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The modern Virginian is alert, informed, well entertained.
And WMBG, with its 23 years of progressive broadcasting,
its world wide NBC coverage, has helped to mold him that way.
Now WTVR, the South’s first television station, daily

enlarges his horizon. Thus do the Havens and Martin group—

First Stations of Virginia—serve their millions.

WMBG »»
w T v R v vl S erloiises // 7 ':,/, 1100l

w c o D FM Haovens and Martin Stations, Richmond 20, Va.

John Blair & Company, National Representatives
Affiliates of National Broadcasting Company
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First 5 agencies
have big TV
departments

Recorded shows
hit new high
in sales

N. Y. youngsters
place “Howdy
Doody™ first

in radio-TV

WLW now in
sports promotion
business

Farnsworth first
manufacturer to
feel pinch

28 February 1949

Each of first five advertising agencies in billing, J. Walter Thomp-
son, Young & Rubicam, BBD&0, N. W. Ayer, and McCann-Erickson, have
important TV departments and TV billing. It's necesSsary to go to
agencies under fifteenth in billing rank before finding one inactive
in television.

—S R

Sales by transcription firms of programs during January reached a
new high, with practically all firms in field sharing some of in-
crease in business. Need for aggressive selling by retailers is
said to be important factor in sales increase. Bruce Eells hit his
highest station subscriber total since he started, with most of sta-
tions having sold to sponsors all three programs his service is
delivering.

=GR

Number one kid show in New York area is a TV presentation, not a
radio program, according to Hooper. "Howdy Doody" was rated 3.9,
with the second broadcast juvenile, "Jack Armstrong," hitting 3.6
In important Tuesday night 8-9 p.m. period, Milton Berle's program
rated 11.2, with only one broadcast program higher, "Mystery Thea-
ter" with 13.2. Ratings are New York City Hooperatings for Decem-
ber-January.

—~SR—=

WLW has followed lead of CBS (Tournament of Champions) and is now in
sports promotion business. Sports corporation of Crosley Broadcast-
ing is known as Telesports, Inc., and will promote all forms of ath-
letic endeavor both for radio and TV as well as live audience

enjoyment.
=SSR

Although Farnsworth Radio and Television Corporation came into being
because Farnsworth was a TV pioneer, it's the first radio-television
manufacturer of any size to feel the pinch of not getting into TV
production fast enough. Fact that 33'; and 45 rpm home records have
been brought onto market has complicated manufacturing of its Cape-
harts (quality radio and record player combinations), and has stop-
ped consumer purchase of combinations sans TV in the over 3500

price range. International Telephone and Telegraph Corporation

will no doubt absorb Farnsworth, having its eyes on a suitable TV
manufacturing subsidiary for some time. There'll be other manufac-
turer failures during the next 12 months. TV manufacture requires
huge financial resources unlike radio set production.

SIMENSME, Volwme 3, N
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Competition Growing sSale of synthetic detergents, which is expected to reach
for soap one billion pounds by 1952, will bring new important names to house-
hold cleanser field. Soap manufacturing firms do not control the
raw materials for detergents, and the firms that supply materials to

soap manufacturers are thinking of going into the business them-
selves with their own trade names, etc. One chemical house has
reached the stage of talking broadcast advertising with its agency.

—SR-
TV set ownership Indicative of how television is growing are 1 February set-ownership
hits high mark figures in St. Louis (21,000), Cleveland (25,000), Washington
throughout U. S. {34 ,200), Cincinnati (15,000), and Boston (45,120). New York,
despite other reported estimates, has passed half-million mark.
—GR
Credit losses Crying need, now that failures among adveriisers are on increase, is
on increase in for broadcast advertising industry to set up an agency recognition
broadcasting bureau, as part of the National Assaciation of Broadcasters, or as

an independent organization. Increase in credit losses is said to
have been 20% in past six months.

=5RS
Berle tops Audience Research, Inc., which audits E.Q. (Enthusiasm Quotient)
E.Q. rating ratings of radio and motion picture personalities has added TV to its

rating service. In its first TV E.Q. evaluation Milton Berle hit
927% (of a possible hundred), while Arthur Godfrey hit 80%, as did Ed
Sullivan. Bert Lytell hit the bottcom of the first-ten E.Q. list

with 42.
—SR—
Congress expected There's every indication that Congress will take some action on
to advocate end clear channel question, or recommend that the Federal Communications
of clear channels Commission itself break down most of clear channel stations still

operating. Stations first to lose clear channels will be those
located on West and East coasts. Stations in farm areas that need
coverage from remote points may be permitted to occupy clear wave-
bands for some years to come, but eventually, say senators who have
studied the problem, all clear channels must go.

CAPSULED HIGHLIGHTS Good community relations can be achieved by radio.
’ page 32
IN T C ISl |E
INTHIS ISSUE Will sock-selling kid broadcasting return through
The BMB Dilemma is the industry's greatest current TV? Mr, Sponsor asks, and top program producers
rch prot le m. How th ona stuady ma av i answer, puge 40
! R = e sorfed in Hatail ar
page 19 IN FUTURE ISSUES
SO eI e SRERY Pift 1R Ip;ge 2o The status of audience mail 14 March
TV in the daytime i wreat erystal-ball game; vet Making a TV newsreel, with three pages of pictures.
n. are being invested in it to develop a formula. 14 March
page 24 La Rosa—a bhilinaual succes 14 March
Twenty-five percent increase e B You can't do business with Argenting 14 March
I S S e O i Sy i e
. page 27 NAB Evaluation by sponsors and agenci 11 April
Seven more farm results page 26 How a network research department functions
Transcription producers’ [ves | wavs hapos 25 April
r he roagons why ar page 28 Folk music selis 25 April
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ONE does it in Mid-America
ONE station

ONE rate card

ONE spot on the dial

ONE set of call letters

230.000 WATTS
DAYTIME—=Non-Directional

10.000 WATTS NIcHT
—810 ke,

National Representative: Jobn E. Pearson Company

28 FEBRUARY 1949

_(ASTENERS By

Naturvally, the lower the cost per 1000, the better!

is KCMO,

Kansas City's most powerful station. It brings you listeners

because of .. .a j‘n'-\'.trlk.l. far-reaching

A perfect example of /o cost per 1000 coverage

at a low cost per 1000
signal . warm, Mid-America styled programming tha
people like to listen to . .. and reasonable time rates! Inside
KCMO's measured !, mv. area are 5,135,091 potc ntial
listeners . . . in 213
follow the rule of low cost per 1000 . . . .

in Mid-America!

farm and factory rich countes. 1If you
you'll buy KCMO

and KCFM . ., 94.9 Al e
l\;\:\b\b B il T \ll"\b(_!ll{l
Basic ABC for Mid-America
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BREAKING IN THE BROKERS
We with your article
Broudeasting and the Broker on page

read glee
26 of your 31 January issue,

We have been trying to break the
brokers in Los Angeles into radio and
television for weeks with a
series of edueational letters and direct
The article
could help us a great deal. and we

several

mail preces, referred 1o
would like your permission to use it
and reproduce it or purchase 65 re-
prints on the article.

Ineidentally,  spoxsor’s  continuing
are read with
interest thvoughout our offiee and are

editorial achievements

a souree of much good material as
well as information.
WiLtiwe . LEsTER
Steller, Millar & Lester

f,u_& .’H\'_;".lfa'.\

@ Neither copies nor reprints are available, so per-

mission to reprint the story in its entirity was given
Mr. Lester.

FARM SERIES

In sowne of your more recent issues
vou have been earrying a series ol
five artieles on the lListening habits of
people in rural communities. We have
Parts 2. 4.
locate oLy f'l-]lii'- of srox=or in which

and 5. but are unable 10

the other parts were run. Therefore,
will you please send vs a copy of the
issues which earry Pavts 1 oand 3.
We have Tound these articles vers

worthwhile and would like 1o retain
the complite servies in our referenc
file.

. W. CaLverr.

Zimmer-Keller

Detroit

\.lr.

Our Farm Divector. Clair Shadwell.
has expressed great interest in vous
series of Tarm rescarch articles appears
e osroxsor, N appears that ou
four iscues preceding the lanuary 17.
1919,

In on

efth in the series) havi

\\.!'

preciate vour forwardinge th

I==in*

mi=laul would ereatly ap
ISSUeS 11
whiteh these fivst four articles appearcd.

Mo

complete series Lo date.

in order that Shadwell mayv have

the

VLEEN WANNAMAKER,
General Manage

WGTra Wilson, N. C.

@ SPONSOR recrives numernis roquests for s
g dsnies of 08 varions stortes-in.series
siifiplied  atihes pessible,

These are

ribers  whenever

T ——
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“"WHBQ
56 FIRST ON 4

YOUR RADIO
in Memphis, Tennessee
5,000 WATTS ‘
20 TIMES MORE POWERFUL |
] ]
[ Mr. Time Buyer: '
Here are the

Vital Statistics
* Population served by )
t WHBQ—2,544,500 |
# Retail Sales $132,251,500 3
¥ Radio Homes 551,353 )
: BMB and Sales Management Figures |
[  Write, Wire or Phone |
1 for Availabilities j

a

MUTUAL IN MEMPHIS

Represented by

THE WALKER CO.




* YOU KNOW WHO WE MEAN

(WE CANT-
CONLON
s»S NOS

CMB has some wvery interesting look
ing figures showing hew 50 KW sta
tions should infiltrate this area

But whot does o scientific coinci-

dental survey show?
CONLAN found in a scientific sample

of 8,455 homes that 2%—1.9% te be
exact—listen fo outside stations

98% listen to the Axelandria stotions.

PS. It therefore follows that if you
want te get info the Alerandria
Market you can only get in through
an Alexandria station.

S.Cenris l

A  KVOB

CENTRAL LOUISIANA'S
FASTEST GROWING STATION

Mutual Broadcasting System
Soon 1000 W — 970 KC

All programs duplicated over
KVOB-FM at no extra cost

W. H. Dick, Gen. Mgr.

National Representative: Continental Radio Sales
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"Beauty and effici _ and building
Industrial know-how "performecl by a happy team of - -

'S planners and workers! il
KVOOQ is proud to be a part of this success story in aetior )
since 19251 pe - -
——— Advertisers who share in KYOO program |
) P gl ___Inodr valued friendship with hundreds of th _
o o loyal fisteners., This is a plus which is fiot included i

rafe card, for friendship and loyalty are b
- ol " ~«

o :
EDWARD PETRY *OMPANT INQ..‘NATIO

TIONBCTAFEIDIATE

.

! . = B e
[ ; RECRL I~ S »

{E - ) 5 ; :
re S - - > '.




"] see complete
network - station
coverage at
considerably

lower cost!”

Combine the high dcceptance of ABC
programing  with  (op-calibre ol
shows broadeast from towers planted
in the heart of Rhode Tsland's most
populous arca . . then chedk the rate
curds Its the answer to a time-

buver's: prayer

®
|
-‘ ABC
5000 WATTS

DAY & NIGHT

|
WALLACE A. WALKER, Gen, Mgr.
PROVIDENCE, The Sheroten-Bilimore

PAWTUCKET, 450 Moin Sr1.

! °
Representatives:

AVERY-KNODEL, INC.

New developments ou SPONSOR stories

See: "Give-Aways: They're a big business” and
l’ S “Telephonitis"
e @

Issue: May 1948, p. 33; June 1948, p. 38

Sublect: Has the use of give-away shows in net-
work, selective radio ond in TY in-
creased in the past year? What about
the use of telephone give-aways?

There will he 3077 more network give-away shows on the air
during March, 191, than there were during the same month in
19185, There will also be 10:60°7 more give-away shows in loeal
radio and in television.  Although much of the eontroversial furor
coneerning these shows (which now hand out a daily average of

some 327,500 worth of eash and merchandise prizes) has died down,
thev have pln\'m| themselves 1o be more than a temporary trend.
Rather, they are beeoming an integral part of national and seleetive
programing for both radio and the visual medium.  These are com-
parative network figures:
Increase in Give-Away Shows
Bam-4p.m. 4pm-bpm bpm.-I2m.
S5xwk | wkly 5xwk 1wkly 5xwk |wkly TOTAL

March, 1949 12 2 | 3 0 17 35
March, 1948 9 2 | 3 0 12 27

The increase has been greatest during the nighttime hours. and
i~ keystoned by the phenomenal suecess of the ABC-Lou Cowan
Stop The Musie.  Other shows followed. although some—like Mu-
twal’s Lucky Partners and Thiee For The Woney—were failures.
due mostly to lack of originality and basie entertainment in their
formats. Two of the betler-known give-away shows, Professor Quiz
and Heart’s Desire, disappeared from network radio during the pasi
vear,  Quiz (now el’d for General Foods in 25 markels) was
changed because the sponsor. American Oil. wanted a musie show.
Desire got the axe when the advertiser, Philip Movris. decided to
shift more money into wmighttime programing, since they already
had another daytime give-away (Queen For A Day).

As a corollary to the 12anonth inerease in give-away shows.
there has been a =harp npswing in the use of the telephone as an
integral program deviee, A year ago. only one program (Truth Or
Consequences) was cashing in nationally on the merveased ratings
that come from a \\'¢'||-p|:llmt.'1|. \\'l*”-];l'nlllntl'|| ll'h‘p]lul!(‘ ;:i\'t‘!-;m'a}'.
Six nighttime and one daytime give-away shows today feature long-
distance calls as a regular or periodie portion of their format.

Adding a telephoue jackpot Lo an existing give-away show does
not, however, alwavs nsure suecess. Eversharp. bankvollers of
Take It Or Leave It. added one to their standard 861-question format
recently. It flopped, and was withdrawn after one night’s broadeast.
The Toni Co. a few months previous. had tried the same thing on
Give And Take. 1t didn’t elick therve, either.  Both sponsors learned,
aflter both studio audiences and listeners complained via the mails,
that it was considered an intrusion into the entertainment faetor of
the program by those who had developed a listening habit for the
show just as it was,  The telephone give-away works well for shows
like Stop The Music. Truth Or Consequences. and Sing 1t Again
only beeause it fits smoothly into the existing format and is well
promoted, or beeause the show is built around it from the very
beginuing.

The audienee participation program with an important give-away
dlant makes an ideal television program. When it's possible 1o see
the contestants sweal and the prizes they lose, i's far more enter-
taining than just hearing a broadeast give-away., While TV has
held back on presenting many give-aways, they're hound 1o inevease.

SPONSOR




\W\S\\\\ New and reneun

@ New National Selective Business

SPONSOR PRODUCT AGENCY STATIONS CAMPAIGN, start, duration

Benrus Waleh o Watehes J. Ib. Tarcher 20-3n" Time spols. breaks: Feh-Mar; 13
IN.Y) (Adding to current campaign) wks
Block Drug o Amnel-Dent Cecil & P*reshres Indel E.t. spots, hreaks; Feh 7; I3 wks
nd L0 i i INY) INatl campaign) L v
Chrysler Corp 1449 Chrysler McCann-Erickson linddef “Animal World Court™ G-min e0.'s
(N.Y.) (Dealer cosnp) ?I'{l’\\'TF as sched: Feh-Mar; in-
e
Chrysler Carp (DeSuto Dhv) 1908 Desato BRD&ED (N.Y.) Ta-Ton E.1. spots, byeaks: Mar 153 1 wks
(Natl eampangn) R
Chrysler Corp (Dodge Div) 1418 Ddge Ruthran® & Ryan Inder* E.t. spots, hreaks; Mar 1-15; 2-1
IN.Y) INatl campaign) whs
Chrysler Corp (Plymouth Divi 15919 Plymouth NV, Aver (NJYL) i E.te spots, hreaks; Mar 2; 3 whs
INatl campaign} r .
Continental Baking Cuo Hostess (Cakes Ted DBates Indef* Eite  spots, hreaks; Feh-Mar: 13
(new products) (Test campnigns in Midwest) whs
Furd Muotor Co 1949 Furd 1. Walter E.t. spols, hreaks: Feh 20: §F whs
Thompson (N.¥.1  (Adding (o earrent campaign) .
Glostes, Ine Seal covers Hennett, Petesch & 11" Varivus 15-min loecal prgms as
O Connor (Chi,) (Test campaign  in Midwest) hed; Feh-Mar; 13 wks
Grithn Mfg. o Shoe Molish Hermingham, Castle- 20-30* E.t. spols, hreaks; Feb-Mar; sea-
(Allwite) man & Mieres (Seasonal campaign, moving snal
(NLYD) northward)
Nudson Motor Car Co 1915 1Mudson Hrouke, Smith, Indef” F.t. spots, hreaks:; Mar-Apr; 2 wks
French & Dorrance INatl campaignl
thetr.) 1 “ i
Iygrade Food 1'roducis Various canned Maxwell Dane 24" “Devms Taslor Concerd™ e.ts: Jan
meats, elc. IN.Y.) (hamited natl campaign) 16-Mar 1; 13 wks
Parker Pen Co Parker “51* pen 1. Walter Indel* E.t. spots; Feh-Mar; 2-13 wks
Thampson (Chi.) tDealer co-op) A
Procter & Gamhle Honus Svap Flakes (Compton (N.Y.) 10-15* E.t. spols, hreaks; Feh 55 6% wks

(Eastern mkis test rampaign)

Statiow el wel at present. olthowyh more may be added later.,
(Fiftpt o wecke generally svans a etk contract with options for werensite Viswerk remewnls, s xuhject te canecllation al the
ni any 1d-0evk periad) -

i‘@ New and Renewed Television (Network and Selective)

SPONSOR AGENCY NET OR STATIONS PROGRAM, time, start, duration

Atlantic Kefining (o N. W, Aver WCAT-TV, Phila. Film anncintsg Jan 285; 6 wks (n)

HEB P'en (o Foote, Cone & Belding WXNHBT, N.Y. Film spots; Feh 43 52 wks (n)

Benrus Wateh Co J. I Tarcher WEhE, ¢ Film and slide time annemits: Feb 7: 52 whks (n)

Hoyle-Midway MM Ine W. Earl Bothwell RFI, TV, L.A. Partic in “"Come Into The Kitchen' once wkiy as sched; Jan 22;
(Wizard Wick deodorizer) 13 wks (n)

Bristel-Myers Co Doherty, Clifford & WIERS-TYV, N.Y. Lucky Pups TuTh 6:30-6:15 pr; Mar 29; 13 whke (n)
(Ipana) Shenfield

Celanese Corp of America Ellinglon WENK-TY, Ch. Film spots; Mar 17: » wka (n)

Celomate Corp Tracy-Kent WAHRD, N.Y. Pilm spois; Feh 23 11 why (n)
{Vu-Scope TV Lens)

Charles M., A, Eaton (o Furd, Nichols & Todd WNRBT, N.Y, Film partic in “Easy Does 1 Mon as sched, alse Wed nite as
(Eaton Shoes) srhed; 13 whka (n)

Electric Auto Lite ("o Newell-Emmett CUS-TY, net Suspense; Tu 9:30-10; Mnar 17 52 wks (n)

Furd Motor Ca henyon & Eckhardt WXYZ-TV, Deir, Weallier spots; Feh 23 13 wks (n)
{ Lincoln-Mercury Div) Film spois; Feb 2; 52 wkas (n)

Gieneral Fonds Corp Young & Hubiram CHS-TV net The Goldhergs; Mon %-9:30 pm; Mar 25; 52 wks (n)
(Sanka) .

General Motars Corp D. P. BRrother (CHS-TV net Doag FEdwards & the News; TuTh &:30-6:15 pm: Felh 20: 32
(Oldsmohile Dhiv) whe (n)

General Time Instrumenis BBHED WOCAL-TY, Phila. Film spots: Feb 5: 13 wks (n)
Uorp

Gull Ol Ca Young & Ruhicam (BS-TV net We The Meople; Tu 9-9:30 pm; Feh 27 532 wks (n)

Nandmacher-Vaogel, Ine Zan hiamand RTLA, L.A. Film spois: Various starting dates betw Feh 2s-Mar 21 8
(women’s suits) WMAL-TV, Wash. wks (n)

WENK-TV, Chi.
KSTP-TV, Minn.
RSD-TV, St. Lows
WLWT, Cinci.
'S, Cleve.
San Fran.
RUSC-TV, Seattle
WNAC-TV, Host. Film weather annemis: Varnious starting dates betw Feb 2>-Mar
WIBKR-TY, Detr. 21; 9 wke (0}
WBAL-TV, Balta.
WTMI-TV, Milw.
WSPD-TV, Toledo
WDsU-TV,
New Orl,
KLEE-TV, Houston
WAVE-TY, L'ville
WHAD-TV, Dallas
WSB-TV, Atlanta
WREN-TV, Rufl.
WNIT, N.Y.
K a8 LTV, B.l.t,
WEIX, N.Y. Sews of the Mour; 3 vmes weekly as sched: aln Mar 13
whs (n)

® In next issae: N
National Broadeast Sales Execntive Changes. New Agene

e and Renewed on Networks., Sponsor Pevsonnel Changes.
y Appointments




New and Renewed Television (cetinued)

SPONSOR

AGENCY NET STATIONS

PROGRAM, time, start duration

Househaold Finance Corp
Lee Hint Co
(Digney Iiats)
Lehn & Fink Produects Corp
1*hilip Morris & Co
Motorvla, Inc
Nash-Kelvinator Corp
(Relvinator Div)
Nationnl Biseuit Co
(Cereals & Dog Foods)
Pioneer Scientific Corp
tPolaroid TV Filter)
sSchonhrunn & Co
(Savarin Coffee)
Seott Paper Co
sinelair ltefining Co

Textron, Ine
Weiss & Hesserman, Ine
(Youngstown Kitchen
units)
Whitehall Pharmacal (o
{Rolynos ete.)

