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trap inventors. mouse 
That old adage about the 

wo rld beatin g a path to the 

door of the man w ho in

vents a better lnouse trap 

doesn't hold tru e toda y . 

Instead, you m ust beat a 

path tothehom esofpeople 

w ho bu y mouse traps. 

! fo \veverJ in the seven 

mark ets listed be lo w, that 

path is alread y s.noo th and 

easy to folio\\' . Each of 

• • • 

the seven Fort Industry 

Stations listed, you see, 

re nders pu blic services to 

such an exte nt that it is 

regarded as a communi ty 

friend and institution. 

Thus, these seven Fort 

Industry Statio ns provide 

an ideal mediu m in their 

markets for the sale of 

better mo use traps, o r ally

thing else. 

THE FOR T INDUS TRY COMPAN Y 
W5PO , T"I.·ti ... O. .. WWVA, \\"llI ,,-lill;'::. \\", \ ':1. .. WMMN , Fairlll<>lIt. \\ ' , \' ... 
WlOK , I.imn. O . .. WAGA, ,\I1:111la . (;a. .. WGBS, -'1; :1111 ;. ria. .. WJBK, UO'I rni l. -'1i (' 1. . 
"",,,in/IIII -"0/"$ 1I('(IIlq llflrtrr$ : 527 1 ... . rill;!I("! A," f" .. S('/I' }"nrk 17. f;ldflf(lf/O 5·2 155 
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September 1948 

First indication that not every advertiser will have eyes on cash 
register this fall is sponsorship 'of New York Philharmonic-SymPEony 
by Standard Oil of New Jersey over CBS. Program has been sustaining 
since U. S. Rubber relinquished it. 

-SR-

Viewing habits are developing quickly in TV. Despite tremendous 
program which ABC staged for opening of WJZ-TV (New York) with first 
hour (7-8 p.m.) television Hooperating 32.7, almost half station's 
viewers 9wi tched over to WNBT for 8 to 9 hour "Texaco's Star 
Theater" is telecast. When "Star Theater" left air viewers returned 
to WJZ-TV which received a rating of 33.2 for 9~10 p.m. 

-SR-

Although purported objective of (AIMS) Association of Independent 
Metropolitan Stations is exchange of program and ideas, members will 
eventually offer advertisers package coverage of all markets with 
populations of over 100,000 city population. There's even talk of 
stations being linked networkwise. 

- SR-

Modern Television and Radio will be first of three radio fan maga
zines published this fall. Modern will be newest of Dell Publishing 
Company's consumer publications. Successful experience of Dell with 
Radio Album, 25c quarterly selling over 450,000. decided them on 
issuing new magazine. Fawcett group and an independent publisher 
have fan books in development stages also. 

-SR-

Latest proposed FCC regulation is directed at individuals owning im
portant (not controlling) interests in great number of broadcast 
outlets. In addition to prohibition on owning (controlling) more 
than· seven AM, six FM, and five TV stations, investors are to be 
limited in number of stations in which they can hold l~ or more of 
voting stock. Effective proposed date, 1 January 1953. 

-SR-

Hofstra College (Hempstead , L. I.) first TV study reported that 91 0t 
of viewers like television's commercials better than radio's. To 
74%. radio commercials seem longer - 65% longer, which is index of 
greater interest TV commercials hold for viewers. 
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BMB F'IGURES 
INCREASED MILES 
LAB SALES 

WCAU PROVES 
TV'S F'EATURE
NEWS SPEED 

CLASS I'IAX PLANS 
TO SELL NEW 
LIVING HABIT 

GREAT MAJORITY 
OF VIEI'IERS OK 
TV PROGRAMING 

FM STATIONS 
SPENDING MOST 
FOR EQUIPMENT 

19.5 AVERAGE 
RATING FOR 
TV SPORTS 

PLOI'IBACK OF 
MILLIONS HELPS 
CUT AD-BUDGET 

BEER SALES OFF. 
SMALL FIRMS 
TO PICHT GIANTS 

, 

Miles Laboratories' advertising manager Herbert Thompson reports 
that his advertising reached 27C( more families since he started 
checking his stations with Broadcast Measurement Bureau figures. 
Increased coverage proved itself in sales results 90 days after 
Miles sta rting ~uying via 8MB. 

-SR-

Speed at which TV can function was evidenced by \'ICAU-TV's being on 
air with 40 picture biographical tribute eight minutes after Babe 
Ruth died. Flash reached WCAU-TV at 8:06.p.m. Program started at 8:08. 

-SR-

Glass Wax, which sponsors 15 minutes of Arthur Godfrey's CBS mid
morning hour, is out to establish new living habit just as Air-Wick 
did before it. Merchandising plans include good markup for retailers 
and unconditional money-back guarantee. 

- SR-

Only 2.5% of all respondents in Pulse of New York's TV survey, 
which has been received wi th great interest, indicated that they 
were dissatisfied with television programing. Greatest negative was 
inability to receive a specific station. condition which is always 
prevalent as new stations come to air. 

-SR-

FM station licensees spent more money for new equipment during first 
first three months of 1948 than either standard broadcasters or TV. 
FMers spent $2.854.662; TVers $1.682.615 and AM stations $1,179.614. 

-SR-

Sports occupied 28% of all TV time in New York from April to August 
with average Pulse rating of 19.5. Five hundred and three quarter 
hours were averaged for figure. Drama filled only 2~ of TV time 
but average rating was top, 28.0. Other program types rated over 20 
were Sports News, Fashions. Kid Shows. and Comedy-Variety. 

-SR-

Despi te all-time high in sales during past year. General Mills is 
spending far less in broadcasting this year than it has during the 
past four. Need for plowing back of over 50C"l'{' of its earnings into 
business ($7.134,051) is one reason. Spreading its advertising 
dollar over more media is another. Narrowing profit. 2.9 
cents for each dollar of sales. is forcing diversification of 
advertising media as well as product lines. 

-SR-

Sales of beer last year were off over 1,000,000 kegs and business 
went to bigge r brewers. Battle of brews in metropolitan areas will 
see smaller brewers buying spot advertising to offset multi-million 
dollar campaigns of giants. 

SPONSOR 

R 
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' 1948 IISHHU DIAIY STUDY ".' r"n ,t~ ~I~,1 I., 
Aa,I'~I~' ;:" .... c) •• I ...... in 1I •• mnrk, in .. 1oie-h 'I'"'' 
II •• ,.0'1.",."" .... 8\111 .,." ...... ~~ .I~) and nL~I" . An 
...... ... u ~ ........... ri"n of f. mi l l~' in ,I ... orca hp. ~ 
...... ,,1. ' ,IIn .. 1 "l 1.~n,l. or II,ci • • • .. ml,I.le l i>l . .. in~ 
r<l' unf' r,,11 .......... r,,11 ,1 ••• ;1, .. "~il."le f ... "" 1I,."y 
"' .. , .. \~.n.) "'p<r.<nl"i" o. 

WKY OKLAHOMA CITY 

, , , 

••• WKY averages 4.7 times the 

audience of its nearest competitor! 
In II fOllnht_ of rt,unl ~",l "",'ern Oklahnll,a. \\ t\ Y 

,i", .. llf l"~n 6:110 un. ;"d 6:001'"' • 

,\ ,1, • • [ ..... , "h .. "am lhr" ", I\ ('t"""l'. ~,,,llh .. ir a.h .... 

li _;,,~ d" lta ..... to;::" thr fartl ... ·' ~t .. \\ Kr "d.nt. ·rr>! 

~:; fIIEOASOOl'ERATED n,' T UI; O " LA II U.\I\ I', IIL. ISUI ."G CU\lP .. ..... \: Tur. D " ILI' O" ' .... 1I 0~1 " _ UI.I, ' " <)\I' ( ITl' TI"r.~ - Till: F A'OI ER·STOC" .\I.\ ." 

K\'OR, COLUH\!>O 5" I11"-.s - KIJ" 01;\\ f 8. (AllillI.,~d .l1a1lll,""w", ) _ 1I1:1'8 1;_I:\":U BY Till; K \Tl ,\ t.DC1. I:.c . 
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40 WEST 52ND • 
MR . SPONSOR, BEN DONALDSON " 
P.S 14 

NEW AND RENEW 17 

ON THE Hill .. 
TOBACCO ON THE A IR 27 

GIVE·AWAY QUANDARY 3O 

AD·MANAGERS' LAMENT " 
TV-AM PROGRAMS " 
NOBODY TOPS SKIPPY " 
NRI VS. U.S. HOOPERATINGS '0 

1,000 SUGGESTIONS FOR SPOT .. 
TRANSITRADIO .. 
TV RESULTS .. 
BROADCAST MERCHANDISING SO 

MR . AND MRS. PROGRAMS " 
SPOT TRENDS " 
MR . SPONSOR ASKS " 
SIGNED AND UNSIGNED 7. 
4-NETWORK COMPARAGRAPH 101 

SPO NSOR SPEAKS "0 

APPLAUSE "0 

"'0 '1'1l ~'O ...... M.e.1I0h' ' he I ....... ",. 
; I'\\"~Z s.-, , ,. 

,. II r r.p 
.,.. • po .. !II< 

I> I'O~'O. 'UlllC~"ON\ INC 

\ I PI'U I ... ... 

40 " 'es. 52nd 

NO WHITE TIEl 

Most of the "gripes" in the arliele 
"St3lion Repres('Tllati\'es' L1nlenl" (Aug# 
USI Sro:-':SOR) ;'Ire k~itim;'lle and I hope 
ad\'('rli<,('rs, agencies ;'Ind sla tions will give 
serious consideration to lhe S('ven jX)ints 

listed for each. 
But where did the aUlhor gel his para# 

~raph aroul "prestige \'('rsus commis
sions"" What Tiffany of the representa
tive fralemity COnlributed tb.1t rare piecc 
of "stulTed..shirtism"? WhoS(' dignity has 
Mn outraged by lack of proper respect? 

It is 3 ridiculous attitude and it spoils 
the article. I rea1i~e that the author tried 
to soflen the effeet b)' s.1)' ing that "not all 
station reprcSl.'nt3tives fccllhis ..... ay··; bUi 
the insipidity is still tllere. 

All of the salesmen I kno ..... and work 
with in my' 5.1Jes promotion capacilY arc 
inleresled first in making the sale. second 
in gi\ing service 10 the advertiser and 
third in collecting a commission. The)' 
arc too busy pounding pavcmenlS to 
worry about l.I,hether or not the red 
carpel is rolled out for Ihem. 

LeI 'S nOI put on whitc tic and tai ls 
until after working hours. 

BACK NU MBERS 

Boll K ELLER 

f'rt sicWlt 
RoI>trt S. Kdftr h,c. 
Nell' York 

I am interested III ~ I'O:-':SOR, and if 
possible. would like to see tile follo ..... ing 
~rories if tlX'}' are available, , , 

April '47; In<;urnncc on the Air 
Sept. '47: Whal's Wrong With Insu r# 

anC(' Advertising 
FRED S,1()(}'ER 
filMic Relatiolls M{III!I~tr 
Utica MutuClf /IISU YClIlct' Co 
Utica, N. Y. 

Would :lppr('cial(, n"u'lvill~ a cop>" of 
tlX' <lrticlc about "Clothing" ..... hich ap# 
,,'Cared in SI'O'SOK March 19H under Ihe 
title "SS.OOO,OOO S.1lc~ In Tccn-age 
J)re~""'!i. " 

All} thill\! you ca n do for me in this-
regard will find l11e gratefu l, 

""LTO'" :-.1. MESDEL~OII' 

-,immGluL< C· ~illlll,O'H1S 

C'tkllJ,'O 

.. II h,'f .. "~d. ,,"nll>"r ~ "r~ ''''11l lalol~ ... 1'11'\ "OR 
h h~",,) ", •• '",1 ,h .. m o n QI o>ur rrt."'~r h"~,, 
"on,h. ~O,,) "d.· ... ! 

The 
Station 
that 
Never 
Sleeps 
000 o can wake 

up your SALES 

in Pittsburgh! 

THE EARLY A. M. 

116 to 8 
SPECIAL" 

Availab le NOW in 

~ hour segments 

across the board 

at a package rate 

that gives you 

MORE LISTENERS 

PER DOLLAR* 

ww~w 
PITTSBURGH ' S 

24-HOUR STATION 
WW SW. Int. 

Keyslone Holel. Pillsburgh. Pa . 

*Ask Forjoe 
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Rave a Slice ~of KCMOs Birthday Cake 
'~ ~ 

One does it-in Mid-America 

ONE station 

ONE sel of call leiters 

ONE rale card 

ONE spot on 'h e dill I 

50,000 " Tatts 
DOJtime •• · •. No II Directional 

10,000 Walls Night 
" . 810 kc. 

Naticnal Rrpnufll",;,'t: 

JOHN E. PEARSON COMPANY 

SEPTEMBER 19-48 

From Ihe very first day, IlSI September 9(h, when KCMO movN to the 8·Ten Spot 

in Kansas City and hroadenoo irs bl':l.m 10 ~O,OOO W311S. KCMO sponsors ha\'c: 

been eating radio cake! Cake In.I.[·S (lammed full of 

Mid·Amelica's expanded liS'lcncr5hip-and sales dollar vitamins! 

The KCMO cake is highhghred by ondles representing mail response (rom .1\ ~ 

counties In SIX Mid·America SfalCS plus 22 olher sUfes not ubub.ed. Th~ an onl)' 

mean power·plus-programming ... Ihc programming i\lld·Amcrica ristens to. 

So you see, the Happy Birth<h}' isn't for us alone-but (or our 5£'0050/'5, 

Ihe comfXInies who ceotcr Iheir selling on KCMO. 

' ONEYEAR 
at the 

S.TEN SPOT 

and KCFM-94·.9 Megacycles 
KANSAS CITY, i\II SSOURI 

Busic ABC Statio" for Mid-America 

s 
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\\'hen our 7 Y2 million walk into 0 s tore, there 's 

an invisi ble labe l on some of the beans, _ • the brand 

they've been he aring about on WSM. That's the brand 

in their minds. That 's the brand they ask for and buy. 

Because our people listen to WSM commercials with 

special confidence, born of 22 years of s incere broad

casting .. , 22 years in which their radio station has never 

once let them down. 

This invisible label - this hard-earned stamp of ap

proval - can mean more business for you in the South. 

-WSM-
NASHVIL LE 

• 

IU .•• " HONI. tie" . Me', • '.VINCi WAUCii-t. Co .... Me', • 10WA.O ~IU"" (0 ., ND,lonol _e". 

'0,000 w.a.TlS • ClI.a._ (H.a.N NU • 6S0 KHOC,,(lU • NI( .a.Hnl.a.l( 

conlinutd "0m pa'Jl <4 

CANADA WANTS " SPOT" CHANGED 

You c('flainly hit on a grand idl'a when 
you conct'lved Ihe plan of cSlablishing a 
conteSI for the creation of a Ilew word to 
suppl::nll spot broadcast adwrt ising and 
thus get ill"'ay from the arnbiguilY .... ·hich 
it has c.tuM'd and illways ..... iII cauo;;,e in the 
minds of Ihose Icss familiar .... ·ilh the 
broadcasting industry, Ihan .... ·e are our· 
selves. 

Wc havc the s.1me trouble in Canada, as 
011 many occasions, during the course of 
directors m .... etings, ..... e ha\"(' scrillched OUl 

heads .... 1lhout very much success on this 
same subject. Ho .... ·e\'cr, it strikes me 
that my suggestion may stand a chanct' 
under the name I ha\"e St'lected. DOT, 
I lxolie\'e, might lxo a fi tt ing word, in that, 
il is cloSt'ly rdated to dolS on a map, 
wh ich serve to point out sales representa· 
lion in ditTerent {('rrilOries on Ihe sales 
managers dislfibu tion layout. The ..... ord 
DOT also has, in my eSlirna lion, the dis-
tillction of being closel)" enough related 10 
"spot ," that sl ilI has some relationship to 
radio broadcasting firms and mar serve 
once and for all to categorize "spot" 
..... here it really belongs in Ihe announce· 
mCIl! family and bring in the new .... ·ord 
DOT in the time·field, as ""'f.> know it. 

PHIL. LAl.OSnE 

A-fouo.l1C7" 
CKAC. Aloliluol 

SPREADING RADIO GARDENING 

Thank you for the article "Cardening 
America's Top Hobby" which with your 
approval we are reprinting. 

We are particularly intrrested in pre· 
sent ing to our readers the character anri 
exten t of the garden programs 011 the air. 
Of courSt' , our subscribers are con\"e~1n t 

with the importance of gardening a~ 3 
public pastime and hobby. 

F. R. KIL~ER 
Editor 
AllIl'fiCdll ,\'l<r5('r)111011 

Cilic<I!-'O. 111. 

GIVE-AWAY BROKER 

Quite naturally we cannot unders tand 
how people in Nt'w York and 01icaj . .'o con· 
nected wi t h audio;.>ncc participat ion type 
programs could JXlssiblr owrlook n\o;.>11· 
tioning Adolph~' \\'l'I1land & As...o;ociates!!!! 

( P/r<lsr tum 10 P.lgf S) 

SPONSOR 
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rlll'IIWIII 111 3 n,IaI "r~ for .. U~ ,I< h .. rli~{·r ,'olll " ' nwd 

\\ it II ,'n'al i n).: ,, ' ,!TIIIl\,. t l amoll;'; '· \I~ tolnt'r,.. Ilu rl lli ng 

1Il, .. i, ... ,. ... 311.1 ''''liN ~iLl,·,.! 

For .11'\;111 ... . IIIIU' 1'.1 ...... ,mil pr" ,IUdioli co~ .... 

"II nllT"II I I~ ;IlaiLd,j.· I'r(lJ.!raHl~ . .. {'all "r "ri1l', 

\\ I'IX.:!:W I':. I2n.1 :-;1.. \ ('\' ' .. rk 17 .. . or \\ 1'1\ 

n·l'rr ' ..... lltatl\(·~ out of \ 1'\\ \ ork. Free & I'ctl'r,.. 

III .\ Iwli"oll ,h e., J\c\\ York, 22. 
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j \B ' K ~ l'he S . g is to\'(1\ m ansasCi( 
i ~ -O'--------.:.z 

Here is a powerful radio station 

dominating an incredib ly wealch)' market. 

\\7HD IS a seller of goods: \X'HB knows salesmanship. 

\Ylc will turn handsprings 

down Main Street 

to sell \'our product. 

MUTUAL NETW ORK· 

WATTS IN KANS4 
DON DAVIS 0./' 

' .... 0' .. ' n 
10HI\I T. SCHILlING 

c ontinued f,olll PI , _ 6 

However, if you will check ..... ith Brent 
CUIltS of ABC. Sam Levine of Mutual. 
and Barbara Olsan or JcanrK" McCarth)' 
at CBS all of Nc .... · York and us Lear in 
Olicago, you ..... iII find that .... ·c ha ve been 
~uppl)inJ! products for all of the top rank
ing programs of this nature. 

W(' handle produCl exploitation (or ap
proxim.1tcly iO nationally kno .... n items 
mcluding ,\dam Hats, Gruen Watches, 
Q-neral Tires, Schwinn Bicycles. Life 
s.wers, Personna Razor Blades, Rh'ai 
Dog Food, Wilson Hams, Oo!1ll("yer Food 
Mixers, Cory Coffee Makers, Victor 16 
mOl Projectors, "'lax Factor, etc. We ex
ploit these and the rest of ou r products not 
onl)' through the media o f rad io programs 
but as props in motion picture<;, a ..... ards on 
television programs and as props used by 
the leading magazines layout and com
mercial photographers. 

..... DDRESS? 

H AROLD HICC lss 

Adolphe W('Tllalld (1 A ssocia/t's 
Hollyu.'OOd 

• In your August IS!oue there is an article 
explaining the storecastlng technique. In 
this article you mention the name of 
Stanley J oseloff, head of SlOrccast Cor
poration of America. Will you please 
send us this man·s address? 

JAl>IES CO:-"OLLY 

WJ LD 
&uemcr, Ala. 

• T " ."13.1"" IIJU> IIn4 .h~ nu,n)" o ,h ... $Ia· 
II",,, mn4 "!l." ,u l ~~ "hI.! Inqul ...... "bou. SII1'~· 

< .... I Cu. """",lu" "f .\", .·.1<":1. Ih~ " dd.us I, 
,/WI .· I( ,h .\ .... ·nu ~. " ..... , '<lrk City. 

PULSE CONTROL 

This is \\;th reference to you r arcicle on 
page 30 of the Au~rust, 19-18 issue rdative 
W sJX'Cial broadcasts for SU!,<,r markets_ 
Please see the last t\\'o sentenccs of the 
third column of pa~e 31. There you dis
cuss a "special pulse control" by .... hich 
"poken commercials are heard in the 
storcs onl). I have discussed this .... ith 
our Chief Engineer and he infonns me 
that he has ne\'er hcard of 31t)' 3pparatus 
110\\· in commercia l production for this 
purpo$(". 

,\lyRO" \\ ' ,"£CARDE' 

I'p 
I\'A)L. Rml, ,\fjch. 

• Th.· ~.'n .. · ".·.·~ In <lu .... lon ... , ~. In ,h.' ","un4 
1.· .. '1 nl 01,.. ~T"'~ .. n ~." .. n .. ·td"l. n", l u Ih~ 

<"" n." ..... d"l. 'h.·n ... -1>.·.. Th,' "ul.~ .. o"uol 
4 ...... ~.~ .. ~ .. r 1"'·'~h'·S t h.· I,·,.·, ,,' Ih .. oound. 
II ..... ,.~ nul ~U", ln9'" ,h .. " ... u.' cnmn .... "'''' 
<""n , .. nl . 

SPONSOR 
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FOR T WAYNE 
ABC Aff ili a te 

1hese two pa rtners 
keep things moving 
ZO hours a day! 

T he tWO parmers, as thei f desk-signs show. are 
WOWO and WOWO-FM no\\ offenng complete 
dup lication, from:; AM unttl I AM, III one of rhe 
nchest marker-areas In the r-..liu'Vesc. 

/\nJ ho\\ these p:tnner~ keel' [hjn ~s movlOg! 

E\'crr recent Hooper !>un'cy shows WOWO pro
grams far ahead of compcrluon And, according to 
stOrekeepers, WOWO promotions re;dly keep Iller

ehand]se rollin!! o\'er counters throughout rhe area. 

Consult 131\113 aod you'll see that \\'OWO reaches 
5i3,}OO [iHcner-[arnlllcs in 59counries. And WOWO
F1\I, whose 5O4-foOl antenna rower is Indiana's 
tallest structure, brings Fi\1 broadcasts to listeners 
in a 16,OOO-square-mde are.l in three s[:ltes' 

PUt these partners to work for ~'ou' e.ec rwo co\'er
:l,t!es for the CO~t of one! Com.ulr ~ BC Spar S:lle~, or 
{lie WO\\'O S;de~ Del~.tnlllenr. 

@ WESTINGHOUSE RADIO STATIONS Inc 
KYW ' KDKA • KEX • WBZ • WBZA • WOWO , WBZ - T V 

Nationai Representatives, NBC Spot Sales-Except for KEX • For KEX, Free & Peters 

SEPTEM8ER: 1948 9 



S1~RRING 1 
fR £DD And H;, 

MARTIMOR(\\tS1R 

LYDE ROGER 

SPONSORED 
ON 
OVER 100 
STATIO NS 

IN 60 DAYS 

• • .\s 
• 

GLENN HUGHES ~ ___ ~:::::::-
VOCALISTS L ... WITH A GREAT GALAXY OF STA 

NOW OFFERED FOR LOCAL 
D REGIONAL SPONSORSHI P ONCE AGAIN "TRANSCRIBED BY Z 



\\ 11'S 

fROM 

TllP IIUarh,,..1101i r III usi('ul'''ll ri.·I~ .~ho ... i:. 101 lay's Iln"',,11 
II i~ll.I-looIH·r 1{'('11 11 ill 11(' , 

Look til liH'S(> rtlli"1!s: >:1 

Cl u' 1!o It,,.(i,' hl',, ":0; "1'111'" {:lui," (B . :~) 

O .. ydnl" ... Jal'k SlIIi th ('J.1I) 
C:ullp lwll :"""p'" "Cl ul! I ~ •• (9. 1 ) 

~ t'. I:', 1/00/'/;'1(. April /." ,.JlII 

RADIO'S GREATEST BUY! 
••. ,hal' ''' Fr.·,I,I , .\Jar"" ·' ~1I0WTI:'1 E rnll) ! 1 U ILl .' " (lUI) 
... ,' rit-l1f' r . " ,,,' •. wnli,, ,, ,;!. 1 ... ;,,,.i(,, I. ' llIa tH", .h"". "",.i,",.1 
_110" .. i,1. "'. rit" - I ... " •• ""i .... ,1. I .. , ;' ,· .. 1".(,,1, ,·,c-t·,-h .• n..:in:.: 
I •• e.r .. lali .... or """';",,1 r;" ... ~ ,,,,,I "'t ;.' I~ _0" ,,, <,,,i,"h_I,,,,· ... 1 
... no, .... Z," ,,, ,, .; .. ,,1 ..... ".i _.I,· "II ~ ,-''''''''''"., '·""' I,t',i,;"".I,..",in:: 
1I""IJ .. r~ ! Y .. " ,'m, ... ,,,fi.I,· ,,'I ~ , ;,- tI" ,." .;o k .... ,n." ,,, Ihi. I."", 
,!ilT ('rlf'nl 'I,,,,rt "r·!,,,,,r ",,,.i,"a!· \\ ri c." r ,'r '" "il.,I.; !;I; .... 

I lig hlill lo: Frl · .III ~" ,\I arlin " . . II hunt Ilw SlI llInlny E\t'nill~ 1'",,1 
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OWEN JAMES 
MASTER OF 
CEREMONIES 
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Oil 
Coal 
Industry 
Farming 

ruuI. 

Wealth 
• 

Uf. 

THE RICH 
DOWNSTATE 

ILLINOIS 
MARKET 

" " 

ruuI. ~ ... 

W M I X 
"South.,n lIIinoi.' Most PowerFul 

R"dio Voice" 

SERVES THAT EIITIRE 
RICH AREA 

940 ke., AM 94. I me., FM 

No. Z Rldio Cenler, MI. Vernon, III. 

Your John E. Pu"on m'n will b, ,I,d 

to discI/II ''f'.III1:.iliu,1 end 

r.ln with you. 

~Ir. Sponsor _ J 

nell Ua nOllalclso .. 

Di,.elOI of Advert l! i"! 
f Old MotOf Comp.dy 

Ben Don;,\ldson-short, dapper, dignilkd is a \'e ry busy m.1n. Wi th 

a thumping $72,000,000 inwstl.'d in dies, lOols. jigs, ete., (or the 

production of the 1949 Ford, a peact'ful labor situation due 10 a model 

labor.manilgefT1("nI agreement, and new managl.'merH and sales policies, 

ForJ is OUI to regain the No. I Solles Spill In the auto field. Their opposi. 

I ion is &,I('!>· .... isc General ,\ lotors, whose Chcnolel outsells Ford at pr('scnt 

III a r:llioof six to five. Ford is aiming at selling 1.000,000 cars in the next 

12 111000th:., is already gearing uS(' lf for an eXpt'ctro Iow'pric('d.fic1d b.1llle 

In 1950, Although Ford's 6,500 dealers (includ ing Donaldson':" '\On 

Wilbur, an Ohio dealer) have \x>l'n \\.hoopin~ it up "igorousJy with local 

promotiOn, it is national ad\'('rllsing \\.hich must do the job for Ford, 

Donald-.on will dir('ct Ihe ~pcndinf! of a budget eXlX'cuod to top 

511,000,000. All media al"(" ht'ing used, but radio gets the largest slice. 

Forlf TJU' dlcr Ford Motor - CBS) and Fr("f Allell Ford Dealen. NBC) 

arc Ihe air ~howcascs, with addillonnl support (rom extemi\'e $pol and 

TV scht.'dules. Aft('r y('ars of S('mi·institullonal selling (Ford de;"!lers once 

threat('nro 10 ;"!d\"CrlI~ on th('ir 0\0.11, clainung Ford was ~Jling Hl'nry 

Ford, 110t cars) Ford is out 10 sell its rroduct. 

Ad'l11.1n Donilld~n has ~('n an eye.witness 10 mO$t of Ford\ e>.len· 

sin' growth. In 1919, Donaldsol1 joined tll(' (irm as head o( the m.1ihn.c 

Jep..1r11HO,:nt of the Ford-o\o'11t'd Lkctr/lorll JlUf(,~lIdclIl. While tht· late 

Ilellr)" Ford talkcd of tunling his World War I profits o\"Cr to the ,co\em· 

mcllt I hc I"\('\'er did) and was makin.c and Sl'lIing succcssi\"(' millions of tin 

li::ic~. \1udci A's, and \'·8'5, Donald~ wa$ 1110\"Ing up. H(' was editor 

o( thc hou'l.' organs, ad.nl.1nager of Ford-.on Tractors, ad.mal1a~r of Ford 

rrud:~, ;UllJ in 19·\'; acquih'd hl~ pr('~'nt titlc. Ekn Donaldson today i1' a 

~ucccs.~full1l.1n in a highly compt'tni\'(' field, t->ut hc's still rather plcaSl.'d if 

you not icc his rle'I$.11l1 voice; for DonalJson, b;lCk in radio's cradIc era, 

.... as onc of radio'~ first conlnK'rcial anl\OUIlCcr~, at \\'\\'J, Delmi!. 

SPONSOR 



<71u eBg ~Iaiion ~ tire top. oJ tire J{ak. .. 

KSJ 0 lI a:: thl' ,.igll a l hOllor of heing 

the o nly sta tiu! . in thl' 3 M ill" "j,,.; t ,.; tall ',. 

we se r ve to order a It \I It i ll tcri lll ,, 1I 1"\' t 'L 

Comple te rcpor t a \'a il a iJlc Up OIi rc qll l·,, 10 

[II 1946 we operated wi th 250 waU l" 

ti a \- and 100 wa ll s Ili .. ht. • c 

lIIade \ H ' ,,'ere :l lIlllOr izl'd 

to increase 1)O\\"cr to 

5 K \V and tlid ~o 

i ll July, 1946. 

SEPTEMBER 19"8 

5000 WATTS 600 KC 
unlimited 

Jamestown 
NO RTH DAKOTA 

Tol. 1 popul.tion (0,5 m~ 1ft) 
Total l.:::'io homlt l 

872,296 
180,486 

George P. Hollingbery Co. 
NATIONAL REPRESENTATI VES 

" 



Rhode Island 
(AND ADJACENT MASSACHUSEnS) 

listens when 

" BING 
CROSBY 
SINGS" 

SUNDAYS, 2.00_2." P. M. 

Here's II low-cost 15·minule pro
gram with II tremendous ready· 
made audience. Latest Hooper, 
December '41 thru April, '48 
shows an 8.2 rating for the 2.00· 
2.30 half-hour. "Curtain Time," 
immediately preceding, shows a 
Hooper of9.1 ... and Guy Lom
bardo follows, 2.15·2 ,30. Could 
/I cdnny lime·buyer ask for more? 

It's open 4S th is goes 10 press! 

• 
IT'S A BUY 

ON 

ABC 
5000 WATTS 

DAY & NICHt 

WALLACE A WALKER, Gen. MS', 

PROVID£N(f. T~~ Sh,Olon·B;hmor. 
PAWTI)(KIl, ~30 Ma,n SI. 

• 
Rep~.etlrdr; .. e" 

AVE RY·KNOO El, INC. 

p.s. 
(5u "Rig"! with Evenh.rp," SPONSOR, Oeumber 1946, 
P'ge 9.) H u tile EV"flh .. p .d .. ."ti,in9 .ppul (".n'jed? 
Wh.t b.o.du.ting 101m i. bc:ing u.ed to leU E".,,,ha,p 
fUOIS and bladOl's7 Is IhOl't, • new copy slenl in Ev,nh.,p 
advOl'.tiling7 Will "T.h It Of Luve It" be chtnged7 

With the ooltom having droppcd out of the high prin'Ci automatic pencil 
and foun tain pen (ba ll and n'gular) market. Eversharp has had to focus 
its advertising on a strictly competitive appeal. All pen and Ix'ncil 
busilU'ss is 50( '~ off from a year ago. 

Spot advertiSing has been I!iven the burden of sell ing tbe Eversharp 
razor and blades, .... jth early a.m, news and other programs bring bought 
to hit the nwn while they're rcrnoving stubble. Instead of gold plated 
and solid gold edi tions of the .... riting and shaving implemen ts receiving 
the advertising attemion, the workaday edi tions of Eversharp pro:iucts 
arc being sold on a strictly price basis, 

TItuS far, no ncw copy slant with the typical l\1anin Strau ss-Milton 
Biow· appeal has been developed. Plans to add a home audience partici
pation factor to tlu' continuously successful Take It or U(lt't It have been 
shelved umil tilt.' FCC finally rules on I.\"hm is and is not a lotter}' (Sep
tember 10). NBC (the program is on th is network) will l"Iot accept any 
further gamcs until the COlllmission has made its ruling. 

RUlllors of E\'ershnrp being shaky financia lly arc more talk than fact, 
despitc th~ obvious fact that thc corporation isn't making the profiLS it 
was \\'hell its products were double their cutrcnt prices. With ball P('IlS 

in many caS('S being lo .... er priced than au tomatic pencils, the writing 
implement manufacturers arc hal.' ing a difficul t t ime of it. 

0\1,,,/,,. ,<;/"', ... 16 ,"",01 oJ II" f;,...","",p c..m/~ml' Qlld .\f ,/I"" /1;"'" U M,d '" fA< nJ ... "ui,.~ 
"!I"'I(" ",/".1, I~""II •• f: ... "/~",, "d"'liJl"~. 

p.s. 
(SOI'OI' " The Return o/Ihe Amaleur," SPONSOR, Septemb" 
1941, pa'J OI' 15.) Is the am.leur progr.m upswin'J eontinu' 
in,? Wh,t it the 1I,IuI 01 the ,m,leur pfQ~ram on Itlt_ 
vilion7 Whll m.~u an .meleur prO'J .. m tic~7 

There's hardly a tell-vision stat ion 011 the air that hasn' t at least OIlC 

amateur hour and one or more "tnkn t opportuni ty" programs before its 
camcras. Spotl ight was tumed Oll this fact by the recell t saIl' of thc 
i\lajor Bo ..... es Or(l(il1o/ Am,lIeur Hour to Old Cold on both TV (DUI\ \olll 
net ..... ork) and radio (ABC nct ..... ork). Although the sale is fo r five years, 
as usual the program is subjcct to cancellation at regular inteT\'als du ring 
thc 60 months contracted for. 

Arthu r Godfrey's Talel1t HUllt was a top rated program last season 
and Horace Hcidt's Pfl ilip t\1arris Nig/lt toured the nation with a ne\\' 
talellt search formula that made good lis tening. While a number of 
"Ile,\\, faces," and "IICW voiccs," prcscn tations wcre not successful last 
season. there ..... ill be mall}' ncw ones brought before mikes and ca meras 
durinl! 19~5- 19~9. The desire to "get somewherc" added to the glamor 
..... hich is attached to appcarin~ol1 the air still is a number OIlC entertainmen t 
factor. TIll' secret i)f succcssful amatcur and talent progrmns is f0und 
fundi'nwntall} in the abilitr to pick pcrfollllers \\'ho ha\'e roth a flair for 
cl1tcrt:1ining and a human apP(';I!. Listencr~ and I.·ie\\'ers mUH not only 
cnjoy the t} ros, hut thcy must also ha\'e their hearts lUgged. 

TIll' mall who helps the seekers aftCl' famc ;lnd fortunc is almost ;IS 
vi tal as the talent itself. J-\rthur Godfrey knows how to sell his non-Slar 
talelll. Ted ,\Iack has the dry ul1el11otional stancc that made Bowcs 
f~l11(}u~. I loran' I lddt's cast l'dl him l1S lIluch as 11wy sell thc rcrfonl1ers 
who han' WO/1 thc Ilddt eliminatiol1 t('StS ill cach [0\\11, Likc variet)' 
progr~ll1s, the bl'~t talent search programs f.1ll arart if therc i~n't :111 me 
to ho ld th('111 togethcr. 

1 \' will ~pur il1tcre~t in ama!CUh and will bring ('nough publicity to 
bl'ar 011 thi~ tYl'l' of program so that more ~potligh t ~ will tx> tunlN on 

(PicasI' tum to f!<lgc 10) 

SPONSOR 



* 
Y ou know JnJ WI! know thu Southern p.,::opk.Jre: "dltfen:nt " 

An announcer (or writer) who can really sell ill New York 

may fare \'cry b.ldly In Dixie. And Ihat'5 ITlie of program

Tltmg. roo. 

for 22 years, ..... e at KWKH have collCcmTaled on under

standing the people ill our four-State market. We '\'c learned 

what they like. and whJt they Jon"t like. We are years and 

years ahead of any ~imilar Ofbr.llll:ation in this area. 

The result? Well, take your chOice of whatc\'cr mdex you 

consider best. Hoopers? Yes. The old (but latest) CBS 

Study? Yes. The 8MB Report ? Yes -ask (or (III)' proof 

you Wish' 

50,000 W atts •• C BS • 

sePTEMBER 19<48 

\ 

K 
T he Unllh111l Coroplon}, 

Rcpresenu.uves 

TeXAS 

LOUISIANA 
ArkAnsas 
Mississippi 

Henry Clay, Gtueral ,'vfaTlaga 

Dean Upson. CommerCIal Manager 

15 
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MONEY TALKS 
Money (;dks in m:tny ways. It spetks of progress w hen it is used 

(0 produce new wealth. new convenience. new beauty. In Tulsa 

IllOfH:)' is ( ~dking: th:lt way in a vcry loud voice. And where Jlloney 

is heing cmpJoy<.:d for consrrucri\'(: projects the people in th:u 

area have new money (0 spend (or necessary and luxury Items. 

There is :l great deal of new mone), in Tu lsa today! 

If YOli watH to get YOII,. sbare of this spendable income (ell South

wes terners about your products over the s(;uion Southwesterners 

prdcr-KVOO, Okla honl:l.'s Grc:ucs( 5tation-"homc folk" to 

(he Southwest since 1925. 

HERE'S HOW MONEY TALKS IN TULSA, TODAY : 

S 17,865,900.00 

S 6,000,000.00 

S 2,000,000.00 

S I 0,000,000.00 

$13,000,000.00 

S 1,800,000.00 

Bond issue cxpcndilUrc br the Cit)' of Tulsa 10 

expand water :wd sewer facilities 

Nl'W downlOwn office building Lmder construnion 

New downtown "Hice building under construction 

Major oil compan), rescarch center under construnion 

Com plct!".:1 residential huildi ng this year 

. -' School huilding program authorized 

Tulsa leads all milior Cit ieS of the Southwest in husiness gains according 10 
Deparlillent of Co mmerce fiJ.,:urcs. 

EDWARD PETRY & COMPANY INC ., NATIONAL REPRESENTATIV 

NBC AFFILIATE UNLIMITED TIME 

SPONSOR 



new and renew 

New National Spot Business 
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New and Renewed on Television 
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THIS NEW HOOPER REPORT GIVES 

STATION.PREFERENCES FOR 

MORNING 
AFTERNOON 
NIGHT 

IN 

"IOWA PLUS!" 

C. E. Ilu'lIwr. 111 (,. ha ... jw .. t n ·!t·a" .. cI n /I,", \\'illlt'r. 19111 
l ,i"I"lling Ar,·:t <:"'l'rllg'· Illd,'~ /!il"i ll t! " taliulI-pn·fcr. 
, ' IUOt'" ill till' Iln-"olllll ~ IIn 'a ,,11""11 at IIII' I,·f •. 

TIll' fillclilll!'" ll;'::ilin ~tIIllirlll ,II,' f:wl,.. ,li""!usl',1 h~ 

IIHl ll y prl,\·iu .. ,. "' lud ic .... illt'llidillJ.! all \"11 of Ih, ' fault'., 
IIIHlllal 1,, \\"01 H:ulio Awlil"lI'l' S un t'),., 

l1omill!!!'. \\ 110 ;!t'I ... :~UC.-; Hf th., l,rl'ferclI( '" 'ule..: . 
uj!:,ill,.t :~I r; rur a'i nth.-r 1 .. \\:1 "OllllllC'rei:,1 , .. Ia tiull" 
"ulII "illl" 1. r:.t, 'd I r~ ur lu.: llt-r . S'llI;m/ fJ /-0(-/,\ 9f ~ . 

IJIr·rtwul/$ . \\'IH) j.:et .. 27' ( . !I;!aill"" :t! '( fur l.tl I,lh e r 
In\\a "Ollillwrt'iul ... Ialinrl,. ""ulhi .. ",!. r:lled I"; or 

IIl' lln. S'n';"" IJ !:-,d .• 8e;. 
Eff'llill;.!~. \\ II() ;,:. ' 1,. ;,~(;, a;.:ai II "; I :mr-; for :.1 1 ulllt'r 

I""ll (,,,ltIlllI"r"ial ~Iali,ltl~ f'","llill~'eI , ralt ',1 I ", or 

hellc' r, Sff/f i,m II ,..".", 11 ,,";, 

Top-IIIIIe,h "rol.!:ruIII uti II;':: II riel , .. I:. t , '-" ill (' ""i1Ii.' St'fI i"t' 
111(' 0111 Iwflf'r I"(I"/('~ felr li,..tl'lIc ' r and 1I,hc ' rli~(:r :.Jik t,. 

I~n ' ry bU,\'f'r uf mdi" 
; IIlf,,, ,,,·ly i /I/('N'" f i "I!. 
Fn't' ,'t, l't.'h' r~, 

limf';11 / 11/1'1, ,rill f i lld 1/11' /II'''' If IJlJIJI'r 
" ' rih ' Imlay for ~'ollr ('opy, u r a .. k 

WI"I@ 
+for Iowa PLUS + 

Oes Moines ••• 50,000 Watts 

. ; .. 1. II. J, ,';ol"wr. l'r,,~;. It'III 

I', \, L .. ~.' " 1( .. ,,;.1('111 'htnH/.!.'r 

FHE .. : .\(. I'ETEH~ . 1'\' :,. "ali.".,,1 U"l'r.,.", •• "I; ',"" 
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Write for availabilities 

1240 KC 

NASHVILLE 
.0 

,t.s. (Co/tWilled/rom (>aRc 14) 

talent searches ill radio than {'VCT before. In this case TV \\'i ll lead the 
way. 

p.s. (Sore "T~I.phoniti$," SPONSOR, Jun. 1948, P6!( 38.) 
Will the FCC p.opos.d ru lin!! mun If"t end of t .l.pho~ 

IhoWI? Wh.1 .boul the ntw "bup" nole •• cordins 
deyico: /0' phonu7 

Evell if the Federa1 Cummunicatlons Commission retains all the n:gula
lions which it has proposcd for ghC-;l\\'"a} programs, it ..... ill not materially 
affect radio's usc of the td(·phonc. Most program directors f('d that the 
clOS('r the person in the home is brought into cOn!ac\ with the broadcast, 
the Ix-tter the response of listeners. The (act that the tic hilS bC"cn made 
during the past six months, mostly as a gre:rsed road on ..... hich multi
thousand doliar gi\"e·all.'ays ..... ert' slid 10 listcl1crs, in no ..... ay changes the 
fac t that "-'r. Bdl's instrument is a wry potent progmm device. 

