“New name for Spot” winners announced

Station managers’ lament—p.
TV Trends—p. 76
What's on the 4 Networks—p. 83

Jack Smart, "The Fat Man,” lives up lo his title—p. 38




The days of the covered wagon ore gane,
but in the field of commerciol braadcasting the
time for pioneering is naw,

’ Someone must blaze the trail.

f In Richmand that sameane is the Havens and Martin graup
of stations — WMBG, the NBC statian;
P WTVR, the NBC-TV qoffiliate; WCOD, the FM statian.

In 1944 a full page newspaper odvertisement heralded
WMBG's faith in television. The action was unparalleled

. .. the industry wos amazed.
On April 15, 1948 WTVR, the south's first
television statian, began commercial operation.
Taday Richmond has netwark TV programing.
Late in 1947 WCOD, Richmand’s first FM station,
was on the air,
They jain company with WMBG, in service since 1926.

This is the pioneering record of these First Statians of Virginia.

WTVR il sl Slerlrtis /// 7’/%7 rI00¢t

Havens and Martin Stations, Richmond
John Blair & Company, National Representatives
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FRANK FOLSOM Frank Folsom is now number 2 man at RCA, parent company of NBC.
NUMBER TWO RCA His toughness, straight from shoulder thinking and speaking has made
EXECUTIVE him heir apparent at great radio corporation.
—SR=

"WINNER TAKE ALL'" Pulse TV surveys of New York and Philadelphia for September indicate

ONLY SUSTAINER only 1 sustaining program hits top 10. CBS's "Winner Take All"

PULSE TV TOP-10 hits 7th place with 20.7 rating, far higher than most radio programs
rated on comparative basis in TV homes. First 2 programs on Septem—
ber 2-city basis are '"Toast of the Town'" (CBS) with 38.8 and "Texaco
Star Theater" (NBC) with 37.9. Sports rate 3 and 4, but on indi-
vidual city basis (nonnetwork) sports dominate September reports.

ISR-

DIFFERENT TYPE C. E. Hooper has decided not to mix U. S. Hooperatings with long-
HOOPERATINGS established Program Popularity Hoaperatings. Former will be issued
TO BE RELEASED twice yearly and will be sold as separate package at percentage of
SEPARATELY regular subscriber's fee for other services. Where valid, projec-

tions of program popularity Hooperatings to entire U. S. will be
given subscribers 24 times yearly at no extra cost.

o

SEPTEMBER TOPS Indicative of financial health of progressive broadcast stations,
FOR WGAR AND WNBC WGAR (Cleveland) and WNBC (N. Y.) had biggest month in their his-
tories in September. It was an 18-year record for WGAR and 26-year

peak for NBC's key station.

~SR-
AD-DOLLAR GETTING Advertising's need to get more for its dollar in 1948-1949 is being
TIGHTER DAILY stressed by most sponsor representatives appearing at NAB district

meetings. Typical of ad-managers' remarks are those of Dale C.
Rogers, of Mid-Continent Petroleum Corporation, who stated in Tulsa,
"Things are tightening up and the advertising dollar must be

stretched."
SR
FM SERVING Regional networks without benefit of telephone lines are being
REGIONAL NETWORKS tested throughout nation. In Oklahoma and Southwest, KOCY-FM is
IN TEST AREAS feeding 8 AM stations and FM statewide network from its 938-foot

tower in Oklahoma City. In Ohio-Indiana, WCTS (Cincinnati) and 6
Indiana FM outlets are originating programs and relaying them to
each other. It's said relays via FM can deliver better signals than

the best grade A lines now used by regular nets.

SPONSOR, Vol 3. No. I, November 1348, Published monthly by Sponsor Publications Ine. Puhlicalion nﬂu"u 5800 Y, Mareine S1., F‘nm:dﬂp‘us o, f‘ \1' erliaing. Eduor
ial, and Circulation Dﬂi{fl 50 W. 52 SL, New York 19. N. Y. Aceeplance under the act of June 3, 193% al Philadelphia, Pennsvioanin, autharized Dec er 2, 1947
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CBS LEADS
IN FIRST FALL
NIELSEN RATING

HEALTH PROGRAM
TESTED BY

JOHNSON & JOHNSON

TV COST-PER-

THOUSAND IN N. Y.

ABOUT $15.40

SELECTIVE RADIO
INCREASE PACES
ADDED COSTS AT
STATIONS

TV SETS INVADE
TAXIS, AIRLINES,
YACHTS

MORE PROGRAMS
FOR LOCAL STA-
TIONS' SPONSORS

FIRST UNDER-%30
FM SET ANNOUNCED

BOR REPORTS...SPONSOR

mer programing on network evening program ratings 1s

/ Nielsen report (released 18 October) for week of 5-11
Instead of NBC's leading the parade CBS has 10 programs
0 "average audience'" ratings, ABC has 7, NBC 3. NBC
show up in rank order until number 8. "Mr. Keen" (CBS) ranked
id Columbia had programs ranking 3, 4, 5. ABC's programs
By 7o

=S8R

comprehensive attempt to check effect of public service pro-
ng on business of a semimedical nature is being made in Windy
Starting 18 October Johnson & Johnson is sponsoring 13 weeks
n? 'It's Your Life" produced by Chicago Industrial Health Associa-
tion in cooperation with about 300 health and welfare agencies.

-SR-

Peter Langhoff, Young & Rubicam director of research, presented
figures at 4-A West Coast Convention indicating that in New York,
cost-per-thousand viewers at present runs around $15.40. He imple-
mented these figures by contrasting sponsor identification figures
of TV with radio's. Former were given as 70-809,, radio's contrast-—
ing programs 30-409;

O

Only national selective radio business is reported to have increased
in 1948 at same ratio as broadcasting stations' increase in cost of
doing business. National Association of Broadcasters estimate indi-
cates selective radio will hit $99,000,000 in 1948 against $90,000,-
000 in 1947. Average over-all increase in broadcast advertising
(gross time sales) will be 7.49 over last year - from $357,000,000
to $383,800,000.

~SR-

TV receivers are being installed on planes (Capital), in taxicabs
(independents in Chicago), and on private yachts. According to
"Yachting", 1 yacht cruising up East Coast from Virginia to Maine was
virtually never outside of TV's effective service area.

—CR
Adding to supply of top-flight transcribed programs made available
at local level by Ziv, Cowan, NBC Radio Recording, Mayfair, TSI,
Goodman, and MacGregor, Broadcasters Program Service will start
serving over 200 stations this month with weekly package of programs

Pat O'Brien's "From Inside Holly-
will be first delivered.

on cooperative syndication plan.
wood," daily 15-minute program,

—5SR—

First under-$30 FM radio receiver publicly announced is Emerson's
AC-DC FM model No. 602. This is not the AM-FM set which SPONSOR
indicated several months ago would be available this fall. Latter
is still in planning stage with production difficulties not over-
come.

SPONSOR




in Central

and Western
Oklahoma

Your best b

LA,

AUDIENCE SIZE and compao=ition by
quarter-hours for all programs heard
in 4l central and western Oklahoma
counties were measured early this year
in a Listener Dairy Stady condueted
by Audience Surveys. Ine Details of
this thorough-zoing study  of radio
listening are  available from  either
WKY or Katz \gency vepresentatives.

L3 FAR MORE L,STENERS Morning - Afternoon — Night

® far more listeners PER DOLLAR

OKLAHOMA CITY

Owsen asnOrrevren my Tor Ong vosy Posnsoese Coneeany s Tue Dary Uk vl s Onr vnovy Oy Tivas For FanMpuStochamaN
KVOR, Conomano =ewses RLZ Desven, (oA filiated Manazement ) Reenesestrn m T Koz Aason, Ive,
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SPONSOR REPORTS
40 WEST 52ND

ON THE HILL

MR. SPONSOR: H. M
NEW AND RENEW
P.S.

STATICN MANAGERS' LAMENT
TV COMMERCIALS' LIFE

THE CUBAN PICTURE

NEW NAME FOR SPOT

THREE WAY TIE-UP

LIVING HABITS INDEX

THE NORWICH-FAT MAN TALE
RELIGION AND RADIO

THE PROSPEROUS FARMER
SELECTIVE RADIO TRENDS

MR. SPONSOR ASKS

TV RESULTS

SIGNED AND UNSIGNED

TV TRENDS

4-NETWORK COMPARAGRAPH
CONTESTS AND OFFERS
SPONSOR SPEAKS

APPLAUSE

SPONSUR PUBLICATIONS INC
ng O 7 A0 Went 3
i L 1
! Fubiljcat

Philadelpt i, I's

. $5.50. Bingle copues 5
15 SPONSOR PUBLICATIONS INC

R. O

SWARTWOOD

| \OVENBER 1O

1
1

12
14

17
20

25
27
30
33
34
37
38
40
42

54
60
68
16
83
90
02
02

fnp-

10 West 52nd

REPRINTS
® We would like written permission to re-
print the Bread and Cake story, the Milk
story, and the “Share the Cost" program
story.

WaLrer A. ScaNLox

Radw, TV & Mation Picture Div.

Director
QIMI'I'I_\ Bakers of America (_‘.‘l]l}.t‘t"rl”[l't'
New Ymk

We thoroughly enjoyed the article on
Transit Radio in the September issue of
spoNsoR.  We thought it covered the
subject so thoroughly that we want our
salesmen to carry a copy of it in their
sales manuals,  Please send to my atten-
tion twelve extra copies of this issue

We have not as yet reached the pro-
motion stage of St. Louis Transit Radio,
but we would like to consider a brochure
reprinting all or parts of the above article.
Will you grant us permission, with proper
credit? Please advise,

Foster H. Brows, JR.
Sales Promotion Divector
KXOK, St, Louis
P SPONSOR's pollcy s to permit reprinting of
its repores In most cases, but withourt delerlons,

TV RESULTS

As chairman ol the television conmmit-
tee of the Association of National Adver-
tisers, | am writing to ask your permission
to quote from your TV Results  Capsule |
Case Histories that run frequently, at the
evening meeting of the ANA on 26 Oc-
tober which will be devoted entirely to
television.

Our general idea would be to have some-
one like Ben Grauer read these case his-
tories, giving due credit to SPONSOR as the
source.  As vou know, there will be prob-
ably 400 of the leading national adver-
tisers .'Illd T.I'I-'Il'l 100 New Yn['k
agency men and publishers’ representa-

more

Lives present.
C. J. Durpaxs
Assistant Advertising Directon
[ mited States Rubber Co., N. Y.

ON "DOMINATION"

I read vour Webber Motors article in
the October issue with more than ordinany
Ihe thought processes which
persuaded  Mr. Webber to dump  his

Please o to page 6)

mrterest

More
Listeners

per Dollar

...in Dollar Rich
Pittshurgh

WAWSW gives vou more lis-
dollar for
than any other station in the
potent Pittsburgh market

teners dollar

T'he
oive
what they want to hear | . .

formula We
Pittsburehers more of

simple!

24 hours a day,

Sports—news—music—
special events . . . are
plentifully blended into
the kind of programming
that has made WWS5SW a
local listening habit
through sixteen success-
ful years of broadcasting.

We'll he glad to do for YOU!
the same skillful sales-getting

job we've accomplished with

this formula fora hostofspon-

sors*— natonal and local.

Get more listeners—
more sales—per dollar in
this dollar rich market.
It PAYS to use . ..

LN

PITTSBURGH’'S

Major Independent

WWSW, Inc.
Sheraton Hotel, Pittshurgh, Pa.

*Ask Forjoe
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During 1947, Mid-Americans spent over
5% of the total amount spent for drug
store items throughout the United States.
Over 188 million dollars for toothpaste,
prescriptions,Yand other drug lines!

Drug stores are popular with KCMO's Mid-America
audience . . . not just in Mid-America's small town and
suburban cities—but in the area’s nine major cities. Of
all cities in the United States, Kansas City ranks 8th in
drug store sales (1st in cities under 500,000),

Mid-America's listener-buyers spend heavily at drug
store counters. To reach them effectively, center your

selling on KCMO, Mid-America’s most powerful

station.

10,000 WATTS NIGHT—810 k.

Notional Representative: JOHN E. PEARSON COMPANY

“1947 gross drug store receipts in 213 Mid-
America counties— data from Sales Man-
agement’s 1947 Survey of Buying Power.

e | -' "

=
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r
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MID-AMERICA FACTS
Population: 5,435,091

Avea: 213 counties inside measured 14 millivelt area.
Mail response from 466 counties (shaded on map)
in 6 states, plus 22 other states not tabulated.

Population Distribution: Farm, 487; city, suburban,
and small towns, 5277,

Net Average Income: $3334 per family."

Net Average Income Per Family in 9 Major Cities:
$5606.°

Kansas City: 8th in drug store sales in U. S. (1st in cities
under 500,000).

Drug Sales in 9 Major Cities: $92,584,000
Total Mid-America Drug Sales: $188,284,000

and KCFM...94.9 Megacycles
KANSAS CITY, MISSOURI
Basic ABC for Mid-America

ONE stati
ONE rate

One Doest- inMidAmeriea!

on » ONE set of call letters
card « ONE spot on the dial

- NOVEMBER 1948



YOU MIGHT HIT SAFELY

IN 57 CONSECUTIVE
GAMES " —

Ji

v A bivsieeppin of the New

=/,
E s w /

YOU NEED
WKZ0-WJEF
TO REACH
FIRST BASE

IN WESTERN MICHIGAN !

No matter what anybody tells youno yvon ean’t knock vour
programs “over the fenee™ into Western Michigan. from
the ontside, The “feneel” in Western Michigan. is actually

a wall of fading

outside stations fromt heing heard with any kind of de-

Both invisible nnd invineible, it keeps
pendability. And thongh opinions differ as 1o what causes
this unusual condition. the result is apparent to every-
body: aur people listen to their own regional outlets rather than

to weal: and [fading “owtside™ stations.

IFar proof. take a quick look at these Hooper Report ligures
CJanunary -Febrnary, 19480, They show. for instance, that
WRZO in
Maorning Sharc-of-Andience as the next station (63.06°, vs,
16.4%;

listeners than the next station.

Kulamazoo has exaetly four times as great a

that W JEF in Grand Rapids has 6.7%, more erening

Wed e luppy to send you all the Tacts . .. or ask Avery-
I naodel. Ine.

York Yunkees did e 1941,

WK0
JPuE" n KALAMAZOO

and GREATER WESTERN MICHIGAN
(4 )]

W EF

fJ%al" 1n GRAND RAPIDS

AND KENT COUNTY
(4 1))

?_[H_I:I []WNE_D AND DPERATED BY
FETZER BROADCASTING COMPANY
Avery-Knodel, Inc., Exclusive National Representatives

40 West 532nd

continued from page 4

$42,000 into KOIL were strikingly similar
to those of the E. Hansen Company when
they dropped their $25,000 into WPOR.,

Of course, you must tealize that Mr,
Webber's Omaha is about three times as
large as Portland. A Portland auto-
motive account spending  $14,000 on
WPOR would he about as big a deal as
the Webber Motors deal in Omaha.
Viewed that way, | think the Hansen pur-
chase from WPOR is an even mote strik-
ing example of the technique of putting
all your eggs in one basket —but a good
basket.

The actual E. Hansen schedule is:

Western Round-up 6:30= 6255 a.r
News af the ay 0:55= 7:00 am. MTWTFS
T.40= 745 am, MWF
S:40= B3 aan. MWF
12:30=12045 pom, MTWTE
Hand by Demand  6:30= 0:45 pom. MTWTES
sports Round-up 705= 75 p.m. MTWTF
Sports Round-up T:00= 7:15 pum. Sat

News of the Waorld 10:55=11:00 pom. Daily
News of the Warld 11:535-12:00 pom. Daily

Murray CARPENTER
President, WPOR
Portland, Me.

TT=a

High Time
Lawrence Welk
Dime Dechy

JARO HESS

I would like to have the set of five
pictures by Jaro Hess.

My subscription to SPONSOR was re-
newed on 15 August. Does this entitle
me to the pictures free of charge? If not,
kindly send them to me billing me for
same.

RoBert P. KELSEY
Second vp
John Hancock Mutual Life

Insurance Co., Boston

How about a set of those Jaro Hess pic-
tures in view of the fact that we just re-
cently subscription  to
SPONSOR?

If yvou're going to make it tough and

renewed  our

say we have to pay for the pictures, send
them anyhow and bill me $2.50 for the
set.
BiLL King, |R.
Advertising Manager
International Milling Company
Mimneapolis

P Current subgeribers can receive the Jaro TTess
pictures at S50 per set,  Sew subseribers ro-
I'l'.\'(' llll' sel as a honus,
WRONG CITY

Your story on WSAU in the October
issue was most welcome, 1 lowever, we
would like to call vour attention to the
first paragraph in which you say that

( Please turn to page 11)

SPONSOR
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erq thousand Iisteners

FORTWO PENNIES

[l wissouis B Great raus 4
L a0

mnm

X
"’ We talk to your customers for pennies—and they
respond with dollars, for there’s real wealth in the four great |
markets of the Northwest covered by the PNB stations”. These m
9 stations deliver your sales message to more than 3% million ||

people, at a combined cost of $10.37 for a daytime spot!

y PACIFIC NORTHWEST BROADCASTERS

WASHINGTON  SEATTLE—KING ELLENSBURG—KXLE SPOKANE—KXLY
OREGON  pORTLAND—KXL

MONTANA Z NET BUTTE—KXLF HELENA—KXL] BOZEMAN—KXLQ
GREAT FALLS—KXLK MISSOULA—KXLL

' THE WALKER CO., 551 5th AVE., NEW YORK + 360 N. MICHIGAN AVE., CHICAGO

841 National Building, Minneapolis, Minnesota = Little Building, Boston, Massachusets |

15 West Tenth Street, Kansas City, Missouri * 333 Candler Building, Atlanta, Georgia ."

PACIFIC NORTHWEST BROADCASTERS ‘
6381 Hollywood Blvd., Hollywood, California +« 79 Post Street, San Francisco, California

NOVEMBER 1948
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(Have these words “costs less™ vanished from the

language? Almost...yet not entirely.)

Ttnf:l}' virtually the only commaodity that still costs less than

in 1939 is the \merican consumer himsell,

Today an advertiser by carefully choosing his medium can huy
circulation (that is. customers) for considerably less than he
could m 1939, Nowhere. for t'\;l]]ll)'(‘. has the cost of a customer

tll'”f'f’t'll more ||Ll!l ill Ht'l\\ﬂl'l\. l'il(“n. SEE “ADVERTISING & SELLIAG, May 1918
And nowhere in networlk radio does he cost as little as on CBS.

Today an advertiser’s dollar spent on CBS delivers from 8% 1o
57% more listeners than on any other network. For the second
vear in a row. CBS sponsored programs have again averaged
the lowest cost per thousand families in all network radio

—13% lower than the average for the other three networks.

Today “costs less” may be two words imaudible in mosi places
throughout the land. but they can be heard in Radio.

and most distinetly on the Columbia Broadeasting System.

—where 99.000.000 people gather every wi

-




of Your SPOT ANNOUNCEMENT

Goes UP or Doy withifs
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Ful' the 1918-1919 season, WOW has the finest line-up of
programs ever aired on the station—the BEST of NBC—
the BEST of local programs—the BEST of NEWS. That's
why WOW will continue to be the station “most people
listen to most” in this area.. . .

That's why your SPOT ADVERTISING on WOW will

reach the largest available audiences at all times.

\«"'J

For availabilities, see your nearest John

Blair Man—or write, wire or phone Johnny
Gillin., ! RADIO STAT'ON

INC.

OMAHA, NEBRASKA
590 KC - NBC - 5000 WATTS

Owner and Operator of

I(ODY AT NORTH PLATTE

TWENTY-FIFTH ANNIVERSARY YEAR 50 3 AT o ol




10 West a32nd

continued fFfrom page 6

Wausau is located 150 miles air line from
Milwaukee, and that WSAU competed
with the latter's 50 kw WCCO,
Also, since the survey was made WSAU
has switched to NBC.
W, J. Dasm
General Manager
WTMJ, Milwaikee

P WOCCO of course is locaied iu:?\ilunrupull.\.
200 air miles from Wausauw,

BREAD & CAKE STORY

We are very anxious to have a copy of
the issue of sronsor which contained the
story on how the baking industry is
using radio,

1 haven't any idea which particular
issue this was but it seems to me the story
ran about six months ago, We'd appreci-
ate it very much if you would have some-
body locate this issue and forward it at
your earliest convenience, and bill us for
it.

I got a great kick out of your September
issue, particularly the article on Advertis-
ing Managers' Lament and the story of
“Skippy.™

W. S. CLark
Commercial Manager
W JEF, Grand Rapids, Mich.

P Copy of April 17 issue with “Continental
Bread and Cake Story" has been sent Mr. Clark.,

DOWN ON THE FARM

In the October 1948 issue of sroNsor
I read with interest yvour article titled
5:30 a.m, on the Farm which gave a good
account of the inherent selling possibili-
ties of the heretofore looked-down-upon
agriculture and farm programs,

However, there was a point stressed not
only in the title but throughout the
article on which I am forced to disagree
with you,

A farm program, if we are to agree
wholeheartedly with your article, must be
on the air in the early morning hours in

order to reach the farmer and sell the |

sponsor's produce or service. May | ask
you how you would feel if vou were a
farmer in the early moming hours with
the temperature approaching the below-
zero mark and you were facing a session
with the cows and chickens—would that
be the time to approach you with a selling
message no matter how fine or sound that
message mighe be? This is not entirely a
surmise as far as WNJR and myself are
concerned,  Statistics from the Radio

(Please turn to page 81)
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e Estimated Primary Coverage...To the .5 Millivolt Contour

Reach and sell these 120 WHB-dominated counties,
bulging with the receipts of a §75,000,000-a-year mill-
ing industry, a $365,000,000-a-year livestock industry,
a $223,000,000-a-year candy industry, and a cash farm
income exceeding seven billion dollars! WHB gets results

for less. Send for complete coverage daca.

10,000 WATTS IN KANS4

-
l DON DAVIS

ﬁﬁm PRESIDENT Q

E['-m JOH': Ll SClHII.I.I:JlG g

3 LIary lnlf‘n‘l l‘. ‘*

he.

o JOHN BLAIR & CO.

MUTUAL NETWORK + 710 KILOCYCLES » 5,000 WATTS NIGHT



ON THE HILL

Radio to “Oomph™ Labor Output

Campaign to stimulate man-hour ourput is in the works.
Big problem stems from short labar supply, general availability
of jobs, and concamitant lack of incentive for workers to in-
crease mdividual productiveness.  With pressure being put
o firms to reduce product retail prices, production per man-
hour must be upped and labor must be persuaded to put that
extra something into its work,  Broadeasting will be called
upon to sell the idea o the working man.  In durable goods,
man-hour production has dropped from an index of 100 in
1939 o 90 for 1948,

Luxury Ad Budgets Will Take to Air

Advertising for luxury lines is bound to be increased within the
next few months, in fact several corporate budgets are already
being revised upwards,  New campaigns will be announced
after election and radio will find itself receiving increases of
from 10 to 25 in men's clothing, textiles, beauty aids, and
automotive supplics.  Government spendmg, which will be
increased next year, does not appear to help non-essentials.

Inflation Worrying Media .

PProblem worrving most advertising media is inflation.  Rising
costs of commodities will not permit increases in advertising
rates, yet they will force broadcasters and publications to pay
higher production costs,  Most manufacturers while disturbed
about mmflation know that increased costs can be passed on.
On the other hand, advertising media in a number of cases have
found an increasing resistance to rate increases and have had
to adjust rates downward,

Sectional Income Changes Not Paced by Ad Budgets

Income shitt in the past ten years has been away from New
England and Middle Atlantic states to Far West, Southeast,
Southwest, and Northwest. Income in the latter four regions
mereased lrom 2900 of national mcome to 377, with the
dechne in the East bemng from 4207 10 359, The Central
states during the 10-year period have remamed [lairly static,
shsorbing about 29° 7 of the national mcome.  Adjustment of
advertising appropriations have not been in proportion o the
changmg income status,

12

Box-tops to Again Lead Premium Field

The kox-top, a running joke among advertiser gagsters, will be
back in force as a payment for premiums by the middle of next
spring.  Mail and door-to-deor couponing is being so overdone
that the device is losing some of its impact. Broadcast-plugged
premiums obtainable with box-tops are the next hard-hitting
advertising device scheduled according to post-office men who
clear the legality of all mailed premiums.  Increase in 3rd class
mail costs is also a reason for decline in mail couponing,

1949 Price Slide Will By-pass Farmers

Agriculture department is certain that prices will slide further
this vear and the first half of next vear despite government
support.  Speculators are expected to take a licking burt price
slide-off is not expected to affect farmers themselves other than
emationally. By planting season of 1949, it's expected that
farm price index will start climbing. and planting will reach an
all-time high, Europe will still need everything the U, S. can
produce in the form of food.

Make Them Eat Salads

Big job of advertising is to educate residents of U. S. o eat
farm produce in basic state as vegetables rather than as meat.
U. S.is not a vegetable eating nation which is why farm co-ops
are talking about a broadcast campaign to change table trends
... and increase farm incomes,

Cigarette Sales Will Soar

According to the Bureau of Internal Revenue, cigarette sales
will hit an all-time high in 1945. Sales are expected to double
pre-war purchases with broadcast advertising firms dominating
the industry.

“Cold"” Rubber Starts Ad War

*“Cold" rubber tires are standing up so well that an advertising
war between old line companies and those who will specialize
in the new synthetics is expected.  Corporations controlling
huge sources of crude rubber are planning an air campaign to
impress values of natural latex on auto owners.  Campaign
may be initiated by association of crude rubber men or by
tire manufacturers.  Technique and “front” men are not set
as On the Hill goes to press.

No Change Foreseen in FCC Status

Politicians have given little attention to the Federal Communi-
cations Commission during the presidential campaigning. Ex-
pectations are that there will be little change in the composition
of the Commission after elections due to the fact that the liberal
block headed by Denny and including Durr is no longer part
of FCC. Industry will be allowed to run itself as long as it
doesn't stir up any hornets' nests,

Power Shortages to Be Explained on Air

Because of impending power shortages- in many regions electric
utilitics are expected to increase thewr advertising appropria-
tions in order to explain to consumers why the shortages exist.
Radio will explain to New England, Cleveland, Chicago and
Northwest why there just isn't enough power to go around.
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It Took CENTURIES to Make This o
Rich ‘Mquet for Alert Advertisers

A

i
EASTERNI'.
QHIO |

| WeSTERN
PENNA,

More Than Half of the Nation’s Coal®
Is Produced in This WWVA Coverage Area

Nature endowed this four-state area of Western
Pennsylvania, Eastern Ohio, West Virginia and
Virginia with untold riches in the coal that
turns the wheels of industry—that furnishes
heat, power and light for countless millions.

Day and night thousands of men are busily
engaged in mining these Black Diamonds, in
hauling them by river, rail and highway. The
weekly earnings in the mining and its depend-
ent industries are at an all-time high—which
means plenty of spendable dollars for alert
advertisers.

With one station, one cost, one billing—
with WWVA you can reach this four-state heart
of the soft coal industry; with WWVA's friendly
programming you can make sure your adver-
tising message reaches into the homes and
hearts of the people who make this mining
industry great.

For there are more than eight million people
in this area, and they spend Four and One-
Half Billion Dollars Annually in retail sales
outlets. Ask an EDWARD PETRY Man about
this great WWVA area.

*Bituminous, that is!

VVAVVAVEN

50,000 WATTS++CBS+**WHEELING, W. VA,

NATIONALLY REPRESENTED BY EDWARD PETRY & CO.
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into the U.S.A.?

Sounds like the story of
WWDC in Washington. It
started out small . . . and
then it grew . . . and grew
into the BIG powerful sales
station that smart adver-
tisers use in this rich market,
Your own sales message
will go over BIG on either
WWDC-AM or WWDC-FM.
Get the full story from your

Forjoe representative.

AM-FM——TE D. C. Independent

Represented Notionolly by

FORJOE & COMPANY

Henry M. Swartwood”

Director of Advertising
Kaiser-Frazer Corporation, Willow Run, Michigan

Mr. Sponsor

K-F's Hank Swartwood, a deep-voiced six footer, stepped into his job
last March and has been hopping around like a cat on a hot brick ever
since. He received his basic training for the 24-hour K-F working day
with the Kaiser Company on the West Coast, where he was a consultant
on advertising and public relations during the fabulous production-record
days of World War [1. Like other key exccutives who work for K-F, he
is imbued with a team spirit rivaled only by the sight of Harvard alumni
whooping it up at the annual Yale game, and thinks less of working long
hours than most ad men.

This high executive morale has paid ofl for K-F. The auto firm has
come up smiling this vear, looking very much like the first real competition
the established leaders of the auto industry have had in two decades.
K-F advertising, an operation closely integrated with sales promotion and
public relations, 1s not wholly responsible although it had much to do
with K-F's success.  In 1946, K-F's first real year of production, the firm
lost $19,000,000. In 1947 they tumed on the pressure, advertised and
merchandised their cars aggressively, converted Willow Run from an
empty barn to a humming industrial plant, flew sheet steel in at night by
chartered planes to keep the next moming's production lines moving, and
canceled the loss at year's end with a $19,000,000 gain. Today, maie
than 250,000 K-F's have been bought by motorists, and radio has been
given the job of maintaining the sales pace.

More than half of the $8,000,000 advertising budget Hank Swartwood
is spending goes for radio. Like Ford's ad manager, Ben Donaldson,
Swartwood is an ex-radio man and a great booster in his organization for
broadcast advertising. K-F will sponsor radio and TV election-night
coverage on ABC, competing with Chevrolet's radio coverage on NBC,
and Nash's on CBS. The last week in October it began sponsorship of
Guy Lombardo and The Thin Man on Mutual. This January, K-F will
start sponsoring Winchell on ABC (WW's contract with K-F is the all-
time high in talent costs for newscasters) and will supplement network
coverage with selective radio on 110 stations in 60 markets.  Swartwood
is also a great booster for the climate on the West Coast, owns an island
hide-out in the Pacific Northwest, He sees very little of it these davs.

uith a fater Mol Rabbin, public relations diceclor, and Noreis zash. sales
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A Dio PO —
Pace 2
SUMMARY
WORNING AFTE RNOON EVENING ENTIRE
PER1ODS PERI00DS PLR100S SURVE Y
BAsSIC CaALLS 1,780 2,678 1,744 6,202
LISTENING HOMES 36 S01 583 | ,400
£ OF POTENTIAL AUODICNCE 17.6% 18.7X 33.4% 22.6X
DiISTRIBUTION OF LISTENING HOMES AMONG STATIONS:
STAT] % A = BISMARCK 18.0% 21 ,4% 23.5% 21.5%
K S J B = JAWELSTOWN 54.4 46.5 49.6 49,6
TATICN € = FARGO 19.3 255 1 7.7 20.9
OTHER 8.3 6.6 9.2 8.0
INCLUDING:
ABEENEE Al
FAR At
SURVEY PERIOOS: MONDAY THROUGH FRIOAY B:00 A,M, TO 10:00 P.u.
% AUGUST 9 THROUGH 13, [948
JAMESTOWN, NORTH DaxoTa - DISTRICT [) AUGUST |6 THROUGH 20, 1548

B
* (i LaMowre Counties:

and
gs Fostel: Kidder. Logan

= South Dakota

National represe




OVERAGE «nd

EDWARD PETRY & COMPANY INC.,

NBC AFFILIATE

16

LISTENERS

Dependable coverage with 50,000 watts . . .

Faithful listeners because of quality programming . . .
These two factors have made KVOO Oklahoma’s
Greatest Station.

