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Tradition:
One Year Old

Tradition matures slowly in Virginia.

But ask a Virginian about WTVR, the South’s
first television station and he’ll quickly convince
you that tradition needn’t be 100 years old.

WTVR, by its first birthday,
had captured the hearts and eyes of Virginians.

In the Old Dominion State

they look to Havens & Martin stations to make history,
The WMBG log is studded with “firsts.”

WCOD was Richmond'’s pioneer FM outlet. After a
year of operation, WTVR is still

the only TV station in Virginia.

Linked to the whole world by NBC and NBC-TY,
these are your First Stations of Virginia.

WMBG ~~
WTVR
YWCOD

Spsll Serloires // ’/fr/:y//z/(/

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



Hope helps
wash Europe

WILB returns
to foreign
language

Drug chains
to try TV?

Family expenses
increasing

4-month TV
ad bill totals
$7,904,239

Rural media
advertisers still
love farm dollar

NBC's AM-TV
joint operation
to be axed

Gruen to buy
Sunday night
NBC half-hour

Bob Hope's drive to send soap overseas will sell 1,000,000 bars ol

Swan in four weeks. For each two wrappers Lever Bros. is Sendilng
bar of soap to children of continent via CARE.

—SR-—
WIJLB, Detroit, has switched back to 100% foreign-language program-
ing. Thirteen months of all-English hit station in same manner

that Cowles' attempted transformation of WHOM, Jersey City, hit

that station—in pocketbook.
= SH=

Regional drug chains are said to be combining with manufacturers
to telecast network hour show each Saturday night.

~SR-

Arno Johnson, J. Walter Thompson v.p., reported to American Market-
ing Association that family expenditures increased in every impor-
tant classification since 1941. Formal education, up 35%; auto
transportation, up 148%; recreation, up 158%; household operation,
up 100%. Johnson asked "why be pessimistic" in face of these
facts.

SR

Advertisers spent $7,904,239 during first four months of 1949
in TV. Networks received $2,878,448, selective TV $3,036,576.
Retailers spent $1,989,215. Figures from N. C. Rorabaugh.

~SR=

Farm magazine and radio advertising continues up while most other
specialized advertising shows a downward trend. Although farmers
are downgrading their expectations of last few years, subsidies and
price floors make farm earnings look good to advertisers for at
least another vear.

=
Who's boss of NBC-TV is still unsettled, although 1ke Showerman,
now in Chicago, is supposed to come to New York as topper of NBC's
visual department. Integration of TV with regular network opera-
tions, which followed Frank Mullen's exit, is on way out. AM and
TV operations are due for competitive stance, rather than current
unrealistic Damon-and-Pythias setup.

SR

Gruen watch is buying half-hour Sunday night on NBC. This will
be first new NBC sponsor since exodus of big-time pregrams to
and is first of two network sponsors Niles Trammell is set to sell
before reorganizing web.
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2E PORTS. . .SPONSOR REPORTS...SPONSOR R

Radio bigwigs Ohio State University's annual radio conclave was non-brass meeting
bypass in contrast with previous years' star-studded meetings. Stress
OSU meeting currently in radio is on commercial side of broadcasting, which
0SU has wvirtually ignored for many years.

—ER--

ASCAP NAB— Battle of grand (production numbers) vs. small rights (music sans

TV battle production), which everyone expected to complicate license agree-
continues ments between TV and ASCAP, has caused impasse between National

Association of Broadcasters and that music—licensing association.
Once again broadcasting is depending on backlog of rights con-
trolled by BMI to protect it until what it feels to be fair
license agreement is reached. Ach2 is that ASCAP doesn't control
production rights of many of its composers, and wants "extra" fees
for TV production numbers using music.

—SR=
NARSR tries Waltham Watch invited National Assiciation of Radio Station Repre-
direct selling sentatives to give its trustees and officials "works" at meet-
to Waltham ing. Pitch was that radio built certain watch companies and it

could reestablish Waltham as great American name in watches.
It was NARSR first major presentation direct to advertiser.

SR

Biggest TV Schwerin-Miles Lab-NBC test of "Quiz Kids" on special TV survey
qualitative of 13,000 viewers in Midwest is largest ever attempted. New York
test for special test of same visual progran used 1,500 studio panel.

"Quiz Kids" Results will be reported 15 June.
—SR-
WRC competitive WRC latest presentation, prepared by Jim Seiler, is strictly
pitch is against competitive with newspapers. In facts-and-figures study, NBC's

newspapers 0%0 station in Capital matches its costs with Washington newspaper
advertising.

capsuled highlights

THIS ISSUE
Youth listens in a manner far different than page 21 Auto selling facts are capsuled to complete page 30
adults. It is the great unsurveyed section of SPONSOR's five-part story on this industry.

the broadcast audience. TV profits for dealers are often in accessories, page 52

Folk music selling effectiveness is detailed page 24 so SPONSOR reports on Polaroid.
in another report on ""The universal language.” ¢ EUT St RS
The broadcast audience is still very much &  page 26 IN FUTURE ISSUES

question mark in ever so many sponsors’ minds. H davii ial " & June
SPONSOR reveals some facts and figures e St a3 e

nobody knew 'til now. America’s outpost, Puerto Rico 6 June
Cuticura hit new hits when it turned to page 27 National ratings—what's wrong with them 6 June

r'ﬂdio

adio, S d radi 6 June

What writers contribute, and don't con- page 28 SRS Facte

tribute, to daytime serial success. TV Trends 6 June |
2 SPONSOR

' J
R |



,O00 WATTS

KFAB

Yowr Columbra Stalion
OMAHA, NEBRASKA

Represented by  FREE & PETERS, INC. General Manager, HARRY BURKE
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SPONSOR REPORTS

40 WEST 52ND

ON THE HILL

NEW AND RENEW

MR. SPONSOR: HENRY SCHACHTE
P.S.

TOO YOUNG TO VOTE, BUT ...

THE UNIVERSAL LANGUAGE
RADIO IS GROWING B!GGER
CUTICURA CLICK

THE SCCRZT L!FE OF A SOAP OPERA
THE AUTOMOTIVZ PICTURZ

MR. SPONSOR ASKS

4-NCTWORK PROGRAM COMPARAGRAFH
POLAROID PARADISE

SPONSOR SPCAKS

APPLAUSE

NSOH PUBLICATIONS INC

949

18

21

24

25

27

28

30

34

52

62

62

40 West 52nd

NO IMFOSSI3LE DEMANDS

In vour 25 April issue under Spon-
or Keports. the thied itom 1= about om

|'||.|[|_.|.._ Ill{.
We have not asked anmy radio ~la-

chient. DBu-Tay

contests for Rain
know

VM=o, Ramn D = has a very able

lton= Lo pul on an
Ill'"]'- .]!‘li. = 1ar as we Nori
have
sales organization. .-.||||n-~.-|l ol lead-
me food brokers in various parls ul
the countr

While  we

aboul asking. and  getting, complete

have no compunction
coovperation frome media when placing
schedules, we do feel that this e
1= worded in snch a way as Lo indicate
that! we make illl}llu--i]rll' demands on
radio stations,

Fhauks for a swell magazine from
which the

writer gets a great d-al of

}'t"(l‘ll.’i’ .
. E. Gauvey
(lasser-Gailey
Los Angeles
Food teokiv~ il segatiniions are nof construed
generally as bewg the sales staffs of mannlacturers
represenied by brokers, SPONSOR did not mwan

that Glawer-Gouley
upon  radio stations,

to imply n “'Spomsor  Reporis™
made  “‘impossible  demands

SUMMER SELLING

I'd appreciate your sending us an-
othie copy ol your Sunimet Selling
19 Mav) issue. a~ we have .Jhu-.lll_\

found very practical vse Tor the ma

tertal contained  therein. Please hill
this oflice accordingly.
P HeEraan
Edward Petry & Co.

Dallas. Tea

FOLK MUSIC TEARS

You asrieve us ||n'n-}||\ when vou sy
i vour article on hillllidhes at ecounty
and state fairs that the Nattonal Barn
Danece  makes only ong appearanct
cach vear at the Hlinois State Fane, Of
course. this 1= true of the show as a
whaole, but a recovd of never less than
175 county and state fatrs [rom New

”..1|:|r-—}|ir- to Wyominge for ten vears

il stands as the parmmount appear-
anve record Tor the unils featuring
sronps alb =lars fronm the Lation stall
Vil W LS will he o there again this

AL B o
Ly Kinraze
Service  Unlinited

Chicago

e

[‘7/,‘.45&,4‘) /@_f/fd:r g
¥ -~

"AMERICA'S FINEST
WESTERN ACT"!

The Texas Rangers, America’s
greatest western act, for many
years stars of radio, screen and
stage, now are starring in their
own television show on CBS-
Los Angeles Times station
KTTV cach Monday evening,.

The Texas Rangers transcrip-
tions, used on scores of stations
from coast to coast, have
achieved Hooperatings as high
as 27.4.

Advertisers and
have a new and even better
sales plan! Ask about it!

stanons —we

ARTHUR B. CHURCH Productions
KANSAS CITY 6, MISSOURI

IN THE
Pacific
Northwest

Serving 3,835,800 people

e WASHINGTON
K 1N G — Seattle

K X L E — Ellensburg
KX LY — Spokane

OREGON
K XL — Portland

MONTANA

K X L F — Butte
KX'LJ)—Helena

K X LK — Great Falls
K X L L — Missoula
KX L Q — Bozeman

Pacific Northwest Broadcasters
Sales Managers
Wythe Walker Tracy Moore

FABTERN WiESTERN
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“Our name is Garry; there are nine of us in aur family. We are ane of
12,760 families in Warren Counly. We awn ond aperate the Raaring Broak
Dude Ranch, Loke Gearge, N. Y. Every seasan we have appraximately 1,000
guests fram as many as 22 states, and os far away as Landan, England and
Canada. Fram the time our guests prepare far their vacalions and enler
WGY-lond, each ane spends an an average af $100 per persan, tatalling
$100,000.

We have four radias and the favarite radia statian ot the ranch is WGY.
I's the anly statian thal aur family and guesls can hear clearly and con-
sistently all the time. Many af aur guesis bring their awn partable radios,

,and saan acquire the WGY habit,”
:‘ %;z ( fﬁ aiA O
‘} -
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A GENERAL ELECTRIC STATION

| —

KEY TO SYMBOLS % Over 250,000 W@ 100,000—250,000 @ 50,000—100,000

@® 25,000—50,000

@ 10,000—25,000 © Under 10,000
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Albugquerque
Beaumont
Roise

Hln-Lnl1-_';"'jrr'lnj_'i-H']l!

Buflalo
Charleston. S,

Columbia. S o

Corpus Christi
Davenport
Des Maines
Denver
Duduth

Farco

Fi. Wayne

1. Worth-Dallas

Honolulu-Hilo
Houston
Indianapolis
Kansas City
Lotaisy I]l!

Milwanket

Minneapolis-St,

New York
\rlil-U”\'
Omaha
I'eoria-Tuseola
Philadelphia
Pitt<huirgh
Portland, Ore,

Raleizh
R ounoki
St Louds
Sealthe

S NTAC 1St

IPaul

Te
Baltimore
Ft. Waorth Dallas
Lonisville
\|:||||v:||--a|'.- |
New York
St Louis

=an Franrcisco

KOR
KT
KD=il
WEZ-WHZA
Wi
Wis(C

WIs

KRIs

Wi

W10
Kyvob
WIisAl
WHAY
Wowao
WEBADP
KCMB-KIIBC
KXYZ
W=l
KMBC-KFREM
WAVE
WAAW
WTCN
WACA
WG
KEAB
WANBD - WDZ
KYW
KDKA

KIEX
WITF
W)

K=

KIKO
WIEBL

levision
WAAM

WHAPLTY
WAVETV
1"aul WTEN-TV

WIIN
KsDTY
KRON T\

NRC
ARC
CBSs
NBC
CBS
(RS
NI
NB(
NBC
NB(
ABC
ABC
NI
ARC
ABCNBLC
(.S
ABC
AR
s
NI
ARC
ABC
IND
ABC
CHS
CRS
N ¢
NB(
AR
N3
s
ANRC
Clis
CBs
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LOCALIZE

ATLANTA DETROIT

RADIO

T]li:- message 1s  being  written  on

March 28. 1919, Yesterday's temperalure
was 85 in Richmond, 76 in New York. 56

in San Francisco, 83 in Washington. D. C..

and 41 in Minneapolis. In some areas, it's
1me to talk about the “warm-weather ad-
vantages™ of your products. be they dairy-
zoods or deodorants, . . . In other areas. ice
i~ still on the ponds.

Whether it's in March, August or Decem-

ber. almost any day of the vear is “differ-

ent” in vast America. And with national
spot (Bull's-Eye) radio. you can make that
difference help vou to sell goods.

Here al Free & Peters there’s nothing we
like better than talking to advertising peo-

ple who want to quit generalizing in their

radio sclling—who want to capitalize on
the fact that sales are made in local stores.
and for just such local reasons as the local
temperature. How about discussing it with

us, today?

FREE & pETER& INC.

Pioneer Radio and Television Slalion Represenlalives
Since 1932

NEW YORK

FT. WORTIHI

CINCAGO

HOLILYWOOD SAN FRANCISCO
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ON THE HILL

Distribution costs for food
must be cut

Distribution cost= on food from Lo consumer
must be eut if reasonable profit margin is to be main-

tained. according to recent confidential surves. Minimum

processor

serviees at a vetail level and maximnm advertising to set
demand before consumer goes shopping are objectives
set forth in survey. Broadeast advertising is used as ex-
ample of way to distribute mass products with minimuom
of waste effart and cash per sale.

Pro-business indoctrination of college
professors in works

Exery advertising medinm will be used to tey o sell college
professors that “hig business™ is not all bad and that “hig
lalior™ dsn’t all lily-white. The Toundation for Eeonomie
ducation in Washington is spearheading the drive. Plans
for profs to spend a number of weeks in plants of greal
corpotations this summer is part of project, and indoe-
trination through commentators and columnists on the
air and in print is also part of long-term aperation,

Savings still waiting o be
tapped by ad drive

Ihere will be no serious attempt to tap the big buying
hacklog vepresented by savings, which are three times
what they were in 1910, until a new Tabor Bill s passed,
Pro-husiness groups in and ont of government feel that
tizhtness of huying will help prevent passing of an all-out
pro-labor bill. Onee new regolations are set. there’l Le
a release of rose-colored facts through government sonrees
that will make present broadeast reporting of gloom seen
like a bad dream.

"Basing point" moratorium will
release national ad dollars

Freight absorption will be permitted with the “basing
point™ ruling of the Federal Trade Commission being pat
in moth balls for the nest few vears. Tlis will permit
iy companies o resume national advertising  plans
which were dropped becanse nnder FTC raling  many
fivms with pational distribution were placed in a non-
!'il]ll[li'[-lli\l' |||-~i|'llrlf with local firms.

B

FCC "no" won't stop
editorializing on the air

Current decision of Federal Communications Commission
to continue its Mayflower decision in effeet will not deter
stations that desire to editorialize, iU's understood. This
is because no action will be taken against stations as long
as their editorializing avoids the appearance of slander or
libel. Judge Miller of the NAB will continue his battling
for “freedom of speech on the air.” a battle he thought
he had already won,

Anti-chain-store propaganda
starting all over again

Despite fact that most states have repealed statutes  dis-
crimiating against chain-store operation and thus foreed
chains into super-market operations, there will be a number
of attemipts both on the Hill and in state capitals to figure
ont way to curtail giant markets, just as the number of
stores in individual has restricted.  Before
action becomes too hot, several big chains will take to the
air ostensibly to sell private brands. but actually to :-'lrrl':u]
the word that chains are the “poor man’s” food-and-

slates heen

merchandise department stores,

Give-away programs excite
"do-righters" again

Announeement that NBC will pit a giant give-away pro-
aram ;i;::linsl its  onee lnn'mi“r star, Jnt‘k Hﬂnl_\. has
brought letters to the FCC almost in the quantity that
reached it following the great anti-give-away drive last
vear. M simon-pnre NBC goes give-away. what is there
left to us. is the purport of the letters which seem to
many web-men as being more subtly inspired than indig-
nantly spontaneous,

Big corporative "idea" selling
again attacked in Congress

Idea selling via advertising is gelling a going-over in
Congress.  Senator ubert Humphrey's attack  on the
American Telephone and Telegraph Company for includ-
ing advertising in its rate-making base is typical of sena-
torial thinking on advertising in general. While Adver-
tising Couneil has helped give respeetability to all media.
it still hasn’t converted many congressmen,

Diary-survey method may
be used by census

Radio’s diary method of survey may be used by U, 5,
censns to cover the farmer who can’t be reached through
Directon
of Census J. C. Capt feels that farmers will cooperate with
cen=us even more than they do with radio surveys,

normal censns routine of knocking on doors.

War contract trade advertising
still being "talked" about

[For the past 13 months the Munitions Board of the armed
services has been “tryving”™ to cadify a plan so that adver-
tising can be a part of prodoction costs under Army.
Navv. or Air Foree contracts, Media (mostly trade pub-
lications) do not feel in a position to force action. and so
have to stand by while nothing happens.

SPONSOR

N, v e,
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A BETTER BUY!

LOOK AT THESE HOOPER COMPARISONS:

AVERAGE WOW RATINGS BY TIME PERIOD COMPARED
WITH NATIONAL RATINGS

WOW SaTIONS.
AVERAGES  AVERAGES
BNV ENIINGS - 0 S0, i szt ko e 18.7 14.0
EARLY EVENINGS /. oty s 15.8 7.8
SUNDAY DAYTIME -: s .00 s ndoins 9.7 6.5
SATURDAY DAYTIME ... ....o o0 esms 6.5 2.7
WEERDAY AMI oo v b e siais 6.0 4.2
WEEKDAY AFTERNOONS ........... 7.6 6.0
Based on (for WOW) Omaha-Council {For National Ratings) Fall-Winter
Bluffs, October 1948 thru February 1949 1948-49 (Oct. thru Feb.) Comprehen-
—CM Report sive Hooper Report

Tteere co NO Sublstitute
gor LISTENERS!

Strong Listener-Loyalty . . . 590 kilocycles

RADIO STATION

. NBC and top locally-produced shows INC.
. have done it again! OMAHA, NEBRASKA

590 KC - NBC - 5000 WATTS
WOW'’s 5-month Hoopers are far above Owner and Operator of

.0
those of the average station.

Ask any WOW salesman or John Blair

man to show you the breakdowns by indi-

john J. Gillin, Jr., President & Gen'l Mgr.
John Blair & Co., Representatives

vidual time segments and programs.

Comparnison Will Prove
WHEN YOU BUY WOW

You Buy the Besr !

23 MAY 1949 9




ARE YOU POURING IT ON
IN THE RIGHT PLACES
ON THE PACIFIC COAST?

I_\' rine norrest sales territory in the country (the
Pacilic Coast), be sure youre pouring it on in the right places. Be sure your network is Don Lee, the
only network with enongh stations to get your sales message across in 45 important markets.

Mountains np to 15,000 feet high surround many Pacifie Coast markets and make long-range broad-
castinge unreliable. Don Lee, with 43 stations, broadeasts from within the buying markets, where people
listen to their own loeal network station rather than to ont-of-town or distant ones.

\dvertisers with complete market distribution use the network that gives them complete market
penctriation to mateh. One of these is Miles California Company, now in its 16th yvear on the Don Lee

]

FWLS ALLTN WEIss, Charrman of T Board « wnrrrr n. srows, Preapdent « WARD D, INGRIM, |7iee Pres, in eharge of Safes

1313 NORTH VINE STREET, HOLLYW OOD 28, C ALIFORN1A = Represented Nationally by JONN BLAIR & COMPANY

Of the 45 Major Pacific Coast Cities
ONLY 10 3 6 26

have slations
of all 4

networks

have Don Lee
and 2 other
network stations

have Don Lee
and 1 other
network station

have Don Lee
and NO other
network station

SPONSOR




Network with the Alka-Seltzer Newspaper of the Air. Make your Pacifie Coast advertising pay ofl with

more sales by pouring it on in the right places: the 45 important markets delivered by Don Lee.