CHS-TV net
WDSEU-TV, New O

WARBD, N.Y.
CHS-TY net
NBC-TY net
WRHKH, Chi.
WCHS-TV, N.Y.
& CRS-TV net
CBS-TY net

i.cll.n.“r
Grey

Lennen & Mitchell
Biow

Gourfain-Caohh

Geyer, Newell & Ganger

Young & Huhicam
Cayton
Gumbinner WPiX; N, Y.

CHS-TV net
WMAL-TY, Wash.

J. Walter Thompson
Hixson-0"Donnell

NIBC-TV net
WPIX, N.Y.

J. Walter Thompson
Hyrd, Richard & Pound

Dancer-Fitzgerald-Sample CHS-TV net

Advertising Agency Personnel Changes

Itackstage With Darry;

Tu 10-10:15 pm; Mar 1; 26 wka (n)

Disney News: Sun 9-9:15 pm: Jan 21; 13 whka (n)

Film spots; Feb 22; 26
Freview With Tex & Ji

wka (n)
nx; Mon §-8:30 pm; Mar 7; 52 wks (n)

Believe 1t Or Not; Tu 9:30-10 pm; Mar 1; 52 wke (n) _
Film spots, hefore and after Chicage Cuba gamen as nched; April

19-0Oct 2 (season): (n

)

Dog Show from Madison Square Garden; Feb 14 & 15 an sched

Any . .
Pioneer Polaroid Magic

Show; Wed 7:45-8 pm; Feb 16; 13 wks

(n)
Film partic in "Drawing Grme"; Sun, betw 7:50-8:25 pm: Feb

13: 13 wha (n)

To The (Queen’s Taste; Th 5:13-5:30 pm; Feb 10; 52 wka (n)

Wrestling Matches;
annemts; Feb 6; 52

W

ed 9-11
wka (n)

pm; Mar 23; 7 wks (n) Time

The Hartmans; Sun 7-7:30 pm; Feb 27; 52 wks (n)

Film spots; Febh 25; 13

Mary Kay & Johnny; V

wha (n)

Ved 9-9:30 pm; Feb 23; 52 whks (n)

NAME

FORMER AFFILIATION

NEW AFFILIATION

Frederic W. Ayer
Sanford K. Bain
Rubert Barker
David Biberman
Irwin W, Busse
(). Lee Clark
Brice Disque Jr
Chester 1, D los
Iloward K. Eaten

Earl Eklund
Hutchinson k. Fairman

Fred . Fidler

Martin Fritze

Itoland Gillett

Fdward Greenherg

Itichard N. Gulick

lerome 15, Harrison

Herbert 11, Hyman

Harry M. Treland

Riley Jacksun

Walter Jensen

Do €, Jolmson

Henry . L. Johnson

1. Juseph Kirklich

Frank M. Knight Jr.

Leonn L. Lal'elle

George Lewis

frearge 1L, Lyon

RRad MacDonald

Gearge Patton

ussell Pieree

Milt Rosen

Tom A, Ross

Hilary A, Sadler

Zemabelle Samson

oy Shannon

Bud Stapleton

Boh Struble

Donald F. Therkelsen
Van YVelsun Smith

Deane Weinherg

J. Kenneth White

italph 1L Whitmoere

Arthur 1. Wihle

Iohert Wanlson

Freeman Young
Huhert Zelenw

Flint, N. Y.

Herald Tribune, N. Y., prom dept

Barrett Fquipment Co, St. L., adv mgr
Spiegel Ine, Chi., sls prom mgr

Compton, N. Y., mgr radio dept

Y.,

Vick Chemieal Co (Viek HBrands div), N.

adv ngr

Community (Chest, L. A,
BHDEO, NO Y.

J. Walter Thompaoen, 3. F., pac roast mgr
l. Walter Thompson, Chi.

CBS, N. Y.. TV producer, dir

Gelles, N. Y.

French & Preston, N. Y., vp, radio, TV dir
International Latex Corp, N. Y.

Compton, N. Y.

WARD, N, Y., Tv dir

Packard & PMackard, L.
Mctarty, L. A.

Rheem Manufacturing o,

WFEIL, I"hila.

A., arcl exec

N.o Y. adv. pub el dir

M=, N. Y., esplutation dir

Botsford, Constantine & Gardner, 50 Fo, media dir
Makelim, THMwood,

Pieree, Threlkeld, 5. F.

Lockwond-Shackelfurd, 1. A., arcl ever

sSwift & o, Chi.

Hanig-{ooper, . F.

Rosy Shannun, St L., head

Wiley, Frazee & DPavenport, N. Y., aect exec

Federal, . Y., acct exec

Allied, L. A., acet exec

Meltlann-Erickson, N. Y,, tralic mgr

MacWilkins, Cole & Weber, Seattle. copywrniter,
newswriler

Lever Hros (o,

Cnmbridge Mass,, adv dept

Station Representation Changes

Reingold, Boston, radio, TV dir

Kayton-Spiertu, N.
Hewitt,
Douglas I} Siman,

Y., acct exec

Ogilvy, Benson & Mather, N. Y., media dir

N. Y., head TV dept

UCharles W. Holan, St. L., acet exec
larry J. Lazarus, Chi., accl exec

Marschalk & Pratt,
Standard Osl Co., N. J.,
Frazee & ll'ncu]:turl, NOYL v

Wilex,

Simmonds & Simuou

N. Y., in contact, writing capacity un

Philharmonic broadeasts

mds, Chi., acet cxec

Frank Wright National, L. A., acet exec

Hewitt,
Co acel
Amne, vp

Ogilvy, Benson & Mather, N Y., esee wn Sun Ol

Buchen, Chi,, media dir

Young & KRuhicam,

N. Y. TV superv

Van Diver & Carlyle, N. Y., acct exec
A. W. Lewin, Neward N, J., vp, scet exec

("harles Dallas Reach, N.

lershon-Garfield, N
Poherty, Cliford &

Mogge-Privett, L. A., radio, TV

Y., radio, TV supen
« Y., acct exec

Shenfield, N. Y., acet exec
dir

Barton A. Stehbins, L. A., acel exer

BRDAO,

L. A., acct exec

Benton & Bowles, N, Y., acct l'u‘r

Broombicld-Podmore,

Gresh & Kremer, I'

Trenton N. J., acct exec
hila., radio, 1‘\-' div

Yardis, P'hila., acct exec

F. Darius tienham, N. Y., radio dir

Foller & Smith & Ress, N. Y., mgr medin dept
Itahert B. Young, 5. F., acet exec
oche-Eekhofl, Wwood., acct cxce

Ahhott Kimball,

L. A., v, Rect exer

Dean Simmons, L.

A., accl exec

Irwin-Mcllugh, 1"wond., acct exee
Bonsib, Fort Wayne, Ind., aecct ever

Biow, S, F., timehu
=i Is & Simm

yer
ds, St. L.. acel eaee

Harlow, Syracuse, N. Y., supery prodn radio, TV ady

Jordan, L. A,, radi
Erw Wasey,
Willinm von h'hlr,
Brisacher, Wheeler,

o dir

Mupls., radio dir

N. Y., acet erec
5. F., timebuyer

Riow, N. Y., necet exec

smiath, Bull & MO

same, acct exec
Same, radio di

Shaw,

X Fekhardt, N,
. Chi., head TV dept

reery, b Al accl exec

Y.. nect eave

STATION

AFFILIATION

NEW NATIONAL REPRESENTATIVE

WKGDALTY, Stockton Calif,

Ki f Houston

KOPIE, Ogalen 1.

% 1 duse Calif.
Sion Jdose Calil

Jose Custn Rien

Independent
Independent
Independent
Inilepenident
Independent

b Columbus 0, (TV)
WHAL Greenfiehl Mass. MBS, Yankee
WO, Orlands la. AR
WILM, Wilmington bel, Al
WAN, Piltshe. (s
WIAN-TY, Jarcksunville Fla
WAZM, Clarksville Tenn. Ml
WUNE, Bavtan 6 Independent
Wiontz, Oclandn Fla, Nh
WOW-TY, Omahna
WAMANEL, Sorth Adoms Muss Independent
WTih, Durhom N, t, Tahneen

Blair TV
Walker
Friedenherg

Fricdenhurg, East only
Friedenhurg, East only

I’an American, U5,

Hinir TY
Walker
Ita-Tel
Hulling
George 1",
Iilair TY
Itural Itadio
Headley-1teed

Canada only

Hallingberry

Itobert S. Rheller for spec ave

Ty
tirant

Inir
WwW. N,
Fa rjur




IOWA HOMES HAVE
RADIOS EVERYWHERE!

IN BEDROOM |

\LLQ ) . oh " ) o
R e e
=

18.1% 10,2 %o +HAVE- RO
HAVE RADIO A Q_?}DIO IN {_\;‘:);ﬁ_\ﬁogoo -
LIVING ROOM 990 L vy

f:n—)—

I
|

; o 504% |6 3 Yo BT e

|
I
-jomgoou. KITCHEN || DINING ROOM M RADIOABOUT

MOVE

ST S Y

-._._

luw:l home radio sets are used in al-
most every room. In other words, Towa
radio listening is o peositive part  of
family life—is far more than just an
incidental attraction for leisnre hours!

The 1918 Towa Radio Andience Sur-
vev® reveals the following abont the
loeation of lowa radio sets: In the
98.0% of lowa’s radio-equipped homes.
T0.29% of the families have a radio in
the living room. 30.49,; have one in the
kitchen, 18.19, list “hedroom or hed-
rooms," 16.3% have one in the dining
room, and 18.29; have scts that “move
abont.™

The 1918 Edition of the famed lowa
Radio Andience Snrevey is full of such
backgromd information in addition to

statisties abont station and program
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TH NE

preferences, ete. Write for yvour com-
plimentary copy of this Eleventh Edition
today, Or ask Free & Peters,

#The 19158 lowa Radio Audience Survey s a “must™
for every advertising, sales, or marketing man who is
interested in the lowa sales-potential,

Fhe 1915 Edition is the eleventh annual study of radin
listening habits in lawa. It was conducted by Dr. ¥
Whan of Wichita University and his staff, ix based on
personal interviews of 9,221 lowa famibes, scientificalls
selected from the city, town, village and farm audience.

As a service to the sales, advertising, and resecarch
professions, WIH} will gladly send a copy of the 191%
Survey to anyone interested in the subjects covered.

Winl ©

+ for lowa PLUS +

Des Moines I 50;000 Walts
l:nl. “. J‘ l':l||ll|'r. |'r'("-i||1'nl

() P A, |,t!_‘l‘l. Resident Mananger

I e

\ - FREE & PPETERS. INC.
National Representatives
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ON THE HILL

inzurance all night

recenthy made e Binghanton have

amazed Washington tnswrance associations by revealing

lusurance  <tudnes

that millions of insurable prospects havent been sold
because ties havent Leen reached. either by direet soliei
Ption o advertising. Task Toree of 29 jusurance ander-
writer= =old =285.608.00 insurance o one night after
[0 pann i upper New York state town, Resnlt: a number
of insurance companies will use broadeast adveitising on
all-nioht prosvams 1o reach the man and woman who
aren’t available during sunlicght hours,

First post-war train to Spain

Washington is annoved that the first really new train to
e producsd in vears is going to Spain instead of to a
[ .= Railroad. Faet that C. & O, has a train in the hlue-
print stage which is ingpired by the Spanish “Taigo™ i
no satislaction to the Interstate Commeree Commission.
which has Tong Lamented the Tack of progress of UL S,
roads,  \merican Association of Railroads is expected Lo
“explain®™ lack of new ralling stock. as well as recent lay-
ulls of ;u'|‘.—-n|1|1|-| on several of their ADBC network broad-

rasls.

Census policy needed

Need o established census poliey, stead of one hased
ipon what can be hegged Trom appropriation commitlees
from year too vear, hecomes more and  maore apparent,
Fact that Representative James Lo Dolliver has had 1o
prapose special legislation in order to make certain that
vadio and T census will be made at time regular popu-
fation consus b= taken fevery ten years) is indication of
peed for established census poliey, There was a time when
bustpess could expeer a bi-annual census of mannfactnre
and a hosiness indexing every ten vears, Now nothing is
cerlain excepl a nose-connling.

"Reorganization' frightens business
I President Truman receives the power to veorganize the

wlewl for
b i< expected that Federal Conmmnications Connmis-

conermment. which ex-president Hoover has sug

st will receive a0 gomg-over along with the Federal
rade Conpmisston, o< well as other hareaus which |m\i'
acgrear deal toodo with the basiness. Many branches of
the Federal Government vequire reorganization, bt il

frizhtens bosiness to think of a whelesale npheaval.

12

Stanton to Europe?

President Frank Stanton is expected o go oyerseas some-
time this Spring. While it may appear that he will go for
CBs. it's understood from White Tlouse sources that he
will also have governmental responsibilities.  Stanton’s
reputation as a fact-finder i~ unequalled. and the U S,
needs fact-finders o Europe,

Beer restraint?

Federal Trade Commission’s continuing v estigation of
restraint of trade in the malt beverage field has hroken
out with a price-fixing complaint filed against three hrewers
in=titutes located on the Coast and one in ldaho. Institutes
are acensed of fixing prices. establishing uniform discounts,
standardizing packages. and cooperaling to prevent price-
entting.  Institutes are expected 1o start publie relations
campaign o disprove allegations via black-and-white and
broadeast advertising. FTC is making test case of these
[onr trade associations.

One-cent Baby Ruth back

Curtis Candy. one of the most aggressive  advertisers
among manufacturers of sweets. is bringing back its vne-
cent version of Baby Ruth. While Curtis is doing no hroad-
cast advertising currently. it i considering  television
since vision is parl of the Curtis sale. Washington feels
the move will spur other manufacturers (o hring back low-

sl ill'll\:*.

Farm foreclosures low

Farm foreclosures hit a all-time low last year. and thus
far in 1919 the farm [ailures continue to he less than the
last 12 months. This despite the sharp drop in farm prices
reported during past 60 days. Grain prices being lower.
live stock raisers are able to purchase lower-cost Teed and
breeders thus haven’t felt the ||i||:-ll yvel I’ the farmer
co-ops. granges. aml other farm organizations  cangl
with huge grain reserves that are sullering, Prices won't
th'n]r helow covernment sapporl loor. but that doesn’t
help the marketers.

Agriculture dep't cuts

Streamlined Department of Agrienltuve. advocated by the
Hoaver Committee, is giving favm circles the heebeejechies.
Claim is that it will save T S0 880.000.000 a vear. bat what
farmers are worried abont is how muoeh it will enst then.
Committee elaims Tavmers will receive better serviee from
reorganized department. Bible helt is holding its hreath
and wondering what has happened to s friend. Toover.

Tax increases no longer certain

Increases in taxes which seemed assured less than two
months ago. are now a great big question mark, Cost-of-
living index has dipped <o <harply in the past few weeks
that the deflationary effect of maore taxes has President
Truman's advisors a litde shaky. They still want higher
corporation and other taxes hut not at the expense ol a
sharp adjustment i the national husiness index. Life's
spotlight on the status of bosiness in the last few issues
and other not-as-mass publications” editorializing on un-
cmploviment isn’t setting oo well on the hill.
Broadeasting is being asked unoflically 1o offsel any scare
psvehology which mav develop as the result of these
articles. This is one of the few times that hroadeasting. dur-
ing prace. has been used to conuter negative public thinking,

SPONSOR




Duaniel Webster Said It:

THE FARMERS ARE THE FOUNDATION
OF CIVILIZATION AND PROSPERITY

QA

There Are 446,639 Farm Homes
in the WWVA Coverage Area

With Eastern Ohio, Western Pennsylvania, Virginia and West Virginia as the hub, and
spreading into Kentucky, Maine, Maryland, New York, North Carolina, Tennessee and
Vermont, the prosperous WWVA farm audience area encompasses 229 counties.

Here are 1,919,351 people living and working on farms, producing nearly a Billion
Dollars worth of farm products annually.

WWVA's locally produced programs, plus solid Columbia Network features, attract and
hold this great farm audience. Mail surveys prove they buy WWVA-advertised products.
Ask an Edward Petry man today.

Write For Your Free Copy: WWVA FARM AUDIENCE REPORT

VVAVVAVA

50,000 WATTS--CBS--WHEELING, W. VA.

NATIONALLY REPRESENTED BY EDWARD PETRY & CO.
National Sales Headquarters, 527 Lexington Ave., New York City
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for profitable |

selling -
INVESTIGATE |

Represented by

ROBERT MEEKER

AS SOCI ATES
New York . Chicogo

Son Froncisco  + los Angeles

Clair R. McCollough
Managing Direclor

STEINMAN STATIONS

Bob Woodruif

Mr. Sponsor

Chairman of the Executive Committee
Coca-Cola Corporation, Atlanta, Ga.

A industriahi=st who should be as widely known as Henry Kaiser
or IBA's Thomas Watson, Coca-Cola’s Robert Winship Woodruff
deliberately seeks power without glory. He has eloaked himselfl in
a w'“-iulpn:-r-:l :mnll_\lhil_\' S0 vmn]:l-‘ll‘ that the average person in
\tlanta. the company’s home town. thinks Coke is still headed by
the Candlers, who haven’t run it since 1922, Enigmatie, publicity
shy Bob Woodrnfl titularly is chairman of the exeeutive committee:
actually. he's boss of the whole show.

At 59, Woodrufl doesn’t look like a man who has spent 26 vears
carvying the entire load of the multi-million-dollar corporation
which is the undisputed leader in the soft-drink field.  The dis-
content and constant \\nu}'in;_' that underlie his inexhaustible CHerE
havent grayed his black hair or slowed down his “commuting”
between Atlamta. Wilimington, New York, his 47.000-acre estate in
southern Georgia, and his ranch near Codyv. Wyommg.

Woodruff is Coca-Cola: his rule over the company is absolute.
\nd nowhere is that rellected more than in the firm’s radio adver-
tising with often unfortunate consequences. Woodrull's intense
loyalties have resulted in a series of radio programs over the years
which have consisteutly missed the vital (for any cola drvink) con-
stmer group they should have reached—the youth market.  Woad-
rufl. as supreme high conmand in selection of programs tas in all
other Coke lJllt'I'illilllli. has been wtluenced. iUs heen elammed. ]r_\
personal relationships to the point where Coca-Cola’s air time s
virtnally a elearing honse for Musie Corporation of Awerica talent.
with more apparent interest on MCAs part in the valne to ils
artists of Coke sponsorship than o the ability of the <hows 1o do
the proper ~itles j[ll\ for Coke,

The company™s ad budget for 1918 was 318,000,000, of which
about 81000000 went into radio. Coke's three eorrenmt shows
(Morton Dowwev. The Pause That Refreshes. and Spike Jones|
represent a similar outlay this year and still [ail 1o reach the teen-
agers who aceonnt for maximun per capita cola consumption. Al
Woodrull's enrions spending—to little avail—of almost four tmes
as ek for radio as any other drink firm s topped off by the
mstitntional tone of advertising that makes no speeific elaims Tor
the product, other than that it offevs “the pause that refreshes.”

SPONSOR




Some

I-N-
[ - A\ J

Will

Sponsor Have This

Gentleman’s

Attention Soon.

Headed for Home and His

Radio’s ot When I’s Cold!

The temperature stays below zero.
The snow comes down by the foot.
That's winter in North Dakota. If
yvou were there, the chances are vou'd
be staving home with the radio just
like most evervone else.

But, what does this have to do with
time buving in New York or selling
cereal in Minneapolis? The answer is
an easy one, With North Dakotans
sticking close to home, now is the time
to tell your story and establish vour
brand. In many cases radio is the
only medium that consistently reaches
your potential customer in North Da-
kota while shopping lists are piling
up and new buying ideas are being
formed.

The latest
fuimbia’s

Co-

Ciarry

show  that
KSJB, will
North Dakota

SUrVeys
afliliate,
message o

your maost
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effectively. From 6:00 aan. nntil mid-
night. KSJB supplements Columbia®s
rich schedule with audienee building
local programs.

What's more, KSJI}'s management
is always on the alert to Keep their
local programming in time with lis-
tener’s likes. DProof of this can be
seen in the most recent surveys made
in seven of North Dakota's richest
central counties. Morning, noon and
night, KSJB vanks fivst,

Local, sponsor and station, promo-
tion is another important factor in
KSJB's success. Schedules are placed
in hometown papers in KSJB's pri-
mary listening area. These advertise-
ments stress, not only station eall let-
ters, but actual programs.

If your product is sold in The Da-
kotas you will want to get on this

mid-winter bandwagon. Your George
Hollinghery representative has avail-
abilities on KSJB, He will
to show you the latest arvea
too.

he glad
SUrvey,

KSJB's

—LATEST RATINGS

Morning Afternoon Evening

KSJB 544 465 49.6
Station A 18.0 21.4 235
Station B 19.3 25.5 17.7
All Others 8.3 6.6 9.2

Survey taken in  Stutsman,
Barnes, Grigges, Foster, Kidder,
Logan and LaMour ecountics,
North Dakota.

