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The skies over Virginia are thick with Havens &
Martin broadcasts.

And what attention they get!

From WMBG comes NBC's finest.
And WMBG locally has a remarkable record. I 4
The first station in Virginia to broadcast commercially,

R
\ .
y the first to own a tape recorder,
| the first to tie in with a leased national news service.

WTVR, Yirginia’s only television station,
brings to Virginia viewers the facilities of NBC-TV,

Its local coverage is building a great television market.

i o
|
= These First Stations of Virginia are first in many ways.
) Foremost, they're old friends . ..

and favored in the hearts of their audience.

WMBG l
WTVR w Tyl Slerloises f/ "D rgeseren
WCOD = |

Havens and Martin Stations, Richmond 20, Va.
John Blair & Company, National Representatives
Affiliates of National Broadcasting Company

e e




Selective auto air
ads at high

$25,000 a year
spent by average
newspaper

using air time

Merchandising
stations get
this schedule

Cigarettes
lead in giant-
market sales

Saturation
far away?

Web staffs
jittery

‘Lone Ranger"
at $15,000 a
picture?
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Automotive selective placement hit post-war high during March,
doubling automotive market-by-market broadcast advertising of
average month of past yvear. Most campaigns were of short-term
nature.

-
Newspapers using radio for promotion spend $25,000 each vear,
according to Bert Stolpe, promotion manager of Des Moines "Register
and Tribune." Papers that pay for time are more pro-broadcast
advertising than those who trade time for space.

-SE-

Bu-Tay Products placed its Rain Drops (detergent) radio schedules
with stations that reported they were ready to merchandise product
with contests and other promotion. No merchandising—no schedule—
is way campaign was set up. Firm has no sales staff.

<SR=
Biggest single purchase of women at giant markets is said to be

cigarettes and tobacco, with canned vegetables running close second.

Cigarette daytime broadcast advertising is addressed especially to
women Shoppers, to spur this buying.

-SR-

No such thing as sales saturation, claims Ben Duffy (BBD&0), whose
feelings are backed by Gerald Carson (K&E). Need is for more door-
bell-ringing by broadcast advertising and salesmen, Ssays Servel
president Louis Ruthenburg.

EoiEs

Staff morale at networks hit new low during April. MBS employees
expect changes due to new president (Frank White). NBC junior
executives have been waiting top-level changes all month, with
expectation that they will be affected. CBS, where goose hangs
high, should be placid, but major changes are expected daily.

ABC staff cuts have been handled relatively painlessly, but missing
faces are noted weekly, with attendant speculation among ABC minor
executives. Feeling at webs is that there's nothing constant but
change in 1949,

=SER-

TV is watching Jack Chertok's committment to bring in 52 half-hour
motion pictures of "Lone Ranger" under 3750,000, or roughly 315,000
a film, for General Mills. Producers in New York and on the

Coast don't think a good grade B Western can be produced for this
money. "If it can," states Hollywood camera authority, "we've been
crazy for years."



REPORTS...SPONSOR REPORTS...SPONSOR

Is the Code NAB's right to set standards of practice for members was confirmed
ignored? by members almost three to one, but broadcast advertising executives
still expect standards provisions to be ignored by most stations. -
-SP-

First-quarter TV advertisers in excess of 1,027 placed 35,240,665 worth of adver-
TV advertising tising during first guarter of 1949, according to report by N. C.
passed $5,000,000 Rorabaugh. This figure, based upon gross time rates with no program
expenditures included, indicated 32,077,511 spent by selective
users of medium, %1,732,594 by network advertisers, and 31,430,560 E=
by local-retail merchants.

-SR-
Folsom sitting Frank Folsom, RCA president, or his representative, is sitting in on
in on NBC all policy meetings of NBC departments. Most departments at network
policy meetings are being asked to justify budgets. Folsom's dictum to all RCA

executives, "RCA must be first in everything."

<SR-
Music libraries Music libraries of stations continue to become more and more com-
more commercial mercial. Pioneer on stressing what can be done to sell musical

packages made from station libraries is Lang-Worth which reports —
1,200 advertisers buying its packages. Standard also has built a
number of star shows and now calls itself "Library with the com-
mercial touch."

= o -
Waste in April is month during which researchers laid emphasis on waste in
advertising? use of advertising. Horace Schwerin claimed broadcast advertisers

waste 50% of their money by not pre-testing copy and appeal. Marion
Harper, Jr. (McCann-Ericksen) quoted Professor Borden's statement
that "development in techniques for preventing waste in field of
advertising has not equalled development of techniques for prevent-
ing waste in production and in marketing." Harper advocates 5% of
all advertising for research.

please turn to page 50
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“THE LONG ISLAND STORY”

DISTRIBUTION OF LISTENING HOMES AMONG STATIONS

100 A 12 Noon 200 i 150 P orm
Wil gt | 228 | B2 | M8 | W
NETWORK A 3] 79 75 70 77
NETWORK B 16.2 18. 185 2710 183
ETWORK ¢ 123 104 15 93 83
NETWORK D 97 9.6 99 126 16.
AL OTHERS 127 10,1 114 103 5.0

o o ey s oty o gy 3, 100

“THE VOICE OF LONG ISLAND”

FM AM
98.3 MC 1100 ke

HEMPSTEAD, LONG ISLAND, NEW YORK
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ON THE HILL

MR. SPONSOR; W. WOODRUFF BISSELL

P.S.

HE UNIVERSAL LANGUAGE

BLUE PRINTING A COYERAGE MAFP

GASOLINE AND OIL

SECRET LIFE OF A SOAP OPERA

HOW TO SELL A NAPKIN

MR. SPONSOR ASKS

4.NETWORK PROGRAM COMPARAGRAPH

TV COSTS TODAY

TV RESULTS

SPONSOR SPEAKS

APPLAUSE
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21

24

26

19

34

42

53

58
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40 West 52nd

TV INFORMATION

Let me take this oppettunity 1o
congratnlate vou on vour splendid
publication.  The mlormation it con-
tains s ivaloable 1o ALencies I&.nm:_l

1 'II--tIle' TY shows over new stations

and m a Hrl::_:nl-1-'|\ new  media Ton
the ageney
W. G Crakson, Ji,
W. .. Clarkson. Ir.
Fort Worth. Tex.

"BULOVA" LIKED
I"d like

vour  current  arliele
Vakes Bulova Tick?
excellem

1o add a word of praise fop

emtitled W hat
It certainhy 3= an
and lnmpi'r}h'n_-i\r ~lory af

smarl, congruous  Use ll[ ‘-FIrr] |‘|r|l|-

to build and sell a highly competitive
|Il'uliln't.

There are many loeal. regional. and
national seleetive radio advertisers who
have shmilar success staries 1o el

thank Guod!
Dan scuanor 11
(reorge P. Hollinglbery
Itamta. Ga.

PROTEST!

I must register the strongest possibli
proetest 1o the direct statement on (LR
2 of Mareh 28th,
which vou state. “Radio and television

vour assue ol

fan ||\||\ln ation Tormula i <till unde-
\l'it-||1'1l.“

|'HI 15 yvears oum CompEny il.!- ||I||-
lished Radio Virror. 1t so h.i|l|u [
|||.|1 t|||- magazine 15 one ol the o=l

profitable magazines that ouy COMPRIND
publishes
I cvvent eiveulation is i exeess ol

00,000 copies per month. net paid al

0]

illl lllll\_
It civenlation r|r\r|u‘a|:|r1|l in the

last vear is quile |i|!'|iil.|ll\ second 1o

none i the publishing field. Tts April
issuea vear ago sold just under 500,
N copres on the newsstands. and s
==t of this year will exceed the figure
mentioned above,

1"‘ iy ViRrs |ii" ez Wi

Il at 15e, and 1= rise to this ciren
lation Tesel was 1l ';ml..-,l..[ oy thie
ierease ol the cove price to th

1I"|l| ) ]l".t l

Itervestingdy enoueh, the cirenlation
ol onr mavazine continued to ris
Please turn to page 6

for

NETWORK
CALIBRE

PROGRAMS

at local
station cost

See your station
representative or write

/ LANG-WORTH

iy

\ | feature programs, inc.

113 W. 57th 5T., NEW YORK 19, N. Y.

{

K5 wla, PlLallt WYAN. JTTE
EAVENWORTH CLINTON RAY LAFAYETT
OHNSON DOUGLAS  JEFFERSON CA
TCHISON BUCHANAN CALDWELL HO
ALINE DOMNIPHAN ANDREW DEXALGRY
AVIESS LIVINGSTON CAR

TANKLIN OS#GE

ARSHA

S
SOK
LL

» MONITE
HOWARD PBOONE ADAI
SCHUYLER SCOTLAND WAPEL
PPANOOSE WAYNE DECATUR RINGGOL

AYLOR PAGE FREMONT OTOE FILLMO
HAYER JEWELL REPUBLIC MITCHELL
.LOUC OTTAWA  LINCOLN  ELLSWOR

ERSON RENO HAR

Yessirl 213 baaming counties
lie inside lhe measured Y4 mv
caverage aof KCMO's powerful
50,000 watt beam! Add ta this
supercharged signal, pragram
ming thet's corefully luned lo
Mid-America listeners, and you
have o farmula far low cos)
per 1,000 caveragel

Kansas City's Mast Powerful Statian
50,000 Watts Day-
time Nan.Directianal
10,000 Watts Night—
810 ke.
KANSAS CITY,
MISSOURI

Basic ABC for Mid-America
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COINCIDENTAL
PROVES ONLY kglo cives
DOMINANT COVERAGE IN

THIS RICH MARKET

kglo AREA sTUDY -| EDW. G. booDY co. | !

To determine the depth of
listening in the heart of its

area of equal dimensions in
the U. S. Adequate samp-
ling gives an accurate pic-

ture of KGLO dominance
in the important rural

Quincy, Illinois, or call
your WEED & <CO. repre-
sentative.

#___ﬁﬁg&/ﬁ:—_;

-
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1300 K.C., 5,000 Wotts

communigies include Mason City
and Charles City, lowa; Austin
and Albert Lea, Minnesota,

Audience produces more corn,
hogs, grain-fed cattle, oats, eggs.
poultry, and cash farm income
than

any other area of equal

e

| missous/

dimensions in United States.
KGLO — FM N/
101.1 MC ERP 16,000 Wahs

2,‘)‘ county BMB area, market of Northern lowa ™

KGLO commissioned Edw. and Southern Minnesota.

G. Doody & Co., 5t. Louis, Get your copy of this

to conduct a* COINCIDENTAL Doody COINCIDENTAL sur-

srur"‘-‘.‘"f T:“f'k?:;'(;w’.“":irf‘:“ vey to \'}'rify _your radio

'l_:'“ o ‘; h! ’ “1_‘ 1ng coverage in this important |°WA
HECORE 0F 1S PIOSRCIONS, midwest market. Contact -
balanced urban-farm mar- Walte Rothschild. Nat'l

ket which has more wealth, Walter J. Rothschild, Nat'l ”

per capita, than any other Sales Mpgr., Lee Stations, o

A
7 STATIONS—

WTAD funors

930 K.C., 1,000 Wotts

CBS Afhliate CBS Afhlicte
COVERAGE — 29 rich counties | COVERAGE - 34 Mississippi
in Iowa and Minnesota, Urban | -

Valley counties in Hlinos, Miss
ouri, and lowa il

division berwee

WTAD — FM
99.5 MC ERP 53,000 Watts

>



BROADCASTERS PROGRAM SYNDICATE
Success Story...

Since its organization less than a year ago, the Broadcasters
Progum Syndicate has built a success story unparalleled in
the history of radio. ]

Operating on 2 subscription basis exclusively, the Broad-
casters Program Syndicate is essentially of, by, and for stzuon
subscriber-members. '

A single weekly fee* equal to the subscribing station’s nm’onal
one-timé class A quarter-hour rate entitles the station to the
Syndicate’s emtire output of network-calibre programs. All

current programs—plus every additional series produced by -

the Syndicate in the future.

Currently, for.a single weekly fee* "PAT O'BRIEN FROM
HOLLYWOOD," “FRONTIER TOWN,” and *‘ADVEN-
TURES OF FRANK RACE” all go 1o the following members
of the Broadcasters Program Syndicate:

g T
WKAX, Birmingham
WEBJ, Brawion x KSIG. Crowiy
WABE, Mabile 3 sana
% WAPK, Monigomery . m'n.. alouudm
“ATIZONA MICHIGAN
KAWT, Oouslas WEDF, Flint KOLE, Port Arthur
KTAR. Phoenin ::1""; G’_'."" Rapids KABC, San Anionio
KYCA, Prescott NI - Saginaw UTAH
KGLU, .afferd MINNESOTA i KUTA, Seft Lake City
KTUC. Tocsen EaE o “r¥BC VERMONT
S e WMFG, Hibbing . .  NBC . WSKI, Montgelier
ARKANSAS WHLB, Virginia NBC VIRGINIA
KVLC, Litie Rock - MGNTANS WCYS .
CALIFORNIA_ T KANA, Rracends s WANL Richmond . | A
KERN, Bakersfirid, "Il Bullin ABE WSLS, Roanoka . . .

WASHINGTON
JR, Seattl

K
KXO0B, Stockton ving i
KWVE, Ventura ug:}rﬂ Milas Ci City YU3- wEST vIRGINIA
mg;;gﬂ B R WLOH, Princeton
Kl rand Junciips  MIIZ S
- Kﬂ.t Scotts Bhal! s WISCONSIN
KA Paste ' KOIL, Omaha . ABC WHBL, Shabioygan
BONNEET LY NEVAOA WYOMING
OR, Tervingien ; KOH, Rens . . . , . . NBC KVOC. Casper
FLORIOA NEW YORK « GChayenna
WEUS, Eus ) WCSS, Amaterdam . 00I, Cody
WMBR, vthsamifie s WINS, New York Clly
WCNH, Quincy NO!‘"; mo'ilm
WL viila
GEORGIA WEPS, Turoers
QHI0
WSAL Cincinnatl . . . AB CANAOA
WIW, Cleveland s ALBERATA
WWST, Woester CFCN, Calgary .
OREGON CFAN, Edmonton
KWIN, Ashland IRI'I'J. COLUMEIA
., Duwson
KLIK, Twin Felle KOIN. Porand”. |~ Ci8 CKOV, Kelowna
ILLINOIS CKNW, New Westminster
PEMNSYLVANIA
WSIV, Pekin MANITOBA
WLTR, Bloomabury Win
INDIANA WCPA, Clearfieid CJOB, Winnipey
WHBU, Anderson . , | WSCR, Screnton oug:g:su L
WEGA, Evanmilis CHS  $OUTH CAROLINA )
CFPA, Port Arthur ., . CBC
WFEM, Indignapolie . WMRA, Myriie Beach A et
10WA SOUTH DAKOTA UEBEC
KFJB. mrmulmn K0SJ, Oradwood CFCF, Mentreal . CBC-ABC
IYTSs Mvwaa "°':.':£“‘ chy. + - u%nrmnu i
KENTUCKY TENNE Saskatoon . , .
WTJS, Jeckson . . . ABC X, Yorkton . . . . CBC
WROL, Knaaville . . . :ucl. Regina

*If your quarter-hour rate, for example, Is $25.00, you as -
member of the Broadcasters Program Syndicate would rec
the Syndicate’'s ENTIRE OUTPUT of programs—plus lll
future programs—for $25.00 per week.

JOIN OUR FAMILY of prestige stations, and share in this
fast-growing programming jack-pot. Avditions available.

BROADCASTERS PROGRAM SYNDICATE

Under Direction Of

BRUCE EELLS & ASSOCIATES
2217 Maravilla Dr. ® Hollywood 28, Calif. ® HO 9-5869

40 West 52nd

( .-"..".'_f.'f.'r'r."l lraen page 1)

despite the appearance on the news
stands of the Dell book and Radio
J[;'r'\f,

I these statements do nol conyinee
vor that a radio fan macazine formula
has been de \rl--‘-r-l toa very p srofitable
degrec -m:lllhml i= wrong with Iy
rhetori

Hegpert G, DRAKE

b.p.. Director of Promotion
Waefadden Publications
Vew Yorlk

PRIDE OF LAWRENCE

Please  aceept my  congralulations

upon the very fine article, “Pride of
the Town. " in the February 28 issue ol
vour valuable magazine.

Your second heading—"Broadeast-
ing can develop good connnunity rela-

tions  for corporations.  IU's  being
achieved in many places”™—just about
hit= the wpail on the head Tor ow
This Is Greater Lawrence program,
hroadeast every Hlllhrl.‘l_\ at 7:15 pan.
under the "l"'!l.‘-l'].‘-l]llll al the Pacific
Vills. world-famous manuflacturers of
textile fabries.

In lact. the results of a first com-
plete vear of broadeasting have heen
<o effective in the advancenient of cam-
munity wellare that Evnest D, Walen
exceulive vice-president of the eorpor-
ation. renewed the contraet for another
full year. effeetive March 11.

Ihe ment of a Progran of this Ly pe
i~ perhaps best emphasized in the
award of third place Tor outstanding
||1i!ihl rn-r'\irv liir -|1'.'l1 -lJ;III]Il" nel
work alhiliates to WLAW and WELAW
N an The Billhoard’s 11th  annual
vadio and television promotion com-
|-|'Iili*ll] for 194

The program is sponsored by Pacific
as o contribution to the health. happi

ness. il 1”"""'[”\ al the 1AL
restidents of the allied communities of
Lawrenee,  Methuen, Andover,  and

North Andover, several thousand  of
\\II"HI Higk I'.il I1i|' l'ilr]1|<l\i'-.

Civie. fraternal, patriotie, and athe
aroups whose activities direetly affec
the hife of the ereater communily ar
[e]rest nted cacl week 1o broadeasts I'_\
representatives of their own seleetion.
who tell what theis organizialions are
doing, have dove, and will do,

Macific’s weshure ol I',-llru|-\\"||| toward



the people who live in the arca in
whieh one of its major 1\L1r.-1- 15 located

has brought showers of praise upon the

company from community leaders. 1
cause it is a leader in the textile indus
try. activities of a radio nature like

This s Greater Lawrence remain ol
counstant interest to the industry i
seneral,

We I]'lulr;_-ht vou would like to know
how mueh we appreciated yvour article,
and to learn also what WLAW, the
50,000-watt alhihate of ABC, is doing
along that line.

Harown B. Mokrgin
General Manager

WLAW . Lawrence. Mass

KROC OVERLOOKED
Your article on “BMB Meels a

Crisis” in the March 28 issue is ven
fine, and yvour listing of station test
reports on average dailv avd’ences is
good, too. except for oue thing: the
results of the test survev for KROC,
Roehester. Minnesota. were missing
from the hst of 250-watt slalions,

It is with a great deal of pride tha
I point out to vou the faet that no sta-
tion listed in vour breakdown mea
sures up to KROC's 9197 of the weekly
davtime audience. and no station beats
our 97% of the nizhttime weekly
audienee. Also, no station on vour list
measures up o KROC's 87% average
daytime listening and our 81% aver
age nighttime listening.

I'here are only two stations, KI1EM.
Eureka. California.  and  WRDO.
Augusta, Maine. that can beat KROC's
Hooper share of audience for daytime
listening of 54197.. KROC again
comes out on top in nighttime. with a
”-ul|h‘r share of audience of 60).3%0.

I am sorry that vou overlooked
RROC’s results in BMB's special test
survey of 1948, made during October-
\ar\l'l!\lrl'I. I”I-“-.

G. Davip GENTLING
Station Manager
KROC. Rochester, Minn

THANKS!

You've started something in that
capsule Farm Results deal. short and
sweet-sounding to the cash register.
Still say vour stull is doing more [or
RFD profession than any other effor
since invention of corn cob.

Savm B Scrsemer
Farm Service Director
K1'00. Tulsa

BROADCASTERS PROGRAM SYNDICATE
Success Story...

Each member station of the Broadcasters Pro-
gram Syndicate pays one small weekly fee, re-
ceives the Syndicate’s entire program output.
Aggegate fees already furnish you these nefwork-
calibre programs...

SERIES No. 1

“PAT O'BRIEN

FROM HOLLYWOOD”

Award-winning 5-
quarter- hour vari-
ety strip, starring
radio’s beloved
master story teller.

SERIES No. 2

“FRONTIER TOWN”

Radio’s first au-
thentic class-A half-
hour Western dra-
matic series. The
Cimarron and Red
River of radio.

SERIES No. 3

“The Adventures of

FRANK RACE”

Half-hour mystery
adventure featuring
Hollywood’s most
outstanding talent.
On a par with the
best network ad-
venture thrillers.

Additional members mean additional funds to provide
additional programs ... . without additional cost to yow.
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Anti-trust action against
NBC just a memory

CBS raiding of NBC top programs accomplished  some-
thing that hasnt been rought 1o the fore yet. A numbes
of congressmen had been of the opinion that NBC was a
monopoly and should be investigated as a trust. These
SUIC CONEressimnen haven’t r']l;!ll;_-l-ll their minds. hut oo
anli-trust action is contemplated.

