many WWJ-TV advertsers who are bene- 0

fitting from the progressiveness of WW]J-TV in 1s second year of operanon

A ‘3 %
d Bi % 4 i
FIRST IN DETROIT . Owned and Operoted by THE DETROIT NEWS J} ] ’J-‘}_ J% Qﬁ.v
w20 sl B —_—
Natianal Representotives: THE GEORGE P. HOLLINGBERY COMPANY Q/ E \'f k?;«"

Agsociote AM-FM Statian WWJ
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TITLE TYPE APPEAL TIME cost PRODUCER'S EXPLANATION PRODUCER
E A ul-:ln.ln'l \Wﬁu = Aud partie  Fanoly 30nun, 1, wk — (] = Tup wanwn pemonalities of ;;da)‘ N. Amenean Video Prodos
JUNIOR u;lﬂnu L Viriety Juvenile 50 o, 5 wh Uit Live games, chardes, flm carioons, westerns WLWT, Cinci.
JUVENILE JURy e Fuonly | . S0 min, 1, ;k-__ IJI{_'_ E H:Ilt: give apinions. TV righ ts only Mutual
-lﬂ EF UP WITH THE KiD3 = Q~4-JI___- Fu.l;F 30 s, 1wl on Purentn, cluldeen vie Tor priges ! Mutuasl
KNICKERDOCKER CAROUSEL | Vanety  Fumily | 1ommswk | UR * | Built sround New York's Jubller, Musir, song . Aroericas Video Prodas
_Luu;rll.rm A_l_;uul's iy = Al partio “’mﬁ 30 nun, 15 'wk \I _®] Luneliean iuterviews by Bill Slater Mutual
LET'S ALL mc_ Musiral Faily 15 min, 2/ wk §125 Melody Mack plsys organ and leads songlest WCAU-TY, Pahil.
LET'S LODK AT 3PORTS Spuirta Faiily ﬁl& nin, |, wh §50 [, Interyiews with sports colebrties and experts WHEN-TY, Buffalo
_LET‘i PLAY REPORTER — Awl partic | Famaly Ui, 1wk DR Edurational quiz game, as 3 big following Haseh Radio & TV Prodas
_LE T.‘l POF THE QUESTION 3 .\u_nl partic | Fanuly _:l;|m||, 1wk (N Triephone quir gaine.  Prives, stuuts WFIL-TV, Phila.
_Il-ln HATTER Fashins \-\ m....T' | 15 min, 1, wk §1s2 50 _lEn_hv_.\:;;-ul showy wotien how to ereate hat styles | WCAUSTY, Phila,
MARY KAY & Jl:mlm'.r Dramia Fawily = 15 min, 1wk 5 on I.l‘w_l;cruuuh-- in the lives of youug newly weds DuMent
MEET YOUR AMERICA & Inm;lrn Intervivw I'a;;i-; = 45 niin, 1wk FI50 i Persanalitics of vanous states, rountries Video Events
MELOOY RAINBOW A A Muneal Fanily 30 min, |/wk OR Terry Paige as noging me.  Runbow Tro, guests Banft TV Features
nwll_unntt Aud partic ~ Family 30 min, 1/wk OR Partivipants answer movie questions Mutual
_Ill‘ 1 Quiz : Funnly 30 min, 1wk On _i:l:-[-lr. 1. Q. Fast, lively quiz WLWT, Cinei.
MUMMERS CONTEST Variety Family ! 15 min, 2 'wk $2500 for 15 prgms | Bandy of the famous Mummer organiration WCAL-TY, Phila.,
MUsIC CLUES aam Family i' 30 min, | wk l:m; Combinstion disk jockey and sudience quiz Video Events
MUSIC ROOM [Nliveat Family I 15 min, 1wk $150 Vocnllst Russ Severin and niusics! RuCsts K2D-TV, St, Louis
MUSICAL MERAY-GO.ROUND Musical Family T min, 1/wk OR Juck Kilty and eomedian Frite de Wilde NHC-TV or Spot Sales
;.Illl.‘ll. ltlll_lll’ilﬁﬂ M u_h:raT .?'annl_\- P 15 min, 1/wk OR Film ghorts, featuning top name bands WIPTZ, Phila.
* MUSICAL PONIES Al partie: | Fomiyall o S T on PatiiGi panty vl = HGEBY Bbracs, Play Guis panis WLWT, Cinei.
-_Nll:_nl.!'mlnn NE wsnnTi— Sru—_ Adult | 15 min, | wk onr -I'irk—url, from NBC' Radio City Newsroom NBO-TV or Spoy Sales
NEW YORK ROVERS | T BT | 2he Uk UR Thilling lte hoekty from, Madison 5q Garden WPIX. N Y.
NEWS O THE HOUR T e Eamily | Smin, 21, wk ORt Up-to-th news [rog WPIX, N, Y.
NUTRITION IN ll:[ NEWS 'l'all\:__— \\'_n‘;;rn._ | 15 min, |/wk OR | Featuring Carlton l-'ml::wks{ dict expert Video Assocs
_r.nrmmum_“_-_ - == News .\du!t— 30 min, 1wk |jit Publie figures debate news issucs Mutual
" PAGE PRINTER ~ | 'News | Family | 5-15min; 1:5)wk | $10:25/ peag, $25-15 frag! 1 lineAolINS aows) Twa thirds of séréen Avalablefor adi| W RUH; Sehenrotady
_r;ltnts, PLEASE B .\u;i p:tic_ l"aruﬁ\'_ 30 min, | wk O 1 _I)r-lmtu:!mn nl-t:l:ikl care ;mhlfms. talks Video Assocs
PARIS CAVALCAQGE nr- _Fl.lHlDNl = 1-';.-u.z “'DII:I:I)— 15 man, 1wk (R Fxlm serics, shot weokly in P;r;s American me WPTEZ, Phils.
PAWNEE POW.WOW | Drama Juvenile| 30 min, 1/wk il;.lul = I Lepends & seerets of Indian lore with Chiel Lone Bear | Video Events
= FEIWNlLIITI‘_P!N'lEWS Variety Family 15-30 min, 1/wk ][} _‘_hml'!,\' format, using TELE-POPS as me Video Assoc
J _Pt nununmumrca Fashiona Waomeu = hl& min | wk OR : Veronica Dengel, stylist, shows glamor.  Guests V' ideo Aseocs
_PHI"MI’-I“H_It HORIZONS o= Hnlnh,\-___ hlnj\ il I min, | wk T LUIl " il Instrurtion by professional photographors, contests DuMent
PIANO PATTER - — | Nen @ Faimily IS min AWk OR | Stexsiad ihatter iy Ted Stecle WPTZ, Poila.
PICK *N PAT L Varicty Family _:'.ll_nuu. 1, wk o mﬁ - Minstre) show with \;; fmall. Fick 'n Pat, ete Edward Wolf
FICTORIAL NEWS == d _\.; i hnnl_\_ _S min, 1-10 wk £30 = |:MN~I: RF ;!.'"b pictures “‘Hlil:‘l_. chenectady
__"-l TTER PATTER Musiesl Fiurmly 15 mm,-rwk_’ $101 hirst, 550 .:ur -T_In. sl rrr_an.lmta- Uiprussed by s disk expert WHGH, Schenectady
_PI.!M(O TO MEET You Varicly Family = 13 min, 1wk | = HR_ Roy Neal ehats with eelebrated personalities ’_“-'-l:l:z I'hils,
_Ioml:ﬂ DUESTIONS Quiz Family :Iﬂ.._..‘ 1 \n_l\_— U 1 Tontestants throw darts at balloons in quiz WLWT, Cinei.
QUEEN FOR A DAY SRR | Al p:.r-I-; Wormen -Eimn. k-5 wk ™ (1313 ol Dhnly “queen” selected.  Gifts, pnzes Nt ual
RACKET SMASHERS = Forum e Adult _:ﬁl mi, | a_-l_ (K { mTwJﬁmlr diseuss erime causey Mutusl
_""‘.“"" HOUSE \nfu'; 5 J\II\'_f-tul‘ 10 . 1wk = = _IJT; Boh Emiory presents talented ;'aun;n‘.‘ I)_tl.\llﬂll
g REMEMBER THAT FACE Atul |,\.|rt-:- Family _II}E,T :-k__- 5 1 _Pk.l :nl_ﬂ‘II:IuJL ru:n_mlm persons telecast.  Rewarnds -:"‘nll TV Features
ITLVIE 3T, CLAIR Musioul l'.-uur __l.': miln, 1wk -3 (A1} 1 lllr;h-._u;:;-u:n; h,\'lI;l. Ulair sings DuMant
ICHOOL DAYS il partie Family _:!n_mu-. 1wk OH = rumn-. mnn me's a livels quiz session DuMont
1CHOOL OAYS R [T Fimily il e $10 et anissil by wehoolaAer WRGH, Schriectady
SMALL FRY Clum Al partic  Javenily 30w, 1wk Lt ot Enery pmwd-: fun and r;:rh_mli_!'iim:i lﬁ.\_ll;nl
SMITH AND OALE 3KFTCHBOON oy Fanly E5 nune & wk - OR Vaminus vaudeville aer L Iaugh skotches v Roger White
_:hlnuou BY TELEFILM OF WWOOO. | bitorvicw Familly 15 non, 1wk = 5100 Snapshol Blins divated 1o !a.\hwru.:r;nru. e KsD-TV, §1. Lows
30 YOU WANT TO BE AN CAPLORER | Qe Funnly I, | wk Ol 2 Quiee show with esplonng sugle ; Vo Hauvasn
SOCIETY OF AMAYEUR CHEFS Bk Farmily A wk LILLLY N Ceniking show, featiring nolables ss guest chefs ?'harlrsi‘hrk Prodns
i SPORTS OEN _.:i...:‘- M 15 ronmg 1 ak- $il Fparts rnh'f\'u'hTh_\ lh-mn:lamm (harles Stark Prodos
A IPORTS PAGE Sparis Familv 10 man, & owk §ldu Wil Sears, sporis commeniary, lm;-lt-\:\l WCAL-TY, Phils,
SPORTS QuUIZ Eparis Min IS min ‘l nk—_ 1 VIR ['-rl:_l n-f;r 1r_sl _p.;u;-l.pa;ur:-uii;_\;_ _\n\'—I‘TZ. Phila.
SPRINGROARD TO FAME Vameiy Family 0w, 1wk Hn Votalent shiow, @aving wnfnwulu[ﬂ 2 Yhf-l'n bireuk WPIX, N Y
_“'llll'l' ITAIRWAY ‘ Variet Farmily Winiw 1wk R Yoritie talent dispayeriee = W WFT“. Phila

(Continued i August)
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Tabulation of KSID-TV Sponsors
During FKirst 16 Months of Television in St. Louis
Rellects Wide Diversity of Products and Services.
and Includes the Names of Some of the Nation’s

Most Distinguished Advertisers:

Admiral Television* Aluminum Ore * American Packing °
American Tobaeco (Lucky Strike) * Bemis Bros. * Botany
Mills * Brown Shoe °* Bulova °* Chevrolet °* Cluett-
Peabody °Crosley * Dazey Manufacturing * Dowd Sporting
Goods °* Elgin * Falstaff * Ford °* General Electrie °
Griesdieck Bros. * Hat Research Foundation * Hyde Park
Breweries * Johnson Shoes * Kaiser-Frazer * Kline's °
Kelvinator * Monsanto Chemical * M. K. & T. Railroad
* Motorola * Nash * Pepsi-Cola * Phileco * Purity Bak-
eries * RCA-Victor * R. J. Reynolds Tobaeco (Camels)
* Reardon PPaint * Ronson Lighters * St. Louis Independ-
ent Packing * Schenley’s (Cresta Blanca) * Seven-Up °
Shell 0il * Southwestern Bell Telephone * Stewart-
Warner * Trimfoot Shoes * Transmirra Lenses * Union
Electric of Missouri * Walco Lenses ®* The Austin Company

St. Louis® Geographical Loeation in the Center of the Rich Middle-
West, and St. Louis” Acknowledged Reputation for Economie Stabil-
ity, High Purchasing Power and Product Loyalty Make the Area
Served by KSD-TV the Nation’s NUMBER ONE TEST MARKET
FOR SELLING BY TELEVISION. For Details Regarding Schedules
and Availabilities. Write or Call KSD-TV or Free & Peters. Inc.

KSD-TV

The St. Louis Post-Dispatch Television Station ° Channel No. 5

JULY 1948 89
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REPORT ON
[ELEVISION

——NO. 2

OVER A MILLION...

NEW YORK'’S TELEVISION AUDIENCE
Latest survey shows the New York area has
174,000 receivers in private homes with
an average audience of five, and 12,000
in public places with an average of 20.

OVER narr runeo to WABD . ..
A recent survey rated one program at an extraor-
dinary high of 56.4, another 46.8! Both, of
course, were originations of WABD, New York,
key station of Du Mont Television Network.

TALK ABOUT AUDIENCE RESPONSE!
First time DuMont Network’s popular
“Charade Quiz"” was aired, it pulled 50 letters.
Few weeks later the mailman staggered in with
12,000. This consistent response brings total
1o date to nearly a quarter-million!

L e =

TELEVISION'S FIRST THREE YEARS
a~ compared with the first three years of radio,
<hows television is coming up much faster than
did its elder brother, radio, at a similar stage
of development.

A
L E i
T E ° N
—> %épﬂw— For complete information about programs,
costs and availabihities, write or wire Du Mont Time Sales Department.
N K

DU MONT TELEVISION NETWORK
*The Nation’s Window On The World”

KEY STATIONS 515 Madison Avenue, New York 22, N. Y.
WABD—Channel 5 WTTG—Channel 5 wWDTV—Channel 3

New York, N. Y. Washington, D. C. Pittsburgh, Pa.

E T w © R
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"@ TV Available Film Facilities

FIRM | ciry TV FILMS AVAILABLE MM cosTe FROMOGTION KITS SPECIAL TV FILM SERVICES

A F FiLMS | ¥y 23 55, 1 Frewls s & UR i
BRAY STUDIDS N SUFh 12 Uee k1 (8113 Aninution, sty i
BRITISH INFO SERVICE Ny F 354 OR Flowk shor- £1 82 1035 mm
COMMONWEALTH FILM b O 00F, 24 West=he 13 Car 354 In Ol
CORCORAN PROCUCTIONS L | A0-uutr TV eatues 354 1 (1 Tiw lees, press books Anitat oo, spute, TV proes
DU MONT AT ir . Tole-Transetiptivne  off-tul e jee
EQUITY FILM EXCHANGES Xy M E; 50 W 50 =, 54 1 R Trailirs, Btills, niats, vie x
JERRY FAIRBANKS N X Sev NHC listing RER Ul Speile proes all topes anination
GRAY.O'REILLY $TUOIDS ST 5 & L UR Fpals anenistion, cominereisia -
GUERIN ENTERPRISES F1 Louis 1 un Spots, proge, news & spotts :
JAM HANDY ORGANIZATION N i a5 S Yernn TV shorts i £15 360 Fpots, corkrrials, asimntion
INg  INP TELENEWS N X Daily, wkly, TV acwsnal 35 & 14 f1i2.up I preparation Spcial news coverage on onler
INTL FILM FOUNDATION Ny I35 &h of truvel nuture 35 & 10 $Hiup = li; -u-mnr:.r.---. an arder

r JASON 5TUDIDS Ny 35& 1 Ul Cartoat) art )

E KNICKERBOCKER PRODUCTIONS N 35°& U UK Spols conimy all by s "
KNOWLEDGE BUILDERS XN Shoris 354 $15 §35 a
MOTION PICTURE AssoCs e ) LU 11 =S d5& 1 rpots §250 Frogs: I.h:mr'u stlent comitiensals #
NBC.TY & SPOT SALES NY Various F*; DES; 88 A& 16 R Tiailers, stlls, miuts Fpots, prozs, tommerialy, afr.lul.- n-r-_
WATIONAL SCREEN SERVICE h T d5& 10 U Truilers, spots, sta hteaks, ete d
W, AMERICAN VIDED FROONS N 52 open=etnd b reel shoris ] UK Trlers, s Spats animation, progs, vie -
OFFICIAL FILMS N va =h; 23 Car; others b §15- §250 i
PARAMOUNT Ny 35.& 10 30 #5490 neg Of-tube recordiiey, pros Ge {1
PATHESCOPE PRODUCTIONS Nulk: 1% UH Epats, atmation, tomttcials
POST PICTUREY N Wk 1YW 82 sh i $10-3250 up -
REGAL TELEVISION PIC3 N Y InF*=. 4550 35 & 1t Hasasd on' mkt Tratlers, stills .
IRA H SIMMONS N | Fz 24 Shy s others) 1t OR Pioss haooks, stills, ete Spate, animation, coniniereisls B
SOUND MASTERS N S & 4 i OR Urestive, sirmation, S, sie R
TELECDMICS TVELEPICTURES Ni 32 TV bepun conue atnips 1 £25 82500 Traalers suills, v1e :-rm;. copmirreials
TELEVIVION ADY PRDONS Chi 3 open-eid TV =hosericatt 354& 11 $350 up Spx ..J_'.,.:r_\u!l. s Spals, animation, cotcmicryiais )
TELEYISION HIGHLIGHTS Ny 42 F 123 =h: 25 OES 14 IR et pry peiration Fpals, aniuation, conitmeeials B
TRANSFILM N 35 CH Packapr progs spots, anunation
20TH CENTURY FOX N In prepuration - 45 &1 R All Al facilivice for progs, spots
UNITED PRESS AN N} Py alide-filit n, newaniels S &6 Bies] on ikt Fpecial news coverige on order e
UMNITED STATES VET AOMIN Wasl Leniany TV pulaery fpnts weckly % Froe Spuls, propes re velwans set viliee -~
UNITED WORLD FILMS N X R a4 I OR I’.-.rL;.u progs, commercrals — )
VIDED A3I0CY Y ] Tete . Pops i spots thry Liv L] 350 §500 s ,'~'|1:-t::. r_\‘)l_a-.llll"l'.'?.'Iln\. S FTT) SRITT E NO C
WPIX_ INC 0y a4 Fydaily - whiy newsovel 16 Ut Trudlers, press bouks
1Y TELEVISION PAOGRAMS i % 0138 W, 5EShin UPSy RS I (it Tiuw spets. progs, ote w—t

SOR - Oh Reqtiest

. “mirl rordiyeri] [lma Cavaleads of Paris Foshions, NBC Neuwsreel, Public Prosecuter, afil Caing Ploces are hundled by NBC. Al are 15-mun open-end series” NHC al=o

indings, Hase rate, 2bomin $150 neg, $60 prnt,
Yalrramliners These are shart features, running approx 45 55 ann,

* 1 Threr TV aorie= in produc Momunts of the Past. Feeniy, Strange As [1 Seamp
1Theee TV ssrienin prnluction  A¢ Yeur Heuse, Closs.upes In Crime, Observidse .

fLegand Car Cartasn. £~ Feofure, OES  Open-end Spets, OR  On Reeuest, Sp Sperts, 55 Stock Shets, Weatera Weatern
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Programs in Production!
Now Are Available .

