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WTYR TV 

WCOD FM 

CALLING 
ALL 
CUSTOMERS 

IN RICHMOND? 

Of course , a three-quar ter b illion 

dollar market has lots of 

customers worth calling. 

WMBG, WTVR and WCOD talk to mos t 

o f them daily ... are closer to 

lhem than their telephones. 

First stations of Virginia, in radio 

and television both, the pioneer 

Havens and Martin stations deliver a 

loyal, time-tested audience in this 

expanding area of consistently strong 

buying power. Your nearest Blair 

man will gladly provide details. 

Havens & Martin Stations are the only 

complete broadcasting institution in Richmond . 

Pioneer NBC outlets for Virginia ' s first market. 

Represented nationally by 

John Blair & Company 



Sind li nge r stud y 
shows rad io's 

staying power 

19 J un e 1950 

Sindlinger has just completed a study of Ph ila d e lphia looking ­
listening for the four networks and group of Ph illy s tations. It 
shows that radio listening dips far less drastica lly than other 
researchers have indicated. Sindlinger used hi s fixed Radox panel 
of 300 families as sample. He discovered that f a milies owning TV 
sets for length of time regain interest in radio. News and music 
most TV-proof evening fare on radio; AM drama most vulnerable. 

-SR-
D. J. programing Contrary to oft-made predict ions, the disk jockey will be more in 

un increase evidence this fall than ever. On a recent station inspection tour, 
SPONSOR observed that more hours are bein g turned over to the 
personality boys, new angles are being eff e ctively exploited, more 
d.j. 's are being added. In one case, on KEX , Portland, a so-so 
d.j. show designed for general listenershi p was quickly turned into 

Radio is 
ge tting bigger 

Th ree Ralph Atlass 
outlets have pea k 

four months 

Station farm 
directors gett ing 

commercial 

NRDGA pushes 
me mbership interest 

in radio, TV 

a winner when a resourceful d.j. collected kiddie records and shifted 
to that typ e programing. Rating jump ed fr om 1% to 7%; audience 
includes adults plus yow1gsters; sponsors are varied. At KWK, St. 
Louis, d.j. 's are being showered with celebrations. 

-SR-

Observant Midwest commercial manager, on return from New York visit, 
observes that radio has returned to enthusiastic favor among Eastern 
agency and advertiser buyers but is still eyed suspiciously in 
Chicago. He predicts shift in radio's favor throughout nation 
radiating from New York enthusiasm. 

-SR-

Ralph Atlass operated stations in Chicago, New York and Minneapolis 
have each had biggest billings on record in first four months of 
1950. Atlass formula: music, sports, news skillfully block pro­
gramed. Outlets are WIND, WMCA, WLOL. 

-SR-
Advertisers can expect plenty of assistance from st a tion f a rm 
directors. Importance of sponsor-minded rural service specia list s 
was strongly stressed at last two meetings of Nationa l Associ a tion 
of Radio Farm Directors. Sparkplug Sam Schneider, KVOO, Tulsa , 
farm director and editor of NARFD, points out by cha pter a nd verse 
why it's vi tal. 

-SR-

Two-day radio-TV workshop to be held 28-29 September by Na tiona l 
Retail Dry Goods Association highlights fight by Howa rd P. Abra h a ms , 
NRDGA Sales Promotion Manager, to convince stores of import a nce of 
air media as retail salesmen. Agenda t a kes up pra ctica l problems . 
Abrahams says that 7,000 member department, cha in a nd s pecia lty 
stores are increasingly aware of radio a nd TV. 

SI'O:-;SOIt. Yolume I. :-':0. I :!. HI .T une HI~O . I ' " bll sll<,.1 IJlw<'ek l)' by '; I'O:-';';Olt i'ubllca l lons Ine. , ., 3110 El m .\ \'c .. lIalt lmore II. ~ 1 ,1. E"rullfe, Edllorlal. Clrc"latlon Ornr. 
:no ~I ad i son .\ v(> . • ~~W Yurk 22. SS a )"l'lIf In P . !5. $!) l,lf'cwiwfo. Entered as secona rlass matter 29 .11nUnry l~tt!1 at llalrlmore. )lJ. postofllce undt'f .\rt 3 :-"larrh lS79. 
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Radio keeps 
co ming back 

in TV areas 

Len ding emphasis to Sindlinger reports tha t r adi o listening is much 
in evid ence in bedrooms, kitchens,bathrooms of TV homes after 
novel ty of video begins wearing off, Telepulse reports that in March 
1949 only 2 .4% of New York TV h omes were listening to radio during 
Berle program . In Mar c h 1950, radio listening during Berle show had 
jumped t o 10.3%, an increase of 329.2%. 

-SR-

" Lightning That 
Sells" Premiers 

in Pennsylvania 

"Lightning That Sells," 20-minute version of "Lightning That Talks," 
won a pproval in debut before Pennsylva ni a Assn. of Broadcasters at 
Bedford Springs, Pa. Lively meeting reflected predominant interest of 
U.S. broadcas ters in way s a nd means of selling and promoting broad­
cast advertising . 

-SR-

Reps urge stations 
to increase 

participation 
programs 

Growi ng buyer preference for par ticipa tion progra m purchases has 
prompted some k e y represent a tives to strongly advise stations to 
expand this type of progra ming. Trend points up snowballing inter­
es t of station represent a tives, both r ad io and TV, in realistic 
progra ming. Special a ttention being given to problems of ABC 
stations. 

-SR-

One timebuyer One of most astute New York timebuyers has just completed study of 
concludes "deals" plaus ibility of "a nti-ratecard" buying for an important client. 

2 

won't work His techni que : he mailed questionnaires to stations reading as 
though he were ready to buy . His conclusion: it won't work. And 
his sentiments: he's glad it won't work. While he wants to take 
advantage of deals if competitors do, he strongly feels it's bad for 
the medium. Other timebuyers concur . 

-SR-

Is transit radio Mushrooming transit radio medium was given big forward push by one 
newest major of top antagonists when honest, forthright St. Louis Post Dispatch 

medium? reported findings of extensive survey among car-riders in St. 
Louis. Tra nsit radio got 74.9% of the votes. Only 15% were 
aga in s t. Rest didn't reply. In a nother decision, the United St a tes 
Dis trict Court ruled that the street car- bus FM medium did not 
violate rights of the individual. One of key factors in Tra nsit 
Radio upsurge a nd victories is extraordinary calibre of broad casters 
ass ocia ted with it, such as Hulbert Taft, C. L. Thomas, Wm. O'Neil, 
Ben Strouse, Leonard Higgins, E. K. Hartenbower, Jack Ha rri s , Clarence 
Leich. 

-SR-

TV in busses TV set has been installed in one of busse s of Los Angeles-San Fran­
newest transit c i sc 0 Short Line and company will s imilarl y equip 7 others. Recep­
e ntertainment tion is good, says compa ny, for ab out 40% of route between the 

cities. Video screen is visible to a ll passengers, but the driver's 
view is blocked by a sh i e ld. 

(please turn to page 42) 

SPON SOR 
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NO 12 OF A SERIES 

CHARLEY BERTSON 
In A ttNo-Hitter" * 

WHEe 
In Rochester 

WHEC is Rochester ' s most-listened-to station and has 

been ever since Rochester has been Hooperated! 

Note WHEC's leadership morning, afternoon, evening: 

STATION STAT ION STATI O N STATI ON STA TIO!'< ST A TION 

WHEC B C 0 E F 
MORNING 43.4 16.6 10.5 6 .4 18.3 3.2 
8,00· 11,00 Noon 
Mondoy Ihrough Fri . 

AFTERNOON 36.1 25.4 8.2 13.7 9.2 2.6 
11,00·6,00 P.M. 
M o ndoy through Fr i. S'arion 

EVENING 35.2 23.7 6.7 8.2 1 1. 1 
8rood (0111 
" II Sunsel 

6·00· 10·30 PM. Only 

Sunday Ihroug h Sal . FALL-WINTER 1949- 1950 
HOOPERATING 

BUY WHERE THEY'RE L1STENING:-

19 JUNE 1950 

N. Y. 

5,000 WATTS 
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('otO(.r shows Jack Purvis, N. W. Ayer 
time buyer, about to start on a trip to 
check on stations. Such expeditions are 
important phase of tim eb uying . (See 
So you think time buying is e asy? P. 28 .) 
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ARTICLES 

U 'liell tile "rofi's go 11". up. 181' 
Rob ert Hall ow e s much of its spectacul ar success to spot radio. The fi rm is 
radio's le a d ing retai l clothing advertis er with a budget of over $1 ,500 ,000 

" 'Iw' ,.ulls 'em in? 
Ra dio is way in front in th e dolla r-for-dollar comparisons of newspaper 'Is. 
rad io selling impact mad e by Seattle's ARBI 

TI.e SOff" tlurt sh·"t fo,o uine !lelfrs 
Us ing only radio, Pears has begun a succesdul com eback after nine years off 
the Am e ric a n ma rket 

So UOIf tI.illl~ timerUfuill!1 is elfsu? 
It ta kes care ful conside ration of dozens of factors plus a sixth sense that only 
experience develops to buy time wisely 

TillS to (f news S,."usor 
This is what the ex perts say about how an advertiser Cdn get the most out of 
h is news show 

ilOILO to use TV films ej'j'eetit°e'u 

21 

24 

26 

28 

30 

Wh e th er a Hollywood hand-me -down or a "tailor-made" for television, feature 
films, properly used, can yield gratifying results for TV sponsors :J2 

......... ,_ .... -, . ...-.---- . .. ----..--' ....... " ... "........,..--~ 

IN FUTURE ISSUES 

ilOilO S,UIUStUOs (·(11' 'lietUllr(. '",7 eOloer(f!If! 

The feels sponsors should have today about the cov erag e they get for their 
television dollars 

Po pular with city sophisticate as well as farmer, barn dance programs are a 
hit with advertisers, too. They've been going stro ng for two decades 

Ilt· ... t.t,,·(·I. ,O('I'i tlf'i:t's " ' it(·I. ('Omuu"O('i",S 
Fitch backed up its shampoo commercials with rese arch , and improved th eir 
selling effectiveness tremendously 

:l .lu'U 
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W E'VE TURNED ON THE POW ER JU NE 1 ST! 

AVo//o/;///f/es 90/119 fbsl-I 
Check I.IS fodofj! 
NEWS PROGRAMS ••• SPORTS ••• 
HILLBILLIES ••• DIXIELAND JAZZ ••• 
MUTUAL CO-OPS ••• PiUS SPOTS ON 

LONG-ESTABLISHED 
. LOCAL SHOWS! 

/;~,."j. "'~r.:~11 

MUTUAL 
BROADCASTING 

SYSTEM 

50.000 WATTS DAYTIME 

NEW 
O RLEANS 

WATTS 

NEWEST. Most Modern All RCA 

Equipment! 

Building listener loyalty 25 years! 

Individual Programming tailored 

to the area-plus leading Mutual 

Shows! 

j Building More Listeners Now 

With Our Greatest Promotion In 

History! 

James A. Noe, O wner Nat'l. Reps. 
RA - TEL 

James E. Gordon, Gen. Mgr. 420 lexington Ave. ;,it 
New York City } 

- 5.000 WATTS NIGHTTIME"' ... 
\ .••. 
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III San F'rancz'sco 

T hey g et together 
at her place 

, 
J 

Til l' ,l(ldr(':- :- i:- (10 011 the dial ... " ,here ill jll:-t :-ix IllOlllhs 

J(}II(, Todd has hecome San Frallci sco's firsl lady of radio. II i'lh a 

23(/( hig/If'" ralil/g 1!t([11 ([/lY ol lt er /u('(d lI 'OIll(III'S S/IOII ' f" 

AIlI)('('all.o;;c Silll Fra llci~('o \r()mell kllow J.. CllS· Jane Tod d 

ta Ib t1H'i r lallg ll'l ge. She l e ll~ 'elll al/d s('lIs '(,II/! 

\\ 11<'11 ./alle 1l}(,lIlioll ~ ;1 hook or a pla~· . ;1 dn's~ or dl'~~ert. ('a ~ h 

11'hN(, lH'oJi/e h([I '(' II/are 1II01/e'X 10 sp(,1Id per ('([pil([ 1!t([1/ 

i ll ([II )' /orge ('ily i1l Ihe I/([Iiol/!* 

If YOII :-(' 11 a prodll('\ \\OIlH'III11IY. ('OII1C Oil oy('r lo J ;IIW':-

plal'l'. L<'l 1I~ ill\rodll('C' YOll \0 til e firsl bd~' ill J\ lII c ric;}\: 

:'cH'lI lh IIli1rkel lod(} y. t 

-Pili t of ,," I· ,.Inri., II, \I urrh '\prj) ],).')0 

.~ ,j •• \l.III.'I!' "wnl "tln'·~ ,, [ Il Il)JO~ 1'"",.,. \I ay 1950 

11."" I "d.1. \ 1 "".IJ,'"II"h~a l ,, 1.1 :; t ll~': ()()I'. IIl . 
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510# Madison 
~ .. ' .. -' 

DIRECT MA IL 
I \\a~ intf're~tcd in a Jt.tter yo u 

printed in the 10 April i:,,~uc from :\Ir. 
E. F . Stafford. Ibdio·TY DirN'tor of 
the Daniel F. Sullh all Ag(,IJ('~ here ill 
B(J~ton. 

I gucs:;. I cu uld hay£, written ~1r. 

~tafford pcr~onall~, or hetter ~till Irayc 
called him on thc p h one. ~in('(' we a rc 
both hf'rc in Boston , Illlt I feel tlw ~ub ­

j('ct c an stand a little kicking around 
in the colulllns of SPO:\" , OH. \1r.. taf­
ford was i ntcTested in ~ugge~ t ions for 
keeping down the C()~ t ~ of mail piece~ 
by radi o stations and thcir rep~ . Sin(,e 
part of m~' , 'aript y of actiYiti('~ is main­
taining a mail li "t. I ha,'c o ften gi" en 
the ~uhje'("t a grcat deal of thoug ht 
and han' come to the ('ond u:-:.i on that 
the only way to kcep a mail list up 
to da tc is through the assistance o f 
thc l1Prsons to who III we mail our , 'ari­
ous promotion pieces. ~1r. , tafford 
talks ahout th f' fact that e"ery thing 
concf'rned with broadcasting is routt'd 
to him at tllf' Sul\iyan Agcncy. This 
is a fact. I am sure. the promotion 
lIlallagcr of a \ cw York indcpendellt 
o r a T\T _ tation in Florida does Hot 
kno\\'. Oln' iously \\·c are int('["estcd in 
hittin/! account eX('{' utiws. titnebuyers. 
radi o dir('('tor~. and any other intc r­
e~ ted partics. so we sf'nd a piece to 
eac h of thCll!. Ho\\"e,·er. if we had in­
stru('tions from ~Ir. taffonl that th e 
Danicl r. Sulli, an Com pan) is int c r­
cs tcd in only {Ine copy of any promo­
tion pi('('c and that to go to him, h c 
would n ot bc h cset with half a dozcH 
('o pies of the sal11c mail ill/! pi('{'c. 

As for the man~ mailing pieces ad­

dressed to those mcn who hare de· 
c idcd to get (Jut of ad,'c rtising .:md 
opcn up a peanut stand, or ha,'c in­
hcritcd a fortun e fr om a long. lost 
uncle and can gi\c up the yic issitudes 
of adn·rtising. there again. unles~ we 
are told that wc do not kno\\'. 

eriou~"'. I t ry to kecp up Ill)' li~ t 
frolll spo;\son's pagc of changes and 
o the r n ew~ o f the adyertising field as 

it appears in the "arious magazine". 
But, wi th out special I}('r~on ncl. which 
most rad io s ta t ions cannot afford. it 's 
all h ut il1lpo~sihle to kce p the list up 
to date. 

I would ~uggest to " I r. ~ tafTord or 
:0 a ny othcr rcc ipi ent of mail p ieccs 
tha t th c Hcx t time the,' recei , 'c an i tem 

19 JUNE 1950 

add res~('tI to sOllleone d("I. 'ea~cd or de- I 
pmtP(1. that tht'" cut out the addrp~s. 
~('\'i"hlt· 011 it "110 IIlIIg!'r h('re." 

JOII.\ WII.KOFF 
I'rolllo/ion 1I (/lU1{.(et 

If'COF 
n os/on 

• 'Ir. ~Iuffurd , uf ,h.· B a ni,·) F. !"ullhull Ad .. 
H-rti .. ina: .·\ ~.·n('~' . ur~r.) .nnr." ('ar."Cul .... co of .li· 
r.·.·' JUai) ill hi .. I.,tt(,,. 10 ~ll()' ~OH. ' I'hi .. i ... 1111 

SUMMER SE LLI NG ISSU E 
Can ,, !' ha , 'p SI'O:\SOI{'S ]wnni,.."ioll I 

to rcproducc Illaterial ahout ~Illmn('r I 
li,tening: from) o llr n \I a~ i!'~l\( " ? 

AH:\OLD FOCIIS 

I.F.I. Adver/isillg 
DIIIII/h , .11 illll eso/a 

• 'J atl'ri .. l .ll:n I. e' rl 'prnt]llr.·t1 if "'i1'()'~OR i .. 
I'rl ·, litt"d. 

Wc \\ pre greatl) impre!'sed with th e 
U ~Ia, is;;u(' of SI'O\SO I{ ill w!rich Illlwh 

"aluable sales allllllulli t ioll for ,..lllllllH'r 
usc was prc:,crrtcd. \Vill ) ou arrange 
to haw 10 add itional cop ie:. of thi,. 
i"' ::- llC ::;(,lIt to we? 

G LE:\:\ CUHK \IILLEH 

S /a/ioll Ihrec/or 
IFC]JO 
Cincillna/i 

Pleasp s('IHI II;; three additional co p­
ies of th e :: ~Iay SPO:\501{. Tire mate­
rial on Sllll1 l11er autlicnce i, ex('elJ t' nt. 

J. 13. Fl"Ql·.\ 

Presidell / 
WJBF 
Allgus/a , Ceorgia 

Thallk ) () U ' ('[) IIIlICl! for the:: .\lay 
i~sue of SPO:\SOH Illagazine. It i,.. a gold I 
minp of information for tl1O<;e o f u,. 

who arc attempting to sell :"ul11l1wrtimp 
radio and t c l t'd~ i on. 

H E'! :\OLD R. I\:HA FT 

"ire ]Jresiden! 
Palll fl. Raymer COlli {l(lIn' 

lYe//" } 'or!'-

EQU ITABLE LIFE PROGRAM 
III wh a t i"sue did you repo rt on I 

Equitahl(· Lift"s radio program"? 
~IYlw:\ L. 5ILTO:\ 

Presidell/ 
Sil /on Uro/h el s 
UM/OII 

• '1Iu~ Efluh a hl.- !>tur~ a pP,'nrl'" in th.· 

7 '''- I \ 1' 1lI1)('r 1<) 11) 1"'",111'. 

Publ"c 
Service ... 

1<; not IIl tTC "lip 

Sl'J"\"ICC. K ~L\ holds 

Farlll Dan to dCIlIOIl -
I 

stratc Soil ConsclTalioll 

practiccs; plans to lakc 

lOG ,\rid"'l'sl Fanlll'J"s 

to , \\aska llCXl Fall; 

illtcITic,,'s hUlldrcds of 

small to"' 1I newspapcr 

cditors anllua ll y; lIlails 

lhousallds 01 kttcr" 

year ly gl\' lllg gardcll. 

crop and lIursery ad­
ncc. 

~H) "'. K~I A " li\'Cs" in 

hundreds of \lid"'CSl 

CO llllllullities a lld thou­

sands of ~ r id"'l'Sl hOllies. 

Tha t's " 'h y K~r :\ is lhe 

" ~lIl1lber ] Farm Sta­

tion ]n The ~ulllbl'J" 
Farlll ~f arket." 

KMA 
SHENANDOAH, IOWA 

Represented by 

Avery-Knodel, Inc. 

IMT1 
(TV_OMAHA) 
CBS_ABC -DUMONT " 

. Omah a 
Leader In " The 

7 
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WWL Sells for Its Advertisers in Many Media 

Cont inuous, as usual. are WWL's campaigns of 

24-sheet posters, streetcar and bus dash signs. 

store displays. posters, stack siglls and personal ­

assistance calls on the trade. WWL gives more of 

everything . . . to the Iisteller ... to the advertiser. 

SPONSOR 
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South 's Greates Sa lesl11an 

Uses NeVI Ideas In Progral11-Prol11otion 

WWL's current newspaper campaign is far and away the 

biggest, most comprehensive listener campaign New Orleans 

has ever seen. A series of full pages in color- plus 2-column 

newspaper ads every day all as packed with appeal as 

WWL is packed with CBS stars and local attractions. 

fiWL Leads in Hoopers 
... Morning ... Noon 

... and Night 
ww L has a substantial lead 
in both mornings and after­
noons. And, evenings. its share 
of audience exceeds that of the 
next two stations combined. 

19 JUNE 1950 

Whatever you have to se ll , hi r e 

South's Greatest Salesman 

NEW OR L E AN S 

50,000 WATTS CLEAR CHANNel 

CB S A FFILIATE 

A DEPARTMENT OF LOYOLA UNIVERSITY 

REPRESENTED NATIONAllY BY THE KATZ AGENCY 

9 



When you're making out that sched· 
ule for the Sovthwest don't over­
look this soles-winning pair of 
CBS stations. For availabilities and 
rates, write, phone or wire our 
representatives. 

National Representatives 

JOHN BLAIR & CO. 

10 

Queries Th s new fea t ure will present some of the most in ter· 
esting questions asked of SPONSOR's Research Dept. 
Readers are invited to call or write for information. 
Phone: MU. 8·2772. Address: 510 Madison Avenue , 
N, Y. C. 22, 

c~. "Call yuu Il'il lilt' Ihe numher of Il'ie\'ision sels Ihat hayt' het'll 
~ulcl i'int'c ] January, aIHI Iht, ('xlwclcd ,ulullle for Ihe rcsl of 
Ihe year'!" Ad Agency 

A. 1.896.000 ~old :,illce 1 J anllary. with the ex pectation th3t hy 1 
Jalluary ]951 tllt're will he 8,600,000 sets in lI~e in the United 
Sta te~. The e~till1a tcd va llle of the 5,846.000 ~et~ no,,' ill u:"c i, 
$2.110.880.000 (to 1 ~hy ]950). 

f~. "'Yherl' ('an 'H' find a lisl (If raeliu anti Il'ieyision spoll~ors of 
hasl'ilLllI't" Maga=iTle 

,\. SPONSOR kilo,,:, of no one ~ollrc(' for thi~ illforllHitioll, It may 
he helpful to check SPO~SOR'S recent "Play hall: 1950" in tlw 
lOA pril i:":'lle. page 30. 

f~. "Can yuu gin· 1111' Ihe c1ah'l" of Ih .. issut'1'\ in which you ('arrie.1 
Ihe TV didionary'!" Ad Agency 

1\. 13 February 1950, page 22 ~ 27 Fehruary. page 3-1: 13 :\larch, 
page 34. (The dictionary. in IJOoklet form. i~ still available: 
fret' to SPO~SOH !"lIh:--criber:,: otherwi:-e 2.Sc per COI)\'. Bulk rate.;; 
givell Oil reque:-;L) 

f~. "'Vhal is Ihe llullIlwr uf siandard A:\I hrmuit'asl slalion8 in Iht' 
Uniled Slates '!" Broadcaster 

I A. Nearly 2,200. 

Cp. "Do you ha\'e any informalion ahoul Ihe efft'cl of leie,ision on 

Ihe sale of radio sels?" Advertiser 

A. A recent report by NRDGA state:': "Though r;ldio department:' 
reported ~evere declille~ in sales (1949), the report re\'cals ill 
contra~t an inCft'ase of 2]2 C;~ over 19-1-8 in the ~.:de of tde\'i~ioll 
~e t:-;. A~ a re~lllt, the combination of radio:". phollograph:, <lIlO 

televi~ioll :,110\\t'd ,1 :,ale:, increa:"e of 23 0-'0 oyer the 1)J'eyioll:" 
year. 

C!. "'Vhal ageneie~ hael lup nalional TV hilling in ] 949?" 
Ad Agency 

A. N. \V. AyeI', Bate=" BBDO, Biow. Esty, Kudner, SlIllinm·Stauf· 
fpr·Colwcll & Bayles, Tarcher, J. \Y.:lltel' Thompson. YOllng &: 
Rubicam (li:-; ted alphahetically). 

C~. "In YOtll' J 6 January 1950 issue, ~'ou quol('el a LOOK HEAl{ 
survey. '~ ' hel't' can Wt' sec Ihis SIl1'\'(,y'~" Ad Agency 

A. Contact LOOK HEAR. 1<J,S E. 53rd Street, ~e\\ York City. 

J\. 

Plaza 9-4722. 

"Can you tell us ahoul 1'11(' Court of Jlis ... ing IIrirs show: Ilrl' 
IH'lwork, sponi"OI·. ancl \\ he'n il w('nl ofT Ihl' ail"~" 

Yational rt'preseTltalil'e 
Ironizcd Yea~t :;pon:-ored it all CBS. Tuc..;da~' s. 8:30 to 9:00 p.m. 
It wcnt ofT the air 29 September 19~·2. ABC had it slI.;;taining 
from 31 March 19~16 to 18 June 1947. 

"lIa\'e you lwei any mail or.I .. I· slol'il's lall' in 19~9 or ('arl~ 

in 19;,)O'!" Yelll'or!.- lihrarian 

Ye!" .. 5 Decclllber 19 L19 alld 22 1\1(1) 19S0. 

"From wholll can WI' gel a TY l'e'pe)l'1 ahoul lisle'III'I·S. IU'okl'n 

down a!'\ 10 limes of clay. hy ag.', an.1 hy Sl'X'!" Adl'l'rtiser 

A. C. :\fici:-cn Co.: Amcril'an H. ('~('arl'h BlI)'(',llI: Yidcod(,x: ~po:\­
~OI: '=, i~~lI('~: 2H Februa ry 1919. page 21. alld 27 Fclll'lli.llT 1950. 
page 26. 

SPONSOR 



March-April, 1950 Hooper Sta ti on Aud ience Index Shows 

IN THE MORNINGI 
Share of audience is 30.1 (20.9% ahead of nearest competition) 

IN THE AFTERNOONI 
Share of audience is 21.0 (17.3% ahead of nearest competition) 

51 IN THE EVENINGI 
Share of audience is 16.3 (38.1 % ahead of nearest competition) 

IN SA TURDA Y DA YTIMEI 
Share of audience is 21.8 (21.1 % ahead of nearest competition) 

IN TOTAL RATED TIME PERIODSI 
Share of audience is 19.0 (35.7% ahead of nearest competition) 

- -

CBS BASIC • 5000 WATTS • 600 KC • REPRESENTED BY RAYMER 

19 JUN E 1950 11 



THA NK YOU 
PROFESSOR! ! 
THE NOW FAMOUS W OODBURY 
COLLEGE IM PARTIAL SURVEY 
SHOWS THAT WHEN ASKED ... 

"WHICH STATION DO 
YOU USE MOST?" 

KLAC- TV 
WAS MORE POPULAR THAN FIVE OTHER 
STATIONS IN THE LOS ANGELES AREA 

BASED ON A SURVEY OF 3000 TV SET OWNERS 
IN TH E 16 ECONOM IC DISTRICTS OF LOS ANGELES 

*ASK YOUR K ATZ AGENCY REPRESENTATIVE FOR COPIES OF THIS SURVEY I 

THANK YOU 
MR. SPONSOR!! 
IN THE MONTH OF APRIL ~' 

KLAC- TV 
HAD IN EXCESS OF 1850 ADVERTISING 
U N I T S (A UNIT OF ADVERTISING IS A SPOT- ) 

. .. A PARTICI PATION OR A SPONSORED PROGRAM 

LOOK FOR THE SPONSORS ••• 
THAT'S WHERE THE LISTENERS ARE 

KL AC- TV 
Hollywood , Cal i forn ia 

LUCKY 
CHANNEL 13 



19 .lUlU" HJ:iO 

Nell) "",1 ,-ellelt) 

These reports appear in alternate issues 

New National Radio Spot Business 
SPONSOR PRODUCT AGENCY STATIONS-MARKETS CAMPAIGN, start, duration 

Allu'rlC"nn Chh' I,,-, t:o 

C ("IIIC'Ullia} Turf Cluh 
ehal) ~ti('k Co 

Ct.·luoral :\1 ills 

'1 h,' K,·lIo!! :; Lo 

\,"uolriC'h ''"001 .. · .. "ill s 

4 'hh-Iel!olo, ),'nt ~ "(' Billlg,or ,,~: Urn"," nin:,:: Cr.'\. 11"'rH':" " ' .. 11 iOllal 
('\. L) 

Tnrf ('Inh 'InrI.. ~(·hr(·ilH'r (H'~ln('r) 2U rt·g ional !-tations 
Lhap-~ti"k lip prott'('tor l. awn'lIN' Co. 4;nlnhilllu'r 30 IIIkl s; IlliIjur ('ilit's 

C'. Y.) 
lIalo, '·(·to ,'\. Ajax ~11t·rll.all ft.',: 'l:trtlllC'tle :~:; non L .. ,,· ~Iatin .. s 

(:\. L) 
:O-""all .... lo","11 Il,··d.· ... Food lOlln~ Cr.'\.' Hnh ieam (:\. '\.) 2U IlIkb.; 60 !'I tati(ln ~ 

'nix 
Kix Tall.aln-LairtJ (Cohi.) 2:~ Ant: ~tation ... ; I'a('ifil" (" o a"" 

Hi"" Kri~pit,!oI Kt'II~·o" fo.~ Et,khar :1t (:\, Y.) 2') ~tation .. ; Illajor (,itit·s 

'Iullutaiu· ... :rtlt ,'Iotiles lIutdtins (lluc,IH· .. {t'r, ~. y,) h.1:An (Fairhauk s ) 

AIIIH" IIII"'; !'o C",('ral !'o t ;lrtill ~ .. Ia l (· ... ; 1 7 

""k" 
TranH' 0111111 ' 1111 .0;.. lal (" JUII 

P ... rtir ; llaitl-OC' t; 2U ",k s. 

\uut'mt s a nti rhainhrt'ak s; :i jllll ; 
:I "k s 

Totla~ i ll 1l01l~",oucl; 'I.F 3 - :~ : O:i 
pili (Pa C' ); 5 jllll 

Ilo"'tlv ))ooch'; Tu. Til .> : 3 0-:>: 15 
p.n': 6 jU':'; n ",I.. .. 

t ' hall1hrt'ak ~; 3 ~C'(l; 1:1 ",I.. .. 

New and Renewed Television (Network and Spot) 

SPONSOR 

Auu'riran Tobat'C'o Cn 
Arnold nakc~rs 

p, Ballantine fo.'\: ~on.; 

1I"sl Foo,l, 
1I0r,h'n Co 
nyrtl a .. cI Son InC" 
Cnrtt'r Procl.u'h 

n. L. Clark Co 
Cnn~oliclntt~tl Cil!ar '-:0 

))nuhI .. ,Ia~· 

F. W. Fil .. h 
(;t'lleral Footl s Corp 

GoodyC"ar Tin" fo.'\: Huhllt'r 1.0 

Grueu ,,'at("h r:u 
lIygratie Food Prn:inC"t s «'orp 

I~o Lalor~' Food C.orp 
)1("Kcssnn &,- Rohhi .. ~ 
'Iallhattall ~oall Co 
~I anhattall .soall Co 

'I anhatlall Soap Co 
:\alional Selerled Protluc,to; 
().C .. I-() 
Pt'p~i Cnl a 
I'ril1ee .'l aC'arolli 

ProC"t('r &- Gamble 
Ran,::::er joe 
Iliggin ToLa("C'o Cn 

!-iuow Crop :\Iarkt'h'r" 
~ol'hie 'Ia~' Landy Corp 
~tall("o In (" 
~tandard Brancl~ Inc 
~tandard Brantl~ I1w 
~ t anda rtl Urantl >; I n(" 

TriC'o J1rotlut,t s 

" ' ard B .l king Co 

AGENCY 

1111)) .... () 
B("ntoll &. Bn", It,~ 
j, " . altt'r Thonlp~on 
Bt'nton fo.'(: Un", I("~ 
"\ oUlIg fo.It\:. HuhlC" arn 
II. II. IIl1ml'hrl'r 
~lIl1hal1, ~tallffC'r, Co ... I"'t,1I &: 

Ba'· .. •• 
1I1111.oi.O 
Er",·ill, "'aser 

1I .. 1,,·r II"",· 

II ar r:,· B, f:uht'll 
\·oung t.", Ruhi.'aul 

COluptO .. 

Grl'Y 
))oyl ... I)ane ,I:, lI .. r .... a .. h 

R'H" S, J)ur!'itillc 
J. "n. Tardll'r 
Uuaue jont's 
Unillu: JOIl4..'5 

Huanc jOllr !iO 
Gcart· .. :"larlOlon 
Con.~tcH'k Uuff t'~ 
Bio"," 
II. C. 80>'; 

B("ntoll fo.~ Uo",lt,S 
La.n)' &: K("en 
Brookco .. Smith, Frl'lIc'h fo.'(­

J)orr;rll('c 
)Iaxoll 
A, " ', Lt'win 
:\1,'Cann·Eri("ksoll 
Tc,tl Balt'~ 

Coo "'ptnn 
CO IIIJ)loll 

j, ''" altt'r Tholl.p,;;,tll1 

NET OR STATION 

\\,XIIT, :\. Y. 
\\':\11'1' , :\. ,. 
1\:\1111. 1II)"d 
"]1;11'1', :\ .... 
\\,:\BT, :\. Y. 
\\]I;IIT, ]1;. Y. 
W:\ I1\\" \\'a,h. 
"I'TZ, I'hila. 
"I'TZ, I'hila. 
"Alln, ]1; .... (1)11"0111 n .. l) 

"''\11'1', :\. Y. 

\\,I'TZ. Phila. 
\\ '\II\\' , "'a,h. 
\\'I'TZ. Phil". 
\\,:\IIT. X. ,. 
WIIZ.TV. 110,1011 
\\,:\IIK, LI .. ",·. 

\\·BZ_T\,. Bo,lolI 
\\'1\11'1', l\. Y. 