Business advised to "speak up"
on Taft-Hartley law

Pro-business congressmen are wonderving  why  business
hasn't used its advertising to carrvy copy favoring the Taft-
Hartley law. Only General FEleetrie has heen outspoken on
the subject. X number of senators and representatives have
put the question direetly to the presidents of ten greal
corporations Why ot zo to the ]'rlllllit‘ andd state yvour
ciase<?7 Results is that several big hroadeasting programs
will speak ont on labor legislation shortly,

Chocolate candy business
running behind last year 10%

Chocolate candy husiness. according 1o the Department of
Commerce, is nsnally a good barometer of huosiness, [t's
been off 1070 during the first quarter of the vear. Instead
of singing the blues. the industry has upped the size of
nickle candy hars (1o nearver the pre-wiy size ). with Nestle
and Hershey starting the trend. Peter Paunl has heen ain-
featuring its higger-hietter candy bar for sonie time. and s
imnning  ahead of the tade with practically no dip in
sales. Tershey s a nosadyertiser,

P&G, Lever and Colgate cut
prices and continue advertising

Foesiddine SO mamifactnrers have e ~oap ]rr‘l.n-- as much
as vight times during the hrest four months of the yem,
with further ents iosicht, P8G, Lever Bros, and Colgate-
alioloye=eet have been the most copsistent eutters of
|,|-}, v, while at the same Line :l}l!il{!l}li_{‘ thetr hard llilliu:;
network and seleetive hroadeast advertising. Reason for
reductions: |1;|--ii1',' o lower costs of materials SOAPeTS
st in then produocts, Congress is using the soap companies
= "'\.'llllil!l"- 1oy othe ilultl-ll'_\ men on how o avoid reduend

~itlirs,

"Anti-fear psychology' campaign
required by government?

Broadeasters comtinue to wonder why nothing i bemne
dime by the government to counteract the “fear psych-
nlogy™ that is holding back nwormal consumer buving.
There is no shortage of income. N, Y. State reported
recently that savings bank deposits were up 229 over the
first quarter of 1915, Seeretary of national Luilding and
loan association execulives” organization at the same time
reported that deposits in federally insored groups hit an
alltime high in Mareh with the trend continuing up. Net-
works and stations are r(';ul_\‘ Lo coaperate with any govern-
ment campaign Lo build buying econfidence. but nothing
comes out of Washington on the subject.

Congress not sold
on advertising

There are still many senators and representatives who feel
that advertising is a waste of moneyv. They refuse to look
upon it as a logical part of distribution and selling. Typi-
cal i Owen Brewster of Maine who can’t understand w hy
the U, S, should advertise to encourage European travel.
FCA is trying to convinee poliey men on the hill that travel
in Enrope will give the Continent American dollars which
will come hack to the U, S, It's betler. lh(-'_\' say. than
having to spend the same money via the Marshall Plan.
ECA would Like to vse aiv and printed media 1o do the
job. but unless it's okayed soon. iUl be too late to promote
sizeable vacation travel abroad this vear.

Less "over populated"” air
in the future?

While Chairman Wayne Coy of the FCC has consistently
iformed all and sundry that the Commission cannot take
into aceount the possibility of an applicant being financially
<unceessful. there will be less grants in the future o appli-
cants i the areas where there are too many stattons. The
11:1_\:-5 of the FCC ;_'rillllill,‘l licenses Lo lll‘ur-]n‘l'li\t' slalion
owners without regard ta the health of those now serving
an area are ended. although this will be denied by the
commissioners individually and eollectively,

N. Y. State radio bureaus
selling Dewey, the new leader

Dewey s out==fair dealing”™ Truman has some Republicans
wondering abont s bid for o third v at the Presideney.,
Dewey is vsing the several N, Y. State vadio pnblieity
departments to spread the good word about his state medi-
cal and other legislation. Basis is that New York ix a
cood state to visit and work in. Sounds like state publicity.
but it's really Deweyv's hid for the White House or the
Senate at N. Y. Stale expense,

Liquid assefs of U. S.

population up?

Vdvanee andications on the trends -||u\\i|l;_' 1y m the
Federal Reserve’s poll of the enrrent liguid assets of the
L. = population is startling even those who fell they knew
that the average worker was plaving it very elose. Liguid
asscls appear o have inereased 30 over a year ago.
These fignres are only from a tiny part of the PR poll
which will wot be released uutil June, They are off the
record and ot ollivial,

SPONSOR




Serving 4 Mighty Market !

For 981 miles through the heart of WWVA-
land, the Ohio river threads its way . . . a
mighty moving road that carried on its
broad surface 41,396,738 tons of cargo in
1947. Adjacent to its banks are mines that
produce more than half the nation’s coal;
its flood-silt has made its lowlands fertile
for agriculture; it has stimulated the birth

of a thriving chemical industry; and at

night its rippling waters reflect the orange-
red glow of some of America’s greatest
steel mills,

Here, in this great Ohio river valley, is
the Ruhr of America . . . with progressive,
prosperous people who make it an area
rich in sales opportunities for alert adver-
tisers. The 50,000-watt voice of WWVA
serves it well.

An EDWARD PETRY Man Has the Details!

VVAVVAVEA

50,000 WATTS--CBS -- WHEELING, W. VA,
NATIONALLY REPRESENTED BY EDWARD PETRY & CO.

National Sales Headquarters: 527 Lexington Ave., New York City
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In. Jhe Public Interest :

NE, 1D,

. Sta aqq,
 Prom g,

Hilgs ¢
The phrase In the Public Iuterest has known wide use ever since American ry i

By Wisemgg,

broadcasting began but no exact definition has been made of it for this

" Coaners

basic requirement can be defined only through action.

: work Aff;,
We are proud and grateful, therefore, that our efforts 1o serve In the Miate

Public hiterest have been recognized by Billboard Magazine and it's dis- R Midateicn,
3 tinguished pancel of judges. Our thanks to them for First Place Award F'E‘. Lot F Germag
among clear channel statons for our Public Service Promotion of our ;.s“u e
v Meityg,
1 Public Interest programs.
:00 LT
Of all competitive honors in broadcasting we prize most onc such as this,
¥ for broadcasting In the Public Interest is our fundamental and most valued 10-20,000

[n:“l.\ .
. Forbes, prog

1]
In accepung this award we recognize that this honor requires Oons Giai.
o
increased responsibility on our part to zealously continue and expand our
g s ¥ Waie
public interest broadeasting and the necessary auendant promotion of these
. . . - . - . . . . r.n”““_
programs which insures their success. This is an obligation which we
i A = lan @y
gladly accept, for we are convinced that such a policy brings greater i
c rewards for listeners, advertisers and station, alike. W Watery
;
157 weng
. .
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New and renew

@ New National Selective Business

SPONSOR PRODUCT AGENCY STATIONS CAMPAIGN, start, duration

Bon Ami Ca Glasx Gloss RUD&O (N.Y. Indef bt spots, hreskss Apr 25 ong 52
: 3 ALl Key metropolitan mkis) whs
Canada Dey Ginger Ale, Ine Beverages Jo M. Mathes 20-30" K. spols,  breaks:;  Mas-dung 18 |
(N Y.) (Spring-Summer campaign) wha |
Delta Air Lines Summer air travel  Burke Dowling %10 spots, hreakss Apr 132 1-% whka |
Adams (Limited o Fast, Milwest) |
(Montelair, N1, |
Eskimu e Corp Tee Cream a Buchanan (N.Y.) Indel® Fat. sputx: Apr Is-Mas 15: | whs
(Mainly South, Southwest)
. 1. Tleinz Un Heiz Chel's Receipe Maxon iN.Y.) Indefl* 1it. spots, hreaks: Indef: 1-13 whks
Snuves (Will ga national, after lest
in Syracuse, MoYL)
Hygienic Products Uy Mel-O Waler Lewis & Gilman =10 Spots, hreaks: May | ong 13 whe
Soltener 1 I*hila.) (Expanding campagn in
dwest, Texas)
Nativnal Biscunt Cp Graham Crackers Met ann-Erickson Tndel” Yarious local prigms; Muay; 13 wks
(N.Y) (Proanotions in | Midwest
mhis)
Lydia E. ‘Pinkham Medicine Vegetahle Erwin, Wnasey 25-30° F.t. spots; Apr 18; 13 wka
o Compound {NYL) { Mustly South, Midwest
mhkis)
“Reporter.” Inc “Reporter’” Buchanan (N.Y.) Indel* k.l hreaks; April 22-26; 1 whk
Magazine (Intry campaign, mostly
Midwest mkis)
It Jo Reynolds Cavalier Esty (N.Y.) Indef Eit. spots, hreaks: May-dun: 19
Cigareties {Natl campaign lollowing wka
mhkt tests)
Standard Branids, Ine Tender Leafl Tea Complon (MY 100-200* E.t spits: Apr 25: 13 wka
(Natl camprign, major
mkits)
Unisn Starch & Refining ('n Table Syrups, Kastor (("hi.) Indef” Spots, hreaks; Apr-May: 13 wke
Marshmal-O-("reme (Expandmg limited Midwest
. L.. Watkins & Co Dr. Lyons Tooth D-F-5 (N.Y.) K.t spots; breaks; Mas-dun; 13-32
Paste (Adding to current ached wha

in Midwest)

Station list art al present, although more may he added later.
{Fiftp=twn weevks denerally means o 13-week confract with optionk for 3 suecissies L= oly redvipals. 1's aubjeel to enneellatinn ot the cad

af aniy L=

k: period)

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

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

American Chicle (o Balger & Browning WARD, N Film spots: Apr 4: 32 wks (n)
& Hersey
American (igarette & Cigar Sullivan, Stauwffer, hTLA, Filin sputs: vanous starting dotes hetw Apr 12-30: 13 whs ()
Co (Pall Mall) Colwell & Bayles Wik,
CBS-TY
WENIL,
WARD,
American Tobaceo Co N. W. Ayer WX, Film nnnemts; Mar 23: 13 whe (r)
{Lucky Strike)
A. N. Beck Shoe Corp Dorland :\‘xn;r. Candlelight Weview: Thurs 10-10:30 pm: 13 wks (n)
VIitGE,
1. lIi\:lllanlinv & Sons J. Walter Thompsoen WARD, ! Baschall; All New York Yankees home games; Apr 15 (n)
(HBeer)
Heltone learing Aid (o Ruthraul & Hyam WNEBQ, Chi Film annemts; Mar 115 13 wka (n)
Benruxs Wateh (To J. D. Tarcher WNBQ, Chi Film annemis; Apr 3; 52 wks (n)
“'"':" I.\Ic Williamson Corp  Ted Bates WEIX, N.Y. Boxing: Sat 9-9:39 pm; Mar 12; 13 wks (n)
(Kuools)
Canada Dry J. M. Mathes ANRC-TV, net Super Circus; Sun 5-6 pm: Apr 3; 13 whks (n)
(Beverages)
Carbona Praducts Ine Halph Harris WAL, N.Y. Film spots; Apr 5; 13 whs (n)
{Shoe polish)
oty Inc Brock WXNRT, N.Y. Film spots: Apr 112 2 whks {(u)
(Coxmetlics) ' BS-TV, NA
WNBRK, Uleve
WPTY, Phila
WRET, Boston
WXYZ, Det
Curtis Publishing Co BBEDEO WPTZ., Phila Film annemts; Apr 18; 13 wks (n)
(Ladies Home Journal)
Durham-Enders Razor Carp F. I Richards UBS-TY, N.OY Film spots; Apr 1: 1d whs (n}
Eelipse Sleep V'rods Inc H. J. Kaufman CBs-TYV, N.Y. Film spots; Apr 13: 13 wks (n)
Elgin National Watch 'a J. Walter Thompson WNB(Q, (Thi Film annemis; Mar 21; 52 whe (n)
Forstner Chain (orp A. W. Levin CBS-TV, N.Y. Film spots; May |; 5 wks (n)
iJewelry)
Goodall Co Ruthrauff & Ryan 19 stations How To Improve Yonr Golf; varions starting dates hetw  Apr
(Palm Heach Suits) 6-15; 5 min films; 13 wks (n)
D. . Uarris hiesewetter, Wetlerau WNNIT, NV, Thrills on Wheels: Mon & Thurs: 6:55-7 pm: 13 wks (0l
(Mardware) & Tiaker
Henry 1eide Inc Kelly-Nason WARBID, N, Film spot=; Apr 25; 39 wks (n)
(Candy)
Lever Brothers (o Sullivan, Stauffer, UBS-TV, N.Y. Filin spots: May 32 1 whks (n)
(Silyerdust ) Colwell & Bayles WIZ-TV, N.Y. |

® In next issne: New and Renewed on Networvks, Spousor Pevsonnel Changes.
National Broadeast Sales Excecutive Changes. New Ageney Appointments




New and Renewed Television (Centinued)
SPONSOR AGENCY NET STATIONS PROGRAM, time, start duration

= Ligeet & Myers MNewell-FEmmelt WEIN, MUY, Hasehall; New York Giants home games: Apr 162 (n)
(U hesterlivhds)
SMiapna Encineering Coarp do Walter Thampson WNE, Chi Walt's Waorkshop; Man 7-7:30 ping Mar 7: 13 whs (n)
e (T
Sash-Relvimuator urp fiever, Newell & Gianger WAZ-TY, Ny Filin annemits: Apr 213 1 whks ini
rltelrigeraturs)
N Eriaiomel Uorp Ao AL Turner WARD, N.Y. Fitm spotsy Map 36: 13 whs im)
| ni=i
Provter & faamble o Henton & Bowles CRS-TY, N.Y. Filin annemis; Apr 25; 32 wks (n)
("Tide)
Hewd & Harvtoan Tedger & Browmng WNHW, Wash Film annemis; varmus starting dates betw Apr 5-49; 1| wks in)
Silverwatel & lerses WEBZT. oston
WNERK, Cleve
WOAL-TV, I'hils
Maval Mig o Potts=t nlkins WABD, N.Y. Needle Shop:; Thures 1:30-15 pm; Mar 19; 13 whs (n)
IAppliances) Ao Hulden
San-Nap-1"ak Mg o Feileral WARD, MY dack Figen: Thars 7:45-5 pm: Apr 75 52 wks (n)
Sstmmons U Yo & Rubieam WGN-TY, Chi Film spals; various starting  dates betw Mar 2e-April 55 13
I Mattresses) WNBG, Chi whs (1)
WIZ-TYV, Ny,
WARD, N.Y,
WOAU-TY, Piala
Vmited - N WL Aser 'HS-TV. N.Y. Filmy sputs; Apr 14: = whs (n)
| F. 1n Wichards STV, Lucky PPap; Fri 6:30-6:13 pm: Mar 23; 13 whs in)
1 R.wW |l||‘|m- (A 1 Walter Thampson WITZ, Phala Act Tt ODut; Sun 6:30-7 pm; Apr 35 13 wks ()

IShaving products)

Advertising Agency Personnel Changes
NAME FORMER AFFILIATION NEW AFFILIATION

fuhn . Allen lohn It. Allen Associates, N. Y., head Grant, N, Y., vp in chge TV

Fdegar A, Barwond Masfield, Providence R L, acet wrer Arthur F, Brown, Boston, acel esee

Al Bates do M. Mathes, N, Y., radio dir Kenyon & Eckbardt, N. Y.. vadio prodn supers
1. Halph Hennent Fied Garduer, N. Y., ereative shir Same, v

Frank I". Hilas Casanave-Artlee Pictures Ine, N Yo, v o chge sls MeCann-Erickson, N. Y., film dir

Wlliam W. o George Wirkss Houston, accl exee

T. Wentwarth Bovhig dr. Buchanan, N. Y., accl exer Ellington, N,
Frank Iteandt

« ACCl eage
hl:aupe-\\'ﬂ es, N. Y.. TV arl dir

Lohn el Warr Mot ann-Enwhsan, N. ¥, arcl ever Federal, N. Y., accl exer

Arthur a ey Stia, Baer & Fuller Co., St L, pube rel din Gardner, St. L., radio, TV dir

Llovd 1, Coutrs Dominton Steres Lid, Torontoe Canada, ady dar O Brien. Vancomver Canada, aeel exer
sally Cramer Metann-Erick=on, N, Y., Heslon eveative service dir Robert W

0Orr, N. Y., #eet ever
h [

Fhomas Frwin Lenmen X Mitehell, No Y., vp Abhot Ki vy dir, gen mgi
Wohert 1. Ferrs 1.0 Laltoche, N. Y., ever asst o pres Same, vpoan chge contact dept
Charles . Fuiey Pevck, N. Y, Gordon & Maottern, N, Y., radio, TV dlin
George Garvin —_ Bozell & Jacohs, Wash., arcctl exec
then M. 1all Gottsehaldt, Mmris & Slack, Miami, see Same, radio, TV dir
Ttuhert 10 Hawkins Henvi, Hurst & MeDonald, Chi, copy stafl Same, aeel eaee
Genevieve Hareard — Muorris F. Tandy, Detroit, arct eaee, radio dept mgr
Herrick Juhn I Smath, Rochester No Y., ereative diy l-'ullvl & Smith & Ross, Cleve., aret ever
Milton Tlerte Tenry Hach, N Y., aret ener same, radio, TV dir
Gevard S, Haston — E. W, Reynolds, Torante Canada, acet ever
Willi= 1, Jenoen e Charles L. Rumrill, Rochester No Y., acct exee
Wallace Sheppard Jovdan William Morris, N. Y. same, radio " head
ke Wing Jo Walter Thompson, Toronto € anada Long, 5. F., accl exer
t Wirsehbanm ‘ﬂlmppf-“ ilkes, N. Y., head radio, TV dept
\lll!unl . Koxtman O'Neil, Lacson & MeMahon, Chi, . B. Doner, Chi., arcl exec
Willipm A. Lotz Wilson Sporting Goods Co, Chi., ads mgr t1n'|pllrll Mithun, Chi., accl exer
Gore 1%, Mackiregas Dancer-Fitggerald-Sample, N. Y, henyon & I-ritllnnli N. Y., neel exec
Wi Minder Ao Bterlivg Getehell, N, Y. Paris & P'eart, N, \.. acel eaee
Iinr[lrﬂ. { hi. Fuller & Smith & Ross, Chi, acel caer
\ Lewis Edwin Ryan, Wash,, radin i Steller-Miller-Lester, Lo Ay, radio dir
Norman . Maeller Glean, b Al vp Norman B, Meeller (new i, L. AL, hewl
o Sewell Pongman Oakleigh . French, 56 L., media dic
Ao Allim P'eless Muareel Seliulhofl, N. Y., accl erér
F. M. Randnlph WY O, Tulsa thkla., pgm dept head White, Tulsa Okla., radio, TV, motwo pucture depl hewd
Tlarry N, Sa Wallachs, N. Y. Tlirshon-Garfield, N. Y., arcl exer
henneth W, —_ Henri, Horst & MceDonald, Chi., vp, aeetl ever
Panl Smith sonith, Smalley & Tester, No Yo, pres Paul Smith (newl. N, Y., head
Hohert L. Smach -— Tewitt, Ogilvy, Henson & Mather, M. Y. radio, TV dn
Martin k. Spreekier Iogell & Jdacobs, Lanisville, mgr Same, Waxh,, media, mdsg mgr
{ameran (. Slineman — Hteincke, Meyer & Finn, ("hi., acct exer
Allie Stats — Fisher, Rigas, Newark, acel esvec
I stublman n i Y Westheimer, St Lo, acet exee
ST M Willhoard, M. Y., cditer, gen mpr eastern dis Furman, Feiner, 5. Y., asst to pres, super TV activities
Frank €, Sonte JIr Ronson Art Metal Waorks Ine, Newark N, L Wehner, Newnrk N, 1., arel exere
Ioabery Ao Terhruvegmgen Clark & Wickerd, Wetron, media die
Albert 1 Thamas — Charles 1. l!umtl“ Wochester N Y., aevt esee
Herlort Ao Vitrinl eys No Y., reseanch die N o research, media dir
Withiom G Wilnte Henton & Ihmlu N ¥. Pedlar & Ryan, N Y., ehoel timebayer
Walph Whitware sovith, Bull & Metreery, 1. Al acel oxes F.. W, Wawmsey, L, A.. accl ever
Howanrd Wall N WL Aver, 1Mhila, eliel Copywriten Weightman, Phila., pres
Basil Yellin Aval ta pnnlrlr-h laside U S0 ALY Elliolt Nonns, N, \.. vatie, TV lir

Station Representation Changes
STATION AFFILIATION NEW NATIONAL REPRESENTATIVE

S, Shorbioonk Que, Ihmnininn JooAL Hardy for Canda
KAKRE, Wichita hans, Mis Walker

KRG, San Diega alif. CRs Geavge 1% Tollinghers
KEPDL B Paso len. A st John Himr

WL, Maami Ok, Tl pemilent Adam . Ywung
WLAC Y (). AL liale Rtz

WAL Beatmant, 1ot Arthar e M= onald Covke

RILON TN, E, NI Free & Pelers

KW T, Wehita Folls Tes. LN 11 Fobin Blai

WANE, Fi, Wasne Ll s Ll
WM, . AR Walker

WENY, s N, Y Indlegendent Walam . Yonng
WTi vrre e Bl Al Falling

These  were pepmnted  inewrreetly  last month,




LEAR-CHANNEL PUBLIC SERVICE IS

lll its (uarter-century history, the radio
indnstry has furnished many examples of
distingnished publie service in times of
crisis. Almost every community has had
its flood, hurricane or disaster, during
which its radio stations have pitched in

wonderfully and sueceessfully,

WHO is proud to have sharved in many
such  epies  of public  serviee—is  still
prouder, however, of a continuing serviee
we have now been rendering for over

three consecutive years:

In December. 1915, WHO spotted an
international  emergeney of hunger and
poverty in Europe—bhegan telling its lis-
teners about it three nights a week, from
10:30 to 10:45. on our loeal publie-
serviee [eature. “The Billboard.” WHO
listeners in 39 states responded immedi-

ately, sending pareels to European families

25 APRIL 1949

A WORLD
PEACE AND HUMANITY

INFLUENCE FOR

whose names were supplied by WHO. For
three vears the response has continned.
To date. more than 260.000 packages from
41 states have gone to 8 Enropean coun-
trics. and now (480 programs later!) the

response is shll strong and steady!

This remarkable record is proof of
WHO s listener-aceeptance and confidence.
I)il!‘i"f' 0l |1|;|11_" _\'('Elr.‘i ‘lf .'ii"""l'i‘ l'_:l““l s'rv-
ice. It stunds to reason that sueh confi-
llf'"('l' i!'" illf‘;(l l.'lll‘ff'l"'l'll-. ill I“l'gl' IMeCas=iure.
on the products advertised over WHO. and

on the people who make them.

