


as sure as time iself . . .
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The mneeasing sweep of the second hand
aromid the face of the stndio clock repre-
sents. i its wav.one of radio’s snrest virtnes,
For the .-p|il-.-¢-|'ull([ Lming |:_\ which radio
“\ s s l!ll' C==1ee nfllr']lr'll!!:lllilil_\'—il 1'lt:Il'-
acteristie that millions of American histeners
have come to aceept and expeet in the way
radio serves then. day and night.
Dependability is no less a eentral featnre

i the make-up of the seven Fort Industry

THE FORT

WS Toledo. O, .

“You can banle on n

Port Tndusiery Station™

WWY AN heeling, Wova, .
WAG A Atlanta, Goa. « WYMMN, Fairmont, W Vi, » WLOK., Lima. (0, « WIHIZ, Zanesville, O,

stations, Reaching 20,000,000 people in
ceven important markets. they have grown
~teadily and strongly beeanse they knorwe the
importance of dependability in the zervice
they render.

Andl. sure as time itself. the Fort Industry
~tations will continue to employ the finest
broadeasting skill. maintaining the depend-
ability that listeners and advertisers alike

have come to expect of them,

INDUSTRY COMPANY

WGBS, Miami, Fla,
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COCA-COLA COMING Coca-Cola will have at least three programs on air this fall.

BACK STRONG TO

RADIO

NET WORK PROGRAM

HOOPERATING
FEES TO NETS
WILL DOUBLE

MORE AIRTIME
FOR
PHILIP MORRIS

4,231,415 SETS

PRODUCED IN
FIRST QUARTER

DO GIRLS
NEED SPECIAL
PROGRAMS?

ALL AUTO
COMPANIES

{ON AIR IN
FALL

MAY 19471

There's better than 50-50 chance that there'll be a fourth. Sunday
amateur show mc'ed by Billy Rose, and a Monday variety half hour
with Morton Downey will be on CBS. Daytime serial, "Claudia and

David" by Rose Franken, to be placed and paid for by coke bottlers,
will be third. Fourth is a sleeper. Cola may also co-sponsor World

Series which it has been offered.
=SR=

C. E. Hooper will equalize charges to networks and key agencies

within next 60 days. Some agencies are paying more than networks
for Program Hooperatings and Hooper braintrust feels this can't be

continued. This will hit networks with 100 per cent increase for

part of Hooper's service to webs. CBS paid the rating organization
$84,961.40 in 1946, of which $9,000.00 was for the Net Work Program

Hooperatings.

—-SR-
Philip Morris' radio expansion (to daytime advertising) with "Queen
for a Day'" and "Heart's Desire" (MBS) via Cecil & Presbrey is only
beginning of more radio advertising for cigarette firm. In works is
five-a-week 15-minute evening show along lines of '"Chesterfield

Supper Club" through Milton Biow, agency for most of firm's
advertising.

—8R-

AM table models continued their production decline in first quarter
of 1947, accounting for only half of the 4,231,415 receivers made
during period. FM-AM combination sets climbed to 67,264 turned out
in March; TV sets produced during that month were 6,635. Entire
guarter saw 172,176 FM-AM and 18,329 TV sets come off production

line.

-SR-
Six out of seven boys from 8 to 12 listen to kid serials but only
four out of 10 girls in the same age group tune '"children's hour"

(5 to 6 p.m.). Figures are based upon data compiled by A. C.
Nielsen, ABC, and U. S. Census Bureau. Conclusions were presented
to ABC staff and sponsor meeting in Chicago last week in April with
query, "Where do we go from here?"

~SR—
If strikes do not intervene, all major automobile companies will be
back on air this fall. Most of them will not go network until next
spring despite pressure. General Motors will have four transcribed
spot campaigns, Chrysler three, and all other major competitors at

least one. Decision in re network programs will not be made before
this summer.
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Barbasol's pulling out of radio (except station WNEW) was not caused

by business conditions. Trade understands that President F. B.
Shields' death last year created inheritance tax problems that made

corporation cut all sales promotion and advertising for three to
six months.

_SRL
WCHS-sponsored project throughout West Virginia reaffirmed that some l
individuals are remarkably more 'ear-minded'" than '"eye-minded.'" Six
hundred school teachers and 3,600 students participated in the test
Students who had been '"in the seventh and eighth grades for four
yvears" showed remarkable educational advances when they "listened
regularly." Listening assignment was School of the Air (CBS).

—SR-
Seven hundred and ten FM transmitters will be delivered before end
of 1947, which indicates that FCC Commissioner Denny's expectation
last fall that 700 FM stations will be on air by that time was not

over-optimistic.

—Sp-
Return of General Electric's Lamp division to air with Willie Piper
(ABEC), and National Biscuit Company's forthcoming sponsorship of
guarter hour of Paul Whiteman's disk jockey session (also ABC)
indicate that number of advertisers who have been off air for some
time will be back this fall. They'll take up slack of other spon-

sors who are dropping well-known shows--Bristol-Myers' Alan Young,
01d Gold's '"Meet Me at Parky's'", and Drene's Don Ameche, to pick
three at random.

—SR-
Open-end transcriptions made and paid for by national advertisers
will be standard promotional item with most big manufacturers this
fall. Recordings will be placed by local retailers with at least

half national advertisers paying up to half time cost on cooperative
advertising basis (percentage of merchandise bought). Most tran- |
scriptions thus far contracted are minute and 25-second spots. Ho#
ever, 15-minute and half-hour programs are in about-to-be-signed
contract stage.

—SR-
"Second Mrs. Burton," daytime serial sponsored by General Foods
daily over CBS, has added family counselor to its Wednesday broad-
casts starting April 30. Dr. Valeria Hopkins Parker, lecturer,
physician, author, will give practical help (not as part of serial)
to housewife and mother. Attempted marriage of scap opera and
public service being watched carefully.

—SR-
Retail clinic idea was tested by KWKH with station taking key mer—

chants by air from Shreveport to San Antonio where Joske Department
Store (store that tested department store selling with NAB) servgd
as guinea-pig for merchants. Joske executives spent two days with

group. Test is one of radio's first attempts at mass education in
advertising-use of medium.

SPONSOF
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Chiquita Banana
Sponsored by
United Fruit Co,

Last year’'s winner

WEATHER FORECAST JINGLES
BROADCAST IN 190 CITIES
Your Markets may still be available.

The hottest idea in Spots ever! (Transcribed weather reports
set to music with the cleverest lyrics you've ever |heard.
T'> sets of Weather Forecast dingles Listeners will actually tune in to hear this unique method of
a supplied. One, twenty-five to thirty Weather Forecast presentation.

s‘elmds. allowing thirty seconds for
lfi_ commercial. The other, twelve to
flifen seconds, to be used as station
bS1aks. Each set contains 66 spots.

Ct: index cards make selection of the M 5‘ W

Ak ropriate forecast simple.

The only Producer of Transcribed Radio Programs to receivelan]A ward at this Conference.

19 EAST 53rd STREET at Madison Avenue.. .NEW YORK CITY
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FOR BUYERS OF BROADCAST ADVERTISING

Published monthly by Sponsor PUBLICATIONS INC.
Executive, Editorial, and Advertising Offices: 40 West
52 Street, New York 19, N. Y. Telephone: Plaza 3-6216.
Publication Offices: 5800 North Mervine Strect, Phila-
delphia 41, Pa, Subscriptions: United States $5 a
year; Canada $5.50. Single copies 50c. Printed in
U.S. A. Copyright 1947 by Sponsor PuBLICATIONS INC.

President and Publisher: Norman R. Glenn, Secre-
tary-Treasurer: Elaine C. Glenn. Editor: Joseph M.
Kochler, Associate Editors: Frank Bannister, Charles
Sinclair. Art Director: Robert Lathrop. Advertising:
Edwin D. Cooper (Pacific Coast—157 N. Hamel Drive,
Beverly Hills, Calif.). Circulation: Milton Kaye.

COVER PICTURE: Sponsors in the daytime; third of a
series. These are advertisers heard over ABC.

MEANINGFUL MONTHLY MARKET STATISTICS

Station KPO in San Francisco has accepted as part of its
responsibility the telling of the North California story (with
business facts and figures). With so much gloom around it's
a lift to hear that in the San Francisco trading area retail
trade is up 15 per cent, bank deposits 15.7, employment in
manufacturing industries up 44.5, and manufacturing pay-
rolls up 60.1 per cent in January 1947 as against January 1946,
This is the type of promotion that in the past has been done
by newspapers and it's more than gratifying to find it being
done by KPO.

THRIFTY DRUG'S GOOD DEED

Thrifty Drug is a consistent user of time in Los Angeles and
other California areas. Recently it decided to do a good
deed and promote Scouting. The story of the Boy Scouts of
America was told time and time again on Thrifty Drug news,
sport commentating, and variety programs. Plenty of black
and white space was used to implement the “sell Scouting”
promotion, which was carried through for Thrifty by the
Milton Weinberg Advertising Company. It did more build-
ing up of this effort in its territory than any station could
have by itself. And it sold drugs in doing it, although that
was not the intent of the public service gesture.

COMMERCIAL PUBLIC SERVICE

Outstanding among long-term commercial public service
programs on the air is DuPont’s Cavalcade of America broads
cast on NBC Monday nights. Its commercials are always in
good taste, its dramas frequently as thrillingly written and
produced as any heard in purely entertainment presentations
It's topical (in the midst of a threatened smallpox epidemi¢
there was a play about the discovery of what caused the
disease) and it's painless education. There have been times
when DuPont considered taking it off the air. but always the
long-term view prevailed. Today it rates a Hooper |0
audience generally and is a prime commercial property. It
has not only done an outstanding public service job but re-
moved the gunpowder odor from DuPont and made them
known instead as purveyors of “‘better things for better
living through chemistry."

130,000,000,000 LISTENER-IMPRESSIONS

On May Ist, the Advertising Council was five years ald:
During its existence it has handled 175 different major in-
formation campaigns via broadcasting, 30 of them since the
war ended. Radio and its sponsors have given well over
£400,000,000 in time and delivered, conservatively, 130,000,
000,000 listener-impressions. At present 181 national and
regional sponsors are participating, and it's estimated that
300,000,000 listener-impressions are delivered each week far
public service projects. The temptation is to forget the
problems ahead and tum to the advertising business at hand,
but that's not what the Council is doing. [t realizes that the
war job hasn't ended until peacetime stability is atrained.
Broadcasting continues ready to do its job and no doubt will
deliver 15,000,000,000 listener-impressions during 1947,

SPONSOR




~ BROADCASTING . . . the winnah
but look who came in SECOND .

to; SPONSOR
from: FOSTER & DAVIES, INC.
for: Immediate release

Nearly nine thousand timebuyers, sponsors and agency men were gquestioned
recently in a survey conducted by Foster & Davies, Inc., Cleveland adver-
tising agency. The purpose . . . to determine the effectiveness of a

new trade character.

Adopted last year as a symbol for WJW, "Cleveland's Chief Station", the
character appeared on varying schedules in nine trade publications during
the ten-month period since its iaception. Last month, to check recog-
nition value and publication readership, client and agency sent out a
return post card that asked:

"Have you ever seen this character before?

Where?
What does he symbolize?"

Cards piled in from everywhere in the United States. A few answers were
deliberately humorous. Some agents and sponsors said they had seen the
WJW character in front of cigar stores . . . others wrote that the '"chief"
looked as if he had a hangover. The writer of one card swore that he'd

seen the character "in a pay toilet in Yucatan.'

Yet . . . tabulation of the amazing 20 per cent return of the cards showed
that 23 per cent of the advertisers and as much as 38 per cent of the

time buyers and agency people had seen the advertising. Of these, 57

per cent recognized the character as the symbol of Cleveland's Chief

Station—-WJW.

Most of those who replied in both groups answered the '"Where?" question
with . . . "various trade publications." Broadcasting, Sponsor and

Advertising Age, in that order, were most prominently named by those repre-
senting the sponsor group of respondents. Broadcasting magazine was

mentioned most frequently by the agency men who named a specific publi-
cation. Sponsor, Advertising Age, Radio Daily and Standard Rate & Data

also received major recognition from this group.

Convinced of the character's effectiveness, client and agency will retain
the "Chief", with minor changes suggested by the survey, as the basic
element in WJW's continuing trade campaign.

"5 5 0 0 00 000 00 00 0600 0 0 00 0 0 0 00 05 2 0 005 5 0 8 S e 0O B O eSS e a0 R

% SPONSOR . . . only 5 issues old when this

WIW survey was made. We're 7 issues old now.



Remember the
story about...

SEE
The spider scared Miss Muffet right
off her tuffet! Such a little spider
too. But it happens all the time.
Size isn't always the payoff in any-
thing . . . ‘'specially in radio. WWDC
in Washington has been proving it
right along. The big boys were all
settled down to a feast of commer-
cials. Then along came WWDC
with its hard-working sales-pro-
ducing programming. The boys may
not be scared off their tuffets . . . but
you can be sure that WWDC is on
smart radio lists these days.

Keep your eye on

IN WASHINGTON, D. C.

Coming Soon—WWDC-FM
Represented Nationally by

FORJOE & COMPANY

Vincent Riggio
President, America Tobacco Co.

is job as head of the country's biggest cigarette and

tobacco empire, and bankroller of The Big Story,

Your Hit Parade, and Jack Benny (all on NBC now)
is even tougher than might be expected. That's because
Riggio stepped last September into the shoes of the late
George Washington Hill, advertising Superman.

Riggio is publicity-shy, and unobtrusive by comparison
with Hill, but he becomes enthusiastic when talking about his
products. Airwise, there’s been no slack-up in the Lucky irri-
tant commercials as predicted by some after Hill's death.
Rather, an increase, with American now spending more than
$2,800,000 (14 per cent of its yearly ad budget) to plug the
same pounding, redundant, yammering ad-copy that made the
public wince ... and then buy 119,000,000,000 Lucky Strike
and Pall Mall cigarettes, with annual sales in excess of
$500,000,000.

Now in his mid-sixties, Riggio can look back on a career
that's pure Horatio Alger. Born on New York's lowelr East
Side, he left school at fourteen, got a job making pants, later
worked in his brother’s barber shop. George Washington Hill,
so the story goes, walked in one day for a shave-and-a-haircut,
and walked out with Riggio in his employ as a salesman. That
was back in the early 20's. Since then, Riggio's rise has been
steady through the ranks to the presidency.

Lucky Strike, is currently cashing in on the heavily-
publicized Jack Benny quartet with a six-week, million-
dollar chain break campaign on 900 stations, the widest use
of spot broadcasting by any radio advertiser.

SPONSOR
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 The Vlew BURT FARBER SHOW .
T

Burt Farber blends his brilliant piario with recorded music and his comments in a
distinctive new afternoon program, with assured audience appeal. An unusual

opportunity for your sales message to Cincinnatians. Participations available.

A Marshall Field STATION - Represented by AVERY-KNODEL, Inc.
1 115 E. 4th St., Cincinnati 2, Ohio AMERICAN BROADCASTING COMPANY

|
| . CINCINNATI'S leading musical personality for more than a decade,
|




The greatest
big name

action show

ever put on

transcription

Product
and direct|
by JASON JAME
winner of 1947 Edcs

Allan Poe award §

best mystery rae

A big name show all the way! George Raft stars as

i
1

names. Script by Jason James, of “Sam Spade” fame. Music

>
v
o)

RODUCTIONS

Creators of the FRANK PARKER Shaw

‘Mr. Ace,” surrounded by a cast of top Hollywood radio ﬁ;
]
.

(and what music!) by full orchestra, batonned by Sandy Courage.

New York 1% Y
4 48, Cal

131 West 52nd 5t

Here’s a show that really rates! Wire or write today for 4 Hollywoe
8820 Sunsel Blv'd,

PSS I Yowen

audition disc. Available locally or regionally in several areas. L
- .
. FPhorne ws in MY =Clrele 6-658

SPONSH



. new and renew

WNew National Spol Buiiness

SPONSOR PRODUCT AGENCY PROGRAM, start, duration

ral Foods Corp, Post's Cerenls Benton & Bowles [ Transcribed announcements; Apr 1-Sept 30
nhn Morrell & Co. Red Heart dog food  Henry. Hurst & 20 Transcribed sttion hreaks
McDaonald (np%iu)
Lydin Grey facial Blow 25-3 Live. transeribed announcements, station breaks;
tissues Apr 15 52 wks
exsnder Smilth & Sons Carpets Anderson, Davis & n Transeribed announcements; Mar 3; 13 wka
Carpet Co. Platte

New On Networtes

SPONSOR

AGENCY NET STATIONS PROGRAM, time, start, duration

can Tobacco Co.f Foote, Cone & Belding NBC 156 Your it Parade; Sat 9-9:30 pm;Apr 26; 52 wks
on Drug Co, BD&O NBC 155 Preakness Stakes; Sat May 10 (only) 5-5:30 pm
ip Morris & Co,, Ltd,, Inc. * Cecil & Presbrey MBS 300 Queen For A Day: MTWTF 2-2:30 pm (alternate guarter
i (approx) hours); Apr 21; 52 wks
MBS ﬁﬂ Heart's Desire; MTWTF 11:30-12 am (first quarter); Apr
(approx) 28: 52 wks
Tonl, Inc. Foote, Cone & Belding ABC 201 Ladles Be Seated; MTWTF 3-3:30 pm (second quarter

hour MWF); Mar 31; 52 wks

INetwork change.
fwo weeks generally means a 13-week conlract with optinns for 3 ive 13-week lr. '3 wubject lo rancellation al the end of any 13-week period)

4 On Nelworki

 SPONSOR AGENCY NET STATIONS PROGRAM, time, start, duration

'Tel'éphnru System N. W. Ayer NBC 155 Telephone Hour; Mon 9-9:30 pm; Apr 21; 52 wks
o & Williamson Tobacco  Russel M, Sceds NBC 156 Red Skelton; Tu 10:30-11 pm; Apr 213 52 wks
L NBC 156 People Are Funny: Frl 9-9:30 pm; Apr 26; 52 wks

well Soup Co, Ward Wheelock CBS 133 Robert Trout: MTWTFE 6:45-7 pm: Mar 31; 52 wks
sﬁ{ol?ouda Corp, Young & Ruhicam GBS h5 Second Mrs, Burton; MTWTF 2-2:15 pm; Mar 31; 52 wks
thers Co, Ruthraufl & Ryan CBS 45 Aunt Jenny's Real Life Stories; MTWTF 12:15-12:30 pm;

Mar 24;: 532 wks
nmas J. Lipton, Inc. div.) Young & Rubicam ops 148 Arthur Godfrey's Talent Scouts; Tu 9-9:30 pm; July 22;
il 52 wks
McNeill & Libhy J. Walter Thompson ABC 202 My True Story; MTWTF 10-10:25 am; Apr 14; 32 wks
p Morris & Co., Ltd., Inc.  Biow BS 143 Crime Doctor; Sun 8:30-8:55 pm; Apr 28; 52 wks
rocter & Gamble Co. Dancer-Fitzgerald-Samiple CBS 81 Perry Masong MTWTF 2:15-2:30 pm; Mar 24; 52 wks
J e Compton CBS (%} Mystery of the Week; MTWTF 7-7:15 pm: Mar 31; 52 wks
: CBS 1 Lowell Thomas; MTWTF L1-11:15 pm; Mar 31; 52 wks
I ]&ikar Oars Co, Ruthrauff & Ryan MBS a79 Those Websters; Sun 6-6:30 pmi Mar 2; 52 wks
| ed-Rexall Drug Co, N. W, Ayer CBS 157 Durante-Moore Show; Fri 9:30-10 pm; Apr 4; 52 wks

ﬂwauf/\’mwedm Televition

SPONSOR AGENCY STATION PROGRAM (time, start, if set)

can Shops William N. Scheer WABD New York Boxing at Jamaicn; Wed R:45-11 pm: Mar 26 (new)
4. 5. B Direct WABD New York News: MWEF 1:05-1:10 pm (new)
fomny Worsted Mills Co.  Alfred J. Silberstein-  WNBT New York Weather report ; Frl (night): Apr 18; 13 wks (renewed)
Bert Goldsmith
Alfred J. Silberstein-  WABD New York Weather Reports; 2 weekly (renewed)
Sy o . Bert Goldsmith
Elgin National Wateh Ca, 1. Walter Thompson  WNBT New York Time signuls; Sun (nipht); Apr 64 13 wks (renewed)
% ral Mlnlmh? Uof?’-l ; Campbell-Ewal WABD New York Western film: Tu 8-9 pm; Apr 8 (new)
( et Motor Div,
|"' nes-Wittnauer Arthur Rosenherg WABD New York Time Signals before MWF Jamaica sports (fenewed)
Nash-Kelvinator Corp, Geyer, Newell & WNBT New Yark Alma Kitchell; Wed B:30-8:45 pm; May 7 (new)
_(Kelvinator Div,) Ganger
Ben Pulltzer Creations Direet WABD New York 1t Happened in Manhattan (new)
“ﬁiﬂ!‘.‘l' Smith & Sons Al‘i:ilerwn. Davis & WABD New York Magic Carpet; alternate Fri 8:30-9 pm (renewed)
C i atte
1% S, Rubber Ga, Campbell-Ewald WARD New York Serving with Science; Tu 9-9:30 pm; Apr 8 (renewed)
ﬁ John Wanamaker Direct WABD New Yark John Wanamaker Presents; Wed B-8:30 pm (renewed)

