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[reatest Show
I Virginia

WMBG
WTVR w
WCOD

Throughout the length and breadth of Virginia
there’s nothing to equal Havens & Martin Stations.

Top attraction is WMBG, with its scintillating
combination of NBC and local highlights,
high on the applause list since 1926.

WTVR is Virginia’s only television station.
Where but WTVR can Virginia viewers turn for
visual wonders gathered the world over by NBC-TV.

Nor is FM forgotten. For WCOD serves its
enthusiastic audience.

Small wonder that the Havens & Martin trio are
the First Stations of Virginia. Small wonder that
they're preferred by national advertisers

who know Virginia markets.

Trysl Slheatoiires f// “’Z-'/}y/}zz.'m

Havens and Martin Stations, Richmond 20, Va.

John Blair & Company, National Representatives
Affiliates of National Broadcasting Company




Pat Weaver really
boss of NBC-TV

Death of Regula-
tion W spurs credit-
furniture ads

CBS sells
Roi-Tan Joan Davis

FLQG organiza-
tional committee
starts work

Farm news at
all time on air

Folsom's 2nd in
command now
executive v.p.

18 July 1949

Pat Weaver, new NBC TV-vice president, is first network executive
since Frank Mullen to have web's TV operations under his wing
100%. Sales, engineering, and programing all report to Weaver who
takes over 1 August. Weaver is bringing Fred Wile, Jr., along from
Young & Rubicam to backstop him at web. Weaver appointment means
that NBC-TV is virtually autonomous operation.

—-SR—-

End of credit restrictions (Regulation W) will spark increased com-
petitive air-advertising by furniture credit houses and appliance
dealers. Pre-war, more money was made frequently on charges for
credit than on products themselves. Credit furniture firms have
always found broadcasting tops among advertising media. Semi-annual
Chicago furniture market last week reported better sales to
merchants than in January but only in low-priced field.

= R

Effectiveness of network packaging of programs is seen in recent
CBS sale of "Leave It to Joan" to Roi-Tan Cigars (American
Tobacco). Program features Joan Davis and bowed sustaining 4 July.
It will fill first half hour of hiatus-vacated Lux Radio Theater
time until 9 September when it goes commercial and shifts to
Fridays 9-9:30 p.m.

=SR—=

Foreign language broadcasting will not flounder from now on. Ralph
Neil (WOV) heads Foreign Language Quality Group committee which
includes Frank Blair, Jr. (WSCR), George Lasker (WBMS), Samuel
Sague (WSRS), and William Jory (WJLB). Plans call for actively
selling major foreign markets with facts and figures.

U

In Northeast U.S. alone, there are 203 stations carrying farm
market news, according to U.S. Department of Agriculture. This is
almost 50% of stations (417) in 12 states canvassed by department.
Peak farm news periods in area are 6:30-7 a.m., 12:15-12:45 p.m.,
and 6-6:15 p.m. Latter period changes in importance according to
season of year. Farm news programing is at all time high.

~SR=

Position of Frank Folsom, as president of RCA, has been strength-
ened by election of Joseph McConnell as executive vice president of
the Radio Corporation. McConnell is a Folsom man.
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4 networks to
sell time for
editorials

Continental com-
mercial radio men
exchange ideas

Zeisel places radio
third in national
advertising

KXOK leads way
in rate card
changes

National ratings
under strong attack

Sunkist growers
fight frozen
orange juice

Elgin competition
to buy Thanks-
giving broadcast?

REPORMER . . SFONSOR REPORTS...SPONSOR

Although it has only been announced by CBS, all 4 networks will
shortly sell time for "opinion" now that the FCC has okayed
editorial broadcasting. ABC has always been pro-opinion on air.

=S -

Commercial broadcasters of Europe have joined hands to work to-
gether to build acceptance for advertising-supported radio. Next
meeting (1950) will be in Luxembourg with 1951 meeting scheduled
for Madrid. Organization was inspired by Louis Merlin (Radio
Luxembourg) and Bernard de Pias (French Advertising Federation).
sy
Over-all figures of Dr., Hans Zeisel for Printers Ink show newspaper
advertising first for 1948 ($1,749,600,000) with radio second
($596,900,000) and magazines third ($512,700,000). Over-all tabula-
tion obscures fact that national advertisers' use of media place
magazines first ($512,054,200), newspapers second with
$391,286,700, and radio third with $376,844,600. It's local adver-
tising, a field that radio has neglected, that makes newspapers
lead.

QRS

Although there has been great agitation on part of agencies and
advertisers to have stations "adjust" rate cards, first station to
do so is KXOK, St. Louis. Station has split its former "A" time
into "A' and "A-2" time. KXOK class C time has been broadened
to include all time prior to 8 a.m. and after 10:30 p.m.

—SR—
Talk of scuttling national rating reports is tantamount to remov-
ing only index advertisers have of broadcast effectiveness.
More than ever broadcast advertising requires Hooperatings, Nielsen
Ratings, and local ratings like Pulse. Advertising industry should
fight for improved information from these sources and prevent
attempts to throw only media research of it kind in scrap heap.
Some of same interests that tried to axe Broadcast Measurement
Bureau are now out to elimiate all research that pinpoints
listening.

—SR—
Effectiveness of advertising of frozen orange juice is seen in
slant new Sunkist orange advertising is taking. California's
Sunkist group calls the orange itself the only "package" of fresh
juice. What Sunkist master minds forget is that research recently
revealed that users of frozen juice drink 100% more than squeezers,
and it all comes from citrus fruit.

e
Shift of Elgin's 1948 Thanksgiving and Christmas broadcasts
CBS to NBC, with CBS selling its holiday broadcast to another
sponsor and therefore splitting up home dialing has switched Elgin
from its traditional sponsorship. While Elgin is spending the
$200,000 in other advertising another watch manufacturer is said
to be considering buying the traditional Thanksgiving broadcast
for itself. It thinks the Santa hour a waste of time. Watch com-
pany president says, "What have they got left to spend on
December 25."

SPONSOR
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GREATER KANSAS CITY

Morning, Afternoon, Evening (Sundoy through So!urdoyj

Share of Audience
Mov. March June Nov. April

ST. JOSEPH, MISSOURI*
Morning, Afternoon, Evening (Sundoy through Saturdoy)

Share of Audience

Nov. June Nov.
1947 1948 1948 1948 1949 1947

1948 1948
Station KCMO 18.3 18.7 19.3 19.0 20.5 Station KCMO . ... .. 17.4 16.6 19.4
Station A . . . 11.5 85 94 115 11.4 Station Acs ool 5iov o s 1.6 5.6
Station B . . . 26.7 27.4 27.2 27.8 28.7 StTONEB G Gl o h S e s 9.6 6.8 9.9
Station C . , . 31.0 28.7 21.7 25.9 23.9 StotiansGRIR ez i o o5 20.5 17.8 21.9

Source—Robert S. Conlan & .Associates
*Kansas City stations only

Since KCMO jumped to 50,000 watts power back in Sep-

One Does It In Mid-America tember, 1947, our listenership has steadily increased. And—not
Stitlon only has KCMO’s popularity risen with Greater Kansas Cirty's
Rate Card 700,000 "home-folks”. . . but we are fast becoming one of near-
Spot on the Dial by St. Joseph's most popular stations. There, too, 52 miles up
Set of Call Letters the broad Missouri, you'll ind KCMO up front with an ever

increasing share of the radio listeners!

Reasons? First, there’s KCMO’s keen ability to plan and
produce programs keyed to Mid-Americal And second, it's a
supercharged signal that always comes in fine! A signal that
blankets 213 rich counties inside KCMO's Y2 mv. measured area.
Smart timebuyers agree that for low, LOW cost per 1000 cover-
age it's KCMO . . . of Kansas City.

and KCMO-FM
KANSAS CITY, MISSOURI-94.9 Megacycles
Basic ABC for Mid-America

National Representative:
Jobhn E. Pearson Co.
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NEW AND RENEW
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FALL FACTS DIGEST

FALL FORECAST
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TRANSCRIPTION AVAILABILITIES
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FM MAP
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EYE-AND-SCISSOR-WORN

SPONSOR s certainly to be congratu.
lated for the many excellent articles on
radio and television. Your publication
of the most l'l\t'-;lllllvr-ll'i:-r-lrl'-
worn that this agency subseribes to.

The only um||.|.| nt 1= a natural one
naturally, there just aren’t e nongh lllIl
|-III L "'I"' = n[ SPPONSOR fn]’ agency per
sonnel. and friends. This 1=
especially true of one particular article.
How to Read a TI" Rate Card. s i
at all possilile 1o secure permission to '
reprint part of this article for distr i
.»I' o'y T\ l'Iil"ﬂ‘?
please Naturally.
credits would be given sroxsor.

HereerT TriE
Radio. T1" Director
Corter Advertising
Kaunsas (,‘J‘-f_\_ Wo.

1= one

acrounls,

bution to some
advise,

s()

|IIH|HI

Agen-y

RAILWAY FAIR PUBLICITY?

There
opinion about the press or
muech attention to the Railroad

J’,f',"r' issve of Julvy 11th {pave
“Variety H!
1948
and [ront paged the story “Chicaga

lees 2nd Year to Boff

a (iiﬁl‘fl'nt't' of
radio giv- |

seems Lo be

mng
Fair.
104

called Its Surprise Success of

starts off its story

{;lilru-'t{ ".;lil
Crowd.”

Paul Harvev in his radio ||rn:_'|.'im|
last Tuesdav evening paid a glowing
tribute. and the Chicazo newspapers is-
cued special editions,

Now as to question of selling travel
talking

ing 1o two visitors, who had planned

—last year in our exhibit while
to drive west, | made train reservations
for four people (lwo compartments),
Chicago to New Orleans and return on |
our Panama Limited. The tickets were |
picked up the next morning. |
Come on out to Chicago and enjoy
the “Waorld's Greatest Show™
can retract yvour article.
215 million 1948 couldn’t be |
WIONg, |
A, W. EcKsTEIN
Advertising Ageucy |
Hlinois Ceutral Railroad |
Chicago

then you

"CRIME" MARCHES ON
We

areal

al Schwerin Research read with
interest yvour 20 June
about the qualitative research done on

article

i Mlease turn to page 6)

When

You
Use

in

NASHVILLE

Your
Average
Cost is just

1.2 MILLS*

Per
Radio
Home

* Based on 101 half minute
daytime rate and employing
C. E. Hooper's Nashville Re-
ports on WKDA's 1/10 millivolt

area.

MORE RADIO HOMES
for your

ADVERTISING DOLLAR

Forjoe & Co., Inc.
National Representative
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Greater Miami ( counry

Net E.B.I. $511,190,000..UP 13%
Retail Sales $517,808,000..UP 17%
Population 410,000..UP 23%

*Sales Mgt. Survey, 1949

76,400 new customers...S75
million more spent this year
than last (a grand total of more
than $% billion in retail sales)
..Yes, all the figures are
pointing up, Up, UP this year
again in Greater Miami.

And here are the top selling media

in this bustling year-round market

1 = The Miami Herald; 3rd in the nation in
Total Advertising Linage for 1948 -- First
paper in Florida to reach a Quarter-Million
circulation -- Offering blanket coverage of
Metropolitan Miami and the entire Gold
Coast market.

%aha Miami ﬁer;lb

;-

S -
—————. Miomi Herald
—_—a Zone of Influence
g———————

—_——
_—

Natianal Representatives
STORY, BROOKS & FINLEY
A. S. GRANT, Atlonta

18 JULY 1949

2 - \WQAM, Miami's First Station, whose
non-directional transmirtter is locared in the
heart of Greater Miami's population center,
and whose record Hooper indicates more
listeners at lowest cost per listener in
Greater Miami and its 15 adjacent counties.

A.B. C.in Miami
OWEN F. URIDGE, Generol Manoger
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TO THE MAN WHO
WANTS TO REACH THE
GREATEST AUDIENCE
IN THE RICH CENTRAL
NEW YORK MARKET

...@Mﬁfe Y e GONE

JF 90U DON'T ACT FAST,

This Fall, CBS presents, over WFBL, the greatest line-up
of top-talent shows ever offered by any network. The
newcomers shown above are just a part of this great
listener-building schedule. If you have spots before your
eyes, make sure they're WFBL spots . . . spots that are
highest in Hooperatings and sales results. So get your

order in early before the many choice spots — day

and night — are all gone.

Q B
We'll be glad to show you the list of
availabilities. Just Call

D
: N\
< /\\“ FREE & PETERS, InC.

Exclusive Notionol Representoltives

WFBL

BASIC
SINCE
1927

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

40 West 52nd

{Continued Jrom page 1)

Suspense. It is an excellent example
of the growing importance of such re-
search. and all of us in the field owe
a real debt to the pioneering of Frank
Stanton and Paul Lazarfeld, out of
whose work the Program Analyzer ac-
livities gZrew.

May |1,
fortunate implication?
in the story

correct one un-

The compari-

however.
sons made would leave
the
while Suspense’s audience has |

casual reader with the idea that
Erown
by leaps and bounds. that of fumr
Photographer has heen standing still.
To review the record:

air for
seven vears. Crime Photographer is a

Suspense has been on the
having been on
In _~|ri1t‘ of

a comparison of aver-
age figures during
the past two years shows a nip-and-
tuck situation:

much vounger show.
for less than -"1]-:

this difference.

years.

|||m|wr ;lll(“(‘lil't‘

1848 199

Suspenss Rating 12.5 14.7
Shure -6 3=,

Crime Photographer Rating 12,3 14.§
Shar 10.0 10,0

Five editions of Suspense. according
been tested in
the past seven years. Twelve episodes
of Photographer
tested by the Schwerin System in the

lo your article. have

Crime have been

/ course llll one

The Toni Company. of
Crime Photographer through July of
as well as John Dietz, its
producer. and Alonzo Deen Cole, its
has throughout been very for-

year.

.~|m11.-ur
thiss year.

writer.
ward-looking in applying research’s
findings to improvement of the pro-
That these efforts have pud off
<o rapidly attests to such healthiness
of attitude and is reflected in steadily
rising I 'nder
-}:l:l'l‘*“l‘l]]'l to date. the average Hnnp
er rank of Crime Photographer has
been 18th. as compared to an average

aram.

reaction scores, Toni's

of 39th place under the previous spon-
sOr,

Far from detracting from the im-
port of your article. therefore. 1 feel
this Crime Photographer slory serves
as still another t"\'nm]mll' of how the
intelligent use of qualitative research

whether over an extended seven-
year ]u'rinn] or in large doses within
a shorter |n'1’i~:¢f —can contribute to a

radio program’s success.

HORACE 5. SCHWERIN

Schwerin Research Corp.

.\:’N' }'ll!';i N x
SPONSOR

——~_




Reminder...for a GIGARETTE manufacturer:

~ SPOT
'RADIO

OFFICES IN CHICAGO
18 JULY 1949

’

sells the 79,000,000 who smoke!

If you have a new cigarette to estab-
lish, or an established brand that needs wew
sales . . . Spot Radio will do the job! Take your
choice: hammer home 15-second chain breaks
all day long all over the country . . . sponsor
the best programs in selected markets . . . or
combine both plans. Any way you work it you
get radio’s impact, right where you want it , . .
selling cigarettes profitably for you!

Your John Blair man knows how to
put Spot Radio’s selective power to work selling
products costing 5 cents or 5 G’s! He's ready
now to apply his knowledge of radio, markets
and merchandising to your own problems.

Ask him roday!

JOHN
BLAIR

& COMPANY
b

NEW YORK o DETROIT —Seums™ op touis .

ASK

REPRESENTING

YOUR

LEADING

JOHN

RADIO

BLAIR

STATIONS

MAN!

LOS ANFELES o  SAN FRANCISCO
7




e

ARE YOU SELLING "EM

ON THE PACIFIC COAST?

o

@ - > 'ﬂ of all 4 and 2 other and 1 other and NO other

[} lt"- ll

“WHERE THEY LIVE

Dox Lee anp oxty pox LEE can give you local
network radio sales coverage on the Pacific Coast. .. because only Don Lee is designed especially
for the Pacific Coast, where markets are big but mighty far apart.

Think we're kidding? Take a look at a map; compare the Pacific Coast with the East Coast. The
Pacific Coast is just as big, but there’s also a big difference. The Pacific Coast is covered with moun-
tains — high ones — many of them over 14,000 feet. Nearly every worthwhile market is surrounded
by mountain ranges.

Look how many stations the networks use to cover the East Coast. Well, long range broadeasting
is even more unreliable on the West Coast. If you need complete coverage, complete local penetration
of this big, rugged, 1,352-mile-long Pacific Coast, you need the network that has enough stations (45) to

LEW1S ALLEN WEISS, Chairman of the Board + WILLET H. BROWN, President + WARD D. INGRIM, Vice-President in Charge of Sales

1313 NORTH VINE STREET, HOLLYWOOD 28, CALIFORNIA * Reprecented Nationally by JOHN BLAIR & COMPANY

Of 45 Major Pacific Coast Cities
ONLY 10 3 7 25

have stations have Don Lee have Don Lee have Don Lee

networks network stations network station network station

SPONSOR




release your sales message locally from within the 45 important buying markets . . . Tiat’s Do~x Lek.
To completely cover the Pacific Coast’s 15% billion dollar sales markets — locally — buy the Pacific
Coast’s own point of sale network: Dox Leke. .. and sell the people where they live.

Don Lee Stations on Parade: KWAL-WALLACE, IDAHO

KWAL is one of three Don Lee stations used to give localized coverage of the wealthy northern section of ldaho, which
would otherwise be virtually without network service. Mountain ranges and mineral deposits betwecn this area and other
remotely located network stations make “long-distance” reception unreliable, Shoshone, KWAL's home county, alone has
a population of 19,100 and 1948 retail sales of $25,799,000 according to Sales Management's 1949 Survey of Buying
Powcr, KWAL typifies Don Lec's policy of rendering localized service where your best Pacific Coast customers live —
where they spend their money.

The Nation’s Greatest chionaé Network

Hoitieal
DON LEE

BROADCASTING SYSTEM b Oy . e |

18 JULY 1949
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ON THE HILL

Low-cost housing builders and
modernization firms start expanding

L. s lousing bill just passed commits the nation to a
subsidized Dbuilding program that will run until 1991,
lmmediate results will be more advertising for low-cost
housing developments which the bill is set up to help. Just
as important will be the modernization sections of the
bill. which will help materially buildings firms which do
most of their business in repair work. Expect firms that
compete with Johns Manville to open up their advertising
war chests, The L. 5. will be spending 3500.000.000 a
vear for the next six years through the Federal Housing
and Home Finance Agency.

FCC pressure starts
easing on most fronts

Pressure on the Federal Communications Commission by
prospective licensees has tapered off 1o practically nothing.
\ number of firms would like TV permits (freeze is still on)
but the word has spread that it's possible to lose millions
before getting into the black and this has cooled the ardor
ol even the most ambitious prospective TV station opera-
tor. Result FCC can and does now operate with some
l_]l‘;JI't'l' of vrder and matters like theater-TV. color-TV and
the hundreds of others services regulated by the commis-
sion. are being handled with unpressured intelligence.
Even the perennial hot potatoe, the clear channel fight. is
being taken in FCC stride. despite plenty of needling from
Senators who speak for the anti-clear channel forces.

Drys making capital of
U. S. 1948 alcholic spending

Capital will e made. it's expected. of the figures recently
announced on 1. S, consumer expenditures for alcoholic
beverages, In 1948, drinkers in the 48 states spent 28.800.-
000.000 for distilled spirits. wine. and beer. This includes
the tax on these lnrmluvls and service (‘lmr;,:l‘f- of pln('(-:‘-
which serve liquor. Taxes. state and U. S.. amounted to
S3.000.000.000 of which the 1. S, took $2.200.000.000),
Despite the fact that these figures are down from 1947
(1477 1. drys are making capital of the billions, and their
philosophy is creeping inlo newscasls as well as newspaper
reports on the so-called recession.

I1G

Congress would like U. S.
departments to get together

Feeling in Congress is that it's time for some direction
on national policy.  Governmental department releases
range all the way from being depression-slanted 1o car-
in-every-garage optintism. Some congressional groups were
prepared Lo attack radio commenators until fact that these
newscaslers were using L. S, releases as basis for reports
was made clear to them. Ouly a man without a job is sure
that “business is had.”

1949 profits expected to
be half of 1948 but still okay

Indicative of profit trends are unofficial estimates by
Department of Commerce sources, Unless the um-xpccle;l
happeus (unexpected means war). net profits after divi-
dends and taxes will be half of what they were in 1948.
They will still be better than most years prior to 1946.
Dividend payments. which the public likes. will be only
$100.000.000  under 1948, $7.700.000.000 as against
57.800.000.000, This is good news and won't be heard
or read much. Communications’ net (that includes radio
and TV) will be exactly that of 1948. which was al an
all-time high.

Attempts to pass mandatory
fair-trade acts hurt fair-trading

Fair-trade laws which make it possible for manufacturers
to include prices in their national advertising aren’t being
helped by attempts. like that in the District of Columbia.
to foree products under mandatory [air-trade regulations.
These regulations compel every product sold in a specific
classification to be fair-trade priced. Fair-trade acts have
tough sledding even after they're on the books. Florida's
Supreme Court killed one such act and Florida had to
pass another. California’s legislature only recently killed
an amendment which would have made its fair-trade
statue impotent, It's one thing however 1o permit a manu-
facturer to fair-trade his products and another to compel
him to do it. Honest fairtraders don’t want mandatory
acts.

Don't be too big, it
isn't even half-safe

It's dangerous to be too big. That's the low-down from
the anti-trust thinkers. U. S. verus DuPont, ATAT-Western
Electric. and other suits in the making all point 1o On the
Hill planning to break up inter-organization financing and
“working agreements,” RCA was on the agenda of the
Justice Department. but NBC's loss of top programs crossed

il off.

Kenough's trade-mark bill raises
plenty fuss among big corporation

While most national advertisers would like tighter trade-
mark regulations. Representative Gene Kenough's hill.
which would give the U. 5. “the power 1o regulate the use
and ownership of trade-marks” makes their hair stand
straight up. Trade-mark owners want lo be what the name
implies. “owners.,” not permitlees using trade-marks by
governmental sanction and under governmental regulation.

SPONSOR
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Has it ever happened fo you! ::...:By ALDRICH

Now! The Presto Executive

THE PLAYBACK OF BROADCAST STATION QUALITY

Vl!'r'ill'\'r.‘ kills a client audition as quickly as a poor playback.
J- Wows, wavers, turntable rumbles and harmonic distortion
can make your best recording sound sour.

Don’t let a tired playback kill a sale for you. Get a PRESTO
EXECUTIVE. It’s the transcription turntable you will see in most
broadcast stations, made by the world’s largest producers of broad-
cast station equipment. PRESTO EXECUTIVE is durable, time-
tested, dependable. It’s a complete transeription playing unit wich
16-inch turntable, high fidelity amplifier, 12-inch speaker, and
lateral reproducer for both standard and microgroove recordings.

No wires, cables or separate amplifier and speaker will confuse
your presentation of the program. And high fidelity sound —just
a4s you get from a broadcast stanon—is gtl.‘ir;ml.u'u“ Presto Execu-
tive includes microphone input for auditioning live talent. (Micro-
phone, extra equipment.)

For highest fidelity, record your programs on Presto Discs.

PRESTO Recording Corporation, Dept. S
P. O. Box 500, Hockensack, New Jersey

Please send me full information about the PRESTO EXECUTIVE
playback and name and address of nearest dealer.

Name,

ECORDING CORPORATION Campany
Paramus, New Jersey
Mailing Address: P. O. Box 500, Hackensack, N. J.

In Canada; Walter P. Downs, Ltd., Dominion Square Building, Montreal

Street

Ciry State

WORLD'S LARGCEST MANUFACTURER OF INSTANTANEOUS SOUND RECORDING EQUIPMENT AND DISCS

18 JULY 1949 I



Represented by

for profitable

selling —
INVESTIGATE

LANCASTER
PENNA.

READING

EASTON
PENNA.

4 ROBERT MEEKER

A'S SOCI1 ATES
New York . Chicago
San Francisco + Los Angeles

et

=

Cloir R. McCuIlnugh
Managing Direclor

STEINMAN STATIONS

Edward L. Mabry

President
Vick Chemical Company, New York, N. Y.

Vicks VapoRub was concocted in 1885 in the back room of a
Greenshoro. N. C.. drugstore. Like other famous nineteenth-century
drugstore-originated products. such as Captain Emerson’s Bromo-
Seltzer and Dr. Bunting’s Noxzema. VapoRub was first sold at
retail only. By the time young Ed Mabry. Greenshoro-born. gradu-
ated from high school and took his first job with Vick, VapoRub was
a leading seller to the cold-and-cough contingent. That was in 1916,
when Mabry was 17. They tried to make an auditor of him. but
the personal side of figures interested him more: so he got himself
transferred to sales. He became president of the firm late last year.

Mabry was more of a thinker than a talker: but when he spoke
up there was plenty of meat in what he said. Early in his career he
hecame interested in better ways to promote, and when Vicks Cough
Drops and Va-tro-nol were launched he had a big share in their
promotion. From early days the company was advertising-and-
promotion-minded. and this aspect of selling fascinated Mabry.
Vick experimented with network radio as early as 1928. They tried
both daytime and nighttime shows. including news. drama. and
musical. Nelson Eddy and Jeanette MeDonald were among the famous
names who sold Vick products. When Vick acquired Prince Matcha-
belli. Inc.. in 1941 Mabry gave loving attention to the famous
Stradavari Orchestra program that sold perfume for several years.

Matchabelli became a part of the Vick family in a move started
some ten years ago lo diversify the company’s products. One of
Mabry's chief responsibilities as executive assistant to the president
was in the acquisition of subsidiaries. Among other firms acquired
were Vitamins Plus. Inc.. The Sofskin Co. (hand ereams for women).
Seaforth toiletries for men. Seaforth and Sofskin have been pro-
moted via selective radio, and for several years the entire radio
hudget for Vick cold-and-cough products has been concentrated in a
26-week winter-season schedule over approximately 100 stations.
\nnouncements account for most of the effort. although 5-10-15-
minute programs are used in markets where experience has shown
they pay ofl. Believing that advertising is the life-sustaining element
of Viek business. Mabry puts constant thought into ways of making
it do more work for his products.
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DuMont has only one “baby.”

With the Du Mont Television Network, it's television and
nothing but television. When you talk television advertizing
to o Du Mont representative you will talk
only television —he has nothing else to sel!.
And over the Du Mont Television Network, your message

can reach 99% of all the television receivers in America.

OUMONT TELEVISION NETWORK uu M“NT 515 Madison Avenue, New York 22, N. Y.

COFYRIGHMT 1948, ALLEN B, OU MONT LABORATORIES,
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Yes, more than 5,000 busy farmers and ranchmen left their important spring work to
participate in the second Annual KVOO Calvacade of Greener Pastures held May 23
through 27th! Cooperating with the KVOO Farm Department in sponsoring this great
week of progress were: The Oklahoma Extension Service, The Arkansas Extension Serv-
ice, Chambers of Commerce, Civic Clubs, and other agricultural agencies of the USDA.
The purpose? To show some of the more than 3,000,000 acres of Southwestern pasture-
land which is entered in the KVOO Greener Pastures Contest! Why? To promote and
encourage the building of better pastures in the Southwest; to demonstrate methods and
materials which produce better pastures; to provide a place for KVOO Farm Deparment
advertisers to show their products; to better serve the Southwestern farmer and rancher
. the prime purpose behind the KVOO Farm Department!

“The best field day ever held in Arkansas!” so said Mr. Lipert S. Ellis, Dean of
Agriculture at the University of Arkansas, and this was typical of other comments from
agricultural leaders who attended this great cavalcade.

Advertisers who have products of interest to farm and ranch folk will find the great
Southwest a profitable place to sell, especially if they tell their story over KVOO, Okla-
homa's Greatest Station — the station farm and ranch listeners always depend on for
entertainment, information and news!

" RADIO STATION

EDWARD PET RY AND OO INC. NA'I'!OHAI. REPRESE’N
OKLAHOMA'S GREATEST STATION

50,000 WATTS
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New and renew

THESE REPORTS APPEAR IN ALTERNATE ISSUES

National Selective Business

SPONSOR PRODUCT AGENCY STATIONS CAMPAIGN, start, duration

Bank of America Timeplan service Chas. R. Stuart Indel* Time wignals; early Jul; 13wks
{San Fran) (Test campaign in Pac-
ifir mkits)
Bristol-Myers Co. Ipana Duherty, Clifurd 5-10" K., spots, breaks Jun-Jul; 13 whs
& Shenlield i Limited expanswon in
(N.Y.) South, S.W. mkis)
Falstaff Brewing Corp. Falstail Heer D-F-5- (N.Y.) Indef* E.t. spols, hreaks: var dales in
(Adding mkis in Soeuth- Jul; 13 wks
wesl)
Federal Life & Insurance William Warren £ Partic, spots: about Sep 13 18 wks
Casualty Co. (N.Y,) (Fall test. May ex-
ik pand later)
G. & R. Lahoratories Floradent direct Indel* Live spols to introuauce new prod-
| tuothpaste (Slow  expansion  plan- uet; early Jul; 13wks
ned In N.W. inkis)
General Mills, Ine. Guld Medal D-F-5- (N.Y.) Indefl Furm-appeal prgms: thru Jul; 13
our (Spasmodic purchases whn
in farm mkts)
H. J. Heinz Co. *57 Varieties" Maxan (N.Y. & 20-30" F.t. spots: Jul 18: 6 whks
Detr.) (Part of summer
all-media drive)
Lever Bros., (Pepsudent Ammoniated Pep- J. Walter Thomp- Indef* Var e, spots, breaks, ete; Jul-
iv.) sodent powder son (Chi.) (National cam- Aug: 6-13 whks
paign planned)
Mason’s Chicks, Ine. Baby (Chicks Metropolitan Indei* Spols in farm-appeal prgms, breaks;
(N.Y.) (Fall expansion ecarly fall; 13 wks
planned
Messing Bakeries Bakery products Blain-Thompson 1-5* 1"urtie, breaks; Jul-Aug; 13 wks
(NYO) {May expand in

Fastern mkts)

*Station list set at present, olthouph wmore may be added later.
(F'ifty-two wweeks generally ueans a 13-week contract with options for § aureeszive rvenemwals: 1 subijeet to canesllation at the vud of
eny Ld-week period)

New and Renewed Television (Network and Selective)

SPONSOR AGENCY NET OR STATIONS PROGRAM, time, start, duration

Alliance Mfr. (o Faster-Davies WNBT, N. Y. Film spots; July 1; 14 wks (n)
American Television Co Turner WNBI(}, (Chi. Film spots; June 15; 13 wks (n)
American Tobaceo (o N. W. Aver WNBT. ("hi. Film spots; June 30; 13 wks (r)
(Lucky Strike} WNE(, Chi.
WPTZ, Phila.
KTLA, L. A,
Benrus Wateh Cu J. D. Tarcher WNBT, Chi. Film annemts; June 203 12 wks (n)
Borden o, Young & lubicam WPTZ, Phila. Film spots; June 13 52 wks (n)
Bowman Gum ("o Franklin Bruck WNBT, N. Y. Film spots; June 15; 52 wks (n)
Bowery Savings Bank Wilson-Bird WOBS-TV, N. Y. Films spots; June 15; 13 wks (n)
Brown & Williamson Ted Bates KTLA, L. A. Slides; July 45 52 wks (n)
Tobaceo Corp (Kools) WABD, N. Y.
Lorraine Burton Fouds McNeil & MeCleary KRNBH, H'wood Film annemis; June 205 13 wks (n)
Carter Products, Inc Sullivan, Stauffer, WOCBS-TV, N. Y. Film annemis; July 16: 13 wks (n)
{Arrid) Colwell & Bayles WABD, N. Y.
Chevrolet Dealers Campbell-Ewald WABD, N. Y. Film spots; July 1; 13 wks (r)
Cushman Bakeries, Ine Samuel Croot WARD, N. Y, Filin spots; July 5; 52 wks (n)
Eastern Wine Corp Feldman WARBD, N. Y. Slides; June 29; 389 wks (n)
(Chateau Martin)
Fedders Quigan Co BBD&O WOCBS-TV, N. Y. Film spots: July 15 5 wks (n)
(Air Conditioning
Equipment)
Hill Shoe Co Schank WABD, N. Y. Film spots; Aug 5; 52 wks (n)
Kendall Mir, (o Kastor, Farrell, WBZ-TV, BHost. Film spots; June 15; 13 wks (r)
Chesley & Cliffard
Levi-Strauss Co Nunig-Couper WCBS-TV, N. Y. Film anncmis; July 6; 12 wks (n)
McKesson & Robhins, lne Benton & Bowles KTLA, L. A, Film annemts; May 25: 12 wks (n)
Philip Morris & (o Binw WOHRS-TV, N, Y. Ruthie Oin The Telephone; M-F (excopt Wed) 7:55-8:00 pm:

Aug 7; 52 wks (n)

® In next issue: New and Renewed on Networks. Sponsor Personnel Changes.
National Broadeasi Sales Execentive Changes. New Ageney Appeiniments




New and Renewed Television

(Continued)

SPONSOR

AGENCY NET STATIONS

PROGRAM, time, start duration

Peter 1"aul, Inc
(Mounds)

H. 1. Regnolids Tobaceo

{Camels)
tonson Art Metal Works
Jarab Ruppert Brewery
: (Beer)

1. 5. Army & Air Foree

Reeruiting
Wiring Products Corp

Matt-Forhes WiP'TZ, Phila,
WARD, N. Y.