Wikl ©

+* for lowa PLUS #

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

(? P. A. Loyet, Resident Manager
' ;:;_'-
\ 2 FREE & PETERS, INC.

National ’:l'llrl"\l'lllilii\l'w



for profitable

selling —
INVESTIGATE

LANCASTER
PENNA.

READING

EASTON
PENNA.

Represented by

N " MEEKER

7

i A S SOCI ATESS
MHew York . Chicago
San Francisco +  Llos Angeles

Clair R. McCollough
Managing Director

STEINMAN STATIONS

H, Woodruff Bissell

Mr. Sponsor

Bald, heavy-sct Woody Bissell came to Handmacher-Vogel two

Advertising Manager
Handmacher-Vogel, Inc., New York

years ago amply equipped to handle ad matters for the women’s
tailored-suit firm.  He came by the equipment first at Newell-Emmett.
then as an ad man for various textile houses, subsequently at the head
of his own agency for a time. and finally through ten years as
advertising manager for Sears. Roebuck. He also furthered his
experience via a stint as distriet price executive {or the OPA in the
New York area during the war.

Before Bissell joined Handmacher-Vogel. the company used only
national fashion magazines, with that policy later broadening out
to include consumer publications like the Saturday Evening Post.
This advertising formula didn’t accomplish its objective, the firm
failing to detect any direct sales results.  Six months ago -V
finally found a visual medium for promoting its line of speeially-cut
women’s suits that is paying ofl nicely—video,

When the company bought spots on TV stations throughout the
counlry, it increased s ad llllll,‘.‘l’L IUs so satisfied with the effec-
tiveness of TV as an advertising medium that H-V will sponsor a
weekly 15-minute show next Fall in New York. The program will
feature Jane Derby, H-V designer, and will combine fashion presenta-
tions and entertainment.  Including this show. Handmacher-Vogel's
total ad budget for 1919 is close 1o 100,000, half of which goes
for TV and radio—the latter being used in seven cities which have
no TV stations but do have I1V retail ovtlets.  This selective audio
campaign is limited, the company not being too interested in hroad-
casting without sight,

Informal, energetie, Bissell still finds time, despite traveling three
hours a day to and from his home in Northport, Long Island, to
be the Democratic Committeeman in his township (a Republican
stronghold), as well as the chairman of Northport’s Youth Guidance
Committee.  When he isn’t doing all that, and isn’t at his New
York desk, hic’s taking a swing around the company’s five large,
modern factories in rural areas of Kentucky—or else building a
louseboat to sail the waters of Long lsland Sound off Northport.

SPONSOR




these days has heard the question,
“What about advertising?" That's
because it's an important factor to
the local merchant. He feels its
force every day. As a rule he's a
regular listener. He hears the com-
mercials, enjoys the shows, and as
he stands behind the cash register,
he sees dollar and cents evidence
that good consistent radio advertis-
ing pays off.

Grocers in North Dakota are no

KSJB, 5000 Wotts ot 600 KC, the CBS stotion covering "The Top
Of The Nation". Studies in Jamestown ond Fargo, Neorth Dakote

exception. From actual experience
they know what your advertising
will do for their sales. They know
too station KS]JB will deliver a
premium audience, create a highly

profitable demand.

“WHAT ABOUT ADVERTISING?

Any man who calls on grocers

sentatives now have a copy of the
latest area survey made in seven
key North Dakota counties. Based
on 6,202 calls the survey shows

KS]B ahead two to one.

Basically, these are
the reasons why
KS]JB is your best
buy in North Dakota

—KS5IB s—

LATEST RATINGS

Morning Afternoon Evening
. .. To back up these K3IB - 54.4 46.5 49.'{?
; Station A. .. 18.0 21.4 23.5
claims all George Station 19.3 25.5 17.7
All Others. . . 8.3 6.6 9.2

Hollingbery repre-

Survey taken in Stutsman, Barnes, Griggs,
Foster, Kidder, Logan, and LaMour counties,

North Dakota.
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The Texas Rangers, America’s
Broatest western act, for many
years stars of radio, screen and
stage, now are starring in their
own television show on CBS-
Los Anpeles Times station
KTTV cach Monday evening.
They star, too, on the CBS
coast-to-coast network cach
Saturday alternoon, 4-4:30 EST,

The Texas Rangers transcrp-
tons, used on scores of stinons
from coast to coast, have
achieved Iooperatings as high
ay 27.4

Advertisers and  stations —we
have a and even better
sales plan! Ask about id!

new

ARTHUR B. CHURCH Pproductions
KANSAS CITY &6, MISSOURI

New developmenits SPONSOR stories

D.S.

o n

See: “"Men's Clothing War"

lcsue: 17 January 1949

SUb|EC'|’: Is the battle for the men’'s clothing dollar
still going strong? Are there any pro-
nounced trends toward increased accep-
tance of national brand names?

Brand consciousness among lnyers of men’s elothing is practically
non-existent, according to preliminary figures veleased by the Bureau
ol Agricultural Feonomics. The survey. which will be released in
June. was financed under the Research and Marketing Act, and is
supposed 1o help designers and merchandisers in the clothing busi-
ness with consumer preference information. Only men’s business
shirts are bought by brand name, and then only 18 of those
surveyed indicated they asked for shirts by tradename. Only men's
shirts are heing aggressively merchandised on the air, with Arrow
( Cluett-Peabody 1 on television and a number of other shirt firms
in radio. Despite continuous black-and-white advertising hy Palm
Beach suits. only 390 reported buying a summer suit by trade name.

At the retail level, the most aggressive men’s clothing advertiser
currenthy is Robent Hall, which continues 10 use the saturation
technique in every town in which it opens stores. In Tulsa in March
it used time on KTUL, KOME, and KIFMJ to introduce the 691h
In Cinetnnati, it used WCKY and WCPO 10
spothight the moyving of one of itz “loft<.” The Robert Hall formula.
based upon the original Barney routine of hitting the listener {re-
quently with price-appeal. seens to be the only one that is selling
clothing ar the moment.

Barnev himsell has enteved TV with announcement films that
precede the New York Giants games on WPIN and the New York
Yankees zames on WABD.

silesroom of the firm.

See: "Out of the beauty parlor into the home"

S.

Issue: March 1948, page 31

Subject: Does Toni still lead the home-permanent
parade? What cre its current broad-
cast plans?

shift in Toni broadeast advertising now has the firm reaching every
s, honsewife, which was
Since

semenl of women rather than :ml} the L.
the original objective of most Toni  programing. Toni's
research has discovered thar milady doesnt think too much about
her appearance in the carly morning hours, Breakfast Club sponsor-
ship has been dropped. It also dropped. some months ago. the pres-
entation of This Iy Nora Drake on two networks and now presents
the typical daytime heart-tugger only on CBS. In this. ivs following
enrrent vesearch findings which indicate that the presentation of any
progrant on two major networks does not reach the audience which
the airing of two ddlerent programs. even thongh of the same 1y pe.
would, Toni also has dropped s aan, _‘~|lllll:-lll':i|lilh ol Ladies Be
Seated. with the money previoosly allocated for this program being
put into television on Thursday evenings. TV program. which starts
in May. will have a vouthful slant. hut will be addressed 1o “the
vouug twenties,” rather than the teen-age group.

Tout now reaches the working givl and the fanily woman at nights
with Crime Photographer, the soap-opera [ollowing with This [s
Nora Drake, the [ollower of andience-participation programs with
Give and Take. Getting into television has been prompted by the
thought that TV-set owners mav be jost the women who are inter-
ested i doing something new. Besides. TV presents the ideal medium
through whicli 1o sell the elfectiveness of a permanent wave.
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ECONOMICAL
. COMPLETE COVERAGE
3 of the
£ TOP TWO MARKETS =
on the
PACIFIC COAST

TO SELL the Tor Two MARKETS On
the Pacific Coast—the biggest mar-
kets West of Chicago-choose KIH |
and KFRC, key stations of the
Mutual-Don Lee Network.

KHJ and KFRC liave over a quar-
ter of a century of experience in
selling products and servicestothe
Pacific Coast’s two major markets.

Put them to work selling for you!

TO SELL the whole big Pacific
Coast, vour best radio buy is
Mutual-Don Lee, the only net-
work with a station in creriponeol

the fnl‘(_\'-ﬁ\'l' important markots,

Wiien you want the Top Two
MARKETS on I‘r:riﬁr Coast, con-
centrate on the two kev stations of the
World's Createst Regional Network

KHJ KFRC
LOS ANGELES SAN FRANCISCO

Nationally roprosented by

JOUN BLAIR & COMPANY

Moiticnl

BROADCASTING SYSTEM
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Selecting the hest settings Tor your television
clients” commereial messages is an all-important
|w-||n]l—i|i”i|l\. Y our NBC Spot salesman 1= anx-
ot to a==ist vou in finding the right program al
To make vour jobh casier he has

data listed at the

thee rieht time.
all of the

the finest local programs in television.

as~cimbled right on

Your NBC 8

representing lelevision stations WNBT—New York -«

|I1IT .‘Jl!"!ll-’lll \\ill .'II‘U “H‘l'l' Vol ”II'

developing new program e

opportunity ol

through consultation with the programming ¢

perts of America’s number one television networ
The use of this valuable service is another n'
portant reason why most Spot television adve
ti=ers con=ult their NBC Spot salesman first.

W hether yonr schedule ealls for a 20-second < L
ton break. a fivesminuote weather I'l“ltlil. a ha

hour mu=ical show or a two-honr sports eve

WNBQ—Chicago » KNBH—Hal ;fu'u
B



Television I'ru;_rrum Checel: List

PROGRAM FORMAT

deseription of format
photographs of talent

1 biographies of talent
i

[

[

photographs of set
AUDIENCE

[._. I\'l('llil .'ll]:{”'ll"l',lll["'[ll
L] ratings

L) special survess

L1 response 1o oflers

C] weekly mail count

[ fan letters

adjacencies

promotion and merchandising

COMMERCIAL
[l <ueeess stories
L1 testimonials from sponsors
L1 1<t of enrrent and pa=t sponsors
[

SpPONsors ol .|||j.'u't'r1[ DIrOZrans

:'ull1|u~|ilin|1

types of commercials aceepted

Ll costs (talent. rehearsal. time)

PROGRAM ADVISORY SERVICE

L] tested program ideas

L1 talent available

L1 writers available

L) producers and directors available

<tlntlio pel <onnel Il'l[-'llllt‘ll

o'l find the progratis hest =uted to vour elients’

- ' L =il O eourpaenl reoguare
weds on television stations represented by NBC i efiuipition ) e |
' 5 araun g a o1 destgn snggestions
Spol Sales .. .oand yvou'll find the hest informed ‘
5% Rl ! . stage properties requived
elevizion representative in the industry is vour

1 co<tiunme snggestions
\BC Spor salesman.

[|||u|||~'1iu11 co=l eslinmiales
television films available
o ek e e O . i : ; .
te nalion s major television stations tn the commeretal film ideas

tation’s major markets are rf'prt'.wuh'd by L Gl animation

SPOT SALES

o

HEW YORK » CHICAGO +« CLEVELAND « HOLLYWOOD - SAN FRANCISCO - WASHINGTON - DENVER

|

;"PTZ——Phiiudelohic + WBZ-TV—Boston + WNBK—Cleveland + WNBW—Washington + WRGB—Schenectady - WIVR—Richmond
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The unversal lanonag

More people sit back and enjoy folk

songs than any other form of musie

In the Madison Avenne
ivory towers of most ad-

vertising agenecies and in the equal-
Iy plush-lined sanctums of most of
their elients. there is a tendeney to
regard Tolk music and its deline-
ators in the same light as the bu-
bonie plague. To most big and
would-be  big users of network
radio. folk music is hillbilly musie,
and hillbilly musie is played on
jugs, washhoards, and other house-
hold appliances. The general dis-
dainful consensus makes folk music

0

o B, B
= ﬁ-".',"-’"_
= et
=
i + &
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oo Q.
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synonymous with pure, unadulter-
ated corn. and ne :u"”—rl*—pvr‘liﬂ;_'
ageney on the 30th floor of a Man-
hattan skyseraper would think of a
nelwork program with appeal only
fn[' “Ill'il:-.‘!.lil'-‘"

Perhaps most folk music is corny.
as compared 1o serious. light elassi-
cal, or even popular music. It can
hardly ever be accused of heing
“smarl” or “sophisticated.” Bul ad-
vertisers and ageney men who sneer-
ingly dismiss it as jug musie with
an appeal only for hayseeds delude
themselves into overlooking an al-
most universal audience. The hand-
ful of national advertisers who use
Western-type programs knows that:
thousands of local advertisers on
hundreds of local stations know it.

Around 1925 smaller stations
l]n'nl:;__']mlll the country i.l(r;.r:ln 1o
program a few local country fid-
dlers. guitarists, ballad singers,
They attraeted a much more wide-
spread Distenership than had been
anticipated, and it was out of these
carly beginning that highly success-
ful “name” folk shows like Grand
Ole Opry and National Barn Dance
were developed. As more folk pro-
grams mel with increasing aceept-
ance, the traditional ballads and
musical styles were rephrased and

re-arranged. with new  instruments

carrving new harmonic 1deas and
structure.  The jug-and-washhoard
bhands—il they had ever heen used
professionally in any other than a
burlesiqque manner- were hul a drop
i the expanding picture of hillbilly
nusie,

The national spotlight really be-
wan to [ocus on country songs when
this type of musie stepped  into
politics.  Jimmy Davis heecame so
popular as the result of writing You
Are My Sunshine and other hill-
billy tunes that he was eleeted to
the ;n\'l']'l::;t'bhip of Louisiana. W.
Lee (“Pappy”™) O'Daniel entered
first the governor’s mansion in
Texas and later the U. 5.
with a musical assist from a hillbilly

band. Roy Acufl, Western filin

star and Grand Ole Opry regular,

Senate

“refused”™ the governorship of Ten-
All of which was labelled,
and perhaps aceurately. as freakish
by political purists— but it thrust
the whole field of folk music deeper
into the national consciousness.

nessec,

[t wasn't until about three years
aso, however. that hillbilly musie
really canie into its own Lo an ex-
tent that indicated its ultimate po-
sition on the American scene, Folk
congs began to make bestselling
lists regularly: new singing stars
were ercated in the mountain music
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Jockeys like Nelson King on WCKY, Cincinnati, spin Western disks to great audiences

field. and recording |-n||||l£lllit':- started
1o find. to their surprise.
that in instances  [olk
1““-'\» Irll|.-n]l:| llln--r' nf }Illll”!l”' :‘II]l;_'I'I'-\

somewhat
sonie artists’

RCA Victor diseovered one of s
heaviest sellers in Eddy Arvnold.
in three vears has <old more than
000,000 records, Victors heliel n
the continning popularity of the folk
field (and also this disk firm’s Tore-
most proponent of ) is evidenced in
i< recenl re-signing of Arold 1o a
seven-year contract. the longest term 1o
which it has ever

whio

signed auyone oul-
sidde ol the sertons and pop nrosie cale-

cories, Also highly signifreant = Vies
tor’s roster of folk and pop artists:
30 Iillbilly - singers currently  under

contract o the labell as against 15

papular artists  and also as against 15
fulk performers three vears ago.
Dicea briehtest Western
star is Lroest Tubb, whe carned over
L0000 in disk royalties Tast year:
Tubl sales were up A 1915 over
the previous hall
as mmny tune- due o the Perillo re-

I:“l"‘r'l?“
vear  on less than

\Mverave single disk <ale
the

cording ban.

for Telde il

saime average ap-
phies 1o abwost all other leading Tolk
singers1ois 300.000-500.0000 Ou per-
~onal appearanees around the country
Fubl has sold, onver the past three
vears, i hallanidlion Tolios of songs he
las revopdied, at T3¢ a sonz book.,
Deveas whose sloewd merchandi=img
podiey constantly has s hoger on the
perlse ol the record-hnving  publiv,
Claims that sery manmy people wlho

wever bought a hilllally platter hefore
I veports
folh-dlisk

are: bovioe them now.

nulil the las<t sexveral vears

sales had been steady but small: now
they represent around 20 of the com-
pam ‘s total sales of |1n||u]alr and classi-
["II -]/1 nllllt race ||'(‘{Ilil‘- ﬂlll] d"'ll]n]\
(,nlumlna Reeords, having made the
2]!11[ a ;,!ullll hi!“ll“_\ l“:'-k
compares favorably in sales with a good

1“3-1'”\ ery

pop pressing and ahnost invariably
lasts longer —is concentrating  much
more  promotion and sales attention

on itz folk field. as are Capitol Records
and other leading disk manufacturers.
The growth of the field has also en-
abled several =hakily spawned (during

the war) record howses not only Lo

sunvive.  but  to show  soshstantial
profits. as well. King Records is a

notable example of a disk firm record-
ing only Willbilly platters and prosper-
ing nicely thereby.

Musie publishing houses also reflect
the widespread  prominence now cn-
Many pro-

formerly
looked with a jawndiced eve on any-
thing  tha hillbilly  corn
would oW |i!1||('l' |ali|!|i.~|l il :_nmli {ll”\
tune than a straiglt ballad. A hreak-
down of the Broadeast
\]ll.‘il'. IJ[ |'||“\',
compositions, runming second
only 1o 20,500,
BN popnlar maosie catalog is a not-
with  16.500

joved by country music,

fesstonal  managers who

r-:l\nl'l'll nf

calalogne of
Ine.. shows the nuinber
2 1000,
music

classical with

loo-=lromng Urird
liteel.
I'il”\

Trom the

==

long
17t eentury when the colon-
i=l= brought (o Nierica their old bal-
and vries.  “Today.

nit=Ie II.'I.‘- e 9 Wiy

lads tradditional

I pical and genuine folk songs are seri-
ous it wature, an L eome fron the heart

and many of them are <till being

"Grand Ole Opry"

sung as they were 300 years ago. There
is also the new-type, modern hillbilly
song—many ol them using the same
musical devices and eliches of Tin Pan
\”l'\ Il‘lll |la.-i lll.a(]L‘
millionaires and national personalities
out of Gene Autry. Roy Rogers, Eddy
Arnold. Rov Acoff. ete. The rhythms
that accompany hoedowns and square
dances still
sivle music a corny  reputation—but
the modernized  ballads  that  many
times in the past several vears have
outnummbered pop tunes on best-selling
music and allracted

numbers—that

remain o give counlry-

record lists have
a nationwide audience.

four net-
work programs preseuting a type of
material and talent which has come of
age in the overall field of entertain-
and music. Autry is on CBS
Satorday nights for Wrigley: Quaker
Oats sponsars Koy Rogers on a Sun-
day alternoon MBS hall-lour: Phillips
Petroleum s the advertiser using the
1O-10:30 po. ABC segment of Nation-
al Barn Dance Saturdays: and 1.1
Reynolds promotes its Prince Albert Lo-
baceo on the 10:50-11 pan. (3at) NBC
portion of Grand Ole Opry. And of
these Antry and Rogers fall more nto
Ine catezory  of straicht music and
.‘:-I'i]:! with a Western |r.1('|\;,frn|n|<{ than
Shows

Yel lm]n}' there are only

nienl

irto o Tolk-music classification.
like Zehe Manners and Judy
represcil rather
|r]'u;_'|':||ll:*.

Canova
than
country-ty pe while
Jones, for all his use of weird
nstruments formerly
ciated with jug bands, i< an oul-and-
out comedy show minus any Jolk con-

Liroad  conmedy
I'l‘;ll
Spike

“nrnsi

HEID

neclion.

fans love Red Foley and Dukel




Old Dominion Barn Dance' has guests like Gene Autry

But as barren of folk programs as
is the network picture. just so thriving
is the view at the local-station level,
Outstanding, of course. among hill-
billy-music programs are the National
Barn Dance and Grand Ole Opry. The
former is the oldest-established Ameri-
can folk program on the air: this
wonth it marks the 25th auniversary
of its first broadeast on WLS. Chicago.
Nearly 2.000.000 paid admissions have
seen the show in the Windy City’s
1.200-scat Eighth Street Theatre since
1932. For 13 vears a }ml'linll of the
7:00-12:00 p.n. Saturday night pro-
gram was sponsored by Alka-Seltzer
on a national network. Phillips” cur-
rent sponsorship of 30 minutes of the
show 1s heard on alimost 100 ABC sta-
tions in the Midwest, South. and far
West.

The most fundamental reason for
the mass appeal of folk music is per-
haps best revealed in the story of how
Grand Ole Opry. WSM's (Nashville.
Tenn.) 2l-year-old nationally-known
hil“l“]) program., got its name. George
Dewey Hay, later familiar to listeners
as Lthe Solemn Old Judge, was wailing,
one night in 1925, for the preceding
network program to end before going
ou the air with his folk frolic over
WM. He heard Dr. Walter Damrosch.
the distinguished conductor, explain.
“While we do not believe there is a
place in the eclassies for realism. this
work so depicts the onrush of a loco-
motive that | have decided 1o include
it in the program of the opera and
the elassies.”