Don Lee Stations On Parade: KGY—OLYMPIA, WASHINGTON
The only network station in Washington's capital city, KGY has a tremendous popularity due to its local features
cital to 3,000 state employees and a broad school program in which cvery school in Thurston County participate

You benefit from such typical localized service and listener loyalty when your advertising is on the 3 stations of
the Don Lee Network,

The Nation’s Greatest Regiona[ Network

A
- L = M“‘
s DON LEE i e
DN BROADCASTING SYSTEM
- N e ) e——
8 NS
23 MAY 1949




There's a great show on KVOO
every Saturday evening at 6:15 which
brings hope, inspiration and real
progress to many fine folk who
deserve to and will make use of
their latent abilities through this

. . i
encouraging program! Conducted by
Cy Tuma, genial and gifted KVOO I
staff member (himself a victim of !
I

Polio) NEW FUTURES makes
available an effective channel
through which handicapped people
find useful, happy lives unfolding
before them. Cy  originated and
developed  this  fine humanitarian
program which is building new l
and lasting happiness for the
handicapped among KVOO's ever
growing and staunch listenership.
We are proud of NEW FUTURES
— another KVOO first!

CY TUMA., originator
of the program NEW FUTURES -

s

New Futures is typical of the public service efforts of KVOO

which continually seck to make available more and more of the
better and importane things of life to all of our listeners through

intelligent programming.

"RADIO STATION KVOO

EDWARD PETRY AND CO., INC. NATIONAL REPRESENTATIVES
OKLAHOMA'S GREATEST STATION

50,000 WATTS

TULSA, OKLA.

12 SPONSOR
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New National Selective Business

New and renew

SPONSOR

PRODUCT

AGENCY

STATIONS

CAMPAIGN, start, duration

American Home
Fouds, Ine

Bristol-Myecrs (o

Chrysler Curp
(Dudge Motors Div)

F. W. Fitreh (o

Girove Laoburalueries,
Ine

Griesediech Western
Brewery (o

La Primadora Cigar
Corp

Lever UBrothers
(Pepsodent Div)
MeRessan & ltobbins,

Inec
Vacuum Foods Corp

Welch's  Grape Juice
Co

PBull’s Baking
Mixes

Cream Mair Ol
Liguid  Deodorant

Dudge "Wasfaver'
(luow-price
nodel )

shampoo, Tenic,
Shaving Creams

*{ are®”
Dreodurant

hill Tomie

*Stag" Beer

Cigars

Rayve Hinr
Products

Yodore
Minute Muad

Orange Juice

lirape Juwe

W, Earl Bothwell
(N.Y.)

Doherty, Clifford &
Shenfield (N.Y.)
Ruthranll &
BRyan (N.Y.)

Camphell-Mithun
(Minn.)

Gardner (51
Laoars)

1. . Colien
INYS)

Muxvu  (hi)

Pedlar & Kyan
EN.YL)

o Walter Thowp-
san (7 hi.)

1. D, Tarcher
IN.Y.)

Doherty, hiford &
Shenfield (N.Y.)

Lennew & Mitehell
(N.YL)

Station [ist wet ab presvat, althowgh wore wiay he added Toter,
(Fiftp-tiwo wevkn generally mvans o Li-week conbract ot oplions for

of wiy 13-week period)

i‘@ New

Indef®
\Expanding campagn
in natl major mkis)

Tndlef

(Test campmegn o1 new
tn. Paeiti
Wockies)

200-3010

Nl canmpangn,
all major mkis)

Indef

{Limiued campaign
Midwest & Macifiv)

Indef
{Test eampaign lor

wew  produoct m Midwest)

Ta=130"

f Limited camipaign
in sonth, Southwest)
Indef*

(Limited campsign in
Sonthwest, Midwist)

(Trial run.  May

expand later)
Indef*
(Summer campaign.

(Specinl snmmer ciom-
paign.  Natl)
Indei*
(Limued expansion;
folluws distriby)
Indef
(Limiled campaign.
Seasonal.  Major mhis)

tdepeevk reavnstle, 1104

e in women's shows: lute Jun;

13 whks

Kil. sputs, breaks: May-Jun: 13

wha

Bl spuls, hreaks; May 23-Jun 6,
1-4 wks

Spots, breaks near sports slows
Jun-Jul: 13 whks

Spots, breaks; cadly domg 10 whks

Spotss early Jung 36 whks

sSpots, hreaks; early Jun; A-13 whs

“Slan Lomas™ (WOR); MTWTES
6:45-7 pm; May 52 13 whx

E.l. spuls, hreaks; early Jdun thru

HuUmmer

s whows; early

Partic in w
dun thru sum

“Bing Croshy™ et show; dun-Jul;

13 wks

.l spols, bhreaks; early Jun then
s“ummer

snhiiert ta ranrellaliog @t e

and Renewed Television (Network and Selective)

SPONSOR

AGENCY NET OR STATIONS

PROGRAM, time, start, duration

Allied Food Indusiries
(Toliday Macarvon Mix)

American Cigarette &
Cigar Co (1"all Mall}

American Tobaceo (n
(Lucky Strikes)
AS Beck Shoe Curp

Bulova Watch o
B.N.D, Corp

(Men's Apparel)
Cames Curtains (o
Esso Standard Oil t'o
Hofiman Beverage (‘o
Ironrite Troner

Lincoln=Mercury 1hivision
(Ford Muwtour Ca)

Lorid & Tavler
MeCall Corp
(MeCall Magnzine)

New York Central System

Pabhst Sales (‘o
{Beer)

Peter Paul Ine
(Candy)

A. W. Lewin

Sullivan, Stauffer,
Colwell & Bayles
Ne W, Ayer

Dorland
Hiow
Girey

Sloane
Marshalk & Pratt
Warwick & Legler

Brovke, Smith,
French & Durrance

Renyon & Eckhardt

Warren
Federal

BHDLO

Warwick & Legler

Platt-Furhes

WNBW, Wash
WXNBT, net
WIZ-T¥, N.Y:

WXYZ, Det
WNBW, Wash
WNBW, Wash

WNUBT, N.Y.
WMAL, Wash

WOBS-TYV, N.Y.

WIZL-TV, NYS

WXYZ, Det
WENIK, Chi
WAMAL, Wash
WJIZ-TY, N.Y.

WENR, Uhi

WAlLD, N.Y.

WOBS-TV, N.Y.

WNRT, N.Y.

WOHS-TY, N.Y.

WURS-TY, N.Y.

Film spots: May 3: 13 whs

Film spats; May 13 13 whas

ir)

Film spots; Apr 23; % whs (n)

Landx's Charn; Tu 1230-3:00 pa; May 213

Film xputs; Feb 2 32 wks

Filwm spots; Jone 3; 53 whsy

1 whs ()
fr)

i)

Film spots: Apr 28; 13 wks {n)

Film spots; June 2: § wks

tn)

Filin spots; Apv 11; 26 whks (n)

Petticont Parade; Mon =203 pm: 13 whks 1n)

Weather annemts; May 3

I whkx (r)

Fashions On Paride; Wl 5-9:30 pm; Apr 250 10 whks (n)

Film spots; May 25; 1 wk

Film sputs; Apr 215 52 whks (u)

Film spals: May 3: 13 wha

Film spois; Apr 13; 25 wha

i

® In next issne: New and Renewed on Networks. Sponsor Pevsonnel Changes.
National Broadeast Sales Execntive Changes. New Ageney Yppoinfmenis
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New and Renewed Television

[Continued)

Beavveau Beals
James Gordon Bennetd
Len Herman

W. L. Bununagin

Haring Chandur
Kenneth E, ("hermin
Tohn L Christie
older Murtuw
ferome Dahin
F. UHNord Estes
Van M. Evans
James A, Forssth

Collier

Joe (Gans

Harald W, Gikhs

Harry 1. Goldsmith e,
Walker Graham
Marvin 1. Gramt
Wilfred Guenther
James Heffernan
Tlelene Hleing

AR,

N Yoo mdsg dir

Rovhe, Williams & Cleary, Philiv, acet ever,

art dir

Willinm H. Weiniranh, N.

Burhanan, L. A.,

Iuolder Marrow

¥

Y.

Collier, Chi, pres

Ellise X Y., eopy chief, acel oxee

Keincke, Meyer & Finn,
N. Y. gen mgr

Dewtsch & Shea,

Santa Barbara Tourist puhlicativn, Sawta
Barhara Calif., pullisher

Jdo Walter Thompson, hi,

Ras-el M, Seeds,
Garant, Detreait

WHAM, Mami, Fla
Milne-HelMerman,
Jo P Smith Shua

(hi..

altle,
Cu, Chi.

v

partney

A, B Aldridge, I'Illln. acel exec

3 SPONSOR AGENCY NET STATIONS PROGRAM, time, start duration
-
= Procter & Gamhble enton & DBowles W.ANHT, N.Y. Film spots; Apr 253 532 wks (n)
1 Tide!
Ropsevelt Hareway BRnLo WiBS-TY, N.Y. Film annemt=; Apr 19; 13 wks (n)
Wildrat N WHEN-TY. Bufalo  The Mad Hatters; Wed 7:30-7: 1453 May 113 13 wks (n)
e Tonici
Westinglhouse Fleelrie Corp Mef anun-Krivkson WIETRN-TY, net Studia One; Wed 10211200 pmng May 113 32 whks (n)
A pplianres)
Toni (o Foure, 1 nne WOERS-TY . net That Wonderful Man; Thurs 9-%:30 pm; June 2; 33 wks in}
' gy Pecmanent Selsy & Helding
3 wer Foods Ing Hrismacher, WNBT. N.Y Film spuls; Apr 205 11 whs (n)
heeset Wheeler & S1afl
i
- -
¢+ Advertising Agency Personnel Changes
é NAME FORMER AFFILIATION NEW AFFILIATION
: spnuel A, Alter foca=tola Corp, No Yo, axst to vpon chige Riow, Mo Yy vp
hottling sls
LI W, Aulinchon Gardner, 5t L. Prater, St 1L, nfﬂ exec
Charles J. Itasch H1 -— Gibraltar (new), N. Y., pres

Sheldon, Quick & McElroy, N. Y., radio, TV dir
Gihraltar (new), N. Y., vp
Van Diver & Carlyle, N, \.. acel exee

Smith, Smalley & Tester, N,
Wiger, Sheehy & Chermin (new), Binghamton, N.

Dan B, Miner, l. A., acel exer

Roche,
Same, vp
W. W, Garrisun, Chi,, vp
Same, vp

Thwing & Altman, N,

Walter Thampeon, =,

Y., acel exec

Y., partner

Williamas & Cleary, Chi, vp

F., acet eaer

Y. vp in chge radin, TV

William 5. Bishap, Chi., vp, acel esee
Same, media dir ol i
Giever, Newell & Granger, No Y., Nash Mators acet eher

Munn-Elhs, N
haehnle, Cinci., radio,
Guild, Bascom & Bonfigli, 8
M. M, Fisher, Chi.,

™™

mehbuy er

Y., acet exee, radio, TV dir
ir

F., acctl exee

Florenee M. Hoagland
dack  ood

Fred Gardner, N, Y., sec
Davis-Tlool, L. A,, ca-owner

Same, wedia dir
Jordan, 1. A., arel exee

i Richard Hunter Fullen & Swith & Woss, ilr\r.. i Arthur Meyerhaoff, {rhi.. orel exec
i Soran K. Kersta William 1L Weinteanh, N « TY dept Sume, vp, radio, TV dir
Leonand Kavin Narman D, Waters, N. Y., acel exer

Thomax . Lo Rexull Deng Cn, Lo Ao, vp in chge zls MetCann-Fricksun, N. Y., svp

pram, ady

Muonty Manu Traey-Locke, Dallas Tes., vp, medin dir Glenn, Pallas Tes., in chge office

D Miller Renvun & Fehhandt, Detroit, acel exee same, v, mgr

Norman B Norman William Weintranh, N. \‘. .lrrl eaee Sam, vp

A Alan (lshine Advertising by Modern Age, N ¥ Seymunr Rameny, N Y., acel evee
Steven Osgomd Lando, Pitish., radio prodn, |m|l-h||yuuz Famex A, Stewart, Pittsh,, media dir

dept head

Andrew G, Pallag Ruy 5. Dorstine, N, Y. Gordon & Mattern, N. Y., media Wlir

g Murray Maphkin Jasg Lynel & Vield, N. Y. Gordon & Mottern, N. Y., acel exee
. dasal Progser BED&O, N, Y., media dept BRDLO, S F,, llll‘ﬂm hir
| Donald (uann Lennen & Miteholl, N. Ruthraufl & lyan, N. Y., timebnyer
I Arthur A, Kadkey Show Productions llu', I O o exer prodweer Sive & Nosenfield, Cinei,, radio, TV dir
Frederick . Wiger Fred Wittner, N, Y. Riger, Sheehy & i'hrrnlu {new), Hinghamion N, Y., parliner
Tack Rohinson Bueckloy, Dement, (hi, vp Canley, Baltzer & Steward, 5. F., acel exee
Willian 1. Sanl Arthur ltosenberg, N. Y., acel exer Arthur Meverhoff, Milw., acet exec
tarl F, Selmidt Milwankee Journal, Milw,
i dark 1. Schovnnk WEWS, leve., sls mgr Ohio Advertising, Cleve., vp, acet exec
3 Nelson Selrader —— Grev, N Yo, radie, TV exee dir
1alph W. Sheehy Columbiin Gas & Fleetrie Carp, Binghamion Rirer, Shechy & Cheenin (new), Binghwmton, N. Y., partner
N. Y., mdv, pob el dir
duseph sill dr, Davis, 1. AL, radlin, copy i Erwin, Wasey, L. A, accl exer
T Lo Simens }"i||ann:-v§l|rllrhnﬂ, Beirnil, acel eser Kobimns, Newton & Chapman, L. A, accl exer
Earl S=impsun — Edwin Parkin, N. Y., acel exee
Cunnie Tashof WWIC, Wikl Wronstadt, Wash., acet exee
Arline 1. Walker — Gainshurough, N, Y., acet exee
.I sevmonr Waltey Fiversal Camern Corg, No Yo, ady, slx prum . W, Nauptman, N. Y., acet evee
Ban M. Weill aly g Grant & Wadsworth, N. Y., acel eaer
Wabiirt Wests AT NTHE 8 Lappineott & Margulies, N Y., aecel exver
Woenley Winning Richurd AL F Philn., asst sec-treasurer, Same, vp
mudin Wlir
Tl Wyan feeil & Preshioes, S Yoo rabig, TV dhir Lirey. No Y., acel exec
- -
Station Representation Changes
STATION AFFILIATION FEW NATIONAL REPRESENTATIVE
WATH, Duk Rulgry Tenn, MIS Burn-Smith
WHRY, Churleaton W, Y. Nk aber) Mecker
1 WL Y., Lalsamith Wis. Indepeniden Thimas F, (lark
:




SUMMERTIME MEANS ADDED

LISTENING IN IOWA!

Tlll‘: fact that 119 of lowa ear owuers
have radios in their cars® is especially
significant in the summer.

On long trips, 60.1% of all lowa car
radios are in use “almost all the time™ or
“quite a bit of the time.™  On short trips.
the remarkably high percentage of 36.6

are in use “almost all the time™ or “*quite
a bit of the time.”

These extra ("non-looper™!) listeners
provide a substantial, vear-round honus
audienee in lowa. [Ta summertime, this
bonus audience may very well inerease the
total number of listeners, even as com-
pared with wintertime figures, . . .

Up-to-date. faetual information on nse
of car radios is only one of many extremely
interesting subjecets covered in lowa Radio

23 MAY 1949

n the Sur-

Audience Survevs.  They confi
vev's 1leyvear poliey of modernizing vour
old data—="bringing to light new informa-
tion not previonsly gathered.”  Write for
vour copy today. or ask Free & Peters.

#The 1915 lowa Radio Audience Survey ix a "“must" for
every advertising, sales, or marketing man who is mterested

in the lowa sales-potential.

The 1915 Edition is the eleventh annual study of radio
listening hahbits in lowa. 1 was conducted hy Dr. F. L.
Whan of Wichita University and his staff, is hased on per-
somal interview of 9, lowa families, scientiieally selected
from cities, towns, villages and farms. It is unmiversally
accepled ax the most authoritative radio survey available on
lowa.

Wikl ©

+ for lowa PLUS +

Des Moines « . «» 50,000 Watts
Col. B, 1. Palmer. 'resident

fj I, A Loset. Resident Manager

£l

N

FREE & PETERS. INC,

National Representalives




for profitable

selling -
INVESTIGATE

Henry Schachie

Mpr. Sponsor
Natianal Advertising Manager
The Borden Company, New York

“To move a producl.”™ said Borden’s Henry Schachie recently.
“you have to move a mind,” This. in a nutshell. is the thinking
that motivates Schachte’s advertising  decisions for the far-flung
Borden organization. Schachte came by this decision. and also the
feeling that “new ideas™ in advertising are not as important in the
long run as one good idea that continues to pay ofl. in an advertis-
ing carcer that started with some seven years as a copywriter for
General Eleetrie, a later hiteh of a half-dozen vears with Young &
Rubicam (one of the Bovden agenecies), and finally the joh with
Borden's. which he has Hlled sinee 1947,

Schachte inhevited a tradition of advertising at Borden's which.
so lar as broadeast advertising went, van counter to Schachte’s
opinion of the value of an wdea that continues to deliver. The “Elsie™
theme in Borden’s printed  advertising and  promotion is one of
Vinerica’s great trademark successes, hul Borden’s past case historics
of bhroadeast advertising show a long. long list of programs that ran
for a yvear or oo and then were dropped. Schachte has changed much
ol this.

Bovden's County Fair on CBS has huilt a good rating Clatest: 6.0
for itsell in it Wednesday night spot as o resull of a continuous
promotivnal hoild-up by Borden and the show’s agenev. Kemyvon &
Fekhardr, Schaclite has an agenevman’s pegard [or the adaptation

ol vescarch Lo practical advertising problems, and the remainder

of Borden™s an advertising a1 7-stalion campaign [o Starlae
: selective radio. and a nine-stalion campaign [or cheese }uu‘]u. 1s
Represen!ed by on TN Ghins ds the result of schachte’s determimation to find out wha

SOTERT MEEKER forms '.I..'.r}n rliste il nee the ,|I|||‘-|n- at any given honr of the
day or nighte. A DBorden air advertising meshes like well-cut gears

ASSOCIATES with all the other Borden advertising. and accounts lor about 207,

hew; York ’ Chicago al o sO,000,000 ad budeer.

San Francisce +  Los Angeles 7 £l , .
Schacline takes his job seriouslv. Onee. when deep in the throes

‘Clair R. McCollough ol coneentration over an ad project. he rode hall-way home (Westan
Managing Director

STEINMAN STATIONS
16 SPONSOR

Coanna) o the commiers” special helore he remembered he had a
dimner date with has wale in New Yark.



fourth in a series
explaining why SPONSOR
is the best buy

5&[}.— Linnea \l‘l?-hu, head ll1l|l‘llll}"l'. 1. Waltes
Thompson: “sroxsor is a must on the recommmended
reading hist. Its total audience at ). Walter Thompson

far exceeds the number of subscriptions.”
Says Ray Simns. chief timebuyer. Erwin, Wasey:
“The spoxsor method of presentation was long

overdue. [ [eel that spoxsor greatly deserves

the important part it plays on the agency scene.”

Therve's nothing unique about these quotes. Ask

any rvadio-minded timebuyer. account executive.

or national sponsor and vou're likely to hear
something equally enthusiastic,. Why? Because

SPON2OR = Lheir magazine. published 100°,

for them. Because it's a practical buying tool.

Because Lthree out of every four copies

(8.000 guaranteed) go to buyers.”

*An average of 10'% pajd subseriptions

o to readers at each of the

20 top radie-billing agencies.

Erwin, Wasey
Subscriptions to SPONSOR 8

Home 3 Office 5

Executives 1 Media Dir 1
Radio Dir 1 Radio Dept 2
Timebuyers 2 | Others 1

Some Erwin, Wasey clients who subscribe:
Albers Milling, Barbasol, Canada Dry Ginger
Ale, Carnation Company, S. C. Johnson
& Son, Nash Coffee, Railway Express, Seeck
& Kade. [

J. Walter Thompson
Subscriptions to SPONSOR 20

Home 11 Ofhce

9
Executives 3 Timebuyers 6
Acount Execs 3 Radio Dept 3
Radie Dir's 2 Others 3

Some J. Walter Thompsan clients who sub-
scribe: Bowman Dairy, Carter Products, Cella
Vineyards, Elgin Watch, Ford Motor, Johns-
Manville, Nashua Manufacturing, Kraft
Foods, Penick & Ford; Pepsodent, RCA,
Shell Oil, Ward Baking, J. B. Williams.

You’re sure to hit home
with sponsors and agencies
when you advertise
in SPONSOR

SPONSOR

40 Wes! 52 Street, New York 19




Newr _uif_'rv_h_q_:_;_;! enis on SIrroNson

sftories

See: "Broadcaosting and the broker”

P-S.