MAY 1947
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New ﬂgienc‘f fqpﬁmm

SPONSOR

PRODUCT o1 service

AGENCY

Ale Teansport Asan,, Washingion, b, (2,
American Bowllng ¢ angress, Milwaukoee
Aimerican Merchandising Co., Montgomery, Al

N l‘:n an Mato-S5¢ nt v, Chlcngn.,

Are Iu r \llllu_ Ine.. Co
v New X
wlucts, Ing,, Chiengo

Atwater Hulhling Supply Corp. of Lang sland
Hatlan lee Cream Ca,

5 Manier & Mro., Bronswick, Me,

e mthator Go., Clésvland

Hennart Brosh Corp.. Chicuga
Blackion Fifth Ave,, Lid,, New York
Sormmn Hlum Coo, New York
A Brandweln & Ga,, Chlcago

| Angeles
Parkaging Assn..
i ‘Ill'unll 1 Poundatlons, Los Angelos
tarter Hiardware CGo., Los Angeles
Coontral Collfornia Il('r'l')-;.\_ram ern Assin,,

rnud we II

Chicigoaland Home Show

Coust Van Lines, Los Angeles

ke Mg Co,. Chester, 11

Cintloge Tnn Food Prooucts Cao,, Ghleagii
Camnlon=Muoore Corp. (Monre . Jollet, 111
Continentsl Records o, N Yurk

Corn Products Relinlng Co.. SNew York

Caunty Perfimery Co., Bloombield, N, J,
Creamerles of Amerlen, Los Angeles
tirosley € . HuflTalo

W Foundatlons, Ine,, New York
vrel-Alllsan Co,, Coving, Callf

Irwes Black Horse Brewe r; Muontrsal
Ihaystrom Co,, Olean,

Dermetlos G, New York

balun Co., La \m‘.t‘lm

Fdward K. ¢ Distrihuyors, Los Argelos

Flevtromaster, Inc,, Detroit
Eneyclopuedin Britannica, Inc,,
Famwurs Flenrs, Inc., Omaha

Fldelity Labarator In Chivago
Firman Leather € s Corp.. New York
Harey Pricdman, Ine., New York
Fumal Corp.. New York
lerhum & Waorts, Lud,,
ada

Chicago

snteln Apple Industry, Sehastopal, Calif
in Lines, Inc., Chlcago
Coriflith !Nurlhulum! Corp., Gincinnari
Hamipden Wateh Ca,, € lllrl.lﬂ,ll
thavtings Harehery, Pamonshurg, Md.
The Herald Journul-American, Syracuse, N Y. .
Impoerial Penrl Syndicate, Chiengo, Los Angoles,
Sew York
Internatlonal Applinpee Corp., New York
Investment Companles of America, Los Angeles
J. W, Kean Laboratorles, Pasadenn
Jolnn of Calitornia, Inc., Los Angeles
Kathreyn, Inc,, Chlcugo
Kanlght Learher Produces Co., Bosten
Rirn Sportswear Corp., New York
ILa Reine Chocolates, New York
.. B, Laburatorivs, Inc.. Los Angeles
Juhin W, Leuvitt Co,, Boston .
Little Amwrlea Frozen Foouds, Inc,, Pittshurgh
Lewlstburg Chalr & Furniture Co., Lewisburg, Pa.
Loorle, Lrd., Toronwn
I*. Loriltard Co.. New York .
My falr Mascics Corp., New York
Mebuanlel's Sales Agency, Oakland, Callf.
samiiel 11 Ve
il Vv
Mereer Ple o, lll\-.ltlaumlr.'.;i
Fhe Miler Corp., Chleaga
Muode (F1ky Corp., Los Angeles
Sorpian M, Morris, Inc,
John Munra, Inc,, CGhicage
Sastriy Moteh Coo Sew York
Sew England Confectlonery Co
Sew P'rocess Baking (o, Chilcago
Sey Products Carp, Sew York

Camhridpe, Mass

(huega Wateh Co,, New York
th or Oven Flreplace Co, Hartford
*al Washilngten, 12, G

W am Peter Brewing ¢ wrp., Unlon Cliy. N L.
Metfers of Arkansas, Little Rock

Pilser Hrewiog ch., New York

Finetrine torp., New York

Plun=Vex Corporation of Americn, Los Angeles

Resaly Faody Car,, Chfengo

Relimer Mg, Co,, Berkeley, Callf,

1w Manufavruring ©o.. San Fronclsen (and
sihbhsbtinries)

Howkwonrd & G, New York

Lan Angeles

San Franeisen

Instliutionnl

PHT tonrmnent

Wrlst wartelies, electrle hauschold ap-
pllances

Muator Sconters

Shoe polishes, plustic cleaner

Hoslery

.\l-lln.flh. other food pradocta

Chen Yo conme s

etail chaln

Packaged e crenin

Canned grods

Elecirle manlvuring, hame heaut y treat-
ment muchine

Whilrl-lirash

Women™s retall clothing chaln

Rislay gluves

Box springs, nritiresses

Plann correap imidence ¢

Packuged freahi vagerublos

Dressen, foundutions

Hlnrdwure

Institntlonal

L

Bullding supplics, home furnlsbhings
H'lll“'

1hiuling

Omega Mo

Chill prodoacis

Heating, coaking applinnces

Forelgn language phanograph records

Argo siarch, Mozols olls. Rara syrup.
hre-Mel desseris, Mulzcna Duryens

Hrylervem huir tonle

Irairy chain

Men®s clothing

Foundation garmenis

IRCA arange julee; Foothll grape punch

Beer, ale

Chrome. plastic furnlture

Canmetlcs

Mt tresses

Lignid Invisihie nuuuur-f:u inl prepara-
titn

Flectrie ranges., w: ater henters

Encyclopaedia Hrltannien

Flour . .

Pharmacentivuls

Luggnge,

Fashion accéessorbes

tnscectichdes. soops, dry cleaners

Detroit and Walkerville,

Liguors

Institutlonal

Lung=distance mnving

Hadios, heaters, Hnaleum, ery,
Wartches .

Pahy Chicks

Institutional

Pearls,

Broltking eleciric broilers

Finuncial

Household clenisers

Stide fastencrs

Cosmetics

Thin Man wallers, Overknighter luggage
Women's Spurtswenr

Choculates

Hair ofl, shampon

Teddie peanur butter

Frozen foods

Furnlture

Watches

New cigaretie to he introduced
Rainconts, toys

Home frececrs, walk-in freezer conlers

Kee Studio of \I{ulrrn Plano Playing.

Plano lessons

Ples

Seek hrushless paint

Wamen®s cluthing ehain

Tlsset watches

ta crenm halr remover

ey provducis

Cireen \Irll hread, cake producis

Liguld, eream deadurant

Watches

Onidonr nyvens

Palade ormnge heserpge

Ale

Irepaartmient store

evr, ale

Pinescpila
munt

Plantic spechalties

TH-LI canped dogd food

Minlature hothouses

skin vream, Pinctrine Hni-

Household uppllnnves. heaters, steel
shifpping contalners

Cluwwoldare

(lease turn (o page 44)

Erwin, Wasey, New York
iishop, Los Angeles

Lleber, CChicago

Lleber, Chicago

Justin Funkhouser. Baltimaore

iwen & Chappell, New Yark

Louls M. Cottin, New Yark

Arthur Meyerhoff, Chicago

Armstrong, Schielfer & H'.lpln. New Yark
Tullls, Los Angeles

Jumes Thomus Chirurg, Roston

McDonough & Lewy. Cleveland

Gondkind, Jolce & Morgan, Chicago

Lew Kashuk, New York

Lesier Harrlson, New York

W, B. Duner, Chilcagn

John I, \\hlwheml Loa Angeles

ten 1 & I . Los Angeles

Smith, Hull & McCreery, Hullywood

Allled, Las Angeles

Botsford, Constantine & Gardner,
Frnnclscn

Bozell & Jacobhs, Chlcago
Smith, Bull & McCreery
Coanlner, St Louls
Shaw-LeV ully Chilcago
Kane, Bloomingron, 1
Knickerbocker, New York

MeCann-Erickson. New  York, for Latln
America, Hawail, I'mupplm- advertising

Atherton & Gurricr, Sew York, for rudin

Smlrh. Bull & MceCreery, Hollywond

Ellis, Buffulo

Chernow. New York

John F. Whirehead. Los Angeles

Vickers & Benson, Montrea

No W, Ayer, New York

Waortman, Barton & Goold, New York

Iiiiman-Shane, Los Angeles

Allted, Los Angeles

Grant, Detrait

Earle Ludgin. Chicagn

J, Walter Thompson, CGhlcago
Hozell & Jacobs, Chlcago
Stuart Bart, New York
Chernow, New York

Louls M. Cottin, New York

¥F. 1. tiayhurst, Toronto, for Canadlan
advertlsing

Mogge-Privetr, Los Angeles

Beaumant and Hohman, Chlcago

Dinerman, Cincinnatl

W, B, Doner, Chicaga

Yankee Writlng Service, Guliford, Cann,

Fellows-Bogardus, Syracuse, N. Y.

Lawrence Boles [lleks, New York
Gravenson. New York
Smith, Hull & McCreery, Hallywond
A, Carmun Smith, Los Angeles
Athorton, Hollywood
LHIl Blackett, Chicago
Roinguld Boston
hc.-mm\. New York
Jasper, Lynch & Fishel, New York
Mayers, Los Angeles
larry M. Frost, Boston
Sykes, Plttsburgh
Hupert, Grayblll & Breeden, Sunbury, Fa.
Ellis, Toronto '
tieyver, Newell & Ganger, New York
(aveon, New York
Ad Fried, Oakland

Atherton, lellywood

Nelsan Chesman, Chattanoogas
Ahner J, Gelula. Philadelphia
Glasser-Galley, Los Angeles
Lewis. Newark, N.J.

ltozell & Jacabs, Chlcago

Cale & Chason, New Yoark
LaRoche & Ellls, New York
(Mian. Chicago

Artwll, dew York

Ahhatt Klmball, New York
F.W. U'relle. Nartford

Justin Funkhouser, Baltimore
LeesStockman., New York
Rabert T, Score, Little Rook
Peutclh & Shea, New York

Brentsch & Shea, New York
Smith, Bull & McoCreery

Presha, Fellers & Preasba, Chicago
Ad Freid, Cakland

Fonte. Cone & Belding, Sew York
Camphbeli-Ewald, dNew York
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KGO (Oakland, Calif.) Promotion card does
everything but wash the kitchen dishes.
The card is a ticket of admission to a
show, has a stub for a door-prize drawing,
features the 10 products participating in
Laay-Go-Lucky, and is a postcard that
can be mailed to a friend with a “wish
you were here' thought. Postcard also
asks recipient to save labels for the
mailer so latter can win some of the
$300.00 offered in cash prizes.

Champagne (Waltz) free. San Benito Wine
and Champagne Company is giving away,
on the Fitzgerald's program (W]Z, New
York), 3,500 disks of the waltz especially
recorded and pressed for the sponsor,
Commercial tie-in is limited to the label
of the disk. The tune is on bo"h sides of
the record.

NBC's “Delighted States of America" map,
newest network promotion in 14 colors, is
going to clients and agencies all over the
delighted states. Every program on the
network, as of the day the map was com-
pleted, is represented in caricature.

Chesterfield scarfs are featured in hundreds of
window displays. Although the tobacco
company has no financial interest in the
scarf nor the young ladies’ clothing made
from a special print which includes the
well known Chesterfield hand holding a
smoking cigarette with the trade name
written in smoke, the agency did a top
notch promotion for the line and depart-
ment stores all over the nation did special
windows. Program of Chesterfield's Sup-
per Club plugged the print and the tie-up
is paying-off both for cigarette and fabric.

Philadelphia students tagged with a two and
one-half inch circle of cardboard when
they visit the station’s educational pro-
grams. The tags read “Visiting KYW
Program Today,"” and the youngsters
love the “visiting dignitary"” importance
it gives them.

Birthday post cards from KLZ (Denver, Colo.)
get around the problem of a deadly list of
happy birthday air mentions at the end
of the KLZ-Denver Post Funny Paper
Hour. Cards have pictures of cast and
cartoon strip characters.

Ziv's “Favorite Story" has promotional ap-
proach as well as star, Ronald Colman-
Success of Fred Ziy with his musical open-
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broadcast merchandising

o

end transcriptions have motivated him to
guarantee Ronald Colman $150,000 and a
percentage to do a half hour series of
“favorite stories™ on the air. Promotion
angle is selection of stories by news-
worthy names such as Orson Welles,
Eddie Rickenbacker, Bob Feller, Alfred
Hitchcock, Irving Berlin, Eleanor Roose-
velt and Arthur Hays Sulzberger. Cal-
man'’s supporting cast are all radio names,

"Campus Quiz" spreads. Supplee Sealtest
quiz session which is doing a selling job
for that milk organization (sce sroNsOR
Reports, April, 1947) is being sold to
other stations. Wally Butterworth (ex-
Vox Pop) expects to have it going, with
its promotional hoop-la, all over the
nation soon. Winning school in each quiz
session in The Yankee Network version
receives a Wurlitzer Juke Box, loser a
Philco 1201 radio-phonograph.

WIW Amateur Disk Jockey promotion
is sending thousands of teen-agers into
Cleveland record shops to “audition”
three disks they like best. They write a
400-word script for a suggested jockey
routine and each week's winner has the
opportunity of doing his stuff over sta-
tion WJW,

Hairdryers with builtin  radios were o
promotional feature at the Twenty-
Second International Convention of

Beauty Shop Owners in New York.
Milady won’t have to miss her daytime
series while being beautified.

Two Peabody Awards to CBS and one to
NBC this year. For the second year in
arow a CBS award went to a personality
who was on his way out at the network
last year Paul White, this time William
L. Shirer. Individual stations receiving
bows were WOW, WSB, WELL, WHCLU,
WMCA. Once again the Awards ignored
commercial public service.

Mass. Board of Education issues WCOP book-
let on “Good Listening” over that sta-
tion. Folder features the cultural pro-
grams of the Boston outlet.

CBS program availability news letter went
out for the first time in April. It's the
first physical listing by a network in
many years of shows available for spon-
sorship. Networks are back in the pro-
gram business with both fect.

MONROE, LOUISIANA

%

HAS @)

LISTENERS

IN MONROE AND
NORTHEASTERN LOUISIANA
THAN ALL OTHER
STATIONS COMBINED

AND REACHES A

$103,629,000.00
BUYING POWER!

Eor the third straight year, authenti-
cated listening surveys conclusively
prove that KMLB has more lis{ener‘s
in Monroe and Northeastern Louisi-
ana THAN ALL OTHER STATIONS

COMBINED!

Reach this $103,629,000 annual
buying power with KMLB—the onl.y
radio facility clearly heard in this

ared,
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but . . . size isn’t everything . . .

in LI-':d"'_ si1Ze I '-‘5‘.'1: You !.H'.‘ coverage, out the « feraqe d'\."nlr NeAN 4 '|"||ﬁc_ '-‘,'."-"\"-," .“ |_:'.—."i5.b E

sudience, that's where WSPD makes it COVERAGE COUNT! How?

That's why time-buyers know that when they use WSPD they get both . . . COVERAGE and AUDIENCE!

JUST ASK KATZ

March 1 to 7, 1947)
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Listener's impression of a midnight disk jockey, giving an idea of WEEI's Sherman Feller as he keeps Boston awake with gags, stunts, and music

ter-midnight Audience

Barbasol ook a chance and opened up 2

new time of the broadeast day for advertisers

There’s a sizable audience after mid-
night. That has been proven by A.C.
Nielsen's organization, the only re-
search group that can deliver incontro-
vertible rating figures for this segment of
the broadcast day. NRI (Nielsen Radio
Index) reports that, for the month of
January 1947, 15.1 pei cent of all radio
homes in the nation (as represented by
the NR1 cross-section) used their radio
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receivers at some time between 12 and
I a.m. Listening dropped to 0.7 of the
radio homes between 4 and 5 a.n., low
hour in dialing during the month. The
average audience—that is, sets-in-use at
any one specific minute—during the wee
hours is a little more than half the total
audience that listens sometime during any
hour after midnight. What Nielsen calls
“average audience per minute during the

hour™ for the 12-to-1 a.m. period was 9.9,

Just as Nielsen has reported for the
first time (exclusively for sronsor) the
size of the nation's after-midnight audi-
ence, just so did a sponsor, Barbasol, put
that audience to the sales test, by pur-
chasing the midnight hour on 14 stations
throughout the nation.

Advertisers have used spots on all-
night disk jockey programs, but no one
company, prior to Barbasol, based an
entire radio broadcast campaign on using
the 12-to-1 hour six days a week, The
brushless shave cream used time virtually
from coast to coast on ten 50,000-watt

13



AL €. NIELSEN REPORT ON
THE AFTER-MIDNIGIHT AUDIENCE

January 1947

Eastern Using Radio Average Audience Average Duration
Standard At Some Time Per Minute Of Listening
Time During Hour* During Hour" (Minutes)
12-1 AM 15.19; 9.97 39
1-2 AM 1.5% 4.1% 33
2-3 AM 2.87 1.5% 32
3-4 AM 1.3% 0.7% 38
4-5 AM 0.7% 0.4, 34
5-6 AM 2.0 0.9 27
6-71 AM 6.5 3.09% 28
7-8 AM 14,9, 7.8% 31
*(Per cent of Total NRI Homes)
stations, one 10,000-watt, one 5,000-watt, Company, the Barbasol advertising

one 1.000-watr, and one 250-watt outlet.
The linc-up (station, city, and jockey)

wils

Station Ly Juckey
KidkA Piteshurgh Hill Brand:

KFI Los Angeles Al Ponvie

KEMOX St. Louis Al Bland

Ki) San Francisco Eddy King
WM Chicago John MeCormick
WnY Charlotte Rurt Websier
WO Minneapulis Bill Wiggington
WEEL Hoston Sherman Feller
whor South Bend Ray Webster
Wish Indinnapolls Juhn Morrow
WJW Cleveland Larry Krupp
WNEW New York Art Ford
wrop Washington Eddy Gallaher
WWiL New (irleuns Bob Poole

The idea of using the midnight hour to
sell Barbasol Shave Cream, blades, de-
odorant, and Primrose House cosmetics
didn’t originate with_Erwin, Wasey and

agency, or the sponsor itself. Station
WISH in Barbasol’s home town, Indian-
apolis, made the original pitch to the
manufacturer and sold the idea of a test
run. Barbasol is a difficult product with
which to make a quick test. It reaches
the retailer through a wholesaler, jobber,
chain, or distributor, and it takes nine
months to prove anything saleswise.

Indianapolis, being the home town of
the product, is a tough testing arca be-
cause it has been the focal point of most
of the Barbasol test campaigns, and be-
cause it naturally has greater Barbasol
loyalty than any other town. It is,
nevertheless, a normal medium-size
American town with no more than usual
residents who burn the midnight oil.
And in order to make the test most con-
clusive, no other promotion of any kind
was attempted in the hoosier cityYduring
the trial campaign, ~

Midnight brings "'Poole’s Paradise™ to Orleans, when Bob Poole, a cross between Morgan and
Godfrey, mixes Hit Parade and gag disks. Busting rules, he reads jokes direct from the book

Early in 1946, WISH's John Morrow
began to spin disks for what they called
the Barbasol Midnight Matinee. It was
a straight platter show with news and
some kidding. Morrow is no screwball,
and his hour depended mostly upon
music and local color, The program was
given all the Barbasol products to sell,
Six times a weck for a full hour Morrow
delivered Barbasol messages—10 sec-
onds in length and as many as 32 in one
60-minute period. The sales spiels being
so short, listeners didn't realize they were
being sold anything and frequently com-
mented on the non-commercisl nature of
the program. The WISH test ran along
until September of last year, when the
first nine months were up. Then a one-
month sales check was made. Barbasol
sales were up 38 per cent aver the same
period in 1945.