Dr. Damrosch then signed ofl. and

| Please turn to page 61)

Wheeling was tied into knots when WWVA celebrated |6th Anniversary of

Stars
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BLULEPRINT

for a

COVERAGE MAP

Time buyers and researchers agree

on some fundamentals

¥ t.”\'t'l‘.']:_'t' ||!l]]]!“ are Illll_\' l](]'
El EEON| vance signposts on Lhe time-
buying road. Literally millions are
speat each year on multicolor repre-
sentations of what stations purporl to
make available 1o sponsors and agen-
Even the best map.
however. can ouly e an introdue-
tion 1o what should he bought for
an advertiser,

'108s. I'(I\'l']‘upl'

The reason why is elear. As Fdl
Craney (\L stations) points out. what
one station delivers at seven pan. an-
other is delivering an lhour later in the
Very same ]l“lm'e—, Nn coverage Il!;l|1
At the best it will indi-
cile ";n:-i.'l;_'l* l".‘}l(‘l‘[.‘llll"\“ ol a pro-

can show this.

grane or announcenienl over a station.
AL the worse it will indicate the maxi-
minin andience attained by a broad-
caster. dn some cases this maximuom
is made possible by a single program,
i newscast, barn danee. or [rost warn-
ing service. While a map that shows
“average daily audience™ s a helpful
buving index, only a tliny pereentage
of any =tation’s shows reach an “ayer-
age share of andience.” The rest of a
station’s offerings reach either a hiigher-
or lower-tha-ayerage andienee. There
are othe areal |Jrll]1]|'l||r= ol coverage

paps. “Daytime™ s usoally judged 1o

wean from 6 aon to 6 pan. This -
cludes al certain seasons of the year
several carly aan. howrs when the sta-
ton’s ~kywave is almost as ellective as
it s date at nighte. It hregnently i
cludes a pmher ol twilight ours dur-
ing which the skywave again is a
actor. Most daytime maps are based

24

upon the foll “davtime™ hours. This
coverage isn’'t what a station really gets
during a major portion of the sunlight
hours.  And it doesn’t matter what
form of coverage plotting is nsed —
Hooper, BMB, mail. Coulan. or milo-
volt comtour, the early o, and 1wi-
light hours expand the rest of the day-
time serviee area of a station,

There are other factors that are im-
portant when COVErage maps are used
Lo purchase time.  Primary  among
these is what WLW. the “XL7 and
many other slations |'l;lsr~'if}' as their
“merchandisable arca.”™ Laying down
a good elear signal is important bhut
it's also vitally important that the sis-
ual be laid down where people Tive,
where the merchandise advertised is
available. and where roads and trans-
portation make it profitable 10 deliver,
serviee, wud sell. Yery few stations
relate their physical signal and their
listening  audienee 1o their markets,
It would definitely help timebuyers and
1‘]11 .‘ﬂl(':‘! l'Nt'l‘lIli\'(‘h l][ :‘-Illl”.‘“l‘ll'.‘- waere
all station coverage reported in terms
ol “merchandisable areas.”

1. Mail maps would appear to
be a logical proof of listening but
timebuyers are leery of most mail
maps because they know of many
dodges used to secure mail for this
purpose. (Oue station will make an
offer and push it for weeks. News
paper and  point-of-sale displays will
[eature the offer.  Frequently  every
progrant on the air over the station
will make some reference to the give-

away and mail pours in from miles
bevond the normal listening arca of
the station. Thus. if mail maps do not
indicate the type of mail offer upon
which the map is hased. most time.
huyers ignore the maps. 1L lowever.
the map is based upon the regular
daily mail pull of a <tation, and thai
station, like WNAN, Yankton. 5. D.,
i< in the midst of divect-mail country.
then a mail map takes on a significance
nol present when  most t]litlrnlmlilah
stations submit a mail-pull area study.
Mail maps at their hest are but sub-
stitutes for actual rescarch studies of
a stalion’s coverage.

2. Milovolt contour maps are
important, for generally they show the
actual signal strength as checked by
the Federal Communications Commis-
sion in connection with a station's
license. What makes them less than
satisfactory i the fact that signal
strength does not indicate the condi-
tions over which the signal must ride
to be heard in the home. 1 lakes one
signal strength to be leard i the wide-
open and still another to be
strong enongh to be heard over the
man-made static of the eity. Height
ol buildings, number ol eleetrie signs,
streel-var lines with overhead power
lines, and hundreds of other trans-
mitters of noise have a bearing on how

é‘])il['('?-

strong a station’s signal must be 1o be
heard. Noomilovolt contour map can
show this. The Mutnal DBroadeasting
Svstem’s “listenability™  formula s
supposed o take noise level, minera-

SPONSOR




MB 10%

Hooper

Composite map drown for SPONSOR by Howord Wechsler U §

logical and other conditions of the
aground through which the radio wave
must travel, into consideration but as
yet MBS hasn't released any nighttime
maps that sponsors or timebuyers can
check 10 sce if its form of milovolt
eontouring really means anything,
MBS contends that ability to hear is as
vital as actual listening. i.c., if a spon-
sor has a top program which will draw
an audience, his first consideration
must be “can the area to which he's
broadeasting hear his program.” There
will always Dbe milovolt maps.  but
lllt‘}"t‘u not the answer to the need for
ideal coverage information.

3. "Area listening" surveys
such as those currently made for sta-
tions by the C. E. Hooper organization
are good, as far as they go. Very few
of Hooper's coverage studies for sta-
tions show county-by-county listening
because it increases the costs of mak-
ing a survey. and most stalions want to

25 APRIL 1747

Merchandisable area

Milivolt

I

show the audiences they reach (day
and night) with a minimum expense,
Hooper's “area listening”™ surveys are
conducted by posteard.  unlike  his
Hooperatings, and City Hooperatings
which are h'lt-pllunc' coincidental stud-
ies, The llooper organization surveys
only the counties requested by a sta-
tion and his coverage reports are thus
limited to information wncovered in
the counties surveyed. Sinee Hooper
makes certain that his sample is se-
lected so that it is representative of the
area he is surveying, his arca reports
are as accurale as a mail survey can
bhe for the total His
reports generally do not indicate where

arca con l‘rl‘ll.

the listeners are located in the area
surveyed, so for the most part Hooper's
“Arca Listening”™ rcports are limited
in their usage,

4. Conlan coverage maps are
usually the results of coincidental tele-
phone call surveys. His reports are

b

- Merchandisable area

-&W Hooper area study

Conlan coverage area

D BMB 10°: area
[ Mail coverage area
mmemm Milovolt contour outline

generally made for smaller or rural sta-
tions that require low-cost coverage
and listening reports. 1lis
most timebuyers believe, tend to show
more listening than Hooper, BMB or
any other sSurvey, It {!u'j. are ellee-

figures,

tive as indicating relative impaet of a
station in the exael area surveyed.
Conlan coverage reports, like all spe-
cial coverage survevs, must be read
in the small print as well as the big.
Without keeping in mind the area sui
veyed. it's possible to gather entirely
information from

matler

erroneous coverage
any  speeial  study, no whao

makes il.

5. BMB coverage reports are
important if only for one reason. All
BMB studies are made on the same
basis—all the nation's counties are
covered. DBMD figues arc ald:
sinee the base for the first report was

oW

oncesa-week  listening, they are less

£

(Please tuen (o page 3G)
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TEXACO'S SPONSORSHIP OF METROPOLITAN

OPERA BROADCASTS

IS PRESTIGE-BUILDING AND ADDRESSED TO TOP.LEVEL PROSPECH™

The automotive picture

Gas and oil refiners hit hard via

PART FOUR

OF A SERIES

broadeast advertising. with seleetive

and regional networks preferred

il Oil and hroadeast advertis-
LA g have heen mixing hap-
pily late 192007,
nearly 6000 of the 105 major oil com-
panivs i the country’s 87708000,

sinee the Today,

D00 petrolenm andustry are cither on
e

=er= 1![ QN 0Hr e f~:|m- ||i l'T”&l'I'

dair Al presenl. oroare Ill’lilltlil'

cast advertising, The motive for heing
o the air in practically sver case is
to =l il

\ Tew firms also use hroad-

amtvmotive and  consmmer
|rl|u|||l'l~.
a=ting for an institutional jole. Typi
val ol ”-H-rpnh}'uu
fpeea hrowdeasts In the Texas Com-

e the Newe Yok Philhar nronie

=il ‘l ‘-.]la\‘\‘- HEL

AN

by New Jersen™s hmge Standard (01
Coonpany e =elling et ol hroad-
cast adverlising is nol ‘_'II"']I't] In
these Tirms, ey ||.'i"|\-|-l|l this “win-
dow  dressing™ with network  radio.

network TNL o selevtive air advertis-

e to do o hard-hitting selling jobh.
Pl oi) tndnstrv, Tor the most part,

ol aware of Liroadeast il.ii\l'“i“-lllf_“"

1918 wholesal all provlueis
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ability to raise the level of brand-
name  buying in automotive gasoline
and lubricating oil produets. In 1928,
when radio was largely an unexplored
ahoul
thirds of the country’s ear owners were

advertising  wilderness, Lwo-
asking for partienlar brands of gaso-
1919, alter

steadily-increasing  oil-industry

line. In two decades ol
IJIII-In
<elling. more than wine-tenths of the
car omners in the U, S, do their LHLEUE

line  baving  on o steictly  brand-
preference hasis, often driving hlocks
ont of their way to buy their favorit

bramd of gas,

Radio. and more recently TV can-
o, of cowr=e. claim all the eredit,
Refiners use nearly  every  lorm of

macazine. tade. outdoor, anil
in the hook. Bt
the over-all <hare of broadeast adver
ad |'I||]j_'rl~ has

space
direct-mail -i'”iil','
tising i oil-industry
climbed steadilv, nntil now it s larger
than any other  single  advertising
medim,

The explanation for the heavy vse

of radio and TV by oil firms lies in
the t[ll.l'.':-ilillll of who Illl_\'b ]n.‘ll'u]l'lilll
products . .. and where, A litle more
than 6197 of the domestic consumption
ol all |-¢'I|'u|l'l|lll |‘|ut|i|rl:- is in various
1\ pes of ;;;lr-u]inl- and lubricants, Sev-
euty per cent of the sales are chianneled
through service stations, who will do
a £5.000.000.000 yetail business this
vear, Much of the remaining domes-
tic consumption of gas and oil is ae-

connted for in sales throngh “secon-

dary  outlets™  (auto  dealers.  repair
-Ihllh. aceessories  dealers. ;.!l'lil'l'ﬂ}
stores. ete, ). The last segment of do-

mestic o1l and gas nll-lllll[nlinll i= fleet.
aviation. and industrial poreliases, and
A zood deal of the

pil industry s non-automotive produets

military buying.

(in=ecticides, |i;_'|1Ia'r fluid, ete.) and
“stde-line” ftems like anto pals aml
aceessories hearing hrand names of oil
firms i= also =old mainly through serv.
fee slialions Lo ear oWwners.,

The oil ndustey therefore |||-|n'|1||.~
on the likes and dislikes of individual
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A INAME M NETWORK TV NETWORK
Aetna Oil
American Qil Music
Atlantic Refining Sports (East) Sports
Cities Service Music
Continental Qil
Esso Standard Oil
Fleet-Wing Corp.
Gulf 0il Variety Variety
Humble Oil Sports (S.W.)
MacMillan Petroleum
Pate Oil
Phillips Oil Folk Music (West)
Pure Oil News [East)
Richfield Qil News [Pacific)
Shell Oil
Signal Qil Mystery [(Pacific)
Sinclair Refining
Skelly Oil News [Midwest)
Socony-Vacuum Gil One-shots
Standard Oil (N.J.) .s=h°h:;‘$;fms’
Standard Qil of Calif. Symphony
Standard Oil (Indiana) Spﬁ:::;e?:ﬁdwesﬂ
Sun Oil News [East)
Texas Co. I 3:'3':;" Comedy
Tide Water Assoc. Oil Sports [West)
Union Qil News [Pacific)

How petroleum auto products are being sold on

SELECTIVE AM

Announcements-News

the air

SELECTIVE TV

Sports (] sta)
News [3 stal Announcements
[2 stal
News (2 sta)
Hews (43 sta) Announcements

Partic (1 stal

Announcements
Aud Partic (] stal
Announcements
{1 stal
Announcements

News [40 stal

Announcements Time breaks [1 stal

News (10 stal

News (2] stal

News (8 stal

One-shot films

motorists for most of its living, These
motorists are ]Il‘rliih' in all :-rn-if'i_\' and
income groups. city dwellers and roral-
ites, owning brand-new 1919 cars, pre-
war cars. aid Model T Fords, It is
ol advertising’s
proven ability to veach all income and

Liceanse hroadeast
buving levels that an selling is con-
sidered 1o be suel a powerful sales
Lanl.

The

HERL

ool s Illi'rlmi |Iu|.i\, ]lf‘l'.lll“l'

oil

lizhly R titive hasis.

gas products are again on a
Supply has

exceeded demamd with vivtally every

firm. Wartime and postwar an
cornme i:il‘ |'.I"|'f| o a [1][f'|| Loy cone-
sorve  oasaline  ar .|1I~l a4 menmry.
Fhat's larsely the yeason why  only
one ol firme Mmerican Ol s using
hroadeast advertising at the level of
network radio to do a joly that is pri
narily institional, \Vimerican Spon-

28

sors Carnegie Hall, a Sunday nighi
classical music program on ABC. Until
recently, Ameriean sponsored Profes-
sor Quiz on the same network, and
sold millions of gallons of gasoline and
oil with his help. However. last July
\mevican’s top exceutives realized that
Vineriean, alone of the major oil pro-
tlucers. had a sales demand that was
higher than the rate of production.
Nol \\.l!l!itl;_' Lo t]l"l|l oul of radin,
\imerican sw i!t’ih't] Lo ils present cliow.
which has a greatly reduced sales im-
paet hut mueh more of the “red-carpelt-
and-plush™ air aboul it.  American’s
ad budget (31.250.000) would not be
enongh 1o cover an additional show
designed primarily to hoost the sales
the firm
stand in the near future as ]u'mhlulnm

curve. so may reverse s

exeeods demand.
Cities Service, one of the Tew firms

with “national”™ distribution, tries Lo
straddle the fenee between institutional
rand selling  with
Band of dmerica. For more than 20
vears, Cities Service sponsored the in-
stitutional  Highways of Melody on
ABC. Last vear. alter ratings had de-

advertising direel

clined. and many of Cities Serviee's
1 LOOO dealers had asked o
that  would help them  sell. the oil
firm changed o Band of America. The
new show, whieh aceounts for most of
Cities Serviee’s 82,000,000 ad budget,

i :-Illl\\'

i< believed Iy the firm 1o have a tre-
mendons following among the many
of (and
who al one time or another

millions \meriean  men

women
plaved in college. high school. mili-

Volunteer  Fivemen’s

|.'il'_\'. Or  even
bands,  The program is widely pro-
moted 1o Cities Serviee dealers, whoe
( Please turn to page [5)
SPONSOR




"Aqnim! the Storm"

a serial on Mutual, is

(_’ BT Pioneer advertisers like

General Mills, Quaker Oats,
and others, who took the plunge into
daytime the 30s.

weren't concerned with why the serials

scrials in carly

stirred iiun-r\\ifrl_\ emolions. o1
whether the quality and quantity of
these emotions had aoything to do with
how well the commercials worked.
Those questions came later, along
with research that showed there was
a definite connection between emo-
tional response and sales effectiveness.
The main «question  originally  was:
“Will they listen to davtime serials?”
When Blackett-Sample-1Tummert pro
posed a strip called Mary and DBob,
General Mills agreed to have it tran-
scribed and tested in both day and

25 APRIL 1949

\.
d

)

(-] PEddeY dwi\rd winner among soap

operas

night periods in several cities to see
II]' ‘Il"\\ |ll|“|’"i

It was eventually assigned the

what would happen.
\\1'IE.
charming davtime listeners
under the new title of Detty and Loh

The agency changed “Mary™ 1o “Betty ™

'tl]l_\' of

when somebody remembered that True

Story had featured a pai

of characters called Mary and Bol.
Among the Chicago experimenters

niasazine

who were hinding new .I.!rlrl".ll‘- lo cap
ture feminine ears in the davtime. wer
men now identified with other aspeets
There was Clinton S, Ferris
HOW a v.p. of Ted Bates. luc.. New
York. then a |'ni.'ti'l\rlt-_“.'li1:]|||--|||1|||r|u-|l
o1 Mills
who helped nurture Betty and Dob. An
other was Edward Aleshir

ol radio.

accounl execulive General

who helped

PART TWO |

The secret
life ol a
S0
Opera

Women listen for two

reasons: enjoyment and

isvehological release
. -

.h-\1-||.|| the orizinal Ma Perkins al
WLW. Cincinnati. He went 1o Chicage
and became head of the B-S.1 radio
1]|'}l.‘ll|l||l'l.lt. where he [
tricks thai

[orm a sure-fire

hie t}'lli -:- Visd
made the new progran
wdience-zetter. 1
now
Harry B, Cohen
York

\ssocialed with Aleshire was Larry
Milhiean, a B-5-H acecount ex
for Oxyvdol, who also contr

radio director and op hi i

\dvertisine, N

ing eutdance to the fledslin Wa I’

s wrille i lhos 1\

\ndiews 1 Chicazo Dail \
porler ditor of its Mid

zine, and tater by Frank Dahoe Dahn
v Chicago Tribune man, wrol /

Orphan Annre lar many yed \n

29



Psychological sequenee of NIBC strips

Patience's profits are cxplained to day- 'Round the corner there's contentment is the Glamour glitters, and all of those who seek
time listeners in 'Pepper Young's Family"  siren song of radio program '"Right to Happiness" it find many great problems, says "Backstage Wife"

Mother sacrifize has its own payments Woman the manager and puller of strings Two kinds of love and love of your family
s the age-old appeal of "Stella Dallas” is the escape in "Lorenzo Jones" daily radio tale have many recompenses, says "Young Widder Brown"

Psychological sequence of CIBS strips

Woman is superior is the tug at feminine

Mo?uri?y's romance is vividly reflected for MOI'IC)' isn't every‘l‘hing is assurance Our
dialers' unconscious in "Big Sister' radio program!

Il who fear that it is lost in "Helen Trent Gal Sunday" tries to give its listening audience



]Wisdom's font is "Mas Perkins" who tries
]fo make women feel superior to any problem

|

drews, who had once won a Royal
Tl\lll‘\\ riter _‘!]ll‘l]"lll'(‘ll .\[Il‘l'(l l\lli[l;_‘
championship, could plot a story laster
than he coukd type. He maintained a
pace ol more than 100,000 words a
week for many years. This included
at least five serial seripts a day until
he quit in 1912 and went o Holly-
wood to write movies, 1lis reason for
quitting: 1 just got tired.”

In sa far as the record revcals, the
mmmediate r-pu‘iﬁr ancestor  of  the
serial drama was not a dialogued
play at all. but a serialized novel, The
Stolen Husband. This was typical soap
opera malerial, It was written by Bol
Andrews, and read in daily install-
ments by David Owen, who later pro-
duced and directed “{‘H_\' and Bob.

Owen changed his voice to indicate
The appeal
zoomed toward the last when Andrews

the vartous characters.

wrole the final (‘]mph'rs in l|ialn;_-'lu'
which was handled by several actors.
This experiment, conceived by Frank
Hummert, and sponsored on WBBM
by Quaker Oats, prepared the way for
serials as t]wy are lnda_\' h_\' [m:\'illg
that women would listen to dialogued
stories.  Owen became supervisor of
daytime radio for Dancer-Fitzgerald-
Sample in New York.

There is a school of thought which
holds that the two people who were
destined to become the most im]mrlalll
producers of davtime serials in the
business were only responding decis-
ively to certain imperious drives from
the realm of the Freudian “uncon-
If this is so, the history of
soap opera has much for which 1o
thank the “unconscious™ of Frank and
Anne Hummmert. And. according 1o
critics, much for which to blame it

The Hummerts had  well-defined

- "
SClOUS.

believe.

ileas of why women listened to their
serials. They consider the inlormation
a trade seeret, and have never given,
for publication, any comprehensive ex-
pn.-i]i:-li ol their ideas.

Homnert had been a reporter be-
fore becoming an  adverlising  copy
writer, lle |<\rnlll.‘l|1l\ headed the com
stall of Lord & Thomas in New York,
Most of the early writers of daytime
serials had either dealt closely with
people, as had lrna Phillips. a school
teacher, or had suceessfully  written
magazine and other fction, as had
Elaine Carrington and Maolly Berg,

When Blackett & sample in Chicazo
wanted a top-flight idea man for thei
team, they hired Nummert in 1927
and added his name to the firm name,
though he was never a partuer. Hum-
mert’s assistant, Mrs. Anne Ashenhurst,
had been a reporter, and soon showed
an easy knack of making up story
lines and writing listenable dialogue.
They were married in 1935,

It has been the attitude of nearly
all creative people through the ages
(excepling writers who were also lit-
erary critics) that il you can know
what P{'ﬂ]'lll' wanl to see. read, hear.
ete., it doesn’t matler why.

This has worked out very well for
the artist. A writer. for example,
through his characters and their action
unconsciously expresses certain of his
own psychological necds and desires.
This fact. according to psyehological
theory, is mherent and automatic in
writing a story. regardless of what the
conscious purpose of the writer may
]Il_'.

But the listener to a soap opera may
respond in many ways to the story.
On the conscious level she may think
she likes it because it's enterlaining,

Ideals pay is what every woman would like to

"Young Doctor Malone" tells her they de

trie to life, because <he k ATHS SO
lllin:_'. ete. O less sl |---..l||.
logical levels, howeser, wo listener is
able 1o "\lrl.{ill wihiy =l lislens, It
i= just these reasons Tor Hstening, un-
explainable by the Listener, that ar
vital o the advertiser. They open U

IiHIH' Lit I“H'!"-'l-‘l”'_' lh" I'l".'.'l-|||| = 1
pact and making the progrant itsell do
more for the commercial.

It is the unvonscions |1~.nl|n-|.|»:'|1 al
ilii!i(’.’l] of the sertal dreama that |.'lJ;;rh
determines  the nature of its hasi
theme,  On, ln--ki!!_‘.‘ at it from  the
listener’s standpoint, it is her psyeho-
logical needs and desires that deter-
mine how strong an appeal a given
theme has Tor her.