"I'TZ, I'hila. 
\\ :\BT, 1\. Y. 
\\,IIGB. S .. h'·Il. 
\\,:\B\\" \\'a-h. 

WIIZ.T\,. B"-Io,, 
W:\IIT, :\ .... 
\\,I'TZ. Phil". 
\\:\11'1'. '\. ,. 
"IIZ.1'\', 110.1011 

WIIZ- \'\'. 110,1"" 
,,1\1\1\. LI,·,,·. 
"I'TZ, I'hila. 

\\ :\11'1'. :'\. Y. 
\\ :\1\'1'. :\. Y. 
"1\11'1'. :\. Y. 
,,:\ 11'1'. :\. Y. 
\\,\BT. ]1;. ,. 

\\,I1Z- \'\', 110,1,," 

"':\ II K CI .. ,,·. 
"'IIV: Lhi. 
\\ :\1\'1' , '\ .... 

PROGRAM, time, start, duration 

211-s .... film ; 17 JUII; ·11 "k . (,,) 
I.mill fillll; 22 )I .. ~· ; 52 ",ks (n. 
I-rlli .. 61.11; 11 :\la~-; 21 ",.1.. ... (II) 
I-Jilin partit'; 29 'lay; 1:1 wk s (n) 
Parlir; 29 ~I a)' ; 13 "k s (,n) 
I-min IhOt· al1n("lllt; 1 ~Ia,· ; 13 wk~ (II) 
I-m i ll film; II "a~' ; 52 '"k s (0) 

I-mi .. 'ihn; 1 )Iay; ]3 ",k~ (r) 
Th(" Plaill("loth C"~.nan; '" ~::-l().lO pll'; 3] .'Ia~·; 52 

"k s (n ) 
3()-mill prog; ~un ]1: ·15·12:1:> pnl; J .. 'I;r~· ; 13 ",ks 

( r) 
].lu in fi .... ; 2 :\Jay; 22 ",k~ ( .. ) 
20-<;;("c film; 2 1\la)'; 3·1- wk s (r) 
1-'lIill p:lrllc; 4 :\Ia~' ; 3:i ",k s (r) 
20-st,(, rih .. ; 17 .'Iay; :>2 wk s (n) 
20·~l't· 'ibn ; 18 '101)· ; 52 ",ks (n) 
20.~t·C' fillll; 31 ."a~'; :>2 ",·k s (II) 
20·5t·C' filnl; ] jun ~ 52 '" L.s (u) 
2()-"'r fillll; 3 """ ; 52 "ks (n) 
no .. '''ill slllw of tilt' :'\"a,·\" , ~ J()-IO: 3 0 an.; ~l 'lay; 

13 "k . (II) . 
1.1I1i1l film; 2 :\Izy; 1(1 ",I.. ... (n) 
I-min 611u; 3 :\la,..; 13 ",I.. .. (II) 
2 U-.set' r."u; 12 '13'· ; 13 ",ks (n) 
!! U·Sf."C' lihn ; 31 ;\Ia':o'; l:-l ",k .'i (n) 
2()-srr film Ii Juu: I:I \ok,; till 
1-lIIin film; 8 Jlln; lil wk . (II) 
l·nl;'1 partiC"; 15 "ay~ 13 ",ks (n) 
I-min film; 21· "a~' ; 13 ,,·k. (n) 
P urtiC'; J5 ~Iay; 13 ",ks (n) 
AC'(" Urunllnontl : Th 7.7:2U (llll; 2:> 'Ia~; 13 ",k ~ (r) 
:> 'lay; S2 wks ( .. ) 
20· .. C'c fi .... ; 2b ~Ia~'; 52 ",k~ (n) 
J-nlin r.ltll; 4· jun; 1 .~ ",ks (r) 
L,oa't" it to til.,. Girl s ; SlIn '7-";':30 pill; 21 'Ia~ ~ J 3 

"k s (r) 
Parli .. ; 15 )Ian 13 "k. (n) 
I.mill partir; 15 'lay; J3 ",k s (n) 
I.,uln partiC'; 15 ' l ay: 13 ",k s (II) 

,Jarti(·; 15 :\Ia:o' ; 13 "'ks (II) 
2()·sc(" fi"lI: J "; ~Ia~': .i2 wks (.d 
20·~cc filllr~ 3 _' I n)·; :>2 "'1.. .... (II) 
23 'Ia~; 52 "k. \n) 
2:1 'Ia~; 52 "k. (n) 
:i jllll; 52 ",ks (11) 

:.!oO.!'>,,(" fi lin; 1.2 )1 a~·; 13 '" 1.... (r) 

• '" lIe,\'t issue: ,"ew IIl1d ICell('u'('" 011 J"etu'o"I~s, S,HH'SO" '·(·"SOIl'U·' ( 'I.III1!1es. 
J"II t iOIlIl' 1l"OIIl'('''St S",('s E,\'e('ut h'e { ;llIf "!Ie~. .' ·(·u' II !I" II (' !I iI",,.,; lit III ('11 t .~ 



Station Representation Changes 
STATION 

h.P U :. Purl \rthnr. I fo"a .. 

\\ .\ HI. . :\rlill :,: loli . \ a . 

\\ m :.:. IIdh.·"I> . 'IJ . 

"IIOk. . n.·,,·la n.1 

\\ F \ '\. I a ll , Churo·h . \· 3. 

\\ f ~ \ '\ . :'"'I ih ,or .'"'Ip ring, '1 «1. 

\\ ( ~ I L, (;aIf· ... b ll rg . III 

\\ JI-:J. lI agt·r"" tO\\II . '1.1. 

"01 .'1 \ '. \ lil t ' ''', lu\\ a 

" 1'.1\. , \1("" ol1 u lria , \ a. 

\\ 1'1.11 . 111111111);.,: 10 11 , " ' , ' -;1. 

AFFILIATION 

'III~ 

I l1d"I"'IHI"1I1 

IlIcl".It·IIII"1I1 

InJ('IH' l1tl. o lll 

l11d"I'( ' II,I.'1I1 

111111"'1"'1111"111 

'1Il~ 

'III'" 
"lie. I II ... . 11"\1",, •• \111 

Indf"IH'lul"nt 

'III'" 

Advertising Agency Personnel Changes 

N AME 

, . r ;'llik Blanlh'r 

I. . U. Bloom 

J a lll('~ Bri":.:('~ 

l ,t·u lI.l r d ( · ... rut.on 

Eli Cu ....... 

Uuh"rl (:"hall 

\Yill II . C(lnn(·I1~· 

I: r il llkh II " ' , Un.on 

Char·I.· .. (;ralll Jr 

( ' lilTnr,1 E . (;rc'.'ul a lltl 

U"h('rl J. lI .. k"-('1I 

Jot·1 lJ a r, ,, y 

I lIullla .. E. l1a~· II.am 

~ af1cl(' r 11,0,' 111311 

\\ illi;1I1I II . lIou~hlull 

«;(' ur;! cO J .111(1 a 

B,. .... ,· II K. JUII" ';;' 

J);J' i ,1 ~ a iJ:l('r Jr 

Bol ... rl 'U . K.·llu g:~ Jr 

U. Ian l. .. i,lIa\\ 

11"I' I,, ' rl '-I , 1.( ' IIT. 

Unh"rl F . I c' ''' i'H' 

\rth n r C . LinJ!(' 

J :1111('.. \\ . I.n t"a" 

' , '\\111 . 111 I:, 'I r l-:\,,,· 

I.illth n:, 'Llr ltarrie 

J ulll) I .. 'Ir()nil,,, 

J :1 UH' " 'I. :\, (" \ ·illn 

\' i(' I·iulru", .. ki 

\1.·, )(" "(, II111 a n 

1I .,,",:l nl 'I. U" .. hku w 

.... :',h .... :' Bnllin 

r.l", nrd .... . lIlIp'· r .. 

I )a ll .... , Il1n i.1I III 

J :H' k oJ". '-Ih a rJl 

F,nil .... ',·in 

EIII" II "1 .·rB 

\ h ' ''1 ~'"' 11 11 ..... 11 

I .• ·• ' 1 udel 

4. urd " 11 f •• \nll ... · r"' ark,.r 

II "." \\ . \\ III 

FORMER AFFI LIATI ON 

\.h,·r li ... ill ~, ("op, all.1 lu("r("ha)lfli ... iu ;..:: f·u"l1"f·lIor in 

4'01111. 

111111.'1:0 .. \) '''1'1,. 

(~ f",.'r, 'f·",.·11 .. ~ (;an:,!t'r, J).·lroil~ .lIf·.lia .li.r 

\\ 1. \\ , CiIH·illll.lli 

".·II,·UII .. ~ J.:.·kh01r.h. prutl uf 'l ark TrOli1 pru~ralll 

In:-'f'ph .\.h·. Cill('illllali 

(~radual.· of Ohin Stale~ JUl1 t'~ 19."iO 

It.·ad of hi ..... ",11 ~ I ... pr .. m allli ... 1 .... · ull ..... lt ill~ firlll~ C hi. 

rurl ... r~ I .,·a.·h .. "{ C.o, :'\ . Y., 'p ill .·llar~'· uf ra.liu, t, 

\1f.~J 'I. II,· ,. r. .. , ' -. Yo, .. d a". 

\ .. :-.o("ialt· d "1·n~rall. ~." r' ir."~ :'\' . ,. , ("OUlIIIJ III,gr 

B.·1I1011 .. "{ Bo", I f' ~ ~ , '. y, 

'I drn (;uld"',11 'I a,·f'r . , . y" ... h· ~ Iatr 

'l a:\ulI 111.'. ,. ,., elir of 11Iarkdill:;: :11111 lIIf"dia 

~("IH·III,·, IlIdll ... lrif· ";;, ,. Y. 
\ ~ ... u("L.h~d Pru J,:ralll ~t'r' ie· .... :\.. , .. ... lalT .1 ...... 1 

u·n,·illy, Uol ,· ,It(. SOlllll1.·.·. Chi., a:-. ... u(' 11I.·1II),f·r 

( . nllllill~h:1I11 .. "{ \\ · .II ... h , ~. , .. :11·,' 1 f" . ' " 

\\ 4 \( 1.'1' \ ' , PI.h ila. , pru.1 elir 

Br .... k •• , SUlilh~ Frr'II('I. I.~ B .. rrall.·.·, Ut·l r .. it 

( . I· HB. Turollln, IIIf·ml,.·r 1'("lnil ... 1" ~ 1:l1T 

'.)I'II~ .. ~. Hl1h if·:IIII. N. ,., 

. :ill .·. ·1 f·I,·, i .. i .. n Studi .. ... . ". 

Bf' lIlon .. It(. Bu",lf·s. '-' . ,. 

\ .. :-.(,,·iah·.1 Pru g r,jllll ~"n it·,·. '-' . , .. di.· uf pro;!' 

('l1l1l1in:;:halll .. "{ "01I ... h. :'\. Y. , 11I".li .. tlir 

'UIIII ~ .. "\. Huldl·all1. , . \ ., ra.liu .. ru.1 "'111"'1" 

r.,., ,·r. ',·",.,11 S. 4~011\:,! r' r. , . ,. , 'P ;11111 .1I:,!r uf U.·trnil 

unif' " 

Kt·II,·.Smi lh Cu. \llanla . a ... .. 1 lII ~ r 

I"'attlr(" wril"r :1 .. ,1 11 .. , .· li ... 1 

h.1·uJ,:,·r Cn , Cill,·illllali. gorn. ·.·J',· I1H ·r.·llallfli ... ,'r 

\\ ( \(, Ph iIH ., 'pill (·ll,ilrJ,:f· uf :--1 ... 

\V ,l i ll .. "\. Burll(' h IlIf·. ,. , .. m " '1 

lilt, I:r("df'rif ' k.4 'J illlull Cu 111(' . :"\. , . , rOl.lin :llIfl I' fl ir 

(tuf· r :llf·.1 U,",II 1I 1! .·1I'·, 

( ~ f'ur l:" P. II "II ill g !.,·J' ): Cu. \llallla 

" j 'I 0 . CI,·\(·. . . ... 1'" n ' p 

I .f·'f· r Br .. ... ( ... · .. ... ullt·1I1 flh) . ,. , ., ... 1 ... dir 

I · .. r , uu . 'lulT .. ~ 'urll.lit·h, I ..... i ... , ill,·. f'UP" f·ltif·f 

hPI\ . ·I\. " ... ~ .) . S . "' .! p r ulII lllUI pnt. Ilir 

BBD .. \:' 0 , ,. , . • U(' f' l ,·'f·.· 
Bllf·h n nnn .. \;. eu , 1 ... \ . 

B"lIlu)) S. B .. "'1(· ... , . Y ., 1I1('IIia ' · (lorllinnt .. 1 

h I 1\. I .. \ .. J,:, f' lI III ~ I ' 

,"elt" alld nellelt" HJ JUlie HJ.iO 

NEW AFFILIATION 

NEW NATIONAL REPRESENTA TIVE 

J o hn P ea r !'lo n ( '0. '\.. l. 

Indf"p ('nJ ('nt .'\Idrol)ulilan '-lOll.· ... '\.. '\. 

Ind("p C'n d f"l1 t 'I ___ tropulitall ""'- a I.·"", ' . '\ . 

.:",-·rC'lt-:\l("h:inll(,~· , :'11.. '\ . 

10cl (' I'('I1«I('01 'It·trotlolilal1 "' ah,·~ . '\. . '\ . 

Incl"llt'I HI"lIt \I etropolitall '"'I alt" ... . '\. . '\. 

V; ' illial11 G. 1( 31111H·311. '\. . '\. 

WaH.," Cu. _" . '\ . 

W~ .. J .'1: COl. " . L 

Inc1t"(H"l1df"1I1 :H totrupolitdll "' al,o.,;;,. '\. . \. 

Walk,·. Cu, '\ . '\. 

Hul"ra llfT ,\;. U ,.a n , <- hi. . 1\' flc'pl 

""'l1~' on ,\;.: E("kl.ardl. U e lruil , lI1f'fli a flir 

(; nt'nIIH' r~ Brn",n ,,\ Hf'ru(' In .' •• '.ill. illllali (h ... af l of tlu·ir 

hran.·h uffi("e in Ba~lol1) 

S a 111 f' , proll c1ir of rallio J~pl 

II (":ul of I1f'", Eli Cohan 31h f'rl j ... i 11 2 a:':f·lIf·~ . I ~ hl (" illnal i 

"'illt III'W Eli Cohan ad,erli ... in;!, a~f·III·'·. ( ' i1u' inl1ali 

J'IIII 11011111 ) Orga llil. a lion. Bf·lrf)il . lIu'llIlwr ... 1 ... prom !'iolafl' 

Sam .. , parl1lt'r an d m(,lnher of III ... hf .... r.1 

P a n \lIIf·ri l·UII Broafl t·a~ lil1 :::'. , . Y .• :1 ...... 1 afl, III~r 

Salllf', a.',·1 t"f'f' ill sill r(,,1 rlf'pl 

h.f·II~·U " .. \;. I·:.· kharclt , , . Y., .. op~· ~laJT 

Tf'fl II. J.'af· lor, L.A., pru.1 dir 

'-I a 111 (' •• Iir uf Ink .... al1f l l1H·J i 3 rl'",·arf·h 

AI Pan I 14(" flon ".0, ". , .. (" x("(" 

toialllf". a ...... 1 ... , (' In~r of !'O' (" d.·pl 

Pd .. ",.·I •• 11«,(" 111 ,f\: O'c'unnur 111 (" . ( .hi .• aflmilli .. lralh ~ I1f"a.1 o f 

rUfliu, h ' prud 

~3111~ , ' I) 

\flrian B a uf·r. I'hi1n. , II it· II f h 

!)"Ilman ,~ B. · II.·r ifl~ ... , nt'lrOII 

HII ... ~(· I I T, Kf·llf·,· Lid , Toru ilin . a ... ... f)r' ra.lin t1ir 

FOIrsu n~ IlIIIT ,,,{ 'orlhlif' h, CirU· iUII.lli, ... r a e rl 

llir ~lloll-4; .. rtif·"t. , . Y .. r:lflin. h flir 

' l a,ulI IIH'. '\:. Y., flir uf n1f'.lia f· ... li .. lal'· ... a ll.1 ("olllraC'l .. 

~all1" , dir uf profl 11,·, 

~aln(' , ". 

f: a 1ki n ... ,,\ l1ulf1f·n. f ~ :1r l" f'k ,,\ :'"'IlIIilh . ' . " . I':ulio allli 1\ 

prf)fl l11~r 

~ ~.u,", , ·If ·.·I<<·,1 lu aJ,:f'lu'y I ..... rd uf flir 

TI ... Kalz \ gf·)H·,., \llaIlI01 . UII ~I ... :-.I.IIT 

Juhn La(: .. rda. Philo" , 1'")' r f·1 flf·I.1 

I)nll f·f· I·.Fih':.:("r:rI.I'~OIl11plf " '\ . , . • 'I' ill ..IJ:lr J,: " nf IUf·rl' .. al1fli ... . 

inJ: flf ' l'l 

()lli ("ia l Fill ..... IlIf · • . ,. ' .. (''' 'f' 'I ' OI11fl I: f'lI MI 2 r 

~ . H. I.f ·UII ( :u. , . , .. In~ r u f II .. h 0111.1 r ..... f. urf' l. 

~:l1l1f·, ' .. 

Ilorl()II •. 'u, f':-'~ Pr .. , iflf'IIf' t' 

~nIlH' , :\ . ,. , i ll ('1':lrc,· of h d'·I.1 

4)hiu \.h ,·rli ... illJ,:~ CI,· , •..• m'f'l f"f'r' 

I.f·f) Burn"11 ( . n~ ('hi.. uf' rl f" f' (" 

I. . \\ . HUII ... II Cu , I.fnd ... , illt·., f'''''~ dlif·f 

J.~ 1I1i1 )loJ,:1I1 ( ' u, ,. , •• u ...... 1 In prf· ... 

'l u f'h.f ·1I7i(· III.' , \1 ·11 .. 1 ... . , 'I' nlH I lIf ' ("1 ,· 'f· .· 

BI·i ,ulf· l ... r, \\ II('f' '''r .. '\ .""'1 n IT . 1. .. \. , ra ,H ... llId lIu·cliOl dir 

BBI) .. ~ () . " , . , 1I11·.lia f· .... rflluul .. r 

('alkin '" .. ~ 11I.IIII· n . C nr lc,,'k. 'If·CH IIII.1I .. ~ ~Ulilil. I .. \ . ullif' t' 
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IOWA'S MULTIPLE-SET HOMES 

HAYE ALMOST TRIPLED 

SINCE 19401 

TIl(' 19-19 luwa Hadiu AIUlit'Il('.' SIII'­

\"I'Y * I'.'\eals an amazing increas.~ s ince 
19-t.0 in the numlu'l' of luwa hOlla's with 
"twu ~t·ts" and ··thr.~t·-ur-lllun· sets.'~ 

:~;{.;~ o/c uf luwa IWllws IIUW have IH'O ~ ... s 
wh .. r('a~ ill 19-tO th(,I'e \H· ... • unly 13.80/(' 
... ] 2Ao/(, han' 11.1"('1' or IIIOrt' agaillst 
·lAo/c ill 19·1.0, 

EXira spis III#'(/ll I'xlrt, lisll'lIill;!, " ' hc',,,' 

an Iuwa hOlll.· has f01l1' u,' IllU"(' ~ ... !s, 

67.70/(' of litc' famili.·s liS.' twu sl'ls sill/lll­

lal/pollsl)' 011 an an"'age w.-'ek.lay. \Vh.,I'{' 

th .. hOIllt' has th,.('e sets, -t ·1.3o/c of the 
falllilic's us.~ two ~l'ts silllllll(ll/('oll ... I)'. 
" ' here the honll' has l\w s.'ts. 26Ao/(, of 
the families liS.' twu se ts ... illlllllllllpolIs/.". 

In adtliticm tu thc' (·:\.t,'a listening 
t"lIIs('d hy two u,' th,'t'(' foOds Iwin/! Iward 

at tlw ,~III'/(' lillll', there i~ a large hllt lIlI­

measlIl'C'd allwullt uf added Iisle'lIing in 
('a,'s. ofl/.'C's. ha,.lIs •• 'le', 

19 JUNE 1950 

SI'ls ('I'c'ate the 1950 I.)\\a alulic'llC't·. 

alltl 'VHO l'tHl/il/lH'S 10 gpi Ihe ;!rt'lIlf''''' 

sharp of Ihi ... flIHlif'IIf 'p. '~T ritc· tu Wi or 

a:-k F".,C' &: P.·tt·l'~ fu,' ) 'UII" ('opY of thc' 
] 9 ..... 9 Sm'wy. It It'lls all till' fa('ts. 

~Thc' J 9·t9 Ediliull i~ 1111' 1"l'll"lh anllual ~llId~' 
IIf radio 1i~\c'lIilll! hahib ill Inw:l, It wa~ lIIad c' 
h)" Dr, F, L. Whall IIf \Vil,hit.1 LT lliH'rsi h'-i~ 
hll~f'd CHI 111.,.,,1111." inlf'n'it,,,,, with 9,116 'Iowa 
f:l\JIili .. ~. !-'o('il'lIlific'nll~ ' ~('II'('IC'cI fwm ('ilit·~. 
luwn", ,ilhll!l'~ 011111 f ~lrlll'" all on' r Ihl' St;ltt', It 
i,.. widc·I~· rC','ol!lIiZI,d ;1,.. (111(' of 1111' lIalion'~ fnll~1 

inforlllali,,' alld rc· liahlc' rncliu rc'''' ~,lrch )lrllj­
('c'I,... 

WlIHIO 
+for Iowa PLUS + 
De~ Moines • • • 50,000 Watts 

15 
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\.(es, he Sa id 

C8S(1 

WILSON, NORTH CAR OLI NA 

/,ultfiJ-, 

e85 
to one of the nation's 

highest cash farm 

income areas! 

[

ALLEN WANNAMAKER, 

ft'~ WGTM, :'SON, N. C. 

WEED & COMPANY, 
NATIONAL REP. 

5000 W ATTS FULL TIME 
590 KC. 

.I..'lr. Spoftllor 

VEGET ABLE 

flLEOMARGARINE 
~-.... - ----. 

II:lI·.·~r \v. Uellllett .. J •.. 
Director of advertisin g 

J el ke Good Luck Products, N. Y. 
( Division of Lever Brothers C o.) 

Harr) lknnelt, director of Jelke's adYertising, i:o. a ~l1cker for a 
chalif'nge, and lw';" got one when it come~ to Good Luck .:\largarine. 

"It ' s a three.way hattIe." say~ the hu!"ky 6'3" executiye'. "and 
we're going to lick all three parts." lIe'll pound his fist on the 
desk just ill ('a Sf' YOll don't think hf' lIlf'anS it. "We han' to build 
margarine's public acceptancc, we h aH' to promote our own GllOd 
Luck Margarine product. and we haw to fight law~ that aim to 
hold us down. Radio is by far OUf JIIost important weapoll:' 

\Vhell Bf'I1llf'tt joined Jelkp li tt lf' more than a ) par ago, the COIl1' 
pany was spending no more tha ll 2 j~ of its ad budgf't for radio, a 
merf' $(),OOO for the first six months of 1949. Sales Wf'rf' spiraliug-

I 

downward. Bennett iml11ediatf'ly incrf'ased radio f'xpf'nditures to 
20()~· for thf' sffOlul ~ix months. Salps ha\'p not only If'ypled·olT, but 
are 011 thf' way lip. He's hf'f'1I given an ad blldget of Iwariy $LOOO,· 

i 000 for 19;')0. l\lurf' than a third of that "ill go to radio. 
, Young (11.0) Belllwtt belie, es in concentrating his adwrtising; he 

I sf'eb t:). hit till' hous~wifp oftcn and il.l the !l1arkets "here it C~)U1~ts 
IllO:o.t. I he compallY IS cluren tly rUlll1lllg 2;)0 spots per wf'ek III 25 
to 30 citil's. COIlW] July, whf'n the federal tax on margarine i:o. to be 
lifted , thf'~e ~p()b will bf' innf'ased by 200( -~ . 

1~f'l1nclt's radio adYf'rti~ing ideas are bascd on i'o lid expf'fience. 
Hf' If'anlf'd ahout the housf'wiff' and radio whel1 he was with tl1f' 
COlllptoll Agency as account execut ive for P&'C'" 1\'01,) ~oap al1d 

, Duz: and when II(' ,,-a s wi th the Ye terans' ilroadcasting CompallY 
I ltocllCstf'r, N. Y. ) as adverti~illg <l nd sale" promotioll manager. He 
pia liS to make Tad io J elkf'\ ba~ic medium, bui ld i ng other nlf'd i;1 
around it. Il f"d like nothing he ttf'f than a TY allll()unCf'nwnt or 
progWll\ cHlllpaign, alHI a fjYf'·day , l.S'lllillute radio daytillle show. 

L<" ·f'r lhothers. which bough t Ollt J('lkp\ ill 19..\8. prodl1cf'~ ahout 

1

70('; of the w()rld '~ margarill e. Their f'normons rf'<;O UITI'S are 1I0W 

lwhilld Ikllllf'tt ;IS III: se~b to push Coo~l L.nck \ Iarg: ;I~-inf' to ~!I\? t~)P 
of th f' heap. B!'lllll'tt S bIggest probll'm h e<; III OH'H' Ollllllg tIl(' ~oC J;l1 
s tigma" o f margarine ;IS <I snhstitutf' for lwltf'[. 

TIl!' fi ght' s 011 for Il arn Dellll ett , and lw's lIf'Yf'r 1)(,f'11 happif'\'. 
I For \I'laxation he'll spI'IIII -his \\f'ekellds sailillg with his wife amI 

two small .. hildn'lI ... list!'llill g to tlw portal lie. of l'Ollrse. 

SPONSOR 



MR. SPONSOR: 
$30,000 IN CASH SALES AT A COST 
Of ONLY $300 

This letter shows you how easy it is 

to get real sales results 'when you advertise 
on \X1JBK ... the station whose local acceptance has made 

it the key station in the Tiger Baseball Network for the second 
successive year! The ,yay smart advertisers spell "success" in 
Detroit is \V-J-B-K. 

W J B K -AM 
-FM 
-TV DETROIT 

NATIONAL SALES HEADQUARTERS: 488 MADISON AVENUE, NEW YORK 22, ELDORADO 5-2455 

Represented Nationally by THE KATZ AGENCY, INC. 

19 JUN E 1950 
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Radio 
Markel Dala 

for 
Oakland, 
California 

1. How many people? 
There are 3 million people in 
the coverage area of KLX, the 
top station in Hooper ratings. 
KLX claims only 600/000 as 
steady listeners. 

2. How rich are they? 
Oakland area radio listeners 
spend 100 million for drugs, 
1 billion for food, 1 '2 billion 
for general merchandise, 1 4 
of a billion for radios, TV and 
furniture. 

3. What does Hooper say? 
KLX lead s all i n dependent 
San Francisco and Oakland 
radio stations in the Oakland 
Hooper ... and often leads in 
all six periods! 

4. Do San Francisco Inde­
pendents cover Oakland? 
No, these stations reach only 
15'X. to 35'X. of the O akland au­
dience that KLX covers, You 
can check this by adding the 
Hooper share of audience fig­
ures for all six periods. 

5. What about KLX results 
... and promotion? 
Just send for success stories on 
your field. Also, KLX has won 
7 national awards for sound 
promotion. 

KLX 
TRIBU NE TOWER · OAKlAN D, CALIFORNIA 

lI.ep,e.en,.,d N o , lono ll y b y 

BURN-S M IT H CO ., I N C. 

1, relc decelop.nellts 011 SPONSOR stories 

pos·1 ~:s:~ : 
Subject : 

" Amm -i-de n t sets the pace" 

10 October 1949, p. 20 

Amm-i -dent picks radio 

With an ad budget of o\C'r .. :2.000.000 t hi~ ,ear, Amm-j -dent ex­
pect:' to he elC'aning 1I10re teeth than ever. OY~r half of this hudget 
\rill he ~plit hetw('en nHlio and TV. 

1 n "Amm-j-dent "et~ thc pace," SI'O~SOI1 de~cribed ad·manager 
George Abrams a" a "hug on tc~tjllg:' He ::-till is and his current 
('xp('ril1lenl is a TY ~how. Thi" fall, for the first time. J\lI1ll1·i·dent 
\\'ill "ponsor a major TV production, The Amlll·i·r/l'1I1 J/rs/ery Play­
house (Clb I. 

011 the theory that e\ ening T Y timc would he at a premium this 
fall. the company some months ago hought TY time wi thont haying 
had a sho\\" ill mind. They decidC'd later to :-;pol1"or a my:-;tery which 
\\"a;: in the )wt\\'urk's block prog raming mood I,se(' ·' \Ir. Sponsor 
A:-;k~:' SI'O;';SOH, 5 J une 19.5UI. '1'11(' half·hour pla~ will go on the air 

en'ry Tucsday at 10 :00 p.m. EDT. 
Another Amm-i-dent illnoYation is it;: ('Iltry intu daytime lll'twork 

radio \\ith the 25·llIinute program. Quick As A Flash I ABC). The 
~h(l\\ i~ l'dH'duled for Tuesdays and Thllr"da~:- at 11 :30 a.l11. E DT. 

::-limult aneollsly. the cumpany is dropping it:-; e\'ening show on 

radio. Burns Gild Alll'1l I CBS ) . 
Th e~e decisions are ba"e(1. ac(,ordillg to Ahrall1~. "011 thl' down­

ward trend ill {:'\'cning A\ I radio listellillg. Ihe upward trend in eYe­
llillg tel(,\ 'isioll dewing. and the stahi lity and illcreasing importance 
of daytime THdio." BUTlls and Allen had done a good joh for the 

I company. but had been declining ill rating. The show became an 
expellsi\"(' buy in ,ie\\ of the smaller audiellce pu lled (current Hoop­

erating. all homes. 12.~ I. 
The two ]Jew programs cost little 1110re than the ::-ingle BUTlls alld 

Allell show. The T Y :::;how wi ll he hudgded at approximately S14.000 
per week. The daytime rad io show will cost about S13.001l , \ C'ckl). 
In addi t ion, daytime radio "pots are heing te~ l ed ill six ('iti('s. 

A J1l1ll-i·dent has had a s)JC'etacular SllCCCSS stor). It \\as first in· 
trod nced F ehruary, ] 9·1.9. and it is n'porlt'd that the den tri f rice is 
now the numher t\\'o seller among drug stores throughout the COUll­
tIT, numher Ih r('c among all stores. All imparlial qucst iollnairl' sur· 
\'(')' amollg 37.()()O (\('n t i" ls \\'a,.; made rel'en tl y hy Lou is S lu rz. certi fi ed 
pulllic aceOlllltants. Hcsult ~ placed AlIllll-i·dent first III denIal ree­
omIllelHlation among a ll types of too th paste:; alld po wders. 

p.s. I ~:s:~ : 
Subject : Automotive advertisers 

" Auto advertise rs can do better" 

13 February 1950, p. 24 

T ire a ir is heco mi ng increasingly im portan t to the .au tlllohi lc lI1an­

lIfae turers. 
As SI'ONSOH prcd i('(('d (13 Ff'lll'uHr) \. the t rend for fall will bf' 

toward more progralll~. ra ther than anlloulleemell t ~. l ndicat iol1s are 
tha t the au to adver tisers \\'i ll hold 0 11 to wha t they hm'c. and ill mol'(' 
ea!'cs than lIOt. in('J'ea~e tlwir radio and TV a('li \·it). 

It is reportcd th at the Chry" ler Corpora tion is in terC'~ t ed ill b uyillg 
tilllc on NBC-TV for a n('w Illy!'-tery show thi!'- fa ll . The difficu lt ) 
:"l'l'lll!-' to li(' in the lack of good time sti ll a \'ai lablc. De~oto will 
defInitely pick up the Groudw :\larx A:\1 ~how after t\rf' "lIInmer 
hiatus I bU I it will 1Il0Y(' frolll CBS to ;\HC I. Ford and Chnrolel 
a r(' Coll t i Iluin~ thei rhea Y) programi ng ~('hcd II le. Spot sched ule"" 
lu)\\(' \"('r. \\ ill ('onliulle to 1)(' iJllportanl ill Ille illdu"'tr~'~ adn'rli"ing. 

SPONSOR 
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TRAFFIC-SALES 

THE"XL"STATIONS 

the language 
every merchant understand. 

are proven producers of traffic 
and sales the tested ARB I * way 

write for?'IiU .umma~y of 16 ARB I tests 

To: The XL Stations -200 Symons Block -Spokane, 8, Wash. 
The Xl Stations 

KXl KXlE KXlY KXlF KX LJ KXlQ KX l K KXll 

Portland Ellensb urg Spo ka ne Butte Helena Bozeman Great Falls Missoula 

,. Ad,'utilinc RU~ilrch Bur~au . Inc. 
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SO,OOOWATTS680KC 
NBC A!=!=LLlATE 

North Carolina 

Rates More Firsts In 

Sales Managenlent Survey 

Than Any Other Southern State. 

More North Carolinians Lis­

ten To WPTF Than To 

Any Other Station. 