KSJB, 5000 Watts at 600 KC, the CBS Sta-
tion covering the top of the Nation. Studios
in Fargo and Jamestown, North Dakota.

15



To make tele

Buving televi=ion thme involves dozens of time- Providing vou with cach of these 36 items
con=uming details, To make the time buver’s  basie serviee of the best-informed televd
task a less harried one. NBC Spot Sales has  repres ntative i the mdnstry, vour NBC S|
assemibled a wealth of data, The information  salesman.

listedd at the right on all NBC Spot represented  Backed by the experience and know-how o

slations 1= vours [or a |ri|n1!l' call. nation’= first 1elevision network. atilizing

NB

reprosenfing felevision stations: WNBT  New York * WNBQ Chicogo * KNBH - Hel




MARKET INFORMATION

television set eirenlation
population in coverage area

radio famihes i elevision area
retail sales

""' i ':.'l i] 1 "lll'w

eneral merchandise sales
cllective buying income
counties within coveraee area
e=tumated total television andience

| loreeast of so i!:~|.!“.||i-r|:

STATION INFORMATION

[T program schedules

L] avatlability lists

L }buying easier o

Con |--llll--|:-~ riates

studio Copupnent watlable

PROGRAM INFORMATION

s ription of program f[ormat
photographs of talent and sel

[ brographies of walent
adjacencies

compeliiton

Ly pe ol audience

1.Jl'rlrl'.'= and surveys
[ audience response stories
i sUccess sloaries

(] promotion and merchandising

Ty e [ rates and contract terms
vertor facilities of NBC |'1:-;_-|.1|||1||||1;1 and
wuction. Research and Engincering—NBC GENERAL TELEVISION INFORMATION

2T SALES i: vour best souree for all spol audience suryeys

s . ] all U, S, television stations
Vision inforniton. rs

advertisers usine television
wation’s major television stations in the L] agencies handling television
techmeal data

Hon's major markets are represented by .
¥ Ithin

SPOT SALES

¥ YORK + CHICAGO * CLEVELAND * HOLLYWOOD + SAN FRANCISCO * WASHINGTON * DENVER

'!—Philadelphioc * WBZ.TV—Boston * WHNBK—Clevelond * WNBW—Woshington * WRGB Schenectody * WITVR Richmond

'fi\ Y .lIZ-[ [J]I‘.: -|'II}I|> "I]lliillill'lll_ cameras, «

Television Buvyer's Check: List



NORTH CAROLINA
IS THE SOUTH’S
No. 1 STATE

AND
NORTH
CAROLINA’S

No.1)
SALESMAN
S,

% WP T NBC
680 k.. AFFILIATE

RALElGH, North Carolina
National Representative FREE & PETERS INC.




BOARD OF DIRECTORS AND KEY EXECUTIVES OF BROADCAST MEASUREMENT BUREAU AT LAST PHOTOGRAPHED MEETING

The BMD dilemmi ... oo e

advertiser. and ageney pointgs of view be reconciled?

It's dificult 1o make a radio

4 station  manager see the
value of paying for research that has
the end result of losing business for
hinn. It's also diflicull 1o do
research that hurt
Not every station 1= as effective as the
next And it
affiliation, authorized

honest
doesu’t someane,

station. isn’t network
'Itl\\l'r. ar o any
other single factor that makes an out-
let gnu(|.

It was therefore to be expected that
the Broadeast

Measurement  Bureau

would have tough sledding.  In many
cases slation management was paying
for figures that they had 1o sell against
rather than with. In many cases, he-

cause couditions have changed radi-

28 FEBRUARY 1949

cally sinee the first BMB study was
made. the figures ean only he used with
the greatest caution. Sinee BMB re-
porls listening rather than engineering
coverage. as programs change so
change station lhistening arcas. 1t is
true that listening habits do not change
rapidly, except when a major program
{Jack Beuny i changes its network and
the change is promoted to the hilt
However. dialing habits do change.
network
great degree upon the attractions they

and stations  depeud 1o a
hroadeast.
The first BMDB sury ey

upon such a low common denomina-

Wwis ll.']_‘-f'll

tor that station< all over the pation

were hnrl, It indicated that distant

stations [frequently had a substantial
listening audicuee in the home county
ol other The low
tor was “onee-a-week” listening. 1t

outlets. denomina-
i= not unusual for distant stations to
have one or more programs with size-
able far-distant
It is unusnal. however. for auwdicnees
that

andiences in arecis.

to hsten consistently o stations

are [ramed with statie. as many re-

\udienees will li=
thut are not

maote stations are.

len to remole slalions
heard with adequate signals when they
can’l hear a “musl” program over a

local station. There 1= ample evidenee

that they do not streteh their cars con

sistently,
There are ecomcerted eflort=.  =onu
19



Eifect of mew DM measurement e evalwating listenmg . . .

with Hooper share-of-audience comparisons

]

; - dati ] This check de i 1 s i 1 i 1 This test survey was made
aone-station (oWl et mese o L one-station (oWl e e v e

where competition is strong during Oct.-Nov. 1948 where one station dominates days during Oct.-Nov. 1948
DAY Tolal weekly Composition of weekly audience Hooper DAY Total weekly —Camno;itian of \-ee!hr audience' Shara®®
Stailen audience 47" 3.5° 1.2* Share** Station audience §7° 3-5° 1.2* Hooper
KECA 36 g ;g l'g 53? KADA 98 79 10 9 52.8
KFl 92 5 i
KFXM 37 14 10 13 6.1 KRLD 36 15 12 9 8.1
KHJ 33 10 10 13 1.8
KITO 3 12 12 12 32 | KVOO 52 24 4 K 7.8
KNX 70 34 18 18 1.2 WFAA, WBAP 52 21 20 I 5.0
KPRO 68 26 22 20 8.7
KLAC 14 4 4 5 g WKY 67 32 20 15 16.6
KMPC 19 5 5 9 6.9 KOCY 10 | 6 3
NIGHT Total waekly Composition of weekl-,r_audFence_ Hooper NIGHT Total weekly Composition of weekly audience Hooper
Station _eudience §7* 3.5+ 1.2 Share** ; _Smr.ioﬁ_- audience 57" 3.5¢ -2 Share** f
KECA 37 b 14 17 2.4 KADA 93 54 25 14 57.6
KFI 92 56 28 8 45.2 KOMA 22 b 5 I 25
KFWB 1 | B b 0.8 KRLD 3 3 9 9 5&
KFXM 33 12 8 13 4.5 ' -
KHJ 29 9 9 11l 4.8 KVOO 36 13 9 14 8.9
Egg 3; 33 ;; ;:, g.g WFAA, WBAP 45 15 14 16 5.2

19.

KPRO 55 % 20 19 7.5 | &Y = e 3.7
KRNO : ) . 24 | WOAI 12 : 5 5 1.7
KMPC 14 2 3 9 7.8 WSM 10 10

*Listening, with number of times a week (Total radic homes equal 100).

foor

climinate the Broadeast Measuvement

nmdercover.  <ome all 1o see. 1o
Burean from the field of station meas-

Men like Fd Craney  feel.

and =0 states that the costs per radio

wretent,

family “hased opon DM hgures o
these lesser communitios are entirely
15-

an onlside station

ont of reason when onee-a-week
mimitle tune-in on
local  multi-hour

i~ judged  agains

dailv listening.™  Craney also explains
that sinee publicity has heen foeused
S0 being the minimum worth-
while BMBL o station with less than

S0 0s given <hort shrift by timebuyers,

Craney points to his KNL which has
a BN ol 27

and therefore is given the absent treat-

i Portland. Oregon,

ment by A Eeney men. Neverthe-

it has at least. on weekends, a

credinable share-of-audienee, Aceording

1o Hans Zeisel (MeCann-Frickson). a
27 BN trans=lates into less than a 5%
<hare-ol-andienee,

\geney execeutives and sponsors re-
quite fienres  one station coverage
1000 tele-

! ”Hil]u‘l i'- l]l“

\\Ilil'l] dra I'“!Il]h’ll.’llhl'ﬂ []I

|Il1t||1|‘ ity area~ O

Bvering  Listening  fignres which  are

20

comparable. sinee the Hooper base s
consistent. is identical in every area

total telephone homes, UL 5, Hoop-
crating  fizwes  admittedly  can’t - be
usedd for station coverage  purposes,
exeept i oa few ]mlllllnll.-- arcas where
the Hooper diary sample is so snfli-
cient that, combined with the coinei-
dental telephone sample. it presents a
lrne pic'lurl' ol who histens 1o what,

|[n||]ll'l makes station coverage re-
ports. but the ruby here 1= that he makes
them in the counties requested by the
station. and reports only total figures,
nol connty-hy-county figures. The re-
=olts natarally olsenre the true cover-
age of competing stations. amnd make it
dillicult Tor a timebuver truly 1o evalo-
ale stalion coverage in any one ler-
lil(;:'_\,

Hooper's invasion into the coverage
field i« of a protective natme. Every-
ane was zetling into the act. and sinee
Hooper was making area studies hased
upon mail hallots as well as diaries. he
spread into coverage. e tried o sell
the ddea of his making stwdies Tor
BN Bt Failesd,

offered the Co o Hooper organization

He also at one Lime

**Average share of audience [Total audience equals 100).

1o BMB—at a “fan™ profit [or Hooper
stockholders. of course,

The Broadeast Measurcment Bureau
has cost the radio industry (and that
indireetly means advertisers, since they
indirectly pay for evervthing that is
done in lulli\lll':l.hli]l_ul well over a mil-
lion dollavs for the first report. The
second reporl and the continuing cost
of keeping BMB as a going operation
hetween reporls are yunning into an-
other million,

Station management has questioned
the high salaries of several BMD exeen-
tives. and John Chuarelill (a1 225,000
a vear) and Phil Frank (at S12.500)
agreed to exit. with their replacements
costing the Industey thos T zero.
Ken DBaker. of the NABL succeeded
Churchill. with nothing added 1o his
NADB salary. and Phil Frank’s assist-
ant teok over the researeh organiza-
tion’s trade relations choves.

There has been considerable sound
and fury about the remaining high-
salaried executive of BMB ||II.;_'|I
Feltis. president. Feltis. with the help
of Harold Ryan. chairman  of the
Loard of BMI. s ||’-|mll.~i||||' for sell-
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ing the idea of BMB to the industry, he's a top-flight sales execative and a  the fieckd paid part of the costs. I
e has taken, both pablicly amd pri-  serappy sparkplug.  His hands have dsnt workivg  with BV with ouly
vately, intensive abuses. Many induse  heen tied rescarchwise. and he wouldnt the  broadeasters  paving  the  hills
try figures who wanted 1o vent their want it otherwise  but he’s being  (Money  was loaned by AAAN and
feclings against BMB. Lbut who didn’t  blamed for all BMB errors. a majority - AN o start BMBL huot this has Leen
want to appear to be anti an industry-  of which are not his. repaid. |

wide research Hl'].'.lili!.(llinm‘ have con- There s litle (que stion  that the There is extensive fu'ién_: in broal-

centrated their attacks on Feltis. formula of having an organization run east eireles that while stations and net

Feltis has. as far as possible. car- by the three lhliulinl sponients works ought to pay the hon's share
ricd out the dictates of the tripartite  broadeast advertising hasn't worked.  of BMB coverage-reparting  serviees,
board of directors of BMB. Agencies. It didn’t work with the Cooperative  the advertiser and the ageuey should
advertisers, and station exeeutives, as  \Analvsis  of  Broadeasting  (CAB)Y. pay at least a token fee far all the
well as a research advisory board, have  whiclh produced the now-discredited  fignres which BMB makes available to
actually detevimined research poliey for  Crossley  Ratings  for  network  pro- thene Use of BMB fizures is alinost
the BMB. Fehis has never elaimed arams. It dido’t wark with the CAB  entively by buyers of hroadeast ad
that he is a research man: actually. despite the fact that all segments of (Please turn to page Hil)

This test survey was made
in Rochesfer N.Y., several

This test survey was made
in Lancaster, Pa.,

I a two-station tow

it multiple-station town

days .-Nov, 1948 where local outlets dominate days during Oct.-Nov. 1948
DAY Total weekly ‘COI'_n.Dasiﬁnn_uf_wezlnl'r audience Hooper DAY Total weekly Composition of weekly audience Hooper
S_Ie_h? e audience A 5.7% 3.5¢ |-2° Share** Station - audience §7% 3.5° |2 Share**
WARC 60 20 21 19 11.1 WCAU 28 7 10 | 2.6
WHAM 87 50 26 11 25.7 WGAL 95 73 14 7 66.5
WHEC, WHEF 89 53 26 10 36.8 WLAN 78 47 23 8 20.6
WRNY, WOR 46 17 12 17 2.6
WRNY-FM 46 13 8 25 8.3 WCBS 8 2 3 2 b
WSAY 52 20 15 17 7.8 WJZ 37 ] 13 13
WVET 61 17 22 22 9.0 WNBC 13 4 5 4
Others 1.3 WORK 10 B 2 3
" NlG_H'T Total weekly CO"“PO"'"O" of ""k"f’ BUd‘!"“ Heoper NIGHT Total weekly c°“"9°5'"°" of weekly "‘-"d"““ Hoaper
“Slation — atdienfe_ 57" 3.5 1.2 Share** STM_iOn 2 audience b7 3.5¢ e Share*"
WARC 65 19 25 21 14.2 WCAU 30 4 11 15 2.9
WHAM 96 54 29 13 34.6 | WGAL 93 70 16 7 64.2
WHEC, WHEF 94 50 29 15 35.7 | WLAN 12 LA R 19
WOR 52 18 18 16 5.6
WSAY 49 16 12 21 6.5 WCBS ) 3 | 7 2.9
WVET 62 17 21 24 7.4 WJZ 44 ] 16 17
Others 1.6 WNBC 16 b 5 B

This test survey was made
in Nashville, Tenn., several
days during Oct.-Nov. 1948

This test survey was made
in Worcester, Mass., several
days during Oct.-Nov. 1948

i a five-station town i a four-station town -

DAY | Total weekly _C°'“P°‘T"°“ of weekly audience Hooper DAY Total weekly Composition of weekly audience Hooper
Station audience 6.7° 3.5 1.2 i Share** Station audience 87° 3.5¢ 1-2* Share®*
WKDA 79 42 18 19 21.3 WAAB 68 34 15 19 97 -
WLAC 79 42 20 17 21.2 WBZ 57 23 13 21 5.4
WMAK 61 25 17 19 11.1 WNEB 83 59 18 6 27.4
WSIX, WORC 81 33 25 23 13.3
WSIX-FM 79 41 18 20 19.5 WTAG,
WsM 87 48 19 20 26.6 WTAG-FM 21 64 18 9 41.5
Others 0.3 Others 2:7
!l_lGHT Total weekly _Cur:_'l_poﬁﬁorl ‘of weekly aud'lence_ Hooper NIGHT Total weekly _Carnpos?[i_on of weekly audience Hooper
Station audience 57° 35° I.2e Share “Station . audience 5.3 35 [-2* Share**
WKDA 75 36 19 20 12.8 WAAB 71 30 17 24 11.0
WLAC 87 41 24 22 23.6 WBZ 73 22 21 30 10.4
| WMAK 59 25 14 20 7.5 WNEB 74 46 15 13 14.1
WSIX, WORC 86 30 35 21 17.6
| WSIX-FM 85 32 30 23 20.0 WTAG,
'WSM i 96 50 25 21 25.5 WTAG-FM 94 63 20 1 44.7
' Others r 0.6 | Others 2.2
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Hlow

Stations

Merchandise

For some. notably WLW. mercehandising is big

200 of the sta-
tions thronghout the U.S, do

Less than

amy real merchandising. 1t's
It requires a permanent
stall.

hnow-how is almost as unportant as the

expensive.
merchandising Merchandising
budget.

Most ~tations do not feel that mer-
chandising a spon=ar’s produet is part
ol their *That.” far-
West station manager, ~is the provinee

jobs,

=vs a

rrf Ii'll' illl\l'l'ii.“l'i"'. Wl *n"lll'.‘- jrre r:nulil:il

business. here’s the record in part

We dont manufacture.
and they have no exeuse for expecting

departments,

us to merchandise.”

That 1= the stanee of the non-mer-
chandising On  the other
hand. there are the stations that do

stalions.

amazing merchandising jobs. They are
not merely advertising medinms. bul
sales tools. They not only bring news
of products to listeners. but also make
sure that the produets are available at
retailers in their areas. They take it

WLW's services

People's Advisary Council buying habit check

clude store modernization, consumer produci testing

-up and plenty besides

upon themsehes 1o obtain distribution
for advertisers. and then ta move the
products ofl the shelves,

For years all media has argoed that
merchandising 1= not
Nevertheless,  the  more  important
newspapers have maintained merchan-
dising departments which have helped

ils  provinee.

estabhish new products and keep olid
produocts in demand,

In greal ml-ti'npnlil:m marhets it may
be impossible to do a thorough mer-
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DISPLAYS IDENTIFYING ITEMS AS "ADVERTISED PRODUCTS," INCREASE SALES AS WELL AS REMIND LISTENERS OF STATIONS

chandising job. To adequately ac-
quainl every grocery ot tlet with a new

\"\\' \HIL

represents a

product in the Greater
Market

fantastic problem. On the other hand,

(50 mile radius)

il lh I)n-.\.I]JIt‘ Ly II|1‘|1'|I.‘II|I“.-|' i “I']l‘l'
tive portion of the market. WOV, under
H.{l'll}l Weil, does jllt-l that for the
Italian market.
wants to reach the transplanted sub-
jects of l",llrn|n"r- hoot. WOV makes
available to him a complete wholesale

When a manufacturer

< one nighl 2 week
« have an

« you'll learn medern :
methods of -

laarm ways to save money -«

route list and a complete retail route
list for his product (food. drug. ete,)
WOV will place displays in the storves,
and ui” even go so far as 1o arrang
(the correet Italian kind)
Lo ?-.'H'H.Ill{' and demaonstrate the |:rn|h|' L
(the latter is charged for).

WOV goes even further. Tt will run
a telephone quiz for either consumers

[li]' Illlull'ir

or retailers to i"‘\l'IlrIl acceplance for a
|||'udl|l'L This rfll'if. is addressed 1o both
telephone and non-telephone home and
Jl\}l!‘ lih‘
telephone home gets into the quiz act
is by sending a postal card 1o WOV
staling when and where the listener can

store  listeners. wit\ 1o

be reached at certain hours at a

friend’s home. the local candyv store.
ele.

The quiz is merchandising pure and
simple. The questions are alwayvs about
an advertised product. and are well
planted on the air hefore the phone
call.

IU's a version of the quiz that WO\
uses to sell itself to timebuvers., The
stalion _ that thes
will be ralled to answer a question
about a product advertised on WOV,
If they answer correctly. they receive

notifies timebnvers

85. I they don’t the five-spot goes Lo
inerease the money the next timebuy er
can win by answering the question,
s good Tun for timebuyers, just as

By special services WSAI creates tha feeling with grocers that it wants to sell for

it is for the ll.'ll%.tllvl;.l]l:l,';lj.:-' Hsteners
whom the station ecalls.
\nd it's top drawer merchandising.,
Reroved  from oreal mr-llnfmlil.m
areas. the merchandising job is not as<
dillicult.

usually not so widespread. and thus

\ul:-ll]riln}unlll.m arcas are

can be covered with less expense. .I"l'
merchandiser in the nation 5. hevond
much doubt. l‘.ln."}l'_\ tation WLW in
Cincinnati. Ohio, The station employ~
Marshall Terry
advertisers” pro
doing this for

an 1l-man stall under
to werchandise its
duets.
cight
Iit'lnl se=ame al rt
tailers, WLW runs retail-store moderni

has Dbeen

vears, o order 1o assure its

1t n[ an npen

zalion sessions for drug, srocery, and

other fields. Throughout the WLW
merchandisable  area. the station’s
modernization authorities haold  meet
ings  with  retailers,  helping  them
throw out outmoded costlyv-to-do-busi-
ness lavouls. WLW has no connection
with anv store fixture organization

bhut it has ]n-]!ual the ereat area il

serves retaill at a lower r-.-~|-]--;--n]'
than most of the rest of the US.A

WILW

has  inspired  two  rather
unique organizalions the Peaple’s
\dvisory Council. a grovp of 3.0
stratificd homes in ils area. wiiel
ports on consumer buving habits, and
(Please turn 1o page

them

i



1V in the dayime

! Nobody Knows the formula.

so (rial-and-ervor goes merrily on .
I Kindergarien sessions on WAED, N. Y., help mols

AFTER-SCHOOL SESSIONS GET GOOD VIEWING BY PARENTS AND CHILDREN. THIS ONE IS AIRED IN LOUISVILLE AT 3-3:30 P.M,

e ,E‘




Programs like these currently constitnte TV in the daytime

sduct testing is very good TV shopping

— T

Wy Davtime TV is advertis-
i@ ing’s last major [rontier,
and it advertisers are as

much pioneers as Danicl Boone, TV
during the daytime hours (7:00 a.n.
to 6:00 p.n.) s still on a semi-experi-
mental  basis at Dest. and s
realistically in the  test-tube
Hll\\('\'l‘l’. I|:!_\lilnl' T\ Ilil-"'- III‘I'II a hot

more

slaoe
slage.

topic in ageney, advertiser. amnd net-
work TV conversation recently. 1t also
heads the list of problems of many
TV station managers and station reps.