BG Botalo's Einstand Only

Television Station

WBEN-TV Offers You the Eyes
And Ears of Western New York

Write for Details—or Call Your Nearest Petry Office




P4

* Power, 50,000 Watts on 820 kc and 5,000 on 570 k¢
. . insures large regional coverage.

* Experienced Staff in production, programming
and merchandising to maintain variety and balance . ..
attract and hold listeners.

* NBC, ABC and Texas Quality Network

Shows, identified by the Southwest's favorite call letters,
WFAA 820 and WFAA 570.

* 95 Newscasts WEE'(IY, locally gathered, edited
and presented, supplementing network news services.

* Complete Recording Laboratories, the
bestin equipment, studios, talent and technical “know-how."
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Something new has heen added

Fresh approach to FM broadcast advertising

Storecasting.

transitradio. and FAX give

sponsors new broadeast advertising forms

Duplication of standard broadcast
programs on frequency modulation sta-
tions has increased the FM audience im-
measurably. [t has likewise temporarily
placed the burden of telling the FM story
in the hands of the nonnetwork stations.
The reason for this is a matter of dollars
and cents. The network stations, by
agreement with the AFM, are committed
not to charge for the duplication of the
programs on FM. This means that the
standard broadcasting stations with an
FM affiliate are operating a second trans-
mitter without being paid for it.

The independent stations however
have profited from the availability of

JULY 1948

network programs for FM. A listener
who has heard a favorite network pro-
gram on FM and is seeking something
else dials across the FM band instead of
switching to the standard band. Habit
is the most important factor in all radio
listening and network programs on FM
are slowly but certainly creating FM
listening habits.

A number of FM networks, besides
the Continental with its 26 affiliates and
the Dixie with its 12 outlets, are in the
plans stage oroperate sporadically at pre-
sent custom-built chains for sports
events, Others groups are working towards
permanent linking either by automatic

microwave relays (each station handling
its own relay) or by land lines.

Among the latter are the lowa-lIllinois
Network, the Ohio, Wisconsin, Southern
California, Indiana, and Capitol (Harris-
burg, Pa.) FM Networks, and the Rural
Radio Network (upstate New York)
which plans its first service this summer.
There are said to be seven others which
have already functioned but which
haven't even been permanently named.

As more FM-AM receivers are made
available in the low and medium-price
brackets, there'll be more and more
activity in the program and netwoik lines
among FM stations. A midget AM-FM
set is being tested which it is believed
will retail at even less than the FM
tuners now on the market. While this
set will not reproduce the quality which
is an important part of FM enjoy-
ment, it will deliver staticless reproduc-
tion—the attribute of the Armstrong-
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4 FOSTER & DAVIES, INC. » rress oerartuent

KEITH BUILDING * CLEVELAND, OHIO
Y, -
L gay 7, 1948
T?f:,? RESULTS OF SECOND ANNUAL WJW TRADE PAPER EFFECTIVENESS SURVEY
o
ﬂia‘ft Tabulation and analysis of the second annual postcard survey made to gauge the

effectiveness of WJW trade paper advertising and its "Indian Chief" trademark

is now complete. Response to the 8500 postcards mailed to radio-minded advertis-
ers and agencies during January have only now stopped coming in. Here are some
of the more important findings:

1. 0One out of every four cards was returned (2,067 or 24%).
Last year an identical mailing pulled 19% response.

2., Two out of every five respondents recalled seeing the
"Indian Chief" advertised (849 or 41%), Last year's
response was 30%.

éﬂ?;f. 3. Nearly three out of every five respondents knew that
B the "Indian Chief" advertised WoW (483 or 57%). last
year's identifiers also totaled 57%, but this repre-
sented only 282 responses,

4, Two publications, BROADCASTING and SPONSOR, accounted
for two out of three mentions in response to the query,
"In what publications do you see him (the "Indian Chief"),
Eleven other magazines split the remaining mentions,

5. BROADCASTING was first, as it was in 1947, and like all
other publications except one produced approximately the
same percentage of mentions as last year,

6, SPONSOR was the one exception, It showed a 300% gain
over 1947.*

7. SPONSOR and BROADCASTING are "one-~two" on the WJW adver-
tising schedule, and consequently were expected to show
well, But the remarkable jump in SPONSOR mentions
(SPONSOR was little more than a year old when this
survey was made) exceeds expectations.

This survey, like all meil surveys, has limitations, Except in a general sense,
it cannot be regarded as an adequate yardstick of the advertising merits of all
the trade publications since WJW did not use them all or in the same way, Fur-
ther, it was & "recall" survey, with the limitations inherent on all recall
studies.

But it points out: 1, That WJW trade paper advertising has, in a relatively
short time, become well known. 2. That the WJW "Indian Chief" is an American
advertising institution today. 3. That consistent identifying advertising in
logical trade papers is impressing "WJW" on the minds of advertisers and agency
executives of every category (presidents, advertising managers, account executives,
and time-buyers)...and doing it in a way that is helping the WJW sales department
make sales.

As one respondent wrote, "Good trademark.,.good recognition value,"

*SPONSOR was 1econd in 1947 and 1948



FM TAKES ITS PLACE

| Cantinwed from page 95)

and
reception which the consumer recognizes

mvented method of rransmission
and appreciates most readily

While FM as a better form of broad-
casting has had a continuously dithcult
existence, three by-products have been
developed during the past year which
can be of major importance to advertisers,
These are  transitradio,  storecasting,
and conunercial FAX. All of these three
forms of broadcast advertising are rela-
tively new. transitradio (the reception
of news, advertising, and music on street
cars and buses) is possible only because
FM can transmit  programs
without the static normally developed
by street cars and bus motors. Tests
have proved that riders on buses and
strectcars enjoy the specially-programed
entertainment, just as automobile riders
enjoy radios in their cars. With a transit-

stations

radio tie-up FM stations deliver not only
the home radio FM audience but thous-
ands of people who use the transit sys-
tems in the towns served by the FM
station. The idea started in Cincinnati
with Hulbert Taft, Jr., of WCTS (FAI
affiliate of WKRC), who made tests in
conjunction with the Cincinnati transit
system. In the Queen City area, transit-
radio has gone bevond the trial stage and
contracts have been signed between the
Stations the transit
Similar plans for Baltimore, \Washington,
and Wilkes-Barre (there are Taft interests
m this Pennsyivania town also) are well
under way and FM should be serving the

and companies.

audiences in these territories
What happens in these four
will determine the
form of broadcast
advertismg. Every survey of the riders
on broadcasting in buses and streetcars
indicates that over 8077 like it.
Storecasting during its early stages has
been  operated almost  enurely  over
telephone lines.  Philadelphia and New
England storecasts have not only been
but
creased sales in the giant markets by as

traveling
short 1\
trail-blazing towns

future of this new

successful for advertisers have in-
The linking of stores to a
The
special programing which has to be trans-
the up
Mistances has

uneconomical to in-

much as 200
studio by land lines is expensive,

turther runs
between

mitted lines

ov'er

Costs stores

frequently: made it

clude certain gant markets. Trans-

mission of program matertal to the stores

by FM stations instead of land lines

has been the answer to this barrier of |

cost. Stanley Joselofl, head of Storecast

Corporation of America, was the Airst to

98

sign up a big grocery chain, the National
Tea Company of Chicago, for FM-trans-

mitted storecasting service,  FM station

WEHS will transmit the programs in
Chicago.

As m the case of servicing transit
riders, FM storecasting delivers to

advertisers & group of listeners thus far
not delivered by any other broadcast
facility.

Third unique facet of FM broadcast-
ing, FAX, received its commercial green
light in June. Until standards® were set
it was impossible to manufacture receiv-

ing equipment which could be placed
upon sale 1o the consumer. Now with
standards decided upon and commercial
operation okayed, sets are being rushed
by manufacturers and will be available
in limited quantities this fall. The
standards set are roughly those under
which most FAX transmitters and
receivers have been operating experi-
mentally and this fact will speed up
commercial operation materially. s+
= Fhere were some FANX propneais wha wnted e size

uf the printed page receired in the home %1 instead of
the K 3 whack the FOA vkaved

/

Advertisers.

If you want

N\

KOZY

KANSAS dTY, MO.
Robert Wolfskill, Mar.

This Isn't a Political
Question, But . .

What Is the Tie-up Between
Washington D. C. and Kansas City, Mo.?

Why it's KOZY (FM) and WASH
(FM), the two FM stations that are
Really Producing Results for Their

Impact try both of these stations

in two of the Nation's BEST
MARKETS.

“Dillard Stations"

to TEST FM Sales

WASH

WASHINGTON D. C.
Hudson Eldridge, Magr.
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The

network picture 1s chanome

The networks since BMB

All four c¢hains have expanded. in power.
number of stations. and national coverage

What has happened to the networks
since the first BMB measurement of radio
listening in March 19467 Last year
sPoNsOR published, in its first Fall Facts
edition, two-color maps of each of the
four networks. This was the first and
thus far the only presentation of the net-
works on a visual comparative basis.
Even at the time these maps were pub-
lished the information used to draft them
was practically a year old. Based upon
this first BMB survey, each network was
credited with stations affiliated with it as
of September 1946.

Since that time 294 stations have
joined the networks. As of May 1, 1948,
ABC has added 73, CBS 18, MBS 187,

JULY 1948

and NBC 16. Even these station addi-
tions do not present the full picture of the
networks today, since there have been in-
numerable increases in station power and
changes in affiliation during the past two
years. On the following two pages,
SPONSOR presents, in chart form, the
record of network station affiliation ac-
cording to BMB, as of May 1, 1948. This
graphic presentation underlines what has
transpired since the BMB survey.

On a power basis, both per-station and
total web wattage, CBS is very close to
the leader, NBC. NBC has 9,650 more
watts (on a full network basis) than CBS
and 226 more watts per station average.
CBS has three more outlets than NBC,

Power of course is far from the whole
answer to network coverage. Where the
power is on the waveband and how much
of it is effective are vitally important
factors. A station located at the low end
of the dial (up to 1,000 kilocycles), for
example, has far more coverage than a
station of same power higher in the band.

Mutual emphasizes its in-town stations
and links more one-station towns than
any other network. It also has more
1,000-watt stations than any other chain
with 75 1 KW affiliates to ABC's 60.
(CBS and NBC have 21 and 20 respec-
tively.)

Mutual and ABC have grown fastest of
the networks. In total power MBS has
increased 4677 and ABC 4377 since BMB.
While the former has been adding stations
in great numbers, in many cases of low
power, ABC has been striving to increase
its average station power. At the time of
the first BMB, ABC averaged 2,554 warts
per station. As of May 1, 1948, it had
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680
KC

00,000 =<

Raleigh, North Carolina

FREE & PETERS, In¢

National Representatives

100

3,225. MBS on itd"part has increased
enly frem 1,151 1o 1,298 watts average.,
Tke MES philosophy
within does not requ
50 KW stations (it ha
other chain thinking does.
50 KW outlets,

ol coverage from
ire great powerful
only three), while
ABC has nine

Programing trends

Network power growth hasn't stopped
despite the present emphasis on TV.
Since May 1 MBS has announced nine
more 1 KW station afliliates. Power in-
crease grants comé out of practically
every FCC meeting which considers this
subject.

5

Variety. sitnation comedy. and andience
participation lead the 'rating parade

In the past it has been agency and gram types to lump news columnists with
sponsor policy in checking ratings of pro- news, and situation comedy plays with

ABc Asof BMB—1946 |  As of May 1, 1948
Pintse Powaer F;F";);' G Power
50 kw 4 | 200,000 9 450,000
25 kw 0 0
10 kw 4 | . 40,000| 5 50,000
72 kw 1 | 7500] © |
5 kw 32 | | 160,000| 46 230,000
AL 41 939  407,500| 60  23% 730,000
1 kw 30 30,000| 60 60,000
500 w 9 4,500| 8 4,000
PRI Ky 39 219 34,500 68 279 64,000
250 w 101 95,250 | 126 31,500
100 w 9 200 2 200
il 103 | 569 95,450| 128 509 31,700
TOTAL POWER| 183 1009,  467,450| 256 1009 825,700
2,554 3,225
ch As of BMB—1946 As of May 1, 1948
r:"_h” X Powar b‘._,'?""hf’ 2 Powar
50 kw 18 900,000| 922 1,100,000
95 kw 0 0
10 kw 9 20,000 3 30,000
72 kw 0 0
5 kw 49 945,000 68 340,000
ol ol 69 479 1,165,000 93  56%, 1,470,000
1 kw 25 95,000| 21 21,000
500 w 8 4,000 7 3,500
PGl 33 99°; 99,000 28 177 24,500
250 w 49 10,500| 43 10,750
100 w 4 400| 2 200
46 317 10,900 45 27 10,950
TOTAL POWER| 148 100, 1,204,900| 166 100°; 1,505,450
(N Eoit 8,141 9,069
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drama. Thus a Walter Winchell (ABC)
gave all other news broadcasts a lift and
the impact of a program like My Friend
Irma was lost among the great mass of
plays. Mysteries on the air have been so
outstandingly successful that they have
been rated apart from other plays for some
time and they continue to be so rated,
Last year's Fall Facts edition in report-
ing Average Network Program Ratings by
Types for the preceding season followed
accepted commercial trade practice. With
the new trend SPONSOR reports in cor-
respondingly revised form. Some figures,

fewer months (November [1946-May
1947) that this publication had been in
existence.  This year SPONSOR reports for
the complete broadcast season September
1947-May 1948.

Evening variety programs once again
led program types with a nine-month
rating of 12.8, the identical average rating
which they hit last year. However, com-
mercial trend is away from variety pro-
grams. Indicative of this, in a typical
month (April) last year there were 16
evening hours a week of commercially-
sponsored variety shows while this year

therefore, are not comparable with last there were only 1414 such hours, The
year's, which in any case covered only the (Please turn to page 132)
MBs As of BMB—1946 |  Asof May 1,1948
Number | = | MNumber , = P
of Sta. | ‘0 | Power of Sta | o _ Pl
50 kw 2 ‘ 100,000 d ‘ 150,000
25 kw 1 25,000 1 25,000
10 kw 0 | 0
7Yz kw 0 0
5 kw 23 ‘ 115,000 55 | 275,000
Figh stves 2% | 9% |] 240,000 59 | 12% | 450,000
1 kw 33 33,0001 75 } 75,000
500 w 6 3,000 14 7,000
| [ i | I i
MediI:“rt:ower 39 14% ‘ 36,000 84 | 199 82,000
250 w 208 52,000 319 79,750
100 w 13 | 1,300 6 600
Lovj:t;fuer 221 11% 53,300 325 699 80,350
TOTAL POWER| 286 ' 100% ! 329,300 473 1009 612,350
A on 1,151 el
"Bc ~ Asof BMB—1946 _ Asof May 1, 1948
Number > MNumber B
of Sta. %o Pawer of Sta. | % Power
50 kw 22 1,100,000 23 1,150,000
25 kw 1 25,000 1 25,000
10 kw 0 1 10,000
7%2 kw 0 0
5 kw 49 210,000 59 295,000
AL e 65 | 45% 1,335000| 84 519, 1,480,000
1 kw 21 21,000| 20 | 20,000
500 w 6 3,000 2 1,000
Mg powar 27 189 24,000| 22 ' 14% | 21,000
250 w 54 | 13,500| 56 | | 14,000
100 w 1 | 100 Tl 100
s aeitn 379 | 13,600 57 | 359 | 14,100

TOTAL POWER

Average power
per station

163 ‘ 100% | 1,515,100
9,337 |
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with the

LION'S SHARE

of the audience

WMBD's continuing leadership in the
rich Peoria market is graphically shown
in the latest Hooper Station Listening
Index (March-April, 1948). WMBD is
the ONLY Peoria station to show a
larger share of the audience in any time
period over the previous report . . . and
WMBD shows an increase in ALL time
periods,

MORNINGS
{(Mon. thru Fri.)
Peoriarea Station “A", ..., B3
Peoriarea Station “B"...... 5.1
Peoriarea Station *C"”. . .... 7.8
Peoriarea Station D", .. ... 1.2
All outside statons. ., .... 228
WMEBL, e s
AFTERNOONS
(Mon. thru Fri.)
Stathon A e 85
Station T st g st e 51
Sratian G s e 71
Station D" e .1
All outside stations., . .30.0
WML S e o e
EVENINGS
(Sun. thru Sat.)
Station “*A”...... 161
Station""B" . ...... 8.9

All outside stations 26,9
(Stations C and [ do not

broadcast evenings)

WMBD e

PEORIA E

CBS Affiliate o 5000 Watts |
Free & Peters, Inc., Nat'l. Reps.
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Available Network Package Programs

TITLE

ADVENTURE PARAOE
AMERICAN ALMANAC

RED BARBER'S CLUB HOUSE
SHORTY BELL

CANDIO MICROPHONE
HOAGY CARMICHAEL
CHARLEY'S HOUSE
COMEDY WRITERS SHOW
COUNTRY JOURNAL A
CRIMINAL CASEBOOK
ODORWAY TD LIFE
EDITOR AT HOME

ESCAPE

THE FALCON

FIRST PIAND QUARTET

JOHNNY FLETCHER

FRONT PAGE

FRONTIERS OF SCIENCE

OAVE GARROWAY SHOW

GIVE AND TAKE

GO FOR THE HOUSE

HOP HARRIGAN

JOSEPH C. HARICH =
HEART'S OESIRE g

HIGH MIV[PI'I'I.EE

HILLTOP HOusE

HONEYMOON IN N ¥,

GREGORY HODO

IT'S A GREAT TOWN

KEEP UP WITH THE KiOs -
HAWK unut(-
LEAVE IT TO THE il;l.l_ ===
ROBERT . LEWIS SHOW
LONE WOLF

LOOK YOUR BEST

LUMCHEON AT SAROI'S
MARRIAGE FOR Two

MEET YOUR LUCKY nn_rn[n
FRANK H[IRIWEII— =
MIND YOUR MANNERS

MOVIE MATINEE

MYSTERIOUS TRAVELER ;
NBC SYMPHONY

NATIONAL MINSTRELS

NEW YORK PHILHARMONIC
OKLAHOMA ROUNOUP

NELSON OLMITED

OLMSTED & CO

OPINION AIRE

JACK PEARL 3HDW
PHILADELPHIA DRCHESTRA
JANE PICKENS SHOW
PRACTICAL GARDENER

QUIET PLEASE

RADIO CITY PLAYHOUSE

TYPE APPEAL NET
hetun i  Javenile MBS
Cominintary ‘_ Nulr___ ARC
Aml partic E |-'ill‘llll\- (315
Pheana Fannly -ﬁli‘_
Intirview —L:n_ll;\.- j\-];f‘
Mugieal 0 Family (_'Hl‘.‘_-
Varts U family | SIBR
omird v i Fuimily Al
Farm _H Family -i_'l.l.“
Dirsitna ' Faunily AR
Drrama i Fumily E‘R.‘i
Connuentury = Adult Al
Drivins | Famiily ?‘Ii;
Druma =t Family MEBs

