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from the MAXIMS of George Washington
born February 22, 1732

YOU'RE RIGHT, MR. WASHINGTON,
AND AS AMERICANS, WE ARE
DOING OUR LEVEL BEST TO BE
WORTHY OF THIS SACRED TRUST

50,000 WATTS 50,000 WATTS 50,000 WATTS (pavs) ‘
CLEVELAND DETROIT LOS ANGELES

WGAR » WJR » KMPC

G. A. RICHARDS, CHAIRMAN OF THE BOARD

| THE GOODWILL STATIONS




TV time sales
poss $1,321,344
in January

Stations start
buying time on
other outlets

Radio still has
97.84 of U.S.
audience

New transcription
network starts
this month

After-midnight
audience increases

N.Y.-TV producing
at viewing cost
competitive with
newspapers

Turnover factor

in listening
indicated by new
WLW-Nielsen report

SHONSOIE. Volume 3 Xa
Editorial. Circulation o
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14 February 1949
TV network business for January was 32300,000 for time alone, it's
reported for first time by Rorabaugh. Selective TV business for

and local-retail telecasting amounted to
reports to Rorabaugh

same period was $636,163,
$385,181. This was projected from 42 stations'
Report on TV for week of 2-8 January.

~SR—

Number of fulltime stations are buying time on daytime operations
to push their evening schedules. WFIL, Philadelphia, started 5
February buying time on five parttime airers in and around
Philadelphia.

L SR

Television is growing quickly, but Hooper's figures on comparative
share of U.S. audience indicates as of 1 January radio had 97.84
and TV 2.186.

—SR=

Long expected transcription network (first is Keystone Broadcasting

System) starts 15 February with more than 116 stations. Currently
titled Transcription Broadcasting System, network bows with five
shows (19 weekly programs).

=5 R—

After-midnight listening is on increase according to special Pulse
survey in New York. Pulse recorded sets-in-use figure for from
midnight to 1 a.m. of 13.9, while last survey made (April 1947)
tabbed 9.4 as sets-in-use figure. Listeners per set-in-use were
reported as 1.76. Art Ford (WNEW's "Milkman's Matinee") was rated
4.0 between midnight and 1 a.m.

—SR—

According to CBS, TV viewers are being reached in New York at
figures competitive with newspapers. CBS claims viewers for "Toast
of the Town," sponsored by Emerson Radio, at %7.21 per thousand,
while a full page in New York Times delivers at $7.15 a thousand,
World-Telegram at %7.44 and Herald-Tribune at $9.10. CBS' "Lucky
Pup" produces at $3.77, and "Winner Take All" at $6.45 per thousand.

—-SR—

Importance of turnover of audience is indicated in latest WLW-
Nielson report. Station during four measured weeks (February-Ma
1948) reached 83.9% of all 3,539,580 radio homes in its "Merchan-
dise-Able Area", yet it only received 19.5% of all listening in that
area which is covered by 213 stations.
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REPORTS...SPONSOR REPORTS...SPONSOR

1,200,000 TV homes
by middle of Feb.

Video storecasting
arrives

Berle rates high
in N.Y. with
his radio show

“Set in Every Room’
builds sales 31-150%

City Hooperatings
now in 100 areas

THIS ISSUE

FARM CASE HISTORIES prove that rural sta-
tions both serve and sell.

ports on

EARLY A.M. MARGINAL TIME includes "A"
"Rise and Shine"
why and how it sells.

QUTLOOK, SPONSOR's newest feature,

selling hours.

NBC reported 1,000,000 TV sets in homes as of 1 January,
this figure is already outdated, with nearer 1,200,000 TV homes
wvailable to advertisers as of 15 February. Set manufacture is
with nearly 200,000, including kits, produced in January.

Although

ieaping,
SR

Video Storecasting has been added to other point-of-sale broadcast
advertising. Grand Union chain, ABC-TV, and Modell and Hasbruck
have joined to bring visual entertainment to giant markets in New
York area. Twenty Stores are Scheduled for operation by 1 March,
with 4 TV 1l6-inch receivers in each market. Eventual New York in-
stallation is scheduled to be 160 giant markets, with TV selling
programs aired from 2 to 4 p.m. daily and from 10 to 12 a.m. on
Saturdays. Twenty-four one-minute commercials are being offered
for sale in two-hour period.

H5R=

Milton Berle's ABC radio network program rates in top ten of Pulse
reported programs. Since Berle never made top ranking in any pre-
vious radio attempts, credit is being given his TV Texaco program
for making them listen in metropolis.

- -

Radio Manufacturers Association "Radio in Every Room" campaign runs
from 27 February to 12 March in Des Moines. Campaign, which has
been run in Hartford, New Orleans, Salt Lake City, Indianapolis, and
Trenton, has increased sales from 31 to 150%.

=3 =

Charleston, W.Va., is 100th city to have City Hooperatings. Sub-
sceribing stations in this area include WCAW, WCHS, WGKV, WKNA, and
WTIP. New York reports will be issued 12 times a year instead of
six, and same increase in frequency is planned for Los Angeles and
Chicago.

TEN YEARS QOF SELECTIVE RADIO history has
Bond Bread. 1Its success is no accident.
page 22
BLACKSTONE ESTABLISHES its washing ma-
chine name with a dealer-co-op program
that's different. page 29

LOOKING AHEAD
Automobile industry's use of broadcasting
will be studied in a four-part analysis,

Twelve re-
page 24

reports
page 17

isn't

cheerful this month. Its forecast is

vital.

covering car manufacturers, dealers,

page 12 parts manufacturers, and gasoline and

TV 4-NETWORK PROGRAM COMPARAGRAPH reports
complete list of sponsors and programs on
TV networks. page 59
HOW TO TRAVEL A SHOW tells in three pages
of pictures some of the facts of road-

life. page 26

oil. It starts 14 March.

Station merchandising and how it works is
scheduled for 28 TFebruary issue

Daytime television has problems all its
own. What they are is another 28 Febru-
ary story

SPONSOR

———




~ The INTERMOUNTAIN
FARM NETWORK

Sells the prosperous Intermountain farmer through 9 stations.

Programs slanted to farmers' local interests.

INTERMOUNTAIN
FARM GROUP

KMON
Graot Folls, Mont.
5000W-560ke

KID
Idahe Falls, Ida,
5000W-1360ke

KFXD
Nempa-Boise, Ide.
1000W. 580kc

KVNU
Legen, Uteh
1000W-610ke

KsvC
Richfield, Utoh
1000W-590ke

Kovo
Provo, Utch
1000W-960ke

KPOW
Powell, Wyoming
1000W-1260ke

KWYO
Sheridan, Wyoming
1000W-1410ke

KVMV
Twin Fells, Ido.
250W-1450ke

\ 14 FEBRUARY 1949

ALL NINE FARM MARKETS.

Only the INTERMOUNTAIN NETWORK FARM GROUP covers ALL of the important farm
areas in the Intermauntain West. This includes: 729, of all the farms and 809, of all
the farm income in Utah. 829, of the farms and 849, of the farm income in Idaho.

100% af all the farms and 100% of all the farm income in Montana. 33%, of all the
forms and 429, of oll the farm income in Narthern Wyaming,

NO WASTE COVERAGE.

Metropoliton centers and major urban population counties are excluded from the INTER-
MOUNTAIN NETWORK FARM GROUP, os are desert wastelands. Every dollar spent on
the Farm Graup is for rural coverage, assuring advertisers of intense penetratian of the
nine farm markets.

FARM STATIONS FOR THE FARM AUDIENCE.

Each statian in the Farm Group programs for its particular type oudience, This includes:
KID, located in the heart of the rich patato praducing Snoke River Valley. KVNU, nerve
center aof the highly developed dairy industry of the lush Cache Valley. KMON, KPOW
and KWYO, serving the prosperous wheat and cottle farmers of Montana and Narthern
Wyoming. Each of these station’s pragram structures are slanted to the interests of the
farming activity in the particular area it serves.

PROSPEROUS FARM MARKETS.

Here in the Intermountain West formers have the money to buy. Cash income per farm in
1947 shows Wyoming in 4th ploce nationally, Montone in 7th, Idoho 15th ond Utah 24th.

ECONOMICAL GROUP RATE.

Two or more stations of the FARM GROUP earn 109, discount. See Stondord Rote
ond Doto,

EASY TO BUY.

One scheduling, one controct, one affidovit, one billing.

"“INTERMOUNTAIN

%&yﬁ%nc. Nationul Representolives
= — Son Francico -

Mew Tork Chicogo = Loy Angele
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SPONSOR REPORTS
40 WEST 52ND
NEW AND RENEW

OUTLOOK

MR. SPONSOR: ROSS D. SIRAGUSA
P.S.

RISE AND SHINE

THE BIG TV HEADACHE

BOND BREAD AND SELECTIVE
FARM CASE HISTORIES

HOW TO TRAVEL A SHOW
BLACKSTONE'S 50-50 ADS

TALENT LAMENT

MR, SPONSOR ASKS

TV 4.NETWORK COMPARAGRAPH
TV TRENDS

SPONSOR SPEAKS

APPLAUSE

SPFONSON PUBLICATIONS INC
A tiekug At

' oW
Veloplien 1"l
Tobepdvter
It
Vi

SPONSOR PUBLICATIONS INC

949

20

22

24

26

29

30

44

59

.y

70

70

40 West 52nd

REYNOLDS FIRST
I just read

l:]llkt‘['_"
You Im_‘.'ill e

that

“Broadeasting and 1he

LHH\\

Come

mterested 1o
client. Reynolds anl
pans. was the first the
New Yok Stock =
Television in America. We paved the
L1 A i““l

onr

member  of
Eachange 1o
Wit withaou

Nt i slory

even mentioning this show. It was on

Station WPTZ oy 15 wreks,

ules each week.

15 min-
Herzerr Rincorp
1ivector

o"'f.-.i'!fp ANlew
Philadelphia

COLGATE OBJECTS

You can well imagine our astonish-
meui at the article that appearcd in
vour January 17th issue of sposson.
in your Spousor Reports colmmn, 1o
wil :

ol gparf nimler o foath

serubiber gn (U8, I1's onl “olga te<Pal wed i re-
Pevt prodact that leads il field.

Tosint by pra sl

We don’t know whao VOUr SOUree is.
but we would like 1o call 10 VO
attention  the fact that the l..l;'_-.-uc-
Palmolive-Peet Company  has  mam
leaders among its products, l--l;_'.'at-r-
Tooth Paste is a leader which vou have
Halo
Shampoo  the leader in the Ligquid
.“;]Iiilllpun ficl. while another one of
anr

reported  correethv, bt s s

Lustre-Creme
Shampon is the leader in the Cream
Shampoo ficld,

I:_'.l!llf} |II|rl|I|!‘|.\.
It also happens thal
Lather
conntry s

the  largest selling
this
Lather Shaving Cream,

I think we'v

enough 1o let vou know that we have

Shaving
Cream Malmaolive

blown our horm Toud

J wamy leaders inoour ficld and could

not resist the temptation 1o so inform

vou soo that vou mizht eheck yvour
sOVreet,

R. K. Heary

r. '”.

Colgate-Palwmolive-Peet ( CHIE I
)‘!'.‘ sy I.".-'h. \ ;

V/RONG TIME

I was vers much astonished 1o read
the portion of vouwr sty Down to
Earth VOR Sy
weewill ot allow an el anmoun e ment
e the air until eight o'clock al wight,

(Please turn to page 6)

an pade 3 wherein

7 &3 &4 4} a8 3T B}

FIRST

IN BMB
\!
‘/ R’iarnoopu
FIRST
SOUTH'S FIRST MARKET

All “'vital statistics”’
show that Houston and its
great Gulf Coast market
are growing lustily.

Department store sales
are up 23% for the first
11 months — tops among
Texas cities. Building per-
mits for 11 months jumped
from $65,080,064 in 1947
to $92,273,372 in 1948.
Harris County population
increased from 740,000 to
780,000,

To sell Houston and the
Gulf Coast, buy KPRC —
FIRST IN EVERYTHING
THAT COUNTS.

P Rilﬁsrou

950 KILOCYCLES » 5000 WATTS

NBC ond TQN on the Gulf Coost
Jack Horris, Manager
Notionally Represented by Edward Petry & Co.




Yene's /se UNVARNISHED TRUTHi]

KXEL HAS CHANGED
LISTENING HABITS
IN IOWA

Conlan's newest comprehensive study of listening hab-
its in MNortheast lowa proves conclusively that KXEL
has MORE LISTENERS in lowa's richest market than
any other radio station. These authoritative figures are
not a poll or a prediction. They are the unvarnished
truth showing results of listening habits based upon

34,914 contacts.

Here are just a few of these important facts con-

tained in the latest Conlan comprehensive study.

* x *

AFTERNOON

Distribution of listening homes among stations in
the same area Monday through Friday 12:00 P.M.
through 6:00 P.M.

MORNING

Distribution of listening homes among stations 26.2%,

throughout the area Monday through Friday, 7:00
A.M. to 12:00 AM.

]8'4 D/D This comprehensive oreo
study wos mode in the
]5_6°/° fringe of counties surround-
ing KXEL, extending os for
os 100 miles from tronsmit-
ter, ond did no! include
KXEL's home county or the
five odjocent counties

o -]
2.9% 8% 2.5% 0.9%,
L Des Moines Cedar Rapids Waterloo Waterloo KXEL Des Moines Cedar Rapids Wmlerloo Wmlc-r-c.\o
NBC CBS Station A Station B r— NBC CBS Station A Station B

National Champion farm programs are tops in production, tops in Kx E L 5 O ’ O O O WATT S A B C

1anship, tops in selling and tops in listening response. Pi iy .
neets the selling and promotional requirements of every sponsor who Josh Higgins Broadcasting Company,
|to reach the rich Northeast lowa market area. Waterloo, lowa

our Avery-Knodel man and get the unvarnished truth pertaining to Represented by Avery-Knodel, Inc.

feat market area and the station that sells it completely. Covering the great "KXEL Rural City".




WEBL

SYRACUSE, N. Y.

;virh the

NEWS

Ray Owens

Newscaster
11:30-11:45 a. m.

Highest Hooper in
Town for Any Locol

Progrom Doy or Night
r.

FRANK J. COSTELLO, Moyor of Syracuse, says: "I
9 Lolest heortily opprove your present method of hondling
-

Report the news. Mr. Owens commands the respect of every.
one in the City Holl for his unbiosed treotment of the
\-// news. It is my opinion thot this type of broodcost is

preferred to one in which personol opinions enter,'”

@ Straight News Reporting

WFBL reports the FACTS — not opinions, a rigid
policy which has paid off in the BIGGEST SHARE
of DAY and NIGHT AUDIENCE in Syracuse!

14 Newscasts Daily

WEFBL keeps folks informed on the local, na-
tional ond international scene. WFBL not only
scoops the town, BUT other stations as well!

Ask Free & Peters for the WFBL
News Booklet and Availabilities

WF BL

IN SYRACUSE ... THE NO. 1 STATION

40 West 52nd

{Continued from page 4)

Our ruling is no transeribed an
nouncements before 8:00 a.m. and no
transeribed programs before 9:30 a.n.

Bex Lum
General Manager
Wieh

Kansas City

LOST COPY
In the early part of 1918 you ran
an article on the candy manufacturers’
use of the broadeast medinum, which
article 1 found very interesting and
passed on to one of our other elients,
Unfortunately. this elient has lost
the magazine. and I would appreciate
it very wmuch if vou could forward to
me dmmediately another ecopy,
| Joux E. Baropwin
All-Canada Radio Facilities
Vancouver. B. C.
® Candv “industrv®” report was sent ta Mre, Bald

wirl, SPONSOR  industry stories  are  virtually
“timeless,””

ON "DISTRIBUTION"

Would you be o kind as to send us
tl_\ return mail. 3 additional l'il]rii':h of
your issue of January 3. and hill us {or
the cost, plus postage and handling.

May we also take this opportunity to
compliment you on the splendid han-
dling of the story on Glass Wax in that
issue. I is one of the most workman-
like analyses of a problem of distribu-
tion and advertising that 1t has been
our pleasure to run across,

JeEan 1lapLey
Penman Neil
Seattle

CLIENTS ASK FOR SPONSOR

It is our intention to starl sending
<1 lise r'riltiun'- lo sroxsoRr to our loeal
advertisers. We have found that not
onlv we. but our advertisers as well.
act a great deal of valvable informa-
tion from vour publication and it is
practically impossible to Keep a copy
of sroxsor here long enough to read
it —hecause one of our salesmen finds
something in seoxsor that is useful 10
one of his elients. The clients them-
selves are now asking for the magazine.

Vetually (vou will be glad to know |

[ heve at CRKCW. sroxson 1= everything
Irom a program director’s text hook to
(Mlease turn to page 50)

SPONSOR

|
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® Your spots and programs sound better over
WFAA because of the vast technical gnow-how
at the fingertips of its corps of 26 engincers.
Together, they count 515 years of broadcasting
experience. Singly, cach is an expert specializing
in one particular phase of technical operation.
Nowhere in radio is specialized technical Enow-
how more demanded or more evident than ar
WFAA, Dallas.

REPRESENTED NATIONALLY BY EDWARD PETRY and COMPANY

DALLAS

820 NBC « 570 ABC
TEXAS QUALITY NETWORK
Rodiao Service of the DALLAS MORNING NEWS

By order of FCC, WFAA sthares time an both Freguencies




DAYTIME

“Listened to Most"

\ KFH 393

NIGHT TIME

\//(;;'\ Ji = 223 “Listened to Most"
\ STATIONS — L
\\ [D — e KFH 7403

\‘.’-i-l‘:nw’ng 5 leading slotians

B_ 134

STATIONS ¢ C _ 15.3
D

®- Neotl among 5 leading stolions

Duta is from "The Kansas Ruadio Audience of 1948"
published by D, F. L. Whan for Station WIBW'.
The "Listened te Most" rutings given bere are
for Dustrict IV representing the area surrounding
Woichita. 1t includes 12 counties and a population
of 404,233,

KFH is TOPS in the Wichita market. This fact is verified
by every study of radio listening habits conducted in this

area, There are definite reasons for this listener prefer-

ence and adverdsers with a radio message for the Wichita
market will do well to consider the KFH audience — it's
TOPS by every standard.

REPRESINTID NATIONALLY BY EDWARD PETRY & CO., INC. WICHITA’ KA"SAS

8 SPONSOR
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7 New

on Networks

SPONSOR

AGENCY

NET STATIONS

PROGRAM, time, start, duration

Dr. A. I'osner Shoes lne

Homemakers Institute & Servel

Gins Refrigerator Denlers
International Harvester (o
Henjamin Moore & Cn
Phillips Petrolenm (o

Williamy 1. Wise & Co

Nirshon-Garfield ANC 16
BnEpLO ANnc 115
Metn Erickzon NBC 166
51, Georpge heyes Mis

L.ambert & Feasley Al i
Thwine & Altman ABU 120

W' Renewals on Networks

0 whe
whs

Big *N° Little Club; Sa 10:30-11 am; Jan 15
What's My Name; Sa 11:30-12 noong Feh 53

i 2
32
3:30-6 pmz Apr 3; 52 wks
s 30-10:45 pm: Mar 53 11 wkx
“9:30 pm CST; Mar 14;

Narvest of Stars; Su

Your Home Beautiful;

National Barn Dance; Sa
32 whs

Jane Jordan; MTWTF 11-10:15 am;

whs

Jaw 21z 52

SPONSOR

AGENCY

NET STATIONS

PROGRAM, time, start, duration

George A. Hormel & Cao
Frank H. Lee Co
Jdohns Manville Corp
Pillsbury Mills Ine
shotwell Mig Co
sterling Drug Co

1. 5. Tohacro (o
Williamson Candy o

RUD&O AlC 204
William 1. Weintrauh ARC 259
J. Walter Thompsan MBS 373
Metann-Erickson UBs 130
Wade MHES 19100
Dancer-Fitzgerald-Sample NBU 155
hudner Mis 152
Aubrey, Moosre & Wallace MUus

Girls" Corps; Sa 12-12:30 pm; Mar 5:

Drew Pearson; Su 6-6: ‘oh 27

Bill Henry; MTWTF 4 :

Grand Central Station: Sa 12:30-1 pm;: Feb 26; 532 whs

True or False; Sa 5:30-6 pm: Feb 5: 52 wks

American Alhum of Familiar Music: So 9:30-10 pm; Jan
23; 52 wka

Take A Nuwmher; Sa 5:30-9 pm;: Jan 1; 53 wks
True Detective Mysteries; Sn 1:30-5 pm; Feh 27; 32 wks

National Broadcast Sales Executives (Personnel Changes)

NAME

FORMER AFFILIATION

NEW AFFILIATION

Robert Hoag
George E. Inghram
Paul A. heble
George Lasker

1. 1’ Lasker
Charles G. O'Neill

Herman M. Paris
Peter Roheck

J. E. Van Ness

Jobm €. Warren

KTSL, H'waood., TV slx coordinator

WMAW, Milw., vp, gen mgr

WTBF. Troy Ala.

WOIRL, Boston, mgr

WLW, Cinci., Card Card div dir

Radio Corp of America (RCA Victor div), Camden
N.l., asst to v of tuhe dept

KNX, H'wood., mdsg mgr

hMA, Shenandoah la.

