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Tax on transportation is getting intensive going-over by railroads
and plane companies via air advertising and direct handoutls at

ticket windows.
tremendous.

Mail pressure on Congress as direct result

=SR=
Future business trend will be determined this summer, according to
many financial authorities. Ten out of U.S.'s top 50 business
organizations are revising their summer advertising schedule at
present. Earlier contracts for returning big-time programs may be
in works if talent can be convinced. Policy men feel that intensive
summer selling may ease fall decline.

=SE-
Insurance companies continue to be investigable in a big way. Fact
that they control amazing part of U.S. capital is something Wash-
ington worries about. Most advertising campaigns of insurance or-
ganizations will carry copy this fall explaining how they handle
policy holders' money.

-SR-
Effectiveness of network cooperative programs at local level is seen
in recent Mutual network announcement that Fulton Lewis is now heard
commercially over 306 stations with 750 sponsors.

~SR=
Cost-of-1living continues down, but there's little in newspapers or
on air to bring fact home to general public that doesn't see over=-
all piecture. Even big advertisers, definitely affected by consumer
mental approach to buying, haven't been doing selling job on fact
that lower living costs are equivalent to upped wages.

SR
A. C. Nielsen, who doesn't usually come to defense of ratings, has
answered comics who hit indicies when they aren't on top. While
sales are great index of program effectiveness, he said in cleancut
statement, maybe good sales record of program would be better if
program had better rating.

=SR=
Fact that TV and radio can and will live together was indicated
recently by KYW buvying announcements on Philadelphia's WPTZ (Philco
television) to focus attention of listeners and viewers on KYW's
top radio shows.

Al - P

Survey of transit travelers in Distriet of Columbia by Ed Doody
indicates that preponderance of Washingtonians enjoy music in buses
and street cars--and that they don't object to transitradio com-
mercials.
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P&G feels
Tallulah suit
only Bankhead
publicity

Campbell Soup
nearly slapped

REPORTS...SPONSOR REPORTS...SPONSOR RI

Procter & Gamble does not feel that "Tallulah, the Tube," ridicules
Tallulah Bankhead or any other Tallulah of whom it claims there

arc plenty, including spring water, soft drink, brand of canned
goods, and oil tanker. P&G uses the "TtT" character in radio

commercial to good effect.
=SSR

Slap by Peabody Awards Committee at Campbell Soup's singing com-
mercials was deleted from award citation corporation received for

at award time
commercials on

TV fan papers
getting heavy

TV fan publications

sponsoring Edward R.
the

Murrow.
gir.n

=-SR-

Committee called spots "soupiest

all over nation are growing by leaps and bounds.
Television set owners don't feel that newspaper listings of pro-

play grams are complete enough, and are subscribing in solid numbers to
any local publication that gives detailed information on what's
available for viewing.

Quiz shows
block programed

Opticians
come back
to air

some time, are coming back.
users of air-time before war, is back on WNEW.

pening all over nation.

TV weather
forecasts in radio.
spreading

packing firm in St.
Columbus reports

Louis,

-SE=-

Block programing of audience participation programs for two=hour
stretch is being tried by WOR, N.Y.
has worked for other types,

Since block or mood scheduling

feeling is that quizzers will also in-
crease listening by being placed back-to-back.

-SE-

Opticians, who as a group have been off radio in most areas for

Community Opticians, one of largest

~SR-

Same thing is hap-

Weather station breaks are becoming just as big in TV as they are
Harry Goodman's unique puppet-films are sponsored by

bank in Boston, brewer in Pittsburgh.
sponsorship, too.

-continued on page 40-

capsuled highlights

IN THIS ISSUE

Summer listening is the great unresearched
section of broadcast advertising. What has
been uncovered thus far is reported in this
issue.

Fall buying is not conceived in the fall.
Consumers' minds are made up in July and
August, which is why it's profitable to broad-
cast in the summertime,

Folk music moves outdoors in the summer
and shakes hands with its fans.

Bascball is bigger, as a broadcast adver-
tising vehicle, than ever before. 'Play ball"
sells to men and women all over the U.S.
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Fitty-two week schedules for daytime
serials are no accidents. Why the socap operas
stay on and on and on is part three of SPON-
SOR's latest program study.

IN FUTURE ISSUES

Cuticura on the air
Puerto Rico, American outpost

Broadcast advertising audiences, AM, FM,
v

Conti, how they sell soap

Selling Polaroid lenses
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One -of a series. Facts on radio listening in the Intermountain West

INTERMOUNTAIN NETWORK
DOMINATES TERRIFICALLY

20 HOME TOWN
MARKETS COMPRISE
THE
INTERMOUNTAIN
NETWORK

UTAH

KALL, Salt Lake City
KLO, Ogden

KOVO, Prove

KOAL, Price

KVNU, Logan

KSYC, Richfield

IDAHO

KFXD, Baise-Nampao
KFXD-FM, Baise-Nampa
KVMY, Twin Falls
KEYY, Pacatella

KID, ldaha Falis

WYOMING

KVRS, Rack Springs
KOWB, Loramie
KDFN, Casper
KWYO, Sheridan
KPOW, Powell

MONTANA

KEMY, Billings
KRJF, Miles City
KMON, Great Falls
KYES, Butte*

NEVADA
KRAM, Los Vegos

KALL

of Salt Loke City
Key Station
of the
Intermauntain
Netwaork
and its
MBS Affliates

* Under Canstruction.

MAY 1949

HIGH TUNE-IN

Daytime tune-in nearly equal lo nighttime listening oulside
Salt Lake melropolitan area

The only complete survey ever made showing the size of audience in
the Intermountain West was the Winter, 1947 Hooper consisting of 58,163
coincidental telephone calls.

Comparnng the sets-in-use in the Salt Lake City metropolitan area with
the sets-in-use for the 13 outside Intermountain cities, it was found that
there were 52.6%, more sets-in-use in the 12:00 Noon to 6:00 PM period,
and 100%, more sets-in-use in the 8:00 AM to 12:00 Noon period!

In these 13 cities the Hooperating for the morning was 11.9 for the
Intermountain Network stations which had 42.2°/, of the audience. In the
afternoons the Intermountain Network stations had a 14.5 Hooperating
with 49.79%, of the audience.

SETS-IN-USE
Monday through Friday—Winter, 1947
SETS-IN-USE
13 INTERMOUNTAIN NETWORK CITIES SETS-IN-USE
TIME 3 OUTSIDE OF SALT LAKE CITY SALT LAKE CITY
8:00 AM—12:00 Noon 28.3%, 14.09,
12:00 Noon—56:00 PM 29.2%, 19. 2°,

The high daytime tune-in in the beyond metropolitan areas of the Intermountain West
means that in many areas the daytime advertiser on Intermountain Network secures
sets-in-use equal to night-time listening in the Salt Lake metropolitan market.

SETS-IN-USE
Winter, 1947 Hooper Survey
EVENING SETS.IN-USE SUNDAY THRU  DAYTIME—MONDAY THRU

ciry ~ SATURDAY 6:00 PM—10:00 PM FRIDAY, 8:00 AM—b6:00 PM
Salt Lake City, Utah 35.6

Rock Springs, Wyoming 32.7

Price, Utah 40.0

Billings, Montana 37.8

Casper, Wyoming 31.7

Idaho Falls, Idaho 32.2

Powell, Wyoming 32.2

Miles City, Montana 28.8

“INTERMOUNTAIN

—
/ ?WWnc National Representatives
New York Chicage Los Angelos San Francisco Atlanta



9 MAY 1949

yoL. 3 NO- V2
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40 WEST 52ND
OUTLOOX

MR. SPONSOR: HAL DEAL

MEW AND RENEW

P.S.

DON'T UNDERESTIMATE SUMMER
SUMMER SELLS FALL BUYING
HOWDY NEIGHEOR

HITTING A HOME RUN
DAYTIME SER!ALS IN SUMMER
SUMMER REPLACEMENTS

MR. SPONSOR ASKS

TV: SUMMER 1949

TV 4-NETWORK COMPARAGRAPH
TY TRENDS
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ONSON IFUBLICAT
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40 West 52nd

PROMOTION HELP!

Ihere's heen a seen

question |y

wanting to a<k. one that | feel sur
many swall stations would like to have
solved by the timebuy er.

When the timebuyer requests the

station to contact dealers or distribu-
tars in onder to coordinale promaotion
with their commercials. the timebuver
as a rule -||[n|'||r- e list.

Fon -\.m-]n]r'. o run down o coan
prehensive listing of every dealer who
handles margarine i= one of those tasks
for which a LOOD-watter 1= not stafled.

Could the SpOnson he ]u'l'.~|1.u|1-r{ of
of attaching dealer or
disteibwtor  lists 1o their

Local mailines from the

the nportance
conlracls s
station then
could follow through with ease.
Vircixiy ALLeN
1ss’t to the UI'_'-'.
Wi
Benton Harbor. Mich

RE REPRINTS

Your survey titled “The \utomotive
Picture™ in the Mareh 11
SPONSOR ds an extremely
\I.l\ W

1ssue ol
'r'lil\ll one
obtain 59 reprimts of the
fatling this. mav we have
permis<ion Lo use parts of the artiele’

Joe Mipvion
Promotion Manager
(AN

Vaneonver. Canada

\|.|\ we I].:\l- ]u-lnll‘--inu Len Tepro

radio colmnn “Will

19357 in

in a weekly
Fheve i
whole or in part?

Full eredit, of

CIVEeN SPONSDIR.

r‘:ll.
WO Stations in
Colry= \\Hlllll I'r'
BErsey BipLesox

Issistant ”r.a'-'u-'_r.‘

nErL

Tohnson Citv. Teun
e In wply o many inguines, SPONSOR  does
met perninn partial reproduction of dts stories.  Per
mssion for complete repring with ceedit is penerally

wited  on peqoest.

TV AS SALES TOOL

W wonld like to iy nlormng
tion on 'V as a tool in selling to
TR vl loeal marks <. =uich as
artcles, editorials. ease histories, ele

We are comtemplaling preparving an
ihiecle tor one of our elieits dhisens<no

Please tnrn 1o page 0

ONE STATION )
in Houston

leads all <y

"others -
(f/"b

[8
: s

p——

/4

F/RST N B8

F/RST IN HOOPER
FIRST v

SOUTH'S FIRST MARKET

Houston

— To sell

and the great

-2

Gulf Coast area

Buy KPRC
EIRST
in Everything
that Counts

pRE .

950 KILOCYCLES - 5000 WATTS

NBC and TQN on the Gulf Coast

Jack Harris, General Monoger

Represented Nationally by Edward Petry & Co.



FINGERS

More than hands on a keyboard!
In seven vears of broadeasung, Hugl
Waddill of WFAA has played
more than 7,000 programs. H
drawn mail from every state in
the union. .. from countrics
ranging from New Zealand t
Germany. Hugh's popularity
is proof that WFAA has the
best organist in radio . . .
that the WFAA organ,
synchronized with WFAA
ACOUSLICS, 15 an ncom
parable instrument . .
that WFAA's power to

entertain 1s matchless.

and

DALLAS WEAA

Fm
820 KC * NBC » 570KC « ABC
\\TEXAS QUALITY NETWORK

Rodio Service al the DALLAS MOBNING MNEWS

REPRESENTED NATIDNALLY BY EDWARD PETRY and COMPANY
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STERLING BEER, wirx

BASEBALL

HARTMANN FURNITURE STORE
BASEBALL SCORES

PENNSYLVANIA MOTOR INN

SUNDAY
BASEBALL

EXCLy WVED
REVIEW \

Beer, Hartmann Furnilure

nnsylvama Mator Inn

st three of the many

“INDIANAPOLIS . s nervons

FREE & PETERS, National Representatives

40 West 52nd

(. onniwed tromnm pape

thenr use of TV as a selhing toul and
its usc in overall selling capabilities as
viewed throngh the eves of a national
whvertising agsency., The theme of the
IO I article would be “mission-
ary e approach in o selling TV as a
potent <ales ool for bhoth lavge and
small adverti=ers

\nlilll\ ! “n\ll

lohn Falkner Arndi

Philadelphia

PRINTLESS PAGES

Did von ever start on a tedions
three-hour trip with a favorite trade
magazine and no other reading ma-
terial. eot seltled as eomfortably  as
|i-"-‘-l.|-l|'. and then find that the articles
vou were interested o were started or
ontinued on pages sans print ¢

Thi= happened 10 me with the 11
\|qu 1= ol SPONSOR.

|'|I'\I‘-' il'T me ||;l\| a nerw l-lllillllh
copy. or pages 2L 250 26.29. 32-33.
G-37. 76-77. S0-8L. 8165, as =oon as
|-l--~-llll1'.

loux E. Barowiy
HI-Canada Radio Facilities
| ancouver. B.C.. Canada

"HAPPY GANG" LIKED
I wonld Like to add my thanks fo)

une of the most |"'1.Il"-illlll_'_' SlOFes ever
-lllll-‘ o H'”Jl’” Gane, | 1I|\-|'1'|,
tharonghly enjoved every paragraph.
It was. indeed. a job well done—inter-
-'“llil:. iI||-~1i||..|Ei\1'. .IIH] k['l'lll\ HEIHE
Ivtical. The preture lav-ont was par-
tienlarly  zood —and the whole story
i~ and will remam. a somee ol great
pcide and ]Il- a=sare Lo e,

Bt PPearL

(¥[T ”rl’}‘f'\ (ritne

Toronto. Canada

WTAX OMISSION

In a rveeenl asspne of sroasonr, |
noticed a story and 1able dealing with
BAHS test reports on average daily
mdience i 200 cities. =pringhield.
inois. happens 1o have heen one of
the test eities. and vou included two
station reports on Springhield coverag
fone of them an “outside™ station |,

Lot omnitted any mention of WTAN
.fr“f!f':n:' rn o !Jr:;‘f‘ i

SPONSOR



WMCA reaches more
radio families and more

unduplicated radio homes
than any New York
independent station!

30 kw «

tatr
dllOne!
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ave a wonderful Gime

THIS SUMMER. TAKE 13 WEEKS WITH PAY...ON WCCO

Stay on weco all vear round —withont a Snnvuer hintus —1o have o worderful

time! Sunnmertime i the Northwest is just what the doctor ordered.

16 saLks! Throughout the 6-state weeo territory. retail sales are just about
as high (82699.000.000) in June. July and \ugust as they are inany other
seasott. Northwest farmers harvest cash erops of 3865.927.000 in these three
months. and more than two million vacationists hring in Gand gleefnlly spend)

an additional 8212.000.000,

BIG LISTENING! weco delivers an average daytime Twin Cities Hooper of 6.0

in the Smmner—587 better than any competing station. (Throughout

the 6-state arca surveyed by the cps-wcco Listener Diary.” weco

averages 20077 more Bsteners than any other Twin Cities station.)

BiG PRECEDENT! Last year. 18 hlne-chip local and vational spot advertisers
(3077 more than the year hefore) stay ed ~“on the job ™ all year ‘round on 50.000-
watt weeo. As they I do again this year. . having a wonderful e, making

sales while the sun shines,

You'll find. as they hive found. that the 13 Sununer weeks on weeo are 13

weeks acith pay. For reservations. see us or Radio Sales.

oo wae: WOOO)

Minucapaolis-5¢. Paul « IS

Represeuted by BRADIG S ALES
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e by sPoNsOR's editors

Drive to up U.S. consumption
of fish under way

PBiceest drive an Tood market this <ammer will be tooin
crease Niperica’s hsh consumption. While meat-cating
la= mereased 15 amd chicken on the tah'e 307, . fi=h
has continned vather <tatie, Fish industiy on both coasts
1= now enzaged o intensive promotion swhich includes
vadio and wlevision. Frozen fish has extended fish sale-
possibilities 1o eutive patton, Shipments rom Massacho-
<ot~ to Chicaco alone are nearly doable last year's,

Furniture sales off, with "borax"
lines suffering most

Fhere’s practically no segment of industry that hasnt hees
alleeted by envrent trend of consamers pulting locks o0
their purses. Mareh furniture sales, which started easing
st November are off 1077 from a vear ago. Decline is
patticularly noted o non-advertised lines. with “horax™
furniture <ulfering most. “Borax™ sales 2o 1o low-ed
Lvers. It is this wroup that’s putting-hy most for the
fortheoming vainy davs that they are hastening by their
~aning,

Toothpaste firms add a
new appeal to ads

Toothpaste industey finds itself Tacing another revision
i appeal due o publicity. on ammoniated tooth powiders,
Most leaders have bronght out. or are about o heine
ol o irlmlu-'I with the new irl:_'l‘t‘a“mll that s .-|||||m>(':l
Lo conmteract tooth decay . Theve ave no plans on the vl
ol big Girws o dvop coreent produets,

New lines have something that old pastes and powders
never didk ingiedients that dentists feel will actoally help
the teeth.

1,200 hose firms find
going heavy

Laves than 200 firms do 307 ol all the hostery husiness
i |1I" s |’-l"[i! I~ I'I'I!\n[i'tl \\illl [.200) Illi“:-. Iilll ||Il'
phverti=ers do e binsiness, Betailers are askine for more
el <appont this <snnnoer o counteract the haredes “nen-
e Nannlacturers will |-l'l1|:_' onl the sheerest of hosieny
fo the =imumer. bt the very sheermess gakes the livnge-
wearing plus of nvlon of guestionalile valee, Boadio will
b sedd tor sell Miss Nmeviea on wearing hose for “your
|||.]1|--|..-'. ~.1L1'.” '.lll'i'l'lll llll-llu'-u I= i!illllil i“r- H” n{
sl vitine s,

10

Advertising liquidating
Waltham Watch's big inventory

Waltham Wateh, America’s current example of what hap-
peus noa nom-ageressively advertised  product. will come
out thi= fall with an entire new line. Ligquidation of
present overstocked line s being carvied out through
widely advertised sales like those vecently handled by
Poston’s William Finene. It takes adverlising even to
hgquidate. New Waltham line will be well-advertised, if
present mdications are anyv index of the luture.

Cigarette production continues
to expand, as does tobacco advertising

While most industry i< catting down and down, cigarette
production: eontinnes to jump. March was 6.9 above
1915, and February was np 8.6°¢ over a vear ago, Ad-
vertising budgets of tobaceo leaders are up over 1915
also. hut definite fizares were not released. Radio is now
a cornerstone in any cigarette advertising campaign,

Trucking industry now ready
to step out and advertise

Troeking industry now feels that it is v a position Lo
advertise competitively with railroads for business. Sey-
ety pereent of all new automobiles are now distrilinted
by truek. and one such trucking L will approach
~3.000.000 gross this vear, Trade associalion in trocking
industry ix seeking a radio formula which will reach its
prospects with a minimum of waste, and ~tull condition
comstumers ol Lo vegard the giant truck= only as road

S

European travel still not
helped by U.S.

Faropean tourist travel stll s without support of many
aovernmental departments, Latest sethback is decision of
the Civilian Aeronaoties Board not to permit a “tourist
rate” for airlines serving the Continent. ECA head Paul
Hoflman has been doing his best to get American dolars
into Farope without Toaning or leasing them. Tourist
asencise adyertising locally recently reported great interest
i tonring Furope this summmer and the need Tor beter
breaks Tor tonrists. Short-term vacationeers want to 1y
in order to be in FEavope as long as possible. Lifting of
Rerlin Dlockade i another ineentive 1o pravel in Mid-
Furopa. Only three weeks vemain doring which loosening
of Fuvopean travel restrictions will mean anything fon
thi= sear. 10 now or pever o 1914,

Radio helps Hunt Foods
hit a better sales figure

I unt IFoods. one of the most consistent West Coasl an
ailvertisers, s one of the few foods processors who have
annonnsed <tzable sales inereases Tor the fivst fonr months
af their hiseal vear. Hunt recentls tested New York radio
e big way for theie canned peaches althongh New York
i= not cenerally a test market. Hant s now cheeking the
restills ol s New York test and e nest move will be
Base b on what the Nes York experiment has imdicated,

SPONSOR
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A SILG Mows Tt Poblisked i /I2LS

PRIL 12, 1924, WLS began its policy of WLS pioneered them all in 1924 but what is
Service .ulli ;|n\\|'.-'IU earth entertainment for the more i||1i ortant, contires them all m 1999 on ¢
family people of the Middlewest, as reflected in bigger scale, constantly umproved to meet the
the April, 1924, radio pages of Prairie Farmer, growmng nceds of Midwest America. 19241949
excerpts from which are above, Dinner Bell Time, years of service and years of learning to serve
America’s oldest farm service program—Home- better, and to serve an ever-growing audience
making programs—the one and only WLS Na- throughout Hlinors, Indiang, Michigan and Wis
tional Barm Dance—market services—weather cons'n, and border counties of the states around.

1924—1949——25 years of service and entertainment.

The

PRAIRIE

000 ([ erereel ST TALALE

CHICAGO 7

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

9 MAY 1949



For - Profitable

WILMINGTON
DELAWARE

EASTON
PENNSYLVANIA /

HARRISBURG
PENNSYLVANIA

WORK

YORK
PENNSYLVANIA

S

WRAW

READING y
PENNSYLVANIA/

WGAL

LANCASTER
PENNSYLVANIA

AFFILIATES
Represenled by

RoserT MEEKER

ASSDCLATES

ngeley MHew York

siv:Fronelyeo Chicago

STEINMAN STATIONS

|12

Harold BR. Deal

l":'ll". S_pousor Manager, Advertising & Sales Promotion

Tide Water Associated Qil Co. [Associated
Division), San Francisco

To Associated’s office on New Monteomery Street late this sum-
mer will come the top vadio and TV sporteasters. officials. and
college Toothall and baskethall eoachies in the West. Tt will he Hal
Deal’s show all the way. For a rnl:[rh' ol davs. li= lil.lll-hllll_',:, ollice
will sound Hke a happy blend of an Avmy staff wieeting and Stillman’s
Gyni The more than 100 foothall games and 250 haskethall games
||||!l~ howl events and pl;l\n” Lourneys) that As~ociated will sponsor
during the 1919 scason on 150 or <o radio and TV stations will
be discussed in ninuate detail. Transeriptions of last year's sponsored
sames will be plaved back. and Deal. a former semi-pro hall plaver
who somewhat resemibles General Fisenhowers will he quick to point
oul the flaws caught by his sensitive car,

Tireless, effervescent Deal knows what he's talking about. e
_iuim‘il Tide Water as assistanl ad manager in 1921, latey master-
minded s entry into sporteasting in 1926, Today, that sports
sponsorship annually: blankets 11 Western states doring the fall-
winter seasoi. It accounts Tor 30210 of a S1.500.000 ad budget.
but Deal swears it's worth every penny of it

Few advertising exeentives integrate their broadeast advertising
efforts into the firm’s over-all wmarketing operations as well as does
Hal Deal. The straight. factnal copy that his announcers and sport-
casters use 1= only a small fraction 1371 of the total airtime. but
the vegional identification of advertiser and program is tremendous.
Deal prromoles the  \sso i.'H|'1|-~fn|ll~mn] sporls hows vigorously to
the finm's 3500 dealers. and follows through to the public via
cive-away zame schedoles, booklets, high-powered =ports contests
fwhich gave away TLOOD foothalls last vear). window posters. and
17 film libravies of highlights of Associated’s games,

Deal i< the fiest to aduit that he can’t always trace a divect sales
valne to the firm's sporteasts. T faet. there are many areas served
by the broadeast games where Assaciated has no marketing facilities
at all. But. Deal i quick to point oul. in terms of prestige and good
consumer-dealer relations the \ssociated Sporteasts really pay oll.

SPONSOR




- WHAT ARE
UDOING

- THAT FOR?

Of The Nation".

The lhittle fellow's question 15 a good one
The Grocer's answer is a good one, too,
He's building that island display to tie-in
with a well planned, well placed advertis-
ing program. The reason? He knows from
experience that “"merchandising” national
advertising at the point of purchase means
more sales, more profits.

As grocers have come to rely on “national”
advertising to sell their merchandise they
have also become more critical of it. Tim-
ing and replacement are important. They
know which station their customers prefer
and they are inclined to back up that sta-
tion's program with extra promotion.

Wise grocers in North Dakota know that
programs aired over KSJB will give them
the support they need. That is why the
chances are good that your salesmen will

KSJB, 5000 Watts at 600 KC, the CBS station covering "The Top
Studios in Jomestown and Fargo, North Dakota

be well received when they detail a pro-
gram using KSJB,

Added proof of KSJB's potent power can
be seen in the Jatest survey taken in scven
key North Dakota counties. Any Geo
Hollingbery representative will be glad to
show you the complete study.

—KSJIB s—

—LATEST RATINGS

Morning Afterncon Evening
KSIB 54.4 46.5 49.6
Station A 18.0 21.4 23.5
Stotion B 19.3 25.5 17.7
All Others 8.3 6.6 9.2

Survey token in Stutsmon, Bornes, Griggs,
Foster, Kidder, Llegon, and LoMaur caun
ties, North Dakata.
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PIONEER SUBSCRIBER,
Amarillo,
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NEWEST MEMBER, (.1’
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"I urged co-aperative produd
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WILTHR,

for the

[LNTHUSIASTIC MAMNAGER, ~. |
WEL R, Grand Rapids, Michigan:
diflicnlty

have

Suece=s lor one

subseriber Howard Roberson of KFDA,
ton len years ago,

little

HARD - HITTING

Raupe.

helidtesting o

e

s

than justibies

lLarl

#i _mm--u] the
The Symlicate’s program outpuol

my early fauh in the

IVORY TOWER LAMENT

By BRUCE EELLS

Wiues | was Sales Manager of KI1J,
I worshipped at the new MBS shrine,
and later as Business Manager of
"o West Coast radin
annointed the feet of
the wizards whao
jockeyed for scarce
network availlalnhi-
ties, Just at hirst
did Tiey to tell "em
how we used to do
i - moux Loy
I soon learned thar
unless a man were
anetwork or agency

Young & Rubicam
| rn-u-u-nli_\

execulive ensconved m Los \II;:I‘lt‘:-..
San Franeisco, Clicago or New York
(lster we fargot Chicago and San

Franciseo) he simply couldn’t have
lis finger on the pulse of the people
in Cedar Rapids. When | remembered
that "Bubbles”™ Dean had managed
KSC) from scratelh into a station
where an advertiser could mahe £25.00
per weeh return $2,000 a0 sales, |
decided he lidn't really know what
the lhisteners wanted:; he was ju-!
luchv—con=i=stently. | had to learn
l||.1l | wasnow -nlllh-c‘“nulmn'.ll 1.-\'t'f."

