11 JANUARY 1949 e $8.00 o Year TV results

Why sponsors change programs—
Once a year—p.

Commercials with a plus

ration parade was seen by over 10,0000
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Mastery in the air combines experience,

skill, initiative, and split-second timing.

Who on the Virginia broadcast scene best
epitomizes these qualities?

Who but WMBG . . . first in Virginia to broadcast
a commercial program, first to broadcast

during the daylight hours, first to install a
merchandising department, holder of many firsts.

Who but WTVR . . . the South’s first television
station, first in the nation to sign an
NBC affiliated contract.

Who but the Havens & Martin Stations,
FIRST STATIONS OF VIRGINIA.

Srsll Slerlovi /// k4 ';'}f/ 17000t

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



Advertisers, not
stations, must save

BMB

Clear channel broad-
casters start cutting
farm programing

Yankee Web plans
call for decentraliz-
ation

Admiral TV show on
two webs because of
shared coaxial cable

D-F-S again leads
agencies using net-
works

Small agencies be-
coming factor in
TV placement

SPONSOR. Volume 3. No. 3,

31 January 1949

It's up to advertisers and advertising agencies to force continuance
of Broadcast Measurement Bureau surveys. Stations and networks

that are paying bills are no longer sold on BMB research; and
undercover hacking at Bureau is tremendous. If BMB is to be saved,
it will have to be buyers, not sellers, of broadcast advertising who
will have to be firemen.

-SE—

Many clear channel stations are quietly axing farm service broadcast
programs. Policy decision is to leave this field to stations with
major rural audiences. In New York, WNBC and WOR have cut early
a.m., farm airings, and policy will be followed out by clear channel
broadcasts in other metropolitan centers.

—SR-

Long term planning is in works at Yankee Network to revitalize owned
and managed station operation. Change will be gradual but the
"clear-everything-with-Boston" routine is on way out. Transit-radio
and other expansion plans at local levels are important in future

of Yankee, and local autonomy is essential.

SR

Admiral Corporation's "Broadway Revue" is being seen over two net-
works, not because Admiral particularly wants to buy two stations
in so many cities (8), but because only by telecasting it on both
NBC and DuMont is it possible for sponsor to network program.
Coaxial cable is shared by two webs on Friday nights.

e e

Importance of daytime serial broadcasting is indicated by fact that
in 1948 for 15th year Dancer-Fitzgerald-Sample, Inc., led the
agencies using network time for clients. D-F-S billing was twice
that of number 2 agency, J. Walter Thompson, which billed
$10,399,023. 1If program costs were included in agency tabulation,
rank order might change since daytime talent cost is low and night-
time high. Latter frequently costs twice time fees.

i

Small agencies, seldom a vital factor in national radio advertising,
are emerging as important in TV. Firms like Jackson and Company

(N.Y.) with number of home furnishing accounts are already placirs
more national selective TV business than radio. Jackson has T
Wallpaper on six stations, with many more in view, and expec
that TV is bound to change wallpaper and fabric advertisi
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for entry as second class matter is pending.
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Consumer surveys National advertisers reliance on surveys by local newspaper-radio
desired by national stations on consumer preferences was recently indicated when Detroit
advertisers News (WWJ, WWJI-TV) announced it would drop ils consumer Survey.

Over 90% of members of ANA (Association of National Advertisers)
"regretted” announcement.

=SR-

Joske's rates third in  Although Joske's (San Antonio, Texas) was the test Store in the NAB

NRDGA contest (National Association of Broadcasters) department Store promotion,
it ran third among department store sponsorship of "general family"
programs, and third among sponsors of women's programs in recent
NRDGA (National Retail Dry Goods Association) radio advertising
competition. First in family classification was the Hecht Company
(Washington, D.C.), while first in women's program group was Ed.
Schuster of Milwaukee, Wisc. Joske's also ran third in the farm
program classification with first going to Guggenheimer's of Lynch-
berg, Va.

~SR=

Network effectiveness How network effectiveness has changed in areas where all four webs
changing can be heard with equal quality can best be attested by the 2-8
January Hooperating report. On Sunday afternoons (12-6 p.m.) Mutual
averaged an 8.2 rating, 2.2 points ahead of second network (NBC).
In mornings, Monday through Friday, (8-12 a.m.) CBS averaged 2.6
points better than second web (ABC), which had 4.3 average. 1In
afternoons, Mondays through Fridays, NBC was 1.1 ahead of the second
network, CBS, which rated 5.2. 1In total evening rating (Mondays
through Sundays) CBS was leader with .3 of a point ahead of second |
placer, NBC, which averaged 11.2 for the course. NBC still leads on
Tuesdays (15.1), Wednesdays (12.9), and Saturdays (11.1). ABC is :
first on Fridays (10.3) and a close second on Sundays and Wednesdays. 1

—SR- ‘

Men still vital in Figures of a recent (1948) survey by Argosy (men's) magazine tend to
consumer buying offset surveys made on the buying importance of women. Men reported

habits, says Crossley to Crossley (research) that they influenced buying of cars (91%),
life insurance (85%), air conditioning (76%), television sets (75%),
and movie cameras (74%). Male surveyees admitted that they had
little influence on buying of washing machines (24%), vacuum
cleaners (29%), dish washers (29%), and electric blankets (31%).
They reported however that, believe it or not, 3.3% owned electric
blankets to 0.8% owning telvision receivers. FM set owners, in the
5,039 personally interviewed panel, represented 4.2%.

SR
Westinghouse claims Despite fact that no plane has been built especially for strato-
its stratovision vision transmission from high flying planes of television programs,
commercially ready Westinghouse engineers claim that their experiments in conjunction

with Glenn Martin aircraft organization have proved that strato-
vision is ready for commercial use. Feeling at Federal Communica-
tions Commission does not go along with Westinghouse at this stage
of development.

2 SPONSOR
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radio listeners in the boomi;zg Ma:gic Circle land

live in KCMO’s lz'ste:ziug area...*

1OWA
MNEB
ot ; KAN
Talk abourt a bonus in listenership . .. pr— MO.
you just can't beat KCMO's 50,000 watt . - iy SR o h,
i § OKLA ARK
coverage of Mid-America and Roger | Ny :
Babson's famous Magic Circle land! e
815 Wiy | 2
Three out of four. ., yes, three out of el ' L i bae ar | 10BA

every four persons in the Magic Circle

live in KCMO's listening area . . . based

on mail response. That's a population
of over 11,560,000 persons! Almost
half this audience—5,435,000—is inside
KCMO's measured }2-millivolr area
(213 Mid-America counties). There's

nothing small about that!

To sell the Magic Circle's farm-and-
factory-rich millions, center your selling

on KCMO—Kansas City's most

powerful station for Mid-America

in the Magic Circle!

50,000 WATTS DAYTIME—Non-Directional ONE station

10,000 WATTS NIGHT—810 kc. ONE set of call letters
ONE spot on the dial
ONE rate card

National Representative:
JOHN E. PEARSON COMPANY

and KCFM...94.9 Megacycles

Ig KANSAS CI TY‘ MI SSOU RI -KC_T‘O Listening Arul.‘ﬂj-a.!cd area inds :\.( MO
m_—- Ba!!f ABC/E-”- ‘.,“‘,d'_Ame”‘(a mail response ‘ounties (470 COUnLICS 1N O STALES
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40 West 52nd

CANCELLATION PROBLEM

I have read with interest the recent
Tpro and con” letters on station |ro.
motion uf t'tl!llrllr‘l'lll‘!] dacconnls, .llll|
was o mnpressed by the logie and
reasonableness of 1al et
{ December spox=or) that | saved il

Davis’

with the mtention of quoling from

in one of my regular reporls o sta-
tion clients,

Then one of the major soap com-
panies suddenly  cancelled a nation-
wide selective campaign on the usual
|lu|"'|hll'l“_\ the

action was dictated by economie eon-

1w werks notice,

sideration which ecould not be  dis-

regarded and was in conformity with
the hest |||i|1|'i|l|t-- of sueeessful con-
hurt—but  of

course it couldn’t be helped.

sutmer  advertising. It

Bt what about  the |:||r141-'tilrlt.ll
eflort which had heen requested of the
( Rewember this was selee-
Dealer  letters,

essay contests, point-of-sale merchan.

~lattons?
tive not  petwork, )
dising. extra courlesy announcements,
jingle contests. stndio interviews with
distriet managers on fealure programs
:"||']1 das= :Il" |I-'|i|\ “"“Il'"‘.‘ h”lll- ‘n’r'f‘
chants on Parade. .\.."I'l']ll"l"!-.\ Guide
cle.—all were mvolved.

Could the momentum ereated by all
this iil'lllllullull;ll effort be eut ofl on
lwa \\l“'k\. ||”|il'l'l.)

I response Lo station  yeporls of
such activity the elient wrote glowing
words of praise— letters of congratula-
tion to stafl members whe participated
in the |n|n|l|nl'{n|! and formal l"llll!‘ll'
ments o station managers who organ-
.IKI'II il.

lu some ecases these cncominms. (o
gether with special  photographs  of
|lllu|lul J|i‘~}l|;l\.- and contest winners.
were published in the Janunary  issie
of station newsletters and honse organs
which, as vou know. have wide com-
monity cirealation. Yer the stations
no longer lave a broadeast order on
the produet, Furthermore. they wer
aiven to mderstand that 1l ".ll]li#-‘ii'.f!l
had been <o sueeces<sfol that 1t would
be possible 10 open up new ks
with the badget left over as a result
of the caneellation

I doesnt take very mmeh imagina-
tion 1o arrive at the conelosion that
I |'||;i}|- the <tations los their sehed-
|l|i'- !H'u‘f-‘h‘\!' 1|ll‘\ llill d _'_!mlll Jrroi-

[ Please twen 1o page 36)
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b 56 FIRST ON

YOUR RADIO

in Memphis, Tennessee
5,000 WATTS
20 TIMES MORE POWERFUL

2ulling 11
illion More
Listeners,

g gy

Mr. Time Buyer:

Here are the
Vital Statistics

* Population served by
# Retail Sales $132,251,500
% Radio Homes 551,353
BMB and Sales Management Figures
Write, Wire or Phene
for Availabilities

MUTUAL IN MEMPHIS

Represented by

THE WALKER CO.

AR A A ‘

. MAKE
More Sales |

in the MIGHTY

| MEMPHIS MARKET |
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ON THE HILL

Candy Eating Off

Although the candy industry passed the billion-dollar mark
in 1018 ($1.050.000.000 at wholesale figures), the con-
sumption per capita. according to the Department of Com-
meree. started tapering off during the year. This is reason
why some candy manufacturers dropped their broadcast
advertising schedules. However. candy industry is plan-
ning concerted campaizn to advertise candy eating hoth
with “food™ and “taste™ appeals. Three great candy firms,
one of which has never used broadeast advertising. are con-
sidering television campaigns at present and two will return
to the air this Spring.

Oil Available in Abundance

As indicated in sroxsor’s Fall Facts edition last Summer,
oil is in abundant supply. and more and more money is
heing spent to advertise ils availability. At the time of
sroNsOR's exelusive foreeast. oil was announced as being in
tight suppl_\' for "all 1918, but the official oil industry state-
ments have heen proved incorrect. Only oil product still
scarce is special fuel for fast-flying planes and new fuels
heing used to power secrel war devices.

Women's Clothing Up Towards End of 1948

Though Christmas was slow. the dress, suil, and coat in-
dustry reported (Burcau of Census) that the third-quarter
of 1943 showed an increase in women’s outwear shipments
from New York of 197, This represented an increase of
£122.000.000 over 1917, New York ships 707 of the na-
tion’s total of women’s clothing.

NAM to Go Commercial on Air

The National Association of Manufacturers” decision to
switeh to comumercial broadeasting is based upon  [fact
that NAM feels iUl have to do some hard hitting at labor’s
requested fourth round of increases. Since labor will he
stressing &100-a-month pensions in addition to wage in-
creases, Association feels that it wouldn’t he permitted to
say anvthing it wanted to. on a sustaining  progran.
There'll be no holds harred on the new NAM prograni,

War Taxes to be Fought

Both lahor and managzement will combine to fight a nnm-
her of taxes whiclh were ]Jlilt'i'l] dlllill;,: war Lo foree redoe-

6

@ lu pext issue: "Outlook™.

tion of use of scarce items. These include railway travel,
long distance telephone calls, theater seats, night club
attendance, ete. Thus far. very little that’s constructive has
been done to get the war-inspired taxes reduced. Enter-
tainment unions, railway’s “Big Four.” and even loosely
urg.‘]nim‘t] t(‘l('[]htln(‘ company CI“I]IO'\'{'CS. are now la"(illg
“going to the people.” via broadeast advertising. Capitol
Hill doesn’t want to cut any taxes. knowing that if it dees
it will have to impose new ones to replace those repealed,
and that means even more headaches than keeping the war-
taxes on the books.

Touring Industrial Shows Have Official O.K.

Touring industrial shows like Westinghouse’s March of
Research, General Motors’ New Products, and General
Electric’s untitled presentation. will have the blessing of
oflicial Washington. Congressmen and senators will try to
attend openings in their local areas and in big metropolitan
venters, personalities like ex-President Hoover (N.Y.) will
attend presentation. lIdea is that government wants indus-
try to try some “sell.” and will back all attempts to do it.

When Does '"Manufacturing' Start?

Some department in Washington has to watch over con-
sumer interests. Federal Trade Commission has acted
the part for years, but is currently in the position of what
constitutes a “manufactured product” and what is a “na-
tural product.” When problems like this present them-
selves it’s better that a elerk decide than a top commis-
sioner. The clerk may be correct, and the decision affects
the cost of living for everyone throughout the nation.

Consumer vs. ""Public’" Interest

Greatest problem in Washington is what's in the “consumer
interest” and what's in the “publie interest.” On the sur-
face. “consumer” and “public” are the same; in operation,
there’s a world of difference between them. “*Consumer”
means just what the name implies, “Public,” on the other
hand. includes the source, as well as the man who con-
sumes. The larger concept unfortunately frequently does
nol include the smaller.

Coal Selling a Problem

Coal isn’t being sold effectively. except by D&H (Delaware
& Hudson) and Blue (D.L&W.) coal companies. Result is
that John L. Lewis is wondering if it wouldnt be good
policy for his miners to do some sclling and to prove to
coal companies that they don’t know their business. Twao
networks are considering bids by Lewis union ou time
purchase.

Home Construction at High

Construction is at a record high, despite fact that it isn't
half of what it should be. Over one hillion and a third
was spent to build homes in December. bringing 1918 con-
struction investment to 817.660.000.000. Half of what was
spent, according to Department of Commerce. was trace-
able o inereased costs, but hall was aetual inerease over
a year ago. Broadeast publicity is now focused on new
whieh inereased  dollars to
industry,

homes, means construction

SPONSOR
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it daytime, 10,000
night
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where the people

are, in fast-growing,

POWER..... .

to do the biggest
single selling job
in all Florida
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GROWING
MARKETS

Growing markets arc attractive places in which to spend
advertising dollars, especially now when every advertising
dollar must do its capacity job. That's one reason why
discriminating advertisers are concentrating on Southwestern
markets. No other section of the United States can show,
month after month, the increases which are regularly setting
new records in Tulsa and in other Southwestern markets.
Check the Federal Reserve, Department of Commerce, or
your own sales figures for the Southwest and you'll see why
this area continues to be the best place for 1949 advertising

concentration!

In 1949 take full advantage of booming markets by using
Oklahoma’s Greatest Station, KVOQO, whose 50,000 watts
and long established, faithful audience is an unbeatable

combination to get maximum sales vesults i the Southwest.

EDWARD PETRY & COMPANY INC., NATIONAL REPRESENTATIVES
NBC AFFILIATE UNLIMITED TIME

8 SPONSOR




New and renew

seledtive . ‘ .
New National Selective Business

SPONSOR PRODUCT AGENCY STATIONS CAMPAIGN, start, duration

Awerican lome Foods, Ine Dulf's Baking Mises W, Earl Bothwell 20-30 Partic in homemaker prgms; Jan,
(Pt ( Limvited natl campnign) 15: 13 whas
Vinerican Safety Wazor Corp  Gem h-1*ak Federal (N. Y.} SN-60 E.t. spots, anncmts: aht Aor 1; 13
Dispenser i Limited natl eampaign) wks
Visherman's Gadget-Of-The- Fishing pear Davis-llarrison- 210 Lucul prems, live spots; aht Mar 13
Month lub, Inec Simmunds (1. A i5Natl campaign) 1 whks
General Motors Corp 1919 Chevralet Camphell-Ewald 100 Live, e.l. spots, annemes; abt Jan

(CChevroler Motor  Div) (Detraoit) (Natl campaign) 32: 13 wkx
Lever Brothers Co Rasse Home J. Walter Thompson “i E.t. spols, anncmnts; Jan 31: 3-6
(Pepsodent Div) Permanent (Chicagn) Natl campaign) whe
Lewyt Cornp Yacnam cleancrs Iicks & Greist T3=1i Live spots, annemits; Jan 24 thra
S Y | (Natl ecampaien, some co-up ) Sep 1999
Olney & Carpenter {Theese =ticks, snack Fuller & smuh & G100 Live spots, annemts: Jan 15:; 13
Hems Ross (N. L) {Eastern mkis} wha
ROCA-Victor Ihiv of Radio 15 RI'M vecords J. Walter Thompson =100 Live, et spols, annenits; Jaw-1eh;
Carp of America IN-Y) (Natl eampaign) 13 wks
Re-Ian Packing Co Cadet Dog Food Lee-Murray (N, Y.) =13 Live, et spots; Jdan 205 13 whe
| Eostern mkis)
Ru-Tel Co Drog products 12 Live spots; Jan L1 10 wks
" {Midwestern test)
salitrate (‘o itrate of magnesia Lawrence Fertig 1-3 Live, c.t. spots; Jan 172 5~ wks
(distr by Mchexson & INYD) ( Teal, Syracuse, M. Y.
Rohhins, Inc)
Southgate Foods Ited Mill Peanut W. Wallace Orr ~ Breakfast in  Hollsywomd  lev-opbd
Hutter ("hila.) IN. L) and Va. ABU stas) TuTh 1-1:30 pm; Jan 11; 16 whs
Studehaker Corp 1919 Studebaker Roche, Wilhiams & F | Live ) n, l5-min newscasts 4
Cleary (( 180) (Natl campaign) sched; Jan 21; 11 wkx
TruVal Manufacturers, Inc TruVal shirts Metann-Erickson a0 .t spats, annemts: Mar 13 13 whs
(N. ¥.) (Limited natl campaign)

sStation it s«t at predcat, although more may be added laler,
(Eiftu-tiwa wevks generally means o Li-wvek contrael with options far o stecesaire Lisireels renvaals, 108 anbjeet to eaieclation at Hie el
af ang Hd-ieeek period)

New and Renewed Television (Network and Selective)

SPONSOR AGENCY STATION PROGRAM, time, start, duration

Amcrican Chicle (o llai{’ls:er and Browning & WNHET, N. Y. Film annemts: Jan 53 532 wks (n)
erses
Admiral itadio & TV Corp Kudn NRBU-TY net and  Admiral Broadway Wevue; Fri 59 pm; Jan 2 whkx in}
9 DuMont TV net
American Tohacen Ca No WL Ayer WEIN, N Y. Film spots; Dee 27; 13 wks (1)
I". Hallantine & Sons 1. Walter Thompsen CHS-TV net Tournament of Champions; Wed nights as sched: Jan 19; 13
whks (n)
Botany Worstied Mills Silberstein-Galdsmith KTLA, L As Weather spots, annemts: Jan 20: 13 wks (r)
WHKE, ("hi.
General Foods Corp Benton & Bowles NBO-TY et Lambhs Gamhol; Sun S:30-% pm: Feb 27; 13 weeks (n)
(Maxwell Nouse Coffee)
Garrett & (o Ruthranff & Ryan WCHBS-TY, N. Y. Filim =pots: dan 17 13 wks (n)
(Va. Dare Wincs)
Hlineis Meat Co (Broadeast Arthur Meserhoff DuMaont TV net Amanda; Th 12-12:15 pm; Jdan 27; 13 wks (n)
Corned Beef 11ash)
Kelloge Cn henyon & Fekhardt AHBC-TV net Simging Lady; Sun 6:30-7 pm; Feh 135 52 wks in)
Liggett & Meyers Newell-Emmetn WENR-TY, (hi. Film spots; Jan 1; 10 wks (r)
,'\t.'!‘-ulm. Au & Maggenheimer Moore & tlamm NBC-TY net Howdy Doody, Wed 5:45-6 pm; Jan 123 13 wks in)
I*hilip Morrix & (o Winw XY r Film spots; Jdan 14; wks ()
K Film spots: Dee 15; 532 wkx (n)
Bulova Watech (u Binw WNRT, N. Y. Time annemts: Jan 16; 11 whs (n)
WNB()L. Chi. Time anncints: Jan 11, 52 whs (1)
3 3 KNI,  Holly. Time annemts; Jan 16; 52 wks (n)
BAYD Corp Lvey KENUH, Holly, Film annemis; Jan 17; 26 wks (n)
‘l‘ll‘lf‘l’liﬂ‘ Corp Tracy-Kent WOCBRS-TY, N. Y. Film spots; Jan 113 13 wks (n)
. l\llv!‘!f‘upl- TV lLens) WI'TZ, Phila. Film spots; Jan 4; 13 wks in)
E. L. Cournand Co Cayton KTLA, 1. A. Film partic whkiy in wrestling bouts; Jan 19; 11 whs in
{(Walen TV Lens)
Allen 15, DuMont Lahs Geyer, Newell & Ganger  DuMont TV net Gus Edwards Schooldays: Tu 9-9 am: Jan 185 13 wke (1)
d Your Magic Window; Th 9-8:30 Jan 203 13 wk= (ul
I‘.!irlllrrw. Brewery Gordon & Mattern ABC-TV net Bowling Neadliners; Sun 10:30-10:45 pmg Feh 133 52 wks (0
Pioncer Seientifie Corp Cayton WENR-TY, Chi. Film spots; Jan 147 52 wks (n)
(Polarsid TV Filter) WNEBT, NO Y. Film spots in “Hopalong Cassidy,” Sun aft ax sched; Dee 3

26 wks (n)
. oy . z Film spots; Felh 13: 13 wks (n)
RCA-Victor Div of Radie J. Walter Thompson NBO-TY net Junior Jainhoree: MTWTF 7-7:30 pm: Jan 127 11 wks in)
Corp of America

® Iu next issne: New and BRenewed on Networks. Sponsor Per-
sonnel Changes. National Broadeast Sales Execntive Changes.