Oune reason for the vast amount of
erystal-gazing currently going on in
daytime TV is the ubiquitous famine
of daytime TV vrvesearch. No re-
searcher, ageney, station. or network
has as yet brought forth a definitive
study of the qualitative and quantita-
tive factors of the daytime TV audi-
ence or of the selling lactors involved,

Still. there is a general optimism
about the future of daytime TV that
was never true of the early days of
daytime radio. Advertisers are being
pressured by their agencies, their sales
departments. and even by their boards
of directors (few major business ex-
ecutives today in TV arcas are with-
out TV sets in their homes)
into daytime TV. Stations are being
needled by advertisers and by TV =t
retailers in their areas: networks are

g
to gel

The weather and time are two visual favorites

being heckled by stations and major
national advertisers to feed daytime
network TV serviee: and agencies find
internal pressure o initiate daytime
TV operations coming from hoth with-
i and without the lirm.

The 1919 TV plans of several major
advertisers. as well as their actunal
19183 expenditures in TV, serve as
straws in the wind to show how day-
time TV is affecting a considerable
amount of thinking with regard to the
visual medium.

Procter & Gamble, the country’s
largest spender in broadeast advertis-
ing. has already formed an amocha-
like subsidiary
structure—roeter & Gamble Produe-
tions, Ine.—to “take over radio, tele-
vision, and motion picture activities

within its corporate

which were previously handled Tor the
company by employvees in its advertis-
This million-dolla:
\\'|Iit'|l will

ing department™,
producing  subdivision,
work with P&G’s long string of agen-
cies and shows. is phase one of a long-
range PA&G plan for extended night-
time and daytime TV operations. 11
is nothing new. PAG has been work-
ing quietly since 1913 with an eye to
daytime TV, Minute-movies for “Duz”
| now lll'ill;_: <hown on !}Ii';llt'r sCrecns
in suburban commumties) were filmed
under the direet supervision of em-

Sight added to sound make better sidewalk interviews

|‘ill\l‘l':- now part of PAG Productions.
An  experimental  four-reel Gl for
“Drell”™ was made. based on oa plot
l\'|-ir‘;|} of PP8G soap operas. Lo deter-
mine whether the davtime formula of
the long-suffering serial heroine can
be adapted to a visual medinm, P8G's
official smokesereen states that “no
definite: program™ has been planned
for P8G daytime TV activities as vel,
but sources close to the Cineinnati
soap-making firm =ay that such plan-
ning is on an elaborate <cale that will
eventoally approach or surpass their
activitics in davtime radio when cost-
per-thousand  figures in davtime TV
reach the level P&G [eels it needs.
\nother major advertizser. Sterling
Droug. Ine.. which ranks with the top
spenders in AM radio (nearly a dozen
network nighttime and llil_\lillll’ shows.
plus large selective campaigns) is ac-
tively in daytime TV with a DuMuout
show called Okay Mother. Sterling.
like P’SCG, has big plans for furthe
davtime TV. The contract with Du-
Mont for the show ealls fn
than ten years of Dennis James™ ser-

no less

vices as masler of ceremonies on the
(Mon-Fri. 1-1:30
pmi ) audience participation show,
Sterling
missing a good bet in davtime TV,

( Please turn to page 12)

across-the-hoard

1= taking no chances on

HERE

IS

llchen sessions show how the food is used

Beauty culture instruction is better when you see it News tape makes daytime identification better




Metal Roofing

SPONSOR: Reynalds Metals Co.

AGENCY: Buchanan

CAPSULE CASE HISTORY: FReynolds

Cooley's “"Farm News Program."
resul
WHAS, Louisville PROGRAM: "“"Farm News Progream"

Water Systems

SPONSOR: F. E. Meyers & Bra. Co. AGENCY: Placed direct

CAPSULE CASE HISTORY: Objective sought by Mevyers,
makers of pumps and water systems, was the distribution
of a book of pump information and a booklet on farm
hints, av le to interested parties on request. Com
pany purchased fime on eight radio stations, including
WLS, and stated it would be happy if 5000 requests
were received via all eight. Firm's surprise can be
imagined when WLS alone turned over 7,707 requests
for the two booklets. Requests came in as the result of
26 programs running through the Autumn months.

WLS, Chicaga PROGRAM: Farm pragram

FARM s

Farm programs arve great direct
mail sale prodocess with cheelable

resulis like those

Arc Welders

SPONSOR: Miller Electric Ca. AGENCY: Placed direct

CAPSULE CASE HISTORY: Miller planned demonstration
clinics at which firm's new arc welders would be shown
and sold., One-minute announcements, supplemented by
newspaper advertising, were used. Results were over-
whelming, with clinics so well attended that welder sales
went above company's wildest expectations. Welders
cost $185.25 each, and 350 of them were sold in Illinois
within three months. Campaign put the company behind
in production to such an extent that Miller withdrew its
advertising until it could catch up.

WLS, Chicage PROGRAM: One-minute annauncements

Qil & Gasoline

SPONSOR: Standard Oil of Cal. AGENCY: BBD&O

CAPSULE CASE HISTORY: Standard QOil Company of
California was desirous of pushing its "Chevron'' farm
and specialty lubricating products (as well as its other

lines of lubricants) through distribution of a booklet
entitled "Standard Farm Guide." Company went on
KFI with Nelson Mclninch program, “Standard Farm
Highlights," In one month 8,000 direct inquiries had

been received by fation. That was only one part
ever Half that number (4,000) wenf

wdditionally direct to Standard Qil itself.

KFl, Las Angeles PROGRAM: "Standard Farm Highlights™

Machinery

SPONSOR: Sears-Raebuck AGENCY: Placed direct

CAPSULE CASE HISTORY: S-R store in Yankton, S. D.,
bought three one-minute announcements to advertise
20 pieces of farm machinery which the store wanted to
unload before inventory the following day. Within a
half-hour after the first announcement all 20 pieces were
sold, at $239.95 each. Advertising cost to sell $4.799
worth of machinery was only $21; cost-per-each unit was
$1.05. Store manager reported that he could have sold
more equipment if he had had it, with several dozen
people turned away.

WNAX, Yanktan, 5. D. PROGRAM: One-minute annauncement

Poultry Equipment

SPONSOR: Bussey Praducts Ca. Agency: Salem N. Baskin

CAPSULE CASE HISTORY: [ussey Products Cf_‘.-rnprﬂny. of
Chicago, manufacturers of poultry equipment, wanted

1 wdvertise the distribution n request, of a poultry
equipmen! taloque, ( mpany went on WJZ's [N*_"W
fork) participating "Farm News Program” at 6:6:30 in
th Ti ing .||.-r|| | ?'?.n ‘:F'u-in-_; n'n:h”‘ '1( |\'1f \* ar.
Recponse was extremd |__' ( } i"ll|“ ta the BU -‘y r om-
[aany wilh six a=miruTy innouncement IJrII'_{_:_‘]Irit‘] in d

| of 3.634 request from 26 st |f--'. Trn-. program has

baicod 2o imilar success storie far other o |rfirif'\‘1nf~.,

WJIZ, New York FROGRAM: "WJZ Farm News Pragram"

Equipment

SPONSOR: Gurney Seed & Nursery AGENCY: Ploced direct

CAPSULE CASE HISTORY: This Yankion, S. D., firm
sponsors a |5-minute program on WNAX four mornings
a week [early a.m. on Tuesday, Wednesday, and Thurs-
day;: before noon on Saturday). Show features old-time
music, with commercials worked in ad lib. On four broad-
casts seed fanning mills, selling for $75 each, were men-
tioned. Gurney received more than 200 orders, amount-
ing to over $15,000 -on $158.15 worth of advertising.
Cost-per-order: 80 cents. Every penny spent in adver-
tising resulted in a dollar in sales.

WNAX, Yanktan, S. D. PROGRAM: "Happy Jock"
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JEWELERS LIKE FINLAY-STRAUS DEVOTE ENTIRE WINDOW DISPLAYS TO SPEIDEL WATCHBANDS AND

"STOP THE w™MUSIC"

adio sells a watch hand v oo

into jewelry siores (o purchase a low-price gilt item

s People take ordinary items

of personal hardware very
casually: they don’t ask for
them by brand name: they neither
know whether there s a
brand name, That was the problem
the Speidel Corporation set out 1o

nor  care

solve last year,

It was a tough one, because S'l('i(ll'i‘i
principle product is wateh bracelets.
And to most people a wateh band sl
thought of as an ornament, as “jew-
elry”™. It isn't glamorous—it's in the
“useful” category; in other words—
like hardware,

Dynamic Paul Levinger. the com-
pany’s gencral manager. was deler-
mined to (']l:m;_n' that. [lis ;_'u;ﬂ was
to have people walking into jewelry
stores and asking for Speidel watch
bands. Surveys by jeweler associations
and relailers had already shown that
most people don’t go into a jewelry
store 1o buy low or medium-priced

28 FEBRUARY 1949

the bracelet maodels the
company pushes. from 38.95 1o $13.50.
fall into that elass.

I'.i]'.-l II[ ﬂ“. f‘;ln‘illl'l u”il'i.‘il.\ lll’l'illl'll.
il they wanted to make their specialty
an “asked for™ item. they would have
to establish the Speidel name. To do
lili& ll'll'\' (II‘(';lll'll Lo |.'lkl‘ ll]i‘il' ])illlt}r
out of the “hardware™ class by glamaor-

items —— and

izing them, building them up as ideal
aifts,

An initial step in this direction was
taken in 1946 when the company ear-
marked some 8150,000 [or ad-manager
Harold A. “u:-l'rlquir-t lo -|rl'nl] for the
firm's first national advertising.  Full
pages appeared in Life and Ladies’
Home Journal. 1n 1947 the appropria-
tion was doubled and again full pages,
s=0nie iil I'nur l‘lllll]':&_ |](‘|}u'l| }nliifl :‘;lll‘l-
del prestige with retailers and jolibers.
3t still bt walk
jewelry shops and ask for “that Speidel

customers into

walch band | saw advertised . . .7

It was clear that an additional adyer-
tising approach wouald be necessary in
order to make people think of Speidel
walch bands as gifts—and go o jew-
eley stores and ask for them by name.
About 5600.000 was set aside for the
jnll i.II l‘_”{;,

Levinger and Rosenquist figured if
theyv could increase the traffic in jew-
elry stores by making people go there
to ask for their wateh bands, jewelers
would naturally tend to push the entire
Speidel line. They also felt that job-
bers. to whom the company sells ex-
clusively, would also do their best for
the line.

At this point. ageneyman David (.
Lvon. Jr.. of Cecil & Presbrev. New
York. stepped off the train in Provi.
dence, 1., costime j--\\rt:'\' r'.L]:jI.!] of
the world, to talk business with Spei-
del officials. Nothing came of this ini-
tial contacl.

1 Please turn 1o page 59
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ELEVEN

SERIES

PART

TRASCRIPTION PRODUCERY

The

“Less than 257 of the na-
tion's stations do anvthing

: about sclling programs.” Al-
though this is as much the lament of
the Federal Communications Commis-
ston as it is of all program producers.
it is a major gripe of the men who
record and sell the transeribed hroad-
cast entertannnent of the TS0,
“Most of the transeriptions that we
have on the air have heen sold by onr
sales stadl ddirect 1o the .-||n|l:-l|l'.h -
plains the sales vope of one of the
Organizi-
“*When we

sooinlo a lown we |1|;1\ our lop elos

higgest recorded  program

tions located in the East.

for station excentives, amd when they
like them they cencrally 1ell us their

available time and “sngeest” we go and

sign up a sponsor.  Sowetimes they'll
lielp by giving vs a hist of prospects.
bt just as often they el ns that
we're on our own, 1S trae that some
of onr top programs do cost adyver-
tisers more than time, bt in most
cases the slations colleet the largest
chunk of the time-and-talent hill, Sta-
tion execentives talk as thonsh they
realize that programs wmake or break
i hroadeaster. bot they do very litle
that

thev really mean what they re saying,

to convinee the astute ohserver
\nanalysis of the salaries paid pro-
cram manavers ol all the stations in
the country will indicate they are the
fowest-paid ol all station policy men.
The
twice what progrant managers colleet.

“Where there is a station with an

aggressive program poliey its safe 1o

averace slation salesman  makes

Lt that the station manazer himsell
rns e programing of the outlet, Re-
centhy a0 50000watt station i e
Middle West refosed 1o (LN 25 for a
~uslaininge with  the
moent, el we'll rake the netwark =us-

|I|U'_"I'illll. con-

28

station reaps the harvest. but generally

expects the disk salesman (o mak

tainer for free’. This despite the fact
that the program in I]H!‘:'-liilll had won
awards and had a good opportunity of
being sokd after it had been on the
air for a few weeks.

“Transeribing has made programs
of better than network quality avail-
able 1o sponsors all over the nation.
They have succeeded in most cases in
spite of the stations over which they
were heard.”

Althongh  transeriptions  for years
have heen indistingnishable from live
or nelwork programs. they have had
to carry the FCC 1ag of being aired
Of recent days the
quality has heen 2o good that even
the transeviption announcement hasn't

via transeription,

hort the ratings received by the pro-
grams. and they’ve topped many top-
vanking live programs.  Nevertheless.
transeription producers  lament  the
fact that they have had 10 Live down
the onus of :—l'”ill_!_'
nenl.
“Many
agenl Tor el s who Ilc';ll]lilmlll‘l‘:‘ in
without
telling the sponsor the program he was

“canned” entertain-

of our sales.” states a sales

Chicago, “have been made
auditioning was 1o be broadeast from
vecords,  Only alter he was zold on
the program have we [requently told
an advertiser the program woukld come
to his station on platters, We did this
only because we had learned 1o om
Bitter \
CIsSes onee we |ll}1| H| |u:':l| .'lil\'l'l'li:-l‘l'

dissatisfaction  that o mam
that we wanted to sell him a recorded
program he wouldo't listen. It isn’t
hecanse the networks
accepting  transeribed

for coast-to-coast airing. amnd  adver-

0 hard today

are JHrOETns
tisers have heen educated o the Tact
s hetter when iCs transeribed.”

A transeription producer= joly s

never done.” states one distributor of

et TOT M e | e ———m o

disks.  “After we've «old a program
we have the jobh of convineing the
sponsor and the station that it has 10
he promoted. No malter how fine a
transeribed show s, il's a dead duck
il the station schedules it on the air
and then lets it develop by itself s
own habit of Lstening.  Many of our
sales are made 1o advertisers who are
Thev are trained
to buving advertising and then ex-
pecting the advertising to produce re-
sults.  Broadeasting has 1o he nursed

not  radio-minded.

to produce its maximum resulis. The
best programs are seldom sclf-starters.
When they're promoted. on and off
the air. they outsell any other adver-
tising  medinm, They  wvsually  pro-
duce. regardless of  promotion. hul
broadeasting  generally is not a fast
starter. ﬂnl_\ announcenments. which
ride on the coatails of successful net-
work or local programs, prodoce over
night. and then only via saturation
hroadeasting.  Some  stations do a
greal promotional joh. some are thumh
twiddlers.  Sponsors [or the most part
can’t be v\[uw'h'.] Lo promote a hroad-
cast program.  That’s not their job.
However. we've learned by experience
that have 1o
[oree stations to do an active promo-

wie goose  sponsors o
tional job on a transeribed program,
For some veason stations regard a
transeription in the same light as a
network program, and they have a ‘lel
George do " attitude on promoting
H we don’t furnish and inspire
||'Il' ]'Fl‘ilTlllll'i"l'l I)[ our |I'i|ll.“l.'l'”l|'l| pro-
they're Of
course. there are exceptions. but vou

them.

LTS, nol  promaoted.
can’t run a husiness on exceptions.”

“*One of our problems with hizger
laments the president of a
suceessful et producing organization.

“is that they don’t like the faet tha

AZCNCICS,
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ANENT

he sa le

they can’t meddle with a transeribed
program, they can’t claim credit for
having supervised its production and
having made it a better velicle. Some
of the biggest agencies have never
created a  program  themselves, Dbut
lhl‘_\‘ have m:m;l_:_:l'cl Lo kt'e'p that [act
from their clients or have sold clients
on the fact that ‘what we've done on
the prograin is what has made it the
success that it is.” When an agency
buys a transcribed program for a
number of stations it has to take it as
it is and just can’t get into the pro-
ducing act. That’s why some agencies
have never bought a single open-end
transeription, and why they insist on
recording their own programs when
a recorded program (hecause of spot-
ty distribution or other factors) is
called for. It's interesting to note.
however. that no ageney has ever cre-
ated a top-drawer transeription pro-
eram that has lived. And they've
practically all had a try at it. Pro-
ducing transeriptions is a big-time job.
It's the job of a specialist. While some
agencies and networks have produced
creditable  recorded  programs.  the
really successful open-end programs
have been produced by firms that make
transeribing syndicated programs their
entire job. I somebody could devise
a way of permitting agencies to get
credit for producing our open-end pro-
,',:rilm.k \\'l'-d .‘"‘t'“ a 5_.'.1'!‘:].[ ]II("]_\ nmore
than we do.”

Transeription  organizations have
little to gripe about talent, While there
is feeling among union members that
r('l“fll‘l]t’_‘d ]:rﬂ;,{l’;illl.-i lﬂkl" jllll!‘- {]\\':]‘\'
from both musical and acting talent,
there was little evidence during the
American Federation of Musicans’ re-
cording ban that jobs in radio in-

(Please turn to page 37)
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Problems with agencies

2

D
0.

They wiant to tie up series without gnarantees

There's no prior planning as far as the use ol tran-
seriptions is concerned

They frequently add a handling charge in addition
to their 159, commission. thns making transerviptions
('0.-!'_\' 10 Sponsors

They seldom plan commercials that integrate them-
selves with transeriptions

They'd rather produce their own transeriptions

Fhev only use transerviptions when they're foreed 1o

Problems with elients

D.

6.

8.

They see no glamor in transeriptions

They're usually price.conscions when they see it's on
record

They only buy what appeals to them personally

I's very diflienlt 1o make them see that broadeasting
is a business

I's costly 1o sell transeriptions 1o advertisers which
in turn inereases the cost of the program to sponsors
It"s twice as diflicult 10 sell a elient on promoting a
transeribed program as it is a live show. It's tongh
enough to sell him on the laner,

Persnading a client 1o key his transeribed programs
so that he'll know his vesults is diflicult

Client can’t take customers to the broadeast of a tran-

seribed program. Thus the show-ofl pride of owner-
ship is missing

Problems with medinm

9

-

68

Stations won't go ont and sell transerviptions. vet they
beeome angry when a tramseription salesman won™t
sell their outlets along with the recorded program

Stations have 1o be foreed 1o promote a transeribed
shrow

Only recently has broadeasting generally admitted tha
transeriptions are as good if not bhenter than network
programns

Stations are too price-tag conscions on transeriptions
It's practically impossible 10 obtain longterm com-
mitments for transeriptions: thns, most series are oo
short to build faithful habits of listening

Too few trimseription compinies are bnilt upon solid
foundationss thus. the leaders suffer for the fanlts of
the hitehhikers

The risks are great, the profits small
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Singin® Sam

the man behind over 200 Successful sales curves

\ R T O A v e e e e

; : For the sponsor iterested in sales, Singin® Sami presents a unigue

RS G OO WO T T SON ek N0 B I I e )

HARHERN YA E NN

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

like Sam . . . uever hefore a program series with such an outstanding

PEE L

record of major sales guceesses unbroken by a single failure,

These are strong  statements  that carry  tremendons  weight  with

prospeetive programt purchasers . . . if supported by facts. And

fucts we have in abundance . . . high Hoopers, congratulatory letters.

expressions of real appreciation by advertisers themselves. aectual

S

hefore and after storvies backed with  the eonerete fignres.

This 15-minute transeribed programe series is the show

vou need to prodnee results. Write. wire, or telephone

TSI for full details.  Despite Singin® Sam’s tremendous

popularity and pull. the show is reasonably priced.

: B 81
gt : 55 0 5 508 5 : -+t NEBEmEE EREE
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3 ingin® Sam—America’s greatest

radio salesman. Assisted by Charlie

Magnante and his orehestra and

the justly famous Mullen Sisters.

Write for information on these TSI shows

Mr. Rumple Bumple

Toby s Corntussel News

The Drecam Weaver

.
.
® Life in the Great Outdoors
L]
.

