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Alice had a wonderful time.

But think how many more wonderful things could have

9 1]
happened to her in the age of radio and television.
In WMBG-WTVR-WCOD land new adventures happen daily.

And these First Stations of Virginia make them happen.

For instance, WMBG was the first station of Virginia
to broadcast during the daylight hours.
First o own recording equipment.

WTVR (now operating with full power) was the South’s
first television station.

First in the country to sign for an NBC-TV hookup.
Yes, Alice had fun.
But she should have lived in WMBG-WTVR-WCOD land.

WMBG an
WTVR w Tryal Sletoiirs // "Dl rgeneer

WCOD

Havens and Martin Stations, Richmond 20, Va.
John Blair & Company, National Representatives
Affiliates of National Broadcasting Company
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E.T. program
plans big

New cigarette
battle on

Fibber may
push new
product

Emerson
will return
to TV air

Air to feature
refrigeration
price cuts

You can't

fight Benny

Coupon books
selling

Zenith ads
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Transcription producers are putting on pressure, with practically
all companies announcing new series between now and NAB convention,
Bruce Eells will have 2 new programs, Standard 5 specials, Broad-
casters' Guild 1, and Frederic Ziv at least 3. Harry Goodman also
has something new up his sleeve.

=SR=
Fight for "long" cigarette market will find R. J. Reynolds (Cava-
liers), American Tobacco (Pall Malls and Herbert Tareytons), P.
Lorillard (Embassy), Liggett & Myers (Fatimas), and Brown and Wil-
liamson (Life) all using selective advertising to push brands.

R
Brisk, a new S. C. Johnson product, will find its way to "Fibber
McGee and Molly" program just as Soon as current tests throughout
country have been completed. It's a variation of Johnson's Drax
which was tested but not pushed two years ago (SPONSOR, January
1947).

oL,
Emerson Radio and Television will not be off television air for
very long. President Abrams doesn't like sponsoring a program he
can't control, and "Toast of the Town" was a CBS-Ed Sullivan pack-
age.

=GR
Refrigerators are moving slowly. Result: General Electric,Frigi-
daire, Servel, Crosley, and a number of other manufacturers are
starting to cut price tags. Several firms will use selective adver-
tising to highlight cuts. Others like GE will use "price" copy on
their regular network programs.

=SSR~
Battling Jack Benny hit Horace Heidt's rating so hard that Philip
Morris decided that cigarette vs. cigarette (Lucky Strike vs. Philip
Morris) just didn't make any sense. Result: Heidt goes back to his
old 10:30 p.m. time on Sundays, with NBC replacing him with a give-
away program.

=y A
Several new "coupon book" broadcast campaigns are in works. Not
only are some promoters out with books of cut-rate coupons which
sell at $1.00, but retail groups in number of towns are jointly
sponsoring books which contain "trial" offers. Air sales of these
books have run as high as 1,000 a day.

oy A
Zenith's TV set obsolesence ads have 5o roused manufacturers that

rousing new association is forming. Zenith's appeal, like all McDonald's
, TV set promotions, focuses buyers' attention on Zenith at expense of rest
: manufacturers of industry. Zenith was late in getting into TV swim and wants to
E make up for lost time.
S L VA T L TR o A e B R A MU R R o P PR Bending



National weekly Ae Gs

ratings now Art Nielsen,

Nielsen's

radio index,

covers the nation for first time.

as of 1 March,

REPORTS...SPONSOR REPORTS...SPONSOR R

it has been announced by
Projectable ratings

available are available weekly for first time in radio history.
—_BR=
Fan mag Radio and television fan publication formula is still undeveloped.
formula still Latest attempt, "Radio Stars and Television", folds with April
unknown issue. Not even extensive Dell Publications resources could keep it
going.
. =
Only 1 NBC Despite major contribution NBC makes to RCA income, Niles Trammell
rep on RCA board is only operating executive of network on Radio Corporation's board.
=SR=
TV network Network gross time sales for TV for February jumped 99%, in Rora-
sales up baugh control week of 6-12 February, to $137,496. Selective TV

placement for same control week was %167,839,
vertising placement for week was $118,029.

from January.

News source

—-SE—

newsmen is gathering momentum.

protection more Sstates.
gaining newscasters.
WLW setting
TV pace operation.
relays,
tain.

KNUZ protects
show title

via trademark Hoedown."

—SR-

-l

protection, which is expensive and involved operation.

(Please turn to page 36)

and local-retail ad-
Local-retail was up 33%

Radio newsmen are being protected on their news sourceS by more and
Arkansas and Georgia are latest states to protect
NAB's battle to eliminate discrimination against radio

Crosley is setting the pace to cover the WLW territory with its TV
Crosley's own network will work via station-to-station
with a special relay station on top of Mechanicsburg moun-

Protection for name of broadcast program has been achieved in Texas.
KNUZ has registered with Texas Secretary of State name "Houston

This saves station from having to resort to common law

capsuled highlights

IN THIS ISSUE

What makes Bulova tick is detailed step by
step in the first complete report of America's
number one watch firm.

Automobile dealer associations are most
active factor in automotive advertising today.
The dealers' side of car selling is the basis of
SPONSOR's second automotive report.

How many stations in 1955? That's problem
for advertisers, just as it is for the broadcasting
industry.

BMB has had to meet one crisis after another.
SPONSOR reports for the first time in any
trade paper what "average daily audience"
figures look like.

What about rates? asks Mr. Sponsor in this
issue.
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38

American business in Argentina. Where is
it going 7 And why.

IN FUTURE ISSUES

The story of auto accesories and parts is
scheduled for SPONSOR's next report on "'The

Automotive Picture."

NAB Evaluation is more of a project than a
story. It's an annual study made from sponsor
and agency reaction to the industry associa-
tion's previous years activities.

Warm-ups and after-pieces are mislaid in
most agency and sponsor plans. It's a foolish

neglect and SPONSOR reports why.

Soap opera success is no accident. The first
episode of an intensive report from exclusive

sources is due in SPONSOR'S next issue.

11 April

11 April

11 April

11 April

SPONSOR

!
!
|




[ AT R T SRS |

Mr. Mid-America

to the Farm Belt.| B

THERE GOES
JACK JACKSON
KCMO's FARM REPORTER

Guy)

JACK JACKSON . . .
Topics,” “Party Line” and “Farm Editar”
braadcasts, Jack is likely ta shaw up any-
where anytime.

Between his “Farm

BRUCE DAVIES gives Mid-America farmers
their market reparts daily direct from K. C.
Livestock Exchange,

28 MARCH 1949

B,
Tells Your Story . ~/ b

R~

,(N.J 1|

P

at a Low, LOW Cost per 1000 Coverage!

You have to know your way around a barnyard to talk convincingly to
farmers! And that's just where our Mr. Mid-America Farmer, (KCMO’s Di-

rector of Agriculture) Jack Jackson, excels. Jack is a farm lad from way

back. His background includes 4-H, FFA, teacher of vocational agriculture,

county agricultural agent and Radio Editor of Texas A & M College.

Because Jack Jackson knows the language farmers listen to, he’s your
best bet when you have a story you want farmers to hear. At his com-
mand are over 442,000 farm families inside KCMO’s measured %2 mv.
area. These families produce on their farms an amazing 9.3 per cent of
the total farm income in Americal They're a “buying crowd.” To tell your
story to Mid-America farmers at o low, LOW cost per 1000 coverage, tell

it on KCMO, Kansas City's most powerful station!

50,000 WATTS

DAYTIME—Non-Directional and KCFM...94.9 MEQGCYCICS

10,000 WATTS NIGHT KANSAS CITY, MISSOURI
=810 ke. Basic ABC for Mid-Americao

ONE Does It In Mid-America
ONE
ONE
ONE

ONE set of call letters

station
rate card

spot on the dial
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40 West 52nd

TV SUCCESS

Your article on davtime TV 128
February, page 21) was really a t1er-
rific study of the subject.

I thouglt vou mizht like 1o know a
little about KFLIETV's l-]u'l.‘!tiull b
cause (o) we are the onlv station that
1= exclusively davtime, and (b1 one
of the few that have realistic cards
a S50 base rate [or a  100,000-s¢1
area,

Our indicates
we are on the vight track

accounts the first week. a considerable

that
20 new

initial  sueeess

number of them retail. Our approach
to selling television is this: we are
selling on a cost-per-thousand  basis,
iznoring the added impaet of tele
YV I=1.
KNevin Bo SWEENEY
SNales & Promotion Wer.

AFL. Los

Ingeles

IF BMB FOLDS . ..

I thought yvour article entitled *The
BADL Dilemma™ in the
i=sue of spoNsor was an excellent ap-
|-|:li-.l| of the difficulty in which BB
now findds asell.

Febrnary 28

Your editorial on the
subject of BMB was certainly punchy
ane o the point. There is no question
in oy mind that if BMDB is permitted
to fold up now it will take many years
to bring into existence again an in-
dustry research organization capable
of doing the kind of job radio and
television need.

I am glad o see that there is one
trade Inl|-li:u|li--|l which sonses the true
value of the issues involved in DM s
present difficulties. and s willing 1o
lake an

viewspoint regarding  them,

Hl'iv|1i\=- and  constructive
I 'nfortu
trade

has evolsed

nately. the great m.]jnkil\ of
date

aromnd personalities and the exploita

Pre=s coserage 1o
tionr of nofavorable day-to-day develop
ments. o this atimosphere, the real

rescarch accomplishments of BMB have

Leen eompletely Tost sight of by much '

ol the trade
1. M. Bevieee. I
Director of Research.

VAR N

LAMENTS "LAMENT"
The article entitled “Tran=cription

Producers” Lament™ in vonr current

',‘”l"-u\r‘ tuern Lo Jrage NHh)

HOW TO
$ §$ 5

gave):

ON YOUR
PROGRAM
SCHEDULE

PUBLICATION
and

MAILING

RADIOTIME

® Puts radio and television schedules
in one standardized easy-to-use

publication.

@ Eliminates the confusion and neces-
sity of maintaining schedule files.—
..... No lost schedules . . . no
time wasted in filing or searching.

Assures the advertiser and agency-
man of current, up-to-date informa-
tion.

® Gives clients and prospects all the
program facts in a single, complete
book, WHEN they want it, and
HOW they want it.

® Endorsed by timebuyers, agency-
men and advertisers as one of the
most valuable new service develop-
ments.

WRITE TODAY

for sample copy and
full particulars.

'RADIOTIME, Inc.

53 West Jackson Boulevard
CHICAGO 4 ILLINOIS




Make big ones out of little ones...

Agencies. Success Story: Small advertiser gets sound agency advice.. .

uses Capitol Transcription Library to build distinctive show .., saves talent costs,

therefore can buy more time, cover more markets. Result is expanding business

for client, increased billing for agency. Mail in the coupon, get the whole story

with complete descriptive booklet and FREE audition discs.

TRANSCRIPTIONS
A Orvanan of Capero! Recerds

A UNIQUE LIBRARY PROGRAM SERVICE

Capitol Transcriptions
Sunset and Vine, Dept. S2
Hollywood 28, California
Rush information, including [ree audition discs,

on use of Capitol Transcriptions for building shows
in sclective markets.

Name

Company Position

Street

City- State —~




TRANSIT RADIO...A NEW IDEA...

Reach Customers at Lowest Advertising

| I =/ TRANSIT RADIO IS FM
- BROADCASTING TO PASSENGERS
ON BUSES AND STREET CARS

Low-Cost Rate Structure Based on
Passenger Counts

Perfect Sound Distribution
Throughout Vehicle

Every Passenger Is Within A Few Feet Of A Speaker Qverhead

Five to enwtht loudspeakers are mounted on the overhead panels to achieve
perfect sound distribution. Reception is casy on the ears. The elarity and
high fGdelity of FM eliminates statie and eleetrical interference and does
justive to the high quality of Transit Radio programming, Reeeivers are
permanently locked to the stations’ frequency with pin-peint precision so
fading,

there can be n wavering or other faulty tune-in. Effective recep-

tion of advertising messages 15 assured

““Voice Emphasis’” On Commercials
When the studio announcer reads a eommereial the volume in the bus or

streclear is automatically raised about 8 decibels. This “Voice Emphasis’
ardds extra impact to the adverusing message,

PLEASANT PROGRAMMING TO RELAX PASSENGERS

| . AT
| - FM broadeasting to public transit .‘ ! )
- vehieles is entirely separate and dis- .. 8 b
| k) S S tinct from AM broadcasting. The rys
. problems nre different, the program-
| k\ v approdch different Timg
- approach is differen 5
music Musie 15 the keys "GNaLs
Radio programm
lodie popular

| ! o T Ie ::_l-l-..' e
) [ over

enty to thirty 5
| mal weather report ¥ |
| NEws cores add to the relaxing
Speial Fealure Frograms e
Commercials, live or transcribed Aluge
.: ’ |
Al tert o V.73 |
Lt ports | wnd similar quickie 1
: —_—

i ly known or
| m it
wiously identified

In the rapidly expanding list
of cities, passengers on public
transit vehicles now “listen-as-
they-ride” to musie, news,
weather reports, time signals
sports scores and other special
features . and to ndn‘rt!x;ny
commercials. The latter are
available through the medium of
Transit Radio as spot announce-
ments, live or transcribed, or as
commercials within  sponsored
special feature programs

Counted, Guaranteed Audience

Transit Radio introduces sev-
eral new dimensions giving it
unique -III\'.lT}‘;t]_‘l'\ as an adver-
tising medium. The audience
reached by the advertiser’s mes-
sage is a counled, guaranteed
audience. No surveys are neces-
sary—guesswork plays no part.
The actual audit of paid passen-
ger fares determines the rate
paid by the advertiser.

A Selected Audience

DifTerent age-groups, worker-
types and income-classes ride
the buses and street ears.uring
the various time periods of the
day. Since this andience com-
;ma‘:!i(nrl is known, the advertiser
can select his most receptive
customers by selecting the hours
when they are known to rvide

The Lowest-Cost Medium

Class “A" Time includes the
rush hour periods in the morn-
ing and late afternoon. Rates in
each of the Transit Radio cities
are based on formula of
approximately T5e-per-thousand
guarantecd passengers (at 260-
time frequency). To determine
the rates, passcenger-count audils

are averaged by hall hour
|Jv'tllt[|-

Class “B" and Class “C" Timc
include the daytime shopping
hours and the later evening
hours respectively.  Similarly,

passenger-counts are used as thi
for determining rates of
$1.00 - or - less = per - thousand
guaranteed passengers (at 260-
time frequency )

basis

An Audience In Tronsit
Riders are close to points of
sale, actunlly within minutes of
outlets where your .ith't-:li.—-:ni,’_

ean be translited into sales,

CATCH THEIR EAR
Just Before They Ger Off

= - 1 —

e

. -- %ﬁl\

s

pt——

At Shopping Centers

WHO HAS ORGANIZED
TRANSIT RADIO, INC.?

The Transit Radio idea and or-
ganization have been [athered by
men  and whose
ses in radio and advertising are
mally recognized

These founders and stockholders
of Transit Radio, Ine. are
tial, multi-million dollar companies
A solid organization
formed, one with which you ecan
deal in complete confidence

COMmpanies SUC-

na

substan -

lias been

The Yarkee Nelwirk
Wiw—Cleveland, Ohio
WMAR— Baltimpre Sun
WWDC— wathiegton, 0. G
WERF— Evansville, Ind

WHARC- WCTS— Cincinmat|
Times-Star

KXOK—51, Lowid
Star-Times
KPRC— Moustom Pasl

SPONSOR




A NEW VOICE...A NEW MEDIUM!

Cost Who ‘‘Listen-As-They-Ride’’!

=T

l “We won't move o step until Gene Krupo linishes ploying Drumboogie’’

Do Passengers Like Transit Radio?
“Yes’’! Is The Overwhelming Answer

Over 95% Approval by 31,943 Passengers Interviewed
in 8 Transit Radio Cities

Public Transit Companies are
understandingly sensitive to pub-
lic opinion. They approached the
awarding of franchises for transit
radio broadcasting conservatively.

First, commercial operations on
a test basis were conducted for a
period of time to allow thorough
study. Then independent research

organizations were employed to
get the approval and disapproval
votes of the passengers.

Each of the surveys was con-
ducted while advertising was being
broadcast. The over 957 approval
by riders is one of the most en-
thusiastic endorsements ever ac-
corded a new medium.

Seasonal Products Can Be Tied in
With Local Weather Conditions

The sales curves of many prod-
ucts and services are inseparably
linked with temperature fluctua-
tions and weather conditions. Ad-
vertising timing is all-important.

Some of these seasonal products
include rainwear, anti-freeze, hot-

weather beverages, electric fans,
insecticides, frozen f{oods and other
familiar examples.

Transit Radio stations will co-
operate fully so that advertisers in
this category can capitalize fully
on the fAexibility of this medium.

FM AUDIENCE AT HOME IS "BNU‘S"

Programs broadcast to Transit
Radio vehicles via FM simultane-

ously reach homes in the area
with FM receiving sets.

The size of this bonus audience
varies from city to city, apparently
in ratio to the aggressiveness with
which FM sets have been promoted

rather than to population.

This fact is reflected in the esti-
mated number of FM sets in the
following typical Transit Radio
cities: St. Louis 50,000, Cincinnati
30,000, Washington 70,000, Houston
25,000, Baltimore 67,000, Worcester
7,500.

MR. & MRS. “EVERYBODY'' AND FAMILY
RIDE THE BUSES AND STREET CARS

80 to 82 Per Cent of the General
Public Rides Public Transportation
in Urban Centers, All lncome
Classes Represented

Transit Radio puts advertisers in
contact with this market in motion.
Often the passengers' first ports of
call are retail outlets
The Psychological Momeni
Te Influence Customers
Advertisers are offered the dis-
tinct advantage of literally n!-ll.jnj.!
in the last word. A large percent-
age of transit riders are headed
somewhere to buy somebody's
products. You can now catch their
ear just before they get off at
department stores, fashion stores,
drug stores, and jewelry stores—
and homeward bound at neighbor-

hood food, drug and shopping
center storcs.
Visualize the extra payoff in

sales when the commercial urges
"Get X Brand of hosiery” before
a customer gets off at a department
store—"Get Z Brand of meat" be-
fore a customer gets off at a corner
food store.
Local Coverage Unequoled
By Any Other Medio

Transit Radio very nearly ap-
proximates total coverage in the
growing list of cities where it is
in operation,

In each city, ranging in size
from large to small, the number of
daily riders on the average week-
day just about equals or erceeds
the total pepulation.

For example,
a population of 1,238361, average
daily rides on 1,200 Transit Radio
vehicles totals 1,342,402, In Hous-
ton, population 558979, riders on
600 TR wehicles total 419,059, In
Huntington, population 100,486, rid-
ers on 80 TR wvehicles total 75,906.

TRANSIT RADIO MARKETS

Franchises are in Negotiation
in Practically Every Major
City from Coast to Coast

The following cities are currently
in operation: Cincinnati, Ohio;
Covington, Ky.; Des Moines, Ia;
Houston, Tex.; Huntington, W. Va.;
Kansas City, Mo.; St. Louis, Mo.;
Tacoma, Wash,; Topeka, Kans.,
Washington, D. C.; Wilkes-Barre,
Pa.; Worcester, Mass.; Allentown,
Pa.; Evansville, Ind.

Because of the rapid addition of
new Transit Radio markets, please
consult your nearest Transit Radio
office: listed below

-ﬁl-t.-.u,

in 5t. Louis with |

Select Your Audience!

Pick the time and wyou pick the
audience you want! Accurate data
can be supplied on audience-com-
position at various Umes in every
Transit Radio city.

“‘*WW'; * i‘i

e
§

6:00-7:30 A.M.—
Factory workers

7:30-9:00 A.M.—
White collar group

'} " A

8:30-9:00 AM.—
School groups

9:00-4:00 P,M.—_
The Housewife-Shopper
4:00-6:30 P.M.—
Homebound shoppers,
students, workers
6:30-11:00 P.M.—
Entertainment seekers

NEW YORK:
250 Park Avenue—Mur. Hill 8.9254
William H. Ensign, Monoger

28 MARCH 1949

TRANSIT RADIO,

CHICAGO:
35 Eost Wocker Dr.—Flnoncial 6-4281
Fronk E. Pellegrin, MNationol Sales Mgr

PHILADELPHIA:
Alden Park Monor—Victor 4-1021
Arnold Nygren, Monoger

INC.

CINCINNATI:
Unien Trust Building=—DOunber 7775
Richard € Crisler, Vica-President



ON THE HILL

Advertising needs friends
in Washington and other places

\dvertising hasn’t any real friends in Washington, des-
pite all the zood public relations work that the Advertis-
ing Council has been doing these past few vears, Reason
i= simple. Advertizsing’s relationship 1o production has
never been properly presented,  With labor and liberals
hoth anti-advertising. all media are suflering attacks, Radio
campaign to sell advertising and its key position in the
national economy has been talked of. hut that’s all.

Will Federal Trade Commission
continue as is?

FPederal Trade Commission. anathema to many husiness-
mel attention White
Vany corporations. including  radio advertisers.

men, hasnt received from  the
“erll:-: "
who have cases up before the Commission and who would
like 1o know just what bias this “high court™ of husiness
will nse next vear. must wail until President Troman and/
or Secrelary of Commerce Charles Sawyer get around 1o

Food and drug administration
annoyed by N.Y. Health Department publicity

.50 Food and Drugs administration is ammoyed by recent
publicity of the New York Health Department regarding
The New York burean
wa= pictured as monitoring vadio and TV stations for
fals¢ or misleading statements o advertising. Since radio

television and radio advertisinge.

and TV transcend state Tines, supervision of drog adyvertis-
ing has generally heen lelt to Pederal Burean, Policing
by 18 states raises specters of veal headachies for LS,
standard setting. wnnoying 1o Washington.  [rightening
Sinee XYL Department hasn’
even an appropriation fora TV set vet. it was all pofTery
but pulls make headaches 1o,

tor most anr advertisers,

Breadcast mail backs
Truman 1000 te 1

Recent broadeasts of the President Tunve brouglit suel an
ol Tayvorable that he's
selb o wrging Congress 1o pass all the hills he promised

-!\;Il-‘llll'hl‘ Il:.‘l“ muare ll!;lll over

Mail Tvonn hroadeasts has
been thomsand 1o one pro<Frmman,

whilis campaiguing last yvear,

Farmers want action
to protect farm prices

Farmers have been much more voluble in past two weeks
than during last full year. not because the pinch has al-
ready hit them. hut because it has hit their organizations.
Ieads of the Grange and other farm organizations have
heen telling their members o “get aflter Washington to
save our investment.” Farmers have a good man o fight
for them in Seeretary of Agriculture Charles F. Brannan.
el try anything for the rural folks—at least once.

Cigarette direct-mail selling
getting congressional attention

Becanse direet-mail selling of cigarettes is consistently
nsedl o cireumvent local sales tax regulations, the business
i= under attack on the Hill. Number of hills await con
aressional action. all with the objective of banning direet-
mail selling of tobacco products. Stations are watching
these bills carefully. not becavse they're worried about
losing tweir mail-order cigarette advertising, but because
il diseriminatory legislation on one product is possible,
such moves can be extended to other products advertised
by air.

Network station representation
problem may be tabled

Investigation of networks by the Federal Commnnications
Commission may resnlt in tabling for the time being any
action by the Commission on the rights of the networks 1o
represent stations nol owned by them. 1t makes little sensc
to regulate networks piccemeal, FCC hasn't an outstanding
reason for the network investigation. but announced that
it's time to reevaluate previous network regulations,

Wages and prices decline an
educational problem

Bigeest job facing Wazhington i~ problem of educating
the public 1o fact that both prices and wages must he
subject to downward revision. Troman is said 1o be look-
ing for a man who will undertake this difficult publie
relations assienment. He has asked a number of key
business men if their corporations would participate in
cuch a campaign. Thus far. all interviewed have begged
ofl. Faen the networks of the nation have asked 1o bhe
relieved of <uch an assignment.

Commodity and wage ties to
living and product in disrepute

The ticing of the price of new materials o the price of
The
practice of ticing wages to the cost-ol-living index is also
arawing in negative reaction. Recently Coba was forced

a manufactured prodoct is growing in disfavor.

Lo lll'll'l! a contrart which tied the sales price of molasses
to the price of induostrial aleohol in the manufacture of
which the molasses was being nsed. Reason?  Industrial
aleohol price had dropped =0 low that moelasses was hring-
inge just 2577 of the original conraet price. Recent con-
tract venegotiations between several unions and manage-
ments finds the unions 'll"\iﬂ:_“ to casc oul the ('u:‘l-quii\in;__'
index tie of wages. Union members do not like amomaltic

wage euls.

SPONSOR




POWER.... .

it daytime, 10,000

POWER....