That was enough for Erwin, Wasey.
If a midnight disk jockey show could up
sales in Indianapolis 38 per cent, that type
of program and that hour of night were
ready for a national test of Barbasol's
advertising. George Wasey, account
executive for the agency, started the
radio staff shopping for choice availabili-
ties. An hour six days a week at any
other time of day but after midnight was
beyond anyone's test budger. But ar
this time of night it didn't cost much, if
any, more than a station break between
Charlie McCarthy and Fred Allen, or
between Jack Benny and Phil Harris
Barbasol only had hopes of an audience
rating of two but expected that it would
be the audience tumover thar would
count. (They had no way of knowing
what the number of sets-in-use were since
Nielsen had not yet run off his report for
sronsor.) Even without this information
the agency felt it was making a good buy
since WISH had proved that early am.
listeners were buyers. Also, research un-
covered that masculine listeners were pre-
dominant during the hours when most of
the world is asieep.

Barbasol is a radio success babyv.
Singing Sam, the Barbasol Man (Harry
Frankel) sold the product to the nation
back in 1931 and through 1937 with “N@
Brush, No Lather, No Rub-in" sung o
the tune of Tammany, Taommany
Through the years the manufacturer had
followed the broadcast advertising think=
ing of Lou Wasey, president of their
agency. Wasey tied Barbasol to persons
ality broadcasters- not programs—{from
Singing Sam through Edwin C. Hilli
Jacob Tarshish, Gabriel Heatter, and
Arthur Godfrey, and then through the
nation's  after-midnight disk jocke}'!a
Wasey also has stressed the need for muls
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tiple broadcasts per week, an idea that
reached its ultimate in six hours a weck
per station. Most Barbasol successes
prior to the test had been net shows and
national coverage was important to it
The disk jockey midnight formula deliv-
ers a thin national coverage. One disk
jockey alone, Kurt Webster of station
WBT, claims that his mail comes from 48
states and averages 1,000 pieces a week,
He gets phone calls sometimes running up
into the hundreds while he’s on the air
and has had 35 long distance calls in one
night, including one from Manchester,
England. Webster is the boy who
brought the song Heartaches back from
the graveyard to number one on the Hit
Parade. He makes a specialty of digging
up old tunes. But each platter-spinner
tested has his own specialty—features
that make him number one to his fol-
lowers. There's still the enthusiasm of
the early days of radio to listening after
midnight.

Barbasol shot the works on the after-
midnight audience national test. [t spent,
while they used this period of the broad-
cast day, sixty cents out of every adver-
tising dollar for these shows.

Disk jockeys, who took their character-
izations as 'Barbasol's Number One
Salesmen™ seriously, didn't have the
patience to wait to see the sponsor’s fig-
ures; they went out and checked person-
ally at the point-of-sale. One, for in-
stance, checked 125 Barbasol outlets in
his area, from drug stores to restaurants
(surprisingly nine of the latter). He found
that they were selling three times as much
as they had been before he started his
Barbasol commercials . . . and he had
been doing a Barbasol job for only six
months when he visited the dealers.

They're all personality boys, these disk-
spinners, from Art Ford, WNEW!'s con-

Bill B‘randl gives Pittsburgh audience a white-tie-and-tails feeling.
Even if he doesn't dress up every night his is "'stepping-out” music

WCCO's Bill Wiggington, knowing his Twin
Cities, depends on disks he spins—not talk

Eddy Gallaher gives the District of Columbia
suave, sophisticated, restful, and calm music

ductor of the Milkman's Matinee, whose
show is still Barbasol sponsored ta Al
Bland of station KMOX, who uses his
“other voice,” Mose the night janitor, to
give his program a lift every now and
then. They had a tougher than normal
job to do in boosting the number one
brushless shave cream, Barbasol, even

-~

WBT's Kurt Webster is casual on his Charlotte
(N. C.) Dancing Party but he builds tunes

Al Bland and his "Mose' voice. He plays
folk music on St. Louis “Midnight Patrol"

higher in the sales picture.  The relative
standing of the leading contenders for
home brushless shaving dollar shows the

first four as follows:
Barbasol
Muolle
Burma Shave
Palmolive

Barbasol has 23.9 per cent of the mar-

Ray Webster relies on the mood of music he plays for his "Variety
Hour" to hold audiences. That's how they like it in South Bend




WJIW's Larry Kiupp depends on request tunes to build fans. Nothing Al Povic's ""Midnight Flyer' disk session is built around train sound-
fancy in his Cleveland midnight session but music holds dialers eHects with light music, talk about music, and Hollywood gossip

ket Molle, which s doing well radio- WJZ.  It's radio’s gag period. Kurt midnight program scheduling, that this

wise with Molle Mystery Theatre has 14.5. Webster has his shaving brush museum, coverage is effective—and productive
Bob Poole (WWL) collects old jazz Because Barbasol has cancelled all its

Fifty per cent of the commercials dur- ;
¥ records and plays them on his show and radio there's no conclusive data but the
ing any one hour went to the Barbasol -

-

= each midnight record man has his own advertising profession now knows at least
25 per cent to the blades " G S > ¢ g prolessi

5 e ical formula. Eacl hat there is an all-night aud |
- , .. MUSIC: a. Eac ogram is a that there is an all-night audience to be
nd lotion and 25 per cent for women’s nusical lormuia ICh program s a there i ence 1 be
products With Barbasol selling both

men and women on the same program,

world unto itself, except that those com- sold, a fact about which no one could be
mercials must be scheduled on time. certain until NRI1 made its study and
N . The audience, 15 reallv a cross-section Barbasol tried its sales effectiveness,

different products, the agency instructed R : i abagions ‘

) ; . of the nation’s chalers  there being very
the disk mc’s to play light romantic lotia ; B

few radio homes that don't listen at some  Eddie King mixes straight music, news, requests,

numbers before selling  the Primrose : >
House line of cosmetics I'he midnight RGN, '.m”lhk.\l to programs that are- Suess, end & plessant personalitySfos B
wdience, according to fan mail and phone transmitted ”“LI_I__ the witching hour

check-up ranges between two and three Like the fable of Times Square and 42nd

' Street, which claims that if anvone stands
to one in favor of the men. Naturally the y

: at that comer long enough he'll meet
commercials were handled in a straight 3 g . *
. : everyone he ever knew, the bovs who
fashion (try to do anything else in 10 d

spin disks and palaver while most of the

seconds) so the men didn’t tune out when :
world sleeps claim that even sponsors

they heard Primrose House cosmetics re-

stay up all night sometimes, especially
ceiving the play. g

: - the one night when the mc lets himself
Everything happens after midnight oy 5nd messes up just one itsy-bitsy
from the insult-everybody routine of commercial. Yes, they claim evervbody
Barry Gray (WOR) to the Kent-Johnson  |istens some time or another after mid-

developed no-talk-permitted sing-every- night.

it B

thing-after-midnight  formula tried on Barbasol proved, through its after-
Chicaga's John McCormick is breezy, spins hit At Ford, WNEW's Milkman, handles one of the air's most successful all-night platter spinning
tunes, runs WBBM's *'Matinee at Midnight'' sessions. His music is for Manhattan; musical comedy pop tunes at midnight, sweet music later

AT fw, ]
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Giant store-displays result when a ""name" radio show comes visiting. "Vox Pop" visit made this St. Louis retailer go to town for program

ROAD 1o resuuns

Most shows wounld hit the rails
if sponsors knew travel's effeet

No matter how many ears listen avidly to a program, local
or network, a show should travel to ring its sweetest tune
on the cash register. That's as true for the New York
Philharmonic Symphony (CBS) as it is for Ted Malone
(ABC), Queen For A Day (MBS), Dr. I. Q. (NBC),
Food Store Quiz (KXOK), or Korn's-A-Krackin' (KWTO).

An ivory tower is not the best broadcasting studio and
there are very, very few programs that don't profit from
shaking the dust of their own radio cities from their micro-
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phones and meeting their outside audiences face to face.
The only reason why more local programs don't travel is the
simple matter of line charges, which are a major factor with
The same factor is a drop in the bucket

How vital travel is to a show’s com-

a one-station airimng.
with a network show.
mercial success may be seen in the fact that travel even foi
the big units like symphonies with over 100 musicians makes
it worthwhile for their sponsors to foot both the deficits of
these culture-laden road appearances (U. S. Rubber pays all
the losses of the Philharmonic up to $25,000) and the cost ol
receptions following each broadcast.

With very few exceptions, even the programs that for
reasons of their own sit it out in their home bailiwicks make
treks to the three great markets (New York, Chicago, Holly-
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Successful roadshowing must be planned in compete detail. Jack
Banner, Frank Small and Eddie Greif chert a Professor Quiz tour

Phil Spitalny, with Evelyn and her violin, starts a road tour smiling

Evelyn (Mrs. Spitalny) cets the program plans out of the bag

wood) once a year (this excludes of course the low cost
daytime serials). The entertainment may be the greatest in
the world but as long as the stars are remote personalities the
program’s sales appeal is less than maximum. There are
exceptions like Fibber McGee and Molly, Screen Guild, Lux
Theater, and a number of other film-starred presentations,
but the stars frequently meet their air fans across the screens
of the nation, which, to dialers, is the next best thing to a
handclasp and an autograph. But a show’s hitting the road
means a lot more than saying hello to fans. Consumer per-
sonal appearances are just part of the travel picture. A
commercial program’s visit to the average town more often
than not puts that town in the bag, both as a listener and as
a buyer. It's both a wholesale and a retail operation, for
while it's the consumer who buys, more often than not it's
distribution that makes or breaks a product. The program's
personality boys—and girls— not only cement the public's
loyalty for the product, but they also bind the retailer and
the distributor to that extra sales effort that puts any product
a lap ahecad of competition. While Professor Quiz (ABC,
sponsored by American Oil Company) visited one town Craig
Earle (P. Q. himself) during a dealer social meeting enjoyed
the company of an important truck fleet operator. Within
24 hours after this social get-together the fleet owner had
shifted his business to an Amoco dealer. In this case it
meant 10,000 gallons of gas per month sold for the sponsor,
This little-publicized detail of road showing sells millions of
dollars worth of products. Of course the star must be a
good mixer for this to work but most performers are. Big
accounts are often shifted because a star has dropped in on
(Please turn to page 33)

Station report of on-the-air program promotion for ""Hour of Charm™

Eive - Cod
:::::::‘r:”uuxmm cotuny s Vit 60 1ol
T Q:__Fadio Publicity & Prosotion Nept,
¥ K. ¥. Ayer % Som, Inc.
30 Rockefellar Flaza
Few T.rk, K. Ta
KSUE BROADCAST PROOTION
SPOT ANKOUMCEMENTS, FOR PROGRAM.
"Hour of Crars" AS FOLLOWS:
pav woate Batl Timi
Saturday Fat. g 915k.30 =
Sunday . 9 910430 an
Sunday . 9 5:29.30.
Friday . L Tik9.20 an
Saturday " 15 11:59.30 aa
Thursday - 20 1:LL30 pu
Friday " 21 12:57.30 pa
Friday . 21 8129.30 == '

Wedneaday . 26 2:59.30 ™=
. 27 9157.30 ==

23 2120.30 mm
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Professor Quiz visits a local manufacturing plant for a news picture

Ted Malone cuts ribbon to open a new Westinghouse department

What doesn't show up in a promotion report—those dealer gatherings

The big [moment—actual broadcast over network with a local setting somewhere between Maine and California. Town is sponsor-conscious
: -g- T AN T IR




be rushed.

radio has changed hundreds of

ature can Just as

so-called hard and fast rules of

business, it is also responsible in part for
the modem hen laying four times more
eges than the hens of 50 years ago. It
formerly took farmers two years to fatten
a hop to marketable weight. Nature not-
withstanding, today hogs have to be
ready for butchering in six months, or the
farmer los

The sweet music that comes forth from

radio receivers doesn’t do the _Il'lh. but the

€5 Noncy
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Typical feed outlet (inside and outside views) to which radio brings farmers conditioned to
idea that "'supplementary feeds’ are a modern accessory to profitable year-round stock raising

Radio Buil

educational talks that are made palatable
by entertainment responsible for
changing the thinking of the thousands of
blue jean wearers throughout America's

dare

great farm areas. Modern farm programs
are vital parts of the public service of
most stations. They implement what
the farm agent has been trying to do for
generations. Clean plowing contests like
those sponsored by station WMT help
curtail the corn borer problem, and
projects like WOW's Operation Big
Muddy help bring the tale of irrigation to
the men who need water for stock and
fodder.

These are part of what radio has done
to make farming profitable. All the good
public service in the world, to do the
ultimate job for the stock farmer, has to

be backed by feed merchants who
aren't hidebound, don’t expect
their customers to lose a sizable portion
of their cattle herds, hogs and chickens
The feed merchant is the key to farm
economy throughout the world, and in
the middle-west it is the merchant wha
handles Murphy supplementary feeds who
represents constructive thinking to the
man who makes his living from stock.
This is no accident. In 1921 Murphy
Products was organized because [im
Murphy had lost heavily when his herds
and flocks suffered serious illnesses and
costly losses due to lack of feeds with pro-
tein supplements. Jim waited to establish
Murphy Products Company until brother
Lawrence graduated in 1921, At first the
brothers mixed enriched feed by hand on

whao
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WLS's "' National Barn Dance'' proved for Murphy Products Company that entertainment draws
farmers to their radios during months when educational programs would make them turn off sets

R . .
midwest feed business

the farm. It wasn’t long before the
neighbors, seeing what the Murphy feeds
were doing for Murphy stock, started
buying it. [t was at this time that the
term “mineral feeds” was introduced.
(It was approved by most farm authori-
ties of the period.) Their introduction
precipitated experiments which led to
stock farm use of proteins and vitamins.
The acceptance of name of Murphy and
“mineral feeds' was nothing spectacular.
Word-of-mouth and even extensive use of
farm joumals agitated the market but
didn't do anything to change husbandry.

In 1928 Walter A. Wade, head of the
Wade Advertising Agency in Chicago,
took over the account. At that time
Murphy Minerals were sold farm-to-farm
by local agents operating on a commis-
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sion basis. Back covers of farm papers
were pulling inquiries for 2-lb bags of
enriched feed materials fairly successfully.
(The offer is still in effect.)

It was two years after Wade took over
the account that he sold Murphy on
pioneering in educational feeding broad-
casts (1930). He selected WLS, The
Prairie Farmer station, Chicago for the
first test. Murphy's Minstrels in Sep-
tember of that year took over Tuesday
nights 8:00 to 8:30. Talent included
Cliff Soubler and the Maple City Four,
the last a male quartet that is still sing-
ing (minus one of its original members)
for Murphy. Two months later, with
the sales curve on the upgrade, one-
minute announcements were added to the
schedule. In 1931 Murphy's Mammoth

Minstrels moved to three morning periods
weekly. Sales continued to climb. This
continued during the height of the busi-
ness recession but early in 1933 Murphy's
air advertising became a depression
casualty also.

For two years radio and Murphy were
strangers. During these two years Jim
started building a dealer organization by
personal solicitation. Then Jim Murphy
himself came to the air in five-minute
talks on feeding problems.

It wasn't long before the Murphy talks
were increased from one to three a week
and WHO's Saturday night Barn Dance
Frolic was also telling the Murphy story.
Wade, who had placed Alka-Seltzer on
the WLS National Barn Dance and seen
its phenomenal growth, waited for a
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Prairie Farmer station WLS entertains a National Barn Dance sponsor. (l. to 1.) General manager
Glenn Snyder, program manager Harold Safford, sponsors Mrs. and Mr. Muiphy, and agency
head Walter Wade, in the lobby of Eighth Street Theater from which Barn Dance is broadcast

Jim Murphy-authored booklets cover all phases of stock raising. They are distributed widely,
featured on Murphy broadcasts, credited with helping change feed thinking in midwest areas
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Barn Dance opening for Murphy and that
chance came in January 1936 (13th year
of the WLS shindig). Radio at once
showed its strength. Murphy's sales in
April of 1936 quadrupled their previous
month's total and in May reached an all-
time high. Murphy’s distribution ex-
panded and dealerships in Wisconsin,
Illinois, lowa, Indiana, Minnesota, Ne-
braska, .\:srlh Dakota, South Dakota,
Ohio, Michigan and Missouri were fran-
chised, During the period when new
territories were opened stations like WJR
Detroit) and WLW (Cincinnati), as well
as many locals, were used to support the
introduction of the Murphy products.

Murphy was doing okay. However,
the summer slump (farmers are too busy
in the field from May to September) dis-
turbed Murphy and Wade. They decided
that even if the farmer was too tired
to read all the ads in farm papers during
his heavy burden months, he wouldn't
be too tired to listen to the radio.

Murphy's Barnyard Jamboree was con-
tinued throughout the summer of 1936
and the sales curve did not have its usual
summer dive. Supplementary feeds con-
tinued to sell and Murphy is now a 52-
week radio advertiser.

Feed was scarce in 1937. All through
the winter farmers had to buy most of
their needs. When the summer came the
farmers sighed with relief. Feed bills had
ended. The stock could be tumed out to
pasture. However, the stock did need
enriched foods and Murphy had to sell
the idea and his products.

Came the Murphy Big Radio Contest.
From May 14 until August 1 WHO and
WLS carried the news of prizes like a
tractor, house trailer, Shetland pony.
wrist watches, baseball gloves and a
number of other gifts for users of Murphy
feeds. All listeners had to do was ta
describe why they liked Murphy products
best. Entry blanks were placed in all
bags of Murphy feeds. Thousands af
entries were received and more than
1,500,000 pounds of feed sales were
directly traced to the summer contest.
The competition became a regular part
of Murphy’s advertising until 1942 when
the war made it difficult to obtain mer:
chandise for prizes.

Murphy's educational pamphlets, which
serve as helpful guides to increased live-
stock production, are now given away on
programs of farm news and market re-
ports on WKZO0, Kalamazoo; WOWO,
Fort Wayne; WDAY, Fargo; WMT,
Cedar Rapids and WDAF, Kansas City.
Each of the pamphlets tell a story that
leads to more profit for farmers—to in

(Please turn to page 42)
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Another Network ’flgéz-f'or CKLW!
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ADAM J. YOUNG, Jr., Inc.
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H. M. STOVIN, Toronto
Canadian Representative

J. E. CAMPEAU, Managing Director
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PART T

What Broadeasting Stations Think About

tation representation doesn't stop at
selling. That is indicated by a sur-

vey of a nationwide cross-section

of stations just completed by sroNsoRr.
It is double checked by a survey of sta-
tion representatives themselves.  What
sponsors and agencies get from representa-
tives is less than 50 per cent of what a
well-staffed representative does for his
stations. While 100 per cent of the
station-sample voting indicated that
representatives do a job for the stations
only 86 per cent stated that they thought
that reps do a job for advertising agencies.
The returns indicate that the same per-
centage of stations felt that reps do a job
for the industry but only 69 per cent felt
that they should serve sponsors directly.

Actually, the job being done for sta-
tions by qualified reps is amazing. These
men work on everything that a station
does to stay in business from rate cards
to network affiliation. Where there is no
network affiliation and even where there
is, advice on programing is often as vital
as network information. Station man-
agers are [requently too close to their
own operations to effectively judge their
program schedules.  So their station rep-
resentatives, located generally in the key
radio buying markets, are able to evalu-
ate both networks and programing for
them objectively.

Network sclection may secm a simple
operation. If a station can't obtain
number one, it takes number two and so
on down to number four. However, sta-
tion reps point out that in many cases it's
advantageous to take number three, and
sometimes number four, in certain mar-
kets. There is much more to it, a key rep
pointed out, than just making a network
connection.
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In the matter of programing, station
representatives are time and time again
called upon to point out to their stations
that what seems to be a varied (some-
thing of everything) schedule, just isn't
interesting to a nacional advertiser who
knows that local listening is acquired by
a station generally via “block program-
ing."" Handling a number of stations, the
representative knows not only what builds
audiences but what national sponsors look
for when they place spot business.

Standardization of rate cards has been
made casier through the cooperation of
station representatives. The NAB Time
Buyers Committee have had effective co-
operation in getting stations with repre-
sentation to sce the need for specific in-
formation on rate cards. However, the
reps have a far more extensive job than
that. Somie of them have spent years
educating their stations on rate funda-
mentals. In a number of cases the station
managers have sat down with their station
reps and battled out a card between them,
The manager knows what he needs to
cover his operating costs and what his
principals expect from their investment
in the property. The station reps on
their part know what station time can be
sold for in the market in which it's
located. The final rate card is often a
compromise between these two funda-
mentals . . . and the good station rep is
invaluable (according to his stations) in
arriving at a saleable rate structure.

Station representatives are also in daily
service as consultants on operating policy.
In this field their services increase daily.
Several representatives have added per-
sonnel recently wlhose major responsi-
bility is working with stations on operat-
ing problems. Promotion and research

STATI0

men are now standard in many offices.
With FM, FAX, and TV fast becoming
factors in broadcast operations, the sta-
tion manager finds his station representa-
tive increasingly important in an ad-
visory capacity—although the station
representative still must be a business

producer. If he doesn't bring in the
business all other functions are fast
forgotten.