The telephont, givc_away situation is analyzed on pages 30 and 31, 
:l hhough the legal side or tlu' problem ..... ill not be detenninro until the 
FCC'~ fir~al rulings <Ire sellt through the F(><ierai COUTts. 

There's nothing Ilkgal about using the phone in 0011l'('('tiol1 .... ·ith a 
rad io program. It's now legal to T('Cord what is said on {hl' phonr and 
10 play that rt'oording OJ} the air. This change in policy .... '<lS brought 
about by the telephone company"s making devices aV<lilablr whl'reby 
telephone con\'ers<ltions could be transcribed. as long as a "beep" note 
indicated to the persons phoning that the oorlVers.1tion was being put 
on t<lpe. 

It's time, most program men contend, 10 put the phone to .... -ark 
.... ithout any lottery implicat ions. 

Up go the 

Hoopers when 

Kelly calls rem 

\\' IIIC\ G(,II" K,·lly II1. ~ a "a~' nr 
f'akhin1!" ,., "r~' I'b~ ami "alli n!!" it 
(1(·'·lIrHI,·I,. _. a I-.lIa,·]" (or ('ap' 
t1lrin;! all the ,'olur ,tlill ,Irama an,\ 
l,c3,in;: ,11 ,- 1, IHlIt- intn .. ~I,ill'" 

lillgli .. ;: 1",,,1 tn l "'~lr.'" _. _ thaI has 
('~t;. hl i .• llt"d I,im ~'·'· lI r,·h :. ~ ;o\n. 1 
1",·;.1 ~I'·"rt~(·a~tl'r :tlllm;;: ~ta.'".at· 

110111<' , I nn~if'T~. \\'ill. '\' III C ~noll 
In Illalll-. l't II.{' ~I;U,· a,. !Juliana'!" 
finl //"'/ 011/.'" .)O.OOO·"a ll ~tali"lI. 
, ">1 1 {"a n I""nlll U II h:dh' anrl a Im~t 
;.r nther "' 111 C .• tar~· In "i .. allt\ 
bold ~,. Ip,: 1 ,'a,l"T~h ;1' r"T ~ "nr pm,l. 
nl't II.T<IIII;!I,illlt 11 ... ,,, i .. r1all<i. :\ ~k 

yonT J nllll Blair IIHm. 

JOH N BLAIR " COM PANY. NATIONAL REPRESENTATIVES 

10 70 KC 

50,000 WA TTS SOON 

BA SI C MUTUAL 

The Indianapo l is N e w s Stat i on 

SPONSOR 



Paul W. Morency, Vice--Pte$.-Gen. Mgr. Wal.erJohnson, Assistan. Gen. Mgr.-Sls. Mgr. 

WTIC's 50,000 waHs represen.ed ngtionolly by Weed & Co. 



Good pickings 
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Pick a WEEI program, and you' ll get good pickings. 

Like th is: Three yea rs ago, Gibson Art Company, manufacturers of greeting cards, 
wanted to sponsor a show that would suit their sa les story. 
They picked WEEI 's "Uncle Elmer's Song Circle" at 8:30 to 9:00, Sunday 
mornings. Today, 100% of Gibson's Boston advertising budget is invested 
on WEEI - their only radio advertising in any city. 

No wonder more Boston advertisers invest more-and make more-on WEEI 
than on any other station. Interested 1 Call us or Radio Sales. 



Senator Tobey to In vestigate NAB 

rill' National Association of Broadcasting Will be inn'sllgated 
by th~' ~rec i:1 1 IllIl'rstal(' Conmwrcl' 5ubcommiu("(' 0 11 radio 
whel1e\\'r tht.' Senate rl'COIIVlnes, Senator Charles W, Tobey, 
~UCCl'ssor 10 rl't iring Senator Wallace Wh ite as chairman, is I'X

pt.'ctl'd to focu~ his attack on the lobbying activit ies of the asso
ciation, Tohey doesn't bl'l icve NAB's paid-up dues represent 
honest to gcodness sta tions, His investigatOrs ha\'e been asked 
ttl check tlie associ,1t ioll's books, 

Radio 10 Explain New Credit Terms 

Broadca~ t adverti~ing to explain the highl'r doltOll payments of 
articles costing $50 rlu~ is being scheduled throughout the 
nation. lnstallmr'nt credit fumi ture stores, which will find 
many .1rticks thev se ll requ iring one-third down and 15 months 
to Pol}', belie\c the lIew terllls will have to be sold, The rush to 
buy before tl1(> c redit te rms becomt.' elTect ive hasn't been up to 
l'xpt.'ctations, dcspit(, SOfTl(' aggressiw dealer selling of the idl'a 
of huying N:fore the Ill:'W "big" down p.1)'ments 'Ire required, 

Housing law Spurs Insurance Radio Campaign 

Insufallce urj!anizntiolls which have been plallning mon: a~·ti\(' 
broadcast "rublic relations" gfl'etcd the new housing 1.:tw with 
ullrcpre~ .. ~:d hflrriness, The law protects insurance companies' 
inw.;,tm('I1I .. ill lie" buildings, and authorizes higher intercst 
thOln till' pre-k\\,,;'. ,lIld ';1 [; rates. Practically the day the 
law wa~ ,igm'd b) Prl'sidl'l1I Trum:IIl, t"'O insurance coll1pan il'~ 

okaYl-d inCrl'a'l'd adl'l'rtising budgets, J\tajor objective of th~' 
pnll)(JSI;'d caJllp.1iW1~ i~ ~ Iill 10 build up public accept:mn' ()f 
111Sllr:U1n' organi:atioll .. a~ not N.>illl! monopolies, 

West Coast Leads Population Boo m 

L.:IIl',t C\'lISU' figur~'" IlIdic;lt~· that all till' ~Olll figur~'s 0 11 \Vl' ~t 
Co;!'t l"'I'UI;1I1111 iIlCfl.'OI",', ulldere~tim;]ted the Pacific afl'fl'~ 
j.:mwth. ()r~'g(\1\ i, ul' -1],1)'" Gillomi;], -II.JI'j: Washingtoll, 
1-1', florida ;I],.,U ,hllm,:d alll;]:In:,! ~·xpal1sion, 21c ; Ari:onn 
With ~S', alld ;\;~~ i1da With ~i' _ ;11><0 ilidica [~'J a ,uh .. tal1lial 
illcr~';I"" dl"l'ih' -111;11] I1UIlI~'n(;l1 tOlals "ince th~' Slatn had 
'IIMII 1"'l'ul;ltil II' 10 't;lft Itldio i~ kn'ping 1'00n' with till' 
j.!n>lO.lh 111 nll·'t "I th,,· ... : ;Jr,',I', \\ Ith ellifol'ni". ,I' U~Utll. It"IJing 
tl", pdfa.!,' 

Fullerelles Follow Fuller Brush Men 

Although Fuller Brush Company found thnt It s Ill't"ork pro
gralll , mall), years ago, was a gfl-at door oJX'ller, it had 10 drop 
1Ill" airing nccause of cost. With its n('W door-to-door oJX'ra
tioll, "Fullerl'ttes" selling a line of cosmetics, tlll're arc plans in 
till' making for a limited radio C:Ullpaign, If tests work, the 
!>pot campaign "'ilI stress the " Fullercttes" but ",on't forget 
till' Fuller Brush Mall either. 

Farm In come Continues Up 

(A'spite loww prices, farm cash incon1l', in July, set an a1ltil11e 
recurd for that month. August figures arc eXJX'cted to top 
July's. Production is rising faster Ihan prices are dropping 50 

the tr('lld is up. Business on stmions with basic farm audiences 
is also up, perccntage wisc, ewn more than the farm income in 
the areas they ser\'e. Only the farm family collI inues to spend 
more JX'r capita than it d id last Yl'ar, 

U. S. Contracts to Include Ad Budgel 
Despi t(' all previous rulings, there will be an adjustment that 
will permit a certain perccnlage for advertising for fimlS pro
ducing cost-plus goods for the government. Protests, wh ich 
present ly seem to be gelling 1l0wTlCre on Capitol Hill , are 
window dressing for rl'vised regulations. However, on ly the 
firms which are devoting a major part of their productive 
facilities for rl'-annamelll will ~'pr"mlitted an advertising 
budl!ct. Decision may be put off for sc\'('ral months (even 
until after election), bUI it's all set. 

Margarine to Fight Butler Lobby 

The margarine tax-repeal bill, which was killed by nOli-action 
in the last-minutl' rush of bill passing, and which wasn't l'ven 
considered in the sJX'cial session, won 't be JX' rmitted to get the 
ahsc llt trea tl11l'lH next year. A number of firms that haven't 
mutual interests in bO!h bUllcr and margarine fields have 
agreC'd to a public relations campaign that is bound to oRset the 
powerfu l butter lobby_ Radio, especially "unll'n's participa
tion programs, will be used_ 

1949 Income Tax Estimate Hils New High 

[kspitt' tax cuts, thl' official estil11at~- of income tax paYlllcllts, 
in 19-19, is $32,66-1,000,000 as against $3 1,171,000,000, in 19-1S. 
Social $ccurit), ta xes arc eXJX'cted to b(' up $45,000,000 to 
$825,000,000 frol11 $780,000,000. 5S taxl'S are good indication 
that take-hoIlK' pay is continuing up, 

Bolh Parties to Limit Big Business 

Republic,lIls and Democrats both plan a reilillg on big busilll'sS 
sonwt iml' durin{! 1949. It 's possibk that ~me execut ive action 
may be takl' ll by the President before that time, but notwith
standing. it'~ certa in to happen lall'r, Bchind-the-scellcs-powel 
of bi~ bU$incss has reached t lie point where iC"s begun to worry 
Conl!r\'~. Painless action will be taken , and there will be no 
di\,lIrccllwnt action lcorporatiolls beil1~ foru-d to sell subsidi· 
aril'~, etc.}, Cenl'ral feding ill broadcast adwrtis il1g is that 
l1)or,' l11edlll11-si:l' corporations will be healthier than a fcw 
COfl'oTa tiOiIS con trolling the ad\ 'ertising of their subsidiaries, 
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There's a lot more to it than this ... 

an cl 
,. 

ee 

]n e\'cry business friend ly personal relationships are a big help. 

But thac 's on ly ehe beginning of the smcy ... there's a lot more co ie, 

You 've probably noticed chac the people who are most welcome 

in your own office arc chose who nevcr waste your time ... 

who talk yom business <lod know what they're calking aboll[ . 

. \V'ecd and Company representatives arc like chat. 

They sell a vcry good product-Spot Radio - one of the 

most precise and most profitable forms of modern ad\'crrising. 

They sell it ri~lu-for whac it can do for ),011. 

Behind their ability arc a number of qualities: experience. 

associations, persistence. Even more fundamental , perhaps, 

arc plain hard work and rhe experc knowledge it ,gives. 

For these arc the twO factors chac produce most of che resu lts 

most of the cimc , , , the cwo factors chac make 

\\'~c.:J &. Company service so valuable co any advcrtiser. 

radio • representatives stattOn 
nc\\' york boston chicago derroit 

compan y san francisco a t I ant a hollywood 
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Jack Benny h Amerian Tol>.((o ComFNny', most up.,"si~. prog,.m on 1M .ir. Dilling th. ~M seuon Buny rlted hi'll! with lS.MFT 

, 

011 the 
10 .trogrulli ~lIld conllllercial u.tpeul .bere·s 

constunt search fO.-IIUlgic ,,·ords .bn. sell 

There's no " Status quo" in 
tobacco advertising. 1l1ere 

is only a ll(>Ver-ending search for new 
advertis ing approodles. 

Few, indeed, a rc the business fimts who 
arc more conscious of their advertising 
efforts than tOb.1 C'CO firms, Fewer still are 
the American industries that rely on it as 
heavily, o r respond to good and bad ad
vertising campaigns so quickly. The 
great majority o f the finns that comprise 

SEPTEMBER 19-48 

America's $3,252,000,000· tobacco indus
try are fu lly aware of this. 

Only some 60% of the users of any olle 
tobacco brand arc clas$Cd, as a general 
rule. " loyal" smokers. llle remaining 4C¥1 
dlallge their brands or become non-users 
altogether unless advertising reaches 
them. It doesn't take long for sales drops 
to make themselves felt. The average 
span between the time of manufacture 
and consumer Us,1ge is quite short, usually 

• 

r;mg in!! (mOl a month to <l week or less. 
A ('Yo' times in [he past , top manage_ 

ment :,t onE' tobacco finn or another has 
wondered jf perhaps the riml couldn't do 
just AS ..... ell with a little less advcrtisin,l!:. 
Without except ion, the results Iwvc 
shol>.l1 that the bu siness most t o1>.1.Coo 
firms do IS 111 diT('Ct proportion to the 
amount and efficacy of their advertising. 

The classic example of th is occurred in 
1932 10 one of the " Big Three" (Anlt'ri· 
can, R. J. Reynolds, li~ctt & Myers) 
industry leaders. Together, the business 
done by these three fimls. for nearly 30 
) cars, hasacCOl.mtcd for nearly [\\.'O-thirds 
of all the domestic tobacro business. 
TIlerc is a constant . relentless search (or 
<ldvcrt ising and prorllotion devices which 
IIdlJ enaple one fiml to gain a s.11es lead on 
the other. In that depression year of 
1932, business was off generally through
out the tOb.1coo industry. The 10e 
cig.1rette, because of its low priC(', had 
come into its OVo11, and had comere<! 17~ 
of the enlire market. Execut ives at R. J . 
Reynolds decided that their financial 
position would be bettered if they insured 



l' -. 
r 

( 

a dividend that year with money from the 
ad-budge!. So, a to tal of $4,000,000 
(about one· third of the ad budget ) was to 

be transferred, starting in 1933, to the 
"COlltingency resen'c fund," back-stop
ping the common stock at Ihe ratc of 40.: 
a share. 

Sales for 1932, whcn the full ad.budget 
was still in etrect, .... 'ere SJJ,674,8(X). A 
)car lawr, after the re'duecd bud~et look 
Over, sail'S .... ·cre dO'olm to $21,153.752, a 
drop of 37%. 

True, mher tobacco limls reponed 
sa les losses during that particular year. 
Rut the losses were rar less, by comparison 
than the Reynolds' nose-dive. Severa l 
firms, including Amcric.m Tobacco and 
Broy.'Tl & Williamson, who had main 
tained their advert ising, reponed sales 
gainsat tht'expenscofReYfloJds. II took 
Reynolds more than five years of heavy 
advert ising [0 ga in back the ground it 
had lost. No heavy reductions in adver
tising ha\'e been made since. Today, 
it is cro ..... ding American Tobacoo Co. 
for the industry sales leader's spot. 
Reynolds leamed its ad-lesson the hard 
..... ay. 

In recem years, most of the selling 
emphasis by the leading tobacco firm5 h3s 
been on their cig3relte brands. There 
are many reasons for this: Higher stand· 
ard of living, higher wages, increased 
tempo of living, and the emry of ~'Omen 
smokers imo the tobacco-consuminj! mar_ 
ket . Once, there ~'ere many local brands 
of cigarettes. But most of them have 
bcrn absorbed by the big finns. Today, 
about 99% of the cigarette business is in 
nationally advertised brands. Regional 
tastes vary in the use of tobae<:o products, 
like pipe tobacco, cigars, snuff, and chew
ing tobacco, and there are st ill S('vcral 
important regional brands of each of 
these. Cigareltes are considerably easier 
to ~hip and handle, and tht' profits are 
bener. Ad\'crtising has broken do~11 

S('C( ional tastes. 
U. S. Department of Commerce figu~es 

show the trend in production sincc the 
tum of the ct'ntury: 

I.)omo:;lic Toba«o !',oduc!lon 
T "bat. & Snuff 

, .... , (lbJ.) C~ .... I! C'~M .. I1 ... {OJ 

1"'11 j~6.~ ~ 1.000 7.1l'1.ooo,000 .I.H~.OOD.OOO 

IO~~" Jl5.000.000 5 . .1 11 000.0110 ~oo.ono.ooo.(lOO 

"E·\im,nnl 

Howcver, net income from cigarette 
~ It'$ has not made a proportionate jump. 
Por some time now there has been a 
steady rise in the cost of leaf robacco, 
bi~gest single cost item of any tobacco 

(top) Johnny hltipi HOllclt Hltidl ,It It Philip 
MOll il (middllt) Chltltltrfiltld', SUPPltr Club ;1 
Imooth .nd p'oductiylt (bottom) Prinelt Albttt 
glttl thlt Gr.nd Ollt Cpr,!, lift in rur.1 . rUI 
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firm. It IS JOO5o over the 1935 1939 
level and still going up. Ret.1. iI prices 
haw not kept JXlce. This rneans a 
narrowing margin of profit (or the cigar
ette m.1nufacturer today, who must rflake 
his m:mey in \'olul11(' S.1IeS. 

The first 1948 quarterly sa les report of 
ttoe Americ.1n Tobacco Co., leader in 1947 
with net sales of 58 19,631. 122, is a good 
case in point. For the quarter ending 
March 31, cornp.1rati\,'C figures are: 

.\m~rkan Tolw«o Co. Uan.;\la,) 
y~", ~IH :-;'~I !'.ofil 
19H $ 18l,911 .00Il 11,610.000 
19.8 5197,105.000 51.H7.000 

Up: 0011.1r and un.it sales. Down: 
Profits, by $203,000. It is this situatioll 
which has forced the recent penny-a-rack 
price hike among the indust ry \caders ill 
retail sales, and the thrC(!<ent hike in 
\'ending m.1chine price. 

As usua I, the tobacco industry listened 
attentively to the g<>ings on at Americ.1n·s 
annual meet ing, for American Tobacco 
has often been the bellwether in the 
aggressive merchandising oftobacco prod· 
ucts, particu larly in radio. BBO&O, 
American'sagency, now has the ncine-too
happy task of creating new twists for the 
familiar Lucky Strike ad\'{'rtising 
methods. 

There was a tilre when the American 
Tobacco Co. dominated the industry com
pletely, The firm was founded in 1904 as 
a merger of Americ.1n Tobacco, Consoli
dated Tobacco, and Continental Tobacco . 
But in 1911 , the SuprerJ1e CoUrl declared 
it a roonopoly. The finn was dissolved 
into 14 companies, among them Ligb'Ctt & 
Myers, R. J. Reynolds, P. Lorillard, and 
British-American (Brov.'1l & Williamson). 
Today, these firms arc among American's 
top competitors. 

It was not unti l the late 20's and during 
the 30's that Alnerican Tobacco climbed 
again into the top brackets, with the late 
George Washington Hil1 in the dri\'er's 
seat. His genius at in\'enting se lling 
slogans, his loud ukases to his ad.agencies, 
his detennination to run the radio shows 
he sponsored have made him a legend. 

ATCs entry into network mdioin 1928, 
under Hill 's watchful eye, with the Lucky 
Strike Dana Orchestra, set the pattern 
that later became Hill's pet, the Hit 
Paradt. The 1928 show featured the 
loud, boUncy music of maestro B. A. 
Rolfe, From the start, the comrnercials 
were strident, aggressive, and plentiful 
during the hour-long show. Listeners 
howled about the commercia ls, but began 
to buy more and looTC Lucky Strik{'s. 
Later, Hill's famous slogan : " Reach fo r a 
Lucky, instead of a s\'\1!et ... " was the 

j 

• 
-~~ .... 

Chetierfi eldt (N .Y. G i.nts TV sponsort) h.n no billboard competition /0' vie .... en to see 

(Please turn to page 94) Bob H ..... \.. mOnt C.mels If ..... 11 .1 the ,.Is Jo SII/ford model, • (he't.rfield biovi • 
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Give-away quandary 
TII4~ •• rublel" is fur I!r'ell" r " 

to "run- the lillc 011 u,,·urds. ulthungh thut .nlso 



where to 

WISH-BOWL 

Practically a ll give-away pro
grams 011 the networks have 

been cilL'Cked by the postoffice and other 
Federal authorities as not being lotteries. 
Most kxal programs with 11 give-3\.vay 
slant have also gone through the legal 
mill before being aired. There are very, 
very few contests or offers on the air 
which have not been weighed against 
existing interpretations of what is :lIld 
what is not a game of chance. 

The proposed Federa l Cornmur'ications 
Commission regulations as to what, as thc 
Commission sees it , is a lottery is a uni
lateral pronouncement. It has already 
had its effect in a number of advertisers 
deciding not to sponsor programs that in· 
clude a telephone game. Big corporations 
can't afford to take chances. The mere 
fact that the FCC has proposed a certain 
ya rdstick for measuring whether or not a 
program is a lottery has had its deterring 
effecl. By announcing tha t a hearing 
WIll be held September 10 to decide upon 

its uHerpretation of "lottery" under 
meaning of a section in the Communica
tions Act o f 193-1, the FCC has effectlvely 
held up a number of sales of give-a 'ol.1l.Y 
programs for this fall. There is, point out 
a number of radio attorneys, nothing new 
to government by publicity, and the 
FCC's announcement of its proposed 
rules and regulations is a very effective 
bit of publicllY. 

Radio producers point out th:n there is 
only one section of the proposed rules that 
presents a problem to broadcast adver
tisers. Several others will requ ire changes 
in the brcadcast format of programs, but 
they ..... ill not interfere materially with the 
appeal or entertainment value of the pro
gram. The one paragraph whirh will 
make it difficult to give the sa me suspense 
to telephone gtve-a'ol.1l.Y programs that they 
have currently is number four of dIvision 
(b) of the proposed regulation which is 
labeled Section 3,192. 

(Please trim 10 pagr J 10) 

1, It'~ g,ullo win Iho~e ~ilver dollars 

2, John Reed King "gives" and. winne, " t.kes" 

3. "Strike It Rich" aslu plenlY of queslions 

4. "Ladies Be Sealed" loads them down with multiple gills 

5. ABC has • wish·bowl 

6. There's fun bUI no fortune in "Winner To1ke All" 

7. (Iefl, cente, lOW) "Gland Slo1m" IlSes. Fish bowl on CBS 

8. "Hilthe Jackpot" uses I.ddel .nd golden dool 

9. Siunts mark "House Party" .p." 

10. Hectic phone adion is part of "Three for the Money" 

11 . Bob Hawk il apt to lIo1ge anylhing 

12. Gifts nood slo1ge 011 "T,ue or Fo1lse" broo1dtasl 

13. "Honeymoon in New Yo,k" sticks to simple presents 

14. " Oueen for. Do1y" sta,ted "esc.pe" formulo1 

15. S.die He,b is a p,o/ession. 1 go1te cruher.l gift .irings 



PART THREE 
Of A S£J~IES 

AD VERrl'ISIN G NIAN A GERS' 
C~ .. rre ll. lI e4 ~d (ur c.ls .. .. r e ;::ister thinking forces 

"Advcrlising's first job is to 

5('11 merchandise. Too man), 
broadcasters want sJXlnsors (0 consider 
other (:IelOrS besides radio's <1bi[it)' to 
movc products off the shelves of re
tailers." 

This statement by a soap company 
cx('Cutivc with a $3,000,000 advertising 
budget re{]C'Cts the laments of many 
sales-minded CXecutiVl"S among "wnufac
Iurers. It ('specinlly expresses current 
thinking among ad\'cniscrs .... ith mass 
appeal products and budgets of $],000,000 
or under. Onl)' among great multi
million dollar corporations, like General 
Foods, do broadcast ad\'ertisers want to 
accept public ~(,'r\'icc respoll~ibilitks and 
not weigh broadcast advertising results 
100% in terms of dir('C1 sales. At the 
Silme time, it is tr...1e that many of the 
ad\'ertising managers with fabulous bud
gets h:l\e both ears tuned to the cash 
register :md not the long t('n11 idcolo~ical 
aspects of broadcast merchandising. 

Thl' advertising managers who most 
lament the responsibilit il.'s which broad
ca:.t advertising wishes upon them arl.' 
frequently the \Cry Solme exccu t ives \\00 
think of radIO as their Ilumtx'r one selling 
vehicle. Constant pressurc upon advefJ 
tising managers from the Ad\'ertising 
Council as well as major stockholders and 
top managtmtnt has irrita tC'd the men 
who have to make advertising sati sfy 
So1ltS m:magers. The)' want bnJadcasting 
to tah' them off the l'por. to do the major 
job of ruhlic service \"thout rCCnurse to 
commercial tlille. Thcr ponu [0 the use 
by WeBS a...:. Y.) and a numh(,rofother 
stations of publiC l>('r .. il(' annOUIlCCll1ellts 
in sHltion break tiITll.' as an excellen t 
cxampk of how the inuust!} itself can 
Justify its Ul>(' of the rublic's air. 

Many ad\l.'rtising ma/lal:er~ havc also 
been forcN to u....: part of thl'ir blnck and 
white and billhoard sp.1ce for "cau~," 
but they aMl't censun-d If they don t, 

" 

"If J don't schedule:1I1 Advertising Coun
cil recommended camp2igr on the air, I 
suddenly find mysef looked upon as a 
Philistine. I know that we have to se ll 
the Americlll1 theory of free-cnterprise, 
but I feel that we can frequently accom
plish it best by doing a good job for our 
customers, employees, and stockholders. 
I don't believe that what we did during 
the war should set our advcrtising pattem 
for the rest of our business lives," is the 
way one candy manufacturer's ad-man
ager, with a $2,500,000 budget, e:l:prc5S('d 
himself. 

Another soap advertising executive 
after a (three hour) long lament, added a 
disclaimer 10 the effeCi that his aches, 
caused by the pressure for public service 
announcement time on his program, 
\."eren'[ the fau lt of the broadcasting in
dustry as much as thcy were the faul t of 
the ad\'crtising fratemity itself. "We, 
oursch'cs, opened the nood gates of free 
time on commercial programs during the 
war. Wc're finding it practically im
possible to close them now," 

Another major lament, and this plaint 
is played by all segments of the advertis
ing fratemit y, is that the men who sell 
broadcasting talk about everything but 
its ability to produce s.1Ies. "It's amaz
ing," said a P&C executive, "the older 
radio becomes the less it's prone to talk in 
terms of 10\.lo'-<:ost s.1Ies. Even you people 
at SroSSOR don't cOllle lIP too often with 
the ad\'ertisin~ COSt per item as you did 
in your B.1b-O rCport. I know it isn't 
poSsible to ascertain how much it costS 10 
~II a bar of soap or a p..1ckage of soap 
powder wlwn more than broadcast ad\'Cr
lis.ing is lI!'Cd, yet there arc confidential 
facts that can No obtained (SPOSSOR has 
published many such figures in the past 22 
months) and made :l\'ailable to prospec
ti\'(' and regular ad\· .... niscls about to 
introduce a ncw product. We at r&G 
won't make fi~ure~ available but ... " 

T he r &G man hit, right on the head 
broadcasting's inability to deliver these 
days the result facts that were delivered 
during the early days of the medium. 
Practically all pioneer users of broadcast 
ad\'ertising were so thrilled by radio pro
duced sales in the thirties that they were 
will ing to open their books to broadcast
ing. Those days are gone, No"" most 
firms that unco\'er outstanding results 
through any advertising medium think 
they've unearthed a new golden lod(', 
which they want to stake out for them
selves. The result is that network and 
stat ion representative contact men seldom 
have "results" to sell. They ha\'C to sell 
"listeners," "coverage," Hooper3tings, 
and any and all other indications that the 
public is dial ing, 

There are e:l:ccptions, Stations in rural 
areas where direct mail selling \'ia the air 
is an important p..1rt of the broadcast 
advertising job do ha\'c facts. A number 
of outlets like WNAX, Yankton, S, D., 
issue, at frequent intervals, a detailed re
port of mail sales. II's possible to check 
week by I.\cek, month by month, just how 
effective these air mail.order producers 
are. The gripes that ad\'ertising man
agers ha\'e about the lack of result stories 
naturally don't apply to Ihese stations. 
The biggest laments of ad-managers arc 
directed at the networks~and it is the 
networks that ha\'e the 1110st difficult job 
obtaining, from the \.'Cry same ad\'ertising 
managers, the factua l stories of their o\\n 
sponwred programs. 

"\\,hy the networks can't e\'en give me 
figures all the results of indi\'idual mail 
pulls, contests, and offers when I ask for 
them," \\'as the way a (ood e:l:ccuti\.'e con
cluded his lament interview. 

"Man), of Ill)' friends who labor in [he 
advertising \'incyard," statcd a tobacco 
merchandising authorit)" "complain 
about the lack of current m.1rket infonna
tion which radio men make a\'a ilable. I 
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seldom agree !, ... ilh their gripes. Markel 
information is something that the sales 

. and promotion departments of manU[.1C

turers should develop themselves. Of 
course. the field of tobacco merchandising 
is different from others. All that we have 
to do is to check current banking and 
census figures and we can determine what 
any area ought to produce in tobacco 
sales. 

" I have always thought that the de
tailed studies that newspapers released on 
block-by-block buying habits in a big city 
increased my advertising costs in news
papers, and since these studies can't be 
done often enough they ought to be 
dropped. This doesn ' f mean, " he con
linued, "that the annual market studies 
of buying habits curren liy being made by 
newspapers aU over the U. S. aren' t a mun 
\\.ith us. We love and fear them, We 
love them when our brands come out near 
the top, and we fea r t hem when we're an 
a lso ran, In theory we know the informa· 
tion the surveys reveal, Factually we 
only know how much of our own product 
goe~ into the market. These surveys are 
as much a public opinion research s tudy 
as they are a product.use index. If a 
family records that it is a user of a specific 
product, it not only uses the product , but 
it wan ts to go on record that it does. 
That's consumer opinion as well as a 
buying fact. 

"When 1 buy spot broadcasting I do 
want some limited market infomlation, 
It 's more in the nature of coverage than 
market data. It is difficult to correlate, at 

all t imes, our own figures on potential 
buying in an area covered by a station , 
since there isn't a sta tiOIl on the air, that 
I have ever heard of, that is lis tened to 
on ly in an exaci sales lerritory eSlab· 
lished by an advertiser. Stations can 't 
stop their signals a t 11 state line j ust 

(Pltast IIml 10 pagt 81) 
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, wurels til IHa n~' :lI-WIH'il' ... 

,. "l-H'IH'Y 1I1l'" w h ll .'""" I r"I" :1'"('011111,. f ft 'q II~'" II Y I rl 'a I 
at l'l·r ti,,;in;.:: Illanagcr ... :/"; f,l li l,t, I10y" 

.»roltleIIiS " 'iell broud.·usting 

I , TIll' ilHhl"lry i" 1111' 11i. .. illll'r.·""'11 ill r.uliu'" "" lI illl! 

i lll l'al'l 

:!. Tall 'nl I'Hllliuut,,, 10 he hi).!h "ril'cd 

:~, Sl aliHII" :tIHlllcllOork" lIH1kl' lilllt' dfllrl I .. l'f"'11I"fall' 

in "il lt,,,, IlrtJlllOliuli IIH'c lin~" 

I. Hadio ""11", "pol brmu l, 'a"lil1g "llU r l 

5. ClUlIl'ai:,;"" frl " ]l1I'1I11~ ,,\:Irl till I .. ·jth grl·;,1 prlllllll+ 

liollal fallfart', and nnlhin;! h"I']lI'II" d"ri,,/! IIII' n ·", 1 
IIf I lit, s.·rit· ... 

6. S IUlIl ,.,.,r . .,hip of a prtJ;..:ralll lal\uht,,, 100 Ilwny f:u-Ior" . 

in :ulllilion Itl IIro:"h':I,,1 atht·rlisitl).! 
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Is your radio show 
RIGHT for TV? 

It olll~' . ·o s .s 10 .. 1-"% "lor4~ '0 

ltl.l ,,-ill die uudie llce like if? 

Radio progrnming C,m be
come cffcctiw visual air 
cntcrtainrn('nt. Many lead

in/.! ,l!r ad\<.'rt;sers arl' now dressing up 
their radio shows with all eye to sirnul
tam.·ous TV-radio broadcasts. Gulf Oil is 
tTying Ih hand .... lIh a simultaneous wr
sian of ll 't The /'ropl" 011 CBS·TV, Fire
stone has experimented with Voice oj 
FiT('slmlc on NBC-TV, 110m &: Hnrd:ut 
(Plulnddphia) regularly scans its hnrdY· 
J)j,:rcllni<l 1 Childreu's Hour fin WCAU·TV 
whill' airing it 011 WCAU, and both NBC 
and CBS haw brought suslnining sym
phnnic programing to TV screens as well 
as mdio kludspcak('rs. Los Angt.·ks 
vicv.ns havc'ho..'cli luning Don Lee's It'll" 
caSlin/.! of scveral Il(lll)'w(',~-orii!inat('d 

MutUill radiu show~ for ~ol11rtime, 

rrnrn the standpoilll of COSIS, si mul
lan~'(jUs TV -radio ~hows, or "!i'lIllulcasls," 
a1; ~onJ(" <Jr,' calling I1lel11, can be a ~ub
~lallti:il blldg"t hdp, VIli,'o Ctl~IS for ~uch 
show< .. ddcd 10 exbting r.1dio fees in
Crl';l'o\.' 11K' :in'rage radio program budgl'l 
aboul 10 15t

, On a dnl1'lrs-and<"nls 
~~i~, thl' ~I'ol"'''r \o'ho ail"o hi~ !iho .... 
1;imullanl'uu,ly in Ih,' t\,l,O air lH('dium~ is 
n'achin}! hi<. TV \ IC\O.l'fS al Ihe IowcS{ 
I'0"-'Ihk co~t_ 

111fll' \,1,111 N' 110 o\o.:ml!:ht 111:1"'~ cnlr} 
of mdio ·h()w~ inln TV F,'\,I,CT Ihan one 

out of ten proW:.ms now in radio arc or 
can be madc visual. The majority of 
radio shows will n('ver make good TV, and 
putting them bcfor(' Ihe camera, TV pro
ducers aWl'C, will only ruin their efleet h'e
ness for bol h mediums. 

Alllal('Ur and taient shows, like ArlhllT 
CodJrl'Y's TalC'11 SCOUIS, Horau HeidI, and 
Ttl/wI jllckpol will have the least troubk 
making the Imnsition. l1ighly visual 
audi,'ncc-particip.1tion shows, like Tnll!! 
or G)lJscqul'lIces, People Are Fwm y, and 
Cowlty Fair will be able to make the 
transition wilhout major TV overhauling, 
Serious Illusic t Telepholle HOllr) and popu
lar music (I /il {'arm/e) arc j..'OOd poSSibili
ties, as nre short newscasts (Bill Henry) 
.md SCIllC situation comedy 5hows (BlolI' 
die, Aly Frimd Irma ), Daytime SQ.1P 
OJX'ras, evening dramatic shows (Lux 
Radio TIII'IIIer, Ford Tlll'al('r"), collledy
vnriel}, sllO\\S (Bob Hope, FrClf AI/ell), 

strn ight quiz shows, nnd mysteries ",ill lx, 
extremely difflCUll, if not impo~ible, 10 

air simultall('()u~l)' in radio and TV. 
Sports and special e\"('nts arc a caSt' 

unto th(nI!'C1V('s. While it is virt ually 
impm:..-;ibk 10 do a ~ports br{).adcast simul
lall<'oosl)' ror TV, the u~ of one all
nouncer for radio (\\'h ich nccds a fast, 
rapid,fiTe pace for ~I"oru) al1d onc for TV 
(which nl'eds :In inlll11ale, unobtrusive. 

"Th. Ho.n .nd H.rd.tl Child •• n', Hou." i, .:Ion~tim. 11V0,;!. 
on WCAU. 11'1 now lun .nd hutd on)WCAU.TV .1,0 

,. 





To~unini, with NBC Symphony, p,ov"d how wtll ,ighl.nd sound w"d For .n E",,,, b,o.dcul Flinton" .dd"d • visu. 1 touch for vidto 

IUllIll:d Hrhi01J.!l', ~rortsca~tll1~ styll') 
~,ohl:~ thl' probkm. This docs not hold 
trUl' for otha (orms of air <ldvertisinp.. 
Taknt co<,tS \lould jump sky-hip.h on 
1Il1"t radio $hows if two setso( tall'n t rer
...:nod \INC uloCd. Also, the low<ost ad
\amag('s o( simultaneous broadcast in!! 
""fluid h.> IoSI, 

11K' 1Il.1jnr adju~trnent for simultarn.'ous 
1I1nn!! hilS to be 1llo1de in Ihe mailer of thc 
"ho\l's p.1ce. I( it is slowed up too much, 
(or the benefit of viewers who dislike 
"talky" Il'le\'ision, radio effectiveness is 
lust. If a fast dialoguc pacc is maintained, 
for the benefil of radio lisll'ners, the visual 
impact is Tl'duc('d. 

Since most radio .... m.1teur hour" pro· 
~mm<, lK' somewhcre Ix,tween thcsc ex
tremel>, th('y mak(' gced TV, Lou Geld· 
Jx>rg, predllcer of lorillard's Original 
Allin/tilT Hour and veteran of years of 
radio laknt ~hows with Major Bowes 
:-<I)'S "I am 1001"; certa in \Ie can do such 
~ho\ls in radio and televisicn simutt<lnc
ou~l) .. 

Ahhrugh P. Lorillard Co.'s rec('nt pur· 
chase of Original Ama/cur Hour (01 ooth 
radio and TV isnot a simultaneous oper<l· 
lien, il cears 011 1 Prcducer Coldb:-rg's 
thinking. Lon liard is due to stall sponsor. 
ship ~l'ptember 26 cn a mnc·staticn TV 
chain (par t li\"c nct \I'ork, part film record
inllS) wilh a fiw.yc<lr m nlract, The radio 
wrsion, startin~ thre(' days later on ABC, 
will ce essentially a radio caroon-copy of 
the sho\l that TV \'iewers saw and heard 
tt-e previous Sunday, Goldl::erg fc£ISCi'r
tain that the famous talent·search sho\l', 
ccmplete with the audience \'otin~ ar
rangements. honor ci ties, etc., as in the 
days of Major Bowes, will ha\'(' equal ap_ 
re2l to audicnces in I::oth mediums. Only 
the cctrn'crcials will have to ce different. 

Coldt:erg made e)llensi\'(' e. I. re
cordings of his TV '~how 10 prove this 
roint. Afler listcnir:g to the audio-alenc 
rorticn of Amatwr Hcur 011 a playback, 
!he entertairn:(n l l1ualit)' Irat has m<:c!e 
this Iype of shew ro~ular with r<:dio 
IliHener~ i~ :;pp.1ren!. It is true that his 

current Amateur Hour was built for TV, 
but it \I'as built a long standard radio lines 
with a minimum of fanc), TV staging. 
Go ldberg admits that certain aclS that 
make good TV, such as baton.twirler", 
mallicians , pantomime roUtlllCS, Ctc., 
can not be used effecllvely for radiO. 
But, Ihey are a small percentage of th(' 
acts Ihat apply for audi t ions, The 
majorit), of the talent appc?rinll on his 
show appeal both to Ihe eye and the car, 
Such shows need a minimum of rehears;'Jl, 
since no aCI ~!arts fmm scratch for it~ air 
debut and is usually \lell·rehearsed before 
il comes into the studio. The problem is 
mainly a matter of introducinll the acts 
effectively, and timinll and rutting occa· 
sionally 10 fit the program length. Cold
berg's hour.leng TV show takes only two, 
and·a-half hours rehearsal in the sludio, 
about one· third the lime needed fot the 
ilwrage hour show in radio alone. When 
asked if all radio lalenl sho\ls of this tyre 
\lilI make Jilood T\', Coldberg sap: "Ye~ 
and no- bU I mo~tl~ yes." 

"Lit'l H ... " Fun" i, .1 good with sighit .ddtd .. it is .. ith sound .10n" Unci" WIP (Phil.dt lphi. ,.dio ,t.ndby) .ppul~ to th" "),U . 1\.0 

, 
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Audience pmllclp..llion progra l1 ~ hilvc 
10llg been among those radio shows with a 
heavy dcm.lnd for studio-:ludLcnce ticket!>. 
11ley have considerable ViSU.1 1 appeal 
TIle ben er ones, like Ralph Edwa rds' 
TOC arc vi<k.'() " naturals:' They usc 
plenty of "~ua l gags. But, ill rlla king the 
dwnge to ~' muhaneous TV·radio, n'Ost of 
them wi ll run into dilflCulties. The ideal 
radio gag lacks visual appeal. and a com
plicated TV gag needs too much explana
tion for radIO. Olaries Stark, lI,ho pro
duces both radio and TV !.ilOWS, has sug
gested that the addi tion of an off-stage 
master of ceremonies who \Oo'Ould only be 
heard by the rad io audience could explain 
many visual gags, without adding con
sidera bly to the over-all cost of the pro
gra m. He .... "Ouldn·t slow down the TV 
presentation either. Stark adds thnt the 
best TV audience participmion shows are 
built with the visual medium in mind, and 
th,lt merely televising the average rad:o 
audience part icipmion show is no answer. 
The bridge betW('e1l radio shows of t his 
type and TV cnn be m.1de, but compro_ 
mises a re inevitable. 

Gulf"s W~ Tht People, which comes 
close to being an interview·audience pM' 
ticip.1tiofl type, ran in to a whole new sct 
of problems when they started simultane
ous TV·radio broadcast ing. For a while, 
the show su ffered a d rooping radio rating 
as a result of slow_paced visual acts. 
f\ lany ideas hatched in Young & Rubimm 
(Gulf's ad agency) progra m sessions had 
to be tossed out. It was found by pro· 
ducer Rod Erickson tha t whenever one 
air medium was favo red too heavily, the 
othe r med ium's ra t ings took a dive. Now, 
Gulf and Y&R fed that they ha ve struck 
the delica te b.1la ncc needed to be e ffect ive 
in both. Performers work dose to the 
mikes to avo id "dead spots." Scripts are 
used wherever needed to keep the flo w of 
.... ,ords going smoothl}'. Product ion has 
been simplifled, and commercial tech
niques (such as using fi lm·plus.narration. 
giving both aud io and video sell ing effec· 
t iveness) have ~n .... ,orked out . 

As SPONSOR goc5 to press, Gulrs T V 
ra ting is an upper.bracket 3 1.0, and the 
rad io ra ting is 6.5, abou t average for the 
show. By adding rough ly 1 5~ of the 
su aight rad io program budget, Gulf is 
now readl ing (accord ing to Y& R est i· 
ma tes) nea rly a mill ion TV viel/o'Crs each 

• Tuesday nigh t. 
Even as Gulf fo und out that tOO much 

of anyone net is a viewer cll.1SCr, TV 

~ 
neW~LIIe lL ft'el that v I ~ual Llewsc.1~ts (1m· 
Ilot be merely televised raulo IIc~ca!;ot:;. 