It is true, as Orin Tovrov (who
now writes Ma Perkins) has observed,
that most people suffer more or less
from loneliness and lack of love. It's
akko well known that “little™ people,
people “unsuccessful™ frowr the <tand-
point of worldly position and power,
find a viearious satislaction, an escape.
through the
opera plots) of “unsuccessful people™

“success stories”  (soap
(most listeners). This is one of the
ideas back of all Hummert serials,

But to determine more accurately
why women listen to daytime serials
requires knowledge of certain psycho-
logical characteristics of the listeners,
Drs. W. Llovd Warner and William
5. Henry of the University of Chi-
cago’s Committee on Human Develop-
ment have |1rmitl('l] some inleresting
and useful answers in their wono-
graph, The Radio Day Time Serial:
A Syinbolic Analysis.

This study was primarily concerned

with a sample of listeners falling into
what was designated as the Common
(Please turn to page 62)

Spirifual guidunce is found by thousands who
are urqed to look within in "Guiding Light'" program
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| Singin® Sam
| - .
: the man behind over 200 Successful sales curves
Il For the sponsor interested in sales, Singin® Sam presents a unigue :
; opportunity, For never in radio’s history has there heen a personality
i like Sam . . . never before a program series with such an ontstanding
- record of major sales successes unbroken by a single failure. t
’ These arve strong  statements  that  ecarry tremendous  weight  with
- ! prospective program puorchasers . . . if supported by facts. Al
I j]L facts we have in abundance . . . high Hoopers. congratulatory letters.
? ‘ expressions  of real appreciation by advertisers themselves, actual
; before and after stories backed with  the concrete figures.
; This 153-minute transeribed program series is the show
‘ vou need 1o produce results. Write. wire, or telephone

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

popularity and pmll, the show is reasonably priced.

:
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1

Singin" Sam—Amerieca’s greatest
radio salesman. Assisted by Charlie
Magnante and his orchestra and
the justly famous Mullen Sisters.

Write jor injormation on these TSI shows

® VMr. Rumple Bumple

® Taby's Corntussel News

® Life in the Great Oundoors
® The Dream Weaver

® Mike-ing History

* Wing= of Song

* Rip Lawson. Adventurer

TRANSCRIPTION SALES, INC., .7WestHshst

New York — 47 West 56th St., Co.

Springtfield, Ohio
Telephone 2'49744

Chicago—612 N. Michigan Ave., Superior 7-3053
Hollywood — 6381 Hollywood Blvd., Hollywood 9-5500
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WOR'S JOHN GAMBLING EXPLAINS TO RETAIL GROCER HOW HE'S HELPING TO PUSH USE OF HUDSON PAPER NAPKINS

—==%

Hoy

osellamapkm ... ...

has stepped ap its radio (o make paper

picnics and  wienie
were OUK, Dul.

For

roasts they

: a few vears ago. the hostess
whao trotted ont paper napkins for her

dinner enests was almost sue to he
sreeted  with lifted evebrows, The
[Tl ]’|l||= anil |’.‘|||:'| Co.. a vela

Ii\:'|_\ -|||.1|| Nt \Illk arpes firm, was
woell aware of the [I];Ir!' that thei papel
for that
The

cencrations had

napkins, o anyvhody else’s
matter, held in the social seale,

living habit for

|I!‘-]{
Lyerenr Loy e [.Illlii' ||.'||rLil]= of Iilll'l! ni
coltaon for eversthinge from  embassy

34

napkins a honsehold necessity

banquets to kitehen  snacks,  Paper

napkins had their place . .. wrapped
around a sandwich or on the counter
ol a ighway diner,

The problem facing the Huodson firm
and its newly-acquired  adyentising
acency. Duane Jones Co. in 1913 was
two-fold. First. the humble paper nap-
kin needed “dressing up.”™ Paper nap-
kins needed “elass .I|||u'ii|." and per-
haps a dash of glamor. The buying
had 1o
hroadeast advertising. <aid the ageney

to the fact that madern paper nap-

puliis be educated  throngh

kins could grace the hest of tables,
After all. reasoned elient and agenev.
the educational job had been done he-
fore with Tacial tissues. International
Prodocts had ntrodoced
(Kleenex) into @
v [ahrie handker-
chiefs, Kleenex had heen promoted so
well that 907
iea were buving  facial tissues. and

Cellneotton
their
market dominated In

lacial tissues

of the women in Amer-

seven oul of ten ol those sales were
packages of Kleenex, Maybe. figured
”Iu':-nll. il l'[?lllli II(' ll\‘”ll' \\il't |I.'|.Ii|l'1
naphins,
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Means More Sales!

@ BACKED BY MOST POWIRFUL ADVIRTISING
IN THE BUSINESS~ 352 WIEKS A YEAR)

I'm Johu Gambling, yoor NEW Hedsoa
Salesman selling Hodsen 3 days o week
on station WOR...7:15—8:00 AM

- JOWN CAMBLING O3 mineame = § darys o wnet |

» CHARLES P MCARTHT WD .. | sbeten — § days o wuh |
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* “HPOTT CAMPAIGN . & Smss o weskl

NEWSPAPERS
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LARGEST-SELLING PAPER
NAPKIN IN THE WORLD

Top Profits !
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Madam: Pleato decept
5 UTILITY
BRUSHES

REGULAR VALUE 51.00

YOURS 2 s¢
ONLY
AMD THE TOP FEOM A PACKACE OF
HUDSON PAPER NAPKINS

OFFER MADE TO INDUCE YOU TO TRY
WONDERFUL HUDSON PAPER NAPKINS
® We olffey you thewr § grand broches ot o fractes of
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GREGOR ZIEMER,
NEWS COMMENTATOR

Educator, Foreign Correspondent, World Traveler,
Lecturer; Author of “"Education for Death’” which was
made into motion pictures “'Hitler's Children’ and
"Education for Death.”

Dr. Ziemer has talked with people in 42 different
countries and has been an educator on three
continents. He knows what he is talking about—
and the people in this area listen!/

For available time contact Radio Sales or WRVA.

The Edgewarth
Broa ng Seruice
Richmond & Norjoll, Va.

16

About
DR. ZIEMER

7YY

AUTHOR:

"Two Thousand and Ten Days
of Hitler,” “Education for Death,”
made into two motion pictures,
translated into 12 languages.

7Y

CONTRIBUTOR:

Saturday Evening Post, Reader’s
Digest, Townand Country, Collier's,
Mademoiselle, Liberty, American
Mercury, Look, Public Opinion
Quarterly; Numerous Newspapers.

7YY

RADIO SPEAKER:

Over 1,000 successive radio pro-
grams on WLW. Appeared as Mod-
crator and Speaker on America's
Town Meeting. Substituted for H.
V. Kaltenborn on N.3.C. Broadcast
over B.B.C., Radio Luxembourg,
C.B.S. and 25 other stations.

rry

LECTURER:

Lectured at Town Hall, N. Y,
and most unportant platforms from
coast to coast. Series of 75 lectures
in England, numberless lectures
across Europe and Orient

rry

WHO'’S WHO IN AMERICA

“Ziwemer, Gregor (Ze'met) cducator, aathor; b
Columbia, Miich, May 24, 1599 s Rev. Roben
and Adell Von Rohr (Grabau) Z.B.A., U of I}
M.A., U of Mian.; Ph.D., U. of Betlin; m. Edna
E, Wilson, May 29, 1926; 1| daughter, Parsy, Mem.
stall Patk Region Jumior Coll, head journalism
dept.: supervisor of schls. Philippine  Islands,
1926-28; founder, Am, Colony 5ch., Berhin, 1928;
Bethn corr., New Yoark Herald, London Daily
Mail, Chicago Tnbune; lectuter, tadio news.
caster, (WLW, Cincinnati) in U, S since Betlin
Sch. closed by war: joined spl. war agency, June
1044, overscas with SUHAEF served as i, colonel
ith Armored Div, 3¢d Army, 1913 mil. gow
work in Bavana with SHAEF o help orgamize
newspapers in Gormany. 192461948 Educational
Ditecror Town 1lall, N. Y. Memn, Amencan
Legion, Overseas Press Club, Ama (Association
Radio News Analysts), Cuvier Press Club, Tau
Kappa Alpha, Kappa Delia Pi, Deta Sigma Psi
Author. (with daopheer Parwy) Two Thousand
and Ten Days ot Hieler; Education for Death;
The Making of 4 Nazn, 1991, Should Hider's
Children Live, 1946, (Movon Pictures) Hitler's
Clildren; Educarion for Death. Contbe to mags
Lecturer on Re-educanon of Germany

SPONSOR




Hudson came to radio fiest in the
Boston market, as a trial run in 1915,
The ageney. alter lv.-«li:lg copy themes
(via selective announcements)  and
preliminary premium pull in Boston,
switched from straight announcement
broadeasting to programing, and was
I‘I:ad_\' to tackle the wheelhorse of the
Hudson selling operation . . . New
York.

Hudson napkins are bought primar-
ily by women, so the program had to
have a high feminine factor in its
audicnee composition.  The  straight,
“reason-why" copy vsed was aimed at
women, and emphasis was divided le-
tween plugging the idea of paper nap-
kins on the dinner table and stressing
the quality, appearance, and dispos-
ability of the Hudson brand in par-
ticular.

Hudson’s first real program  pur-
chase was newscaster lenry Gladstone
on New York’s WOR. Since the pro-
gram rap on a daily 10-10:30 a.m.
basis and had a preponderance of
women in its audience, it was a good
buy for Hudson. Like Peter Paul
Candy. Hudson bought only a thrice-
weekly portion of the program, in or-
der to reach 90 of the average
weekly audienee (the daily turnover in
regularly-scheduled newscasts is only
1077) at 5077 of the regular weekly
costs for the whole Monday-Saturday
strip.

Since Hudson's initial use of radio,
the air-sclling has been on a straight
basis for 40 weeks of the year. The
remaining 12 wecks (actually the last
three weeks of every 13-week eyele)
are devoted to a self-liquidating pre-
mium campaign. The ageney has found
that the premium cost-per-inquiry is
the cheapest form of [orced-sampling
of a full-sized package that can be oh-
tained, usually running around 18¢
per veturn in selective broadeasting.
This makes it considerably cheaper to
reach new users for a packaged prod-
uct by using broadeast sampling meth-
ods than by using other media. (Other
average cosls:  magazines—=3S1:17:
newspapers—22¢ to 36¢). It is [ar
cheaper than free sampling on a door-
to-door basis (either through the use
of products or by couponing). The
premiums that Hudson and wmost of
the other premium-using clients at
Duane Jones use usually cost the
housewife 25¢ and a boxtop, and run
to such things as jewclry, kitchen
gadgets, knives. housewears and so
forth,

The premiums on the Cladstone

25 APRIL 1949

show. and on the other luadson radio
operations  in the Fast. pulled well
from the start. Out of cvery 10.000
preminm veturns that Huodson gets, the
paper firm and the ageney figure that
5,000 are from people sampling the
product for the first time. Of this
5.000 group. half will stay on as loyal
product users, and the other hall will
drift back to being members of the
“floating™ market, that is gencrally
estimated to be around 3077 ol the
total market for packaged products.
By 1916, Iudson’s radio had bLeen
extended to most of the principal mar-
kets in its distribution area along the

SURE,

some Chicago stations

can be heard in South Bend

.. ..but the aud

LISTENS

to WS BT'

ience

Fastern Seaboard.  The  programing
axis still revolved arowmid Newseasls
tunlike Peter Paul. the country’s lead-
ing user ol newseasts on a sclective
basis, ludson had their newscasters
110'“!;_' the lludson commereials from
the beginning instead of hiring a sepa-
rate announcer ). DBut in 1916, Hudson
made a basic change in their program-
ing approach, They switched to a
transevibed soap opera. Adunt Mary,
that had done a successful job on the
West Coast for another advertiser. The
Duane Jones organization lecls tha
serial dramas are among the most el
feetive vehieles in broadeasting,

PAUL

There's a whale of a big difference hetwieen
“reaching” a market and eovering it! Some
Chicago stations send a signal into South
Bend  but the andience listens to WSBT. No

other station—Chicago, local, or elsewhere —

even comes close in Share of Andience,

NSB

“(!nlu-r proves it,

-S0UTH BEND

5000

H. RAYMER COMPANY +« NATIONAL

CBS

REPRESENTATIVE

37




he transeribed <o opera van o
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2w ok [ riod '1|-1I1|:_ a hive-lines-
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ket durine
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1016, In
Hudson  contimued 1o
annonueements,  and
While Aunt

Hudson, it
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was on the air [or
one thing that
made Huadson a little Teery of the show.
Al 1 diflicult 16

arinerTs I asl

whieved a high rating.

Wil=
l]ll'
Hud=an line,

o promole
i
\though the copy was
the  pape
as a ={u-.1f1h'.‘u1 of the hine
(the other |'I-n}lul~

timed  entirely at selling
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who stocked the

the hox, with the box itsell acling as
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couldun’t eet exeited over a show Lhat
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arocers

wasn' L too well known, that didu’t have

a hich vating. and whieh was on

air al an hour when few of them could

hear it taround nooni.
When the for

to renew the contraects, the paper finm

Lime came Hudson
was busilv considering the coustrue-
tion of a new paper ndl in Florida.
;1”'] \\"l“]l'li]l;; It“\\ Lo I-:li.‘l' IIH' l]|l|]||'7| -
\ stock tssue and an issue of 53.000.-
000 worth of debentures raised quick
capital, but Hudson was in a position
{ Please turn to page 1Ly

‘SOUTHWEST VIRGINIA'S pm RADIO STATION

ld-Cimer with young 1deas

We're not resting on our service re-
We ably

cord of twenty-five years.
complement our CBS schedule
with shows built to the needs of
our region: that includes one of
the top news depart-
ments in Virginia.
We're strong on pro-
motion, too. So, for
your share of the

near billion our lis-
teners spend each

year—contact Free
& Peters!

Using total BMB corverage and Sales Management's

marlet  figures, WDBJ's area represents 35.73% of

Virginia's Cand T.90V of West Virginia’s) total buying

power!

WDBJ

CBS « 5000 WATTS - 960 KC

Owned and Operated by the
TIMES-WORLD CORPORATION

ROANOKE, VA. .g

FREE & PETERS, INC., National Represenialives
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COVERAGE MAPS

(Continued from page 25)

than satisfactory., Future BMDB fhgures
will present data for 1-2 times a week
limes
and 6-7 times a week audience.

listcning, 3-5 a week dialing,
The
reason why this information has been
added to the once-n-week listening hig-
the relative
impact of a station on a day-hy-day
instead of weekly hasis. A Grand Ole
Opry (WSM)
Dance (WLS)
ing ol a station far bevond its regular
day-by-day  andience.  This
extends the regular station’s ecoverage

nie is in order to show

or a National Barn

can extend the listen-
listening

when the base is once-a-week dialing,
A sponsor using a BMDB map for any
station that has an outstanding pro-
gram which is not duplicated in its
entirety by any other station will ex-
peet regular coverage for that station
far beyond its hour-by-hour audience.
This of course can also he true of an
outstanding daily program, like the
Richfield Reporter on the West Coast
which is a tradition in many [amilies
and which is wned regardless of how
far away the station is over which it’s
hroadeast.

A BMB daytime map is also heir
to the disease which records as daytime
listening the dialing before § aam, and
during the twilight hours when a sky-
wive pushes a stalion’s signal way De-
L= (Ii]}“llll’ ellective
listening area. This has caused BMB

vond normal
plenty of trouble. since some daytime
stations were reported as having night-
time coverage which they did haye—in
the summertime.

Under the
habit of hstening is steady. This gives
some stability to a BMB report. How-

normal  cireumstanecs

ever. a major shift of programs such
as recently occurred from NBC o CHS
will hahit
night. When a major change like this
takes place any coverage survey, made

change a  listening OV el

o a listening base and made before
the change. is outmoded  overnight.
This underlines the major timebuying
fuet made earlier in this report. A
coverage map is only a signpost on the
tunchbuving road. Onee the signposl
is read. the need for rating figures for
the hour and day becomes paramount.

6. Merchandisable area cover-
age maps well plotted are the clearest
sign posts along the timebuying road.
This is beeause they ean amd should
show the area a station covers that is
wortlwhile merchamdising. Al mar-

{ Please tarn to page 45
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! ... 1948

CASH INCOME
(Average)

The

For ANY product you have to sell—the
WOW-Land farmer is the best customer in
the world! His cash farm income in 1948
was $8,200 (average). In the aggregate this
makes WOW-land . ..

A $2.6 BILLION DOLLAR FARM MARKET...
OR . . . nearly 10 per cent of ALL the
1948 cash farm income in the U.S.A.

This is not a new situation. The past ten
years have been the biggest farm income
years in WOW-land history. And there are
317,000 farms in the area served by WOW
—32% of all farms in Iowa, Nebraska, Min-
nesota, Kansas, Missouri and South Dakota.
The $8,200 average cash income figure is
conservative, because WOW-land includes
the better-than-average farm areas in the
states it serves.

The World s BEST @%él'amefz

“WOW-LAND” FARMER!

A recent rural survey gives WOW a
347 share of audience at points 65 to 100
miles from Omaha. It is the ONLY adver-
tising medium that covers ALL this area.

RADIO STATION

H u c w:uc.

OMAHA, NEBRASKA
590 KC - NBC - 5000 WATTS

Owner and Operator of

KKODY AT NORTH PLATTE

John J. Gillin, Jr., President & Gen'l Mgr.
John Blair & Co., Representatives

TWENTY-SIX YEARS OF SERVICE IN THE RICH MISSOURI VALLEY

25 APRIL 1949
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MORGAN'S CREW

. GERARD, famous for his unrcconstructed
voice; for the face that frichtencd
guest-sponsor I'red Allen into remonstrating
“What s this? Give me a stick so | can

beat it to death!”’

e .. LISA KIRK, singing sensation of
Cole Porter’s “*Kiss Me, Kate,”” and the
accomplished music of Milton Katims and

his orchestra,

«s. PATSY KELLY, uneasy owner of the cigar

store and hilarious hunter of men.

THE HENRY MORGAN SHOW has everything
—cverything but a full-time sponsor
who won’t flinch when | his sales go up like a

jack-in-the-hox.

THE HENRY MORGAMN SHOW is one ol the mony choice NB(

i, T

for low-cost sponsorship. Informotion on these new progroms ovoiloble on request,

e



The
Picked Panel
ANSWErS

Mpre. Sherman

Two uestions
deserve two  ane
swers: in Lhis

case, ves amed no,
I a radio station

serves a rural
area 1Il \\||i| II
listeners are nol
close Lo I:'I.‘li]

onllets,
station can ofler
i audienee opportunities to huy ineri-
torions products not avarlable. for in-
stanee. in the country store. then the
broadeaster is performing a definite
.‘-I-Illlllil
by all means carry divectanail adver-
Lising.

On the other
i= located o oan urban market that is

serviee Lo Ili'- l]“"'lll'l'“. Jlllll

hand, il yvour station

highly  eompetitivee. and  there  are
thousands of retailers in the area sell-
ing all kinds ol mevehandise, then the
station might wanl to protect its local
the direet-mail adver-

retailers from

ti=cr<, because these very =ame retail-
crs mizht he prospective sponsors on
vour awn <lalion,
OF conrse. another Tactar that deter
will
Illt'
m the

s whether a station aceepl

direct-mail  hosiness 1< statiog s

[y
fiy 1l

hillings. slal o 1s “redd,”

IR (Y then the average sales
manager will grasp for any revenue al
HI
tion with crowded comnnereial <thesl-

healthy hillinge

all. includhing divect mail, a sla-

tilees .IIIlI i -----.1--1.!“\
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aml  the

Mr. Spomsbr asks...

“Divectamail selling—does it or does it not belong in

broadeasting?™

Charles Sherman

sitnation will not be inveigled  intn
taking this type of account.

Here at WNEW, we have made a
careful analysis of the problems in-
volved in broadeast mail-order adver-
tising, not only in the light of the his.
tory of such advertising. but also from
the viewpoint of our eurrent experi-
For the part,
found mail-order acounts to be trouble-
some and highly transient. 1n

cHee, sl we have
3 View
of these facts we recently established
a new poliey which states that WNEW
will not sell time 1o advertisers whose
only means of distribution is by mail.

Ity HerBERT

Vop., Chige of Sales

WNEIW. New York

When  the  Duo-
Mont  Television
Network
barked on its pol-
.Il:'_\‘ of

regular
rI a \ | l e !I['n-
agraming. it had
no grandiose no-

tions of  com-

manding mass
andiences Tor the

What we eould

and ||ii| }ll'nn:].\t- DU sPpONsors wils |'t!'.\'~

morning

Progranis,

cost advertising that would reach a
cpecifie andience with high impact.

W hat has vesulted for DuMont =ince
we wenl on in the l|:|_\|i!lll' has prroven
tha

does belomg on the air—al
at DaMout are
Onr mail pull shows s

o s direet-mail  advertising
defimitely
lesi=t as far as we here
voncermind.
that  direct-amail

ciallv resultful when produoet= can he

advertising s espe-
viewed and demonstrated,

\ lew instanees will prove the pninl:
\\ |I¢"i|

Viee Brrrows, who condocts a

Director of Advertising
Doubledoy & Co., New York

sewing  program  called the Needle
.‘ﬂlllfi. offered viewers a free booklet,
the client {Ameriean Lady Rug Com-
pany) received an immediate response
of over 500 requests, The following
week the sponsor asked that the offer
not be repeated. due to his inability
to handle the volume of requests,

On one of Kathi Norris” Your Tele-
vision Shopper programs, a small sam-
1-||' of Coty perfume was offered: in
less than a week. 10.107 requests had
been received.