WKRRC, N, Y., acct exer

Sponsor Personnel Changes

same, sls mgr

WISN, Milw., sls mgr

KVER, Alhuyuerque N. M., sls mgr
Friendly Group stations, Doston, gen sIx mgr
WLW-D, Dayton, sls dir

WNIR, Newark N. L., sls myy

WWD(U, Wash., gen sls mgr

KTTV(TY), L. A., sls mgr

Wisconsin Network, Wisconsin Rapids Wise., sl mgr
WNBC, WNBT, N. Y,, sIs mgr

NAME

FORMER AFFILIATION

NEW AFFILIATION

. M. Barnes
Hugo 1. Bell

0. . Berrs

It. Stewart Boyd
Ilenry . Bristol
Lee H. Bristol
King Cole

Mare Cramer
Austin T. Cushman
V. L. Donahue
Hans Erlanger
Albert E. Foster
Michael 5. Freeman

Done Gates
John R. Gilman
Edward A. Gumpert

W. . Johnson
Robhert 1*. helley
Nathan 5. Lanning
Edward A. Leroy
Frederick M. Linder
David A. Lipton

. 1", Lynch
Stanwond Morrill
Maurice F. (VShea

Firestane Tire & Rubber Co, Akron ., div chief

Lehn & Fink Produects Corp (Lehn & Fink div),
Ne Y. vp. dir

Mehesson &
adv mgr

National Biscuit Co,

Robhins Ine, Bridgepurt Conn,, asst

N. Y., asst adv mgr

Bristol-Myers Co, N. Y., pres
Bristol-Myers Co, N. Y., exec vp
hingshury HDreweries (o, Mo woe Wise., vp, sl

mgir

sears, Wochuek & Co, L. A., district mgr

Hunt Foods Ine, L. A,
Lever Brothers Co, Cambridge Mass., radio mgy
hompaolite Bailding Materials ine, N. Y., sls mgr

Lever Bros Co, Cambridge Mass.,vp, dir
Itheem Mig Co, N. Y., asst adv mgr

Admiral Corp, Chi., gen sIs mgr

irshon-Garfield, N. Y., acct exee

Pepsi-Cola Co, N. Y., asst vp

Jacoh Ruppert Brewery, No Y., exee v, gen mgr

Universal-International Pictures, N. Y., exec coor-
dinatoy of adv, prom

Same, L. A., sls mgr

Same, vp in chg sls, mdsg
ne, ady mgr
Same, ady mgr for cereals, dug food
Same, chairman of board
Same, pres
=ame, pres
Julinus Wile Sons & (o, N. Y., adv dir

Same, vp in chge Pac coast territory

Morton Salt Co, Chi.. gen slx mgr

Same, gen sls mgr

same, media dir

E. L. Cournand Co, N. Y., adv, sls prom dir

K. F. Goodrich (o, Akron ()., adv, sls prom mgr Assaciated
Lines

Colgate-Palmolive-Peet Co, Jersey Cidy No J., vp

National Bisewit Co, N, Y., adv mgr for hisenit, hread, spe-
cialty prods

same, vp in chge sls

General Mills Inc, Mnpls, sIx mgr Tlome Appliance dept

Young's Hat Stores, N. Y., sls prom mgr

Same,

same, pres

same, adv, publ dir

Lever Hrothers Co, Casnbeidge Mass., eatho timebuayer
Lambert Pharmacal Co, No Yo, vp in chge sls. ady
hingan & Co, Indianapolis, ady mgr

® In next issue: New National Seleedive Business. New and Renewed on TV
Adrvertising Ageney Personnel Changes. Stafion Representative Changes

New and renew




Sponsor Personnel Changes (cooinue)

NAME

FORMER AFFILIATION

NEW AFFILIATION

« F. Parsona
Helen B Roth
Havmand P. Schaller

msst ady mgr
Alvin (i, Schmale
sl mgr
Narry F. schroeter

Zenith Radio Distributing Corp, N. Y., sls mgr
Chirage & North Western Hailway Systemn, (hi.,
sueets Co of America, Hoboken N. J.. grocery

Natwnal Tuseuit Co, M. Yo, asst adv mgr for his-

Lane Bryant,

Honey Butter

cuit, bread, specialty prods

William %, Shaftier
rel dir
Walter 1. Stellner
receivers
Francis J. Welws
Twhn Whitehead
Lais J. Whitestune
Rass 1. Winnmg

New Agency Appointments

Pacific American Steamship Assn, 5. F., adv, pub
Matorola Inc, Uhi., vp of home radios, TY
sShirrifl's Ltd, Toronto, asst to vp in chge adv

National Match Rook Association, (Chi.
Shefield Farms Co Inc, N, Y.,

Same, gen mgr

Pittah,, adv mgr

Same, adv mgr

Products Corp, Ithaca N. Y., als, adv dir

Same, media dir
Wine Growers Guild, Lodi Calif., adv, pub rel dir

Same, vp of mdsg

Arnold Bakers Inc, No Y., adv mgr

dir, city prodn mgr

Same, adv mgr
Lion Match Co Inc, N, Y., adv mgr
Same, gen «ls mgr

SPONSOR

PRCDUCT (or service)

AGENCY

Adler Sons Shoe Corp, No Yoo . .00 o oueiin
Al Clean Maintenance Co, Oakland Calif.. . ..
Alumarsll of Detroilt Ine, Detroit. . .
Aveo Manufacturing Corp (Urasley div), Cinei..
1-1 Heverage Co, St L. .
Harricint Candies, N. Y.

Berghull lirewing Corp, Fi. Wayne Iud

Wirk Bras Brewing Co, Cha

IBluck Drug (o, N. Y..

Hoston Edison €n, Baston,

Huste-Midway Ine, N. Y.

Itristop-\Yheeler tne, N, Y.

1. & J. Burke Lad, N, Y.
Cinsse & Blackwell, Halta.

tulver wf California, 1. A.

Iairymen's League Co-operative Assn Inc, N Y.
Dude Ranch Foods Co, Leng Reach Calif.
Erwin-Uheveolet Ine, Phila.. .

Kasley Shirt (o Iney N, Y., ..

Gibsun ltefrigerator Ca, Ch
Glemby o (GUALS, Corp divy, N, \
Granadn Wines 1ne, Cambridge Mass.
Highway 50 Assn, 8. Fo. ... ..

Holly Mcat "acking Co, lhhlund Calil..
International Automaohile Exposition, N. Y.,

International Silver Co (Rogers Sterling div), N. Y.

Iahraus-Braun Co, Tiulalo...... awas
Jarmine Ine, Sloux Falls 5. D.

Kiddie Seat Corp, Mo Y.

(5. Krueger Hrewing Co, Newark N

Lo Crosse Breweries, La Crosse Wis,
lL.ange rl-United Takeries Ine, 5. F.
Lewis Howe Un, St L., ...

L.yte Aerasweep Corp, Tlainfield N. J.

Leo J. Meyberg Co, S, F...

Mickelherry Food Products (n Chi.

Lawis Milani Foods Ine, Marwood Calif,
Mountain View Nursery Co, MeMinnville Tenn.
Nanasi Ua Ine, West New York N, J. als
Sew York, New Naven & Hartford ltailrn:d Pq 'l
Nuflield Organication, Cowley England.
1l Homestead laking Co, 5. F... -
*acific Guano Co, Herkeley Cnlif.

Sut PPeterson Motors Ine, Orone Park '\ ¥-
hilippine Air Lines Ine, 5. F.

PFurafied Down Products Corp, 5. Y.
teann Ine, N. Y. .

Lngene Rtothmund Ine, Somerville Mass..
Sh iga Wacing Association, Schenectady N. Y.
Aacub Schmidt Hirewing Co, St P'aul, Mion.
Segal Safety Razor Corp, N. Y.
‘~|||.‘lr & Co, N. Y.
. K. Staley Mig to, Ilﬂ'llu! 1.
wln Neer Carp, 1. A.
Standard Heands Liue (Special 'roducts ﬂl\"]; N. Y.
Sulfur—N Chemical o, No Y.,
Itichard K. Thibaut Ine, N, Y.
Felevivmn Dasteihutyrs, Oakland Calif..
Town Toast o, Pheeniaville *a.

Teee Sweet Products €y, Santa Anna Calif.
Jaines Vernar Co, Detroit
Willinins Patata Chip Co, S0 F.

Shoes . RERI g T
 Restaurant rllllnllrllnrr oo

..Alumamll home, commercial a\rninn
.. Electranics, household appliances. 2
.. Bel lemon-lime soda, sparkling water
-Candy

Beer
Reer

. Dentu-Grip

Crility
Aerowan

. Frederick Clinton, N. Y.
.+ Ad Fried, Oakland Calif.
Shutran Mahlin, Detroit
Benton & Bowles, N. Y.
Wesley K. Nash, St. L.

Madison, N. Y,

Fletcher D. Richards, Chi
Erwin, Wasey, Chi.
Redfield-Johnstone, N. Y.
dohn . Dowd, Boston
W. Earle Bothwell. Pittsb.

Millar Retractable liall l‘omt Fountain Fred Gardner, N. Y.

PoOR .~ sevsins saiavewe s Sy e e 24
Burke's ale <o oisssiiaidnanunsy

L gilvy, Benson & Mather, N. Y.

Kippered herring, herring in lnmam Frwin, Waser, N. Y.

sauce, Keiller's Cundee Marmalade
cake, shorthread .......ccoiiise

Men's clothing

Milk and milk uuulmr.
..Dude Ranch Chuck Wagon
-Automohiles . )
.Essley shirts, nmnnear
anges, home freeccrs, sefrigerators
Whirl-A-Wave

. Wine

.Trade assn

Molly brand meats
CAutomahile «huw
.Silverware

Department stores
Pharmaceuticals

1 p-‘irr-l).'nw,‘ hahy trainers
lieer .0y e
Heer

-Bread, cake ..

Tums, NR iableis

TV antenna rotator. -

RCA Victor TV receivers dlllﬂhulwr
Mickelherry €d Farm ‘iaman Products.

Foods .......s0s s P T R
Trees, shrubs . .......
Itracelets, wateh atlafhmrnl-. jewelry
Railroad

Maorris cars
Haked goods

Fertilizers

DeSato, Plymiouth dealers
Air travel . ...
Pillows, romfart

., uphalstered cushions

Thorens pucket, table lighter distributon,

Spin-a-way ash trays mfig
Dutchman's Pork Sausage.
1949 Saratega race mecting
firer
Safety rasors
Furniture chain
Starch prods
NMome Barber camb
Hultk pharmaceatical, malt dept
R[ulfur-X hair, scalp preparations
Wallpaper
TV actn ‘

Consolidated, L. A.
Narlow, Syracuse N, %,
J. i, Stevens, H'wood.
Gray & IRugers, I‘h:la.
tay Austrian, ?
W. W. Garrison, Chi.

Warry B, Cohen, N. Y.

Daniel F. Sullivan, Boston
lames 5. Nutter, 5. F.

Ad Fried, (bakland Califl.
CAltomari, N. Y.

Fuller & Smith & Ross, N. Y,
Adam F. Eby, fluflalo

Vietor Van Der Linde, N. Y.
Muss, N. Y.

Geyer, Sewell & Ganger, N. Y.
Erwin Wasey, Mnpls.

Binw, 5. F.
Dancer-Fitzgerald-Sample, N, Y.
Conti, N. Y.

onig-Conper, 5. F.

Schwimmer & Scott, (Chi.
Jordan, L. A.

Louix A, Smith, Chi,
Stephen Goerl, N. Y.
St Grorges & Keyes,
Dorland, N. Y.

. Brisacher, Wheeler & staff, 5. F.
Koy Durstine, L. A.

Muoss, N. Y.

Walther-lloland, =. F.

Muoss, N. Y.

I'eck, N. ¥.

7

n 1¥e

dohn . Bowd, Hoston

(yeorge W. Nelson, Schencctady N, Y.
(Mmstead & Foley, Mnpls.
Caxton, N, Y.

Wiltinm Warren, N, Y. for TV
uthraoll & Ryan, Chi.
BUDKO, L. A

Raymoml Spector, Mo Y.

W. i, Dener, N. Y.

dackson, N. Y.

Ad Fried, Oakland Calif.

Town Tueast UVeunkies, .\ mericnn |lll‘|) Clements, Thila,

Cuikion ¥
Tree Sweet rulmml ]mru .
Verner's ginger ale. '
Potate chips

. RD&EO, 1. A,
o Leder-Talbott, Delroit
. Moefer, Dicterich & Brown, 5. F.




)With a Single Contract

rZ ) MERCHANDISABLE AREA
. BONUS LISTENING AREA
SERVING 3,835,800 PEOPLE

PABIFII} NORTHWEST BROADCASTERS

Portland X Great Falls
Ellensburg ; Helena
Spokane X Bozeman
Missoula KX Butte

Seattle

| EASTERN Sales Manager . - . Nythe Walker
il WESTERN Sales Manager
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Fareeasts of things to come s

seen by radio authorities

Cost-of-living index continues down

Iudicative of the “levelimg-ofl™ process that = taking place
currently.  practically all unions which have contracts
ted 1o a eost-of-living index twages up when living costs
are up. and wages down when cost-of-living slide<) have
acrecil. or are aliout 1o agree, (o wage cuts, Litde notiee
of the wage cuts 1= heing given either by press or radio.
but they're taking place and there will be more of them
Harder selling i due in omost
including  broadeasting, and  network  eon-

before the shde s over.
.|<]\|'II‘I-iII._L"
tinuity departments are sweating, cheeking elaims in eopy
being submitted by many firms now an the air,

World-Wide Financial Help to Continue Past 1951

Marshall Plan. which i« not only a roadbloek to Russia’s
Furopean expansion. but also a business stimulant heve
1., 1951, When the Plan s
scheduled to have run it covrse. g new cushion to world-

i the will not end in
wide ceanomy will be et up with bath husiness and labor
hacking the move. Radio and TV will carry the hall with
the press in conditioning the pnblic to aceept the pictore
of the 1.5, as a world banker and henefactor,

Homes Not Selling

Despite hoysing shortages in most metropolitan areas.
honies are not selling this Winter amd will have to be
“dumped” on the marlet in Spring at less than they are
currently prived.  Real estate advertising will begin (o
appear on local air in Marcl and will increase in April

Wiy,

mivrne new houses exeept in the lowe-priced category.

aned Blael-and-wlite advertising s presently  not

Vacation big business in 1949

Vacation travel daring 1919 s due 1o sel a new Iiigh.
Every snevey made during the end of 1918 and during
Janunary 1919 fndieates tha Eurape this vear will see any-
where from three to Tour times the Ninerican tourists that
i 1915,

sones, he

il osaw Il restrietions are lifted 1o sl oceupied

inerease may be even greater. Tremendous

amount of TV sostaining time devoted 1o travel film s
given as ome reason for inereased distanee that this year's
vaciltioner wanl Lo travel, Bigger reason ean be lonnd
i nany foreten-horn eitizens wanting o see their ali

homelands. They caved for vear< for i,

ICC Not Likely to Grant RR Freight Rate Rise

Despite railroad advertising both on and off the air on
subject of freight rates. there is every indication that
the 13%
granted them by the Interstate Commerce Commission,
Feeling of Commission is that roads are “pricing them-

inercase requested by the roads will not e

<elves out of their market™ by conlinuous increase in
rates, Roads. however. feel that they must have increase

lo meel mereases in cost of :111]“;_,: husiness,

Men's Clothing Advertising Addressed to Women

Men's clothing industry. feeling that it’s made little or no
leadway in making men style-conscions, is now going to
sell women on men being “properly”™ dressed.
sales have slid off genevally during past two
months and having teied most other approaches unsuc-
cessfully. industry will now try to influence women to

work o
Clothing

influence men,

Stock prices within Average Workers' Means

Soomany hig corporations are profit-conseious that it's
expected that <tock split-ups will he very common during
this and next vear. ldea i< 1o price stock so low that
dividends per share will Plan is also 1o
price stocks s that the \imerican worker can
buv a few shares for himself. Stocks priced at $100 or

also be low.

averase

over will be the ones most subject to the “four for
one” breakup. and some may actually he broken up at a
higher ratio than that (as high as “ten for one™ ). Adver-
tising for these firms  (onee a split-up has taken place)
will earry the “owned by thousand of workers. ete.” now
employed hy AT&T and other great ntilities. Broadeasts
spomsored by all big companies that have heen able to
spread stoek ownership will carry copy on the fact.

Independent Stations Start Special Programing

Realists among independent radio station operators in hig
city arcas where a number of TV stations are on the air
are turning their sales gunz on hours when television
Thus far there
i= little indication that the “rise and shine™ hour will get

sl as seen now. a big audience factor.

much viewing. and the after ten pan. andience still isn’t
too visualminded,  These non-network stations are also
planning to pinpoint much of their programing to specific
groups that may not he served by TV, which must be, 1o

meel costs. mass entertainment,

Auto Time Payments Rules to Be Eased

\atomotive industry. sparked in this vase hy Kaiser-
Frazer. will win its point. and the number of months
huyers will be permitted 1o take 1o pay for new ears will
he upped eradnally from the legal 18 months to 24 months
and then to 30, Slow-down of customer automobile huy-
ing. ever more than indnstry pressure. is bringing the
refaxation of time-payments rules, Onee short-term credit
i relaxed. car firms are expected to turn on steam in their
advertising. Radio will e first medium used 1o tell huy-
I< pasier o bhuy your new ear now,”

s,

SPONSOR




The

el Outiook

for WLS Advertisers
this spring is for
CONTINUING RESIPONSNE
\/V]”':.\ they write, they're listening . . . and furthermore, letters from radio

listeners are proof of an active and responsive audience, Consider these WLS result

stories for the first three weeks of January:

® A hot cereal advertiser. with a five-a-week kid show in the morning. veceived
6.795 letters, all with proof of purchase, when he offered Valeutines for

10¢ and a label.

[ ] A macaroni advertiser on “Feature Foods™ offered ]u»m‘il; for 10¢ and a

lubel . . . and received 1.009 requests,

® Martha and Helen offered a leaflet on stain removal . . . L0538 women
asked for it!
@ A sustaining. once-a-week hall-hour has drawn 31298 listener letters

request numbers. with prizes offered for numbers the entertainers cannot play.

r11
HESE are only four of many stories to prove that WLS Gets Results,
that people in Chicago and Midwest America listen 1o WLS —listen and respond. For

further evidence, ask us . . . or any John Blair man.

The

"\ CHICAGO 7

890 KILOCYCLES, 50,000 WATTS, AMERICAN AFFILIATE. REPRESENTED BY JOHN BLAIR AND COMPANY.




For Profitable

EASTON
PENNSYLVANIA /

HARRISBURG
PENNSYLVANIA

WORK

YORK
PENNSYLVANIA

WRAW

READING
PENNSYLVANIA

\___

WGAL

LANCASTER
PENNSYLVANIA

Represented by

ROBERT MEEKER

ASS50CIATES
Loy Angeles Mew York
Sen Fronciico Chicoge

STEINMAN STATIONS

14

RRoss D. Siragusa
Mr. Sponsor
President

Admiral Corporation, Chicago, lll.

Ross Siragusa is celf-made in the grand tradition. 1lis biography
reads like a blend of Jack Armstrong. Tom Swift. and Superman.
Twenty-five years ago the youthful Siragusa, son of an Italian innni-
grant, was silting up nights perfecting a new transformer he had
designed. A salesman as well as an engineer. he parlayed his inven-
tion into the Transformer (:ul']ml'&l!]nll of America. refused £5.000.000
for it in 1925 was eleaned out in 1929, Siragusa landed on his feet
somehow, pawned his car and furniture. raised $3.400. and started
in again. The second time around produced the Admiral Corpora-
tion. a S60.000.000 (net sales for 19131 business in radios. TV sets,
and varions home appliances, Today. Ross Siragusa wears his 42
vears with a boyish nonchalanee. and divides his time between pur-
<uing Canadian big game, Gulf Coast marku, and greater Admiral
sales gains with equal vigor.

He finds difieulty in relaxing. After bnyving a 260-acve farm some
10 miles from Chicago. he coubdn’t rest happily until it was paying
for itsell. Even his entertainment prodoces resnlts. There are some
three or four TV sets (Admiral )Jon Siragusa’s farm, and he seools
around the house. notebook in hand. checking both performanee and
quality of the shows (inchiding Admiral’s own) he and his wife are
looking at.

Admiral, under Sivagusa’s guidanee. is the number three firm in
the TV set business, ranking after RCA and Phileo. Siragusa spotted
the corrent price war in TV sets bhefore it started. and twrned on
the advertizsing pressure before the other major manufaetnrers, with
the result that Admiral now makes and sells up to 30,000 TV sets a
month,

Sivagusa firmly believes that TV advertising sells TV sets. More
than SLOOO.OO0 of an $5.000.000 hudget goes into TV and radio
advertising. and s spread over network TV (Admiral Broadway
Revue on 35 stations in 30 cities) and selective TV and radio
campaigns: the rest of the budget goes to other media. Admiral’s
ad-manager, Seymonr Mintz, reports divectly to Siragnsa. who keeps
close tabs on all Admiral selling efforts. Says Siragusa of today’s
TV set market: “The honevmoon is over.”

SPONSOR




New developments on SPONSOR stories

See: “Tv ... More Film Thon Live"
Issue: February 1948, p. 31

Subject

X

Within the past 12 months, the quality of ilm recordings. comparable
roughly to radio’s e.t. recordings, has made tremendous strides. New

What's the stotus of off-the-tube film
recording

techniques in processing, new sound-recording eireuils, new film
stocks have raised the level of the film recordings (each producing
organization has its own title for thewt, e, NBC's “Kinescope
Recordings.,” DuMont’s “Teletranscriptions.” ete.) to a level where
in sight-and-sound quality they arc rapidly approaching the souzht
after “one-to-one”™ transfer of TV picture quality. With the improved
techniques of production, they have taken themselves out of the
bracket of “movies”™ and into a specialized TV process that is com-
parable to motion pictures only in its basic use of a sound camera
and filin to record visual images.

The use of film recordings has parelleled Doth the improved
quality and the general growth of television. Each of the four major
TV networks and a handful of independent TV stations are busily
engaged today in film-recording anything from 2-15 hours a week
of programing (the majority of it commercially sponsored) that goes
out over the coaxial cable. Such shows as Philco Television Play-
house. Admiral Broadway Revue, Original Amatenr Hour. Arthur
Godfrey. Colgate Theater. Toast of the Town, and Window on the
World are being viewed via film recordings (vsually a dayv to o
week after being viewed live in cable-serviced cities). Film record-
ings are the answer to the sponsor who wants to have his show
telecast in markets where there is no network service on cable. They
are also the answer for the sponsor who cannot send his show
to the Midwest via cable because another network has heen allocated
the time (on the current “share-and-share-alike”™ basis) on the
coaxial cable. ludependent stations are in the picture too. and
Paramount’s two stations (WBKDB, Chicago: KTLA. Los Angeles)
are installing a Paramount-perfected system of film recordings.
The two Paramount stations plan to exchange sustaining and com-
mercial shows, which will cut down the amount of time that cach
station must spend now on programing, while giving advertisers
direct access Lo the two markets,

Already advertisers are finding useful secondary reasons why
they should flm-record TV programs. One TV advertiser (the
brokerage house of Merrill Lynch. Pierce, Fenner & Beane) built
an effective. low-cost (82,500 vs. the §75.000 it would cost 1o have
a commercial film producer do the whole thing on sound stages)
sales promotion film out of the commercials clipped from the TV
film recordings made on their show. America Speaks. Other adver-
tisers and producers are planning to use their TV film recordings as
open-end e.t.’s, as training films, as special promotion stunts at
conventions and sales meetings, ete. Many of these secondary uses
depend on the degree to which union and property rights situations
can be smoothed out. but indications are now that 1919 will see
these problems overcome.