The latter should contaiu at least two
thirds visualm.1terial (other tha n GlIllL'ra 
sllOts of the ne ..... Kaster him ""If) pill" 
narration. Veteran CBS nC'WSGhter 
Dou~ Edwards, who dOC's both radio nuJ 
TV news rcportin~, feels tha t short nl' ..... »· 
casts of 2·minutes to 5·minutes in length 
can &'0 illto TV with little changing, but 
doubts that tht.' public's inteR'St can be 
sustained, wi thout TV window-drt.'~lIlg, 

for longer periods. 
"A colorful columnist like Wmchell ," 

says Edwards, "might b'el away with it, 
but that stacca to radio style would be 
pretty I/o'earing to a television audience, 
unless he broke Lt up wi th a film interview 
or SOllie o ther visual device," 

Ed ..... ards fee ls there is a place also for 
the reverse of simultaneous radio·into ·T V 
broadcasting. He states thnt building II 
TV newscast, then piping the audio por
tion 10 radio is simpicr than the other wny 
around. Edwards explains that TV news· 
casters can work in radio eaSily, but rad io 
newsmen are not a lways suited for TV. 
Only a fraction of the radio newsmen 
auditioned by CBS n"lke the grade for 
TV news. 

Probably the biggest headache in the 
simultaneous TV broadcasting of radio 
shows would be in t he handling o f drall"l , 
both dayt ime and evening. No radio 
dram..1tic show now exists thn t could stand 
up under constan t weck·to-w('·ck telecast· 
ing. Once the novelty of seeing ..... ell· 
known air performers wears off, chances 
are the program will fa ll flat. 

B.1ck in 19·U- 44, Lever Bros. eXllI:ri· 
lIlented with TV versions of t\Oo"O of their 
daytime soapers, Big Sisler arid Alml 
j ellllyon New York's WABD. TIle pro· 
ducer of {ht.'SC Lever "pilot opcratioLl~" 
was Lee Cooley, quick·thinking TV 
director, now with McCann·Erickson . Of 
these t wo shows, Cooley 5.1YS: "TIle pic· 
tu re was the most important thing, and 
the sound element was supplementary. 
T V is oot eavesdropping on a radio slIOW. 
Video drama needs all the clements of 
acting-body n'Ovements, stage business, 
props. pantomime and so rorth and thls 
applies to soap opera as well." Ccoley 
does not rule out the possibility of domg 
SQ.1P operas simultaneously ill both 
mediums. "BUI," he s.lYS, "it would wke 
a terrific writer to be able to straddle the 

( Pl('ll~ turn to page II .. !) 

When " We the People" op ened on TV atlhe la me time il was b.oadUlt over th z re9",1 .. CBS 
network ,I WI! poor teln ision. TV slowed up thf radio v(!sicn . It'$ o~.y now. (Openi'!;l 
orogram pictures top to bOllom) Fred Allen rehu.sing. The ";sul comm • • ci. l. N.ture Boy 
himself. St.n in the .... dience are sunned u the y .rrive for the TV premie.e ~t CBS PI.yho lie 
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Wilen lime .!lolted "Skippy Holly .... ood Tllu!C," on WEAF (no ... WNBC) wun't good enough, RO$elield p.cking Comp.n.,. .... d 10 IIo.ori to CI'CI'C 

N obody tops 
Ilosefit·ld . Iuckin;: CO. d.·cide d t hu' nlarket-ht-'IIUrket 

r.ldio e XIUllis ioll . ·ould 1',fIY. lIere':'s 'he llnl.lzing s'or~' 

e Ro!'Ctidd P:u:king Company 
•• pr()("('sscs one product-Skippy 

Peanut Butter. 

For ovcr seven years it has uscd olle 
hm:1dca~til1!! form mllian;)i spot and (or 
Ih~ PO'''! six }'c:Jr~ JUSt 0 111' program 
Sbf>J>J Hol/yltood TheM!'r. 

Rn"l:f}('id dues more businc$ with its 
011(' pmducI Ilwn any other food fiml 

\\ilh a ~il1gll' product S2.i~ of a ll 
JX',IIIU! butter ~ll('s in man), of the 
m:1rkcl~ in which SkiPPY IS distributed. 

The talc of Ro!'C.'f"ICld might well lx- the 
pro[olyrx' of all Aillcrican frt.'c cotcrprisc' 
The gmv.,h of the r;lckil1g company has 
~,(:('11 m.ldl' ros."ibk h)' Ihc plowing back 
,'f a ~tlt>Stan llal portion of its profits each 
vcar. Tht'rc has !x-en no outside fi nanc_ 
mg. At olle ~ta/.:(' in till" e)'p-lmion of 

" 

Rosefield there was insufficient capita l to 
invade the l\ lid .... ·('st, and Ceod Foods, [nc., 
a Kuehn (amily corporation in Minne
apolis, was franchi$l."d to process and dis
tribute Skippy Peanut Ruttcr in sevcn 
statcs· . Thcy still hold this franchise . 
Thc Cood Foods product is idcntical with 
Roscfield·s. Adwrtising is handled by 
thc same agency. To all intents and pur
poses, Cood Foods is a branch operation 
of Roscfield. but financially It 'S lOOr;; 
illdcpcndcnl. Good Foods is the only 
manufacturing organi;ation which dircct
ly has been pcmlitted to ca~h in on 
Skippy's growth. 

The Rosefit'ld Packing Compo1ny has 
Ocen in business owr 30 years. With 
peanu t growing J,!cnemlly TeS lTiCH'd to 
VirJ,! inia and more recently Texa~. it 
R"em~ ama;ing that the Roscfield head· 

quarters is in California. It is not widely 
knO~11 that for many years most peanuts 
used in the U. S. came from the Orient . 
It was on ly through specia l govemmental 
aid and tariff protection that this country 
was able to grow a substantial part of the 
nation's consumption . During the p..1St 
war a si;able subsidy was paid peanut 
growcrs and processors. Peanut acreage 
harvest ed has gTOlln from 936,000 acres 
in 1925 to 3,18],000 in 1945. The crop 
has gTOII'l in value, during this double 
decade, from $]2,525,000 to $172,021 ,000. 

Although official figures arc not a\'ail· 
able, currellt production of peanut bUl(er 
is said to be at the rate of ]50,000,000 
rounds a year, ~;th most of it sold withm 
the 48 st.1 tes. 

or", (;..,J 1'O<Otb. ' .,,,,,,~" II j..."".j~. /II,,,,,; •. 1_. 
If", ,,,,oIg. ,',,,'h ~"J ."",,'h 0".",,,. ""J S...brn .... 
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THII II AN ADVERII\EMENT fOR IKIPPY PEANUT BUTlER 

(Al Unltappy peon",t, 50d becov •• ,I "" I UP 10 Sk,PPY OIo"dOfd. 
SI"ppy ' lllo~of" the I,.., . ..... oh,.,o' 1\0"'0' olrh. pl"mp,", .,Ieeted, 
I ••• hly '0001'0' ptOnul. 

(a , a orta'" of 'he 10. Where S~'PPY OlDy. I.u" .• weel ono' eo\,ly 
optead .. ght dow"'o !I.e "'''1' 10" '000,,1,,1 at 

Ie ) T~ 0,1 on<l Ih, peanut mea .. Ofe ladled 10gerhe. 10' leep> In 
S~,pPy "eve' 10 .. pa,ole 

(D) RD ••. S~,ppy"l,elh. ,weel o.omo .. mlghry I,,~ (I 

( I ) Pool 0' "ooti"Sf oil, r,l e ,h •• , "" I Oily 01 '" Sk,PPY 

( f ) futl . fuel Ile peon"". you. I,~. Sl,PPY' 

(G ) ril ••• Sl,PPY (ome. In "'01 ~It. (I) Creamy Ityi.e ond (1) Ch""l 
"yle 

1M) Sl ,PPY" ... odt by (I new •• cI",,,,,. p,oc." A"", (o""d.,.d 
d,aWlng 0 11'" .... bu. could .. , llano' 'he pun, .0 drew go"Uo 'nu~d 
Doe." ', "e in v.,y ""II, b", " •• (I b.g brute, "~n', hef 

( I ) (".rywllere. la(allan al gaad laad "a'e> .ha. 
~e l l S~.ppy 

·"If YOU UKE PEANUTI, YOU'll UKE IKIPPY" 

.Ielll"nt broldullin,. ""1100n 11 PIO,"III found. ,ood lilll" Ipol urd (.mp.;,n W.1 dropp"d 

It was seven years ago that the Rose_ 
fields found radio. Looking for an adver
tising vehicle, J. M. Rosefield. who 
doubles as sales and advenising manager. 
discovered that sponsorship of SIIpernUtn 

was available in San Francisooand Fresno 
and bought it . It later bought half spon
sorship in Los Angeles where the other 
sponsor was a bakery, which provided 
a natural. tie-up. For a year, Super
man proved that among his accomp
lishments he was a super peanut 
butter salesman. But when Rose
field planned to expand radio advert ising 
to other territories, he found that Sllper
man wasn't available, due to prior com
mitments. 

With Superman, Rosefield acquired an 
agency, Garfield and Guild. advertising 
representatives of the cosponsoring 
bakery. (They have re«ntly shifted to 
Young & Rubicam. San Francisoo.) 
Walter Guild. G. & G. executive, person
ally worked with J. M. Rosefield to de
velop a program which .... ,ould be reason
able in COSt, would belong to Skipp)', and 
would permit unlimited expanSIon as 
Rosefield grew. He called in C . P . 
MacGregor, established transcription pro
ducer, and Guild, Rosefield, and Mac
Gregor decided that a half-hour drama, 
produced in Hollywood with minor screen 
names and experienced radio talent, 'II:as 
the vehicle for Skippy, 

The program was christened Skippy 
Hollywood TheaJer. MacGregor had the 
reputation of producing effective low-cost 
transcribed programs. His deal with 

SEPTEMBER 19"8 

Rosefield was that the program would be 
made available to Skippy in all territories 
as it expanded. Rosefield and the a~nc}' 

agreed that the sedes, withoUl the Skippy 
name, could be sold to noncompeting ad
vertisers in all areas in which Skippy .... ·as 
not distributed. The program was un
abashedly a no-star Llu Radio Theatl!T . 
Cecil B. DeMille was mc'ing LIIX at that 
time and was referred to on the air as 
"c. B .. " so MacCrel,'Or did the honors 
for Skippy as "C. P." 

Despite limited budget and lack of 
name talent, the program gathered b1gger 
and bigger audiences, on each station over 
which it was broadcast. As Skippy 
Peanut Butter invaded market after mar
ket, SkiPPY Hollyu..ood Theater preceded 
it. The product never entered a market 
until good evening time on a top rated 
station was available. If it ..... asn·t 
poSSIble in a partia.rlar market to buy a 
good program spot on a leading stalion . 
preferably a SO,OCJO.. ..... att outlet ", Skippy 
usuall)' stayed out of that market unt il 
it was. 

In a few areas 1t was imJX)rtant that 
Skippy be merchandised despite the lack 
of choice time availability. One such 
market was metropolitan New York . To 
start with. all thaI Rosefield could pur
chase in New York was 6:15-6:45 p.m. on 
Saturdays over WEAF (now WNBC). 
Listening is traditionally low for this 
half hour and it was definitely not the 

(Plea.se JUri! W page /06) 

. f .. Shppv·. <""",( 3';·" ... ,~,/ ........ M". /5 ,/", ..... , "" '" I"" .'iO.f/(J(J __ 'I~Irt... -

R"hufI.1 hOIS"play pIO~"S Sleippy P".nul autt~1 doun'l fur 

MIIIe,,11 'lin Skippy Punul autt~r pl"nty of ,ood Ih,,1l room 
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(Nspit~ t h~' fact t hat not enough i .. commonly 
, ' knovon about either Nielsen's Radio Index and the 

U. S. Hoopt'rat ings to enable a research authority 
to make a conclUloiw report on them to the broadcast ad \·ert i .. • 
ing industry. James Comell of Foott', Cont' 0: Belding has made 
a study and analysis of both scf\'ices. Tht.' study "',as initiated 
bo:cause FC& B clients wanted 10 kno"', JUSt ho ... , much credence 
to place in NR I and the projt'Ctable U. S. Hoopera tings. In a 
preface 10 his rqx'IrC Corne ll states: 

"A comparison bct .... ·e~n the t .... ·o sctsofril l inglo (C'. S, Hoopl.'r 
and NR I) cannot pro\'id~ thl' answer 10 the qut'l>tion of which 
of Iht' 1 110'0 "...rv1ceS} idds the most accurate size of U. S, radio 
audiences, becauS!! It is not pos""ble 10 ascertain that either is 
aCCUrate from a r~S("arch standpoint, baSo.'d on currently a".ail· 
abk information," 

lXspile this facI, 1l1Ol>1 re;..:arch men awet.' with Cornell that 
a comparison of th~' services can lx, made ill certain area~, 

n~:;;e areal> arlO defined as : 

I. Jlflll,!ra ll1~ u~ing fairl}' large Iwtwork~ of statiom. Hoop..r'$ 
L', S. 5<1mph' 15 .~ uppoj(JI)' Ttprtstut.Jfll't" of 1I'Jcr;. of the U , S. 
r'lIlro hOlllt.~, 1111 II.' ,\ 'RI C'OL(T'S all arta reprt5tll t<llllt of ouly 6J'( 
of l' S, rll<iio IIOJlI<'5 \$I'O 'SOM, lkrMu~r 19.1;) A progf<llll 
11'11/1 II smtlllllt/u-ork oj )/.JIlOIIS llIa ,\' ~ using outle/.~ pr"llornill~lI111> 
11151.1(' /ht\'RI tlTt<!, thu~ IILtlklng tin)' romj'ltlri$OH behl«tl ils 
,\R f tlnd (' S. Hoopcr,l/iugs nllur/('s$, 

! J>ro~ram~ WIth ~uthcl~'ntly high ratin~s to insure that J'l.'r
""llta!!" Jlrr .. r" I K\·~ t-o,'I\\"l'n :--'1{1 and U. S. HOIlpt'r could not 
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be due primarily to statistica l vagaries 
which might exist in such mtings. 

3. Programs 011 which ratings <II"(' 

readily available. 

4. Programs which ,,':ere measured on 
the same days by both NRI and Hooper. 
Normally thtsl! two organizations do not re
port on idtlllicai broadcasts oj programs. 
IJ measurements are made OIl dijJertl1t 
days, !fijJerenCl!s may be allribllted to this 

'actor. 

Even within this fair ly wel l-defincd 
area, Comell stresses that lack of com
plete data on audiences in various markt l 
groups, and measurements at different 
population levels fOfce oomparisolls that 
are "broad and general." He states that 
"not too much dependency should be 
placed upon minor differences betv:een 
U. S. Hooper and NRI figu res." Never
theless he stresses the fact that· " Iar~e 

differences shou ld be significant." 

III prescnting the results of his com
parative research, Cornell has considered 
U. S. Hoopemtings as lOOt;; and C0111-

p.1red Nielsen rating figures with them. 
He states th;!t it would have bee n just as 
correct to consider NR I as 100'(. Prac_ 
tica lly a ll the charts presented on these 
p..1ges aTe based upon Hooper ratings 
being considered 1007,.. 

Because of the requirement which 
Comell has established for programs 
which can be compared, only 92 one-time 
a week net\\.'Ork evening programs were 
used in the Cornell comparison : 42 NBC 
shows, 32 C BS, 13 ABC, and 5 MBS. 
111e comparison between NRI and U. S. 
Hoope ratings shows that NBC programs 
as a group arc rated practica lly the same 
in ooth reports. NRI reports the 42 just 
1':70 higher than U. S. Hooper figures, 

~.,;'" ,." . 
~" n""", Drlmo .. , 

.-0.', . ,~ ,. ."-." "'9"'" •• ' .. ... 4 ""' ..... ........ 
........... ,A, , .... , .. ".""' ."., ,. ,.,,,. u , 

C BS's 32 programs rate IOSC'f ofl+.oper ·s 
U. S. index, ABC's 13, 1271 " and MBS's 
S. I 14c;. . Overall N Rl's figu res for all 
four netl.\'Orks (92 progrfl m$) arc 109','; fof 
U. S. /-Ioopcratings. 

In comp.1Ting the twfo sets or ral il1 gs, 
Comell has adjusted the NRI figul"('s in 
order to try to eliminate the "big city" 
bias that is present in the Nielsen ligures. 
NR I's sample includes 44'"; of its homes 
in mC't ropolitan areas, whereas only 32(f~ 

of the U. S. radio homes arc loca ted in 
these areas. 

It is a /-looper claim that the Nielsen 
audime ter' tends to inflate N RI figures 
on daytime serial program listening. It 
is therefore surprising that Cornell's 
studies reveal that the networks carrying 
practically all the daytime dramatic pm-
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1000 suggestions 
for a nelV lIallle for SPort' 

Ilundrcds of IlK'11 and "'0111('11 

uhv '::0(' radiO to ad\,l'r· 
II.. h.\\(' l·nt~· r ideas of thl' word 
that wil l give nut ionnl broadC"d~t advertis· 
IIlI! pL:IU·J on a 10011 oosis, Its proper placl' 
111 the "un The lew nalnt'S ~oggl'stl"d for , 
th~' Il rm of b roadcast adwrtlsing. mis· 
un..kr~1< oJ ~s ~t, run the alphabctical 
.!IIJ j.!0.:1 I! hical gamut. Th .... y range from 
\ITl'" to ~c lJlad . 11, .... )' cOllie from MainI;' 
hi rk da, frOIll Gccrgia to Oregcn wit 
pr:k: 'a ll~ t'\"t.' r)' on\! o f th .... .;8 states r 
T('~ lItl'd. C1nada ~nt in a number 0 
~'ntrl~'~ ~1I1C1: the d(;llIinicn is al!oO plagued 
by t lw n"~lInd .... rstaliding uf Iht.' four 
kl ler ul·nJ. 

Ilundrl'd~ of ~'ntri~'s indicate nJOrl·ov .... r 
that 'J"'I' t cOI1tinul'~ III llIany mlllds to 
IIll'''' ;UIIIOUnrl'III<'llh l· nl}'. This limited 
1l11'al IIlg I~ <lIsa proved by the fact that 
~Il:~' ,WIll us tl·~ tlfr with [h .... lr entries 
.. W .... hav .... "·1 a ~ingle cOlIIllll'rdd program 
un th ... , t:tit'll for a national ;!dv .... rtiscr. 
'rlll'\ think u~"r~' an ;nmounn'III~'m medl' 
UIII ,·nl~." Th .... "ama:lllg" story of 
.... kIJ'P~ wh ich I, pr ......... nted ill thi ... is-'>U1.' on 
r·I;!~· 11'> i,;1II IlIdlGllll' ll of Ju,t ho ..... dfec· 
tlh' 'I' t prllgrrming can bo,:. 

110.;'1'110.: tho.: mi,ulldo.:rstandillg. :J IIUI1l· 

bet of itltercstlllg suggestions arc bound to 
make the jUdJ(lg o f the comJX'tition 110 
sinecure for th.: I S industry execuliv('s 

Ulg as .J.udges. From Cali· 
fornia co 'S "Pletl ," suggested be· 
cause aU spot broadc, illg is "picked" 

rom a faculty me ber of a New 
f.:ollegl''s radio depa 

. , \uggestcd beca~ It 

t -Sp and advc rtlsint! From 
icago COIlK'S :In entry from a talion 

promotion m.1na/;Ccr- "Locad," Whk ike 
tht New York roUeg\.' entr)' cum' wo 

I and ad\'cr \>in 
From nsmg. , iciligan a station ex-

ecutiw SUggl'stS " Impact" because: Indi. 
vidua l Market Program or Allno:"l1CC
menl, Choice of Time. 

From Waterloo, Iowa, till' home of 
man}' a pioneer broadcaster comes tin ad
vertising agency entry. It's M·B. M and 
Marketc:lsis. The initials indicate 
M-arket B.y M·arket. 

An agency vp in N('u' York liket. 
"Target.i\ larket" (TM) broadcasting. 
An insurance executiw from Alabama 
prefers "Broadscope.'· An Ohio agency 
e xecuti\'t' selects Zonad as the third o f hit. 
four suggestions. From Ariwna con)(>S 
8-B ( Busin~'ss Builder). Anothcrof man)' 

....... 
O1icai,'O entr 
award for a new 
radIO. 

U IU bid (or the $100 
me in ''Sptcific Area ' 

for so many years descn 
There hkewisc can be \,er>"-t .. loIlfo 
that in spite of the industry mis· 
understanding of the nallle, there is a 
great appreciation of what national broad· 
C.1St advertising on a market.by.market 
basis can do. 

By the time SI'O:-':SOR publishet. its is:>uc 
number 2.;. it will be IU'O years old next 
month, the judges will have made their 
decision and the name spot u'ill be on its 
way into discard. Even after the name 
has been chosen . it won'[ be simple to ob· 
tain industry.wide acceptance for the new 
..... ord. SI'OSSOR reali:es that a change in 
terminology is a longterm project of ..... hich 
the choosing of a name is only a pan. 
With the cooperation of most of the radio 
and advertising trade press. [he staff of 
S PO:-':SOR hopes to have broadcastrng 
change itsspo[s to ??????? It isdedica:· 
ing as much of its time and energy as 
n<'Cessar}' to obtain acceptallCl' for the 
word [he Uldustr)" choost."S. 

THE JUDGES IN SPONSORS' "NEW NAM E FOR SPO T" COM PETITION 
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YOU GET mORE 
SALES ImPACT 

for Your mOnEY 
Ut tk 0 E T R 0 I T 1J1RA 

B'Y USING 
,-CKL: 

THIS FALL, in n 'st igate the most potent radio buy in this region 
C I\L\V. Wc gin' your sa les message the pOWl'r of :i.000 watts ().,v 

[t nc! night . -' -' :l middle-of-the-di.,1 frequency of 800 kilocycles and 
a clcM ch" nnd signal throughout this great llHlrkL·l. Our programming 

n ttrncb 1I10re listeners for less. heca use sponsors t'lrl' getting h(-",,-.'" s,,,1<-'5 

actio,,:\t t he l(fief'sl rail' of .-my major st.,tion in this art'n! 

Guardian Bldg., Detroit 26 
J. E. CQlnpeau , Presiden t 

Adanl J. Young, Jr., Inc" SaP/ Rep. 
H. N. Slovbt (:J Co., Canadian Rep. 

• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 

5,000 Walls Day and Night-80O'kc.- Mutual Broadcasting System 
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HOlV terrific is transitradio ~ 
-I'i,;;s,. FM has C{)I~ll: lip .... i~h an· 

_ ____ oth\'rad\"crtrslngrnedlUlll 

transit broadcasti"g_ Physic<llly, it's 
rnu sir ;1nd selling brought to users uf 
pllbli ~ tramportation while they're trawl
ing. ,\lcrchandisc-.... i'>(.', it ellilhles ad\'er
tISCh tu reach, via the SfX,lkl'II .... ord, a 
~cgrnent ufthe public that has never been 
re:lched before the riders uf public 
s\" rvil e vehicles. 

T ra l1sitradio, as th ... Ilel>. m ... dlull1 is 
gL'll(' raJi} kllOl>.l1 , guarantl'es thl' size of 
the ne l>.· audlellCe. The ~ople .... ho IXly w 
rid ... ar ... subject to :lUdlt dai ly, I>.·eek ly, 
:lIld monthly. O\'er t8,OOO,0Cl0,0Cl0 one
.... ay trips .... cre t<lkl'11 ill 1947 by adults 
f I S years and o\"l'r). [wry time a fare is 
u roppl'd intu t~ bllx, anQtlll'r prospl'ct 
for 1n1l1 sitradio advertised products is 
ava ilabt ... for an ;wl'ragc' of 26 minutl's*. 

Listl'ncrship in a tramitradio equipped 
bus or troll ... }' car is thcOfl'tically I~, 
I{('ading or lle .... sp.1pl'f", convers.1t;on, and 
day dreaming cuts the impact down to 
85 e;. Attention to transit radio commer
ciab nevertheless is r ... milrkably high. 
Each announcement comes out of music, 
and has 110 cOIllpt'tition. Th .... singk' 

chan nd FM rn:dver USf..'d in the vehicles 
is so CUllstructed th:H the sound level of 
speech can be higher than the music. 

Tilt.- transit audience is a "capti ve" 
audience. Once the fare is paid, each 
rider is ilvailabl ... to be sold until his 
destination is reached. The pre-tuned 
receiver GUillot be turned off by passen
ger or driver, It i~ CHlltrolied IOO~ by 
electroniC impulses transmitted by the 
F,\I station. 

The compositioll of thl' transit ,ludil' lIce 
is known, hour by huur. The advert iser 
who is inten:stcd in rl'aching the lunch 
pail market, can schedu le his comrnl'rcials 
for the early half of the 6 to 9 a.m. rush . 
I-k call impress the workmen with his 
hrand IHllne for ~uch itellls as work 
clothes, shoes. tools, cigarettes, soft 
drinks, etc. During the latter part of the 
go-to-work hours the advertiser reaches 
white collar worh'rs and exel}ltives alike 
with reminders fur clothing, office sup
plies and equipment, men's to ile tries, 
cosmetics, Il'athcr goods, alld similar 
products. From 4 to 6 p.m., the same 
group, retuming from work, can be sold 
products that contribute to relaxation. 

OUTER DRIY 
L.tMITED 

Few phenomcn;1 an.' mon.' regular than 
commuting habits. Of the 84,000,000 
.1dult transi t ridcrst, nearly 3],000,000 
IImke 5 or more round trips a week. 
Another 19,500,000 rid('f"S average) round 
trips ... ·(>(>kly. It is pos~ible therefore to 
reach this audience once or twice a day. 
once or twicl' a week - as frequently or as 
infrequently as dcsir('d. Dick Evans, 
president of W I ZZ , Wilkes· Barre , Pa., has 
estunatcd that in any average metro
politan center, the average number of 
transit riders daily approximates the 
population of that metropolitan center. 

Women arc induced to buy while on 
their \\':1)' to shop. Commercials are sd l
ing them dn'sscst, shoes, gloves. men's 
shirts, til's, candy, baked goods, kitchen 
utensils, wooicns, bakery products, ho
sil'ry, chi ldrcn's clothing, praClical1y any_ 
thing and cverything that milady or the 
family needs. Since S2~ of all .... omen 

·S/uJ'" ". /0 "'"i<>- ""...,. .... "" r'I~' by "d""rh,i,,~ 
/I, .... ",h ,..",,,,J,,I;,,," ,Iw,,,,,d ...... r~?' ""bl ... I",,~ .. I 'OJ, 
".I,d :'6 """ul ... 
''';,gh/,' ~r un/ '" t)" ,,,,/iAN,', pop,,},,I;,,,,. I~ .YfU/"' 
""d ,>ld-•• aU /'o",i/ "d-.. I \' I T.~). 
:O.,...~· •. /Julu/h. ruin~ ""Iy VoM,/",d.o J", IN ... J, ..... 
/~ ... '" 1M ... • ".,/. ~ J"y. wid H ..x/on d ...... " ,,/ I~ ~S. 
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lro, t,.ro.itr,dio iro. t.JI,tioro oroe ,~.k •• usu.JI'I .lte.ro"., belwe.n two lighl1lo brirog ride".ro equl ~olum. of .ourod .. ithout bl.,lirog , I,n'l poinl 

use public servjn' l ransportation 10 reach 
shopping centers, an advertiser buying an 
anllOun('l"ment bctw('en 10 a.m. and 
" p.m. reaches 11.7% · of every 100 
women on lheir way 10 shop in the aver· 
age metropolitan center (93% of all 
shoppers in Oticago, and 92% of all 
shoppers in \Vilk('s·Barre use public trans· 
portation facilities). 

Aft er six o'clock <1t night , tran sitradio 
reaches a different segmen t of the public 
family. The <1fter.six-()'clock audience in 
New York City is Ct mpos<d of diners·out, 

Iheater, and night clubcuslomcrs. Metro· 
politan centers of the rest of the nation 
have a nighttime transit audience that is 
more nearly a cross secllon of the popula. 
tion. It 's the family audience visi ting 
(riends and rclal ions. It is relaxed, and 
can be sold products that usually involve 
(amily discussion - refrigera tors, fumi· 
ture, fur ronts, books, rugs, automobiles, 
c!ectncal appliances, and 50 fOrlh. 

T rallsitradio is currently in opera tion 
ccmmcrcially in three cIties; Covington, 
Ky., Cincinnati, and Du luth. BefoTe allY 

~ .' •• d." public tlilllPOltotion triY~ I ' l s II lI mbtf I .... n'l millioll' 01 bIlY~" 
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L1rge sca le transit install<1tions were made, 
rider reacllon was tested. The tests \l ef'(' 
rn..1dc in Balt imore, Houston, Washington, 
Wilkes· Ba rf'(', the three cities operatmg 
commercially and in ~I. louis. A limited 
usc of rommcrcials \\'as made during the 
tests in the foml of public servi('l" an· 

(PitasI' tuTU to f>a[:1' 84) 
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The KMBC-KFRM Team Is Doing A Job 

Mr. Arthur B. Church 
Stationa ~BC-l!lRlI 
Kenan City. llo . 

Dear Wr. Church: 

July 12, 1948 

\ 1 thought you mIght be intereated ;~ kn~~MIT::m~lghl1 pleased 
nth the results or m1 program Oil II 

tr the ana nM'ad by ICFRW bave been parUcu
ea1u cObing :d I uld 8&1 without reservation, that The 

l arl,. grat1!~. tauor":da tor ;0 ad •• rUeer sucb 811 myself 
KllBC-KFRlI Tab III tho .,tire Kallaes City trade terrlto17· 
wo _nts to cover 

O nly the KMO C·KFRM T eam delivers com
plele cove rage of the actual Kansas City trade 
area-coverage specifically designed ( 0 provide 
the adve rtiser wit h an eco nomical means of 
reaching [h ose who arc in the hab it of look ing 
to Kansas Cily as their trading eCOIer. 

lour_ very truly, 

Progra mmed (rom K ansas City, The Team 
l ikewise rcnders an invaluable service hereto
fore unavai lable (0 trade-are a listeners ..• mar
ket broadcasts direct from tbe Stock Yards, 
grain, poultry and produce quolations right up
to-the·minute, info rmative broadcasts of a prac· 
tical, und erStandable nature direct from the 
KMBC- KFRM Service Farms, area weather fore· 
casts dir.:ct from the area weather bureau. 

ow. 

10 this. add one of the largest and m ost 
pop ular talent Slaffs fo r statio ns this size _ •. and 
you have a well -round ed combination th at is 
doing a job! 

1( ... N S ... S 

" , 

The KMBC·KFRM Team Serves 3,659,828 People l 

SEPTEMBER 1948 

~. 14, 
4~2!" 

7th Oldest CBS Affiliate 
Represented Nationally by 

FREE & PETERS, INC. 
BY MIDLAN D B 
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TV's MAJOR ADVANCE IN 1948,! 
Instantaneous Transcriptions 

of TelevIsion Programs 
on 

3S-mm or 16-mm Motion Picture Film 

O n December 10. 1917. Paramount Picture;: Inc. gale tlie 

Telel'ision liroadca,,(er~ A~~ocjation ~ a~;:embled at the "'al · 
dor(·A!loria I a fir,.t·shOI, ing of tran~criptiom of \'3 riotl~ 

typ~s of programs r~orded off the ai r on 35-mm film in Ill .. 
booth of the Paramount Tht"3tre. New York. 

II "as explained [hal Illese record\llg~ could be used for 

~imultaneous theatre projection. for leic,-ision prog ram 

S) ndication. for reference purposes and in man~ other "'a~ ~ 
,.hich "' ill improve tclelision programming. Since that 
time, the U~ of telel' ision tran5<:ription5 has gro\\ n eXlell' 

~i\·ety. ljI;"c hare recorded ShOK5 for neh.-orks. ad\·erti~en. 

ad\'erli~ing agencies and package produce rs. These tran· 

scriptions hal'e been re·broadca~t ol'er stations in :'\e\\' Yorl.... 

Chicago, St . Louis and Los Angeles. Transcriptions of the 

recent political conventions were tel ecast in Chicago alld 

Lo~ Angeles:1 fe,,· hours aftt'r their recording. 

Paramount recordings "ere designed to meet the competi. 

tire test of tbeatrical 35· mm motion pictures. And I,hen 

broadcast to the ~ma ller TV screen the quality is el-en beller. 

Similar apparatus. will soon l>e al'ai lable in Hollywood and 

Chicago. 

You can !hare thi! advancement noll'. 

GET IN TOUCH W1TH 

SEPTEMBER 1948 

VIDEO TRANSCRIPTIONS MEAN BETTER PROGRAMS 

YOII ('an add Iwt'ing' a nd Sl)arkle Iltroll~h 
ed iting. 

You {' an lise a rehearsal re('ording for ;IU' 

,Iiell('e.testing .. . for stlld~· . timin.;::. polisltillf.:' 
antI planllill~ r(' takes. 

YOII cau be s ure your contmer('ial .. are 
broadl's!lt e"ft(' II:,' a!l okayed by tlte sponsor. 

You ('a ll s('hetillie !llto ... ·!1 when and ... he re 
~'ou lIe .. d sales pres!lure . •. repeat s ltows as 
audit'lI('e.;; g ro ..... . amortize costs o'-er llI auy 
market s .•. f or;:e l time diffe relliials aud Ihe 
la('k of ('oaxh.1 nel" ·orks. 

You ' ll !lal·t' audition time ... s peNI IIll 

poli('y derision s ••• get quick appro,"al from 
distant e:\.e('utin's ••. settle dienl.ap:en('~·. 

talent differe n('es of opi nion and re('olle('lion. 
Yo u ('an t'o pyrip:ht yo ur telc_'·show (il's the 

oll l~" f o rm in whkh it ('an he prote('ted in its 
e nti rel~- under .. :\.iSlill1; law). 

Yo u'll ha'· .. an impressh-e new promo· 
tional tool in ~ O llr s al es kit for II S~ at sal~s 
("oll,·e llti o ns, prodll (" 1 exhibil s, business 
lunche ons and ga lh~ rillgs or d~aler5, salt'S
m en a ud elllplo~ees. 

'9 



WMT 
• opens new vistas 

• In Alta Vista 
(IOWA) 

. llt',,· \ i'la.~ fnr Jisl('ncr ~ 

,t1Ln nel\ \ i~l;l~ fnr "' I'0ll,;ors. 

1.i ~lcl1('rs r inc Jligh 011 \C\IT 

r,ulio \\ an.'s o f illfnrlll:llioll and 

"Il\l"rla illlUCnl. , \ dn'r! i~('rs e ll jO\" 

Hllllll rlanl cQ\crap:(' ill a notht'f 

rich In\ln (,0I1Ulllll1ily. 

Thefr art" a thou-and a rf'a~ likr 

\lta \' i.la in \\ '.\ITI:lI1d. small in 

lh(,IH·dH'~. large in importance 

10 (:l(lio ;Ichrrli',-r;; II hen ron ... hl· 

!'Tt'11 :b a \\huh-". Br:lch Ih('11\ \ i:l 

I: ,t,h'rn 10wil'. fln il" en::; oull('t ~· 

\\ \1'1' tilt' ~talioH with a 25 1illf 

,hal illdlHll'" 1.131.7:::2 propl,., 

\.1;, III<' 1\::'117 n1:l1l fnT drlaik 

so 

WM'T 
CEDAR RAPIDS 
5000 Wol!> 600 ICC. Doy & N;gh' 

BASIC COlUMBIA NETWOR~ 

A .~o'in!J .nd refe'en~e book, .utho,ed by 
Jimmy Dudley, W J\\"s (Ck\,cl;mdJ spom
caster is bdng given aW<ly by Standard 
Bre .... ing to bllioCball fa ns. The book COIl

tains ;J diagramllwd nU.'thod of scoring, 
and enough pagcs to record {'vcr}, Ckve
Innd Ind':m gnllll". A lucky numbl'r gim
mkk wins phnabk' rndio~ tor holDers. 
RCqUl's ts topped 130,000 at midM'nsol1 
point. 

Toni ComP.ny dlam41iled its ,.dio schedule 
10 "Iesmen at thClr national ~a les mecting 
in Chicago last june. A Toni model wear
ing a nur~'s cap, stethoscope, and leg
rcwaling dre~ appl'arcd belore them and 
asked the que~tion, "What radio program 
do I reprc~l·ntT' The correct answer, 
shouted in chorus, was "Nora Drake."' 

Telephone 4nd s ... itchb04,d ope,.lo, Ii.tene.s 
we,e lidded 10 Art SClln[on's disk jo~hy show 
{WINS, New York) b} his ",\Iiss Hcllo" 
contest. Contl'Stants cou ld only be nom
inated by friClld~ sending in a descript ion 
of their fnvoritc "hello girl's" voice, 
Descriptivc I.>:ords had to begill .... ;th suc
cl'~~i \'e letten in Art Scanlon's namc (A 
for Alen, R for Resonance, T for Thrill
ing, etc.). Prize (or the winnillg tctephone 
operator was n frec trip to Bermuda. 

The .. sir .... "41" thuhe ~ ir~uit g,1vC \VT AG, 
WTAG·F,\I·s (Worcester) Julie 11 
JIJ/mlly 1oho ..... a boost this pa~t summ{'r. 
Julie ~parkt'd her li~tenershlp by calling 
in actors making !X'r~nal appearance~ 

around Worcester to tnke intervicw bows 
on a program feature named CurWH1 Col/s. 
Larry Parks, Esther Williams, Cur r\ladi
~1l, john Payne and j oan Clu lfield were 
!'ome of the star~ that appeared. 

Money S<lving food recipes rons th~ bell ... ith 
hou.ewiv~s listcning to Hill Leonard's 
nis Is /l.'ru' York (WCBS, New York). 
H(' JIll'nt[olled, OIlC moming, that free 
copi('s of the U. S. Department of Agri
culturf.'·s booklet, comaining 150 ('COllom_ 
ical and 1I0urbhing main dishl."~ ~'as nvail· 
;Ible fo r th(' asking. WithUl a Iwd:, he 
had 6,000 requests. 

OVl' ~,ooo ind~pendenl srOCl!ry .nd d,us 
stores jnirled to hdp WKRC (Cincinnati) 
cl'll"bratl' thl' s.c.'cond anniveJ"!Klry of its 
Kl'Y I tel1l plan. [nch IWt'k, under till" 
plan, the stores d br'a) prollram and ,Id
I'erti~illg posh:r~ which promote both 
lish'nl"T~hip anJ s.ales fo r the ~tation's 

ad\'('r!i~d products. The cooperating 
StoTes abo distribute Key NOlts, a WKRC 
[ist(,lll'r-~hopper publication, to 95,000 
persons each month. 

N4tion41 m'!Juine ... iII be built o,ound ABC's 
"Bride and Croom" show. Tentatiwl) 
tit led Ifoppy Marrioge, thr BriM and 
Croom Magazine, the publicat ion will be 
launched in October with a $50,000 prizc 
contest. Thl" publishers., Farrell Publish
ing Corp. (nlso publishers of Tom BrtTIe
man's Magazine), will angle the monthly 
toward young house", .. ives--one·sixth d i
rected to the program, and the re~t to 
young homemakers . 

A spin·proof Ercoupe wu th~ prill! Lutheran 
minister Nonnan E, Kuck ..... on in a 
Mutual nctwork quiz sho ..... , after sub
mitting 13 jinglcs. (He also ..... 'On a horne 
air conditioner and a rad io.phonograph 
combination.) At firs t, the Boyne at)', 
Iowa, par:!oOn was intent 011 selling the 
plane, but after a demonstration, changed 
his mind. No ..... he's an aerial circuit 
rider, ll)'ing his Ercoupe bet ..... een his 
church in Boyne City and a nl."arb} 
countr}" church. 

LO~III sution promotion of NBC's "Fred 
W.rinS Sho ... " was achieved br playing 
recorded interviews of hometo ..... " person
alities that attcnded Fred Waring's 
i\tu~ic Workshop at Shawnee-on·the· 
Delaware, Penna. Each wl'ek during 
August, three NBC ;tffiliates recciwd 
tranM:rlptions of the illtl,Tvie ...... s. Thc 15· 
minutf.' disks contained a brief outline of 
the Music \\'orhhop's operations, and a 
discussion of microphone te<:hnique. £.lch 
recording C.1rried Fred Waring's theme 
that a singing America will be a happier 
America. 

Thousands of specUtars jllmmed the lide .... II .. 
of the)\ 1inneaJXlIis Aquau'ntennial parade 
rout(' 10 sec themselves tcle\"i5Cd during 
the Flour City's anllual fe~th'i lies. A 
Twin City T ckl'ision Lab mobik unit, 
bdien'd to be the first 5Clf-conmined 
mobik unit ever to tclevise while IllO\'ing, 
app('ared as a nom in th l" pa radl', From 
the roof of the bus, a c.lmcra man took 
picture~ of thl' cro ...... d which ...... cre instan
taneously rcneCled on IWO 15-inch Du· 
mont telt-vision screens IlIOtmted on each 
side of the bus. 

(plMse tUn! to page 90) 
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"on the dial 
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.. 

is the newest radio station to serve Northern Ne w Jersey 

and Metropol;tan New York. Its strongly d;rect;onal {.;~. antenna system of five 

towers is so designed that there is no wasted power scattered over unproductive 

areas. ~~ Its 5,000 watts are so concentrated that ;t w;U blast ;nto 

the great Essex County area (richest income tax county in the entire country) as well as 

the FIVE other rich commuting counties of North Jersey. 

Beamed as it is --=::::::::;=:====:==, ===Z~I ===::=-;a 
toward New York, sponsors are assured of strong THRIFTY ~ 
coverage of the world 's greatest twin markets-Northern New Jersey and New York City. 

Our rate card is thrifty - our Scotch laddie and lassie are our 

symbols of thrifty buying to reach lots and lots of people who live within 

the confines of our STRONG DIRECTIONALIZED signal which eliminates the open spaces 

where few people live and just as few buy your 

products. For complete information on how 

your thrifty radio dollar can be used to advantage to reach your thrifty prospects who 

will be listening to OUR thrifty radio station write, phone, wire, or drop in t o see 

0" tile v i;, 
,i, m jitem/f'1 

IVON B. NEWMAN 
General Manage r 

"5 CENTRA L AVENUE, NEWARK Z, N. J . 

M I TCHELL 3-7600 

I 



Those 
Mr. and Mrs. 
duos 
thcluseh-es alld .he ir fnidlflll 

~llIclicl1ces buy aud "II~-

The formu la is sure-fire. 
Mr. & Mrs. programs sell an almost unbelievable 

variety of products and scrviC('S. Breakfast lI'ilh tire 
Fitzgt!fa/ds (\VJ Z, New York) hf's sold 95 items or 
services. The capacity to gather an audience and sell 
so great a spread of products isn't peculiar to the Fitz
gCri'l lds. It 's a trade m;u k of the Mr. & M rs. (ormu[a . 
When ptoperly produced with the right personalities, 
the wedd ing.ring duo is one of the Illost effective ever 
created by radio. 

Husband and wife breakfast programs have much in 
cornmon with the typical a.m. "'Omen's participating 
sessions (Sit \Vomru's Participating Programs, April
May 1948). Both have relatively small but loyal audi· 
ences. In both. the stars are the show; and bro.1.dcast 
primarily for .... omen listeners ; in both it 's the personal 
endorsement that sells products. The differences, how
ever, areshalp. 