*. also WPTF-FM * 
~ 

RALEIGH, NORTH CAROLINA 

FR~E & PETERS, INC. NATIONAL REPR~S~NTATIV~S 

SPONSOR 
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RADIO IS PACING AMAZING GROWTH OF ROBERT HALL CLOTH ING CHAIN . A DMAN FRANK SAWDON INDICATES NEW MARKET 

up 
When the profits go up 

Ilob~ .. t 11:111 this S~:ISOIl t~lIs YOII th~ le~:ISOIl: Sllot .-:ulio_ liP 
The fit-Ul"S 51 ~500,OOO :lit- ~ffort I~:uls ('I othill~ n .. ld 

It':; 110 coincidencc th at the 
mo",t spc(·tacubr s ucccss in 

the c1othill !! illdu",try is also 
the hi l!l!est radio ",pendpr. Bohpr t Hall 

ge t!' thc nod on both counts h~ a wid e 
margin. The firm. \\ hich lllay well 1)(' 
the fa~ t l'st·gro\\ing \Ju:;inpss ill illl) reo 
tail e a tegory. does not d e ll) puhlished 
reports that its 1~H9 inco ll1e ap· 
pruadH'd S7's,OOO.O()(). Robert Hall"s 

19 JUNE 1950 

radio tah la~t ypar \\a~ at I ('a~ t ," 1,.=)00,· 
000, and prohably c lo:ipr to SI,I')O,OOO. 
I,TIl(' pxac t fi g llrc~ arc an~ hod~'~ 

g ll C~S: thpsc !'tatistic<: a rt> buried in tlH' 

owrall fi g u re" of Robert IIall\ parcnt. 
lnited 'Icrcha nt " and '\\ all ufac turc r".. 
Inc. On(> illdi ea ti oll of L.\I &. .\\ \ lila:;· 
Ilitude: its pre.;idl'nL J acoh ~ch \\a h. 

co llcclt'd s u lar~ and bUllus of S·I··W.S·12 
in 1 fJ ..jO. th e L ~. Trca:;ur) repor tcd. I 

:\p\ er a firlll to rc:;t Oil it!' laUl'ds. 

the Hobert flail e1will \\ ill put more 
Ii i",UlJl C'c bet \\ 1'('11 thc \\ olf ::nd Jake 
~c1l\\'ah 's door thi s fall b~ opelling 
s to rcs in eigh t Il l'W Illarkl'l<:. mainh ill 
the 'Ii d\\l'~t. ' \ 5 al\\'a\:". the firm'", sta· 
tion li~t \\ ill hc cxpand ed ill dose tan· 
(\Pm with th p IlP\\' e:" taldishmcnl.'" The 
I{obprt Hall ",tation li :"L \\ hic h ha". built 

".!ead ily each fall. c lIrrc llth ran ge::> 

21 
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Artful use of 100 singing commercials helps Robert Hall build store after store like this one 

frOIl1 I:)() to I SO outlcl~, dependin g on 

~ca!'ollal yariatioll~. The fall opcning!' 

will pUl Hoberl Hall ill a tntal of 70 

ll1ark(' t ~ across thc countr). Al pres· 

ent. th e dot ltin ,g elwin o"n~ al1fl opcr· 
a tcs gg " clothing su permarkets" in 3.5 
s talcs. 

In lille \\ itb lh(' fa lleampaign. Frank 

Ii. ~a"d()n, head (,f til(> Hobcll Hall ad 

ag('IJ('). and hi~ radio dircctor, J erome 
H(>;;;;. arc d ee p ill th e lIlollumental l a~k 

of \i!'wing tlH'ir radio al'ti\it) ill a ll 

('UITCllt lIlarkl'ts, and plallllillg the IICW 

additiolls. 3a \\(11111 is also \ icc pr('~i· 

d('lIt ill ('harge of a(hcrti~illg a nd sa le:­
prlllllOtioll f()] \: l1ll('r t Hall C llltl](';;, 

and i:- a k(') figUlc ill a ll pha:-(' l' o f till' 

firlll'" plannillg ,lIIeI d ('\ I'IOPIIH'll t. 

Jl'fry Bc;;~. wl](J d()c:- 11](' al'l ual ra· 

dio I illH'hu\ ing for Hobc lt Il al i. lefl 
rC('('III1) Oil OIH' of hi;; prriod i(' swi ll gs 

aroulld tl](' ('oull tr\, in pnr!' uit o f hi ~ 

radio chorl';;. This Irip i;; all e~pccial­
h illlportallt OIH'. 1111 1 only Il('( 'a us(' of 

\{lIlwrt I I a 11'0,; allll>itiflllS f,I11 radio 
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plans. hut al~o hecau~e the inroad~ of 

te levisioll will ha\'e a grca ter bearing 

thall eYE' r beforc on til(' implementing 

of such plans. Before leaving 011 thi s 
trip. Bess W~llerousl) took time oUl lo 
giyc SPONSOR'S read e rs an insi ghl into 

th e Rober t Hall approadl to th e all· 

importallt problem of radio timebll\· 

ing. Frank ~a'\fl()n him:"elf, who has 

pIa) cd a domillant role in Robert 
Hal\'~ Ill('rchandi!'in g sincc the firm's 

heg innings, has suppknrented this in· 

formation with a round ed picture of 

thl' ills ide "orkings o f onc of radio's 

higgc"t - and smartc:-I eu ~tom('rs. 

" lnside workin gs'-' as a matter o f 

fact. is a phrasc clo!'c to the hcarl of 

Holwrt llall's philoso ph\ o f radio co \' ­

crage. Thc firlll's s talioll 1>1I\ s arc c al · 
('ula l('d to ('()\'er I'ach lIIark ct a],('<1 

" frOlIl Ihe in;;ic\(' out." Hobert llall 

hu) ~ almosl a!' mall\' 1I!'!"ork s tati ons 
a s illdep('ndcnl:-. .')()·kil()wall ]lO"N' 

IlIIlI sr s as wel l as 230· \\' a ll c()fTecpols. 

But. ill gCll era l. tl](' ('o lllpam prcf!'r:-

CALCULATED UN PRETENTIO USN ESS IS THE KEYN C 

to make IIll1ltiple buys of scveral 2.')0 

or .sOO·watte rs within a g h -en radins. 

rath e r than tr) to blanket that area 

with a single 50·k\\' s tati on. 

In kccpin g "ith lhis slanL Jerry Be~~ 
makc~ a point of doing his timcbuyin g 

personally, and on th e spot. \rhen s ta · 
tion buy s in a parlicular locality arc 

cont c mplatecL Bess ap]wars on tl1(' 
~f'elle to ('onc\urt a onc·man opinion 

poll. lli s o i>jl'ct is to detcrmin e which 

s tati o ll o r stati on~ ha\c thc g rcatcs t 
" Ioea l relail a('ccptallcc." 

To Ho\Jf'rt Il ali. Ihis doe:-II'l mean 

" bu) ing ratings" all) more thall it 

m ealls "1 1lI~ illg ]lI)\\cr: ' Ikss rccall" 
tllat sOllie sho\\s and sta lions "wi lh 

pradica ll~ no ratings at aI\" hay(' hccn 
:-(' lIill g hl'a\ih for th c finn ()\cr a pc, 
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ROBERT HALL'S MERCHANDISING PHI LOSOPHY. RADIO COMMERCIALS MADE " PLAIN PIPE RACKS" 

riod of ~ ears. \,\'1 rat dol'S Hol)!'rt Hall clothes for the whole falllily. the hou. ('­

look fOl' \\ hI'li hu) ing a • tat ion ? Both wife i their natural advcr ti , ing target. 
~a \\(Ion and Bess agree that "a sta- In the 1I1iddl(' and lower income brack­
tion 's 0\\11 personality" is 1II0r(' to the ets. "hich constitute the greatest COll­

point than ratings or po\\er- its " 10- sumer mass. it's tl1 (' lad) of the house. 
cal r('tail acceptanc(':' This is a factor. Hol)('rt Hall has found , who d('cid c:­
they fcel, that cannot he de te rrnirl<'d which pants the nOlllinal hcad of tIll' 
b) relllot(' control. which accounts for house "ill " ear. 
Jb .. ~· energet ic l('gwork. Just as it looks for the bc!"t of both 

In thc matter of choice o f broadca:,.t types ill dividing its station bu~ s al­
tillle . Hobert Hall find:;. that it:-; hcst re- 1II0st e\elll) I>et\\c('n lIt'lwork :-tation 
suits ha\-e hccn in Cla:-::. Band C tillle and indics .. Rohert l1all again g. i\-es an­
brack('ts. \\ hich they regard as be- 1I0unccments and prog rams an C\ CII 

twcen 0:30 a.m. and 0 p.lII. ~arrow- hreak. If it CO Il1(,S to a to ug h choice 
ing it do\\ n, they fecI that broadcasts on a single s tation, the firm will hu\' 
in the mid-morning hours, and earl) a bulk of announcelllents spread 
and latc afternoon haw h('ell the lIl()<;t through th e log. rather than a :"ingl<' 
producti\ e. This ti cs in with the nob- program. I f programs are indica ted , 
cr t Hall he lid that , \\ hile the firm sells bm-s \\ ill include fiYf'. 10, and IS-min -
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ute newscasts. and rnusica l shows, usu­

all~' disk jock£'~" . in s('gments o f ].1 
minutes or more. 

The otlwr half (If Rolwrt HaWs ra­
dio arsenal consists o f a wide , -a rich­
of one-minutc transniptions. A 30-
second jingle i!" the lead-in for cadI 
cUlllm('rcial. -\11 of tIl<' Hobert lIall 
jingles are set to original tUlle I tllf' 
firlll has u:,.ed IIHHC than 100 of them 
to date I. TIIf' follo\\ ing \ er~e is a t~ p­
ical I{oilert Il a ll 0pcller: 

"Look ~lIIart ill a Rohe rt Hall dress 
It·:,. ~!1Iart hecau:,.e \ ou bu y ' ('m for 

less 
R obert ] lall ha~ them all an(1 the 

prices a rc do" n, 
Thc cool sUlllmer \ alues are the talk 

I l'if'ase lu,." 10 I'a~e ..w"l 
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I. ARBI test starts: matched sums go to two media 2. $91 bought IO-inch , two-col. ad in Po rtland paper 

l¥hat pnlls 'eDl in ~ 
(OOIlIIHu·isoll of 11(~\\·SI).II)e .. , 's ..... dio 

.... 

IlL 

SI"CJISiCI': J. I. c;.:~CCWI"'1 

,orr-.o. 

I Fril 2, l.tSO 2 u.-. 
jJl'U). L9SO 1. UIIot 

TlIIt 

,_ ,-arl .c'11W;1 tr.t. •• lIre4 I' a1.rUhl ., •. . tM c,.... .U\C fI UM ... 

~ ...... J_~ (~ \oM 10lIl ,. , .. _ I\1U .· · . \hI .l..I.c-' eI toP'· 
.O' c_. ~ M41\ -"''-' __ or -ot .... \~ • .• ' e ;:au:s P CClU.lSl~ . 

• IH ........ .r ."WSI .."LA ~ at __ """ pro6f. u .tw. \hne 

In" lIIlr.eh, Kl ..... l 'b ~~~ Tr. 1,1 Apt .• .. \be a .. ",,- .r \~ 

..-0\>' 
... v- ern' Fl.oar · . ... ill oc.CW'hd .,... \he pl&/»\ "~' • 

v. ... c_'. t"-.tI..-d clc-I \0 \lWI .~ ..... nl u.-I . . 3U..tlS IJI 

ca..usl~ .. , (Nne' -' ~.b , ... ot U. ~""" • • 3UD5 II C4J.tslOi 

. ... 6u\rc .. ""'~1'" ... ..s ___ W17 ""cu.-1. . ,1\,-_ la .~h. 

\oI'I6Ir-"l'I6atI~ l. .. ~. Don" al .. e.1!.llS til CCll.lSl01 ..... . J .. " &n'\_4 

I' \lIoe J . I . 01U C~ s.,.u-w\. SLA ~ $1.artl. hr\14ad· fT1,~ ~'SO, 
-.,1 ~"" nU.G. ~ JIIN'PAl' ••. .• 10 \0 0\11' ..... E:II,...,-.-II\ • 

.... ~ .. 

:,. $90 paid br 15 bO,second anno:JnccnC:1ts like this 

f>...:....,..,...~ \\'h al ('ould hI' ~impler'? 
\11 1:.jC.'"~ A r('tailer lak ('~ two "lOa 
hill", He bu\,. IH'w::-paper a(I\'ert1, ing 
with onc, radio lilllc with the other. 
The ~ ame ilt'1ll i,.. plugged in both 1111'­

nia; then, \\ \1('n CU ,.I Oll1eb go to buy, 
they are illlef\' icweo cart'full~. :\Iain 
qU("tion: " I-Iow did you learn ahout 
our :;:pecial OfTN?" 

III outline, this is what happen" "bcn 
the Adn>rli:,illg Rc~ea rch Bureau Inc., 
a llewly formcd Seallle organizal ion. 
conducts onc of it~ unique point-of-~al e 

It',.t~ . So far radio is credited with ha\'­
ing pulled nearl~ twice a:" man~' cus­
t()lIl er~ illto the :-,tore as newspaper-. 

Rctail('l':;: \\'ho ha\'e tried ARBI te51::-
:-' 1'1' them a:" a refreshing supplemcnt to 
III(' wc\ter of circulation audit figuH> .... 
radio ratill g:". :ludit'IH'c ,.u\,\·e\ 5, and 
0111('1' indir('('\ Illea~ll\'e,. of sellillg cf­
f( ·(· t i \'('1)('55. 1\ B HI rc:"ea reh tell,.. a re­
tailer exa(' t1~ \"hat he want,. to klln\\ : 
hoI/' Illll ch pIIlIi"g po/('er do I gel for 
mr dollar! It i" OIlC of Ihe lIlo:::t ,.tilll­
nbling of 1'('(,('lIt l't'"earch <le\'(>lop­
mf' llt". 

TI)('orl'li('ulh. rplaile r,. could take 
.111\' \l1I11JlH'r nf (J(I\ crtising llIedia. drop 
tht' ,.:JIlll' Illlllliler of ('oill:" ill each ~1()1. 

and ha\'c /\J:BI ('O\llC up \\ith figl\J'(',. 
Ihal Ipl\ \\ hich gin',. the h l' ~t re~IJ!I,., 

~() far. howt'\ c r. radio alld ncwspapers 
haH' hC(,lI th(' IIl1ly mcdia ('oJlJparcd. 

Currenl AH~H opera liolJ:' arc J't' ­

,.Iriclcd til Ih t' \\ '(' :'1 (oa--I, hut the 0 1'­

g'lIIizn liolJ has il1l110U llCcd te11 lalin' 
plan,. for ('xp<lll,.ioll ea:"t\\'llnJ. At thi~ 

\\TllllJg. Ie) pilol l e~ t:' of radio \'". 
Cash customers like I~dies above are all the meHurement a retailer wants of a medium Iw\\':,pap('r c/Tccli"('IJC5S han' bec11 , '01lJ-
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.". ..... ",.lJ!C ~ .. "'-"" II ,." ~ It -LIIe: •• ,~ ~ u. 
1ft .. " ...... .r u. ~r\J.lJ\I . _--.I., r-.s .. ""_r",'C • t_ ..... " ......... " .. , ..... "' ..... ,t""" ..... ta.,..I"\ln .. "'· 

t ..... 111., .. II.,. ..... , .... .,..hl ... ,.rt 

) . (I ) ..... , ... u. .... -., .... _ .... ' . _"" _ "'" , ... , .uu"", ... ,...., ______ _ 
,.) ~\ .... ,,. .......... ~ ,a..A •• , __ U\ u.. \ """,-", 

~,,----------
I.. 1_.,.., .. 1'11_ . .. r- U\1l1,l _ p' .. " ... , "h'~ rro. 
_,~, ~r'U.,'IC" ,..u. 1!'nr\111!1C7 _ _ _ 

Iwrt.n J!.JI"I A·S(, ... , JI'l" . 
~~ ... ,."_l4"-r'I'''' 

IIr h,). t.\Lu n l ... ., "'" ...... 
1>.. ~:-~=,...,.~ .. wv ... ,.., ,~. 

ur' .. I. ~'''''''I~ .. , 

n 71 v .. ·~( :y .. ..JI'l',. 

: .. s._ 
TI,_S._ 

J. I. OIlJ. CCIlPAJfT, 
p"tland, Orelon 

Tr~Uc 

S Tr~Uc 
k,~ 

pu-ch. .. 1nc 
S CutCJM'r. 

pu.rc h4dnC 
S Dollu Val~ 

In Clt.1' 
OIIulclo el\, 
Vna.c.rtaln.d 

Total 

WO~1 

TuudA, 

Wedne.dA7 

'prU ). ~. S. uso 

)I. 7 7 28 
LSI 91 91 )7'1 
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m m I0OI 
lhl IbS 

Per Cent or Tr~t1c 8l IUd1l.a 1 !l " .. 1del"loC. 

A. -i 10 Me~p.porr ! ou. OU>or 

7LI ~)S 71S 61S 
26 I.J 29 )9 

- .1!! -= -= 
I0OI I0OI I0OI IOOS 

Per Cent, ot Tn,ttlc ~ "edll.a l 8l De.l 

Rad10 N"wsNper BoO. Other 

651 IDS 61 191 

)2 12 t.8 

)0 10 10 50 

.... Store inte rviews reveal wh ich medium pulls best :i. Interviewer follows qu es tionnaire reproduced above G. Actual result sheet shows a victory for radio 

pleted ill nine "'a~hin;:rtun. Ore;:ron. 
a nd ;\Iontana markets. ~ewspapers 

ou tpulled radio in onl) olle of th e tests. 
TIl(' president of ARBI. Frederick 

Baker. reports that resulls of the tp:- ts 
hayp helped "hip up pnthusiaslll for 
radio an!On;:r retail ers \\ ho participated. 
Some pxalllples: 

aile large rdai le r. who hacl a(h'er­
ti,. ed f'xc\ lIsi\ely in ncwspapers. took 
part in th e test out of (,urio:-ity. Rarl io 
show('d up ~o \\'ell that he has Ipallo­
ca ted hi~ a(herti~ing hlldgpt. X ow 
sO' ~ goes to radio and SO"; to lIe\\:-.­
papers. 

J\n u ther adn'rtis('f had LlPen using 
fi\'e-six ths of hi;;; blldgf't for lIe\\':-paper 
adyertis in ;:r, one-sixth for radio. HI' 
1I0W spli ts it 50-50. 

Hadio sta ti ons. too, hayf' felt the lin­
pact o f the AHBI t e:" t ~. aIif' s tation 
reYised it:,; rate structure upwards and 

anothcr incre3~cd it s mOllthly hilling 
b\, 20'; . 

Here, in capsule form. are th e tnlffic 
alHl sales rcsu lt:, of A(" er tising Re­
search Burea u's first l() tes!:" in th e 
P t1cific \'orthwest: 

Of the traffic brought in to stores. 
1. 40.4 (; I{'(IS all rilmlerl 10 radio 
2. 2] .2( '( 10 Ileu'spapcrs 
3. ].t.3(( 10 a combillalion 0/ radio 

and nClcspapers 
·L 2-t.l ~ 10 l'ariou s olhcr reasons. 
Dollar sales \'olullle. exp rcsscd in 

pN(·e ntages. "ere: 
1. 5.t.6(~ accounlcd for by radio 
2. 20.3( ~ rlu c 10 ncu;spapcrs 
Hadi o got t",ice as OIallY people in to 

the storc and sold thelll (weI' t\\o-a nd­
I 
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half timps as much as newspapers! 
.t\RBI'~ results are no t surpri:,.ing to 

th o:;e \\h o relllf'llIhf'r the Joskf' Depart­
lIIellt ' tore :-tudy in 194.5. J oskc":- " th e 
Iarge::.t " torc ill the largc::- t ~tale." co­
open: tcd ill a Ollf'-) ear te~t \\,hit-h ~lIC­

('cssfull) delllol1:;tra tf'd radio's sf'lIing 
power. 

Two COllllll itt ('cs, o lle of rctai l er~ alld 
allotlwr of hroadca~ters. supcr\'i~ed tlw 
promotion of ce ltain J oske dcpart­
men ts which were allotted cxtra radio 
arl\'Cftisillg. Ern:;t &. Ernst made a SPjJ­
ara te audit of the ~ t ore and cOlll lHIfI,d 
the sale::: sho", illgs of tllOse depart­
ments \\ hidl had Iwell push d 0 :1 l'a­

dio, ancl tho:-e which had go ttrn ol1 ly 
thc usua l amuun t of j oint radi ()-new~­
paper promo t ion. 

\{ psu lt s of thi:,,- one-year continuing 
SU ITer showed thai: 

I . . \11 cl f'IH1l' tmelll:- of Joskc·:,. in thp 

sc\edp<l gro up getting (>xtra ra­
dio support in 194.S 1 \\ ith on" 
ollr excrpt iOIl) i'ho \\'pd increa:-f"~ 

in sales ,'olume O\'cr th e prpceu· 
iug year. Hadin \\'a;;. instrulllen­
tal in this sales incrcase. 

2. Thesf' increa,;es in salf's \ Ollln1(' 
\\prf' aeIrie\'ed at a relativc'" lo\\' 
ratio of a(h crtisi 11;:r costs to sal es 
\ olllllle. 

Thou;:rh \\ idel~ hailpd at thc timc. 
the Jo~ke ~tudy failcd to il11pres~ lIIall\ 
smaller retaiIPrs \\ 110 lacked the re­
~our('e:" to nHike a ~ill1ilar tc:-1. l\HBJ's 
lllethod lIa:; thc \ irlup of heing <lppJica­
h Ie to s tores whi('h aren't "the largest 
onf'~ ill the largcst ~ t a t e'" Th ercin li e:; 
011f' of its grcate~t nppeals. 

At pre~ent, ABBI tcsts are paid for 
1)\ th e radio station il1\'ol\,pcl. Some 
sta ti on peoplc on tlI :, \\'e .. t Coa:;t fe el. 
howP\'f'l', that thc ~tor~ :,. them~ph es 
~h o uld he inducNI to foot the research 
bill. Then the te::-t" \\ ould ha\'c e\ cn 
g reatcr il11p~c l. 

Hcad rp:-f'archer of AllBI is Jo::,eph 
\\rard, a former \ew York research 

allal) st "ho did wartime SUITe~ s for 
the ~a\\. and ha~ ::.ince clone :"un e\ s 

, -
for Hear:;t paper:<. Canwtion ;\Iilk, a 
leading Seattle d('llUrtI11C!lt store. and 
o ther:<. FrNlf'rick Baker. pre:;it\Pllt of 
AnSI. i,.. n plOll1ilH' nt \\'(':"t Coa~ t ad­
\ ' er ti~illg and puhlie rclation:> exec u­
ti\'c . Ed"ard Cran!'y, O'''lcr of the XL 
sta ti on~ in \\ 'a,.hington, Ore~ol1, and 
;\)ontana, is yi('c presidpnl. 

To sho\\' exa('tl~ how ARBI re"parch 
,,"orks. here is a s t cp-b~' -stcp hr<'ak­
dO\\11 on a te~t for thp J. K . Gill Co .. 

Por tl and, Orpgon. Gill. a long.cstah­
Ii~hcd hoobf'lIer. dIOse If' a rids ill Col­
lisioll for its test item. This is a re­
('entl~ published hook" hich purport;;; 
to explain \ ariou:; bibli cal and lllythi­
ea l ('Y(,llts on a ::'('il'lltifi(' klSis. Port­
Ir-nd rf'adcr:- aIrca d~ kllew of the book 
through a He'ada' s /)igesl condelba­
tion. a hook rt'yie\\ in Tillie'. and an 
articlc in th e This II' cel.- magazine ~l'C ­
tion of th p ~lInd~l~ Oregon jemmal. 

The Gill Co. "prnt S91.()O for a t\\ 0 -

colul11n h~ ll)-in<:h a(h Ntiscl11pnt ill 
the ~undny. 2 April" Orl'gollian. For 
anot her SI)().OO. tile' c Ol11pan~' got 1.') 
~lI1ll0UIICel11ent .. Oil K\'L. intersppr,.rd 
at il1 ten'al,. Oil 2. ~t ancl .\ April. 

I Please lum 10 page ()~ I 
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TIl{ fII U:>t jIlTIIOII :> oj 
(III IJew"s ads ap­
Ilcared originall.\' in 
IJlln ch ahollt 789(). 

1'he soap that slept for 9 years 
Usin~ onl)' rild io . • -CiU·S hilS be~1I11 eonlebileli .. 110\\' lUIS 7 .. 000 rt·talil olltlets 

Hollo\\ alld sO lllewhat rude 
laughtn gree tl'd th l' hl"<1\"1' 

soul" who tri('d to solicit 
drug and departml'nt s tore orders for 
I'('ars S ilap in the \"I'W York metro­
politan area I'a rl y in ] 9"~9. Sure. tlu' 
famous Engli sh soap Ir ad heen a 
IJousehold word ill ' \Ille ri("a as \\"1'1\ as 
througllllut tlu' Ihiti ,," Empire for 
~('Il('ratiolls Illlt Ilot tlri:-; ge llerati o:1. 
/'('ar,..; hadn't lJl'clI so ld IIr adw rti sl'd 
ill the L S. since 19.t.O. Furthl'rmore, 
it r('taill'd fllr fifty ('cnts a lIar. A 
druggist ill Tire Brollx 511mml'd lip th e 
:':(,IIcral real'lillll rallwr IIeath. Ili s 
r(':"poII,.C til tire Pea rs pikh: "Yer 
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fodder's mu~tachc!" 
P ears was shakell. of cou rse. hut not 

:-.h attned. TI1£' firm kept tr~ illg. and 
hy di ligt'llt effort managed to line up 
20:) drug s tore out\('t:-; and onl' depart­
II1Cllt :-tore ( ] ohn \~ T a namaker) in the 
\'"(>\\' York area. At that poillt Pears 
gaw up shouting through eupped 
halld:" and tri ed a microphone. The 
finn hought a dail~' partil'ipatioll in 
thl' /Jarhara If' ellcs ShOIt.:, o\"er \rOR, 
:\(>w York. Six \\"('I'k:o; later. ordl'rs for 
Pear:' Soap had hel'll reCl·in, (1 from 
nlOn' thall 2,000 dru g s tore~ . ;)(, de­
partllH'nt !' tor('~. alld four (\rug chains. 
.\fter 12 weeb ( I,~' 1,) JUIlI' ), Pears 

\\ as hei ng sold in 3.1 on d rug stores, 
.t.8 department stores, l " ~ drug chaiJl". 

Today. Pears is getting oistrilmtion 
through more than 7.000 retail outlet:;. 
~illce its reintroduction ill the ( T. 5 .. a 
little more than a ~ ('ar ago, the fi rln 
has useo no adn'rtising other than ra­
dio. and ollly three stations in alI ­
won, KY\\T, Philaoe lphia. and \n3Z. 
I~ostoll-although it wiII he upping its 
station total hefore long. The distrihu · 
tion figures I' ited are tracl'd hy the 
firm din·ctly to the origillal campaigll 
(,n a single st ation. \\'on. and were 
uchie\'eo at a cos t of ahout one dollar 
)ler storl'. The detaileo story o f how 
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P ca rs did it cOIl :;. titlltes, if not a ,cri­
table :;.oap oper~l. a t Ica:-t an cpic suc­
cc:-~ :-tor)". 

Pcar,.. has hecn nwkillg :,;oap in EII~­
land s incc 17B.. [n'n ill ib ca rl ) 
) ca r" th c fi r111 wa" all energetic alld 
imaginatin> adH'rti~er. \l a ll ) uf it..; 
magazine ads, appearing in !JIII/ clt an d 
elsewhere, are Jcgardcd a~ das~i('~ 1:';('1' 

cut ). By 1932, the soap wa~ so sol id ­
I) e:- tabli :,;hed ('yen III the 1 'ni tcr! 
~ tates. that 11 0 Ie!'s a pcrsollagc thall 
the Bey. Hen ry \\ 'anl Bccchrr ICllt hi~ 
flallle to a di gn ifi ed testimonial for 
Pears, taking notc of thc well-kilO" n 
affi nity betwecn c1c<lnlines:,; alld god li ­
ne!'s. 

In 191G, A. s.. F. Pear:,;. Ltd .. wa:,; 
absorbed by giant Cni le,·er. FOJ <I 

time the rea ft er th c soap was mallll­
fact u red in A Il1prica I,) Lcwr Brother~. 
as well as b,' Pears ibelf in .\liddl csex. 
England. P~a rs wa~ not giycn as llIuch 
[och-ertisillg support as th e otlH'r Lewr 
soaps, how eve r (Lifehuo~' , Lux, Swan. 
e tc.). By 1940. when prod ucti on was 
discontinued because of the war, P ean 
populaJit) and sa les in thi s ('oulltry 
had mclted away considerahl). despit e 
th e fad that it ,,,as do" n to 15c a bar. 

\\ 'hen Unileyer decided to reintro­
duce Pcars in the U. ~. ea rl y in 19.J.9. 
with produc ti on cO llfin ed to Englanrl, 
il1lport d ut ies a nd risillg production 
('os t ~ had brought th e unit price to SOC. 
This put Pears ill the luxury soap 
catcgory. 

Aft('1" it ],ccallll' apparent that tllf' 
a ttempt to reintroduce P ears cold ­
without adycrti s ing s lIpport - was do­
illg it th e hard way. l'lIile\'er e llli!'tcd 
t he aid of cxpcrt cO llnsel to plot an 
dTcc tiYe selling ca mpai gn. Co-plotte rs 
wcre Seh iefTeli II S. CO .. J\ IIIcrican a gcnt 
for I\'a rs ; Cowan an d Deng ler, ]>ea r~ 

adycrt ising agency; and ,. C. wan­

.011. \ ew York puhlicity firl1l. 
The se nsible approach to th e mer­

dl andi si ng problelll . it was decided. 
was to cOllccntrate 011 a s ingle, spcc ifi c 
arca . and establ ish a pattp)"J\ of adyer­
tising and distrihuti o ll th at co uld be 
applied la ter. market hy market, 
througlHHlt the lIati on. Thc ideal wa) 
(, f ach ie"illg tlli s goal. it was furth er 
tlccided. was the u~e of " hi ghly selec­
tiyc (Ia) tillle radi o," 'olllbincd with 
~lggres:,;i" e public it y, "a ll gcared to 
create an unusual aIIlollnt o f wo rd-of­
IIlouth adyer ti siug." 

Fo r th ose on th e inside o f thi s op­
eration , the watch-w o rds were '':;:elling 
llOstalgia." J\ reputation whi ch has 

( Please lurn 10 po{!.e 4.')) 

More than 7,000 drug and depa rtme nt stores throughou t the East are moving Pears up front with t he 

aid of Barbara Welles promotion on the air and at point of sale. A liggetts' display is pictured here 

Alert promotion, publicity backs Pears ' radio campaign . Th is is Do ro thy Stickney, of "life with Mother" 

(Below) Barbara Welles (left) greets the "Pears Soap Mothe r," winner of WOR's letter writing contest 
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So you think tinlebuying is easy ~ 
~ 

I ..... ies e •• r eflll e onsider.ltioll of dozens of i.l e "u·s. I)IIIS .1 sixth 

])lIn't ullllerf'st illlal !' a good 
......... '-""""''' t i lilt' b ll\ l'r. 
An Ein:- Leinian ncaLion of cun ed 

"pace, ~t ra i g hl span '. alom,.. a lld world 
line.. ... m ig h t puzzl(, him. Ou the uLlier 

hand, !"ullle o f th e j ig:<3\\' puzzles h e 

pu t" Logeth er il1\olving s taLiolls. hud, 
g!'ls, au diell ce!", ec ollollli cs , and adja. 

/'('Iwies \\ o uld I u rn <111 ad'lIlall<lgl'r\ 

h air \\ hi lei II a \\ p (' k. 
Ti l1J('l> lI ~ in g ha s a cquired all Ihc 

\ lIlIlpkx amI exact lools o f a "('JC11l'e. 

Thai'" heartf'lIillg Lo til!' "pon:o;or. sillce 
Ihe 1II 0 re :-i~ s lellla tically hi,. nloney i:, 
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:<pl'IIL the heller h e likes it. Bu t it's a lso 

discolH'ertil1g: tilllehllying is SII Cul1\· 

plex 110W Lhat fe\\'\ .. people a:,ide from 

Lilllehuyers understalld and ~Ipprec iate 
huw iL's dOl1e, \ 

To help ad\erLiser~ I and agellcy 
peoplf't ullderstan d the timelHlyer's 

work, ~I'OJ\SOR presents 011 these page:, 

a breakdowlI of SIlI1l(, of the Lools Lillf(" 

buye r:; usc Lo l1Iak e Lheir derisions: 

and a n uULline of sOl11e of the lilllt'· 

bu)'er\ currcnL prohlelll:'. This infor· 
mali o n was gathered frol1l experts in 

\ e w York. Chicago, ~alt Lake City. 

Cillcinn<1ti, Los :\ nge\e :- , and other 
cities around LIJ(' count f\. 

The tilllellll)('r has ~();I1f' toob. which 

arc rclat i\'el y ea,.y to u,.e. \ n ~ one carl 

tick ofT populaLion figures alld \'ariou,. 

o Lher lIlarket dala 011 a c\rarl. But the 

t rou hle is that IIlIl,.;t of Ih(' tilllehuyer's 

problellls are ,.0 cOlllplex that a lisL of 

Limehu) illg tools a ~ ' afll long ('an't 

1Il1ra\'el them. 

Experiellce I~ adualh the time· 

huyer's hc~1 fri('lul: Ilrat , and ~oll1e· 

thing ex Lra tlra l experience ~('el11s to 

dewlop. In ('ard.pb~ ing it 's called 

SPONSOR 



TI.ese (Ire the timehuu(>rs uu.;u tools 

,. Covera g e maps: BMB is basic, is supplemented by mail and engi­
neering ma ps 

2. Program and station share of audience ratings: how do individual 
periods compare with competition 7 What's the overall picture 7 

:1. Market data: includes economic setup of area, population charac­
teristics, living ha bits; sponsor area sale~ figures, budgets 

, '. Standard Rate and Data Service: what will the campaign cost7 

.,. Trade magazines: source of thousand and one tips and ideas: sales 
success stories, special market reports, information on competitive 
plans and products, business trends 

(j. Station representatives: source for time availabilities, program in­
formation (including ratings). aid in clearing time 

7. Experience: most important "tool" of a time buyer, because fact> 
and figures can't be applied as a mechanical rule of th:.Jmb 

(See Mr. Sponsor Asks, p. 36, for tools discussion) 

"card ~en~e." 1I0\\c\er. the fact that 
a good timebuyer can ,alrno~t "smell 
out" the right station can't all be 
chalked up to a 111)'"'teriou,; in~ighl. lIe 
has as a part of his backgroulld equip­
ment a \'aq famili~lrity with markcts, 
c1ipnb, a('count exC{'uti\e~, representa­
ti\·es. stations, programs, talpnt. 

His computati{)n~ on these factors 
are often so automatic (and so right) 
as to look like pure intuition. XoborIy 
knows just where ""intuition" begins 
or ends, but we can takp a look at how 
a timebuyer goes about getting the 
~ponsor his money's worth , and some 
of the things that make it tough. 