Issue: 31 January 1949

SUbieCf: Can broodcast aodvertising do
an effective job for a broker-

age firm?

e commii=~ion brokerace firme on Manhattan™s narrow.
=1 Wall Street that will Tneak through the estah-
li=hedd “traditions" of brokeraze advertising is indeed

DBroadeast advertisine. because 1t 15 olten luli”_\
el by financtal advertisers whose knowledee of the
wedian 1= lhnited, 1= u=nally at the bottom of the media
=1 it .Jei\l'”i—lli:_,' -||-i_5lu--| tor =l tvestment coun=el-
1t Howeser, the atr medium continues 1o do an cfiee-

Live joby Tor several financial advertisers who understand
what its limttations (for thenrt are and what produces
results.

Fhe latest firm to prove this point s the 34y ear-old
v estnenl- llll}-i-’-l,lllli"‘-illh LIH]\.!I-:_:" |!-Il|.--' n-i ”.'HII!.‘.
l ||||.[|1| I\ "'”'I"'”_‘- a venerable P in the financial
world with 25 branches and membership in 18 of the
L ntil ,|1l1u'.
1OHL Harris, | pham had used the bulk of 1= advertis-

I .!llill; slock  aml l'llIIHIJul“l_\ l'\l]'l.ll;;_’l"-.

ine budeet o vartous financial journals and in the finan-
cial sections of the }-‘.'|||i||_'..' “eonservative newspapers,
From tnme o Lune. many New York stations h:lti 1:ill'||ml
the wdea of broadeast ;ln]\:-;li-ill;.' to the firm. but with-
oul suecess, The first station to crack the ice was WOR.
which landed Harris. Uplam as a Tuesday-Thursday
advertiser [or the Mutual co-op. Falton Lewis. Ir.
Connnercials. aimed at the highlv-seleetive  audience
that Lewis= attracts. did ot stress the [ree booklets that
brokerage houses generally offer. Rather. the advertis-
ing was based first upon an educational job regarding
imvestments, Then, it continued with a I-ilrh to visit the

%

T

7 <7

£eL

<z

!

i
‘
!
%

guess out of buying.

NTASTA STAVATATA

Originators of

RALPH N, WEIL, Gen. Mgr.

Audited Audiences, a WOV exclusive, gives you the
dope you need to get you the results you want.

Get the facts...known, proven, tested facts on
each of 5 Audited Audiences. You too, can take the

Harris. Upham office for Turther information. So good
were the vesults of this campamign that the staff of the
in\r—lur-'-.-r]\'n e de prartment had to be mereased twice.
No other advertising was used in the New York market.
Said senior partwer H. U. Harris, in what for conserva-
tive financial circles 1= virtualhh a war \\}un-[n of exeil-

ment: W

had 1o vur sponsorship of this program.”

are verv pleased with the reactions we have

By ainting “vertically™ at the market to which they
Wwe're ‘l'IlilI:_’. II]!' Il.lfli". l |']Ii1|'|| t‘lfl” 1l oas |“r|!i“||i||:_'
witlh Fulton Lewis. dr, as spPonsoR gaes lo press) i= fol-
lowing in the footsteps of such pioncer brokerage adver-
li""l" a= I’I|”i|‘ll'|l|]”-l“‘ I':l"l]i'}l!‘ L\ l k'“|]|;|||\. \\Il" ."i"'[]'
sored the Philip Klein-produced Leaders of Industry on
WIPTZ last vear. and Merrill Lyinch. Pierce. Fenner &
Beane. whose nine-week test with America Speaks on
(B=-TY [ll"n\lti that network TV could do an effective

promotion juln for a fhuoancial advertiser.

See: "FM's point-of-sale cudience'. P.S.

P.S.

Issue: August 1948, October 1948

Suhiect: Current stotus of storecasting

Storecasting with the help of FM is a constantly expand-
ing point-of-sale advertising medium. Not only are more
and more stations and operators coming into the field of
broadeast point-ol-sale advertising. but Storecast Corp-
oration of America I.‘*l.‘lll]t'_\' JoselofT) s u]u'l:in;_' the
Pittshurgh area serviug three chains: Thorolare Markets
Grant  Eagle Markets. and Sparkle Markets  through
WKIJs. Equipment for the supermarkets in "insburgh
will be more imvolved than any installation thus far made
for point-of-sale broadeast advertising.  Different com-

( Please turn to page 12)

RESULTS s the sor-or

Wake Up New York
1280 Club

Band Parade
Prairie Stars

Italian longuage market
2,100,000 individuals
(larger than Pittsburgh).

tide tons WOV

The Bolling Campany,
National Representatives

NEW YORK

SPONSOR




power. ++ 50,000 watts. .. power to deliver the strongest

popularity .

promotion . ..
award for 1949.)

H

23 MAY 1949

v

signal of any Cleveland station in Cleveland, in Akron
and in Canton... power to cover a six billion dollar
market area.

programmfng ..« a balance of top CBS shows, local
WGAR-created programs and public service features
that has more Clevelanders listening 1o WGAR than
any other station, (Fall-Winter '48-"49 Hooper Survey.)

WGAR's promotion wins awards. (CCNY

pUb’l.C accepfcmce. .. makes WGAR the station with

more than three million friends in northeastern Ohio

. truly “Cleveland’s Friendly Station™,

.. the result of a wide-awake radio station

operation . . . the kind of radio service
that helps bring people into stores to

buy the products advertised on WGAR.

50,000 WATTS - Cleveland

Represented Notionally by Edward Petry & Co.



NORTH CAROLINA
IS THE SOUTH’S

No. 1 STATE
AND
NORTH
CAROLINA’'S

N D)
SALESMAN
5/

2 WP T NBC
680 .. AFFILIATE

RALEIGH, North Carolina
National Representative FREE & PETERS INC.




WHEN TEENAGER INTERVIEWS TEENAGER ON BUYING AND LISTENING HABITS, NEW AND LITTLE RECOGNIZED FACTS ARE REVEALED

Too voun fo vote, but ...

Don’t underrate the 1319 vear old buying group

T ) outh

¢

times as much in the case of a popu-

listens maore than
adults as  hiegh as 7.1

lar minsical progvam and on an aver-
age of 2.1 times as much on all pro
arams surveyed for NBC by the Gillert
Youth Rescarch oreanization.

he under-13 vear olds haven’t re-
cotved the thorough  going-over that
t}il‘ |-';-|" '_'Tnllb' |i'!l'i\ll| .Ill llli- =ur-
ves—Dhbut there 1= plenty of evidence
that they also listen more than anvone
has ever given them credit for, Pro-
grams like Rumple Bumple take their
places with heloved characters of a
previous generation like the Wizard of
Oz LUnlike the Wizard., Rumple nol

23 MAY 1949

onlv entertaims the wee ones bhut Le
makes them take their mothers by the
hamd to the department ~tore spon=or
and have her buv eversthing from
Ilr.“l‘l“' l” '.l"lll". .|1|" r-I1l'|'|-l\| |II'|"
aram addressed 1o the preschool age
doesn’t blush at the Taet that it's com
mercial. 1t [rankly sells the kids
nol the parents  and the kids make the
parenls by

\\ hile s reporl s devoled |||i
martly Lo the 13-19 vear olds and the
multi-billion-dollar  market  they  re
present. it doesn’t hy-pass the market
which the voungsters who have no
monev ol their own to spend also
represent. It's |m.—-ii|]1' to lose millions

of dollars in sales. if the pre-schoal
aze vounesters are nezlected
Teenazers do 35 of their listemn
on their own receivers and 61
the I'-!\-IIHI-".l- in the Gilbert sun
had their own radio =et=. It 1= -
listening that 1= seldom reported Iy
any currenl ratine serviee. and exeepl
e spectal snrvevs, 1= nol represent ol
Hooperatings.  Ouly twenty =i per
cent of the vonthy sample ehecks
the survey i the Jour
(Clieagzo.  Philadelplhing I"itt<burels
and New York ) testilied o hst I
over the family radio. Sizmificant als
wits the fact that over 23%¢ ol tl

listening is not done al home at all bu
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P, (- bomes. inautomobiles and
Youth vs. over-all listening Over-all other non-fireside spots. This latter

* . . . I1...[ . .| v als AN & F: sars .
Youth Listening* Listening + ening al O mever appears ou any
radio eirculation report,

Program W citiey 36 Gities) This higher-than-adult Listening isn't

Venikn Monbod 21.9 EX] done I an audience without buving
power. The purchase-impaet of Ameri-

Crime Photographer 9.2 ca’s 13-19 year olds will reach $9.796.-

1 A4 000) -|u]'i|;; 1950 ;I,t't'urt]fllj.'. Loy

v b ants Tl So 158 ;
Godfrey's Talent Scouts Imerica’ s Needs and Resources a study

12.6 of the Twentieth Century Fund., This
purchasing power is based on the

Hit Parade

Lux Radio Theater 9.3 spending power of urban voungsters
_ 161 of all U, s, vouth) and some

Queen For A D 4.8 ;
Queen For A Day research men feel that it should he ad-
Jack. Benny 210 justed downward to compensate for the
; 30 non-urban youth which doesn’t
People Are Funny 105 have the buving power of the hovs and
) airls living in metropolitan  areas,

Charlie McCarthy 174 T = :

e McCarthy [However the adjustment only reduoees
One Man’s Family 8.1 thi= buying potential to a minimum of
2 SH.000.000.000. Most economists feel
Average 12.3 that \merica’s 13-19 vear old markel

* Percentage of interviewers listening a3 indicaled in Gilbert-NBC Survey of 13-1% yesr olds represents between "l,L'tll and 1en bil-
t Hooperating in telephone homes [5-21 May hon !LI“(II"-.
Youth alse alfects buving by their

families which is not ineluded in these

Jurenile set ownership*—(13-19 year olds) S T A e

amd dad’s t'lu‘l]il]“_‘ are foreed to meel

Boys
Girls
Boys
Girls
Boys
Girls
Boys
Girls

the eritical  appraisal of teenagers.

While advertising directed at the under

13-vear olds cannot 1 most cases he

weighed in divect purchases, the over-

13 have direet huying power. Starting

Have own sets at 13avear old girls who have 32,97 a
week cach o -||<'I|q] to 19-vear old hoys

who have an average of SILO5 1t

i= real mones, Of the 31271 the

13-19 yvear olds have o .-iu'lill. s2.08

Don't have own sets comes  from  allowances and  S10.03
425 I3:’4 323 39. comes [rom the sweat of vounge hrows,

Sinee this is troe. it is not snrprising
13-15 16-1 18-1 Av ra - >
g e Lt s e £ S=1? g that many have definite hrand prefer-

* At indi in t iIbert-M ; X st s K
v indicated in the Gilber C Survey ST e gt SR Coke: Byvel
and Pepsi-Cola second. In caflee il's

Youith vs. over-all sponsor identification Maxwell House first, with Chase and
sanborn secomd. With tea i's |.i|ltul1

amd  Tenderleal, one-two.  In [ruin

Youth® percentage| Over-all + percentage

Program of identification | of identification juices, fresh  fruit  dominates  but

89.0 canned hrands run Dole first. Sunkist
<econd. with Libby right bhehind.
W hiile ‘Hifi:ilt' 1= Inl':-[l'lll‘ll by this

Radio Theater

Charlic McC 518 _
el L(.'””n age zroup Iwo lo one  againsl !1["
second  brand toothpaste  Pepsodent.
One Man’s Family 348 and Ipana are also strong contenders
for the juvenmle dentrifice  markel
Crime Photographer 43.8 Touthpastes rank:
. enl I‘I\ ]
’ ' . - Tpnnn 1
Godfrey's Talent Scouls
154 Ninetv-four and three-tenths of the
1319 vear old girls surveved in the
. i j i Boys four eities report that they nse lip:
Ay indicated In the Gilber) NBC Survey of 13:19 year olds s - y |
| Av indicaled in Hooperatings for 36 cities (April-May, 1948) Over-all “tick. 1t breaks down Cin age groups )
141 16=17 1511 VT
ey Wi.qet WA 0.
22 SPONSOR
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BE SURE TO HEAR

o

| = -

> | =B -
B e "-'“"ﬂﬁ_
el I.‘/' /

- )

/ ‘_\I-‘ |\~ g

gl fmple

He will come 1o tell vou stongs srery
Saturdis mornipg 41 RS on WCAF
becinning nest Sarinday Seprember 14
Ke sure 10 bisten i Iy il vornes
abeit his Woadland 1

- HORNE'S

- F_‘?frienc?s

THE "UNCLE DONS" OF RADIO HAVE BEEN REPLACED BY STORY TELLERS LIKE RUMPLE BUMPLE

The lipstick which appears 1o be
the
Revlon with an average acceptance of
30.7°¢ by the girls _II‘I:!‘IH- leads the

number one among leenagers s

voungsters  hand  lotion  preferences

with a ranking of 53.7°7.
Use of nail polish is reported by

OO ¢ (it runs as high as 747 with the

16-19 year olds and as low as 457/
with the 13-15 vear old aroup !, How
ever. the old hine Cutex firm has a

rating of only 2 and the aggressive
Revlon is vsed by 73477,
It's not surprising to find 22.7%
reporting the vse of lome permanent
waves. with Toni ranking first (91,17

of the II'II\'m_'_-I, In the -||.'m1|u-u field.
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o
72 r. Qumple Bu

and his Torest

_ Stone & Thomas - UWheeling. UwW. Ua.

|
e 100

leadership is not as clear ent as it is
in other beauty products. Halo ranks
first with 20.740. Prell is second with
16.57°,
Creme isn't far hehind with 13,170

Nearlv 357 of the
tonics of one kind or another with the
well-aired Wildroot Cream Ol leading
the shick-look |l£l|.l¢||' wilh
the |ll|_\1'|'-. Vaseline is second
20,6 . Both Wildron

are major broadeast advertisers.

cand Drene with 1597 . Loster

bovs vse han

8.8 ol
with
and Vaseline
Teenagers are nol only people bt

they are important economic factors.
Not onh are the buying habits which
they llt'\l‘illll lilllifl:.{ the 13-19 yvear old

span il]llull'l.llﬂ. but they continue o

MERCHANDISED TO HILT

1‘1 -“n\\

a substantial deeree during their later

their teenage buving habits to
VitTs.

Reachine amd selling the teenag
throneh advertisimg must he judeed in
lizhts

establishment of lifetime boving habits

lwo the immediate sale and th

Unfortunately,  during most of  the

Iu-|im| lllllill;' which broadeastine lhhas

existed as an advertising  medium
there has been no hnite information
about teenage listening  habit<. Most
survevs have been conduoeted o the
form of checks on mdividual programs,
Hm-1u-| hias reported at recular inter
vals on the composition of the 306-C01y
( Please turn 1o Page 4
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Mugging is part of show when KFAB's hillbillies start on Staley Feeds

The unversal lanouage ........

PART THREE

A SERIES

Dominion Barn Dance [WRVYA] gets down to bare feet, selling coffze

iregquently proilnees when other program types fail

when the headache-and-stomach-reliel
tablets were

the conntry. Miles sponsared one hour

regularly  cach

1932,

Aaminute

o I III‘

{ in]L-pru-

cram <pon=arship on local

I:ia'llu'i' u[ fpol=nr
nizht <inee

featnring Tarm

Saturiday with com- first being introdoced 1o

mercials feneimge and

<tations tHroughout the commtiy is so

<tedded] with sueeess stories o Imth fence post=, ol Buarn Dance on a local basis. l]ll‘n
local and national advertisers that i Murphy Products Company. Burs extended the show to three stations.
i« amazing so little attention is paid  lington, Wise. manufacturers of min- and finally zave the program national
to this Geld of programing at the vet- eral feeds for hvestock and poultry, is network coverage over a <pan of 11
work  level, 0 the undeniable hat  another Barn Dance veteran, The come vears,

neeessarily indigenons aura of corn pany began using WLS in 1930, and Somewhat  over tloee vears  ago.
<arrannding Tolk musie is the veason  began sponsorving the Warphy  Barn- Ihillips Petralenm Company hongli 30
for this peglecar inowel program plan- vard Twnboree portion of the National  minutes of Barn Dunee. and Tound n

barn Danee <ix years later, \[III]}IH

ning. then a =<trong puller of sponsor
<ales revenue = also being neglected  has held  the  program  continuoushy
anly bevanse of by persensitive Rocke- sinee that time.
feller Conter ad-ageney cars. It might he argued in Madison \ve

Nol even the local and vational sue-  nue ageney  ateliers  that  folk-musie
citme <lories of the meherated National  =hows obvionsly tie in with such e ;\
Liarn Danee and Grand Ole (Opry =eem ducts a< farm  fenees  and |'r'llhl'\ ‘
abide 1o convinee most ageney men and Teedss and  that's where the aflinity
their clients of the sales impact ol folk  ends,  Miles  Laboratories™  (EIRhart.
st amed s dewretocearth, friendiy Ind. ) -!Iulihill'-llip ol a Darn Daned )
apprenl v radio dialers, National Burn sezment for its AMlka-Seltzer- o na g
Dvaree hias |-u'r| matntained by WES, tional  drog  product with no REFD
Clieava, Tor 23 sears: [or a fpuarier of  lhmitations  would seem 1o e e dif-

nopenelwork
bhutlt mainh
singers, Oy
amed Whie

l"'i'll sl

A centnry the station's

programing  has heen
aronmd [olk mnsicians and
Barw Danee, !\--_\ Lo Steel
Peroria, 1L,

Caonnpany, TR

24

fevently. Although Miles discontinued
s NI Danee
sorship in 1916, the company eredits
af the great growth of  AlKa-
Seltzer sales to the In TUA3,

National Barn spon-

mneh
|lll|;{|‘.llll,

e
1 \s /5

" joins WSM's Cowboy Copas (right)




so successful i the area covered Iy
WLS that a couple of months ago the
ll.il Q'l‘[l]l'-l”\ l'\i!'.{“lli'l! 1[‘ coyeriase LT
nearly 100 ABC stations in the Mid-
west, West, amd South.

Since 1932, WIS has received an
average of 1.000.000 q!h‘:'v- of mail

1
from hsteners yearly. duc to the pull
of folk  music’s  friendliness  and iy L
warmth. In addition to the mail con- s
tact  Dbetween  the station and s

audience. WLS since 1930 has pubs-
lished the WLS Family Album. fea-
turing pictures of its folk entertamers,
The book has sold in the neighbor-

hood of 40,000 l‘u[lli't‘:- a vear al 50
cenls each. another indication of the

hold of hillbilly  personalities  on
|]'|.'|||‘r.-.

Grand Ole Opry. WSM's ( Nashville.
Teun.) top-rated folk-music program,
has a 24-vear-old suceess story 1o tell.
Typiecal of the job it has done for ad-
vertisers using its folksong dispensers
is the Ralston Purina Company’s ex.
perience, When the firm first went
on Opry in 1913, an offer was made
on the show asking listeners to write
m for a ]lhnlu;_‘r;lpil of the cast. After
only one broadeast of the offer. 263.-
000 people sent in letters requesting the
picture,

Sales-wise. Ralston learned empha-
tically in 1947 just how great is the
impact of folk programs. Figures on
sales of Purina Chick Startena for
the country as a whole showed that the
Eastern division suffered a 53¢ loss
over the vear before, while the Mid-
west and Western divisions had held
their own. But in the Southern sales
division—covered by WSM and Opry

the company found a 457¢ increase

CHUCK DAVIS JACK BEASLEY LEXIE LOU RAY

During the six-month  period  of
{'lluill‘l |i1l'nll_2il \1.[[("1. I'jl‘:l::

Also ‘Zzee PAMPHLETS on
9 latest profitable feeding methods

SEND IN THE COUPON BELOW . .. and we will send
you a big glossy picture ot one of the most popular
radio, farm singing groups in the Southwest . .
The Chic-O-Line Millers—heard Monday through Friday,
every week, at 12:15 on KOMA, Oklahoma City.

You will also be invited to attend the Chic-O-Line
Party when the "Millers”’ make a personal appearance
at your nearby Chic-O-.Line Dealer's store.

What's more —You will be put on our mailing list to

receive bulletins and pamphlets containing the most
modern, scientific feeding information to help you make
more money on your livestock and poultry.
Folk programs pull mail for KWTQO's farm organ, "The Dial” SO —send Iin the coupon below—NOW! . . . The
supply of pictures is limited. Meantime — call on your
Chic-O-Line Feed Dealer. Ask him when the
KOMA's Chic-O-Line Millers pictures do a direct selling job P Chic-O-Line Millers will be at his store.