After 10 vears of this 1 was bright
as a new dollar. Closest 1 got 10 Sioux
l.lll‘\ were the times 1 flew over it on
the way to New York to find out what
we planned there for the entertain.

Oppenhuizen,

“We shouhl El
securing 500 stations,
means suiecess for all.”

WLES, Baton

kells was

Smuth,

lii.lll while

nlea.

I"aso,

ILLINOIS LEADER, W .

WSV,

transcribed shows we

ment and sales edification of pe ople—
in Sioux City—for the coming year.
In 10 years | successfully avoided
ashing people hke Howard Roberson
what went on in Amarillo. It was less
1]:-—ll-nI||:_L‘ that way, Besides,
could Howard know how 1a Nt'.i-l'
the pr'r!ph’ he lived \\illi. without
having gone to New York to find out
what they wanted —an Amarillo.

Finally, a cousin of mine in Sioux
City came out to Califorma to see me.
e D built a several mallion dollar
\llltlil'-!ll‘ Brorery llll-!n&‘-\ m f""lull‘
Ciy—uosing  local radio time the
networks didn’t reempl. He saul he
thidn’t have an .'ul\t-lll-lnf_' agensy Iyt
that the local station manager ""was as
smarl as a \\1|j}-.“ I didn’t want 10
embarrass him so | didn’t tell him
about how you couldn’t J‘n‘:i”_\ e that
smart unless vou lived in an ivory
tower in Los ‘lngl'lf"‘. l‘:}lllr.ig_":\ or
New York, During has wvisit 1 ointro-
duced him 1o Jack Benny. Burns and
Alen, Eddie Cantor and Red Skelton,
| \\l|11||| have iltlrrnllllit'll ili!l1 1o =ame
more— but 11 was too Mn}n;n‘r..-'ﬂnp.
Why? The ratings of the programs he
sponsored 1were higher ijn theirs-
in Sioux City.

Seems Jimimy was using transceribed
shuws he and some other advertisers

how

.]fIIHIIII Ili\\.] 11.'\11! ]l“‘ll('li I|r|'|r res-
sources o Ilrmluu'(- on a cooperative
f lllrl-lllilr"

hasis. The character of

NBC AFFILIATE OPERATOR Karl Wyler, KTSM,

Texas waited until Syndicate had

proved itself; came in with flags flying. Pleased
with programs.

Kenneth
W are using three of the
shows, Evervone at the station dpRrees that the
quality and production as the hest of any

Iatterson,

Pebin, 12 ™

liave hieanl.™



Local Dollars vs. Network Pennies

BROADCASTERS PROGRAM SYNDICATE
Success SI'OI'Y...

the programs was hased npan  the the best; that most transeribed pr
judgement and opinion ol station RTAS Were 00 expensive Lo o
managers |~ on the local level™ Seems out on; that loeal advertisers repre

~( '|1-'<|

that, 1ignorant as they were about how 1 a

those things were figured out Yarien raress ol nalion |t
tfically™ i Los Angeles, Chicago and together; rh-‘ I wl
New York for network advertisers transeribed ~|=--\~- . e avan 4
those managers somehow staggered able ot a re nr .II.' --
along on what thiey konew about people HIsEr= wint i radio andd e W ‘
in their own baliwieks £y Jms 10 new s at national BROADCASTERS )

I bieggan 1o entertam the treasonable advertisers wo tons ol
thought that “"Babbles™  Dean  of dollars per year from network and 3 “HYE reparam greRite
KSCJ might make a pretty good net- put it into spot radio at full aationad
work execulinve In o moment of rates—buving only the markets they
weahness, | even thought of several wanted, that stanons  individually
network and ad ageney executives would vooperate in every possihle way Since its organization less than a year ago, the Broadcasters
who might find some small merit in in any effort that suceeeded in bring Program Syndicate has built a success story unparalleled in
spe. |1||:n<‘ a lew 111\» lovitering around ing them Illfr'l ol therr time vcand the history of radio.
the tfrll"-lun where George Volger's instead ol 359, He oreged that 1 oget
announcers hang outl in Muscatine, into the husiness ol prodocing top Operating on a muhscription basis exclusively, the Hroad-
Fortunately, | pulled myself together, quality, topetalent shows via transeri casters Program Syndicate is essentially of, by, and for station
perished these errant I|1nu|“t- reere ul Hinn 1"|’ ]I‘“-’l adveriisers -”"Il lur subscriber-members,
the office copy ol Tha uchster,” atonal ddvertisers an g spol bisis . ’ & agce - - .
and rl-ilirnmil oo my deliberations as Jimmy Moore had }-.:--rrk away by A JHJ“E(: rl'ﬂ‘l’.f.'l'ffr equal to the suhscrl‘hmg Slallt)l"l_s national
10 the best means for mdueing one of the time | gol 1o Sious City. 1 one-time 'c]ass A quarter-hour rate entitles the station to the
our national advervsers to imclode all sorey e didn’t live to learn that 1 did Syndicate's entire anlput of network-calibre programs. All
the hasic “required™ stations of a leave Young & Rulieam and that nn current Prukr‘lmi—pm‘ every additional series pf()dl-l(.t‘l.l by
certain network notwithstanding he organtsatton now produces top-grade the Syndicate in the future.
had no distritbution in the areas network-calibiee transenbed shows lor To Synd’caw member-stations. the PAT O'BRIEN—FROM
covered by 38 of them NRC, GBS, MBS, and ABC aililiates HOLLYWOOD, FRONTIER TOWN, and ADVENTURES

One day I got a letter feom Jimmy and indepemdent stations in 30 states OF FRANK RACE series substantiate long-held convictions
st intelligently written it nnght have lI'liI B Canadian provinees -0 lris that—\snrkmgtobcther—wlllunsofdollarsln program values
heen prepared by one of our ivory rost-plus™ hasiss thut 1 odrose o could pour into the coffers of each.
tower group, Ttstated in essence tha station-wagon over 12,000 miles lasy
thes were short of good  talem, summer 1o get the adviee ol over a
whereas Hollywood was loaded with hunidred of the smariest opera in Ln%{'h

the radio andustey —the [
managers; that the ady WAPX, Montgomery

they pave me has sel a coopers

! ARIZONA

pattern that national wdvertisers ap
plavd  and  networks are studying A : 'm_f UTAH
with interest, i 5 - . KUTA, Sail Laks City

Of tremendous intere=t 1o Jummniy KCYU, Yoms . s Ouluth . ., BC “mg:""w

. T ARKANSAS X :
\‘,I‘!I!II be the n--.'-{|..u11| that 1<.] SVLC, Littts Pack WHLE, Vir - 3 VIRGI
gelther—=our stabians van hnance am "
At ) CALIFORNIA KANA, Ansconds WGH, Newpert Nows . ABC
prodoce more aml bigger radio sha KERM, Bakerafiold = MBS WANL, Richmond . AlIC,
J' ni n lll‘ |}' AT I1'I] | I bTI-ri 1 l Kw" "“-.’ * wa“ - ‘w
thsian va fnan vl | nee WASHINGTON
networks whose substance 15 being u&s&lﬂ AR
» > o KLY, Spokans . , Ha
deained off by televisions that there = 8 K KIMA, Yakime chs
ire many hundreds of AM and FM m::"c;"""‘ :gﬁ%“&'}:ﬁ‘f: 1S NS&Y\!I?GINIAI
stitinns i markets that will not be BPRE s Denetien NEBRASKA WLOH, Princston
convered by television [or hive years, KOHF, Pusble . ABC ‘m'fo‘“':'."l‘ . WISCONSIN =
|]'..|| represent mvestments 1|'|.|1 mus=i CONNECTICUT i WHBL, Shabeygen AN
WTOR, Torrio Ly : WrOmING
bee protecied, and that working o d L KOH, Rene ., . . NBC KVOC, Conper .ulu'
- IE DM — * FLORIOA AbC
gether vnder their own . Wperativ WELS, Eustie - .
sroddueion }||‘m. the Broadeasters WMBR, Jacksonville WlNl New York Chty 1 . :::::
"il-;’l-llu Synidicate — they'll make WCNH, Quiney Noﬂﬂﬂhﬁﬂl -
.

local radio pay off more heavily than OE PG, Albany . o WEPS, T ARBiine
ever before. They'll take vt WRFC, Athana

ASTUTE OWNER, A J. Moshy RGAVO, nattonal advertiser's dollar on a loeal ws ‘""::
Missoula, Montana: “"BPs Programs basis and when they're ready, they'll WABL, Columbus
afford our local advertisers 1he me tahe over television on the same basis IDI‘HO e :
weight and quality we carry for net ' 'l vory lower days are over KLIX, Twin Falls J OIN, Portlend ob,
: ~ aocal level” operators are taking over. ILLINDIS CENW, New Weslminsier
wark advertisers. otk RS 2oks WSIV, Pekin ':“?r&:m' MANITOBA
WCPA, Claarfisld CJOo8

INDIANA e

WSCHR, Scranten

WHEU, Andersen " ONTARIO
WIP, Philadeipha c

WEOA, Evaravilis
WFBM, indisnspeln SOUTH CAROLINA
WMAA, Myrtls Baach

m::n. Marshatilgwn ml.l“l'rl OAKOTA

KWPC, Muscating m'r.n c‘,
RENTROKY TENMESSEE

WLEX, Lacingten WTIS. b

WINN, Loulsvifls ABC WROL, Knexvills .  NBC

*If your quarier-hour rate, for cxample, ix 525.00, you as a
member of the Broadeasters Program Syndicate would recelve
the Syndicale’s ENTIRE OUTPE of programs—plus all
future programs—{or S25.00 per wevk.

JOIN OUR FAMILY of prestige stations, and share in this
fast- growing programming jack-pot. Auditions ovailable.

BROADCASTERS PROGRAM SYNDICATE

Under Direction Of

UNIQUE PRINCIPLE of no sales stafl overhead is explained by Fells 1o John D BRUCE EELLS & ASSOCIATES
Keating, KPOA, Honolulu, and Paul Oliphant, W LAC, Nashville, Tenn., as Broad 2217 Maravilla Dr. ® Hollywood 28, Calif. « HO 9-5869

Caslers I'ru;,:r.iln Syndicate convention mascot Miss Alyce Cougis beams approval
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KFH IS TOPS

STATIONS WITH BEST LIKED
WICHITA FARM SERVICE PROGRAMS

HAS BEST FARM NEWS
KFH 10.8
sanon B 3.3
sanon € —
sanon D —

HAS BEST GRAIN AND LIVESTOCK MARKET REPORTS

KFH 17.5
sation B 3.7

RADIO
STATION c (Chr==
RADIO
STATION D T

~— Named by less than
1% of regular customers

Data is from "The Kansas Radio Awdience of 1948" published by Dr. F, L,
Whan far Station WIBW. The figures given berve are based on mumber whe
nswally listen to the type of program indicated.

KFH i1s TOPS in Wichita's farm mar-

ket — the figures quoted here are a

striking indication of the farm audi-

ence that 1s available to KFH adver-

tisers., The KFID area is tops in "per

farm mcome,” in "retail sales per
family” and by other indicia that deter-
mine the value of a market for sales
development. Consider KFH for your
radio program —it's TOPS by cvery

standard.

5000 Watts - ALL the time (BS

RIPRISINTID NATIONAWLY 8 (DWARD PITRY & €O INC, WICHITA, KANSAS

SPONSOR
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New and renew

New on Networks

SPONSOR AGENCY NET STATIONS  PROGRAM, time, start, duration

Albers Milling o Erwin, Wasey NI 12 Elmer Peterson; WThEF 5:45-6 pm pst; Apr 20; 532 wks

General Foods Carp Henton & DBowles ARBC 4 surprise Package:; TuTh 2:05-2:15 pm pst; May 17;
20 whs

Gillette Safety Wazor Co Maxon ons 165 Preakness Stakes: Sat 5-5:30 pm; May 14

Gillette Safety Razor Co Maxon CBs 164 Belmant Stakes: Sat 4:30-5 pm: Junc |1

’hilip Morris & Co Lid Inc Cecll & Preshrey Miis s Against the Storm; MTWTF 11:30-12 neon; Apr 235
32 whs

Stanley lome Products Ine Direct ARBC 2640 Naorthlicld Choral Festival; Sun 3:30-4 pm; May 15

(Fifty-two weeks generally means o 18-week contract with options for & successive 1d-week renewals. [t's subject to cancellation at the end
of any I8-week period)

w Renewals on Networks

SPONSOR AGENCY NET STATIONS PROGRAM, time, start, duration

D. L. & W. Coal Cn. Ruthrauff & HRyan Mis The Shadow; Sun 5-3:30 pm; Sep 11; 39 wks

Philip Morris & Co Ltd Inc Cecil & TPreshrey Miis KEE Queen For A Day: MTWTF 2-2:30 (alternate I5 min);
Apr 15; 52 wks

Pure 0il (o, Leo Burnett NRBC a3 Kaltenhorn Edits the News: MWF 7:45-8 pm: May 2;
32 wks

Pure (il Co. Leo Burnett NIu 33 Harkness of Washington; TuTh 7:45-85 pm; May 2:
52 wks

Sceman Dros Inc. William H. Weintrauh ABC 257 Monday Morning Headlines; Sun 6:13-6:30 pm; May 24;
a2 wka

Toni Ine Foote, Cone & Belding CBs 163 This 1s Nora Drake; WTWTF 2:30-3:45 pm; May 9;
32 wks

National Broadcast Sales Executives (personnel Changes)

NAME FORMER AFFILIATION NEW AFFILIATION

Noel €. Breault WFCI, Providence R. 1. WXNOC, Norwich Conn., sls mgr

J. Allen Brown NAB, asst dir of broadcast ady WI'IK, Alexandria Va., adv, sls mgr

Charles H. Cowling KOWL, Santa Monica Calif., sls mgr KMPU, L. AL, national spet sls dir, acet exee

Hohert M. lletherington KSTL, St. L. Wik, WIL-FM, 5t. L., sls mgr

Robert Z. Morrison, Jr. WFIL, Phila., in chge sls development WFLN, Phila,, sls mgr

William T. ('Connor E — WNAY, Annapolis Md., sls mgr

Henry R, Poster Thomas B. Nohle Associates, N. Y. slsman Neadly-Reed, N. Y., slsman

Willis Searfoss WLOU, Lousiville Ky., sls rep Same, sls mgr

Morton Sidley KXOA, Sacramento Calif., mgr KRXO0A, Sacraments, KNOB, Stockton, KXOC, Chico Calif.,
vp, sls dir

Bill Sinor KOPP, Ogden U., natl sls mgr, asst gen mgr KGV (), Missouln Mont, KANA, Ansconda Mant., natl sls mgr

Sponsor Personnel Changes

NAME FORMER AFFILIATION NEW AFFILIATION

Narcld S. Birkby

Peerless Mills Cn, N. Y., gen sls mgr, adsy dis

Jon Jacoh Black May's Department Stere, N. Y., gen mgr Alexander’s Fordham Store, N. Y., gen mgr
Ttoy Boscow Nash-Kelvinator  Corp  {Nash Maotors v}, Magnavex Co, Fort Wayne Ind., gen sls mgr

Detroit, ady, sls prom dir
L. A. Brodsky

Golden Oak Packing Co, Chi. ady mgr

Russell Brown General Mills, Mnpls. Dad's Koot Beer Co, Chi, adv, mdsg mgr
Richard W, Clare New England Confectionery Co, Cambridge Mass., Same, marketing mgr in chge sls
sls mgr
Joseph G. Csida Billhoard, N. Y. vp, editor-in-chiel Radio Corporation of America (RCA Yictor div), Camden

N. J., nsst pub rel dir

® In next issue: New National Seleetive Business. New and Renewed on TV
Adrvertising Ageney Persounnel Changes. Station Representative Chauges




Sponsor Personnel Changes (continued)

NAME FORMER AFFILIATION NEW AFFILIATION

John . Cunningham
0. L. Forster

Jack Gilbert

George N. Hawley

Newsweek Magazine, N. Y., adv stafl Same, adv mgr

. W. Conk Co Inc, Evansville Ind., gen sls mgr
Roney Plaza 1lotel, Miami Beach Fla., adv mgr
same, adv mgr

Sauthern California Edison Co, L. A., industrial

als mgr
Wade H. Jones New England Confectionery Co, Cambridge Mass.,  Same, sls mgr
mdsg mgr

Lucien E. Liddy _— American Homne Foods Ine, N. Y., adv mgr for Clapp's
hahy foods, Dufl's haking o s, . Washington's instant
coffee, hroths, Chef Boy-ar-Dee foods, Rurnett’s food
flavors

Eugene D. Lucas —_ Walco Ine, F. Orange N. J., natl sls mgr

Tom Mason Aven Mg Corp (Crosley div). Cinei.. Central Same, sls prom mgr

regional mgr
Frederick J. Nabkey
Ellis L. Redden

American Tlome Foods Ine, N. Y., sls prom mgr
Aveo Manufacturing Corp (Crosley divd, Cinci.,  Motorola Ine, Chi., adv, sls prom dir
adv, sls prowm dir far appliances, radio, TV
Socany-Vacoum (Ml Cu Inc (White Star div),

Detroit
Mellon National Bank & Trust Co, Pittsh, vp

Washington Daily News, Wash., woman’s page ed

Keith Stone Same, ady dept mgr

Iohert . Taft

Stramherg-Carlson Cuo, Rochester N. Y., pres
Lee Walsh

Julius Garfinckel & Co, Wash., adv, publ dir

New Agency Appointments

SPONSOR PRODUCT (or service) AGENCY

Benson & Tledmes, N, Y., - oo Benson & Nledges Private Rlend. . .o.Al Paol Lefton, N. Y.
California Cotton Mills, 8. Foooooh0 0 cnines ~Cotton  Millx, oy ... Fi ; .. .Brisacher, Wheeler, S, F.
Casc’s Tangy Pork ol Ine. Tyenton N. J... ooMeat packer... ... P s . Weightman, Phila.

Chemieals Ine.. Oakland Calif,

Cribben & Sexton Co, Chi..

Frank J. Curran Co, Auwrora 1L

Dunn's Restaurant, N. Y., -
Emerson Nadio & Phonograph Corp, N Y.
Empire Milwork Corp, Corsna N, Y.

..Dura Stavch

Universal Gas Ranges
Ansecticides

Restaurant . .....0..., .
Radins, phonvradios, TV sets.
Lumber, bldg weeds, ready-to-finish

furnithre . .occoauan

Golden Oak Packing o, Chi. Smoked meats . Shrout, Chi.

Vie Hendler, Thila.. w4 ; CApphiances,  tives - Weightman, Phila.

Totel Chelsea, Atlantie City N, )L : Jetel Lol Beidel, N. Y.

Lever Bros Lid, Toronto. Ruthrauff & KRyan, N. Y., [or
Canadian ady

Daorland, N, Y.

Garfield & Guild, 5. ¥,
Christiansen, Chi.
Schoenfeld, Huber & Green, Chi
Altemari, N. Y.
...Foote, Cone & Helding, N. Y.

Rose-Martin, N. Y.

Good Luck Margurine

Inselli Suitx Ine, N. Y. - Wamen's suils

Kaiser-Frazer Corp, Willow Run Mich,
Annce Graham Logan, Namilton, Can..
Lord & Taylor, N. Y.

Marnin Dell Milk Co., 5.V,
Milwankee Loaunderers Assn, Milw.
Mark Marrix Tire Co, 8. Fo

Nurdis of Dallax Ine, Dallas Tey,
Pla-Ituek Auction Enterprises Inc

1. 4. Heynolds Tohaceo Co, Winston-Salem N,

Homan Meal o, Tacoina Wash.
S & 7 Mators, 5. F.

san Franciseo Chronicle, 5. F.
Schine Organization, N. Y.....
Sherwin-Williams CUn, Uleve.. ..
swax Co, Marion Inde, ..ol
Suellenburg™ Department Store, Phila.
Samthern Caltlornia Fiah o, 1. AL
spie-it o Boe, Malden Mass, .

Standacd Heamds Ine, N Y.

Tailored Woman, N. Y.

TeeldT e, No Yo

Uted Exposiiions Corp. N Y

(0 8. Beet Sugar Assn

Wiealen Tie, East (drange N. L

Wiaed Lalwraturies Ine, No Y.
Weleh Gieape Jnier o, Westlield N, Y

CAutamohiles

Elcetrolysis
Departiment store
Dairy prods

L Anstitutional

Tires ..o....

Wamen's spurtswear

Co-gp proanntional plans for Saathern
Calif. merchants

Cavalier Cigarclies

Breakfast eereal

Ford dealer

Newspaper = o0

Hotel chain, Wiggins canily

Taint  products

smax-cheese-toisted eorn chips

Depurtment store resnr

Hlue Sea Tuna

Bpir-it, leing-les pio s

Tenderlenl Tea

Wamen's stare

Golf-tze wen's =l

First Internativnal Inventars  Easposibon

tutional

ilarging lenses, Giter - phonogeaph
needles

Hamir tonies

Grape jiiee, jelly

William H, Weintrauh, N. Y.
LGarry J. Carter, Torante Can.
William Warren, No Y. for TV
L Russell, Harris & Waod, 5. F.
Loise Mark, Milw,

Wakefield, 5. F.

Jo B Tayler, Dallas Tex.

Irwin-Mellugh, L. A,

William Esty, N. Y.

Guild, Hascom & Bonfigle, =, F.
Garficld & Guild, S. ¥,

J. Walter Thampson, 5. F.
Robert W. Orr, N Y.

Fuller & Smith & Ruoss, Cleve,
W. Earl Tlathwell, thi

ip Klein. Phila.
Glasser-Gailey, L. A.

dohn C. Dowd, Rostan
Complan, N. Y.

Gordon & Mottern, 5. Y., i cadie, TV
Lae B Wity N Y.

Gordon & Mottern, N Y.

Foote, Cone & Helding, 5. F.

1. W, Hauptmann, N. Y,
Froderiek-Clinton. 5. Y. for radin
Lennen & Mitehell, N Y.




ARE YOU A TIME BUYER
WITH A 9-MONTH MIND?

For nine months each vear, vou're a keen-minded customer. You scrutinize and
analyze with slide-rule precision and accuracy. Facts alone govern you. And we like
it that way.

But when you think about summer, we still haven't figured out what strange meta-
morphosis takes place. Logie goes by the boards; and belief in the old saw, “busi-
ness falls off in summer,” holds sway.

As a matter of fact—and a fact is a fact even in June, July and August—business
is better in the Duluth-Superior Market in summer. Your advertising dollar actually
can bring vou a bonus return. Because all summer long we're host to hundreds of
thousands of free-spending tourists. And they're probably more susceptible to your

advertising then, because the vacation spirit offers less restraint to the impulse to buy.

Give us eredit for knowing you too well for mine months of the vear to try fooling
you about the other three. You can take what we've said as fact. So why not take
advantage of the summer business bonus in the Duluth-Superior Market? There's
still time.

NBC MINNESOTA WISCONSIN CBS

9 MAY 1949

WEBC - puLutH-surerior - K DAL



Remember when

;
then long pants?

It's a proud day for o boy
when he first gets long pants
and feels like o grown man!
We're proud of WWDC's
growth, too. Starting out small,
WWDC has grown into a man-
size station in the rich Wash-
ington market. Your Forjoe
man will give you the story.

WWD(

AM-FM—The D. C. Independent

Represented Nolionally by

FORJOE & COMPANY

New developments on SPONSOR stories

See: "Morgorine Mokes Good"
p's° Issue: 11 April 1949, pege 30
SUb|Eﬂ-‘ Morgarine Congressionol victory sporks
renewed radio promotionol campoign

Heartening effect of the margavine interests’” recent victory in the
House of Representatives is hecoming inereasingly visible in radio
advertising of the butter substitute, Margarine. governed v Federal
laws reculatineg s sale and manuafactnre sinee 1866, :!.lh! handi-
capped by <ifl Ul S0 and state taxation, took an important step for-
ward |.|.-I lunlJT.ll “iu-n lhl‘ ”l'il.‘t' |l.1-e-:'1| a |r|“ Lo .llu-|]-1l :l" ]'.l'lll'l‘li
levies against the product. If the measure gets by the Senate. mar-
carine for the fivst time will he able 1o compete with butter on an
cqual hasis, except Tor states taxes and winey regulations on label-
lhg, packaging. and restatrant serving,

On the strength of the House victors. wargavine producers have
tepped np their hroadeast promotional campaigns, Saleway Stores.

lee, usine four Los Angeles stations to advertise meat and grocery

i'll-t]lll I=. started a series o w-minute announcements for its honses
|-I'.1|:|l DAY Sarine. .'“I'I[!n}_\l-.l!rls. on one | \. station. KTsI. Standard
Brand<" Blue Bomnet margarine, on and off WEW s 1 Cincinnan )
W har's VNexr? program on a |».||-1|.u.:|1| <chedule, 1= now advertised
recularly three times a week on the show, with an additional Satur-
dav aan, anmonncement. Delvich, Codaby's marzavine entiy, lias a
vesular v -seheduled hitehihike on Niek Carter (MBS0, while Swift's
\lsweet, alter -|||J|':ln|ir ]'hl;':m: on Meet the Meels (NBC). now
PO O .-[url|'l_1'|1tn1 attention i the commercials,

\though this by poed vadio campaign on bhehall of Ameriea’s most
l-l'r-r'ultlul [ood product <till doesn’t include all s leading manu-

foctirers. it nesertheless is a significant weathervane as o which
way the wind will Tlow f and when the Senate Pilsses the tax-fiee
hill.