New Ageney Appeointments
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1. 1. Wevaolds Tohaceo 'n

IPeter 1'nul, Ine

Prguat Mill-

Kanger Jue (Cereal (o

1~ 1. Ritter (o
(fond products)

Ionson Art Metal Works
. A, Sehoenbrunn & Cn

=
tSavarn Collee)
A. Stein & o
tPari~ garters)
Toy Guidance Couneil
Warner o (wallpaper)
Whelan Drug Stores
Zinpy Produris, Ine

Exty WOGN-TY, (Chi.
Wi BsS-TV, N. Y.
WOAU-TY, Phila,
WMAKR-TV, Balta.
WOIC-TY, Wash.
WNAUC-TY, lost.
WIBK-TY, Detr.
WEWS, Cleve.
WTMI-TV. Milw.
WSPD-TYV, Toledo
WI'TZ, F"haln.
WONS-TY,
wWI'TZ, Phila,
WMALTY, Wasl.

Platte-Forhes
Ao DL Tarcher
tieare-Marston
flements

Fecil & 'resbrey WIPTZ, Phila.
Gumbinner WIOBS, N, Y.
Luoads AL Smith ABRC-TY net
Ieiss ABC-TV net
Jackson WENR-TY, (hi.

Stanton 1. Fisher

DuMont TV wel
Martin & Amilrew

Wrix, N. Y.

Advertising Agency Personnel Changes

Goltlen Gloves Tournament;
and May I~ (station list varies ecach event); (n)

Filin spots; Jan 13 13 wks (n)
N Xs Film spots: Jan 4: 13 wks (n)
Film spots; Jan
Film spots: Jan 21;

13 whks (n)
13 wkx in)

Film annemis; Jan 3; 26 wks (1)
Film spots; Feb 13 13 whks (n)

Identify; Mon 9-9:15 pm; Feh 14; 52 whks (n)

Hooray For "lay; Sun 6-6:30 pm; Mar 67 532 wks (0
Film spots; Feh 17;
Hotel Broadway; Th %:30-9 pm: Jan 20;
Film spots; Feh 13 52 whs in)

13 whks (n)
13 whs inl

five telecasts as sched hetw Feb 21

NAME

FORMER AFFILIATION

NEW AFFILIATION

George T, Bivhy
Itohert Bragarnick
1. E. Burrell
Ceeil Carnes
Philip A, Cleland
Fran 15, Uple
John K. C 1
Fred Urawshaw
liabert Waleott Das
Milton Decker

Freneh L. Eason
Fdward Felhin
tieorge F. Finley
Fidward . Fiteseerald

Nurine Freeman
Edward A. Girossfeld
Jack W. K. Harger
Liess Harrison
Jack Neggie
ieorge E. Howard
Soowden M. Hunt
Itiehard lde
Navid \ Junes
Walph Kanni
Minnie h. plan
Nicholas heosely
|.1r|\. Kerr
Noran H,. Kersta
halip Klein
Morton Koshlamd
il Leary
seatt Lewnard
Stephen 1% Lewis
James I, Lunke
IByron Page Lyman
Russell Fo Manney

John J. MeSwoeney
Brewster Margan
John A. Mullen

William \-1. Oulster
Albert E. Pacint
Lillian F. I"arker
Haymond Perry
Curt A, Peterson
Donald J. Powers
Norma Wathner
Thomas J. Riehards
Herbert Ringold
Sudney Rosendor!
Iharey . Selireier
b Scott

Walter E. Sickles
1oster
Johw
Gilman Sullivan

ftead Hamiltan Waight
Hal Walll
I eonard K.

Waonden(f

Bixhy-lHanaway, Providence R. 1., partner

Dancer-Fitzgerald-Sample, N, Y.

Suhmarine Signal o, Boston, ady mgr

Ttadio producer

Benton & Bowles, No Y., acetl exec

Russell r {.ru. ("hi., seet exec

Huvchen,

Garfield \ l-ulld 8. F.p v, 51 oacel exer

Jobu Haveock Matual Life Insuranee Co, Hoston

Fuller & Smith & Ross, N. Y.

e W. IR sey, Chiy, vp

Philip Wivin, Phila., radio depi
Federal, No Y., prodn mgr

J. Walter Thompson, Chi., prodon conteol dept
head

W. . Ilener, Chi., pub rel diy

huttner & hattner, Chi,

Caterpillar Traetor Co, N Fo, western ady rep

Alfard 1. Poyntz, Torento, aect ever
Ilarry E. Foster, Torontn

Bear 'veek Orchards, Ore,, alv mm
Bricacler, Wheeler, N, Y., arvt dlis
Coca-Cola Corp, No Y., ady mge
WONS, Tartford Conn., mgr

lLen & Mitchell, No Y., radio ddept mgr
her sy Ca, Lo AL, ady dlir

NI, N. Y., exee asst to vpoin chge TV
"hilip Klein, 'lala., pres

Philip Klein, Phila., acel exer

Pewisely & Shea, N, Y., cadio dir

BUHD&O, N.Y., acet cxer
Mark, Mauvtner & Herman, Milw., exec vp

John E. Pearson, N. Y., slsman
Complon, N. Y.
Daherty, Cliterd & Shenfield, N Y., radio copy dir

tality Park, Mnpls,

Hixson-0"Donnell, N. Y., space huyer

Muarsehalk & P'ratt, N, Y, radio di
Caples, 'hi., acet exer

AMGM, 11" wanl

WSO0Y, Decatnr 101

Philig Klein, Phila., cadiv dir
Maorton Freunmd,
l.. E. Metiivena, N. Y., vp

Met'arty, L. A, neet exee

TUnited Broadeasting Corp, Chae, gen mgr

Young & Hubicam, N. Y. aeet evee
Federal, N. Y., acet exer

ABC, N Yoo TV sls dlept

N 1P waood.

1. F. Mulkey o, Detenit, sds mge

Station Representation Changes

Geonge 1. Bixhy (new), Providence R. L, head
Hiow, N. Y., acct exec

Sutherland Ahhott, Boston, acet exer
Brennan, Houston Tex., radio dir

Same, vp

o 15 Junean, L. AL, aeccl exec

tharles . Stuart, 5. F. aeel exer

Young & Ruhicam, 5. F., acet exee

1. B Humphrey, N. Y., TV dir. radio acel exee
Biow, N. Y., aretl exee

Fleteher 1. ichards, 'hi., wgr

same, radio dir

Name, vp

Same, timebuyer

Same, radio, TV dir

Edward A. Grossfeld (nwewd, Chia, head

Wank & Wank, 5. F,, arel exer
MeCann-Enekson, I'wond., radio busimess mgr
Same, vp

Alford R. Poyntz, Toaronte, vadia dir
Mogge-I'rivett, L. A., acel exer

Same, acetl exee

Grant, N. Y., vp. acel eace

Julian Gross, Hartford ¢
Cnmphell- hun, Ch
Samne, vp in chge ra TV

Raymond 1t Morgan, 1'wood., aret exec
Willinm 1. Weintraah, N. Y., TV dir
Same, chairman of honrd

Same, dir

e 0 oin chpe radio, ™

Botsford, Constantine & Gardner, Portland (ire., acel exde

Young & Ruhicawm, Chi., aeel exer
Same, TV head
Lunke-Maudsley {new), Seattle, pariner

Frederiek E. Baker, Seattle Wash., aeet exer, radio dir

Geyer, Newell & Ganger, Detroit, aeetl evee
Loise Mark (new), Milw., head
Lunke-Maudsley (new), Seottle, partner
Tedler & Ryan, N. Y., chiel timebuyer
Same, mgr of video pgm iy

Sullivan, Stauffer, Colwell & Bayles, No Y., aupery,

natur radio, TV copy
Ttutland, Gilchrist & Clem, Toronte, accl exer
Melamed-Hobhs, Mopls,, arcl exec
Same, media din
Perry-Seatt (new), L. A, eo-head
Same, nurlnv
samge, Mg
‘l’l’llphf \\rntaud. " wond,, acet exep
‘ox, Columhia 5. ., radin dept head
same, dir
Alfred Paul lierger, N. Y., accl ever
Peter Hilton, N. Y., vp, aect exee
Perry-Seatt (new), L. Al co-head
Walker & Downin ittsh., TV dir
Henry A. Loudun, Boston, media dir
Daherty, Cliflord & Shenfield, N. Y.,
Same, v
Ao M. Mathes, N. Y., radio, TY dir
Adolphe Wenland, IPwood.. acet exer
shutran Mahlin, Detroit, acet ever

accl exer

epnrili-

STATION

AFFILIATION

NEW NATIONAL REPRESENTATIVE

TLERE, Bagut
ILTRI. Do
IIWF,
KUTA, Salt Lake ity
LN, Oakland Calif,
Tobiaren Network,
WAL,
W ENL-FM,
WIHEN, Syracose N, Y.
W I\ h.nllm 1.
WAMGM, :

wWNIn T‘ \- w Haven 1o,
l-'rmlll Itapide Mich.

W,

WI'TZ, Phila. (TV)

a Columbin
a Columbia
Hozota ¢ olumbin

Indepenitdent
Inde pendent
Inde pendent
AL

Inidependent

Waleigh N, L,
Iaval fhak Mich.

Royal Oak Mich,
(TY)

Independent
Independent
U8, Al
IS
Independent
DuMaont
Inde pendent
NIH-TV

DuMuaont

Melehor Guzman, UL
Melchor Guzman, 1.
Melchor Gagman, U 5.
George 1% Nollinghery
Burn-Smith

Farjoe

Friedenberg
Friedenberg

Knte

Kate

Radin Representatives, exeept N, ¥,
hats

hatr

NI Spot Sales

5. & Manada only
& Canada only
& Canada only




WHO PRODUCES
143 LOCAL LIVE PROGRAMS
PER WEEK!

AL

5 PRODUCERS

"

4 SCRIPT WRITERS

AL

LA

5 MUSIC ARRANGERS

& g g g 4 FARM SERVICE
""nm. .

R MMM RT

42 PROFESSIONAL RADIO PERFORMERS

WHO is of course proud of its net-
work (NBC) live programming, which
gives our audience up-to-the-minute,
world-wide coverage of special events,
as well as the talent of outstanding en-
lerlainers, cle,

Local live programming, however. is
equally important.  Local live program-
ming gives our station individuality in
its program material, individuality in its
performers, and a greater opportunity
for community and regional Publie
Service,

The illustration above shows some
interesting statistics on our Program-
The results of all
this manpower ad all these carefully-
planned

ming Department,

locally-produced  programs,
however, are far more spectacular than

the mere figures:
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FIRST. muny of WHO's locally-
produced shows get higher Hoop-
ers  than  competitive  network
features:

SECOND. 12,149, of all the daytime
radio families and 61.09; of all
the nighttime radio families in
lowa *listen most™ to WIHO, accord-
ing to the 1918 lowa Radio Audi-

CNnee Survey,

Write for the complete Survey—or

ask Free & Peters, Ine.

Wihl ©

+ for lowa PLUS +

DES Moines . ® 0 50,000 Watts

Col. B. J. Palmer, President
I". A, Loyet, Resident Manager
£
= FREE & PETERS. INC.
¥ ] National Representatives
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(iant in a hurry.|



A pair of tup-dancers run through
their capers. .. leaning over his script,
a news analyst commats it to memory. . .
the great mike-boom reaches out,
fishing for the voice of the singer
in the bright pool of light
before the cameras. . .
and marching across the foregrownd
with superb unconcern,
« workman pushes a wheelbarrow

loaded with plaster.

ERE is a portrait of a giant in a hurry ...

backstage in the production of a miracle,
spinning magic for millions where only vester-
day were thousands.

Here are the new CBS Television studios,
fountainhead of the television shows which
reach larger audiences more often than any
others in television today.

Here is the nerve-center of the expanding

CBS Television network. . .one station a vear ago...29 stations today...constantly
reaching out to more people, more markets. And through such reaching, driving ever
downward the costs of delivering audiences. (Today in New York City a full-dress,
full-hour CBS-T'V program delivers more people per dollar than the average full-page,
standard-size newspaper ad.)

Here, the shape of tomorrow’s economy is being wired for light and sound.

| Here is CBS Television. Here is where you belong.

| CBS-TELEVISION

— now operating in 29 markets




for profitable

selling —
INVESTIGATE

LANCASTER
PENNA.

READING

EASTON
PENNA.

Represented by

§“' ROBERT MEEKER

i A S SOCI ATES
MNHew York . Chicogo

Son Francisco + Llos Angeles

!

s

Cloir R. A‘MCDIIough
Managing Direclor

STEINMAN STATIONS

Donald Danforth

President
Ralston Purina Co., St. Louis, Mo.

oo most city dwellers. the name “Ralston™  means hot and cold
cereals and Ry-Krisp. as well as their offspring’s delight in the daily
air alventures of Tom Miv. To ruralites. the firm naime means
checkerhoard-front stores and checkerboard-print bags of feed, as
\\t'“ as Illt' \\l'l'l\']_\ I-”)-Il.lillllti‘ r.\’lft’f'l".'('u'lli”l'?;‘{ _hnubmrr. f”“_ man
whose joh 1t has been since 1932 10 head up this corporate split
personahity is 50-year old Donald Danforth. son of the peppery.
moralistic founder of Ralston Purina. William 11, Danforth, From
his shmple office. amidst an aura of carelully-cultivated folksiness,
Danforth runs the 3210.000.000 Ralston business with a firm execu-
tive hamd. Tlis aging [ather is a benevolent fizurchead these days,
keeping his hand in the business. but more often calling on farmers
to talk cattle feed and hand out checkered ties. Donald Danforth’s
shvewd |.u'1'-'l'-h'|u'1' and administrative abilities have done much
Loward Ilill'l'l‘il.‘-il];,_' l|ll' husiness h‘l]-{ull' sinee hi‘ .'I.r-.‘llllll'ti the }J]‘i‘.\i-
ileney (after a 12-year apprenticeship) of Ralston Purina.

\ithough the Ralston hot and eold cereal business amounts lo
anly 57 (312.000.000) of the total Ralston business. nearly $1.750.-
000 of o s3.500.000 ad ]rlll"r'l'l (5077) zoes 1o sell cereals. Radio
is by Tar the higgest Ralston ad mediun. and has been the main-
stay of Ralston advertising ever sinee Ralston traced o 3577 sales
merease in the years 1932-37 to their use of Tom Mia, now on MBS,
Radio literally lifted the cereal department from a liability in the
1020°s 1o o real asset in the t{l'llii‘.‘-‘-illli‘l'illlii']] 1930)s,

The I'H\\}Il‘_\ thriller is a \\'l‘”-|rt'1-]lliIlr"ll Hln'l'.‘l[iu]l. with [I't'illIl‘Nl
premiom campaigns for the moppets and Ralston campaigns aimed
al dealers and salesmen. most of them watched over by Danforth
to see that they conform every way Lo Ralston’s |r|n|||rrlinn
themes of “service and simplicity.” The same promotion rules hold
true for Ralston’s other MBS show, Checkerboard Tamboree, which
dispenses folk musie and farm humor 1o its highly roral aodience.
whose buving of Ralston’s “Chows™ (Danforth-ese for “feed™) and
ather farm products has placed Ralston in a top place in the
conntry’s $2.500.000.000 feed industry. Danforth’s higgest problem
1= with the St Lonis Post Oflice. which uufeelingly insists that Ral-
~tom Purina’s address is not “Checkerboard Square.”

SPONSOR



- WHA
WILL
SAY?

THE PHONE rings. . . .
. what will ""Madam House-

it's a radio
survey . .
answer be? Every Time Buyer,
Station Manager and Advertiser
wants to know. In the North Dakota
Market two out of three listeners say

wife's
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KSIB . . ...
ently, morning, noon and night. There
are two reasons why KSJB ranks high.
First of all listeners can hear KSJB
and secondly they like what they hear.

and they say it consist-

KSJB's management is consistently on
the alert to keep their local program-
ming in tune with listeners’ likes. And
of course, like listeners all over
America, more and more North Da-
kota families are gettng ""The Colum-
bia Habit" every day.

Now is the time to take advantage of
KSBJ's wide audience too. Weather
being what it is in North Dakota,
families stay home with their radios
these days. New opinions are formed,
old buying ideas changed. It's your
grand opportunity to tell North Da-
kotans why your product is best . . .
and tell them often. And no other
medium can do the job as well, or as
inexpensively, as KSJB, Columbia's
outlet for North Dakota.

There are still some availabilities on
(KSJB) North Dakota's favorite source
of news, drama and amusement. Your
Geo. Hollingbery representative has

these availabilities listed and can get
you on the air and in the market in
record time. Call Hollingbery today
or write direct to KSIB at either
Jamestown or Fargo.

SURVEY RESULTS

After-
Morning noon  Evening
KSIB o.... 54.4 46.5 49.6

Station A . 18.0 21.4 23.5
Station B . 19.3 25.5 17.7
All Others. 8.3 6.6 9.2

Survey taken in Stutsman, Barnes,
Griggs, Foster, Kidder, Logan and
LaMour Counties, North Daketa.

KSJB, 5,000 Watts unlimited at 600
KC, the Columbia Station for MNorth
Dakota with studios in Fargo and

Jamestown.

I5
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Stroll thru

Rhode Island
some afternoon!

Believe 1t or not, a bnsk cght-mile

constitutional” will take you smack
dab thra FOUR BIG CITIES! And
it's here, o this small but polden
arcle, that approxumately  twoethirds

Klr'--- M 1 | |'|-.| g '"-J\ mgE power s
neentrated WFCT Blunkets this
rich area and scores ol commumtaes
heyond at rates ung
thribt by any other F
WK station relea
i"']::"

‘.\]:l. 101
d net

] ng advertising
for duty where the poing s

THE LOW-COST, HIGH-RESULT
NETWORK STATION IN
RHODE ISLAND
IS

ABC

5000 WATTS
DAY & NIGHT

WALLACE A, WALKER, Gen, Mgr,
PROVIDENCE, The Sheraton Biltmare
PAWTUCKET, 450 Main St

Representatives:

AVERY-KNODEL, INC.

New developments on SIPONSOR stories

: < See: "Network Programs For Local Sponsors"
l’.s. Issue: July 1948, p 68
- CBS Co-op Department reduced to '"in case"

status. MBS and ABC co-op sales up over 1947;
NBC sales down

Departure last Smmmer of Ralph Hatcher, head of the CBS co-
operative program department, and his promotion expert, Nancy
Cook, wasnt beeause they weren’t doing o job. The fact is that top
network strategists thought they foresaw approach of that happy
point (long enjoyed by NBC) where too little commereial time
would be available for Co-0p shows.,

Right now. CBS has only four network programs available for
local sponsorship (during 1918 there were eight): World News
Roundup: News of America: The World Tonight: [t Pays To Be
lgnorant. Ignorant wont he available as a co-op when its current
evele ends 27 February, However, Gangbusters will be made avail-
able as a eo-op to these stations that General Foods doesnt huy
for the chain airing.

Any sponsor of a co-op in network time is ultimately at the merey
ol the network sales department (althongh this is less true of ABC
and MBS, whe have a great deal more open time ). Last Fall. when
NBC slotted Morton Downey at 11:15 pan. on Tuesday. Thursday.
and Saturday nights. <tations carvying Richard Harkness ( MTWTEF
had 1o cancel out local sponsors who had Harkness on Tuesdays and
Thursdays, Glueek Brewing Co, i Minneapolist wanted Harkness
five nights a week or not at all: so they canceled him on KT
and seven other stations in their territory.,

s a different story on ABC and MBS, ABC recently reported a
199 gain in local advertisers over 1917 (719 10 852 in 1048).
Mutual’s gain over 1917 in co-op program sales was 1290, repre-
sented I 1316 station-program sales. or more than 1900 tndividual
sponsors. Thiso according to MBS tops the other networks com-
hined.

See: Farm Series

%
p.b. Issue: October 1948, page 27;

November 1948, page 42

Where and how to get list of major farm service
programs.

Where to look for a list of major farm serviee programs on the air
today 1= no longer a problem. The National Assoctation of Radio
Farm Directors has just published it 1948 Yearbook and Directory
with a list of 263 farm programs on 93 commereial stations. 1l can
be had at 82 per copy from RED v.p. Wallaee Kadderly, KGW., Port-
land, Ohre,

For the convenienee of ageney and sponsor publicity and public
relations peaples the programs are arranged under an alphabetical
listing of the stations whieh air them. Time of broadeast. whether
sold as a unit or on |l:ll'li|'i|>illillg hasi=. whether _‘-l"'li!."-ll]'l'll 01 =ls-
Gaining are indieated. along with name of the Tarm director. Other
chapters give tvpes ol contests spansored  during 1918 Tor farm
listeners: data on soil conservation projects: honors and awards
wor by vartons programs: television outlook for farm programs,

e NARFD G an informal organization which  prepares and
broadeasts programs especially designed for rural Tisteners, The 203
(OIS lstedd i the NARED Yearhook do not inelnde evers Tarme-
interest program on the atr. beeause not exery ome who airs o fann
progran is a member af the Association. With few exceptions. how-
ever, e NAREFD roster ineludes every hroadeaster whose prineipal
interest s farm radio and related activities,

SPONSOR




IT'S EASY,
IF YOU
KNOW HOW!

I n some parts of the navon, 4 radio station can Jdo almost
anything  can broadcast in Chinese or Italan— and sull be
"ngii{” for a lot n]' pvup!c.

It’s different m the South.,  Accurate Know-How 1s espe
cially important mn KWKH's four-state arca.  Our listeners
have definite and fairly uniform preferences. They want
their prograims to recogmize their preferences.  KWKH
gives them this sort of programming, leamed from 23 years

of continuous study. Our audience responds by listening to

KWKH, and by buymg the products we advertise

We'd be happy to tell you all about KWKH's outstand
ing rating, and how you can use our Know-How, Ask us
or The Branham Company!

