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Tight grain market is forcing cereal firm retrenchment of advertis-
ing budgets. Kellogg's requested six-month hiatus on "Breakfast
Club" was refused by ABC on ground that period could be sold to one
of clients on waiting list. General Mills will start making cuts in
November with at least two network programs affected.

-SR-
Programs depending on giveaways for appeal are being frowned on by
NBC. Its own 'Honeymoon in New York'" is expected to exit on Jan-
uary 1 and sponsors will be urged to stress entertainment rather than
something for nothing. This will have no effect on productions like
"Truth or Consequences,'" "Dr. I. Q." or similar shows

o - I
Petition by station representatives association to Federal Communi-
cations Commission to stop networks representing affiliate stations
is not expected to get anywhere unless reps prove coercion. Net-
works are expected to establish separate corporations for their
spots sales organizations after fuss and fury is over.

—SRC
The Pulse Incorporated has added Cincinnati to list of cities in
which it is conducting surveys. With first report of Cincinnati
Pulse, the organization will be covering six areas with 6,289,880
radio families. This is 18.5 per cent of U. S. total.

~SR-
Football is proving even more commercial than expected when season
opened. WIND, Chicago, sold games to five sponsors. Underwriters
include Karoll's Men Shops, Standard 0il of Indiana, Armour Packing,
Goebel Brewing and Atlas Prager Beer. Some key games, i.e., Notre
Dame's, Michigan's, Penn's, will have as many as 18 broadcasting
booths and as many sponsors. The games in some cases go to single
stations, in others to regional chains.

~SR-

Realizing that losses from TV operations will be staggering during
next few years, networks are more and more emphasizing profitable
sidelines. CBS' purchase from Fletcher Wiley of Housewives' Protec-
tive League (program producing organization) for rumored $1,000,000
is one of these moves. CBS has in past paid HPL thousands for pro-
grams on WBBM, KNX, KMOX and KQW. Move will switch New York program
of HPL from WJZ to WCBS.

SO

Weather Bureau admitted recently, after an earlier ruling to the
contrary, that it had no control over weather broadcasts on sta-
tions. Reported ban on recorded weather spots never was an order
since only thing Bureau can police is representation that jingle or
song is an "official" pronouncement of USWB. Credit Harry S. Good-
man for going right to Washington to get clarification.
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Over 50 per cent of ABC's mail in September was written about one
thing and came to one broadcaster, Ted Malone. It was all on sub-—
ject of the feminine "new look." Mail count was 110,596 with
Malone's pro and con letters adding up to 56,788.

Ly S

Mutual is going it alone researchwise at this time. MBS thus far
has not subscribed to Broadcast Measurement Bureau. It has dropped
Hooper. Archibald Crossley made special MBS Crossley Rating report
on World Series. Rating was on "recall basis" technique discarded
with Cooperative Analysis of Broadcasting (CAB) some years ago. Its
"listenability" report (which MBS is using to indicate coverage)

is new variation of signal strength presentations. Basis of
"listenability" is that since MBS hasn't top programs (with excep-
tion of a few public service airings and whodunits) it must present
sponsors with possibilities of what might happen if a Bob Hope aired
on web. World Series listening figures are another indication of
what can happen on MBS. Figures are amazing even if coincidental

figures (Hooper's) are used instead of Crossley's.

Hooper™* Crossleyf
1st & 2nd game * 43.9
2nd & 3rd game 12.9 42 .4
3rd & 4th game 13.7 44 .1
4th & 5th game ST 48.8
5th & 6th game 26.8 59.4
6th & Tth game 24.7 60.2

*first game not on a Hooperated day so no survey made.
**per cent of total homes in Hooper surveyed area.
fper cent of radio homes in Crossley surveyed area.

—SR-

Farm station business is at all-time high. This is based upon un-
official figures reported to FCC which will be basis of report
issued in 1948. Reason for surge of rural spot business is amazing
farm income increase. Farm income in 1946 reached $25, 322,896,000,
and 1947 is expected to increase this 10 to 25 per cent.

e < I
Resentment against radio manufacturers using so little broadcast
time to sell receivers has manifested itself in a number of stations
not cooperating with NAB-RMA (Radio Manufacturers Association) cam-—
paign to place multiple sets in every home. Station most voluble on
subject was WGN, Chicago. Only set manufacturers on the air are
Pilot (MBS), Philco (ABC), and RCA-Victor (NBC), with Stromberg-
Carlson using small FM network (Continental) to help frequency
modulation along.

=8R=

Qualitative research picked up its equipment during past months and
tested audiences in Ft. Wayne and Boston. McCann-Erickson took
Lazarsfeld-Stanton Program Analyser to Ft. Wayne and for two weeks
tested clients' programs. CBS took its "Big Annie," mass audience
reaction recorder, to Boston to test programs for network and sta-
tion WEEI.
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. Thanks, old man, but we

=,;L'l:wxl§ -

ET 1. Who won the Battle of
M Rochester for this high
profit market’s 5000 watt

station? 38 veterans stub-
born enough to insist there’s
NO SUBSTITUTE for plain
old-fashioned get-up-and-go.
And now WVET is out to
do some fancy battling for
vou!

don’t want an A for Effort. &
All we're after is A+ re- 7

sults for YOU—whether SAI"]E_,S' :+
you're out to break sales L | f
records for Flapdoodle’s De- A tEar A
licious Gumdrops or Diesel- NWYETH
powered tractors. HHHTH

« Frankly, we can’t afford to
miss any boats because we've
invested our own hard-
earned sheckels in WVET

. . all 38 of us. To put it
candidly, we have to make
money for YOU—so we can
make money for us.

$.5.5ALES-
MAKER

e

Q

5. You bet we'll test shows for you

SORRY, WE HAVEN'T ANY
BRIGADIER-ADMIRALS. . .

—but WVET has almost everything else to
help you do a whizz-bang of a selling job!

4. No...we have no intention of
dropping you like a hot potato
once you've signed. We've been
timebuyers and clients our-
selves so we know what you're
up against . . . firmly believe in
servieing the sale.

#r

and give you complete advertis-
ing and merchandising service.
Anything to help vou sell more of
those delicious gumdrops—or any-
thing else you want to promote.
We can also give you expert, on-
the-spot help with local distribu-
tion problems.

. We're set up to give you the kind of personal, indi-

vidualized service you want . . . the kind of service
that will help you get bigger and better returns from
every one of your WVET broadecasts.

So hurry to your nearest three-cent stamp and write
for full details about Rochester’'s new live-wire, up-
and-at-'em station—WVET!

VETERANS BROADCASTING COMPANY, INC.
204 GRANITE BLDG., ROCHESTER, NEW YORK

5000 WATTS
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“SPONSQOR TOPS LIST"

We are in the process of organizing the
radio department of a brand new agency
After looking over the magazines in the
ficld, we decided that srossor tops the
fist. In fact, we are so impressed with the
issues we have secn that we hate to think
of all those we missed while our firm was
still in the blueprint stage.

Please stan

ately and please let us know if there is

our subscription immedi-
any way we can acquire back issuces (es-
pecially July's Fall Facts

Mary Evizaperi GayNoR
Radio Director

Woodward & Fris Inc
\lbany, N. Y

We think sroxsor is domg a good job
providing advertising agencies like our-
selves with many ideas that are useful in
the planning and purchasing of radio
spots

Congratulations on September
issue which is chuck full of ideas which

VOUr

will help us to make money for ourselves
and our clients. Keep up the good work.
RicHARD JORCENSEN

Richard Jorgensen Adverfising

San Francisco

AGENCIES NEED SELLING AID

Well, I gather from Phillip Frank’s
letter in your current issue (October) that,
while there isn't any blazing bonfire on
the subject of radio’s lack of promotion
there is, at lcast, a wisp of smoke around
T.;‘h.'t.;il‘,,'t?.

| don’t think that we gain very much
into the and cons of
BMB, although 1 can understand Mlr
Frank's very natural tendency to rush to
Bur—uwell, let's put it this
way: Our clients who currently use the
New York Daily News know that their
copy is going to a paid circulation of
2

2,352,454 on weekdays

by getung pros

its defense.

They know that
1,657,933 of that is city zone circulation,
and thar 464,517 is trading zone. Let's
forget about readership, and the other
imponderables, and stick to the circula-
tion facts. 1f any New York radio station
can furmish anything as factual as the
above figures, I'll be glad to recommend
it recklessly from here on in.

Now, let's

nobody’s condemining radio as an adver

(]
not be silly about it

advertisers

get our votes
every day!"

CHICAGD @

i~

QUAD.CITIES

sT. LOUIS
®

DAVENPORT, ROCK ISLAND
MOLINE, EAST MOLINE

Only WOC delivers satisfactors
round NBC service to the

5,000 Watts, 1450 Kc,
Basic NBC Affliate

8. J. Palmer, President
Buiyl Lotiridse, Monager

WOC-FMm
DAVENPORT, IOWA

National Representatives:
FREE & PETERS.Inc.
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It’s As Simple
As Reading Off
A Log—

The network owned and controlled
division of the Columbia Broadeast-
ing Sy=tem. Radio Sales. has made
some extravagant elaims about their
achievements in Spot Radio to some
CBS afliliated stations.

Speeifically. they ve claimed prow-
ess in selling locally produced pro-
grams (o national advertisers and
chose their performance on WEEL
Boston. as the elassie example.

We compete with Radio Sales in
We cheehed the logs for
WEEI and for WNAC lor a reeent
The FACTS show:

Boston.

random week.
® We sold more Single Sponsored
programs (219

National advertisers (119,

more) o nrore
nore)

using more time (4097 more).

® We sold more Multiple Sponsored
(1269

National advertisers (1139, more)

pl.'llgl'illll:'i Illl)l'l"} Lo more

nsing more time (1199, more).

® W sold, altogether. 799 more

programs to 737, more National
advertisers for a total of 919, more
total program time.

We believe that the =ale of local
sliows 1= important but it is only one
ol nany i!!l[mrl.'llll rl'-'-||(u|.-i||i|ili1'-
we  conceive  onrselves 1o have.
Representing radio stations means
representing  their hest interests
all of them.

In short. we will continue 1o

follow the  policies  whichh  have
soverned our sucees=sful operation
for some 15 vears. We will con-
tinue to present the many advan-
tages ol Spot  Broadeasting 1o
National advertisers and torepresent
the best interests ol our stations.
even when they confliet with those
of the networks.  We will continue
1o sell advertisers whatever lacilities
the stations have available to move

merchandise most effectively.

AR
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YOU MIGHT STEAL
892 BASES -

BUT—vou cAN'T SLIDE

INTC WESTERN MICHIGAN

WITHOUT WKZ0-WJEF!

If vou are trying to reach Grand Rapids. Kalamazoo and
. . . . -s . . - - ..
Western Michigan from any “ontside™ city—welll it°s no

g B "
rutts. no hits, bnt avery real error!

Western Michigan has a fading condition which strikes out
the reeeption of even the most powerful outside signul,
AH you have to do to prove this point is to study any listening

reportl vou choose. . L.

To corer Western Michigan (and 1o get the highest Hoopers
in the area. morning, noon or night) the majority of adver-
tisers use WRKZO-WJEF. These two CBS stations give you o
combination that can™t be matehed by any other station or
combination of stations cither inside or ontside the arca.
{sk for the facts—Irom us=, or from Avery-Knodel, Ine,

“During 21 vears of baseball, '-':\' Cobly siole 8Y2 bases,

WJEF

fe%4l" 1 GRAND RAPIDS

JPdE" m KALAMAZOO

and GREATER WESTERN MICHIGAN
(cas)

AND KENT COUNTY

“J%Un

8or BY
=2 Owngp Anp QPERATED

BROADCASTING

AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES

tising medium because it happens to be
one where its very nature makes an exact
counting of noses an impossibility. It
seems to me, however, that it's that ven
impaossibility that points up the necessity
for marshaling whatever mformation 1s
available, maintaining a running check for
other factual documentation, and doing an
over-all promotion job for radio as an
advertising medium, and doing it com-
petitively.

Let’s settle the individual station prop-
osition by pointing out here and now that
every broadcaster in, say, Detroit has a
pitch all prepared that's designed to show
the timebuyer why his station, station A,
is better than station B. Station B has a
nice offset brochure on the subject, and
so on down the line. But, has anybody
ever seen a presentation on the superiority!
of radio, as a whole, over Detroit news-
papers? | think not.

| haven't anything against Detroit,
really, excepting for the fact that there's
an automobile manufacturer there who's
been holding up my new car for over two
vears, And | suppose that a one market
radio promotion is too much to expect.
It just seemed to me a simple way to
illustrate the fact that while |'ve sat
through presentations where magazines
blasted away at radio, and newspapers
trained the big guns on radio, 1've never
been around when radio popped away at
anybody with so much as a pea shooter.
And while it would be manifestly ridicu-
lous to accent destructive selling as the
only form of good selling, it's just as silly
for radio stations to expend all of thei
promotional ammunition firing at each
other, completely ignoring the ontside
barrages aimed at all of then.

I don't think that it's unfair to expect
the radio broadcasting industry to invest
some of its profits in something that will
mevitably retum to them in the form of
additional profit. More than that, with
the gravy train threatening to pull out of
the station "most any time now, this isn't
a very good time to be laggard.

And so far as my attitude as a radio
director is concerned, it all boils down to
this: It would be a lot more useful all
around if the station men would spend less
time, individually, trying to sell me, and
use it collectively working on something
for me to sell with,

Next! Raysonn E. NELSON

President
Raymond E. Nelson e,
Please turn to page 76)
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RAIN-a Ia carte

The Salt River Valley of Arizona was in the death-grip of parching
drought . . . but suddenly ... THI RAINS CAVL!

\ stroke of luek in this arid land?

No! That life-giving rainfall was the result of man and his scienee.
Sinee time began man was the slave of nature . . . expeeting little and
hoping much of the thunderheads, but today man has discovered that
the [lilul ol an ilil‘|llillh' can ||ru|| r]r_\ 1ee lu-“l'h into the moist clowds
and rain will fall . . . when and where he wants it!

Yesterday the rain elouds were misers with their wealth . . . today they
are the nation’s skv-borne reservoir!

\llt] jll.-'l as ﬁl'il']ll'l' ||ru|n'- Il||> I\ulurc-. =0 \\ .“f'“ t-urk- ;|||u~;|s|_ fillii- 1w
wavs to better serve the people who live and work and buy in the North-

west Ohio area. WSPD's search for
WSPD rowevo, onio

“Things to Come™ has resulted in
“Action Today™ . . . action in the
sooo warrs B
=
NBC #

THE VOICE OF TOLED

form of sales results—the kind of
action that keeps WSPD in its
position of the most effective adver-
tising medium in Northwest Ohio.

Just ask Kal:

NOVEMBER 1947
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= new and renew

New Naltional Spol Ruiineis

SPONSOR PRODUCT AGENCY STATIONS PROGRAM, start, durstion
Amuerican Airlines Transporiation Ruthraufl & Ryan 20-30 i ive spots, breaks: Oct 13; 18 wks
W, K. Buckley Lud Cougli syrup Grant 40 I ANADUNCEMen K] \u\ 33 13 wks
i Ii.urliukmn Brewing Co Beer y Goodkind, Jolce & Morgan 8§ " I'ed Lewis Show'™ 51 Oct- Nov: 13 whkx

Colgate-Palmolive-Peer Ajax Cleanse Shermun & Marguetie 125 Adding additlonal murkt'lx 10 existing et ainounce-

. ml 5t : ! : i y nmwent campaigns; Oce=Nov: 13 wiks

Commercial hnlyema o, Dry-Ex anti-frevze Fuller, Sinith & Ross 12-15  Spots, breaks; Nov 155 4 whks

Emerson Drug (o Bromwo-Seltzer BBD&O 2040 E.t. breaks, spots before and after basebull games; %
1948 season ¥

Grove Laboratories Ine Bromao-Ouinine Duane Jones 75-100 ) r. spots, breaks; Dee 15 seasonnl o

Cold Tublets

Radio Gospel Feilﬂ\nallip Institutional Glasser-Gailey 13 “Challenge 1o Youth' e.t.'s; Ocr 26; 52 wks %
Schutter Candy Co Candy Schwimmer & Scott 10 E.tannouncements; Oct 6; 52 wks i
United Fruit Co Bananas BBD&O 75-100 E.1. breaks, spots; Dec 17 13 whks 5
New On Networki
SPONSOR AGENCY NET STATIONS PROGRAM, time, start, duration
4 Campana Sales Co Wallace-Ferry-llanley CHS 57 First \xghu-r Sat X-85:30 pm; Ocr 43 52 wks
11. €. Cole Milling Co Gardner MBS 160 Eddie Lee*s Omega Show: Sun 3-3:30 pm; Oct 5; 52 wks
2 First National Stores X John €. Dowd A 11 Cuy Lombardo; Th 9:30-10 pm. Oct 2; 52 wks
Illimpis \I\"lal)ch Case Co (Elgin Weiss & Geller ABC You Bet Your Life; Mon 8-K:30 pmg Oct 27 52 wks
mer v,
Manhattan Soap (o Duane Jones NI *153 Katie's Daughrer; MTWIUF 11:15-11:30 am; Sep 29; 52 whks
R. B, Semler Fl:\\ln. Wisey MRS 350 Martin Block; MWF 2;10-2.-45 pny; Oct 13; 52 wky
Trimount Clothing Co William 11. \\ vintrauh MBS 350 Sherlock Holmes; Sun 7-7:30 pmy Sep 28: 52 wks
e US Army Recruiting Service N W, Ayer MBS 300 Army hm||\.|ll{..|rm-« Sat 145 pm; Sep 27
: Washington Cooperntive Pacific Na!ilmnl NBC 20 Pac  Jack Gregsoni Sat 9-9:30 am pst; Oce 1K; 52 wks

Farmers Assn
* 117 New stations added,

(Fifty-tiwa weeks generally means a 13-week contraet with options for 3 successive 13-week renewals. [€'s subjeel to cancellalion al the end of any 13-week period)

B

Renewals On Networki

SPONSOR AGENCY NET STATIONS PROGRAM, time, start, duration
Amer Home Prods Corp (White- Dancer-Fitegerald-Sample NBC 57 Juse Plain Bill; MTWTF 5:30-5:45 pm; Sep 29; 52 wks
hall Pharmacal Co Jdiv) Dancer-Fitzgernld-Sample NBo 56 Front Page Farrell: MTWTF 5:45-0 pmi; Sep 29; 52 wks
Amer Tobacco Co (Amcerican Foote, Cone & Belding NBC 159 Big Story; Wed 10-10:30 pm; Oct )
Cigarette & Cigar Co div)
Bristol-Myers Co Doherty, Clifford & Shenficld ABC 183 Break the Bank; Fri 9-9:30 pin; Oct 3; 52 wks
Campbell Soup Co Ward Wheelock CBs 145 Meer Corliss Archer; Sun 9-9:30 pm; Oct 3; 52 wha
Hall Bros Inc Foote, Cone & Belding RS 157 “l;.]dt 's Digest—Radio Edition; Th 10-10:30 pm; Sep 1]
52 wks
Hudson Coal Co Clemenis NB(C 13 D & 11 Miners; Sun 9:45-10 am; Ocr 12; 52 wks
R, J. Reynolds Tobacco Co Willinm Esty CBsS 153 Bob tlawk: Mon 10:30-11 pm; Ocr 6; 52 wks
Southern Cotton Ol Co Fitzgerald NBC 7 Noah Webster Says; Th %:30-10 pm pst; Oct 16; 52 wks
Western Auto Supply Co Bruce B, Brewer NB(C 57 Circle Arrow Show: Sun 10:30-11 am; Oct 5; 52 wks
Wildroot Co BBD&O bl 159 KRing Cole Trio Time; Sat 5:45-6 pm; Ocr 18; 532 wks

e s e e e e et e e

New and Renewed on Teleuidion

SPONSOR

AGENCY

STATION

PROGRAM, time, start, duration

American Packing Co
Anterican Tobacco Co

Artophone (I’hilcn div)

Anfenger KSD-TV,

St. Louis

Spots preceding all velevised sports; Sep 26; indehnite (n)

Film spots;

3 weekly; Oct 2; 52 wks (n)

Foote, Cone & Belding l\\\(‘ll.\ TV, New York

Marjorie Wilten

SD-TV. St. Louis
WANBT, New York
Kfﬂi-"'\'. St. Louis

Film spors; 5 wecekly; Sep 28;
Callege football games; Sep 27
High school football; Oct 115 s

13 wks (n)

season (n)

us.

1 (n)

Atlantic Refining Co N. W. Ayer WPTZ, Philadelphia Univ. of Pa. football games; Sat afrernoons; (or 45 seasan (n)
L Atlas Brewing Co Olian WEREKR, Chicago Chi. Cardinal's football games; Sun aft; Oct 5; season (n)
Barr's Jewelers Edward J. Prager WIrT'Z, Philadelphin Time signals at station sign-off ; Sep 29; 13 wke (1)

Beneficial Saving Fund

NOVEMBER 1997

Richard A, Foley

WIIrZ, Philadelphia

Time signals; Sar alternovons; Oct 4 to Nov 29 ()




R AR SR SRR | 2

RSV T

3
|
|

SPONSOR AGENCY

STATION

PROGRAM, time, start, duration

letter Cars I Lester Mulil

Botiled Auno Salies Wity Warren
BRotany Worsted MilIs Stiherstebn-Conldsmiltly
alova Waneh U Ithow

A LR T L 0

Conwet Candies Ine Irees

Fodbn Sattemal Wareh G

Moy Farr

[ = al Fowds Carp |

George's Radio & Tele- Rahi. J. Fnders
vislon o

Hose of Hawick

hnos e Thatoer

Fdward Shaplra
\

Funt-Goldwivk
Gieyer, Newell &
siger

prh AL Hlart
Direct

Juliun €0, Pollock
Solls S Cantor
ireet
Camphell-Ewald

hibip Ko

Muarcus & Ga :
Fidbadelphiba Electebe o
Phillco IMsiribintors lll(
Superline Applli
Tranwmirrn Pro
18 Kubber Can

WT Wros. Appllonee

J. Walter Thampsan

mg & Rubicnm

WOERS-TY, New York
VoA, Sew Yok
WAIE, Saw Yurk
Weather spot
e s

WNHBW Washil
KTLA. Las An
Wik, Chibey
WAHT, Sew Yark

WA, New York

WA, Sew York

WErZ, Malladelphia
WLV 1M
WAIRT, New Y
WAHW, Washlugoun

Pinne sinals; S

WA, New York
WERS-TY, New York

7. Fhlladelphin

Sl Fry: M

7. Philtadelphin

WEPTZ, "hilndelphiia

WITZ, Phibsdelphia

W '\III! NSew York
NP, N \

L

INS Tel

New Agency Appointmenti

=it
Clotumbla U football gamiess Sab 1250 pang Ot L1-Nny 22

wisdon News: & weekly;

Spots preceding foothall gaos: Sep (s seanaen (n)
Kuow Your Sew York: Wed 24
MWesthar s pustn pr

T pm: Oct 1; 13 wks (n)
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SPONSOR

PRODUCT ‘or service)

AGENCY

Sover Do Poods Closeph Burnett Co dlv)
Angvlus Shoe Pollsh Co Lo AL
Anre, N Y
Austlin Mator Co, iemingbam, Engl
Birk Bros Brewlog Co, Chi
istex, Chi.

Campbell Muste Co, Wash,, b, €,

. Cappelllon & Sons. Rochester, SN ¥
Central Grocers (.uum ri tive, Chi,
Chelsen \Illllngl 0, Chelsea, Mich,
Clibes Servlee, N,

Clilzens Gas & l ke 1 iy, Indianapolls
Coloulal Wallpaper Co. Wash., D. €.
Caolumbia Siades Corp, Plegshurgh
Conrad, St Louls
Contl Packing Co.. Rochester, N0 Y
t Hade Curler, Onkland
2y Warer Crystals Co, Mineral Wells, Tex
Iluu; e Lugach, Qukland
FR Corp, N Y,

Gardiner-Warrelng Co. Florence, Ala.
Garrison®s Restaurant, N, )

Girove Lahs., St L
Harris Eve Lotion
Titl Yoghure
Lt Femme, 8
Lo ‘leena, N. Y.

Johin W, Lenvitt Co, Boston
Lever Biros, Co, Cambridge

(Harrier Hubbard Ayver div), N. Y.
Lower®s Hrewery, N Y.

Bentrice Mahle, St. Louls
Muetrapolls Brewing CGo
Milwaukes Lnce
Mirrolike Mfg € !
Sacto Cleanser Corp, N Y
Omar, b
Ostab Lubin,, BufMilo
Pat=A«Tun Carp, CGhi.

Phaenix Leather Goods, N, Y.
Rea Morors, Lansing, Mi ich.
Reo=Washington, Wash., D. ¢, .
Rudolph's Candivs, Wish., 3. (5
Sunta Caola € \

Sontn Fe Vinw
Sclence Hlustr ¥ Ve
Seaboard Mills, Santa Barbora
Sports Unilmited, Oakland
Stau=Neet Corp, H'wond

orp. M. Y.

Carlos, Calif.

Aogh & San o Furnlioure Warchouse, thakiand

U lsier Cravat Oo

Kingsien, N ¥
M. Werk Cu, Clneld,

Food products .

Shoe pnlhh

Waomen's specialty shops
Muotor cars

Beer

Prapriciary formula
Music

Franco snlad, cooking ails
Cooperative

Jifty prepared lour mixes
Petroleum products
Public utilley

MWallpaper

{on cur baiteries

)-Ment products

Hair curler

Crazy Water Crastuls
Realtor

Neip soa

Character sweatshirts
Hestaurant

Bromo-Qulnine Cold Tahlets
Bir. Tharrls Eye Lotlon, Drops
Yaml Yoghurt

Manicure device

Teen-ape fashions

Teddie Brand Peanut Butter
Silver Dust sonp

Cosmetics

Heer

i- e LTeam

Malterest Brew (near beur)
Dailies, mats, erc.

Floor wax, furnlrure polish
Fabric cleaner

Food products

Mouthwash

Cosmuetics

Ladiex” belts

Trucks. coaches, buses

Car dealer

Candy

(\ia_llrhmmlnl Ieverages

ro-Green drivd lima heans
Sporting gonds

Plastic hale trimmer
Furniture warchonse

Crasats

Wirx, Tag soap

Tty wines, Laure! Spoings whiskes

W, Earle llullmu'll b T T
Colemuan -
Sevn

'\\.

3y hes
Fu ot & thh & Ross. Chi.
Pvan DN, €D
M, Helmont Ver Sinodir SWasli
Hart«Conway. Rochester
‘-‘altlmhr-u Chi.
W. Roush Co, Derroit
l-lllnglun Ny
Gallup, Indiinapolls
M, Belmont Ver Standig, Wash,
Seedbam & Grohmann, N Y
A unnlrl-. 5t. Lonis
L1 -Conway. Rochester
Ad Frivd, Oakkand
\\'Illn-lm-l.-.luglllin-“i!m.n, alkns
Ad Fricd. Oakland
Kastor, Ful‘n'li. ﬁhr\lt-} & Clifford, N, Y.,
Robure B, Grady, 3
Walter Kaner, N \
Puanie Jones. N
Peck, N
Wiltlam Kester. 11 wood
Wird, Macdonold & Stagg, 5, F.
Ferwerda-Boone, M. Y.
Herey M. Frost. Boston
Sullivan, Stauffer, Colwell & Bayles, N )
Federal, N Y,
M, Belmont Ver Standig, Wash., I, C,
KRrupnick, St. Louis
Deursch & Shea, N Y,
G Willard \Ir}q r. Milw,
Briml{'llur. Vian Norden, MY
Tracy. Kene, N, Y.
Mlen & Hey nnldx, Omaha
Shins & Mawry, N.
M. Belmant Yer Standig, Wash., 1, G,
Viking, N. Y.
Itmukn
+ Belme

mith, French & Dorrmice, Duirolt
t Yer Standig, Wash,
M Belment Ver Standig, Wash.
Pat Parrick, Glendale, Calif,
John Freiburg, 1. AL

or Welr, N Y
p-Frickson. L. A
‘tied, Oukland
\'I.lu . b AL
A Vrled, Oakland
Furwerda-Noane. N, Y.
Relph 1L Junes. Cinel.

3,20«404 pe/ua&mel C"/tanfa

NAME

FORMER AFFILIATION

NEW AFFILIATION

Harald 3. Beehy
IRl R, Compran
Louis F. Crulin
mgar
Jouhin A, Doabron
Witk . Masn
dir
Siguir Co
Sweers (

Walter Mayoer
L. 1 ek Nelson
Dnvntla B, Mlerce

als dir

Commumwenlth Edison Co, Chi., asst sdy o mgr
Essex adv sve div, Safeway Stores, 5, Fo
Man Amerlean World Meways, N Y, asst to ol

Maltex Co, Burlinguon, Vi,
Willizim I, Remingron, Springhicld, Mass,, group

L. A, ady mer
Hobhok

v \mrr
Camnolblated Royal Che mical Corp, Ghi., ady,

. b, exec vp

{ srmstion .
i Co, S Y Ladv, puh el head
.l mipis MIg Co. Chi, sis, aids mgr

Same, ndy mgr
Sufeway Stores. allis disrrict, ady mgr
man Amerlean-Grace Mrwass, N Y.