An ad-manager once a~ked the head 
timebuyer at an agency which handles 
numerous spot arcounts. "How do you 
use B:\lB?" 

"For what account?" tIl(' timebuypr 
replied. 

How stations are chosen fo r a spot 
campaign depends 110t only upon the 
nature of th e product but upon things 
like the sponsor's immediate oLjecti\(~, 

his distribution pattern. budget. B\lB 
gi\'es a circulation mea. ... ureIllt'nt and 
can be used to a\'oid huying cO\-era~e 
in areas where client lacb distribution. 

It might, on the othpr hane\, he used 
to help selPet stations to match a 
client \; retail outlet newspaper ad\,('[­
tising. 

"\rhpn a certain new station came 
on the air:' onp timebuypr told SPO~­
~OH, I looked first at the B:\lRs of its 
comppting stations in the area. Why? 
To see if th erp might he a cO\'erage 
hole the np\\, ~tation woul(1 he needed 
to fill." 

For estimating station co\"era::re a 
timebu)"pr has, in addition to B:\lR 
maps and data. such aids as mail maps 
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or rc('onk and milli\olt contour map~. 
But not all ('haracteri,..tics of a sta­

tion can be knowll or e~tillla t ed from 
tools ~o ~traightforward a,.. a [nlR or 
.S Ill\. contour map. A rating sen"icc 
call gi\'e data 011 til(' relati\e popularity 
of a gi\'en program or Iwriod. But 
what about thp type of audiencp at­
tracted by a ~pe{' ific progra1ll? 

Is it the one the a(kertiser is aiming 
at? Program schedules and written 
description,. of programs are u"pful 
hut far from conc!usi\"e here. \\110 are 
tIl(' peoplp in a market. and how do 
they rp~p()lld to various kinds of pro­
g rams? 

One wa~' a tirnebuyer gets th e feel of 
:t station's programing is hy hearing 
samplp~ of its programs. Thi;; is u~u­
ally done, excppt for the timelmyer's 
own area, via rc{'ording;;. Anothpr 
way i!' gPlting to know the station 
managpr or program manager. 

Station peoplp \'isit agPlwie;; often 
with their station representative". Prod­
ucts that ha\e been sold :-ucce:-sfully 

often constitute a clue. 
There's another rea;;on wh\" details 

of programs and program sequence 
arp a must in e\"aluaLing a buy for a 
bpec ific client or product: the value of 
an adjacency ran all but di~appear if 
the wrong product is spotted next to 
the wrong program. To follow a sports 
stanza. for example, with certain 
women's products would be an ob\'i­
(IUS wa;;te of money. 

The station representativp can be a 
great help to a timehuyer a!' hp seeks 
to keep up with program and poliq 
c-hanges. Rep organizations. as a 
whole. are con!'idered one of the more 
indisppn<;able "tools" for ohtaining 
much neccssary station information. 

• • • 

Doe .... thp spon;;()r demand a strong 
men"handi"ing a~;.i~t frolll stations he 
put~ on hi" ,..( hpdule? TIle timebuyer 
has to know who will go out and really 
clo a joh. He usually docs know. nut 
the problem still i;;n't a:" ea")" a~ it 
sound~. 

~ome stations ha\"e small audien('e~ 
Lind terrific merchandising services. 
With others the situation is just re­
\ crsed. At what point does the nega­
tive hegin to can('el out the desirpcI 
characteristic? 

\\'hat 1~ the competiti on doing? 
What is th e previous record for thi:" 
program or time spot for sell ing simi­
lar goods? ,",'hat is th e sponsor's eur­
rent distribution and sales picture in 
the market'~ Does the client want a 
prestige station in this market? The"e 
are a fpw of the questions that often 
Iwar on a qupstion like thi,.. Aftpr tak­
ing e\'Prything into consideration. a 
timehuyer must make his reco mmen­
dation and justify it. 

Along with coverage and co,.t infor­

mation. a timcbu~ er looks for ,;;harc­
of-audience data ill sizing up a station. 
o ome timebuy ers like ,.hare-of-audi­
pnee figures period hy period. Other:­
prefer a\"erages for morning. after­
noon, and e\'elling on the th('o,)" th at 
the larger sample represented gi \'es a 
more accurate picturp of the listening 
trend. 

I f a sponsor wants to reach the 
largest possible audience with a 5in~le 
or a \'en few announ('ell1ent~. that 
might call for a power station. If hi,S 
product ~ells mainh in either Tural o'r 
ci t~ areas. hp might he paying for 
waste circulation. 

But in ~Ol1le case", a high power sta­
I Please 111m 10 page '=>91 
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sponsor KCMO trademark emphasizes importance of news 

I~XI)el"ts list \\'cl~'S to II(~II. the cuh'ertise .. 

;.:et the Inost out of his 1It.·"'S 1 ... 0;':1":1111 

1. Don't open a newscast with the main commercial. At least a headline 
summary should come lirst 

2 . A strained commercial "tie-in" ;s worse than none at all 

3. Avoid over-cuteness in commercials . The light touch is alright, but 
straightlorwardness is better 

4 . A "second voice" is probably better lor the commercial, although many 

newscasters do a potent selling job themselves 

5 , Five minutes 01 news is usually enough. Interest sags alter that 

6. Give them plenty 01 local and regional n e ws 

7 . Don ' t present "Commentary" in the guise 01 straight news. II it's opinion 
or analysis-call it that 

The fi cklp ta~tes of th e li~­

tening public haH' drin' n 
lIlany all ath'e rti~ing manager and ac­
co unt ('weuti\'(, to a dyspeptic-;; di C' t o f 
broth and Il\alll'd mil k. GiYe thelll 
drama and the\ want come( h . Gi\'e 
th em high eO Il1 ~dy and til ey ,,:ant low 
eo mC'dr. Gi\'C' tI.em \'ariety and the} 
\\ant drama. Gin' the ll1 symphony and 
they dC'\'C'lop a pa~5ion for Dixieland . 
But gi\ C' thell1 l](,\\,~ - and the\' dC'\'our 
it. All tha t stallds het\reen ;11011\ an 
adman and a stomach spC'cia li,.t i~ th e 
;1\ erage li"'t( ' IH' r \ lIIIfl agging appt,tite 
fur ne\\,.;. 

Thi~ appt'l ite \\ a,. ~harpl'nC'd to a ra-

[ 

zor edge during the war ~ ('a I'S, alld 
the change ill p.lobal tempera tllJ'(' frolll 
hot to ('old Ir as done lillie to dull tlr a t 
('dge. }{atiio ne\\':- is still th C' ~tllfT that 
rating,.. - a nd profit s- arC' made of. It-", 
s till tir e :-;a fe~ t het for a ll~ aJ\t' rti,..C'r 
in :-;eardl of a tri ed-a nd-true \,(' lrick 
for lI1o\'i ng his sa les eune oyer the 
black-i nk JIIH'. 

The 11( ' ,,:-; ~h ()\\ i~ all things to all 
sp on:-;or~ . It ca ll ~l'1I \dth eqnal faeil­
it~ on a lilllit( 'd (':Jlllpaigll ba~is and 0 11 

tire c ustol1lar~ long-term cO lltrae t ha­
SIS. \ das:-;i( ~ ('"alllpl(' of short-order 
selling \ ia tilt' II(' \\,,.ea ,.t \\'a,.; jHo\ ided 
in a re{'('lIt ealllpa ign by \\"a ll ) I-'rank 
Ltd .. ~e\\ York toha('coniH e haill , tl\'p r 
\\"OH . 

The ('ol"pa,,), l/tJugllt fiv e ,..i"gle 
spo n!'()r~lri]l~ uf \rOR's (j p.llI. IH'\\," 
and tlrree singl(' :-;poII!:'or:,;hips o f tlr C' <) 
a.llI. II e \\;; to ofT!'r a package o f ,..i-... 
pipe:::-, \'a illed at :322. for :3:~.<).~ plll~ 

llI ai ling. (' lrarge~ . Aceord ing to \rOn 
alld \~ a ll y Frank. tir e offer:, UII th OSl~ 

eig lrt 1J(:, \\'~cas t,. pulled 5.::9<) pllolle and 
l11ai l ort\ns for a total of S2:~.:~(n in 
~al ('~. Cost Lo tire spon:,or for the ell­
li re call1 paign. includin g: radio ti llle. 
teleplloll C' :"enicl'. clerical and lIIi~(,l'I­

lanl'uus 0 \ erilead. \\ as S~,3Gf:. 
An aceoullt ('x(,t'uti\ e for the ] lu Ler 

Il ogC' a!!CIH'), \\ hic h hand led til(' ca lll ­
paig ll for \\ a ll} I'-rank, was illlpres,..t,t\ 

Personal appearan ces build audiences; WCKY 's Holt address es class Close rapport between station, sponsor a must; WBBM, Bond execs meet 



by" .. . the \'a lm' of using 10Ilg-estah­
li ". h('d ncws programs ill s('11 ing." ,\ lid 
he add ed : -'~I ()rco\'er ... therc were 
r(, lllar kably fe w C.O. D. re fu~al~, incor­
r('ct addrt'sse:-;, 1ll(~rehal1di::-c f('turl1~, 

etc. , "hieh_ ar(' frequell tly conllccted 
with ma il 'order ("allIpaigll~:' 

C() nt ra!'ling with sllch ill-and-out 
lIews buys arc th(' I1l11ltit ude of SPOII­
SOl'S wh o eonsi~tently hu~' ne\\'s pro­
grams for thc long haul. o\('r a period 
of year rat hcr than dn)~. Es,..o , for 
example, ha:, spolI~ort'd it:' He/lorter 
IIl'\\ sca:, ts for V> yea rs. 

\\ 'OR, which ha~ made all intc n~i\' c 

~ t udy of h ow ami wh) new::- program" 
pay ofT, cites the case of Petl'r Paul, 
IIII'. T h e ('a 11(1\' fi nil has u~cd I\('\\'S 

::- ho\\ s sillce ] 1}30 to illcr(,<IH' it:-; di:,­
tribu t ion and salcs i II the '\ ('\\' York 
met ropolitan area. During those) ear,; 
I 'eter I'aul has c lilllhed frolll (,ighth 
to th i rd plnce in caJl<l) bar rallking..;. 

aile I'eter Paul conte".t. plu;!ged 011 

th ree \\ 'OR daytillle I1 CW~ progralll:-­
C'xclu:,in'ly for eight \\"ech , plIlll'd a 
to ta l of 32,086 elltrie~ - cach acco mpa­
nied h~' "proof of pun·ha~('." Thc sta­
tiOl1 add:-;; "Sun'cy~ made h~ 1'('ter 
Paul show tha t the rise in thpir sales 
eurw oycr til(' years c losely parallcls 
cxpendi tures for radi o n('\\s show::-:' 

T hc.c ncws show SlIcce,,::- ,;tories UII­

doubtedly can be lIIatched hy many 
another sponsor and statioll. This 
doesll' t IIleall that the news show 
is fool-proof, howc\'er. IL isn·t . But 
it call sell any ('ollcei\'able product 
or sen'icc for a :'>poll:'>or who take the 
time to learn a fcw ('OmnlOn-, en~e les­
:,on,,- and a few trade tip:, on how to 
halldle his n('ws sho\\'o In preparing 
thi::- article , SPO\SOlt polled stations in 
('\'err sectioll of the country for fir!'t­
hand. currPll t data 011 the subject. The 
s tations ha\'e responded with a deluge 
of detailed. sales-wise inforlllation on 
how news is paying ofT for their SPOII­

sors alld themseh-es. and what they are 
doillg to make it pa) ofT. 

Fir:-!. some basic prillciples 011 \\ hich 

all of the ~tat iOlls polled by SI'O\ :'01{ 

are agreed: 
1. DOll't allempt to pn's(,llt ('OIllIlH'n­

tary ill tht' g ui:<e of :-<traight 11('\\!'o. COIII­
Ill('ntan', or "analysis," or an, treat­
llIent of lI ews oth('~ than a fa('t~al a nd 
ol)jecti\'(' halldlin g, :-llOuld he dearl~ 
idenlifi('d a~ such 011 the air. 

2. ,\ \ o id the use of ~tale. "w<HIlI('d­
O\'er '. IIC\\ ~ Illatnial, and I]('\'er perilli t 
the \ I'rha tilll n'p('at of a n('w~ it('1\1 
oroadca!"t enrIier- ulll c~:< it's a le~iti­

mat(' "lIa~h" of gll'a t illlportllnce. Li:,­
t('lIers ha\' e 1('arlH,d to expect frc!"h. 
up-to-th('-lIl inllte nc\\s on tIl(' air htlul'~ 
Iwfof(, th('~ ' read it in their n('w:,pa­
p('rs. and u~uall)' resent dog-eured 
items. 

3 . l\lthoug h pr('ferenccs \ al) ill 
difTerent part~ of the coun try. IllO..:.t 
li"tellers SC('1lI to wallt more lo('al and 
regional II('\\,:, thall th('~' ha\'e hcen get­
ling 0 \ er tl](' air, and few('r natiollal 
and international itel1l~. 

,I. l Tnder ordinary c irc umstance!'. 
fi\e milll1les of I1(,W5 is plellty. .\1 -
though tlwr(> are mUIIY successful IS­
millute and e\"(' 11 half-hour news pro­
grams. a ne\\::-('ast"s efTectiYelless ordi­
narily deerea:,e~ in direet proportion 
to its length . after the fir:,t fi\'e min­
utes . 

. "). A " pC'rsonality" newseaster ca n 
often do . 1 more (>f{edh'e selling joh 
than a staff announcer. Dut direc tion 
and re:,traint is I]('('d('d to make :,ure 
his personal ity doesn't gPl in th(' wa\ 
of the n('\\~. 

G. If til<' nl'ws i~ r('wrilten from wire 
sen'lce cop), or frolll o ther standard 
..:.ouree" I)('fore being hroadcast, the r('­
\\ ri ting and editing should he dOlle 
unly hy 1II(,llIbers of the station or net­
work n('\\' stafT ne\'c l' by other per­
!'oOlllll'1. Expt>ricnce has shown that the 
newscas ter h imself if he is mcre'ly a 
","oice" rather than a ne\\"Slllan ­

should not hc permi lled to alter thc 

text of th(' Ill'\\ scast unless he can 
pro\'e hilllself qualified. An irrcspolI­
sihle !:'tatellIPlIl ill a lIe\\ ::-ea::- t reflec ts 

Oil the s(>oll:,or <I~ \\ cll as the statioll. 
7. A dt'gre(' of digllit) is arhisahlc 

in the 11(,\\ sca::-t cOIllII\t'rcial as a \\'hol('. 
ratllC'r thnll cutClIl'S.... ()a\' in alld da\' 

, ' 

out. the new~ outlook is generally so­
I>erill;! rather thall entertailling. III 
t11i:-; cOllt('X!. all "ar('II't we, I\t'\ il~ ?, 
('ulllnlt'r('ial i,; apt to fall har:-hly 011 

th (' enr. 
n. Integrati"n (If the ('ol1ll1lcrcial is 

alright up to a poin!. Too oftcn thc 
~training for a tie-in \\ ith a lIew:- item 
is painful" audihle. J\ t~ pical result 
lIIight sOlllld likp this: "An arm~' of 
haggard, undcl'II()uri~hed Japan('s(' ,.01-
di('rs wcre welcomed by tearful wives 
and relati\('s in Tokyu todny whell they 
returned from four years' imprison-
1II(,lIt in ~Ian('huria. If you want to 

gi\'e YOll r hu:--hand a real \\ c1collle to ­
night, pamJl!'r him with :-ome of th o!'oe 
tl elic iou!' BOl1zo hi~('ui t~. . . :- The 
rO\llIl\('ITial disgui:,ed as a II(,WS ite'1Il 
should also b(' guarded agains!. 

Rem('m llPring that no uniwrsal 
ree ipe ex ists for tl\(' ideal local news 
show, here are ~oll1e s(>ffi fi c sugges­
tions hy tl1<' s tati o lls that (Jaticipated in 
SPO.:-\SOR·S survey. The following ad­
vice C0 l\1C5 frolll \rJTl'i' , Jamcstowll. 
~. Y .. which airs ];) sponsored new -
cas ts each da )" 12 loea l and three nC'!­
work (,\ DC) : 

"Be su re to ha \ 'e good newscast('rs 
to halldle loca l Il e \\ S. Th('y lIIust 1!3\'C 

personal appeal for Ih(' audience since 
they talk ahout loca l e\'en ts and peo­
p le. ~ I akp sure that the newscaster is 
very earef ul in pronouneing the names 
of local citizens. ('oll ll1lullities, ~tret'ts, 

bui ldings. ('te. 
" I ll a ('olllnlullily of our size (.j.~,-

000), isolatioll of the local n('\\ 5 ill a 
Vi-minute program is more ~uceessful 
than filterillg it throughout tl\(' news­
newscast. ... On ollr 10 and IS-min­
u te lIewscasb \\ e halldle the eommc r­
c ials by gi\' ing a hrief sponsor id(,lIti­

fication , followecl by the headlille lIeW5 
of the da~" Theil we say. ' Details III 

(Please turn to page -lS) 

News shows ta te hi gh in sponsor id entificatio n: promotional displays help 
-- -------

Tlw nl1n 'ool~s fit rfulio ,wles 

"First, onl y in radio and onty with rad io news can t he spon ­
sor get full credit for the se rvice . ••• You (the adve rtis er) 
pay for the ne ws in any medium- but in radio , you also get 
the credit, and ..• the gratitude, re spect and goodwill that 
go with it. Second, you can forget about one big radio pro­
gram probtem when you sponsor news- the problem of keep­
ing your program always interesting , new, and ente rta ining. 
The changing news, always fresh, exciting, crisp an d di ff e rent, 
always flowing to you from all parts of the world, is in itse lf 
the solution. The news is •• • atways changi ng, never sta le, 
repetitious, boresom e ••. . The news is immediate .••. " 

- excerpt ed from a recent talk b y Mau rice 
Mitch ell at a Na tional Retail Dry Good s 
Association Conference in Los A ngeles 



How to use 
TV films effectively 
eO IIlIIl~rei.lls ~i\'~ f~.ltlll·~ HillIS their hll))alet 

HIJl h wood halld . 1111' • 

::... d()\U1 5 han' a t),(' II1('II' 
dous 1f'1(' \' i ... iOIl a ud i· 

l'/II ' ( ': ~() ha n ' tailor·mad(' 1l100' i l'~ for 
T\ (~I' () :\SOH ,.') J lilli ' J 1).')0 I, Bllt t rall :- ' 
form ing th ai a lldi( ~ I\("f' in to pa~ ing (' 11 :-, 

tonwr" tak(·~ lI\11rf' than j u:-t throwi ll g: 
a ~ wi t('h to sta rt a moy ie pr()j ('(' tor. It 
ta"('~ t~/(' ~alllP (' I o ~(' attclltioll to th (' 
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fill C' poillt:- o f :-a!l':-mall,~hip alld :-;hf)\\· 

1I \aIl:-hi p requin,d for ~u('(' e:-; :- wi th an~ 
prog: ra m- A \ 1 or TV. 

F ilms a re ll't al\la~ ' s ('asy to u~(' as a 
:-;('lIi ng: \ ehicl (', "C'opk lik(' to watch 
fr('" 1l\00'i('!' , 1))11 11l('~ " \(' I)('(' n s(,f'in f!," 
tll('l11 wi th out ('o mlll('r(' ial intf'rruptioll 
for a IOIl g: till l(', TIl(' I loll y wood prod. 
ur t \\ ' a ~ll' t ma c/I ' fo r T \ and it \\,asn't 

, - .".... 
... -

, 
J 

made fo r ('ol1lmen 'ials . That lJIea llS a 
COl1\'prSiOll jub, To find out how to 
gel a lIIaxill1IJlll r(' lurn fr om fea ture 
film prog rams. !'I'O:\ SOR :-U f \ (' ) ('d T\T 
film ('x I)('r 1:-;, TIl(' tips the) ('a me up 
"ilh a r(' ill co rponl t('d in Ihis a rli (' If' , 

\\ 'PTZ. I'hil ad('lphia, one of the 
mo~t S IJ c(,f' ,,~f ul 1I:'( r,. of T\ r IIl eH' if' 
fa r(', Sf' t" th(' tbf'm (' f'xpressed by a tl wr 
outstanding film us (' rs: "Full kngth 
£Cat m e" r ('C]uir (' til(' same prog ram 
planllill g as li\'(' :::-hows. TnI(', it 's a lot 
easipr to do film prog rams, hut it'" a ls" 
a lot ('a sif'r to slough ofT th(' op(,lIing 
a nd clos illg Illus ic. to haY!' int('g ratf'd 
"Iides not in keeping wilh the prog ram 
lII ood. and to mak (' otll('r littl e slips 
th a i hilld l'r ('hall(,(,s fo r a high ratillg:-

~] a ll ) slat ions hal (' huilt a large. 
~ I ead y audi (, II (, (, for fdm shO\\s h ~ ' 

mood programin g, IlIst('ad o f showillg 
a cO llled) Oll f' lIig ht. a \\ r('sl(, rIl the 
follemill g, th(,11 a Ill) st c r~. all ill the 
salll(' slot. fdlll~ of (JII (' t ~ p(' are COII ­

(,(, Illrat ('d, All adn>lIture fall call fol ­
low DUIllont \ w('C'kh Adt'('Tllure Flar­
house 011 \rABI>, \ :(' \\ Ynrk, . 1I 11f(I~ r 
He/ore MidTl i~hl chills Chi(>agoalls six 
Iligh ts a \\'(' ('k 011 \\ BKB, alld Philaclt·l· 
phia'!' \\ Te~l (' rn fall~ han' their daily 
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Commercial comes at climax 
of Westerns 

~ 1 

2 

3 

4 

Just when action is hottest in Hopalong 

Cassidy film, there's pause for commercial 

Appropriate slide signals "intermissi on." .. 

Such touches add to a ppeal of TV films JIf 

Commercial stays in Western mood. Stu- ... 

dio cowboy (also film) delivers message • 

Action resumes in two minutes. Cliff-r'" 

hanger technique is used most in Westerns L" 

C 

Frontier Playhollse on WPTZ. :\'ew C 
York TV ~ tati ons alone have o\'('r 15 
daily and \\eekl y "film theatres" spe­
<'ia lizillg in a certa in kind of picture. 
Mood programing helps explain th t' 
high ratill~s of top filrn !'ho\\s. 

TV film thea tres face a ulli\'ersal 
problem: how to fit an nO-min ute pic­
ture into a .is-minute slot. Some pro­
g rams rllll th e whole film, but many 
of th o~c in class A tillle sloL :-chedulp 
a one- hour segment. to keep tirne cost 
dowll. This mealls a major CU lling op­
era tion. 

Far from ruining a. picture, expert 
editing call make it en' lI heller for TY. 
Oll\ iously. 25 rnillutes hackcd indis­
criminately from allY film will Ipan' 
n c \\ ers CO li fu~pd and anno~ cd. How 
do ) ou ~lIip out 3W ( of a carefull y 
made Hollywood product and ha\ e it 
llIakt' se n!'e? First pl iminate all dark 
S('eIH:'~ that \\on't sh ow up on a TV 
tube, then all the lon g-siiots in which 
distant ohjects get 10:"1. J anws L. Cad­
digan. program aud productioll direc· 
tor of tlI e Ou \I ont T('lp\' i:,ion :\et­
work III :\ew York, explains where 
most c uts are llIade for WABI): 

"Suppose a Holl ywood picturt' wants 
to show tw o ppople ca tillg a t the \\'al­
dorf-A ~toria. Th(' cam('ra takes )'o u 
through tlI e front door. up tlI e s teps 
into a lobhy. o\'('r to tiIe elcva tor:, for 
a look at hellhops' uniforms, and final­
I) into til(' dining 1'00111. For TV we 
<.' ut out tlIP \\h ol(' plahora te approach 
and go straight to tllP tahh' where our 
prillcipals are ea tin g. By doing that 
we hawn't changt'd the story at all, 
just quickened the pac('. " 

Cadd igan_ an px-Paramou nt film 

I Please tum to page ,=)2) 

19 JUNE 1950 

C C C C 

C C C C 

C 

C C 

C 

C 

C C 

C 
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.•• Illon' sal(·s for less I\lUIH': lhrough \I:C SUII11III'rliulC Il'le\ i::iiou. 

39% more TV families than last winter 

on tlr ' ~BC iute rconllec ted It' lt' \ i ~io ll lwt\\urk alone 

•.. and this is a nel figure. (S(·<1:,uu<.Il dl'diuc ill 

vie\\'illg laJ...C'n ill to COilS ide ra tiuu.) 

27% lower cost per thousand 

•.. thc lowes I in lC' le\isioll hislory. 

an 8 - week hard hitting campaign 

•.. in::il( 'ad of the usual 13 -\u·('k c\ cle. This makes it 

pos~ib l l' for YO ll to C'njoy tire pr('~ligc of 

NBC Il l'lwork lei c\'isioll till a lil1litt·d buelget. 

NBC's choice productions 

•• . 1 Iricl'd for sUl1Illlcrtimc budgcts. 

a warm weather welcome lift in sales 

If yours is a seasonal SUlnl1ler prodUCl, here's a way to quick sales. 

If ) ours is i.l year-rouud producl, hcre's a boost for sales 

through the Sllllllllcr-a head sImI for fall busincss. 

\\'hal( 'Yer you sell, the ~BC Slnrw Hat Plan offers you llw 

lar~!;f' :; l TV alldic II C(' ill hi. lory, al lhe lowest cost pcr lhollsund­

top-mllkilJ!T ' l3C-produced t!'l cyision shmrs-all 011 a 
sp('ciul, ( ~c ollollli(,i.ll 8-\\'eek has i~. Get your orclf'r in befo re 

Jul y 1 Lo take adnll1tage of pre enL low raIl'S. 

For ('olllplete delails and progra \ll descriplion!", 

send for our Iluoklet, ~~The THC Slmw llat Plan". 

TELEVISION, 



..... 

'The 
I)it.·kt.·" I)allel 
Cl .. S\\'e.·s 

Jlr. If.llnil'on 

Mr, Kane 

5e1ection of s ta · 
tiulls is basica ll y 
g m 'emcd by the 
product heing ad­

" rtised. That is, 
the di!'.tri ilut ioll 
and type o f prod­
ud \ limited or 

p:enera l appe~d) 
a lld. in co ns ider­
a ti oll of same. 
the resultant au· 

di( ' IWI', \\ ' ith thi s prNle termined and 
\'(')"\' ba:o;il' ", a rd~t ick ," thc sp lec t ion of 
:- taiion~ j" 'immcdi a te ly narrowed to 
11'1'111:- of a,'ailal,i liti es, 

Cm'('rage pattf'f'Il alld tota l potential 
<Iudi('I}(,(, of tlrp re~pec ti\'(~ stations a 1'(' 

prilll(' considera ti on", II J\lB affords the 
ml ly C0l11111011 I'olllpara ti,'e lllea~u re · 

1I1 f' llt "hich d f'fill('s till' arca of li stcner· 

... hip to all~ statioll alld the lIuml)f' r of 
fa lllilies within which area th e .ad\'(~r· 

ti:-('r can (' xI)('1'\ to draw all audiem'p to 
any particular prog ram, 'fhe~e fi gUle~, 

I, roken rlo,\ n 1)(,I'I '(, lItagl~.wis c by COlin· 

t~ . and al"" rdlt'dillg dep th of li st t'll' 
ill~. afl' illl)Jortallt ill p lott ing t'o\'l'rage 
d~;rilly;.t di"trihlltioll alld kno\\n potPII ' 
tial llIarkl'l an'a for till' produd ill' 
'oln'd, Thus tire Illly('r ca n furthPI' 
l'iillliuatl' I, y kllO\\ing Oil \\hieh ~ta· 

tioll" Ill' ('an reach a (,('Itain area with· 
!Jut pa~ illl! for ('X{'('"s list('ning in a reas 
o ub,id" th o:-f' ill \\ hi('h I)(' i ~ illtere~tc' d, 

'II \(' fad that tlf(' ov('rall app('al of 

th(' a\'('ra~1' stati o ll 's progr'lI11ing I'<lri('s 
I,) iudi, idllal pro~ralll~. with tllf' PCI" 

('I'llta~ 1' of lislt'lIl'r..; \'a r) ill~ acc ordillg. 

36 

- - . - -

ltIr. Sponsor asks ... 

n 'IIf.t ,u'e tlu> bffSic rods or Yffr.lstid~s used 

by tiJJleblf~/ers ill s(>Ie(otilig statiolls? 

H. T, Hamilton , Jr. 

I} . (' a lI ~ for fu rth er re fin e me llt in mea · 
surem ent of a\'ailabilitic ' and corre· 
"ponding selection o f s t a tion ~ , 

~()t on ly must th c type of li s tener to 
th e preceding prugralll. in relation lu 
th(' Hudie llce d es irpd, be cO ll s idered. 
but a L-so the popu larity of the preced. 
ing progra m a nd competitivc program· 
ing, ~\Ich measurcment of program 
popu lar it y is g i\, f'n by H ooper and 
Pulse in thcir individual c ity reports. 

Coveragf' reports and program pop· 
ularity ra tings are thc ba!'ic and ('om· 
plelllent a ry "yards tic ks" in th e sclpc· 

tiun of stations , Th c resu ltant analysi .. 
of :,ouch measurPlllents, how('\, pr. pa ll· 

lIot be acccp ted as fin a l in t\}(' II ' ''e lve''. 
b ut must to a degree, be m odified or 
co mpl(,lllc nted by o ther markl'l data 
pertilll'llt to th e prodllc t. S ales Jlan · 
agem cn l is onp of th e more important 
~our('I'~ of s uc h illformation u~l'd. 

DA ;\' K \\E 

Radio and 1'1' time!JIlrer 
Ellington &: Co, . 

New rOT''' 

J\ II ca mpaign" 
are di, idl'd illt o 

two part s: their 

purpmw. the i r 
I)ud ge t. With 
thesp <1<; a g uide. 

and \\ i t h the 
w(,a lth of data 

o fT('n'd 1)\ 1ll0"t 

:- lati()II <;. it'::: no 
Mr. Gumbinner pro h I (' m t () 

~dl('d\l l c a IHal '. 

t i{'all~ ' Iwrfe{'\ :<c!l-di,'e radio opnatioll. 
.J u:-t l' linlinatp! 

:-'tart II) ('a llillg in th e n·I))'( ~ "('llta· 
tin's of a ll :-tatiolls ill arcas '()U wa nt 
to ('lJ\'(')', Thes(' arc' ,our ~ ard,.tiek!" 

Advert ising manager 
Snow Crop Marketers Division , N, y, 
Clinton Foods , t nco 

th e fac ts you \\ a nt to kllow: a \'ail a hili· 
ti f's , . . co,'crage , , . ratings, , , au· 
dience data, 

Some station s au to matica ll y e limi · 
uatc thelllseh-es b ecause they lack avail· 
abilitie", Oth crs wi ll fall b )' thc way· 
sidp, a " thc)' fail to measure up, 

Take covcrage data, ( Yo u "II h a\'e to 
a ll ow for the differences betweeu o uc 
s tat ion's 11:'.113. al1otl1("r\ eng inecring 
map, and pcrhaps a third 's mail map, I 
Chpck agains t your produc t's distribu· 
ti ou; you may 1)(' offcrpd rural liste lJ · 
ers you cau't liSP, pa rtic ularly 1£ th eir 
ear·count hoo5tS up the s tati o ll 's rat e!' , 

Or, contrariwi se, you arc ap t to find 
cO\'f'ra gc too lilllit ed for yo ur nccds. 

Thcn cOlllpare tillle·slots ill tho!'(' 
sta ti ons that arc s till being cons ide red, 
If you are I)u yi ng a tillle·peri od for 

YO llr O WII program , sce if whal you fol· 
low <1Ild prcccde arc good a udi ence· 
lII<1tpS for your ~ho w, And be ",ure to 
~ee what) OUl' l'onlpc tition is, If Y ti U 

arc bu yi ng a ~ t a tion'lIIadc prog; falll , 
you want as Illuch o f its backgroulld 
;\,.; pos,.il)II', Cpt it,.: rating hi ", tory­

and th e m ethod I)y which i t is ra ted, 
J lIe1 g(' it;. apppal to yo ur type of pros· 
pcct hy li s tpning to a rceo rding of till' 
!'ho\\", F ind Ollt how ~ llcCP,.: ,.:ful a job 
it h a. done fo)' o th e )' ,.:pon":OI'S, 

\\ ' I1('n ) Ol! arc faced with t\\' o ~{'\. 

ups th at look equally good , as they 
of tell do. tlrf'n your own pa!"t f' xperi. 
('IJ('P~ nlu:-t ('o m!' into play. Will OIll' 

,-; ta ti on gin' you a p illS in thp W<l) of 
deak)' Illl'l'(' handising :lIId loc al pub. 
lici ty ? Is tit(' ,.: ta ti on·", manager or I'('p. 

lC":('llta ti,'(' lite kin d of g il)' who will 
follow t h rOllgh on hi!' pro III is p~? 