See: "Why sponsors chonge ogencies”

<
I..s. Issye: December 1947, poge 15

SUbiEﬂ: Do radie programs still couse more od-
vertisers to change ogencies thon other
odvertising medio copy?

W hile vesent aceney  chanzes haven't been as ‘il!'l'l.li'ﬂl.ll as= the
switeh ol Nwmerican Tobaceo 1o BBDRO, [rom Foote. Cone and
1'”']-]”1;_- daring the |}.|-I vear. theve have been a nmnber of switches
that can bie traced. at least in part. 1o failure to -.ll\r|r-i- a top radio
or televiston program. BBDRO s Denmis James hall-lionr wiieh

Lasted on TV for one consecutive performance for General Eleetric
nan not have been the reason win Young & Rubicam now has the
Lonr-long Snnday wight Fred Waving show for GE. bt it is at least
a contributing vea=on. BOBDSO s subs=titute Tor the lamented James
snestiner also o wis a contintnons headache. despite the faet that is was
produced by one of TV s hettersorganized  independent producers,
“--r|=[ \inh'i- \ Motk ft'llllrli' Is |‘l e |-u1rrr'l] i Il]i' l.lt'll \\',nm_'_-
lttn‘—l'llfdli-lll whieh didn’t ilr||lli'-‘- viewers on il= debuat, Waring 1= a
I--iulh:-hl visual-mmded moste man, and there = little doubt that
his Sunday evenine <t will k-l|| that pan ol the GE aceount at
Y A,

switch of Tenderleal Tea (Standard Brandsi [rom ). Waltes
Fhompson to Compton cannol be attributed to vadio 100°, 0 Bt the
fact that Que Vaw's Family never did sell the tea too well. and the
added act that Standard Drands s cieeenth anti-radio-minded. had
a bearinge on the <hift,

1 Pease tierne to page 30
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Represented Nationally by NBC Spot Sales

i

A GENERAL ELECTRIC STATION

We are one of 39,000 families who live in Berk-
shire County. Our name is Gilson. Last year the
6 of us spent $5000.00 approximately for ne-
cessities. My four sons and | listen to Bob Bender
and enjoy the ““famous’’ of the sports world
we've met through his program. Bob is our
favorite because he gives us first hand informa-
fion about winter and summer sports.

ol 2 o ol

KEY TO SYMBOLS

s Over 250,000 M 100,000—250,000 @ 50,000—100,000 @ 25,000—50,000 © 10,000—25,000 O Under 10,000




L. Mr. Jamison sells no Blue-SkYF.

) IS | ] l_‘_“_ )
nirf Yl __Jl \\ Az -1,,_._}.“
= T ’_‘_"Hi_/,r"\ o 2 I

AR o In the pleasant month of May (or in any other month for that matter)
el 8 X ) there 1s nothing vague about the way our man Jamison does
— e ‘a"{’a :’@ o, 8

v & 1_ { h:_;“ im i, \\ things. People advertise on the air, Mr. Jamison feels, for the purpose
P Uee—ny yf _.d | TR | 58,
> | Same— e o ; of making money. And that's the only basis on which he

/ ¥ \ 2
L ‘At :r| \-\‘ sclls radio and wlevision tme.

N “Radio is a fascinating medium,” he says with reason. “There are

hundreds of Fabulous success stories associated with it. By dwelling
on them in a general way, [ imagine | could peddle more time than |
do now. But I wouldn't se// near as much. For in the business of
national spot representation, THE ONLY REAL SALE IS ONE OF
MUTUAL ADVANTAGE. Both my advertisers and my station

clients would find this out soon ¢nough.

“It might be possible, for instance, to sell a lot of New England time
to a maker of cowboy boots, and ger away with it once or twice.

But matching the message, the market and the money is a better way.

"That's how we feel abour 1t at Weed and Company, anyway.

Maybe that's why we're doing more business tor all of our clients

(statons and advertsers alike) than ever before.”

radio and terevision
‘ Station :(/)mezzz‘m‘ne

new york . boston . chicago . detroit

d 11 (J. cC O 1 1) ad B y san francisco . atlanta . hollywood

22 ' SPONSOR



MILLIONS OF SUN LOVERS WILL ENJOY FAVORITE FROGRAMS AT BEACHES THIS SUMMER WITH PORTABLE RADIOS BY THEIR SIDES

Don't underestima
summer listenimno

-
Wit the statisties reveal abont

listening in the good old smeEmertime

9 MAY 1949

There are only 13,370 less
people at home in metro-
politau telephone homes during sum-
mertime evenings (Julv-August) than
there are at night during the peak
winter month, January (70,0 vs, 5008
of the total homesi. The compara-
tivelv  shight  difference. between  the
andience avatlable m the frigid months
and those who could listen i they
wanted o, 1= aceented in the sunnmner
davtime when the Julv-\ueust avail-
able homes (68,71 are only 6.6° ¢ less
than are available during the peak
davtime month 1 February )
lhese are the C. I ]I..:-]u-r hieures
that indicate that if [l:l'll‘.'{'l‘li!.in lis
ll'I.l‘I.II'_' roes Illi\\ll iiIII'IJi_'- |!!|<' :ll-: -|.I\-
it's onh partially due to prospectivi
listeniers nol being available for dial
ine, This fact is further accented Iy a
speeial study financed by NBE and
CBs and made Iy the Psyehologieal
Corporation, The PC hgures ndical
that nu]_\ 0.8 of the nation 1= on va

23



billions of dollars

n
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(Gsas and oil air adrerdising for 19138
compared with quarterly retail gas and oil buying by consuming public
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~ Broadcost ad- =

vertising in
i thousands of S. ’

s
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FEB MAR APR

RN et
—— Gas consump- _, il I. -. i f it T > i
tion in billions b i| | il I !||| 1 |
of dollars. s A et el Y AR, SRR
—— : R Y i e . e |
i idan 'l'*.":|.':"|'||-|""|"'||:|= ML I I | i
AL A LA R AL, | "”I”';- el - I'”". w1 o
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MAY JUNE JULY AUG

based upon Department of Commerce figures for the period covered

cation at any one time during the 13
weeks that make np sumner July 1 1o
Labor Davi. OF this 6.8°7 only L1 s
froon home. The vacation Tacts.
that a
litthe e than vne-thivd of the two-

away

according 1o this stwdy, are

weeksawith-payv-contingent do not leave
town but relax at home, This does not
mean that they are continnally avail-
able Lo that they
e :u|j;|!'r'nl to their home =ets a cer-
tain [l of the time I”Il'_\ ~well the
potential radio awdienee. but they do

listen to radio. hut

nol mean a= much o the actnal aodi-
enee as the men and women who ey
This

!IL.ull' ol

ol ol town on thewr yvacations,
1= i-m';m.--' i “milm] SUIVeY
lstening in bungalows and an port-

alile Liotel

that  lei=are |i~li'||}1|;.' = al least 25

rinlios i ronms indicates
more than the dialer wonld dooat home,
That

the generally poor gquality ol snmmer

st mnre can be traced o

ot reial |-lu;r,||1|in'.’ |".i_~_'|lh o
pereent of 1l

tioned i the Psveholagieal Corpora-

men amd women et

tton =orvey tdieated  that they 'l lis
tene st as moels 0 oot mores e the
stmmertime as thes o do the eool

mnthe 00 thiv <shows wire ol .-||1[:||
|FH:||I|'-.

Vo lionted summer-hungalowcolony

diary <tndy conducted byoa zraduate
<tident at o of the Midwest uni-
vors=tlies e -.'lrlll';il' wi= oy (RRR]

24

homes with 158 diaries. the extra 38
reconds being Ll'[l! for Tllllll'!|l]l' sels in
the 100 I1||Il|l‘-|
radio =t~ i these 100 homes was up

e
.Z.) (]

idieated that use of

f .
=

i the davtime. down 7
tween =ixoand 5:30 pane. and up from
eight to TE Trom the latter hour an-
nl 1130 poome Smnmer-resort listen-
img continues for at least a hall-hour
than
i!l'.-lrill' the fact that literally hundreds

lonigen -town  radio habis.
of thovsands of men commuote darime
July and Nogust who don’t during the
Theoretically. the

male of the species. having to travel o

other ten months,
an average ol two hours more hack
and Torth from the ungalow than he
||m‘- [rom |:i.- \\irnt--r |||n|u'. '-']'llnllll' ri*-
tire earlier in the sunnner than he does
during the winter. The reverse is true.
FThis may be one reason why produe-
ton per man-hour at mamy factories is
Jires :||||in,-_r_ _|N|_\ and \III',‘H.-I than it 1=
duving the rest ol the veard

The thiat
li<tened-to do fall
are dialed e the ser-
\ariety that
reach the honms-=ized amdivnees dorine

[rogranis are bungalow-

1ol inte the =ame
categories that
liomme,

Fonnd pPrograns

the magor 39 weeks of the yem doy nal

pel the Die resort ]I.—ln‘ll'ill;_'. Its the
mvsteries tat poll the hig shirtsleeyve-
.':|I|r|-||||i'!| ek ]'Ii',:.'llll'. e =
i report indieated that PProgrim

interest i the 10O homes (138 diaries |

SEP OCT NOV

was reported (pereentagewize) as fol-
lows: (11 all 158 diaries would have
reported listening Lo any one program-

type. the rating would he 10077 )

Frup Lating

1 Mysterivs R TR 55 e
2 tuiz procram e
3 Noews fep
b Dyt X . . ot i 4 i e B i
thivs C o 200

- ok

A Various 53 : Y 1%L

No attempt in the above has been
the davtime and
evening listening. except in the case

made 1o ~eparate
ol the snap opera. which. being a class
of entertaimment all it own. naturally
i= reported individuoally.

65

60

55

50

45

thousands of dollars

' .Stjotal wages an

40

Ll
o

(78]
o

billions of dollars

i



Summer colony listening by (ype
Because hot-weather listening is the . ST
greal unresearched section of broad- Homes fha* IISfEf‘I, leas.} e weel:, to SPECHCIC POErom

cast advertising, even the 100 diar [00% IOO}-’

study of a gradoate student is im-

portant. \verage |'r-rr_:_'lh ol time ~penl

with the radic by bungalow-listening
families was aVs hours, This com o
pares with December, 19118, listenine 80 /0
per dav reported Iy C. E }].,..!,.-| ol
y hours per day in the 36 eilies in
which the Program Hooperatings are

’ o
made twice a month. lo other words. 60/0

listening in this bungalow colonv. if

607,
the diary = inple i= to be helieved. and
il was more accurate than usual diar
stndies. sipee the eradoate student e 40°/. -
sonallv did a call-back cross cheek on /0

the accuracy of each of the 138 com-

409,

]}J‘I'If'[l diaries, was one hour anid five
minutes a day loweer thay in Decem

her hig-eity Lele |.l|..r.. hames, 200/0

There was special provision in thesq

special diaries Tor siquanw ks, Number

OHC =Unineer l'nr||||}.||1|r was a lack of

ol comedy programs on the awr. The

number 1wo complaint was that liul Mysteries  Quiz New r—"s’r""‘" Situstion Populsr Concert Misc
; - erials omed Musi Music
or nothing was doue by <tations anfl g Comedy = =5
- . bia o & d , . i v
advertizers to let hsteners know what fie not concll !
:ru.ri W OSrans wiere on |1- AN, Sine . 1 i
I I'. } ] § : | L tleal more that the 38 imdex  jndi | raduate student rveported that
many ol 1he mnealow colony wert v . 2 i :
| B | : cated. This is heeavse most of the 38 nly three bungalows in the colony ol
WO D1 It narmal service areas ol - ’ "
£ 1l [ : i not only lstened 1o !---|-Il|.ri I Y] Ll 05384 homwes were without one
~me e avurile =slalbyons. 1l was< 1
) Lok it sobdls e hstened 1o 1t a zreat deal, It was {1 radio  reeeivers. Ihi=.
necessary lor them o develop new W g L | 00
lialine halit Hthon | ntly 1 quentlyv. of an evenine, danced o in coveraz neans thal over
' iinge naiils. i Tougn reajuently i ’ -
i 1 nelw k | 1 \ i'“ll‘_.-!ll'\\" by as many as L COHpIes, thi summer nomes I"-"I radios
I ~dimni . i MU IS ) re- S
a O T e Gl LU . "gssession ol a radio al a =
placements to which they listened a Despite the dancing crowd. this mul | tl tl i
= v lictonershiin i PP p Fesorl medan= more than e posses=iof
home, However, the “local” stations Pk listenership of n 2 SWRR 3 L Gt The 1 '
ported az one radio =ef Popular i ol a radio an the eity pi i aat) Ul

had programs ol their own  about

. . : e o | thi= is that very few sel= are per
which the summer visitors werent  Bsteners are strong radio fans ; |
; The 227 | el manently located ina hunezalow colony,
aware. In a number of ¢ 1=es, e diars e 2ot pereent whoo reporkes (B

1 ¢ 3T have 1o be |'ra..||_i|i tao il lroin
Keepers reported that it was six 1o tening o concerl musies when eross } .

eight weeks before they (hseovermd v vhecked, indicated that coneert wnnsi lhll CIY s a llli_ll}“ : I|-Il.'='--~- i .”Ii
o LA 1h program they  liked I he was amvithine [rom Alice Blue o II;:'”'_ I: "I\II .I.I[. "[.' I“‘.I.!-r.[”“\: ."_ -."I-.I. -..I|
diary week was the minth of the wen- o Wadame Butierily Coneertizinge ba '. . : | ||-I. ] A T ....|..| S
Werk sthimmer-resorl seasof. thi= bunzalow colom was= anything il . _'l' H\l' ']I Illjl _..- '_ 2 b |I| i
I |""|"” muste was dialed a zreat  elassed as “wionel T musie, .I | ul[il-I l\\!:-lu._ .‘| .|I-Il ,II .. I|-'_ =t*l= 'Ila
i 1 T I t]
alaries for 1918 R n}‘.l_.;ii!-
icably  better
I'here are many other form= of ~un
er listening which ar ol
iy Niels r 1 port, |
wvi ras e 1 11 ik
— M
0 rayivabl il pl I
g hoats el very intense usag I hu .
= L e Jpasl nine v ears et WOR had tl
2 \mmerican Varket o= :.|~ M
g conduct a survey Lo shiow hshe
é hroadeasts on boals n el a
-0 New York Gity, th
that the 60O roverace which VMIES
reparted in 1O H) has inerease
T formmationy | ng theral
e R P A Plea i N pa I

AY JUNE JULY AUG SEP



FALL SUITS, LINENS, APPLIANCES, ARE TOP BUYS IN SEPTEMBER.

BRAND

They buv m the Fall
but decrde m the summer

€ =T Onlv October and Decems-
) — = her exceed the vetail sales
total of ."'I‘l'llh‘ll]ll"l. according 1o the
ficures of the United States ih‘|r.‘1rl-
Oetobey
*‘ﬁ-[lln-rl-|u-r ]-_\ only a hittle over SHW.-

menl of Commeree, eneeedds
000, and the haliday month, the hig-
month of the year.

< oy =2 116.000 ahead ol Seplember.

st oretail <ales

Winle Jubv and Augnst vetail huy-
iz 1= abiead ol most months of e
car. astde Trom the Tast thivd of cach

cair. September is the period doring
which the housewile buvs o creal nonm-

her ol ||l1"i|]|1~ which <l needs o

her home and hersell, T he deciston on
what to bos. what hraned< amd where
Lt b s made, aceordinge ta Iwo des
pavtinent store survess fome o Mil
watthes nd one i San Franeiseol.,
HE BEjor pur has=es O0¢ 0 in the lutte
L6

part of July and Augost. These major
purchases inelude appliances. linens.
amnd women’s and children’s clothine
tdad’s Tall wearables ave not a sum-
mer coneerit according to the snrvey
made by these two department stores .

The surves. which was ol a econ-
fidential

advertising poliey of not only the 1wo

natire, now  determines the
“tores which made the survey. but of
practically the entire chain ol great
retail fiems of which they are a part.
\n'\\-}ﬁlp:‘l i'u|l_\ i‘- ;'i'illi'll il|!|'ill|'1lll\
Ly ]H'r-|!.‘|lh' the reader to come in and
by now. hut s ;N'l||.‘i||} directed at
vonditioning the reader Tor her fall
[illliilir“-lll‘_’.

s oo Late,” slates the \il'l‘-[ll("-—i'

dent in el ge ol |1u':n'}|:|!|r“.~‘t||; of the
~an Franciseo stores “to wait 1o sell a
wajor investment until the family s

CHOICE IS AN AUGUST DECISION FOR

ALL THREE

haek in Tall harness. Then the different
pull= the problems of the family and
the hiowe. with the children returning
to school—make selling through ad-
vertising twice as diflieult as it is when
the purchasing agent of the household
has the leisure to be intrigued with the
possibility of aowning a partienlar prod-
ucl. dress. or adjunet 1o better hving.
We bodget part of our Angust adver-
tising against our Seplember mer-
[ts ditheult to con-
vinee some of our department heads 1o

v

selling. Department stores are adver-

chandising costs.

advertise o Angust Septemben
tising-geared o loday’s expenditures
paving ofl with tomoriow’s sales. This
for all the other

11T months of the vear but woisn't Toy

may  he satislactory

September, We have our records on
{Please turn to page 05)
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Warm-weather ontdoor events bring

entertainers and listeners face-to-face |

W Of all by pes of radio pro-

il e
“graming, |'l'l']l.lli.‘ none can

get closer. through personal appear-
ances. 1o its broadeast auwdience than
a folk-music unit. And at no
of the that apparent
than during the summer months when
touring hillbilly performers and their
radio listeners meet IJ:']a—nlh’ill\ at the

tme

vear i1s nmore

hundreds of state and county fairs held
annually from June through September
the L. S, When this folk
talent-audience  personal  contact s
made—particularly in the natural set-

.'|rm1mi

ting. for country music, of a country

fair—very few better summer-selling

9 MAY 1949

jobs can be done by radio artists for
their sponsors. both directly and in
:_’IIHII \\il].

the normal lhe-
a personal ap-
as dificult foy

folk-music groups as it is for any other

Breaking down

audience barriers of

pearance isn'l nearly

kind of radio performer. That's en

tir'vl} due to the nature of the enter-

tainment itsell.  The greater rapport
between listeners  and  folk-program
personalities  lies in the informal,

homey quality of these shows aver the
air. With that easv informality estab-
Iit-lll'i] fh“\

wide audience furban. just as well as

in the minds of M=l s

" PART TWO

OF A SERIES

L —

rural 1. the in-person reception accord
eil hili}aill\ units is alwavs warm. no
malter in what locale the appearance

may take place.

Broadeastine belore live audiences
from theaters or auditorinms 1= an
vear-ronnd adjunct of the country s
top folk-muste shows. WaM's Grand
Ole Opry plavs to about 5.000 peopl

every Saturday  mieht o Nashyille s
(Tem )t Ryvman Anditorium,  Bettes
than a couple of million persons hay
sat in front of WL 1 Chicag Vo
ttonal Barn Danece in the Windy Cily =
|"II','iI||I Streel Iheater  =ine 1932

The WWYN A Jamboree Wheeling

27



grahdsfantl overflows

(W, Va.) Virginia Theater draws an
average crowd of 2,000 each Saturday
night. Ol Dominion Barn Dance. on
WERY A, Richmond, Va., has filled the
WRY A Theater Ifl'lllu'rl_\ the old
Laried to the limit of its L300-seal
capacity in the past three wvears ol
Saturday evening hroadeasts,

The story is the same. in varying de-
aree. for all other established  folk
programs. Amd along with set weekly
appearances al broadeast e, hun-
dreds of Willbilly  acts oo theaters,
tent <hows, auditorinms. ete., extensive-
]_\ ||Il'llll;_’||i|l1l the vear. Prominent

among complete hroadeast units which

travel mtact is the Wissouri | alley
Gurn Danee of WNAN. Yaonkton, S0 1,
Every saturday night the entire talent
<tall of this program takes it folk
songs and  comedy  warmeup. how-
broadeast. and  danee-till-tived - 1o a
different town  in South  Dakota.
Nebiraska, Minnesota, or lowa: SRO
crowids turned oot diving the past
winter. the Madwests worst recorded
one. WNAN currenthy reports enongh
requests Tor tickets o Gl Satarday en-
cagements for the next two years,

lu many coses small onits which
TRLE UL the rosten of these f'nln|||l'li'
[rograns appear on slalions as =epa-
vate attractions doring  the day time.
Building their own followings in this
wav. they often tour as individoal acts

nob anly beeanse of their own popu-
larita. hint also because touring every
unil comprising a large show wounld
disrupt a station’s sehedules 7T they

were all away al the <ame time.
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to greet folk-music artists at county fairs
throughout U.S. during the summer months

e M W

But of all the good will and actual
sales revenue lor local advertizers 1o
be derived from the in-person appear-
ances of the [olk-music groups they
sponsor on the air, probably the great-
est henefit comes when the personal
appearances are made at fairs. state or
county.,

Sizee o attendance i one factor,
State and county fairs are of the ut-
most importance in the lives of rural-
ites. wha frequently travel hnndreds of
miles o he prart of the festivities. Be-
cause ol the holiday mood. their recep-
tion of the hillbilly singers and instru-
mentalists they have heard throughout
the year on the air is even warmer
than under normal in-persan cireom-
~tances, Loeal advertiser identification
with the various [olk units s bhuilt up
more ri‘;l:|i|_\ : the ;,_’I'Ullll.‘" musie folins.
feataring their individual theme songs.
sell better —and supply a constant re-
minder ol sponsor identification for
the next 12 months,

There 15 also o climatie allinity be-
tween folk-music programs  and  the
watim months doring which fairs are
staged. They tend 1w belong more 1o
the snnny balminess of a conntry [aiy
than a vast anditorium in the midst of
a blizzard. The relationship is only an
intangible. and vet it has a bearing on
the added popularity of folk-musie ar-
List= at rural fairs  and the subsequent
added benefit Tor the artists themsely es.
the Tocal advertisers whao sponsor them
throneh the vear. and the local <tations
on whicl they appear,

While the actual money 1o be made

parades including barn dance and hoedown performers, march to their ground

calling attention of townfolk to opening of rural America’s fun-tim

by Targe [olk programs plaving fairs i<
=0 negligible that not very many of
them go in for seeh hookings. never-
theless individual groups can and do
find fairs profitable. Outfits Tike Buek
Turner and Tis Buckaroos. a folk
musie staple of WREC in Memphis. put
on - performances  at virtually  every
county fair in the state of Tennessee:
Sagebrush Roundup, of WNMMN, Fuair-
mount. W, Va.. makes as many as four
local fairs a week in between its Satur-
day night  broadeasis: Brush Creek
Follies. which has lumg up an SRO
sign as a combination air-and-stage
<how [or 12 vears over KMBC. Kansas
City. sends varions of its component
parts out on fair hookines: KWTO'<
(Springfield. Mooi KNorn's-A-Krackin®
voadshows from late May into the fall.
hitting  mainy  [airs along  the wav,
These vepresent a liny percentage of
the total nomber of hillbilly - groups
and acts which play state and county
annnal outdoor get-togethers,

Only the practical angle that fair
dates ave not too profitable Tor big folk
units keeps programs such as Grand
(e Opry and National Barn Dance
from rezular bookings in that field.
Opry 1= not hooked into fairs exeept
when WSM set= it into one as a good-
will mesture. or it s hooked as a free
arl by some large regional fair. WSM
management has fonnd that very few
faivs can mateh, in terms of actual
profit for so large a show as Opry. the
20000 vecently grossed in five davs
ol plaving theater and anditorinm one-
night stands in Missouri and Kansas,
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radio playhouses

WRNA's Old Dominion Barn Dance
i= another large unil which finds play-
ing high schools. Legion halls, and
basehall parks more profitable than
most [airs, This program’s only faiy
bookings this vear are in Mineral, Vir-
ginia. awd Louisa eounties, in Virginia,
WLS's Tamous National Barn Dance
also typifies the financial feeling of
mosl lli;,: folk i gmn'-r:l“_\
makes only one appearance vearly al
the important Hlinois State Fair,

There are those [olk programs. how-

.-lm\\t-:

ever. which go in for fair hookings in
a big way. WLW's (Cineinnati) Mid-
Havyride has an ambitious
schedule lned up for fair appearances
this summer.  As sroxsor
press, this hillbilly troupe is set for 16

western
goes Lo

fairs in as many towns in Ohio and
Indiana from 20 July to 28 September,
Still further hookings will be made be-
tween now and the beginning of the
fair scason. Most important of the
dates will be played on 27 August at
the Ohio State Fair in Columbus. the
highlight of which will be a teleeast of
Hayride over WLW-T,

KSTI. St Paul, has a folk program
noted for its traveling and far-flung
1910,
when the show first went on the sla-

personal appearances,  Since
tion for a “trial engagement.” more
than a hall-million people have scen
Sunset Valley Barn Dance in 250 towns
throughout  KSTIs  listening  area.
This summer will find the show at
three fairs in Minnesota, three in Wis-
consin. and one in North Dakota. with
several more dates 1o be bookedl,
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are focal points at many county fairs. Listeners meet
their favorites there, cementing good will for sponsors

County and state fair appearances
for WNANs Wissouri Valley Darn
Dance have not been definitely set thns
far. but it is likely that repeat dates
will he scheduled for the Clay County
(lowar Fair. Kidder County 1 North
Dakota) Fair. and the South Dakota
State Fair.

lu-person appezrances of folk talent
are so frequent and <o beneficial 1o
that
many stations maintain their own ar-
tists' bureaus to handle the volume of
bookings. KWTO (Springfield, Mo,
and KMBC (Kansas City) are 1y pical
examples of loeal stations whose ar-
Lists
quests from church. civie, Legion. and

local  stations  and  advertisers

bureaus meel  innumerable  re-
other community groups. as well as
local fair managements, for personal
appearances of all types, Of this con-
stant demand singers or instrvmental-
ists featuring folk music are requested
in a three-to-one ratio to anv other
kind of performer.

find that their folk
talent gets around even without heing
handled by a local artists” burcau.
WOW. Omaha. is a notable example

of a station which does nol operale

Some  slations

such a bureau. but which nevertheless
has its folk performers making fair
appearances on a private basis,

But. whether or not a station cares
to go 1o the trouble and expense of
setting up its own artists” bureau. per
<onal appearances. .~I:ltiull-r-]lon.-:n'l'~| or
areatly  encouraged
among folk-music programs. and with

otherwise.  are

good reason. The results are several-

talent performs

-

fold: p.as enhanee performer popu-
larity. thereby cementing established
listenership and acquiring new dialers
foor the

talent: they help local-advertiser iden-

the station n\prr'_-t'llit'-) L_\

tification with the particular program
or talent. through the obvious personal
contact with awdiences.