These results. and others. have con-
vineed us that the combination of spe-
cial  nterest and  related
p:'mlurl« that are seen and demon-

prograns

strated makes a selling combination
that packs the same immediate elfce-
tiveness of a sale counter on the main
floor of a department store,
Tost GALLERY
Director of Sales
DuMont. New York

‘l‘ill\t‘ a ;_'luul quk
at the Sears. Roe-
buck eatalog.
Consider the part
mail order has
played in raising
the living stand-
ards  of roral
America. Mail
puts  the
department store
REFD box. In

||[l|l'!'

the
spite of good roads. automohiles, and

tight in nearesl
imereased distribution, there are still
many. many families who do not have
casy acceess o modern retail outlets,

Mail ovder is profitable to the ad-
yertiser, profitable to the medivm, and
is a desived serviee 1o a large segment
ol the ||Il|l|i['.

SPONSOR



[ can see no rveason why legitimate
mail order should be restricted 10 the
printed media. Certainly it belongs on
the air where and when it is profitable.

Barrox Howanp
Business Wanager

WRVA, Richmond, I'a.

* Everything points
to the fact that
in the swiich
from radio to
television.  radio
is being  threat-
ened with losing
its  advertising
revenue fasten

than its audience,
Successful  nail-
order campaigns are a day-to-day testi-
monial of the continued effectiveness
of radio as an advertising medium. and
a continual reminder to those adver-
tisers who cannot check their day-to-
day response that they too will be wise
to stick with radio.

In the long run the established mail-
order operator and the station manage-
ment have the same objectives. [le
finds that delivering full value and giv-
ing prompt delivery are equally inmpor-
tant. The mail-order operalor finds
that censoring his own copy gives him
a better-quality order and more repeat
sales. He finds that sticking with the
station and rotating offers gives him a
steady volume of products, as well as
giving the radio station steady billing.

It is important for the station oper-
ator to see that any listener who makes
any purchase as a result of advertising
over that station is satisfied. 11 is es-
sential to the very existence of the
mail-order advertiser that he so salis-
fies each purchaser that he has the
maximum chance of follow-up sales.

Radio stations should wateh care-
fully for fly-by-night and irresponsible
operators of all products and services
using their facilitics. Because starting
in the mail-order held requires little
capital or overhead, there are (ly-hy-
night operators who do not give full
value to the customer. The radio sta-
tion, by basing its acceptance of all
products and services on the same
principles, will automatically eliminate
acceplance of such fly-by-nizht mail-
order products and services,

Crcin C, Hoce
Partner
Huber Hoge & Sons, N. Y.

¥ X
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IT'S EASY, /s
IF YOU §0=
KNOW HOW!

II you think a shp-of-the-hand can be tough for a "human
fly,” you ought to sec what a slip-of-the-accent can do for
a salesman in the deep South!

In the 23 years that we've been broadcasting to our four-
state Southern area, we've built up an incomparable radio
Know-How for our Southern audience. We know what our
listeners want—know rwhen they want it—know Jow they
want it prrwn[ud. We know the similarities and difference
between our rural and city audiences; better still, we know
how to program to both. In fact, we've learned just about
all there is to know about top-notch broadcasting in this
section of the South—and the result is a degree of listencer
acceptance that can't be matched in this arca

That sounds boastful, yes—but we'd certainly appreciate

4 chance to prove it to you.

KWKH

Texas

SHREVEPORT { LOUISIANA |

, S EN Arkansas
50,000 Wartts ? CBS

L ] [ ] [ [ ]
Mississippi
The Branham Company, Representatives

Henry Clay, Geweral Man

43




frEE with your subscription

to SPONSOR . . .

03
TV

Results

The only round-up of its kind.

33 TV results that in the past
11 months stood head and shoul-
ders above hundreds researched.

83 TV results in more than 40
scparate industry categories.

83 TV results you can readily
adapt to your own advertising
plans . . . immediately.

A price has not been set on this
booklet. It has been designed as
a premium for your subscription
to SPONSOR* ... $8 a year for
26 Every-Other-Monday issues.

*If you already subscribe you can get your

copy of "83 TV RESULTS" by extending
your subscription at this time.

SPONSOR
40 West 52 Strect
New York 19, N. Y.

i

i

i
Send "83 TY RESULTS" to me as a qift

for subscribing to SPONSOR now . . . I
only $8 a year for 26 Every-Other-Mon-

day issues, I

t

1

] Remittance enclosed Bill me later
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NAPKIN SELLING

(Continned [rom page 38)

where thev had 1o make cAeTyY penny
count. Huadson drapped the Adunt Mary
show, and put the money into building
the new plant. This despite the fact
that the show had done well with pre-
miums. the average cost-per-return he-
ing about 206,

Hndson. however. was in [or a sur-
prise, The first week alter Awnt Wary
was discontinued. some 22000 letters
were received, asking what had hap-
pened Lo the series, Later on. when the
1916 <ales figures were in. the net =ales
wiere over 57.700.000 and the net in-
come was up to 5163.000, The ~how
had done its joln even if Tudson
hadut realized it Hudson made plans
to @0 back to broadeast advertising as
soon as the ||Ul|;__!l't |n'l'|1|illm|.

When Hudson reached that point in
mid- 1917, they  concentrated  then
ricdio elforts in New York with a tele-
phoue quiz show on WOR. The show
was wellbknown among grocers. and
had a higher yating than Awnt Mary.
Its merchandising was high and this
was the primary reason why Huodson
hovght i, At the end of the 13-week
evele. Hudson ran the vsual Duane
Jounes |nt'l'|||1um |r|'u|uuliur|. The ¢ost-
per-retuen <shocked  Huodson, T
GO¢. udson caneelled  the lt'll-phl'ml'
quiz. and did some analyzing,

Hudson’s next New York show was
the KNate Smith
WOR. a  high-cost
show that seemed 1o have greal prom-
i=e, The other radio efforts out=ide the

Wil=

noontime :‘Illl\\' 0l

feminine-appeal

New York markel were resumed. using
newseasls or announcements in Bali-
more, Washington, Philadelphia. and
Boston. These campaigns pulled well.
although the main advertising market
wis sl New York.

KNate Smith did a ;yuml ju!; for Hud-
<ot bt the cosl-per-teturn (due (o
Kate Smith's high talent fee) was high
o preminm ollers. The new Florida
plant added greatly to Haodson™s abil-
ity to meel the inereasing consumer e
mad Toe the prodouct, Thadzon™s over-
all net sales, with the napkins acting a~
1 come-on for the vest of the consme
Bne and the industrial sales jumping
again with rising postwar production.
pearly doubled 1 19170 and ran abont
SELOOOOO0, That figure caone near
to donbling asain in 1918 (when Kate
Smith was sclling Tor Tadsou)  aml
it an all-time high of S2LT15.000
nel sales, and SE180.000 in wel in-

O,

By March, 1919, Huodson's radio el-
fort had been expanded until it in-
cluded announecment schedules in four
.\l'\\

and

major England  market=. pro

New

York. and newscasts in Washington,

ariains announcemenls  in
Baltimore. and Philadelphia. An early-
morning <how featuring Lerov Miller
is being sponsored in Philadelphia,
Hudson decided to drop the Kate
Smith on WOR, and use the
radio monev elsewhere in New York,
The result today is a blend in New
York of both these newseast and an-

.-Ilu\\

nouncement operations, sharing time
with 'eter Paul on a thriec-weekh
basis (TuThSat) using WNEBC's early
morning Charles F. McCarthy news
show. WO s Rambling With Gambling
morning show. plus a moderate partici-
pation and ammouncement sehedule and
an additional newseast (Henry Glad-
stone) on WOR.

found that
advertising i= doing the job thalt was

Hudson has broadeast
needed. Hudson paper napkins today
are the fastestselling on the markel.
ad the Hudson sales curve is steadily
climbing, While the industry-average
sales for similay products is currently
i a slomp. Huodson s op, Radio, Hud-
son feels, has doue the job too in ere-
ating o demand  for paper napkins
venerally and the market for them is
widening every day. Already oversold
in New York. Hudson is making grad-
nal expansion plans. and s introdue-
ing the paper napkins in Cleveland.
Bullalo. Cincinnatti. Toledo,  Today.
abont 80 ol the $100.000° Hodson
alvertising budget goes into broad-
cast advertising. The remaining 207,
i= in newspaper advertising destgned
as a supplement 1o the radio selling.
or as a booster for the premivm came
paigcns,

When Hudson apens upa new ar-
ket, they use. as Gold Seal Glass Wax
does. a heavy initial newspaper cam-
patgn to condition the dealervs and jolb-
hers in the area on the product, and
Lo eain visual reengnition for the pack.
age with But. after 13
weeks ar =0 of building identification
for the  produet. the
changed to the 802000 radio form-
ala hacked by newspaper advertising,
| this radia

CONSUTICTS,

eniphasis is

Hudsou intends o Tollow
pattern of masscaudicnee programing.
following it up with premium can-
paigns, until the day as many people
nse paper naphins in their homes as
now use paper facial lissues. w4«

SPONSOR




COVERAGE MAPS
(Continued from page 38)

kets are not profitable to sell. T many
cases 3077 ol a territory may deliver
0077 of the business of that area. The
other 7076 is territory that cannot be
served cconomically and thus is out-
sicde the true merchandisable area of
the station. Merchandisable area cov-
erage maps. il adequately presemted.
show both the retail sales (per county
or total area) and the population of
the territory covered. These coverage
maps thus elearly indicate liow much
it will cost an advertiser 1o reach a
prospeet, Most advertisers know what
share of the retail dollar they can
hope to snare. Having the total retail
sales figure for a statiou’s eoverage
area enables an advertiser to properly
gange his advertising costs on the basis
of an actual sales objeetive. Thus a
merchandisable area coverage map
translates coverage. as [ar as any map
can, in terms of what a station can
deliver i sales, It does not guarantee
complete coverage of the merchandis
able area hecause only the actual rat-
ing for the time period bought ean
do that.

The perfeet blueprint for a coverage
map ineludes a merchandisable arca
contour, the retail sales figures for the
arca  (preferably on a  county-hy-
county basis) and the population of
the arca. The map should indicate the
base wpon which the coverage is de-
termined, and the date on whicl the
survey was made. To be truly helpiul
a daytime map should be based upon
the hours between § aam, and 6 pan,

Coverage maps are still being sent
timebuyers that are drawn with a com-
pass and have no relation to any sur-
vey method. While iU's true that the
coverage of an FM or TV transmitter
can be approximated by a compass as
long as the licight of the transmitter
and the power are known, even an '\
or TY station coverage is individual
due to electronie freaks about which
not even Major Armstrong (diseoverer
of FM) or the greatest TV engincers
can be too eertain. AM station cover-
age ean never be plotted with a com-
l}ﬂ.—“!‘-

Sumdardization of eoverage maps
would be of great help to all time-
buyers but that won’t be possible until
research has answered a greal many
questions which stand in the way of
making any coverage map deliver the
timebuying answers. o
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GAS AND OIL
)

i Continued from page 24

reacted to it with much more enthusi-
asit than they had shown for figh-
ways., Cities Serviee. like American
Oil, does not use sclective radio or
TV, but it does offer dealers co-op
assistance  (a 50-50 sphit) and adviee
in getting on the air themselves, Many
of the bigger ones are on radio, amd
one Cities Serviee distributor (etrol
Corp. of Philadelphia) is on TV with
weekly two-hour-long boxing matches
on WEIL-TY. Philadelphia.

American Oil and Cities Seyviee are
more or less the exceplions 1o the
thought that direet selling is needed in
gas-and-oil broadeast advertising. This
lllll"'i nol. I’-\ all) means. l'Ull' oul ﬂi]‘."‘
use of instittional  anr advertising.
which has always played an important
part with refiners. many of whom are
still trving to live down the bad taste
in the public’s mouth caused by the
trust-busting  cases  the  government
todged against them in the carly years
of the 20th century. Institutional air
campaigus. like those of Texas, Stand-
ard Oil, and  Socony-Vacuuni. lend
considerable prestige to a firm with
apper-income buyers and with impor-
tant dealers.

Thus. the Texas Company. probably
the largest dollar-volume advertiser in
the oil industry. with a radio budget
of over SL000.000, feels that the
broadeasting ol  the  Metropolitan
Opera's productions on a network of
nearly 300 stations in the UL S, and
Canada (See: Ol and the Opera.
spoxsor., January, 19181 brings them
a large amonnt of good will —a pubilie
sentiment that Texas sees as being
apable of eonversion 1o pruﬁl al
Texas" 36,000 dealers in the U, 8, and
0.000 dealers of the MeColl-Frontenac
0il Co. (Texas’ Canadian affiliate).
“Good will”™ is not enough for Texas,
It sponsovs the Milton Berle Show
on ABC 1o do a selling job in radio
whose direct approach  complements
the opera’s  institutional — approach.
Texas is alsa the proud owner of the
highest-rated show on the visual air.
The Tevaco Star Theater (again with
the ubiquitons Berle). and the inte-
grated TV eomunercials  with  the
Texaeo pitchman bring in an eve
opening sponsor identification that has
run as high as 98.2. The two Berle
shows have done wowlers in upping
Texaeo sales, and Texas believes that
its selling problems have been largely
solved by the combination of the in-

stitutional  operatic aurings and  the
frankly  direct-selling  DBerle  <hows,

Of the two remaming major oil
fires who market their products (and
air-sell them, or their finm names) on
a near-national basis, one of them,
Gull Oil. uses mueh the same hroad
n]n]rrnm”h to ai r|l|\|-rl?.-iir|g that Texas
uses. The other firm, Standard Oil Co.
(N. J.) has been sponsoring the highly-
institutional New York Philharmonie
Svinphony on 163 CBS stations 1o
build publie acceptanee for the Stand-
ard Oil name. However. the various
standard divisions, subsidiaries, and
telated companics who nse hroadeast
advertising do so on a primarily sell-
ing approach, via sclective radio and
TV, designed solely to bring in the
business. The only exception to this
among the Standard divisions is Stand
ard of California, which follows the
Texas formula rather elosely, sponsor-
ing The Standard lour and The Stand-
ard School Droadeast vegionally on
the West Coast, but balaneing this
effort with a comedy show ealled Let
George Do 1. which earries the load
of selling California Standard’s  line
of automotive products,

Gull Oil has learned its radio and
TV formulas the hard way. Gulf has
Lieen a big airtime buyer since the
early days of the medium. The firm’s
radio ecase histories have run the
samul. as is true of most of the nl;ljhr
oil firms, from the initial davs of
“cood musie” programing. through the
cra of name bands and big nighttime
comedy shows. to its present radio-TV
presentation. We The People. The
show at times has a faint air of publie
sevvice about it. but generally the com-
meretals are  designed to help  the
thousands of Gull dealers sell their
stock. The company is also sponsoring
a seeond TV show. Gulf Road Show.

It is with the smaller il firms. whao
distribute and market their products
regionally, or in a few states. thal
broadeast advertising designed to sell
the product. rather than the firm name,
is used to the fullest extent. Ol firms
Lave definite regional marketing prob-
lems. and the selling done by Texas
or Gull at the national level can never
be as finite (unless ent-ins are used)
as that of the firm wsing sclective
radio or TV, For example. the husi-
uess of plugging seasonal oil changes
alone. or of selling the profitable side-
line of inseeticides, varies with difTer
ent parts of the country as Swiminer
or Winter sets in, AL seleetive and
reaional levels, too. cil firms aim their
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programing or selective campaigns al
vather  than
=hooting at the bhroad target and hop-

fuirly  specilic groups.
ing tu zet gas and-oil huvers in sheer
weizht of numbers,

Lhi= aceounts maindy for the wide
use of two programing types that are
high in male appeal, namely, sports
and news. by selective and regional
users,  Almost the lone exceplion Lo
this 1= the :“i;__'liili il Co. of California.
which makes a compromize with the
fact that approximately 85 of the
gas-and-oil purchases in the country
are made by men, Signal has heen
.-pnrl-nl'illf_' [or the pasl Iwo yvears or
<o the high-rated W histler on the Co-
lumbia Pacific Network, A SHEpensee
whaodunit, I histler  altracts  an
awdhience that i« mostlly male. while
heing o show that lends itself well 1o
promotion lo dealers and Lo consumers,

The primarily maseuline appeal of

Iy pe

network and  selective sports lies in
hack of their extensive use. vear after
vear. by sueh leading regional spoits
sponsors as Mlantic Relining in the
Fast. the Standard Oil Co, of Indiana
in the AMidwest, the Thumble Oil Co,
of Texas in the Southwesl, and the
Tide Water Associated 01 Co, in the
Mountain and Pacific regions. These

firms make a veal promotional fiekd
day ont of their sports sponsarship.
Sinee there ave just a handiul of <ponts
events that command national interest,
the biggest interest in sports is in hig
regional sporls event=. The oil firms
who are selling their produoet through
sponsorship of these events have a pro-
motional natural on their hands, Giv-
ing away  foothall maps. prediction
charts, score cards, and other sports
promotional material at serviee sta-
tions is just one way of reaping the
harvest of this tremendous  interest,
Stations are decked om with posters
and displays. local contests with
sports theme are handled by the deal-
er~, and the results are
greath

evident in
increasing sales of gas and
oil. At the same time, the spansorship
of sports establishes favorable public
relations for the oil firm.

stll the most widely-used form of
regional and  seleetive air selling in
the oil industry s newseasting.  Like
sports. the basic reason for the ex-
tensive use of news is that it is a
program type high in appeal to male
listeners. although the ratio of male-
[t‘l]lil.l(.' ]]](‘l“l'l['l‘,‘ l‘-l[ lhl' u\'l‘l‘:l{_’[' l'l“'
sponsored newseast does not go as high
as the 851577 ratio that actually does

moon
What'll [ do?

Dear Anxious:

itinerary.

STUMPED!

She says she'll marry me but refuses to leave town 1o go on honey-
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 lowa 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

Anxious

KXOK, St. Louis

630 on your dial
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the buying of gassand oil products,

The tirm that sets the pace and is the
most successful s ol
Esso Standard O (Sce: Esso News
Reporter. svoxsor. March.  1917).
Fsso ovpened the way for the whole
ficld of radio news sponsar=hip in Oc-
tober. 1935, when it made a deal with
Linited Pres- for a series of five-minute
news sunmmaries that were the founda-
tion of the now-lamous Esso Reporter
newseasts currently heard on 42 sta-
tions in the I18-slate Esso marketing
territory  that runs from  Maine 1o
Louisiana,  Esso backs this up with
periodic selective campaigns in TV,
sponsors regional sportseasts i Ar-
kansas. and promotes the whole works

news=casls s

so aggressively to dealers that today
it is an integral part of the marketing
svstem of Esso, So well has Esso done
this job that several hundred Fsso
dealers are on the air with their own
shows and announcement schedules. a
higher percentage of the total number
of dealers. incidentally, than for any
other major oil firm.

The Essa [ormula of newscasting
has been vsed by oil firms at all kevels
of broadeast advertising. Taoday. five
major oil firms are uvsing network
sadio newseasts Lo tell their sales story,
Seven firms  (in addition to Esso's
Fsso Reporter| are using newscasts,
in varving amounts. on a selective
hasis,

AL the network level, Pure Oil Co.
sponsors H. V. Kaltenborn (MW}
and  Richard Harkness  (TuTh)  on
<come 30 NBC stations. and snpple-
ments 1his with newscasts on a selee-
tive basis in two additional markets.
The Skelly Oil Co. goes after early-
morning audiences with NBC's World
Vews Roundap on 23 stalions. mostly
in the Midwest. The Sun 0il Co.. for
vears associated with radio news spon-
sorship  (Lowell Thomas). Lankyoll<
the nishtl  Three-Star Extra on 31
\BC Fastern  Seaboard
cities. On the other side of the nation.
the Union Oil Co.. an ageressive Calis
fornia advertiser, uses Fleetwood Law-
ton: nightly 1o reach Don Lee news
audiences, and nges seleetive radio and
TV (o sell eversthing from its “Roval
Triton™ oil 1o it anmnal reporl. via
TV films, The Richfield Oil Company’s
Western Division sponsors a nightly
news roundnp on the ABC Pacifie Net-
work. and has used periodie annonnee-
ment campaigns in radio.

In <elective broadeast
the higgest newseast nser is the Shell
O3 G, 1 5-minnte

~tations in

advertising.

which  sponsors

SPONSOR
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Reminder...for a

ASK

REPRESENTING

YOUR

LEADING

JOHN

RADIO

BLAIR

STATIONS

MAN!

OFFICES IN CHICAGO »  NEW YORK =
25 APRIL 1949

SOAPLESS

DETERGENT manufacturer:

SPOT
RADIO softens up hard-water
markets fast!

It’s no secret that soapless detergents work
best where water is hard. T'hey sell best there, too. 1t's
no secret either that Spot Radio puts advertising to
work right where it does the most good—in this case

where water is bard and prospects are plentiful!

Spot Radio sells — detergents, deep-freezes, or
dancing lessons—Dbeccausc it is powerful yet flexible.
Your John Blair man knows Spot Radio . . . and
markets, and merchandising. He knows how to weld

all three together . . . to build a potent, profitable
selling force that squeezes the last penny’s-worth

from every single advertsing dollar yvou spend.
» . . s 4

Ask him how Spot Radio

JOHN cansell your product!

& COMPANY

DETROIT ST. LOUIS » LOS ANGELES . SAN FRANC:SCO
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me five- and

on aboul 10

tl last and  Midwest,

=i INT (il [ Indiana, like lisso
~tanilard. uses selective newscasting.
Lyt an estly  the  1H-mmnute
nduyp ither  than Essos hve-
minite formula) on =ome 21 stations
i the M < oamd Mountain areas,
~i Vacuum O Co. uses 5-10-15-
minile pew=easts on 10 =tations
New  Eneland  and  Eastern markels,
i|!- some weather Fepotls, an:l ocea
sionally < into network TV for o
<titutional one-shols such as the recent

...of productsinadtl

classifications owe

much of their fame
in South Texas to
campaigns over -

ROUNDUP TIME in
65 South Texas coun.
ties clanc recently
showed WOAI lcaod
ing the herd both day
and might by morc
thon 2 ta 1!