POWER:...

v
\“5‘5 "oes

al 10

e.\ FLORIDA'S ONLY 50,000 WATT STATION
Represented by Katz
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For Profitable

WILMINGTON
DELAWARE

EASTON
PENNSYLVANIA

HARRISBURG
PENNSYLVANIA

WORK

YORK
PENNSYLVANIA

=

WRAW

READING
PENNSYLVANIA/
)

WGAL

LANCASTER
PENNSYLVANIA |

AFFILIATES
Represented by

ROBERT MEEKER

ASSOCIATES
Loy Angeled Hew York
S5on Fronciico Chicago

STEINMAN STATIONS

10

Lewis F. Bounham
Mpr.Sponsor
: Director of Advertising & Sales Promotion

The Mennen Company, Newark, N. J.

[here is uothing speetacular about Lew Bonham’s methods of
letting the American male know the virtues of Mennen shave ercam.
or of telling the American mother that Junior’s tender <kin will 1ake
more kindly to Mennen baby oil. Bonham himself can see no rea-
son why particular attention should be ealled to the steady. pro-
ductive job he has done for the Mennen Company in his five vears
with the finm. The modesty and self-effacemnent are not false. either;
he just feels that he's handling Mennen's advertising in the only sensi-
ble way it can be handled.

Prior to Bonham’s entrance into the company (i the same posi-
tion of advertising and sales promotion director that he holds today)
Mennen had confined its broadeast advertising pretty exclusively 1o
nighttime network programs. With Bonham taking over the reins,
the formula changed 1o selective and daytime. His idea was to
veach men with his Mennen shaving cream message at the time they
would be most vulnerable —carly morning. and especially during the
aam, shaving chore. And to plant air selling of the Mennen phar-
maceotical line (antiseptic wil. borated powder, ete.i when it would
do the most I[.'Iillll. he chose afternoon slots for housewife I]I."tl'lli“;_'-

The campaign (representing an annual S600.000 expenditure ont
of an overall ad bodget of $2.500.000) remains pretly constant,
utilizing about 50 powerhouse stations in as many markets. Pro-
srams are generally three 15-minute shows weekly. usvally musical
and revolving around local personalities. There are exceptions:
newscasts across-thehoard on WNBC and WOR. New York: like-
wise on the CBS Pacific Coast network,

Handsome. prematurely gray Lew Bonham has brought a com-
preliensive knowledee of selling to his Mennen job. e started om
as a salesman and then sales manager for one division of the Dixon
Company, before going with the Personal Produets Corporation (a
cubsidiary of Johnson & Johnson) as merchandising manager.  He
left the latter to join the Tlvear-old Mennen organization.

Ve anied doek hunter. Bonham can be found. whenever he can gel
away feom his desk. in Florida, Virginia, Maryland. or wherever it's
open season o the swimming birds, An equally avid dog fancier. I
writes a column for the American Kennel Club Gazette.
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She’s
DECIDED
To Buy

WHAT’S BEHIND IT?.....

The text books call it selective demand. The Sponsor
calls it results. By any name it is the reason for adver-
tising. To stimulate the demand and bring the results
most effectively your sales message must reach the maxi-
num andience at the minimum cost. This is radio station

KSJB’s perpetual goal.

To give advertisers a bigger audience in North Dakota, LAl 7 oo _._ -
at a lower cost per listener, KSJB spends promotional N W : _, T i_'-
1dollars in the market. Over one hundred newspapers have g8  § d.y. ;’ ,; r .
been used to merchandise sponsors™ shows to potential 1%

customers, Public Service programs of high local interest

éi%ié [ 140

have been consistently aired to build listener loyalty. Then -
surveys have been made to determine listener trends and A

they have been catered to by program changes where in-
dicated. That is why KSJB leads the field in North Dakota
radio today. That is why KSJB should be on your media
list.

For the latest survey resulls see vour George Holling-
bery representative. He now has an area survey based on
6,202 calls made in seven key counties. This conclusive
study shows that KSJB leads all others two to one.

1
’
KSJB's
LATEST RATINGS
Morning  Afternoon Evening
RBIBES 8 v aiane e s 54.4 46.5 49.6
Station A ....... 18.0 21.4 23.5
stgtion B ioon i 19.3 25,5 17.7
All Others . ...... 8.3 6.6 9.2
Survey faken in Stutsman, Barnes, Griggs, Foster,
Kidder, Logan and LoMour counties, North Dakota.
I

HSJB, 5000 Watts ot 600 KC, the CBS station covering “The Top
Of The Nation'. Studios in Jamestown and Fargo, North Dakota







E E 51 A In nearly everyone’s mind today

. Lowell Thomas

o =

My Friend Irma

&

Suspense

»

Luax Radio Theatre

-
e
.

My Favorite Husband
Edward B. Murrow
Dy. Christian

R

Amos 'n" Andy

©

Arthwr Godfrey
10. Jack Beuny
L1. N. Y. Philharmonic

the CBS Program Schedule is the strongest in all radio..
strongest because it pleases and serves most of the people

more of the time.

This leadership in network programming is no accident.
It is the calculated result of years of planning successfully

followed through.

And it has been accomplished in many ways:

—by inventing great package programs like “Suspense”
and "My Friend Irma”;

—Dby “showecasing” great programs like the Philharmonie;

—by developing great personalities like Godfrey;

—Dby securing them, like Benny and Amos 'n” Andy.
Invention...showmanship...initiative.

These are the vital elements which CBS has woven into

this rich pattern of listening inside U.S.A.

If you have your own radio program, you can be sure this
pattern is the one in which it will flourish best.

If you need a radio program, you can be sure that CBS
has it for you—for the best new programs will continue

to come from the Columbia Broadcasting System.
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The

most
complete
lysis =
Z:aa‘;rwave advertising
ever published!

®
modern
RADIO

advertising

with an analysis of
television advertising

By CHARLES HULL WOLFE

Radio and Television Dept
BBDE&O
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i NEW BOOK of 200,000 words,
packed with the factual infor-
E mation you want on how to cre-
ate radio commercials, buy radio
time, plan radio campaigns, and
test campaigns, programs and
commercials. Authoritative, up-
to-date, each of the 43 big chap-
ters is introduced by an expert.
It covers every phase of radio
advertising from jingles to insti-
tutional copy. research to test-
ing, contests to criticisms, to help
you — advertiser, agent, radio
man or student—create better
airwave advertising with better
results at less cost, $7.50
I
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FUNK & WAGNALLS COMPANY
153 E. 24th S, New York 10, N.Y, S328
Please send me a copy el Walle's MODERN
RADIO ADVERTISING a) 57 50 | understand
you will zend the book lo me on approva
ad | may return it il not entirely sativfied

e poy postoge on erders otcomponicd
by remillonce Same cefurn priviloge )

NAME
ADDRESS
ciTy LONE STATE
POSITION

COMPANY
Cheoe b nnélpied mi
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New developments on SPONSOR stories

P-S.

See: "50.50 Deal—Blockstone Establishes Name"
Issue: 14 February 1949, p. 29

subieﬂ: Frigidaire appraves list of transecribed
pragrams in dealer-ca-ap plan

The Frigidaire Division of General Motovs Covporation has just ap-
proved a group of 21 transeribed programs [or dealev-cooperative
sponsorship, They'll share costs 5050, This is a leal from the re-
markably successful co-op plan of the Blackstone Corporation which
aol under way last October.

Ihere is a major difference. however, Ad-manager James E.
Peters of Blackstone selected a single program to offer his outlets.
He chose to make the decision as to the deal transeribed show 1o
sell his washing nachines. Frigidaire, on the other hand, has ap-
proved 201 waxed shows in the beliel that stations and local outlets
van choose the best available show and time available in their market,
The programs are of five. 15 and 30minote lengths and provide a
varicty of moods. Productions are from NBC Radio Recording,
Harry S. Goodman, Monogram Radio Programs, Ford Bond. and
Hopking Syndicate.  The deal is handled through the Ralph S.
MelFeely Co.. Columbus. Ohio. representatives for transcribed shows,

Letters from Meleely’s office went to stations in all Frigidaire
markets on 7 March announcing the deal. Meanwhile the 92 stations
that were bvoadeasting Blackstone. Magic Detective for Blackstone
washers have grown to DL inchuding all stations of the regional
Columbine (Colorado) and Arrowhead ( Minnesota. Wisconsin) net-
works., Stations and dealers in each area wheve Blackstone. the hive
magician. takes his road show are always able to tie in special mer-
chandising displays with his appearances, Distributors often furnish
blocks of tickets to employees of retail outlets in the area. This
builds appreciation for the radio version of the magician,

P-S.

See: "General Baking Uces Selective Radia"
Issue: 14 February 1949, p. 22

subiecf: GB extends Pa. delivery area three times
due ta e.t. series an WPWA, Chester

The pull of shrewdly handled selective radio has onee again been
ably demonstrated to General Baking Company ( Bond Bread) home
office oflicials. this time throngh an announcement series with an
idea behind it on WPWA in Chester, Pennsylvania,

General Baking has. for almost a decade. foregone network pro-
grams in favor of strictly seleetive radio advertising. A, W, Weil,
focal manager of GB in the Philadelphia arca. wasn’t however. inter-
csted i oany form of adventising that wouldnt produce sales, *1
won't.” Weil had often declared. “spend a nickel on vadio unless 1
see tangible vesults,”™ This attitude rather unreasonably called upon
radio o do a good job without being hired in the first place,

Weil finally gave radio its chance recently, however. Lou Poller.
WIWA sales manazer. sold him a sevies of syndicated transeriptions,
produced by Harry S0 Goodiman, The oncaminute anmouncements,
vitled What's in w0 NemeZ. went on WPWA four times daily. with
listener .I|l|n'.‘|1 l’ll;r'|t||f‘ln-1| this Wi\ : the station sends out ilu-l-'.'ua]'~
to all those people in the area named Smiith, Jones. Brown. ete. (one
name group for each hroadeasti, and advises them that if they want
o find out how theic particular name came o bes e in WPWA
for the explanation,

The result: after 13 weeks Y0 new teade opened up for Bond
Liread, hased on the eompany s figures of having 100 customers oul
of 1000 peaple in the area, with 100 more possibilities and  the

{ Please turn to page (1)
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Penefration is the pay-off!

Miles California Company demands

m:.’f}"f:'h‘ Pacific Coast market penetration
to match Alka-Seltzer's complete mar-
ket distribution. No wonder then that
the Alka-Seltzer Newspaper of the Air—

the Coast’'s Highest Rated Newscast*—is

wary 274 A%

Jan

celebraring its 15th Anniversary on the
Don Lee Broadcasting System,

*C. E. Heoper, January 1949

T ¢ When you're on the Don Lee Network
congratuidss : ..‘_\Jr .
you are 803Nk =

your sales message is broadcast from
withm 45 important Pacific Coast mar-
kets. That's PENETRATION! It pays off in
MORE SALES, not only in some sections,

but all over the vast Pt -75:‘ Coast.

BROADCASTING SYSTEM

LEWIS ALLEN WEISS, President
WILLET H. BROWN, Exccutive Vice-President
WARD D. INGRIM, Director of Advertising

Represented Nationally by JOHN BLAIR & COMPANY

28 MARCH 1949



‘ THERE'S ONLY 1 No. l MARKET IN OKLAHOMA

KANSAS 34.8% of Land Area Has:

KVOO
'I'U*[SA 48.2% of Retail Food Sales
MARKET 45.5% of Retail Drug Sales

AREA

missouri | 45:1% of State’s Retail Sales

46.7% of Oklahoma’s Effec-
tive Buying Power

SVSNVHYV

Above figures taken from Sales

Management Survey of Baying Power

M KVOO ALONE BLANKETS THIS RICH MARKET

Bl 50— 100%

L | 30% — 499

Yes, KVOQO, alone, blankets Okla-

KVOO BMB MAPS

homa’s richest (No. 1) market! In
addition, adjoining rich counties in

Kansas, Missouri and Arkansas,

constituting a part of the Tulsa Trade
Territory, are within KVOQ's 50-10097
BMB daytime area.

KVOO is a must on any schedule
which is planned to sell Oklahoma's

richest market plus the bonus counties

of that marker!

See your nearest Edward Petry &

A P m— - & % gl &
NIGHTTIME Company office for availabilities.

Haoper reports the overall rating in Tulsa as 38.3 for
KVOO; 23.0 for Station “B"; and 22.1 for Station "C"

RADIO STATION KVOO

EDWARD PETRY AND CO., INC. NATIONAL REPRESENTATIVES .
TULSA, OKLA,
OKLAHOMA'S CREATEST STATION

50,000 WATTS

14 SPONSOR



New and renew

SPONSOR

PRODUCT

AGENCY

STATIONS

CAMPAIGN, start, duration

Adam llat Stores Ine

Block Drug Co
Brown & Willinmsan

Aven Mig. Corp
{(Crostey Dhv)
Eastern Wine Corp
General Baking o
Gieneral Foods Curp
General Millx

Gruve Lahoratories

Lever Bros

lLagegett & Myers
Proeter & Gamhle

iver Braml Rice Mill-

Rakeach & Son.
Sinclane Refimimg (o

sweels Corp. of America

United Florists Trade, lne

af wun td-week period)

!‘@ New

Ilats

Alkad

Konls

shelvador™
refrigerators

Chateau Martin
Wines

Rond Bread

Swansdown
Instant Cake Mix:
Minute Wiee
Betty Crocker
Party Cake Mix:
Ginger Cake Miy;
Devil's Food Mix
(irave’s Chill Tonie

Silver Dust

Surf

Chesterfield
cigareties

oy fidetergent)

Carnlina Riee

Kosher foods

Gasoline

Tootsie Rolls:
Tootsie Fudge Mix

Institutional
(flowers as milts
ele)

tiesirevk coulriet

Madizon (N.Y.)

Marry . Cohen

(NYL)

Ted Bates (N Y.

Benton & Bowles
(N Y4

Bliss & Marees
(N.Y.)

BRDLEO (N.Y.0

Young & Kuhicam
X))

D-F-8 iN.Y.)

Harry 15, Cohen
IN.Y.

S8C&R (NYOD

Ivay, Duke & Tarle-
ton (N.Y.)

Newell-Emmett
(N.Y.)

Biow (N Y.

Donahue & (ure
(N.Y.)

Mosclle & Fisen
IN.Y.)

Ruthraulf & Ryan
(N.YD)

Station et set at prosest, wlthowgh worve muy be added later,
(ETfLy=two wecks generally weans o

with vptivns far

S AnCeerRQ T

73-100* E.t. annemis; Mar 25 and April §;
(Short  pre-Ea<ter campaigni thra Apr 15
1-2+ F.1. =puts, brenks: April 1: 26 wks
(Test campaign.  espaml
Iater)
Toded ! F.t. sputs, hreaks: Mar (various);
Adding =mall mkis to 13 whks
present campaign)
Indef* E.d. spots; breaks: April ;1 whs
isatl campaign. Magor mkis)
Tndel Eit. spats, hreaks; Mur-Apr; 6o
fEastern mlts only) wks
3-10 E.t. =puts, hreaks: Mar (various):
(Expanding curvenl 13 whks
campagn}
25-30 E.t, spots, hveaks; Mar 15; f-5 wks
P Madnr South and Senthovest
mkis)
Indef* F.t. «puots. breaks: early summer;
{Natl eampaign  after el
Pacific tests)
Indef Kot simts, breaks; Apr I8 18 whks
(Southern mkts only)
10-12¢ E.to annemt>; Apr 15 11 wks
I Eastern mkis only)
20-25" ot spots; Mar 233 13 whks
(Adding tv eurrent
feampaign}
Toddel K.t spuls, hreaks, annemis; Mar
I Testineg new vopy themes  (varnioug); f wks
in South)
Indef K.t spots, hreaks; Apr {(varions)
[Test eampaign, intin indefl
campaign planned) y
1 Fat. and  hive  spots  and  partie;
tHeavy NOY. campaign) Mar 4: 13 wks
Indef” Kot spete; Mar 10; ¢ wks
(Limited natl eampaizn
during Passover)
] E.t. hrenks; Mar 213 15 whks
(Test eampiign Ter new
procluet )y
o6’ Spols, hreaks: Apr (various): 6-11
W
Tnilef Breaks; Mar f: 14 whk~
tLimited test campaign,
Eastern mkix)

7 ¥ g
It'»

rememlx,

Fdemerk

and Renewed Television (Network and Selective)

aithiport to caweellation

at the

el

SPONSOR

AGENCY NET OR STATIONS

PROGRAM, time, start, duration

Ameriean Uhicle Lo

Asam Hrothers

(Wall Iaper)
BR Pen Co
Benrus Wateh Co
Breyer Tee (ream o
BYD Co
Celanese Corp

Chrysler Corp
{DeSata Div)

Curtis Publishing ('n
(Sat Eve Post)

Elgin National Watch ("o

Fard Dealers

General Electrie o
{Applianees)

B. F. Goodrieh Co
{Tires)

Noffman Beverage (o

Liggett & Myers
(Chesterfield)
Linealn-Mercury Dealers

Joe Lowe Corp
(Papsicic)

Pioneer Seientific Cu
(Palaroid TV lenses)

®ln next issme:

Badger & Browning
& Hergey

Gray & Rogers

Foote, Uone & Belding

1. D. Tarcher

MceKee & Albright

Girey

Ellington

BUD&O

BHD&O

J. Walter Thompsan
J. Walter Thompsun
Young & WRubicam
RBD&LO
Warwick & lLegler
Newell-Emmett
henvon & Eckhardi
Blaine-Thampson

Cavton

WIORS-TV,
WITZ, 1'hila,

WX, N.Y.
WXNNBT, N.Y.
WIERS-TY, N.Y.
WNHKT. N:X.
KRTLA, L.A:
WX, Ny,
WRGH, Schen.
KTLA. 1.A.

WPTZ, Phila.
WPTZ, Phila.

N.Y.

WOUAU-TY, I'hila.

WNRT,
CHS-TV
CHs-TV

NaY.
nel
net

ARBC-TY net

WUBS-TV., N.Y.

WNBT, N.Y.

WBRLL, Chi

KTLA, L.AS

CHS-TY net
CBRS-TV net

WIrTZ, 1hila,

Film spots;

Apr 13 32 wks (n}

Film spots; Mar 105 13 whks (i)

Film spots; Mar 53 32 wks (m)

Film annemts; Mar : 26 wks (n)

Film annemits: Mar 13 52 wks (n)

Film spots; Mar 105 22 whs (r)

Film spots; varions starling  dates
wks (n)

hetw

Film spots; Mar 7: 6 wks (n)

Filin
Film
Filin
Film

spots; Mar 10; 6 wks; (n)
spots; Mar 10; 9 wks (n)
spatsr Mar 3; 9 wks (n)
annemits: Feh 213 52 wks {n)

Mar I3-Apr 17 ~

Through The Creystal Ball; Mon 9-9:30 pm; Apr b 532 whks (n)
Fred Waring: Son 910 pm; April 17; 32 wks (n)

Celehrity Times: Sun S:30-8% pm: Apr 33 52
Film annemts; Apr 115 532 wks (n)

Fil:n spots: Mar 263 532 wks (r)

Film spots: Mar 73 52 whks ()
Toast of the Town; Sun S-9 pm; Mar 27;
Lucky Pup; Moan 6:30-6:45 pm; Moy 23

Film spot<; Mar 1: 13 wkx; (n)

whks (nl

T2 owks (nh
2 wks

New and Renewed on Nedmworks. Spounsor Personpnel @hanges.
I !

National Broadeasi Sales Execntive Changes. New Agency Appointmoents
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New and Renewed Television

[Continued)

SPONSOR

AGENCY NET STATIONS

PROGRAM, time, start duration

Bhodes "harmaceatienl Cuo
thmgrind
Harhwell Mig, twn
Prekis Mie. This, (o
Homeeralt Power Tools
Runsan Art Metal Works
Sevvie Tay Uo
Ward Baking s
Teliev isian  Gauid
Mg sine )
Wing Adsisory Hoard
boHe Williams
Toiletrien)

(PNeil, Larson & WPIN, N.Y.
TeMahon

Hoflimin & Yurk AREC-TY nee

City Mall; San T:05-T013 png Mar 5; 10 wks (n)

Fhat's ' Teele: San 155 pmy Mareh 135 13 whe ans

Cecil & I"reshices WEHKG, Chi Film »pots; May 155 52 whs (n)
Lawiaw WNBT, N.Y. Film spots; Mar 14; 13 whs in)
Jo Withter  Thompsim WNHT, N.Y, Fulm annemts; Fel 43 52 whs (1)
. €. Morris WNBT. NY: Eilm annemits: Mar H: 7 wks (r)

F. Walter Thumpson
I, Walter  Thompean

UBS-TY net
WNBT, N.Y,

Advertising Agency Personnel Changes

Dione Lucas; Th %5:15 pm; Mar 3; 15 wks (n)
Aet 1 Out; Sun 6:30-7T pm; Peb 30: 36 wks (n)

NAME

FORMER AFFILIATION

NEW AFFILIATION

Juhin A Ashhy

A F. Banks

. L. Baum
Icasmond L. Bergmun
Wo I Baoth

T. Sewarde Wurrowes
Ifrving M. Cohan

= Jdohp Cpuxine
Avthur J. Daly
Jumes Denn

Larl kin

Erie L. Ericksan

| harles o temori JAr
Fdward Froelich

Kalph Gardner

Alan Gl

ouhert firant

William H. Groome
James [, Gruhh

Milton Gutterpan

Rohert A0 Bleely
Ernest L. Heithamy
Juel M, et
Bryan Unaston
Eldan L. Hhin

Erik lspvig

Law  Jdones

Froal M. Jordan
Walter Jo Rerwin
Erwin 11, Klaus
fran Lewis

Franels X, Manning

William #. Mason
Thugh €, MeCallum
todyard . MeKee
Choster M. Milley

1, Alban Mitehell
Howard 1. Newmann
e L D Cannedt
Virgaa AL Parkes
Gardner A Phinnes
Theodore . Pitman de
Flizaheih "owers

Helgs Prossinan
Paul Priev

Hobert M Itelhbuck
Lee Marse larh
Thumus Hidgewas
Nelaon Selieader

toilbert J. Rapple
Lester 1L Tunisan
Lean Witten

oo Doannelly, Cleveland

Ietui)l Advertising, 5. F.

Short & Buum, Portland Ore., vp

RSL, Salt Lake City, prom mgr

Biow, N, Y.

Wond, Hrown & Woond, Hoston

Howard Stures Corp, .Y, advy mgr

Wiley, Frazee & Davenport, N.Y.

Pevk, IN'wood., mgr

MeUarty, L. A., nccl exec

1. Walter Thowmpson, Hwpod., producer ol Kdgar
Bergen Show

Sherman X Marquette, Uhi, beet exec

Hustnn Ied Sos trainer

Ruodgers & Brawn, N.Y,

Conner, 5. P, acel exec

Vortland . Ferguson, Wosh., el eaer

Standard Wegister Co, Davten (h

Kndl'- Ehrlich & Merrick, Wash., eopy, planming
ir

1. Walter Thompsen, S, F.
cugo  Hlerald-American, Chi.,, wriler

Herhert 1L Foster, N.Y., radio, TV dir

Pepsi Cola o, N.Y., exec wp

KWT, Springheld Mo,

Sorenson, Chi,

BUDEO, S Fo, medin dir

Buchanan, L. A, exee vp

Courtland. I Ferguson, Wash., art depl

Dana Jdones, L. A,

Sew York World Teléegram, N.¥. renl estute
adv mgt
Gever, Newell & tianger, N.Y.. acct exer

Seedbam, Lowis & Brorby, Chi, accl exec

Shierman & Marguette, Chi., copywriter

Compton, N.Y

H. M. Gross, Chi

Lirant, hi.

Rueuhen §1 Donnelly Corp,e NOYC

Washingion akt, Wash,
AMbed Stores Corp, N.Y., ndy,
analy s

WSS, Cleseland, vontinuoity dir

Deswey-Warren Campaign, S. F., radin pull dir

Lwewy, N, Y., nxsl Lo pres

Alhert Frank-tiventher Law, N.Y., medis dir

whs pronn bambion

Sewell-Envvert, 5.V, i ehge motion picture
distrihution

Peter Hilton, N.Y.