Advertisers, since 1925, have learned to accept KVOO
dominance as an established fact. They regularly
prove this dominance through rising sales curves of
KVQOO advertised products in this great and growing
Southwestern market where higher than average

income means more .s‘/wmfab!e income!

vE]

s Al

TUL
TR aliylln

NATIONAL REPRESENTATIVES

UNLIMITED TIME
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L new and reew

@ New National Selective Business

SPONSOR PRODUCT AGENCY STATIONS CAMPAIGN, start, duration
Dad®s Root Beer Co Revernpes Malcolm-loward [ E.t. annemits: Oct-Nov; 13 wks
(Expunding natl campalgn)
Lektralite Corp Cigarerte lighrers Bermingham, Castle- Indef E.t. amnemits; Nov-Pec: 6=13 wks
man & Pierce (Pre-Christmas campalgn)
Liggere & Myers Fatima Clgareties  Newell-Emmoert 10-15% E.t. annemits; Oce-Nov; 13wk
h (Limilred natl campaign)
Mason & Mason, Inc Koot Beer Rogers &'Swmirth A= Annemits, breaks; Oct 15; 13 wkas
(Teseing in Midwest; will go
natl 1947
Musterole Co Musterole Frwin, Wiasey h5* E.rannmenies; Oce 15-Nov 1 26 wks
("Two-part natl campaign)
Sealy, lae Mattresses Robert W. (rr Tndef E.t, annemies; Nov-Dec; 12 wks
(Natl camipatign, major mkis)
Standard Paing & Varnish Co Paints MeGurire 1-15% E.t. annemts; Ocg=Nov; 13 wks
(Conadian campalgn)
Sterling Drug, Inc Fleteher's Castorin Yonng & Rubicam R-10* E.t. annemts; Oce 303 14 wks
(Centnur-Caldwell Div.) : (Sevtl ¢ unp.up,n in Soueh}
Taylor-Reed Corp 0Q-T Ple Crust Mix, Tracy, Kengaml ABC  co-op  shows, annomts,
Coco-Marsh St. Georpe & Keyes (ARG t)&(l z.t as unly) breaks, partle; Oce 10; 13 wks
Wine Grower's Guild Guild Wine Honig-Cooper 25- 1.t. nnncmts, breaks:; Oct-Nov;
(Expanding n.utl sonpalgn) id wks

wStation list set at present, although more may be added loter.
(Fifiy-rivo wecks generally means a Fi-wwcek contrael with options for 3 suecessive I3-weckrencwals,  It's subject to cancellation al the end of any [J-week perind)

w New On Networks

SPONSOR AGENCY NET STATIONS PROGRAM, time, start, duration
General Motors (Chevrolet Campbell-Ewald NBC 163 Election Night Coverage; Tu Nov 2, 5-11:30 pm
Motors div) & Chevrolet Dealers
Georpe A, Hormel Co BRH&O MBS 115 Hormel Giels Corps: Sat 12-12:30 pm; Oct 2; 9 wks (ex-

tended contract

Kalser-Frazer Corp Morrls F. Swancey ARC Elecrion Night Coverage; lu \o\ 2, 7:00 pmi-end
Lewis Food (o Lennen & Mitchell GBS rec for All: Wed 7-7:30 . Sep B: 52 wks
Mennen Co Duane Jones NI 1Tl Il‘l}v\-\ialli Final; l\\ F10-10:15 pm; Sep 27; 32 wks

ash- hnl\in.ltnr Corp Geyer, Newall & Ganger s ection Night (.()u‘r.lnu Tu Nov 2, B-11 pm

R. J. Reynolds Tobaeco Co William Esty MBS 441 Cotton Bowl Game; Sac Jan |

R. B. Semler Co Frwin, Wasey MBS 41 Gabriel featter; 9-9:15 pm; Oct 163 52 wks
Ronson Art Metal Works Cecil & Presbrey MBS Y Twenty Questions:

Sealy Mattress Co Alvin Wilder CBs K Pac  Charles Collingwood

Vick Chemicnl Co Morse International BsS 13 Pac Meer the Missus: MWE I):.lll-l):-ilﬁ pm; Sep 27: 26 wks

(Fiftv-ties weabx geasrally m=ans « Li-week conleact with opliors for 3 guccossive Paweek ronewals,  1's subjeet to ouncellalion al the end of any [3week period

@77 Renewals on Networks

SPONSOR AGENCY NET  STATIONS PROGRAM, time, start, duration
Campana Sales Co Clements N L] Solitair TIme: Sun 11:453-12 n; Ocr 315 52 wks
Champlon Spark Plug Co MeManus, John & Adams ARG 226 Champlon Roll tl::ll: Fri 9:55-10 pm; Oct 15 52 wks
Chesebrough Mfg Co McCann=-Erickson GBS 157 Dr. Chrlstlan; Wed 8:30-9 pm; Oct 205 52 whs
General Electric Co BRD&O ARG 162 Fred Warlng; ‘T'h 10:30-11 P QOct 7; 52 wks -
(:I‘llvui‘ .‘inhl-;_\' Razor Co Foote, Cone & Belding g | { 157 This Is Nort Drake: MTWEF 11-11:05 am; Oer 25; 52 whks

Toni Co div)

Hudson © al Co Clemuents . B 13 D& Miners; Sun 9:45-10 am; Oct 10; 52 wks
Peter Paul ) Brisacher, Van Norden s 12 Pac Bob Garred; MWFEF 5 5 pon; Sep 27; 52 wks
S5.0.8 Co McCann-Erlckson ons K Pa¢ Knox Manning; MW ~1:05 pmy; Aug 305 52 whks

4Ll
13 Pac Mr. Information; MTWTE 2:25-2:30 pm; Augt 16: 52 wks
\ "

Southern Cotton 0fl Co Fitzgerald N TPac  Noal Webster Says; Th 2:30-10 pmy; Ocy 145 52 wks
Western Auto Supply Co Bruce B, Brewer NG 57 Clrele Arrow Show; Sun 10:30-11 am; Oct 3; 52 wks
Whitehall Pliarnuical Co Dancer-Flrzgerald-Sample cns 14% Mr. Keen; ‘Th 8:30-9 pm; Oct 215 52 wks
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New and Renewed on Television (Network and Selective)

SPONSOR

AGENCY

NET OR STATIONS

PROGRAM, time, start, duration

AYmmerivan Tobacco o

Armen, Tow (plastics)
VS Bevk Sl o

Borden Go (eheese)

Botany Waorsted Mills

Bty Wareh Co

Canlifornia Frudr Produvis
bad

e el €5t L

Curis Publishing o

AL Cillhery Cartioy triins)
Coruren Mol G

Hosward Juhoson. b
Ratiser-Fracer (orp

Kruuvger Brewing o

"Ivilip Muoreis & G

Sash Muotors

Packard Bell Co (raadlos)

Pl Casrp

Pivls Birogthers Brewer)
Pioneer Scdentific Corp
.0 Reynolds o

Honson At Mernd Works
siks Fifth Ave (Derrl)
1o & ML SChaeler Co (heer)

Simmogns Lo
i, Tow

Frans Marra Procdducts Corp
Juhiny PO Trommmwer, Tne
I migque Arn Mg Co

Siephben Fo Whitman & Son
o

Sponsor Personnel Changes

WL Aver

Bliss & Marews
Pror b

Young & ubicam

SHbwrstein-taildsmith

l‘rn\n
Goerth Pacifi
hronstud)
S0

I '.lu\ (]

Henton & Bowles

Hiow

Greyver, Newell & Ganger

Ablart Kimball

Htehins

Willlam Esty

Ly tom

Willinmwm bsiy
Cecil & Presbrey
Simons=Michelsun
BHP&O

Young & Rubicam
Young & Ruhlenm

Canti
Federal

Corant
Ward Wheeliwk

ihors & Wiswell
William 1. Weintrub

WWILTY  Derr
WOEN-TY, Ghil
WEHS-TV N Y.
WEIA, N D

WEIRS-IY, NG Y.
WA, Ny
WX, NN,
WLN-TV, Ui,
WPIN, N, Y
WWU-TY, Dhar.

Wi, \\.uln
WIEN,

WOHS- TV
WE

ABCSTY et (l s
and '\'[Ill “west)
WX, N2

WONTY L Ghil
WEREX SN
CBS-TYV net
KFI-1Y, LA,

MERC-TY ol stas
WATY, Sewark
A

WWI-TY,
WWISTY, Dear,
by b S TR

Derr.

WEIX, Ny,
NRC-TY ner

WIREN: ALY,
NBCSTY e

WOGNSTY, Uhi,
WEIL=TV, Phila.

hlm annemits: Sep 2% 13 wks (r)

ollege fantball Bammes: Sapalr us sehed; Sep 25; season (n)
annemis; Ocr ng wkx ()

Swansen Show (15-mbn “*Ghiumor o o Boadder portion):
Tl 8=%:05 piis Sep Mos 18 wks ()

Film annemis; Oct 35 13 wks (n)

Weather anncmits; Sep 25; 9 wks (n)
Time anncmies: Oct 11 52 wks (r)
Film anncomits (tesr eanmpadgn): Oce 155 13 wks (n)

Filim m P Sep 2 20 wks (i)

Film any Oci 1 (thereafier monthly for 1w days hefore
wibl of *Ladics Home Journal™; indefl (n)

Filmannems; Ot 4; indef (i)

Film anncmes; Oct 45 indel (n)

Roar of the Rails; 7-7:15 pm: Ot 265 15 whks (n)

; mits in *Film Theater™; Th as sched; Ocr 28 % wks (n)

. in lilms: ax sched; Sep 27; 26 wks

Presidential election returns: Tu Nov 2, 5:30 pm o closer 1
time (n)

ltﬂxillﬂ houts froan Ridgewood Grove; Sar 2:06 1o close; Oee 23
13 whks (n)

Film apnemis; Sep 27; ﬂ ulu (n)

Film unnemits; (ern 35

Presidentind clection r

ided); 1 time (n)

Television Talent Hunts Sar o:05-0:45 pmg O 305 18 wks (n)
(simuluaneous with AM on K1)

Towehdown; 20-min film as sched; Oct 13 thirg season (1)

)
cturns; Ty Nov 2, ¥ P (el election

MWeither imnemits; Se

IFilm snnomis; Sep 255 13 wks

Madison Squure mrden Events: ns sched (40 evenis): Sep 40
thru Mar 26, 1949 (n)

Film annemis: Sep l'n- 26 wks (n)

Film ainnemits before U, of Michigan games: Oct 25 5 wks (n)

Madison Sguare Garden hovkey games; as sehed; (h[ 27: xuep-
wOMh ()

Film annemies; Ocr 15 18 wks (n)

Presidentinl election returns; Tu Nov 2, 8 pin (unt il election
decided); 1 otime (n)

Annemts in “Record Rendezvous™; MTh betw 7:05-7
Sep 225 13 wks (n)

Wrestling Bouts from St
(et 12; 13 wks (

Filtm wnncmis; et 5; 13 wks (n)

Flim annemirs; Sep 20 13 wks (n)

22: 13 wks ()

A0 pm;

Nicholis Arenag Tu 250 1o clisey

'

NAME

FORMER AFFILIATION

NEW AFFILIATION

James v, Harton

.. Frelimg

VoL Garabedian
dunner Gordon

Helen Mekay Horehler
Juseph G Howlaml

Willioomy 1. Hlufseader

Witk ML Doipnn

Ieving AL Rathman
Francis it g

Frod Klvdn
Lo Mesnlk
I8, Narton

" ll\!ll\ \\l Il Suvhil
1. € Selar]

Iaantovan I Seerler
W, Archile Sugg
thbs b Waller

MW W Dibrmare

Hudson Motor Car Co, Detrolt, asst ady dir
ity Iird i

Western Undon Telegraph Go, N Y assto oy mgr
Worth Co, ll.ltll‘unl Conn,
oy

e hang
PProssed Ste
divy, G,

Genersl Motors Corp (Buick div), Derrein, gen

sls mpr

Provier & Gamble Co, Chowis, moedin operagions

head
Exersharp loe, N, Y

|-| Car Co loe (Domestiv

adly e

Pancer-Fitagers tl-h:ullmll'. thi.

Ihlthcl’ Plezgeralid-5

No Foosls rep
Western Elect
Kralt Foods

i G Im
Chil.,

.|||'||nlv Chi, neer eace
M. Adverrising, N Y., pro
.tlifurl\h x Il.mullm Nnn,lr Wetindng o L,

[ELS

N.

ir

Ariour & G |‘~u.1p uIi\] L& ini.. -.I\ prom mgr

Sendard Brands bnes N, Yoady dir

Lienvral
Creek Mich_,

Ren sls mpr

Wespern Elevirle Go Jog,

Foods Carp (PPost Coereals div),
mly mgr
Generind Mataors Gorp (18dek div), Detroit, tsst

N Yo ady o mgr

Advertising Agency Personnel Changes

Appliance

L Y ||ulnlh wtinn mgr

g le

Lustron Corp, Columbus Ohio, ady mgr
J. L. Nudson Co, Detroin, ady mgr
Armour & Co (toiletries div), Chl,, sls mapr
Sane, adyv mgr

Lane Wreyant, N Y., ady mpr

1. Miller & sdne, N Y, ady mpr
Maotorola Ine. € hl o ndv, xl% prom okr

S, vp
Same, medin dir

Same, vpin chge sls

Gilletre Salery Hazor Co (Tonl Co div), Chi.,
dir, radin dept

Gille Safery Razor Co (Tond lae divy, Chi., asst rodio dic

Vim Stores, N Yo oy e

Same, adv, mdsg e

prizes, prom

w, ady mnr

we. advesls prom mer
1, sls g
ke's of Teaas, San Antonia, sudio ady dir

ational s s Producis Corp (bralian Swiss Colony
Wine div), So o, sl mdr

Sammnes, vp b chge ady

Saine, gen sls mgdr

Same, gen sls migr

Amwerivan Telephone & Telegruph o, N Y., mdio ady mgdr

NAME

FORMER AFFILIATION

NEW AFFILIATION

J, Bars ol el
Cabirkin Theoennalh
(111 0 I
Frink Rk
J O bdwin o lcrpinan

Bromvitine & Conr, N0 Y,
MMM
'\]tll’(l'r KONy, Porosta, ridho dir
Carpkit & Kennedy, 1Pwood,, partner
LEHECT eaee

Wasli

Lawdgting (hi,

Sanwe, Wash,, mgr

Aivin Epsroin, Wash. . radlo, TV dir
Yountd & Rubleam, Toranta, radlo sipery
L. W Ramsey, 1wl vp

Sume, vp

(Please turn to page 6N)




IN IOWA THEY TURN ON THE

IGNITION-THEN THE RADIO,/

~
'l he 1918 lowa Radio Audicnee Survey™®
:-«hc_nvs that 11°¢ of lowa car mweners have
vadios in their ecars  that these exira
(“non-Hooper™!l) radio listeners pro-

vide avery substantial bonus andience!

On long teips. 00177 of car radios were
all the
(On

reported 1o be in use “almost
time™ or quite a bit of the time.™
<hort trips. the remarkably high per-
centaze of 36,0, are heard almost all

the time™ or “gquite a bit of the time.™

l'p—-lu-ll.'lll'. lactual information on use
of ear radios i= only one of many new
and extremely interesting subjeets cov-
cred in the 1918 Towa Radio Andience
survey.  They confirm the Survey’s 1=
maodernizing old

vear poliey of your

data “bringing to light new information not

prerviousty gathered.”
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For all the information you need about
radio in lowa, write us for your copy of
the 1918 towa Radio Audience Survey

today  or ask Free & Peters.

The 190 lowa Wadio Vodienee Sureves is o “mnst™

for esers vowhio s

verlising, sales, or marketing

interested in the lown sales=patentinl,

Fhe 1938 Editian is the efevenfh an uf radio

It wos eomdneted iy e FoOLL

al sty
Fistening lalit= in lowa,
Wl of Wichitn U

personiaal interviews of 2220 lowa Families, seir

wtall, i= luased on

raity amd i

tilie

seviee to the sales, gdvertising, amd eesearch pro-

WO will eladd

tor ansone dnlerested in the subjects covered.

Winl ©

+ for lowa PLUS #

Des Moines « » « 50,000 Watts

Col, B0 Palmier, Presidemt
1. A, Loyers Resident Manager

cinl w o eops of the 1918 Surves

FREE & PETERS, INC., National Bepresentatives



If you're looking
17 i
for a "natural —

20

WO ha~ soved o BHE a0 erom -

ine ddeninel by dpangnrating a
Monnlas <threa-Feidan L df-linre
MAYSTERY series a1 2 oieloek,
Note that dane! o 4 PRI
simnmich! Thre sl B=07L any

lﬂlll;ill-h'-1-!”—.—-]- e llion

for vz i= .-nmlnlriv and different
my=tery of top calibres 7 VMaystery
1= My Habby.™ “The \venrer,”
“Abventures of  Bualldox  Prom-
el stramee Wills"  aml
"M sters Tonse,

By it omee on lise tintes a weeh
or e oans combivation . . . ol
vor Il 1adh 1o a0 big seginent of
Rhonde E=bignd anel adjacent Massa-
clisel =, W oeTre |:||'i|il|;: on the
advertising  heatl with car-cards.
spots anh pewspapers, Tlhis show
I~ iy {-i.n'v-. Youre mvited 1o
e .||Ullu LAY \\I'l“l' |||!‘l’l“_-~
rawatn.

TS A BUY

ON

ABC

5000 WATTS
DAY & NIGHT

WALLACE A WALKER, Gen. Mgr

PROVIDENCE, The Sheraton Bilimore

PAWTUCKET, 450 Main S1
L

Representatives:

AVERY-KNCDEL, INC.

New developments on SPONSOR stories

(See " After-Midnight Audience,” SPONSOR, May 1947,

l' q page 13.) What new developments have there been in
T O

after-midnight programing? What new audiences are being
reached?

Of the nation’s 30,750,568 passenger cars®, at least 757, are equipped with
radios.  Several million express trucks are similarly equipped.  Until re-
cently, the drivers of these vehicles, toutists and truckers, were ignored as
a factor in after-midnight programing. Radio listening on the nation’s
highways is at its peak at night. Most drivers on lonely stretches of
raad, if they have a radio, tum it on to keep themselves amused and.
more important, awake., Once out of range of the few big-city stations
that continue their radio selling activities during the wee small hours,
they have had very little to listen to.

Out en the West Coast, one radio chain is now programing to the
nighttime motorist.  The recentlv-formed Pioncer Broadcasting System
has organized a network of 11 stations in Arizona and Southern California
to air programs to motorists between midnight and 6 a.m.  Pionecr’s
president, Bob Marris, expects to sell time to hotels and beaneries along
the well-traveled routes leading into the two Westermn states, where in
July of this year seme 86,000 tourists spent nearly $12,500,000,

To insure the fact that motorists will listen to Pioneer's |l-station
web, Morris researched the subject of what stav-up-late motorists usually
dial . . . when there's something to dial. Morris' discoveries formed the
basis for Pioneer's program structure, which consists of network-fed
recorded music (from a studio in Hollywood) plus five minutes every hour
of locally-handled news, weather, road, and traffic information.  Special
bulletins about road blocks, fog, frost, ctc., for motorists’ benefit, will be
tossed in when needed.

If the vertical programing of the Pioneer operation makes money and
shows definite sales results for its advertisers, Pioneer President Morris
expects to increase the size of the network, moving up the California
coast first, then eastward, Morris is confident that it will work, and is
fium in his belief that the full potential of America’s after-midnight radio
audience has only been scratched.

*Suaree: Aulomobile Mamufocturers’ Axsociation,

(See "'Petrillo Plans Ban Lifting," SPCNSOR, October

S 1948, page 112.) Will transcriptions of commercial pro-

p. ° grams be permitted shortly? When will the recording ban
be lifted?

Although the consumer press has made it seem that resumption of record-
ing is a long way off, the facts are, as indicated in SPONSOR s report of last
month, that there is very little separating the American Federation of
Musicians and the broadeast recording industries.  James C. Petrillo’s
bid for royaltics covering the period in which the recording ban has been
in effect is more to create a bargaming position rather than to actually
obtain the cash position which the acceptance of such a claim would place
him.  Resumption of recording, both for consumer disks and broadeast
e.'s, will be effectuated befove the first of the year.  Membership pressure
on the AFNT president will not Fe severe enough to force him to accept
less than he has deaided, in advance, until 1949,

I'ranseribed music in one-hroadcast per arca and or station e.t.'s will
be permitted even before the first of the year,  Library transcriptions are
one factor that remam in the “maybe™ class.  Petrillo, who has been
fighting the use of consumer disks for broadeasting s m an untenable
position should he permit library recordings for stations without some
'-|"n1-l| consideration.

Please twrn to page 22
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IT'S EASY,
IF YOU

KNOW HOW!

IF we should try to operate a station m, say, New England

we'd make a ternific flop. We don’t “know” New England

7
/

But for 23 years we native Southerners at KWKH have worked
hard to know evervthing about our listeners’ preferences,
this area. We've built a near-perfect KNOW-HOW n this
area. The result 1s that KWKH i1s TOPS m this area.

Of all CBS staticns covered by the Hooper Station Listening

Indexes in the U. S, for example, KWKH rates 10th in t
morning, 9th in the evening. May we send you the res
the evidence?

Texas

SHREVEPORT § LOUISIANA |

50,000 Watts ¢ CBS o ¥ Setshust Compisy Arkansas
' Mississippi

}{l'l'l.[‘. [\i.i'. Creneral Manager
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[PeSe (Continued from page 20

It's safe to plan transcribed musical programs after the first of the
vear. No matter how much conversation is made on the subject, the ban
will be over by that time.

(See "Cut-Ins Produce Sales . . . and Problems Too,"

p. S. SPONSOR, March 1947, page 34) Are any new
national network advertisers selling via cut-ins?

I'he Kaiser-Frazer Corporation, now one of radio’s big-time advertisers,

is the latest advertiser to tie m its local deazlers through *lacal identifica-

tions" or cut-ins, K-IF dealers will plug the new 1949 line in cut-ins heard

on The Adventures of the Thin Man, one of two (the other: Guy Lombarde)

[ ] CAROIJNA REVEILLE airshows recently placed by K-F on Mutual.
® MUSIC FOH THE MRS. - I.ikc_ other l\lnlu."r_l I:ld\.;‘-r(i:crs \\'h;-‘{n;v u_a'i;:;_':rrmrinn rul:liln]-l'l shn_\'.'l.k
cen-timers, Inc. with Teentimers Club and Trimount Clothes with
® PIEB MONT FARM PROGRAM Sherlock Holmes, etc.), K-F {eels that the cut-in commercial, in which the
neme ol the local dealer receives a plug in the market he is serving will, do
' much to increase dealer cooperation and support to K-F's naticnal

Pll.ls NBC'S advertising.

PARADE OF STAR K-F expects to control the use of these cut-ins carefully, since the
N ORK SHOWS dealer outlets are closely cornected with K-F, They do not want to run
ETW the risk of having air copy inserted into their shows which is not in keeping
with the general tone of the network commercials. K-F and its agency,

Williem H, Weintraub, are fully aware of the negative results that can
Al_l nN w J A“"F" come from poorly-handled cut-ins.

The cut-in commercial can increase the flexibility of network radio,

THE STATIONS WHICH K-F feels, but it works only when it is closely supervised.
SATURATE
NORTH CAROLINA’S

GOLDEN TRIANGLE /f vour SALES MESSAGES are on

WINSTON-
SALEN GREENSBORO

No. 1 MARKET
IN THE
SOUTH'S No. 1 STATE

CHATTANOOGA

ws J s You are enjoying the PLUS of
@ winsTon-saLem @ w n P 0 'm

NBC

AFFILIATE AHiliated with National Representatives
Represanted by NBC HEADLEY-REED CO.
MEADLEY-REED COMPANY
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e Vo one of the folks who've been |n|)’i11;:
Yacific Coast Network coverage on the hasis ofa plis mar-
ket that—in reality—doesn’t exist atall? Isnvita lile ke
paying for the hole in the donghnut. .. and isn’t it time
you asked yoursellf how much that hole is costing you?

all e an ABC representative who has the wiore
story on Pacific Coast network coverage . hecanse we
think its a darned shame for anvone to pay extea for the
hole in the donghnut. You'll learn some astonishing
truth= on the 1.'|'Jm|r|¢_‘l|: picture.

NOVEMBER 1948

roadcast Measurement Burean studies—on a
highly impartial basis— prove that cach of the four net-

works on the Pacific Coast has at least 90% coverage

of

the entire market (ABC has 95%) ... whether it's hule

Lemoncove in the Sequoias’ shadow. or big Long Beach.

AbC

FULL COVERAGE. .. In eonnties where BMB penetration is
5% or hetters and by virtue of improved Lacilities, 9179 of s
Pacihe Coast radio famhes (919 of its retail sales) are reached
]I‘\' \B(C.

INCREASING AUDIENCE...Every month ABC Pacific is a
Lietter hu‘\ than thus month Liefore. \verage ey cmng li'"!]n'r- ire
now 37% over 19152 and morning ABC Pacilie has been thie wp
Hooper coast network for 10 out of the Tast 12 nonths,

PROMOTION ... No other network cons=istently hacks it= pro-

gram= with the intense promotion showman=hip thar wakes
ABG = programs= talked about and listened to. Gool ratings
depend on goold <hows. but ABC does give vou the coverage and
the promotion that hielp= hoost Hoopers,

AVAILABILUTTES . ABC sull offers extremely wortliw hile

Pacilic: Coast availabilities ipchaling: 9:00-9:30 pom Sundas.

G:30-T200 pom. Thorsday, T:00-7:30 pan. Saturday.

LOWER COST.. . ABC bring= you all this at a co<t per thou-
sund radio families as low or lower than am other Pacilie net-

work. Mo wonder we sayv—whether vou're un g Coast network
or intend 1o bee talk o AR,

ABG PAGIFIC NETWORK

NEW YORK: 30 Rockefeller Plaza » Clrele 7-53700
DETROLIT: 1700 Stroh Building 26 « CIlerry 8321
CHTCAGE: Merchandise Mart Builling - DElaware | 900
LOS ANGELES: 6363 Sunset Boulevard - HU dson 2.5111
SAN FRANCISCO: 155 \lulll;ﬁllllln'l'_\ street N Lirook 205 H

On the coast you cant get away from
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( v RECEPTIONIST -

There’s a lot more to it than this...

In fact, there's a complete story behind this picture. The man is a
Weed & Company representative. He's almost always welcome
wherever he goes . . . Why? There’s a lot to it that doesn't show
in a receptionist’s friendly smile.

There's training and timing, associations and experience . .
There's a lot of knowledge backed up by a lot more hard work.
Basically . . . there’s the fact that he never wastes time.

He means business . . . he talks business.

He knows specific markets like the back of his hand
and he talks effective coverage in them. He £nows
how to get maximum results from every penny you spend
for adverusing . . . he rulks Spot Radio.

Spot Radio 1s a highly complicated as well as a highly profitable
medium. The expert knowledge required to use it correctly makes
Weed and Company service indispensable to any radio advertiser.

W ‘ ‘ d radio station representatives

new york boston: * chicageo #* dettoirs

ad 1 (J. C O1In 1) d 11 y san francisco . actlanta . hollywood
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STATION
MANAGERN
LAMENT

PART FIVE

OF A SERIES

Too few advertisers

Kunow the stations they buy

Too few timebuyers, account executives, and adver-

(75N tising managers know the stations they buy. That

more than any other lament is a major gripe of
station managements. Station managers not only complain
that network sponsors have very little idea of the stations that
make up their networks, but they also complain that buyers of
announcements and selecting programs fail to get even a sketchy
idea of the individual stations on which they buy time. Each
station differs in some manner from most other stations. One
management is very promotion-minded, another is program-
minded, and still a third is merchandising-minded.

Seldom does a station place promotion, merchandising, ard
programing on an ecqual basis, Frequently local conditions
force broadcasteis to stress one factor above another. If a
station is allicd with or owned by a newspaper, publicity, which
is considered part of promation, comes to the station naturally
through intro-organizational deals. This enables the station
managenmient to go further into merchandising and sometimies
local programing. In other cases where local newspapers are
anti-radio, management is forced to promote all the time, o
fight the local papers rather than to expect them to cooperate
in publicity and promation.

Station management is human.  Thus when one exccutive
has come up through program operations. he's frequently show
conscious.  Another manager has come up through enginecring
and he's generally found checking the quality of the signal
strength of the station. When a sales executive of a station

Excerpts from typical letters of station managers indicate that gripes
differ very little from station to station but that they are real aches




Problems with sponsors

D]

2
N

Problems with agencies

Problems with broadeast industry

Fesw advertisers ninder=tand the broadea<t medium

A =ponsors want continuon~ promotion for their
prosritis

\lthough all broadeastine i< local. fesw adyvertisers in-
clhide indoctrination of <tation= in their pre-hroadeast
plans

spon=ar~ [ail 1o realize that <tations do nol. as networks
do. permit <unmer hiatus=e~ in ~chedules

Too muny advertisers demand their ageneies buy thme
ll.\ power of =tation=

spon=or- feel that network broadeasting is alvway= the
ultimate in radio

Too many advertisers place their schedules and then
expeet miracles to happen all by themsehes

Timebusing i= mo=tly ba=ed on old book larnin®
\eencies are beset with Hooperating-itis

The Madi=on Avenue N Y. and North Michigzan
Vvenue Chicazo ivory towers don’t permit nationwide
obhsermvalion

Oser 60", of timebuay ers are clerks
Account executives have little contaet with adyertising

in operation

Local ~tation= with inten=e coverage are ignored for hig
outlets that cover great expanses lightly

Most agencies are neither equipped. nor desirons of
following through. onee a campaign i placed with a
~lalion

Broadeasting i~ con~tantly ~elling it~elf ~hort

Promotion i= too frequently a necessary evil and not an
integral part of air show manship

Muny ~tation representatives have too big a list of
~ltalions
fepresentatives do little real selling

oo few radio=wise mrenr owin =tations

There's oo muech formula thinking and 1eo little
crealive programing

There'= little relation between nonmmber of <tation=
~erving anoarca and the neod=~ of the area
Racio i all tao prone to be embareassed by commercial

S ==

bot there s
nothing wronge with broadea<ting beine g birsiress

Public ~ervice i= part ol a <tation = bu=ines-

Itra=indi=tey coaperation only appears when the in-
ilu=try 1= in trauble

has become station manager, and there
are more sales-trained station managers
than any other kind where they know
a great deal about the broadcasting
business), the station is apt to think of
the sponsor as the court of last appeal.

Thus each station delivers something
diffierent from the next station. The jobs
they do are not based necessarily upon
their resources, but upon the thinking of
the station manager and his executive
staff. It is true that ownership of the
stations have something to do with the
service they render but stations under the
same ownership run the complete gamut
of sponsor service: from doing practically
nothing to actually obtaining distribution
for a new product. It is therefore vital
that an advertiser realize the service that
is available from the stations he’s using,
whether they be part of a network or out-
lets bought for a selective campaign.

Requests for program promotion by
practically every sponsor or his agency
gripe several station managers. Yet
many times a manager finds himself
having spent thousands ballyhooing a net-
work commercial only to discover next
season that the program he promoted has
moved on to another network and is
actually competing with his station.
There is only one way to be certain that a
program won't shift and that is to check
and see if it's a network-owned package.
A sponsor who buys a network-owned
program is in a position to expect better
than average station promotion of his pro-
aram since the station managers can be
certain that they won't be building an
audience for a program that may move off
their stations.

Many stations pride themselves on the
promotion they do for programs. They go
to considerable expense to make up pro-
motional folders which are sent to account
executives at the agencies. What hap-
pens, staté many station managers, is that
the reports are routed to the publicity
men at the agencies and the timebuyers
seldom see them.

“Maybe it's a little thing but [ blow
my top,” states one station executive,
“when our presentation of a program pro-
motion is acknowledged by a forin post-
card initialed by a publicity man’s secre-
tary.  Why, after we have been impor-
wuned by letters, telegrams, and even
telephone calls. to get out and promote a
program, someone at the agency doesn't
think that it’s
down and write us a letter abour our

important enough to sit

efforts, 1'll never know."'
“Promotion,’” said another station man-
ager while he pounded the desk, “costs

Please turn to page 88

SPONSOR




Most talked of commercial of the year is Texaco's pitchman on the Star Theater (NEC). Authorities feel he'll wear cut welcome within y ear

e expectancy of a TV commercral

e ERATARINGA-  fion can b Y ;
E1 15 ool of o1 JTis ad r ' i 1 * ~
sOome mnnst l." VETTISI nost from the  able figures
becinning.  But without ’ Ghvadtil This .
: : : . ing in T\, reper g <
"llﬂ.lllg(“l .l'("l.""l‘l\ R ; :
o NCSATVE ICUcTh VICW TS L .
< 1dy < S it < < < 2

while others live plus-sound’ selling of the visual air is  conw the bug : e

I | oor thanr LY L [y L
sm Ul I Gases T

on and on SR e i Ve N :
veterin sor owners sy they preter TV peared

commeercials o those of radio.® Howesy

the TV commiercial not stited 1o repeti
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t especially animated, make excellent "billboards™ with which to open and close TV pro-
car Uﬂns, grams. Because viewers are conditioned to picture trademarks, 'billboards" live long

'iv f‘lm advocates contend film is safer but live commercials permit of greater flexibility.
E VS l NBC's Bob Smith (left) displays Polaroid but uses film (right) when selling product-use

1 ﬁ can be repeated time and time. Eclipse Sleep Products' TV short, *'The Beautiful Dreamer,"
Slg" 0 S uses Powers' model, Rosemary Colligan, to sell just before stations say ''good-night”
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the “billboard” type of identification
which open and close either spot or pro-
granm. The public has been conditioned
to accept M-G-M's roaning lion, DPara-
mount’s snow-capped peak and ring of
stars, Warner Brother's shield, Universal-
Intemational’s revolving globe, etc., as
part of 1ts theater fare Sce  these
“house™ ads arc a low-pressure form of
salesmanship, audiences don't complair.
For the TV sponsor, hovse ads do as well.
Here, the billboarding should be confined
to easily-recognized trademarks, with or
without a well-known product slogan
Sometimes it can mclude more.