Although film recording eosts are still fairly expensive (depend-
ing usually on the length of the show, the number of duplicate
prints to be made, and the shipping charges) the off-the-tube film
recording is becoming an increasingly important TV programing
tool, and not merely an “expedient measure™ to fll in all the gaps
in TV network service.

(Please turn to page 32)

Remember the
story about. ..

Franklin's
lightning
experiment

that grew into the
Age of Electricity

Many greal achievements
come from small begin-
nings. Take WWDC in
Washington, for instance.
It started out small . . . and
then it grew . . . and grew
. . . until today it is a huge
power in the Washington
market. Today your sales
message over WWDC goes
out to a buying audience
that brings you profitable
sales — economically. Get
the whole story from your
Forjoe man today.

AM-FM _The D. C. Independent

Represented Notionolly;by

FORJOE & COMPANY:
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Our

da 11 C[

new man Jamison...is a very bright guy

ed

COI]lPElIl}’

Man to man...or on his fect before a large and influential group of
broadcast adverasers...our man Jamison is an expere salesman,
Thar's because he sells creatively. He sells an idea and a way of doing
things advertising-wise that invariably proves enormously

helpful to the advertiser who buys it. For example. ..

Only last week, Jamison's business friend, Adverdiser X, who
manufactures skid chains, was complaining abour the high cost

of me and space.

"N, said Mr. Jamison. “The basic trouble with your seuff is that
you ve been placing it, ar considerable expense, in places where

the skid is scarce... in places where they never heard of snow. Yours
—in fact—is a product that should be promored at the local and
scasonal level only. T is a natural, I mighe say, for spor radio, some
of which I will try to sell you now at a considerable saving over
what you have been paying for other less efficient media.” He then
went on 1o suggese (just as a stareer) a series of spot programs

and announcements preceding the arrival
of predicted bad weather in various

important markets around the country.

Adveruser X is selling plenty of skid
chains these days...and Weed and
Company is doing more business for

all of its clients than ever before.,

radio and television
Slation representa tives

new yvork . boston . chicago . detroir
san lrancisco . atlanta . hollywood |
|
|
|
|
SPONSOR
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Zany "Rise and Shine" sessions require mc's who really think that way,

Riseand shine

On an carly

Smoothing out the wake-up

pains of Mr. and Mrs. Ameri-

ca with broadeast words and
musie ean bhe profitable advertising.
Sucecess doesn’t depend primarily on
the program content of a rise-and-shine
SESSTON, ﬂ!”]nll,‘_‘h the content has to he
right, and skill in programing is
essential.

Ingredients of the wake-up show are
hasically the same for all.  The mas.
ter catalyst is what the individual me
does to those ingredients.

Wake ‘em up gently, musie not too
blaring: get them dressed; in to break-
fast with time and temperature; off
to work with a touch of human tnterest

4 FEBRUARY 1949

.l'll.illf.‘.I stin

1o smile at or ]unnth‘r Ill'il'”_\‘

The artist at doing this has a master
key to the poeketbooks of most listen-
ers. He ean. and does, with amazing
effect. open his listeners” minds to his
sponsors’ eommereial messages.

The rise-and-shine period is differ-
ent from its first eousin, the a.am. wo-
men’s participating  show.  House-
wives make up the major part of the

Wake-up

men  as

service program audience.

shows may have as many
women listeners.  That pieture changes
gradually. of course. as wmore men
than women leave home for work, The
time of this exodos varies radically

throughout the country.

‘- ll“l l'l:l" 1

as do Richard Hickox and Frank Lee on "Yawn Patrol” over WLAW

iakes the progrant

The typical rise and shiner gels un-

Unlike the

derway at 6 a.m. Wi
mens partreipaling sessions, some of
which start as early as 8 am.. the

\\':ll\'t‘-llll show 1s always med by a
man. There is a very speeial reason
for this, other than the fact that the
program is designed for both men
i]l][l women.

look to

ogy for additional light on why peopl

|:|'l|{1{}('l|"|l'|" whao j;-\u‘!]u.[-

histen have an explanation. They poim
out that in most homes carly-morning
comversation at ils best 1= scarcely

commaodily lo excile a woman's =entr

ment.

They eite research which indicates

17
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F. Bostic Wezter's "Saddle Serenadz" gets "em up early or KYOR, San Diego with range music

that mauy women prefer a “pleasant™
ma=euline voree over the vadio in the
e
Ioven

morning o voice of a woman
Pro-

thromehout

broadeaster, onsewiyves

leetive  beague prograns
the country are all me’d by men.
There’s no ontstandingly snecessful

carlv-morning me who isn’t aware of

this finding of qualitative research,
Not all letters are so naively uulqu.krn
as one vecently reccived by a leading
waker-upper,  The  housewife
him: “You have <uch a lovely maseu-
line voiee to wake up to.” Thonsands
of letters VT \\c‘l'ktl.‘l_\ =ay the <ame

wriole

thing in one way or another.

this fact.,  Most of them ecan <how The common denominator of quali-
letters in every mail 1o sabstantiate  ties, acecordine to the mail. that de-
Typical Spousors
Whoe Use "Rise and Shineres™
American Safety Razar Cudohy Packing Mennen Ca.
Borbasol Co. Dodge Miles Labs.
Best Foads Ford Nash
Brown & Williomsan Gaomberelli & Davitte New England
Buick General Foaods Canfectianary Ca.
Colgate-Palmolive-Peet General Mills Procter & Gamble
Conti Praducts Griffen Shae Palish Ransan |
Cantinental Baking Lever Bras. Vick Chemical
Crawell-Callier Them McAn ‘Whitehall Pharmical Ca.
—— —

'8

scribes a masculine voice “lovely to
wake up to” is one that s “sincere,”
“friendlv.” “considerate.” These quali-
ties obviously are no less appealing

but they don’t mean
Lo a man.

to men listeners
To the wo-
more Lo project herself
situations. a pleazant

the same thing
man who tends
inlo imaginary
masculine voice in the morning pro-
vides a lintle fantasy she can enjoy,
These qualities don’t affect a female
listener in the X-
pressed in the voice of a woman broad-
(though thes

same way when
are no less im-
To

most men listeners a “pleasant™ morn-

casler
portant assets o a woman me).

ing voiee is one that gives him the
auy other talk. as unob-
trusively as possible.  But there are
important exeeptions, which will le
noled.

ne'ws, ar

ligredients common 1o the great ma-
jority - of early  wmusical-olock type
shows are sammed up in the title of
the WFBR Baltimore) 6-9:30 period,
SNl How the
me varies these ingredienis to suit his
own individuality and talent is the real
answer lo success,

thne, news, lunes,

With these programs, as with wo-
men's  service  programs, the rating
slory isn't the most im-
portant signpost of achievement, A
TN.T. show may command an audi-
ence that makes np in lovalty what it

necessarily

lacks in size compared 10 audiences
later in the day.

Surveys in all parts of the country
generally agree that the single item
for whieh the majority of dialers turn
on their radios is the news. “r‘spill‘*
this fact. however. veteran radio rise
and shiners say that the quickest way
to kill an audience is 1o talk 100 much.
Even for news they feel about five con-
secutive minules is the maximum that
can be safely used.  Most of them use
from one to three minutes, Often news
ilems are iull-r:qn*r.-c‘d \\'ilh musie an:l
the commereials.

\ fair average of talk (including
commercials ) to omuste = a ratio of
one to three.  The fact that most early
morning devotees of the wake-up pro-
gram don’t like too much talking, de-
spite their desire for headlines and
weather. has a lot 1o do with the me's
technique. ineluding  his handling of
commercials.

There are two opposite schools of
thouglit on the way to treat early-
morning listeners.  That both stvles
have a following simply indicates that
what ;l|1pl':|l.~'- lo one group doesn’t
necessavily appeal 1o another.

SPONSOR




The most  [requent  approach  is
based on the theory that a person who
is just opening his eyes will take to
a quict, rather than a poesitively cheer-
flll‘ '”Ii& E\-l.’hll(!i ;.'j\l'.‘- lis-
teners music with little brass, and spats
livelier bit the
period when listeners are presumably

manner.,

numbers a later in
in higher gear,

The “cheerful™ school is very biight
and postive.  Any tune they select is
nsually a waker-upper.  This school
lends to do more talking. and the mes
tend to nse “harder™ selling tacties i
the
used by

“sneak-it-in”" tech-
the “take

contrast with

nique it casy”
:it‘llnl'l].

Both manners of handling a show
find their audiences. The important
thing is that the technique nsed must
fit the personality of the me. He must
be himself.  No listener is quite as
sensitive to a broadeasting style as
one just out of dreamland.

The greatest apportunity for ;lp]lt‘;ll-
ing to a seleeted audience through in-
dividual stvling of a vise-and-shine
program lies in the varialions
possible within the simple framework
of music and talk. For example,
KYOR (San Diego) broadeasts a six-

wide

toreight  a.m. show  called  Saddle
Serenade.  All music i “modern™
Western and hillbilly.  Thus, me |,

Bostic Wester has built up a follow-
in{: of enthusiasts for his brand of
music by staying strictly with what

Human interest is always a plus in rise-and-shine hours.
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he has discovered his listeners like
for morning music.

Wester has capitalized on a kiack
for dramatizing his  conversation
cach sponsor awd his wares are per-
huwman  interest

sonalized  through

stories.  He works into both conuner-

cials and entertainment the obserya-
tions of two odd characters, “Tex™ and
“Booker T. Jnlu'.\,” |r]&l)l':| 11_\ Wester
himsell.  This is an tnstance where an
exceptional knack [or unusual early-
morning talk has paid off with a fol-
lowing. Music in this case gets only
6O of the }It'liil(l.

\ pair ol young men. Ravbuim and

Fineh. on WNEW (New York) are
engaged from six to nine-thirty in

breaking still more wake-up precedents
with a show that manages to live np
to its name. Anything Goes.  They're
full of gags and tricks, and socceed
to the satisfaction of plenty of listeneis
in being. as Newsweek put il very
funny —({or the morning.”
kid a product — hut the
are something else again.  Their fans
like it. so their sponsors like it. as indi-
cated by their being sold out as of

They neve
commercials

this writing.

This pair gets away with zany fun-
making in the morning, not only he-
cause l]l('_\' discovered 1'1101&_!11| l){'li]lll'
like it. but they acted
that way long hefore the show started
—it’s their natural style.

WPTE (Raleigh. N.C.) slants its

i!l?\ll l;i'i';llla('

G:30 Morning Variety to a rural audi-
folk

Il['n\l‘li .1|:|1--;1i i the area.

!IJII‘-|-! |
\ [re I nenl

cause for [ailure of a wake-up show Lo

cnee with amd  other

gather the audience it should is the
me who takes the casy way of pro-
graming music by picking tunes more
the hest-
seller lists. iustead of carelully analvs.

or  less |1.'t|||l.'u.-||¢“\ from

ing mail and phone requests,
Shows with the maost loval Tollow

a consistenl

ings build them by pro-

gram of catering 1o Kkonown musical
Pacing of not only the
but  the

of the easv-to-listen-to

||ll'f{‘1‘|‘lll‘l’-.
conimeyelals entirte show s
another seeret
I'i.-l‘-iillll-.-]lirlf' }Il'l'illll_

Sibley’s Dawn Patrol. WAR(
Yo i PO T

ample of a show which i< geared with

| “Ir-
« hester, an oulstanding ex-

meticulons  eare o aceelerate  pro-
aressively from start to finish of the
The tem-

po and the mood of the seleetions and

broadeast (seven to cight).

the announcvers biighten as the how
\Mter a Iweak at 7:30 [o;

more news conle }I]]]Ili'l'lill‘ IlIlI'I-IIIII ill'

ProgZIesses,

terest stories and |l|-'||.ll‘|'.‘- selected with
an eye to the youngsters. This is in
the heliel that if they listen. the whole
family will listen.  This show fspon-
sored by the Sibley. Lindsay & Curr
Company. a |||-|r;nl1|u'nt slore)l  won
first prize in the general family cale-
gory in the contest run by the Na-
tional Retail Diy Goods Association.
{ Please turn to page 3

Frank Cameron (WHAY, Haverill, Mass.) gave away puppies in a contest




THE BlG HEADACHE

Unions have ereated plenty of

woe for radio bt wait and

wateh what TV is np against

Lp to now. broadeast

E (T advertisers  have  been
relatively  untroubled by

Iilr' nion EJI'I-IIIi'Tll— \\llllll i!\l\l' ]u'-
et radio itself. Radio technicians,
thetr union afliliations and pay scales
have heen of little coneern to a spon-
sor, with the network or station paying
s own behimd-the-scenes [H‘I'llil' and
worrving about any labor dificulties.
I'he sponsor’s contact with union-
ization in radio has revolved only
around the creative and performer
angle —talent. writers. producers, di-
reclors. musierans And although this
rnd of radio |rl|u|'lirl|-a|| brings mems-
bers of varted unions itnto a single
studio. a rapprochement among  the
untons  involved has seen 1o it that
jurisdictional — squabbles  played  no
parl in an advertiser’s use of the air.
'I'vlw\i_-in-ll_ Jlu\\t'\ll_ |1<I- now  de-
postted the advertiser using that me-
dium in the middle of a unton siua-
tion that is zoing 1o take a long time
o tron oul o everyone's 1'i||:;]ul-'[r
satisfaction.  It's the old recurrent
umion hugaboo ol jllri--lisllulll. The

new spawning. sprawling art form
that is TV brings together every type
of performer and techinician— daneers.
night club and vaudeville acts, as well
as actors who have never worked in
radio and  cameramen.  electricians,
stage hands, stage property men. boom
operators, scene painlers. even ward-
robe mistresses, all of whom had no
place in audio broadeasting.

The sponsor who uses a small or
medium-sized television  program
doesn’t have the same expense or com-
plications as the advertiser who goes
in for hig, elaborate ]ll'”(IIIi'li'l'll"' like
Texaco Star Theatre and Toast o) the
Town. Basic technical and production
crews,  suflicient to handle  smaller-
scale shows, are hlllllllil'll ll) the net-
work or station. leaving the sponsor
of such programs with nnl_\ the normal
costs of talent and time (as in radio).

But the more spectacular the show,
the more backstage personnel is nec
CRSAr and that’s when SPOnsor  ex-
pense starls to mount. It’s also when
an advertiser begins 1o get a l1n-l--|t|-

(Please turn to page 36)

I. Boom Operators — IATSE,
IBEW, and NABET.

2. Comeramen (& asst.)—IATSE,
IBEW, ond NABET.

+. Dolly Operator—IATSE, IBEW,
and NABET.

. Lighting Technician — IATSE,
IBEW, and NABET.

.

working at CBS, the studio illustrated.

A Few of the Uniens* Involved in TV Production »

Stations have contracts with only one union covering any one eraft. The unions
listed cover staff men al different networks, with only one union in each category

+#. Floor Manager — UOPWA,
IATSE, and Radio Director's
Guild.

(3. Actors—AFRA, Actors Equity,
Screen Actors Guild, AGVA,

7. Yideo Control Engineers —
IDEW, IATSE, and NABET.

J}. Director — Radio Director's
Guild, Screen Director's Guild.
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Youngsters attending Bond Bread Talent Hunt on WATR, Waterbury, Conn., don't forget sponsor. They go home with a loaf of the staff of life

beneral baking
uses selective radio .

l'll'illl

hews 1o a

Laree-seale manufae-
relatively
slable =ales line, 1 nlike spe-

as the

Harme

cralty or luxury  ftems. bread.
llllllllll'l e ~I.l|rf|' |'n|1|||ln1|ll\ nf
evenviday iving. needs no promotion Lo
the public as a produet initsell. Bread
sales Hoetoate Intle from vear 1o vear:
Cin other bunsi-

1= small an merease

pesses ) as 370 would astouish and de-

ligh

Covtain vartables ean

1139 }.r, .|-| u»||||..li|\.

ol vonrse. in-

terupl the more or less even tenor of
vonabional Lakery's sales charl, Gen-
cral conditions. season of the vear.

L.ll'r| il wiriLher, e r||. neal ;l[lli
othier Tood products these all infl
tenee the nmmber of loaves sold daily
for ns lone as the 1-.||[|I'|I|.i| vonndition
AN B e

But o the over-all vear-<in. svear-oul
22

picture. hread sales are as constant as
the presence of the }llm]lll'l wsell in
American homes and eating places,
Which leaves just aboul one avenue
open to leading bread bakeries to
creale extra business: take i1 away
from the other fellow.

General Baking Company has long
l‘lr”“'l |-|l]i|? i ill‘ll'l”]. Ve necessars
allv. et only in the diflicult matter of
customers from com-

enlicing away

petitors. but also in holding s own
in compelitive markers, Tl COMPRINY
b= no <ot broadeast advertising bud

vl Lo

promote ils nationallyv-known

Bond Bread: seleetive radio i enr-
tenth vsed exelusively. and it s
whoen amd where
The bakery's

vadio poliey adds up to one ol the most
||t'\”t|:'

b lil;.‘II[ as needed,

conditions warranl il,

uses ol the medinm among

asticity and local impaet of the
maoedinm has served Bond

ad well for (ten years

prominent national advertisers,
General Baking money spent during

191 Tor advertising in all media ran

S1.000.000. 3097 of that

total going into radio: newspapers (no

over with
magazines. however). billboards. and
movie film trailers accounted for the
remainder. There is an additional ad-
vertising factor, derived from normal
General Baking operation. which costs
nothing, but whieh is nonetheless
polent the hillboard ads earried
throngh a locality’s streets on the sides
of Bond Bread trncks. And there s
the undeniable further advertising
bewefit stemming from the meve faet of
Bond loal displays on grocery store
connlers,

Vipeselling Bond™s 13 hakeries
1|J!ul.|]_'||nl|| the countr represents
virtually B3 separate advertising opera-

SPONSOR
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tions, since eireumstances and condi-
tions vary in cach locality to such an
extent that one rigid radio policy. de-
termined arbitrarily at General Bak-
ing’s home office in New York., would
be expensively nseless. Further., GB
sells wholesale to grocers in some mar-
kets. retail door-to-door in others, and
combines the two in still other terri-
tories. Advertising requirements of
Bond differ with localitics. and two
basic thoughts guide the company in
its use of radio- the parteinlar markel
and Bond's competitive position in it,

General Baking has used radio in
practically every conceivable manner
over the past 20 vears, Its air cam-
paigns currently are aboul 80°¢ one-
minute announcentents and chain
breaks. not used continuously in all
markets, but depending npon the par-
ticular sales problem of the moment in
the particular territory.

The baking firm’s air schedules are
as variable as the wind: four or 13
weeks of anouncements in first one,
then another territory wmay be hought.
then dropped for a month or two. then
resumed, On the sorface it seems 1o
be a harum-scarnny. indiscriminate sys-
tem; actually. it’s a shrewdly planned
npcmlinll to get the hest, most coneen-
trated resulis in each instance. Bond
announcements vary from ten to 30 a
week, depending upon the population
in the area.

Where programs are used. the com-
pany tries to fit the type of show to
the type of consumers to he reached:
the format is measured against local
requirements as closely as possible. Al-
most every sorl of program has repre-
sented Bond Bread in one section or
another of the U.S.—om man-in-the-
sireet broadeasts (Bond has one on
currently in Bedford, Indiana).
through amateur kid shows. to hasket-
ball sportscasting.

Two teen-age antateur programs are
presently  producing good results for
Bond in New England. one of the
shows going over WATR in Water-
bury. Connecticut. the other aived on
WNAB. Bridgeport. Programs are
identical in pattern. with both of them
conducted by a former music teacher
named Virginia Lyons. Success of the
shows for Bond has been due less 1o
their listening pull than it has been the
result of sales promotion. with the pro-
grams used wmainly as instrmments Lo
implement the  promotion,  Program
idea revolves aronnd small cash prizes
given lo the high-sehool kids who win
vocal or instrumental honors on each

14 FEBRUARY 1949

Talent is flanked by Bond Bread displays at overy WNAB (Bridgeport, Conn.) broadeast

show. The sales angle enters the pic-
ture via the method by which contest.
ants win: the winners are determined
ll_\ the number of voles seat i o
hallot olained
only by buying the loaves of Bond
Bread to which they're attached.

Fach program is a 30-minute day.
time show once a weeh. WATR and
WNAB have been carrying the pro-
grams fu]‘ ull]_\ a fl‘\\ rl}nl'llllz-_ IIII' Ihf'
formula had been tried and proved the
past several vears in Woreester, Massa-
chusett=. and Providence. Rhode Tsland.
General Baking derives further benefit
from these programs throngh  Viss

fnrm-i \\Ilil']l can I

Iavons" formation of Bond Bread Stu-
dent “ll.-il' l‘luh.-. one in t':}"il .-I'Ilrlnl
in the Waterbury and Bridgeport areas.
The good will alone that i~ stimualated
among parents, happy at the idea that
Junior and his sister are engaging in
<uch adctivities. is invaluable 10 Bond.
to say nothing of the actnal bread sales
Lo mothers.

Bond now has a similar program on
W=D in Baltimore. The vse of this
station represents a departure from
the norm for Bond. ordinarily a nser
of network afliliates for sclective an-
nouncements, A telephone eheek of

(Please turn to page 52)

WSID's Bond Bread Teen-Talent is sold via point-of-sale displays in many Baltimore grocers

— \ fr\‘--,
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The farmer has money.
He loves (o have radio help

him distribnte it

i While advertisers are waking up to the fact that
PPOSM  the farm market is a lush one. with three or

b four times as much money o spend as it had
ten vears ago. the case histories of successes are still
dominated by products used by the farmer Tor his acres
and livestock.  First eollection of capsule case histories
runs a limited gamut from paints to limestone,  Fxen the
report on clothing sales via farm hroadeasting stresses
work <hoes and leather helmets, rather than go-to-meeting
\\l'-‘]rillll"".