The major station squawk seem to be
that most representatives have too many
outlets to handle. This objection s
usually made by the small station which
requires almost 100 per cent of a repre-
sentative’s time selling it, Most man-
agers of new stations will admit they
know that representation of their small
operations will cost the firm they select
money during the first year or two, and
they take that into consideration in
making their appointments.

Stations for the most part realize that
without representation they just wouldn't
be able to handle or even get their share
of national business. To quote one, “a
station representative is a keystone in the
national spot business picture—and sinee
more than half of our dollar volume {not
counting our network income) comes from
national spot chain break business placed
through our representative, where would
we be without him? There's not the
slichtest question but plenty of station
representatives have been living off
‘transom business.’ But they have ready
and available transoms—and that's im-
portant. Ifstation representatives hadn't
been in business during the last 15 years
and sold the idea of spot advertising, most
stations would be struggling along where
we were at that time."

Another station manager loves his rep,

SPONSOR
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LEPRESENTATIVES

but "l wish we could sell him on the
necessity of convincing advertising agen-
cies and sponsors that all spot business
shouldn’t be placed in station breaks and
participating programs. We build fine
programs and then fail to sell them. If
sponsors and agencies could only realize
that they can develop the listening and
buying habit on a local level just as they
do on a national level . . , with programs,
the entire industry would profit.”

Some of the firms realize that their
greatest job, their so-called sustaining
obligation, is to sell non-radio advertisers
on including broadcasting in their bud-
gets. They realize that much of this mis-
sionary work is of a long term nature and
that even when the business develops
they're not certain they'll get more of it
than the representative who didn't knock
on sponsors' doors,

Representatives run the gamut from
straight selling to real station advisory
service. Some, in servicing their stations,
actually lay out rate cards, conduct
special research projects, including diary
studies, and regularly release broadsides
selling both the stations and their indi-
vidual programs. One representative has
conducted two studies on the effective-
ness of spot broadcasting, paying the en-
tire bill. These surveys were made in a
town where the representative had no
stations so that they would not be sus-
pect.  Another has devoted his trade ad-
vertising to selling the idea of spot adver-
tising rather than to impress prospective
station clients.

Counsel which one representative gave
two of his stations saved those stations
from making network commitments which

(Please turn to page 41)
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and what representatives think

about themselves

What Stations Want*

from representatives

I. More factual selling

) "‘:ulll{lle‘l('" rrprr.-rntuliull

3. Exchange of ideas

I. Contract detail handling

3. Intensive trade relations

6. Contacts, conlacts amnd more contaels
7. Original research

4. Supplementary promotion

9. Availabilities at all prospeets

10. Understanding of their operations

* In the order of their imporlunce as scen by stalions themselves

What Station Representatives Give ™

I. Inercased dollar volume

2. Promoltion

3. Ageney contacts

1. Rate card information and planning

5. Programing recommendalions to stations
6. Overall station operation advice

1. Help on special sales problems

8. Sales research

9. Program research

10. Media education (1o ageneies and sponsors)

* In order of imporlance as seen by represenlalives themselves

25




"

MAILING

RADIOS

MOST ﬁ/ﬂ/f/

D T |

BROCHURE GIVE AWAY

AMERICA’S FUNNIEST HUSBAND AND WIFE

Coast-to-coast via transcription for local and re-
gional sponsors ""EASY ACES" is hitting new "highs"
in ratings and promotion! Teaser spots by Goodie
Ace—special Xmas and New Year's spots by Jane
Ace—Red Cross and Community Chest plugs by
Goodie ond Jane—newspaoper photos, mats, pub-
licity. Never before such a promotion campaign on
any E.T. show. 1040 quarter-hour programs. Write
for avoilabilities.
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M. Sponisar. Asks

Should advertisers retain frequeney discounts carned
over a o2-week Iu'riml when renewing for identical

service for another contiguous evele?

Richard H. Amberg

Director of Public*Relations
American Transit Association

The

Picked Panel
ANSWErsS

M. \mberg:

It seems to me
that the main ob-
jection to permit-
ting advertisers to
continue an earned
frequency dis-
count bevond a
52-week cycle has
been fear on the
part of stations
that they would
set a precedent which would ultimately
cost them money.

It has been my experience that the
reverse has been true . . . that the fairness
in permitting an advertiser to continue
his schedule at his earned rate beyond a
52-week period without risking short
rate, has enabled stations to hold business
Many
an agency and advertiser has thus been
cnabled to project a schedule for a con-
tiguous cycle which might otherwise have
been dropped. Recently a leading radio
representative told me that 90 per cent
of the stations he represents, faced with
the danger of losing business through the
rate increase necessitated by the start of
a new contract year, would actually grant
the continuance of the current earned

they otherwise would have lost.

rate into a new contiguous cycle.

S0, why not publish the fact and put
another issue squarely on top of the
table? Actually, the arguments against
the policy on grounds of principle appear
to me to be strictly academic. Obviously,
no matter what the arguments pro or con,
those stations which fecl they would lose
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money by adopting a continuing earned
rate policy, aren’t going to do it. Others,
who believe in making their facilities easy
to buy and have found no evidence of
loss, will grant the carned rate knowing
full well that an advertiser should be en-
titled to an carned bulk rate hased on his
continued patronage, and not be penalized
because he is riding along with them.

Wus. Doty Epouarpe

Timebuyer

Badger and Brewning & Hersey, Inc

Station dis-
counts over a 52-
week  period are
measured against
a fair margin of
profit, if made in-
telligently. If an
advertiser re-
tained his dis-
count beyond the
52nd week, the sta-
tion would, in all probability, find itself
running up against a fundamental law . . .
the law of diminishing returns. Many
times, the station discount of 52-weeks
is the maximum discount it can afford,
and it can give this only if full 52-week

periods are used.

| consider the 52-weck discount period
in radio a fair projection. Beyond that,
it is hard to speculate. In the event of a
union pay raise, or unusual operating ex-
penses, a station manager stuck with such
a discount structure would lose money'.

If 1 were a station manager, with time
to sell, I would sell it at the same rate for
13 weeks . .. or 26 weeks . . . or 52 weeks.
The problem differs greatly from that of
a man buying carloads of merchandise
rather than buying one at a time over a
counter. Even there you'll find that a
manufacturer can give discounts only up
to a point.

With the lack of assurance that exists
in radio as to renewals from year to year,
I consider the 52-week projection sul-
ficient,

KARL KxNIPE
Vp

Anderson, Davis & Platte, Inc.

My answer to
your question con-
cerning the reten-
tion of frequency
discounts would
be, emphatically,
yves! | can see no
reason why an ad-
vertiser who is
willing to continue
a campaign be-
yvond an original 52-week period should
be penalized by having to revert back to
his original state of a new advertiser.

| have always been under the impres-
sion that the reason for time discounts
was an endeavor to maintain a regular
and constant schedule, but, inaugurating
a policy whereby an advertiser, in effect,
starts over again at the end of each 52
week cycle is inconsistent to the general
policy of constant broadcasting.

In other words, it is making it easy for
the advertiser to drop out for an in-
definite period after completion of a 52
week cycle and pick up at any later time
without penalty. Then too, in the sense
of fairness itself, one advertiser may come
plete a 52-week cycle, drop out for eight
weeks, start again and complete another
52-weck cycle and would enjoy the same
discounts over a span of 112 weeks that
another advertiser would enjoy during
104 weeks of constant hroadcasting.

R. E. DUNVILLE
General Manager
Station WLW
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Frequency dis-
counts are granted
to advertisers be-
causc broad-
casters cian fl”lﬂl'l.l
to sell time at re-
duced rates when
they are assured of
continuous spon-
sorship. Likewise,
they constitute re-
wards to advertisers who subscribe to
such a continuous sponsorship policy.

The denial of a frequency discount
earned during a preceding year would be,
in my book, a flat statement that “I
don't want vour business.” Such action
would imply that the broadcaster would
rather sell time on a short term basis.
More important is the fact that an adver-
tiser's application for a renewal of service
is an expression of faith in a particular
program or station. To permit the ad-
vertiser to retain the frequency discount
justly earmed can be construed as a re-
ciprocal expression of confidence.

One word in the question under con-
sideration should be underscored, how-
ever., That word is “contiguous.” A
lapse between contracts should eliminate
the discount.

Rocer W. Crirr
General Manager
Station WFIL

In answcr‘: to
your question, it
has always been
our contention
that this problem
is one of individual
station policy
! which may be af-
fected by the local
competitive situa-
tion in that market.

A few years back, one Chicago adver-
tising agent brought up this question and
we discussed it with several stations that
would be affected with this one program
advertiser. Of these stations, 15 in num-
ber, only one favored the contiguous fre-
quency discounts beyond the 52-week
period. The networks are divided on this
issue, as you know, since NBC, CBS, and
ABC do not permit advertisers to earn
discounts beyond a 52-week period.

On an average, we feel that in the
majority of cases, radio stations will find
it sounder business policy to keep alj
frequency discounts on a 52-week basis,

JoserH HERSHEY McGILLVRA
President
Joseph H. McGillvra, Inc.
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We know how HE measures
. . a length at a time! But
what measure do YOU use

when you size up a station?

COVERAGE?
BMB gives WFBM the highest percentage of listeners of

any station measured in the rich central Indiana area!

HOOPERS?
WFBM is first in over-all ratings in the Fall-Winter report,
1946-47!

SUCCESS STORIES?

WFBM has enough on file to keep you reading over any

weekend.

REPUTATION?
WFBM is the oldest station in Indiana . . .

prestige for over 24 years!

operated for

MERCHANDISING?

WFBM merchandising men are in the field 52 weeks every
year. Persistent promotion builds bigger audiences for
WFBM sponsored shows.

COSTS?
Any time, day or night, WFBM delivers a bargain buy in

spots or programs.

Libe THodest Peosle 7

Gosh, we COULD have told you the WHOLE story . . . but
ask the fellow at The Katz Agency for the rest of it!

BASIC AFFILIATE: Columbia Broadcasting System

w F B M Represented Nationally by The Katz Agency

INDIANAPOLIS
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So that Amefica may draw inspiration from
and find guidance in the immortal story of

The greatest life that was ever lived... S L8

American Broadcasting Company

presents. . . Tbe 9\‘&3"&’5" fgfovy gver Tolb

Sundays at 6:30 P.M. EST sponsored by {f"

:
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The Goodyear Tire and Rubber Company
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SN ADVERTISING

Goodyear obtains business with
Sunday p. m. biblieal airving

It's the finest of fine arts —selling via the air, without ad-
vertising. A number of great corporations have achieved
real results from broadcast advertising with a minimum
of sales copy, but Goodyear Tire and Rubber Company's
sponsorship of The Greatest Story Ever Told is the first attempt
(with the exception of The Doctors Talk It Over, sPONsOR,
* April 1947) to turn airtime into salestime with no commercial
copy atall. The Doctors Talk is geared to reach only a small
segment of the great American listening audience but The
Greatest Story Ever Told is addressed to everyone, for Good-
year sells everything rubber from rubberized fabrics to
tractor tires. To reach a mass audience without even re-
minder copy on the air is a unique achievement, one that only
an inspired idea such as The Bible in modern language (not
slang but 1947 wordage nonetheless) could hope to accomplish.

The Greatest Story Ever Told is a public service gesture, a
gesture which is an oasis in a radio desert of straight com-

ated stations of a network take very few religious sustainers
and, except in a few special cases, local biblical reenactments
are usually heard only by families of the actors. A series of
e. t.'s produced on the West Coast was heard foi years but
nothing happened to shake radio from its usual commercial
formula,

Goodyear's presentation is different not only in its lack of
commercial hoop-la but in its very conception. Fulton
Oursler, who years ago founded the sensation-seeking New
York Daily Graphic for Bernarr Macfadden, who discovered
Walter Winchell, and who in more recent years has become
senior and religious editor of Reader's Digest, has been crusad.-
ing for a long time to bring broadcast light to bear upon what
he refers to as “the little understood teachings of Christ."
Oursler is said to have read 1,000 books on the subject, to
have made many trips to the Holy Land, and to be one of the
best-informed laymen on the life of Jesus.

First advertiser to display interest in The Greatest Story
Ever Told, which is Fulton Oursler’s idea come to life, was
Standard Oil of New Jersey. They were sold by Rayshow,

mercialism. There is not the
slightest tinge of commercial
religion abcut any of the
| broadcasts. Here are the days
| of Christ come to life in such a
way that even the Conference

rsed it, the League send-
out 300,000 cards to its
bers urging them to listen

- The Bible has been drama-
ed before. During broad-
g's early days, bringing
e Bible to the air was stand-
practice with every pro-
1 director who came to the
s and with every pro-
- man at every station
roughout the country, Bibli-
al dramatizations were and in
many cases still are standard
public service practice. But
ew of these programs reach
any ears. Light of the World
~has been a standard daytime
program for General Mills for
ears but has just gamered an
audience about the same size
s any daytime serial. Affili-
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G. BROMLEY Oxmam
BisHoP oF THE METHOBIST CHURTH
Tee NEw Yome Ancas
IS0 Firre AVENUE.NEw Yanu 1), NY

Jaounry 24, 1947

Mr. Mark Woods

Amorican Brosdcasting Company
30 Rockefeller Flats

Wew York, lew York

Wy dear ir. Woods:

Mrs. Ozoam and I went to the "preview™ of the
new rudio progras satitled “The Createst Story Ever Told™,
Te regard thie as a highly significaat ceatributica to the
oation. 1t is significsnt to me that it s sponsored coe=
meroiaily. I was particularly impressed by the dignifieg
way in which coodyear Company L& menticned. It le 18 ne
canse obtrueive. I s= of the opinlon that this venture
will prove tc be not oaly of grost relipicue welue, but
limwiss profitsble to Coodysar.

The progras is good drara. It treetr a sacred
thete with s reverenoe that e not overdone, but the
approprinte. The seseatisl messsgs of the Sood Sa
i terme of tolerasce and ma eventusl world nelphh
ie most ponvincing. Framkly, I lsft the roo A
of 1ift,

I sz very proud of the fsct thet our Brosdessying

Companies sea the wisdom of thls kind of pres
would seso to me that nothing but good Irom every point of
view oan follow thie progras.

May 1 aleo thank you for the Criepdly snd edur=
teous way in which we were recelved.

B0 sadr

Inc., a radio program produc-
tion group which also repre-
sents Reader’'s Digest, Radio
Edition. Esso paid for the
audition recording but per-
mitted its option to lapse.
Rayshow then took the record-
ing to Kudner Agency, Inc.
Jim Ellis, president of Kudner,
at once realized that the idea
reflected the personal philoso-
phy of Paul Litchfield, chair-
man of the board of Goodyear,
as indicated by Litchfield’s
book, Auwtumn Leaves. Ellis
took the transcription to Akron
and played it for Litchfield and
other company executives.
They liked the sample but had
reservations on Rayshow's
ability to maintain the stand-
ardset in the audition. So Kud-
ner and Rayshow did two more
auditions on wax and con-
vinced Goodyear that the
standard could be maintained
week in and week out. Good-
year bought the package the
first week in January of this
year and it was nn: the air by
January 26.
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Many Goodyear executives thought that a logical **non-
advertising” approach to their sponsorship of the presenta-
tion would be an introduction that stated that “Goodyecar
Fire @ind Rubber Company, the greatest name in rubber,
brings you The Greatest Story Ever Told," but Litchfield put
an end w that type of thinking very quickly. There were
others who wanted no Goodyear mention at all, but the
FFederal Comnumications Commission requires all sponsored
programs to credit the advertiser.  Altheugh this ruling
wasi't promulgated to cover cases like this, but to prevent
uncredited political airings and opimion-forming broadcasts,
the rule could not very well be altered for Goodyear or any
other straight commercial organization. So the program is
introduced as ' The Greatest Story Ever Told, presented by the
Goodyear Tire and Rubber Company,” and signed off with
“This program was brought w you by the Goodyear Tire

and Rubber Company."

OUR SUNDAY VISITOR

o R e g The Popular Navwoal Catholie Attion Werkly Prities

When a clerical editor headlines his report on a radio
program with a straight commercial plug for program's
backers, it points out fact that programs themselves do sell

As socn as the word got around that Goodyear was buying
a network program on the American Broadcasting Company
chain a number of Goodyear dealers bought spot time before
and after the program.  When the home office heard about
it all tie-in broadcasts were cancelled. The non-commercial
aspect would have gone right out the window if the dealers
had been permitted to buy 100-word announcements cither
before or alter the broadcasts. As a matter of record The
Greatest Story Ever Told is the only program on the air that
does not promote tie-in business for stations locally—yet the
stations love it. The Greatest Story Ever Told is heard on
what is known as station option time—the time when stations
are not required contractually to take network programs. In
order to accept a chain program the stations are frequently
forced to cancel out a profitable local commercial bringing
them many times what the national show does. Clearing
time for The Greatest Story was a gigantic headache for the
network until the stations heard the show and then clearance
was practically routine. The program had 196 stations when
it bowed in and now has 199. Two days before the first
airing ABC sct up a closed circuit for its stations. (Closed
circuits are conference meetings held through the facilities of
the network telephone lines at a time when no program is
being transmitted by the chain.) Each station invited key
local men from the fields of religion, education and civic affairs,
to attend the closed circuit meeting in their studios. As many
local pastors as could be reached came into the studios and
heard Mark Woods, ABC president, me a program which
introduced Fulton Oursler, Dr. Willard Johnson, vp of the
National Conference of Christians and Jews, Dr. John
Sutherland Bonnell, pastor of the Fifth Avenue Presbyterian
Church (N. Y.), and Reverend Father Vincent Donovan,
Spiritual Director of St, Paul's Guild. All pointed out the
interdenominational quality of the planned broadcasts, which
are directed only "at the rcturn of the world to Christ’s
' Following the closed circuit mectings each
station sent wires to church and civic groups beyond the
local marketing arcas. Each big city station was allotted a
specific number of wires to be sent, the cost being shared
between the nerwork and the sponsor. In 33 cities 3,135
telegrams were sent over the signatures of local station
managers.  The results were outstandingly good in both
listening and critical reaction.

Although The Greatest Story Ever Told is presented as

teachings.’

( Please turn lo page 50)

32

(]

g BT 1540 DN YOUR
- REMEMBER

DIAL

50000 WATTS - CLEAR CHAMMEL

| PROGRAMS 0
|
[

KXEL's colorful "memo’* car card, like other ABC stations'
transit ads, consistently feature Goodyear's biblical airing

Hear

"The Greatest Story Ever Told”

A New Departure in Redia Progrme

The Bible Dromahized by
the Best Talent in Rodio
A HEW 30 MINUTE FROGIAM

Boved on Epreder w the
Life of Christ

Tie Fubin of Sen S S | —
Pt e By e Bos

Tune o Sendoy, 530w 00 F M

| — iy W v B

w KBIX =

\ |GREAT

™, B e it ]
\ - ——
~ THE STORY “The Predigal Soa®
THAT EVERYRODY
WANTS TO MEAR Toseys Drore
Filfwat — f ptgy — 4 fuacet ==
e e The Greatest Story Ever Told
o 420 P
KMLB %
=1 | wowo
x e,

"No commercials,”” "new departure,” "unforgettable’ is the
way these advertisements characterized "'The Greatest Story
Ever.Told." Commercial public service rates that from stations
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ROAD TO RESULTS

(Continued from page 19)

a key executive to say hello. A Westing-
house distributor had never been able
even to talk to the man who said “no”
at a certain account, but when Ted
Malone was in this executive's town he
casually dropped in to shake his hand and
to hope that he'd have time to listen to
Ted Malone. The executive managed to
have all his business friends stop by
while Malone was talking to him and the
next week the Westinghouse distributor
had the account in the house. Malone
had accomplished without direct selling
what the distributor hadn't been able to
do in 10 years.

Some shows cost a fortune to travel and
these logically can’t be expected to travel
consistently. Traveling expenses of great
casts like those of the Metropolitan Opera
cannot be shouldered for any length of
time, even by oil companies like Texas.
However, when the Opera traveled pre-
war, Texas did sponsor remote pick-ups
of the regular Saturday performance and
felt that the special costs were justified.
(It did not pay all the travel expenses
because the Opera was making its usual
spring out-of-town appearances —all Texas
paid for was special lines, promotion, and
batches of tickets for key Texaco dis-
tributors,) It is not picking up any re-
mote airings this season.

The programs that travel and wrap up
a town are those like Vox Pop (CBS),
Dr. 1.Q., (INBC) and Professor Quiz (ABC)
These are low-cost operations and require
only asmall traveling group, unlike bands
and big variety or dramatic programs.

A production like the Parks Johnson-
Warren Hull question-popper (Vox Pop)
starts its schedule by asking the sponsor's
sales manager, “Everything else being
equal, where would you like us to go?"
When the s.m. has made his suggestions
the tour is laid out. The show is so
tailored that it seems part of the town
from which it's broadcast. Vox Pop
doesn’t just give things to its program
guests; it spends hours, to discover just
what each guest would like most.