Local hilllilly

talent on the air have long known the

advertisers  nsing
power of such talent to do a slrong
selling jol. When these “harn danees.”
singers, vodelers, and instrumentalists
the and I'!-lli"i"l.'l”\
when they tie in with state and eounty
fairs—the ht'lli“;l inl} I}Il‘_\' do achimes
further impetus,

out road

1r:n

ol

More than anvthing
else. it's the down-to-carth upprn;trh
of this form of entertainment to an
audience that makes that audience al-
When the remole
riers of hroadeasting are removed, amd

most universal, biar-
the contact hetween talent and listeners
becomes a live. personal thing. the
homey infornmality that gives folk pro
grams their widespread appeal s com-
|-||'Iu'.

One other thing stands out in the
friendly rapprochement hetween  [olk
Like old
with the
\ and merease
in popularity and in their ability 1o

eilertainers and audiences,
friends, folk artists “wear”
same listeners for vears

deliver commereial results. Dialers
may nol “aceept’” a new act or per-
sonality  Tor several weeks or oven

months, hut. once .U'l'i-|||1'|l_ that aet o

|n'l"~nll.‘l]i‘|\ Ill'i‘illlll"- as a muu|| i
member of countless Tamilies as Numt
Minnie or U nele Charlie, a4
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wherever & platform can be sei up and
there's encugh room for a contrel unit



The sponsor
hits a home run

Baseball sponsorsd

ip booms.

as prool of its impact spreads

. Over 2,000 <tations have sold
M‘ -.Prall'-(ll‘-l'lﬂl ol =ome [Ill‘lll ll{

hazeliall

reconstroneted

broadeasting live
plashiveplay. play-by-
play. or romd-ups. There are very
few independent stations. standard
radio. N or TV. that aren’t colleet-
mg upon the fact that eacly vear the
nation’s men, plus an important seg-
ment ol their wives ad  danghters,
listen to the eall of “hatter-up.”™ The
VMadison Mwenoe agenvies only think
in tevms of big leagues. ot many of
e }II(ll‘lli'lliI“ll‘ <tativni= dominate thei
davtime hstening hecoause they ane not
the wajor leagues bt semi-pro and
(B RN "l]l'i“l :_'<||l||".

Whitle coastdo-coast web stations
hove gowdually, o omany cases with
stneere pegnel, ||I-J|-1u-l| aut ol the
compweliion for baseball ‘-|u|l1.-u|':-|1.||;.
thl"u'lllll'nl tations Like WHDI @ Bos-
ton b, WW =W i Pittshareh . and WETTH
Baltimored slep oul ol |-l'ill;.' also-
pans i their areas, and I-l'l'lllll'llll_\
dominate listening in the summertine.

Basehall ~tations ]mill( 1o the fact
that 0= p more logieal to jndae them
v their non-baseball season ratings
than ot i 1o judee network stations |})
their hiatus thine,

Baseball = not a F-week hroadeast
event, 10 starts sl the training sea
ot o Felirnary, and ends with the
Waorld Series o September-October,
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Thus. it's a continning six-month high-
spot event, and on nany stations |-||||r-
a solid audience for seven months or
longer.

There are stations throughout the
country,  like WCPO  in Cincinnati.
which having achieved fantastic shares
of andiences like 61.0 an Sunday after-
noons and HLO for all dayvtime Satur-
davs have added more games 1o their
sehedules 1o further  dominate Lot
weather Listening in their areas.

There are a number of independent
~tations that <hift their daytime ball-
game airings to allliated AM and M
stations in order not o distovh therr
all-vear “round  daytime programing.
They are contrasted with the WHIDII
Lypee ol sportssnews-music  aperation
that use= hasehall, plus other out and
m-door sports. 1o poll o steadily high
following all vear “round. 1o the sum-
mer. WHDH i first o Boston. and
credit mst Le given to the Atlantie
Refining  and Narrangansett Brewing
sponsorship of the Red Sox and Boston
Braves home games. However. WD
can't be dgnored in the aceslade ron-
Line. ~inee Heomosl areas l'll\l'l't'll |!}
Mlanties the il company  owns the
broadeast vights of the sporting events
it sponsors. o the brown-bread area.

its WHDH that controls the haseball
Eroadeast rights rather than the adver-
tiser who makes the airings possible,

There are a little short of 200 sta-
tions that tie themselves 1o major
league broadeasts. That figure may be
startling sinee there are only 12 eities
in which major league baseball is an
i-town factor. Even this puts Brooklyn
and New York i the eategory  of
l“"l'l’l'lll l'ilil‘:-.

The figure accents the impact of
major leagne ball. While it is not
permissible for the games of one ma-
jor league team to be broadeast in the
home city of another major league
tunless the teams are plaving ecach
other 1, it's possible to set up an exten-
sive regional network, eovering the
distribution of a brewer or a gas re-
finer. which does not touch the terri-
tory of competitive teams, Thus. the
Goebel  Beer-Detroit - Tigers  network
i~ composed of an inereasing number
of stations each year so that currently
it’s the biggest special regular network
of s Kind in the nation-—and only
the Detroil team’s games are broad-
cast,

Whereas for vears baseball games
were single-station air events, they are
now more and more speetal regional
network daily airings, This is true of
the Atlantic Refining presemations of
the Boston. Philadelphia. and  Pins-
burgh teams. 1's true of the Guenther,
Narragansett, Standard. Griesedieck, as
\\'{'ll is ‘;l'll‘!"‘]. |u'|'l' ill'rl:lt]t‘:l'-l‘- lrf
teams in their merchandising areas,
The networks run as high as 51 sta-
Lons and as low as three,

While bresers rank first among ma-
jnl' e .-llnm-nrv-'. ln]n.’ln'n. lll'l.l;_"e-. His-
aline, dairy. and food manufacturers
are also important advertisers using
both big and litle teams to spread the
good ward about their products. There
was a time when a cereal manufacturer
1General Millsy dominated the base-
ball broadeast picture 1o such a degree
that itz azeney (Kunox Reeves) set up
a New York oflice fnr the =ole ]mr|ul_-l'
of obtaining co-~ponsors of the games
G M., PIJ{IIJ‘-I\II'II. It was General Mills
rescareh which proved that co-sponsor-
ship was effeetive. and that each of
twa spom=ors of a hasehall game re-
ceived the advertising advantages ol
sponsoring  the entire season.  Thus

(Mease turn to page 66

WMGM's "“rod hoad" [Walter Barber) gathers as great an audience as any other
sportscastor, whon he broadcasts the play-by-play antics of the Brooklyn Dodgers
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looperating

PART THREE

OF A SERIES

Nertals are hot
m the summertime

Daytime dramas prove that they listen

thronghout the sultry months

Not even during the sum-
ner \\l‘l'l\.- |1|':‘:| |In||.~t'\\i\'f‘.~
v without the consolation that ro-
manee may still he theirs at 35 o1 aflter

. or that a good. elean-living won-
an 1= more than a match for anvthing
that may threaten home. hushand. or
carcer. from she-wolf 1o shyster. Drug.
food. st anidl other advertisers take
unslaked

advantaze  of desirves  for

How they listen to daytime serials

p=ychological reassurance. provided
by the themes of a majority of the
serials. by keeping them on the air
aronnd the seasonal elock.

Vacations and other influences do
not dent serial audiences to nearly the
extent that 1'\l‘llin_5_' and other :|;I}ti|1l1'
andiences are allected.
how listening

(Chart shows

serial compares  with

other davtime listening, )

— |

Daytime serials

\merica’s
davtime folk-tales holds up so well dur-
ing vacation time is the habit of lis-
tening cslablished with the five-a-week
non-=top broadeast, Another seems 1o
be the programs’ effec

Oune reason llr-il'lliIJ:_' Lis

in soothing
normal anxieties and helping maintain
a sense of security.

A Washington, D.C., station made a
pilot diary study of summer radio
habit in three nearby vacation areas.
Findings strougly indicated that wom-
en in vacation bungalows in the areas
studied tended 1o follow the same pat-
tern of radio habits as at home. One
woman's remark pretty well summar-
izes the general attitude revealed jn
this survev: “l turned off my radio al
5:30 i the city
at 3:30 here,”

This three-area pilot investigation

| turn off my radio

imdicated these vacationers used their
radios 407 more than they normally
did at home. Women listened to more
t‘pirnl]t'r of their Il‘:__:ll];ir ~erials. l]ll'}
caid. because life in the bungalow was
less distracting,

Despite the over-all increase of time
spent in listening 1o the radio. there
was no definite indication that women
tended to add new cliffhangers to their
regnlar listening lineup, Less than 397,
in fact. reported they became interested
in a new daytime serial.

Mr. and Mrs. America frequently
“gelling
ofl” on that vacation trip, or in mak-

undergo  certain rigors in

ing various adjustments as one season
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.\Irpb into the next. Not so the charae
ters in soap opera. For one thing. time
in drugtowi, cerealtown. or soaptown
isn't the saine as calendar time.

Still. 1Ii?r-|lili' classice |'\'EI11I]4|1'.‘~ of
characters” taking weeks to get through
a revolving door. davs to shave a single
customer, ete. writers are primed far
in advance to make soap-opera time
coincide with national holidays, The
truth is that weather as parl of the
seltings of serial dramas is seldom im-
portant. Settings are severely slighted
in favor of the stark action that illus-
trates the underlying theses,

Time may move jerkily in the com-
plicated lives of serial characters: bt
time keeps adding new listeners to
share their perplexities. as well as
new listeners to all of radio. Nearly
10,000,000 homes contri-
buted their quota of new serial de-
votees during the last ten years. 1919
is expected to raise the total of radio
homes 1o upw ard of 39.000.000.

Whether making the storyline jibe

new radio

always with the seasons would he im-
portant o other than those listeners
who send presents to the story charae-
ters, when they marry or have babies,
But there are
fans like the alert listener who put the
finger on the wurder suspeet in one

is a question. nany

serial. This eivieeminded fan decided
the fellow de-
tected his voiece under another name on

to expose when  she
another program. For these fans, pro-

ducers will likely keep insisting their

writers Lu‘l'}t the slory i scason, how-
ever ervalically davs and hours man
Inmove,

Listening  “regulars"  aflectionately
consider “Ma.” ~Bill.” “Mike.” “Ellen™
in  the intimates,
Their the
grams has lead to the popular nis-

category  of their

amazing loyalty 1o pro-
conception that serials veach mainly a
static group and attraet few new lis-
leners,

But the same people don’t always
send the presents. The NBC research
department reveals in a special Nielsen
study of Pepper Young's Family and
HJ"-IL:;” lar Hup!m'm'.\'\' (1’86 .--|rt1!|.-n|l'1]
that in  September-October,
1943, each show played 1o 3777 new

.‘-l'll WS )

homes not reached in the same period
in 1947,

Even though no widely definitive
study has yet been made of the radio
habits of serial devolees on vacation.
there’s a good deal of evidence that
either away or at home they are the
most eonsistent of all fans—day o
night—in listening to their favorite
programs. For example, the high point
of listening in 19185 to serials through-
out the country, according to Hoaper
figures. was in March. with an over-all
average rating of 5.8. The high mark
for all other daytime shows was L6,

The July-August trough for all day-
time : other than serials
plunged 3187, while the low point
(July-August) droppeid
only 22,49, Tuning to other daytime

programs

[ul’ r-i‘Iiillr-

(compared with all other daytime commercial programing)

AUG.

jrrograms fell ofl a thard wore than
[ soap aperas in A e “rowd homes

But  the "ll!lil of devotion sl
found alone among histeners.  Mam
sudp-opera actors and  actiesses, ap

parently aware of the unique meaning
uf thetr efforts to 20.000.000
wives, have b

house
n kinown to go several
vears withont vaeations, rather than b
writlen ont of a story sequenee [one of
an endless series of complete narratives
that make up the coutinuing series) to
which their roles seemed iIH|I-IJ|.I.i|1.
I’l‘l'!!-\llil'f'r[ Jiln (==, \\ll-n I1-l'ii Lo
play “Unele Jim™ ou fack
(a juvenile strip listened to by many
adults)

frrn.s“t'n_:.'
i« caid to have gone three or
four years without wmissing a hroad-
cast.  Lueille Wall. whe is Portia n
Portin Faces Life, has alsu gone sev-
eral vears al a streteh withoul time

off.

Ixtremists among listeners are no
nore .-tlr|ni-i:|;: in their concepls of
the reality of soap-opera characters
amd events than are occasional mem-
bers of the casts, One actress beeame
het
part that <he carried it right over into

her real life. It must be veported that

so imbued with the feeling fon

her efforts 1o solve the |||‘1:|alt‘l|l‘- of
friends and strangers alike were nol
as successful as when backed up by
llll'
writer.
Another
during a rehearsal when the actor plav-

good right arm of her seript

became  outraged

aclress

{ Please turn to page 52)
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SOON! SOoN!?]
CKLW goes

50,000
WATTS

at 800 kec.
*

The Detroit Area’s GREATER Buy!

From 5,000 to 50,000 watts, in the

middle of the dial, and at the lowest rate
of any major station in this region. Start scheduling

this greater value now!

GUARDIAN BUILDING,
c K L DETROIT 26, MICHIGAN
. E. Campeau. President

tdam J. Young, Jr.. Inc.. National Representative
. N. Storin & Co.. Canadian Representative
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Jack Benny will vacation again this summer, but will pop up as a quest star during hot months

As they did in 1948, and
for the half-
v decade. nearly a third of

have

past

the evening prograns in network radio
have now made their final preparations
to leave the air during the hot-weather
months of 1949, the
similar is

For first time.

ton. a trend appearing
among the leading high-rated. high-
budget shows in television. The prime
is sull

the same: summer audiences, say near-

reason behind these “vacations™

Iy all sponsors whose shows go off the
air for the summer, arc not sizable

2 MAY 1949

enough to warrant continuing a high-
budget show. And. as an afterthought.
that their
have insisted on a summertime rest.
This of

some of broadeast advertising’s hest

most of them admit slars

now-annual mass  exodus
evening shows means many things to
many people.

It means vacations awayv from the
arind of microphones for eight to 16
weeks during the hot weather for top-
name stars. 1t means anything but a
vacation for network program depart-
ments. who have to fill on an average

!l\
summer
replacement

problen

There's nothing wrong with

summer listening that good

programing won't cure

of one out of two vacated time slots
with sustaining network-built packages
that range from elaborate productions
i being showcased hopefully for pos-
sible fall buying) to the most inexpen-
sive musicals and AFRA-miniimum-cast
whodunits.

It means the annual chase after the
hard-to-sell in
\merican business ||_\ network .'|l|<| sla-

summer  adverlisers
tion sales departments. armed for the
most part more with hope than with
fact. Tt means, for agency radio heads.
a long session of auditioning new pack-
age shows for the year-round adver-
tiser who wants to give his star and
cast a hiatus
good summer replacement in the time
52-weck dis-

count networks offer as an inducement

but whe alse wants a

slot to earn the healthn

35



Replaced Their replacementis

r.i:“ll =\

Ed Gardner [Archie) stops managing Duffy's Tavern

Bob Hope says goodbye to his Tuesday night show while Dean Martin and Jerry Lewis tearfully fill in

but the cast of "Call the Police’ s<tarts sleuthing

36

to stay un the network air. For sla-
tion reps. timehuyers. and station man-
agers. sweating out selective schedules
l](‘:*i,'_{lll'(l 1o ~ell ||rmlm-ta to Americans
al home. or in the hills and at the
beaches.  the  hot-weather  merry-go-
round means long hours of revising
and re-revising schedules as audience
potentials of adjacencies go ap and
down like a roller coaster.

As SPONSOR goes Lo press. the sum-
mer pattern of radio and TV has al-
ready  Degun to take its final form.
Twao out of eV ery three shows listed in
the top-rated “First Fifteen™ of the 1-7
\pril Hooperating will be off the air
for the summer. Every one of the
“First Five™ (Winehell, Lux. Benny.
WeGee & Molly. ITrmmay is due for a
hot-weather I.'I_\nﬁ. Three of these five
shows will have a carclullv-selected
summer rvphu‘t'mt'llt 1|nai(] for |1) the
regular sponsor). and the other two
(Lever’s Lux Radio Theatre and My
Friend Irma) will have their time slot
filled by CBS-built packages now being
}}l'tl[llllll'[l u;.-;:ru-,--i\t‘h.

Raiser-Frazer. sponsor of the top-
rated Walter Winchell show on Sunday
nights. feels. as did Jergens when they
sponsored  Winchell, that there is a
high summer potential for the produoet.
as well as a sound listening habit huih
up for the Winehell spot. This sum-
mer. as it has heen for several years
now. Winchell will go off and soak up
sunshine. lun this spot. instead of the
commentary  format  of past  years,
there may be rotating guest stars of
the caliber of Croshy. Benny. and
Hope, during WW's ceven-week vaea-
tion. Like most other advertisers who
sponsor their own summer  replace-
ment. it will cost Kaiser-Frazer about
0% of their fall eost-per-rating-point
to reach summer andiences when they
are particularh conscions of the com-
fort and comenience of their cars
during vacation driving.

The thinking at Lever Brothers.
sponsor of Luxv Radio Theatre, runs
just counter to this, Probably as much
if not more Lox soap is used during
warm weather as is used during the
lall and swinter. However. Lever was
the first advertiser to demand and get
i "|)f'l'mi:-:-i|l|(‘ hiatus™ of eight weeks.
back in 1911, which is generally
credited as being the deal that opened
the way for sponsors on CBS fand
other networksi 1o leave the air en-
tively in the summmertime. Fyery year
since then. Luv Radio Theatre has
taken a complete hiatus, with the net-
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\\nl'k Illli|llill;.' Lp s own -'ln\\:- 1
the vacated hour. This scason. as parl
of the CBS plan to push a dozen or so
house-built shows during the summer.
one of the two 30-minute programs
that will mark time for Lux will be a
situation comedy, Dear Doctor. built
around Rudy Vallee's seveen character-
ization of a fuddy-duddy stuffed shirt.
in this case a medical man,

The other show will also he a CBS
package. rounding out the hour. Both
shows have much of the same mood
that appeals so stronghy 1o the drama-
loving audience thal
Radio Theatre. and their relationship
to Lux is somewhat like the relation-
ship  between  summer  “straw  hat”
theaters and the Broadway stage. This

tunes in Lua

same idea is carvied out by several
other advertisers. Prudential Hour of
Stars will vontinue this year through
the summer, but without the name-
guest policy and with more emphasis
on comedy, The Electrie Companies’
Electric Theater 1 Helen layes) will he
replaced for the summer by an Electyic-
sponsored light-comedy substitute. Cor-
liss Arcler.

The third-rated program of the 1-7
Aprit week, Jack Benny. like wmost
I'U]"(‘[]'\ S'i"'“?"' il] I'i““(l lll;“ r(‘\ll]\'l'
around a central star ( Bob Hope. Red
Skehton, Eddie Cantor. et al..) will be
off the air for the full summer. Replae-
ing a comedy show is never an casy
job. although some of the replacements
(like the Aldrich Family. a Beuny
0 that bhe-

make the
grade and go on the air in the fall for
the same. or another. sponsor.  The
Benmy replacement this vear is going
out of its way not to fall into the same
hole that Jack Paar. Benny's replace-
ment (chosen largely by Benny ) did
in 1947, when the program seemed to
make the grade in the summer and
then fell on its face when it had a
later run in the winter. While the
Waukegan comic is taking siestas in
the desert sun, a

lt'}l](ll'f’lllt‘lll some vears a
came a nelwork success)

MusIe
fmusic is the perennial

program
“<ale”™ sum-
mer  replacement:  besides, it's  low-
cost) modelled on American Tobaceo's
it Parade, will il in, Sinee both net-
work and sponsor feel that the Sunday
7:00 pon, spot is terrific in the fall and
winter and a low-listening spot in the
summer (too early in the evening).
there is a strong chance that the Benny
replacement will go into a 9:30-10 p.m,
spot._on CBS either on Tuesday or
Thursday, leaving CBS to stick another

9 MAY 1949

af ils prate k.‘l;_-w o the Sunday spol.
Ihl‘ rllllll ||E
comedy shows with something that is

Teounterpointing

fairhy popular summertime fare, yet is
nol basicall a comedy show, is done
by several other sponsors, including
5. G Johnson. whose  fourth-rated
Fibber MeGee & Molly in the 1-7 April
ratings has long been substituted for
by such musicales as the Summer field
J":”Hlf ‘...f'”l‘ "fr.\. \\jlil']l managee Lo carry
on the wdea of the MeGee-Maolly show
by having one or another of the cast
\\l‘&'l\-

ludy is also due for

drop in as “guests”  every
|.|>\r|"-.. Amos -H"
o vaealion, with a r|'|;|zlrl'!nt'||t ~¢l that
is diametric o il. a Gangbusteraype
show used .-un-.-.“ful!_\ last vear. Litled

Call The Poliee.

comedy show with Phil Harris and

Rexall’s  situation
\lice Faye tried this approach 1o re-
placement programing last vear with
a drugstore drama. but is faling back
on the safest het this year, It will be
replaced by a Rexall-sponsored musie
show featuring Guy Lombardo. Gen-
eral Foods™ (Gaines llu;_r plmill{l-l
Invenile fury wilt be veplaced by a
show with much the same basic .'1|||u';t|.
although the opposite in talent—Life
Begins at 80,

Of the “First Fifteen™ shows rated
in -7 \lllll llllll\ one l‘llllll'(ll\ show, al
this \\'l'iiillg. i= due to be ||'|)]:u'w| I
another sponsored comedy show, This
Dufiv’s
whose summer spot will be filled by
NBC's Henry Morgan show. Dufjy’s
sponsor. Bristol-Myers. feels that Mor-
different
enough from the Duffy voutine to at-

non-conformist i~ Tavern.

gan's style of comedy s

tract an audience for the B-M products
(Trushay and Vialis) sold on the
Duffy show (both of which have a high
usace factor in the snmmer months).
without underminine Duffv’s Tavern
while it's ofl the air.

The last of the “First Five™ in the
1-7 April ratings, Lever's (Pepsodent
Div.) My Friend Inna will be in some-
what the same catecory as Duffy’s Tar-
ern. in that a new Cy Howard package.
Eddie and Ann, featuring “the world
as seen I}Il'uu;,:ll the eves of a twelve-
vear-old boy and girl™ will fill in as «
sustaining showease. The programing
move. one of CBS" summer altempls
to fill vacated time slots with promis-
ing shows. is pleasing to Pepsadent.
which feels that much the same audi-
ence will be attracted to it as is allract-
ed to Irma.

For the most part. the lowey-priced

(Please turn 1o page 72)

These stay on

Sam Spade goes on being tough in mystery show

Doctor Christian continues to relieve humanity

entertainy sans gues! shars

Family Hours of Stars
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Heres ro B.ARB.

D()}\"T look now but we are about to blow our

horn a bit.

T'wo vears ago we started a series of advertisements in
the trade press urging the formation of an association or
burcau for the promotion of radio as an advertising

medium.
Our first copy was headed “Let’s Get Together.” We
called for a national “business association.’” We asked that

the stigma be removed once and for all from transcrip-

tions. We pointed to the aggressive and unified action of

newspapers and magazines in their respective fields, and
contrasted it to radio’s complacency and lack of interest
m counter measures. It was incredible to us that radio,
the voungest and fastest growing of the major advertising
media, could continue to operate without any central

direction, research or industry promotion.

[n the feld of Sclective Broadeasting, the surface has

barely been seratched. Although the hundred million dol-

lar volume mark has been reached, we say it should and

i




could be three or tour hundred million dollars _\'L‘;li‘i_\"
For all of its rapid growth, radio still has tremendous
sources of untapped revenue, There are thousands of ac-
counts presently confining their advertising to newspa-
pers. Some are national, many are regional, but all are
Selective Broadcasting prospects. They are first line pros-
pects tor B.A.B. eftort. 'llht"\' can be sold for radio l!} re-
search, promotion and organized cooperation. This means

the salvation of many A\ M stations and new revenue for

established stations feeling the first pinch of competition.

Broadeast Advertising Bureau is a big stepand one in the
right direction. The all important problem of sales has
finally been lifted from the sub-committee cellar to its
proper level in N.A.B. activities. We now have a prom-
ising BUSINESS association that is worthy of every-

one’s dues and support.

Here's to B..AA. 1.

' H. Raymer Company, Inc.

{ADIO AND TELEVISION ADVERTISING
York  Boston  Detroit  Chicago  Hollywood —San Francisco



REPORT
RO
WGAC-Tamd!

WGAC reaches
people (14 v
tonr) than live in all
the following eities
combined: Raleigh . ..
Durham . . . Charvlotte
. = - Greeashoveo o o
Spartanburg . . . Co-
Inmbia . . . Charleston
e s« Greenville L o Sa-
vaunah . . . Colnmbuas
e+« Macon.

‘l N‘ i

has a population eof
DBB.500 people.

o re
«¢on-

* Angnsta acconnis
for only 109, of
the WEGEAC primary
coverage popula-
tion.

Let WGAL or Arery-

Knodel tell youw what

we hare done for other
adreriisers in the
qreat WGAC market—
and how we can de-
lirer a great Favm and
home market for you.

WGAC

Angnsta. Georgia
3000 watis....5380 Ke.