General Feods ifor Maxwell House
Cofiee) uses a typical animated billboard
on Meet the Press, having used it previ-
ously also on Try and Do [t tboth on
NBC-TV). The opening contains the
essence of the selling principles used later
m the program’s commercials.  In the
commercial proper, the selling is done
“live” about three out of four times
Here, General Foods and their agency,
Benton & Bowles, prefer to take no
chances on viewer fatigue. Even the film
commercial is freshened up periodically
by varving the film and the sales spiel, by
adding a new opening.  But the General
Foods “billboard,” like that of Texaco,
Gulf, Gillette, and many other adver-
Liser s, remains constant.

The straight live commercial 15 the
coasiest commercial to repeat  without
running into the law of diminishing re-
turns. First of all, the live commercial is
usually integrated into the show so
thoroughly that it is dithcult to tell just
where it starts and stops.  Second, it is
casy to vary, becouse a new costume (like
Mirtha Logan’s collection of aprons used
in Swift & Company TV commercials) or




another product from the sponsor's line
(like Gulf's on We the People) adds the
element of freshness necessary.  Third,
since it is not on film, thus not “perma-
nent” like an e.t. spot, the live commer-
cial can be done with new copy, new sets,
new pers nalities, and new products with-
out deviatng very far from the basic com-
mercial approach. Some live commer-
cials do tend to fall mito definite patterns
which are hard to vary. A good example
of this is Texaco's pitchman, which will be
hard put to appear fresh once the novelty
of using a canival barker wears off.  One
added factor in using live commercials is
that they can often be of the low-pressure
variety. This is usually the how-to-do-it
type, such as Alma Kitchell's Kelvinator
Kitchen stint in which all the kitchen
gadgetry is Kelvinator-produced, but
used as an unobtrusive backdrop to
Kitchell's ccokery demonstrations.

Many TV advertisers can't use live
commercials. For one thing, they are ex-
pensive. For another, there is always the
risk in live product demonstrations that
something will go wrong. In certain
types of programing sports, news and
special events, spot campaigrs, etc.
it is impractical to use live talent for
commercials.

A good deal depends, in the repetition
of film commercials, on the content and
treatment of the commercial. TV film
commeicials overly heavy on selling, or
which resort to the irritant technique,
have a short life in terms of their effective-
ness on viewers. The “cute" commercial
(of which more will be said later) is
another thing which can be extremely
effective the first few times it is seen and
then, like a twice-told joke, begin to lose

(Please turn to page 64)

“How to”" commercials have a low fatigue factor

A kitchen is always background as Martha Logan, on the Lanny Ross Show, sells Swift products

-1-‘-—"

A new apron, a new dish,and Martha Logan is on another telecast for Swift & Co.over NBC-TV




The Cu

§ Colgate-Palmalive-eet (Cru-
: v sellas & Cino o spends §1,500,-
000 of ns $2,000,000 Cuban advertising
budger in radio. The second great soap
corporation i the Cuban market, Procter
& Gamble (Sabates, S. A.), spends nearly
S1,000,000 of \'l 500,000 budget on the
air. If the U, S, parent companies were
to spend at 1[1&' same ratio for broadcast-
ing in the States, CPP would be spending
$42,000,000 and P&G $28,000,000.

These two organizations buy hours at
a time on both Cuban networks, CMQ
and RHC.* They have adopted the day-
time soap-opera formula for their Latin
American  audiences.  Dramatic strips
(novelas) swarm all over the network
schedules. Unlike in the U, S., the emo-
tional escapades can be heard both day and
night, with the number one heart tugger,
The Right to Be Born, achieving the amaz-
ing audience rating of 41 (in the Cuban
cquivalent of the Hooperatings). Al
though CPP* and P&GC introduced day-

time serials to the island, The Right to Be
I)

allocate

Born is sponsored by Bestove Products
for Kresto, a llemo-tvpe product.

Cuba is a radioammded nation. s
44,128 square miles is less than that of
Louisiana (45,523) ver it has 84 AM and
16 shortwave  transmitters  while  the
Pelican State has 37 AM stations and no
short wave outlets, Shipments of radio
receivers lrom the States 1o Cuba are
sand o be greater than shipments to all
the Contral American nations combined.

Cuba's pnpul:l[il-n is over 5.000,000,
and with slightly more than hve persons
per family this means a little less than
1,000,000 houscholds on the  island.
Although the last report 11940) indicated
that only one out of four familics owned
ne or more radio Il.'t't'l'\‘l'l‘\‘ it Is o©sti-
mated currently that 477 of all Cuban
houscholds own sets, \\Inlv listening in

30

part tieo of SPONSOR s report on International radio
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fabulous snms for Island radio -

the UL S. AL runs from a daytime summer
low of 1.79 listeners per listening set to a
midwinter high of 3.2 for certain high-
appeal pibgrams, estimated listeners per
set in Cuba run from a daytime low of
2.1 1o a nighttime high of 4.2, figures that
resemble TV viewing indices. There are
fewer radio homes, percentage-wise, in
Cuba but more ears gather around cach
receiver. There is a hedge on the listen-
ers-per-listening-set figures. The better-
than-U. 8. figures are made possible by
the low-income-group set owners. The
well-to-do do not cluster around i receiver
any more than their counterparts in the
48 States.

One great reason for radio’s great
appeal is the low literacy rate, which
hasn't risen a great deal even though
many workers are making three times
what they did in 1941,  Compulsory
education is decreasing the percentage of
the pnpul'itiun who rank subnormal cn
their three r's, but it will take generations
before newspaper readership can hope
to approach a point comparative with
listenership. This is the reason why such
a high percentage of advertising budgets
is plowed into broadcasting and  why
radio is used by practically every manu-
facturer secking mass distribution.

Only 157, of Cuban network broad-
cast adverusing business originates in
the United States, despite the fact that
65 per cent of the advertising is for pro-
ducts rrade-marked in the U. S. A, This
is because the Ul 8. products, with very
few exceptions, are merchindised and
often manufactured by Cuban carpoia-
tions.  Esso products are leaders in the
gas and oil ficld in Cuba, yer it is only
by remote control that Standard Ofl of

New Jersey runs its business in Cuba.
The Esso firm on the island is Standard
Oil of Cuba. Both Crusellas & Cia
(Colgate-Palmolive-Pect) and Sabates,
S. A, (Procter & Gamble) manufacture all
their products locally. Both offer all the
items (some under different trade names)
which the parent companies merchandise
in the States and a number of local pio-
ducts besides. The latter are products
strictly designed to meet competition,
such as Palmolive Toothpaste which hasa
formula conceived to compete with a
local product. The local tooth paste,
Gravi, has developed an amazing follow-
ing on the Island. The leading three
toothpastes, in order of sales are:

Gravi (lucal product)

Colgate

Forhans
and all use broadeasting extensively.
Gravi, which started with s druggist
compounder sampling the interior of
Cuba dooi-to-door, has reached the top
because its developer, a former druggist,
is promotion-minded. He not only uses
the networks but schedules programs on
local stations which cover only their
individual states. On these stations he
uses the equivalent of ULS. hillbillies, At
onc time he decided 1o run contests to
determine the most popular singer of folk
songs on the islaind. Voues required Gravi
carton tops.  In order to make certain
that thz contest sold a number of poten-
tial users on Gravi, cach folk singer's
madrina  (godmother) was urged 1o
campaign  for her  talented  godehild.
Since a Latin godmother does not tiake

MO b sevenm, apd REITC wing, stations o their nel-
works. Culsen netiwork slations do nol wriginale Jri-
wenitnx, they merely act as transmitiers for kev stalion
programs,  Cuban aefivorks oiwn all theie shulions,

While dramatic serials lead rallnil‘paudt on the two networks, in the interior it's native ’

musicians, singers and players of fo

music, who reach and hold Cuban radio audiences' hearts

SPONSOR







Cuba likes Mexican comics Salinsky and Pedro

......
oI

1J.S, watches Cuba, L.te r., Gil Munn (Nunn stations), Sol Taishoff (Broadcasting), and Cal Abraham (NBC)

CMQ's Radiocentre dominates Havana radio scene. Goar Mestre stands before his great new studios
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Dick & Bendi, Argentine gagsters, are teps

v

Blende Caimelina Rossell has rakid [cllcwing

her responsibilities lightly, and since
every child has a large number of god-
parents, the campaigning for votes
became hot and heavy. Actually the god-
mothers turned door-to-door saleswomen
for the product, selling the toothpaste
and getting the carton tops for their
candidates at the same time.

Gravi pushes the fact that it is a Cuban
product, created, developed, and mer-
chandised by Cubans. This has a great
appeal in a nation which has very few
business organizations which are owned
by natives, However, other Cuban pro-
ducts haven't made Gravi's headway for
the simple reason that they haven't had
promotion-minded executives. The door
to sales in Cuba is opened by brozdcast
promotion and the obvious way to reach
the island’s population is via radio for
only this medium  cuts through and
reaches all social strata.

Until 1943 Cuban broadcast advertising
practices were reminiscent of the dark
ages of radio.  With the exception of
Colgate-Palmolive-Peet, which had a
live program on the air, and Standard
0Oil, which has sponsored a Cuban version
of the Esso Reporter since 1937, most
other radio advertising was by announce-
ments. It was not unusual for a station
fand it sull isn't on some local Cuban
stations! to have ten announcements
broadcast back to back. It wasn't o
long ago that time was sold for com-
mercials from five seconds up, and no
attempt was made to standardize com-
mercial time.  Even today the networks,
which have cleaned up their
over-commercialization, deliver only 1215
minutes for a 15-minute program, against
the 1415 minutes which is customary on

most aof

(Please turn to page 99)
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Nine advertising trade publications, meet-
ing at the Hotel Biltmore, New York, on
11 QOctober agreed to a new name for

spot. The term spot, which has taken on a
double and confusing connotation within the
advertising field in recent years, has been
supplanted in its broader sense by selective.

The new term will embrace all broadcast
advertising selected on a market-by-market
basis, whether a spot (announcement) or a
program, whether a football game or a jingle,
whether a transcribed dramatic program or a
regional network broadcast. Selective will
be used both with selective radio and
selective television

QOver the years the word spot, which will
be continued solely as a designation for
announcements, has increasingly grown to

represent the announcement phase of broad-
cast advertising to the great majority of
account executives, advertising managers, and
top executives of advertising firms. Time-
buyers, station representatives, and station
personnel, however, have also used it inter-
changeably as a general term comparable to
the term network. Substitution of selective
as the general term will eliminate the con-
fusion.

Publications who have agreed to the
change are Advertising Age, Advertising &
Selling, Printers' Ink, Radio Daily, Rora-
baugh Report, Sales Management, Sponsor,
The Advertiser, and Variety. Radio Daily
and Advertising Age began using the word
selective as a replacement for spot several
months ago.

trade magazines

W
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The $100 first prize winner in SPONSOR's
“New Name for Spot” contest is Ray D.
Williams of station W]JHL, Johnson City,
Tennessee. His award, for the name
“National Selective,” is on the way to him.
Instead of the ten other awards planned
by sronsor, 24 are being made because
that number of readers submitted entries
bearing at least one of the 12 names voted
by the committee of judges as being
worthy of an award. All the entries bear-
ing one of the top names and which were
postmarked on or before midnight 8
August win a bound copy of volume one
of sronsor.  Entries postmarked after 8

(Please turn to page 81)

THE WINNERS IN SPONSOR'S "NEW NAME FOR SPOT" COMPETITION

First Prize
Winner Name
RAY D, WILLIAMS NATIONAL SELECTIVE
WAL, Johnson Cily, Tennessee

Honorary Mentions
FAUL TIEMER
Panl H, Ruvmer Co,, New York
CHARLES . WRIGHE SELECTIVE
Fedrral Advertising Ageney, Ine, New York
KRIRDY CHANDLER SELECTIVE
Awmwerican Hroadeasting Co., New YVork
JANMES M, GRIFFIIN
KSER, Pillsburg, Karnsos
OB MelRANEY SELECTIVE
Mid South Network, Colwmbis, Mississippi

SELECTIVE

SELECTIVE

NOVEMBER 1948

K. 1L, SUTHERLAND
Hilt § Knoalton, Tae. NVew York

WELLS 1L BARANETT

SELECTIVE

M-1i-M
(MARKRET-BY-MARKRET

Westion-Barnett, Inc,, Waterlon, fowrn

. W MeFADYENS SO
Nabworiel Hrocadeusting Co.,, New Veork
W, v\, FONMEROY nrwer

WILS, Lanxing, Michigun
MARK k. PINREIRM AN
Recehbiold Chemienls, e, Detroit
JOE COORK PFATTERNED RAaDIo
ASTI, Minneapolis
0. BARD
Weed €., Buston
Fo L WIS G0N SELECTIVE ARREA
Titernntioned Sileer Co,, Meeiden, Connecticul

FOUALIZED

PATTERNED RADIO

WILLIAM ILRINES

WESH, Porthend, Maine

N RORABAL G

N € Roraliugh Co,, Neie York
JAMES F. BROW S

WRHEM, Chionge

RALF BRENT

WOYN-FM, Vew York
HENRY Z, UNGER

WPIK, Alerandew, Virginin

AL TANGER
Wi, Hoston

DBIRECTER

MARKET R0

MARKET Ry

MARKRET A0

MARKET RAvino

MARKRET RADIO

THOW ARD W MEAVCLE FLECTIVE
WA, W heeling, West Virgirein

o TiUsLow SELECAST
Carning Ciloxs Waorks, Corning, Newr York

FIRASNK I, REMT LAaMOAL RO

Vet York
LAHCAL IEA

Crnpton Advertininy, e
TUCKER SOy
Curngptiry Advertising, fne

HAY G STREETER
The Carev Sall Co. Hatelinson

Ve York

LOCAL iAo
Kutiniere
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PICTURE STORY OF THE. MONTH |

A & |

THE PROGRAM : County Fair

THREE WAY

6 00T Dublic service on commercial
ae « programs doesn’t have to be
\ parswoomte | stodgy, doesn’t have to be heavy handed.

_ 3""{:’ = : It can be good entertainment. It can be
h:’_-_!ﬁ"{-"-’_‘ ” pood business. Borden's current publi-
P o "_" b ' cizing nl'__hlninr Achievement’s  Junior

e & O ' County Fairs is not only good public
, service but it is building direct sales and
good will not only for Borden's and its
many products, but for the entire milk
industry.

The national Junior Achievement or-
ganization is dedicated to the furthering
of the “free enterprise” way of life by
helping groups of youths set themselves
up in business as regular corporations.
a number of teen-agers have a product or
service that they think they can sel, local
JA chapters help them incorporate, rase
money, and set themselves up in business
JA corporations are formed at the rate of
several hundreds a month. A sizable
number have been formed this fall to
stage Junior County Fairs.  They differ

2 - mtrmjuctin" of idea was made nationwide by mc Win Elliott of "County Fair''., He re- Ly Statiﬂﬂs get into act when local JA groups

ceived a briefing from Junior Achievement members to make him sound real JA tween Borden-Finch Farms execu-




[E-

from regular JA corporations only in that
they are of short life (three months).

Although Borden's was sold the idea of L

-‘-
I_ Ty,

helping JA as a public service, the cam- was sold by Hal Davis, Kenyon & Eckhardt publicist, and Jim Keeney, Junior Achieve-
paign is perfectly tied-in with its County ] % 'd ment press agent (above left). S. Bayard Colgate, Colgate-Palmolive-Peet, and Ben
I Ba Duffy, BBD&O, seated above right, lend their blessing. Bill Paley, CBS (third from left

Fair broadcast on CBS and its products,
County fairs are associated in most minds
with dairy products and that's what
Borden's has to sell. There doesn't have
to be any hard hitting advertising to
associate the two in the consumer mind.

As a final mental association, the JA
group producing the best Junior County
Fair wins one broadcast of the County
Fair network program [rom its home town
and under the winner's auspices.

From beginning to end, Borden's,
County Fair, and Junior Achievement are
in the act equally. Nevertheless it might
have been difficult to sell the idea to
Borden's if its Harold W. Comford, Ben
Duffy (BBD&0), and S. Bayard Colgate
weren't members of JA's national com-
mittee. A friend at court helps.

below), is impressed. Stu Peabody and Henry Schachte, Borden's, okay campaign

heir entries. Group is conference in Dayton be- 4 = 1 t f I is sold on cooperating with JA's and Borden's by Achievement members and
WHIO management, K&E's Landon, and JA's p["n -0 'Sﬂ e their parents. Mother buys milk while daughter sells JA stock to storekeeper




th Atlanta J Achi helding cok i . ia'e 1 as St, Louis ts the Bord i
5= untler way 2t Junier Achierys holdint skt avsions '+ ElSioS In abt f bt 2 B e A e

. 17p i -to- L Fair" ted
UL LT Ay oot el v

group producing most successful Junior County Fair




What do vou Know
LIVING HABITY:

L
Y

ahout

Yoell method helps

sponsors nnderstand listeners at work and play

Babies even cry on schedule!
People’s living habits  are
generally relentless.

But relentless or not living habits can
be put to work for buyers of broadcast
advertising. Daily routines govern with
uncanny accuracy the size of audience to
certain types of programs. They deeply
influence the quality of listening to those
programs. And listening habits influence
buying habits.

This theory underlies the thinking of

William A. Yoell, who heads the market,
media, and opinion research activities of
William A. Yoell, Inc. This approach to
radio programing and commercials was
evolved by Yoell while punching door-
bells for more than four vears for adver-
tisers and agencies.

The practical application of Yoell's
“living habits” to radio and TV advertis-
ing is emerging from the experimental

stage. His theories have already de-
veloped a new concept of radio and video
selling for a number of advertisers.

A comerstone of Yoell's
method is what he calls Camera Action
interviewing. It's a new type of depth
interview* he pioneered and standardized

researcher

(Please turn to page 48)

*Diepth inlervivwing is o psvehological formm of research
through which the respondent! ex fuken sfep by
ortginl slomlas fo final purchase or wclion.

sleps from

Heavy housework rednces recognition of conversation-type programs

What =

listeners —
are doing _|

D Misc, "
Light
Housework
Heovy
Housework

Eating

% that can
identify
character
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program
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POWERED, SMOOTH-AS-SILK, TOP-NOTCH RADIO ENTERTAINMENT

SUOT IN THE ARM ...... o......

accomplishes it with radio and ""The Fat Man™

B It was January, 1947, Norwich products and
E b trade names were firmly established,  Net sales

s for the pre vear had topped a profitablc
10,000,000, The adverusmg was pulling T'he sales force
was doing a good jot But something was missing from the
selling strategy of the Norwich Pharmacal Company,

I'rue, sales of the familiar family of Norwich consumer

preducts were holding up well with drug customers, the
mafority of whem were steady buyers. But there were many
ireas, particularly in nenmetropolitan centers and certain
ireas of the country (parts of New England and the South)
where sales were weak., The biggest sales problem lay m the

il yearly sales curve which wandered up and down, as it
had for decades, as druggists and public alike did therr buying
in spurts.  Seme Norwich products, like Pepto-Bismol, had a
Other

products m the line, like Unguentine, had both summer and

summer peak due to unwise vacation-time eating.
winter peaks.  The problem was a real one to the sales forc
vhio were busy taking orders for part of the yvear and scratch-
ing around for business the rest of the tune.  This situation
had gone on for so long that Norwich had about given up hopc
of domng anything about 1t

EVOLUTION TO SPONSORSHIP

FOUR BRAND-NEW, WIRED-FOR-LISTENERS RADIO SHOWS

PRODUCED AND PROGRAMMED BY ABC FOR CONTINUOUS RADIO LISTENING

MONDAY NIGHT

MeHT

OF STHRS

On Your Station

ONE OF FOUR HOPEFULS

P,
x U
gy ™ gy
'y

"
LU ity R TTN

»1 DEAL IN CRIME’

el Lars and TR

IR

The advertising was another problem directly related to
selling
vertising, at that time spht roughly 75 -25"
zines and newspapers on a budget of $1,250,000,

Much of Norwich's sales were traceable to their ad-
between maga-
Like the
seasonal trends i Norwich business, the advertising was also
Norwich felt then, and still
But it was, to a

largely unchanged for vears
does, that its advertising produced results.
large degree, marking time.

Its greatest shortcomings were felt in January 1947, in the
reaction of the sales force itself, rather than in the over-the-
counter sales

Notwich differs from the great majority of drug firms in its
lts products are not “jobbed,” but arc
Each

man services about 300 drugstores directly, and the relation-

selling tactics.

handled almost entirely by its own sales force of 150.

ship between salesman and druggist is on a personal, friendly,
conversational basis. Shipments of Norwich products are
made from Norwich New York, Norwich
N. Y.), Chicago, San Francisco, Atlanta, Dallas, and Port-
land (Ore.), with Norwich sales offices in each of these cities
except Portland.  Thus, every member of the Norwich sales
force regards himself as a “traveling ambassador™ of the firm.

warchouses

DON'T

PAshifiy Mimmprry

4 r‘r H‘Hu

LTI

every Fruda' nghl

an evening of grand entertainment

yirrerg casst
Justere Rdes The Avmsary

THE FAT MAN ... .. ...
Heasy Detestioe Dig=s

THIS IS YOUR FBI - e e e e e
Actua! Cave Hasteies

BREAK THE BANK < c c e e e e - ==
Aydenir Padtitipalinn Shas

THE SHERWFF - .oc.- -
A coundwp ol Lasghy & Thelly
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Marry Wamer s Spars Nesy
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Blow by-Blo= Fight Devinprion

S<xeer Tunen 1o 0000

WXXX

NOW. IN BIG COMPANY

THE LONE RANGER . . .« e ccceeea

BOXING BOUY w e ccccceaccacae =

TOUCH THAT DIAL*

IT'S FRIDAY NIGHT ON WXXX

Rivet your dial to your local ABC Station

and you're set for
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In January of 1947 the salesmen found their job getting
tougher. The retail drug business was exceeding even 1946
sales, but druggists were making drastic reductions in over-
extended inventories.  They were selling but not buying.

When a Norwich salesman started to talk about Norwich
advertising to a druggist, and to show him copies of ads, the
result was nearly always passive.  Druggists were well aware
of the magazine and newspaper advertisements Norwich had
been doing. They asked: “So what?” and the salesman was
back where he started.

What was needed, Norwich began to suspect i the closing
months of 1946, was a change of pace some advertising
vehicle or medium which would give the sales force something
to promote, a talking point with druggists. And while the
resolve to find a new vehicle grew in the minds of Norwich ad
men and their agency, Lawrence C. Gumbinner Advertising,
it began to look more and more as if broadcasting might be
the answer.

Of one thing Norwich was sure.  If they tried radio, they
weren't going to rush in and buy the first program that
came along. They had been in radio before. As ecarly as
1930, they had been placing a transcribed musical program,
The Unguentine Show, in 15 markets. After a 13-week run,
nothing much happened. A sample offer of Unguentine
had pulled heavily, but the radio campaign didn't last
long enough to make the sampling success pay off. There
was no air advertising to remind listeners to continue to
use the product.

After that, they'd stayed out of radio for several years
The next Norwich product, Pepto-Bismol, was introduced
successfully in 1935 with magazine advertising, no radio
being used. However, in 1938 Norwich started a cycle
of selective announcements which lasted until 1941, using
6-12 announcements a week 40 weeks a year in 150
markets. Announcement results were fair

( Please turn to page 74)

WEIGHT CHART FOR THE FAT MAN:
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HE MAR AFN MAY Jusl JiY AUD SEPT T MOV RIC

C. E, HOOFER RATINGS

eerybady laew “The I " Dashiell Hommen Mung % . -
e ¥ by I M Myt ol st : Trade advertising was used to call attention to the steady

tha o0 Thet it #4tis heavy advartiong hots mork iy =aight s growth of the Hooperatings of "The Fat Man." It was this
.‘.,:d: I..:..h.- e e e Tl e it : steadily increasing audience, month by month, which called the
il Raghosh i program to the attention of Paul Gumbinner of Norwich's adver-
THN Retwitn TRASRACAL COMPANT = mENWICH M F e tising agency and finally clinched its sale. When a program

triples its audience in one year, from 3.4 to 10.8, and is
low cost, $4,500, it's usually a worth while buy and delivers.

BROADCAST COAST TO COAST

EVERY FRIDAY NIGHT « ABC NETWORK
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Relioton learns
(0 use the

Night hours and prestige methods

improve paid religions broadeasts

(..

= broadcast lactor for years,

' Though religion has been a

nly within the last four years have re-
ligious bodies begun to use commercial
religious broadcasting to bring people
into the church.

Not that millions of listeners haven't
been reached and millions of dollars
raised through sponsored religious broad-
Dollar-wise, broadcast religion is
Spiritually, in
the main, it has failed to deepen the
religious convictions of the vast number

Casts

an important  business.

of American people.

A product advertising over the air is
seldom sold by the station over which the
program is heard, The listener must go
to the store for it. With religion which is
advertised over the air, the test cannot
be the number of listeners, the mail pull,
or the money that is sent in, but the

resulting use of religion.  The people

Bishop Sherrilland Walter Abelinterviewed at "GreatPlays' opening

must attest their conviction of the worth
of religion, and publicly demonstrate it,
by going to church and or practicing in
their daily living the rules which pre-
eminently promote peace and good-will
among men.

Sponsored 1eligious radio, until the
last four years, has been mainly the instru-
ment of religious sponsors outside of
recognized denominational and interde-
nominational bodies. Of the 255 denomina-
tions in the United States, 200 represent
only 297 of the church population.
The majority of paying religious broad-
casters do I‘Ill[:l:l” within even the latter
29%.

Broadcast religion, by an overwhelm-
ing majority, has been a story of pulpits
with radio congregations only, with no
church buildings as places of worship and
no localized congregation. No minister

calls upon communicants, no wedding,

¥

Stars like Loretta Young aid Father Peyton

burial, or charitable seivices are per-
formed for the money received. Yet
these same religious organizations receive
the majority of the nearly $200,000,000
sent in by listeners each year.

Religion spends more money for air
time vearly than any commercial pro-
duct except soap. Approximately $2,500,-
000 was spent on the Mutual Network in
1947 for such time, and this represents a
small fraction of the money spent on
independent  stations  throughout the
nation (many a 250-watt station depends
on religious programs for running ex-
penses). It is estimated that Charles E.
Fuller who conducts the Pilgrim Hour
from the Los Angeles Auditorium over
160 stations and the Old
Revival Howr over 260 stations spent
$4,500,000 on radio in 1946,

Whatever the merits of their messages,
one fact stands out with respect to the

Christian Science Monitor's Erwin D. Canham specializing in good reporting

Fashioned




In the heart of Chicago a painted signboard proclaims the theme of Father Peyton's Mutval network '“Family Theater'’ heard on WGN locally

majority of those broadcasting religious
programs -no accounting is required of
them for funds received from listeners,
either to their contributors or to any re-
cognized national church body.

While old commercial and sustaining
religious programs brought the church to
the people via the air waves, the new
type of commercially broadcast religion
is bending its efforts to bring people back
to church. The old broadcasts were pre-
dicated on the proposition that if the
people wouldn’t go to church, the church
would come to the people. This was fine
in theory, and in practice served, and
still serves, shut-ins and the geographic-
ally isolated. But by and large com-
mercial religious broadcasting did not
reach listeners affiliated with any recog-
nized church body. Listeners reached
by the message more often than not had
no church to repair to; the minister they
heard was a shepherd of a radio congre-
gation only. Where church services were
aired by recognized religious bodies, the
influence was to a great degree negative,
for it encouraged stay-at-home worship
which required only the wm of the dial
for attendance, and no contribution to
the collection plate. The falling off of
church attendance has been a serious
problem of the postwar church,

The new trend in commercial religious
broadcasting is most markedly signalized
by the fact that the sponsors do not
solicit funds over the air from the audi-
ence at large. Radio time and produc-
tion costs are paid for by contributions
from their members.

NOVEMBER 1948

The Family that Prays Togethe
~ Stays Together

The Protestant Episcopal Church’s
program Great Scenes From Great Plays is
the newest experiment in sponsored re-
ligious programing. This is the first time
that a program representing the entire
Episcopal Church membership has gone
on the air. The half-hour weekly pro-
gram premiered Cyrano de Bergerac,
with Walter Hampden, on 1 October.
It is heard by electrical transcription on
the entire Mutual network of approxi-
mately 500 stations, plus 300 local sta-
tions in areas not by MBS,
This  nighttime sponsored religious
broadcast, the first ever to be taken by a
network, is aired on Fridays (8 p.m,,
EST and MST; 7 p.m., CST and PST).

During the first four wecks, scenes have
been broadcast from such other plays
as The Corn is Green with Jane Cowl;
The Barreits of Wimpale Sireet, with
Basil Rathbone and Bea Straight; and
Dark Victory, with Celeste Holm and
Walter Abel. These will be followed by
On Borrowed Time, Boris Karloff and
Parker Fennelly; Little Women, Joan and
Betty Caulfield; Tale of Two Cities, with
Brian Aherne; and The Enchanted Cottage,
with Gene Tierney. The plays are top
theater, and the actors, all members of the
Episcopal Actors Guild, are headliners.
Earl McGill directs the shows, and Walter
Hampden acts as permanent host

The program series, which it is esti-
mated will cost $2,000,000 a vear, has
been guaranteed for the balance of
1948. Last fall a test appeal, with no
advance promotion, was made to the
Episcopal dioceses for funds, and enough

covered

rﬁ THEATRE

IweN

830RPM.S

was raised for the first 13 weeks of the
present series. This year a strong pro-
motion will be made this month in all
parishes. The Episcopal Church can-
vasses all its members every fall in what
is called an Every Member Canvass.
This year, as last, the members will
be asked to add 37, to their annual
general contribution, for radio. The
expectation of the National Council is
high, for a tour by Director of Pro-
motion Robert Jordon through the cight
administrative provinces of the Church,
in which Bishops and promotion leaders
heard the Cyrano transcription, met with
enthusiastic response. Presiding Bishop
Henry Knox Sherrill made four 15-
minute appeals (to fit the four time zones)
last 29 February for funds for an Episco-
pal world relief fund, and by 1 August
contributions totaled $1,360,000 and
are still coming in.

The radio series is being heavily pro-
moted. Over 5,000 Episcopal clergymen
and promotion chairmen at the parish
and diocesan levels have received pro-
motion packets, These contain suggested
announcements to be made the
altar during the announcement pericd

from
each Sunday. They also contain sug-
gestions for building listenership among
members by means of organized telephone
groups, invitations to listen at home,
reminders of coming programs at church
meetings, and notices in parish bulletins

The “commercial” in program
comes in the last two and a half minutes.

each

(Please turn to page 70)
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Indicative of the great market represented by farmers and their families is this 25,000 who turned out to see 8 WLS (Chicago) antiweed demonstration

How to sell
prosperous farmers

Department of Agriculture survey. reveals
that suceesstul farmers listen

most to radio’s rural service programs

PART TWO

0OF A SERIES

SO The fact that you talk to
i rural audiences via specialized
farm programs in practically any sec-
tion of the country doesn't mean you
automatically sell your services, your
goods, or your “institution.”