It 's not surprising th.1t a star of a successfu l moming 
.... -omen·s participating session and her radiO-Wise hus
band should have perfccted the Mr. & Mrs. formu la 
and launched the cycle of husband-wife breakfast 
shows (and their variations). WOR, New York, was 
present ing Pegeen Fitzgelald in August 1942 in Pegtell 
Prefers. On this show, as on Illos t of the better partid
p..1ting sessions, the tlI10>')unccr was a vital part of the 

(top) u the sponJon JU Dic~ and Dorothy at brea~fnt 
(middle) al listeners visuarile the WOR bfu~rlSt pair 
(bottom) aJ Di(~ k ollmar and Dorothy Kilgallen n .. themlelvu 
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meetl"ng customers h.I._ T .... , );" ;~" 
p<us 'ponsor, Orboch I 

m d 1"lng s lis _hllortsl,H, .ndthat'I.lw.ys Dee import.nl in rd.il .dvert's;n, 

introducing staff of slort on show hu the tendency of m.~in9 Mr .• nd Mn. 
sum p.,(of the sponsor's "f.mily" on "Te x .nd Jinx" .irin,I 



The " Fih G eu," Ed and Pescen, hl¥e ~old oyel 95 plodueh ~i nee fiu t " MI." 
wandeled onto the " Mn ." program on WOR, N . Y. They 're on WJZ now 

"Mr. and Mrs." formula help •• dd Anor to disk·spinning 
at WKYW, louis¥i lle, Ky., wi th Sta n Hayel and wife 

NothinS plinte . bout m. rr ied li'e 101 " Mr. and M IS." bloade'lter~. Muya nd 
Bill Reynold. (WBMD, BaltimOle) bloadeut from sponsor's window 

Willr lecoldel permits Mr, and M ... <.Iif Johnson to .un and ,i, with thei. foursome at (hiuso's buches 101 station WBBM 

product ion. It was therefore a short but 
inspired step to draw Ed Fitzgerald 
briefly into the convers,l tion \.\+tenever he 
visited the studio, as he somet imes did, 
after winding up his own midnight-tG
dawn show, 

The react ion was slightl)' am.1Zing, 
Here was a simple new ingredient in a 
standn rd fomlat that did something 
startling to the nudienct'-the), liked it, 
Every t ime Ed got in on the con \'ers,1tion 
with Pegeen he swelled the Ill.lil count. 
As a resu lt he and r~etn projXlscd th:u 
WOR let them do a show together, and 
the breakfast.cou ple cycle was born. 
When the Fitzgera lds switched to WJZ 

SEPTEM BER 1948 

and scored a success, BrtakJast witll 
Dorothy altd Dick m;}\'ed into the t ime 
slot with a different approach to the S<lme 
formula. Applications of the husband
\.\. ife treatment to other progra ms, such as 
shopping, disk jockey, musica l clock. etc., 
began to e\"olve :md are successful OI'e 
of the first indications a program t) pc 
is making the grade, 

It's traditional that a formula which 
succeeds with the speed a nd impact cf the 
Mr. & Mrs, at breakfnst sprends quickly. 
This was true of the enriier wOlllen 's par· 
ticip.lting formula , of disk jockeys, ;ltld 
currently of g've-aways; the)' are to be 
foupd everywhere, in all communities. 

Yet this hasn't been true of the husb.lnd 
and wife breakfas t sessions. Develop
nlell( of breakfast wi th the family on sta
tions throughout the COuntry has been 
slow. "'any \.\.00 have tried it with a,,
parenti}, all the ingredien ts have landed 
on their faces. 

The ans\.\('ts to success \.\.ith this for
mu la invol\'e more thnn the standard in
~'redicnts of a m.1tried couple indulging in 
convers,l tion over morning coffee and 
toast-with or withou t gt.'ests, with or 
wi thou t kids, wi th or without a menage. 
T here's plcnty of evidence thm producers 
of husband and .... ife shows that didn't 

(P/I!ase lurlt IQ p,z!;r 51) 
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100 VERDICTS 
for The Housewives' 

Protective league 

n 
c -

... the "Program that Sponsors the Product" 

look 01 the one hundred companies 

listed on the r ight. You'll agree it 's a 
b/ue·ribbon panel of smart notional 

spot advertisers. You'll agree, too, that 

each of these advertisers sets an ex

ample that pays-and pays to follow! 

All 100 of these profit-minded adver
tisers have been sponsored by The 

Housewives' Protective League during 
the post twelve months. They pay for 
this privilege. 

.•. Because they know that listeners 
know every product spo nsored by the 

HPl must pass a rigid consumer test by 
the HPL Testers' Bureau (a panel of 

housewives in each station's listening 

areal before being approved for 
spo nsorship, 

,, ' Because they know that eve ry 

HPl commercial is adlibbed in an 
interesting and s incere man ner into 

the program format .. , is certain to get 
comple te audience acceptance, 

.,. Because they have found that The 

Housewives' Protective league is the 
most soles-effective participation pro

gram in all radio, 

The dollars and sense testimony of 

EACH of these 100 advertisers proves 

conclusively that this unique radio 

program can write a unique sales suc

cess story for you .,. if -like these 100 

adverti sers-you can qualify, Far more 

information about The Housewives' 

Protective league, get directly in 

touch with any of the eight stations 

carrying the program, their notional 

spot representatives, or " The Program 

that Sponsors the Product" .. , 

, 
HPl MARKUS: l, .. A .. g.I .. (50,OOO,woII KNX) 

Chi,ogo (50,OOO.woli WIIIIM) , S!. lo"" (SO.OOO-woll 

KMOX)' So .. F,o .. ,iuo (S,ODD-woll KQW)' Newyo,k 

(SO,OOO-woll WCIIS) • Wo.hi"glon, D. C. (50.DOO_wolI 

WTOP) • Mi ..... opoli.·S , . Po "I (50.DOD_ wort weco) 

5.0111._10'0,"0 (50 ,OOO-wOIl IClRO ) ond mo,. 9' .... ' 

mo.k.,. o .. d .10"0 ... 10 b. on .. ou .... d lole. i .. 'he yeo •. 

THE HOUSEWIVES' PROTECTIVE LEAGUE 
A division of CBS, ColumbiQ Squorc, Hollywood 

or 485 Madison Ave., N. Y. 



OUIIIHG THE 'AST TW ElVE MONTH S 
THES( 100 AOYElIlISERS WfRE SPONSORED BY 
THE HOUSEWIVES' PIIOTE CTIVE LEAGUE PROGRAM S 

~H,ed foad Ind~.I"~ (HoIrd~y M"",OOII M .. ) 
Mlt"Un tWrtt P,od""" Co,p . (G . W~ lhinilon toftee) 

I Am."lan Plc~'nl to.(Sun"S<I MUlS) 
~ ' mour" U. (MIn Wisco""n C!>eddJl Cheese ) 
8111ard lno BIllard U. (Bllllfd C.en.RtOlly B'KUits) 
Btatrice foods Co. (M.OIlow Gold 8u1w ) 
Btllone Kn'inl A,d Co. (Hu"nl Aid) 
Bilds r , e·Sn,del Inc. (BOld. [~ f,,,,en (ODd.) 
Boo~·ol·lhe·Monlh Club 
BI .. Moon FODd , In~. (Chrest) 
Bordo 'ladIlCI. Co. (C,I. ws J~i(lS) 
E. l. 8111Ce U. 'nc. (1I11ICf rloo< Cleanel) 
Coli'ornl. Almond C. owe" (Di lmond ~Im ondl) 
Coh'",ni. rillftSli1uf~ (CII"OIn,. Fl,s) 
ClIoIOlnl. Prune Clowers' ~$,'n (Sun'w~e t Plun •• ) 
Clh'OIn,. Sproy Chemiul CorpOUIH)n (InSK!'(,des) 
CoI"Ofnil Wll nul Crowe,,' Ass'n (Oi~motld W.lnul<) 
Clmpbell Soup Co. (Soup.) 
Conldl 011 Clngtr Ale Inc . (Clfbonllrd lIe~,ale.: 
Clnn IIome ProollKtl Inc . (A~. InstO:licldes) 
CIOfO' C!>emie. 1 Co. (lioon Hou,ehold Clelflt.) 
Comlort MIl. Co. (CIII,·Mlllin lllOlhpa,le) 
Con$-Ol'~I!rd 01"1 P'adIlCI. Co . (OlliCoid ChefSt) 
G. N. CouChl.n Co. (CII,mno, Swo.p) 
CUfUl Publi sh,nc Co. (KoIidl,) 
O'~"'eo B,OI . Company (Andy 80' Bloe:coIi) 
l. O.M~.I'n. Co. Inc . (Rpa.lrd . no S.IIM MIXed NuI S) 
O .. ",.on·, food Com pany (O."nison', food P'od""I,) 
Daoiblrdl, Ind Co. h,(. (Book Lel,ue 01 ~me"Q) 
A"8"'1 ( Olue~ e. Co. (Rt .elll,on 10000h Pow,,".) 
Du, •• IIlld, Co. ' nc . (OUI" RIlOO Bbdes) 

I Eleen" Household III'hli~ (r ho' WlShi"1 M,<h,"",) 
f,,[o Comp,Jn, (r"IOI) 
Cene/ll fODds Cor!)Orllion (ll f.lnce) 
Gene .. 1 Pe".I.,.m CorP. 01 Clhfor,," ('" .. rn WUes) 
Gold.n Sill. Co. lid. (COlden.'" Villm,n Milk) 
Cold Sell Compln, (CI ... Wu) 
B. f. Coodrich Co. (1<1clo, Ti,.,) 

I'h. C.e~1 Ch,n. FODd '".:lwch Co. (Conlled FODd.) 
C"fHn MlnU'"ctu. inl Co. I nc o (Shoe PoIis~) 
~'II. B'01h'fI Co. (Olomed .. , C,nee.blt .d) 
~ub,nl.' Co. (Quie~ (I .. !,c Sllfch) 
lliinoi, loiN! Co. (Connod Mell) 
Inllnd Rubbe, COI"",I"on (l"tI) 
Iwoce l""uS1li~ Inc. (Sunfill'd Whole O"nge Juice) 
'\err CIIS! MlnulKIUnne c ... p. (C.nn,., Supphn) 
(r.lschm.r Co. (HIPP' KIf'1S1 Wheal Celm) 
.an·O·Sheen Inc. (Cluno<) 
eeward PlodllCl, lid. Ohl.OIls) 
.. er 8.othels Comp"n, (B.e.,.) 
)tId.a, Ri~o Oli.e Co. I",. (Oh.es) 
110 SQlP Co. ( l ,l. Cltlnsel) 
OS AnitleS Spap Co . (Merrill', Rilh S"ch) 
'"Ui Co. 11Il:. (Mill' Bou,llon Cube.) 
Ilnhlll.n Soap Co. Inc. (1IIu·Wi>oIe) 
!"lin f"j'n'ms Co. (M"lin RallN 8laOUJ 
Icllhenn.,. Co. (hb .. co Sluce) 
lichilin ClIom,ul Corp. (~Iml,!er P"'0"1IC15) 
liclu'in M~.h'oom Co. (Olwn Flesh Mush,ooms) 
hc~lebeu~ Food Plad""l. (Mrc~ lebo", MOIl) 
.... M,II.i Food. Inc. (1890 f •• nth Dr.s.inC) 
nh·Unoe,wood Co. (O"",ld Ouek P •• n~1 Bu!W) 
Ihon.1 B "c~'1 U. (Shloddod Wheal) 
11'0011 Co, bon Co. Inc. ( II.Iff>t) 
' Blitn'S of ClliJOIn" Inc . (Ci no",) 
mn , boo~ Inc. (Ma,ui no) 
" fell.oo Bllnhl Co. (0(( BI'nkels) 
IIk.nd T,II ... d (T,nl.') 
'1 •• fu. nace Co. (Fulnlce S~les.tId S".ice) 
!t' fODd ProducII Co. (Peel Bllno 'ie !iou,h) 
!ft'C~ & Fo.d lid .• Inc. (MY· ' ·nN{ Desmll) 
1Ile. U. (Pel'" ~ll-Pu.pOl. Clun",) 
!fk rood' Co. (POl k Dot: rODd) 
lI.bu,~ Mills Ine.(PII15b~ry". P,. CIUSI) 
""""I P.od",l. U. (New We,l R.w ~pplo Ju l,, ) 
It P,oe:le'" Glmble Co.(' lell) 
'''lin Comp.n, 01 Am •• iu (Re.lemon lemon Juin) 
dbi" 0,1 Co. (RenolOl) 
no, Mc N.lly Ind Co . (In5Iitu1ion.l) 
m .. 1 CoIdwyn P,oduc1ion. Inc. 
hul' e ItId B~lc h Bil( O' t Co. ( lIiKuils) 
OIwttll M' I. Co. (Ki M.c Canoy 81(,) 
,.5,101 ComPln, (Sile. Cln. Unee Mike.s) 
non" $ehwS1er Inc . (Boo~s) 

• Honey Ass'n ( CIO'I.I Mild HontO 
1·0" ~nuf.clu.in, Co. (S",I'Oft) 

u1hern C.I" Olni. CiUus FODd. 
\!c,,1 rood. Co. (I.,s POI.IO CIo,p.) 
E. St.ley MI,. Co. (C . .. m Corn SI I«Io) 
ondlfd BtI.d, Inc. (Roy.1 Pltdd'"I') 
. art and As.hb, Colle. Co. (Une.) 
eelS Co. 0' ~me,iQ (I00C.ie rudle Mi . ) 
1100· Reod Co<p. (QT Pi. Clnl) 
:0.0\011\ f oods Corp. (Q uick f'",en Ol,nie Julc.l) 

e. Comoan y (O •• hin.) 
Jd BI~i" C Co. (lip Top 8 •• ",) 
shinllo. Coo!>oflli.e f"","" A,s" . 

Wtl lh Clloe JUicl Co. (Wek" Cllpe JUIce) 
II"" SI.1ionel , Co . (Bill 'oinl Pen,) 
,1_ Radio U'P. (l" nil h Radionic K.llinl ~idl) 

dick never re.1lizoo the secret or the 
special fasciniltion in this type of pro~r.lm. 

The typical session is produc<..'() lilT 

women listeners around the breakfast 
hour. While SOllle men listell ((l these 
broadcasts, or a portion of them, bcfim;.' 
leaving for work, the number is negligible. 
The cartoonist's caricmure of the Ameri
can breakfast scene, with Mr. buried 
behind;) Ile\vspapcr, Mrs. glaring ill him 
while their Junior pours o;)tlTle:ll over his 
own head, doesn't literally define the 
;'Ivcrage sce11e, but it'~ suggestive. To tltt' 
average .."umilll lis teller, breakfast Simply 
isn't the dre;}m interlude she hoped it 
might be when she g;'lve he;'lrt and h;}nd to 
her only 1111l1l. Bre;}kfast realities, for 
most women arc pretty hUlTldnull. 

Rc<:ognizing this "secret" of their 
listeners, every morning Ed and Pcg<"'C1l 
proceed to ell<lct a little drama, in the 
course of which they [alk about openings 
of shows and plays ; interesting pl;"lces and 
people they visit ; their menagerie of dogs 
and s tray cats for .."hich they try to find 
homes: the day's news, etc. This is the 
grist. They use their own liv('S as the 
source of material. Their treatment of it 
is not stercotyped, but is individualized 
and flavored by their 0""11 personalit ies. 

The "magic" clement in the successful 
Mr. & Mrs. formula is not il tangible in
gredient. It 's the fact that the interlude 
gives the house.."ife an experience ..... ith 
which she can identify herself and so 
enjoy vicariously the kind of mornm~ 
int('rlude that wilt never be her's in 
reality. [t 's a rule, too, that nothing c<,n 
be a part of the production that seriously 
mars the idea lized sense of what a COil
genial breakfast "'i th the Mr. should be. 
The formul" is a highly spccktlized form 
of escape. 

When WOR had to set about Iheexact
ing job of finding a couple for the tlllle 
~ Iot of the depmting Pit zgeralds, the}' had 
some specific qualifications the couple 
would need to fill. The qualit), of escape 
in presenting a progmrn which imitated 
MIT. Average Housewife's (with a lillie 
pleasantness and good humored talk 
Ihrown in ) cou ld be thin stuff. The audi
ence's dreams and longings COUldn't be 
vicariously fulfilled with watered-do .... " 
pabulum 

The couple had to have a b..1ckground 
involving;: li fe quite inacceSSible to "' Irs. 
Average Housewife, but a life aUrani"e 
enough to listenels to make identificatiGIl 
with it desirable. They had plenty of 
candidat('s .."ith the right backgrounds. 
WOR tested some 50 couples before dis
covering one who could relax before the 

(Please film to page 62) 

Remember the 
story about ••• 

The Apple Blossom 

that grew into 

A Big Red Apple ? 

That's just like the story 

of WWDC in Washington. It 

started out small. and 

then it blossomed and 
finally it ripened inlo Ihe 

stolion Ihal smart adver

tisers depend on for low

cosl sales. To see your own 

sales message bear fruit 

In this rich market, use 

WWDC-AM and FM . It's 

the station Ihol produces 

results-economically. 

WWDC 
AM·FM-The D. C. Independent 

REPRESENTED NATIONAllY BY 

FORJOE & COMPANY 
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spot 
trends 

B .. td upon the numb •• 01 p.o",ml .nd .n
nounCtment: pl.c.d by . pon,o,' with st,tionl 
.nd indued by ROllb.u,h Repo,t on Spot 
R.dio Ad¥lflj'in~. SPOtl ,.po,led 10' month 
01 Septembe, 1947 tie used 11. bal. 0/100 

250 -

200 -

150 -

100 -

50-

Theft.' was lIttle deviation from .mnual trend!) in July ~pot placement. 
Na t ion<l lly it hit the low of the year as it did in all sect ions of the 
nation except the West Co;lSl and New England areas. In the former 
placement was up 4.7 ove r June. The North;East areas dropped from 
June but were still higher than August 1947. Current (August~ 
.scptember) spo t business is showing improvement ove r a year ago due 
in part to political broadcast ing and better than normal activi ty in the 
automo ti ve ;md tobacco fields. Anticipated shift of Kaiser-Frazer 
100% to network broadcas ting will hit spot automotive classification 
but business placement by automotive's" Big Three" is expected to 
offset K-F deflection . Beverages and Confectionery continue higher 
than SPONSOR'S base month, September 1947. With a year's reports 
beh ind, srONSOR wi ll use 12 month base s tarting August. 

DEC JAN FEB 

Tre nd s by G eographical Arus1947·194B 
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OUSTON* 

II 

• 

fAR MORE LISTENERS IN THIS RICH MARKET 

WHEN YOU PICK /( P It C an NBC aIlHia!. 

BEAUMO 

PO ARTHUR * 

FlI(Sl 
in 8MB 

FlI(ST 
In HOOPER 

FlI(ST 
In the South's 

f irst Market 

NOTE, f bi. Bu.
mont.Port AtI~.. ,e_ 
,,"" ,OY •• I. onlv on. ,.! .. o.t 01 KPRe', 
co •••• ," In ,II 
KRPC ... 0. .. 61 To... ...d tooi,ian. 
<ounti.. oeco,din, to 
8MB '0,,0'''. 

GULF OF MEXICO 

/1$ T~fJ£! KPK~ H()fJ$1VN /.!AO$ 
STAT/()N 'il' BY /Y1()Kf THAN Z TO liN THE 

BfAfJMONr-POKr ARTHfJR ARfA •• • 

YeT C()STS 1.1$$ 
OF COVRS!, KPKC t.fAOS IN HOVSTON. •• 

*KPRC docs have p ata shows K PRe ( a 'remelldQIi$ audience 
Independent SUtvC .me COStS arc less. As for 'Ii~et Standard Rate an 
the second H y revea ls their actual d' .. tenets, here's how 
Ho o p . S o,,,<on ""ioo. h", ",m"t':; ~~,on b"woo" KPRC'~ 

r t a t. on Liste ni ng Index in . Be aumo n t- Port 
Morning KPRC STATION " B" Arthu 

Afternoon 11.4 " 
Evening 27·9 ;-
Sunday Af 29·8 6,1 

All . Icrnoon 20 2 I .1 
. you buy IS Houston . 7.6 

... Important shi' • yct we deli vcr Bea 
POrt Arthur exce~~~n{ p~ts. (Beaumont exc:e~O~( and ~ort Arthu 

KPRC also lead I~s ngcles). s oston In tonna,;' 

lead~ all but ones:f s~ut one of s ix local station . 
domHlance in Ihis x local stations in P s In Beaumont-vas t area is b' ort Arthur KP o \'lOus ly and Ii. . R' rmlr establishc( 

9 50 KILO CYCLES HOUSTOtl 
N"t;"n"I "pre .. n'''tI~., (01 01 • SOOO WATTS 

, """. ...tty lind Com pany • AfflU .. t~d w"1> NIC .. IaN, J ... k H ...... , Gene.,,1 M oneO« -
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Singill ~ Salll 
the man behind over 200 Successful sales curves 

For th e s ponsor interest ed ill sales. Singill' S am presen t s a uniqlle 
opportunity. For II c,'cr ill r'ldio's his tory has th ere hee n a personality 
like S;lll1 •.. II c \'cr he rort'! a pro;;!r:llil series ,,-jlh s u c h an Otll s l (l.Iulin g 
recoril Hf fIIt/jor ~:llcs ",uccc",,;cs IInhrokc li lIy a ",illj!ic ("ilure. 

These arc ~ lrOIll! !!> lat c lHc nts that carry trClllC lulou s weight with 
pros pcc ti,'c "ftlgrant purch asers . •• if s lippori cli h~' (;le is . AIIII fa CL .. 
• ~c h ;u"c ill alllllHlancc ... hig h Ifoopc rs, cO II~P":lllIlalor~- l c ttc r~, ex
prc ,",s ioll '" of real :lpprccia lifl ll liy 'Hhc rli sc rs Ihc lllScI ,'cs . 
h('(nrc alld afler !otnrics )mckcfl with th e COll c rete figures . 

This J5-lllilltll c trnllscrihcd p rogr:l lll ;;c ries is the s how 
~' Ull Iweli 10 I' rtllillcc rc"u iI S. \'\ 'ritc, wirc. or t cJC phOlH.' 
T S I fur [1111 detail ,,;, UC$pil c Si n g ill ' Solin '" Irc IIlcndo1l s 
pupularity and 111111 , Ih e " h ow is r ca";Ollnhiy priced. 
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THANSC H I PTION 

Sin~ill ' Sanl-AIll('ric,,'s ~rcalcs t 
mclio l'ulCS llIun. Assislcd 11:-' Charlie 

I\bgnnnte uncl h is orches tra a n Ll 

the ju"I I.\' f:ln1(oll s :'tlull cli :S iste r;;.. 

"-ri/(:jor information 011 these TS f shOlt") 

• inl"",d ni 1.0"'- S"" gs 

• \l· ('.~t .. ar'" IIo! 

• Your Hym n lor 'he na~' 

• Wi ngs o r Sonr; 

SA LE S, IN C. , 117 West High St. 
Springfield. Ohio 
Telephone 2·4914 

New York -47 West 56th St., Co. 5-1 -544 Chicago-612 N. Michigan Ave .. Superior 3053 

Hollywood-S3a l Hollywood Blvd .. Hollywood 5600 
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MR. AND MRS. SHOWS 
ContinlltdJrom /><Igt 57) 

micrc.phone and talk for eavesdroppers. 
This dIffICulty in filldin~ a married oouple 
with ooth the ncccS&1ry b.1.ckground and 
"mike" prescnce is one rCOlson more sta
tions have nol dC\'elopcd this type of 
program. 

In Dorothy and Richard Kollm.lr, WOR 
disoo\'l.>red an "ideal" couple. Dorothy, 
daughter of famous IlclIosJXlperman Jim 
KilgallclI, was herself an ace reporter and 
Broad .... ':!.}' columnist. She had her 0""'" 
radio show of Broadw:lY go'>Sip. DIck 
was? Bl oadway play producer and actor 
who also recreated (and still docs) Bostcn 
Blackic in the radio whodunnit of the 
come name. There ..... ere a couple of Ileat 

I bonus particip<Ults in Dickie and J ill, the 
young KolllTIilT offspring. 

The Kollmars nl(WC in Iha l exciting 
circle of Ne ..... York life that most of their 
listeners will nc\'cr experience except 
through the eyes and ears of Dorothy and 
Dick. Their breakfast guesls are people 
"hose names are in the news; people 
whose aCli\'ities mean "l:ood stOfY" to 
Dorothy and Dick. Women listening in 
on breakfast with Dorothy and Dick ha \'e 
a second major satisfaction-in their 
hearts few of them \\''Ould trade places 
with Dorothy if doing so meant they had 
to leam what she has learned, develop the 
skills of her trade. To step from the mold 
of their 0\\,11 Jives in to that of Dorothy 
Kilga llen Kollmar would beaself-e\'idem 
intJXlssibility. Yet with a twist of the 
dial they can share some of its fruit. And 
the fact that most of 'what Dorothy and 
Dick share thTOUf:,h the microphone is a 
by-product of their work is important. 
It's easy to offend an audience by talking 
dO"11, It's easier not to talk do\\'11 when 
all are 'I\Que that the p<lttem of the 
performers' lines is a p..1rt of Iheir jobs, 

111e distinctive contribu tion of Ihe Mr. 
& Mrs. eseap<' fomlula is that it adds the 
Mr. 10 Ihe fantasy. No n1.1lter how well 
the announttrofthe typical \\''Omen's par
ticipating PTOflfam filS Ihe fomlat, lle can_ 
not subslltule for a husb..1Ild. Hence the 
(Ja\'or of the \\"Omm's participating pro
gram, Ihough no less authen tic when 
properly produced, is kss intimate thall 
tl1.1t of the t-. l r. & ,\ irs. It is this intimate, 
dO\\lHO-ei'Hth feeling thai is prized by 
lisleners. 

One of the tricks of the Mr. C; Mrs. 
production is 10 create the illusion that 
the broadcllSling falllily is like thai of Ihe 
average lbleller's, \\ilh Ihe same prob
lems. ror instance, Dick may complain 
to Dmothy aboul cominually gelling a 
\\a~h doth with a hole in it so thai hI.' has 

" M usic Ind ' -omen," 5)m Pcpys told 

his diJ.ry. "I cannOI but gi \ c 'II'y to. 

, ·lute vcr my busi ne ss." And "hltc"cr 

thcir business ... there are more Ihln hllf 

a million New York families that cunol 

but givc ""y to the music they lo'e ... 

IS it comes 10 thcm O\'er \VOXR and 

WOXR.FM. They listcn so madily 

... no other stuion in Ihis biggest Ind 

richcst of all mHlI:e ts can reach them 

so cffecti,·ely. These fl milies love good 

things as they lo"c good music. , .a nd 

un afford them. too. 50 "h,tc'cr your 

business ... business Can be belief if you'll 

tet us help you reich these: f, mille$ 

and re lChing thcm, sell them- , ·i th 

the music they cannot but gi,'c "W 'Y 10. 

~hy "e? 

AND WQllR · FM 

RADIO STATIONS OF THE NEW YORK tI MES 

SPONSOR 



Sti ll another ?'eason wh1l WBBM has been 

Chicago's most sponsol"ed station j01' 22 yea'rs! 

"WBBM sweeps up 75% more dollars" 

/ 

... say C. A. Boushcllc & SOilS , Ch icago's 
most moder n rug cleaning company. ALid 

they I\'SO Il" ! Twenty-two months ago, they 
started lls ing a typical WBIDI o ri ginatioll 

') - the Houscwi\'cs' Protccti\'(~ Lc,.guc, CO I1-

d ueled by Pa ul Gibson. f.'I'C1' .'IilICC, NOII
shdlf' & SOI/.') /tlll'(' U('l'lI ci!'<LIIillY lI}I biy 

(ami .~f('(Jdily illcrwxillyJ /JI'ojil,'1-t he big

gNlt i1l tlld,- hi.'Itnry-at U1/ U(lr('rti~i'lY caxi. 

01 (lilly /·h prj' dollar "d l/ l'ued! 

Specific resuft.or: 

75" TOTAL INCREASE IN VOLUME OF BUSI 

NESS IN ONE YEAR! 

22 CONSECUTIVE MONTHLY INCREASES IN 

VOLUME OF BUSINESS! * 

26% BIGGER ORDERS PER CUSTOMER! 

51% MORE CUSTOMERS! 

Significant s idelight: in a trade subject to 
s harp seasonal slumps, Boushellc & Sons 
are now doing a ba ng-up business all yea,. 
',·olll/d. T hnnks to 50,OOO-watl WBB;\l. 

Dcli\·cring high rcturns at low cost
scoring measurable results- is a \\' B B)1 
habit, and hns been for the past 22 years. 
That"s why a(l\·crtisers place more business 
on WBB;\I than all anr other Chicago sta
tion. Thal's whr YOU belong on WBB;\1. 

*On~r corrC>p<)ndinJ:: month, in pr .. \"ioll~ ycar. 

Chicago's Sho! manship Station WIIM 
$0.000 WA n $ . COl U M BIA OWNIEO • llIEPllIESIEN'IEO aT 

IIAOIO SAl[ $ • IIAOIO ST.TIONS II[PIIU[ N'A' I\lIE. CBS 
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n·oduces 

J~lIlIar}' 1911 "aw till" iJt'giull iug: of a 15-
l1Iilllll(' ruid-morllin!:! 11('''~ roundup ror a 
I"ca l ~I'0n"or. Todll .1 [ilat ,,3/11(' '" I'0lli'or 
I,. vcry hapI') , having fo r [he POl"! ,,("I'C II 

)rar" <1110"('11 thj~ progralll o n \V I P [0 
rarry thl' li ra I' ) rt·~I"HI .~i hility for [IH' jr 
r<ll iio ~ill('J'i. ~ I ]{'C(''''''' I II Ihl' iutl'ry('uin g p'ar" 
tlll'Y ria",' ,,·itlutnl\.n /,rngralil" from ' ''0 
"dlrr "la t iulI,. ill fan.r of IIH' grral('r, 
prol' '''')'- ,.al,·,. I'0"('r of ·' I'l l ila.ldphia 'lj 
l'iolH'cr \'vicf' ."' 

,·/ •. i/,.de11Illitl 

IltlS;(! J.'tutu,II 
• 

II "l'r'>Nf'II' ,-" .' ·lI t i', Rtll'U 

by 

ml\'·,\l11I 1' .. :Tln· ." «; 0 . 

to 'A'ash his face with his finger (the light 
touch). Other husbands get wash cloths 
v. ith holes in thern, too. 

J\ t r. and Mrs. Joe Do.1kcs (WHBQ, 
Memphis) make a point of certain spon
taneous differences and arguments which 
add to the feeling of reality- but they 
never get OUt of hand, and scenes arc 
always rounded off so as to confonn to the 
escnpe formula. 

Ed and Pcgeen Fitzgernld, .... ·hose 
sophisticawd, c.?lculatoo treatment of the 
fomlula hns been completely misinter
preted by consumer Stories, don't violate 
the requirenu:mts. Despite their emphasis 
on avoiding "comp.my manners" and 
their shrewd heckling of each other, the 
basic appt"nl is still escape to never-never 
land (for the listeners). Ed may insist it 
isn't the mjm (they got on the subjcct of 
mint while plugging Life Savers) that he 
likes about f..lint Juleps, "but the booze," 
thus enlbarrassing Pegcen in the middle 
of a commercial. But it·s all good fUn, 
nnd come a bit later Pegcen is properly 
putting him in his place. Ed stars in a 

I 
rolcof5.J tirizing most persons, places, and 
things that come up for discussion, in
eluding, of tell enough, his darling Peggy. 
Peggy bounces right back at Ed defending 
the conventional approach to things. 
Any "'oman who listens long enough to 
size up the session can tell you the guy 
adores his Peggy. Evcn those women who 
write Pegecn advising her to get rid of the 
bum before the next broadcast would 
miss Ed like the dickens. 

Why? 

Because all the skimllshes arc only 
their individual paraphenlalia to dress up 
the escape formula the Fitzgerald way, 
The moming Ed retired in a huff under 
Pegecn's heckling and hied him bnck to 

, bed only wen t to prove that life is rnosi-
t if only occasionally. wonderful

wasn t ~Ir. Fitzgerald on hand as usui.'1 
the nex t moming with ~lrs. FitzCee 

It isn't necessary to the program's ap
I that children take part, or e\'en that 

family have children. The Fitz-
don't. Neither do the Brooks, 

who'\'e built a f{'markab le following on 
Schenectady. But children do 

create a distinctive appeal, especially 
I \\here til,,}, out the commercials, 

'I ~,~;::;:;~:~::,l~ Dickie KollmM isn't an 
on Van Raalte hosiery. But 

I ~:::"'h~:~';':;'! House Candy- there's clS('! He bleated un"xpcctedly 
into the microphone aile moming there 
",ere 110 11)0re Colonial lollypops on hand. 
And ho", can a fetlow keep th" selling 
points in mind ",ithout 5.Jmplcs? (Col
onial sent 5.1mples, but quick,) 

SPO NSOR 



The Gear,ia Tria 

SEPTEMBER 1948 

The (.B.S. Affiliates Georgia's First 3 Marke ts 

THE TRIO OFFERS ADYERnSERS AT ONE LOW COST: 

Concentrated coverage • Merchandising assistance 

listener loyalty built by local programming. Dealer loyalties 

- IN GEORGIA'S FIRST THREE MARKETS 

The G .. r;i. Tria 

Represented, individually and as a group, by 

THE KATZ AGENCY, INC. 
tfew YOlk' ChiUiO • Dehol! • Atl~nta • Kansas e.l1 • Sin Fral\Cl5Co' los An~eles • Oallai 

I 

., 
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WMAR 
TV&FM 
-the stations 

with the prestige 
From the first hour that 

The Sunpapers' stations 
were on the air . they carried 
the prestige of a great Mary. 
land institution. WMAR
TV, l\ laryland's pioneer 
television stn tion- is on the 
a ir every day (Channel 2), 
with progrnmming In the 
public interest nnd to the 
people's taste. 

WMAR-Fi\f is catching 
on fast, and operates daily 
on Channel 250 t97.9 Me.}. 

Together, these are the 
stat ions with the prcstige
an extra ingredient that 
gives extra pull to your 
advertising. 

FLASH! 
Stll.lion Wl\.lAR-TV, 
now affiliated with 
CBS. is the only 
station in i\laryland 
cnrrying the CBS 
television progrnms. 

Represent ed by 

THE KATZ AGENCY 
lNCOItP'OItAUD 

500 FIfTH AVE. 

NEW YORK 18 

•• 

Thl.' Kolhnilr 's IlI.'VL'r kllU\\' "'hich nnl.' uf 
their cu rrent 24 ~I""HlSOrs Dicki(' may 
"tart plu~jllg on Ius 0\\.11 (granu .. c.J th{'T(' 
aT(, plmty of s.1mpl~ of ('\'('1) thmRI. I( 
the pmduct ill t('T('St~ hun 11(' quickl) pick~ 
up Ih(' ~dling point .. from listcning to his 
p01rl'nt~ work_ 

O,loni01I liouse Cmdil'S. IrvlnRton, 
N. J.. stnrtOO uSing on(' participation a 
w('('k 011 Brtakjasf Ii,'I0l Dvrothy (!lui Dick. 
in Oclobc.>r, 1946. Th(' objcrtiv("i, acconl
ing: 10 (hdr agmey, A. W. Lewin &: Com
pany. N('wark. WN(, to build good will. 
sell particu la r cafldl('S, achi('\'(' <1 long
rang(' ('xp:l1lsion program. During Ih(' 
first 34 w('('ks partlCip'llion (on(' a w~k) 
th(' company ('xp<1ndt'd their r('tall OUt
lets fro m six to t('n. 

Colonial t('StOO Ih(' immediate impact 
of a Dorothy and Dick r('conml('nd~tion 
by alloting one announc('m('n l to lh('ir 
n('w COCO.1llUt bar, with no oth('r promo
tion. Th('), sold o\'('r 5,000 picc('S in two 
days. In August, 1947, Colonial nlCr('a~d 
their participations to thr('(' per \.\'('t'k. 

Polly and P('rry Martin (WLOL, 
j\·linn('npolis-SI. Paul) daily hn\'(' an inter
est ing ~lling (('cord. They ta lked about 
Cinco Company's built_in Stone windows 
and sold fi\'(' thc first day at $250 ('ach. 
Within thrc(' hours after Ihdr first mcn
tion of St(' riing ,., lotor.;' us('d au tos, 011(' 

car had becn sold and St('rling had talked 
cars with 30 housewives. 111('S(' instances 
are t}'P1cal of Afr, tIIIlI Mrs. r('Sults. 

Like the conductors of p:lrticipating 
shows, the Mr, and Mrs" in loosl cases, 
usc Ihc products and S('r\'ices of th!'ir 
clients, investigate their qualit), and pro
duction. Thcreforc-- ul1l ik(' the familiar 
"Don't takc our worJ for ii, tl) il rour
self" appro.1ch thcy sa}" in efft'<:I, "00 
lake our \.\'ord for it , \O,'("\'(, used n and 
like it," So aJ::('ncies and sponsor~ let 
them ha~dl" the selling in their 0 .... '1 wa)'. 
TranscribC'd col1lmercial~ are of rourM' 
taboo. Their uSC', eH'n wllh a l('ad in and 
OU t b)' the Mr. and Mrs., would be lik(' 
stoppln!! in the middlc of a trapeze aCI to 
sar hello to a friend in Ihe s l alld~. This 
nbjcclion ""Humily doesll't apply to di~k 
Jock,,), shows Ihat use Ihe:"tr. and ,\lrs. 
technique, allhough C'·CIl her(' il SOicrific('S 
the 1110St potent feaCtlIt' of the formula. 

DlS.k jock"y shows don't nonnllllr usc 
Sl.npts, rhoS(' that do usually ~houl II. 

nut there arc OU t ~l11l1dinl! exceptions, 
,\Ir .• llld ,\ I rs, St;lII IlilYS hOi\,{' dune .' 
disk ~hnw on \\ KY\\·, Loui!wllle, (or a 
)ear ,HId ;1 hl1l(. Ther ha\'" rrojl,(ll'd 
thdr pcr<,{lnalltil"'i through a ~ril' l with 
enoul!h il1',rimuon to ..... 11 so ml1nr Stoker 
Tendcrl"'; Fanns chickens and IUrkl'Ys 
thai Ihe ClIHll'l1ny has Ol'l'llcd tlllt'(" 1)('\\ 

of YElLOW RIVER FARM 

In • ,1.1, ... ho.e prim.ry .con. 
omy ;, .gricullu .. l. Ch.nning Cop. 
rend.rs 'nulu.'ol ...... in. An., 
lion.Uy r.cogn;ad .ulhoritv on 10;] 
con." .. lion .nd soil 'ouilding_ 
Mr. COp,'1 coun,,1 i. lought .fl .. 
.nd hi •• d .. in follo ... ed by Geor
gi. f"m.", 

Ch.nning Cope spuh direcl 
from his y.llow Riv.r F.rm twic. 
• d.y-Irom 6:00 10 6:10 A. M. ,i. 
d.y •• "'u~ : from 12 :<45 10 1;<45 
P. M. fi"e d.y. etch ... n~. H. ;. 
pruently Iponsored by SI.nd.rd 
Feed Comp.ny. 

Th. ptriod from 6:00 10 6:15 
A, M, ,i, d'YI ...... \ ; •• u il .'oI, 

for • spoon.or nol com· 
petet;"e 10 St.nderd 
Feed Comp.ny. W. 
lu99~ll you conlee! 
H"dl.y . R"d Com
p.ny now, 

RBe 
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!In its endeavor to bring Detroiters a diversIty of entertainment, WWJ·TV, 

Michigan's first television station, has added weekly televised broadcasis of 

the Detroit Symphony Orchestra to its ever·growing list of program features. Compli· 

ments received from the thousands of television set owners in Detroit attest 

to WWJ·TV's perfection in technique during the first broadcasts of the Symphony, 

Jt marks another milestone in the progress of WWl.TV, which, in its second 

year of operation, has already become an effective advertising 

medium in this multi· billion dollar market. 

ADDED 
ATTRACTION 

T ilE SYMPHONY 

•. --,'~'~'~'~' ~'~.~.~'~'~.~"'-'-'~.~'~':..:..' ~o~_~.~.,:",:,~,,:-:,o~'~'~"~'~",:::,'~'~'~"~',:,,'~'~'~'~o~,~, ~"~'~',-,-' -W W _I Q ~W---. 
H. , I .. . , .. p .... ... ' lu"' THl GlOUa ,. HOIlINGIUT CO,,"'ANT V 

AUOClAtf ;.,.,~,.,' nATION _J 
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RESULTS 

AI) ' E HTI S INC should pa,' off ... a 1111 it 
does for a ci v('rti ,,('rs u~ i' q; 50.000.\\ a ll 

\\ CY ... the onl y major s ta ti on i ll ca,.. ll'rII anti 
c(' ulr a l X(,\ \ Yurko 

\\'C ' II ..... a ll ('m 'ia ldc n ot'onl of achic \'c llII' 1I 1 
ill JlIIJlill~ llI .lil r t',,:, poll~C a nt! ill !, rutll lt'j u g Ia n· 
/!ihlc !'-a lt's r (';' IIIt I-. Tod ay .. . t hat r('cu rtl is 
11t.' II ('( ilHlII enr . III th e ~('ar j ll,.' pn .. l. \\' CY 
recci, (, t! lIIor(' lllail th a n il l any pre\ ;0115 year 
in i b lI i" lor,,*, III t he la" , f(,w \, .... 1.. ... e i" ht a n . . . 
IIOIIIIC(' III (' II (:. produced ordl'rs for 3a.100 s lraw· 

herr,' " Ia nls.. 11 83 llI a il o rll er :o. were rccci,,('d 
lIy ;III t'arl~ Illor lliu g show. a l a cos t to til(' 
sl'oll",nr of (111 1 ~ I ~ {'C Ii IS (ll'r unit- r. fo r a n <lrl idl' 
('n:-<Iill~ S3.98! Tht':<c :Ire I~ pica l nam p ll'S o f the 
kind of l'l' IJillg jnh ,"licl , bas made \\ C Y one of 
the 1I:t1iUII-S IIICb l -II~('d ::. ta tioll :-:. 

I{t':-ull:- 'Jr(, the fm il:. o f pl ulll lt'd p rogra lll
ming __ • :lIle l pro7ra lll~ \\ h idl IJrn<iUt'C r C:- lIlls 

;Ir<' :.I'<lilahlt':lt thc Ge llcral Electr ic Sl;lti u lI ill 

S(' llI'lieTtaeh. 
·UI','r ;!OO.lIOO nll"!/,~ fl/lfllf'/lf'r.~. 