CHIC-O-LINE FEED MILLS ARE A DIVISION OF THE FAMOUS
CHICKASHA COTTON OIL CO.— Nearly Fifty Years of Service lo Farmers and Feeders




39,274,712
radio homes

Rido 18

oe((me hioger

Herein the Iatest faels

and figures

oun the listening and viewing andiences

Lirerease in number of vadio

homes 15.276.000) hetween
January, 1916, and Janoary. 1914, is
three times the total homes TV -equip-
ped at present. The increase in radio
homes between 1 Januars. 190 and
I January. 1949, (LOG3LOOOY s also
more than the total TV homes today.,
Translated in terms of hroadeast andi-
ence this means that even il there were
no Listening at all in TV homes, which
is obviously not =0 advertisers are
~till [or
their dollar than they did a vear ago.

receiving  bigaer  audiences

Radio andience is giaut of 39.274.712 howmes while

64.2%

26

of
with an

Total number of radio homes at the
outset of 1919 was 39.274.712. This
does not take into account the number
of multiple-reeciver homes. the millions
ol |ll|rtal]|il' and automotive sets. |is-
tening i public places. and at-work
nol lake into
consideration FM homes. which in New
York., according to Pulse. are 13.3 of
Pulse of

“roster-

radio dialing. It does

all homes in the area that

\t‘\\' ank

recall” programe-rating service.

SUry ("\:"‘ \'iil i.t"-
TV is growing. but Hooper's March

Radio Tl Audience Trends gives an

acenrate picture of just what share of
the audience the visual medium has al
i a of
throughout the nation. The nighttime
figures. which give TV the best of it
show:

present cross-seclion cities

Shure of Audienes

City Rudio TV
Atliantia 45.6 4.4
Haltimore TH.Y I
Boston HH.4 11.6
Builalo n4.6 5.4
Cincinnati b6, s 3.2
e lamal 43.0 7.0
Calumbus 99.9 G.1
Iayton L | 2.6
Intiron 41.3 5.5
Eris 08,5 1.5
Ft. Worth-Dallus 96.4 3.6
Houston 9% 4 1.6
Louisvilly 978 (Lt
Mempihis 3.3
Minmi 0.2
Milwiukes n.a

Minneapolis-St, Paul
New Orlenns
Pittsbureh
Richmond

92
2;
2.4
5.1
5t. Louis 6.1
Sult Lake City 1.3
Sun Franeisco-Oakland .6 1.4
Schenvetndy-Troy-Albany 01.4 .6
Senttle 98.3 5 f
B¥rncuse LD 1.9
Toledo un.2 [T

In this tabulation the hig-eity areas
INew  York, Chicago, Washington.
I']Iilmlc‘]]lhiﬁ_l have been left out be-
cause they are nol representative of
the country at large. New York has
approximately one-thivd of all the na-
tion= TV receivers and it has enjoyed
television for a longer period than any
other town except perhaps Schenee-
tady. vet the share-of-audience figure-

(Please turn to page 54)

“Mooper’s TV rating= indicate that i
New York, while Jack Beony is on the air.

'V homes were [ie-h-niu;: W radio 1o the
eatent of 857,
TV is a growing baby
|
1,620,000
u | ‘TV homes

the U. S. listens
aomazing reqularity

Television is a sales
rather than an ad tool

SPONSOR




C-U-T-I-C-U-R-A

It's fragrant and purer

It's mildly medicated, too

It's grand for you and you

A CHAMBER MUSIC QUINTET, SUCH AS THIS, PLAYS ORIGINAL MUSIC TO BACK THE COMMERCIAL JINGLIZING OF CUTICURA

The Caticura chek oo o

original musi¢ boost medicated soap sales

Long use will dull the keen-

ey est blade the

and

saime
thing will happen to a sue-
cessful advertising formula, And of

all the events that can Iin.:l"}‘ take the
|'¢I,'.*.t' off the keenest sclling effort. the
most relentless is the c‘ll.’!n;{l‘ i peo-
ple’s living habits,

Officials of the Potter Drug & Chen-
tcal Corporation found that out in the
latter half of 1939—in time to do
something about it. Cuticura Soap and
Ointment, leading Potter items. had

23 MAY 1949

been top sellers in the fiekd of medi-
.\Lill.

vears. There was no surface evidence

cated preparations  for  many
that their dominant position might be
disturhbed.

dut up from New York one day
came Atherton & Currier’s ). William
\therton. He had handled the Cuti-
cura account for Morse International
for years hefore taking it with him
to his own ageney around 1927, He
had helped build Caticura from a rela-
tively  obscure  name

among  many

struggling medicated totletries hrands
to practically a household word.

le had a pocketful of fact~ and
ficures that startled the conservative

\l\\

Drug

|'_|1;_'|;||nl management of Pattes
s

=0 ”p-

and  Chemieal. proposal

made the directors (or story
coes) wonder whether the astut pilot
of their advertising hadn’t deliberately
liis with the
absence of ultra-conservative president

timed visit ta coincide

Samuel M. Best. who was on a Euro-
( Please turn to page 58]
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| ’ Plot sequence of a daytime serial.
—— - Pictures courtesy of Radio Mirror
l.nsﬁﬁfa
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Writers complain tha
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PART FOUR

OF A SERINMS

11t SEATtS &omn: “atout Teany “mony: 2+ AEETAVATH Shaui™kotpims oo vith s

about "Keeping up with Joneses”

3_ Ma hears about the stranger in town from her friend Shuffle Sheber. She hears that Junior and the

stranger have been talking about "easy money.” Ma has invited stranger home for tea




e of 2 soap

Operi

“restrictions of plot and c¢haraelerizations

severely limit program effecliveness

| Davtime serial writers are
ﬂ_'lﬁ_l'-ll_'_" :-ilr"l'izilir-l.‘- in creating eimo-
tions that keep 20,000,000 housewives
coming back for more. The fact that
they aren’l 10
with wew wavs of luring more house-

melined experiment
wives Lo listen o more episades s
seldom their faunlt,

The writer thinks of the housewife
as a prospeel lo be entertained; spon-
sor and ageney executives think of her
first as a customer. This scranbling
of the housewile in a dual role is a
Majur redsoll soomany  go
logically deal™ when the conunereial

"||-\|'lll--

CONnes=s o,

Most writers iustinetively reeogiize
that the emotional effeet is the wmost
important element of their story. the
appeal that keeps radios warm and
waiting,  Their ability 1o create this
appeal hrings ears within range of a
commercial.

But |lil|‘ildn§ir:l“}'. the Very (l[lpl‘nf
that lures housewives o tune a serial
may act as a block to selling her. This
problem  Attitudes, Ine.. researchers
undertook 1o solve by making the
writer help sell the housewife. They
worked oul ways Lo use the emotions
he manufactures o dissolve
mereial deafness.”

Daytime serial writers are nol in the
same position as writers of important

Teom-

nighttime dramatic or comedy-variety
shows. A Hope or a Benny, for ex
ample, may be as good—or as bad

as his material. That means his writ-
er=. But to investigate listeners. or to
{l'“'
serials, might tell a researcher little
about how soap operas get “that way.”
Without further insight he would he
in much the same position as the Co-
lumbus. Ohio, woman in charge of a
commiltee to investigate the price of

listen to a few episodes of a

23 MAY 1949

milk. She thought the producers were
the cows,

Despite the fact that the writer is
immediately responsible for the story-
experiences that attract listeners, there
are im;mrlant reasons s\ll_\ he seldom
has the final say. why he isn’t allowed
to experiment. Other writers must pro-
duce seripts that stand up on their
own meril, apart from acting. direel-
ing. and other production values, But
once soap-opera characters and themes
become sel. they tend to become more
or less “real”™ 1o listeners, to live in-
dependent lives in the imaginations of
sertal followers. The writer isn’t sup-
'lu.‘-l'l| Lo Lamper with the -ll'l'|-ll1_\|u'll
impressions  listeners  have of  these
lives. Netther is he supposed to present
new views ol life. or attempt to deal
with old sitwations with a fresh ap-
proach.

Thus. the serial writer’s task of -
venting action appropriate to the es-
tablished
generally considered less ereative and
therefore less important than the work
of many other writers.

"[&lll!il_\" of characters is

There is some evidence that so re-
strictive a poliey misses the boat with
many available davtime listeners. On
the other hand. a serial strip is e
garded as a piece of corporate prop-
erty oo valuable to risk losing its
hold on a known following through

experiments  that deviate from  the
formula.

Sponsors and agencies frequently go
further than merely  secing that a
storyline stays “in the groove.™ The
extent  to  which they make story

suggestions  aml  decisions  depends
upon a number of factors. sueh as the
current  popularity of the show. the
reputation of the writer. ownership of

(Please turn to page 12)

4-trust &

9.-the test

-the moral

asks

bank

Ma who
down to

displayed in
te bring

stranger
the

by
cashbox

_-li
comes when stranger fights with his
self, wins against temptation to steal box

inner

Joneses' might have led Junior astray

29




Part Five af a Series

The
automotive

story

Real case histories of
down-to=e¢arith

air advertising effectiveness

The amomakers. competing heavily  this vear for a
<hare of the estimated  S5.000.000.000 market in LS,
passenger-car sales. list hardly a major firm in their ranks
that is not wsing radio or TV in one form or another,
Chevrolet, industry - sales  leaders is busy  spending  a
S15- 180000000 hudeet, niueh of it concentrated in wide
sclective amouneement campaigns in radio and TV net-
waork AM one-shots, and the TN Chevrolet On Broadway.
Ford. Kaiser-Frazer. Boick. Clirysler, Nash, Oldsmaobile.
as well as the national dealer organizations of DeSota
Plvinouth and Lincolu-Mercury. are regular AN network
or TV network advertisers. Almost all auto firms are
heavy selective advertiser<. using for the most part ed.
announcements and TV Alins, Owpe large selective user.
Kaiser-Frazer, found that a vear of Tnoadeasting annonnee-
ments Gn addition to network selling )t hrought sales in-
creases of 10200,

\oerowing Bst oo of aota dealers. among the more
than 13.000 0 the pation, are turning 1o broadeasting 1o
maintain their sales rates in new cars and 1o build up
business in repair facilities and auto aceessories,  Dealer
failures o ovadio are fewe and those ocemr mostly hecanse
of o lack of understanding of the medinm and a yefusal
Lo promete broadeast advertising effectively,  Mave and
more dealers wee going on the air with co-op support
from the manufacturers frome whon thes hoy their cars
and trucks, ad a growing list of antomakers is including
radio and TN material in their prepared ad kits sent 10
deaters, The “dealer 'r'lnuj)" Ly e of ;lrl\t'!|i-i||',_' un the
air. particularly among the vanoons Cheviolet and Lineoln-
Mercury dealer granps. is growing, amd now accounts for
neathe a quarter of all current dealer TV advertising.

III}Il'll' ‘r" ||'”[ f'l'lll{ll't]lil'l! ll][‘!‘l' |!i|\“ ill aulo "T('l'l'h‘-(ll.ll':-
and the hillion-dollar ticccand-tobe market, Nitualhy
CACTY nagar manulacturer has radio o TV in his -l‘“m_‘_J
plans.

Ford Truck Dealer

SPONSOR: Hamco Trucks, Inc. AGENCY: Direct

CAPSULE CASE HISTORY: April, 1949, proved to be

the greatest month for truck sales in Hamco's history. As
: )

a resuly o1 a

eries of low-cost participations (live copy
| on WLW-T's "Peter Grant News' on
Thursday nights, April orders from customers in the
WLW.-T area totalled 57 trucks, all fraceable to the firm's

directly-p

plus visual carc

TV advertising, The visual advertising
service for Ford trucks, and Hameo's repair
w boeming, according to Hameo's delighted
t, Paul We:

ndorf.

WLW-T, Cincinnati PROGRAM: "Peter Grant News"

Auto-Lite Products

SPONSOR: Electric Auto-Lite Co. AGENCY: Newell-Emmett
CAPSULE CASE HISTORY: Auto-Lite, a consistent ad-

vertiser in radio for years, switched recently to a CBS-
built show, "Suspense.” The whodunit thriller is being
aired now both in radio, and, in a slightly different form,
in TV. Says Auto-Lite: "We think 'Suspense' on radio
is doing an excellent job of raising the visibility of our
name and the understanding of our products and services.
It is also helping us to extend our distribution, which is
the primary answer to sales in the automotive parts
business.” Firm also increased dealer co-op radio.

CBS and CBS-TV NETWORKS PROGRAM: "Suspense’

"

Windshield Wipers

SPONSOR: Anderson Co. AGENCY: Schwab & Beatty

CAPSULE CASE HISTORY: A few years ago, Anderson
was anxious to introduce "Sleetmaster’” windshield-wiper
blades in the N.Y. area, hitherto weak in sales for the
firm. Dealer acceptance also had to be gained. Firm
bought Sunday-night WOR newscast, and after 13
weeks found that radio had brought all company sales in
N.Y. up to par (only "Sleetmaster’ was mentioned), had
convinced two leading N.Y. retail auto chains fo stock the
item, and had produced introductory sales for "Sleet-
eyond all hopes of firm and agency.

master”

WOR, New York PROGRAM: "Frank Singiser News"

- —t-

Pontiac Dealer

SPONSOR: Jomeson Meotor Co. AGENCY: Direct

CAPSULE CASE HISTORY: This Pontiac dealer, particu-
larly anxious to reach rural listeners 75-80 miles from town,
bought ABC co- "Headline Edition," with this result:
Last  six month: |948, after radio compaign began,
| ncrease of 3059 in the firm's used-car busi-

[ Tall
1 important side-line to any new-car dealer
o prove that 54‘_”_, of the used-car
sutside Alexandria, and most of
a specific car they had heard
<on renewed for a second year.

the customers
about on the air,

PROGRAM: "Headline Edition"

KALB, Alexandria, Lo.




De Soto-Plymouth Dealer

SPONSOR: Bruce Perry Motor Co. AGENCY: Direct

CAPSULE CASE HISTORY: After a few broadcasts with
the ABC co-op show, ""Mr, President,” it was decided to
test the pulling power of the show with a give-away offer
in the commercial. An $8.95 spring tune-up was offered
to the first 25 car owners who called in after the an-
nouncement and correctly identified the name of "Mr.
President” being portrayed by Edward Arncld. In the
half-hour that followed, Perry answered 137 calls on a
jammed switchboard. Says Perry: "We are convinced
that Edward Arncld and WSAZ are top salesmen for us.”

WSAZ, Huntington, W. VYo. PROGRAM: "Mr. President’

General Tire Dealer

SPONSOR: Empire Tire Co. AGENCY: Direct
CAPSULE CASE HISTORY: An independent tre dealer
in a rural area, Empire decided radio was answ

problem of 1 hing rural buyers. Firm sponsors th

Mutual co-op, "Fulton Lewi
ager, J. M. Paris; "'Lewis 8 [

r
fion 1c our ‘_\_Jl'_:" men

trade by at least 3C0%,. Ir

radio budaget 200% to include sp
H]qh school and e’_cl|!ﬁq»= basketbal, feels it's paid off

KBMY, Billings, Mont. PROGRAM: "Fulton Lewis, Jr."

Pontiac Dealer

SPONSOR: Wiebel Pontioc Service AGENCY: Direct

CAPSULE CASE HISTORY: The problem of how best to
spend a limited ad budget was solved successfully by this
auto dealer who bought a six-announcement-daily sched-
ule on Bridgeport's WICC. The object was to step up
the firm's repair business, and to plug the 1949 Pontiac
line. After the first three days of broadcasting, 500
people came in to the Wiebel showrcom and placed
orders for 50 new cars. The firm's service trade, back-
bone of the business, was increased to capacity, with
results directly traceable to broadcast advertising.

Ford Motor Co.

SPONSOR: Ford Motor Co. AGENCY: J. Wolter Thompson
CAPSULE CASE HISTORY: Ford, in recent years, has

been particularly anxicus to build up the sale of Ford
trucks. During Dodger baseball telecasts, sc
inspiring road test films of Fords at proving grounds were
shown. The president of Adam Groll & Son, N.Y. truch
ers, was so impressed he ordered his first Ford truch
without any further sales effort. Groll, who has withstoor
many attempts by local Ford dealers to make a fleet
said: "l purchased my first Ford because your programs
convinced me you made a good product.”

Awe-

le,

WICC, Bridgeport PROGRAM: Announcements WCBS-TV, New York PROGRAM: "Dodger Telecosts"”
-
- - - -
Texaco Products Chain Filling Stations
SPONSOR: Texos Compony AGENCY: Kudrner SPONSOR: Bonded Gosoline & Qil System AGENCY: Yorious
CAPSULE CASE HISTORY: Texas' TV expenditures, via CAPSULE CASE HISTORY: Firm, long a non-radio user,
the Kudner Agency, have brought terrific returns in all turned to redio in 1948 and a Fred Ziv transcribed
TV areas carrying "Texaco Star Theatre."" Not only is it thriller, "Boston Blackie," to boost gas and oil ssles for a
the highest-rated show on the TV air as regards popu- large chain of independent filling stations. Show is now
larity, but the integrated commercials and the "pitch- in its 18th straight month for Bonded, and gets high
man' routine of Sid Stone have made the Berle opus ratings in its Sunday evening spot, due to vigorous firm
attain top heights in sponsor identification—98.5. Pro- promotion. Says Bonded: "Since 'Boston Blackie' starte
gram has a terrific mail pull running into thousands sleuthing for us, we have traced a solid increase in our
weekly, and three out of four respondents say they're gasoline and oil gallonage. The teamwork is unbeatable.”
switching to Texaco products. Show has upped sales 30-509,.
NBC-TV NETWORK PROGRAM: "Texoco Stor Theotre” WIRE, Indionopolis PROGRAM: "Boston Blackie" |
-

Chevrolet Dealer

SPONSOR: City Chevrolet Co. AGENCY: Potten-Hollowoy
CAPSULE CASE HISTORY: In late 1948, City's agency,

Patten-Holloway, recommended using transcribed “Safety
Spots' series of Harry Goodman. City put nearly all
its ad budget into series. The agency reports: "Quotas
set in the first third of the campaign were $41,000 for
repair service; they reached $58,000. Again, $78,000 was
the goal set for auto parts; they hit $83,000." Both
client and agency feel that the "Safety Spots” did an
outstanding job in selling vital service and aute-parts
portion of City Chevrolet's business.

STATIONS: Vorious PROGRAM: "Sofety Spots"”

Phillips Gas & O0il

SPONSOR: Phillips Petroleum AGENCY: Lombert & Feosley
CAPSULE CASE HISTORY: This large regional oil firm

nas used selective newscasts and other programing

through Lambert & Feasley, fo

cess. Results were s d,

its radio budget almost doublz to include sponsorship of
high-rated ''"National Barn Dance' on 100 ABC stations
Phillips marketing area. How much of Phillip:

tive se |Iir\{; remains. An oken |0-vear th
KMBC's nightly "E gets

rna".ir;g Phillips petroleum sales in Ka

KMBC, Konsos City, Mo. PROGRAM: "Erle Smith News"

R R R R R |




TOO YOUNG TO VOTE

(Contimied Jrom page 231

progr:
multiple
_|le|-|| nl.
higeur
listening
than
lerenag
respondents m this typical vouth sur-

ﬁfﬂﬁi REE & PETERS. INC.. Exclusive National Representatives
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ers. Smece ouly 20,04 of the

wperatines o not vover “sevond set”

li‘lll-['lt"l |'Ji‘.'1|i1]; their favorite
ne-home Hstening audience per grams on their own sets, it's obvious

Stnee he seldom has reported  that teenage  program

<ot listening habits® per res havent been knowno just guessed
his audicnce composition from matl  and  premium  offers
[FRAYE }lr-r-n re=trael .| Liy 1||,. Sponse, .""ill: i ”ll' ILIlli‘I lnrm uII l'hf'l\l\‘

to the family receiver rather WP is unsatisfactory - becanse

receiver in the rooms of the
]

pull has meant anything,

that girls have been catered

more than the |ua_\-. It also

that the under-13 vear olds. who aren’t

‘GOTTA GET
MORE TRACTORS/”

\\.hl‘ll it comes to big-money farmin’. our Red River
Valley is mighty hard to beat!

Last vear alone, us North Dakota hayvseeds in the
rich Hed River Valley haevested 8311.350.000 worth
S100.711.000 in retail stores
—had an Average Effective Buyving Income 29,99,
abore the national average!

WDAY. Fargo. is the one. Grade-A radio approach
to all this extra dough. because Red River Valley

furmers and eity folk alike have

l‘)j fﬂl"“l p!‘“l’l‘l’"‘f.‘—ﬁlll‘lll

rated it their rop-
farorite station for 20 years—prefer WDAY!D 5 1o 1!

Ger all the Taets today! Wreite ns or ask any Old
Colonel at Free & Pelers,

FARGO, N.D.