Mike'ing Histors

TRANSCRIPTION SALES, INC.,

New York—47 West 56th St.. Co. 5-1544

Hollywood — 6381 Hollywood Blvd., Hollywood 5600

o
o
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117 West High St.
Springfield, Ohio
Telephone 2-4974

Chicago—612 N. Michigan Ave.. Superior 3053
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Pride of th

good community relations for corporations. Ic°s

being achieved in many places

Spartan | Shield

Wal HL hs ‘l"ll"

465 Spartan MI”S Workers
- To Recelve Service Awards

THEY'LL ENTERTAIN FOR SPARTAN Program s
Scheduled
August 23

FEmployes
in |he " 3
Mills for continunns. perinds

art or longer will

ATl 1 gl

b
v ol Sparian Mu e
theer smphayment with

Grand Ole Opry' Program Wdl .
Be Presented At Snyder F!efd AbOUt the Prograrn

;l- '5‘h|li|‘f Extra —|

23 Serw pr
|| =il b bl shrd ernt s
|| Present plans eall for this
wirs fo be dutributed fo
|| gisres om Friday, Auevat
| r..d., belore the pra-

M N | ' Wateh fur this extral 12

iz
¥
{
g
1
¥

|| bratiom, wharh youtl wamt
amyany wiil|| 1o know

Community relations broadcast advertising must be as vfh_-chvcly promoted as any other form of airing

32

From Puerto Rico to Maine.
from Hollywoud to Spartan-
: hurg, . C.. broadeast adver-
ll'-m" lends a |||~I}||n" hand in building

gmn(] llllpiil‘”t illll!tllll!lll_\ I‘t|dllml:-.
The methods vary, but the end results
are the same—the integration of a
manufacturing plant and its employees
into the eommunity life of a town.
That's the surface result of a broad-
cast  advertising  campaign.  Beneath
the surfaee there are many other eflects
that a well-integrated  community-re-
lations broadeast campaign can have
for a sponsor. It can case the way of
a sponsor [or speecial zoning and ease-
ment rights. 1t can make employment
al the plant something to be desired.
It can correct a negalive veaclion
which an ill-advised labor relations
poliey has created in a eity, as in the
case of Yale and Towne and Stamford.
Conn. It ean iuspire workers who do
a better ju]r to do sull better via
broadeast “service” awards as aired
by Spartan and Beaumont Mills. Spait-
enburg. 5. €. These broadeasts were
wol  just “lor God. Country. and
Spartan.” but good entertainment with
top-Might talent and a fish fry or bar-
hecue. In the South where textile mill
invasions hayve been suspeet, generally
considered attempts 1o avoid nuioniza-
Lo, llli SCrViee awards (o t‘lllp{n}'l‘l'.-‘
with five 1o 30 years of COMPANY SCrvs
e removed any ol the flight-from-
labor-trouble stigma that has heeome
altached 1o other nr;_';lnimliull-. 5]);“'-
tan’s president and treasurer, Walter
S, Montgomery.  made  presentation
talks which were hroadeast. and Spar-
tan  and  Beawmont  became parl of
Spartanburg. S. C. These mills were
nol new 1o the South. and some of the
\\nllu'l'r-. were !Jlllllll on 1]|I' |lrll:l(}l':2:-lb
{ Please turn to page 4t)
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HOW TO TURN BILLING INTO COOING...

Agencies...When talent budgets are slim, Capitol's great

Transcription Library can furnish you with a variety of shows to suit

all types of sponsors. The cost is little or nothing. Buy the same

show in a number of markets or different shows for different audiences.

The attached coupon will bring you the full details of this unique

plan for “selective market” radio broadcasting.

LLIEHE TRANSCRIPTIONS

LIBRARY PROGRAM
SERVICE

AL VR PAT: 0,

A Division of Copitel Records

Capitol Transcriptions
Sunset and Vine, Dept. S2
Hollywood 28, California

Rush information on use of Capitol Transcriptions
for building shows in selective markets.

Name e ——
Company — _Position_—____—
Street -

City State



Despite an expected seasonal upsurge. January placement of selec-
tive broadeast advertising as indexed by the Rorabaugh Report
continuned downe the fourth month of the decline. Some stutions
continue to do better. hut the total over-all business is down. nl'llg_::-
took a hetter than seasonal jump from 159 10 202, doubling its ayer-
age month,  Food, Automotive, and Miscellaneous classifications
were ofl -|i_'_1|ll}_\ (from 5 to 31 l)llilll"'l. The Middle-Atlantic and
Southern areas are holding thetr own. remaining at their approxi-
mate December level. This isnt good. hut it"s hetter than the country
as a whole. March seems to be the month for Automotive selective !
placement. with DeSoto. Dodge, Plymouth, Ford (starting 21 Febiru-

Based upon the number of programs and an- . . . 5 X p %
nouncements placed by sponsors with stations ary ) scheduling intensive campaigns in over 200 markets, Questions

and indesed by Rorabaugh Report on Sel- i . il gl . AL S e : . i
nds ol busmess 1A 1 £ i ire ] = e 8 )
el By ooy Bt i Bl i n the mine management are holding up spending of

47-July '48 are averaged as a base of 100 allocated Tiunds.

[ SEP | OCT | NOV | DEC | JAN |_FeB

Based upon reports from 202 * Sponsors
250—

N 2
200 — N J//’///%//// /
=5 v 9 /

- ” ; y
Bas1985 %

150 —
L el e - = i B T | T Ay ATl Bgesrage = 1000%:
50— 60 | |

Trends by Geographical Areas 1948-1949 Trends by Industry Classifications 194 8-1949
B o] o [oc oo L] el ool i IR T o o] axcl vl ant e ]|
2504 2,557,900 Radio families - | t,:‘,,,.y_.,l_,,,.,_?_ 250 { 74 Sponsors reporting |
b New _Ensland f‘:‘: ] -
1501 100 —_— — === —=|—— _‘-??'Ts_l__lui_oo_o“/_
J <48 average -—= .0%
T (- . = [ 85 | 86 [ 74 [72 171 | N W
'47-'48 average  100.09, 250 4 26 Sponsors reporting b
52
- I
9501 8,352,100 Radio familics PN S Dl sy [ ]
1 3 . 100 4— —
200 1 Middie Ai!anﬁc 50 3 35
150 4 Sponsors reporting
100 4——|— = ! | e
e — T 3 H
250 1 12,325,000 Radio families 75 [ g MO
b 50 13 Sponsors reporting
200 1 i 200
150 1 150 4
1 0D it b o i | [ i — L e W
100 1 — 3 5] 53 1 35 | 36
56
50 | 950 1 4 Sponsors reporting

250 1 11,399,000 Radio families

200
150 4

IDO- — — — - — —— —_—— -
) 55 | 56

50

950 1 5,296,000 Radio families

200 -

150 A

*For this total a sponsor is regarded as a single corporate entity no matter how many diverse divisions it may include. In the industry reports,
however, the same sponsor may be reported under a number of classifications.
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® In next issne: TV Trends

e R o o WS A




JOHN
BLAIR

£ COMPANY

REPRESENTING LEADING RADIO STATIONS

28 FEBRUARY 1949

® We hope you've seen the fine new bookler of the NARSR#,
“Spot Broadcasting lets Y ou decide.” It's a honey—and as a
member of NARSR, we're proud of it.

It repeats a lot of what we've been preaching for years: That
Spot Radio gives you your choice of stations, times, markets.
That you pick the best programs in each market, the right
selling message for every program. That you can reach either
one small county or the entire conntry . . . spend just what you
can afford . . . and make every single dollar work and work
and WORK for you!

Ask your John Blair man to show you this excellent bookler.

You'll profit by it . .. and you'll enjoy it. Ask him today!

Dffices in Chicago . New York « Oetroit « St Louvis « Los Angeles « San Francisco

*Nartional Association of Radio Sration Representatives
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Produces?

One  Philadelphia advertising

ageney, Cox oand Tanz, (lives

Example rieht arowmd the corner! 1 is enr-

rently placing 17 of its elients on
# 12 WIIr . . . sure enouch means
the ageney knows that “WIP

I'[ nu] e ‘--1

WIP

Philadelphia
Basie Mutual

Represented Nationally

by
EDWARD PETRY & CO.

STATION MERCHANDISING

fContinued jrom page 23)
the  WLW  Consumers  Foundation
which investizates and reporls  on
produet likes and dislikes. The ad
VISOTY  group Lll']-- WLW advertisers
informed on buving trends

Besides the rescarch  activities
which are e publicized, WLW puls-
lishes S| 1al  ne WspapHers for each
scgment of the retailing industry, has
frield men who help achieve distribu-
tion, and plans a nomber of regular
!miuI of-<ale promotions both for pro-
duet groups and for individual ad
Virrlisoers, |\'l--||'.{| were WLW s General
Mills and General Foods “weeks.™
Hundreds of stores displayed <tacks of
GAM oand GF products with special dis-
plavs. Sale inereases were traced 1o
Lhe displays and the mipetus which the
“weeks” zive to the firms’ E-I-I-illl1-.

Because WLW s =0 promotion-
mmded, many stations in s area are
also  merchandising-minded.  This is
csenerally noted throughout the broad-
vasting industrv. Where one stalion is
cspectally conscrous of the sales [iro-
motion facts of Liroadeast ;lii\i'Ill-il]:_’.
many other stations become merchan-
distng-nninded. WSAL (Hformerly owned
by Crosley and now a Marshall Field
ation ! lias an energetie campaign
coing under the direction of Manager
Bob Sampson. WAL is sponsoring a
retatl sales traimming course whieh is
reaching 2150 retatl  food  ontlets.
Ihese ontlets use u|i-!aL|\- winiel
np with W=Al -pnrr:u-lrn} 11rn:|i|r'[-
WAL sells its Jon Arthur program
for instance. on the has=is that with two
annonncements an advertiser recenves:
newspaper advertising on the show
bus amd street ecards, taxt tire covers,
hillboards, and |-l-}||1 of-sale ;lll\t'lll-
g,

WING in Daston is a promotional-
minded station. as are all the Pat Wil-
liams manaced outlers, As Ruth R.
Krause. merchandising consultant for
the station. expresses ql, n the Lionel
B. Moses manner, “advertising hrings
people to the prodoet. bt merchandis-
ing hrings the |||..¢{||:r to the iu-ulnin

When the Chelsea  erzaretle was
breing sold via the Gy Lombarvdo pro-
aram. WING semt costumed models
through Davton’s <hopping areas to

distribote gunouncenents of the * Name

1 Song contest, This bringing mer

U ll.llllli-rlll',_' Lis |||1 1-r'.||nil' | s0e Cover ui

this issue) is |_\|ri|';1] of WING,
(Please turn to page 1)
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E. T. PRODUCERS' LAMENT

(Continued from page 29)

ereased because of the ban.  Talent
eenerally likes  transeribing  because
i's able to do a number of programs
at one session and thus increase. at
least for a short time. its carning power
per week,  In many ecases, a good
recorded program has led to other
good jobs. and everybody's happy.
The recording scale is not much higher
than network fees. and eramming a
number of programs into one session
makes possible a  eost-per-program
that’s really lower than a live airing.

Transeription companies do lament
the faet that small oreanizations con-
tinue to sell programs which were
made in the Noal's Ark days of re-
cording. They run into these bar-
gains when they try o sell a 1919
transeription series.  What nakes it
worse for them is the fact that fre-
quently the aneient series ineludes

W'
YOU

GOTTA BE
HEADS-UP

IN
COIN (Ky.)!

‘essiree yon've got K‘In )il:::
ssi .o Y e %
;::l‘rfl in towns h:nc (::111 (l“, e

i r oL ni : " 5
m“kcn:: 1:‘1:::‘_ “eents | in ATYINE:
we can'l see an)

If yon really like ll:
s'll\"('r, }'nn'd h;:‘ucr ‘\ﬂ..‘
isvi Trading Ared
Lollh“}l";ert-'s more imcome mu‘l
cash in this onc grea
5 han in all the rest

lled together.
i ath WAYE.

i is nunt with

e ““: “!“ T keys 1o almost
e i rea.
\\'cr\' door and ear M “m-:m“—

c\‘"t\\'r'l‘* costs less, and nmakes )

£ - bl B

L P
dollars talk! ]
LQUISVI'I-I-E S

wWAY

xe
RBC AFFILIATE .. 5000 WATTS . - 810
FREE & P

¢ jingle of
tick o the

sively.
outgo of
trading zone 1
of the State ¢
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T & . oraWHB in Kansase:;
The Swingis toWI} 2208 Gy

\‘-\_______—‘_-____—_______'—--"_.— -

f
16

The
1949 SWING Girl
Miss Vera Ralston

* MARKET...WHB's Golden Kansas City Marketland
is a transportation and distribution hub, agricultural capi-
tal, the home of muldi-billion dollar industries. Complete
data on request.

* AUDIENCE...WHB's 27 years of aggressive
broadcasting have won 3% million listeners who
swing to 710 for fresh, friendly entertainment and

solid buying tips.
Y PROMOTION. .. \WHB's alere experts
advertise, merchandise and promote your prod-
uct to bring resules that will leave you gasping.

DON DAVIS

@[ﬁm ' PRESIDENT  gmy

JOHN T. SCHILLING :
Em GENERAL MANAGER <
AT LT

e
JOHN BLAIR & CO.

MUTUAL NETWORK + 710 KILOCYCLES » 5.000 WATTS NIGHT
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~ame ol the very names they have on
their offerings. Many of the reputable
like

wide rule that would foree recording

transeribers  would an nduostry-
oreanizalions 1o |||.l|'u the date of the

tecording on every label. There are

others who contend thal o transevip-
tion made during the past few years
will D just as zood ten vears from
mow a~ il i= todav. They're against
willing to take
azains

\";l]‘-l:ll"'!ill_‘_'. ;lrlll are
their chances selling aneiend
recordings,

“One of our great problems inore-
cording open-end transeriptions is the

fact that stations do not abide by any
code INAB or otherwise) on counner-
cral time.” states a West Coast tran-
“The result is that we have
to plan for a flexibility that gives the
maxinum advertiser should
expeel. and still plan the open-end

f-i'!'n!l'['.

lime an
1ir|1ing so that an adventiser wanting
to stick o the indostry code can use a
minimum of advertising and still have
an ellective. well-timed program. That
somels easyv. It isn’t. We'lve licked
i but we'd all he better oll. in the
recording  industry. if a wits
lived i o,

(‘nlll'

Yes

out the big event.

the nation's 27th market,

any minute now KMAC will be the proud possessor of a
nice [t 5,000 watts, unlmited, at 630 .
And along with s, there's an audience of one
and onec-quarter MILLION awaiting the new arrwval L, . here in

Let Pearson give you the detals!

MBS x TSN
MUTUAL IN SAN ANTONIO

KMAC-KISS

Howard W. (Papa) Davis, owner

Represented Nationally by John E. Pearson Company

.. and we're all sweating
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‘l‘}“’]"' i?‘ oune |Jf”}?]l’|" “'hil.'ll rél('('ﬁ
transeriplion organizations which faces

everyhody who sells programs.  Ad-
vertizers buy what they like and not
what will =ell their products or serv-

ices, 1t was the exeeption to this rule
that built the great firms of Procter
& Gamble, American Home Products,
Sterling Drug, and the few other con-
sistent users of davtime radio.  1f
they had bought onle what their ad-
vertising departments enjoyed person-
ally. they'd never have found the day-
time  scrial which delivered
lower cost sales than any medium.
The local and regional sponsor
would like to buy a program that
would oive hun prestige. Frequently
hie buys such a program and it doesnt
produce sales,  1le blames the medium
and [requently transeriptions also. A

(Il'\ il'l1

giant corporation can often buy a
prestige program and not =uffer oo
much by the purchase. The organiza-
tion that requires direct sales can’t
allord a good-will offering.  One of
the reasons why the Frederie Ziv or-
genization went into producing pres-

tige items  like  Bonald  Colman’s
Favorite Story was becanse it had

arown tired klm:'kin;_' itsell om .-'al"”illg
shows that did great selling jobs for
sponsors but didu’t 1ift the advertiser’s
eeo.  Ziv in Favorite Story combined
a class formula with enough promo-
tion and star appeal 1o both sell and
wratify the
tisers. Transeription producers lament
that they have to keep hoth sales effec-
tiveness and man’s vanity in mind

“hig shot™ desire of adver-

every time they record a new program.
1T thes don’t and the result is a show
without class that sells like the devil,
it costs them 1on much to selb it and
te keep it sold to advertisers. 1t has
prestige withomt sock  sales  appeal,
then it seldom wins renewals and sell-
ing one 13-time series doesn’t pay ofl,

“Transeription production is a hig.
an expensive husiness.” points out the
treasurer of a nationwide et produc-
“Muost have
all our profits tied up in naster record-
ings and  pressing while we  worry

ing corporation, of us

about how soon TV is going 1o take
over. One thing most of ns are cer-
tain of 1= that television will move in
on the networks long hefore it hits
AL least
Lo
Before & aan. viewing is
Daytime viewing is

I-l'uault'nr-lin;: al a lovcal level,
that is what current SUPVEeYs stem
indicate.
practically  nil,

still 0 great big question-mark. (71
(Please tuwrn to page 12)
SPONSOR
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GRAND COULEE DAM

. largest there is, supplies power for Northwest
industry to the humming tune of 15 billion kilowatt
hours of electrical energy. Thot's power for (among
many others) the great aluminum plants which pro-
duce half the nation’s primary aluminum!

S =
—_— V= BUYING TIME ON KIJR

. you reach 1,178,303 listeners in a market that's
industrially alive — unlimited — growing!
"“And the beouty of it is,” KJR's 5000 watts at 950 ke.
penetrate this market with 90% covercge of the
important area reached by any 50,000 watts —at?
for more economical rates! Comparison proves”
KJR's plus value to any advertiser in the Puget Sound
country!

For more ‘‘beautiful"’ facts, talk with AVERY-KNODEL, Inc.
* Check your B.M B.

ep/c//élld/ﬁ'// f%a///’/ﬂ// for Western Washington

An Affiliate of the American Broadcasting Company
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The

Picked Panel
answers

Mr. Boyd

Then

can re-enlerge as

(‘-1l;|||1|_\

a strong selling
factor in TV . ..
;3.“L
""|1|II‘1'|I'I’
The Howdy
“m‘uf\ .\-hnn (11
NBCTV. We've
had  plemy ol
prool  already.
You might not think that Polaroid TV
Filters conld e sold through a ehil-
SO.000
a period when Polaraid

A u{ us
with

dren’s show- Lt about were
<old during
was sponsoring a segment of the show.
The Unigque Art Miz, Co., now spon-
surtng a 15-minute weeklv portion of
the show. ean tell a spectacular story
of skyrocketing sales traccable divecthy
to this TV advertising, We hear con-
tinually of parems bringing chililien
o toy =toves with Jonior shouting:
“Mama! | want a Unigoe toy!”
-|'|rl' |I|:l|~.l-|" -.I‘ \]-‘1-:;“ <'.‘|l'nl_\ hars

a1 now  Sponsering o |u|llinl| ol
Huh HI\ .“nm."\ " ”Ii' Ill” \“{ ..-'l.\
network because a hveswoeek st ton

WABT. New York. onlyv ., oflering a
Laviat™ for WEAeTs
broneht v o total of wmore than 2.000

WI .'}| llll'l’.".

“I!II!IIII!III'_’ i

1] =CCIS s 1||uli;._'|l Wi I].‘I\t' IIHII\
to mention a thing in passing on

Howdy Doody e thonsands of Kl

spring into action. One day recently

40

Mr. Spons;)r asks...

CPrograms appealing solely 10 the 6-12 year olds

(Unele Don™. ete) have virtnally disappeared (rom

radio. Can they re-emerge as a selling factor in 1ele-

viston?”’

R. Stewart Boyd

we had o contest, with two Kids from
the

Lvoamn

“peanutl gallery™
milk cartons,

building trains
For days after-
ward we were swamped with calls and

letters inguiring  where the  chassis
wheels  for the eartons could be
Lought,

The kids

esl ones. il seems

even down to the small-
are quick to cateh
trade names and to identify items we
show, Lensisgeuse is not a particularly
easy word for small ¢hildven to pick
up. but to Howdy's young fans it's as
simple as c-a-L,

The fact that Howdy is winning
friends. and influencing them plenty.
is due o the fact that the
based 10070 on wholesome entertain-
ment. This iz a path from whieh radio
strayed badly in programing for the

‘-hll\\' i\

G-12-vear-olds. with a vesult that much
criticism was heaped on radio’s head.
It looks to us as though TV can en-
tertain the Kids wholesomely, even slip
in a Liule education here and there,
and sell “em just about anvthing vou
wiant Mom and Pop to buy for them.

on Saurn

”unn"_\ “mlrf‘l Show

\ew York

] {']('\ i:-iull, uf
COUrse, offers a
more serious
l']l.‘l”t‘]l.‘gl' to radio
than anvthing in
recenl vears, T
illll"
ll]ll"l

| {(E]
“sharpen-up.” to
sell-erit-
ieall and o seareh for new and better

ix already
1[11‘
medinm

ing

|.m-n|m‘

techniques. Programs and production
in raddio, inomy opinion, have slipped

Assistont Advertising Monager

Natianol Biscuit Ca, Inc, N. Y.

into a rul. This 35 particularhy true
of children’s programs that have (o1
should educational
slant, as well as children’s entertain-
ment. TV, on the other hand. offers
some highly  commendable children’s
programs. both from the parent’s poinl
of view and from the advertiser’s,

have) a strong

When TV was just getting started.

few of us realized the terrific “sock”
the medium would have for voung-
sters, Today. the inereased  wmpact

means that childven pay a good deal
more altention Lo what they see than
what they hear on the air. For TV
advertisers, this means hetter sponsor
wlentification sales ol
whatever product is being sold to the

and increased
children’s audience tand thus 1o their
parents).

Much of the suceess of ehildren’s
TV is inhevent in the
wature of TV utsell and its inereased
power Lo impress. As an example of
this, 1 shonld like to mention the
"|1|‘u'.'||'|||-|'.-“ ]\1‘1--:‘1111-11 on the Small
Fry Cluly on DuMont.

These “preacher=™ are not prepared
by “Big Brother™. but are done by the
children themselves. ”ll\ are draw-
ings. illustrating little lessons in safe-
ty. discipline. neatness. health, and

o =
programs in

ather matters of child education. Since
they are made by the childven them-
sehves, this, 1 feel. makes them emi-

nently  aceeptable 1o our  vouthful
andience.