Both Johnson and Hull visit key dis-
tributors and dealers, shake hands, talk
about the sponsor and his product with
genuine interest. There's direct sales
action when Vox Pop “takes over” a
town. Typically a New England store
keeper told Johnson that Lipton Soup
sat untouched on back shelves until he
started popping. Now, said the dealer,
he can't keep the stuff in stock, it moves
so rapidly. One reason for the previous

(Please turn to page 36)
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BUT—rvou woN'T FLOAT INTO
WESTERN MICHIGAN
WITHOUT WKZO-WJEF!

lere are some figures (Hooper ligures, incidentally) that have
opened a good many eyes. reecently. We hope they'Il do the
same for vou!

From 12 noon to 6 p.m.. Mondays throngh Fridays. WKZ0-
WIJEF have a 37.1%

ALL other CBS stations combined have 11.7 % —

Share of Audienee in Grand Rapids—
Kalamazoo.
ALL NBC have 27.3%—ALL ABC have 13.8% —ALL MBS have
6.4%!

In other words, yon eould use erery other station heard in
Western Michigan—and still miss over a third of your after-
noon audienee (and our morning and evening fignres come
out the same way)!

Ask for the eomplete Hooper Report—from ns, or from Avery-
knodel. Ine. Or. for that matter, just ask any advertiser whao

has ever done a top-noteh job in Western Michigan. . . .

* John V. Sigmnnd of SL Lowis did it in 19 0 8% hours, 52 minnles

WKZO),

i) C.BS)
EA ER \"IES En“ “ICI‘“G (,
GREAT T A

WJEF

r s
1IN GRAWD RAP\D
F:EDSTKE'NT COUNTY (4-3 ]

BOTH OWNED AND OPERATED BY FETZER BROADCASTING COMPANY

AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES
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Monthly Tabulation of Advertising by Categories ‘

MAY: SOAP AND CLEANSERS

sowor | Aawio | _moour | mosws | won |

Armour & Co.,

Foote, Cone &

Chiffon Flakes

Hint Hunt (CBS), MTWTF 3:45-4 pm,

Live, e.t., spots and breaks,

Chicago Belding, New York 25 stations 41 stations
B. T'N'Be?byf;:_'krm" Duane Jones, Bab-O David Harum (CBS), MTWTF 10:45- | 1-min e.l. spots, 4 stations

Chemicals, Inc.,

Qakland, Calif.

New York

11 am

Lora Lawton (NBC), MTWTF 11:45-
12n

Clean-O Chemicals,
New York

Garfield & Guild,

San Francisco

Vano Household

Cleaner

Meet the Missus (CBS), Fri 2:30-2:45

pm pst, 11 Pacific stations

Colgate-Palmolive-
Peet Co.,

Jersey City, N. J,

MNew Century,
New Yark

Cleanser

Clean-O Program, MTWTF 10:30-
10:40 am, WOV (N. Y.)

Ted Bates,
New York

Palmolive Soap

Judy Canova Show (NBC), Sat 10-
10:30 pm

Kay Kyser's College of Music and
Knowledge (NBC), Wed 10:30-11 pm

William Esty,
New York

Cudahy Packing Co.,

Chicago

Sherman & Mar-
quette, New,York

Super-Suds, Vel

General Foods Sales
Co., Inc., New York

Grant,
Chicago

Ajax Cleanser

Blondie (CBS), Sun 7:30-8 pm

National e.t. spol cam-

paign, all major markets

and 1-min e.l. spots, several
eastern markets

Andrew Jergens Co.
(John H.Woodbury

Co. div.), Cincinnati

Young & Rubicam,
New York

Old Dutch Cleanser

Nick Carter (MBS), Sun 6:30-7 pm

La France Bluing
Flakes, Satina

Second Mrs, Burton (CBS), MTWTF
2-2:15 pm, 65 stations

When a Girl Marries (NBC), MTWTF
5-5:15 pm, 16 stations

Live spots, B stations

Robert Orr,
New York

Woodbury Facial Soap

New Louella Parsons Show (ABC),
Sun 9:15-9:30 pm

Live, e.t., spots, 2 stations

Kirkman Soap
Products, New York

Newell-Emmett,

New York

Kirkman's Flakes, other

soap products

Can You Top This? Wed 8-8:30 pm,
WOR (N. Y.)

Lever Bros.,
Cambridge, Mass.

Ruthrauff & Ryan,
New York

Rinso, Lifebuoy

Amos 'n' Andy (NBC), Tu 9-9:30 pm

1-min e.t. national spot
campaign, products alter-
nated periodically

Ruthrauff & Ryan;
J. Walter Thompson,
New York

Lux Flakes, Soap

Aunt Jenny's Real Life Stories (CBS),
MTWTF 12:15-12:30 pm, 45 stations

Young & Rubicam,
New York

Swan Soap

Joan Davis Show (CBS), Mon 8:30-
8:55 pm

J, Walter Thompson,
Mew York

Lux Flakes, Soap

Lux Radio Theater (CBS), Mon 9-10
pm

Los Angeles Soap Co.,

Los Angeles

Raymond R. Morgan,

Hollywood

White King Soap, Sierra
Pine Soap, Scotch Triple

Action Cleanser

Frank Hemingway (ABC), TTS 5:45-6
pm pst, 21 Pacific stations

=
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Manhattan Soap Co. Duane Jones Blu-White Flakes Katie's Daughter (NBC), MTWTF 10- | |;
’ ' ' ) ive, e.t., spots and breaks,
New York New York Sweetheart Soap 10:15 am, 45 stations news, Iim}t:d national spot
campaign

Rose of My Dreams (CBS), MTWTF
2:45-3 pm

Strange Romance of Evelyn Winters
(CBS), MTWTF 10:30-10:45 am

Pacific Coast Borax McCann-Erickson, Twenty Mule Team Sheriff (ABC), Fri 9:30-9:55 pm
Co., New York New York Borax, Boraxo, other
products

Potter Drug & Chemical] Atherton & Currier, Cuticura Soap — -min liv 4
Corp., Malden, Mass. New York 1-min IIL;; I:;,tr.i(::::ots, 0

Procter & Gamble, Compton, Ivory Flakes Tom Breneman's Breakfast in Holly-

Cincinnati New York wood (ABC), MTWTF 11-11:15 am
Duz Road of Life (CBS), MTWTF 1:45.2 —

pm, 76 stations
Truth or Consequences (NBC), Sat
8:30-9 pm

Ivory Soap Big Sister (CBS), MTWTF 1-1:15 pm,
68 stations

Mystery of the Week (CBS), MTWTF
T1-7:15 pm, 63 stations

Right to Happiness (NBC), MTWTF
3:45-4 pm

Lowell Thomas (CBS), MTWTF 11-
11:15 pm, 16 stations

Benton & Bowles, Ivory Snow Kenny Baker Show (ABC), MTWTF
New York 12-12:30 pm
Rosemary (CBS), MTWTF 11:45-12 n,
58 stations
Dancer-Fitzgerald- Dreft Joyce Jordan, M.D. (NBC), MTWTF | National e.t. spot, chain-
Sample, Chicago 10:45-11 am break campaign, all major
Young, Dr. Malens (CBS), MTWIF | "orkets for Dreft, Spic
1:30-1:45 pm, 45 stations
Spic and Span Perry Mason (CBS), MTWTF 2:15-
2:30 pm =
Spic and Span, Ivory | Life Can Be Beautiful (NBC), MTWTF
Snow, Dash 3-3:15 pm, 72 stations =
Dreft, Prell Lite of Riley (NBC), Sat 8-8:30 pm R
Oxydol Jack Smith Show (CBS), MTWTF 7:15- Lo
7:30 pm, 82 stations
Ma Perkins (NBC), MTWTF 3:15-3:30
pm, 144 stations; (CBS), MTWTF
1:15-1:30 pm, 75 stations
Pedlar & Ryan, Camay Soap This Is Hollywood (CBS), Sat 10:15- =
New York 10:45 pm
Camay, Dreft, Pepper Young's Family (NBCQ), —
Ivory Snow MTWTF 3:30-3:45 pm
Kastor, Famrell, Chesley Dreft, Tide Drene Show (NBC), Sun 10-10:30 pm
& Clifford, New York
Biow, Lava Seap F. B. I. in Peace and War (CBS), Th
New York 8:30-8:55 pm, 79 stations
Sterling Drug Co., Dancer-Fitzgerald- Energine Cleaning Backstage Wife (NBC), MTWTF 4-
ew York Sample, New York Fluid 4:15 pm
Bride and Groom (ABC), MTWTF
2:30-3 pm
Stella Dallas (NBC), MTWTF 4:15-
4:30 pm, trailers
Zeke Manners (ABC), MTWTF 7:30-
T:45 am
Swift & Co., J. Walter Thompson; Cleanser Breakfast Club (ABC), MTWTF 9:15- Live spots, 2 stations
Chicago Needham, Louis & 9:45 am

Brorby, Chicago

|
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Hit Tunes for MHay
(On Records)

ANOTHER NIGHT LIKE THIS oo

Dick Haymes—Dee¢. 23731 . Deti Arnar—Vie, 20-2052 . Hal Derwin—Cap, 336
Herb Kern-Lloyd Sloop—Tempo 984 . Hal Winters-Jose Morand—Apollo 1034
Don Allredo — Pan-Amer. 076 . Larry Douglas—Sig, 15085

Tommy Tucker— Col. 37339

FOR SENTIMENTAL REASONS ouche

Eddy Howard—Maj. 1071 . Charlie Spivak—Vic. 20-1981
Ella Fitzgerald—Dec, 23670 . Dinah Shore—Col, 37188 . King Cole Trio—Cap, 104
Al Kassel—Vogue 781 .« Fren Warmen—Cosmo 514 . Bown Dols=—Manor 1041

Skip Strahl—Emerald 106
ILLUSION o

Hal Winters-Jose Morand—Apollo 1034 . Don Jose—Golham 3003
Xavier Cugat—Col, 37319 , Bobby Doyle—S5ig. 15079 . John Paris—Vic, 26-9081

IT MIGHT HAVE BEEN A DIFFERENT STORY

(Campball-Porgie)

Tex Beneke—Vic. 20-2123 . Hal Derwin—Cap. 377 . Buddy Clartk—Col. 3730%

IT TAKES TIME corer

Benny Goodmen—Cap. 376 , Louis Armsirong—Vic. 20.29%9 :
Doris Day—Col. 37324 . Guy Lombardo—Dec. 238565)

MANAGUA, NICARAGUA creore

Freddy Marlin—Vic. 20-2096 . Guy Lombardo—Dec. 23782
Koy Kyser—Col. 37214 , Gorden Trio—Sonora 3032 . Julie Conway—Sig, 15086
Two Ton Baker—Mercury 5016 . Dick Peterson—Enterprise 51

Jose Curbelo—Vic. 20-9015

MY ADOBE HACIENDA c--»

Billy Williams—WVic. 20-2150 . Jack McLean—Coast 8001

Coffiman Sisters—Enl. 147 . Esquire Trio—Rhapsody 102 . Hammendairn—Mars 1037

Eddy Howard=—Maj. 1117 . Russ Morgan-Kenny Baker—Dec. 23846

Bobby True Trio—Mercury 3057 . Art Kassel—Vogue 785 , Dinning Sisters—Cap. 389
Louise Massey—Col. 37332 , Billy Hughes—King 409

MY PRETTY GIRL

Spike Jones—Vic, 20-2023 , Cliffie Stone—Cap. 378" s
Lawrence Welk—Dec, 23878 . Ted Straeter—Sonora 2029

THAT'S HOW MUCH | LOVE YOU v

Bing Crosby—Dec. 23840 , Frank Sinatra—Col. 379231 , Louls Prima—Masj. 2107
Eddy Amold—Vic. 20.1948 . Alvino Rey—Cep. 363 . Wally Fowler—Mere, 6031
Fred Kirby—Sonora 7023 . Red Foley—Dec. 46028

UNLESS IT CAN HAPPEN WITH YOU cun

Three Suns—Vie. 20-2197 . Frankie Carle—Col. 37311 . Lawrence Welk—Dec.*
Johnny Long—Sig. 15109 ., Mr. & Mrs. Andy Russell—Cap. 386
Blue Barton—MGM 10014 ., The Staclighters—Mercury”

WE COULD MAKE SUCH BEAUTIFUL MUSIC

Vaughn Monroe—Vic. 20.2095 . Frankie Carle—Col. 372%2¢
M‘:Elc'; Lewis—Sig, 15068 . George Towne—Sonora 200¢
Billy Bulterheld—Cao. 371« Blue Bamon—M-G-M 10005

YOU DON'T LEARN THAT IN SCHOOL «v.u

Louis Armstrong—Vic, 20-2240 , King Cole Trio—Cap. 393

Rosemary Calvin—Maj. 1119 . Roberta Lee—Sonors 2016

Jack MecLean—Coast* . King Sistes—WVosgue * , Sunny Skyler—Metcury
Sherman Hayes— Aristocrat®

(Republic)

*Soon to be released

BROADCAST MUSIC INC.

38O FIFTH AVENUE + NEW YORK 19, N. ¥,

CHICAGO o

HOLLYWOOD

ROAD TO RESULTS
(Continued from page 33)
lack of sales effectiveness in this case may
have been the fact that the soup was
bemng kKept on the “back shelves," since
retail display has an important bearing
on sales today when so much shopping is
visual. However, even the move from
the back to the front can often be traced
to a show like Vox Pap’s being in town
.and once a product gets out of the
display dumps it usually staysout. John-
son has personally been responsible for
more and better displays for the products
that he's sold than any sales service man
for any product ever could be, A typical
giant display is seen in the opening page
of this report. In the midwest Liptan
Soup sales proved the best index of what
“the show that travels America” was
able to do for a sponsor. In five monthe
sales went from one carload per month
to 11 carloads. The success of this travels
ing show is not just a Lipton phenomenon,
Vox Pop in three years brought Kentucky
Club pipe tobacco national distribution
and the sale of the firm that manufac
tured it, at a substantial profit. It hiked
Bromo-Seltzer sales from three to I
million in five years. Of course the
Parks Johnson and Warren Hull person-
alities have much to do with its selling
cffectiveness but Johnson will tell vou
that he couldn’t do the job parked in any
one town. “If yvou don't travel _\rau'n-n:
crazy," is the Johnson credo,

Professor Quiz isn't crazy—he travels
all the time and has averaged 20 personal
Appearances a week on tour, In Jacksan-
ville, Florida, he recently made 27 pers
sonal appearances. He has said hello 1o
aver 50,000 people in one week. Not all
the appearances are direct business
getters for Amoco, the sponsor, since
children's hospitals, orphanages, and
veterans' mstallations set first call. Earle
travels with his wife, preceded by an
advance man (present whooper-up is Jack
Banner, of Banner & Greif, replacing
Frank Small who now is Professor Quiz's
manager). It's nothing special for Bannes
to te up every high school in an area,
the Chamber of Commerce, Rotary Club,
Masons, Knights of Columbus, colleges,
and even a key department or retail store
all in one town. And then to top
Banner has come up with the Govemor
introducing Professor Quiz on the show

Quiz has an entire routine worked out
for every appearance. The fact that he's
not only a genial mc but a magician and
a lecturer the formerly lectured on the
“Joy of hiving™) helps him over any per-

Please turn to page 47)
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SPORTS
Sponsorship -

1e°s a field all its own

ports are big business. That's been
type-pounded into the public con-
sciousness by the nation’s news-
papers for vears. What hasn't been too
evident is that sports have helped also to
build big business. The Atlantic Refining
Company's sponsorship of football, bas-
ketball, and baseball, General Mills’
sponsorship of baseball games for
Wheaties, Old Gold’s underwriting of the
Dodger and other games, Wrigley's airing
of a number of baseball games, and on the
West Coast the sponsorship of sporting
events by Signal Oil and other gasoline
corporations, have all made major contri-
butions to the annual financial statements
of the sponsors.
However, in no case have sports made
a more vital contribution than they have
lor the Gillette Safety Razor Company

which sponsors everything from the
World Series baseball games to the Ken-
tucky Derby. (Many of their sport

sponsorships have run on through the

years. This is their eighth year of Derby
sponsorship.)
Gillette is the pioneer safety razor

manufacturer and until the patents ran
out they were without real competition
except from straight-edged razors and the
barbers. It's many years since Gillette
was patent-protected and now there are
hundreds of competing blades and holders
which range from the expensive Rolls to
five-and-ten-cent-store brands. Despite
this the first quarter of 1947 saw Gillette's
net hit $2,904,062, or $1.28 per share of
the 1,998,769 common shares outstand-
ing. This was $227,339 better than 1946
and was achieved despite the fact that

G/LLETTE

TECH
RAZOR

Druggists display a World Series Special

the British plant was closed three weeks
the quarter of lack of
English operations account for

during because
power.
one-ninth of Gillette'sover-all operations.)

Gillette's major business is in blades
and in 1946 the profits were $20,585,-
381.36. It cost them roughly 12 per cent
of this sum ($2,300,000 advertising
of which by far the greater amount was
roughly $1,300,-
big-time

for

spent for broadcasting,
000. Gillette bought as many
sport events as they could and for each
used the network that best could clear the
Besides this, in order
to associate their name week-in and
week-out with sports, they bought, in
1944, Friday night prize fight broadcasts
from New York's Madison Square Gar-
week

time for the event.

den. Garden fights are on every

except during the period when the circus,

Silletle's prize-fight sponsorship is dramatized by streamers featuring fight thame, station call letters, dial position, and broadcast day and hour
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Broadsides keep dealers informed whenever
Gillette signs a top-flight sporting' event

ice show or other seven day or

longer event takes over the shrine of the

rodeo,

manly art. During these periods the
fights originate at the St. Nicholas
Arena.  Fights are broadcast locally in

New York over WHN from St. Nicholas
on Mondays, which keeps Gillette pro-
tected on an exclusive from this fight club.

Gillette's thinking is that the way to
reach male America is through sporting
events. It pays $150,000 -$175,000 for
the World Series rights each year and
pays fabulous sums for big fights like the
Louis-Conn heavyweight championship.
Sponsoring Louis title-defense tilts, Gil-
lette has seen local stations like WFIL
attain a 78.9 rating, which means more
than seven out of ten radio homes heard
Gillette commercials in Philadelphia on
June 19, 1946. Gillette generally has two
ficht telecasts a week over WNBT and
the NBC-TV network, one from St.
Nicholas Arena and one from Madison
Square Garden fre-
quently cause nearly 100 per cent of the

These scannings

television sets in the areas where they
can be seen to be switched to the channels
over which they are transmutting,  Gil-
lette hasn't learmned how to handle its

visual commercials vet, but since thev're

trymg every week they're likely to have a
sock formula worked out long before the
il medium takes over from the purely
idible one. UL S, Rubber has alsao tied
Up as many sporting events as they could
fior TV, and has sponsored a number of
mportant sport highlights.  Ford and
Uieneral Foods are paving the bills for the
38

Scturday, June Ttk ot 8:00 p.=. ENT
The Tist running of THE KENTUCKY DEEBY
Spousorad wyn e full C‘Hn\rmsﬂ &5

e

The Derby is to racing fans' what Gillette wants its razor to be to shavers. It's
America’s "'royal" track’event and with millions of men it's a once-a-year listening habit

telecasting of the Dodger baseball games
in New York and the former underwrites
sports all year round on WCBS-TV. |f
sports are important programwise for a
sponsor in radio they are twice as im-
portant in television which is using them
to pull up the'industry by its bootstraps.
Sports rate first in all current television
Program surveys.

Brewers have been quick to see the
value of baseball broadcasting and many
of the nationally known malt products
are paying the bills for the games this
season, including PPabst in New York,
Narraganset in Boston, Burger in Cin-
cinnati and Griesedieck in St. Louis.
Naturally, bascball broadcasts are heard
for the most part on independent stations
(sce Time is Flexible in Sport Contracts,
SPONSOR, January 1947). This means
more than usual promotion to let the fans
know where they can hear their favorite
in action. Since most sporting
events are essentially broad-
casts, they all require promotion over and
above what stations and
ploy in day-by-day use of the medium

nines
one-time

SPONSOrs em-

It also requires superb organization to
handle, football schedul
like Atlantic which in 1946
covered 123 college games, 107 high school

for instance, a
Refinmg's
contests, 26 professional games, using 54
announcers and SY stations.

Atlantic knows how important promo
tion is in the sports broadcast held, just
as does Gillette,
millions of the
Forecasts  weekly

and 1t has given away
Dick Dunkel Foothall

during cach scason

These point-of-sale broadsides give the
comparative strength of every team play-
ing during the week the giveaways are
available at Atlantic gas stations. This
entails forecasting, printing and distribu-
tion problems of huge proportions, but
Atlantic has proven that the bigger the
promotion in sportcasting the greater the
results. They pay over $10,000 a seasan
for the forecast figures alone. The entin
promotion, one-sheet posters for the gas
stations plus the forecasts, costs over
$100,000. This is the type of advertising
and promotion that advertising agencies
usually duck, but Ayer has taken it in
stride for more than 12 yearsand Atlantic
has found out that it pays in net profits
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Basketball is a difhcult sport to broad-
cast except for enthusiasts, but where it
has developed a great local following it is
hotter, fanwise, than football. Atlantic
broadcasts and telecasts the Pennsylvania
U. games, and sponsors basketball games
in a number of other arcas.