The new crop of advertisers who are using farm sta.
tions and programs to sell everything that eity-folks bus
hasn't built up sufbcient facts and figures 1o make con-
clusive case histories, although sroxsor is gathering some
of these and expects in a future farm results aeport to
focus s spotlizht on how the regolar manufactorer s
<elling the rural arcas,

[n <everal previous issues. reports on different phases
of Tarm programing and selling were covered in detail.
F'o top ofl these peponts. spoxsor has gathered these cap-
sude result stories 1o emphasize the commercial side of
farm programing,

Despite the faet that farm priees are coming down.
the farmer is protected from the index droppimg too low
sinee the bottom i wmost comnmditios s ]lt"'_"j.!t'(l |1_\ Find-
vral =ubsidy,

Fanmers are ereat divect-mail huyers, and while only
ime ol the cap=ule case histories 1= a direet mail report,
another in the series of these resnlt studies will he almos
cutirely devoted 1o farm direct-mail selling,  Stations like
WAAN. Yaokton, not included in this tabolation. has an
amazing reeard of divect mmail. as has WLS. Chicago, and
a mumber of other rural stations,

Broadeast  advertising’s  sales-effectiveness  figures are
not easily accessible. Most advertisers el that  their
campaigns are vesultfol becavse of some seeret formula,
I the exception Tor an exeeative [ike Vietor Van der
Linde to admit that the right progeam o the right <tation
<olls his produet  Dolein,

Paints

SPONSOR: Keystone Varnish Co. AGENCY: Blackstone Co.
CAPSULE CASE HISTORY: Keystone wanted to find out

who the listeners were for WJZ's "Farm News Program"
and throughout what territories these listeners were
spread, Company therefore offered a pint of enamel
paint to those who requested same. Offer was made
via one 60-second announcement over the 50,000-watt
New York station between 6-6:30 A.M. Result was 4,442
requests for the pint from farmers and suburbanites in
3| states, principally New York, New Jersey, Pennsylvania
and Connecticut,

WJZ, New York PROGRAM: "WJZ Farm News Program'

SPONSOR: Clarke Hybrid Corn Co. AGENCY: Placed direct
CAPSULE CASE HISTORY: "Farm Reporter" program

includes farm news, weather reports, markets, and inter-
views with farmer users of hybrid corn, as well as other
farm guests. Noon-time program has been aired for
Clarke for the past six months. The company reports that
it now has the largest advance sales in its 15-year history.
These sales resulted. Clarke claims, from its farm pro-
gram, and despite more competition in a safurated
market, and in the face of a planned decrease in corn
acreage in 1949.

KAYX, Waterloa, la. PROGRAM: "Farm Reporter”

Machinery

SPONSOR: Northeastern Oklahoma Machinery Dealers
AGENCY: Placed direct

CAPSULE CASE HISTORY: This farm program was origi-
nally successful encugh (with one dealer of the group
buying a week's program and tying it in with rest of
dealer merchandise), but at the end of |13 weeks the
success backiired. Farmers wondered why they were
advertising unless they had plenty of machinery, which
necessitated changing to institutional plugging. At the
end of the year's contract, dealers had to cancel because
of bad will engendered in building up farmers' hopes.

KYOO, Tulsa, Okla. PROGRAM: "Farm Program'

Lightning Rods

SPONSOR: Don T. Atkins
CAPSULE CASE HISTORY: This sponsor has reported

one of the most remarkable and rewarding results of us-
ing farm programs. Utilizing cne-minute announcements
on KDKA's "Farm Hour" over a three-month period,
Atkin received as a direct resut of this advertising
$20,00 worth of business- at a cost of less than $500
for the announcements. Benefit derived is surprising not
only from the standpoint of high profit against low cost,
but also because of the product advertised lightning
arrestor equipment and insfallation service.

AGENCY: Flaced direct

KDKA, Pittsburgh PROGRAM: "Farm Hour™




- Clothing

.’ SPONSOR: Weil Clothing Co. AGENCY: Huffman Advertising

1
CAPSULE CASE HISTORY: Specific tests conducted by

Weil Clothing have proved to the company that Charley
Stockey's "Farm News" program has paid off substanti-
ally. On one test, run in September of Stookey's first
year for Weil, he soid, on mail orders alone, 188 boys'
leather he!me?s. with double that iFgure crossing the
store's counters in direct sales. Another test resulted in

Rock Materials

SPONSOR: Anchor Stone AGENCY: Placed direct
CAPSULE CASE HISTORY: Fifteen-minute mus'c pro
qram started three Ve Wi WOre f fom
s about the benef fre
on farms. . w
minu ! '“___'__.,__ a1 | wever

srcials. Recent 20-word spot or
many orders within three days t

el
40-odd pairs of work shoes being sold through mail orders returning the following Sunday ic 3 itutio
alone. Weil has found that program also reaches an pitch. When company now gets a o tockpi
urban audience of as high as 409, on occasion. 20-werd message puts them back on a "shortage™ basis
KXOK, St. Louis PROGRAM: "Farm News" KVOO, Tulse, Okla. . PROGRAM: "Feed the Soil"”
A
!
@ °
Livestock Plastic Goods
SPONSOR: Marysville Livestock AGENCY: Placed direct SPONSOR: Plasti-Pads AGENCY: Placed direct

CAPSULE CASE HISTORY: In eight months' sponsorship
of WIBW's "Farm Service News," an early-morning six-
times-a-week program, Marysville experienced a fantas-
tic growth in its weekly livestock sale, to such an extent
that five acres of new pens to house cattle and hogs had
to be added. Company shared two of its weekly pro-
grams with Osage City Livestock Co., with business in-
creasing so much for the latter that it was not able to
handle the livestock that came in on consignment, and
had to cancel.

WIBW, Topeka, Kan. PROGRAM: “"Faorm Service News"

CAPSULE CASE HISTORY: Six one-minute announce-
ments on WBBM's "Country Hour," heard in 30 states,
produced 731 pieces of mail, enclosing $809 for 9708
Plasti-Pads (plastic scouring pads). Ninety-three per cent
of the letters came from the seven states comprising the
Midwest farm belt. Another sponsor, Gaylark Products,
manufacturers of automobile seat covers, used ten
announcements on this same program to good results,
also. Announcements produced 705 orders for Gaylark
covers, making for a total of $2805.90 at $3.98 each.

WBBM, Chicage PROGRAM: "Country Hour"

Chemicals

| SPONSOR: Carbola Chemical Co. AGENCY: R. K. Weill
CAPSULE CASE HISTORY: Carbola sponsored the

“Farm Forum' three times a week over the Summer
. months last year, program including weather, markets,
farm news, interviews, and a “bulletin board'" listing of
farm meetings and events. Straight commercial copy was
frequently replaced by recorded interviews between
WMT's Farm Director and farmers, dealers, or spraymen.
Occasional on-the-spot descriptions of a Carbola spray
application in a dairy barn were used. Company reported
an extremely sharp increase in sales in WMT territory.

WMT, Cedar Rapids, la. PROGRAM: "Farm Forum"

Equipment

SPONSOR: Clark Co. AGENCY: Fairbairn Advertising
CAPSULE CASE HISTORY: Company is wholesale dis-

tributor of several lines of farm equipment sold through
retail farm implement dealers. Radio use has been
extremely satisfying, with sponsor reporting particularly
good results on tractor sales, which have "multiplied sev-
eral times" in listening territory. Clark also reports that
mail leads from radio yield a higher percentage of actual
sales prospects than any other advertising media. Firm
finds dealer relationships are strengthened through men
tion of dealers’ names in commercials.

WTIC, Hartford, Conn. PROGRAM: "Farmer's Digest"

]
1

l

|

Limestone

|£
SPONSOR: Missouri Valley Limestone AGENCY: R. H. Cary
CAPSULE CASE HISTORY: Sponsor buys 15 minutes

five tfimes weekly of KMA morning farm program. Station
helped the company select a trade-name for its product,
making Missouri Valley unique as far as agricultural lime-
stone products are concerned: name is Fertilime, and is

| being sold on the air that way. According to this sponsor,

| limestone sales in the Midwest are about 359, under
last year's, generally speaking, but Missouri Valley's

| sales represent a 109, increase over a year ago. Firm
feels radio has made the difference.

KMA, Shenandoah, la. PROGRAM: "RFD 950"

Feeds

SPONSOR: Quaker Oats Co. AGENCY: Sherman & Marquette

CAPSULE CASE HISTORY: Something new was created
by WLS for Quaker Oats to advertise its Full-o:Pep
Fends, when the 30-minute ''"Man on the Farm'' program
started 10-years ago. Program i
the company's experimental farm af
and includes music, comedy
service talk by a member of th
farm listeners. ''Man on the
the WLS territory, but also
markets,

WLS, Chicage PROGRAM: "Mcn cn the Farm™
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1 = allvance AN e, e s ghetien, workers wha

Heidt

s

local talent requires the helping hand of

lere's how 1o travel a show

Philip Morris Parade

of Stars. featuring

Horace Heidt, Kknows

the road answers

It costs real money o travel a program unless the show

i= built around a talent aggregation like Horace Heidt’s. Then

part of the heavy travel cost is absorbed by dates the band plavs during
cach week. Heidt may playv as many as seven towns a week —all the
weekday dates building up to the Sunday night Philip Vorris Parade of
Stars talent opportunity - hall-hour \NBC
Practically every town played by Heidt during his current tour has
accounted for inereased Philip Moiris sales and citywide displays for the

hroadeast over the network.

cigarette that Johuny sells,
Planning a tour for a program is like playing a chess game.  Every move
must Le caleulated in advance, with eivie organizations. the mayor of

When it works like Heidt, it's okay,

the town. and exervhody in the aet.

a

age n ¢
2 = auultlunl"g :ooch like producer Jerry Browne of the Horace Heidi s

tra'i

Programs get whole town enthusiasm when they're sponsored by a local welfare or social organization that profits from the presentati

3 A ticket sale can't be left to chance. Special ticket offices, often mobile like thi: fruck outside Baltimore Armery, ar> opened days before the broades
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show caravan builds up color, prestige and speed 5 ! h k' in ot hotels, talent looks like a cyclone at work, but a goed
BtWﬂe" tﬂwns with the assistance of a motorcycle police escort c ec Ing "I rest is important for a troupe that travels everyday

ni 1 duti ti th how . In Oklah . H ttended b Phili Maorri tiv hel
admlnlstratlnn H:i:i"t ci:cl:leuI:ryM wcrisd‘ ain J..:Qw:-:rsh:le II..i:hpend f?:r; 1 dea'er meetlngs EuiT; jal?d ;ireci 15305 f:rm:po:::rci:g‘ ?:’Dmpdnf;

' d through town, like this motorcade through San Bernardine, California, makes it possible for populous areas in which the program is touring te root
I]ara e for favorites. It also enables the sponsor to associate product with show. |t has all the impact of a circus arriving with its giant calliope
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g . th h includes much more than the broadcast program whenever a commercial broadcast unit tours. Usual presentation runs two hours, with taleg!
e S ﬂw doing specialities, and audience builds up, until house is filled by airtime. Heidt pulled 6,000 in Baltimore. Weather was against a big furnof’

-

- *
W

]U .h k '- preparation is vital for a smooth presentation. Mrs. ‘|‘| _l h the Fhilip Morris trademark, increases visual effectiven
a{: S\age Heidt helps the girls with their makeup and their spirits U ""y, by occupying the platform for all broadcast prograg

A

]2 ] h H and those 40 winks are important, even if rest of ]3 - ﬂ can't always be converted into cath by hotel, so lined
S UWS Uver cast hasn't as much to get tired as Tiny Hutten payﬂ al bank in early a.m. is a frequent cccurence in any tod
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Blackstone's magic detecting has been

o0

found

the ideal way of selling the magic

) deal

of

R T ‘ ==
T B 2

. - -
the modern Blackstone washing machine

Blackstone finds a

transceribed dealerv=co-op program puis aeross its new

Ad-manager James E. Peters
of the Blackstone Corpora.
Jamestown. N. Y.
was looking for a better way to make
housewives think of “Blackstone™ on
waslday,

tion of

”Il'fl the ;Jl'iill'- u[ sOHne
rival Bendix washing machine sales.
York started a chain re-
action and uncovered the answer,

men in New

Bendix last Fall was sponsoring a
five-a-week  skein of  theillers  on
WNEW (New Yorki. transeribed and
called Mysteries at Fight.  One of the
series making up the group was a 15-
Blackstone. Magiec De-
tective. based on the famous magician.

Blackstone,

minute show,

14 FEBRUARY 1949

Vagic Detective had been aired only
a few times when producer Charles

\!i"hl'l?‘ll”_ the

transeription firm of that name. picked

president  of radio

up hi= |-||unr and got a shoek, It was

Ted Cott., WNEW Program Director,
“"We're cancelling Blackstone. Charhie.”
was the gist of what Cotl had 1o say.

“Bendix threatens 1o cancel us il we
don’t get it off the air prouto.  Their
salesmen  are complaining the <how

gives the competition more publicity
than it does Bendix L . .7

Michelson lost no time pointing oul
1o Ad-manager Pelers in Jamestown
the a lie up
of hi= Blackstone washing and drying

“magic” po-sihilities in

name in the washing machine field

m|ui|-mrr|1 with Blackstone, Uagzic De-
tective.  Nichelson |J|i|II||\-('-| Lthat the

company approve the transeribed J et k-

age for a cooperative deal with dis-
ribotors and dealers.
Blackstone was [aced with a ~erious

sibuation., \Mthongh it< enginecrs de-
stened the hrst erude washine machine

in 1871 toreamization’™s olhetals elaim

it 1= the oldest firm in the hosiness
mos<t of s l]Jfl]I.{.’]'-‘- up Lo Warld
War 1l had lLeen supplied to chains
and other outlets under private hrands
o most prople Blackstone performed
feats only from a staze. nol m a laun
1['\.
APt B g bt becipial St

29

T |




PART TEN

SERIES

TALENT LAMENT

The cleavage

between national aind

is sl

local talent problems

c_—.ﬁ. The lament of the talent in
il broadeasting is as varied as
the teome it makes. which ranges
from a pittanee to a fortane. The hig
naties lament their creative lives heing
reglated by o man ecalled Hooper,
I'he nameless member of the American
Federation of Radio Vetors Taments
the 1o himy enormous  mnnber  of
other nameless ones with whom he's
ilnr"'mi Lo :'nnllu‘lf' fnr dn Hl'l':ln-iull.'ll
1'.’I“ |Ilrl' il iu];.

Between  the performer for whom
vacio is a part-time job and the stars
there are the regular network mikers
who work onomany network programs.
carn “eood living ™. and whose major
laments are the number of canflicrs
they have tealls from two <hows that
e cither on the air or have rehearsals
il the same time). making it impos-
<ihle Tor them o take Lionh inlw. These
are the actors, sinzers, and mus=icians
who are radio,

The nation’s radio performers all
have their eves on New York and
Hollywood, A few have Chicago ambi-
tions, bt the Windy City has heeome.
during the Tost few yearss less and Jess
a network program origination point.
T ey |Iu{|l‘ TV will trliil._'_! it back.r A
few performers, mostly folk musie
artist=. wonk Tur away from the gay
white wavs<. and boild themselves
nationwide Tollowings by appearing on
hoedowns, harn dances, the Grand Ole

30

Opry. and other homespun entertain-
ment sessions. These are networked.
some lo the entire nation and some to
regional loops of national networks,
Neither New York nor “n“\ wood has
national Tolk musie sessions. bhut Chi-
cago has the practically internationally
lamous National Barn Danee. origi-
nated by WLs.

Folk musie talent laments the fact
that. with the exception of stars like
Roy Acufl. Red Folev. Lulu Belle and

Seatty. Eddy Arnold. and Red River

Dave, radio pays them directly little in
cash and less in respeet. Folk musie
talent plays many programs on sta-
tions. but frequently depends as much
for recompense on the sales of their
song hooks and “family albums™ as
they do on their salaries. Also of great
financial importance to mountain and
range musie performers are their per-
sonal appearances. nits from stations
like KSTP (36 Paul), WRVA 1 Rich-
mond. Va.) and WOWO ( Fort Wayne)
are constantly on tour. and return to
their stations for broadeasts only to
take to the road almost immediately
after their airings. They'd like 1o work
less= and profit morve from their great
followings. The big folk musie stars
draw royalties [rom their recordings
which they frequently sell along with
their albums and song hooks. (A
report on folk musie on the air will
appear in a fortheoming issue of
SPONSOR. )

There are few actors regularly em-
ploved at stations throughout the na-
tion. When plays are broadeast, talent
i= usually drawn from the local little
theate

s. high schools. college dramatic
assacialions. or dramatic schools, An-
nouncing talent would like hetter pay
at most stations and especially ( where
they don’t get it special fees for han-
dling commereial announcements and
programs,

All talent located away from big pro-
duetion centers laments the fact that
talent seonts are few and lar hetween,
and that even sponsors located in the
talent’s home towns go shopping afield

when sponsoring network  programs.

Problems with elients

1. Spomsors want programs to be suceessful from the first

broadeast

2. Advertisers usually know only the stars in their programs

:. ':\l' YV sponso is i rnsirale¢d shownman
3. Esvery 5 r frostrated showma

L. Sponsaors are oo Hooperating conscions

3. A real radio authoerity at an advertiser is the exceeption

rather than the rnle

6. I's hard 1o interest a sponsor in a program that deesn’t

originate in New York or Hollywood

-

. They shonld stay out of control rooms

8. Too many sponsors have radio-interested wives

SPONSOR




Cineinnati talent points to the fact that
the greatest user of davtime programs.
P8G. is headguartered in the Queen
City. aud yet has seldom auditioned or
nationally  sponsored  amthing  origi-
nated in the town,  (One of the first
successful davtime serials, Lije of Vary
Sothern. as well as Ma Perkins. staned
in this Midwest ril_\.l

Performers who work programs
which originate in non-key network
cities like Detroit (The Lone Ranger)
complain that jobs are scarce, and if
it weren't for productions like LR they
couldnt be i radio. Taleat toutside of
production centers) kaments that it just
doesn’t make what it ealls a “living.”
All of the balance of the Taments pales
I)t_‘:iidl' pay t'lﬂ‘(‘h:]u‘ l'lllllp]:l.illl.-. ,\qu'
and more. talent points to the faet that
the pmdut‘linn trend is towards New
York and Hollvwood. Television has
broadened the opportunities, bot al.
ready some important TV stations are
drifting towards local  produe-
tions”™ thinking,

Local newscasters are still important.
and onee |]]|'_\ build fu"u\\il\;:.- like
Cedriec Adams (WCCO, Minneapolis),
they have little to lament about except
the lack of national recognition. Adams
is the exception insofar as national
recognition is concerned, for Arthor

“no

Godfrey has touted him so hard and so
often he's practically a national figure.
The same. however. is true of a num-
ber of other newsnien who have been
well publicized by their stations.
Other performers at stations who do
okay for themselves and have Tittle o
lament are name disk jockevs, From

Problems with ageneies

I. Too muny ageney directors know too little i.

about production

a pav-envelope point of view record
spinners  like Kurt Webster o WET,
Charlotte 1. Rush Tughes (KNOK. St
Louish. Barry Gran (WKAT. Miami
Beach). earn salaries that compare
favorably with New York and 1olly-
Disk jocks are muost
elfective loeally, and thus far most at-

\\lll}ll ||';_'||I.'Il.-,

tempts to extend their popularits on a
coast-to-coast basis haven’t been soe-
cessful.  The successes of name disk
jocheys on a transeribed hasis are fre-
quently Tinked with the ability of the
local anouneer to cateh the spirtl ol
the transeribed name with whom he's
working,

Local jockeys Tament problems they
have with disk companies  some co-
operate ad some don’t.. They feel that
they “make™ many recordings, and vet
they only oceasionally are given their
due. Just a few successfnl joekeys
lament their pay checks sinee most of
them are pand commercial fees. plus
their regunlar anouneing salaries. Many
on the other hand. who
feel lht'_\ are better than their stations’
disk jockeys. vell loud amd long at the
platter turners getting so mueh more
money than lllr-} do. Disk jockeys stay
pul at
more apt to drift. There are compara-

announeers.

stations. announcers are  far
tively few “name™ announcers at sta-
tions, while disk jockeys are generally
names. as are the newscasters, with
the ]nn--”ll(‘ t‘Xl‘I'pIillll nr "\ulll' |‘.__‘-||
Reporter.”™ who works anonymously.
Local talent is local only hecause it
cither hasnt the nerve 1o try the hig
time. with the exeeptions itemized —
newscasters. disk jockeys. and an oes

castonal glamor-voiee announcer who
is tied down by home tes more impor-
tant 1o
There is one other group al stalions
which frequently does all right

himm than [ame and fortune
I'his
rroup 1< anaide up of the women wha
handle participating
grams. Theyv frequently buoild ap fol-
lowings like Mary Margaret Meliride
IWABC. VYoo Ma Parker iWEEL
Bostout, Ruth Crane « WAL, Wash-
ingtont, Jean Colbert «(WTIHC. Hart-
ford . and Ruth Welles iKY W, Phila-

delphia . to mention a few. The par-

WOnen s -

ticipate vsually in the commercial in-
come devived from sponsors of their
programs and thus. if they're success-
ful. have very hiwde pockethook lament.
Talent  with  local  followings <l
vens for New York and Hollywood
unless it has worked either of the two
The
really happy now-network talent. except
for a few newseasters. disk jlll'l\f'_\‘\.
elew. is that whieh has plaved New
Yok or Hollywood and found the
hlood pressure of the first tos high and

main production centers, anly

the glamor of the second 1oo false.
This latter group. having had its fling.
no longer eats ont its heart. It con-
tinues to lament the lack of better op-
portunity in the hometown. but it has
stopped gazing hevond the horizon.
The talent with the most consistent
gripe is the fresh new performers
trying o break into bigtime radio,
Networks audition them, and nothing
happens. Some have letters 1o agency
them, and
again nothing happens, Some reach the

directors  who  audition

(Please turn to page 67 )

Problems with media

There's o little opportunity 10 develop

artistically in radio

2. Ageney  exeeulives  seldom  stand  up 1o g
clients 2. Type easting is the rule
3. Agencies seldom ascertain sponsor thinking 3. Too few performers get oo muech work
ap s.m et Ll
aboul programs until it’s too late : 3
: I9s " while others virtnally starve
4 Ageney easting exeentives adition o great
deal of talent and then seldom give “fresh™ 4. The payeheek is too small in areas away

talent an opportunity

formula-thinking a1

from [lrmllu‘timl cenlers

5. There's oo much
ageneies

6. Creative thinking at agencies is very low
when it comes 1o radio programing

. Agencies seldom have the last word on their
programs

14 FEBRUARY 1949

A, Folk musie performers have to make a sub-

0.

stantial part of theiv living from sidelines
rather than their bhroadeasting

Too few stations and networks are program
minded

3l
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You or Your
Client._ Sells

!

ask

Jouy B & (o,

about the
livens & My
STATIONS

IN
RICIEMOND

WD G-
WEOD-ww
WTTR-7v

First Stations in Virginia

l'._ﬂ.‘. (Conttinned jnlm page 151

P-S.