ARC Nedworl:
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AP news on over
1,000 stations

Associated Press passed 1,000 mark in radio sta-
tion members during April. Thirty-three stations
were elected during week of 26 April. United
Press reported during same month that it is
servicing 1,200 stations.

CBS
pro-Pulse

CBS is pro-Pulse in any current rating battle.
This goes only for Pulse cities, Philadelphia,
Boston, Cincinnati, New York, and Chicago. CBS
owned-and-operated stations don't like the Hooper
listening picture in TV towns where it has
stations.

American way of life
to be sold via e.t.'s

America's Future, which sponsored an ABC program

a few years ago, is now going to public via a
transcribed Series which is being offered stations
and sponsors without charge. Series has contest
tiein, giving 3200 bond for best letter each week,
a5 well as copies of Thomas James Norton's The
Constitution of the United States.

Purchase of TV sets
at 3% saturation

}cpresent only 3% of video

John Craig of Crosley. More
sold in 1949 than were sold in

Current TV sets in home
set market, states
radio sets will be
many pre-war years.

Jack Bundy owns
Heinie name

Heinie (Jack Bundy) has won Wisconsin Supreme
Court round on right to his professional name,
Heinie. He did not win right to a slogan which he
used on WIMJ, judge ruling that this would be
unfair competition.

“Lucky Pup" has different sponsor
for four out of five telecasts

How TV differs from radio is demonstrated by CBS
"Lucky FPup" sponsorship. On Mondays, Popsicles
Sponsor program, Ipana sponsors it on Tuesday and
Thursdays, Phillips Packing presents it on Wednes-
days, and U. S. Rubber on Friday. No daytime or
kid program in radio has such a mixed sponsorship
as: this.

SPONSOR



s for apples

which put Wenatchee on the map. \n:i 1] you want to
polish apples with folks in this 8§15 million Wenatchee
industry get your program on ABC ... 92% of all radio
families there tune in ABC regularly. Yn-_-:. and the ABC
Htm[u_r index in Wenatehee was 90.5% at last reading.

..is for cows, which turn the
green grass of Sonoma County, California, into oceans
of milk and 97 million dollars. If}'ml want to skim the
cream off this .‘tl'il‘li'\' grade "A” market. remember that
ABC is listened 1o |‘|';_r1||;|r|_\ by 85% of the radio fannlies
in this rich dairy region,

ADB
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i for Bremerton and 1= 861
million boat-huilding bhusiness, For elear sale-ing in this
Washington -|n|n]un| ling eenter. anchor vour advertis
ing o \li{

||~|1_-uLl|l} to our shows, ABC dehvers \Illllnl”} all the

.86% of f’»l' anerton’s radio families listen

Coast market. inside. omtside and all around the town

On the coast you cant get away from

ABC

FULL COVERAGE ., ADC'« i11||||'n\'m| facilities have
hoosted 1ts coverage to 95.1% of ALt Pacific Coast radio
families (representing 95% of coast retatl sales) in coun-
ties where BMDB penetration is 50% or better,

IMPROVED FACILITIES. .. ABC, the Coast’s Most Pow-

erful Network, now delivers 227.750 watts of power—
30250 mare than the next most powerful network. This

llllllli|¢'- FOUR 50000 walters, twice as many s any

other coast network...a 31% inerease in facilities during

the past vear.

GREATER FLEXIBILITY ... You can focus your sales

impact better on ABC Pacifie, Hu\ as few as 3 stations,
or as many as 2] —all strategic ably located.

LOWER COST. .. :
thousaid radio families aslow as or lower than any other
Paeific Network. No wonder we s ay—whether you're on
a Coast network or intend 1o be, 12 l]L to ABC.

THE TREND TO ABC.. . The Richfield “z-|us| ler, olilest
newscast on the Pactfie Coast. moves to ABC after 17

ABC IIF]I’II_’:- vou all this at 2 cost per

vears on another network. and so does Greyhound’s
5lll|(|:1)' Coast show—after 13 vears on another network.

PACIFIC NETWORK

N Yorx: M Rockeleller 'laza + Clecle
DElaware 1900 —Lus Asciies, 6363 Suns rllli\

TOO—Dernotr: 1700 Steah Bldp. « CHerre 8321 —Cimicaco s 20 N Wacker Dr.
« [Udson 2-3131—Sax Fravcisco; 155 Muntpomery 36+ EXbrook 2651



The

Picked Panel
ANSWErs

Mr. Nathan

It i pretty much
of a common-
place by now that
the average per-
sl .*-]u'lltl.\ maore
lime listening 1o
his radio than he
thoes  anvthing

else exeept work-

g or sleeping,
\i l'trrtiill;_' to the
the  first

Nielsen

mouths of 1918, the average family

reports for nine
spends four hours and 19 minntes pes
day at the radio. whicl represcuts a
107 increase over the 1916 heore of
three hours. 55 minntes,  During the
1948 summer (July through Septem-
hert the average home set was i ouse
three 38 mimules. also a
0] over 1916, But
analvsis of the vse of ||u||n- sels alone

hours and

illl']’r';lhl' ian
daesiu’l give us a true picture —especi-
ally in the sunimer time,
Unfortunately, neither the Nielsen
fived sample of homes nor the Hooper

homes i 30

-:Ilrl]lll' ul Ii']t']:'lulll-
cities provides us with a correet indes
While hoth
services supplv data ou size of audi-
ST.000,0010)

technigque  has yel

to total radio listening.,

enee i radio homes, no

~atisfartory et
established (o weasure the huge addi-
tional audicnee |->||||'e-|'ull‘|| |-_\' 1O,

000 automobile sets, 2,000,000 port-
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Mr. Spon&-)r asks...

"What is the relationship between leisure

and listening?™

Alfred R. Nathan

able sets. and L000.000 sets in public
places, This applies 1o any radio pro-
gram. but is naturally a factor of con-
siderable
stmmertime oadeasting,

\though no specific studies of the

importance in relation 1o

relationship ol Ieisure time aud lis-
have with
reference 1o summer

conducted
the
months. general studies of this 1ype

lening heen

special

have consistently shown radio listen-
ing o be the leading  leisure 1ime
activity.  Hewry Link's study. People
atd Books. done for the Book Industry
Conmittee. showed that 497 of lei-
sure time activity was spent in radio
Hstening. compared to 219 for news-

paper reading. 11%0 for magazines,

¢ for movies. and 87 for boo
1% 1 1 850 for Dhook
reading. 1t might be possible  that

Iil'
larger than this in the summertime,

As far hack as 1935, a survey con-
dueted by the writer showed that of
100 adults. 92 were at home inany
one summer week. and of the eight

radio’s  proportion would even

who were away from home. five were
still available to radio. Even at that
time it was found that whether people
went Lo hotels, camps. ]ari\':llv collages,
or  hoarding  houses.  approximately
two-thirds were still near a radio set.

With the tremendous inerease in the
number of portable and  auwtomohile
sets sinee that time, it is obvious that
the potential audienee v sunmner s
considerably greater than we have been
lewdl 1o 1|nu]n|,
hawever. that the indnstry is in urgent
need for information
on listening habits of the summer-

Ill‘lil'\l'.. I|II'|l'l'l' i‘-’ 1o

more definitive

time audience away from home.
Epwarn 15, Evans
Director of Research
ABC, New York

Vice President in charge of advertising
Ronsan Art Metal Works, Inc.

Fach year at this
time we are pre-
seted  with  the
question: “low
importanl Lo
the
drop in snmmer -

sponsors s

time listening?”™,
A< in pasl years.
the  answer s
"-|i”: “\-lll'lll(l_\

\udicnces in the snmmer arve

L];n\\ !‘.“

probably wor as large as at other times
ol the vear. Nobody knows how large
they are. but it s very |:ru|1a|1]l' that
they ave larger than the industry con-
cludes from s
tion uf ”lmpf'r

Hooper shows that fewer people are

uneritical interpreta-
andd Nielsen ratines,

“available™ in the summer. particularly
in the evening, Bul 10 whom are these
people ot available? To radio? No,
To Hooper. The number of car and
portable radios. as well as the amount
of wvacationing and travel. has in-
creased markedly siuee the war. The
prabable resubt = that the ratings
shrink in warm weather considerably
more than listening does.

And don’t blame llooper. He has
warned vou time and again against the
uneritical use of his figures which, like
those of \'i{'lpn'll. cannot accomnt for
listening in cars. vacation spols. ele,

There is a question about sumnier-
time vadio mueh more fundamenal 1o
the <ponsor than audience size. It is
this:
more sales in the snmmer or

“Does a good show  promote
in the
Some advertisers may be

their

winter?

able to answer this from oW Il

experience. . While audienees may he
smaller. cevtain other factors may oper-
favor of the suommer.  First,
a good show is more outstanding in

ate an

SPONSOR



the summer and may exert a relatively
stronger inflnence on the individual
listening.  Secondhy, in the summer,
the listener to a given advertiser's show
15 exposed Lo fewer compeling com-
mercials which tend to “unsell”™ him
from the given advertizer’s hrand. 1 n-
til we know something about =ales
eflectiveness of radio. it is i'll.tim---llill'
to determine the importance to spon-
sors of seasonal variations in radio.
Another kind of information which
would be very useful in counection
with this question both to advertisers
i]"il ]lrll:]ll":l:-ll'r.\ h:l:‘- never }l('('“ !1h'
tained. though it readily could he. |
refer to exact information on what
people are doing throughout the day
in different seasons of the vear, Such
a study would cover activities in cou-
nection with all advertising media, as
well as all other activities, It would
show advertisers the relative size of the
audience of all major media at difler-
ent times of the year. It would enable
broadcasters to adjust program strue-

ture to people’s interests and activities,
Marruew N, CnaererLn. Pul).
The Psychological Corp.
Vew York

Sinee radio pro-
graming is  not
static throughout
the year. it is
difficult 1o deter-
mine how much
of the “summer
slump™ is due to
changed pro-
graming and how

much to changed
habits in listening. In any case the
“slump™  occurs mostly  during  the
evening hours.  Accurate data on
away-from-home listening during the
summer is not avatlable, but Pulse
studies of automobile and beach lis-
tening reveal that its extent is con-
siderable. and that independent sports
stations get the lion’s share of it
Analysis of quarter-hour sets-in-use
figure for the four summer months
(Julv-October) versus the four winter
months (November-Fehruary) in 1048
for the five 'ulse Cities reveals the
following differences:
FIVE-CITY AVERAGE SETS-IN-USE
Summer  Winter
............. T 10.0

B (e e h  EL S R ) O 24.2
midnight ..... . 26,4 30,4

The “slump™ is not as ereat as ad-

9 MAY 1949

.. and Satisfied Clients!

8:00- 9:00 p.m. Chicago Symphony Orchestra
for Chicago Title & Trust Co. (Wednesdoy)

9:00- 9:30 p.m. Treasury of Music
for Chicogo Federol Sovings & Loon

9:30-10:00 p.m. The Deems Taylor Show

for Dolcin Tablets

10:15-11:00 p.m. Music Lovers Hour

for Goldenrod lce Creom

11:00-11:30 p.m. Community Concert

for Community Builders

Listening to good music is steadily becoming
more popular. 29,000,000 people —one-fifth of
the nation's population—are confirmed concert-
goers. And WCFL— 50,000 watts and 1000 on
the dial—offers the finest of music nightly.
Sponsors in the tremendously important Chi-
cago market find WCFL an ideal avenue of ap-
proach to the vast audience of music lovers. This
15 clearly indicated by the fine-music program
listing above. For information on joining this
distinguished music family —and on WCFL
rates, which mean lower costs per thousand lis-
teners—get in touch with WCFL or your nearest
Bolling Company representative.

WCFL

50,000 watts ® 1000 on the dial
The Voice of Labor
666 Lake Shore Drive, Chicago, Il
Represented by the Bolling Company, Inc.
An ABC Affiliate
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WEBL

SYRACUSE, N. Y

“HOOPERATINGS

OCTOBER 1948 THROUGH FEBRUARY 1949

in 27 of 40

quarter hour daytime

periods--Mon. thru Fri.

2nd in 10 periods
3rd in 3 periods

WFBL had 13 Quarter-Hour Periods with a
rating of 9 or better. No other Syracuse
station had a single period with this rating.

Free & Peters will be glod to show you
the complete quorter hour breokdown,

HOOPER Stare-of- Audience Oct. 1948 thru Feb. 1949
WEEKDAY—MONDAY THRU FRIDAY

WEFBL Station B Station C Stotion D Station E

Morning  40.2 28.6 20.6 7.1 3.2
Afternoon 38.4 19.4 19.2 12.9 9.6

Ask Free & Peters for the WFBL
Market Booklet and Availabilities.

WI‘ BL -

IN SYRACUSE . .. THE NO. 1 STATION
WITH THE TOP SHARE OF AUDIENCE
MORNING, AFTERNOON OR EVENING

verliseth,  Networks suffer a 1|l'lr]\ in
listening. which is partly made up by
an increase in listening to indepen.
dent=. In New York. despite a drop in
total listening  during  the  summer
months of 1918, listening 1o inde-
pendents was higher than the winte
ficure. Percentagewise. the im]t'pr'llv
dents drew 39.87% of listening in the
winter. -13.7% ¢ i the summer.

I August. 1918, a survey ol aulo-
mobile radio Listening in Doston re-
vealed that sets-in-use hetween 10 a.m.
and 12 noon averaged 22.6. and 33.6
between 2 and 7 p.m. Corparable
sel=-in-use fizures [or at-home listen-
ing in Julv-August were 22.7 and 291,
ll':-}]i-|'ti\l'|\.

\ coincidental study of radio lis-
tening at New York beaches on week-
end alternoons found more than 7577
of the portable radios tuned to inde-
pendent stations. with sportscasts gel-
ting most of the listening.

Away-from-home listening is large,
particularly in the summer. but the
problem of getting a representative

| cross-section is difheult, The normal

radio audience is made up more of
wonten than men. l'nnjl-rlur;l)l)'. lei-
surc-hour listening reflects a greater
progrant =election by men. and this
would account for the summer in-
erease of listening to sports and other
IIlII]-t'IIIITIIIIIIlIH.‘ program l_\pc‘.-‘ ol 1I1-
l]i']}l'!‘l!l‘ll' slations,

Dir. Sypyey Rospow

Director

Pulse, Ine., N.Y.

The (question as-
sumes that what
ll;l|l|\:"li.‘- | €5 l"nll“l'
in the sunmumer is
due to what hap-
pens o leisure.
[ am not =0 sure
that  the  pre-
sumed lack of in-
lerest in |i|l]|ll i

Summer IS en-
tirely  due to the competition which
sununertime leisure pursuits offer.

The over-all scasonal drop in radio
listenership usually beains in March
and continwes through July, which is
the fow point. Tt is certainly due partly
Lo scason. but there are some niterest-
ing points to be made about it There
i= o seasonal rise beginning in August.
which is certainly part of the sunuuer.
Furthermore, the summer replacement

SPONSOR



166,470 more Radio Homes now in our

primary area!

Power jumps ten times! Radio Homes

jump from 59,990 to 226,460!

Everything’s up but the rates—in “The
Lovisiana Purchase.” Some rates —

400% more Radio Homes.

And for the first time these additional
166,470 Radio Homes have full, pri-
mary NBC daytime programming.

Figure it any way — the new, powerful
KTBS is the best radio buy. Truly—more

than ever—"The Llouisiana Purchase!”
o

SHREVEPORT

Chicago )
St. Louis e
Los Angeles

New York
Detroit
San Francisco A
o A e RADIO CENTER
: SHREVEPORT
EA' ‘\I%’ i 5 \
~ 50 L2 y y e
%;’\?Q gt m":"'::::‘?:-)-.- = H = ; : Lk
Y40 perRy AW <o ﬂ':‘-’lﬂ-' WRITE OR
Notional Representatives 4
5,000 WATTS AT NIGHT NBC-TQN AFFILIATE
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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
$90 Kilocycles
Serving 1,125,000 People

NATIONALLY REPRESENTED
BY WEED AND COMPANY

MUTUAL EXCLUSIVE IN THIS AREA

vorwe, born ol @ desire to save money
when the audience was reduced. has
actually lowered the level of entertain
mnl and further -|'|-||Jr--r-!| e ralinus
And lasth
and most interestingly. only two ol
the  four
marked over-all seasonal variation in

.lj]l'jl‘l\ =L I-.'-illill}lillﬂ

major networks  show  a
the ratings of the shows they carr.,
The two which carry the bulk of the
g variety and dramatic shows=. which
are o=l "[[1'” Tf'i}’x‘l"l'll I'\ =LENIRRRNeCT
substitutes. have the biggest ups and
downs of their seasonal curves,

I'hi= suggests, b seenis 1o e, a very
definite possibility that certainly not
all. hut at least a part of the summer
sluwnp may be due 1o the quality of
entertainment vather than competition
from =ununer activities.

it examination of attendanece at
motion picture theaters lends support
to this contention, The monthly index
of such attendance ||ln'ln'_,1 the summer

1= a= follows 1average 1s 10) ;

Man Y
June 00
July 04
\uizust 105
.""t-lalt'lnlu‘l' 102

The only veally bad month at this time
of the vear for the movie exhibitor is
June. not the mouth of hottest weather
and not the height of the summer sea-
o,  Not all theaters are
tioned. either. and it cannot be light

arr-condi-

from the heat and humidity which ae.
counts for those summer tieket sales,
I II('HI}]I' know a movie 1s _~_'nm|. they
patronize it even in e summer.
Similarhv.  with  millions  of  car
radios and portable sets providing ac-
ees< lo the air even on sunmmer exenr-
<sions. there = reason to believe that
the public will tune i given the right
kind of entertainment.
Javes L, Worcorr
tudience Research. Tn
\f'“ " r!fﬂ'

SUMMER LISTENING

Continued Jrom page 25)

hoat basins in and around New York,
New  Jerses. ol Connecticut, puts
Farelio UL Jd motorized hoats at 925
and  wnmotorized licensed  eralt  at
a3t 7. Sinee there 15 g considerable
|}||:I|llii\ aof  botoms  which do not
anchor ot basins, most authorities feel
until a more

that 853 is a fair hgure

detailed survey indicates otherwise,

When boats are being used, then
radios are in use today far more than
they were in 19210 when the WOR sur-
Viey :1'|n.|lr'1| 3.7 of the radio-
cquipped eraft had their passengers en-
joving radio. Sets are better and <ta-
Lo --I;_'Il;tl.\ are better.

The Noating radio scls<in-use hgures
are only indicative. not conclusive, 1n
order to mean a great deal 1o a sponsor
it would be necessary to have figures
on usaze of the boats (number of
hours per week and number of weeks
per vear ). It would he also importam
to have a current figure on the num-
ber of passengers per boat. (It was
Ll in 19100, lHowever. one thing is
important,

cure,  This  lListening s

There are few  distractions  when
boating, . Listeners can’t walk mto the
other room. 1At least not on most
]au,'|'|,-,l ] ||l']'|‘ i:- a '3{rl'illvl‘i'lllllllll.ll' f:ll'-
tor that also should be taken mnto con-
sideration. It costs money 1o own and
take care of a boat. Boat owners
spend money. As a group. there’s only
one season during which they can be
reached—in the good hot  summer-
Lime,

There are no  finite estimates  of
the number of radio-equipped crafi
in use throughout the U.S. There s

Get the Most out of 2
Billion Dollar Market
RADIO

81h

Reach on orea with 172,880 rodie
homes—equal 1o B1% ef the radio
hames in lhe entire State of Me-
broska.

OF THE

OF THE

b 5

" POWER

Two “Big-Tawn'' homelawn slalions
that reach on areac equal to 50% af
the buying power of the Enfire Stole
af Nebraska.

1 LOW RATE

KBOY  KOL)

Omaha Lincoln

Warld Insurance Bldg.
Omaha, Nebraska

Natl, Rep: RA-TEL. INC,
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Blue Chip Programs
at penny-ante prices!

Let’s face it! Live-talent program cost=
are soaring. Television is commanding a place on
advertising schedules, And times suggest a little
belt - tightening, So. when you shop for local
radio, vou want to be offered more than air time.
You want ideas ... sharp. inexpensive ideas with
the promise of a real sales hy

In short, you want a blue-chip program
al penny-ante prices. You want a local show that
will compete with network talent ... big names,
big-time format...a hstenable framework for vour
commercrals. Above all. vou want a flexible show
that can be tailored to your individual merchan-

dising requirements. Right?

Will a “record show™ fill the bill? No!
[0 not “hig-time.” Will an open-end platter. . .
a "eanned package™ do 117 Maybe, but what

about cust?

Will o well-integrated transeribed mu-
sieal show that features top stars. patter and late
tunes win auwdience for you? N certainly should,
il there™s anidea behind it and the price is right.

Capitol Transeriptions™ unique  library
program service provides vou with just this sort
ol big-time, low-cost musical chow. To get the

whole story, send today for the free demonstra-

tion dises, [ull details.,

A UNIQUE LIBRARY PROGRAM SERVICE

|
]
|
|
|
|
"

"F"I"I l.' (N EL |.i-r|r-..
Sunset and Vineo Depre =50
Hollywood 28, Calid

sirws =ewd me vonr FREE dviini=tratio

without abiligation,

Nt

Sl Pa=ilion
Aididres

L7 &

Ill).

st

[ howeser. no question but that pleasure

| erafll usage is increasing every year-

and radio listening on hoard these

eraft is an every-day occuranee,

While most advertisers admit that
radios on hoats may have a high in-
cidence. there is a feeling that only a
few families have hoats, 1t will sur-
prise many. excepl those who own
hoats themsclves. that hoat ownership
i~ not restricted o the upper-ineame
brackets and cach year Loat ownership
inereases,

But even if advertisers want o
ignare the major and minor yacht
club comtingent. it is more diffieult to
ignore the millions who =zo to the
beach during the summertime. The
“beach™ is no longer restrieted to lakes,
rivers. and salt water areas. Pools are
now loeated in every eity and town
of any size what=oever. If they're not
right in the town. as they are in most
metropolitan areas. they are between
towns and cater 1o a nunber of small
population centers. A checkup by a
manufacturer of portable radios of 26
pools® throughout the U.S. indicates
that one out of every five groups en-
tering a pool brings a radio set with
it. lu terms of single bathers, this
was one I'H(Iill st fnr l‘\'l‘r}' 1"’ .“‘“‘il]l'
mers (sand or water).

Several of the great pools now sell
replacement  batteries  for  standard
}mri;!h]c sets, There are a few |1rm}.~i

Cthat ban portable radios. bhut  they

are the exception. not the rule. At
tendanee at pools throughout the U.S.
runs into the multiple millions daily.
Back in 1939. WOR eondueted a
survey of portahle sets at New York
heaches. While WOR dommated lis-
tening in the cheekup. it must be re-
membered that o did so during the
hours cheeked (daytime)  beeause of
its baseball coverage al that time. Port-
able sets tuned to basehall tllll’ill,‘: the
daytime on beaches hack in 1939 re-
presented 5197 of the sets. On the
three  beaches  cheeked by Hooper-
Holmes in 1939 there were 030 ports
able radios. of whicl A71 were in use,
The most populous  beaches in o the
New York area were not checked. This
was len years ago, Last year 1.000
people leaving the subway at Coney
|:¢|ﬂl|(1 were |'}||l'.kl‘t| on \\ll:ll l]lL'_\ were
carrying to the heach. Three hundred
anl l||illl\'-vi:_-|1| carriedd a portable
ridio or something that looked like
one. Lost=and-found tll'ilill'lllit‘lll of the
( Please turn (o page 51

A -rll.n_“ sample.
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A5 TON"\_‘ MONTANA

SPOKANE F
GREAT :Au‘s -
ELLE NS.URC ‘ MISSOULA

HELENA

.
'
l
’
.

- --0 IDAHO

BUTTE
-
-l

OREGON -
; J @ @ MERCHANDISABLE AREA

@ BONUS LISTENING AREA
SERVING 3,835,800 PEOPLE

.Wllh a Single Contract
PACIFIC NORTHWEST BROADCASTERS

KXL Portland KXLK Greot Falls
KXLE Ellensburg KXLJ Helena
KXLY  Spokane KXLQ Bozeman

KXLL Missoula KXLF Butte
KING Seattle

| Sales Manager . . .  Wythe Walker . . . 551-5th Avenue, New York City, N. Y

E 3 - Sales Manager , . . Tracy Moore . . . 6381 Hollywood Blvd., Hollywood, Califs
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That’s what all buyers.
of K-NUZ time give the
fine results their clients
get from K-NUZ's Texas
style programming and
spot schedules.

CLIENTS’

SALES
INCREASE

ih Houston!
| 7”'—

AS K-NUZ HOOPERS
INGREASE

Jan-Feb. Feb-Mar.
Morning 11.0 159
Afternoon 9.4 10.3
Evening 12 10.4

NATIONAL REP. FORJOE & CO.
Dave Morris, Gen. Mgr.

k-nuz

\ “Your Good News Station™

9L Floor Scanlan Bldg.
HOUSTON 2. TEXAS
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IP-S. iContinued from page 20)

Weintrauli's latehing ou to 100 of the Kaiser-Frazer account is
credited Iy K-F executives partly 1o that ageney’s adroit handling of
the commercials on the Walter Winehell broadeast, Winchell alone
was not expeteed to sell cars in the K-F price range. hut Weintraulh
has done a joby with the Winchell airings. Just as Weintraub pro-
moted  Drew earson into a top-selling personality for Lee Hats,
just so is the ageney building Winchell into an ace car salesman.
The switeh from a hand lotion to an automobile was made pain-
lessiv. which has surprised most advertising men. Nobody donbted
Winchell's audience. but there were plenty of donlters as to his
ability Lo move cars,

Television programs have succeeded radio shows as door openers
for new aceounts al agencies. Practically any account executive who
has a fresh idea for o TV commereial program is welcomed hy adver-
tising exeentives, although they frequently tell him that “we're not
interestedd in changing agencies.” Three major switches of agencies
1o be announced this FFall will e traced 1o TV,

S 5ee: “The Automotive Picture—Part Two™
p. L Issue: 28 Morch 1949, poge 26
SUbiECf: Chrysler revomps its deoler-sponsored
tronscribed series with new show.