T[un\rul T l_'“nmiI\' .-\'III"
(";.mlrli_\' . 5 Faniily ’tlit‘-
Prami Family ABC
News -F-'II!II!,\' Fi CBE
Prama . I Famuly ] NRO
_\mI partic F‘al;ji;- = CRBs
._H_Lul pur-lu ]_FJIITII]I\ ARC
Prama __.._-_J_Il\'f‘l'lﬂt f -\IIIS_'
News Family | OBS
Aud partic I ‘ MBS
Dris nm_ e Family MBS
Davtine strip Wamen | CRR
Awl partie i ;:ulul\.- I:Ii(‘
Draina _I";mlp‘__ mi\
Variety f t'"nmll\' MBE
Quiz i
E[;rmnu —— | Family MR8
Comeils Family MBS
\':\n--l\_ I ;':m'l\' 1 ('l_l:‘:_
l)mniu_ _-l'—u_\'r;:!; T!F
\:1-1 [-n; " k _\\'unn-ll_ ?ll"-_
Aul pisrtie Women MBS
|.l.'|l.hmr atrp = TJIE!I_ T"“F
Qiir Family  MB®
Diratiin LR Juvenile  NBOC
-\':nl partic F Juvenile. ~ NBO
Famile MBS
Dranin Family _MII:‘_
Musieal — 1 Family i Nie
Wimira) Family | NBE
Musieal Family (i3
Musienl Fauily (15
Driinin = Family s
Musieal Family:®  NBE
Drwimn i Family M=
Crnnaly Fammnly SHC
Muwmeal Family ons
Vit s Froomly NBP
Conintan = Aiful MBs
1eninn Family M=
Peania Adult NHBe

TIME PRICE
I 5-min, 5 wk 1500
L 5-mine 1wk i

ennn, 1, wk A RILUS SULLY

Fionn, | owk  S1000G-$12000 |

TESTED? EXPLANATION
_Tu l.J:r;mu'linli.nn of juvenile literary classes
Yer il:!a uf .’um;r;;._nulum. wrather, ele
Yen F:ch; umr_u anuouncer conducts sports quiz

Ahickey Roonwey s journalistic adventures

3uenun, | owk S0 Yea Canversatiois overhesrd with s wire reconfer
15=nin, 1wk sz-mm Yen Tosgy plays and sings; an intimate ahow
Slmin, | wk y izum_] Yea 2 Charley Slocuu, Vera Holley, Jinmy Carroll, songs, comedy
. lrr:r;.i.- TT i 500 Yen show Ly & Tamous radio dy-writing lesms
A-rmms | uk_ $15000 $2000 _Te'. I Hemote prek-ups; watl intl coverage
qu-nju. i “L— 3000 $3500 Y Storya of former ennunals; uncovering roots of crime
_Jil.n:nT I.- ':Lk— E3000- §3500 Yo i Drumatized case-histories of child-rearing problems
[ | .‘)—_lr_lm. | wk jin _Sluuu Yus Atltantic Flitor Fil Weeks in philesaphie vein
_;;r:in 1wk § T !III‘IIJ—ﬁimJ 1 Na _T..nl.rmy clussics of sl time dramuticed
_‘.In-rm. I wk E*I_lm___ Yes Plavboy deteetive solves bnfiling erituce
= F0-mum, 1 ;k_ i £2250 5 1 _-!_r:-_ __-‘I-'n:-l treatments of classcal and pop music
_‘—.’u‘r-rmu-, 1wk = ;mm _-_;'_4_ _!_i':l_i!.;md Wwin a5 u breery voung  promoter
1_,111-4;...._T ;lu-ll_l =1 Yes Newspupor serics based on play of sime name
1 5-min, | whk i ?‘)ii 3]1;Iﬂ_ Yes R piris on progress i seienee, its implications
A0-mn, 1 /wk $3250- 3750 Yes D. 63 me's show iriel Gallichio orch, voesdists, gursts
B0-man, 3-4-5 F . Sant:l_l.ml_- _;sm_ . jnlm Heed King i quiz session with give-awaya =
E :l-i’l-n.ul-lﬁ\n-k_-w it _SET?:‘AJ ; ‘l'r: Quiz; purticipants try 1o furnish house progressvely
15-tmin, § .L_ X sl.;poﬂ Yrs Airadvintures of & voung pilot
E Iﬁ-_an1 wk [~ I'I.:l:.’ﬂ'll_ Yes Meaning of the news, llnli. ;ﬂ
|- -l.'l-!l'-lfll 5 u}Z_ N ;2250 ¥ Yes ‘ I_m_r :H“h:l_f Ia;jludm panel wins heart's desire
_fln-r.,lT. 1wk f -lI-S{;I i Yes _ii_au'klruu;dﬁ of sou, air, West, etes Melodranatic
15-min, § wk $2000 EI000 Yes f .;lndrm uum;l_cn_:ndrs for an orphanage
I0-tmin, 1 ‘wk $1500- §2500 Yes _-Inu-n-n-n engageil, nmnﬂ-rm-n-. haneymoan couples ot
Wemin, 1wk _52311} Yrs The |nlhm\ I- baffled, but not Heod (Tor fang
_fiu,:nm. 1 wk_ ¥ ﬂs;'lll_| No [“l‘nd_n{ Viox l'z.lp, We the People, talent show; travels
_Z]-L'I-lnm_ 1wk . il_h(lﬂ | Yes Youngsters pitted against theirelders
_an.m,,._ 1 ..\-1.___ 2500 I e Weatern silventure in resetthed ghost town
i 1!1-ir|;r'-.I wh il ;iq,’.u Yes Panel of girls unswer listeners’ litters, to mun's discomfiture
E-:{n-n..n_ 1-3 :k_ -nmm. 000 No Satineal rauting, bamd, voealists, puests
B0-min, 1wk $1530 | Yes | Typieal kid thiller
4wk _I‘.’;ﬂ-t‘lfﬂﬂ . Yes Disenosis and sdvice from Holly wood besuty sxpert
- i:nﬂll Yes _it u_nzla Lse breakinst, now it's hinch
S0 ﬂlll?r Yes Elatne Carringtou’s latest soap opus
A0-tmin, | whk 2750 \'q-_\_“ ‘Tf-;t'n_tl:!l:ml fails, phones ""partoer” who gits ehanee
I 30-rmin, 1 -_L_ |§1:5 Vs ] t"nlh:-n.-.h- sthletiesmysters set st tuen of contury
30-mmim, 1 ul_ il;!_'.‘.;-ﬂsn_n— Yes _'rn-_n-:._m pane| discuss teen-age social behavior
_:].n ..I 1 .-L_ T“_[._ \'.\_‘_‘ News, -.(unr:t:\u_lTnnva and Ho!l_y:rrﬂ #lars
_:Lu.rm_ I wk y _||:Tn FpY Yes Mysters thrller; often told thraugh murderer’s ryes
1'.--.:1 -_i__ nnnnudF_ Yes Toseaning and guest conduc tors, solbists
Anin, | wk $4000 _':Ts Modern inusie, nunsteel formst ) comedienne Jiackie Mable
Ao, 1 whk $500H)- nn:_uu: _;as_- h,\!umnl st itution i te grand menner
. 1:'-|||sr._ 1-5 wk 4NN $4510 —?.-p i En_ﬂllr-r.hdl“_lllh youdeling, humor
e I ’--r.un.. -I wk $2R00- $2500 i \';s_ ;d-’l_;ll.!‘-._l;lt:ﬂr‘l greal shorl stones
.'illI:: !-:',k = 1500 !]l;l-i‘_ i YoE Stoary vignette; hantone Jack Kilty; orchesira
;u-.-. w1 wk I _;_-sun = T t‘mv--\a;m:w speakirss seleeted aities give verdiet
Aemm, | whk 0500 l-\!.m L Yos T _:‘]t-u:'mn comedy, inel CHA Hall: Eve \I;u.lu' vorals, ete
fllm, 1wk $7T500- SN Yoz Eugene (rmandy and over !Illdulu;;;-r;-d Arbista
J -mon, 1 wk $4300 % Yen _“llh_J:l‘l_i Ent;_l'iul Leeds. 2s-picer archextea
L'mru-.-_ 1wk $450 | Howito ke ll'um{_.L arow
_'I.||.n_|;._ | n_l— _[.l:ﬁn ‘_\-r-_— Psyvehalogreal ;:ﬂ-r:,\- thraller I —
An-min, 1 wk F3500- Hm\T _\'T Oniginsl rn-l-J;J plave produced by Tarey W Junkin

108

SPONSOR




,__nﬁﬁ

Snnakr
U = g
'r

explodes a myth — reveals the best

spot radio buy in San Francisco !

On the Pacific Coast, network
schedules end at 10 p.m.—stead of
at 11 p.m. as they do in the East. For
years, everyone has accepted the
myth that in the West listeners want
to hear news at 10—and go to bed at
10:15!

Nothing could be farther from the
truth! With the other three Bay Area
stations battling each other with news
programs, KGO has stepped in from
10 to 10:30 with half-hour variety

and dramatic shows.

The result? Twospecial Hoopers
and thousands of letters prove heyond
a doubt that KGO can get more audi-
ence at less cost in this half hour than
any other station. Best of all, this
is guaranteed time, at daytime rates.
And night now, two established shows
—Philo Vance and Bulldog Drum-
mond —are available! Get complete
details today from the ABC Spot Sales
representative in your cicy.

KGO's 50,000 watts draw listener-response from every corner of California—

from Alaska, Canada, and seven western states. Look over these availabilities

on the new, more powerful KGO ...

1. Baukhage Talking, 11:30 a.m. weekdays.
Available for the first time in Ave vears! Re-
member: KGO now has alarger audience every
weekday morning than any other Northern
California station!

2. Abbott & Costello, 8:00 p.m. Wednesday.
An ABC co-operative program, available for
local sponsorship right in the middle of the
Bingsday-night lineup! A 7.6 Hooperating and
new, low ralent cost.

3. Bay Area News, 1:30 p.m. weckdays. A
chance to be on “the home team’ with this
news program which, through correspondents
in key news centers, is the only program giving

local coverage to the dozen Bay Area cities.

4. Ira Blue's Sports, 11:15 p.m. weeknights.
The Wesr is a sports world of its own—and to
thousands of listeners, Ira Blue is a top expert.
Factual, complete—with that touch of human

interest which arrraces both men and women.

Call the ABC spot sales office nearest you for information about any
or all of these stations:

WJZ-—New York 50,000 watts 770 kc KECA —Los Angeles 5,000 watts 790 ke
WENR —Chicago 50,000 watts 890 ke WXYZ Detroit 5,000 watts 1270 ke
KGO San Francisco 50,000 watts 810 ke WMAL—Washington 5,000 watts 630 ke

ABC Pacific Network

A merican Brondcasting Com pany
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TILE 1YPE APPEAL NET T PRICE TESTED? EXPLAHATION
RADID NEWS BEEL Nrws e -anit_\ 3 MHs —l.svmm‘ 5wk = 2200 T:_ ‘:tl nn-ti::--pul coversige of news stories
RED NODK Drsma 1 _hm-l_\ Mus 15-min, § wk l—lsuu _\-‘-_. Slant an probiletus of city family moved to country
RED AMERICA Quse I’ulluT\- i _\ll_(_. __:il.lv;-m, I wk F3500- §1000 Yen Farm community people quizsed on rural matters
l;uurlr.t Peaina Fanuly i‘ll:nl I0smn | wk 3000 F1H0 :_ ;:'r.a Gircat love stories of sll time reereated
_n;l;nn—n OF THE CITY Framia Family ﬁ?[ Jbnum, 1wk | i:iw}wm_ No A look from skyseriper top into private fives
!I.AF!I_[ MAYIE RDIENBLODM Comely Fnlmly_ \F 30-miin, 1/ ..l_l F000 No Starring the lormer light heavyweight champion
CHARLIE SLOCUM Claniedy . _j Fannily | MBS 1, 1wk [ 300 g _'.l'l'a Hnorous commentary oo news eventa
HOWARD W SMITN FRDM LONDON Nrwa = Family | t:‘.lihT ) 15-tiin, | =k T Yea Significant wews of week by CBS European niews chief
SPECIAL AGENT Drams S - | Faimly M Ibtnan, 1wk L Slﬂr Yes let the munionn of lawlessess beware him
LTOP ME IF YOU'VE HEARD THIS ONE | Clinnndy - ) Family Tll!:i— Wmin, | wk 2500 Yes | Humorous stories, jokes, lesturing Cal Tinney
ATORY FOR ;mmu = Ihrarnin | ;'umrly | KBC | 3&..;.?: wk = 000 Yea | Sl Olristed tells short stories with muse, sound
!;IIIY ma_r_ = BRI | _.;L-rmb- :?IITI Aanin, | wk F 50 Yeu | Children's stones narrated with soloist, organ
LTDORY TD DROER ) Draties B (i Jusvenile | NBC ES-tun, | Wk = | $100 1 \r:._l Lydia spins tale from any 3 words sont in by listeters
$TUDID DNE = 5 Deanim [l F-n:mfy CB5 _lli]~rnln._l whk thHI_uuKT _'i ce J_N»:h'rrl-or}' theater af the mir
SUPERMAN lIr.m:; - — I\:n_m_ MUS 15-min, 5 wk 3 3000 ._\'u Based on comic strip of mime name
WUPERSTITIDN Diraoia _| _Famif)' ABC 30-nun, | n'L_ i $3500 Yes _[-Jr:lma basad on camnian nupu-rni_Jlmmi
| TALENT JACKPDT _\' ariely | Family MBS I-min, | uI_ T $1250 Yes ‘ Winner gets eash, théater engagement, ropeat on show
TELL IT IE-;I;_ ) i Ireama _!- Family CB3 A0-min, 1wk~ r.'mm-?uﬁ— Yeu Literary gems retald =
E THI.I_('I I\tl;t A WOMAH Pramia | Family MBS 3'|-mm‘-l u-h__l T n?!-i'-__ T 'J'r-_|_ Drumatization of stories in Personal Romances magasine
: TIME. PLACE, TUNE 51 Mumeul Family i L] 30-min, 1 ¢L-'_ S -s:mi)n __;“_Q ¥ Favante tunes, old, new, with soprmno, male guartette
E TWIH VIEWS nr_IH[ N(_I'l [—5 News commentary Family. MB= 571 u'l_ = ?r,an— Yes Iy Gardner, Stan Walker in straght & off-truil news
UNDER ARRELT — l)mrn_.n Family M= 30«0, | wk l._il,')llll % W Yes True enme cases a la Gang Busters
WHAT'S THE NAME OF THAT 30HG Newa commpentary Family MIS !__';Idl-_mm._l Wk | | I-Elll_ Yes Musieal quiz with prizes
WHERE THE PEDPLE 3TAHD Quiz Adult (IR _15-rnin. | “;-— i 1Itl_nl Yes Elmo Roper reports pulse of the nation
YOU ARE THERE Drama] _i‘-muiir ChS B0-min, 1/wk |||m4:.'.nu_ Yen Pseudn-on-the-spot caverage of historical events

Available Independent Live Package Programs

PRODUCER AHD/DR

TITLE TYPE APPEAL TIME PRICE I DESCRIPTION SALES REPRESENTATIVE

—I DVEHTURE FDR uL_z Driima Family 30 m_u;{ 1/wk nsoﬁ—séow ‘ Mr-and-Mrs mystery starring Michael 0'Shea Jark Rourke Prodns
»\_uv: urul_ll oF szl;__ Drama I-'an 15 min, S.ka_'_:—il-'-.su__' .Ba.wd on famous character of saine nanw Mitchell Gertz

fﬁmﬂf uTOHE Drams ;‘umlly R-mrn. 1/wk R s?ﬁ:_ - _lh:;t:w_t;y;ery Ciun-tatin', fearless Chicsgo la!u'er_ Bernard L. Schubert
_-l.l_ﬂ CHAIR SLEUTHS T Aud p:rtlc Family 30 min, 1/wk f‘ll ! Mystery with s gimmick W, Biggie Levin

-\TT!;IH!: WITH THE AHGELS _ll_r:rm Family i 30 min, 1/wk e OR | Humorous adventures of the family across the street WLW, Cioai.

THE AYEHGER e Primin 3w Adult 30 min, 1/wk | 359, sta rate Mystery thriller Charles Michelson

BACHELOR APARTMENT _\:mly A iWouien 15 min, 5/wk : £1750 | Triale of two bachelors atruggling with daily cheres 1| W. E. lipes

BACKITAGE THEATRE e _nmnu B Family 30 min, 1/wk OR Dramas of backstage life [ W. Bigwe Levin

DAVE BARRY SHOW . Comed: | Emil_\' 3 min, 1/wk E1000 Tany comedy | Juck Rourke Prodna

810 fon -HHL Varwty _l"mrniy 30 min, 1/wk —!'"’h 35_— -Tu\'l:hng sereen talent hunot W. E, Hincs

THE ltG?ult Interview ‘_'}_‘anuly 15 min, l.-’wk_ —_t‘._'_’u $100 .'I'u.lk sbout high spota of outstanding game of wk | Studio “'A" Prodns
 BLACKSTONE, MAGIC DETECTIVE Drama [ duventie’ | 15 w3/ 3% atnrate | Mystery staring Biackalone the miagiian ! Charles Michelson
_ILIMI DATE .\_ml [ul’ilr_ _ _h:'.tr_ 30 min, 1/wk II.’:l:J -Fi_mm NBC program of two vears ago Jack Rourke Prodns

BUILDERS OF DESTINY E'.um — Family 30 min, 1, wk OR =7 Stories of ploncers who helped found citiesin WLW area | WLW, Gine.