» ady mgr

Same, wdy, sls prom dir
Geser, Cornell & Nowell, Ny aweet enag

L. M., ass) ady mar

Toerry Ouimby

o, Hewd Sehireliner
Farle 11 Nelby
Lawls W, Selmelor
Vicent 5 Shallow
Herhees 1 Pay bor

Roy 5, Durstioe, N, Y

Amerlenn Home Foods, SO YL
Wobers Acomb, Cloe., vp

LS Stev] Corp of Delawsire, sisst ads oHr

Sorthwestert Yeast Co, Gl als, ads pace

Hobens Rublpsteing S, Yo, ads dir

Same, ads dir

Carr-Consobidotcd Bisenit Co, Wilkhos= lorre, gon sis, oy dir
Eatinre Heateobin B0y, Soms Electrle Gorpe Hamilten, ),
NptrlCaolin Internatlonal Corp, N Yo ady i

Ciommt it ol Royal Chemlent Corp, Chis, sls, sds dir

(Please turn to page 58)



() MINUTES

WITH THIS BOOK

PICTURE OF RADIO IN IOWA!

Now you ean know the listening habits of lowa people so well that you ean instantl
tell what stations are preferred in each county as well as in the State as a whole!

—

Now you eun know what pereentage of lowa people prefer cach station heard in th
, State—how niany hours are spent with “listened-to-most™ stations as compared wit
*“heard-regularly” stations—what stations are preferred for Newscasts and Farm Pro
grams. Now you ean know what pereentage of the total lowa audience listens 1o th
radio, at any quarter-hour period of the day—with fligures broken down by station
and eounties.

These and many other vital faets are eovered in the 1947 Towa Radio Audieice Suryey
by Dr. F. L. Whan of the University of Wichita. This invaluable work is based on inter
views representing one of every 73 radio homes in lowa, It is a MUST for every executiy

interested in lowa advertising and merehandising.

\ copy is yours for the asking. Use the coupon TODAY!

THE 1947 IOWA RADIO AUDIENCE P WHO for lowa PLUS! W
. SURVEY COVERS:

d ey { Des Moines . . . 50,000 Watts
| Station Preferences in lojva B. J. Palmer, President . . P. A. Loyet, Resident Mar.

Free & Peters, Inc., National Representatives

News Preferences
. Farm Program Preferences

Publie Attitude Toward Transeriptions

vs. Live Broadeasts
Station WIHO
922 Walnut Street

Analysis of Audienee by Time Periods
Program Preferenees
Program Material Preferenees

® ® ®

Ides Moines 7, lowa

Gentlemen: Please send me, withont obligation. iy

FREE eopy of the 1947 lowa Radio Audience Surves.

This authoritative Study eontlains many maps amnd
charts—Dbreakdowns by age. sex, place of residenee. ete.
It wil be the most valuable book in vour radio file.
Write for your eopy NOW!

Name
Company
Street

City Suate




Remember the
story about...

The drops of water...

that grew and grew
into a river...

and cut out the

Grand Canyon?

That's practically the W-W-D-C
story. Started small. It grew and
grew. Today it haos carved a
listening audience out of this big
Washington market that's the
envy of o lot of people in radio.
Alert programming, keeping an
eye on the future, and oll-around
hustle have done the job.

You can have W-W-D-C—AM
or W-W.D-C—FM. Whatever
you want in Washington, keep 4
important call letters in your
mind—W-W-D-C! It's the saoles-
result station.

Only one other station in
Washington has more
loyal listeners

AM-FM —The D. C. Independent

Morris Shapiro

President, Tiimount Clothing Company

ln the nudst of runaway markups in the men'’s clothing business, Morris

Shapiro and his Trimount Clothing have done much to salvage lower
cost selling in men's suits. Shapiro is sincere in believing that the con-
sumer should get a break., Volume manufacturing of a basic line is the
answer (Trimount is the world's largest men's clothing manufacturer)-
and to radio goes credit for sustaining the demand and building good-will
for Trimount’s Clipper Craft Clothes. Virtually all the Trimount ad
budget of $450,000 a year goes for radio, selling the name of Clipper Craft
on 275 Mutual stations each Sunday via the classic whodunit Sherlock
Holmes.

Today, in a market once again veering toward the buyer, more than
1200 store outlets in his “voluntary chain’ are doing well with the Clipper
Craft line, and there is a growing waiting list. Imaginative, unassuming,
promotion-conscious Shapiro has done an uphill job too in selling outlet
stores on the use of radio. Nearly 200 of them place cut-ins on Sherlock

and many now have programs of their own,

The eight years that Trimount has been a network advertiser have
taught Shapiro many lessons. He has discovered that style-conscious
women are a big factor in the selection of men's clothes, so commercials
are pitched at them too. He knows that radio campaigns must be mer-
chandized to dealers and public at point of sale (Shapiro supervises this
himself) to be properly effective. Above all, he has found out that one of

the basic factors of success in air advertising is "continuity of effort.”
Where cight vears ago Trimount advertised via Dorothy Thompson on a
spring-and-fall schedule only, Shapiro and Sherlock Hohnes are today

teamed to sell on a 52-week basis.

SPONSOR
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LIV STAR SHOW *
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work Singer-comedian.
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%1 The dairy industry is a

$7,000,000,000 business which
hasn’t found a general broadcast program
formula that sells milk.
sponsors still cling to the illusion that
kiddie shows are the milk answer. Most
dairies, however, have by now discovered
that tiny tots are fickle, just as the
bakery field has uncovered the fact that
business inspired by children goes to the
firm currently offering the biggest gift or
premium (Bread and Cake Story, April
"47 SPONSOR).
Milk basically is a locally-produced-
and-merchandised product. The local

A number of

November 1947

R | . ¥

I Elsie is milk's most famous trade-mark. She's seen above with her son. Her boudoir is left

angle is frequently insured by ordinances
and state restricting the “milk
shed,” i.e., the area in which milk may be
produced for sale in a certain locality.
There are only two great national dairy
organizations, National Dairy and Bor-
den. Together they handle only 17 per
cent of the milk produced, the former
processing 11 and the latter 6 per cent.
They operate as dairy organizations in 33
states and do a combined gross business
of $1,150,000,000 a year. This includes
cheese, condensed milk, ice cream, and
instant coffee, to mention a few Borden
products, and cheese, mayonnaise, and a

laws

17




JAbbott & (Costello

BroADCASTING FROM HOLLYWOOD

EVERY
NIGHT AT

Sponsored by Abbotts Dairies

DON'T MISS

AN
RONALD COLM

"deori'e Story
Dolly Madison

\by&q‘l-[:l’ 1CE CREAM

560 Firaf ow vour piai Ve EETArRE ed Ehaan

Prescated by

Sundays 5-5:30 p.m.

«g PHILADELPHIAS FINEST RADIO SHOW/ 4 ‘

TJeenA

TEEN-AGFE STARS «SONCS

| 3 | Revarsarumonr 8:930am 22

srwrs R

Three types of dairy shows on one station—(top) network cooperative program, (center) a

transcribed dramatic program, (bottom) a locally produced teen-age opportunity *hour

In Chicago, Bowman Dairies presents''Musical In Buffalo, for the past three years, Bossy has
Milkwagon'' with Dinning Sisters and Tommy beenjinglizing over five stations with doggerel
Port on WGN and at hundreds of functions like that on this Rich's lce Cream card

.,
<7
')

RICH'S
ICE CREAM

~ Retfer try “[ry’;
riaht now/

host of other items that bear Kraft or Seal-
test labels for National Dairy.

Most retail dairies are independently
owned, although both Borden and some
of the National Dairy-owned regional
companies operate a limited number of
retail stores. Incities retail dairies special-
ize in milk, eggs, and cheese but carry a
full line ol groceries to compete with the
general grocer who handles a full line of
dairy products. It is almost the only
ficld, aside from laundries, in which home
delivery service continues as a basic mer-
chandising ingredient. It costs more to
have milk delivered but the milk bottle
beside the door has survived all techno-
logical advances. The ideal program
should be one that reaches the whole
family and concentrates on the woman in
the home, since the housewife does 92
per cent of all the buying of dairy items.

Because a substantial part of the dairy
industry realizes that it must reach the
families of the area it serves, and sell the
women, adult and nighttime dairy pro-
grams predominate in the cross-section
survey which is the basis of the industry
chart published with this report. This
index indicates that 83.5 of the dairies re-
porting used adult programs of varying
appeals on the air while only 16.5 slanted
their vehicles to youngsters.

Many of the adult programs are slanted
directly at the ladies, 18.7 per cent being
in this category. Next in use by dairies
are spot announcements, 16.5 per cent
using them, Then come news broad-
casts, with 15.3. Musicals representing

In New York, Sheffield Farms filled Madisen
Square Garden for one WOR broadcast of
"Guess Who'' with Happy Felton and gimmicks

SPONSOR



National Dairies have three network programs that gather consistent listening and do a job for
the Kraft and Sealtest rade-marks. (Right top) "'Sealtest Village Store" cast, Dave Willock, Jack
Carson, Frank De Vol and Eve Arden. (Middle) Bing (with Bob Burns) who made the "'Kraft
Music Hall" a listening must. (Bottom) “Gildersleeve™ with a couple of his supporting cast

just 7.7 per cent of the SPONSOR cross-
section. The balance of the dairy pro-
grams using adult appeal are divided
among sports, novelty, disk jockey, talks,
and adult drama, with no type of program
particularly predominant.

The use of musical programs has in-
creased recently because transcription
organizations have been making available
better-produced shows. Frederic Ziv's
Barry Wood, Wayne King, and Guy
Lombardo recorded programs are of net-
work calibre and are constantly spotted
on network afhliates (even on owned-and-
operated stations) without the listener’s
feeling that they are anything but top-
drawer live programs, and this despite the
necessary FCC  announcement  stating
that the program is transcribed. The in-
crease in the use of other adult programs
is in good part traceable to the fact that
the networks are making available as
local commercial programs shows that
were formerly sponsored coast-to-coast.
Programs like Kate Smith, Abbott and
Costello, Information Please, are now open
to dairies—and they're buying them.

Because dairies are constantly, almost
daily, in touch with their customers, they
are very sensitive to their listening likes.
A route man can hardly make his daily
round without getting some reaction to
the broadcast advertising of his firm. It
took Rich's of Buffalo only a few weeks to
discover that their Bossy jingles were
going over. Rich's have been using 80
spots a week (20- and 15-second spots) on
all five Buffalo stations for three years.
The result has been a profitable ice cream
business for Rich’s and a brand name
acceptance which is tops in their city.
Like all jingles, the Rich’s “Bossy' effort,
with Bossy the cow singing the advertis-
ing, has been both praised and damned.
In the three years it's estimated that well
over 2,500 letters about the jingle have
been written either direct to Rich’s or to
the five stations. The complimentary
letters have been more numerous than the
condemnatory epistles and a fourth-grade
class at Elmwood-Franklin School chose
the jingle as its class song. The idea was
created by a local producer, Robert
Mendelson, and thus far hasn't spread
beyond Buffalo.

The biggest dairy state is Wisconsin,
whose farmers collect some $508,593,000

annually for dairy products. It produces

nearly half the cheese, one-third the
evaporated milk, and one-eleventh of the
nation's butter. It's natural, therefore,

NOVEMBER 1947

that the broadcasting stations go all out
covering the major dairy gathering, the
Wisconsin State Fair, Station WISN
(Milwaukee), for instance, scheduled 18
remotes from the fair grounds and inter-
viewed the State Fair Queen, who after-
wards went to Atlantic City to compete
for the “Miss America™ title. (She
didn't win.) Jack Carson, who has taken
over the proprietorship of the Sealtest
Village Store on NBC, made one of his
first public appearances for his new spon-
sor at the Wisconsin State Fair (see cover
picture) and WISN had him on the air
and made plenty of news for Sealtest in
Milwaukee. Milk-producing cows are
always a feature at state fairs and local
stations find remotes from these fairs
good public service.

Pennsylvania ranked fifth among the
states in dairy-produced farm income in
1946, with a total of $216,881,000. It has
a number of locally-produced dairy pro-
grams that have achieved unusual suc-
cess. In Philadelphia Teen-Age Time is
spansored by Abbotts over WFIL, This
is, as the name indicates, a typical teen-
age gathering with opportunities for
“new" talent, etc. The program won a
CCNY Award for the “most effective
direct-selling sponsored radio program”
in the 194647 competition and one of the
regulars on the program appeared on the
first Adam Hat Big Break broadcast over
NBC. Abbotts doesn't, however, depznd
solely on its teen-age selling but also
sponsors the ABC cooperative program,
Abbott & Costello. [t plans (A&C is a new
effort for Abbott’s) to tie in with all
motion pictures starring the pair of
comics when they play Philadelphia
theaters and already has used point-of-
sale posters, local magazine advertising,
car cards, as well as newspaper publicity
and advertising. Abbotts doesn’t expect
100 per cent results even of these two
major program efforts and uses an amazing
spot broadcasting schedule with 30-word
station breaks on

KYW, Philadelphia
WCALU, Philadeiphia
WFIL, Philadelphia
WBAR, Atlantic (Giry
WSAN, Allentown
WRAW, Reading

WDEL, Wilmingron, Del,
WSNJ, Bridgeton, N, J,
WP, Harrishurd

Abbotts have real compeztition in
Philadelphia where one of National
Dairy's most active local companics,




Supplee-Wills- Jones, does an active selling

VIDN'T SELL

ol their Natonal Sealtest program and

uses considerable local black-and-white
L"';j.\.
Chicago, where at ome ume the dain

of gang wars, and
\lt'il\jl]\\ -

involved in

) _ . business was the subject
‘45 Minutes in

Ty ; :
i whe Lot : :
o here Borden, Bowman, and

meor drivers  were  onct
bloody riots, now dots its competing on
the air. Bowman's does not depend upon
a national tic-up, It goes out after the
milk drinker by 100-

word announcements preceding the Chi-

male Sponsoring
cago Cubs and White Sox bascball games
frem Apnl through September cach year
over WJJD and WIND. It
sponsored the Musical Milkwagon con-
tinuously since 1942 and over WMAQ since
1945. The program, broadcast daily from

has also

Jeny Wayne

"Arthur's Place" 11:30 o 12 noon, is basically musical.

The cast, The Dinning Sisters, Tommy

SELLING

Ginny Simms

Tommy Riggs

Borden has had many shows in ils years
on the air bul none of them have been
winners except "'County Fair" which is low
cost and a great promotional program.
Typical of its stunts was the cow-lilting
episode of 1946. It has won awards
and brought Borden's entiie advertising
account to Kenyon & Eckhardt agency

20

Port, and a four-piece musical ensemble
headed by Jack Fascinato, each day
serenade someone selected by a listener
Bowman makes the cast available to
entertain local aivic and fratemal groups
e The

Dinning Sisters, being nationally known,

as a public service gesture.

are featured in this part of Bowman's
promotional activity.,

Chicago's Capitol Dairy was one of the
first organizations to present a block-
programed mystery series using WIND
for a five-a-week broadeast of NBC-Radio
Recording’s The Haunting Hour and
Weird The wis called
Capitol Mysterves and had run for 13

Circle. series
weeks when the dairy changed its air
spending to underwrite a children’s pro-
gram featuring contests and give-aways,
Cive-aways are a sure way to reach
{ Please turn to page 55)
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ABBOTTS OAIRIES INC,
PHILA

AERL'S MILK PLANT,
WACO, TEX,

ANSELMO OAIRY,
PORTE RVILLE, CALIF,

ASHLANO DAIRIES,
LEXINGTON, KY

BALIAN ICE CREAM €O,
LOS ANGELES

BANNER CREAMERY,
SWEETWATER, TEX

BEATRICE CREAMERY €O,

BLOSSOM OAIRY CO.
CHARLESTON, W. VA

BLUE MOON FOOOS,
'lllll.?__ WisC. -

BORDEN CO, N ¥

" BOROEN'S DAIRY,
'I_IE _ﬂ_. : e

BOWMAN OAIRY €O, CHI.

BRAINARO COTTONWO00
OAIRY. SALT LAKE CITY

BREYER ICE CREAM €O,
PHILA.

BROUGHTON'S OAIRY,
_ PARKERSBURG. W. VA

BROWN |CE CREAM & MILKCO,
BOWLING GREEN, KY.

CAROLINE DAIRY,
__GHEENVILLE, N. €,

CASCADE MILK PROOUCTS
€0, YAKIMA, WASH

CLOVER CREAMERY €O,
RAOFORD, VA,

CLOVER CREAMERY €0,
 ROANOKE, VA.

CLOVERLEAF DAIRY,
SALT LAKE CITY

COAST CURRIE €O, L A.

COBLE OAIRY PROOUCTS
__LEXINGTON, N, C.

COMMURITY ICE CREAM €O,
OGDENS URG. N. Y.

CORBIN MILK €O,
CORBIN, KY.
COTTAGE CREAMERY CO,
Ll BLE
DAIRYBELL CREAMERY,
SAN FRANCISCO

DANVILLE OAIRY CO,
OANVILLE, VA,

EMBASSY DAIRY,
WASHINGTON, 0. C.

FAIRMOUNT FOODS €O,
OEVILS LAKE, N. OAK.

GILFORO OAIRY CORP.
GREENSBORO, N €

GREENE'S CREAMERY,
AUGUSTA, GA

GUSTAFSUN ICE CREAMEDAIRY
€0, RICE LAKE, WISC

GUYON CHEI;““\' co,
HUNTINGTON, W, VA.

Richard v Fules,
Phula.

Reincke, Mever & Finu,
hi

Renyon & Eckhardt,
New York

Younz & Rulweam

J. Walter Thompsou,

Cha.

\l«_'l-\'rr & Albright,
Phila.

Gordon Snith,
akima

PRODUCT

Milk, e crvan

Mk
Milk. nulk produnt
Milk
lew eream
Milk
Milk, dairy product
Dhairy products
Mulk; 12 eream
Cheest

All produets
(Cheess, instant coffer, others

Dairy delivery, product
Mk, ire cream

Milk, h'-l}lff. milk products
Milk, milk products
I:'rr.-rn
Atk
Milk, 1-1|lt»-:- B, (o8 cTeam
Mk

Diairy products
Milk
Milk, dairy products
Mtk w Lk products
lee eream
Milk, ree erenm
ler cream
Milk
Butter
_.\hh.. dary products
Miik. eream. batter, ice ereanm
Mk, dairy produets

Al -, butter, jer rreain

Mitk, milk products
Milk, eream
Milk, bee creain, lies

Milk

PROGRAMS
Teen Ape Time, =t -0 00 gm, WFIL
Aibott & Costello, Wed -9 30 pm, WHIL
Marjorie  Mill parhiipation
whiy, Notwoeh
Ihck Tracy, MTWTE 443 4 pin, WACH (Wi

Ethel & Albert, MTWTFE 2:05 230 po, WLEADL
Loxitigton

Renny Bakor fe.t.), na sebeduded, KIL [ Los
Atige s
Kate Sputh Speaks, MTWTF 12 1205 pm,
RXOX  Sweolwiter "y
Dhick Tracy, MTWTE A A5 & pni, KOME  Tulsa
Cedrie Foxter, MTWTFE 1-1:05 pm, KTOP
Topeka

ow, 30-tn wkly, WOCHS
harleston

Young #turd of T

Protective | ur,  [PArticipatioss

W
WHEM (("hi,

Barden Peograny, Fri 9-0:30 pm, CBS, 157 sta
County Fair. Sat 11302 pm, CB=, 161

Lave, et 10 1 5-tnin shows, 13 st4
Dick Traey, MTWTF 4.45-5 pa, WHLN Glen
Falls, N. ¥
Musical Milkwagon, MTWTFE 103012 n est,
WMADQ Chi

Top of the Motaing, MTWTES 30
wed, KUTA (Salt Lake it

Houwse wive

CHS News, MTWTF = %05 am, WPAR Park
erabirs, W Vi

Coptain - Midumght, MTWTF 530 545 pm
WLBJ ‘Bowling (ireen
Hop MHarngan, MTWTE 535 pm, WGTC
‘reenville
Nine O'Cloek News, MTWTFE 9-0:05 am, KIMA
“nkima

Cedreie Foxter, MTWTE | 1208

Dick Tracy, MTWTF 4455 pm. WsLs
* | Roanoke®

Ringin® Sam fe 10, MTWTEF 13«0 as scheduled,
KUTA #alt Lake Clivy

Norms Young Progeam, MTWTE 30min w
scheduled, KHY - Los Angels

Kate Smith speaks, MTWTFE 1241205 pm
WTOHR Winston-Salom

Hop Harmean, MTWTF 5-5:15 pm, WELN
Ogdenehura

MTWTF 12
TT (ol

Rale Stk Speak
wier

Winoer Take All, MTWTF 430-5 pm, KQW

san Francis

Sportscast, 1 mn wkly, WBTM  Dauwill

Johnwou Family, MTWTF 4:45 430 pm, WOL
Washingror

Kate Smith Speaks, MTWTF H1-1015 an
RDLH Devils Laks
Dauey Market News, MTWTI

KDLR
Frunk Parker show (ed Semin s scheduled,
WRIG Grpenshama

Ceetl Browy, MTWTF J0210:05 am, WJINMC
Rice Lak R
Coell Hrown, MTWTF 10:15 winy, WPLH Hunt-

inglon

IR: MILK & DAIRY PRODUCTS
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=pol redks, 00
=pats, break
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=pots, W HHI{

~pots, WHBQ

KLTA
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SPONSOR

H P HuuO & SONS,
BOSTUN

IRVIN MEADUW GOLO DRIRY
JAMESVILLE ©

HOME OAINY
PARKEABURG,. W VA

JERSEY GOLO CHEAMERY
SHAEVEPURT, LA

RAAFY FOOOS €O, THI

LEROY OAIRY CO,
WILLIAMION, W Vi

LILY ICE CREAM €O,
GAOSOEN, ALA

LINOALE OAINIES,
ROANGKE RAPIOS. N €

MEAQOW COLO OAIMIES,
HUNTSVILLE, ALA

MIOWELT OAIRY PROOUCTS CO,
JACKION, TENN

MURRAY BROS FOOO PROO-
UCTS €O, AUGUSTA, GA

NATIONAL OAIRY PRDOUCTS
CORP, N, ¥

NOBLES DAIRY,
PORTERVILLE, CALIF

OAK FARMS DAIRY,
FT WURTH

G170 MILK CO, PITISBURGH
PAGE OAIRY CO, TOLEOO

PARKERSBURG CRLAMERY €O,
PARKERSBURG, W VA

PENN OAIRIES,
LANCASTER, PA

PHILAGELPHIACERTIFIEOMILK
PROOUCERS, PHILA,

PHILAOELPHIA OAIRY PROD-
UCTS CO_ PHILA

PLAINS CO.OP,
PLAINVIEW TEX

PLATTSBURGH OAIRY,
PLATTIBURGH, N ¥

PHOLUCENS" OAINY,
SPRINGFIELD, ILL

RICH ICE CnEAM Cu,
BUFFALO

ROCHESTER CUDPERATIVE,
IUCH!SI’(I MINN

RUSEBUL CHEAMERY €O,
PLATTSBURGH, N ¥

SEALE-LILY ICE CREAM CO,
JACKIUN, MISS,

SHEFHIELD FAMMSY, N Y,

SUUTHEKN DAINIEY, INC,
WAMHINGIUN, 0. €

STANOARD BRANUS, INC,
NEW YORK

" STURTEVANT OAIRY PROD.
UCTS €O, MOLINE, ILL.
SWIFT AND CO.,
CHICAGOD

SYLVAN SEAL MILK O,
PHILA

TILLAMOOK COUNTY CREAM.
ERY, TILLAMODK, ORE

WALKER CREAMERY (0,
WARREN, PA

T WALNUT GROVE OAIRY,
CLARKIVILLE, TEMWN

T WANREN CUUNTY OAIRY
ASSN, WARRLN_ PA

T WASHINGTON CREAMERY,
SEATTLE

WELT ENO OAIRY,
CHARLESTDM, § €

WHITE ICE CREAM & WiLk
€0. WILMINGTON. N C.

“wiutminEy OAIRY €O,
SYLACAUGA, ALA

TAKIMACIIY CREAMERY CO,

AGENCY PRODUCT

Harald Calst,

| [T

Milk, eream
Milk

Milk, cherse

- Mitk, dairy peondusta

J. Walter Toungman, $ln Velverts, other prodorts

Crrami chwrse, salol prsducts

Nevdban, Lo & Brorhy, Parkasy Marzanie, Kealt
fm Dinner

Milk
Ve eresnn
Milk, iev crewm
Milk
Ak, pe eremn

Horden's prosducta

MoRer & Alliright, svaltest ik wnd der cream

it

Milk, mulk products
MHIK, itk products

Mk tind eream
ALk, dairy products
Milk, cherst
Mulk, dairy products
Ulements, Phila Certified wilk
Adrian Buyve, Phila Dolly: Madisou lee Cream

Mk

Mk, cheese, crram
Milk, dary produocts
Rich lee Crram
T T

lee creain

AW ayer

Mebee & albnignt,
Pruls,

lee erenin, nnlk

J Waiter Toomipson, Snefford Ubcese
\

New York

Milk

Swilt’s Jor Cream

Al Paul Lelion,

FPraa
Hetalord, Constgutne & Cherse
Ciardner, Portland
— fce crean
T — = Mk

T Mk nnlk peeducts
Suulk, ey promiucts
Nk, nnfk produets

MUK, ter eroaln
.il-lk_lu-rn.ul.

Mk, 1ert eream, buttor,

et

YARIMA WASH = Vakimian
YAKIMA CREAMERY, Milk
YAKIMA WASH,
TAKIMA OAIRYMEN'S ASAN, Milk, dairy products
YAKIMA, WASH
Lol s U | R i 1 T T Y e, e L ———
= : Al : __A —h
- = =
?‘c i = - =¥
. x o e
gl % ! ¥ ? 1
b S 1| T

" Mk, creams, cream cheese | Rate St h_STllkx‘sl_T_‘\ TF 121215 p
{ Phila.)

Thivese

e Muajeety the Haly el Sanin us selusbulid,
WHIZ Zaneevilis

Bauklaer, MTWTF 1 445 poo, KRMD Shre e
Pnl‘!

Rrafy Musie Hall, Th 4§ 930 pm, NBC, 139 ain

\lllnr Store, Thh30 7 pun g, \Ii-l' g8 l‘a.—-u

Cirrat Galdvrader v, Wed S 30 0 pes, S B, 125908

Hup Hamugsn, MTWTE 5 505 pw, WHTH

Williansson

Dick  Teaew, MTWTF 4 455 puw WGNH
Gimbmlen

ek Hayuen  Show reeonls . WOHT

Wounnke Rupuls

ek Traey, MTWTE4 458 o, WHBE Dunots.
ville

Haukbage, MTWTF 1 1445 pro, WTIE (Jackson

himide of rports, MITWTE F 455 pm, WHHQ
Augustal
Village Stord, Th 930 0 pin, NBC, 75 sta

Tomwmy Dorsey e, MTWTF, 6hmin, KEJZ
Fe. Wurth

Ablwtt & Costrlly, 9530 pim, WTUL  Taledo

Rreiiny Baker w8 MTWTF Gan 645 pm,
WEAR  Parkvrshorg

Weather forevust jinghes (000, e soheduled,
WisAL Lancwster

Esnwanuehoa Plaato, San 123041 pm,. WFIL
Phila.)

Favonte 3tory (e.t), Sun 5-530 pm, WFIL

hila

\I.T“'Ti' :I.i_:\lh,

Plinviesw)

Cedric Foaler, KVoP

Baukhage, MTWTF | 115 pi, WMFF { Platts-

i . N Y s

Tenuessee Je, MTWTF 5 5:15 pmi, WCVE
_ Springheid

Spunts, beesks, New Engl mkes

Fpetn, WPAK  Paskersirg

Prrsimlie spait easiiipui s

Hpats, KTIP Putterville

=pot=, KDRA  Pataburgh

I-mm .1, spots, I sta

“Weather forecast jingles (e.0.), a8 seheduled,

KROC  Rochester)

o the Womien, Time Out, as scheduled, WATFF
tsburgh!

Dick Tracy, MTWTF 4:45-5 pro, WELE (dackson)

(iues \\ho. Sat 1530 pi, W uu N o)

Frank I'Irk;'r Show (et,), 15-nun as se hr1|ulw.l
WHNL lHuhrlumd V.l

Snuths ol IInIiL wood (6.1, 30-min wkiy, WLEE

Spots, breaks, castern mkis

Besme Walkers T 1Ihn.-mkilthrn. Sai A5 10

am prt, NI, + Pacata <
hate Snuth ‘;\ak- \17\\'“ 12-12:15 pm.
WNAF Warren) = T
Rate Smuth "['rll.‘ MTWTE 12 1215 pw,
WIZML Clarkay i
Kalteubort, MTWTE ;455 pm, KUMU
Sealtle

Il.a'u[ll.\_\ the Humbug et
Uharleston

Haukhagr, MTWTE |- 105 pos, WNIFD (Wil
gL on
taptan  Midiglt, MTWTE 530 545 pmy
WHEN Fvtacaugs) )
HWowepnriyy, MTWTE 3.30-3.55 pm, hIMA
Yakima Sele 1
Winter Take A, MTWTY 430 S pm pm, RTYW
Yukinin
Diate at Eight  records , os seheduled, nlsiA
Yakims
- s

s scbidulrd, WORL

( Richtiond ) i = N
Fred Allen Show, Sun 830-9 pm, NBC, 143 —
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“Rate Smith pfab MTWTE 12-1215 puw, —_—
WQUA (Maline)
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... Dramatic Tales of
Ohio People and Places

MONDAYS - WEDNESDAYS - FRIDAYS

3 INTERESTING

EACH WEER

Ohio Bell-designed institutional window displays are spotted not only in downtown Cleveland but throughout the entire Buckeye State

They like Mr. Bell-mn Ohio

@8 ™ It’s not easy to make a giant
spo“l‘ public utility human. Great

S corporations are, to the public,
cold impersonal businesses without a local
thought in their executives’ heads. The
Ohio Bell Telephone Company is both a
virtual monopoly and, although incorpor-
ated in Ohio, a wholly-owned subsidiary
of the great Bell Telephone organization.
When a radio program can take such a
giant public utility and tum it into a part
of the daily living and tradition of one
state, Ohio, it underlines the capabilities
of radio. It’s the same use of commercial
broadcasting that has turned the great
du Pont empire from a munitions com-
bine into a dispenser of “better things for
better living through chemistry.”