Texas

SHREVEPORT { LOUISIANA |

50,000 Wates o CBS o Arkansas
Mississippi

iz (7 General Ma
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AND NﬁﬂHCAROLINA’S
NUMBER 1 SALESMAN IS...
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Sales departments effect program changes. Joe Tiers, Procter Electric assistant sales man-
ager (right), hears new show played by Newell-Emmett executive Dick Strobridge
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| h\r
DONSO'S
change
DrOgTamS

It's a little like finding a
the

nime

el clear-eut  reason  for

1929 stock market
cases out of ten, the “reason”™ for the

I'I-'l"-ll. lll

dozen or so major program substitu.

tions bv leading advertisers in any

broadeasting season is the outward
result of an inner eonflict of forees,
one of whieh is stronger than the

other~.  In plain  English, sponsors
ehange programs for reasons varying
from an irate wife demanding a show
with t'l]ll]T_‘._']] ]-I'v'-li::l' Lo lN’III her in the
Social Recister to an embittered sales
manager wanting a show that will hel
him at the cash register.

early days, when pro-

In radio’s

araming was usually unresearehed

hit-or-miss thing. sponsors changes
programs hl'rlnrull\ e an atlempt 1
come up with a show that would sell
the product. as w Il as attraet a size

|9



Jack Benny, and Rochester, parted company
with General Foods over money and publicity

able audience.  Progcrams frequently
changed when a uwew type or a new
] approach began to pull results for an
advertiser. The outstanding example
of follow-the-leader  progyam
changing was the mass micration to
i children's \

':-IIi'lI

by cereal com-
panies in the carly 19307 (spovson.
3 January 1919},

\s advertisers besin to realize the
possibilities (and the limitations) of
hroadeast

F II'“IE_' ramis

advertising.
for the
mer veplacement routine
and further apart. There are still ad-
| vertisers radio and TV who rosh
in every season with a program that
hasnt jelled. only to have it fall on its

program

changes  except normal sum-

arow fewer

i

Program changes produce chain reactions

“change 41

face.  The advertiser then either
swears ofl radio for years or tries an-
other program quickly, A
(more or less) advertisers every sea-
throw the
hetween  September June and.

rather than quit radio altogether, get

illlzt‘ll

S0 n towel somewhere

and

another program either in the same
time the
somewhere else.

slot on same network or

The closest thing to the “lowest com-
mon  denominator”™ of these program

changes is program rating. A high
rating excuses many things.  In most

cases, a high rating builds a healthy

sales picture.  Even if the show is ob-
viously not suited to the advertiser or

the product. if research shows a high

change #2

Some of the money spent formerly for Jack
Benny was invested in "The Aldrich Family”

listening [actor. the opposition to the
progranm. whether it he the agency, or

the sponsor’s organization. or the
hoard of directors. ete.. has little
chance to gel in a word. But when

ratings start a downward spiral on a
show that has lasted t]!rnu;,_:]l several
seasons, or if they fail to build for a
new show, the storm signals are up for
a program change.

It is when ratings slip that the im-
portant stockholder rises in righteous
indignation at a director’s meeting and
shouts: “See? What did | tell you?”
It is the time when the ageney begins
to drop stroug hints (providing they
never wanted the program in the first
place. or il they inherited the show in

|l Thirteen Reasons* Why Sponsors Change Programs

Total equols 100%

Mered

paid

22% 16% 12%
low ratings  Pressure from  Prablems Ta shift Chonge in
sales force  with stars to currenl  advertising

program frend  objective

* Reavons for pragrom shifly used In this

Change in  To break awoy  Prestige Changing
advertising  from current competitive
budget  program trend picture

chorl were selecled on the besis of being primary reasont for the change

Rising  Toreachnew Chonge of  Monagement’s
progrom  audiences networks persanol
cosls reasons
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|

program also
["ormer Jack Benny coin

change #3

was

an ageney switeh) to the sponsor that
his program vehiele needs revamping.
Down-spiralling ratings may even be
the cue for network or station exeen-
tives to apply pressure on both ageney
and sponsor to make a change, often as
part of a new block of programs de-
signed to meet a changing competitive
picture.

Even high ratings don’t free spon-
sors from the problem of facing a
program change. While they may
pacily one set of people. high ratings
have cavsed more than one show to
topple. particularly when the show is
built around a eentral star. rather than
a central idea. The average radio star
feels that a top rating entitles him or
her to two things: more freedom and
more !lllll]t"\'. (;l'lll'rill hil!‘
changed programs al least twiece for
this reason.  After nearly 15 years of
sponsoring Kate Smith. her daytime
rating in 1916 was high on the list
for her type ol show, l",u-r_\lhin;: wis

l"ll(ll I!"~

going fine for General Foods until
Kate hegan to plug for a higher talent
fee. While General Foods executives
were earvefully figuring the proposed
increases against her proven sales re-
sults, Kate, feeling secure in her posi-
tion after 15 years. began to make
eracks on the air about independent
groeers. and how much better (and
safer) it was to buy at chain stores.
It drew fire immediately from inde-
pendent grocers, particularly from the
I\lil']li;_.{all Retail Groeers Association
who let General Foods know in no
uncertain terms what they thonght of
Kate Smith.
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"mr. ace and JANE" carried some of the Gen-
eral Foods burden later until killed by Hoopers

That did it. Miss Smith was dropped,
and Wendy Warren went into the time
period on CBS.

Jack Benny was another star whose
program dropped by  General
Foods (Jellot beeause of dollar ]!THII-
lems. The Wankegan star. in early

Wils

1945. began 10 vnmpl:lill to General
Foods that net enough money  was
being spent by the sponsor lo promote
the show. and that more moncy should
likewise be fnrlht'nmin:_' for the pro-
gram. Relations beeame strained be-
lween Bmm}' and s sponsor.  Gen-
(‘r{lf 1'-cm(l:ﬂ likt‘l] Hc'nn_\. “I WwWis 2
prestige builder with both the publie
and the sales force. as well as a great
salesman for Jello.  But again, when
General Foods applied the yardstick
of increased cost-vs-results, the Benny
show was dropped. To replace i
General Foods spent money  hitherto
carmarked for Benny in an eventual
total of three shows: Aldrich Family
(a former Benny summer  replace-
ment), Meredith Willson Show (the
outgrowth of another G-F show for
Maxwell House Coffee). and for mr.
ace and JANE (a new package when
G-F bought i)
in turn was dropped at the end of

{:nmlif' .\t'l".-i :i!ln\\

1948, prineipally because the rating
was slow in building and the Aece
brand of humor was a shade too
sophisticated  for G-F  dealers  and

salesmen.  Into its slot went a CBS.
built package. My Favorite Husband.
whieh was more 1o G-F's liking. No
one of the shows pulls anything like
the Benny rating, but the total audi-
enee of the three. purv]lusr:l for ruu;.'ll-

i 1

current

"My Favorite Husband" started
where "ace and JANE" dropped

ly the cost of the Benny show. de-
livered more quantitatively than Benny
produced for Jello. Willson hasn't as
yvet made the grade for any sponsor.
The show that changes because of
trouble with the star is not uneommon.
The elassic example is the old Al Jol-
son Show for Lever Drothers in the
late 1930°s, Jolson used to kid the
sponsor’s ]rl'n(]lll'T during the show’s
warmeup. 1t was all in fun but one
day the client happened to arrive at the
show earlier than usual and caught the
act. This was in the days before spon-
sors learned that a little informality
with regard to the “digmity™ of their
produect could be helpful at times. The
sponsor listened. and Jolson was ealled
on the carpet. When the duost settled.
Jolson's show was dropped. A few
vears ago too. Bayuk Cigars was spon-
soring a 15-minute show with Cal
Tinney., a Will Rogers-like hillbilly
]l|li]lla-ﬂ]lllt'I. Timu‘_\. one l]al}'. I'II'I‘_'.'III
to sound off on a variety of topics that
were near and dear to the sponsor’s
heart. Cal Tinney oul. and in
went a much “saler™ show. Inside O
More revently. Miles Labora-
tories changed [rom Lum and Abner
on CBS to
Herb Shriner. The reason was parth
due to bickering between Miles and
the show’s stars. partly to a feeling
on Miles part that the show had run
oul of ideas. This was helped alung
by the difficultics in elearing time on
many CBS slations for the
.“'hll\\. \\l\i"ll ii“ il]
period.  This, in turn created  =om
{ Please turn to )

wenl
h’ptl'rl\-

a new comedy package,

network
a anargmal i
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Radic announcements warned Los Angeles that it was dangerous to

visit Ohrbach's on opening day due to the hordes that waited to see the new store

i Ohrbachs mvades Los Angeles

Can a loeal radio
campaign be planned
and prepared

$.000 miles away ?

22

“Do not try to get into

Ohrlbach™s today. There
is a tremendous throng jam-
ming floor. every inch of

erery
\;n‘h':' At 4

So ran the air copy heard by lis-
teners in metropolitan Los  Angeles
last 3 December.  For  the
hour period that this unorthodox. ne-
gative air-sclling continued to be heard
participation  pro-

=eveI-

during  women's
grams and station break periods, it
merely  increased  the  curiosity  of
thousands of women in the City of
the Angels. What, they wanted to
know., was happening down on the

“Miracle Mile™ block of Wilshire
Boulevard anyway?

The police department, forced to
call out reinforcements, had one an-

swer—a real traflic jam. Neighbor-
ing merchants. like swank Bullocks

and the high-pressure May Co.. had
another — Ohrbach™s had made a
beachhead in their bathwick., For the
heads of Ohrbach’s and Grey Adver-
tising Ageney. it was the end of a
tong merchandising road that led from
Mauhattan’s  brash.  busthing  14th
Street to the high-fashion  gloss  of
world-famed Wilshire.

National selective radio, Ohrbach’s
now knew. conld do more than move
zoods ofl a shelf. 1t had more than
done its share in establishing Ohr-
bach’s both in the store’s home territory

SPONSOR




of New York and in Los Angeles, as
something other than a glorified bar-
gain basement. Without ever mention-
ing priees, il eonvinced inereasing
numbers of women that Ohrbaeh’s
was selling Filth-Avenue fashions at
low cost. It had added the required
touch of sophistication and flair to
Ohrbaclh’s advertising that was needed
to bring in the middle and upper-
middle class customers.  Above all.
it was a llexible. versatile selling tool
that meshed smoothly with Ohrbacl’s
space and billboard advertising.

Ohrbach’s uiu‘r;ltt-rl for a quarter-
century before beginning to use radio,
The store had its start in 1923 on
Union Square, right aeross the street
from S. Klein, the basement of bar-
gain basements.  Nathan Ohrbach.
who founded the business. startled his
fellow-merchants on 14th Strect with
his merchandising policies. e sold
at the same prices they did. Even
todav, Ohrbaeh’s operates profitably
on a gross margiu that averages 17
(the U.S. Dept. of Commerce lists
26.2°% as “unprofitable.” and 30.5%
as “avcrage” for women’s ready-to-
wear shopsi. and managed in 1948
to do some $10.000.000 worth of
business with a net ineome of S$1.-
500,000,

During the early days of Ohr-
baech’s, the store’s advertising was
aimed at the same readers of mass-
media New York newspapers who
shopped  price-slashing  eompetitors
like S. Klein's and Loehmann’s. But
unlike other women’s stores who de-
pend on low-unit profits and a high-
volume trade, Ohrbach’s went in for
the slick art-work in their ads that
uptown establishments like Saks and
Lord & Taylor featured. First it was
cartoons by Melisse and Peter Arno,
later (during the war) it was abstract
sketehes of New York. and still later
it was Vogue-like fashion art.

Never did the advertising mention
prices directly. This was part of
Nat Ohrbach’s store poliey that went
with no Pharl.l__'(-. accounts. no deliveries.
no seasonal sales, no frills, and strictly
eash sales.

In September of 1947. Ohrbach’s
began to look around for something
to hypo their advertising. Selling was
again becoming highly eompetitive
for the 14th Street Ohrbach store. and
for its branch in Newark, New Jersey.
Nat Ohrbach and son Jerry Ohrbach
eyed radio with a wary eye. Broad-
casting, for the most part. eyed Ohr-

(Please turn to page 50)

31 JANUARY 1949

Tex McCrary and Jinx Falkenburg flew from New York for seven days of Ohrbach’'s quest appearances

y

r\\'\\\\ LR

Joe Yocam of KFWB asked Ohrbach’s first-day shoppers how they

iked the store as

lebut

nears close
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what’s available and where

1V Research

Less More

Frequently  The Soame Frequently
Goes to movies BT U 130 1
Goes 1o ball games = 242 I8
Goes to wrestling matches 251 | K]
Goes to horse races | 44 | 27‘7 fio
Reads at home BT 210 | I
Entertains adult guests 128 7' T
Entertains children guests 16l 'II|J? T [ ] —
Somple wos 331 Chicago families, half af whom hod sets befare April 1948 and holf of whom

purchased sels after that dote,

Survey made under direction of Dr. Gearge R. Terry of Marthwestern University [August 1948)

TELEVISION —

RADIO
upper class —

upper middle

middle class

total group

-

2

minules e i —

2.26
2.44
2.41
241

How Long Do Commercials Seem?

estimoted minutes of advertising per Y hour

3

. —

3.39

3.87

4.54

13.98
4 5

Survey mode by Thomes E. Coffin of Hofstre College, Hempstead, L. |. [July 1948)
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2 Use of the visual air will
have to be learned in a
much shorter period of

time than il took to learn how Lo use

Delays in TV are too expen-

The eost of muddling through

is IL’rl'(ll.

I'{llliu.
sive.
TV time and program pro-
duetion costs are too heavy to provide
a leisurely period of trial and error.

Television is growing rapidly, and
the  multiple
using the new medium must be mel
To make the job easier,
a growing number of television re-
search  organizations (22 at  this
writing) are already operating on a

])rn||if'm.- il!\'u]\'t’d in

and solved.

conlinuing basis. Rescareh is the one
tool at hand for Il']l‘e—r'n}ilnf_! the ]u-riml
of time neeessary Lo altain mature pro-
graming and advertising effectiveness.

Of equal importance with the faet
that a body of television research or-
ganizations exists o help in the use
the
point toward this research.

View-
The find-
in:_r-'- of ln(l:l) are nol Ili"l"f‘:-r-{l]'il'\' the
facts  of
sponsors had aceepted the conelusions

of television is malter of

tomorrow. 1 yesterday's
of early radio research, organ reeitals
would have top billing today. while
comedy shows would hardly find a
place on station or network schedules.

Today, the emphasis is on quantita-
scls are there

tive data.  How

many
in the market? Ilow many viewers
are there per set?  What pereentage
of the sets-in-use does this program
have?  low mueh does it cost per

thousand viewers? What percentage
TV

How many people plan to buy

ol v iewers |'l'[|]l'|”|ll'1'.\
cials?

television sels within six months or a

commer-

vear i specifie markets?  Sponsors
andl |l|'=-|ll'i'|1\r‘ Sponsors of TV pro-
erams want all the figures they can
findd 1o help them estimate the effee-
tiveness of the medivm. They are justi-
hied o wanting these figures now,
Less pressing in need is that aspeel
of rescareh whieh has long range im-
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plications- -the qualitative side of re-

seareh, though “the-day-alter-tomor-
row” (almost literally) is the full

range of projeetability for most of the
qualitative findings of today. Foremost
among the questions to be answered
by qualitative rescarch is: lTow eflee-
tive is the quality of reeeption on the
different ehanuels in this arca? Good
reeeplion is of prime importanee; put-
ting first things first, the program
must be seen.  After this the ques.
tions multiply. How effective are the
commercials?  What are the ehar
aeteristics  of the audienee?  What
types of programs do television viewers
like best? IHow well does television
wear with average set owners? How
good is the talent? Will program pre-
testing help to put on a more eflective
show? These and a seore of other
questions must be answered for the
sponsor and the television industry if
the medium is to take shape so that
all its potentialities as an entertain-
ment and educational medium are de-
veloped (granting that it will develop
into a unique art form with its own
laws, as distinet from those of radio
and motion pictures).

Of the 22 television research or-
ganizations operating on a continuing
basis. six compile information on

unumber of sets.  Baltimore Television
Cireulation  Committee.  Television
FForeeast, lue, (for WKBB. Chicago),
and Washington Research Committec
limit their activity to estimating num-
ber of sets in their arcas, The Radio
Manulacturers”  Assoeiation
monthly figures on total number of
TV sets manufactured in the United
States.  Quarterly, the fizures are ad-
justed by distribution areas, but sinee
only 907 of the sets manufaetured
are produeed by RMA members. the
ficure is not definitive.

Hooper estimates the number of
sets in the nine metropolitan  areas
through his radio eoineidental tele-
phone survey. Al the homes ehecked
are asked, i addition to the Hooper

gives

radio program questions, “do you own
a TV set?” The pereentage of owners
saying “yes” is projected to the homes
in the area as defined by the ULS.
Census Bureau.

NBC, which, like Hooper, does more
research-wise than estimating number
of sets, vses figures from RMA and
other manufacturers to determine the
number of sets in the areas eovered
by the network. Cross checks are
made l)}’ the network over the same
arcas to determine the aceuracy of its
eslimates,

Hooper, Pulse, and Radox (5ind
linger. ™
grams and estimate the sets-in-use in
the 1]:1'_\
Hooper is currently rating TV eve-
ning programs from 6 to 11:00 p.an.,
every half hour, by days of the week.
This TV “rm|n'!'(lli!l;,; will be re |mI'|1':|

I"hiladelphia) rate pro-

areas in which operate,

six times a year in New York. and
three times vearly in DPhiladelphia.
Baltimore.  Washington.  Cleveland.
Detroit. Chicago, St. Louis. amd Los
Angeles (in these latter eities as TV
set ownership epands aud ereates de-
mand by the trade [or the servicel.
In these ratings, television will he com-
pared with radio. uvsing total radio
hase. “Tele-
based only on TV homes,
report eoincidentally on programs in
Diary-based  Tele-
ralings in ten other eities are made

homes as a Hooper’s

ratimgs,
nine cily arecas,

periodically on order.

Pulse. whieh rates programs
lhrnughmll the television l|;!_\‘. uses the
roster-recall method in a door-to-door
polling teehnique in New York, Phila-
delphia, and Chieago. Pulse uses TV
homes as a base for its TV.rating,
Radox, whieh surveys programing
from 9 a.m. to miduight, hstens in on
homes in Philadelphia via telephone

(Please turn to page 49)

Directory of TV Research Services

NUMBER | SETS

PROGRAM

QUALI- TV TESTt STATION

ORGANIZATION INFORMATION COMPILED: OF SETS| IN USE | RATING | TATIVE SPECIAL TOWNS COVERAGE
Audience Research, Inc, B V v

Baltimore Television Circulation Committee \ '

Broadcast Measurement Bureau, Inc. \ \
CBS - \ \

Hofstra College \/

Hooper \ \ \ \

James E. Jump & Associates \ v

Jay & Graham Research Organization \ \ ]
McCann-Erickson \

NBC \ | \ \

@?_ V% \* | *

Newell-Emmett \ \ V
Northwestern University \

Pulse \ \ \

Radox and Teldox \ Y \ \

Radio Manufacturers Association \

__Rd’;gers University \ \

Schwerin Research Corporation \/ \ L
Television Forecast, Inc. \

Iqlevisio—n Research Institute \

Washington Research Committee V

Young & Rubicam 7 \

*Neilsen TV service in New York area begins | May 1949,

31 JANUARY 1949

{Specific towns selected far intensive ressarch,
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In paneled setting such as this

George Gallup made reports on

the

public’s reactions to important trends of the day for MLPFB

Broadcastme and the hroker

Merrvill Lynel. Pierce. Fenner & Beane nine-week (est proves

that securities ¢an be

sclling  investment  coun-

<elling usually leaves the
weller feeling like Columbus, aflter he
15th eentury
tist= the world was roond. Nine out of
Vmevieans still don’t know the dif-

a stock amd a bond.

treed Lo conyinee selen-

Lot

ference between

aceording teomost Wall Street brokers.
Fhose same Americans look npon the
mvestment counsellor as a eross be-
tween o crvstalgazer and the Daily
Raring Form, or else as a smooth-

talkime fromt man [or |:IIHI!\|'_|1| I:Il‘l:.’l‘

velerred,

In terms of advertising, this means
that the mvestment counsellor  mnst
first break down o wall of ignorance
i misinlormation bhelore he can

even begin to sell, e has 1o do what

aronnts o an edueational joby explain-

ing basie primciples of boving  and

elling securities I'inill(' who are un-

26

sold on the air

familiar with securities aren’t likely to
invest in them.

This i s essenee 1= the IIIII[*ll'!II
that prompted the Wall Street hroker-
Merill Lyneh.
Fenner & Beane to seck part of the
answer in television during the Fall
of 1915, The big firm. known far and

hrm of "erce.

wide as “The Thundering Herd of
Wall Street”™ hecanse of s non-stop
name and s stilldlonger hst of 56

partners, had used broadeast advertis
ing a lew tumes in the past. They spon-
sored a nightly Saminute business news
ronndup on WOR, MY [rom 1915
to 1917, 1n January of 1917, they had
experimented with TV, sponsoring the
-|1H\\i|1;: on WCBSTY. N.Y., of a 20.
minute film about the New York Stock

Wall Street's big problem is to sell the American public on what happens when stocks and
bonds are sold. Most listeners and viewers don't know the difference between stocks and bonds

Fxchange with comments by MLFI's
president, practical Yankee-born Win-
throp I Smith.

There had been other attempts at
selling investment counselling in the
past, but from none of them could
MLPFB draw encouragement or posi
tive guidance. In the period between
1926 and 1932, several major financial
services or mvestment trusts  DBabson
Statistical. Dis-
tribntor’s Group, and Halsey, Stuart

lmvestor's Syndicate.
had sponsored network programs. One
ol those programs. The Old Counsel-
lor. had lelt a bad taste in the mouths
of The

voiced Ol Counnsellor was a straighi

radio  excenlives, uneluons-

stock-selling opervation which, in the
(Please turn to page 42)
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Commercials

make them timely

with a plus

make them loceal

How timely and how local-
ized can a commercial be?
As timely as the news that
comes off the wire, and as localized
as the city served by the radio station.
Yet year after year the timely and
local factor continues to be ignored in
commercials.  Few sponsors intrigue
the listener at the time economic and
emotional urges weed satisfying.
Timeliness and localization are not
by any means mutually exclusive—olt-
times one cannol be separated from
the other. Ford achieved timeliness
and, at the same time, localization lny
tying-in its commercials with Cali-
fornia, early in January. tongue-in-
cheeking: “Here in California, this
week, we had a little sun and—six
inches of snmow . . .7 Commercial
went on to give weather news of Min-
nesola (where it was snowing), Ar-
kansas (rainingl, and Alabama (heat
wave).  Selling came into the copy
when the commercial explained that
Ford heaters were working in Minne-
sota — and California — windshield
wipers were working in Arkansas, and
Ford convertibles had their tops down
in Alabama. The previous week, the
commercial tied in with California by
noting that more cars are registered
in that state than in any other. Pitch
angled that the more cars there are
on the road. the more Fords are scen.
Localization i~ achieved in San
Franciseo by the Rexall Drug Chain
via a jingle which brings in the eity’s
famed cable cars, a means of trans-
portation that can be duplicated only
in Seattle, Washington. The Rexall

o d aff ] | I
ol Ca S oy amairens
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store. Owl Drug Store, is located at
the terminus of the cable linc. The
jingle is sung to the tune of The Irish
Washerwoman, and a cable car bell
clangs in rhythm in the background as

the lyric unfolds:
Sure, the cable ear's londin® on Mason
and Powell,
Because of the bargains they're sellin'
at Owl;

From Market nnd Mission and Sacra-
men-T1T0

They're rushin’ to Owl because they all
know . .

(VOICE ON ECHO CHAMBER)
You buy HETTER for LESS . . .
OWL!

at
Timeliness can be achieved by tying
in the commercial with weather or the
season of the year, an important event,
or inventory needs. And even more
fundanentally, with time itself. Time
signal station-bhreaks are used by Bulo-

va, Benrus, and Longines,  American
Chicle Company, at one time used a
jingle which began by announcing the timeli“esS is achh.aved by Esso through broadcasts direct from the Freedom Train in
day of the week. But the most com- each city where the train stops and America visits its historical documents

mon use of timelivess in commercials

1s weather or seasonal tie-ins.