Liherty Magasine, N. %

Arthur AL Burstemn, Bostow

Station Representation Changes

Will, Cleveland, aect ever

Fred Moyer Jordan (new), L. A, acet eae
MeCarty, L. Ao, weet exer
Francom, Salt Lake Clity, radio dis
Ted DBates, N.Y., acct exec

Mike Goldgar, Boston, aeet exerc
Hedfield-Johnstone, N. Y., ¥p
William van Zehle, NJY., acel evee
Same, N.Y., radie, TV dir

Ralph Yamhert, 1. A., accet exes
Same, TV dir

Harry J. Lazaros, thi, acel vaer
Fitzmorris & Miller (new), Chi., co-head
Morris F. Swaney, Uhi, Beel eave

Fred Moyer Jordan tnew), L. A, arel esed
Lew Kushuk, N.Y., acet ever

Wakelield, 5. F., vp, aect exer

Same, radin dir

Don hemper, Daston (b, acet eave

Fmil Mogul, N.Y., accl exec

tGierth-Pacihe, 5. F., acctl exer

Morris F. Swaney, Chi., acet exe
Flint, N.Y., accl exec

Lennen & Mitchell, N.Y., exec v
Lowe Runkle, Oklahoma Clty, radin dir
Yuung & Rubicam, ('hi., acel exec
Foote, Cone & Belding, 5. F.. media i
Fred Moyer Jurdan (new), L. A., head
same, TV dir

Buchanan, 8. F., weel exee
Marrington, Whitney & Hurst, 5. F, neei eaec
Flint, N.Y., acct exer

Same, vp

Cockfield, Brown, Toruntu, acet esee, copywrilet
MeCann-Erickson, N.Y., acel exer

Fitzmorris & Miller tnew), Chl., co-hewd
Metann-FErickson, N.Y., radio copywrter
Lowe Runkle, Oklahomn City, acct exer

. AL Sass, Indianapolis, copywriter, arcl eves
Robert 1lon, N.Y., accl exec

Courtland D, Ferguson, Wash,, aecl exer
Julin . Dewd, Boston, radio, TV dir

Lennard F. Fellman, Philn., acet exer

Marcus, Cleseland, radin, TV din
Hunter, A

Rehhock-10ollinger, N.Y., acel exve
William 11, Weintrnub, N.Y.. media dir
Allen-Evans & Jenkins, L, A., TV head
Girey. N.Y., exer radio. TV dir

MeCann-Ericksun, M. Y., radio copyswriter
Maswell Sackleim, N Y., neet evee
Mike Goldgar, Boston, acel eses

STATION

AFFILIATION

NEW NATIONAL REPRESENTATIVE

KAaKE, Wachita Kannm,
WIMO, Do pdenee Mo,
WAL, Beoumn
KIRONTY, 5 F
KNTL, St 1.
KTEN, Bonyn

Stoure Hrandeasting Sers e,

WAL, aton Iowee  Fa,
WATH, ek Ridge Tenn
WEAT, Lakeworth Mo,

W ERI, HuMaln

WHEM, Quines 110

WIEAY, New Hetaim onn

WIMS, Maclogun Uity Ind
WESK, Fi. Misors Fin.
WhIPT, hingsiurt Tenn,
W ADR, Syracuse N,
WOk Alhwny MY
WEHOW, Alhinny &%
MWW, Miami Pl
WWSE L e Faffs NGy
o Svtunth, Sew Mesion

Mus
Independent

wi, Part Acrhory Do Mlis

NHe

Todepw nidens

Independont

b, Independent
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NIt
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Al
Independent
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Tudependens
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Pl e analennt
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Dunnld Conke
Donald Couke
Free & Peters
Wilker

Ponnld Conke
Honald Conke
Storadio

Donald Cooke
Donalid Cooke

Donald Couke

Kotz

Dunald Conke

Radio Wepresentatnes
Damald Cooke

:Iulmill

Colin

Panald oo
Bunalil Conda
Bonalid Canke




IN IOWA, RADIOS
WAKE UP THE ROOSTERS!

00.2% ol lowa women and 57.99,

of lowa men listen to the radio before

8 wm. on weekday mornings!

Source: The 1948 lowa Radio Audi-
ence Sarvey,”

Before 7 auan., an impressive 35,09,
of the women in lowa, and 37.1%; of the
men. lune in their radios. Even before
0:30 a.m.. 16,19, of the women and
18.79% of the men are up—and listen-
ing!

This Towa habit of early-rising and
carly-listening i= only one of many in-
teresting  facts  discussed in the lowa
Radio  Awdience  Survey’s  Eleventh
Amnual Study., ANl the facts confirm
the Survey's poliey of keeping standard
information up-to-date and of “bringing

28 MARCH 1949

to light new information not previously
.
sathered.

Send for yonr complimentary copy
of this vital Snrvey today., Ask us or
5
Free & Pelers,

2 The 1945 lowa Radio Awdience Survey is a
“must” for every advertising, sales, or marketmg man
wha is interested in the lowa sales-potential.

The 1915 Edition is the ELEVENTI annual study of
radio listening habits in lowa, 1t was condueted hy
Dr. F. L. Whan of Wichita University and his staff,
is= based on personal interviews of 9,224 lowa families,
seientifically seleeted from the city, town, willage awml
farm auwdience

A< a serviee (o the sales, advertising, and rescarch
professions, W will gladly send a copy of the 191s
Survey to anyvone interested in the sulijects covered.

WIhl ©

+ for lowa PLUS #

Des Moines » « «» 50,000 Watts
Col. 5. J. Palmer, President

() I'. A. Loyet, Resident Manager

FREE & PETERS, INC,

National Representatives




Felevieton time binvers know well that station se-

dilheals

lection becomes more i~ the nommber of

N Spol Sales ofTers all of the infovmation
hi~ted on the

o ca=e the task of <tation selee-

H L b
Lo,

right Tor nine major television sta-
s all vours fora

EIER

|l]|1|||+' |"1I|.

IFYOLU are |

TTHITEY

ooking lor the 1-sm||rlu-h- ~tory of the

television <tations i the nation’s majom

reprosenhing television

slolions

markets. eall vour nearest \NBC
You'll find that he

1elevision stations. all of them in -:|u'|’.|lin!| furfr.!_\.

.“;pul <alesman
represenls e ullll-l.llli“ll;'

Youll find that seven of these stations ave located
You'll find that
“tations in such television centers
as New York. Philadelplia and Washington av

viewed by maore people more often than any other
<tations i their marker

in the ten largest UL S0 markers,

nany of these

NBC

WNBT—New York + WNBQ—Chicoge + KNBH—Hollywo




Television Station Cheel: List

COMPETITIVE POSITION

poputlarity of programs
~ize ol mudhience
extenl ol CON G e
1i||.||i|\ ol rece Pl
L1 Jovalty of andienes {“most Lisl r|l||lx_:_“)
network alhiliation
programs available

Promobion services

LT1Ikllection easier e

<itles snecesses

Ill.llli'lh'i' It'\!luﬂ-l'

ilvertisers nsing station
O advertiser testimonials

O commendations and awards

STATION FACILITIES
O <ize ol ~tudios
L) number and n pe of cameras

LI Gl stadio Tacilities (35 m and 16 mm)

I <hide lllniwrhll'- anl |n|]nrliin-nn

CI Tive and il =tudio erew

L1 wobile units

L] oart. s cnery, sel construction

Youll fid vour NBC Spot salesman fully in- 0 audio facilities

formed on the markel. the station and the pro-
L T y GENERAL INFORMATION

rrams which interest vou. You'll find hinm and his

wssociates to be the best-informed television repre- O chanel

senlatives i the industry. LI effective radiated power

transmitter height
the nation’s major television stations in the O wransimitter location

nation’s major warkets are represented by O management and ownership

SPOT SALES

NEW YORK + CHICAGO + CLEVELAND « HOLLYWOOD - SAN FRANCISCO « WASHINGTON - DENVER

NPTZ—Philadelphia + WBZ-TV—Bostan + WNBK—Cleveland - WNBW—Washington « WRGB—Schenectady * WTVR—Richmond



WPTF
No. 1 SALESMAN 1s

50,000 warrs 680 kc w P T P FREER;LE:::E:SCINC
NBC arriuiate



Ards Bulova, the man behind the scenes at Bulova

Jehy Ballard, ex-salesman, now president of Bulova

Wilion Blow, agency head who sparks advertising

Charles "Fritz" Snyder, advertising manager of firm

T

hitt makes
Bulovat tick?

Twenty yvears ago a young

wiateh firm discovered timesignals.

It conld have done worse

It was generally considered
sissificd to wear wrist watch-
e< during the days when the
“Charleston™ was the Lind-
Il('r;_'l'l flew solo to Paris. ljmn“alr_'u‘

llill]l'i‘<

didn’t choose to run—and a Bulova
salesman named John Ballard walked
into Detroit’s WWJ in late 1927 10
make a deal for some radio spots. To-
day, the ll:|'||-|||1.-l.'||l Bulova Watch
Company is the country’s leading
wateh firm. with vearly net sales of
over 850.000.000 and a net income
of more than 83.000.000, ‘The sales-
man who signed up WWJ  for the
first Bulova time signals is now presi-
dent of the firm that tops its nearest
compelitor, Gruen Wateh  Company,
by more than $20.000.000 in sales and
leads the third largest firm. Elgin Na-
tional Wateh. by nearly $28.000.000,

Oune thing has built Bulova.,  From
the Dbeginning, the use of national
selective advertising in general. and
time signals in particular to earry the
greatest weight of Bulova's advertising
and sales promotion efforts, has been
one of radio’s greal success stories.
Bulova in 1919 will spend an amount
almost equal to its net income. S5.-
000.000. for advertising.  Of 1this
figure. about 83.500,000 will go into
broadeast :|t|\|'|l'l-in;_- on 250-0dd AM
stations with time signals and into
every TV market with ten-second. 20-

one-minute i
The re-

of the budget i spent in

second, and a few
signals and  announcements.
mainiler
scasonal color pages in magazines, and
in other forms of spaee and direct mail
sales lrlnlllulil-n. A _-_fn--ll"ih-ll |.1_','HI|'
(some estimate S50.0000
making

is spent in
transcribed  announcements
which are offered, like a mat serviee,
Ly _'rl'\\l‘It'Ih for their local use and
which are now used by “about 3.5007
jewelers periodically in the U5, and
Canada.,
lective

Bulova’s expenditure for se-
broadeastineg 1= the second
largest in American advertising (only
Colgate-Palmolive-Peet has the edge)
amd is the largest amount spent thus
Lo |llumnh' i ~1rij_’ll‘-|'r~1'lllll ling

Bulova has inspired all sorte of imi.
tation of its successful formula, \1'.|1|._\
every major wateh firm, with the ex

ception ||n.‘-\1|-l_\ of Hamilton, has

triedd to copy  the formula, Few

have come anvwhere near success.

Longimes-Wiltnauer. primarily an im
]mrlvr-m;mll.[.‘lnllil't'[ with eurrent vear-

v net sales of SLLOOD000, has vir

tually  abandoned  the  time-signal
formula for network and =elective e
classieal music  programing Il
Watch Co.. one of the two leadin
mestic wateh firms. splurges heavily
on s annual Christmas and Thanks
_!!Il\]ll_:i ane-=hots  on GBS Leruien
Wateh Co.. like Bulova a firm  that
SPONSOR



Bulova has designed 10-second TY station breaks that give it full time identification

wanufactures a sizable portion of its
movements  in Bienne. switzerland.
and ecases them in the U.SL does s
heavy spending in space media and
dabibles in radio with time =iznals.
Hellios Wateh Co.. whose sales have
risen rapidly i recent vears. -|u'n|l:-
most of it= advertising  dollars for
Quick s A Flash on Mutual.

Only Benrns Wateh Conoan almost
carbon copy of Bulova’s ecanomic and
advertising - pattern. Dasked in
Bulova’s vellected glory. Benrus, with
S12.650.000 in last
vear, uses Bulova-iype time <iznals on
about hall the
tions that Bulova bnvs. and i= follow-
ing Bulova’ Tead in television. Pant
ol Benrus’ with the Bulova
formula Lies i the Tact that Benrus
has worked out several wood adver-

lras

<Ee nel  <ales

nnher of radio sla-

S e

tistng and werehandising wrinkles of
s own pertaining oo radio and TV,
“the
and-such an airline,”

such as oflicial wawch ol sneh-
IHollywaod <tar
tie=ins for its el breaks, and <o forth.
~till.

firm

amy - other wateh
o= Toumd that the Boloyva meth-

Benrns o
nd ol air advertising i~ a text hook
of <uceesstul radio and TN aperation,

Itowould Bie almost dmpossible for

any advertiser 1o start Trom serateh
todiy 1o bl the advertising apera-
tion that works so well for DBnlova.

[Toweser, in the step-bystep constrie-
tion ol the advertising moethods  that
wthe Balova's sales ek I iy uf
the hasie lessons in the saceesstnl nse
of the hroadeast media,

When Bulova started o radio in
1927, tinwes were hard for the small
wateh firm. Bulova was not a new
24

namme in the wateh  Dbusiness:  the
original firmn. the J. Bulova Co.. had
heen  founded  in 1875 and
porated in 1911, Some of its watches
were made entively in the U.s. (this
situation =nll exists for the Dulova 21-

jewel movement=). but most of then.

e ors

as they are today. contain works made

and assembled i Switzerland  and
eased in this country. 1 was not easy
to sell Swissamade works to Amerni-

cans. particularly il they were [rom
the Midwest or the Pacifie regions
where the word “wateh™ in the late
10200« ineant a gleaming. turnip-like
Flgin. Hamilton: or Waltham  thal
might have heen in the family for o
;Ill'it uf
wearing a waleh on the wrist was

quarter-century,  Too.  the
viewed with suspicion as heing vaguely
unmanly.,  Bulova found it a tough
jll]l to get jewelers to stock its watches,
Sales were unl]lin;.: Lo |:|';l;.1 about. and
the f<till
ageney alter more than 25 yvears) was
placing about 230,000 annually in the
way ol Bulova advertising in 1927,
Bulova came 1o rvadio through a

(HI Company Bulova's

mingled desire 1o 1ry something
thing  that might give the sales curve
a hoost and help distribution.  and
few prior

any -

becanse  only o tontlis
Longines-Wittnaver had been experi-
menting with radio’s first time signals
o WIZ New Yark, They had hrougin
inimediate sales results, hut the watel
conerally  wasn't interested,

Bulova, with nothing much o lose,

indusiry

was interested,
amd 1o Arde  Bulova. time  signals
looked like a Torm of “service adver-
tisimg” to which they could tie a wateh,

To Bulova’s ageney,

just as food advertisers for years had
been tying food products 1o printed
reeipes in their ads.  Carrving the
analogy step further.  Bulova
reasoned. would Le telling people the
correel time, Simple. The advertising
would then be a logical outgrowth of
the Tunction of the produet,

The experiment with time signals
on WWIL tensely watched by Bulova
oflicials. worked well almost from the
Detroiters began to joke
about the wateh firm that “was always

No other Wati
BULOVA'S

WAPI—Birmingham, Ala,
WBRC—Birmingham, Ala.
WALA—Mobile, Ala,
WKRG—Mobile, Ala.
WSFA—Montgomery, Ala.
KFQD—Anchorage, Alaska
KFAR—Fairbanks, Alatka
KSUN—Bisbes, Arizona
KOY—Phoenix, Arizona
KTUC=Tucson, Arizona
KARK—Little Rock, Ark.
KERN —Bakersfield, Cal.
J—Frasno, Cal.

—Los Angeles, Cal.
—Los Angeles, Cal.

o

heginning.

* KA—LY% Angeles, Cal. .
KECA- Lot Angeles, Cal. o e
KNBH-TV s Angeles, Ool WOC—Dﬂvhm'

* KFBK—Sacraghento, Cal. * WHO—Desl

wun-—nu’a;'

.
=
z
@
(al
|
w
o

WIBW—To|

KOA=Denver, CaloMydo
WiCC—Bridgeport, Cofg.
WTIC—Hartford, Conn.
WELI—New Haven, Conn.
WDEL—Wilmington, Del.
WRC—Washington, D. C.
WTOP—Washingten, D. C.
WNBW-TV-Washington,D.C.
WTTG-TV—Washington,D.C.
WMAL-TV-Washington, D.C.
WINK=F. Meyesrs, Fla.
WJAX—Jocksonville, Fla.
WMBR—Jacksonville, Fla.
WIOD —Miaml, Fla.
WDBO—Orlando, Ha.
WCOA—Pensacola, Fla.
WHA—Tampa, Fla.

W58 —Atlanta, Ga.
WSB.TV—Atlantg, Ga.
WAGA-TV—Atlanta, Ga.
WRDW —Augusta, Ga.
WRBL—Columbus, Ga.
WMAZ—Macon, Ga.
WTOC—Savannah, Ga.

KGU —Honolulv, Hawall

BULOVA AIMS TO DOMINATE WATCH MARKET J

SPONSOR

KMA=—She st
KSCI—Sioul’ -

KFBI—Wicta®
£9.I8




Company in the 3
\EMENDOUS RADIO :

f-||t'“i||;', out B-U-L-O-V-A on the ra-
dio.” but this was music 1o the cars
of salesman Ballard, who found the
Detroit jewelers coming through with
re-orders,

Bulova began lo expand 15 new-
found advertising gimick. slowly al
first, but eventually at a pace that in
the next couple of years after 1927
found Bulova’s advertising in radio
following the growth of radio itscll.
As those who were associated with
these horse-and-bugey days of Bulova

radio recall i, ”Il“_« were heetie thimes

Rale cards were  something  that
existed i just a lew key markets, and
then they were often lossed in o desk
drawer when someone came i o talk
business.  DBuolova did its timebuy ing,
not i the arr-conditioned sanctity ol
a thnehuver’s oflice in Radia City, bt
out on the road. like a medicime show =
advance man billboarding a town in

Kentuchy,

who |--Ju;_'1|l tune  for

he <mall tweam ol ],u-u-|ril'
Bulova, both

from the client and the agency. would

world comes even close to matching

AND TELEVISION

WFBL—Syracuse, N. Y.
WSYR—Syracuse, N. Y,
WTRY—Troy, N. Y.

WOP|—Bristol, Tenn.
WAPO—Chattanooga, Tenn.
WKPT=Kingsport, Tenn.

|ile;[r oo oA shabion manaser wilth o
suilease |'.i|| nf [I'-li"l.l vl s

chimes, a wad of cash e their pockel

amed Dulova contracts 1o their brcel
Cases Thi= “flying squad’
tnally racing asam=t a deadline  the
time when the word would 2ot aroum
the wateh industey a< 1o swhat DBuelova
Wil= l]"‘!ll_:_'. and how jrre fitable 1t was

md. Deals

LY 1t B Wi ki l-.lllll-lh]l:'

proving, It was a tengh |

were made
level—with stations thal were carn
{ Please turn to page 06

POWER!

CANADIAN

RADIO STATIONS

a WWJ.-TV—Datroit, Mich.
4aho WJIBK-TV —=Detroit, Mich.
linios WXYZ-TV—Datroit, Mich.
lilinois WTCB —Flint, Mich,

nois WFDF —Flint, Mich.

Winois W JEF—Grand Rapids, Mich,
30, llineis WLAV—Grand Rapids, Mich,
o, llinois WKZO —Kalamazoo, Mich.
1go, lllinois WSAM—Saginaw, Mich.

linais WEBC—Duluth Minn,
Ilinois WMFG—Hibbing, Minn.

* WCCO—Minneapalis, Minn.
ind. * KSTP=51, Paul, Minn.
KSTP-TV =51, Paul, Minn.
WHLB—Virginia, Minn.
WJIDX=—Jackion, Miss.
KMBC—Kansas City, Mo.

lowa WDAF = Kansas City, Mo.
1, lowa KFEQ =51, Joreph, Mo,
lowa * KMOX=—51. Lovis, Mo.

h, lowe KSD =51, Lovis, Mo.

lowa KSD-TV=51. Lovis, Mo.
‘ansas KGBX—Springlisld, Mo,
nsas XLO—Bozeman, Mant,
nsas LF=Butte, Mant,

—=Great Falls, Mant.
Helena, Mont,
maha, Nebraska

lo, N. Y.

S—New York, N. Y,

Mass. WNEW=Nasw York, N. Y.

. WOV=New York, N. Y.

i1 WABD-TV—Naw York, N. Y.
v Mo, WNBT-TV—New York, N. Y.

« Mass. WCBS-TV—Naw York, N, Y.
Mich,

. * WHAM—Rochester, N. Y,
h. * WGY—Schenedady, N. Y.

WRGB-TV-Schenectady, N. Y.

J. S, BY SCHEDULING TIMESIGNALS ON AS MANY EFFECTIVE STATIONS (RADIO AND TV) AS POSSIBLE. CURRENT TOTAL IS 294
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WIBX—Utica, N. Y.
WWNC—Asheville, N. C.

© WBT—Charlotte, N.C.
WDNC—Durham, N.C.
WBIG —Greeniboro, N. C.

* WPTF—Raleigh, N.C.
WMFD—Wilmington, N.C.
W5J5—Winston-Salem, N, C.
WDAY—Farge, N.D.
WADC—Akron, Ohio

* WCKY—Cincinnati, Ohio
WSAl—Cincinnati, Ohio
WEWS -TV —Cleveland, Ohio

* WGAR—Claveland, Ohio

* WTAM—Clevaland, Ohio
WNBK-TV—Cleveland, Ohio
WBNS—Columbus, Ohio
WHIO —Daytan, Ohio
WSPD—Toledo, Ohio
WSPD-TV—Toledo, Ohio
WKBN —Youngstown, Ohia

* KOMA=—Okla. City, Okla,
WKY=—0kla. City, Okla.
KTUL=Tulsa, Oklahoma

®* KVOO—Tulsa, Oklahoma

* KEX—Portland, Oregon
KGW—Portland, Oregon
HP5J-HP&J-PanamaCity, Pan.
WSAN—Allentown, Pa.
WFBG—Altoona, Pa.
WERC—Erie, Pa.

WHP —Harrisburg, Pa.
WIAC—Johnitown, Pa.

* KYW—Philadelphio, Pa.
WPTZ-TV—Philadelphia, Pa.
WCAU-TV—Philadelphia, Pa.

* WCAU —Philadelphio, Pa.

* KDKA—Pittsburgh, Pa.
WJAS —Pittsburgh, Po.
WEEU —Reading, Pe.
WBRE—Wilkes Barre, Po.
WGBI —Scranton, Pa.

WFO —Pawtuckett, R, I
WEAN —Providence, R.I.
WIAR—Providencs, R. I.
WTMA—Chorleston, 5. C
Wis —Columble, 5. C.
WHC—Greenville, 5. C
WSPA—Spartanburg, 5. C
KELO —Sioux Falls, 5. D.

WNOX=Knoxville, Tenn.
WROL=—Knoxville, Tenn.
WMC—=Mamphis, Tenn.
WMCT-TV=Mamphis, Tenn.
WREC—Maemphis, Tenn,
WSIX—Nashville, Tenn.

* WSM—Naihville, Tenn.
KFDA = Amarillo, Texas.
KTBC—Austin, Texas
KFOM—Beaumont, Texas
KRIS = Corpus Christi, Texar

* KRLD —Dallas, Texas

* WFAA=Dallas, Texas
KTSM=—E| Pasa, Texas

* WBAP—F1. Worth, Texas
WBAP.TV~F. Worth, Texas
KPRC—Houston, Texas

* KTRH=Houstan, Texas
KLEE-TV=Hauston, Texas

* WOAI—5an Antanio, Texas
KWFT=—Wichita Falls, Tex.
KDYL=—S5alt Lake City, Utah
KDYL-TV=S5alt Lake City, Utah
WTAR—Norfolk, Virginia
WRNL—Richmond, Virginia

* WRVA—Richmond, Virginia
WIVR-TV=Richmeond, Va.
WDBJ—Roancke, Virginio

* KIRO —Seattle, Wash.
KJR—Seattle, Wash.

* KOMO —Seattle, Wash,
KRSC-TV=—Seattle, Wash.
KHQ —Spokane, Waih.
WCHS—Charleston W. Va.
WBLK—Clarksburg, W. Va.
WSAZ—Huntington, W.Va.
WPAR—Parkersburg, W. Va.

* WWVA—Whealing, W. Ya.
WEAU—Eou Claire, Wisk.
WTAQ—Green Bay, Wisc.
WKBH=Lla Crosse, Wi
WIBA —Madison, Wisc.
WISC—Madlion, Wise.
WISN=Milwauvkes, Wisc.
WTMJ=MIllwaukes, Wi
WTMI-TV=Milwaukes, Wisc
WIMC—Rica Lake, Wi,
WSAU=Wausau, Wisc

* Danolas 50,000 WATTS

CFJC—Kamloops, B. C.
CKOV—=Kelownao, B. C
CENW—Nesw Wastminister, 8. C
CIAT—Trail, B. C.
CBR—Vancouver, B. C.
CKWX—Vancouver, B. C.
CIVI—Victoria, B. C
CFAC—Calgary, Albsrta
CFCN—Calgary, Alberta
CFRN—Edmonton, Albsrta

* CBX—Lacombe, Alberta

* CBK—Walrous, Sask.
CJOY=—Guelph, Ont.
CHML—Hamilton, Ont.
CKOC—Hamilton, Onit.
CBO —Ortawa, Onl.
CJCS —=Stratford, Ont.
CKSO —Sudbury, Ont.

® CFRB —Toronto, Onl.

* CBL—Toronto, Ont,

* CJIBC—Toronto, Ont.
CKEY—Toronto, Onit
CKNX—Wingham, Ont.
CHAD —Amos, Que.

* CBF —Monireal, Qus.
CBM—Monireal, Que.
CFCF—Monireal, Que
CHLP —Montreal, Que.
CBV—0uasbec. Que.
CKRN—Rouyn, Cue.
CXTS—Sharbrooke, Que.
CHLT=S5herbrocke, Que.
CKVD—Val D'Or, Que.