_I_I.IKI:O = Dsma | Adult 30 nun, 1/wk ()] _llmmalu‘ expose of Bunco nickets r James L, Saphier

CAVALCADE OF Music Muscal | \duil__-l 30 man, E e o .“l-pn"ﬂ' orch, 1fi-voiee chorus, fumous guest stars _Llnu-“'u?l'll

COUNTAY SHEMFF | Drame Adult 30 min, 1/%k R Hhillbilly mystery W Biggie Levin
_:utcmsn: = Nrws '[:n-nxe ? nI!l_T_—r 1 = _Ki-i ﬂcu.‘puprr—n?-lhr nir Louis G Cowan

DATE WITH MUSIC Miduirs) Adult "I?uuni'i -5 wk |ﬁj.l.$—"._ --!Tr;tr_. |.ﬂl1;I;tl'-l'llu'll(‘a|.Blaﬂdlni favorites with Phil Bnito Charlea Michelson

DAWN'S EARLY LIGHT Dirut ._.— \_dni: _.ID min, | 'wk | I--il;I-l - Comieddy ifeama based on current events Lowe Radio Fealures

DOCTOR'S DROERS eurrin Family ; 15.1r|_m. In_-ﬁ wk Iy OR Tlr:m:nm‘jn of thh ronditions, rrml_i::ilnl;ﬂre_ Radio Providenre Prodos

DDDWINKLE, lTIEII;H Pitamna Family P 2 mn, 1wk R -3 ll.\u--;n;..“nu-\crn‘l current stories _H:srh Radio & TV Prodm

DREAM STREET [Dramin i::.;‘-.-' 30 min, l_u'k = it Dramin, with nar:mn format Busch Radio & TV Prodos

EASY MONEY Dramin I :r,n-ﬁ'--._ 15 i 5 wk " o Ex-magieian tums !arl:s detective W. Higitwe Levin

EXPDIE Dimma Vil - : mn, | :-_ % H-‘m \rtion, dramatic myatery Lowe Radio Featurrs

FIGHTING SENATOR Druma Adduld a0 mI 1, wk 4 on Crussding vx 31 altar ks curruplion Lo (G Cownn

FOLLDW THAT MAN Liramn Eamil 0 friim 1wk L1IRNL 325000 Mywtorr shon Jark Rourke Prodns
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THESE FIGURES ADD UP
to a rieh market
for WSYR advertisers

For every £1.00 vou sell nationally, you can sell $1.26 in Syracuse.

Eftective buying income of Syracuse families is £1,404 higher than the national
average.

Syracuse is only the core of rich Central New York whose 400,000 families last
year spent $£1,074,000,000 on retail purchases alone. And WSYR is the only NBC
station in Central New York —all other networks use 3 or more stations to cover
this same rich market.

WSYR’s local and network shows win an alert, loyal audience . . . an audience
ready to listen to \WSY R's sales messages and with the money to buy WSYR adver-
tised products.

ADD THEM UP and see why adrvertisers count on
WSYR 1o reach the rich Ceniral New York aundience

WSYR 570 Ko— 5000 walfs

| ~ NBC Affiliate in Cenfral New York
- SYRACUSE 7 Ly :
~  Headley-Reed, National Representatives
g " R,
- s...p 7
" 194 .s | & .rr:m PN righied 195
8 f*‘ .g I‘,-E YiNg P, i o, Sate ™
n -l[ : e ’q'“’fr.u:"! " \_"" vaf
1




~—___ Direct your advertising through the open
door to the Houston market
__with the top share of the daytime audi-
/ ence and a nighttime coverage that

4 J & blankets one of the nation’s fastest grow-
ing markets. Get results with a promotion

and merchandising department that as-
sures you your advertising dollar’s worth.

... KXYZ—

Population 1.647.600
Families 58,700
Radio Families 376,750
Retail Sales 980.830,000
Effective Buying Income 1.666,071,000
Population Home County 699,900

Effective Buying Income
Home County A90.509.000

-ABC IN Hougy,
o Oy
5000 watts Y 4,

FREE & PETERS:

Natiena! Reprassntatives




TITLE TYPE APPEAL TIME PRICE DESCRIFTION SALES REPRETENTATIVE

-_f-ﬂ' L] lﬂm AT l!.l. iy .l';fllll‘d}' Adult 15 mim, 5 =k [lll- ] H:m‘-ul an listener letters, recarded intes lodes Fritz Bloeki
‘T“ PEUL! DNLY =7 Aud partic Family W min, 5 wk K Qi 10 spusor s stoee, featuted wulse prige I:n-lln- Frovvudotne Prosdos

Nﬁ HOUNDS - \ml |;J'|_Il Family A0 wan, 1 wk R Entire audicner pasbiepates i priees and fun Basch ‘{;.!h:. & TY P
_lllﬂlll FAMILY .\Iumml Pamily  © Miwin, 1-2-3-3 wk f?l' up IJIC Ttadio’s real musieal Family Radioza k Ewterpiin

HIDDEN WEALTH o 3 Dirama Adult -'ill_|-||m. 1 wk an l:almls_un: fwerunl stu.‘n. ol sebvenitur und lost tmines I'.un_l Tuger
_H-I-E'II-EHUDI. DI.III !-E;\EIJE . .\Inl_larlir Juvenile | A0 win, 1, wk $50- 875 Two colpe l-r woekl i eliminating eontest Al Baffington

HIRED DR FIRED — ;\Im_rlll' F:m.ll_\n—. 3 min, 1wk OR Cotdegtants answer uestions ahout thete jubs Louie (i Cowan
_I'Iﬂ.l..l'mﬂﬂ JACKFDT =T A;hi P»‘lr; Family ’ d0 m;:._l_wk O o3 Qi aboul movics sl e vie stars Lowis G Cowan

HOME QuIZ Aud partie Wanien 13 miin, I_ wk_ 15 !_'lll e staged at home, results phaned ta shudio Al Huffingtan
_“Etﬁl HUBBERT - Sluzarn!‘_ Family . IT'\ min. 3_ u&. iJM’b '5 local Folk niuse, ul.-nl«.:-p!nflnr ) “ f lim- o
. THE IWIIIN ADVENTURE I;n..'. -l":nul'. 30 min, 1 wk l.JH rw;- . of l.'m-mu.e instorieal chararters W l W. Cie
Tll;—l-u-mﬂ" T i]_r-lna -\I’Ill: - !')tl?l) Dramaiie strp show with Haolly !l_uul uligle Ciordon M [h.

THE IHSWE Dﬂl y I’«n:I\-' Famils 30 rluu.- 1wk _“H- Based o newepaper rrpnrrrr- EAPEON e James L ‘::pnu r

IEI’INH UP WITH THE -IIINESES Nl-'k_n Family I_ﬁ l_mn‘ 5wk i)ﬂ_ Husband-wile ;u- news st bre .l!\l Bt .It,allm Pmm!-ln- Prodns
* KDRN'S-A KRACKIN' Musical Family 30 min, 1w S1000 Hillbilly varicty starring 20 entertaltiers Radiomisk Bhie s
-l.tlll.ll( HDOUSE - . ;]-n_uuu | W |jf|'|_"|l| a l_u:l-|. 1 wk £5 825 Saphis Hmiul dramatization M 0 Imrm' ool towliy tyenrge Lagan Priv

LET'S a\' HEPD"E! . + ;\I_M’II\IUI.II' rul'll‘li' a0 mlr;-l wk _I.IE_ Awred over NBC 26 weeks Basch _l{mhl- & TV Prodn

LET'S Y:El LDDK Drama ]-':II:[I\' 30 min, I_u_I; .Ui{_- Divamat izat ot of m-k Magurine advance lentures 'ﬂ.“'. et
_l._l;l_‘i-_ﬂﬂﬂTf-ll—l-— E :\un_a I Farlli_l\ 5 min, ﬁ_uk i l.ﬁ".'_ l\;:ll-‘T N-t_rm_lllul !Id l_llll thnlr--ln the ;I'\\ % .\'I;ltl = Progiam Betyie

mnna;mnu THE BOOK OF LIFE| [)ranis ALIE - anmin ek (10 45 s Mot lov@l Bible stories.  National netwark mst Roree Lagah Price.
" LONESOME GAL Disklockey. | Adult 30 min, 3/wk TIOR. | Selee ted by The Billboard as Awerien's No 1 disk jockey! WING, Daytonn

LUCKY ANNIVERSARY W-_ Eﬂﬁ) 30 mun, 3 II s UH = l)lul annive: r_m'n date gimmick, prioe Lowis (3 i'niul:-

LUCKY LISTENER Aud partie Family ;nn:l n-k_- N Ui = Listrner mr‘m'lpalunn (non-phone ) Len Traube |

MEET CORLISS “C_.Ilil Comedy : | ;:m; _..'I-(J min, 1wk = OR Alfuirs of & saxteen-ve nr-nil_ J;ﬂl‘tn s L. Saphicr

“" ““‘N“ _" CASEY ""‘m llramu_-_ 3 | ._‘-dl;ll 30 min, 1wk o i.‘iHTU- Comedy Imﬂel‘) 4;{ lEu:v u!' a confidence man l;u_ﬁmi; FELIIH

ﬂlu.ll_'l';i-l-"llﬂ _(:n‘r;edy_ . Family i m-ill. I._ ;k_ i -—mliﬂl-_ F.mnl\ 'nlhll fx through Millie's ¢yes = Walf '\s-‘uu\ -

MIRACLES DF FAITH m_ I-T‘:mﬂy __'i nTn._:i_v.k_ £ ‘h;l ’nh ;l t\nl’ll]’h;u:ﬁ_l Itl\l’ll nm.nllu I:ruuulﬂ o hife (ur:ua- Logan Price

MRS, AMERICA SPEAKS Women partic | Women | 18-30min, 5/wk | OR Abpedl 1o hacacwhs ' Len Tratbe
_.H_H. CASEY'S mnnm: HOUSE . Dirama F_nn;n}i\ _JII ;Jm. 1wk 2 Ell{-_ l.l\-r-_lrl Ea_(.l_a \'_- l:\flil'ry_ll-mli) show |wupll_ WLW, (ine ™n
_ﬁnmn _&;mn _h_l-u-l-l E _ERE;._I“"_-{ __l'.l_]-l__ T houulll:ul':h:r:a l.n ;;; d:.um u_llflhllll B lﬂlh.‘- . Cowan s

MONDORAMAS _Urm e Adult I.'i;n:u._‘;s uT_ OR = Opiew¢| h: .n_u_r_mt .qu pl..: ¥ o ‘\T_B:;:n Levin

MOVIE AWARD __hu.i purl: ] ;'alh:l'\ 30 i, 1 u}.__ I -—__n.'.f_ll) - Wr mh’ll Niles, Erskine Juhlu-au i Holly wood show .!:u'L ]l(mrh Prodlus

ALAN MOWEBRAY Pl;m Drama | I-'un:l_\ L3 min, +-5/wk _-I!_}I : Reminiseenies I;TH_I‘-H_\ \uurl star \l-\ll \Inui-:a-_ - .!.m.! L ‘alilu_r_-
_;l;m N”l-ﬁ R News _Adu1l —pr win, 3 Sﬁ !';;; h; wk  Human IlJl['lmrt;a( ||_nf_1 e thiws - tm-(.hll M. Das

IIII Obﬂ Il. LANTRY 4 _],Tr;;q__ | _.\d.la 30w, 1. wk OR ] nl)rtm-ll\'.' with unusual methods of .r.'\lwm' mywterivs _\\ _!i_i_l:glt' Levin
?F“" um‘"’ Drama \-jull _s_n umﬁ.u—vk_ W 5= _IJI.I__ \\ hodunit st t; t:u.-u_ ¥ . i\ E:;:u- Levin
:'ll oLD Hlml.lu BUCKET Aud partie E"Iuml,\ . .3“ nin, 1-4 'v\k‘_— i :J?t_ Camedy sudience ;mhupnmn show ]-.n:: Blacki

nu: FOR THE Hﬂﬂl‘l‘ _._hu.l partic ] F;:n;| Iy _qu(l.-r-r'u!;. 1 'wls__ UI_I-_ Quiz game for lludlu. n!l;r_- -hu-u: ll'\-h'ur'l: z l’:c_nih r H u!lu Prodiu
_ﬂll o'n:lu,s Hlm B -l-‘uTuI\ T min, 5wk 32;&"! : i)—.‘ 1] I.nmai\ .aﬂanr have ha ni U ten=year alr-ru - \\'-nll \l SOUE -
-;_ml-! p 1 -Drama Adalt 3 30 min, 1/ ;¥_-|__;.J—II_‘ 7 l':-rinn.-:l triumphs of aN'.l‘J_rr Amerwan ln-:r;;h- o -l:-mr::r _['.'_Jrim Frinlter

OI.IEEI;—HTIHIII "TEENS Aud partie Jurrn\; 3" mim, |/=k OR k | Teen-agers test their skill and talent for pl;rn “ \\I_'L\_i :_m-n
—.ﬁli DF TWD CITIES Aud partie i'_n'm-ll_\_ 30 mn, 1%k £50-875 1 _'.l m:-r_i'l'Ttl:lM_'ﬂhln quii Inur_m_rnrul » Al iiuﬁm"lnll

SADDLE RDCKIN RHYTHM Musical Family | 15 mun, 1-2-3-5/'wk 20up OR Stars "hurl\ Thotnpeson of { U]i:nll i pact '|-tl '_ Radwosar k i ni# 2[7
SN " | Dama AU 20w ek OR | The famous Iesic Charteri charaeter | Juns LS Saphiet

SECRETS DF THE SECRET SERVICE | Dirama | Adult 30 min, 1/wk OR Cuses Trom fles of e3-Capt Thamas Callaghun Richard !ir.u]l- ¥ \--m

SLEEPY JDE Variety .Jurtuil: 15 min, 5/ wk Based onmkt | Jimmy Scribnerte ”"_l_lll_h'-f-{l_";?_l_‘_jn ehildren’s storick. Crdinal o

SONG TRAVELER Musieal _J:I_II_Hi_ll_ N_Gmm. 1wk 450 'lmi rlmer gings Amerie .umﬂlnrir 2 Gainshorough Assocy
X l—‘l'll; il‘ﬂll“\ Drania = F‘mu{\'_ _Tb_mlllj 3-3 wk Ki.ﬂ;upm Il_r'lmlw lmrr—'l-l ves with uu;ul_ 2 Nationul leh_li_n l-' T
—-I-'I'_I:QIBHT FROM amvmn—_ Hereen anig 3 —i5 min, 1 wk S !\.;hil‘ I[nll\\h--r]_n- WE mli:Tu_ln-—i{ ny |;!:tnl und Ur:'- 3 C omn.mlur- l‘m{l!: ;( —\r;| ut

TELEPHDNE ANSWER GAME P Audpartie’ | Family | 30min, 1/wk | Bawdonmkt | Geared for lively mereh Histrs 5. _:.;\;E T

THAT'S LIFE Aud partie _F:mily 30 min, 1-5'k -~ OR - .‘:hn;ir-.i_fu: comedy James L. Saphier

THREE FOR THE MONEY :ud partic Family 60 min, 1, vk !Imtll_ | .\_lm;‘::l_h-iu-pnnm pimmick with i;‘ﬂl.l'-{;;:' kpaot \u'u—IF,u-m- -
_I;l-ﬂl;;llt LISI'GIIIN‘ GLASS m&ui Adalt __3Il min, I, wk | OR .”!‘r‘hhtrA m m_d chiorus, gues! vocalist oy l,.me-\\ orth
-_I-D-PTUN!_?;'_TEM_‘-‘_YE“E’M' mnt'_:d i Family 15 min, 1-5 ‘'wk I'JTI » ol Hml-l sSpan ;hllo:\p-h\-'l:m een m-m:_s_-_ e l;ny:_:u.u Price

TRULY AMERICAN Musical Family —lﬁ min, 1wk OR Traditional musie and songs Ameries km-:md loves W I \\ Cinel 3

UNCLE REMUS CHRISTMAS PACKAGE | Narration Juvenile 15 nan £3 prog up Jimmy Seribmer telle Chiristmas stories } l:;n:_.i_ —

WEALTH DN WHEELS Aud partic Wormen 15 min £15-550 -Erwm phone.away quis - T\I Hul}rﬂ_:ml_

WIDDW DF VINEGAR HILLS Drama -l"a'rn_il.x'_ 30 min, 1wk $3000) Tm: Dapwell in folksie western show | Pl Crueer
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Mpr. Sponsor Asks

= a regional network advertiser desires

o expand

market-byv-market. why isn’t

it possible 1o add one sectional network

after another to hiis chain. and eventually

achieve mational radio coverage?™

Shepard Saltzman

‘I President
{ Piedmont Shirt Co..

The

Picked Panel

JASWErS
M. Saltzmman

Why 1sn’t it
possible for a re-
gional advertiser
to expand market-
byv-market” The
answer to that is
easy. ItUsnotonly
possible, but it is
being done regu-
larly by many ad-

vertisers in varied

fields -~ old established advertisers bring-
ing out new products as well as beginning
advertisers with new products and new
distribution and merchandising problems.

It is possible on the Murtual network to
start with a single station and gradually
expand, market by market, until every
area worth cultivating is reached with
that network's full transcontinental facili-
ties, which currently total 509 stations.

New advertisers in competitive fields
buy network facilities step by step as they
establish rerail outlers for their product,
thus climinating needless expense and
waste circulation.

An advertiser may select a single city
as a test for program, commercial ap-
proach, or market reaction. Then, as
distribution is established in, say, South-
¢ California, stations that serve only
that arca may readily be added. Weeks
or months later, distribution may have
cxpanded to include Northern California,
at which time stations in that area are
added, and so on until full Facilities of the
Don Lee Network are employved.  The
advertiser may now continue to expand
eastward, or jump to any particularly
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important section of the country. That
is one of the important advantages of net-
wark radio its flexibility and its ability
to blanket the country in one widespread
campaign, or to concentrate advertising
effort in any one section or sections as
particular marketing requirements de-
mand.

A perfect recent example of this flexi-
bility is demonstrated by the George A.
Hormel Co., which started sponsorship of
the Hormel Girls Corps on KHJ, Los
Angeles, about three months ago.  After
about 30 days on this single station, ten
additional stations were added, and
shortly thereafter, ten more. Recently,
seven midwest Mutual stations were in-
cluded on the program’s list of outlets,
and the program will expand state by
state and section by section in the future.

SYDNEY GAYSOR
General Sales Manager
Don Lee Broadcasting System, L. A.

[t is impossible
for a regional net-
work advertiser to
achieve national
coverage by add-
ing one sectional
chain aflter an-

o other. As far as |

know, no combi-

‘: nation of regionals

can deliver the first

dozen basic markets, which are absolutely

necessary to  achieve national radio

coverage. In my opinion, it is also impos-

sible for the big four national networks to

achieve true national
individually.

In spite of the wonderful improvements

made by individual stations, regional and

national networks, this is a big country,

radio coverage

To achieve complete national radio cover-
age, | feel that it requires a combination
of all three —the coast-to-coast nerwork,

the regional, and the individual station.

We have developed Intermountain into
one of the most successful regionals in the
country, but we have no illusions that a
combination of all of the regionals pres-
ently in operation can eventually achieve
true national radio coverage.

Lyss L. MEYER

Vp in Charge of Sales

Intermountain Network, Salt Lake City

I doubt if it is
very practical for
regional or sec-
tional advertisers
to start with vne
small area network
and add others to
their chain, even-
tually  achieving
national radio cov-
erage, because ol
the following dithiculties:

(1) Practically all stations of any con-
siderable merit are affiliated with one of
the four networks. Some of the net-
works by agreement with stations have
only certain not-too-desirable hours avail-
able that are “'station guaranteed time."”
The difficulty of clearing a common hour
for contracted private telephone service
or of hooking up the smaller area net-
works at a common hour makes it almaost
impossible.