IlPI(SlNHO NATIONAllY aY NIC SPOT SAUS 

W G F M 
FIiIQUENCY MODULATION WGY 

50.000 WA, TTS 
iCHlN[CTADT. N. T 

WRGB 
TllEVISION 

GENERAL~ ELECTRIC 

rl"tt II outlets. Billboards wer ... the only 
olht>r advcrtising used. 

Evcn a Mr. (I Mrs. show Ilkc IIi! Jinx 
\ WNBC, New York). wi th a highly 
sophistica lC'd :md intelligent metropoli tan 
flavor depends on strictly personalizC'd 
!>C:lling. Thc husband and wife combin:l
tion is the pt.'rrecl device for crea(lnj:l tha i 
feding of sympathy and undersl:mding 
octW('CIl lisleners and perfonners. which 
l1l:!kes tru ly persona] sclling possible. 

J inx Falkenburg has a background of 
modeling and Holly .... "OOd. after having 
spent mo~t of her life abroad. I ler hus.
band, T('x McCrary, is Ihe foroler edi
tori:!] director of the New York MIrror, 
and ...... hen the show went on Ihc air t""O 
and a half years aWl. was editor of 
American Mercury. 

The I\1cCrarys sat down with James M. 
Caint'S, then manager of WNBC, and his 
program head. Ton) Provost, and 
thra~hed out thcir own version of the 
Mr. (I Mrs. idea. The heart of the 
form.1t, as it eventually emerged, was an 
interpretive commentary on the nl'w!> by 
Tex. with Jinx as the foil; a guest, or 
)l:uesIS, in the ne ..... s (they don'l mind 
having guests who have ;:rppeared on 
other programs, since it is their belief 
they can develop interesting ::Ingles not 
touched by other interviewers): fash ions 
and fenlinine in terest items, which Jinx 
is specially qualified to handle rrom the 
"'oman's viewpoinl. 

The show was designed to be wh.1t 
cri tics like to call "lilerate" (a term 
choscn to indicate lheir belief Ihal an 
object so labeled has some significance). 
WNBC gambled that II could find its own 
audience in competition with mornins.: 
rivals. I t did. Selling it waS another 
ma iler. Bolh Tex and Jinx and the sta
tion were looking for sponsors-the half
hour show was to be limi lcd to one spon
sor ror cach 15 minUles. Numerous re
quests to buy participat ions on I ii! jillx 
were turned do\\TI. 

In September of 1947 "'NBC signed 
what it felt "'as an ideal sponsor ror a scg-
111('11 of the show. It was Ohrbach's. 
Inc., New York City and Newark. N. J . 
dcpartmelll slOre. Before Ohrbach's 
came into the piccurc, Literary Guild. 
Bond Clothes, and Trans World Airline 
had used Iii! Jillx. Campbell Soup Co., 
Consolidated Edison and 5.1\"3rm Coffee, 
(ollowed. S.warin tested the show Ihis 
P.1SI Slimmer and recelllly indicated their 
illll,lIion of renewing it in SepIl'Tllber. 
Ohrbach's dropped all but thl'ir Sunday 
12:]0 p.m. sponsorship durinJ! the he"t 
wave. but WIll again !'ponsor the silo"' 
;:rcross Ihl' board in Sepu.·mber, 

Tl'x ;:rnd Jinx dercly personalize Ohr-

SPONSOR 
! 
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and only WXYZ offers you a complete 
• servIce merchandising 

Detroit market ... 

III the great 

Here's how it works : :\ noted 
cirrus packer wanted to int roduce 
hi s line in the Detroit market. 

Because \YX YZ has a rcpul.ttion 
forcompki(,lllcrchalldising. \,"X ) 'Z 
landed the camplell' assigll1'llt:nt: 

j obbers, distribution, etc . In the 
FI RST year, sales zoomed (mill 

66th place to 11th pla.:c! 
I (.\'f)/{ ha \"C a product w :-.cll in 

l)crruu, remem her : I) \V\" YZ 
has t rCllH:nc!umi ~alc" power, , , 
.::.) (Jnly \\,\,:YZ in Detroit otfers 
a complete merchandising ser
\'Ice, , _ J) af \\,XYZ the CJ11-

ph a~ts is on sa/rs rjfirimrJ'! 

rl t present, WXYZ has available .•. 

A!:Jbott & CO$tello, 9:00 1'111, \\ cdl1t, 
d~ys. T his p"l'ul;\r ncll".,rk ~ llllW. ,t,LT_ 
ring Ilnl1) w.,,, .. rs top nmll:dy tc~m, j, 

a\'ailablc loudl)' over \\'XYZ. 

Baukhoge Talking. 1:00 1'111, '['ue"la y' 
<llld Thur",-Ia~·s . A prl'l>rigc lll· .... ' prc1;ram 
tWill the nation's l'apital. It! 'III iJeal 
11IM.n tUllC spo t. 

America 's Town ""'eeting of the Air, 

11:30 I'nI, TUl'sd;LYS, 1-;1111011', p .. :r"nn;lli. 
tIC', \ It:tl i,,,ucO), l'M'iring dd.>:trc on 
,~m~rica', i,]\uTltc r'ldio forum. 

Mr. Pr e side nt, ~;.l0 pm, Sundays, 
Starring l .d\\~rd • ..I"rn"ld. 'I'he pn>gram 
that h,], i';'tryfllllj!: hl't<)r~, p;Llrl!Jti~1l1, 

dram:L., thrill" ~l"I'<"!l'C~ 

••. yOIll' brst bet- but" e llds uf tlte alphabet 

~@.'~ 
l:?iO ":<:-5,000 W.\TTS ~ 

CaJl the A He spot salt'S oDict' lIt'arest )'011-101' illformtlliOll ubolll (111." 
or (lll of tllt'SI' slatiollS: 

WJZ~New York 50,000 w~IIS 170 kc KECA~ lo$ Angeles 5,000 wailS 790 kt 

WENR~Chicago 50,000 walls 890 kc WXYZ DelrOli 5,000 wailS 1270 kc 

KGO-San Francisco 50.000 walls 810 kc WMA L~Washlngton 5,000 watts 630 kc 

ABC Pacific Network 

American B roadcast ing C om pany 
69 
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bach's largd} IIblltlHional c;Jrnp;.ligll b) 
intervie ..... ing: the ~lOrc's pt.'rs<lIlIH.'1 fill tilt' 
rm~ram. The) t,llk .. bout Ohrb.1ch's 
I1CWspajX'f ads nnd the 11\.11lS descnlx-d. 

J inx actuall}' dlM,:s a 101 flf hl'r shopplllg 
there and C;1I1 and does ~p'-'ak fmm 
eXrCrlCTlCC. 

Alchou,eh ~pt.'Cilic prices an: 1101 men
tiont-d Oil thl' prog:ram, tilt' ~hopping: fe
SPOllse to announu'l1\Cnts 1.( spt.'Cihc items 
or f('3turcs has Ixi:n irnmetlialc and U," 
sultful In s"Jl'S The prc"idl'nt or the 
company h..s Slatl.-d his beli"" that Ohr
bach's "is reaching: its desired audience 
and increaSing Its acn'ptllm:e throughout 
the metropolitan arca." 

Mr. (.? AIrs. sho ..... s oflel1 fait to realize 
the fu ll potential of their selling po ..... er 
bcrausc the)' lend to forge'! the program 
fommla is ultirn'Hdy on I) a device which 
puts them into spt.'Cialiy favorable rapport 
I.dth listeners for the purpose of setting 
sOlllething. The best husband and wife 
teams pursue their thinking on personal. 
i:cd selling much furthrr than makll1g ;I 

Illere personal rC'COmmendation. You'll 
find them in their spare tulle anal) zing 
each prtxlutt for mOre effective \Io'a)·5 of 
rel,Hill!: it to tht, livcs of their listeners. 

Whcrl the Dokin <A. was first introduc
ing lheir product, an arthritis analgesic. 
into the New York market, tlley ap
proached W): and the Fitzgeralds. After 
both the station and the Fiugeralds had 
independentl) satisfied tht'fllsclves on the 
ethics of the product and its claims. Ed 
and Pegeen obwined s.1mples of Dolein. 
They·d noticed that frequell tly people 
I, .. ho wrote them in a cramped hand ex
plained that arthritis was the cause. They 
m<.>iled samples of Do lcin to a group ofl 
these JX"Ople. including some rctativt'S who I 
suffered from arthritis, and askt'<l their 
cooperation in tt'S ting the product for its 
helpfulnC!ls in relieving pain (i t is not I 
supposed to effect a cure). Most of the 
group wrote enthusiasticallr about the 
product and w;>nted to know where to ! 
purchase a further suppl}'. With thIS 
response the Fitzgt'ralds accepted Dolcin I 
as an advertiser, !xing able to report to 
arthritic listeners the actual experiences 
of otht:r listCllers. The (Ornpanr ron
tinued 10 uS(' the prDgr:'l1ll until a change 
of potiC) at \\')2 forcd its with::lrawal. 

In common with most wOl1len's panici· 
p.1ting programs, Mr. & Mr.s. programs 
refuse to accept a competing product fo r a 
c('rtain len~th of time (up to a rear, in 
.;on\{' instances) after dropping a previous , 
ltelli. In tacklIng this problem, the Fiu- , 
I!aald~ have COIlll' up with a solution 
which ha~ wnrkd ~atisractoril)' $() far. I 
If thl'\ Gin find a Ill'\.\" f(';lture m till' rom· 

\ P/('I.~(, lurl! 10 f'tlgt 9.?) 

A l1J2 
BILLION 

DOLLAR MARKET 

spread over two stares 

T~k~ OUr 5MB "ud je"t~ CoY~r. 

~ge Map. m3ltn it .... i th the 
b tut Salu M,n,gem ent '·buying 
po .... er" f ig ures . 3nd you'll set 
that KWFT rudlU 3 bUlion ~nd 
, half dollar mark tt Ih" Ipr udl 
over two grut IUtU. A Ittttr 
to us or our "repl" w in bring 
you ,II the hen, H .... ell u tur· 
rtnt aYlIUabWtiu. Wr;\t tod3Y. 

KWFT 
THE TEXAS·OKLAHOMA STATION 
W;,~,'a r.n._s.OOtI W.lh4:M KC-C8$ 

Rtp rntnttd by Paul H. Raymer 
Co .• ~"d KWFT, 801 T o",,, 

Ptt rol tum Bldg ., O~Uu 

f,'obli,htd 1911 
WilMINGTON, DEl. 

f"obli,hed 1922 
LANCASTER , PA. 

fdob/;Ihtd 1922 
HARRISBURG, PA . 

f,'obli'htd 1912 
READING, PA , 

fdoblilhtd 1932 
YORK, PA . 

flloblilhtd 1936 
EASTON. PA . 

SPONSOR 



I 

<--------
{1 

= 

ON[ sponsor will be c azy abou 
CRAZY JOE MATHIS and nis "Korn Krackers" 

SEPTE~BER 1948 

It's 7Y2 minutes of contagious corn, by the 
cream of talent from WRV A's sensational "Old Dominion 
Barn Dance" success. It hits the air at 11:50 A.M., 
Monday thru Friday. It's top-flight entertainment by Virginia's 
tip-top h illbilly group. It's a show of your own with 
freq uency. And it's on Virginia's only 50,000 watt station, 
covering 70 counties (out of 100!) and our 
latest d iary study tells all! Call Radio Sales. 

Richmond and 

Norfolk, Virginia 

11 

-
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~It·. nu h ius',-iu 

The t endency 
today is for music 
to become more 
and more Jepend. 
ent on the co-oper
ation of other arts 
or even the "gim
micks" of mere en
tertainmen t. The 
unadorned per. 
fomlance o( con· 

cert musie is enjoyed by a limitc;:l audio 
ence in person, where the visibili ty of the 
artis ts adds enormous ly to the appeal of 
the program. In radio this visual appeal 
r~ climin<ltl'<f, and the percentage o f 
potential li5teners therefore becomes 
smaller. 

Tn some ex tent this i~ t rue of popular 
music as wdl. DallC('rs will s top to 
watch the techniqul' of a spl'Ctacula r ja:: 
perfonller, but the same pcrfonllance on 
thl' air attr.1cts a comparatively limited 
audience, a~ also the le~~ eXciting interpre
fatlon 01 "swret ja::" or ~ymphonic ar
r;mgemellts. The most successful band 
le,ld('r~ ha\ l' m:ulaged to fmd some special 
nMtel'ial to Ill"ke their broadcasts 1I10re 
;Ittractiw anJ entertaining, En-n disk 
Jockcy progr<llllS dcprnd on hi~hl}' publi
ci:ed per~ln.1litr<", rather than pUrl' music, 
ilnd their 'tead\ alternation of Tl'Cnrds and 
com1l1ercials rl·pre ... :nt an .1bjl"ct ~lI rrl11dcr 
to cnnn'lIicnt and Iucr.lti\l~ routim.', 

ConceT! mu~ic is today /-:ivin:.! wOIr to 

"rcra. "'alln, and thl' ",-rel'n, where the 
I1m ... i.: alwa\· ... enjoy" some visible a~sist· 
,rnCl". :-.. todl'T1l compo-.ers of ~rious nr 
"at- ... oluu·"' music find it Jilhcult to com-

" 

~Ir. S)tonsor Asks. 

··\\,11\ do lII o~1 lIt'iwor J ... ~1"'l i g IJl 1I1I1 :'S i , ' a l I,.'og ,'a lll !'" 

11:1\(' (' olllp:II'a l ivC'ly low I'al ill ~:-:: CVCIl tho ug h 

1I11!~i(· 1:-< a "il ;:d f'ldOl' III IHa n,' ty pc ':-; of 1' 1' 11 ' 

g " <JIIIIlIg. alld tilt' lIIaill:-<la\' o f hll H'k 1)J ' og l'a'llil1 g'~ ~' 

Ju les Rubi nstein 
Pr~J;de"l 
T<I""·Tim<l,,.I,,(. 

pete with the established classics of the 
past, for their music itself is not strong 
enough to stand on ilS ol'm (eel. Even 
words arc a hcip, and in general it rna)' be 
argued that vocal music is more popular 
than instrumental. 

II would seem that television has Ihe 
answer to radio's problem. Here the 
audience can enjoy not onl), an excellen t 
musical pcrfomlancc but the close-up of 
conductors and soloists and perhaps even 
some visible cooperation in the foml of 
action, scenery, and costume. The purely 
incidental music that radio has found so 
valuable is evell more important to tele
vision, but the new mdium is by no 
mcallS limih.>d to such useofthe "common 
language." Television can show its audi
ence at least the performers themselves 
and far more if necessary. With such 
added interest, a straight musical pro
gram may v,'el1 become as popular as any 
other type, 

S IC.\!U:-;O SI'AETH 

"The Twre Deleelife" 
Nell.' York 

Over a period of 
years I have found 
that abollt one 
person in ten is a 
lover of serious 
music. The per
centage runs high. 
er o n popular 
Illusic. But I have 
foulld <llso that 
ti1('SC liH('r1ers arc 

\'('r) Ul1vocal that is, the)' seldom si t 
dov,'11 and wri te letters to music pro
gTII IllS. Thill is olle of the r.,ctors ..... hich 
lead l11.1ny pcople to belie\'e that straight 
music rrogralll~ are entirely unsuccessful. 
Rmin!!s arc comparatively lo ..... er thall, 
So1}'. co l11l'<fy-varicty programs because 
radio programs of the latter nallire have a 
wider ap~X"a]. Bl'CaUSt' of their high costs 

as compared to ratings, music program 
are therefore a luxury. 

The success of music programs on inde
pendent s tations such as New York's 
WQXR and WNEW is due to the cumu
lative effect of listeners .... fl o like a lot of 
music of one kind, withou t ha\'ing to 

twis t the diaL Netv,'Ork s tations give a 
• broader varlet)' of programs, and often 

music programs get lost in the shuttle. 
~ I usic lovers are not "selective tuners." 
Good time spots are at a prerniwn on net
work stations, and the ' constant re
shuffling of sustaining music programs to 

make v,'ay for commercially-sponsored 
shows leaves listeners not knowing all the 
time when and where to expect music. 

While there has not bt-en any visible 
drop in the interes t in instrumental music, 
there has been a drop in the past three 
years in the perfomling of music. The 
v,'hole music business is in a postwa r 
slump, and man) nne musical organiza
tions ha\'e suffered. There has been an 
upswing of listener in terest in "gimmick" 
musical shov,'s like Thrtt for the ,\fOllt)', 

SirrK II AKairr, and SlOp the Mrlsic. AI· 
though the attraction is primarily the 
give-away, this kind of programinl! 
couldn' t get along without music. 

Programs built around individual p<'r' 
fomlers in the music field often g{'( lower 
ratings than programs buil t around the 
recorded selections of the S3me performer 
on local stations. In large part, this isdue 
to the (anatic loyalty of the following 
theS(" stars have built. The f:lns want the 
pure article, the perfomler's music, which 
usuall)' comprises about 80-90'(, of are· 
corded show. A live network version 
u~uall)' has mallY more production j]im
mieks, and the actual music is on I)" about 
50"; or less. 

I'd like to ~e l1Iore good. regul<1r1y 
scheduled straight musical shows on the 
ai r, e\'en if they h;l\'e to be carried as a 
financial loss. The)' build prestige and 

SPONSOR 



good will with a select audience (or a 
sponsor. Also, the)' provide an outlet for 
the talen ts of composers and pcrform.:rs 
which widens public acceptance of music 
..... hi ll' improving the form. 

I also think television will ering a 
ckfini te revival of Ibteuer illU' rest in 
straight music progralllS, bot h se rious and 
popu lar. JUSt as televised b..1SCb..1 11 
created many new baseb.111 fans, the tele
vising of music IJ"jarmallct will create 
man)' /lcW music \overs. 

SVlv,,:-; LEVIN 

A1usical Dlrt(l(". 
WOR, Ntu. Yorl: 

If I COUld l 
answer that ques
tion once and for 
all, r might be in
clined to lay down 
my baton, give up 
radio and theater 
appearances, and 
han!! out my 
shingle as a radio 
authority. (/ pre

sume your question concenlS musical pro
grams not inter-mixed variet), acts, such 
as Philoo's high-rated Bing Crosby show,) 

TIle success of music, whether in radio 
or concert or theater, dependson program
ing. I hope you will pmdon a JX'rsonal 
experience or two in this connection. 
Some years ago, to the dismay of man)' 
sta id individuals, J combined m)' orches
tra with the Philadelphia Orchestra in a 
program of concert numbers. 111e suc
cess of this concert was am.1zing. At 
another time, it was my privilege to com
mission the late Gt'Orge Gershwin to 
write RlIapsody jll 81111!. I gave that 
then-unknown work its world premiere at 
Aeolian J la ll. Today, it i~ a popu lar 
American classic. 11lese were experi
ments in "programing" but they pa id o ff. 

In the m.1tter of rat ings of musica l pro
grams, I 'll admit that some of them are 
vcr)' low. But, there is one interesting 
fact which is overlooked . A very high 
percelHage of audience mail conceming 
music comes- not from the metropolitan 
centers where surveys arc conducted- but 
from out lying sections not generally in
cluded in Hooper. etc. In other words, 
m..1n)' lis teners don't get a chance to ex' 
press (in rating form) their liking for 
music. 

From my experience in show business. 
I fec i that successfu l music programing is 
a matter of studying the pulse of the en
ti re public, and giving it what it wants. 

SEPTEMBER 19-48 

PMIL WIIITEM"N 

vp and dirl~clor oj nlIIsic 
ABC, New York 

U More than o ne million thrce hundred thousand 
listeners can hea r WFDM with their cars slOpped 
up! (That's our ha I f·m ill i '·oli co,·crage.) 

Whe n water), eyes can't read line print. WFBM 
announcers Can pour yo ur sa les messa ge into 
400,000 loud speakers-in bell·shaped IOnes. 

More Ib'III , 600 drug siores within the range o f 
WFDM's transmitter pro,ide easy access 10 your 
radio·ad,·enised product. 

WFBM merchandising se n 'ice he lps w ith pOl m
o f-sale displays and personal co ntact with the man· 
beh ind·t he·counler. 

Build pl'QjilS Ihat aren't to be s neel.ed at~ Take ad. 
\anlage of \\,'FBM's listcner loyalty, com incing 
o ral dcli\cry. cons islent circulation. and sa les·aid s 
where Ihe), COUnt most. 

WFB M is " First in Indiana" any way you look at it! 

BASIC AFFILIATE: Columbia Broadcasting System J 

Fli",_WOOD Grultd Rupids_\'I.' EO A £,.",miJle 

7l 
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M AKE C A PITAL OF C 

l''ic.u: HlU. JE:\KI;\"~ 'fays /I/I( 16th 

"Corll S'/IIf"':;;'" Ti"If':' .-Im/IIII /l'(lIIf/t,r. With 

:1:1'> II/tln·l i .' II ',u'r.~ 'hflll flll~' c(JlIlpl'l ill~ slfllillll 

{mill (j:fm to -: ;IHJ fl."'. (C,."".~/,·y .. 1Iorch /9·/.':), 

j, ," hi,H I{f'I .• rIo .• ,,/t .• (l(iL·I'ni.~I'r.~ ("11/1 bllllh' WI . 

AHT ll u n C.ODFHEY. lO p S 011 WTOP 
(tl", _\Iotioll rim! di,w'o/','r('d I,;III ) {fIr IIIOrt' 

thllll Jj Jf'(/r.~. AIH1.~lilll(JI" '" AI Imilding 

l{/r~(' tllH/loyal (IIlfiiclln's. AI/(/ at Imildill/:t 

big sfll' ilJgs nCCOllllts [or mh·crtis('rs. 



OUR SMALL CHANGE 

There's been a small change in onr mornin g selleflllle . .. it !'Illall dli.l ll g(' 

which ('an "ring :rOll. big rcturns. W,.1 .... 0P - already first in ~'a shingto ll 

1,('1\\"(,(,,11 6 :00 ami 9 :30 <I .m,· - now has these {uur ('a llital I't'r:-fln :t l ilit' ~' who 

arc giving a good a('('01lnl of themselves (ami of their sponsors) in the 

billion·dollar W~.,OP market. Call liS or R.uiiH Sa lf"1' for details. 

MA RK EVANS gil'f>.~ ,he right lo('(d lou ch to 

the H O IH Clt'il'c.( · Pr(l leclin' Lc(/gll (>·S ll llri.~/' Sa/ute 

,'olllll;I/(/ l ioll -"the IIIoM S(/h" ~' f'fJf'clil'e 

paTl h 'ilHl / ioll program ill all radio" - (///(/ 

ti"lh'crs bi{l refllrti S {or ( I smllll 011 lillY. 

" !< ~. " T<1I' I ,·'· ..... Il" ... ~r<, •• " "~ 

EDDIE G \LL\IIEH. Iml IIIlI 1101 /t'f /$l . 

I.o(,lll ", ,,,(it' d(> fll(,T .~ aN/it G(llia /H'T 'dIll 

"!I f/pill/!. TN'orr! .wil(',( m Ort' thall 607( :' 

SII()II$Or_~ en >dil hi", lrilli ,Ii" SWill' I.-j"d of 
perreIl/1l1" jll Crt' (f$C {fIr tllf'ir lJu .~i"('s_~,,s_ 



signed and unsigned 
New Agency Appointments (GJutillut'djrolll /Xl~r 18) 

SPONSOR PRODUCT (0. Stl,vltl!:) AGENCY 

~""hlt",,· 1'" .... 1 •. :-.".f"lk 
Sld"ll.~r_Hrl .... r. S. t' , 
SUI"'r_S,~r("h ,,, ... ... \. s"".-, \",,, 1',,,,01 S," .. ·~. tI,'. 11"10,,,. 
T,· ... ~Ch<U.l'r"I' ,:ww.· .. F. ... ·h3nll..· . .\I1~sl,", Tu. 
1"1",.""><1)11,·1:,,,1'." I . 

R.· .. .'>1111 ,','"n,,' Ih>l1<" 
\I ... -\ ,,$!. . """"il." 1,1<,,,'<10''',,,,, 
I',K • .! ~"..-~. 
Cluus Irul,~ 
III. ,'o"dltl.mlnl! 
S,," ,Jrlnk 

\\". \\'u lb .. " Orr. !'hlla. 
(;,-"h_ I':>("III<', S. 1'. 
l>h" .. ·.~. Y. 
M~"co,,!l.h . .\,,,, , 1,, & S'Tm"ur. u .. ~ \ 101"". 
II . ~ 1. S,,,hl. ,\lls"I,,,, ,':0" Ill.· ... & "".Iyle. :-.,", \ 
(Alunl and II. !' trlt"""". \\'a,h. 'rip (: .. ,[' .. , ,I",,·.k .. , I,,,.!tm '"a. 

I .... l'n'~H' C,,'I',' \ . S"nit1Z<· ... h3~ .. · r;"" '3' 1~ {' ... <.~_~ ,,,, 
s h" ••. 1", ' 11.·~ t: .. ,.-II & Th"rb~r . S. \. 

II hl,d",11 l ·h~ ... o:",,1 (;". -.:. Y. IIIII'~ C"I<I ... "hl,',. 

Sponsor Personnel Changes 
NAME 

f.<I"~nJ .~ • . 111.hnl.·. 
r. 11. . CI." .. h.l~k 
11.·""U,lnIlJ, 
11;0")' (:.,.Unll 
~r!h .. r " 1I,,~~i"lI J, 
11., ,. ""1' 11 .. ,,1 .. ,," I 11)".~n 
1'",,11'. J"h" .. ", 
lIu!!h L "~n' 
t;,·".!!,· n. " ..... h 
1~~'I'1 1.,,,,01. 
UM')'''' I_'·',h,·"d 
IliUl.,", I' ~Iar~" 
J ..... l'h I .. \lihm 
I' I. . . \1".-.1< 
J"h .. " .. Oot~r 
It.,,,.) t; 11.1'14"'" 
,. II. ",<1,"01..1 
11"),,,· 11. ... .,ha. 
J •• h" (.I;"~'· Ilhll~k.<' 
It".Ii,,!! I\""d J, 

tORMER AFFILIATIONS 

II.".~. (;"rdnr. "" Whle .·. L .. 1 .. ,.-",110 dl, 

(Juah" O;1IS { : ... Chi .. "c'" p.ud~ .,11,' mil;' 

J<>hn II. :-''''1.'''''' (;. •. I'hil " .. "p 

"'''I,ham WalCh C ... \1'"I,h",,, ·~h's •.. ,·n •• " 
11,,, .. ,,,.s.,u>e. Ltd. Tu ... " .... "'OM ,n r"~~ 
II .... (,,,,,dri.h lawrnl.", C ... (: I ~"~" 1',,101 dl. 

'/"l1i,h \tOld I" Cnrp. (;hi. 
C. M. lI."I1."'~ en. l'I".h" I/.~ n . , _ ml1.' 
,~ .. h~' ... "1,·,, Cu. Chi .. "1' In d.l1.c "",' 

'I'''~,,~ 1I,,"d .\irline."'. Y., ... ~M'·rn "'I! "I. "'11.' 

II. J . II~~ " .. Id. '1'01>" ... · ... C ... II I,,~',,"· . ..,"ltn', 'I' 

Advertising Agency Personnel Changes 
NAME 

11."" .. " n. In'''" 
CI"'~ II,,,,,,, 
I("h,'" II,,,~I.·) 
(;I;oI,I:"lIlh" .. 
J"h .. I " h,·, Cart~. 
(~ h"'h" t;"" ... I .. 
J. ')" 11..1".:0 .. 
1I.· ... h.·III,·,,,,..h 
I'h" m,,' I'. J)"u~h .. · " 
I',,-u l F"u,'" 
(1 .. " r t.~,d" ... 
11,·' .... " II II)m,," 
I <1 .. . "d I "."h 
\11"·,, I..,)'" 
I"""r I. """.",,, 

II "I .. ,,, 
11" .. " ,,1 ""r,,,,,,, 
J:o" .... n. I .• ·~"·, 
ElII' '.h,d 
"''''''') \I ..-Q,,,'I1.'" 
Ch".I.·, \. M" ... ". 
I-I"d c. ".-I 11111.'''' 
t."",Q,,' 11.. '_I ... ", 
11..,,) I' . .... ·" 
, I.·~ ",,' H,'''''''''''' 
J .. ,' III ... ·, 
11.") "' ",m, ... "1,,.·) "',," 
eh.«I.-. II. :"", ,h 
1." .. ", . ..... ~ 
I T ..... ·,·1.· 

.. .. 1'11 \lIHK. I~" 

FORMER AFFILIA TlO,... 

'I"rr)' Ii. (~)h.·". :-.:. Y .. "."di" di' 
Ihlll . .... 1'1i'l!o"ald&' :o.~mrl~ .. ,. \' .. arlO' ~ ..... 
011 .. ". C hi .. "'lOC i U'" 
J. 11,,1 .. , TI''''''I'''''''' S. \ 
II "1'1'11. l'o"la".1 ~" ' .. ' ''I!r 

I ... )', ". \' 
I.,·nn.'''.~ ,",,1"'11.".' ..• "dl<, d"pl "'11.' 
\1 1"' ''''11_1'"" . .. Chi ....... dln ,II. 
",,'" II,....,· .•. ""ph .. • ".11" ""P)''''P'''' 
11..·,,,1<' \laid, (;".:-.. \ .. "d, dl, 
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Man River· WiUenpoof Song · A:i the Things You Are· Long Ago a nd For Away· Calm as the Night· You Rhyme W, 

Jing That's Beautiful· 't'he Spirit Flower' Long, Long Ago· Water Boy · On the Rood to Mandalay· Marcheta • In the D 

Moonlight · Invictus • Go n own Moses' Stardust· In the Blue of Even ing · Nancy Lee • You Ten Me Your Dream 

!entu"ky Home· I Love You Truly· Kentucky Babe· Down by the Old Mill S tream· Summertime' Cool Water· Swing L 

• At Dawning • Wh. 

Caravan Has Rested · Sw. 

~m',vi"ve • You'll Never Kn, 

Old Girl 

' iia".i • Drink to Me Only W: 

Eyes 0 Promise I 

Christmas Aura L 

• Isle of Cal 

Sweet and ~ 

\""9ia on My Mind· Wait 1 

Sun Shines Nellie • T 

Together • Shadow Mar 

Gal Sal • Peg 0' My Hec 

Old Oaken Bucket • Josh 

d. Battle of.lericho • Wh 

Baby Smile. At Me • R 

Valley· Honeysuckle Rc 

You 

Meet I 

in Dreo.m1and • £US 

• MClSSO', in de Col 

""tim ••• I Feel Like a Moth 

Never befo re in the histo ry of radio broadcasting 
has a ny transc ribed feat ure earned such consisten tly 
high ratings in all markets a ~ the T H E EM I LE 
COTE G LEE CLUB ' 

30.6 in Halifax . . . 31.0 in Pon land . .. 32.3 in 
Manches ter ... " Highest-ran king local show" in 
dozens of sma ll towns and majo r cit ies throughout 
the country. 

This all-male G lee Club is an excl usive Lang-Worth 
feature , with a reperto ire of over 200 we ll -known 
songs, perform ed w'ith wa rmth a nd friend li ness. 

• 
Heretofore, T H E EMILE COTE GL EE CLU B has 
been restricted to local adve rti sers only. Today it is 
released for sponsorship to national a nd regional ad 
ve rti sers in Network Calibre progru m form by 600 
Lang-Wort h Stat ions 15 minutes. 5 times weekl y. 

For complete li sting of the 600 Lang-Worth Ani liate:-., 
ca ll your favorite station representative, or contact 
Lang-Worth Feature Programs, Inc. 

Network eolinre ProfJrolffs 
lit .cocol Stotiolf eost 

L AN G - \\f O R T H FEATII IIE rnOG IiA-MS , Ii\ C. 
1 1 3 W E S T 57.h. S T R EET . NE W YO RK 19 . NEW YORK 

:old Ground • In the 

Wont A Girl· Waiti 

obert E. Lee • When I 

layed at Twilight 

omond • Come Ba 

he Lord's Prayer • 1 

W ai ting for the Sun 

usonnah The L 

ongs of the Sea 

ack to Old Virginny 

ucia • Trees • S 

agabonds • Bury r 

\e Lone Prairie . Old 

moke Gets in Your E 

ncholy Baby • Mex 

aper Doll • A Perlec 

retty Girl is Like I 

Ihen You Were Swe. 

II Toke You Hom 

athleen • How Are 

Iocca MOHO • Sol: 

ot Plenty O'Nuthin' • 

umbleweeds 0, 

loho Oe Toke N 

Iy Boots and Saddle 

here the Cotton B109= 

Is of 5 1. M ary· Wh i 

You' Absent. The Minstrel Boy· The Drum • Ole Uncle Moon' H llil. Hail the Gang's All H ere ' On the Sea • 5unda~ 

U.,a1" • If Your Please . Old Man River' It's Always You' The Lost Roundup' The Sleigh ' Regimental Song· Bac 

Wagon Wheels. Hymn of the United Notions' Forsaken ' In the Time of Roses' Songs My Mother Taught 1\ 

My Love Lies Drea.ming • Rose in the Bud· Meet Me Tonight in Dreamland· When You're Smiling · TeIna a Son 

the Lighthouse Tower· Listen to the Lambs· De Coppah M oon' Heavenly Music' Mah Lind y Lou' The Night IS ~ 

so Beautiful. Soldier', Chorus' Barbershop Ditties' Silver Threads Among the Gold' Parad e of the Wooden Sold 



YOU MIGHT RUN 
THE 220 YD. HURDLES 
IN 22.5 * 

BUT. • • 
DON'T TRY TO 
HURDLE THE WALL 
AROUND WESTERN MICHIGAN 
WITHOUT WKZO-WJEF! 

78 

.\" f .. r II!- UIlI,.i.lc r :l< lio i .. C'OIl CCfllt-'11. t il(' "wall uf fmliu!:!" that 
"l1rrUlllltl,. \resh'rll ;\lichig:11I j" :1 11110,,1 ill 'e' lirnlolllllli ld l' a lHI 

illljlt·llc irablt"'"-.... u IU lu ·h '\;0 , ill fac l. lliut hanll~ all."un c in Ihe 

lIft'a "\,' 11 Irh'.~ In li"h'n In:lll olll,.ill(' :-Iatiun! 

If ,\ (111 "an i In rt';lch the hllyill/! Imillie 'If lhi" illlilorllll i t ".rg-
1111'111 Itf th,' Stal,' (II!. ,.-tw "'II'"I1"!) tI\(' "lalion'" I('itlti/! tlw 
\.01 11 lin' ~O llr lit·,." he!. Of 1111""(', c('rt:li nl y \"KZO, Kal:lIlla

~" ... :IIHI "JEF. (;nIlHI Bapid", h l.n' fly/ar tlH' h('M Cll mhilH'd 
li!'>lc·lwr"hip. a" \\('iI :1:< all ,'xcI·(·dill;.:ly attnu' li\(' c Ulllhina
ti" .. r:1 h' ! 

. 'fOilola ~" through Frida."!>, fnllil 12;00 Sunil In 6:00 II. Ill .. fur 
in .. I:lIII'(', \\'KZO ~ IIU"' ~ a ,')5,2 ~h:ln' uf AlIliit' ll l'C-;\6 .. 'i ahu\c 
il~ 11t'~1 eOlllpt'lilioll, \\'JEI-' ", hu""~ 2(),7-L5 .dltnc il", h('~1 

~·olllll('liliulI. Th~' "<llIlloinaliun i", ;/lr;IIdl!/.>, lltHI al Imrl!a in 

ral.,,., ("""PtT 1tt'J>url "f .Jnnllary-Ft·"rIlHr~' . 19,UI. ) 

'I'll.· 1It'\, II"uI",r i ... ~"lIr,. fur lilt' .. ",Idlll!. A \t'r~· _KII<>c l t'l . lilt· . . 
,' ,III "1IJ1111~ y"tr--ur jll~1 ",-rill' II'" dir( 'j' l . 

FETZER BROADCA STING COMPANY 

Avery-Knodel, Inc., Exc lusive Nalional Reprcsenlalivcs 

NRI ". U. S. HOOPERS 
(O:mIlIl IIC.ljro lll pagt 41) 

!!rams are rilted lo .... w by NRI than the) 
arc in the U. S. Hoopcratings. N BC, 
with 15 ~ria l s checked by Cornell, is re
poned as 92% of u. S. Hooper's lOO':'~. 
Only one non-serial program is included 
in the tabulation. It is Cornell's cont('n ' 
tion th:lt even Hooper's figures deflate the 
actual daytime audience . In cxplaining 
this "dcflation (actor," Cornel l points out 
that Hooper obtains his informaticn by 
adjusting the ratings obtained through 
the d iaries, by which he COWr5 Ihe U. S., 
to coincidental ra tings in 84 cities. If, 
therefore, as is gencrnlly believed, serial 
dramas have proporlionally larger audio 
ences in the small to .... n~ and rural areas 
than they have in the metropolitan cen· 
ters. Hooper's adjustment is liable to 

underesl ima le the noncoincident.11 sur
\'eyed audience in the rura l and small 
to .... 1\ areas, 

The coincidel1lal ratings arc b.1scd on 
an "average minute" of listening, the 
tiTTl(' actually consumed by an in ter
vie ..... er checking on a "listening home:' 
The diary figures which arc reported for 
the fu ll- IS minutes of a program period 
arc adju~ted to the "awrage-minule" 
figures o( the coincidental reports. NR I 
figures indicate thai the holding p:>wer of 
a serial drama is greater in rural and 
small to .... 11 areas Ihan it is in big metro· 
p:>litan areas. Thus the "a\'erage min· 
ute" rating ill the former ..... ould Ix 
greater than in the latter. Therefore, the 
Cornell Ixlief that Hooper's ratings of 
daytime programs, since the)' depend 
largely on the city-to .... n base, a re \'Cry 
liable to be deflationary. The NRI day. 
time figures tend to inflate ABC and ~ IBS 
ra tings, ..... hich indicat es Ihat the NR I 
s,1mple favors these networks . 

When ratings or Iypes of programs a're 
checked bet ..... een U, S, Hooperatings and 
NRJ, the tendency for the lattef to owr
ra te the programs th.1t interest the 
metropolitan audien ce, despite the ad· 
justment by Cornell for this bias, is again 
in evidence. "-lystery programs, ..... ith 
their followings largely in cities, arc raled 
by NRI as 1J2c-;. of Hooper's U. S. 
figures. The fact that MBS and ABC 
haw more mysteril.'s that arc comp.1T;)ble 
(N R I and U, S. Hooper) than the), ha\'e 
an), Olher type ..... ith big el"lOlI~~h networks 
and high enough ralings, tends also 10 
?uffi up the NR I figures. 

Although ,\18S contributed;) total of 
only fiw programs to thi$ study and ABC 
only 11, Glher programs of ,\IBS yielded 
differenccs Ixtween NR I and U. S. 
HOOfX'T fi~res wh ich were similar. 

SPONSOR 



Why filii'" It From Scrn lch 

Whell You Call IlIlY It-For Lc~s? 

Wil E;\, YOI! want 10 lalk to " .. ,,' IHIII1[,c rs of pco ple 
aholll your pro~llI (, 1. ill ~ lIch a way t ll a t ther will 

hur, you firs t I1cc~ llhcir al/Cll t i01l-HOI just OIlCC, IJllt 
regularlr· ,_ 

O:IY" ,.ell" for I'hilip ."'!lTi ~. "il,·" La 10., an.[ lul,-m:.· 
t ionu I ' I i [lin:;;" j Un'nile J lIr ~ ":111' I" I I "lI~e cof \1 ~ .~Il-r~ .. 
are doing ;tr,'a l jo[, ~ for t.(,lI crai F"",I~: \'\ ' illiaur'''11 

CHI,ly ~1Il,J Sh .. lwell .\H~. arc ~(, lCjn l! t.i~ fCl' lIlt" frhlll 

" Tru e De l Cf"1 i,·c·· ;u1l1 "Trlle or F .. I-c·· rC~ f>(Tlh'cI~: 

" '['wellty Q\lc"li(ln~" j~ !IIo" ill ;! H"lI~ r.1I Li~hh· I·",: " Tak e 

A XUIIlIJer" I'ay~ fI\l1 fo r U.S. Tol ,aITO: ~II HI "" "II. 

One " 'ar to ga in 11131 all en/ion is to buil cl a fallio 

pfo::,ram-:uHllcl the pfop:rallli ,uil,] all Hu<iicncc. That 

Illkes lillie ancJlIlollcr- io lS or I,ot h, 
Another war (:md it 's 1I111(' h eas ie r, surer and less 

('os ll r)is to Lu y r r om ;\lu l lI a [ th e:1I ICIiI ion wh ich ;\f lIi 11111 
has a lrcady allraclc,[ through some finc )lru~rams. 

"bn y or the nation's top adve rtisers ha ve .Iolle jUi'1 

th~,: and th ey find it IW Y"', For in~ t :m('c . " Quee n For A 

You ('an repeal Ih C'ir ~ 1l(,I·c ~ .• flll I'c rforlll .. ne,·" b~ 

" I'oll soring a ,ltnu:t1l'rngr:III1.,.of whi('h we li ~ 1 fift e(' lI. 
',,\1'1\ he lHl ~ ill:r rc:u IY' III:lIle auo]iclI('c..;-of p eop le '\ IHl 

will pay 0""1I/io/l 10 pmr 1II" .~.~flgl· <Iud will .~ wl'lI ~' ''lIr 

I"(I]mllc :111,1 prufits. 

THE FALCON 

Under former spon~or> hi ". lhi , IlrO!;r:'m'~ 

H ooper~lin!; .... as fr.,.!u entl)· o'·"r 10. 
It should easHy relwa! Ih i. l' ''r f"rno a1lc,· 
rOlf a new >\lon>"r. 

MUTUAL NEWSREEl 

" A Irue rea li :t~ li O Il of radio's journali,lic 
pOlenlbl" : New York Tj"' e&. lb. evcr y 
clement lIe1:e~'a ry for ~ood ra liu!; ""der 
, poII ,or. hil· , 

OPINION-A IRE 

Tr:onsforms siudio into su .• p<: lI se·fiJleu 
courlroom. No .... pull ing th ousa nU. of 
lellers .... eekly. Dramatic in r oncept: .... id" 
ill ap l.eal. 

CASE BOOK OF GREGORY HOOD 

Untl.·. sponsorship a \'e raged 7. 11l00per; 
bter hit a hjgh of 9.2. Top wri lin/; anti 
po .... e rful \llOllin g make il an " ffecl i, e 
$3 I e~ ,·ehicle. 

MYSTERIOUS TRAVELLER 

Average lI ool.er, 5ummer 19 16, -1.2. Sep· 
lember 19·11 ralin g .... enl 10 6.3. MardI 
19t8 10 8.2. U"tI .. r sponso",h ip ~h ould 

payoff hand50mcly. 

LIFE B[GINS AT 80 

O'· l o~enati :m wil LrinJ:s new zip to Ih,· 
"prot.lem·llanel"' formu!:' - M.C:,I by 
Jark Harry 'If "JII\ en;l <: Jury". 