» CBA—Sackville, N. B.
CIFX—Antigonlsh, N. 5.
CBH —Halax, N. 5.
CICH —Halilax, N. 5.



dealer associations are avid sponsors

’ ¢

cnmom SR THNLO 2 58 o
rs sm.n_qm nmf ON RADIO .
S o) &) R A

BESHYS 630 S0P M ,' iy Bt
I__V!_COP

h I dealers in Boston combining te sponsor America's Town Meet- t d h k Cincinnati dealers association sponsor e.t. Wayne King pro 3
c evme ing over WCOP, promote fact visually in dealer showrocoms S u e a er gram over WKRC Sunday afterncons. Families listen at home [

5 The  43.000 new.car  and
Fry  truck  dealers in the U.S..
o who  comprise  the largest
PART TWO single category of broadeast adver-

tisers at the local vetail level, live a
oOF & 38 BIES <ort of double Tife when it comes to

advertising  their  services,  In one
sense, they ave the last ok in the dis-

® tribution chain that begins when a

r ‘ ® = new ear or truck volls ofl the factory
' ] assembly line. In another sense. they

l)' [l II UIII" I‘ | are independent merchants who. in

' ! normal times, often cancel out profits

on new cars with the losses sustained
i giving  too-liberal trade-in  allow. J

®
\‘ L [ anees for used ears: then. they have to
make their profits out of accessories.
| . gy o
AV ) Technignes of nsed ecar fparbsie At Geell s Aie

facl was never =o apparent as lllnlll:_'
World War 1L when lealers,
dealers help the industry onid: oe L, Taneneite el
with no new cars 1o sell. sarvived

B, L . - B - . through aseressive merchandising of
dispose of new vehicles S - et A
their repair facilities and their used
cars and trucks,

With  paper  shortages  curtailing
newspaper advertising, many auto deal-

individonal dealers run gamutl of programs

throughout natien sponsor Ful- h | Des Moines dealer uses chorus an k and Fr.}.cr cars are roadtest-sold in
80 dBalerS ton Lowis' MBS daily nowscasts c evrﬂ e WHO to spread story to farm and city alser Coston a :pacial WCOP e.t. show
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Seats

d [I dealers in the Queen City combine to present a TV minstrel pregram
n ge over WLWT. There's plenty of "sell’ in the endmen's tambourines

h I t dealer association in New York sponsored the annual Golden Gloves
c evm e telecast over WPIX. Sports are high in appeal to buyer prospects

ers turned to radio. and during the
ware radio did an effective job in all
parts of the US. in building up the
wartime repair and used-car husiness
that was to sustain most dealers, Typi-
cal of such Sponsors is the Winningham
Chevrolet Co.. of Birmingham, Michi-
gan. which brought a quiz show. in
late 1941, on WCAR. Pontiac. Michi-
gan. After two month of steadily plug-
ging its repair services, Winningham
found radio had boosted its service
department’s business 57,

Radio was also the medium [or some
[abulous success stories of a warlime
phenomenon, the high-pressure used-
car dealer, While not “dealers™ in the
sense that they hold company [ran-
chises. the razzle-dazzle air hoopla of
such  used-car  dealers as  “Honest
John”. “Mad-Man Muntz”. “Trader
Glasser™. and “The Smiling Irishman™
showed many a conservative old-line
dealer that radio could stimulate used-
car sales in a sensational way. When
one of these firms, “The Smiling Irich-

de suto and Plymouth are sold via news-
cast, with car news used in airings

-~

YMOUTH

all types

man’. increased used-car sales 8077
in an intensive New York City cam-
paign in 1913, many a regular dealer
unsmilingly took to the air to sell used
cars.  With increasing new-car pro-
duction lndu_\'. and “Rt'gululiml W
limiting ecredit  purchases, many  of
the wartime wonders have dropped
oul of radio. But the lesson is there,
Two of the most important forms
of radio selling for auto dealers arc
transeriptions  and  network
shows, Many hundreds of dealers, used
to newspaper advertising as their
major ad expenditure, discovered only
recently that they could buy “name”
talent at local rales, and lhl')' weren't
always expensive. either. The City
Chevrolet Co.. of San Diego. went on
the air in late 1948 with a well-planned.
l‘l\\ -Cc0sl L'illll:}aigﬂ ha:‘.*(.'ll (R1}} I [ilrl'_\'
Goodman’s transeribed Safety Spots.
The ageney. Patten-Holloway. report-
ed: “Quotas set in the first third of the
campaign for City Chevrolet were
S41.000 for repair serviee: they reach-

I'l.}'l.l[l

TRANSCRIPTION

JF.

ol

of cars are sold via transcriptions, and
"Korn Kobblers" of Ziv are a favorite

ed 858.000; 878.000 for automobhile
parts: I]u*}' hit S83.000.7

(tn-ul)s sell ears, too. Like the pur-
chase of e, shows and jingles, cosop
buying has jumped 60-70°7 in the
past Iwo vears: more than 300 dealers
are on the air today with co-op shows.
Typical co-op show results were obtain-
ed by the Jameson Motor Co. a Pon-
tiac  dealer in Alexandria. La. On
KALDB there. the hrm sponsors ABC's
Headline Edition, and reports that the
last six months of 1918 showed an
merease of 3050 in its used-car husi-
ness, Rvm‘l!illg 75 1o 60 miles out of
Alexandria to bring in people from the
Central Louisiana trade territory re-
sulted in 53¢ of Jameson's used-car
sales coming [rom outside the eity.

Even modest announcement cam-
paigns pay ofl, Walter Wiebel 1’on-
tiac Service Co.. of Milford. Conn..
found that alter three days of broad-
casling a six-spots-daily schedule on
WICE. Hri(lgr-]mil. SO0 visitors were

(Please turn to page 46)

l-l I dealer in Kansas City, using folk music
c fys er to reach prospects, has windows tell tale
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THOUSANDS OF BMB BALLOTS ALMOST MISSED MAILSACK WHEN STATISTICAL FIRM ASSISTING BMB ASKED FOR IMMEDIATE PAYMENT

WG

nnderwritten.

The BMB charter should, by all
means, be rolained and used s
an instrument for carrying out
future plans of BMB or a new
organizational structure.

JUSTIN MILLER.
president, NAR

If tax liability must be mel and the
BMB has not enough funds to pay it
in full, the AAAA will assure BMB
of meeting up to one-third of the
deficit to a limit of $15,000.

FIREDY GAMBLE,
president, AAAA

Completion of BMB study and con-
tinuation of its research thinking is
sufficiently important 1o General
Mills that we are willing te under-
write possible tax liability up teo
$2,000.
LOWRY CRITES,
Ceneral Vills

28
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/‘—'—'—l The BMB ballins are in the
Cad Aomail. Thonsands have al-
ready been filled in and retmrned. The
secotd survey is under way, It was
almost stopped hefore it startedd. be-
canse BMB legal lights said that the
Burean could sol borrow for the mail-
ing the 100,000 which i had set aside
i1 case the deciston of the U.S. Inter-
nal Revenue Department refused it a
tax exempl stalus, There wasn't much
question but that station contracts,
with paviments yet o he made. wonld
cover the S100.000 which had heen
set aside for the contingeney. 1t was
strictly a watter of sticking o the exact
agreement about the 100,000, Tt was
therefore essemtial that the 100,000
be muarnmeed by ctutions, ageneies,
el sponsors. 10 was, within 24 hours
after the fact was known that stations

Here's how stations. agencies. sponsors helped

were being asked to underwrite three
extra months of their payments if BMB
needed it

The AAMAA announced that it eould
be eounted upon for 815,000, if the
tax deciston went against the BMB.
Lowry Crites for General Mills stated
that his ecompany would goarantee
S2.000 of the $100.000. and while very
few other sponsors publicly announeced
their willingness o underwrite parl
of the §100.000. spoxsor’s personal
survey, made as this issue wenl to
press, indieates that every one of the
top 30 advertisers would be willing 1o
mateh General Mills™ offer i it were
necessary,  Serious  consideration s
now being given 1o the prospect of the
new  Broadeast Measurement Burean
talter survey two) ]n.‘illg a lriparlil(‘
organization both as lo management

SPONSOR




and 1o ownership. Some lax altorney s
feel that there would he less question
of a tax-free status il agencies, adver-
tisers. amd broadeasters owned stock
in the corporation,

Ageneies. through the AAAA, have
avoided the question of being cash
contributors to BMB for several rea-
sons. They know that if the support of
BMB  should bLe made a three-way
aperation. it would i many cases end
up with the ageneies paying both their
own share and the shares of their
clients. Many of the bigger advertisers
iGeneral Foods, Procter & Gamble.
and American Tobacco, to mention
three) expeet their agencies to pay for
media research. Invoices made out 1o
the advertiser are in =ome cases passed
on to the ageney for payment. In
others it's a bookkeeping operation.
It comes out of the agency’s 15°¢, no
matter how it's handled.

Ageneies therefore would be paying
double for their memberships in the
Bureau. The very thought is enough
lo cause poliey men al agencies 1o
:-'!lmhit’r. “U\\' soue al;:(‘l}r'ir':i ff't‘l aboul
absorbing research charges is Dest
indicated by the Tact that when BBD&O
took over the American Tobacco ac-
count they actively fought paying cer-
tain research charges which had Leen
paid previously for American by Foote,
Cone & Belding, Fight or not, they're
paving them now,

Ageney men feel that some way
should be worked out so that they
can meet part of the costs of BMB
without being taxed twice. They know
that if BMB ceases to operate after
the second survey they will have to
return lo buving time with a prayer.
How they feel can best be expressed
by a letter written by J. Walter Thomp-
Ri:ll-:-‘- Ilililll‘ﬁ Nl‘lhnll lo a “.l':-l (:tlil:"l
TV station execulive on another atter,
Stated Miss Nelson, 1 feel that radio
has lost out to other media frequently
because information on its usage has
not been made available.” With selee-
tive broadeasting having increased by
feaps and bounds during the past few
years., agencies waul lo keep that hill-
ig. They know they can’t keep it un-
less they have facts and figures. market
by market. station by station. county
by county. Ageneies are not sold on
the idea that the BNMB ballot formula
i~ neeessarily the answer to good cover-
age information. but they are con-
vinced that an industry associalion is
the answer and not a number of private
business fighting for the dollar.

(Please turn to page 42)
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TEST REPORTS ON

AVERAGE DAILY AUDIENCES*

50,000 WATT DAY NIGHT
Ave Avera H :
Sl City “in ¥ o '
S Wi P ¥ |
KFI San Diego, Cal. 37 23 34 42 25 5.8
KIRO Seattle, Wash. 82 60 203 89 66 26.7
KMOX  Springfield, Il 40 25 5.8 16 19 2.2
KOMA Ollahoma City, Okla. 83 56 16.4 1 &1 25.8
KOMO Seattle, Wash. B& 66 26.7 94 76 35.0
KSL | Salt Lake City, Utah B1 64 34.8 93 70 31.4
KYW Philadelphia, Pa. 75 56 17.3 89 67 22.2
WCAU  Philadelphia, Pa. 82 62 29.3 90 74 29.2
WGBS Miami, Fla. 75 54 20.9 B4 63 20.2
WIBC Indianapolis, Ind. 77 56 26.7 77 53 13.6
WJR Lansing, Mich. B4 70 37.7 94 76 43.9
10,000 WATT
KFBI Wichita, Kan. 86 65 26.2 84 52 18.7
KING Seattle, Wash. 45 26 5.7 43 25 3.7
WIBG Philadelphia, Pa. 49 29 8.3 42 27 1.6
WMIE  Miami, Fla. 29 13 4.4 31 1 6.2
5,000 WATT
KANS Wichita, Kan. 87 1] 21.8 89 62 n.g
KDYL Salt Lake City, Utah B4 61 243 95 71 314
KFH Wichita, Kan. B6 69 25.9 91 67 33.9
KFSD San Diego, Cal. 76 55 25.5 B8 70 .z
KJR Seattle, Wash. 81 59 17.5 90 [.1.] 18.7
KSDJ San Diego, Cal. 57 38 11.7 72 49 14,6
KTOK Oklahoma City, Okla. 72 47 17.2 78 49 17.9
KUSN  Salt Lake City, Utah 53 41 14.6 72 41 17.8
KUSN  San Diego, Cal. 35 20 2.3 44 23 31
KVI Seattle, Wash. 61 38 13.8 68 44 8.5
WCSH  Augusta, Me. 24 13 3.3 26 13 11.7
WFBM  Indianapolis, Ind. 83 63 24.8 Ll 65 29.5
WEIL Philadelphia, Pa. 72 50 14.1 79 52 15.1
WGEAN  Augusta, Me. 47 33 6.2 48 30 8.5
WIP Philadelphia, Pa. 63 43 95 n 44 7.6
WIOD Miami, Fla. 82 66 29.6 93 74 36.6
WIRE Indianapolis, Ind. 79 61 19.3 7N 64 334
WKAT  Miami, Fla. &0 39 6.6 69 43 6.2
WKY Oklahoma City, Okla. 90 74 40.8 97 76 49.0
WLAM  Augusta, Me. 24 12 1.5 22 13 B )
1,000 WATT
KALL Salt Lake City, Utah 75 50 13.9 78 48 12.8
KFMB San Diego, Cal. 62 43 7.4 74 52 14.8
KGB San Diego, Cal. 60 41 12.8 73 52 12.9
KIEM Eureka, Cal. 93 85 56.4 88 75 47.3
KNAK San Diego, Cal. 39 29 103 34 21 4.8
WINZ Miami, Fla. 30 18 34 22 n 2.0
WWOD | Lynchburg, Va. 90 79 36.5 90 74 26.6
250 WATT
KAKE Wichita, Kan. 77 56 22,5 74 48 13.2
KHUM | Eureka, Cal. 21 80 41.7 86 67 35.6
KOCY | Oklahoma City, Okla. 70 43 12.0 78 45 9.5
WCOS | Columbia, S. C. 82 63 23.5 87 64 21.4
WCVS  Springfield, IIl. 86 70 33.5 88 69 27.2
WFAU  Augusta, Me. as 7 27.0 88 73 24.9
WRDO | Augusta, Me. 83 78 56.9 96 80 24.9
*Test made during Oct.-Nov. 1948
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T Literally millions have heen

e ok poured into new standard
broadeasting stations during the past
few vears. And investment in stand-
broadeasting hasn't
stopped. nor will it cease during the

ard slations

Between 1916 and
1918 there were 209 network slalions

iminediate Tuture,

-: "f_‘; ':T- #,ﬁ_':“-- ;‘,;l—"*
Y Biyragae
R Reaer B

i T i

=

added 1o the FCC list of authorized
AM transmitters. To the 1918 author-
ized total of standard stations afliliated
with netwarks (1.048) must be added

————
&

.
~

the 911 unafliliated standard broad-

Between 1916 and 1918 non-
network station licenses grew from 235

caslers,

o OLL an increase of 679 stations.

11 YEARS GROWTH IN- NUMBER OF STATIONS

Has the indastrey reached the

“survival of the fittest”® era?

According to the FCC. this means
a total of 1.959 standard broadcasters
serving the UL S, during 1949, if more
licenses are not granted (and many
will be). and if stations do not sur-
render their franchises {and some are
doing that right now).

To this figure must be added 1.005

| - |
1100 : : | ‘ ' 1100
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1000{ | oo eesesse AM Independent | | o
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90 s
0 PURESERY ¥ . v L

800 800

5 700 700

2 400 600
%

o 500 500

400‘ . 400

" 300

300 fe, o *+ . AM Independent 1
200 bl 200
"
100 -t " | 100
et AN, SO < [ =it
1937 1938 1939 1940 1941 1942 1943 1944 1945 1946 1947 1948

=~

SUONDS JO Ou



millions of dollars

FFCC licenses to FAM station operators
(a sizable number are merely FM aflil-
iates of standard broadeasting  [facil-
ities and 72 licensed TV stations). All
these ﬁ;_’lll't“'.‘ﬁ are much |;|rg:?r al pres-
ent. with TV construction permits andl
stations on the air cqualling 127, and
with the number of stations on the
air changing sometimes weekly.,

There secems to be no ceiling to the
facilities whieh will be open 1o broad-
casl advertising. The FCC theory of
granting licenses without eonsideration
for the eceonomie health of the broad-
caster is based upon what is charac-
tevized as “the American way™, ie.
free enterprise with no vested iuterest,
In other words, the faet that a number
of stations are serving and have been
serving a market is not considered
valid to
refuse 1o grantl a new license Lo a

reason for the Commission
qualified applicant. The result is that
a city like Durham, N. C., two years
ago had one station. Now il has five,
or did have five when this issue of
SPONSOR wenl to press. It is not with-
in the provinee of the FCC to decide
whether the market served by these
five stations can support five outlets.
That’s a matter for “free enterprise”
and the eompetitive system.

While the growth of stations and
the expansion of broadeast advertising
to include FM (with its storecasting
and transitradio  offshoots) and TV
have been startling, the growth of
broadeast advertising during the past
bwo  vears has also been important,

.-\t’l'nrdiu_'_' o the FCC. net tine sales
in 1916 were 8331078911 1948

el time sales were S102.826.000. This

In
is an increase of 2057, The big in-
crease has not been in network hroad-
casl adverlising :1\|l‘i1'1_u this periad,
but in loeal retail amd national-selec-
tive broadeast advertising, The latter
since 1937
Muore and
more adverlisers have turned and are
The die-

hards who did not believe in broad-

has inereased over 3007,
and the [ormer over 007 .

turning o radio and TV,

casl advertising are coming into the
fold with television. Other dichards
who could not see network broadeast
advertising for their produets are find-

ing both selective broadeast advertis.
ing and regional networks producing

pinpointed sales which eould not he
obtained through any other medium.

Just as broadeast advertising has
grown, =o has the radio audience and.
surprisingly enough. the frequeney and
the amount of listening being done per
home in the U, 5. A. This is a factor
which s often lost sight of when
broadeasting is considered as an ad-
vertising medium,

In 1916 there were 33.998.000 radio
homes in the U. S. A, In 1918 there
were 37.623.000. or 9127 of the 39.-
950,000 families reported Living within
”lt‘ ]—:; slales. \ :_'nnl{“)' IJUI'lillII Irf
these 37.623.0000 homes had at least
two radio receivers per home. and a
sizable segmenl were three-set homes.
Added to this is the fact that millions
of aulomobiles are

private radio-

l'llllillill'll and never checked by audi-

ence-measurement services, One spe-
cial research .-II]:]I\ done i an auto-
mobile owners association 1946 in-
dicated that one-third of the automo-
bile radios are in constant use while

the cars are in motion. This accounts

for

nine a.n.. as well as between Tour and

an audience between seven and
six p.mi.. bigger than the eivenlation of
anv single national magazine.

Sets in use doring the last three
vears, hoth in the daytime and eve-
ning, have increased, C. E, Hooper
reports that the evening figures for
December-April were:

‘l-t‘ill'

Sels in ouse

1915-1916 S22

1916-1017 32.97

1917-1918 5 % e Ll
The daytime fgures for the same

.l'l'iinl& WETre:
|

Year Sels in use
1915-1916 1 7.2
1916-1917 18.57%
1917-1915 193

These ﬁ:.’l]l't".-. |n'llll'r1 those of the
Hooper organization. naturally refleet
only telephone homes. It is generally
felt that nun-l(-lv}:hnn(' homes listen
more than telepltone homes. but eon-
clusive information on this point is
<till lacking,

The inerease in listening does nol
follow any standard formula. Tn =ome
eities energetic  independent  stations
have gained [or themselves important
shares of the audience. and have con-

(Please turn 1o page 13)

11 YEARS GROWTH IN BROADCAST ADVERTISING EXPENDITURES
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There arve impressive reasons why . ..

You can't do husimess
with Aroentima

a Practically every Ameriean
¢ dollar that goes into \rgen-
Lina codds up supporbing Lhe preseut
Pervon vegime, Troe, there are wavs [
1 oS G o obtain dollars Tor their

products  either throngh other Ameri-
van countries ta lonm of black market )
or by hoaving o |-|r|-1||rl that Peron
must hanve to keep his ceanomy gomge,

Nobody 1= taking
of Areenting through the sale of con-
Many
are butlding conormous dollar balances

e blocked

sooner or later they will find a way 1o

Ay nroney ol

Nmerwean hirms

<tnnix llll:ll{rl I=

curreney. in the hope that

unblock the Lalanees, or that Peron
will be foreed 1o open his gales <o
that the warld vcan do business with
Il‘““.

\inerican firms which are importam

Tt-r.hnic.|||,._ Argentina’s

in the hroadeast advertising econoimy

of Argenting are headed by Sterling
Coleare-Palmolive-eet

Iwi, Sw I“ IHI[IJIII"I ”H*"'. JIII'I \Illt'} .!! i

wilh number

Hoame Product= mimmiber fonr,

Lever  Brothers i tmportant  in
Vreentina. bt 1t s the Enzlish com-
Vierican. that’s in the nare

. ol

kel. .'“"]".llii‘-ll verstons of LS trade
marks are on many consumier products,
bt in all cases the produets are manu-
Many ol the firms

are on a merry-go-round. They were

factured  locally.

ill}[mll.‘llll ]uiul to the Peron Il'_‘_‘ifl!!',
and they jn.-| can’t le n,

Fleetrie
important in Argenting, and sponsors

General International s
an expensive hall-hour of concerten pe
msic, RCA is also important, and it

F]IIIHNI]{\' i lll'ill‘_',lﬂlll ll[ llﬂlll't' Illlh-:ll'.

stations are finest U.S. firms design

Both of these firms manulactore il}llll'

uets not made 1 \l_:l-rltlll,t. and -
et licen=es are extended 1o them Tog
Lrans=milien :-l|ni|u||l‘u1 and  electrie
senerators, to mention two vital prod
uels of the greal clectronic lirms,

|I| mosl ¢ases, I.ullu =cl= are ass=cm-
bled in Argentina from parts made in
the United States. England. and Hal-
|'.|II1{.
the hands of as many eitizens as Jhios-
sible. The  government

of three of the

LRT is controlled by private interests.

Peron wants radio reeeivers in
:'--Illllnl'- v

networks. and while

most of the stations are only nominally

operated by individuals. Inoa great

majority ol the casess the owner s
merely a fromt for a Peron-controlled
corporation.  Many  station  owners

(Please turn to page 406)

LEADING U.S. ARISTS APPEAR ON ARGENTINA AIR TO GIVE CULTURAL TONE TO THE COUNTRY'S CONTROLLED STATIONS




“He says he knows what

station operators like to read

. 29
1nm

“The boys will always read something
that appeals to their pride and profits...
for example, better shows that are easier
to sell.

“Take Lang-Worth, for instance.There’s
a service that includes ‘network calibre
programs’ comparable to the best musi-
cal shows on the air. Radio stations are
proud to offer these shows to sponsors.
And...

“As for profits—why some stations
make enough money selling just one of
these special productions to pay for the

THE CAVALCADE OF MUSIC

Featuring D'Artega, his
40-piece pop-concert or-
chestra, 16-voice chorus
and famous guest stars,
30 mins., once weekly

EMILE COTE 6LEE CLUB

16 male voices and solo-
isls with a repertory of
over 200 best-loved pop-
ular and memory songs.
15 mins., 5 times weekly

NETWORK CALIBRE PROGRAMS AT

28 MARCH 1949

entire Lang-Worth service. Advertisers
certainly profit, because they can hitch
their commercials to big-time entertain-
ment vehicles—at local station cost.

“No wonder more and more adver-
tisers are swinging to Lang-Worth...
because Lang-Worth gives them more
and more.”

LANG-WORTH

feature programs, inc.

STEINWAY HALL, 113 WEST 57th ST., NEW YORK, N.Y.

THROUGH THE LISTENING GLASS

A wonderland of music conducled
by Jack Shaindlin and fealuring
the *'Silver Strings Orchestra,”
The Choristers and guest stars
30 mins., once waekly

MIKE MYSTERIES

A musical show incorporal-
ing capsule mysteries writ-
ten specially for Lang-Worlh
by Hollywood's John Evans.
15 mins., 5 times weakly

STATION

LOCAL GGST_
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the man behind over 200 Successful sales curves -
For the sponsor interested in sales, Singin® Sam presenls a unigque
é opportunity. For never in radio’s history has there been a personality
like Sam . ., never hefore a program series with snch an outstanding
record of major sales suceesses unbroken by o single failnre.
These are strong  statements  that carey tremendouns  weight  with
prospective program purchasers . . . if supported by facts. And
facts we have in abundance . . . high Hoopers, congratulatory letters,
expressions of real appreciation by advertisers themselves, aetnal
before and after stories backed with  the conerete figures.
This 15-minute transeribed program  series is the show
; von need to produce resalts. Write, wire, or telephone
TSI for full details, Despite Singin® Sam’s  tremendous
popularity aud pully the show is reasonably priced,
)
t 1L
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hin;_',il'l' Sam—America’s grealesl

radio salesman. Assisted by Charlie

Magnante and his orchestra and

the justly famous Mullen Sisters,

Write for information on these TSI shows

Mr. Rumple Bumple

Toby's Corntussel News

Life in the Great Outdoors

The Dream Weaver
Lj ® Mike-ing History
Wings of Song

* Rip Lawson. Adventurer

TRANSCRIPTION SALES, INC., 117 West High St.

Springfield, Ohio
Telephone 2-4974

New York—47 West 56th St.. Co. 5-1544 Chicago—612 N. Michigan Ave., Superior 7-3053
Hollywood — 6381 Hollywood Blvd., Hollywood 9-5600
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NOW!