In ot h c r word,.: facts fi r~1 and 
th ('~p Il1U~t fit neatly into y0 1l1' e~lI11 ' 

paigll's pattern, ~ext-~ our o wn good 
jlldgllH"Ut awl cxperiPIlf'l>, It is a~ ,. illl· 
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pie as Ihal '" " I ' ' '" and if 'I ,-.lSI \' III I'n I' ' worked ' 

I

, ' ,all~, as' a~ 
)U\ er" II ' 11/ Ill eon' I' 
',I' - \\ OU ( be poor ..; __ " 11I1f'­
a< I relll(,di('s! lL(,J:- of SIOlll -

PAL L G G ' J) " "L:\IBI:\;\EH 
I/eclor / ' /' 

I
, 0 lat 10 alld 1'1 ' 

,(Ill r(,lIce C C ' 
A tl verI" ' IIIHlJlllller 

ISIII IY I 
\

' ' C" / gelU')' I 
J ell' } ork ' IIC, 

Miss D I 

l\lth Oll'rh f C" :"ol1le 
~ Ihc (,onsid r ra-

1101l,.. \\ hich influ­

~ll('(' lilllcb llvers 
,n s('I('l'Iillu ' . 
I' ~ sla-
'Olli' ('annol be 

nlPa~lIred II , H're 

a,re <J\'ai lah le sla­

II-.Ii (' .. whi('h I , Up-
I! Y many impor­
lalll yard-.li('k..; 

",-,u ILed [..om the ,Ie", 11)1 II .. wh;ch 
a (I\('rll,.;('r

s 
f I of d"('nl'Ie ' I , _ , or lIni f ' ~ ::. aIH 

~o\'(' rage illfo rmali o 01///1' Icomparahll' 
(lousl' ,II, IP I)S I , Y In selpcI' rr ' ' remclI-

un d\'ey 

0 " , I/I ~ slallO I t"" c,; c() \'erarre I II,.. )('C' allse il 
fo' II I::> (a la cOUll l ' I , Ie e nlirp rnl'l I _ ) - )) -('oullty 
2 000 . ' e( lales \" " ' _ !:- latJ()n ~ o n II , " " Ilh o\,pr 
co 1(' air I m(', au Lllen lical I ' an( more 10 
pss('nl ial ' ef eow' ra(Y(' ria l ' , I::> a 1~ 

B:\IB is ' , . all 1II1('''r' I 
11I1l('bu),('rs ' r ' I C" d pari of m I , I\ es Jul II ' os 
porlanl as ,' I ' " ' . liS servi(,e I'n , IS JS I ' 1-

so m c s ia l ions I: .- II('omplel(' hecause 
, a\ c nol s I ' 
w ('e I lIa ' I , U )scrihed 

ea" ' ,\1' a ways fOIll I " 
,1::>('1 10 s uppl ' i f l( slallOn~ 

kll1fL 10 linlPb ) n ormali oll of a ll 

o u s ha\'e n I • :. )par('nlh- so 
f 

u yers al 

I 

0 ('onnl1(, 1 . mp 
e rs Il a t ill Ilw

s
t (y :( non-suhs(,rih-

are I ' al::>en(,les B \II ' (og -ea rf'd f - - ) r('porl
s 

info rmali h rom ('onslanl II
S
(' '1'1' on I C)' ' "IP 

mak(' s ('on lam hpl )... ' 
oUlldf'r f'XI) \' I ' u,.. 10 

c nls' a(h'e rl" ' ('n( Ilun's of our I' ISIIlU doll (' 1-

a llylhin
u 

Ill a l II::> I ars and, of ('OU I'sn 
' I 0 c Ie ps us " . 
JO) fo r our (' li e I . 10 do a h('lter 
for radio- and ~ sl lI~e~lIJs l1Iore mOlle, 

I II ' , I' e\' ISIOn . 
" II a( ( 111 011 10 B:'I\B ' , 
Kt'S Ihal lIIeao;;ur ' IIIP ra llllg sen'-
e' - I' prO(Tr o lllwue I t" am pOllUl ' , () SUIlI)I)' ' an" 
SlICks, R.J' • Importanl ' d' a lil O Ho ' )ar -
pllhli :,; hed opera l lJ1g:;; arC' 
LT S ,, 0 11 a conlinu o , I : now 

, , (' Ill eS' Ih " lb )aSIS in 100 
po rls wI'II " , e m lli al 11001)('1' '1' \ ' , g ,,'e "'.1" re-
lIOn 1 lIluwal,,'e" ' f 

, o n 0 cilies l' I IJ1 orma-
a \'a Iiahlp for r d' " u se ralillus a,' 
TV ' , a 10 1Il 1 () " r ' p 

1Il III ne " I (' I li e:' and f ' 
TI . \\ II 1 1110 01 

l C Xielscn Radi o rc 10 1,)(' added, 
ne lwurk' Index wIiI I I 
:\' I ra llllgs, and ' SllPP Y 
, )(' sell a lso I \\ (' are lold II 
1;, .' p"" to i" •• t 

,tenershlp o f Ih c I( , li e a reporl 011 

Ih e COll lll r , ' )P 200 s lali o 'l ~ , . . '" I" 

f Please III rn 10 fJa~e 65 'I 

A-TISKET, 

A_TASKET, 

WHAT'S IN 

THIS LITTLE 

BASKETT (KY·)? 
Sorry, hut we can't tcll yOU tvlHlt's in Baskett (K)-.)! 

At W AVE we don't l,ut any of our cgg
s 

in Baskett, 

and we certainly don't recoUlIuentl it for any of 

)'our eggs, either! 
For you as for us, Kentucky has only olle l,est 

package-the Louisville Retail Trading Area. Its 

27 Kentucky and Indiana counties do almost a" 

much businesS as all the rest of the State combillet! 

• __ and families living here average 40% higher 

Effective Buying Income than folks out in the 

handicraft in' l,arts of the Stat
c

! 

That's the story in a buntHe, Gents. Why don't 

yoU sack Baskett, and wrol' "I' this m"rket ,,-it" 

lVAVE? 

5000 WAllS . 910 KC 

NBC Aff'UA1E NA1'ONAl REPRESEN1A1I'JES 

fREE & PE1ERS, 'NC., 



HOW MUCH DOES IT · 
COST TO REACH 
RADIO FAMILIES IN' 
THE OMAHA AREA?" 

on WOW: 
62 Cents! 
PER 1000 FAMILIES 

Station B: 
81 Cents! 
PER 1000 FAMI LIES 

Station C: 
89 Cents! I 
PER 1000 FAMILIES 

Based on the n ew BMB Study No, 2, 
and published current rates for daytime, 
cross-th e-board , ad vertisers, 

AND WHAT'S MORE 
Th is WOW cost is 9% 
less than it was in 1946! 

W rite, wire or phone NOW fo r choice 
aya ilabil it ies , 
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Th is is a ne w SPONSOR departmen t , featurin g c aps uled 
rep orts of broadcast advert ising significance culled from 
all segments of the industry, Contributions are welcomed, 

SU!JyestioJl ",·om tI. e 'ndies: l·eb,·ofU'(·"st to,) d.olCS 

Top-flig hl prOil l a lll,. "h Ollld 1)(> tra n­
,nilwd and r ('broad('a~ t fo r th e hcndit 

of tlw,.e li "te ne r" wh o\ e lIli :;"ccl th em. 
T hi " sugges tio n a lld others \\ e re 

Illade ill a l epo rt h~ th e Hadi o Ij ,.t e ll ­
('rs' Co mlllittee. :-;a ll F ranci;,co b ranc h, 
\J1}e l ica n A ssoeinti o ll o f L-lli, e rs it y 

\rumen . The wUlllen kll o \\ "hat th ey 
li ke a lld d is like a nd ach 'erti,.(,)"s can 
~l('a ll ~O lll e inte re;,tin g fa('[" from th eir 
repurt. W e A ir Our I 'ie lcs- COlllm ents, 
Suggestioll s, and a S elected List oj th e 
liest Program s ill Radio, 

The committ ce CO lllllH' nt " furth e r o n 
it · r a di o tran"nipti o n id ea . ..\\Te 
~ho uld like a ll "ta ti o ns to rebroadc ast 
tra nscripti o ns o f goo d prog rams. \' Teek­
cnd programs as we ll a" goo d p ro­
g ram s in th e "allle tillle s lo t a s an oth er 
good prog r a m arc oft en ll1is:"ed'" 

The committee mad e thi ~ ~]Je<: ial 

n 'TV It brenl.:s !I'·OII'U' 
f ,u· lIelV sf IIdios 

'I elcyis io ll in tilt' So uth took all oth c r 
~ t r id (' forward wh en ,,'TVI{, Hich ­
lllOnd , th e South's fir st TV ~ tatioll , 
brokc g r o und ret"e lltl~ ' for the ir new 
TV studi os . Stati on o w ncr Wilbu r 1\1. 
ll m 'c lls sa) s that th e I1 C\\' fac ilities will 
he read y for fall programing. 

Ilotc o n "upe r sa lesman Arthur c od ­
fr(' ~: .. \ I! rca t re li e f from th e u,.u a l 
. . . (hut ) i,. ll o t i nclud ed in th e rec­
ommc llCl cd li,;t hcca use he i" ,, 0 bu :" , ' 
"cllin g that it i" r a th er like tuning-in 
tu the ("orner f!ro("e r~- :-tore." C odfre, 's 
gener a l popula rity a nd s ale~ effec ti w­
n e,.s ("The Grea t cod fre)" ~ 1'() :"\ SOI{ 

.') Junc) indicate. h o we, 'e r_ th a t thi :::. 
poi nt of ,ie,,' is a t~ pic a!. CI ubw ollle ll 
fr equcntl) exhihit e x("e5 ::' finni ('kine ,, ~ 

a hout th c cOlll llle rc ia l sidc o f racli o. 

Copi!" of t1w A~~ociati o l1 booklet 
m ay b e o hta ined for 10c apiece fr om 
:\l r 5. \\Ta lter C. Fell. 1335 \\Tashin gtnn 
~tree t , :-;a ll F rarH' isco 9. 

Sod,,' Sec.u·itU ,H'!JS off 
IIOIl" •• • j·o.· S,UH.SOI·S 

Luchy Social :)ecl/rity Xumb ers, o ne 
o f th e Illost 1100'c l o f r eccnt g i,'ea way 
dcyelopmenb. ha ::, g i\ en b on a nza re­
turns to ufk c rti,.crs a nd :"tati ons alikc, 
It fun e ti o n ~ a s all a udiencc builder and 
has thus din'clh· influenct>d :- a le5 e f­
fediH' Il(:'ss o f !-tatiolb IIsing it. 

T o win , li"t c lle r5 necd d o l1 o thin g-­
exccpt li sten. [,'c ry h Ollr durin g s ta­
ti o n brea k~ , all ann o uncer reads ofT a 
Social Scc lIrit~ numb er known to ha\ c 
b eell i s~ ued in th e s tatioll a rea. lI o ld -
cr o f th e 1I11lnh(' r n eed o lll y idt' ntify 

hilll sc if to \\ in 8100. 
T~ pical o f th e prog r <lIl1' ~ ",un:c,,~ is 

th e \\ 'R\ID. Baltilllo re, s to ry. ~illce 

th e g i\ eil \\ a ~ sta rt ed, W lnll)",. H ooper 
sharc of a udi c l1cc h as tripled ,md spo n­
~ors report a n asto ni shill g illcrca5e ill 
lllail orde r 1 (,"IlItS _ .• ;) :~ ·l pi a l10 
<'O llr!-'('s sold in o ne Illollth ; 22,J. k,]( I,; 

for vac uum c lea lH' r sa le:'> ill a sho rt 
tilll<' (20 ,] \\ cd, hefo lc th e prog ram 
!-' tart cd I; 2 . ~()O ha rlllollica ("o urses 

soleI ill O Il C nlOnth. 

The a)!l' I ]('~ fcc fo r tb e )! i' en w,])' 
I Azr ael Adn'rti s in g in Haitilll o re u ri ).!­

, ilwt ed it ) is b;] ~l'd on popu latioll of 
th (~ Ilwrkd and tire 1l1l111ber o f pro-

d f TV d · !! r ,llll:-; :-;old J" . th(~ :-;tatioll. WTVR o wn e r bre aks groun o r stu lOS c 

SPONSOR 



Circus balldwngoll illcreflses 
'{TV ,~ SIJot luuiJuoss 

A bandwagon paintcd in circ us ~tyle 
carriC'd radio shuwmanship to 110 ex­
hibiton; recently at a fair ill Tuls 1. 

Ladcn wi th tape recorders, :,-oulld 
cquipment and f' ntC'r tainers, the KTLL 
bandwagon appeared at thc 1950 Tul­
sa lIome Show })('forc peo plc reprC'­
senting an phase~ of thc h ome build -

Gaily painted bandwagon stars a t Tulsa Show 

ing industry. Thi s paid o ff in a delu ge 
of spot business. 

Promotion-wise exhibit o rs wa ntC'd 
their sales messagcs ticd-in with the 
balldwagon alld KTLL obligcd with 
personalized scn-ice. An en tcrtainlllcnt 
staff, isited each booth- \ ia th e band­
wagon- taping intcrvi ews. lIlusic and 
spot commerc ials for delayed h road­
cast , usually 011 regular KTLTL partic i­
pati ng progralll~. 

CaPIJer COUlIJfll.Y SIJOllso,'s 
KSL fnrUl servi(Oe sf.ow 

Kennecott Copper Company's recent 
sponsorship (sillce the beg inning of the 
year ) of This Busin ess 0/ Fanning 
marks part of a lIew trend in radio ad­
vertising: the increase in sponsored 
public sen"ice progr ams. 

Broadcast over KSL, Salt Lake City. 
the program has establbhcd goodwill 
among Kennecott 's employees and has 
built up the cumpany's pres tige among 
farmcrs and other residcnt s of Utah. 

The program dramati zcs farm prob­
lems and their solutions ; g ives author­
itative information on farm and live­
stock problems; prcsents on-the-spot 
broadcasts from stock shows. It in­
cludes farm news, market quotati ons. 
weathcr reports by direc t wire , and in­
tervicws with agric ultural authoritics. 

The progralll has reccivcd two na­
tional awards. And this ycar, after it 
h ad been sponsored ollly two months. 
This Busin ess 0/ Farmin g won a first 
place award in thc annual Salt Lake 
Cit y Advertising Club co ntest in Feb­
ruary. 
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Broadcasts fr olll the stage included 
regular sh o ws such as th e KT CL Tal­
ent JJarade; Tb e Friday Serenade; and 
the lJal/l!tulgOTI lam boree. Frolll now 
on tIl(' K1TL ba nd wagun \\ ill be a 
rC'g ular fea tn rC'. 

""iefly ... 
T ransit radi o. \'er tical Huiet)', IS 

\\hat ele\ a to r rid pr~ in Cralll l l{ api d ~ 

\'a ti ulla l Ba nk l3uildi ug arc gC' tti ng 
tlw~(' da ) ~ . WOOD, IUl·ated in th e 
b uilding . a irs lust [Jla in Bill. Linda's 
First Love and olhC' r progralll fare to 
elevator passell gers . 

* * * 
The Hepublic o f Ecuador reccn tl y 

pre"ented a ci ta tiun to \\,KAT, .\I iami 
Bcach, and it ,; own er. Cu lo nel \ . F ra nk 
K atzcntine. The a ward recug llize" 
\\'1'" AT' 5 ('x t raordi na ry eITorts in gct· 
ting suppli C's sent tu th e ]>eopl(~ of 
Ecuado r immedi a tC'l y a ft e r a di sas tro us 
earthquake in 1949. 

* «- *' 
WIll', Harrisburg. and the Chen o­

let deale rs o f Ceulral Penn sy h"a ni a 
combillC'd in a public sen 'ice efIo rt to 
bring thc recent P cnns) I\'ania primary 
e lecti on to li stelle rs. Electio ll covcrage 
started at 10 p.IIl. , one hour after th e 
polls closcrl. Heturus for Harrisburg 
were 011 the air cOlllplete at 10:30 p.m . 

* 
WTOP, Washingtull , D. c.. has tied 

in prol1lotiullall y with Hillgling Broth ­
ers &: Barnum &. Bailey Circ u:; for th e 
second year. WTOP':; lat e-nig ht cOllle­
dian Gene Klava n transc rilwcl an-

Circus and WTOP blend their promotion effort 

nounccments plugging his show and 
the c ircus datC's, thi~ in return for 
" gag" pictures of Klavan and top c ir­
cus clowns. 

* * * 
The kids o f North Carolina, and 

their parents as well. are being treat ed 
to a r eading of the funni es o\"('r 
W~AO, Halcigh. n ot once but se\' en 
liIllcs a wcck. The program, FunllY 
Paper Time, is aired weekday~ and 
Sat urday at B:05 a.lll. and S UII~la ys at 
8 :~O a.m. 

\1l\'EHTI~E\I E '\T 

Pa~iri[ HI!IJillllal NI!t 
l \II S\U-rS "\~~IIt.·)" C~lwri~s 

Recent na tiona l publici ty 
al'corded tlrC' IIC\\ Pacific 

l\cgiolla l ~et\\ork Iw-. rl":-u\ted in IIU­

lIlerou:; inIJuirie .. from "d\'crliscrs and 
agellcies ~(·(·king additilJual detai ls. 
Il ere are "Ullle of the mo~t rl"presellta­
ti\'C qUl·"tions and their all~wers from 
Cl i lT Cill, gC'nC'ful lIIanager. .'md Ted 
\l ac .\l urray , sale" Illanager, of PR:\': 

Q. W bat are the lIIain advantages 
PR,\ ' offers (ulvcrtisas? 

A. The P acific Hcgional :\etwork 
uITers spu t f1exihility. local sales impact 
and tl)(' .\IO::;T CO'\II'LETE. I;\TE:\SI\"E 

con: HAGE of thc grC'a te" t nlll1ll)('r uf 
Ca lifu rn ia l\larket" th ro ugh IS local 
"tations ... as IIUIII) u" thl' other four 
uel wurb cUlllbincd! 

Q. Wh y does PRJ\' Ilse so lIIany sta­
tions instead 0/ a/eLI' SO,OOO-uatters? 

,A. The ad\'er ti sC'rs' pro(l ucts a re 
::;OLD in LOCAL marke l" b\ LOCAL deal ­
C' I'S to LOCA L consulllC'rs. It fo llows 
th a t the must efIC'c ti \'C' way to ::;ELL tu 
thc con:'- Ulllcr is th ro ug h h is own LOCA L 

sta ti on. In other \\ of(l:-. th ru ugh where­
to-lill y-it (' ut-i n~ 01\ its local a flili a tes, 
PI{\ prm'ide" ··POl :\T-OF-I'1 ItI.HASE" 

con·rage. 
Q. ,liy client bas dis tribution in only 

2~~ markets ill Cali/ornia. Mus t Ice bu y 
th e entire lis t 0/ PRX stations, or do 
) ou have a " basir." group tbat u'e mllst 
hu y and a "supplem entary" group that 
is optional, tb e sam e as otb er networks? 

A. Yo u bu y PH.\ sta ti ons O,\ LY ill 
tl\(' ma rket~ in which Y OU \\ :\~T cm"­
ERAG E. Y OII r an bu y :-epara te eo\'(' r­
age of e ithe r No rthern ur ~outh ern 
Ca lifornia in gro ups o f as few as four 
s tations. III o the. words, PRX o fIC' rs 
SPOT F LEXIBILITY. 

Q. Gllr agency handles large nation­
al accounts presently advertising on 
on e 0/ tbe fou r m ajor lI etLt'orks, but we 
reali:::e tb e /l eed for supplem e/ltary cov­
erage in som e 0/ tb e California mar­
l'els Illat neln'ork do es not adequately 
cover. Can we bu y th is supplem entary 
co vera~e t!trou~b P Ri\'? 

A. PIC\" will T AILOH additi onal co\' ­
C' ra ~c to !:-uit yuur :,-pon so r'~ need. 

Q. Wbat are tb e mivantages 0/ PR.\' 
over spot radio ? 

A. Con\' cnience ill b uying: a tim e­
saving single billing: use o f a sing le, 
easy -to-promote, easy-Io-colllrol pro­
g ra m without the expense o f tram,crip­
tion CUlling and h andling: alld. mos t 
impo rtant , a sub"ta nti a l saving on ti me 
costs wlwl1 any g roup o f four or more 
s tati ons i" purch ased. 

Addi t ional rr'ques ts for spec i fi e i n­
formati on on PR~ shou ld be a ddressed 
to : Pac ific RC'g ional Network. 65~1O 
S unset Boul eyard. Hull ywood 28. Calif. 
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--PO\:-;OB: Darrell :\GL\CY: Direct 

L ,\P:"TLE C:\~E 1I1:-;T()f{Y: 7'11 '0 ;j-miflute aTlTlOllnCe-
ment.~ are used (S2S per aflflo/1fICeTfl(' flt) per week on 
Tele\i~ioll Charm ~('houl. Th e afl Oflllllcement is integrat­
ed into the "hou' l/"ith the beallty s(/Iofl oll'ncr shou'iflg 
hall" to groom hair. , .... ·ponsor of}ered to giL'e a bOlllp of 
shampoo to the first 2,) II"0TfleT/ ('(IlIiflp:. The first an­
nouflcement dn'I(' .':6 IJlIOrl(' ('ails; the second ·15. As (I 
direct reslllt of those 8/ phofle ('ails . .10 appoifltTfl('nts for 
permanent /I'al'es Irere made. 

I\.o't /,-1'\, :-, alt Lak,' Cit~ I'HOCH .\\I: T('Il'\ 'i ~i() u Charm '''rhool 

results 

"PO\:-,OR: Lok·Tite :-;aff' :\(; E.\C Y: Direct 

C\P:-,tLE L\:-;E IfI:-;TOI{'t: In an (' f}ort to promote 
distriblltion of their safes, the ('ompaflY purcha~erf \,\That's 
on Your "lind for .$J()() per program . Thp program dem­
onstrate" F'ats of Tflf'fllalism. One of tl/(, highlights is the 
IInuslwl ('offlTflPr('ial thp contents of an ('nvelope secured 
in a /,o/;-7'ite safp (Ire read. The day aft('r one program. 
17,5 sa f p-s had !JeeT/ o rri£>rpr/. ,'eV('T/ people were Il'aiting to 
purchase S(Jfe~- 10 r/e(/Icr~ os/.-er/ to handle them. In every 
cas e, individllals reported thpy S(ll(' the SOft'S on video. 

1')lOr,IL\\I: \\·h at' .. on Your \lind 

~P()\~O/{: Corli('~ Furs ACEI\C): Ed ~haJliro 

CA l''''' u: C \~E III~TOHY: In Tbe 1\lodd Speab. 
storp lI'ir/(lolI' r/uTflTflie~ come to life (/nrf describ(, their 
rostum('s lind o('c('ssori(~s. For the ('oTflmercial. morf('ls 
In'lIT storp merrllllndi",' (Inri saJe~ ('an hi' tr(/ ('('(I to spe­
rific shol('inp. A ,S'J.2{)() miT/k ('oat 1I'(lS sold to a cus· 
torner who said sh(, .first S(/II.: thp ('ofl/ on the program. 
Th" wed-!-)' 1)(lrtirif!(Jtion f'Osts the "'ient SUO. Thus. this 
flnp- saIl' "Ion" rontrasts imllff'ssil'('h' with their program 
PX pPTlfI itll rp. 

\\"FII.T\·, l'hil ad..Ipllia 

"fiIA 'T I~ I~ GOODS 

:-;PO\~OR: Kamber' , :\ GF::\ CY: Direct 

CA P~ULE CASE HI:-;TORY: In a one·minute lire 
('omrner('ial (cos t: $40 I. Kambler's Travel Goods offered 
(lone dollar pachage of cosmetics to ('ach person II'ho 
('ailed th e store betlo'en 7 and 8 p.m. The telephone 
number was giz:en only once at 7 p.m. By 8 p.m .. tll'O 
opf'fators had receil'('(l 1':5 calls and 38 calls I('ere re­
Cf'ived thp ne:rt morning from people 11 ,/10 couldn't get 
throllgh the night before. A."arnl)('r reported that no other 
merfia hart rallserf as milch responM' as his 1'1' spot. 

\\ KY -T\. Oklahoma City PIWr,I\·\\I: ~Jl"t 

:"PO \~O){: Air-Toy Company 

C\P~I'LE C\"E III~TORY: This company offered a 
nell' tvpe of novelty call('d th e "fIring saucer" Iiite. A 
one-rninllte lire participating spot lI'as purchased on Cow· 
ho\' Thrill!". a half·hollr program slanted for younger 
l'if'll'crs. As a reslllt of this one annOlln cemen t, the Air 
Toy Company received 325 orders at one dollar each: 
IJrogfaming cO.st IJ'{lS $"l()O. 

I\.TL,\. H ollywood PROCR.\'\I: Cowboy Thrill ~ 

~PO:\SO){ : ~lIns('t Appliance 

C \PSl'LE C \:" E III~TORY : Sunset started IFith tIl(' 
sponsorship 0/ the R Ot'ers hockey game~ at a cost of 
about $'2,OO() for each event. An average 0/ JO pllOn(' 
calls II"lIS receiverf during the first program and, in the 
first lI:eek. ahollt 50 person~ came into the store as a 
direct result of the 'IT program. Pllrchas(~s averaged 
.$850 IJer person, l/'ecAly take \ 11,500. Sun.5et has bOllght 
three more programs since, ('stirrwte 50' : of all 1'1 ' ,H'tS 
sold in their stores are allriblltahle to their I'ideo lI~e . 

VI PIX, \ f W York PHOCI{.\,\i: ~Jlort~ E"fnl' 

. \ CEl\CY: f)ir et:t 

L\ I '~ I I LE C:\~E f11~TOI~Y: In a local advertising 
compaign. thp sponsor '~fJen t 531,000 in all forms of ad· 
vertising. About $3.000 u'as allocaterf to WG"'·1T. Kel· 
t'inator of}icials allrihuter! more traceable reslllts to 1'i<leo 
than to all oth er merfia. They sal' they sold more com­
plete plectric kitchen units for the $3.000 spent in 1'1 ' 
than they did for the remaining S28,O()O slN'nt in other 
arf mpr/ia. Thn' have increased their TI' expcnditllre six 

time,~. 

\\·c ' ·T\", Chicago PBOC IU:-'i : Chicago Cooks 
With Barbara BarkJ.·y 



Srowi n 9 .f:.:'e" 

The WDEL-TVaudience 
in the rich 

Wilrnington, Delatvare Inarket 

In twelve months of telecasting, V\' DEL.TV, 

Delawarc's only television sta tion, has heen phe. 

nomcnally succcssful in building a loyal , rcsponsive 

audience. This amazing acceptance, together with 
the tremendous wealth of this market-fifth in per 

capita income-make WD EL-T\' one of the nation's 

top television buys. In the first year of telecasting, set 
sales in its area have jumped more than 700%! Have 
risen from only 4,867 in May 1949 to 36,532 June 1, 

1950. Advertisers can depend upon a ·continuance of the 
proi'perity of this market and upon an ever.growing 
audience hceause of NBC network shows, skill ful local 

programming and clear picturcs. If you're in TV, don't 
overlook the uniqul' profit pos!'ibilitics of WDEL·T\,. 

Represented by 

RORENT 11IEEKER ASSOCIATES 
Chicago Son Francisco New York los Angeles 

A Steinman Station 

WDEL-TV 
CHANNEL 7 

Wilmington Delaware 

NBC 
TV • Affiliate 
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Ma ybe you have a penchan t 

for figur es-like our Little 

Detective. If so, you probably 

lean to the modern type, too. 

Like th e fi gu re the census 

takers cam e u p with the o ther 

day w hen th ey p roved tha t 

Greate r M iam i's popu la t ion has 

near ly doub led in ten years . 

Here ' s the census bureau's fabulous 
figure for Greater Miami in 1950-

501,OOO~ 
And growing with Greater 

M ia m i, Sta t ion WGBS has 

doubled It s share of audi ence 

in just two years-is now the 

es ta blished leader in a field of 

twelve s ta t ions, mo rning , 

a ft e rnoon and n ight. 

If you like f igures, see the 

Hooper measurement s for 

WGBS--not on ly FI RST in 

Miam i bu t FIRST by the widest 

margin in his to ry ! 

Sell the new 1950 Greater Miami 
with the new 1950 leader! 

50,000 WATTS 
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( Contin ued f r om page 2 ) 

Chr istian Science Monitor readies 
study of TV's effect on kids 

Chri s tia n Sci ence Moni1or has j oined swell i ng r a nks 
of n ewsp a p e r s g iving e d itori a l a ttention to ef fect 
of te l ev is ion on lives of younger ch ildren. But 
~onitor has g one a s t e p further a n d commissioned a ll 
i t s corresp ond ent s in television cities to ma ke 
care f ul inquiry into TVl s impa ct-present a nd poten­
t ial-on ch ild ren. Rob ert Lewis Sha yon, producer­
d ir e cto r - writer who has be en re s pons ible for a 
number of r a dio's more v a lua ble a nd constructive 
prog r a ms ( l as t with CBS ) , will writ e the s tory. 

Ronson to launch campaign 
for butane gas lighters 

Loca l s ucces s of but a ne g a s ciga rette ligh t e r s , 
which origina ted in Fra nc e, is sta rting a fire under 
l ead ing U.S. lighter ma kers . Ron s on,spon s or of 
" Twenty Questions," ( on WaR ) will l a unch a ca mpa ign 
for it s n ew buta ne model n ext month. Brown & 
Bigelow, Stra tford Pen Co. but a ne ligh ters a r e 
a lrea dy on sa le. 

TV talent fees 
are rising steadily 

Increa sing numbers of TV sponsors a nd boom in TV s et 
sa le s hav e been stea dily pushing up t a lent fees. 
During the l a st yea r, a ccording to Wa lla ce A. Ross 
of Ro ss Reports on television progra ming, t a lent 
costs h a v e risen a pproxima tely 5 to 15% in va rious 
ca tegories. Right now, unions a re concentra ting on 
s t a nda rdizing working conditions a nd pa yments; top 
crea tive people a nd performers often do better by 
n egoti a ting through a n a gent. Current level of fee s 
will continue without much revision till end of 
freeze. 

Summer straw in wind: 

WRFD May billings up 

WRFD, Worthington, Oh io,ma y be a summer stra w in 
wind. Sta tion reports expected business slump never 
ca me in Ma y; billings were up 24% over previous May. 
Ma nage r Fr e d Pa lmer s a y s climb i s due to increa sing 
a ppre cia tion of rura l dolla r by s pon s ors . 

British West Indies 
gets first commercial station 

Briti sh Wes t Indie s will ge t fir s t comm e rcia l r a dio 
sta t i on t his s umme r. Pan Am e rica n Broa dcas ting Com­
pany, s t a t i on r e p s , say severa l int e rna tiona l a d­
vert i se r s hav e a lready booked time . St a tion i s 
c a lled Radio Jamai c a ; K. T. Murra y is ma nage r. 

SPONSOR: 
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-TV 

On The Air 
September~ 1950 
WS~I cclchratcs its 25th j\nnivcrsar"y hy hringing 

television to the Ccntral South 

.-------SCHEDULE, WSM-TV-----. 

SEPTEl\IBER, 1950 On t llc air 

OCTOBER, 1950 N c I '\~ ()r k T,T 
t hro 11 gIl Jnicro '\T a vc 
relay frolH 

.' 

LOliisviJ1c 

Television's newest market ready in Seplel1lber 

through .... - -~------ - - -- ----

:W$M-TV 
CHANNEL 4 

NASHVILLE, TENN. 

HARRY STONE 
General Manager 

IRVING WAUGH 
Commercial Manager 

EDWARD PETRY & CO. 
National Representative 
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ROBERT HALL 
(Cantin lied from page 23 1 

of thf' tUW11 
Look :"l11art. get ~ our "ul11nw rti me 

drc:-s 
Gct it for less, get i t a t Hohcrt H a ll" ' 
TIl(' hasic jin gle i" fo ll owed by o lle 

of "e\ eral :,, (' t,.; of lela tf'd di aloguf', 
transrrilwd on t1w :"all](, d i:-k, Here'" 
OIl(' o f them: 

l :-t \ro ilia n : \I a rge .. . yo ur hu,,· 
ban d "a~ ~ ) ou 're th f' :-l11a rt p~ t. bf'"t· 
dre""'ed \\ i fe in to \\ I1. \\'hat'.: \ o ur 
"C'C rf' t '? 

2n d \\ 'olllall: It 's 11 0 "en et. I j u"t 
go a little wa) o ut of th e high rent 
dis t ri (, t . . . sbop froll1 plain pipc 
rack,.. a nd prf'"to ! Bc~~ u"e of tbc 
Rohert Il all /0 11 ol'crh c([(/ I can AF· 
F OHD a wh olf' \~ 'A){()nOHE full o f 
hf'a ut i ful dr f'sses . 

\nn olll J('pr: Ladi es. tllf'se hc<)uti· 
f ul d re"se" cus t j list 83.[10 to $8.99 
a lld you ha\' e ) o ur pick o f a ll til(' 
fannit p Sll l11 l11f'f fahrics. st\ Ie". alld 
co lor,,! TlI e ~ 're waitill g fo r ~ O ll at 
Ruhert Hall. Opcn () to 9. 

Rnl)(' rt Hall make:" a poillt of using 
tOjl all ll oune in g talent ill its transnihed 
cO llllllerciak a nd ha" emploYf'd Ilud 
Colh'er. \Yarre n ~wf'f'nf'\. and other 
nf' t wo rk pe rfo rmer:" . 011e memo ra hie 
Robert Hall di"k. pluggin g. th e \\' e"t 
Coast oIw nin gs las t )' f' ar. was cut h, 

Bop Hope as a fa\ o r for a fri end in th e 
Hall o rga nization " This is Bob 'Pick· 
'em. ofT·th e.pipe. racks' H opc, ilobert 
I1 0pc for Robert lIa ll.

oo 

and 1I10 re in 
tIl(' "anl(' , ein. 

"~aturation" is not a word tak en 
li ghtly In Hobe rt Ilali. TIl(' eOl1ln1('r· 
c ia l qU()tf' c\ and o tll('rs like it a re aired 
a t a n a\ cragf' of 1.'5 time" a da~ , se, en 
day" a \\ l'f'k. h ~ 1110st sta tion:" on thc 
Holw rt Ha ll li~t. This adds up to more 
th a ll I :~,()OO illdi\'idual c Olllll1ercials 
each week. taking tl)(' Ha tion list at 
its lo w·\\ a tcr mark of ]30. 

Despit e the g reat \arif'ty o f Holwrt 
Ha ll COll1l11f'IT ials. nOI1f' of th cm stran; 
fa r fro l11 th c IO\\'-In e rb ead.plain.pipe 
rack thcmc at the co re o f all ('Olllpan y 
ad\ 'c rtisill g. Such a tl)(,111e prmides 
('n d If'"" op portunitif'~ for g i'ing the 
('opy all a ir of inllll f'diacy. One Rob· 
f' rt Hall cOllllllen· ial. for f'xalllplp, 
:- tepped nimbly frol11 low m f' rlIead to 
th e hi p:h co~t o f livillg. Rer allin g tha t 
b aek in 1940 {'g:g~ were 27c a dozen 
a nd turkey 27(' a pound, the eOll1mer· 
cial df'c1alwl that Robert Ilall has 
"tunl('d hack th e clOl·k· ' to those good 

old d ay s ill ib p re"ent·day clothing 
pric{':,- S29 .95 for "uit", :322.9:) for 
overcoa t". 