Willinm  Esty KTLA, W wand

Cecil & P'reshrey WETZ, Phila.
Binw WARD, N. Y.
Gardner WOBS-TY, N, Y.
tirey WAHRD, N. Y.

Adverising Agency Personnel Changes

Film spots; June 30; 13 whks (1)
Film spots; July 14; 26 wka (n)
Film spots; June 10; 52 wks (q)

Film spots; duly 1; 26 wks (1)
Film spotw; July 13 13 wks (n)

Ied Barher Club House; Sat 6:30-645 pm; July 2: 13 wks (n)

Film spots; July 253 6 wks (n)

NAME

FORMER AFFILIATION

NEW AFFILIATION

l.. E. Ahlswede
Richard Ash

G. N. Beecher Jr
Ryron A, Bonnheim

Hoh Bright
Jo L. Brotherton

George 1, Chatfield
W, R T. tacy
Anthony C. De Pierro
Hersehel Deutseh
Milton Douglas

Chester W, Dudley Jr
Hutchinson h. Fairman

dnmes 1L Frankenberry
Fred Freeland

Rudd Getschal

Geral:d 10, Gould
Henry 11, Harjes

Fran Harris

Lou llelzer

Fred M. Jordan

Eric T. Lifner
William J. McLaughlin

Evernrd W. Meade
Frederick Ao Mitehell

Thomas M. Mullins
Tloward J. Murfin
Maurice V. (ddguist
John K. Ottley Jr
Frank B. Patterson
Doris A. Pilat
Murray Platie
John Il Porter
Elliot R, Rose
Arthur Rubicam
Victor Seyvdel
Samuel Sheplow
Frederick B, Sherman
Bert K. Silverman
Athel Stewart
Giearge Vonderlin
henneth Warden
toliert 18, Wesles
Bob  Williame
David 1. Williams
Sidney B. Wolfle
Jell York

Iz ZLam

Iteincke, Meyver & Finn, (hi.. acet exec
Blaine Thampson, N.Y., gen mgr

Bob Bright Productions, N.Y., head

PictSweer Foods, M. Vernon Wash., adv
mer

arry E. Foster, Toronto Canada, acl exer

Buchanan, N.Y., media dir

Small & Seiffer, N.Y., vp

DuMont, N.Y., produccr, dir

Benson & Henson, N.Y., vp

Hewitt, Ogilvy, Benson & Mather, NoY..
acct exec

WBKR, Chi,, program coordinator

Stuart Bart & Getschal, N.Y., vp

Kossum & Stanley, N.Y., vp. accl exec

Ruthrau@ & Hyan, Chi., TV dir
Lockwood-Shackelford, L. A., radio dir

Walt Disncy *roductions, H'wood., adv mgr

Hamilton Copper & Brass Works Inc, Ilamil-
ton ()., adv, sls prom mgr

Young & IRubicam, N.Y., vp, radio dept mgr

Marathon Corp, Menasha Wis.,, marketing
research, sls analysis head

Irwin Viadimir, N.Y., asst to pres

Newell Emmett, N,Y., mdsg dir, acct exee
Atlanta Journal, Atlanta Ga., ady dir

MR QR

Ralph H. Jones, Cinci,

Rerk T. Silverman, Wash,, head
MeConnell, Eastman, Montreal
ABD&O, Detroit

Atlas Film Carp, Oak 1*ark I, pres
Hamel Food Ine, Dallas, adv dir
Frwin, Wasey, L. A., acel exec

I. T. Cohen, Wash,

KRLAC, I. A., nct exec

Fuller & Smith & Ross, Chi., acel esee
Getschal & Richard (new), N.Y., vp
Kenyon & Eckhardt, N.Y., nrcl exec

Weiss & Geller, Chi., acct exec, Elgin American div,

llineis Wateh Case Co
Emil Mogul, N.Y., radio, TV dir
Brisacher, Wheeler, 5. F., acel eaer

Compton, N.Y., vp
Dancer-Fitzgerald-Sample, N.¥., accl exec
Geyver, Newell & Ganger, N.Y., media dir
Darland, N.Y., vp

Stanton B, Fisher, N.Yo, TV dept mgr
Complon, N.Y., acct exer

Same, vp

Jacks=onm, N.Y., acct exec

RRuthraufl & Ryan., Chi., TV dir
Getschal & HRichard inmew), N.Y., pres
Norman D. Waters, N.Y., acel exee
Daremus, N.Y., acel exer

Same, H'wood., TV dir

Same, vp in chge radio

Erwin, Wasey, L. A., wvp

Erwin, Wasey, Li A, acol exer
Venahle-Brawn, Cinei., Acet exec

Same, radio dept dir
Needham, Louvis & Brochy, Chi., acet exec

Atherton, L. A., prodn mgr, accl exec
Daremus, N.Y., vp

Kenyon & Eckhardt, N.Y., acct exee
Liller. Neal & Dattle, Arlanta Ga.

J. M. Lenz, H'wood., arct exec

Artwil, N.Y., acct exec

Norman Do Waters, N.Y., media dir
Buchanan, N.Y., acel exec

David Malkiel, Noston, acet exee

Morey, Humm & Johnstone, N.Y., acel exec

Ander<on, Davis, & Platte, N,Y., radio, TV head
Luckoll, Wayhurn & Frankel, Detriit, radio, TV head

Grey, N.Y.. accl exee

Henry J. Kaufman, Wash., accl eaer
Walsh, Monireal, radio dir

Same, Chi., aeccl exee

White, Berk & Barnes, N.Y., vp
Turner, (Thi., accl exec

IRoss Sawver, L. A., arcl exec
Same, vp

Same, TV dir

Hunter, 1. A., accl exec

I W, lauptman, N.Y., acct exec

Station Representation Changes

STATION

AFFILIATION

NEW NATIONAL REPRESENTATIVE

WFEMY-TV, Greenshora N, (.
WHTe, Holland Mich.
WLAM, Lewiston-Auburn Me,
WNEL, San Juan P, It.

ARC, CHS, DuMent,
Independent

ABC

NB(

NBt

Harrington, Righter & Parsons
W. 5. Grant

Evercti-MeKinney

Asherolt & Banminger, for N Y.




~ WHO LISTENERS
SEND 260,000 PARCELS

TO EUROPE!

- R W

i
f

"\\‘-_r-t

[n December, 1945, WHO began telling Reliefl Projeet? It's =The Bill-
its  listeners about the great need for board™ a public-service program
clothes, medicine and food in Europe— conducted by M. L. Nelsen. our
told its listeners that by writing to WHO, News  Department  Editor.  and
they could get the actual names of needy heard three nights a week from
families in Europe to whom relief pack- 10:30 10 10:45!

ages could be sent. The results for the Here is  magnificent  proof of
first four months were startling: Listeners WHOs listener-acceptance.

in 39 states sent 22,500 packages to fam-

- It standds to reason that adyvertisers. too.
ilies in Norway. Holland and France!

bhenefit from all the things that make WHO

Elsted: WHO decided to continus the the favorite staion in lowa Plus. Get the
appeals for as long as the need existed. proof—write for your copy of the 1948
though a rapidly-diminishing response lowa Radio Audience Survey,

was anticipated. Time proved otherwise.

Instead of losing interest in the following u
three years. WHO listeners stepped up
their rate of giving—have now sent more n
than 260,000 parcels to eight Eunropean

[ tries!
# for lowa PLUS #
What sort of star-studded program

does WHO use for this European Des Moines + . « 50,000 Watts

Col. B. J. Palmer, President

f> I’. A. Loyet, Resident Manager

FREE & PETERS, INC,

National Representatives
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New developments on SPONSORR stories

See: "Squeezing the most out of Bing"

P.S.

Issue: 4 July 1949

SUbiEC': Sponsor shift on WCBS, New York

I'he fact that the 10:15-10:30 daytime Godfrey wasn’t
heard during the first few weeks of his sponsorship by
Sprayv-a-Wave was not due to any Croshy-Godfrey or
Minute Maid-Spray-a-Wave contretemps. It was just
a case of a third sponsor who couldn’t be moved for
three weeks. due 1o coutractural obligations. Crosby is
now heard in New York at 10 aun. and Godfrey staris
at 10:15. Thus the Crosby-Godirey back-to-back sched-
uling hasn’t changed and everyone’s happy. excepl per-
haps the sponsor who isn’t on the WCBS air any more.
Fverything is okay hetween CBS and Minute Maid. The
Columbia friendship recently brought Minute Maid from
WHDH (Boston) to the CBS owned-and-operated outlet
in the Tuh. WEEL

P.S.

See: "Per-inquiry advertising"
Issue: 4 July 1949
Subject: A few misplaced credits

While Harry Goodman has won awards for his weather
jingles and other programs, it is the Frederic Ziv tran-
scription organization that represents Calling All Girls
and that won the CCNY accolade for promoting this

transcribed program.

No estimate of the business placed on a per-inquiry
basis was made in the 4 July report. This omission was
deliberate. There are no accurale figures available. Any

estimale is erystal-halling.

P-S.

See: "The national rating problem"
Issue: & June 1949
Subieu: Cost-per-thousand figures, etc.

Although it has been generally understood that Nielsen's
compuation of his cost-per-thousand figures (which he
reports on the inverse basis of “homes reached per dol-
lar") was based upon gross-time figures. they have in-
stead been figured on “a series of discounts which develop
a figure very close to the net amount actually paid by
the sponsor.”

\lso, most recent Nielsen figures are based upon the
newly BMB-reported 39.275.000 radio homes. rather than
the old 37.623.000 fgure.

It is also Nielsen's claim that his unusable tapes which
average “less than 107 of the total tapes.” create pro-
gram-raling differences of only a fraction of 5% . which
i's claimed is “well within the margin of statistical
error inherent in all sampling operations.”

It is also reported that with the new mailable Audi-
meter tapes. Nielsen's advance ratings will not be at
variance with his final ratings.

The expected violent opposition to Hooper's network-
TV ratings has thus {ar not materialized. There is nothing
to prove Hooper's figures wrong and he's gambling that
there won't be.
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RALPH N. WEIL, Gen. Mgr.

20

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

The Bolling Company,
Notionol Representotives

Wake Up New York
1280 Club

Band Parade
Prairie Stars

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

NEW YORK
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SUBJECT

Forecast

Checklist

Scope of selective
radio

Farm audience

Out-of-home
listening

Block programing

Availabilities

DESCRIPTION

Of the 3| industries checked and forecast by SPONSOR in this Fall Facts
issue over half will be using advertising more aggressively in 1949-1950 than
last year. Business is off in many of the fields and advertising will be price-
conscious.

SFONSOR's Checklist, revised in this issue for the third time, is life-insurance
for every broadcast advertiser. One peculiarity of the air is that the more
you do with it the more it does for you.

Every market is different. The sales and entertainment appeals of broadcast
advertising frequently can do their best job when they're tailored fo the
individual market.

The farmer has 10-15%, less money to spend and asks more questions before he
spends it. Rural America is still & great market.

An important segment of the U.S.'s over 140,000,000 listen to radic away from
their firesides. That's important to advertisers and data is being gathered on it.

Back-to-back scheduling of seme-appeal programs insures sponsors of reaching
reqular listening audiences.

Station breaks and other choice announcement time will be available this Fall.

i",".\':; [

25

28

29

30

32

38

41

Continued on next page ’
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Fall Facts Digest: 1949 (Continued)

SUBJECT

Station
representatives

Independent
stations

Regional
networks

Transcriptions

FM

Network

Network
packages

Contests and
offers

Research

Rates

v

Film
facilities

Ad agency
TV department

TV programs

DESCRIPTION

The national salesmen for stations have turned into national sales ambassadors
for broadcast advertising. They're the good right arm for many an advertising
manager too.

The station that couldn't achieve & network affiliation was a fringe outlet a few
years ago. Now, in many cases, it leads the parade in its market.

Highpowered FM stations help build regional networks. Sponsors are finding
that intense coverage, blanketing a market, is ideally achieved by state-wide
or area-wide chains,

PAGI

42

46

438

Although the quality of recorded programs has been high during the past few
years, it's even better this year.

56-6
78

Frequency Modulation has suffered outregeous setbacks. Once again, it's on the
way up. Transitradio and storecasting are helping it.

The names of the networks are the same but they're different as Fall 1949
approaches.

One way the different chain picture is revealed is through the programs they
are building for sale,

The “million dollar' contest has gone on its way. The new radio promotions
are tied to charities, box tops, and proof-of-sale.

69

73

81

80

Radio research still sets the media pace.

"Mr. Sponsor Asks'' has a few answers to the question of "cost-per-thousand™
figures.

It's an advertising medium now,

An industry of major size awaits the TV sponsor.

While most agencies only have one man departments hundreds are ready to
cope with sponsor problems.

82
88

97
98, 10!

102

Networks, stations, and independent packagers, are all building programs
despite the fact that it costs great sums to audition a visual show.

107




FALL FORKC

1. The food industy has general-
ly adjusted its inventories and its
sights so that it knows where it's going
this Fall. Food sales continue at all
time high with the U, S. and Canada
eating better than they have in their
entire histories. There will be no
shortages despite the drought which
has hit the Northeast and the farmers
in this area. With Europe scheduled
to take less foods from the Americas
than in 1948 and 1917, food processors
will find it necesasry lo step up do-
mestic consumption. Luxury products
are not selling, and forecasts indicate
that they will not sell this fall. Result
i= that lush products like canned fruil
for cocktails are being price-revized in
an effort to put them in the staple class.

All food processors and marketers
are adding to their budgets for promo-
tion. Broadcast advertising will have
more extensive campaigns from radio’s
regulars. A number of food firms that
haven't used the wmedium to any extent
will also take to the air. Because of
spotty distribution of most food prod-
ucts, more selective broadcast adver-
tising will be used than network. al-
though network food business will also
be up this fall. From a profit view
point food processors will report lower
incomes for this year with increased
grosses. How low the profit-margin-
per-dollar can go and still pay divi-
dends is a debatable point.

2. Cigarette smoking will con-
tinue up this fall and winter. There
is no indication of a reversal of the
trend of the paslt few years, Most riga-
retle advertising is directed at the vel-
to-start-smoking age group and the fe-
male of the species. Only a small per-
centage of simokers can be persuaded
to change their favorite brands. It re-
quires so much advertising to accom-
plish brand swilches that most copy
appeals try to accomplish this only
while selling the new smoker,

18 JULY 1949

Cigar smoking continues on the de-
cline, with pipe pufling maintaining an
even keel but not increasing. An al-
tempt will be made this fall to reverse
the downward trend in cigar smoking
with leading manufacturers spending
more than in previous years to make
the cigar socially acceptable.

There is nothing startling scheduled
in radio or TV for tobacco sponsors,
Most programs aud commercials will
follow accepted formulas. Philip Mor-
ris, as usual. is looking for something
different. but hnlw_-: that Horace Heidt
will continue to do okay. Old Gold
still likes the Original Amateur Hour,
with a switch in TV networks. but to-
bacco on thé air. with the possible ex-
ception of Roi Tan's sponsorship of
Joan Davis, will not be very different
from the 1918-1919 season.

3. Gasoline and oil are in over
abundance. This [ollows the forecast
of Sroxsor in its 1998 Fall Facts
issue. The only difference. as fall 1919
approaches. it that it's generally con-
ceded that this is so. while in 1918
general predictions were for a con-
tinued tightness in supply. Thus far
there hasn’t been any great rush of the
oil companies to the air. Instead. the
refiners have been thinking of new ap-
proaches to the product itself. Con-
ferences have been and are heing held
with motor manufacturers looking to-
wards bringing oul new gasolines with
extra power and pickup. These zaso-
lines are useless unless automobile en-
gines are manufactured that can take
advantage of the possibilities of the
pm([urt.

A number of brands that have not
been too active in advertising will re-
turn to the air this Fall. Budgets of
several of the brand leaders are being
increased as this issue of SPONSOR goes
to press. Because television enables
easoline refiners to demonstrate claims.
there’s great interest in this medium,

for

1. food
2. tobacco
3. gasoline and oil
4. beer
5. soap
k 6. beauty products
{ 7. automobiles
8. pens and pencils
9. drugs
10. fuel
11. department stores
12. milk
13. coffee
14. flour

15. baked products
16. men's wear

17. women's wear

18. insurance and finance

19. candy

20. radio and TV sets

21. home wares

22. watches and jewelry

23. farm machinery

24. farm feed and seed

25. home appliances
26. building

27. soft drinks

28. books

29. home furnishings
30. auto accessories

31. travel

The radio regulars. Esso. Gulf. Stand-
ard Oil of New Jersev. American. Al-
lantic. etc.. have no intention of for-
saking the aural medium—thevll be
u.-in;_r both,

There is no possibility of the U, 5.
consuming gasoline at the current rate
of production, so some fields will have
to be shut down and others operated
on a partial-week basis. Therell be a
real battle for that gasoline dollar this
Fall and Winter.,

4. The beer industry will end
1949 with a banner year. The strike
in New York which shut down leading
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brewers in that cly for weeks will hit
the profits of these firms. but the rest
of the nation will report good hirew mge.,
thank vou,

Beer is one of the leading sponsors
on the air in dollar volume. although
this is seldom noted hecause the mouney
i nol spent on network hroadeasting
but on a regional or selective basis.
Some of the biggest special networks
are assembled for sporteasts of hrewers

like Guoebel.

“!‘l‘\u'ru \\‘i" t'ulllilllrl‘ to SPOnson
haseball. fights, and all other sporns

that permit beer sponsorship.  They
now agree that beer drinkiug is an all-
year-round habit. and most of the big
regional firms hudget on a 12-month
Il!l.‘"il‘i.

There'll be no curtailment of heer
advertising on or off the air,

5. Two major shifts in advertis-
ing emphasis may be noted this
Fall in the soap field. I’'SC and
Lever Brothers are expected 1o em-
phasize their use of selective announce-
ments with a far greater percentage
of their advertising budget going into
this forin of radio than these two com-
p.’lllif*s have set aside for this purpose
in the past. At the same time. Colgate-
Palmolive-Peet is expected o nse some
daytime air on the networks. In the
past C-P-I" has spent most ol its net-
\\ul'k fur

nighttime programs,

muoney

radio  advertising

Production in the soap field has now
reached the stage that Lifebuoy can be
half-priced for an “introductory™ sale.

The housewife who made her own
during the war is being won back by
the soap companies. The leading deter-
gents are now controlled by the lead-
iug soap manufacturers so that the soap
firms no longer worry about a shift
from standard soaps to detergents. The
independent chemieal firms that were
-'pr'lm] to invade the home \\ashing
field haven't made much progress and
are nol t"(!u‘l'il'll to do so.

While the death of Lord Leverhulme
has raised some questions about wha
will control the Lever Brothers business
in the | nited States—and that has a
bearing on the soap business in the
L. 5. there is not apt to be any shake-
ups within the next six mouths, After
that !

6. Cosmetics and all beauty prod-
ucts have been having a bad time
this spring. Many of the firms have
run out of consumer appeals to use in
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advertising and require new ereative
Muml. L ulike Toni, \\llil'h l\l't‘p:-?- re-
versing the field and thus leading it
there is little being done to make mi-
lady feel naked without a specific
brand of heauty aid,

Buyers of cosmetics and other heauty
aids are price conscious al present, bul
the past has proved, as will the future.
that price is no deterrent when the
product is something that she must
have to enhance her beauty.

Beauty products, except Toni, have
not used broadeast advertising to any
degree during the past 12 months,
Neither have they flocked 1o television,
although the latter seems ideally suited
to creating the urge to buy. Participa-
tion in video lashion shows and an oc-
casinnal one-minute announcement-ty pe
commercial is the extent of the beauty
field’s use of TV.

One heauty firm will break the ice
this fall and sponsor a program which
will be heard on radin and seen on
TV at the same time. I it goes —and
the product 1s new and may slart a
trend—the adyertising approach of the
entire field will change, The success
of Toni’s use of broadeast advertising
hasu't convineed most beauty product
advertizers that broadcast, advertising
is for them. Early cosmetic failures on
the air still rankle the make-them-
heautiful contingent.

7. The automobile business has
left the ranks of rackets and is now
operaling on a luyer's market basis.
The 31.000 under the counter. the used-
new car. the “must-extras.” and all the
other dodges which forced the public
to pay as high as 507 more than the
li,-l—pl'ii'n- fur a new car. have (!I'll(ll'll’!l.
Automobile manufacturers’ advertising
i= in full swing. Detroil loves tele
vision and most of the leading manu-
facturers will have at least one TV pro-
gram on the air this Fall. Most of them
will also have a radio program on the
air. despite statements of firms like
Ford. that all its air dollars would go
for the visual medium.

v December 1949, there will e
cars available for delivery on the floors
dealers.  That hard-
hitting =elling and getting away from
the institutional approach.

of most means

8. The bottom dropped out of the
pen and pencil business during
1948-1949. With the bottom went
most of the broadeast zul\u'l‘lising of
these firms. With the bottom also went

the president of Eversharp. Martin
Strauss. He was forced to resign by
stockholders.  Nevertheless, Eversharp
is still on the air and expected to spend
more money on its 361 question pro-
gram than ever before. Eddie Cantor
is taking over from Garry Moore short-
ly. IUs expected that the program for-
mula will alsu change with Cantor. al-
though the quiz device will contine.
Eversharp hasnt suffered a gross-sales
drop as big as some other firms. but
its net loss has been greater. and that's
why Strauss had to go. Eversharp’s
razor business has helped sustain the
firm. Ballpoint pens at $.25 to $1 have
hit all pen firms and it will be several
vears, it's expected, before the busi-
ness rebounds. As most pen firms see
the future. they must return to a holi-
day and gift business. which the high-
priced pens were for so many years.
When the pen and pencil firms have
sumething they can sell the public at
a profit. they'll be back on the air. It
doesu’t look like it will be this Fall.

9. While the leading drug firms
hide their annual statements much
better than the U. S, seems to hide its
diplomatic secrets. husiness has settled
to a pre-war level with many leading
firms. Ammoniated toothpastes upset
the mouth wash and standard tooth-
paste business this Spring and will con-
linue to do it this Fall. Several mouth-
washes will add the same ingredients
that make the ammoniated products
effective and thus offset the business
drop they have suffered since the first
of the year. It's been found that
people  using the new lm}lhpu\\'dt'rs
and pastes still wash out their mouths
aflterwards and thus lose the benefits.
An ammoniated mouthwash will hnd
a market. despite the fact that it isn’t
needed. il America vses the powder or
ll{l:"h‘ prnln-rl) %

Standard drug products have leveled
ofl inventlories and manulacturers will
continue to sponsor the programs they
have on the air. with the usual re
volving commercials. There is not ex-
pected to he any upsurge. or drop. in
drug broadcast advertising.  There'll
be the vsual new products with test
campaigns. ete. but nothing startling.
The drug business is in good shape.

10. Coal is a glut on the market
and will continue to be for the next 12
months. This will he so whether or not
John L. Lewis calls a strike. Coal's
problim is that it is rapidly losing its
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status as a low-priced fuel. Cost of
mining has gone up and up and this
cost must be passed on o the consumer.
For a number of years there has heen
talk of an industry campaign 1o scll
coal to the public. but nothing has
come oul of it. The new “dust-less”
coal for stokers has garnered some ac-
ceptance. but nothing really has hin
the market since Blue coal. The
Shadow. D. & H. Miners and a few
other regional programs will continue
1o do a ;_.:uml .-1'||i|l;_' jull |‘u|n|wlili\'vl_\.
The big job- to sell coal itself—will
continue undone,

11. Department store business is
sliding and there will be a number of
mergers and a few failures this Fall.
While upstairs business has declined.
basement business has increased. for
this is a price-conscious America. De-
spite the fine NAB-Joske experiment.
departmient  store advertising  depart-
ments are still run by black-and-white
advertising executives. and department
stores generally have not learned how
to use broadcast advertising. TV has
interested them more than the aural
medivm. but there hasn’t been 1oo
much use of the visual medium. he-
cause in most areas there is very little
daytime video—and department stores
feel that they should sell in daytime.
(Same-day impact is important to
these stores. or at least they think so).

There will be less emphasis on de-
partment store selling via radio on the
part of the new NAB department. the
Bureau of Broadeast Advertising. The
new local-retail emphasis is 1o be
pla(‘cd on the smaller retailer who
hasn’t too many fixed notions about ad-
verlising.

Department business will continue to
ease off. The stores will use more TV
advertising and for the most part very
little radio.

12. Milk has over-priced itself out
of the adult market in many areas
of the country. 1t still continues 10 be
a must for Junior and sister. but
mother and dad generally think that
it’s too expensive for them. The dairy
miterests thus have a two-fold problem.
They must find wavs of reducing the
price of fluid milk. and re-educate
adull America on the necessity  of
drinking it for goodness and healih’s
sake.

Dairy advertising budgers will be
watched very carefully. State regula-
tory bodies have been investigaling the
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marketing costs of milk. and advertis-
ing is one of these costs,

Ady ertising for milk by -products,
cheeses. ele.. will expand this Fall.
Warehouses have Leen filled 10 over-
flowing with various cheeses and they
must be emptied to permit new cheese
to age. Cheese prices will e lower this
Fall and “rare”™ cheeses will Le avail-
able.

13. Coffee prices will be lower
this Fall, and Coffee advertising will
continue at a high level. No uwew na-
tional coffee hrands will e introduced
and selling pressure on liquid  and
powdered coffee will be lessened, Many
coffee merchandisers feel that 1he con-
centrates will find their buving level
this Fall and will stay there. Only the
liquid coffees. which do not compete
with a bean or ground coffee. will be
pushed.

14. Aggressive selling of flour will
return to the air this Fall. The na-
tion produces 5077 more flour than it
requires and with a lessened demand
rllrlll I':lll'lhl’l‘. il l“'l'llllll‘.‘- a llighll\ Conn-
petitive matter as to who will sell the
commercial as well as the home baker.
All the important mills will use broad-
ast advertising on or before 1 Oct-
ober. ’

15. "Buy It Baked" will be a sales
rallying cry for the bakery in-
dustry this Fall. National advertisers
of products that bakers use will be
asked 1o use this slogan. or one like it
in their air copy. and local-retail
bakers will combine in many towns to
sponsor campaigns to sell the idea that
commercially baked bread and cake
are better. Test compaigns have proved
that these local campaigns increase
bakery busines as much as 20°¢ dur-
ing the campaign.

16. There will be little national
advertising on the air or in maga-
zines for men's wear this Fall. The
greatest part of the money spent Lo
sell men clothing will be spent at the
local-retail level with manufacturers
paving part of the cost for the men’s
clothiers,

Price levels this Fall will be from
200 to 407 lower than they were a
vear ago. and they won’t be window
dressing. Men just won't pay top prices
for daily wearables, Lower prices will

he the major appeal even of the elass
retailers,

17. There has been little national
broadcast advertising in the wo-
men's wear field. [l Vadamo:-
selle, Glamour, Seventeen, Culling All
Girls. and like magazines were puly-
lished. there had been very [ew ua-
tional brands in the women’s wear
ll”.‘-ill"!“-. A few \ears ago Teen-
Timers. Inc.. came 1o radio with an
tlea. a product. and a cood junior-
trade name. I1owas a top bhobly-sox
program. hoth on NBC and later an
MBS with top point-of-sale promotion.
I introduced the finm and s line of
dresses and built an acceptance oul-
standing for a Seventh Avenue dress
liouse. When the better garment mar-
ket went 1o pir'n'.- in the |It!1|]|_\-.‘-n\
fickl. Teen-Timers had to retrench. It's
ofl the air and no nationally advertised
line has thus far considered network
.’lll\n’llihill; for the Fall. A few of the
dress houses are making transeriptions
available and paying part of the cost
of local retail mlu-rli:—ing for their key
outlets, A number of other firms are
shooting Alm for use on local TV sia-
Lions and a few like Handmacher-\ ooel
are selling via film spols in certain
TV areas. H-V is the exception rather
than the role bul its success has
prompied other women’s suil makers 1o
consider similar operations. TV may
bring more women's wear makers 1o
the air.

More women’s wear specialty shaps
used hroadeast time this Spring than
in many previous seasons. The formula
hasn't been developed which permits
them 1o use TV yetl. but plans are
afoot at a number of stations which
should make it easy and inexpensive
for women's slll't'iall} :il’lupr- Lo use
lelecasting,

18. Insurance had its best year in
1948 and the first half of 1949 was
even better. However. all insurance
firms on the air. regionally as well as
lucally. are currently selling aggres-
sively. This Fall. there will be even
mnore !ll‘['.“-."llrl" il] Ilrhﬂlh'a.“[ COnmnmer-
cials selling insurance and a number
of life underwriters who have not used
the air before will use national sclec-
tive advertising, It's possible that one
national insurance firm that has bheen
off the network air for vears may re-
turn this Fall and that another firm,
new to broadeast advertising, may take
(Please turn to page 64)
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Determine what you expect broadcast advertising to do
for your organization.*

a. Force distribution

b. Move product

c. Build Prestige

d. Build brand name acceptance

e. Improve dealer-manufacturer relations

f. Impress stockholders

g. Improve employee relations

h. Supplement printed media advertising

i. Carry organization's primary advertising burden

*The nine items
ing and sales ion has ifs
own peculiar problams, These must be ascertained in ad-
+ance or else any advertising campaign will probably fail.

cover genera requiremants ot .'r‘;]l'lufﬂr_'ur

organizations but each organ

Determine territorial coverage desired.

Centralize responsibility for broadcast advertising.

Working with your organization's advertising agency select
the broadcast form [selective radio, network radio, TV, FM,
storecasting, transitradio) to carry the campaign.

Build or buy the proper program or announcement to reach
the market for the product.

The program and stations or network being selected, hold
conferences with your staff so that the entire organization
knows the campaign and its objectives.

Hold district meetings with your sales staff, briefing them
on the broadcast advertising campaign. There should be
preliminary meetings during which ideas of the sales staff
in the field are obtained on the campaign.

Set up a public relations conference with neiwork or
station publicity men, your organization's publicity de-
partment, agencie's press staff, independeni publicity
relations men of talent, and perhaps package owner
publicity men,”*

*“Working as a team these men can increase the audience

any program. Without organization and cooperative
yporation, waste throush duplic f publicity materia
nevitable
Establish a publicity plan for the campaign.
Make cortain that everyone involved knows the person

in the organization who is responsible for your broadcast

advertising.*

*That esecutive must be briefed on not only what the
c C public

1% ~complish but the

E] J 1 Make certain that talent pictures, biographies and full
program information (week-by-week details] are available

to everyone requiring them.