{2) An advertiser who attempts, as
Dr. Pepper did with their Dixie Network
in 1935 37, their Al Pierce network in
1943 44, and their Darts For Dough 160-
station network in 194447, to clear time
over desirable stations, may overcome
time clearance difficulties. So long as
distribution is confined to an area of
approximately 1,000 miles, it may work.
Beyond that distance, the telephone line
costs rapidly become prohibitive.

Here in Texas, we have as an example
the Texas Quality Nerwork, involving
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50 kw stations in each of the big four
citics. This works beautifully so far as
strictly Texas advertisers are concerned
and gives fairly good coverage for most
of the state’s population. It is a buy that
is economical. On occasions, they have
available certain  secondary markets
which can be hooked up with the loop.
However, if you go much beyond this,
you will run into time clearance difficul-
ties. Also, you run into complications in
correlating the established network loops.
Raymonn P, LockE
President
Tracy-Locke, Dallas

Any attempt to
link together
enough regional
networks for na-
tional radio cover-
age would be al-
most impossible.
The clearance
problems alone
would be a tre-
mendous head-
ache. The stations comprising most re-
gional networks are, as regards affiliation,
divided among the four major nerworks.
Since this is true, internetwork jumps
would be extremely difficult, because of
the problems of clearing a common time.

To get around such clearance prob-
lems, an advertiser would have to make
widespread use of transcriptions. In this
case, he might as well do the whole thing
transcribed as a regular spot operation;
otherwise, the whole purpose of having
network lines in the first place, namely
live programs, would be defeated.

From the viewpoint of a station repre-
sentative, the best way to expand market
by market is to use spot broadcasting.
There are still many spot broadcasting
techniques that have barely been touched.
We here at Weed & Company and also
other station reps are constantly improv-
ing this form of broadcast advertising.
We are pushing for guaranteed and pro-
tected time slots, better local programing,
simplified billing operations, and improved
merchandising and marketing seivices.

Regional networks have an important
part in radio as testing grounds for a
product or a program, or as a single-billing
method of reaching a regional market.
Regional networks program the kind of
entertainment which appeals to the listen-
ing tastes of the region.

JosepH ]. WEED
President

Veed & Co., N. Y.
Station Representatives
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BOOK OF THE MONTH

IN_Dndianasolis

“Standard Rate and Data”

® Each monthly issue of S. R. & D. carries
WEBM's oue and only rate card. National ad-
vertisers pay no more for time on WFBM than
local advertisers, and—to coin a phrase—vice
versa.

How much per minute?

A minute is more on WFBM than on any other
Indianapolis radio station. But, when that min-
ute-cost is spread over central Indiana—where
WFBM delivers top CBS and local programs—
we figure we've got the lowest cost In town.

We're popular!—Hooper gives us FIRST rat-
ing for 16 months in a row.

We're powerfull —BMB gives us more radio
families in central Indiana counties than any
other measured station,

And, we're not over-rated on the rate card.

Add merchandising service, promotion, and
acceptance and you have "bargain day” erery day
on WFBM—Indiana’s only basic CBS srtation.

WEFBM is "First in Indiana" any way you look at it!




| ——

YOU MIGHT RACE AN AUTO

AT 403 M.P.H."-

BUT. . . vou

CAN'T SMASH

INTO WESTERN MICHIGAN

WITHOUT WKZ0-WJEF!

No matter how meh power you use from ontside
Western Michigan., you won’t really reach this
rich arca. WIha?  Beeanse the distriet is sur-
rounded by a wall of fading that ontside stations
just can’t penetrate acitle any degres of depondability.

By using WKRZ0 in Kalamaioo and WJEF in
Grand Rapids, von’ll get yonr message aeross lo
more people in Western Michigan than anv other

station or combination of stations in the area

ol 1 Coalils wos Limed o W03 135 mopohin o ran ol Bonnerdle, 1fak, Seplember 16

WKDO

/Jtdt" N KALAMAZOO

and GREATER WESTERN MICHIGAN
(cBs)

can reach,  The hignres from the [atest Hooper
Report prove it.

Mondayvs through Fridays. from [2:00 Noon 1o
6:00 p.m.. for instanee. WKZO shows o 55.2
Share of Andienee 36.5 above its hest compe-
tition. W JEF shows 26,7 1.5 aboyve its hest com-
petition.  The combination is fpeineible. and at

bhargain rates. (Hooper Report of Jan.-Feh.. 1918.)

For fMmrther faects and fignres. write us. or ask

\very-knodel. Ine.

AND KENT COUNTY
(css)

BOTH OWNED AND OPERATED BY

FETZER BROADCASTING COMPANY

WWERY - RNODEL. INC.. Excelusive National Representatives

112

SPONSOR

——



Costs: the classic question

Magazines vs. radio

Comparing media costs isn’t easy. but
there are a few common denominators

Advertising media are not directly com-
parable with currently available data.
The end result sought by advertisers -
product sales—are. Research men are
constantly being prodded to develop a
slide rule which would enable advertisers
to compare black and white, broadcasting
(and within broadcasting, its own several
phases), and billboards.

Ultimately, for the good of all adver-
tising, research methods must be formu-
lated which will permit different media to
be thus compared. There are already a
few common denominators by which
broadcasting, a mass medium, can be
compared with mass circulation maga-
zines.

The accepted common denominator for
all mass magazine advertising is the black
and white page. The common denomin-

JULY 1948

ator for network advertising is the half-
hour night network program.

A second common denominator is the
cost of using each medium. This must
include the cost of the space (black and
white) productions, and the cost of the
time (network radio) plus talent. Hans
Zeisel of McCann-Erickson has arrived at
an average figure for copy, art, and pro-
duction costs for magazine advertising.
His figure is 11.5% of the cost of the
space. A, C. Nielsen in his NRI reports
on radio advertising presents figures which
give the number of radio homes per
dollar for each commerecial program on the
networks. His figures include the cost of
time and talent.

Readership figures for the mass maga-
zines are available from the Magazine
Audience Study Group which is under the

supervision of a noted group of media re-
search men. Starch’s study of advertising
readership reports upon the percentage of
a magazine's readership which, as he
phrases it, “notes” individual ads in each
magazine. By averaging the percentage
of individual “notice” which all the ads
receive it is possible to arrive at a per-
centage of advertising readership for each
magazine,

It is amoot point, but many advertising
authorities are willing to compare adver-
tising readership with the audience of a
program. If the Starch percentage of
advertising “noters” is projected against
the total audience of a magazine as re-
ported by the M.A.G.S., there results an
advertising audience figure which may be
compared with a radio program audience
figure.

Sronsor has averaged the advertising
audience figures for the four leading mass
circulation magazines (Colliers, Life, Look.
and Saturday Evening Post), and dividing
the black-and-white page plus production
costs into the advertising-readers of the
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nublications has arrived a0 Ogdre lor the

number ol advertising-readers per dollar
Ihe heures for the four magazines werc
averaged to ebuam a heure ol advertusmg
ri 1 ™ 1allar

In ke manner, the aversge number ol
lamihies per dollar listenng to nerwork

programs  was  computed, based  upon
Nielsen's e !'\u.'I\'-J NR | homes per dollar
reached by commercial  nerwork pro-
grams,  The figures for all programs (day
and night) were averaged

lhe magazine average was 441 adver-

tising readers puer dollar., The broadcast
listencers per dollar were 1464, The
listener higure was obtained by multiply-

mg by two the number of NRI1 homes re-
ported, since there 1s an average of two
adults per home. The M.AG.S. figure is
based upon readers over W0 years of age
only, so that it would be manifestly un-
lair to use the full Census Bureau family
iz¢ hgure ol 3.40 to arrive at a radio
listenmg hgure

The costs used by A, C. Nielsen to de-
termme his homes-per-dollar are based on
aross time figures and are subject to dis-

counts which may run, as they sometimes

do on the Mutual Broadcasuing System,
ind 1o a lesser degree on the other nets,
o 407, or more. Since announced talent

Osr DEUres are oten infl2ted, -I.]\'L'I'T.l\i”_‘._“

HOOPER

agency' radio exccutives leel thar Niclsen

overestumates his talent costs by 107,
In the comparison, therclore, there may
be an important bins m favor of printed
media. But in compensauon, Nielsen

uses his “Total Audienc hgure to deter-

mine his homes-per-dolla Total Audi-
ence means all listeners who heard any
part of a radio program. [t is around
257 higher than the Nielsen figure for
“Average Audience™ which 15 the “audi-
» minute of broad-

¢nce during an averas

castung of a program.”

Program of the year

There is also evidence of strong infla-
ton in Starch’s “advertismg noting."
Starch does not ask his sample of maga-
zine readers if they read the ad or if they
know the advertiser. His question is
simply *'Did vou note this ad?"

The comparison between the advertis-
ing impact of a magazine ad on a reader
and the impact of a commercial on a
listener is completely undeterminable
with present research tools. All that can
be compared is cost-per-readei against

cost-per-listener-

Ralph Edward’s “Trath or Consequences™

tops the ratings and s

The program of the year, 1947 1948,
is Truth or Conseguences. The success
of Ralph Edwards® **Miss Hush, " followed
by the even greater success of “The
Walking Man" promotion, started hun-
dreds of local telephone programs. Three
out of four of the networks have shows
on which the listener in the home plays

vital role. (NBC, Edwards' nerwork,
currently has none.

There 1s a feching in the advertising

WBT HAS A GOOD TIME

taris a (rend

profession that quiz programs based upon
listener participation and giant jackpot
merchandise prizes are bad for broadcast
advertising.  Most program men look
upon them as a current phenomenon that
will run their span and disappear. They
point to the failure of the Pol o Gold
comeback as an example of what happens
when a program runs bevond a trend.
Truth or Consequences was eight vears

old this spring 1 March 23). During most
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of program'’s existence it gave away only
modest gifts as “thank-vous’ for par-

ticipating contestants.  As  give-away
programs began to grow and  prizes

became claborate, Ralph Edwiards decided
to run a gag contest to ¢nd giant give-
aways for once and lor all. On December
20, 1945 he started his origmal, as he
called it then, “crackpot consequence.”
Contestants on the program were asked

to identify a mystery voice which
recited:

Hickory, thekory, dock

Ihe hands went roand the clock

[he elock =truek tin

Lights ot

Goodmght.

The consequence to end give-aways,
mstead of knifing the growth of big-gift
prize contests, grew so important during
the five wecks that the mystery voice
went unrecognized that Edwards dis-
covered, after the first week, that he had
a bucking bronco by the tail. Each weck
Edwards added three more gifts to the
“crackpot” jackpot. When, after five
broadecasts, Richard Bartholomew cor-
rectly identified the voice as Dempsey's,
he received prizes valued at $13,500. The
press was full of stories about Ensign
Bartholomew. During the second week
of the “crackpot™ consequence Edwards,

T

requiring some name by which to refer
to the owner of the mystery, hit upon

“"Hush™ as descriptive ard  Dempses
became “Mr. Hush."

When Ralph Edwards saw  his fi-
nal “Mr. Hush™ Hooperatings (17.8)

he knew that he had something that
negated his anti-give-away notion. People
flew to California from Mame in an
clfort to obtain a ticket for the broadcast
and perhaps an opportunity to name the
mystery voice.

Edwards shelved the idea temporarily.
It had given Truth or Consequences an
increased audience which he felt would
stick with the Saturday night screwball
session. A year later, in December 1946.
he dusted it off again., He wanted a
variation of the “Hush" idea thar would
make every radio home in the nation
part of his Consequence studio audience.
That wasn't easy. First there
legal conference at which attorneys for
NBC, Procter & Gamble and The March
of Dimes met with Ralph Edwards and
representatives of the U. S. government.
Edwards wanted a consequence which
would permit “Hush" guessers to donate
money to the polio fund. The lottery
laws had to be obeved, so everyone had
to be given an equal opportunity to
participate. There had to be an element

s d

0 T

of skill. Out ol this conference of leval
wizards came that now famous “Hush™
formula.

1: Listeners
words or less on the subject of the charity
which is to The
sentence usually starts with “We should

are asked to write 25

reccive donations

all support the because of."”

2: The name, address, and telephone
number must be in the upper right hand
corner of the entry.

3: Entry is mailed
tion, if vou lke" to the character being
identified. A special post office box is
used.,

4: A group of promiment persons act

“with a contribu-

as judges.

5: Writers of the three best letters are
phoned in 1-2-3 order during the broad-
cast of the program.

6: If none ol the three identifies the
voice, sound, song, |“1]£IL'L.‘. etc., three or
more prizes are added to the jackpot.

7: Each week new clues are provided,
making it easier with each successive
broadcast to identify the mystery voice
or what have vou.

With this formula and a “*Mrs. Hush,”
Edwards' Truth or Consequences went on
the air on January 25, 1947. For seven
weeks the radio audiences staved at home
on Saturday nights (normally far from

and makes the most of it

WET averages an 8.0 Charlotte Hooperating from 9:00 to
10:00 a.m.*...57% better than the nearvest competitor (a
top network show)! That's good in anybody's league.

ut on WBT

periods all week long is a 12,8 rating—beating the best the

where the average of all daytime rated

competition has to offer by only 5774 isn't good enough. So
we built a new 9:00-10:00 a.m. audience participation show

Cookin'?" With

for housewives. Called “*What's ruests,
giveaways and gimmicks. Starring Kurt Webster, whose
solo feat of reviving “Heartaches"* created a national sen-
sation and sold more than 3,000,000 records.

And look what you have now: a nationally-known,
locally-idolized personality...with a topnotch show...ina
period where WBT already is head-and-shoulders above
all competition. On 50,000-watt WBT, serving 3,500,000
people in 85 Carolina counties, So...if vou're looking fou
a good time —and want to make the most of it —grab a

share of “What's Cookin'?" before it's all gone,

JEFFERSON ST \Nn.\]::-w BT BROADCASTING COMPANY

CHARLOTTE. N. G » 30,000 WATTS « Represented by RADIC SAL

*C. E. Hooosr—Ocr 194
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the best listening evening) until Mrs,
William H. McCormick of Lock Haven,
Pa., identihe dMrs. s Clara Bow
She won an estimate 7.590 worth of

Consequences'
I 21.4 and the
$545,000 richer

merchandise. Trut
Hooper hit a new
March of Dimes
than before “Mrs, Hush™ recited her
little verse:

With two successiul “Hush” conse-
quences under his belr, Ralph Edwards
started his next one carlier in the yeas
It was a “Miss Hush™ this time and after
cight weeks Mrs, Ruth Annette Subbie
of Ft. Worth, Texas, identified the voice
as that of Martha Graham. By the time
the eighth week rolled around magazines
and newspaper columnists  were  par-
ticipating in the gucessing with the rest
of the U. S, and most of the published

guesses during the last two weeks of the
CONLESL Were correct Early tips were
incorrect, even though tipsheets wer
published and peddled for $1.00 each

Mrs. Subbie won an estimated $21,500
in merchandise.  The March of Dimes
received $672,000 and the Truth «
f'i'rl\r'i{lu'nt'i.\ |—|I-HPLE Wiis }"I.-hl'd up Lo
26.8. The “Miss Hush™ poem read like
this

L

Having achieved an astronomical rat
ing, Edwards found lhmself besieged

by charitable organizations with contest

leanings, and P. & (. liked the idea of
retaining the number one Heoper and
Nielsen rating,

Instead of waiting vear or much of
a portion thereolf, Edwards followed
“Mliss Hush® with “The Walking Man"
one menth later. This time the audience
heard the fcotsteps of a man. Edwards

recited “The Walking Man™ poem. The
mystery man’s voice, he said, would be

1 dead give-away

.I'I'._"- consequenrs i for wn weeks

and every week Edwar coited
M

First there were the lootsteps.
Then whistling w Ided imd  then
“The W king A\ F raped a vialin
Mrs, Florence Hubl Chicago named
Jack Benny as the perambulator.  She
received $22,500 in i Ihe Amernican
Heart Associatien cived $1.612,587.96
and Truth or G ¢s achieved tlw

Now . ..

Sell 8
Times

More

People!

R
5000
620 _ =55
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number one rating in America with a
31.7 Hooper.

The race was on. Independent package | e

program producers everywhere went = AR \1
to work building telephone tie-ups for ' £ /
variety programs. Networks that had t
turned down game programs discarded \ \ —
their inhibitions.  Telephone  games '
flooded the air and most of them sold
as quickly as they could prove that they
commanded an audience. ABC's Stop
the Music, a Lou Cowan package,
acquired an audience at the 8 9 p.m.
Sunday hour when NBC competition was
supposed to make competition fcolhardy.
It secured four sponsors and was beoked
in the Capitol Theater in New York for
a personal appearance before it was on
the air six months.

Ralph Edwards was expected to rush
into another telephone stunt, He didn't.
He decided on a change of pace. He had
sampled his program through his “Miss
Hush™ and “The Walking Man'' con-
sequences to new milliens who had played
Truth o1 Consequences before. NBC was
protecting him by restricting other pro-
grams with the same formula on the
senior network.

Ralph Edwards has brought something
new to radio. He has demonstrated the
power of the medium. His was the ““Pro-
gram of the Year.” - IT TAKES TIME to build a reputation—
the kind that WGY enjoys. For over 26
| years WGY has been building a reputation
as the station most people listen to most in
upstate New York and western New Eng-
land—a reputation based on service and
entertainment values.

Advertisers know that WGY is the only
station which completely covers this rich
industrial and agricultural market in a
single operation. When you want to do an
effective selling job at a low cost in eastern
New York and western New England
WGY is your best buy.

WGY's reputation for top flight enter-

tainment is being duplicated by WGFM
THAN ANY OTHER and WRGB, covering the capital district

RADIO STA'I'ION area of New York State with FM and rele-

vision.