The recent announeement by the Chrasler Sales Division of the
Chrysler Corporation that a “new series” of thrice-weekly 15-minute
el shows, maodelled alier Il:t"{:)"H',\'e‘r'r_ﬁt‘h! Supper Clul and fealuring
Sammy Kayve's orchestra. is due to start on 16 May is more than just
a re-shuffling of a dealer-sponsored program series. It is, for one
thing. a tacit admission that Chrysler-Plymouth dealers participating
in the series I]}} actual count. more than 900) wanted a show that
would do a selling jol. and would ne longer accept withoul reserva-
tions a show that could not build a mass andience. It also marks an
end to nearly a vear of programing the five-miute Animal World.
a show which was the delight of the humane societies and of dog-
fancier David A Wallace. 1n'v.-illi‘nl ol the (‘.lll"\:-lt‘l‘ Sales Division.
and just about the toughest show in radio to merchandise suc-
vessfully,

Actually. there had been many behind-the-scenes stresses and
strains bhefore the announcement of the new series was made. .\|an_\'
dealers had grombled abont the lllrit‘(--\\'l-t‘k]}‘ Animal World series,
which ecarned Wallace a roomful of trophies from humane societies,
but did little to promote the service [actlities or new ears of Chrysler-
Plvinouth dealers, Some dealers felt, too. that the manner in which
the shows were placed (the ageney. MeCann-Erickson. had orders 1o
do the timebuying nationally. thus collecting its 157 ) was a litde
high-handed on the part of Chrysler, sinee any attempt 1o place the
el s like aomat serviees at local rates only brought the 157 ageney
commission back to the dealer again - billed on his factory Parts
Acconnt.

Continning, however. is the other iwice-a-week  (Toesday  and

Thorsday) show in the Cheysler-Ulymouth sevies. The American

Way. Like Animal World. it is o five-minute et program produced
and packaged by the ad ageney and distributed to the dealers [or
sponsorship. but unlike Animal World, it is designated primarily 1o
meel dealer needs for a show that has the high promotion potential
necessary in the corrent seramble for hosiness in higher-priced auto
|ir|":- :111'1 ST 10,

The new guarter-honr musical e, sevies. Sammy Kaye Showroom.
will probably run on a Mondav-Wednesday-Friday hasis on more
than 260 statioms - all major markets, with the American Way,
primarily a sports show. filling in oo the olf-nights,

SPONSOR



SUMMER LISTENING

(Continued [rom page 13)

New  York subwav  svstem reports
hundreds  of |ml'l:l|n|:' radios  lost
monthly on branches of the under-
ground that end at beaches, This, it's
explained by specialists in why people
lose things. i= not because the travel-
ers wanl 1o forget the damed l|lil|;::a
(this is the case with many other lost-
and-found articlesi. but beause they
come to the heaches |1|';l\l\-l;u|l'n. rush
o get oul hefore the doors close. and
thus are liable to leave practically any-
thing behind. including baby.

Average number ol listeners 10 a
portable radio in use at a heach varies,
11 is tuned to a baseball game iCl ron
as high as 15, If it's tuned to a disk
jockey or other form of music. it'll
have an audience no more or less than
it would have at home.

While sales of radio sets for homes
have recently declined, the sales of
portables continue high, This isn't an
accident. Portable sets are in the |lrit'(‘
range that most families want to pay
for a second or third radio. That alone
hasn't increased the sales, Dealers push
them because they are far less trouble
from a service-department slant than
other sets,

There’s still another reason for port-
able-set sales. In WBT's area (Char-
lotte. N.C.) the station is using as
many as 20 and as few as 12 station
breaks to sell the idea of huying port-
ables. daily from 15 April 10 15 May.
The station does not sell the “huy
portables™ hreaks, it gives them 1o the
radio industry, . . . And portables are
moving out of radio dealers™ shops in
all the greal area served by WBT,

The  progressive Charlotte  station
may have given more time to portable
selling than other stations. bt WIPEN
in I’lliliult‘lllhi:l tied in with the local
dealers’ association 1o do the same jnh
—get portables in the hands of con.
suniers who use them 10 tone the sta-
tions that pushed the idea. WPEN
made sure that its promotion produced
I‘ll‘!l""'r.“- Ill"';lubl‘ l'\!'rl\ sel "1I|l] I"l:l a
special WPEN reminder on the chass's.

Farm arcas have been receiving
summer-absence treatment from mam
advertisers. . What's forgotten i the
fact the farmer in many areas of the
LS, receives as high as 3577 of his
annual income during June. July. and
August. In the Northwest this drops
to 247, but that’s still one-gquarter of
his annoal income. In St‘[lll'l'll]ll'l' the

9 MAY 1949

*499,379 RADIO HOMES

WMC NBCe5000 Wattse790

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

National Representatives = The Branham Company
QOuwned and Operated by The Commercial Appeal
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Northwest farmer receives 13% of his
annual take,

\ ocheek-up ol the farm buying
habus tsee Fall Buying. page 20 i
this is~uer indicates that the bleejean
contingenl makes up its minmd 1y the
bmid months, Earky fall huving is not
determined in the fall but in \ugust
and even m o some cases in late July,

I fairhy evident that summer his-
teming away Trom home 1= high,  I0s
il evadent that there i<n't ton areat
decline i Bstening o dastinie serials
I5ce Daytime Serials.
page 320 What may be questioned is
the buving power of the hsteners.

Neat to Christnos and  ahead  of

even ot home,

Faster buying is sunmmer-month spend-
g, Over 507 of the American Tami-
Resort
and ~summer clothing takes a good par
af the monies nat actoally spent fon

Hes save for their vacations.

accammuodations or transportation,
Indicative of the <ize of vacation ex-
pemditures are figures for New Yok
States wliieh exescd <T.000.000.000. the
Bewres for the Twin City vacation
aren, i exeess of S2000000.000, and

the *FI6.000.000 spent in the State of
Washinzton by vacationers,

and don’t underestimate the
importance ol automobile radio. 1y
the summer it has a tremendous im-
pact, The state of Washington™s visi-
tor= 1385000 of them ) came 190,000
strong by car. and les< than five pey
cent ol these cars were minus radio.

Vuto radios are important to listen-
ing all year round. In the summer-
time they e not just important, they re
vital,

Al don’t ever Torget. drivers listen
to music, sports, and wews. The sum-
mer radio llul]-il'.]\l'lll.-t‘l‘ loses muore
than he knows——no rativg s=invice tells
the truth in the summertime + =

DAYTIME SERIALS

(Continued from paze 330

ing her fanee persisted in wearing
hi= hat i the wedding scene. Ny
head is cold™ was his miserable ex-
planation. ~“Look at him!™ wept the
actress to the director, “Wearing his
hat at a time like this!™

But—to he fair—sueh fervent dedi-
cation is the exception. Most members
of a ca=t read their lines (dressed com-
fortablvi, with minimum protest  at
some of the inanities they must voice.
They may not understand why tas will
he discus=ed in another artiele in this
series) most of the taboos and verbal
circumlocutions peculiar 1o soap opera
necessarv.  But  they
have a chore to perform. and they
usually do it gracefully.

The customary practice in handling

are }!l‘llllilll']\

vacations for the serial east i= 1o write
out the part for the period the plaver
i< to be away. 10s not difhenlt 1o send
a character away logieally  [rom the
immediate scene of action. when the
sitvation is planned in advance. In
one in=tance where it was nol logical
to have the character off the story
scene, the writer =ilenced her with a
<sore throat. Another actress emitted
unintelhgible grunts and ;_'lll';_']l".- [o1
four weeks to <ignily the presence of

the first actress,
\\ ]Iill‘ 1 "‘]’llll"-l)l cver u[llll‘]'l““l\. a
<y 1o ascertain exactly how many
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IThe prize

listener  would  be  seriously s
illnsioned to hear their heroines <peak
i new voiees during summer months,
there are great sacks of letlers every
vear that indicate the effeet might he
deadly among thousands,

This. of course. is due 1o the strong
wentification that housewives feel with
the heroines and other characters of
their favorite strips, When it hecomes
necessary Lo replace permanently  an
acliess ||lu_\ing an inqml'lzml role. the
producer may use several “gimmichs”
to make the transition less noticeable.
tHe may, for instance, have the role
wrilten out for a week or two. remaov-
ing the character from the scene on
some reasonalile pretest.

The new actress. when she takes
over, may imitale characteristic voice
inflections of her predecessor. One
writer had the heroine undergo  an
operation on her throat, which ae-
counted  for the voice ol the new
actress. Every producer has his own
way of handling the situation. A switeh
in the lead. however. is olten con-
sidered so dynamite-laden in its possi-

-

|

Ile disturbance o listeners  that  a
sponsur executive sits i with ageney
and - package  producer  Iwhere the
ageney =0t the prodocery to plan the
strategy of the changeover.

These problems would seem to arise
m parl vul of the very vharacteristics
that cause wonien listeners of the Com-
man Man group (657 of the popula-
tion) o listen so consistenthy that the
soap-opera listening curve drops less
in sunmier than that of any other [onn
of daytime programing. Their stroug
identification with the program, for
example, resulls not from an active
imagination. but from lmited powers
of imagination and an educated re-
pression of spontancous impulses,

Another impulsion ta year-round
tuning of serials by America’s Com-
mon-Man housewife is that not even
vacation time stops her life from he-
ing a strogele to control the forees
both  within  tinstinetive  and  cmo-
tional ) amd without (threats o secur-
ity of home. romanee. joh, ete.d,

There’s no magic in summertime
that makes the male-female velation-

50,000-watt station in the country!

with these Crackerjacks is a TOP rating!

Buy this WBT prize package and you win a Charlotte
Hooper of 6.7

50,080 WATTS o CHARLOTTE, N, € « REPRESENTED @Y AU
A Noon-6:00 M, Manday thry Fridav: C F Hoaner (3ot 1015 Foli 1hi16

'~ill|| an loss starthoe o the Conmon
Man wile. or that makes the relation-
ship with men seem less heeatening
Dy time
folk-tales have a yvear-tomnd  job of

anil |'|L|'i) to lead Lo -Ij_-f:.lir

helping their listeners face Hife with o
little less antagomi=ne. frostration. and
tli:-i"l!r-llllll.

AL home or away on vacation there
appears to he a strong tendeney o
serial “I!':_'!i]:il-” to Keep comaet witl
thetr not—=o-famastic (1o themt [riemds
of soapland. While systematic checks
of summer awav-from-home listening
have wever been made on a broad
scale. some limited investizations have
shown the apportunity for serial listen-
ing al vacation  resorts. and  have
demonstrated that dealers avail them-
selves ol that opportunity. A Mid-
Western ageney for a pharmacentical
account discovered that in a cerlain
Wisconsin hunting area and resorts in
sealtle.

Wash.., 807 of the snmmer bunga-

the Northeast and  around

lows had radios.
Listeners in the Scattle arca sample
[l'||ll|.'ll'l| l|ll'_\ averaged ht‘.'u'iu;_' Lwo

“Arthur Smith and His Crackerjacks” ave so exceptional
that last year The Billboard awarded them two

first prizes as the best group of their kind on any

a bigger rating than you'll find
on any competing station all afternoon long!* In 94
“outside™ counties, Arthur (“Guitar Boogie”) Smith and
his boys have virtually no Charlotte competition.
To get the big prize that comes with these Crackerjacks,

get in touch with us or Radio Sales. Before they’ve sold.

Jefferson Standard WBT

Broadcasting Company

Al

-
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wIP

Produces?

For more than 27 years Gimbel

Brothers, Philadelphia has sponsored
the “Uncle Wip"™ program, For the
past three vears “Uncle Wip™ com-
mercials have heen devoted exelusively
to Buster Brown shocs . .. and Gimbiel
Brothers, Philadelphia, has become
Averiens Nomoer Oxe outlet  for

LBuster Brown shoes!

WIP

Philadelphia
Basie Mutual

Represented Nationally
by
EDWARD PETRY & CO.

episodes a week of their favorite day-
time program. In all three of these
arca=. women staying in summer bun-
_'.'.ii--\\- saitd they histened 1o the radio
about 20°¢ more than they did at
il"lll",

In a diary study covering 100 resort
|Il]11_'_'.ii11‘|\‘- in still another area. a Mid-
western  universily - graduate  student
found that 32°¢ of the families {ol-
lowed one or more davtime serials.
I'his |1l.urli the -|r”||.m:_'-'1'- fourth
tafter mysteries. i|lii!. and newsl in
program I\ pes listened 1o most |-_\ all
families tocether.

Fhese bungalows  were 9957,
I'l[li.t|l|-t'-| \\illl I;Il“l!'-. i'lrll.l|l'.ll<'i] \\'r|||
S0 in the areas mentioned belore,

The majority of advertisers il
don’t like to make premium olfers on
serial programs in the summer, The
most important reason eustomarily of-
ferved is the sl!ull in listening,  Sull.
SO sponsors _:i\r more weight to
<uch factors as nature of the ]:tnllmL
direction of the sales curve. time of
Previons ofler.  ele. For instance.
Whitehall Pharmacal ( ompany in 1947
offered “Perflume Earrings” on Helen
['rent as late as August. and last vear
offered “Carnation Earrings™ 10-25
lune.

Procter & Gamble. on the other
hand. usually assigns a special promo
Lion I.n'ri-ui o each |-|m]inl to avond
|||l|lli||!| 1-\"l|.i[|]|i||f_‘ |-1'|n|||'nli--rz~. The
Ivory Soap premivm promotion start.
g I August last vear was one of the
most successful in s history,

Premiums are worked into the stor-
1wes of most sermals. rli{llih].: Iwa or
three weeks ahead of the actual com-
mercial offer. This gives the cast an
opportunity to build the premium up
by sentimental association with the
heroine. who usually receives the item.
]ll":ll.i"- a |~i-nn- ol _|--\\r|!\, as parl of
the story action.

(Casts do not alwavs take kindlv (in
rehearsall 1o the coos, aurgles, and
exclamations over the item demanded
Iy the seript during the build-up. B
on the air they ---i|1|u-l"||!]\ portray
the necessarv sentimentahity.

Frauk Hummert is evedited with the
idea of the first serial premium offer
in the early thirties. The response o
liis first offer of a [lil'“]!i' of Ma Per
kins was so sensational that the prac-
tice has been standard ever sinee.

Preminm offers on Benton & Bowles
<erinls, unlike the customary praeties
of mos=t others. are seldom written into
the sceripts of the show. The ageney

( Please tuen to page 70)
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We call ‘em
“folk singers
in Baltimore

All Baltimore folks aren’t opera
fans. There’'s a heap of 'em
who think the singing and sky-
larking of S/im Stuart and “THE
PLAINSMEN" about the best kind of
musical show there is.
You know the format Happy Birth-
days- Dedication Numbers— Instru-
mental Solos and a lot of good-
natured fun. They enjoy it, the
audience enjoys it and we think you’ll
enjoy the lift they can give your sales.
A few availabilities are open Monday
through Friday between 5 and 5:30 P.M.

b

BALTIMORE LIKES THESE LOCAL SHOWS, TOO!

: -~
T
sl |

RAY MOFFETT HAL VICTOR SHOW
“Musical Clock," 6:00-9:00 A.M. 5:30-5:45 P.M.

. . and every program and C / \ O

announcement on WCAO
is duplicated on WCAO-

FM (20,000 watts) at no ”74 W ¢ g ’ ”
additional cost to the ad- 0-606 d«gamaw

vertiser!

CBS BASIC « 5000 WATTS ¢« 600 KC » REPRESENTED BY RAYMER i
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I.ooks Fine for 49 CUSHIONS
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e S arta rENEE

OLSEN AND JOHNSON TAKE OVER THE BERLE TEXACO SPOT ON NBC.-TV FOR THE SUMMERTIME, WITH BUICK AS SPONSOR
» L . l ; I Showecases for fall

buying will highlight the hot weather months

> Summer will not he the  fore will veallh 2o for the loud-mouth  and others were able to hold on to it

l‘/ network program desert roulines ol the theater’s  serewhall \dmiral. which has been sponsor-

we TN that 1= o radio. comedians, There was a ]m]i.ul in the  ine = own orieinal music revae on

i< docsnt mean that o nwnber of - carly davs of radie’s CB3 when this - CBS0 will give the production a vaca-
IN network programs won't leave the  network used a top-flight sustaining  tion and <pend it< TV money on the
aire bt that pew programs are com-  program to bhoild op Distening Tor o TNV version of Stop the Wusic. which
e Lo the visual ether that .'lil]h'.l] (ATINE |n‘liu|l and then =old the time 00 man LI'I'[I a= a vehiele this fall o
o Lo e justoas ofTective as the period. pot the progran. o a sponsor. sapplement the revee. i it does as
lows that they re o '[li.n i, Fhe advertiser then |.-||l his nwn jr well \i.~li,1||\ as 1t has done aurally.

Oleen s Tohinson are takine over  evam i the <lot whieh had bheen bath Stop the Wusie will cost Admiral a lm
thee Derle <pot Tor a <ammer breeak-m up. and felt e was ecollisctine i less than the SO0 whieh it 1= snp-

pevind Before movinge i their own nets the presioashedeveloped andienee,  \s f"'“"'l 1o be paving [or the reyvue

K lren I faill Fhee theory hes aomatter of vecord, some ol the com Flhe  Goldberex 1takine a  loatus
I thit= 3= that Begle's audienee 1= a2 merctals lost the audience whieh had  doesn’t quite make the sense that other
L-bang comedy andienee and theves  been Tistening (o the CBS sustainer. (Please tarn to page 65
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NPONSOR s the  best bus

Do llu_‘y love us

at McCann-Erickson?

or at Roche, Williams & Cleary?

~avs Bill Dekker. MeCann-Erickson: “Reading srossonr
i= a must with me. It has 1o be
with so manv of my associates and clients always

quoting it. Besides, i's zood reading.”™

Reading spossog, reading it rezularly and

enthusiastically, i= a confinmed habit with thousands of

McCann-Erickson
Subscriptions to SPONSOR 19

broadeast advertising buvers. \nd why not? <paxsok i-

their magazine, edited 1007 for them. Three out of

Home 8 Office 1 ewry foug coples S3.000 cyarantee] co to Hmebusers
T accoumexecutives. advertising managers. heads of sponsor firms
Executives 7 Timebuyers 4

Acct. Exec’'s 2 Radio Dept 2 St ;
Rodio Dir's 3 TV Director 1 at each off the 20 wp radio-hilling agencies. Yo other

radio pllf ication can make this claim.

\ne averaye of 10! o in‘!i-' -l]}\--'['i[ili-ih- zo o [u---|-||

Some McCann-Erickson clients who subscribe: Cresta Blanca Wine,

California Packing, Chesebrough, Columbia Records, Fawcett " :
Publications, B. F. Goodrich, Humble Qil, John Hancock, \sk pdv timebuver . . . or your own national
Lehn & Fink Products, Leisy Brewing, Mational Biscuit, Ohic
Bell Telephone, Pillsbury, Schenley Distillers, Soil-Of, Esso,
Westinghouse Electric, Standard OQil.

rpresentalive,
You're sure to hit home with sponsors and
agencies when vou advertise in SPONSOR

Roche, Williams & Cleary
Subscriptions to SPONSOR 8

Home 4 Office -
Executives 2 Timebuyers 1
Acct. Exec's 3 Radio Dept. 1

Radio Dir's 1

Some Roche, Williams & Cleary clients who
subscribe: Revere Camera, Sears

Roebuck, Studebaker, Sun Oil. For buyers of Radio ond TV eadvertising




For the

7th consecutive
month,

NBC presents
advertisers i
with the largest

average

evening audience

in network television*

*TV Hooperalings — Oclober through April
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America’s No. 1 Network:

TELEVISION'S MOST
POPULAR SPONSORED
PROGRAMS—

8 OF THE TOP 15*

TELEVISION’'S LARGEST
NUMBER OF
NETWORK ADVERTISERS

AND SPONSORED HOURS

TELEVISION’S HIGHEST
AVERAGE RATING —

DAY AND NIGHT*

*TV Hooperatings—April

NBC TELEVISION

A Service of Rudio Corporation of America




\pril broadeast adhvertizsing in TV continues up in sroxsor’s 10-
cily control panel, Plcement by advertisers in network. selective.
local-retail categories is practically at the same ratio as Marvch. with local-

v ren S ! vetail hemg a ittle ahead, With more and more stations opening and still
more amd wore reporting to Rorabaugh™s TV Report from which sroxsor
projects its figures. the over-all index continues o jump.  Local-retail

anumber of progrems end en

Ive tunes the business placed in Julve 19180 while selective 1= 3.7 1 times

o ' T and network 1= 783 times, There 1= hitle I'll;lll_!l drong the j“'{”““'_\

r48 11 vied | . calesories usmg 'V, Radio and .'||'|1|L|m':'.- lead i loeal-retail and net-

work reports while jewelry (watches) leads at a selective level,

"TOTAL™ AND TEN-CITY TRENDS BREAKDOWN OF TV BY BUSINESS CATEGORIES

wov | o mlm\u | oy

sobe by Tany
180
19.5

0.0
17.0
0.
67
104

Gy wrea 1e1al unify o) business
Bane monih July == 1000 ¢

41

2_1.!
B4

11

ms
e

il

100 1000 1000 | t0ae 1ees | 100 0.0 | 1000 | 1000 |

th € canatant Base
ol 10 aibes, 15 satinns

NATIONAL & REGIOMAL SELECTIVE

N

Geay srea vonal umits of Bumnein
Base manth July = 1000 ¢, ury

Mia

LLIE ]

(L1}

Blach prea. comutanl bare
ol 10 obin, 1Y stakians

1
-4
: . | . LSS 0 S T Y
1000 1000 oo | {11 0.0 i0e.0 | Illl 190.0 | 100 we |

B @ -m- wollll s s
|0z 1 | [ T 1w s
B B ln B B0 Pous

g Sny

ML

Bt m 1'. " lln H 59 15 17
|31 T EF 43 11 8]
|23 11 u J14 1 17
= 8 n 1nr Brs 15
L By B 1y s Jur 3
5 ]
106 104 B3 T 1T }
e F
15 11 ‘
1L} I ' o' ns !
4 05 0
01 0.1
Black arex comulan bane [ | 'li
o) 18 eitier 18 alatiem | 4 \ | -
i 1006 | 100 | 1000 , 1000  1eae | 1000 1000 | 1000 | 1000




ask

Jomy Bram & (o,

about the

Havexs & Mawmiy

STATIONS
IN
RICIHHMOND

WMEB G-
WEOD-wm
WTVR-7v

First Stations of Virginia

Twenty - seven  years of  solid
growth in AM broadcasting is
pretty good evidenece that KDY L
knows how to make those cash
registers ring up sales for its ad-
Vertisers.

Now—Dbeginning its second year
in telecasting, KDYL-TV " has
amply demonstrated the show-
manship and leadership that gets
phenomenal results for users of
this newest medium.

vk s WBC szron
AM =FM ~TELEVISION

Natianol Representotive: John Blair & Co.

9 MAY 1949

TV: SUMMER 1949

\Continued [rom page 50

hiatuses do. since it =0l a high-cosl
show. The same s true of the Arthog

Godlvev programs. Talent Scouts and

(u-]r]'r.Ffu'L 1 l'.-'-'r'Ha,'J\ \\!|.1‘1I re !J|.II'.
leaders without i'l]l:_: [rin kethook eIy
tiers, It would seem logical for Lip

ton's Tea to stav on the air with the
hich acceptance thal wed tea has, but
taking

medinm has

the radio tradition seems to b
hold of TV before th
had an
i=elf.

It is the f:'l'lil!_: of many 1T agency

--Fl}ullilllll.l_\ ol I'-|\Ii'tl‘-1lill_'_

men that a hiatus makes more sense
in TV than it does in radio, since it's
difficult to look in on television during
the sunlight hours, and sinee the suy
continues Lo dominate  hot-weather
viewing in many sections of the nation
as late as nine pan. “To operate in
the sunlight will vequire veceivers able
to function under the conditions of a
higher “ambient” light® thay sets on
the market at Illl'-—-l'rll.” ;ll'l-llllillg_' Ly
an ageney director.  This particulm
ageney  director doesn’t question the
appeal of TV in the daylight: what he
uiil:‘-lfnltl— is the ability of television
receivers produced today to deliver an
image that can be enjoved in the sun-
light.  Unless veceivers are produced
that can be viewed in the daylight. hot
weather TV is still questionable sum-
mer entertainmment.

After nine pen there 1= a different
approach to TV in the summertime.
The lll'llI‘Il'Jll i= not the “ambient™
light. but whether or not the viewers
will want to look in or not,  This is
fl'aln“) a matter of program -||1;|]it_\.
With the Texaco Star Theater., Lambs
Gambol, Ed Sullivan. awl a number of
other cool-weather shows ofl the air.
it's a n|tit'-—lin|1 whether or not there

will. be

entertainment being telecast 1o bring

cnnll;_'h -umpr[lin; visual
the viewers o their sels.

The new presentation of the it
Parade both on TV and radio ma
make a Saturday night contribution
which hasn’t been present during the
winter. The new showeases which the
networks may produce will have 1o sell
themsel es. sans viewing habit. and
a greal number of cases sans promo-
tional effort. since TV has not vet heen
marked lr_\ any -rl|1~1.ir1||i1|;_' wornotion
intelligence.

The fact that in a large section of

| l,',-_|'JI in the room in which the TV s
i= ]lr'ill;_' \Il'\\l'r!.

COSTUMES for

TELEVISION!

NOW — Reni COSTUMES

from Broadway's Famous Costumer...

The some speedy service enjoyed
by NBC, ABC, CBS-TV, WABD,
WPIX ond Mojor Broadwoy Pro-
ductions!

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

EAVES

COSTUME COMPANY

Eoves Building
151 WEST 446th ST. = NEW YORK 19, N. Y.