It is sponsorship of cvents like the
World Series that, according to Gillette
and their agency, has kept the blade firm
up among the big money makers despite
the fact that their attempts at product
diversification hasn’t been too successful.
Gillette Shave Cream has been something
to use as a loss leader when the corpora-
tion wanted to build a 49 cent combina-
tion of blades, razor and cream. They
used that combination very successfully
during the World Series. This also en-
abled them to merchandise and promote
fights with displays in drug and other re-
tailers that carry razors and blades.
Gillette doesn't make cooperative adver-
tising allowances, because the line is
carried by too many diverse outlets, very
few of which individually account for an
appreciable share of the business done in
their territory. This doesn’t mean that
“deals” aren't made with the great drug
and five and ten cent chains, but that no
general formula exists with Gillette for
allowing a certain percentage of the sales
of any outlet for advertising. Gillette has
to carry its advertising burden, and does.

Gillette gets its greatest advertising
bang out of heavyweight championship
broadcasts like the Louis-Conn fracas.
The fight was carried by the American
Broadcasting Company network and its
stations were given plenty of cooperation
by the home office in getting a top rating
for the fight. Typical as indicated previ-
ously was WFIL, Philadelphia, which ex-

To reach "'rural'' listeners and build u
ranch spot attended by thousands.

plored every angle. They made deals
with both the local wired-music or;
tions, Muzak and National, and presented
the fight over both systems as well as
airing it. This meant that cver
portant restaurant in the Quaker City
area heard it. Individual announcements
were placed on every table in these res
taurants. On these the
system and the station were featured. A
Gillette credit wasn't important because
the listeners heard plenty of razor and
blade selling on the air.
plastered their windows with special
streamers. Imitation fight tickets, invit-
ing the holders to be at the ringside via
radio, were distributed widelv. No at-
tempt was made to get the name of
Gillette on every piece of promotional
copy, since too many credits would have
cluttered up the display pieces and dis-
couraged readers.

Of course the Louis-Comn fight was
news, but the difference between the
national rating for the broadcast, 67.8,
the 78.9 which WFIL garnered, and the
70.1 collected via king-size promotion in
Los Angeles over station KECA was
ample proof that it’s the promotion that
makes the difference in sports broadcasts.
Promotion is frequently the difference
between a small audience and an out-
standing one. It isn’t always the answer
the way it is in making sport events pay
off at the dialing point and at the point-
of-sale.

Sports sponsors run the gamut from
beer to wheaties. Their programs require
maximum promotion. When they air the
great events in the competitive ficlds they
make point-of-sale promotion possible
beyond any other type of broadcasting
. . . and they reach, in a majority of cases
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They saw posters and heard special announcements
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Table "tents'* told Philadelphia to listen to
the Louis-Conn fight over ABC and WFIL

. the male ear that isn’t glued to the
tadio receiver as a regular thing . . . and
they're number one in television right
It's nothing unusual to have 20
viewers to one receiver in a home when a

now,

great sporting event is scanned.

Sports are producers—they've kept
Gillette in the multiple million dollar
profit field and keep those Blue and Thin
blade sales mounting. If a sponsor is
aiming at the male pocketbook
doesn’t want to wait until he can build
an audience, sport bankrolling is the
answer. But he has to be promotion
minded to get results, though he can reach
his public with a single broadcast.

and

Radio dealers' windows were plastered with
all forms of Louis-Conn fight promotion
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NUNN STATIONS

KFDA

Amarillo, Tex.

Representative—John E. Pearson Co.

Knoxville, Tenn.

Representative—John E. Pearson Co.

WCMI
Ashland, Ky.
Huntington, W. Va.

Representative—John E. Pearson Co.

* WLAP

Lexington, Ky.

Representative—John E. Pearson Co.

* WMOB

Mobile, Ala.

Representative—The Branham Co.

R c.spmlsc-a\nht}-
is the

BUY-WORD

Gt the facts on these
slations now!
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The Nunn Stations are
owned and operated
by Gilmore N. Nunn
and J. Lindsay Nunn.

BEAT THE BOYS

Radio Station WHK, Cleveland, Monday

through Friday, 1:15-1:30 p.n. est
PROGRAM: Take a piano player, a
vocalist, a girl with a homey sort of
voice, add studio guests and a telephone,
and you have the basic ingredients of this
program. It's one of the quick-moving
quarter hours that make local daily pro-
grams. The boys play the piano and sing
a few tunes and the studio guests try to
guess the title of the songs and get $5.00
for their charity, club, or association if
they win, Then a telephone call is made
and a home listener is given the same
opportunity—only if she wins it's her
own five bucks, [f she doesn't name the
musical number it increases the cash that
the telephone answerer can win the next
day. The appeal of the show is that the
listener feels that she's right in the studio
with the performers.
COMMERCIAL: Copy is pretty deadly
(at least that heard on the program re-
viewed was) but Eleanor Hanson who
handles mc chores as well as commercials
makes it seem really good. However, no
doubt it's better to sell Pavelka Brothers’
cold-cut meats and sausages with straight
copy than it is to make a mystery of the
product.
TIME: The available audience at 1:15 is
as large as at practically any other time
during the day and since there's only one
network airing at this time (Ma Perkins,
CBS), locally-produced shows have a real
opportunity to gather an audience. Beat
the Boys competes in Cleveland with
another quiz, Tello Test, and a program
called Women's Club.
PROMOTION: Fact that clubs are in-
vited to come to the studio to compete
means city-wide promotion and the tele-
phone routine is also an audience builder.
Telephone numbers called are those of
women who register at their local meat
markets, which gives the program a point-
of-sale build-up.
CREDITS: This is Eleanor Hanson's baby.
The sponsor has said “I'll make the
sausage, you sell it.”™  She runs the pro-
gram and can if she desires change the
ad-agency (William R. Nash Agency)
copy if it doesn't fit well into her mouth.
Miss Hanson is good enough to justify
the claim that women announcers have a
solid niche in broadcasting. Earl Rohlf
tickles the ivories for this quiz musical
and Dick O'Heren vocalizes. Both do a
better than competent job. Dick should
watch numbers he selects as he was sour
on the final tune on the program reviewed.

BIRDSEYE OPEN HOUSE
WNBT, New York, NBC-TV, Thursday,
8:30-9 p.m. edst
PROGRAM: This two-part scanning,
Harriet Van Horne (New York World-
Telegram radio editor) interviewing fash-
ion and performer personalities and James
Beard's recipes-in-action, is a fantastic
wedding of television program material.
Beard is a terrific personality, a big husky
man who makes you enjoy preparing food
—or at least seeing him prepare it, Since
it's a food sponsor, Birdseye, who is pay-
ing for the program, Beard is a natural,
Of course he frequently makes the viewer
wonder what happened to the turkey he
put in the oven, or the waffle mix he
poured 10 minutes ago, but that's fun,

With Harriet Van Horne, it's anothes
matter. There is some question as to the
propriety of a radio editor’s appearing on
the air for a sponsor (General Foods,
which owns Birdseye) whose programs
she must naturally review during the
course of any season. \We might forgive
this if Miss Van Home was entertaining.
She isn't. In her first appearance they
sat her at a typewriter and made believe
that she was writing interviews., That
program technique in television went
out with the scanning disk. Since then
they have tried a number of other de
vices, none of which have made the
program palatable. She’s telegenic, bug
programwise she's as static as an alter-
dinner speaker at a bolt-and-nut manu-
facturers' convention.

COMMERCIAL: Apparently the agency
on the first broadcast didn’t even test the
Birdseye trade-mark to make sure that
most of it (aside from the bird outline
didn't wash out in the scanning. Beard's
handling of the commercials is always
good —all food is succulent, aromatic,
delicious, and fit for a queen to Beard. In
spite of it all Beard makes you want to ga
out and buy Birdseye quick-frozen foods:

The commercials on the Van Home
quarter hour are like the program itsell—
00 too.

TIME: This is a daytime-type half hou
and naturally can't be judged by nights
time standards. It competes with Frod
Allen in radio and Bristol-Myers' Pazly
Line on WCBS-TV,

CREDITS: Since everybody connected with
this, including Young and Rubicam, the
agency, knows better, the producing end
of the presentation shall be (in this re:
view) nameless. It's just one of those
things that should have been left on
television’s cutting-room floar.

SPONSOR |




STATION REPRESENTATIVES
(Continued from page 25)

would have cost them hundreds of
thousands of dollars.

Most representatives agree that there
are some among them who have traveled
the gravy train but as one put it suc-
cinctly, “depression will either put them
to work or wipe them out,"

Stations seldom realize that many of
them keep their representatives working
in the dark on availabilities, on success
stories which they develop and programs
which they are building. In a number of
cases station representatives have heard
about station promotions from their
agency and sponsor contacts before
they’ve heard of them from the stations
themselves. Most representatives spend
considerable time setting up a routine
with their stations whereby copies of
everything the station says or does comes
to them in advance of relcase or as soon
after it happens as possible. This seems
simple, but with the amount of paper
work which is required of a station, big or
small, it isn't easy to educate stations to
increase it. Representatives accomplish
this by a process of station cajoling and
education . . . and are thus able to keep
prospects hot with what's going on.

Most representatives feel that helping
an agency build its radio billing is of vital
importance, They have brought local
conditions to the attention of the account
executives that have resulted in supple-
mentary campaigns and have been known
to carry the ball for an account man
direct to his client. Radio billings are
built in many ways, not the least of which
is knowing a client's needs. Special
servicing an agency is essential where
the agency has a different media head for
broadcasting than it has for black and
white and outdoor advertising. The
radio departments in these cases are indi-
vidual operations and are judged by the
profit that they deliver to the overall
operation. In cases where media is under
one head, the representative’s job is to
keep that man sold on broadcasting as a
key medium. Each operation is different
and each operation has to be handled
with the individual agency’s set-up in
mind.

The representative’s value to a sponsor,
as many of them see it, is to help the ad-
Vertiser merchandise its national spot
business, to work with it on selecting the
‘Correct program on the station for their
needs and to educate them that there are
"'no miracles in radio.”” The latter is
explained by one representative as fol-
lows: “If an advertiser comes to broad-
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casting with an idea that it will produce,
without promaotion, without a sales force,
without merchandising, there is a great

likelihood that he will step out of the field
castigating radio as a fraud and a failure
as a medium for his message. T'rue there
have been cases, like Lady Esther,

Barbasol, Eversharp, and Bulova for
whose success broadcasting has  been
basically responsible, but for every
miracle there are hundreds of firms who
have found that broadcasting is a fine
productive medium not a vehicle to end
salesmen, other advertising, promotion
and merchandising.”

Stations look upon their representa-
tives as lifelines - both business and oper-
ation-wise.  Actually a great percentage
of them, more than one-third of the
respondents in this survey, found nothing
to criticize about station representation,
There wasn't a single one who believed
that he was paying his representative too
much, which in itself was nothing short
of a miracle. Most stations did feel that
representatives were going to have to
work harder for business than they have
during the past three years  but added a
p.s—"‘aren’t we all.”

IN JUNE: ““Station Reps on Timebuyers”

IN WORCESTER

WTAG delivers 147 % L IJIWYTIIITI4] than Station B

WTAG delivers 209% [CTLIITIITA] than Station €

WTAG delivers 298% [CTITIYTIIIT than Station D

WTAG delivers 368% LTI VIIH T} than Station E

TOTAL RATED TIME PERIODS HOOPER-INDEX JAN.-FEB, ‘47

Moreover, 0:1&; WTAG delivers Central New England

When You Buy Time — Buy rén Hudience!

WORCES
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“...for outstanding achievement

in program creation and promotion”

To be selected os winner of a Ploque Award by the
City College of New York is an honor which KGFJ
deeply oppreciotes. In acknowledging this outstand-
ing Aword, we wish to express our thanks also to the
following for their splendid cooperation in bringing
the Aword to "Hollywood House":

LOS ANGELES COUNTY MEDICAL ASSOCIATION

Stonley K. Cochems, Executive Secretory ond Morrator of
“iF THEY HAD LIVED"

LOS ANGELES BAR ASSOCIATION
"THE LAW i5 YOUR SERVANT"
David Bollord, Norrotor Les Ecklund, Writer

PAUL FORREST, Promotion

SUDLER COMPANY
Advertising Agency who so obly ossisted with the presentation

THELMA KIRCHNER, Monoger

y (/¥ A

THE TWENTY-FOUR HOUR STATION ® 1230 ON THE LOS ANGELES DIAL

Again, WMT sponsors the Annual

¢ "CLEAN PLOWING
;: CONTEST' 1o help

lowa Farmers

g This traditional contest

is just one more instance

of how public service
promotions make friends

for WMT and customers

for you.

WMT also blankets the other
half of Eastern lowa's®
“twin markets” for you . . .
Only CBS outlet in the ares,

WMT is favorite city listening, too!

* 509, Farm
509, Industrial

Mid-States Group Ask your Katr reprassniative.
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status report

Mrs. America’s “Wants”

Washing machines are what daytime
listeners want most, according w a
tabulation of cross-sections of Heart's
Desire’s 500,000 pieces of fan mail from
all over the nation.

A sample of one thousand letters is
taken at regular intervals to enable Ray
Morgan, owner and producer of the show,
and partner in Goodkind, Joice & More
gan, Chicago advertising agency, to check
what he'll need to fulfill the requests of
the daytime dialers. (First sample was
bigger, 5,000 requests.)

Latest tabulation (third) puts diamond
rings in the second position. In the first
sample watches took second place. Re
frigerators are third i the third tabula:
tion and were eighth in the first. First
12 desires, in first and third panels, run
in the following order:

Current Check First Check
I Wushing Muachines Washing Machines
2 Diamond Rings Watches
3 Refrigerators Bicyeles
4 Automuobiles Radio Recelvers
5 Beds Stoves
b Bicycle. Ciothing
7 Stoves Sewing Muachines
¥ Diapers Refrigerators
9 Radio Receisers Clothing
10 Kitchen Utensiis Radiv-"rhonographs
11 Clething Beds
12 Watches Diapers

While articles requested naturally fall
into category of things the fan believes
it's possible to get from a radio program,

nevertheless the span of requests mun

from a jeep to majorette boots, from

encylopedias to false teeth, from types
writers to wigs, and from a foot brace to

a deodorized skunk.

Requests are as often made on behall

of someone else instead of for the writery

and the “desires'’ are, most researchers

belicve, an adequate index both of what
the American housewife needs and what
is still difficult to buy on the market
(diapers for instance).

BUILDING A FEED BUSINESS

(Continued from page 22)

creased livestock production.

Pre-war, three out of 10 farmers bought
supplementary feeds, During the past
six years eight out of 10 turned to this
way of keeping stock breeding mare
profitable. Jim Murphy doesn't expect
this to continue. He expects however to
take care of the farmer and expects radio
to continue to send the farmers to feed
stores regularly for supplementary feeds.

SPONSOR




sioned and unsioned
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3, erdonnel
Spondor [ Changed
NAME FORMER AFFILIATION NEW AFFILIATION
J. E. Allen Navy ¥ Fuiler Brush (.n.. Hartford, Conn., advertising manager
Albert \l, Rehrens Elzabeth Arden, New York, advertising director Lentherie, Ine,, New York, advertislng manager
John Rurton M. Grumbacher, New York, advertising manager Thrifty Drug Stores, Los .\ngvlus. advertising department
Fred W. Giimer -rrmlymr Tire & Rubber Co., Akron, asslstant
to presldent Same, vp
Guy Gerghofl Pitishurgh Plate Glass Co.. Pitrsburgh, public S ..ulwrllslnﬁ director
relatlons director
 Thad Hadden lunt Foods, Los Anpeies, assistant advertising Same, advertising-public relations director 1
i manager
Leonard ilarrison V. Vivaudou, Inc., Deiictrez, Inc., New York, Sales Affiliates, Inc., New York, asslstant sales manager
A adyertising manager
‘ﬂa i Heaton Allen, Heaton & MeDonaid, Gincinnati, partner Bowman Gum, Inc., Phiindelphia, advertising manager
cholas Hoye 1, 8. Lines, New York Chicago Electric Co,, Chlcago, advertising manager
m“‘ J. Kraft Campheli-Sanford, New York Borden Co., Special Products Div,, New York, advertising-
sales promotion manager
James W. Irwin James W. Irwin & Associates, New York, partner Ford Motor Co,, Dearborn, assistant to president and
j _public relations director
J. Briges Kaesshacler Army The Mallory lat Co.. Dunbury, Conn., assistant director
advertising, sales promotion
Howard LeSicur United Artists, New York, advertising manager Same, assistant advertising, publicity director
W. A. Loweli Army Air Forces Soil-Off Manufacruring Co.. Glendale, Caiif., advertising
muanager
Roland S, Nefl R. G. LeTourneau, Inc., Peoria, lit., pubiic rela- Chilcago and Southern Airlines. Memphis, adverrising, |
tions director public relations director
Donald §. Nenhenett Hubhbeil, Cleveiand Plasti-Rote, Ine,, Cleveland. advertising manager I
Burke Robison Lambert Pharmacal Co.. New York, manager  Same, regional sales manager, Mid-West div., Chicago
radio advertising, merchandising, Indianapolis
_n‘”_ﬂﬂ'l Smirh National Retail Furniture Assn., Chicago, pubiic Georgiu Hardwood Lumber Co., Augusia, advertising. pub- :

relations director

lic relations director

:ﬂiael&datq Agency Perionnel Changes

FORMER AFFILIATION

NEW AFFILIATION

axine Adamson
James Andrews
Eugene Austin
Robert Baiiin
Wiiiiam L. Baxter

F. K. Beirn
~ Anita E. Berke

 Betes Sediey Hish
ele e lh]
'l. \i’r' He Bzckmmr
n E. Boland
ge A. Bolas
Aldis P. Butler
‘J\‘Irﬂnln Butler

Frank Ca‘pk
~ Frank J. Carter
Jim Christopher

Matilda L. Glark
Norman V. Clemcns

idmny Cohan
enneth Coliins

Robert
|l..ﬁl.rlu E. Eilis

?Glom.o T. Emerson

Sidney Engel
T ander%‘wing

Proctor M, Fiske
Ed Fitzgerald

John 8. Galiagher
Charles A. Gallup
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Lennen & Mitchell, New York, radio director
Western Adency, Seattle
Ruthrauff & Ryan, Ilnllywuod vp. radio director
K. O, Lee Mrlmllmmrma Co.. Aberdeen, 5. D.,
advertising manager
Dancer-Fitzgerald-Sample, New York, account
supervisor
Hillman-Shanc-Breyer, Los Angeles, accounting
department
llnllcn W. Orr, New York, vp
. Rubinson, Los Angeles

Ar :v

Curt Teich, Chicago

I:mncrr-l-iual‘rald Sample, Chicago, timebuyer

Rurthraufl & Ryan. New York

Lennen & Mitcheil, New York, chief timebuyer
CRBS, Haoilywood, continuity staff

Grant, Los Angeies, vp in charge

Foute, Cone & Beiding, Los Angeles, account
executive

Fulier & Smith & Ross, New York, copy staff

United Aircraft Corp.. East Hartford, Conn., ad-
vertising. publicity department director

Hillman-Shane, Los Angeies

New York Herald Tribune. general manager,
European edition

Young & Rubicam, New York, radio department

Federai, New York, v

Robert W, Orr, New York

Adalr & Director, New York. account executive
Abhott Kimball, Kansas City

Connors, Hoiiy wood, radio director

N. W. Ayer, Detroit

Cromwell, New York

Sheflield Farms. New York, assistant to adver-
tising manager

Ih-lu'l & Waldie & Briggs, Chicago, vp

Dancer-Fitzgerald-Sampie. New York, account
executive

Niies-Bement-Pond Co., Chanceler-Evans Div.,

= ndvertising-publicity head

Bogell & Jacobs, Indianapoiis, vp

M. Andre, Los Angeles, acenunt executive

Compton, New York, Hollywood office

RBD&O, Los Angeles, account executive

Foote, Cone & Belding. vp in charge Holiywood office
Oimstead & Foley, Minneapolis, account executive

Same, executive manager
Jeannerte Cain, Los Angeies, media, research head

Andrew Jergens Co., Cincinnati, vp in charge advertising |
Abbott Kimball, Los Angeles, account executive

Albert E. Pacinl, Minneapolis, account executive

Fuller & Smith & Ross, Chicago, account executive

Same. assistant account execu tive

Doherty, Clifford & Shenfield. New York. account executive

Reslgned to devote time to home

Capka, Kennedy & Duke, Hollywood (new). partner

Pacific Natlonal Advertising, Seattle, aceount executive

Brisacher, Van Norden, Los Angeles, account executive

Loft Candy Corp., New York, advertising, pubiic relatlons
manager
Same, advertising director -

Allied, Los Angeles, account executive
Donahue & Coe, New York, executive capacity

Hevenor, Albany, N, Y., radio director

Camphell-Ewald, New York, vp, account executive

Same, in charge new Beverly Hiils, Caiif.. branch

Atherton & Co., Hollywood, account executive |

Robert Isaacson, New York, account executive

Ii'lrrums sas City, account executive '

s ley, Los Angeles, account executive

l\R“\ Pllm‘nl!. and affitiated enterprises, cxecu-tive .
cupacity

Raymond, Newark. N, J., accounrt executive

AManning, New York, account executive

Schnell-Mills, Chicago, vp

Fitzgereald Associates, New York (program packaging), head |
(new)

F. W, I'relie, Hartford, Conn., vp

Charles A, Gallup Co,, Indianapolis (new), head

PI)NW{
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Ry G

Julin ML Gangluin
Charles 11 Gelineloh

Raobwri Gailluam
Stephen 10 1all

Rubuort U, Taniilion
Herbert S, Huvines
Mary Lllen el
Jaes 18 110

Rusbansd B, Jncoibinn
Ad Klvin

Hurton S, hivin
Rab Laamsbert

L. Lamnorenis
'hil Lune
Herbert 5. Lanfmuan

Rulot‘tl Leeo
R B Y

Langdon /. Littlehale
Hermina Lukacsy
Genrge B, MacClennon
Weotworsh Mg

Carl Moye

b Joseph Mayer

Julin J. MleCarthy
Paul E, McElroy
Joneph MeLaughlin
Hivraldd B AHddeton
Norton W, Magge
Laurence W, Morgan
Nurman \lurh

Ira L. Morton *
Stese Mudge
Tharry O*Grady
Harry A, Malmer

Edwin Parkin
S Plerce
Jobhin A, Privedr Jr.