See: "“Those Rod And G:n Millions"
Issue: June 1947, p. 5

Sl.lbieﬂ: Industrial firm cppeals to outdoor fans.
Pipe tobacco plugged to sportsmen on
television.

More sponsors  as well as more stations in areas accessible 1y

bhunting and  flishing—are discovering that sportsmen will listen

fanhiully 1o a vadio program with the right kind of news and tipz
aboul their favorite hobbyv, One of the latest firms 1o make the
discovery, and do something about it is FairbanksMorse & Co,,

Chicago, They are promoting both sales anid serviee and repair

themes for their marine Diesel engines,

Kingpin of their 19 programs is the hour-long Fisherman's Guide
over WMCAD New York Tuesday through Sunday. 6:30-7 am. !,
Fifteen programs  are fixe-minute sessious  direeted |ll!|]1(|1“\ 1o
commercial fishermen, They inelude such information as marine
weather Torecasts, arrivals and departure of boats. record catehes,
cannery prices. union and association news. hirths. deaths, and
other personal items. Three additional programs will tie in with
fishing prozrams alveady being broadeast. Programs are on stations
on the Fast, West, and Gull eoasts,

Capt. Al Williams™ Fisherman's Guide started on WMCA early
last \vewst. giving data on boats and scheduales. After onlyv o dozen
aivings a checkaup among skippers vevealed such a flood of com-
ment from fishermen clients that the skippers were offered sponsor-
ship on a cooperative deal. Eleven of them signed up and furnislied
individual data for announeements on their own hoats and schedules,
\o rates were r'l!(-ll'|| 11 Il'li‘ atr.

Fairbanks-Morse represemtatives attended a WNCA party in De-
cember for their Fisherman's Guide sponsors and other skippers in
the area, Terrifically impressed with what they saw and heard alout
the program they recommended a 13-week trial run. The home
oflice (Chicago signed.

The Mail Pouch Tobaceo Co.. sponsors of the anly network pro-
gram devoted to outdoor sport (Mutnal’s Fishing and Hunting Clnb
of the Air) inercased its network during last vear from 43 10 112
stations,  The station inerease corresponded with expanded  dis.
tribution.

Fifty-five  stations  with  some 65 sponsors are carrving the
show as u co-op. Local sponsors, mostly hardware and sports equip-
ment stores. are (if possible) ever more enthusiastic about the show
than the network spovsor. The Sport Shop. which sponsors the
program on. WLON. Biloxi, Miss. eredits it with bringing old
customers back into the store as well as adding new ones,

The Andy Anderson Sporting Goods store in Oklahoma City
(KOCY ) and Jack Short’s Sports Equipment stare in Lake Charles,
FLa, (KRWSLi. hoth of which have used radio before. elatm they ve
male more friends with f‘:_\fr."u_: and Honting Cluh of the Air than
with any other program they ever had, These arve tvpical of reports
from the |||u_','l'.l||:'- oo adv ertisers,

Last 3 September. Larns and Brothers. Ine.. for their Edzeworth
pipe tobasea, started sponsoring Sportsman’s Quiz on the CIBS
Television network  (five stations=).  The agency. Warwick and
Legler, New Yorke reports that resnlts from a pipe offer involving
12 Edgeworth wrappers amd 50¢ in coins are “highly satisfactory.”

Spotting cquipnent nsing steel and other materials iu <hort supph
may heeome even more scaree in 1919, depending on Marshall Plan
allocations and domestie military reguirements, An mrdustry trade
association (The Atldetie Goods Mannfacturers  \ssociationt be-
lieves, however, the industey could keep up with “normal™ civilian
demands. and still absorh a reasonable merease o onlitany require

enls,

SPONSOR




Now in the /V/a/z{ln?/
A GREATER VOICE

and a Greater BUY!
in the DETROIT Area

50,000 WATTS at 800 ke.
IN 1949

The "Good Neighbor Station," fostering Good Will through Public
Service on both sides of the border, and today the Detroit
Area's best radio buy, will soon hit a new high in effectiveness!

CKLW

Guardian Bldg.. Detroit 26
l. E. Campean, President

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

L L] L] L] L L] L] L] . L L] L L L] L L] L . L ] [ ] ] L] . L] L L] L L L

5000 Watts Day and Night—800 kc.—Mutual Broadcasting System
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D ntan o10/les

hat are the real
freasures’

Paul H. Raymer Company, Inc

|




“hat constitutes the relationship between a representative and his
stations 7 What should develop from an association of many years’
durationz What bencefits should accrue to cach party?

The first answer, of course, is business. That's the representative's
first function — to scll the station’s time and programs. From this both
he and the station get the revenue that supports their separate
Oreanizations,

But we at the Raymer Company put a high valuc on the intangibles
that develop throughout years of association.

We are starting our 17th year of business. Nany of our stations
have been with us for most of these vears. Working together for

so lonr a time has developed intanezible factors of friendship and
4 I

mutual feclings of respect and confidence.

These intangibles develop smooth teamwork between us, They
climinate friction and wasted ceffort in this complex and fast
moving business of national selective radio.

They guarantee our stations great cash values in additional business.
Applied to active selling, they account for extra orders that can
come only when a representative organization feels something far
more than just a business responsibility to its stations,

Ihey inspire our salesmen with the spirit that makes the difference
between routine selling and outstanding success. Intangibles
truly are the real treasures.

Are you getting these intangibles in vour representation?

New York  Boston  Detroit - Chicago  Hollyicood

IS: J"I r:al

Radio and 1elevision Advertising
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with « CAPITAL"D"
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You get two, not one powerful selling
medium when you buy WMC in the Mem phis
market. The station *“most people

listen to most™ in this teo-billion-dollar
market simultancously duplicates its AM
schedule on WMCF, a 50 kilowatt station with
260,000 watts of effective radiated

power. What a buy!

" Mc NBCe5000 Wattse790

50 KW Simultaneously Duplicating AM Schedule
First TV Station in Memphis and the Mid-South

National Representatives o The Branham Company
Owned and Operated by The Commercial Appeal

THE BIG HEADACHE

{Continued from page 20)

view of the intricacies of entertainment
unions jurisdictional lines,

The jurisdictional battle that has
already started in the television field
is casily apparent when it 1= realized
that members of the following unions
are involved in TV presentations:

1. American Federation of Radio Ac-
tors ( AFRA 1. which has had exclusive
control of the wage-and-hour destinies
of its radic-actor membership, and
sees no reason Lo relinguish this con-
trol in the new sight-as-well-as-sound
medium,

2. American Guild of Variety Ar-
tists {AGVAI. whose previously whol-
Iy visual stage and night eclub acts
have now Tound a new field in TV,

3. Actors I':l'llil}' (AEA). whose
legitimate  theatre  membership  also
has had new working vistas opened
to them Illl'lrllj.:h video,

J. Sereen Actors Guild  (SAG),
which feels that the angle of filmed
telecasts Iilt‘r;lll}' as well as ﬁgura-
tively puts its members in the TV
pit'l\lll'.

And over all i the parent organiza-
tion of these [our uniens —the Asso-
ciated Actors and Artists of America.
which is now in the midst of a de-
termined attempt o straighten  out
television jurisdiction.

Meanwhile. following is the interim
scale that must be paid performers by
advertisers using the new medium:

Length of Minimum Fee
1'rogram {Ineludes Dyess Rehearsal)

15 min, £10 (Yu-hr. DR)

30 min. 250 (3-hr. DR)

45 min. $55 (11;-hrs. DR)

I hr 260 (1%, -hrs, DR)
114 hrs. 275 (2'u-hrs. DR)

Pre-camera rehearsal scale is 81 an
hour. while rehearsal under camera
and/or lights calls for 86, All rates
are computed on a hall-hourly  basis,
with any fraction of a hall-hour con-
sidered. Further. rehearsal fees for
days in excess of those stipulated in a
performer’s contraet. up o and inelund-
ing the termination day. must be paid
on a basts of one-and-a-hall times the
I]l'lll'l_\ I"ﬂ.T.l'.". ]{l'l]l‘ar!"ﬂl :‘“‘al(' {l'lf I]ﬂ_\'l"-
in excess of the termination day calls
for twice the hourly fees,

For  commercial  announcements
f=stnzing or dramatie advertising), the
seale is as follows:

Leneth of Langth of Minimum
g rmm Commureinl Foee
In min. Not more

W VT than 10 min. 235
a0 min, Nol more

nroover than & min. $35




THE RADIO
FOOD SELLING
The toughest stretch in the SALES

PLAN THAT GOES ...  prOMOTION JOURNEY is "THE LAST

THREE FEET" at POINT-OF-SALE.

Here, the interested customer meets

ALL THE ONLY SALESMAN YOU CAN
s HAVE at the moment of decision-to-
buy. HE IS THE FOOD STORE CLERK.

THE NEW ...
:' THE NOVEL. ..
= ABSOLUTELY DIFFERENT
|

, WSAI "Personnel Training For Sales" plan
'"'WAY will SHOW THE FOOD STORE CLERK:

e e HOW TO DISPLAY YOUR

| PRODUCT

r

[ e HOW TO ADVERTISE AND
: DOWN HIGHLIGHT YOUR PRODUCT IN
A THE STORE

e HOW TO INCREASE SALES OF
To YOUR PRODUCT

. D

'
|
|
I
[
|
1
|
|
|
1
|
|
|
1
|
|
|
I
!
1
i
I
|

I
|
| A MARSHALL FIELD STATION
|
I
|
|

‘ REPRESENTED BY A VERY MODEL
‘SHEI-F CINCINNATI

i

RUSH ME COMPANY Loy

| full particulars on | |
| *"SHELF LEVEL' STREET Sl |
= food selling . . . NAME TITLE _ — :
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IN EASTERN
NORTH CAROLINA
TOBACCO IS KING

WGTM

Covers This Rich
Market... with a
King-Size Voice!

Write or phone us or our
National Representative

""THE VOICE OF
THE GOLDEN PLAIN"

WILSON, N. C.

5000 Watts —Full-Time
590 Kllocycles
Serving 1,125,000 People

NATIONALLY REPRESENTED
BY WEED AND COMPANY

Mutual Exclusive in This Area
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Filimed

shows which are filmed prior to and

telecasts are considered as

exclusively for transmission over TV,
Minimum fees for this type of video
progrant are hased on rates existing in
the Sereen Actors Guild Ming-
\greement.

Structure of the National
tion of Broadeast Fneineers and Tech-
Illlli:|ll"~ I\\]"I".’l.l_ \\hit'll ‘IIIIII:‘ pro-
duetion-crew contracts with N3
\BUL includes:

3 hghting
INTSE)

o R ilt!'ll

lasic
mum

\'-‘-m'iil-

anil
men 12 NABET, 1

canneramen tonly 2 when

in the field)

I field engineer tused in the field
un]_\ |

I studio engineer (andio)

I ~tudio engineer (for hooms )

I studie l'll_uillr't'l (Tor 'I.'i'l'uf'tlill;.'-

I projection engineer

ll‘.'l_\ scale for above technicians

ranges from 8250 to 8526 per month)

I fheld supervisor (for ficld work
only |

I technical divector

I dollyman

(Pay scale: 2600 per month)

I video control engineer (handles
thiree or Tour TV sereens)

'ay scale: S270-5518 per month |
\Banece of Theatrieal
Stagehands and Electvicians (TATSE ).
currently with T\
perimanent

International
negotialing net-
works 1o sel up a scale.
has a hasic 1I||f'u'-|11:1|1 Crew fHT' video
\\m'I\: one e

l':llln'llll‘l'_ property

man. and one eleetrician. Fach gets
SOLOS a week. 83.75 an hour for over-
time o1 broken time, with one dav the
siallest unit any =tagehand will work

e one hone's waork will be charged
at one-day rate. unless it's overtime.

CBS technical and production men
are members of the International Bro-
ther hood ol lectrical Workeys
(IBEW I, Basic crews consist of three
cameramen. two boom aperalors, one
audio man. one dollvman. two camera
contral men. switecher. filim

01 O

control man who get from 86250 to
S125 a0 week, III‘]Il'I]{]iII;_' Hpon seniority
with CBS (STI5-2130 a
wieek ). [ =X30-

<03 a

une director

one assistant director
Wik 1« Fa
I sa7 . g \\I'I'L"

Somnil efTects sl 1 spansor S12.50

one ot effect= man

11 Illrlll. .“f'f'llii' I]l'?‘il‘_‘lll'l'ﬁl .'illil

|.'li||||'|'.-- serviees are [ree Lo SponsOrs,
those <aliaries heing absorhed Dy CBS,
while estimates

Seenery constirie-

[;‘lil i“l(t |-']1"|i. arl \\IDTL. elt.. are "'NI"
mitted] Lo L Sponsor it .I[r}r|||\.|l‘
the use of live

Fentative seale o

music on television, as set up last vear
by the American Federation of Musi-
cians (AFM). runs as Tollows:

Local Network
Rehearsnls
{first hr. or fraction thereof) £ 5.00 2 5.63
Airtime
lup Lo 30 min.| $12.00 21350

Adrtima
(30 min. to

1 hi.)

Doubling on 1 Instrument

Doubling an each
wlditionnl  instrument § 1.33 £ 1.50

I)II]rlit';l”rlll of AM and TV shows
i 3750 e addition to AM rates: du-
plication for stafl musicians is 87.50
adilitional for commercial programs,
Musicians called i for make-up or
costuming for either dress velhearsal
or telecast must be paid 23,00 each,

Radio Writers Guild secale [or TV
is 8130 for a five-day week
unlimited  number of shows. which
vary from two or three a week on CRS
to hve or seven on WEPIX. New York
Daily
On  sponsored

and an

Vews independent TV station.
programs, directors
uegotiate on their own. getting [rom
100 up for each show,

\s stated previously. the advertiser
using a small-scale television program
will run into little more expense than
the average radio show costs, sinee a
network or station will }11'::\1(1:' him
with the
But a
hour-length play, with numerous scene

techinical  set-up  necessary,

Iil\i.-iil. n:llf'-llnl]l' I\ reyue or
and costume changes, jumps  spansor

costs  considerably:  expenditure  for
top talent wmav he comparable to that
for names on a hig-time radio show,
but it’s the “extras™ that zo into elab-
orate video that make a far greater

program budget necessary . .

RISE AND SHINE

(Continued from page 19)

The

\ technique
I:l\nl't‘rl ]J\

jusl
doesn’t work on the typical wake-up

dynamic  selling

network sponsors
<how.  One reason is that most people
aven’'t up to high-tension talk early in
the morning.  Secondly. a person do-
ing a show that is in many cases an
length
finds it Iu'.'lilirxl“\' im]m:--”mlt‘ o in-

honr  fsometimes  longer)  in
tervupt his Ieisurely tempo with sudden
Hurvies of Turioos <elling.

This doe=ut mean that the me can’t
use a direct, havd hitting technique,
But experience has shown that  the
[oreefnl shonld be huilt
up to on a wake-up show. not harled
likr' a t||lilu|i'l'il||h |1I]|‘\[n'|'lf‘l“_\, \mi
this preparation i= just what enables
Richard 1lickox to fmpart a virtnal

commereial

“pound and shout™ effeet to his com-

SPONSOR




LL EARS IN TULARE aren’t glued to any one

lion California agricultural center do listen to ABC. says

BMB. On ABC. your program rides with Crosby. Marx,

Winchell and a host of other headliners into Tulare and
all Coast markets— large and small,

4

saw-anid-ax

HECKING IN LONGVIEW we [ind the

experts in this Washington timber town hew to the ABC
line. too. BMB says 72% of all Longview radio families
are regular ABC listeners. 1s the same up and down

the Coast: ABC reaches 953% of all radio families at the

PAGIF

New Yonx: 30 Rockeleller Plaza - Cleele 7.5700—Derroir: 1700 Sirah Ddg, » Clerry 8321 =Cutcaco
DElaware 1900—Los ANGELES; 6363 Sunset Blvd, « HUdson 2.3181 =S4 Fuancisco: 155 Montgamery St - EXbrook Z.655

50% BN penetration level,

ADB
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network. But 88% of the radio families in this 8183 mil-

UMPER CrRoPs IN satinas ill VLS, salad bowls. and

put S82 million (for held ¢ rops i wlone) o Salinas \ alle )

[rurses ABC harvests a rich crop here, too—89% of all
radio Imll|ll =. according to BMB. 1It's one of 11 key
Coast eities where more than 50% of all radio families
are ADBC histeners,

On the coast you cant get away from

ABC

FULL COVERAGE... ABC’s improved facilities have
hoosted 1ts cove rage to 05.4% of AL Pacific Coast radio
families (representing 95% of coast retail sules) in coun-
ties where BMB penetration is 50% or better.

IMPROVED FACILITIES. .. ADBC, the Coast’s Most Pow-
erful Network, now delivers 227.750 waltts of power—
54250 more than the next most powerful network. This
includes rorr 50.000 watters, twice as many as any

other coast network...a 31% increase in facilities :|1u‘in.l‘_:
the past year,

GREATER FLEXIBILITY...You can focus vour sales
impact better on ABC Pacific. Buy as few as 5 stations,

or as many as 21—all :tl'.llv-'i:';lll\ located.

LOWER COST. .. ABC brings you all this at an amaz-
ingly low cost ptl thousand radio families. No worniler
we say—whether \nn re on a Coast network orintend to

be. talk to ABC.

THE TREND TO ABC...The Richlield “t'|ulr1l'!'.nl-in |
newscast on the Pacifie Coast, moves to ABC after 17
vears on another network, and so does I.:'r-:._:!m!n-|"
Sunday Coast show—afler 13 years on another network

I(C NETWORK

: 20 N, Wacker D
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mercials on the \\|.\\\ (Lawrenee,
Mass.) Yawn Patrol. Hickox also gots
aood results with this manuer of do-
e a commereial, r|\l-lll'|I||\. heraes
he mauages 1o he emphatie without
being J|l:|:-|-‘l\\-'.’|' l. Yawn Patrel also
uses the timetested formula for fam-
ilv appeal by making bhirthday and an-
miversary dedications

Many shows have deve toped a mid-
dle-of-the-road lv-ll:‘n'n_:lr in handling

conunercials that neither "in-u[:ll and
shout™ nor “sueak in.” Joe MeCauley
and Les Alexander on the WP 1 Phila-

l]l'lllh].!l JUHU.'.- !'-.’f.’ru’. i‘rl l'\\{lllllll'. :I-I

V=

a commercial “straight.” whether read-
g 1t pal. or couching it in their own
\\u]ll-\.

VMost

Iv read a

risc-and-<hine mes customari-
commercial as wrilten or
put over s essential points in their

own language. according to the wishes

of the sponsor or his ageney. A

proved  salesman nearly always gets

better  rvesults by making  the sales
&

pitch in his own fashion.  How much
thi< might differ from a written text
depends altogether upon the individual
me.  The fact is, however. that any
commercial not wrilten especially for

O it
-
.

' .

OKLAHOMA MARKET &

"

JOHN ESAU - Vice Pres. & Gen. Mgr.
ﬁmf"-.(nocﬁe!, jm.,
AFFILIATED WITH KOM A QKLAMOMA CITY
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RADIO STATION REPRESENTATIVES

the personality of the announcer calls
attention to itsell.  Being realistie, the
me may suceessfully minimize this ef-
feet by a skillful lead into and out of
the commercial in his own words, This
technique is always used for tran-
seribed which are ae-
ceptable on most wake-up  sessions.
But the me. in the position of a friend
of his listeners. i= most effective when
naking a recommendation as he would
do under any other ecircumstances.

commercials.

It 1= true. nevertheless, that unre-
stricted freedom of a broadeaster in
paraphrasing a sponsor’s commercials
may pose certain problems. It has been
the experience of some managers that
when takes
handling commercials. others on the

ane  person liberties in
stafl, even though not in a comparable
position, tend to hecome sloppy in
reading copy. or feel they should have

similar privileges.  And there is al-

wavs the necessitv of great care in
making produet claims which do not

legal
bounds,  The latter problem is not one

overstep  moral,  ethical.  or
likely to be troublesome with any me
experienced in talking off the cufl.

Despite the proved loyalty of audi-
ences  to long-time  experts like Al
Stevens (WITIHL Baltimore). Tommy
Dee i WSBT. South Bend), Ed Allen
{ WAACQ), Chicago). and others. when
it comes to both listening and buying

there are tinmes when the most faith-
ful morning dialers scem very fickle
indeed.  In short. it secms that under
certain circumstances it's possible to
transplant their affections quickly and
t'll'.’llll}'.

[Tow and why ecan this happen?
Jim and “Creampuff” Crist, bro-

thers., 1ok the six-lo-nine a.n.

OVl
session on WEFBR (Baltimore) a few
months  agzo when  the former me

joined another Baltimore station. Tt
was freely predicled at the time that
the pn]ml;lr uil'|:.‘1|l51|;.' me would take
In-
stead. Jim and “Creampufl™ hung on
to the station vating for the period.
the
about the same relative positions.

his top Hooper rating with him,

and other stations remained  in

\rthor l;m”:r_\. coneceded ||) most
to be the alk-time King of the rise-and-
shine  fraternity. zave up his early-
morning stint o WEBS (New York)
at the end of last October.  Other
neetropolitan stations bared their Kilo-
eveles amd prepared to take a bite
out of that juiey audience when the
King —ll'lli!l‘(l dow .

They reasaned that sinee there was

( Please turn to puge 18)
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- WHAT
WILL SHE
SAY?

T HE PHONE rings. .

what will “"Madam House-

. . it's a radio
survey . ..
wife's' answer be? Every Time Buyer,
Station Manager and Advertiser
wants to know. In the North Dakota

Market two out of three listeners say

14 FEBRUARY 1949

KSJB . . . . and they say il consist-
ently, morning, noon and night. There
are two reasons why KSJB ranks high.
First of all listeners can hear KSIB
and secondly they like what they hear.

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
Armerica, more and more North Da-
kota families are getting '‘The Colum-
bia Habit" every day.

Now is the time to take advaniage of
KSJB'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 ofien. 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 KSJB at either
Jamestown or Fargo.

SURVEY RESULTS

After-
Morning noon  Evening
KSIB .voe 54.4 46.5 49.6

Stotion A . 18.0 21.4 23.5
Stotien B . 193 255 17.7
All Others. 8.3 6.6 9.2

Survey taken in Stutsman, Barnes,
Griggs, Foster, Kidder, Logan cnd
LeMour Counties, Morth Dakeota.