Plan tie-in
mailings.*
*Correlation of all advertising activity with broadcasting
pays substantial dividends.

D 12 advertising, point-of-sale material, dealer

Plan the program debut as a show, not as an opportunity
for organization executives to discourage listeners through
long talks,

03

See that effective on-the-air promotion of program starts
at least two weeks before the program makes its bow.*
*Free network and station time is available but many
advertisers are finding it productive of sales and increased
audiences to buy bigger announcements fo supplement
what the stations and

mE L

networks do,

See that a complete promotion kit goes out to stations
(if yours is a network program, the web's publicity de-

| partment will work with your agency and your advertising
manager on this).

Design a dealer and disiributor promotion kit on the
program.*

*Make certain that the material does not duplicate that
which network stations for the same purpose.

will use

Once the program has started to build its audience, travel
it

Formulate plans for continuing promotion. Only through
woek-in-week-out exploitation can a new program really
be sold to its full audience.

Tie program in with all merchandising and advertising
plans.

Make certain that everything that is done promotion wise
—guest stars—special exploitation reaches the publicity
departments of the stations, neiworks and your distribu-
tors and dealers in time for them to obtain newspaper space.

Plan mail-pulls [contests and give-aways) far enough in
advance so that they may be merchandized at the point-
of-sale as well as on the air.

] 22 Don't forget to write "thank yous' to the stations that
make promotion reporis on your program.
[[] 2i8 Where possible have product packaging include refer-

ence to the program.

Check newspaper reaction to the program.*
*A special press clipping order is broadcas! advertising
ife insurance."

| Broadcast advertising is a living thing: i requires broad-
casl-by-broadcast watching, nursing, culfivating. It's a
product that is being sold as well as one that is selling for
vou. Brosdcasting has to be worked at and with to return

tull dividends., The easy way is the non-productive way
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Age of specialization

Specifie buying groups e¢an be reached
as a result of pinpeoint programing

Radio listening is a habit. It’s a
habit that pays substantial dividends to
broadcast advertisers. For years, it
has been a habit which most advertis-
ers have fell was built, nurtured, and.
promoted almost solely by networks
and their affiliated stations. This has
never heen 1009 true, but it has been
a common misconception. It's a greater
fallacy today that it ever has been.
That's because stations all over the na-
tion are no longer trying to reach the
greal mass audience and are program-
ing for specific segments of the pub-
lic. One outlet becomes known as a
sports station. Another is the music-
and-news station. Still a third sta-
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tion becomes the favorite of the folk-
music coterie. Competition has forced
stations to stop Lrying to be something
to everyone. Instead many are Lrying
to reach and satisfy a vertical segment
of the listening public. Stations are
not only trying to build. but actually
are building. audieuces on this basis
and are delivering sales al low cost.

There was a time when it would
have seemed impossible for any area
to support over ten stations. Today
there are a number of sections where
it's possible, thromgh AM and FM com-
bined. 1o tune over 20 stations and find
most of the 20 doing a good job for
advertisers,

Vertically programed stations make
it increasingly difficult for timebuyers
to buy selective announcement and
program time. They require a custon-
tailoring of time buy to product
and they also require careful sched-
uling of the correct advertising mes-
sage. As stations develop specialized
audiences. agencies must conceive and
release specialized advertising copy.
This has always been done for foreign-
langunage stations. It now must be
done all over the nation when buying
|m\'-t‘u_=l—per-|i:-ilem'r outlets,

Naot only have non-network stations
become very important during the past
ten vears. but recently many network
outlets have let down the bars. and
il‘.‘ now llUSﬁi]'l]l‘. eveln on “'l?l) LAY |1|_'!I'
and-operated  stations. to  buy an-
nouncement lime between any and all
programs. This does not mean that
time is available on all stations for an-
nouncements, but that all station Lreak
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time i soll. There were a number
ol stations prior 1o 191 that said
“no o announcements hetween top-
appeal programs. There are practically
none of them today . Not all announce-
menl copy s .|4'¢-|‘|1I;|||||- by all sta-
tions. for in letting doswan the bars for
<ation-break comniercials the nation’s
areal stations scl up acceplance stand-
ards that are just as high for the an-
pouncements as nelwork standards are
for in-program commercials,

Timebuyers face a herculean task in
etting =elective schedules. Whereas it
was a question of some 000 stations
prior to the war. today it's a ulnt',-ilinll
of evaluating three times thar number.
without including the growing field
of the visual air (70 stations this
month ). The total listening audience
is increasing annually. Each radio re-
ceiver (in non-TYV honies) is receiving
more usage per month becavse there’s
more and more varied fave on the air
than ever before.

Selective broadeast adyertising has

The farm avdience

Rural listeners are
but don’t forget to

The term “farm market”™
evervthing or nothing to an advertiser.
depending on what he has to sell. That
follows from the fact that there are
big and little producers: that women,
and to an important degree children,
may be included in the phrase “farm
market.” 1t is not enough at this
tinme for to know that
the “Tarin market”™ despite an income
slightly off from last year, still has
more to spend than it ever had before
(lush war years excepted ).

Faymers will still he buying what
they need. But they'll be buying more
closely, That has two implications im-
portant to advertisers. First. the days
of being able 1o sell a prosperous farm-
er anyvthing up to a mechanized silo

nay medan

an  advertises

are shipping away. and no amount of
advertising is likely 10 halt the trend.
The shoe is a psyehological one. and
it"s on the other foor,

The successful advertising pitch for
the forsecable future will the
farmer how the product actually en-
ables him to eut operational costs, or

r-l!uh

in some positive manuer add countable
dollars and ecents ta his pl'u]‘ll.-i‘ While

30

grown faster than any other form of
racio advertising. It's the air medium
that permits an advertiser to spend as
little or as much as his Dhudget will
permit.  It's the air medium that en-
ables the advertiser 1o evaluate. mar-
ket-by-market. the effectiveness of his
advertising. It has flexibility.  It's
backed with a miximum of station pro-
There's an extra plus this
commg season. Program availability
will he Lops tlllrill;_', the 1949-1950 sea-
S0,

TV is a great selective medium also,
In this, sroasor’s thivd annual Fall
Facts edition. video has been consid-
ered as a unit. The TV section. starl-
ing on page 97. reports on the visual

molion.

air as a network, selective, and local-
retail medivm. 1t even considers it as
a slorecasting device, The time will
come. however. when TV will be ac-
cepted as just part of the broadeast ad-
vertising picture. It will then bhe re-
ported upon in the selective, network.
and local-retail sections of sroxsor’s
Fall Facts edition. koo

worth enltivating.
talk their language

this has alwayvs heen a foundation of
solid selling to farmers as well as other
producers, the fact is that now it must,
in the light of the current economic
mood. be emphasized at the expense of
other approaches.

It will also be necessary for many
advertisers to carefully convinee farm
audiences they are not being robbed by
increased prices for whatever the item
may he. Frank and literal explanations
of any price increases will be very
much in order if sponsors sueceed in
avoiding a sales resistamt wall of re-
sentment at inereasing prices in face
of (at best) static farm incomes,

Farmers are generally anticipating
produce price declines in the Fall, and
are therefore attempting to reduce their
inventories. In situations where it can
be :lvﬁllitt']_\' shown that conditions are
such as to make lower prices on given
commodities unlikely. the advertiser
may do both himself and the farmer a
favor by clarifying the matter. Nobody
is served il a farmer delayvs buving. for
example, needed fertilizer only to dis-
cover later in the vear that its cost is
higher or at best the same. The hest

(‘OI‘II.'.lt‘l:i a Spllll:‘llr can lla\'L‘ l“ ascer-
tain the feeling of a given farm market
about supplies. equipment. ete. are the
station farm director (where a full-
time specialist is employed) and the
County Agricultural Agent.

The actual “farm market”™ doesnl
consist merely of a farmer-prospect
for supplies and equipment. Some
phases of the farm business are almost
exclusively under the control of the
farm wife: in others her influence is
important.  She 100 will have to be
convinced that a buy is good before
she is favorably disposed to okay other
than mininum necessary expenditures.

Another aspect of the selling prob-
lem is the actual breakdown of high-
producing and low-producing farmers
hecause of this influence on income. No
substantial farm advertiser can afford
to spend his ad-dollars in ignorance of
who the high income group is and
where it is located. According to a
special report of the 1945 sample
census of agriculture of the Census
Burcau. 8.7 of the farmers get 507¢
of the farm income.

This same report shows thal instead
of the nearly 6.000.000 “farmers™ re-
ported (1915 Census) only aboul
3.000,000 actually  produce food for
the markel.

These facts. including the distribu-
tion throughout the country (as shown
in charts accompanying the special re-
poit referred to above) of higher in-
come farmers. strongly influence (or
should) the programing policies of
agricultural advertisers.

It has been well-demonstrated that
highly specialized farm service pro-
erams appeal to the higher-producing.
more prosperous farmer, .

One of the important checks of po-
tential audience-getting power. in addi-
tion to previous sales records of farm
programs, is whether the show is con-
ducted by a qualified farm expert (the
problems of farm programing are dis-
cussed in detail in a SPONSOR series
starting October. 1918}, Once an ad-
vertiser has determined lo use a cer-
tain station. it is to his interest to in-
sist that the farm director be in on all
phases of the campaign, particularly
the commercials. He is in a unique
position to understand his farm audi-
ence,

For the adveniser. a cheerful infer-
ence 1o be drawn from the Census
report previously referred o, is thal
the most lucrative part of the farm
market—the higher-income group—is
increasing.

- o u
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IT'S ONLY A FEW
BILLION

WILL YOU GET
YOUR SHARE?

$2,995,897,000.00

1948 Retail Sales® in WOW-LAND
counties (BMB).

All anthorities agree this year's re-
tail sales may be slightly lower . . .
BUT ... they also say . .

of 1949 retail sales will
26% be made in the third
guarter;

of 1919 rerail sales will
be made in the fourth
quarter.

Get YOUR share of the . . .
229/, Spent in food stores;

400950 Spent in general mer-
chandise stores—inc. ap-
parel and furniture;

38% Spent in other retail
outlets.

You WILL get Your share if
you use the advertising facilities
of Radio WOW-—the ONLY
single advertising medium that
covers the vast territory within
150 miles of Omaha in ever
direction.

For availabilities see your John
Blair man, or telephone Omaha,
Webster 3400,

* (Bured on SALES MANAGEMENT'S fig-
wreg—May 10, Survey of Buying Power—
except lor lowa, whbich 151 based on state
jaler fax reccipis.)

5000 WATTS * 59
JOHN J. GILLIN, JR., PR
JOHN BLAIR, REPRES
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Cooperative programs

J

MBS and ARBC constantly building new
programs for selective sponsorship

.\-I'l\\'urk .‘nhil\\_h il\il”illlll' as coopera-
1i\f'?‘ to ]lll'il] ﬂllt’ ]’I';_'ill"i’l ?llll[l“"f.‘
give ABC and MBS networks a big
stake in selective radio selling, For
several years as good time ])I‘I'illii:‘
have become scarcer. CBS co-ops have
diminished. This Fall there will be
only three, all news programs offered
affiliates, NBC, who reached this happy
state ahead of CBS, has four news
shows available as co-ops.

ABC is already offering four net-
work TV programs to local advertisers.
MBS, the leader in number of radio
co-ops offered locally and in total num-
ber of sponsors, will probably offer TV
programs to local advertisers when the
MBS-TV network is set, DuMont so
far has made only one show. Small
Fry. available on a local basis. Neither
NBC nor CBS has any present plan to
offer network TV prograns as coopera-
tives.

With 21 radio shows MBS leads
ABC by seven in number available to
The lh(-nr) of Bert
Hauser. co-op department head, in sell-

l”l'ill Fljllll:illrb'.
ing programs is to provide station

salesmen with a continuous stream of
promotion ammunition and keep ever-

Out - of - home listening

lastingly at them with suggestions on
how to use it. ABC’s Hal Day is also
strongly promotion-minded. By last
I June. 304 MBS stations had co-0p
sponsors, Newsman Fulton Lewis, Jr.
leads in number of stations sold, News
has always been leading seller among
Automotive
agencies are Lewis’ higgesl sponsors,
and news is a favorite program 1y pe
with automotive people generally. Sales
to them account for 157 of all MBS
co-0op snll'h.

KNate Smith, [ohn Nesbitt. Cedric
Foster, and Gabriel Heatter follow in
that order in number of MBS stations
.--nlll.

the co-aps  on all nets.

ABC’s 14 co-op programs have over
800 sponsors, Best sellers are Agron-
sky. Baukhage. Brealjast In Holly-
wood. Headline Edition. Dorothy Dix,
and Elmer Davis. in that order. The
highly touted Abbort & Castello went
off in June. never having attracted
more than 50 sponsors at one time.

\utomotive dealers and suppliers
still lead the parade of sponsors, but
dairies, houeehold appliance firms. and
building suppliers have made strong
gains over last vear. « o

The “big plus™ in radio audiences is
being measured for the first time

The measuring of out-of-home lis-
I{'uiu;_: has Ii'al“} started. In the past
few vears there were a few stations
like WRC. Washington; WHHM.
Memphis: WHDIH. Boston: WOR.
WNEW. New York. and WITH. Bal-
timore. that invested a few research
dollars into different phases of out-of-
home listening. The great mass of
stations simply forgot all about it

WRC wanted to find out about the
listening that went on in automohiles
in the nation’s capitol as did many
spousors. They found out that during
certain early aan. hours it exceeded
listening in homes. WOR checked lis-
tening at beaches and found out that
it was sizable. WNEW checked fac-

tory and other out-of-home listening.
It also found that it was sizable. WITH
checked listening in business places.

The problem that now faces adver-
tisers who are interested in reaching
out-of-home audiences is to obtain
facts and figures on just which sta-
tions dominate in each area. Many
are convinced that the out-of-home lis-
lening is important,

There is little question but  that
station WITH leads in radio audiences
in Baltimore’s commercial establish-
ments, The Johns Hopkins School of
husiness had two seniors make a sur-
vey of the business area of the city.
WITH was first in grocery. and drug

{ Please turn to page 36)
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IDENTIFYING BRANDS IS EASY

...when you know what to look for!

@RANDS are read from top to hottumT:md from left to right i—) -

They represent plane geometry in its ABC form. For example, a straight £

is a rail, such as a éﬁ % takes to build a corral. A ‘

similar line turned at an angle \ or this / is a slash. A shorter horizontal ‘

A line — is a bar. Here's a box ; a circle O is larger and rounder |

horizontal line

o than the letter 0. Sometimes a rancher uses a quarter circle © N , or a half

circle £\ . Upside down e it may become a rocking symbol, thus: \&
'r the Rocking R. A running brand, such as the Running M, (/Z/bextends —@—
itself and leans slightly ahead. Lazy brands, like the Lazy 3, lie down: ).

Brands fly, too, in the manner of the Flying X: x . Many brands explain

themselves. There are millions of combinations possible to produce these
romantic Q pyroglyphics :fwe'a%o(}f' the range. Using the above tips, how

1IN g

many of the brands on this page can you identify? Identifying bl‘i‘lpds is
Wi s

~ P~ -~ o
easy, pardner, when you know what to <@ < for. In the SC:*‘ L3X
p .

",l,«"s.\'

Southwest folks have a cinch identifying brands of products

‘. ﬂ% , too, because }? campaigns over the Famous Brand

: Station WOQ I tell them what to g :; for. Are ;»@

‘ telling them about YOURS?

S SRR — ——

Here’s a message in Brand Language from WOQl %"
4 NONE VLU AT Q/N $ o=

|

A

*psented by EDWARD PETRY & CO., INC. - New York, Chicago, Los Angeles, Detroit, St. Louis, Dallas, San Francisco, Atlanta, Boston
Ll e e N



Exclusive Representatives:

Radio
ALBUQUEROQUI
BEAUMON
BOIsI
BOSTON-SPRINGFIELD
BUFFALO
CHARLESTON, S. C.
COLUMBIA. S, C.
CORPUS CHRISTI
DAVENPORT
DES MOINES
DENVER
DULUTH
FARGO
FT. WAYNI
FT. WORTH-DALLAS
HONOLULLU-HILO
HOUSTON
INDIANAPOLIS
KANSAS CITY
LOUISVILLE
MINNEAPOLIS-ST. PAUL
NEW YORK
NORFOLK
OMATHA
PEORIA-TUSCOLA
PHILADELPHIA
PITTSBURGH
PORTLAND. ORE.
RALEIGH
ROANOKE
ST. LOUIS
SEATTLE
SYRACLSI

Television
BALTIMORE
FT. WORTH-DALLAS
LOUISVILLE
MINNEAPOLIS-ST. PALI
NEW YORK
ST, LOUIS
SAN FRANCISCO
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KOB
KEDM
KDsH

WDBZ-WBZA
WGR
WesC

Wis

kRIS

WO

WHO
KVOD
WhHsM
WDAY
WOwWO
WEBAI®

KNGMB-KHBC

KXYZ
WIsH

KMBC-KFRM

WAVE
WTCN
WMCA
WGH
KFAR

WMBD-WDZ

KYW
KDKA
KEX
WPTF
WDE]
KsD
KIRO
WFBL

WAAM
WBAP-T\
WAVE-T\
WTCN-TY

WPIN
KsD-TY
KRON-TV

Old Colonel F&P isn’t really an elderly
fellow—his average age is slightly under
1. But he's certainly “been around™!
For instauce. our 22 Free & Peters Colo-
nels have had an aggregate of 69 years
in college. alone. even though some of
us didn’t ever get past High School!

SPONSOR



MEET
COLONEL F & P—

Backelon of rtnits, Sciences,
Radio and Telewiscon!

'wYI':SSH{. he’s a graduate of Ambherst.
Brown. California, Columbia, Duke. North-
western, Wisconsin, and lots more!

That's why he kin read and rite so good!

But far more important to you, Colonel
F&P (who is all the men at Free & Peters)
has his degree in the field of radio and tele-
viston selling, too.

To F&P, “selling” does not mean the

art of slapping backs, passing out cigars, or

remembering your childrens’ names. To
us, selling means knowing all there is to
know about our *product”—organizing all
this data and information so that we can
find it when you want it—then passing it
on to you promptly and in whatever detail
you wish, whenever you need it in youwr
husiness.

What facts or figures on national spol
radio or television do you want. now?

We'd certainly like to supply them!

REE & P ETERS, INC.

Pioneer Radio and Television Slalion Represenlalives

Since 1932

NEW YORK

ATLANTA DETROIT

18 JULY 1949

FT. WORTH

CHICAGO

HOLLYWOOD

SAN FRANCISCO



OUT-OF-HOME LISTENING

{Continued [rom page 32)

stores. in barber and beauty shops. Tt
was also first in bars and grills. Other
stations had sizable audiences in Bal-
timmore  business  establishments bt

WITH appeared. in the Johns Hopkins

survey. Lo lead in most calegories.
However it's only in Baltimore that
such a survey has been made. Other

surveyvs have been one-station surveys
and do not show listening to all sta-
Lons.

To indicate the size of the audience
that listens in commercial establish-

SOUTHWEST VIRGINIA’S /)m RADIO

ments, Johns Hopkins survey revealed
that 17.1%% of its sample among gro-
cery stores had radio receivers in op-
In other types of establish-
ments the percentages ran in the fol-

eration.

lowing manner,
v in which radio

Huszines= was playing
Drug Stores ...... 15075
Bars & Taverns 20.7%
Barber Shops ... . 1T 42.2°%
Benuty Shops ... ...... 24.37%

New figures for ont-of-home listen-
ing in greater New York will be re-
leased hy WNEW shortly. However
the Pulse fizure of last April revealing
that 26.7'¢ of a sample which it inter-

23 e

of continuous service to Roanoke
and Southwest Virginia, and our
20th consecutive year with CBS.

WDBJ's potential audience is over a million people who

can spend almost a billion dollars yearly.

=S5 1924—1949 &<

WDBJ

CBS .«

5000

Owned and Operated by the
TIMES.-WORLD CORPORATION

ROANOKE,

WATTS « 960 KC

VA.

FREE & FETERS INC. National Representatives
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viewed in New York reported that they
listened to radio out of the home on
an average day is slartling enough to
prove how important this unreported
audience really is. Pulse’s out-of-home
listening showed that

percent listened in
39.8 automobiles
at work
visiting
bars and grills

retail stores
outdoors®
misel

1.4
low lwcause this was not studied for this

report during the summer months,

The 39.6 percemt figure for auto-
maobile radio listening is vitally impor-
tant since WOR's figures reveal that
there are 1,523.802 radios in
metropolitan New York—72.8%7 of all
the cars in New York being radio
equipped.

Seldom has there ever heen an ad-
vertising medium that has so short-
changed itself as broadcast
ing. by not counting millions of is
circulation. It is as if the
advertising field only counted the peo-
ple in the buildings around a hillboard

car

advertis-

outdoor

and never stopped to count the people
walked past past the
spol. The outdoor advertising field
will never do that.

Out-of-home listening is market-hy-
market listening. There are hundreds

who or drove

of thousands for instance who go out
of their way to listen to play-by-play
broadcasts of baseball games. One
cigarette sponsor admitted that he had
bought the home games of a team
practically 10097 on the basis of pub-
lic-place listening. To this tobacco ad-
vertiser, the home audience was the
bhonus and the at-work and publie-
place listeners his audience.

The survey which this great cigar-
ette firm made will never be released.

| It was made for the tobacco firm and

the research organization that made it
turned all raw figures as well as the
finished the client.

Before another Fall Facis issue rolls

survey over lo
around. there will be plenty of out-of-
home listening data available. Broad-
cast advertising is being forced out its
is being forced to stop tak-

lethargy
ing the impact of its medium for
granted. Sponsors will have the neces-
sary lacts that will tell them just what
they're buying besides Hooperated or
Nielsen indexed homes.

Certain produets can be sold better
to the listener who's out of the home.
The advertiser should know the size of

this audience—and should plan his
commercials so that he can effectively
'-l'“ il. - W
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pom INASTES
ATE PROSTTROVNS
SOUIAERN NEWN ERNGANDNRD

MARKER

| o WTIG
- DOMINAYES
/FHE PROSPEROUS
avﬂlfﬂl\l NEW E“G\k\\
.S' ' MARI(EI | “

Paul W. Morency, Vice-Pres.—Gen. Mgr. Waller Johnson, Asst. Gen. Mgr.—Sales Mgr.

WTIC's 50,000 WATTS REPRESENTED NATIONALLY BY WEED & CO.
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Carl 18
Touched!

Carl has been touched by Dame
Fortune and Miss Fortune!

He has been touched by relatives
and in-laws!

But the thing that really touches
our Carl is when he re-reads some
of the nice fan mail we get from our
cash customers.

Such nice things they say about
WDSM and WEVE. For instance,
a local brewer. His sales were in a
bad tail-spin. So 7 weeks ago he
bought WDSM and WEVE . . . .
figuring that because he could get
these 2 stations for the price of ONE
Duluth station . .. . he'd have two
horses in the race!

Yesterday the brewery's sales
manager sent Carl a letter telling
how nicely sales were going .
and admitting that because he was
only using WDSM and WEVE to
tell their story . . . . that must be
the reason for the pick-up in sales.

Yes, it's things like fan-mail from
clients and pats on the back from
our listeners that make running a
radio station such a pleasure.

Business is good because local and
national advertisers are finding out
that WDSM (Duluth) and WEVE
(the Iron Range) can really do a
selling job, if used in combination.
Best of all you pay only the ONE
station cost; and get 2 ABC sta-
tions working for you, telling your
story to everybody in our neck of
the woods.

There are more powerful stations
than ours, there are stations with
nicer upholstery in the waiting room,
but there aren’t any stations in this
areca that'll work harder to promote
your show on the air than WDSM
and WEVE.

Just ask a Free & Peters man for
the whole story. Thanks.
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Block programing

Mood scheduling can deliver a specifie
audienee in tune with sponsor’s produet

There is no substitute for block pro-
graming. when it comes to bhuying an
audicnee for broadeast advertising. ex-
cept perhaps a 820,000 -plus name pro-
aram with an assured following, Even
the “big name™ may fall on his face,
which is why Jack Benny continues 10
sweal every time a new Hooper and
Nielsen rating is pubhshed.

The perfect example of block pro-
graming on the networks is the back-
to-back presentation of the soap and
drug spansored daytime serials. radio’s
low-cost commericial audience-getters.
NBC's Tuesday
CBS’s Monday evening drama festival
and ABC’s Friday night chill-and-thrill-
them group are limited nighttime ver-

night comedy  skein,

sions of the faet that the listening au-
dience does not want a variety of pro-
arams bul a lot of the same thing.

===
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(BS’ Frank Stanton discovered this
when he was doing qualitative diary
rescarch. He labeled it “mood pro-
graming.” Bernice Judis’ very sensi-
tive station pocketbook had discovered
WAEW before Dr.
Stanton,

The listening habit may even be
broken by a newscast. although a five-
minute

somelime

news .“'['."'.‘“l“n Fl'l[llllll l'!]ﬂ.‘icﬁ
even a small pereentage of an audience,
Patt McDanald at WHHM, checking
his ratings. discovered early in the
operation of WHHA that they didn™t
want to hear the news regularly over
his outlet. Being an old hand of giv-
ing his listeners what they waut and
not  what want in another
section of the country, McDonald cut
his newscasts o a minimum, keeping
only those that justified themselves by

listeners

producing ratings.

MeDonald
treme block-program listeners will go.
WHHAI's special breed of faus wanted
their music sessions unbroken. even by

discovered to what ex-

news. In  conlrast. wmost slations
throughout the country find that five
minutes of news. on the hour or half
hour. holds on to ears.

While many sections of the country
want their disks plaved with a mini-
of conversation. there are sec-
tions where plenty of the right kind
of talk produces more sales than jusl
spinning disks.

The local personality is vital in disk
jockeying. Tommy Dorsey and Duke
Ellington have buill some audiences
with their disk sessions. hut it'’s the
Martin Blocks of America who really
deliver audiences and sales.

Sponsors have asked time and time
again how to determine whether or not
a block-programed stretch had an ef-
fective audience. In areas that have
City Hooperatings it's possible to look
at the ratings. That helps. However.
it doesu’t tell the entire story. Jockeys
of block-programed musical disk ses-
sions [vequently may not have the
highest Hooperatings but just as fre-
quently that have the most faithful
buying audiences. The safe way for a
sponsor o check a block-programed
station or disk session is to ask the
station for a result-story on the show.
Theve isnt a successful disk jockey

nmuim
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!

BIGGEST- studio audiences !

BEST-in station promotion!

FIRST-in total rated periods!
*December through April Hooper Report -

STUDIO AUDIENCES O 19020 Pecei vist Wrsk ver yeor

—no other Baltimore station is even close!

Just won 3rd award nationally in the annual
STATION PROMOTION BILLBOARD competition. No other Baltimore

station won any award!

HOOPER RATINGS Tops in Baltimore! First in morning, first in

afternoon, first in total rated periods!

When the last ounce of intensive coverage is needed
—when the advertising has to deliver—in the
Baltimore market, you need look no further than...

AM

— .
MORE STATION WITH 100,000 PLU

ABC BASIC NETWORK ® 5000 WATTS IN BALTIMORE, MD.
REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY

18 JULY 1949
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holding down a block of time who
hasn't at least one astounding success
story. The amount of merchandise
these musical salesnien have sold is
cnough to turn the current recession
into inflation.

Block programing must be handled
differenthy at different hours of the
day. What is effective from midnight
to dawn can be obnoxious at three
o'clock in the alternoon. What is zany-
effective at 7 a.m. would kill them at
o, \ }llllt'l\‘}lltlgﬂﬂlif'l] tllll-il';I} SCS-
sion in the worning wouldn’t be satis
factory in the 5:30 to 7:30 p.n. hours.
These latter two hours are top-flight
disk jockey time. Martin Block does
his best selling on WNEW during this
period. These are the dinner-prepara-
tion hours—when the American house:
wife listens with a faim hupl' that
some day hubby will purr like Block.
or his counterpait in other sections of
the L.S.A.

It is important to realize that when
a station forsakes the block program
formula. and nearly every station un-
der sponsor pressure forsakes it at
sometime of the day, that some other
station can and frequently does pick
up the audience that was listening to
the block-programed station before the
mood was shattered. This audience-
stealing device is less common than it
might be. for the stations that are in a
|m-il§on to program against the compe-
tition are frequently block-programing
themselves and can’t afford 1o break
their own mood, There are. however.
a number of stations that unse the
l'lllltI';|-|!Ill,‘JI':1|11ili,l,' device and have
|mnm1 it successful,

There’s nothing difficult about con-
tra-programing. All that sponsor or
station has 1o do is 1o see what is nol
on the air at any specific time and
program that. Thus if there is no
sweel music being broadeast—schedule
it. I the air is full of mystery, give
them music. If all is music. it's time
for a whodunit.

It's }lnui“l' to collect on a block-
programed station. or network skein
inexpensively—it doesn’t require a big
name or expensive program to do it.

Oune thing is certain. when a SpONSoHr
buys 15 minutes in a block-programed
periodd he doesn’t have to build an
audience. He's buying one ready to
be sold. There is something else that’s
certain, A program log of a block
progri amed station is eas y Lo idtllll[\
Shows are not scheduled by 15 minute
pe sriods but by a minimum of 90 min-

ules, -

40

In
~_Washington.,

‘ g
. - -,
oo -

. »

Yes. radio offers more impressions for the same money. Surveys have
proved also that more people listen to the average daytime quarter
hour program than notice the average national advertisement in the

nation’s largest newspapers,

For example, in Washington 32.300 adults listen to the average daytime
quarter-hour program on WRC, while only 13.300 adults note (not
necessarily read) the average national advertisement in Washington’s
largest morning newspaper.* Your NBC Spot salesman has a compre-

hensive radio listening—newspaper reading analvsis of the Washington

NBC




Availabilities

I's good hunting for
“hbreaks™ this Fall

Announcement availabilities are nol
tight this Fall. That’s due to a number
of factors. not the lrast of which is
lack of prohibitions against them on
big network and important local sta-
tivns. The fight against “over-commer-

~ . cialization” has gone by the boards.

RS- 7 T 4 - NBC is no longer urging its afliliates

g W nol to sell evening chain breaks and 20

7 fUII pages g second announcements are heard even
z Pl e on the key stations of NBC and CBS.

oF The big stations still shy away from

28 quarter pages . plug-uglies. and there are very few
. irritant commercials on these outlets,
Total Circulation (ABC)=271.810 . Surveys conducted by McCann-Erick-

son, and a number of other agencies,
- 1 have revealed that while irritant an-

""-'0 "-“[ "
’ —"

N — tion for a product, they do not neces.

nouncemenls mayv  achieve identifica-

sarily =ell. The commercial that irri-
tates and sells is the exception. (It can
he and has been done.)

Weather announcements were used
this past season almost as frequently
as time breaks by sponsors. Amazing
as it mayv sound. however. there was

W\

. : and is plenty of time and weather an-
208 da)'time quarter hours if ' L % nouncement selective time available.
5 A . Gk - Many advertisers believe that time an-
Total le{)‘.!)u'\'flum- :-fmhr'm'e' - _ ; AR SRS R R S
Families— 300,503 T manuflacturers. While this is true to
a limited extent. there are many other
advertisers that can use a time quality
in their selling that can purchase time
breaks simply by submitting suggested
continuily Lo stations.