How ("an Bobl'lt Iiall ~f'1I at ~lIch 

pricl'~ ? It" gargantuan parent. {-nitf'fl 
\Ie rchallt,.. S. \I a nufa{' turer:-, i~ a big 
part of tl1(' an ~ \\ e r. l . \1. S. \\.. \\ hich 

took O\er Robert Hall in 1939, abo 
operates 33 manufacturing plants in 
the P. 5 .. Canada. and South America. 
Robe rt Hall i~ th e needle.sharp tip of 
this ycrtical operation. I U.:\l.&:\l.·s net 
inc ol1l(' for 19,Jg was ... 22,000,000. on 
a total g ross of S2.'56,000,000. 1 

The pipe rack thcory of n1('rchandis­
ing got its first important applieation 
in 1 ~~9 . when Luuis Ellf'nlwrg, who is 
~till prf'sident of the firm, opened his 
first loft s tore ill \,\Taterhury , Conn. 
The c ompany \\'as then known as Case 
Clothes. Rol)(' rt Hall was plucked o ut 
of thin a ir. literally. ,\11 import ant fac­
tor ill th c choic(' of a new namc for 
the finn \\'a~ euphony- Robert Hall 
rf'g i"tcrs well 0\ f'1 the' air, and j~ cas) 
to say. 

The Big: Four \\ho werf' in at th{' 
birth of Hobert IIall are still runnin g 
the "how. The quartet includes Ell en · 
berg: and Saw don ; Harold RO~l1e r , {'x· 
ecuti\ (' ,icf' presid ent and gf'll('ral nwr· 
(' handi,..f' manager. alld l\ chillf's SUy­
kpr. treasurf'r. Sa\\'don, as an adman. 
is tIl(' big whcel \\'hen a final df'cisiol1 
is to he mad c on when and wherf' a 
new st o re ",ill he opened. ,\ potelltial 
lueati on is ne, er approved h) Hohert 
Hall lIlIlf'sS ~a\\' doll feels that a store 
in that location could he afhNti:"ed 
sllcces"f ulh'. 

Sa\\'don's dee i~ions and those o f th (' 
rc" t of the quartct 011 choice of IICW 10' 

50,OOO-watt WRY is the biggest singl 
-Bccause 1rBT reaches the 1110st people (a total of 577,880 radio jll1llilics CVC1)' n'cck*)! 

£-----------,---- -.. 

'11\111 ',0 lOW; ))11\1"", 11'I"11 1 11~ "r,'" 
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cations are 1I0t the re:;.ult of "fed," but 
of painstaking research. Only eities of 
at Ipast 100,000 population arc cunsid­
e red. Local economic conditions. the 
employment supply. ant! the cOlllpeti­
ti\'e outlook. are scouted carefully. 

Once a decision has been made and 
the IIew store ef(~ded h) Hohert ll all's 
construc tion division, the opening cere­
ilion) is planned as lIleticulousl~ as a 
J lollywood premiere. Two or three 
weeks heforp the grpat day , local stn­
tions seleeted hy J prry Bess-begin n 
"super-sa turat ion" transerihed com­
lIIercial call1paign. This is tiNI in \\ ith 
full-page spreads in local newspapers. 
The actual openings are al\\'a~'s attend­
ed by a delegation of city officials. 
from the mayor down. Local rad io 
performers are u:;.ually on hand for tie­
in promotions and special in-store 
broadcasb. For ahout a month aftpr 
eaeh Robert J l 'lll opening. local radio 
promotion is sustained at an extraordi­
narily high pitch, and then le,-els ofT a 
hit to a stpady, 52-week telllpo. 

The Robert Hall advertising dolla r 
is split ahout ('\'enly between ~pot ra­
dio and newspapers- roughly ·V; of 
the annua l dollar sales volume is sppnt 
for both media. There is a possibi lit y, 
hO\\e\'pf. that radio will pdgp out news­
papers this fall. Despite the e\'en split, 
sun'e) s ha\e shown Robert Hall that 
radio has been pulling: about Gij{- of 

thei r cu:;.tolllers. 
ep to now, the firm has used lIews­

papers to "pin-point" specific item", 
and ra(\io for broad general coverage 
and to hamnwr away at the nanl<' Hob· 
ert Il aH. While the company nc\'er 
holds "saiPs," they ha\'(' found news­
papers efT('cti\'e media for "attention­
getter" ads, featurin g a spp('ifie suit 
or topcoat or dress. One of the big: 
questions heing weighed b~' the firm's 
admen, in re-c\'aluating their radio 
plans for fall , is whether this "pin­
point" approach can he used success­
fully in their air advertisiug. As for 
television, the company has heen test­
ing the nH'dium with an ere to th e da\ 
when, ideo audiences ha\ e reac\wd the 
long-p'1Ilts stage. 

Ilo\\' will Rober t HaH know when 
that day has arri\'ed? By applying to 
TV the same basic question that cued 
til(' firm's entry into radio more than 
10 ypars ago: " What medi um will per­
mit us to reach the greate:;.t nUlllber of 
people at the lowest cos t ?,. * * * 

PEARS SOAP 
(Colltillued frolll page 271 

gro wn "teadily for more than 150 years 
is, aftpr all, a potent splling point. 
True enough, many of the young!'r 
generation in thi:-. country didn't know 

f'l"1f~ frolll pilleapples but their par· 
('nts did, and thpir grandparents too. 
~u Pear~ wasn't fac(,d with the pro~ ­

peel of ~tarting frolll snatch in selling 
Its prodnct in the P. S., hut rather 
with building a link \\ ith the pa~t. 

Once it was decided to make the 
~prawlillg \'ew York IIlPtropoiitan area 
the huh of the Pears campaign, and 
to use da) time radio. all that remaillPti 
\\'a" to choose a ~tation. \\ 'OR, with 
it" pel)('tratillg: SO-kilowatt clear chan­
\lel signal, got the nod. The Barbara 
If' elles Show, aired frol1l cl to 1 :30 
p.m. Monday through Friday, was 
chosen as the "chicle on th e hasis of 
at least two excellent reasolls: immedi­
ate association of the product with the 
rt'ady-made aUllien('e of an estahlish ed 
selling personality. and the atlracti,'e 
price tag of S350 a week. ,\ notllCr 
(Ihvious advantage to rears ill huying 
a Barbara If elles participation was the 
fact that her audiellce was mainly fe­
male. alld women huy soap. 

A saturation campaig1l of mprchan­
dising and promotion got underway 
before the actual air promotion of 
Pears begall on 14- :\Iareh. .r\ letter 
drawlI up in cOlljunction with \'FOR's 
sales alld promotion d!'partl11ents, and 
signed hy ~chiefTelin &: Co., Amcriean 
agents for Pear". wcnt out to all drug 
and department stores in the station's 
Sf-yen-state "Sale:,; EfTecti\'e Area"-

dvertising medium in the Carolinas! 

for size ! 
JEffERSO"\ ST.\ \D .\IW IlRO.\DC.\STI\C Co\II'.\\ Y • 50.000 WATTS CIL\RLOTT E. :'\. C. 



Rare ly has radio seen such a super -sales man as 
"Cisco Kid"! W ithin 9 days after the first an­
nouncement, 1,000 boys a nd girls brought their 
parents to the W e stern Clothing Department (on 
Frankenberger' s thi rd floor! . _ . just to obta in 
" Cisco Kid' s" photo _ Says WKNA: " No need to 
tell you how pleased o ur sponsor is!" 

With many sp ecia l " Cisco Kid" gimmick-promo­
tions ava il able-from butto ns to g uns- " Cisco" 
is o ne of America ' s ho ttest traffic -bu il d in g pro­
grams_ Wri te, wire o r phone for deta il s. 

. -" 

LOW PRICED! 
Y,.Hour W e stern Adven ture Prog ram 
Available: 1-2-3 tim e s pe r we ek . Tran ­
scribed for 10(01 a nd re gio na l sponso rsh ip . 

\e\\ York, Xe\\' Jer~e). Connecticut, 
Penns) h 'ania, Delaware, ::\Iaryland, 
and Rhode Island_ The letter announced 
thc return of Pears Soap to the Ameri­
can market. outlined the elaborate 
WOR campaign plan~, and solicited 
orders for the soap_ 

A follow-up letter, written by a 
,YOR sales exccuti,-e. was sent to 150 
major department stores in th e same 
area a:; a remillder of the upcoming 
radio campaign. Finally on 1-1- ::\ Iarch. 
when the first Pears commercial was 
carried on the Barbara 117 eUes Sho/e, 
,fOR ran a 360-line display ad in the 
Yew rork Herald-Tribune, with this 
copy: 

--,YOR is proud to be chosen as the 
excl usj,-e medium to reintrocluce Pears 
Soap to the American public." 

"Today at 4 p.m. \,'OR's Barbara 
rr elles Show will hring a majority of 
the 36.000.000 pcople who hear the 
station regul arl~- , the 5tor~- of Pears 
Soap, a great British product for more 
than 1;)0 years. Pears " 'OR campaign 
is this English finn's firs t .American 
ad,'erti~ing since the beginnillg of 
,y orId \\' ar II." 

Once the air ca mpaign was under­
way, WOR's indefatigable ~Ii~~ " 'elles 
gaye the Pears promotion all added 
lift by personal appearallces at drug 
and department stores wh ich hegan to 
stock the product in re5ponse to public 
demand. Store" were also ~upplied 
with photographs of her around "hich 
to build their Pears counter clisplays. 

~ I i5s ,Velles' chatty radio sell ing 
style has proyed to be an admirable 
backdrop for Pcars air promotion. 
Her technique is a \'uriation of the in­
formal "relaxed sell ." After fixing the 
important <:elling poin ts of the product 
dearh- in her mind in talks with client 
and agency, she is ahle to cxpre5S them 
011 thc air in her own words with a 
conviction written commercials lack. 

Results began to sprout almost im­
mcdiately, and chieffelin be~all to get 
reorders. B,· 15 June. nine of the 2-1-
~e \\' York ;lepartmcnt stores stocking 
Pear:; had reordered a t least oncc. Of 
the 46 "holesalers distribu ting Pears 
in thc Xe" York area, 26 had reor­
clcred, some three or four time5. 

Orde r~ were also )'('ccin'll from 
storc,,: a,.; far south as Halcigh. :\. c., 
and a~ far north a. Hallowr. -:\. H. 
IlIclh idual drug ~to)'{'~ cl05{,), to WOH's 
primar~ co\,erage area were reporting 
~alcs of a" man,· as a g ro~5 and a half 
kH5 per week. 

011('(' radio l!()t tIl(' hall rollillg. art-



THE SHOE FITS. And the promotion 
fits, too. Here's Jim Martin, W'GAR 
newscaster at Thorn McAn with a 
WGAR point-of-purchase display 
poster publicizing his daily newscast 
s ponsored hy Thorn McAn Stores. 
It"GAR belil! l'es itl promolioll. 

RECORDS SOAR •.. on 
WGAR's midnight platter 
show, "Morgan's ,\fusical 
Inn" . Requests for musical 
numbers pour in to record­
catching Hal Morgan. One 
record stands at 655 tele­
g r ams in 70 minutes! Lislell­
ers respolld 10 I/'I'G I I R ..• 
morning, noon or midnight. 

-the sPOr-for SPOT ~ADIO 

A WGAR SPONSOR ... Mr. Allen C. 
Knowles, President of South Side Federal 
Savings&Loan Association. Mr. Knowles 
is also Class A Director of Federal Home 
Loan Bank, Cincinnati, and member of 
Committee on Ethics, National Savings 
& Loan League. SOlllh Side Federal has 
beell a JJ7GAR adverliser sillce 1942. 

, ., .... .. 

REAP THE HARVEST 
... the rich rural area 
served by WGAR. 
WGAR's "Farm Re­
port" is now available 
for sponsorship. Dick 
Kathe, '.X'GAR's farm 
director, tra\'els o\"er 
2000 miles every month 
to gather on-the-spot 
interviews, farm news 
and market reports. 
Through \VGAR's 
"Farm Report " you 
reach more farmers, 
more quickly, more of­
ten, more economically. 
.I'hk "holll i'. 

RADIO . .. America's Greatest Advertisin g Medium 
WGAR Cleveland ... 50,000 wa tt s . .. CBS Rep res e nted Na tionally by Edward Petry & Company 
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fu l p u b lic i t ~ effurts behind the SCl'n('s 
gave added mil eage to the air im-est ­
ment. It t u rned out that the "se ll ing 
lI ostalgia" idea wa,.. not buil t a rou nd a 
delu,..ioll of lo"t g rand eur. Onc(' the) 
\', ere 11 udged b ~ Ba rba ra \\' plies a n(l 
\\ OR. people did r (, l11 ember Pe,}rs. and 
were \\ ('lcol1l ing it back like an old 
fricnd. E\ I' ll ('dit o rs, in the consulller 
pre,.. ,.. a ,.. \\ (' 11 a ,.. the traue-press, ,,-ho 
ar(' not an (' '\('('ssi\'('ly misty-('yed set, 
\\('1'(' generolls in a lloting free space 
to th!' r(' turn of a product tha t eyoked 
childh ood nl('lllori es for Illan) a 
rea tler. 

The 
City 

Market 

Tope ka - a 2lcoun­
~ ty market 1< that has 

28 % of th e state's 
effective buying power and 23 % 
of all Kansas families. 

·r- Audit Bureau of Circulation 

WIBW is th e station " listened to 
most " by buye rs in the Topeka 
Market· . . . threl' times more 
listeners th an all o ther Topeka 
stations pu t tog ethe r. 

*' Kan sas Radio A IIdiellce 1949 

T he ()\ en \ hel min g s u('ce~s of the 
\\ 'OR campai gn led tlire('\ l~ to a 
widening of th e Pears radi o promoti on 
to incl ude Boston and Philadelphia. 
Ini ti al I 3-week campaigns began in 
Boston, owr \\HZ. O ll I ~I ay, and oyer 
K Y\\'. Philadelphi a, on 29 .:\lay. Re­
:, ults had not yet been tahulateu at thi s 
\\Tl tlllg. The fa ll agenda includes 
radio campaigns in '\Vashington. D. c.. 
Baltimore. and Portland. Ore .. with 
(J th('r ma rkets to be a tlded lat er. 

In each new ma rkeL th e p rocedure 
work('d out for the " pilot" campai gn 
O\er \\'Ol{ will he duplicated as c losely 

The 
Farm 

Market 

WIBW's farm mar­
ket is made up of 
big-buying families 

on farms and in agricultural 
communities in Kansas and ad­
joining states. '" 

*Collsumer Markets, 1949 

H e re again , WIBW is the "most 
listened to" station having ten 
times as many listeners through­
out Kansas as all other Topeka 
stations combined.· 

* K(1l1s(1s R(1Qio A IIdiellce 1949 

Ju st one sta tion - WI BW - gives you the hardest hitting selling force in 
both city and farm markets. 
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For the CITY Market 

For the FARM Market } 
w I B w 

SERVING AND SELLING 

"THE MAGIC CIRCLE" 
WIBW • TOPEKA, KANSAS · WIBW-FM 

All You Need Is 

lVIlllV 

Rep: CAPP ER PUBLICATION S, Inc .• BEN LUDY, Gen. Mgr . • WIBW • KCKN 

as possible. That is. the local cam­
paign will he an('h ored to a solidly­
establish ed r adi o personality with a 
loyal audi ence. 

On th e basis of their brief hut 
dazzling radio history to date, Pears 
is inclined to be optimistic about their 
future use of th e medium. Xew York 
is. a ft e r a ll . a tough market to crack 
with a " new" product- even one that ' s 
ISO years old- but radi o made it look 
like a c illch. * * * 

TIPS ON NEWS 
(Continued from page :n ) 

j ust a 1110ment: w hereu pon we g ive the 
full commercial. At the , e n ' end of 
the newscast we sa y, '\'\'e'll 'have the 
wea ther forecast in j ust a moment. ' 
\\'c read the second commerc ial. g ive 
the weather for('cast , allli th en sign off 
the show. 

" On our five-minute ne\\' 5<:ast". 
whe re we use onl y one ('ol11mercial , we 
spot it at the end, a ft er a weather-fore­
cast teaser and just l1(' fore the forecast 
i tsel f. " 

The 1 0 p.lII. news on \\TBB:\I, Chi ­
cago. is sponsor('d by Hond Clothing 
Stores, with Fahey Fl ynn newscasting. 
Each show carries two comme rc ials­
one direct and un e institution al. with 
the two types uspd alternately as open­
ers antI closers. 

" Generally," \\,BB~I reports, "Flynn 
tri es to Iwye a happy-type sto ry befo re 
the final commercial on the theo ry that 
a person in a pleasant fram e of mind 
is more receptiYe to a sales talk. These 
coml11ercials adyertise eyerything that 
is sold in Dond Stores. This includes 
both n1<'n's and wumen's apparel o f all 
kinds, h ouse brands as well as nati on­
ally-known lin('s. Four stores ar(' m('n ­
tion('d (,3ch night. Hond has fiy e Chi­

cago ~ tores and olle in '\lilw Ll ukec 
which it prolll ot('s loca ll y. 

\\ ' ])])1\1 \ repo rt cO lltillues. qu otin g 
Bond 's ('xecutiy l' director. Benjami n 
e old('n : " \Ve find a n ('ws prog ra m the 
most (' fT('c ti\'(' means o f rl'ac hing th e 
g r('atest mass market. By its \ c r ) na ­
ture. ne\\s appeals tn all t a ~t es, ages, 
a nd se xes. In Ollr business we sel l tn 
exac tl y the san1(' wide a udience. Aft e r 
much <'onsid (' rati on alld expcri ll1enta­
tion , w(' found nightl y llewscast s tn he 
th e ri ght l1lediulIl fo r our mh ertisin g." 

In Shrcreport. La.. I\. \\,K II ha d 
th es(' th oughts on the 1l!'\\S pic ture : 

" \\ '(, realized with til(' end of the war 
that news co uld either drop down con-

SPONSOR 



siderahly o r maintain a high consis· 
tel1(,Y of li~telling, according to the way 
a . ta tion handled it . \\' e also rea lized 
th a t in all probability intrrnational 
news would he of I('s~ importan('e ... 
than regional and local news happell' 
ings. \\'e featu re name broadcasters. 
~orne o f whom haye beC'II with us for 
many YC'llrS and ha,'(' built for them· 
sC'IH's and the station a reputation Wf' 

are yery proud of." 
K~X. th(' CBS station in Los An· 

geles. sh('ds more lif! ht on til(' ques· 
t ion of what makes the news show a 
profitahle irnestrnell t: 

" In our "iew. news is a good 1m) 
hecause it demonstrabl y can dcliYer 
1I10re audience to a sponsor per dollar 
inves ted than any other t) pe of pro· 
gram. It's possihle to get the audience 
rep resented by a fin' or six \'ieisen or 
H ooperating with a ('omparati ,-c1 r 
modest inn'stment in new:". \l an~' 
high'pri('('d variety shows are unable I 
to do much hett('r with thousands of 
dollars inyes tecl th erei n." 

Ano ther LQ.s Angeles station, K'\lPC, 
e lJ1phasiz('s the increasing public in· 
terest in more loca l ancl regional news. 
K.\lPC has dis('oYered that, as far as 
ne wscasb are {'onc('rned, the -;- to 9 
a.l11. audiellce is largest, followed hy 
ea rly eYeni ng, noon, and lat(' eyeni ng. 
On the LS·m inute KJ\IPC newscasts, the 
first commercia l follows a reading of 
the headlines, summing up the ne ws to 
cOllie. The second commerc ial is rcad 
after abo ut eight minutes o f news. and 
prC('C'cling the loca l news. 

WCKY, Cilleinnati, hypos publi c in· 
terest in its newscasts with a " Iistener's 
tip system," such as sen> ral metropoli. 
tan n('wspapers use. \VCKY sends a 
dollar to allY lis tener who tips its news 
department on a usable s lory. 

"Each \VCKY newscast:' the station 
reports, "is packaged for a specific .1 U· 

dience. The sumnlilries. at mealtime 
an d hedtime, are written from a gen· 
eral news point of view. The shorter 
mid·morning newscasts are packaged 
in a more fea tu re·like yein , with mor(' 
elUphasis on news o f in t e re~t to house· I 

wives. T he late·a fternoon newscast" 
ha,'e a hous(,wife·teenage r slant, and 

" ~o on .... 
"Straight , unbiased. ull colored news 

prc~en tation, \rCKY has found. is thc ' 
basic ('lement of gi"ing the sponsor the 
most for his mon ey .... ,\n ill.present. 
ed s tory. colored in any direc tion . 
would refl ec t on the in tegri ty of the 
sponsor and damag(' him. 

" In an~w('r to th(' f)ue"-tion: Ho\\ I 
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WI B C 
Indiana'S 
First and Only 

50 KW Station 

1 

\V'I BC offers ({II of Hoosierland in one profitable 

package-plus important o ut-of-state "bonus" cov­

erage-and at the IOll'est rates of any 50 K\V' sta­

tion in the middle west. 

\V'ithin WIBC's 0.5 MV contour live 1,068,1 66 

radio families* ... with total buying power of 

$4,985,952,850.00.** 

*1949 BMB 

**1 950 Sales Management Survey of Buying Power 

Ask your John Blair 

man about valuable 

time, big coverage, 

low rates at •.• 

WIRe 1010, KC 
QASIC 
MUTUAL ' 

The friendly 
Voice of .ndiana 

~----------------------------------------------------------------~ 
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Best Buy in 
. , I 

SOUTHERN I 

NEW ENGLAND 

I wrlc 
and loyalty is 

one of the reasons 

Of the total weekly 

daytime audience 

listening regularly to 

WTle 
66.9% listen 

six to seven 

days each week * 

Based on BMB Study No, 2, 
Spring 1949 

PAUL W, MORENCY 

Vice President-General Manager 

WALTER JOHNSON 
Assistant General Mgr,-Sales Mgr. 

WTIC's 50,000 Watts 

Represented nationally by 
WEED & COM PANY 

WTIC 
DOMINA"I'1i:.5 

. (THE PROSPEkO\aS 

S~~ERHN~~~'~~b 
, .MARKEt 

:-houJd nt'll:- be prp:,.C'nll'd for grea test 
commercia l e!fpctil'enc:;:.? \,'CKY 

would an!"\\'t'l' OJ/l'II, /WIIl'S"Y, and ill­
/Nesting/)' .'" 

III Oem er. KO:\ pn·face" all of its 
nellsca!"b thus: "'Xow {nallH' of an­
nOU1H'er). with 12 millute" of uninlf>r­
rupted new!"." The sta ti OIl explain" 
II hy: "l1y this simplp but pfTective Ipad­
('r, we hal'e ~tahilized Ollr 11e\\'s audi­
pnee h('cau:,.e th e~ kllow they are going 
to ~et a ll tlwir np\\,~ in one p<}cknge . 
. . . \~ 'e seldom u"p middle cOll1me rcia l~ 
and always follow tllP closing CO llllller­
cial with a ('omplPlC wea ther Sllmmar). 
II hich is o f major in terest and impor­
tance here in the \Vp"t. 

,. \\,p build our new!" !"hows on only 

olle prf'mise: Tf'1/ them what"!" happen­
ing in the news with fir"t thi ngs first. 

, In o th er words, we writp the ne il's and 

de liver the ne il's on th~ ha!"is of what"" 
going on in the ,,'o rld and it:" relative 
importance to \~ ' estNn listener,;." 

\, 'LA \\'. Lawrence, ,l ass., ndd ,. this 
information: 

" The secret of the su('ce!":"' and popu· 
larity of WLA \~ ' ne ll'sca:"ts is tailorin g. 
,\1\ pro~rall1S of thi s typf', and th",­

numher approximately 12 d;lily. ar~ 
!"Ianted at loca l. regional. and nntiOIlal 
:-igllifi('ance. Thus. el'ery llewscast ha:" 
information in which e l e ry spglllent of 

th e station's li stenilll:! area ha~ all Ill­

terest. 
"Spo ll ~orship of npw~('a~ts can be 

almost any linp o f entprprise: cons i:,,­

h'nt l'ponsors of \\,LA \\' nell sea!"ts in­
dude transportation companies. sa l'­
ing" hallks. racing a,,:,ociations_ etc ." 

KC\IO. Kansas C ity . .\lo .. reports: 

"Makeup of our lwwsca"b foll o ws a 
w'npral pattprll like thi s: 50 to 75'-;" 
local and rcg ional news. th e rest na­
tional and inte rnatiolwl !"torics ~1nd 

reglliar featllres such as wpa ther re­
port!", marke ts. pt('. 

"'Io~t of our (,olllllll'f('inl~ an' in­

trod uccd b) a lin e from the 1]('\\":"ca:,.tPl' 

WINSTON -SALEM, N.C. 

Produces One-Fourth of 

the Manufactured 

Goods of the State 

National Rep: The Walker Co. 

,THE LOYAL 
,WESTERN MUSIC 

AUDIENCE 
I 

BUYS and 

BUYS and' , , 
BUYS ••• 

Make this responsive audience 

YOURS 
with one of these low-cost 

I ~ ~1~E~Y!~T!ESpU~~?~;E 
to thp t' ff('d that -)'11 he back with th" 

I\('athf'l' report after thi~ lIle!":"at!c fmm 
(;lll nollllccr\ nanll'); or 50n](' "lH'h 
t('as(')" aholl t the !"tor) to folio\\' tl IP 
('Olllll]('rcial, in an att(,lllpt to hold tlw I • 

156 15-Min. Musical Programs 
SONS OF THE PIONEERS 

li:,.t('ll('r." 

A ('011\ illCillg argulllen t for the han­
(/lillg o f cOJllmercials hy tlw ne wse a!"t­
PI' hilll!"elf COlllCS frolll \~'FIL. Plrila­
(k/ l'iJia . 

"Two o f I'hiladelphia's lllost fmul) 
(',;tahl i!"lH'd !!lorn illg newscasts are 
\\TII.'s 7 ::~O-7: 10 a,lll. s ho\\'o SpOil­

son·d "ilH'P ,larc h. 19,1:~ b~' foster. 
\Jilln & Ilin" (tirp:"i. a nd tire :::".')-

260 15-Min. Musical Programs 
• CHUCKWAGON JAMBOREE 

131 15-Min. Musical Programs 
For Profitable Transcribed Shows It's 

TELEWAYS 
RADIO PRODUCTIONS, INC . 

8949 Sunset Blvd ., Hollywood 46, Calif. 
Phone CRestview 67238 - BRadshaw 214-47 

Send for free Audition Platter and 
low rates 

SPONSOR 



1:-. TIlE E:\IF.RGE~CY of ·\tlanta\ 
nil'plin:r trall,..it ~trikf'. Ril 'h '~, 

the South's lar:rc:,. t (lcpartlllcnt 
~ turc, lI~cd tcJf'\'ision .. . with 
WSB-TV a~ the vehiclc, for oITf'r­
illg its patrons a scryice lInillll C 
in IIlt"rchandisin:r. 

Th i" was t h c lo:ric: 1ft h l' CII s­
t011ll'rs COIll/ot COIIIl' to the storr'. 
let's take the store to th e CIIS­

tomers. 

On thc ci:rhth day thc bn .. scs 
had lain i(ll(' in th('ir "arfi s, 
H idl '8 telcvision shoppi l;:r ,,('1'­

vic(' hcgan. V\TSB-TV call1('ra'' 

19 JUNE 1950 

all elJlergeIlC)' ... a store . . . 

alld a TELEVISION STATION! 

were :,('t tip in th e :" torc on thc 
fOlll·th floor o f l{i ch ':- fa III 011,.. 

hrid:rc buildill g. Th('n , initially , 
for tiIr('c hours daily th e storc \ 
te\('phonc ,..hopping :,cniec wa,.. 
intc:rrat('c1 with a \iC\('o di fo,p "'~' 

;11111 d(,lllou stration of III erdlan­
disc. 

This wa,.. the ielc '" in it. ... ,.. tark 
"illlpJi('ity: " ,r' hnt H'l/lIld YO II 

li!.-e to S('('? .•• telr'pllOI/e liS ••• 

1("("/1 shOll: it to you ... we Il"ill 
deli ver it." 

R ieh \, storc Iwrsolln('] work('d 
with \\'SH-TV staITcr!' to makc 
til(' pro:rnllll OIlC of th (' lIIo"t 
talkl'd-o f s('r\"i('('s C\'('I' oIT('rl'll IIy 
any Ilcp" rt mcn t stor(' in A 111 ('1'­

ica. And salcs ha\e morc than 
jllStific(1 tlr c ('ITort. 

Rich 's daily tc)('ca!'ts are Ilc­
in:r ('ontillllcd o\'('r WSB-TY for 
tlr(' strik(,'s duration. Alr('aelv the' 

sllc('ess of thc Y('nture is attcstcd 
to. It is a signifi cn nt first for 
Hi('h 'R and for WSB-TV. 

Important to ;H"' ('rti,..('r~ inter­
(,,,t('d in thc ~rea t Atlallta market 
,..hould hc thi,.. fador: \\ IWrI tlIP 
dlip" W ('I'C down ... ",h('n au 
cIltil'(']Y ncw approach to ('11,..­

tOlll('r :-('n'i('c was w'cd('d ... on(' 
of Anwrir'n 's r('ally :.rr('at rctail 
cstab li :·.\lllI cnts ( 58.000.000 last 
Yl'ar) ... tllrn (' c\ ('xclrl"i\'(' ly to 
\\ 'S B-TV - tilt' E),('$ of the SO il t h ! 

wsb-tv 
ON PEACHTREE STREET 

tATLAJ',TTA 

Represent"d by Edw. P"try & Co .. Inc. 
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9 a.lII . ,.pot. spon ,.orcd .,ince October. 
19-1-2. hy Hardwick and \lagee Co. 
I rugs and carpets 1 • 

er fl exib ilit\ ill the o,erall ne\\-scast ' ." 
I1rowJ] also feels. according to 

,,·FIL. "that commercials on news 
should ::-t ress desc ription of product 
rather than price beca use the news au­
dienl"(' is primed for information rath­
er than statistics:' 

"Both programs feature straight 
news. no (·Oll1l11ell1. " TFIL an nouncer­
newscaster Howard Brown has han· 
died bo th programs for the pa"t "ix 
years and ha,: built up a large per­
sonal follow ing .... Brown read" ("0\11-

Ilwrcial" himself, integrating at his o\\n 
di"lTetion. He prefers this method he­
cause 'rcatling of commerc ials h~' the 
news('as ter gives opportunity for a 
change of pace without the intrusion 
of another ,·oice. It al"o perlllit,; great-

J-:.LZ, Oem'er, ci tes t\\ a o f i.ts alh'er­
tisers who have sponsored newscasts 
on tll(' station for U· consecuti,e years 

the Fred Davis Furniture Co., in the 
7 :-1-5 a.m. spot. and the Cottrell Cloth­
ing Co .. whic:h sponsors the 5 p.m. 
new sca,.t. OtlH' I consistent sponsors of 
KLZ quart('r-hour newscasts sell sport-
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Any Way You Look at It 

tiRNT is tl.e 

LEADER 
il. Des Moil.es~ 
the center of things In Iowa 

Highest Hooperoted-l?iggest Volume 01 Accounts 
- Highest News Ratings - Most Highest-Roted 

Disc 10ckeys-Tops in Promotion Focilities 

The Hooper Audience Index, March -April, 1950, Shows: 
;\IOH~Il\G ......................................... KRNT IHI~ a 9(,. i '1 grt'all"r audi­

I'IIC(' tllan tlw 1\11. 2 "ta tiou. 

AFTEH:\OO~ ................................... KH.NT ha,.. ;ll9'(,~ grl"alt'r andi­
('uce thau tIll" 'ill. 2 ,ta tilln. 

EyENI:\G .......................................... h.H.NT is 1.0 Jll'rl'l"utagl' Jlllint~ 111'­
IlIw tIll' Nil. I ",t;ltilln. 

SP:\DAY AFTEIC\OO:\ ................. _I,B:\T ha" a 11.5 ~ grl'ah-r alllli-
I'IH'(' tllall tl1(' 1'111. 2 ,. tat illn. 

SATl·HDAY IMYTDIE .................... KHl\T ha" a 26.1 % greater alllli­
('11('(' than the 1\11. 2,..tatinn. 

T OT\L HATED TnlE I'EHIODS ... h.1{NT 11;1" a ·1.1.9 gre;lh'l' {lpn'{'nt­
a ge than IIIl' :\11. 2 "tatilln. 

Those are Facts Advertisers Know when 
they buy KRNT ... the Station that can 
say: "Any Time is Good Time on KRNT" 

The station with the fabulaus persanalities and the astronomical Hoopers 

ing goods, jewelry. drugs. groceries. 
meats. lumber, and banki.ng services. 

Such indi\-idual station listings could 
be extended almost indefinitely for 
page after page. But their es"ence can 
be expre:,,,ed in two sentences: u'hat­
eL'er the product or the si::e of the ad­
l"ertising budget, the ncU's show is still 
"old reliable." A little forethought and 
plallning can make it the work-hor:"t' 
of any ad,·erti",er·s media "table. * * * 

TV FILMS 
I Continued from page 331 

execu tiw, is keenly aware of the dif­
ference ill atlllosphere between a mo\·ie 
theatre and a TV set in the liying 
room. i\loods are easier to create in 
a dark theat re with a large screen and 
110 outside interruptions. Long musi­
cal illterludes and artistic photography 
don't go (wer on T\" :"0 th('y can be 
c ut without loss. 

(Please tum to page 561 

,., ~~~~.~~!::!,~~.~ ; .. : .. ;, II shows. A sk about THE DAYBREAKER 
••• FAVORITE FIVE. 

la ~~ ~ !~.' ,~.~l~~ ~~ ~,;"; 
LUCKY 7. BEST BY RE QUEST. 

la ~.~ S,?.~ ~~ I r!.EL, ;.~ .. 
.. . . plus Mutual's array 01 stars. 

~. 

PACK 

EI 
FOR ADVERTISERS ON 

5000 
KC 

C:r;I1-=U~·r=:Dp.\. 
IN ROCHESTER, N. Y. 