The content and handling of your
commercials, for one thing, can cost you
up to 509; in selling effectiveness, and in
extreme cases much more. Experienced
farm broadcasters have arrived at some
bedrock fundamentals to insure that
their sponsors get the most for their time
on the air. It sometimes happens, never-
theless, that sponsors or agency c¢xecu-
tives are themselves responsible for dras-
tically reducing the potency of their own
commercials.

Do you want to reach the whole farm
family, just the farmer and his wife, o
the wife alone? The time and the type of
program you select depends on your
ANSWer.

Are there any reliable yardsticks an
advertiser can use to identify good farm
programing? What builds listener loy-
alty?  How can commercials be made
more productive? The right answers to
these questions can mean —and  have
meant— the  difference  between  good,
indifferent, or no rewurn av all tor pre-
cious advertising dollars.  Fortunately,
the most successful farm  broadcasters
have provided some good answers.

Early-moming programs are best to

SPONSOR
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Representative of the well-to-do farmer who listens to farm service type programs is this mid-New York State family, resting during their lunch how

reach the whole family on the farm. The
kids are on hand for breakfast —and the
broadcast —before leaving school.
But noon programs generally reach more
farmers and farm wives. The reasons for
this are logical.

The time a farm family gets up in the
morning is governed with surprising
consistency by the kind of farming they
do. A fruit grower, for example, has no
reason to rise at 5:30 a.m., unless he's
harvesting, or tending to some emergency,
and he generally doesn’t. A dairyman,
on the other hand, may be up long before
that. And if it isn't convenient for the
farmer to arrange his moming chores to
catch an early program, or if he thinks
he'll get what he wants from a noon
broadcast —he may skip the early a‘ring.

The noon another matter
Twelve to 1 p.m. will find the overwhelm-
ing majority of all rural folk in the house
for dinner. The typical radio is in the
kitchen or dining room, wherever they
eat, and it's usually on. It's tuned in
most cases to a special farm program,
when a good one is available.

What goes into a “good” farm program
at noon? What important difference is
there in the noon and the early-morning
broadcast?

The special farm broadcast, morning
and noon, almost invariably carries
market and weather reports its most
important fc;:tm'_cs. As reported in the

for

hour is

NOVEMBER 1948
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first part of this article (sroxsor, Octo-
ber) they both may also carry informa-
tion on livestock, crops, soil conscrva-
tion, machinery, labor saving devices,
etc.

This is important to the farm adver
tiser because the more progressive and
businesslike a farmer is, the greater
he makes of such farm information, ac-
cording to the U. S, Department of
Agriculture. Thus the quality of a sta-
tion's farm service becomes, to an im-
portant degree, a measure of the quality
of its farm audience.

Market news is to the farmer what
stock market quotations are to the finan-
cier. The morning reports, with certain
exceptions, are based on trading of the
day before. They indicate the probable
trend for the day,
market reporter can give the day's actual

use

By noon the station's

quotations and trends.

Exceptions are certain important ter-
minal markets like New York, for ex-
ample, where trading develops so early
that by 6:30 am. it's possible for the
radio reporter to have quotations and
trends for the day.

But down in Philadelphia only 84 air-
miles away the market doesn't become
active until 10 or 10:30 a.m., so i that
instance noon would be the
farmer could hear a report on the day's
markets. A New Jersey farmer can rely
on early morning

carliest a

reports to  decide

el _

whether to head his truck to New York
but not to Philadelphia, or even on down
to Baltimore.

Naturally, the kind of produce, the
part of the country, etc., finally determine
the type and currency of the market-
news broadcast.  In New York, for ex-
ample, the fruit and vegetable market is
open from about 12 midnight to 6 a.m.,
so early morning quotations from it may
determine a farmer's harvestung plans for
the day.

Producers of
modities are more immediately interested
in market news than are those dealing
with relatively stable crops.  Neverthe-
S. Department of
Agriculture surveys, the more alert and

“price-sensitive’”  com-

less, according to U,

successful a farmer is, the greater use he
makes of market reports in planning his
operations—when he'll harvese, how hard
he'll push his work, whether to hire extra
help, where he'll market his produce,
when to hl}_\ t‘t'l'\i. (4 ('

Some there's  evidence
that they pull as great a morning farm
audience as they do at noon. But the
USDA's Bureau of Agricultural Econom-
ics survey, based on a national sample
in 1945, revealed that of farm people who

stations feel

hear market reports, 2277 listen i the
early moming while 617, listen during
carly morning, while 619, listen during

the noon hour. Numerous independent

surveys by stations in widely separated
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CKLW CAN
PUT YOUR

PRODUCT OVER

you definitely 36t NAQRE sotes impacts fon tess
ON
50,000 WATTS; SOON! To keep well ahead of the expanding needs of this

fast-growing market . . . to encourage a greater loyalty to public service and to strengthen our already

enviable position with listeners and advertisers alike . . . CKLW will soon broadcast with 50,000

watts. This greater voice will give the Detroit Area's best radio buy a new selling wallop beyond

duplication in this region! Watch for announcements to come!

Guardian Bldg., Detroit 26
J. E. Campeau, President

Adam J. Young, Jr., Inc., Nat’l Rep.
H. N. Stovin & Co., Canadian Rep.

5,000 Watts Day and Night—800 kc.—Mutual Broadcasting System
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As expected, selective radio business in September was up over the
last 12-month average. Greatest increase was noted in Pacific Coast
area with index being 259G higher than the average. New England
and Mid-West continues 1o be off slightly, but not enough to keep
the national trend from continuing up. Only category to show
sizeable increase was Drugs which was twice its August index
average. Food continues to dip showing the greatest loss of any
industry category. The national trend is based upon 235 sponsors
up I8 from August. Inability to obtain guaranteed time due to

Based upon the number of programs and an- political broadcasting has held back business placement until after
nouncement: placed by sponsors with stations T f T e > e P N
and indexed by, Rotabaugh Report on Sels %Iutlon‘b Thc'r? is every 111d|cnt'mn that there will be a solid upsurge
ective Radio Advertising. Reports for, August in selective radio Pk‘lccmcnt durmg November.

'47-July '48B are averaged as a base of 100

Pec cent mm DEC | JAN | FEB | MAR | APR | MAY | JUN | JUL

250 — e b S
200 — ‘ / /% M/?/ %,/‘////
150— /////"/// //// //ﬁ
100: LSESEwINE /STy FESNDTNST) ISV et | B |
50:

Trends by Geographical Arecas 1948-1949 Trends by Industry Classifications 194 8-1949 .

2,280,000 Radio families PP USRS J

11,387,000 Radio familie

sors reporting

,399,000 Radio familie

sors reporting

Sponsors reporting

“For this tolal 8 sponiot ls resarded ax & single corporate entity no matter how many diverse divisions it may include, In the industry reports, however, the tame sponior may
b reported wnder o number of classifications.

" SPONSOR
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BEATS

SPECIAL TRADE PAPER EDITION
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RADIO’S TOUGHEST AUDIENCE CHECK

More Than 10,500 KFRM Listeners
Respond as Mercury Hits 100°

Audience Loyalty Unprecedented

During the two week period from July 25 through
August 7, Station KFRM conducted an audience
contest, resulting in an avalanche of mail from loyal
listeners totaling 10,800 pieces.

Despite flood conditions in the State of Kansas
the first week, of sufficient proportions to isolate

KMBC-KFRM Team
Pioneers in Serving
Vast Trade Area

When KFRM went on the
air last December 7, it was
the first time in history that
the government had permitted
the operation of a broadcast
transmitter a great distance
from the main studios. Over
200 miles of special circuits
connect the transmitter, 10
miles south of Concordia, in
Cloud County, Kansas, with
the KMBC-KFRM studios in
Kansas City.

When Governor Carlson
threw the switeh a new radin
volece for Kansas City's great
trade territory was boru—The
KMBC-KFRM Team.

"The Team,” an entlrely new
radlo term, now is a household
word to millions who depend
on It for the lest rural pro-
gram service, Many members
of the advertsing fraternity
have tested and studied its ef-
fectiveness,

A dream of Arthur B.

Church, founder and president,
has lu.mmw a reality, With
The KMBC-KFRM Team he
has accomplished Kansas City
primary trade area coverage
otherwlse unobtlainahle.
“ Phll Evans, director of
KMBC-KFRM Service Farms,
and assoclate Ken Parsons, are
two of the best livestock and
Agronomy experts on radio to-
day. Tl"u-y deliver practical in-
formation, as does Hob Riley,
Who broadeasts the livestock
markets direct from the Live-
stock Exchange. Home econ-
omist Betty Parker and home-
maker Caroline Ellls asslst in
providing a great home infor-
matlonal service. Frle smith
heads a great news depart-
ment — tops on  “"hometown
headllnes,” too. Sam Mnolen,
rarlilnriscaalr-r. author, is nation-
ally recognized in Lis field.
The KMBC-KFRM Schoolhouse
Programs have repeatedly won
national honors,

The entertainment fleld Is
n:n overlooked, and the KMBC-
KFRM program staff of full-
time professlonal talent Is the
finest Inthe entire middle west,

KFRM has doubled the po-
tentlal llstenlng audlence of
Ereat program - bullding sta-
tlon KMBC. Together, “The
Team" ls enrilching the llves
of the Kansas Clty Trade Ter-
rltory,

NOVEMBER 1948

Kansas Governor
Reports to People
Over Station KFRM

Governor Frank Carlson of
Kansas brings timely “Re-
ports to the People” of the
State each Sunday afternoon
at 1:30 p.m. on KFRM. The
Governor,at KFRM inaugural
ceremonies, stated: “With
| KFRM, the farmers and stock-
men of Kansas have reliable
radio service from the great
Trade capital, Kansas City,”

many communities, and a heat
wave the second week that

|centa;,:e of votes went to the

KFRM features devoted to

sent the mercury up to 100|aopjcultural activities. The

degrees, the letters poured
The KFRM audience in their
response demonstrated a loy-
alty that is unprecedented—
and this in the lowest audience
response season of the vear!

Listeners were invited to
write 50 words or less on *My
Favorite KFRM program is
LA et e NEP Al ST

Every single program on
KFRM received numerous
votes as the favorite. It is sig-
nificant that the largest per-

KFRM Programs Link Rtifal Audienc;
To Trade Center

The KMBC - KFRM Team
brings millions of listeners in
the territory, who look to
Kansas City as their trade
capital, valuable service in the

form of market broadcasts,
grain, poultry and produce
quotations, news and informa-
tional features, and good en-
tertainment.

LT

IDESPRE

Shaded map shows ma

mer contest, together with

L i

P

1 r-wp-:}ﬂgﬂ;qﬁ' F.I\“§ Sum-

KMBC-KFRM contours.

M. ' economic factor of receiving

reliable, up - to - the - minute
market and farm information
(which aids farm families)
was mentioned repeatedly by
contest entrants. “Interesting
presentation of facts” was
praised.

Entertainment groups and
personalities of The KMBC-
KFRM Team received gener-
ous mention, too, indicating
the popularity of the talent
staff. Suchoutstanding enter-
tainment programs as The
Texas Rangers, Dinnerbell
Roundup, Brush Creek Follies,
and Western Roundup, re-
ceived hundreds of first place
votes. '

Quite surprising to the con-
test judges was the fact that
several hundred entrants, al-
though asked to name a single
KFRM program, chose to
write their letter about the
station or the entire list of
programs carried by KFRM.
Many entrants stated quite
frankly that it was somewhat
difficult for them to select a
particular favorite, since in
their opinion, there were nu-
merous programs they con-
sidered outstanding.

This splendid response to
the contest,during a normally
slow season for letter writing,
made further slower by the
handicap of floods and a heat
wave, proves clearly that
KFRM, teamed with KMBC
has won the loyal attention of
millions of listeners in the
Kansas City Trade area and
is performing a vital service
for them.
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“Kitchen Kapers™. a hall-hour “cross-
the-hoard™ morning food quiz, is

another ]Il'lnlllt er!

Examp'e Begun in September. 1917, “Kitchen

I\&l]rl‘l":-“ entered its second year

#8 with 10077 renewal of the uri;:illzll

| ]ulrlit'ip'ltiu: sponsors . . Camdd 11

addiddedd starters !

Woamnt 1o =ell fooad?

Philadelphia
Basic Mutual

L
Represented Nationally

by
EDWARD PETRY & CO.
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LIVING HABITS

Continued from page 37)

while collecting data on living habits for
such organizations as Young & Rubicam,
Batten, Barton, Durstine & Osbom,
Procter & Gamble, and others.

The data Yoell accumulated led him to
a concept of the “disposed audience.”
“Disposed” listeners are distinguished
from other tuners-in as follows:

1. They must be actually in a physical
position to listen.

2. They must be engaged in activities
that permit them to hear the program
(including commercials) with adequate
attention.  (Standards have been worked
out for checking the quality of attention a
listener gives certain type programs while
engaged in various activities.)

3. They must be able to prove they are
listening by identifving certain program
elements.

In addition to enabling a sponsor to
identify specifically that part of an audi-
ence which is disposed to hear his program
and selling messages, Camera Action
studies tell a sponsor how to get more
penetration and appeal in his commer-
cials. Analysis of Yoell developed data
uncovers basic motivations in the use of
products and services. Tobacco, candy,
dry cereals, and railroads are some of the
subjects on which Yoeell's variation of
depth interviewing has revealed facts
vital to advertisers.

Most people’s activities revolve in rigid
patterns around a few fundamental ne-
cessities in the circle of living.  These
bedrock necessities are taking care of
their business, their homes, their lives,
and their relationships  with  others.
There's little room for variation. That's
why planning radio adverusing around
inexorable routines can tum such living
habits into gold.

A national user of daytume radio com-
missioned Yoell to get the facts on the
“disposed” daytime audience in a major
metropolitan market

He leamed that Mrs. Average House-
wife is up at 7:00, gets her husband off to
work about S:(X), sends the ofispring to
school around 8:30, and spends the next
hour (‘tit about 9:30) washing dishes,
wiping the stove, and doing light kitchen
cleaning.  After a second cup of coflee,
she straightens up the house and about
10:00 is ready for the heavy houschold
tasks, such as laundry, scrubbmg, and
heavier cleaning.

The period from about 10:00 to 11:30
is generally reserved for the heavy tasks.

(Please turn to page 52)
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Avervy-Knodel, Inc.

New York Atlanta San I‘rancisco Los Angeles Chicago

s herr nalional 'm// vesenlalires

(///;’(‘A’.ﬁ‘(’ 77 /11(){//’(1/{){7

WNJR

Newark, New Jersey
5000 Watts 1430 Kilocyceles

Reaclio Slalior (/ "the Newwak Neees
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Singin® Sam
the man behind over 200 Successful sales curves

For the sponsor interested in sales. Singin® Sam presents a unique
opportunity. For never in radio’s history has there been a personality
like Sam . . . never before a program series with such an outstanding
record of major sales suceesses unbroken by a single failare.

These are strong statements that ecarry tremendons weight with
prospective program purchasers . . . if supported by facts. And facts
we have in abundanee . . . high Hoopers, econgratulatory letters, ex-
pressions  of real appreeciation by  advertisers themselves, actual
before and after stories backed with the conerete figures,

This 15-minute transeribed program series is the show

you need to produee results. Write, wire, or telephone

TSI for full details. Despite Singin® Sam’s tremendons

popularity and pnll, the show is reasonably priced.

s
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1
singin' Sam—America’s greatest

radio salesman. Assisted by Charlie

Magnante and his orchestra and

the justly famous Mullen Sisters.

Write for information on these TSI show

o limmortal Love Songs

e Westward Hao!

 Your Hymn lor the Day

* Wings of Song

TRANSCRIPTION SALES, INC., !7WestHighst

Springfield, Ohio
Telephone 2-4974

New York—47 West 56th St., Co. 5-1544 Chicago—612 N. Michigan Ave., Superior 3053
Hollywood — 6381 Hollywood Blvd., Hollywood 5600
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C. E. HOOPER
SHARE-OF-AUDIENCE
REPORTS

MORNINGS AFTERNOONS

11"
JUNE-JULY th 13“.I

JULY- AUGUST 8th lth

MAY Fhru SEPTEWBER

SWACHSE Pst| st

Fai FREE & PETERS abour . . .

WEFBL - WFBL-FM

BASIC CBS
IN SYRACUSE ... THE NO. 1 STATION

LIVING HABITS

Continued from page 48)

This holds true throughout the week for
787, of all housewives who listen to the
radio. It's around 2:00 p.m. before most
dialers have completed the heavier tasks
of the day. Routines vary with changes
in the seasons, changes in family composi-
ton, .m|.| J'I-'Iﬂ'.:t"- mn I|‘.It' SOCIO CCONOIMIK
status of the family.

I'be evidence, shown visually in the
chart illustrating this story, boils down to
two principles of utmost importance in
planning radio to reach the most disposed
cars for the least money':

1. When women are doing laundry,
scrubbing floors, taking care of children
and babies, they can not generally follow
conversation programs attentively, (But
they can follow music fairly attentively,)

2. When women are engaged in light
houschold activities, sewing, straighten-
ing up, etc., they can follow conversation

or any type of programs attentively
Yoell found a high correlation between
the ability to identify certain program
clements, such as a character in a con-
versation program, or a specific musical
phrase or title in a music program, and the
ability to remember advertising claims.
This relationship between type of activity
and type of program holds true in prin-
ciple throughout the country, for both
men and women, and for day or night.
The manufacturer underwriting this
particular study received some amazing
figures on the difference between “audi-
ences' generally and a “disposed audi-
Here's an enlightening illustra-

cnce,’
tion:

Twenty-five per cent of the women with
radios tuned to a conversational program
were at the time playing with or watching
the baby or else busy with chores outside
the house! Their radios were in the
living room. Another 8%, whose radios
were also in the living room, were in the
kitchen finishing their laundry

By applying a formula (developed and
owned exclusively by his organization) to
the rescarch data, Yoell can provide a
disposed audience rating that tells an
advertiser how many people actually
heard, or heard and viewed, his com-
mercial.

Camera Action interviewing and analy-
sis of its data, report expericnces that
help build motivations in the use of
|,‘IHL1[I\I‘~ and services. It defines these
motivations. This story in turm gives the
sponsor more productive copy themes for
reaching his prospects.

This type of interview, said to be ex-

(Please turn to page 66)
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A STATEMENT OF
MUTUAL'S POSITION ON
“AUDIENCE BUYING"” AND“GIVEAWAY”PROGRAMS

By EDGAR KOBAK, President, Mutual Broadcasting System

HERE has been widespread misnnderstanding about the
issucs involved in “giveaway™ progrims on the air. The
confusion may be traced to two ]muu]nl factors: (1) incorrect
and loose use of the term “giveaway’ and its application to
two distinctly different types of shows; and (2) the misunder-
standmg arising from the difference in the objectives of the
I'CC on the one hand and the NAB Code on the other.
This statement of Mutual Broadeasting System’s position
15 an attempt to elear the air,

% % *

IMirst, theu, let us consider the confusion in the term “give-
aways.” 'T'here are, as we said, two distict types of programs
involved —one which rewards the listener for histening (or
which “buys™ an andienee) and the other which rewards par-
ticipants in the show—somecone selected from the studio audi-
ence or someone who submits material used m the program. o
clanify this distinction, we suggest these definitions:

a. programs which give away prizes to the radio audience
for the purposc of getting it to listen. Because the usual
device by which this works is the telephone, these might
be termed ¢ ‘telephione-call™ shows;

b. programs which give away prizes to the studio audience
for participation and to persons submitting material for
the shows, and in which the reason for listening is pro-
gram and not prizes. \We might call these “giveaways''—
nmrc.lccur.ltcl}.lhq arc “audience participation’ "shows.

Now as to the difference in the aims and objectives of the
NAB Code and the I'CC. The Code (which becomes ceffee-
tive January 1, 1949) seeks to climmate programs which “buy”
an audicuce. Here is what it says on the subject:

“Any broadcasting designed to ‘buy’ the radio audience, by

requiring it to listen in the hope of reward rather than for

the quality of entertainment should be avoided.”

Obviously, this language needs clarification, because there
15 still considerable disagreement as to what constitutes *buy-
mg" an audience. But we'll come back to this later.

The F'CC's objection, on the other hand, is based on See-
tion 316 of the Communications Act which was deleted as of
September 1. 1945, and rewritten with no substantial change
as Scetion 1304 of the U.S. Criminal Code by the Soth Con-
gress and became cffective September 1. This scetion prolibits
the broadcast of .. _any Jottery, gift enterprise, or similar

scheme .. ."
-4 -] - 3

After consideration of the entire problem, Mutual decided
not to broadeast “andience buying” shows. We made our
stand public and the general and trade press earried the story
on September 1, Tere's the way we look at it.

As members of the NAB, we have subseribed to the Code.
We will hive up to it. We think the provision about “buying
an audience” does not need to be changed, but rather—-clan
ficd and strengthened.

And so, by January 1. we will climinate from our network
any program which we believe “buys’ its audience. One of
our programs has already been taken off the air

On the other hand, shows like our “Queen For A Day”
“Irne Or lalse”, “lake A Number”, “The Better Ilalf
“Onick As A Flash™ will be continued, because, as we sce i,
they come under the program type we defined as “andienc
participation.”

In bricf: we are going to discontinue “audicnec-buying”
sliows because we mtuul t() live up to the Code of our m(ImllL
also, we feel that shows which depend on prizes aud devices to
gain listening, are not good radio and, in the long run, not
good for radio. (We think broadeasting is here to stay!)

k- ® &

Our action was not taken beeanse of the FCC's “entirely -
terpretative” rules which “'do not purport to add to or detract
from the statutory prohibition™ agamst lottery programs.

For one thing, a substantial Imd\ of legal opinion scems
agreed, despite tilt I"'CC, that * h.l(plmm.( I”' shows as such
cannot legally be stopped. There would seem to be confirma-
tion of this in the fact that. although Scction 316 had been m
the Commmmications Act for vears, the 'CC apparently con-
sidered it necessary to write up new rules—just at the time
when the NAB Code is beginning to take cffect.

IFor another thing, we are convineed that we do not ned
the I'CC to tell us broadeasters what is right or wrong with
programming. And. it is our belicf that once the Code 15
operation the FCC may well have “lottery” rules —and no
programs to use them on.

o = %

But now comcs a danger to which we cannot close our cves.

If the industry, reaching the decision that “andience-
buving” programs arc poor & idio, should abandon them, there
may well be no more “telephone-call” shows for the I'CC to
forbid. But it is conceivable that the |1 LL- nay nse the new
rules to move i on “studio giveaway’ " shows, cven though
broadcasters and listeners Imth wartt them. d

To put this in another way: if it is possible, today, for the
I'CC to say “away with giveaways’ —il \nkl be pnmhh tomor
row for the same or .mnthtr T'.-ml_\ to say “‘away with nysieries.
or symphonies, or comics, or drama or documentaries,”

It will e possible, the day after tomorrow, for some group
to say “awav with freedom of the air.”

MUTUAL BROADCASTING SYSTEM

WORLD'S LARGEST NETWORK

A RS R I SN ———— Y,



Mr. Sponsor Asks...

“From which budget should an adyvertiser take

promotional dollars for storecasting—Advertising?

sales promotion? Merchandising?”

Hector J. Hyslop

Associate Advertising Manager
Diamond Crystal-Celonial Salt Division
General Foods Corporation, N. Y.

The
Picked Panel
ANSWErS

Mr. Hyslop

The fact of the
matter is that
Storecast is a rare
and hard-to-classi-
fv bird which re-
fuses to fit neatly
into any known
pigeon hole.

Actually, Store-
cast is advertising;
it is merchandis-
ing; it is sales promotion and then some,

Inasmuch as Storecast transmits com-
meicial announcements to substantial
audiences in the millions, you can call it
“advertising."

Inasmuch as Storecast's audiences are
finely-screened guaranteed audiences of
customers right at the point of sale in
several hundred supermarkets (in addi-
tion to FM home listeners in the metro-
politan Chicago area) you might call us
“advertising —and then some."

Inasmuch as Storecast employs crews
of merchandise men who visit all these
supermarkets biweekly to sce to it that
our sponsors’ products are kept in con-
stant good supply, that they are well dis-
played and stacked in good shelf pesition,
vou can call us “merchandising.”

Inasmuch as Storecast employs other
rescarch crews who inventory all Store-
cast products to determine sales effective-
ness and who maintain a running panel of
product movement for our subscriber's
benefit, you should probably call us
“merchandising and then some."

Inasmuch as Storecast conducts pro-

54

motional eflorts which involve such things
as holiday programs for supermarket per-
sonnel, product demonstrations, produc-
tion and staging of supermarket food
festivals, and so forth, vou can call us
“sales promotion."

Inasmuch as our promotional efforts in-
clude the conditioning of customers with
soothing “music to buy by" and create an
atmosphere which may reduce tension and
fatigue, thereby keeping the customer in
the store a little longer, you might c2ll us
“sales promotion—and then some."”

Storecast is a combination of all of the
above and hence it can’t properly be said
that the advertisers’ dollars should come
from any of the three categories indicated
in your question. The fact is that Store-
cast is a category by itself and at least one
of our subscribers —one of the nation's
largest food advertisers—has already set
up a separate category in its budget
labeled “Storecast.”

As to where money for that separate
category should come from, it is difhicult
to evaluate the exact percentage which
should be paid out of advertising, mer-
chandising, or sales promation.

In a few isolated instances where Store-
cast has sold announcements alone with-
out any of the additional features of mer-
chandising or sales promotion —an an-
nouncement campaign for the world pre-
micre of a movie in Hartford is a case in
point -we figured announcements  at
about 6577 of our established rate. |
would say that the breakdown might be
advertising 6577, merchandising 2577,
and sales promotion 1077,

I wish | could have answered this ques-
tion in fewer words and could have scemed
less vague, but this is not a new problem
to us and to many of the agencies with
which we have dealt, and this is the best
answer we've ever been akle to come up
with.

Incidentally, thanks very much for the
tribute to Storecast in making it appear

in Your question as a good generic word in
lower case. Actually—and please don't
think me stufly for saying it —'Storecast”
is our coined and registered name.

STANLEY JOSELOFF

President

Storecast Corp. of America, N. Y.

The choice be-
tween taking pro-
motional dollars
for storecasting
from advertising,
sales promotion, or
merchandising is
reallv not a three-

ay choice at all.
It's a two-way
choice.

Since few if any advertisers maintain
separate “merchandising budgets ™ the
answer to your question lies in a choice
between charging point-of-sale FM 1adio
operations to either advertising or sales
promotion. From my own experience in
merchandising operations, 1 would say
that it would best be charged to sales
promotion.

There are several good reasons for this.

Fir:t of all, it's the job of the sales de-
partment to see that store stocks keep up
with any increases of purchasing caused
by storecasting. If storecasting is a
function of the advertising department, a
lot of time may be wasted in paper work
and routine before the sales department is
aware of what storecasting is doing at a
store location, or when new storecasting
promotions are due to start. Since the
greatest storecasting impact is in stores,
it is primarily a point-of-sale device.

Secondly, it is just as easy to integrate
storecasting into other point-of-sale pro-
motions as it is to add it to broadcast
schedules.  Displays are usually made up
far in advance, and made so that special,

(Please turn to page 59)
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WHY CBS-TVIS

New Barry Wood TV shov. Places, Phose” .
o Lo the vid .‘---.I- .. .h,., i ‘,..._,\,,,._.
Y ominute job with Bary GReeS TR ADIO DAILY

talent te

fiest young

“Face the Musle,” CBS.TV'
minute across-the-board :Ju"ret- ‘c;z-
Linues as one of the most conslst-
ent high-quality shows on the air
Web has recentiy added much more
production vaiue by providing
songsters Johnny Desmond anc
Sandra Deel with a different set
each night.  While the format is
always the same, the different back-
ground gives the show a new look
for each stanza. Thursday night
;3'_?], for example, Desmond and
Miss Deel featured Latin SOngs
against a Mexican backdrop, while
2& fonz-a-.ng night they sang ro-
mantic ditties against imul
s o E a simulated
l:wn vocallsts demonstrated com-
plete ease before the CAMEras, pro-
Jecling their Ingratiating personal-
ities as niftily as their songs. Tony
Mottola trio backed them excel-
'Ieptly. and the idea of giving Mot.
10l some comedy “business" has
hypoed the show considerabiy. In
ail, it remains a fresh, youthful
presentalion and a highly-promis-
ing Investment for several cale
gories of advertisers. vamuery

Here are the programs with the biggest audiences*

in Television:

TOAST OF THE TOWN (CBS5-TV) with a 40.7 rating in

pleasurably HHEE: g
Human INWETESE ot

pmende n 1he

its top quarter-hour, tops all other Television ratings.

CBS-TV NEWS is the highest-rated news show in all
TELEVISION, with 10.8.

CBS-TV has all three of the top “strip” variety and
musical shows: FACE THE MUSIC, with a 12.7 rating;
PLACES, PLEASE, with a 10.9 rating; BOB HOWARD,
with a 10.1 rating.

CBS-TV has the two top "“audience participation”
shows: WHAT'S IT WORTH?, with a 14.7 rating; WINNER
TAKE ALL, with a 19.0 rating.

And...

WCBS-TV leads all other New York Television sta-
tions in size of audience, seven days a week, in the
average Quarter-hour between 8:00 and 11:00 p. m.

slstest Pulse Hating Reporl Sept, 1948
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Why do more people wateh cis-1v? The answer can be given simply.
It's because CBS-TV gets better pictures on the screen.

That takes more. in television. than great entertainers (cs-Tv has them!).

More than great entertainment (css-1v has that!).

It takes what Ben Gross of New York's Daily News. writing about

cps-Tv, calls: “The New Look...top quality effects...that are the tall

of the industry” These “top quality effects?” sensitively synchronized with
sound. come directly from eps-Tv’s unmatched skill in Lighting,

i camera-movement. in the selection and composition of cach image

Hllit”_\ moving into the next. to }III';!_‘-I‘ both the eve and the ear.

It's such top television skills. based on hours and hours of intensive

research that are making ess-1v audiences <o large.

Come and see for voursell.

CBS-TV

first in audience!

AT AR L. R e - |
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Murder=Mystery =Suspense and Music=COMBINED!

“Mike Mysteries™ are 15 nunute (5 weekly) transeribed musieal shows, ineorporating a

complete 2 minute “Whodunit,”™ with the solution held 1n suspense until the end of your
commereial . .. a program format guaranteed to ereate exeitement, hold listener interest

and capture sales. “Mike Mysteries™ features stories written exelusively for Lang-Worth

by Hollywood’s Howard Brown, whose movie seripts, novels and deteetive stories tag

him as one of the outstanding mystery writers of this day. “Mike Mysteries™ is ready for '.
sponsorship January Ist in every important market, by the more than 600 Lang-Worth ;
afliliated stations. For a typicil “Mike Mystery,” see page opposite. For rates and time |
availability, echeek with your Lang-Worth station or its representative immediately.

LANG- WﬂMHI’cature prog l"lllIS 1. i

p ":”. ‘_"_-" nrc ; r !r? /! .“ L/ (lfh .r“?f 1}"}'(
STEINWAY HALL 113 WEST 57th STREET - NEW YORK 19, N. Y,




(Continued from page 54)
last-minute promotions can be featured at
very little extra expense.

Thirdly, sales promotion budgets, un-
like advertising budgets which are deter-
mined a year or so in advance, are more
flexible, and can allow for the addition of
exploratory expenditures in new mediums.

WaLTER Exnis
Merchandising Director
Calkins & Holden, N Y.

The question
posed by Mr.
Hyslop is a good
one,  Storecasting
and its competi-
tors offer an ac-
tivity which is hy-
brid in nature. It
is an advertising
medium in that it
calls the attention
of the consumer to the merits of specific
products. 1t is also a merchandising tool
in that the contract includes extra retailer
activity at the point of sale, Hence,
there is good reason to ask: “Should 1
charge the cost to the advertising or to
the sales promotional budget?”

Despite the importance of the merchan-
dising value of storecasting and allied
services, our clients have considered it a
very proper charge against the advertising
budget. Even before FM was added, it
was regarded as a medium which had
many of the characteristics of radio.
With FM, the resemblance becomes more
pronounced.

Furthermore, the cost of the service is
more in line with advertising than with
sales promotion budgets. A vear's con-
tract for the two services now being
offered amounts to about $30,000 to cover
only three areas. 1f that figure were pro-
jected nationally, it is pretty obvious that
it would be well beyond the limits of a
budget for sales promotion or merchan-
dising.