Estoblished 1870

o v VRESPOI_NSIBII.ITY

GET PRICES FROM

VIDEO VARIETIES
BEFORE YOU
ORDER FILMS

VIDEOD
VARIETIES
CORPORATION

41 E. 50th 57
STUDIOS

510 W. 57th 5T
NEW YORK
MURRAY HILL B-1142

RESPONSIBILITY



the country there will be live presenta-
tinns, tnstead of Kinescope recordings,
will help. Whereas there has been just
one coaxial eable vp 1o this spring.
and that has made it diflienlt for the
four networks to compete as networks
that’s no longer live. With three eables
available most the day and night. even
though  they  are networks.
summer fare will be Tar hetter techni-
callv than it was during the winter sea-
sor. The Midwest hasn’t heen given

One-way

meh opportunity to praduece “great”
video, except with Kuokla, Fran. and
ABC

I'rl'rl'lllillillllﬁ. 'I'\\n-\\'m l'(?ﬂ\iﬂ] 1"il-h]l‘!"

Ollie. and  comparatively [
are important when both ends of the
cables are fmportant. That =o't true,

This will be the first summer test of
TV, Prior to 1919, TV wasn’t a real
factor in the honiideweather months,
Thi= <ummer will be a real test Tor the
mediom. Wil
concentrate as they do in the summer-
time? Will'TV compete with the manvy
outdoor attractions and other leisure
:|p]u';;],- of the vacation period?

A vea of these
questions will seem infantile. Today

thes e the great TV question marks,
* ¥ &

viewers  conlinue  lo

from now mosl

BASEBALL

(Continued from page 30)

most of the costly games (where rights
are high) have dual sponsorship. In
New York only Chesterfield s without
a co-sponsor of games. The Dodgers
haye General Foods and schacfer Brew-
ing: The Yankees, While Owl Cigars
and I’. Ballantine and Sons. In Pitts-
burgh. Sealtest lee Cream joins the
\tlantic Refinding.

The almost 200 stations presenting
major league baschall are of course
but a drop in the bucket of radio’s
presentation of  \meriea’s  favorite
sport. There are hundreds of cities
where farm teams of the big leagues
or local nines have even more faithful
fans than the big teams, There was
a time when regional and local spon-
sors did not realize this. hut today
the good word has spread far and wide.
and the San Franciseo Secals. Norfolk
Tars. Lynchburg (Va.)  Cardinals,
Rochester (N Y. Red Wings. Balti-
more Ovioles, and Amsterdam (YY)
Rugmakers get just as intense. if not
more faithful. Dlistening than major
league teams. The difference is that the
fame of cach team is restricted to a

STUMPED!

She says she'll marry me but refuses to leave town to o on honey-
moon. Says she won't risk missing her favorite KXOK programs,

What'll I do?

Dear Anxious:

Anxious

No reason why your bride should miss ANYTHING on her honey-
moon. Go on your honeymoon anywhere from west-central Missouri
to Indiana, from Jowa to Arkansas. KXOK's powerful signal can
reach her any hour of the day or night, even into Tennessee and
Kentucky. Any John Blair representative will gladly help set your

itinerary.,

b6

KXOK, St. Louis

630 on your dial

Cearry haseball.

much smaller area than that of the

majors. A few of the smaller teams
have widespread followings.  The

Orioles and Seals are typical examples
of cuch teams,

Playv-by-play broadeasts of the
smaller  teams  extend  the basehall
air figure from 200 to nearly 1,000,
This i= =till not the end of the summer
impact of the zame. Another thousand
or more stations have baseball round-
ups. foreeasts. and hourly score hroad-
casts, The seores. inning by inning. are
available from most news association
wires. all wire services have
special hasehall services which permit
stations Lo do a good baschall show or
series of programs without working
too hard. Thus some slations attract,
al certain hours, all the diamond lans
in their areas simply by bringing the
fans up-to-date on the scores of all
games, Play-hy-play broadeasts do not
negleet this detail. but the handling of
live games precludes establishing spe-
cific times at which scores of all the
teams ean be aired.

While most games are stll daytime
presentations. more and more games
are ]H'illg l]l'c'l_\ l“l lll'“ll'r “;_}.]115-. I]] S0
arcas, the teams will not sell the rights
to the night games hut they are airved
it most sections of the country. This
i an added reason why network sta-
tions find it practically impossible to
It means  disrupting
station sehedules hoth day and night.
Only an independent station is in a
position to do this. This is as true of
television as it is of standard broad-
casting, Thus far. the daytime games
have presented no problem to telecast-
ing schedoles. for most TV stations
are not regularly scheduling daytime
visual programs at this time. However.
when it comes to night games. the
problem is jost the same with television
as it 1= with regular broadeasting.
Thus network  stations
ready farming out to independents: or
other network stations with schedules
which are not as tight  the night

sames,

and

=onue are  al-

Baschall is on the visual air where-
ever there are teams and stations.
a few areas nizght games are restrieted.
Thus far. only major leasue and a few
bie minor league team games are
hemg telecast. The number of markets
covered by television is eomparatively
small (311, and nany of these are not
major leagne markels,

Baschall sponsorship (play-by-play)
not ady ertising

i an o inexpensive

SPONSOR




2. SUGAR CANE HARVEST at Poplar Grove

Plantation, near Baton Rouge. Louisiana's 1948
sugar cane crop  5,256.644 tons  represented 85
of the cane grown in this country for the production
of sugar. Another valid reason why WWL-land is
above the national average for increased income,
increased buying power and general prosperity.

- TR
1. STUART PRESCOT HOUSE in Baton
Rouge, Louisiana. This mansion, over 100
years old, has always been owned by the
Prescot family. During the Civil War it was
used as a hospital by the Union Army.

WWL PRIMARY DAY-TIME COVERAGE 29
591,030 BMB STATION AUDIENCE FAMILIES

3. WWL'S COVERAGE OF THE DEEP SOUTH
50.000 watts—high-power, affording advertisers low-
cost dominance of this new-rich market.

Note: Coverage mapped by Broadeast Measurement Bureau.
Some scattered counties, covered by WWL, are not shown

The greatest selling power
in the South’s greatest city
50,000 WATTS

CLEAR CHANNEL CBS AFFILIATE

NEW ORLEANS

Represented Nationally by The Katz Agency, Inc.

9 MAY 1949

A DEPARTMENT OF LOYOLA UNIVERSITY
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these
Radio WOW's
Hoopers . . . compared with
a year ago.

i | A N
On W O W
The S,éam

Gets The

CAPITAL GAINS!

NOTE. ..

observations on
Fall-Winter

The "Quiz Kids"” (NBC) had
a 7.9 rating o yvears ago—this
years it's an 111,

The Skippy Hollywood Thea-
ter (National Spot) had a
13.1 rating a year ago and
this vear it is 16.6.

The Fred Waring Show
(mornings) had a 5.5 a year
ago—and has a 6.7 this yvear.

“Amos 'n Andy had a big fat
3.0 on WOW a year ago. This
year, on “Station B" it has
a 134,

“Ma Perkins” (NBC) had a
6.9 a year ago. This vear it
has an A.6G.

“Sereen Guild Players” had a
11.2 last year on “Station B",
This year it has a 19.9 on
WO,

“Can You Top This?" had a
beautiful 17.1 a year ago on
WOW, This vear, on "Station
DY, it has a skinny LY.

“The Hit Parade” had a nice
23.5 a year ago and a whop-
ping 27.2 this year because it
“stayed put”,

The 10 o'clock (night) news
on WOW came up with a nice
19. The 5:30 M news with a
16.4; the noonday news with
a pood 10,3,

The “IPhil Harris"” show has a

whooper-duper 3003 this year
—a LA o ovear apol

These are OMAHA HOOPERS.
Qutstate WOW’s leadership
is as good or hetter!

That's why WOW aloue will

do youradvertising job here.

. L] -
- .
D00 90
G ¥ DEN
¥ \/

medium,  Chesteriields hudget Tor the
Woazlington Senators and New York
Gianl= i~ in execess of S730.000 and
the bndgets of Goelel. Griesedieck, and
\tlantic
by this figure. Games require a econ-

are nol hidden in the shade

time. FEien
thoueh all haseball airings are sold on

siderable amount of air
a package basis that has linle or
|1n!||il|;_' to do with the rvate card of
the <tations invelved, it's still a lot of
ft.r

for the stations.

money an advertiser. even i it
Ioven comnit-

menls for the .‘*]llrllrnl'»]lhl ol the home

i=sn'l

sames of o small eluly run inte rveal
advertising monev. [0 a major deci-
ston for a men’s clothing finn like
Mortan Men's Shop in Amsterdam.
N\ Yo o signa contract to sponsor
the hroadeast= of the 60 home games
ol the Rugmakers over WCSS, How-
ever. there are wavs in which adver-
tisers are able. during the hot weather.
to colleet upon basehall without paving
Line I'ili‘ll'l:_'t‘:- for two hours or more,
plus the charges for rights. Basehall
delivers a special andience for spon-
sors of hascball warmup and after-
pieces, These 15-aninute sessions haye
audiences that in size compare with
fans who hsten 1o the gawmes. (The
same not he looked
npon as one that stavs with the games

audience mnst
for the entive nine innings. as the latter
represents hat a small portion. exeept
during crucial or Waorld Series gamies
ol the hasehall listeners. ) Where the
sporteaster is a name or has a follow-
ing. these presgame and post-game ses-
sions are top buyse For sme reason
vel o be determined. men’s vlulllillf_'
retailers lead among the sponsors of
these sessions, Solt drink and hot dog
purvevors also get i on the act some-
where along the live. While most <ol
drink-hot dog sponsors do not haye
[ranchises to sell at the bhallparks. the
listeners aven’t al the ballparks. either,

There are hundreds of advertisers
who ool in the basehall act withont
sponsoring either the games themselves,
the warmnps, alterpicees, or the rommd-
ups, These sponsars bhuy station hreaks
before and alter the games, In some
cases. conlracts make il [m_»-'.-ilrll' Lo ])Il}'
breaks during the games themselyes,
bint this is the exeeplion, nol the rule.
It i< i the break spols that watehes,
Men's eloth-

ing retailers ven these neaks also but

dings. soflt drinks <hine,

sinee most hreaks are restricted o 20-
second anuouncements, retailers don’t
“sell™ 1o
justifv the expenditnres. Where hreak-

feel they ecan do 1‘1Ifrl|,‘_'|i

Hme prrmits ol 30-second or longer
announcements, then the loeal haber-
dasher real
andience, Theve is cooperative adver-

sneaks in and finds a
lising money available o men’s wear
retailers for baseball zame amounee-
ment advertising. and bigger retailers
buy it when they can.

Baschall and summer are synon-
mous, Suare, it starts in Mareh-April
and ends with the World Series (Sep-
tember-October) ot the nation’s fans
take aut their fraus and the gang—in
the sood old snmmertime.  And thes
listen when they take o 15-minute
hreak from the prodoction line and
when the sun’s high and the coat’s off.

Cuorrent :']wrk-np SHAE that there’ll
be 1800 sponsors riding the coattails
of hasehall broadeast advertising this
SUINET,

o ooowcand the top andiences in the
daytime will be attuned to “heit-te-e-r

g v = v 0 v v . ¥

FALL BUYING

(Continued [rom page 26)

how August adyvertising for September
selling pavs. but we think we've de-
veloped a formula that belongs o us
and we aren’t ready to reveal it vel.”

The stores use some broadeast ad-
they ‘re
scions) for this pre-selling. bt sinee

vertising  (where radio-con-
l||'|i:1|'ln||-r|l stores are nol leaders in
the use of hroadeast advertising. they
serve in this case merely o underline
the fact that the summer is a good time
to sell for [all hoving,

Consumer buving s carrently off
anywhere from ten 1o 20772 hut bank
deposits continue up. There is a great
reservoir of buving which is ready 1o
be tapped when consumer confidence
hias returned. The problem enrrently
i=n’t an absence of cash reserves hat
of a public willingness 1o spend what
they have, Tales of inereasing nnem-
ployment. although seasonal. pile on
to tales of decreasing huving to ereate
a backlog of product at the retail level.
This has vetarded wmovemenm ol con-
sHner pl'mhu'l:-' from manulacturer to
thns has cansed layvolls

l:l'ut||l:'iinn scehedules,

retaiker. amd

and  eortailed
As soon as the desive Tor that sununer
vacation sLiuts. hank acconnts will stop
streel and at leas
for ten weeks a great portion of the
pmblic will Toosen their belts and en-
joy a littde spending.

being a one-way

(Mease turn to page 71)
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For

Radio Advertisers

[ 9 More Significant Facts
A

New Week-Night Shows. Gabriel Heat-
ter., Mutual's traditional 9:00 PM high-
spot. moves, April 25, to 7:30 NYT. Our
new schedule. featuring sequences, will
have new listener appeal. Watch for it

“Million-Two’* Plan. For advertisers whao'
can spend $630.000 net annually for time,
this Plan provides maximum value and
flexibility in network radio; schedules, sta-
tion line-ups, etc., are tailored to fit.

Rate Guarantee for One Year. “Going
back for more money” to meet rate in-
creases upsels yearly advertising budgets.
Mutual is now the only network which
gives a 12-month tlime-rate guarantee.

(About Mutual)

2

The Network For News. Swift. accurate,

Foreign Correspondents give us on-the-
complete U.S. and world news is a Mutual spot coverage, help us stay ahead. Our 19

forte: current “beats” keep us “up there.” newsmen are in Europe’s capitals and in

“hot news” spots—from Shanghai to Tel
round out our listened-to News Shows. Aviv, Seoul to Istanbul, Cairo to Manila.

Name commentators and Special Events

\\\\.\- % ?:::;_: ;
Package Plan, for advertisers using Full The Smaller Budget need not find the
Mutual Network. provides three advan- door to network radio closed. Mutual has
tages: 1. maximum discounts; 2, all new a Plan to encourage the “small” starter
Mutual stations added without cost: 3. and help him grow. The Plan is so sound
credit for stations leaving the web. even big advertisers use it in testing.

g

"Kid Shows.”” With “Tom Mix,” “Super- Lowest Cost per 1,000 Homes covered.
man,” “Captain Midnight,” “Straight Example: a Nighttime Quarter-hour Strip,
Arrow,” “The House of Mystery,” Mutual Full Network, time cost only, based on
leads in presenting greal entertainment Nielsen Network Audience Study—Mutual :
for the youngsters; and makes sales too. 91¢. Others: £1.07, $1.21. and §1.30.

MUTUAL BROADCASTING SYSTEM

WORLD'S LARGEST NETWORK



DAYTIME SERIALS

(Continned from page 510

docs not believe their wreiters ~hould
e foveed to alter storvlines via arti-
freral -E-'\u'!--]-|::n|tl= that must e ac-
counted  for. in o order 1o sell™ the
PPren, 'remiums are usually han-
dbedd altogether in the commeretal time

of the show.

Whether o
preciale this auenes
Litvn
and cast call 10 hlessed.

not o=t listeners ap-
|.'-|'1.L i~ a (-
doulit that writers

| he cast of

Bul there’s no

J"J-HJ"H fm 5 -’.r'_h' I a 1'.:‘|:Inl| A |'m|,\||'-.
for the first time i the history
of the <how. will

<l i
record three weeks
of seripts thi= summer. This will en-
alile the <toryline to unfold normally
and leave the entire cast free during
[]Ii- ||-Jllmi‘

The

tdea was still in the talking
L= SPONSOR goes Lo press) al
Compton and Dancer-I'itzgerald-Sam-
ple, other agencies with a large num-
bher of sertals.

Getting three weeks ahead on seripts

m=tead of two (the customary num-

COVERAGE

OKLAHOMA MARKET *
o

e |
3 Gy

o

gﬂ{:‘-?of -o(’llﬂ(fl’/, ?{‘LC
arsitiareo wirn K O M A oxianoma ciry

70

L

< 7 s = - nyng
s Ty e el  Punch._

iﬂccme

with 24
y “ko radio horness'

JOHN ESAU - Vice Pres. & Gen. Mgr.

RADIO STATION REPRESENTATIVES

her) i=n't a major problem for most
writers. Getting three months ahead.
as one writer did. in anticipation of a
long Florida vacation, could cause un-
"\]u'nlrr} |IT"‘}III‘I'I1“ The writer drove
hims=ell day and night to build up
the backlog of seripts. The ageney
okayed then,

Then

he wanted a

excculive decided
different storyvline. iy
Il.‘l.il I:l':'lll]ln' =0
fantasy that he

from the lives of his

H .‘IIHI]MI!

this time the writer
in his own
delete
characters the events he had already

involved
couldnt

created, The agency ||;|i'] him for his
seript= and assigned him 1o writing
wother serial. but he still took that
vacation. While the season of the year
may nol have a great deal 1o do with
davtime serial plotting. the lives of the
radio-created characters do. While this
author vacationed he had to bone up

on what liis new eca=t of characlers
llll!} 1Il|]|l'.

Which i=nt what davtime  serial
hsteners do. Thev listen 12 months a
vear. They know, « x4+

oo
WANNA

GIT
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REAL
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kerin’ to Tead >
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FALL BUYING
(Continued from puge 6:3) : er
IUs hoped by many lmanetal author- I : m n 0
ities, that the inereased demand for | B '?;-_-.AJ?))
the many articles which are part and ‘ W N
i ®

ROCHESTER, N. Y.

the downward spiral of buving. Al |
ready the spending by summer resort
hotels. ratlwavs. aud airways is heing
felt by stations. The days of “no reser-

vations.” overfilled trains and planes
have passed. Transportation organiza- |
tions can handle all the traflic that yens
travel. Manpower and womanpower are
available for resort hotels and many
areas are overbuilt and thus expeet to
have to fight for business, Thus the

vacalion urge is being nurtured carly
llli." s204asoll. \l‘\\.“-l'ﬁl"']'."' I];l“l' i'”l" ™
Listeners actually hear

Celebrities give clues about themselves

¢ A MERCHANDISING “HOOK" THAT
GUARANTEES TRAFFIC TO THE SPONSOR

Now available in a few markets — Wire or Phone

HAL TATE RADIO PRODUCTIONS

192 N. CLARK STREET + CHICAGO 1, ILL. + Phone RAndolph 6-6650

lished some of the biggest advance
vacation seclions in their histories. De-

partment stores have switched from
Faster to sununer-vacalion-wear pro-

motion almost overnight—after clear-

ance sales. The publicity departments

of the vacation-minded areas, New
York. Minnesota. the Pacific North-
west, and New England (to mention
four) are hard at work playing on the
gel-away-from-it-all wrge,

This all adds up to a concerted al-
tempt to break down the deflationary ——— — — L

tendencies which are now indicated all
over the nation. The nation’s pocket-
hiook can be opened this summer, and a
number of stations, with the Twin
Cities” WCCO showing the way, are
making radio-advertising history by
overcoming more than a decade of
negative tradition.

Starting  with summer  promotion
and a planned campaign to bring hack
advertisers to the air during August
and early September instead of Octo-
her. there is a unique opportunity for

broadeasting advertising to set the The more careful
pace for industry. Buying this fall you are in the selection
must be stimulated. It can only be of your Miami Station
stimulated by what is done in the vaca- -- the more certain you 1
tion season. That is the feeling not are to buy WIOD! & |

only of those who will profit from
increased advertising. but also of im-
portant figures in finance. ineluding
key men with the Federal Reserve,
U. S. Department of Commerce, and
the Treasury Department. The same  \oii0n0l Representatives

feelings will be found at the [, S. ' GEORGEP.HOLLINGBERYCO.
Sovtheost! Representolive
HARRY E.CUMMINGS
I'o stimulate fall buying— sumnier JAMES M. LeGATE, General Manager

advertising must be placed on the air 5,000 WATTS « 610 KC - NBC
so that it reaches America wherever it
vacations. There are no territorial

Chamber of Commerce.

All WIOD-AM programs are duplicated on
WIOD-FM without extra cost to advertisers 1 g

barriers to broadcast advertising. s « &
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SUMMER REPLACEMENTS

2 B | pare
1 and erimeshaws, like Wi

lttornev. This Is Yo il

wnd Fat Wean 1 all e

Filt “of 155 \pnl = well

e 'S NP Mr. and 1l \North.
Vavstery, Lon A lner

L ! Detective. Nieck Carter.
| Sh Holmes <tay on during
the =ummer months. without a hreak
Besides the wmportant factor ol low
i spitisor vl cach of these (and

<tmilar adventuresmystery ~hiws that

ar ot Tor 32 weeks a veart has found
that mys=lery programs draw well and
aciuire s1zahle ihings 1 the sunmmer.
\'!,.. (M T |l ol Iil""" ‘illl\\\ i- -!-lrll‘lrl'l1
Iy an advertiser whose |'J|--|li11 "-l'”:-

just a= well in the sunumer a= 1t does

1 'l|'.|' win :n|-| [or somw. even i‘il
ter.  Only

i ..l',-\l'lllll e,

Ler.
myv=tery show of
1 hie Shadow.

straight hiatus. and that only
1 DLLAW, Coal Co.
product that would be wasted on the

Most of the

one mnh

lakes &
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BROADCAST MUSIC,INC.

NEW YORK o

CHICAGO

72

HOLLYWOOD

<hows with the exc ption ol .|11||1|-|-1|--
Fadward I, Muorrow and PAGs Lowell
Thomas. will zo on through the snn-
much the same reasons that
<hows like Dr. Cliris

tian. Grand Central Station. and

mer for
low-cost dramatic
Lrin
strong Theater. and the mvstery shows
gn on for 32 weeks i]t.-]'lh' the re
tdueed |n-1t||1i.1| of smmer audiences,
ther advertisers feel that 52-week ex-
penditures bring a 2-week business,
for the first this

year. \\I“ =Mt Sane -1!.’1’}\"-1113.‘ IHI 1'111

Teles iston, Lime

oraming during the summer months,
Fexas™ toperated TV show, the Texaco
Nar -;hf'hflr"f. '|“' llll" In oo l'*! llli
for a 13-week |-|'ri1-|{ La= will the radin
\BC while Milton

Berle takes a well-carned rest. Into the
Berle spot will 2o Buiek's new Olsen

anr

VOrS101 0 sl

and Johnson TV package. which the
f\mhu-l illl_'l'!:r\ Ihl.- |ll‘t'l| 1!_\i!l'_' Lo
place in a chaoice one-hour =lot o
cither NBC-TV or CB=-TV for =ome
time. Buick. anxitons to zet on the TY
air for a shakedown erui=e with the
new show. will move to another spot

somewhere in the fall. Another major
I'\ the ldmiral
Revue., also gets a 13-week lavoll, with
films=

<how. Broadway

a4 series of ”u;-,il--n: Cassidy

SPOT
RADIO

sells the millions that buy

ASK

REPRESENTING

YOUR

LEADING

JOHN

RADIO

BLAIR

STATIONS

MAN

JOHN
BLAIR

£ COMPANY

OMices In: Chicago, New York
Detroll, St. Louls, Los Angeles
San fFrancisco

SPONSOR




bridging the summer period.  Other
Admiral money will e avound TV this
sHmer. \dmiral is
buying into ABCTV's Thursday-night
version of that network’s high-rated
52-week Stop The
Wusie. The primary purpose in this

Il1l\\l'\ er. ?illl‘l‘

giveaway  show,
et : o i
maneuver is lo give the Revee cast a

rest. while Admiral maintains its ag-

gressive 52-week selling campaign in
TV to keep up the sales curve on TV
relrigeralors,  As
soes Lo press, replacements are being
\rthur God-
frey TV shows. Suspense. The Gold-

sets and SPONSOR

tiseusscd for the vanous

bergs, and Mary Kay and JTohnuy, and
others, with most of them following a
pattern comparable to similar shows in
radio.

The P. Lorillard Company 1 Old
Gold). unlike Admiral feels there is
just as good an audience for hoth TV
and radio shows during the summer
months,  Lorilland the
TV and AM versions of its popular
talent show. Original Amateur Hour,
on DuMont and
able 52-week discomnts. as well as 1o
keep up Old Gold sunmer sales,

\ few like Theatre Guild.

Edgar Bergen, and Bing Croshy. this

will continne

\DBC 1o carn the siz-

.‘llll\\ e

season will have summer replacements

An excerpt from a letter to Cleveland's

Chief Station

s"“-l_(?l:. Company

very fine job being
done by Jimmy Dudley
and Marvip Cade on our
"SHELL DIGEST*, These boys
are not only turning out an
excellent news and sports
Program, but are going
OUL of their way to work

with us in promot-

‘-J;-:‘m- a2 T wish yaq
he Jeb Ther ain
Sin ’ A .’/_-
/ I/ / i { / (2")’/
3 1‘," 1INt
FOMSTF —CLeTeL Ny BTvistos,

BILL O'NEIL, President

sanc

CLEVELAND
REPRESENTED NATIONALLY 8Y HEADLEY-REED COMPANY
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CWJIW

that are wol really veplacements in the

but rather something Lo

mark time until the fall when each of

<lrict

sense,

these shows either chanzes networks

or sponsors or both, U, S, Steel’s

Theatre Guild. [ov example. will have

the NBC Summer Symphony holding
down the time slot that Guild will oe-
cupy this fall

This. at the moment, is the sitnation
in evening programing for the coming
Day-
Cand  what dayvtime T\

months, both in radio and TV,
radio
:Ir-i

L

there will largely be unehanged.

While davtime radio’s eomtinuous, 32-
week serials have batt o <teads habin
of listewing that carvies through
stinmer months, cvenine Prograning
will azain this year he a patchwork

|||li|i of sabstitutes and I'Hr||i-1--n|i-r=

during the vacation days, This despite

the fact that research recenthy  con-
ducted by the ij_~\1'[||\||._-_~ii al ||ri'l-n1.l-
tion mdicated that 81°. of radio’s
regular  nighttime  aondience  would

continue to listen at night il sanmmer
evening radio lare was as ol as it

1= in the winter. T

IF YOU SELL
GROCERIES
IN CHICAGO

you need
WAIT’s

N
-
Wit ey
N
arle
T |
7y
AFEA

GROCERY-STORECAST

HERE'S WHAT IT OFFERS YOU!