Represented Notionolly by 
WEED & COMPANY 
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Only a 
combination 
of stations 
can cover 
Georgia's 
first three 
markets 

WAGA~ 
ATLANTA . 

5000 W • 590 Kc Toe 
VANNAH 

o ow . 1290 Kc 

THE TRIO A OFFERS 
DVERTISERS 

AT ONE LOW COST: 

• Concentrated 
coverage 

• Merchand" " ISlOg 
assistance 

• L" Is!ener loyalty 
bUilt by local 
programming 

• Dealer 
loyalties 

- in Georg' I la s 

first three 

markets 

TH E KATZ 
AGE N C Y Represented indo "d I INC Ne;Y IVI ually and as a • A ork· Chicago' group, by 

tla nta • Detroit " Ka San Francisco " Dall nsas CHy • l as os Angeles 
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ask Henry Clochessy 
ll('re\ '''l<It Comptoll'" head ti mcbllycr told SPO:\'SOR: " The :-;uJ1lmer lull i~ 

a myth"~ f]l Thi~ ~ul1lmer l1Iore figuring and :--\\eating will he going Oil along 

\LlIli"on A,cnue allli \ 'Iichigan B()uleL,l'll than eyer hefore. A"k any timdHlyer. 

(]I And SPU.:\'SUJr-:ith FALL FACT~ L.:--ue (out of 17 lulr ) willllc the bllrer's 

-:tamlby bcc<lu-:e it proYid(>~ accurate. up-to-the-Illinute briefing on spot. net\\ork. 

tr<1n,,('riptioll~. premiu m:-, tdevi"ioll . "le!·clJa ndi~il1g. program ('():-;b and preferellce'" 

1'111')"11 lI~e it- and ho\\! (]I The direct route to the timelHlyer thi:-; "'Ullllller i~ via 

tIll' FALL F .'\ CTS I:,."ue. Enter your reservation toda,-. \"rite ~orm Knight~ 

srON50R. 510 :\Iadi,;oll A\'('1Il1C, New York 22. 

* Herc·,.; 'rhat :-;ol11e other tilJle/myer" told 1I" ••• 

. lost·,'" '(nt .: Co. 

"lnfortunateh my Yac3tiol1 c!O('Sl1 't last all sUlllmer so 
what",.; ";0 dilT~rel1t ahout ]uh' and Au g ust ?. 

B ETIl B L \ CK , Director of .1Iedia 

'I 'e" nntes 

' '1"11 he ,pry hus~ buying T\, ,;pot!-o and realigning Illy 
radio ~pot because of adjustlllellb \\ e l1a\(' to make due 
to tekdsion." 

GE\E\IE\T SIfUIEHT. Tifllchuyn 



1 ... f!IIIIf!U ,,\: ;tlitt'lwll 

" _\0 hiatus for llIe. 1"11 he ~wf'ating o\"('r the same desk 
as usual.·· 

SID HERTZEL. TillJdJllyer 

he's doing 

Ih .. ,ue Joues 

"\' aca tion cycn in :\('11' Jer~{'y would look like heaven. 
Pnfortunately thc ~Ulllnlt"r i:; the busiest timc of the year 
for till1ebuyers: ' 

HF.GGIE ~C)[ELTBEL, Radio J)irector 

"1 don't see any \acatiun for lIle this :,-Ullllller. III fact, 
1"11 . ell ie for a short walk on the green terrace outside 
11\\ office:' 

CIi ,\HLES .\1. "T1LD<;. Chief Tilllebuyer 

Elliu!Jtou ,,''' r ert ising 

" Summertime is planning-time. There's too much in­
\ oh'ed to wait until the fall to start c hccking availabilities, 
£\' cr~ thinp; has to be read~ to roll far in adyance'-' 

II \L J nIES. Ra</io <.t 1'1' /)irertor 

"T\ tilllf' cil'aralH'c:, will occupy cOIl"id('1 ablc tillle pat· 
ticu lar!) ill sillg l(' st'ltion lIIarke t:-- a cU lltinllin l! COIII­

pari<;ulI of radio and T\' co~t~ and ..:hare of audi(,llI'c." 
Bon H El <;«; II LE, TiTllt'IJII ,H'l 

• 
In July 

"Itadi 0 and TY i nyol \"f~ such I UIlf! term commitments that 
planning ob\'iously must hc done w('11 ill advance. Sum­
n\('r is realh the hot time- it is tll('n that 1951 will he 
bullolwc\ up'. " 

\E\\";\I \X \1 cE\'()\,. ,l/('tiiu J)ir ('c tor & T-.P. 

"This looks likf' our busiest :,-ullln}('r c1u(' to tf'l('yisioll 
plans 011 which wc arc working. " ' (' all realize that tele­
yisiOIl tak('s llluch more tilll(, and (,(Tort. \" ' ith our norlllal 
radio duti{'~ plus our television plans. I 'm glad \'Y(' 
.dread,' had Ill)" yucation'- ' 

. To~r 5J..HEH. I' ire President 

SPONSOR 
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Look'i What We Won! 

• Proudly, wns accepts the Sigma 

Delta Chi award for distinguished service 

in American Rad io Journa lism. 

The national awa rd was won with Indiana 

University 's SCHOOL OF THE SKY NEWS 

PROGRAM- "IT'S YOUR WORLD." The prize 

winning show is ca rr ied live on WTTS and 

late r rebroadcast over 17 other stations in 

Ind iana, Illinois and Kentucky. 

In making the award, Sigma Delta Chi said: 

"The judges commen d the series of educational 

programs slanted to students of the 

grammar-school level, for its public service, 

originality and the value to an estimated 

liste ning aud ience of over 200,000 listeners." 

r--- ------------l 
THE SARKES TARZIAN STATIONS 

I 
/ I 

I 

WTTS WTTV "J,.. 
Represented Notionally by 
WILLIAM G. RAMBEAU (0. 

New York, Chicago, 
los Angeles, Son Francisco 

Represented Notionally by 
BARN ARD and THOMPS ON, Inc. 

299 Madison Avenue 
New York City 

BLOOMINGTON 

INDIANA 

\\"hile the pditing is being don~ 

1 \lindy Drown. KOR·TY. spends t>ight 
to 10 hour:< on an Italian film). spots 
can I.e picked for comll1ercial~. Fol­
lowing radio cu~tom. comll1ercial~ are 
filled in e,·ery 15 minutp~. Time of the 
exact break depends on the film·!" "tory 
line. In foreign moyie". which ~eem 

to attrad a more intclligpnt audif'nce. 
\li\1(1\ Bnmll loob; for a quiet point 
"Iwn nothing much i:< happening. 
Grant Thei .. , film director for \\-CBS­
T\". fa\ors splicing in commercials ju~t 
after a fadeout indicating: the pa5sage 
of time. On \Ye5tern5. the clifT-hanger 
type of break i5 m05t common. Just 
before til(' hero·:,. runaway wagon di5-
appears o,'er the clifT, a cut is made 
for the achertising message. Since 
adult" don·t gf't ~o pprsonally il1\oh'ed 
in \\-e-. tern,.. a" in grade \ dral1la~. it·~ 

~afe to brpak in at a high point. 
The unhappy experimce of Ooubk­

day &. Co .. book puhlishers. illu:<trates 
how criti(,al placpment of the commer­
cial can be. Doubleda\ ran 13 weeb 
of grade A Briti ,.. h films on \\"P I \,'5 

IJremi('l'(' Theatre. After cleaning up 
on a ~ I art book. 5ale .. on other hooks 
"ent down and complaints flooded in. 

Huber Hoge. :\"ew York ach'prti5ing 
firm handling the accollnt. tel15 what 
lIa ppened: "\,\T e tried f'\'er) thi ng. Fir5t 
we used two-and-a-haJf minute ~put an­
nouncemenb. then fi\e-minu te 5POt5 
with Ii, e personali t ies. We sh ifted the 
middle cOl1lmercial toward the hegin­
ning. toward the end. eH'ry where. And 
the editing: was carefully done too. But 
it didn·t seem to mailer whether we 
spliced the commercial in at a high 
point or a low OIl(': tlIe phone com­
plaints poured in." 

The agency can·t figure ont ,,11\ 
,ie\\er irritation was su great. but 
gues5es that the people attracted to 
grade ,\ Briti5h films arc too ·'hig.h 
da~s:· They see a parallel I,('tween 

this film serie5 ancl their music pro­
gram 011 \fQ:-" lt :\lllSic station listen­
er~ are al~o critical at times of ad\er­
tising llle:-~age:" I"'ee '· 15 Beetho\f'n 
('olllmercial F· ~PO:\~OH • .) J line 1950). 

OftC'1I it·s not "llt'le 'ou put the 
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." Victor' 'J".4 , 

'\ - DE SABAlA 

.~~ ------
/ 

~ 

I 

• 

n~ilJred 

PELlEl\ER 

AUGUST 13 

RaJael 

UNITED STATES STEEL HOUR KUBEl\K 

--
NBC SYMPHONY ORCHESTRA 
W',L L d' " , L d I' t MELCHIOR, KAPEll, MAYNOR, I n suen IS mgulsne so OIS s as: 

MERRILL, TRAUBEl, CONLEY 

SUNDAY EVENINGS 8:30 P. M. 

NBC NETWORK 
Every Sunday, June 11 through Sept. 3 

GEORGE H leKS Speaking for U, S. Steel 
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("ol11nlC'rcial. Imt ho" \ ou ;!et to it that 
lIIake~ the di fference. Ea .. ie,.t and 
chf'<II)(>:--t \\ a, to ge t from fi lm to c om­
I1H'rcial i,. to ~top the fi lm alld fl a"h a 
~ Iide. "ith thf' announcer g iyi ng th e 
~ ('lIing: pitch . Hardest and 1110:,-t expen­
,..j\ (' "a, i,.. tu put in a s pl'(" i a ll~ madf' 
film commercial com plet f' with transi­
tion:--. Th i,.. i:-- done lI1o"t skillfully in 
I,alf- ho ll r fil m:, ta il o r-made for T\, likf' 
The IJone Ranger, Cisco k id, and Fire­
side Theatre. \)et"e('n tllP tw o f' \.treml'~ 

are a \\ ide ra nge of tf'dll1ique" for 
painle"" selling. 

llollnmod Playholl se on \\ f'TZ, 
I 'h iladelph ia. u ,.. e~ a six-for-one adH'r ­
ti,..ing: "Ian \\ hi eh giyes each o f it" four 

~pollsors a one-l1Iinute ,..pot and in ad­
diti on, a mention \lith slide at the oth­
e r spon~o r'" spot". 

"\ few reg ular film program" inte­
g ratl' li,e and film portion,-. \\ HK B_ 
Chieago. d l'scril)f's the Dean's Jr'ran­
glers· Cluh. a kid \\ 'estern: ,·It has a 
liw opening featurin g a eowboy \\ ho 
spin,. yarns o f thf' old \\ 'esl. tells In­
dian and \\ 'f',.tern folklorf' and then 
leads into a segmented film. To make 
the ~ho\\' 1I10 rt' e ffec tiye, tran,..itions 
frum li,"e to film are carefully plallllPd 
to g i,"e tllP audience a .~ ou a re there­
efIec t. :\Iatched dissolyes. audio cross­
fad es, and one-camera technique ha,"l' 
done this so well that thi .. program 

SOUTHWEST VIRGINIA'S f)~ RADIO 'STATION 

1949 BMB 
Day - ll0,590 families ln 36 counties 

Night - 85,830 families ln 31 counties 

58 

3 to 7 days weekly: 
Day-90,320 families 

Night-66,230 families 

(Retail sales in the area 
are over $600 million yearly) 

I Get th e elltire story from 

~ F HEE & p~rEHS 

now shares top rating "ith an all-liye. 
top network show on anothl'r station." 

There are other program~ which 
blend liYe commerc ials with film . but 
almost e, er) national a(h"ertiser uses 
nnl'-minute films to sell his product. 
The Lone Ranger. a \\"eekly half-hour 
\"estern ~hot e~pecially for General 
~Iills by Apex Film Co .. \lraps up :;tor~ 
and commercial in a planned package. 
The film opl'n~ with the Gl'neral ':\Iills 
flag filling the tube, quickly di:,:,ohe:; 
illto a waYing field of grain I a com­
pan y trademark). Then, immediately 
following a Lone TIangf'f title "trip, 
the masked man gallops up a canyon 
toward the camera and Sih"er rears 
hack on his hind legs for a doseup. 
Hack to tlw wayillg: grain fil'ld, whilp 
the announCl'r ~a) ~: "Hefore we go 
ahead with tOllight"s a(henture, an im­
portant message." .A one-minute com­
nlf'rc ial for Clwerios follows. The sto­
ry then hegill~ as we return to the 
Lone Ranger. who wheels around on 
Silyer and races awa,- from the camera 
to mel't Tonto. . 

Afte r about 12 minutes, there is a 
pause just bl'fore the ston- climax. 
\gain the grain field and a·nnouncer. 

The Bisquick cOllImercial is then fol­
lowed by the rest of that night's talc. 
Final me~sage cOllcerns netty Crocker 
Cake :\Iixes. Commercials ar~ switched 
around from first to middll' to last 
position. wi th a dozen different ones 
for Bisquick and Betty Crocker and 
nine for Cheerios. 

Procter and Gamhle follow a similar 
de~ign in their Fireside Theatre. Its 
format is Lased on the theatre. uses 
shots of a real curtain going up "and 
down to separate the tailor-made film 
story from a(h"ertising. P &. G rota tes 
Crisco_ hory. and Duz film comlller­
daIs through opening, midd le. alld 
closing positiolls. Six different films 
for each product t'1lf'Uf{' yariet). 

Thl' 33 different commercials filmed 
for General \ lills and the 13 dont' for 
P rocter and Camble co~t plenty. But 
the~·' re worth the cost, if onl) because 
e, ery sell ing message appears exactly 
the same in \a~ ll\'ille or Xew York. 
I t"s a ~tandard, packaged unit whose 
effectin>JH'ss remains constant. 

Straight-forward, one-l\Iinute fill1ls 
cost between Sl.OnO and S3,OOO each. 
depcllding on who do('s thl' joh. As in 
any other hu"iness, you get what) ou 
pay for. lien' are some of the varia­
b l c~ that a fT('l"l ("ol1lll1elTial fi lm costs: 

]. Quall t it~ of films made at the 
same time. l" ni t co~t goe:, dow n 
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w;t1. quant;l) !>",duel;o". II 
~: ~:))111111:1;;i~~Hlo!)~::~ :r~~:t()r~. TO P E KA 
4. Amount of rehearsa l ti me . 
. "). Typ!' o f recording. Voic(' owr 

is much cheaper thall direct lip 
s)'nch rOil ization. 

(). Filllling 011 location or on ~tlldio 
sound s tage . 

.:\aturally. the simpler a film the l!'s5 
it will {'os\. S top'lIlotion ('olJllllercials 
cos t from .... 5,000 to "' , ,500. Partial 
animati on rUlls from . :2..')()O to :s~.;)O() 

cach and full allimatio n :':~,.')()() to 
$7.000. 

These prices put fi 1111 ('0 III Il1l'rci a Is 
out of most sponsors' reach. Th!'ir sell· 
ing will ha\ e to be donI' with slides 
or li\·!' . But. regardle~5 of what m!'di· 
Ulll is used to put o\"(~r the acl\'er l ising 
message, \\ ring the lIlaximulll out of 
IlolI~ wood's celluloid gohlmine b) 
careful programing, pditillg. and trail' 
s itiolls. It mak!'s tile difT('[(')l( 'e IlP' 
tween good and tprrific. * * * 

TIMEBUYING 
I COT/ tinll ed from page 29) 

tion might so dominat!' it,. hOllle city 
that it cou ld be an economical bu) for 
a produd \\ ithout Illuch rural sale. 

H a good timehuycr recollllllends 
such a hu~· . it means he has considered 
the station's characteristics and weigh. 
ed thelll agai n!'t th!' sponsor 's objec. 
ti\'e and O\'era ll sales pictllre. He might 
1I0t make the sallle rt'comm!'lHlation 
ix \\ eeks later. Fsuall~' s!'wral factors 

frO into such a decision. \rhell ell" 
Illen ts like programs. program compe· 
ti tioll. competitive ad\·(')'tising sh ift , 
th en timehu yinfr st rategy mayhan' to 
Le cha nged. 

A timebuy er lIlust he constallt"· 
a ware of changes in the situation that 
demand fe·eya lualion of stations and 
a\·ailai>i1 ities. -'Iarket data of all kinds 
goes into hi s hottomless hopper of 
facts. 

Xut e\ ('ry pel'SOIl or hOllle is a pros· 
pect for his di ent 's product: so know. 
ing ('('[tain ('cono mic characteristics of 
an area is importan\. \\ ' hat arc the 
ii\ ing ha bit:; of people in the ar!'3 
under con:,ideration? I f th e ci t~ is a 
mallufa('\uriug center. whell are p('ak 
load:, carried by public ('o ll\'eyanccs. 
by the electric company. by the gas 
cOlll pan~ ? \rhat are fad ory working 
hours? \Yho':, at home anel a \'ailahl e 
for listening ? 

\rh at are "white collar" working 
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A Metropolitan 
Market 

'----NOW-

WREN 
"FIRST ALL DAY " 

ABC 
5000 WATTS 

& co. NATIONAL REPRESENTATIVES 

SRDS Consumer Markets ... 

the Market Data Book of a 

tho usand uses ... presents 

more than 350.000 market 

700 p<lgf'j 0/ data co> "r· 
ing ('<)Ocr)' $Iale. count)", 

and cit)' 0/ 5 ,VOO (md 

facts ... a practical marketing 

department in one volume 

o.cr population. ___ ~ 

Give them the facts in 
the 1950·1951 Edition of 
SRDS CON SUM E R 
MARKETS. 
All ag('ncit'< halldling nationa l a, h erti, illg 
alld all majur national a(herti~ers will reo 
ce ive cop i,' , o f thi, 1ll05t compreh('n,ive. 
cn lllpkte and authoritative co mpilation of 
up·to·datp ('(1 11'11111<'1' markpt data. 
line i, an t':l.t ·cptillnal opport llnity til 
pn"t' nt YOllr 'pt'cifi c market covcragt' and 
alldient't' ,tory to 1I ,'o plt' wh o are ,t'lect. 

in!!; market, and nwdia for 111.111\' million 
tlo-lIar' \\ or th of ad, ('rti,in/!:. . 
filial clo.~in~ is Jllly 15. \\ 'ritt' today fill' 
th e 16' pal!e foltler. " H olt' SRIJS CO \ . 
Sl I/fR I/ARKETS opens Ihe Iffl .' 10 
1II0rt' IIntiollal acl/'t'f/i.~ing." Or ask YOllr 
SRIJS represclIlalilc Jor ('o mp/t'/t' inlnr· 
malion. 

A Section of Standard Rate & Dota Service 

Walter E. Botthof, Publisher 
S33 North Michigan Avenue, Chicago 1, JII. 

New York. La, Angeles 
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He Sinks Into an Easy Chair 
While Furniture Sales Climb 
Silting down on the job i!'n't his way of building sales 
fo r (] ~pon~or. Bl1t a m a ll lIa!' to re lax sOllletime ano 
i t' ~ a lo t p(]",i e r \\11<'11 Y OII kno" vou\"C rloll e a g o od job. 
T ake the ea",p o f tl1<' e n 'pl1\"iIl e Fllrniture Co. , in Cree]]­
v ille , l('xa!". In a ktt (' r to KC\"L, Mr. J. L. Spradling "ays: 

"\\" r 0lwn rd Ollf doors about the time YOll H(,llt on the 
a ir a nd a lmost illlill ed ia tely het!"a n ~poll",Clr ",hip o f 
F ult on 1.(' " i ~ . .I r,. a nd h avp h a d him e \ ('f :o: ill (,p , \re 
fee l th a t Iw Iw !" h a d <J lo t t o do ,,"ith th e' !-'u {' ce"'" o f o u r 
s to f r , \\"e h are n 'C 'O Ill IlH'I]( J..d hill1 to ilia II \ o f our 
f ri ('nd" in th e f li mi tlll p b u ~i l \('s", in o th e r (·iti (: ,. . . \Iall )" 
o f thl'll! have n ' I)(Jl ted th r re ,,'asll't <J cha llcp to ge t h im , 
a"i th e re' was ;1 wa itin g li ~ t. " 

Thp Fulton l A' " i!" , J I., prog ra ln , "hil !' ('u r rentl y !' I1tln' 
!'o re 'd oil IIlOr( ' tl1<l1l ~()O ,. tat i() l1 ~ ,,1](,l e wai tin g li s ts m ay 
('x i,.!. p n '''(,lIt ,. oppo rt ull iti('s fo r s po ll sorship in o the r 
\lB~ lo (';diti('~. ~illt'p th e rl' arp nw]"( ' th a n SO() \In::-' !' ta · 
tiOIl S, IIIHII\ 10('al a (h el t is('r!' Illa y s till ta kp a(hantagp of 
th p r ('ad~ -llIad( , alldi (' IH'('. th e lI e two rk l'n' s ti w' . alld tIl<' 
low ('Clst (,f thi ", 11(',, <.; ('o-o p . C heck ,ollr loca l \lutl1 ,, 1 
(J lltle·t or tIl<' ( :o.ope lati\ e I'rog ralll \) ppart ll1en \. Mutual 
Broadcasting System, I 110 Broad way, \) C In (or 
Tril)]]n c To\\('r , Chi cag o I I ) . 

I 
~ 

h Olll " ': \~ h a t's the a\ erage fallli l ~ ill­
come? Wh a t are best sale days ? 

::'un e~" b) \ a ri o us govpfllllle ntal 
u]] it", b) :-tati on~, b y independent re­
~ea f('h orga llizati o n:'. r eports ill husi ­

np"" an d trade papers a re leading 
~ ou rcp" fo r market in formati on. 

W ith die'nt ohj ectiY e" dearl~ o ut­
lined. m a rket data ill hanel. c urrent 
a \"a ilabilitie" on the line~at thi~ po int 
logical cakula ti o n should take !l\ e l' 

a lld d eli\ e r the best possihl e a\a ilabil­
ities. 

But 110 . 

He re ':; all import a nt retailer \\ h o 

Ila" idea:- of hi!'- o\\n on what !'tati on 
a nd tilllP to u"e , It 1l1a\' n ot fit the 

pa ttern the tilll ehuy er is \\"orking out 

to hu y the Illo"t -of-t he-Lest-for -t he-least. 
hilt the ~poll ~ (tr nla ) fi g ure it ea~ier to 

g i\"p in to retail er pressure t l1<ln try to 

e'xplaill the rca,;oning back of til(' time-
1)\l\er',.. c onflic t ing choice . 

I-1prp'~ a ('o-opera t i\ e c ampaign. The 

dea ler!" arp "Iwllding ~OJl1e of th eir 

o \\n 1Il01](,~ and are g oing to ha\ e a 

~ a~ ahout th e st a tion that gets it. Bu t 
prhitra ry selecti o n of stations and time 

\\ ithout regard for an O\"erall pa ttern 

ca n monkey-wrenc h a neatl~ balanced 
Ii ne up and add a llOth e r t \\"i tc h to a 

timehuyer's npn'OllS "ystem. Of c ourse, 

it':- the !'I)Onsor' s game. But most 
t;mehuyer", ge t a twinge at the "igh t 

o f wa"t ed Illoney for \\hate\'('l" Te..1son. 

You mi g ht c a ll it an occ upa tional re­
act ion. 

A('Cuunts arc sumetinw" !'pli t b~ re­
tai l districts. ('ach of which ha., an ad­

\ e rti s ing hudgd, Choice of stations 

to ge t the Illost listeners for the \Jest 

price {'a n ' t be arbitrari}~' fi tt ed to dis­
t r ic t border,,~radio sig nals just WOIl ' t 

behan' tlwt Wa\. 

~ollle distrids ha\'(' saIl'S prohle'ms 

th a t reqllire qllite difTeren t radio c am ­

paig ns fWIll those of nei g hhoring dis­
tricts , 

:-ilwh \ari ahlps a nd tll('re afe mal1\' 

o th(' rs (10 lIothing to simplify time­

\l U\ ill t!" ca lculation ,., 
Bp fo re tl](' war it was possibl e for 

a n ('x Iwr ipl1 (,pd til1w hu\ e r to ha\e a 

~! re at d e<l l o f pc ,,,onal kmml p(lge ab o ut 

the 0 lwrati o n" of a maj o rit\, of th e 
()O()-od d s tallda rd "tations. :\ 0\\ , with 
Iwar h ~t ()(}() A:\I. \-, \ I. and TV sta­

ti o lls Oil th e air. t i llwbll\ er5 at at! e'n­
(' ies \\ itll ,](' ti\ (' ra d io a mi T\, <I(,(,O ll1ltS 

1);1\ p fo rt!"0 \tell \\h a t it fCl'I" lik e' to g o 

\t o nIc a ft e r '1I1 c il.dlt-llOur ~ tint. 
' ·T pl(,\i ,..ioll is thp J p "~Il- II ~de of 

li lllP I Jl I~ ill!!:' s nort l'd o lle hara ,.:o:ecl 

tillwh u\ er. 

SPO NSOR 
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5000 Watts-Day and Night 

the center of 

l:apitaland* 
Selling 

1:2 
lieorgia [ounties 

and 

II 
Florida [ounties 

/ 

* Ask your John Blai r 

man to tell you the fu II 

story on Capitaland and 

North Flo rid a's most 

powerful radio yoice­

WTAL! 

Southeastern Rep. 

Harry E. Cummings 

Jacksonville. Flo. 

WTAL 
( TAI.I.AHASSEE 

John H. Phipps, Owner 

L. Herschel Graves, Gen" Mgr. 
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FLORIDA GROUP 
Columbia 

Broadcasting 
System 

"F., en bud\ ." her co-worker from 

thf' lIexl uffi:'e cut ill. "wants ill for 
little or nothillg. but i"n't quite :-ure 
it";: tlIP thing to clo right no\\ ; hut th e~ 
Il1U"t get th eir feet weI. ,. . 

"And ill teleyision," the first tlIl1P­

IHI\'er tuok th e hall again. "we must 
be' ('\'('n mon' fal11iliar with program­

illg, ta len t. production cos ts. camera 
work. relH'arsal chargc· ;:, and mam 
other dt'tails \\ hich he('o]lle majur 
problems if oyerl ooked:' 

] n radi(). the four big nel\\ o rk s call 
bc' a OTPa t hell) to ti1l1ehuyers ill dear· 

~ r l ' 
iller tillle with lheir affiliatec ::-tah on~. 

Bl~t multiple affiliations lIlake it illl­
po<;sihle ill TY. '\'o t that the networks 
don't try tl1f'i r he"t- it's just too ('01\1-
pli('a tecl. 

\nH're timehu\er:-; lI"pcI to ,.ee one 
s tation rep they I~ O\\ o ft en sec' t\\ o. 1)('­
('ause most sales operation" are .-.pliL. 
A lOW; increase ill sa lesllla n traffic 

takes a hig slice out of a day's \\ ork. 
'\'or can rates h e co unted on to re­

lIlain unchanged e\'e ll while a <;ponsor 
is making lip his mind on a\'ailahili t ips 
nIh1l1ilted fur his okay. Ha te c han ges 
in TV, of course. are always up. 

EWII so. if \\hat radio is doing and 
what tele\' ision is doing ('ould he lleat­

Ir COlll lKlrtmented hefore l11akin g deci­
sions about e ither, life would be rela­

tiwlv s imple. 
D;ll a tinwbuyer ('a n ' t do a good job 

I without knowing so methi ng ahout 

'\ hat TV i" doing to radio lis tening ill 
the spon:"or's nJarkets. The all:"\\-er to 
this olle isn't the same from week to 
wepk. nor do th e ('banges afTec t all ra­

dio station" equally. 
\\Tith such rap id challl!es adding to 

the norlll<ll co mplex iti es of til11ellll\ ing. 
on e mav 1)(' tpl1Ipted 10 wonder ju~t 

how ""diell tific" a til1l ebllyer's recol11-
n1f'ndations l1Ia~ 1w. But sucll a ques­
tion would be unfair. 

With the ayailahlr fact~ at hi~ di~· 
l'()sa1, the tilllehuye r's application (~f 
tlwl11 is 1I10re of an "art," thall a sn­
('Ilce. Coud till]('hl1\('r" tend to get 
1II0re frol11 their data thall it presents 

IIIl th e "ur face , somewha t as a good 
1I1ll:,ician doe:" fWIlI the s('ore hefoH' 
I,illl. Fads \\ ithout the "feel" for 
thelll dun't lead to ~ll]Jf'rior tim(,lnl\­

ing. 
'\ C\erthel('~~. \\ i til aud iell('/.". nn ('r­

age. program. market. allcl otlwr ae~'('''­
~ ihk inforJllation at hand. 110 Co IlS(, lell­
tioll;: tim pl'\lYI'r I]('('d (,, 'PI' get ('ull1· 

pll'\eh ofT tl{p track . But it~:' a full­
tilll(' job. 011(' \lid\\('st erJ) tlllwbu)('I 
pllt it tbi s \\,;1\: "When da, i .. clon(' 

GROWING 

GROWING 

GROWN 
, #fJI(/7iUt~Jlgj~ 

MORNING PERIOD' 

PLUS ... 
a 14.8 Over·all Audience 

Increase Since 1949 

ANOTHER BONUS 
, FOR ADVERTISERS ... 

Special merchandising 
department for extra 
promotion of sales. 
• January, February. 1950 Hooper 

WA B BAM 5,000 Watts 
FM 50,000 Watts 

ABC and MUTUAL 
OWNED AND OPERATED BY 

THE MOB ILE PRESS REGISTER 

NATIONALLY R EPR ESENTED BY 
THE BRANHAM COMPANY 

Letters to recall 
when you buy time 
in the Los Angeles Market 

K eeps 

Audiell(eJ 

Listening 

III 
Affiliate of the 

Liberty Broadcasting System 

In Los Angeles you hear Major 

League Baseball lirst on K A L I 
For data on other lirsts ask 

KA L I 425 E. Creen St. 
Pasadena 1, California 

RYan 1.7149 SYcamore 6·5327 
Cal l Rrprf'S c nlali,o Schop p Rrlncr Company. 
II W . 42 SIr",'!' Ne .. York - Bryanl 9,5221 

SPONSOR 



aut! \H'ekeuds come, wc , till ,,{'lid our 
weary way IIUIlIP not Dilly to listen to 
radio, but look at tel e\' ision as wcll, 
h<..'(;ausc \H' ,Ire the fouut of all 

, . 
\\ IS-

dom' aud iuformation.'-
"But;' added thi:> tinll'bu)cr's Chi­

('ago countcrpart. "wc wouldll't challge 
thc activit)' of it all for lo\'( ' or mOlle~ : 
and that'!, what we do it for- Ioyc. not 
1II011e\'! " * * * 

WHAT PULLS 'EM IN? 
(Conlinlled from page 25) 

A tra ined intenic\\ cr hCt!lln que"­
t iOIl i IIg JlU rchasers of the hook 011 

,:\'Ionelay. :~ April, and con tilllH'd 
through dosin~ of tIl<' storc on \red­
l1esday, 5 April. Shc introduced her­
_elf to cu~tolllers by sayillg that tIll' 
store's ad\'erti~ing dcpartlllcnt wa, 
makillg a check 011 the efTecti H'ness of 
its advertising. 

First question was gcneral: "lin'" 
did YOIl learn about our _pN'ial ofTer'(" 
The custolller was t!i \'cn tillle to make 
a \'oluntary COlllmellt. Thirty-four per­
SOliS (45q) said radio announcement: 
_e\'ell per,ons (9 r ; ) said newspaper 
ad; sc\'ell persons sa id Iloth; and t WCII­

ty-eight (37~-~ 'j said sOlllethint! else 
brought thelll iu. The "soll1cthing el;:e" 
consisted of wirulow display~, ",ale;:­
lIlan solicitation , diree t mail, "fricnd 
told IllC," "just shopping." 

The customer's word alo1H' \\ as JlO[ 

cOllsidered conclusi\'e, Follow,up qucs· 
tiolls were asked to pin dO\\ n SOIllC 

distinc ti\'e feature of the ad or an­
nouncement which the customer could 
remelllher. This helped cstablish 
whe thcr the customer had actllalh' seell 
or heard the ad\'erti~ell1ent. as hi~ first 
answcr indicatcd. 

Interesting (,lIstolller remark:" re~ult­
cd frolll the question: "~ In your opin­
ion. do ) ou think we get better result~ 
from newspaper adyertising or radio 
advert ising?" 

Some of thc comlllents; 
"I I isten a lot. You catc It i 11 tere~t \)\ 

,"oice inflection. Paper aels are lost if 
small. On ly half-pagcs and larf!er at­
tract." 

".!\lore peoplc listen to radio than 
take paper. ( neyer sec ad llIde;,s 1'111 
looking for something like a lie" dwir 
or sofa." 

"Radio better if pre~ented right. Pa. 
per is flat. Ibdio interesting and :-trik. 
ing. Build up with fanfare alld Illusic. 
Can't help hut listcn." 

"Don't have time to r('ad. \\"itI! ra-

19 JUNE 1950 

nn w 
Auaiote d .ith the 

CINCINNATI POST CHANNEL 7 CINCINNATI, OHIO 

Says one agency Vice-President: " 'V'hen I'm conSider­
ing any (spot> advertising, I always read the listings and 
advertising in Stalldard Rate & Data for the markets I'm 
interested in. 

"When I go to client conferences, I take Stalldard 
Rate with me. It's not unusual for a client to bring up 
a question about this or that station. I can always turn 
to Stalldard Rate and, if there's a good ad that gives me 
a clea r picture of the facility, I can give the client good 
answers." 

Many other buyers of spot time tell us they find the 
station Service-Ads in SRDS making their job of decid· 
ing JJ·hich stations easier-Service·Ads like KXYZ's il· 
lustrated here. 