5000

WATTS

HANNIBAL
COVERING THE

HANNIBAL-QUINCY
TRI-STATE

PROSPEROUS Md/‘/f’ 7};4/;? [4/}4/

ILLINOQIS =
NATIONAL REP.— JOHN E. PEARSON CO.

IOWA = MISSOURI

Haliad Astiork

1070 KC

virnibiteia 4

SEByimG Tef BiLw
TEISTATH ANLA

1000 WATTS of WiTE

that don’t appear on the
rate card

Time rates are cold things, They
can't  show  the  cooperative
cffore KDY L's staff purs behind
sponsors’ selling problems

s your product getting pro-
per display i swores? . KDYL
merchandising men have helped
nuny a sponsor with that prob-
Tem,

Fhat's just an example of the
plus values you ger on KDYL
and KDY L-WOXIS welevision,

Notionel Representalive:
John Blair & Co

36
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continued from page 2

TV rating battle nothing new

Battle between Pulse and Hooper because of difference
between their TV ratings on "Admiral Broadway Revue",
is no surprise to research experts. Even coincidental
ratings may be off when a program is heard on 2
stations in same area at same time. People tune
shows, not stations.

Broadcast advertising premiums stressed at premium convention
Greatest premium year was forecast at National Premium
Buyers Exposition in Chicago (22-25 March). Self-
ligudating premiums for radio offers were all over
place, with plenty of interest shown by advertisers.

One TV station in town profitable if—

WDTV in Pittsburgh proves how profitable a station
operation can be if it has all four networks from
which to accept programs and sock retail selling. WDIV
signed 16 national accounts and 7 locals in 2 weeks.

Employment facts to be broadcast-featured

Feeling that buying is off because of Scare newscast-
ing has brought urging by several industry leaders to
stress positive reaction to unemployment news. Fact
that as late as 1941 there were 5,500,000 unemployed,
as against 3,200,000 in February 1949, is too often
forgotten.

Bon Ami to fight Glass Wax

Radio joins women's magazines and newspaper advertis-
ing in Bon Ami's attempt to obtain some of business
which Glass Wax is building. Bon Ami's product is
called Glass Gloss. Use of Bon Ami as window cleaner
has steadily decreased.

Manufacture of TV sets passes FM production

While TV receiver production did not hit 200,000
expected for either January and February, it passed

FM and FM-AM set production figures. Latter was
98,969 while TV figure was 118,938. TV set production
figure was over 20% of AM receiver production which
includes midget sets.

Fred Allen stays with NBC

While switch of programs from NBC to CBS isn't over,
Fred Allen will stay with senior network. Allen is
not scheduled to be on air this Fall but may be back
by January. He's expected to be important in NBC
comedy show building plans.

Radio sets can be sold

Iowa two week campaign for radio in every room
increased set sales in state 50% over previous
and same weeks last year.

weeks
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HARAC -7V
CB S Affiliate
Cincinnati's Key TV Station

Operating on Channel 11, WKRC-TV starts regular commerciol progrom schedule Monday, April 4.
This schedule includes o complete variety of news, sports, children’s shows and droma, in addition to
CBS network shows which will be carried by Kinescope recording until completion of co-oxiol cable.
Test pottern on daily since March 1st.

EXCLUSIVE TELECASTING RIGHTS TO
$3,000,000 CINCINNATI GARDEN

WKRC-TV has exclusive telecasting rights to events held ot the Cin
cinnati Garden, $3,000,000 sports orena recently completed. The

largest financial television controct to be signed in this arec gives

CINCINNATI'S Key TV STATION
TIMES-STAR BUILDING
CINCINNATI 2, OHIO

exclusive sponsorship of these events to a Cincinnati firm

REPRESENTED BY THE KATZ AGENCY
RADIO CINCINNATI, INC. WKRC-TV... . WKRC-AM....WCTS-FM (TRANSIT RADIO)
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The

Picked Panel
ANSWErS

Mr. French

It has  alwavs
heen mh fi't'hilj_'
that.
rales are =el ]._\,
the

I|u*_\ are aclua

althouzh

broadeaster.
Iy

determined Iy

the advertiser. An

advertiser  pays

for vadio ouly in
terms of what he
receives i dollar value,  Stations or
networks which provide an advertiser
with the the
listeners. and the highest valoe in sales

cflectiveness for

widest coverage. must
cach dollar invested
are worth more 1o hine Broadeasters
realize this, and rates have Leen set
accordingly.

Now. in the Tutnve, if radio [ails Lo
deliver the Targe, voluable, responsive
avdienees it is presently delivering. the
reaction of advertisers 1o the situation
will determine what adjnstment <hall
be made in orates. I an advertiser
does not receive a good dollar yetnrn
value, il he Teels he is not getting his
money’s worth, e will not bov. and
the rate situation will .ir]jtl‘I it=elf 1o
It these faets,

corallary 1o the |ll'u\1'rl ceonomic law

This is. v a wav. a

of =opply and demand,  Rates have
alwavs heen determined ],_\ l‘\i.'-iilt;,'
conditions and will continue 1o be.

| lli'rr' tlues 1ol =eenny o ||r‘_ |1--'.\'1'\i'r.
any indication that an .'U|jt|-l|nl'||l will
e necessary for some lime Lo come,

38

Mr. Spons;)r asks...

“When total broadeast andience is shared by TV and

radio. how should rates he adjusted for advertisers?™

Charles J. French

Advertising Monoger,

Chevrolet Motor Division

Generol Motors Corporotion, Detroit

Radio, if anything, is a better adver-
tising bhuy than it has ever been in the
past. There are more sets in the hands
of the American people than ever e
fore; the number of radio families s
the |;u'f_-|-.~'[ total ever rw,:nl'lm]. and the
figure is growing: and there has also
been a coneurrent increase in the time
spent listening. More money is heing
spent by advertisers for vadio than
ever before—and advertisers are bid-
ding enthusiastically for the choiee
apen time spots, whenever 1|H'_\' exisk
Today. radio gives an advertiser a het-
ter value, dollar for dollar. than ever
in the past,

One thought for the future may be
that vadio™s emphasis will be on low-
that mnex-
pensive o produce. but which. in terms

cost shows, programs are
of quality. ratings. and sales effective:
ness. give the advertiser a hetter buy
than the high-budgeted shows now so
HOMerous,
Grorce Frey
Sales Manager
NBC, New York

[ disagree with
the assumplion in
SPONSOR'S  (Jues-
that  tele-
vision and radio

Hon

will one day Lie
mutonally  exclo-
When the

impact of radio

:hi\l'.

]J reame pros

|Illll|ll'i'll more
Vs many authorities
that the

newspapers. This jost dido’t happen,

than 20

f]t'l |.'I|l‘l!

aeo,
radio would rnin
It seems= to me that television will im-

prove radio and make it a more valn-

able mediom for adveriisers. because
the competition between media will
force radio Lo improve ils program
structure. Our eurrvent Nielsen Ratings
indicate that radio listening is up over
last vear.

There are only a few thousand tele-
vision sets in the entire Chicago area,
l'um]l;}l't'lf with radio sets that total
nillions. Tt will take
circulation for television.
the matter i~ that very
people and advertisers have television

time to build
The fact of
few agency

sets in their offices and homes today.
WOGN-TV serves an area within a 50-
mile radivs of Chicago’s Loop. while
WON for 20 years has served the en-
tire Midwest., Television would be un-
in the small towns and
vural areas which continue to he served

economical

by clear channel radio stations.
What's all the fuss about? Tele-

vision is ereating an important audi-
ence for advertisers in a few metro-
politan areas. and radio will continue
for many vears to sell in metropolitan
and rural areas,

Frank P, SCHREIBER

Wanager

WGN, ne.. Chicago

About a century
ago. a Lnited
States Patent Of-
[ice execulive re-
signed. In a let-
ler  annonneing
his deeision, he
asserled he was
goitting the job
hecanse  every-
thing had been
invented, and he could see no possi-
hility of continued employment in the

patent oflice.
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[ don’t wish to :hlil]ii'.th- that monu-
mental error in predietion. One can-
not answer this ilu:-.-linn without know-
ing what the total broadcast audience
will be when we reach that ephemeral
“when”. At this minute, for example,
with television growing like Topsy in
many areas, the Nielsen Index shows
|i.-lr||'!1|:_- to rural fllil.ltl--.t\llu;_- al an
all-time high. approaching six hours
daily. There is no evidence indicating
that television has reduced total broad
casting, There is every evidence, as a
maller of fact. that radio. the lowest
cost-per-thousand  medium — in the
world, is even now underpriced vear
ll_\' Viear. Ill]l'l'l' are more ]lt'uilll‘ .'I||l|
they are gaining more leisure time.
]’l'l'h:l]l:- radio’s share of the total
broadeast audience at some unpre-
dictable date in the Tuture might con-
stitute a larger audience than radio
delivers 1o advertisers today,

You see, we think radio is here o
slav: we think television is here Lo
stay. Ask me this question in five

years.

A. D. WiLLagp, Jn.
Executive Vice President
VAL, Washington, 1. C.

To one engaged
in the sale of AM
and TV timne,
your lilll'ﬁliutl s
like asking a
']ull_‘_’l‘l' fan. I!\
how many games
o you think the
Giants will win

the pennant?™,

As yel, there
1 no reason to assume that television
will draw exclusively  from present
broadeast audiences. In fact., within
the last three months, several of our
advertisers have graphically demon-
strated the tremendous effectiveness of
simultaneous radio and television sell-
ing by the successful use of both
WAAT and WATYV for their product
adverlising,

All of us realize, however. that the
rapidly-growing new  medium must
eventually eal away a good segment
of our present radio audience. and
those of us conneeted with a dual oper-
ation {AM and TV) have been closely
walching for this trend.

In general. we feel that the pro-
graming struclure of independent AM
stations is flexible enough so that most
oullets will be able successfully to hold

28 MARCH 1949

wIP

roduces?

A highly competitive product :
CHUNK-E-NUT PEANUT BUTTER

. in a highly competitive market,
Philadelphia, calls for power selling!
And we've given this valued sponsor

just that . . . for ELEVEN YEARS!

wip

Philadelphia
Basie Mutual

Represented Nationally
by
EDWARD PETRY & CO.
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Allguergue

KOB

NBC

Beawmont K1 \BC
Boise KD=TI CRBS
Boston-Springfield WEZWEBZA NI
Bufialo WER Cchs
Charleston, S, C. WS RS
Columbia, S, ( Wis NBC
Corpus Christi RRIS NB(
Ihavenport Wi N\ B
lies Moines WHo NI
Denver RVOID A
Ihaluth W =M AB(
Fargn WIHAY NBC
Fi. Wayne WOowo ABC
1. Worth-Dallas WA ABC-NBC
Honolulu Hile KGN KB CIS
Honston KNYZ \BC
Iliunapolis Wisll AT
khansas City KABCKERN CRBS
Lomsville WAL NBC
Milwaukee W MAWN ARC
Minncapolis-St. Paul WTCN AR(
New York WACA IND
\l-llrl”. “I.[l ARC
Omaha KA s
I'voria- | nscola WALBRD W DZ (N 15
Philadelphia AYW NI
it limrgh KPR A NI
Portlondd, Ore, KTEXN A
Raleigh Wil N
Roanoke W il CIts
San Divgo RO CBs
<. lLoms k=h AN H
Seattle KIRO CRS
SYIACHS WFII (‘Bs
Lorre Haut Wil VIs
Television

Baltimore WA NN

1't. Worth-Dallas WHAILTY

| snnisville WAVETY

Minneapolis =t Paul WTUNTY

New York Wil

<1, Luuis K=ILTV

~an Fronersen KAIRONTY

2 SPONSOR
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ATLANTA

RAI

‘DU vou have some markels that are

surprisingly good and others that are f{all-
ing ‘way helow expectations?  Of course
vou do —and we know. generally at least.

what vou'd like to do about them.

But have yvou thought of how much na-
tional spot radio could help yvou? National
spol (Bull’s-Eye) radio is the most husi-
nesslike radio in the world. In good arecas.
it works only as hard and costs only as

much as vour sales picture demands . . .

B

In bad areas, vou can step it up lo any
degree vou wish—can make it work nights.
Sundays and hohidays, if need he, 1o gel

the job done fast and at the cost you wish.

We of Free & Peters have specialized in
1932, In

that time we've hoilt up some prety spec-

businesslike spot radio  sinee
tacular case histories of what can be done
with this mediom. I you're interested in
any of the markets listed at the lefi, we'd

certainly like to talk with vou—soon!

REE & APETERS, INC.

Pioneer Radio and Television Slalion Represenlalives

Since 1932

NEW YORK

DETROIT FT. WORTII

CHICAGO

HOLLYWOOD SAN FRANCISCO

4]



their
from the medinn,

I = it re=ting lo note that WANT
program ralimgs
thes

il -]I}It' strong nl'l!lll]u'l-llllntlu
our IV station, WATN
ing 100000 viewers per quarter-hou
[rom the
ST

positions  despite  compelition

[ [&YY

are higher woday than
were for the same [-rliuu] m 1918
{i'llm
now averag-
“hroadeast andiene
uf the other New

however, have nol heen

pool .
Y ork stations,
as [ortunate.
and they are now faced with the prob-
leme of .-l'"in;_' time alt a higher cosl-
uer-thousand lsteners in the extrenmiely
competitive New York market. Some
downward rate adjostment will un-
doubtedly be necessary 1o bring their
selling costs back i line.

WANT is now delivering more lis-
teners per dollar during the entire day
than any other New York area radio
statienn. Should WAN]
to  refleet long-term

tremdd. we woukd. of conrse. give seri-

ralings slarl
any downward
ous consideration Lo a rate adjustment
in order 1o retain our cost-per-thou-
<and ir-:uii‘t'.-'llip,

Epyuan S, LENNON

Sules Muanager

WATY, Newark, N, J.

BMB CRISIS

(Continued from page 29)

BMBs operating costs have been
cut drastic ;t||}, There are HOW 1o more
lover =20.0000
¢ !Ii‘l”_\. there 1= o:ll_\
one major executive left —Cort Lang-
lev. former assistant to lugh Felis,

“high-=alaried™ nen

on the pavroll.

Ken DBaker. acting president.  shares
responsibilities  with Langlev. but is
NADBR research director and not on the
BME payroll, There are other operat-
ing expenses that ean be ent for BMB
when and if it operates on a regular
~chiedule, The cost of mailing and tabu-
results of a ballot
could
there’s no elear-cut plan on what's

lating survey s

many  Limes what it be when
wanted from the survey.,

Even now with the ballots coming in
by the s

whether reporls can be made on the

thousands. nol  certain
basiz of Lstening 6-7 times a week,
35 times a week, and 1-2 times a week.
or whether a less satisfactory “aver-
age daily andience™ figure will have
to be substituted. sroxsor with this
analysis prints test surveys made dur-
ing October-November. 1948, with fig-
wres for “Average weekly audience™.®

“Average daily  audience”. and a
”llﬂiu'l' -_-h.'u't' III .‘lt|lli|‘||.{'l‘ fnr Ill.l' sane
period during which the BMU test-hal-
lot survey was made to determine how
daily audienee figures compared with
once-a-week ﬁl',illl'l'-\ and  a ”u-.in‘r
share-of-andience percentage.

As indicated i sroxsor 28 Febru-
ary. many development research men
agree with Hans Zeisel that average
daily aundicnce figures. arvived at from

|I|t' “\I H Il:l“nl

=av the least. ideal.

are nol. lo
. However. the size
of the sample may preclude issuing
the detailed Fxperi-
mental research is expensive. when it
has 1o be done on an “if”

returns,

more figures,
and once-in-
three-vears basis,

It would be prohibitive for printed
media to operale the Adult Burean of
Cireulations il the methodology hadnt
been worked out years ago and im-

|lrn\'l'(| vear I-}' vear. \u'\\'s]mpt-rs
could not support Media Records if the
basis for its reports on advertising

linage weren’t fixed and stable. The
lack of consistent thinking research-
wise i=.said to be one of the reasons

*Homes that listen to the station once a
week or more.

WBT MAKES




why lodustrial Survevs, which did the
fir=t SUrves for BMB, didu’t bid on
LS. made a sizable net
on the first survey. but couldu’t go
along with muddled exeeutive think-
ing, despite the fact that it had made
hallot SUrvey s for CBS for years,

the second.

BMB has passed through another
erisis. The sevond survey will be com-
pleted
that faces the committee which Justin
Miller of the NAB appointed recently

to report on the [uture of the industry

will be delivered. The problem

rescarch organization is not the second
survey but BMB's future. The five men
appointed by Judge Miller know the
BMB problem. Harold Ryau has lived
close to the Burcau almost sinee its
inception. Dick Shafto (WIS Colum-
bia, S.C.) has spent many hours study-
ing the problem. John Elmer ( WCBA,
Baltimore).  for the current
study can do no good sinee his station
will be changing its spot on the dial
practically concurrent with the survey,
is an oldtimer in station management,
and Charles Caley (WMBD. Peorial,
as well as Clyde Membert (KRLD,
Dalla<), has been around for a long
time. They all vealize that broadeasting

\\Illllli

is in a stale of flux that has no com.
parison in hroadeast advertising his-
tory—that it fresh
coverage and eireulation data.

needs aceurale

Thongh there’s no research wman on
the comurittee, and no advisory group
of ageney exceutives or advertisers has
BN s

importance o buyers of  broadeast

been named. it's certain that
advertising won't be far away from the
special eommittee’s meetings. The big
problem is still how 1o continue an
industry-controlled

organization which will deliver lionest,

coverage-research

well-researched reports that will not
hurt stations that are doing a good
job for their hsteners and their adver.
tisers. Auditing the cireulations of sta-
BMB can be te-

destoned 1o Iu.'rrul'all any and all the

tions must he done.

m.\-t-t'agr-lrt-.-('urrll necds of advertisers,

Broadeast adverlising supports
Hooper. Nielson, Pulse, and a number
of other organizalions, I
should support BMB, fecl most ageney
and advertising executives, if only until
such a time that there’s something else
satisfactory, ready, and able 1o deliver

can and

the information which is any industry’s
audit bureau’s responsibility.  « +

3,000 STATIONS?

{Continued  from page 31

tributed wnportantly (o the inereased
sets o use. o other cities a new sla-
tion or stations have cut o the es
tablished audiences of long-established
ontlets,

In an mportant Southern markel
with four established stations an mde-
pendent got under way and showed
up for the fiest time ina Ciy Hooper
Report in 1916, The first year (1916-
1947 ) the new station inereased morn-
ing over-all sets in use over 1097 and
garnered for nsell 21.6°0 of the audi-
In the alternoon

it anereased the sets in use aver 207

ence [sels in use),
and gained 18.3% of the total audi-
ence for itsell. AU nights during its
first year it did not materially inercase
the sets i use (the increase was a tiny
fraction of 1°7). The station. how-
ever, won for ntself 18.370 of the sets
i use. culting into the audiences of
three out of the four established sta-
tions. A 1917-194% the
new  station  held approximately its
same =hare of sels in use. but intensive

vear later.

promotion by the established stations,

and the new :-l:l!in:l, too, increased

o

IMPRESSION . many million times a week!

When WEBT first hegan serving the Carvolinas, 28 years ago,

“promotion” was a small boyv who nsed o vin throneh the strects

of Charlotte. annonneing 10 o handfnl of erystal-=et owners

that the Sonth’s pioneer <tation was on the air,

Since then, 50.000avatt W BT has beeomne a power in the

daily lives of almost threc-and-a-hall million people in 95

comities...aud promotion has helped set the pace all the way.

Using many different media . ..

NEWSPAPERS (more than 1LOOO lines weekly)
ANNOUNCEMENTS (average of 350 weekly)

POINT OF SALE DISPLAYS (in food and drug stores)
MERCHANDISING MAGAZINE (mailed regularlhy to retailers).

Such impressive promotion—making extra inpressions

for WBT programs—is one reason why W BT averages a larger

andience in Charlotte than all ather stations combined.*
(In the 9 omtside™ counties. WBT lus virtnally

WBT

Joflorson Stundurd
Broadceastieg Company

no Charlotte competition.)

Il yon want to make a good impression —and an impressive

sales record —in the Carolinas. WHT can show vou how, )
F 0000 1earts

Charlotte, N, C,

¢ modal)

#C, E. Hooper, Dec, 1948 = Jon, 1949 [ar any ather Hooooe Sirve
Reprosented by
RADIG SALES




the evening sets in use from 3019 w0 ing increases the evening =et= in wse.  ereased average hours of listening per

48 <o that the {our stations" audh In Washinaton, ). C.. four new home. per day was |l'[mll|-|| recently
ernees were relnrning o what they had  dasinne stalions inercased sels in use }I\ \. C. Nielsen for the past five
heen prior to the invasion of the inde- in the daytime and jumped evening  vears. hi 1913 the average home lis-
pendent ~et= in usc in-the evening. also. How tened 3.5 hours per dav. In 1918 the
lu Providence a threessear picture ever. there was a fractional drop in average home checked by Nielsen re-
lseshs like this; FO17-1918 in the nighttime. due to  ported L4 hours of listening per day.
I \ AL PAL  Fvening  ¢mphasis on FM programing. and FAL This was an inerease of 2670, Nielsen
13- 16 13.5 13.5 B ficures were not inchuded in this re- reports that “the average network ad-
16557 1.2 16.1 312 purt.  The Capital City figures are:  vertiser is delivering sales messages to
=h krlh 174 [9.5 1.6 Yot \ L PN T ARenin 1277 more homes today than he did
The tnerease 1= |.|.-.-|..||:|‘-..! in the day- a6 15.0 16.5 V.0 bwty venrs ;l-:”'“
AT e W, o IO el B e RN g s 16.5 16.5 = s T also reparls that cosls pel thou-
this town are daylight-only aperations. 718 18.5 10.5 33.0 sand homes ineluding time and talent
However. the daytime habit of hsten- These cities are not unusnal.  In have gone down per thousands from

S248 in first quarter of 1916 1o 32,16
in the first quarter of 1918, Thes
fisures cover network  broadeasting.

In metropohtan areas  where  the

Hooperating figures are gathered 130
cities ! a contrast of share-of-audicnce
ficures hetween “17-748 and 14649 fo

old-timer with \0llllll I[IB(IS ntietl

i= incloded an ||-m!n'r-.- figures. the

- evening increase is nol necessarily in-
./7 dicative of inerveased hstening to inde-
? 'H‘Hill‘lﬂ slations, [t s ll'lmlll't] Ney er-

theless for the record.

We're not resting on our service re-
cord of twenty-five vears. We ably
complement our CBS schedule

with shows built to the needs of Web and. Tndeindrat shary of sudicnie

our region; that includes one of " o EVENING

the top news depart- s 44 23. 3

ments in Yirginia. M i 139 It

We're strong on pro- - b s

motion, too. So, for Cis 25, )
11t 11.1 .

your share of the
near billion our lis-
teners spend each
year—contact Free

& Peters! i; §

IND 1% 0.5 1.2

Ii]]*"'" 1‘1;‘.!"‘ "i colr=e ‘}" nol re
ot the i1.n||.'|rl of the Benny switeh
from NBC 1o CBS, sinee the month be-
fore and the month aflter the switeh
are averaged, The figures were com-
piled o indicate the appeal of inde-
pendent stations —contrasted with net-
works colleetively.

Fhere's little question bat that the
number of stations on the air will

Using total BMB corerage and Sales Management’s veach 000 before the decline of the
v s o 5 = number of stations on the air starls.
marlet Jigures, WDBIs arca represenlts 35.7 “ ”] Onee the freeze on TV applicants

,.f‘r,‘.'l'.”;ﬂ-h' (”’Hf!‘ l‘-.‘)f,‘; “f ” oxl ' ]r ””;” \) f”f",' b”\;”n i= hifted. himndreds of new video station
.'ipp]'it'nlllv- will he hiled. j_'l:ulli‘tl. anid

powcer!

construction will start. At the outse
there will be very little reduction in
the number of radio stations agitaling
the ether. beeause in most markels

CBS . 5000 WATTS - 960 KC radio must continue Lo pay l?u' way.
Owned and Operated by the 5 In many nI\:nkn'l-. including  the
TIMES-WORLD CORPORATION /e rural. radio will he the number one

ROANOKE, VA. W A })I'll-'ltll.'.'l.‘\l advertising _m::dmm Ilnr il

fong time to come. 1 isn’t possible Lo

FREE & PETERS, INC., National Representatives . _ deeide that radio will be here [orever,

Forever t= a ]n||lu, |nn_£ . & o« *
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DOMINLTES
FFIE PROSPERONS
SOUTAFERN NEW ERGALDBND
MARKER

wTiG |
DOMINATES
<cOUTHERN NEW ENG\n
5 MARKETY ““

Paul W. Morency, Vice-Pres.—Gen. Mgr. Walter Johnson, Asst. Gen. Mgr.—Sales Mar.