KSIB, 5,000 Watts unlimited at 4600
KC, the Columbia Station for North
Dokota with studios in Fargo end

Jamestown.
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b,
ARE YOU GETTING WHAT

YOU'RE HUNTING FOR
ON THE PACIFIC COAST?

L@
lms 1s N0 serL, . voure really shooting for
maximum sales by radio on the hig Pacific Coast, use the hig 43-station Don L
Network and get what you're after. To make the most sales possible, you need the
biggest network possible on the Pacifie Coast, for radio listening here is different
People listen to their own local network station rather than to out-of-town or

distant ones, becanse mountaing up Lo 15,000 feet surround many of these markets
and make long-range reception unreliable.

It takes a lot of local network stations to release vour message from within every
important buving market—and Don Lee is the only network big enough to do it

LEWIS ALLEN WEISS, Prasdint WILLET H. BROWN, Exe. Vice-Pres, < WARD D, INGRIM, Director of Advertrizng
1313 NORTH VINF STREET, HOLLYWOOD 28, CALIFORNIA * Represented Nationally by JoHN DLAIR & COMPANY

Of the 45 Major Pacific Coast Cities

ONLY 10 3

have stations have Don Lee

arng- F - <= ol all 4 and 2 other
nelworks network stations

A

bAAL | AAA

LB LY e P . LI 4 , .i- |2 I}:. A L

Q‘“'v L = »Wﬁ" :\: .‘,‘; 4 .n'.i ‘: n[:_:‘

e ARARAR | RAR

7 25

have Don Lee
and 1 other
network station

have Don Lee
and NO other
network station




—

Don Lee has 45 stations ... one in cvery city where the other three Pacific Coast
networks have one—and to cover the rest of the Pacific Coast. Don Lee has fiice
as maniy stations as the other three networks combined. (In the “outside” market,
Network A has eleven stations, Network B has three stations., and Network C
has two stations. .. compared to Don Lee’s 32 stations.)

To meet 1949’5 increasing competition, you need radio. You need the big Pacific

Coast, with its more than 13% million people who spend over 144 billion dollars

a year in retail sales. Use the Don Lee Network of 43 stations and hag vour maxi-

mun sales on the big Pacific Coast! |

The Nation’s Greatest R (’gional Nelwork

Hotieal
DON LEE (s vt

BROADCASTING SYSTEM " — S




The
Picked Panel
ANSWErSs

M. Abrams

Two answers to
this qlll‘hliuu COn-
tradict cach oth-
- S -”l(' Iir.-l ;.'-
that broadeasters

do an  awlully

r'lllll|l!l'te' jn!l.

particularly  on

the local pro-

eram lesel. The

NAB has o tre-

mendous  file  of  “success  stories”

which it i constantly distributing,

and on which local stations hase a

great deal of their direct mail pro-
motion.

\pswer number two: 1 othink rela-

tivelv  few  sales-efTectiveness  stories

are particularly valid - especially - for

these reasons: Theye are ju--l Loy piany

nationallyv-advertised  products,
[actaors which direet the conrse of the
sales curve of any product 1o he able
tor tag this sale to that ad or program:
Lo =ay that this suceess was due 1o this
magazine or that station or network.,

Further, it is obvions that price anmd

quality ol the prodoet, distribution,

dealer attitude, sale< stall awld adver-
tising all 2o jmta a sale.  And thes:
factors. operating in the instanee of
a :nnl]n'liilrr"- }-l:-l|tul~. alfect  the

hirst

Linins,

saler plus ceonomic condi-
Tao be able 1o

degree of wr'nril) that “this program

sav with am
made more sales than that program.”
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Mpr. Sponsor asks...

“Why doesn’t broadeast advertising do a better job

of promoting its sales effectiveness?

George J. Abrams

or that “this station got more ecustom-
ers than that newspaper™ requires very
complete tand expensivel  controlled
research,  1On a national level, the
cost of such a job has been estimated
al some 52,000,000, )

Perhaps as good a way as any 1o
assess the effectiveness of a medium
particularly an established one
look at the record that has been com-

15 o

piled by many advertisers analyzing
media and their own sales experiences
and, based on this, deciding where 1o
e-pl'll:] their dollars,  If we aceepl the
thesis that advertising is an effective
way 1o help sales —almost any adver-
then we can examine the num-
ber of advertisers and the number of
that

Radio has eertainly won its share of

o
1|.'-||I'_

dollars into each medium.

(131

advertisers and advertising dollars.

This implicit testimony to a me-
dium’s sales effectiveness seems to me
Lo be the only genuinely usefol “sue-
cess story” particularly on the na
tional level

Lovis Hhaesayas

Director. Advertising and

Sales Promotion

CBS. New Yaork

Radio has been
so bnsy perform-
ing  miracles of
salesmanship  fog
ils sponsors thal
it has omitted 1o
record those mir-
acles l'ulllp'l'll‘l_\.

and 1o ll[l‘il‘lll

them  adequately
to all the adver
tisers of the United States.

Nearly everyone listens to the vadio,
Nearlv evervone is influeneed by radio.

Advertising Manager
Block Drug Ca, Inc, Jersey City, N.J

This means that nearly every business
man uses radio to advertise his goods,
Not a 1]:1}' goes ll)‘ but what some ad-
vertiser, somewhere, is delighted over
the way broadeast advertising sends
But stations
have been slow about spreading the

his =ales to new highs.

word—about promoting radio’s sales
eflectiveness,

Fortunately. this will change in
1919, All elements of the hroadeasting
industry are working together on the
All-Radio Presentation,  Those
paring this have found that radio has
the facts to produce one of the great-
est presentations ever built in hehalf

pre-

of any advertising medium.

When this is completed and released.
alert advertisers will learn. better than
thev ever have before. how well radio
advertising can increase their sales,

Fvcese S. Tioyas
General Manager
WolC. Washington, D. C.

This question,
which is not new
to the
dustry.
ashed now more
than ever, and is
heing trans-
formed

radio in-

i being

[rom
question to de-

man.

The sound vea-
soning which motivated the question is
alsa the raison o etre of the All-Radio
'resentation Commmittee,

A zreat many of us in the industry
have been working for well over a
vear now. toward the praduetion and

( Please turn to page 16)
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,

want to SCORE

choose the ONE

OUR sules story, launched on WISH in
Indianapolis, suddenly bursts into a hard-driving cam-
paign blanketing the entire area through other media and
“special promotion.”

Yes—"Pur Over” the WISH way. your sales figures
resemble a ball team on a hot scoring spree. Here, indeed,
is staff ceamwork and "roLLOW THROUGH' that are unique
in the radio fleld.

Check these extra promotions that go with your program
purchase on WISH.

FREE & PETERS. Inc. |

National Representateves

7% Newspaper ads
v Transit cards
Y Window posters
v Billboards

v¢ Direct mail

¥ Spot
Announcements

Y¢ Personal calls 2 : /?@0 M

Y¢ Counter displays

AMERICAN BROADCASTING COMPANY
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avers Exceentive Committee of the
National

recently

MR. SPONSOR ASKS

(Continued from page 11 Broadeasters

\"‘Ill'll."l.ll'“ of
wenl on record with the ree-

show the sales effectivencss of the one  ommendation that ||'.'+|i_'_-|1|||c-1|1 ol

medinm that goes into 94 of all the NARVs services. serious consideration
homes in these | nited  States Y= be civen to th 'lt'\-lllll_'_’ of one-half of
radio has successfully blown the horm NS ]'ut]_:,'--t to the |]"||.||l||n'lil ol
for evervhiody’s business bt radio’~ DBroadeast Vivertising. which means
own broadeast advertising, We hope to the department 1o demonstrate sales
see the fruition of our work this com- eflectiveness,

e Fall, Gorpos Graw, 1 P

“‘-.il-'— \l.!n-

!HI\! 1. |II1

By the <an

Wise, f’.r‘m'mfrfphr'rr

CHICAGO BUYERS

e ONLY

o7

/

Sy 56e

"

In the center of thedial

n
CHICAGO

[TWlﬁ—wﬁidHWGN wesm| warr | Wi

560 670 720 780| 820 |890

5000 WAIT

Represented by: Radio Representatives, Inc.

WCFL  WJJD WSBC WGES
1000 160 1240 1390

360 No.Mich.Ave. |
Chicago 1. ILL.
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A partial  =olu-

tion 1o this ]II"I"

lenr of radio sell-
g tsell  hetler

T will lie in the all-
ﬂ ¥ industry  promo-

tion plan. which

'
'

e plan 1 consider

. i" very. very  vital
el to the industry at
thi= time. My

Wl --|ri|||un as to why broadeast ad
vertising hasn’t done a better jub of
promuoting its sales effectiveness s
three-fold :

1. Until recently.

easy. Consequently. our trade assoeia-

.'-;I]l‘.-G II:I\ Cc come

tion and many broadeasters l‘\ill'lltii'l!
most of their efforts on the various
other facets of hroadeasting. neglecting
sales.

2, Sucress stories are diflieult 10 ol
i, Mamy
think the great sueeess they have en-

sueecssful users of radio

joved is unique with them. and they
wish 1o keep 11 a secret from ecom-
petnors,

3. Intensive competition for exist-
my the networks.

with network advertising vs. spol ad-

lusiness  between
vertising and slation against station.
all of them selling against cach other.
niligate against any constructive sell-
ing of the medium nself,

Let’s all zet behind the all-industry
promation plan . . . as @ partial
answer to this important question,
Ooixy S Ravseasn
Commereial Manager

ADAL. Duluth. Minn.

Broadeast adver-
lising hasn’t pro-
moled  its sales
cllfectiveness  as
asaressively i
other media be-
cause i1 has had
need 1o

1o 'Il‘JIl

do so, From the

first, radio proved
it=elf 1o he a sell-
ing medivm without equal. Research
into the nature and habits of listeners
Wils lool  for

seversl vears at the beginning, and the

broadeasting’s  selling

subsequent great landslide into radio
Iy national advertisers was proof of
the effectiveness of this |--r1|||i:]1’l'. i

it radio dido’t have 1o sell—jus
1ell,
Timebuvers and advertisers Iy the
{Please turn to page 13)
SPONSOR




 HIGHEST AVERAGE
HOOPERATING INUS.
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AGAIN-WRVA LEADS THE NATION!
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You'd think Thomas Moore, the Irish
poct, had been talking to some of our
sdvertisers when he rhapsodized,” Music!
O, how faint, how weak, language fades
before thy spell.” For it is music that
keeps more than half a million New Yock
families tuncd constantly to WQXR
and WQXR-FM . . . so constantly,
no other station reaches them so effec-
tively. These families love good things
as they love good music. .. and can afford
to buy them, too. That's why advertisers
seck them out as the most profitable part
of this biggest and richest of all markets.
May we help you find them, t00?

= AN
li. ,“I \ 4 r;
\ f
f

| I. I!

f
| |
Jfl '.‘ C
| \\j il :
AND WUAR-TM
RAD'™ STATIONS OF THE NLW YORK TIME:
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RISE AND SHINE

(Continued [rom puge 10)

il|l-ﬂlllll'|_\ Ilu|lr:||}' like “ut”l‘l')‘ they
st o cood chanee o grali off for
their own <tanding features a portion
ol the Godlrev inheritance.  Young
Jack >terling, coming in cold from
WBBM. the CBS  Chicago  station,
conldn’t be i'&]u'r'lm! to hold all the
dyed-in-theswool fans who for years
had gotten up with Godfrey.

Daring the month before Godfrey
stepped ont.. WEBS put on what was
perhaps the most concentrated promo-
tion ever given a program on  that
station.  Godfrey himsell delivered as
many as five station breaks a day (in
addition 10 plogs on his own pro-
cram). seven days a week. emphasiz-
ing the central theme of all the pro-
motion: “Yon histen. von'll like him!™

Three hundred-line ads appeared in
the nine major metropolitan dailies
just ahead of Sterling’s first appear-
ance on I November, Promotion dur-
ing Sterling’s carly weeks was worked
into several loeally-produced  WCBS
shows.  P'osters completely saturated
the area [rom & November-8 December.
Starting 6 November a six-week cam-
paign ran in Cue magazine.  There
were other efforts. but these were the
hig guns.

As for F‘ll‘l’“l]]&. lie took over I]llil‘l-
Iy an 1 November, with but little
change in the general format of the
show-—Dbut there was a decided change
in s personality. for Sterling re-
mained  strietly Sterling. vefusing 1o
adopt anvthing  remotely  resembling
a magie Godlrey mannerism,

The first two Puolse of New York
ratings for the (November and De-
combert 6-7005 aoe period  showed
the velative standings. quarter-hour by
quarter-honr. of WCBS and the three
other metropolitan stations most elose-
virtnally  onchanged.
Running only slightly under Godfrey's
fast ratings, Sterling led in all periods
np o the seven o'elock news on WOR,
after which he took the lead again for
the remaming two quarter-hours 1o
ok

During November, his first month,
Stevling reeeived nearly L3OO etters
froo people identifving themselves as
former Godfrey fans. Nearly all of
then said they had decided they liked
hin,  In short —as supported by a
second I"ulse ratings —the
Godlrey  audienee  had
aceomplished  the switeh to Sterling
CHasSse,

Iv  competing

montl’s
metropolitan

Granting that the terrific WCBS
prromotion campaign for Sterling pre-
disposed Godirey fans in his favor,
does the fact that two months later
they  scem—as  letters  indicate— to
have transferred their allegianee quite
happily to Sterling (as WEBR listeners
switched to the Crist brothersi mean
that  wake-up fickle
listeners?

audicnees  are

It should be remembered first of
all that a large group of listeners
already had the habit of tuuing WFBR
and WCBS for a wakenp show. By
continning o tine those stalions 1o
sample the new fare. the andience was
actually proving itself not fickle.

There’s one important plus factor
available o many participaling spon-
sors that is often denied sponsors of
:-um]rlvlv segmients on carly morning
shows.  That is the privilege of hav-
illg the time of their commercial ro-
tated so they gather the advantage of
the greater listening as the morning
advances. For example. Pulse sets-in-
use figures ( November-December) for
Boston. New York. Philadelphia. and
Cincinnati show the first major surge
of listening beginning at seven o’clock.
In Chicago the snrge starts 15 min-
utes earlier.  Listening in 81, Louis
shows a similar pattern. according to
studies by Fdward G, Doody and
Doody surveys
in lowa and Ilinois rural areas also
reveal a similar pattern.

Company. =1 Louis,

The difference between a commer-
cial  delivered  during  the  6-6:15
period and  the  T005-8  period  in
Boston.  for example. can be seen
from the fact that the sets-in-use for
the first period were 1.7, while hy
cight o'clock they had risen to 20.6
(Nov. and Dee. Pulse survev). Dil-
ferenees in sets-in-use between six and
cight o’elock thronghout the conntry
are on this same order, A rotation
plan is an equalizer.

The vast majority of programs on
stations throughout the country is not
rated before eight o¢lock,  For thal
reason, many sponsors have tended to
be skeptical of their ability 10 do a
selling job. Many are skeptical. too,
of the leisurely underselling emploved
by the greater mamber of  rise-and-
shine specialists. One answer to that
is that the greatest showmen among
them not only underplay commereials,
they  underplay  themselves,  And
they've been gathering andiences . . .
and selling things . . . for vears and

vears . . . + & a
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Use WEEI. And you'll send g7 -/
your sales curve soaring in Boston. Because
all week long—from sign-on to sign-off

all seven days of the week—WEEI

delivers the biggest rating more often

than all other Boston stations combined!*
To take to the air with a WEEI local
origination that commands a sky-high
rating, . call WEEI—"Columbia’s

_ v:."'f/;riendly voice in Boston"—or

your nearest Radio Sales office.

The sales results from your WEEI program
will have you walking on air.

*"Quoarter-hour wins,"”* Pulse: Sepl.-Oc! ond Nov.-Dec. 1948




. LOCAL
PROGRAMS
THAT

e BOW-TIES AND BOW-KAYS
e MUSIC FOR THE MRS.
®» PIEDMONT FARM PROGRAM

Plus NBC'S
PARADE OF STAR
NETWORK SHOWS

ALL ON WSJS Aw-ru

THE STATIONS WHICH

SATURATE
NORTH CAROLINA’S
GOLDEN TRIANGLE

WINSTON-

SALER GREENSBORO

HIGH POINT

No. 1 MARKET
IN THE

SOUTH'S No. 1 STATE

W3JS

@ WINSTON-SALEM @

THE JOURNAL-SENTINEL STATIONS

50

40 West 52nd.

(.onfinued Jrom page H)

a -.|ir--|||l'||.-\ 1||.HHI.|[. We lnn-]rll'l il
liv Tar the most vseful book that comes
Lo our slation, 1t s lilli!l' }nl--”llr' that
other stattons would ke 1o ddo the
<ame thing and | would =ngoies] that
alone with the first issue sent 1o a sta-
Lo = elienl. SroxsoR nli_:lll el a Jwer-
<ol note with 2 Tew words of wisdom
aml the proper place of radio in the
advertiser’s merchandising plans. This
< jusl o suzcestion,
| Tee]l eertain we shall fond that they

will hielp ug show our advertisers how
o use radio moe F'Ill'l“\l'll\. with
wgreater results for them and for us.

. AL Lyaps

P'resident

CRCH

Woneton. Veu .r':umm ik

READING SELLS

Pl-e-qesee 1!
Famous  Reading  Anthracie  ta
client of this agenev for 12 years) has
been selling more anthvacite eoal. yem
aflter vear. than any other coal coms-
pany i America,

That record maost have raken a little
“elfective” effort.

Do vou retract such statements (On
the 1HIL “Coal Selling a Problem.”
spoxsoi. 31 January). or just let themn
Lie where they [all?

1. A MeFanpex
Vehee & Hhiicht. Tne.
Phitadelphia

@ lack of appressive selling has permitted oil and
pas heating to chip awav at the coal market. Read-
ng's adveetising has given it a good part ol the
mulrl. bue that's all.

HEALTHY ATTITUDE

We read with appreciation vour fine
||i!':'l' il \Iiil\\l"l l|'||'\i.-in|1 featured
in the 17 Jannary issue of sPoason.

Ao attitude such as displayved in the
witting ol this article is hound 1o
prove healthy for the industry in gen
cral and Midwest television in ||;||1iu'-
lll-’l'-

Just want to take this opportunity
lo thank von sincerely. Here's 1o
better shows amd bigeer eirenlation
this connng vear.

S D T RS R

Promaotion Director

WKL, Chicago
(Please turn 1o page 65)

ud

You or Your
Client Sells

for

NETWORK
CALIBRE
PROGRAMS

./ at local
I station cost

See your station
representative or wrile

u LANG-WOR'TH

| feature programs. inc.

5 - /" 113 W 51th ST, NEW YORK 19, N. Y.
P
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Cheyenne County is a part of

: NEBRASKA

%
o
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FRED KRIESEI

On December 15, in Sulney, Nebraska, 400
miles from the WNAN studios, WNAX presented
Mr. and Mrs. Fred Kriesel with $1,000.00 in mer-
chandise. Friends of the Kriesels, officers of state
amd county farm organizations and local civie of-
ficials joined WNANX in a banquet honoring this
enterprising farm couple, Nebraska winners of the
S-state WNAN Farmistead Improvement Program.

The Kriesel family was judged winner over

hundreds of entries from 38 Nebraska counties

<
all participating in WNAX's 3.year campaign for
These photay shou the Kriesel farm hame as }N‘t“'r ]'\.-1";_: l'l)lllllllllﬂ.\ on the farm.

it appeared when the B NAX improvement pra-

gram wos inougureted last Spring and es it .

looks taday. More thon 1000 familirs in 201

countien in Rig Ageie Lond hare joined the

compoign to hring camfort, convenicnee and

vlheivaey te the farm. L(

Farm folks in Nebraska depend on WNAX

for their market and weather reports, news,

entertainment and spiritual needs, Yes, Big

Aggie is part of Nebraska just as she is part

of lowa, Minnesota, North and South Dakota
~—A major market where WNAX daily
Serves the Midwest Farmer!

Represented by

The Katz Ageney

14 FEBRUARY 1949 51
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Right Out of the Horse’s Mouth
... and It Ain't Hay

While there are those who might claim that iUs strictly

ofl the cob. the fact remains that he's gol ‘em caling
oul of his hand. swhether down on the farm or every
week-day evening on the air.

Country gentleman or man-about-Washington. feeding
livestock or ferveting oul news. Fullon Lewis, Jr. goes
about his chores with workmanlike eapaeity.  The best

measure of his suecess i= his loyal audienee,

Currently sponsored on more than 300 stations, the
Fultom Lewis. Jr. program is the original news “co-op.”
It affords loeal adventizers network prestige at local time

cosl. with prosrated talent cost,

Sinee there are nore than 500 MBS stations. there may
be an opening in vour eity. 0 you want a ready-made
aundience for a elient for vourself)1. investigate now.
Check vour local Mutnal outler or the Co-operative
I'rooran Department. Mutual Broadeasting System,
[LHIO Broadway, NYC 18 for Tribune Tower. Chicago 11)

BOND BREAD

(Continued from page 23)

Teen Talent, the WSID equivalent of
Bond’s  Connecticut  programs.  two
weeks aflter the show went on the air
revealed that two out of every 20 per-
sons called were listening, which would
give the show a Hooper of 10.

Bond Bread’s sponsorship of basket-
ball sportscasting is typical of the
bakery's desire to fit its air time to the
right audience.  Louisville, Kentucky,
is traditionally addieted to basketball,
with half the city’s population zealously
following the hoop fortunes of the Uni-
versity of Kentucky five. Bond has
turned that adulation to its own ad-
vantage by hroadeasting via direct
wire to Louisville the games played in
New York by the UL of K. team,

Another example of specialized pro-
graming for specialized listeners s
General Baking’s Musical Clock on
WSTV in Steubenville. Ohio. An early-
morning show, it's me’d by a Steuben-
ville prototype of Arthur Godfrey. who
delivers himsell of homey chit-chat
about everything from the weather to
Community Chest drives. The program
also includes recorded music and a
jachpot question regarding the history
of that part of the country: people are
phoned at home. with the correct an-
swer paying 83. Wrong answers on oc-
casion have run the total up as high as
=300,

Quiz shows (Win With Bond). five-
ninule newscasts, foretgn language
spot announcements (in Jewish and
Polish) have been al one time, or still
are. parl of Bond’s highly diversified
hroadeast advertising aimed at particu-
lar markets.  And with television com-
|”n]1ding Iilt‘gl'r :]Il[] IEII';J.I.'I “\]l“l'““f':".
General Baking is now sponsoring time
signals on the Washington, D.C.. TV
station WT'TG and WFIL-TV. Phila.