Note to Station Managers: Are rou giving buyers of spot 
time the sort of facts that help them buy? The" Spot 
Radio Promotion Ha'idbook" covers this subject in de­
t3il. Copies available from us at $1. 

t:"ery ,uollih an d" '('rag(' 
oj 1 50 Sen-ice. Ad .... 11 

ill SRDS Radio S('(lioll, 

STAND AR D RA TE & D ATA S E RVIC E, Inc. 
Tit. Natio;;;" Au'''ori'~'''S;rvi"g ,It. l14 .dio Buyillg Fun ction 

·Walt er 'r . Botth of, Pub lisher 

IOOz 
£l»OALOUO 

sooo WAm 
" ." ~! o ·r ..... '"" , 

333 NORTH MICHIGAN AVENUE , CHICAGO I. ILLI NOIS. NEW YOIlI( • l O S A NGELES 

63 



dio \1 hell it':- 1111 \ 0\1 get to hear ad~ 
\1 ith the re"I.·· 

"Li",ten al l da\ to radio. so don't 
ha\(' tilllc to read paper,.:' 

i:quJlh }J()''ltl\ (' ",tatelllent, \1 ere 

lIlade ill fm or of ne \\":-paper:,: IJll t tiWJ"(' 

lINt' feller lIe\1 ,-paper fam'~alld thl'\ 
1)()lI!!h t I('~ .~ lIler('hulI<ii:-e. . 

\flt'r <1,killp. till' <JlIP:-tioll:' d('~crib('d 
<1 IIO\e. tht' illtt'l"\i('\\l'r lec OI<ied tiI(' 
t' lI~tollll'r ' :- pur('ha.e,-. in addi tio ll 10 

lllOlle~ "]lcnt on the tl':'t it(,lIl. 1/ orld., 
in Colllsioll. lilt' total alllo unt "pen t 011 

(llh!']" itelll:- in the ",ture was ]'('Ct)fded . 
It \1 a,. f!'1t that thl',.e o ther salt':' eou ld 
righ t ful h 1)(' <Iltrihu ted to initia l p ur· 
chase or' the book. 

r r, ..... '." 

THE 

WBNS 

\ dding up th l' do ll a l~ ~p ' nt b ~ e u",· 
tOl11ers \ 1 h o bo ug ht th e book. re"ea rch · 
er,- fou llo : rad io li;;.t ene rs spf'nt 6 1 I ( 

of th em : nell':,-paper rea ders I r ;.. : hoth 
radio a nd n (,II"'paper 16 1

, a nd o tlw rs 
lu';. Par t of ra di o ' ,. ~ uperi o rit y ill 
aet ua l sal(' ..... d oll ars ,-pent i,. expl a in ed 
b~ th e fa('t th a t m o re radio li,. tenr rs ac· 
tua ll y bo ug ht after cOllli ng ill . Of th e 
J\(' \\"·paper readers wh o ea ll1 r into tilt' 
.... t 0 1'(' t() see th e book. o llly 51 r~ ac· 
tua ll ) hu ug ht. B) ('oJ\tra ,.!. 79 r ;, o f th e 
rad io li s t en er ~ \1 h o ca m e III also 
houg ht tl](' h ook. 

Jo,.eph \Ya rd , AHBI re!.'ea reh alia· 
1):::;1, ('e rtifi es th e ohj ecti\ it )' o f all o f 
th e ] 6 tes ts Illa de so fa r. 11 i", no tariz ('d 

Th e e ff ecliveness o f spo l rod io on WBNS 
plus W ELD ,FM hos been p ro fltobly prove n 
again and agoin by advertisers. 187,980 
WBNS fomilies in central Ohio ha ve Ihe 
money to buy and they DO BU Y whe n th ey 
hea , your soles message o n Ih is stotion. 

ASK JOHN BLAIR 

POWER 5000 D· 1000 N · CBS . COLUMBUS, OHIO 
64 

", ta te llle ll t 
the J. K. 

at' \) llIp a l\~ ing a repo rt uf 
ill Co mpany s Uf\ e ~ r ead~: 

"THI ~ 1:3 TO CEHTIFY that the 
t e~ t of 11 (' \1 "pa pN and radi o a ch 'ertis· 
i ng tkser iLw<1 a nd r epo rted he rein ha::­
hef'n condue ted In' m e unde r ('ondi · 
tio ll" rep resenting' the hig be"t s ta nd· 
a rd ::- o f prof(·,,;;.ion aL e thies; th a t n ei· 
th er Ill )' p o int o f \' iell- n or that o f any 
pf'fso n empl o) ed b y m e in thi s t p~ t 
ha " uet' n bi a~ed e ither in [a\'o l' o f or 
aga in :-t an~ })(>r ~on. rpta il o utlet o r ad· 
\'e rtising m ediullI ; th a t I haye exa m· 
i ned th e npwspa pe r ad\'e rti .~in g: in the 
P o rtlan d Oregonian on th e dat('s d r · 
~c ri bl'd a lld h ,1\"p examined the offi c ial 
r a di o log of Sta ti o n KXL, and th e ."-<1.Ill' 

plf's o f th e advertisin g announcem ents. 
a nd decl are th e ad\'e rtisin g to he a s 
s ta ted h erein: and that all aspec ts of 
th e tes t are in accordanee with th e fa e ts 
as h erein presented. to the bes t of Ill\' 

1..11 0 \1 ledge a nd b eli ef. J 

I "'ATTESTED this 26th day of April, 
, ] 950. at thl' citl' of Seattle. in th e 

Count y of King . in th e State of Wa~h· 
ing ton . 

] OSEPJI B. \,TARD 

R egistered Professional Engin eer 

A wiel e varie ty of eommodities ha\-e 
bef' 1I tes ted in til(' 1() pil ot sun'eys. 
Here are skele toll outlines o f se\'e ral: 

Dresses and eoats were used in one 
tf' '-1. with lSI s pent on radio and the 
same in a nell'spaper. Radio pulled 
2[:.1' i o f the trallie, sold 34.5 ('~ of 
the tota l d ollar \·alue. The IlP\\'spaper 
pull ed w.o r; of traflie . sold 18.0 ('~ o f 
dollar \·a lu r. 

Grocerirs and meats \I'e re used in a 
test. with abo ut 170 spent eaeh 011 

radio and newspaper. Radio pulled 
23 .S' ~ of the traffic, and sold 25 .. 1"; 
of th e lIl o ne \' spent. The newspape r 
pulled 1 1.. .1';' o f tbe traffic . aceounted 
fo r 1 (d)' ~ of d ollar purc ha ses. 

HOl1" l'1I a re::-. appliallces and radi o ::­
\\ e re II sed in a tes t. lIith a bo ut I~ 
"pellt 0 11 (" I(' 1l fo r radio and lIe ll ;:; paper 
"pac('. Badi n hro ught in 2 .).9 r~ o f 
tlw p l' ()pl e a lld II a s respOIl,.ible for 
10.1 ', o f the 1ll 0 IH') :O;Pl'llt. The IICWS' 
pa per Ilro ug ht in :~ 1. 5'; o f tl](> (· u~ · 

lon l (' r~ a nd II a" rcspo nsihl e fo r 3·LW ~ 
o f the doll a r \"I IIUIIlC. 

BlIC!,. were l1 ~(' d h~ a fllrtlitul'C sto }'(' 

in O il !' 1< ':-1. \IHl ut SolO was slwnt on 
e:>('h nH'di u lll. Of thc peo ple' II 110 eallIe 
in . .')()J ) , ( h ea l d th l' ad\ ('('ti~ill ~ 011 ra · 

dio ; th t'~ 11('('ollnt ed for " \.1' ; o f to· 
ta l "ak,~ \ a ltw. \ ('w :" pap(' r read e r:, 
('o lllpri:-cd ,1.. ,)'; o f th e peopl e hro ll p; ht 
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To SELL the PEOPLE Who Buy 

The MOST in the W n@ 
L::.JU~f.S1 

/' ~~o\.~ , 

( POPULATION 
Over 4 Million 

RETAIL SALES 
Over 2 Billion 

/ 
/ 

./ 
~ 

/' 
---.) .. 

') 
I 

The Happy Kitchen, one of the 
Midwest's oldest and best li ked 
women 's programs, is conducted 
by Nancy Goode. 

This 9 : 15 
a. m. week· day 
feature has 
been on the air 
for almost 15 
years. The pro· 
gram is deftly 
handled by 
Nancy Goode, 
hom e maker , 
mother and Na ncy Goode 

active clubwoman. H er recipes, 
food and household hints are of 
great interest to KMDC · K FRM 
listeners. Her April mail averaged 
more than 2 50 letters a week! 

Fleischmann's Yeast and K . C. 
Power & Light are current spon· 
sors, but additional participatio ns 
are now available! 

Contact us, or any Free & Peters 
"Colonel" for details! 

KMBC 
of Kansas Ci,y , 

KFR"M 
for Rural Kansas 

19 JUNE 1950 

in; the~ ~p(,lIt 9.~,V ; of til!' II}(J))('~. 

Ed Cralle, , o\\ner of the \L ~ tat ion:, 

and \ ie('· I' r(',..idcllt of \HBI. p()int~ 

o ut anothe r illt crc~ling \RBI findin~: 
" I n lhe major porLio)) of the l!'~t~, ra· 
dio lit ('J'a ll~ left Lhc n (' \\~pap( ' r~ at the 
post ill d(,Yl'lopin~ ,.. ton' trafli(' fr om 
out of Lo\\ n ar('a~. \l ost rura l ( 'll~ t()IIl ' 

ers i))tenicwr'd ~aicl Lh c~ d epcndcd al· 
l1Io~t cl1 ti rcl) 011 radi() for n(' \\'s and 

harp:a in~ . ,..int'C n('''~papcrs u~lIalh' 
re(lC hed tlH'lll a cla\ lair' ." 

ArherLi,..ing He:'earl' h Burcau l~ liS' 

ing pilot Le~ t,.. like thc ()ncs aboH' to 

('ol1\' illce reLai le rs that here i" a nc\\ 
research techlliqu e "hi(' h gin>s adn'l" 
tiscrs "hat tlH') 1J('(' d 1II 0~ t: a poinL·of. 
sale lllea~lII'e of pllllin~ po wer. Plans 
('a ll for a ~r(ldual cxpansion of thc 
sen 'ice fr o III presenL t e~ t areas ill Cali · 
fomia. Colorado. a nd l ' tah Lo markeLs 
furLh er ea,.\' 

f()I1()\\' 

MR. SPONSOR ASKS 
I Con/in ued frolll pagc 37 ) 

III order to se\eeL ~tati()ns whieh will 
f!iH' the acherti:,er lIIaximum , 'aluc for 
his exp('n d iLurc. iL is nccessary to ana­
I~ zc a ll Lh (' daLa ayailahlc and data 
frolll all sour('c~. Sales Jlanagclllcn/ 
figure ,;; o n populaLioll. r eLail sa l(':" and 
fo od and drll~ :-al c~ arc \' e ry 11('lpful; 
SI'O;'\SOR'S arLiclcs on illdustr) prob­
Ielll~ and tlw IJroa dcaslill g magazine 
market anal),' e , a re al~o importanL 

timehuyinf! tool:,. Of ('ourse. informa­

tion basic for Lill1chuyillg illelude~ fi g . 
ures whi ch indi(,ate lhe numher and 

disLrihuLion of radi o families alHI TY 
~cts: th e Illlml)er of li sten ('r~ or "iew· 
e rs pe r ~et: li,.t (' lIillg and, ie \\'ill g hah · 
its: and audi!'IJ( 'c c() mpositi o n. ( In· 
e id e ntally. thc publi ca ti o n of ~tati(ln~ ' 
progralll log,; in Nm/iolilll e say('~ 

co untless hour~ in timebuying (\eparL. 
ments. I 

IIowc, e r, II('('a u ~e man~' ~tati~ ti l'~. 

partic lli arly tho:"e concern ing T\T, are 

obso leLe hdorl' the~' are publi~lrcrl. a 
Limehllyer lIIu:,L \\ cigh many t h i ngs 
\\'hi ch ca n 1)(' l ~a J'll ('rl only through COII­

tinu o us per:,.ona l cOll tac t \\ith s ta !ioll" 
and the ir repn'sen tatiw,.. 1t is nccl's, 
sary Lo 1)(' ('(Jntillually a\\arc of ('hau g(';; 

in progra m formaLs. both loca l a nd 

I Chal'ily tegilld 

alhonle 

Let's spend our Marshall Plan 

money building this country so 

s trong and financially sound 

that other natioas will of their 

OW" volition demand republican 

forms of government rather 

than seek security through com· 

m u nlsm. 

Lei's lead I"e JI'orld by example, flat 

by bribery or force. 

7k /I'Zt ~ SUlti<ue4 

~laall,a:miI:) 
, 5 K W DAY A N A CO ND A 

G I K W NilE BUllE 
~V MISSOULA 250 KW 

MOi 
-(:( ~ ()T O ,\ 'E, IJlj l' SEVE.'" ,II , I}OR 1 ,~lJL'STRIES 

A G lIid(' P()~I H ('~eaJ'c-h 

~ Illc ly of Pi ll shUl·gh li81en ing 
afl(, I' 11 p. IH. \ ('l' i fi(>s \\ hal 

We' h a v(' alway!'! !'!a iel al )HHI 

KQ' ·s la le n ighl 1)\·n~ .. a Jl1-

min go Th i~ sllr\"C'y plac-.'!'! 

Bc·.-k l.,y Sm ilh's News al I I 
nil IHp ~ a ll d "~\lll~ic' fcn- H('ad ­

iug" alII: 15 a c-Iust' ~(,C·.HlCI. 
" ' (,'11 1)1' h appy In g ive yo n 
. he (l c' lai l!'! a s will Hl 11' n a l ioll­

a l n'p~ .. ,, ' c'eel & Cu. 

KQV 
!-iHslnll-r.!II, 1-:1_ 

MBS - 5,000 Watts - 1410 
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WESTERN 
LEADER 

IN 
TELEVISION 

KOY~TV 
NBC NETWORK 

CHANNEl 4 

To Cover 
the Greater 

Wheeling (W.Va.) 
Metropolitan 

Market 
you need ... 

WTRF 
High Hoopers (Avg. 24.5) 

Low Cost 
The ECONOMICAL way to 

SELL 
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The Wheeling Market 
Check 

THE WALKER CO. 

lIet\\ork. and of all the acti\ itie,.. \\hich 

lIIay affect a ::-ta tion'5 ~tallding ill th e 
(·OlllllllJl1ity. a~ well as changes ill trall:,.­

ll1i,,~ion facilitie" \\ hi('h l1la~ influence 
('o\'erage pattems. 

Tilllebu\ t'r~ need lIlore factual in­

formation abollt 1I1arket~ and station" . 
Tlwrc call )1('\'e r be to\) many acc urat e 

~ anl" ti ('h when it i" a quC',.tion of se­
l e<"lill~ " tatioll" whil'h will deliycr lllax­
illllll1l re"polI;;(' f()r the millillluIII ex-
IWll<iitlire. 

\hlt\' Dl:\L.\\EY 

Tillle!JuYcr 
/larry H. CO/i(,11 Adl.:erlisillf!, 

Co., Illc. 

.Yell' r ork 

510 MADISON 

I Con lill II eel jroTl/ page 7 I 

ATTENTION: STATION REPS 

One of our ei ien ts i" co ns idering til(-' I 

pur('ha;;e of one-millu te ;;po ls froll1 ' 

those tele\'ision "tatiom; located in or 
ncar hi ;: retail ;;a les outlets. ~ill(,Q we 

have' had no pre\ ' ious expe riellce bu~' - : 

ill~ te le \' isioll tillle. we s hould very 
I lIIuch apprec iate your he lp ill furni sh· 

in~ us with rate ca rds I if you happen j 
to IUl\'e th em) or gc ncral information 

r e~ard ing te!('\' is ion s tations ill or near 

the' followillg cities: 

.. \kron. 0, 
C1c\clanu 
Bridgeport, 

COli I I. 

I': a,t Ii all fOl(1 
\\'at(,1 hur\' 
LOll i" ilil'; Ky. 
Readillg, Pa, 
C;rancl Rapid' 
lohnqowlI, I'a , 
CilKil1llati 
Dl'troit 
Challott(' , :-.; ,r: , 

~, ingston, (';1. 

\lIcntown, I'a , 
LlI1lden, 1'. J. 
,\Iban~', :-> , Yo 
I'itbourgh 
Rochc,t l'I, 
~' , y. 

\\ o('(l'~ter 
,\tl allta 
Fort \raync 
Quinc), 
Snacusc 
Baltimolc, ~Id. 

\\';l,hingtoll, 
Il, C , 

I'ro\'iul'lIce 
1 lid i.llla pol is 
~ollll'n ' ille , 

\r:. 's. 
Youngstown 
Flint , :'Iich. 
ilinghalllton, 

:-.; , \. 
Da'ton 
Bulbi" 

If this reque:"l for illforlllati o ll i~ too 
)II\1ch of an illlpo::>ition I a nd we realize 

how we ll it l1li g ht Iw I. plea~(' fUrJli:,;h 

u:-; with tI\(~ lIames and a ddr('~:- e:-,- of 

III<' reJlrr~enll1li\'e:-; of ll)(~ :,(~ Hniou::i 
:-; t~ltion ~ or "0 /11(' o ther :-O ll),{ '(' fro 111 

whic·h we can ge t thi:-; inforlllatioll. 
1,.-\ WHI'::-;U: K 0:-;:-;:\1 A '\' 

LalVrellrc KOSSlIllIlI Arlv('rlisillf:( 
l)alcrSOIl , ,\' e ll' J ('rs('), 

• ~I'O~~OH ... u ~;z ,· .. t .. lli ;11 

;1I1f) rt·l.rl~"f"lItali\ , .... count.It'1 
nil illl,·rl· ... 1,·.) ~ talinll .. 1 

rh.· h. u .... ll1nn a:!I·I1'·~·. 

I 
POLITICS ON THE AIR 

SI'O.\SOR k(,(,p,. prOdll(' ill ~ ;Irti<"i(':-; of l 

ollt:-;talldill~ inter!':-'-t that ha n> b(,(,11 far 
too lightly c·O\,(,)'(·d ill readily available 

Illatcrial. YOlJr " ll o\\' to :-;(> 11 a candi · 

dat,," alld \ 0111' editorial oil " TI.l' A \,·1 

P,\ fOll~ht back" in ~ our 22 ~ l a~ j~:,.ue 
ha\'e bl'(,11 read with g rea t interest. 

W e \\'ould apprecia te receiving 10 
('op ie", I if ther are stiB a \'a ilahle) of 

"nadio I" Getting: Bigger.· ' You are 

doing a p: rea t job for radio. 

[LGE:\E D. HILL 

General &- Commercial ,lfalla~er 
If'ORl 
Orlal/do. Florida 

GLAD TO HELP 

Thi~ s ta ti on i:" now lIndertaking a 
prog:ram which can deri\'c a great deal 

of help and impe tus through your in· 
formatioll and advice. 

A s a former director of resea rch at 

a Bo,.t o)) a(h'e rti"ing agency. I ha\'e 
('ollie. ill ,.omc lIlea:;lIre. to lean upon 

ge nero u:-,- "u~gesti ons gi\'en hy trade 
media. and hope that thif; reque:,.t m eets 

with the :-'-ame re!'uits as have those In 

the pa;:l. 

Our fir :" t !' tep i~ til(' orga nizati on of 

a talk to he giYel1 to loc al 1)lJ ~ine~!' 

men 's gr() lIp~ and o th e r intere!' tpd or­

gal1 ization~. Any mate rial that you 

,~ 

~ ~ 

,~ 
~ ~ 

" 

~ 

• I ~ , 
~ ~ 

Scripts About Music 
II'" Iht' 'lI('('l's~flll ,pon ;;.o r ,~hn 
lie" In OT cl11l'r hi, programllllllg 
of li-It>~ablt , Illll"ic "ilh a fn' ,h , 
brighl and linH'l, commenlary. 

\nd hllndn,(I, of al"rl program 
prudll(,l'T~ ('\,('ry" hen' are ,·a,h· 
ill!! in oil \I\I!' ,. ",cripl'" aholll 
\1 ;I-i .. : ' 
1l\lr~ Conli nuit y Ikpilrlmenl 
-(' 1'\( '''' iI, Badin and T\' licf'n· 
-" e- "iII. a r('gular ,..('ril''' of 
di,lillcl iH·. efT"cl i\'f' prol-!ram 
-criPI,; .. allinl! fur n'corded 
Illll-ic·. 

As!.- \'tlllr ~II/Iioll R"Jlrl'sCIII(/I~' t · ( ' 
ior 'illrlh,>r dela il$ rt'{!ardlllg 

According to t he Record 

THE INSI DE STO RY 

SPOTLIG HT ON A STAR 

~ , 

%' < 

~ , 
• • r~ 

~ -~ 

~ 

" 

~ 
~; 

; ~B~" B' "~h' "YA '~~~ .... 
OADeAST ~ ~. 

580 FIFTH AVE MUSIC, INC. I 

NEW YOlK. ., NEW YORK 19 ' 
CHICAGO • HOLLYWOOD 
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ha\ (' on halld which mighL pro\ ide suh-I 
jed malL('r, or any ref('rcnc(' to out­
side ~ource~ would h(' gr('atly appr('­
('iated. 

Equally as imporLallt are ~ugges­

tions that YOll might make as to pro­
c('(lures that other radio statiolls, both 
small alld largc, havc (,lJ1ploy('(1 sue­
ccss fuI\y to accomplish this. if same 
ha\ (' ('ome to your atten ti on. 

Ally thing th at mighL makc our ta:-k I 

a little less complex will bc \\c\com(', 
providillg that you call h('lp wiLhout 
pUllin~ yourself to any grcaL trouhl('. 

\I any thanks for your kiml coopera- I 
tion and cOllsidNati on. and for past 
fa \'fIrs. 

LEO:\ \\W ~l Y EHS 

Sales N('prcs(,lItatiz:e 
If'LLY 
Lyllll , .llassachlls('tls 

• ~·nn.liu i .. J!1"I.iu:.: hi:::;::. · r .... a :i 2-IIU:':" 11(1(114. . 
rUIIIJtilt·tl hy ~I'O:\~OR, ... ·fiut·" radio' " I'r("!iclIt­
t]a~ illlp".... \"'ai lablc ~OOIl 10 nt'" .11111 r("III'wul 
,.1I1 ... crU,,·r ... (n·.·. $I.()() 10 ullll·r .... 
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DEPARTMENT STORE TV 

I alll a~king for ~olJJe as~i!"tan('1' 

from ~ au hceaus(' L('I('yi:-io\l informa · 
tion is a lilll(' difficult to geL up h('rl' 
in Canada at th(' pr('s('nt tinH'. 

\\'c would like to hay(' a li st of de­
partment stor('s in the Pnitl'd ~ tat('s 
who arc using t('I('\ision at th e pr('s(,llt 
tim!' as w('11 a:- thc followillg informa· 
ti oll. if possible: 

I) \Vh at t) pe of program they are 
using. i.e.: spot:-, ("o-op program:'. or 
their OWII program:' . 

2) All esLimate of ("o:,t of th("e pro­
gram!". 

,) I B e~u lt:-. 

ell The t~l)(' of 1Ilt'1"Chancli"e \\ hich 
:-e)\:- he~t all TY. 

'=>1 The cOlllpari~on hetwecn the me 
of l1ew~pap('f:- ancl TY for d<'partlJ1(,lIt 
~tores. 

Th(' aho\"(' we appr('ciate i:, quill' all 
or(ler hut a~ olle of ollr client:- i~ H'­

questillg thi~ infor1l1atioll. we would 
likc to obtain as 1111l('h of it a~ pos~ihle. 

))O("(;L \~ 'IAH~IIALL 

Acco/lnt fx('clltil'e 
J. J. Gihholls Uri. 
Toronto. Ontario 

• ,\ major urlit'l., UII fl""I';trlIlU'nl ~llIrc TV i~ 
now ill pr .. ~r('!-~ alul \40 ill h __ · puhli .. h,·,l .. llnrIJ~· . 

AD BUDGETS TABLES 

\\,ithin the last year. rememher 
~eeillg a tablc ~howing thc percpntagc 
relatiollship of a(herti~in g appropria­
tions to gross ~ale~ of approximatel) 
IS or 20 of tIl(> principal ad\·crtisers. 

Did you print ~uch a table and if so 
III what issue did it appcar? 

Hor B. DILL 

Coordinator 
AdvNtisill[!, &- Sales Prolllotioll 
Socony- / 'a('/I/l1I/ Oil CompallY 
,';t. LOllis 

• n.'aflf"r Hill j ... (Iin'," e,.1 10 • .. ..\r~ :uI Ilu,I;.:(· '" 
bj~ "110 111:11 ?'\ .. uhli~ .. (·.1 1 f) Of'lulwr ) q ·'9 . 

THE FORGOTTEN 15 MILLION 

\\'ould you pl('a~(' send l11e th c 1:'­

sue~ ill which "Thc forgotten 1.).000,-
000" appeared. as w('11 as rour -;- \0-
wl11ber issllc . .\fay I inform ~ all that 
J ha\'e rcad these i:-sur~ but I shou ld 
like to ha\"(' a copy of sallie to read 
more care fllll~. I alll a ~tudeJlt all 
radio matters alld all a~,;istant ill ~I, '­

Canll-F:rickson radio departll1ent h(']'('. 

E. AUGI 'Sl () Ih SII,\ \ 
,1I cCallll-Ericksoll 
Sao Pa/llo , nrazil 

March-April 
MORNING 
AFTERNOON 
EVENING 

1950 

45.1 
27.3 
21.8 

First By Far! 

·WFBL 
SYRACUSE, N. Y. 
Represented by 
FREE & PETERS, INC. 

SARATOGA RACING 
ASSOCIATION 

SARATOGA, N. Y. 

selects 

WROW 
TO BROADCAST 
the Exciting Harness Races 

For its 1950 Season (Exclusive ) 

YOU will do well 
to select WROW 
for New York's 
3rd Great Market 

It costs you less per thousand 
listeners on WROW 

Ask 
THE BOLLING COMPANY 

5,000 Watts. 590 K.C. 

~WROW~ 
ALBANY, N. Y. BASIC MUTUAL 
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Why he doesn't buy ra d io 

The man on th e pla ne '\ as ~ oung 
and affable. 

It turned out that he was regional 
manager in charge of 11 states fo r one 
of the nati on ·" home-appliance firms. 

In a s in gle year he rides herd on 
Sl.OOO,OOO ime"ted in ad,"ertising in 
his area. On a co-op ha::is, half of this 
comes from hi" parent company, the 
other half from hi" dealers. And be­
cau~e th e dealers look to him for guid­
ance. he pre tt~ " much c.:111~ the turn on 
choice of media. 

Th is man admitted that he didn·t 
fa\ or radi o ach-ertising. :\ewspapers 
were his d ish . 

But ther e were hour::, to spare. antI 
time to talk. I t fi n all~ " t umed out that 

his objections to radio. though valid , 
co uld hardly be traced to radio·s in­
Iwrent ability to produce. 

He liked newspapers because they 
co ntact him more. give him better sen "­
ice. p resent facts. present plans. 

··1 don ·t e,"er remember."' he said, 
··r(x:e iyi ng a concrete idea-presentation 
from a radio salesman." 

He c ited i n ~tances of newspaper 
... en "ice : told of campaigns they out­
lined , although most weren·t useful. 

"\'ew::,paper salesmen." he said, "are 
far more anal~ tical. They check III (J~l 
b uyers· problems"· 

\,\ rarming to the subject, he said: 
··The radio salesmen who ha,"e con­
tacted me ::,eldom seem to have produc­
tion information or knowledge_ :\Iost 
reque::,ts are on a personal basis and 
a ren·t ~ .. cientific." 

.\sked whether he, personally . would 
wekome ideas from radio representa­
tiYt's. he said: "I certainly would." 
"\nll he revealed his in terest in the 
technique of radio by commenting on 
:"ome super-special commercials he'd 
been hearing oyer WB.AP. Fort \'\'orth. 

~oll1e of his S1.000.000 goes into 
radio·s till. But ,·ery little. He's just 
getting his feet wet on tele,"ision. 

Out of this discussion came this 
puzzler: wt're his reasons for gi'"ing 
newspaper,.. the nod typical? Is radio 
losing millions because salesmen aren't 
properly briefed, don' t get the proper 

Applause ' 
F & P holds sa les cl in ic 

\ prominent media bu~'e r recentl~ 

oh"en'ed that today·s station represen ­
tati,',· head,.. the li st in resourcefulne:-s 
and hard work. 

"1'1](' I)(' .. t cxample of national [ ppre­
... cntati\ e·station 1f'am\\ ork in the ad­
'"t'rti ,.. ('r· ,. inten, ,. t that ha ,.. come to our 
attention i,. the Free & Petf'rs \"ational 
:-:P(lt ~ ak,. Clinic ("onducted in Chicago 
on ()-j JUlie. 

'I'll<' idr'a wa,.; to bring the :- ta t ions 
f,(I'(' to £<l<"(' '\ ith tlw ··pa, t'nwn t-po und­
in~·· memhns of til(' n'p firm. In a 
"hirl"ind two-da, ,.. hirtsleen' "'f'!"!"ion, 
\\<'II-ddilH'at .- (1 all the way. the reps 
told \\ llat the\ kn('\\,. tIl<' ~tation!' ('on­
trihut!'fl tiH'ir ,.harf'. For good mea­
... ure. till1f'bU\ er,.. Hic hard C. Crahl. of 
til<' \\ Ill. I":~t, Co. : Carl (>oqri. Jr.. of 
1>" P. Hrotil<'r & Co.: and Loui.;; J. :\cl-
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:'-on. of the \\'ade Ad,'ertising Agency , 
prO\"ided an in:-ight into what happen5 
on the agency-ad\"erti",er side of the 
curtain. ~tation men came out of the 
timeb U\ er se:,osion with a brand new 
concept o f wh at coe ... on at an~ agency. 

From In a.m. to () p.m .. with time 
out for lunch. the two day;;. were all 
husines;;.. He!'ides the agency se~5i o n, 

the agf'nda included pan el" on radi o 
ra tes. tra ffic sa le,.; syst ems, sun eys. ra­
dio prug ra ming. TY programing, radio 
prolllotion . T\ p romoti on. 

\\" ,a ;;. it app re~:i at ('J '? O,e r 100 at ­
tl'n ded . incl udin g all F & I' ~tati ons, 

ra(li o alld T\. except one in Texas, 
OIl(> in lI awa ii.\fter the first (Ia~", the 
I!al! made th e round:" th at the ~tations 
,,('n' ellt itled to squawk, SiIK(' th ey had 
to pa~ their own way, <:lIId it wa,.;n ·t 
ri~ht for F & I' to mak f' them like it 

presentat ion alld research support ? 
Are broadcasters using the excellent 
tools that the Broadcast Ad ,"ertising 
Bureau prO\'ides? 

Radio ' s biggest giveaway 

\\ ·e can hardlr blallle ~Ir. Sponsor 
for failing to ask \lr. Broadcaster how 
cOllie that he ne,'er learned to count. 

After all. if the broadcaster is will­
ing to figure home listening on the 
basis of use of the parlor set (when 
ac tually bedroom. bathroom, and kitch­
en listening is making the big upward 
climb) who is the sponsor to protest ? 

And if out-of-home listening (which 
in New York, for instance, is 15 <;10 as 
high as the presently calculated in­
home listening) is on the bonus list, 
too. why not accept the gift ? 

To our way of th in king, the biggest 
gi,"eaway in radio is radio itself. 

The magaz ines do calculus wh ile the 
rad io station can't do simple addit ion. 
Check the Life and Look systems of 
cumulath"e audience and you'll see 
what we mean. 

Advertisers, in the American tradi­
tion, lo,"e fair play. They're willing 
to pay for what they get. But if a full 
tally of the rad io audience isn't impor­
tant to sellers of the medium, the bu~"­
er isn't going to raise a rumpus. 

T f broadcasters persist in present ing 
a substantial bonus, the least they can 
do is make every a.clyertiser fully aware 
of the big bonanza. 

so much. Broadcastillg's Chicago man­
ager cOlllmented to SPO::\SOR that once 
the meetings started, 1I0bod\" came nor 
left. " rm. Esty's Dick Grahl said, 
"Here·s hopin g that the industr~ does 
more of this sort of thing. It·s tre­
mend ous ... 

The exchan ge of information was 
unqinted and wh olehearted. The pro­
ceedings are bein ~ ~ullllllarized and 
will go to all r & P :"tati ons. 

:': I'O:\~O R helie\ es ill shirt;;.lee, 'e ses­
:-ioll";. It belie\"es ill \\ holehearted ex­
("han ge o f meaning ful information. 
Clb and ~RC dinics are gaining in 
sta ture. Rl'.,:entl~, wh en the Tennessee 
Broad('asters Association held a shirt­
s\ef've s(':,,~i o ll . it was enthusiastically 
n'(' ei, 'ed. F S. p.", sales clinic is the 
fir;;.t b) a representati,"e in many years 
( Petry did it in the early '40,, ) . \~Te 

Iw(>1' that th ere \\ ill he more of them. 

SPONSOR 
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\ 
\ the most 

useful tool 

available 

this summer 

fa ll facts edition 
Agency and advertiser executives sweat out their fall and 

winter schedules during July and August. It's 

tough going and they need every logical tool they can find. 

SPONSOR's fourth FALL FACTS EDITION , a handy tool, will hit 

their desks on 17 July. It's a briefing issue containing 

up-to-the-minute capsuled analyses of such vital subjects as 

best use of spot, costs of using TV, merchandising 

techniques, transcription advances , radio and TV 

program breakdowns by ratings, and many others. 

It's your top buy of the year ..• a direct line (rem buyer to seller. 

Send your space reservation to SPONSOR, 510 Madison Avenue, New York 22 . 

0 DOUBLE PAGE 
SPA C E It ATE S 

SPREAD Please reserve the space checked in the 1950 
6 13 26 FALL FACTS EDITION. Deadline July 1, 1950. 

0 SINGLE PAGE Regular rates prevail. 
Poge $350 $330 $300 $255 

FIRM 
2 Col,. 255 240 220 185 0 TWO COLUMNS 

ADDRESS 
If, Poge 200 190 170 14 5 

CITY ZONE 0 ONE·HALF PAGE 1 Col. 140 13 5 120 100 STATE 

If, Col. 75 70 65 55 0 ONE COLUMN PER ... ..... .... ... ,. 

Regulor frequency roles opply. AGENCY, IF ANY 

o HALF COLUMN 
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