IN
OMAHA & B il e b L EEE

NATIONAL REPRESENTATIVES ... NBC SPOT SALES

il Bluff
Council Blutts o WG‘{ el
FREQUENCY TELEVISION
MODULATION
BASIC ABC 5000 WATTS

Represented By 50,000 WATTS
EDWARD PETRY CO., INC. REHENECTADY, NaiiYs

GENERAL {3 ELECTRIC
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Radio Homes of America: 1918
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AL L L e ] PubaL-fanm
o wagio 1 ®igi0 5 KaDi0 > l]
FamiLiESs LA Famigics Famiiily #agio FamiLiisy FamiLILS Ragio FamiLiEs FamjLify FawiLIES
TaE UMITED STATES 39,950,000 9,2 37,623,000 23,991,000 95.7 22,951,000 9,084,000 Su.N §,57¢,000 6,875,000 B8.7 6,096,000
REGIDN
AREA
STATE
THE NORTHEAST 10,930,000 96.7 10,571, 000 g, 181,000 97.0 7,937,200 2,154,000 96.6 2,070, %00 605,000 93.2 562,700
nEw ExGlLand 2,664, 100 Ge.1 £.618,000 1,546,400 59.0 1,926,500 552,600 96.5 538,900 163,100 93.8 153,000
AN 313 0 & £ -0 100,500 58 3 o8, 800 V24,100 53 9 16 %00 49,300 9u.7 45,200
EA HIAPSHIAT (66, 100 e i 400 88 700 a8 3 B 700 48,800 951 5% 900 21.100 530 19 800
Ve T 108 =00 47 163 500 11700 988 17 BOO 43500 952 41 %00 31,700 930 29,500
VASBACHLSL 118 I K F00 ‘.9 1.301 500 1,153 700 ag | I 143 500 13 400 97.5 126,100 31,100 96.1 29 900
eHNE 15LAND 770 &00 ap B 208 100 180 500 a9 0 IRY 600 18.600 97 3 I'H_100 2 500 86,0 7 400
CORMECTICLT 80 300 G ST ] 381300 590 377 00 182 100 o 2 178 80O 27 400 a9k & 26.200
MIDULE ATLANTIC @, 261,900 96.3 7.951.200 6,234,600 6.4 £.010. 100 1,585,400 96.6 1,531, 400 441,900 92.9 410,700
“Ep o= & 001,700 3,375,900 9 8 3,269,100 570, 600 97 2 554 600 189300 94 0 178 000
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10 9 4 2. 180 00 1.545 300 9T 8 1.511 800 431,200 a7 408 £OO 272.800 9%.3 259 900
9t 5 },099. %00 654, 500 971 635 800 26, 600 56.5 252 400 223,600 94 6 211 . 600
[ A0 2 297800 1,755, 200 97 @ 1. 719 100 347,100 96 7 335,500 254 800 a5 4 243,000
5 O | 707 700 1,187 000 58 & 1.178 300 338300 ST 8 330,700 206,800 96 2 198 700
LEN - EER. AOG Sla 400 98 4 06 400 18% 700 e7.3 180 600 210 300 9.0 201 B0OO
WEST NORTH CEMTRAL 3,506,300 95,9 4,775,300 V.ele, 300  96.% 1.761,300 §07.100  55.9 £70.300 1.210.960  94.% 1,183,700
EHVE L= 799 300 LRt 780 200 421 200 9 2 411 600 160, 900 97.8 157.300 17.200 96 « 209,300
5% 0O a7 't 747 500 326.000 97 3 317,200 181, 800 96 9 176 000 257 400 5 9 249 300
» s 1 1,137 400 64 3 1,077,800 616,900 596 1 w57 800 238,100 94 3 274 500 287 400 90.5 255.500
NCHTH CAZOTA 136 600 e 9 132 300 23 o0 97 9 23 100 35300 96 3 34 000 77.700 96 B 75 200
SLUTH DAOTA |50 900 958 1dd 600 31,600 96 8 30 600 38.900 95 6 37 200 80,400 95 5 76, 800
NEERALAA 375,300 95 7 359,100 146, 200 96,9 141 60O 96,500 95 B 92 400 132 600 943 125,100
AAYSAS £71 8OO e £33.800 257, 000 95.9 247 400 155 800 95 6 148 900 163 200 93 4 152 .500
THE SOLTH 11,295,000 87.2 %, 535,000 5,111,000 ES. ) 4,554,000 3,125,000 89.9 2,809,000 3.163.000 8l.3 2.572.000
SOUTh ATLARTIC Y,676.700 T 4,310,600 2,231,600 90.% 2,017,200 | .454,900 50.8 1,321,100 1.190.200 ELL7 972.300
OE LAAARE ED. 800 95 3 77,100 42 400 96.0 40,700 26.000 96.5 25.100 12,500 50.4 11,300
MARYLAN 585 200 9% 7 $60. 200 366 700 9¢ & 253 A0 165 100 958 158,100 53.900 29 6 <8 300
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COLLLY 1A 219 TCO oF & 212 700 219,700 96 8 212 700 ESQvse =y -t e Ebndid ¥
WAIBGINIA 128 000 BN La6, 900 703 700 91 8 269,700 218 DOOD a1 o 19A 400 216,300 8B2.7 178.800
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= B TOX J L7670 303 . 000 85 168500 g 1 151 00 173.200 85,2 147 500
TENR | 8ss &8 1 107 %00 ) 06 800 (1R &8 E00 0 4 435 800 409 100 B3 6 341 %00
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POT A VIR BIX " 14, 800 47 300 973 £f 000 47,300 97 & 4} .200 4%.200 970 47,700
A A u Vah 400 37 a7 26 400 35,100 97 4 14 JO0 £7.300 9 a 55 80C
« 20 300 97 2 27 500 27 200 57.4 26.500 18,000 a6 17.300
o 4] 163 900 9.7 155 B4 100 a5 4 B 100 €7 700 9.9 64 800
D i 40, %00 L £ 41 100 82 39,300 28 %00 297 43 <00
2 [T 40, 700 93 2 78,200 LTS 7e 900 33 300 50 & 306 100
& ) er 700 58 4 B 437 5B & 47,600 31,800 L L 3,100
° &40 (X 1% 300 9% 7 14 O 70 o€ 3 70 ico 5 400 96 ] £.200
FACIFAC N, 133, %00 vn.0 2.738.300 96.2 2,642,000 578, 800 97.9 458,500 LB, 00 1.4 406,000
ah 4 i 160 200 a1 ® 1 200 197 800 98 | 1%a 200 11& %00 57 9 11z, %00
[ o 4 237,700 97 & 231 600 129 100 a7 & 145 £00 9 K0 0 3 a2 200
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NATURE oy
= NATURAL pyy

——

TO MAKE tHE

IN ClEVELANp!

N

A "NATURAL BUY" IS THE
STATION THAT SELLS ... AND FAST!

For instance . .. The Ohio Fruit Products Company had
10,000 cases of canned grapefruit (that's a lot of grapefruit!)
... lo sell. They selected (naturally) WHK and

contracted for 52 spots. After using only 21 announcements
al a cost of $338.10. . . they were forced to cancel

the remaining spots due to results which achieved a fast
SELL-OUT! Good thing to remember when you're

having YOUR morning grapefruit!

IN CLEVELAND IT'S w H

The Poul H, Raymer Ca., Notionel Representative
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*ALL THE GOLD MINED IN ALASKA [riiiiicone
IN THE LAST 81 YEARS IS LESS THAN  Jit$3462,000

(NIRANEETEANA]

~==|IOWA INCOME FOR THE YEAR 1947 Wil

10,000 watts power, PLUS independent program- ARNRRLAKRRL | 1| BRERFREREES P
ming mean real paydirt for you in KIOA's rich “ALASKA GOLD W/ '
natural trade area. 2.500.000.0 TTTTTTITI
rRETE AL AR RETH A LK
T ITTTTTNRIT :'T IR
Ask any Paul Raymer representative about lowa's ”,lﬂ"',‘f,'l‘,'}"]‘_l',“_ I
iy 11
Largest Independent Clear Channel Station — nrT ;l] II”ll i
: : [N [AEET N T I
10,000 watts daytime, 5,000 watts nighttime, 940 kc. [lllliilltu! nllrli T ]1 'H ! I!llll'; i
1
: 2 : ARERBEE | NEY]
. or contact KIOA, Des Moines, direct. A TRRSAARRREI | A4S (ALANRRN | LAA
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Farm market blooms

Radio is serving
rural prosperity

The farmer's income is rising laster
than the cost of living. The tiller of the
soil is the only segment of American
economy about which this is true. Non- |
urban U. S. A. is still somewhat behind |
the city dweller in earning but its cost of |
living is lower, its needs less. The farmer
has improved his status in the past eight
years more than anyone else in the nation.
In 1940 the farm income in the United
States was $7,982,600,000. Last vear it
rose to $26,786,900,000. At the present
rate of increase, barring major upheavals,
1948 figures will be over $30,000,000,000.

The number one advertiser spending
money in 1947 to directly reach the
farmer was General Foods. In rank order
the first 11 spenders of advertising dollars
in farm media were:

1. General Foods
2. General Motors
. International Harvester
Ford Motor
. General Elecrric
. Chrysler
. General Mills
. R. J. Reynolds Tobacco
. Firestone
10. B. F. Geodrich
11. Geodyear

All compilations are based upon appro-
priations for exclusively farm media. The
money that was spent in broadcasting to
reach the non-urban market is not in-
cluded at present in farm advertising
tabulations.

There are good reasons for this. A
radio signal cannot be restricted to farm
homes. Once broadcast, a program or
commercial is available for any listener
within the effective range of the station.
Thus many general advertisers have
planned their broadcast copy for the
farmer and urban dweller alike and it has
been difficult to separate broadcast ex-
penditures into farm and non-farm adver-
tising.

It's becoming less difficult every month
in the vear 1948. With a growing con-
viction that the farmer's day and the city
dweller’s day are radically different, more
rural stations are redesigning their pro-
gram schedules to meet the needs of the
families that both rise and hit the hay
early. There is a new station representa-
tive organization whose sole function is to
represent rural stations. Stations such as
Kansas' KFRM (KMBC's farm affiliate)

(Please turn to page 128)
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December thru April
WINTER - SPRING REPORT

WFBL Leads with an Average Rating of
6.91 for all 40 Quarter Hour Daytime
Periods...In Syracuse--8 a.m. to 6 p.m. --
Monday through Friday.

Ill.]fﬂ

WFBL STATION B STATION C STATION D STATION E

Ask Free & Peters for the latest complete
Hooper Measurements of Radio Listening
Audiences. WFBL has the largest share of

X audience for total rated periods.

IN SYRACUSE, N.Y.
THE No. 1 STATION




Yeah, but can he lift a sales curve?
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© ROCHESTER, N. Y.

""Best Test City in New York and
the Middle Atlantic States,”’
says the Sales Management
Fall 1947 Test City Survey.

OSTATION WHEC

‘*Best Listened To Station in
Rochester” says Hooperatings =
(and has been for past 4 years!)

PR TIT. i

/_/ %/ ////

Promoficn 0 B Cord %(

WHEC not only '"airs" your pro-
gram, but promotes it with the 7

combined force of spot announce- /

ments, newspaper advertisements, / = :ﬁ e
"Jumbo-size'" buscards, outdoor =
posters, lobby displays and mail. IE

WHEC uses daily advertisements In D ‘ : Wﬂ"/

both the Rochester Democrat &
Chronicle and the Rochester Times-
Union,—often buys extra space for

special merchandising promotion. 5I

WHEC's consistent and continuous — e —

di W Wik e |
rect mail campaign is directed not +—| =& -t T WHEC) |

only toward key radio audiences 1R "f" E } "\t ¥ T I

but also toward special lists of the . ""'/)b

trade—dealers, distributors, trade
association members, etc.

Write, phone or wire for availabilities

National Representatives: J. P. McKINNEY & SON,. New York, Chicago, San Francisco

JULY, 51948
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Radio in the public interest is radio
in the advertiser’s interest. These awards from Variety
and Billboard, based on program excellence

and community service, mean that KXOK is doing an

outstanding job in creating that priceless commodity
and prime mover of merchandise . . .
listener loyalty! 1f people like what we say . . .

Billboard
Award \

Zm‘Ncws

Commentary

#

_A |

thev'll buy what we sell!

“Insidethe Headlines,”
written and presented by
Bruce Barrington, KXOK
news ediror, has been
awarded first prize among
all U, S. stations, 5 to 20
thousand wares in power
by Billboard Magazine.

VARETY
o Award 9

o FOR O
Responsibility to
the Community

‘ .

"Variety Showmanage-
ment Award" for fulhll-
ing responsthility 1o its
community has been
avwarded KNXOK for the
program ““Wake Up St

Louis:"" This poblic Jis-
cussion feature 15 one of
many KNOK programs
which contrtbure 0 the
American way of Life

ST. LOUIS 1, MO., CHestnut 3700 KXOK 630 KC, 5000 WATTS, FULL TIME
A —

Represented by John Blair & Co.
Owned and Operared by the St. Louis Star-Times.

THE FARM MARKET
(Continued from page 121)

are programed 1007} for rural listeners.
Rural stations all over the 48 states are
shifting their emphasis from general pro-
graming to 10077 service for the producer
of food. Some of these radio outlets, like
WRFD, Worthington, Ohio, have been
programed from the nutset for the rural
free delivery contingent.

Rural networks are beginning to func-
tion. There's the California Rural Net-
work in Southern California. This group
of stations, owned by the Broadcasting
Corporation of America, with W. L.
Gleeson as president, has found that in
serving the farmer it has been able to
achieve an advertising importance other-
wise lacking. Announcements have been
made that this rural network will expand
to cover all of rural California.

In upper New York State a group of
farm FM stations are going on the air,
one at a time, to be linked via radio relay
forming the Rural Radio Network. Al-
though owned by farm organizations and
ccoperatives through Radio Rural Foun-
dation, RRN is strictly a business opera-
tion and functions as such. The network
will link a number of FM rural stations
and be programed 10077 for the farm
markets which the stations cover,

Radio hasn’t forgotten that the farm is
important at least as far as broadcasting
facilitics are concerned. California which
moves between first and second place in
farm income (second in ‘47, first in '46)
has more authorized broadcast stations
than any other state. Texas which runs
fourth in farm income has the second
largest number of broadeast authoriza-
tions. Both Texas and California are in
the over 200 station class.

Broadcasting will be competing on an
even basis with farm publications for the
rural advertising dollar within the next
12 months. Even today it has amazing
result stories to report on what it can do
for the farm implement dealer, the feed
merchant, the direct mail house and
evervone who caters to rural America.

What sponsors have to realize is that
the American farmer has the money to
purchase anything that his city brother
buvs, but that he can’t necessarily be sold
with the same programs or with the same
cominercial appeal.

The $30,000,000,000 estimated 1948
farm income is a lot of money for a part
of the population of the United States of
America whose living expenses aren't
high. The farm market justifies special
thinking—in broadcast advertising. * * *

SPONSOR
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19 Penna,
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!922

RAW

Reading, Penna-
Established 1922

WKEO

Harrisburg, Penna.

Established 1922

Yo rk.r PEI'I na,

Established 1932

WEST

Easton, Pennd:
Estblished 1936

TRONG

in building profitable sales

for many national advertisers. Their unusual sales-producing ability

These six progressive stations are effectively creating sales

is based on outstanding listener loyalty—developed and

.

%@ 3 held through skillful local programming and NBC Network Programs
N

f\\ N —the best shows in radio. Write for full information and rates.

Sl E1NGM AN SETUATTEIL CUEN S



THE INLAND BROADCASTING COMPANY

| KBON ..« KBON-FM

| Omaha, Nebr.

|
|  KOLN KORN |

! ‘ Lincoln, Nebr. Fremont, Nebr.

Mpfeaddifawmmﬂte

cppointment of
McGeehan & O’'Mara

' Exclusive National Representatives

New York Chicago Atlanta
: Boston Detroit San Francisco

WAPO

We have a HOT HOOPER
in CHATTANOOGA!

MORE Chattanoogans will tune in for
new sparkling summer programs this
month and the summer months to come.

It's good listening, and good SELLING

day and nite on

WAPO

Affiliated with
National Broadcasting Company
Represented by

HEADLEY-REED COMPANY

130

Research developing new data

Figure facltories
help medimmn

Research has been anything but static

in 1947 48. Schwerin extended his quali-"

tative operations to all four networks’
clients. Gallup released his E. Q. (En-
thusiasm Quotient) ratings for stars and
starlets. The E. Q. rates for advertisers
the performers whose impact is on the
upgrade.

Heoper released the first “projectable”
U. S. Hooperatings, reporting audience
sizes of all commercial programs on the
air. What can be expected of this new
rating from the Hooper figure factory is
indicated in his figures for Advertisement
Exposures Per Week. According to
Hooper (January-February 1948) there
were 536,988,000 nighttime exposures (an
exposure is a commercial program heard
by one family). The 536,988,000 figure
does not reflect repeat listening to any
programs heard more than once a week.
Daytime exposures reported by Hooper
were 287,234,000.

CBS plans for listener research based
on a radar principle are still under wraps.
The planned CBS research clinic for
agencies, sponsors and stations that was
blueprinted for this Spring didn't come
ofl. There were, it appears, many other
problems of greater importance than a
fizure session.

A. C. Nielsen has built up a larger
sample on the Pacific Coast and is now
reporting in this area for a number of
clients, including Don Lee and CBS. For
the first time in Nielsen history the rating
figures from his twice-a-month report
have been released for publication. Dur-
ing most of the year the Lux Theater was
the top program on the Nielsen nighttime
index.

The Pulse, radio research organization
using a roster-recall form of listener re-
search, extended its operations to five
cities. Since it rings doorbells, Pulse was
able to obtain TV information of great
interest to advertisers.

Hooper, Pulse, and Gallup are all inter-
ested in the television field. Hooper is
reporting on a limited number of hours
per day, much in the manner in which he
started in the radio rescarch business.
Pulse is covering homes for both TV and
radio. Gallup is basically interested in
the size of the TV audience. (Sce
SroNsOR Reports.) '

The punch-card research method an-
nounced during the NAB (National Asso-

SPONSOR




ciation of Broadcasters) Convention in

May has interested a number of broad- |
casters but thus far no one has invested

enough money to get the enterprise really |
functioning. The same thing is true of a |
number of other “new” ideas, such as the

device that tours neighborhoods in a truck

and records listening with an electronic

apparatus.

Commercial impact was reported dur-
ing 1947-48 for the second time in an |
Alfred Politz study underwritten by
Edward Petry, station representative.
Schwerin is also making tests of the im-
pact of commercials for a number of ad- |
vertisers. National and regional adver- |
tisers are becoming conscious of the fact
that research studies of advertising-
appeals on the air can be translated in
terms of sales.

In the category of pretesting is the
latest TV research device, Videotown.
Newell-Emmett advertising agency has
selected a town representative of many of
New York's suburbs and is using it as a |
TV guinea pig. Every effort is being
made to keep this test area from becoming |
self-conscious, a la Magic Town, of its
test-tube status. Last year Gallup an-
nounced that he had plans to set up such
a test town to uncover radio program and
broadcast marketing facts.

Research indicating what a radiocast or
telecast is doing saleswise will be dctl
veloped during the next 12 months.
Nielsen has the staff and everything neces-
sary to report the sales temperature of
every product on the air. It's a big job
to do consistently but a number of adver- |
tising research authorities are going to ask l
Nielsen to lay less emphasis on audience |
research and more on sales effectiveness.

While the new development research
continues, diary studies are still being
conducted to make certain that no drastic
change is taking place in the radio home.
The WRC (Washington, D. C.) indi-
vidual diary, the first of its kind ever re- |
corded, proved a number of things which
family diaries hadn’t previously indi-
cated. Variations of diaries are planned
to reveal even more about what makes a |
man or woman walk to his radio, turn on |
the switch, dial and listen. Bob Salk |
(Audience Surveys), Hooper, Benson &
Benson (Princeton, N. J.), and a number
of other researchers are doing continuing
diary analyses.