\I“v’ NBC .

Nosm o

Julius Caesar production [rom Wash-

incton, D, C, Continental Oil Co., uses
newscasls on Iwo  slalious, one  in
Vinnesota and oue in Nebraska, Pure
Oil Co. Texas Co., and Atdantic Re-
hnmz use selective newseasting on a

limited basis to supplement their other
]-I"thl'

Ouly one regional user of broadeast

ast activities.

athvertising has reversed the trend in
vears o seleetive news broad-

| he i'lti“i‘r- Petroleum Co..
ol a of
nightly news roundups on some 30 sta-
Midwest. Mountain.

recent
4'.;=1i|ij.'.
H‘I'i-'-

formerly a sponsor

tions in the and

- #uatther FAMOUS

WESTERN BRAND!

50,000 WATTS - CLEAR CHANNEL -

Represenied by EOWARD PETRY & CO,, INC. - Mew York, Chicage, Los Angeles, Delrail, 51 Louis, Dallas, San Francisco, Allanla, Boslen
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Paciie regions, last month entered net-
work radio for the first time, purchas-
g the
extensive list

Vational Larn Lance

\ it

same lerritories, It

an
the
wasn't that radio
news wasn't doing the job well lor
hillips:

on

ol stalions 1n

it actually produced real re-
But
strongest hesiness an the rich larming

~ults. 1‘!1.”.]':-. which does its
contmunities in these areas felt that a
high-rated [olk music show would gi, e
i hal

plus added farm audiences, |t

it much the same avdience thal
hefare,
would also, Phillips fell. give a moie
entficd handling of the somple Phil-
lips commereizls, as well as a good
hange ol advertising pace that fitted
uto the ecurrent expansion of Phil-
lip=" distribution.

The o'} industry has learned its les-
=ons the hard wan in the last two dee-
wirs of broadeast advertising, but it
has learned them well. Of the various
industry categories that comprise the
U. S. automotive industry. the oil in-
dustry is largely the pace setter and
the most aggressive advertising group
of those that use the air media to sell
products Lo the Ameriean automotive

ronsumer. + 2 »

¥ 10,000 WATTS IN I(ANS,QJ_

L

DON DAV, 4

Kepnesented by
JOHN BLAIR & CO.

710 RILOETELS ~

e
PN T REMTIAIND, e g E

MUTUAL NITWORK 3.000 WATTS NIGHT

SPONSOR




EASTER N Soles Manoger

WESTERN

25 APRIL 1949

Sales Manager

'With a Single Contract

MERCHANDISABLE AREA
@ BONUS LISTENING AREA
SERVING 3,835,800 PEOPLE

PAGIFIB NORTHWEST BROADCASTERS

Portland KXLK

Ellensburg KXLJ Helena
Spokane KXLQ Bozeman
Missoula KXLF

Great Falls

Butte

Wythe Walker

Tracy Moore




about the rtraffic jam on
State Streer, March 19, when
5000 people tried to gerinto
4 new store which had ad-
vertised its opening exclu-
sively on KDYL.

Buc can we help ic if so
many people insiston listen-
ing to this popular station?

Television, too . . . and
availabilities are going fast!

»WBC smuron
iﬁ:ﬂf F\:\ ~TELEY AL

National Representative:
John Blair & Co. ’

SIMPLE ARITHMETIC
IN

MUSIC LICENSING

BMI LICENSEES
Networks

Short-Wave
Canada

TOTAL BMI
LICENSEES . . 2,912

You are assured of
complete coverage
when you program
BMI-licensed music

* As of April 19, 1949

BROADCAST MUSIC, INC.
580 FIFTH AVE., NEW YORK 19
NEW YORK * CHICAGO * HOLLYWOOD

= o PFONSOR REPORTS...SPON

continued from page 2

1949 radio and TV set sales
will run $1,000,000,000

Combined sale of television and radio sets in 1949
is estimated at 3$1,000,000,000 by Department of
Commerce, with approximately half in TV sales.
Radio-set sales are being held back because high-
priced consoles aren't selling. This is traced to
public's worry about records requiring multi-
speed motors and reproducing arms.

NBC [eads in Hooperatings,
CBS in Nielsen index

While 1949 U. S. Hooperatings list 11 NBC night-
time programs among the "Top Twenty," the first
Nielsen release of his new "national rating" lists
only 4 NBC evening shows, with CBS placing 12 in
Nielsen's "NRI Average Audience" ranking of first
20. Once again it's war of rating systems, with
CBS being pro-NRI and NBC pro-Hooper.

Advertising no longer prohibited
in new Armed Forces contracts

Orders for military equipment and supplies need not
be placed without thought of advertising, under
latest renegotiation ruling. While very little
leeway is included in pending decision regarding
broadcast advertising, it can be figured in pro-
duction costs if it's necesSsary for the supplier

to keep his "competitive position" in his industry.
How far advertiser can go under this decision is
anybody's guess.

Zenith still battling for
consumer payment for TV movies

Five thousand telephone subscribers were gquestioned
recently in 25 cities on willingness to pay %1 to
see a motion picture at home on their TV receivers.
Over 80% voted "yes" and indicated that less than
50% of 21 great pictures of past 10 years had been
seen by respondents to survey. Survey was con-
ducted by Zenith in order to push its phonovision.

Brewers lead in sponsorship
of baseball broadcasts

In both radio and television, brewers are first
among sponsors of both big and little league games.
Warmup sessions have great variety of advertisers,
with cigarettes, men's clothing, and soft drinks
leading as SPONSOR goes to press.

SPONSOR



No. 2 of a series proving why
SPONSOR is your best buy

How’re we doi ng

at Y & R?

or at Beaumont

& Hohman?

It's a safe assumption that if they're prospeets of voyrs
they're readers of sPoxsox.

And what's more, a heavy percentage are home reader.

Timebuyers, aceount exeeutives, advertising managers, an
heads of sponsor firms enjoy sroxsor. They say they finc
it refreshing. They say they find it useful. That combination
is hard to beal.

Despite a high subscription priee (fifty eents a copy, &8
a year) sPONsoR’s paid circulation has elimbed impressively.
Three out of every four copies (total guarantee, 8000) go to
national and regional buyers.

If you want first-hand evidence of sPoNsoR’s pinpointed
impact ask any timebuyer—or your national representative.

YOUNG & RUBICAM
SUBSCRIPTIONS TO SPONSOR: 20

Home 12 Office 8

Timebuyelrs 9
Others 3

Executives 3
Acc't Exec. 2
Radio Dir. 3

Some Young & Rubicam clients that sub-
scribe: American Home Foods, Borden Com-
pany, Bristol-Myers, Cluett-Peabody, Genaral
Electric, General Foods, Gulf Qil, Johnson &
Johnson, Lever Bros., Thomas J. Lipton, Purity
Bakeries, Rath Packing, Packard Motor Car,
Rosefield Packing, Hunt Foods.

BEAUMONT & HOHMAN
SUBSCRIPTIONS TO SPONSOR: 7

Home 4 Office 3

Executives 2
Acc't Exec. 1
Timebuyers 2

Radio Dir. 1
Others 1

Some Beaumont & Hohman clients that sub-
scribe: Belmont Radio Corporation, Liberty
Orchards, A. Schilling & Company.

You’re sure to hit home

with sponsors and agencics

1en you advertise in SPONSOR

For buyers of Radio and TV adverlising




Facts don't count with a blowhard, but there is no disputing the plain fact that CBS

advertisers win large, loyal audiences at the lowest cost in radio. Non-CBS advertisers

can do likewise with such available CBS programs as Sing It Again which

delivers each thousand families for under I5 cents per average minute.

The Columbia Broadcasting System
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Heseman’s Dog Sled Team at Ashton —

— o —

*

Station WHEC In Rpchesier e o

rning ¢
€

nhuad»"
hree HOOP”
frerno0f

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 lime,
gl ¢ E——

STATION STATION STATION STATION STATION STATION

WHEC B c D E | F
MORNING 431 226 61 47 172 | 31

B:00-12:00 A.M.
Mondaoy through Fri.

AFTERNOON 35.0 25.8 &al 147 137 30

12:00-6:00 P.M.

Mondoy through Fri Station
EVENING 38.1 30.2 6.9 9.7 14.1 *i:.‘.’%‘il:f;‘:
v JANUARY-FEBRUARY HOOPER, 1949 g

Sundeoy through Sot.
Lotest before closing time.

25 APRIL 1949

MEMBER GANNETT
RADIO GROUP
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TV costs -

N\ Cosl per thousand viewers
is going  steadily
in TV, Costs of buying

i‘ down
time and talent are just as consistently
While average hall-hour
the three oldest stations in
New York have doubled in the past

Tolng  up.
rates al

16 months, from 8815 on 1 January.
1018, 10 $1,650 on 1 May, 1919, scls
in homes in the metropolitan New York
area have inereased over six limes.
Cost per thousand TV-equipped homes

for time on a hall-hom program was

26.50 at the beginning of 1918, It's
S2.85 as SPONSOR pgoes Lo pless, The

cost of programing has not doubled in
the 16 months. but the quality of pro-
erams has inereased, and it therelore
costs ore Looattrael an .'mniir!u'r. due
o compelition.

In New
selective  film annonneement
has jl]lll!u‘ll from 8102 1o =210 with

York the eost of a one-
minule

the cost per thousand homes for an-
nouncements  dropping from $.83 1o

58

8.45. This is not as great a drop as in
the case of hall-hour programs, and the
reason is  simple—onc-minute  com-
mercial spols are increasing in cost,
[t's possible to purchase a one-minute
film on WATV for as low as $100,
but rates on other stations are con-
siderably higher.

Outside of New York a one-minute
commercial median figure is 850, ex-
cluding Chicago, where costs range
around £70. These costs inelude film
studio. generally. The cost of making
a one-unnute filin commereial runs the
gamul. Some effective minute novies
have been made as low as $200 each.
and others have run as high as $1,500.
There is no ceiling or floor for minute
films, or, for that matter, for any TV
hilms,

A great deal of interest has heen
television  station-hreak
Bulova has pio-

manifest n
commercial  Lime.
weered in len-second breaks for which

no station has as yet established a

Sponsor pays more.
geils more

card rate. Minimum length of time
on regular rate cards is 20 seconds,
and while many stations still ask the
full minute rate for a 20-second break,
the tendency is to charge 60 to 807
of the minute rate.
minute commereials are faced with the

Less than one-

normal expectancy of having another
commercial film right next to it. Sta-
lions are npr_'l';llin;_' at a loss and must
take every opportunity to make that
extra  buck.  Most advise
against less-than-minute
for this very reason.
Minute commercials have been very

agencies
commercials

productive for local-retail and national
selective advertisers. With more and
cable being
apened, less and less premium Lime is
availuble for local programs on net-
work-afliliated stations.  As each city
joins the cable chain some local agen-
cies find that they have to emtail TV
activities. This is especially so in the
Midwest, since there is only one West-

more  coaxial circuils

SPONSOR

I— 1 *




n quiz programs like Firestone's Americana are production budget-
ers since questions are azked vizually with use of actors and sets

to-liast cable. and sponsors feel that
they'd like their programa to originate
in the talent capitals of the U5,

A half-hour of premium time on the
networks using a combination of co-
axial cable and kinescope recordings
the non-connected
where TV stations are on the air runs
around S6.500 gross. This will cover

o cover lowns=

generally 28 of the 31 markets now
viewing TV, The TV homes in these
arcas currently exceed 1,250,000, and
Maost
buvers of network TV time are pro-
teeted for a period of 12 months, with

this figure inereases monthly.

very few contracts extending protee-
tion bevound that time, The reason for
this s obvious,
upon  TV-equipped homes, o
cases, they are set at a figue that does

Time costs are hased

(TTRTTAY

not cover nperating costs of the station,
In New York it costs a station accord-
ing to an unreleased NAD survey 1 on
an average of 530,000 a week Lo uper
ate even on the hmited schedule that
most of them have. The average sta-
tion in the U.S. has an operating nul
of 55,000, has 47 full4ime employees
and 22 on part time. Noue of them is
really in the black at the present writ-
ing. although several have announeed
that l|u'_\ are. | this an-
nouncement because they did not fig-

They made
ure their original installation costs o
amortization of their initial invest-
ment in putting the station on the air,
What they mean is that they're ol
i the ved on their operating expenses,

25 APRIL 1949

talent’s high

\‘-hill'

erease at a much slower rate than the

titme costs conlinue Lo in-

TV homes in the areas served. pro
duction costs are still a great question
mark. survey of
offerings indicates that not a single

A recent nelwork

commercial program is being produced

within the estimate made by the
ageney when the program was sold.

This is neither the fault of the ageney
nor the network. 1Us the natural oul-
arowth of a medium that is out of
Ill'fhll'
knows how to mother it
\nother reason

three-cornered  pants anyone
for the inereasing
costs of prmlut'liun can be traced 1o
”ll'
ionger interested in appearing in TN

The

S75 minimum established by the four

fact that talent is generally no
in order to ohtain "1-\|n'|ia-n|'1'_'

unions covering performers in TV is
now actually a minimum. not a maxi-
mum as il was for a long time,

lu the musical fiekd TV r1alent rates
are two-thirds what I}u‘.\ are in nel-
work radio. or what I}n'_\ would he on
an equivalent radio station.

Stations and azencies have discon-
ered that short-changing a production
In ecalling a minimum stage-and-cam-
eri erew doesn’t work out. Vs o result.
~hows that have started oul
trons The Hartmans telecast have had
practically o double their rehearsal

as lex-

li"l(' nl]lli i'l('ll'il“(' I}N'il' Crierws ]'\ o=
third.

While there is no such thing vel
as a smooth “first’” felecasl, agencies

on programs like "The Hartmans" [above) and many of the
star-studded telecasts being networked by NBC and CBS

are trving their best to make the initial
seanning of each new sponsored series
as professional as it can be. The re-
sult is a very expensive procedure. with
rehearsal costs that have given adver-
ti‘l'l‘-. l'lllul:ll'n"l'l'*- IIII;_’" lll‘;t'lili'h""‘
excecd their budgets,
There is little that can be done about
this. Only the simplest programs ean

Irving not Lo

be done without eonsiderable rehears-
als. and the extra hours pav-off is in
increased increased
One floor-cover-
ing firm has tried recently 1o cut down
rehearsal time, with the vesult that its
conmmercials aven’t worth the time they
take on the ™

15 either smooth or it's ineffective.

;Illllil'nn':- ;n|1|

commercial impael.

air, A commercial

The cost of commereials on film i
still =0 much higher than live com-
mercials at present that most programs
continue to present their selling live.
Viewers are very conscious of inferior
filkming, and =pi=ors report that they
receive numerons letlers every L

1mu||\ |,||'-u|m-|'-| film 1= teleeast,
One method of L.r]uin-_ down pro

..'I.'||ua---l-\\]lrr-'1|||-|-t-|__!.lmi-1'|]m-1|
1= I -p|n'.u|i||: the cost ol the Pro-
duetion over a wmnber of airings
\merican Tobaceo has bought  first
and second right= for a number of

filims at fees which are below the actoal

l'll.“l ll' ||Il hh'll" Ill"i'-lll“' |i|?' ]l]'lllll e
feel that they will be able 10 use th
material with vevised commercials o
anolher =|Hn=ol e a lew vears Trom

1 Please turn to paee 62
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RESPONSIBILITY IS ¢
HERE IN TV FILMS ©
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... at Video Varieties 1t's Undivided
from script to finished print

THE most needed element in tele-
vision film production is the respon-
sibility of the producer.

That's why Video Varieties puts
such emphasis on responsibility. We
have made sure that there is ade-
quate experience, enough trained
manpower, sufficient capital, and the
modern facilities necessary to pro-
vide undivided responsibility for every
detaoil of any film you may require,
from script to finished print,

That's why we have directors,
script writers, set-designers and con-

structors, cameramen, sound and
studio technicians, and editors on our
own payroll.

That's why we own and operate
17-year-old West Coast Sound
Studios with its experienced man-
power and complete facilities.

From this background, we solicit
your inquiry regarding any film pro-
duction you may have in mind. Our
executive and sales offices are at 41
East 50th St., and our studios at 510
West 57th 5t., New York. Please
phone MUrray Hill 8-1162, write,
wire or call in person.

VIDEO VARIETIES CORPORATION

&0

41 East 50th STREET e

R
e T A S e S
S
R SR SR
S i S
RESPONSIBILITY MEANS
BETTER FILMS
On Estimates ond Schedules. . \' \/
On Script and Casling Sy K
On Sel Design and Construc-
O . ciritiesiy A 1 St Ay
On Direction ond Supervision. \ '\
On Editing ond Print Delivery. \ \
\'\"DOUBLE CHECKS
RESPONSIBILITY
_STHBOL OF |
1 |
NEW YORK 22, N.Y.
SPONSOR

(R



CUSTOM CUT STEEL

LADIES” WEAR

SPONSOR: Toledo Tron & Steel Co. AGENCY @ Placed direel
CAPSULE CASE 1HISTORY : Comparatively gew to the field
of TV advertising, this finn has had results from s
three-times-a week evening announcements on W3P'D-TY
which has it believing that TV can sell anything, Come
pany’s business in steel strips, rods. and other types of
steel produets. individually custom cut for all purposes.
has increased 157 during the ecurrent 13-week video
series. According to the firm’s president, Edward Aren-
son, the number of phone calls and resultant sales cach
week are phenomenal,

WSPD-TY, Toledo. Ohin PROGRAM: Announcements

SPONSOR: Mictam's Ladies” Weay VNN o Placsed dlivein
CAPSULE CASE 1sTORY : Tos apparel shop Tor swonien
went on video for the first time with one two-tninnte
participating spot on KDY LTV and. like =0 many
local advertisers making their initial venmture nto the
mew mredinne met with mmediate and ~m];|'i~u| <1 ==

The two-minute plug was on a fashion telecast. amd s
a live model to demonstrate a 5179 Spring coat. The
next morning a number of customers came into the store
to sce (and i omwost cases. buy | the coat that had been
demonstrated the night before.

KDY LT, =alt Lake City, Utah PROGER AM . Annonncements

MILK PRODUCTS

SPONSOR: Pet Milk Company AGENCY ¢ Cardner
CAPSULE CASE INSTORY : A mail-pull record for W LW-T
was established by a single one-minute announcement on
the station’s “Kitchen Klub™. The announcement. spon-
sored by the Pet Milk Company. offered a Mary Lee
Faylor recipe hook. integrated into the baking of a
cherry eream pie. The one announcemient drew 615 replies
from viewers. It was a Washington's Birthday feature
ol "Kitchen Klub.” which is the oldest commercial pro-
ecram on WLW-T. and which now has seven different
food spunsors daily aeross the hoard.

WLW.T. Cincinnati PROGRAM: “Kitchen Kluh™

RECORD ALBUMS

SPONSOR: None

CAPSULE CASE 1ISTORY : Paul Brenner. conductor of the
years-old “Requestfully Yours™ record show on WAAT.
Newark., New ](‘rs‘-l'_\'. has. on WATY. a live mterview-
wpe program which also mvolves musical film shorts of
the featured guest stars appearing with Brenner. For
the past several weeks record albums have been given
away to the first ten people writing in for them. the post-
mark Iu‘ill;: the time criterion. In response o one an-
nouncement, running less than a minute, 1.355 replies
were received,

WATV, Newark. New Jersey  PROGRAM: “Respectfully Yours"

APPLIANCES

SPONSOR: Shea’s Appliance Store AGENCY 1 Placed direet

CAPSLLE CASE 1ISTORY : The tremendous pulling power
of Erie’s WICU television advertising was  recently
demonstrated m a “sell-out performance”™ by a 75-word
announcement.  Officials of Shea’s set a daily announce-
ment schedule over the station. for the first of which the
TV camera was focused on one of 18 receivers on hand
at the store. Next day the store claimed the demonstra-
tion maodel. with the .||mlu"\ that all 18 had heen sold.
and a customer was wailing for even the one which had
bheen televised.,

WICU. Ere, Pennsylvania PROGEAM: Annouuneement

FOOD RETAILER

CUSTOM TAILOR

:“-‘Pﬂ-.\‘?"(}“: Donahoe’s Food Stores \I;H\'(:Y: Placed direct
CAPSULE CASE 1ISTORY: This [ood retailer tried a five-
minute TV news show with the following results: First
week, 80 people responded within 21 hours of an offer
of a free pound of macaroni to anyone asking for a
cheese * -pmml advertised on TV : fnllm\m" week, with-
in the same time and due to a similar Uﬁll' wu.animu
eandy, 153 persons asked for the “TV special.” third
week, 213 customers took advantage of a bargain on
catsup and tomatoes; fourth week, I\ plugging uf Dona-
hoe’s coffee resulted in the sale of 600 pounds.

WDTYV, Pittsburgh PROGRAM: “Piut Parade™

AGENCY ¢ Placed diveet

CAUSULE CASE MISTORY - Sealt. custom tailor [or women
on fashionable 37th Street. New York. some weeks ago
became the first ladies” tailor with a small but exclusive
clientele to advertise via TV, Participating on “Fashions
on Parade.”™ Scali found the outeome <o gratifvine that
he cannot handle *all the orders that have resulted.”
Ater the first three weeks. 30 pew customers visited
Seali's salon. an overwhelming response for a s<mall
production business of intricate. high-styled, detailed
\\'IIII\'.