Freo B. MaNCHEE

Vp., Research, Marketing &
Merchandising

Batten, Barton, Durstine & Osborn

Y

It's apparent
that the store
broadcasting serv-
docs a three-
way job. It's ad-
vertising; it's sales
promotion; and
it's merchandising.
And it's clear too,
that since it does
all three, its bud-

ice
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get can't be assessed categorically against
any one of the three activities. In the
absence of a good theoretical basis, allc-
cation had to be arrived at pragmatically.
And, since no two advertisers seem to
have had exactly the same set of problems,
there have been almost as many prag-
matic there have been
advertisers. The shift 1o FM means that
along with the store audience, the adver-
tiser also reaches the growing block of FM
homes in the Chicago market. FMNl was
adepted because telephone lines weren't
available for all the Jewel Tea outlets. 1t
further complicated budget procedures

However, while the solutions have
differed in detail, some general pattems
have emerged. They have shaped up in
this wav.

solutions as

1. Allocation According to the Importance

of Function

An advertiser may not feel that all
three of the functions are of equal im-
portance. One may believe that major
national media should carry all of his
advertising load and that the importance
of store broadcasting is in its sales promo-
tion or merchandising efficacy. Thus he
will allot the entire budget to one or the
other of those two activities. Another
advertiser may look on store broadcasting
as being valuable only for its reminder
advertising.
2. For Three Jobs You Pay Three Ways

A few advertisers feel that because the
service operates in three areas, its cost
should be evenly split three ways. They
believe that it's either too difficult or im-
possible to assess the value of each
function.

3. The Pragmatic Approach

When Censumer’s Aid was first pre-
sented, many advertisers were in the
middle of their budget year, and there was
no provision for such a service. So these
advertisers did the pragmatic thing. They
looked around for extra money in all three
budgets and took what was needed from
each to buy the service.

4. A Separate Fund

A few advertisers confounded by the
problem of dividing costs, instead of
splitting it, rightly, we think, set up a
special appropriation for store broadcast-
ng.

While it’s possible to go into many more
variations of cost distribution, our experi-
ence to date has brought us to these
tentative conclusions. We say tentative,
because we feel that after everyone has
had some more expericnce with store
broadcasting, many current ideas will be
revised.

( Please turn to page 64)

A LANG-WORTH

R\ “NIKE
¥ MYSTERY™

47 5

" OBATH TAKES
A BATH"

The lifeless body of lovely Marie LaRue,
clad only in a filmy nightgown, lay face
down in the half-filled bathtub. Still
clutched in her right hand was the bar
of a towel rack, and on the wall above
the tub's inner surface a broken section
of the bar’s supporting knobs gave a
graphic picture of what had happened.

The hotel doctor, standing with Homi-
cide Licutenant Evans in the bathroom
doorway, gave his reconstruction of the
accident, **One of the maids found her
this way, Licutenant. Evidently Miss
LaRue had started to step into the tub
while holding to the towel rack for sup-
port. It broke and she fell, knocked un-
conscious when her head struck against
the inner edge of the tub. Death was the
result of drowning,”

“Except for one fact,” the officer said,
“I would say you are right. But that one
fact strongly indicates this woman was
murdered.”

(Selution below)
*'Mike Mystery" is a feature of a 15-minute
transcribed music and mystery show avail-
able 5 times weekly for national, regional
or local sponsorship on 600 Lang-Worth
alfiliated stations. For full information,
contact your stalion or ils representative.

LANG-WORTH

leature programs, inc.
Network Calibre Programs

at Local Statiour ost
STEINWAY HALL, 113 WEST S7TH ST.
NEW YORK 19, N. Y.

THE SOLUTION
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221 Ajuo ay) jey) Suikes Uy j321103 Sem 101200 3y

“Mine Mysteries” are prolecled by
copyrighl. Anyone making use of Ihis
ealure In any manner withou! permisslon of Lang-Worth

Feature Pragrams, Inc., Is fiable fo prosecution,
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TELEVISION EQUIPMENT

JOIB WANTED

SPONSOR: Park Camera AGENCY 2 Placed direcy

CAPSELE CASE TISTORY This  Tantington Parls
camera siore advertesed television rablos at 825 on four
Femimnte participations.  Twenty-five eere honght. sone
by phone and sonme by custonrers who travelod all the wway
to Huntington Park 1o get them, The same store demon-
stravted telovision boostors priced ar 82795, and sold 75 of
them. all as a result of television demonstrations.  Purk
Camera has also had sales sueeess with other television

ttems like Woalen lenses. ote,

KRTLA, Los Augeles PROGIEAN: "Shopping al o™

TV

resultes

ALLIGATOR FARM

SPONSOR: Russell Treland AGENCY : Plaved diveer

CAPSULE CASE INSTORY:  Russell Dreland. advertising
man froms Duluth. VMinnesota. came to Los Angeles to find
a job. At first. bope was high  he would find a job on the
Tnext” interview.  The Job never materialized. so he de-
cided 1o use welevision to present himsclf to potential cm-
plovers. e purchased a |-wimute spor at 7:29 pan. and
made an appeal. omlining his background.  Numerons
phone calls resulted. and Ve, Treland aceepted o position
as advertising manager for a local firm.

KT1LA, Los Angeles PROGRAM: l-minute annonneement

GLASSES

SPONSOR: Schwabacher-Frey AGENCY: Placed direct

CAPSULE CASE WISTORY: Using a three-nrinute spot on
KTLAs participating show, ““Shopping  at Home”
Selheabiee hf'f'n,':‘"("\'. Los Angeles stationery and gift store,
showed viewers magnifving glasses which awcere berng sold
at clearance,  Prices ranged from under a dollar to 310,
During the next few days over 100 were sold.  Also demon -
strated weere various types of professional scissors.  The
next (fu}' 18 buttonhole scissors. 83 a pair. were .-"mﬂgn"l{.

KRTLA, Los Angeles PROGRAM: "Slhiopping at Home™

AUTO REPAIRS

SPONSOR: Harey Humt AGENCY : Placed direet

CAPSULE CASEINSTORY: During the Sunday night TV
Jrrogran. ' Ur.‘;,w:fm' ff)( the Wl ”m'rl\' Hhint rf)( the
Algator Farm showed o S-minure filme of his trained
allisator whicl is often ysed by ”u!{\ teood studios. s u
result of this gencral interest film. Harry Hint reported
that in addition o normal paid attendance. orer 300
persons isited the Mligator Farm the follomcing aceck.
VMost of them stated that they had been attracted by the

alligator movie on the telovision shonw,

KTLA, Los Anpeles PROCGIANL: “Magarzine of the Week™

SPONSOR  Criseoni’s VGENCY Yardiz \dvertising

CAPSULE CASE HISTORY:  When John 1. Crisconi,
President of the Philadelphia Motor Car Company (0/ds-
mobile dealer) decided to stress his repair and service de-
partments rather than new-car sales, he placed time on
“Batter Up™ a sports quiz TV show.  As a result. nmany
awtomobile oweners bave brought ropaiv and service jobs to
his shop  some from outside the firm’s immediate area.,
More than one has mentioned having heard of the company
_,"'m" .ffu'_f-‘..".\'f time on the television shore,

W FTLSTY, Philadelplia PROGIRAN: “Batter Up's

WRESTLING MATCHES

DOG FOOD

SIPPONSOR: Noue

CAPSELE CASE BESTORY Lo demaonstrate the pull of
W1 s gerestling matches, held every Thursday night ai
:05 Jroni. Demninis James (utrodueced o ".f.fr‘\'kh'.r_\' Irailel rff
the weel”™ At one potut during the matches, the hold,
instead of being deserihed, s announced as the “mvstery
hald of the weeke.”  The first wonan and nian awhose letters
et rv !'lli":'!} i .".H [} D'.MJ\ n,u‘ l'!NHI\' unrf i p‘lm.\ H_.{ :‘i};‘ﬂf's. ."r'.-a,m'r-
tively. Over LOOO letters acere received  after the first
“rvsters hold”™ reas announced  80CF frem wonen.

WARLD, New York PROGEAM: "Wrestling Matelies™

SPONSOR Nuerena Mills, Toe, AGENCY  Bruce 3. Beewer

CAPSULE CASE WISTORY: ASTP-TT sent our 500 qures-
tionnaires to Twin City television set owners to determine
product ideatification for one of its advertisers. Nutrena.
W ithin scven davs 112 replios awere roceived, Of the |12
replying. 121 indicated having seen and heard dog food
commereials on KSTP-TV: 1060 knew the brand  as
Nutrena; 8 had the aerong name (Purina. Champion.
cte): 22 ansieered “no™ or blank. Brand-name identifica-

rion 1eas better than 7197,

KRSTEITY, Minneapolis PROGERAM Aunonneements




% jn its endeavor to bring Detroiters a diversity of entertainment, WWJ-TV,
Michigan's first television station, has added weekly televised broadcasts of

the Detroit Symphony Orchestra to its ever-growing list of program features. Compli-
ments received from the thousands of television set owners in Detroit attest

to WWJ-TV's perfection in technique during the first broadcasts of the Symphony.

It marks another milestone in the progress of WWJ-TV, which, in its second

year of operation, -has already become an effective advertising

medium in this multi-billion dollar market.

ADDED
ATTRACTION

THE SYMPHONY

FIRST IN MICHIGAN , .., Owned ond Opercoted by THE DETROIT NEWS Q@W
Notional Repressntotiver: THE GEORGE P, HOLLINGBERY COMPANY -

ASSOCIATE AM-FM STATION Wwl NBC Televiton Network

NOVEMBER 1948




Te Ze’uislio n|

7= =i between smmer and fall of 1948, NBC
\ l'elevision has doubled its \\l‘i;_:hl i advertisers
—11 |I||J;|H: merease ol more than 100 SRR

ietwork Spoiisors,

ITEM: nuun of the largest and most expenenced wl-
viertisers in the nation—Ilike Procter & Gamble, Phileo
il Colgate- Palmolive-Peet. They 're spending more
aned more money new mones  in o addition 1o radio

find=) on NBC Network Television shows.

ITEM: television sponsors new to the medinm reernits
Lo 'rl'llllt-lf mredia lhe Bates Fabries. I;i;_'l'lli\\-.";llllilll'fl
Carpets amd Disney Hats Disneys contulent of reaching

~ith=tantial |t of its market witle television. now

allocates the major part of s adverhi=mg money there,

ITEM: television Gl recordimes to carey the message
bevod the Tinnts of the preseot NBC Fastern Tele-
viston: Network  until the day when sight-and-sonud

will he linked diveetdy from coast o cosst,

ITEM: tonlan . more network sponsors than all ather tele-
viston tetworks combined —and NBG all bt sold out

i the evening honrs,

Yoes siec it =ure has grosn—grown inwealth of program
material and versatilinn for viewers as it mereases i
preoved sales effectiveness for adverti=ers, 118 15 the

vear lor Naeriea™s Noo b Television Network.,




New NBC Television Network Sponsors

Admiral Corp.

Bates Fabries, Ine,
Hfgr'/'m'-.‘iun_,f}m}' Carpet Co., Ine.
Cheveolet Dealers
Cluectt-Pealundy
(.‘m"r.'_'ufr'-Pl.'l'mru"f-rr"f't"'f Co,
Disniev Huts

Internationul Silver Co.

Julius Kavser & Co,

Philco (,hr‘.u,

Procter & Gamble Co,

Sherwin Williams Co.

E. R. Sqaibh & Sons

Sunshine Bisenits. Ine.
Sylvania Electrie Products. Ine.
Unigque Art Manufuctuning Co.
I '."('k r.?n'rﬂfa m'

Walco Tele-vue Lons

Whitehall Pliarmacal Co.

Continuing NBC Television Network Sponsors

.fl‘i‘ir'rft'ﬂﬂ T;Jflm'-"u Cu.
Firestoue Tire & Rubber Co.
General Foods ( o
General Electric Co.
Gillette Safety Ruzor Co.
Gulf Oil Corp.

Kraft Foods Co.

Motorola. Ine.

h’ f Ii't'_\ .'.'uf!f.w ',":'Jflt:t't'u (Co.
SHIII & Co.

The Texas Co.
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Hit Tunes for November

BOUQUET OF ROSES

Dick Haymes—Dec, 24506 ., Eddy Arncld—Vic. 20-2806
—Yanily 8001

CITY CALLED HEAVEN

Una Mase Carlisle—8l. 11271 . Will Bradley—Col. 36297
Banny Wood—Vic. 17589 . Lus Brown—0Okeh 6367
Glen Gray—Dec. 69838 . Shep Fields—BIl. 11255

COOL WATER ~roicr

Vaughn Monroe—Vic 90.¢993 . HNellie Lutcher—Cap. 15148
Kate Smith—MGM 30059 . Tex Ritter-Dinning Sisters—Cap, 48026
Sans of the Pioneeri—Dec. 46027, Vic, 90-1794, Vie, 20-2076

Foy Willing—Mai 6000 . Deny Fallil;ul'ﬂ—MGM"IO!!lb

CUANTO LE GUSTA o

Andrews Sisters-Carmen Miranda—Dec. 24479 . Xavier Cugat—Col. 38239
Eve Young—VYic, 20-3077 , Jock Smith—Cap, 15280 .

DON'T BE SO MEAN TO BABY e

Pegay Lee—Ceop. 15159 . Duke Eflington Col.—38195

HAIR OF GOLD v

Harmonicats—Universal 121 . John Laurenz—Mercury 5172
Jack Emenion—Metrotone 2018 . At Lund—MGM 10258
Gordon MacRse—Cap. 15178 . Jack Lathrop—Vie. 20-3109
Jim Smith—Vanity 109 . Bob Eberly—Dec. 24491

Cyril Shane—Col. 38315 . Smokey Rogen—Cap. 15217

| WANT TO CRY ...

Savannah Churchill—Man, 1189 . Chris Crous—Sterling 4004
Dinsh Washington—Mer. 8082 . Phil Reed.Frank Picher—Dance-Tone 216

IN MY DREAMS ...

Vaughan Monroe—Vic. 20-3133

LONESOME ..o

Sammy Kaye—Vie. 20-3025

PLAY THE PLAYERA ...

Xavier Cugat—Col, 38288 . Snocky Lanson—Merc. 5188
Pedre Vargas—Vic. 23-1045 . Edmundo Ros—London® . Enoch Light—MGM*

* | RENDEZVOUS WITH A ROSE «..0.0

Buddy Clark—Col, 38341 . Bob Eberly—Dec. 24491

Peppar Mealy—Bullet 1056 Pied Piper—Cap. 15216

Dick Wong—D & D 45-1903 . Snooky Lansan—Merc. 5188
Don Rodney—MGM 10972 . Bob Stewart—Me-Ro 7449
Westonians—Sig. 1042 , Bobby Worth—Castle 1258

“ | TUNE ON THE TIP OF MY HEART, THE ..o

Sammy Kaye—Vic, 20.2746

WALKIN' WITH MY SHADOW jchnicoc rvonon

Four Knighti—Dec, 48014 , Jack McLean-Wayne Gregg—Coast 8001

Monica Lewir—Sig. 15299 . Jimmie Valentine Quartet—Y anily 107
WHEN YOU LEFT ME ...
Lanry Green—Vic, 20-2049 . Rum Morgan—Dec, 24503

WHY DOES IT HAVE TO RAIN ON SUNDAY

Freddy Martin—Vic. 20-2557 . Dennis Day—Vic. 20.9377
Snooky Lanion—Merc. 5082 . Milt Herth Trio—Dec. 24388
Beale S, Boyr—MGM 10147

WITH A TWIST OF THE WRIST ...

Tony Pastor—Bl, 11022 . Kay Kyser—Col, 36075

YOU STARTED SOMETHING

Tony Pator—Col. 38297 . Pegay Mann-Rus Case—Vic 20-3080
Mildred Bailey—Mai.* . Komn Kobbleri—MGM*® . Jack Edwardi—MGM 10214

YOU WALK BY

Jeny Wayne-Bobby Byrne—Dec. 3613 . Eddy Duchin—Ceol. 35903
Chariotesri—Col, 36027 . Wayne King—Vie. 27206

YOU WERE ONLY FOOLIN'

Blue Barron—MGM 10185 .  Ink Spols—Dec, 24507
Kay Starr—Cap. 15826 . Eric Whitely—Col. 38323

BROADCAST MUSIC INC.

580 FIFTH AVENUE + NEW YORK 19, N. Y,
NEW YORK = CHICAGO ° HOLLYWOOD

MR. SPONSOR ASKS

Continued from page 59)

With the larger national advertisers
there is little concem with the question
at present. A company spending a
million dollars for advertising and ‘,ilm
spending heavily for sales pn':-nntiun and
m.\'rch;mdt'sinf.z can easily prorate the cost
of store broadcasting among these three
accounts in direct proportion to its ac-
complishments for their product

With smaller companies store broad-
casting often represents a larger outlay in
comparison to the total budget and t'hq.-\'
\_\il} cither make a special .'|ppr=~prinlin.n
for it or charge it to all three budgets in
proportion to their ability to absorb the
cost or in proportion to what they guess
to be the relative importance of the
three activities.

So perhaps the best way to stmmarize
it all is to interject our point of view as the
seller. The theoretical question of where
to charge store broadcasting isn't nearly
so mmportant as the fact of tryving it, to see
how it works and determine the sort of
job it accomplishes. And when you see
how well it does work, vou can llhcn sit
down with your three managers and your
accountant to reach a decision on how to
split the cost and it is our hunch that the
decision very probably will be to set up a
new account—Store Broadcasting.

Jasmes L. Hype |r,
Vp in Charge of Sales
Consumers Aid Inc.
Chicago

TV COMMERICAL

(Contimued from page 29)

its punch. The type of film commercial
used today in TV which can stand up
under the greztest number of scannings
and still retain major sales impact is the
commercial whose pitch is based on
public service.

The current TV spot schedule of Stand-
ard Oil illustrates this fact. Esso spots
about 15 altogether) are rotated on a
ive-a-week schedule.  Of them, those re-
peated most with the least chance of
creating adverse viewer reaction aie those
confined to billboarding; the rest of the
commercial is straight public service
One Esso spot commercial was repeated
daily for two weeks with good effects.
I'he secret was simple.  The one-minute
film featured some really helpful pointers

on highway safery. The selling value was

there but listeners didn't realize it, and

praised Essa for its public-minded film.
Please turn to page 67)

SPONSOR




2. Biggest audience for the
week as a whole—WWL

wins by almost 3 to 1.

3.

in all quarter-hours—WWL

Biggest percentage of wins

NEW ORLEANS

Ist in the Deep South
---Based on Latest
Listener Diary Study!*

wins 87%—89.5% in day-

time.

4. Biggest net audience for

sirip programs.

. and WWL's locally pro-
duced shows win virtually as
large shares-of-audience as

CBS and transcribed pro-

*Listener Diary Study made by Audi-
ence Surveys, Inc.—{rom accurate cross
section of the 559,970 families in the 94
counties credited with 50% or better,
day and mnight coverage (BMB), Ask lo
see the complete survey; your Katz
Agency representative has il, ——

grams,

This is definite. proof folks turn to

bl 2 o A

NEW ORLEANS h'w;-d

A Depariment of Loyola University

WWL . . . 50,000 watts—High-power, low-cost coverage of the Deep South—dominating this new-rich market

REPRESENTED NATIONATLLY B Y T HE X AT A GENCY I N C
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1. Biggest audience for ever

part of both day and night




LIVING HABITS

Contimued from page 52)

clusive with the Yocell organization, leads
the respondent step by step through every
and then

ample,

mmute action I:.ulr:'l-.‘, up to

through uscol a product. I, for ex
tells the interviewer he

“likes

i consunwr cats

chocolate bars becuse he the

taste,” this non-definitive answer is [ol-
lowed up untl the real meaning of
"aste”” emerges

Taste, Yoell discovered in a study for

natonal cindy manuiacturer, means
intinitely more to a candy eater (or an
cater ol drv cereal, for that matter) than
mere stimulation of taste buds.

s adveruser had decided to abandon
as unproductive when he called
Yoell into the picture. He'd been adver-
tising the tasty goodness of his candy.
That didn't sell candy.

He had conventional market statistics,
but thev told him nothing about why
people eat candy.

Camera Action studies revealed a major
mativation in candy eating the feeling
that candy is a reward. Candy eating
apparently is a minor celebration.  This
is true with both men and women, al-
though the which inspire or
justify the reward are usually different.

radio

OCCAsSIONns

The roots ol these leclings, as it's easy to
sce, are in childhood experiences.

in San Francisco™
Almest Everyvone's a Plutocrat

e

—— "Tiy
Mk ;
a
/
"Of the natie 200 lorae cities,
San Frontn nnt in pet copito
¥ elfoziive Luying income
¥ SALES MANAGEMWMTIT'S

uying Power doted

Woprovamind Matianalle by Idemed Paviw & Co Ing

66

f/'.ﬂ-.ND ONE COLUMBIA STATION )
| SERVES THEM ALL

‘San Franciscg S(bdiss
Palac "fl'ohl

Pl Agrarulive! Faundunna, Lol

or Jore Cuilemsn

Eating candy for relaxation and ease of
tension is another important candy buy-
ing and eating motivation. The type and
taste of the candy consumed is directly
related to the reason for eating it.  Panty
candies, for example, aren't the type a
man would choose to eat during an after-
noon break, or a woman desires during
housecleaning.  This relationship  be-
tween the type of candy and its con-
sumption has provided the sponsor with
additional copy slants.

Test radio campaigns by this manufac-
turer using a theme have al-
ready jumped sales substantially in test
arcas.,

“reward"’

A radio advertiser who makes dry

. cereals discovered from Camera Action

investigations that taste was morce im-
portant to his prospects than his adver-

| tising emphasis had accounted for. A

pilot survey isolated in the minds of
cereal eaters such elements of taste as
size, body, and texture of the cereal units,
and indicated the lines a further quanti-
tative study of appeals  should
follow.

It is Yoell's belief derived from Camera
Action studies that listeners do not
ordinarily believe advertising claims that
are outside their conscious expericnces.
The majority of people interviewed on
their candy eating habits weren't aware
of candy advertising claims, or didn't
believe what they heard or read.

taste

In a study for Cecil and Presbrey, Inc.,
Yoell found that people L,Ll'l{'fcl”_\' don't
believe tobacco advertising.  (Cecil and
Presbrey handles the Philip Morris
cigarette daytime radio advertising.)

More important, Yoell believes he
found out why. It is his conclusion that
people are incredulous because advertising
claims are contrary to their personal ex-
periences.  The obvious corollary is that
betievable copy must be related to con-
There is ample evi-
of this

SUMCT expericnces.

dence 1o the soundness

Appn wich,
Since smokers’ experiences create smok-

prove

ing mouvations, Camera Achon studies
bring to ligcht a number of fundamental
smoking satisfactions. No cigarette ad-
vertising, claims Yoell, has ever carried
out a consistent campaign appealing to
these satisfactions.

To what, then, can cigarette advertising
successes be attnbuted?  Youll gives two
First, smoking has been on the

Any and

reascns,
increase for the past 25 years
all ad-clamms seemed o increase sales, It
ook time for people to apply objective

Please turn to page 74)

SPONSOR




TV COMMERCIAL LIFE

(Continued from page 64)

Another approach to the problem of re-
peating commercials in TV is found in the
use of live -and flm time signals and
weather spots,  Although the faces of the
Bulova, Elgin, Gruen, Longines, and
other clocks scen in TV time signals
don't change oftener than once every
three or four months, the required element
of freshness is there. This is because the
time varies with every scanning, and
listeners arc more aware ol the service
factor of the commercial than the fact
that they are being sold something.

The same is true for weather signals.
The well-known Botany lamb has gam-
boled across thousands of TV screens in
the past eight years, with only slight
variations in the product-selling tech-

piques. The change in the type of

weather does the trick, and it is doubtful
that the Botany spots would have lasted
as long as they have with viewers if the
emphasis were on selling alone.

Many products are suited to neither a
live commercial nor a filmed public-
service approach. Any selling done for
them on the visual air must be designed
primarily to move products off’ store
shelves. In such cases, TV research
studies have shown that commercials
tend to have one of two effects: (1) The
interest in the commercial will be as high
as or higher than the interest in the enter-
tainment portion. (2) The interest will
drop sharply, and go lower than any other
portion of the program.

There is virtually no “middle-of-the-
road" approach to straight selling in TV,
Either it's good, or it lays an egg when
it’s repeated.

American Tobacco Company's famous
square-dancing and marching cigarettes
are a good example of the type of straight-
selling TV commercial which can be re-
peated many times. They fall into the
“cute” class, but the stop-motion shorts,
made by Jam Handy, are imaginative
enough to catch the interest of viewers
almost every time. ATC has made about
ten such film commercials so far, for both
spot and program usage, but even then
the big tobacco firm takes no chances.
New films are made from the old ones, by
using the Jam Handy shorts with new
sound tracks added, thus giving the effect
of newness without having to spend the
big money needed to create new clips.

The limited-budget advertiser obvi-
ously can't spend the kind of money
American Tobacco does for ingenious film
commercials.  But some advertisers are

( Please turn to page 70)
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His Touch System Keeps His Finger
On Top of the News from Washington

The “svstem”™ includes mueh more than an alert set of
fingers on a typewriter. His office stafl. complete with
reporters and radio editors. works uniler eonstanl pres-
sure. sifting the news. confirming the facts. interviewing
l]!c' lll'lillil' \\f'lll l\ihl\\ \\II\ news 1~ Ilhll|l'. I:\ !I'Il' tiine
he Zoes ol the air. his 165-1ine sl'l'i]ll rellect= |H'l'\'i:-|'

bachground data gathered by trained reporters,

The system pays ofl for listeners and advertisers as well.
His vast and loyal national audience wets “the top of the
wews from Washington™,  His eo-op advertisers get re-
sults. Currently sponsored on 316 stations, Fulton Lewis.
Ir. affords loeal advertisers network prestige at local time

eosl. with ]rlu-l';llt‘ll lalenl cost.

Stuce there are more than 500 MBS statious. there may
be an opening in your eity. 1 vou want a ready-mads
audience for a client tor yourselfi. fnvestigale now. )
Cheek vour local Mutnal outlet—or  the Co-operative '
Program Departmenl. Mutual Broadcasting System,
1110 Broadway, NYC 18 (or Tribune Tower, Chivago 11).

&7

—_—A




sioned and unsioned

Advertising Agency Personnel Changes co.imed rom pase 19)

SPONSOR FCRMER AFFILIATION NEW AFFILIATION
Chartes 1. Clyine fi YL et e Same, vp
Roeginald CGochilan N Y Bauerivin, New Orl
Phil Fdwards 1] L radio, TV dir W, i Doner, Chi, ) Volir
I I Furreste P 15, '\Im. r 1. AL acet exee, radio dir W B Gissinger, Lo AL eadin, TV dir

Kemdsll Fostar Willinm s NoYa puborel dir Same, TV dir
Ira Alan Goll Seatt & W s, MY Rodgers & Brown, N. Y., acer exee, radio, TV dir
1Warlpty L Spitevr & Mills, Toronto, asst radio dir Same, radio dir
Hugh Hale Pageer- IIIUL,\ ralid-Sample, N, Y., supery of Brooke, Smith, French & Dorrance, Derroin, radio, TV dir
r
Eler F, Taspan MeGeehan & (}'I.\!'.l 1N YL, acet exee Broomticld-Podmore, ‘Trenton N o radio, TV dir
Aan Keot - Biow, N0 Y., in chee prodn radio commis
b r Walter R, King | S, Army (Public Information div), Wash,, Crardner, S o Work on Army recruiting aect
chiel of Liaison branch
Bert Lihin WWIHE, Wash Berr M. Sa Wi LTV dir
Normi G Limdguist - Malcolm- Ilu“.lrd (
UL Magirire Ia Radio Facilities, Montreal Frswin Wasey, Montr ! !in dir
Darithy MeQueen —— tharold F. Stanlield, Mantreal, sudio dic

s I MoeTighe (Mmsred & Foley, Mopls., rwdio dir SAme, s
ky Ovinn —— Sehank,

medinalir

Dubert deer & HBrowning & Tersey, S Y. Ted ILlI\\ NoY. rimebuyer
v 1) Michel — Wedss & Geller, Chi,, TV dir
K. Muort Lyl { ipbell- \Iu[llni Mupls., svp Olmsted & Foley, Mnpls,, sissoc partner

lhulnlph Maonigelas Buehan: Y. vp Same, pres
N 3 Juhn 1 Riordan, L. A.. media dept o Burnetre, 1A, media head
Haoger Pryvor — Fonre, Cone & Belding, N Y., TV dir
Willium Sloun KAX, Wwood., producer Roy S, Dy ine, L. AL radio, TV dir
Richard W, Smith Griswold-Eshlem: un, Clevelamd, sroacet exee Ly il

F. Sabelman Shaw-Shon, N. Y., rescarch dir, acct exee -]wl.mll
Ruaymond H:lvﬂuh No¥L, pres (discontinued)

w
\ W. Lewin, ,\ Y.
Biow, N. Y., acer exee Same, vp

Jum‘ alif., pariner
raadio, TV dlir

Richaord Jorgensen. San Jose Calif.. acct exee Todd, Podesta, N
Wang-Tayne, Tulsa OkLa, radio dir ( wrter, Kansas €
Blow, N, Y., acut éxee :

Sullivan, Staulfer, Colwell & Bayles. 1Mwoml,
[§] Pavoind :
Volkert 11 o Albany NYL Picesh,, et exec

Bresoourt Walden Phati-Forbes, N Y. eral, N, Y., aecr exec
Philip 18, Warner Bermingham, Castleman & Pierce, N. ¥, Needham & Grohmann, N, Y., VL OCT e
Johin Wellingron Ruthraufl & Ryan, N Y. Young & Rubi O YL, radio, TN dir
Charles 13, \\ t Nead 12, ivey, Phila, Paul Smith, mwdi
Panl M. Winshiy Merrifl-Anderson, N Y., acct exee Doremus, N. Y., #eet eace

an Wiggins Kenyan

khardr, N, Y., aect exec Sume, vp
v X Edwin Parkin, N, Y., accr exec, radio, TV dir

Sanford F. Waolin Reporier lications,

New Agency Appointments

SPONSOR PRODUCT (or service) AGENCY

AMlantic Syrup Relining Co Ine, Phila. Ouanker Maid Syrup J. Robert Mendoe, Phila.

Block Drug Co, Jersey Cliy N, DL Minipoo Dry Shampoo Tarey B, Colien, N, ¥

1.0, Breiten ‘h Go, N Y. Pepro-Mangan Smadl & er, 5. Y
Airfines, N, Y. Air travel Seldet,

pL S F HI men Wine \Itl.:llln Erickson, 8. F.
Iulnlu o Ca, Wilmingion Del. Levy, Newark N, ).

5 Products Inc, N Y, ‘sprlnp& Dedding Ilvnr_\ Jo Kaulfman, Wash,

g=llall Tobueco Colne, N Y, 10 cigareltes, cigars, pipe tolscen Deursel & Shea, N Y.
Candger-uf-the-Maom b Club, L. AL 5 Rutheadf & Ryan, H'wood
Gounrher Brewing Co, Balio. Lager Ruthrauff & Kyan, N, Y.
Florvnee Lustig i Bobley, N Y.
Muadwed Mg Co, Bridaepars Conn, Karen “Iil =u-matic Cookers Marker Researeh and Advertising, N, Y.

Metal Tie Prodocts Ine, Hastings Mich, Almitile Lindsay, New Haven Conn,

New Holland M o, New Haolf: 1"a, [ Thompson, N, Y.