Localization is accomplished by ty- "949 JAN UA RY ]949

ing in the commercial with an event

local 1 nature, with a local personal- SUN MON TUES WED THUR FRI SAT
ity, with a physical attribute of the

locality, or with, from the _-]-nnr-:-r'.-

standpoint, distribution or inventory Sl " -

needs.

Drug companies have for years (Musical chord) announcer seys: "Today is Jenuary

timed the pushing of their products
with the season of the year—generally

the period of bad weather. Block Drug 9

uses e.l.’s in 100 markets from October

Is this your birthday?

(Glisssndo into & guartette singing):

through March, the season in which "

y : ; i For all w
most of their business is done. Their ho
commercial for Minipoo, a dry sham- ol | 3

poo thalt uses no waler, stresses the
fact that hair need not be wet during

cold weather.  Scott’s Emulsion uses 23/30 24/31 25 26 27 28 29
a weather springboard for its com-

mercial on station WBZ, Boston:

“Wes Nenris - : : fingl ble sponsors to make every announcement as topical as the calendar.
eather, clear and cold tonight . . . h"thd phglas. ana ponse s Y P e a
1- ' ay Harry Goodman has the jingles on daily transcriptions for selective sponsorship

and here's something yvou'll want to
know—Scott’s  Emulsion  builds  re
sistance, elc., ete.”

Cough remedies (Rem. Rel. *Smith
Bros. cough drops) have long used

! d[l enable sponsors to localize their appeals 100%. Most famous of all sign-
'a msses post commercials is Barney's "Seventh Avenue and 17th Sireet" jingle

seasonal tie-ins for their products. re-
serving their heavy commercial pushes
for periods of raw, cold weather.
Clothing and shoe companies also
use weather in pushing goods. A na-
tional clothing firm supplies its sta-
tions with several pieces of weather
copy which arc used at the discretion
()f i“(‘ﬂ] !“'lﬂlillll announcers, \‘1\['[]
weather threatens rain or cold. com-
mercials plug raincoats or overcoats.
This clothing chain achicves localiza-
tion in its commercials by tying in
with  Community Chest, Red Cross
(Please turn to page 50)




PART NINE

SERIES

PROGRAM PRODUCERS LAMENT

“We can't do

elfforts are sniped at by

“If sponsors and non-radio

M ageney  exeentives  would
leave us alone. everything would be
vkav.” 1= the way one independent
radio producer and director sings his
lament. “Don’t misunderstand me. 1
love thew all. | know thev have 1o
tell the men who produce their pro-
grams what they want. hut they don’t
have to edit onr seripts, cast our pro-
erams. amd Lell us just how they want
a certain character playisd,

I sponsors wanld stay in the manu-
facturing and sales end o huosiness
and permit the radio ereative talent
they buv 1o ereate without handeufTs,
I venture Lo say that ralings, sponsor
identification.  and  even sales  effee-
tiveness of broadeast advertising would
merease. | know withoul sponsors 1
be inanother hosiness, hot 1T wish
they™d permit me to do my job. |
haven't a single program on the air
which T'm permitted 1o handle exaetly
in the way 1d like to do ™

This producer is nol an exeeplion.
Over 507 of the independent pro-
dneers, as well as program direetors
al agencies,  in SPONSOR'S  cross
section, indicate that adyertisers Spwon-
soring their programs insist on telling
the producers amd directors their hus-
==,

One of the most recent cases of a
sponsor deciding to hecome a show-
Isiness anthority was n eonnection
with a television program. The adver-
tier. one of Ameriea’s ereat eleetrival
ipplianes manufactnrers, had a video
show that lasted one night (something
ol a record Tor the medinm i, and had
just boucht a new program. On the
first progran. the advertiser picked 1he
casl, 11 wasnt pood, On the second,

30

the advertiser was all set to pick the
cast again, when the producer notified
the ageney involved that he wanted o
cancel the program, pulting it this
wav. "Il continue to produce the show
as long as they stay out ol the program

husiness. Tl also agree not to manu-
facture electrical appliances,”

There was a compromise, The pro-
ducer now selects a panel higger than
lie actually requires for the program.
and the sponsor seleets from the pro-
ducer’s panel the actual cast. 1t makes
extra work for the praducer. hut at
least he's not stuek with performers
who aren’t telegenic and who aren’l
performers.

Producers lament that they have Lo
o through this routine of giving in
Lo =ponsors on matlers about which
sponsars are. wmost ol the time, ill-
-'l]lliil'll"tl to dictate. . . and there’s
nothing they ean do abool it exeept
quit, and they like 1o eat,

Producers are constantly heing ac-
cused of reaching the wrong audience
for a sponsor. when they have never
heen informed of the audience they
wiere --II||]|n.-f'l| to he (It}lll'f'hﬁill,‘_‘.. \=
“\'}#!'l',“('d |i\ one I']'lli]lll'l'l'_ “Ohur
alter-the-faet” big shots whe kuow just
whom a program is supposed to he
'-l'”illl'_' nllj_!]ll to he wised up that pro-
ducers and  directors  are perfecthy
aware that they are passing the huck.
\geney execentives don’t know. helore
a program gocs on the air, whom
they are supposed 10 he selling. and
thevelore they don’t tell the |II'HIIUI'!’I'

of the program. When sales-cffective-

ness figures fail o satisfy the sales
managers of the sponsors, they blame
the produeers, directors. writers, and
even the cast ol the show., Anv ;_'imt]

a good job.” they complain. “when our hest

ageney. advertiser. and network.”™

producer-director can slant his pro-
duction for specifie listeners as long as
he knows whom he's E‘-ll]l]lll:‘-l'l] to he
reaching. Tt's obvioush impossible for
him 1o shoot in the dark. or at the
greal mass of listeners. and Lo ake
certain at the same time that he's
reaching a pinpointed market.  Yel
we're expected 1o do just that. time
and tme again. We're not miracle
mern.””

“We have the repulation.” laments
a production man at one of the top five
Madison Avenue agencies. “of heing
profligate with clients” money,  Most
of the time. the hig-=alary performers
are contracted in advanee [or us le-
fore we are handed a program to watch
over.  The onlv  client money  we
spend is for supporting plavers and
writers. and wsually so little is left
for us lo .-|||‘II|]' that we have to |:|va||
poverty with actors and musical artists
all the time. 1Us again a case of the
policy men passing spending respon-
sthilities to the men who do the work.
I'm waiting for the day when 'm given
enough" money to spend o, as T see il
put an a program adequately, We had
budgeted 8500 for a writer for a
comedy spol in o daily show recently.
and when it came time to spend those
five centnries. 1 was tald that 1 had 1o
huv a writer Tor 8150, Where the
other S350 went 1 haven’t the slight-
est idea. and iU's wiser for me not lo
have any wdeas about the matter,”

Producers as a general vule don’t
excecd hudeets. They are given certain
stnis Lo .u}:r‘lu|. I1"s not their eSOt
sihility if. after they spend what they're
given. the program cost more than
budgeted,

There 1s ]'I.'lll”_\ a 'pl'lnhji'rl \\Illl
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doesu’t blow his top when the subject
of continuily acceptance departments
u[ n!'l\\'urk.-& is ]‘ru;u'hﬂl. l'l'mllll'vn
are convineed that all the nitwits in
broadcasting are in the blue-pencil
departments of the chains. Each pro-
ducer has a couple of choice examples
of how a network seript clearance ex-
ecutive read something inlo a scene
that never was intended. And they'll
trot them out without the slightest
urging,

“What's so frustrating about the net-
works when seripts are held up, is
that you can’t argue iutelligently with
them.” explained a Midwest program
producer. “They look upon every per-
former and director and  producer
as out to get the network in trouble.
You can’l convinee a web purist that
all of us haven’t perverted minds,

“*There was a time when every radio
mother had to be good, loving. ever
true. A mother could do no wrong.
That block isnt on the clearance-
department road any longer, but there
are others just as unrealistie.”

Another producer explained that he
had no quarrel with the tough com-
mercial regulations at the networks.
“I know. [for instance. that I ecan’t
expect clearance on copy that states
that mine is the best. the only good
product of its kind. T know I can’t
claim that ‘research proves it's best.”
unless 1 can prove it. Regulations of
this kind are good for broadeast adver-
tising. Over-enthusiastic copy writers
can really smoke some of the most
amazing claims for products that T've
ever read,

“However. even regulation of broad-
cast advertising can go too far. When
it does, it's seldom because of network
regulations but because the chain fears
what another advertiser may do about
his competitor’s claims. We expect ad
copy eensorship. We fight for what we
believe to be our clients’ rights. but
we're never sore when we ean’t clear
claims.” was this producer’s parting
shol.

“A producer’s job is to get programs
on the air that build audiences who
can be sold the sponsor’s product.”
explains a Tollywood radio director.
“We're not. for the most part. long-
hair geutry but showmen with a flair
for the commercial. We deliver audi-
ences—or else we are delivered pink
slips. The listening audienece has dis-
covered recently that we're in exist-
ence, but even with the air-eredits that

(Please turn to page 16)
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Problems with elienis

I. Most advertisers wiant to he ereative artist= as well as
business men

2. Producers are not informed of the objective of hroad-
cast advertising

3. Commereials are seldom okayed in time for producers
to mwake certain that they do not elash with program
conlent

4. Sponsors don’t listen to their broadeast programs

5. Advertisers generally regard directors and producers
as longhair out-of-thissworld talent. instead of what
most of them are. good businessmen

Producers still have to fight for adequate air eredit

Problems with agencies

1. They're seldom run as established businesses hut hire
and discharge as their radio business {luetuates

2. Agencies make it almost impossible for a radio dir-
ector or producer to have direet contact with elients

3. Many top radio executives at agencies have had no
actual producing experience

4. They follow suecessful trends like sheep
3. The client’s word is usually law. be it right or wrong

6. Even their transeription turntables are i run-down
condition

7. They frequently insist on easting programs by the
way the talent looks
8. They often admit that they “know nothing abowm

radio. and still insist the program he done their
wiay

Problems with medinm

I. Network or station production men assigned to pro-
grams are generally as nseless as o mechanical peneil
without lead

2. Continuity aceeptanee departments of stations and
networks are without imagination

3. Most radio executives do not like advertising

L Programing is the ignored art of broadeast advertis-

ing

5. Broadeasting is generally more concerned with engi-
neering than entertainment

6. In an argument with top station or network men. pro-
ducers don’t win,

il
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broadeast and still come ont on top

Glitter and sentunent of Christinas
and Thanksgiving: color and excite-
menl of -|u-l'l.- the entire ]r;il'.‘uit' of
holidays and “occasions” that can he
hypoed and decked out i gala trim-
mings to faseinate. amuse. and titillate
the emotions of listeners  these are
the glamour grist of the one-<hot com-
mercial hroadeast.

Properly  planned  and  promoted,
<itnations lending themselves lavishly
Lo the glamorous touch can be made o
pull tremendous andiences,

The most frequent situations in
which the one-=hot has Dbeen used
profitably are (11 1o intensify selling
pressure: (2 1o do a special one-time
job: (31 1o take advantage of sudden
breaks in the competitive picture; (4)
to take advantage of a special occasion
to build institutional prestige.

One-shot commercial airings are
mos=t productive when called upon to
do an immediate, specifie job. They do
even better when I||:') .-|||rp|l'1m-||l or

introduce a continuing campaign,  In
some instances, an isolated one-time
effort may be highly produetive. But
ordinarily it stands to lose potential
value when not hooked into the mo-
mentum of a regular campaign.

The Nash-Kelvinator  Corporation
discovered  recently, as have many
sponsors hefore i, that a well-planned,
well-promoted one-shot can pay off oul
of all proportion to ite cost. Fven so,
such an effort is not necessarily low-
cast,

Prior to the [m*sil]:‘ulial election last
November. four aggressive sales or-
ganizations had signed to underwrite
the four national networks’ coverage
of the big event. Nash-Kelvinator
hought the CBS package to announce
their new model Nash car. while two
other motor car manufacturers. Chey-
rolet and Kaiser-Frazer. together with
the Curtis Publishing Company. bought
NBC. ABC, and Mutnal network cover-
age of the political event of the year.

Nash paid 325000 for the uews

package and $75.000 for the time.
Even without the untooked-for windfall
of the all-night reporting, the deal was
a natural. On what other occasion,
Nash officials figured. could they
achieve practically a saturation an-
nouncement of a new ear at a cost the
board of directors would okay?

With a different objective they could
have hought. say. 26 CBS Saturday
aflternoon quarter-hours for approxi-
mately the same money. Cost alone,
however, is seldom the factor in de-
ciding on a single broadeast. Radio-
wise ad managers look first at their
advertising objective, which normally
has a long-range as well as immediate
purpaose,

In this connection the :-|r<'ncit'r of the
advertising budget is conscious that as
a rule the one-shot effort doesu’t buy
radio’s niost valuable asset: the hsten-
ing habit. lle knows the habit of listen-
is built only by consistent broadcasting
in the same period. on the same days.
month after month.

w 1 I started celebrating the holidays with a gala EI 1 continued its holiday tradition of two hour airings on NBC.
rlg ey iwo-hour CBS broadcast on Thanksgiving day gl" Elgin aligns itself with the American Tradition of gift giving




Only such phenomena as Franklin
D. Roosevelt’s fireside chats, VE Day,
and a few other non-commercial events
ever achieved virtually total saturation
of listenership. But there arc very fre-
quent instances when local events come
reasonably close.

Even the four-way network coverage
of the presidential election came much
closer to giving the four sponsors satu-
ration coverage than the four-way
“.'l‘lt'l'l_' I’l]f"

sible, most dialers sampled the report-

audience R]Jlil indicates,

ing of all four networks extensively be-
fore finally settling down to one.

One of the earliest national adver-
tisers to cash in consistently on the
sentiment and glamour of two of
America’s most tradition-laden holi-
days was the Elgin National Watch
Company. It sells more gift watches

S rt h in Red Bluffs, California, sponsored the local high school
I]ﬂ ss ﬂpqume: in pre-Christmas series of carols over KBLF

compacts sponsored Thanksgiving night party on
ABC-TV, first to celebrate the holidays on TV

Gillette

in the period between Thanksgiving
and Christmas than at any other time
during the year.

Its Two Hours of Stars [or six years
on CBS sold Elgin watches on the
L:00-6:00
p-m., and at the same hours on Christ-
mas day continued selling with terrific

Thanksgiving show from

impact the idea of the Elgin, a tradi-
tional American wateh, as a part of the
nation’s tradition. of which these two
colorful holidays are a part.

The Elgin Stars moved from CBS to
NBC in 1948, while the William Wrig-
ley, Jr. Company took over the CBS
tinie on both Thanksgiving and Christ-
mas, with an equally brilliant array of
radio and film stars,

The Elgin-NBC Thanksgiving and
Christmas shows gathered Hooper rat-
ings of 11 and 10, with share of audi-

SEE THIS NEW
NOTCHED BAR/
Biode bovks pm

Frops in pece

sy

bought New Year's day Bowl Games to sell its "notched-
bar" razor and blade dispenser to America’s sports fans

381 and 39, The Wrigley-
CBS extravaganza rated 8.5 and 6.9.

20.9.

cnee ||f

with share of audience 29.5 an

The Elgin American company.
makers of 1'tlll.1|'.lt'|~. ri_-,;;ir-'ll:- cases,
cte.. aired its Holiday Star Vanities as
7:30-9:30 the evening

November over

a one-shot from
ol 25 five video sta
tions of the ABC television network,
plus WCAU-TV, the CBS outlet in
Philadephia (the ABC video outlet in
l'hiI;lll['[l}]li;l 1s \\I“l Thl' :-l]ll\\' wias
s0 well-merchandised ahead of the tele-
cast that the New York market alone
took enough merchandise to under-
write the entire cost before the show
wenl on.

The

talent, and |lll|l|l|t‘lill|1

show’s cost mcluding time,
was 810,000,
It racked up an audience of viewers in

(Please turn to page 68)
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the man behind over 200 Successful sales curves 1=
e
For the sponsor interested in sales, Singin® Sam presents a nnigue T8
1 opportunity. For never in radio’s history has there bheen a personality T30
B like Sam . . . never before a program series with sneh an ontstanding 1
; record of major sales sueeesses nnhroken by a single failure. 1
-
E These are strong  statements  that  ecarry  remendons  weight  with
: . i
t prospective program  purchasers . . . if supported by faects. And
; acts we lune in abindanee . . L hi oupers. congratik ~letters,
faret | I lan hight 11 ngratulatory letter ]
k expressions of veal appreciation by advertisers  themselves, aectnal
! before and after stories backed with  the conerete figures.
f This I53-minute transeribed program series is the show
f Sl :
: vou need to produee results, Write. wire, or telephone
3 TS for full details.  Despite Singin® Sam’s  tremendous '
: popularity and pull, the show is reasonably priced.
g
113
z L
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ﬂgllilll!l' and
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S ingin’ Sam—Ameriea’s greatest

radio salesman. Assisted by Charlie

his orehestra and

¢ justly famous Mullen Sisters.
rite for information on these TSI shows

Immortal Love Songs
Westward Ho!
Your Hymn for the Day

Wings of Song

TRANSCRIPTION

New York—47 West 56th St., Co. 5-1544

o
et

e

.

SALES, INC

117 West High St.
®* 7 Springfield, Ohio
Telephone 2-4974

Chicago—612 N. Michigan Ave., Superior 3053
Hollywood — 6381 Hollywood Blvd., Hollywood 5600
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tion job. Al least some broadcasters
mig_'ill be lt'lll}lh'l] to add two and two
and get five!

This is not a complaint because
somebody lost an account. It li;l]mpcns
every week in the year and keeps sales-
men on their toes. Nor is it an indiet-

ment of agency and client requests for
station promotion, You know I be-
lieve that stations should do more.
rather than less. promotion of national
accounts, and that my business is based
upon the theory that the better promo-
tional job 1 do for my stations the bet-
ter selling job their reps and networks
will do for them. I'm on Hal Davis’
side.

Bop KELLER

Prestdent

Robert S. Keller, New York

THE BANK STORY

In your issue of October or Novem-

THE 1949 SWING GIRL
Miss Vera Ralston

ber vou published a pictorial three-
page story of the steps involving our
client. the National Shawmut Bank of
Boston, negotiating their TV show
with WBZ-TV.

Is it practical to ask if we could
TO reach more people, for order reprints. or purchase some part

of 35 copies of this issue?

less monc. broadcast We find a growing interest in TV

; your ad\'crtising message among our commercial. savings banks,
@ over the station with Kansas and .ill\'l':-ll'lll‘lll clients in the medim.
3 and it would be very useful if we were

City’s oldest call letters— able to use this spread for a sales pro-

WHB. Powerful WHB motional mailing,

Lovis W. Muxgro

= 1 <3 iy S
blankets 3% million buycrs i P e,

in 133 counties of 6 states Doremus & Co.. New York
. . ® SPONSOR . resent does nol 1 icles b
with 5-'.00(1, listenable enter- i 20 capiii. sualiable Toe: M blbadar T 0

tainment 19 hours a day.
WHB cost less, docs more. CAKE AND BREAD STORY

We are very interested in receiving
a copy of the April 1947 issue of

spoNs=oi. 1t was in this issue thal

See your John Blair man.

vou had yvour story Continental Cake

10,000 WATTS IN KANS4 and Bread Story. H vou cannot supply

= - DON DAVIS us with that issue. reprints of the ar-
m:' Eﬁ} PRESTOENT €3 ticle will be more than satisfactory,
— ¥ = r

JOHN T. SCHILLING 4 Please bill us for any expense.

CENERAL MANAGER 7 - .
et Roperr F. Lallve

- Aecet. Exec
N (o] BLAIR & CO.
! : JOHN gl 15 Holden, ('!’r'ﬂunf. Flint, Inec.
MUTUAL NETWORK +« 710 KILOCYCLES = 5.000 WATTS NIGH‘I‘ Detroit

@ Some back issues are atill available.  We were
happy te have been able to handle Mr. LaRue's
request.
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Ask
your national representative

You're on the verge of a decision, and
a problem.  What trade papers 1o
pick for your station promotion?
IU's no problem to kiss off, for
your choice can have a
telling effect on your national
spot income.  But where 1o get
the facts?  The answer is simple.
Ask your national representalive,
He knows.  His salesmien get around.
They learn which trade papers are appreciated, read
and discussed by buyers of broadeast time.
His is an expert opinion.

Don’t overlook your national representative.

SPONSOR

For Buyers of Broadcast Advertising
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The

Picked Panel
ANSWERS

Mr. Abhprams

Technically,
!II'N}“I‘lilI“ ol TV
film commercials
i= simple,. Seenes
must be photo-
(L} (I!llll'll with
sereen size in
miml. The aver-
age receiver has
a 10-ineh sereen:
1|n-||-[:-r|'. all
long <hots should be elimnated wher-
ever possible, This fundamental vule
should apply o any ohject from an
automaobile to a bottle of heer.

Allowanees must alsa he made for
the mside dimenstons of the e, so
that the image does not “bleed™ off the
picture area, cither top or bottom. Still
anather Tactor to be vonstdered i< the
faney mountings some reeeivers have
aroumd the sereen. thus cutting ofl a
portion of the image,

Nooomatter what size <creen is in-
valved, proper exposure plus balanead
H_-_'|Ilm'_' are vitlal o woud TV COn-
mercials, Heavy, dark areas should he
avutded beeanse of their tendeney o
“fare™. Whites and grevs, plus a trans.
parent black area on the Gl if neees-
<arv, are hest siited 1o welevision re-
]u:mhlt'liun.

The Wiggest problem s the rectrie-
tion of time of a flm commereial Lo
one wannte, o Tomme filim thas means
W0 Teet of fihn, For any seene 1o

i8

Mpr. Sponsor asks...

“Is it possible to produce television film commereials

~o that they are equally effective on hoth large and

small sereens?™

Stanley M. Abrams

resisler o1 carry a message, each scene
i= allotted ;lplnruximnl:-h four fem,
allowing nine short seenes in which to
wet over the adverlising message.

I's apparent. then. that ingenuity
and originality must play the greatest
part in presenting a commereial that
has ]nmrh and s-l‘]lin,'_' e-lrl'll;_'lli. as well
as a palatable acceptability to the TV
audience.

Spoken copy accompanying a film
commereial is also highly important,
It must not be rushed, The oral copy
mus=t be timed very carcfully to allow
{nr l'llll;_,[ll]\' I.: Fi‘('il]lll.‘ llf 1‘|I||\' Ly
every 20 feet of film.