WTIC's 50,000 WATTS REPRESENTED NATIONALLY BY WEED & CO,
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(55T DELIVERING A
TREMENDOUS
3. CITY MARKET:

BEAUMONT ORANGE -
FORT ARTHUR and the

Righ Gult Coost! Ares

Now 5000 Waits

DAY and NIGHT — 560 Kilocycles

KFDM

New pahc‘r‘ All designed
fic impoct on this

FIRST in the
Sl'n'Jﬂ-_';.
ening and ship-

New studios!
fo give you o more lerri
-NO'W

chemical production!

wanderful morket—
notion n
ogriculture, |

Steady, diversi

too, in
employment
; mood! Reoch
stotion de-

building

keeps falks here in o buyi
KFDM, the
this rich 3.City

them with

livering

Studios ot Beaumont, Tezas

Attiliated with
AMERICAN BROADCASTING CO. /
aad the
LONE STAR CHAIN
Represented By FREE and PETERS, INC.

IN THE
Pacific
Northwest

Serving 3,835,800 people

e WASHINGTON
KIN G — Seattle

K X L E — Ellensburg
KX LY — Spokane

(o] {{cTe]/]
K X L — Portland

MONTANA
KXLF — Butte
KXLJ— Helena

KX LK — Great Falls
KXL L — Missoula

K XL Q — Bozeman

Pacific Northwest Broadeasters
Sales Managers
Wythe Walker Tracy Moore

ARGENTINA

{.¢ .-_J_f-'_-,;;'a.uf .Il’t;n'! !.uj'_( ;_’.r
have testified that they did not want
o =cll out, bul it was question of
<ell vul or vlxe,

Proadeasting is vital to Argentinians

becanse i's a nation of wide open
spaces, Ni Wanipers are ‘['llt““] s
by the won-metropolitan  population,
for ceven if the latter did travel to a
center wher paprs were available,
thevd be at least a week old before
they conld be bouzht, The news, al-

thoush  wndoubtedly  government-col-

ored. s Tresh on the air. The stations
are lree 1o broadeast amy news they
tlesir as long as it comes from a

L"!\l|!IIlI"II]-J|ll||=r\!'1| News agency,
Musie

aovermment

may  he broadeast without

ohav, but all
hear the
bureaveral.  As in all
\mieriea
[er Lo

dramatie

programs musl ~lamp ol a

Peron saouth

n nations, advertising men re-

l“ l]f 1Hna a= ""il’ |'13|"| | § I}l"
o =erial plays is enormous, for
tellinge
aenerations moall Latin nations,
There i little
commercials,

appei 1l «

<Ly has been important for

aclive censorship of
Drug product advertising
However.  ther

must  In ;||-]||u\r--|.

are no recorded commercials, no jine
les, and no musie is |.rt||1il[1-|f Lehind
announcer 1s

anpouncer's voice. The

not allowed 1o dramatize commereials,
If Ilt' -Iu'lil'l ]\l =i

11:' I'rll'_' |n [11[!'

]Il' on e anr.

irlnpln'tl. it wouldnt
IH' ‘| I’P"'I‘

\elors,
must he

his license to

AN ers,
licensed,
100()

news conmmentalors

Commerctals are restricted 1o

They

twosand-a-hall minates, but not during

words, may be hroadeast every

a dramatic on ram. In a

half-hour
thres
togelher
closing announcements,

Palmaolive

hand

nitws Il[u
instanec.

hreaks are

.i“.\\n[t]

drama.  for only

TODaword |u|mil'[m].

wilh opening  and

Lux are the leading
Kolvnos,
leading In-u1h|1;|.—1l'-.
throngh the nglish
They reach

.irlll
Calgate,
Phillips are th

soaps, -III!I
with i’l'ir-nnl{'lll.
Lever Brothers, coming up.
the consumers through broadeasting.

all the

show that what they eall soap

(!I'-Jiﬂl' restrictions.  Listening

imlfrl-

operas have the greatest  audiences,
with  comedians  and  popular  mnsi
dialed i that order. The pumber one
program  features  Louis  Sandrind,
comedian, and  his group of actors,

Lever Brothers sponsors, as ils radio
leader, a dramatie series. Radio Tea-
tro Atleinson’s, Colgate-Palmolive-1"eet

has a talem search 300 minules twice

a week, Descubriendo Estrellas (1)is-
covering Stars). Sterling has a top
commenmtator (Soiza Reillv) 13 min-
utes Mondav through Friday.

It is not cheap to broadeast in
Ilt'-}l'm the fact that there
are less radio sets in the entire nation
than there are in Greater New York.
\bout 10°7 of the population have
receivers, Officially. there ave 1,650,000
amd e ]Jl!tl]li.lli.tlll al the
about 15.0000000, A

\rzentina.

reCeivers,
end of 1918 was
ations
and
talent.  Of

ot

Wemimmute  program on 1
would eost 1.000

1.000 10

pesos for tine

from 3.000 for
listening i~ far intense
i the ULs.. and the
lisleners al=o

\'l‘l\il (if ”II' II]
\rgentina would make

COurs=c,
than number of
per seb s Iieher,
1.5, firms in
an uhserver he-

lieve that the Americans were tn.lLiil;_‘
real money in the counteyv. The truth
is that theyre =ull all whistling in the
dark. N
THE AUTO PICTURE

(Continued from page 27)

inover the weekend. placing orders

for 50 new Pontiacs and boosting 1e
|-.ti| business to I'Ilj‘.ll'il\.

Why don’t
therefore?

=tructure

more dealers use radio.

Ihe
of the

answer lies i the
anto industry's sales
1 [l.trllii I".

When a

he has to

dealer into business.
ablain
turer whal amounts to a
This usnally takes the
tract (prep ared | 'y the manufacturer)
 detail the
conditions under whieh the 1]!\![1'1'.-]”]'

W 1“ Iu'
the lIl'.l]l‘I

.|l-H.1: the manufac-
fl:llu'ili.‘r.

form of a con-
which states in considerable
aramted. Under this contract,
maintains his  [ranchis
twhich can be broken off Iy the manu-
and selling the

facturer) by handling

cars in a manner and volume that will

e ~.'|Ii.-|;|-'lu1l\' to the mannlacturer.
In the fine print of each dealer con-
often than not. a

tract there is, more

series of clauses that refer to adver-

The

clanses is that

general substance of these
llh' |1|'.|Jnl

or manulacturers parls.

I’-‘i“.:-"
advertising
1 NewW CAars,

and whatnol, muosl con-

with the
manifacturer’s

ACCCRSOries

form general theme of the

national  advertising.,
particulacly il the dealer expects sup

port  [rom  cooperative  advertising

[unds
dollars spenl to promote

Cjoint  dealer-manulaciurer  ad

dealer mer-
u|n'|;llin!l'-|. The degree

that

l‘IHlHI‘I‘i”!.‘

ol control amlomakers exercise

SPONSOR




over Lhis advertising varies from ab-
solute (in wlich the dealer must ad-
here closely to company-supplicd ad-
verlising  wmaterial, such  as  mats,
la)nul-&, Lranseriptions, ete.) o a very
limited control (in which the dealers,
or more recently dealer groups, spend
their own or co-op funds for what-
ever form of advertising they choose,

What keeps all dealer advertising
from being carbon copics of the na-
tional picture is the fact that in big
metropolitan  markets, and cven i
many smaller towns, dealers and dealer
aroups have their own advertising pro-
grams pail for out of their own
|mt'k['l:~.

There is nothing new about dealer
co-op advertising.  All major  auto-
maker and leading independent auto-
makers engage in it and have done
s0 sinee the mrddle 192005, In its sii-
plest form. it is a 50-50 split between
the dealer and the manufacturer on
advertising that is done at the local
level.  However, co-op advertising
money goes inlo advertismg al na-
tional and regional, as well as local
levels, and the methods are not uni-
form.

Dealer co-op advertising (ounly a
trickle was done during the war) stems
from funds accumulated from an arbi-
trary advertising allowance per car
|i[ ranges [I‘Ulll 2‘“] Ly ""‘_)“ or lli;_'ill‘l’l.
which is matched by the dealer, the
money then going into a central co-op
fund. Chrysler, Crosley Motors, Ford.
Hudson.  Kaiser-Frazer, Nash, and
Packard work it on this basis. going
50-50 with the dealer. General Mo-
tors divisions (Chevrolet, Oldsmobile.
Pontiae, Buick, amd Cadillac), as well
as Studebaker, have a “sliding scale”™
which runs from a dealer-manufacturer
split of 71.5-28.577 (in terms of dol-
lars. about 810 of dealer money for
every §4 of company money on the
low end) up to approximately a 50-50
split, depending on the volume of busi-
ness in dealer territory. By law®, any
co-op advertising allowance must be
available 1o all retailers of the mmanu-
facturer’s product. Auto co-op adver-
tising stays well within the law. and
is generally a model of suecessful
co-op merchandizing, Sometimes, how-
ever, the squeeze is put on the dealers
tmany of whonm cannot alford to do
much advertising outside the limits of
co-0p :l¢|\'|'|'!i,\1n;_'l by the automakers,

(Please turn to page 62)

*The Robinson-Patman Act.
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IT’S EASY,
"IF YOU
KNOW HOW!

l ighting a firec m a steel skyscraper s different  from

handling on¢ in & two-story home—and i#'s the same way
with radio br different parts of the wation

The Southern listener 75 a little different from people in
other parts of the country. He does respond better to radio
programming that caters to his special preferences and

attitudes.

KWKH #£wows all this and has wied the knowledge for
twenty-three years. Hence we are years ahead in radio
Know-How and listener-acceptance in this market.

Whether you sell tobacco, tractors or toasters, you'll find
this KWKH Know-How & &g "plus” in our four-state area.

Write us ti'_nl.i)' or ask The Branham Company,

KWKH

Texas
SHREVEPORT € LOUISIANA ]
e Arkansas
50,000 \/Vil{[S ® & Bb Mississippi

I'he Branham Company, Representat
Henry Clay, General Ma

47






mer. nel a lorlune!

TAKE 13 WEERKS WITH PAY...0N WO

1= casy to bag big profits in the Smmuertime in WCCO territory. For North-

JI

west retail sales soar just about as high during June. July and Angost as they
do in any other season. More than 3699.000.000!

And no wonder, During the 13 Smner week<. WCCO™S 308,117 farm
families harvest more than $865.000.000 in cash. What' s more. more than
two million vacationists add more than 3200.000.000 in “good-time™ money
to the regnlar spending of year-ronnd residents,
| That's why 18 major non-network sponsors (30" more than the year

hefore) stayed on WCCO all year 'rcnlilll_l last year. Without a Summer hiatus.

They know. too. that 50.000-watt WCCO delivers the biggest share of
the Northwest andience. In the Twin Cities. for example. WCCO delivers an
average daytime Sununer Hooper of 6.0...a 53877 higger average andience
than any other Twin Cities station! And «ll cash customers!

Make your reservations now with us or Radio Sales. .. for 13 wonderful

weeks with pay on WCCO. And net a fortime.

:I_H source material available on request. ]' °
‘\ ,/ ) Minneapolis -5t Paul

Represeandod by RADIO SALES
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Yeah, but can he lift sales curve?

Advertisers know there is no monkey-business behind CBS’ ability to lift

their sales curves. For CBS not only has the highest ratings—and the

highest average —in all radio, but for the third consecutive year delivers

more customers per dollar than any network in radio.

The Columbia Broadcasting System

e i



® [
WEDNESDAY | THURSDAY FRIDAY SATURDAY
ABC [BS MBS NBC ' MABL' (BS MBS NBC| ABC (BS MBS NBC

SUNDAY
ABL [BS MBS NBC

MONDAY

oy My Wit Moy Wl s ot Wkt ey
! e Aty Besadip - :
| | o
| | ..
<) |
|
=
April 1943
1V Comparagraph In next issue :
i Bl b 0 Gy T b el Tk bl G I 1w s ey s
i Coba s Gim w bre bile. et gild
~ 1. g )
-
Fa ¥ o Byge
i Jie
W
Covibass
e wt il Y My bian ey
i) A X b
pasica | y o 5
¥ best Chok B
b g s b ns ¥y
By Ciaalis
uan wh A o
Fiopheny 8 o B Yoo i RN g Pl o
(1] - Wime | e
| PO
0L e
T T Pond Baad P | 00 Pa oy Pin id Ou
i % e ar Gttty PR r——
'l e — il eyl b bt A 1 Paanng Fyq da
il 1o Gk “
hvriha o i e
7 Charsh
pye
hoaeny

Wiasdy Wamie

[ e
b Collas
oy e
(T
i
Pomis »
iy
—— e, Sl Kok ¥ piia T
< bt Fanioy Bt tage T
=Srerd | Bt Cos 4 B
e o P [IT)
1y
"
=T vl Hijom
R | =TT N
MM
1 :
byiliit e
&
Tty Phiurs Party i e
' - i ;
Appiensan
5y




1 1 L | L
Saiddipe Wil
I I - ide i 8 Ma [ — Wt Musl Lae e P
Mol W r g frig'e 'y R e <eg b
rpdany el Mydey o gl et o - | [ sl gz Fisgie i [ e
* il Fed ] [ v L el i N
= T Mgt 4 Chllen L e ) . EE
\ " g L II;N . L AP 1 ““‘;? [;;:;I' il
ow e = :
\ Ll : ) M
J——|
G TP e S M 3
it . T - :
“ “ ’ TesGimmtas | PHET b ad sy Hatioy Pl e . (e fstre g .
? et Cath [ S - }
O o | |
1 ¥ ' e f i - ; ]
! d 5008 P I
i s Gl Mamoes
bkt ot I o
' perh Yonsndnea J
Tios o Ehimt [tEl
0L W Gl — Ly

posec | e i as 1
- — 1
lesgs aadogan Jund Fiow 8
ST [ e Wi il
[T e b ogs o s
— Dy Famds 1 i s
i Ton fimy T Tty e
1 [ e
: By Fus Fia
s 3 et sy g

menr  FRIDAY

Ee e rSCCEEIYLTFECECEPACrES

s
&
et
nn -
o ;
Pl e
[ h
b b
-
v “n
P v "
- and Nk Gy | biisa
L M S ani Fou
w - — " \ Vool Thasksd
.. b [ T s | :
- - e BBy % JIE i 1L C7H [V H e hi — e
: . S reag T
Souiih vy Do L |
. v Wl Charta fitd y| et ¥ ‘it Fudtes Lo
; oo
: :
ur
3 Cormpebed Lo = :
s NaM !
P - RA—
: — e o . Lsnaadll @
- ot ol Sty - f
:-I x prel | SYSEY . 1
:.- L o ol
(™
: bt yitary Phastir
i e AN 30 e
i = Corilolle M i gh Py e I _—
Canp e ol Y-
‘ i
Ve : ,
Erv vy, S TR
. Thn? oy L L] .
I AR TG T
" P Sharati | LU

Baly by

a1 ddax Pt
"

U & :

(U

-
Pisatis Griid |
U3 Y

- T i

u T Jel el

X $i 3 1 D Yul > P " iy od i P W

B aws M

S Fag

NELL

Caaw tae - e c LRI [T 4 F _.-
Voreran 1 4 i

: A - et Sagm Chb iy
~ on : = r._..,.,_..,,
¥ 8 . : famt

& i L LRy J bemib Pan Lt ik by A
i Vil o
o Wi Py T i .

Wiy Fad & Hadman Ve Coilaath ¥




Whitehouse on the Hudson,i

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 closing time.

——— ¢ EEE——

STATION STATION STATION STATION STATION STATION
Loch- " WHEC B (@ D B F
s thel
L glictine MORNING 41 240 B3 ab W45 58
8:00-12:00 A.M
Mondoy throuah Fri.
AFTERNOON 35.2 28.7 8.7 9.9 12.7 4.6
12:00-6:00 P.M.
Mondoy through Fri.
EVENING 39.5 31.1 6.6 8.2 134 Sroaasen
e DECEMBER 1948-JANUARY 1949 HOOPER "o

Sundoy threugh Sat.

Latest before closing time.

MEMBER GANMNETT
RADIO GROUP

Representatives: EVERETT & McKINNEY, New York, Chicago, HOMER GRIFFITH CO., Los Angeles, Son Froncisco
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\ew adverfismo dollars for T

They ' re coming from sales and sales promotion bndgets:

from firms that never used the air before

they're new (o broadeast adrvertising

i o
1>

c t paper uses Dione Lucas and her sophisticated cooking instruction shirts and collars are an amusing part of the "Arrow Show". Cluett-
S 0 in its air debut to sell meiropolitan homemakers on kitchen tissue armw Peabody feels sight is essential to sales. It never warmed up to radio

-

. company toys are made part of Unique-sponsored portion of |] ﬁd mills never felt that radio could sell floor coverings, although Arm-
unl[lue Howdy Doody.” Animated playthings can be TY-demonstrated 0"3 e strong proved them wrong. "Wear'" and "Tear'" sell Bonnie Maid visually ™




Of the &1 national sron-
siH's 0 l\

g the month of Febru-

o

networks dur-

ary. nearly one-third have never used
radio, or used radio so 114“';_- ago that
factor m broadeast
While thes=e 1 advertisers

fli(lltbl --II('II(I lll]l"l}lil(* ol T|1-.‘ ey

it has not been a
advertising.

unvested e visual network advertising
during the month, they spent about
2577 of the 8561537 LTSS Liilledd for
network time, 3135.101 to be exacl.

There were 205 national or regional
advertisers using selective timarket-hy-
They

spent. in round numbers, $727.000. or

market) television in February.

nearly 2997 more than network ad-
vertisers, Of the $727.000. $137.000

was spent by advertisers who have not
been using radio. A counsiderable por-
tion of the rest of the advertising
money invested in selective TV
from advertisers

cane
who have not been
active recently in radio, To make the
picture as clear as possible, only those
advertisers who have not used the air
for many years are included in the
non-users of broadeast ad figures.

On the level, 3509.459
was spent by advertisers. Since retail

local-retail

merchants are in and out of all media.
it is alinost :Iﬂl]m.-‘iilll' to determine
how much of this hall-million plus is
“new” Lo broadeast advertising.
Because television is for the most
part controlled by executives who have
been in broadeasting for years, it has
not been too well sold to non-radio
advertisers. Promotion has been dir-
ected for the most part to firms that
have used radio, or who have heen
tabbed as being prospects for the air,
as it existed before TV. The broad
field of advertising that appeals to the
eyes rather than the ears has barely
been Firms like Cannon
Mills (towels). Van Raalie (women’s
hosiery and underwear). and Standard
Sanitary

seratched.

(American Radiator) have
not only had, by their own admission,
inadequate solicitation but in a mumber
the fact that
l]'ll"_\' ]!.‘i\r nol ln'('ll l'lllllili'lt'{] II\ ll':lll-
ing TV networks and stations.

While a number of advertisers look

upon TV as a selling medinm rather

0[ ca-Ccs are illl:l.'\fl"li }'\

thau an advertising wmedium. there is
still the that it will be sold
as a publiz relations device rather than
the direct selling medimn that it is.
Biggest “new money™ spender in net-
work-TV 15 Admiral
which in the month of February hought
S1L.000 worth of time on 35 stations.
Admiral also spends a few hundreds on

ll.’lll_‘_"!‘l

Cor e wralion.,

28 MARCH 1949

seleetive '\,

market-by-market

Lut not 1'||H|I:_‘|l o be o
factor in television,
Ouly TV advertiser exceeding Admiral
i time by ing s Gillette Safety Razor.
which with a 17-station network spent
S 13.200 during the month of February.,

Other whi

non-radho  advertisers

have turned o network TV with sizable

network |-1|Ii_ur'1- include:

.l.l Xtron

fonn part of month only)
Unigyue Art . . V2l
Whelan Drug . 1840

In the selective field the leadine
-iu'1|||l| 1= Dulova 1see W hat
Bulova tick?. page 23) wilh
S127.000 ms ested monthly in ti
nals, No firn, new L i
tising, approached this figure iu i
ket-hv-market TV, Just Lulova
second in selective use of vadi (

gale-1"almolive-'eet leads the field

leads the selective use of the TV
unt. Second higgest selective speluler 1s
also a wateh firm. Benrus, which
-|u-1|i1.~ more than one-third of the
Bulova orzanization's TV advertising
budget,

Ihe “new money™ in selective TV

-1"|,l”

1= made up of a number of

TV budgets didn’t alfect their radio

gul

Qil kept its "We, the People” radio program going when it added TV cameras to each
airing. |t even added the "Gulf Show" on TV without cutting its broadcast budget

firestone

didn't change its budgeol far "Vaice of Fireslone”
on NBC-TV. To Firestene, 1V is a direct selling




hudgets,  They add up, as indicated
previously, but thevire making lhaste
~lowly, Thes include:

0

v
V1)
)
Gl Ml e

; i

L 11
Willinmsans0 Kk rlothes)

| he new selective 1\ .\i'\'l'lli""r“
cenerally u=e one or twe stations, It
i= the exceptions. like Whitman. Tele-
vision Guide. BVD. and Golden Blos-
<om Honev, that use three or more sta-

58

Oul of February's 205 seleetive TV
users, 43 were brewers, the largest,
numerically, industry classification in
TN time huying. Sinee most brewers
have at some time or another used
racho. beer’s use of the medium does
nol represent new firms invading the
air. However, many of the 45 brewers
in television were not using radio when
they decided 1o test the mediom.

Pioneer non-radio  adverliser now
using television is Botany, which for
vears has used its “lindle lamh™ on
the air to sell men’s ties and which is

Nol becouse of the words . ..
but becouse of the dromotic
presentotion of our own soles story.

Motion piclure spols for television
ond theotricol releose . . .

sales troining . . . public relotions . ..
whatever your needs you'll

hit more effectively when

you combine basic soles presenlation
with our drometic ond eriginol
ortistry of production. Such a

merger will increase the impoct

of values of your progrom,

ye! your films will cost no more,
Wrile us for o demonsiration.

REID H. RAY

FILM INDUSTRIES, INC.

2269 Ford Parkway
ST. PAUL, MINNESOTA

208 So. LaSalle Sireet
CHICAGO, ILLINOIS

now expanding its TV commereials to
include Botany fabries,  Botany isn’l
spending much money, but its annouce-
ments are on seven  slations, al a
time cost of aronnd 82,000 during
February. Botany still feels it’s study-
ing the medium. but it’s using weather
reports, half-minute in length. just as
it has since it got its feet wet in TV.

\Ithough the pioncer floor-covering
firm in TV was Alexander Smith. the
big rug-and-carpet user of the medium
now is Bigelow-Sanford. which used
radio llil'l'd‘ll_\ hll[_\ once on a three-
station MBS network many vears ago,

1 . . .
Bigelow-Sanford  also shared in the

hroadeast advertising bills of a number
of its dealers. but has always felt that
it required pictorial presentation ol
it product in order to sell. To all
intents and purposes. Bigelow-San ford
can be called “new moneyv™ for TV,

\nother floor-covering firm, Bona-
fie Mills. makers of Bonnie Maid
L;lll}ll'l““. comes o 1]1!' ﬂi!' \\il]l”l“
ever having used broadeast advertising
nationally before. While its 85.760 i<
not a big appropriation for time, it's
a real departure for this firm.

The fashion field is not certain of
TV. It admits that TV should sell for
it. hut it's notoriously backward in
advertising.  Current leader is Hand-
macher-Vogel. which started in Febru-
ary with minute and 20-second com-
mereials in 25 eities (26 stations).
Broadway stars modeling Handmacher-
Vogel's Weathervane suits are  the
pictorial basis of the campaign. The
local specialty <hops handling Weather-
vane suits are inclnded in the 20-
secomnd and minnte commercial motion
pietnres aircd. Most of the Weather-
vane eampaign will rnn for nine weeks,
three times a week, The exception is
WABT. New Yark. which will show
the commereials for 13 weeks two times
a \\l"'lx illlll “1"\ Nl'\\' anl\. \\Ilil‘il
has the campaign for four weeks,

Because TV seems certain 1o make
TV <et owners fashion-conscions. a
mmmber of fabrie houses are trying
the visnal air. Leaders are Bates and
Textron on the networks. Other fah-
rie: hiouses are cooperating with local
department stores and  pattern pub-
Hshers during this development period,
Bates unfortunately found itself com-
peting with Arthur Gadlrev's Chestor-
fickd program. which wasn’t good. Ti
has wow moved 1o 10:10 . Sun-
davs, where the competition does not
dominate the viewing.

Textron has just started on the air

(Please turn to page 62)
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MAGAZINE

TE™
JEIR
BEL

SPONSOR: “Television Guide™ AGENCY: Pliced direct

CAPSULE CASE HISTORY: “Television Guide™. consumer
video magazine, recently ran a test campaign on WNBT.
New York, It used only three one-minute film announce-
ments, which featured a 33 subscription price and a tele-
vision screen filler as a premium. No other advertising
was employed for four days before and four days after
the test. The resull was direct orders for 2,190 subserip-
tions, amounting to $6,591. The cost to the sponsor for
the commercials was $270 —an advertising expenditure of
4.1 cents per dollar of sales.