WHAT 'S THE NAME OF THAT SONG 

T hi, " " llUlar 'lui>, I'fogr:'1II dim!. ... 1 fr olll 
a year ly " .. e rage of 3,9 lIo" I" ' raling in 
'-15 I" 11.1 in '18 for Pacific Coa>1 ~pon · 

.lor. ,\ I)r<"'~n I,uy. 

STOP ME IF YOU'VE HEARD THIS 

Fe"tur i n~ four 01 r".lio's lunnie' l comic •. 
Pullin ;;. UI' to 10.(100 lett er~ wrc\..l y. F:~. 

c""lioll .,1 d,anee for a tl Iih produci men· 
tion, an ti hi gh s IIon.or i.ienlifi rali"". 

LEAVE IT TO THE GIRLS 

prohl ~ ,.., \l ~ ,)· m."~lh y. Ideal 
HOIl Y~'''O "" l i sl en cr'~ hearl 

lor I'r ~ "<II emon, neal'l'eal. 

COL. STOOP NAGLE' S ACADEMY 

Riuing 1Il",ul;e of Ir .. n ... nUOl1_ n:lli",,· 
"'ide ;ntHe>1 in old·fashioned .\ru t· ri r;u , 
~ pl' " ·do"·lI. Sp iretl I.) Sto"l'na~ l e'~ 
" uaffy .Icfinitio" ," and $250 "I",,~h.,roo". 

TALENT JACKPOT 

\"a riet l >how where eOllle>tanH ,i., ror 
hankro!! plus l ,ooki"J: ~. "Pro!;ra'" .Ii_I,,· . 
u!' nOlhing hut ~,,0, 1 " "I\'rl:oi"n,..,,(·: 
l i,r;pl)". SIron,: r"Iin~,,"· a t. ~ r. 

IT'S A LIVING 

Fl·"lu.e._ odd ,n,,1 1111,,·,,:, 1 ",·rul,:oli .. ". 
311,", illgl>· de,erille" loy I' ''opl" in 11,,·IlI. 
Go"d human inlere.1. Lo'" i .. <:O~I . hi~h 

in ,""di"nre pot<-nliaJ. 

ADVENTURE PARADE 

:' 1 .. f)·tdlinJ: lIarr:olioll o f j,]\ c "il.> 
cb" ie., ~ lantc" 10 1>oI h lOt. :.",) leen· 
as,·r •. Offer' -trons nwrd\andi·iu~ li.··,,1' 
" ' ;Ih l..i.1 111:1.1...-1. 

SECRET MISSION 

Ilrn"'alizal i on~ "a.~d on ' efr.·1 file~ "I 
'\,Ioni ra l E.)1. Znrharb ... "'3rlillle d"I"!!! 
chief office. of X:"'~ I J" lc llig,·l1re. 5Iro,,~ 
n1:r .<:uline al'p,·a l. 

HEART 'S DESIRE 

B.'n~. hall l" '''''. 10 Jj""·ner> "I",.,· .... 
quc,l< ~ rc j,,"~ .. d m O-1 de>c f\'i ,, ~ h! 
.1",lio ~ro"I' ;' 1',,11. 50,000 lellf'(. w.,,'1..1~. 
OUI.. ln,uli rr:; lou>. 

MUTUAL BROADCASTIN G SYSTEM 
"THE SOO -STAlI ON NETWORK" • WORLD'S LA RGEST 
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PRESTIGE ACCOUNTS 
SELECT 

PRESTIGE 
C. F. SAUER (0. 

'.' 1II1.1Ilufl.lcturt, ,,,, of lJukl." " 
110 1111<'\13111' ;\11J~·o llnise. and 
fine llu\(Jring extracts. which 
11It\"c rCfl(,lIlcll1~' ""011 grand 
pri ... !,· nWll rdt. for I'XCCIl CIlCC. 

DR . DOUGLAS S. F REEMA N 

BO 

. tli,..tinp"ui ... lH"d IIllthor. hi s torian. Pulili:.t.cr 
pri;..!' ""inllt' .. . ;:lIld edit o r of olle of the South' s 
grt.·ul dttil~' Ilt'wspapers. 

6 DAYS WEEKLY 
Oil hi!> illlllU"Il!'ociy popuhlr 

'\EWS und CO'Dn':S'L\HY pru
;.:r:lIl1. II 10 8:15 A. :'\1. 

YES! Prc" ti;.: (' nccounlS 
:-1'1,'(, 1 ,lres ti;!,c )lrogrnnl l'> 

Oil 11 presli;.:c !O t ation 
,iiII'll they WUll t dfdinil c 
rl',..III ..... " ' H~1. ,..cn t~'" 
\,irginiu':- ric h. (Ic
,lr.'s..,inll_ proo( indu,,\ri
al lind ,,,h tH'I-o land. 
\\ 1(;\,1, ,'un <-('n t' ~ 011 I(lo! 

In LII.ooo 
WATTS 

910 . 
KC 

VIRGINI A 

Whl're the type 01 program appeal may 
be s,1id to bE' universa l, such as variety 
shows, the differences betwC't'n Nielsen 
and Hooper's U. S. figurl's arc practically 
non-cxislent. NR I's ratings on variety 
programs were99'/; of Heoper's. Popular 
music was 103o/cj audience participation 
and quiz, 104%. The average of the 
entire 92 programs compared ""ere 109'J 
higher ill NRI thiln Heuper. 

Audiencc turnovcr information is of 
particular intereSt to thc advcrtiser usin.': 

I
,\-Ionday through Friday shows. Since 
five persons listening once a wed to a 
five·timc·a· .... "('ek program ar{' r{'porled on 
any coincidental·based report like Heop
er's the s,1me as one person listening five 
days a ""C't'k to the program. 1t is vital 
that a sponsor hav(' information on his 
audience turnover. Hooper's turnover 
information is obtained 100% from his 
diaries. Most diary research authoriti{'s 
state that a diary in th(' home is bound to 
stimulate lis tcning to shows broadcast a 
number of times a wl'(>k more than th('y 
stimulate listening to any other form of 
programing. It's logical to assume that 
the m('((' fact of recording listening to one 
episode in a serial inspires th(' tendency to 
hear the next broadc.1st. 

Cornell's ch('ck, on informat ion readily 
available, indicates that turnover is 
und('res t imat{'d by Hcoper's U. S. figures 

I to an important degree. N RI 's turnover 
factoron the programs checked .... -as IIS% 
of Heoper's and ever)' program checked 
showed a higher N RI tumO\'er figUre. 
EightC't'n per cent is not a figure to ignore. 

Although Mr. Heoper, himself, at first 
decided that turnover had nothing to do 
with frequency of lis ten ing. and had 
planned to stat(' so in his August 15th 

I "highlights," which ar(' issued as part of 
his semi.monthly r{'~ort, he later with· 
drew his statement. The facts arc that 
the more a dial('r tun('s a program, th(' 
leS!; th(' tumo\"('r figur('. As Cornell te· 
~orts, the higher the ra ting of a program, 
th(' lower its turnover. 

In order to ascertain JUSt hO\\l NRI ac
c('nted th(' covel age of ABC and MBS, 
Cornell pr('pared, and SroSSOR her{'with 
r('porls, a comparison bct""Cen Br.-IB's 
network coverage figures a and NRl's 
~1lllple distribution. The accent on ABC 
and 1\ tBS m NR I 's s,1mple is ('vid('nt from 
the chart labeled on NR 1 coverage ac· 
cording to BMB. 111 considering Ihis 
chart it nlUSt be kept in mind that NR l"s 
sample is baSt'd upon current ABC and 
MBS co\"('ragc, whde 8MB is based upon 

I these networks' coV('rage in 1946. Both 
n('tworks hav(' ('xranded considerably 

·Th,'/I"''''I< ... ,fI.\ ' .... " ..... "",,' /1",. ...... "};9",.,.. MI" ,,",.pI
,J ~" ...... ,.,.., ~', ln,I,,.,..t /,,/''''"" .. , "I ..... pI,."'bu '!lor. 
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J lI r ill~ til" twn ,year pc.' rioJ . 
N.'ulll'r :,,\ I~ I nor Iloo)X'r ;m.' cUfn' ml) 

Jdi .... ·rinj.! a ril ting service v.hich truly 
r('Ol'cts U. S li!>tellIng. 11le NRI s.1mpil-, 
;J(cmdin~ 10 Comell . i!> "not sufliciemly 
' ~rr('~'rHat i \"l' of the (' Iuirl' U. S. for 
:lCcur;He p((''<'malion to a ll U. S. ho mes." 
111<.: U. S. I looper fi gures have research 
hok s ill thr m v. hich must Ix> fllled before 
Ihl')' ;1«: ill.."'( lIfatl' pillUr('s of nationv.kk 
listen ing. /\Itho ugh Cornell visited the 
Nor ..... alk tConn. ) h('adquartl' TSof Hooper, 
he came av."a)' (rom the visit with the feel
ing that I looper's correlation o( coinci
J enlnl (his semi-monthly "popularity" 

ratings) and Ills dlar) studks std l lert ,I 

great d('al to be desired. 
L:nest information (rolll the Nielsen 

org:mization indica tes that he plans to re· 
pUTt nn the enti re U. S. on or .. bout I 
January 1949. I-/owever, most research 
men dr)ubt his ability to deliv('r a true 
sample at that til\\e. It look NR I two 
years to prepare to survcy the West 
COoast on an area. rather than a group 
sample basis. Rescarch men use this 
timc factot in determining what they feel 
will be N RI 's hurdle in delivering an area 
U. S. report by 1949. The), do not dis
pute the fact that NR I can deliver a U. S. 
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I I 
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f<'port starting 11J41J, but feel that It ..... ,11 
have to ~ on a group (rcprC'SCTltative) 
basis rather than on an area standard, 

TIle rumor that NIH will also report 4$ 
times a year, rather than the 24 times 
I,,'hich is its current frequency, raises less 
eyebrows. Since the tape in every audj
meter measures ('1'(7'Y minute of lislnliug 
rl'n"y day of llie year, the (requellcy of re
port is only based upon the willingness of 
the industry to P.1)' for them. The NRI 
operat ion is slow- is costlr. What the 
industry wants is th" equivalent of NRI's 
involved reporting v.-ith the speed and 
low cost of Hooperat ings. 

Recently, Oscar Katz, rescarch head of 
CBS, request('d that Hooper make a 
simple check. He asked that Hooper take 
eight of his big city reports and Illith the 
diaries placed in telephone homes ...... hich 
are comparable ...... ith thc coincidental
checked s.1mpie ascertain the relationship 
betwccn coinciden!'11 and diary reports 
for these eight ci ties. Then asked Katz , 
"take the diary repuns (rom the rest of 
the coincidental cities, and, using the 
equations developed from the eight cities, 
sec i( the adjusted diary rating checks 
with the actua l coincidentals in these 
W .... Tls... In an amazing number of cases 
thcy did check. In a number of cases 
there was \'CfY little relationship betllo'ecn 
the adjusted diary.dcveloped f:lting and 
the coincidental. However, even if this 
discrepancy can be explained, it doesn"t 
answer all the questions raised by Jim 
Corncll-and the annoyance which his 
qu('Stioning has raised doesn't for one 
moment make his questions any less 
valid 

Broadcasting has the best research in 
all media history-but it still isn't good 
enough . 

AD·MANAGERS' LAMENT 
(Olilliulleri from page 33) 

becausc we feel that thc line is a natural 
boundar}' (or the area a district manager 
shou ld co\'er. 

"When I don't require market in(orn1i\
lion, it's offered me. When I need it, it's 
not available." 

,\!though the tOb.1CCO man seemed to be 
s,1)"ing that market infomlation w:as and 
I\'asn't important at the same time, he 
asked that his stand be made clear in the 
(ollowing words: " 1 reel that stat ions and 
networks shou ld m.1ke available basic 
m.1rketing in(ommtion concerning the 
territory the}' serve. J don't think that 
the)" should set up economic research de
P.1Ttl\1cntS to help advert isers do business. 
\\11('1\ I want wcek-b)"-wcek business 
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index ch<lng('~, I' ll fiod some way to ob· 
la in the informat ion, not expect my ad
vertising Illl'dia, broadcasting or any 
other, to do the work for me." 

"The nct\\'Orks usc too much !:,'o ld bra id 
in selling," summarizes the lanll,'nl of a 
Ilumlx:r of advertising managers whtl have 
had the buying o f network linK' and 
talent taken right out of their hands by 
their direct sUJ?Criors (usu<llly the sales 
managers) or by the presi<icl'ts of their 
firms. "I go through all the motions of 
boying a time period on a web where J 

think it will do us the most good. Qnce 
or twice, before I understood what hap
pens in network se iling, I 've e\'en told our 
agency to prcpmc contracts fo r the time 
period, only to discover tha t our prcsidcJlt 
and a nc!\>,u rk president (whose facilities 
I h?d previously decided against ) had 
other ideas. I don't question the j udg
ment of ou r top executive. He came up 
t hrough the ranks and headed our adver
tising operations for a number of yea rs. I 
can't qucstion a net .... ,ork president's 
fighting hard for business (or his own 
chain. I do, however, object to being re
garded as an offICe boy, to not being told 
what's going on. I feci that our agelccy 
and my depart ment should be kept in
formed of the special pitches which are 
made by broadcast top management to 
nur top management." For the record, 
the salary of this lamenting advertising 
executiVe, las t year was $46,500 including 
his tonus. 

The interference of top management I 
with the placing of broadcast adVertising 
on a local market basis (nonnetwork ) is 
s light. The advert ising managers ' lament 
on spot adver tising is the constant 
pressure under which they are placed by 
district sales tn.1nagers, big wholesalers, 
and even loca l and chainstore outlets. 

The agency 's timebuyer has checked 
availabilities. The account executive has 
doubJc-che<"ked the timebuyer 's sugges
tion and turned it over to the advertising 
manager. The advert ising manager notes I 
that the sta tion has the greatest coverage, 
best prest ige, and an outstanding sell ing 
record. Before okaying the recommenda 
tion , he checks with the sales department. 
The inter-office memo comes back to him 
with the fo llowing notation , "n.g . dis
trict manager wants us to usc another 
stat ion for 'political' reasons." 

Naturally the station recommended by 
the district manager is used. If the a.m. 
wanted to make an issue of it, the sta l ion 
that he and the agency decided upon as 
the correct outlet for the firm'S mess.1ge 
would be bought . One advertising man
ager explained what happened to him 
when he decided to ignore (1X'litcly nf 
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course) a distr ict sales-mana}.!l'r·s rl'que"t. 
From almost the fir st broadca~t on thl' 
station the ad-m.1Ilagcr chosc, the di~rrict 
mann!!er fo und r.1Ult-f.1Ult with the nn
nouncer, f.1U!t with (hI' copy slam, fault 
with the s tation 's s i}.!na! 1"lIl' couldn't 
hear it .... ·hen I ..... o1S Visit ing the managerof 
our key customer in thisarca"), in (act he 
found fa ult with everything from "1!1('pt" 
station promotion to pronunciation of a 
product 113111e. 

Only tht' advertising 111<1l1age.... of 
multi-product , mult i-mill ion dollar cor
IX1rAtion~ clnim that {hey af(' free a~el1t". 

Nearly :I/l ll tlX'rs admit Ihat this year, of 
a ll years, Ihey Me rl'prl'S('ll ta tivl'S nf the 
5.1h:s departmen t. The la tter group hnd a 
consistent gripe, "What frequellt ly pro
dllcl'~ immeLiiatl' <;ak'~ returns may h; the 
..... orst type o( adVt'rtisinj:l (iIT u~," ex
I'lnillcd one drug cx('cllti"l". " l '\"\" no 
chOre(' this com ing: S('il<;C)Il hut tn schl'du ll' 
cop)" and media with which I am not 
100'"; in sYlllpathy. I've '1illITIediml' 
sak:~' Oil the brain. I w:mt tn keep a 
numbcro(llur Ill'twork p.ograms running, 
yet in orJer 10 do this I will have to u<t' 
punchy cnpy I' hich I don't approve." 

SOUTHWEST \ ' IR GI:;IA"SP~ RAm o STATIO:; 

)'Ull 

\\ cs l 

.. :.: 

WOBJ alone COH' rs Roanoke 
and mos t o f Sout hw {'st 
\,ir~jnia, a ri c h and r apid ly 

tainment for its li stene r s 
sellin g for its ad"(>rtisers. 

SOUTHWEST VIRGINIA 
B{'caus{' WDBJ's markN repres{'nts 
35.13% o f \,ir~inia's (and 7.9010 
of W{'st \,ir~inia's) fotal buyint! 
power! 

ASK FREE & PETERS! 

can rcach 111 ,aUtJ nll li" hllIIlC" '" :m \ ir;ti uia :11111 
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He Puts Pieces Together 
To Picture the National Scene 
lie IIOh-U" n,'ct'p' pi ctures rcally.made. as prepared uy 
~nrrlC""C "i,h 11 rcad~-madc point of view. Il l'. or n 

IIwmlu'r "f hi~ s ta ff. digs out lac'~. fits- thell! l0c-ether 

pi("'" In piecl'. H n dIal part is mi~~il1g he phol1c~ a 
C.nll1!n·~'lI1an or a Buren u heall- IIT ".oll1cune "ho ought 

to lito\\". If nCI·j·~,arr he'll send a ract·fimlcr ,lirt"C1 to 
111(' _Hurn" III \b-ka-or :\1t'xiro-oT ,du'releT it m3r 
114'. II I' cue!. up ,li th .j dear . com plete pktun' for hi s 
radio 311,li"II(', 

IIi. p .. ngralll {;.Ito'. hi~h \Ii .h li'lcncr~ alH\ arh('rli~cr~. 

('I/III'II,h '1'''II'''un'cI lin :{O~ ;<Ia ll on~. the Fuholl I,('\\j ... 

JI I'rll~rrlrll I. iiI!: "ri~il1a l 1t1'11!' "nl '0l"" II afford· 
1" .. ,,1 '\Ihnti,,·r. IIr'""rl.. pT"",i;:c at Joe;rl \iIl1l: tn.;:" "ilh 
pro'Tn ll',1 lall'nl I·"~t. 

.... i)II",' Il",n' 'u,' -,o:,! \111." ~latiol1~. Ihere mlly he all 

"1H'rull;.! III IUUI ("11\. If 1,111 I,anl a rr,Hh-III,u le au,]i· 

1·11'" fur;1 di'·111 1<11" IOlll-,'lft. illll'~lj~ah' ""W. elwcl-
1(1111 1"C",l1 \lulu:!1 (J1I11<-1 Of the ('''-I'II<'r,II;le Pro~r;l lll 

DI'I';trtllh'lIl Mutual Broadcasting System, 1110 
IIr,,;I']II,)I, \)C 18 l"f Trillllllt' T U"IT, Chilo,,!!o 11), 

\~hen a~kcd, "Oon'l )OU [hUlk Ih,1I 
del'er, well,wrltten copy can product' 
"'1 J('~ as In·1I as irrilant commercials?" he 
answered, "no." The fact that he had to 

say "no" also griped him, He blame .. hi .. 
"oced" for irritant copy on the broadnst 
Industry . He has virtua lly no radio drug 
<;UCCe<;~ stories In his files which aren·t 
based upon irritant or, at least , punched 
commercials, 

A few advertising managers have II 

special gripe directed at station reprt' · 
sentatives. Says one, "Once I buy a 
schedule of spot announcemenls or pro· 
grams on a station, I 'm stuck with it 
Not once has a station representati" e 
come to me or our agency with a suggc~· 
tion that better announcement or pro
gram lime had open('<i on his stations. I 
know that station representatives havc to 
sell time. but I also feel that a good cus· 
tomer shou ld be serviced, should be kept 
satisfied. ~.: 

The advertising managers' lament b 
long and lusty. Despite this,ll can be 
summed up. for the 1943- 1949 season, 
with "1I .. on't someone help us to sell better 
via radio adl'enising-and \.\hat are ..... e 
going to do about the gi\'e.a ..... ay problem?" 
f.,I1, .... •• ".,,~ : ThO' !l.he.,.,.,,)· prohl ..... i, .. U. 
C"u~~~,J In Ihi. 1 ... ,U~ .T"rTI"!I. ,.lIh p"!l.e JO 

TRANSITRADIO 
(CollfillTltdjrolll page 45 ) 

nouncements for Red Cross, CARE, and 
U. S. Treasury Department. The transit 
users voted QS.9C( in favor of music on 
bu!ses and streetcars, 

Starting August 15, the Sf. Loui. 
Public Service Co. is experimenting \.\'lIh 
20 radio-equipped busses, Ever), ten days. 
the busses \.\·;11 be routed owr a different 
route (complete lest, ..... hich began August 
4, will take 60 days). This surl'C)' of rider 
reaction, the most extensive evcr to be 
made, includes commercials, 35 ..... ord~ 
ewry five minutes. and frequent time and 
temperature announcements. There \.\ill 
also be IWO minutes of ne\.\'s, ewr)' 10 
minutt'S . Programing is tj·pical transit · 
radio fommla ; ,\Iu:ak-t)'pe rerordinj:s, no 
vocals, In the mornings the music u:ill bt... 
a little bri!!hter than that used Ihe fl'SI of 
the da r Rider reaction is bcmJ: tabulated 
by Edward Doody's (mid\.\'('st r('searchor
J:aniz;nion) 1I11erVK'II,ers the first time 
that pt.'f<;()l1al interviews have been con· 
ducted in any trall~itradio city alld rl' · 
~ ults , after the opt..'llin\! ten da)'~. 3r,' 
highly fa\'orabll' , Out of the l6JJ p .. r-.ons 
IIlterl'il' lwd, Q2.6r; like tral1<;itradio pro· 
gralllilll~, and ()(),Q("~. the commercials 

WI BW· F,\I, Topeka, Kall!'.:H.lsexrcri. 
1lR'l1Iil1!! ill programillg \.\·i th two tramit · 
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Hit TUlles for September 
(On R"c.ordl) 

Men. ~) 
Jo~ .. l .... ul-M .. t~'y SIlt 

A" l~fId-MGM 10t51 
• Jtc~ L.\hto_V;". to.)I09 

radio eqUIpped bose!.. The ~!allon re· 
ports that listener reaction is ("xcellen! 
(commercials arc free to Ihc station's old 
FM adverti5t'rs), and thai broadcasts arc 
scheduled Monday through Frida)'. 

The first regular use of transi! broad· 
casting was inaugurated on 10 Juty, in 
CovinglOll, in 100 "chicit'S of the On
cinnatl, Nello-porl and Covington Rall\4;!.)' 
and IhC' Dixie Traction Co.-known as thc 
Creen Ltnc-which serws northern Ken· 
tucky and communities adjacellt 10 Cin
cinnati. Transit Radio, Inc. and Fj\1 
Station WCTS, Cincinnati, '.l'Orkcd 10-

gether- Transit Radio selling time. and 
the s tation purchasing and installing thc 
equipmt'llt. as wl'll as programlllg for the 
service. Three hundred more vchick's 
were equipped with r{'aivcl'S and loud 
speakcrs (5 8 per vehicle) during August. 

On July 20, 35 buses of thc Duluth
Superior Transit Co. began receiving 
transit broadcasts. This operation (a 
moOp effort bet .... ·een Murray & Malone 
Co., Minneapolis, tramponation advcr_ 
tising, and WEBCFM under the corpor
ate title of Riders Radio, Inc.) is a full 
scale test operation with 17 local adver_ 
tisers (the I July ra tt' card states th.:a no 
broadcasting will be scheduled beyond 
September 30, until further notice). 

In establishing a localt ransitradlO oper
ation, the FM station usually entcrs into 
a five year agreement with a tr:tnsit com
pany which provides for the nation's ex
clusive rights to install transitradio equip
men t in vehicles. Payment for the rights 
are made either as a fla t monthly fee, per
cen tage of net time-saks profit , or per
centage of gross time sa](os. A sc:cond 
contract is made between the broad
caster and transit radio operator whidl 
provides for the station's purdlase of re
ceiving units (co:. ting about $ 160 each). 
Installations costing approximately $15 
per "ehicle are made by the station. The 
operator provide:. super\'isc.ry personnd 
at its o .... n cost. This contract usually 
appoints the transitr.ldio opcr.'Hor as ex
clusive national adverti~ing "'pre!'<'nta
Ii\'(' for the 5o.11e of station time during the 
period the station i5 programed for the 
traveler. 

Rates l'stablislll'd by ttl(" pioneer or
ganit.1tion, Transit RadIO, Inc., ar(' baH'd 
upon Olle dollar per thous.1nd guaranleed 
listell('rs (the home audicnC(' rearn('d by 
the F,\I station is a bonus for the advt'r
tiser) and vary .... ith the number or an
nounccment$ contracted for. In Cincin
nati, Cla:.s A denotes time during the 
commuting hours with a "guaranteed" 
instantaneous audience of 13,000 riders, 
Class B, 11K' shopping audience ddi\'ering 
8,200 riders at all}' giwll moment, and 
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t3."'cinnati· j - A{IJ.57 

fijt - MORNING 

fijt - AFTERNOON 

fi jt - EVENING 

fijt - SUN. AFTERNOON 

fijt - SAT. DAYTIME 

and 

fijt - MORNING 

fijt - AFTERNOON 

fijt - EVENING 

fijt - SUN. AFTERNOON 
Saturdoy Day,im e is no t 
rated In Knollville . 

4t. 
f1t>tlz Jiatit>nj au t/uZ'lflDt>u -in It>tal 'latfld timfl J2fl'lit>dj 

* BOTH ARE SCRIPPS-HOWARD STATIONS * 
For I:"omplele onalysls (all 
YOllr BRANHAM MAN 

CI SEPTEMBER 1948 

*July Hooper-WCPO 
Winter. Spring Hooper-WNOX 
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('b~~:{_, [Iw .... vc·nillg ;1\I'1k:11( .... wilh -I ,-IOIl 
TlJl'l~ \\'hik !(It) an1l01lIlU.' I1ll:IHS S 
.lI1lltlIl111l'I1M.'llb pe r \ll'('k fur 52 IH'cks) 
'If .. [ 70 lTIH~ I',,:r i1ll1llll1ll(l'I1ICni rer 
[hou .. anJ nJl'l~ ILl Cb~ .. A tillie, tIll' Si1I11l' 
11111111 ..... 'r of alilllJlll1cnlll'lIh Ct!~t !}S n.'l11 ~ 
l';ll'h ill Cla~) B [illle, ill1J l)1 celHS ill Class 
C [line. I{ idl'r.,.' Radio, Inc rntes art" abo 
t-i1 ..... ·~1 IIll1.Ul thl' nl~t tlf ;111 allllUUIlCt'Il)Cnt 
1",1 Ih"u~and rIlIl·r~. and fur 260 1111-
1l0Ull(l'll"-,lltS in a ll da""e~ fA, 13, and C) 
ti ll' ;"lInage ruSt is $1.80 pL'r commercial. 

Programmg by T ramit I{adio is h.1si
ca lly nlll~ic, frolll 6 a.l11. to 7 p.m. daily, 
,\ Iollday through Smmday, and frolll 

Tulsa's only 

ter. Only 

noon [{ ; p.m. Oil Sunday". A 1I111"IC and 
I1l'WS block-prnW':un filrmula is u:.('d, 
Each I S minutes collsistsof thrn' millutl'S 
(If !lelIS (sports n'~lIlts, time, and weather 
mciudeJ), ;"Ind tluel' 20-second announce
ments, ~paced ;[hI/llt tlm:c mmUll'S apart, 
coming ou[ uf IIlUSIc. No song titleS arc 
identifK'd, nnd n(l vocals :Ire uSC'd. The 
neIL'S and comml' rcials s tand out in bold 
n:lil.'f. Rilk'rs' RadiO fe<ltmc~ poPu];lr llild 
light classical recordings, 20-5l'c(lIld spotS 
el'l'ry 5 mil1UU:~. No musical jingles :1r(' 
allowed, and all continuity is subject [0 

;Icrepulllce by Riders' Rtldin, 
Dick Evnns of \\'12l, Wilkes-Barre, 

radio cen

in the rich 
section of pros

Write KTUL, 
the Park, Tulsa, Okla . 

JOHN ESAU 
V,ce·Pte1 and Gen. MQt. • AVERY· KNODEL, Inc . 

NOlional Rep,eoenIOliv" 

.. 

has done conSiderable reS4:arch on what 
transit rickrs want to hear. Dcspill.' his 
affiliation with Transit Radio, his pro-
1!r.uning is quitl' individual. Ill' dalm~ 
t hat while people dining in hotels and 
Test:lUrants like background music, it's 
incurrl'ct to assume that the riding audi
cnCl: W;Ult the sanll' musica l farc, lie says, 
'·Diners. eating and conversing, want soft 
background music, but people 111 a bus nrc 
Impmiently .... 'ai ting In get to their des
tin;"ltio n; they have nothing to do to 

occupy their minds, and the transitradio 
program eliminates this boredom. Th\.· 
difference between the dining and travel
ing audience is important, but few people 
ha\'e learned it." WIZ2 u!ot's block pro
graming you h .... ar the same musical pro
gram every hour of the day, every day of 
the \I'eek. The announrer talks JUSt 

I enough to est<"lblish the meod, and iden
tify the orchcstra-" he does not run ofT 
at the mouth." The Wilkes Bane FM 
station gives Ihe transitaudiencethesame 
kind of progmming it delivers into the 
nome: music, sports, and ne\l's sum
maries, and play-by-play descriptions of 
baseball or b:;sketball games at night and 
on Sunday afternoons, when p.1ssenger 
traffic is light. As much commercial copy 
is used by WI22 as by other brnadC:lSling 
stations, but the listeners think they get 
less, because idle program chatter is 
eliminated. 

The commercials used for transitradio 
must be straight sclling copy, no tricks, 
no irritants, no jingles, and run between 
35 to -10 words. A loca l adwrtiser over 
\\ 'CTS-FM, Gncinnati, uses this com
mercial: "Five o'clock temperature --
degrees. \\'hen you get home make a 
quick trip to t he icebox for that wonderful 
h( )t-\I"eat hcr drin k - F Tench-Bauer Colden 
Flake, the best buttermilk in town, Keep 
a supply on hand:' A national adl'er
tiser 5.1)"S: ";",' ay I offer you a seat ... in 
a 19-18 Crosley, America's lowest cost 
transportation? It operates on less than 
one cent per mile. Immediate delivery. 
Pa)'llIentsonlyeight dollars lI"('('kly. Bu)' 
tonight at American ... ol1e ci~hl('en 
E.1St Eight h." 

How do car card and lransitradi(l costs 
compare? The Nntional A!i.l'Ociation of 
Tmnsportation Advertising, "'hose mem
bers' car ca rd busine~ gro!'..~d $23,000,000 
last year, is keeping a weather eye on 
transit radio progrel's. The Dulmh transit 
brondcasting experiment, as indicated 
prl.'l"iou51)", is a joint operation, \lith 
,\ lurray & ,\ lalone Co., ,\ liluleapolis , a car 
card adl"Crtising company, joining 
\\ 'EBCF,\l in [he service. In Di.'troit, 
Transportalion AdI"Crtising Co. (NATA 
m(,mber) is testing trnnsitradio. When 
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1\\~~ BOSTON 

By EWI:,\,(; (;,\LLOW\\' 

Food sales in \X'OAl 's d ' . 370,000';' ... more food ] aYlhlmc .prlmary area· an'lOuni co 5247-

h 

sae.)tanmll · f • 
I e bean and th e cod." Ie city 0 Boston, " home of 

Texans arc hearty calcrs , I h d I d h ' .... .)0 ar y worke T . ca s I e nation in the 1"0'] ' f rs. exas, for mSlance 
I I ucu on 0 wool \X'OAI" ' 
arge y responsibl e for thi.) lead, ]. '. s primary area is 

of th D rs 111" Acco rdIng t h e cpanment o f A . lot e 1945 census 
shorn in \'(fOAI 's 67 da ,~ncu tu.re, 37.838,4.09 pounds of wool were 

p ' )1 mc pnmary cou nties during 1944 

. roducllOn such as this hel ) . 
Income of $ 1,282,729 OOO~. I S 10 make up a nel effective buying 
build your business.' I'" and food sa les such as Ih is help to 

See you r Petry man for fu r h d . CO" help you sell th' I er elalis .)howing how \X'OA I 

• B~IB ~O'i. to I ..... '" . IS tremendous markCl. 
t s ' "" ,. (OUnl,n 

>In M'n',~_nt 1~8 Sf' IIln, 0 BIIY,'" PO"~I 

Repruented by EDWARD PETRY & CO INC ., • -- New York 

SEPTE~8ERI1948 ' 

WOAI 
qan~ 

NBC· 50000 w· CLEAR CHANNEl · TQN 

• nge tI, Detroit, St. lOllis, Chicago, lo A I Sill" fnneisto, AUlnta, Be.ton 
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Ret:'ail Sales in 

WPTF's Primary 
Marke~ Exceed 

ONE 
BILLION 

$$ 
A Y~AR 

More Proof That 

WPTF is 
No. I Salesman 

in North Carolina 
the South's 

No.1 STATE 

FREE & PE TERS ot ... ..,w 
R"""'~I.~ .... 

th~ car Gird pcopio.:' h;I\'(' ~tlsfi~'d Ihem
~I\'l's Oil (ransitradio, it is und('r~lcod 

t lmt dll')' will not deJay g('uing into the 
business. 

The.' a\'('rn~e cost uf placing standnrd 
{I I x 28-ill.) car card~ i1> about -1.2 cents 
per thuuSimd riders. A study of 117 car 
cards in 10 m:ljor An~rican citie~ indi
c,\ted that the a \'crage coM per thousand 
rcad(7's for lC:ldmg card~ in (':Jell city was 
$3. 1-1. At this time, both Transit RadiO 
and the T Tilnsponmion Advertising Asso
ci;ltion reel that mmsitradio and car cards 
:Ire not cOIllr<'titive. A tie-in of both 
mediums .... ·ill give an impact close to T V. 

T r:msitradio was originated by Transit 
Rad io, Inc., Cincinnati, ..... hose president, 
Hulocrt T aft, j r., is also executive vice 
president of Radio Cincinnat i, Inc. 
(WCTS-F I\ I, \VKRC). But the idea of 
transit radio was conceived by Dick Evans 
in 1940, short ly after he was fired as com
mercial m:mager of WBAX, Wilkes
Barre, because of his interest in Fl\1. He 
went to General Electric, and interested 
them in manufacturing the receiver. 
T hen the war came, and stopped all 
progress. Afte r the war, GE and all the 
other large electrical m:muf<lcturers were 
tOO busy getting mass <lppliances on the 
prod ucl ionline to Oother with a specialty 
item. 

In August, 1946, Evans w('nt to j ohn 
CU<lIOo'ay, j r., vice-president and general 
manager o( Electronics Research, Inc" 
E\'ansville, Indiana, and expla ined the 
kind of equipmellt he required to bring 
FI\ t recept ion into buses and trolleys. 
C1raway took fire o\'er the idca, and con
tacted leading broadcasters to invest in 
the enterprise. In May, 19-17, after 
enough capital to start the project was 
collectcd, Hulbert Taft, Jr" was selected 
to !wad up the enterprise, 

T ransitradio is obviously not a national 
medium teday, but potent ially it is. 
Praclically C\'cry city o f 15,000 or o\'er 
has a transit system carrying advcrtising, 
During the P.1st two years hundreds o( 
independellt (nonl1etwork) FM stations 
hnve OClllliccllS<'d. Transit broadc:lsting, 
like stoTl.'casting, represcllls to these sla· 
tiom;'l definite income which at presclll is 
Ilot avnilnble from regular bro;ldmst ad· 
\'ertlsing sources. It nlso rl'presentS a 
rOlent public rdntiom nll:"diulll for the 
stntiom; since the call1cners of the outlets 
will be hcarda! h.1t(·hour intervals in the 
trnn5!"'Ortation facilities. Sincc FM sta
tions arc idl'Ollly ('quipf'l'd to trammit the 
program.~ Tl'quirl'd for tran~it advcrtisil1g 
;ll1d since t ran~it companies are constantl) 
ill l'lI.'ed of new ~urcc.'s of incomc, it is 
logi(';11 to concludc that once the regular 
of'l'ration~ now in rmgre5.~ prove them, 

:.elves, the new (orm o( broadcast adwr
tising "., iII be operating III most metro
politan celllers. 

T he transit (acilit ies III theS(' ccn ters 
carry 33,000,000 regular adult commuters 
and another 19,500,000 that ;wcmge 
thrce round trips a week. This audience 
is bigger than thc average daytime adult 
audience to :lIly Olle t5·m mute broadcast 
period and (ew nightt ime programs exceed 
it l'wn du ring thc height of broadcast 
listening. The audience is t herc. The 
faci li ties can oc madc available. T ransit· 
radio's fu t ure as a national medium de
pends only u!X'n provcd S('l ling abi li ty and 
the cconom ic cond it ion of the na tion dur
ing thc next few years. I ( a buyers' 
market continues 10 grow and if other 
economic facto rs do not conspire to cu r
tai l ad vertis ing budgets d rast ically, tran
sit radio should pro\'e 10 be a grea t seHin):! 
force. 

The fight for a share of the advertising 
dollar for any new mcdium isn't go ing 10 

be child 's play during the next few years 
but transitradio may prove that the por
t ion of the nat iOn that pays to t ra vel daily 
can more easily be led to the cash register, 
than ;1I1Y other, savc storecast ing's, ••• 

BROADCAST MERCHANDISING 
(ColllillurdJrom page 50) 

Indltpendent m4guine .... .. olu. len .nd pub· 
lishers or thlt m4guinfl buy bl04c1cost time 
to sponsor Joh llllY Murray Talk5 /1 Ot'('r, 
KFI (Los Angeles). In the past nine 
years, j ohnny l\ lurray had been using 
magazinc matcrial, bu t always for prod
ucts unrelated to maga:ine publishing and 
distribution, Adv:mce infomlation on 
art icles to appear in indcpendently·dis· 
t ributed magazines will now be included 
in his airings. T he campaign will stress 
thc economic, informativc, and enter
ta inment value of magazines. 

Plitt .... innel WGA R (Clevel. nd) !4ted to~ r 

10 th,,?e favori te in local programing over 
the second place C leveland station for the 
second successi vc year in the Ctc.'eland 
Prrss' third annual Local R:ldio Poll. 
WGAR totaled 44 points, and thc runner
up, 31 points. The 50.000 walter was 
also first in signal strel1gth, loc::1l1y and in 
the markets O(C1IHon and Akron. 

S4mmy K.ylt proved Ih41 0 summe •• ept.ce· 
menl Can hold on 10 on .udiltnce cswblishcd 
ror its regular promotion , On the July 
Hth broadc::1st of the Chrslffjitld Supper 
Club which he took over for J o St::1iford 
aLld PeTTY Como he read a poem, For 
U'lillf )'011 Arr, by Georgc DingclJ. Rc
quests for copies totil led O\'cr t 1,000-
lIIorc requests than he has e\'er receh'ed 
previously, eit her on his 0 1\"11 program, 
SWlCfay SM'tlUldt, or the Suppa Club. 

SPONSOR 
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• '" olle shorl )etlr, Kaiser-Frazer became one o f the 
fout largest producers of automobi les in the world! 

.... J. ",~,,; t::.:--., ... , 
' ............ , 
"""" .. 

.:::.'.:~, ... :: .. .. 
It look sales 10 build a record like that ... and Kaiser
Frazer gives Spot Radio a big share of the credit! 
In the past twe lve months alone, 63,000 
announcemenls on 296 stations from coast to coast 
have been building Kaiser-Frazer sa les. 

Kaiser-Frazer has found Spot Radio gets 
results fall! 11 can be rushed to bolste r weak po in tS In 

some areas ... whi le giving extra sup port (0 strong 
markets. I I can focus a 101 of selling in a concentrated 
area , or make a limited budget cover a 101 of 
te rri lory. And, with SpOt Radio, Kaiser-Frazer can 
buy the right times on the right stations 
in the right markets . .. without wasting 
money or elIon on unprofitable areas! 

Spot Radio pays off for Kaiser· 

"'" :::"': .:-"':; ::::.. ... , . 
.':,. .... , ... "c, .... '!~...:; .. :. .... '":::' ... ::. .. , ............... ' '':' ... ~ .~ ....... . ....... ~ ...... -:"......::- ......... ,~ .. -:: .. "'.:: ........ 

...... ~':..'.'"::. .. -;:--..: .... , ....... :.!:::; ~ ";: •. 
' ....... ~ .. .. III, ......... _ ... _ .... .. .. ..:::-.': .... ~ ... ,' ... "... ... " .. 

•• 11 .... ... ~:. ... ~":".:. .. ~.'.:. ... . 

K." ••. f •• :u 
.II ' ·~"'·"",,, b ... llt,II.,. AI"",, F. S .... " '1, I.u .• 

Cbk .,,,. N , ,,· y" ... . Dn . .. II. 
1/ .. 11, " '0<>11 

.. ..... '..-.,::::. ...... ~., 
.' ....... ~ ...... :::.:.~::.:::. 

""' " . , " 

Frazer! Ask yourself whether this powerful, 
Aexible medium will payoff for you. ---------------Then ask your John Blair man for complete 
information a"d "d"iu. ~ 

JOHN 
~ 

• S~"I 11.".",.,1,,,, iI .d, .. •• "n-""", .. I 
."1 11h (f ... ", , .. , 1 .~"" .. "Umt.", , .. 
I ,./I·h" ... ",,,,,.,,.., " 1 . ..... 11 .... "I.utl " " 
• !I",i,l. "..'h/·. ,.."'., .... '.,i •. 
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"MR. and MRS." SHOWS 

1'.:lmJ.: prndull which ~ulhci~llIl)' :"1:15 i[ 
al'.1rt from the first ono.', Ih<,} accept 11. 
For ('x:1l11plt" II"..) dlscmcrcJ dWI the 
BtilckslOIll' :lUII!!l1illic \\:1sh(.'r did 1101 re
qUIre rollmg dowI} to Ihl' HoOf, as did tht' 
rrl'\' I"lI~ ol1e they sold. ThC) fell the ild· 
\;JlHag ... ~ of thi~ dirfefl'nCe justified their 
.... >]Ijn}! thl:' Blackstol1c on wr of thc prev:. 
ntl ~ w.1sher. The} nh\ilYs fl'mind 115It'n
crs the) w\.'rc {('Celli]) sdling ":motha 
wa~ber" (If whatevcr It might Ix· "but 
Ill' have dISCO\(,H'd <lllothN one that. 

t'IC. II So.'l'rns to work Ihc: Bl'l1 Crn~s 

Comp.Il1), diSlributor, reports Ihcy'vl: 
!>(.lId m<lll) BlackstOlll's. 

Whli(- it's thl' ubjl'C1 ill every in~lance 
of tht, '\1r. (JI Mrs. formula In promote 
p('r~onatizcd salesmanship. thl' "ark'!) 
pos~lblc ill handling tht· formula is as ULl
lirnitl'd as tile pl'rsonaillies Involved. In 
C\Wr case, hO\\.'CVCT, you will find the 
prillClpals don't fit illlo one Illde pockel 
in the communil)" thc) arc engaged in 
actidtil'5 which, e\'en lacking othcr [('
sources, \\.'Ould set them apart from Ihl' 
mass of dialers. 