Roy Mereprrm
Production Manager

WCAU-TV, Philadelphia

It is a question
ol proportions.
By that I mean a
('Ill_‘-l"-"]l on
seven-mch sereen
\\ulll]t] |u‘ a close-
1y also on a 15-
inch  sereen. or
the proportions
would he the
same, Illl\\'l'\'l'r. |
feel it wonld be better 1o sustain the

e nee Illll;:r'l ” Il'll' I‘ullllllo"lt'iill i=
specifically pradueed for a small
sereen. The reason for this is that the
sualler the serecn. the more exve stram
for the viewer. Therelore. a series of
rapid =cene changes s ancomfortable
to fook ats and not enough time -
allowwed Tor the message 1o sink .

I think a ymu| rule for commereial
‘.-ri!d writers 1o [ollow is o kl'l'rl the
llrlJ!TllI'll'i.’lI \illll'li'i |III' .IIM\ o l'Ilit' goprs

_—<~

Soles Promotion Manager
Emerson Radio and Phonograph

double il the script is being propared
for small sereen receivers only. How-
ever. | helieve it is a goad rule to fol-
low for all size receners,

Many commercials on television to-
day are wvothing but a series of fast
wipes. cut=, and dissolves, with as many
as 15 to 20 scene changes in a minute.
Il the people who prepare these com-
mercials would give a litde study to
the human eye. they would find out
that the focus of the eve changes for
cach scene. If ten minutes of this
technique were u=ed, the viewer would
wind up by houneing the television sel
on the floar. Keep it simple.

Bup GAMBLE
Gamble Productions, N, Y.

If 1elevision’s
visual commer-
cials are done
with a reason-
ably intelligent
usc of the |u'i|1|t'd
word as a selling
azenl. there is no
llt‘e:-’:‘:-ily' or rea-
son for them 1o
]Pl" IPIIHIIH‘I'I] II”-
feremtly for the varions sizes of TV
sel =erecns now on the market.

size ol the sereen should be no con-

sideration in the projection of a nor-
mal ailvertising message via TV, Only
poor or improper handling of a com-
mereial will impair its eflectiveness,
andd then the damage is equally evident
on a 20-inch or a T-ineh sercen.
Brand names and trademarks, unless
improbably miwieldy and long, should
be able to be viewed on the smallest
sereen Ceven the 3-inch type now avail-
able in portable set=) as on any larger

SPONSOR
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size. short of a full theatre screen. Only
in the matter of lengthy slogans or
involved sales messages is sereen size
important. and in these cases the same
application of basic newspaper or
magazine ad copy principles as regards
amount of wordage relative to allotted
space I8 necessary.,

But under ordinary circumstances
any TV commercial planned for the
average screen will e as effective on
small or large scts. And it must also
be remembered that for correct TV
viewing audicnce distance from the
sereen should be equivalent in feet to
the size of the tube in inches. Pro-
portionately. therefore. there is virtu-
ally little difference in image size to
the person with normal eyesight.

C. J. Dunpax
Assistant Advertising Director

U. S. Rubber Co., N. Y.

As long as sim-
plicity  of picto-
rial composition
is observed, no
differentiation of
technique for
large and small
screens need
enter production
plans, for in the
final analysis the
pmpurliuns are (]l‘ll'rlllillf‘d l!_\' one's
distance [rom the sereen.

From the standpoint of composition.
the normal loss of pictorial values in
transmission from studio to receiver
Sll[luld l}('. l?al'l‘fll“_\' (.'U“Fi[](‘-rl‘d. \Vill]

that in mind, and by wtilizing the |

grealest economy of composition pos.
sible. video producers can make their
sales messages attractive and highly
effective on any and every sel.

Rocer Pryon

Director of Television

Foote, Cone & Belding. N. Y.

The answer to
the problem of
producing tele-
vision commer-
cials, title cards,
credits, and so
on. so that they
contain the same
degree of eflee-
tiveness on both
small and large
sereens seems Lo me to be self-evident.

It is simply this: Any proficient han-

{Please turn to page 42)
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ADVERTISEMENT

Dear Joe:

This 1s the second i our series
of Sponsor ads, and 1 wonder what
reaction you noticed from our first.
We received three calls from local
:Igt'lli'it':-'. all of which were fav-
orable, bt they know all about
WNMIE-Miami anyway.

I had a big thrill in early Janu-
ary. Joe. that certainly proves the
point that in adver-
tising. iU’s the program and adver-

hroadeast

tising copy that count,

Elcetrie Sales and Appliances.
the South Florida area Phileo dis-
tributor, has been a top account
with us since the first week we went
on the air. Through their guid-
ance. some thirty-three  Phileo
dealers are also appreciated
WMIE-Miami  advertisers.  The
point is though. Joe. that Earl
Crawford, Man.
ager of the dis-
tributorship.
told us Ill'illl' lo
signing his first
WANIE contract
that “radio ad-
vertising didn’t
work in Miami”
and hehad tried
three stations to
prove it. Truth of the matter is it
wasn't the stations. but it must have
ll('l'll il l]l:ll‘lr l‘hlli(’i‘ (I[ II]‘[I;_"]'.'III].
material and 1alent.

We sold him on “one more
trial” and he bought the University
of Miami foothall games from us
as a Phileo exclusive. The resnlts
I'm happy to say were exceptional
—Dbut. of course. it's becanse the
vehicle was right. As vou know,
we had a Hooper made of one
wame which gave nus 38.9°¢ of the
radio audience. and our next near-
est competitor had only a linle
more than half this total.  And
this was on a night when one sta-
tion bucked us with Band of
America, Jimmy Durante. Eddie
Cantor. Red Skehon and Life of

Rilev. Onr 38.9 was overall for
the entire two and one-half hour
period.

My, Crawford told us that his
sales 1o retailers increased ecach
week in |Hl'l'i.-¥:‘ ;H'r'nlllillll‘c' with
the items he selected for special
treatment  during week's
game. Bill Scheelz, our play-by-
play man whom we think has no
peer, sentl a \\'m-kl_\' letter o all
Plilco dealers in advance ol each
game which helped them stock up
on items to be featured during the
next hroadeast,

each

Now, here’s where the January
thrill comes iz The occasion was
the national Phileo distributors’
convention held in Palm Beach.
Mrs. Venn and 1 were invited 1o
attend the meeting of several days,
and we saw our Philco account,
Electric Sales and Appliances of
Miami, receive the national [irst
award for wotal sales per capita,
first Ill'i?,u in the Southeast for
sales. and first prize for service.

Of course. we know WNIE
didn’t have near as much to do
with these sales attainments as
Earl Crawford would have us be-
lieve. bhut we like to think we
helped.

We do know our handling of
this client was notworthy.  Our
commercial announcer, Joe Wor-
thy (formerly of Selznick Studios
in Hollywood) was a good sales-
man. Bill Scheetz gave the fans
the kind of play-by-play report-
ing they enjoyed. and the games
were just vight for the product.
This combination simply pays off.

The distributor and the dealers
know WMIE was effective and
most important of all, that “radio
in Miami will work—and wark
extremely well.”

Cordially.

4 ”

‘r._-' b ."{:- :,_ g
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Mbuqueraque

KOB

Heaumaont KFDAM
Baise K=l
Boston-Springheld WBZ-WBZA
Buffale WER
Charleston, S, ( WC=C
Columbia, 5. ( Wis
Corpus Chnsti KRIS
Davenport woc

Des Moines WO
Denver KVOD
Duluth WhsM
Fargo WDAY

Ft. Wavne WOWO

Fi. Worth-Dallas WBAP
Honolulu-1ilo KCMBKITB(
Houston KNYZ
Indianapalis WISt
Nansas City KMBC-KFRM
Louisvills WAVE
Milwanked WAIAW
MinneapolisSt. Paul WTCN

New York WMCA
Norfolk Wall
Omaha KFAB
Peoria-Tuscola WANBD.-WDZ
|'[i||;ti|t-||l|li.| |\‘.l “
I"intsliargh KIDKA
|'1!IT].‘\I:I|I‘ Ui, KEX
Raleigh WITF
Roanok: WDRJ

“an Diego ROl

~t, Lonis k=1
Seattle KIRO
Syracuse WIERL
Ferre Tlant WTll

'!‘i'll'\ ision

Baltimaore WAAM
Ft. Warth-Dallas WEBAPTY
Laonisville WAVE-TV
Minneapolic=t, Paul WTENSTV
New York WX

St Louis KDY

NBC
ABC
CRS
NBC
CRBS
CBS
NBC
NRC
NRBC
\NBC
ARC
ABC
NBC
ABC

ARC-NBC

CRBS
ARC
ABC
CRs
NBC
ABC
ABC
IND
ABC
CBS
CBS
N
N
ARC
NB(C
CBS
CRBS
NBC
CBS
CRS
\RBC
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INFLUENTITAL

ATLANTA

31 JANUARY 1949

RAIDIO

E\'m'ynnv wanls lo win customers and
influence people.  But we know, and you
know, that the background for winning new
friends is first to nnderstand them in terms
of their varying local or regional ways of

life

your conlacts,

and then to act aceordingly in all

Bull’s-Eye Radio (National Spot) is the
) I

only kind of radio that permits you thus
to influence people, because it’s the only

kind of radio that lets you decide how,

when, where and o whom your sales mes-
sage is to be broadeast, and what it is to
say in each different market.

Since 1932, we of Free & Peters have
speeialized in national spot radio, and
believe us, we know how influential it ean
be when properly used. We'd certainly
weleome the chance to help start this more
influential radio working for you in any
of the markets listed at the left. What

facts do yon want?

FREE & pETER& INC.

Pioneer Radio and Television Slalion Represenlalives
Since 1932

NEW YORK

DETROIT

FT. WORTU

CHICAGO

HOLEYWOOD SAN FRANCISCO
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wIP

Produces?

Our history is showing !

Tear up another ceanlendar.
Miss Cooper. now it"s 10

v years that WIEFP's DAWN
b'tample PATROL has been giving s

sponsors big sales dividends,

11 That's five and three-quar-
ters hours a night. seven

nights a week. for 10 YEARS
.« NEVEIR UNSIPONSORED.

SOME HISTORRY !

wip

Philadelphia
Basie Mutual

° @

Represented Nationally
by
EDWARD PETRY & CO.

MR. SPONSOR ASKS

(Continued from page 39)

dling of TV video wordage is currently
aimed at the average screen size of 52
s(uare irl('ht". ”}-\Hlllr-ll\. Jl”i]\\.“]l‘l'.‘-
must he made to insure complete read-
ability on tubes smaller than the aver-
age. but it's safe to say that if such
allowances are not made automatically,
if overcrowding and illegibility result
on small sercens, the job was done
badly in the first place.

There is no necessity to produce
TV's written messages differently for
vari-sized tubes. That statement be-
comes clearly apparent when it is real-
ized that seeing a regular 35-millimeter
molion picture in a theatre is propro-
tionately the same from a visual stand-
point as viewing the same film re-
printed in 16-millimeter width in one's
own living room.

Pavr ALLEY
Editor. NBC Television Newsreel
New York

BROKERS

(Continued from pace 26)

carly 1930°s, began to be frowned on.
Finallv, the Federal Radio Commis-
-ii-il '|Ilt'nIl's‘!'.~"-|r| t-l_ Ilu' |'[.l:| .-;,‘u‘L.-.l
down on 1. NBC (who had been
r:ilr_\in: the program almost lost its
license, and promptly wrote a regula-
tion into its books against carrying
investment advertising,

What MLPFB wanted in the Fall
of last vear was a show which could
do an educational job for the invest-
ment counsellor and for Wall Street in
general. as well as build nstitntional
[ll'i'*-T]-.,‘_'l while -:'“in;_' a service directly
Lo mvestment [Prosped ts. No easy order.

Lew Engle, MLPFB's ad manager.
found it in a package put together by
the Newell-Emmett ad ageney, Newell-
Emmett (not MLPFIB's ageney of ree-
ord: Albert Frauk-Guenther Law is.)
had built a show around s-]lir|i1r||
rescarcher Dr. George Gallup, TV an-
nouncer Rex Marshall, and a blonde
mmzenue named Susann Shaw.

The show was simple enough in its
basic program idea. Rex Marshall and
Sosann Shaw asked questions of Ih
Gallup. who gave answers hased on the
fridines of the l-:|”I||l Polls. The pro-
aoram altracted a fair-sized  aodiene
amd rating. since at that time the
uppermost 1l'}|i1' i current evenls wias
the presidential election. and andiences
]IIIIi_'_'t‘Il'lI for details on how the ele

Lion Hllllli} oo,

SPONSOR




State Fair

L =
ol
- FRVORITE NFAR

At DENVER Western
Fat Stock Show

—)

T

National Plow
Terroce Contest

—— U

L& oo £ 3 . £ .International 4-H

- s .8 . ' 4
. - - [ 5 »
o 17T P ANES Club Congress in Chicage

S FARM g
Doing BIG things in a BIG way is old stuff . SEHV,EE ]
to Bill Macdonald, Farm Service Director of 9
the BIG station KFAB. This month Bill Mac
starts his 23rd year in radio farm service—
doing more BIG things for all the folks in

the BIG Middle West.

Douglas County Fair

50,000 WATTS

KFAB

Yowwr Columbia Stalion
OMAHA, NEBRASKA

Represented by FREE & PETERS, INC. General Manager, HARRY BURKE
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During the 9week test that America
Speaks was telecast Tor MLPFB 1the
hrst network TV lor an
hroker) (G
lists,

v e=tmen
dlup was high on viewer's
\ few viewers, particularly those in

the broadeast i,'ui]jhh\_ WOerd |-\_1,'.-1-.[

to hind the show an CUS-TY 1l..1|[. It
had been announced orzinally for
NBCTY. Had the sponsor chanzed
networks at the last minute?

e An=wer wis ”\H,” r”ll program

ITs A

had wmdecd been scheduled for NBC.
Contracts had been signed. and the
cepted at that network.
But, a few davs before the <how wen

|.Il-‘_'|'.ll1| i

on the air, a eall came in to the agency
from an NBC viee-president. It seemed
that Charles R. Denny. NI

v.p.. had been wondering

exceulive
{ Denny prob-
back to The Old
sticking
aceepling in-

\ler

ably was thinking
Counsellory if NIX

out its corporale neck by

wasn |

vestiment advertising, an execi-

DURNED EASY CROP

TO MARKET/’

Ilu' next hest thing to grow-
bhills themselhves i to
have lots of

ing dollar
wonderful  cash
crops!

Onr Red River Yalley farmers
lllt'lll}' of
wheat, barley, hogs and  poul-
iry. The Well,
ing to a vecent Departiment of
North Dakota
hizhest per

have them—corn,

result? aecord-
Commeree report,
had the

come ol am

capita in-
:l;.'.ril'ullnr:ll slate
in the conntry: was topped only
by Nevada and New York
all 1 statex!

\\ 1‘.""

now, as lor

damongs

prowd of the fact tha
the past
farmers rate

26 years,
WDAY
farvorite station by about
Free & Peters
ilorntion,

our Valley
their

a-to-l,
for more

Askh us or

FARGO, N. D.

NBC - 970 KILOCYCLES
5000 WATTS

Frer & PoTees, isc

Falusior Navianal Biprosrsiaisen
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Live }IIIII |||

cancelled.

at \NBC. the contract was

MLPFB promptly called Frank Stan-
ton at CBS. who said he would be de-
lighted to have an advertiser with the
of the MLPFB on CBS-TV.

So, to CBS the program went.

<tanding

I'he TV eommercials for MLIPFR
during the nine-week run are a good
example of the cumulative effect

of low-pressure selling.  During the
first three weeks' commercials, the
commercials were a discussion of the

MLPFD

[ “Investizate -

standard advertising  theme

lll‘fnll'l'

Free baoklets on various aspects of the

vou Invest.”

“selling”
With the

fourth telecast, the sponsor tried some-

sibject were offered.  The
wias purely institutional,

The commercials hecame a
fiscal coap opera.

of these debenture
dramas was pretty Susann Shaw. Her

thing new.
The heroine

problem heecame one that is familiar to
the 35000-a-vear-and-up family heads
that MLPFB was slanting its sales talk
to. Susamn. for story purposes. had
fallen Lieir to an estate of £3.000 or so,
and was now worrving about what sl
should do with it

Should she bank it?

Should she huy insurance with it?
Should she invest it?
lRex Marshall and continuity spent
the <how’s commereial time explaining
to Susann the mysteries of the stock
market. They warned lier against tip-
They told her the difference lie-
tween bull and bear markets,  They
patiently explained everything from

slers,

acerued dividends to voling trusts, Al
the conclusion of each “chapter”™ of
Susann' s Three Grand. 1|H'_\ offered
LLILRI R \[[I,]-l} I'l“‘l\]"l?‘. \l 1["' L Il'-'“" “I’
the hnal commercial in the America
Spealks series. they sprang the clincher.
Thev advised her to invest her three
thousand bucks through Merrill Lynech,
Picree. Fenner & Beane.

The TV sertes produced some fast
NMLEPFB.
considerable amount of prestige, The
MLPFR offices in the TV enties. alert
for new business. were quick to follow

sales results for as well as a

np the requests for hooklets and invest.
ments information. A typical result
{from the MLPFB Chivagzo olhiec) con-

cerned a middle-class vesident of the
Windy Citv. Wrote the contacting

ollee:
P aan  conlacting  him by phone, he  told
LML FIR s wan] he wae favoraldy fmpresased
SPONSOR




o.vs,MORE THAN EVER,

s 954 WOAI STANDS OUT
e

| WOAI - AR sH1OM0- 1 TRRAS 746 e pﬂm&‘&g‘{g ﬂdaezw
\ st Tufluence cu the Southwest”
\ ®

¢ 1 noorit (L
1 _..1.-u---~-"~‘

R .
fefuirns are in from a brand new Hooper Su
: : rv
szn'nlagocl:’remng habits in 65 Texas countie e: Of
) - S, whe
e :) of the Radio Families listen regularl ;e
, both Day and Night (BMB Study No. 1) s

of listening pl(’.‘"@l &
¢ netw work
located within

Here is @ camp parison
OAl agoinst @

and non- _network ctations 10 These are the 65 coun

ties

the 65-county area: ] Radio Fonmhes, 320,940 i"f\';i:g b]y9i-:8°°g:tr {Total
imate!,

| -i.“ L q--

P

MORN!NGF—lGLOO AM to 12:00 Noon) : AL ' -":_l § ' /*1“‘

WOA! /.___---;29% o — <&

All ABC Stuuons _____..---"1';106.

All CBS Strations = o

All MBS Stahun_.---'f o
e

ol
Mon-net. Stations 11%

AFTERNOON-—-I 12:00 Noon 0 6:00 PM)
e

Al 30%
0/

ABC Stations ___._—-——-”'1‘3\@1 o

All CBS Stations N

All MBS Stations _—5% ook

Non-net. Stations __——10%

EVF.NING_-tG:OB oM to 12:00 Mid:)
3%
O.’
All ABC Stations ""’"""_44160% The Hooper Listeni
v > lening Area Index is based on a r 3 of

A“ CBS Stuhl}ﬂs habitual family listen

All MBS Stunons 2% Y0 ceived from a cross ll:cgh':Md{ c:‘bhg'-ned from: mail ballod
— ‘: no H s re

Non-netf. Stations 0 omes in the surveyed area

his qucsf'on w m e n th

1 | as e loyed i T h

ey ploy on the mail ball "To a a
r A ﬂlo' W t

MOST OF THE H},.{Er?u 1|y list :S lEECJUE "“._I" sotR

NBC-
50,000 W+«CLEAR CHANNEL-TQN

t’festnled b]’ T 5 ou an Francisco anla or
0.. lNc ¥ Atlanta, B
n Neﬂ' York hic go, Lo ﬂngtles, Dl‘lfoil St L is S F
1l 9 ' I slon
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Phis gave MLI'ER s Lew Fogle a vn
for a further use of the visoal tech
I that had ]Il-ullhll! such results,
Stiee the Kin scope hiline of the TV
show were available, Engsle had  the
ommereial [rortion edited  ovut, then
took th ||i|--_ wrole sonie coplinnily,
whded titles and musie. and for ahoot
) of the total cost of the show
ronghly S30.000 tital) had a fiest-

Fale ‘-.I]l"-lll"[ll"lllrll movee. It as |r-'il|;
currenthy at the 95 MLPFB
branch oflices in 93 eities. and to men’s

'II'I\\II

amdd women’s civie and soeial organiza-

tioti=. a= well as 1o schools and col-

leges. Like U.so Rublers promotion
filins made from U8, Rubbers TV
commercial films, the MLIPEFB  film

aives the investment firm an additional
<ale= ool at a
thus redoeing the over-all cost of the

VeTy reasonable cost,
=|Ir'\\ Lis lllr'llt.

MLEPEFDL considers their money spent
in the ninesweek TV test well spent.
The Wall Street firm plans further

You, too, will hear good news

... when WTAR does your selling job
in the Norfolk Metropolitan Market

Look at both sides of your advertising dollar ...

WTAR gives you 3.5 times as many weekday morning listeners as its

nearest compeltitor
3.4 times as many, evenings ,
Saturday daytime ...

.o+ 3.2 times as many weekday afterncon listeners,
.+ 2.3 times as many Sunday afterncon and

That's what the Hooper Station Listening Index, October-November '48
says for Nor\‘o“—-Ponhmouih——Newpotl News, Ya.

Check that kind of listenership and the cost per listener, against any
audience delivery of any other station on your list,

You'll see why WTAR gets along
so well with thrifty folks.

Let us tell you more about it.

NBC Affiliate
5,000 Watts Day and Night

Nationally Represented by Edward Petry & Co.
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hoth T
they can again find program vehicles
that will do a job for them, within the
limits of their 100,000 ad budget. The
members of “The ‘['illllllh‘l‘llii-’ Herd™
like 1o think about the high-salaried
New York exeeutive who had been on

use  of radio  and when

their potential prospect lists for vears,
Nothing that MLIFB advertising could
do. or that their salesmen could sav,
would open the door to his office.
Then one day, after the TV show
had Deen on the air a few times, a
letter arvived. The letter started out Iy
congratulating the firm on the execel-
lence of their newspaper and TV adyer-
tising in telling a storv that was “thor-
oughly convineing and  self-evidently
sincere.”” The letter went on to sav:
“More
adyirtis

fuporticnt than my opinion afoul wour
i, however, tn iy

effeet upon wme.

Finally it hasz e e that youw siace
it i el and ars
deliver mie a f extra-ordinary arre-
to it wunderatand why thos

e wo, Dt iowr b golid me on the iden

THAT it

Onee more broadeast advertising has
proved that it ean do a selling job . . .
even for Wall Street, Sdhe

PRODUCERS' LAMENT
(Continued from page 31)

we have recently won. fans seldom
know that we're around.
“Air-credits

to us. We don’t want to scem hogs,

are dollars and cents

nor do we want to take any credit
away from the top performers whom
we diveet. 1s just that prm]ucl‘r:-' are
]ll‘u]ll(.‘. too.”