Peerless Pen & N Y Pens, peneil Letand K. Howe, N. ¥
Unee Benson M. Shers

n Bauer, I

& Confeetionery Co, *hila, Cood and Plenry, So Big candy bars

Revnolds Merals Ca, Ghi. Liferime  Stainless  Sree louschold
Cioonkwire James Thomas Chirnrg, Boston
Salad Products Corp, Clinton lowi Lettuee  Leaf,  Olive-Infused  Salad,
ClookIng il Maxon, N, Y.
harl Sciler & Suns, I'Ilill Mo packer CGlem , Phila.
Inn i Alrway S, F. Alr travel West-AMarquis, S, I°.
ser's Lleoricee € Candy Kane, Bloomingion HL
Antomabiles Lo Kwood kelfond, L. AL
A H Army, Air Force recroining u
Lo Foptly, Sewiirh %, Fondy KNGl
Vennes Beauey Seylista, Boerkeley Calif. Women's intimuate appuarel Fried, Oakland Calif,
Mochund Pootiey Labs, Vioeland N 0. Pouliey vawccines lvl‘ R.lrl‘hdl'll Phila.
Walsh Labs b, Chl Ilml ll\ rat killer L Fogarty, Chi,
Hamer J immmon Ine, hidlimmapolis p lln!rll & Jdacobs, Indianapolls
Mo Wrigley Jdr Co Lad, Toronta t Irew |||p, R Walsh, Taronio
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_I"j ‘J v -/ e sails into new markets fast
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with
SPOT
RADIOY

In the highly competitive soap
business, it takes fast, powerful selling
to launch new products with a

flying start. So it's natural that Lever
Brothers uses plenty of Spot Radio to
introduce its new detergent, BREEZE.
Starting with the nation’s hard-water areas,
BREEZE has expanded market by market,
using Spot Radio to hammer home powerful sales
messages. Spot Radio starts working for Lever
Brothers well before announcements are
aired . . . through pre-campaign merchandising

of schedules that insures aggressive market-wide
retail support. Dealers know this potent

medium will bring in customers, and they prepare
to welcome them with stocks, displays and
promotions. As a result, Lever Brothers

attains profitable volume fast .

and then maintains it with continuing

BREEZE Spot Radio campaigns.

Whether you have a new product to establish,
or an old one that needs new sales, Spot
Radio can do the job. Find out about this
powerful, flexible medium—how it
works and how to work it—from your
John Blair man. He knows!

—_— T ™

—— JOHN
e B ST T, BREEZE ,

adrertenang 53 handled

. &y Federal Advertsting Agency,
T ™ BlAIR e < New York, New York
b

a COM PANY ‘grzl Broadcasting is radio advertising

ny type ( from brief announcements o

full-hour programs) planned and placed on

e N Sy, N,

'NATIONAL REPRESENTATIVES OF LEADING & exiblc muvker by tarker b
e R e

P RADIO AND TELEVISION STATIONS Offices in Chicago = New York » Detroit « St Louis » Los Angeles « San Francisco
b T i

S
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NOW!

5000

WATTS

HANNIBAL

COVERING THE

HANNIBAL-QUINCY
TRI-STATE
MARKET

42 COUNTIES OF
moseerous Mark 7;1’0/)7[4/7/

ILLINOIS » IOWA + MISSOURI

NATIONAL REp,— JOHN E. PEARSON (0.

Mulual Nitioork

1070 KC

basiiediizig
StEsinG Tef Balw
T SraTe asta

1000 WATTS o wITE

Black's Poultry Company bought 63 stations
including WONC, the 5000 watts—620 ke
CBS stationin Durham, N. C. Results? WONC
hatched a lower perinquiry cost than all oth-
er 63 stations except one!

Whet do you want to sell more
of ot lower cost?

DURHAM, HORTH CAROLINA

The Herald-Sun Station

COLUMBIA BROADCASTING SYSTEM

Rep. Paul H. Raymer

70

TV COMMERCIAL LIFE

(Continued from page 67)

domg well with low-budget TV commer-
cials which are repeated several times a
week, or oftener,

Piomeer Scientific Corporation, makers
of Polaroid Television Filters, has sold
over 100,000 of them to date, maink
through two one-minute films used in 17
TV markets and on their portion of
NBC's Howdy Doody. The DPolaroid
films are the simplest kind of straight
product demonstration, featuring a prod-
uct which can be sold best by this
method,  There are no frills or coy selling
techniques which the andience will tire of
seeing, Each of the films gets an every-
other-weck repeat on. Howdy Doody, but
there it is integrated into a live commer-
cial featuring Howdy and Bob Smith, and
keyed in with a give-away premium.

It's another example of a TV commer-
cial that can stand up under repetition.
If the commercial is unimeginative to
begin with, no amount of repeating will
make it sell a product. iy

RELIGION

(Comtinued from page 41)

About two minutes are devoted to on
inspirational message. The last 30 sec-
onds allow the individual stations to cut
in with a message from a local clergyman.

The inspirational message take: its
theme from the play just heard by the
audience.  In the first broadcast of the
serics, of Cyrano de Bergerac, Cyrano's
long, sel-denving love for Roxanne was
pomted out. It observed  that
Cyrano rose to great heights of char-
acter, and that he did it not by crying
out against his physical ugliness nor
by turning his wit 1o destroving the
marringe of Christian and Roxanne, but
by making something of himself,  Tlis
was followed by a reasoned appeal that
with himselt

Wils

cach nman's battle is not
casy, but is casier if he has encourage-
ment and help.  The message lurther
sugeested that the lstener's own church
could help him.
of any church, it was suguested that he
try the Episcopal Church. A booklet,

’-I-HJI'II'.]' Your Way, was oflered o l]lllu'

1f he was not a member

mterested in findmg out somethmyg about
the Episcopal Church Fhere was no
doctrmal slant in the message

The cut-in by the Jocal clergyman
localizes the Church's messave.
sists of o 15« to 30-second announcemeaent
in which the Episcopal clergyman in the
area covered by cach station introduces
furthey

It con-

himself, welcomes  listeners o

proadcasts, and extends an invitation to
the next Sunday moming service. This
cut-in is not feasible in large cities with
metropolitan audiences, but is confined
to these localities served by one or two
churches.

No Protestant denomination has ever
before embarked upon a dramatic broad-
The Episcopal Church is
sponsoring this series because it considers
that an cffecuve radio program
strengthen and enlarge its membership.
It expects to have within a short time a
listening audience of 10,000,000 people
five times its present membership. 1t can
also hope, by reason of wum-over audi-
ence, to reach a good portion of the 70,-
000,000 people in the United States who
are not a part of any church.

The philosophy behind the series rests
squarely on the conviction that the
church is not to be brought to the
people, the people are to be brought into
the church. How effective the series will
be remains to be seen.

The Christian  Science Church s
another user of commercial time on the
radio. It confines its major effort 1o a
15-minute transcribed program called
The Healing Ministry of Christian Science.
This program is made up in part of read-
ings from the Bible with correlative
passages from Science and Health with
Key to the Scriptures by Mary Baker
Eddy, the discoverer and founder of
Christian  Science.  The program  also
includes the reading of a verified testi-
mony of healing from one of the Christian
Science periodicals, Christian  Science
Sentinel or Christian  Science _Journal.
This program is carricd on 105 stations of
the Mutual retwork, plus 424 unathiliated
stations.  The Muotual program is piped
out of New York, Chicago, Salt Lake
City, and Los Angeles on Saturdays at
4:45 p.m., local time,  The stations air
the program once a weck, at times ad-
justed o local conditions, Starting 1 Jan-
uary 1949 the transcribed program will go

Cast scries.

cian

“over the full Mutual network of about

500 stations.  The addition of some two
tor three hundred unathiliated stations will
bring the number of stations airing the
between  seven

program o somewhere

and ¢ight hundred

Though the Christin Science Church
receives free time on  many  stations
(WRZ, Baston; KF1, Los Angeles; WIBC,
Indianapolis; WJIJID, Chicago; o men-
tion a few), the Church is ready and
willing to pay for s time. It believes
that it contributes to the welfare of the
staticn  and  the community  thereby.
The Christian Science programs are paid

{(Please turn to page 72)
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7200
TO RADIO STATIONS

WHTEHN the past few days, every radio station three program series per week o overy sub
m the Ulnieed Seates, Canada, Alaska, Puerto seriber cach of the calibre of the first - the
Rica, | Lowan, the l'hl]lllpincn‘ the Canal Zone, hve quanerhour “PA T O'BRIEN — FROM
Australia. and New Zealand has been delivered INSIDE HOLLYWOOD™ series, ser lor

a prospectus oudining the operation of the December  15th release. As addivnonal sub
COOPERATIVE PROGRAN SYNDICA scribers are added, the fourth, fiteh, and
HON PLANX. suceeedme series will be plmhlu i .
CONCEIVED by, and now being operated THE wedise response o the Plan has been !
for, stations themselves, this Plan—the stations' mmediate and enthusiastic. 575 o the sta-
own=—ollers cach subseriber a pnln.'nti-.ll n tions initally interviewed . . . subscnbed! Since .
excess ol S20,000 worth of m'u\urL-s[u.lin\ delivery of the PIOSPCCTUS, station ~u|mri]\liun.\
programs per week for not in excess of his have mounted rapicly
natonal, one-time, classAL quarter-hour rate STATIONS are invied w0 participare wher-
per week, ever the exclusive his not already been tiken.
FUNDS subseribed by the over 100 initial sub To acquire exclusive broadeast rights in your
seribiers already guarantee delivery of ar least primary ared, phobe, write, wire immediaely.
|
L
4 - - . '
(ﬁf’f'/f')"f/(//f'f' r{/{’”'yl'/fllf (./y}ff/’;f"f/’f'ff -y)/f/lf
. L
BRUCE EELLS & ASSOCIATTS \
2217 Maravilla Drive * Ilollvywood 28, California I
Phone: MOllvwond S869
)
|
i
‘o - (S
O". T —— — m— "
ATIVE proGRAM sv_uau*"o
Just a few of the 1y pical markets and stavions already subscribed
WRR, Dullas WHKGN, knoxville weoF, |hint KuTa, Salt Lake Cuy KOIN, Martland
KomaA, Oklahoma (”H}' WRNL, ichmond KABC, San Antmio WKNX, Samnay KFBC, € hevenm
WDSU, New Orleans Kroc, Bixheser KIOA, 1)es Moines KXYZ, | louston KuUX, Fwin Falls
wsaAl, Cincinnati KFZ, Fort Worth KBMY, Dillings KGHF, 'uchlo cErN, Fdmonton
KFDA, Amarillo WCON, Atlanta KVET, Austin KPOW, el KJR, Seattle
WAPIL, Birminglam wFBM, Indinapolis KSJB, Jamestown CFEN, Culgary cJos, Winnipeg 1
NOVEMBER 1948 m
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RELIGION

Continued from page 70)

tor by the voluntary contributions of

the members.  Envelopes marked “"Radic
Fund™ are always found in the pew
ricks

The transcribed Chnistian Science pro-
grams are aired to bring the message of
the healing ministry of Christian Scienc
to the radio audience. These programs aie

during  church  service

hours, for the Christinn Science Church

not  broadcast

has found that programs broadeast during
Sunday warship hours ¢encourage church-

neglect  regular  attendance.
Branch Christian Science churches do,
however, sometimes sponsor local Sunday
service broadeasts once or twice a month.
The Church wants church-going. 1t be-
lieves that only spiritual consecration on
the part of cach mdividual can keep the
nation sife from the perils which lie
ahead.

More extraordinary from a religious
broadcasting standpoint is the Christian
Science Monitor program The Christian
Science Momtor Views the News, which
is broadcast at 9:30 p.m. cach Tuesday
mght, Coast-to-Coast, on same T0-0dd
ABC netwark stations.  This 15-minute

ooers 1o
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ersistence ;.

is « most raluable asset.
and use this quality aheavs got some-
where. @ Nothing clse in the world can
take the place of persistence. @ Talent
will not: nothing is more common than
nnsuecessful men awith talent. ® Genins
will not: unrewarded genius is almost a
proverh. @ Fducation acill not: the world
is full of educated dervelicts. @ Per-
sistence and determination alone are the
omnipotent. ® Through persisience KV IC.
established in 1926, will soon go to
2000 wans. wnlimited. ar 030, with an

andience of one and one-quarter million.

Viatual in Sun Antonio

Kmac -Kis.s‘

Henvard W . Darvis. owner

Represented Nationally by
THE JOHN E. PEARSON COMPANY

i O O A

er

Vien who hare
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analysis of the news by Erwin D. Can-
ham, Editor of The Christian Science
Monitor, Rhodes Scholar, President of
the American Society of Newspaper
Editors, member of the American Dele-
gation to the United Nations Conference
on Freedom of Information, is often as
cntertaining as it is informative. M.
Canham draws upon the Monitor's far-
flung correspondents who pour into Boston
a steady stream of news which is carefully
sifted and edited. He supplements,
analyzes, and interprets these dispatches,
drawing upon his 20 years of experience
in international journalism.  The Mon-
itor's editor has many “informal® sources
as a result of frequent interviews with
national and world leaders during his
many “reconnaissance” trips abroad.

The Christian Science Monitor has a
highly loyal following not limited to
church members.  An international daily
newspaper, it is highly respected through-
out the world. 1t is an editor’s paper,
subscribed to by mare editors than is any
other newspaper, and rated one of the
leading newspapers in the world by many
students of journalism. It is so esteemed
for its unbiased treatment of the news
that when only the four press associa-
tions are allowed representation at a
press conference, The Christian Science
Monitor is frequently the only independ-
ent newspaper represented.

Why does The Christian Science Mon-
itor broadcast? Basically, to present the
radio audience with a reasonakle, un-
biased interpretation of the news and as
a corollary, to manifest, by works,
Christian Science’s influence for good.
The program pays off in subscriptions,
too over 600 subscriptions are received
cach week.

The Family Theater, brain-child of hus-
tling, 38-yvear-old Roman Catholic priest
Father Patrick Pevton, is, like the Protes-
tant Episcopal show, dramatic. It fea-
wwires  on Mutual Wednesdays (9 9:55
p.m., EST) cither an original play or a
Broadway or Hollywood adaptation.
When it first went on the air the plays
were dull, heavily moral, but as time
went on and funds came in the scripts
grew defter, until today the program is
uniformly  listenable  theater.  (Stolen
Symphony, a radio origmal, won the
1948 Ohio State University Institute of
Education by Radio Award for religious
broadcasts over networks.,)

The program gets its time from Mutual
free, provided that Father Peyton as-
stumes  hnancial  responsibility  for  all
other costs; that every program features
a big-name star; and that the program be

(Please turn to page 101)
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The power of KEX, Oregon's only 50 kw. station,

is beamed to cover the richest and most popu-

lous areas of Oregon and Washington. To
attract more |isten'ers for KEX advertisers, KEX
is now staging audience promotions in all these

Oregon and Washington communities.

THE 50,000-WATT ABC AFFILIATE
IN PORTLAND, OREGON

@ WESTINGHOUSE RADIO STATIONS Inc

KYW « KDKA«WBZ+WBZA-WOWD«KEX-WBZTY

National Representatives, NBC Spot Sales, except for KEX;
for KEX, Free & Peters
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As Lockwood Doty

74

5000 WATTS

Edits The News

Twice daily, every week day,
Lockwood Doty presents news
evenis in concise and pungen!
style 1o one of the South’s largest
radio avdiences. Atlantans prefer
thesg news programs for their
clarity, fairnessand completeness.
Sponsors have found them pro-
ductive of extra sales,

Lane-Rexall is Doty’s sponsor
12:30 to 12:45 P.M. The period
from 6:30 to 6:45 P.M. will be-
come available shortly because
of seasonal change in that spon-

; sor’s advertising. For a
top rated, result produc-
ing news program we
sugges! you conlact the
Headley-Reed Company
for complete details on
Lockwood Doty NOW!

Drawing by
permilasion of

. Appleton.

Century Co,

- ‘ =

"IN ATLANTA IT’S

WCON

THE ATLANTA CONSTITUTION

STATION
550 KC

LIVING HABITS

{Continued from page 66)

evidence to claims,  Second, other adver-
tising lorces, such as association, repeti-
tiom, e¢tc., have their own influence,

Claims buttressed by medical men or
groups were a powerful stimwlus at first,
also, because of the belief, ingrained from
childhood, that smoking is harmful to
health.  There was, for example, an
mitially favorable reaction to the claim
“this cigarette is less irritating because

But as time went on and abjective
evidence of it was not forthcoming, results
became weaker and weaker.  So the
Raleigh medical-based campaign (Brown
& Williamson switched agencies because
of negative sales trend) hasn't vet in-
creased B, & W, busingss.

Among the basic satisfactions Camera
Action studies  brought o light
cigarctte smoking as a crutch to ecase
situations  and

were

tensions, as a
this time with
a different quality than a candy reward.
An amazing conclusion is that there are
only two or three cigarertes in a pack that
arc smoked primarily for pleasure.
The remaining 17 cigarettes (and
others) are smoked for diflerent reasons.,
Some of them are smoked because they

relieve
breather, and as a reward

are mentally associated with pleasurable
things, or circumstances.

As a whole, smokers are by no means
wedded o a brand.  As nught be ex-
pected, however, Camera Action probing
revealed that the younger age group of
most often and  most
casilv, and that one of the reasons is their
desire to conform (with husband, sweet-

smokers switch

heart, “gang," ctc.).

The principal agency on the Philip
Marris account is the Biow Company,
Inc., who created and have been plugging
suecess the "no
hangover™ theme,
appeal scoms o illustrate e pare the
working of Weber's

with great Claret

The success of this

psvchological) law

that the greater the intensity of the
original stimulus, the greater must be the
merense i stimulus to cause a perceptible
ditference in the resulting reaction

Smaokers, in other words, have heard so
muany medical, or nearamedical, claims it
takes a “shocker™ to et a desired re-
action.  The cigarette hangover theme
seems to provide that shocker

Cecil amd Presbrey sold Philip Morris
on usmg daveime radio to reach women
smokers via danly FSaminute segments of
the Mutual packages Heart's Desire® and
Queen for a Day. The agency, however,
is required to create their commercials

——

Nl vureenthEspensnieed by Philipe \lieris

within the framework of the “no hang-
over™ theme.

Another kind of data from Yoell's sur-
vey, however, pr'u\'idcf\ an .’td\\‘rtll.'sllng_[
technique  which takes advantage of
specific experiences without regard to
copy content.  Analysis of reasons for
brand switching reveals the important
influence of word of mouth discussions
about the relative merits of brands.

Astute David G. Lyon (son ol Philip
Morris president Alfred E. Lvon), a Cecil
and Presbrey vice president, conceived
the idea of adapting this fact to his ai
selling.

The appeal is to women.  So, instead of
having one or more comumercial an-
nouncers make the pitch, Lvon selects
ahead of time a woman Philip Moiris
smoker from the audience.  She goes over
with the announcer before the broadcast
her experience as a Philip Morris smoker,
There is no set script. The observations,
of course, are concerned with the “hang-
over"” theme.

About half the commercial time is
taken up first with identifying the woman
in such a way as to establish her in the
feeling of listeners as a real person  one of
themselves.  Then with the announcer
leading they wlk ad Iib abour Philip
Morris cigarettes and how she started
smoking them. 1 she's tinnd and stam-
mers a lictle, so much the better!

Lyon started this approach about six
months ago. The sponsor identification
rating on Queen for a Day leaped 2577 on
the first check (less than 12 broadcasts
later) following use of the new technigue.

Knowing the living habits of prospects
can result in more than tuming prospects
into customers — properly employed it can
be used o turn prospects into permanent

CUstomers.

NORWICH PHARMACAL

Continued from page 39)

Radio programing got another try from
Norwich in 1940, when they decided o
holster their sales in New England (for a
long time a region where Norwich sales
were spottyv).  Their show, a low-cost
audicnce  participation  program called
What Burns You Up, brought no immedi-
ate results in the 18 weeks that it ran on
Yinkee Network. What Bions You Up
fizzled out quictly,
then that radio was probably a bad bet
for them. When the show was becoming
just another memory to Norwich, they
beciamie aware of a startling fact.

About three months after What Buoms

Norwich decided

( Please turn to page 78)
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KRGO

puts more power
in your sales message!

KGO's new 5o,000-watt output gives
vour radio advertising more power
where 1t does the most good — where
the most people live and listen. Nearly
=07 of all Northern California’s radio
homes are in the Netropolitan Bay
Area. KGO, with its increased power
and directional antenna, saturaces this

area with a signal equal to that of a

soo-watt transmitter ! Directional
transmisston avouls waste over the
Pacific Ocean and the Sierra moun
tains. lt focuses vour message right
on Tht.' ]‘L_‘nplt: you wiant to talk to.

But besides adding power in the
big-market section, KGO's new
strength multiplies 1ts coverage. Now
its arca of dominant signal strength
is three tiines larger than ever before
And mail responses to nighttime pro-
grams come in from fantastic dis
tances  as far away as Alaska! Let
ters prove a listenable signal in seven

Western states and part of Canad

m addition to g1 of Calitornia’s 58
counties. When vour advertising
message rides that signal, 1t's going

l\]:l\ es!

Your sales story can find a big, ready-made

audience on one of these popular programs:

1. Michael Shayne 10:15 pm Mondays. Fast
action, thrills, drama, seasoned with hamor,
Scripted by Larry Marcus, whom critics call
oneof the bestin the myseery business. Follows

Richfield Reporter,

2. Philo Vance 10:i3 pm Thursdays. S.5.Van
Dyne’s urbane crime-solver, with his old com-
panions District Attorney Markham and Ser-
geant ”L.l'th. 15 Proving ont of radio's most

popular sleuths. Follows Richficld Reporter,

3. Elmer Davis 6:15 pm Tuesday chrough
Friday. Calm, dispassionate analysis of the
news by one of the most respected reporters

on the air. A co-op program at local rates
with all the prestige of a full network show.
4. ABC Home Digest f:30 am weckdavs,
John Harvey, veteran showman and story
teller, conducts this new KGO parnciparing

show. It's tailored for full family listening and

soaring im:ul returnsshow itsgrowing poy

or all of these stations :

WJZ — New York 50,000 watts 770 ke
WENR — Chicago 50,000 watts 890 k
KGO —San Francisco 50,000 watts 810 ke

Call the ABC spot sales office nearest you for information abont any

KECA — Los Angeles 5,000 w

WXYZ —Detroit 5,000 watts 1270 ke

WMAL — Washington 5,000 watts 630 ke

ABC Pacific Network |

~

American Broadcasting Company

il s g el S e A

. b



Based upon the number of programs and an-
nouncements placed by sponsors on TV sta-
tions and indexed by Rorabaugh Report on
Television Advertising. Business placed for
month of July 1948 is used for each base

TV business placement, which dropped during August, bounded
back during September in all categories. Greatest business increase
wis in the local-retail over-all category which was up 18.9 from
August.  Increases were noted in total business placement as well as
i business placed in sroNsor's 10-city constant base.  Constant
base areas show a much slower upward trend than do the total busi-
ness due to more and more cities adding stations. Food and Radio,
'V and Appliances together place 47.67; of all network business.
l'obacco and Jewelry place 53.39% of all national and regional selective
TV. Automotive and Radio, TV, and Appliances placed 61.2 of all

local-retail telecasting,

BREAKDGWN OF TV BUSINESS BY CATEGORIES “TOTAL” AND TEN-CITY TRENDS
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YRE IN-
Tne. s
CALIFORNIA

NOW,-—-foI the first time—all the salient facts about television in Southern
California have been assembled in one study.

In September KFI-TV commissioned a leading Western research organization to find
answers for such questions as "Just how many sets does Los Angeles have?"

and "What's the tune-in?”. Here are some of the highlights of that report:

SET OWNERSHIP: Approximately 28,400
as of September 1. Of these about 10%
are installed in public places, the
remainder in homes.

SETS IN USE: About two-thirds of all sets
are in use during the average evening
quarter-hour. Nearly 9 in 10 Southern
California set owners who are at home
use their sets some time during the
evening.

AVERAGE VIEWERS PER SET: About 3.5
persons.

These and many otherimportant facts about TVaudience
and what's going on in the Southern California TV pic-
ture are contained in a presentation, "The TV Picture in
Southern California.” We will be happy to show it to you.

KFI-TV is the blood brother of KFI, Southern California’s ranking
station with listeners and advertisers for a quarter-century.

With its awn complete and separate stalf of TV experts, its all-new
RCA equipment, KFI.-TV has established new highs in picture clanty
and entertainment during three months of experimental operation.

Now, KFI-TV is operating commercially five nights a week.
Discriminating Southern California advertisers like Union Oil,
Holfman Radio, and Packard Bell have selected KFI-TV as the
station on which to invest their program budget.

KFI-TV is squarely in the middle of Southern California‘s television
picture — the best place to [ocus your television budget.

e/l

CHANNEL 9

Represented nationally by
Edward Petry and Co,, Inc.
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NORWICH PHARMACAL
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) | t the air, Norwich salesmen
that buving on the air-
wils chmbing
ible w

show’s

Lnyuenting
the buyine was traice
iter the
Now

it thetr highest point in years
i

months

LI

\S 0N ich puzzied over the news, thes

ihized then that overmght results for
their line of drog products were im
possible in radio.  But, the right program
might well bring in sales resules if it

ran kmg cnough

Then the war came, and Norwich, up
to their ears in war work for the Army and
Navy Medical Departments, forgot about

network programing for awhile, For a

bricl run in 1943, they sponsored a cap-
sule musical show. the 5-minute Grace
Morgan Simgs, on WJZ, New York

When the star of the show died suddenly,
the time slot was dropped, and radio went
back mto the

I'he war yvea

“tuture™ hle
s F‘.I“M\i Norwich net
iles had jumped tremendously from the
rewsar level, from a 1936 - 1940 averaoe of
54.5300,000 a vear, to therr wartime peak
When

the first big cut-backs in military spending

of more than $12,000,000 in 1943,

L4 ® 40
‘Oh what beautiftul
ceenings for sponsors”

CINCINNATI
First again...
1s¢ DURING EVENING HOURS

SETS
IN USE

NET STA.
l»B'l

wWCPO

NET STA,
IOE“

NET STA.
e

STATION
CID'P

iy

26.1| 18.8

32.9

20.0 (119|123

15¢ DURING

MORNING HOURS

16.2| 14.6

26.6

255|146 | 16.6

15¢ IN TOTAL RATED TIME PERIODS

Je

20.8 | 16.3

29.6

253 |139(11.8

First According to August (. E. HOOPER ratings in Cincinnati, Ohio

18

CINCINNATI NEWS STATION

Represented
by
The BRANHAM
Co.

were felt. the net sales tapered down to
$10,000,000 a Norwich started
looking again to the consumer market.
Their sales leader, Pepto-Bismol, had
done well during the war vears, and had
3317, in sales from the 1942
It looked like the most promising

Year.

increased
level,
item to promote.

Meanwhile, the American Broadcasting
Company* was engaged in its own postwar
With the first faint streaks of a
dawning buyer's market, ABC announced

plins

a block of four new programs designed to
lure in busmess, ABC premiered the
block The Fat Man, I Deal in Crime,
Forever Tops, and Jimmy Gleason's Diner

on 21 January 1946. Of the four shows,
only Fat Man proved itsell a success as a
sustainer,

Fat Man was a modestly-priced ($4,500)
mystery, and the only one which was
There had been
radio series about “private eyes” often
enough before, but E. J. Rosenberg, pro-
ducer of Fat Man, had built the character
from the ground up. The principal char-
acter is 2 tough, far, drawling detective
who is the opposite of the Thin Man,

something new in radio.

already well-cstablished as a radio version
of Dashiell Hammert’s suave detective
couple. The Fat Man was a radio natural.
The actor who portrayvs him (]. Scott
Smart) looks, and above all, sounds as
a corpulent sleuth would sound

The ratings on The Fat Man climbed
rapidly. From the initial report of 3.4, it
jumped in 10 months time to a solid 10.8,
with the share of audience increasing
from .17 to 23.6°;. The Fat Man be-
came a good advertising buy, and ABC's
Ted Oberfelder, head of that network’s
promotion department, lost no time i
pomting out that fact via the radio trade
press to advertisers and agencies,

Among those whose eve was caught by
the The Fat Man promotions was Paul
of the head ol Nor-
Paul, in his job as the

Cumbinner, brother
wich's agency
agency’s radio director, had been keeping
a watchful eve, at Norwich's request, for
a show with a good rating, a good time

slotr, and a famuly audience.  In early

December, 1946, after having watched the
upward rating progress of the mystery
airer, Paul Gumbinner asked ABC o
more dara.

hings moved ina big hurry after that
ABC stirred a rush project on a presenta-
tion for the board, with Gumbiner oiler-
ing numerous sugeestions to ABC on the
kind of informartion the Norwich directors
By New Year's Day of
1947, the operation went into high gear.

On Thursday 2 January 1947, the

Please turn to page 95)
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‘“*“THE BEST

LOCATION

IN THE NATION"'

(The Cleveland Electric
INluminating Company says
s0...and has facts and
figures to prove it)

NOVEMBER 1948

‘*“THE BEST

STATION

IN THIS LOCATION"'

(WHK.says so...and we
have the greatest amount
of local business to
prove it)

We carry a lot of weight

with big advertisers in the
Cleveland areal For instance,
The Cleveland Electric
[lluminating Company has,
for the past two years,
selected WHK to carry their
message to Northeastern
Ohiol

With our low rates...our
sponsor promotion...and the
largest regional station
coverage...even a ”]iﬂht“
appropriation can do a
‘*power''-ful job on this
stationl!

IN CLEVELAND IT'§

WHK

The Poul H. Raymer Co.,
Nationol Representative
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JACK SMITH

KATE AITKEN WES McKNIGHT

Plenty of top shows...
and balanced program-
ming ... make CFRB
your best radio buy

g.: ANTOW. with a stepenp ol (M er Lo 50,000
BOB - l\ watt=—CFR R, Toronto. = ot to reach
CROSBY ' y more Ontario histeners than ever before!

7 2 CFRIFS wop shows are varied to suit

‘CLus 15" the preference of Ontarnio’s listeners . o its

balanced programming prosiding a range of
l':l.l“n {;,!I't' fnr every I:llrllllll'r u{ the rﬂlllll'\‘
has always ensured high listenership in
Ontario’s rich and loerative market.

The power boost on September 15t 1w
the potent new 50,000 watt transmitter,
and the change of frequeney to 1010 on the
dial, with Ontario-wide |u‘umnliu||.|| pub-
lieity have intensified this market.

To you, the Advertiser, this means
more power o every dollar yon spend for
CEFRB advertising. So CFRB is still your
No. 1 buy in Canada’s No. 1 market!

DOROTHY SHAY g‘.
"SPOTLIGHT REVUE" *

CFRE:

REPRESENTATIVES:

UNITED STATES: Adam J. Young Jr., Incorporated
CANADA: All-Canada Radio Facilities Limited
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continued from page

Survey of the U. S, Department of Agri-
culture and from the National Associa-
tion of Radio Farm Directors reveal that
the maximum amount of formers are most
accessible at midday regardless of the
type of farming in which they're engaged.
They also reveal that almost anyone who
lunches at home does it between 12 and
1:00 p.m.

In line with this thought we have
spotted our farm news commentator, Will
Peigelbeck and his Cointry Folks program,
on our schedule from 12:30 to 1:00 p.n
At this time many of the fanmer's most
difficult and laborious chores are finished

he's sitting down to a good meal and at
that time is interested and ready to find
out prices, weather, etc., because he is
still working but, at that time, he's in a
more comfortable frame of mind.  He's
listening attentively hears not only farm
news but the sponsor's message better,

We have letters from farmers, dairy-
men, etc., which have been sent to Mr.
Peigelbeck, commending him on his
choice of time and the program content so
we can't be too far from wrong, can we?

James R. RyaLw
Promaotion Manager
WN JR, Newark, N. J.

Congratulations to SPONSOR for the lead
story 5:30 am. on the Farm in your
October issue.

You offer convincing proof of the fact
that there is no better time to reach rural
listeners. Here at WCCO we have
realized this for some time.  In fact, John
Trent on his Sunrise Salute drew 17,523

that date. If some of the names were not
submitted on cards postmarked on or
before 8 August, the card with the name
and bearing the earliest postmark is the
winner.

The names selected by the panel of
judges (in order of the judges collective
votes) were |, National Selective; 2,
Selective; 3. M-B-M(Market-by-Market) ;
4, Spot (believe it or not); 3, lmpact; 6,
Focalized; 7, Patterned Radio, and S,
Sclective Area. Tied for ninth place were
Directed, Market Radio, Elective, Sele-
cast and Local Radio.

I'he winners are histed by names and
entries on page 33 of this issve

While sroxsor had hoped that th
name selected by the j1|!.1‘_ji s would be :
judged by the industry’s trade papers
being the natural name to replaci
as an over-all desienation for national o
regional broadcast advertising placed ¢
mnrket-by-market basis, it was genes
felt that the name was too long and t)
“Selective' was better for common vsag
As a result it that desit
nates all stories and reports concemed
with other than network advertising in

is “'Selective™

this issue of sroxsor and in all forthcoming
It will be used by the trade press
generally with the exception of Broad-
casting and Tide

1SSUes,

WSBT

—and only WSBT

—commands the

South Bend audience!