The mothers of our 78000 Small
Fry Clulb wembess tell ws thot their
childven learn things along with Pirro,
omr Gateway Productions puppet with
the ven to imestigate everything, This
l'llll[ll never be done on radio. and s
(l!ll_\' one of the factors that have made
radio programs appealing to children
almost disappear.

SPONSOR




With TV's

juvenile  programing

wider, more
ideas, aund its
power to create high sponsor identi
children’s
programs will undoubtedly re-emerge
in TV as

an advertising tool of ever-increasing

fication in vouumg minds.

a strong selling factor and
usefulness.

Bop EMERY
Small Fry
New York

Club

l'r--'-: amns appu al-
ing to 0-12-vear-
olds can definite-
Iv reemerge as a
r-t'“ill;.: factor . . .

TV. Perhaps
one of the rea-
sons many juve-
nile radio  pro.

Trams Were

mcllective in sell-
ing the sponsor’s product was that the
program could not hold the
of children intensely enough to kecp
them

atlenlion
interested.  For  instance, the
adventures of the principal character
in a children’s radio program may
have served ouly as a background for
the personal adventures of each child
in his or her imagination. As a
result, many of the children
rl';l”_\' listened.

In television the children’s programs
demand. and I think get. a child’s un-
divided attention. The child must look
as well listen. He
his own adventures or identify him-

never

cannol iII'I'.'i.III

self with any of the characters since
the actions of the character on the
television sereen are live and real. The
characters become personalities which
likes or dislikes as he
Naturally,

ll‘ll'\i:i'tull

he sces and
would any friend or enemy.
when his friend on the
screen tells him that a product is a
good thing to own and shews him why,
he will react in much the same
ner as il

man-
a real friend had told hin.
So his desire to buy and inflluence the
buying in the home is intensificd Iy
the sight of the produet and his rela-
tionship with his television friend.
There is evidence to these
“Jolo™, the elown on the
Lucky Pup program. is the friend of
many of children in the
Daily he receives
hundreds of "|il- detailed ];l.m- on
how he can thwart “Foodini.” and
just plain fan letters. Recently. Jolo
(Please turn to page 58)

'II'U\l‘
two points,

thousands
television audience
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flexible

WV
FIRoT

JTATION

they entertain vcacl year are
nel 4, Miami is now Ir'=lin;.' on the air. WTV]
Wometco Theaters, Miami's most progressive
full

commercial program

. within the month,

in hlms.
=tudio

I'_-rhlpl"l-- remaole

@

7

17 N. W. 3rd St

Clyde Lucas, Program

Max J. W

represented by

Forjoe &

South Florida’s 100,000 re<idents and many of the
erecting television NOW,

movi

isfeldi, sale-

Earl Lewis, Chief Eng

FLORIDAS
ELEVIGION

2,000,000 visitors
WTVY], chan-
i= affiliated with
cirenit,

schedule

Featuring live tele-
casl= of famed Florida sports and the best

[} ql!l'|‘J|Jr'|;'.. Full

and production facilities

WTW:::

Miami, Fla.

Bob Venn, General Manages

Director

Muanager

ineer

(]ump:ln\'

4|
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PRODUCERS' LAMENT

tinued Jrom page i)

o | |-‘.=||],'.-.

Thaviini

report on lelecastinge in

current

s i=sue prrge

21 W feel thn I ranscriplions will
furmi=h a great portion ol carly am.,

md aller 1030 pam. liroad-
Cas=lin throughout the vation. A er-
Li=er= <hould <tart realizing that in
ot TN areas thev'll have 1o continug
bee w=e radio Tor a longe time to come.

Vel Lranse

il (LIRY
the transeription producer’s lament

vipltions are the way 1o do

TEOW =12,

< based upon the fact that he's inoa

W

national busine==. but has to do 907
il Ii-l .ll li\II Ill.ll

down his =ales vost anil

of his =elling
like o cal
that would help sponsors

Lt w hens

e does e has no sales

Even when transeriptions are paid
for om a dealer- soperative advertising
basi= (manufacturer amd retatler =ha
me costs). the l-lllu|n-rr has 1o 2o oul
amid do e '-I'”Iril','

“Nobody loves a 'If,almll}-‘.il-n pro-

ducer but the sales curve.™ s the final
smmming np of a yecording program
executive’s lament by hims=elf,  “I's

a wood thing for us that transe riptions

‘l.'“ IIII'I"}I.’IIHI[N'..‘ «- & @

DBJAROANOKE

The market in WDBJ s total BMB coverage

ared |‘-'|u'c-,-t'||l-»

:‘._'I.T:{( ]

of Virginia's total

J’u{]'iu‘q/muux (And 7,90 of West Virginia's,)

In 509 ar better BMB coverage W DB <ells

to 2370 of Virginia’s huving power.

FREE & PETERS!

BJ

\=k

CBS « 5000 WATTS « 960 KC

Owned and Operated by the
TIMES-WORLD CORPORATION

ROANOKE, VA, W
FREE & PETERS, INC,, National Representatives
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TV IN DAYTIME

(Continued on page 23

Savs Serling’s president. James 1hil,
Jeis 22

Sterling's advertising was concentrated

one  Linie \§|1|J'.|]|_\ all of

in radio. but we do not expect again
o |'i.l- ¢ rehance on a single medinm™.

W hat this means in terms of adver-
Sterl

g has reduced its 1919 radio builest

ti=ing dollars i= already evident.
by 2LO00.000 eaneelling radio pro
and will divert an
of it 1o ) ' Ih:- nii-
jority of it during the daylight hows,

grams to do

estimated 807,

To old hands in the ageney husiness,
this <hilt of Stevling ad dollars is no
mere matter of re-allocation of adver
tsing Tunds, Sterling was one of the
first advertisers to pull sizeable chunks
of money vut of other media 10 go
into daytime radio in the ecarly T930°%,

Other advertisers have already taken
the inttiative,  For
vear Swilt & Coo had the Swift Home
Club on NBC-TV wath

an:l Jinx MeCrarm before it switched

davtinm nearly a

SNerriee Tex
over to s fancier nighttime show with
Lanny Ross. Three of the Duane Jones
clients had an extensive run with the
carly alternoon Wissus Goes A-Shop-
pin” audience  participation show on
CBS-TV. During the war vears, Lever
Brothers experiments d with TV ver
stons ol two of their SOap uperas, lunt
Jenny and Big Sister) Tor a few weeks
on DuMont’s WABD, N.Y. The re-
sults of these experiments- -and for the
part
like them were r'h||('llllllt'1|.|.-

most these and other programs

from a
<ales standpoint were often good and
sometimes exeellent. bhut they were pri-
marily the vesult of an advertiser’s de-
m TV, and 1o

a workoul

<ire to “leel the wav™

aive his stall with viznal
leet |II!;lll]r'-‘

Ihe initiative with davtime TV, as
i was originally with radio, still resis

the TV

\lthongh the majority of agencies is

with stalions and networks.

extremely interested in what is hape
ru'llill: to davtime TV, most of them
e cantions about reconmending it 1o
chiems as an advertising wmedinm  at
pres=ent.

DuMont is the first T

an extensive schedule of day-

hroadeaster
Lo
li||1" -I\ I'l":l;'“!". ]""_'|||||l]|_'.I |'&||I.\ 110
November, 1913, Programing now be
Q00 the Dullont
and earries through a

s al aan, with
r‘\f:x.f’r'!;.lfrfr'.‘.‘.
davtime sehedule of women's-interest
lelecasts that Holly wood

gossip o musie and necdlework hows,

range [rom

SPONSOR




DuMoaont lu';_'{lrl daytime r'lll'l.lli"ll
for several reasons. For one thing. il
looked to DuMont’s Commander Mor-
timer Loewi as though low-cost day-
time programing was going lo be a
“bread-and-butter™  portion of  their
operation. For another, DuMont (un-
like NBC. CDBs. ete.) had no worries
about undermining their ¢|.1_\Iirnr rali
strueture in radio They see in day
time TV a chance to strengthen their
industry position as a program pro-
ducer. A lesser. but still mportant
reason is the faet that DuMont set
dealers had been asking for program-
ing. nol lest patterns. to lu‘|il demon-
strate sels to eustomers during day-
light business hours.

The programing at DuMont is ex-
ceedingly simple. hoth 1o keep over-
head down and heeause of studio limi-
tations. Programs are designed with
listening as well as viewing in mind.
The DuMont theory (which still re-
mains to be thoroughly proved eithes
way ) is that the daytime andience in
TV. as it is in radio. is primarily an
audience of women. The bulk of these
women are homemakers who are husy
around the house doring the day light
hours, Thus, the housewife can turn

{ Please turn to page Iy )

L for

& NETWORK
8 CALIBRE
o PROGRAMS

at local
station cost

See your station
representative or write

LANG-WORTH

[eature programs, inc.

113 W.STth ST, NEW YORK 13, N. Y,
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KNOW HOW!

50,000 Watts 6 CBS

IT'S EASY,
IF YOU

e N
N \\\

X —~—

l yvery timesbuyer knows the danger of jumpmn

_'n{:;]ih:.-n 7.}4.11 h1\_1h poOwWer lII-.E M jor network 1r.:|]‘.|’.'u=:'
make a radio station tops in its arca. We of KWKH have
50,000 watts and are CBS  but we also know 1t takes expen

ence o run an irlIT-'_.lII\jlll_'_ aperation in L]n:' .“i\ll:L'n

KWEKH has had 23 years™ experience in broadcasting to
this area. We've worked hard to learn what type of pro
gramming appeals most to all segments of our audience. And
then we've spared no trouble or expense to give our listeners
that sort of programming. The result 15 that the Hooper
Station Listening Index proves KWKH to be one of the most
outstanding CBS stations m1 the U, S

Let us (or The Branham Company) give you all the facts

We think you'll find that KWKH 15 a MUST for you

KWKH

Texas

| SHREVEPORT { LOUISIANA |

Arkansas
Mississippi

The Branham Company, Representative
H."II". Cla Cren 1l N
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PRIDE OF THE TOWN

{Continned from page 32)

tocadmit to over W) years at the looms,

Bates Manulacturing Company is an
uld textile firm that never moved out
of New England. Bates has been part
of Maine traddition for generations. as
1= ndieared lt} the [HHIH“II; of Bates
Colleze in 1861 Dates has a consider-
number  of  French-Canadians
for it who dent know
mineh about America and = traditions
Hi's elose 1o the Evangeline counry ),
Bates wants them to think of themselves
as \mericans. 1o know
af Maine, and to be happy they are
part of the Bates Tamily. It uses two
stiations in Lewiston, one in Augusta.
andd one i Portland 1o prresent Do You
Auow Maine?

The growing importance of com-
mumnity advertising is best indicated by
the Tact that the newest series of hook-
lets heing plauned for distribution Ly
the U3, Chamber of Commeree starts
aul with Community Relations Adver-
lising,

able

workue law

the traditions

The manufacturer who ignorves
his hometown eventually  gets into
trouble with the Iu'nplv who live in the
town and with the town’s [athers,
While many firms havent reached
the |mi|ll where lht-\' -l'hl'tilllt' rl';_:u]nr
\\l’!‘k!\ nml
arganizations tnrn to radio for special
hroadeasts which link  the
firm and the town in which they do
business, Typical of these Christmas,
Faster. and other holiday  programs
wirs the broadeast over WCSS, Amster-
dam. New York. of the Mohawk Mills
chorns of 110 voices. together with a
Christmas grecting from Mohawk's
exeeulive V. Herbert L. Shattleworth,
2ud, It was a huge suecess, not alone
beennse it enabled  Mobawk's carpel
workers 1o hear the voices of their

;||-n |K‘-

Illll:lll!'ilr’-l!i. nmore maore

aeeasion

fellow workers in song. bt
canse Mohawk promoted the occasion,
Two davs prior 1o the broadeast. ads
announcing il ran in the loeal news-
paper.. WOSS carried  annonneements
ol the broadeast for four davs hefore
The r
peited. transeribed. on Christmas eve-

the varoling. program was  re-

ning =0 that the singers could hear
thenselves, the
choral group are given cach year. and
they GIF the Tanior High School awdi-
torim o

Three  voneerts ]a)

vverflowing.  necessitating

matiner and  evening  perfonmances,
Molawk is Bmportant to the economn
ol Amsterdam. but it <till wonldn't be

a friendly part of the town il com-

44

lmmil} relations were Ili';:ll'l'll‘tl.

It doesn’t take big  gestures to
develop  good  conmmunity  relations,
Frequently Tittle gestures  accomplish
far mare than grandiose broadeasts.
One loeal firm hroadeasts onee a week
a list of items left on local buses. What
this means 1o bus travelers can best be
indicated by the faet that less than
3% of lost artieles are unelanmed in
thi= town. while wver 737 are un-
claimed in a normal transit area. An
amazing number of people fail to recall
where they wmav have lost personal
belongings. The firm sponsoring the
bus lost-and-found articles has related
isell 10 its 1own.

While internal house organs are ex-
peeted 1o carry part of the community-
relations job of many greal corpora-
tions. they fail 1o have vital influence
ot the community families— the wives
and children of workers and town folk.
Broadeasting can be, and is in a num-
ber of cases, an oral local house organ
for manufacturers. In one area. James-
town. New York, manuflacturers not
only use time as a group. but the Ar
Metal Construetion Company.  Auto-
matic Voting Machine Company. and
the National Worsted Mill also have
programs of their own that relate their
aclivities o Janestown.

\lthough sroxsor has made no in-
tensive survey of the number of hirms

with  communityv-relations  programs,
over 600 stations have sponsored this
tvpe of broadeast.  Public utilities.

worrving, of course. about govern-
ment ownership. are in the forefront
ol community-relations  bhroadeasts,
From Canada  (Northern  Eleetrie
Company) 1o Flovida (Florida Power
andl Light Company ) ntilities extol the
land they live in.

Some utilities like Central Hlinois
Light Company (Peoria)e have pro-
arams on which free time is given to
non-profit  clubs  and  organizations
which have something 1w el their
localities. When a wtilitv eeases 1o be
thought of as part of the town i
serves, there’s trouble ahead.  Broad-
casting, being a pevsonal advertising
medivm. is ideallv suited 1o heing the
link between a utility and the people
it oserves. Community relations s a
nomber one |1rujc°c-i for utilities.

There's a hat company in Sunbury.
Pa.  (Lasalle) realized  that
watkers gripe most about their jobs
when thiey get up in the morning.
Frgo. Lasalle did something ahout it

it sponsors over WKOK a disk jockey

which

carly aan, session,

Many manufacturers turn to local
broadeast  advertising in their own
towns only after they've had trouble
with their employees or with the town
itsell. That. admit most commumity-
relations program sponsors. is nol loo
wise. Problems with employees and
with the towns in which great corpora-
tion plants live arise 99 times out of
T, Thv_\ seldom ean be avoided.
Wise management gzoes to work on
problems before they hecome aches.

When a business is “the ||ri:lt‘ of
the town.” there’s less chance of its

stubbing it= toe, oo

STATION MERCHANDISING

(Coutinued from page 36)

Many stations maintain regular mail-
ings to relail outlels. These can take
the form of penny post cards like
WHBCs (Canton. Ohio). The stations
also send vut regularly for sponsors of
this progrum elaborate grocery. drug
and general store trade letlers,

WOCAE (Pinsburgh) makes speeial
mailings for elients; as well as momhly
Grocery Briefs and Druggist Briefs.
These not only carry retailing news.
but also merchandising and program
information about what’s going on
over WCAE, Many of the retail sales
promotional mailings are syndicated in
wature the station adding its own one
or lwo pages lo the }u‘cparud miarterial.

WCAE has an established point-of-
sale route. Thirty Sun Drug outlets
carry counter cards which have slots
for a photograph of a program per-
sonality and merchandise tie-ins.

Out in the Northwest. the stations of
the Pacific Northwest  Broadcasters
group lave merchandised through a
regular  Parade of Products.  The
Parade promaotion ineludes a special
15-minute program on the air. as many
as 25 announcements a week and point-
of-sale streamers and When
XD merchandises a prodoet. it he-
vomes  thal simn-.-‘-ur‘:'- week on the
PND station.,

It's not how it's done but hiow effec-
tive it is. That's wln WLW has prac-
tically the highest network station rate
card in broadeast advertising, and
WNEW'S rates are tops for an inde-
pendent metropolitan station,

And a good proof of merchandising
effectiveness is to check radios in e
tail stores. In any Nalian merchant’s
shop in New York, the dial is vsually
<1 for WOV,

cards,

“« 4 &
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\\“/

=>-in the morning (812an)
/@jn the afternoon (126p.m)

/}u\\\\
and in total rated periods

*QOctober-November Hooper Ratings.

This business of leading the pack is getting to be a habit at WFBR.

And we're leading not only on the Hoopers, either. We're way out in front in
audience interest—audience loyalty, too!

Witness: recently one of our M.C.’s mentioned that he had some studio tickets
available. He mentioned it just once—and Uncle Sam's harassed mailmen
brought requests for 113,952 tickets.

Add it up: all our firsts—audience loyalty—constant newspaper and car card
advertising—a house organ, modern, handsome studios—and 100,000 people
that see a broadcast in those studios every year—and your total has to be:

ABC BASIC NETWORK ® 5000 WATTS IN BALTIMORE, MD.

REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY
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YOU MIGHT BAG

A SIX-FOOT MOUNTAIN

LION™—

BUT...

YOU NEED
WKZO-WIJEF

TO CAPTURE WESTERN MICHIGAN!

Western Michigan. embracing both Grand Rapids and Kala-
mazoo. ix a wonderful market. Bnt like any other. it’s got
1o be reached to be sold, And beecause ol a freakish condi-
tion of “fading™ in this area. outside stations simply don’t

get through cousistently into Western Michigan!

WKZ0. Kalamazoo. and WJIEF. Grand Rapids. are West-
ern Michigan®s topllight leaders. combining exeellent cover-
age with Tow rates. Our Hoopers prove real andienee pre-
ference in onr two big eities. By projection. von can fignre
that this preference boils down to abont 23% more eity
listeners alone—and onr BMB figures show even higher
andienee-dilferentials in the snrromnding terrvitory. Best of
all. the combination of WRKZO-W JEI costs 309, less than
the next-hest two-<tation combinuation in Kalamazeoo and

Grand Rapids,

Write to us or to \very-Kuodel, Ine. for all the faets!

Shepoendd wowntuin ton at Hillside, Arvizona, in Mareh, 1017,

WK=20

Adl" - KALAMAZOO

W EF

J%4Z" m GRAND RAPIDS

and GREATER WESTERN MICHIGAN AND KENT COUNTY
(cns) - (cBs)

BOTH OWNED AND OPERATED BY
FETZER BROADCASTING COMPANY

Avery-Knodel, Inc., Exclusive National Representatives
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TV IN DAYTIME

(Continued from page £3)

away from her set. glaneing at it oeca-
sionallv. and «till have the program
make sense, With this program theory
underlying the actual production of
visual air shows. DuMont’s dayvtime
programs have been eritieized ofllen
for being “radio shows with eameras
turned on them.” That statement is
true. But the DuMont method of pro-
graming simplyv. and basine most of
their programing aronnd personalities
rather than claborate sets. makes for
lows-cost  TV" operation.  After  six
weeks of davtime operation. DuMont’s
daytime eost sheets <howed that they
were running in the blaek.  DuMont
expects Lo do even betler as other sta-
tions on the DaMont network (WTTC.
Washington: WDTV. Pittsburgh: and
WNHC. New Haven. are earrying Du-
Mont networked t!;i_\lilnt‘ shows now)
are added and the cost-per-thousand is
IH\\I'I'I"II,

\t present DuMont is produeing
shows with one studio. a few perma-
nenl sels, minimun canera crews, as
well as cost-entters  like the  elock-
weather-temperature  deviees  (varia-

KMLB

KEY TO RICH
NORTHEASTERN
LOUISIANA
MARKET . . . .

FACTS —

"KMLIE serves a 223 million  dollar
market encompassing 97,010 radin
homes—all within KMLI's one  mile-
volt contour, In area this includes 17
parishes  in northern  Louwisiana  anal
3 counties in Arkansas,

*BMB report

5,000 WATTS DAY
1,000 WATTS NIGHT
L]

AFFILATED WITH

American Broadcasting Company
°
Repretented by

Taylor-Borroff & Company, Inc.

SPONSOR




tions of which have been i wide use
i the TV andustiy for Line.
Notable i< the WBK1L Chic ago, nse of
I "“Hhi-rnpl-"
thay -rf \\hit'h Ilw =[rris nlml Iy |'|1l|"u.
Fo GlF in odd ehinks in the daily pro-
sram schedule (abmost none of 1 ean

= e

deviee. three hours a

be rehearsed exe ept some of the music
shows) DuMont plays off nearly an
hour-and-a-half of filin vecardings of
various nighttime shows tu=nally from
the preceding night) a< an audience-

building stent.  Program

costs for a typical 15-minute show in

jlrlijlll lion

such a schedule ton a ive-a-week basis
fon
WABD. WTTG. aed WDTY)

to roughly S1.850 a week for time and

Cones

talent, with Tew, il any, extras.