A producer of a series of daytime
dramatic strips speaks out this way
for his eraft: “We do fine jobs within
the preseribed limits of the daytime
formula. 1f our plays seem to move at
a =nail’s pace. it isn’t our fanlt, That's
the way the average housewife wants
her davtime fare. When we produce
a fast moving strip. we find that we
have progressively smaller and smaller
audiences, It would be great o pro-
ilnee dramatic masterpieces in the
daytime. if we could find an andience
to listen to them. [':\'t‘r_\' altempt o
produce what clubwomen call literate
davtime drama has heen to nonlisten-
ing radio homes. Listeners come first

beautiful writing. superh acting. and
imaginative divection long afterward.”

Radio’s little
eredit, some freedom and eseape from
They'd  like

i lli,'_f [r;l_\l'u“ f‘n\'t'|::|n', Loo, . s

producers  want a

continuity :||‘pn|||1|c-11t~'~.

SPONSOR




Year a

lter yeai, //wy keefe coming back:

It takes "Know How'' to keep sponsors
happy. and WFAA 1s mighty proud of its

renewal record, with 5/ sponsors who have
* Here are some af the veterans on WFAA ...

kept coming back for five. ten. fifteen years
twelve firms that have used WFAA for 15 years or e R TR R

r longer.
langer. Thirteen others have been with WFAA X B

Batween len and fifteen years; and 26 for more than Renewals depend on results! And these old-

umers on WFAA's list of advertisers know

five years.
that results are the combined product of
; B & B Cafe downtawn restaurant programming hnow-how, fine production
‘ T. W. Burleson & Son honey facihities, as well as comprehensive coverage
Interstate Cotton Oil Mrs. Tucker’s shortening and established audience. It takes them all to
‘ and margarine build the kind of sales that WFAA adverusers
Fant Milling Co. flour and baking powder demand and get!
‘ W. A. Green department stare Réirarenied Riotlonatis
Linz Brothers jewelers EDWARD PETRY ond COMPANY
Lone Star Gas Co. public utility
McGaugh Hosiery hasiery manufacturer
“Doc’* Jackson’s Garage auta repairs
Bulova Watch Co. watch manufacturers
General Mills faad praducts DALLAS \:Frﬁ:ix
Proctor & Gamble soap praducts 820 NBC « 570 ABC
TEXAS QUALITY NETWORK
| Rodie Service of the DALLAS MORNING NEWS
i By order ol FCC, WFAA shores time on both Frequent.es
|
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selective’

radio
trends

Based upon the number of pragrams and an
nouncements placed by sponsors with stations
and indexed by Rorabaugh Report on Sel.
ective Radio Advertising. Reports for August
‘47.July '48 are averaged as a base of 100

250 —

200 —

190 —

100—

50—

Trends by Geographical Areas 194

BB o] ser [ocr [nov occ Lan] e

Imm— APR | MAY | JUN

Based upon reports from 214 * Sponsors

December selective placernent by national advertisers was the
low point of the Fall-Winter 1948 season. off nine points {rom
November. This is normal. National advertisers do little holiday
advertising via the market-hy-market medium, Retail merchants
on the other hand use broadeast advertising effectively. All areas
were ofl. with the South suffering wost and the Middle Atlantic
least.  Breakdown by industries  indicates  that only  Soaps.
Cleansers, amd Toiletries increased their use of the medium during
the holiday season. Expectations are that the veport for _}lmml\
will present a different picture. Colgzate. sparked by former
Lever vop. Gilman, is expected to show new life. and some 45
accomts not active in December are currently using selective
radio broadeasting.

Aug '47-July '48 avernge = 100.0%,

8-1949 Trends by Industry Classifications 194 8-1949

1 e 7 T 7 T

oJ 2,557,900 Radio families 250 { 72 Sponsors reporting
s3b) New Enshné ' 2089
BT 150
1504 100 b—— o — P (S [N P e e [ el e mll
] '47-'48 average — 100.0%,
PR = oy Sl N IS (S ] 1 | " B e e 50 i l
'47.'48 average — 100.0%, 50 { 30 Sponsors reporting
50 200
250 4 3,352'100 Rldio farnille . S— 150 :
i Middle Ads T o
150 250 { 15 Sponsors reporting
1 200
100 {— —l——|——|—— e e B B e e e e il
50 s _“__.. o |
250 ] 12,325,000 Radio familie = L5 [
o sors reporting
200 i
150 1
1 Tl e o o | e i [ e i s
100 4=—f=—f = —| =~ |t 5 63 | 35
50 250 4 Sponsors reporting
250 1 11,399.000 ROdiO familie 200 1
- | 150
200 1 ' b ) [ i3, E (T R S
- 60 | 60 | 42
150 4 50
4 250 { 13 (Sponsors reporting
Im o — — e | — e | —— — .
i 55
50

250 4 5,296,000 Radic families

200 -

150 4

100._ - - - - Tep—— pe— —
B [ o [

*For this total & sponsor is raandcd as a single corp
however, the same sponsor may be reported under a

48

orate entity no matter how many diverse divisions it may include. In the industry reports,
number of classifications.

SPONSOR
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TV RESEARCH

(Continued from page 25)
line counections direct to the radios
andl TV sets in homes.
has been using an experimental panel
of 38 howmes containing a total of 60
one oul of

This syvstem

radio and television sets
everv six receivers checked is a tele-
vision set, the present ratio of TV
sets to radios in the Philadelphia area.

Qualitative research is being done
by 12 of the 22 research organizations.
Audience Research, Ine., will do re-
search preponderantly in the qualita-
tuve field. It will survey programing
:_l][[] ﬂ.l[llit'”l'l.‘ llt']l{l\.illr. l‘ ‘\i” {I!) I}r{"
testing of program ideas and program
titles.  Compelitive program surveys
will be made to determine what sort
of program can best take advantage of
a weakness in audience appeal of other
at the same time.  Film
previews using the Hopking Televote
Machine ou selected audience groups

:-hli\\'.‘- (1)1

and the use of portable home recorders
for the evaluation of live telecasts con-
ditions will be conducted,

CBS is jointly engaged with Rutgers

The Sying 1s toWHB inKansas ¢

10,000 WATTS IN Klﬂs«'

BON BaviE
sirieear

JOHN BLAIR & CO

MUTUAL NITWORK « 710 KILOCYCLES « 3,000 WATTS NMIONT

31 JANUARY 1949

University in a continuing  rescarch
project,  The laboratory for this proj-
eet is a small city with a population
that white ecollar to hizh
nconme The isn't

atypical. in that it is not dominated by

runs [rom

groups. lown Loo

a single industry.
Newell-Enmmett s another TV-town

\I\\

laboratory for 1ts tele-
I'he first report, pub

researcher. It town n
Jersey as a

vision research.

1ses a

lished last June. was a census of tele-
viston-set ownership broken down into
The

second report covers buving motives

socio-economic status of owuers.

of those purehasing a TV sel. some- |

thing of listening habits. and interest
of won-TV owners in having a tele-
vision set.

Hofstra College (Hempstead. 1.1.)

studies the impact of television on the !

living habits of set owners, TV's ¢f-
fect on entertainment inside and out-
side the
including television’s effect on radio
listening habits. The effect of tele-
vision on reading habits, reaction of

home is being measured,

set owners to television and its com-
mercials are also part of Dr. Coflin's
(head of Hofstra research) continuing
study. The firsi 3
wearing characteristics of television, as

study probed the

well as the mmpact of television on the
various socto-economic groups. North-

| western University has completed a

survey on the effect of television on
the soctal habits of 331 Chicagoland
families,

Jay and Graham Research Organi.
zation of Chicago uses a panel of 450
television-set owners in the Chicago
area for recall and broad opinion sur-
veys. The panel will be used for diary
reports of program

viewing which,

| when combined with coincidental, be-

comes what J&G call a “Videodex™
rating.

NBC farms out all of its qualitative
research projects to outside rescarch
organizations and analvzes the find.-

NBC with

Schwerin Research Corporation. which

ill".',.-é. \\'lrrk:- l'lll‘-r'll
has heen experimenting with teley ision
research for the past two years. and
is pow accepting TV clients. Schwerin.
McCann-Erickson. { Tel-
dox), and Young & Rubicam all do

Sindlinger

qualitative research. They vse listener
panels. participants of whieh register
[]lt'if likes Ellhl \“.‘-“I\!‘H of programs
by means of electronie registering de-
These
individual and group reaction to pro-

vices, devices. which register

grams or parts of programs, are useful

as springhoards into the reasons why

FOOD EDITOR
A BC NETWORK

LIBERTY MAGAZINE

IN A

NEW 5-MINUTE
TRANSCRIBED SERIES

Monday thru Friday
52 weeks or less

NOW AVAILABLE

locally at low announcement cost rates,

YOU GET

the nation’s foremost home economist
in an easy-to-sell S-minute show, plus
daily program menus and recipes in-
cluding newspaper promotional mar
service.

WRITE OR WIRE TODAY!

BEULAH
KARNEY

228 N. LA SALLE ST, « CHICAGO 1, ILL.
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panch members have reacted as they
have., These imterviews are conducted
i established  psvehological  hases

after the panel voting session by all.
Young & Rubicam is making a cily-
wide survey in New York City 1o de-
termine penetration of selective cam-
paigns and compare the penetration
and  enjoyment  of  commercials  in
simultanesus broadeasts. Fulure proj-
cots will A study to estab-
lish the effect of visual presentation
upon sales  penetration:  reduction
of television data 1o a eost-per-1000
formula as teleratings become avail-
able. The Teldox svstem sends its in-
terviewers into the homes of its panel
members with a sound recorder which

imclude:

catches the whole interview,

Audience  Research. loe.. Hooper,
Jay & Graham. NBC, Newoll-Emmett.
Sindlinger. Sehwerin. and Television
liesearch Tnstitute do special research
on order of a client.

The Broadeast Measuremen! Bureau
i< conducting its 1919 poll of radio
and TV station coverage throughout
llll' l'fill"lr_\', \’:lll]r:l"\', f'ﬂ\'l'r:lgl‘ |l[
litening 1o television stations can only
be recorded for those areas where tele-
vision slations are operating,

One fact that emerges from
veving the organizations doing

sur-
tele-
vision research on a continuing basis
i< the amazing number which have de-
voted themselves 1o serving the TV
advertiser so early in the medium’s
l':\'l.'!'\' |HU]|I]|
hrings forth an ever increasing flow
ol TV rescarch reports, Rescarch or-
ganizations, agencies. nelworks, and
stations are paying inereasing alten-
tion o television fact finding.  The
TV advertiser need not go it alone,

~lage of du‘\'{-lnplm'ul.

COMMERCIALS PLUS
(Continued [rom page 29)

drives, and sports events.  During
fosthall season, openings are lefl in
COpy for the insertion of the names of
the most |unpi||:lr gane of the week,
ili;_'il school n"r |‘nut',rzu'-, A rezional
<hioe chain uses weathier tie-ins to plug
vainy or snowy weather articles, such
a= rublers amd galoshes, Capy is also
geared o plag items that need  push-
ing in the various eities,  In the South,
it may be Snmmer spits: in the North,
Winter wear.

Lssor Stndavd Oil Co. s peihaps
the most consistent user of thneliness
and  lacalization in its connercials,
lts copy Tollows the weather and needs
ol e dealers. 1T one region or i

50

viston i shy g product, the pressure is
peleased. 10 the need exists for push-
ing heavy inventories the pressure is
In the Fall. nil-change com-
mercials begin up North and follow
the <un into the South. and in the
Spring. viee versa.  Esso has a tele.
tipe system sel up which connects its
advertising agency with all of its 42
stations,  The company  broadeasts
four S-minute newscasts, The Esso Re-
porter, six times a week on each of
12 stations, wlalling 1008 newscasts
weekly. A recent example of timeli-
ness and localization was Esso’s news-
cast of 6 January. when the commer-
cial congratulated the new liner Ca-
ronta on her maiden vovage across the
Atlantic and her arrival in New York.
Commercial noted that the Caronia.
like the Cunard White Star Line
standard bearers Queen Elizabeth and
Queen Mary, is powered by
Bunker Fuel.

. Washington Coffee used  one-
minute transeribed spots in 25 major
cities for about cight weeks in 194
Commercials  featured  testimonials
from local housewives—naot big names,
but Mrs. Everyday.

Timeliness can be achieved in a
mass market by means of transeribed
jingles.  larry S, Goodman. New
York. has a list of e.’s soitable for
use anywhere in the country. These
open-end transeriptions are tailored <o
that they ecan be used [or station
breaks, 30-sccond and one-minute an-
nouncements.  Among the et's avail-
able are weather forecast.  musical
time, birthday, name, and Christmas
shopping jingles.  Weather  forecast
jingles, 66 in number, cover every
possible  weather  contingency  (see
Weather is  Commercial,  SPONSOR,
June 19471, Musical time signals are
tailored  for every hall-hour of the
dav.  Birthday jingles cover 365 days.
Birthday gimmick enables sponsors to
build  store traflic and mailing lists,
Listeners generally g0 1o the retail
outlet and rvegister o be eligible for
birthday  prizes.

By carefully promoting wame jingles
in Chester. Pa., (WPWA) Bond Bread
tGeneral Baking Co.) added 2,000
new custonters to its bread rootes in 13
weeks, Christmas shopping jingles stant
A0 dave hefore the holiday, and work
divwn o the day-ln-fnrv-lfhri.-alm;h-.

Procter & Gamble's progran. Metro-
pole. which is heard on the French-
Canadian network. consistently  men-
tions places in s commercial which
are familiar to all its listeners,

applied.

Fsso

Northeast Airlines uses spots (on
the Yankee net. in nine cities) which
feature testimonials from prominent
lacal businessmen.

Commercials featuring localization
and timeliness are nol easier Lo creale.
Nor are they the easiest to distribute.
In some rcases the localization of com-
mercials entails quadrupling a copy
and office staff.

Timeliness and localization in com-
mercials require close coordination be-
tween ageney. sponsor. and retailer.
An advertising appeal that ties in with
slrong copsumer interest is the most
effective. The impact of the interest-
compelling  commercial  cannot  be
zained without hustle and imagination.
Il costs more money. oo, except when
trauscribed open-end commercials are
used.  But the pay-ofl comes in in-
creased listenership and  impact. as
those whao have used localization and
timeliness know. % e

OHRBACH'S
(Continued Jrom page 23)

bach with ne little trepidation.  No
one knew whether or not Ohrbach
had decided to become. as far as radio
was concerned. another Barney’s,

After considerable looking around,
Ohrbach’s finally bought a program.
It was WNBC’s Mr. and Mrs. team of
Tex and Jinx McCrary. Jinx Falken-
burg. eve-filling feminine part of the
duo. was wellknown as a top-flight
fashion model and fashion expert. Tex
MeCrary had a following too, among
literate readers of the American Mer-
cury and the somewhat less erodite
Daily Mirror. The Tex and Jinx team
fitted perfectly into the Ohrbach ad-
vertising approach of class at a price,
then costing the firm $100.000 (abowmt
17% of sales) a year.

By the time Ohrbach’s had decided
to join the westward trek of many
large American firms, lured by the
business boom on the West Coast,
they had learned in a short time many
radio that were to guide
them through their campaign to open
the new L.A. store. The market was
goud.  In Los Angeles county alone
in 1918, 32 national firms established
£65.000.000 worth of industrial facili-
ties.  Los Angeles merchants. who
found (for the most part) that the
swiftly rising population curve ob-
viated the need for special sales or
low prices. were hide-bound  with
manufacturers’ suggested prices (40-

(Please turn to puge 56)
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) MERCHANDISABLE AREA
@ BONUS LISTENING AREA
SERVING 3,835,800 PEOPLE

PABIFIG NORTHWEST BROADCASTERS

Portland X LK GreatFalls
Ellensburg #LJd  Helena
Spokane XLQ Bozemon

Missoula ] Butte

EASTERN Saes Manager : ¢ : Wythe Walker
WESTERN Sales Manager . . Tracy Moore
31 JANUARY 1949




for

NETWORK

(ALIBRE
PROGRAMS

.../ at local
/ station cost

See your station
representative or write

4 TANG-WORTH

" [eature programs, inc.

27 13 W Sith ST NEW YORK 18, . Y.
e

{HST DELIVERING A
TREMENDOUS
4 3-CITY MARKET:

| BEAUMONT . ORANGE

PORT ARTHUR ond the

Rieh Gull Coonvt Aren

Now 5000 Watts

DAY and NIGHT — 560 Kilocycles

KFDM

New Studios New 5000
Watits Power . . . . All to give you
a more terriffic impact on this
wonderful market—NOW, the na
tion's number one chemical indus-
try with agriculture, lumbering and
shipbuilding to swell pocketbooks.
'

Studios at Beoumeont, Texas 3

Altitlated wilh {1 )
AMERICAN BROADCASTING CO. E/ A
o,
</
LONE STAR CHAIN
Repretented By FREE and PETERS, INC.

wnd the

PROGRAM CHANGES
tContinued from page 21)

low I';i!i:l_\_'.- andd did ||ilI|lir|j_' Lo ease
the tension,  Lum and Abner. taking
their cue from the change from a daily
strip <how to a weekly 30-minate show
of Amos 0" Andy. subsequently wemt
to the hall-hour format. hut not for
Miles,

In recent vears. an  increasingly
familiar reason for sponsors changing
programs has been 1o meet the de-
mands and “needs” of the s]wn:kur-.-

sales  fi e, Mast

Iy pe ocetln nnl} after a ||-1:;_- =POnSor-

changes of 1his

.-I|i||,

The historie veason ecited by most
=ules managers for this type of change
i~ the sponsorship by the Celanese
Corporation. some years ago. of a
winsical show starring Jean Tennyson.
By a somewhat “strange”™ coineidence.
Jean Tennvaim was the wife of Dr,
Camille Drevfus, board chatrman fo
Celanese, The show went on the ai
circumstance, D,
Whai

the stockholders. as well as the sales

with pomp and
Drevfus thought it was swell.
force. thought  and  later  said  was
~omething else. The show went off the
air. amidst some mternal Grewarks ai
Celanese. The memory of it has re-
muine:l o oserve as o oa reminder 1o
many  sponsors who mizght otherwis
bay  progrwms that primarily  please
the boss. rather than the sales foree
and listeners. \fter I" affaire Tennyson,
Celanese dropped out of radio com-
pletely,

Despite this classie example. such
shows are still hought. and are eventu-
ally  chanzed. although  seldom for
aite as obvious a reason. The Cities
semviee Co. one of radio’s earliest
advertisers,  until  last  vear
High-

wiys of H.r-hn!j.'_ the oldest continnous-

maujor
sponsored  the  Cities Service
Nesponsored network show in o radio,
From all appearances, it looked as if
Highiwavs. aller a quarter-century. was
mndeed here to stav, Many o the indus-
when
Cities Service changed over last Fall

ey were extremely t-lll'}ll'i:—r-||
te amother progran Band of Admerica.
[he reason for the change was this
With the oil industry going into a
highlv-competitive postwar evele. Ci-
Hes Serviee fell that the show was he-
ing taken for granted by all coneerned,
Iis hard to get exetted about a show
that has changed Tittle i 25 vears,
It is even harder to promote such a
show 1o dealers ax part of a posilive.
merchandising

HEALARAL LR L

:i|||1|‘n;n‘h

Besides. tastes in programing have
changed. and the ratings of Highways
of Melody had gone gradually down-
hill in recent yvears,
was indicated.  Band of America was

A change of pace

tested  as a summer replacement for
Hlighways during 191, The show
caught on with dealers and with lis-
teners. sinee Cilies  Serviee rescarch
showed them that there are nearly
20.000.000 people in the U.S. who
have plaved in a hand thigh sehool.
college. firemen.  ete.)
Cities Service. when the Fall

somelime  or
other,
stason came illnllllll. l‘lllllillllt'tl \\il'l
Band of Awmerica instead of WHighways.
They snll have what they wanted—a
musical show, But now. they have a
music show that is getting at least 1wo
points higher in ratings than the old
one, is tailored 1o listeners™ lastes. and
is being accepted and  promoted by
dealers.

Prodential Insurance Company  re-
eently made a similar change. o
much the same reason. When DPru-
dential started oul in radio in 1911,
thev wanted a show that had a “red-
carpet” prestige. So. they bought the
Prudential  Family
show that featured n|n‘l'iltif‘ Ihvpe musie

Hour. a musical

(Risé Stevens). and a highly instia-

Texas Rangers *

o o 3 o
Ridin’ High!
The Texas Rangers transcriptions
of western songs have what it
takes! They build audiences ...
they build sales. The price is right
—scaled to the size of the market
and station, big or little, Standard
or FAL. And The Texas Rangers
transcriptions have quality, plus
a programming  versatility that

no others have.

Wire, write or phone for
complete details.

An ARTHUR B. CHURCH PRODUCTION
Kansas City 6, Mo.
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«->-in the morning (812an)
/@\in the afternoon (126p.m)

N
77 A\

and in total rated periods

*QOctober-November Hooper Ratings.

This business of leading the pack is getting to be a habit at WFBR.

And we're leading not only on the Hoopers, either. We're way out in front in
audience interest—audience loyalty, too!

Witness: recently one of our M.C.’s mentioned that he had some studio tickets
available. He mentioned it just once—and Uncle Sam's harassed mailmen
brought requests for 113,952 tickets.

Add it up: all our firsts—audience loyalty—constant newspaper and car card
advertising—a house organ, modern, handsome studios—and 100,000 people
that see a broadcast in those studios every year—and your total has to be:

ABC BASIC NETWORK ® 5000 WATTS IN BALTIMORE, MD.
REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY
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tional brand of sales mes<age.  After
six vears of Family flour, the sales
They
somiething they could promete 1o the

force began 1o gripe. wanted
public. something that had a dramatic
quaality and would help them <ell poli-
cies. not a company name.  Prudential
top bras< finally consented o buy. in
1947, the low-cost fack Derch Show
on NBC as a davtime strip. Derch
had little of the afl Family
Hewer, but he sold a lot more inshrancee.

“vlass”

which was what the l.’:l’;,'l‘ anl QgEares-
sive  Priudential
Family Hour remained. for a couple

sales foree wanted.
li[ VIIrs. A4 f‘hl‘\\ 1ire ;Illll]—l‘l illll'l[ ]I\
||'|t' !Il'"ll' n"in- lll:ill l']:-v\\'lll':('. .'\*-
the Fall sea=on of 191 came around.
Family Hour yielded finally 10 pres-
sure and bowed out in lavor of the
Hour of weekly  dramatic
show. modelled on Sercen Gunld. that

Stars, a

[eatures a repertory group of llolly-
wood name stars. H\ all a cotlnls, the
new show has the air of prestige be-
Toved oof Prudential. but has a greater
<ales value lh:lil s |l|‘|'||t'l't'e--=!l'. |l|\l:- d
ligher potential rating.,

Sponsors, partivularly  those  who

have a large and far-flung sales [oree.