This is true of David and Martha 

"lfi£ 'PAYRO.L!.:S 
GITTI N BIGGER. 
SUSIE !" 

T hruu;.:hulil "orlb O al.. ot a. 
f:lrlllin/! i:- H I (; Bl ' :"; I :\ I·:SS. 

HI.IC)( uf " ·urlh Bakola fOlru.", 
11;1\1' \r:wlnr . ..: (OI;':OIill,.\ ;11.1% fur 

1. S.)--I1,").;)o/c lia\,· >llIlnlllo ll ill·" 
«(I!!(,IIl .. 1 (,1.11% for 1' . S .)-a\(·,. 

a;.:" fnrlll-I'rmllll"ll- "du,· j,. $;)M);~ 

(a;.:ai",.1 ~:n III fur l.:"i.). fll/I U('ri 

HilT,t ' -f,II".- i"'"lf'r.' 11((' 1/,·.jillilf,ly 

III"'" I'rfl.'I'",IIII' 1111/1/ \orl/' !JU',"III 

ill'IIII".' f'.' " Rlluh'.' 

I" II .. , B,·c! Hil,·r \all1"~. f'I"/'''·· 

/""h- li"\,·I\,. In \\ II \,. 'I'hi,. 

.. h'I\'" "I' i" "lIr F:,r;':11 11'H'I'· 
,'ra I ill;:" (,.,·11, 1 for IlwlI1 :)--.. 1 .. 11 

in nllr IIlail·I"III. ()II IIIII' 1'11"(11 
pr"l!ra'lI ro·.·t'IIII~. for i .... llIIU·,'. 

",. "fT,·ro·,r II ,,11<110 of tlH' ,,:\,.t. 

1:i.lHIII ro·'III,· .. t,. '·111",. ill. \\ ril'· 
""-or 1,1.11'11" Fr"I' .'\ I't"\,·r .. -nr 

'1'/; ,·,,'n /",·,,1 "'/'I"<'''·'''lIlil'l'.' 

., 
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FARGO , N. D. 
NB C· 970 KILOCYCLES 

50 0 0 WA TTS 

FREE & l'mRS. hr. .. ~.,~, " ....... '---

Brooks CBrtdkjlls/ u·jfh tht Brooks, \\CV, 
Schellt'Ctady). Their audience IS can
~iou~ or them as professional pl'Ople and 
homemakers- dose to themselves. Auto
matically lookll1g to 5(.'(.' what cOlllribu tl'S 
10 the fonnula in their case---<;ince the}, 
an.' an outstanding success it is dis
co\"Cred that in addition to being a mlthe
mon ies teacher in a local high school, 
David is active in local am1teur the· 
attical and musical productions, church 
aClj"itics, appears regularly with ,\lartha 
on television, elC, Martha, as well as 
sharing her husband's varied II1tercsts. 
has appeared professionally in the $.,ra
toga Spa Thea(('r. 

Some stations, finding themselvcs \I.·jlb 

a sho ..... and a pcrsonality lending them. 
selves to the ,\1r. (3 Afrj. tremnlelll, han~ 
revamped long standing successful for
mats to cash in on the eXira potelllialitil.'S 
of the husband, wife, mike SCI-Up. When 
Cliff Johnson, star of numerous local aId 
network shows, returned to Chicago and 
WB8M last year, he was assigned to re' 
vamp his old musical clock sho\,\'. 

He conceiv('(j the idea of moving the 
whole operation into the Johnson kitchen 
in Oak Park, where he now holds (onh at 
breakfast wilh his wife Luella and their 
four littlc girls ranging from Vicki, IS 
months, to Sandra, 7. As in all show~ 
IYl=ical of the formula, the Johnson situa
tions are unrehearsed. On a big black
board on [he kitchen ..... all all.' printcJ a 
few "topics for the dar" for their guid, 
ance. And it takes what Cliff is-ail ex
pert sho"',man to handle situations ill 
thc "anything can happen'· atmosphere 
generated \\·ith four small children. Some
times the kids read the plugs and the 
family discuss them, and , ·ice verSil. 
Breeze (Lewr Bros.) and Broadcast 
Brand Products each underwrite IS
minute segments. 

The Johnson lives arc geared to feed the 
show. Trips to th(' beach, Museum of 
Science tours, picnic outings, and all 
other jaunts arc wire recorded and por
tions played back the next dar. This 
gh'es them new ideas for the pro~ram, <~ 
well as showing otT the family 10 hUlldred~ 

of potential new lisu."nel"ll. What's true of 
women's p;:lrticipating shows is equally 
true here-promotion throug.h publ'c ap
pearances of \'ariOUS kinds is important in 
building thl' sho\l. Of rourse the routine 
1;\·('5 of many husband-wife teams perform 
this promotional function automatically. 

The family fonnula boosted th,~ 

\\'88;\1 time S('~l11cnt frorn JUSt another 
show to a ;'6 (Pulse of Chicago) r.ltil'g, 
fourth hight'St of all locaJlr produced day
time programs. 

(PicasI' lum to page 116) 
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A news feature page comes to life on the airr 

A new fast-moving production that has eve ry element 
of good radio . . . 

FYI features a galaxy of renowned co lumnists 
who appear regularly in more than 700 daily 
newspapers . Pete r Edson, prize-winn ing Wash
ington columnist ... Burton Heath , Pu li tze r 
prize-winner . . . Erskine Johnson, top Holly-
wood reporter ... Alicia Hart, well-known 
women's expert ... and Harry Grayson, ace 

sports writer ... head the list. Three or fo ur 
of these noted personalities are fea tured on 
each program. 

FYI is produced in collaboration with the 
editors of NEA, the wo rl d's greatest news fea
ture service, and al so includes reports from 
members of NEA's fa med foreign service. 

FOR THE WHOL E FAMilY 
Sponsors will grab for the family appeal of 
this fresh, vital new program. Three tran
scribed IS-minute programs a week. Both 
ends open and a middle commercial. Re
leased the first week. in September. 

TRANSCRIBED 3 TIMES A WEEK 
Wire For Audition 

Ed Hart & Associates, Inc. 
J 737 H Street N. W. W:,shington 6, U. C. REpublic 431 2 

Producers of Admiral Zacharias' "World Intelligence Report ," a nd Ed Hart's "Is Cong re ss Doi ng Its Job'?" 

I 
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TOBACCO ON THE AIR 

~r<.lrkrlug Ih'lt accdl'ral~'J [he t'mf}' of 
Wonll'tl a~ cig:m.'UC smokers. 

SdJolll hm. advC'rtising tx.'cn so mundly 
r,bmneJ as I 1111 's. &Ido!ll has ad\'crtising 
bl'I'O 'i() dll,ct in,', 11 was alw.1rs lilli's 
1"<Ja~t thilt IH.' ~PI:l1t ll'l>~ than an}' other 
1(·adlllfl' IObaceo firm, and obtnilll'd greater 
n',ulh. I II, advcrtising virtually built 
Lucky Slrlkl' tu Ih(' in-alld-oul position as 
inJII~[ ry k'a<k>r in cigarcues. It :llso rc' 
Ju('('d hi, ~dling costs enormously. When 
he lx'C:lnk' prcsi..k>nt of American To
hlCCfl, tl1l' firm had some 2,200 saJeSIlX'Il . 

When he {{':lily got started with mdio, 
he (QUIlIJ that the)' 0111) nccd<:'d 250. 

£1uriug Hill's reign al American, the 
firm trk·J a Intle of cWTnhin,!! in its air 
ildn:ni,ing: 10 the wn}' of programing. 
The conlllX'rcials, however, rema ined 
prett)' much Ihe 5.1me. Prog"r::tms r::tn Ihe 
~::tmll(nf elltl'rlninmen t frorngmnd opera 
to comedy. The American TOb..1CCO Co.'s 
Ilet \\'ork c::tS(' hislory h.1s included: 

"'ho~' 1',0.I1k1 h., :\r1 

,,,,,.1. .<wl. I.h •• " ... Or<h 1,,"" I~Z' ,13 :\UC 
rIO,,"',' 1"1>' Ot,~, Ch""o<U", w~, :\JJC 
4,'h~, I',. OJ 1t ••• 1 C ... m~ ,., CIl~ 

II" ... \lu"..h~,,"'n I.,~ l\fJ2 lJ :\IH' 

ulI,.n...t.,' 
\1.'''''''' .. 10' .... I!,,~, 
U""T ... lt 
Ih t 1' . ... 10 

~;,,~,o f' 1l,O 
1I<>11r.Qood /'.nJ. 
l>Wo"'l" Thon'p<On 

\Ian II> M •• :"'~h 

1t" 11 II",.", 
"" ...... Tu,*c. 
1\., I\~r"'" 
~:.l,I .. I) .. , I"" 
.11,100)' Pu"l ... 
1I.,.r,l r CI .. k 
\ 1 .. ,,<1,)' ~hh, .. k 
1.1'''".olio<l H. ..... e .. ,;, ".HoI_ 
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h,k H .... "1 
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Not ::til of the t-liII-dorllinalrd air advcr
lisillf! was successful. But , the hits werc 
man), the errors few. Lucky Strik(", and 
th(" mher air-sold Am("ric:m products 
(Pall " tall, Crel11o, Ilalf-and-Half, ctc.) 
han' shown a steady riM'. 

There have hccn changes In much of the 
Lucky Strike and American Tobacco air 
advertismg since Vincent Riggio moved 
in to replace the Ime .\If. HIli, and Ihe 
account moved to BBO&O, after many 
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,. 

IN SALT LAKE CITY 

"~in .. , H'rire or /,/tCJ)1C 
to:" cierail .... 

Nolionol Represenlolive: 
JOHN BLAIR & co. 

}e:lrs ,1I Foote, Cone & Beldmg. PnnCl · 
pally, the irritant tcchnique has been 
loned do~'n a lot. 

American Tobacco is cUTTently spend. 
ing some $7 10,000,000 for ad\wtising, 
with more than half of it going into thr('(' 
net~'ork shows, Jack BcnllY and Hit 
Paradr nn NBC for Lucky Strike, and 
Big S tory, also on NBC, for American's 
subsidiary product, Pall "-tall. Amcrican 
is also an ('xtcmive spot ad\'ert iser, both 
in radio and TV. A six-w('('k campaign 
(costing over $1,000,000) in 1947 used 
some 900 station s 10 blanket the nation. 
There arc Lucky Strike spot campai~ns 
pcriodicall)" but none so large. In TV, 
the firm used some unusual film spotS, 
and rccently a whodunit (li\'e), Samc)' 

Blake, on NBC TV. This fall , at will 
~ponsor several TV sportscasts, includin!! 
Iv}' League games on WABD. 

Close behind American Tohacco in 
over-all sales rank is R. J. Reynolds, 
whose last year's sales were $7OS,494, 186. 
Prince Albert tobacco, and Bro~'n's Mule 
chl'wing tobacco, both Reynolds products, 
are leading saleswise in their respcctive 
product fields, although Camels are the 
firm's sales toppeT. Reynolds spends be
tween $10- $ 12 ,000,000 for ad\,ertising 
(it is the leading tobacco advertiser 
in dollar volume), more than an) other 
member of the "Big Three." About one
third of the Reynolds budget ~ocs for 
broadcast adwrtising. Currently, il 
has three radio shows, Vau~111l Monroe 
(CBS), Bob Hauk Shou' If\!Bc) and 
GrClnd Olr Opr.\' (NBC) . 

Reynolds, like American, j~ somethmg 
of a beliewr in variety,musical shows_ 
Monroe has a large appeal to the younger 
5('t, and Reynolds (like liggett & ,\lyers 
and Philip ,\\orris) promotes this show 
widel} among: college campuses, ~;th 

publicilY, st ickers, and promotion picce!'. 
Since the first Reynolds air show (junc 
1930." lay 1931. t\ one-hour musical on 
Blue) it has had 27 shows. Of t he5(', 
II hal'(, fealUred popular music. Monroe's 
rating is nothing tremendous, since Ihe 
July 15- 21 Hooper gi\'C'S it 5.9. But. 
ReYllolds beliews that the medium.priced 
'nusical iscreating sales among: college,a}!e 
smokers, 

Bob Hml'k is a family-appeal audien('C 
particira tion show, \\ith a rating l in the 
5.1me July 15- 21 report) of 5.6. Reynolds 
bclie\"('s Bob Hmj'k is a good balance to 

MallrOf'. in that it attracts a differenl, and 
older, audience. Both shows use the 
C.1J11el copy which runs along the line!' of 
"More doctors smoke Camels : and 
gl'l1erally plugs the fact that Camels are 
!'upposedly le!'s irritating to the throat. 

P. Lorillard has r('('ently nm a 5('ries of 
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REXALL 
NOWS 

BEST 

Again in 1948, Rcxail sponsors 

rhe complete schedule of L. A. Rams' 

football games 011 J.\:~IPC. 

Last year on K!\ I PC, Rex;lll w ith their Rams' 

games :l\'cragcd a whopping 20.3 % of 

the radio audience for 63 hours 

of broadcasting. A \"Crage H oopcrating 

for {h~ 2 1 games was 5.3 

TAKE A TIP FROM 

OWL -SONTAG -REXALL 

•• . PUT PC ON YOUR SCHEDULE 

KMPC ~OKC-L"An •• '.' 
Frank E.Mulkn, PrcsldclH • R. O. Reynolds, V P.& Gen. Mgr. 

* P AYS C ONSISTENTLY 

1. GUARANTEED TIME: Pick your o wn pro
gram and keep ir-S8% of a ll KJ\lPC 
advcrri scrs arc program ad\'Cni~crs. 

2. POWER: J\ lost powerful independent in 
rhe \Vcst -50,OOO wans dan, 10,000 
watts nights. . 

3. COVERAGE: Los Angeles plus 189 other ' 
comOlunltlCS. 

4. MORE AND MORE LISTENERS: 6 consecu
tive Hooper gains in 6 months. 

5. MAIL: One program a\'cragcs more than 
4.000 Icners a week. 

6 . SPORTS: L. A. Opcn, Big League Ball, 
Coast League Ball, Joe Hernandez, L. A. 
R~ms, Pacific Coast Conference Fouthall. 

7. NEWS: 16 sponsored news program ... enry 
d~ . 

B. PUBLIC SERVIC£: H,811 phonograph 
records distributed free to hospitalized 
veterans. 

9 . RECOGNITION: You're in good comp.IIlY 
on K~IPC. . 

~---



;,\,1 .. which dn evef)thillg: but refutL' 
Ih'~ nold~' cln ill1~ , E\"en <,,(', it i .. Ju,t 
:lI1o dll'r l'xample of th L' !lcver.ending hUllt 
h\ tohacco ti ml!. for a Ilev,- advertising 
11I.>k on ""hich to hang It wiT R'lIing: 
ilppwacl l. 

Ih'}" l1old ~' Gr,lm/ Ole OpTV sl'lb Prince 
,\lhI.'r t tohacco via Saturda}· night hill· 
h il ly music, OpTY v,':I$'a !,uccc~s fmm the 
~ t ;l r[ , partlc\l lar!} s ince both the appeat 
,,( th,' proJ!ranl and the sail' oflhe prodUCl 
arl' g:rea test in nOll'l11e{mpotitnn scc[ion~. 
II ~ ra tillg: of 5. 1 i ~ misleading, hectluse [lie 
hea\' il';'> t Ib tenil1g: , in pmporllnn to popu
lation, i$. in area$. where rnlings arc not 

dl'fini li\'e. In tl'fIlh of the sail'":> results 011 

Prinn' Albert, Opr)' docs an exccllmt jub, 
Reynolds, like rnan)" of Ihe letlding 

tobaCCfl finns, belien><; th:lt TV will be 
increasingly important in its OIdwrtising 
plans. Some mfllllhs ago, Reyno lds signed 
a deal with NBC and Fox-Movietone 
Nev,·~ which resulted in C:lmcl sponsor· 
!'hip of the to_minute. Mondar- through
Friday Camel Nell 'sTu / Thttl f('r on NBC· 
TV. 

The last of the "Big Three" firms, 
Liggetl & M)er~, makes no snu(fproducts 
bU I has a varied lille of cigarel tes (Fatima, 
Piedmont, PiC.1)'UI1<.' . Home Run. and 

TRY to IGNORE THE STATION THAT DELIVERS 
MORE LISTENERS PER DOLLAR IN MEMPHIS! 

REPORT FROM C. E. HOOPER, INC. 

HOOPER "STATION LISTENING INDEX" 

MEMPHIS, TENNESSEE 
JUNE. JUL Y, 1948 
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SHARE OF A UDJENCE 
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uS( 510. 8 s ... ( St •. 0 SIO. E " .. ," IWHH M\ ""'0" ".'0" "" .... " ..... Ind io 
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HOMES I CALLED 

I 
TOTAL 
ItAHO 
TIME 
PERIOOS 10.1 24.8 Ito,", 19.11 13,6 ' ,0 1.1" 

Note: WHHM is only 1,6 points beh ind Network 

Station B , . has 29% mOre lis te nen than 

Network Station C ... ha s dpproximale ly 1S C-; 

MORE lislenels than Network Slation D and 
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Spur) and sc\'er:11 smoking tobaccm. Net 
sales for 1947 were $513,771,422, some 
10' , higher th:ln (h(' previous year, 
1..&1'.1 conccnt rmes its bill selling push 
behind Chesterfield. The lesser brands 
rl'Ceivc, proponiollmcl)', ver)' small ad. 
\'ertising Support , 

The liml's radio advertising is not as 
v:Jricd a~ the other two members or the 
"Big Three" tobacco fiml~. It has 
had fl'wer programs, and had them longer. 
Its entry into radio, in 1932. v,.;u, later 
than the mhers by a year or so. L&J\·I·s 
finot show was the Chntl!rjield Program on 
CBS. It was an across-the·board. 15-
minute musical show featuring Arthur 
Tracy, the Boswell Sis{l!rs, and Bing 
Crosby. In ii, L&J\I found a fonnu la Ihal 
is still working for them today- the strip 
musical show, 

Betwccn 1933 and the present L&J\\ 
has worked il in several fonn~. first v,'ith 
the Ph iladelphia Symphony, later with 
Fred Waring, and more recentl), (since 
1944) with the C/ll!5tl!Tjidd Supper Club, 
Ther{' wcre other programs- Alexander 
Woollcott. Professor Quiz, Glenn Miller. 
Harry James. etC.-but the daily music.,1 
has provcd itself as Chesterfield's best 
evcning ~dling vehicle. Part of that 
reason lies in the fact that Chesterfield·s 
best sales records arc in large cities. Both 
program and cop)' :Ire slanted somewhat 
in this direclion, and SliPper Club, with an 
avcrage rating between 5.0 and 6.0 dO('S a 
good job. CoP) usc docs not harp on an)' 
particular theme. rather, cuncenlS itself 

v,'ith str{"Ssing: the tobacco qualities. 
L&i\ ! took a leaf from Philip i\torri~· 

book and is now in daytime mdio as well, 
using the across·the·bo.1rd Arthur Codfrey 
(CBS) show 011 weekday momings, plus a 
4,slal1on Alaska network a week later via 
tlir·expressed e.t.'s. Godfrey is a top· 
notch air ~alesrnan, :lnd L&i\ t has already 
charted increased usage of Chesterfield!' 
among \\'omen smokers. 

SpotwiS(', L&i\ t uses name di~k.jockeys 
in New York, Chicago. Hollywood, and 
('n th{' T('xas State j\.'e{work. L:1${ rear 
it tried a wider campaign with local 

I 
I 
I 
I 
I 
I 
I 

Network Station E COMBINED! I di$k.jockeys, but dt'dded that it wa~ !lot 
! overl), producli\"e and ralher hard to 

rOluo£. CO , REPRESENTATIVES Pau M<Oould, "" ..... 10' 
I I manage. L .. ":\l :ll~o u~es tcle\"lse:i SpOrts 

(N. '1' , Gi:ult$.) nn New York '$. WNBC 

I 
:ll1d \\ 'PIX (a!' well a$ radio I'ickups 011 
\\ '1\ ICA and \\NBC), II Hl'('~ raJiocast Q--- -WH HM ____ L.,. 
bascb!1 ll in Washington on W\\'C'C. 

MEM B[II 
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MEMPHIS, TENNESSEE 
INDEPENDENT-BUT NOT ALOOF 

ASS OCIATI ON INDEPENDENT METROPOLITAN iSTATIONS 

Philip i\\orri ~ & Co. lI SL'~ llI'l re l'k'l\\'Urk 
radiO lil11(, than :lny other Il':ldll1g finn 
aj\"('1 ti ~ ng one product, S.llc!'wi!'C, It 
ranh hchind thl' HBij.! TllI'l'C" with 1947 

I nel s.lk ... of$]'O,IOS,S50, Prior to 1934, 
:Ill P ,\I'~ cigmel!e hralld~ were m:1llUfac· 
tLl(l-d to (lI"dcr for them by other finn!'. In 
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HARTfORD hOI 57,560 per family 
<ompo.td 10 'h, U.S .• : . o~e'0'il ' 

S. ,309. 

Wilh AM ond fM, WORe < .. ~e .. 
do.,n, 01 , iii .. and I .. w" •• n Con. 
n,..,;,,,' one! We."'" MonG,hun rt •. 

C""",,'i,,,"~ 
Pi,," .. , 8 ..... d ... u •• 

Willi,,", f. M,,' .. 
Co","" .. i .. 1 M"""ge. 

G REATER BUYING POWER! 

According to Sole!. Management's 1948 Survey of 

Buying Power, Hartford has the highest Effective Buying 

Income per family of any city over 100,000 popula

tion. Advertising moneys invested on WORe in spot 

schedules will pay dividends for a long time to come. 

BONUS $3,251 EXTRA 

IN EFFECTIVE BUYING INCOME! 

G REATER CIRCULATION! 

WDRC-FM broadcasts the full schedule of WDRe s 

programs, at no increase in cost to the advertiser. 

WDRC-FM, operating from atop Meriden Mountain , 

also gives the advertiser a large additional Primary 

Area of coverage throughout Southern New England. 

BONUS - 50,000 FM SETS' 
"'Estimate from di str ibu tors' reports 

I 
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20, 000 · WATT 
FM B ROA DCASTING 
\D.IUD advertisers am now rC<lch 
morc homes with FI\I sets in rich. 
prosperous Pcoriarca than ever 
before. \Yi\IBO now gives the EX· 
TRA COvcr<1ge of fuJI power full 
time Fl\1 ... full duplication of all 
'\;>"1 programming. A bonus toadvcr
tiscrs at no added cost and a PLUS 
service to the many thousands in 
Pooriarca with F:\1 sets. 

New 'tlcillties 
For AM a.nd FM. Kcw l)Vller . 
new transmitler. . new locallun! 
Result: 20' ; more dartirne A;\I 
co\'Cra~e: 100'-;'. morc nighttime 
con'ral!c. To be announced soon. 

IU:,,\Il:. :-. tuEI< \I :\ IHn In ,Ill 
ca"t'S ~ iI'I'S ncl \lork ad\' C'rliscrs a 
biggtr ilooper than the national 
raLinJ,!S . . gives a hil:l(cr shaft' of 
the audience (him all other Peoria 
"la tinns t:ombint'<l. 

19H It bought a plant In Richmond, 
Vi~il1ia, ,md. smec then (it has added 
other plants. including a $9,000.000 pur
chase of Axton-Fisher Tobacco Corp. 
facilities in 19-14), has made all the 
cig'areltes they sell. 

After a po:.twar slump in sales (it 
OOOlkd tile market with non-cellophane
wrapped packs ill 1946. took a terrific 
Ixmtin~ when other firms came uut with 
cellophane wrappings) Philip Morris has 
nwde a s l ron~ showing. Its sales in
crease is running 6" ( hight'r than Ihe 
avemge increase ( I 1' ;) for the industry. 

About t .... ,o·thirds of the $8,000,000 
Philip "Iorris ad.budget gOl."'S into radio. 
There are five shows no ..... although one, 
I/rart's Desirr, is dur to bow out on 
September 20th. The others are Ilorau 
Ild!!t (a high-HoojX.'rcd talent quest on 
ABC's Sunday night line.up), EI'<'TYbody 
Wills (CBS), Mri Tormr (NRC). and, the 
other daytime show, Queen Jor a D"y 
(MBS). Copy on all shows St rt'SSC's the 
reduced thro.lt irritants of the blend. 

Philip j\\orris, after scveral years of 
fooling around with various music and 
variety shows, now buys its shows car('_ 
fully on the basis of the audience it 
call expect to get. The current crop of 
shows, all of which are doing fairly well, 
with the possible exception of I'/rarl's 
Desire. were bou~ht on that basis. II 
was the fi~t cigarette company to go 
directlr to women listeners in daytime 
radio with across-the-board programing. 
Philip Morris checkups at supcmmrkets 
show si::eable increases o\'er the usual 
sales to WOlllell, and the fiml intends to 
continue in daytime radio. Spot radio is 
som('times, but not often, used, since th(' 
firm prefers net .... ,ork coverage. Pi\1 is 
currentl}' running spot schedules in TV, 
and plans to do more. 

r. Lorillard, oldest U. S. tobacco finn 
and maker of Old Gold (as well as an 
extensive linc of cig,lrs, tobaccos, and 
chewing tobaccos), is the smallest of the 
leading fivc dOl\lcstic firms, ..... ith 1947 
5alesof$127,919,655. Like Philip Morris, 
its radio advcrtising has been of a par
ticularly varied SOrt. Lorillard has spon
sored evcrything frolll Old Gold C/lartZClrr 
Rradings to (he Texas Rau/WS since it 
firs t .... ·ent 01\ the air with Old Gold 011 

Broadway, the original backstage candid
mike show, in 1927 on NBC. Currently, 
II ;$ sponsoring a segment of the 
hi;!hl)' successful SlOp rlir Mllsic on ABC. 
and i:- du~' to start SOOIl with an hour
Ion!! revival of Orillilhll A"I<Ilrur Hour on 
the samc IlctVo'Ork. Thc $,1I11C sho .......... ill 
be SCCI1 Oil TV. where Lorillard is already 
~pollsorin!-! DoJgl'r gall1~'S (with Ford ) 011 
\\ 'CBS·T\' Lorili:lrd abo nll1~ l)('('a· 

sional spot campaigns in radio, IS now 
using spot radio in city-by-city introduc_ 
tions of its newest product, Emb.1ssy 
cigarettcs. Altogether, about t ..... o-thirds 
of a $3,OOO,!XXl budget goes into broad
cast advcrtising. 

Brown & Williamson, alone among thp 
leading tOb.1CCO manuracturers, is cur· 
rently out of net ..... ork radio. I t has 
dropped the Red Skeflou show it had 
since 1939 011 NBC, in the choice time 
slot following Bob Hope, and has not 
:UlnOlIllCed any further plans. The firm, 
a subsidiary of British·American T obacco 
Co. and ;111 affiliate of the Imperial 
T obacco Co. Ltd., isusingonl}, occasional 
radiO spot campaigns on Raleigh and the 
Ilew Life cigarettes. and the Kool Sports 
Rrparl, a weekly 5-min show on NBC-TV. 

The sponsorship by U. S. TOh.1CCO Co. 
on Mutual of a marginal-time quiz show, 
Takr a Nwnbff, is an interesting example 
of how radio can be made flexible. From 
1933 to 19-14, U. S. Tobaeco sponsored a 
series of variety.musical shows (Pick (3 

Pal, Firlds (3 Hall, Gay Nillelies, etc.) on 
NRC, and later CRS. U,S.T. found that 
its network radio, which pro\'cd to be 
expensive, was producing limited results. 
A chrck-up sho ..... ed that more "'omen 
than men were listening to its shows 
. . . and {he ..... omen didn't buy pipe 
tobaccos. U. S. Tobacco s .... 'itched to 

posters, newsp.lpers, and spot radio. 
Most of the emphasis in spot was changed 
to U.S.T. 's ~nuff products, where, below 
the Mason-Dixon lil1e, U.S.T. was spend
ing some $·10,000 yea rly to sell Rooster 
and Banjo snuff. 

111is year, {he thinking of U.S.T. 
dl.1nged again to net\\'Ork radio, provided 
it could find the right sho\\'. r t "'as ItO 
small order. U.S.T. needed;ln inexpensin' 
show, with a male audience that could 
sell rour brands of tobacco (i\ todel, Dill's 
Best, Old Briar, and Tweed) with equal 
('ffectiwness. 

The solu tion was found in a lo ...... priced 
quiz package. T'Ikr a NUlllbrr. Con
testants pick numbers from four boards 
on stage, each noll' h('aded ..... ith {he name 
of one of U.S.T.'s tobaccos. Thus, each 
product is mentioned frequently on the 
air. (Since most contestants start reading 
from left to right, the bo:lrds are rotated 
wcek-to·wcck.) U.S.T. also wanted to 
make dealers aware of their advertising, 
so dealers g~'t pri:es as we11 as listeners 
scnding in usable quiz questions. They 
get ('xtra moue)', plus certificates if the 
listeners quest ion is used with the jackpot. 

Since questions must come in with a 
package top (mail pull is scveral thous.1lld 
a week ) dl'alers often hear the l1:lmc of the 

(flfras"/unl ta p.lgr 106) 
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100,000 TICKET HOLDERS J lA·PACK 
WFBR'S MODERN STUDIOS YEARLY! 

The ticket· loker 01 WFBR's big Studio A is 0 busy fellow. He collects 

free a dmission tickets from over 100,000 loyol WFBR fons Ihol 

Ihrong the slo lion every year. 

Wha t does this mean 10 you? Plenty! This big crowd i$ the only " plus " 
of ils kind Ihol you con gel in Baltimore. I, ', (I home lown listener 

loya lly Iha l is iust one of Ihe reosons why WFBR is f irst in Ihe 

nolion's sixth lorges! market. 

This yeo r over 100,000 Baltimoreans will visit WfBR, gel their copy 
of " l eI', Uslen" (WFBR's program highlight guide) , see great 

sho ws, look 01 interesting merchandise displays and generally have 
(I swe ll time. 

In pla nning your fall time buying. please remember Ihis - in Baltimore 

it's ... 

AB C BA S I C NET WORK · 5000 WATTS 

REP R ESENTED N ATI ONALLY BY JO HN 

IN BALT IM ORE , MD . 

BLAIR & CO M PANY 

99 
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CBS keep~ pulling prC)9ram~ out of its hat w hich conti:lue to amote the critic5. 

last winter Variety calltd CBS PC1ckage programs "th~ __ s~ i ftest payoff in network annal •. 
, 

The other day Newsweek said cas had "the most successful show pacl<aging operation 

in the industry" Shows that earn such praise can lift your sales curve. 

The Columbia Broadea.' 
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Down to Earth 
Facts on ..... . 

-HOW THEY LISTEN IN ROCHESTER 
o SETS IN USE? ... Far Exceed National Average! 

I ,.. .. f I ONU I ROCHESTER I ROCH U TU'$ 
AV n AG( ",VUAG' P~U5 

~ -
Mon . Ih." fri , S AM to 6PM 

I 
19.2 24.4 5.2 --

Mon. tluu Fr i. 6 PMto i O PM 32.4 3 9.9 7.5 

Sund.1 l 12 N t o 6PM 23.9 25. 3 I.' 
Sunday 6PMtol0PM 37 .7 I 42.8 5.1 ---
Mondal 6 PM to 10 PM 33.3 43 .8 2Q:L 
Tuesday 6 PMto iOPM 

-i-
ll.8 39.4 6 .6 --

Wed nesday 6 PM to 10 PM 32.1 38.8 6.6 

T hursday 6PMto 10PM 31. 6 37.S 6.2 --
Friday 6 PM to 10 PM 3 1. 9 

I 
39.3 7.4 

-~ 

Sa tu rday 6 PM to 10 PM 3 1. 1 38.3 7.2 

FAVORITE STATlON? ••• WHEC By A Wide Margin! 
Combine d morning, afternoon and evening Shore-Of-Audience-WHEC-35.7-
Sta tion B·28.6-Sta tion C-lO.7-Station D-1 0.6-Sta tion E-9.4-Sta tion F jOayl""e O..Jr/ 

NETWORK PROGRAMS?.Ratings Zoom In Rochester! 
PRO GRAM H IIo Tl O N ... L U. fl NG ON 

IA ' ING WHit 

Lux T heatre 25 .8 38.0 

Godf re y Ta len t Scou ts 19.' 33 .4 

Big To .... n 13. 8 15.5 
Blondic ]0.2 15 .0 --
Inner Sanctum 12 .6 20.9 
Fann ;!;: Br;c!;: 12.8 19.8 

Crim!;: Photograph!;:r 12.3 17 .6 

Otd Gold Show 8. 1 16.8 

' .OGRAM 

1---:: 
Lowen Thomas 

B!;: ubh 

J3ck Smith 

Bob Crosb, 

Edward Murrow 

Heh:n Trent 

Wend, Warren 

Grand St3m 

NUIONAl:J .A "NG ON 
. ... TI NG _ WHl t _ 

1.0 15 .3 

7.5 16.8 

j :: ~ ::: 
7.6 18.0 

5. 1 16. 1 

6. 1 15.6 

BUY WHERE THEY'RE LlSTENING:-
All 0..'<1 F,,,,,, Win,e,_$pti.g- 1948 
Hoop.to,in9' Reporls. 
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N. Y. 

5.000 WA TT S 
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TOBACCO ON THE A IR 
t Cmf/illlled from p.rgc <)0) 

~holO, (t(llll rlf"'''nkJkl'J~ 

'11w 3d 1l)()l1l"r u~d 111 ~pot to ~dl slIuli 
h Ilml part oj rill' "how's $400,(0) hudget 
Itum: ,\ (,dun). "li t )()'!iI:ctJlld local 
hu(hlukn aft· I1'-1:J in mallY Soulllt'rll 
nJ;Ukl·t, t" promote.' the :.ll le of .... nulJ . 

,\!thuugh till' ~ho\\' i, it fanul),.aplX"ll 
1\1 .... ', thl' li~tl' lll'rs arc prcdomiualltly 
111;lk, UST chotoC itl' tillle c:!refull) 
Its liull' .... lot ($;H. 5-5:30 p.m.). ilt'cord 
Ill:': IC\ Kudncr, U.S:r. agency. has the 
higlll" .... 1 peru'magc of male listcners in the 

;JudiCrlCC compmLtifJl1 of an), hour during 
the week. Onl} S () p.m. on Sunday b 
hil!lK'f. Thus, U.S:r. buys it<; 470-station 
,\ IUIU:!I network :l{ nl:lrginaJ-timc COSh 
and gels thl!' audil'ncc i( .... ·,JIlts. 

111l'rt' arc uther tobacco firms who h<l\,(' 
di~o\'t'r('d that nro3dc.1 st :J('h'{'rtising can 

do a good Job ftH them. Bayuk Cigar Co. 
11.1.5 used its across-the-board, quarter
hour srort~ r('vicw, hrsII/" nj Sports, ~uc
ccs..~{lIl1) on I\ lutual s ince PBS. C~'llcral 

Cigar Co, docs well in New York with 
Yankee baseball j..!amcs on WINS. split
ting the CO~ I S by altcmating with B.tllan

tine. Mad Pouch Tokacco has built sorlcs 

San F.·anciscans 

'" 

Havc MOI'c S)Jcndin!l Moncy 
Than Almost Anyhody* 

'Of Ihe nOlion', 100 lorge.' cilie •. Son f'oncilCo 
i. fjrst in pel copilo nel effective buying income. 
Source: SALES MANAGEMENT'S Survey of Buying 
Pow .. , doted Moy 10, 1948. 

~ ONE COLUMBIA S;;ION 
(( I-\I~U 'SERVES THEM ALL # 

....... . , ........... . " " •••••• ~ •• t. '" .~ .......... -. <--~-." •. 
,,, '~. c •• _ .• 

succ(,~l>I?S With HIUlIIUR ,.HId Fishing Club 
Oil Mutual sinCl' 1942. The old Pelln 
Tob.1cco Co. (now 01>.1100 by Block 
Brothers Co.) uses regional baSl:ball 
broadcasts and ue\\"scasts, spending nearly 
$1,000,000 yearly in spot, to build a sue· 
ecs .... ful di~tribution illld S:11cs demand for 
Kentucky Club TOb.1CCO. 

Broadcast adverllsing works ",;ell for 
the lar}:!e or ~lTlall tob;:lCcO advertiser. It 
is just a. matter of reach in:.: the right 
audienCl' at the right time with the right 
S:lles talk. 

NOBODY TOPS SKIPPY 
(Conlilllled jrVlu page 39) 

hour at which families wanled to Stop 
e\'Crything to lislen 10 drnrnat. Ho .... ·• 
e\'er. Skippy "had" to be in the New York 
market ;IS a matter of prestige, since many 
food distributors Ihroughout the country 
ask "1 low is it dning in New York?" 

To m<lke certain that New York knew 
Skipp), Peanut Butler. Roseficld ignored 
his usual procedure and bought car cards 
and later Galen Drake (WJZ). One thing 
the entire Skippy organization is is real· 
istic. It knows that SkiPPY Hollyuood 
Tllr<llrr can do the entire job, ir it is 
spottcd at the right hour. If it is sched· 
uled at a low-audience period, il isn't 
important enough to increase listen in}:! to 
a H;uion. In New York, dissatisfil'd with 
its Saturday evening spot. Roscficld 
shifted SkiPPY Hollyuood TheateT to 
WOR. Arter being heard 011 that station 
{or a while, it was decided that the shift 
had co~t 100 much listen in}:! and plans 
were made to return to WEAF. A con· 
ference was held willI NBC production 
executh'es and suggestions were made {or 
the impro\'C111ellt of the program. The 
st2tion inferred that if the program were 
improved it would put extra promotion 
behind it and find a good spot for it. 

The reronullendt"d changes \"'ere trans, 
mitted to ,\lacCregor, lI'ho didn't sec eye 
to eye with NBC:. program thinking and 
by mutU<11 a}:!reemclll ,\IacCregor re· 
~igned the handling of the production. 
As far ilS the listener 1>.·<lS concemed there 
\\"a~:l1 first little change in the program, 
sinn' us j\ litchell. who had been direct ing 
II. took o\'er its production. The trend 
under ,\ Iitchl'll has been les.o; stress on the 
me, t'Ctrer·knO\\11 name pt"rfomlcrs, and 
better scripting. 1"'.:0\\' that it's on ~ta· 
lions in o\'er 30t markets there is more 
money to play with. An interesting side
light on the ,\ lacCrcgor.Ro~ficld situa· 

, " ,~, lori~hI ,,('M f.q ~; _ I." ,,,,di,, .',,,,," ( ~·..I.rjjMY " 
1/"",...,) ;"'1,,,,,,,, Jut' .... oI,,,dto, .. G'I~G:\5 I' \I 
INUM/.?iI.I, 

SPONSOR 



WOW-LaH~ 
Total Population 

Families 

WOW-LaHti 
1947 Retail Soles 

Grocery Sales 

Drug Sales 

1947 Effective Buying Income 

Average Net Effective 
Buying Income Per Family 

· . . . . . . . 3,445, 100 
946, 200 · . . . . . . . 

· . . 

$3,056,288,000 
$ 700,524,000 
$ 102,535, 000 
$4,792,195 ,000 

$ 4,348 

--: ~~ 
. . I . '. ~! M 

---~ 1dtW flIRM I~ ._~ . . WOW-LaHti 
1947 Net Fc,m Income $1,975, 951 , 000 

SEPTEMBER 1948 

Average Per Form • •• $ 6 I 213 
I " " II~ .... . . . . . o. , •• , Sol" .... __ .. ~"'" .. , .... ,,, ..•... 
," , ,.,.~ •. '"y •• I ••• " '"'' 

TION SERVES THIS AREA 

W rit e Fo. wow', 1948 
Covero ge P,ennlo li on
mal t comple te brond-new 
fi'ly-poge study. 

N I V E R S A R Y YEA 

lor 

I 



(ion b thin (ilCH' nt'ver V, ih a S i~lll'd 

,-wHra. t Ix,twn'n the principal!> during th,' 
{j\l' }l'nr~ that C. p, produced and mc'ed 
1lw program, J. M . Rosd'idd and C. p. 
'\\n,Grq,:or are !>t iJl good friends, There 
V,i" j\l~t an hOll6t di lli.:rellce of opinion. 

story of Sk ippy Pl'anUt Butter to markct 
a ft er markel , its growth has been based 
upon the fact that it's un like any other 
pcnnut butter. M illions ofaduhs couldn' t 
cat lX'anut buttt'r as originally manufac· 
tured. The foundn of tht, Rosdidd 
Packing Comp.1ny ptlll.'nt('d a process 
which rnnkes it diges tible for e\'l'ryom.', 
Skippy's number Ollt· comfX,'tit ion, Dt.·rby 
Food's Peter Pnn Peanut Buttl' r, is pro
C('SS('d undl'r anotl ll'r paten t v,h ich is also 
sa Id to incn:asc digest ibili ty. Its l'asy-to
d il!est fnctor accounts fo r a large pmpor
lion of Skippy's repctll 5.1Ies. 

\\'1'\BC now schedu lt,s Skippy Iiolly' 
mWlli Thedl,'r in Its choicl.' T Ul.'sdny night 
!inl'-up, at 7:30 p.m The In!>t March· 
-'rril C it}' I [oorera uligs Haw Sk iPPY 
a 6.3 aWr,1!!l·. Thl.' comp..'tlt ion , Bob 
Cro,hy.Ed ,\lu rrow (WCBS), a much 
higlll'r budg(:(ed duo, aWr.l!!ed onl}' 6.; 
for the lo.1 me p,:riod. 

Whlll- broadcastin~ has c.1rried the According to J. ,\ 1. Roscficld, pcanut 

108 

Ynu'd prol,nlll _\ ca ll a luI Hf 
\\ IU\\'", pru~r: III1 '" " "uru y:' BIll 
"H r li ", !t· lu· r ... lil.; l' 1' 11 1. TIH' ~' 

I'r,,\p 11l(" ~ dll 11 \ buy i llp IIII' 
"" HIII"or '", pru clul ' l. 

\1I t! " p,·aJ..i 'l l! o f ,"Irrl - \\ 11 1\\ ' ,. Fir,"1 
1-':lIl1i li.·", of .\ l!r i' · IIJII,rr· ra i",p :r 1,,1 " f it. 
( ' , . rlI Hi ll , , 111 allOlI l ::: 1211.11110.01111 ('.rIm, 

"I"'III/oM" I·II.,I! jil l" 11\1' p, >/' J.., ' \ '" o f ollr 
fht,_,.I;I I,· f .. rll l 1":lI l1 i l.\ :lIltli,· IIt·t· . •• o.,-' r 

a rl,1 :t1u",. ti ll ' I> IOll" ~ Itr1" ~ :':1"1 fur" li" :II . 
I; \1' .... 1 ,1t'J.. . p o u lt ry. IIl i ll.; , t·J.!~". :11101 II lh , ' r 
~ ,'a r - rolln'] ' · ru p .... 

( ; j ". II ." I I,, · oppHr lllll i l ~ ;\ 1101 \> ,·' 11 .... h oH 

~U II I .. n, \0 lI .al. ,. " ' 11' pari H ill, Iloi" , ':,"'), 

til "u~ nllr p rool ll .-l . 