One Sponsor who fnlllll] |1n\\ \\f'“
time and weather hreaks can sell has
been trying out a station break pur-
chase on an “if” basis. If it rains his

market. Wrile, wire or call your NBC Spot salesman for full inforima- copy for rubbers and umbrellas is

tion and availabilities on all these mnjnr U. S. radio stations. used on open weather and time breaks.
= Sources arailable on request Stations generally do not like this “if”

7 R I 1 | ¥ Ill_;-inf'“. but accept and l!(l a fine job
with it. when it comes their wav. Mo-

Chicago . . . . . . . . . . . .WMAQ tion picture theaters have discovered
Cleveland ol " I 3% Al . . e . . . WTAM time hreaks to be il]l’ili. ”TI‘II' Lime 1s
WD$hiﬂgTOl"l IR ae il = L v  TONIRE 6 p.m.. time to see Alan Ladd in The
AR EraREISCRr s ol i (e a2 2o 2 ENBE Great Gadsby at the Paramount™ type
of announcement has been found to do

DEnVATG e el f v G e sl el e KOA all that's necessary for top pictures,
Schanactady §h e b s S s, b e WEY Pictures without top names. or pictures

that have nol received a good press.
may need more selling. but it can be

and is being done with time announce-
ments.,

s l ° I s A L E s Any service or informative type an-
nouncement fits into a public service

Mew York : Chicogo - Clevelond « Holly wood * Son Froncisco * Woshington+ Denver L\ pe of station or chain break. Every
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ITS EASY,
IF YOU
KNOW HOW!

\HS. the hand is quicker than the eye, but down here in Deep

Dixie, the ear is quicker than either. An extra “r” in the accent,

or a little lack of tact about several subjects—well, you know. . . .

We of KWKH are Southerners. We talk and think like all the

rest of our people down here.

For 23 years we've studied our audience, and the
results are reflected in our Hooper ratings. For
March-April, 1949 our showing for Total Rated
Periods was 38°% better than our next 'com-
petitor."

Whatever you have to sell in our market, KWKH is your best
radio buy. We can prove it. Interested?

KWKH

- Texas
SHREVEPORT { LOUISIANA |
Arkansas
50,000 Watts ° CBS Mississippi

The Branham Company, Representativen
Henry Clay, General Manage
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body's interested in the weather and
the time. The commercial copy used
with time and weather breaks must ht
in with the time and weather announce-
ment. Stations will not generally ac-
cept copy for these breaks which does
not belong with the information,

Advertising agency and station re-
|rrv_-'.»-nl.'1liu' executives pninl oul that
the number of products that can ef-
fectively use time breaks are almost
legion. The reps havent stressed ten-
second time Dbreak availabilities too
muech because they'd rather sell pro-
grams and minule participations,

The request for such availabilities
and information on the limitations that
individual stations place upon their
use must originate with the advertiser
or his agency.

Time hreaks are ideal periods in
which to make a test of a product or
campaign. They vsually bring imme-
diate results. They've built Bulova and
Benrus. to mention just two watch
manufacturers. and they can be used
to build a number of other products.

“I's four p.m. Have you Glass-
Waxed your windows lately? Glass
Wax is available at your grocer. drug.
or paint store,”

Weather or time. those announce-
ments achieve attention without irri-

lating. PR

Station representatives

Station sale agents
know. sell product

Station representatives during the
past year have accepted a new job—
they're selling broadeast advertising.
a job that the NAB's Bureau of Broad-
cast Advertising is scheduled to do.
when it gels zoing.

Not only have representatives in-
dividually been active selling broad-
cast advertising. not just the stations
they represent. but their association
has been making presentations on be-
half of the selective medium o firms
like Waltham Watch.

The story of selective hroadeast ad-
vertising has been told only occasion-
ally. Stations have been bought in
many markets almost entirely because
they were affiliated with a network. and
announcement time has been bought
“hetween two top pl'u;zrmns.“ The sta-
tions as entities have been. for Loo
long. just transmitters.

Station representatives can be of
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Rz’gbt where 1t SELLS/

Ever observed people watching a good TV
Show? . . . Then you’ve noticed that their
eyes and ears both are “at attention”. . . that
a good TV commercial can hit them with

the impact of a punch right on the button.

To make sure your TV punch reaches the

WSPD, Toledo, Ohio °

WSPD-TV, Toledo, Ohio °

18 JULY 1949

WWVA, Wheeling, W. Va. °
WLOK, Lima, Ohio e WAGA, Atlanta, Ga. « WGBS, Miami, Fla. ¢ WJBK, Detroit, Mich.
WJIBK-TV, Detroit, Mich. .
National Sales Headquarters: 527 Lexington Ave.. New York 17, Eldorado 5-2155

"greatest possible number of people, be sure

to schedule Fort Industry’s 3 TV stations:
WSPD-TV (NBC, CBS & DuMont), Toledo;
WIBK-TV (CBS & DuMont),
WAGA-TVY (CBS & DuMont),

Get your guard up—call Katz for availa-

Detroit;
Atlanta.

bilities. Now—today!

THE FORT INDUSTRY COMPANY

WMMN, Fairmont, W. Va.

WAGA-TV, Atlanta, Ga.

43



great help to a sponsor in merchandis-
ing his broadcast advertising. Each
station has its own routine of handling
matters like courtesy announcements,
car cards and other forms of lli."-plal\_
newspaper advertising, and the host of
other program promotions that help
increase audiences and dealer accept-
ance for broadecast-advertised products.
They are ready these days not only to
sell but to service accounts and in
many cases station representatives have
men in their organizations who are
promotion specialists. even though they
may double as salesimen.

——*

Station representatives are basically
salesmen. They are successful only
when they do an effective job of sell-
ing for their stations. Stations may
appreciate all the operating help a rep-
sentative gives them, but they judge
their reps 1009 on the basis of the
volume of business they sign. It's much
easier for reps to visit timebuyers at
agencies and fight for their station’s
share of existent business than it is to
contact advertisers that are not u:-iug
broadcast advertising. For this reason
advertisers in many cases have to in-
quire of a station representative in

BIGGEST AUDIENGES

in New England’s 2nd Largest Market

LISTEN TO WPRO

the W hole* Year ’Round!

HOOPER STATION AUDIENCE INDEX
CITY: Providence, Pawtucket, R. |. MONTHS: Dec., 1948 thru Apr., 1949
SHARE OF AUDIENCE

TIME 'WPRO | Sta.
"MON. thru FRI. T
] a.n.‘u"opn 38.5 i
MON. thru FRI, |
NOON-6 P.M,
SUN. thru SAT,
B-10:30 P.M.

B|Sta.C|Sta.D|Sta.E| Sta.F Sta.G
17.5

31.8 200 188 [118|11.2] 57 16
35.4 269 | 14.8 | 18.3 | (OH Local Sunset)

209135 45| 20| 18

MORNINGS:

WPRO's Share of Audience is GREATER than the
COMBINED SHARES of network stations B and C . . .
and almost EQUAL to the COMBINED SHARES of
network stations B, D, and indies E, F, and G.

AFTERNOONS: WPRQ's Share of Audience is GREATER than the

order to discover just what broadecast
advertising can do for him. The Na-
tional Association of Station Repre-
sentatives stands ready to present the
selective side (market-by-market) side
of broadcast advertising. Since this
is the direct result side of the medium,
advertisers are apt to learn more ol
how radio can sell through station rep-
resentatives than they can through any
other group in broadcasting.

Of late, station representatives in
many cases have separated their radio
and television operations, even going
so far in the case of John Blair as to
set up a distinct corporate cnlit}‘ for
TV station representation. Other rep-
resentatives haven't gone this far, but
they have TV specialists in their offices
who know television and very little
else. The tendency, more and more, is
for TV to be treated as a medium dis-
tinct and apart from radio.

Station representatives, just as other
factors in television, are not making
money in this field. Their radio sell-
ing pays for their TV servicing, in
most cases. The important thing for
sponsors to keep in mind is that sta-
tion representatives can help them
make broadcast advertising a more ef-
fective sales medium.

- = =

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 Menroe, yau can reach on oudi-
ence with buying pawer comparable to
Kansos Cily, Missouri. 17 Lla. porishes

COMBINED SHARES of network stations Cand D . . . ‘
and EQUAL to the COMBINED SHARES of netwark
stations B and D.

ond 3 Ark. counties are within KMLB's
milevolt conlaur. Sell it an KMLBI

EVENINGS:

WPRQ's Share of Audience is GREATER than the
COMBINED SHARES of network stations Cand D . . .
and 8.5 percentage points higher than natwork sta

tien B.

LOUISIANA

* All latest seasonal reports (available on request) show WPRO
FIRST in Share of Audience.

KMLB

ROVI ENC MONROE, LOUISIANA
BASIC CBS 35000 WATTS % TAYLOR-BORROFF & CO., Inc.

% AMERICAN BROADCASTING CO.
Represented by Raymer 5000 Watts Day © 1000 Watts Night
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DOUBLE COVERAGE

for

DALLAS - FT. WORTH!

s=t=r=e=t=-c=-h
that Dollar!

Make it do double-duty in a billion dollar
market with the famous WRR-KFJZ combina-
tion ... over-lapping coverage, simultaneous or

separate schedules, at a single, economical price!

KFJZ—FORT WORTH W R R—DALLAS

NATIONAL REPRESENTATIVE — JOHN BLAIR & CO.
NEW YORK ¢ CHICAGO e DETROIT e ST. LOUIS ¢ LOS ANGELES « SAN FRANCISCO
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WANTED
ALIVE-

Desceri ption:

Age: Old enough to realize
that o buyers’ morket pre-
voils, ond interested in mok-
ing his odvertising dollors go
further.

Identification: Shrewd, in-
telligent ond interested in
reoching o vost new poten-
tial customer oudience for his
product ot the lowest cost per
prospect in Houston rodio.
Goes by the nome of sponsor,
olios on-the-boll merchont.

REWARD

To the ogency or occount
that brings in this WANTED
PERSON - . KNUZ will cleor
“COLLIE'S CORRAL" 12:30
p.m. to 12:45 p.m. Monday
thru Fridoy, or ‘"COLLIE’S
CORRAL" 12:45 p.m. 1o 1:00
p.m. Mondoy thru Friday.
BOTH quorter hour segments
of the "CORRAL"” hove the
*NUMBER ONE LISTENING
AUDIENCE IN HOUSTON.
WITH A QUARTER HOUR
HOOPER RATING of 4.5 and
5.4 respectively,

*(Winter-Spring Hooper re-
port Dec., 1948, thru April,
1949). Anyone knowing the
whereobouts of the obove
person
Contact Nearest
“Sheriff's’’ Department
Forjoe
or
“Sheriff” Dave Morris
CEntral 8801

k-nuz
9th Floor Scanlon Bldg.

Houston, Texas
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Independent stations

Big sponsors eye non-net ontlets with
interest as result of proved impaet

The independent station is pulling
il= own weight and then some for
hroadeast advertisers, Its sports, musie,
amd news formula reaches an audience
that is seldom served by stations that
do not block-program their schedules.
It is not unusual in reading Hooperat-
'm;,::-' new Iult‘l\l'l Ilif‘('(‘ lo note that the
independents” share-of-audience is hig-
ger than any single network attraction.

[t has only been of late that non-
network stations have had a sufficient
audience in all of Hooper's 36-city van-
dom telephone home sample to make
reporting their share-of-audience fig-
ures necessary. lTaking the 15-21 June
Hooper report for reference. there ave
periods in the week when independent
slations have a greater audience than
Chester freld Supper Club. Tuesday 21
June saw the Supper Club with a
Hooper of 4.0 and a non-network sta-
tion rating of 3.2, the independent sta-
tions share of audience being 26.27,
Even mid-evening on the same Tues.
day. 8:309 pom.. independent stations
were within .8 of a rating point of the
top mystery. Wr. and Mrs. North. The
independents had a rating of 6. Other
network programs on the air at the
same time had ratings of 2.3, 4.2, and
L1.

Tuesday night i not an unusual
night on the air for independent non-
network stations.  After 10 pan. on
Monday (20 June 1949) against the
top-appeal My Friend lrma with a
rating of 11.9. the non-network sta-
tions in the 36 Hooper cities had a
rating of 7.5. The top network pro-
aram aside from [rina had 3.8.

Night after night the Program Hoop-
eratings’ pocket piece has evidence of
the growing audience of the inde-
pendents. Since these ratings are aver-
aged for the entire 36 cities. with the
cities being located from coast to coast,
they give consistent prool of regular
listening to non-network outlets. The
ratings include stations without hig
audiences and also lop listening oul-
lets like WHDH, Boston: WHHM,
Memphis: WNEW. N. Y., and WCKY.
Cincinnati, These are representative
of the block-programed stations hut
they are not all of the same hreed.
WHDH, Boston. owes its greal audi-

ences lo its top sports’ schedule.

WNEW. N. Y., is a music-news-pro-
motion programs outlet. WCKY is
music, news, and sporls program sched-
uled, but also depends 1o a substantial
degree on its western disk juckey sched-
uling.  WHHM. is disk jockey pro-
gramed and uses a greal deal of folk
music (no jug bandsi. WHHM proves
that although every section of the coun-
try that supports a City Hooper Re-
port has a Big Croshy disk session
in its First Ten programs. a well pro-
gramed  independent  can  even get
along without Bing. WHHM hasn’l
played a Croshy record yet.

The success of the non-network sta-
tion is based upon the fact that it does
not try to program for everyone. lis
schedules are designed for a specific
segment of the listening audience, Thus
WOV serves ltalian New York in the
daytime. swingsters to around 10 pan,
and then goes Western Hillbilly. Since
there’s very little range music heard
on the air in the metropolis. Rosalie
Allen’s boots-and-saddle disc spinnings
have amazing audiences,

When WVN] started to compele
with the New York stations from New-
ark. N. J. it decided to pay. as a gen-

eral policy. “sweet” music—neither too
hot nor too cold. Now as an inter-
viewer walks alnn;_{ the streets of New
York. hearing the sweet strains of
WVNJ are not unusual. In certain
sections. during certain hours of the
day. it's a veritable little symphony of
WVNI. just as in other sections WOXR
p]a}:ﬂ the majur lm‘lnd}.

When WLIB (with the blessing of
the FCC) passes to the control and
management of Morris Novik. it plans
to be programed for the two-million
English-speaking Jewish in New York
and its vast colored population. These
are lwo groups which have not had any
special programing. and there is every
reason lo believe that WLIB. which
hasn't reached a really top commercial
audience during its several manage-
ments, will under its new plan have
something very special for advertisers,

Under the shadow of New York's
areal stations. and under the shadows
of the great stations in most metro-
polises. there is a suburban station
programed for its own select neigh-

{ Please turn to page 70)
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cuet WONTH N THE VAR

WHDH

1§ B0STONS
GEST 0Y!

Number of Greater Boston Radio Homes
Reached for Each Dollar Spent’

1300F
1200
1100

1000

900 (~STATION 4

800 NETWORK
700} STATION B
600
500+
400
300
200
100

WHDH

NETWORK
STATION C

NETWORK
STATION D

*Based an the latest 12 months Hooper “Share of Audience” Reparts April-Moy 1948 —
April-May 1949 and overage cost per spol an the four netwark stations ond WHDH,

When you buy WHDH you will reach
502 more Greater Boston radio homes
than on Network Station A; 77% more
than Network Station B; 78% more than
Network Station C; and 54% more than
Network Station D. Ask your John Blair
man for the complete information on
how to get more for your radio dollar
in Boston.

NOW 50,

000 WATTS

WHDH

OWNED AND OPERATED BY
THE BOSTON HERALD-TRAVELER

Represented Nationally by John Blair & Co.

I8 JULY 1949
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Regional networks

e e e

Inherent advantages of seetional webs
boost commerceial use throughout nation

television.

I;Iilin.

of transit-
and facilities that pernnit inten-

_'_"[n\\!l!

is causing sponsors to
and more carefully sell-
ing methods that will let them ake the
most of markets that have

Sive coverage,

( nll-itlvl nmore

their own
!llr'i'lllllill lliu}l]t'Hh.
.lllt':-l'

problems range from strong

listener bias for certain program ty pes
and personalities to highly individual
alfecting both  distri-
butor and retail phases of marketing.
Oue way of taking advantage of local
peculiarities is through the use of the

local conditons

regional network., Where the manage-

ment is ;l;_';_’rt'-r-i\r and member sta-

“THINK VLL BUY
BOTH THEM HEIFERS'

.[f vou'd like to see some doggone
. -

pulse buying.,”

We

ley hayseeds!

vou oughta
got far higher than

wonderful *im-
Red River Val-

national average

walch us

income—and, by golly. we spends it!

And if vou'd like

advertisers don’t even

consider other

to get vour share of this lavish
North Dakota spendin’, vou'd better use WDAY!

Many

outlets. Latest

Hoopers prove WDAY's a 5-t0-1 favorite in Fargo and

Moorhead.
loyalty. too!
Write

dope. You’ll he amazed

And we've got proof of exceptional rural

to us direct. or ask Free & Peters for all the
and convinced!

FARGO, N.D.
970 KILOCYCLES
FREE & PETERS. INC., Exclusive National Representatives

NBC o
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5000 WATTS

|

tion managements have grown close
t the communities thc-_\ serve, these

webs are in a position to do an un-
usual job for an advertiser.

Even with program cosls down, it's
still from an operational
standpoint. 1o cover a market with in-

expensive,

dividual programs. station by station.

\ regional web can cover a section
with a single program and one billing.
Working closely with distributors and
jobbers in getting distribution. in plac-
the ab-

can deliver a maxi-

ing point-of-sale material, ete.,
breviated network
mum of service to its advertisers,

The regional chain may not in indi-
vidual
spond with exactly an advertiser’s mar-
ket But fll‘.‘-piil' the trend
toward tightly knit market coverage. a

cases cover markets that corre-
divisions.

regional set-up permits the great flexi-

bility of selective broadeasting on a
broad area base.

Few of the more than 50 area chains
In the
||h'

assistance of people at member sta-

maintain big promotional staffs,

majority of cases one man with

tions does the work. There are excep-

tions. of course. and as it to be

pected webs like Yankee (New Eng-
landi. Don Lee (Pacific Coast) and
West Coast segments of the

Get Your Share
of he Kvch

SPARTANBURG-GREENVILLE
MARKET!

AIR YOUR WARES OVER

eX-

four na-

Represented By:

John Blair & Company
Harry E. Cummings
Sourheastern Representative
Roger A. Shaffer
Managing Direcror
Guy Vaughan. Jr., Sales Manager

CBS Station For The
Spartanburg-Greenville Market

5,000 Watts - 950 On Your Dial
WSPA-AM and WSPA-FM Are Sold As
A Single Service

SPONSOR




We're Sorry!
All We Can Deliver s
1 VX of Texas

(Population-wise and Dollar-wise)

— /5 Millivolt Daytime
R Coverage

o = Permanenf Linei

KBWD
WACD

KNOW

KFJZ (Key) Fort Worth 1,270 Ke. 5.000 W. MBS
WRR Dallas 1310 * 5,000 * MBS
KRRY Sherman 910 * 1,000 * MBS
KPLT Paris 1,490 " 250 ** ABC
KCMC Texarkana 1,230 250 ABC
KFRO Longview 1370 * 1,000 " ABC
KGYL Greenville 1.400 " 250 MBS
KRBC Abilene 1,470 * 5.000 ABC
KBWD Brownwoeod 1,380 * 1,000 ** MBS
KGKL San Angelo 90 * 5,000 ** ABC
KBST Big Spring 1,490 * 250 ABC
KCRS Midland 550 5,000 * ABC
KTHT Housten 7%0 * 5,000 * MBS
WACO Waco 1,460 " 1,000 ** ABC
KNOW Austin 1,490 * 250 " ABC
*KMAC San Antonio 1,240 ™ 250 MBS
*KABC San Antonio 680 * 50,000 * ABC
KRIO McAllen 910 1,000 * MBS

*Only one San Antonio Station
to be used.

NETWORK

Fort Worth, Texas

TEXAS

1201 W. Lancaster

18 Stations 250 Watts to National Representatives
50,000 Watts . . . Y2 Millivolt Weed & Company

Daytime Coverage of New York e Detroit » Boston e Chicago
907 of Texaos! Atlanta e Hollywood # Son Froncisrs

18 JULY 1949



tional nets are among those who tell
their stories l‘ialmrillt‘l_\' and often.

Beyond the extra service regional
chains are in a position to render ad- |
vy = v & a vertisers, they form an important test-
OLIOW any istener . ‘ I

ing ground for both products and new

programs and commericial techniques.
e o @ t" “)“vll \ variation on this theme is being de-
veloped in Oklahoma by the Oklahoma
Group Broadeasters. and in Alabama
by Associated Broadcasting Service
isee No Tr'.l'f’liﬁkrulf’ Lines. sroxsor 4
July 1949, p. 301.

In these operations key FM stations,
KOCY-FM. Oklahoma City, and
WBRC-FM. Birmingham, feed regular
programs and spectal events to groups
X of AM alfiliates via FM relay. Under
— v the ABS arrangement affiliates take 17
—% \ hours of WBRC (AM) programing

' g daily. more than half of which is live.
An advertizser can buy various blocks
of the 21 affiliated local AM stations.
Most of them are low-powered and
they cover the length and breadth of
\labama. The case iz similar with
OGB. and one check to the network
takes care of the hookkeeping.

Both nets make sports events, top
regional and local sports, available to
afiliates that on their own could not
afford them. or to whom the evenls

FALL AND WINTER
SCHEDULES
NEED

TO CONSUMER

PREFERENCE

There are millions of WSM listeners, in a circle
with many hundreds of miles radius. They are all
kinds of people—urban, rural, rich and poor.

Pick any family, or any hundred families—and
follow them to town. Watch them buy. Then check
what they have bought against the list of WSM
sponsors—and you'll see what we mean when we
talk about the exceptional pulling power of WSM.

Then ask those families why they buy from the
WSM list, why is it so definitely their shopping AM-FM
guide? The answer will be very simple. “We've

been listening to WSM for a right long time, now, Covering the

and we never have had cause to dishelieve any- Prosperous
thing we hear on it.”’ Is there, anywhere, a more Greater Wheeling
powerful background for selling? Market From

BELLAIRE, OHIO
—WSM Represented by

THE WALKER COMPANY

HARRY STOMNE, Gen. Mgr. + IRVING WAUGH, Cam. Mgr. »+ EDWARD PETRY & CO,, National Rep.
50,000 WATIS = CLEAR CHANNEL + 650 KILOCYCLES * NBC AFFILIATE,

50 SPONSOR



Network Programs

Available on Loeal Siations

EXPLANATIDN
Farly morning uews commentary from Wishineton

Advice on listener problems

Authorities dehate subjeets of national mterest

Lively iscussions of vital issues

News reports anil eaommentary from Washineton

P at the rreakfast table with Jack MeElray as M(

Commentary on domestic and foreign events

Paytime seril thriller

Chatty , nformal interviews with puests

Veteran reporter’s comment on inside of news

Reports and Commentary from Washington

Counsel on buman relatwons problems

Late news with Morgan Beatty and Leon Pearson

Adviee, tips, prizes to fishers aml bunters

Domestic and foreign news comimentary

Unly woman news reporter in network radio

Analysis of national seene from Washington

News and interviews with people who make the news

Heatter discusses his fan mail

Hicks re,

laces MeCormick: reports on world events

Behind loeker doors from eoast to coast

Fove, life, laughter with the Johnsons

Ahout thewr travels: taped in laraway places

Commwentary by dean of radio correspondents

Ancedutes, stores, news an the unusual side

Comments on day's developments from Washington

Mat-in-the-street in a restaurnnt

Alr press conference with nawes in news

Edwaril Amold in true episodes in lives of Presidents

TI7LE TYFE NET APPEAL TIME PRICE
MARTIN AGRONSKY - -Nvu»: - ARC .-\.1‘II|I lS-rnl;_.r-i wk §0 83306
ALEXANDER'S MEDIATIDN BDARD Pikiia o R MEE L Ao $mine 1wk $5:3500
AMERICAN FDI'!;I;!—{-)F_‘-[HE AlR Forum ;t_li.-*_ Adult 31'1_-:..".. 1 wk $3- 8300
AMERICA'S TOWN MEETING | Forum ARC  Adwlt | B-din, ek $7.80 8300
BAUKHAGE TALKING T 0 ey e ) 85 3250
BREAKFAST IN HDLLYWODD AndPut | ARG | Famale L 0t S £ 5600
CECIL BRDOWN T3 News : MES Familv _I."v-rmu. 5 wk £ §350
CAPTAINMIDNIGHT T TR e R RO $5 §280
f—ich‘f CRAIG | Commentary A l‘(‘_ r...,..,; o I!‘-uun? w_k £5 §280
BILL I:UNNIN_‘GIQE i News MES _r';,._m Iﬁ-lm;. 1 w: 52 51; sl_ih
BMeRoAIS | News T I5min, 5wk $7.50 $420
DDRDTHY 01X R (‘nmlm‘nt.‘;,\' ARC Tlult = E-_rm_ G _S:'J $2~ill. ¥
FINALEDITION Nt T e R T ey
FISHING AND HUNTING CLUB | Sports MBS Family  25win | wk | §5 $280
CEDRIC FDS:[EII-_ ,\':w-.\ ~ _;'I ;_ . Family g :‘r-mlu. 5 w_k_ §5 -S'ﬂill
PAULINE FREDERICK REPORTS | News ARG i bminGwie | ssaien
HARKNESS TSRS T v Rty Raenypre
HEADLINE EDITION News L B 10min /wk $5-3280
GABRIEL HHITEE’S m.\?; == i‘umuu'lltar,\'_ MBS : I":uE BA 15-“;&._5 wh _S?.,‘:ﬂ !‘E i
GEDRGE HICKS o T CNBE ] Faie. | iEminiiwe || $10-3%70
INSIDE OF SPORTS Soortsne” B LEA | Mea | | ab. Ak 5 8290
JOHNSON FAVILY ol e MBS | Faxdly, | (b SiwE $5.$250
IRENE & ALLAN JONES e A M D0 o Tty | tsmindie | SE60
KALTENBORN 1 | eve NBC  Family | 1S-inin, 3wk $10 $400
;lal‘f UACDSSII'_'I' News ey MBS mt_ ](’I-Itjlll‘_ﬁ_“_k_ é.‘a §250
FULTDN LEWIS JII_ s J News _\1;_ _.\_.1.1." Iﬁzhll:vﬁ_wk ol = _sl.'. £560
LUNCHEDN AT SARDI'S Sitiction MBS | Adult 30min. 5wk 309560
MEET THE PRESS News: | MBS | Famly | 3min,Iwk | $5-3280
MR. PRESIDENT Drama ABC ] Family 1 A0-min, 1wk £7.50- $360
MUTUAL NEWSREEL s MBR  Family  1ominSwk | $5.5500
JOHN NESBITT Commentary MBS Family ITi—l_n'm. 5 ;;. e
NEWS DF AMERICA Eens "CBR | Family | 15-min, 6/wk
PIAND PLAYHOUSE Musieal "ABC | Family | 30-mim, |/wk 1120
KATE SMITH SPEAKS _f‘nmu-rntau' MRS Women 1i-min, 5 wk $7.50 $1000
GEORGE SOKOLSKY e Commentary ABC Adult £y _!I-’.l-mu: | wi: .H £120
TELL YOUR NEIGHBOR Commentary MBS Women 15-min, 5 wk $5 §280
THIS IS PARIS Yariety MBS Family 30-min, | wk 3 §1000
HARRY WISMER Sports ABC Family 15=mun, 1wk £3-§84
WORLD NEWS ROUNDUP News CBS Famaly 15-min, # wk* $2 5834
WORLO NEWS RODUNDUP News NBOC Family 15-min, fi. wk §12-§280
WORLD NEWS ROUNOUP News NBC Family TSmin, 1 wk $0- 56
WORLD TﬂﬂlG:T_ News C'BS Family Vi-min, 7 wk* §2-$324

Oddd and unusual stories of people, places, things

Pickups and interviews from coast to coast

What's happening in the 48 states

Outstanding prlano virtuos and Milton Cross

Coverng women's angle on varety of topies

(‘omment on topies of contemporary mterest

Over-the-back-fenee stories, household hints

Mauriee Chevalier, European stars taped in Parns
1

Comment on week 8 major sports events

Remote piekups, domestic and foreign

John MeVane from Washington

James Fleming with Sunday edition

Richard . Hottelet summarizes world news

Network TV

Available on Loe¢al Stations

AMERICAN MINSTRELS Minstrel ARC Family |_lhr._|’ wk $115 Illﬁi‘if.! 'l'rut!il.lrma? |||il15tt_rf'| style

CHICAGO WRESTLING MATCHES Sports ABC Family | 2-hrs, 1wk $h0 §600 Professional wrestling from Chicazn's Rainbo Arena
HDLLYWOOD SCREEN TEST | Dras ABC J'Q.E—‘ Bmin, 1 wk | §67.50 3675 | Sereen tests for talented youns artists o
;M—ilﬁm; 5 — .'h"h’zranm' = |';Ml;i Jliw_-rm 1 i A0-min, 5 wk Tn r-'l;u:'t 'l'rm;ml: rrr-h-_] Jon' -:!n-ﬂ

TOMODRROW'S CHIMPID_NS === :\‘pur-l,s = ABC £ _F::_Jnl‘; _‘.’-hr.-._] wk £37.50 $375 Amateur boxing houts from Chicape's Rammbo Arena

*Estimated by SPONSOR
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wouldn’t be available for other reasons.
The |'||'|\\nl'L. also pets from the key
stations (programed in each case by
the AM
gional talent and programs. including

parent station) popular re-
regional news coverage.

It is to be expected that similar AM-
FM regional operations will develop
to give adverlisers new opportunities
for flexible,

areas where they need either a piek-up

economical coverage of

or lo naintain consistent pressure.
Sull the re-

gional theme is the |u-|'-m-('.'lf-iur|. or

another variation on

custom-huilt. network., They are most
ll!'lllllll'li\t' fnr _-}if't'i"li oceasion |rru.'l||-
easts of intense interest o listeners of
an area. Their main justification is
the difficulty of lining up for one occa-
network with
established commitments. They are re-

sion regular stations
latively expensive. but results for cer-
tain regional types of husiness, such
as breweries. gas and oil. ete.. have
more than justified the cost of setting
them up. The actual task of setting up
the net is not dificult for an ageney ac-
quainted with the problems involved.

Y Bl

—and only WSBT |

—commands the

South Bend audience!

It is with sports that these nets are
most effective. sinee the right events
can actually an audience
whose minimum total ean be [airly
well predieted. Yet sports weren't the

first events for whieh r[rf-r'in! nels were

guarantee

put together. Pioneer in building the
special chains is Stanley G. Boynton,
Detroit.  The that bears his
name nl;_';ul'lzt'd the first sllu‘('inl webs

agency

for Sunday morning religious broad-

casts  when several ago  all

major chains hut Mutual dropped com-
mereial religious Dbroadeasts,

vears

Discovering how productive these
-.]nf‘(‘i;l“_\' could he,
Boynton moved into the most obvious

field

sporls.

ﬁ:ifit'l]li}l.l'tl nets

for the custom-built network.

Listening appeals of foothall. base-
hall, ete.. vary with each event under
a variety of econditions. The vast ma-
jority of all sueh events have only a
local or a regional interest, Practical-
Iy every football clash appeals to a
different audience. Therefore. to keep
reaching maximum audiences a spon-
sor must during the season keep chang-
ing his network line-up from week to
\\'f“'k.

( Please turn to page 706)

Yie,

fg»;(ﬂ A /é_{/ymcf 2

“"AMERICA’S FINEST
WESTERN ACT"!

Sure. people can hear other stations in South
Bend - but they listen 10 WSBT. This station
has won its awdience through more than 27

years of personalized service to this market.

It gives listeners what they want when they
want it. This is why the ever-growing WSRET . . =
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 each Monday evening.

audience remains loval year after year, Hooper
afier ”I'Hpr'r. No other station even comes

close in Share of Audience,

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

NSB

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

SOUTH BEND

5000

WATTS + 940 KC cas
ARTHUR B. CHURCH Productions

KANSAS CITY 6, MISSOURI

PAUL H. RAYMER COMPANY - NATIONAL REPRESENTATIVE

52 SPONSOR




how do we measure up at

|

<

Dancer -Fitzgerald - Sample -

OR AT SHERMAN & MARQUETTE?