NBC's davtime schedule is more re-
cent. and so far confined 1o WNDBT.
NY. for the most part. Daytime T\

network serviee for NBC is only an
hour. between  5-0 (LRIIN Mon.-Fri..
when These Are My Children (from
Chicago). Musical Brevities  (lrom
Philadelphia), and Howdy Dood)

(from New York) are In'iu; televised
The vest of the daytime
this

\I'\\

via cable.

schedule,  which  started  early

month 1 Februaryv ). is seen in

OO

SERVING
HANNIBAL—QUINCY

_/COUNTIES IN

York from 2:30 on in the alternoon
WABT s like  Du-

Mont's, is ‘iJil||]1- and ranges from the

programing.

homemaking Bess Johnson Clul 1o the
instruetive Fun At the
kids" storv-telling
sion. Once Upon A Time.
ated from scrateh in a back-breaking

Pranag and a

late-alternoon
It was cre-

month or so of hard work. principally
because of the demands of TV viewers
for daytime programing, plus NDBC's
desive to establish the habit of view

IRISTRE .llnukh N

oty ils 11

ficld of TV where DuMom had a head
<larl.
The program  problems of WAR

<tations which

lall nto a lhl“t‘ll that will have
met by many other TV

will L nli_‘;ih.llill;- many of therr own
daytime programs. and not merely aet
mg as 4--|.‘|_\ stations for network TV
service.,  Sinee audition facilities [or

daytime programs were himited, deci-

stons on programing had 1o be mad

20 weeks, using DuMont-owned |

PROSPEROUS -/l :

Saa/yw

ILLINOIS — IOWA = MISSOURI
NATIONAL Rep.— JOHN E. PEARSON (0.

(/‘n"M L "‘M’ d

1070 KC

IRRSRRI FARUNT)
S RvinE Tul BiCm
THE STATE Amfpa

1000 WATTS & WITE
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ing (more important in TV than in qoickly, It was apparent from the
radio becaunse of the increased difi-  start (and also to a desree in the
culty to the viewer of changing sta-  vesults obtained on ploncer davtime

N() other station —

Chicago or elsewhere —

COVERS

South Bend . ..

(:ml_\' WSBT does that!

Sure, other stations can be heard in South
Bend — but the andience lLstens to WSIT!
This station Ai\\.n-u has been, and still is, thi
"\&'r\\hrllllinp choice of histeners in the South

Bend market. No other station even comes

close in Share of Audience, Look at any Sontl

NSB

Bend Hooper for

COnVIneIgE prreosd

SOUTH BEND

CBS

5000 WATTS %80 KC

PAUL H. RAYMER COMPANY + NATIONAL REPRESENTATIVE
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et alions like DuMont's Qkay Mothier
nd CBSTIN s Wissus Goes f._k_/m_l...
that personalities. and nol jusl
program deas, were going Lo be the
hackbone aof dastime TN Jre Sranng.
“You can alwavs change deas to
T |--;'---.'|.|l;!\.” <av= one NDBC-TA
BRI LY But with that camera nizht
o perlormer s |.||1_ vou can 'l -]I.m_'_'-‘
reonalitics o [t program ideas.
~ure, a Crosby or a Godlrey is hard
Lo fenade Bt when vou da huilding

i low.cost show that will produce re-
sults hecomes a lol casier.”
\-. =i N=0t

e \‘\\I:I

o= o Hnone ol

JPress,

I|.l\|ltiil -J]l'\\- ll.l‘ ill'l'll

=ald. N ¢
Is Ii.:_\lilil:' programng Lo the mom
ing hours on WNBT and to serviee a
network. NBC is holding o

the firm conviction that itz positive

However, |-].|1|- Lo extend

day Linig

approach to the problemr of building
Y will work
suceessfully Tor L

Chs. although one ol
\\'J!L\
TV. has less than two hours of actual
davtime TV on the air now. Juck Van

audiences in the day time

the carliest

organizalions Lo with davtime

\olkenburg has already vevealed plans
1o step up davtime TV production to
the point where CBS s programing
some 16 hours a day, but it isn't likely

You neack 2 lo 3 timecs a4

DAYTIME

= S WOAI LISTENING
HOMES

AR AATAIA AR A A A AT
ATATATATATATATATATATATATATAY

29

NEXT HIGHEST STATION
LISTENING HOMIES

OOOOOOONNOOON

13'2%

O

NEXT HIGHEST STATION
LISTENING HOMES

NIGHTTIME
aastettadtts |

12%

The new Heooper Listening Area Index shows WOAI 2 te | in
daytime, 3 to | at night, over the next most popular station! This

Survey, filled with facts ebtained from a cross-section of hames

in the area®™ proves that now, more than ever, WOAI is "the

most powerful advertising influence in the Southwest.'

LISTENING 2

mpi‘l

I you want to get your message into the
of theie Texans,
WOAL is the only single medium affording
camplete coverage

homes remember  that

Sre Hoeloreis.

NBC e 50,000 W « CLEAR CHANNEL = TQN

Keprevented by EOWARD PETRY & GO INC
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Mem York, Chicage, Les Angeles, Detrant, St Lowin. San Franciace, Aflanta, Bosten

that it will comie for some time =i
lar. CBS is sending via the =outh-
hound cable film shorts hitween 12:45

and 1:00 P Warren Hull's audiene
participation: show hetween 1:00 and
1:30. and a fashion show called an-

ity Fair between 1:30 and 2:00 p.ni.

From 2:00 10 2:30 pann. there b= aired
lncally on W BTV a |'-'|'|J.Il|llh nt of
\ariculture Blm <eries  called  The
EFarth We Live By.

CBS's fmmediate plans for an ex-
tended use of davtime TV are rather

iru'r'l|||r]|'h-. Like NR(. CBs

I ats prozraming and s

expects
o do muosl i

~elling around personalities that have
alreaddy proned (or at least
strong  potential )t themselves popula
with ||.i_\!i|i|t' [ Llllliil'1lli'H. VM=o like
NBCL none of the CBS davtime sheaws

has been sold to national advertisers,

h.’l\ ¢ a

The last of the network organiza-
tons which will have a daytime TN
vperation s ABC, and it i one that
will be handled on a different basis
(for the beginning at anv rate) than
thie networks, ADBC's plans,
which will be tested on a full scale
first on WIZ-TV. N center around
a =ort ol switeh on storecasting. In
the New York arca, WIZ-TV and the
production firm of Modell & Harbruck
are installing T
unit= tone master set and four viewers
per

other

16-inch viewing

location) in nearly a hudred
stores of the Grand Union chain, The
installations are expensive, and are ex-
}Il‘l'll‘l.l Loy l|||| S200L000 hefore telestove-
casting gets under way in 100 stores,

The actual programing for this new,
almost point-of-sale TV will hinge on
a two-hour varviety show ealled Varket
Welodies. which will feature a melange
of programing deviees (weather. news,
auest stars. fashions. shopping hints.
ctes) that have Iu--\wl themselves re-
liable in programing alternoon wo-
men's participation periods, Carrying
the load of the "|lt'!-ull:t|ii_\" needed
to wedld the clements together is Anne
Rus<ell. who will [ace the tough sched

ule of a 2:00-1:00 Jrait stinl fcross
the-hoard.
The svstemr i much Jdike that of

l ll-l!u
shoppers in the Grand Union super
markets able o the

show,  The viewing nnits are placed

slorecasting viewers as well as

will he e in

al strategic pomts i the store (e
near the check-out connters where 11!11:_'
lines of shoppers wait to have theis
purehases tatalled, etenr, The program
will not be sold as such. it on the

basis ol one-minnte ]»;nlln]p;]liun- at

SPONSOR




the fat rate of 8120 cack o a six-
||;1_\-\\--.-L_ 13-week contract, To

jamming up the low of traflic in a

l\llll

store. the visual portion of the show
will  be
“static pictures-and-music” segments.

The Warket Melodies oper
a trial run in upper Manhattan in De-
L=l

i =€l !‘1"‘- HJ.

i[lll'l:‘-l.’ll'l’"['ll witl ]'l‘lilll“i'

alron lad

cember. when some installations

were put i and “lor-
rowed” TV filin conunereials were run
ofl for the
of the
fizures were taken at the time
bhut the store managers

been delighted with

benefit of store traflic in

three Grand LUnmon stores. No
on the
actual results,
are said Lo have

the boost that it cave to over-the-
counter sales. A sizeable increase also
wis reported in the “impulse™ pur-

chase. aflter the product was seen on
'V,
ABC is

use of this svstem

already  planning  further
as a pay-as-you-go
nucleus of davtime TV programing for
the ABC-owned TV
ABC

(they

stations in other
alliliates are also
first refusal

i their

markets. and

mvestigating have
I'i;_'lll:- to the
markets.
ital to ||1’\|’|n|r_ bt is u\ln-r'l:‘nf Lo pay

system ) its use
The svstem takes initial cap-

for itself with the low-cost program-

ing planned for it. plus the obvious

XL iy

IN THE
Pacific
Northwest

Serving 3,835,800 people

e WASHINGTON
KIN G — Seattle

K X L E — Ellensburg
KX LY — Spokane

OREGON
K X L — Portland

MONTANA

K X L F — Butte

KX LJ — Helena

KX L K — Great Falls
KX L L — Missoula
KX L Q — Bozeman

Pacific Northwest Broadcasters
Sales Managers
Wythe Walker Tracy Moore

EASTERN WIETERNM
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i

advantage to sponsors of point-of-sale  6:00 pani when it beeontes a participa
impact [or their product messages. tion period available 1o local elients
\ less "‘\f"'ll-]'\-'. but effective =y s The "\!II[IE“"'F-'. i~ aboul as artisti
tem of programing vin special TV de-in the way of programing as an in
viees mothe dastime has }I]"I\i':l s come lax form but 1t lia= browgh
veseful at Paranrount’s Chicazo out- WBKD elose 1o the hreak-even point.
let. WBKDB., A near-automatic deviee  since the machine requires only the
called a “Multiscope™ transmits a con- services of a projectionist to run il
tinuons  ow  of  Gekertape  news, during daylight hours. WHKD intends
weather. and tinee from 11:00 aan 1o o svadieate the  deviee  (presentls
2:00 pome Csponsored by Phileo Core through | ntted Pressi. amd the use ol
}ml.l.liunl and again between 5:30 Lo Please turn to page 537)

GUESS I'LL JUST TAKE
WDAYS
4R MIKE NOTES"

e

~

Diti you ever hear of a listener
whao paid dough for his favorite
“house organ™? Neither
But last year 10,031 of
River
in 920 counties — paid

station’s
had we!
families—

10.031 /
bucks for our subscriptions lo

DAY s wmonthly “Mike

Notes™!

us Red Valley

pupc'r.

That’s pretty typical of onr
fubulous North Dakota hayseeds
Valley all
make big dough and all lore

WDAY! BIG DOUGIH? Yup. an

in the bheeause they

FARGO, N. D.

average Effective ”-ll-\'ill“' Income NBC - 970 KILOCYCLES
per family of 8 299! LOVE
WDAY? You htt! Every survey 5000 WATTS
shows they prefer it abont 1 te
I over any other station! \ [ boren o

Ask ns or Free & Peters for I'I{H‘ &IHHLS I,

relubive Narlanal Fopramiatea

all the

<

figgers! 7

49



The labor CBS puts into lifting the sales curves of its advertisers
brings forth more than a mouse. Long the leader in delivering audiences

at a lower cost, CBS now has the highest average Hoopers—the most

popular programs day and night—of any network in Radio.

The Columbia Broadcasting System
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Whitehouse on the Hudson,
Station WHEC In Rochester.....

WHEC is Rochester’s most-listened-to station and has
been ever since Rochester has been Hooperated!

Furthermore, Station WHEC is one of the select Hooper
“Top Twenty’’stations in the U.S! (Morn. Aft.and Eve.)

Lotest Hooper before clasing time.

——— ¢ EE———

STATION STATION STATION STATION STATION STATION

WHEC B C D E F
MORNING  39.6 25.5 9.8 43 136 S5

8:00-12:00 A M,
Monday through Fri,

AFTERNOON 36.6 28.8 97 87 T2 5.0

12:00-6:00 P.M.

Mondoy through Fri. Station

EVENING 36.6 34.8 6.5 6.6 140 ‘et
001000 PM. . NOVEMBER-DECEMBER HOOPER, 1948 Oty

Latest befare closing time,

MEMBER GANNETT
RADIO GROUP

28 FEBRUARY 1949 55
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RECORDS

~PPONSOR: Alpha Beta Markers AGENCY @ Placed direct
CAPSULE CASE HHISTORY This ehain of 21 Jood mar-
kets an 17 Southern California ctties s well pleased aweith
the wusolicited connments it has reeetved [rom palrons
who have been attracted to the stores a‘f”'r.'h_:h ,-”p!'l-‘!
Beta’s television lfw.!‘ff- F-J[J:{{."n,l; on KT1LAs “."‘FHJ'}J!H-HII: af
lome™ program. Mention of a coupon offering. which
the ehain had advertised in newspapers. was made during
one telecast, Food ehain discovered that more than 100
customers who rr'.n’iarvnr."{'rf to the rl_!fr!' stated their atten
tion had been drawn to it through the T announcement.
KTLA, Los Anzeles PROGREAM: “Shopping at Home™

TV

results

SPONSOR: RCA Vietor Dealers ACENCY: Placed direct
CAPSULE CASE IHSTORY:  To gauge the pulling power
of TT advertising in St. Louis. RCA Victor inserted a
one-niinule audio-visual announcement in one regular
half-hour Saturday night local musical program, The
announcement carried a free gift offer—a Lipic mechani-
cal pencil. Result was that more than 4.000 letters were
received asking for the pencil. What Vietor considered
even maore signtheant than the actual quantitative res-
ponse was the fact that about 907 aof the requests asked
spectfically for the pencil by name.

KsD-TY, St Louis PROGRAM: “Rus= David Entertains”

ANTENNA ROTATORS

SPONSOR: Aerosweep Motors, Ine, AGENCY: Placed direct
CAPSULE €CA=E HISTORY ; (n 1 December last. Aero-
sweep, makers of a new type of electric antenna ratator,
began a series of one-minute spot announcements on the
new Newarle (N 1) T station. WAT, 6f-secand filin
commercial was used nightly. Wednesday through Sun-
dav. In two-and-a-half-weeks. more than 1.250 replies
were recetved, a toral uj' SI9957 in potential sales as the
result of « S1.300 investnent tn the annowncements. Aero-
sweep constders this truly phenomenal in view of the jact
that the price of the advertised item is $39.95.

WATY, Newark. N. 1. PROGCRAM: One-minute announcements

DOG BISCUITS POLAROID LENSES
SPONSOR: AMilk Bone Dog Bisenits AVGENCY s Placed direct SPONSOR: National Television Co. AGENCY : Placed direct
CAPSULE CASE HISTORY = The manufacturers of Milk CAPSUEE (GASE  IISTORS - In four one-minute spol

Done dog Liseuits. nationallyv-known !umfm-.'. bought 20
one-minute announcements on WABRD recently., In ecach
announcement the company offered 1o give away a dog
leash to cach viewer sending in 25 cents and a box top
from a Mille Bowne container. The 20 announcements
covered a per Tod U_," Jl"rwf weeks, At the end 0] that time.
Will: Bane had received over 2000 requests. each accom-
panied by the box top and quarter-of-a-dollar. Firm is
no -'mnp!’f'.'!'f".' convineed u_j' the .\-"”J'H,’_’ power n,"' TI.

WABD, New Yark PROCIVAN . Oneaninnte annonmecments

anncuncements (or 200 seconds”. as |ie Smith. National
Television owner. puts @) TI" did an ouistanding sales
job on behalf of Polaroid lenses tn this case, ground
Miers which fir over the viewing end of a T1" tube to
relicve eve-strain and sharpen images. Compuany sold 200
lenses with a total retail value of $1.200. as the result of
the announcements  or a return of 8300 worth of busi-
ness for cach minute of advertising. No other media was
used in pfu".'._:.:f.rrlu' these lenses.

WHRENSTY L Bullalo

PPROGRAM: One-minute annonncements

APPLIANCES

TOYS

SPONSOI Sunsor Applignee Stores AGENCY = Placed direet
CAPSTRE CASE THESEORY

retail fJ’If.lll"Jrl'.'fh'r e establislhments to wlpertise teleyision re-

Sunset is one of the first

ceivers o oa television program. (e 5 December last,
Snset hiogan \j"”-"lll\flﬂf" of Sundeay afternoon hoeley

(mes I,hfn'..u" Ly Newe Yarl Rovers in WNadison _\-:’umh'

(ourden (V) During vavlt program. avecage of 30
,u-f'mm ecalls tre reveived from viewers. with about 50
_--"4':_;11"-' e 1 ”r” slerd e it .'r.i _-Hr'r".'. ."JH] L e apver-
e SI for aq weeekly total i SIT.A00. ax a direet pesult

aof the advertising

1N, N Yurk PROGIAN . Thaekes oo

SPONSOR: Moreland Enterprises AGENCY: Placed direct
CAPSULE CASE HHISTORY I live demonstration of the
“Viracle Control Car”. novel. streamlined toy automobile
rune by remote control. an eight one-minute announce-
ments over Paramount’s Los Angeles station resulted in
the sale H!‘ Hru-'hmrf'a entine slo k {)J!'. orer G000 unils

during December last vear. Firm. which is o factory
distributor. reported a gross business of 85.560 from (s
eiteht video announcements, sole method used in market-
tng the 1oy product. which was wequirved oo late 1o place
throwgh retaid outlets before Chiristmas.

RTLA, Lus Anpeles PROGRE AN Onesmionte gannouneements

g — — ——— - -




TV IN DAYTIME

(Continned from page 19)

the “Multiscope™ by other TV stations
1s i-x[ll'r!w{ to inercase. Other stations
have already bLeen using the test pat-
terns they transmit during  dayligh
hours (usuvally for the benefit of loeal
TV.set retailers)  for a  profitable
cause. One such i KsD-TV, St Louis.
which has sold s test patterns 1o
Magnavox Corporation between 3:00
and 4:00 pan.. Mon-Fri. Tt thus cuts
down on station overhead, and in the
case of KSD-TV's sponsor, gives him
a selling piteh at TV retail outlets at
a time when the store
heaviest.

Throughout the ecountry, TV sta-
tions are becoming conscious of the
faet that daytime programing is some-
thing that is here 1o stay. Large mar-
ket stations, like WCAUTV  and
WFIL-TV iu Philadelphia, are selling
programs to leading loeal and regional
advertisers,  (Pieree-Phelps, appliance
dealer.  has  bought  the hour-long
Homemaker's Matinee on WCAL-T\
from 2:00 to 3:00 Gimbel
Brothers :-if_'lhul rt'l‘l'llll} for Gimbel's
Television  Breakfast  Carnival  on
WFIL-TV. Mon-Sai the
sales floors from 10:00 to 11:00 a.n.

]1.I11.I

from slore’s

TREMENDOUS
3-CITY MARKET:

BEAUMONT - ORANGE -
PORT ARTHUR and the
Rich Gulf Caast Ares

Now 5000 Watts

DAY and NIGHT — 560 Kilocycles

KFDM

New studios! New powerl All designed
to give you o more terrific impacl on this
wonderful market—NOW, FIRST in the
notion in chemicel productionl Strong,
too, in ogricullure, lumbering ond ship-
building. steody, diversitied employmeni
keeps folks here in o buying mood! Reoch
them with KFDM, the ONE stotion de-
livering this rich 3-City Morket!

a
(

Affiliated with -

AMERICAN BROADCASTING CO. J/
> =

and the
Represented By FREE ond PETERS, INC,

Studios at Beaumont, Texas

LONE STAR CHAIN

These shows. which lean heavily on

angle. are just the
WEWS s

Wionien =

the “personality™
highlichts). Cleveland's

programmg Lo alternoon
an claborate Mon-1"ri
called “.P-L.En_{'f.

|l|:||-,'\t£'1r|-' e

auwdiences with
4:00-5:00 p-n.,
a sort of T\

fered 1o advertisers 0nea |l;|||it-i|';ili!|'_'
smaller market liki
Louisville’s  WAVE-TV.  which s
building audiences for t=ell with a
Saturday  aflternoon  childven’™s gz
called  Healthy, Wealthy. and

Wise. are either engaged in or plan-

T‘Iill\\

wWomen s
hasis. stations.
how

ning to start in daytime TV,

No one has all, or even most of
answers for TV o the davlicht hom
The research is still on th -|‘.I-'!-
side. Mvogram preferences have not
been [ully explored. as they have in
daytime radio. Problems of day time

TV station -l|lr'l'<lli'l|| have Lo be solved
before wmuoch daytime programing can
]al‘j_"i]l. [hut i'i'l'l;lil]l_\ lI.i_\|.’!H" 5 1 Pra
graming is here. and 1= alveads o
ing itsell to the advertisers who are
that TV's sells

products during the daytime just as it

discovering inpact

has .'I.Ill'.'ﬂl_\ proved 1.‘1]-.l||}- ol duing

al wight, . o

Tf'.'l”]l is I

R

i T

You bank bigger prbfits, too

... when WTAR does your selling job
in the Norfolk Metropolitan Market

WTAR delivers mare listeners than any ather station r_»_mr?n]_ the
tan Market.

big. eager, and able-to-buy MNorfo!

many weekday marning listeners

Twice as

=t
weeko:

Check that kind of listenership and the cost per
listener against any other station on your list. Easy to
see why WTAR gets along so well with thrifty folks,

Let us tell you more about it.