S" .. ;n" '10_ 
Fjrst Fami lie s of A9rjcul'ur~ 

flop. CAPPER PU$l ICAT10 NS,ln( , 

butter IS the cheapest (ood that can be 
purchased. Considering its high protein 
and vitmn in contl'n t , Skippy's high food 
val u(' 1>I:r dollar may lx- tfaced to the fact 
tha t Rose(lCld has kept do ..... n its price to 
the consume r. DcspitC' processing cost 
increases since the war With the cost of 
pc:'anu ts, glass, caps, labor, and freight a ll 
up, Skippy is only 2.6r~ higher [han it 
was in March 1943. Manufacturing 
costs ha\'(' increased 3;.-\ Ir;r . Ability to 
cut comers, which a ont'-product business 
and a rapidly.expandinH volume m.1ke 
possible, has ix'en a major factor in Rose
field's hold ing the price line. 

Like most foods, Sk ippy is hand led by 
foo d broker.'. t n the olher hand the 
Rosefields do their ov,n me rchandising. 
They arc constantly in the field ringing 
doorbells to check consu mer reaction 10 

Skippy. 11mt 's how Skippy Chunk.Style 
Peanut Butt(' r came into being. In cer, 
win terr itories, Skipp), d idn't seem to 
mO\'e as it should. The R05('fields, wit h 
a list 'of non repeat buyers, roamed the 
af('a and asked, " Why don' t you like 
Skippy Pennut Butter?" Virtually all the 
answers were the same "too smooth ." 
To sa tisfy the consumers who wouldn 't go 
(or cream iness, Rosefie ld teak Ihe regular 
Skippy and foldC'd in peanut chunks. 
Chunky isn't as digt'Slible, bu t i t'~ the 
best that can be done for thnt pm l of the 
publ ic ..... hich likes 10 cnmeh its peanut 
butter. 

Skipp), comlX'tl's ..... ith from 50 to 125 
p..-anut bu tters in a market and thc~e 

diffl' r in practically cwry territory. 
,\ Ian), consumer surwrs conducted 

by newspapers point out how Skipp)" 
dOll linatl's many areas and how it has 
grov,n in a comp.1ratiwly short t ime. 
Since Skipp}, dOl'S not usc newsp.1per ad· 
wrtising, Its slanding in these surveys is 
thc 1110re ama:ing. 

Tile 19-17 ConSHIIl('1" Analysis oj tile 

I Crt'atf'r OUI1IIII:I A/,lrkelt (where SkIPPY 
Hollywood TIr{,dlf'r is heard over \\'OW) 
rl.'por tcd 44 brallds of peanut butler in 
sue tht·rl'. Arnong thc u .... :rs, brand pref. 
erenC('~ v,-ere ind icatt'd in til<: fol1o ..... ing 
mn k order-: 

l'w<lu,·, 1''1; l'l.' 
I"~;nl>l ~; ,,~ H, 1% 
Po,,".I'.,n 1> .~ " ,% 
1',\(; .. S% , 

" lk,", • '. • ,. 
R~,I R· .. , I , ,. , ,. 
11"I<un, I '. • ,. 
Jlr'~'h I >. • .~ 
(·' .... mr" Wh" , ••• t 
I·t~n'<' I ,. I 

Lun," (I> I 

" 
, ,. 

~I, I>/>% 
, '. I,-,n! "-n"" I '. • 

... 11""",,,. 
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NOBODY TOPS SKIPPY 
(OmtinucdJrOtll Jn1~(' 108) 

Thl' grolO.th of Skippy I\'anut Butter is 
clearly outlilll'd in Tllc "'i"mukc/, jour; 
11<I/'S IIJ.I~ ColIsllmrr An(1lysis Fiudings. 
Thl' Joumal's consUlller 5wdics :lr<' 2; 
), ,':lh old this }Tar. TIll'}' first survcycd 
pt';lnut b'ltU'r buying habits in /l. l ilw:lukc(' 
III 1935. In that },c,lr 55.3"; of the 
fmllilks n :' (,(Ir(illl! indicated that thl')' 

u ..... ·d ['l'anut butter. There were 109 
brnnds in lI~'. 13t.'l'ch·Nut was first with 
10': ofth{'pancl . Ann Page and SUIWI1 ;L 
r i,'lI for scwnd plncc with 9t;( ; Roundy's 
was tlmd with S' ~ . Skippy did not make 

its appearance in the MilwHUkcc s tudyf 
until 1944. During the four years th:l! 

have passed since that study Skippy has 
risen to 52A"{ and dominates the field. 
Second is Peter Pan, the Derby Fcods 
product, with J9t;; of the users. It had 
only 1';; consumer accepwnce in 1938 
Today iI's a nell' .. ork advcrtiS('d product. 

The Gmlttr Mi/II.'(Iuku M(lrktl Sllldy, 
part of the Milwaukee Journal'sconsumer 
findings, indicated consumer prefermce in 
the (0110 wing mnk order-: 

I'I · I ~ 

H 1% 
100% 

I'lt~ 

JX 1% 
14 2% 

t"S~"'/'Y 1/"/(yw·,",,,1 'l"h".lo·· i. h""d ""' 111'.\/J j" 
.\I <i'IYWltff. 

SURE, 

, AU l 

110 

... ume Chicago :-. tations 

ca ll "reach" South B end 

... but the audience 

LISTENS 
to WSBT! 

,"Uti "~nl It~J {" ... r~ , nol mcn·ly ~i~lIal ~ l r,·n~l l, . 

I", "'H" r ... I,,, , Iull ~ .~. l..i'It'I"·.~ an' "hnl 
"'''' V i ,,, ' \\'~BT. Th;~ ~ 1~liUJ! i ~ Ih., ,,,,,r

IO 1 ... t,II; n:,; d,ok, ' of li.h'n c r~ in JI,,, :-;""Ih 
1\.·",1 lII~rl. .· 1. ;>." OJ I,,·. > I <II iQu-Ch;"a~o. 

I''''II!. or ,·1 •• ·" Iwr,,-cH' 1I ('""" . .$ 1'1".,' ill 
" I",n' "r \" oJ ;. ·, .... ·. \\ .,nl I'."" f·~ :-;, .,. 11<"'1" ' •. 

'000 WATTS 

NAIIONAI 

'160 KC • CIS 

REPRESEN1ATI V l 

~uh .. " a "% "% 
11" 1' ,,m l , ,, ... ,, "% 12 4% 
n ...... I, ·XUI "% "% 
,\nn I'"R~ "% "% 
Jl ol. um ( ,~m.· "% t 
1I ~'n. , '% t 
!.J,-e ,,% " '% 
Pon'! knuw , '% t 

°ll"...".u """'.1"""/", N"",' ""'" "~,,.. /J",,,-onr 
br'md lI.r 1,",,,/ .. """., /I."" Ilff, 
f/., .. 1/",,, I ' "rid IA""'IJI"~ ,",Iudrd UrloUr moo • 
.-11 .. " ........ 

Evcn more remarkable are the con
sumer reports in Cali(omia areas where 
Skippy has been on th(' air for a longer 
period than in most o lher S('ctions of the 
country. In Fresno, where Skippy Holly
«ood T/lt(ltl.'T is heard over KMJ , Skippy 
is the choice of 82.7<,'<. of the 87.8% who 
buy peanut butter. The nearest peanu l 
butter in consumer preference is a local 
product trademarked Laura Scudder, 
wilh 5. It;; of the buyers. The 19~7 sur
vey which [('waled these facts was the 
first one made by the i\kClatchy news~ 
papers, one of which is the FreslIo SU1l. 

In the two other areas surveyed by 
McClatchy, s..1cramento and Modesto. 
Skippy \\'as also voted first among peanut 
butters, wi th a f:Jtingof64 .6%and 66.5% 
respectively of the families using peanut 
butters . 

The Roscficld Packing Company is nol 
a spectacular operation. The Rosefields 
are simple, direct businessmen with a 
product the)' believe in, and a vehicle 
with which they have discovered they rnn 
sell it. They risk theirolt.l1 money all the 
way. On the other hand the)' do not 
think of broadcast advertising as a risk. 
Having brought them from a "no busi
ness" lewl into 52.4~ of the homes of all 
users of the product in (our years, as it 
did in Milwaukee, it's an assured adwr
tising tool. 

Skipp), Peanut Butter isone of national 
spot ad\'enising's great proofs that it 
pays to uS(' programs. 

GIVE-AWAY QUANDARY 
(Om lillurdJrolll page 31) 

This paragraph reads: 
- if as a condilion of winn ing ~uch 

prize: 
( ~ ) such winner or winners arc required 

to answer the phone or write a letter i( 
the pllol1e conversation or contents of the 
I('(ter (or the substance thereof) are 
bro'ldcast by the station. 

I f this is upheld at the hearings and 
should it be en(nrn'(! literally. it would 
make it impossi"le (0 tell the radio audio 
('nce that a telerhol1e contestant had 
answered a question correctly. It is 
pointed om, however, that there is no 
prohi"itioll on the broadcasl of the studio 
end of a telephone game contest, as long 
as the mc doCl' l10t repeat what the COil-

SPO NSOR 
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BECOMES MOST POWERFUL I 
INDEPENDENTLY-OWNED 
RADIO STATION IN THE 
BRITISH COMMONWEALTH! 

• 

• 

Ililll il:- S"(lI"lIIiwT fin .. , ",\"it('h-oll'r to a ,'0111-

pl, · t"I~ Ill ' ll 50.0UO·II att Inlll:-lIIillt'r ... 

Ibdio SI'llioli CFU B. Toremtll. IU.'('O IIlI·" 

thc' IIlIt.~1 IlfHIl'rfll l iIHIf'lll' llIlt ' lIll~ · .)\1 111',1 

I' lat iuli ill till ' Brili""h CIl I1l1ll01l\\l'a lth! 

En','(,li,,' frHlIL tlw ,, ;lIIh' IIHllII('t l l. Ih,' fr, " 

QU I'lIt',' of Ihi ~ C B~ afliliat(' 111';'01111' 1' 1010 

ull-lll1'·dial. CFB B"" 11I 1~t· adn' rti,:i llg 

:Lnd I'lIhlieil~ prog-ra II I :- 1I01lj" tlH' IH'\I S of 

thi ,. Ill' " fn'qlll'I1l'~ ... ill dailie,;:. ,\(',·k li ('.~. 

lIl agazilll':". ,'ar .'an ll'. po::i 1l'r,:. air <1111101111,'1'-

1111'111 ". m::tiliug I,i l'el'~. gil (' -:\\\ a.'" ... 

"lIaralitt'l'in" full li l'tp lwr.rl'('o:;!"lIitiorl hf e" _ 
( :FHB',. 11t'11 "Pflt.ctll.l lH'-t1i a l ~ 

Sn it ',. Inwr Ihall l'n'r -,'Oil n "H' 1I 1/10/'/' 

radiu 11111111 ',", 1)11 ( : FUB~ 

still your No.1 buy in Canada's No.1 market! 

SEPTEMBER 19-48 

1010 ON YOUR DIAL 
Representat ives: 

Uniled StaleJ; Adam J Young Jr. Incorporated 

Canada: All -Ca nada Radio Facilities Limited 
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Another ~ymboJ althe NEW Alaska-a womon'~ world as we It as 0 mon's - i!. 
Ihis smorl. modern women's apparel shop 01 Anchorage. Whether it's Ihe lolest 
Oiar styled gown, 0 coke of soap, or a new eleClric; dishwasher, Alaskan women 
shop for i, todoy in stores as up-Io-dote, and as fully stocked with Ihe some 
bronds and lobels, as the stores that serve their "sloleside~ shlen. 

",,;\) KfAR -- ':~:~~" 

, 

. r'-,,\ i:- bon ks -~ -- SS~OICES of th. 

~ /C1,1( a e-~ NEW ALASKA 

_r Ar1chor q Sold ,epo,otely • o. In <omb'n('hon 0110% d,,,o~nr r r--~_ ! -11." -- ---

:;;u:-~ ~ -f WJ!.D!'1HJl!'J' 5J!JJ'j .EtH.o~.!lDj.)~'J'J:N.fl ..G-0. -< ~ .,,_ .. " ..... 0 ___ .... 

../. ~ G't~I.'" WHLlNOTor... "'all. "'~y .... u. 

~~- , ... ..-.. ............ ..- .. "'-

ItO 

SNOW 8ALL IN AUGUST! 
The terrific audie nce response to KQV 's afternoon disc 
show, " Re quest Matinee" lust won't stop snow balling! 
DUring the show's first 68 days, listeners sent us 2,479 
paid request telegrams. And our audience ratin g, noon 
to 6 P.M., increased approximately 93% in June while 
all other Pittsburgh network stations los' audience to 
the independent station's baseball broadcasts. Latest 
tallies shaw that " Request Matinee" is now averaging 
better than 50 teleg rams daily! There are still a few 
spots and quarter hours available, but wire pronto . 

- . 
KQV PITTSIURGH'S AGGRESSIVE ' 

RADIO STATION • 
••• Ic Mutua' Netwo,k ' Natl. Repl. W[ED • CO. 

(l::.talH is Sil}'ing Or ;:mernpi 10 paraphrase 
whm is ocing s.1id. h tosl kgal aUlhori; 
ties arl' of til(" opinion Ihat this defini tion 
will not be construed as "consideration," 
within meaninl! of pn'\'ious rulings on 
what is a lottery, by the cour(s. 

There arl' thr('(' dements requIred 
before an) game call be classed a lotH>ry, 
Tlwre Il1U~t b,: 

I : pre?e 
2: ch.mce 
3: corsideratlon. 

The first is prls:nt in all gi\'cawa) pro
grams. There is als-, an dement of chance 
111 m(ls t of Ihl' air gmlcs,no matter how 
gn:at or how small thl' skill required to 
pIa} the game. Ob\'I' usl)" the entire 
radio nation can't playa game at the 
samc tinl(', S'l the sell.'Ction of the partici. 
pants is bound to derend in part on 
cnancl', Reference is ma:!e to SI'OSSOR'S 
report on the Pro~ram oj tht Ytar in (he 
Fall Facts l'Jition (July) on how Truth or 
ConSf'qlll"llCl"S was able to get around this 
participan t.S('h,'(tion hurdle, 

Since chance can, in moSt C:lses, be 
pro\'cd in the selection of the pa rticipants, 
dement three (consideration) assumes 
paramount importance, 

To avoid :l long dra\\llout legal battle 
on whether just being at home and 
;lnswering the phone constitutes consider
ation, the FCC has added "if thc phollc 
COnVCrs.1 l ion or contcnts of the lettC'r (or 
the substance thereof) arc broadcast by 
the statIon." 

\\'ash in~toll attomeys and a number of 
lawyers Oil the staff of the Department of 
J usticc (Off the record I do nO! belicve that 
an)' court will uphold this part of Ihe 
FCC dcfinition of "consideration," insofar 
as it applies to give-away pro~rallls. 

This is the crux of the problem I{'gally, 
,\ 10~ 1 olher sections of the proposed mJing 
do not affect gi\'eawa}' programs. For 
instance, particip.1nts must not be re
quired to fumish money or anylhing else 
of value to playa }!.1Il1l'. The}" must nOI 
be required to hal'e the sponror's product 
at hand in order 10 play. The)' must nol 
be required 10 hal'(' be('11 listening to or 
viewing the program 011 which thc call is 
a pmt, The ans\\'cr to [he question must 
not hal'(' been broadcast by Ihc station 
prior to th(' question's being a~kcd of thc 
p.1rticip.1lH, 

The la~t regulation is directed ag.1inst 
!'tatiOll~ that han', in ordcr to increaSo..' 
I,~tf'ning, iX'<'n bro<ldca~ting huh the 
qllf'~li(ln and the ans\\'cr before [clephon
ing to ask thc question of thc h0111C audi
enc~'. In thisC:l!'oC", the participant is being 
"lured" 'Ilto Ii~tenin!!" to thc st<ltion in 
on'er to 0> ! :-" l the an~\\"er to the question 
aoc.H v·hidl ~t· , n~, ' s to be phoned. 

SPONSOR 
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N' UP GH HOOPERS 

CLEVELAND! 

Pardner ... there's a two-barreled 

roolin', lootin' {but not high fallulin'} 

show that keeps the listeners corraled I 

It's the Montono Cowboys I Yep ... they 've 

jusllossoed another high Hooper ... lOA! 

Fifteen minutes every evenin' when the 

folks ore eatin 'l Course it's on WHK ... 

and that's a dog-gone good steer! 

I 

,,, 



Now . 

Sell 8 -
Times 
More 
People! 

5000_~=A~~~ 

620-~!~~~~~ 

I 
DURHAM, N. C. 
REP. P A U l H . RAY MER 

'" 

') h~ Ullnk-,dml~ dk<..t ,,/ tile ~·l1tm: pro
rO~1J has !x'en to givc p'!Usc tit pro!>pl'l." 
11\'t' spolhor:; of giW'OlWilY progrmm. The 
5('com.lar) fI.'sult ha~ occn for the progrnm 
produet-'rs to '>wu clllllin:ning till' lotlcr),
Irke qunlitil-s \\hkh many "f the shows 
have. I t 11m; :Il<.() gi\'cil :-...'BC ;l bilSi~ on 
which ttl rduS(' a number of programs 
\~:hjch to LIS Illim.l nn' qu('~tionabk um1i!r 
Ihe pr"pO$(:J rcgulntions. It ha~ ddini\l;'
If .. Iowcd down the amazmg growth of 
tIm. ((mil of prograrmrw, !>OIllC of which 
has httle or 110 ('ntenainment quality. and 
pmClicalir all of \.\hich appeals 10 Ihe 
"something-for-nothing" yen. 

f\ lanr policy executiw,,> at the net. 
works think the giw.aw<lY program is 
rnomlly indcfCllsibll'. At the s,11lle tilllc 
thcy al<;(1 state that the "craze" I':ould 
shortly hllvc I)('cn Ol'erdClle ::md hilI'(' 
killed i{self. Although (herc is a clause in 
the Na { ional~ Assoc.-im ion ofBrO<'dcas l er~' 
SrcHrlillr(ls oj Praclice .... hich prohibIt" the 
"buying" of audiences, the nel\.\'orks 
thelllsell'(.'S, in Ill('('ting \.\"i th thc NAB, 
\.\wc nOI <lble to ddine tlw meaning of 
"huy" <lnd thus forced thl' FCC into pro
posing Its ne ..... interpretation of 101ler), 

Genemll}" Ihe industry has greeted the 

I FCC ruling ..... ith opm anllS. Even the 
NA B, \.\"hich, to state it consl'rvativcly, 
di!(likl'S govcnll1lcnt<l1 regulations or:gn
ally, thought that it Ila!. in the public 
il1tl'reSL In other quarters the proposed 
H'gula\ions' objecl il'cs were approved, but 
the fpct that (hcy had to hl'ontained vi .. a 
gO\"('rI1l11cntal commission regu lation of 
program content has caused morc than a 
modicum of fcar. This section of the 
broadcast industry is of a mind Iha l Ihc 
commission shou ld h,we, if it fclt certail' 
prOgranb wcrc lotteries, proceeded undcr 
thc COl11 lmmica\ions t\cts to bar thaw 
programs from thC' air. 

" T h('re me ample decisions on the 
hooks of Ihe Federal courts as to ..... h:H 
COnstilllt('S a Iotter)","' statcd a net\\"ork 
lawyer" " T here is no need as I sec iI, to 
reddine a game of chance, There are 
even ~Ia(e laws in man)" of the 43 Sl31cS 
which prohibit lotteries. \\,11} then 
shnold tlrc FCC dccide to dCrlrk' ar'cw <i 

lot !Cry?" 

Till' givcaway ~piml hn~ lx'en SIOWN 
down by the publicity gil"cn the FCC pro
posal$. Future gmlll.'Soll Ihe air will h,we 
tn he mme fUll <lnd 1("<;<; chancc. 

I TV.AM PROGRAMS 
(l.olltiuucdjronr /m}!(' 37) 

fl'nel.' and writ(' 5l1cce:-.,.fully for bmh at 
tl1l.' s;lme timt:. I dount that rhl.' a\"l'ra~e 
radio lislcner, undl' r t he bt.'~r circulll-

~1;U1le~, "'r,uIJ gd sa tisfactory IrstlllLng 
lOut of II " A<; anmher possibilrtJ. 0 ole}' 
adds that Ihe uS(' of film, plus skillful 
l.'Jiting, mighl !.:Cl"P a sleady-cnough flow 
of wnrds 10 s,1 l isfy soap opera audiencl.'S 
in Ihc Iwoair mediums. Bm, it woold be 
\'Cry, vcr) expensi\"l.'. 

,\Iyslerr programs, which constitute al 
leasl :1 third of 1'I'enlllg radio drama, 
\.\'ould 5('('111 to he easier to do in TV as 
\.\<ell occ:lU~ of t heir f.1Ster pace. Not so, 
&1)' TV producers. IndqX'ndcnl pro
ducer Orarles Granzow, of Wynn Wright 
Associ;ul.'<', <;tates: " In our reccnt &mcy 
Blake T V whodunit for American To
hacco, \.\'f.' werc trying 10 gel the effects of 
1l1{Jl'il'S, "fit radio" I doubt if we would 
haw had as e(feclil'C a show if we hOld had 
to makf.' mall)' conccSloions to radio" Even 
though the dillloguc ..... a~ fast, we would 
have lost the valuc of our stage business, 
a vital Ihing in \'isual nl}'sterics where 
clues :lre often SCl.'ll and not heard," 
TV-mall eramo\.\' adds Ihat he reeclllly 
spent sollle time combing through his 
library of r:rdio rn)'!>ICr) ~cripts, read is, 
found only two us,1ble for T V, 

,\ Iusic progmms, although few in num
oc>r in radio, \.\ould sl<lnd a octter·lhlln
lI\'Crage chance in TV. Serious-mu~jc 

lowrs are used 10 the abscnre of constllnl 
visual aClion III concens, and will nOI f{'c1 
the lack of it in a simullancous TV·radio 
hroadCllst, TV's audio carrier (F,\ I) 
gi\'Cs excellent music reproducl loll , and 
music au thoriliC's (;:ce Mr. StOrlscr 
Ihks, p..1ge (2) haw predicted that tde
C<lst music programs will build added aCI 
ceptance for serious music. 

Popu lar mu~ic shows arc a different 
~Iory, There, till' competition is Holly
wood musical comedies, where musical 
numocrs <ire elaborately cosllInU'd and 
slaged" Popular music programs, es
peciall}' those featuring \\"cll-I-:no\.\·n 1110\'ie 
tale l1l , \.\'ould have to be done with much 
greater staging: dfects than serious mu~ic 
to be successful. 

\\'ilh rhl' $everal straws in rhl.' wllld 
pointing: 10 a widespread UM' of the simul
tant'Qus T\'-radio prc;:crrtation, m<ln} 
radio rcrrorn1t'r~ and stations have al
rt'ad}' started individual transi t ions from 
radio 10 the \"islwl nll' dium. John Rccd 
King, Ilho ha~ been doing Mis5HS C0f.'5 

A.SlroPPiu' in radio for sunil' time, no .... 
doc~ a TV version (nol simultaneously) 3S 

well. Sport!oClster "Red" B.1rvcr lunt ll 
his il1ne:'..") has bel'lI making a mid.game 
transition from \\ 'HN's radio mikl's, 
wherc he en!!s l il(' lurn 011 the Dodgers in 
r;1pid-firf.' mannf.'r, to a relaxcd three 
innrn~ commcntary for Ihe mikes and 

t Plrdse tllnt fO f'llgr 1/6) 
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Go UG H 1\1 A N//'~~, 
/M'I"lk.kwy ..... fyr,.,cy i'-;'i'I' "-ji. t~ 1;j.J·. ( 

OAL(.A." .~ It .:! I r • • ';.......,;;:; 

Hr. Martin Campbell 
Radio Station WFAA 
Dallas , Texas 

Dear I>Ir. Cau:pbell: 

r ' •• ··O_ .. _Q • • • • 

M • • • • _ • •• n . .0 .• ··'._0 ·0 ••• · .. 

August 12 , 19L.8 

As you knovJ fo r the paat three 
years, our client, the Armstr ong Packing Company, 
has sponsored the 15-minute comedy program, "Hackberry 
Hotel , " - broadcast Monday through Fridays over station 
~AA -570J 12 :30 - 12:4~ P.M., ond locally created and 
produced by your staff. 

We are mere than unhappy that a change 
in policy by our client makes it necessary to drop 
this program. We think there is no better program of 
its type on anybody ' s air, than Hackberry Hotel. It Is 
just plain amazine vhat chuckles, and vhat suspense, tva 
characters can keep in this compact little shov. That it 
drev 23 ,585 requeetl'l for "Little Willie J s Joke Book" 16 
al l the proof you vould need . 

We alvays hoped this shov vould vind up 
on a netvor k; but chnnges in our client ' s d1etrtbut l on 
patterns have alvays etood in our vay. And ve have shed 
salt tears not to have another client ready to take the 
shovover. Someone 1s missing a vhale of a bet. 

a;;:JYO~" 

COUCH~ 
Advertising Agency 

SEPTEMBER 19-48 '" 



In OMAHA and 
,Council Bluffs 

KOlt 
fiefs you 'litH! 

EXTRA SlJtK 
TH'!:UGH EFFECTIVE 

EDIA TIE-UPS 

• (01 (o,d\ . lll,i ~j911S 
• oUIdOOT iO<llds • nisplo~s 
• tl~Q\tl leUtn • NtWSpoptrs 

BASIC ABC · SOOO 
R.prese.,.d 6 WATTS 

EDWARD ,ETRY co' . ., INC. 

Hetherington 
... from Berlin 
W m. C. Hetherington, Ihe 

Newark !'\ews ·WNJR corn~B' 
pOn<ienH:ommenI3Ior, is mak· 
ing nuio history with his 
IJro:l<Jr.asu from Milan, Rome, 
Td Aviv ~n<l Cai ro for WNJ R. 

NOW AVAilABLE 
Sunday 6:45 PM'Wednudo y 7:4S PM 
1430 IC.. SOOO Walls 

WNJ R 91.93 Hor.ey Shter 

NewQ.k, ""'w J, ••• y 

the radio stotion of the 

NrlUUrk Nrw!i 

". 

monitor SCrt.'crtof WeBS-TV. 'II' finishes 
the gi1me {or WfiN. 

On the West Coast. Don ue's aggrcs
siw-mindcd KTSL has scanned Ilei.ITf's 
/Jeslrc, QHuuJor a OIlY, n '/rat's /111' Name 
of Tlwt SOli!:'!, /I's II Ul'illg, ,md UtJ.I'e I I 
10 the Girls. On this last, such Holly
wood names as Constilllce Iknnett , 
Binnie B:Jnles, Syl"'i,1 Sidney, CC"Orge 
Brent, ,lI1d Turhan Rey haw been gett ing 
their b.1ptism o f fire under the scanning 
(')'e of st udio orthicon TV cameras. 

This fall will S('(' Bristol-Myers' Break 
Ihe Balik go before the TV cam{'ras as well 
as th{' radio lIlik('S of I\BC. It i~ the 
f('{'ling of both advertiser and agency, 
after looking at several video packag('S, 
tlwt their best challce of establishing both 
a tilm' franchise and a sizable audiellce in 
TV is wi th their jackpot-quiz radio 
show. T V brass at ABC hav{' been sound
ing the advantages of the simu ltaneous 
show for some time now, and other ABC 
advertisers are expected to make the 
transition to ABC's growing TV network 
in the near future. ABC, like i\ lutual, 
has no extensive backlog of well-estab
lished TV sho\\.'S to peddle. The simul
tancous show solves both a programing 
and s..1les problelll for the network. 

TIll' list of advertisers as well as per
formers desirous of making the change to 

T V is growing. Whell \' idco begins to 

develop e\'('n greater audiences the), feci 
that they want to be ready. 1111.' simul
taneous TV-radio show, \\"hen the radio 
sho"' is adaptable for tell-vision, is one of 
the quickest , and least expellsiw ways of 
bridging the gap. It is also a fine way of 
holding down the time franchise in TV 
that the sponsor has in radio. 

MR . ,nd MRS. SHOWS 
(GmlilllCt'fljrom /KtRt 92) 

Su magnetic, in fact, is the Mr, (-? ,\Irs. 
nttwctiotl whell proPl'rI) produced that 
In!>t September Olll' of the rock-ribbed 
landrnnrk s of programing sinCl' 1916, 
\\ O R's McG.lllrl I'url' Food I/our, which 
probabl) did more than nil)' other single 
factor to re\'olutioni!!.' th" cooking and 
eating habits of metropolitan New York, 
W('llt .\fr. (-? '\[rs. 

Sinn' \\' ,\lCA, New York. adaptl'd n 
\'l'!' sion o f till' f.1Illil)' t rl'a trlll'IH in Decelll
cer, 19-16, to a disk jock,,), sho"' featuring 
Andre Rnn/eh and Bea \\'ain (,\ Irs. 
Bnruch) as ,\Ir , mul ,\lrs. ,'!usic, numer_ 
OilS Il1umirlR disk show:r> haH' fo llowed 
suit. The \\'B,\lD. Bnlulllore, wake-up 
show (C> 9 a.m.) is conducted \1) ,\lerr) 

tF YOUR 

RADIO 

OItAMATlU,"ON 

NEEOS 

..... ------ CANADIAN DIsnlaUTOIt 
I .. ,tont" .. u ... 

~., •• dj"g S •• vi,,, 
S6-SI W.rtingto .. S'., I 

h'''n'", Onl., C"n. 

Neo.ly hgt! M'Mlelol)lg 'S .elgil sales o.e 

(on(enlroled in Ihe Melrgpolilgn Minne· 

opolis-Sg,nl Pgul greg. And Ihor's where 

WM1N sh'nes. 8uI dan'lla~e au, wa.d fa, 
ii, Gel yau,self ,n you, Igughesl frame of 

mind; Ihen, al~ any fa riae man 10 prove 
Ihal WM1N does .e!! Mj"",esa la'i beller 

half gl lawesl call. And al~ about h,g/1· 
power f M nO'COII "plu,' coverage. 

WMIN 
sr. PAUL" MINNEAPOLIS 
......... rlD ." fO.'OI • co ....... " 
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5000 
waHs 

• 

CP 50,000 
" watts 

SEPTEMBER 19.8 

the fdvo rite 
of more listeners 
thdn dny other 
8oston stdtion.l 

W HDH is the Favorite Station of More Boston 

listeners than Network Station A!· 

WHDH is the Favorite Station of More Boston 
listene rs thon Network Station B!II< 

WHDH is the favorite Station of More Boston 
lis te ners than Network Station C, Network Station 
D, and all other stations combined!· 

If you ore placing your advertising dollors in Boston and New 
England, "the favorite" is available at the lowest cost per thousand 
(Compare rates in SRDS). 

·Special survey mode by The Pulse, Inc. 

BOSTON 
Repre sented nationally by John Blair & Company 

'" 
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,------------------------------,' , and Bill Reynolds. Numerous letters 

TIME· TUNES· NEWS· WEATHER 
ON 

/I MUSICAL CLOCK /I 
Mo nday thru Friday 7:15 -9:00 A. M. 

Affitia t~d with 
, NBC 

PART/CIPATIONS AVAILABLE 

CHATTANOOGA 

N ational Representllti ves 
HEADLEY.REED CO. 

give away the secret of the Reynolds' 
popularity by asking, "Are you really 
married? You seem to have such a good 
time!" They've bot h had slage experi
ence. 

Logically enough, even aJarm of Mr. (3 

Mrs. that is a variation of the (onnula 
pays dividends when carefully produced. 
WT AG. Worcester, l\lass., without a 
bollofidc husband and wife team, de\'el
oped lillie '11' johnny with wri tcr-pro
ducer Julie Chase and announcer-3Clor 
Johnny 00\\'('11 in the Mr, & Mrs. roles. 
In addition to the typical conversational 
gimmick, the hour show (8:15, J\'londay 
through F riday) has a rotating schedule 
of slanding features. Mondays, (or ex
ample, is t ravel day. In the summer, 
actual places (or vacations or wcck-ends 
are plotted and described. Shell Oil c0-

operates with complete travel infonna
tion. Supplementing the rotating fea
tures arc regular daily features, all tied 
toget her through the Julie and Johnny 
participation. 

Tex McCrary's technique in explaining 
the meaning of the news to J inx is dupli
cated in a radically differen t fonnat on 
KXOL, Fort Worth, Texas, as Joe Wills, 
news spcriaJist, explains what's behind the 

';:=============:;-_--:==============~ headlincs to Paige Thompson, the ''J'.·\rs.'' I I of KXOL's Mr. and Mrs. EIIIl'rlaiml1tllt. 

FIRST 
IN THE 

DAVENPORT 

MOLINE 

E A S T 
MOLINE 

The 40 th 

Rel"i l 

Markel 

'18 

BASIC NBC Allitl"'e 
OAV(HPO R1 , IOWA 

Nal;o~ .. 1 R.p, ... "JoJi .. .. 
Fr .. & '.t ... , I ... . 

ME MPHIS 

II 

10,000 W lI_ y lime 
.$000 W N 19h1 Time 

This 9-10 a.m . .session scrvcs up hillbilly 
music \\1th Joe and Paige discussing 

I what's going on in Fort Worth, \\ hal to 
do, where to go, and so forth. Even dogs 
(one is given away each day) and advice 
to the lovelorn find a place in this fonnaL 
But their eighteen current sponsors 
wouldn't have it differen t. 

WJJL, Niagara Falls, is trying an inno
vation with Budd (Sloopnagle aud Budd) 
Hulick writing script in a Mr. (; Mrs. 
disk jockey fomlat for himself and his 

I 
wife. which features interviews \li th 
honeymooners visi t ing" Niagara Falls. 
This 10 a.m.- 12 noon period is building a 
follo\ling, with I110re advertisers coming 
into the fold. 

Each v;uiation frOI11 the basic type of 
the Mr. & Mrs. breakfast program intro
duces new effectS while retaining some
thing of the original Mr. & Mrs. appeal. 
Each individual progmm, as a blend of 
the personalities of. its stars and other 
program elements. will auract its own 
audience. But unquest ionably the funda_ 
mental Air. (; ,\frs. fomlula stands as one 
of the houe~t loutines in radio for build
ing and selling an audiella.'. The couples 
on the air do a )!reat job but there's sti ll 
plenty 10 be ]e;lmt'd on how to make 
Mr. and J\ l rs. ;ll\\";ly~ sure-fire. 

SPONSOR 



did 
in cincinnati, ONE station call do it 

In 1922, John nnd Ferd Hcngchold opened II liny lirc ane.. 

battery shop on historic Mohawk Place in Cincinnati, a 

semi -suburban location far from the d ty's hen"y shopping 

traffic. Over the ycars, their slore became known as the 

Mohawk Furniture a nd Appliance Marl. Their new lines 

demanded more traffic than the loca tion would normally 

produce. In 1937, Ih ~y inaugura ted n modest IS-minute 

Sunday afternoon show. "CANAL DAY" over "VSAI. 

S ince then. they hove used no 

other medium ... no other 
radio s ta lion ... no olher 

program. Now 6 half hour. Ihis 

show began its 12TH YEAR in 

March. Today, the Mohawk 
slore d raws patronage from all 

of the cHy's sprawling Irading 

zo ne ... has 10,000 square feci 

of selling space .. , inventories 

1400 ;Icm s. IN C INCI N
NATI. ONE STATION 
CAN DO IT ... ;[ a', WSAII CINCINNATI 

A MARSHALL FIELD STATION REPRESENTED BY AVERY·KNODE~ 

SEPTEMBER 19-48 
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SPEAKS 
Morals and Business 

A si~niftc;mt number of executives of 
stations :md net v.orks fed that give-away 
programs are not good radio. Some fed 
that the} :Ire morally indefensible- that 
the !!iving of huge sums of money or goods 
for i1nswcring a phone caU, if long con· 
tinued, must weaken the moral fibcrofthc 
nation. They scuff al the clemen! of 
"skill" required on most flf the big give
awOl), programs as llIere legal gestures. 
Th{' "skill," they claim, is added simply 
to avuid Federal laws ..,,'hieh prohibit 
lotcCril'S. 

One network cxecuti\'c states, "Unlike 
mrmy other countries of the world, na
tional polic) in the United Stales is op. 
posed 10 gambling. There arc states like 
Nevada lO.'hcrcopl-'1l ~ambling is pemlittro 
and New York where racetrack wagering 

is legalized, but Ihl'S(""are the exceptions. 
not the rule, The something-Cor-nothing 
philosophy is not I\mcrican, Ch'e-away 
prof.!rams definitdy appeal [0, and nur
ture, a take-it-cas)' t}pe of thinking, 
There is scarcely a limit to v,'hat we could 
giw awa)' nn the air. Only recently a 
pmgralll was SUggl'Sted to us in which 
.$1,000,000 in cash would be placed in a 
s,1fc, and clues to the combination broad
C<lst. That will gin' you some idea of how 
far the give.away trend could go, I don't 
think that give-away programs are in the 
public interest, and broadcast stations are 
licensed to operate in the public illlerest 
only," 

There is every reason to believe that 
give.away programs will run their course 
of popularity and that they will continue 
despitc any rulings of thc FCC. no matter 
how stringent. I t is SI'O:-:SOk'S opinion 
that thcy should be judgcd both on moral 
and eJltertaimncllt grounds. If thcy 
"buy" audienccs, the)' should be shunned, 

JUSt as bakers and dairies have found, 
premiums win nev,' customers only to lose 
them to the next firm that offers bigger 
and better premiums, so will a "bought'· 
audience shift to the next higher bidder. 
It just isn't profitable business, 

The legal aspect of give.away progrillns 
is not a great problem. Ever)' hurdle thus 
far proposed can be o"ercome. The legal 
dep..1rullents of advertisers are \\"ell 
rquipJX'd to weigh programs in the light of 
existing la,ws and proposed regulations. 
P rogram producers can and willlllake the 
shows just as interesting under new regu· 
lations as they do without them. The 
sponsorship of give-away programs must 
be decided on business and moml bases. 

. , . Which, after llil is the "'ay bro.1dcast 
advert ising should be bought and judged 
at all t imes. 

A lanse 

The Spol Fog 

A sizable n:.lmber of entrants in 
S I'()SSOR'S new.name-for-spot competi tion 
arc suggesting names which indicatc that 
to chern spot broadcasting covers an
nouncement advcrtising only. Thes(' 
entries do not come from sponSOrs and 
agencies a lon(', bu t in a number of cases 
frnm station managers and other execu
tives in the business, 

This widespread misconception of the 
meaning of spot is what prompted 
SPO.-':SOR'S COntest. The uscof spot adver
tising has increased more than an}' form 
of broadcast advertising during the past 
ten years, despite the lack of understand_ 
ing of what spot really encompasses. 
From an advertising point of view, spot 
deliverS everything a nctwork does and 
spot announcements besides. It delivers 
it market by market rather than on a 
nationwide or region:ll basis. 

Spot is a good name. I f it hadn't 
grown to mean different things to different 
people--or, more importantly, 10 convey 
only a fragment of its meaning to most 
pcoplc--it could ha\'c continued to servc 
broadcast advertising, The ncw name 
which the adVertising industry \lill select 
wi ll not only win its de"iser a hundrej 
dollars but shou ld make life and profits 
easier for all involved in th(' business of 
radio. 

Sro:-:SOR at this time wants to thank all 
thc scgme,;ts of the advertising field, as 
"'dl as the individuals, who arc cooperat. 
ing in Ihe selection of the ne\l' name. Ad
vertisers, agency executives, and broad
casters are all working together as a team 
to select and publicize the new name for 
spot bro.adcasting. 

RADIO BEGINS TO TELL ITS STORY 

The all'J1ldll~tr) promotion plans for the broadcnsting in. 
du~tr} are developing rnpidly ,\lor(' and mOf(" stations arc 
cnlltnNting their bit to the C(l~ t of makinS! the campaign 
dTc-niH'.' The 8n tlonai '\s"ociarion o f Radio Station Rep
rl"·eIH:lti\c< pre~~· llt:Jtion 011 ~1'0t brcmdcasting \I'ilI oc ready 
in s,.'ptl'll1h('r and will star t making the "ponsor and 
a]!ll\C) wund~:u chat tllll('. NI3C's motion pinure film Ull 

r,1<l1O "ill t-e rl"lt·a,,'d chi~ f:JII fnr ~ho\l' illg throughout the 
natl"l1. Cmlll'it,t(od print will be delivl"Tt'd by I &:jlteillocr. ) 

TIll"~' arlO Ju"t thre(' illdic<l tion< that broadcasting has ac 
l<l~t ~tartl'd tdling ile; .'tory to sponsor management and to th l ' 

"0 

public. It's a big Storr and one that has b('('n taken for 
granted br the radio industry for too 101lg. With O\·er 90"; of 
the hOllles in the U. S. radio-equipped and the multiple-set 
home the rule rather cllan the exception, it would be cas) for 
broadcasters to si t back and do nothin:::. TV, storecast1Tlg, 
trallsitradio, F,\l, and FAX plus a numN'r of gre,lt national 
ad\'ertiscrs cutting their radio budj.'!eh, so as not to hawaII 
their advertising in anyone IllcJiUIll, haw contributed to les~ 
sluggish 'proillotion thinking. The mdia battle is going to 
oc a gre:lt one this 1945 1949 st":I"0n, and bro:.dca"ting is IIOt 
going 10 lose it by def,1ult. 

SPONSOR 



the appointment of 

TRACY MOORE 

as 

west coast representative 

A veteran West (oasl radio slalion rep.uenlolive, Trocy Moore 

is Thoroughly familiar wilh Ihr fa(ilities and operation of the 

of The NOlion's Slolion on Ihe West (oast €lvring 1945 and 1946. 

TRACY MOORE 

6381 Hollywood Blvd., Hollywood 28, Californ;a 

Telephone Hollywood 5408 

( ILl) 
THE NATION 'S STATION ( WLWT) 

NEW YORK ( I N ( I N Il A T I 

I 



OVER 100,000 

REQUESTS ••• 
that 's the mail record 

to date . .. requests for 

Jimmy Dudley's Base ~ 

ball Scoring and Refer-

ence Book. Proof that 

W JW listeners not only 

hear but respond. 
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5000 Watts 
REPR ESEN T !: D NA T I ONAllY BY HEADLEY - REED COMPANY 
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The Library of Congress 
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Packard Campus 
for Audio Visual Conservation 
www.loc.gov/avconservation 

Motion Picture and Television Reading Room 
WINW .Ioc.govlrr/mopic 

Recorded Sound Reference Center 
www.loc.gov/rrlrecord 



This file including all text and images are from scans of a private 
personal collection and have been scanned for archival and research 
purposes . This file may be freely distributed. but not sold on ebay 
or on any commercial sites . catalogs. booths or kiosks . either as reprints 
or by electronic methods . This file may be downloaded without charge 
from the Radio Researchers Group website at http://www.otrr .org/ 

Please help in the preservation of old time radio by supporting legitimate 
organizations who strive to preserve and restore the programs and related 
information . 