There are a number of firms, such as
Conlon (Kansas City), making coinci-
dental telephone surveys for stations.
The new rating service which was sup-
posed to compete with Hooper, Nielsen,
and even BMB is still being talked about,
but it’s only in the lip stage. *ox o
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WITHOUT WASHING
MACHINES, TOO!

Other statlons and networks are giving away a fortune In prizes to
attract listeners, so you'll have to pardon us for painting to KQV's
“Request Matinee," on Monday through Saturday afternaons against
rugged competition like Pirate baseball broadcasts. During the first
25 days, 700 telegrams were received from listeners. That virtually
amounts to paying for the privilege of listening to us—proof once
again that KQV's terrific daytime audience is an advertiser's dream!
It knows what it wants, and is willing ro pay for it!

PITTSBURGH'S AGGRESSIVE
RADIO STATION
Basic Mutual Network * Natl. Reps. WEED & CO.

Live Talent
Builds Lively Sales

ON HOOSIERLAND’S FASTEST
GROWING STATION . Your Central

Indiana advertising dollar is more productive on WIBC,
because WIBC's programming is built around the
largest "live talent™ staff of any Indianapolis station . ..
and is specially stvled for Hoosier listening tastes.
Whether it’s sports. music. drama, news or a variety of
other features. the programs and talent best suited to
vour particular selling needs will be found on W IBC—
the favorite radio station for outstanding local and

Mutual programs in this great Hoosierland area.

JOHN BLAIR AND COMPANY +« NATIONAL REPRESENTATIVES

W ”w YN 5 000 Watts Now
KC 90,000 Soon

BASIC MUTUAL

THE INDIANAPOLIS NEWS STATION
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PROGRAM RATING TRENDS

Conttnned from paee 101

1 for this decline is simple,  Variety

is the most expensive program  lorm
on the arr and while it s alsy the most
productive of audiences, the cost per

i n ses does not justify the

expenditur Falent costs are being

I'his s intended

M no W to disparage radio's great

e MceCarthys, Hopes, and

tons deliver what their sponsors order.

Situation comedy, Hooper-rated only
for a4 four-month period (February May

ved within .7 of a pomnt of the

ricty programs. In April of 1947 there

were 5 commercial hours a week of this

type on the air. In April of this year
there were 71 hours.  The top-ranking
situation comedy programs, like Fibber
McGee and Molly and My Friend Irma,
cost less than half as much as the same
ranking programs in the vanety category.

Running third in ratings among pro-
gram types are audience participation
shows, including quiz programs. Thesc

arc today's bargains. On a nine-month

average basis for nighttime programs they

rated 10.7 and despite the spotlight which
has been thrown on them recently there
were no more of them on the air this past

April than there were a year ago. The

five-month average a vear ago was 11.2,

SOUTHIWEST VIRGINIAS 2604t 2 RADIO STATION

to the rich
market of
Roanoke and
Southwest

Virginia . « *

throughout ils

where
2:’. 7% Of
Virginia’s

Buying

Porwer is

Centered

Surveys prove WDB]J is

by far the most popular station

coverage area oi nearly

1.000.000 population. Buy WDBJ and you get
not only this loyal listenership but an ¢ffective

combination of wide
serviee Lthat sells.

coverage. prestige and

Roanoke and Southwest Virginia is a rich, diversified market

where sales are dependent on no single income group . . . nor

are they subject to radical seasonal charge.

& Peters?

CBS - 5000 WATTS . 960 KC
Owned and Operated by the 4
TIMES-WORLD CORPORATION -

ROANOKE, VA. g

Ask Free

FREE & PETERS, INC., National Representalives
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The same five months this season pro-
duced 11.8. In April they delivered the
same rating as a year ago and for the
same number of weekly hours on the air.

Dramas have dropped in the number of
hours they occupy on the network com-
mercial air this year as against last,
Again taking April as an example, there
were 91y hours broadcast weekly a yea
ago, 7'u this season. During April they
produced an average rating of 10.2 as
against 9.8 a year azo. The average for
plays this season was 10.1.

Although mysteries remain as reason-
able an investment as a year ago, they
dropped from 15 commercial hours a
week to 12, They still produced a healthy
average of 9.7 for the nine-month season.

Popular music was fourth in number of
sponsored evening network hours on the
air in April 1948. For the eatire nine-
month season popular music rated 8.7.
In April a year ago there were only 7
weekly commercial hours of popular
music; this April there were 1014,

Radio columnists, placed in a separate
category for the first time in February
1948, delivered an average 8.1 for the
February-May  evening four-month
period. While there were fewer of them
commercially on the air in April 1947 than
in April 1948 2!, hours vs 31;) they
rated better last year: 9.1 vs 7.6, How-

& L I ﬁ s

1 x + -I"“-'
T

A e
OTEL(%TRAN'D

Atlantic City's Hotel of Distinction

The Ideal Hotel for Rest and
Relaxation. Beautiful Rooms.
Salt Water Baths. Glass in-
closed Sun Porches. Open
Sun Decks atop. Delightful
Cuisine. Garage on premises.

Open All Year.

Fiesta Grill and Cocktail Lounge
Farorile Rendezvous of Lhe Elite

Famous for Fine Foads

Exclusive Pennsylvania Avenue

and Boardwalk
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ever, the 8.1 is a high rating for their
sponsors for a number of reasons.  First,
most are aired for only 15 minutes. That
means time costs are low. Then, since
they're for the most part one-man shows,
talent costs are much less than those of
other programs. Even Winchell, tops in
this category, collected only $7,500 per
broadcast and was rated consistently over
20 during the height of the past season, This
means an audience for his sponsor at $375
a Hooper point. It takes a mystery pro-
gram to top that, and mysteries take a
half hour of time, or almost twice Win-
chell’s time cost.

At the tail end of the average program
ratings for the season 1947 '4S
cert music, 6.9, news and news commen-
tators, 6.1, and a catch-all class, miscel-
laneous, 5.4.

There wasn’t much change in the day-
time trend. While the nine-month rating
of daytime serials was 4.9, the figure for
the five months November through May
was 3.4, the exact rating of last year. The
number of sponsored hours per week of
the serials (comparing April vs April) was
5314 in '47, 533, in '48. Daytime audi-
ence participation programs soared in
sponsor fancy and will continue to in-
crease this fall. A year ago April there
were 15 weekly hours of such daytime
shows, this year there were 271..

Wi
hBIW

ANY waY
YOU LOOK AT IT...

dre con-

KNOXVILLE'S BEST BET

Wbk

Represented by Donald Cooke, Inc.
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News and popular music periods are off

in the daytime in ratings but popular
music had a great many more sponsored
hours on the air, 814 in 1948 vs 115 in
1947.

This fall there'll be less costly programs

Big year for network packages

in all categories on the air. Last season
proved, for all who cared to check their
ratings, that there’s little relationship be-
tween program costs and listening. Crea-
tive brains are the recipe and they cost

far less than “names.” .

Dramatie and quiz shows dominate fas(-

growing list of

Unless the FCC rules against it in the
future, the networks are permanently in
the business of producing programs for

nefiwork

availabilities

CBS owned
and produced programs hit the Hooper
First Fifteen and the Nielsen Top Ten a

sale to clients and agencics.

ITe THE HOG
CROP .msr
PAID orr A

Du vou think of the Red River

Valley as one sea of wheal.
and nothing clse (except mayhbe

WDAY)? Well, it ain’t!

|\\'o ol hawgs, corn, eattle,
poultry—a diverse farm outpul
ithut makes our 172.600 families
Our
Iurv:t':-‘. relail sales, for instance,
AA389; of the U. S.
A17% for the

[ North Dakota we don’t cover!

richer than all out-doors.
| are total, as

againsl parts of

| And WDAY just about sets the
| U. S. record for popularity with-
Mosi

any

[in ils arca. too. families

hardly ever tune to other
station.

_fm"!.\'?

May we send you the

FARGO, N. D.

NBC - 970 KILOCYCLES

5000 WATTS

Free & PETERS, Isc.

Esclusive Notlonal Represemtaties




number of tin luring the past season
viBSproduced programs

ed substartially to the increased

Wi 1o there were only 62
web-produced pr ims available for sale,
this year the networks are offering 81, an
increase of 19 vehicles. The greatest in-
crease has been in the category of quiz
programs and dramatic offerings. Last
year SPONSOR reported no network-built
quiz presentations available and while

there were 27 available dramas in 1947

there are 34 today

for both of these in-

There are reasons

creases. While drama did not produce the
highest average |Jooperatings for the
season 1947 1948, it ran second in the
period, with an average rating of 10.1
against the top average of 12.8. The lat-
ter was achieved by the variety programs,
the most expensive on the air,  Starting

ear Hooper placed
form of

in February of this
situation comedy programs, a
drama, in a special classification. For the
four-month period February through May
they rated 12.1.

Dramatic programs are listener-produc-
Only one program

ing at low talent costs
of this type, Lux Radio Theater with a

|| |
-
\ ;

San Francisco’s Garriage Trade
s Practically EVERYBODY™

*Sales Management's latest Survey of Buy-
ing Power shows that San Francisco has
the biggest per capita net effective buying
income of the nation's 200 largest cities!

Bepresentad Netienally by Edward Petry & Co.lnc.

Palace Hotel

Pachie Agrieulrural Faundaren, Lid

talent budget of $18,000, is high-priced.
The other air plays are for the most part
well under the $10,000 figure, although a
few, like Screen Guild Players, are price-
tagged at exactly $10,000.

The emergence of network-built quiz
programs is a direct result of the program
of the year, Truth or Consequences (see
Program of the Year, page 115). TOC,
which in the past seldom had reached top
audiences, hit number one during the past
scason and started the “telephonitis"
trend. ABC's network-produced Stop the
Music (owned by Lou Cowan) built so
quickly on Sunday night that it forced
CBS and MBS to create like quiz pack-
ages very quickly. Only NBC (as
SPONSOR goes to press) has kept out of the
network-built quiz package field,

During 19471948 CBS pointed with
pride to two great audience programs
which it had built and sold, My Friend
Irma and Arthur Godfrey's Talent Scouts.
Not only were these top-audience pro-
grams but they were consistently high
among the Nielsen ranking of “homes per
dollar'’ nighttime vehicles. Both of these
programs,—without even counting con-
tiguous discounts which lowered consider-
ably the actual cost of time to their spon-
sor, Lever Brothers—delivered well uver
} 400 homes per dollar through_the season.

and you'll
find that

WNIR

is the station to aid in mag-

North Jersey Area.
5000 WATTS

‘ nifying your sales in the rich
the radio station of the

Newark News
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Network program-packaging authori-
ties feel that the nets' ability to put on a
program and keep it running and increas-
ing its audience is an important factor in
building salable properties for sponsors.
It took ABC a vear of broadcasting The
Fat Man before it sold it. Candid Mike
has been on a year; while it has no bank-
roller as SPONSOR goes to press, there is
plenty of activity in the bankroll direc-
tion at this time. Candid Mike has
achieved fine publicity acceptance during
the past year and its audience is growing.

MBS will concentrate its new packages
this fall during the daytime hours, its
success with Queen for a Day, Heart's
Desire, keying its future thinking. Mutual,
unlike other active program-building
webs, selects its package programs from
the offerings of independent packaging
firms. The network contiacts for the top
low-cost offerings of producers and de-
velops them as exclusive MBS vehicles.
Programs like Twenty Questions, Mzet the
Press, and Juvenile Jury have justified the
MBS program-building formula.

The one network which hasn’t gone into
the production of programs on too broad
a front is NBC. The reason is simple.
There isn't much timz available for
packages on NBC. NBC also isn't accus-
tomed to waiting for a program to build.

IT'S THE

Aw

MAKES A STATION GREAT: §

KMLB |

MONROE, LOUISIANA |

in Northeastern Louisiana
Than All Other Stations
Combined!
AFFILIATED WITH
AMERICAN BROADCASTING CO.
REPRESENTED BY
TAYLOR-HOWE-SNOWDEN

Executive thinking on the senior network
front, although not officially, is to take
other networks' programs when they've
reached the top audience ranking classifi-
cation. lt's the thinking of Niles Tram-
mell, network president, that the program
is even more important than the sponsor
when a time period opens on NBC.
NBC’s program building is restricted
mainly to prestige items, like the NBC
Symphony and the Fred Waring pro-
gram, each of which was conceived to fill
a special niche. In the case of the former,
NBC needed a symphonic group years
ago to obtain for it the prestige that CBS
had achieved through the latter’s presen-

tation of the New York Philharmonic-
Symphony broadcasts. In  the
case, NBC wanted to answer the critics of
Each has done

latter

daytime serial dramas.
its special job. Each lacks a continuing
history of commercial success.

This is not true of network packages
Cor the most part
lending-

being built today.
they're as commercial as a
library novel and as inexpensive.

Show building is one way that a net-
work can be certain that it doesn’t lose a
program. Since it’s the program not the
sponsor that gathers listening, advertisers
usually stay with their vehicles. Program
building is life insurance for achain, * * *

- On WSBT, every
 CBS show has

a Hooper that's

b

Sy,

SOUTH BEND

CBS » 960 KC *» 5000 WATTS

WSBT Hooperatings on all CBS shows are higher than
the national ratings. Not just a little higher, but much
higher—23 to 202 per cent!* And no other station, either
local or out-of-town, even comes close in Share of Audi-

Madis Sales
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ence. It is WSBT—and only WSBT—that gives you blan-
ket coverage of the South Bend market.

* Hooper Report, Fall-Winter 1947-48

PAUL H, RAYMER

COMPANY

« NATIONAL REPRESENTATIVE
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stoned and unsigned

New Agency Appointments

(Continued from page 18)

SPONSOR

PRODUCT (or service)

AGENCY

Camphell Soup Co, Camden

Central Radio Stores, Providence |
Chambers Distributing Co, Jersey City
Claremont Inn, N, Y

Clark's Restaurant Enterprises Im, Seatile
Cofferte Products Inc, N, Y. as
Cover-Girl Hosiery, Newark

Buster Crabbe Aqua Parade of 194X
Delaveau Cough Hyrup Cis, Phila,

Erie Clothing Co, Chi. .

Fssex House, N. Y. 5
Eversharp International Ine, Toronto -
Iamburger Co, Chi.

Hotel New Yorker, N, Y.

Jaques Mfg Co, Chi.
Kay-Baron Clothes hw N. X,

Lady I:.srll(-r Led, N. Y.

Lekirolite Corp, N Y.

Lever Bros Co (Pepsodent div), Chi,

Lewis Dance Stodios, N,
Magnus Chemical (mrp (l)if ( orp div), Garwood . N.J.
Manufacturers Value Co, b o

J. €. Marlow Milking M.uhhu'
Mon Ray Chemical Co, Forest €
Morher's Cake & Cookie Co, Oak

o, .\l.ll]k.ltll‘ Minn.

nd
Nartional Council |'r0lesmn| Episcopal Church, N, Y.

Pepsi-Cola Co, N.
Procter & (.'u-nhle ,u  Cinci.
Puerto Rico .J\p,ricnl(ural o NLY..
Republican National Committee

Royal Palm Furnirure Facrories Inc, Miami
5. Rudofker & Sons, Phila..

Seabrook Farms, Bridgeron, N. 1.
Serve-Rite, N. Y

Star Union I"roducts(‘u Peru, 11

Bob Walters Candy Co, N. Y,

Winarick Inc N. Y. .

World Airways Inc, N, N

V-8 vegerable juice, tomato catsap, chili

snuce
Radio stores

Restaurants

Cofferre il Shampoo
Hosiery

Aquacade . ... .

Cough syrup

Men's clothing, accessories
Hotel

Pens, pencll-.. Schick ras
Martin’s Cheranova Wine
1lotel

K € Baking Powder
Clothing

Cosmetics

Flameless cigarecre lighters
Hedy Wave Home Permanents
Rayve Creme Shampoo.

. Dance instruction

Washing powder, hand cleaner
Safery door handles

Milking machine

Liguid deodorang

Cakes, cookies

Keligious
Soft drink

spic and Span
P'raco cigars
litics. ..

I-Iurld.\ Modern Furniture
Formal wear,

Frozen foods.

No. 50 New Lac (foor finish)
Star Model, Sepp’l Brau heer
Candy

Jeris r\l‘li;“!ptl\. Hair Tonic, Gream Uil

Air travel

Advertising Agency Personnel Changes

A. W. Lewin, Ne
.-Robert Hilton, N.

Dancer-Fitzgerall-Sample, N, Y,

Ben Kaplan, Pro

Hiddleston, Evans & Merrill, Seattle
Dinion & DuBrowin, N.

Art-Copy Advertising, Newark
Smith, Bull & McCreery, H'wood
Harry Feigenbaum, Phila.

Phil Gordon, Chi,

Needham & Grohmann, N. Y.
Baker, Toronto
Schwimmier & Scotr,
Perer Hilton, N. Y.
CGordon Best, Chi.
Levy, Newark
Ruthrauff & Ryan. N, Y.
ermingham, Castleman & Pierce, N,
J. Walter Thompson, Chi.

Needham, Louis & Brorby, Chi.
Armstrong, Schieifer & Rmm. N Y
French & Preston, N. Y.

Furman, N. Y.

Tlarold C. Walker, Mnpls.

Earle A, IEuchy. Phila,

Jewell, Oakland

11. B. Humphrey, N. Y.

Biow, N. Y.

Biow, N. Y.

Cecil & l’l‘ushru)', N Y.
Lockwood-Shackelford, L. A,
Advertising Assocs, Minmi

Iarry Feigenbaum, Phila.

Perer Hilton, N.

William Warren, N. Y,

W. 1) Lyon, Cedar Rapids
Bermingham. Castelman & ierce, N
Ilarry B, Cohen, N, Y.
French & Preston, N, Y.

Chi,

NAME

FORMER AFFILIATION

NEW AFFILIATION

Roberr J. Burke
Madeleine M, Carroll
MacLean Chandler
Vic George

Vance D. Hicks

George S, Lannan

R, L. Lenhart

Alice Liddell

Gerald Liecherman
Bill Mcllvain

Harrier Miller
William J. Morris
Merrill Db, Ormes E. 11.
Carol[Perel
Bouglas Powell

George Rich

Stanley Rowen

J. M., Sanders

Stan Schulberg

L. Edward Scriven

Ray Simms

Erwin, Wasey, N Y.

WINX, Wash.
Klaus & Co, L. AL

Joseph R, Gerber
Arthur Meyerhoff, Chi.

‘\1.1dison‘ NXL
McKinsey, S. F.

mgr
W. €. Smith
Irving E. Stimpson
William D). Thackeray g
William Travis \\ MLO, Milw.,
K. N. Whatmore v
Jack Whitnall —
Allen Winkelman -
Herman F, Young
James Gwin Zea

gen mer

CBS.N. Y.