N. B. C. Affiliate 5,000 Watts Day and Night
Nationally Represented by Edward Pelry & Co.
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MR. SPONSOR ASKS

(Continued from page 41)

offered a group of four pictures of the
f.uu"u'_\ !"'Hp ca~t [or 13 cents to cover
packaging aud mailing eosts. [le and
Doris Brown, our mistress of eere-
monies. made this offer three minutes
a tlay for ten davs, He received over
28,000 requests,

There's no doubt that juvenile pro-
arams with pull like that can become
a useful portion of an advertisers TV
builger.

Hean Rocers
Lucky Pup Show
\'a'h‘ ]'-n.f!'.'

Definitely.

Not ounly have
they cmerged al-
ready, hut they
have given proof
that their =clling
impact s oman
lmes grealer
than was the case
i radio,

Last year om
onr TV <how we mentioned the 631
RCA record player briefly about five
times in the space of three weeks,
This was the only advertising given
this  particular  machine.  Within  a
monlh RCA shelves in Chicago were
cleancd  out, One thousand  vecord
players. or approximately  £25.000

worth of merchandise. sold by one
program on one station is a graphic
demonstration of the selling power of
a juvenile program on television.

Kukla. Fran, and Ollie receive hun-
dreds of gifts cach week, They are
ingenious gifts that required time and
imagination 1o make. Avother indica-
tion of the hold our show has on the
vorigsters was the oceasion when we
held a drawing contest. We  were
swamped with <o many drawings that
wie had ta cancel the contest,

On another vecasion. Fran Allison
wits absent from the show.  When
Kukla and Ollie Lroke the news that
Fran had been operated on for ap-
pemdicitis, 20000 wires, cards. and let-
ters ponred i,

It ois this |||"I'H|l|1.:1| tonch - this close
rapport with fans  that convinees me
that any gowd juvenile program on
television will far surpass the selling
power of a similar radio prograns,

B TinesTion
Kukla, Fran & Ollie
Chicago. Hlinois
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THE BMB DILEMMA

(Contimeed from page 21)

vertising — with  the  exeeption, of
course, of station salesmen. Even in
the latter case its the buvers who are
using the figures to weigh the respee-
tive merits of station time being of-
fered. Both the Hooper and Nielson
serviees are financed hoth by buyeis
and sellers of hroadeast advertising,
as are most other media research serv-
10es,

The second survey will be made next
month (Marchi. It will endeavor, as
far as it's possible i a second study,
- add information that will put BN
listening information in it proper
perspective. While the deceplive once-
a-week figure willl iUs expected. still
he !lu]t]i:-lu‘l]. il \\'i“ e ||u|1|ir-llc'(] un|}
with fignres giving the listening figures
on 6-7 times a week dialing, 3-5 thnes
a week dialing, and 1-2 times a week
dialing. 1t was at first expected that
an average daily audienee figure would
be reported, but that figure— involving
projections and hyv-gee and hy-gosh re-
search  will be dropped,

There have heen other problems
with BMB. High among these were
population estimates which Sales Van-
agement issues each vear. DD esti-
males have been al varianee with S3's
in a number of ecases, especially
arcas  where population shifts have
heen outstanding. The West Coust has
been underestimated o a number of
cases, and this shift from old improp-
erlv adjusted fizures o an accepted
non-radio souree will remove still fur-
ther negatives from BMIYs operations.

Industry oliservers feel there has
Leen too mueh polities in B some-
thing that is almost unavoidable with
three trade associations involved in
manazement,  These men point 1o
Broadeast Musie. Ine.. as the [u‘rfr‘rll
association-sponsored operation.  The
<tations bought stock init- the eleeted
officials it 1t is doing its job of
keeping ASCAP in line. even if il
doesn’t uncover too many greal lunes,
The contention is that. sinee slations
are paving the hills 10077, why not
run the u]ul'r;tlinn as a slation-con-
trolled l'm']mr;lliml with stock sale jus=l
like BN An advisory tripartite group
of working researeh men would he
asked 1o weigh proecedures and wateh
over the surveving on belialf of hoth
the huvers and the sellers of broad-
vast advertising. This idea may bhe
suggested o the NAD Convention this

April—and then again it may not. The
tdea, however, is in the hands of NADB
top oflicials.

There is, naturally, considerable
wonder  about how  the Bureau of
Broadeast Measurement of Canada has
heen able to wuddle through during
its several years of existence. Agency
men. advertisers. and station owners
work muel more closely than do their
south - of - the - horder brothers.  The
husiness is smaller. They work in
close harmony, knowing they have a
conmon enemy. governmenl owner-
ship.”

There are no big salaries—no thous-
ands of stations to sell and thousands
of advertisers and agencies Lo service.
A\l a mecting of the Canadian Board
of Divectors of BBM it is not unusual
to have the anuual report read and
aceepted by acelamation. followed by
a vole of eonfidence. Nobody is agin®
it.

Nevertheless, on the oeeasion of the
second BBM survey tthe time of the
first BMB rescarch study). BBM op-
crated within its bhudget only hecanse
the jnll could he done as part ol the
higger BMB survev. There are 2.870.-
000 radio homes in Canada (1918 fig-
ures).  There are 37.623.000 radio
homes in the US. AL This roughly in-
dicates how mueh more difficult the
lh-state job is from the nine-provinee
-'-UH'P}‘.

The changes in BMB  procedure.
which will. ol course. be reflected in
the BBM veport for 1919 as well. are
not necessarily the complete answer
Lo the BMI dilemma. The pared-down
operaling cost of the Bureau is also
not the complete answer, 1t s ques-
tionable whether or nat the Su;.'.‘,__'c:-'-linn
that the tripartite non-profit corporate
structure must be shelved,

There is ouly one thing certain. A
national survev of station coverage.
reported on a consistent base for all
the stations in the V.S AL and Canada.
must be continned. 1t must he eon-
tinued in a manner that will neither
hurt the small station nor pufl the
big outlet. 1t must tell the trath and
all the truth, sans any faney weight-
ing of who lListens to what outler.

1T the BMB is killed ontright. there
will be lindle chance of another or-
wanization  coming nto being  for
vears. With an expanding broadeas
advertising horizon. of which TV is
the newest thongh not the final phase.
broadeast advertising can’t afford 1o
he without a eonmmmon yardstick. « « «

SPONSOR




SELLING A WATCH BAND

{Continued from page 27)

Lyon, however, departed for New
York with a clear picture of the com-
pany’s problems — and the beginning
of an idea he thought could he the
answer, But the answer had to lie
within the S600.000 Speidel advertis.
ing budget.

It was at this time that Lou Cowan.
producer of Quiz Kids and other sue-
cessful radio package shows, was con-
cluding a deal with the American
Broadecasting Co. for Sunday-night air-
ing of his newest package. the hour-
loug Stop The Music. On a 52-week
contract, ABC would ask just unde
$473.000 for the last quarter-hour seg-
ment of the show. If the carly ratings
showed promise. Lyon figured the
vehicle might be the punch needed to
achieve fast mass recognition of the
Speidel name.

The program went on last March,
and five exciting broadeasts later hit
a sensational, for Sunday competition
to Bergen and Allen, 10.5 (Hooper re-
port for 18 .\]ari' 1948). By this time
agencies all over the country were mak-
ing presentations to prospects for 15
minute segments of the show. The
final quarter-hour, with its slightly
higher accumulated listening, was the
first prize being dangled before pros-
pects.

ABC had offered any segment of the
show on a first-come-first-served basis,
It was obvious that only a quick deci-
sion by some advertiser would secure
the 8:45-9 plum with its cumulative
listening. Cecil & Preshrey. having al-
ready analyzed the problems and the
advertising objectives of Speidel, of-
fered Stop The Music as the answer.

The new hit giveaway show secmed
the right solution to Speidel’s problems
for one particular reason. Men and
women exerdise equal influence in buy-
mg jewelry, with men, however, mak-
ing more watch purchases. Early spot
checks of Musie had indicated the
current balance | for Speidel) of listen-
ers, with Hooper audience composi-
tion figures for the program standing
now at 5.56 men. 4.24 women, and 1.9
chiliren.

The Hooper last spring was already
higher than the network ratings of
four other sponsors advertising jew-
elry products  (Elgin-American. Ron-
son, Shaeffer. Helbros). The two re-
maining network advertisers of jow-
elry products, Eversharp and Interna-
tional Silver, had higher ratings. But
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TRIPLE-TREAT MAN!

SinG For (-
Your SuPPER " 2

On us, three arms look good! Especially when we're bring-
ing you the good word about three great new KQV shows:
(1% ‘Ace news reporter Bill Burns at 11:45 A.M., (2) The
sparkling new audience show, "Sing For Your Supper’ at
1 P.M. and (3) The popular Deems Taylor Concert at 10:30
P.M. Any one of these daily shows will do a far-better-than-
ordinary job of covering the rich Piusburgh industrial
market for you. Better write or call for details right now!

PITTSBURGH’S AGGRESSIVE

RADIO STATION

Basic Mutual Network - Natl. Reps. WEED & CO.

WMT paddles iis own

in Canoe

« « « and a spanking good time
is had by all, advertisers as well
as listeners. Canoe's population
wouldn't erowd a fair-size vawl
but if you're fishing for markets
there's a whole fleet of prosperous
Canoes in WMTland. 1,121,782
people live within the WMT 2.5
mv line.

For smooth sailing in t
Eastern lowa farm-and-in
with WDMT,

in the

market, navigate

exclusive CBS out

The Katz ageney n
you aboard with full details,
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CEDAR RAPIDS

5000 Worts 600 K.C. Doy & Night
BASIC COLUMBIA NETWORK
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The GREATEST “NORMAL”

We've Ever Had!

WIOD led the =)
field in coverage of
the fabulous war time
market...and, now it
holds its leadership
by literally saturating
this, the greatest of
all “normal” markets!

Matieanal Representatives
GEORGE P. HOLLINGBERY CO.

Sowtheast Fepresentative
HARRY E. CUMMINGS

JAMES M. LeGATE, General Monager

5000 WATTS « 610 KC - NBC

All WIOD-AM programs are duplicalted on
WIOD-FM wilhou! exlra cosl lo adverlisers

—

Y

MARKEY

WwTiG
DOMINATES
yHE PROSPEROUS
saymt'nﬂ NEW ENCGLAND
MARKEY

Paul W. Marency, Vice-Pres.—Gen. Mgr « Walter Johnsan, Asst Gen, Mgr.—Sales Mgr.
WTIC's 50,000 WATTS REPRESENTED NATIONALLY BY WEED & CO.
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on the basis of cost as related to rat-
ing, Stop The Music. with a lower
price tag than the shows of am of
the other six sponsors. looked like a
real boy. The company urged quick
action 1o ubtain the last quarter-hour.
Fhey gol quick action,

But when the ageney went 1o ABC
o lay it on the line—someone had
slipped. The network sales department
had =aid “no options”™, But Ceeil &
I'veshireyv were informed that a firm
aption had. somehow, been granted
anather prospect.

Red-faced. Lyon went back to Spei-
idel and tried 10 explain, Despite the
disappointment. realistic Speidel  of-
ficials were ready to consider the pos-
sibility of vne of the remaining quar-
ter-hours, The outlook was still good.

Oul ol 105 sponsorved  network
evening shows. for example. only 11
cost less than the 3600.000 maximum
Speidel wanted 1o spend: and of those
L. only two had ratings higher than
the second segmem of Stop The Musie.

The vcompany [or the sceomd time
made a quick decision. By 25 May,
less than three weeks alter they had
looked at data on the 8:30-8:15 seg
ment. Speidel commercials were on
the air. This p'l‘(l\t'l‘ to he the first
time in the history  of “l-u’)t'lillt‘ul
<shows that an advertiser seeceeded in
landing a show mmong the first ten
with his first radio dollar,

The commercials stuck consistently
to two simple ideas. One, that the
bands make beautiful. loxurious gifts,
at a modest cost—and, of course. con-
stant association of the name Speidel
with the product. Commercials also
mention the gift boses in which each
individual bracelet comes, This is an-
other of the company’s innovations in
promoting the produet as a gift item,

Almost immediately the impact of
the program hv;::m to make itsell fel
Business ordinarily peaks twice a vear

about six weeks in the Fall (pre-
Christmas) and abont two weeks in
the Spring. Buying is on a hand-to-
mouth basis the remainder of the time.,
Ihis has one advamage. however: il
permils @ very aceurate appraisal of
advertising impact. Radio was selling
watelh bands. more bands than eves
hefore. Agency and company oflicials
were jubilant,

The <how started promoting indi-
vidnal models. sueh as the Fiesta, as
well as the name .""\pi'ith'l in connees
tion with all models, Spot cheeks on
a Monday morning alter o previous

SPONSOR




night’s broadeast always revealed im-
mediate calls for the

JI \\l!tl‘- {u
traflic as lnu|r|t
idea of watch bands as
beautiful and desirable
mstead of merely

model featured.
san o report increased
I.lilll”\ took to the
something
in themselves,
a string Lo clasp a
watch to the wrist. The |I1-||l'||-[ui res
sult of jewelers pushing the company s
pt'ullm‘l.- was achieved.

Another thing
the ereased tralhi

jl'\\l']f'l"' like about
is that 1t s com-
posed largely of wmen and women who
seldom entered a jl-\u'h\ store before
excepl to buy a watch or visit the re-
pair department.  This, of
tends to break down resistance o visit-
ing jewelry stores for numerous med-
ium and relatively low-cost items move
|'(Illlllllilll} lluu;.‘lll |l}' mosl |n'H[J|¢' i
1‘:'1];,: or d:'|uutun-!|t slores,

Window displays ticing in with Stop
The
tain minimum ovders of Speidel goods,

With a little more than seven months
of network broadeasting in 1918, the

business 257

Musie are furnished free with eer-

company increased its
1947, This
eredits almost entirely to its radio pro-
Instead of the S600.000 orie-
earmarked for the 19486 cam.

over merease the firm

aranm,

mally

Texas Rangers

o o 3 .
Ridin’ High!
The Texas Rangers transcriptions
of western songs have what it
takes! They build audiences...
they build sales. The price is right
—scaled to the size of the market
and station, big or little, Standard
or FM. And The Texas Rangers
transcriptions have quality, plus
a programming versatility that
no others have.

\, Wire, write or phone for
*~... complete details.

The .

el ARI?HUR B. CHURCH PRODUCTION |
Kansas City 6, Mo, &

28 FEBRUARY 1949

COUrse, |

pargn. :“lll'll]t‘} finally spenl in the
uecichborhood of ST76.000, This in
cluded something under S300.000 for
a  double-page spread and  five full
pages in Life. thvee full pages in
Ladies’ Home Journal, trade papers,
and direct mail. The main point of

Pressure 1S on consumers,

The company plans to spend at leas
1919. 0f-
f l'llr'
advertising main-

of the

whether it

as much on advertising for
n.ltul'.l1|} reg
WHusic as the 1919
stav. Just how the
budzet will be
mav be revised upward

freials ard  Stop
vemaider
spent, and

lll pe II'I"- o

dectdes 1o do aboul

what the company

television Chey are as vel andecided
whether to experiment now when lo

rates aid chaoiee time can he olitained
or waill six months to a vear whe

larger audiences are available.

There's nothme indecisive. however
about the wav Speidel s capitalizing
on s conversion of a utthty ]-r-uin-:
of network

mto a gift item by the use

radio and smart merchandisinz, llow

many advertisers land in radio’s ex-
clusive top ten with their first radio
dollar? thern

25 . All in one vear, o

\nd then increase siles

BROADCAST MUSIC, INC.

NEW YORK e CHICAGO

HOLI.YWOOD
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SPONSOR
SPEAKS

Is BMB Worth Saving?

The problem is elear eut. Shall the
Broadeas Bureau  he

amputated [rom the body broadeast,

Measurement

or hall it he improved and continued ?
BMB &= the =econd tripartite effort in
the research field to suffer [rom eom-
mittec-itis and personalities, It is the
secomd research organization to have
the best fact and ficure hrains at its
disposal which has delivered Taets and
ficures tell the 1ruth
The first was the Co-
operative  Analvsis  of  Broadeasting
(CABI. died under the :
sistent attacks of C. E. Hooper. bheeause

which do not

about [i.-lr‘nill_'.'.
which Ol
its facts and figures wouldnt stand up
under analvsis. and heeause it cost too
mueh to operate,

LAY

i= ecssential o advertisers if

Applause

To a Contemporary

When o research oreanization with

many sources open o il turns 1o oa
tradle paper [or its population figures.,
that rates applanse for the trade publi-
cativm and for the cutire trade publish-
g feld, Aler months of —l]ll.‘l]'rl]“-
about its population heures. which
men like Fid Craney of Pacific North-
altacked

Iroadenst

]’nlu..:-ln':|-|f'|"
”]l'
Burean has announced that it will ose

wis] O nany

aromnls, VMoeasuremem
the population estimates of Soles Van
agement as the hase for projecting th
. =eand individual
Serles

vadio hiomnes of the |

<lation _”r.fm:_:'_rmi ni

CONVeIaze,

has spent a onher ol vears de u-l..|.-

ng sonrees [or population reports. Its
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theyv arve 1o be enabled to use hroad-
casting intelligently and profiably. No
other organization even pretends 1o
report listening for all of the U, 5. on
a station-byv-station basis, This is no
refleetion on A, C. Nielsen or C. E.
“mr|u‘1. The former. with few execep-
lions. reports on national  listening,
not individoal arcas.  Hooper covers
LOO city areas. but does not cover non-
telephone homes nor non-metropolitan

repurts

liones, Hooperatings are

network nol  individual ety

arca mdexing, They do cover. in a
manner. which rescarchers still

refuse Lo aceept. telephone and non-

marny

telephone homes as well as rural areas.

sroxsor calls upon all who live by
hroadeast advertising to support BME
1not 11Jl|} biv subser i||lin|1. bt |r_\ work-
ing within the organization to keep it
rescarch-correcl. There is a tendency
to follow the industry
factors and to try Lo control it Iy
refusing 1o subseribe.  These men
think this is the wav to correct BMB
mis-figuring,

lead of some

No research  organiza-
tion can be kept alive by undernourish-
ment. sroxsonr asks all who Lelieve in
honest research to subseribe and 1o
heht like hell to keep BMB facts and
ficures the best that money and re-
search brains ean buy.

H BMB is permitted to die it will
take years to replace it 1U's needed
now during  broadeast  advertising’s
transition period. 1 need not be called
BMB nor need it be a tripartite effort,
What's needed is a nation-wide indus-
iry owned organization rendering re-

market reponts, both as to population
and buving power, have seldom heen
questioned despite the faet that it has
been fnereasingly diflicult 10 do a cen-
sus stwdy during the years when popu-
lation shifts have heen as pranounced
as they have heen during the past ten
Sales taken
as ils specific pravinee the reporting of
the market faets of
have heen when s

Vears. Wanagement has

Ameriea. There
limes eslimales
have been r.'u' more accurale than l]h'
Censns Burean itscl. although  Sales
Wanagement has seldom  done
( |'n\\inj_' about the matter.

SPONSOR pays thi= tribute 1o a con-
temporary becanse it believes in the
job which a trade publication must do

for the field it I'1‘|I|l‘-l‘lll-. Sinee s s

ports on stalion coverage.

\zencies and sponsors also have a
stake in gnm| broadeast research. and
it's time for them also to start talking
in terms of the buyer as well as the
seller paying part of the research bill.

TV Needs Spot News

Broadeasting. through TV. is losing
one of ils valuable assets—the public
acceplance of it as a major news medi-
um. TV is doing a consistent job of
chasing viewers to newspapers for their
news. TY sel owners seem Lo forgel
that radio is still covering the news
cllectively, All recent survevs indicate
that thus far television hasn't done a
good job of covering news visually.
This isn't surprising hecause the mo-
tion picture industry never attempted
to he a spot-news mediun. and most
news=men in the visual
have come from the newsreel industry,

air medium

[t's nol easy and it’s expensive lo
be on top of the news pictorially. either
via remate pick-up or film. The news-
front is glohal. The top news of the day
may originate in China. Alaska. or the
Argentine. With radio it is possible
to give on-the-spot reports of earth-
shaking evenls, Radio is able 10 call
on all the lacilities of the greal news-
cathering organizations, plus its own
stafll men. As yet there is no
|nit-lnri:11|\' to blanket the world. Never-

wayv

theless the wav must bhe found. Tele-
vision newsmen must not forget the
lesson that radio has learned. Yester-

dav’s news is dead news.
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industry, in the person of its research
turned to

questioned souree. Sales Management

heen =atisfactory.

organizalion, has an un-
for its information.

It's a tribute to research
s

good trade journalism,

anid Sales

Wanazement. also a tribute 1o
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IT'S RESULTS
THAT COUNT!

Put a radio program lo a vote, and you'd probably get as many
experl opinions as there are experts. But your final authority on
programs are the sponsors who measure them in terms of
RESULTS! Since IT'S RESULTS THAT COUNT, you can't blame
WIW for being a bit chesty, because letters like the ones below
are coming in regularly!

THE ClWEls‘HD COCA-COLA BOTTLING COMP!NT

The Coca-Cola
"write a letterio santa Claus”
program did what we think is a
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BILL O'MNEIL, President
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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
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Please help in the preservation of old time radio by supporting legitimate
organizations who strive to preserve and restore the programs and related
information.