WABI. New York

SPONSOR: James Seali

PROGRAM: “Fashions on Parade™




TV COSTS

Coutinned Jring page 59

. I order o spread Ll rost ol
filig e grams= over a number of vears
il = nevessary Lo walelr with I':II‘_'ll' ey s

for anyv material which dates the pro
cram. by shooling stories that are not
I“]'[: -|i |!I|l! \\]|||'[i \\ill l”' il= I‘_'lHHl Lot
todlay

vieears Trom now as they are

spousors find ecosts materially cut for

them. Talent costs {or these filims are
quite higher than they are for live
telecasts. hut the feeling is that they r

difference, A live teleeast
ainred, The

worth the
s dead onee 1t has been

= ol Kinescope recordings i~ Tnited
for the most part 0 areas ol inter-
connected with the network lelecasting
the program. ItU'=
iy the talent
grams are [or airing only.
I‘;‘”l"""l'il" |“""I‘1}“_L'?" iare Iil\" "i['l]l"'
line recordings in radio. and 3 they
e to be filmis the
talent will have to be }l;!ill as it is [
the oll-the-line  disks

and onee far

_'.'"!l!'lil“\ understond
ivalved that the pro-

oe-1ine

used as Topen-end”
tonee [or live
program filming ).

That'~
certait. 10s just as certain that the
|-n-l-|n‘|-\'|l'\u'|' hl”

TV costs can only go up.

continue 1o 2o

down. .- k&

Prafits are Prolific, too
when WTAR sells the Norfolk
Metropolitan Market for you

Most of the folks in Norfolk, Portsmouth, and Newport
News, Virginia, listen most of the time to WTAR.

Hooper soys WTAR's Share
A kclo rnings, and 47
day yHarn n wos

In i enings S0 2 Cle
I 1 lian
Februar | 949

of Audience was 442 an

i-u'!i-;_, iternoons E.Lln-

and doytime Soturdoy 31.0.
57 ¢ 1M p Hlion wos never
Auvdience Index — Jonuory-

Mate the mighty potential of the Norfolk Metropolitan

Market with WTAR's

listener preference. Check the cost

per listener. Easy to see why WTAR makes sales soar
and profits more so. May we tell you more?

5,000 WATTS
DAY AMD MNIGHT

MN.B.C. AFFILIATE

Nationally Represented by EDWARD PETRY & CO,
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SOAP OPERAS

1Continued from page 31
Man group. comprising 03¢ of the
population. This group i~ defined on
the t}z\.-i.‘- llf ul'!'llllillilllh Source n[ I!ll-
area lived in. and
lll(ll'_\ nf
Status Characteristies previously  de-

cole. ]I“II.‘-" I\ pe.

education.  Dased on  the
\l'l:r]ll'(] on the five }minl.\ listed above,
157 of the population helongs to the
upper and  upperamiddle class group

above the Common Man group. and
200 1o the aroup below il.

In the Common Man group of listen-
rs, “I'.-. ”lllIm‘\\ifl‘.‘. was i“'e'-‘

covered 1o have low powers of illl:l;.'i-

\verage

nation. and rnn»---]{lmll]_\ 1o have lim-
ited resources within hersell for soly-
ing problems. She normally tends to

suppress  strongly  spontaneous  im-
pulses. of hoth fecling and speech. even
in the realm of imaginative expression.

She sees her relationships with other
persons i a stn-rl-utyln'd patlern, and
i= painfully shocked if events don’t fol-

low the pre-conceived pattern. She's

===
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had enough experience. however. to he
aware that hfe doesa’t alwavs follow
the ideal (1o her) pattern: =i niost
of her relationships. esen within her
family. have an element of fear and
strain.

Warner and Henry discovered that
daytime serials fall waturally into a
number of basic tvpes. One of the
most important, because of the num-
ber of problems aired and the great
uumber of listeners, is that designated
by Warner and Henry as the Fuamily
Ty pe.

In this type the family provides the
teading characters, and the center ol
interest is a woman, usually the wife
and mother to other important figures
in the story. The majority of listeners

most of them from the Conunon
Man group  listen to a Family Type
program like Big Sister, for example.
because the personalities and plot ac-
tion prove that good wives and mothers
are always victorious in their family
activities,

The primary theme always triumphs
over the counter theme of danger to
security and family ties. It seems o
be a llhl\'f"llilli}[i('ill necessity  for the
women in the Common Man group ta
be reassured endlesshy. through identi-
fication with the model heroine, that
their lm.-ilillll is sale.

The themes of “."_::; Sister. Lo use that
program again as an example, express
the restrictive virtues of American
middle-class  morality,  New  themes
may not he added without distracting
from the wniflymg psychological pur-
pose ol the drama. By identifying
themselves with the characters and ac-
tion, women are soothed and reassured
(healthily. according to Warner and
Henry) through the triumphs of the
virtuous heroine.

A survey of leading serials reveals
that their themes all deal with the nor-
mal hopes and anxieties of their list-
eners in such a way as to encourage
thems and make them more satishied
with their lots. The major appeal of
the serial strip. however. is Iy no
means conhined to the thematie ele-
ment, and it would be casy 10 over-
emphasize its importance,

Although the answers (o the direct
question. “Why do you listen?™. come
phrased in many ways, it is elear that.
in addition o the p.-_\r|lu|n;;il';l| release
and what listeners think they learn
from the programs. a major factor is
sheer entertainment value. The main
element in the entertainment is the

Il APRIL 1949

i.||'.|.-l||‘;1|:lr. conscious, emolional  r

'ilulll-i' or J.l'l'“HI’_'. I1|||l|| ['1| I'\ I||ll ]llll
sram a=< a whole. This efleet i in
duced, for example. when lawver

PPortia |III'JI}.‘- a case the listener knows
Portia can’t win sinee the evidenes
against her chient 1= “lramed,

It has been argued by some pro
ducers that it s illlll.l!‘-”lll' 1o extend
the audience of the daytime serial.
PPhitip Morris recenthy bought Sandra
Michael's Against The Storm on the
theory that the serial audience ran be
extended.  The show will be aired
across the board on MBS starting |

May in hall-hour segments instead ol

“WRAP'EM
SISTER!/”

BOTH UP,

-

Kigm)
!\g‘o @
h ‘
. <
i/ W
\
3
s
¥ 1
4—1-+1

\Vlwllwr we're shoppin® for

ourselves, our farms or our
wives, us Red River Valley favm-
ers in North Dakota ain’t a bit
stingy! We dow’t have to be!

Our average Effective Buying
Ineome per family (Sales Man-
agement,  1948) is  §5599—
2999, higher than the S1309
average for the U.S.A. as a
whole!

WDAY's amazing popularity
in these parts is even more im-
pressive than our listeners” in-
come. The lutest Conlan Study
shows that for the entire survey
(morning. afternoon amd  eve-
ning). WDAY has more than
314 times as many listeners as
the next station!

Ask us or Free & Pelers for
all the facts!

the customary quarter-honrs,

Mizs Michael disclaims projecting
a specifie thenw in Against The Storn
il u|rj--l~ Lo its bemne classihied as a
RECHIT apera. ,

Considerable  evidenee  has  devel
aped sinee the war that bhoth theme and

treatment of the story can be made Lo
extend the audience o which the day
time serials appeal. Another report in
this series will explore this possibility
More than 5077 of the availabl
women listeners in the daviine don’l
turn on their radios at all. That's a
profitable  margin of  prospects 1o

~haot for. o T

FARGO, N. D.

NBC - 970 KILOCYCLES
5000 WATTS

"t~

Free & PETERS, Ixc.

Faclusins Nevianal Fepresrsistme

&
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THE UNIVERSAL LANGUAGE

J §os
I'r1l.'.-.f|_'|_rrr'.-r trenn M ')

Hay went on iimmediately alier, apen-
tne his <how by saving, “From here on
ol folks, 11owill e l||-l]|ir!_': Lt real-
=t ol the realest Kind, You've Leen
e the elowds with wrand LT RTRS ot JTRARY
el down o earth with us in a per-

lotmance ol Grand Ole Opry.”

It is that homeys and homely pliilo-
~-r]|]|||'.|’ ;|[l|rT-r.']r'|| 1o listener= that
the mlervening yvears has lurned coun-
the
hackbone of a good many

try-bype shows o programing
local sta
tions throughout the country,

The  folk-music

doesnt el

program patlern

vary On long. three-

likee Dance

and Opry it inclndes square-dance call-

and |Il|ll1]"I|uIIt prrograms
e, folh-song artist=. vodeling. noyvelty
vocal acts amd instrumental special-

itie~, On the five- and 15-minute day -

(RRRNT J||]|l|r|'|-. ||r-':u]- t=t= heard on most
ol the nation s stations one or more of
these types of [olk entertaining can I
lound. The usoal format lor less am-
Intions Western programs takes i a
<ingle smger or a =mall group (rio or
iartetter. But however brg or small
a lalthilly <show s, the same mformal.
down-o-carth quality remains,

The :1|||rr‘.'1| of conntry music on the
f not linuted 1o Livetalent

arr 1= [Jln-

erams, Some of the most potent shows
in poit of mail pull and direct-sales
results are disk jockey programs which
confine themselves exclusively 1o the
playving of leading folk and Western
artists” recopdings, Typical of this sort
of show is Nelson King's Jamboree on
WCKY. Runuing
hours and 15 minutes seven niglits a
week, the =how is routined by mail re-

Chnennatr, three

quests, and it has hecome so important
to record companies that often asce-

WMT plows fertile ground

il'l OGSiS (IOWA)

Ylow

1000

WATTS

You gotta look fast when you pass
asis. It's small . . . and it sort of
blends into the rest of lowa, which
is all vasis anyway. But don't let
anyone throw sand in your eves
about the importance of Oasis as
a market for vour goods. When
the Oases of WMTland put their
collective purchasing power to-
gether, the aggrezate is fertile
rround indeed,

There are 1,121,782 people within
WMT: 2.5 mv line—well-heeled
citizens whose standard of living
15 high, whose income is high—and
whose atlection for WMT stretches
from day to night and back again.
Tell your sales story to this loval
audience on Eastern lowa's exeln-
sive CBS outlet—WMT. Ask the
Katz man for full details,

R N
SR S
AT LV L
ntabes TSRS,

o
[ s oy A
< 3 RN NN
k e
A . o 5 (TP
R s W

CEDAR RAPIDS

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

LKNW
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tate dubbings ol recording sessions are
sent to the station hefore velease of the
regular commercial pressings. Signifi.
cant is the Tact that in two vears fam-
hour-and-a-hall
show to it present considerable length,

boree went [rom an

.”ll‘ =leeess l!f I\iIII:‘* I"l"ll'lll'll |=ru-
aram of all-hillbilly music in a metro-
politan area is duplicated. even more
surprisingly, in the completely cosmo-
|rnHl:!r| M!Iiu.—-llhl'rl' of New York !',i:I_\,
Several folk-music programs are heard
m and around New York, one of the
most suceessful of Rosalie
\Hen's WOV. Ac-
cording to Arnold Hartley. the station’s
program director. “New York seemed
to be quite unconscious of hillbilly and
music al the time (19131 we
decided to program that Iype at WOV.
It was in the nature of an experiment
then, but now hillkilly is an mtegral

WOV. as

which s
Prairie

Nars on

[N hl (A%

prart of our programing.”

, have wany stations o the ULS. learned

that hillbilly-program hsteners consti-
tute a definite segment of the radio-
listener whole, that they show up in
their own right. not merely as repre-
senlatives of the great unknown gen-
cral listening public. but as a positive-
[ll"l‘rl'l'l’rll‘f‘ :_’l'”llp.

To list in detail all the folk pro-
erams—recorded and live —on local
Maine to California
would require a small almanac. To
detail all  the resulls
achieved by local  advertisers using

stations  from

direct  sales
these shows would eall for several large
ones. In its 23 May issue sroxsor will
run some of the more outstanding in-
stances of what vsing folk artists has
accomplished for local advertisers on

such  leading  folk-music slalions  as
"WRVA. Richmond (Va.: WWVA,

Wheeling W, Vao) 0 WNAN. Yankton
(S, Do WLS, Chicago: and WSM,
Nashville.

There is also a personal-appearance
angle to folk artists which helps them.
That angle
will soon be particularhy effective, as

stations, amd advertisers,

state and connty fairs are held around
the country starting in June and con-
tinuing throngl the Smmmer months,
I s next ds=sue sroxsor will report
o the summer-scling advantages to
local the  hillhilhy
shows they sponsar appear in person
at these

Ao alls many a local advertiser on
the folk-music  out-
lets has found ont what national spon-

advertisers when
[airs.
mation’s  leading
sors awd their agencies apparently have
<till to learn that thar’s sales eold
them thar Iallbillies, & vy

SPONSOR



OPEN LETTER 10 THE BAB

Your initials are new.
But the need for a Broadcast Advertising Burean 5 old.

SPONSOR has worked for the formation of a BAB for the past
two years. We have repeatedly urged its formation in editorials
and articles. We bave vepeatedly pointed out the strides
being made by the black and white media to the disadvantage

of radio.
Now that the start is made we congratulate the NAB.

We congratulate advertisers and their agencies, too. For
they will reap the harvest in better understanding and

more efficient use of broadcast advertising.

You bave our enthusiastic well wishes and onr promise of

cooperation. May we joint hands often.

Sorecerely.

NORMAN R. GLENN
Publisher
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\ HeEw ol I|-||"' o o !III I”lhill'
cast advertising industry,

\ start has heen made. The Broad-
cast Advertising Burean s on ils wav.,

The 2220.0000 at it= disposal in 19149
i~ lttle more than a star. It ean?
begin 1o compare with the SLOOOOO0
budgeted to the newspapers” Bureau
ol Advertising. por with the annual
allotmenmt of a Life or SEP.

But a small budget can g0 a lons
way neder  the I];_-llt direetion. Vil
we have high regavd for Mauriee 1.
Mitehell, the i who has heen ¢ hiosen
i hiead BALL 1 he doesn’t baild his
acorn. resnltwise and budgetwise, into
a sturdy oak within the nexst two years
we'll e surprised,

W see BAD as the most promising
business investment the industry has

vel e,

Applause

They Stole the Show

Lhe broadeasters withont network
ililiations proved their vitalny at the
"‘:'i\"|-|.!'|ll '1! |||" \:i:‘“'“ill \"“"‘ i-lli‘"“

Droadeasters  just gecomthy com
pleted, W hereas the agenda of the con
verttion i=ell was dilfused aml errati
s oomest idpstry eonventions  have
been =inee time inpaemorial, the nn
ililiores” oy was well oreanized and
down e eanth, The only section of
e el }u'ulh'nl Prosrian that mreht he
taggzed as hemg inconemons was Jodge
Po=tin Nillew™s specele o owns and

vt ols railio i'.-.ruru.’rmn'nl:_ e Anter

1

Vol anid the elamor Tor abolition
oL the anomal NADB Canvention on the
basis of non-accomplishment ta point
ol view not without weriti. we main-
tain that the creation of the BADR justi-
fiedd the 1919 session.

The BMB Situation

=cldom has there been as much con-
troversy among members of the NAB
as dhat  ecreated by the Broadeast
Measurewment Burean  at the  recent
Convention, The best of friends have
fallen out because of BMB rvescarch
poliey and management. As recently
as Marel, DMDB subseribers were ealled
upon Lo guarantee STO0,000, <hould
the decision of the Internal Revenuoe
Burcau find that BMB was not en-
titled 1o 1ax-lree status.

A= reported tsroxsor. 28 Mareho,
the subseribers came throngh wobly.
Unfortunately, more wmoney is needed
than was anticipated at the time the
fhirst eall for pledges was nade. Onee
again the subscribers are being asked
flr]’ i IIII'iI:I‘. 1|!i.- Hme o [llrn';_{n ||Ir'
escape clause in their contracts,™ and
o contimue Lo pay o the end of the
contract  June 19500, Pledges  are
comming i rapidly (209 of  the
BMBers signed at the NAB conven.
tion . and the NADB has agreed. unde
cerlam  conditions, to  advance the
NECCESSAry money [or curren CX[eNses,

Under  these  cirenmstances  Ken
Baker. acting president of the researeh
organization. feels that the continuanee
ol an ill(lll.‘*ll'\-!'HIIHIP"I'II COVCTrage-1e-

tea? 1l Tintde 1o do with the prols

||']||v of illlit’;lt'lllll'l'll |rlu:l|il aslers, “h'

judee used the unafliliates” luncheon

as a sounding hoard for s favorite

‘||hil'l 1, free radio.

Broadeast  advertising  faces  new
cri=e= dailv. 1omost be servieed Iy an
alert aneenienl. The ili'li'i"'l!llll”
station s becoming  imereasingly i
portant in the schedules of national.
rectonal. and local advertisers, Numer-
ically  the independents are as e
portant as their nelwork counterpanis,
In numerons areas the nonenetwork
slation s proving that it s as -
portant as any station o,

~carch organization 1= assured.

Illhl'll' Ihl\l' l"'i'i] il l"] "[ l”(!‘"l' \\‘Plll“
thrown around abiout how BMB has
spent money during its first few years
of -l|a|'l\||infl. spoxsoi feels that now
i~ the time for BND 1o make a detailed
financial veport to all who are inter-
ested in broadeast advertising,

Full revelation. not only of rescarch
data but also of what it costs to obtain
it. is healthy and. in the presemt case.
es=ential to the continned n]u'l.llillll ol
i illllll.-lr}--irnll.'-n[l'll coverage-re-

scarcl ovganization,

Summer daytime listening

Daytime serials prove that Summer
broadeasting is proftable. While other
forms of the commercial air seem 1o
lose part of their andience, the soap
operas, rated in big cities, decline in
rating only around 207 or less from
the high of the vear. H a survey were
made of Summer homes, it no doulit
could prove that there’s more listening
by Ameriea’s housewives who go to the
beach or the mountains than there is
when they are home.

While there may be some loss in
over-all histening during the Summer
months, it's more than made up for
financially by the discounts which
acerue o 32-ime advertisers. These
facts are a matter for SPONSOR'S Sum-
mer Selling issue (9 May ),

Dout sell vadio short—in the Sum-
wmertine.

* Permitting  <ubseribers to cancel their
contracts with 90 dav< notiee,

No better |||uu! of this could be
found than the convention program of
this zroup at the NAB, It was a husi
ness session i a sea of pelitical in.
trigue. 11 was a gathering of station
muanagemenls that exist 1007 on their
owi. 1t was a meeting of that segment
of radio broadeasting that looks 1o
wards expanding its services while the
vest of the aural broadeasting world
i= ].u:'iu‘ll'irl: for enrtailment.

The battle Tor radio’s share of the
illl\l'lii‘\ill;i dollar is 'n"lumill;! more
furions daily, The independents, dur-
lllf_' therr l].‘l_\ al the NAD, |I|'ll\'l'l| that
they “re o be reckoned with.

SPONSOR




e 3rd lorgest New Englond City

* 17th ronking industriol oreo in the

notion
e Over 100,000 different products

® Volue of products $330,935,000
onnuolly

e 26th county in populotion in the
notion — 552,900°

[(Lfffte
-ra
® 35th county in totol income —

E.B.l. $661,409,000° .

| : | e i .‘ e 67th county in notion in form
. L income $19,761,900

S T E R ® Averoge industriol woge (1Ist 11

months 1948) Worcester $57.10

(notion $52.83)

A Test Market.... | S

(52.29% obove notion) *

 Tested and Opportune ———

since V-J Doy

" e Construction octivity 1948 (10
months) 419% over 1947

Worcester and Central New England offer on

effective test market, completely covered by

both WTAG and WTAG-FM.

® Bank debits 1948 (9 months)
12.7% over ‘47 (N.E. 7.9%)

* 147,800 tomilies in o compoct

troding oreo with 54 cities ond
towns

Gy these Jmportinl Basie Tacton

Each one influences Test Market selections!

® Served by three mojor roilroods
ond over 50 mojor trucking
componies

® 1500 retoil grocery outlets -
® 205 retoil drug outlets
® Not dominoted by choin stores

_ °Copr. 1948, Sales Management Sur-
\ vey of Buying Power; further repro-
duction not licensed.

WORCESTER

580 KC 5000 Walts

PAUL H. RAYMER CO. National Soles Representatives. i
Affliated with the Warcester Telegram — Gozetle.




@ Standard Network offers 3 to 22 stations
strategically located to give comprehensive
“Home-Town" coverage of all or any part of Ohio.

200 C"““?«‘?

% With WJW, Cleveland's Chief
Station, as the originating station you
can now cover all or any section of Ohio
you desire. This offers advertisers an
unparalleled opportunity to gear their
time buying to specific areas that cor-

respond with product distribution. In

~

s
AN\
A

[

ABC Network CLEVELAND

REPRESENTED

NATIONAEEY

addition, the Standard Network provides
a sure-fire, economical method of testing
radio programs and plans . .. you can
buy from 3 to 22 stations. Rates and
specific recommendations will gladly be
given. Phone or write WJW, Cleveland
15, Ohio.

BILL O'NEIL, President

850 KC
5000 Watts

Y READLEY-REED COMPANY
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The Library of Congress

AUDIOVISUAL COMSERVATION
at The LIBRARY of CONGRESS

Packard Campus
for Audio Visual Conservation
www.loc.gov/avconservation

Motion Picture and Television Reading Room
www.loc.gov/rr/mopic

Recorded Sound Reference Center
www.loc.gov/rr/record



This file including all text and images are from scans of a private
personal collection and have been scanned for archival and research
purposes. This file may be freely distributed, but not sold on ebay

or on any commercial sites, catalogs, booths or kiosks, either as reprints
or by electronic methods. This file may be downloaded without charge
from the Radio Researchers Group website at http://www.otrr.org/

Please help in the preservation of old time radio by supporting legitimate
organizations who strive to preserve and restore the programs and related
information.