NBC + 970 KILOCYCLES « 5000 WATTS

vev reported hearing their programs
over the “familh™ setl. and sinee 4

]I:l‘l:'n'ln-l'.-
listening swings frequently 1o the hig-

gest premium. only spontancous mail
This means

given to writing fan-stufl. have heen a
greal question mark and still are. Of
late, because of TV
Lo the exhibitionists among the yvoung-

which is catering

ster= and their mothers. there has been
maore conercte evidence of 3-13 vear
viewing group.  This group doesn’t
spendd its own money but it's outspoken
about what it wants 1o eat and what
parents have to buy for themn. (Next
fall. current reports indicate that par-
cits will have to costume their off-
spring ax cowbovs, Howdy Doody, or
\Ilti]nril_\' for thi= 1s the
H“.\"' -\||]r.‘]|'l'1 & .'\l'l'l'f-:-n['-lt'?- \laltlllf.'i.l‘-
turers  Associalign. which  points 1o

Shmoos.

department stores over the nation in-

[ stalling juvenile western departments,)

Athough it might be supposed that
comedians or popular music would lead
in program  preferences, Lux Radio
Theater. because of the strong femi-
nine interest, leads the combined hoy-
airl 1319 vear rating. Daseball is sec-
ond, and that’s hecavse of the strong
position which plav-by-play hroadeasts

}Ilulll,

I'he leenage "-|'n|| Twennv™ in the -
city survey factually 21 shows are re-

|.|n1||t] dm lo a liel are:

TEENAGE TOPF TWENTY

Peveentage®
ol

19§
1 :|
Arthur G A = .1
S0 Club iladelphind 7.0
Heney Mog 7
Sk 0
.I‘~H||iu'- r.ilr.- i ‘.:.\
Stup the Music 3T
Iinee Land  ( Philadeljihin 1.0
Chesterhickl Supper Club 4.8
FIREIIHY e s e . 3.3
Horaee Hedilt 3.3
My Fricnd Irma 3.3
Fred Allen . afaa's . 3.1
Make Belivve Ballroom (N.YL) 3.0
Viueghn Monro 3 2.0

Pereentage of respondents (1,2:52) who  gr-

leeted each program ax “Jarorile’

In the vounger-boy group in this
Gilbert Survey (13-15) there was much
les= exidence of the popular music ven
than in the averace, The girls on the
other hand in the same threesycar span
already have developed the disk-jockey
listening habit. The short-dress contin-
sent listed Philadelphia’s 950 Ched
sceond which means that practically all
the Quaker City =ample muost have
voted for since the report covered
all four eities. They histed it Parade
third and Danee Land (Philadelphia),
Walce Believe Ballroom hit their lists.

Sponsor  idemtification among  the
vouth (13-191 sample was nothing to
write home about, as the ehart used
with this report indicates, In no case

(Please turn to page L)
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The
Picked Panel
ANSWErsS
Mr. Rosenberg
As a [T

tical the
national selective

ey
maller.

[l ]nl';il'r(‘iilil

hnul\- 1oy

Spomnsal

Iwo =souUrees forr
programs: (1)
- loeal |:a'm||.lr'l-tnr|.

t2) transerilwd

4

programs. There
are very few lo-
cally  produced  dayvtine serials, The

|||1|]t|t<|n- ||]' :_zuml -.4'!'I'}\|-_ gnml casls.
_',fnlul ||||l\1ll|'liirll are much too dithenlt
at the local level. and their cost on a

Ill'ni"'rl']'-\\l'l'k. :-ill' "{'il\ II.'I"i.‘- Ill‘i'lIIHi"‘-

staggering for the sponsor or the sta-
tion. O conrse. transervibing the pro-
Sram v answer both ol these dilfi-

culties. However. there are few trane-

soribed davtine serials  which  can

LRI B VR “[' ) riltl-\\i‘i'. i':l““]-\\""-(' |'|||l|
production-wise,  Furthenmore, one of
e siverets ol the <teeessnl ||.‘t_\1i!m‘
serial = “longrmn.” Leading network

serials w=nally have heen on the air

ey ||‘t|_'_'[|1\ ||t'|||u|_ somelimes s
long as ten 1o 20 vemrs. There are
very few tramseribed  davtime serials

avatlable on such o basis.

g national selective or local-retail
atvertiser came to ns for o davtime
how 1o reach the housewife, we would
s b position to offer him several day-

thme sertals, as well as msical. varie-

34

Mr. Spousbr asks...

“Why aren’t more daytime serials sponsored |

on a local-retail bas

Bernard Rosenberg

But m
i= that such an advertiser would turn

Iv: or l'nllll'ill\ shows, guess
them down in favor of our hushand-
and-wile Weet  the Wenjous.
with Ndolphe Menjou and his wife.
Verree Teasdale. Why?

[. Sponsors psually ke “names.”

<how .

Davtime serials usually do not inelude
big-name talent.

2, Sponsors vsually like o promote
their shows in order o \\lli|l up e
thusiasm on the part of their sales-
men  and  dealers. Obvioushv., it s
casier to promote enthusiasm with a

“name” personality.

3. National selective sponsors usual-
Iv plan radio-page newspaper ads. pub-
lieits. and store displayvs, Local-retail
sponsors usually like to plan promo-
tion. including window displays, ele-
vator  cards, :‘n\l']npv stulfers, et
Names like Menjou attract more al-
tention in window displavs. elevator
cards. ete.. than s uwspally  possible
with the promotion of a soap opera,

1. Davtime serials <seem 1o do hest
when slotted e with other davtime

The local outlet for the net.

work= which carry most serials usually

<erials.

have no such time availabilities, where-
as. the ather networks carry practical-
Iv o davtime serials among which to
slot vours. A Mo & Myso program. m
a musieal. can be suecessful o almost
HITA tine =lot,

3. Another practical reason hecomes
the the  all-im-
portant audition of a daytime serial,

apparent  at time of
wliieh andition doesn’t alwavs impress
He
preciate a mmsical, or realize the value
and il he looks at
the ||nn]1|'|';||il!j_: of Mr. & Mrs. shows
miankets they
running. he finds that they invariably

i ii}'ll‘-i}t'i“\t’ .'-IIIII]:‘-III'. i ill)'

of a nmame <how

which win where are

g

Vice President in charge of sales

Cameo Curtains, Inc., N. Y.

pull higher ratings than the leading
soap operas on the same stations,

So. regarding daviime serials: we
have them. and they re good. But spon-
sars seem Lo prefer shows like Meer
the Menjous. Thev get name values.
quicker action. and they seem 10 gel
better results,

Freberic W. 7Zn
President
Ziv Company. N. Y,

I am glad to an-
=Wi'r I\nllr lllll'.‘-
for it s
an important one
which keep
asking ourselves,
'l'lu-

helieves

Lon
we

answer  we
lies  in
a combination of

which
perhaps.
but steadily are being overcome,

It is generally aceepted that daytime
serials are hest programed in the block
svstent, At the local-station level this
1= |.ll::~:4i|llt' lll\i} on the network outlets
heing fed davtime serials on the line
andd, of conrse. where this condition is
favorable. the diflieult |11'u|1l(’lll of :I.d_",;l-
cent time availabilities asserts itsell.

factors
slowlh.

The second factor lies in the vehicle
wsell.  Tu realize fully the returns
possible throngh this type of program-
inz. the loeal or seleetive advertiser
must he ||rv||:|1mi to embark on a Inu;_'-
term sehedule, The daytime-serial andi-
ence is not built overnight. It does take
time Lo establish  the
develop a loval listenership. Network

show and to

advertisers and their agencies seem Lo

understand this. for they eontinne to
schedule serials with effectiveness,

SPONSOR




As a third point. it oceurs to us that
the national network advertiser is more
objective in the selection of his pro-
gram vehicle than is the average local
radio sponsor.  The national adver-
tiser places his problem in the hawds
of the experts. the people who analyvze

his market. koow  the mediun. and

shape the program accordingly.

In the final analysis. it rests with vs
as producers and distributors of tran-
seribed daytime serials available for
pational selective and loeal spousorship
1o do a unwore thorough and effective
job in winning over these advertisers
who are not vet aware of the greal
potential this fong-established program
type holds for them, Certainly we have
enough sales ammunition to borrow
from the networks” buleing files of
successful case histories. So strongly
do we believe in the daviime serial

for thiz field that the most recent addi-
Lion Lo our sy ndicated program r;i!;tln;__r
is the five-a-week serial drama Aunt

Mary. We are glad 1o report it is al-
ready doing a fine job in a great mam

cilies,
Doxarp J. MERcER
Dirvector
NBC Radio Recording Div,
Yew York

There are several
reasons why rela-

tively few local
retailers or reg-

wnal operators

have taken ad-
vantage of the
maost pupular

form of davtime

radio — =erial

dramas.

The reasons can be traced hack 10
the carly days of radio. No single sta-
tion could support the writing and
production cost for five programs a
week. And transeriptions in those carly
days lacked high fidelity and uniform
quality. As a resull. radio editors of
newspapers  were vehement in their
criticism of transeriptions,

In this atmosphere, many agencies
recommeni]  serial

were  hesitam 1o
regional

dramas 1o their
clients. Others. eazer 10 put this popu-
lar and effective form of radio 1o work
for the products they advertised. found
were allergic o tran-

retail  or

their clients
scribed programs.

Later. of course. techuiques were im-
proved to such an extent that quality
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“Ernie'’" Webber, president of

Webbier Motors, Omaha, spon-
sor ol the "Sportlog.” /
ed
GOLF

BOXING

=5 ("
"}‘,E__)‘L’ \ I‘I ‘34
N, ;..1 ;

AUTO RACING A r‘m FISHING

HUNTING
S

| ®
Bob Steelman, KOIL's Sports = S
Director, featured on Webber

Motors" “Sportlog.”

2nd Year
of the Midwest’s
Biggest Sports Package

WEBBER MOTORS'
“

\‘sp

Tremendous results the first year!
Now, Webber Motors' “Sportlog”
starts its second year greater than
ever, Two new features have been
added—Football and a Hunting and
Fishing series.

A combination of all KOIL's sports
programs—"Sportlog" is 100%; spon-
sored by Webber Motors, Omaha, dis-
tributor and dealer of Dodge and
Plymouth cars and trucks. Webber
Motors is just one of the many local
advertisers who buy local shows on
LKO]L IN A BIG WAY year after year.

PKOH. Builds
regrammin
Thcf PUU’S og!

105 5 ise
KoiIL Tr:{\f:‘_\:“gt.rﬁ U:f_!‘
have received 1:'_>I11;F;1-
UoUs seryice for over
igcflr%. KOIL s TOp

I.C :?!.‘lriun in the
nation in morning and
z_}flturnuon Audience ‘
't's second at m'."i:.r-
(_f;m.-Fz-hr,. 19 H, :a ;-.
er). Ask abouy }\'EZ‘III
?‘f‘mus that wil pay uﬂ':
a;;:nu N the Omaly

—

5000 WATTS

OMAHA & COUNCIL BLUFFS BASIC ABC
Represented by Edward Petry & Co.

A
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ol trapseriptions was cqual to and often programs were over-priced and inade-

Letter than that of local and even net- ultmlx-]_\
work progrmms. Although the preju-

dice <till the

many advertising men, a few progress

financed. and the asencies,

remained in minds of were prerequisites. refused 1o sponsor

the programs  without the

e agencies ad  advertisers  decided
that

dramas

i!ll{l'.

\ ll‘\\. Hf COUrse. wWeroe aiuni_-n]'m}

the advantages ol Ilr-ill;: serial

would no Iul]_,‘_'t'l bhe  denied

them simply because they were local and proved to be just as successful a-
But the suceess of
First Love and Judy & June proved  serials and their increasing use on the
A=t

atelv transcribed serial dramas

adhertisers, Shows =uch as Linda’s  the nebwork serials.

what could be done. mnnedi-

networks produced a new problem for
woere  the local or regional adyertiser-

The loeal

oflered 1o .II:I'H-'itN and advertisers |;§ work |-|'|-|-i|l|nliu|l.“ adver-

svndicates.  However, most of these  tiser no sooner got himsell set in a
c.w'\“jif LA QL:J
TAVAVAVA B
o e
_i;_ L ' ’:c) k(’:i{;"ﬁ ((/,‘r,‘l,.‘;:!_ &

ik

You don’t have to break through o shell of sales
resistance when you use WIBW to sell the Kansas
farm audience. When you used WIBW, you're already

on the inside!

Because we've been a farm station for 25 years,
we have the loyalty and confidence of these big-
buying farm families. You'll understand why WIBW

advertisers more sales, faster distribution and

get
greater profits when you let us sell your product . . .

from .

" .INSIDE

W ®

B w

= B —

SERVING AND SELLING

“THE MAGIC CIRCLE"

| WIBW - TOPEKA, KANSAS » WIBW-FM

?:.

Rep- CAPPER PUBLICATIONS, Inc KCKN = KCKN.FM

+ WIBW -

= BEN LUDY, Gen

Mar
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reabizing that continnity and long life

assurance

that 260 or 320 l'lli:-mll'r- were avail-

good time spot than he was foreed 10
move o another spot whieh llislll}lll‘ll
a [nndamental of sue-
eessful serial drama usage.

hi~ continuity

The foregoing arve. il scems 1o me,
the ehief hurdles that have deterred
local rezional advertisers
from use of this type program. Only
H] ft‘\\ ;|;_r¢‘lll'il"- illlll .‘I'll'{'!i\'l' il([\“lfi:-l‘l':-.

mati anl

have the experience and determination
necessary 1o overeome these handicaps
and thns obtain the advantages aceru-
ing 1o the large network advertisers,
Karirys M. e
The Ralph . lones Company
Columbus. Ohio

Many retailers
spend  nearly
100°r  of their
;:p]\l'nl:l‘i;lﬁhllﬁ to

about 37

move
of Hems carried
in stock. at al-
lc‘ll;_fl‘t“_\' reduced
prices. The con-

£ sumer acceplance

these

has, in mam  instances, already heen
{ Please turn to page 0]

on items

J The listener
" was absent mind-
ed. He forgot to
put an address on
the posteard. But on the back he
had written: “Dear Will: Please
send me the flower bulbs you have
been advertising.”  That's all he
wrote, but it was enough.

The postoffice sent the curd right
to "The Old Corral” in care of
KDY L—right where it belonged.

That's just one example of the
acceptance of KDYL in the rich
Utah market.

KDYL-TV,

VEar, does [h(.’ same sort of smart

now in its second

selling job in television, too.

N\

Naotional LAY
Representalive:

John Bloir & Co.

TATION
3\:‘6 AwnoR
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THE GOODWILL STATION, INC.—Fisher Bldg., Detroit

G. A, RICHARDS FRANK E, MULLEN HARRY WISMER
Chasrmman of the Boord Pravident Aul, lo the Prev
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Q =\ - ou get more from WBBM for
N your Chicago advertising allowance.
\ ' a1 Because *Chicago’s Showmanship
f \ . S . .
) ') o - Station™ has what it takes to deliver

' , : . many more of your customers

than any other Chicago station.

rating during 205 of the 260
(quarter-hours between 6:00 AM
and 7:00 PM, across the board.
About four times as many quarter-
hour wins as all of Chicago’s

other major stations combined!*

FOR LESS —Because so many more
people listen to WBBM so much

more of the time, a daytime sales
message o WBBM reaclies each

of your prospective Chicago
customers at far less cost than a

similar message on any otheyr

majorr station.

To get a lot more for a lot less, buy
WBBM - Chicago's most sponsored

station for 23 consecutive years.

3 WBBM

N
&= CHICAGO'S SHOWMANSHIP STATION
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L1 advertizing, Some retatlers have el apnomceement falls on a |'u|||||]1't|--
the <ales Lackground or viston oo see Iy preceptive mind, and is absorbed so
a lune-tmy |n[-a:|:ul'lr=r; such as a day- !]Ilrnll.'ll]\ that o Bt |l-_\;1|l_\ and
i radio serial. These arve usually - huvine uree arve far greater than with
leader= in their field. ather promotions,

Davtime =serials are ]~|--|-.I.-| 0 o Thi= “favoring wind™ wsually  at-
hasis ol cumulative  resulis con-  tains zreatest results uul_\ when =1
stantly and steadily building by vepes ported by a definite merchandising
tition to lareely the <ame group. Such plan. Here s where so mam ”_-imlh
serials are tremendoush cffective bes programs. or network co-ops. for that
caus=c they wel o [-nzli-rn of the buving  matter. fall <short. They are the brain-
public: tensely sold, ipstead of the elildeen of an entertainment  mind.
whiole |-n|u!|I.Lllol| lia 1T .ri'lw||_\ sold. instead ol o --'Hill_u i,

dranatic erial demands that the The true selling mind creates the
listener either give rapt attention or - merchandising plan upon which lh".
turn it off, His mind is washed of all  whole program  rides  merchandising
First Award
19TH INSTITUTE FOR
EDUCATION BY RADIO
. Agein WBHNS goins anather “Firsl.” This time far its haolidey pro-
duction of "Santo Clous Lond™ written ond produced by Park Blontan
and Che! lang. || was cited os being on ariginal end effective
appraach la the idea aof Santa and his elves in To;:-lcmd, A produc- *
lian that was so different and typical of WBNS that it won the award
hands dawn."”
L ]
52°% OF COLUMBUS FOLKS
OWN THEIR HOMES
* When families mave ta Columbus they came ta stay. They enjay the
city with its metropolitan hustle and close by rural orea. 163,550 of
* these families ore loyal WBNS listeners. Their buying power has
proved agoin ond agoin that WBNS lime poys dividends.
glNNcleBt?-|S I A recenl survey shaws ¥
that Henna Paint is the
firsl chaice in the WBNS
listening area. Cansist
ent onpauncements on .
this station have helped "
put this company in ils
lop posilion
? IN COLUMBUS IT'S
Z
-
z
Z
A
2>, A
% POWER 5000 D-1000+N CBS
ASK JOHN BLAIR
40

manufacturer’= na-

competing distractions. The commer-

_ff-."n’ cntertainment to fit. The show-

husiness mind usnally performs in an

lllrlli‘?-l‘r' ey,

One department store. for example.

]l'llll’__'ill a serial jll\l'llill'-il]l’u'.‘ll pro-

gram for a onesyear run, The program

with its merchandising plan, was in-

tended  to aceelerate sales in their
juvenile department. At the start. an-
nual sales from this lll’]:.‘tl"]lli'llt were

S200,000,  One

STONLO0

later. in-

annual

yeal fizures

dhicated  a volume.

This was done by no special hargains.

merely using a whale merchandising
nol just o

--Iih'l\t'l]

Fntertaimment

plan. program with com-

mercials on

value.  which  pro-

duces high popularity ratings, is of

COrsie \i[.‘l}. You canl s=ell to a
vacuun. Dut. let the program ride a
beam—a  basie  idea  which  wraps
around a whole merchandising plan.
and  let  the  radio-station  =alesman
study  his subject more  thoroughly,
and. inevitably. more daytime serials
will he sold. not only 1o retailers, hut

other |ul".1] or .‘-l'l'lilll]ili advertisers,

Russenn C. Comer
Russell C. Comer Co.
@ % e KNansas City, Mo.

Repraaeatod
JOHN BLAIR & CO.

3,000 WATTS NIOHT

pOniN 1 BCHILLING, G g
MUTUAL MITWORK =

710 KILOCYCLES =

SPONSOR




TOO YOUNG TO VOTE

(Continued from page 32)

did the 13-19 year group ;||:|a|‘n:lrh the
levels of sponsor-identification ratings
as reported by the Hooper organiza-
factor must he
In the case

tion. However, one
taken into consideration.
of Hooper. the question is asked while
the histener is tuned o the progrant.
In the case of the Gilbert-NBC survey
the rv:'-|mm|t'nl.~ were asked Lo ith‘ulif}
the sponsor of the program they had
listened 10 last week.
to name a sponsor of a program to
which the respondent is hstening at
the time. and another to recall the name
of the advertiser alter recalling a pro-
gram as a “favorite.” Sponsor-identi-
fication recall will always be lower
than coincidential.  Nevertheless. the
discrepaney hetween responses in this
“recall” vouth survey and those of the
Hooper comcidential sample is surpris-

It's one thing

ing,

I this survey can be accepted at its
face value. there is a great need to in-
crease the hrand-name consciousness of
men. o (quole from the -n[l-thill{_‘
section of the report, “As boys grow
l)lill‘r lll(‘l\ IIl-l:‘l' sonue !ir;“ll] l'll"!‘{"illll:"'
ness, whereas girls increase in brand
conscionsness. The effeet is that about
one-third of all boys and girls in cach
group have no favorite soft-drink.”