Sure. people can hear other stations in South
Bend— but they listen to WSBT. This station

has won its audience through more than 27

responses for Kerr Glass (54 sales mes-
ssages given between 5:30 and 6:30 a.m).
During the 1948 Minnesota State Fair
WCCO conducted an informal survey
among farmers who visited the WCCO
booth. We were surprised at the number
who stated they listened to the early
moming programs on the radio installed
in the bamn. Perhaps someday we can in-
itiate a survey which will nclude these sets,
Toxy Mok
Sales Promotion Manager
WCCO, Minneapolis

years of personalized service to this market,
It gi\l':?- listeners what they want when they
want it, This is why the ever-crowing WSBT
andience remains loval vear afier vear, Hooper
alter ”uupl-r. No other station even COne-

vlose in Share of Audience,

NSB

NEW NAME FOR SPOT

(Continueed from page 33)

SOUTH BEND |

5000

August, even though bearing a winning WATTS: ‘o 440 KL cCBs

name, do not rate an award if a card bear-

ing that name was postmarked prior to | PAUL H. RAYMER COMPANY . NATIONAL REPRESENTATIVE

NOVEMBER 1948 81
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One of the vanishing “sacred cows” in radio is that large audiences have to cost

a lot of money. The fact is that CBS delivers large audiences at the lowest
cost per thousand families of any network in radio, large or small. And the cost

of circulation on CBS today is lower than it has ever been since 1939.
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The ‘““Huskies’’ at Poughkeepsie,—
WHEC In Rochester.....

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

been ever since Rochester has been Hooperated!

WHEC is one of the select Hooper “Top Twenty”

stationsinthe U.S.—morning, afternoon and evenings!
latest Hooper befare closing time

el b [ EE——

STATION STATION STATION STATION STATION STATION
WHEC B C D E F
MORNING 33.2 299 9.2 Z. 1 13.0 7l

8:00-12:00 A.M.
Monday through Fri.

AFTERNOON 36.6 266 12.2 8.3 102 5.0

12:00-6:00 P.M.
Mondoy through Fri. o)
EVENING  28.5 282 119 96 13.8 ‘iz

Only

SH0G12,00,0.. JULY-AUGUST HOOPER, 1948

Sunday through Sat.
Lotes! befare closing time,

BUY WHERE THEY'RE LISTENING: —

Representatives: J. P. Mc KINNEY & SON, New York, Chicogo, HOMER GRIFFITH CO., Los Angeles, Son Froncisco
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MANAGERS' LAMENT An agency with a good sense of ‘thank plan 25 awards instead of one big one.
simed from bade 26 vou' lands that extra bit of promotion He'd also be smart if he presented one to

Crniili

from stations. All business isn't done on  each station doing an outstanding promo-

neyv,  We are asked to knock our-  a production line basis.” tion for his program and something extra

el wit selling listeners on a program Still another station manager reflects to the department head who supervised
it may smwell to high heaven and when  the laments of practically all station the promotion. When Kenyon and Eck-

ve do come through, nobody at the executives on the subject of contests hardt ran a Ford Theater promotion, the
agency mvolved has the good sense to sav  where a big prize goes to the station doing  award was a Ford station wagon - for the
‘thank vou.” Okayv, mayvbe they think the best promotion on a program. “lIt station. It didn’t sit wo well with the
thar it's part of our job to promote pro- isn't fair,” says this broadcaster, “"to ask  promotion men, who aren't the highest
grams on our station but if they were to  hundreds of stations to extend themselves  paid at stations and who actually carry
stop and check station program promo- advertising and promoting a program, the work burden. The personal element
tion they'd be surprised to uncover the when there's only one prize. Maybe it's  is always present and the more an adver-
fact that some programs receive a great  a cheap way of 'buying’ program promo- tiser remembers this the more promotion

deal of promoton and some very hittle.  tion but a sponsor would be far smarter to  he'll get for his broadcast advertising
dollar.”
No station can give all 1ts advertisers

cqual promotion.  If it were spread that
:J wide, explains one station manager, no
”6 I;u.l\'n.‘r'lisur would receive enough promo-

'."&f_:; s ] o

tion to “fll his eye teeth.” "“An adver-
tiser should be sausfied with an occasional
promotion,” explains  another  station

“de manager. “Moreover the more grey mat-

ter he (the advertiser) uses ‘suggesting’

promotions to stations, the more promo-
tion his programs will receive.  If adver-

tisers and their agencies would conceive
promotions that would not only promote
their programs but would make the sta-
tions and the networks feel that they too

LOOKING FOR
PROGRAMS?

Tulsa’s only ezgc;:]usive radio cen-
ter. Only CIBS‘.'butlet in the rich
"Money Mazket section of pros-
perous O_klahoma. Write KTUL,
Boulder .on the Park, Tulsa, Okla.

S£kV)ﬁ/é
OMAHA &
Council Bluffs

BASIC ABC+ 5000 WATTS

JOHN ESAU o AVERY'KNODEL, Inc. Represeﬂfed br
Vice-Pres. ond Gen. Mar. National Representotives EDW‘.RD PH,RY co’ "‘c‘
R EEEEE—=—
88 SPONSOR




would be realizing something from the
deal, they'd be surprised how much effort
a station would expend in promoting. So
many promotions seem a one-way street
that stations steel themselves into say-
ing ‘no." "

“If we seem to devote a great deoal of
talk to the subject of promotion,” ex-
plains one station manager, “it isn't
because we're het up on the subject burt
that every station is beset by requests for
promotion and merchandising. We ac-
knowledge that broadcasting lives and
dies by promotion. We want to do our
best, but life is short and the budget
limited. Brother, can you spare a dime?"

Leaving the subject of promotion
problems behind, station managers in big
cities have a very special set of laments
at advertising
Many of the managers of sta-

pointed sponsors  and
agencies.
tions in smaller metropolitan centers jo'n
with the big city men in singing these
specific blues, “There isn't a week that
goes by," states the manager of a network
owned and operated station, “that an
advertiser or an agency executive doesn't
call me on the phone and ask me to audi-
tion some ‘talent.” Most of the time the
‘talent’ has no ability——and even if it did,
it should be auditioned by our program

not the

rable sales |

build pro

director by station manager,

STEINMAN

STATIONS

Established 1922
WILMINGTON, DEL.

Established 1922
LANCASTER, PA.

Established 1922
HARRISBURG, PA.

Estoblished 1922
READING, PA.

Estoblished 1932
YORK, PA.

Established 1936
EASTON, PA.

Represented by
ROBERT MEEKER
ASSOCIATES

MNew York
Loy Angeles

Chicage
$an Francisce

NOVEMBER 1948

When | ask the agency or sponsor execu-
tive about the ability of the voung lady or
voung man whom | am asked to audi

tion, | usually receive an answer which
tells me that the audition reguester
doesn't know. | know that evervone

walts to ‘get into radio’ bur | think that
advertisers and agencies who want sta-
tions to do a better job promoting listen-
mg should know better than to waste a
major executive's time, just

to impress

some youngster or her parent. It isn't
that we're not anxious to hear real talent
but that there're only so many hours in a
day. family

while.”

I like to see miy once in a

I'he gripe abou

“hopefuls”™ wha want to
doesn't stop witl
talent. St
besieged by recommmended
retanies, clerks, and

ol whom wvisit th

telephone call or bearing a lett
important advertising execurivi L
is what broadcasting stations have |

Vet waste of execurnive time 1s gre
radio than it is in any other field e
perhaps TV. [If “evervone™ wants to g
mto radio, “evervone and his brother

wants to be in television.

Please turn to page 92

"WHATLL | WEA
THIS EVENING,

ll ain’t ke the old dins when e
\l.“-

adays with modern farming et hols

farmer’s day was never done,™

that soee time and mabe monev, the

hayseeds in the Red River Valley gin

time (and dongh) 1o hanve fan!

Yep. we got bistros and hinga!  Buot o

lot of the time we just relay and listen

te the radio.  And maostdy 10 WHAY,
The latest Conlan “l'pnl'l “;l) Tor
the North Dakota Area shows that

evenings more of ns listen to WHAY
(509921 than to the IT next best stations
The

has ondy 1.8,

combined, nearest “competitor™

I you want more Guney figoures. whs

nol write ns or ask Free & Peters?

We'd be glad to send you the complere

report.,

FARGO, N. D.
NBC - 970 KILOCYCLES
5000 WATTS

Free & PETERS. Inc

Facdusios Novlsnal Feporirsiarieons

<
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Contests and Offers

I s T T e =

LAMDUR & CO

PAUL T BEICH €O

COLGATE PALMDLIVE

PEET CO*

CONTINENTAL BAKING CD

EVERSHARP INC
P LORILLARD CD
SMITH BROS €O
SPEIOEL CORP

EVERSHARP  INC

GENERAL MILLY

KRAFT FDOOS CO°

KEOGER D

LEVER BROTHERY®
THOS K LIPTON DIY

LEVER BROINERS®

LIGGETT & MYERS

CARL MOHR & €O

FHILIP MORRIS & CO

PIONEER SCIENTIFIC CORF

PROCTER & GAMBLE®

MALSTON PURINA CO

TEEN-TIMERS INC

U % TOBACCO CO

WILOROOT COD

| | |
| S (O —

o5t ) e
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1 huffon Soap 1 | MTWTH
Hluk § 425 pm

W Whiz Saturilat,
10-10:30 pon

1wt Blands Wedneslay

8- %:30 pm

Win Wyl el #a MTWT
I L aks 110 1145 an
Stop the Sty
Muaic S 4 pm
15 min el
fyerahy
Sihiek ) Take Tt or =unday
Injeetur Lesive It - 1034 i
Huwur
Whiratie Jurk MW
Aroirtrong 3304

Wl sdiay
s30 0 pi

Tl Carvat
Giliderslevwve

Irarka
Margurim
Three Krogcr

radio seriadls,
X

[

Lipton's Tea

Talent Scouts

Tuesday
101030 pm

Lafic by Hijz Town

TWTF
TTi5 pm

U hyaterficlils sapiper Club

A& schoedubed

Sl triker LCirndiron prior 1o tiles

Jeadicr whovs easie of Balto.
ot
Clearin e Fovery bl Frilyy
Winis L0 10030 pin
Palarowl Howily Thursbuy
s Dhinirely 5:45-0 )
A Perkine MTWTI
305 330 pm
Uavdo a,
wii)
Dz Truth vr Satunday
L arreryuetices <30 Y pan
[T Tom Mix MTWTE
t 5454 pru
Tevatin Teratnmrs satumkiv
Ihs L Tuls 11.30-nnen

3 Saryinds
Nuanlwer 5 5:30 pan

Widiwss iy
& W3 pn

N i

il T hnt Song

aner eoileat Hial in with Keoger Co. " Free fowd for n year for a [a

Vanous merchanilie: prige

swarded

1 Jarkpot prise
vyt = gl 1
1o senders of paminatin

Fuour 1949 Ford sedons weekly for aix
werks  Other merchanilise prises plus
veur's supply uger-Niels

Varous nwrchuntise priz
Cernmel Shani hunuy

chonee al

SIS (nimtmuin SLODDY 0 variou
cashy merohundise prizes

$10,000 firt prize.  Uther cash prizes
tatalling $22.000

Officml-giee Wilsan loatbisll wmd .us--

of Hermie Bierman's book on foot hall

Five weekly contest Fach week,

four V049 Fords awarded.  Other canh
and mierehanidise prize

‘Free food for a
founr” Lavsed on |
Ao Kroger ernplos

o 8 witisrs in

vear for & famly of
2. Govi. estimutes
o contest P

ach eontest

Five $1,000 prizes. Gifty $100 peyies
absa varuuny eleaners, Xixmastres

i\

Tty 1949
HO cash priced

reury s
in tharty de
Trats

LRI
ran-

sSiae of (e Woek™ vomtest , Ty nighis
ouly. &350 bond prize

Varions low-cost awrchandine prives
Clrcase jobis, miovie passes vt

20§10 in cash prize

"Tarbor Tricks with Poluroid™

el Iy e Bob Smith, plus
metare ol Smith and Howdy

FLUON fiest pieree. Onther vaah purses
totalling $40,00)

Papadk Maan Hush™ stockgele ol e

clandix atd servites  Mink coats
vai ubion, formiture ete, eic
i menchaosdise  prmes

. Tadios, walehes 1

K total m cash st e r oo Jise
includimg & §2000 s hiolarship

tite ol
rorfectlva
hon

3 for ijuostione  Uso
Juckpot LogW 1

wwered juekpot qie

&% tush pnn

ol Femr'* lwsting prizesy

SFONSOR mentbly 4
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Send Lavorte housebold bt and Chiffon box-

top to program, Chi.  If Kint used o4 Air, piriaes CHS
A e
I &nd =1 of g guestions with two Whiz
wrappers o pr R IF used, prize
vithifey Semd letter nominating frend Alid
Wrpacar o gram. Judged on human inferest H]
beisis
Sond e 1o 4 jmle with Loxtop
fraim Super-Suds plus dealer’s nume to contes! NB(
XY
Send Jist ol 5 n Jueslions L Progrimn
N Y. Entey tust huve product nimes written CBa
i tap te qialily
Listenors ealléd, nuust idendify tune plaved plus A
“Mystory Melody™ |
Complete 25-word sentente: 1 Jike the Byver- i
aharp Shick lnjee tuzor bost Deeaiis oo N
Sentd with Shick inst ruet jon sheet fromoew razor
0 cotlest, N,
Rend Wheativs boxtap and §2 10 sponsor, ABC
Minoeapolis
y
Semid name for gl baby "adopted Grikady
with Parkay leatop ta sponsor, (Chi  Hest NI
nates wit
Awiurdid us bonns przes in cight nitional con-
vimer contests of Krafi, Lipton S L
Wauker, and Leser, Con s WHIE Hame Various
“Rrogee® on back etitey t A “Kroper"
erifrars win bt priges
e — |
Comiphite 25-ward product sentence: “l et
extra enjoyment from the brisk Baver of Lipton RS 1
' b e anine " Seml w Lipton bostop o e
spousor, N. ¥
Compiete 25-word seutenee: 1 hike Likebuoy
becatise " und send with Lifebuoy box- MRC
fromt to contest, N, Y
Winners of pre-liroadeast studio spelhing e .
nuire fricnds ta reevive phooe eall  Frietd st NI

dentily “mystery voice” of screen star

Viewets supply  missing facts of famovs games W MAR-TY
i Jetters to stution Balto
Soil bt of & questions with P-M - packieye .
wrapgwr o progrann. Cash for wse, tnore A1 ns
contestunt misses
Viewers send in dewder-obitwned bnoklet 10 pro- NBU-TY
pram, - Snnth autogeaphs, returms with photo
Complete 25-wonl settence ™1 hke (he iew
Tifetinie’ Uxydol, bevause ™ Betd o officinl N
viitey blank or plain sheet wath Oxsdol boxtog
1o program, (e,
Thave lmteiwes ealleal weekly try e jdentily
mystery volers:  To gualify, mst have wnition AlC
better re: Montal Health Drive, sent saine with /
withou!  contrbilicn 1o contist, [lollywood
Zetwd e for Tom's new soerel colt with
Halston boxtop 1o program. St Lowis.  Hest Al
nathes win
o ahtest at focsl netull store,
ml e ktter nbntifving " Miss
Tventimar™ fromi rachio dues, write Ml
ipporting Diwrseas Asd for Childeen
contribution of 10e or more. Send to
program, N
Lidtetees snd gz wnd Jaekpot questpns G MBS
peogram, N Y
setind T of any theee songs 1o progeasi fur 1
PrRran s (FS
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“Old Mother Hubbard
Went to the u.‘f)fmm';f =
When she came there
The cupboard was bare . . . !

Mother Hubbard must not have lived in South Texas. For, with farmy income up
and employment up, there are mighty few if any “bare cupboards™ in this rich, pros-
perous areal

Here are 67 counties™ constituting the daytime primary area of Station WOAIL It is
a section noted for cattle, oil, cotton. It is great in production, has many neceds. Sales
of food alone to help fill these cupboards amounted to $247,370,000%% last year. More
food was sold here than was sold in cither St. Louis or Pittsburgh.

South Texans have the money to pay for their many requirements. Be sure your
products are in their cuphoards by placing your advertising message over WOAI, the
popular 50,000-watt station that covers this territory.

*BMB 5075 to 10025 vcounties

OSales Management 1918 Sunvey of Buving Power

5 /5, 2
WOAI NBC+50,000 W « CLEAR CHANNEL « TQN

Represented by EDWARD PETRY & CO., INC. .. New York, Chicago, Los Angeles, Detroil, St. Louis, San Francisco, Atlanta, Boslon

.y
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MANAGERSl LAMENT successtul stauon manager must  know

his market, ver time and time again

Contimued from paoe 89

recommendations that we make to spon-

managers constantly lament the  Sors and their agencies are ignored.  For

that agencies and advertisers, in buy-  INstance we were taking a feed of a day-
ng programs, ignor rs' sugpes- tme serial that hit our area at a tim
tions. "If a station is successful. there is When it was preceded by a musical and
no question but that it is the result of followed by a newscast. We asked per-

mission Lo .rl.'Ll'l'd the program ofl the

management.  The fact that two stations

with comparatively  the same wave- netwark line and broadcast it later as
lengths, power, and network atliliations Part of a block of daytime serials.  The
lo entirely different jobs in pgathering agency and sponsor refused permission,

wdiences proves that bevond a doubt.” Six months later we received a bitter
points out the manager of a 5,000-wart  letter asking why this program was rated

network afhhate in a good market. *“The lower in our city than in three-quarters of

For the eighth conseentive year WEBW's hige favm nudi

eoce in Wansas and adjoining states reaps a vich harvest .. . the
biggest corn crop in history ... the third largest wheat erop on

record. Onre First Families of Agricultore are richer than eyer,

Fhe high standards of hving in their conntey homes would
ammaze yon Food, elothing and modern comveniences are Hhose
of the high income eity dweller.  Here is America'’s oreilest

pnexploited wiarket,

Reach and sell it as o anil by nsing WIBW.  hpartial
uryeys show WIBW is 1 he most-listened-1a and most important

angle siles idlience among these wealthy farm fanilies.

Serving the

First Families of Agriculture L
BEN LUDY

Gen Mgr
Rep.: CAPPER PUBLICATIONS, Inc. WIBW . KCEM

92

the rest of the country. We reminded
the agency of our recommendations, but
they continued to insist that they could
not permit a ‘d.b." (delayed broadcast) of
the program. The program is still on our
station and it’s still at the tail-end of its
rating among all stations airing it. Some
agencies get stuck with their own de-
cisions.”

Station managers are constantly faced
with requests for programs by types by
timebuyers. They are asked tor women's
participating programs, newscasts, disk
jockeys, rise and shine sessions, etc.
Sometimes the manager knows that an-

| other type of program has the audience

for the particular product to be sold. Yer
it's the exception not the rule when a
station is able to shift a sponsor from his
desire for a women's participating pro-
gram to a disk jockey show, for instance,
even if audience figures prove that the
latter is a better buy for the adveruser.
Station managers lament that timebuyers
generally don't accept or trust the recom-
mendations of the stations on which they
buy time.

“We could save many advertisers a
great deal of money if they'd listen to us,”
is the way one station manager explains
the reason why he would like closer liaison
between the buyer and the seller of
broadcast time.  “Many sponsors,” he
explains, “buy evening time for products
that are sold 859, to women. It doesn’t
make sense to buy premium time at
100%; over daytime rates, to reach 157
of a manufacturer's potential market
Yet any station manager can pomt to an
important number of sponsors on the air
at night who don't belong there. | know
that one of the reasons they broadcast at
night is to flatter their own advertising
vanity, |t places them in the *big time’
class.  Yet when the chips arc down the
medium suflers because it doesn't produce
at a ratio that justifies the Class A time
charges. 1| don't gripe because adver-
tisers don’t believe everything my sales-
men tell them, but when they don't be-
licve me either, that hurts.”

Station managers do not differ from
other segments of broadcast advertising
m lamenting Hooperatings.  “They're
fine,” a station spokesman puts it, *‘just
as long as they're used for what they are,
‘telephone  coincidental  ratings  within
metropolitan areas.”  When an agency
uses them to weigh the relative merits of a
number of stations, cach of which covers a
ditferent area, it goes ofl half-cocked. In
New York, for mstance, Hooper reports
on stations range from the daytime-only
WLIB to the 50,000-watt key stations of
the networks.  In some Hooper reports

SPONSOR




FIRST

IN THE

W

BASIC NBC Affiliate

Channel §

National Representatives
Free & Pelors, Inc.

o .
DAVENPORT
ROCK ISLAND
MOLINE
E A S T n-;n::l:;zii_._‘;g.
MOLINE & !
The 40th
Re'ﬂ" Guad G4
Market

A M 5000w, 1420xe.

FM
TN

47 Kw,, 1037 Mec,

C.P, 22.9 Kw. viy:
vol and owral,

DAVENPORT, I OWA

SALESMAN

To travel on a Commission
basis, Every station can
use our large repertoire,
augmented monthly, Li-
brary sells at a low monthly
Must
Answer giving us your

A hard

make

rental. have car.
past experience.

worker can real

money.

SPONSOR PUBLICATIONS INC.

Box 40 W. 52nd Street
67 New York 19, N. Y.

TRANSCRIPTION LIBRARY

NOVEMBER 1948

away.

it's not unusual to find a relatively low-
powered station having a higher rating
than a network key station, These sta-
tions are good buys.
about that despite the fact that they
don’t get out much bevond the 50-mile
metropolitan area and some don’t even
cover that market. If a sponsor buys
strictly on Hoopers he buys a low-
powered New York station and wonders
why it doesn't produce since it leads the
Hooper parade at the hour he buys it.
Woe is his when sales don't come in and
outside-of-New York dealers start crying
for advertising. Hooperatings are great
things —if they're used correctly.”

A station manager out in the middle of
the farm territory has a very special
Hooper gripe. Says he: “About 15 Oc-
tober we get a per-program Hooper re-
| port showing ratings for the summer
months. Then about 15 March we get
[a Hooper report for the foll-winter
months. These reports are used by time-
buyers to evaluate stations in our area,
| Obviously conditions change so rapidly
| that by the time these reports are issued,
I they can mean something only to station
management, as an indication of how to
| program—next year. Only if ratings are
| available monthly are they of value as a
buvers' vardstick.”

Many station managers agree with this
Midwest executive. There's always one
station chief who doesn't and he's the
man whose station Hooper indicates is
tops. On the matter of Hooper station
reports being stale when they're released,
C. E. Hooper explains that monthly
ratings can be made available, and are in
a nuimber of markets, if the stations want
to pay the added costs for the special re-
ports. However, Hooper explains, it
doubles the annual cost to the stations.
There are also some markets in which
telephone  homes are not numerous
enough to justify monthly reports of the
type Hooper makes. For these areas, the
stations, sponsors, and agencies are stuck
with a report frequency that isn't too
helpful. What station managers want is
a timebuying operation where the buyer
knows what is being bought personallys
and doesn’'t have to old BMB
(Broadcast Measurement Bureau) figures
| or Heoperatings which don’t apply at the
scason of the vear in which the time is
being bought.

A Pacific Coast manager expresses it
this way, “So much depends upon the
station on which an advertising campaign
is being placed that to purchase it
blindly, without any knowledge of the
local situation, is just throwing money
It's only because broadcasting is

use

- " 1
Ihere's no doubt

“Wherever there 1s music,” said William
Cullen Bryant with a poet’s eye for the
practical, “there is a throng of listen-
ers.” And wherever there is good music,
1s there 15 always over WQXR and
WQXR-FM. there is a throng of lis
teners to delight the heart of any adver-
tising man. More than half a2 million
families tune constantly to these stations
...50 constantly, no other station can
reach them so cffectively. These fami-
lies love good things as they love good
music . .. and can afford to buy them.
That's why advertisers find these families
a most inviting segment of this biggest
and richest of all markets. May we pitch

vour sales-seeking song to this music-

hungry throng?

L !

"r‘/"\ -\‘ 5 & |
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Whether it's

Monfezuma

or Tripoli

(IOWA)

WMT is There!

24

Fl.’tl\l the tall corn helds near
Momtezuma 1o the dairvlands
o Tripoli. castern lowa lis-
teners keep tuned 1o WAT for
complete farm news, Lop enley-
tainngent  andd special  features
olTered by this exelusive CIIS

vaslern lowa -|II:||"..

lowa [armers 1]|~;|r-u|1 on WNIT.
~oo do the urban communities
with their humming  industries.
Reach  both  these Pro<perons
narkels via WA s 600 ke —
lowa radio’s  finest Irequency.

A<k the Katz man for details,

na W LT,
W Y,

N
A,

CEDAR RAPIDS

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

such a great advertismg medium  that
many more campaigns don't fail to pro- SOON

duce for adverusers, If only all time- - P
e [ ]
]

First on Your Radio
in Memphis. Tenn.

buvers were permitted to do a  little
traveling, what a different business this
would be.”

Narurally all station managers do not
Irave the same laments.  The 50,000-watt
station executives, unless they are at the
wrong end of the dial (from 900 kilocycles
up to 1600 kilocycles) have a set of
laments quite distinct from the high-
powered low end of the dial stations
lhey complain that timebuyers fre
quently purchase time on a power basis
without realizing that wavelengths have
almost as important a bearing on station
coverage as power. A station located in
the under-900 kilocycle band is bound to
lay down a better signal, watt for watre,
than stations berween 900 and 1600 kc.

“Too many agency  executives  are

W. H. BEECUE

power crazy,” laments one station man- 3o s L :
Pulling in a million more lis-

Il‘lll'r-un_\nur\]]-'|1|-\|._~J.'L|ii-||
in Memphis— A Mighty Market

ager, “They know that advertisers are
impressed by 50kw outlets and they buy
them regardless of their impact.  Therc
are many 10kw stations that outpull
FNmebuving can't be

I mow at pres-
full yeur's

50kw  outlets
done with a yardstick of power. When an

protectivn.

Qe v OROC e y J . .
ALCNCY CXCCULIVE USCS POWeT ilone to de Wit b it

THE WALKER CO.

a 1Y,

tion's :ll‘ﬁlll_\ to |\|'lldllt't' sales of the type |

BILLION

DOLLAR MARKET |

spread over two states

termine what stations to purchase, he's
liable to purchase the greatest collection

of cats and dogs as well as some of the

nation’s most productive broadcasting

outlets.  There isn't anvthing that can
I'L‘[‘l:u\' factual knowledze of each sta-

a sponsor is seeking. A well-informed
timebuyer is an advertising  agency's
areatest gift to a sponsor,”

Lack of timebuying flexibility is one of
the greatest problems that station man-
agers have to face. They don't blame the
timebuyers, nor do they blame advertis-
ing in general. “lUs just,” said one sta-

tion manager as he signed ofl, “a blind
Take our BMB Audience Cover-

5 in hioadcast advertising,”  Stat A ] 1
pot in hroadcast advertising ‘l iton sae Map, MEICH I Witk the |
managers generally agree that the NAB o) latest Sales Management “buying !
] o - Or A . ‘I see

some other group could well plan forums power" figures, and you

] I I g that KWFT reaches a billion and

for umebuyers throughout the nation. a2 half doltar market that.spreads

Timebuyers, it's agreed, are the most over two great states. A letter 1

to us or our "“‘reps" will bring
you all the facts, as well as cur.
rent avallabilities. Write today.

willing group working in radio.

Despite Hiterally hundreds of laments,
aripes, and objections to advertising and
idvertising agency pracuces, station man-
agers generally are happy.  Most of them
admit that the laments they have are
based upon the fact that they were lax

KWEFT

about some broadceast advertising factor
and their laxness has plagued them ever

THE TEXAS-OKLAHOMA STATION
Wichila Falli—5,000 Wallh—620 KC—CBS
Represented by Paul H. Raymer
Co., and KWFT, 801 Tower
Petroleum Bidg., Dallas

since.  Broadcast advertising is a very
closely integrated business.  What a sta-
tion permits one advertiser to do becomes
station-wide practice hefore the mumager

realizes it
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NORWICH PHARMACAL
(Continued from page 78)

On Friday, 3 January, the Messrs. Gum-
binner (Lawrence and Paul) and Milton
GCoodman from the agency, and Ted
Herbert and Tom Fry of ABC Sales were
taking an early train at Grand Central,
bound for the drug firm's home ofhice in
Norwich, N. Y.

Later that same day, a dozen Norwich
directors, including Norwich president
Melvin C. Eaton, Board Chairman Rob-
ert S. Eaton, Vp John Alden and others,
sat around the big oak table in the Nor-
wich board room. From 10:15 in the
moming to 4:30 in the afternoon, they
listened attentively while Herbert and
Fry made their pitch.

Then, Herbert and Fry went down-
stairs to the lobby to pace the floor and
chain-smoke cigarettes. In 15 minutes |
they had their answer: “Okay, we'll buy
it."” It was one of the fastest sales ABC
had ever made,

On 14 February 1947, Norwich began
its first national-network broadcast ad-
vertising. To cover the time-and-talent
costs of The Fat Man on a 125-station
network, Norwich's board had to vote an
increase in the advertising budget of some
1597 (up to $1,500,000). The ratio of the
magazine budget to radio (newspaper |
coverage was all but eliminated) was
made about 50-50.

Norwich and Gumbinner, now that
they were in network selling, had no in-
tentions of permitting The Fat Man to
exist in a promotion vacuum. Ads ap-
peared quickly in drug trade journals,
headlined with: “NON-STOP RADIO
ADVERTISING!", telling the druggists |
that The Fat Man was going to stay |
“on the air all year 'round, summer as
well as winter, steadily fartening Pepto-
Bismol sales for you.” To the sales force
went a plush promotion kit, showing
scenes from a typical The Fat Man show,
plus a personally-autographed picture of |
J. Scott Smart as the “Fat Man.” |

The sales force ate it up. When one of |
their members called on a druggist after
The Fat Man premiered for Norwich
(Norwich had moved the show over to
Friday night into a block of higher-rated
ABC mystery programs with good effect)
the salesman would bring the topic around
to advertising. “Heard our new radio
show?"" the salesman would ask, whipping
out the promotion kit on the show.
“You can take it from me," the Norwich
man would state firmly, "“this big fellow's
gonna do a swell job of selling for you as
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; |
agency saw the completed presentation. |

WSM  ENDORSED PAINT 2

A large paint manufacturer recently made a point that is
well worth passing along to other advertisers who are
interested in this great Southern market.

The manufacturer® wrote: . . . “In expansion of territory
and opening up of new dealer accounts we have found this
show (a half-hour live talent program over WSM) has played
a major part in that success . ..""

This is added proof that when you use WSM you add an
invisible stamp of approval to your goods in this section.
Whether it's paint, padlocks or petunias, the buying public
and dealers alike know they can put their confidence in a
WS5M-advertised product.

*Name furnished an request.

NASHVILLE =2

HARRY STONE, Gen. Mgr. *+ IRVING WAUGH, Com. Mgr. + EDWARD PETRY & CO., Notlanal Rep.
50,000 WATTS » CLEAR CHANNEL « 650 KILOCYCLES « NBC AFFILIATE
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The clincher came when
the satlesman produced the autographed
picture.  “He's really a great guy,” the
salesman would add unctuously as the
druggist ogled the picture. “Why, he's a
gond trend of mine.™

Mayvbe it was a bit obvious, maybe it
wasn't.  Bur it began o produce results.
Druggists began to give better shelf posi-
to Norwich's

well as for me."

Lons air-old products,
Pepro-Bismol, Unguentine, Zemocol, etc.,
and w use the stickers and counter dis-
plays featuring The Fat Man.

Actually, the copy on the show was,
and still is, pretty much like Norwich
space advertising of the past few years.
What did the trick for Norwich was the
fact that radio had a newness, a show-
busimess flair, that the magazine and news-
paper adverusing lacked.

As Norwich had expected, the first part
of 1947 was tough sleddimg when it came
to sales.  Retail drug sales an all drug
products held up well with an average
maonthly total of $300,000,000. But, the
druggists were selling a good deal of it
from their overstocked inventories, and
buving was ofi. At the end ol the first
quarter of 1947, Norwich realized that it
was taking a beating. Its 31 March
1947 quarter showed a net income of a
comparatively microscopic $2,773. (The
same quarter a yvear previous had shown
a net income of about $250,000.) The
carming per share of Norwich stock was
#.003, lor the quarter. (It had becn
running around $.32.)