RN Consumer + Point of Sale

of its kind in America

The Only Radio

Promotion

A daily half-hour food show over

WAIT that reaches into the homes of America's second largest market
that drives buyers into 460 National Tea Stores. (2) All-day Storecast
in 100 National Tea Supermarkets to force sales at point of purchase.
PLUS—complete merchandising, display-checking, and sales-reporting

service on 100 stores delivered to you every two weeks. A PROVEN
SUCCESS! Get details NOW!
Storecast is available to all supermarkets
In the center of thedial
in
. = —
WIND WMAQ WGN WBBM| WAIT | b, WCFL WJJD WSBC WGES
560 670 720 780 820 890 1000 1160 1240 1390
L) O U ‘ HU No A
' -jaje

REPRESENTED BTY:

RADIO REPRESENTATIVES

INC



All
in One Package

WMBD has wrapped up a
larger share of Peoriarea's
listening audience than the
two neares! Peoria stations
combined and is
deliver it to you.

ready to

Twenty years before any
other radio station was es-
tablished in this
tory, WMBD had
how to entertain
Peoriarea.

That's
vertisers buy more program

rich terri-
learned

and sell

why national ad-

and announcement time, by
far, on WMBD than on any
other Peoria station.

WMBD DOMINATES Peoriarea

o
“4\}[.-_ See Free & Peters

. T

WNED

ILLINOIS

PEORIA,

CBS AFFILIATE
AM 5000 watts
FM 2C000 watts

40 West 52nd

Ponttnaed brom puage ()

\\I |I',|[]/l'

handled as

that  vour Wils
a summary ol BMB find-
IiII}If‘I_' than a l'umpll'll- reportl

=lanr

Ings,
but the omission of o Springfick] sta-
tion is lihely 1o raise a question in the
minds of vour readers as 1o our imem-
|u-1'_-||i[r in BNB. which we have sup-
ported from its inception. Or. another
might assume errancoush that
onlv the Lop slations were listed and

that WTAN was nol one of them. As

veader

vou know. that i= not the vase. and a
bricl reference correcting any wrong
impressions would be appreciated,
Oriver ). KELLER
Manager
nHrix

Spring freld. 11,

® lhe BMB test reports referred to were not in
tended as complewe reports of each city listed, which
esplans the omission of WTANX.  BAMB 1est reports
for this station, tops in its area, during October-
November, 1945, reveal the qu.w.un: percentagest

Average Average Huow ]\l r
Weekly Daily
of  homes of homes

Daytime
92 ws .8

Mighttime
01 74 9.5

R. R. HOUR RESULTS

On Mareh 7. 1919, we ollered on
The Raillvoad Hmn- Lo =end a copy n[
the new edition of Quiz on Railroads

ated Railroading 1o anvone who wonld

write The Railroad Hour. 'I'ransporta-
tion DBuilding. Washington 6. D. C,

We have now had an opportunity 1o
tabulate and analyze the
I think vou will he
resulls.

For a period of thiee weeks follow-
ilil:_' the recenved a total of
Nearly 67 per cent
of them were frow adalls: {62 prer cent

re=ponse. and

wlerested in the

oller, we

30071 e uests,

fram men and 208 per cent from
women ), while slightly more than eight
percent came [rom ehildren. The
halanee were unidentifiable.

More than FEper cent of the peaple
whao 1|'{]l|1'-11‘i|' ('tiilil':- ol I".‘”f: wrole
comments about the program. Of these
alinents. .05 1 wholly favor-

:I]Ili'.

was nnlovorabile,

were

nine were mixed and only one

It was |m-\ii'|u from the tequests Lo
identify the nl!'ll|l.lli”l|- ol 3.752 in-
Of these. 3. 167

crs oor stndenls:

dividuals. were Leach-

130 were professional

NORTH GAROLINA'S

GOLDEN TRIANGLE

WINSTON-
SALEM

GREENSBORO

HIGH POINT

NO. 1 MARKET

INTHE
SOUTH'S No. 1 STATE

288.700 People™

$271.683.000. Retail Sales
$410.987.000.Buying Income

# Copr. 1948,
Sales Management Survey ol Buying Power;
further reproduction not licensed.

Saturated by

THE STATIONS
MOST PEOPLE
LISTEN TO
MOST!

WsJ

WINS TON -SALEM

TH E JOURNAL-SENTINEL STATIONS

NBC

AFFILIATE
Roprasented by
HEADLEY.REED COMPANY

SPONSOR



people; 901 were businessmen; 551
were  railroad  cmployees.  and the
halance were in mixed calegories.
Thirty-four requests  were  received
from librarvies.

Speaking generally, the mail indi-
cates an iutellizent class ol listeners,
With the t'.\:'i';llinn of |I|‘I'|1ﬂFI:— five
per cent of the inquiries, the ecards and
letters were pm}u‘rly addressed. were
in legible handwriting, and in general
indicated high-grade listeners. A num-
ber of them referved to the commer-
cials, and in every ease where this was
done. the comments were lavorable,

Ropert S, HENRY

Iice Presidemt

Association of American Railroads
Washington

“SPORTLOG" RENEWED

lLast vear. as SPONSOR r|'|m1'll‘l|. the
Webber Motor Company brought the
entire KOIL Sports Package and that
was news, The KOIL-Weblher assoeia-
tion has leen so successful that the
i!t'»]:llhil‘il_\' of the program demanded
a repeal. The coming year of the
KOIL-Webber Sportlog will e bet-

ter than a repeat: it will be a bigge

oy
and beller .S]rwr.'h:;:.
Charces F. FRANDSEN
Promotion Manager

KOIL. Omaha

SUCCESS STORY THANK YOU
1 feel that sPoONSOR eontinues lo e a

refreshing stimulus in the radio trade
paper field, and | sincerely liope that
vou will continue 1o attempt the “new”™
and the “novel”™ in your artiele sclec-
tion. As 1 have told you verbally, I
think the radio induslry owes SPONSOR
a debt of gratitude for the tremendous
“success story” files available to us
thru SPONSOR.

Noraax Kxienr

Fastern Manager

Station Relations

Mutual Broadeasting System

New York

SUMMER ISSUE WELCOMED

I am very much interested in fact
that your 9 May issue will be devoted
pretty much to digging in and getting
the facts on summer time advertising
which has proved to be such a buga-
boo. This strikes a responsive chord in
my heart as for manv vears, and 1
might say going back many. many

9 MAY 1949

550 KC 5000 WATTS
Y NBC AFFILIATE
es BISMARCK, NO. DAKOTA

comes in loud and clear in a larger area

than any other station in the U.S. A.’
i
:’)i%

WELL, 1'LL BE ~—
KFYR —LOUD AN’ CLEAR
‘WAY DOWN HERE/

“ASK ANY JOHN BLAIR MAN TO PROVE IT

N
FIRST in tHE

A

DAVENPORT, ROCK ISLAND, MOLINE, EAST MOLINE
BN 2o (FM e (L
Basic Affiliate of NBC,
the No. 1 Neiwork

The November 1948 Conlon Sur-
vey shows WOC First in the Quad-
Cities in 60 percent of Monday
through Friday quarter-hour
peniods. WOC's dominance among
(,)Il-ui Cities stations brings sales re

C.P. 22.9 Kw. visual
and avral, Channel 5

®
MINNEAPOLIS [
5T, PAUL

sults in the richest industrial market
between Chicago and Omaha . . .
; S CHICAGO @
Minneapohis and St. Louis. Com-
plete program duplhication on WO(
I'™M EIVCS advertisers bonus service

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

Ernest Sanders, Manager

5T LOWS
L

QREE & PETERS, INC., National Represento!ivej)

DAVENPORT, IOWA
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® vears ago even while 1 was in the news-
paper business, the only wayv. both in

The Bigges* Yetll' radio and  the newspaper business,

by = that I kept my end of it up was through
in its 26=Year "ls"ory special summer promotion that really

Kept going alter the vacation end of it

for
NETW“RK ny‘ AC”SE I am thaukful 1o =ayv that it resulted
< ’/, in many thousands of dollars worth
o T NOAN Sarclad WHa ATRBIGEY ol |-l1.-it1=.".‘- during the summe 1ne,
) volume of odvertising ever Without it the old summer time would
broadcast by a Syracuse sta- have looked a litdle Torlorn. We used

\ Figme= mamy different angles in selling the

PR“[IRAMS @ FIRST in Network local retailer. and vacation resarts.

! ® FIRST in National Spot hotel, and ”I]“‘f |'I]:|.--Illl.l'il1.illlt-. Bul

. as stated above. it did prove successiul

@ FIRST /n Local and resulted in many thousands of dol-

-J[ ® FIRST in Total Advertising |.'||‘.‘- \‘\m'lh of business, =o | welcome

/) - this issue very much and also think
® FIRST /n Popularity with

vou are to be coneratulated on step-

A e a[f IOGﬂI S'_)r,lzrn,\'(: ‘””d_ Central New ping ont and :|ni||£; this kind of jol.

York Listeners L : i
swmmer time business 11 seeims o me

Stﬂtiﬂ“ C“S[’ ® FIRST in Merchandising & has been a good deal like Mark Twain's

Promation old saving  “evervbody talks abowt
See your station ® FIRST /» (Ui"f')’u‘{{(" Avea the \\I'.ll!ir‘l It nobody does :||L\l|1in:_r
representative or write about i,

Ac”SE Jonux (. DBALLARD,
. IA\ “ W @ Director. National Sales
5 /’ | J 570 ke—5000 twatts The Nunu Stations
Z, “}d“"-[] '" "gl lm\ "" Headley-Reed, National Representatives
: / 113 W STih ST. NEW ORK 15. N. Y. NBC AFFILIATE IN CENTRAL NEW YORK JELKE'S RADIO-MINDED AD. MGR.
Iffective May 20 1 am joining the
4 E :
iy ® John Jelke Company of Chicago as
e ——— = advertising and ~ales promotion man-
- . . ? ager. I wonld :i|i||['|-r']u|v il Vo
WHY buy just the Birmingham area? | i o i Do
WAET o my new baliwick.,  Inci-
Buy all Alabama for less on WVOK dentially 1 think vonr book i swell
.l!lll lllill\l'.\ _'_'mni Il'.‘lt“l]j,‘ eYery  Issue.
Harry W. BeExaerr. Ji

John F. lelke Co.
\ Chicago
CAMPAIGN HELPED SEPTEMBER
- In working up a presentation on our

summer selling campaign for Merle
Jones® to give at the CBS =0 & O

; @
lo,ooo WG'"'S Birmingham managers meeting in March, we dis-
\

covered that while September was a

690 KC. | ALA BAMA l\_\ “..‘I"”.m |1.||unll| .;II]‘-l.aJ.iI g “-!.:u'|.-'.' n-.f
\

new cantracts was concerned. 11 was u
h'l_-_'h month for increased Iri”in;! Wer
A’ b SRREN 1917, lleve are the exact percentiages

abamas mos' for the billing increases using  May
billing as a base: June was 944 . July
powerﬁ.” A M ! was G070 August was 907 and Sep-
tember. 10577, These figures surprised
sta"'on ne since we thought Septeniber would

be Tow Dbecause of the ew new con-

. . Primary Mail Coverage Map

tracts which tarted in that month.

IRALEE BENNS Fosy Mo

| WVOK ressenr | VOice of Dixie Salek ppomalial MERS:
- oo, Ufu.-:rﬂ.ma Is
WILLIAM J. BRENNAN . .
| _ Birmingham, Ala.

Commercial Monager *W OO0 manager
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SUMMER SUCCESS

According to Mr. Tom Glasgow,
Caroling  distributaor for Motorola
radios, there is overwhelming evidence
that a 1918 summer radio campaign
mmereases his sales of Motorola radios
T‘i'- ;Illnl'l‘ SHHeT -;l|1‘- lrf ”Il‘ ]‘l'i’\'i-
OuUs vear,

I \]lr“ 1918 Mi. Glasgzow Sproti-
sored three 15 minute periods of Grady
Cole time over WHT. Charlotte. from
7:40-7:5  aam. plugging  Matorola.

On September 1. 1915 sales of
Motorola radios in the Carolinas for
the period April through August were
checked against sales for the same
]N'l‘il!ll of 1947. Tom l;'.i.\:_'u\\ slales
“Motorola home radio set sales for
these five mouths in 1948 767 ahead
of the same months i 1917, | feel
sure that some other factors must have
helped do this but the Grady Cole
program is fiin' m.'f_'n' Hm;'m fuh‘! -‘m"d‘f-
tional difference between the two oper-
ations that | know of.”

J. k. Covincron
Radio Station W LT

Charlotte. N. C.

by
DO DRI, b va " 9
FOMN T BIRILUNG, e =y JOHN BLAIR & CO

MUTUAL NITWORK * 710 KILOCYCLIS » 3,000 WATTY MIGHT

9 MAY 1949

It’s an Ill Wind that
Somebody Blows Good

Repairing ill pipe organs or making new ones, sounding
B flat or the knell of a “gibble-gobble phony™. this news-
caster is talented, fluent . . . and eritical,  His inventive
versalility enabled him to construet a |r||u organ for his
church. just as a hobby. 1is vigorous nightly seanning

of “the top of the news as it looks from here™ has made
him one of Washington™s most infloential commentators.

Critical of any interference with free ent Ipliwl' Or eco-
nomical government. Fulton Lewis. Jr.. rarely inspires
mdifference among his listeners, They deseribe him eithes
as a greal Jl&ltlinl . » OF O .‘-lln(l\ill; Il‘-ll'ti‘#”;ll_\. How-
ever deseribed. he's heard by 1 1000000 '.\r-:'l\l_\. aceord-
ing to a recent estimate in Harper’s Wagazine.

The Fulton Lewis. Jr.. program is currently sponsored
on more than 300 stations, It aflords local advertisers
nelwork |rlt'-|i;l- at loeal time cost, with [lIII-I';I[iIi
talent cost.

Sinee there are more than 500 VMBS stations. there may
be an opening in your eity. M you want a readyv-mads
audience for a chient tor voursell), investigate now
Check your local Mutual outlet or the Co-operative

'rogram Department, Mutual Broadcasting System,

11 lll Broadway. NYC 18 (or Tribune Tower, Chicago 11).
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SPONSOR
SPEAKS

Kiss the hiatus goodbye

H sou're one of many sponsors who
has allowed his air advertising  (and
salest o <lmnp in the smmmertime,
this isstue of SPONSOR may coutain very
;_’1|l|l! Nnews, :

Herein i prool. coralled in one pul-
the first that

listening is bich in the smmmertime.

lication  [or L, air
that the hot months of July. August.
andl .“f'}lh'u||li'l warrant ~|l|'i'i.1| Coll-
silevation by vour advertising depart
ment and adverlising ageney,

For instanee , . .

Did yon know that onlvy L40 of
the nation’s population is away from
lame at any one time tsee Don’t Toe-

devestimate  Sunner

2317

Listening, page

il von know that listening to day-

Applause

Making Hay while the Sun Shines

Todav, more than at am
”Ii'
networks e tnnkinge in tevs of sell-

tivie -

g past ten vears. stations and
ing ~umimer broadeast advertising, In
TOST aned 1935, the netwaorks nsed Ly
matter to counteract the trend towards
,'_'HIIII'_' ofl the air in the smmrerlime,
awd they made some Progress al that
time. Do the interim, sales effort has
]N'I'll al il P‘III'IiIHI”!I. .'”Il] Illllif'\ 1i”1|k

the Torm of
dollar il f:rilli-'nr.'\ discoumms. rather

mgr Il.i- lll'l'll 11 Tlr-i||[_‘
i ageves<ive selling 1o heep adver
ti=ers onr e air all throneh the dog
tlavs ol July \nousl,

||||'.- I\]u n.'l. I|li.‘1|-_i||:_-

continaed bdefinately e i hadi’t heen

'1|1-|

il I
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time serials continues at a high level
throughout the dos davs (see Serials
Hot in the

fare
32)7?

Swmmertime, page
IMd yvou know that manvy an adver-
that  haschall
.»]nm-nl.-|!ll|' i= the road to results (see
Daseball: 1919, page 30) 7

[hid know that a 1918 diary
study indicated that 99.53% of all sum-
mer

tiser  has  discovered

Vil

had
more radios, and that the listening
continued

bungalow colonies
hour
longer during an average :|:\_\ than “at
Dou’t Undder-
estimate Summer Listening, page 2317

approximately  one

home™ listening  (see

So. hefore you decide on an adver-
tising siesta this year, we hope you'll
find time to cheek our facts and fig-
The may he a
vacation for vour air adverlising, but

ures, resnlt shorter

a4 more ['Iliu_\:ti'|r' one for vou.

The Lively Corpse

P'ublicity hasn"t been kind to radio
during the past few months.

As a malter of fact. we ean hardly
blame the sponsor who, hearing on
all sides that radio is gasping  for
Lveath the
rises in its place, takes it all in,

Nor do we blame the space salesman

while rolossus  lelevision

who. seizing his golden opportunity,
the latest  Dblast
carlv  demse,

calls  attention o

prophesving  radio’s _
After all he's willing to believe what
Why <houldu’t he use what
the experts are saving and the FCC

III' Ill’ill S,

hinting.

for WOCCO's deeision last vear 1o col-
leet npon the fact that Minnesota 1= a
areal vacalion territors, and that hot
weather business is R I!.'l”_\ ,’_'mnl in
WCCO, a Chs 080
station. was able e <ell the Powners-
that-be in New York on .'l”nuili“g real
maney for a swmmer-selling caompaign.

the Twin Cities,

U osder Merle Jones™ direction. the sta-
ol Lo “-h-i‘”
they “ve hot™ ad cacly step in the proj

tion went all ‘tm while
el awvns }l]:ulll-'li like o vevitable war
Nothing was left to chanee,

that 1t altacking
the =ummer tradition of

r|.|-|:ut|1'|1|;'|'.r---,

campiign,
WCCO

nuerta

kiew was

anil
Theve was a definite
ohjective md it was e dollars-per-
werk ';!ill]-ull;‘il listen] as a percentagze
Linsiness ), WOCO

T rease 'I! St

e or

Bul is it true?
l’l!f‘?‘- I_l'll'\i-ir\“
knell of radio?

Without taking anyvthing away from

sound  the death-

television. we simply can’t see il
We've looked carelully into the situ-
ation. amd all we can see is the con-
tinuation of radio as a powerful ad-
vertising foree for the next decade.
We refuse to prophesy heyond that.
Speaking of the next several years,
radio 1= going to be a mighty lively
We think that. sparked by

some strong selling tacties and ercative

t'ul"l:-'l'.

programing. radio will show the other
media a thing or lwo on how 1o win
listeners and advertisers, Do we have
faets?
some highly nseful ones in our 23 May
Don’t sell radio short!

Sure.  And we're publishing

=510,

Don't do it!

The summer is nol just a good time
to sell, 1's a vital advertising season,
\geneies. advertising departments ol
manufacturers, and even sales execun-
tives are apl to relax i the summer-
to lake i1 easy. It's Iﬂlul(l ;,_’I\H
I'he out-
door air 1= redolent of the forest— of

time
wealher, The shores beckon.
erowing things, The children ery for
daddy.

Result ?

The great templation—to sit hack
and eolleet npon what winter’s labors
have hrought.

That would be disastrous if it were
continued this summer,

f'i'i'{[l'li i]l |-11i!l1i1]_‘_‘_ new ?-I']l‘l'li\l‘ illlli
local-retail business.

IUs doing it again with its eurrent
Thirteen Weeks With Pay 1919 cam-

paign.  DBut more than just getting
more husiness for itsell. WCCO has
started  the  indostry thinking  has

startled into action the men and women
who have taken the summer shoup for
aranted.  There were stations this year
that even =tarted 1o work on summer
by promoting a spring-selling  cam-
paign.  That. too. worked. and well
report o it al some later time.

But its WCCO who throngh a veal
trade-paper advertising campaign and
all the other “mnst™ promotion has
revived sunmmertime as a good time——
for advertising on the air,

SPONSOR




HEART

Kansas City, Missouri

KMBC

3 u‘i)

KFRM

BEATS

jm tée M %W Trade Paper Edition

KMBC-KFRM Serves Rich Farm Area

"SALLY BAKER” NAMED NEW

KMBC-KFRM HOME ECONOMIST

Sally Baker, new director for KMBC’s nationally
famous “Happy Kitchen” program,is Home Econo-

mist for The KMBC-KFRM
Team. Miss Baker, a Home
Economies graduate of Ok-
lahoma A. & M. College,
Stillwater, Oklahoma, joined
The Team after serving as
director of Women's Pro-

grams for WRFD, Worth-
ington, Ohio.

Miss Baker's first radio
experience was with another
farm belt station—KWFT.
She conducted a daily home-
makers program on KWFT,
and later did the same type
of broadcasts on KSPI, Still-
water, in addition to special
events work in 4-H Club and
women's club activities.

Miss Baker conducts Kan-
sas City's “Food Scout” pro-
gram, a daily fresh fruit
and vegetable news service
direct from the market.

“Food Scout' is sponsored
by Taystee Bread. “Happy
Kitchen" is a co-sponsorship
feature which has been uti-
lized by many national ad-
vertisers,

Still another KMBC-
KFRM daily women's pro-
gram is “Happy Home,"
conducted by KMBC's na-
tionally famous Caroline
Ellis. It, too, is a co-spon-
sorship feature. three pro-
grams per week of which
are sponsored by Celanese.

A pioneer in many types
of radio programming,
KMBC has for many years
provided its listeners with
interesting, informative
women's homemaker pro-
grams. Especially prominent
among the station’s “alum-

nae” in this field is Beulah
Karney, who conducts Lib-
erty Magazine's food page
and who syndicates a suc-
cessful daily five-minute
cooking feature throughout
the country.

“Team” Has Record
Stock Feed Schedule

Stock feed advertisers de-
sire to reach the most num-
ber of farm homes in the
great Kunsas City Primary
Trade area. And this group
of advertisers, probably
more than any other classi-

fication of farm accounts,

proves just how The KMBC-
KFRM Team, beyond any
other advertising media, has
won their confidence in eco-
nomically and effectively
reaching the farm homes of
the territory.
KMBC-KFRM currently
broadcast thirty-seven pro-
grams and farm service fea-
tures weekly for stock feeds
alone! This is ecertain proof
of the ability of The KMBC-
KFRM Team to economical-
ly and effectively reach the
millions living in Kansas
City's Primary Trade area.
The six advertisers in this
classification sponsor five
different types of informa-
tional and entertainment
features, which include
“Farm Counselor” and
“Feed Lot Chats”, with Phil
Evans; “Livestock Markets"
with Bob Riley, “Your Farm
and Ours"”, with Ken Par-

sons, and “Lazy River
Boys", hillbilly entertain-
ment act.

The last two named shows
are on KFRM only, since
their sponsor specifically
wanted Kansas coverage,
and has no Missouri distri-
bution,

10th Federal Reserve District Report
Shows Tremendous Business Volume

KMBC-KFRM Team Only Kansas City Broadcaster
Serving Entire Kansas City Primary Trade Area

Important to national advertisers is the basic fact
that the KMBC-KFRM Team serves one of the rich-

est, most productive land
areas in the United States,
quite rightfully known as the
“Bread Basket” of America.

Bearing out the fact that
this Midwest region is highly
important in our national
economy is the 10th Federal
Reserve Distriet 1948 annual
report issued in February.

The KMBC-KFRM Team,
serving Kansas City's Pri-
mary Trade area, provides
radio coverage for Western
Missouri, all of Kansas, and
parts of Oklahoma, Eastern
Colorado and Southwest Ne-
braska, all within this highly
important 10th Federal Re-
serve District.

Highlights of the 10th Dis-
trict report: The highest
prices in history were paid
for farm products in 1948.
The oil business is in peak
prosperity.

Approximately 600 million
bushels of corn were produced
in the area last year. And,
1948 wheat production in the
district was 36 per cent of the
total national yield, The State
of Kansas, lying wholly with-
in the KMBC-KFRM cover-
age area, produced 231 mil-
lion bushels of wheat, or 18
per cent of the national total.
Winter wheat acreage in
Kansas this year will reach
15,805,000 acres, or an in-
crease of 63 per cent over
1939!

In pointing out the national
importance of the Kansas
Citv Livestock market, one
of the top three in the nation,
the Federal Reserve report in-
dicated that choice beef steers
in the summer of 1948 sold at
$40.50 per hundred in Kansas
City ... the highest price ever
paid for such market cattle.

The Farm mortgage debt is
the lowest in 25 years in
America, while farm land
prices are at the highest level
in history. In 1948 the area
served by The KMBC-KFRM
Team showed a 10 per cent

increase in farm land prices.

The 10th Distriet produced
19 per cent of the total Amer-
ican crude petroleum last
year, with Oklahoma and
Kansas the two highest states
within the District.

Retail trade in the 10th
District in 1948 approached 9
billion dollars, a six per cent
rise over 1947, More than
one-third of that dollar vol-
ume falls within the area
covered by The KNIBC-KFRM
Team.

That's why we say The
KMBC-KFRM Team selves
one of the richest areas in
America . . . including 3,970,-
000 people in the Kansas City
Primary Trade area—1,159,-
740 radio homes, with a pur-
chasing power of $4,739,317,-
000, serving 202 counties in 5
States.

The KMBC-KFRM Team is
the only single Kansas City
broadeaster to provide com-
plete, economical coverage
throughout the great Kansas
City Primary Trade area!

KMBC-KFRM Sports Head
Has Busy Schedule

Sam Molen, Sports director
for The KMEC-
KFRM Team, is
actively en-
gaged in a busy
spring sports
calendar, In ad-
dition to his two
daily sports- ~ !
casts, Molen is covering out-
standing spring sports events
in the Kansas City area. In-
door and outdoor track, NAIB
Basketball tourney, NCAA
playoffs, boxing and spring
training camp baseball high-
lights are among the many
activities of this busy sports
commentator. Molen, in 1940,

won The Sporting News
award as the outstanding
sports broadecaster in the

Middle West,



..... that from these
honored dead we take
increased devotion to
that cause for which

they gave the last full

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

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

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