The Ohio Story sponsored by Ohio Bell
Telephone Company has been able in the
short 11 months it has been on the air to
relate the company to Ohio, to make the
great utility part and parcel of daily Ohio

NOVEMBER 1947

living. The program fits the American
Te'ephone and Telegraph subsidiary like
a glove. It's not necessary for Ohio Bell
to remind listeners that it serves Ohio and
that although part of the great Bell
family, its heart is still in the Buckeye
State. Ohio Bell couldn’t sponsor The
Ohio Story if it wasn't.

The program idea is very simple—to
tell the story of the state, its past and
present, to all who live in Ohio. [t
doesn't stop there. The tale of any state,
city, or country includes the sordid and
unpleasant as well as sweetness and light.
Destructive as well as constructive
thoughts are uncovered in the researching
of a series such as this. To avoid, on the
one hand, a vapid, Pollyanna approach,
and, on the other, a depressing slant, is a
creative challenge. It requires a writer
whose approach is genuinely on the help-
ful side. The advertising agency that
sold Ohio Bell the idea of sponsoring the

series, McCann-Erickson, didn't have to
look for such a scripter because Frank
Siedel, the writer, whose idea The Ohio
Story is, honestly abhors muck. A nega-
tive approach makes him sick to his
stomach; it must have been his prototype
who inspired the song Accentuate the
Positive because he naturally does just
that. Siedel likes people—thinks nothing
of traveling 700 miles to check on a human
interest story point that takes the nar-
rator 20 seconds on the broadcast. His
Ohio facts must be right—if they're not,
thousands listening will set him right
but quick

Three times a week for 15 minutes The
Ohio Story tells radio listeners of the
Buckeye State about their state in a

way that's inspirational, a way that
makes them proud to be part of it. Ten
stations forget their regular network

afhliations for the 15 minutes to join a
special Ohio web set up for this broadcast

23



Station WFIN

features the hife of

Tell Taylor
of Findloy

#n"The Obin Story®
Merch 38 80 620 F M

Localized ads are ron on individual shows

e — -

[
Many stations place colorful lobby displays

Ohio's State Legislature had a "command performance'” of program in Allerton Hotel

94

The 10-station network at present in-

cludes:
WIHKK, Akron
WHBC, Canton
WIAM, Clevelund
WEBNS, Columbus
W, Dayion
WMOA. Muricroa
WSTY, Steubenville
WSPD, Tuledo
WEKBN, Youngstown
WHIZ, Zanesville

and from time to time includes other sta-
tions located in a town which is the locale
of a particular Ohio Story. When Boom
Town, Ohio, was broadcast, station WFIN
was added to the chain because the boom
town about which the broadcast was con-
cemed is Findlay, Ohio, home of WFIN,

Ohio Bell in the 11 months that it has
sponsored The Ohio Story has gone a long
way toward building a feeling within
Ohio that it's a local phone company, al-
though no attemipt is made to confuse
listeners into thinking it's an independent
telephone corporation rather than the
local arm of the great Bell system.

The Ohio Story is a grass roots opera-
tion but it makes no apologies to the
finest coast-to-coast-produced epic. And
that's no accident. After the idea was
sold to the telephone company by Bob
Dailey, McCann-Erickson's radio direc-
tor, he set out to make certain that the
program had the best talent available.
Concerning the writer he had no question

Frank Siedel was the program and his
background gave ample evidence that he
could tumn out the three |5-minute scripts
a week (he now has an assistant, William
Ellis, who does a lot of the leg work for
him).

There was first the problem of a
director, Top-flight producers aren't
prone to leave New York, Chicago, or
Hollywood for Cleveland where the pro-
gram originates. Since the program is
thrice weekly (MWF) it isn't feasible for
anyone to commute from New York,
Hollywood, or Chicago. And if an able
producer, willing to take the show on, was
found he'd have to be¢ a man who wouldn 't
be yeaming for the "big time" while
doing the program. He'd also have to
have the feel of the show- to like Ohio
and not have his tongue in his cheek as he
directed each broadcast. Stuvart Bu-
chanan is that man. For I8 years he has
produced radio programs and motion
pictures, even acted on Broadway for a
scason, However, he is a graduate of
Wooster College and a native Ohioan. It
didin’t take Buchanan long to accept the
offer to come home to Ohio to direct The
Ohio Story.

Once the director had been selected the

(Please turn to page 57)
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Music SEL LS
when Eddie Chase

spins the platters!

*

EDDIE
CHASE
and his
Make
Believe
Ballroom

*
In the Detroit Area, it's .

CKLW

Adam J. Young, Ir., Inc., Inc. Natl. Fep. % Canadian Rep.. H. N. Siovin & C
J. E. Campean, President Mutual S stent
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Listenme: Fall 1917

Network ratings are

lower as season staris.

Local stations on uptrend. Al Jolson is rebuilding

Perfect outdoor weather
which lowered the available
audience” and increased listening to local
stations started off fall 1947 network pro-
gram ratings lower than they were in the
first week of October 1946, During the
same period, listening in 82 cities in which
new and or block-programed stations
were operating indicated an over-all in-

crease of listening of 2 per cent.  These 82
citics include a majority (28) of the 36

Hooperated arcas. The local checking

Thursday night andience to a new high

was done by an independent research
organization (neither Hooper, Nielsen,
nor Conlon) for one of the top 10 adver-
tising agencies. The check-up was made
on a coincidental basis (telephone calls
while programs are on the air) so that the
figures are comparable with Hooper's.
Only one network program now on the
air at the same time #s in 1946, on the
same network, and having the same cast,
writers, etc., increased its audience per-
ceptibly during the first weck of October.

Amos 'n" Andy started off its 1947 season
on Tuesday, October 7 with a 19.8,
as against 17.7 in the first week in October
1946, 2.1 points higher. Most of the
other top programs in the Tuesday night
NBC skein of block-programed comedy
were a little off their 1946 ratings. The
Fibber McGee and Molly debut (October 7)
was down 1.9, from 24.9 o 23.0. Bob
Hope on the same evening went from
24.7 to 23.0. Moreover. Hope started

*Poaple wl homee and thus nble (o lune in a broedeast
g

- 1946 1947
Program web Time Rating o o Summei % Final [ Ratin Rati Summer & Final
Period M8 Replacement  Rating | Perio g Replacement  Rating
Fred Allen NBC Sun 8:30-9 pm Oct 1-7 25.6 Tommy Dorsey 11.6 Oct 17 169 — ==
Amoi & Andy NBC Tu 9-92:30 pm Oct 1-7 17.7 —_— — Oct 1.7 19.8 — o
Gene Aulry cBs Sun 7-7:30 pm Sep 1-T 4.7 _— — Sep 1-7 5.1 —_— —
Jack Benny NBC | Sun 7-7:30 pm Oect 1.7 18.7 —_— -_ Oct 1.7 18.6 Jack Paor 6.9
Jack Beich NBC M:-F 10-10:15 am Oect 17 2.6 —_— -_— Oecl 1.7 34 - -
(*47-11:30.11:45)
Bergen.-McCarthy NBC S.n B-B:30 pm Sep 1-7 141 Alec Templeton 6.9 Sep 1.7 10.4 Alec Templeton 5.4
Big Town CaS Tu 8-8:30 pm Sep 1-7 8.9 _ — Sep 1-7 1.6 — —
Blondie CBS Sun 7:30-8B pm Sep 1-7 1.6 —_— —_ Sep 1-7 8.9 e =
Fanny Brice CBS F 8-8:30 om Sep 1-7 9.3 — - Sep 1-7 1.9 Gordon MacRae 1.6
Burns & Allen NBC Th 8:30-9 pm Sep 1-7 * 1.9 Meredith Willson 43 Sep 1.7 71 Langford-Dragon ER ]
Judy Canova NBC Sat 10-10:30 pm Sep 1-7 1.6 —_— —_ Sep 1-7 9.5 —— =
Eddie Cantor NBC Th 10:30-11 pm Oct 1-7 15.0 e — Oct 1-7 120 Blue Ribbon Music 4.4
Dx. Christian CBS W 8:30-8:55 pm Sep 1-7 10.9 — — Sep 1-7 6.4 —— —
Crime Pholographer CBS Th 9:30-10 pm Sep 1-7 19 —_— — Sep 1-7 73 P—— S
Bing Crosby ABC | W 10-10:30 pm Oect 15-21 240 —_— - Oct 1.7 155 = =
Dennit Day MNBC Th 7:30-8 pm Oect 127 13.% _ — Oect 1-7 12.4 — —
(‘47-W 8-8:30)
Dufiy's Tavern NBC | W 9-9:30 pm Oct 1-7 154 | McGairy & Mouse 10.1 | Oct 1-7 13.6 Tex & Jinx LR
Jimmy Durante CBsS F 9.30.10 pm Oect 1-7 9.3 Wayne King 5.5 Oct 1-7 9.7 (NBC) =
(‘47.W 10:30-11)
Jimmy Fidler ABC | Sun 9:0-9:45 pm Sep 1-7 7.8 _ - Sep 1.7 5.2 (ABC) | Goodwin-Veon Zell | 3.6
("47-10.30-10:45pm
MBS 8:30-8:45) pm 3.2 (MBS)
Grest Gildenleeve NBC W 8:30-9 pm Sep 15-1 10.5 —_ - Sep 15-11 9% e e
Harvest of Stan NBC Sun 2.30-3 pm Sep 1-7 46 —_— - Sep 1-7 4% p— =
Bob Hawk CBS M 7-7:30 pm Sep 1.7 8.3 — Sep 1.7 6.7 — -
MNBC ('47-M 10:30-11)
Diek Haymes ces Th 9-9:30 pm Sep 15-21 8. A-L Summer Show 6.1 Sep 15-21 7.1 Lawyer Tucker 58
Bob Hope MNBC | Tu 10-10:30 pm Oet 1-7 24.7 Man Called X 11.3 Oct 1.7 230 Philip Marlowe L]
De.).C MNHC M 10:30-11 pm Sep 1.7 o8 — Sep 1.7 5.8 —_— —
("47-M 9:30-10)
Burl Ives MES FB8-8:15pm Oet 15-21 2.8 _ — Oct 1-7 29 e o
Mral Mugic Mall MNBC Th 9-9.30 pm Oct 1-7 12.7 _ —_ Oct 1.7 18.8 m— —
Kay Kyier NBC W 10:30-11 pm Oect 1-7 10.7 _ — Oct 1-7 10.3 —— =
{"47-541 10.10:30)
25 SPOMSOR




earlier this yecar, his first rated broadcast
being September 16 with a 16 (his first
1946 airing was on October 1),

Kraft Music Hall is expected to do big
things for Thursday night dialing now
that this variety program has Al Jolson,
this season's hottest personality on the
air. Jolson started with an I8.8 on
October 2, Last year during the same
week the Music Hall had a 12.7. Jolson
gives the Sealtest Village Store which
follows Kraft a lift, the Jack Carson-Eve
Arden program having received a 13.7 on
October 2 against the 11.8 it had last
year, when the keepers of the store were
Jack Haley and Eve Arden. Bob Hawk
who follows Carson-Arden did better in
the time slot 10-10:30 p.m. than Abbott
and Costello did last year (by only .4 of a
point, however). Eddie Cantor started,
October 2, with a 12—three points lower
than his first broadcast in 1946 during the
same week. The Aldrich Family and
Bumns and Allen which precede Jolson
were off from last year, the former by 1.7
and the latter by 3.4.

Another program which has reversed
the downward rating trend is the RCA-
Victor program. Although down on its
October 5 rating due to the World Series,
which hit every program in competition
with it, its regular ratings are up 25 per

-——-__F

rated 4.6 the first week in September
against a 3.7 in 1946. DProducers pener-
ally credit the Schwerin program psycho-
analysis (sronNsor, March 1947) as re-
sponsible in this case.

Other programs which ran counter to
downward trend had new stars or made a
network change during the year. Jack
Berch shifted from ABC to NBC between
1946 and 1947. His first September
rating in 1947 was 3.3 against a 2.0 in the
same period last year, Jimmy Durante
shifted from CBS to NBC and started
with a 9.7 during the first week in October
against a 9.3 during the same period in
1946. The '46 broadcast was the fourth
of that season.

Quiz Kids shifted from ABC at night,
Sunday 7:30-8 p.m,, to NBC in the after-
noon, 4 4:30 p.m. Its rating during the
first week in September '47 was 5.5, in '46
5.3. Take Itor Leave It shifted (rom CBS
to NBC and traded in Phil Baker for
Garry Moore. The result: 1947, 9.5,
against a 1946 rating for the same period
of 8.6, this despite the fact that the $64
question quiz follows two musical pro-
grams, Manhatian Merry-Go-Round and
Album of Familiar Music, which are
neither in the mood of the quiz nor high
enough in rating to deliver an audience to
the Eversharp program. The increased

that Theatre Guild which is in competition
with it has increased its rating from a
46 6.2 (Oct. 6) to a 10.5 in '47 (Oct. 5)

Sunday night listening, also because
of the weather and other factors, is ofl
generally. The sets-in-usc picture indi-
cates this without reference to the rating
of individual programs. From 6 to 10
p.m. the "46-'47 contrast looks like this:

Time Perlod Sets In Use®

"4 47

G- 4215 24.4 FEA

615030 230 25.2

G:30-6:45 26.1 7.0

G1:45-7:00 27.6 2.0

7:00-7:15 AL0 29.3

7:15-7:30 ALY ALK

T:30-7:45 15.6 & )

7:45-K:00 LN i30

H:00-K:15 3. 2 3rx

H:15-K:30 9.0 35,9

K:30-8:45 19.6 3.4

K:45-9:00 421 335

2:00-9:15 A7.2 A5.4

D15-9:30 are 3.3

9:40-9:45 3LE 332

G:45-10:00 347 il.o

10:00-10:15 i 8.2
10: 15 10:30 31.2 1.7

** Week of October 1-7 ix wsed for this rin-dinen

There are time periods, it may be
noted, when 1946 and 1947 run neck and
neck and a few quarter hours in which
1947 betters 1946, but over-all listening
is off.

Sunday evening’s less than sensational
ratings might be traced to the fact that,

cent. In spite of the warm weather it rating is being won also despite the fact (Please turn to page 64)
Y 1946 1947
Pfogfam WEb ‘I.Ime Rating Rati Summer & Final| Ratin Rati Summer & Final
Period ating Replacement Rating Pﬂioa ating Replacement Rating
Life of Riley NBC | Sal 8-8:30 pm Sep 1-7 9.2 —_— - Sep 1-7 1.9 —_— =
Lum & Abner ABC | M B8-B:15 pm Oet 1-7 3.5 — — Oct 1.7 2.6 (CBS) JR— s
CBS ('47-M-F 5:45.6)

Ted Malone ABC | MWF 11:45-12 am | Sep 1-7 2.9 —_ _— Sep 1-7 2.8 —_— =y

Tony Martin CcBs Sal 7:30-8 pm Sep 1-7 4.9 _— — Sep 1-7 6.2 — )
('47-5un 9:30-10)

Fibber McGee MNBC Tu 9:20-10 pm Oet 1-7 24.9 S— g Oct 1-7 230 Fred Waring 8.4

Tem Mix MBS | M-F 5:45.6 pm Sep 1-7 2.4 — - Sep 1-7 2.0 -—

Henry Morgan ABC | W 10:30-11 Oect 15-21 1.1 —_ b Oect 1-7 8.7 Xavier Cugal 2.9

(10-10:30 pm)

One Man's Family NBC | Sun 3:30-4 pm Sep 1-7 6.6 —_— Sep 1-7 6.3 —_— =

Ouzie & Harriel cBs Sun 6-6:30 pm Sep 1-7 48 | Silver Theatre 41 Sep 1-7 42 Silver Theatre 29

Drew Pearson ABC | Sun 7-7:15 pm Sep 1-7 8.7 Bill Mauldin 3.6 | Sep 1.7 4.5 Leon Pearson 4.5
("47-5un 6-6:15)

Quiz Kids ABC | Sun 7:30-8 pm Sep 1-7 5.3 — - Sep 1-7 5.5 (NBC) — —

NBC ('47-Sun 4-4:30)

Prof, Quiz ABC | Th 7:30-8 pm Sep 1-7 38 —_— = Sep 1-7 43 —_— et
('47-5a1 10-10:30)

RCA-Viclor NBC Sun 2-2:30 pm Sep 1-7 17 —_— — Sep 1.7 4.6 —_— —

Seallest Village NBC Th 9:30-10 pm Sep 15-21 10.4 Jemm— - Sep 15-01 9.4 — G

Red Skelton MBC | Tu 10:30-11 pm Sep 15-21 153 Evening with Romberg 1.0 Sep 15-21 i | Evening wilth Rombers 5.3

Take Il or Leave 11 CBsS Sun 10-10:30 pm Sep 1-7 8.6 ——— — Sep 1-7 9.5 (NBQ) —_ —_

Telephone Hour NBC | M 9-9:30 pm Sep 1-7 8.0 —_— - Sep 1.7 5.6 _— -

Truth-Consequences MNBC | Sel 8:30-9 pm Sep 1-7 B.S — Sep 1-7 1.8 _ —

Theatre Guild ABC | Sun 10-11 pm Sep 15-21 6.2 | Hour of Mystery 5.7 | Sep 15-21 8.7 —_ —
('47-Sun 9:30-10:30)| 6.5 1

Fred Waring NBC | MWF 11-11:30 am | Oecl 1-7 3.8 e ot Oct 1-7 3.7 TTh —_ -
TTh 11-11:30 am Oct 1-7 32 — = | 33F —_— -
('47-10-10:30) BT %

e We ] MBS | Sun 6-6:30 pm Sep 1-7 1.4 _— -_ ep 1+ f _— _
u:':'lht Wi:':;:“ ABC | Sun 9-9:15 pm Sep 1-7 12.2 | Jergens Summer Ed. | 7.0 | Sep 1-7 10.2 Three Views—MNews 4.5
Woice of Firestone MBC | M 8:30-9 pm Sep 1-7 6.8 — - Sep 1.7 .7 _— -
Vox Pop 8BS Tu 9-9:30 pm Oct 1-7 10.4 — — Oct 1-7 5.9 (ABQ) —_ -

('47-W 8-8:30)
|
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DRIBELL... one yoar in

This report deals briefly with the amazing

acceplance accorded one trade magazine (lm'in;__{

ils firs L year.

It presents {acls.

IF'rankly, it is designed 1o help yvou

evaluate S

SPONSOR’s place in your

1948 lrzulv-|m|w|' pl'nnmliun.

Cold facts: SPONSOR, init= first vear. pnblished 165
editorial pages geared 10097 (o sponsors. prospective
sponsors. aml their advertizing ageneies,  \dvertising
pages totaled 279, Full-time personnel inereased 1009
(from 6 to 12), N Chicago branch ofliee was added,
Sales representatives were appointed for Los Angeles
and San Francisco.  Paid cicenlation (at 35 a vear) was
aclieyed in hndreds of nationally -important firis.

v v W

Fditorially: SPONSOR stayved glued 1o its policy of
designing and writing every word of editorial content
for huyers of broadeast adyvertising. With a single ex-
coeption. every article was stall-researched and stall-
written.  No puff-sinfl was permitted. The average
issu¢ contained wore than 20 subjects. ranging from
“Tecn-age, Sales™ to the "After-midnight Audienee,™
from " Nre Thonebnyvers Appreciated™ o “How Fsso
Lses News Spot=” from IV Diars™ 10 “Station
Hepresentative Stady.”  Coutests on the air. radio by
imdustry categories. business and personnel changes re-
lating to radio. Network COMPARAGR AP were re-

scarched and charted month alter month,  The em-

phasi= was on =olild psable [act=. on giving advertisers
and ageneies an appreciation and working Knowledge
u]. ."lllll[, 1||'l\\nrl\. 'I‘\I. I'.\l. I'\\..

The payofl came in the forin of reader response too
,'_'umi to behieve. Bt helore lullg slation rl'[lrt'a&l'llls'lli\l'_'-
noted the same phenomena.  Unexpectedly. reports of
agenes sadvertiser enthpsiasm came to gs from !,:-\\
\wery of Avers-Rnodel. Gene Katz of the hatz
Agenes. Bill Randa of Weed & C ompany. d Sharick
uf Free & Peters. Wells Barnett of John Blair & Com-
pany. Don Cooke of Donald Cooke Ine.. Howard
Stanley of Radio Sales.  Said one. “They ‘re calling
SPONSOR “the trade paper elick of 194777

w W v
Uniqure format:  itting the ballseye editorially was
the big reason. we felte for this overwhelning aceept-

anee. But we weren’t forgetting the importance of
onr unigoe. attractive format. We'd designed SPON.

SOR 1o be the pictorial standont of the ads ertising

tracde paper fickl. Al theongh our first s ear we stressed
pictures. pietures. and more pietures. We Kept text-
matter briel and meaningful. SPONSOR. edited for
busy ravdio buvers. was pleasant. important reading.,

W e fomndd it (SPONSOR ) to con
tain =0 vy down=to-carth articles zine SPONSOR,

that I shonld like to secore o fll set

press amy enthosiasim for yonr maga-
l“ll:'lu-.lwl ;- \lﬂ l'ur

two zilt snbseriptions,**

decided that SPPONSOR 1ops the list.
PMlease start onr subseription inomedi-

Joseph W, ately and please let s know if there

of haek issues froon 1 1o 7.7 Lonis K. Folghum, The Coea-Cola Coo. New is any way we can acquire back
Walil, Wewdall Manufactnring Co., Yuork ity ® * "l ix with pleasure ismites,"" Mary Elizabwet s Casnor,
Lawrenee., Mass, ¢ wile (). W, that  we  rewew  olr -.Ii]ul-rijlliulh Radio Diveetor, Womdard & Fris hae,,

Frazee) wonld appreciate it if son
worthel change his aailing adidress =o
that e will receise SPPONSOR a1 his
Newport, B L soonmer residengee. ™

Erwin ko Ny, Seoretars 1o ). W, Frazer,
haiser=Fraver Covpe. Willow R,

Mich, * * * **This shovt uote is to ex-

SPONSOR has heen o sonvee of inler-
esting reading and it fills o el
weeded gap in the veporting ol hroad-
Wi T Haablion,
Radio Mavager, Eo L Do Pant e

Newmote=, Wilmington * = * “Looking

citsl acetisg

over the miagazines in the Geld, we

Mbauws.: No Y. = ® * =SPONSOR s
doing a good job prosiding advertising
spencies like onrselves with ideas that
are nsefnl in the planning aod par=
chasing  of radio spot=."" Wichurd
Jorgensen. Richard Jorzensen Aidver-

tising, San Franciseo Vhii= letter



the life of SPONSOR

W as SPONSOR merchandised? YES! Fach month
wee mailed 10,000 ~headline™ cards merchandi-ing the
contents ol the Ihrllwullling i==ne. Other direct mail
elforts alllplifit'tl this effort.  We refused o sell the
front cover at a [ancy figure. News and tremd items
(last-reading material) were allocated to pages one and
two just inside the front cover, This indaeed reader-
ship when SPONSOR landed on a busy desh. Al thi-
was based on a wmajor concept. Every adverti-ing
office had its pile ol trade magazines. hut of these the
average man only read two or three.  Periodically. the
]lill‘ was discarded.  We wanted to be snre that
SPONSOR was one of the favored few.,  So. i addition
to attracting readers by bright format and bollseye
appeal, we merchandised our pages.

b A S 4

W hat about vcirculation? SPONSOR= wonthly
guaranteed circulation was 8,000, During the car
three out of every four copies went to national spons<ors
and to national and regional advertising ageneies.
Some sponsor and ageney firms purchased as many as
five to ten separate snbseriptions (35 a vear).  Maoch of
SPONSOR s cirenlation is still on a controlled hasis, but
the conversion to paid subscribers proceeds laster than
expected.  The latest breakdown showed:

national sponsors and prospective 3362  41.0%%
sponsors

timebuyers. acconnt executives, radio 2187 305

directors

radio station executives 1621 20.0

miscellaneous 051 8.5

8124 100,09

Paid-Subseriber Position Analy~i~

Spousor [irms
]rl‘l'-ilh‘lll.‘- L) A
viee presidents 8.0
adyertising man- 72 .0

agers. rindio

ldvertising agenetes
presudents [
vice presidents and 27 0
ardcopnt men
timebnyers. media 12.10)
e radio direetors
others 13 5

direetors
others 1L

100 17

1. 1)

e A B i T

Surveys: Only three studies made by impartial organi-
zalions came to onr attention daring the vear. o each
SPONSOR showed progressivels better. KANBC made
the hrst in December 1910 when SPPONSOR was one
issuc old, SPONSOR was lonrth ot of eicht radio
publications.  In January 199050 wheo SPONSOR wa-
two isspes old, Free & Peters l'nm[:h"h'ul a sty
SPONSOR palled 1198 pomts. the top radio publication
3535 WIW made a King-size surves in Mareh 1917
when SPONSOR swas five issue= old, O nine ads ertis-
ing trade magazines SPONSOR was second,  Nearls
2000 ageney and spon=or exeentives participated. Were
13 1SS0S ull] now i ansions= 1o =ee the ,"'uu."f.r'f SUryeN

W WS

A WORD ABOUT RATES: Rale Card No, 2, which incrzases rales now in foice
about 167, becomes effective January 1948, But Rat: Card MNo. 1, currently in
effecl, will continue to be valid for the full one-year duralion of all conlracts placed
priorto 1 January 1948, If you don't have Rate Cards Nos. 1 and 2 please ask for them,

is to ask that youn transfer my sub-
seription to amy home, where 1 find
more  lime for reading.'”—>Milton
Goodman, Exeentive Viee President,
Lawrence Gumbinner Advertising

Ageney Inc., New York City ** * “*Yonr pany. This magazine is widely read
M. Aun Huston.

magazine is read in this ageney by

our nlal’lugclllclll; our account nren,

writers, and of conrse, by onr Radio

Department. Our ounly objection to

your fine magazine is that it’s snch a
3

long time between issnes,”
Hill, Director of Radio, Brooke,

Smith, Freneh
Detroit * * * “Your magazine ad-
dressed to our Mr.
Advertising Manager, is routed to

many different members of onr com-

and appreciated.™
Caterpillar Tractor Co., Peoria. 1l
* %+ o can’t resist any longer. En-

elosed is my check for one year's

—James B. my  home.” —Fred
BBD&O, New York.

Dorranee  Ine.,

. M. Walker,

SPONSOR

For Buyers of Broadcast Advertising

subseription. Please send copics to

M. Stoutland.
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B This was due to be a transcrip-
tion year® (SroNsor, June
1947). Through programs well
recorded, with star names of network
calibre, spot radio was sc heduled [l}&'“lllb
herghts not even the most sanguine sta
tion owner had dared hope. Then on
Saturday, October 18, Janws C. Petrillo
announced, on behall of the American
Federation of Musicians, that members
of the Federation would cease making re-
u-Ja.iill'.," on December ;l. 1947.

The first reaction to the statement
among transcription organizations was
consternation.  This was especially true
of producers of open-end musical tran-

scriptions,  When the first heat had

ba N

It's going to be toush on Tommy Dorsey

cooled off, even the biggest producers of
open-end broadeast recordings knew that
in the case of some producers it meant the

greatest intensive Inlur.IiII'HI schedule ever

30

attempted. |t meant doing two years of
recordings in two months

However, in the ofthces of most syndi-
cated transcription organizations there
was little worry. For the most part tran-
scriptions, like network cooperative pro-
grams, are recorded without music.  Mys-
tery  serics do not require musical
interludes nor do the average dramatic or
comedy transcriptions.  DPrograms like
Ronald Colman’s Favorite Story, however,
Lit'}\'lhi a great deal on the mood scoring
of their music but Favorite Story, for one,
won't be minus that feature at least for a
long time to come. Ziv is many months
ahead of release schedule and will no
doubt make further plans for music for
many months of future releases. This
wouldn't be possible without Ziv's re-
SOUrces.

There are others who are doing what
Ziv will do; at least all of the producers
who are in active production will record
masters to protect themselves for a mini-
mum of 12 months ahead. Guy Lom-
bardo, according to report, is recording
eight hours a day six days a week 1o
comp'ete his 156 program contract with
Ziv. The ban does place a halter
around the neck of Lou Cowan's organi-
zation in so far as his Tommy Dorsey disk
jockey series 1s concerned, for the popu-
larity of a name disk jockey is tied up
with his ability to anticipate musical hits
When there are no disks being currently
recorded it's very difhcult to anticipate
what will be popular because popularity
will depend upon what the music pub-
lishers and the recording organizations
get behind.,  Popularity is always syn-
thetic during any music ban. It becomes
a big business drive, not a spontancous
yen on the part of the public. Not even

WCRIPTIONY

Tommy Dorsey can read the minds of
music publishers and the artist and reper-
toire heads of recording companies.  |If
anyone could, T. D, would be the man
The fact is that except for the tran-
scribed musical libraries like NBC Thes-
aurus, World, and Standard, to mention
three, the use of et.’s will continue to
expand with or without the AFM ban.
It is being proved every day by the net-
works, through their cooperative pro-
gram departments, that programs with-
out music can do a top local selling
It would
therefore seem that the programs of the

job, and gather top audiences.

top transcription producers (except for
purely musical programs) do not require
music either. Co-ops have no dramatic
star on the air to equal transcription's
Ronald Colman or the stars of The Smiths
of Hollyweod. Dick Kollmar (Boston
Blackie), George Raft (Mr. Ace), and
Eddie Bracken can be helped by music
but not made by it.