Muost firms would have taken one look
at a report like that, and started curting
down on advertising in a big hurry.  But
Norwich had learned that it took time to
make radio pay off, even when they had
a high-rated show.

It began to pay ofl sooner than they
had really dared hope.  In the quarter
ending in June, the net income was up to
$135.545. By the end of March, 1948, it
had chimbed ta $256,446 and three months
lune 1948, it was $207,133.
Other stomach-sweeteners, maost of which

later, mn

had reduced therr advertising in the gen-
eral 1947 slump, began o show sales in-
creases of 2 3, But Norwich's Pepro-
Bismol, which had been plugged hard atl
through the tough selling of the summer
ol 1947, showed an upward sales climb of
15, Radio had done its job well,

The Fat Man is continuing to do a good
selting job on Norwich products.  In the
spring of 1948, Norwich introduced a new
product, a brushless version ol their shave
cream, SWAV. Norwich had decided 1o
bring out a brushless cream when their
research showed that of the $26,000,000
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spent  annually  for  various  shaving
creams, 60" went for brushless creams.

The new SWAV was given its first ad-
vertising push on The Fat Man. Usually,
two commercials out of the three heard on
the show are devoted to selling Pepto-
Bismol, and the third to one of the other
Norwich products.  For a 10-week period
in the spring of 1948, SWAV had the third
commercial,  Advance copies of the com-
mercials went out to all the Norwich
salesmen.  They reported that when
druggists knew the product was going to
be presold on The Fat Man, they didn't
hesitate to stock it. Results of the air-
selling thus done for SWAV are as yet
inconclusive, but Norwich is positive .in
its [eeling that radio will do a good job of
establishing the product with consumers,

Another major beneit thar has come
to Norwich sellmg from The Fat Man is
that the sales curve, which used 1o be
highly seasonal, is now leveling off.
New stations are added to the network
whenever Norwich feels that a new arca
shows promise. There are no official
estimates vet as to how high the Norwich
net sales for 1948 will be. Vp John Alden
has made some friendly bets with his
associates as to the actual figure. 1 was
optimistic,” he reports, “but | think I'm
going to have to pay up. 1 guessed too
low.”  Alden adds, however: “That's the
kind of bet | don’t mind paving.” How-
ever, some have estimated that Norwich
net sales for this year may go as high as
$12,000,000 . . . or higher.

The success of Norwich and The Fat
Man is not a startling, overnight success.
It's basically an object lesson in broadeast
advertising where a sponsor has bought a
network show 1o do a specific type of job
for him . . . and has stayed with it long
enough for the show to accomplish the
job.

.o

PROSPEROUS FARMER

Continued from page 44)

well as for “outside” farme-supply people,
by strictly localizing its service news,
reports, and “how o™ mlormation,
What a station knows about the agri-
cultural needs of its arca and whar it
does about it are marks of the quality of
its farm service, and therefore of its farm

audience.  Stations that strongly em-
phasize mmaginative,  progressive, and
consistent  service  progriming. have

proved time and again that a substan-
tial number of listeners get the habit of
depending on the station for all their
farmy information.

The technical and personal qualifica-

tions (previously outlined) of a farm
broadcaster are another guide to the
quality and holding power of the pro-
gram.

Dr. D. H. LeGear, head of sales and
advertising of the L. D. LeGear Medicine
Company (poultry, stock, and dog reme-
dies) has written of KVOO's 12:45 1:00
p.m. Farm Profit Burcau, *'LeGear sales-
men say they'd rather not operate with-
out the program.” He adds that when
they started with the show sales jumped
and held; “you can almost draw a map
where high sales drop off to coincide with
the drop of KVOO'S primary coverage,

“Of vital importance is the fact we
get much better cooperation with our
dealers in window display and other point
of sale action.”

The Farm Profit Bureau is a show dedi-
cated to improving pastures and showing
farmers how to make them yield more
dollars and cents for the space they take
up. This fAve-a-week late noon session
hasn’t had a rural coincidental rating, but
it has a Tulsa Hooperating of 9 1o 10.
This compares with ratings of half of tke
city-listener-designed shows broadcast at
the same time.

The station pulls a similar Hooper
on Sunday with its 12:15-12:45 noon Feed
the Soil. The show started three years
ago with a 15 -minute program including
only 57 words of commcrcial about the
benefits in increased vields and better
health from spreading agricultural lime
stone on the farm. There was music and a
five-minute report on what farm people
were doing to fertilize the soil, before and
after stories,

Anchor Stone and Mater'als was (and
still is) the sponsor. They increased the
time to 30 minutes after the first year,
but still use only 57 words of commercial,
which is generally institutional.  When
production gets ahead of sales, Anchor
introduces a few straight selling com-
mercials. They usually bring the situation
into balance quickly. A recent 20-word
spot on crushed rock for paths between
house and bam, to keep cattle out of
mud around watering tanks, ctc., pulled
so many orders within three days that
Anchor canceled it and returned the
following Sunday to their 57-word insti-
tational pirch.

Although the farmer gets the primary
beneht from a service program, he's by
no means the only one who gets actual
service benehts. Lime venders the men
who operate the trucks that spread the
lime on farms aren’t hired by the lime
company.  They're on the itinerant side
and often not oo dependable.

Feed the Soil broadcasts

have re-
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sulted in tying venders who have handled
Anchor lime much closer to the company
than any other group of venders to any
other lime crushing company. In fact,
the program service has virtually made
them salesmen for Anchor without their
being on the Anchor pavroll.

One of the most impressive arguments
of the that specializes in an

aggressive farm service

station
operation is the
difference  between farm authority
and a farm reporter

A farm authority

15 equipped to make his station a farm

as discussed earlier

educational leader (not an educational
center).  There's ample evidence that
the cumulative effect of service-

leadership, when exploited with proper

stich

promaotion, is a most powerful factor in
building and keeping a loval, responsive
group of dialers.

The fact that a farm broadcaster may
largelv confine himself to a reporting
job on farm information doesn't mean
that job can’t be done well; it doesn't
mean he can't gather, hold, and sell, his
own audience. It does mean he hasn't the
potential added influence that belones to
authority and active leadership in farm
matters.

You'll find a third mark of programinge
that makes the most of its ooportunities
in talking to farmers in who controls the
program standards. The competent farm
broadcaster is usually the onlv station
emplovee properlv qualified to pass on
program material He
alone knows exactlv tryving
to do with his farm service and entertain-
ment (if anv).

Most leaders among radio farm direc-

practices.

he's

and
what

tors don’t accept a product for sponsor-
ship unless thev are personally happy
with it. Thev won't ask their followers
to accept their counsel on farm problems
and use that same prestive to back a
product if thev haven't confidence in it.
Station salesmen don't alwavs under-
stand this relationship between program-
ing and sales.* A WIZ (New York) sales-
man once sold a sponsor 52 wecks partici-
pation across the board on Phil Alamni’s
Farm News Phil.

When the salesman came to him, Phil

without consulting

tumed the sponsor down on the ground

that his nroduct wasn't one he would use
on his own farm.

highlights the rela-
both

Another instance
tionship of program content to
farm service and farm sponsors. A sales-
man tried regularly for six months to sell
an important  spray  manufacturer a
participation on the WI]Z Farm News.
One dav he asked Phil Alamni to go with
him. When Phil explained the service

ey

MORE

People In This Area Listen To WPTF
Every Single Broodcosting Quarter
Hour Than To Any Other Station!

WPTF dominates all competition at all
times. That's the report of the 1948
LISTENER DIARY STUDY. (Con-
ducted by Audience Surveys, Inc. in
WPTF's 62 counties with 50% or better,
day and night, BMB coverage.)

Findings include sets-in-
use, station ratings,
share-of-audience flow
and composition by

quarter hours. 1 bfAkr
TIMES
MOR“- |
anl /,. 7
Yist °"’;:-,‘on /"S» 413"3
next S o/ %%, e, Re
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S iy 0
0;;)9

MES
B\
yho? Complete details

available from WPTF
or Free & Peters.
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Raleigh, North Carolina
Rep. FREE & PETERS, Inc.
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KMLB

KEY TO RICH
NORTHEASTERN
LOUISIANA

MARKET . . ..

® MoNRoE
LOUISIANA

FACTS —

RAMLB serves a 100 million
dollar marker  loaded  with
Igle-powered hoyving incomes
per capita .. wide range of
industey and diversified farm-
g, KMLB has more Bsteners
in northeastern Lowsiana than

all other <tations combined.

5,000 WATTS DAY
1,000 WATTS NIGHT
[ ]

AFFILIATED WITH

American Broadcasting Company

Represented by

Taylor-Borroff & Company, Inc.
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nature of the show, that it included n-
formation and advice on spraying of
fruits, vegetables, etc., the manufacturer
signed.

What might be called the rule of
relevance in selecting material for a farm
service broadcast - choosing material that

, relates most closely to “advancing the

business and science of farming and en-
couraging better farm living" —applies
also to the presentation of the broadcast.
It must talk the farmer's language. This
is an indispensable mark of the effective
broadcast,

Talking the farmer's language doesn't
mean “'talking down.” Understanding
the technical language, or idiom, of farm-
ing is a must. Understanding the pro-
blems of farming, and sympathy with them
are vital.  (Personality  qualifications
necessary for top farm broadeasting are
discussed more fully in part one of this
report.)

Another important mark of the most
successful presentations is the frequent
use of interviews, Straight talks rank
second in preference as a form of presen-
tation with the majority of the farm
audience.

Use of recorded material makes no
dificrence to farmers if the material
is as interesting and presented as well
as it would be live. Some farm directors
use asmany as 20 recorded featuresa weck.

You'll rarely find a successful farm
director using a script, unless it's for
statistics (including market reports) or
for a reference too technical or involved
for extemporancous handling. In the few
exceptional cases where scripts are used
(WGY, Schencctady's Chanticleer, for
example), the farm broadcaster writes it.

The good *“farm" program is charac-
terized primarily by its weather, market,
and farm news and information.  About
half the farm broadcasters of the country
have discovered their listeners also want
some music on both the morning and
noon shows, One thing stands out clearly
from the evidence: wheresone segment of
listeners  prefers a “strictly  business”
farm program another prefers music with
its business.  The answer in any instance
depends on the judgment and the ca-
pacity ol the individual farm director,
Granting ¢xceptions can be cited, the
evidence tends to show that the more a
quatifted farm director emphasizes **busi-
ness,” the greater wendency his program
has to sclect the alert and progressive
listeners who are best qualificd o profit
from such a program.

Stations like WLW, Cincinnati, and
WALT, Cedar Rapids, lowa, who pro-
gram an important part of their broad-

cast day for farm listeners, arrange their
shows in a way which allows them to
devote the necessary emphasis to im-
portant farm service features, while still
providing music and other entertainment
features.

WMT, for example, provides an hour
across the board from [2noonto | p.m.
with the essential farm information in
the middle and entertainment on both
sides. Wilson and Company sponsors the
12:30 12:40 p.m. (farm information)
segment of the hour, which since the
feature started three years ago has built
a following of nearly 9077 of potential
listeners in the nearby counties. The
average listenership to this feature in the
full Wilson Cedar Rapids plant trade
area is about 5077 of the potential listen-
ership.

The KMBC Dinner Bell Round-up
(KMBC, Kansas City) from noon to
1 p.m. daily is constructed in a manner
similar to WMT's noon hour show.
KMBC, for many years one of the coun-
try’s outstanding farm-service stations,
has now strengthened that service with
a unique operation.

Nearly 200 miles west of Kansas City
the Midland Broadcasting Company set
up its KFRM transmitter which trans-
mits a signal into the heart of Kansas
farmlands. Programing is from Kansas
City. The KMBC-KFRM team broad-
cast many farm features, such as the
Dinner Bell, simultaneously. All KFRM
service and entertainment programs are
constructed specifically for farm dialers.
Shows of proved interest only to urban-
ites are restricted wholly to KMBC. More
than a dozen daytime shows, however,
get the dual airing.

Another radical move in a different
direction got under way recently to
provide more specialized farm programs
in New York. Ten farm organizations
established an FM radio nctwork to
serve farm homes throughout the state.
The Rural Radio Network Inc. is wholly
owned by the farm organizations con-
cerned.  The program policy is to “‘give
farmers information and entertainment
they want when they want it.”

U. S. Department of Agriculture and
other surveys show that aside from a
somewhat narrower range of interests
farm people are interested in the same
kinds of radio entertainment as city
people.  They like music and comedy,
for example, although their tavarite per-
formers may differ  from  metropolitan

- &

favorites.

» Part three of our farm story deoails the rules
for suecessiul use of farm seevice prograoms ad
reporta on rural entergadnomens programs for
e farm family,
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CUBAN PICTURES

(Continued from page 32)

a U. S network. A half hour is 26!,
minutes in Cuba.

In 1939 Goar Mestre, having set up a
distributing business in Cuba and desir-
ing to use broadcast advertising, bought a
block of time from RHC. He promised to
produce worth-while programs instead of
a lot of spot announcements sandwiched
in between sessions of rumba music. He
asked for and received a substantial con-
cession of a two-hours-for-the-cost-of-one
nature. Soon his programs were the most
listened-to on the island. RHC, which
prior to Mestre's commercial programing
trailed other broadcast operations, began
to climb in importance. Finally it passed
CMQ, the other network on the island,
and RHC management in 1943 decided
it had given Mestre too generous a deal.
It cut the time made available to him by
one-third, which in turn drove him to
talking business with the competition.
He told CMQ management that he
wasn't interested in buying time and then
being squeezed for more money after he
built an audience for his programs and
the network. CMQ needed money and
Goar Mestre bought in on the operation
and today with two brothers (Abel and
Luis) and Angel Cambo operates CMQ
in a newly-opened multi-million dollar
Radiocentro in Havana.

Mestre brought soap operas to Cuba— |

for better or for worse. Even the sunlight
bours deliver ratings of 18 and 20, against
Hooper and Nielsen ratings for similar
programs in the States of 6 to 10. Prac-
tically all the high-ranking programs in
Cuba are dramatic serials, with two
possible exceptions, Lo Que Pasa en el
Mundo, a Cuban March of Time spon-
sored by P&G, and La Guantanamera,
which dramatizes the crime and triangle
stories in the news cach day with a crime-
doesn’t-pay slant but with all the pory
details. La Guantanamera is sponsored by
Colgate-Palmolive-Peet.

A typical report of leading programs,
in their rank order, would generally show
up something like this:

Program Netwaork Spomsor
“*El Derecho de Nacer™
“"The Right te He Born C MO kool
“*Tamakum®™ KIC PRy
de la Calle"
of the Stroet MO rp
Lot Tres Villalohos
“The Three Villalobo Rl &«
“Nowvela almolive™
“The Palmolive Drama’ CAIQ CIr
“Lo Que Pasa en el Munilo
“March of Time" type RI1LC PEG
"Novelade las 47
“4 a'clock Deaina CMOQ PG
“La Novela del Cale Pilon™ CMO Pilon Cufl
“La Guantanamers' MO P&
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R cry
C MO Ciravi

“La Ran
“Radio N
The 12 leading advertisers in the order
of their budgets are:

huelera™
wela Dermos™”

'WMPS

Crusellas X Cia (Colgate- Palmolive - Pect)
Sabates, 5. A, (Procter
Laboratories Gravi, 5. A
Nueva Fabrica de Lhel Cristal & Tromeal e MEMPHIS
Frinidad & Tno (Cigaret

» Mendoz & Hijo (Cig

Standard 00l of €

Sterling 'roduct

Restove Product

annd s0it dnnk

Even Canada Dry, ranking 12th in
advertising budget, spends over $100,000
a vear in Cuba. This is one fact that
Cuban advertising men want stressed to
U. S. manufacturers—"It
to reach Cuba and it can't be done with
Central American budgets of a few
hundreds a month."

It's also an important Latin American
market in which broadcast advertising
has been placed on a real business basis.
Even a govemment official who broad- |
casts has to buy commercial time. No
matter how great the occasion every |
speech by a politico is commercial and
time must be paid for before the broad-
cast, Typically, several years ago Presi-
dent Ramon Grau San Martin
making his regular 10 October speech
(Cuba's Independence Day). The gov-

ON 'roun?adcb—

COSts money

10,000 Watts Day Time
5,000 Watts Night Time

was

RADIO REPRESENTATIVES, INC.

480 Lexington Ave., New York, N. Y.

ANOTHER RECORD!'

KQV's terrific daytime audience goes right on setting
response reccrds that amaze even the experts. Take
our new give-away show sponsored locally, 9:45 to 10
a.m. three days a week, with plenty of sock competition
like the Breakfast Club. Yet, during the first few days,
over 7,000 listeners flocked into the sponsor's store to
register their telephone numbers. Proves once again
that nothing in the Pittsburgh market can touch the
results you get from KQV's Aggressive promotion!

PITTSBURGH'S AGGRESSIVE
RADIO STATION
Basic Mutual Network Natl. Reps. WEED & CO.

KQV
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Locul advertisers base their adver-
tising on RESULTS ... and in the
highly competitive Peoria market,
locill retailers buy more program
and anneuncement time by finr on
WMBD than on any other PPeoria
station, Here's why . .

SHARE OF AUDIENCE

Grentor thun all other Proria sta-
tians COMBINED! (Hooper Peoria
Hi.  Fall « Winter HReport.  Oet.,
1947 « Feli,, 1045),

PROGRAM Know-How

Full stafl orvehesten o o o 4 veteran
W HEIen 2% other program
porsanalition presonting 11 hours
Ive eutertninment  woevkly, Total
tll of 60 teakoned personned

PROMOTION AND
MERCHANDISING

FuU l L SCALE! Tn Announecements
Wi . BeWspaiper “nr
el disprlny ditvel il

pubiliention.

o merehonodisioe

NEW Fﬂ‘lI.ITIES
New AN ..r.-f‘ M
i AM with 2o,

POW T

ASK FREE & I'ETERS

PEORIA

* 5000 Watts |
Freae & Peters, Inc,, Nat'l.

CBS Al
LTI

100

crment had paid the network for an
hour’s time but Dr. Grau was still going
strong as the 60 minutes drew to a close,
The nertwork's program manager called
(the Palace)
and spoke to the official who controlled
the budget for broadcasting. He asked
whether or not he should cut the Presi-
dent off the air at the end of the hour.
The ofhicial said “no™ and asked how
program thought
Grau would go on speaking. The
gram manager answered, “half an hour
and that $300 more must be
here at the station before the hour runs
out.” The cash was at the network in time
to avoid interference with the oration,
All political talks must be paid for
advance in Cuba just as they are paid
for in advance at many stations in the
United States.

Cuban listeners are conditioned to a
lot of advertising.  It's not even unusual
for local stations to program spot an-
nouncements for competing  products
right next to cach other. Cuban audi-
ences are not surprised when they hear a
Coca-Cola announcement on the *'Pause
That Refreshes” followed by a Pepsi-
Cola jingle, both in the middle of a block
of announcement advertising. Indicative
of how Latins are conditioned to com-
mercials is Havana's time signal and news
station.  The time is broadcast every
minute followed by a five- or ten-second
commeercial, with the rest of each nunute
being devoted to news.  This station
(CMCB) operates under an unique per-
mit from the Cuban government which
has not only issued a special “public
service™ license but, because of the specizl
license, has established a rate card for
the station as well. Only one other station
like CMCB is said to be operating and
that is a Mexican station (XEQK).
By speciol permission of the Mexicon
government, XEQK is permitted to
broadcast nothing but time signals every
minute, and commercials. Watches aren't
Latin  American
countries as they are north of the border

the seat of the goveinment

long the manager

I\rll-

means

as uriversal o the

and so time signals are important.

Cuba is one of the few Latin American
nations with o dollar  balance.
There's no shortage of dollar exchange
is i numy other
Sugar is

sizable

in the nation as there
South
major export ;and the U, S
little

done for sale and distribution on the
CXCETU Cigars, rim, some
fabrics and soaps and cleansers. Imports
from the U. S, $200,000,000,
Because there is a healthy dollar halance
available, Cuba s being shipped not only

Amanican  nations.
l.lk\.'- most of
nunufacturmg

it. There s very

island, cotton

exceed

its own allotment of manufactured goods
but a good part of the allotments of other
nations which are short of dollar bal-
ances.  The result is that there is no
dearth of U. S. products, They're
expensive of covise, since Cuban import
duties are as high, for instance, as
31497 on Foid cars. That doesn’t mean
that a considerable number of Ford cars
aren't bought, but that even the “low"
priced models in the line cost well over

$3,500. The Cuban government is
largely supported by import  duties
instead of income taxes. The latter are
so low that a man eaming $15,000

pays less than $300 in personal imposts.
Local cigarettes dominate the tobacco
sales, since they cost smokers only 10¢,
while imported U. S. brands cost 35¢.
The Cuban is generally classified as a
national who lives for today.
about manana are reserved for manana.
What he has in his pocket today is ex-
pendable.  He likes the good things of
life and doesn't hesitate to buy them.
Firms like Sterling Products  Inter-
national, American Home Products, and
other purveyers of pharmaceuticals who
moved into the Latin American markets
during the early unorganized days of
South and Central American radio, are
cutting their budgers. Home office orders
to watch the pennies have been given
and drug budgets are being cut not only
in Cuba but in many other Spanish
speaking countries. More and more
advertisers however are using radio
Cuba. Nowhere in the world is there a
city like Havana with 28 standard
broadcasting stations and 14 short wave
outlets, All ight for Havana's audience but
five to six reach a majority of the dialers.

His worrics

The newest of the stations in town
(CMBF) is owned by CMQ and is pat-
terned after New York's WQXR. [t
went on the air during March of this year.
There is insuthcient data currently to
justify any report on the Cuban capital’s
acceptance of the "good music” formula.

Cuba is a lush market for U. S. adver-
tisers.  Adapted to local conditions the
same program formulas which appeal to
dialers in the 48 states appeal to Cubans.
Audience participation programs, give-
away shows (they were very big untl war-
created |‘lm1ll(l shortages killed the jack-
coming back) and,
appeal to the

and  they're
above all,

Latin mind.

pots
soap OPeras,
There's only one much as
they like to dream and escape via the air,
they are not too disturbed when com-

=u I'p risg

mercials bring them down to earth

just as long as they have the cash to buy

what is being advertised. ALK
SPONSOR




RELIGION

{Continued from page 72

limited exclusively to the theme of prayer
in the home. Don Ameche, E. G. Robinson,
Eddie Cantor, Irene Dunne. Ethel Barry-
Loretta Young, and Maurcen
O'Sullivan are some of the stars of stage

maore,

and screen who have already appeared
The “commercial” following the play is
an appeal calculated, in Father Peyton's
own words, to “help counteract influ-
ences that are pulling the family apart.”
It is his feeling that if prayer is restored
in the family, the most powerful means
of keeping them together is achieved. The
average American businessman, a family
man, feels that Father Peyton's appeal
for keeping the family together is con-
structive.  His signature is the slogan
“The Family that Prays Together  Stays
Together.” This slogan is featured on
streamlined illuminated  billboards, 60
by 16 feet, placed in strategic locations in
37 U. S. cities at the present time. These
billboards are the gift of National Out-
door Advertising, Inc., which encourages
its members to donate billboards.

has had his most

Father DPeyton

difficult time procuring sponsois for the |

WDSU broadcasts 5000 watts
from the French Quarter to
the Guif and South Louisiana listeners,

From daily association with time-hanored
New Orleans initstutions WDSU has
developed a high quality of integrity
WDSU devotes progriasm time regulariy
and exclusively to the St Louis Cathedral,
the Internationsl House, Moisant Inter-
national Airport, Tuline University,
Union Station, the Municipal Auditorium,
Symphonics and Operas,

WDSL"s dominate Hoop-
craung proves that hon-
oring local institutions
crcates high listencr

\ loyaly.
,.c.’v a-::o:':

New Orleans _ - //.
1=
NEW ABC
ORLEANS Ds u Affiliate
1280 ke Wity

John Blair & Company, Representative
NOVEMBER 1948

program (cost about $I1500 a weck
This is what is “breaking his back.”” His
plan is six corporations and six groups ol

thi
pro-

throughout
ol llh'

gram for a specific month, ecach year.

men mo various cities

country to pledge support
He already has three months pledged:
the president of Firestone is personally
underwriting the month of January; a
group of men in Rochester, N. Y., have
pledged the month of July; and busi-
nessmen in Pittsburgh have pledged one
Swift & Company has
but

month a year.
paid for five shows to datc Is not

committed to a revolving ]ul.\{gt-_

tions ol

|
presents the solutions from the |
Catholic viewpoint ather P
quick to point out that the
by no means to be consider
fauth program. He i {
the program represents  th
Catholic dogma i its rel
basic social unit, the family

Religious broadcast programing

It need

It can sell it

not be grasping or }u'i-_i,][.u v

solicit funds over the air

as any product does, by making its mes

sage so convincing that people will want

o h||\ {{}]

tum to God and to religion

The Family Theater, in its dramatiza- to learn more about Him. gl
. -
The last three Hooper Station Listening
Index Survevs made in Roanoke show an in-
creasing preference for WDBJ. the Pioncer

radio station in this wealthy market. Here are

the daily average-share-of-audience figures:

1947 (Winter) 50 1%—1947 (Summer) 53.3%
— 1948 (Winter) 54.2%.

Ask Free and Peters!

=

CBS - 5000 WATTS . 960

KC

Owned and Operated by the
TIMES-WORLD CORPORATION

ROANOKE, VA. ,»'

FREE &% PETERS

. INC.. National Representatives

L]
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SPEAKS

It's Murder

Fhere was a time when one juicy radio
murder would suthce for the evening. But
judging by the current crop of homicidal
programs, 1it's quantity that counts today.
Not only s the total of murder broadcasts
at 2 high ¢bb, but apparently the scripter
who fails to do away with at least three
homo sapiens per stanza stands to be
blackballed from the Guild.

We suppose the average listencr likes
all this, judging by the ratings. But we
welcome the day when the inevitabie
shift from wholesale murder to wholesome
CnLeriamment occurs,

Selective

With this issue spoxsor, in collabori-
tion with cight of its contemporaries in
the advertising trade paper field, changes
from spot to selective. Henceforth that
segment of broadcast advertising pur-
chased and used on a market-by-market
basis will be termed sclective. On some
occasions the usage will be lengthened to
selective radio, on others to selective TV,

The reasoning behind the shift is aired
on page 33 of this issue, and has been
aired in several preceding issues. In
brief, our objective from the start was to
do something to climinate the confusion
caused by the double connotation of the
word spot in broadcast advertising circles.,
Spat will continue to mean announce-
ments, station breaks, singing commer-
cials —all the short shorts.  Selective will
be the overall term.

A transition of this sort isn't easy, But
with a right objective, and the teamwork
of nearly all of the advertising trade press,
we think the job will be done.  In last
analysis, it's usage that will decide how
fast the new name catches on,

e

Applause

Eighteen months ago srossor proposed to the broadeast

SPONSOR goes biweekly

Ot all the advertising media, the tempo
of radio and television is fastest, Devel-
opments crowd in day after day, shifting
with the speed of light.

It was this scene that spoNsor entered,
a fledgling monthly for buyers of broad-
cast advertising, two years ago. And its
growth has paralleled the growth of the
medium.

As it approached its third year,
sPoNsoR felt the necessity of stepping up
its factual content to keep pace with
broadcast advertising, A biweekly oper-
ation scemed logical.  Bur did spoNsoRr's
readers want it?  First came a door-to-
door inquiry. Throughout the month of
August spoNsor's publisher, editor and
staff visited agencies, advertisers, sta-
tions, and station representatives.  They
liked the idea . . . it would give them
better article coverage, a shorter span
between issues, facts behind trade news
while it is still news,

In September a postcard svrvey was
The question: “Shall sroxsor go  bi-
weekly?" The response was 215 10 1 in
favor of the move.

So, effective with the issue of 3 January
1949, sroxsor will appear every second
Monday.

With this announcement goes a prom-
isc. SpoNsor's content, direction, format
will continue as before, We will not
become a trade newsmagazine.

SPREADING THE GOOD WORD

casting can do, when used intelligently,  Recently our con-

industry that an miensive campaign to explain that “broad-
ciast advertising pays™ was necessary.  The entire publication
thesis of spoxsonr is based upon the premise that the more an
advertiser knows about the broadcast advertising forms the
more they become effective mediums for him. While a year
md a half ago the industry collectively wasn't prepared o
carry the torch lor radio’scommercial eflectiveness, since that
time individually, networks, the station 1epresentatives, and
tnuniber of stations have begun to focus their promotion upon
the sales aspect of broadcasting,

Currently the industry campaign to sell broadcast advertis-
iy o top management in all fields is well under way. The
et which first met sroxsor's sugeestion for a vnited cam-
paign to tell advertising just what broadcasting can do, has
been disturbed. A great deal of constructive industry think-

g s behind campaigns to spread the word of what broad-

102

temporary, Broadcasting, surveved stations on their reactions
to the All-Industry presentation on broadcast advertising and
reported that 95 of the nation’s stations realize that educa-
tion of the adverusing industry on radio and television s
essertial.  Broadeasting is now also cariying the torch which
lights up the truth of Broadeast Advertising Pays.

Spreading the word that broadcast advertising pays is a
big job and one that requires the teamwork of all the publica-
gions in the field of advertising and sales.  SPoNSor never
pictured itself as the sole protagonist for broadcast advertis-

g, Justas in the case of its Aight for a new name for “spot,”
SPONSOR - wants to submerge its adentity in ar industry-
wide eflort.

There really is advertising magic in broadcasting, and we're
hippy indeed that 957 of the industry believes that the good

word must be spread . . L and is doing something about it.

SPONSOR




Time-on-the-Air

Isn’t All!

What happens when a manufacturer or his
agent comes to WLW with a sales problem? If
it’s atall possible, he gets help. And help through

time-on-the-air is by no means all.

At The Nation’s Station, this fact has long been
recognized: advertising alone is seldom the com-
plete answer to a sales problem. So WLW’s ser-
vice to advertisers goes much deeper. With a
"know-how" peculiar to the area—and with un-
rivaled facilities—WLW can help smooth out
problems of distribution, selling appcal, packag-
ing, dealer and consumer atttude and other
factors which must be right if advertising is to

be fully effective.

Here's a case history: Several years
ago, a small local manufacturer came to
WLW, Distribution was limited in Cincinnati
—light and spotty in WLW’s 4-state arca. A
distribution campaign, conducted by WLWs
Specialty Sales division. was followed by a
modest schedule of spot announcements.
Recommendations were made on packaging,
selling appeal. display and supplemental
media. WLW's Merchandising Department
helped secure dealer acceptance and store

display.

The result? Sales increased and expansion
followed. In this area, the product is now the
largest seller in a highly competitive field.

The manufacturer is also one of WLW s larg-

est and most consistent advertisers the
reason, we believe, why "radio advertising”
was given as the factor which influenced pur-
chases among nearly 70% of the product users,

in a recent survey of WLW's consumer panel.

Further, this advertser has followed the same
basic formula in other sections of the country

. 50 successfully that two additional plants
have been established to supply the sales

demand.

The lessons and experience you may learn in
WLW-Land will apply for all the nation. For the
WLW Merchandise-Able Arca is a true cross-
section of America, an ideal proving ground for

new ideas, products packages and wechniques.

Yes, the nearly 14 million people who live in
WLW-Land mirror America. And with its un-
equalled facilities—its man power and “know-
how". WLW can help you learn how to reach

them . . . and sell them.

THE NATION' LE STATION

Curitly Biroadeadling (opoition,




MORE
LISTENERS
PER DOLLAR

® Cleveland’s Chief Station gives
sponsors complete co-operation. ..
combines programming and promo-
tion to deliver more listeners per dollar
than any other Cleveland station. Take
full advantage of this dominating cov-
erage. Gear your sales and advertising

plans accordingly !

BILL O°NEIL, Pres

850 KC
ABC Network CLEVELAND 5000 Watts

REPRESENTED NATIOGNALLY B8Y HEADLEY=SREED 'C0DMSEA NY
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This file including all text and images are from scans of a private
personal collection and have been scanned for archival and research
purposes. This file may be freely distributed, but not sold on ebay

or on any commercial sites, catalogs, booths or kiosks, either as reprints
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Please help in the preservation of old time radio by supporting legitimate
organizations who strive to preserve and restore the programs and related
information.