Evugene J. Rellly

Malcolm . Rt‘,l_mld Js.
Thonmas ¥. Richey

Irwln 5. Iichiand

Edward Rosenwald
Sydney Rubin

AMuary Russell
A, L. Sage
Edwurd Sarnofl

Howard Schreiber
Jullin Scorr
Robert Shernun

Kay Shinn
Raohere 11 Sil

Christopher L, Slonwn

Nod G, Smileh
Tom Smith

Ted Steele

Jerry "Toland
Henry R, Tuenbuldl
Doy Werniling Jr.

Lienrge Whitnes
Wi bard 11 W ek Do
Merrite Eo Willey
Fravcls Winikus
NSornvan Winter

New Agency

Royal Rinse, Inc.. Philadelphla
Rudd=Meliklan, Inc., "hiladelphla
Nafemay Stares, T, Qakland, Calif,

Sthewt Glow O Burner Carp,,
Nouthiland Products Co.. Los Angeles
Spetiw Conter, New York

New York
Sulesbury, N, (L

Apitless Stores, Inc,,
Stunbuck G,

Stundard Cameru Supply Co.,,

Tidewnter  Assod luted O Go., MdCntinent
div., Tulsa, wlvertlsing manager

R, J, Potta-Cilkine & Holden, Ransas Cliy

eks & Grelst, New York

Jo Wahier Tlwemigeaon, vp

lt.x_:jjrln wnd Televislon Remillng, merchandiving
(i ({T13

Coeyer, Coroell & Gaoser, Sew York, media
directar

Wilse & Geller, Sew York. socount vaecutlve

Lard & Taylor, Sew York, sdvertlslng department

Hrvnke, Smlth, French & Dorrance, Sew York,
radio degrartrsent

B hanun, New York, accomnt executlve

Mhew, Sun Frunclseo, aceount executlve

huttner & hotiner, Chleago, sccount sxecutlve

Consellkbated Amusement Co., Honolulu, ossist-
oL ||nh|||ll)' director

LB Wasson. Kunsas Clty

Manson- Ciald, Ilullymmd Went Const manager

Cnwan I'ulalhlling Corp., Chicagn, western ad-
vertislng manager

Bucbanan, Los Angeles, manager

Foorte, Cone & Belding, Chlcago, medla depart-
ment

Metann-kErlckson, New York

Faute, Gone & Belding, New York. timehuyer

Muznk, New York, advertislng munuger

Mutirty, Los Angeles, account executlye

Henry 1. Sterling, Los Angeles, account eaecutlve

Paxton, Benton Harbor, Mich.

MeCann-Erlckson, New York, vp, director

Ethyl t.urpnnulm: Sew York, advertising head

Ilu- Phitladelphiln Record, politleal wrlter

Ruthrauif & Ryan, DPerrolt

J. Walter lhompuun. Los Anneln. Y, mansger

15 13, Chemleal Co., Cambridge

Paclhc Cosne .)\dwttlsinﬂ. San Fruncisca, medla,
production hend

lirnry 11. Teplitz, Chicago, nccount exceutive

D'Arey, New York, churgo § J)ulllv.hl Band shows

Fawn Art Studles, Clevelnn

Army

J. R, Kupsick, New York, account esccutive

Ruthroufl & Hyan, Hoellywood, production head

J. Walter Thompson, Los Angeles, account
executlve

Foote, Cone & Belding, New York

Standard Brands. New York, assistant advertising
manager

Darland Internatlonal-Pertingell & Fenton, New
York, nccount executlve

Biow, New York, account executive

Emil Mogul, New York, vp, account executive

Merrlll-Eremer

ARG, New York, special events department supers
Visor

S Rudio Sales, New York ‘

Muodern Merchandising Bureaun, New York

Hu‘l]llm’nul'l' & Hyan, New York, radio director, copy
chie

Macihic Nutional, Seattle, account muanager

Coodyeur Aircraft Corp., Akron, O, assistant to
vp in charge sales -
Raymond Spector, New York, vp
The Philadelphia  Record,  retail
mnnager
Wi, Boston, program director
Douglay O Co., Los Annell.‘a. hroadenster
Gubngun, Turnbull, Sew York, partner
Lamb, Smith X kren. Philadelphia, accpunt
xecutlve
« Los Angeles, | hu-sim.'as. commercial manuger

udvertising

3 P
Allen & Marshall, Los Angeles, nccount executive
Unlted .\rtlsts New York, copy chlef
American Cancer Society, New York, Natlonal
director public information

Appointments

Noh Hill coflee
Tartiord Oil hurners

Sportlng poads chuln
Dry-cleaning chalo
Headache powders

Luss Angeles Camera supplics

Men's and women's toileteies
Kwik-Kafe hot coffee vending machine

Lyk=Nu colored ¢ar was

Seurey, Mortland, Ore., gecount stecutive

Barrons, Kansas Cliy. account executlve
Fuller & Smith & Ruxs, New York. asanciate dccount ei-

ceutlve
Organ)

Vanguard PMlotures; Selznick Relessing
York. easiern advertlﬁlna. poblicity

l"ulles'!& Smith & Rows, New York, nm‘lnw account

ecutive i

Elllngtan, New York, inedia directnr

Green=Hrodle, Sew York, acconnt exvcutlve
Dolerty, Clifford & Shenficld, Sowm York, necount exeeul]
Same, radlo, televislun, mutlon pleture difecior

Sume. Lox Angeles, manager

Leewin Livingsion. San Francheo, sccount executive
Flnders Mg, Ca., Chicago, advertlsing. sales mmm
Heam & Mificl, Honolulu, madio director

Barrons, Kansas Cliy, account ezecutive
Mukellm, Hollywood, accnunt executive
Welss & Geller, Chicago

Leo ). Mayherg Co,, Las Angeles, advertlsing, <ales
Roche, Willlams & Cleary, Chlcugo, timebuyer,

Frank Klernan, New York, account executlve

Rasymond R, Morgan, Hollywood, media direcror ;

Mitchell, MeCandless & Chiun, New York (new ofﬂﬂ']- hend

Munn Advertising Company, Los Angeles (new)

Ivavis=1lond, Los Angeles, account execunlve

Hranoen-Bennetr, Bakersfield. Calif., account execud
productlon manager

Foote, Cone & Belding, New York, vp, member plans board

Fuller & Smith & Ross, Chleago, account executlve :

Lalirum-1lanson, Philadelphia

NBD&O. Chicago, media head

Mogge-Privert, Inc., Los Angeles (new), pariner

James A. Silin, Boxton, account executive .

Johnson, San Franclsco, manager ;omed o, productlon b

Jones Frankel, Chlcago, account executive

Ewell & Ihurhrr. New York office (new), manager

Gerst, Cleveland, account exccutlve : .

Forelgn Allvtr(lslng & Service Hureau, New York, accot
cxecutlve

Adair & Director, New York, account executive

Same, radlo direcror

Mogge-Privett, Inc.. Los Angeles (new), purtner

\latkelt Research & Advertlsing. New York, lmﬁlm
ecutive
Compton, New York. account executlve

Ruthraufl & Ryan, New York, plans board

Irwin S, Richland Co., New York (new)

Louis G. Cowan, Inc,, New York, v

Lester llarrison, New York, uuxhtt radia, telovin
director

Searcy, Purtland, Ore,, account emuthe

A. Carman Smith, Los Angeles, media h i

Hadlo & Appliance Distributors, Inc., l-'g;u llarttunl LE
advcrtisl“n. sales promotion manager

Lennen & Mitchell, \mn York, radio department

Richard LaFond, New York, account excentive

Johnkon, Sun Francisco, account executive

Condon, Tacoma, Wash.

Alfred J. Silherstein, Bert Goldsmith, New York,
director .

W. Il Long, York, Y., in charge new business

1. B, Humphrey, New York, vp
Aitkin-Kynett, Philadelphia

John G, Dowd, Boston, radio depariment head
Ernest N, George, Los Angeles, sccnunt esecutive
Booth, Vickery & Schwinn, New York, president
5B, Roh:'r!n Ph"ndvlnl‘lla account executive

Harrington & Buckley. Los Angeles (wew office), ny

Fellows-logardus. Syracuse, associste

Harry J. Wendland, Los Angeles, apconunt executive

Same, advertising nmanager

Foote, Gone & Relding, Sew York, director telesishon
merclal motion plctures

(Continued from page 10)

Justin Funkhouser, Baltimore

Earle A, Ruckley, Phikadelphiu

Hannah, San Francisco

F. W, Prelle, lardord

Atherton, Hollswood, for reglom ] adse

Chernow, New York

Stuurt Bart. New York 2

Pledmont, Salisbury. N, €., for Sew York
Phlladelphia advertising 3

Dick Danald, Los \nmu

Munyers, Lox Angceles

Smrlth, Bull & MeCreery, Holly wood
Keelor & Stlies, Cincinnatl

Nelson Chesman, Chatmnooga
Randolpl Kuhn. Portland, Ore,
Allied, Los Angeles

Rohert W. Orr, e lywowml

Short & Bavm, Portbkowl

F. W, Prelle, Hartfard

Allied, Lus Anpeles

Lee-Steckman, New Yark

Ket¢hmm, MacLeod and Grove. Pl

€. Ewvers Whyte, Los Angeles. for
advertlsing

ek I‘umlhl Los Angeles

Retail clothing cliin

resses

Food products

Detsol synthetle washing product
}.mmrlt 1 collee

Radio, electrleal appllances

Sear CGuthoting Goo Los Angeles

Sally Star, Ine,, Hollywoud

Steg s Food Produces Co,, Clnclonatl

Syuwen Products, Inc., Chattanoogn, . .

Tucher<) mmrleh Cos

Unlred Kadlo and Appliance Store, Los Angeles

Vanguard Fllms: Selanich Releasing Organizach n,
Coulswr Cley, €

Widham &

Witerhry My

Moestern Stites Palneing Co

MWk Gurdens

Waoimter Roabber Co,, Wooster, €0,

Zevman Ulothing Go., Los Angilis

Maotlon piervres

Caoflee, splees, vanned goods
Mitiresses

Palnr.

Runes

Rubher housewnren

Appurcl chaln

ln':m Cissy, WA .mrlmn Clann,
. Low Angeles

Zynullie Ploor Finish, Los Aueilvs Floor pelish
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KNOW THE PRODUCER

_-‘é/t'l'é {/)I.‘/I-._’f‘l’*
He Knows Comedy

¢'s the first to admit that his Friday night show on

CBS, It Pays To Be Ignorant, is corny as a silo. But,

Ignorant has survived the critics’ sniping and a fluc-

tuating rating since 1944 to pay off now for Philip Morris with

a mark of 11.4 and a sponsor identification of 31.8. The cur-

rent rating (it's climbed some six points in the past few months)

he attributes to a Polesie theory that a comedy show needs at

least three continuous years on the airwaves befoie it clicks
solidly with the dialers.

It sounds like Polesiz is patting himself on the back when he
say- an agency should get a man who knows radio comedy to
produce a comedy show. But Polesie's string of successful
shows goes "way back to the original Maxwell House Showboat.
Later, Hoboken-born Herb was to produce the Shell Chateau,
one of radio’s ecarliest hour-long programs, and subsequently
to listen to the mellow voice of Der Bingle in the control room
of the old Kraft Music Hall. Herb has done so many shows in
the vears between that he claims he's lost track.

Polesie insists that a creative producer can do much to add
extra listening value to a comedy show. From the day years
ago when KDKA offered him a radio job while he was still a
Carnegic Tech student, Polesie has worked hard to turn out
comedy shows built on the fundamental principles of good
comic theater. He says the success formula of his, or any other,
comedy program, is smooth pacing, a good sound program
gimmick, and a cast and producer who know the exact moment

Write for for a punch line or blackout.
RATES AND CHOICE TIME His \\'L‘Lkl)' guest stint on T!l‘t‘llf_}‘ QNL’S[!'G'.'IS. bonrd llf cX-
AVAILABILITIES perts keeps him pretty busy, but he always previews Ignorant
before an audience Friday afternoons. Result: a show which
Internstions! Buildin sounds ad lib, but actually is more than 90 per cent prepared.
Eaps}r:::sgi:bi‘c; ?356 * Seen with tuth Howell, * Tgnorant™ seripl wriler

46 SPONSOR
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‘ ROAD TO RESULTS

(Continued from page 36)

sonal appearance hurdle. The fact that
he’s also an M.D. is a help in certain cir-
cumstances.  Where a hall can't be found
big enough to seat the crowds that want
to hear and see the quiz broadcast, loud
speakers have been set up outside and
it’s not unusual to hear Professor Quiz do
his stuff the length of Main Street.

A nighttime get-together for Amoco
dealers and local representatives is always
on the schedule. Quiz took the sales-
men's course down at American Oil Com-
pany's headquarters in Baltimore and can
talk gasoline language with the best of
them . . . and does.

There's very little Amoco in the usual
Professor Quiz personal appearance. He
permits the fact that he's there through
the courtesy of the oil to do the selling
job. The fact that he has his audiences
spell out Amoco for a gag is handled
=n that it doesn't seem commercial.

Another way Amoco gets in its licks is
by having the ushers at any personal
appearance roam the aisles in full regula-
tion Amoco gasoline station attendants’
uniforms.

No one has been able to put into
dollars and cents the value of the road to
Professor Quiz and its sponsor but it does
cost the advertiser about $1,200 a week
to travel the unit. Conservative esti-
mates place the value to the sponsor of
the publicity and promotion in the aver-
age town at $20,000,

The granddaddy and master of them
all at merchandising a town with a show
was no doubt Major Bowes. When they
brought the Original Amatewr Hour into
a town it took over, from streamers across
Main Street to a regular gala parade down
the key thoroughfares. The *“Honor
City"” routine (which has now been picked
up by local stations) always landed a
whale of a lot of publicity and cities all
over the nation vied for the honor. Jim
Gaines, now manager of WNBC (New
York), hit the road to sell the “Honor
City” idea. He spent a sizable amount
of money in each area. It cost up to
$3,000 per town for the special telephone
voting center (girls and equipment).
Chrysler and De Soto dealers in each
town chipped in from $1,500 to $2,000
for newspaper, poster, and other promo-
tion and advertising. Bowes hit an all-
time high in audience rating for a regular
| commercial show but when the show was
lcut to a half hour and they stopped the
road promotion his rating dropped to less
than half of what it had collected through
| honoring cities and local city voting.

'MAY 1947

It costs Games from $300 ¢
the city salutes (a local version
Bowes cNPluft:liiuﬂ'ﬂ now being used by
WNBC but frequently the municipality
being honored spends thousands isell
WNBC takes many of its local commer-
cial shows into the the
listeners see its personalities at first hand
It will take WNBC almost a vear to
satisfy all the cities that want to be
saluted but when it's all over the station
sponsors should have plenty more listeners
wherever the signal is heard il the
talent can travel that far.

i) Lo

ol thi

town Lo let

Bob Hawk, who did such a swell job

of Eversharp when he traveled with
Take It Or Leave It (sroxsor, December
1946) 15 vehement about the fact that the
only reason why more audience partici
pation shows don’t travel is that too many
advertising agencies and too much talent
It's work show
that
most sponsors get less than 25 per cent
of the their
because they don't coordinate sales pro
maotion and advertising with the show,

Hawk also points out that it takes guts

to travel a
Parks  Johnson

are lazy

properly claims

value of traveling shows

WHEAT HITS
NEW HIGH OF

$3.05 a bushel

Only once before in

“a.century has 1hi

Scrvf;g_ lh-._

First Families of Agriculture

Rep.: CAPPER PUBLICATIONS, Inc.

More Tomilies 17 Kansas
HsTen Yo and respond 7o WIBHW
than any otherstation

/ J M BEN LUDY
\wﬂt “‘{L j“\ wﬁ'&f?h
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for an agency to g PO nd tell
him that the 1 like t ivel @ -}'|-"\‘-'
especially since it may mean as much as
S100.000 a vear (52000 a week for 52
wecks) more to do it. e stresses that
correct handhng of the ticket distribution
is a major operation and insists that paid
idverti<ing should tell the prospective
wdience how they can obtain  the
tickets, and then paid advertisimg should
mnounce when they are all gone He

also stresses that travel helps a good pro-
gram but that it can't save a poor one

Traveling pays off even for a big popu-
lar show like Hour of Charm because its
travels are purely commercial, ie., it
makes regular professional appearances at
regular box-office rates in the towns from
which it broadcasts and the air show is
frequently part of a regular two-hour
concert. lts sponsor, the local electric
light and power company, buys tickets
for its key customers and rolls out the red
carpet for the troupe. Tickets aren’t
cheap—even in Shreveport, La,, they
were priced at $3.60 top with the lowest-
priced seats costing $1.20. For many
concerts the electric company handles
the ticket sales and everything, and feels
that the good-will more than justifies
their tackling a job they've never tried
before. Handling a group of 40 girls on
tour is no sinecure but Phil Spitalny and
Evelyn, star and wife, have everything
under control, and the Hour of Charm is
frequently CBS’s top-ranking afternoon
program.

It’s a long way from a 40-girl orchestra
to Ted Malone but Malone also does a
top job for the electrical world, through
his selling of electrical appliances. Malone
is the well-read story teller, As indicated
previously in this report he turns on the
personal charm for those hard-to-sell
electrical dealers and usually brings home
the bacon—although neither the dealer
nor the local Westinghouse distributor
always knows the reason why. Ted
always suggests that distributors bring
their wives to the local parties. He's
read his fan mail and knows how the
ladies have shed tears over his verse and
written him those oh-soconfidential let-
ters. Sometimes all the arrangements for
the broadcast blow up right in a star’s
face, but even then, Malone points out,
the personal contacts can still deliver and
frequently have for him,

The road is rocky for radio programs
that travel—but no matter how often a
toe is stubbed travel pays the sponsor in

tributor relations, in increased program
ratings, in sewing up any territory.
When did you play Duluth last?

AIM FOR
THE RICH
SAN DIEGD
MARKET

San Diego’s Station of
PERSONALITY PROGRAMS

ON THE
DIAL

NATIONAL REPRESENTATIVES
W.S.GRANT (0., INC.

Making the best

even better!

Now—along with
“The Texas Rangers”

A sure-fire giveaaway or self-
!iiluiul.ltiu;_' offer! Attractive 48-
wges of Original Songs The
.fn'\r:\ Hrm_.;rre Nng .1lltl L
book album. 'rovided spon-
gors of "The Texas Rangers”
at cost! Write for full details.