JULY 19%

Advertising Inc, Ixillas, mgr

;\_Iil-l(‘l‘l'\ll Bro: u]('.nnun Ltd, Montreal, pres
\'uum.. & Rubicam, N. Y.,

Independent TV writer-dir
Leo Burnert, Chi,, timebuyer

BBD&O, N, Y., TV, motion picture head

Arthur Meyerhoff, Chi,, prodn staff
, Portland, vp. acer exec

Stuart Bart, N. Y., media dir, acct exec

. Western mgr

Kenyon & Eckhardt, N, Y., timebuying dept asst
il

Omar Inc, Omaha, div sls mgr

res, Seartle, publ rel mgr

hleman. Cleveland, acer exec

H. Tarcher, N. Y., accr exec

I\lllj!. Features Syndicate, N. Y.

media dep

R. J. Burke Advertising (new), Dallas, head
Stewart-Lovick & M
Leo Burnert, Chi.
Canadion Marconi
Same, Detroit,

Toronto,

iwcpherson,
timebuyer
0. Montreal,
media dir

timebuyer

bdestg me,

Lannan & Sanders Inc (new), Dallas, pres
Lenhart & Co (new), York, Pa,, hl'ld

Leland K.

Ingalls-Miniter, Boston, media dir
Iluwl.'. - T
Same, N. Y., in chge radio,

TV dir, acer exec
Y

Robert J. Enders, Wash, | radio dir

Biow, N. Y., TV, mo

M piciure supery

Kaiser, Oakland, media dir

Same,
Same,
Lann:

Hat
Roy S,

Frederick E.

Ralfe Whitr
M. Ryvan,

1, L. AL, pe
N. Yo vp %
National Export Advertising, N.

nimehuyer
Carvel \l‘]‘iﬂl'l. Portland, Ore.,
“On the C ent ry™"
Mike (-nldn-lr N g
1 & Sanders Inc (new), Dallas. exec vp
stone & Bruce, N. Y.
Durstine, 8, F., accr exec
Erwin, Wasey, N. Y.

Y P, partner
producer

ACCT exec
- ACCT CX0C

L radio. TV timebuying depr migr

Caples, Omaha, acct exec

Baker, Seartle,
Beeson-Faller-Reichert, Taledo
Leland K. 1lowe,
Kastor, Farrell, C hutilt‘_\- & Clifford,
Rolfe Whitnull, L. A.,

partner

Cl exec

accr exec in chige radio

N. Y., accr exee

Na Xas

pariner
mer

Y., radio prodn dir




Block programing is everywhere

Sports. news. and mnsie bloek programing
technigues hypo listening to independents

Block progranung s in the listener
interest. It grew out of the independent
s’ use of records and news to keep

them on the air. At first so-called block

programing was a hodgepodge of music

and news without a thought of mood,
Then it began to grow into a full-fledged
the

New

smooth-
York’s

formula as
Block at

programing
Martin

tongued

WNEW programed his two hour session
for mood and appeal. What started out
as an expedient to fill time became anart.
Stevens University (IN. |.) began re-
search into mood programing. Research
was also conducted throughout Great Bri-
tain on the production and relaxation
impact of music. The wired-music organ-
ization Muzak began mood programing

I Castern,

TR
PP A
5 7z

-

A

OKLAHOMA
#uae

VTR

Tulsa's only e)&élhsive radio cen-
ter. Only CBS-"outlet in the rich

"Money Matket"

section of pros-

perous Oklahoma Write KTUL,
Boulder.on the Park, Tulsa, Okla.

-

JOH N

Vice-Pres

>en. Mar

AVERY-KNODEL, Inc.

National Represenlotives
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of recorded music. Block programing was
born,

It was still very much without a proved
reason for being until Dr. Frank Stanton,
then research executive at CBS, inspired
the diary form of research which proved
to all and sundry that block programing
was not just an independent station ex-
pedient but an integral ingredient in
catering to listening America.

The CBS diary studies quickly proved
to that network’s executives just how
essential block programing (they called it
mood programing) was. Briefly, it indi-
cated that dialers didn't want variety,
they wanted a lot of the same thing. The

| diary studies also indicated just how

listeners had to be led from one mood to
another. What started out as a CBS
device to check its owned and operated
stations ended up as a set of broad-
cast programing commandments. It
forced CBS to relinquish the Johns-
Manville news program at 8:55 p.m.
despite the fact that that program had the
greatest listening audience of any single
one on the air (first U. S. Hooperating,
Spring 1948). Being between two non-
news programs the newscast disrupted
mood sequences of listening on CBS,

While big-name programs can run
counter to block programing and still
gather top audiences, they do better
back-to-back. Thus the NBC Tuesday
night comedy sequence of Date with Judy,
Amos 'n’ Andy, Fibber McGee and Mally,
Bob Hope, and Red Skelton has been for
several years an almost unbeatable com-
bination. MBS has built a block-pro-
graming combination with its whodunit
schedule on Sundays: House of Mystery,
True Detective Mysteries, and The Shadow.
CBS takes over Monday night with
drama— Radio Theater, My Friend Irma,
and Screen Guild Theater. Irma, while
a comedy, is situation comedy, which is
drama. ABC gathers the mood program-
ing bonus with its hour-long Breakfast
Club which from nine to ten a.m. daily
tops all other network competition. Be-
cause My True Story appeals to the same
audiences which tune the Breakfast Club
it holds on to the block programing edge.
The audience is lost (in part) by ABC
because of Betty Crocker, Listening Post,
Clubtime, and Dorathy Kilgallen (10:25-
11 am.). Although it's unusual, the
audience then returns w ABC for the
half-hour Breakfast in Hollywood; seldom
does a disrupted block sequence bounce
back as quickly as this.

Horizontal block programing —airing
the same type of show at the same time
daily (or nightly) - has been tried in a
number of cases, though block programing
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is usually restricted to back-to-back
scheduling, KWK (St. Louis) was onie of
the first to put on a mystery at the same
time every night. The formula did well
for Hyde Park Beer on this station. The
idea spread. WNEW went all out for a
Mystery at Eight appeal. The WNEW
listening indices went up. The blow-up
came because there weren't enough rea-
sonably-priced  transcribed mysteries
available. So the station, unhappily,
found it necessary to drop horizontally
block-programed mysteries. There was
no question of the listening appeal even
against four-network competition. In
Boston WCOP (ABC) has adopted the
horizontal mystery formula and is finding
it does things to its audiences. WCOP
records several of the ABC block of
mysteries and airs one at the same hour
each night.

Both vertical (back to back) and hori-
zontal (same time daily) block program-
ing are an assured way of reaching audi-
ences. They make it simple to develon
listening habits.

Contrapuntal programing, the reverse
of block programing, is not new. [t too
grew out of the CBS diary studies which
showed where the audiences went when
a mood or sequence of programs was dis-
rupted. The basis of contrapuntal pro-
graming is fundamental—offer the audi-
ence something they can't find elsewhere
on the dial.

ABC, in an effort to build its own 8 to 9
p.m. listening, bought a Lou Cowan idea,
Stop the Music. The idea had been
turned down previously by CBS as not in
keeping with its programing. In a com-
paratively short time, ABC had built up
a sizable listening audience. Other sta-
tions and networks found the new compe-
tition tough. Before long CBS decided
that an audience participation program
from 9 to 10 p.m. would catch the audi-
ence ABC was building from 8 to 9, so
CBS added Catch Me If You Can to
Strike It Rich (9:30-10 p.m.).

With all the big-time competition on a
Sunday evening, what can a block pro-
graming station like WNEW do to reach
listeners? It goes contrapuntal. It pro-
grams the light classics in music since
there is no music of this kind available
elsewhere in the early Sunday evening
hours. The broadcasts by the New York
Times station WQXR are heavier in
nature than WNEW'’s musical program-
ing. Result? WNEW is reaching the
highest Sunday evening audience it has
had in a long time.

Contrapuntal programing is the only
way an independent station can obtain
audiences for advertisers while the top-
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ranking Hooper, Nielsen, or Pulse rated
programs are on the air. Contrapuntal
programing is, however, something more
than that. It's programing with an eye
towards reaching audiences of other sta-
tions which have disrupted their mood
programing because of commercial com-
mitments.

In placing spot programs, contrapuntal
programing is an essential hint to agencies
on time selection. A sponsor may happen
to have a soap opera like Claudia and
David (Coca-Cola) and find it impossible
to place it on a spot basis in a soap-opera
sequence. It is not impossible to place it
on a station which competes with the

leading soap-opera station at a time when
the soaper is forced to break into the day-
time serial mood with quiz, news, or other
form of show. The women who want day-
time serials go looking for them when they
shift on the dial.

Timebuying can't stop with knowing
what's before and after the spot that's
being bought. It goes on to what’s on
every other station that can be heard in
an area. If an audience isn't delivered by
the station that has been bought in the
past, it can be, and frequently is, de-
livered by a competing station.

Audience larceny is one form of steal-
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SPOT CONTESTS

(Continued from page 74)

contest for a local store, Uptain’s Foot-
wear. To be eligible for a phone call from
the program, had to obtain
an entry blank at the store and send it in
with a 25-word letter telling why they
The
show pulled neaily 500 entries a week for
several weeks, and the sponsor reported
a sales record.

listeners

bought their foorwear at Uptain's,

Despite the natural tendency to imitate
outstanding network successes, local con-
tests are by no means bereft of originality.
Many stations stage contests and pro-
motions peculiar to their locale. Farm-
belt stations put on annual agricultural
contests which turn into family outings,
with from nearby states and
cities virtually declaring holidays,

The radio
weather forecasts give the Sinclair Coal

farmers

increasing listenership to
Company a perfect program device for
their broadcast advertising on W]BK,
Detroit. Twice daily, at 8 am. and 3:25
p.m., listeners tune to hear the results
of Beat the Weatherman. After the official
forecast in the morning three listeners
are called to predict the exact alternoon
temperature.  The 385
cumulative jackpot.

In Hollywood, KFWB's Gadget Jury
trades on the fact that people like to
tinker in their workshops. Three thous-
and dollars in prizes were offered to
writing the best letter
began, "Why don't they invent a . . .
Other stations feature knitting contests,
corn-growing contests, fishing contests,

winners get

which

listeners

garden contests, and so forth.
Individual starion contests sometimes
grow out of a local gag. Disk jockey Hal
Lewis at Honolulu's KPOA played a
record one moming called Deck of Cards.
A Lewis listener called, asked what the
number of spots in a deck really toral.
Lewis didn't know, so he asked his
listeners. His participating
sponsors are all among his listeners, and
they didn't cither. Next day,
Lewis found himself in the middle of a
Over 300
contestants phoned in during the first
hour of the contest. The mail count
soared past the 1.000 mark during the
first 48 hours of the spot-counting pro-

thirteen
know

contest with $600 in prizes.

The newspapers picked it up
It became a red-hot

motion
and ran stories on it.
subject all over Honolulu. There was a
heavy run on bridge decks. Ewven the
governor of Hawaii, Ingram M. Stain-
back, got in the act as an honorary
judge. The publicity for the sponsors

of Lewis' show was tremendous. W o
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FALL FCRECAST

(Continued from page 29)

wise hasn't been any great consumer de-
mand. Most bar candy this fall will have
a five-cent size again and the buying re-
sistance caused by six and seven cent
prices and the larger size bars at ten cents
will have to be overcome by advertising
stressing the nickel tag, Despite the de-
crease in size there's less profit in the
nickel bar than there was before the war,
but that's what the public wants to pay
and that's what the candy idustry is
going to give them. Candy manufac-
turers estimate that they'll be spending
2597 more for advertising in 194849 than
last year.

A number of firms which have thus far
had only a mail-order national business
coupled with a strong regional volume
will take a flyer at national distribution,
They will for the most part be candies of
a type not manufactured by the big
national candy firms. Not more than
two of them are expected to go network.

Consumption of evaporated and con-
densed milk, which jumped to fantastic
heights during the war, has settled down
to slightly over prewar levels. It re-
turned to these levels so rapidly that the
product has backed up on milk firms and
advertising will be pushed very hard on
new canned milk uses. As plans stand,
they're going to try to do it with
national spot advertising so that they
will be able to adjust copy to suit the
weather and regional eating habits.

Drugs will be cutting budgets. Most
pharmaceutical houses will concentrate on
new lines instead of battling over-enthusi-
astically for competitors' business. The
drug industry doesn’t know what the im-
mediate future will bring and is making
haste slowly.

The cosmetic market has contracted
about 2877 during the past six months.
The growth of home permanents like Toni
has in part offset the drop in sales of lip-
sticks, rouge, powder, and other make-up
items. While Rexall and Lever Brothers
have added cosmetic products to their
lines and will promote them strongly.
these lines were added in an effort to
diversify the new parentcompany’s line of
products rather than to expand at the
outset the sales products added. A num-
ber of test campaigns will be started this
fall by new entrants into the cosmetic
field but little spectacular is expected.

The soap firms will do very little re-
trenching. P&G has thus far in 1948 had
its biggest vear. Lever Brothers' gross is
up. Colgate-Palmolive-Peet business has
been spotty. In some territories it is
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domg very well and some of its lines are
expected to hit an all-time high in 1948,
Because business is uneven, its advertising
plans for this fall are also uncertain, It
has been a big user of national spot adver -
tising for some time, much more so than
P&QC or Lever, and evidences no disposi-
tion towards change.

The tobacco industry will be spending
more in broadcast advertising this fall
than cver before. This would be true
even without figuring the monies which
they will be investing in TV. When their
TV advertising is included it appears that
the total budgets will be 309, above last

A great portion of this mncrease
with
cigarettes representing less than 577 of the
total advertising expenditure of the field.

The budgets of the brewers will also be
increased. The increase in this case will
be due almost entirely to their use of TV

year's

will come from the leaders, new

in which they are investing heavily

In sum, radio advertising generally will
be up this fall but the increase will come
for the most part from new advertisers
and new products. There'll be many more
advertisers seeking broadcast attention
and they’ll be seeking it via all phases of
AM, FM, and TV.
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SPEAKS

TV's Big Week

The week of June 21, 1948, which in-
cluded such events as the Republican
National Convention and Joe Louis’ final
defense of his heavyweight title, probably
will go down in television history as the
latter's big debut.

Next to the nominations themselves,
television was the top story of the Con-
vention. It was ever-present in the huge
hall and around the candidates’ head-
quarters, Countless newspaper observers
devoted space to it, radio reporters spoke
of it, candidates and delegates were con-
stantly aware of it, And although tele-
vision sets serviced by some 30 telecasters

around the country totaled less than
500,000 the New York Times estimated
that 10,000,000 people watched, Yes,
television was there

The intense intercst has been built up
by a combination of cflective publicity,
merchandising, programing, and  the
uhique advantages ol the medivm. Sound
planning, and particularly sound pro-
graming, can insure sustained enthusiasm
for some time to come. During the Con-
vention much of the farc was of inferior,
even meaningless, calibre.  Telecasters
will do well to guarantee their invest-
ments by charting programing as their top
consideration; sponsors will serve their
own interests and the growth of a mag-
nificent advertising medium by insisting
on it,

|You Need The Tools

With management's highest levels de-
manding flexibility in all forms of mer-
chandising, including advertising, it's
vital to know what national spot and
regional networks can do [for flexibility.
Sponsor's Fall Facts edition, the second
annual edition of its kind, briefs the adver-
tising manager on the high spots of what
he should know about the coming fall and
what broadcast advertising has to offer
this year.

Read it. Then take time out to see the
broadcasting contact men who come to see
you in July and August, Invite others to
visit you. Don't make changes, of any
kind, until you've heard the entire 1948~
1949 story.

It's different.

Again, A Name For Spot

A large number of pages in this Fall
Facts edition are devoted to a facet of
broadcast advertising which we consider
to be frequently undiscovered and even
more frequently misunderstood.

Why spot, with its excellent advertising
characteristics, should still occupy a re-
mote place in the planning of numerous
important advertising men is due to many
causes. Not least of these is the “topsy””
growth of the medium, the confused
thinking about its meaning, and the lack
of substantial promotion. In our opinion
spot is the most underpromoted (and
consequently underrated) of all the adver-
tising media.

Its intrinsic value is such that it has
prospered nonetheless—and, as reported
throughout this issue, will do better.

Several times in the past we have stated
that spot will benefit in several ways by a
change in name. Most advertising buyers
take the word "'spot’”” to mean an an-
nouncement or station break, while sellers
would also like them to think of it as an
over-all term for a flexible method of em-
ploying radio advertising. A change in
the over-all term, maybe “flexible” or
“selective” or what have you, would
eliminate the confusion. Further, it
would encourage stations and station
representatives alike to embark on sound
selling promotion of the medium. The
result, we feel sure, will be widely in-
creased understanding and acceptance.

We hope that suitable action will be
taken soon by sellers of spot.

TELEVISION CHANGETH EVERYTHING

Two groups within broadcast advertising deserve a special
round of applause from television. They are the advertising

agencies and station representatives.

Advertising agencies to most people are notoriously com-
They function on a cost-plus<15%7 on practically
that is except TV. Many agencies have
been investing their own cash working in the visual medium,
and others have been taking a sizable loss on most accounts
Long before it was even “respectable’ to adver-
tise in video, Ruthrauff and Ryan had Lee Cooley and a staff
presenting programs for Lever Brothers from DulMlont's first
Cooley, now video director for McCann-
Erickson, did some beautiful hearts and flowers versions of
I that would have had the women in the home

ts out, if they had been able to see them.
did then is being done today by scores of
could have stcod by and waited for the
They could have continued not to fight

mercial,

evervthing they do

they: handle

peewee studio

daytime seri

crying their hear
What R&R

agencies Il

medium T
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the early prohibitions which kept the actual program pro-
ducer removed from the scanning of the program.

Instead

they went right down the line for artistic integrity, for the

mistakes.

right of the sponsor or the agency executive to make his own
They're making their contributions to the new
broadcast advertising art.

Station representatives also are doing this. Sometimes they
are accused of taking their percentage of the business they
handle and letting the chips fall where they may. They are
certainly not following this procedure in TV. Station repre-
sentatives have gone into the field and hired men with tele-
vision knowhow, or men with thirst for knowledge who have
acquired TV knowledge rapidly. These station representative
men have had little to sell.  Their major job has been servic-
ing the infant industry on a station level. Maybe the repre-
sentatives have looked upon this move as protection in hold-
ng their stations, but regardlessof this, they have been paying
men in five figures to service TV,
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First thing
in the

morning ?

]
il

thi

A

round a sprawling merropolitan marker like

ores of sights and sounds that nine-
r see or hear, Bur for thousands of families the
1en skies are crimsoned by busy blast furnaces and

{ dawn is broken by the machines of highway,

01
nother sight thar time buyers seldom see the
of the conducror ol an early program almuost
mountin of morning mail. Don Gabriel,

By Dawn’s Farly Light deross the board ar
as proven so _i-u;-!:il.' with listeners thar his pro-

§
erram has been extended anorther 15 muinures

— from 7:15 o 8;00 A, M.

This new segment of By Dawn's Eavly Light
so should prove popular with some aggres-
sive manufacturer who wants added coverage

in the grear Cleveland marker.
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