SPONSOR gives you exactly what you need for trade paper

advertising value. lts purpose is simple: a magazine 1007% devoted to the

magazine. Ask any timebuyer, or your own national representative.

interests of broadeast advertising buyers in the national field.

Its circulation is pinpointed: 3 out of every 4 copies (8,000 guarantee)

go to buyers. Its prestige is potent because it's a sound, easy-lo-take, use

“It's a grand magazine jor keeping abreast of what's

new and vital in the field.

Particularly useful to

me is the Comparagraph, most interesting are the
grass-roots descriptions of how a client starts, builds,

and grows through the use
S

of radio.”

TANLEY

Timebuyer,
Dancer-Fitzgerald-Sample

PULVER,

Dancer-Fjtzggrald-Sample

Subscriptipn

Brewing,

Proctgr & Gamblg, Standard

tolSPONSOR

bell Soup,
General Mil

You’re sure to hit home wi

18 JULY 1949

13

Sterling Drug.
, Kraft Foods,
ands, White-

when

An average of 101la
20 top

“SPONSOR IS given
most of our key

Sherman
Subscripti

Executiyes

paid subseriptions go to readers at each of the

radio-billing advertizsing agencies,

person nel,

LOU TILDEN,
Radio Director,

Sherman & Marquette

¢

sponsors and agencies
u advertise in SPONSOR

SPONSOR

For buyers of Radio and TV advertising

40 Wes! 52 Street, New York 19

‘_‘--‘_""—""—'-—-—---——"ﬂm-”_’h
ok -9
| 1:1 1
why 5 '(1\.‘!”4( & itr'_f- stllily )

careful reading each issue by
Moreover, it contains
much information which is of permanent reference
Ilh’ilf'."
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iIt’s a

happy
marriage!
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APPY for you. Now you can be sure of selling virtually the entire south-
eastern United States, without ever leaving your desk. And without
paying for expensive extra coverage you don't need.

Because, for the first time, the two giants of the southeast—50,000-watt
WRVA in Richmond and 50,000-watt WBT in Charlotte—have combined
for a joint broadcast every Saturday night of the South’s famed
OLD DOMINION BARN DANCE. . . a giant of a program ! |

It's a perfect marriage!

On WRVA, BARN DANCE (10:00-10:30 PM) has an 11.7 Hooperating*—a
33% bigger rating than a big-name comedian on the second station. Moving
into the 10:00 PM period on WBT, it follows a four-hour lineup of programs
already Hooperated at an average 16.3"*—a 101% higher average than

| ]. any other station and 28% higher than ALL other stations combined.

It's a wealthy marriage!

The combined 50-100% BMB nighttime area of WRVA and WBT totals 193
counties in six states, with retail sales of more than $3,400,000,000%
. . . a dowry well worth our time—and yours!
It's a marriage of convenience/
Your convenience. Available as a half-hour package or in
quarter-hour segments, BARN DANCE can be sponsored on WRVA
and WBT at blissfully low cost. For your convenience, one call to
either station or the nearest Radio Sales office will provide complete

information . . . and a contract.

WBT | WRVA |

CHARLOTTE, RICHMOND
NORTH and NORFOLK,
CAROLINA VIRGINIA

*Richmond, Oct. 1948 Feb. 1949, **Charlotte, Oct. 1958-Feb. 1949
tSales Management Survey of Buyinpg Power, May 1949,
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R
Syvndicated Transeription Availibilities

NAME TYPE APPEAL TIME Pl‘ICE PER EPISDDE PRODUCERS" EXPLANATION PRODUCER
A tHﬂISl;ﬂS CAROL I}r_all_u . 3 Fazuily | 30-min, | time Il.’ mn_lﬁmmn Famous Dickens story starring Tom Terriss Kasper-Gordun
% DATE WITH MUSIC Musical  Family | 5min, 35wk 35 minimum Musical revue with Phil Brito Charles Michelson
ADDISON PELLETIER SHOW ;x:u_t_r “un‘u'n- l.’>:tn11.. 1wk &1 lmlnlhum__ Unusual stories and t-||:t-r_at_|m Kasper-Gordan
ADVENTURES IN_IMI_S TREE GE\'( Drama _.hu_-;-h.;i T.’vmm. 3_5 :_k_ P :S_t:-:nmum ] The Santas Claus family and friends Kasper-Gordon ,
ADYENTURES DF BUDDY BEAR Dirauia Juvenile | 15-win, | wk 5 mmamum Childrens’ adventure stonies Kasper-Gordon
ADVENTURES DF OR, KILDARE Drama Family | 30-min, 1'%k Un request The populse MGM movie serics MGM Radio
ADVENTURES DF FRANK FARRELL | Dramas  Juvemile | 15-min, 15 wk | On request Juvenile and teenago sporta stories Russell C. Comer
mvmn(s DF FRANK RACE Iln.-mu Family 30-oun, 1 wk l-lTl-}\ \lyau-ry-ad\ enture around the world Broadeasters Prog Synd
ADYENTURES OF PINOCCHID Fantusy Juvenile | 15wmin, 1-5 wk Based on mkt ' Scripts adapted from the famous book Edward Sloman Prodns
ADVENTURES OF ZDRRD Drama _ Family :mnk Ut redjuest | Adaptation of the Johuson MeCully stories Bab Davey
AIR ADVENTURES F JIMMIE lLL!N Drunia Juvenile | 15-min, 5 wk | Based on mikt Story of |:'l'_al‘-n|d airplane pilot HRussell C, Comer
AIRMAIL MYSTERY Draiw Family || [5min Tomk O.R.ES, ’ 'H_.'Inu-ry drama with airmail background Broadeasters Prog Synd
iLBuM DI’ I.Il‘E _l)rnI- I-‘.Ful;-m 15-min, | wk URES Dramatie vignettes of love, mystery, adventure Broadeasters Prog Synd
ALLEN PRESCOTT THE WIFE SAVER | Variets  Women | i5-min, 3 wk $4.50 $51 “Hotisebiold ints flavored with laughs NBC Radio-Recording
ALL STAR WESTERN THEATRE Varicty Fanily | 30-min, 1wk $10 $300 Weateen storica aid fuuala with Foy Willitlg Harry 8, Goodman
ANYTHING FOR LAUGHS Comedy Fanulv S-min, 6 wk ] Un request ] I'-lc-t_ iin_na]mltnminu dialect stories Ray Green
ARMCHAIR ROMANCES | Drama famity | 1Goum diwk_ ORPS Histarical, mystical, romantic drama sketches Hrbideseliry Prow St
Fuuu_e WITH LIONEL BARRYMORE | Talk TFomily | Sloun. 3wk On request Farmous aclor it abecdotes, memoirs, philesopby MGM Radio
AT TI‘IE UPHUA =3 .\_l;-.;ml Family 3 30-min, 1 'wk 1..1,11.}'.5. A review of great operatic mugic Associated Prog Serv
AUNT MARY B e Women | 15min, 5 wk $5-850 Small-town woman's strugitle for human dignity NBC Radio-Hecording
nsnm R THE o Dirama Adult 30-min, | wk $10 minimum l wu-l :::;ru'uiu to detective stories Charles Michelson
BABY DAYS ; Talk Women | 15-min, 1-2 'wk 4550 " Dr. D, 8. Deloya discusses child care Harry 8. Goodman
BAND CONCERT | Museal | Family  i5min, twk  S6mimmum  Musie by famous English serviee | ands Kaerer:Go0don
BARBERSHOP HARMONIES Musial  Fanily | Smmowk 8840 | Nostalgic songs by top tarbershop singers Rickard H. Ullman
BARNYARD JAMBOREE | Varieny Family 30-min, 1wk ss_?fso | Hillbilly music and comedy Teleways
BEWIND THE SCENES Nurastve  Family | S-min, 5 wk 25 class-A l Human-interest stories, starring Knox Manning Universal
BETTY ANO BOB Drama  Women | 15min,5 wk | $3.50-520 | Humau-interest serial drama NBC Radio-Recording
BEULAH KARNEY'S MEAL OF THE DAY | Talk Women | 5-min, 5 wk $5-525 What to eat each day in the year \William . Powers
BITS OF LIFE Drams | Adult | omin twk | ORES | Seriss specialising n character study Charles Michelson
BLAIR OF THE nouums I.;rm:u; F Famils_ E.T;,_J_wk— -;?1 81_5_ 0 hmrmul I.-hr Northwest Mounted Police Walter Biddick
B0D'S SCRAPBODK — |Tak Family | 15-min, 1-5 'wk On m_mm_ Wit wiadow, friendly philasophy Datminion
suMcﬁ{r i Family 30-min, 1 wk Hased on ikt \l_\ alrry-.mlvmlurl' starring Richard Kollmar Frederic W, Liv
pox 11 -1 Irama Adult _30_.“1.1_ 1wk “§7.50 $300 i - Sercen star Alan Ladd in wystery-adventures Mayfuir
CI'LLI P;li li..l _G!III.S . =3 arety Waomen 15-min, 3-5 wk_ B:m'a;n ikt = Feminine ehatter, fashions T Fro lerie W, Ziv
CAN YOU IMAGINE THAT! | Drama. Family | 15-min, 1wk ORFS.  Dramatization of unususl facts Broa ieastars Prog Syl
CAPTAIN DANGER — IJ_rulru Juvenile ]S—mm, 3 wk_r ————— An!\vm.ur;- serial for mu: Universal
CAPTAINS I:IF INDUSTRY I?r_.u_n; _};I_I?\ l&nnnlan [r:ll.lift‘ dramatizations of industrial ploneers Broadeasters Prog Synd
CAPT STUBBY AND THE BUCCANEERS | Musieal  Family | 15w 3/wk Rollicking bumor, antics, and novelty tusies Broadeasters’ Guild
CAREER DF ALICE BLAIR Drama Women | 15-min, 3-5 wk Serial of ambitious girl -t Fre 'erie W. Ziv
CARSON ROBINSDN AND BHI:!‘RES t\lunlﬂnl Family I5mun, optional §5 $31.00 Western musie and entertainment NHC Radio-Heeording
CAVALCADE OF MUSIC | Musesl  Family | Smim twk | Unrequmt  Large orchratra, chorus; pae guest stars Lang-Worth
CHUCK WAGON JAMBOREE Muscal  Aduh 15mm 35wk 8380840 Westernetype show, starring Ken Curtis Teleways
CISCD KiD -— = Dirasma Juvenile | 30-nun, 3-5 'wk Ba.-r-l;n_ml: il I i:n-: _n:ulrf) -lli\fnluxi m the u!rl West Frederic W. Ziv
CLIFF EDWARDS SHOW Museal | | Pl || iSRun 68wk e Tke doing the e (AL yade hiar fantas Broa Jeasters’ Guild
COME AND GET IT Aud partic . Women 15-mim, 3wk ginal r(..,f;.: and comumentary NBC Radio-Recording
:é'mzmr CAPEKS Mumd - Y-m:ﬁT- mk_ o _n li _t-_ = ;Hal revue -;u: 16-piece orchestra, Bob Burns _H_r:h_il:u{m l"rou Sy n:l
COUNTRY CHURCH DF HOLLYWODD | Talk  Adult  15-mum, 5 wk ORFA | Homespun wisdon by psstor Josiab Hopkins “Brouleasters Prog Synd
CRIME DOES NOT PAY Drasa  Family | 30wmin, i/wk  Onrequest Adaptations of MGM prize-winming two-revlers MGM Radio
TTIE CRIMSDN TRAIL “:;;u;. Juvenile ]541.1“_ 35 wk 95°% 14 hr IwT Story of the building of Canadian Pacific RR. . P, MacGrezor
CANDLELIGHT AND SILVER Museal | Family | Somm 6wk ORFS A favorite dinner-music program Associated Prog Serv
CUMMN l:l.LlS ];-mu. Family 30-min, 1 wk — tI. l;T:- i Great nu-uwl-;u- of vpening nights on Broadway Associated Prog Serv
cunmu OF TIME Drama ) Guil Ts.u..n‘ 3 5_\.,1‘_ _I I_n r;u.-l ) Dramnutie nurrations of little-known incidents Mayfair
OAMON RUNYDN THEATRE Dram | Adult. | 30-min, 3 /wk 0408500 Runyon's most popular stories draniatized Mayfair
DAN DUNN, SECRET OPERATIVE +48 | Dramna Javenlle | G min lowk B35 m.nmm' T Tuvenile sorics based on vartwon-steip hero Kb Oondan
DANGER. DDCTDR DINEI.ELD N l Liriina F:;:TJ\U _Iiﬂ-nnn, 1 wk ;E{I l.il)" ;urnlt;; sulvidd by psyehology and dedustion Telewavs

O.R.F.S5.—on request from station,
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4 Months Ago We Said

¥ 4
g

...and today when

re BUILT TO BE SOLD”
|

—_— M RY

sales are needed most 1"

JUNE

4

B

o
7

= “SOLD STAR SHOWS " “BEST THING STANDARD
FOR THREE TIMES ‘ HAS EVER DONE!”
l’BR‘Ry cos T.’" Naomes in aur files; fur- “'Meet the Band’' oudition discs arrived noan

nished an reques! taday und we have' already sald the series. It's
a greot show—ond sa ore the athers. This is
the best thing Standord hos ever done!”

« HOLLYWOOD CALLING “SOLD ACROSS THE BOARDY

“Pragrams sald within the first few weeks atter
we received aur audition discs and literature
have already poid far the entire cast of the
Standard Pragram Library three times aver!”

= “CAME JUST AT THE

It might be of interest to you to know that
| ki * MUSIC IN THE MODERN we hove clready sald '‘Persanality Time' ocross
R’G"T T’ME' MOOD the board ta unya:rzmnzile dec:Te-r Loaks like

“The Standard Star Shaws were timed just

we're going to do o reol selling job with
right. They ore selling time far us just when we e
Bl et e bove bad e S Show % PERSONALITY TIME Standard Stor Sh
material just o week naw, and have aolready +~ MEET THE BAND
sold twa shaws!"”
* 20TH CENTURY WRITE FOR FREE PRESENTATION

= “SELLING TIME FOR US— WEIE FOrFECk v
MOVING GOODS FOR THE REReNiDE N DIS

SPOHSOR!" "Standard Star Shows are

just whot we've been loaking far! From the
sales angle they are terrific; fram the listening /

—
C Lo CE) ..
4 = ; 4 a

ongle, they are even more sa. Our spansars far ?/f ’?{fa’?l( {;f}ﬂ_”/ [ \f{hf? f{

these shaws range fram a hardware stare ta o

toxi stand—ond all agree that Standard Star TRANSCRIPTION SERVICES, INC.
Shaws have a pawerful selling punch!”

|

Hallywoad « Chicage » New Yark
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Fred Allen

“What do you think
of television, Mr. Allen?"
July 4, 1949

“"There's something about the television screen
that prevents the close, personal contact
between the actor and the audience that you
had in radio—the kind of familiar connection
with the listener that Tony Wons and SINGIN'
SAM were able to establish."

R. L. LANG, druggist, on SINGIN' SAM . . .

“'Since | have been airing '‘Reminiscin’ With
Singin' Sam'' my business has shown a big
increase. Prescription business has more than
doubled and all departments in my store are
doing better than ever before."

EARL L. SAUNDERS, agency V.P., on SINGIN' SAM . .. BRO MINGUS, commercial manager, on SINGIN' SAM . . .

"We have had this department store on the air con-
tinuously for over twelve years, using various types of
programs, and our client is highly pleased with results
The show seems to fit in with

from "'Singin' Sam."
practically every type of listener, which certainly is

the ideal setup for any advertiser.’

“Prior to placing ‘'Singin’ Sam' on KRBC at 6:45 to
7:00 each evening we were scheduling a newscast at
that period. The Robert S. Conlan survey showed the
news broadcast with a rating of 7.8. The last Conlan
survey showed that 'Singin' Sam' in the same 6:45
slot had a rating of 18.2."

SALES

SINGIN’ SAM... An American Institution

Entertainers like Singin' Sam happen along once in a generation. And when they do you know you've

got something. For there's a homey, down-to-earth, irresistibly friendly quality to this reminiscing

Hoosier that reaches the listener all the way from his heart to his pocketbook. Sam is best known for

his Barbasol and Coca Cola successes, but he's sold everything from lawn mowers to peanuts with

striking results. Two hundred sixty (260) high quality 15-minute transcriptions are available.

WRITE, WIRE, OR



» on SINGIN' SAM...

SOME OF SINGIN® SAM'S HUNDREDS
OF REGIONAL AND LOCAL
SPONSORS

Caroline Beverage Sales
(soft drinks)

Cavison-Paxton Co. (department
stare)

IHamm Brewing Co. (brewery)
National Stores (food stores)

Rhodes Furniture Co.
(furniture store)

Evans Cut Rate Drugs (drug
stores)

The Jewel Box (jewelry store)

Grasso Shoe Co. (shoe store)

Republic Qil Co. (gas and oil

Twin Falls Motor Co. [aute
dealer)

Nelson Hardwere [hardware
store)

State Laundry Co. (laundry)

Cloverleaf Dairy (dairy)

Nickles Bakeries (bakery)

Folger Coffee Co. {coﬂeel

Durkie Foods Co. (food
processors)

Mathis Construction Co.
(building)

Valley Butane Co. (public utility)

Home Insurance Agency
(insurance)

Henry Radio Service
[appliances)

Vicks Chemicel Co. (drugs)

Interstate Theaters Corp.

What's the magic that brought l ' (theaters)
this homespun Hoosier to the pinnacle MePating Inplonizat Co. (fati
of success in radio? There's been many an - / implements)

argument about that . . . but never about his ability to

produce for his diversified sponsors. Ask us for his sales experiences
in any of the retail classifications. We'll be glad to send you the record.

TRANSCRIPTION SALES, INC.

117 West High St., Springfield, Ohio

PHONE . . .
New York ® Chicago ® Hollywood




NAME TYPE APPEAL TIME PRICE PER EPISODE PRODUCERS' EXPLANATION PROOUCER
EIREDEUILS OF HOLLYWDDO Variety Family 15-min, 2 'wk $3-515 Dramatized scenes of thrilling Hollywood films Walter Biddick
DEAREST MDTHER || Drams Women  15-min, 3 5/wk | Basedonmkt  Dramatic serial specifically designed for women Frederic W. Ziv
DEERSLAYER, THE Deacok Juvenile | 15-utin, 1,wk O.RFES, Fenimore Cooper's yirile tales of Colonisl wars Broadeasters Prog Syad
DESTINY TRAILS Draina Juvenile | 15-min, 3 wk $3.50-§50 Authentic adaptations of Cooper's stories NBC Radio Recording
_DEI_I:D.I.[ Draina Juvenile | 30-min, 1 wk $7.50 minimum Military-acadeiny life dramatized for ehildren Charles Michelson
DIME-A-RIME Aud partic  Adult 15 or 30 min On request Laughs sand mounting intersst via prizes Transeription Sales
DOCTOR'S ORDERS Talk Family 15min, 3 wk $4 350 Authentie series on modern medicine Radio Providence
Prodns
DREAM WEAVER, THE Talk Adult 15-mun, 1/ wk 4 minimum Diywn-to-earth prose and expressive poetry Transeription Sales
EASY ACES Comedy Family 15-min, 3-5 'wk Based on mkt Jane and Goodie Ace in the long-time hit Frederic W. Ziv
EAT-ITORIALLY SPEAKING Talk Wonien | 15min, 1wk #4 minimum Food show with Dickman Stone Kasper-Gordon
-EDGiR 'II‘ALI.EE Drama Adult 15-min, 1/'wk On request Thrilling intrigue stories S W. Caldwell
FACT DR H_NT.I.ST Drains Adult “ﬁ-min. 2-6 'wk O request _\\‘eird stories of mental and psychic phenomena Charlie Basch
MES — Drama Juvenile | 15min, 3 5 wk 25% 1y hrelass A D) izations of world-f fairytales . P. MacGregor
FAMILY ALBUM, THE =T \Tuag = Family 15-wmin, 1 /wk $6 minimum Pictures in family allum recall fayorite songs Kasper-Gordon
FAMILY OOCTOR, THE Drama Family 15-min, 5 wk ORFS. Truesto-life stories about a family doctor Broadeasters Prog Synd
FAMOUS ROMANCES Drama Adult 30-min, 1 'wk OR.FS. History 's greatest lovers rlive their romances Broadeasters Prog Synd
;ﬂDRITE STORY Drama Family 30-min, 1 /wk Based on mkt Ronald Colman in s hrilliant dramatic program Frederie W. Ziv
FIREFIGHTERS Drama Juvenile | 15-min, 3-5 wk On request True adventures of 3 big-city fire departinent W. F. Holland
FIVE-MINUTE MYSTERIES Drama Family 5min, 2 'wk $1.40-%20 Complete mysteries in five-minute packages NBC Radio-Reeording
FRANK PARKER SHOW Musial  Family | 15-min, 35wk | $4-850 | Musical variety show featuring name talent Teleways
FRONTIER FIGHTERS J Drama Family 15-min, 1wk O.R.FS, Exploits of men who built America’s fronticrs Broadeasters Prog Synd
FRONTIERTOWN Drama Family  3C-min, I wk O.RES. Radio's answer to grace-A Western movies Broadcasters Prog Synr
;_IHJNI_' PAGI’._.;lE_ADlINI’.S Drama Family 15-min, 1/'wk | O.R.F.S. Dramas ahout the newspaper world Broadeasters Prog Synd
FUN FEST Varicty Family 15-min, 1 'wk O.R.F.S, A olend of fast comedy and popular musie Broadeasters Prog Synd
FUN WITH MUsIC T Musical Family 15-min, 1 'wk $5 minimum Program stars Sigmund Spacth, tune detective Kasper-Gordon
FURS DN PARADE Talk Women 15-min, 1 wk $4 minimum Interview-type program for promotion of furs Rasper-Gordon
GENERAL STORE, THE Comedy Family S-min, 1 wk O.R.F.5 Down-to-carth show with warm, rural humor Broadeasters Prog Synd
EE_"-II_IG MD!;I_IJII‘I OF LIFE TDDAY Inspirational  Adult S-min, optional $1.20-§16 Down-to-carth inspirational talks NBC Radio Recording
GHOST CORPS, THE | Drama Family  15-min, 1wk O.HFE, Mystery drama laid in the Near and Far East Brosdeasters Prog Synd
GLORIA CARROLL ENTERTAINS Musical | Family 15-min, 1/wk $6 minimum Program stars Gloria Carroll, Frank Bell, Belltones Kasper-Gordon
{TI;L?EDC'EETI:E Sports Family 15-min, 1 wk On request ell instruction, plus comedy from name stars Lowe Features
GOO0D HEWS FROM HOLLYWODD News | Family 15-min, 3 wk On request Hollywood news, gossip, with George Murphy, guests MGM Radio
GREEN JOKER, THE Drama | Family Li-min, 1wk O.RFS Mystery stories hased on actual fact Broadeasters Prog Synd
Glm VALLEY LINES Drama Family 15-min, 2/wk §3-515 Story of Green Valley Railroad’s tribulations Walter Biddick
GUESS WHAT! Quiz Family 15-min, 1 wk | O.RFS Novel, unique quiz program for all ages Brosdeasters Prog Synd
GUILTY DR NOT GUILTY Drama Adult 15-min, 1 wk O.R.ES. Court-room dramas, with audience as jury Broadeasters Prog Synd
mﬁiﬁn SHOW Musical Family 30-min, |, wk Based on mkt "T'he sweetest music this side of Heaven" Frederie W. Ziv
HAPPY THE HUMBUG Drama Juvenile  15-min, 3 wk $4.90-570 Whimsieal adventures in the world of make-believe NB( Radio Recording
HAPPY YALLEY FOLKS Musical Family 15-min, 1/ wk O.ILES Actusl mountaineers singing hillbilly songs Broadcasters Prog Synd
Hlnil}lh; I_SLE T Musical Family 15-min, 2 wk | 8-315 Singing and playing of Hawaiian music Walter Biddick
HAUNTING HOUR, THE Drama Adult 30-min, 1 wk [ $7-5100 Original psychological mystery thrillers NBC Radio Recording
HAWAIIAN FANTASIES Musical Family 15-min, 1 wk [ O.RFS. Native Hawaiian band and singers Broadeasters Prog Synd
HEART SONGS Musical Family 15-min, | wk O.RF5. Henny Baker, Nadine Connor, quartette Broadeasters Prog Synd
HENRY KING SHDW Musical Family 30-min, 1 'wk 259 1o hrelass A | King orchestra and puest stars . P. MacGregor
;l.-SPon'f_s o Sports Adult S-min, 5 wk Un request Stan Lomax interviews hig names in sports Affilisted Prog Serv
HISTORY IN THE MAKING Drama Family | 15-min, Liwk 36 mi Dramati of important bistorical events Kasper-Gordon
HOLLAND ENGLE SHDW Musical Famnily 15-min, 5 wk On request Complete variety of musical numbers Broadeasters' Guild
HOLLYWDDD CALLING 5 Musical Women 30-min, 1 wk O.R.F.8. | Music from films; interviews with stars Standard
HOLLYWOOD CASTING DFFICE Varity | Family | 15min, 1wk | O.RFS. | Fastmoving comedy revue with Hollywood hore | Broadeasters Prog Synd
I'I_O_'E.LTW_OBIJ'-! BPmDIllE =1 Variety Family 30-miin, | wk On request Variety show with Ray Bloch orchestra, Jim Ameche Ray Green
Hﬂll.ﬂI:lEI&B SOUND STAGE Drama Family 30-min, 1 wk 2507 class A Yo br | Love, romance, adventure in film eapital . P. MacGregor
HOLLYWDOD SPOTLIGHT Variety Family | 15-min, 1 wk O.RFS | Bob Burns, Martha Raye, Phil Harris, and others Broadeasters Prog Synd
HOLLYWOOD THEATRE DF STARS Draina Family 30-onn, 1 wk . 7 class A 15 br | Network caliber show with Hollywood names (. P. MacGregor
;EUE!WUO_O. ll_! .l = Interviews | Family 15-min, 5 wk Un request Paul Stone interviews ilm names MGM Radio
HOMETOWNERS, TRE | Musical  Family | 15-mim optional | $4-590 | Alltypes of musie by Farl Randall, Betty Bennett Morton Radio Prodns
HOME, SWEET HOME | Prama Family | 5-min, 5 wk O.RFS Typical family living in an average town Broadeasters Prog Syad
HDPALONG CASSIDY Drans Family ‘ 30-min, 1-2 wk On request William Boyd in his lamous movie role Commodore Prodes
HOUSE IN THE COUNTRY Drama _ Faudly | S0min, Lwk | $12.50 275 Situstion comedy about city couple gone rural NBC Radio Recoring_

O.R.F.5.—on request from station.
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Tha Program "JIM AMECHE-STORYTELLER" ... 260 15-minute OPEN-END transcribed

programs. Absorbing, educational and true-to-life stories based on little known facts in the lives of the
world’'s most well-known people.

Tha Star JIM AMECHE . .. 'Prorninent in. radio since 1933,_ JIM :AM‘ECHE ha‘s appearet‘:{’

in more than 11,000 radio shows! He has starred in countless high-Hooper shows including "Lux Radio Theatre
"Grand Hotel,” "Mercury Theater,” "Grand Marquee,” and "Welcome Traveler.” The dramatic personality
his voice transmits has created a permanent niche in the high-Hooper hall of fame for the personable