WMT is up to ils

54

are often under pressure 1o change
their program to conform to new pro-
araming  Lrends, Desoto-Plymouth
went on the air in the Fall of 1947 with
a m-vkl,\ ;l.t]\l'lllurv-m_\':-lt-l"\
valled Christopher W ells.
had show. as shows of the Lype wenl.

series

I wasn'l a

but it came along at a time when the
trend  was shilting 10 quiz shows,
Desoto-Plymouth  dealers
clamor [or a quiz show.

began 1o
In mid-1915
they got it a typieal give-away opus
called It The Jackpat. Almost exactly
the same thing happened o Tales of
Wilhe Piper. a dramatized version of
voung married love sponsored by Gen-
eral Electrie to sell lamps and appli-
ances,  Willie Piper went on in 1917
for G-I, and went ofl in mid-1918
for a give-away show, Arlene Franeis’
packaged What's My Name? . This
last went off the air at the end of the
1043 season. having failed 1o better
the ratings and sales record of Willie
Piper. No new replacement is in. al-
though G-E House Porty has moved
over to ABC from CBS 1o hold down
the  balance of the time  contraet.
Changes snch as these are not always
made under  fire

beeause the show

neck in

Deep River ow

. . . and Deep River is up to its
ears in WMT. As in 1058 other
Towa communities®, WMT keeps on
rolling up impressive BMB ratings.
The Eastern lowa audience listens
when WMT speaks, or sings, or
plays.

Stupendous  bumper erops, hum-
ming industries, and peak prices
are putling more money than ever
hefore into the pockets of WMT's
prosperous audience.

Come on in to Deep River and the
rest of WMTland . . . the water's
fine for WMT advertisers. Ask the
Katz man for details about Fastern
Iowa's exclusive CBS outlet.

Swithin WMT's 2.6 mv line

- -
\\_. et
- EAE

B RGP e

oA T S A o
N NN At Shorogae,
~. B L L N
- NEAN T,

B S

CEDAR RAPIDS
5000 Wotls 600 K.C. Day & Night
BASIC COLUMBIA NETWORK

R A

Lally resubted in the change.

doesn’t produee. They are most often
made because some segment of the
anxious to
follow along in one of radio’s then-
popular trends of programing.
There is another type of program

sponsor’s organization is

changing by sponsors that is almost
the diametric opposite of the trend
Just as the trend to give-
away shows was hilting its peak in the
1918 season, American Oil Co., which
had spunsored Professor Quiz success-

change.

[“"'\' rl)l' S0 |‘I':l] vears (il I}rﬂlhlf‘l'(l a
consistently good rating and some real
sales successes|. changed programs to
Hall, a straight
The official reason most

sjron=or (.‘Hr-‘l'i":’_’fl'
music show,
often given for this change is that
American Oil was changing its mer-
chandising poliey at the time to one of
institutional  advertising.  Aectually,
top management of American Oil felt
that Professor Quiz did not have the
requisite air of importance of a show
like Carnegie lfall.  With the ever-
growing clamor against  give-away
shows sounding in the press and many
advertising associations. the oulward
prestige of  Professor even
though the show continued o pro-
duec. had slipped. There were just too
many quiz shows around to risk an
institutional eampaign based on one
of them. Professor Quiz had to go.
liven with more than
show on the air face these problems,
Philip Morris sponsoved  Everybody
Wins on CBS for nearly a scason be-
fore they changed over o the Philip
Worris Playliouse. a change that is
outwardly an  exact l‘{)l'lll.ll'rl]ﬂi.lll Lo
the Christopher Wells-llit The lackpot
change  of  Desoto-Plymouth.  Play-
honse uses name stars. and leans heav-

Oz

SPOnsOrs one

ilv on story material of the mystery-
To the fact that
Philip Morris ad men felt that there
were oo many gquiz shows on the air
for theirs to be partienlarly effective
was added another factor that eventu-
Philip
Vorris™ hig promotion push is behind
Horace  Hewdt now. increasingly  so
since Jack Benny moved to CBS and

suspense  npature.

Heidt got the Benny spot. Promoting
one awdienee participation show at a
time to the sales foree. Mhilip Morris
considered, was enough. They needed
something in the way of a dramatic
program to counterhalance Heidt and
to reach new audiences.  Toward the
close of the 1918 season, Everybody
IWins lost ont.

Programs  change. although  infre-

SPONSOR




quently, because both  sponsor and
ageney feel that the andience potential
or the rating potential is just about
pl;:_\('.t] out on the current show, and
that a t'h.’lllgu of program will better
the picture. Such a change was made
by Procter & Gamble and Dancer-
Fitzgerald-Sample last October in the
long hist of hardy PRG soap operas.
Joyce Jordan. who for nearly a decade
had suffered, through elinical and ma-
trimonial tribulations. for P8G,
replaced in the 10:45 a.m. time slot
on NBC by a new serial, The DBrighter
Day. The change came about finally
after repeated attempls to improve the
rating for the time period.
P&G, with its hoge list of programs,
tends to think not of programs as

was

Sil]t'l'

such. but as an allocated picce -f time-
hoth
felt that the only way to sell more
of the product (Dreft) to either a
larger version of the same audience

on-the-air. sponsor and agency

or an enlirely new audience was to
get a new program. P&G at the same
time had been considering The Bright-
er Day as a program buy for some
time. and had been wondering just
where they were going to put it in
their daytime schedule. When the two

FOR SALE

THE HOUSE YOU WANT
IN SCARSDALE

It's made far family living, ond you and
your family will lave every minute you -
spend in it, jus! as we ond our four
children have laved it. | must sell it
becouse I'm moving ta California.

The living room is 14 x 25, with a
solid wall of buill-in bookshelves. The
sunraam has 12 windaws, and it's ideal
far kids' rainy-day play. There are 5
bedroams, 3 baths, and a first faar
powder raam. You will be otiracled Io
the dining room, ond the pleosant
breakfast raom. Everything in the hause
—including the six burner stove, the
electric dishwasher, the healing equip-
ment—is madern and in excellent work-
ing conditian.

The hause is an a large corner plot,
beautifully londscaped with fruit and
arnamental trees. The lorge yard, en-
closed by greens, is an excellent play-
ground, and on inviling place for oul-
door entertaining, I1's very convenien!
to shopping, schoals, churches and com-
muting, bul no heavy traffic to endonger
little children.

Upkeep on this house is law. Far
camplete delails, c¢oll me at Ploza
5-2000, doytime, Scorsdale 3-5122,

evenings. ARTHUR HULL HAYES, Gen-
erol Monoger, Station WCBS, Mew York.
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factors were added—ithe nead for a
fresh program element i a proved
time slot, and the desire to huy a new
show—out went foyee Jordan. The new
serial, which features an inspirational
theme (a country preacher) as op-
posed to Jovee Jordan's problems of
career-vs-marriage,  is  already
I‘i'l'il];.{ |11|‘ ultll'l' hllll\\', -'illll is lllill;_'illl‘_'
in what ’8G considers to bhe an ade-

oul-

quate sales return,

The change of program by the Elec-
tric Companics of America from the
familiar Hour of Charm o the newer
Electric Theater (Helen Hayes)
due 1o much the same thinking on the
part of client and agency. When the
electrie association first turned o ra-
dio 1o tell their advertising storv. the
azency (N, W. Ayer) found that the
:-'~|m!|5nrill;! firms could llll|_\' agree on
It had 1o be a

Wwils

one kind of program.
hecanse

music  progran, Imusic  was
“safe.”  Their first program was Vel

son Eddy. later replaced by the more
popular Hour of Charm. ‘The recent
change (1918) to the Electric Theater
was made ouly alter the member firms
of the association felt they had had
enough experience in radio to justify
the move to a nighttime dramatic show.
From the ageney’s point of view, it
will enable the eleetrie firms to gam
a higher rating potential (the time
was changed too. from Sunday after-
noon to Sunday night) and a greater
audience penetration. The other pro-
grams did a job for the association.
but in both cases the ability of the
produce was known by the
agency, and  when the limit  was
l'(‘ﬂl'hl'l]. 1h|.’ ﬂg('ll("\'

show to

suggested  a
change.

Programs are changed for many
other  reasons. National  Dairy’s
changes in the Sealtest Village Store
in recent years have been star changes.
as individual stars (Jack Ilaley. Joan
Davis. Eve Arden. Jack Carson. ete.)
made other programing deals
where.  Rexall’s changes in the Du-
rante-Hoore show (Garry Moore left).
finally  switching to the Faye-Harris
both
changes and agency changes,

else-

show. were involved in star
Some
changes are due to expanding ad bud-
gels. some are due to budgets heing
reduced. Some are due to the death
of the star performer. Some are due
to the changing competitive radio pic-
ture. ar to a need of quicker sponsor
identification with a program, All
anyone can be certain of is

.. Spon-
sors will change programs as long as
Fkey have to sell products. a1-alla

KMLB

KEY TO RICH
NORTHEASTERN
LOUISIANA

MARKET . . ..

. ﬂ?NROE
" LOUISIANA
\n-‘| L. :Q‘

FACTS —

*RMLDE serves a 223 million

dollar market  encompassing
97,410 radio homes—:all with-
in KMLDB's one milevolt con-
this includes

tour. In area

17 parishes in northeastern

Louisiana and 8 counties in
Arkansas.
* BMB report.

5,000 WATTS DAY
1,000 WATTS NIGHT

AFFILIATED WITH
American Broadcasting Company

]

Represented by
Taylor-Borroff & Company, Inc.
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OHRBACH'S

T S TR,
Ol

ons i the New York offw

on=ubtations with their

Loy Veeney., decided o
bos Angeles =tore,

n Jrin, i 1
irkenpi as well as
it an national branded
Prudential Tosuranee (
i Innhd @ !‘I.n-- <irinie
hich would aflord 1.5
1 | |i.. I | i
ik Wil iy
alter Drow-wrin

babvn-1rande

¢ and
I 1!‘}

lease

Fhe advertising campaign went mito

the works last September. almost ex-
wilv a vear after they houaht £ finy!
on WABC, New York. The campaign
wii= hroken down r--tl_;_‘!nl_\ inta three

l'li.l""‘: L I | I]l‘ IH Il'"'i |” |“'|I I]Il' ‘IIH'“'
ne. 12) the openmg dav, 135) the
‘n”u\\-uin. The budeet set for the
whole opening was= about S HOOLO00.,

Ovrsemnally,  th s.|||||-.:i,:|1 wias Lo

plug the new store alone, ad o leave

out the New York connection. \t
hirsi. ||1i~ ‘-'"'llll'i lll\l H | ;qul I\ii‘.l,
<ince “THh Street™ to most fashion-

conscious Hollvwood women 1= slum

56
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BROADCAST MUSIC,INC.

NEW YORK o

CHICAGO

HOLLYWOOD

shopping,  Hall-way through the plan-

the New Y urk“

theme. it wenl un the scrap heap.

ning ol “leave out

A hule l'lll'i'Lill_‘.’ by the agency re-

vealed the fact that West Coast wo-
men ook 1o New York. not Paris, as
the heart and cenmter of the women's

\r'\\ \'urk'- f;l.mmi
Lincaoln
the wife
are the palms on the Croix de Guerre
for fem-
inine fashions, today makes 75°¢ of

fashion induostry,

Garment  Cenmter. where a

Coutinental and a mink for

ol a never-ending war new
the women’s elothes worn in the U.>.
and sets the pace for the world, Many
a shopper at the New York Ohrbach’s
i< an ont-ol-town housewife. ]:Iull,‘_‘lll
there |r_\ the ilrllll]i?-l' ol :_'nn(l clothes
al low |r]"I('l‘.-.

Radio was used to cover an intensi-
ficd threc-week period, the campaign
hreaking 15 Al time-
buving was done in New York, all
\-1‘\\ \nl'l\. il“
planning was done in New York. In
this way. the various department heads

November.

copy wrilten in anl

i the agencey were able 1o irlll'j_'!;'llt'
coy l}l!'lll"- i l.]l“n, ht’\\-lulpl'l\. ‘lllll
billboards. It the
theme. expressed in different media.

On 15 November. Ohrbach’™s start-

Wils same  copy

cd with selective amouncements and
\ngeles
network stations. plus a heavy sched-
if They

chammbreaks oun the four

participations, WOTe
teasers,  The straight copy was plug:
ging the fact that a “new kind™ ol
store was opening: the participations
were  handled mostly by local pers
comalities who had toured the new

store and who air-gushed at length
about its heauty. its hig parking lot.
cle.

No M. oand Mrs. shows were used.
chielly because Ohrbach couldnt find
one in the Los Anecles area that they
felt could measnre up 1o the one they
\.l'\\ \l']l\_

meanwhile. came o 1A,

and  Jinx.
(their N.Y.

<how was done on ells during then

had in Tex

Hollywood appearances) and began a
|'||I‘I|\-',{ll-l'1|\“||l llf aest :-|1ul_~. .\|Ill'(l1l'
ing the gospel of Ohrbach’s new store.

\bBout =ix dayvs before the u|ll'l|i|1_‘_‘.
the campaizn went into the real hally-
L The of

wits -II'I'{JHJ up o =even. with the

number stalions

stage.,

same approach of announcements and
By this
time. heavy publicity guns were heing

chainbreaks  being  used.

fevelled at Los Anazeles radio, In ad-
t”lin!n | 3] lill‘ iierl'“ Or so Tt'\ -'illll
Jinx appearances, Nathan  Ohrbach
was sel 1o be interviewed as “Per-

(Please turn to page 6:4)
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Paul W, Morency, Vice-Pres.—Gen. Mgr. Walter Johnson, Asst. Gen. Mgr.—S5ales Mgr.

WTIC's 50,000 WATTS REPRESENTED NATIONALLY BY WEED & CO.
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“RODNEY"”’
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to €ac

WHEC is Rochester’s most-listened-to station and has |

Harness Racing, — |
Station WHEC In Rochester.....

X

been ever since Rochester has been Hooperated! |

Furthermore, Station WHEC is one of the select Hooper

“Top Twenty” stations in the U.S! (Morn.Aft.and Eve.)

Latesi Hooper befare closing lime.

MORNING

8:00-12:00 AM.

Manday through Fri,

AFTERNOON 38.5

12:00-6:00 P.Mm.

Monday through Fri.

EVENING

&:00-10:00 P.M.

Sunday through Sof,

BUY WHERE THEY'RE LISTENING:—

—— ¢ EEE———

STATION STATIOM STATION STATION
WHEC B c D

39.3 256 7.0 5.0

27.0 8.9 9.3

357 34.6 6.5 7.4

STATION STATION
E F

149 5 %4

11.0 1

Stotion
Broadcost
]‘4.2 r-T\OGSUnL:c!

Only

OCTOBER-NOVEMBER HOOPER, 1948

Lotest before closing time.

MEMBER GANMETT
RADIO GROUP

Representatives: EVERETT & McKINNEY, New York, Chicogo, HOMER GRIFFITH CO., Los Angeles, Son Framcisco
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NOW!

5000

WATTS

KHMO

HANNIBAL

COVERING THE

HANNIBAL-QUINCY
TRI-STATE
MARKET

COUNTIES OF

4.
PROSPEROUS Md/‘f' 7};’4’/;7 Zam’

ILLINOIS »
NATIONAL REP,— JOHN E. PEARSON (0.

IOWA +« MISSOURI

eMulual Aolork

1070 KC

(NEERaIVERTENI
SERy WG Tl SiCw
TEI-STATE ARfa

1000 WATTE o miTL

You can SPOT
more SPOTS
that are

HOT SPOTS
on JOHN BLAIR
STATIONS!

e ™™

— JOHN —~

—— BLAIR

£ COMPANY

REPRESENTING LEADING RADIO STATIONS
Offlces in Chicago = Mew York « Detroit

ﬁt. Louls » Los Angeles = San Francisco

—

b4

OHRBACH'S

(Continued from page 56)

sonality of the Week”
Pacific Network. Peter Pringle of
KNX lined up for a stunt, in

which as a floorwalker for

]h)‘ the ABC
was
he acted
the morning of the opening, and then
did a human-interest broadcast on his
KMPC scheduled a special

noontime of the

reactions,
15-minute show for
opening day to be done from the store.
KFWB made plans for a nighttime 30-
minute show covering the cloge of busi-
ness the first day, from a news stand-
poinl.

Possibly the one place in the cam-
paign where Ohrbach’s stuck its neck
[ out was during the opening day. Ohr-
bach’s reasoned. on the basis of the
type of radio they were using. com-
bined with the basic commercial ap-
peal of their New York Mr. and Mrs.
show, that they would do a land-office
first-day Therefore.  they
scheduled a seven-hour campaign for

business.

opening day. written and set up weeks
before, to ask people to stay away.
Fortunately for Ohrbach’s, the pre-
[iminary campaign had done its job
ten minutes after the
| doors opened. there was a crowd of
20,000 :-']1(:]1[1“'5& in the store.

The follow-up campaign lasted
nearly a week. On the day after the
store opened its doors (and quickly
closed them lest there be a riot). the
radio copy, handled for the most part

[well.  Some

here by transeriptions, plugged the
theme of “Love that store.”™ The same
theme carried out in the other
media that Ohrbach was using. i
was actually kidding hucksterism. be-
cause Ohrbach’s had little to worry
about.  The neighboring merchants
down the street. who had sought in

Wwis

vain for just one teeny price mention
that they could undersell. had o take
a shot in the dark and run bhig out-
of-season sales to fight the New York
intruder.

There are no oflicial ficures on how
much business was done on opening
day. or how much Ohrbaclh’s expects
to do in its Los Angeles location. For
the time being, these figures are an
Ohrbach state seeret, There is. how-
cver, an i]’l|t"l'l‘:'-|i|l;,‘{ comment on how
much of this business can be traced
to the IHI” of Ohrbach’™s selective
radio.

Grev ageneyman Chuck Lewin. like
other Grey Advertising persoun-
nel. was there on opening day,  His
nnolficial cheek showed that half of the

many

shoppers were there due 1o word-ol-
mouth propaganda. the rest about
evenly divided among the three media
used — radio, newspapers, and bill-
boards. Since most of the “word-of-
mouth™ could be traced fairly well to
the radio publicity done by Ohrbach’s.
radio had the cdge.

With the success of the store reason-
ably assured. Ohrbach’s plans to con-
tinue using radio in Los Angeles. It
will follow the same basic copy slant
of Hi, Jinx!. the New York radio.
stressing the quality of the fashions
and the over-all low price puiiv}'.
Whether a Mr. and Mrs. show will
finally be used will depend upon many
factors. Orhbach’s has looked at many
in Los Angeles, and as yet found none
it likes. Indications are that the an-
nouncements-and-participations will be
used for the time being,

In any case. Ohrbach’s is thinking
now of expanding to several other
cities if the Los Angeles store survives
the acid test of competition and makes
Of one l]lifl;:' Ohrbach’s is
sure. Wherever they expand to, selec-

maoirey.

tive radio will play a major part in the
continuing policies of Ohrbach’s mer-
chandising. v wls

MODERN HOME PHYSICIAN publishers
bought WDNC, the 5000 watts—620
ke CBS statlon In Durham, N. C. Results?
1000 books sold per month!

What do you want to sell more
of at lower cost?

DURHAM, NORTH CAROLINA

The Herald-Sun Station

COLUMBIA BROADCASTING SYSTEM

Rep. Paul H. Raymer

SPONSOR




Contests and Offers

a SPONSOR monthly tabulation

SPOMNSOR OFFER TERMS OUTLET
Instant Coffes . ’
BORDEN CO | Cheeses, County Fair \;‘g!r;;lﬂiny Eagle Rrand Dessert cook book Free on request to local CHS station Cl
| Canned Milk i carrying show =
CHESEBROUGH St o Annunl "Dr. Christian seript- Send 30-min "Dr. Christinn' seript -
- nseline | Dr, Christian | wr vontost, $£2.000 grand = with contest release form to contest, Cus
pr 51 other ecnsh prizes, N. Y. ]
CHRYSLER CORP o = Merchar juckpot: DeSoto Jdstensrs  nend postecard to sho v
(DeSote-Plymouth I’I'or-“'mtu, Hit the Tuesdny car, houschold articles, kiteh- N. Y.. with name, address, hln»:".-.-
div) Ilymouth Jack pot 10-10:30 pm | en equipment, ete. Value va- | number. Listeners called, puess exact RS
L i N = — ries $16-30,000 wording of “"Secret Saying”
EVERSHARP, INC , Pens, razors 4 . T ~ - - s, =
P. LORILLARD CO Ol Gold Cips.  Stop the ::u';ni..n $18,000 (minimum $1.000) in Eistoriers ‘eatlod must: identify 4
SMITH BROS CO Cough drops Music 88 pm | various cash, merchandise 7 i IS e
SPEIDEL CORP Watch bands {15 min en,) prizes played plus “Mystery Melody AL
i "unt--»t..[lh -.-I.:ctmi from audience,
'l ’ T v . . i answer 5 guestions k| -
EROHSIN CO h"l':ﬂmrl\! I'ru-rll;‘lp 5 i?ul.' T'ﬂ_L.I.‘H:}I\s Various merchandise prizes ;m.wx:-r.--l currn-rlt :.h receive
Store eatre 1:30-2 pm from store | dise prize. If 5 correct, reccive
[ chance name “Mystery Voice' for ad-
il —a - | ditional prize,
= — - { —_— e — —
[Amos *n Andy _:“\llnl!ll.\f Trutulu §60,000 "Tour The = G
| 1:30-5 pm World'"" prizes. First prize: ‘s
o Cls
Bl Fx Hob Hope q‘] u_-u..luy Cruise around world for two. |
.Life‘buu e --'i?-n"ll‘“" All expenses, plus pocket | Complete 25-word sentence: "1 like NBC
LEVER BROS Rloas s.i:- Big Town y l':"':' ay money, clothes allowance, or | large or bath size (product name
i . -n'l : 0 l--‘:" nm SlD.Cl_ﬂD cnsh. Second prizes: here) because . . .7 Send to contest, o L1
Silver Dust s uny Jenny _).h!T\:'E‘I' 15 trips to Europe, plus pocket | New York
T 12:15-12:30 pm| money, baggage, or $2,500 cps
e _m'. 5 Mtrl\thly cash. Third prizes: Four hun-
— | Theater | 9-10:00 pm dred $10 bills cBs
NATIONAL COUN- G Great Scenes i Booklet: "Finding Your Way." | |
CIL OF EPISCOPAL Institutional from __l‘ ridny Tells what Episcopal Church Free on request to local MBS stations
CHURCHES | Great Plays 7:30-8 pm | is, and what it stands for in carrying show MBS
. - _ maodern world
i Vari Milkman's SMTWTFS 31,00[!_ u-nrth' of DeJur photo- Photograpbic contest. Submit still v __T
ARTICIPATING RyI00s Matinee 12-6:00 am s:rnphu: equipment; Camera, pf_mlu taken after dark. Best photos \\}\L“
| = projector, light meters | win. Send to Art Ford, ¢/o WNEW Il N. Y.
Pillsbury Grand Central  Sq : io TR |5 i s
PILLSBEURY MILS 2t Station . | Iz:‘é:;:.r;i-;‘l:" 3-plece Rm:-'r;n Silver Plate ' Send P 11:)[:1:?; i]\-‘?:i‘u:.:‘tlm;‘i-:ulmn to ll CRE
s . Lk L] ’ "
i (_‘.nl:nnlk-t-- 25-word or less sentence: |
) "“v".‘ihnuld all support the Ameri-
PROCTER & Truth or Saturdsy Cumulative jnckpot: §$25,000 can Heart Association becatise oF |
GAMBLE I |Consequences \a::suu-;df:‘x?n onsh, plis merchandise prizes, | Sohd with or without contribution to ne
| Weokly. prize for best lettor contest, Hollywood. Writer of best NI
z weekly letter called, attempts identify ‘
“Whispering Woman."” Correet iden-
tifieation wins jackpot. |
PROCTER & - What Makes 'TF . Tl e e o Te iR o
Ivory Flakes > i MTWTE . Send 50c and two box to
; R " SO g Y S 50c i o box tops to spon- i
GAMBLE | You Tick 2:45-3 pm | Two plastie storage bag %o Oineticast] cns
I e _ —_ —- ]
Three viewers called each week, Must
PROCTER & Ivory Fashions On |  ¥rid - : v e “Mi ‘lues, To | WARD
; ny £5,000 n i rehandise | identify “Miss Terry™ from clues. To ALY
GAMBLE Snow Parade 8-8:30 pm a3 l;;:?:sm‘ rehandi | be eligible, must write slogan. send N. Y.
| with/without contribution for USO | Thumont
| L _ ey lirive to program Network
PROCTER & lvory Snow TWTF | Cook bool e T Ty B S | =
- # Rosemary M,l WTE Cook book: New Recipes for | Send 25¢ and Crisco BPpPer Lo spon-
eavate o™ | Romemary |1y 2453 oan | "G Eavin e e W
PRUDENTIAL ” Jack llerch MTWTF 2 r J g
INSURANCE CO | MAlARE Show ll:;it’l:]ll:},!: aml Occasionul offer of booklet Free on request :‘3» Ljros:r;-rn Newark, MRS
l‘oo'!‘olulﬁag ovun Art prints [;l!‘?ll":"’if('sl |Fi“ r'i”"r'““"“"-“ o s W
ICA . 4 .3 masters plus  various bonus Se y - T L 2o 3. N. X -
) : '_'n_‘_ll >:ng-vr_:~|_ g sty end £2.00 to sponsor ¢ MBS, N. Y. MRS
RALSTON PURINA Ralston ] MTWTEF Miniature replien of RCA \';.: = e M i =
co Driving Tom Mix _'"1;115:51:“ tor table model TV recelver, Send Ralston boxtop and 10c to spon- _
o plus ring whistle sor, St. Louis MBS
REED CANDY CO Taestivt || B e _
>, h 3. T | bike: boxer selected ns best sports-
INC Paloops Midget Hoxing 8:15 pm 4 super deluxe Monark bieyeles | man ;,l::.\ w.:,.. a (;-.'.L,.I boy “:I :_-5,—| WEKD
to close writing best short product letter wins Chi
=k ke - - Ao third bike
Dr. Lyons y r s T ==
sTF:élNG DRUG Tooth Paste, I!ill‘}'l?lhgl: M']\E"]'l" I(}uld-!l.lrln-d love charm per- | Send ends of product earton with
Powder Wife 4-4:15 pm fume bracelet name, nddress, $25¢ to sponsor, N, Y, NBC
| Model, Dill's - §5 for guestions used; con- =
U. 5. TOBACCO CO Hest, Tweed T:ulu-n _:~qll_ar_d:ny tents of Jackpot if missed. | Listeners send quiz i
tohaccos Number 5+5:40 pm $50 for correctly - answered tions to proge: MRS