The Texas Rangers

AN ARTHUR B. CHURCH PRODUCTION
PICKWICK HOTEL « KANSAS CITY & MO

SPONSOR
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a SPONSOR monthly tabluation

Contests and Offers

Product | Program Time Offer ~ Terrus Outlet
|
) 5 Complete in up to 25 words satence about
) AMERICAN OIL CO (iad, ail, Prafessar Saturday $30 ensh Amoea product {differént ench week). Winper ARC
tires [ Quiz 10 10:30 pm gets §25 plus §25 if be included B questions and
! amtwers for use on program
ARMOUR Chiffon Soap Hint Hupt MTWTF Autieriean nlw! kitehon sink, & |I..|ul~ Send houschold hint with hoxtop or facsimile s
Flakes A:454 pm to Chiffon, Chicage
ASSOCIATED LINOLEUM & Linoleum, Chronatile MWF 3 theater tickots ea to 2 winners, Lout-  Send sponsor names of 3 tunes played on pro- WALR,
TILE CO. foor products Time 0:30-9:45 am gide ity limita . LTS Albany, Ga.
BENSBERG MUSIC STORE Musicinstru- The Song MTWTF $5 on purchase of SI.U value ur more I \\ IMneTs are I"lst 5 calling and identilving tunes, KAMD,
ments, supplies Shap 1:15-1:30 pm part of which u:r heard on program Camden, Ark.
Sunday (1} Combination paring knife, spatuls | ‘1) Send white star from top any package
CAREY SALT Carev's sall The Shadow 5-5:30 pm (2) Magic Shadow ring Carey's tahle salt and 25¢ to sponsor, Hutehin- | MBS
son, Kan. (2) Send star or sales #lip
CONTINENTAL BAKING €O. | Wonder Bread, | Grand Slam MTWTF Miseellaneous lmlL.,ﬂhoId merehandise, | Bend 5 questions lased on song Lo progranus,
Hostess Cakes 11:30-11:45 am Cirand Slam bonus, §100 New 'lorl(
Kix Lone Ranger MWF Atomic bomb ring Send 15¢ and boxtop Iﬂ progrum, New York ABC
| 7:30-8 pm
Wheaties Jack MTWTF 2 baseball booklyts ' Send 10c and boxtop lo Wheaties Sports
Armstrong 5:30-5:45 pmn Libeary, ¢/0 sponsor
GENERAL MILLS Betty Cracker £10 for cach \Im-.‘tinu e “Whit
Iﬂqqlurk Cold i Magazine MTWTF Do You Think?" dept; 85 for each Send to Betty Crocker, /o sponsor
Medal Flaur of the Air 10:25-10:45 s | question used for “What I Have To
Da'" de pt |
Giatnrs' [ Juvenile Sunday §50 H.‘lrlmr:l witleh "\-n-l st I\‘-Llhl ot of problem and guestion Lo MBS
Dog Food Jury | 1:30-2 pm ‘ program, ¢/'o network, New York
Heal estate;ice . What's ‘I aur ) i
LOCAL PARTICIPATION eream ;dry clean- Brand, MTWTF Pyramid Jackpot, starts at %5, in- | 5 to 7 telephone culls niade in hour after pro- WACO,
ing; sced; gluss; Partner? 3:30-3:45 pm creases $5 per day gram; winoer answers with slogan of sponsor of | Wace, Tex.
lumber; groceries | day
MAIL POUCH TOBACCO Kentucky Fishing & Monday Several fine pieves of hard-to-get hunt- | Send uuusual story, tip, or question to program. MBS
Club tobacco ]]lil\tlng Cluby | 10-10:30 pin ing and fishing equipnient (3ift for vach item used
MARS, INC. Candy Dr. 1. Q. | \hmtlm Sums up Lo $250 cash plus bonuses I| Send program 6 yes-or-no questions; Y clues to NBC
AN 11 pm famous pnrsunn ity, Judge selects winners
Alkn-Seltzer; | , Hlmia,v Zenith portable radio; Zouith console | Question sent to program wins portable if i
MILES LABORATORIES Une-A-Day Quiz Kids 4-4:30 pm radio-phonograph used; if Quiz Kids are stumped, radio-phono- NBC
Yitamins graph
Spm:lc. Fishing & Monday For largest bass, trout from Lake Mead, KBNE,
OUTOOOR EQUIPMENT cO. marine Hunting Club T 7:30 pin Matehed rod, reel, tapered line sets | Colorada river each month; contestant registers Houlder
goods of the Air | at store, hrings cateh in for weighing City, Nev.
1 Information Wodnesday Parker "51" set; “'51" Mawic Wand | Send d-part question for use on show to prograt, ,
PARKER PEN Pens; pencils Please 105011 pim Desk Set and Enevelopedia Britannica; | New York; prizes for questions missed by studio CHS
§50 bond uptrl..s
PILLSBURY MILLS Snow Sheen | Grand Central Saturday 6 giant gladioli bulte, | special salmon- | Send Snow Sheen |<-1\h:]r and 25¢ to Pillshury CHS
our Station 11- 'Il"'il] am eolor bulb and 100 hulblets | Garden Club, Chicago
Perrv Mason .1[\Vll- .
] 2:15-230 pm | Pre-fabricated  five-and-a-hall room | Compleiein 25 words or less, “1 use ‘?pu' & Span CBS
PROCTER & GAMBLE Spic & Span house and $4.000; 1047 Chevrolet sedun | —no rinse, no wipe eleaner, beeause'”; send with
Life Can Be MTWTF and 110 other prizes, each week hoxtop to program, Cincinnati L
Beautiful 3-3:15 pm NBC
QUAKER OATS Pufied Wheat, | Terry & the MTWTF 300 $35.95 clectric train sets Complete product jingle, send with 1 Sparkies MBS
Rice; Sparkies Pirates 5-5:15 pm hoxtop Lo sponsor
Lighter to sender of subject used; if
RONSON ART METAL Ronson Twenty Saturday studio _contestants stumped, grand | Send subjeet nbout which 20 questions may he MBS
WORKS lighters Questions 8 S:30 pm prize of silver table lighter, matehing asked to program
v cigarette urn, tray
Kaiser-Frazer Music for | MTWTF Pyranud J.u.kpn!. starts st §5, in- | Repeat specified phrase fron commercial when WALH,
SEAVICE MOTOR SALES products, Today 7:15-7:30 pm ereases $1 vach call telephoned: 1 eall, during program Albany,
used ears Ga
Tender Leal Fred Allen Sunday 5 envelopes of 85 different kinds of | Send 25¢ and bostop to Tomin or Leal Tea, .
y} STANOARO BRANOS Tew Show 8309 pm flower seeds; booklet of warden Lips, New York NHC
eut-flowor care, arrangemonts
— Trip around world for 2 by Ian- .
SWIFT & co. Swilt Breaklaat MTWTF American Clipper, or $10,000 cash; | Complete produet jingle, send to sponsor with ABC
products Club 9:30-9:45 am 1047 Ford de Juse sedans; 25 $100 top of any Swift’s Bland Lard container
1 prizes; 1,000 §10 prizes
Teentimers' Saturday First prize 12 Teentimer dresses (one | Look at week's Teentimer stvles in loeal 5hus}. .
TEEN-TIMERS, INC. Dresses Club 11-11:30 am for each month of year); 1) prizes, one | Send sponsor letter up to 75 words on style NBRC
dress each favored and why
\. Men: Steeleraft cabin cruiser, week's | -l e
) Pacific fishing trip with Burns. Women: | Write real or imaginary story about relativesin
; I -
| WHITEHALL PHARMACAL Anacin, Bob Burns Sunday T-cubic-foot Westinghause refrigerator, | 150 words or less; send with any Kolynos carton NBC
Kaolynos 6:30-7 pm electric range, Laundromat automatic or {acsimile ta Bob Burns, Hellywood
washing machine, 10 Columhin dia-
mond rings, 10 RCA-Vietor console |
radio-phanographs |
WILLIAMSON CANOY Uh Henory Detective Sunday $100 reward from “True Detective | Notify FBI and maganuse of information lesd- MBS
| Mysteries 4:30-5 pm Mysteries” Magazine ing to arrest of criminal named on hroadeast
|
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LEADS

Day and Night!
in the
TRI-CITIES

e WINSTON-SALEM
e GREENSBORO
e HIGH POINT

NORTH CAROLINA’S
No. 1 MARKET

*Conlan Survey, November 1946
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REPRESENTED BY
HEADLEY-REED COMPANY

50

SANS ADVERTISING
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purely publie service, it's selling Goodycar
products. Reaction to the program, while
excellent in big urban centers, is far more
potent in rural areas where the church
and its teachings are much closer to the
people. Direct sales of tractor tires have
been made because of what farmers think
of a firm that "“brings the message of
God" to them.

Goodyear because Firestone has  for

This is important to

vears been number one in tire sales in
Farmers and non-urban
listeners are the most loyal of all cus-

rural America.
tomers. Once they regularly purchase a
certain brand of anything, or from a
certain retailer, they stick by the brand
or retailer until something catastrophic
breaks the allegiance. To get this type
of customer to change his buying habits
something besides ordinary selling must
The Greatest Story Ever Taold
apparently is that something.

be done.

Only this program could get thousands
of parish publications to give space to a
commercial broadcast. Only this pro-
gram could cause preachers to urge their
congregations to listen. Only The Greatest
Story Ever Told could make the editor of

that important Catholic organ, The Sun-
day Visitor (circulation 700,000), write,
“Last week we went out and bought a
set of Goodyear tires for our car. It
happened we needed a set just then, and
we very carefully specified—not Firestone
or U. §. Royals but Goodyear, because
the night before we had heard their radio
program, and we figured it was more of a
contribution to American culture than
either the Firestone Hour, which is good
entertainment, or U. S. Rubber's excellent
afternoon Philharmonic concert.”

This was a reflection in print of what
countless members of the clergy have
done from the pulpit, urge parishioners
not only to listen but to buy Goodyear

Both agency and executives of the
sponsor realize that the presentation of a
biblicai subject on the air is surrounded
by countless pitfalls. People don't reason
about their religious feelings. The pro-
gram might, were it not done with perfect
understanding under the supervision of a
man like Oursler, have untold repercus-
sions. The Goodyear organization,
through its chairman of the board, states
its position in the following fashion, “We
realize that we are dealing with a delicate
subject and that upon the sincerity and
accuracy of its presentation the program

“We Have the Most Farm Radios

- - —--(mostly tuned to WMT)"

IOWA has more farm radios than any other

state, the U. S. Census bureau reports. And

in Eastern lowa you'll find most of them tuned

to WMT's farmwise programs . . . night or day.

City lowans are
likewise faithful WMT
listeners . . . it's the
only CBS outlet in

Eastern lowa.

Represented
by KATZ Agency

Member of Mid-Stoles Grovp
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DO YOU NEED

RADIO
DEPT?
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This will tell you about a man
who buill one of the most suevessful
radio departments in New York.
From a small ageney 10 ove of the
top twenty in billing—that’s his
recornd!

He's a man who Knows palent
values . . . who can ereate ideas that
are merchandisalble . . . who has a
flair for showmanship . . . who ean
edit seripts . . . who can actnally roll
up his sleeves and produee the show
it=elf . . . and, most important of all.
who ean sell your client and keep
him happy.

“Impossible!™ you say?

Not at all! This man has sneeess-
fully done all these things . . . not
onee, but over a period of years!
Over six years as radio department
head of a New York an'\':=rli.~'it|gz
ageney.  Over two yvears in exeen-
tive positions with one of the largest
national radio networks, Over three
vears as a top execntive with New
York program  production  com-
panics.

He has

- supervised radio productions
in Hollywood. New York and
Chieago
. .« directerd glamor stars of the
movies and of Broadway
<« . planned and produced bhoth
large and small hudget pro-
grams which had 1o Gand did)
inerease oversthe-counter sales
v« o bought local  programs 1o
solve a elient’s regional problem
oo planned and exeented spot
campaigns that sold goods

.« serviced some of the largest
aeconuls in America.

In short, he knows radin . . . he
Kknows how to apply its power . . . he
understands radio and ageney prob-
lems and can solve them!

e is looking for an association
with an advertising agency that has
a future.  If yon are looking for a
man to head yonr radio department,
let him give vou the details of his
plan for building yonr radio business.
OR—

It you are an alert sponsor who
wishes to follow the modern
trend of creating your own
radio department, let him talk
this over with you.

Box 37
Sponsor Publications, Inc.
40 West 52nd St.
New York 19, N. Y.
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will stand or fall. We are trving to con
sider the feclings of Catholics. Drotestants,
and Jews in making this pres
helpful to all, in making a reverent appeal
and avoiding anything which would be
considered sacrilegious, although there
may still be a small minority which
might sometimes be offended

“We impressed upon the producers the
importance of maintaining sincerity with-
out regard to any rating the program
might have or as to the size of audicence,
and instructions have gone to our adver-
tising agencies outlining our motives.”

neation

The Greatest Story’s Hooperating is not
a true index of its audience because the
33 cities in which Hooperatings are made
are big urban centers. It started with a
3.8 rating (February 2, 1947) and it has
held to a 4.4 ever since—better than the
Catholic Hour, which has been an NBC
standby for vears. Its Nielsen rating, in
cities between 5,000 and 500,000, is 5.9.
The program (time and talent) is costing
$20,000 a week, $1,040,000 per year. In
1946 Goodyear spent a seventh of this,
$146,000, for spot radio, a campaign
which has since been discontinued; maga-
zines received $2,032,000, and $311,522
went into farm papers. They have four
advertising agencies—N.W. Aver, which
in the past has done their institutional
advertising and still does except for
radio, Young and Rubicam, which
handles passenger tire copy, Compton
Advertising, which places advertising for
shoes and like products, and Kudner,
which has all the other advertising and
The Greatest Stary Ever Told.

It's too early to claim any miracles for
this campaign but it's not too early to
record the fact that both commercially
and in spreading the Gospel the program
has done more than expected of it. There
will be a Mexican and a South American
version of the program in Spanish. The
State Department is already airing it to
the Pacific and Asiatic nations and time
is being cleared so that it will be heard in
Europe. The program, without attempt
at any mail pull, is getting from 500 to
600 letters a week. This isn't anything
spectacular but most of them come from
heads of organizations or church groups
and therefore mean much more in the
way of listeners than the numbers indicate.

Variety, showbusiness trade paper, on
March 12 presented Goodyear with a
special citation, noting that “Goodyear
has nothing to gain but the satisfaction
derived from spreading the gospel of uni-
versal brotherhood.” Maybe it forgot,
maybe it didn't realize that it is being,
found that programs sell sans
advertising.

can

“*WJBK

FORJOE

METROPOLITAN
MARKET
STATIONS

WLOW
WHHM
WTIP

KWKW
WWDC

Norfolk

Memphis

Los Angeles
Wash., D. C.
Detroit

St. Louis

KXLW
KONO
WBNX
WSBC
WMIN
WWSW
WDAS
WHWL
WNEX
KVET
*WORL

* except in New York

San Antonio
New York
Chicago
Minn.-St. Paul
Pittsburgh
Philadelphia
Wilkes-Barre
Macon

\ustin

Boston

** except in Chicogo

Forjoe Offices

Los Angeles » San Francisco

Charleston, W.Va,

New York « Chicago = Philadelphia
Pittsburgh « Washington  Baltimore
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Big Little Stations

ndustry awards that break out in a
rash at this time of the year (Ohio
State, Peabody, City College of New

York) spotlight very little that everybody
doesn't know as far as the networks are
concerned. They, however, indicate a
oreat deal about stations in the 100-500

I'hanks for the nice item about the
“McNear Reward Fund." You will be
interested in knowing that the fund is
now well over $50,000. We are hoping
that it will get some real results in finding
the killer.

Epbcar L. BiLL
President
WMBD, Peoria

| read Food Store Quiz with a great deal
ol interest. Partly because the article is
so well written —-partly because the James
H. Forbes Tea and Coffee Company is our
client—partly because you failed to men-
tion the agency's part in the Forbes Food
Store Quiz.

The KXOK rtalent is doing a bang-up
job on the Forbes Food Quiz, just as your
article says. But | think some credit
should go to the agency. Latest Hooper
I have seen shows the rating has upped
from the 2.4 vou gave 1o a 3.6.

LeoN SEeLic
Seelig (7 Co., St. Louis
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watt category that natwnal advertisers
don’t know.

For this reason, if for no other, the
tribute-paying sessions that are part of
each award giving and the awards them-
selves are justificd. Without them we
might not hear of the achievements of
Los Angeles' little KGF] and of Battle
Creek’s WELL. The advertising profes-
sion might obtain a wrong impression of
America's low powered outlets. Many of
these stations all over the nation are
doing a job. Many of them never get up
the gumption to enter national competi-
tions. They take whar they do as part of
their job. \WITH's promotional activities
for instance are outstanding among sta-
tions but like so many tiny powerhouses,
they don't think what they're doing is
award-worthy.

Cutting Station Breaks

BC's recently completed series of
meetings with its affiliates was
in part an exploration to de-

termine just how far it could go in “re-
forming" broadcast advertising abuses.
Many “‘suggestions” were made. The
one that raised the most smoke was the
idea that stations reduce their station
break commercials to one an hour. This
hits web stations where it hurts, for most
outlets find 50 per cent of their non-

4O WEST 52nd

| would like to make a suggestion that
you investigate nationally direct selling
accomplishments of radio at the local
level. We are frequently confronted with
prospective and current sponsors firmly
entrenched in their opinion that radio can
only do an institutional selling job for a
retail merchant. This opinion is fostered
by unenlightened newspaper salesmen,
and there is enough evidence to the con-
trary available to compile an atomic re-
burtal to this misconception.

Wirtiam F. KiLEY
Commercial Manager
WFEBM, Indianapolis

Listerine's six-month, four-station test
of the Canadian-produced Treasure Trail
(sronsoR, April 1947) has resulted in our
buying the half-hour quiz show on 28
CBC Dominion network stations in the
Atlantic, Mid-Eastern and Prairie regions
starting June 6. The current Elliott-
Haynes Treasure Trail rating is 22.2

network income stems from station break
commercials. The idea of cutting this in-
come to one-quarter of what it is is what
makes station executives see red, How-
ever, a number of stations are making
other plans. They're going to cut their
station breaks and they're going to in-
crease the cost per break accordingly.
Their reasoning is simple. Cutting com-
mercial copy on the air will increase the
effectiveness of what is broadcast. It is
therefore worth more—ergo the rate
should be proportionately higher.

But there is another side to the ques-
tion. Competition for the advertising
dollar becomes stiffer and stiffer as each
month goes by. ls it intelligent, ask some
of the affiliates, to increase rates at this
time?

To this the proponents of reduced com-
mercialism simply say that a program
commercial, a hitch-hike, a station break
a cow-catcher and another program com-
mercial, all within a span of three
minutes, is liable to kill the goose that lays
golden cggs. NBC's exploration is aimed
at cutting the Gordian knot. It's out to
eliminate the cow-catcher and hitch-hike
to sell sponsors on rescheduling their
commercials in programs and to have the
stations do their part towards making
broadcasting more listenable . . . a more
productive medium in which to advertise.

(E-H figures are comparable with Hoop-
eratings). The program will continue to
originate at CFRB, Toronto, the station
which owns the package. Retailer de-
mand in the areas tested indicated that
the program was selling substantially for
our client.

Ray KREMER

Radio Director

Lambert & Feasley, New York

We, along with other forward looking
agencies, sce in FM a possibility for many
more of our clients, particularly the
smaller accounts, to use radio for the
first time—and, for the first time, take
advantage of the demonstrated selling
possibilities in the radio medium. We
sce, also, a unique opportunity to work
out new and better shows without the
financial risks involved under the existing
(standard broadcast) conditions.

HueH D. LAVERY
McCann-Erickson. Inc , New York

SPONSOR




There’s a lot of truth to the statement that a radio station is no better
than the people who man it and the policies that guide it. And WINS
is no exception! With this in mind, initial steps toward improvement
have been made. Currently WINS personnel has been increased
21% while payroll's up 60%, thus providing a more adequate size
and quality of staff. Programming, too, has progressed. Approxi-
mately 48% of it represents new and improved shows. Also, a 50kw
transmitter is being installed. All efforts continue to improve WINS
...to make it a better entertainment and information vehicle for
listeners and an honest, resultful medium for advertisers.

CROSLEY BROADCASTING CORPORATION



CLEVELAND’S

YOUR FUTURE IS IN THE CARDS'!

7he postcards answering our recent nationwide survey
gave overwhelming indication that from coast to coast more and
more time buyers, sponsors and agency men recognize WJW as
Cleveland's Chief Station!

That's because Cleveland’s daytime listeners prefer WJW, acclaim
it as Cleveland's Chief Station! Again . . . according to the latest morn-
ing Hooper ... WJW is tops with the largest audience in Cleveland!

Yes . . . they see it in the cards and they see it in the Hoopers . . . and
they know that morning or afternoon—W/JW delivers more listeners
per dollar than any other Cleveland Station!

BASIC 850 KC
ABC Network 5000 Watts
CLEVELAND, O. DAY AND NIGHT

REPRESENTED NATIONALLY BY HEADLEY-REED COMPANY




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

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

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