The big development in the syndicated
transcription field, apart from the hurdle
erected by James C, Petrillo, has been the
entry of customizing of recordings by
many of the releasing nr;.:;mi:atinn.;
National spot advertisers have always
questioned just how well their commer-
cials were being handled locally with
their sponsorship of a fine transcribed
presentation. When they could afford
built-to-order transcriptions they got just
the right kind of commercial punch they
were secking.  This is no reflection on the
abilities of local announcers. Advertisers
recognize that many of the networks' best
air salesmen came up through the ranks
at smaller stations. On the other hand

*Rodin vear rung from Neplember theough Augusi
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! They'll laugh with a tuneless Eddie Bracken

no dead duck
despite latest AFM ediet

they also know that even Ben Grauer can
miss the point if someone isn't around to

George Raft's ""Mr. Ace” requires no music

tip him off about just what the advertiser
is trying to accomplish—and that can't
readily be accomplished by remote
control.

Syndicated transcriptions have there-
fore remained question marks in the
minds of many® key advertisers. That
attitude should shortly be a thing of the
past. Sponsors all over the U. S. and
Canada are becoming aware of the fact
that it's possible to have their commer-
cials recorded, often by members of the
casts doing the syndicated programs they
buy. Most of the same organizations
from advertisers  purchase  syndi-
cated shows will record the advertiser’s
commercials for him, timed to the split
second to fit into the timing and mood of
the transcribed programs. Transcription

Sales, Inc., were pioneers in opening
sponsors’ and agencies’ doors to the use of
customizing. When they sell Singin' Sam,
they often sell commercials by the
Mullen Sisters (they're in the Singin’ Sam
series) with the order. Sixteen of these
one-minute recorded announcements cost
the local sponsor $300, for which he gets
the disking and two processed copies of
the transcriptions. For the same type of
special deal on TSI's other programs,
Wings of Song, Captain Stubby and the
Buccaneers, Westward Ho!, Your Fymn for
the Day, or Immortal Love Songs, the cost
is just $200. These costs jump consider-
ably if the advertiser wants Colman or a
star of like calibre to do his selling. But
that top names aren't really needed is
pointed out by one agency man who
bought a number of markets for a syndi-
cated e.t. series and had an unnamed
commercial announcer in Hollywood re-
cord the commercials in the exact mood
of the programs.

Some agencies shy at doing special re-
corded commercials for one-city buys of a
syndicated transcription, but as an adver-
tising agency executive down in Atlanta
pointed out, it's cheap insurance if the
disk is being placed in any market where
the time costs exceed $50 for the program.
The radio director of the agency pointed
out that by rotating 16 one-minute com-
mercials it is possible to cover at least a
13-week series. I time were to cost $50
and the e.t. rights for the area half of that,
$25, 13 weeks would cost the advertiser
$975. Two hundred dollars for the com-
mercials would be 20 per cent, which is
not much for such insurance. He also
pointed out that the same 16 commercial
announcements could be wsed much
longer than 'IB:u'eeks since onf'the basis

Guy Lombardo is recordingfday and night

of two commercials per program only 10
of the 16 would be heard twice during a
13-week span. Even networks use com-
mercial appeals more often than that.
Custom-built transcribed commercials
combined with syndicated recorded pro-
grams give national spot advertisers the
combination that they're seeking. There
are a few transcription organizations which
aren’t too happy to undertake customized
commercializing but even they will do the
job if the agency or advertiser requests it.
Hit hardest by the transcription ban
will be the stars like Bing Croshy and
singers like Burl Morton
Downey. They were supposed to repre-
sent the vanguard of big names who were
going to insist on putting their shows on
platters in order to get awayv from having
to go to the studios for every broadcast.
Bing can still record his part of his pro-
gram as long as the musicians on the
program are live when the program goes

Ives and

(Please turn to page 61)
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juventile programing?

the value of juvenile half-
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minding of answers to these and

ons h been an adverusing
Until General Mills and
ods decided to sponsor Jack
Sky Kimpe in

noth programs

ind half-hour
had been on the
dended period as 15-minute
had

there never been a

Jack Arm
Wednes-

day, and Friday during the week covered,

ing the week of October 1 7

strong, broadcasting Tuesday
received a rating of 2.3. As a 15-minutc
across-the-board program during the same

week last year it rated 2.6 with the sets in

use virtually the same. They compared
this way
1946 1947
Sets in Use 15.% 3.5

so this vear's and last vear's ratings are
comparable

Sky King was not yvet on the air during
the frst week in October last vear so n
comparison can be made for 1t arv this

tme However, its fhrst

children’s hour strip was 2.5 and its first

ratmg

as a

half-hour rating, this vear, was also 2.5

a Monday lhursday

It remains for time to tell the story in

and schedule
this casc
The

oldest broadcasting traditions

children's hour is one of radio’s
From 5

to 6 p.m. broadcasting sfations the nation

over have for vears had their Uncle
WIPs (WIP, Philadelphia). Uncle Dons
WOR, New York), Uncle Mickeys

Walts

1 host of other

(WIS, Columbia, S. C Uncle
WAY'S, Charlotte
wee-kiddie airings from the Smging Lady
Alice
category that remain on the air have in

and

1o Auntie The programs in this
most cases ceased to pull the way they

did Many of talked

down to four-to-seven-year-olds

vears them

AR,
the

S0

Please turn to page €0
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The show: : 3

WRVA'’s “"Quiz of Two Cities.”
This exciting brain battle matches
teams from Virginia's two biggest
cities —Richmond and Norfolk. Sometimes Richmond wins. Other times,
Nortolk. But every Saturday night from 7:00 to 7:30, the sponsor wins
the biggest prize of all . .. a Hooperating of 11.5%. .. a billion-dollar
market with 395,780 radio families!™*

For more information on how to win this big prize, get in touch with
us or Radio Sales. And ask about WRVA's "Quiz of Two Cities."”

WRVA

RICHMOND and NORFOLK, VA. *Hooper Report (Winter 1946—Spring 1947)
Represented by Radio Sales. **WRVA's 50-100°, BMB Nighttime Audience Areca

=
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Repeat

Broadcasts

n 1947

NBC and Petrillo

don’t like them recorded.

bt stars do

N Numerically, repeat shows®
are almost the same as they
were at the start of last sea-
son (81 programs at the start of the 1946
season, 83 in 1947). This is as far as the
repeat story repeats itself.  In practically
all other respects duplicate broadcasts for
different sections of the nation are
planned in 1947 on a basis quite different
from that which governed previous opera-
tions. And after the first of the year the
repeat picture will suffer another up-
heaval due to the latest edict of James C,
Petrillo, President of the American Feder-
ation of Musicians. This edict bans all
recording by musicians “now and for-
ever:”

Recordings are the backbone of repeat
broadcasting on both the Mutual Broad-
casting System and the American Broad-
casting Company networks. This year
for the first time the Columbia Broadcast-
ing System also is permitting West Coast
repeats on transcriptions, due to talent
pressure.  Talent in many cascs feels that

34

a live repeat program lacks the spon-
taneity of the original broadcast. Es-
pecially does this feeling hold in the case
of comedy productions. Quiz and other
audicnce  participation programs also
suffer, in the minds of the performers,
from repeat presentations. Everybody
involved admits of course that most adult
nighttime airings must be broadcast later
on the Coast than they are in the East il
they are to reach the listeners for whom
they are designed and to whom the
sponsor is addressing his sales message.
Nevertheless, Ralph Edwards of Truth or
Consequences refused this year to produce
the rough-house shindig twice in one
night. NBC on its part refused to permit
a recorded repeat. The senior network
holds fast to the belief that to permit
transcriptions on the nerwork would be
to open the door to “canned” web enter-
tainment, losing the feeling of immediacy',
the feeling that the listencr is hearing his
entertainment just as it is originated.
Truth or Consequences is not being

broadcast twice each Saturday night
despite the NBC ukase against recorded
repeats. It's handled as a “'d.b.," a de-
layed broadcast. D.b.'s are broadcasts
which are recorded off the network line
and repeated later in the afternoon or
evening from each station’s own transcrip-
tion of the program. Thus NBC's rule of
no recorded network programs still stands
and Ralph Edwards still does not have to
knock himself out doing his nerve-racking
routine twice in one night,

Delayed broadcasts are part and parcel
of all network broadcasting in station
option time.** In this time period, which
by FCC regulation belongs exclusively to
the station, network sponsors often have
to accept a delayed broadcast of their
programs if they want airings in key
markets. On key-market stations local
advertisers frequently build programs
with big followings and both the station
and the local sponsor are loath to give
way for a network airing. When the de-
layed broadcast is to be made is not,
however, left to the station's whim.
Availabilities are submitted to the adver-
tising agencies and the best availability
for the particular program is selected by
the timebuyer. It is estimated that dur-
ing the daylight saving time period there
were some 2000 d.b."s per week on NBC
and CBS alone due to the fact that many
areas retained standard time while the
networks had to operate for the greatest
number of listeners and were on daylight
time.

All through the summer both MBS and
ABC opcrated on the basis of recorded
repeats for each time zone. Thus they
were able to air their programs at the
same time in every zone. ABC pushed
most strongly for this device of handling
the tremendous problem which dual time
placed upon the networks. As a matter
of record, ABC executives endeavored to
have all nerworks function on this basis of
recorded repeats, which would, thought
the ABC execs, end the problem of a
sponsor's buying a key time in New York
only to find his program being heard in the
Mountain and Pacific time zones by audi-
ences he's not interested in reaching, due
to the hour of broadcast.

Regional live and recorded repeats both
cost the sponsor the same percentage of
the scale which the performers are paid
for the original broadcast (this [or actors
and singers is 45 per cent of the fee of the
first broadcast). The stars of course are
covered by their over-all contract and
generally do not reccive additional pay-
ment because of dual broadcasts.

Sroxnsor's survey of the rating efiec-
tiveness of repeat programs ( January

SPONSOR




1947) indicated that the top and bottom
rated programs do not profit much from
repeats but that the shows which crowded
neither the top nor the bottom found
repeats resultful.

On Don Lee-Mutual network programs
are frequently recorded and aired at a
time when because of special block pro-
graming the program has a bigger audi-
ence than it could have had in its original
broadcast period. Mutual's Pacific Coast
ratings are usually better than they arce
for the rest of the nation because of this
Don Lee plan which reschedules MBS
shows in block-program scquences.

Delayed broadcasts such as Don Lee's
and all the other networks” during station

Audiences for live repeat programs turn out en

option time load a tremendous burden on
agency executives who have to clear and
okay the delayed time schedules. This is
because while it's a comparatively simple
matter to check competition for a net-
work program coast-to-coast, it’s entirely
different to check it in 20 to 50 marketsf
at different times. Actually this means
checking competition for every station
doing a d.b. of a program. |t means that
the timebuyer of an agency instead of
having to clear just one time period for a
network program finds himself faced with
a problem which is equivalent to clearing
both network and spots. It also means
constant supervision of cach of the areas
in which there is a delayed broadcast
because naturally the competition is
changing in every one of these spots
frequently.

However, all these problems of recorded
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repeats as ol January 1 take on an en-
tircly new aspect. On that date tran-
scribed repeats as well as all transcrip
tions which include music (and most
shows, dramatic, varicty, o comedy, in-
clude music) are forbidden. The prob-
lem once again returns to a clearing of all
repeat or delayed programs on a live basis
(see transcription report on page 30).
This, as noted previously, will not affect
NBC to any great degree except i the
The etfect
on CBS will not be great since the relaxa-

delayed broadcast category
tion of the no-records-on-the-air rule s
very recent at Columbia and not too
many CBS programs do a West Coast
transcribed repeat.

masse.

For ABC the no-transcription rule of
Petrillo will hit a number of programs on
which there is music. In the case of the
ABC skein of kid shows, music is not an
important factor and its current use if
any may be eliminated. The same will
be true of the Mutual group of moppet
programs. As a matter of record the
formula that the networks have followed
with their cooperative programs (shows
originated by the networks but sponsored
over one or more stations by local adver-
tisers) can be used on all productions that
require recorded repeats . - . no music.

The reason why many sponsors risk
having part of their potential audiences
g0 to sleep on them by broadcasting at
10 p.m. or 10:30 p.m. is that at that hour
they reach a good part of the country with
a single coast-to-coast airing. Ten-thirty
in New York is 9:30 in the middlewest,

8130 in the mountam arcas and 7:30 on

the Pacific Coast,  Since its well known

that West Coast folks are home carlier
than thaeir opposite numbers in the East
a ot of programs have been happy witl)
this schedule.

Waorricrs like Jack Benny, however
have sweated it out for years, airing pro

at tour m the atternoon in Holly-
wood o New York at 7 e
much that he per-

suaded Foote, Cone and Belding, Ameri

arams
reach
Benny worried  so
can Tobacco advertising agency, to repeat
his program at night on the Don Lee net
work. It helps his rating.  1t's a recorded
repeat and will have to go with the rest of
the transcriptions under the Petrillo edict.

\

This Way For
MILTON BERLE
Repeat Broadcast

i

Directors and casts, however, aver that they're a different breed from the regular fans

Sponsors and agencies feel that an ideal

broadecast arrangement would be one

through which their programs would be

heard at the same time in every time

zone.  This is not feasible on a live pro-

gram basis but is, through recorded

regional repeats. There has been a great
agitation in this but
the p

nusic

direction
st. Big time

deal of

that's a matter of

productions  require and tran-
scribed repeats with music can only con-
tinue if Petnillo changes his mind.

His “now and forever™ dictum doesn't

indicate a chameleon frame of mind
forever is a long, long time.
*Network peogerris wboe) v rehronddonst wo fhal they
fitiwe zinie.

wrk capaloemn siped e i
f Hie pielinek tltin

e lirile i
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Eastman Kodak has developed a new
camera for photographing a program off
the face of a video receiving tube. NBC
and CBS are said to have orders for the
first cight cameras. The cameras will all
be in the hands of purchasers within the
next month.  Some have been delivered
already.  (It's one of those top secrets
that isn't talked about in photographic
and TV circles.)

Photographing sound and film pro-
srams for rescanning on other stations
throughout the U. S. and Canada is going
a long way' toward solving the problem of
program material for small TV stations.
The cost of photographing a program in
the studio is conservatively figured as
being 100-fold* that of filmmg it off the
face of a receiving tube.

Just as radio is the world's greatest
consumer of oral entertainment material
so will TV ¢at up maore visual entertain-
ment in one month than was ever con-
ceived in the past, even at the height of
vaudeville.

«) ok ok

The expected shift towards placing the

burden of producing commercial TV pro-

grams on advertismg agencies is under
way. Despite considerable fecling at the
networks that production would be better
il program creation and execution re-
mained with the chains, radio thinking is
furcing the hands of the nets' television
heads and more and more the producer’s
chair will be occupied by agency men.

There is another factor that is bringing
this about manpower. It would be
manifestly impossible for any network to
staff an operation which would keep it on
the air with live programs from 6 to 11
p.m. seven days a week. Dramatic pro-
ducers at networks feel that no one person
can produce a new drama or other creative
type of visual program weekly. Never-
theless Kraft, for instance, expected its
agency to have a man do just that. The
only result of a schedule of a program per
week per producer, according to a number
of trained television directors, will be
formula productions without real creative
spirit. It takes months to produce a
motion picture and four weeks to produce
a Broadway play. TV has to compete
with both Broadway and Hollywood and
that can’'t be done successfully with
shows that can have only days instead of
weeks or months for production.

ik

The Allied Stares Television Caravan
finished 1ts 22-department-store trek in
the black, the first video venture to do
this according to bossman Sam Cuff,
Lou Sposa acted as traveling ring master
for the six-jeep TV department store

circus. The presentation proved among
other things how reliable present-day
equipment 1s.  The cameras and control
board employed were the same used at the
New York World's Fair and there wasn't
a single failure at any place along the line,

The Allied tour indicated, according to
Walt Dennis, who heads up radio and TV
for the Allied chain, that television is one
thing that doesn’t have to be sold to the
public. Says Dennis, “Our tour proved
that the great majority of the public only
wants to know ‘When can | buy a set?’
and *When will my local television station
be working?" **

Walt Dennis didn't mention it, but it is
true also that the manufacturers whose
products were displayed as part of the
intra-store TV presentation were ‘‘more
than satished by the direct results” ob-
tained from their sponsorship.

e

CBS is developing plans which will put
it in the TV network business as soon as
possible. It expects to have in its pre-
liminary chain stations like WMAL-TV
and other affiliated stations of the Ameri-
can Broadcasting Company and may even
service MBS outlets. The reason for this
is simple -~ with many of the pioneer tele-
casters linked to NBC and the total
number of stations applied for at this
time limited, no network can wait until
enough of its affiliates put TV stations on
the air to start building a chain.

(Please turn lo page 75)

'

Ten per cent of the nation’s FM sta-
tions on the air employ live musicians, the
number employved being 121.  There 1s no
prohibition against live musical programs
on FM stations, the only non-musical

rule is the serving of FM stations with
music by AM stations or networks, either
AM (Standard) or FM. As indicated in
previous reports m this section James C.
Petrillo’s reasoning is simple. He wants
all stations to have live orchestras, even
if the orchestra, at the start, is just a
pianist. If any network should agree to
restrict its piping of music to FM stations
having contracts with locals of the Ameri-
can Federation of Musicians there is little
doubt but that this would be agrecable to
the musicians' president. * * * Only 8 per
cent of the nation’s FM stations are oper-

ating at a profit. Six per cent are break-
ing even. The balance, 86 per cent, are
losing money every day. This despite the
fact that 25 per cent of the FM'ers have
increased their gross billing in the past
six months. * * * Just as with TV, sports
on FM are reaching the greatest audience
in the areas where the sportcasts feature
exclusive games not heard over AN sta-
tions. Sports lead all program types in
obtaining quick sponsorship. Listeners-
per-set for these airings are more than
twice what the same games collected on
standard broadcasting stations.

AN

Publicity on ultratax, RCA's facsimile,
has forced all other factors m the field o
speed up research on clectronic reproduc-
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tion of FAX reception. Most devices
thus far presented have used manual
rather than photographic means of re-
producing the received material. Big
problem is not the actual reproaduction
but the creating of equipment which can
go into the home and be serviced by the
local radio repair man. The present
Finch, Hogan and other FAX reproducers
are well within the ken of the neighbor-

hood fixer. It's said, however, that the
ultrafax, which receives pages of type or
pictures, operates at such a tremendous
speed that it requires an expert to take
care of it. * * * Eastman Kodak demon-
strated a camera during the week of
October 19 that took pictures at the rate
of 11,000,000 a second. While ultrafax
isn't that fast it indicates the direction
that photography is going.
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ST. LOUIS NUMBER ONE
TEST MARKET FOR

TELEVISION

St. Louis’ geographical location in
the eenter of the rich middle-west.
and St. Louis’ aeklmwle(lgecl repu-
tation for economie stability. high
purchasing power and product-loy-
alty make the area served by KSD-TV
the nation’s NUMBER ONE TEST
MARKET FOR SELLING BY
TELEVISION.

The combination of St. Louis’ enthu-
siasm for television. KSD-TV’s accu-
mulated know-how. and KSD-TV’s
exceptionally low rates offer an out-
standing opportunity for advertis-
ers to start using television effec-
tively RIGHT NOW.

For details regarding sehedules and
availabilities. write or c¢all Free &
Peters: Ine. or KSD-TV. the St. Louis
Post-Dispatch Television Station.
1111 Olive Street. St. Louis 1. Mo.
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The best from Tin Pan Alley, Hollywood

and the Classics by the Superb
Sixteen-Voiced SERENADERS

Now your can spons=or the ‘*ili:ill" Zrong \\llll
g - r

the longest continnons record on the air of

any socal organization . . . almost 600 broad-

cast= over CBS. Every miember is a star in his

own rigzht with o backgronnd of top-show

parlicipation.

Seventy=cight separate iftecn=-mminute episodes

arc anailable. cach o program zem direeted by

0
~

TRANSCRIPTION SALES, I

New York—47 West 56th St., New York 22. N. Y.. Col. 5-1-544
6381 Hollywood Blvd.. Hollywooed 28, Calif., Holly

Emile Cote and with Warren Sweeney of New
York Philharuonie fame GeLng as commen-
tator and masical host. Opening. inside. and
closing commercials,

No finer muosical talent of i1s 1y pe exists today.
WINGS OF SONG s o progrinm series with
trenendons popular appeal. made possible by
the skillfnl musical

scelection of diversified

numbers,

Write for andition dise. details
on special contmereials by M.
andl arndd

Cote Mr. Sweeney.

other faets.

Chicag

——————



AMERICA'S
GREATEST RADIO

An outstanding Hr’gh-Hoopcr Show with SALESMAN
the famous MULLEN SISTERS and
CHARLIE MAGNANTE’S Orchestra

There is only one Singin® Sam and what a selling job
he has done for scores of sponsors . . . and can do for
you. Singin® Sam sells because he gets the ralings and

gels the response,

WOW Omaha 18.1 at 6:30 .M,
WTAM Cleveland 12,1 al 6:00 .M,
CKEY Toronto 12.9 at 7:30 P.DM.
CJAD Montreal RS at 7:30 2.,

And according to the Conlan survey. the percentage of
tune=in at WISH in Indianapoelis was doubled in first
three months on the air. .. 116 Lo 30,1,

Yes. Sam is doing a spectacular job. His fifteen minute
shows have been heard on over 200 stations for scores of

sponsors,

Write for audition dise and full details on speeial com-

merecials by Sam. availabilities. ete.

Transeription Sales, Inc.
117 West High Street
Springfield, Ohio

Please send me complete data on
Singin® Sam
Wings of Song

lc 117 W. High St., Springtfield, Ohio
Telephone 2-4974 Name

Compans

g~ 2 N. Michigan Ave., Chicago, Ill.. Superior 3053
" 5600 ~treet

Cily Statle




T Mr. Sponsor

—

—

s' 0 i

N rr—

“How much protection should stations

give advertisers in holding onto a time

that advertiser has butlt a

Seymour Ellis

and networks
slot for whieh
high listening factor?”

National Advertising Manager
Philip Morris & Co., Ltd, New York

The

Picked Panel
ANSWErs

Myr. Ellis

In my opmion,
the answer to the
above question
would depend
somewhat on the
station's prograim-
ing policy.

The broadcaster
endeavors to
build a balanced
program structure
that will meet the needs and desires of
listeners. Maintaining such a structure
throughout the day and weck is of first
importance and it could conflict with the
plans and wishes of less than year-round
advertisers, In such an event, an adver-
tiser who cooperates in maintaining or
contributing to such a program pattern
should, and 1 believe does, receive pro-

tection far beyond the written terms of

any advertising contract.

In our own case, for example, we have
one daily program supplied by an adver-
tiser which exactly Ats our program plan-
ning for the particular time of day. The
advertiser s not a year-round user of
time, but because the program does fit
into our planning, we carry it sustaining
during the period it is not sponsored and
hold the time each year for that adver-
tiser.  In other cases, we have programs
of our own creation, which will remain as
they are, regardless of any commercial
sponsorship

Most of these programs are now spon-

sored.  Some of them have been spon-
sored by the same advertser for many
years. 1l one of these long-time adver-
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tisers, for some good cause, desired a
hiatus, we would in all probability hold
the time and the program for him by
prior arrangement until he was ready to
resume. In another case, where the
sponsor had been with us a shorter time
and we would not feel the same obliga-
tion, it is possible we would give him a
lesser protection.

Summarized, 1 feel that each case is
decided on its individual characteristics,
A mutual interest on the part of the
advertiser and consideration of your pro-
gram problems will usually result in a
solution satisfactory to both broadcaster
and client,

GLENN SNYDER
General Manager
WLS

There is no
question in my
mind that an ad-
vertiser should
have absolute pro-
tection on any
time segment he
holds, network or
station, subject, of
course, to the
terms of the orig-
1t should be his, to have and to
hold henceforth, so long as he supplics a
program for that time which meets the
accepted standards of decency and good
taste. There is, of course, the remote
possibility that an advertiser might use
such a time franchise to put on a program
to suit his own personal whim, and by so
domg might damage the continuity of
listening which every station and net-
work hopes to achieve and maintain, but
since the question specifically mentions a
big listening audience, that eventuality
appears to be ruled out.  Radio advertis-
ing has become such an integral part of
the busimess of these advertisers using it

ATw

inal sale.

that a concept that franchises might be
arbitrarily transferred to someone clse
would shake the whole structure of the
industry,  Absolute protection
sential.

is es-

STORRS HAYNES
Manager, Radio Department
Compton Advertising, hic.

Actually, there
are two full prob-
lems there. In the
case of stations
which are network
affiliates, a local
sponsor’s time
slot should be his,
unless he is adver-
tising in network
option time. In
the latter case, advertisers are fully aware
of the 28-day recapture clause . . . or
should be. It would hardly be fair to a
national advertiser or the network if such
time could not be cleared for a network
show.

As far as network radio is concerned, |
think it should be up to the individual
advertiser to decide when he will vacate a
time slot. A sponsor who has built a big
listening audience for a time period has
an investment in that time period when
it comes to promotion, publicity, mer-
chandising, etc. This investment should,
by all means, be protected.

Such protection depends to some extent
on the length of the program. Contracts
for five- or fifteen-minute shows are gener-
ally written with recapture clauses, but a
network sponsor who buys upwards of
fifteen minutes should certainly have his
time slot as long as his program remains
fully acceprable.

And incidentally, | don’t believe pro-
grams should be moved arbitrarily be-
cause of the general type of entertainment
they provide. Il a network or station
has decided on a policy whereby they

SPONSOR




won't take certain types of shows during |
certain hours, the sponsor should still be
permitted to hold on to his time slot until
he decides to relinquish it.

Just to sumup, | feel that in the matter
of holding a time slot,” unless there are
contract clauses or obvious violations, the
advertiser should have the final say.

Ep WiLHELM
Radio Director
Maxon, New York

It is important
to recognize that
radio is an adver-
tising medium and
also a public serv-
ice. It is my be-
lief that adver-
tisers who have
built high listen-
ing audiences or
unusual public
service programs in specific time slots
have created valuable properties, and
should be afforded more than usual pro-
tection by stations and networks.

In the case of an outstanding public
service program, | would go so far as to
suggest that networks and stations ex-
tend more than usual cooperation in
granting options and clearing time for
such a program (even though they may
not already be carrying that program)
whenever a change is called for to afford
greater audience potential through better
program sequencing.

While | do not feel that networks or
stations should ride roughshod over an
advertiser’s right to a time period through
consecutive use of such period, I do feel
that networks and stations have an obli-
gation to the public in the interest in
maintaining of both spot and network
radio to its highest degree of efficiency in
getting audiences and also in rendering
service in the public interest. It is
equally important to all advertisers that
our system of broadcasting be maintained
on its present basis cf free enterprise and
that it not degenerate to a point where
those who would rather see a Govern-
ment-controlled noncommercial opeia-
tion of radio succeed in supplanting our
present system.

Much improvement can be made in
station and network programing by care-
ful selection of programs in relation to
surrounding programs. Any advertiser
who has already created a valuable prop-
erty with high listening audience in a
specific slot most certainly should be

(Please turn to page 55) [
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Conscstently

Consistently
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INDIANAPOLIS

WFBM is

(Zonsistenitly HOOPERATED TOPS

Count on consistency with WFBM.
‘Round-the-clock—the year around
—WFBM delivers the lion’s share of
the listening audience. WEBM is
consistently Hooperated tops!

WFBM is

FIRST in Indianapolis

Ten in a row! Yes—the Hooper
Station Listening Index for each of
ten consecutive months rates WFBM
JSirst in Indianapolis in over-all lis-
tening audience. And—the last five
consecntive reports show WFBM
leading the next-highest-rated In-
dianapolis'smtiun by 20% or more!
WEBM is consistently Hooperated
tops!

WFBM is

TOP TEN (CBS) Nationally

WFBM's record nationally is not
to be sneezed at either. WFBM's
Hooperindex—morning, afternoon,
and evening—is cousistently rating
among the top ten CBS stations
throughout the country! WFBM is
consistently Hooperated tops!

BASIC AFFILIATE: Columbia Broadcasting System

Represented Nationally by The Katz Agency
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SPOMNSOR presents the third, next to finai, report of a series of indices of locally-
produced programs available for sponsorship throughout the U. S. This issue lists

representative diama, juvenile
and women s participating,

music, man-on-the-stieet, news, quiz, sports, variety,
cl'l'ltse indices make available for the first time a yard-

stick on costs of local programs since stations of all sizes are indexed. Pacific
and Canadian reports will appear in December.