jnckpot questions
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BUBEBLE GUM
l - 4 . -

q

TV AND RADIO SETS

T el

STONSOR: Leal Gum Compans AGENCY: Turner Mdvertising
CAPSULE CASE 1ISTORY:; To ;m[m;f'-i!!'.'- Pal Bubble
Crtrint. !.-"r.r.' Criiin I'.aln.']run,'\ \.{JUJ’?N'J!'-. a f;.ln'll'f"'! u‘||| Tum
”"-\ rh‘lf.J serial, J'I he _”:'ru-fir J’\‘Hf]!-‘“ frer week aver
WEKDE., Ouwe-nninute film vommercials precede opening
and elosing of each episode.  Commercials feature ani-
neirted shots nj Pal Bubble Gant. counter rf’.'.“'j‘l!r!_‘l'.\' tlj the
product. and  {lavor appeal copy I sample [rec-offer
of five ane-cent pieces af bubble gum. palls mere than
aftlh requests e shoe,

W EKNH, Chicage PROGEAN: “The Miracle Rider™

TV

resultcs

aa f

APPLIANCES

SPONSOR: Packard-Bell AGENCY : Abbott-Kimbell Ce |
CAPSULE CASE HISTORY: “Television Talent Test,” ar
amateur hour, received one of the largest responses i

TV history during a two-hour period on Christimas night.
Tidal wave of phone calls started when emcee Franl:
De 1ol asked viewers to select winwers of the program,
instead of the usaal panel of show-business judges. The
response was so heavy that the telephone exchange sery-
ing the station was blocked many minutes at a time. Over
9,000 calls were tallicd in the nco-hour period Jor "
total of 11.000 votes.

KFILTY. Los Angeles PROGRAN: “Television Talent Test

APRONS :

CAPSULE CASE NISTORY: This manujacturer of Ko
Kette Aprons tried to crack the department store field

SPONSOR: L&P. Brown Co. AGENCY: Placed |iircc{

Jor years, with noe success. When Kathi Norris came on

WABD's morning television air with *Your Television
Shopper™ on 1 November, the company contracted for
tiwo spots a week. Two weeks later. as a result of cus-
tomers asking for the “aprons that Kathi shows.” Gim-
bels ordered 85 dozen. By the first of lannary Gimbels'
reorders brought the total to 135 dozen.

WABD, New York PROGRAM “Your Television Shopper”

FABRICS

SPONSOR: B K. Goodrieh Store AGENCY : Placed direct
CAPSULE CASE HISTORY ;. George Dopp. supervisor of
the B. F. Goaodrich stare tn (.'n:."r:g!rm_ f\’!’l’il’”l"‘.'\ I"‘;'J' cafer
Cincinnati) bought a single participation on WLWT's
“Nitehen Kilnb.”  Cost was split with Nash-Kelvinator.
.fnf‘th.-rz- -ﬁ.’_’” i r.'"-r’ pu';-' Lrven puesls ra,‘ .f}r-' er-_:rﬂm,
the Divie Heiglns High Sehool Dand Vother's Club. and
a small amount for give-awavs. the participation cost
ST lunmedinte sales totaled 8750, alue .-a!" u'a‘i!u‘r'um'r'.\
in which prospects were actively tnterested amounted to
S bz

WINWT, Cincinnati PROGRANM: “Kitclien Klubh™

SPONSOR: Martin Fabiries AGENCY': Placed direet
CAPSULE CASE WISTORY:  When WABD initiated day-
time T programing on 1 November, Martin Fabrics
.\.]'lfh'f..\'ﬂrl"-‘f the I 't'-‘:"m’,\lfﬂ_‘. slot nf the f-;-m.'-.uuft‘_. ﬁr‘('-
times-a-week show called “The Needle Shop™ (3-3:30
pand. Program gives sewing lessons.  Announcements
on the first six programs offered a selj-liquidating book-
let entidled “How to Sew Telvet™ to those sending in 25
cents. Over 300 requests resulted from the six annonnce-
nents—a remarkable response [rom a new daytime pro:
gram acith no previonsly butlt-up andience,

WABD, New York PROGRANM: “The Needle Shop”

TOYNS

WATCH STRAPS

SPPON=OI: WBKDR Sustaining
CAPSULE CASE INSTORY: When W BKE comninted -
self 1t a Christmas party for 500 members of Chicago’s
“f_f I'he-Street Cluly to Le held an the f;rl_\ hr'}f'u.ru‘ ( fririsi-
mas, the problem of obtatning toys for so many children
in short period of time arose.  Ernie Stimon nade heo
M-second .nff.-_;'s Jor ::f'_H.\ ,‘Irrrm citizens on his curbstone
rilervien progra (1718 December ), and the arva-
lawehe started.  Over 3000 toys were received with
retatl value of over 87,000, Mare ice eream, cake, and
vawdy arcived than coald be consumed.

W KR, Chicago PROCRAN: “Curbstone Cutup™

SPONSOR: Ziploe Company AGENCY: Placed direct
CAPSULE CASE 1IsTORY e Ziploe bought a one-minute
participution o the “Ted Steele Show” —one a day
across the board.  Spot was used to demonstrate and
plag a leather watch strap priced at §1.50. For cacl
announcement used, 80 orders were received, At the
end of the week, the five one-minute participations on
WABD had delivered over 100 orders to the Ziploc
Company.

WARD, New York PROGRAM: “Ted Steele Show"
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The Georgin Trio

THE TRIO OFFERS ADVERTISERS AT ONE LOW COST:

Concentrated coverage ® Merchandising assistance

Listener loyalty built by local programming ® Dealer loyalties

— IN GEORGIA’S FIRST THREE MARKETS

The Georgia Trio

Represented, individually and as a group, by

THE KATZ AGENCY, INC.

New York = Chicago + Detroit + Atlanta » Kansas City + San Francisco + Los Angeles + Dallas
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ONCE A YEAR

(Continmed JI’.’m'n page g3

New Yuork and Philadelphia. with a
Hooper rating of 9.6 and 33.1 re-
spectively, Sets inouse for New York
were 60.5. in Philadelphia. 53.1. Other
stations on which the show was carried
later via films, together with the rating
achieved. follow:

WABIL New York.. 4.0
WCUHS-TV. New Yorl 3.9
WATV. Newark, Nal.. .. =2
WIHH-TY, Philul 23
WITY. Philadeiphin 1.4

The show ineluded seven flmed com-
mereials each 1:15 minutes long, Weiss
and Geller, Inc.. Chicago. is the Elgin
Amercian agency.

The Roval Typewriter Company also
turned to video to step up pressure on
the gift trade for its portables just
before schools apened last September,
anid again just before Christmas, The
pressure will he applicd before sehool
eraduation time this Spring. Royal's
ageney, Young & Rubicam, New York,
prepared spot fihn commereials for the
campaign. A television spot, strietly
speaking, is not equivalent. from the
|Il~rp!’:l|l15|1].' Hlll!lll]nlilll. to a one-shot
program, although many spots combin-
ing the anral and visnal techniques
have distinetly “program™ Hlavor,

OF course. excepl for eonvenience in
detailed plavuing, advertizing  objec-

B e P —— -

[ 1
BILLION

DOLLAR MARKET

spread over two stafes

Take our BMB Audience Cover-
age Map, match it with the
tatest Sales Management “buying
power' figures, and you'll see
that KWFT reaches a billion and
a half dollar market that spreads
over two great states. A lelter
to us or our “reps'" will bring
you all the facts, as well as cur-
rent avallabilities. Write today.

KWEFT

THE TEXAS-OKLAHOMA STATION
Wichita Fallh—5,000 Watth—620 KC—CBS
Represented by Paul H. Raymer
Co., and KWFT, 801 Tower
Petroleum Bidg., Dallas

— - g ok - |

68

tives can’t really be separated from the
oceasion of the one-shot and the show
ar evenl to I“‘ ."[I“l]!‘:“]'f.’{i.

The more successful one-time broad-
casts are built around major holidays
(national. State. and local ). local civie
occasions, special events of unusual
interest Lo a given area, and get definite
extra impact by writing into the seript
mood and incidents connected in some
way with the particular oceasion. Even
a continuing series makes use of this
device. insofar as possible. 1o achieve
extra punch.

Sports consistently draw top audi-
ences. Bowl football, ehampionship
baseball series. horse racing, ete. are
well-kknown attractions  that
the pulling power of “glamour™ events.
Thousands of people listen to the Ken-
tucky Derby hroadeast who never saw
a horse race, and never hear
another one broadeast until the |h'r||)'

illustrate

w hu

rolls around again the next year.

Last August. General Motors Corp..
not a regular sponsor of sports, thrilled
families all over the country with its
presentation over CBS of the finals of
the All-American Soap Box Derby in
]"Iurit!ﬁ.

Despite the fact that numbers of
one-shol presentations have been aired
over all the national networks. the
webs offer a more limited opportunity
for this form of advertising than local
or regional airings. In most cases. a
network advertiser won't e happy to
have his show canecled in favor of
another commereial sponsor.

I'urther, events of sullicient public
hnportance or interest to justify can-
celation of a regularly-scheduled pro-
aram are few —and not all of them are
available Tor commereial sponsorship,
for reason of network poliey.

[t's commonplace for hot local events
to outdraw outside attractions. When
Ford dealers of Nutley and Kearney.
N.J.. saw a chanee to saturate their
areas with Ford car and serviee propa-
ganda by sponsoring WNIR'S (New-
ark) presentation of the traditional
Thanksgiving football classic hetween
Kearney and Nutley high <chools, they
honght it. The game casily dominated
listening in those communities — just
where the dealers wanted to sell their
services and promote good will.

In Birmingham. Ala.. the Loveman.
Josepho and Loel departmeunt store
gets together every Christmas with the
Birnringham Little Theatre and station
WAPL and puts on a “thank you”
<how that gets tremendous listening,

Local taleat doesn’t have 1o he per-

D k. U S Ty L B

sonally sensational (although that
helps), if the event itself is sufficiently
interesting. A skeptical electric appli-
ance repairman in Lexington, Ky., was
highly dubious about sponsoring a 15-
minute remote pickup from the county
fair. The WLAP recommendation pre-
cailed. and the shop was flooded with
new business the next day,

The Gillette Safety Razor Co.. has
built its major advertising campaign
\\'ilh a ‘\'I"'i“"fl'll"ll{ Sl’ri('!‘ ﬁf Si)n(flﬂcu‘ar
sports one-shots. They sponsor leading
events and championships in baseball,
horse racing. prize-fights, bowl foot-
ball, ete. Each event is intensely mer-
chandised and prmnul{‘d to both retail
outlets and the public.

The most profitable use of the one-
time broadeast has been where they
were planned ahead so as to take full
advantage of merchandising and pro-
motion tie-ins. This has allowed the
broadeast to lend weight or prestige to
other regular advertising. as well as to
accomplish the immediate ohjective.

Some ad managers like to take ad-
vantage of what might be called “in-
ternal™ oecasions for single broadeasts,
anniversaries, an-
nouncements of new lines and models,
cle. Some such instances have heen
important enough to a community Lo
stand on their own as listening attrac-
In more cases. though. the
broadeast will require “the works™ to
attract the desired audience. That
the right talent or event
it with intensive promo-

such as openings,

Lions,

means airing
amd hacking
tion.

One-<hots can’t as a rule be any less
entertaining than any regularly-sched-
uled program. Documentary one-shols.
both network and local. have consis-
tently lost audienees. not only for the
period involved. but also for the period
following the documentary.

The answer seems to be that pro-
gram people generally haven’t accepted
the advisahility of combining the
didactic purpose of the documentary
with the entertainment appeal required
to attract mass listening, In any event,
a one-shot that ignores entertainment
i=n’t likely to justify its cosl,

The fact that a one-shol impact ean
he terrific doesn’t mean that continuity
of effort is less desirable. The habit
of listening that brings prospeets again
and again into range of a sponsor’s
voiee is built like any other habit—hy

repetition,

But the one-shot i= an invaluable
tool when used in the $|II‘{‘i{ll sitnations
it is adapted Tor. S el
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P&G's S.1ow Business Hedge

"rocter & Gamble™s move 1o <el ujp

special  million-dollar  corporation Lo
handle all their hroadeast alvertising
i For the

vears PAG has heeo experimenting in

i= no o aretdent, pusl several
Hollvwood. producing motion picture

il for the visnal air advertising
mediom, This West Coast experiment
al production activity was incorporated
~|‘}r;||:tln‘|\ from its angel. and 1= pris-
ity

=il

namber  af  elients
with T\

The aim of the soap

=Cryiye o
from D'\
filmed programs.

custome

firm is 1o develop a video program
formula which will permit it e oper-
ale as l]ll'il]fl\ a< 1 does on the II.'I._\-
Lie radio air,

I'NG o wanls Lo keep ils acltivity as a
show producer apart Trom s produoe-
tion of =oap and soap hy-products. 1
i convineed that advertising azencies

Applause

A Ratner-Good Presentation

Vietor Ratner is a tongh fighter, e

rides  roughshod  ove ||r'u|r|1' and

things standing in the way of a joh
that he As: i
re=ult. he }'rr"pn ||l|_\ lrayes ]-{'|1i|lr|' him

heheves must be done,

] I'Ilri-iiii'l.lh]l' nnher of ]ll'll}ill‘ \\llf'
dislike: hime bitterh, e
ever. leaves beliind him a job andone,

While it i=ul I"“.“”JII' to eredit Rat-
ner awitle the new spirit at CHSC 00 can

‘-l'frinm, froaw -

he pointed out thal e 1||._-\\11|:- ol
~tartedd <hortly
trn b the network,

miereially alter his re-
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by themselves may not be in a position
lo tl-'li'|--]' l||1il']\|_\ a ![.‘l_\lillll‘ TV for-
mula, PAG doesn’t experiment at the
l’;\[; }II'H-
duet. or an advertising campaign. has

heen introduced it has been well tested.

con=unuer tl'\l'l‘ I:I'[lll'l' i

The valy way a sponsor can he cer-
tain. believes the great Queen  City
soap manufacturer. is to make hroad-
cast advertising something apart from
its regular advertising operation, When
both the entertainment and the adver-
Lsing must he ereated, i's wise 1o
make  building  the

Illl\illl"-:- Liviy,

enterlainment  a

PAC is selting a new style for adver-
lisers., Jnr! as i was the fAirst areat
advertiser 1o spend  multi-millions in
davtime serials. just o is it the first
manulacturer to make show
part of its business, Broadeast adver-

business

tising is changing. and =0 is the ap-
proach of firms like PAG. who use it
as a major part of their sales plans.
Expeet several greal drug and soft
drink  manufacturers 1o
program  producing arganizations as

I[Ii'nl"ml'illl'

part of their advertising departments,
They can no longer leave a kevstone of

their operations 1o chanee and
they won't,. This doesnt anean that
sponsors — will - bypass  advertising

ageneie=. hut that theyl take part of
the  emtertainment  ofl the
‘-]inllld"l'r-.

aseney

TV Research

<PONsOR. in this issue. reports on
the status of TN I's a fae-

tual report. not an evaluation of what

rescarch.

the 22 firms reported upon are doing.
Vit some future time sroxsorR will

A the moment when CBS s hitting
= full stride for the frst time inonet-
work historyv. he's 1aking o leave of
absence Lo prepare lrl'ﬂil(ll'.lx!il]_ﬁ“‘i “all.
industy™ presemtation. A number of
other promotion men tried their hands
al writing the story of hroadeast ad-
vertising without satislving Ratner o
ather mmembers of the committee which
is _L'_‘lillilllﬂ the |||rl}ll'||inn.

Ratner 1= a Suprene cunlist, How-
evier. i< anly the caotist with a eom-
plete heliel in himself and the industry
he vepresems who can do the jol that

put each rescarch firm on the secales
and cheek its contribution to broad-
cast advertising. Radio research grew
an a trial-and-error basis. It has crown
fo a point where its charges against the
medium are larger than the research
charges assumed by any other adver-
ti=ing mediunm.

T\ vescarch thus far appears 1o be
a more costly operation than radio
aundience measurement and evaluation.
It appears that it will continue to he
maore costhy, Thus. some action must
be taken to eliminate that
duplicate ecach other, that confuse both
the buver and the seller of broadcast
Line,

Broadeast advertising in all its facels
must have the hest that Ameriea’s re-

services

scarch minds can |!|'m|lu'|x It must nol
et foreed to purchase services that are
other.,  Naturally.
sugoesting  that the
industry or any group of advertisers

variations of each

SPONSOR 1= nol

or agencies combine 1o eliminate un-
necessary  research  serviees  through
vestraint ol trade activities. 1t
that it’s better to support a
small number of worthwhile research-

Jnt‘ﬁ

sugoes]

ers than to buy a serviee hecause il
appears Lo flatter station. network. ad-
VErh=er. or sponsor.

I broateast advertising and adver-
tising in general arent diseriminating
in their support of TV

thevre liable to find themselves sup-

rescarch.

porting a veseareh structure that s
more than allord
which is making little or no contribu-

they  ean and one
tion 1o television :Ill\'l"]'lisilif_".
The time 1o be diseriminating is

now,

the hroadeast iJ|:]l|-l:'} deserves,

The “all-industry™ presentation rates
the job that Ratner can and will do,
Few men would he \\iilin;_- Lo step oul
ul a \.]t.-.- |Ill:-'-i|ill]l at the most aggress
sive network in hroadeast ]Ii-lul‘_\ to o
an industry job—a job that is certain
o be thankless whew completed,

Ratner is that kind of @
The “all-industry™ promotion is now

Person.

certain o mean something to advertis-
ers. agenesmen. and all who want the
ol Droadeast  advertising  well

\u-l[ --l:]ll.

=Lory

told

SPONSOR




OPERATION:

KNOWLEDGE

No crystal ball can answer the

\ manufacturer’'s question, "ls
my product what the people want?” No isolated,
one-shot trial in an isolated city can really prove
the strength of a selling appeal. Buc there is a
way to learn the answers to these and many other

questions:

It’'s a test in WLW-land ...

an ‘‘Operation: Knowledge"’

In WLW's merchandise-able arca, you'll find a
mirror of America. Here is not just one city; but
many cities of many sizes. Here live not just
farming folks and not just workers in the mines
or mills; but people from every walk of life—

with every type of income.

Here are nearly fourteen million persons, in
parts of seven states—states of the north, the
south, the east and middle west. Here is a true

cross section of our mighey land.

And in this vast area is a radio station unique

—a station which covers the area as a neowork

covers the nation. WLW reaches millions of
people every day; but it reaches more of them in
some cities than others—just as a network does.
It gives vast coverage but not complete coverage
—no medium or combination of media can do

that for the country.

The advertiser who uses WLW alone is in the
same position in WLW-land as the advertiser
who embarks on a nation-wide program is in the
country as a whole. What works on WLW s

pretty sure to be sound throughout the land.




Want a big slice of Ohio ?

Cleveland's Chief Station with its 675,000 radio families . . . $2,300,000,000

in sales, gives time buyers more for their money in this great market. If

you want a BIG slice of Ohio ask WJW or call Headley Reed.

Painesville Ceneva

Elyria Cleveland
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BILL O'NEIL, President

BASIC 850 KC
ABC Network CLEVELAND 5000 Watts

REPRESENTED NATIONALLY BY HEADLEY-REED COMPANY
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