WXNBT, New York PROGRAM: Film announcements

results

CURTAINS

SPOMNSOR : Atlantie Brewing Co. AGENCY: P direet
CAISULE CASE HISTORY : As a promotion stunl, Atlantis
Brewing is running a “\Miss Tavern Pale of 19407 contest
in the Chicago area. Final winner will be determined
this Summer throngh weekly elimination beauty contost:

on videa. conduoeted at intermission time during WGN
TV's \\I'i‘.‘l“ll;: telecasts from Madisou Arena, Cliicazo.
Contestanls are selected from televiewers” nominations.
\u'e‘k!_\ winners h_\ viewers' voles. 11.716 hallots resulted
from the first weeks voting, 8,638 of them mailed in.
3,078 placed in tavern ballot boxes

WEN-TYV, Chicago PROGRAN; Beauty Contest

TOYS

TV

SPONSOR: Mamvi Toys, Inc. AGENCY : Placed direct

CAPSULE CASE HISTORY: This sponsor hegan to use tele-
vision late last Fall. with an eve. naturally. on the Christ-
mas trade. One-minate film commercials. with live narra-
tion, were placed on “Junior Frolic”. a late-alternoon
children’s program Wednesday through Sunday. Com-
mercials showed motion shots of the four Marvi plastie
lh_\-—, {]r'siullf'il [nr t'lli]llll'll ln'l\\t'e'll Lwo :I|u| SCVeNn years
of age. Viewers were asked to send in 81 for the sel of
tovs. More than 7.000 replies, with money enelosed, came
in before the end of the vear.

WATV. Newark, N. J, PROGRAM: “Junior Frolic”

LOCAL STORE

SPONSOR: Cameo Curtains, Ine.  AGENCY: William L. Sloan
CAPSULE CASE HISTORY: Before experimenting with TV
advertising, Cameo Shir-Back Curtains were sold in only
one retail outlet, and had a total wholesale volume of
2400 in Philadelphia. Company undertook a two-month
television test, using three-a-weck onc-minute film com-
mercials. The announcements cost 8912, and were jug-
gled around from hour to hour; during this time, no
other ad media nor supplementary promotion was used.
At end of test period $55.000 (wholesale) worth of cur-
tains had been sold through six departinent store ontlets.

WFIL-TY, Philadelphia PROGRAM: Film announcements

SPONSOR: Meyer & Thalheimer ACENCY: Placed Direet
CAPSULE CASE HISTORY: Last Fall, Meyer & Thalheimer,
a local stationery store in Baltimore. bought 26 one-min-
ute announcements to be run one a week. Day after the
first one, the first six customers in the store mentioned it,
.‘;pu:lsnr now runs three one-minute announcements a
week on WMAR-TV. plus a five-minute weekly program
called "Tu_\' Parade™. M & T consider television “the most
outstanding advertising medium that could be used,” hoth
from the standpoint of actual sales results and customer
interest created.

WMAR-TY, Baltimore, Md, PROGRAM: “Toy Parnde”

CONTRIBUTIONS

SPONSOR: None

CAPSULE CASE IISTORY: On Friday, 18 February.
WBKB carried a telecast of the “Chicago Sun-Times"
Lth annual ice show for the benefit of hospitalized vet-
erans. Russ Davis, narrator of the spectacle, suggested
to viewers that it would be a nice gesture on their parls
if they would “pay™ for their ringside seats by sending
him contributions to the vets’ fund. The suggestion was
made casually, and with no particular plea. but within
four days Davis had received well over 200 letters from
his audience, containing a total of $1.166.50.

WBKB, Chicago PROGRAM: Special event

S ——— &

DEPARTMENT STORE

SPONSOR: D, 1L Holmes Dept, Store AGENCY : Placed direct
CAPSULE CASE IISTORY: This sponsor is reported
|ll‘in_£1 t'nm!}lf'll'h sold on television as an advertising
medium sinee debutting in video  with twa IS
last December Shows are “A Date With Pat and
“Alexander Korda Films.” “Date™ is a disk jorkey pro
gram, with debutante Pat Tobin vocalizing, modeling
][lllllll':‘-. dresses. and generally =i'!.~i||s\in- the slore's
products. Recently. Miss Tohin showed ofl a ehocolats
i';]lu_'. illb] .-:!.IJI]IL‘-I il ]lil'l-. “n‘f--l'P |]I|‘ conumer i.'i] Wils
oll the air. Holmes had 12 orders Tor the cake,
WDHSU-TV. New Orleans PROGRAM: “A Date With Pat”



AUDIO-
MASTER '49 d

The MOST COMPLETE HIGH
FIDELITY PLAYBACK MACHINE

Ploys 78 ond 33-% rpm up 1o 17" —Only
15 pounds—Sturdy woodcose—4& inch speok-
er—Feolherweigh! pick-up—Rugged molor
— Wow-free reproduclion — Volume ond
lone control—Permon-
ent bu! replocecble
needle—& Wolls out-
pul—No needle noise $57 '50
—Air cooled—%0 doy
guoroniee. AC only
AC-DC Model $77.50
Microgroove add $10.00

All prices FOB faclory

Che Audio-Master Co.

425 Fifth Ave, * New York 16, MN.Y.
MU 4-6474

low-priced of

First with the most in
E NEW ORLEANS

TV Channel 6—
31,000 walls
New Orleans' first
and anly. Transmit-
ting from atop the
Hibernia Bank Hhald-
tng—the Empire State
of the Deep South.
ABC — NBC
DUMONT — WPIX
Televisiaon Afliliate
Aflitiated with

New Orleans ltem

AM 1280 ke — 5000 walls
{eMective 20,0000 warts in
preater New Orleans)
Covering New Orleans, South
Lauisiana and the Gulf Coast.

FM Channel 287 — 15,000 walls
{1 155,000 watts)

WIS dominant Hooperating, pioneer-
pae sersice amd high listener loyalty s
THE buy in New Orleans!

MNEW ORLEANS ABC AFFILIATE

E‘» Reprosonind by the :éig‘]
John Bloir Compony
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PPeS. (Continued [rom page 11)

rematning 500 prospeets, The 187 in new sales foreed General
Baking to extend its delivery area three times—with Weil giving
full evedit to What's in a Name? and WPWA, .

The program has already used up all the more or less eommon
names that Harry Goodman had produced for it. so the station is now
doing the research job on predominant names in the area, and pay-
ing Goodman for the rights to the program idea.

q See: “How Stations Merchandise"
ob Ve Issue: 28 February 1949, page 22
Subject: WKRC, Cincinnati, KMOX, St. Louis,
streng in merchandising

\lthough less than one-filth of the nation’s stations do any real
merchandising, iUs noteworthy that in those areas where one station
goes all-out on this angle others generally [ollow sunit.  Cineinnati
is a prime example of a territory with stations which are particu-
larly conscions of =ales promotion and merehandising.

WEW. undonbtedly the country’s No. 1 station merehandiser. and
W=ATL are not the only promotion-minded outlets in the Ohio Valley
territory.  Another Cineinpati station to win reeognition in this
direction is WKRC. awarded honorable mention for overall station
promotion in 1948 by City College of New York. One of the
merchandising plans which helped WKRC to this honor is its Key
ltem Plan.

Brielly. this plan makes WKRC listeners the customers of inde-
pendenth-owned drug and food stores in the Cincinnati Tri-State
area. The plan is of mutual henefit. The stores distribute a monthly
magazine, Keynotes, for the station, sending it to a circulation which
has grown to 110,000 during the four vears of the magazine's
existence,  Keynotes publicizes talent and shows on WKRC to huild
listeners for the air-advertised prmhu'ls carried ]n_\' the stores.  1lach
month one advertised produet is highlighted as the “Key Hem.”
with counter displavs and news pictures (of the produet) in win-
dows helping to push the partienlar iten. Quiz programs offer
prizes to listeners who answer correctly what the news picture of
the month depiets.

WKRRC also ties up promotionally with independent film exhibi-
tors and juke-hox operators,  Filty-two neighborhood theatres use
datly trailers on WKRC and Keynotes. in return for which the sta-
tion broadeasts information concerning the movie houses.  This
Sunmer WKRC and the theatres will joiutly sponsor community
haseball teams to boost theatre attendance amd make patrons more
WKRC-conscious,

Automatic Phonograpl Owners Association. members ol which
aperate 100 juke hoxes in the area. works with WKRC in placing
placards in locations and ecavds on song-sclection panels which
[eature a WKRC program ecach month. A monthly top number is
also selected and then featnred by the station’s disk jockeyvs and by
the juke hoves,

RMOND S Londse s another Midwest station very mueh con-
cerned with merchandising. A corvenmt promotion ol the station
invalves T00 grovery and meat markets in the Greater St Louis
arca, o point-of-purchase sales huilder which. heeause of its value
i promoting efficient store serviee, s assared  prominent store
|restlion.

The idea consists of a large display easel. with the top halfl a
framed removable poster promoting KMON personahtios and pro-
prams. amd the lower part comaining wambered cards that indicate
the next to be served at the vounters. Cards (which also carry
Facsimile of advertiser’s package) amd posters are changed monthly,

SPONSOR
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THE TRIO OFFERS ADVERTISERS AT ONE LOW COST:

Concentrated coverage ® Merchandising assistance

Listener loyalty built by local programming e Dealer loyalties

= I[N GEORGIA’S FIRST THREE MARKETS

The GeorginTrio

Represented, individually and as a group, by

THE KATZ AGENCY, INC.

New York = Chicago * Detroit - Atlanta « Kansas City * San Francisco » Los Angeles + Dallas
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NEW TV MONEY

tContinued _.fl.f'(?Hf page 58)

featuring  "aul
s an NBU Sun-
ht program also. but thus far

with a new program

and Grace Hartman.
day nia

the entevtaimment vrade.

Biasi't mad

New  money for TV advertising
hasn't all come from new air adver
tisers.  Some reaular users of radio
Lz« .1|-]-|u||!1.|ll'ni extra money for TV,

Others have found that sales promution
[nl I\

the medium is tops to promote. Jusi

1\:|||_-rl~ tat ]'t' r‘:lin1r-n| .-illr:'

saving s on TN helps o sell a

Among the firms that have
“lound™ extra monev for the medinm
are Gull Oil (simoleastine We the
People on CB3. telecasting The Gulf
Show on NBC-TV b Fivestone (present-
i dmericana ). and Ford,

product,

e

Despite the willions heing poured
into television, i's stll wide open as
a selling medivm. Practically  every
time something = offered (for cash)
o the air thousands of viewers write
in. That has ranged from Lucky Pup’s
oller of Tour Illlulﬂ:_']'illlll.\ of the pup-
fur 1..!

averaging 800 a dav for several weeks,

pels cents, with a response

I'"\- I'Iln" ”."

Ve
i U tir,{,,’, )

‘Ll
‘"’;.‘ Usefy)
7

i "#’l‘;""

ohH "”‘.””i" ir

lons arp; =

E Ves

I She

Ine .
2 sl
s L]

BROADCAST MUSIC,INC.

NEW YORK e CHICAGO
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e HOLLYWOOD

o Jon offer this  month
(March) of a book on drawing for §1.
Gnagy pulled over 6.000 responses!

Gnagy's

Television need not draw upon radio
budgets jllr-l RES ]-:IL;__' as il’s viewed
as a =clling rather than an advertising
medium. That. of course. will require
a new approach by adverlising agen-
cies, That may be diflicult. but it isnt
insurmountable, I

THE AUTO PICTURE

(Continued from page 47)

particularly when company brass have
likes dislikes the
media used by dealers. This takes the
form of the automaker sending out
prepared ad materials (Kits of layvouts,

extreme or about

mats. e, filins, ele.), and refusing
to okay the allocation of any eco-op
funds unless this material 1= used, has-

ing the refusal on the advertising
clauses in the dealer’s contract which
<tate that local advertising must. in

the judgment of the company. henefit
the dealer.

Such cases. fortunately, are few, and
the pressure is put more on the small
dealer who is working on a small over-
all profit picture than on the big-eity
dealer or on dealer groups, who vir-
tually have a free hand in their adver-
tising, In terms of lroadeast adver-
tizing. the company’s feeling is mon-
vated in nearly every ease of company
pressure by the fact that one or more
high-ranking ollicials is rather sour on
riudio. since radio has not  (usually
through the  aumtomakers’
stick consistently to any one form ol

refusal Lo
radio sellingl alwavs produeed goad
It does not .‘I|||‘1I\ to TV, be-
cause TV is oo new to have developed

resulls,

deep-seated prejudices!

There 1= a certain amount of adver-
tising done at the national level that
i=. strictly speaking. dealer advertising,
Sinee nearly every automaker does it

this type of advertising ean he gen-

erallv said to take the form of maga-

| zine ads or newspaper ads. and some-

times billboard campaigns. where the
selling message is primarily  institu-
tional on behalf of Chevrolet. or Vord.
ar Dadee dealers without heing spe-
cifie about individual pames and ad-
dresses of dealers, These campaigns,
paid in most cases oul of co-op funds,
media, and

are run in national are
administered by the automaker and
cither his ageney of record or the

asency that has the dealer account.

SPONSOR
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They follow out the general themes
used in selling new cars nationally,
Lot with dealer emphasis. In practice,
the Ford dealer is plugged as heing the
best place 1o have new Ford cars sery-
iced. and =0 forth. Only two dealer
cecounts are using national broadeast
advertising at the moment. The Ford
Pealers, through J. Walter Thompson,
sponsor The Fred Allen  Shou
NBC (which may or may not he von-

1919, \llen

on
tinued after June. sinee
wants to retire for awhile). The
DeSoto-’lymoutlh Dealers sponsor a
give-away show on CBS. it The Jack-
pot. through BED&O. In most
the time-and-talent costs are paid out

cases

of company-administered funds from
the co-op budget, because the costs
for such shows would be astronomical
il confined to even the largest dealer

groups in leading metropolitan mar-

kets,

There are no IV programs on a
national basis now that are |i;|it$ for
out of co-op funds, except for some
TV selective announcements and sport-
casts paid for by the Ford Dealers and
the Dealers. Ll

January of this year, various Chesro-

Lincoln-Mercury

let dealer groups in eastern TV mar-
kets were -||n||-|.;'|',u;; Chevrolet On

that has held back many auto dealers
fromt becoming hroadeast advertisers.
'\

particularly

For another. early studies on 10-

snlts in the auto hield

tho=e achieved in the New York man
ket. whieh has so lar been the bell-
wether  for  dealer TV aperations)

showed that the visual air conld pro

duce sales resulis that were
Todav. there is a total of 61 dealers

and dealer

tncanny.,

groups on the TV air in
20 (677 ) of the TV wmarkets in
the US:, Of ihe 61, 46 {[{75.5%)

are individual dealers and 15 (201577 )
are dealer groups. The dealer expendi.

Distribution of

turcs in the visual medium

air e
Il.lilnl'l'l| 2050 with progran und an
nouncements, the majority [t
TR T !v.li-l for ot ol co-op Tuml
Dealers of all the major makes
aulos are represented e this g
Program preferences range from sports
and news, ||II<|II','1| bl and qui |
agrams. Announcements are ollen pi
1r;ur-|| by the automaker's azeney or
advertising department. and passed on
to the dealers e dealer kits for TV

neage, Dealer groups. in a 60-10 ratio,
go in more for programs than spots
\_'_'.lin. il ois }.'lr'_'--|_\ Co-0p noney thal

listeners among San Antonio

Broadway. with the costs pro-rated A
' E B PRt stations, based upon the C, E. Hooper Fall, 1948

(according to the number of TV sels Study of Listening Habits of 320940 Radio

in the market) among the sponsoring Families living in &5 South Teras counties™:
groups.  After  January, with T\

drama costs mounting and the Chey ro-

let  pational account :-l'l'l‘\ill,‘_'. a TV WOA MORNING (6:00 AM. to 12:00 Noan) o
show. the dealers 'I""l’l""l it. and STafon 4 IEEEEEEEEEECE— | ]

TATION

R 2,
Cars=

Chevrolet proper took it over as na-
tional advertising.

On the next level down from vation-
wide dealer selling. that of dealer-
group advertising in large metropoli-

tan markets. the type of advertising

which is paid for (either out-ol-pocket

or as part of a co-op deal) by “pool. EVENING (6.00 P M. 1o 12 00 Midnight!

ing” [unds of individual dealers. and VaAl 35%

Iill}i!l:_' .-llu\\- :||||| ,-lunl _-('lll'llnlu'- i||
radio and TV, is the newest and hot-
test trend in dealer advertising, Like

* 85 Tenas countien. whare 50.100%, of the Radia
Familey Liten reg s WDA bath Day
snd Might (BME Srudy Mo |

co-op advertising. dealer-group adver-

Lsing is nothing new.

Broadeast advertising has recently

NOW, MORE THAN EVER, WOAI STANDS OUT AS "THE MOST
POWERFUL ADVERTISING INFLUENCE IN THE SOUTHWEST ”

figured more promivently in dealer.
group advertising than it has in the
nalional aspects ol auto .'lil\l‘l'li‘-il'l._‘..? O
And. of the

broadeast media used. none has ecap-

auto-dealer adyvertising.

tured the Taney of dealer groups in
the ol For
thing, it has the factor of being a

NBC - 50,000 WATTS « CLEAR CHANNEL « TON

Represenied by EDWARD PETRY & CO., INC.----<--Mew York, Chicage, Loy Angeles. Delreil. $1 Lows. San Francoce. Allanis, Beslen

manner television. ane

visual advertising medium, something |
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83 TV RESULTS

All in one handy
booklet—83 Capsvuled
Case Histories of
successful Television
Advertisers

EACH contains these essentials:
@ Advertiser

Product

Agency

Station

Program type

Obijective of campaign

Results

Have you yours yet?
write to . . .

SPONSOR 20 we.:

52 Street, New York 19

i being spent. Programs are large

and  ambitivus. amd  over-all budgels

(for both programs and announce-
ments i some areas) ecan run as high
as the S150.000 earmarked for the

Chevrolet Dealer sponsorship in New
York of Winner Take All on WCHS-
TN, Golden Gloves Bouts on WI'IN.
and  announeements  on WJZ-TV.
WABT. WABD, and WCBS-TV,
Dealer-group efforts in TV are In
no means confined o New York, al-
thongh it was in that eity that they
reallv. got their start, The Chevrolet
Dealers of Baltimore run
ment schedules in that eity on WEBAL-
TV the City Oldsmobile Dealers of
Baltimore do likewise on the same =ta-
tion and the Ford Dealers of Mary-
land sponsor a weekly two-hour wrest-
limg show on WAAM. The [Hudson
Dealers of Greater Chicago sponsor
wrestling and the Nash Dealers of Chi-
cago  sponsor  hockey  matehes  on
WBKE in the Windy City. In Cinein-
nati. the Dodge Dealers of that city
are boosting sales for the ten dealer-

announee-

members of the group with an elabo-
rale \\‘t‘l'kl)' studio review. “hm,flh‘-‘
Minstrels., on WLWT. On the

station the Dealers

same

are Pantiae of

WMT takes the gc_lmble
out Of Beﬂendorf (IOWA)

64

« + . just as it does throughout
wealthy WMTiand. Dettendorf, the
home of the new $30 million Alcoa
plant, typifies the industrial part
of WMT's audience. Equally impor-
tant are lowa's well-informed, pros-
perous farmers, Y9070 of whom own
of
phiones. They helped lowa's retail
sales in 1048 climb to the all-time
high estimated at §2,:374,712,000.

radios, BH7) whom have tele-

When you've a product or service
to sell the high-income, {ree-spend-
ing Fastern lowa market, the odds
are in your faver when vou use
WMT—Eastern lowa's only CBS
outlet,  Ask the Katz man for full
details.
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CEDAR RAPIDS

5000 Watts 600 K.C. Doy & Night
BASIC COLUMBIA NETWORK

Greater Cineinnati with an audienee-
participation show. Who Am 17. which
they renewed reeently until February,
1950, Also on WLWT the Ford Deal-
ers of Cincinpnati have an announee-
ment schedule,

This is by no means a complete
nationwide List. It will serve. however.
to show representative examples of the
seope of dealer-group efforts in the
visual medinm,

In radio. dealer-group and straight
dealer advertising runs the gamut. Al-
most every one of the major radio
markets i the
groups, or large dealers, or both, buy-
ing radio time. Program preferenees
re from
(such as the Chevralet Dealers of lowa

country  has  dealer

range locally-produced  shows
sponsorship of a noontime quarter-
hour. Chevrolet Harmony Time. on
WITO. Des Moines. to reach the luera-
tive Midwestern farm  market  with
Cheyvrolet's sales message ), transeribed
shows and jingles (such as the spon-
sorship of the Ziv-produced Wayne
King Show by the Greater Cineinnati
Studebaker Dealers on WKRC. Cin-
einnatt.  or  the Harry  Goodman-
produeed Weather Tingles on WRNL.
Richmond. by Smith-Utterback. Ine..
a Dodge-Plymouth dealer). and net-
work cu-op shows (such as the spon-
sorship by the Beason Motor Co.. a
Packard dealer. of ABC's Mr. Presi-
dent on KFGO. Fargo. and the Pontiae
Dealers Association of  Metropolitan
Boston with Mutual’s Fulton Lewis, Ir.
on WNAC).

At least one auto firm. Chrysler, has
taken its cue from the widespread use
of e, shows by auto dealers, and is
putting out its own e.t. package for
Chrysler-Plyinouth dealers. Chrysler’s
are the five-minute  Animal
World and American Way. whieh are
sponsored. either singly or as a joint
effort. by a total of 565 dealers
more than 150 markets. Each dealer
a flat 85-a-week fee amd time
(hilled Parts \ecount)
for the e..’s, which are then ||1.'u‘|-|| 01
a station in his market by MeCann-

:-]ln\\:*

pavs

cosls on his

rickson. which eollects it= 15% by
paying national rates and doing its
timehuyving on a national basis.

Just as the coming buyer’s market
in aulos is expeeled o sce inereasing
amounts of 5‘-]):‘|n|ing iny automakers

for mnational  broadeast advertising
media.  indications tn all levels of

dealer advertising show that dealer
spending will parallel this national in-

crease, = K %
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40 West 532nd

(Continued from page 4)

issue, prompts this, my first letter of
comment to an editor. All radio sta-
tions. or all management, do not fit in-
to the picture therein painted.

In December, 1948, this station
adopted a poliey of pushing trans
\s an mducement to the

olfered a 207 reduction
in slation time. As an extra induoce-
menl to our sales stall, we offered an
additional 53¢  commission. These
were wade applicable to any trans-
cribed show contracted for prior to
June 30. 1949, and applied to the first
vear of the contract or time that the
should on a
seculive

We advised several of the leading
transeriptions firms of this poliey and
asked for their cooperation, in our
plan to educate the sponsors of our
area in the value of transcribed shows
as a medium of selling.

Only firm responded
liberal reduction in price. during the
first year of our plan. All other firms
held to their price. but asked us to
sell their shows, Frankly. I want to
meet the transeription company head
that sells shows locally for a regional
or local outlet.

Oh. yes—our results in selling. Ten
transeribed in the first
two months of our drive, and more
under negotiation —all sold by our own
stafl. al no cost 1o the transeription
company. other than their reduction in
favor of our plan, If T were in posi-
tion lo offer a the
“Lamenting Producer of ‘Transerip-
it would be to work with the
management of the iluil-]n'lu]l‘lll sla-
tion. under a joint plan of reduction
of costs. and thereby educate the adver-

criplions,
sponsor, we

show be carried con-

hasis,

one Ir\' a

shows sold

sugeestion o
'y

tions".

tiser in the value of this important
part of radio sales.
Witeiane H. Haver
President and Station Manager
KI'VC. Ventura. Cali].

ANSWERING LOYET

Mr. Lovel. as resident manager of
WHO. Des Moines, intimated in his
letter to sroxsor. 14 February, that
the Doody findings were weak. since
WHO was an exception to an attempted
rule. Doody Surveys. as deseribed in
Part Five of the series. “What's Going
on in Farm Research™ (page 21 of the

28 MARCH 1949

17 January issue), gave more credil
to technical considerations than pro.
aram .iplu-al as reasons for substantial
station andiences.

Mr. Loyet submitted a table show-
ing signal field strengths of stations
arriving in the Quiney arca (WTAD
and W HO,

sixteenth position for strength, man-

dominated) ; hecanse in
aged to rale sccond place in arca day-
time audience, Mr. Lovet concluded
..... that local farm programing,
which WHO stresses, resulted 3
in WHO's favorable position,
It might be pointed out, in accord-
ance with the spoxsor article. that (1)

WHO does believe in self-promotion in
the area; (2) WIHO is the NBC net-
work outlet that lies in a preferrved
frequency position on the dial (10107,
along with the first five stations of the

area, WTAD (9300, WCAZ (990,
KHMO (1070), and KMOX (1120}
(3) that KSD (NBC) of St. Louis,

with preferred signal strength over
WHO (according to Mr. Loyet). still
is at the other end of the dial (550)—
however. KSD ranks a poor sixth posi-
tion in the study, due probably in
added measure to “first on your dial™;
(4) CBS still rolls up the best daytime
score against NBC. MBS, and non-net-

97,410 Radio Homes

in the area served by

KMLB

the stotion with more
listeners than all other
stations combined —

IN N.E. LOUISIANA

Right in Monroe, you can reach on oudi
ence with buying power comporoble 1o
Kansas Cily, Missauri. 17 Lla. porishes
ond 3 Ark, counties are within KMLB's
milevoll contuar. Sell it on KMILBI|

MONROE o

LOUISIANA

KMLB

MONROE. LOUISIANA
% TAYLOR-BORROFF & CO., Inc.