Local Programs Available For Sponsorship

—
Families: 2,353,000 Radio Families: 2,280,000
Maine, New Hampshire, Vermont, Massachusetts, Phode Ilsland,
Connecticut
= e, i ——
Juvenile
| TIMES
TITLE APPEAL RATING LENGTH PER WEEK costT* DESCRIPTION CITY STATION
CHILOREN'S CONCERT HOUR Fanuly NOA Hhermin | 0 R Recorded elassteal nivsae vteodurad by Chirtiper, WACE
| four childfen ages & 12 M=
SATURDAY NIGHT DANCE PARTY Feetl-nige NoA LTI | $i5 All-muail-request  progrung with Lo Bridgejert, WHAB
Weinman ws me Cann
WATERVILLE BOY % CLUE Adult NA 30-mun tr Program Tor advanscinent of loval youtly Waternille, WIvL
CAMARAQERIE orgunizalione Muaine
Musie
i L]
BOX AT THE OPERA Family 1.5 $0-min ] $115 plus Hevorded aperatic arias; notes by WTH Hartlurd, Wi
2H time music pxpert R, E. Smith (o
YOUNG STARS ON PARAOE Fanuly ST 3-tn 150 Features soung local musielany ag Waterlury WERY
| E R AS Can
o - >
News
LOCAL AND WODRLO NEWS Fuaimly 1 NoA 15-nmin [ show prepared by ex-newsmnn Charlie New Lendun, WNLE
$3 1al Thompson 7:15 pm Cann
LOCAL NEWS Winen NA 13-uin i $16 plu Midday news Rhow Deats anly local New Landaon, WNLC
1 tal ulternoon paper Comi
NEWS Family NOA 1 5-inin ti $U7 (6 FLocal, reg national, rernstianal Wareester WHEE
F116 (6 slaff-edite 0 ani) Mass
NEWSCASTS Funnly N A 1 5-nun h $442 Lowal, resional, national new Lawrenee, WLAW
M s
Oniz
CINDERELLA WEEK END Waotnen NoA A-unn 3 $55 pur Lhaly prizes amd weckly geand prize ol Heartfurid, WwTIC
spot week end in New York 1ot
GUESS THE TUNE Wonen A, 15+ 5 $1in Tunes and theater tickets (o thase who Wedgepnet, WNAB
identify five old tunes Coun
JIM-JAMBOREE Finnly 55 Hlnun 5 50 par Musie, fum, and five poesable guie winnees Witerehinry, WERY
15-1in el day (i
MUSICAL QuIZ Fanmul NoA 0=t i R First Lo midsical ‘questinn Wy Cardner WHOR
rhoice of Minsa
N adie=
Sports
BUMP HAOLEY Men 541 15-101n " $247 Sports news and commentary, melinling Toeetiom wB1
schpolly games M
HUNTING AND FISHING Men NoA 15-nun $i2 CU Davie with Gionts s whre, huwg 1 Powiong, wer
et ene: aneesloles M
SPEANING OF SPORTS Men Nt =t il §in5 Jolin A Cluney dovs #jurts news iuters W outerbury, WERY
views with sports figires Catin
SPORTS TIME Mo b § 15-n 1 $192 Veterun s Al Viestro gives Waterhurs, WWCOo
tnatde slant on FRITAE {onin
- - . . - - - -
Women's Participating
IT'S A WOMAN'S WORLO W omwen N A i 5 $2.25 pr Wunen's nterest  news,  featuning a Cirventedd, WHAI
apat alembar of clih events M

* Time and talent unless otherwise indicated,
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N.A .-Not Available, H-Hooper, C-Conlan, P-Pulse, E-H - Elliott-Hayes; O.R.-On Request
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The peak of the berry crop arrives in Michigan

...and all good housewives start canning. It's as simple as that.

Those gals don't care that the Indiana berries
came in last week...or that Minnesota berries won't be ready
for ten more days. Not at all. But you can be sure the Kerr Glass
Manufacturing Corp. cares. They want sales in Indiana, Minne-
sota, Michigan...and in 45 other states, too.

Obviously, they need fast-moving, hard-hitting
advertising, and they get it with Spot Radio. For 10 years this
flexible medium has been used from coast to coast...exactly
when and where crop and selling conditions were ripest
Today, requests for the Kerr Canning Booklet are greater

than ever, and cost-per-inquiry has hit a new low.
Ask vour John Blair man how Spot Radio
can solve your toughest selling problems. Chances are

he'll come up with the answer.

P
P S, P
—~—. & COMPANY ‘i~

WLEADING RW Oftices in Chicago = New York = Detroit « S1. Lowis « Los Angeles « San Francisco
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TIMES
TITLE APPEAL RATING LENGTH PER WEEK cost* QLSCRIPTION city STATION
KENMEBEC CALENOAR Wotuen N.A 15-m 1 0 R’ IDiary of soeial funetions, radio fashion Waterville, wIvL
eatnlowr, kitolvu hiuts Maine
MDOERN KITCHEN Wk N BRI 5 0 R wws with chels, cooking luuts Worcestoer, WIAG
| party idris Mus
MOOERN WOMAMN W o N A Sann 5 R N T, c.  Has pur WIAG
OPEN HOUSE W N 30-tiy 5 4 pur with eitcee loe b i WHER
wpeil year. Newsg
SHOPPING BY RADIO Waotien NA R (TN 35 549 80 for iberviewed by maolsle auit, WORC
3 ppuits tulio fur prizes
SHOPPER™S SPECIAL Wounei 5.5 5= 34 44 N0 T Mol atid hinuse- Harilord, WORC
1 #pot WINVEd renry floni
SWAPPER'S CLUB Wamen 14t 1 5=un 1 $13s 50 KRuth Reddinaton euicms listroees who Keene, WHNE
want (o swip bty N H
WE, THE WOMEN Wit Ny T=thiny 5 §7 peot wottri's news with Fumie Hartford, WIHT
put Conn
WOMEN'T MATINEE Waolliey NA 1 5-1un 5 FIU 75 Jo Ann Walkover remds women's news, Burlingta wioy
fintidlen tnterviews, musi W

Middle Atlantic

Families: 9,653,000 Radio Families: 9,166,000

New York, New Jersey, Pennsylvania, Delaware, Maryland, Washing-
ton, D, C., West Virginia, Virginia

| TIMES
TITLE APPEAL RATING LENGTH PER WEEK cosT* QESCRIPTION ary STATION
CHILOREN'S THEATER Juvenile Ny A i 15 Kiddie easts  enact  adapiations of Baltin WFBR
talent clivstics, onginal stores M
SUGAR "N IPICE Juvenids N A 0-mun | $75 H1ome PDrama plus 2y partieipal o Janwstown WITN
$55 A timie Prizes in ques N
TILLIE Lov Juvenile NoA 15-min it $35 por Juvenile serial with slant 10 goed man- “chenect WGy
pot ners and behavior NY
-
Juvenile
FIVE 0'CLOCK SPECIAL 122N vrs N A d0-nuin 5 . K. Jive record show slanted at the teen- Ureenshurg, WHIB
age trade. Requests I'a
IT'S TEEN TIME 1215 yr N A, A0-muin 1 $22.40 Two tecn-agers act  as  junior  disk Indians, WOAD
jnckevs, do eommereial Pu
KIODIES RARNIVAL fi-12 yr N A J0-nuin O R C'hild talent show: with adult Johnstown, WARD
Local slant Pa
GLAOYS LYLE JUNIOR CLUB fi-12 yrs N A {0-min i R Kid show Norlolk WeH
e \..I
MOTHER GOOSE 45t NoA 15-mun I LU Buffslo, WGR
U |
TRIPLE B RANCH N 12 vrs N A W=1iin | (A 1§ Hob Smith wsith ronlests, New York wNBC
fun for bov ity
UMNCLE TEO 4 10 yrs N. A 15-miimn 1 213 “"Unele Ted™ Eiland reads the Sunda WIAL
i (1] mopp=is
WORO STORIES 4 e 2.h n i 215 Lori 1 m Lhy WOR
littener
YOUNG BOOK REVIEWERS 2 3 NaA V0=suim | $250) (ERT. WMCA
Man-on=-the=street
KURBSTONE KWiZ Family NoA 15-tun E] Paszers-bwe urv nterviewed, pvn basket Wi kes-Harre, WILK
uf fry s
LET'S visiy Fanul N R Iay and Jack Laey i New Yok WiNg
i ity
ON THE SCENE Fu NoA 15-n 210 Wl Harrett ippesvoinds al sevny Pkl WwiLs
i e W Va
DUIL. A TUNE N 15-nnii i ' Mesau'r jentif i plaved [ Morfolk. WLOwW

* Time and talent unless otherwise indicated. N.A.-Not Available, H-Hooper, C-Conlan, P-Pulse, E-H - Elliott-Hayes; O.R.-On Reguest
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w
WSAI is frankly commercial

Three of Cincinnati's downtown department stores use daily
programs for straight selling purposes. Combined, they
sponsor two hours a day on WSALL

The men who buy time for these stores are alert and promotion-
minded. To them, commercial impact is more fundamental
than audience index. Yet not one single listener may be
offended—too many brands are at stake in a department
store,

Doing this job for dependable retailers day after day and
year after year has characterized WSAI in our community.
It is the result of studied technique.

Y ou have known of an acceptance plus for your printed message
when you placed it in certain magazines and newspapers.
This applies to radio stations and particularly to WSAI.

w s A I Avery - Knodel, Inc.
American Broadcasting Co.

Cincinnati, Ohio A MARSHALL FIELD STATION

NOVEMBER 1947



TIMES
TITLE APPEAL RATING LENGTH PER WEEK cosr® OESCRIPTION ciry STATION
ROVING MICROPHONE Famly NEAL 15-ithn 1 §2y tnterview show with o wire recorder Warrvn, WHAE
I'y
Musi
JOHNNY ANDREWS SHDW Worien e AT 25-mun i 1200 Songd dreilirated o wuniversaries: live New York WHEW
orcheatre accnmpauiment ity
SLIM BRYANT & HIS WILOCATS Fanuly N-A 15 1 iy 30 i pm bnogse folk, popular song, Pittahurgli, KOKA
western lollaly Pa
CURTAIN CALLS Fawily N A A0-min tr $150 Albws  from current,  past  Blway, New York WaYN
I'wiel Lite; sutomalale tips ity
DREAM AWHILE Fawmily N A 1 5-1iin 3 515 Feiitures Marge Warren st pano, and Ft Wayne, WEL
talent me with informal teueh Indd
RUTH ETTING SHOW Family NeA 15-nnn 5 F2NN) Sentiiicutal songs, today and yesterduy ; New Yok WHN
Ruth and hushand chat ity
HOUR OF MOCTURNE A\ aatien NA Mhmiin i (11 Gircalest 1 opera, vymphonic, chander Philadolplis, WOAS
msie; 10-11:30 pm I'a.
IMPRESSIONS IN MUSIC Family N A 30- ! O R’ Populae migie altirtates weekly with Troy, WTRY
bisekground nuasie froan fifos MY
FRANK LUTHER SHOW Juvenll = A 30-5ui0 1 HN Live, reeordid miusic, philosaphicsl comi- New York WNEC
mirli s (tity
MAGIC MELODIES Family NoA 15-mmn I 30 25 Two planos, guitar, organ, voeealist 1o Piuwsbiargh; KOKA
stuoath artangvments Ps.
MUSICAL RAINBOW Faunly NoA 30-nun 3-6 £33 Special mumic o show off quality of FM New York WLYN.
mr week) lroadeasting - ity FM
MUSICANA Family N, A 1 5:min 3 0. R’ Classical, bight ballsd resording intro- Pittatiirigh, WIAS
dueed by A Roger Kelly I'a
MUSIC FROM HOLLYWOOO Fauily NoA 3010t v E5] 1 Records of De Vol, King Sisters. Hal Wilkes-Barre, wizz
Derwin, Peggy Lo, Four of & Kind Pa
MUSIC OF MANHATTAN Family N A 15-tiin ] l.'l-lS 60 NUC Thesaurus, (-45 pin Rayvannah, WIAV
Iia
NICHOLSON & CLAY Fannly NA 13-min 5 $75 Areanger  Bobby  Nicholson, smger Bufislo, WKEW
Laleat Jeffery Ulay, 15-pieee preh Ne ¥,
POLKA PARADE Fatuly NiA -t - $150 por All-request hive show with wolin and Trenton, wIiTM
hroadeast nocordion Nl
SHOW TIME Fantily NoA 15-min [ $10% ) Musieal Eineis of vestersear, uates ov Anuspeolis, WANN
the great persotinlitics Md
STUMP US Fanily MNoA 15-nun 5 £30 talent Listeoers £ry to stulip pianist, sitger Haltimioee, WCAD
per broadeast with Tuwe requests M
KATHRYN WOOO SHOW Fumby NoA 3i-nun I $15 Classical, semi-classienl zongs: violim, Morfalk, WEH
talent plann aceompaninent Va
News
MARK AUSTAD, HEWS Adult FRENTX 15-nun 3 $40 same spot lor three Years, News com- Wastungion, WWOE
talent nientary and reporting D.C WWDEC.FM
BILL AUSTIN, NEWS Fanitly 85 1 uiln | i} 150 Exening newseast with heavy play of IIunllm_ztun. WPLH
{ featur news Va
JAME ELLEN BALL Wamen ol 15-aun 3 (X {0 News Lo women, pterviews, and cvic Pittshurgh, WiAS
gossip by woman reporter I'a
BROAOWAY LULLABY Adult NoA Seniin 3 E40) Digest of gongs-on sbout town in Woodside, WWRL
| theater, clils, etc 3.
COHENING THE TOWN Adult Ny J&=-min | 1 [ [ £ | Harold Cohen, local drama entic, pves Pittsburgh, WIAS
| screen chatter Pa
COMMUNITY NEWS Family N A 15-min | J‘p 0. It. | Only source for local news via rudio 10 Fredenek, WFEMO
| in this eity b
MEADE DAVIOSON Adult N 10-min 5 200 Commentary, fleatuning intervipws with Woolside, WWRL
UN delegates N.
EVENING EQITION Adult ! W 15-1nin 5 210 i Evening roundup of news, sporis, jocal Berkley, wiLs
| 1tems by WILS news aditor W. Vs
IT HAPPENED OURING THE WEEK Adult Ne-d 1 5-min 1 §£25 A reeap of the week's top news pvents in Annapalis, WANN
| world and loeal M
JAMESTOWN IN REVIEW Adult ) 15-tun 1 £5.530 | Tupe or e.tointerviews, review of week's Janiestown, WITH
! | Incal news A B
FRANK KINGOON Adult N A t5min | $225 Kinpdon comments nesively on the New York WOR
woevk's exents City
LOCAL AND COUNTY NEWS Adult N. AL 1=min | 5 5550 Slanted 1o women, Show ases 15 difer- | montown, WMES
el CAlnlY Bews Snirees s
MARYLAND WEWS Family N.oA 1 §-mun 50 35 Follows local sportseast, uses late local Baltimor, WFBR
| talpnt anil state news M.
NEWS AT FIVE Fammly o S-min 3  # Uiy Norfolk station with 3 newscast Norfalk, wiow
near this hour Va,
MEWS AT NOON Family -\ 1 5=min i $571 for Newseast prepared by NBU Newsroom, New York WHNBC
F-werkly mred by Radelifie Hall Cury

* Time and talent unless otherwise indicated. MN.A.-Not Availsble, H-Hooper, C-Conlan, P-Pulse, E-H - Elliott-Hayes, O.R.-On Request

46

SPONSCR




WHN does it again!

O,

— a0
BiLLeoA®
FIRsT Awﬁ:‘o
1947-WHR,
TED HUSING?
BANDSTAN

—_—
———————
BILLBOARD
FIRST AWARD
1946 =
WHN
SPORTS,

(@

9

TED HUSING'S BANDSTAND PROMOTION
WINS SINGLE CAMPAIGN DIVISION
INDEPENDENT STATIONS OVER 5,000 WATTS
BILLBOARD 1947 RADIO PROMOTION EXHIBIT

Last year it was WHN'’s Sports. This year, again, another
WHN feature runs off with top promotion honors. WHN
advertisers get intensive promotional support for their cam-
paigns, plus showmanship, plus fifty-thousand-watt clear channel
coverage, in America’s greatest market. '

Yes, you get more for your money on WHN.

50,000 Watts - 1050 Clear Channel



TIMEY
THLE AFFEAL RATING LENGTH PER WEEK cost DESCRIPTION ciny $TATigh
NEWS, EVERY HOUR Fauuly Wi d=tiin 2 . It AP awewn on the Bour feoni s wii to 7 po Pliladelphin, WOAS
%
NEWS OF THE WORLD Futinly [ Lh-mised 1 134 40 Firnt vomiplele uewisat of the duy, with Warren, _h;E i3 g
wosthier migmiris Pu
PERSPECTIVE ON THE WEEK'S Fanly NOA 15:nun I $i0 Authur Noy Meegan siry an xnsdysd of Wlkes- Burre, WILK
KEWS thie werk's ows Pa
00 AM. NEWS Adul NCA Setuin (] §i0 Wake-up wewscait of world, ystionsl Haltimore, WCAD
talent and loewd vevnts Bt
BECKLEY IMITH, NEWS Fromly by T ¥a-immihy 12 L. It Just completed 11 yeurs with sam f‘.u.L-m.-.h, WikY
BpIAGT P
STAPLETON REVIEWS THE NEWS Aduly NoA RIS (] U o Threr yatts, bocad: comment on wie k' N ras e, WHNOR B
[ TR AT 5Ny
TRI-STATE NEWS Funoly N A =TT iy ! U320 Sewn ol West Vo, Wt aud Keaacky Huntiagton, WAL
plus foeal newi W Vi,
JOHN VON BERGEN, NEWS Adult 3L | [S-tmn 0 250 Lowal, vutional, anil wordd oews Trous Seranlon, WARM
L P.ound local sourres "a
WEKAL NEWS Fanuly N A 15-min L §i5s Stratght newscaat by Nichael Curla Home, WHAL
A WOMAN'S NOTEBOOK Wouieu NoA 15-unn 5 $1U7 20 News notes to womnely, with Tout Gres wnd Wilkes u;._m-, WILK
Ity E [
v
v
Noveloy
CALENDAK UF CHARACTER Faunaly NoAL 15-mun 1-3 §45 1alent Helene Graham analyzes charseter from Isaltimore, WFER
per aliow month of Lirth M
CONVERSATION AT EIGHT Funily b | 30-min | £200 Author Tom Sugruc mterviews well- New York WiNg
talent Known pl raofulities ity
CAPPER DAN TIME Wolnen N A Ilpuin 5 (18 | Dapper D Martiy ad lile, aad spins Fridenck, WFMD
\|th\ M
DREAM WEAVER Finnily Nk 1 5-uijn 5 $715.50 Paul Shanuon reads uu,p.ulmh.u Ly Pittebiurgh, KOKA
against organ buckground Pa.
GREEN AND GOLO ROOM Fumily Ned 45-nun 1 50 simulsted night=club variety show using Baltimore, WCEM
| records; bnekground notse Md.
LABOR ,“gnnguon Adult k] fi-tiin I §250 Labor eapert Samuel R Zack beads New York wMCA
talvut panl of gucst experts | City
LUNCHEGN AT SARDI'S Family 130l 30-nin 3 $600 luterviews with celebrtivs st nestaurant | New York WHEW
City
MYSTERY AT EIGHT lnl-ul. M. A 3pinin 5 $75 15-min | Transeribed mysteries acros the Loar) ANew York WHEW
§125 30-min every night ot & Uity
PINEY HOLLOW HOE.DOWN Funnly NA J0-miin 2 200 per Qu.uirulh- hoe-downs, reels, ete., with Tredton, LA L
30-min square dance calls N
VAUGHN'S AUDITION TIME Family N-A J-nin | H 40 Listeners vote for best amuaieur. Evers Nanticoke, WHWL
seventh wiek sinners compele Pa.
.'
ODuiz
ANSWER MAN Familly (Al Gty t FIES Erudite  “Apswer  Man”' replies  to New York wOoR
listener's mailed-in questions ity
RECORD RIDDLES Family | 20H 15-tmn t $45 per Guess woutity of  mystery  reconds New York woR
spot played by emeer City

Sporis

THOSS VIEWS OF SPORTS NEWS Adult NoA, 15-min [} $1us +  Produelion sportseast show with vanous Hunungton, WPLH
ranning featires W Va.
EILL DIEHL 3PORTY Adult ANA 15-nn b $30 Commentary on  national and local Norfolk; WEH
PARADE | talent sports cvenls Vs,
_roum.\u GAMES Family NOA 120-nun 2 $10U per Loca! high school and college football Wilkes-Barre, Wiz
show ganies, play-by-play Pa
=t e e = — i, — |
JACK GUINAN'S SPORTY Men NoA 15-nun 5 $135 Follows newscast ju evemng. Complele J:uw{'lrl“ll. WiTN
SUMMARY eports roundup NEN
e —i - — |
STAN LOMAX Men u2 H 15-pin 3 800 tulent | Veleran sportscaster Stan Lo nay gives New York | wOoR
per show lute sports nrws City
RAY mm,_mm Men 6.4C 15-nnn i $00 Emphasis on local sports, by Hay \Ildd]claun. ‘ WALL
Murtn
; l_lu- !_lllil:L SPORTS Men NoA 15-00n 6 . K. “Mas the highest sportacaster Hooper 10 I'utulmr..h | Wiy
Pl!'l.\lalluh Wias Pa:
SPORTS CLINIC il Juvenile NiA 30-min | PRI liu_l,\ clube receive sdvioe on sports rom Philmbelphia, wFiL
guesta.  Prigea Pa.
SPORTIMEN'S CLUB Men N-A. 15-piin 2 sliv Like Fishing and Munting Club, wilh Wilkes-Barre, WILK
pucsty, malbag, elc; Pa. [
* Time and talent unless ctherwise indicated.  N.A.-Nct Availsble, H-Hooper, C-Conlan, P-Pulse, E-H - Elliott-Hayes, O.R.-On Request i
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TIMES
TITLE APPEAL RATING LENGTH PER WEEK cost* pEsCRIPTION CITY STATION
SPOTLIGHT ON SPORTS Men N. A 13-min 5 $122.50 ' weal and nationul wpart MWilkowBarre, WILK
SUNDAY SCOREBOARD Men NA 10-11iin 25 Heeap ol sports news for the weck end Antiapal WANN
M
WEBLK SPORTS NEWS Family N: A. 1{i-min fi 212812 anil und wire-sery i phoirt WEBLM
WHIRL ARDUND WORLD OF Men N A 15-1mn f L (1) fiou KOKA
SPORTS
WINTER SPORTS Framily N.A 45 min, | 4 L3 URLET) atl basketball \Wnikmaton WWDC
approx) ol G ga 1, WWOC-FMW
T - - - - .
Women's Participating
MARGARET ARLEN SHOW Women M. AL 30-tnin i 5502, 6 A. M. housewile show, Wide raoge of New York WCBS
spots a wk subjects with feminine appeal; guest ity
ARDUND THE TOWN Wooien N A 15-min | (LA | i g rocipen, household hiuts, el Pitishurg! WIAS
N W s given by A, Clinsty Pa
BLESSED EVENTER Women N A 30-tun ] $45 for Ray Schooider congratulates homes of Pittshiorgeh WWSW
i spols new-biorn balees Pa
DOROTHY OAY Waonwen N A B=min 5 R Houwselipld Lints, menus, [ %, bl New York WINS
get idens; interviews ity
HERE'S LDOKING AT YOU Women N. A, J0-mmin 5 §100 Richard Willis aids participints in i New York WNEW
Per Gpot Proving persolial appearance Uity
ANICE IVES Women NoA 25-min 3 $50) por Women's Commentary -Participation Philadel phin WFIL
spot Pa
KATHY COMES CALLING Women H S L5-min § &5, 6 Program of delightful music and inter- WITH
spots 0 wk esting chatter
LADIES' DAY AT WCEM Women N.A. Hil-pmin 5 $75 er 5 Prizes, music, cight conlests Baltimur WCEM
spots 8 wk Md
LADIES MAN WITH TOBEY & TINY | Women N.oA did-min 5 $400 -5 Wornen's food quiz New York WOR
spots per wk ity
LADIES, THIS IS FOR YOU Waomen N.A 3-min b 150 Participation show held 1o loeal restau- Heekley WWNR
| rant. Prizes W. Va
OTHER PEOPLE'S BUSINESS Women N-A | 25-tmin 5 £125 por Giuest per day nterviewed | AMma New York WOXR
| 5 spots Dettiuger City
—_— e : = = h=—==———=c z - sl - —
RUN OF THE HOUSE Women N. A $0-min ] $125,5 Charlotte Adams discusses world and New York WOXR
spots a wk community problems; household hints City
SECOND Cup Women Nk 15-1in 5 £100 Filteen munutes of casual comment Trov, WIRY
taleut Ny
THIS AND THAT WITH MONA ANOD Women N.A 15-nuin h $157 .50 T'wa s poke fun st each other aa WWRL
Tt they i urrent topies
ANN YOUGH YISITS Wamen N. A, 15-min | (. R. Materiul on Home—CGardens wHiE
BARBARA WELLES Wotien 1.5 H Slhemin il £500, 5 Women's chatter and gossip WOR
spots per wk
VIRGINIA WELLS Women N. A 13- 3 $51.25, 5 News ol Women's Urgamzations around WINR
spots o wk town
YOUR FRIENOLY NEIGHBOR Wonien 3.5 | 3-min 5 £22.50 Twelvesyear-old partici pation-progras WCAD
per spat

Southern

Families: 8,380,000 Radio Families: 6,399,000
Arkansas, Kentucky, North Carolina, South Carolina, Tennzisee,
Georgia, Alabama, Florids, Louisiana, Mississippi, Texas

| TIMES T
TITLE APPEAL RATING LENGTH PER WEEK | OESCRIPTION city STATION
GOLOEN WEODING Family N A 3il-min 1 Kits | ring ligl m' fives | of Tontsy wFUN
i \
TELLER OF CURIDUS TALES Family NoA G- 5 U R SpinE klimg L fedd o i WFUN

Time and talent unless otherwise indicated. N.A.-Not Available, H-Hooper, C-Conlan, P-Pulse, E-H - Elliott-Hayes; O.R.-On Request
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Juvenile
TIMES
TITLE APPEAL RATING LENGTH PER WEEK cost* OESCRIPTION ciTy STATION
HEALTHY, WEALTHY AND WISE W12 yr NUA 3l-tiin | $35 talent Qiuizeen, stunte, gunics; stodio sudivnice Louisville, WAVE
$15 prises Ry.
TOTS PLAYHOUSE I &yre N 25:-1un ) (I 1} Stories wid recurds for tote and iwotbirs New Urleaus, wosu
Ls.
a
Man-on=-the=Sireet
MAM ON THE STREET Fanuly T, 1 15-nun t iy 54 Ure-set sturn clock poes off duniog show, Florence, WMFT
Ruest gels prige Al
| I I |
‘.
Musie
B0B AND WIS GIRL FRIENDS Wonien N.AL 15-mmn 5 | . H, Bob Meuksll spans disks ol four lemale Augustas, WEE(
| muging stars duly lin
CECIL BAOWER'S WESTERN BAND Famly NOAL 25-tun fi | O, R. Pop tunes ux well as westezn music by Udemma, KECK
| this live talent group Tex.
CASCADES OF MELODOY Fruly N Al | 25-min 5 | 54 30 Popular tut tenes of todiy wad yenterduy Diurham, WTIK
| | 5 15nun s
FOUR HAWAIIANS Fanuly M. AL | dU-min ! | $16.92 Lave Hawsisan musw group, slo plass Florenee, ‘ WMFT
pr Epot currenl pop tunes Al
JIVE FIVE Fauuly N.A A0-puin 5§ 0. R, Un air mx years with thie live Digielund- New Urleans, I L1
style group.  Uuests La.
MELOOY DEPARTMENT Family NA 15-min E 5 $i2 BMI senpt used with mevonded musie, Ft. heres, WIRA
| ‘ Program notes on Ta
MUSICAL CARAVAN Women N AL 3-min 1] | $150 Musical tour around foragn lands, with West Meuphs, KWEM
G 15-min | APRropriate sougs Ark.
MUSIC BY REQUEST Women | 6.2¢ : 15-min 5 $196 40 Phone requests played inimediately by Savannah, wroc
| 5§ 15-nun live novelty miusic group | fia
NEW SPANISH TRAIL Adult | SENTA [ 30-min | $50 Six-prece Mexican orchestra, girl vocalist, | Ran Antonio, WO
[ talent Rumbias, tangos, eie. 3
AGGIE PICKIN'S Famly N4 0110 1 $150 Live college-talent  show with studio | College sts- WIAW
audience of 2,000 tion, Tex.
REHEARSAL FOR A NERVOUS Fanuly NiAL 15-nun ] $#4 70U spot | Two-man act-at pano and veeal, Much Anduluns, WETA
BREAKOOWN $2talent | ad ib kidding sround Ala,
KENNY RENNER SHOW Women | NA | 15-min 3-5 $u6 Hetner sings smooth ballsds lor house- Loussville, WAVE
talint wile audience Ky
BOE SMITH AND HIS RADIO PALS Family I N. A, | 15-min B $253. 20 Live talent group, seven yesrs on this Colinnlds, wis
| | finl5-min station i I
SONG SHOP Family | NoA 15<min 5 | $304 .25 Cliff Cameron at the organ. Was gpon. Atlanitn, WATL
| | sored 2 vears by droug chain G
SPOTLIGHT ON A STAR Faumly N.A 1 S-oun (] $125 Thumbum| portrmits ol soging  stars Port Arthur, KPAC
plus their records LE.
SPOTLIGHT ON RHYTHM Fanaly >0 JU-min 5 U, R. Recorded and transcribed music Mendian, WIPK
Mis=.
WAX MUSEUM Adult M. A 25-min 1 U. R, Harbvrshop haronics by & male quariet New Urleans, wosu
Ls,
News
[{] TY PRESS Faunly 7.4 15-toin 1 $30 Local newseast with cmphisis on com- | Latirunge, WLAG
minity betterment ik,
EARLY EDITION Fanuly NoA S-tin ] $43.20 First news on daily schedule. Roundup- Ft. Pieree, wifA
[ style Fla.
BOB FEAGIN AND THE NEWS Fanuly | NoA 15-nnn 5 $3 news Roundup newseast of focal, state, and Jacksonwville, wrog
charge internationsl news Ta
HOUSEWIFE CHATTER W ouen Nod 1 5-tmin 5 £32.95 Wonian's news program, with ook re- Florence, WMFT
! Views, sorech news, ole Aln.
IT HAPPENED LAST NIGHT Fanuily N. A 13-min 6 o, R, Moming newszeast that reaches & big Longview, KFRD
farm sudience Tex.
JOURNAL OF THE AIR Famuly NoA 15-nun | 5 2 Roundup done in production lormat with | Dillon, Wwosc
| three voices, sound effects R o
LATE NEWS AND SPORTS Family AT 1 5=tmin 6 1M Review of diy's news with late sports | Florenee, WMFT
news, bl spomes Fla
LISTEN LADIES Wont A ES-tian 5 (4R | § Weainen's interest news, fashions, movie North Little KXLR
newd, museal numbs s Rovk, Ark
LISTEN LADY Wonin b, 15 § 15-nun 5 $32. 50 Typieal wainen s intenest news show Macan, WEML
Lia
LOCAL NEWS Faniily NoA Semm ] KA cummiary of city kod county bews Palrstine, KNET
Tex
MATINEE AT MIDNIGHT Fumily NOA tHmin fi LV [+ “Iisk<conmertmg’”  balanee ol pews, Chiengo, wWaeM
puests, pve and plasseal musde i

* Time and talent unless otherwise indicated. MN.A.-Not Available, H-Hooper, C-Conlan, P-Pulse, E-H-Elliott-Hayes; O.R.-On Request
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FOR BALTIMORE...A MARKET
OF 192,146 MONEY SPENDING
STUDENTS

R 4
. % ‘

HIGH
SCHOOL

-

MY /2«\

ANOTHER LIVE WFBR PROGRAM — ONE TH

Here is how you can wrap up 192,146 High and Prep
School students of Baltimore into one package—and
win their undying loyalty to your soft drink, gum,
candy or other teen-age product.