While normally nothing new is
ill](l[_'[l Lo lll('. nli]”“rﬂl".tu]'l.’ Uf hIl’ﬂIl
over a period of years. at one time
when General Baking had oceasion to
sell an added feature the company
found that radio was the quickest and
1'|'.t':1]n‘-'-l way 1o reach the |;|1‘:_-|-s-:l nu-
ber of people. The hakery had proved
that to its complete satisfaction with a
special selling message during the war.
amd again two years ago, W lren it intro-
duced its homogenized hread.

When the government ruled that pre-
<hiced hread was out for the duration
of the war, General Baking produced a
firmer loal that didu’t ernmble or col-

| lapse completely when honsewives, un-

SPONSOR




Om E ? Pacific Coasters enjoy wading out into low-tide

Saturday pools—to dive under with a crowbar for prving abalones ofl the rocks,

Succulent seafood, when pounded immediately and thoroughly.,

people throughout the West stay home Saturdays
and listen to their radios. Look: The family availability on Saturday (Hooper

average) is 74.2—8% more families than are available on weekdays. And sets in use

on Saturdays have increased 32% over four vears ago.
A \ g

Even on NBC, there are still a few Saturday morning and early afternoon availa-
bilities. You'll want to find out about them—and see more of the startling Saturday
listening figures. That day, as advertisers know, is no exception to the rest of the

week which marks NBC as No. 1 Network—in the buying West as in the nation.

Listening’s first on a western satuwirday over

HOLLYWOOD « SAN FRANCISCO a service of Radio Corporation of America
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You or Your
glient Sells
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. KFYR

familiar with the art of bread sliving
after vears of having it done for them
}a‘\ bakeries, cut it themselves, Selective
pidio was used extensively to lel
womien know that Bond DBread had a
fivmuess that resisted the best efforts
of an experienced slicer 1o mangle
i, General Baking found that an al-
wiost immediate sharp rvise in sales
was the resuli.

During the past eight years network
advertising has plaved no part whatso-
ever in GH's radio history, This is in
direet contrast to the company’s
broadeasting history  for the decade
prior to 1911, Bond Bread was adver-
tised exelusively on the wetworks via
siv shows at different times over the
ten vears [rom 1931,

The outstanding Bond program dur-
ing this network period starred Frank
Crumit and Julia Sanderson over CB=s.
with which web the bakery remained
until 1938, when 1t switehed 1o NBS
and The Lone Ranger, Guy Lombardo
and his Roval Canadians carried the
Bond standard commereially on CB>
immediately prior Lo the move to

Vutual.

With a change of management at

General Baking. vetwork radio became

a dead issue. as Tar as Bond Bread was

550 KC 5000 WATYS
NBC AFFILIATE
BISMARCK, NO. DAKOTA

comes in loud and clear in a larger area

than any other station in the _U .

—

BUT ML CANGET
KFYR LOUD AND

CLEARM ﬂ}/
3 ./:,,4

o
n

“ASK ANY JOHN BLAIR MAN TO PROVE IT,

concerned,  Although the Bond opera-
tional ecireumstances and sales prol-
lems were the <ame, the feeling anemt
weh advertising by the new manage-
ment was completely different, The in-
coming GB policy makers deeided that
Bond's radio al needs eould be served
much better by operating loeally. That
idea has been [ollowed religionsly ever
sinee,

To meet its problems of eompetition
from local bakeries and from national
haking competitors in certain markets,
General Baking has found the ideal
formula <tems from the flexibility of
seleetive radio. 9-|n|Ill-|| where it will
aood at the time s

do the most

maosl lIl‘l’(Il'iI. - &

MR. SPONSOR ASKS

(Continued from page 16

thousands follow radio and radio ad-
vertising developments in the broad-
cast trade journals. These publications,
in their powerful. well-read editorial
pages. as well a< in their adverlising
seelions, hil\i’ done such a tremendous
job of selling that radio. surfeited with
sueeess inits early “hoom™ years. has
loafed along in its own selling of
i=elf,

Now we are entering a period in
which the competition is tongher for
many We are com-
peting with ourselves in TV and FM:
newspapers, sliding out of the top
media braekel. are beginning to bare

obvious reasons,

their fangs: magazines. outdoor adver-
tising. farm
spend widely to hold their share of a

papers  are starting 1o
tizhter advertising dollar.

Radio’s answer will he in the All-
Radio Presentation.  whieh  will tell
Ill“ililt‘(lblill}.‘.-‘- basie slory as never be-
fore in large and small communities
throughout the U, 5, Already there is
talk of “a million dollars a year for
<elling”: already. here at NAB. plans
are taking forme for an all-ont selling
effort that will make media history.

We have the tools: research bevond
the capaeity of any other medium;
actual experienee data on retail use of
radio: national result data that needs
no amplification: and a basie selling
outline. Up to now. we havent gone
all-ont in selling hecause, nntil recent-
Iv. we haveu't really had o, Now that
we do. we will!

Maviice B, Mitcnrn.
Director

Dept. of Broadreast Advertising
NAB, Washington. . C.
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Advertisers don’t jJump around

from station to station...in

“FROG
Cleveland. They STAY on WHK
ADVERT'SERS”? where they get results! They reach
-

the largest audience at the lowest
(network station) rates!

One of our local advertisers has a
2.hour talent program now in its

13th year! It has maintained an
average Hooper of 10.6...and has
been seen by studio audiences totaling
over 3/4 of a million people.

More proof that WHK is the Retailers

Choice in Cleveland!

THEY STAY

The Paul H. Raymer Co.
Notionsl Represenialive

|4 FEBRUARY 1949
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50-50 DEAL

(Continued from page 29)

Following the war, the company de-
cided to expand its distributor system
and coneentrate on building publie ac-
ceplance of its own trademark, Iis
W i‘}li'rl weapons were nutimml 1I1(I:_'-
azines and a cooperative distributor
|j D allowanee (507 ) for local advertising.

principally newspaper. It used no na-
tional or vegional radio. and only in
You or Your a few instances did it approve radio

[ ] II !H-H'r ;Lllli\\.‘tllln'.‘-.

CIlen' Se S While material shortages still sup-
ported a sellers” market doring most
of 1916, Peters [oresaw a lime nol
too distant when Blackstone equip-
ment would have to compete in a
buvers" market for its share of busi-
ness. When that time eame he wanted
the name “Blackstone™ 1o mean “magic

washing™ 1o busy  housewives—nol

. . o
WORK CI'OTHES In a letter to distributors, 'eters
told them the company would pay for
hall the time. talent. and announcer
costs [or Blackstone. .”ri_&’fr Detective
for a trial period of 13 weeks. and

just stage magie.

.-II'HII;_'I_\ recommended l|10|\' take ad-

vantage of the deal. Loeal arrange-

~
FIRST in tHE

A

DAVENPORT, ROCK ISLAND, MOLINE, EAST MOLINE
AMEGE PM e TV aass
Basic Affiliate of NBC,
the No. 1 Network

WOIC advertisers reach the bigpese

and richesc industrial center berween
Chicago and Omah

and 5¢. Louwis I

L ]
MINMEAPOLIS
ST PAUL

Minneapolis

cfra coverape
of the prosperous [owa-Hlinows farm-
g arca on WOC-FM without addi-
tional cose With compleee duplica-

CHICAGO @

1 hoth stations deliver the entire
NBC Nerwork schedule and local
programs o this rich I.l{lllm_l; arca

Col. B. J. Palmer, President QUAD.CITIES

Ernie Sonders, Manager

DAVENPORT, IOWA ST Louns

QREE & PETERS, INC., Naotional Representatives )

ments were left up to each distributor.

There’s a difference in speed and
deeisiveness of action between the man
who's just thinking about buying
something and the man who kuows
what he wants 1o sell.  As soon as he
had approval [rom the Blackstone Cor-
poration. Michelson made a mass mail-
ing to every slation. big and hittle, in
Blackstone distribution areas.

He explained the company’s  ap-
proval of his transeribed series for
cooperative advertising and suggested
the station make its own pitch for the
business.  All letiers went out lt:gi‘!}u"r
and gave each station an equal chanee.

Not many dealers held out against
the sueceeding waves of station sales-
men that hit them within hours of
receiving Michelson’s letter.  Ninety-
cight stations representing every area
where Blackstone has distribution re-
ported sponsors for the show.

In the majority of cases the show
was actually sponsored by retail deal-
ers, such as appliance or hardware
stores, department stores, ete.. either
individually or as a group. In a few
cases a big general distributor hought
it on behall of all his retail outlets.
The sertes was planned for airing once
a \\-l'l'k.

Michelson supphied the stations with
mals and photographs.  Blackstone
supplied each sponsor with a book
of suggested eommercials.

Realizing that most of the new
blackstone  sponsors were inexperi-
enced in radio merchandising, Michel-
son left nothing to chance.  After the
program had been broadeast a few
weeks he offered cach sponsor at cost
feight eents each) a giveaway hooklet
ol Blackstone the Magican's magie
tricks, together with appropriate com-
mercial copy,

Sponsars were Lo make the offer nol
<ooner than the seventh broadeast.
This allowed time for the show 1o build
its initial audience hefore the test, It
also allowed time for |l'|m|1:~ 1o James-
town on the show’s impact before the
deadline for renewal.

Everybody took the deal.  Leads
traceable 1o this promotion plaved a
big part in the manufactorer’s ultimate
decision to continue shariug costs for
this program.

In New York the program is spon-
sored by the Gross Distributors, Ine.,
on behall of all outlets in the area.
It started on WOR (Sunday. 2:15-3)
October 10, and on the seventh hroad-

(Please turn to page 6t)
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by the THOUS‘ANDS'

in NEW ENGLAND!

Yes indeed! There's a whop-
ping-big, READY-MADE-
AUDIENCE for fine music in
New England! New England,

birthplace of America's cul-
tural heritage, is a natural

for the

DEEMS TAYLOR CONCERT SERIES

A new series of 30 minute programs,
5 times per week featuring

The World’s Greatest Recorded Music
plus on transcription the COMMENTARY of America's
foremost composer, music-critic and radio commentator

DEEMS TAYLOR
and DISTINGUISHED GUEST STARS

Deems Taylor personally introduces each recorded
masterpiece . . . emcees the show. Feature YOUR
NAME OR PRODUCT with this great series and
watch the Deems Taylor Concert

StLL FOR YOU!

Available just when people love to relax, 10:30 to
Fnc 15 yeuu,h::e'feems foyf'or ncrr:: hu:b:ﬂﬂ | 1:00 P.M.. ﬂ\"e ﬂigh*s per Week, Monday +hr0ugh
LN M pen e e Friday over the YANKEE NETWORK for carrier

music in Nelwark Rodia, A noled compaser and

outhor, he wos for seven yeors commenlolar an announcemen+5 or comp|e1’e Sponsorship.
the New York Philhormenic Symphany Broodcosts
. . the mast popular talks of their kind ever oired. Ask Yo ur Pe*ry Maﬂ

THE YANKEE NETWORK, INC.

Member of the Mutual Broadcasting System
2| BROOKLINE AVENUE, BOSTON 15, MASS. Represented Nationally by EDWARD PETRY & CO., INC,

14 FEBRUARY 1949 57




NBC Television carries more

network advertisers than all the other
networhs combined L L actally,

livice as many a= any ruullu-lilur,
that's simple fact

Imt 1o eite this accomphshment in i
full sigmbeance: regular sponsors

on NBC use an average of Ll stations —
on the next network. only 8.0 <o that.
not only are there twive as many sponsors
on NBC. but nearly double the number

ol stattons= 1 u=e from week to week.

et e

|
e
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February 1, 10.19

Television

A Service of Radio Corporation of America

These companmes I.'Il‘t‘ ;l|l‘¢'.‘|t1_\ selling
strong patterns ol

sponsor identification. .. vivid sight and
sound impressions that will shape

the buving habits of American consumers

for a long time 10 come.

To make the best impression, their
commercials are being dehivered

on NBC Television. the network that is
first in programs— latesi

Television Hooperatings give NBC

9 of the top 15 programs

Sirst in audience—with 29 siations now m
operation, NBC Television reaches the
largest audience available o TV advertisers
first in sponsored honrs—3 1imes

more than any other network

THE NATIONAL BROADCASTING

COMPANY

Aelneral (,}ufmm.'t':u.*
')“IIH'

Ifh’l"-‘.‘l‘!”f’ '."IrJ/JHHf.'r [(._.”,

[ates Fabrics. Ine.

};l‘._.'..“'I'IUHI'.“.H”',"-‘UI‘} (.'f.'.f'/n'I (,.H“ {Hf i

Bounaficle Mills Ine.

Chevrolet—General Motors (,'m’,p.

Cluctt Peabody & Co.. Ine.
Colgate-Palmolive-Peet Co.
Disney. Ine.

Firestone Tire & Rubber Co.
General Foods Corp.

Gillette Safety Razor Co.
Gulf Oil Corp.

Kraft Foods Co.

Liggett & Myers Tobacco Co.

Mason, Au & Magenheimer

(,.r).!.*_[; ”/';' (,.rJ.

.”U{urnfr.'. h’.‘f'.
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Oldsueobile— General Motors (.}u'};, 7

Philco Corp.

Procter & Gamble Co.
Radio Corp. of America

R. J. Reynolds Tobaceo Co.
Swift & Co.

Tlhe Texas Company

Unique Art Manufacturing Co.

Viek Clhemieal




An excerpt from a letter to Cleveland's
Chief Station

KRONHEmS Ll o

e s e

Between
Jnnuary 15th and‘\
November 15th, 1948
astherESUILarmallér
phone requests frog our
customer-listeners
have distributeg ?5:000
ef the question ang
an3werleaf1etsoﬂered

°n our WIW radig
Program,

ve

BILL O'NEIL,

& WJ W

President

Banie #io e
ascNerwork CLEVELAND 5000 Warts
REPRESENTED NMATIONALLY BY HEADLEY. REED COMPANY

ks

o

.| SIMPLE ARITHMETIC
; IN
MUSIC LICENSING

BMI LICENSEES
Networks

Short-Wave
Canada

TOTAL BMI -
LICENSEES . . 2,527

You are assured of
complete coverage
when you program

BMIl-licensed music

*As of February 2, 1949

Y i

%
o

BROADCAST MUSIC, INC.
580 FIFTH AVE., NEW YORK 19
NEW YORK * CHICAGO * HOLLYWOOD

b4

||!:|L--| Furniture Co.,

50-50 DEAL

(Continued from page 56)

ca-1 a single offer of the booklet was
maide 1o these who would
for it. The
ment pulled 2,800 veqnests,

write the
slation one  announce-

\bout a thousand of these requests
came from families in the Gross dis-
tribution arca who are in the middle
or higher ceonomie hracket and thus
presumably able to afford a Black-
stone. The washers range in price
from a wringer model at S119.95 1o
an antomatic al 8305, The latter is
:Il"‘lll.lll'i} ontl of the low-caost range.
unlike other
models however, does not have to be

The equipment, some
bolted down. and has the advantage

of a top rating by the Consumer’s
L nion laboratory.

Following the plan suggested by
Michelson, Gross wrote in longhand in
the space provided on the face of the
booklet the name of the dealer nearest
the writing in.  Next. the
names were sent lo cach retailer of

|H‘I':-|r||

all persons in his area to be used in
a follow up. This was done by tele-
I o=ome cases

The

phone. by mail. and

by personal ecalls, dealers  re-
ported sales,

The show s sponsored on Wednes-
day nights, 8:30-8:45, over WJTN in
Jamestown, N. Y. by the George B.
Pitts Company, a department  hard-
ware store,  In order to bring people
ito the store the booklet offer. made
in December,  required  listeners Lo
come in and ask for it

They had cautionsly ordered only
500, These were snapped up quickly.
with many people left disappointed.
The offer will be vepeated this month,
asking listeners o write for the book
of tricks.

Blackstone, the magician and  his
troupe, is constantly touring the coun-
trv. e is eooperative. lending him-
sell 1o Iil"LIll" with local sponsors of
the platter show bearing  his  name,
In _|:Ii1|1'>h»\\n. he vistted the store Tor
a talk with pevsonnel and made a
personal appearance [or consumers al
the <store. During an intermission at
liis stage performance he introdoced
Blackstone  antomalic
on display i the lobly.,  Producer
Michel=on works closely with the ma-

4 new washer

eician and with stations carrving the
show to promote sueh tic-ups where
iu\'--illll‘.

The program is spunsored on Sun-
A0 i Ware. Mas==.. by the
WRAIS,

davs al
AN

Mr= Baker savs that before she signed
for the show t'(JIIl]J(!f.‘lli\'t‘]}' few of her
prospecls ever heard of the Blackstone
washer.,

The program changed that.
report= that now the great majority
of her leads and prospects eome from
The Mrs.

Baker. has already created an amazing

she

listeners, program. savs
acceptance of the trade name and es-
tablished her store as headguarters for
the prm]lu‘i.

The Baker Co, has been spending
about half its advertising budget on
Results from this
program, the company’s first experi-
enee in radio. are already so satisfae-

Ill'\\'.‘-] '(\[1!'{' :‘-] wuace.

tory the company is planning to reduce
it newspaper ad-budget in favor of
increased expenditure for radio.

The first 13 weeks of the show on
stations in all areas where the Black-
stone  Corporation  has  distribution
i New England. Middle Atlantic. South-
ern. and Mid-Westernl produced over-
whelming evidence of mounting pub-
lic acceptance of the Blackstone name.

The company urged its sponsoring
oullets to renew for a complete 52
week evele on the same 50-50 split of
the costs. They even wrote Michelson
to let them know il anybody hesitated
to renew. so thev could do a little
extra persuading.  Virtually the entire
original list of nearly 70 stations plus
22 additional stations reported spon-
sors eoming in on the 52-week basis.

A distinetion hetween the Jamestown
firm and other washing machine manu-
facturers who also make cooperative
allowanee for radio is that Blackstone
did not rest with merely recommend-
“radio”™ they took the initiative
in providing what seemed an exeep-

g

tional program to meet the common
necd of all dealers.

The eost to Blackstone for their half
of the time and talent for these spon-
sors for 52 weeks is estimated at about
250,000, The company’s  national
miagazine advertising  (eurrent sched-

ule includes Saturday Evening Post.
UeCall's. Good Housekeeping)  sinee
the war had oot estalilished the name

“Blackstone™ with the public as a

washing machine,  To them it still
meamt card  tricks. legal  tricks. or
Lorna  Dooun.  The company  feels

nevertheless the prestige value of the
national magazine eampaign is worth
s cosl, however

radio producing, not acceptance  for

Their dealers SOC

card tricks.  lezal  legerdemain, or
novels but for wash  day  magie
Blackstone hrand, « %

SPONSOR




4O Wost 32nd

{Continued [rom page 50)

MR. AND MRS. DUOS STORY

Received my first subseription copy
of Sroxsont several days azo. for which
I note that Sroxsor is
now o !li‘\\l'l‘kl_\ |i|u‘.I \~ l.llli.ll l]i-
rector of “One of Better
Stores.” | know [ shall find yvour maga-

rmany thanks.
\I”I‘l i‘ .t""

zine very helpful.

Being a new snbseriber. | am net
i'{lllillil“ll \li'lll a ||]| n[ ]‘.ll]\ ir--m'.‘-.
Henee, 1 would appreciate it if you
would send me a reprint of “Those Mr,
and Mrs. Duos™ story from vour issue
of September, 194, as soon as pos.
sible.

\ian Bavrzer
Radio Director
Hess Brothers

'Ht'!”f'h‘ﬂ. r“'u_

COVERAGE VS. PROGRAMMING

I have just read Part Five of the

series. “What's Going on in Farm Re-

search™. page 21 of the 17 Jannary
1ssuc.

WHO is mentioned several times in
this article, but a couple of statements

oceurring on page 44 led to a liule

research.  Mr, Doody, in the third
paragraph on this page. savs. "KGLO.
Mason City, was dwarfed lieve as in
the Quincy and St. Louis areas.” The
meaning of this was not quite clear
masmuch as the paragraph states thal
KGLO in its third recent study was
first in nine out of ten hourly ratings,

The following two paragraphs are.
however, the ones which definitely led
to the research to which I amn tlm\\iu;:
vour attention, For ~ill||l“('ilfl' we (quote
the two paragraphs:

"These are typical examples of studies which
show the dominance of tation over
others in which the previously mentioned
technienl factors are involved

*Doady the tentative conclusion
that program appenl accounts for o certnin
tegree  af individual nudience preferenee,
but that general station dominnnes
primary audience builder-—whether
power, promotion. network nffilia
the fact it is the only station in the aren.”

First of all, we are enclosing a table
which sets out in descending order of
ficld strength all stations which should
have sufficient signal in the daytime
for acceptance over a large part of the
ninecounty area around Quiney, The
second sheet of this data sets out cer-
tain assumed field strengths for the
antennas in the absence of the actual
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We feel the table based on these
ficlils to be I_\|vi:'ill. however.

It will be noted that WIHO
table ranks sixteenth i field strength,
Thus, the station enjoys little domi-

data.

i this

nance beeause of technical factors.
Note that several stations are on the
NBC network. notably KSD in fifth

ranking position and WMACQ in tenth

!lu-i'li'llll. It <hould lll' r'\jn"ll'll that

hsteners to the NBC network would
prefer those signals. We likewise feel
these stations. as well a= a laree nume-

ber of those ranking below sixteenth

s ,'-un! or better a

position. do

joli in
|Jrlllni|liun m that area, since |_’L.-i||-'
lies outside of our .5 mv/m comou
o }-|i|n.u\ COVerage area.

The only conclusion we ecan draw
from this table is that local [arm pro-
eraming, which WIO stresses. resulted
in the one first place amd eight see-
onds in the WTAD study.  This seenis
to be somewhat substantiated by the

presence of WOL, Ames,

stands in twenty-first place with less

lowa. which

than .5 mv/m per meter.

We ]u'lil‘\l' \II. “m-tl} i general

that modern

TRACTORS * WORK CLOTHES
TOOLS « HOME WARES

or any other of the thousands of items

American farm families

buy regularly.

BUY INTO THE RICHEST FARM MARKET
EAST OF THE MISSISSIPPI... on the

WHAM FARM NEWS

Monday through Friday

12:15 P. M.

Granges.

MARKET FACTS
@ Dwelling Units 94,396

® Ownership 46.39,
@ Electrification 85.29,
® Automobiles 78.79;

® Average effective buy-

ing income per family

$4,198

® Cost per program per
1,000 homes ...

23 cents!