Jim Ameche.
[ J
weee /d
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NAME TYPE APPEAL TIME PRICE PER EPISODE PRODUCERS' EXPLANATION PRODUCER
HYMNS OF THE WORLD i EITIII_ I_:JUT’ 15-niin, 35 wk $5-8175 Dignified progrsm of sacred bymns of ull fuths Telewsys
RYMNTIME | Religious  Famlly | 15min, 58 wk | $3.95 nuninem | Srlin’ Bk MaGonnell in tnspirationa! son, (alk Charles Michelson
IMPERIAL LEADER Drama. Family | 1&min, Lwk $4 minimum Vramatization of the fife of Winston (burchill Fasper-Gurdon
INCREDIBLE, BUT TRUE Drama Family. | 15-mir, 1-5 wk | $2-850 Unusual phenoniona which caunot be exphine 1 Unusual Featuress
MUSIC FROM HOLLYWODO & VINE .‘.\I-u.-u--.ﬂ 1";1“:_!5\'_'_ I.’n—nun-. ~T $7.50-14 ;m.»;-.-\ Hoy Barey's orchestra, somge sty list Jeannie MeKeon Sclected Radio Features
MUSIC INTHE MODERN MOOD | Muscal  Family | 80-min, | wh [ requist o Cor s U e me bl VT kA Bl e Stanlard Radio Trans
I—\WSIEM. coMm ED_‘”_HE.ET HE Musicsl Family 30-min, 1 wh .il_‘l Haintinun \\'«-II-I;Huwuv|m.=:i;ul_c;nm:ti.(ﬂ and light operittas (harles Michelson
EUEII:M. ROUNOUP l\i‘._u:c;;l l;',my_ .15-|m.n,_5_6; . Un renquest Western, billlilly, and folk sinring and playing :'.‘-Lu_mh_ud Ra fio Trans
MY PRAYER WAS ANSWERED Drama.  Adult | i5amin, 1-9-Bowk . 35 momimuse. | Truc-stories oTbow praver belped people Charles Michelsan
MYSTERY CHEF, T-HE == = Talk Waonien -llelll'I.. 1-5 un_ $£2.50-$40 How to cat well und at the same time eheaply Harry £, Goodman
MYSTERY HOUSE Drama | Family | $emin, Lwk | $10-§300 | Alkstar whodunit, cach stors eomplete Harry S Goodinan
NAME YOU \'I"I_I.L IIEM_EMBEII. THE Talk Fansly Samin, 3wk $£1.20 810 Word-portraits of potahles in the news NBC* Ratin Reearding
NE;!-ESIS. lNi."..- Dirsina § Family E-ITIIH.-' n_l‘ U !-'Ivn:r feminine'vteetive series Broadcasters Prog Synd
NEsﬁ ADVENTURES OF MICHAEL Dranty. | Fansily, | Steming 1 wk $7.50- 8300 T vRtRtyt eI S R PRt BroAcasters' Guild
NICKEL A-NAME il Aul 1-:-rr'm— Adult 13-30-min U reguest ' Fast-moving audience participation show Transeription Sales
NLLANDNOLL Comedy Family  5-min, optional ORF.5, Capsules featuring a fast-talking comedy team Broadeasters Prog Syud
NONSENSE ANO MELODY Vol Ay §Imn e ORFS. ey review ambaLing & LFie ram b e woed Brosdtasters Prog Rynd
DBSESSION Drama Family  80min. ) wk 507 claseA Lohr Puyeholorical dramatic program ' I, MacGregor
IJL_D_CE)HRIL = \ariety 57 _1- aniily 15-min, 3-5 wk Based on mkt Western varicty niusical with Pappy Chosire Frederic W, Ziv
ONE FOR THE BOOK — Bports .!\h-n §-15-min, 3-5 wh_ Pased on mikt Ez.m.. sports adventures vald by Sam Balter Frederic W. Ziv
ONE EN_E'(E& FDIIGE - Sports Men 5-!1;:.n. 235 wk 52 minimum Jack Stevens tells unusual, unknown sports tales Kasper-Gordon
UN_.I.__GlN mpﬂ-é‘ﬁbis - Drama Adult 15-min, 1wk - .U-R- F.8 : The truth about popular superstitious beliefs - Broadeasters Prog Synd
QUTODOR LIFE TIME al Sports Men Li-nuin, 1wk $7 5125 " Storics, advice on Gabine, Dusting, cauning ot Hurry 5. Goo iman
PAPPY SMITH & HIS HIRED HANDS | Variety  Family  [5-nun, optional 6 nuininun: Nlsic, dowito-ms(h fomed; Fhileaiiv SESAC
FHENTS‘ MiG)\IIN_E OF THE AIR % Talk Adult 15-min, 3-5 wk Hased un nikt Advice on rearing ehildren from erils Lo collese Fre feric W. Ziv
PAT O'BRIEN FROM HOLLYWOOD | Varity  Family  15-mim, | wk DRFS. EravdBnil RArrate T Berza S6 Pt O Ty Brondearters Prag Syil
PERSONALITY TIME Musieal | | Fanily. |tk Dh Fevplént R T e e v Stuptand Radio Trans
PHILOVANCE Drama Adult A0-min, 1 wk Based on mkt 8. 5/Van Dine ¥ aopbavicated dietve Frederic W, Ziv
PINTO PETE ANO HISRANCHBOYS | Musieal  Family  tomin I wk | ORFS. i ot Wehe e Brogdeasters Peog Synd
m PETE IN ARIZ_IJNQ £ Musieal .}'HI?L\' 15-nin, 1wk [ ORFS, Western Tolk music and philosophy Broadeasters Proz Synil
PLAYHOUSE OF FAVORITES §i Fanoly  30-mun, 1 wk $9-5200 Vivid dramatizations of the world's mreat aovels NBC Radio Recording
FUUC&R_HCIQ“ARTERS Drama Fanuly 15-min, 1/wk ORFS Thrilling stories of modern crime deteetion Broadeasters Proz Syl
PORTS OF cfu 1 Dirama Adult 30-min, 1 wk O.RFE Dramia asiinst the backeround of different lands Broadcasters Prog Synd
RADIOSTUDIO MUROER | Drama Family | 15-mim 1 wk ORFES. Nisatiey aloey et At X FARE Braadtasters Prog Srnt
I_lllﬁme EF.QMEUS CLASSICS | Drama Family 30-min, 1 wk _Un request Adaptations of stories by Zols, Dumas, Thsen, ete. Ray Green
ﬁcnous ; Musical Adult 15-min, aptionsl £5 B4 Moo musie for relaxed, meditative bstenine NBC Radio Recording
REMINISCIN' WITH SINGIN'SAM | Musical  Family | 15-min, 15wk §4 minimum 0 i Een i vo st B Lt e Tramseription Sales
RENDEZVOUS WITH DAVIO ROSS Musieal Fanily 15-30-min, 1-5 wk $3.50-375 Ross’ stories and poetry leading into loved musie Harry 8, Goodman
RHAPSOOY IN RHYTHM | Musieal | Family: | 15min, 1wk ORFS Piariadlia] Voeal santeiti and ST Ghas Broadcasters. Proz Synd
RHUMBA RHYTHMS & TANGO TUNES | Musical  Family  I5-min, 1 wk ORFS, SR b eder ey iy Pereh wehiatia Braadcasters Proz Synd
II—IOE? IEIF_-T_H[ mﬂ.é ;li;i = Musical Family ].&;ntn‘?i_wk ) i H_E = i Popular Western singing group Teleways
Rli' I.kWSIJ—MOVE-NlIJRER I I-lmln.s 3 Juvenile | 15-min, optional - $1 Whol adventure stories for children Transeription Sales
ROBBINS' NEST | stisieal Family | tf-min, 6 wk O request Fred Robhms' disk=jockey show, plus muest stars Ray Green
n_umam_mﬁm 3l Musieal MK B 15-mm, 1 wk O.R.F.5. Donald Novis, singer, and Jan Runini, conductor Briudcasters Prog Synd
s_nEFMUSIc-__ === .T\_l:ucal _I-".;nnli}' ¥ I3-min, | wk $10 nuinimum .:‘sam-d. refigious music played vy full orehestra W
SAOOLE ROCKIN' RHYTHM Musical | Family  15min, 35wk $2.50-825 Typical Western musie starring Shorty Thompson Raiozark
én—HH'S MAGIC EHRl_STml_S—TII_EE | Drvn TUvaRiE | 15min, 3-5 wk $5 minimum Fantasy built arcund o mazic lamp Kasper-Gordon
SEALED BOOK, THE Deanin | Adult | 3w, ok $10 mininun O R T et | Charles Michelson
SECRET AGENT K7 RETURNS | Drams Family  15min, ) wk $3-$35 T rimmiorien of ke AN Tay Soekvn Fitai & Goodiias
SEXTETTE FROM HUNGER | Musical | Family  I5min, 3 wk §4 minimum Dixieland jazz, plus nume guest stars | €. P. MacGregor
SHAMROCKS Musical | Famaly, | A5min, Liwk ORF.S, Kermy Baker, Barbura Luddy, Irish sonzs and | Broudtastars Prog i
ﬁﬁﬂ WéﬂTHERMﬁ_PLfHE Jingles Family t=gum, unlinm £5 835 Open-end singing jingles Bloch-Joseph
SINGING BAKERY ANNOUNCEMENTS | Jineles Family | L-min, unlini $5 $35 Ojicr-ond jinkloxin Latin teint. | Eor bakeries ooy Bloch-Joseph
SOMETHING FORTHEFAMILY | Comedy | Family | 15-min, 1wk | 25% clusA Yichr | Variety=comedy with George Jessel, Joan Bartan Universal
SONGS OF CHEER ANO.COMFORT | Musieal | Adult | 15min 0wk | $5 minimum Rears Rosrcl sinaor Richand Mawel) i songa, ph losophy: | | aspcriardon
INMISSTEPS N Drams Familv_ | Somin dowk | 810875 | Story of tolerant, kindly vreacher Harrv 5 Goodman __

O.R.F.5.—an request from station.
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Commercial in Purpose

e s O I)UJ’I)OSB

([
[ 3 v APPEAL TIME No. PGMS
A HOUSE IN THE COUNTRY Droma  30-min, 1, wk
Tl i HAUNTING HOUR Droma | Adul 30-min, 1wk | 52
_;;,5.. PLAYHOUSE OF FAVORITES S, (PRI (e b o
_jlri_\__.:ﬂ—wmn CRAE N T  30min,1 T
|| ALLEN PRESCOTT, THE WIFE SAVER Variety Wamen 15-min, 3wk 156
=) %k VAN DAMME QUINTET, LOUISE CARLYLE Musical r:,m:__ _lﬁ-min,3 wh l;_
AUNT MARY et Wamen 15-min, 5/wk 605
BETTY AND BOB Dru_ma : Wemen I-ﬁ-m'm, 5 'wk 390
COME AND GET IT E partic Wamen 15.min, aptianal 155-
DESTINY TRAILS i Drama Juvenile 15-min, 3/ wk 156
HAPPY THE HUMBUG Drame Juvenile 15-min, 3wk 54
MAGIC CHRISTMAS WINDOW Drameo Juvenile 15-min, optional 25
MAN WITH THE STORY Drama Family 15-min, optional 52
REFLECTIONS Musical Adult 15-min, optional 104
CARSON ROBISON & HIS BUCKAROOS Musical Family 15-min, optianal nz
STAND BY FOR ADVENTURE Drama Family 15-min, optional 78
THREE SUNS AND A STARLET Musical Family 15.min, 3/wk 78
THROUGH THE SPORT GLASS Sports = Men 15-min, optianol 52
TIME OUT SERIES Musicol Family 15-min, optional 65
FIVE MINUTE MYSTERIES Drama Family 5-min, 2 or more/wk | 260
GETTING MOST OUT OF LIFE TODAY Inspiretianal | Adult 5.min, aptionol 17
NAME YOU WILL REMEMBER Personalities | Fomily 5.min, 3 or more,/wk | 260
TIME TO SING Musicol Family S+min, 3/wk

NBC SYNDICATED SHOWS are trul_y commercial

cowritten., directed and ]nrmlurmi by Iu'llllll' who know your local

and regional sales picture and special production problens

<otlesigned 1o Al your programming necds:

show for every audience and every advertiser in every markel

...]irit'r'll to fit a modest budget through the NBC cost-sharig feature.

NBC SYNDICATED SHOWS are t'nlil[lll'[#' commereial I""'L“f-'"“

each \\-ralllu-:l in a record of contmued li.-la-tlt'r.-llil: anil :—1-u||.-n|'.-||i|-_

H'f_n' or
write today
Sor availabilities

and
full details

A Service of

Radio Corporation

of dmerica

Il]t'l't'.- o1l \]:( l'|'|-||l'||l'l|

Bigger than ever
;‘1.-!' the f;mﬂru.iﬁ seqson:

TOUCHDOWN TIPS
with Sam Hayes...
ready for the fall line-up
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FALL FORECAST

(Continued from puge 27)

a 13-week spin. There’s no question
hut that insurance broadeast adverlis-

ing will hit a ten-year high during the

10311950 season.

19. Candy sales slumped during
the first half of 1949. Mational
broadeast advertising for sweets has
(.ifllllill'd !"-lﬂlll'\\]"llA ])lll l]:‘“lﬂ”‘\' f[lr
reasons that had nothing to do with
cales of the individual confectioner.
Most leading candy and gum manu-

facturers will be using network or
selective advertising by 1 October
1049, Sowne of the firms that have used
hroadeasting only as a speeial promo-
lion. nol as a week-to-week sales 1ool.
will not be back on the air this Fall.
The five-cent candy bar is back and
so is competitive candy advertising.

Since an increasing  quantity  of
candy is sold through automatic ven-
ders. advertising becomes daily more
important in the sweets field—and
there is little question that broadcast
advertising is a potent factor in selling
an “impulse item™ like candy.

IMPORTANT
ANNOUNCEMENT
TO ALL STATIONS

SUBJECT:

BLACKSTONE WASHING MACHINE
CO-OPERATIVE CAMPAIGN

@® ''BLACKSTONE, MAGIC DETECTIVE," quarter-hour transcribed
program, is again available on a co-operative 50-50 basis
for Blackstone Washing Machine radio advertising.

The strike, which has been in progress these past few months,
has been settled, and the factory is authorizing all distributors
and dealers to reinstate the broadcast of Blackstone, Magic
Detective on the 50-50 basis as originally established. Con-
tact your Blackstone dealer and distributor for your authoriza-
tion to resume on the same basis as previously.

If your market is one which hasn't contracted for the Black-
stone, Magic Detective program for Blackstone Washers, then
write us immediately for complete details as to how your
station can sell this excellent Blackstone series on a co-opera-
tive basis. Or, refer to our letter of October 22nd, 1948,
which gave the information for your market.

Give this your immediate attention, so that you may resume
the Blockstone campaign, or, if you are a new market, get the
campaign started. We will be glad to answer any questions
you may have concerning the campaign. Your immediate
attention is suggested.

CHARLES MICHELSON. INC.

Radio Transcriptions

23 West 47th St., New York 19, N. Y.
Plaza 7-0695

b4

20. Radio and television set manu-
facturers, after a number of years
of not using the air to sell their
products, have once again sched-
uled a number of radie network,
TV network, and selective TV and
radio schedules for this Fall,

The reason is obvious. Radio listen-
ers can be sold television sets. Both
TV viewers and radio listeners can he
sold records and the new multi-speed
playing phonographs which will be
available this Fall. Record business
has been off. due to the battle between
RCA and its 45-rpin disks and Colum:-
bia with its 33V4-rpm LP disks. This
hattle will be resolved with all the more
important recording companies issuing
disks in all speeds. 3314, 45, and 78
rpm. (The latter speed is the old stan-
dard. )

The public will want a record player
that will handle all disks, and that's
a new market to be sold via radio and
TV. Admiral. RCA. Philco. Emerson,
and a number of other manufacturers.
whose plans have not reached the an-
nouncement slage. will be on the air

this Fall.

21. Home wares, except for nov-
elties, have not used broadcast
advertising to any extent. On the
other hand. they have used television
frequently during TV's short commer-
cial life. Over 50 home ware manu-
facturers are shooting film for TV

| which will be made available to their

retailers. In some cases there will
be cooperative advertising allowances
and in other cases the retailers will
have to pay for time themselyves.

22. Watches and jewelry sales
will be off this Fall. The sales de-
cline will be more apparent in the
jewelry field than in the watch in-
dustry. Many watch firms hit new
highs in 1948, while others, out of step
with the times. approached failure.
Prices have been revised and credit
jewelry houses no longer have to ad-
here to any set down payments.
Longines has two CBS network pro-
grams on the air and Gruen will be
partially sponsoring Hollywood Calling
this Fall. Other firms have plans for
network programs and TV sponsorship
but aren’t ready to reveal them. Selec-
tive time signals. a mainstay of Bulova

and Benrus advertising, continue to

keep these two firms spinning. Both
are using radio and TV. with Bulova
having pioneered the 10-second TV
time break. Elgin is said to be out of
radio and TV. but that decision is

SPONSOR



arFras52

]

i

W
it
be

il

TITLE TYPE APPEAL TIME PRICE PER EPISDOE PRDDUCERS' EXPLANATION PRODUCER
IN THE AIR WITH ROGER GALE Drama Juvenile | 15-min, 3-5 wk Based on mkt Juvenile arr background plot Russell €. Comer
IT TAKES A WOMAN Dramas Women | 5-min, 2-5 wk On request Capsulbe soap operss, each episode eomphete Charlie H.uch_ =
1TS A GREAT SHOW Comedy | Fumily | 15-min, 5 wk On request ooy Adaims, Tony Canzoneti in comedy variety show Hay Groen
IT'S SHOWTIME FROM HOLLYWOODD Musical Famuly 15-30-min, 3-5 wk Based on mkt Froddy Martin's orchestra and guest stars Fredene W. Ziv
JEFF BRYANT AND HIS COWHORN | Comedy | Family  Smin, 35wk | 5150315 Delightful outdoor yarns told by Jelf Bryant ' Gordon M. Day
JERRY AT FAIROAKS Drania | Juvenile  15-min. 1wk ORFES. Story of a boy at Fairoaks Military Academy Broalcasters Prog Syni
JERRY OF THE CIACUS Drama Juvenile | 15-min, 1/wk O.RFS. “Boy's sdvestures huckstage wiih & citus Broaleasters Prog Synil
JEWELS OF DESTINY Drams | Family  5-15-min,3 wk | On request Intereating stories of famous jewels | Afflisted Prog sery
1IM AMECHE. STORYTELLER Drama | Famfly | 5-15.min, 1-5 wk | 83 875 " Narration of ltke-known evnts in famous lives | Barey 5. Gootman
JOE AND CYNTHIA Comedy | Family 5-min, 1 'wk [ O.RFS Situation amml)-‘-trad Mr.-Mes. u_rm.v Broadeasters Prog Synd
JOE EMERSON'S HYMN TIME Musical | Adult | 15-min, optional | $3.25-§%0 Friendly philosophy, (amiliar hymns and spintuals "Morton Havlio Prodas
10E McCARTHY SPEAKS | Spores Men | S-min,5 wk 52 330 “Tnside sturies by famed baseball manager Richard H. Ullan
JOHN J ANTHONY HDUR Drama | Adult | 15-min, 3-5/wk | $5 minimum A favorite program since 1936 Charles Michelson
IUOGE HARDY'S FAMILY Comedy. | Family, | 80-min, 1wk On request From the MGM "Andy Hardy " movie series MGM Eadio
JORDANAIRES QUARTET Religious Adult 15-30-min, 1-7 ‘wk $2.50-$25 Giospwel and spiritual singing 2 Radiozark
JUM P JUMP OF HOLIDAY HOUSE Varity | Juvenile | I5min, Lwk 38 $50.25 Elfin charaetet in adventures for kids | Harey 8. Gooduaan
KAY LORRAINE MEMORY TIME Musical | Family | 15-min, 1-2'wk  $7-§125 Rudio's versatile songstross, and Frank Gallup Hatry 5. Goodman
KING COLE COURT Musical Farmily 15-min, 2 /'wk $4 minimum mu Cole Trio and musical guest stars (', P. MacGregor
KDMEDY KINGDDM Variewy Famly 15-min, 1 wk ORFE .Illlunly coupled with musie Broadeasters _I.'rw Synd
KORN KDBBLERS Variety -l"nmlly 15-min, 3-5 wk Based on mkt Band of a thousand gadigets aml_;:; Frederic W, Zn—-
LADY SKY HOOK STDRIES Drama Juvenile  15-min, | wk On request Fairytale adventures appealing to children Russell C. Comer
LAFF PARADE Virlay: | | Evmile. ¥} oda; 1wk ORFS Ken Niles, Oene Morgan, sad beadline scta Broadcasters Prog Synd
LAST OF THE MOMHICANS Drama Juvenile | 15-min, 1wk O.RF& Famed "hﬂh‘:r‘-lmkinc“ tale by Couper Brosdeasters Prog Synd
LEAHY OF NOTRE DAME Sports Family 15-min, | wk $9.65 minimum ‘:\::u-tl cuach -lutu;-ra Eu all, peedicts wintiers Lew Green
LEISURE HOUSE Drama Women 15-min, 1-2 'wk $10-5100 Public utility, app liance commereial in drama form George Logan Price
LIFEIN THE GREAT OUTODORS Sports Family | 5-min, | 'wk | $2 minimum Informative, exciting talks on nature Transcription Sales
LIGHTNING JIM Drama Juvenile | 30-min, 3-5 wk :‘ Based on mkt Western adventure story with star network cast | Frederie W. Ziv
LINDA'S FIRST LOVE Drama Womea | 15-min, S/uk $3-550 Soap opera now in ita L1th year ~ || Harx8; Gosdian
UIVING PAGES FROMBOOK OF LIFE | Drama | Family | 30-min. 1wk | $10-8100 “The world's most-loved Bible stories | Geueee Logan Price
LONDON TOWN Variety | Adult 30-min, 1 wk (n request Tour of London night life 18 W, Caldwell
LOUISE MASSEY & THE 'ﬂ'iﬂlﬂ!l_ Musieal Family 15-min, 1-7 wk $4-590 Popular Western musical with big rural appeal Maorton Radio Prodns
LOYE TALES Drama Women 15-min, | 'wk O.RFE& Madern romantic dramas - Broadeasters Prog Synd
MAGIC CHRISTMAS WINDOW, THE Drama | Juvenile | 15-min, optional $4.90-370 Traditional and nm:l-r;nl_i .'h_nnrnn tales NBC' Radio-Recording
MAGIC ISLAND Drama !Jnvrmle 15-muin, 1/wk O.R.FS. People living under water on a disappearing island Broadeasters Prog Synd
MAISIE I Comedy | Family W-min, 1wk on request New radio adaptations of MGM picture series MGM Radio
MGM THEATRE OF THE AIR Drania Family I-hr, 1/wk On reruest Adaptations of MGM film sueeesses; top names MGM Radio
MAMA BLOOM'S BROOD Comedy | Family 1 15:min, 1,wk ORFS, Witty domestic situation comedy | Bruadcasiéns Prog Synd
MARION ANO REGGIE Comedy Family | S-min, 1-5/wk O.R.FS. Fast, elean humor smartly paced and produced Broadeasters Prog Synd
MARY FOSTER, EDITOR'S DAUGHTER i Drama Women | 15-min, 5 wk $3-350 Soap opera now in_:ts 10th year Harry 8, Goodman
MASTERS MUSIC ROOM Musical Family 15-min, 1 wk O.RF.& Familiar semi-clussical, light-opera musie Broadeasters Prog Bynd
MEET THE BAND Musical Family 15-min, 6 wk On request Tap name hands in popular tunes Standard Trans Sery
MEET THE MENJDUS Mr. & Mrs.  Family 15-min, 3-5 wk Based on mkt Sereen actor Adolphe Menjou and his wife ‘rederic W. Ziv
MELODY LANE Musieal Family 5-min, 1-5 wk ORFE Sones by tls_e-_'l_'tmbudm. soft thythm orebestra Bruadeasters Prog Synd
MEMORIES Drama Juvenile | 15-min, | wk ORFE Tales of wanderings in |I-l’i'l-lll countries Broadeasters Prog Synd
MEMORIES OF HAWAII Musical Family 15-min, | wk O.RF.S gllm;ai: arrangements of Polynesian welodies Broadeasters Prog Syod
MERCER McCLEOD Drama Family |5-min, optional | $3.50-350 = portrayal of mu[:-n»- doris NBC Radio-Recording
METROPOLIS Drama | Adule 15-min, 1 wik ORFE | Gripping stories of 3 great city | B:mdualrri [‘_ni:‘ﬂ
MIKE-ING HISTORY Drama | Family 5-min, optional $2 minimum Famous historical events reenacted | Transeription Sales
MIKEMYSTERIES Musical | Family 15-min, 5 wk On request “Musical incory naz complete 2 nute whodunit Lang-Worth
MIRACLES OF FAITH Narrative | Family S5-min, 3 wk $10-350 ,' Bob Swan narrates stories of world's miracks “Fred C. Mertens
MIRTH PARADE Varity | Family | 15-min, 1, wk ORFS Comedy with Dan Wilson, Bob Burns, Tissie Lish ‘Broadesaters Prog Syad
MR RUMPLE BUMPLE Nareative | Juvenile  5-min, optional $3 minimum Children's stories of Wallie the Walrus, ete Transcription Sales
MODOERN HOMEMAKERS INSTITUTE Aud partic | Women  30-min, 3 wk On request Maodern hints and lnm_!ur housewives Jack Parker
MODN DREAMS Musical Adult 15-min, 3-5 wk $3.50-§40 Musical backrround to poetic readings Teleways
MOON OYER AFRICA Drama | Family 15-min, 1 wk O.RFS African jungle mystery, black magic Broadeasters Prog Synd
MDRNING ALMANAC Variety | Family  60-min, 6 wk O.R.F8 “Headlines from history, anniversaries, noted dates Associated Prog Sery
MOVIE TIME Musical Family 10-min, 6 wk O.RF.8 Musie from rm.t"ﬁ:lﬁ-m-u films, notes ahout stars Associated Prog Serv
MOVIE WESTERN THEATRE Dra_ms Family 30-min, 1 wk On request -l{nd.iu aduptation of Western motion pictures Bob Davey

O.R.F.5.—on request from station.
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NETWORK

* CALIBRE
PROGRANS

i'at local
station cost

See your station
representative or write

4. LAVG-WORTH

.\ leature programs, inc.

-

/ 113 W. 5T ST, NEW YORK 18, N. Y.

M~

How spot time buyers

benefit from

Serw’ce-ﬂds* in S2DS

Toke this WGY od, for instonce.

Potenticl, Audience, Mail Pull, Results, Cost . .
odditional informotion thot helps you whe

you're moking stotion selections or thot sug-

gests the ovoilobility of further doto you mo
wonl to consider,

Time buyers tell us such Service-Ads* sove their
fime, bring them up to dote, moke it eosier for
them to identify the stotions that offer the best

possibilities in the morkets of specific interest.

333 NORTH MIC

b6

It highspots
up-to-press-time informotion on Coveroge, Soles

—DOCTOR’S ORDERS—

R for programming to AnNswer new
 national interest an health,  Self-
contmned quarter-hours human in-
terest drama, authentic medical  state-
mengs INCEWOrK r':"-.!'.il[:l n and a5i-
ing—but the "star” is your hometown
doctor!

For retail druggists, phar-
maceutical manufacturers
banks

IVICE

msurance, new

Program se¢ listeners

I
really want.

For Medical Socicties, Phar-
maceutical Associations,
community wellare—a ||u|»-
lic relations campaign that

can pay its own way,

AKNOD - Sar

RADIO PROVIDENCE
Howard

Building, Providence 3, R. |

n

Y We're doing whot we con to gel stofions

to moke reol Service-Ads* of oll the spoce
they use in SRDS Redic & TV Section.
For exomple, the SPOT RADIO PROMO-
TION HANDBOOK we've just published
describes the kind of stotion informotion
time buyers soy they wont. If you would
benefit from beter stotion promotion,
why not mention the Hondbook to your
rodio friends. They con get copies from
us ot o dollor per.

*Service-Ads in SRDS ore informotive ods
neor listings thot sell by helping buyers buy.

STANDARD RATE & DATA SERVICE, Inc.
The National Authority Sarving,the Media-Buylng Function

HIGAN AVENUE . CHICAGO 1, ILL.

_

open to change if some other watch
firm seems to be using the medium 1o
cut into Elgin sales.

23. Farm machinery hit its high
point in cales during the Fall of
last year. Machinery is still selling
well. but it must be pushed and the fact
that it has the International Harvester
label isn't enough any more. A high
percentage of the nation’s farms have
sull to be mechanized. To reach these
prospects it will be necessary to pro-
duce a lower priced line of equipment
and to advertise aggressivelyv. There
has been very little “reason-why™ copy
addressed to farmers on equipment,
There will be considerable this Fall.

24. Feed and seed sales were high
in the drought section of the coun-
try but off in the rest of the nation.
Farm mcome is 1015 lower than a
year ago. bul is very high in compari-
to what it There
was some feeling among station [arm

S0 was fifl'\\'ﬂl"

directors that there would be drastie
cuts in agricultural programing this
Fall. There won't be.
tions that unever should have had farm
to start The
population will he high grade con-

excepl on sla-

programs with. rural
sumer prospects for at least two years
to come. Since Madison Avenue agen-
cies have discovered the rural markel.
will to he

-|ll|l1‘-ull-‘tf, with new advertisers cul-

farm programs continue
ting their wisdom teeth in this field

monthly.

25. Home appliances are still in
great demand. Washing machines.
especially the automatic type. lead the
appliance parade for even the lush
suburban homes install them to avoid
top laundry costs. Refrigerator prices
have been cut to keep pace with the de-
clining price index and as a result they
too are in big demand. However. the
appliance industry is convineed that no
will sell itself any
there’ll be plenty of appliance advertis-

line longer and
ing on the Fall air. both radio and TV

For the first time in years. some ol
the secondary names in the appliance
field will use selective air time to open
doors to house-to-house selling crews
that will be making the rounds. Radio
has been found to be the most superior
door-opener of any advertising medi-
um. Fuller Brush doorbell-pushers of
veas ago still recall how housewives
sang therr llrllgl'(llll‘.‘- theme song in
answer lo the Fuller Brush salesman’s
kll-n'l\"

( Please turn to 107)
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NAME TYPE  APPEAL TIME PRICE PER EPISODE PROOUCERS' EXPLANATION PROOUCER
MUSIC FOR AMERICA Musical 1 Family ‘-_:""“‘;'-T“k OR.Es Star-studile) musien] revie feataring top radio names _\—b- ey I Py :-.;! v
i SONG OF THE WEST Musieal Family | 15mio, ik | (ORFS Tl Eow o F il D5 et ook TGN Ies " | Hroudessters Prox Synid
i SONG OF YESTERYEAR | Mwsiel Adult i5min, 1wk TETE | | Touadbitican st miter | ecicanty frogiynd
SONG WITHOUT WORDS Musical i Fanuly 15-min, | wk ORFS Saloa musicale anler direetion of .\1;1_I|;| .:!.vrnrk_ Broadeasters Py Svnd
SONNY ANO BUOOY IoVarety . © Javenlle || 15min, & wi 53 515 T e T e T | Waber ek
;T.isﬁ-‘ﬁ!-ﬂoﬁiﬁﬁs T“’:"“l Family 15-niin, 3-5 wk #1-550 Western group koown for itz mavies, records I_nh-lr_-:r- .
S0 THE STORY GOES | Sarrative Famuly 15-min, optional ~ §3. §40 Human-interest stones aboat ell-known people Morton Radio Prodss
SOUVENIR SONGS Musical Family S-nnn, 6 whk _‘_’E{I o _\-‘.—-mi- and inusie uﬁu-l .uﬂ present Wit supes _\~ e L:hb 1 Prog Sery
X SPEED GIBSON : #Eru_u: 5 Tuvenile .l-S-m'm, 1 wk ORFE & __\\.; —.. _;”.| v stery in the Orient S Browicaten I'n--.: Syl
SPICE DF_-I_.IEE‘, ‘I'll_E___ S | Musieal Fawily 30-min, | wk £15 minimuim 5 31:,,_,|_\,, iety shuw, written ,;l,".h- Tﬂmm— = Kasjw o -
SPORTSAPOPPIN | ~pors Family  15-min, 3 wk 310-§50 “News, views, and interviows of the worta worl | Capien Kayn
STAND BY FOR ADVENTURE | Dravm Pumily | thmin, 2wk || $3.50 830 T S e e ~NBC Raio Recording
3““ 3"‘“ THE _.\lum‘a.l Fanily 13-min, § wk O.RFES —_\-;:l.i:umnln'. hay Armen, Phil Beivo, Evelyn F niuht‘Tthv; Assoenite | f’r-_n '_‘H\r\ 7
STONEHILL PRISON MUROER | Drama | Famils  tomin | wk  ORFS Exeellent detective mystoris T Broukasters Pros Svnd
STORY BEHINO THE SONG, THE | Drams  Adult  i5min, 1 wk ORES, T e A T R TR e v T Browlcusters Proc Synd
i STRANGE AOVENTURE | Drame | Family  5min, 35 wk §2-510 DG Hares Tt ET T Pa: MeCTRA T . Jaeeak 0 &
b STRANGE AOVENTURES " Drama Family = 1min, Lk | O.RES. T Shas oS i e | E¥roadeastors ProySyod
STRANGE WILLS Drana TI!NL‘V i 30-min, 1 wk $7.50 3275 m”_h f'mf wills el |,_‘W— _'|‘,.T\. AVa Pl W
i STRATOSPHERE MURDER MYSTERY Dieatna Family 15-min, 1wk ORFS i Myntery aboard at airline r_ ] Broa‘deasters Proz Sy ::-I
N STREAMLINED FAIRY TALES | Drams  Juvenile  (5-min, 13 wk 53,0530 " Moderaiaed vorsions o wellknown furviaks Herry 5. Conluw
‘ STRIKE UP l"ll! l-lllﬂ i — ~ Musical Family 15-min, 1 wk ORFS Brass-hand niusie, mllul.m ulnl classical "~ Associated Prog Semd
. Smu!' ro" Narrative Familv Li-min, -5 wk Un request Hnu.::\-ull _;-Klll:np-};\ tllh a lm rn-li\_ .1||_n_.;-h =] I r|:| ‘ore '.‘_*rn Ins ]
" SUSPICION Drania! | Family ) Iminydd ek 35535 TR o T S ] oo |E:+- "
TERAN, THE 2 _-lk_ama Juvenile  30-min, 1 wk Cs12.30 r|:mEn. Thr;\rhlurn r,”,.,}. Praten, 'E'!':-w Rib“er === T-;:.,_t.;.r "on
3 THAT WAS THE YEAR “Drama | AdOK | 15-min, Ak ORFS ~TPRAT ,,}'.,m;.lrm...n Brechtstain ) Prowieatters Pro S
. THEATRE OF FAMOUS RAOIO mﬁ i l)r;nm Family I0-min, 1 wk £7.50 mununuyiu -_1.:;;«. P l.aml_h—\ leading r.uhu welors R e lt(‘?n_l'_ ! |
: THIS IS THE STORY Narrative | Family  15min, 15wk $4.50-3150 Lttieknown facts aboat well-known: peopie T Murton Radio Prodas I}
8 H THIS THING CALLEO LOVE Drama | Women ' I5min, 15wk Basedonmkt Drana anha il e et et kvt sbenen. | Eaward Shias Prodsi (|
. THREE SUNS ANO A STARLET Musieal | Family | 15-min,3 wk SET0-57835 | A favorihinstrumental o, phs guests NBC Radio Recording. ,'
{ THRILLS FROM GREAT OPERAS | Drani Adult  15min, 1wk ORFS. Trai sroukid ,..;,.m., ceatorerss | Bresdessters Prox synd |
2 THROUGH THE LISTENING GLASS Misieall | Family || $0snin, L wk On toqest Falebloscors. of the Fest rmusie writtén S e |
. THROUGH THE SPORT GLASS 5 Sports Men 15-min, optional £3.50-£30 _‘I_h:d,.-n; nlnnwnh it st orls hr-l--r\—__ ==l .X]ll‘ Radin ll;mh:.L |
b marm"'_ i LT _}tn_ul;‘_ Family 1G-see, unlim Un resuest i Singime time _;;ml. v.msmmnm.m__ W -B_I.:'I;luwi'll d
TIME OUT FOR FUN & MUSIC | Muwesl | Family  15-min, optiomal | $4.50 §31.50 nva and Eanlerc itk AT rescatt SBA mihees “NBC Radio Rezording
n TIME TO SING WITH LANNY & GINGER | Muwieal | Family S, 3 wk SLUS20.30  Breesysonvs and cheoriul patter | NBC Radio Recording
2 TIME WAS 7 Draina Fainily 15%mm, | wk _-*E{.F_ﬁ. = I.I i>tu|'m|l TovView .,[_r.Tu“-,"‘ -.;-[E mwe —— gl A\THTPI;M il P rm_"' v )
L TOBY'S I:ﬂRHTIl“ELTItWT =3 _(‘nunufy Family 15-min, upti un:d $3 Zimmuin Came .|\ trit [ﬂuthui sinall- umn ne ;m._..;--r :i;.tur it Transerif II(_I;I_"‘l sl [
h TOUCHOOWN TIPS WITH SAM HAYES | Sjorte | Men ' Faned shartseaster i serivn of orid facts, foreests. | NBC.Radio Recordie
g TRANSATLANTIC MUROER MYSTERY | Urawa | Family  15min 1wk | ORFS. Detective story with havars-liner backeround " Broadeusters Prog Sy |
N TREASURE OF THE LORELE! Dramia Family Y 15-min, 2 wk $3 §15 i Highesan ||£.\T-n1'ur|-. |-|:n_, } ;lv-l treasure | Walter Biddiek |
i ﬁ@a T3 = Musieal Family 15min, 3 wk ORES Y aLinAmecionst ;:.:___ T Asociuwl Pme Serv
i TUNE TIME i _Slm|ru| _l-'nhnl_t 15-min, 5 wk O.REFS i m] ihisticated muxie by tu(‘ sl II- N :;ﬁnrnlr-i Pros :?\ C
[ 1‘9‘"“’"'55“‘"&; if.l{!';nb!_'__ Musienl Family AC-min, 1 wk On request i’opul.u enneerl m:.-r rients of standard sones Stand Radio Trans Sery
UNCLE EZRA Talk Foalh B b av. || 22316 0 0] Comiretiesh esapky = = Com Blog s
Fﬁﬁnm Drama Family 15-min, 1-6 wk 5 mlnunuu.ﬁ_ _I):;Tm- soap of bra starring W |Ihr|1 ;J - iy KasperGiordon
\ ! UNEXPECTEO, THE ] IJr:m- T!l:lll_ 15-Sin, 13 wr__ 3575 ela seA Yy By Drama, adventure, 'Il.\[rh.\-, rm.,_nl;, varnety Universal :
| UNSOLYED H'STERIES_ = = A Urama Famnly 15-mn, vptonal | $3 minmum = llurlu?l:a!:um_';‘_:’ Wiy uu:«.l\:-i-ﬂ.;utrrlh ey Raspe r:l’T.rxl-m ) |
- '_._‘-S-w MUSICAL = Munical Fanuly 15-min, 5 wk U request i Clever and amusine :;"H.I'. I rn_ ram ;Nlm F"r-.'-- =y
v 3 Wm_un _lﬂ\'_lil‘llll_Eﬁ 'll'l_!_ i Drania il Famils _IS-;;; 1-23 tk_ £3 minimum _-?‘-l.m- Tom Terrisa, -nl--rlut;uil_\-knu-n a'h*'l_ll:lrr-r_— Fasper-Gordon =5
i VANOAMME QUINTET, LOVISECARLYLE | Musieal | Family | 15w, 3wk $4.30-53080  Subtle swime rhythms and llune voeal  NBC Radio Reenting |
! VAN TEETERS, THE l't;rr}'__ Family 05-min, | wk ORFS T Satire on furrei o \al and franeial structure Broadcasters Proe Sers
¢ WE‘I’Y FAIR = -_M\l_ul;ai._ Family 15min, 36wk 257, class A by hr Musie-variety uliow locales] at mythieal fair prodnds | Universal :
b : mﬂiﬁi.ﬁt Drama Adult ? 30-mun, | wk IT-?IIT o h'l;ﬂ n-pi u}ml--r_\ r!u-.-I tramatined NBC Radin itprr-r-lm-'
d y WESTWARD HO = Bi I.\lu,n:cnl Family Fenin, 3 wh ﬂ i-'iﬂ_ _t;;h w Bradley --nq-}T-vm.m-r _.u:r\_ln‘m'| hilosapher Wiederhe W —_
i§ il WE THE JURY Draina Family X 15-min, 13 wk £5-325 Crime stories, \nth wii' feree participation l"r.mwrlln Llhn Show
! Wli‘l_l' OIFFERENCE OODESIT M!KE? Narrative Family A-mun, 5'wk £2.50 ITIIrIlmuITI_ ] Elabaration r-I' (‘Tlllll'l . unusual news hits Brimdeastors” Guild
g WINGS OF !mll! = —.\I usieal l-‘nmil}_ 15-min, optinnal £5 minimini i mi]- '»_lh- anil h'-\ ?_!-:n.u!-rn Warren Sweeney me Tratseription Sales
y YOUR GOSPEL SINGER { \—Iu"'l;'u-*—' Family 17 wk £3.50- 315 m:l m"ll.u;h MJI:IIIH pospe | somizs, bymms Harry 5 Gpodusan =
YOUR HYMN FOR THE DAY A \1:».;5— l"aunil_\_ Femin, 5 wk £10-§50 . Famillar 'I.mnnu } g i.-lun h-éﬁfi 1:!_n m; ¥ Wiederholi
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WITH THIS