It's simple to do in Baltimore. WFBR's 4-year old
““Scholastic Scrapbook' is now offered for sale,
M.C.’d by one of Maryland's great athletes, featuring
stars like Frankie Sinkwich as guest expert. ‘‘Scho-
lastic Scrapbook’’ brings pre-game predictions—im-
portant game results in Baltimore High and Prep
school circles to the air each Friday, 7:00-7:15 P.M.
Football, Basketball, Hockey, Baseball—every school
sport is covered to keep intensive interest through-
out the 39-week school year.

AND
THEIR

FAMILIES

R .
.._&_ -

AT CAN REALLY SELL THE BIG CASH MARKET

But ““Scholastic Scrapbook’ is not just another
Sport Show. It has a terrific “gimmick.” Each week
a corps of experts see all important games, select the
““Unsung Hero'" to be honored that week over ‘‘Scho-
lastic Scrapbook.'’ Not the fellows who win headlines,
but the many who contribute to their success. Rivalry
between schools for the C. P. McCormick award as the
best “‘Unsung Hero'' of the season is intense—builds a
high listening audience.

Naturally, it is WFBR that airs such an interest
arousing, live, local program. In Baltimore, WFBR
is the live show station. That's why WFBR delivers
for net and spot advertisers alike, more listeners per
dollar than any other Baltimore station.

WFBR—-BALTIMORE

ABC—5000 WATTS—AND 1,200,000 LISTENER FRIENDS

NATIONAL REPRESENTATIVE —JOHN BLAIR & CO.
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TIMES
TITLE APPEAL RATING LENGTH PER WEEK cosT* OESCRIPTION cItY STATION
NEWS AND FARM REVIEW Far N.A A0-nin a0 niode.  First s 1w WOR!
HEWSCAST N A 15 11 aimiry of the locy Ashevilli WKIX
o B i b 114 N
NEWS RODUNDUP FFanr NoA V31 1 ta ddaily from Al WMFT
NORVIN OUNCAN, NEWS Adul N oA 10t 5 1 W i | wal WFEC
THREE STAR EDITIDN Ailule T3 1510 rou pl ol . KFOA
i A L
TODAY'S NEWS il N.A 1 &=tuin 5 $10%. 50 Lnows musiiiry wid WIS
Jals 1wk
VIEWS OF THE NEWS A A 1 5-nnn 0 $53.13 at 1t the ou I WMFT
Ay
W C TEAGUE AND THE NEWS Aduli 111 15 1 L R mews Ly t) WML
WORLDWIDE NEWS Addult NoA 15-Hin I $70.50 sty of ate world- wide new Pauvagould KORS
Ark
WOMAN OF THE DAY Women NoA 15-uumn 35 $31 3x wk Woinen in the news, society news, goss [ Moutgoniery, WMEGY
il Ala
3, -
Sporis
BILL MAPES, SPORTS Men NoAL 15t [ £54 54 Florenee, WMFT
Ala
DICK SMITH'S SPORTSWURL Men .5 R 3 | LA (¢ Merlian WIOK
Mirs
HIGHLIGHTS IN SPDRTS Men Nk 15<min 5 1LY =ports news and stories Moutgommery WMGY
Ala
JACK CUMMINS, 3PORTS Men NOA 15-nnin i {. R Sports news and interviews by W PDG WwWPOD
PIGSKIN PREVIEW Men NoA 15-1in | £10 w tulks wil i ne, KNET
SPDRATS EXTRA Addult NoA 5 114 50 R Jug ) ive in. the A marillo, KFoa
c u I'rx.
SPORTSMAN Adult oA Satniin i s Ho i A tsvill WHIC
-.=. =
SPORTS REVIEW Men N A Hhonn 1 i R Summary of Inte sports news an T woLS
SPORTS ROUNDUP Men NoA S-vtin 5 S PeIrLs sl | hew M W1l
SPORTS, SCORES, AND At N A S=mmin 3 $145 | v Hock, | KXLR
PERSDNALITIES
> - o . - - -
Women's Participating
AT HOME WITH ANNE DALY Women §.u 25-nuih 5 R Unly woman’s ¢ WPDO
ville lints, nows, ¢
DATE WITH DOT Woinen N.A 25-min 5 O, R. Record show with news of interest to Al WHAX
wonwen
HOMEMAKER Wainen NoA B-nsi 5 Typicul woman's show, with oews aml i WETA
chatter
HOUSEKEEPING A HDBBY Wonien N A | S<tin 13 i I3 years. News, Greenvilly, WFBC
i |
JANE RECOMMENDS Women N -min il Civie affuirs, woman's now olibies Miami, WGBS
L ;
MARKET BASKET W n NA {5-min 5 Mowy w ki d T WCPS
and n

Middle Western

Families: 12,140,000 Radio Families: 11,387,000
Wisconsin, Ilisiois, . Minnes

North Dskots, South

Juvenile

TIMES
TITLE APPEAL RATING LENGTH PER WEEK CosT* DESCRIPTION city STATION

CHILOREN'S PROGRAM Juvinil NoA (LR f*r

WiG

Wit J talvn

* Time and talent unless otherwise indicated. MN.A.-Not Available, H-Hooper, C-Conlan, P-Pulse, E-H - Elliott-Hayes; O.R.-On Request
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| TIMES

TITLE APPEAL RATING LENGTH |PER WEEK costT* DESCRIPTION ciTY STATION
Kio KLUB Juvenile Ni AL A0-min . I 3040 Uriginaten loeal theater, with lve kud Kwen
widienee, utz sliow
TEEN-AGER'S SHOW 1219 yra NoA Wl-nibn b LA Local live k nleud on whow, o Apitibetor WHEY
T el s, e W
U-SELECT-AND-WIN S 14y N, A Hi-nnin 1 (14 Contentunts 5 14 wdentify Live min Wirliit KANS
lections for prizes Kan
Man-on-the=Street
INQUIRING MIKE Fumily 50H 15-nun 3 | [BATH Movie tickets given to guests oo this [)es Matttes, K50
| typieal initerview show awn
INTERVIEW ON MAIN STREET Family N.A 1 5-tinin | L] | iR Conducted  from  lacal  theater lobhy Fredoria, WFOB-
| I Gift eertifiente ki ™
I | -] g
KLIZ GOES CALLING Fanuly N.A 1 5-min | 2 | £40 Tape-recorded  interviews at  eounts Wi, KLIZ
falrs, ganics, ote Minn
g e — = = — | et e e s
MAN ON THE STREET Family 13.5C 1a-tun 3 ‘ 71,40 | Informial anterview show  with gl Creston, Ksig
! plits prizes special questions lowa
PENNY FOR YOUR THOUGHTS Famly A 15-nun fi 117 Giives away penmes; if guest's ponnoy lias Vineennes, WADY
right date, prizes fmid
-
Musie
AFFECTIONATELY YOURS Women N 15-mun 5 £55 Tenor Ken Ward sings pop tunes with Cleveland, WTAM
talent organ arconpaniment Ohia
ANNIE'S ALMANAC Wonien N.A 15-min 3 T Like old-time¢ almanae, with hints, live Indianapolis, WIBL
| talent music, chatter Ind.
CONCERT HALL Fumily N- A fill-rin T i $108 Full hour of clussical and light elassieal Grand Rapids, WFRS
music Mich,
0IXIE FOUR Family NoA 15-1min i ) Availahle Sat. morming:. A live quar- Indianapaliz, WiBC
| tulent tette, plano ni.
EVENING MELODIES Family N A 15-min 5 £106.25 Smooth blend of classical and popular Shetandoak KFNF
{ranseriptic lown
HAWAIIAN INN Family 485H R0-rmiin 5 $34.25 for Mythical-hotel-in-Hawair format, with Tulsa KFMy
5 spots South Seas musie Okla
LIFE, LOVE, AND LOUISE Familv N. A 15-mmin 5 0 R . with news and ('h||lr:u:rj, WEBM
I
DOROTHY MARSHALL SINGS Family N-A 15-mn 1-6 R Carl singer with pano.  Pop tunes, old Alanee WFAH
s T ’ - - A r ‘ favorites & ‘_‘h:l
MEMORY TIME WITH NANCY LEE Family NoA 15.min | 5 £106. 25 Memory Lunes sung by Naney Loe with Shenandoah, KFNF
pinno background Towa
STAROUST SERENAOE Family N. & 15-min 5 R, Songs hy Billy Leach, singer on thi Chicago, WEBM
| “Wayne King Show™ 1l
THIS IS FOR You Family N.oA 1 5-mmun 1 £150 Lave talent with 12-piece band, voralists Youngstowrn, WM
Variety musieal Ohia
TONES OF HARMONY l"amii_\ N. A A0-rmn | U R, Negro quintet with high leeal popularity Foetorta, WFOB-
Spiritunls Ohia FM
WFRS CONCERT HALL Adult N.A A5-min 6 $10~ Only regular concert hour show avail- Grand Rapids, WFRS
able in western Michigan Mich.
? Al =
News
BERNIE ANDERLEY, NEWS Family N. A, 15-min [ 5120 News, with local guests who are 1o [oesl HBrainerd, KLIZ
3 news pieture Minn
COUNTRY EOITOR Family 12.0 15:m1la 5 £l | Local ttems done in Bomey, informal I.--Juhr Rapids,  WMT
style oW
DUNBAR'S EVENING COMMENTARY Men 0.7 H S-tmini 5 £155 Commentary on national and  nter- Ralanr, WK
[ national news, Ineal Mich
HERE'S TO THE LADIES . \\'mm:u_ _\_ A a3 15-min | 6 34 Waimen's nowsshow, with hints, fashions, Allianee WFAH-
MIsie Chn FM
CHARLES HERMAN, NEWS Waomen +.7TH 13-t 3 | 2137 National, state and local coverage Carand Rapds, wLAY
| roundup form Mich
LEE KRAMER SR T ',\'DE"‘ 33_2_" 13__[_,“,, = 3 £065 N for wamen, with some [ishion Galesbure, WeIL
hints, poctry 1l
LET'S TALK ABOUT THE WEATHER Fanuly 54 H F-min 3 £140 Coplete d=lay weatheér lorecasts for Indinmapsil WFEM
Farm and ooty Indd
LISTEN LADIES Women N.A 15-min 3 s Homemuker news show, with local items, MeAlester, KTMC
lashinns, prices, ete ikl
¥
LOCAL NEWS ROUNDUP Family | 15-mn 7 §4s. 80 per | All avmlable local news, plis state bews e WHEC
15-tnin hio

* Time and talent unless otherwise indicated. MN.A.-Not Available, H-Hooper, C-Conlan, P-Pulse, E-H - Elliott-Hayes; O.R.-On Reguest
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I

TIMES
TITLE APPEAL RATING LENGTH PER WEEX cosT* OESCRIPTION Ty STATION

LUNCHEDON NEWS Men N oA 15-nnn 5 $240 News, rarmied remote from eivie elal Flint, WHEC
Tavieivone as inatitution:l Mick,

NEWS OF THE OAY Family N V5-enin 5 $1in; 25 Follows  Fulton Lewis; spts open sl Jathu. WMEH
Pesmning sod eiid of ihow Mo

NEWS T0 WOMEN Wanun oA 15-nnitn 5 §i2 5 Newseast glanted 10 women with hones Ginlraburg, WEIL
maki g itema, priee news i}

NOON NEWS Fruly NCA t5-nun i 1175 Mididay  newsenst ol general pnterest, Fhenatidoah, KFNF
Ciumplete raundug lowx

ART ROBINSOM, MEWS Faiily X N 1 5-min 5 153 75 Art: Hobinson, 15-vear news velersn in Columliun, WHKC
rudio in roundup o

COURTNEY SMITH, NEWS Fumily N A 15-1in 1% O It Wire servive pnid lieal pews e in Evansyille, WEOA
roundupe fori Tl

TEN P.M SATURDAY NEWS Addult ALA 15=niin 0.1 Late: evening  rounidup of the world, Chivaga, WMAD
wational, focal mws il

VOICE OF THE NEWS Adult N A t-min i (T ]| Roundtalde dipcusaon of the day's news Norfulk, WIAG
by WIAG news auff Nebir

TONY WEITZEL Adult NoA Semin 5 915 News cofimentary on events of & local Detit, wwl
tialure Mirch

Sports

TOM MANNING, SPORTS REPORTER Mon 53H 1-tmin i $£210 Manniog, 20-vear radio sports veteran, Cleveland, WTAM
tulent with gener] coveruge Chin
AL NAGLER, SPORTS Men N- 4 15-nun 5 (431§ Summary of world and losal sports Petrnit, WIBK
happenings Mich
+ SPORTRAITS Men 2.5 15-niin 2 0. k. Jolin Harrington reviews the sports newe Chicugo, WEBM
in drama style 1t
SPORTS OESK Men NA 15-1miu 5 (LR Comment on sports news with puest Des Mownies, K50
IETVIWE lows
SPORTSMAN'S CORNER Men N 1 5-nuin I 24 Preview of week-end sports, hunting and Indiunnpaolis, wisc
tadint fishing events Ind
SPORTSMAN'S ROUND TABLE Min NoA. 15=nun 1-3-5 0. R. Buard of four experis answers questions Chirsgo, WHEM
mailed by fana | IR
SPORTS REVIEW Men [ N A 15-nun 5 5 50 por | Rapid-fire rommunt on the sports news; | Swieelwaler, KX0X
| 15-min | Ioeal stant Ukl
SPORTS ROUNOUP Men NCA S-min 6 (U & Wirc-service sports  news  with  local Norfolk, WIAE
alant, late hiall seares Nebir
WSTV FIELO & STREAM CLUB Adult N 1 5-min | (), R For sportsmen and non-sportsmen, with Stenbenville, WwsTV
ancedotes, Lips, news | Ohio
-
b g -
Variety
-
CLEVELAND CLAMBAKE Worien 5.0-7.0 0 A0-min R §i00 Afliernoon vanely, with live audicnee, Uleveland, wiw
| miusic, quizees, eir. | Ohio
SUNNY SI0E UP Famuly | A | 30-min 5 ‘ 0. R/, Impromptu musie, chatter, prizes, studio | Dayton, WING
| | | 1enee, gaps Ohio

Won

- » e - -
n's Participating :

JUNE BAKER Wotnen NoA, d0-uun [ 00 for Now i Hth conseculive year, Chicago's Chirago, WEN

6 spots top-rated femnic show 1,
COOK BOOK TIME Women N A J0-min (] 175 pior month Iints and recipes, kitchen suggestions, Shenaidoah, KFNF

1 spat per day WOMCN's niws lowa |

FOR LADIES ONLY W omen NA 1 5-mun 5 §40. 50 for Moming women's commentary show Creston, Ksig |I

5 aputs with news, hints rle, lown

T |
HOUSEWIFE'S REQUESTS Wathen &oA Hi-tiim 5 R All-request show  for houswives only Partamaout b, WEAY
Letters read on sir Ohio

LISTEN LADIES Womnen N A S [Tt 5 U5 5wk, All-sround zhow of news, nuusie, ehatter, Jnﬁlnl-. WMEH

Fpors i I RoEsi ), IOV Ma
WOMEN'S CLUB OF THE AIR Wonien ioll J0-nun - Hogwr Iome fdeum tvpe.  Information, hints, Clovidand, WIAM

*pwit Mitervicws Uhia
YOUR DAILY DOZEN Wansn N A I&<inin & §57 wh; Contests, musie, wamen's interest nows, Wiz Hapuds, WIHR

Spats i) H eimdips, hints Vi, :

* Time and talent unless otherwise indicated. N.A.-Not Available, H-Hooper, C-Conlan, P-Pulse, E-H-Elliott-Hayes O.R.-On Reguest
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MR. SPONSOR ASKS:

(Continued from page 41)

afforded the maximum protection from a
station or network in holding option for
such a time period.
Gorpon H. MiLLs
Manager, Radio Department
Kudner Agency Inc., N. Y.

Obviously there
can be no general
rule which would
PTI'I[I\’.(._L iid\'CI'[iS{'l'h
since the circum-
stances involved in
building a time

period are so
: varied.
A However, |
firmly believe that
some protection should be given to the
advertiser since it's not only to the adver-
tiser's benefit to build a higher listening
quotient for his program, but it also bene-
fits the network in the sale of time, by
increasing the value to other advertisers
of adjacent time periods.

Of course, any network or station soon
reaches a point of diminishing retums in
holding a time period open for an adver-
tiser and this necessarily limits the
amount of protection which the advertiser
should expect. Basically, the annual re-
bate system is designed to make off-
season advertising financially attractive
to sponsors and thus avoid the necessity
of holding open the time period. This
may not be the answer in all cases. [ am
sure that no general rule can be evolved
because the value of the program and the
sponsor to the network or station varies
in each case.

Therefore, | feel that the matter of pro-
tection must be worked out between the
station or network and the adveitiser
individually, and the amount of protec-
tion given or received will depend entirely
upon the relative bargaining power of the
negotiators.

Joun G. HoacLanp
Director of Radio
Robert W. Orr, New York

MILK ON THE AIR
(Continued from page 20)

youngsters—one of the reasons why the
big dairies like the big bakers have shifted
their appeals to adults. The bigger the
give-away the more juvenile listeners and
more sales which are activated by
youngsters. The hitch is that when a
competitor comes up with a bigger and
better give-away the kids blithely shift

NOVEMBER 1947

their allegiance to the new product.
Every dairy at one time or another uses a

juvenile program and sooner or later shifts

from urging tots to “Ask mama to buy
Razzle Dazzle Milk" to selling its prod-
ucts on a factual basis direct to mama.

Milk air advertising is credited with
materially increasing the per capita con-
sumption of dairy products during the
last 10 years. Only the consumption ol
butter has gone down during the decade.
Dairy increases show up in the following
fashion:

Per Capita Consumption

Fluid Milk 1947
Fluid Mk 1947*

160,23 quurts
20046 quarts

Butier 1937 1.5 poads
Butter 1947 % 10 pounds
Chieese 1947 S0 pounds
Cheese 17" 7.0 pounds
lee Crean 1947 7.0 yunres
lee Cream 1947 19.0 qjuarts

* Prugected From carrent prodict wes

Both of the national milk advertiscrs
have run the gamut of programing. Only
the Kraft division of National Dairy has
been consistent from almost its air begin-
ning, the Kraft Music Flall having started
with Paul Whiteman at the helm in 1933
and continued with Bing Crosby and now

|
DENVER waNTED MORE

Now two hours daily .

\Y

.. 2:30 to 4:30 P. M.

Thanke to these spondons . . .

Birdseye Frasted Faods
Blondex

Clicquat Club
Calgate’s Ajax

A & A Caal Co.

Kem Tane

Carlsan-Frink Dairy
Praducts

Caal Heating Ca.

Cala Maco

Calumbia Recards
Durkee Margarine

Sears Raebuck & Ca.
Culligan Saoft Water
Accurate Lack & Key Co. Denham Theater
American Beauty Loundry Electric Center
Merritt Maving & Starage Tasty Foods
Miller's Super Markets
Pedigree Shap

Alexander Smith Carpets
Swift lce Cream

Tintex

Vicks Praducts

Santa Fe Lumber Ca.

Sun Gla Venetian Blinds
Sweetheart Floral Shop

Venetian Blind Loundry
Weiss Venetian Blinds
Wilsan Trailers

For Rates and Remaining Availabilities in the
RAY PERKINS SHOW

ASK A JOHN BLAIR MAN
Or GENE O'FALLON, Manager, KFEL, Denver
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Al Jolson down through the years without
' rc f‘

nuwnits.

except for summertune replace-
high

and

This prugram has had a

rating, wood sponsor identification,
sold Kralt products

Wihile the Kraft Music Flall was setting
the pace the Scaltest

part of the organization fooled around

for cheese-selling,

with longhair music and actually lefe the
air for five years until the Sealtest Village
Store formula was developed.  They've
stuck with this through a number of stars,
always domg a good selling job at a
When Joan
Davis outgrew the program they kept her
co-star Jack Haley and built Eve Arden.
This season, as previously noted, Haley

reasonable program cost.

has been replaced by Jack Carson with

Arden continuing with the program. By
keeping one of the two stars at all timnes
Sealwest has been able o achieve
tinuity of cllort.

i COn-

the stars takes a hiatus so the cost of the
program is cut down to summer-audience
size and Sealtest selling runs merrily
along., Sealtest has local cut-ins on the
Village Store program  for brand
names throughout the country for as
National Dairy has absorbed local brands
it has not eliminated the local brand name
but simply added the Sealtest label to the
local package.

In August 1941 Krait added a second
program to its air advertising, taking the

local

Gildersleeve character from Fibber McGee

and Molly to build a program of its own.

In the sununer one of

W2,
Dy
)
\

(=]
A AL

°  FOR KIDS

G

rats’ “Hoomtown",

o‘ﬁo.‘o

C. FIELDS as

PN P o S N )

reamlined
airy lales

FOR KIDULTS :

The KORALITES With Their Famous Choral

Speaking —Famous Impersonations of:

KAY KYSER as “The Pied Piper”

“King Midas"
little girl he turned to gold.

CINDERELLA, HANSEL AND GRETEL, et al—

They're all in this series of
60 quarter-hour episodes.
Transcribed and dramatized
from age old fables—
Yet as new and bright
as the NEW YEAR coming!

For an audition disc
and success Stories,

19 EAST 53rd STREET,,

FOR CHRISTMAS!

who Jound Hamelin a real

and BABY SNOOKS as the

W'RITE

.NEWYORK CITY
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With the exception of summer hiatus
periods Gildersleeve has continued on the
amr selling Parkay Margarine and Kraft
cheeses

National Dairy spends over $2,500,020
for radio advertising as against around
$500,000 for magazines. lts success with
its three programs, however, does not
deter 1its member companies from broad-
casting their own programs. Shefhield's
inexpensive  Guess Who (WOR, New
York) filled the Madison Square Garden
for one broadcast and played Loew's
State —with plenty of commercial billing
for the name Shefhield.

As National Dairy’s use of the air has
been stable, Borden's has been just as
erratic. Borden nationally has sponsored
everything from Magic Recipes to its
present Mark Wamow and County Fair.
lts gamut has included:

Household Institute NBC 1932
Magic Moments Blue 1933
Leo Reisman Orch  NBC 1933
Magic Recipes CBS 1934-35
45 Minutes in
Hollywood CBS 1934
Bea Lillie Blue 1935
Hughes Reel NBC 1938
Fannie Hurst Blue 1944
Ed Wynn ABC 194445
Borden Show ABC 1945
County Fair CBS 1945 (to date)
Jerry Wayne CBS 1945
Ginny Simms CBS 1945-47
Tommy Riggs CBS 1946
Arthur's Place CBS 1947
Mark Wamow CBS 1947 (to date)

Of these only County Fair may be said
to be an outstanding success. It's a day-
time Peaple Are Fiomy - Truth or Conse-
guences sort of program, inexpensive, with
a fair Hooper (current 5.3) that usually
ranges midseason from 6 to 7. That's
good for a daytimer that's on only once
a week.

Although Borden has been unable, ex-
cept in the case of County Fuir, to hit a
program that delivered a habit of listen-
ing, every one of their programs has had
some listening and has therefore sold
Borden products:  They admit that they
don't know exactly what will sell milk and
dairy products but they also point out
that they've been in broadcasting for a

long time and the company has con-
stantly grown in gross business and
profits. Unlike National Dairy they have

a national trade name, Borden, that goes
on evervthing they sell from their instant
coflee to their Eagle Brand Condensed
Milk,

Also unlike National Dairy, Borden

owns its own outlets and distributors.

SPONSOR




National, for its part, is making a con-
certed drive to get men to go into business
as Sealtest Milk distributors, They use
the fact that they're radio-sold and are
continuing to sell the Sealtest trade-mark
as a plus in this effort. They're out to
add 1000 of these new outlets in 1947 and
have developed a distributor package ad-
justable to nearly any cash reserve for
setting one’s self up in business. It's a
franchise arrangement which protects the
new businessman and is very inviting for
a man with a family—for whom the dairy
business is painted as something extra
special.

Since the World's Fair in New York
Borden has increasingly sold a new
Borden trade-mark, Elsie, the Cow, on
and off the air. Currently they are run-
ning a contest to name Elsie’s new calf,
At the same time they've discovered that
a living trade-mark like Elsie has by-
products in the form of Elsie toys and
Borden now has a special division called
Elsie Enterprises which licenses the use
of the Elsie name, etc. There are toys,
baby dishes, games, and a whole roomful
of juvenile products that bear the name
and likeness of Elsie . . . and they're selling
as well as advertising Borden.

Thus, the dairy industry’s use of radio
runs the gamut. The products and
appeals vary, which gives the man with
still another slant on capturing the dairy
audience a basis for arguing his case.
But the failures have been too many and
it's time for dairy sponsors to make a
careful analysis of what clicks. Much of
the record is here, ‘
THE OHIO STORY
(Continued from page 24)
next problem was to find a narrator to

carry the major burden of tale-telling.
Here again the need was for a performer
who, like the producer, would be willing
to leave lusher markets for his talents to
come to Cleveland, to forsake the flesh-
POts, so to speak, for the sylvan beauty of
one of the Cleveland suburbs. The
agency found one such in Bob Waldrop,
who after starting in radio 16 years ago in
San Francisco had traveled around the
cotlntr}"dllring the war narrating the
Army War Show and later had done the
Treasury Salute. Although not an
Ohioan, Waldrop has on a number of
public occasions frankly admitted that
he’s on the way to becoming one, He
didn’t come to Cleveland to take over
The Ohio Story job without a number of
misgivings—but he came and he's very
happy that he did—now,
(Please turn to page 72)
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WMl B wp Shee |

Hit Tunes for November
(On Records) f

A GIRL THAT | REMEMBER <

Tex Beneke—Vic. 20.2497 . Vietor Lombardo—Maj, 7269 , Tommy Tucker—Col

AS SWEET AS YOU ceecrs

Agt Lund—MGM 10072

COME TO THE MARDI GRAS v-»

Kavier at—Col. 375 Fre Martin—Vic, 20-2288
Cug 56 . ddy n -

ctor Lombardo—Maj. 43 , Fernando Alvares—>5ig.
Vi Lombard M 7243 F A 5 15145

FORGIVING YOU i

—_ 076
Col, 37588 , Johnny Johnston—MGM 10
SH:III\I:;::(':::_:\?«. 20.9434 , Jenry Cooper—Diamond 2084

HILLS OF COLORADOQ «owscn

Guy Lombardo—Dec. 24179 . Robert Scott—Mercury 3069

| WONDER WHO'S KISSING HER NOW

—Dec. 25078

Vic, 20-2315 , Ted Weems-Perry Comeo

:::FNCDQIJTQO:COE 37544 . Dinning Sisters—Cap. 433 s

Faur Vagabonds-A;;&oﬂ\D!I;Sbi}:gl;:fﬂigr;TSS?_’ gty WO W+
Frank Froeba—Dec. » aH e oaa

Foy Willing—Maj. 6013 ., Joe oanr o i T 4

Marshall Young—Rainbow 10002 . Dup—[)inmond o

i KJO(\;:*;.D;I:}‘E;IAE‘ ?-5{;!1*5;::03::1 Yost Singers—Sanora 1084

JUST AN OLD LOVE OF MINE coeoberi o

i ine— . Dick Farney—Maj. 1248
_?:‘I':miclgg?:“ld&r;&g;%‘ - F::ggv Lee—Cap. 445 . Doris Day—Col. 37821

MADE FOR EACH OTHER v

i— 05
-Xavi t—Col, 37939 ., Monica Lewis Sig. 151
[B)I?d:vhcnl'l‘e'::a:: %;%‘3 . Desi Amaz—Vie. 20-2550
i Enri= Madriguera—Nat, 9028

SMOKE! SMOKE! SMOKE! (That Cigarette) -

illiams— 1 . Phil Hal‘fis—Vi:l. 20.2370
i wit.@‘elkvc—t%l:?gg! 13 . Deuce Snliggim—Co._ut 2331
}::;:: Bond—Col, 37831 , 101 Ranch Boys—Security 1

THERE'LL BE SOME CHANGES MADE .-

Weemi—Dec. 25288
— 63 . Peggy Lee—Cap. 1 5001 , Ted
Eji':ﬂ: gt::ongéei??ﬂﬂﬁ . Fats Waller—Vic, 20-2216

THE STORY OF SORRENTO -

Buddy Clark-Xavier Cugat—Col. 37507 . Bobby Doyle—Sig. 15079

z “-Bl {Rapublic)

bardo—Maj. 7263
Kaye—Vic. 20.2420 . Victor Lom >
?;';r;‘; T:::er—Col.‘ . Art Mooney—MGM

BROADCAST MUSIC INC.