50,000 watts, clear-channel

Hundreds of thousands of prosperous farmers in upstate and central
New York listen to the WHAM Farm News with the same loyalty,
interest and confidence with which they attend the meetings of their

On the air uninterruptedly for over fifteen years, the WIHAM Farm

News has provided a public service
justifying the belief that, “if the
Farm News man SAys S0, it'’s true.”
No program can provide more solid
pround for commercial messages.
Study  the staristical
listed to the left and tap this high-
income marketat WHAM's low cost.

information

Vi

“The Stromberg-Carlsen Station"
Rechester 3, N. Y.

George P. Hollingbery & Co., Not'l Rep.




COSTUMES for

TELEVISION!

NOW — Rent COSTUMES
for your Television Shows!

. Technicolly Correci!
. ever 100,000 in stock!

from Broadway's Famous Costumer...

EAVES

COSTUME COMPANY

The same speedy service enjoyed
by NBC, ABC, CB5-TV, WABD,
WPIX and Major Broadway Pro-
ductions!

If outside NYC, wire or
airmail your require-
ments; 24-hour service
when desired!

Eaves Building

151 WEST 461h ST. » NEW YORK 19, N. Y.

bb

Estoblished 1870

has .1||}|!,ii-l'l| the situation fairly ac-
curatelv. except for having  omitted
from his technical thinking the hasi
fact that a 5.000 watt regional with a
preferred  hrequeney  in the daytime
may have more coverage Lhain a SO.000
wall ~latton on a less aldvantageous fre
quency. Likewise his <tatement that
“Program appeal accounts for a cer-
teaint dle ore 'If ir:-lhrni'.l.l} .|l||]I' noe j-lu--
[erence seems= 1o relecale Progran-
e o oa rather minor role.

Pavr A Loyer

Restdent ]."i.‘”d.;r'r

” {“J !Jf'\ ”H!fr"\. ;"r:,

TALENT LAMENT

(Continned from page 31)

<mall-part-on-the-air stage. anl again
nnlhin_u |l.‘t|-]u-r|~. ‘Hu'l\ lament the fact
that a limited number of actors and
.‘"-III..',,‘l'I"- work a greal deal bhut a areal
number of actors and singers work
tittle. Thev claim that there muest be
something wrong with a radio syvstem.
~ustaining as well as commercial, that
permits a few voiees to play =0 many
roles, that permits a few performers to

monopolize most of the work in day-

time serial. as well as nighttime. radio.
"We're good,” lament many of them,
but what goud does that do u=? No.
body is willing to give us a chance,”
Directors and producers. in answer-
ing this wew talent lament. have pat
Hi=Wers, r”lc'_\ claim that they can’t
aflord long rehearsals that new talent
requires. that they can’t slart training
performers in the radio art. and that
thev want casts that know the lanzuage
Al direc-

lors, more or less, use the same terms

of the individual director.

in directing shows, but practically
every director wants at least a nuance
of difference from his use of individual
terms.  Naturally, he casts performers
who know what he wants. It's easier
that way. It cuts down rehearsal time,
and that saves monev. makes [or
smoother shows, Sinee frequently the
guesl slars of broadeasts are not mike
trained, it's vital that the supporting
cast be talent which has worked with
the director. thus giving him more
time to work with the stars. New voices
are zood for broadeasting. but diree-
lors are ir.iil] to turn in smooth pro-
grams. not dey ¢-|n]r tvro talent., Out-of-
town performers invading the big
(Please turn to page 68)

. S0, LaSalle* Street - Chi.caco, _
‘Write or-phone now for a screening. No obligation.
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=
tv trends

szed vpon the number of progroms ond an
suncemenls ploced by sponsors on TV slo

ons ond indexed by Rorabough Reporl on
evision Advertising. Business ploced lor
onth of July 1948 i1 used for each base

IAL" AND TEN-CITY TRENDS

Goray ares; folal wnils ol Busness
Rase moath: July = 1000 4
| (

!I!.I? |

My

Wiach sres compipnl base
ol 10 citves, 15 stabomsy

Geay sren’ tolnl wwils of bunness
Base month: July = 1M 0 ¢

|
|
|

Blach ares conslani bane
ol 10 cilves, 19 statisng

Bray srea dotal wails ol ;wnn-.
Base month, July == 1) 7

I |
|
| .

!

Black area: conatant base
ol 18 ehes, 1Y sladvoms

Ny ertising |a|.l"'l||i'||l i srrossor’s TN control |-.||]l'| ol 10 ees
wis not spectacular dorm _|.|u||.|l_\. Only inerease i constanl
wits 11 network catesoryv, which erew from 1319 w0 Decemben 1), |
i Januan In the selective catesory TV actually was off 3.1 il
base cilies trom 1331 o 130) and loeal-retail bhusiness r
oll 11 jronnls i the ne etttes from 13223 i December to 12108 0
ary.  Jawmuary retatl advertisine shides in all media, Total TV hus
<11l junpg Fotal network business was up fron 233.2 m Deee
300.2 m Januvaryv. with 11 stations re povting network B DAL i

II!.I"'I'!]]“HI e .i‘l't{ 11
irl.n'r'rlrt nt mereased b

r:'|ml|i‘ii i both select

ptotial TV cities from 216.6 1o 237.2 and local-retatl
28.:3.0. tre earvently

amd local-retarl ecateg

om 202.7 1o Fortv-six station:

AN aries,

BREAKDOWN OF TV BY BUSINESS CATEGORIES
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TALENT LAMENT

(Continued from page 606)

towns also lament the faer that what
thes ve done out of New York doesn
mean a thing to directors, The same
thing has heen trne for vears in the
soccalled legitimate theater. Tao answer
the gripe that new talent =0’ given
an u||]1|l|'li|1|il\'. =i (iil'--c'lnr':- en-

tivn performers like Trudy  Warner,
who was working for 825 a week in
Hartlord <ome vears ago. and who

York and within
three months was plaving leads in two

vaite down o New

daytime strips and earning over 8300
per show (3600 a week). Young per-
formers admit it happened to Trady
Warner. but point oot that there’s oue
Trudy, while there vemain the featured
plavers like Anne Elstuer. Lueille Wall.
and  Alice Reinheart. who have been
playing in daytime dramatic serials for
what =cems like generations. What is
trne, they clatm, for achiesses is also
teue for the men. and performers like
Carl Eastman, Bud Collver. and Bart-
et Robinson show np 1o serial casts
with a regularity that makes the hoys
trying to break in skip weals—and

s toWhiB inKan

ol

{al”
[Fha
2 P o hison fual

i JOHH BLAIR & €O

LT LTIl el
* S |

MUTUAL MITWORE « FIO MILOCTCLIS » !.066 Warrsy Nlﬂ-ﬂr
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not heeavse of envy.

The name and semi-name talent on
the networks has its own set of laments,
These differ a great deal from the la-
ments of the non-metropolitan talent
and the performers trving 1o break in.
The first objection i= 1o the artistie
handendls

vpon actors,

which many  shows place
The Tatter contend that
LY pPrograms |n'rmil them to run
the gamut of emotions from X o B
They don’t neeessavily blame the
writers who in their tum ave foreed to
pen formmula sevials. CThe laments of
radio’s writers are not included in this
vepol for theirs are distinet from per-
forming 1alent and may be the subject
of another episode in this series.)
Many of the performers no longer
Fiment the lack of scope that daytime
serials and nighttime weekly dramas
permit them.  They note that Benny.
Hope, skelton. Ozzie and Harriet, and
Fibber MeGee  and  Molly  haven't
broadened then character delineation
i years, and they reach top audienees
and carn top salaries, They just “give

‘e owhat they want™, anud take a llver

e a dramatic production on Broadway
to extend their “erealive wings™, and
“ool radio oul of their nostrils.”
Another lament of most experieneed
radio performers is aimed at divectors.
Said a broadeasting veteran. “One
week he's a page at NBC and the next
he's a director Tor an ageney, That's
unus=ual., One director last week
nsed a race-track stop-w atch to time a
Programn. and pever did find our that

il

it was overtime until the dress re-
hiearsal. when we all went evazy eutting
our sevipts to make certain there’d he
cnough time for the commercials.”™
Another hroadeasting oldtimer. com-
menting on ageney directors,
plamed. e speeds us up when we

'x-

should he slowed down. He's <o alraid
of running overtime that we have 1o
play the final five minutes as if we
were on a particularly  fast boal o
Chma,”

Stll a third performer. referving to
another Madison Avenue ageney divee-
tor. saud, “Ie’s got a phobia on using
<o many words per minute, no matter
how fast or slow a scene should be
played. When he has to cat out some
dhialogue. he acts as iff he should have
o refund for the sponsor [rom both the
writer. hecause he didn’t nse all his
words, amd [rown the cast, since 'I]lt'_\
dido’t wse up all the words he Telt
<hould into a hall-hour
broadeast. He congratulates us on our

e crowded

worst shows and ignores our best

efforts. When a Hooperating doesn’t
agree with his reactions to a hroadeast,
he wlls us never to judge a show by
its Hooper. When it eoincides with his
feclings. he tells us how fine an evalua-
tion job the Hooper organization does,
We know how e holds his job. and
very often we're tempted to give him
the e [ormance he deserves—bul we
don’t, We have our own reputations to
worry aboul.”

The bigger the star the more he
laments Hooperatings, Jack Benny for
vears has had his ratings wired him
the second that they were available,
Fred Allen doesn’t hesitate to sound
off during his broadeasts on Hooper
and his ratings, What's true of Jack
and Fred is true of nearly all star and
featured talent on the air. New pro-
grams =uffer more from Hooper fright
than a |'irn;lt|\\';1}‘ p|;l)’ suffers from the
morning-after eritical notices.  “Re-
viewers have a single erack at a play,
Hooper takes two eracks a month.”
laments the star of a Wednesday night
(rolie.

Talent is disturbed by advertisers
judging  its  visual  effectiveness by
TV Hooperatings or Hooper's Telerat-
ings even before the medium has
broken through its test davs. One of
the greatest Hooper laments of talent
i= the fact that generally by the time a
Hooperating is released, it's too late to
do anmvthing about a characterization
sinee another program (aside from the
<how rated) has alveady heen on the
air by the time the figures are received.
iSpecial Hoopers of course can be
made available 21 hours after a broad-
cast. but talent can’t afford themm regu-
larly. )

Talent's greatest lament is the fact
that spousors want resulls—i.e.. great
audiences—{rom the very first hroad-
cast or telecast. “Despite the faet that
i's a known faet that the habit of lis-
tening or viewing develops slowly. ad-
vertisers want aodiences [rom the out-
sel.” points out a great radio star,
“That’s understandable. since they
starl pay iug from the ||u_\ the program
soes on the air. WL however, they were
willing 1o 1ake a lesser audience 1o
start. with the knowledee that a well-
developed  program would inevitably
inerease its andience week after week,
and thus shight first andiences could be
balaneed by great end-of-the listening.
broadeasting would be a Letter show
ficld in which to work, And helieve
me.” he savs with feeling.
lengthen the life of all who entertain
via the air” R

“it would

SPONSOR
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In Canada’s erties, towns and rural homes from Atlantie to
Pacilic, listeners enjoy a greal variety of the \:'r\:iinl-.-l Canadian.

; American, British and French-language radio programmes.

With the addition of three new 50,000 walt transmitters in
Ontario, Manitoba and Alberta, the three CBC networks—Trans-
Canada, Dominton and French, through 90 owned and afliliated

stattons—unow reach alimost every potential listener in Canada!

This intensive coverage provides a nation of more than twelve

million customers to advertisers using the facilities of CBC.

COMMERCIAL DIVISION A
CANADIAN BROADCASTING CORPORATION

354 JARVIS STREET o 1231 ST. CATHERINE ST. WEST
TORONTO 5, ONTARIO MONTREAL 25, QUEBEC
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Magazines discover radio

During the war, the National  \s
soctation ol Magazine Publishers nsed
announcemenis on slalions in Bangeor.
\ugusta. and Presque [sle. Maine. to
urge lumberjacks 1o get aul into the

fovest and cut timbwr. |';t|n'1' [m]p Wils
=Caree. I'lllll'”\ }Il'l'iﬂ.l‘l” |lrrllfu-!'j.'u]\.-
were  scarcer. But the  twice-a-das.
t}lfl‘i"ll.'l\'--.'I-\\l"'F\ .‘i|!|n'ilb nan:--I Wil
ders, The <ituation was =aved. awd
magazine  publishers had - discovered
radio.

Today  the masazine IIJ';III’I'PI”_\ 1=
l‘\']n.‘llnlin;_' il use of radio, Selective
campaigns  arve  bhuilding  circalation

I‘_i}”:‘-r'f.\'
Marazines are Using amounee-
~till

keenly studving Curtis case histories.

for Curtis Publications, fos
Other
ments  ~poradically. others are
and ean be expected 1o use the air. on
a selective hasis, shorth.

Wehve a long thie that

noted  for

Applause

The Free Enterprise Struggle

Puerto Rico hasn’t been exactly an

advanced  territory of  the  United
States. economically or politically
ih~|||1u thi= fart. 11 has been in the

forelromt of the battle of government
v o prvale u\\m-|=|li|-_ The radio sta
ol 1he the
e [or the Tree enterprise syvstem i a

Lrons i=baned have careied

ficht that has meant Life or death to
them

I e ]Irlllrl"lll wits whether o nol
the station operated by the govemn-

ment was to he |,u-|r|=illx.| to carey il

verlising o divect |||[||||r||lin:| with

70

radio has nuvested some of its dollars
i mug;l/ilu'- anl NEWsprpers, s ]J!l'l]'
anl to note that the level of competi-
thinking
where some of printedd media’s cash is

110§ has reached  the

slage

flowing hack o broadeasting,

Live Programing

Radio is now entering the moie-

recorvded-than-live }r}l;lr-l'. For vears
thi= ha= heen true at independent sta-
tion= but the networks and most of
their — afhiliated  stations  outwardly

stressedd the mmportanee of live pro-
sriaming, With the announcement that
the National Broadeasting Company
will aecept recorded programs for net-
work airing. the last of the web ap-
position {0 lranseribed  airings  has
[aded,

Fhere was plenty ol hedging Iy
\ll'l- :||l it,“ l'h'n‘.l]il“l'l' ‘1r II.("]l'il'il I'l'l!-
evaming, but despite all the hedging,

it is apparent thal most programs will

eventually  be aired live only  when
formats  demand it Programs  that
profit from immediacy news.  spe-

cial events, sports. andd topical comedy

programs will continue to be live.
There is Littke justification for live air-
ing of dramatic. situation comedy, and
musical programs. Entertainment and
conercial coment of many programs
can be better if 1they are recorded and
edited.

ul

works should not imsist on l'l'l'HI'IHTI;_'

sponsors.  agencies.  amd  nel-
all programs hecaose they feel they
would he move precise. more aceurate
that

live spontaneily of

wav,  Theve's something in the
FLg gy 1':!1]11‘!') [rro-

arams for instance that 1= dificult o

the |‘r|\.qh‘|_\ owned stations.  Station
owners were ol the u|rilliﬂn that if
this were {::'!millml it wouldn't be lone
belore  several  governiment outlets
wonld  Lein operation and  would
monopolize, beeause ol power. ehan-
nels. and resonrces, the broadeast ad-
vertising Lbusiness of Poerto Rico.
When an ollicial announcement was
made that the station would hroadeast
commereiallv many - broadeasters on
the i=lamd felt that they had lost then
ficht, B didn’t

sive up: the fight was continueds To-

their  Associalion

day anthoritative sources in Washing-

ton veer 1o the opinon that any  sla-

catch on wax. wire, or lape. The value
of live entertainment must not be for-
gotten in the rush to record it

How to maul a medium

The months roll on. and evidenece of
the effectiveness of the 21.ODO0O00 in-
vestment that newspapers have poured
into sales research and promotion pile
m,

Irinters” Ink Ad-
Index.  For the month of

1018, the general  index
for all national advertising was up 6,
I‘)]T _\.I‘\\:--
papers ledl the parade with a 2077 in-

Consider the last
vertising
December.,

over the ke moath in

erease, Outdoor inereased 129, i

zines 2°

. Radio remained unchanged,
Radio unehanged . . . but was it?
Look at the vast ol new
the air o slice 1he
Think of the fact that
lltl'
diminishing in number rather than in-
creasing. SPONSOR's
tive Trends the
December. which shows a sorrier pic-
ture  than Ink
Remember the numerous instances of
shifts [rom radio. of redoced
bodects for the vear 1049,
The

Radio. the i]_\]lii]llii' medinn. has no

number sla-

lions on radio

|ll!‘|l||1. NewWe-

papers in past vear have heen

Consider selece-
Index for month of

the  Printers Index.

radiv

conclusion s inescapable.
unified <elline,

The industry film now in prepara-

tion nnder the able direetion of Cl3S's

Victor Ratner will help.  But much
more is needed,
What's needed is a keen industry

\I]i’l ol

decision to do something drastic aboul

awnareness l'[ |i|f’ |.|I"PI‘}I‘IIL

il Terw,

tion aperated by the LS. shoubd trans-
mit official govermmental information
and entertaiment only.,

Round one has been won by Puerto
nol  alone  for
but o all LS
all b

clements in

Rican  oadeasters

themsel es. hroad-
casters, for ||:|||I-1|'_\, There
are =lhrong

1IH|L

dustey as

sovermnent

which towards a socialized e

well as eontrol over all
media of dissemination of mformation
The Torefeont of the batile

to retain freedom of _-||m-r|1 and frec-

and news,

doni of business will be fought in the
Hlll.‘-]m'-lll.- of the 18 states.
like Alaska, Puevio Rico. and Tawaii.

i lerritories

SPONSOR
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KFRM Wins Heart of America Listeners

CRONKITE NAMED WASHINGTON
CORRESPONDENT FOR KMBC-KFRM

Walter Cronkite, for-
mer United Press For-
eign Correspondent, has
been named Washing-
ton correspondent for
The KMBC-KFRM
Team, Arthur B.
Church, president, has
announced.

Cronkite has estab-
lished headquarters in
Washington, and will
begin his reporting
shortly after the first
of February.

Each of the two sta-
tions will program
Cronkite on a short
news spot daily. In addi-
tion, he will provide two
quarter-hour programs
weekly for each of the
stations. One of them
will be a general com-
mentary and interview
program of significance
to the Kansas City
Trade area. The second
15-minute program will
be supplied each station
on a localized basis, in-
cluding Washington ac-
tivities of interest to
local listeners, and in-
terviews with Congress-
men from Missouri and
Kansas.

Cronkite returned in
September from two
years as Moscow Bu-
reau Manager for the
United Press. Prior to
that assignment, he was

Iforeign  Correspondent
with the wire service, in
Europe. He covered the
air war over Germany,
the Battle of North At-
lantic, the Normandy
invasion, and estab-
lished United Press cov-
erage of the Nuremberg
trials.

The Texas Rangers
Appear on Television

The KMBC-KFRM Texas
Rangers, now in Hollywood
for movie and radio com-
mitments, on January third
inaugurated a new televi-
sion program series on
KTTV, Los Angeles. They
will be scheduled each Mon-
day evening on the new
series,

The male quartet of the
Texas Rangers, then billed
as the Midwesterners, first
appeared on television 15
years ago . . . in Kansas
City, on W-9XAL, experi-
mental television station
programmed by KMRBC.

KMBC-KFRM Team Ranks First

DAYTIME AMONG ALL BROADCASTERS
IN KANSAS CITY PRIMARY TRADE AREA

The KMBC-KFRM

Team

made new records in

audience building in its first year of operations. After

less than ten months of KFRM operation that station

attained top ranking in
teamed with KMBC, The
first by

among all broadceasters in

a wide margin

the Kansas City Primary
Trade area, according to
Conlan and Associates,
radio survey company,
The
pleted in October, and pub-

Conlan survey, com-
lished in three books, is he-
lieved to be the largest coin-
cidental survey of its kind
ever published.  More than
100,000 calls were made dur-
ing a one-week period in the
Kansas City Primary Trade
This
tending

area. Area Study, ex-

west from Central
Missouri to Colorado, also in-
cludes counties in Nebraska
and Oklahoma, and covers the

the area it serves. And,
KMBC-KFRM Team ranks

WIDESPREAD COVERAGE...

Shaded map shows mail response in KFRM's December
vontest, together with KMBC-KFRM contours,

8 am. te 6:30 p.m. period
throughout the one week pe-
riod in early October, 1948,

The

rural in character, as it ex-

survey is essentially
cludes the larger cities—Kan-
sas City (both Missouri and
Kansas), St. Joseph, Topeka,
Salini, Hutcehinson and Wich-
ita, and was limited to these
hours as KFRM went on the
air as a daytime station.

The KMBC Area Study
shows that KMBC is the most
listened to station, daytime,
within an average radius of
slightly over 100 miles from
Ransas City!

The KFRM Area Study
proves KFRM is the most lis-
tened to station daytime in
Kuansas within KFRM's half-
millivolt contour!

Arthur B. Church, presi-
tdent and founder of The
KMBC-KFRM Team, in com-
menting on this remarkable
story, gives major
credit to KFRM's
dented audience building rec-
to his

suUccess
unprece-
oril program people
Mr. Church insists that the
KMBC-KFRM Staff, number-
ing than
greatest

130, 15 the

s i

moie
ind best any

broadenster can boast.

s e A



ANNOUNCEMENTS
On Five Daily
Participating Shows

"“"Wife Meets Husband™
Fran and Bill Winne Monday through Friday
9:30-10:00 A.M.

Advertisers who use announcements
on WTAG to reach the prosperous Cen-
tral New England Market get top value

“Danny Patt

Shaw"’ for their advertising dollars. WTAG pro-
Bnnr et =< duces five participating shows every day,

Monday through Friday, with each
participating announcement carefully
programmed as an integral part of each
show. They're as personal as the script;
the exact opposite of the disc — an-
nouncement — disc — announcement
type of show. In production, the ages
and interests of WTAG's entire listening
audience are carefully considered. That's
why these five daily shows keep YOU
participating in sales in the great Central
New England Market. When you buy
time in New England, buy a buying
audience with WTAG, the station with a
far greater audience than that of any
'l;"“-"": Cax — Kb Edgton = other station heard in the area.
anny Patt .
Guest-of-the-day, Jane Russell !

WORCESTER

5:00-5:45 P.M.
580 KC 5000 Wats

Monday through Friday
10:00-10:30 AM.

“Open House"

PAUL H. RAYMER CO. Natianal Sales Representatives.
Affilioled with the Worcester Telegrom & Gaozette,
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