Since  soft-drink  consumption  is
greatest during 18 amd 19, advertising
i= failing to do its job when one out
of every third teenager has no favorite
brand.

Program desives [or the under-13
year group hiave been changing rapid.
ly. The old Uncle Don may he replaced
by Howdy Doody but the concept is
differemt, Uncle Don talked down to
the kids. Howdy Doody and his men-
tor Bob Smith treat the moppets as
equals, That is not only indicative of
Bob Smith but it’s true of most high-
rating programs addressed to children
of all ages.

In a forthcoming issue. spoxsor will

report on juvenile disk jockeys from
five to 15 year olds. It will report on
what makes the Rumple Bumbles of

. 3 |
broadeasting get out and do selling |

jobs that outstrip their predecessors.
Broadeast  advertising Lo
grow up, Every generation wants some-
thing different than its forebears. Even
il it doesu’t know what the previous
generation listened to.

Most of those in broadeast adver-
tising today don’t know cither. s « «

continues
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- MARKEY
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NEW ENGLhwy

MARKETX N

Paul W. Morency, Vice-Pres.—Gen. Mgr. « Waller Johnson, Asst Gen. Mgr.— Sales Mar.
WTIC's 50,000 WATTS REPRESENTED NATIONALLY BY WEED & CO.

WMT makes big ones out of little
ones in Marble Rock

(lOWA) Making mountains out of mole-hills
is a desirable condition . . . when
the mountains are markels and the
mole-hills  their relatively small
components,

In Eastern lowa, WMTland is a
mountain of a market, made up of
more than a thousand communities
whose aggregate population is well
over a million. Marble Rock is
typical of these communities, small
but significant, rich in buying
power and loyal to WMT's exclu-
sive CBS programming.

When you want to reach all the

A Marble Rocks in Eastern lowa, tell

= WMT's prosperous audience and

I start your sales curve mountain-

|\ﬁ climbing. Ask the Katz man for

\ full details.
R N =S N
4 R o oo
)| B s, __
R ey
NN, e, S
5000 Watts 600 K.C. Doy & Night
BASIC COLUMBIA NETWORK
4]




l'.h‘. (Continued fromt page 181

””'li'i.l]" LI EL Y I‘I‘ |"'| o l".lf‘ll l'l]:lill. -'ll[ll"ll'_'il ilil ""]“”l'l'l'i.'ll"' \\iil
b heard on the air,

Corrent status of aceeptance of pomt-of-sale aural advertising is
mdicated by actual husiness being placed o New England. the origi-
nal storecast arca. where 5 7 of the available commercial tiine s
oW “lllll.

\ lnl]liln'i i

I independemt operators of supenmarket broadeast
advertising have ron into dilfienlties. making. in mam  cases. the
<ame errors that Storecast Corporation did at the outset. Most new
sperations are owned by local stations and iovestors. with proneer
point-ofosale groups acting as national representatives for the instal-
lations and as management consaltants for the actual operators,
Speakers i markets are. inomost cases. installed in eeiling rather
than helow bins a< in Norwalk (Conng) giant market, L sual store
lias around 200 such speakers to cover the entive merchandising areas,
AL transiission. vather than telephione linking of stores is proving
sati=factory, and expansion to giant-market national coverage waits
cnly npon the organization of suflicient local groups and stations,
Many A stations that have desired to add supermarket adyvertising
to their serviees have not surveved the supermarkets in their arcas
and the grocery retail volume done in their supermarkets. Just want-
ing to opevate a point-of-sale broadeast service isn’t enough.  Store-
casting is mevchandising as well as advertising, It payoll i< in
divect salex. It i=nt enongh 1o have a good signal, excellent program,
and a good chain of markets in which to operate, It takes merchan-

thising plus, plus. and plos,

- .

DAYTIME SERIALS

(Continued .!'mm page 29

The mere fact that an
executive fancies himsell as a Iiterany

the show, ete.

man may account for a change o
decision,

Package as well as ageney produocers
often rule their writers with an iron
hawe. They are naturally  concerned
with keeping their property sald, Tao
some producers that means filling a
script with excitement with a capital
2 fromn the opening  strains of the
theme music. For vears the favorite
beginning of ane package producer for
a new story sequenee was a rock with
a note attached erashing through a
winzlow.

That this and similar clichés never
secemed 1o dent the ratings of  his
shows appears only 1o emphasize the
i!ll]lllt'lailll-l- of the ~smbaolie content of
the program. In fact. Professor C, 11,
Sandage i oa study of davtime listen-
mez in two Hinois counties found that
conlent more  im-
portant than style of presentation in

“program ~CCins

attracting  listeners - from a  specifie
education, community. or age group.”

sandage is Professor of Advertising

RACTION

i




at the University of Hhinois, which has plants Tor Lady Esther). Miss Jolhinson  They demanded a cat v the budeet

jll.-l ||t||1Ii-||l-|| results of this study in ook over the kiddies at a =alary ol taround S2.100 Wtk nints
a bulletin called Qualitative Analysis 51,500 a week. Juhnson) which Woll wouldu’t mak
ol Radio Listening in Two Hlinois She ran f!'."."l".'u,u with an unshaken Ward Wheelock hired Miss Jodins
Counties, tonch even through an amazing se-  for another show. and Hilltop 1o
";illlll'lllill;: about n\\llilll',' a show. ur (juenee, cooked np and seasoned Iy couldn’t be sold soon therealter |
heiny ll'-|n-r1~ii-h' for Keepig it sold. Woll. about a baby heiress foundline cause 1t was wdentihied oo close
=cems o ||1\||f|-' i i»:n:lm er Lo soane- L\‘ilill.lli}x'd Iy '_'\Fu.-i-u e comting with her. It was off the ir  unll
thing slightly more than paternal in-  ously admonished the wiiters to “keep  Mav, 19HL Miles Laboratories Les
terest in what a writer does with the it down in the eellar, givls,” But Woll,  ~ponsoring it in ‘*-|-=- nher Lh
slory. Ed Woll of Woll Associates. a being a man of inmtegrity, did insist vear for Alka-Selta el | weddd
successful package producer for many  that the cellar be clean and the people  program sinee then
vears, once conceived an tdea Tor a in it decent. \ qualitative test of the show by
~erial about voung lwin “l|'|l.trl.-. e One day at an agemey mecting it the Schwerin Rescarch Carporation

hired \lHil' |:il'|tlr'!l and laynn Stone was decided that Hr”:‘n;r could ¢ I-I|\ has revealed !Il.!t Listeners have o L""‘.i'
in 1936 1o work ont the wdea in detail. Lup the David Harnm give-away of a v hking for the leading male charas
and they “founded™ a home for child- horse a week. Hdltop, for theee soap . Mike Paterno. Mike is a lawve
Y e, Hf”."up Howse, at Glendale. hands and a llt'}n‘ letter, could j_'i\l' a wheois in love with ,IHI]" Ericksen, the
U.SAL and built a story around the  baby a week! angel of Hilltwp House,  Bur Mike is
people in it.. Woll. who is no one to Everyhady was enthusiastic= evers- no ovdinary soapland lawyer  Addie
||:l|1;: oltto  an ilea ju.-l becanse s hody. that is. bhut the writers. They Richton and Lann Stone are ‘!I'\I']il]l
his  own. promptly abandoned  his  were horrified. They were communded  ing him as a man with a persanality
Iwins, illlll|l|ll| ”f”fu;l House with 1o interview a child-care --I:_':\Ilif.lti--n of his own. a man not onh r.i|r.|]u|r
Selena Royle as matron. and eventnal-  in Mavhattan. which represented agen- bt also willing 10 make decisions an
Iy sold the show to Benton & Bowles  cies in nearly every state. The ovgani-  his own and stick by them.

for Palmolive soap. zation threatencd to fight the project This. being contrary 1o the tradi-

Miss Rovle had anditioned the show, <iate Il_\ state.  The agency and Wolf  tional treatment of men in sOap opera,
which won out in competition with  settled for an imitation jade pin. 1= an indication that not every slory
two others in final audience tests, But The program went off the air in musi necessarilv - make an appeal

Palmolive had already bought Bess 194 when  the Palmolive  account  through the deviee of spineless males,
Jllhll-nil (the voice that buill four moved 1o the Ward Wheelock ageney, The same Scherwin tests revealed that

As ‘l]\\ul_\'-. the new Charlotte ”ntl}ll'l" shows WBT i< the
biggest attraction in town. With vatings soaring as high

15 20.6 hy day and 31.1 by night!

No freak peaks these. Day and night. all through the
week. WBT gets the liow's share of the listeners.
1 36.7° bigger average audieuce than s other sta-
tions combined. Way bigger than the wext station by

a rip-roaving 1529, !

‘:l)lrl'-ilil' (‘h.i!'[lllll'_ i11 "I n”lt']‘ lli_‘,,!l-:i[ll'.m}:' (\;ihr“Il::
counties, 30.000-watt WBT has virtuallyv so l"l}lili’l'[j[-li-ll

from other Charlotte stations!)

in |'il'

Wint to Irl\ll\l' volur fh‘mlll:'! the cemer of attraction

Carolinas? Sign up with us or Radio Sales.

Jeflvrson Standard w B T

Broadeasting Company

wiNe VIR Leh, Uy

0000 watts = Charlotte, N, 0L« Represented by Radio Sales




Milltop listeners are much more in-
1] [r~|1-|| 11 1“!" ;!f'l”ﬂl"i'!ﬂ\ Hf”i f h.'l'lhf]r{'”
(the prineipal slant of the program)
than i romantie or other tnlill:“l'&l-
Hons mitrodueed as sub-plots,

I'his

maller

further suogests that subject

for davtime sevials need not
he Hionted 1o .-ll't'f"!1\|u'ri mventions in

=1 L'. I

||11~->-1inr|1 il

the  traditional this  were

merely  a producing @
arealer varielhy of subject matter and
a “hetter” 1il{'l‘ll'_\ |rtm|lhl. the notion
conld he discarded instantly.

It becomes impovtant 1o sponsors in
the pos<ihilities 11 sngeests for inereas-

HOW TO

The Warer

referred 1o

ing daytime audiences.
andd - Henry
earlier in this series indicates that non-
listeners  in the

investization

aroup  above the
Common-Man level could be interested
m sounder dramatie treatinent of the
very same subject matter,

For example, a wife learns that her
|IH:-}H|I|.1|. i |||u'1ur of ]H]f{lll‘»1inn.‘|hll'
integrity. 1= about o be acensed of
malpractice.  Instead  of letting  him
in on the matter. which involves his
professional standing and perhaps
their whole future. she “handles 1t
hersell.” without mentioning it to him.

ALTER

A BRAND'!

hen sales figures of your brand need to be

altered UPWARD in South Texas. .. legally,

of course.

over

.. better heat up a campaign

Auotber FaMOUS
\ WESTERN BRAND

Repreventcd by EDWARD PETRY & CO., INC

New York, Chicago, Lov Angeles, Detrodd, 1. Lowiv, Daliss, San Frangisco, Allanla, Bealon

44

The arcument for this kind of
characterization. of eourse, is that i
= NeCessary in order to show how the
sood wife can suecessfully meet any
threat 1o lier rl'l‘llfi'l\A This overlooks
the fact that sounder dramatie hand-
ling of charaeter would provide for
the hushand’s 1aking his proper share
in the action, while still allowing the
wifee 1o swell housewifely hearts with
pride in her courage and intelligenee.
The effeet mizht be even more im-
pressive if the wife’s peculiar ability
to help her hushand in sueh a situation
were shown trimuphing side by side
with his own energetie. hut unsuecess-
ful effort to save his reputation.

When Michacl's  serial.

lzainst The Storm. went on the air in

Sandra

the mid-thirtics opposite Big Sister, it
built froom a 2 to a 7 without taking
any measurable part of Big Sister’s
audienee, This seemed to indieate the
program drew a substantial portion of
s audience from new as well as recular
serial hsteners who added it 1o their
linenp despite its break with traditional
davtime serial formulas,

soess——
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No investigation, undortunately. has
ever been made of the degree to which
the distingnished writing of Against
The Storm was a factor m its popu-
larity. The fact that erities have called
it a literate. beautiful joh of crafis-
manship, and that it won a Peabods
Award in 1911, is not necessary evi-
denee that Bisteners appreciated the
same qualities the erities did. Maiy
thousands of letters from  listeners.
however., did eXPress sieere ;_'I;lllﬁ
cation for both the writing and cou-
tent of the show.

The new Against The Storm series
that |'l:ili|| Morris started —iillll:-(llilll;:'
on Mutual last April features half-hons
instead of quarter-hour episodes.  In
recommending  the series to Philip
Marris. the ageney. Ceeil & Preshrey.
Ine.. was very econscious of the in-
erease of women high-school graduates
by wnore than 3007 sinee 1920,

A wriler's owning a program. as
Miss Michael does Against The Storm,
is no goarantee of easy sailing in
developing the story.  Attempts  of
agency people to influence her treat-
ment of the story. according to Miss
Michael. caused her to ask for cancel-
lation of the original program in 1942,
although it had consistenthy held a
place among the first ten serials.

The impact of the war led writers to
attempt, with the blessing of ageney
and sponsor. a bit more realism. For
one thing., psyehological and scientifie
theories that bear on the daily lives
of }li‘n[lll‘ in the serials have been in-
troduced.

Warner and Henry found, however,
that inerely to talk about such theories
was on the whole distracting and un-
.‘-ﬂli.‘*[;lrlllrl\ o most soap-opera lis-
teners.  For example. making doctors
chat with patients about new medieal
diseoveries, Freud's theories, ete., may
give a story an air of enriching the
hstener's life, Bt earlier tests at th
Umversity  of Chicago by Sherman
Dryer indicated conclusively that ma-
terial handled in such manner isn't
well remembered and doesn’t compare
in entertainment punch with the same
material used dramatically as part of
the slory a tion.

Not all wrilers are [ree to construel
their own stoaryhines, even under super-
visiorn. Writers on the ten serials now
produced by the Hummert organiza
tion are provided with storv outlines
for which they simply do the dialogue.
The Hummerts themselves  keep all

{ Please turn to page 58)
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IT’S EASY,
IF YOU

KNOW HOW!

I

-~
, -,

S(h\ll: people will swallow anything, we know-— but how
LIftI .myim\l} ever swallow the old m:mllliug‘lltlu that "all
radio stations are pretty much alike™?

KW KH s very different from any other station i its area
In our 23 years, we of KWKH have built this difference by
studying our audience, by testing our programming, and then
by spending the time and money required to give our people
what they want. Proof? Well, during its 4 performances in
March, the Lowistana Hayride, KW' KH's Saturday night fea-
ture, drew more than 12.000 f'.:.'u‘r adwrissions!

KWKH /s different. Among all the CBS stations rated by
the Hooper Station Audience Index, KWKH consistently
I.ink\ near Ilu- lui‘-_ rl‘mrllill'..', allernoon .ir].-! L""““."L:. _\!.n_\' WE
tell you what this can mean to vou in the im['-nrt.im .\'f]lz'\ti‘url

area s

A

L

KWKH

Texas
SHREVEPORT £ LOUISIANA |
_ et o Arkansas
50,000 Watts © GBS Mississippi
I'he Branham Company, Repr
Ii-_".l'j. i!.-. ( V
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As a sales-producer CBS today holds the high altitude record ameong all networks.

For today you find on CBS the greatest aggregation of stars and the most powerful

facilities combining to sell billions of dollars worth of goods to the largest

number of listeners at the lowest cost of any network in radio.

The Columbia Broadcasting System

NN VDY
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Posed by professional model

Jim McLane In The Olympicsi
Station WHEC In Rochester....

WHEC is Rochester’s most-listened-to station and has
been ever since Rochester has been Hooperated!

aculd
In the *P“"’:'“

e S ¥
meter AR race \0 DB
cwimming 7o o james
{and this PAS L5000 out-

Furthermore, Station WHEC is one of the select Hooper
“Top Twenty" stations in the U.S! (Morn.Aft.and Eve.)

Lates! Hooper befare clasing fime.,

—— 0 E—

STATION STATION STATION STATION STATION STATION

WHEC B C D N I
MORNING  41.0 23.9 7.6 4.9 154 | 59

8:00-12:00 A.M.
Mondoy through Fri.

AFTERNOON 36.2 27.1 8.1 6 122 4.3
12:00-6:00 P.m.

EVENING 3.2 32/ 6.5 8.2 14.0

$:00-10:00 P.m.

SAAL i R OCTOBER 1948 thru FEBRUARY 1949
HOOPERATING
BUY WHERE THEY'RE LISTENING: —

MEMBER GANNETT
RADIO GROUP

‘Representatives: EVERETT & McKINNEY, New York, Chicago, HOMER GRIFFITH CO., Los Angeles, Son Francisco
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Andre Baruch, for 13 weeks, stooged for a different magican every week to sell the “magic” of Polaroid TV lens for all sets

Polarord paradise ... ..

TV aceessories conld be big business over the air

Bring out almost amy muiurr

mechanical  product from

cars o canieras aml it

wou'l e long before same enterpris-
g omanufactnrer s marketing a dash
bl-. IIIE --‘|||!|.1~- i dn |'\}}H:‘-III" el

= N TIIILI]"'I]II{H' accessoiv.  The
wannfacture of all 1vpes ol aveessory
procdoct= in the TS, has heeome hig

Bnsrness, ad frequently a profitable
one, With television-set manufactur-
i hooming as the newest major in-

tostey i this country, 1 was only

52

natnral that an overnight rush would
develop 1o bring out TV aceessories
a~ well,

special “television tables” along
with special TV ehairs, TV bar sels.
<wireltop attachments to mount T\
sets. as well as other gadgets. are he-
e sold b furmtwre amd depariment
Vichiteets have
arvund T\

stores i TN areas,
designed  living-rooms
viewing. and  magazines like  House
Peanniful and Bewer Homes and Gar-

dens have tackled the task of decorat-

ing a living-room where the center of
attraction 1= a TV set,

but nowhere has the field of T\
ACCs==ary \l'll.”l;.' ]"'(1” =0 IL'I"I"'” i~ Illl
the manufacture and sale of various
attiuchments for the TV set itsell.
These have divided voughly inta three
major types:  lenses. antennas. and
filters,
tential customer, and every TV deales

FExers TV-set owner is a po-
a potential  outlet.
hest advertising medium for such sell-

ing is TV itsell. since there is litke o1

SPONSOR
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TV dealers, who don't make too much on receivers, use Polaroid window streamers to tie into every Polaroid-sponsored announcement or program

no waste circulation, and the market
exists only in areas where TV stations
are operating now.

Many a small electrical or optical
business that grew up during the war
through radar
antennas or Plexiglass homber noses

yvears manufacturing

a ‘revivifving  “shot-in-the-
TV

Several such plamts. whose cquipment

receIved I

arm’ when came inlo s own.

Wils lllll'lll“l]l'll \\III'II \'I IIJI\ |ll.ll @l

end o many war contracts, have
switched over in a matter of weeks 1o
making a TV product.

TV has done some phenomenal sell-
g jobs, even when the retail price of
the TV accessory being sold is quite

When Muotors.

makers of an electrie TV antenna rota-

sizable, \crosweep

A lens is a good gift for "your television host"

23 MAY 1949

tor. wanted to introduce its new prod-
uct, it was done via a series of TV spois
{one-minute films) on Newark’s (N.].)
WATY. The
nightly, on a Wednesday - through -
Sunday schedule. 1o the middle of the
third week. more than 1.250 replies
had come in (a total of nearly 850,000

spols  were  scannedl

in potential sales) at a total cost ol
S1 per inquiry.
surprise lay in the price of the em:
539,95,

\zain, when Los Angeles TV dealer
Jerry Costigan bought a single oue-
minute spot on LAs KTEA to adver-
tise Walco TV Lenses, he was nearly
caught flat-footed |l}' the response, e
had only 100 lenses at 870 each in the

ahbout The ||i;:l;_--‘-l

store. Over 2.000 calls regarding the

"Howdy Doody" pictures were effective give.aways

lewses came in during the next 18
The £7.000 of
sold out as quickly as a nvlon shipment
\\I'I'L
]l]llll'lt"'- were still jinzglhing as calls canu
in al the rate of 1530 a dav. The cost
3530: the take: £7.000. And new lenses

liours, worth lenses

m warlime, A later Costican'-

were selling as fast as Costigan could
order the plastic. hquid-flled TV ae-
cessory from his supplier.