National Representatives

% AMERICAN
5000 Watts Day *

EROADCASTING CO.
1000 Watts Night

What'll [ do?

Dear Anxious:

itinerary.

STUMPED!

She says she'll marry me but refuses to leave town to go on honey-
moon. Says she won't risk missing her favorite KXOK programs.

No reason why your bride should miss ANYTHING on her honey-
moon. Go on your honeymoon anywhere from west-central Missouri
to Indiana, from Iowa to Arkansas. KXOK's powerful signal can
reach her any hour of the day or night, even into Tennessee and
Kentucky. Any John Blair representative will gladly help set your

630 on your dial

Anxious

KXOK, St. Louis

65



work stations represented by the five

stations under item (21, just as i the
301y Hooper reports: (3) that
<hould WHO have been located at the
other end of the dial, with ]n'l.hil[):-

even boetter hield strength, it mav have
[ared less well
tinn would ]mr'l'llilll.-i have still |rfui'|':{
combined NBC outlets ina hizgh posi-
ABC was not
ferred K( [requency al the time of the
WTAD (1

miles) U175 miles)

but network (a.m]u‘li-

tion: awd 16 On -

surveyv. with St Louis
KNansas Cily
bmiting their promotion activities in
that

Station dominance. whether due o

.'I.II'I
HE R

power or ficld streugth. preferred fre-
quency or relative proximity to radio
el network aliliation and 2o sell ad-

vertisment —maintains audiences more

than programing,
ANDREW SARKADY
!'.rf’.'u!!f}' (;.

Nt Louis

nUiuuh ;(' (.o

The Texas Rangers, America’s
Breatest western act, for nany
years stars of radio, sereen and
stuge, now are starring in their
own television show on CHS-
Los Angeles Times station
KTTV cach Monday evening.
They star, too, on the CBS
coast-to-coast nerwork cach
Saturday afternoon, 4-4:30 EST.

The Texas Rangers transcrip-
tions, used on scores of stations
from to coast, have
achieved Hooperatings as high
as 27.41.

coast

Stations — we
better

Advertisers and
have a and
sules plan! Ask about it!

nuw ovoen

ARTHUR B. CHURCH Productions
KANSAS CITY 6, MISSOUR]I
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BULOVA

f( fl'-‘l'lfi"H!.'\“ifl _JlI.HJ!H puge 4

25)

ing Bulova time signals as their first
national advertising.  Many a station
mel ils Saturdav-night payroll with the
money laken in for Bulova time sig-
nals, and later., when rate cards began
to make their used the
fignres that Bolova was paving as the

appearance,

basis for figuring out charges for spots
and breaks,  The people wha hought
time [or Bulova  John Ballard, Regeie
Sceheubel tnow the Radio Diveetor of
the Dunane Jones \geney ), and others

]l\'il] | flllhl'-ll]? \il'\\ l'[ !'illl:i[) i“

the late 1920°s that no other elient
or ageney could touch,  They dis-

covered that the personal contact with
station managers gave them a basis
for sizing up a market and its stations
that could not be done with research
‘I]H“l'.

Buluva’s traveling timebuyers drove

-- 2 1Y2
BILLION

DOLLAR MARKET

spread over two states

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

KWET

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

T e e

(O7ty STATION
THAT-COVERS- BOTH
HALVES .OF THE

" VANCOUVER AREA”

LI

&b

hard bargains in the early days. Busi-
ness in radio was scarce. and a dollar
looked a lot bigger than it does today.
More often than not. Bulova bought
itself “package deals™ in radio, where
several strips of lime signals were
combined into an over-all diseount on
a station that often ran heavily in
Bulova's favor.  After taking the
gange of the market potential for
Bulova watches in a city, and after
taking a shrewd look at the station
or stations in the city, Bulova's time-
buvers would make a [lat. often take-
i-or-leave-it offer. Then, like Yankee
horse-traders, they would fence until
a figure was reached that was agree-
able to both, Often. too. Bulova would

sign up “exelusive rights™ 1o time-
signal packages on key stations,

In the years between 1927 and 1929,
radio hegan to grow out of its knee-
Networks eame inlo exislence,

panls,
and Dulova had an answer for that
With networks came programs.
with
Bulova began to buy its time signals

oo,

and programs came audiences,
carclully, spolting them next to shows
that were getting heavy mail.  Bulova
was often running out in front of the

formation of a network like CBS or

NBC. Bulova kept its pipelines into
network headquarters as hol as possi-
ble, and often time signals were

hought on a station at times the sta-
tion manager thought were ridiculous

uatil he found Bulova had snapped
up all the choice lime spots next lo
liis best network shows when he be-
came a network afliliate a few months

later.  Rate cards, too. were coming
in.  Again. Bulova had the answer.

The Bulova contraet forms stated that
any inereases in the Dolova rate fie-
ures would have to be in the same
proportion to inereases in fowrly rates
existing at the time of the original
In other words, 1if
with a

Hh’i’l'f'il pm'm"m.w'.
a station presented  Buolova
sizable rale inercase as circulation fig-
ures hegan to soar. Bulova would have
the ageney check immediately to see
if it was proportionate to the hourh
rate. 00 was “way Bulova
then figured out what the rate should
beo amd told the how much
it could expect,

[he copy Tormmla that Bulova was

OVer.

stalion

I].-illl'_‘ was worked out to a fine art.
andd as still in essence the same as that
used todav, The time signals were
done on a live basis. beeause el’s were
Lon 1‘\Ill‘n.-i\(‘ and not exible l'Illl'lI".']I
to fit the wide range of markets and

time spots that were heing used, The

SPONSOR




actual air copy was kept lo its most
simple terms, concentrating on short,
sell” copy with a minimuan

punchy
of sibilants that any amouncer could
handle.  The name was spelled oul
every time, because it added a terrific
impact to the actual firm name on
the air, and made it something that
was remembered.  Bulova found that
“erowding”™ as much copy as possible
into its Lime signals only weakened
the over-all elfect. Thn"\‘ were sime-
ple.  They were (requent.  They sold
walches,

Then came 1929, the market crash.
and  the  resultamt  financial
Bulova, caught out on a limh, can-
celled (Tor the first and last time)
every single time contract in the house,
The ageney nearly went crazy, Came
the end of the first panie. Bulova
licked its finaneial wounds for a few
weeks, look a llw'p breath. and started
in ir““l :-l"l"ﬂl("l o ]?ll'\' l'ﬂl’l\' as |||l|f'||
of its time-signal franchises as it could.

With the depression starting, Bulova
knew it was taking a gamble. But the
radio advertising done by the firm—
then amounting to about 830,000 a
vear—had  heen  producing  tangilile
sales results. and nobody at Bulova
wanted to lose out on the careflully-
built time franchises, It was a hean-
breaking task to cover the same
ground again in 1929, buying back
what Bulova had relinquished. hut it

Crisis,

was done.  In some cases Bulova had
te pay more. in some less, and in most
instances about the same amount of
money for ils time signals,  Fortu-
nately for Bulova at that time. busi-
ness was ofl in local radio, and most
stations were glad 1o get the business
again.

Despite the depression, radio was
growing up. and Bulova continued to
grow along with it. Station reps came
into being, and timebuying became
less a personal thing and more an
exact science, although Bulova men
never stopped dropping in on stations.
One of them. Ed Petry. saw an oppor-
tunity in the new field of station rep-
resentation, and traveled around the
country with Bulova contracts in one
pocket and station rep contracts for
Petry in the other. Many a Petry
station today was signed up during
this period, and still carries Bulova
time signals (renewed annually).

By 1931, Bulova was placing its
time signals in every major radio mar-
ket in the country. The depression
had hit the watch industry right in
the teeth. but Bulova, unlike other

28 MARCH 1949

wateh firms. did not make cuthacks
in the advertising budget to balance
the books. The two leading domestic
firms that year, Elgin and Hamilton,
IlI:lIl.’l;:t'l] Lo squeeze oul a nel income
of 8736.000 and §289,000,
Waltham ran slightly in the
red.  Longines-Wittnauer's  showed a
550,000 deficit. and Gruen was 3277.-
000 on the debit side of the ledger.
Bulova led the field backwards.
Bulova’s 1934 net income was a deficit
of S31L.100. 1t took a lot of couraze o
continue advertising in the face of a
hinancial situation like that.

respec-
li\'t‘l) .

WSBT

Actually, the general lack of ad-
vertising by wateh firms in vadio dor-
1030« Bulmwa's
When
choice time zignals opened up in ke
markets,
Bulova began to diseover a workable
method of keyving short air copy 1o
various products in a wide line, and
put il _\f:’:lt]) every
Bulova model was siven a name (1.0,
“Miss “President,”™  ele.,

ete.). and the nanies were ;llu_'_":i‘-| n

ing the early made

radio position even stronger.
Bulova snapped  them up.
Lo _r_'nmi Hse,
America.”

the air copy 1 jll-l a few words. The

results could be traced. market by

—and only WSBT

—commands the

South Bend audience!

PAUL H.

dure, prople can hear other stations in South
Bend — but they listen to WSBT, This station
has won u= awdhence through more than 27
years ol persopalized <ervice to this market,
It ',_'i\.l'\ listeners what they want when they
want it This ix why the everszrowing W sl
audience rewmns loval yeur alter vear, Hooper
after “im[u'r. No other station (R | I AT T
close in Share of Aadienee,

NSB

SOUTH BEND

5000

RAYMER COMPANY

NATIONAL

WATTS + %60 KC =+ CBS
REPRESENTATIVE
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market, in jewelers” orders, The meth-
ol ol L{'\n'll \\"Jl'kl'll \\!'I}
in pushing a particular model in a
range | Bulova still
bulk of its =elling in the
class, ulthoueh
Bulovas can be had for 32,5000 and
of a dealer’s stoeks, I
worked 1o }u'll':"i'l‘l--n for the eredit
the “dollar-
down-and-a-dollar-a-week™ davs of de-

i'nl‘_\ .II:‘U
particnlar priee
l}ll'

SAa-ma10)

l!l W=
some ;.‘ll'll'\

in levelline

jl \\l‘li'l'-. \\}IH ro=e¢ on
pression Lo be a sizable portion of the
jewelry business,

The Bulova time signals. as they are
todayv. were not slanted al any par-
All Bulova uses as
it~ eriterion in buyving a particular
time <pol. onee the figure that Bulova

ticular awdience,

intends to spend in a market has heen
(generallv, il 1% of
Bulova's market potential is in a eity,

established

190 of the broadeast budget goes into
selective broadeasting in that ety and
so forthi, 1= whether or not there is
an awdienee at that particular time,
Bulova feels that in the long run all
the  different  audienec  compositions
halanee out into the male vs. Temale
buving influenees that sell men’s and
woren's Nearly

watehes, lwice as

ot T .

10,000 WATTS IN KANS

{};I‘l_]1 ‘0:! .l'l: B
el i 3
a8

MUTUAL NITWORE + 710 EILOCTCLEN = 3,000 WATTE MIOHT
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thath men’s and wo-
are bought by men as are
bought by women. and the same ratio
holds true for deciding on the make
of wateh.  Also. the hest \\';!.l"h-r-‘l'”i!l:._l
months are April through June, and

October throngh December. sinee the

Ill.'\llll\ W Eltl‘lll'.‘-

men's|

major giflt seasons (graduations, wed-
dings, Chiristmas) land in these months,
Bulova feels that its and TV
time signals. on the whole. reach peo-

Iillli(i

ple who buy watehes at the time they
are most likely to think about buying
them. and does not get too invalved in
splitting  hairs on audience composi-
tion,  DBuolova's feeling is that the key
time-signal franchises now held by the
wateh firm give them wore penetra-
the watch-buying market
than any other media form. Thix was
true in the late 1930°% and it is still
Lrue ln(];l)‘.

By 1037,

lion into

Bulova was in good s-]l:lpt‘.

No longer was the firm in the red.
The net income figures showed 82..
G13.000 in the ull. and Bulova was

leaving many of its competitors he-

hind.  The 1937 also

year =AW an
interesting refinement in the Bulova
teehnique  the “revolving  contraet.”

Bulova and the Biow ageney had been
plagued for years with a feverish spurt
of activity around December. Bulova

was  busy  enough  with  Chyistmas
jewelry  orders  without  having  to

worry about the long list of radio eon-
tracts that came up for renewal dur-
ing the same period.  Also. there was
the |_lruhil-m of rate inercases thal
had to be gone over earclullyv. and
the endless meetings as hudget figures
had to be readjusted.  Av the NAB
convention in Chicago in 1937, Reggie
sScheubel  (then with Biow)  thought
She worked out a
which. in its
essenee, was a self-perpetuating  deal

she <aw a way oul,
radio station contract
between Diow and the station on he-
half of Bulova. and one in which the
contract
cach month for 13 more months. with

was  renewed  automatieally
rate inereases aranted ouly after 13
mronths from the time of station noti-
Thi= lightened the load on
client and ageney. and eut ont a ot
| )e-
cember. s];ro;uliu}_' the renewal dates
ot over the entire For
vears, Bulova and Biow kept the con-
traet terms under heavy wraps. and
had themselves a quiet chuckle when
Dancer-Fitzgerald-Sample proudly an-
ponnecd, o 19120 a “new-type” con-

fication.
of last-minute inereases  doring

13 months,

tract that was almost the same thing.

On the eve of World War 11 in

1039, Bulova began to think seriously
aboutl a new frontier in broadeast ad-
vertising— television. The Biow Agen-
ey was actually at the stage where it
Was \\'(tl‘l\'in:_' oul (]!":-'-'I;_'ll.:‘ for a elock
face with NBC that eould be vsed in
televising time sienals. A few other
Bulova wrinkles had been tried out
just prior to 1939 and then disearded,
such as e.t, instead of live spots (which
didn’t work out) and weather signals
to supplement the time signals (100
mueh trouble to work with, and less
eflective than time signals as service-
type advertising).  Television looked
like the best bet by far as a new vari-

ation in the formula. but the war
stopped Turther Bulova plans,
When America entered the war,

Amertean wateh firms started making
liming deviees, chronometers. and so
forth for the armed [orees. Bulova
likewise turned its efforts to making
war products.  The war vears saw a
drop in wateh  advertising of most
firms. but Bulova. remembering the
1029 problem of buying back all the
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time it had cancelled and regaining
its industry position. decided 1o keep
all i1s advertising going, in order 1o
keep the name alive and 1o build a
It was a
lih'
Swiss  watch  imports jum]u-tl from
being about hall of the reail buosi-

post-war consiimer demand.

wige choice.  During the war.

ness i jewelled watches before the
war. to nearly two-thirds of the mnar-
Ket in 1943, and by 1915 1o a general
monopoly of the American  market,
Brand names for Swiss watches were
firmly entrenched when the war was
ON'ET, .'Inll lll:lll_\ ,'\I“"l'il'il!l ﬂl'ln.- fllllllll
the going extremely rough when peace
came.  Bulova, which had continued
its radio advertising. and had actually
started TV advertising in the latter

part of 198 on WNBT. New York.

was in a much better position. Sinee |

that time, it has continued in its num-
ber one spot in the watch indusiry,
and is steadily increasing its lead on
the field.

Today. Bulova is maintaining its
dominate position in selective broad-
casting in radio. There are just a

handful of stations still on the “pack- |

age” basis, and in key cities this has
disappeared entirely. with Bulova pay-
ing the card rates. Frequencies run
from a total of one time signal per
night on all stations in the smaller
markets, two or three a night in me-
dium-size markets, four or five a night
in markets like Kansas City and Su.
Louis. and up to a total of 10-15 a
night on all stations in the top ten
markets in the country.

The formula of buyving good time-
signal franchises, and then hanging on
to them. is being carried over into
TV with a few new changes. While
the majority of the radio time signals
are station-break length, those in TV
range from 10 seconds up 1o 20 see-
onds and minute spots, Bulova feels
that its TV money, now being spent
in all TV markets, is an investment in
the future. To match this long-range
thinking, Bulova and Biow have come
up with a new angle, peculiarly and
specifically TV in nature.  The Bulova
10-sccond spots (at 14 of the break
rate) fitted in where no-
body thought that a time signal would
Biow makes
up a TV clock face, :-tl|n.'rin||m:-'~(‘(| on
either the station call letters or on a
picture of some familiar local scene
(the New York skyline. Washington
Monument, Detroit’s Penobscot Tower.
ete.). The picture is reduced to the
size of a balopticon slide, a small elec-

are slots

fit, by a .-ilnp]v device.

28 MARCH 1949

tric clock is added. and the station can
comply with FCC regulations requiring
llnlll'l_\ identification \ call letters,
and yet do a short, punchy selling job
Other-
wise, Bulovas TV selling mirrors the

I
for Bulova at the same lime,

policies of radio selling as 1o copy.
theme. and timebuying.  Bulova’s TV
expenditures [or the current year are
in the top bracket of TV non-network
spending. and may go over the =300.-
000 mark.

It is hard to talk about resulis for
Bulova from its broadecast advertising
efforts.  Alter more than 20 vears with

virtually the same type of advertising

vehiele fexcepl for improvements
the results are somewhat taken fo
granted by Buolova, the azeney. and

the jl'\\['ll“- wha sell }'.nl.»; 1 walches

It s in‘}ll:l[h sufficient to sav  that
whenever Bulova lets go of a time
signal franchise, there are a dozer

takers, among them other watch firims

who have enviously or admiringly
watched Bulova's rise from the near-
Iottom to the top of the list in the
watch industry.  DBulova time signals
are virtually the “model operation™ in

selective air selling, R

Weigh the Value of
YOUR FARM ADVERTISING

There's a pawerful lessan for advertisers in whal these farm
falks are daing. This entire lood af wheal wos first weighed an
the plotfarm scoles far QUANTITY. Mow, iis finol velue is being
set by the man with the hand scales as he weighs it for QUALITY.

WIBW gives your faorm advertising bath quantity and quality . ., .
QUANTITY through aur pawerful, easily heard signal thal reaches

farm listeners in five stales . .

. QUALITY through our acceplance

by these form fomilies wham we hove served foithfully for aver

25 years.

Weigh your farm advertising by the
farmer's own standards

W 1 B

W

SERVING AND SELLING

“THE MAGIC CIRCLE”

WIBW - TOPEKA, KANSAS « WIBW-FM

Rep: CAPPER PUBLICATIONS, Inc

+ BEN LUDY, Gen

* KCKN +

Mar -« WIBW KCKN FM
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Mr. Sponsor: A Summer Question

\re vou hibernating this summer?

[hive you suceumbed to the spell of
the summer hiatus?

i e vou decided 1o stop advertising
Will vou wait for ;tunl
old October 1o exeile

amd =ellinu?
vour prospects
imto a buying mowd again?

\s =PoNsoR sees L the summer
hiatos that annually afiliets hroadeast
advertising i< largely a case of mass
ill\ill‘.ll.‘-lh.

The  hypnosis beoan yvears  ago,
Sponsors and agencies hecame its vie-
tims i drowves, Today the “don’t ad-
verbise in the summer-time™ philosophy
1= aceepled as a matter of conrse,

srons=ok has reason to believe that
the hiot months are profitable months
Lov =t the air.

There are hard lacts 1o prove ne

Applause

BMB Weathers a Storm

o the first time stiee the Droad-
Burean  was  con-
National

Broadeasting comention i Chicazo.

cast Measarement
veved al a \ssociation of
there s heen real evidenee that -

partite ean omean something more than

word in s operation. [t ok o
== | =i (R 201 1o full'l' lll{'
peepicios g SpHsOrs Li ~!|H\\ ||l-\\
they Telt about the industry “eivenla-
tinn™ measiurement oreanmizalion.

W b it beeanie apparent that S1O0.-

000 il to be puaranteed. the Nmeri-
cant Association of Nidyvertisine
Vet s catne ol witl o warante

70

contention, Facers based upon research.
IFaets hased upon results. Faets hased
upon what advertisers. networks, and
stations are doing 1o prove the falsity
of the summer bogaboo.

sroNsoR is digging. checking, ask-
ine. researching to get these facts. So
important is the subject that onr find-
ing= will oeeupy a [l iscue,

We recommend that sponsors, agen-
vies, amd others interested in trnth on
summer air advertising take speeial
note of spoxsors 9 M

ICs called Summer Selling issue.

I1SSLE,

Broadcasting is Five Mediums

Broadeasting is no longer a single
advertising medivm. 10s an oral home
mediom, It's a transit
medium through FNL T0s a point-ol-
sale advertising moedivm through 1V
and storecasting, Within the next five

advertising

years, it will also be a printed medium
LIFANG, with radio’s newspapers Liein
delivered electronically into the home.
\dded to these four is television. the
fifth facet of clectronically transmitied
advertising, 1< not possible to judge
hroadeast sinale-
Bacli of its five-
pronged facets is completely different

advertising on a
dimension  basis,
i cmiploviment and in results. Store-
casting is as different [rom home hroad-
cashing as lelevision s [rom transii-
I';llliu. |";|1'il sl |-11|]riu\ i .-i]n'('i.'t“n'd
creative approac.

Costs vary. impact is different. in
cach  broadeast advertising  medimm.
Let's =top thinking in terms of one
broadeast mediun.,

Mills.
mdicated  it=
willingness to supply up to $2.000. Mr.

= 15,000,
through  Lown

of up 1o Ceeneral

Crites,

Crites was talking Tor many national
advertisers swhen he stated that il sta-
tions didnt goaranmtee the S100.000
that was needed. the BMB should eall
upon  sponsors.  More than one had
indicated that they would he willing 1o
Mills in

writine the neeessary amonnt,

yoin with General ey

e second survey will he made.
The Tutwre of BMB s in the hands of
a =pecial committee. The expenses of
the strvey organization have been cut
so thal uo =tation manaeer need feel

| ITE TS p:]\'ill]_- anexecnlive ol “his™

The NAB and Advertising

The National Association of Broad-
casters has little direct contact with
ageneies and advertisers, except al con-
Broadeast
Nevertheless,

ventions  or l|L|'trl|j_'|| the

Measurement  Bureau.
broadeasting and advertising are en-
twined in the U, S,

The NAB exists because of what ad-
vertising  has  made  possible.  the
\merican form of hroadeasting—the
world’s hest entertainment. paid for by
advertising and not by tax per listener.
Therefore. the NAD eant afford to
ignore advertising.  In the past the
NAB. wracked with many }-I'IIIJit‘Inm
has done little to promote broadeast
;lll\“l'lisin:_

\ I'i‘lli;.‘llli?:l'[iull of the NAB is
being considered by a special commit-
tee. Many members [eel the emphasis
ol the
pulicy and governmental matters and

\zsoeiation should be 3077 on

A on broadeast  advertising,  In
arder 10 t‘[;llif_\ ilu|l|-—l|'_\ tlliHl\iilf_' on
the future of the NAD and ns fune-
tuns, seoxsor has gone 1o advertis-
ing and agency exccutives the men
and women who buy time and produce
hroadeast We've  asked
what they think of the NADB. but more

important. we've asked them what the

advertising,

NAB can do lor hroadeast advertising.
No association ean exisl in vacuim.
Sroxsor [eels that it has evolved a

trade paper technique and serviee in

it annual appraisal of what the NAB
has done and can do. The 1919 stady

W 1” ]rr‘ ]HIII“.‘-hi'I] i' I \lifi{.

coverage  survey  organization more
than he s himsell making.
|'l'i'.~nt|:l|il} conflicts have been re-

stafl of BMB is now

skeletonized and made up of workers,

moved, 7l Iil‘

To all iivolved in the savings oper-
ation, sroxsor tenders applanse, Some
ol the neel-
ines have v continuously for eiglt

Board o  Directors

or more hours, This meant that cach
member of the Board was away [rom
lhis or hey Tulltime job Tor long periods.
The BMB second survey did not sor-
vive without sacrifice on the part of
many  people.  The result anay not
please all may offend some. But it's o

worthwhile step ina voung industry.
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NOTHING IS LOST WITH

ALLIED PROCESSING.

Allied for full fidelity reproduction

Silver nitrate processing of superior gquality. . .

Genvine "Vinylite" brand plastic pressings...

Non-flexible phonograph records handled specially for speedy delivery

ALLIED RECORD MANUFACTURING CO., INC.

041 N. Las Palmas Avenue, Hollywood 38, California » HOllywood 5107




—EVERY GAME
AS SCHEDULED!

STATION RATINGS

during the 1948 Baseball Season

WIW | Network 2| Nefwork 3 | Network 4 5 6

WEEKDAY MORNINGS 34.3 | 209 24.3 1.9 10.5 1.3
WEEKDAY AFTERNOONS 25.1 | 23.7 | 19.5 | 12.3 13.2 2.1
EVENINGS 4251 17.7 18.3 12.9 (9.3+)] 1.9
SUNDAY AFTERNOON 70.1 9.1 5.9 9.5 3.9 0.2
SATURDAY DAYTIME 48.0 | 14.0 11.8 10.5 9.5 3.8
TOTAL RATINGS 40.9 | 18.2 17.3 11.6 {(9.9+) 1.9
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