The Most Sensitive FM Radio Ever Built

FOnQ THE PUBLIC

Most Sensitive Longer Distance

Performance Because of high sensitivity,

Superb reception brings in stations in fringe

even on weak signals. areas others miss.

Whatever has been your experience with FM —what-
ever FM radio you have ever heard—Zenith' now asks
you to listen to a new marvel of Radionict science.

This all-new Zenith Model is the climax of years
of acknowledged leadership in genuine Zenith-Arm-
strong FM —that hundreds of thousands know as frue
FM —the FM radio that leading FM stations over the
nation rely upon to monitor and test their own broad-
casts—truly the FM of the Experts! Now,in a new Super-
Sensitive circuit that gives perfected performance even
on signals too weak for ordinary sets to catch.

So we say —hear, compare! Be prepared to hear the
most sensitive FM receiver you have ever listened to—
a genuine Zenith-Armstrong receiver at a sensation-
ally low price.

68

No Interference

No whistles, no over-
lop, no cross-talk, no

background hiss.

No Static No Special

Antenna
With Zenith's patenfed /
Power-Line Antenna, f

Even in the worst
storms. Only rich,

glorious fone. just plug in and play.

The Super-Sensitive "MAJOR"
The lowest price ever for genuine $ 95*
Zenith-Armstrong FM! . . . only

*Suggested Retoil Price.
Prices subject to chonge without notice,
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It on the way up again

The FM fog is clearing

Low priee receivers. better promotion.
storecasting. and transitradio all help

The most significant FM develop-
ment during the past year has been in
the field of engineering. Only recently
have enough first-class sets in lower-
price brackets began to reach the mar-
ket to give great numbers of people a
taste of FM's unique staticless, full-
range reproduction program. Zenith is
currently leader in production of a
low-price high-quality receiver.

Despite the promotion already done.
by FMA and individual stations. it's
still necessary 1o educate most listeners
in large metropolitan areas to the fact
that they can hear not only many (or
all) network shows via FM affiliates

18 JULY 1949

of webh outlets, but numerous exclu-
sive shows available only on FM. This
is no problem in those few areas where
hecause of combined FM promotional
activity and poor AM receptivity FM
is already the dominant system of
aural broadcasting.

Edgar Kobak. former Mutual presi-
dent, deplored the amount of “blue
AM  coverage,
Nevertheless. there is, compared with
other media, a super-abundance of cir-
culation and sales information avail-

sk_\'" being sold in

able to a sponsor considering AM
radio. This hasn't yet been provided
prospective sponsors lo a satisfactory

degree by most FM stations, As Lin-
nea Nelson of J. Walter Thompson.
and others in the trade have bluntly
emphasized. there isn't enough infor-
mation on the sales effectiveness of FM
commercial programing. The FMA has
unfortunately been overly preoccupied
with fights inside the industry and
thus unable to concentrate fully on this
vital ]’TI\'II!'I”.

There are more than 700 commer-
cial FM stations in operation in aboul
150 cities, But these facts don’t vet
impress many advertisers—even the
fact that the coverage Is as inter fer-
ence- and static-free at night as in the
day—until they can be shown what it
means to them in terms of returns per
dollar invested. This is a joint station
and industry job that will have to be
licked before sponsor dollars flow FM-
way in the quantities the industry be-
lieves it justifies,
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The public in some localities has
had a growing tendeney to regard the
medium as a facility instead of a dif-
ferent and -u}wrinr form of transmit-
ting a broadeast signal. Thus transit-
radio and stareeasting  Isee separate
reports in this issue) have already
come to mean something to thoosands
whose only notion of FM was “long-
haired™ music.

Other thousands, interested  either
because they wanted staticless. inter-
ference-ree |'|'I|']I|i|ll| or FM exclu-
sives. such as sports (by no means the

only ll\lll' of exclusive avatlable). bhe-
came disillusioned by purchasing poor-
quality sets that performed little better
than AM sets in the same price-range
andd whieh “drifted”™ regularly. This
situation is rapidly being corrected.
But mauy advertisers as well as listen-
ers have unfortunately judged the me-
diumi by poor receivers,

Another negative that is being cor-
recled is the bottle-neek caused by re-
tailers  whose salespeople have been
woefully ignoraut of the FM facts of
life. It hasnt heen too long sinee some

EARS TO HEAR

A nucleus of the Union’s quarter million
members, bound by a unique loyalty to
their own station...with the prospect of
steadily growing “workshop listening.”
Plus consistent growth among all FM

listeners through expert programming.

WILL TO BELIEVE

To this favorably disposed audience,
a station of inherent social
responsibility must carry convietion.
50% of WFDR’s time in each cycle must he
non-commercial, in the publie service.
Selected commereial sponsors will benefit by

the resultant audience receptivity.

MONEY TO SPPEND

he d
e & al
€ e

The Union’s quarter million members
who earn $17,500,000 weekly rank high
in proportion of a spendable income.
They are alert, progressive,

interested in the commodities

and services of modern America.

WEFDR 2
BROADCASTING CORPORATION

Sponsored as a publie service by the
International Ladies’ Garment Workers Union

1710 Broadway, New York City, Columbus 5-7000
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salesmen were actually discouraging
customer inquiries with remarks such
as FM isn't really different from stan-
dard broadeasting. that FM is dead
and will soon disappear. ete. These
may be extreme examples of the ig-
norance and misinformation at one
time widely prevalent among radio re-
tail sales people. but they illustrate why
manufacturers and stations had to un-
dertake a campaign to educate retailers
to the facts about FAL

Numerous FM construction permits
it is true. have been turned hack lo
the FCC. as holders realized the sys.
tem was not going to be the honanza
once predicted. This trend will not
continue if advertisers can he shown
that in many areas today FM is the
uui) way many listeners—their cus-
lomers. or potential customers

can
hear network programs at night is
through the wely station’s FM afliliate.
The medium is growing steadily. It
still has to be sold. £

Storecasting

Point-of-sale FM
developing rapidly

Virtually all storecasting operations
are now serviced by FM stations. There
are still a few marketing spots where
stations and point-of-sale merchandis-
ers haven’t come to terms with broad-
casters, The Aeme Markets of Phila-
delphia. and 8 iml{'pvmlt'nl slores
serviced by Musicall in New York, are
still linked by telephone lines. This is
also true of the Baltimore Markets in
Philadelphia. They are operating their
own slorecasting service,

The original Stanley Joseloff Store-
cast Corporation of America operation
in New England has switched from
land line to being served by WMMW,
Vleriden. Conn. Three chains in Pitts.
burgh (Thorofare. Giant Eagle, and
=parkie| are served by WKIF-FAM. In
Chicago there are three storecasting
operations.  WMOR serves the Jewel
Food Stores through Consumers Aid.
WEAW serves [GA super markets for
WEAM-FM and WEHF programs for
Storecast’s National Tea operation.

In Des Moines. Storadio Advertis-
ing services 21 Thrift Way super mar-
kets through KSO-FM. In the South,
Winston-Salem’s WMIT is servicing a
aroup of Colomial Stores.

Before the vear is out. giant war-
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The FM picture: Fall 1919

Dots on map indicate where FM stations are on the air.
Number of stations in operation in each town are listed below

ALABAMA San Jouw 1 Wooditock i 1 Haverhill I Cartland |I Reichyrile I per A m
[ ), - p I i [ Boan [ [ ih
AR San Lun Obhp L INDIANA I Habb . A £ 1 1
e.-:':::..- : Sante Ana TS I M ! |k R ) T A 2 ' < ([ .
e ) Sanis Mavia 1 I v I T 'k I of B H 3 AR
sheniyudle § Stechion | i ; 2 ded . : Lo 2 Jach 1
Lanett | COLOADO Rome ! | 1 . - ] 1 K '
tohekbe ; adre i 7 I 1R 4 1 I '
i 1 \ 1 o 1 R Sk i 1 1
e 3 2 I
> X 1 z r | | 7 1 2
ylacsurye I 1 | | i X Tia . 3 7
ARITORA o ' 1 2 [ i i ' 3
e ] I I 7 I ) f i 2
' 2 A i
ARTArS el 31 1 I o ]
i [ ] | | i " T A 2
I - [
] ] 1 ] ] 1 4 i 3 I 1
7 " I 1 3 & 2 > I ' . |
I i - | 1 ' | el I i > '
iy ' b I . 1 1 i 1 \ 4 4
e 1 X Bort b hee Dda P3 L] 2 | : 3 L I
DELAWARE M1 . 4 . i i i i 3 1 |
W b g | 1w I ( (| i 4 3 ; -
oo I Wa UL b ! 2 2 - i " '
2 | Pe I - i .
1 L) i Law H ' - ! J i i
' ! 1 ) F i : - 2 1
1 12 ' i . - I '
9 i ! ! < | Al s 3 1 .
I ] i i P A 2 3 1
i 3 i ] A i A z 2 '
| -t | 1 A ' | 3 OfiA ] |
2 1 L] 2 | IR - i ? - 1 i
1. Onlando H ] 1 ' : I ) 1, L ! . M 1
I Palm Beach | ' ' by 2 ‘ 1 (e -
1 ' i I wlald i [ Vo2 I Malogre 2 i
(] | 1 I . bt ] ? ] - 4 A i 1
1 | e I bW 13 o (I | i i - | 2
] 1 ak Park 1 1 Be ; 1 i & 2 1
I Poosin ¥ e ane L 1 I 2 7 A !
H (] Cuincy 2 KANSAS : [ (] i 1 1 Civw i W
San Benardine || GEORGIA Bock liland | Garden Ciny | I 1 | | 1 ! i I W
Sam Bruno I Athem | Springlield g Hulchimon 2 1 | S Migh Pet ] ] 7 1 W e
San Diego 4. Apfanle b Utbana 1 Famar G 2 ! 1 I A ! | A'Q: Syrehburg WYOM
San Francico B Y I Waukegan | McPhenon 1 [{-poiroe 1 | ug 2 & b et 1Yy T

ill data as of 1 July 1949
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kets in Los Angeles aigd San Franciseo
will e
_-I.uulu'n .|1‘\-‘IIII-'!II_:‘
and WIZTY New
tions are being carefully studied. The
visuul shopping of
\BC's Eastern key station. a plan of
Maodell Harbruck.

markets in the Grand U nion chain.

music. news, and
Both the Musieall
York p“ul opera-

bt | l\l'11 ll\

musical service

and serves  super

Most merchandising experts insist
that until the New York market s

really opened. storecasting can’t be
weighed as a national advertising medi-
um, There is little question but that
the metropolis will have storecasting
service from an FM station before
1950,

AL is currently testing in Pitts-
burgh and Chicago. The Kroger chain.
one of the food merchandising field’s
most active users of hroadeasting. is

Both of

these e¢hains are using copy for private

also testing in Pittshurgh,

brand items which l||r_'} contraol.
Most problems of equipment which
have plagued storecasting operations
have been overcome, The speakers lo-
cated underneath food bins have been
replaced with ceiling units well dis-
tributed throughout the store. Receiv-

ers i each store have been designed so
that it'’s possible with a “heep” note to
raise the level for the
mercial seetions of the broadeasts, It's

<ound com-
also possible where a number of chains
in an area are serviced by one sta-
tion to cut off all speakers in the chains
not scheduled for certain commercials,

Indieative of the varied commercials
carried by in-store hroadeasting are the
eleven heard over WMOR in Chicago:
nnn]r'n‘w “I“\ (',I;lp]\'s H:ih_\ I'Illllll.
Diamond Crystal Salt, Holsum Baked
Products. MeCormick Spices. Minute
Maid Products. My-T-Fine, Salerno-
Megowen Biscuits, Pepsi-Cola, Quaker
Oats. Reed’s Candy, Silvercup Bread,
Allen V. Smith foods and Thomas J.
Webb eollee.

Effectiveness of this Ly pe of ||||il|l-||f-
sale spoken-word broadcast advertising
is indieated by fact that l:rm'lil'uﬂy all

Transitradio

the advertisers that started with Con-
sumer’s Aid (the list in previous para-
graph) are still heard in the Jewel
Tea stores and that ."?l:m]v_\ Joselofl s
Storecast Corporation has a record of
ahmost 10047

Also important to broadeasting is
fact that less than half of the users
of storecasting are regular broadcast
advertisers. Since all storecasts are
heard on the air as well as in the
stores. these adverlisers are gelling
their first taste of the airs eflective-
ness, Several are finding that their
commercials not only are selling at
the ]minl of sale but in other stores
not serviced by storecasting.  While
storecasting, as a facet of FM radio,
was nol conceived as a device to inlro-
duce advertisers to the effectiveness
of FM broadeasting. it is doing it
just the same. .= oa

renew al-

Over 5300 advertisers using new “eaptive
audienee” medium for direet results

Despite equipment problems which
would have defeated any other major

Getting your pressings
when you want them?@

You hove a right to expect speedy
hondling of your recording jobs and
pressings—with no sacrifice of quality.
Top engineering skill and equipment
are your best assurance of the kind of
service you wont. At RCA Victor you
get the benefit of:

® The mast modern equipmen! and facilities

in the trode, plus 50 years' occumulated
"know-how,"

® High-fidelity phonograph records af oll
kinds. All types of Vinylite transcriptions.

® Complete facilities for turning aut slide
film and home phonograph type records.

® Fost hondling ond delivery.
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When you can get RCA “know-
how*—why take anything less?

Send your masters to your
neorest RCA Victor Custom Record
Soles Studio:

| 55 East 24th Street
New Yark 10, New York
MUrray Hill 9-0500

445 Morth Loke Shore Drive
Chicaga |1, Winais
Whitehall 4-2900

1014 North Sycamore Avenue

Hollywaad 38, Califarnio
Hillside 5171

You'll find useful focts
in our Custom Record Brochure.
Send for it today!

o

.

kind, transitradio is
moving along with amazing speed. It’s
the first time in the history of radio
advertising that broadcasters have had
an investment in receiving equipment,

project of its

Music. news, and commercials are
heing fed to public service transporta-
tion vehicles in 14 eities with Kansas
City slated to be number 15 this fall,
These are the areas served with the
“official”™ brand of transitradio serv-
There number of
|u'!ll]l-lll n|lt'ralil|lls 3!1([ a ft’\\ rar-vartl
s[lu!l:-inl'i'll transitradio n]wraliuus also
functioning.

e, are a inde-

Stromberg-Carlson is building most
of the equipment and with ils experi-
ence in building equipment that is re-
quired to stand the hardest of service
knocks, it's expected that the Rochester
firm will be able to overcome the equip-
ment failure problems which has heset
some of the areas being transitradio
:\l‘l’\'t‘[l.

The May list of transitradio spon-
sors was nearly 500. Two hundred
and fifty-six of this half-thousand were
signed by Transit Radio, Ine. sinee
February of this vear. While a high
percentage of transitradio advertisers
are local firms, many of them have
been able to use this “captive audi-
ence’ form of aural advertising be-
cause of the availability of dealer-

( Please turn to page 87)
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lames m new places

Network ratings

No new coverage maps but average
ratings of networks indicate echanges

There are no new coverage maps
of the four networks, Sometime this
next December or January. the Broad-
cast Measurement Bureau is expected
to have the network report for the
second BMB study available. Since
BMB indices provide for recording the
two important factors in coverage—
the ability to hear a station and the
desire to hear a program on that sta-
tion—the report should indicate effec-
tively the impact of recent switches in
lop programs.

18 JULY 1949

In lieu of any coverage basis on
which to report network standing. the
next best index as to how networks
rank can be the Hooperating report
(36) cities and the Hooper standing of
each network in terms of “Total min-
utes of rated sponsored time by net-
\\'flrk.”

The third week in Fehruary is usu-
ally the peak of the listening season, A
comparison of average evening Hoop-
eratings ( 6to 11 p.m.) between 15-21
February 1948 and 1949 should show

the trend of listening at least in the
big city telephone homes surveyed by
“unlll.‘l'.

Avernge evening network commerecinl ratings
(6-11 p.m.)
15-21 February, 1945-1940

Network 1948 19449

ABC 6.3 8.3

CBs 10.2 11.4%

MBS 4.8 4.1*

NBC 13.5 11.1
* Dhoes not include cooperative programs

The relative standing of the four net-

works is also indicated by the number
of minutes they have sold during the
week rated.

Minutez of spensorved time

i6-11 p.m.)

15-21 February, 1948-1949
Network 1948 1044
ABC 1045 B30
CBs 1600 1560
MBS GU0 500
NBC 1635 1575

The spread between NBC and CBS
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has been reduced during the 12 months
but as of 15-21 February 1943 NBC
still was alwad of CBS. Only a few
of the programs which switched their
had been on CBS for any
time so the full impact. rat-
of the swilch. Beside there
are other programs due to make their
CBs debut this fall which should in-
tensify the switeh towards Columbia,
Naturally it all depends upon what
NBC developes in the way of new
programs.  Hollvwood  Calling  may
build a great Sunday night listening
habit just as Stop the Music has for
ABC. A number of new NBC drama-
tic programs show greal promise in
the audition stage. NBC is working
hard also on a number of comedy
variety programs and il it has any of
the success that CBS has had with
programs like My Friend lrma. the

networks
ll"llglll of

ifljﬂ wise,

relative standing of the two networks
can continue neck and neck as they
have been for so many years.

The second Hooper report for June
in the average-evening-ratings of com-
mercial programs gives a greater edge
to CBS than the mid-season rating.
Many of NBC's top programs were off
the air when this reporl was made.
Regardless of the reason. the four net-
works had to face the follow ing Hunpﬂ'
comparison:

Averige ovening network commercial ratings
(811 pom.)
1520 June 19451049

Network 1945 1449
ARC Tl Bad
Bs (] 6.5
MBS 4.6 24
NB( T3 B.5

These “average ratings” cover the
{ =] { -}

following minutes of sponsored pro-

Net - built programs

cram time:

Minutes of sponsored time

AB<dl pume)
16-20dune  1948-1944

Netwark 04N 14949
ABC 955 A%
CRS 1345 1500
MBS S0 A60
NBC 1453 LI5S

Thus for the summer. CBS appears
to have been the network to have held.

or sold. the largest uumber of com-
mercial minutes. ABC had added ten
minutes to its commercial time in
June. with NBC holding its own and
MBS suffering the greatest loss. 1850
minutes of commercial time.

There’s nothing static about broad-
cast advertising from a network or
any other bhasis, While Hooper figures
have heen used in this report to show
what's happened since the last Fall
Faets edition of sroxsor was pub.
lished. Nielsen's figures are reported
to indicate just as great a shift in
audience. The U.S. Hooperatings
(Hooper's projectabile ratings) do not.
because of difference in network facili-
ties, show as great a shift as the 36-
City telephone coincidentals, U5,
Hooperatings were average figures for
January-February 1949 and thus could
not show the real effect of program
shifts that started during the first week
in January.

There’s no question hut that the net-
work picture is changing. The only
possible way to make certain that a
time-buy is the best is 1o know what
happened last week and have the fig-
ures of what happened a year ago as
a comparison.

Everything is relative. but don’t de-

pend on last year's data. oo

All ehains now building their own shows
in industry’s program sweepstakes

With house-huilt packages increas-
ingly important to web economy. net-
works are still sharing with agencies
and independent producers the show-
man’s mantle they donned three years
azo alter their gradual abdication over
the years. House-huilt shows will be a
major factor in NBC program tactics
this fall. just as they have heen at CBS.
ABC will rely strongly on its own pack-
ages in its drive to capture audiences

and with  budget-con-
scinus programs, Part of ABC strategy

sponsors
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is to make Wednesday night the mys-
lt.'r)'-a({\‘t'lnlure' session of the week.
Mutual. with revamped program de-
partment and program |mlit'h*.-. will at-
tempt to compete for radio ecars ll}'
applyving the block-programing tech-
rlil]l:v to both 1]::_\ and 1|ig_rhl se(uences,
The new program outlook for MBS
is sparked by program director Wil-
liam Fineshriber, who moved over
from Columbia where he was program
department manager, Fineshriber plans
to apply program-building and mood

sequencing principles established dur-
ing the years he worked with CBS pro-
ETRINS.

This won't mean an overnight revo-
lution in MBS programing. Renova-
tion will start from strateh in Septeni-
ber and proceed gradually. Another
approach will be to add a sprinkling
of shows with star appeal.

No  wetwork program  execulive
thinks agency and independent pro-
ducers ecan’t lor shouldnt) take a
major role in producing shows for
network sponsors.  They'll privately

admit it keeps them on their toes.
Nets can often produce shows in a
given price bracket more economically
by using staff people who have sev-
eral assignments. They also have more
opportunilies to give a program air
time to build an audience. Sponsors
are less resistent to buying a show they
control  (move to another net-
work. if it is built up on the air before
it 1s offered them).

But networks have to have proved
producers, whatever the
source. They feel they have what it

can l

audience

takes to produce audiences: creative
people and facilities for testing and

showcasing. e paiy

Independent packages

Producers not too
radio interested

This year shows a sharp down:
ward swing in the number of live pack-
age programs available from inde-
pendent producers. One reason for the
quantitative decline in this field is the
constantly increasing number of net-
work-built programs. Independent pro-
ducers are more and more up against
network feeling that the webs™ ability
to build a show and keep it running
and increasing its audience is most
important in establishing salable prop-
erties for sponsors.

With the greater number of net-
produced programs. and the resultant
decrease in time availabilities. the in-
dependents are turning to TV produe-
tion. In some cases. independent pro-
ducers offer AM and TV versions of
the same show: in other instances. in
dependent concentration is on TV sole-
ly. The latter course might seem to be
the ultimate salvation for independent

producers. « xoa
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AI.L THE BELLS in Bellmgham won't make more
noise for you in this Washington fishing center than
ABC. For ABC rings the bell with 69% of all the radio

families there. says BMB. In 42 Coast towns (inside axn
outside) ABC has 50% or better BMB penetration.
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OUNTING ALL the Marys in Marysville is a cinch
compared to totting up the ABC fans there. Yet BMB did
it and found 72% of this California town’s radio families
have the ABC habit...and it’s a good one for you to get.
too, if you want primary coverage of 96.7% of all Coast

radio familiec.

vzzinG pow to California, we find all the roses

in Santa Rosa hardly outnumber the ABC fans there, 1t's
a honey of an audience, says BMB. for 81% of the radio

families are regular ABC listeners. Big towns or small,

on ABC you reach them all (and sell ‘em).

% On the coast you cant get away from

Saaas A

ABC

FOR COVERAGE...ABC’s hooming Pacific network
delivers 228.000 watts of [m\\r'r—-”).25(l more than the
Fl"!'l!llll']’lill'l' llf'h\ul‘k. 'I'lui.- |:t|\\'t‘|‘ tipt*l]:'- coverage —
ABC primary service area (BMB 50% or better) covers
96.7% of all Pacific Coast radio homes, And ABC's
(loast ”ulllu'l' for 1948 was up 9% of better both tlal}

and ni;_-hl.

FOR COST...a half hour on ABC’s full 22-station Pacifie
network costs only $1.228.50. Yet you can buy as few
as 5 stations for testing or concentration. And ABC
is famous for the kind of audience-building promotion

that lll‘lll.- slice the :-:-eat-|wr-li:-h-|u-r.