I-"-‘.i'l‘ll],‘_{ ]“;!k"r.“- l'[ Il\\. ACCCs=nrie=
L. Cournand Co. 1 Wal-
Richard’s Life-
Size Sereen (TV lenses). Celomat Cao.
(TV filters), the Zolar Optic Co. (TN
Motors

such as the E.

co lenses and hlters),

lenses ). \t‘ln-\\m'p Lanten-

nas). and others have [ound that the

pull of TV advertising and the accept-

Groan-and-grunters produced

53
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e Hf |\ .'Tlu“--t-!"lr'r- ll.'lh' I'l‘ll‘llillf'll
to form a growing busines<.  But no
firm has cone as far and as Tast in the
field of
Pioneer  Seientifi
ers of “Polaronl”

Like Topsy.

orowed,”

I\ dier==4r -r'”in;.: = ||Ii'
i srparation. mak-
Filters,

the Pioneer firm “just

I |'|i'\ I=piily

It = pretty much a war-hakn
fivme. havine been chartered in New
York just two weeks after the day the
Japanese struck at Pearl Harbor in
1O, Howard W, Seiter amd Gearge
R, Higman. alumnt of an ofliee-supply
fabibing firn known as Markay Prod-
acts. activated the firm in Mareh of

)

"y % \
RECO | \1 AN
'a?'. N '\-
Wa've mode | - minute lilm

wpoh lor wech componies os

Beich Con

Flarsheim Shoes
Draft

Whaotiss
Pillsbury Flour
Belaved Diamonds
Matorela

Speed Quesn Wathers
Internotianal Horveiter
John Desrs

Phillips &&

Nytrana Feads

Quaoker Oots Co
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1912 as a licensee of the then-five-y ear-
uld Polaroid Corporation te manufac-
ture or assemble various Palaroid op-
tical zadgets. most of them for mih-
tary use. When the war ended, Pio.
neer Seientifie turned 1o the manufae-
ture or assembly of various peacetime
product= that ealled for the applica-
tion of the prineiples of “light polar-
izing” developed by Polavoid as early
as 1932,

I’illlil'l'l |||1';|ml‘ a e-;lle'- nr-

canization.  ton.  handling  Polareid
sunglasses for export. Polaroid Kits for
seience  classes, Polarowd  laboratory

and photographic supplies. and a com-

Far years we've been making 1-Minute
Film Commercials for National
Advertisers 1o screen in theatres . . .
This know-how is now ovoilable to
you for your

Y
. TV Film Cammercials,
g &

We combine creative artistry (bath seript
and comera) with the sart of

sales substance thot impells oction.
We've faund out much obaut how ta
compensale far the TV limitations sa that
your films telecast brilliantly.

Moy we screen same aof these films far
yau . . . with na
obligotion on yaur part.

Reid H. Ray Film Industries

7249 Ford Porkwoy 308 So. LoSalle 51,
5. Poul, Minn. Oweoga, Winois

hination sun-hat-and-sun-visor known
as a “Pola Cap.”™ Annual sales ran
about S500,000 a vear.

In late 1947, Pioncer becan work
on a new product. one destined to be-
come the firmi’s sales leader. The com-
pany was well aware, in the latter part
of 1917 that television was making it=
bid as the newest enlertainment medi-
um.  With uothing 1o lose. Pioneer
began a research project to see what,
if any. applications could be found for
Polaroid equipment in TV, They dis.
covered rather quickly that one of the
drawbacks to owning a TV set was the
fact that several hours of constant
viewing left some viewers with the same
Kind of mild eyestrain obtained from
wizing o a fluorescent lightfi xture
for any considerable length of tine.
The TV direct-view tabe had a high
glare factor. Polaroid was a means
of glare  control. Thus.  reasoned
Pioneer, if vou put a picce of Polar-
ol film over the Dbusiness end of
a TV tube. stray light and glare would
he greatly reduced. They tried i1z it
worked. Pioneer had a wew product

"POLAROID PARADISE" PART TWO
WILL APPEAR IN &6 JUNE ISSUE

THE BROADCAST AUDIENCE

(Continued [rom page 26)

at night during Mareh <how up in the
following manner:

Shire of AMudienee
Hndio Ty

New York ThO 5 B

Town

\ rating for TV viewing is included
in Nooper semi-monthhe Program
”nnlur'r'rh'l'f.‘;.{'s. In 25 out of the 36
cittes used in the Hooperating there
was one ot more TV stations during
Mareh (sinee most of the ligures used
in this hroadeast-awdicnee report cover
March, Mareh heures arve being used
throughout 1o keep the data compar-
ables) Eighity-nine  pereent of all sets
installed were located 1 these 235 cities
INBC Data Charty. The
comparative use of rudio and TV sets

Television

at the tine when the visunal medinm

sives the aural medium its greatest
competition®  shoukd be illuminating.
Figures from Program Hooperatings

\\I’l'l\ uf 1<% \I.‘I:'('h are llrt‘ll.

Kantinge

Thny Time Waalin ™
Sundny S04 pom, 40,8 4.6
Maonduy Se80-9 p.m. A5.0 3.5
Toewdny N pam A0.6 1.0
Wednewdny o049 pom 4.0 3.5
Thursdny G010 pm, 20,58 2
Fridany S 30-0 pum, i1.0 L

*The period during which TV pets s
sreatest andienee,

SPONSOR




BROADCAST MusIc, INC.

580 FIFTH AVE., NEW YORK 19, N. Y.

NEW YORK *® CHICAGO * HOLLYWOOD

SINCE 1940
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These are not necessarilv the hours
during which radio reaches its greatest
audiences, but hours during  which.
af |'|-|=|1:|;; to all TN rt'!nll'l‘. the visual
medium i~ hitting on all tubes,

The Nielsen Radio Index. which has
ri'rl‘lill} extended it sermviee o b
representative of the entire nation. as
the Nielsen ovganization sees il. enr-
rently reports further inereases in radio
li:-ll'liiil;_’. \H'nu]illg Loy \l“ 'F]I ,T{lll'll-
arv. 1947, the average hours of hsten-
ing per home per day were Ld, In
January, 1919, reports Niclsen. listen-
ing an the same homes rose to 5.1
hours per day.

Because of the increase in the nwm-
ler of radio homes. this increase in
number of hours spent with radio
means (according to NRI figures ad-
justed o the current number of radio
homes1 that the hroadeast advertiser
i~ “the beneficiary of an increase of
2077 in the total home hours of radia
listening.”

\RI's figure for cost-per-thousand
homes reached by the average network
Bioadeast has dropped [rom S1.69 in
January. 1917 to 5163 in January.
1919, Nielsen also stresses. in the cur-
rent report he is making to advertising
agencies, the faet that radio, unlike
most other advertising media, 1= not
atatic — that the audience an advertiser
reaches this week is not 1009 the
cume as the audienee he reaches with
hi= next broadeast,

IFor a specifie prosran. he veports
a single broadeast reached an audience
of 12,577 which heard 2.5 commercials,
This A0minute evening program liow-
ever reached 274877 of the radio homes
during a four-week period, The cumu-
lative audience heard on an average of
LY commmercials during the fonr-week
period. This audience-turnover factor
I~ nol present with  Dlack-and-white
advertising. which  reaches o the
most part the same andienee week after
wieh. even though the |ml»lil':lliun 1=
one that i= =old primarily on the news-
<tantls.

One of the reasons why davtime
serial= are so effective is also the awdi-
enee turnover. Nielsen reparts that one
S opera which he rates as 8.1 for
i =ingle broadeast reached 3120 of
the radio homes during a month 120
broadeast=). On the ane airing. the
averaze listener heard 18 commercials,
On the 20-hroadeast hasiso the average
Bou=ewife lieard .7 commercials,

Practically all vaihio rescarch on the
bromdeast andience is home researeh.

55

It i= also generally 1exeept for Nielsen )
one-sel-per-home research,

This underestimates actoal Dstening.
A recent survey conducted by Pulse
ol New York for WNEW  produced
the first set of ﬁ;.:ul.'(‘r- indicative of ont-
ol-the-home Listening, The sample was
small, and neither Dr. Rostow. head of
Mulze, nor WNEW makes any world-
shattering claims for the study.

Out of a =ample of 1.000. Pulse
reported that 2687, 28.7% . stated that
they listened to radio away from home,

Awany-from-home  listening

Whieen Percent
Visitige 320
At 20.4
Waorking 26.4
Outdoor (portable radios) 1.0
Restaurants, bars [
Retnil stores Tosb
Clubis, schools 1.4

The number of outdoor listeners is
low becavse this survey was made dur-
ing a month (March. 1919) in whieh
warnt days were at a minhmum. A
further study will be made during the
summer which will no doubt confirm
the findings of WOR and other studies
which were reported  in sPONSOR™S
Swmmer Selling (9 May) issue.

The figures of “at work™ audience
are anteresting.  The listen-while-you-
work audience has not been ehecked
proviously. WANEW's intevest in “away
from-home listening™ is like the iuter-
est of all independent stations in this
audienee. hased upon the [aet that non-
network station programing of music
and news is tailored for the vagrant
ear. It's a vital audience. an earning
and spending audience.

The FM audienee is also bigger than
indicated in most surveys, Over 5547
of the 13.3 FMecquipped homes in the
New Yark area use their FM sets at
least onee a week (Pulsed. As base-
Lall hecomes more and more important.
that FAL figure will go up and up.
since davtime radio sounds better in
the summer anoan PN sete especially
in arcas beset l[\ man-made statie. In
many other cities, the local M sta-
lillll}h are ll|t' Hll]'\ Iﬂ]t’('l.‘- onNer “’I]il'h
cood daytime signals carrving the
hasehall games are available.

The composition of the hroadeast
audience is also changing. In the last
five vears. the average listener has
added one year of education. That's
trne of the total population of the U, S..
and 01.2°7 of the nation have radios,

In 19HL 80170 of the UL S0 was 60-
T vears old. In 1950, this becomes
0.3 The over-75 group is increas
ing also. In 1910 it was only 27 of
the nation’s population: in 1950 7t will

he 237, This means the over-60
group will number 3.166.000 at the
end of this vear. This segment of the
population has more leisure than the
rest of the U. S. s IlU)ilig power is
considerable also.

These figures of the National Re-
sources Planning Board are important
to advertisers heeause little or no copy
is being addressed to this group on or
ofl the air.

The broadeast audience is zrowing—
is growing better educated— is growing
older: the latter despite the upped
birthrate sinee the end of World War
11.

To the inereased radio andience has
been added a new audience, the TV
audience. The inerease in radio homes.
the uncovering of out-of-home listen-
ing. the inerease in hours of listening
all tend to make the recent predictions
that TV will pass radio in importance
in five vears scem at least far-fetched.
With the competition of the visual
medium. radio i= being foreed 1o find
out new  things about it audience.
Advertisers with new facts and figures

with new knowledge about who s
hearing their commercials—will also
have to re-evaluate the broadeast adver-
Bising medinm.  No part of it has
started 1o shrink—yet. + = e

THE UNIVERSAL LANGUAGE

{Continued [rom page 25)

WSM carried four nursery aecounts
on Grand Ole Opry. as well as on
carly-morning hillbilly shows.  Three
of the nurseries offered froit trees at
2195 cach. the fourth a flower plant
at 1. Total dollar volume for these
four acconnts was more than $350.000.
of which $66.000 was received by the
flower firm: the three other nurseries’
total of lhetter than 3285000 repre-
sentedd =ome 57.000 orders. Average
cost on all the 195 nursery offers
during the entive period was 00 cents
per order. with one of the firms re-
ceiving during one month (January.
19441 such a volume of mail that the
actual cost per order was only 22
ernls,

The WHW 1A tamboree, on  that
Wheeling, W. Va. station. has a
lengthy list of satisfied local advertisers
who strongly attest 1o the continual
pull of folk artists.  Jamboree. aired
cach Satnrday night for four hours
hefore a live audience. and now in
its 10th year, points to such mail
records as one quarter-hour participa-

SPONSOR
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tion resulting in 2.703 magazine sub-
seriptions. one five-minute  participa-
tion producing 1.232 §1.29 hosiery
orders. a 15-minute slot selling 973
sewing machine attachments at 31
cach. another quarter-hour participa-
tion pulling ST87 for that number of
plastie and a  five-mimite
period  sellmg 91 tableware
$9.95 each.

Stories such as the following ex-
perience of KWTO. Springfield. Mo..
with a local advertiser are as numerous
as the hillbilly performers and groups
who are responsible for them. A loeal
KWTO account advertise
a mail-order produet for £1: the item

ﬂ]]l'litlﬁ.
sets  al

wanted Lo

could be obtained ounly by writing to
the station, A live-folk-musie act with
a large following was reconimended to
the account by the station.  This was
not agreeable to the sponsor. =0 a
15-minute recorded show was decided
upon and programed with a resound-
ing lack of resulis.

Shortly alter. the advertiser switched
to a live-talent group. uwsing popular
and semi-classteal musie,
still slow in coming.

lResults were
Finally. rather
than give up. the elient was persnaded
to try a hillbilly unit. in spite of his
distaste for this type of program. The

distaste rapidly evaporated in the face
of 25.000 21
average of 902 cash orders per week.

orders in 26 weeks, an

or 137 a day, The advertiser realized
S137 for every S15 mvestment. less
than he had |nl||;_-l'h-(| for the camn-
patgn.

The files of WRVA. Richmond. Va..
vontain a similar story (many of them.
for that matter). Lightwer Poultry
Farms had had. i 1947, a moruing
billbilly—on  the  station,
advertising baby ehicks,  Because the
show was not pulling well. WRVA
suggested 1o Lightner that it change

show—not

itz time and program formal and move
into a of the station’s Old
Dominion Barn Dance, Through the
sprimg months of 1917, the show sold
50.000 chicks weekly for Lightner. to
the point where the company had to
cancel il supply  was
haunsted.
returned to Nd Dominion Barn Dance

segment

bhecause x-

Sinee  then. Lightner has

as a regular partieipant.
WBT. Charlonte, N, C..
months ago started a new folk-musie
(Dewey Price and the Dixie
on a three-times-a-week sehed-

=0y r-ral

group
Trio)
ule. In a matter of three weeks. audi-
ence acceplance  expanded  the  pro-
gram to nine times weekly. Three

local sponsors split the nine quarter-
one of them. Tube Rose
Snufl, reports an average inail pull of

hour shows:

530 letters per week. on an offer of a
four-leal-clover eliann,

I"olk [orm is a
powerful audience lure. also.  In the
first nine months of last the
WCKY (Cincimatiy Jamboaree — a
four-hour  seven-nightz-a-week  platter
program conducted by Nelson King
!-_-nld SI._IIS::,,'G:_’ \\hi'!l! ur I||['I'l]l.‘li|l“hf=
for its The
total rl'prn‘il‘llll'd O17.000 orders.

music in recorded

vear,

direct-inail  adyvertisers,

Individual case histories tell a more
detailed story. 'l he Pieture Rine Com-
pany of Cincinnati lor two-and-a hall
months used a one-minute annsunce-
ment on WCKY's Jamboree to sell a
ring with a picture in it for 81, Re-
sult: 7511 rings sold. an average of
With 25

anpouncements during one month and

more than 100 orders a day,

a day. the London Speetalty Company
through  famboree.  5.387
mail orders for its sewing-machine at-
tachment ‘-t'"ill:_' for
came {from 21 states and Canada, with
927 of the mail pulled from the ten
states in WCKY's listening area,
Ranch Rhythms. Mondavs through
Saturdays 10-11 wm. (Central Stand-

fl't‘(‘i\ l'lI.

E‘l. “l'rlltlﬂ.\l'

Fhnonucing

the formation of

ADASONIC ENTERPRISES

INCORPORATED

Scripts *

Animation

with STU DIOS at

Twenty East Forty Second Street, New York 17

Telephone: MUrrayhill 7-0463

PRODUCERS AND CREATORS OF 16mm FILMS FOR TELEVISION, INDUSTRY AND EDUCATION

*

Spot Commercials

*

Complete Programs
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ard e ) (13}] \\H”\l \|n':11§'l1i~.
Fenm Famuwary of this vear had a
i1 wr ol 1AL as agamst 3.0 lor gls
nearest local competiton

I Iy I hundred=  of  <timilar
STIEL 1 the Biles of these local stations
which program  folk-minsic acts  and
perfurmers, Folk musie has an appeal
that parently s universal. 11 and
its proponents have the knack of doing
what ne other tvpe of radio entertain-
menl can approxaimal amd that s

cling listeners on I'I]l]-ll lernis.

Fhat's why [olk munsie [rry = ofl T
I~

peeudo-sophi=ticates  among

wh ertisers on local stations.
the

local
ST
pational advertisers and therr Carnegie
Hall-minded auencies vealized i, Un-
til they do. they're bhy-passing o nice
Jice of the sales revenue to he derived
fromi a wuch maligned. hut very pro-

ductive. tvpe of hroadeasting, « o«

NOW!

5000

WATTS

HANNIBAL

COVERING THE

HANNIBAL-QUINCY
TRI-STATE
MARKET

42 COUNTIES OF
PROSPEROUS Md/‘/{’ 7};’0/}) [ﬁﬂﬂi

ILLINOQIS » TOWA « MISSOURI

MNATIONAL REP, — JOHN E. PEARSON (0.

eWulacf i Nalarork

1070 KC

ssasdinneit
$OWviwE Tul Sigw
YA TATE

1000 wat?s of wifl

DAYTIME SERIALS

(Continued [rom page 15)

the
theory that they know better than an-
listeners will like.

illustrates a vontinuing

-1-'I\i‘:.'|!- oIy, LR} ]

appuere ntly

one else what then

111-'“:! (4]} i'l"'}']llll \\il“il ”I"\ ]"'li"\'

=lar

will command a broad and eonsistent
Thein

havee been well-justilied 1o

seeim= o
tate .“u'
Mamments. however, would he the last

mleresL. judgment

Lo insist that their Tormula is the only

one that will
Writers of

<200-5500 a week for hive serpls, un-

conmmand a Tollowing

S DpeTis ael from

less the writer owns the show. in which
The

majority of writers get between 8200-

case e may get up o 1,000,

<250, with Hanomert writers getting
about 350 less for comparable work

\thoush this 3= a velatively low in-
K50 » la, PLAITE WYAN. JITE
EAVENWORTH CLINTON RAY LAFAYETT
OHNSON DOUGLAS JEFFERSON CA
TCHISON BUCHANAN CALDWELL HO
ALINE DONIPHAN ANDREW  DEKA
AVIESS LIVINGSTON C M,
FANKLIN  OSAGE

SCHUYLER SCOTLAND WAPEL
PPANOOCSE WAYNE DECATUR RINGGOL

AYLOR PAGE FREMONT OTOE FILLMO|
THAYER JEWELL REPUBLIC  MITCHELL
-LOUD OTTAWA LINCOLN ELLSWOR

UCE  McBHERSON RENO  HAR

12

Yessirl 213 boaming counties
lie inside the measured Yy mv.
cavernge of KCMO's poawerful
50,000 walt beam| Add ta this
superchorged signol, pregram-
ming that's carefully tuned 1o
Mid-America listeners, ond you
have a farmulo for low cosl
per 1,000 caveragel

Kansas Cily's Most Powerful Station
50,000 Watts Dey-
time—Nan-Directional
10,000 Watts Night—
810 ke.
KANSAS CITY,
MISSOURI

Basic ABC far Mid-America

THE (D7¢y STATION

THAT.COVERS BOTH

HALVES OF THE

" VANCOUVER AREA”
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come for the }-II”i{]_E power of their
scripts. the majority of dayiime serial

writers are not “hacks.”™ despite that
label by erities who do not under-
stand the function of most dayvtime
serials.  The talented work of Orin
Tovron. Addie Richton and Lynn
~tone. and Martha Alexander, to name
but a few. i= consistently more than
“adequate.” The eonventionalized situe

attons and treatment (customary in all
folk literature) of --u.'lp.
aceonnts for a great deal of the “hack”™
eribieisng.,

Warne found the

writer’s <kill in producing emotions in

o=t opera

and 1lenry
certain patterns was profoundly  im-
portant in winning and  Keeping  lis-
teners. They did not allempt 1o cor-
relate this fact with intensity and fre-
quency of listening.,

I:l"'l'.'ul'll \\II“ ]Il'i\il]l' =one answels
Lo this question when sponsors demand
them. 11 the vorrelation i< nnportant,
as tentative studies seem 1o indicate.

the role—and  <alaries  of davtime
serial writers will become more im
portant.  More @ood writers will try

therr hands at ~Oap opera.
When technigues of harnessing emo
tional

context  to conumereials

alre
furthe worked oul. the role of the
writer as high priest of emotion will
be elarificd and confirmed. He'll still
have o eontend tnecessarily 1 with

producers and sponsors. But those new

robies <hould wear well & & &

CUTURICA

(Continwed  from puge 27)

Be that as it what
\therton was saving meant abandon-
the thinking that had
erned Potter’s advertising poliey  fo

pean irip. mav,

el nf TN
nearlv 60 vears.