580 FIFTH AVENUE « NEW YORK 19, N. Y.
NEW YORK . CHICAGO e HOLLYWOOD
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sioned and unsigned

Aduertising Ngency Personnel Changes

NAME

FORMER AFFILIATION

NEW AFFILIATION

Charles €2,
Francis €, Barton Jr,

Mort Bassett
John Baxier

K. O, Billingsley

Helen Black

I, Howard Black Jr.
Zepha Samoiloff Bogere

Lep 1% Bote Jr.

George H, Bover
Hobert 1. Brinkerhaff
Watson DBuehler

Walt
ny
Fran

Ernsge Delbridge

vr Bunker
wrmivr
k Debano

Steve Earle

Aarl

Thendore (
Samuel (G,

an Fuye

Charies Gabriel

James A, Garfield 11

Cher

Iarold Glickman
Stanley R, Graham
Ethel Greenfield

Glerlach

Leonard Gross

Arth

Thomas W,

NMarse

KL K.

ur G, Halfpenny

m L. llam

Jahn C, lolme

0

Llew

Arthur A. Judson
henaston
Kennedy

Johu €,
Wray I,

Jucohson
Janes

Roberr Kocenig

Anthony LaSala
Willlam 1.,
George J. Leroy

Juseph € Lich

Byroes MacDonald
llerbere B
Robere J. M
John R, Markey

LI A
Eling

Jun

1ravid 11,

Sam

Frank A, Ob
Clatence T,

Mooy

w G, MceVickar
Edward Merrill Jr,
IHenry E. Meyer

I, . Meyer
Murray

uel I,

Fdythe Polsier

Trudy Rich maond

Carl

Lowis Rosenthal

Hen
"uul

E. Rogees
Rubin

Russell

Muarc H. Scixos

Alfre

Lynuy

d E. Siegel
1w Smith

Audrey Srern
Leon Thamer

1L 1,

Lester Vall

Girerchen Vandivert

N
L

White

arles S, Wilkinson

Frank A. Wood

MER A04?T

Alsup

Fisher
Fuller

Halt

lenderson

Ledwith

Muankoff
ann

Northeross
rndorfer
vacnck

Trourman

Packard-Bell Radio Mg Co, L.
Federal, N, Y., radio dir
Muorse Intl, N_ Y., timebuyer, ngst radio dir
BRD&O, N, Y., copy supery

Tracy-Locke, Dallas

Walter Swertfager, N, Y., media dir

W. Eari Bothwaell, l’illhh\ll’ﬁh media dir
Beavmuont & liohman, L, A,, acct exec
Borr, Litrle Rock, head

Cory Snow, Boston

N.W Aver, NU Y,

Western, L, AL

Young & Rlshlmm 11'wood, prodn supervisor
Allied, L. A, acet exec

Young & I{uhinlm, N. Y., accr exec
Mercury Publishing Co, N. Y., ady dir
Rodaers & Smith, 1Pwood

Pedlar & Ryan, N. Y., media dir

Shernumn & Sluruguorrt- 1'wood, radio head
Brisacher, 1 Norden, N. Y., mgr
Clevelund News

A adv mgr

Cory Snow. Boston, copy dir

Kenvon & Eckhardr, N, Y.

NBC Radio Inst, 11"wood

Business Week, N. Y.. sls prom mgr

Northam Warren Corp, Stamford, Conn., asst to
gen mgr

Mercready & Co, Newark, vp

Doremus, N, Y., head gen adv div

Hufl & Iin:ndcrsun. Dallas. partner

Likby MeXNeili & Libby, Chi., prod ady mgr

Buchanan, L. A, comml div mgr
L. E. McGlvena, N. Y., ofc mgr, acct exec

J. Walrer Thompson, N, Y,, 2881 30ct ¢xec

Brown & Bigelow, Denver

Geyer, Newell & Ganger, N, Y., traffic, prodn mgr

Curtis Publg Co, Phila.

Humbert & .hnm.--a e X

Kastor, Farrell, Chesley & Clifford, N, Y., acct
¢XeC

Sinclalr Refinipg Co. N, Y, exec asst to pres

Furniture World, N. Y,

Ruthrauff & Ryan, N, Y., radio copy dir

Crosse & 'Ill.u'k\u-ll Co, Yancouver

Waiker & Dowmning, Pitishurgh

Darothy Gray Led, N, Y., adv dir

NBC. N, N\,
J. M. Mathes, N.Y,, acct exec

Benton & Bowles, copy writer

Young & Rubicam, N adio rescarch unit head
MM Records, N, b .. 8ls prom mgr

ZIM-Davis Publg Co, Chi
A5 ||ltk|'rsnn N. Y., ¢er

AN,
Jt‘lkl' o, Chi,
Y.

arlve staff

Juhn i'
Fashion Trades,
Craig K. Dennison, € L. acet exee
IH!I)&U‘ S, Fo, medla dir

Owen & Chappell, N, Y., media dir

Srerling, N. Y., acer eaec

Grant, N Y,

1. \\-Illur | hm‘np'«-n. L. A,

W, Earl Buthwell, L HEET eRe
Young & Ruhh.nm SN produces

San Jose (Culif.) Mercury-lerald and News, usst
prony mer

MeCann-Erickson. L. A

Charles L, Rumrill, Rochester, N Y., acet exec

K. W. Webster, L, A, media dir

lHuchanan, L, A,, accr exec

Same, vp

John Blalr. N, Y., sta sve mgar

LaRoche & Ellis, N. Y., same

Wermore Advertising, Dallss (new branch), mgr
Redheld-Johnstone, N, Y.. media dir

Same, also vp. gen mgr

Edward S, Kellogg, L. A., acct exec

Leo I, Bott Jr. Ady (new), Chl. head
Tippert, Jackson & Nolan, Boston, acct exec
Young & Ruhicam, N, Y., acct exec

William Kester, 11"wood, copy chief

Same, radio mgr

llunter. L. A,, same

Foote, Cone & Belding, %, Y., decct exec

1.. A.. copy chicf

1L K. L. L. Al acct exec

Irwin-Mcllugh, H'wood, copy chief, acct exec
Samwe, v

Young & Rubicam, 11'wood, depr exec
Same, vp

Fran Murray, Cleve,, acct exec

Duane Janes, N, Y., dir in radio dept
Arnold, Boston, acct exec

Reingold, Boston. copy chief

1, K. L., L. A., radin head

l‘r(‘ll Wittner, N, Y., cxec siaff

Samwe, gen ady mgr

(). 8. Tyson, N, Y., accy exec
Same, vp
K. ll'vndtralm & Assocs (new), Dallas, head

I-r.lnkli.n Baker Div (ul‘u'l‘.l! Foods Corp, Hoboken, N, J.

ady merch mgr
Same, Southern Calif. mgr
BRBD&O. S, F,, media dir
Seidel, N, Y., vp
Bishop, L. A, accr exec
A. W. Lewin, N, Y., accr exec
Kaymond Keane, Denver, acct exec
Same, nCct exec
Walter Weir, N. Y., execstaff
Al Paul Lefton, N. Y., acct exec
Same, vp

Samve, asst pub rel, ady dir

Kurk & Brown, N, Y., acct exec

CBS, N, Y. comml prog development dir

Stewart-Lovick & Macpherson, Vancouver

James A. Stewart, Carnegic, Pa., accl exec

Hiarriet Hubbhard Ayer, N. Y., adyv, merch, prom dir

Young & Ruhicam, 1I'wood, prog d“l’“ exec

Raymond E, Nelson, N, Y., acet exec

Same, vp

Wni. . Remington, '\pnnnﬁc!d Mass,, accl exee

Audience Research, N, Y., vp in chge radin research

Zenith Radio Corp, N, Y., “adv, sls prom mgr

Mike Goldgar, N, Y., acct ¢xee

Slans & Mavory, N Y., acct exec

Arnold. Boston, fashion. radio acct exec

Fred W, Amiend Co, Chi., ady mgr

Lancaster, N, Y., acct exec

Jones Frunkel, Chl,, acct exee

Same,

Name, vp

Royul \l.t't.ll Mig Co, Chi., adv mgr

Tugo Schelliner, 1 . ACCL oXeT

Republic, N, Y., copy dir, fashion bead

Hixson-02* lirmnvll L. AL, ect exec

Same, Pluesshurah, ereative head

“-lmm Prodns. Dancer-Fitzgerald-»
daytime radio

Union lee Co, 5,1

L ady migr

Muogge-Privetr, L. AL vp in chge creative serisity
Rogers & Porter, Rochester, acel exec
W. B Scor, Long Beach, ady mgr

Sample MY, gen supery,




SPORTS WORLD WITH
FOOTBALL’S BEST....

CRISLER OF MICHIGAN

MON. & WEDS. « 5:30 & 1115 PM

LEAHY OF NOTRE DAME

FRIDAY « 5:30 & 11:15 P.M.

MICHIGAN’'S GREATEST
ADVERTISING MEDIUM

BACHMAN'S SPORT SLANTS

TUES. & THURS. « 530 & 1115 PM

760 KILO.
CLEAR CHANNEL

ooDWILL STATION INC.,, FISHER

C. A. RICHARDS
Pros

DETROITY

HARRY WISMER
Ast't to the Pres
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FORJOE

METROPOLITAN
MARKET
STATIONS

WKAP
KVET
WORL
WFAK
WTIP

Allentown

Austin

Boston
Charleston, S. C.
Charleston, W. Va,

WSBC Chicago
HJBK Detroit
KNUZ Houston

KWKW
WNEX
WHHM
KARV
WMLD
WMIN
WBNX
WLOW
WDAS
WWSW
WRIB
KXLW
KONO
KUSN
KEEN
WWDC
WHWL
WTUX

Los Angeles
Macon
Memphis
Mesa-Phoenix
Milwaukee
Minn. -St. Paul
New York
Norfolk
Philadelphia
Pittshurgh
Providence
St. Louis

San Antonio
San Diecro
San Jose
Wash.. D. C.
Nilkes-Barre

Wilmington

Forjoe Officos
New York « Chicago « Philadelphia
Pitlsburgh « Washington » Ballimore
Los Angeles » San Francisco
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THE CHILDREN S HOUR

(Continued from page 32)

much that they smothered in their own
pooooa.  These remaining programs and
their current television counterparts like
WABD's Small Fry Chd with Brothzr Bob
Emery, treat the listeners and viewers as
small grown-ups, In television the kiddie
hour has moved down to 7 7:30 p.m.
This isn't because children stay up later
than they formerly did—these visual
junior sessions are on the air later at
night than their radio counterparts be-
cause at present television stations aren't
telecasting at the 5 to 6 p.m. moppet time.

For the past few years adventure series,
comic strips come to life, and modern
Horatio Alger tales have pre-empted the
twilight hour. These have been spon-
sored by cereals (Quaker Oats, Kellogg's
Corn Flakes, Ralston), by bakers (Ward
Baking), by drinks (Ovaltine), and by
other foods with special attractions for
juveniles, like Peter Pan Peanut Butter,
(Ward Baking is dropping its sponsorship
of Tennessee Jed at the end of its current
cycle not only because of grain shortages
and high prices but also because there is a
growing feeling among sponsors that
unless a children’s program reaches the
mothers at the same time as the young-
sters advertising doesn't pay off. Jed
hasn't been reaching them. If on the
other hand the program reaches the kids
and the parents listen in, surreptitiously
or not, then it's a top-drawer commercial
airing.)

The comic strip programs based upon
characters of the same name, like Super-
man, Dick Tracy, Terry and the Pirates,
in the daily press, have supposedly had
Juvenile-adult appeal. Newspaper sur-
veys have always placed comic strips high
among the features with extensive reader-
ship. The adult appeal of comic strip
radio programs is proved by audience
composition figures (listeners-per-listen-
ing-set). Typical audience composition
fgures show:

Program Men Women Children
“Superman®’ 046 0,70 1.19
“Capadn Midoighe™ 0,47 0.58 1.09
“Tom Mz 4 067 1.05

In nearly all cases, it may be noted,
adult listening (men and women com-
bined) equals the number of half-pints
Supernian frequently
has the highest percentage of women
listening to a juvenile program and it's
also noted that Superman generally has a

who lend an ear.

very high percentage of children per
listening set.

Naturally, audience composition fg-
ures are not available for the new half-

FOR THE FOURTH
STRAIGHT YEAR!

Has more listeners
in_ Monroe and North-

eastern Louisiana than
ALL OTHER STATIONS
COMBINED!

=l gl B
Bove Cole 2.083 a7 2647 | Bade
"'I:.".-'.:-"""‘" 193% was 2w | 734%
Onire bt o birwong homes among wotens -
KMLB 720% sa b 0% a3 b
ot & 2w | 1w | TS
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and reaches a

$103,629,000
ing power!

For the fourlh siraight year, authenli-
taled listening surveys conclusively
prove lhat KMLB hos more listeners in
Menroe and Northeostern Loulsiana
THAN ALL OTHER STATIONS COMBINED!
In fact, KMLE s the ONLY radio facility
tiearly heard in this rich areal

REPRESENTED BY
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AMERICAN BROADCASTING CO,
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hour format of Sky King and Jack Arm-
strong®. Since the General Mills decision
to try the half-hour adventure program
idea is said to have been based upon what
they discovered through their sponsorship
of the Lone Ranger on a Monday, Wednes-
day, and Friday basis, the Ranger's aver-
age audience composition figures should
give some indication of how Armstrong
should make out in this division (despite
the fact that the masked rider is on the
air from 7:30 to 8 p.m.):

Men Women Children
0n.72 0.83 0.97

Program
“*Lone Ranger™

A forgotten factor in children’s hour
programing is that the audience is never
constant.  Youngsters are constantly
growing in and out of the age group that
istens between 5 and 6 p.m. Obviously
then the over-all listening habit isn't as
fixed as adult listening habits are. It's
possible therefore to establish a new set
of kid habits more easily than with
adults, at least with some of the young-
sters. The hitch is that a child with a
fixation, and habits are forms of fixations,
is even more set than an adult. He wants
what he wants when he wants it. When
he’s off something—ouch.

For years children's programs were sold
to advertisers on the basis that what
Johnny and Sis wanted Mom would go
out and buy. Now they are sold on the
basis that parents listen to what their
offspring want to hear. Thus although
commercials apparently are aimed at
youngsters they're really talking to the
adults over the younger generation’s
shoulders.

Neither of the networks aiming at
youngsters (ABC and MBS) is 100 per
cent happy with its children’s hour.
Sponsors are selling at this period at an
advertising cost which justifies their con-
tinuing use of the hour. Nevertheless top
advertising thinking is that the 15-
minute daytime adventure strip has
passed its zenith and like the Uncles and
Aunts of a decade ago they too will pass
from the commercial scene.

Ceneral Mills (and Derby Foods too)
may be an advance guard in setting a new
pattern—or maybe the hour will be
turned over to the American housewife,
like it is on NBC and a host of independ-
ent stations all over the nation.

It’s definitely in a state of flux.

*They are veleased by Hooper (the only source) anee
vrery three months.

TRANSCRIPTIONS

{Continued from page 31)

on the air. Petrillo made that clear in
his ban statement. As long as Burl lves

NOVEMBER 1947

sticks to his folk music, which he can do
almost indefinitely, and forgoes guest
stars (he has had them recently) his pro-
gram can go its merry way. lves just
doesn't need any accompaniment; he can
sound his own A. Morton Downey will
have to return to doing his broadcasts
live.

Transcription networks like Mickey
Sillerman’s Keystone will just have to
forget music. Keystone has been placing
a number of transcriptions of the Bing
Crosby program on its rural market sta-
tions and that lush business will be lost.
The net will have to keep to non-music
programs or make certain that all Key-

stone stations have the same musical e.t.
library. (ln the latter case they can key
in numbers from the library.)

There are a number of men in the re
cording field who say thar Petrllo can't
simply wipe out the music recording busi-
Others say that il men
members of the AFM
law to work, that's the end ol the present

Nness. cven

are forced by

concept of democracy.

Musical recording or not, the transcrip-
tion business has had a jolt but it is pre-
dicted that
programs on the air commercially in 1948
than ever before in the history of radio

there'll be more recorded

GIVES YOU PRIMARY COVERAGE

OF A BILLION DOLLAR MARKET

Retail sales in the primary coverage area of
WSBT totalled S1,009.269000% in 1416! The rich
counties of northern Indiana and southern Michi-
gan which comnprise this billion-dollar market
have a combined population of L300500%, And
there are 41LTO0 radio howes i this
(BMB report ). Remember—this is all priman
bilanket=
well up

area

coverage! WSBT secondary
two-thirds of Indiana,
Michigan., and extends into lhineis and Ohio,

* Znles Managemeni’s

ooveriTe

siretelies 1o

survey of Ruying Power

PAUL H. RAYMER co.,

NATIONAL

SOUTH BEND

5000 WATTS
960 KC » CBS

REPRESENTATIVE
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“THE AMBASSADOR
OF GOOD WILL"

LOOKING FOR SOMETHING
NEW IN RADIO SHOWS?
HERE IS A SHOW THAT
IS NEW AND DIFFERENT!

A OUARTER-HOUR OF LAUGHS
m& AND GOOD wiLL

leoturing the inimitable siyle of

George Givot

FIFTY-TWO OPEMN-END OUARTER-HOUR
TRANSCHIBED PROGRAMS

C. BRUCE KNOX

Radio Productions
ATOP NOB HILL

FAIRMONT HOTRL -
SAN FRANCISCO & CALIFORNLA
YUkon 6-0224
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KDKA charts its BMB coverage. Going
far beyond the usual station maps the
pioneer Pittsburgh Westinghouse broad-
caster has designed a colorful graph which
shows intensity of its listening in every
county in its great service : In mul-
tiple colors it also shows the penetration
of the other important transmitters n
the Steel City. Ar a glance the timebuyer
knows just where KDKA stands in any
county for which he wants figures.

ircd.

Popular mailman contest builds audience
for WPAT which previously had tested a
policeman Adonis competition. The men-
in-grey sweepstakes was on a sponsored
radio program but that didn’t stop 42,000
of the 250,000 men and women and 350
mail men in the Paterson, New Jersey,
station's area from rooting for their favor-
1tes.

WKRC honors the '"Grocer of the Month'
and the "Druggist of the Month" too.
Each will rate a broadcast monthly and
will be selected through ballots printed in
WKRC's house organ Key Notes. Key
Notes also will carry a feature story on
each of the men each month, The idea is
to build retailer good-will for the Cincin-
nati station and its sponsors.

WHBC helps visiting fireman. Collecting upon
the fact that many of its listeners from
time to time visit New York, Chicago,
and Hollywood, station WHBC is issuing

“Guest Courtesy Cards.”” These intro-
duce residents of Canton, Ohio, to the
guest relation men at network head-

quarters in those broadcast-center cities

and facilitate their obtaining tickets to
se¢ broadcast programs It's a good-
will builder plus

WISN-Pharmaceutical Association window

display plan expands. Indicating what they
think of WISN's Know Your Druggist
Better program, 25 strategically-located
Milwaukee drug feature in their
windows a three-panel display promoting
the drug program in the center and two
other WISN programs on the sides. The
display also has a top pancl which high-
lichts CBS “The Bigg Show

gest
in Town."”

stores

sloean

"What's the Weather'" a.m. program tops in

Bismarck, N. D. Although it's four years
old, KFYR's What's the Weather con
tunues to pull trom 3K to 500 entries
daily. The frst prize is just $5.00 bur

everyone's a weather forecaster so he
plays the game. Program rating is 15.3
at 7:45 a.m. Entries predict the weather
one week in advance.

Ten-city tour gets 633 inches of publicity.
In order to get a local slant, the Oklahoma
Front Page, Phillips Petroleum daily
newscast over WKY, Oklahoma City,
visited 10 cities and broadcast in each
from the newsroom of the local news-
paper. The result was first page stories
for the program, good-will on the part of
the local Phillips gas station operators,
and an increased wdlmu. for the pro-
gram. The operation was carcfully
planned by Bruce Palmer, director of the
station's news department, and Gene
White, the outlet’s publicity director

ESSO ties up with Freedom Train, More than
50 timely radio reminders will be used
on local Esso Reporter broadcasts as the
Freedom Train travels the country.

Please turn to page 64)

ADAM'S CLOVE AND BEEMAN'S GUM

When a

Symphony Plays a Jingle
n-e-w-4!

YES IT HAPPENED

nol'on[‘; ance . . .
The Buffalo Philharmonic

because of the amazing popularity
of Lanny & Ginger's Jingle for
Sattler's (NOW Buffalo's largest
store), featured a 20-minute sym-

phonic arrangement of this catchy
tune at the famed KLEINHAMNS
HALLI

bk twice . . !

The Boston Symphony

at a popular concert, performed
a lengthy arrangement of Lanny
& Ginger's "Soapine” jingle, and
when the orchestra reached the
swing chorus, played as Lanny &
Ginger petform it, the audience
sang the wordsl

More?
Why not
"’ Jingles That Don't Jangle”

Lanny & Gmger Grey

oductions

write for brochure

-'|dnl

1350 Madison Ave., N Y 28,N.Y.
ATwater 9-4020

® MRS, WEISS' NOODLE SOUP » WILSON'S JEWELERS ® UNITED ARTISTS' PICTURES @ SOAPINE @

e OV NITINIATS ® STIHIAXMYE SINISOY & SHITLIVYS & SIVH Wvavy e S3AVTIE NITHVYW »
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Send gift subscriptions to SPONSOR this Christmas

and, in effect, you're saying:

“Here are the trends. the interpretations. the
experiences of broadeast advertising from  the
buyers’ viewpoint. . . . Here are the double-
cheeked, tested facts proving that properly used.
BROADCAST ADVERTISING PAYS. ... Here
is enjoyment.  For SPONSOR with its easy-
flowing, pictorial format and meaningful stories

is fun to read.”

With each gift subscription you say, ''MERRY
CHRISTMAS." For each recipient will receive a
specially designed gift card bearing your name.

SPECIAL

Your own subscription

CHRISTMAS GIFT RATES
nased on one-yea beerintion

“(add 3.5
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Your Hartford
County Station

/?eg/'on_a/ Cove rage

of the rich, central

Connecticut market

at local rates!

High Hooper Rating

840 KC.—1000 Watts
WKNB-FM—95.1 Megacycles

Represented by Adam Young, Jr., Inc.

The New Britain Broadcasting Co.

213 Main 5t., New Britain, Conn,
11 Asylum St., Hartford, Conn.

BROADCAST MERCHANDISING
(Continued from page 62)

Special copy “sells” freedom vs. “isms’
ind invites listeners to visit the train,
Esso's cooperation is at the request of the
Advertising Council which is clearing
time for the "liberty selling” promotion.

WFIL presents Scout awards monthly, Gen-
eral Manager Roger W, Clipp, as a pub-
lic service gesture, will present a monthly
“Boy Scout Award for Service” starting
last month (October) and an annual
award starting in February 1948. The
idea is to advance scouting but at the
same time it's certain to make Philadel-
phia scouts tune in WFIL regularly. jis
Housing instead of hcmp-iu:. for WNBC
25th Anniversary. Stressing service, |im

(Please turn to page 75)

LISTENING, FALL 1947

(Continued from page 27)

with the exception of Jack Benny, none of

the Sabbath faithfuls have hit their regu-
lar season opening pace. Benny started
off on the first Sunday in October within
one-tenth of a point of his 1946 rating,
'"47 18.6 against ‘46 18.7. The rest of the
comedy block-program sequence didn't
really get started during this week. Fitch

Bandwagon was off .7 of a point, Edgar

Bergen was off 6.3, Fred Allen 8.7. Even

PROJECT YOUR SALES STORY TO
OHIO’S RICHEST FARM MARKET

WITH 5,000 WATTS
DAY AND NIGHT /
HERE'S WHBC'S ’,f

EHLAHGED

RURAL PICTURE

NOW . ..

50,540 FARMS
Value

FARM POPULATION

- - $339,203,240

195,054

FARM RADIO HCMES

42,241

ELECTRIFIED FARMS

39,382

YOUR DOLLAR IBUYS MORE THAN BEFORE

in Ohio's most
wrea and richest

diversificd industrial production
rural region.

whlbc

: BASIC MUTUAL Plus ABC Fealures * Basic ABC Full Schedule 3-1-48

CANTON, OHIO

The Best Balanced Marke! in the United States
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the 9 to 10 hour of music was off, as indi-
cated previously, and as indicated previ-
ously it took the quiz show Take [t or
Leave It, which has moved from CBS to
NBC, to do a better job for its broadcast
period than the 1946 program which held
down the slot.

With the start of the broadcast season
the relative standing of stations in many
cities has resumed a near-normal status.
WLW, NBC outlet in Cincinnati, one of
the nation's most promotion-minded out-
lets, has returned to first place in the
Queen City. In many cases the baseball-
programed stations haven't slipped back
to where they were before the summer,
That's because with night baseball and
the increased nationwide interest in the
game more people heard the broadcasts
and at the same time sampled inde-
pendent station programing than ever
before in the history of broadcasting.

How much promotion meant to Bing
Crosby was seen as he started off this
season (there was about half as much
push on the program in 1947 as in 1946).
Instead of the 24 with which Bing bowed
onto the ABC web in 1946, he bowed in
with a 15.5 this season. Although in '46
Bing really sounded (due to faulty disk-
ing) like the Groaner which he has in the

_ past titled himself, and in 1947 he really

sounds like the personality boy, this
didn’t save him, on his initial airing at
least, from a rating 8.4 Hooper points
lower than last year. Henry Morgan,
who follows Crosby slipped 2.4, from
11.1 to 8.7.

Drew Pearson's (Lee Hats) shift to 6
p.m. from last season’s 7 p.m. is paying
off. On October 6, 1946, he rated 5.3.
This year, on October 5, he rated 9.

A number of programs stayed on all
through the summer and should have
shown up better than they had in the
past against competition. Some, like
Sam Spade, did show the results of the
52-week habit of listening. Spade had a
6.4 on October 6, 1946, and a 10.8 on
October 5, 1947. On the other hand Dr.
Christian, which also stayed on right
through the year, only rated a 9.3 on
October 1 while on October 2 last year the
program reached 11.5. There are a num-
ber of reasons for this, aside from fewer
scts in use. The Fishiig and Hunting
Club with an average of 1.9 was no com-
petition to the Jean Hersholt program.
On the other hand, Vox Pop, which has
replaced the Fishing Club on ABC, is
strong competition and it reaches the
same type of listener that Christian
appeils to. The Vox Pop opening rating
was 5.9, four points more than the Club
pulled last vear. Gildersleeve on NB(C

SPONSOR
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A STAR
' MARKET
ne SOUTH
X LieFeople

Urban only: 131,000
Johnson City. . 34,000

Kingsport. . . . . 33,000
| Brstallor 30,000
| Elizabethton . . . 20,000
| Greeneville . . . 8,000
| SR 6,000

% Radio Homes
W JHL is the only full time

regional station serving
this area. Thirty-two BMB
counties with 85,020 BMB
radic homes. W JHL is the
“most listened to" in ten
of its 32 BMB counties.

% Buying Power
Highest income bracket
group in South.

Richest and most thickly
settled rural communities
in South.

* Industry

Plastics
Textiles
Bookbinding
Hardwood flooring
Hosiery

| Rayon
Silkmills
Furniture
Foundries
And many others

* Agriculture

Tobacco: 100,000,000
pounds sold annually

Beans: World's largest
market |

Dairy

Poultry

Livestock

| % Tourists

I Heart of TVA recrestion

/ area. Gdtewdy to Great
Smoky Mountains.

| John E. Pearson Co.—Reps.

910Kc WJ “ LSOOO Watts

‘ Johnson City, Tennessee

| Full Time

|ABC
* % Kk %k Kk Kk Kk K
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which competes with Dr. Christian also is
holding its audience, 14.7 in 1946, 14.7 in
1947, in the first weck in October.  Quict
Please, the MBS program
which is in the 8:30 9:30 p.m. est time

sustaining

period along with the other programs
checked in this paragraph doubled the
audience that It's Up to Youth, Seventeen
Muagazine's program, garncred in that
slot last year (3.8 vs 1.8).

Even the tougher competition doesn't
explain the Dr. Christian drop. However,
it i1s pointed out also that the program
that precedes it this year is the low-rating
American  Melody Hour which in the
Last
year Campbell Soup's Jack Carson had
his initial fall 1946 airing on the com-
parable date, nevertheless he rated 7.8
and that
Christian. Keeping a program on all vear

period studied delivered only a 6.2.

delivered audiecnce to  Dr,
is audience listening-habit insurance but
it's also important that the program that
p]'L’L‘t‘dL‘_~ it deliver a _'_:UU:.I audience. Com-
petition also counts, of course.

Most programs that ran through the
summer were low-cost programs and are
expected to suffer as a new season starts
and some listeners stray to sample new
None of the top-ranking pro-
through the

wares.
grams stayed on
months to test whether or not such a con-
tinuity of broadcasting would pay fall
dividends. Eddie Cantor has promised
next season to work right through the
year for Pabst Blue Ribbon Beer.
ever, Cantor's opening season publicity is

humid

How-
always suspect. For the past four vears,
for instance, including this fall, he has an-
nounced that he would have his cast
memorize their lines and work in full cos-
tume in preparation for the coming of
video. To date he
from a script as do all his cast.

September and October have had real
summer weather all over the U. S. and
Canada. It might have been expected
that program ratings as the shows came
back to the air would have suffered a
great deal more than they have.

It takes a Jolson, however, to change a
trend—to send ratings bouncing. It takes
mood programing, block sequences, to
catch over 20 per cent of the radio re-
ceivers of the nation—a sequence like
NBC's Tuesday night comedy round-up.

continues to work

Time Program Ratings
8-8:30 Miiton Berle 9.4
#:30-9 Date with Judy 10.7
9-9:30 Amos 'n' Andy 19.8
9:30-10 Fibber McGee and Maolly 23.0
10-10:30 Bob Hope 23.0
10:30-11 Red Skelton 19.2

And these are not midseason ratings but
October 7 when heat waves were sweeping
the nation.
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No. 2 Radio cenlgr, Mt. Vernon, lil.

Your John E. Pearson man will be glad
to discuss availibilities and

rates with yoy-




A

tough-minded

of IL47 '

radio valves
shows that
CBS is the
most effective
network

in America,

today

No. 3

in a series...

AH lilf' f;n I= -||n|\\ that CBS dehivers audiences al

less cost than any other network,

The tongh-minded advertiser knows it isn’t program
effectiveness alone that makes the difference

It’s also the fact that:

CBS has the ““best-balanced’”’
distribution of facilities

in all network radio

CBS has the highest ratio of high-powered stations

(5.000 watts or more) among all networks,

CBS has the lowest ratio of ]ll\\-lm‘nr‘]'f'iﬁ stations

(250 watts or less) among all networks.

Combine the super h “balance’ of the pu\u-r!n' and
mature CBS stations with the unquestioned power

of CBS programming, and yon see why:

The second-best network is only 96%

as effective as CBS —and the fourth-best
network is only 66% as effective as CBS —
in delivering actual audiences for each

advertising dollar expended.

The facts are summarized in a new study.
[o see this study...

And to zel the utmost in Radio values...

SEE CBS...
THE COMPLETE NETWORK
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STATION WNEW 'I

NEW YORK.N.Y.
FOR
OVER-ALL PROMOTION

INDEPENDENT STATIONS
5000 WATTS OR OVER

1947

|

——————

Another first for WNEW — wop
honors for Overall Promotion in
Billboard’s 1947 industry-wide competition!
This promotion plan sells WNEW programs and
personalitics to Greater New Yorkers as they ride

trains, raxis, trolleys, ferry boats and busses; as they

read their newspapers and magazines; as they go to

the movies, open their mail or their laundry!

impressions a year—but it isn't enongh. Another first
for WINEW is the use of the Douglas Leigh "Flying
Spectacular,' which adds the impact of 11,500 light
bulbs. This 340-foot continuous sign flashes WNEW
promotion in letters 27 feet high! Adding sull
another dimension to the advanced, award-winning

WNEW promotional approach!

WNEW:

DIAL

Serving New York and New Jersey 24 Hours a Day

Represented by John Blair & Co.
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680 WATTS
e 00,000 %z
, AFFILIATE

Raleigh, North Carolina

FREE & PETERS,Inc., National Representatives

THE OHIO STORY

Continued from page 57)

Having found the three key flipures
necessary for the program writer, direc

tor, and narrator- the agency next faced

the problem of actors, There were no
radio actors in Cleveland since no dra-
matic programs had been aired in the city
since John Royal had left WTAM years
before to become program head of NBC
However, the Cleveland Playhouse and
other little-theater groups were active in
the city and although of course non-
umon an agreement was reached with
AFRA that made a number of actors
available. Auditions proved that there
was plenty of radio talent among Cleve-
land’s semi-pros.

The programs seldom die after one per-
formance on the air. Schools play them
back over their loud speaker systems.
Station WBOE, the Board of Education
station of Cleveland, uses selected Ohio
Story programs for in-school training and
fraternal orders frequently ask for special
disks of Ohio stories that are close to
th ir hearts.

Not alone are the e.t.'s of the program
used but printed scripts by the hundreds
go out to school children who individually
request copies because they enjoy them
and because of their historical and educa-

tional value. Thus not only do the
broadcasts themselves have a direct im-
pact but the scripts and educational re-
playing of specific programs build added
soad-will for the sponsor.

Aside from the parent company,
AT&T, the only other telephone company
Michi-

gan docs its selling over a group of 16

on the air now is Michigan Bell.

mtrastate broadcasters using transcrip-
tions of an entertainment program called
Number Please and featuring The Song
Spinners and Eddie Dunn. The reason
that not more AT&T subsidiaries are on
the air throughout the U. S. at present is
explained by the many rate cases which
are before local public utility boards.
Although there are a great many facts
available indicating that NBC's Telephone
Hour and the nationwide spot campaign
helped to clear the wires during the war
for military personnel and essential busi-
ness, and that broadcasting being, like
telephoning, oral in nature, can help keep
up the peak in the long distance telephone
load, there are still some utility commis-
sioners who look upon broadcast advertis-
ing during the extended period of a rate
hearing as definitely being in questionable
taste. These utility commissioners ques-
tion any expense other than operating

Please turn to page 74)

Everything’s
up~-to=date

in

Eastern

lowan income rose 27% between
15 and “16. the Department of
Commerce reports. (Compared
to a 9% increase for the rest of

the U.S.A))

lowa farm receipls alone rose
67% in the first six months
of 7.

But more than half of lowa's
fabulous income derives [rom
industry. and lowa industry is
expanding steadily!

These are just a few of the rea-
sons why we keep suggesting vou
eash in on the rural and urban
market out in Eastern lowa . . .
with WMT . . . only CBS outlet

in the area.

e ~
oo B
et i, TELSTTWY,

<
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B i a
L ONSTRA
e

ship . Now in its 25¢th Y

BASIC COLUMBIA NETWORK

5000 watlts 600 kilocyeles Day & Night
Member: Mid-States Group

SPONSOR



You can reach more listeners on CFRB

DOLLAR
FOR
DOLLAR

than any other Toronto station!

Here’s what CFRB offers for each advertising dollar

2,795 potential radio homes after 7 p.m.
3,475 = - ‘“  between 6-7 p.m.
5,195 e e “  at other times

Yes, more listeners . . . a larger audience; more prospects . . .
a ready-made market! That's the value you get for your
dollar on CFRB . . . tull measure running over.

Ask the advertisers already using CFRB . . . some of whom
have been broadcasting over this station for years! They can
tell you why they stay with CFRB . . . they can quote figures.
But the basic fact behind the figures is this . . . you get
your dollar’'s worth and more on CFRB . . . you get RESULTS!

REPRESENTATIVES:

UNITED STATES

n D Adam J. Young Jr. Incorporated

CANADA
All-Canada Radio Facilities Limited

TORONTO

Looking forward to the next twenty years!




SELL
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CITY FOLKS IN THE

SOUTH'S No. 1 STATE

Qw WITHIN OUR

PRIMARY- AREA

e WINSTON-SALEM
e GREENSBORO
e HIGH POINT

2.5 MV/M

MEASURED
SIGNAL

210,200 PERSONS
$179.469,000 in Retall Sales
$283,685,000 in Buying Income

We Lead Day and Night
in This Big Tri-City Market

Write for our BMB DATA FOLDER

W3JS

W!NS TON- SALEM

TH E JOURNAL-SENTINEL STATIONS

NBC

AFFILIATE
Mationsl Ropresentative
HEADLEY-REED COMPANY

14

' THE OHIO STORY

(Continuea from page 72)

There
been a great number of rate cases
during the past year
$75,000,000 a
granted tn 24 states,

ones when a rate increase is asked.
have
Increases amount-
mg o yvear have been
In 17 other states
increases which may amount to $93,000,-
000 a year are pending. The remaining
states are expected to have some applica-
tions filed within the next six months.
Many men and women made their first
toll calls during the war.
lem to retain that load
in Th: Ohie do a clean cur job
of selling the idea that only the telephone

can bring distant people together.

It is a prob-
The commercials
Story

Ina
typical commercial a bov graduates from
college. His parents are unable to be
there. The first thing he does after re-
ceiving his diploma is to call mom and
dad and rtell them he's graduated—cum
laude. [It's only a minute telephone call
on the air but it sells the idea of how the
T.t'.'ll‘,
Each call simulated on a

phone can cut through uncertainty,
and worry.
broadcast tells its own story on the value

of hll'lf_' distance calls.

Stations do an extra bit of promotion
on the program because they're
their own state when they sell The Ohio
Story. Good evening time
cleared by outlets due to some extra-
energetic selling by the McCann-Erickson
agency and because the program is the
right kind of commercial public service.

has been

It also frequently collects extra promotion
from the corporations whose Ohio roots it
dramatizes. When it saluted the greeting
industry, hundreds of postcards
went out to stationery stores telling of the
broadcast. When a program was con-
ceived around Jack Werst, the Davion
purchaser of the Vanderbilt diamond,
every jewcler around Dayton received a
circular from station WHIO. Ohio Bell
itself takes big newspaper advertisements
to tell local
especial interest to them.

card

arcas of shows that are of

For any sponsor the moral of The Ohio
Story is simple— a program can sell the
listeners of any state despite the facr that
there's no tramed talent in its originating
city is a1 lost art in
that city
possible to prove anything in 11 months,

that live programing
It has proved, as far as it's
that great corporations can be humanized
by broadcasting, And Mec(
through its selling The Ohio Story 1o Ohio
Bell has proved once again that to an
a well-chosen

“ann-Enckson

advertising agency broad-
program is an ideal new

it now represents Ohio Bell.

cast business

getter

ht'“lll;{ '

*

5,433,574 Pairs of Ears
within reach of Philadel-

phia's Pioneer Voice.

IT'S MUTUAL

Represented nationally

by EDWARD PETRY & CO.

THE JOE HERNANDEZ AGENCY

ACCOUNT EXECUTIVES

The Pacific Coast's Greatest
Half-Hour Radio Show
Is Available

It's the Joe Hernandez Show!

Currently under Sponsorship in
Los Angeles by
Marshall & Clampett
Plymouth & De Soto

1. The Highest Hooper, six
nights weekly, ol any
like show in radiol

Q. Biggestmail pullinhistory
of local radio, 56,000
letters in five weeks!

3. More than 1,000,000

listeners nightly, of which
68 ¢ are families, home-
makers, etc.
The entire Pacific Coast, with the
exception of the Los Angeles market,

is immediately availabie.

954 So. La Brea St.
Los Angeles 36, Calif.

SPONSOR




BROADCAST MERCHANDISING
(Continued from page 64)

Gaines, manager of NBC's key station in
New York, broadcast a series in Septem-
ber on the housing problem as its mode
of celebration for being on the air 25
years. The idea was to stress service in-
stead of age and it won full columns in
the metropolitan consumer press. N. B.
The programs were good too.

Bubble-blowing contest. WDRC wanted a
contest show that youngsters would love
and so came up with a bubble-blowing
contest. It made a tremendous special
event and is still the talk of Junior Hart-
ford, Conn. Prizes were wrist watches,
one for the champion boy blower and one
for the girl.

Sheet music a promational item. [t used to

be that only big name signers and band |

leaders rated the covers of popular sheet
music but disk jockeys get there now.
The most recent to make the first music
page was Jack the Bellboy at W]JBK,
Detroit. Naturally he's on the tune
called It's Jack the Bellboy Time by
Dardanelle and Peter Conn. Dardanelle
introduced the song on the networks and
everyone at W]BK has his fingers crossed
hoping it's hit stuff.

v
(Continued from page 36)

The same week that information leaked
out that NBC was planning to put com-
mercial TV production in the hands of the

agencies, while at the same time building |

program packages which it'd like to sell
agencies and sponsors, Charles Moscovics.
sales manager of WCBS-TV, took a sock
at advertising agencies for lack of interest,
poor production, and the hiring of “jerks”
with motion picture backgrounds instead
of TV know-how,

The sock served to remind advertisers
that the two major networks continue to
have personalities who disagree,

* L *

Paul West, ANA president, who opened
the first American Television Society
luncheon on October 22, talked in gener-
alities but he did remind the lunchers that
TV has to pay its way at the cash registers
in the current media battle in which all
-.n-,tmg advertising facilities are improv-
ing their productiveness —and also becom-
ing more expensive. He also reminded
the society members and guests that it
had the problem—to sell the American
way, free enterprise, so that radio, TV,
and all advertising media would continue
to be free to carry advertising,

* * *

While a number of advertising agencies

have telecast programs which they offered

NOVEMBER 1947

for sponsorship, it has taken Philip Klein
of Philadelphia and Buchanan & Com-
pany of Beverly Hills to present programs
to sell themselves. The Philip Klein
agency is selling through the
mtroducing  Philadelphia  to
phians, over WFIL-TV.
which has a stake in TV
Mont's  and
agency, is using a video newsreel as its
selling vehicle. Purpose? To show ad-
says Fred Jordan, agency vp,
that a creditable program can be
even on a limited budget.

* * *

device of
IMhiladel-
Buchanan,
since it's Du-

Paramount's  advertising

vertisers,

aired

RCA reduced the price of sets (a new

line) about $50 cach during October

despite the fact that every set produced
thus far has a buyer waiting for it.  One
of the reasons was the fact that
duction speeds up cost per unit goes down
and part of the saving coan be passed on to
the public.

as pro-

* . -

Thirry-nive thousand TV receivers went
into the hands of the public in October
and more than that came ofl the produc-
tion line.

The job of maintaining radio’s ¢conomy
while building television as an advertising
medium gets tougher every day

Dhige 1 wntone problems, wepensi
hust ol offwer proiduction priddems,

eipreipnenet i

DAYTIME

Hased on December, 1946, thru April, 1947, City Hooperatings and “Top 10" for June 1-——7 Report

For Audience... And BONUS Audlence.. \

TOP BONUS—AUDIENCE
| DELIVERING STATIONS

On First 10 Daytime nnd Top Three
Saturday Daytime Shows Based On
December, 1946, Theu April, 1947,
Hooperatings.

C
"

€ Stath Five Month
| ' L “JT:.’:;::‘ ™ s R’-nng
| Report
OUR GAL, SUNDAY 6.8 Waorcester WTAG 22.2
MA PERKINS (CBS) 6.4 Worcester WTAG 19.7
| ROMANCE OF HELEN TRENT 6.4 Worcester WTAG 18.7
AUNT JENNY 6.0 Worcester WTAG 13.9
' YOUNG DR. MALONE 56 Worcester WTAG 16.9

Some Outlets

ey

Total Bonus Paints
Delivered Over Na-
tional Averages (On

Excel Wooing
Daytime Auds

313
311

== |\ .-

202

When Billboard reviewed
the Bonus Audience Rat-
ings for the Top Ten Day-

29.2

Top 10 Daytime
Station, City and Top Three Sat.
and Power urday Dajytime
Shows)
1. WTAG
Worcester—35,000 s G347

WTAG 63 PTS. OVER AVERAGE

There's WTAG, Worcester, Mass,,
for example, a 35,000-watter which

scores 63.7 points over the national
average. Closest station to WTAG,

, has a score of 34.3 bonus

points.

time Shows, CBS had five of them—including the first three. In every one of these five,

580 KC

WORCESTER

5000 Watts

WTAG wos the top audience delivering stationl

When You Buy Time—Bay A Busing Audience!

PAUL H. RAYMER CO. Nalional Scles Represenlatives.
Affiliated with the Warcesier Telegram — Gazette.
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=2 WD3U

g WDSU broadcases SO00 wates
— from the Frenvh Quarter to
the Gulf and South Lowsiana Listeners

From daily assow tacion with time. honored
New (hrfeams ruitetutions WDSU has
developed a high quality of integricy
WDsu
and exclusively 1o the Se. Louns Cathedeal,
the Internavonal House, Manant Inter-
natonal Airport, Tulape University,
Union Station, the Municipal Auditorium,
Symphonies and Operas,
\

devotes program time eegularly

WDSL"s dominate Hoop-
crating proves that hon-
oring local institutions
creates high listencr

\ loyaley,
%}I) gamarz

ﬁuw Otleans

NEW ABC
ORLEANS wns “ Affiliate
1280 ke Sene

John Blair & Company, Representative

OTEL (D) TRAND

Atluntic City™s Hotel of Distinetion

The Ideal Hotel for Rest and
Relaxation. Beautiful Rooms.
Salt Water Baths. Glass in-
closed Sun Porches. Open
Sun Decks atop. Delightful
Cuisine. Garage on premises.

Open All Year.

Fiesta Crill and Cockeail f,t-mrlur’

Favarite Hendezvous of the Elite

Exclusive Pennsylvania Avenue
and Boardwalk

16

L 40 West 52

{Continued from page 6)

AGAIN "COMPARAGRAPH"

What | like best about your COM-
PARAGRAPH are the mclusions of the
Pacific Coast schedule of either regional
programs or repeats, to show whether a
program can or does go straight through.

Too bad you haven't space to go one
step further, to show the way such pro-
grams as Bing Crosby, or some of the kid
shows, are regionalized.

Frank SILVERNAIL
Charge of Radio Commercials

BBD&O, New York

It is difficult for me to criticize the
comparative program pocket piece which
| shall always be glad to receive.

If I have any criticisms, they would be
from the subject of readability. | think
that if it were black and white instead of
color and if your letters were slightly
larger, it would be at least for people
whose eyes are gerting old like my own
easier to read.

Instead of criticisms, you actually have
congratulations forthcoming to you.

Carros Fraxco
Young & Rubicam,

NGy N Y

The COMPARAGRAPH in the Oc-

tober sroNsor is ane of the finest things
that I have seen m a long while. [If they

are available, please send us a hall-dozen
|

copies of this in order that they may be
distributed to our salesmen and program
people. If there are any charges for the

reprints, please bill us for them.

J. C. KELLAM
General Manager

KTBC, Austin, Texas

virtually every network,
has tried

As you know,
at least at one time or another,

. its hand at a four-network chart.

Qur last one, | seem to recall, ran in
three colors and folded out to about
double the size of a standard road map!

I'd like to tell you, as one who has been
through the mill, T think your COM-
PARACRAPH is one of the most com-
pact, convenient and ‘round useful
jobs of its kind that I've ever carried
around in my pocket.

ROBERT A. ScHamip
VP, Station Relations
MBS, New York

READER SERVICE

I wish to thank you for your kind co-
operation in giving me the background on
a statement in your article entitled,
Millions Spent in Agency Fact-Finding.

I would like to take you up on your
generous offer to send me the research
figures which support this statement. [t
Is understood, of course, that the figures
will be presented by you in such a way as
not to reveal any information which you
feel is confidential in nature.

SYKES SCHERMAN
Compton Advertising, Inc., N. Y.

WWDC BLOCK PROGRAMED

We looked in vain for a mention of
WWDC in your very excellent and com-
prehensive article on block programing.

We failed to find any mention of our
very famous All Sports Parade which runs
six days a week from | to 5 p.m., and
which for a period of years has consist-
ently ranked second or third in this mar-
ket. It is retaining this leadership today
even though we have 13 AM stations
operating in this area.

Nor did we see our famous [450 Club
mentioned, which for two hours each
night gives many of the network programs

SPEARHEADING
THE PROGRESS

OFFM
‘—Z-—— L

p.c.

\y

IN THE
NATION'S CAPITAL

\ J‘ EVERETT L.DILLARD
:’\ GEN. MGR,

N

‘.
&y ) 1319-F -STREET, AW

SPONSOR



a run for their money. A survey made by
one of our competitors lists the [450 Club
as the number one program in this city
in popularity, ranking higher than any
individual network show.

Nor, for that matter, did we sce any-
thing about Tune Inn, our two-hour disk
jockey program from 10 a.m. to 12 noon.
Although recently established, it is fast
developing enviable ratings.

Nor did we see any mention of our
horizontal and vertical block programing
of sports events. In the summer it is the
Washington Senators baseball games; in
the fall, the University of Maryland foot-
ball games; in the winter, nightly play-by-
play broadcasts of hockey and basketball
from Uline Arena at 10 p.m.

We failed to see any reference to our
solid block of juvenile programs on Satur-
day morning from 9 a.m. until noon.

But then, of course, we could not ex-
pect one article to cover block programing
of every individual station in the country.
We think you did a swell job for the in-
dustry, particularly the independents, in
pointing out the value of this type of pro-
graming to the sponsor. We have known
the importance of block programing for a
long while, but strangely enough, the
national advertiser has only recognized
its importance somewhat belatedly.

BeEn STROUSE
General Manager
WWDC, Washington, D. C.

WMCA IS PEEVED

Your October issue purports to review
the question of block programing in
American radio, Four New York inde-
pendents are cited as examples. Your
reporters evidently were blinded by the
spectacular success of the most block pro-
gramed of them all-—New York’s WMCA.

For several years, WMCA's policy of
block programing for individual audiences
has paid off—but well. Mr. and Mys,
Music (Bea Wain and Andre Baruch) on
the air three and a half hours daily across
the board have increased ratings for those
hours 89 per cent. The new Tommy
Dorsey Show, 12 hours weekly across the
board, teed off last month; the show was
more than 80 per cent sold before broad-
cast time. At least two more top-named
personalities will fill in additional strips
across the board.

Block programing of afternoon strips
with children's shows, sans blood and
thunder, have similarly made a dent in
the New York audience. Ask the
hundreds of schools, dozens of libraries
and, again, the Ohio State Committee

NOVEMBER 1947

how they recommend these features,
Pace-setting WMCA is peeved!
HowarD KLARMAN
Sales Promotion Manager
WMCA, N. Y

On page 45 of the October issue of
sroNsor there is a Monthly Tabulation
of Advertising by Categories, in which the
programs sponsored by various manufac-
turers are listed. A brief check disclosed
a few sins of omission, which we are sure
you will want to correct.
follows:

The Andrew Jergens Company of Cin-

These are as

cinnati sponsors Walter Winchell on Don

Lee also, Sunday night 8:30-8:45 pan
PST) an 43 stations.

The Kreml Hair Tonic company, K. B.
Semler, Inc., sponsors Billy Rose  Pitch-

mg Horseshoes on the Mutual network
and Monday through Friday on the Don
Lee Broadcasting System, 8:55 9:00 p.m
(PST) on 45 stations
The Wildroot Co g I
What's the Name of That Song? on Don
Lee Wednesday, 8:00-8:30 p.m. (PST) on
43 stations.
Ropsert H
KHJ

-.['II MSsors

Stock Publicity
Don Lee, Hollywood, Calif.

Kansas farmers have harvested the largest, most valuable
wheat crop in all history. Equalling the astronomical amount

received for it will be the value of their 1947 livestock.

Add

to this more millions from the sale of corn, oats, soy beans,

ete.

Once again, they're the First Families of Agriculture,

But wealth hasn’t changed their eareful buying habits.
They're still guided largely by the friendly recommendations

of WIBW

depended upon.

the station they've always preferred
That's why WIBW is a more-important-

~always

than-ever sales influence in Kansas and adjoining states.

Serving the

First Families of Ag.rl'cuh‘ure :

Rep.: CAPPER PUBLICATIONS, Inc.
|

BEN LUDY
Gen Mgr
WIBW KCKN
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SPEAKS

Once a year

Thirteen issues ago, in our first issue,

we stated what sronsor stands for. We
wanted to set down our credo in words
everybody would understand.  What we
wrote then we repeat now:
*“The job, as we see 1t, boils doun to this: to
give the sponsor what he needs to understand
and effectively use broadcast advertising in
all its forms

Mo sort ond the Jour broadeast advertising
mediums  AM, FM, TV, FAX ~in their
present-day perspective

“1o make every line of editorial content vital
and vivid to the sponsar

“to look at broadcast issues fairly, firmly, and
constructively

“to promole good broadcast advertising
advertising that is good for the sponsor and
good for the listener.”

Again, again and again . . .

With the formation of the National
Association of Radio Station Representa-
tives it had been hoped that emphasis
would have been placed upon promotion
of spot broadcast advertising. Unfortu-
nately intramural issues have beclouded
the promotional objectives and o a
degree caused friction within the member-
ship of the new group.

No doubt the intramural problems are
important but they can't be so important
to the sponsor or the broadcast industry
as the promotion of radio at its source,
spot broadcasting. Individually, station
representatives have made major contri-
butions to development of radio as a
broadcast medium. Blair, with his long-
term advertising on spot; Petry with a
code of practice which he has persuaded
most of his stations to accept, and his

Applause

P'olitz survey on the effecuveness ol spot
broadcasting (second edition out this
month ; and Katz with his continuing re-
scarch studies, especially diaries these
are just three who have gone beyond the
call of duty and plowed back some of the
profits of their operations into selling
broadcasting 1o sponsors.

That it hasn’t been enough, even the
hardest workers in the field are prone to
admit. No representative can do the job
alone. It needs an industry-wide associa-
tion or a spat broadcasting group.

The industry-wide association (NAB)
his been concemed with problems rather
than promotion. Therefore with the
formation of the station representatives
association sPoNsor for the first time felt
that the driving force that was necessary
had been found. It still feels that this
is s0.

The association comes into being at an
appropriate moment. All other media
are increasing their battle for a larger
share of the advertising dollar. If radio
doesn’t fight on an industry basis instead
of as a loosely bound group of individual-
ists, sponsors are going to believe the
competitive story—the story that black
and white and outdoor advertising pro-
mote.

Broadcast advertising pays! Proper
promotion will prove it,

The “Independents’” Code

The NAB committee of independent stations met October
23 in Washington to suggest amendments to the proposed

Standards of Practice.  They proved to everyone interested in

broadcast advertising that they weren't out to open the flood
gates to bad commercial practices. They emphasized what
had to be stressed, that all broadcasting is divided into three
parts - networks, network athliates, and independent stations.

They stated that most commercial limitations in the code
were good.  They suggested reductions in comimercial time
two time brackets and an increase in only one.

They asked that service commercials (ume, weather, etc.)
not be considered as part of commercial time and agreed that
these service spots be kept to a maximum of two an hour.

They asked that a program be defined as “from sign-on to
stgn-off.""  This would mean that the average quarter hour
period would actually run 14 minutes. On network affilintes

it runs 14:20

They asked that dramatizations of controversial issues not
be prohibited but instead be plainly Iabeled.

As indicated, the committee headed by Ted Corr did a fine
joby a realistic job, Every one of the 12 man group had one
objective, to suggest changes which would make it possible
for independent stations to abide by the code.

As though to emphasize this, the committee made a special
request that no code become NAB standard until the stations

af the nation had 60 days to study it
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partments.

at the networks

We need a Standard of Practice realistically geared to
public interest. The suggested formula with modifications as
submitted by the independent stations can be that code.

Promotion and Publicity V.P.'s

In the NAB EVALUATION issue (September) sponsors
stated that radio publicity and promotion couldn’t expect to
have stature until the networks recognized the importance of
these fields by heading them with vp's.
publication of that issue the two major networks acknowl-
edged how vital promotion, advertising and publicity is in
these changing days by appointing vp's for these de-

Within 60 days after

CBS, for years noted as the most promotional minded of the
chains, has brought back to its fold Victor Ratmer, the man
who handled promotion and advertising for Celumbia during
its greatest days, He is now vice president in charge of adver-
tsing and promotion. .

NBC appointed Sidney Eiges, its publicity head who has
risen through the ranks to top management, a vice president.
At the same time Charles Hammond, formerly director of
advertising and promotion who had previously been ap-
pointed assistant to the General Manager, Frank Mullen,
il'.\"!' Wis I'I'I.'ldl.' d \'p.

When publicity and promation achieves policy-making level
nothing but good can come of it,

SPONSOR




Thank you, Gentlemen,
For Those Kind Words. ..

We refer, of course, to the words of the distinguished panel of
advertisers and agency men who served as the judges for The
Billboard’s 10th Annual Radio Promotion Competition. We are
proud and honored to have had our entry voted FIRST in the
Over-all Promotion Division and THIRD in the Public Service
Promotion Division cmong cll clear channel network affiliates.

Our thanks, too, to The Billboard for sponsoring this annual
competition, and to the staff for their monumental task in pre-
paring the excellent report on this year’s entries.

WE 8 QUOTE...

“WLW has long been recognized as
one of the ablest operators in the
many-angled field of promotion.
The station’s entry in this year's
The Billboard's over-all competition
bears this out. More than that, the
entry, a compendium of informa-
tion, shapes up as a veritable bibie
of promotional procedure. Scarcely
a facet is untouched and all of
the expository material shows an
adult approach.

“The accent is not on the ‘gimmick’;
neither is it on the flashy or cute

WLW

THE NATION'S MOST MERCHANDISE-ABLE STATION

type of promotion which reads well
but proves nonproductive. Rather,
the WLW conception of promotion
is all-embracing and involves the
highest levels of activity in merchan-
dising, audience building, and test
planning. Unlike the promotional
operation cf most stations, that of
WLW has an architectural quality.
It has structure and it is many-di-
mensioned. It succeeds in selling
the station’s programs to listeners,
the virtues of WLW to time buyers,
and thru special services it helps
the merchant with his problems.”

CROSLEY BROADCASTING CORPORATION



STATION

Copatlte o i

® And when we ralk profits, it’s in
down-to-earth terms of roral daytime coverage
and toral rerail sales. In a recent survey of

13 major U. S. markets—the Cleveland area
ranked 2nd in number of radio homes . . . and
in the 10 most concentrated counties in this
rich Northern Ohio market, WJW reaches
95% of the homes, accounting for 94% of the
total rerail sales. WJW stands for complete

coverage in Northern Ohio!

BASIC 850 KC
CLEVELAND 5000 Watts

ABC Network

-

FRESENTED NATIONALLY

BY

HEADLEY-REED COMPANY
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