It wasnt that Cutienra Soap and
Otntment. leaders of the Line. weren't
selling well  they'd never sold hetter.
The small-space newspaper amd maga-
adl had  gradually
bailt o that enabled the

o elaim leadership in s

zine combination
dominance
l“'lll!l-!ll\
(ITRON
Fhe original fimme known as Weeks
& Patter.
pharmacentical

manufacturer  of
e

product developed for retail sale was

wis o

products, firsl

Cuticara Ommtment o 1878, 1L was
followed  shortly I Cutieora f“‘1|.‘1|}.
comtaining  similar  medieation, Al

SPONSOR

,———_|



though o talewm. shaving stick, and
liquid antiseptic were later added 1o
the line. they account for only a small
fraction of Cuticura sales,

The first national newspaper adver-
tising for Cuticura broke in 1880, the
same year New York's City Fathers
tried out electrie lights on Broadway.

The company’s  basie  advertising
themes haven't changed in seventy
vears: what the individual with skin
blemishes stands to lose beeaunse of his
aflliction: what he stands to gain when
they disappear -after use of Cuticura.

The Potter directors were well aware
at that turning point in 1939 that ad-
vertising  practically  alone  had
Potter products to the consumer. The
company has always sold exclusively
through  jobbers  and  wholesalers.
(With the exception of chain stores
to which they sell directly.)

Analysing the problems conneeted
with selling medicated skin prepara-

sold

tions, Atherton concluded in 1939 that.
despite the company’s strong position.
the time had come to give their ad-
vertising a vigorous shot in the arm.
He proposed a national campaign of
transeribed

one-minule
menls,

Announee-

-

Potter was spending at that tinw
roughly 3350.000 a year in daily news-
papers, farm papers. and magazines,
Newspapers gol about two-thirds of
the allocation.  Magazines, including
women's serviee and professional mag-
azines designed to reach doctors and

2
slightly less than 2,000,

I's never been possible o collect

aceurate data on the wnsers of medh-

nurses, got about 335.000, farm papers

eated skin produets beeavse of the
reluctance of many users o discnss
the subject. In eity after city where
consumer survevs have bheen taken. a
medicated soap pever shows up in a
st of even as many as a dozen soap
brands. In one rave instanee Cuticura
found itsell at the bottom of a list,
with 17 of the sample.  Retailers
know that the figure was a substantial
underestimate,

Advertising copy on medicated skin
pl'r‘pm‘alic_u]:— for years had tended 1o
stress the unsightly aspect of skin con-
ditions the produoet is designed to rem-
edy. One natural reuction to this
approach was a feeling among many
users that the medication ingredients
must be rather potent to make good
the claims for the preparation. A fre-

_‘_-“““‘-\...

| Vgl

BOOMERANG!

I'm sorry I ever heard of KXOK. My life is miserable. You see, I bragged to
the boss about our program's low-cost-per-Hooper point on KXOK, like you
suggested, and he just grinned like a Cheshire and said: “That proves what
you can do when you really try. Now go into all our markets and get as good
a buy as you did on KXOK." You and I know that’s tough to do... but

how can I convince the Boss?

Dear On-The-Spot:

On-The-Spot

Your Boss situation is going to be much worse. Wait till he finds out KXOK's
high Hooper position during March, 1949. When KXOK's rates are balanced
with its share of audience, the combination is terrific. You and I know the base
hourly rate on Station "A" is 57% higher than KXOK'’s, and Station “B’’ has
a base rate 32% higher . .. yet they delivered only 159 and 2.4%; more audi-
ence during March. Better not mention KXOK's powerful signal at 630 on
the dial, reaches 115 counties in six states, daytime, in mid-America.

Basic ABC

23 MAY 1949

5,000 Watts

KXOK, St. Louis

630 on the dial

A “John Blair" station

Portrait
of a home
tnn SCARSDALE

It wasn't easy to leave this
home, and it won't be easy
for you to leave it afrer
you've seen it

This is the home that Arthur
Hull Hayes left when he
moved from New York to
head CBS in San Francisco.

It's a home of many beautics,
center hall colonial with
open staircase to the third
floor. On the first floor is a
sun room, dining room, but-
ler's pantry, breakfast room,
and kitchen. Of course
there's the front and rear
hall as well as powder room.
The second floor includes
one master bedroom with
bath, two more bedrooms
and another bath. The third
floor contains two bedrooms
and one bath. All five bed-
rooms are large enough to
comfortably  accommodate
twin beds.

And the surroundings are
something to behold. It's a
corner lot, beautifully land-
scaped, with a driveway bor-
dered by fruit trees. A hem-
lock hedge encloses the back
yvard which is large enough
1o contain a tennis court.

As for Scarsdale, if you don't
know it just inquire among
New York's advertising fra-
ternity. lts schools are na-
tionwide famous. It's only
34 to -0 minutes by New
York Central to Grand Cen-
tral Station.

Phone Mrs, Hayes at Scars-
dale 3-5122 or

Write

SPONSOR, Box 17
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quent beliel that regular use of medi-
caled =0 I =0l sood Tor the skin is
another  problem faced |I_\ all pro-
ducevs of =uch products. That 1= one

reasont \rmour s promoting exelu-

sively  the deadorant qualities of s

| hal Soap without mentioning its ger-

micudal property.

\iil-'li"ll Ill'tlll' hi-— radio }II"]""‘\II
acainst  this  backeround of -]u'riil]
problems and a markel which was
changing so much that the g sue-
cessful advertisine  formula was no
longer adequate. Potter ollicials zave
Vherton the go-ahiead.

They  approved  first a <lash In

Taviric

IN THESE 14
VIRGINIA
COUNTIES
THERE ARE

108,060
RADIO HOMES

= ..t'\n
*
& /

Here is the Distribution WDB]

of audience in this

- . Slation

nine-station area # Statian
Stalion

"Hooper Listening Area ‘I, ;

Coverage Index Fall 1948

1949 marks WDB]’s 25th yean

SOUTHWEST VIRGINIA'S ﬂmm RADIO STATION
VRS T N KA~

CRALENBRILR

L ] LEw!sm:ga

nearly half in the printed-media hudgel
and then the purchase of time for two
across the
markets.
This two-a-day schedule has since heen
followed Iut

el announcements a day

Loard on stations in major

with  [ew  exceptions,

\\I'I.I'II' fonr '-I‘I'il"-, O I.Hl' -'.‘ll'll SCAR01.
were used originallv. now only two
series. winter and summer. are em-
ploved,  Each tneludes about 19 an-

Houneemnenls,

The campaign started in 1939 with
30 to H) slations. S50 kw
with 1!‘.-‘-!'[-[u|\\l‘|i'i| outlets. lll‘[Jl'illlill_:

chavacteristies and the char-

market

on then

acteristics of areas,

2 }\ ® STAUNTON
. HOT SPRIGIN

'Vlﬁ

ROCKBRRIDGE
® COVINGTD

F ALLLGHANY
-’

CHARLOTY

FITTEVLYANIA

PATRICK

CatwelL
TOoKES ROCH INGHAM

C A RO LIN

aRLNYE

TADRIN ’ FORSYTH I GUILFORD

ol service to Re

ALAMANEE | ooycr

37% 34% 249,
A ]
D
:
H L1

roanoke and Southwest

Virginia—WDBJ's 20th year with CBS

Aslk

WDBJ

Free & Peoter

for

avarlabilities—now!

CBS « 5000 WATTS » 960 KC

Owned and Operated by the
TIMES-WORLD CORPORATION

ROANOKE,

VA.

FREE &% PETERS, INC., National Representatives
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In 1940 the printed-media budget
slashed =il [urther to
S160.000 dollars. and a few more sta-
illllll‘.j. '“il'
uses b3 stations. approximately halfl of
kws. The total
budgel. aceording to estimates. is about
S300.000-1.000.000 for 1919, spht two-
amd the
165 daily newspapers and a small lis|

wis aroumnd

Ltons were COMpany now

them 50 advertisinge

thirds in radio remainder in

of farm papers. WOIEN s service nmaga-

zines.  general magazines. and

{lrl'

pro-

fessional magazines doctors and

nurses,

The
mmmediate
fore 1the

[Ih'ln‘

radio campaign didn’t produce
hut be-
first _\l'.'ll.r- npl'!'illilﬂl ended

sen=ational results.

was no question of continuing
a2-week basis, A steadily
that
\therton's estimate of the condition of
the market was correct,

In 1913 Potrer
=0 S00L000),

radio on a

-llil'-'l”‘ll’l!: .‘--'_I]i‘!"- curve |Il'lh\i'f|

1“-' il IiiI*—}ill‘.-:- uf
according (o trade
\ substantial pant of this

i[rnl!l

iearly
eshimales,
total
in Great DBritain. Australia.
and South Africa,
was established last vear in Drazil.

\therton felt that
elfective

came forcign subsidiaries
Canada.
Fire. \ new plant
radio would be

more with a “soflter” com-

First Homemaker

ELLEN ROSE DICKEY RETURNS
FOR WLS 25th ANNIVERSARY

I 1921 Ellen Dickey  pion-
|;](Iil' Ill']]ll']ll;lkil]; (811} \\ i..\_

Like other oldtimers, she kept in touch
with her

Rose
I"l'[l"]
“alma mater” and this vear
paid WLS a visit in conneetion with
its 25th

Martha Crane
terviewed Vs
I.ll'"E.“.‘-

merchandising counterpart of the early

anniversary celebration.
and Helen Jovee in-
Dickey  on "WLS

Feature modern broadeasting-

dav homemakers” honr. Martha took
over Homemakers” in 1928 in 1935
was Joined v Helen Jovee in the

Foods team which has talked
1o Chicazo area honsewives cyver siee.
Mrs. Dhiekey was told about the

chandising

Feature

nw'r-
aroup which calls ou oven
.30 key retail Tood outlets in hicago
and  suburhs. }'F|m|'|ill;: 0l |ll'lllhlll“
WIS Foods

\merica’s hest known women s
fnl'u'

i America’s second market-place.

WLS
1924 — — — 1949
Chicago 7

Represented notionally by John Blair

advertised on I"'eature
o rlf

[}]::;' ramns .ll]i] ia ]ul\\"['f’ll] ‘l'”"lll:l

SPONSOR




mereial approach than cwmploved i

printed copy. One of his first experi

menls was using music Lo introduce
the =selling message.  He signed  a

famous bavitone to o a =eries of spot=
ol Hi'-pil.-
pl'nll':-lill}-'
“heautiful™
commercial, the
Women are the
with a smaller

anonymously, Course,
letlers
ruption of the
llle'

cura.

mler-
by
Cuti-
principal pur-
but still sub-
stantial proportion of wen using the

the
music

angrily
r-l'I'i!'«- --Ul'li
chasers,

m oducts.

The eflort to
ways to present the same basie themes

“Illl more  eflective
wis .'*l.l’lil)l’i.l up in 1945 when John A,
Atherton, son of head man J. Wilham
Atherton. joined the ageney as
director. A
with numerous serious compositions to
Jolin Atherton has experi-
mented with musical devices.

radio
professional  musician
his eredit.
as well
as other ;l|>|n|u;u'hl'- to selling Cuticura
])l'mhl('l.*--
Commercials done

wholly in verse
set to music. in fairy-tale style, and
in various forms of dramatic dialogue
have been used. H('ill;_' “one of the
boys." in a manner of speaking, Ather-

ton has been able to form a five-piece
of musicians  from
New York's most famous svmphony

string ensemble

97,410 Radio Homes

in the area served by

KMLB

the station with more
listeners than all other
stations combined —

IN N.E. LOUISIANA

Right in Monroe, you con reach on oudi-
ence wilh buying power comporoble to
Konsos Cily, Missouri, 17 Lo, porishes
ond 3 Ark. counlies ore within KMLB's
milevolt contour, Sell it on KMLBI

MONROE »

LOUISIANA

KMLB

MONROE, LOUISIANA
% TAYLOR-BORROFF & CO., Inc.
National  Representatives

% AMERICAN BROADCASTING cO.
5000 Watts Day 1000 Watts Night

23 MAY 1949

orchestra

by himse

ms with
Potter

credit thei

of the Ch
riscn ste
cienl ma

the comy
rapid tur
retain fo

ll;

helter

s to record music tcomposed  about one 1o [our
11 for hackegromuds and tie Hl"-liill a falline-ofl in total earn
Culicura anmouncements, imgs in 191 because foreten buvers
“III;_' & Chemieal oflicials  couldu’t A | dollar e hanze. sales
it 52-weeks-a-vear radio cam-  the | nitedd States conbinued at a lieh
[l.‘li:_'ll with a vital role in the behavior level, and the o I ERR TR} 1:-|m11i-i| i
ticura sales curve. which has  steadily-increasing sury
adily. Inereasing sales. effi Radio didn’t make Cuticura, 1t dil
vagement. plus the fact that  add a huge potential to a market that
any’s products have a fairly  was fast oulgrowing Cuticura’s pre-
nover, have enabled Potter to 1939 attack. The next step. accordin
r nel working capital about 1o radio direetor \therton. will be ex
800 of a tangible net worth (in 1913)  lensive Llesting o determine the efleet
than 81.225.000. The net of a new musical approach he's work
ratio to working capital i= ing on to selling Cuticura. . .o

lability

PAUL

SURE.
SOME Chimgn stations

can “reach” South Bend

but the audience

LISTENS
to WSBT!

You want listeners, not merely signal <irengtl.

S8

SOUTH BEND

for vour radio dollars, Listeners are wha
vou get on WSBT. This station 1s the over-
whelming choice of listeners in the South
Bend marker, No other station—Chivago,
[m :J.I. or I'Jw'\\ ill re—even comes close in
Share of Audience, Want prool? See Hooper
5000
H. RAYMER COMPANY + NA

WATTS CBS

60 KC

TIONAL

REPRESENTATIVE

6l
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Too many jobs

Several miportant developments have
evalved sinee the National Association
of Broadeasters decided 10 =set up the
Broadeast Advertising Burean.  First,
it has been agreed that the BADB will
function from the capital of advertis-
inz. New York. Second. the Bureau is
set o do an intensive promotion joh
for the side of
something long overdne,

comercial radio

There is a big rub. nevertheless, The
BADB is hiting ofl a number of extrane.
ous jobs which are not diveetly velated
Lo selling advertising on the air. These
jobs. sueh as the problems of station
rale cards, code. and like nmallers. are
It they
not part of its promotion,

part of air adverlising. are

Applause

Don't kcep it sccret

Maost ideas and programs developed
Ly sponsors amd stations are held 1o
Lo i|n'1']:. dark seerels. \
adverti=sing Tormula i= tied and found
cuceesslul. \1

ageney wrap it up inoa light package

broadeast-

vnee the sponsol ;Hlll
and put it ina vaull, This is espeeially
true i the case of selective hroadeast-
dillicult  for

just what their

where i1 is mosl

il

competintan i doing. DBolova, Tor ex-

in_'.
sponsors o ol

ample. develaps a ten-second station-
lll'i';lI\ for |\
endeavors 1o keep the idea secret. and
also 1o kr‘:‘|r caonhdential the list of
\ real effort

Bulova

formula and at onee

~tations whicl it is using,
Keep the

Balova’s propenty.

i~ anade 1o idea
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The BAR must stick to its last, Its
£200,000 far il il's
spread over a number of varied pro-

won'l go very
jects. Used for sales promotion to sell
broadeasting as an advertising medium,
under the eflicient direction of BABs

Mitehell 2t can accomplish wonders,

New approach to summer

IMroughout the industry, sPONSOR’S
semmer Selling issue (9 May ) is De-
g used o open doors on a new
approach to the good old sunnner time.

Much that spoxsor reported is not
new. What sroxsor did was Lo suther
existing material together and bring
it to the attention of sponsors and
;ll:__',l'lll‘ll':-.

The general concept has been that
listening shows a decided drop in the
humid days. The

available

research  material
that the

hroadeast advertising audience may he

indicates sunmer
as big. il not bigger, during cerlain
hours of the summer day as it is dur-
ing the rest of the year.

There are new summer studies heing
made throughout the nation. WNEW's
report on listening away-from-home is
only the beginning of that station’s
investigation on listening that can’t be
checked by telephone surveys.

What II:Illi'u'li.‘- to the listening of the
millions  who take long  automobile
trips is also being studied by vacation
bureans of which

states i vacalion

travel and v-[n-mli:l:_' are irlipnl't;lni.

Sometimes the vanlt and the “con-
\"f"l'l\'. \iilll' nfll'll
they're just delaving tactics. for the

fidential™ routine
mformation finally lands in the hands
of the l'ulrllu'lilinll and the station hst
Lecomes seneral industry property.

Our thesis is that prompt full revela-
tion would e bound to help Inoadeast
advertising. The more that i< known.
the mare effectively does all hroadeast
advertising Tunction. What helps one
helps all,

That is the basis for the operation of
the Association of Tndependent Metro-
politan Stations.  Each station agrees
lo wrile to every other member of the
VIMS group monthly. giving them in-
formation of new programs and pro-
motional ideas. The stations are non-
competitive and the exchange is volun-

Summer broadeast-advertising think-
ing has been started in a new direc-
tion. SPONSOR is going to make i1 a
continuing projeet lo report ou the
effect of summer advertising hoth on
a H2-week basis and on special seasonal
campaigns,

We've only started  reporting  the
facts of summer selling on the air.

Radio helps the auto dealer

Broadeasting can and does da a
selling job. There are very lew who
dispute this on an over-all basis. There
are. however. many who say il ecan’t
sell us. I's okay for Jones or
Smith, but for mie it won't do a job.™

That isn't so. DBroadeasting can and

flll'

will do an advertising assignment for
any lype of husiness which calls upon
i 1f it's employed corvectly. For years

automotive  dealers  would have no
truck with radio. A [ew dealers did
experiment during the war. A few

others  deeided wot 1o advertise by
rote. A cross-section of Lhese aulo-
molive dealers  and  manuflacturers
have case histories which spoxsor

feels rate speetal attention. Twelve of
these case histories have been collated
and are reported upon in capsule form
in this issue (pages 30 and 311. We
make no pretense that this double-page
spread of capsule case histories is com-
plete. It s instead. just indicative
ol what can be done when broadeasi
advertising s utilized effectively,

tary. but if a station skips three months
it’s dropped from the association.
Results are indicated in the manner
in which non-network stations in basic
market areas have grown in hmport-
ance. The expansion of stations like
WIHDI (Boston) and WHIN (Memnp-
his) is no accident. Each has developed
its own formula.  Each has adapted
ideas developed by other metropolitan
The

huge audiences for these non-network

independent  stations, resull s

stations— huge audiences [or national
selective advertisers . . .. a hetter hroad-
cast-advertising andienee and a betler
serviee for the men and women who
listen.

The

long applavse,

AIMS formula rates loud and
It should hLe (](‘E‘l'lll{'l]
and wsed by all who live by radio.

SPONSOR




What a Report Gardl'

of all statiome checked! By BMB
/5000 70 50000 mm /

WKY advertisers know it . now the BMB reports show it! Of all
stations checked in the latest BMB test survey . .. WKY is first on all six

counts. Not just first in Oklahoma City . . . not just in the Southwest . . .
but TOP RATING of stations checked from coast to coast.

No wonder, when you're down here in the Southwest where business is

best . . . you hear so many people say ... every day ... ”l heard it
advertlsed on WKYI”

* Test made during October-November, 1948. See Sponsor-Page 29, March 28th Issue.

I WKY

| 930 KILOCYCLES ® NBC

f,oxlnuomn I

Owned ond operated by:

THE OKLAHOMA PUBLISHING COMPANY
| 1 WKY, Oklehema City
The Paily Oklahoman *

Oklahoma City Times
The Farmer Stockman
REPRESENTED BY THE KATZ AGENCY, INC,




Yes SIR, that's the kind of a salesman you get when you
put WJW on your payroll . . . a salesman who knows all the angles when
it comes to backing your radio program with promotion, publicity and
merchandising! For further details of this salesman’s capabilities phone
or write WJW or get in touch with Headley-Reed.

‘°’m‘,,

BilLL O'NEIL, FPresideni

—

\n\y_{»‘;‘;_gh._-

(.'}'&k?,é?

BASIC

850 KC
ABC Network CLEVELAND 5000 Watts

REPRESENTED NATIONALLY BY HEADLEY-REED COMPARNY




Scanned from the collections of
The Library of Congress

AUDIOVISUAL COMSERVATION
at The LIBRARY of CONGRESS

Packard Campus
for Audio Visual Conservation
www.loc.gov/avconservation

Motion Picture and Television Reading Room
www.loc.gov/rr/mopic

Recorded Sound Reference Center
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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.