Whether you're on a coast network
or intend to he—=talk 1o ABC

PACIFIC NETWORK

New Yonk: 7 West 66th St « TRafalgar 3-7000— Dernorr: 1700 Stroh Bldg, « CHerey 8321 =Chtcaco: 20 N. Warker D
DElaware 1908—Los Asceces: 6303 Suneet Blvd, « HUdson 2-3041 ==ax Frasciscos: 155 Moentgomery St « EXbrook 2-6548

ADB
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A

‘ailable Independent Live

Package Programs

PRODUCER AND OR

TITLE TYPE APPEAL TIME PRICE DESCRIPTION SALES REPRESENTATIVE

ACT FOUR A H:[:( T Family. | Beniimndd wk | (O requent m.- & entiques of plays Or movies in interviews Sela Prodns
ADVENTURES OF FU MANCHU  Draus Famtly 0w, 8wk Un-soquest- | Desnintizativo of-the Faarcd Sax Robioer-stures nml. Talio & TV Prodns
BACK HODME IGIT .\-lmut‘,.]_ Funuly J"'.Illll!, I 'AI\_ $2000 Folk-musie show featuring mdio name acts '-\ \I Lll.murl._ll—
BlTTlE OF WORDS uiz _I'ulinl_\ Amiin, | wk !!51_!!} -t.]lTlul_qllIJ ;rw_rum \ﬂ‘lh‘t;l lnm.-_'_ = -II:} ';\ Dieksan
ﬂll;' JDE'S HAPPINESS EXCHANGE Dn-L-Jm'lu-\ i;\’llﬁ F-hrs, T wh N Ou regguest lJ;&F}-m chey show with |ru|-|n-«'r\-|rr anik WUOR, N Y
CIRCLE C RANCH \ aniety Family ;Iulh. | wk _#Btlll Western variety musieal with DeZurik Ssters MW, Ellsworth
CRDSSROADS Drova: Family  30uin,dwk  Unsowest, | Audience determine outcorne of suspesse mysteries Chinsiiwone) i
DREAM STHEET = ll:.m.. T Famity Meom, 1 ul._ Lo request _Ilr..;n_xr_r'l;): _n_nth_a ressa fmml = Basch Rudio & TV Prodm
FT:II_IHO HOUNB.‘; S .El.l.mw Fanuly .T]J_-IINIL 1wk :ln resuest Pan of aurhrun-— Farnicipates, shares o prrofits Basch Radio & TV Prodns
WALTER GREENTREE Comedy Faniily D04t bWk Obrequist: | Stars Eddic Mayeholl & stabli-own sior-Gwhes Jobn E. Gibba
GUESS APPEARANCE -lud partic Family ‘;L;:Tun 1 wk i On request WQuiz show with laughs, prives, and forfeits Basch Radio & TV Priadns
HELP 'fl:ll.lll_NElm Tnlk Wonien _I‘r]u;-_ 5wk 5 Tl-n:‘;ur.»l Judy Logan nllE ;f:n;.al chit-chut, mterviews Fels Prodns
f‘lEﬂ_E'S HEIIJ‘I'__— Do Juvenile _If»—‘.!ll—.unh._l-s,x L renuest T.wu_LIs. t!n;!h;rll_u;n nnrrntui by Heidy Mayer {Iuindmu:ugh Assoes
EIN'I' HUNT BERE Aud partic Wamen !n-m.n. 5 wk £3350 Chuck .\c::ad;wﬁh strong fenimine appeal Feature Prodns
HORATIO ALGER, JR Draima Family  30-min lwk  $2500 Meretofare untold stories of the famous Alger " Charles Michelson
HOUSE OF ms: |m:'rmu Diratna 1 Wonen T‘.—r_nn: .-3 5w k $1500 $2000  Serial suilt sround Leauty-salon proprictress Lewis & Bowman
VAT Comedy Fawily | tSmin, ) wk | $1750 ‘Bill Thompson émulates propic's foibilcs Mitchell Gertz
WILLIAM LANG News Fanily | LIS hwk ) | Ohneiiek Sl ennnocihi feture sléco mraled by Ttk ClaudeBarreie
LET'S PLAY REPORTER Audpartic | Family  ®omindwk U roquest  Quiz show with newspaper-office background Basch Radio & TV Produs
MASKED SPODNER. THE ~ Musieal Women  (5-min, 13wk Unrequest  Much-puoliciaed Spooncr does romantic sonss Jack Rourke Prodns
MEET MY SISTER Vaicty Pamilyn ol Ami Mk Onrequest  Comodian Eddie \ln)-hnﬂ Betty and Jane Kean John E. Giblis
MERRY- Gl:l ﬁuun_l:l- uﬁ 5 : ‘\_u-l .;.E ~ Juvenile  B0-mim, 1/wk _s_.'ﬁm Children's quis, muml) Lhurncunl asking questions T Junior Programy, Ine,
MOVIE IW!RD—_ —— \u:l purtie Family 30-min, 1 wk On request -;Juu. -mrsluu—.s .I:mi .1 n £l stars and stories _En:k Rourke Prodns
MUSIC BOX TALES - Musical - Juvenile Tﬂtuuu. I- wk . ;‘Hﬂll Humorous fairytales in u|::|_-tu form = g1 m o
PEOPLE, PLACES AND THINGS  Namative  Juvenile iSmin, 8wk Unrequest | Narrations for youngsiers by W illiam Lasg Claude Barrere
Quiz BALL Audpartic | Pamily ||:30umin, sk | $3500 Génetal s tw Seamns in, bkscon ] setting Fetiire Prodra
SEARCH FOR A STAR Drama Adult  S0-min, L wk | Unroquet  Search for movin talent via suditions John E. Giba
SOMETHING T0 TALK ABDUT ' News Family  30-min,  wk | §1000 Unusual ews items, buman-interest stories Feature Prodns
S'F_.l‘l'f_ﬂln—__ 3 g Vanety Family 30-nun, m ¥ £4500 i!::u-d.:wn- wpe of program! community singing Leslie Clurss
!TUSEW_ESST?IIS B Comeds Family Hu-unn.l_\l'k — £4500 Family-type situstion eomely Leslie Clueas
THREE THIROS OF A GHOST Asdpartic | Family | 30min, Lwk | Onroquest | Wellknown spelling pame adapted to radio Feature Prodns
I'DM Sul'l\f'fﬂ SMITH ] T)n_una Juvenile  30-min, l_wk e _;Iﬁlrll Two hoys trying to live ’I'nuT Sawyer's adventures Junior Programs, Ine.
WH.IT oo 'l"I]I.I THIHM =y K.n.uu _l amily W—mu:_] :M \I' .f-ln request True cuses of mental nnnI jmyriuc |-l_lcuur||rm Basch Hadio & TV Prodns
WHIRLAGIG " | Drama_ Juvenie | 15 T g0 Suspense and humor storis for -4 ears olds Junior Programs, Inc.
OWTI:HDRUS —— . Mumml— E;uil;\ _m-u.m 1 wk = (Tn redquest Familiar musie by ll—\ viee mixed ehoir =W Caldwell

REGIONAL NETWORKS custom-built nets for baseball and WPAT in Paterson, N, J. Or it may be

(Continued from page 52)

football.
The kind of event leading itself best

While this doesn’t hold true of base-
ball, it is on the other hand necessary
to hand-ailor the nets for following a
to realize the
in each

s]n'l'iﬁ(‘ team in order
maximum  from fan interest
club.

Oue of the carliest users of the cus-
tom-built weli for sports i Atlantic
Refining Company that is famous in
the East for collecting on the fierce
lovalities of high school well as
collegiate sports fans. They have also
sponsored  Boston's two major league
basehall teams New England with
Narragansett Brewing Company. Most

HE

to the per-occasion web is one that
would lose its impact unless aired live.
Obviously such a net isn't ordinarily
put together where existing facilities
cover the area desired and where rival
commitments interfere. The fact that
such instances do oflten interfere makes
the regional custom-built chain a must

for certain advertisers., + .

INDEPENDENT STATIONS

(Continued from page 10)

that does intensive selling
within its own hailiwicks. It may he Eli

| l(ll']lm " [:-

of Atlantic’s approximately 8300000 Godofsky's WHLI at Hempstead, N. Y,
a vear for broadeasting is spent for  WFAS in White Plains, N, Y.
76

a station in Chester. Pa., or any one
ol hundreds of stations on the [ringe of
a great city. vet dedicated to the pro-
blems of its own 235 miles. The sta-
tion will not have a Hope. a Benny.
a Lux Radio Theater. a Stop the Music
or a Shadow. but it will have an aware-
ness of the need of its community and
it will do something about it

IU's a more difficult problem to buy
time on independent stations than it
i= on network outlets. That’s because
networks have a leavening effect on
their stations. There is a great variation
in the effectiveness of NBC stations for
instance, but there is apt to be more
variation than in the case of inde-
pendents.  The won-network  stations
are sometimes very goad and they are
sometimes just apologies for broad-
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“Ugh...no(sob)... KJR”

SEATTLE 5000 WATTS AT 950 ke.
- Ml Titd Sition
18 JULY 1949

KJR doesn’t reach everybody!

But KJR does blanket the rich western Washington market,
where 1,321,100 radio listeners enjoy one of the world's
richest-per-capita incomes.

Best of all, KJR's 5000 watts at 950 ke. cover the import-
ant area that any 50,000 watts would reach (check your
BMB).

And “the beauty of it is"—it costs YOU so much LESS!
Talk with AVERY-KNODEL, In¢c., about KJR!

for Western Washington...An Affiliate of the
American Broadcasting Company

17



® Highest Percentage
increase in Hooper
Ratings®

® Lowest cost per
thousand Radio Homes

® Serving 90% of the
market at 50% of

regional rates.

* Only Savannach station to
show an increase in all
rated fime periods.
(Hooper Station Audience
Index—Fall 1948)

Ask any Adam J. Young
office for all details.

SAVANNAH

ABC AFFILIATE

Winner 1948 George Foster Peobody
Award for Oulstanding Public
Service by a locol stotion.

cast advertising outlets.  Because many
of them haven’t BMDB coverage reports
as yel. and because the BMB reports
that many do have do not accurately
reflect their impact. a timebuyer must
personally know each independent or
else buy mongrels along with pedi-
areed stock.

The reason why BMB reports fre-
quently do not reflect the real impac
of the non-network stations is hecause
many of these independents do nol
have star names to capture the imagi-
nation of then They ju_-I
day-in and day-ont program music,

listeners.

news, and sports that the listeners want.
IU's the Bennys. Hopes. and Charlie
McCarthys who plaut themselves in the
These name
programs help 1o implant the call let-
ters of the stations over which they are

memories of their fans.

hieard in the minds of listeners, They
build good BMBs. It's more difficult
for a non-network station to achieve
Even if an inde-
]lt'mlt‘lll 1= among the lnlvmtml sla-
tions, it’s apt 1o have a far greater audi-
ence that it= index indicates,

For vears it has been admitted that
the independent stations with baseball,
baskethall. football. and hockey gath-
ered audiences, Emphasis was vsuoal-
Iy on the basebhall hroadcasting and
naturally on the faet that this meant
That’s
changed now. Baseball is just as much
a nightlime evenl as il is a daytime.

this recognition.

only top daytime audiences.

Transcriptions

and the hasehall audience for the nighi
games is many times what it is for
the daytime innings, Football hasn’t
[ll'('ll!lll’ as HILIl‘h a [Iig]ll ;Zil“l(‘ as I}a!‘l"'
ball. yet Friday nights in many sec-
tions of the country during the football
seasons see greal listening audiences
tuned to the Friday night college
Professional football is switch-
inz a hitle bit at a time 1o the “under
lights” routine. and it too will con-
tribute to the audiences of non-net-
work I's possible for the
webs to carry Saturday afternoon foot-

mdlles,

slatomns.

ball games because the networks gen-
erally haven’t been too successful in
time. Friday
night. on the other hand. has been a
good network commereial time. There
isn’t any one of the seven nights a
week on which a network could afford
to broadeast a football game. Then
it must also be considered that the
“big" games are for the most parl
games with local or regional appeal.

selling Saturday p-tn.

'l‘hG'rl' dare \:'r} {E‘\\' ;ZH.I'IH_".‘;. even Igil“'l
games, that zl];pv;!l to the entire na-
tion. Thus they build great audiences
for non-network stations because these
independents  broadeast  home team
games,

Buyving broadcast advertising Lime is
the toughest media assignment at any
It’'s the hard-fighting. hig-
audience-delivering unon-network sta-
tions that have made it so difficult.
(TV hasn’t helped either. | £

agency.

Betier names. better prices. better
use of library services. mark Fall 1949

Despite the faet that radio is being
?‘llll;l

short in the face of the growing tele-

snreasonably  and inaccurately

vistion onslanght.  the transeription
field i= heading into what appears

unguestionably to be its higgest year.
<trong factor that will make
the 1919-50 sca=on a banner year fon

One

el.’s is the considerably improved
quality
Up to this vear there was very little
available recorded  programs
that was realli new. The trend was

toward proved vehicles which in many

of syvndicated transeriptions.

dinong

cases had heen available for years.
That picture is changing new. \ew

quality shows are being made avail-

able by top edt. firms like Frederie W,

Ziv. Harry 5. Goodman Productions.

and the Bruce Eells-administered
Broadecasters Program Syndicate. Ziv's
expansion i> best exemplified by the
new anil successful Veet the Menjous
Myr.-and-\Mrs.
Adolphe Menjou and his wife. Verree
Teasdalei.  Goodman's  Rendezvous
with David Ross Ameche.
Story-teller are hoth brand-new pro-
ductions of network caliber.
Broadeasters  Program
formed last year. offers its 150 station
programs such as  Pat
O Brien From Haollywood and Frontier
Town. plus 73 other program series.

|)It|l'_’_l'i.lln Iscreen aclor

and Jim

Svndicate.

members

\nother major move in the et field
is the entrance of Metro Goldwyn-
Maver Radio Altractions with eight
new top-talent transeribed programs

SPONSOR




starting about 1 September. All with
a  Hollywood slant.  and  utilizing
MG s properties,  these

<shows will be offered to stations al a

stars  and

tower cost than any other programs of
comparable quality, according to MGM
Radio Attractions.

More and more transeribed shows
are now available for a greater number
of weeks and a number of
Advertisers thus have

areater
times a week,
the opportunity to make their sponsor-
ship of these programs mean much
more over a 52-week period than they
could over 13 weeks. Pricing e.l. shows
in keeping with station costs is still
another factor in the inereased import-
ance of syndicated transeriptions in
agency and advertiser plans.

The disk-jockey fad of a vear ago
has simmered down considerably. The
l‘) l‘)-S“ el ulll]nnk .-|llm.- Ilulhill;_' ]:l\c
the 1948 seramble of name bandlead-
ers such as Tommy Dorsey and Duke
Ellington to do transeribed programs,
This significantly points up the fact
that disk-jockey shows are primarily
a local-station (r]u‘r;l!inll.

There’s no doubt that the coming
season will be a transeription vear.
That's because more quality and care
are going inlo their production. and
prices are being kepl commensurate
with station time cosls.

There is still a major problem that
faces a sponsor or an ageney that de-
sires lo find the ideal vehicle for a
specific product in a specific market,
There’s no central transeription clear-
ing house to which the advertiser or his
agency can turn o obtain audition
disks of the available programs of the
fype best suited to his produet or his
market.  Even when the advertising
radio director finds a program which
he feels fills the spousor’s need he often
as not fnds that it's not [ree in the
very markets he must cover,

The Fall Facts transeription diree-
tory covers five full pages, vel spoxsor
makes no pretense that it's complete.
Even il it were. there is no indication
that it’s available in the markets that
a specific advertiser desires, or that it’s
the ideal show for the praduct involved.
Yel the directory is the most complete
of its kind. Every program listed is
actually on disk. Every series indexed
s complete and ready to go to work
for an advertiser. There are no “if”
programs among the many hundreds
reported.

It's time for a lr:ln.-avri]-Iinn l'll'.'ll'iu_::

Illlllr‘t'. L IR S

18 JULY 1949

5 WIOD's energy is
: ~ directed up and down
the Flornla East Coast -- the mosi
he;lvily Llfilll‘l].’l“‘il seclion of
Florida, This s your market!

Check the backgrounl
and the history of WIOD. Learn
why WIOD is the top station in
Southeast Florida...by every count!

Fora complete and
detailed analysis of the radio
situation in Miami...call our Rep...

George P. Hollingbery Co.

James M. LeGale, General Manager

>

5,000 WATTS - 610 KC - NBC

WMT couldn’t locate

an account exec in Agency v

... but there are plenty of big time
buyers there. They buy what they
need — amd have enough to buy
what they want, because necessities
and luxuries are amply provided
for in their high per capita income.
Agency, plus a thousand other com-
munities, add up to WMTland, one
of the nation's most prosperous
markets, well-balanced with farm
and industry income, well-covered
with Towa's best frequency—600 ke

Though far from Fifth Avenue,
the 1,121,782 people within WMT's
25 mv line are worth the attention
of agency men interested in ex-
panding markets. Get full details
from the Katz man about Eastern
lowa's exclusive CBS outlet.

- S L
e e ey

ST,

CEDAR RAPIDS

5000 Watts 600 K.C. Day & Night
BASIC COLUMBIA NETWORK

-G,
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Contests and offers

sSmaller direct-result sales promotions
replace giant prestige give-aways

The wmwammoth radio contests  of
previous years. almost without excep-
tion. were not a factor last season in
the promotion plans of the country’s
ll-:u]ill;.' broadeast advertisers. Instead.
the cmphasis in the mid-1918-1949
periodd was on smaller contests, run
more frequently, A sizeable inerease
in the number of premium offers on
the air. both in radio and TV. could
he traced almost directly to buyers’
markets in foods, drugs, cigareties,
“!]‘I E-'(HI!'I:". r“'ld!‘" i|| \\llil']] [h‘.‘ EE"(‘T no
longer had things all his own way.
With the success of the contest-charity
drives of Truth Or Consequenees (the
various switehes on the original “Mrs.
Hush™ idea) on the record. there was
an inerease loo among contest-users of
the various forms of promotions and
air contests that tied-in with national
charity drives, At the local and re-
gional levels of broadcast advertis-
ing. the various contests and offers
continued 1o be largely a reflection of
what was being done nationally,

The first major contest of 1919 was
a Lever Brothers affair, which offered
travel-hungry  Americans a  world
cruise (or 810,000 cash). 15 round-
trip jaunts to Europe. and other cash
prizes.  Although the two-line jingle
contests run by Lever during 1948
worked well, the travel conlest took
the familiar form of the 25-word letter
requirements.  The contest  received
wide promotion. being plugged on all
of the various Lever nighttime net-
work shows.

Helbros, a new figure in the air
contest field, offered a Kaiser-Frazer
car and an all.expense trip to New
York as the big prize in a somewhat
Americans
who have an urge to travel a hit. Like
Lever's travel contest. Helbros' contest

similar contest aimed at

also used a 25-word letter.

Procter & Gamble, perhaps the larg-
user of antk offers in

hroadeast advertising (8-12 big pro-

esl contesls
motions  annually: smaller premium
offers every few weeks ). combined the
straight Lype eon-
test and  the premivm offer during
the spring scason of 1949, Three
PRG wrappers or boxtops brought the
contestant a package of new-type red
At the same time. a eon-

e

Name-go-and-so”

zinnia seeds,
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test was held for a name for the new
flower. with 525,000 as the first prize
(Total prizes: 50,0000 The contest
was promoted via ecight PSG daytime
serials. To break any lies. contestants
had to write the usual 25-word letter
about their “favorite PSG product for
houseeleaning.” a bit of promotional
timeliness that PSG usces every spring
when American homemakers spring-
clean their homes,

Largest straight contest in the 1948
1919 period covered in this report was
that of Colgate-Patmolive-Peet. which
ran a 9 Gold Rush Contest™ on
three network nighttime
FIIT i \V]'f'.l])l]l'l' |'.1"[I 1] 23‘\\0[({ ll‘llt'l’
about any C-P-P soap product. listen-
ers had a erack at a $100,000 prize
list. with a first prize of S19.000.
This C-P-P contest was the only one
among network advertisers that made
any serious attempt to battle the hig
jackpot come-ons of give-away shows
like Stop The Music and Hollywood
Calling. the major reason for the fall-
ing-ofl of mammoth money-prize con-
test= among national air advertisers,

The contest-charity promotions were
bigger and better. Typical of these
was the contest run on Jimmy Fidler's
Hollywood  gossip show by  Carter
Products. A “Mystery Star™ had to be
identified from air clues. after which
hHsteners wrote a 10-word slogan and
sent it in with a contribution for the
“National Kid’s Day Foundation,” a
project near and dear to Fidler's heart.
Ralph Edwards had another series of
charity tie-ins. one of the outstanding
being the “Whispering Woman™ gim-
mick (She had to be identified on a
long-distance call 1o listeners). Lis-
teners wrote letters urging support of
the American Heart Association. send-
ing a contribution with it, Best letters
received weekly got the pay-ofl call.
Recently. Lever Brothers whooped it
up for a charity-type promotion in
which listeners to Bol Hope's show
mailed in 1wo wrappers Lo
Levers. For every two wrappers senl
in. the soap firm sent a cake of Swan
overseas Lo needy families, Although
it was a necessary and worthy cause.
and the public received nothing. it still
sold over 1.000.000 cakes of Swan,

Procter & Gamble had a similar, if

|'Ir[I;_"l'ﬂlll$.

Swan

less international. promotion in the
carly summer of 1949, Church groups,
women's clubs. Boy Scout troops dis-
covered. via PSG's nighttime and day-
time shows. that they could raise

v for themselves by collecting
PRG wrappers. P8G paid off on Dug,
Ivory Flakes. and Camay boxtops and
wrappers at the rale of 14u¢ apiece,
with cash awards in addition for the
largest collections in various slates.
P'reliminary reports show that the pro-
motion was a success.

Bromo-Selizer. a frequent buyer of
broadeast advertising. modelled a na-
tional sales contest on radio and TV
air contests, Druggists only were of-
fered 32500 in prizes in a campaign

Money

"designed to promote Bromo-Sellzer as

a good seller. The requirements: Set
up a “Profit Planagram™ display dur-
ing the run of the contest: complete a
25-word letter beginning —1 consider
Bromo-Selizer a good display item
because . . . ™" It boosted sales inter-
est. but radio gets credit for the air-
originated formula.

Radio and TV premium promotions,
primarily sampling devices and quick
methods of eapitalizing on weeks of
steady air-selling for a product, are
on the upswing. Two of the latest
efforts in this field are typical of the
promotional field days that good pre-
miums aflord. Lever Brothers is cur-
rently promoting a tie-in between
themselves and Westinghouse Eleetrie,
In return, some 00.000 Westinghouse
dealers are arranging promotions with
local grocers. Under the plan. the
housewife who sends two wrappers or
boxtops to Lever will get a certificate
worth 82,00 toward the purchase of
a wide line of Westinghouse appli-
ances. Lever Vp Walter McKee en-
thusiastically  calls the promotion:
* .. . one of the most powerful sales-
building devices in the history of soap
and shortening advertisings.” Airwise.
the promotion will be plugged heavily
on Big Town and Aunt Jenny during
July and August. months traditionally
“off”" as far as appliance sales go For
this reason. the promotion is a hit with
Westinghounse dealers,

This month too. Kellogg. one of the
largest of cereal broadeast advertisers.
is promoting a new series of on-the-
package premiums that is hased on a
tie-in promotion. On the bottom of the
new Kellogg Variety Package is the
first of a series of movie star and cos-
tume cut-outs. On the sides of the
individual boxes are more cul-outs of

( Please turn to page 86)
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Available Network Package Programs

TITLE TYPE APPEAL NET TIME PRICE TESTEO? EXAPLANATION
;n;ug" Sports Family Mbs 15-min, 1 wk 50 e Intetviews, news stores
AS OTHERS SEJS = 3 News Family CBs 13-niin, 1 wk £1300- §1500 Y s lorvin eadia und prews se U, =
B-BAR-B RANCH Drana Juvenil MBs Memun, | wk Un request Yo Adventurcs of 12-yrar-ohl raneh owner
BEAT THE CLOCK o iz Family CBs 25-mit; 5 'wk £3500 $4500 Ve As elock ticks :-r..-.- R =
BIG TOP D Juvenile MB= 30-min, 3 wk 22000 Vi Clireus mdventures of youthiul bero
BREAKFAST WITH BURROUGHS Cotmedy Fanuly CBs $-min, 1 wk O reuest Ve Slarring il-j-_lr:- nid of trl-ml_l. the three bl
BROADWAY'S MY BEAT Dramia Family CBs Memin, 1wk 4000 5000 \ Maysters with Times Square background
CHARLES COLLINGWDOD News Family CBs 13-min, 1, wk Yee I pom, nows and commentury
.'"’" COSTELLD News Famuly CHs 10-mim, 1wk £U50-$1050 Yum Sunday mornini h--:lhn- % at 11:05 am.
RICHARD DIAMOND Detective dult NBC 30-ran, 1wk s.“mm‘ } Yin Dick Powell as 3 "Private Eye"
JOHNNY DOLLAR Diraina Family C'Bs A, 1/wk 4000 Yiow Wages of eeime b8 disillusionment —riull.-l-r-n: |
lllj,EHEI'__ Deteetive Adult NBC 30-mmin, 1 wk 4000 Yes Based on actual IEF‘I P o i
EARN YOUR VACATION Uuiz Family oBs 30-tmin, | 'wk 4200 $-'r“ll|_ Yes | Contestants limited to sehonl teachers
ELEANOR AND ANNA Commentary Adult ABC 15min, 5 wk $2500 ; Yeu M. FOR & dunghter
ESCAPE Dreata i Family CHs E| 30-min, | wk d _ﬂ" 5-'“'ﬂ Yes Classie takes of hizh .ri\'n'ul._urt- |
THE EYE Detective Adult ABC 30-min, 1 wk F1u00 A Ye Terror of the underwoeki [
GAROEN GATE Commentary Family CBs 13-omn, 1wk 21200 Yis Old et Dobber o how l.._;-r.m- things
GREEN LAMA Drama Family CBsS 30-min, 1, wk 4000 £3000 Yes Mystery adventure seric gy -
ITPAYS TO BE IGNORANT Comedy Family CHs 30-min, | wk ELLLIE 5'“"_ Yeu Toan Howard's famous slapstick session -
LADIES BE SEATEQ Aud partie Adult ABC | 30-min, 5 wk $2675 Yes | Stacriog Toim Moure h E |
HAWK LARABEE N _IIIIII.I_ ._h;:h' — CB= 30-min, 1 wk £2600 !‘-“‘i_ Vs Western ..ui-u nture |!-| resetthed ghost town
LEAYEIT TO JOAN l'nu:t-;_\' 1 Family CBs Asmin, | ‘k_ 55'5"1"_ Yes \:u serics starring Joan Davis j . r
LARRY LESUEUR = News Family CBS 15-min, 1 ;:l: { _Eﬂ“"_ > Yes .‘:t:l-i;n s news to '.:'i-"__ |
LIFE WITH LUiGI - Conmedy = Family CBs 7 30-min, 1 wk f J!"-"‘“'_ Yes T i,llr li I;!l; Iu-: oL \
JOHNNY LUJACK " Drams Juvenile ABC | 30-ain, 3 wk S50 | Yes | Notre Dae star in kid stip
ROBERT Q. LEWIS . *\E!‘U T;ulx == ('Ii?i_ 30-min, 5 wk _5"‘"'_“_ g Yes l_,\_-u:'l.\l.m whimay :I.._r-.m_\ p— -
MAKE BELIEVE TOWN Dirama Family i _i_‘E." 3 B30-min, 1 wk _( W reque -lt l .‘tu; _h ith Hollywood huekeround, esch cpisode eomplote |
MARTIN & LEWIS | Comeds Family NBC | 30-min, 1wk HOOM' § e Situation comedy '
MEET YOUR MATCH | Avdpectic. | Fawily, | MBS || a0uin, 1wk $1730 Yo | Musical quis ‘
MOOERN ROMANCES — D | ﬂll.t_ =+ 4 m_('_ 30-min, 5 \.L_ $4200 Yeu Bused on stories from Modieen It_‘nu.mrn-* magazine
MY GOOO WIFE Comedy b Family NI 30-min, 1 wk !-"""'l Yes l-:anTu.]:r; comedy revalving .lrmln-_i wife |
MY SILENT PARTNER Comudy ¥ ["u;lul‘\_— NBC 30-min, 1wk £5000 2 Yeu l.._3 u-_l mersat, |:ut quite -Zl:nt = |
PHILIP MARLOWE " Detective  Adult CBS | 30umin Uwk | $4130 el Eembii e att onke
JOHNNY OLSEN'S GET TOGETHER Aud |'-ar|.ir_- Family ABC 6-min, 1wk i ‘}'3“’_ \\"- Fun & prizes
gl!';;i;ﬂ;[ — Musieal = Fulnli}— MBS 5-min, 5, wk Un request Yo _il' r‘lt-l-‘:h-lllv'r '
JIMMY POWERS Sports = Family llli\"_ T)-m.n—l:L_ 00 Yo Iutervicws, news seofy
ROMANCE ; -Il.r.u:m Family Chs 30-min, 1 uk-' i S3000- £4000 Ye i _.‘:wr.-- of I:n‘-.- .n.-l-r;l_.uu'- — !
ﬁm ROSS Musieal | ‘Tan..l_\ i MB3 15-min, 5 wk £2500 Ye With Hobby -\‘. I..n--?_-n-,u;. - |
SING IT AGAIN = i -_lJIITl_ = 7 I--nm.l‘; T !_‘BT Glemin, 1 wk  $3700 per )y br Ve .‘.r-|..,'.‘r to Stap The Musie, phone g
JAY STEWART'S FUN FAIR = Tl-l lul_rl;c _hmli_\' -1 _.UH_ Btbkmin, 1 wk _5"‘” Ve Kl and ”"'""_i*"-
STRIKE IT RICH Guis ; };u;;EI\ —] ‘E‘-_ % 30-1uin, 1 wk £5500- $0000 Yo Pyramiding cash prizes jnstead l_ll merchandise
TELL IT AGAIN ~ Drama =8 I;u.ul-_\ T . l'll“-- 30-tnin, 1 n; i $.‘uull_$'ﬂl'" Y \-J;;-t..;:;-?li.:un--u Jururu_ri;- 05
THIS IS ain;ﬂw.ﬂ— = - Variety Famuly CHs W-min, 1 \\T '_'li request \ Y ?.anut clime e >
THINK FAST - = ,;u_.I |_".ul|u_-—. Addult _—\_l-“.'_ A0-min, t_ wk S15H0 Y { -l; _'---u -;l' i the experts? -
TWINVIEWS OF NEWS New Family. | NIBS. | 15mindjwk £050 v Bl HyOudei & Decti Vel
WHERE THE PEI:IF_lE STM:U_ =1 Il||||_|-.un _l'-uuiI,\ == [ Th 15<min, 1 uI. ] $1200 Yo Vox Iml_'“.!'-_i'):--!-"n‘ in l'h_ln w-__
YOU AND . | Intorview X Emnl,\ —f T'IL"— _If)-lm!r,_'u n:-_ =} 2000 i Vi Authopitieos an topies of |n-\lt-l: anil happiness
YOU ARE THERE > Deatinn ] i.mnl;'_ CHs :]U-;;uu__l-\_a]». \,.‘.“nil_ Yes .‘~'.|.:||I:1l i radio eoverage of fumous historicn!
YOUNG LOVE e Deats Family Tli._-_ 30-min, 1. wk L3N Yt .‘l‘U.Ji..l.-h-irII!I"-i_\ n.lh--'-. Iﬁ' |i'1-'.;ruunI -
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Ratings: take your pick

Research

Radio inspired survey still the best
media research in advertising business

Research has moved along substan-
tially since sronsor’s 1948 Fall Faets
issue came off the press. Nielsen has
changed from a partial U.S. report of
listening to network programs to a
service that covers all but 377 of
the U.S.A. (the Mountain States). The
1949 U.S. Hooperatings. despite an
increased diary sample and a greater
coincidental telephone home sample.
did not find the universal acceptance
that Hooper had hoped for his pro-
jectable ratings, Radox. the Sindlinger
systent. has yet to grow heyond Phila-
delphia. and Sindlinger’s present lim-
ited capital may hold back the de-
velopment of his system. as it has thus
far.

CBS’s radar-inspired research sys-
tem hasn't come out of the Columbia

82

laboratories and while the other net.
works have evinced interest in the sys-
tem. which would have to be four-
network supported to cover expenses,
it's a research method for the future
rather than for today.

Pulse. the roster-recall  research
method. has expanded to six cities. the
latest city being Washington. and has
added acceptance for its monthly re-
ports. due at least in part to its being
pushed by CBS in the cities in which
it operales.

Nielsen is speeding up his opera-
tions. As soon as all the Audimeters
which require Nielsen researchers to
pick up tapes are replaced by Audi-
meters which permit the tapes heing
mailed the time lag between broad-
cast and Nielsen rating will be cut.

Nielsen's Audimeters are being re-
located on an area-sample rather than
the group-sample basis which he has
used for years and the report is cer-
tain to be more statisically sound than
it has been. Nielsen will continue to re-
port all the data that he has in the
past. with the figure representing lis-
tening at least five minutes being called
the Nielsen Rating. The other two NRI
reports will be “Total Audience.” and
“Average Minute” listening audience.

Nielsen delivers figures not available
from any other source. They include
“commercial audience.” listeners who
heard commercials on a program. and
“homes per dollar.” a figure which
takes into consideration talent and net
time costs to indicate just what an ad-
vertiser is getting for his money. Niel-
sen’s “pantry check-ups™ help relate
advertising to buying in a way that
few other studies in any other adver-
tising medium are able to do.

In TV research. everybody is in the
act. Agencies. networks. all the regu-
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lar radio research organizations and
most of the colleges with radio and
television departments  are  making
news with their studies,

Hooper is first with his Network
TV-Hooperatings and his regular semi-
monthly pocket pieces contain not only
radio network and non-network station
shares of audience but TV audience
share figures as well. Because Hoop-
er's 3(1-(‘.“.\' hase for his radio report
covers also a high percentage of the
cities in which TV sets are installed
in quantity. the growth of television
can be Hooper reported twice a month,
His TV-Hooperatings, in its third re-
lease, covered 31 cities. the June re-
port covered 33 and the July reporl

section of all homes,

daily. Ouly by basing a vating on TV
homes is it possible o guage show
quality.,

||m|;u‘r'.- TN HlIirI"_'.- cover nol only
biut
ratings. Thus it’s possible to judge the
il'll]lﬂl't of each TV station in each ety

network shows station-hy-station

he covers at the same time that jiro-
arams are being checked on a national
hasis. Hooper reports that he lost 95¢;
of the cost of his first TV s

losses are t'\|w('lt'l| to be reduced with

reporl.

cach successive issue.
l)u]r«l‘ both TV

and radio when they ring door bells

nterviewers cover

and Dr. Roslow’s figures are not based
upon telephone homes but on a cross-

He issues share-

ﬁ

of-TV-audience figures as well as share
of total audience reporls,

The first Nielsen TV-report was ex
|n'1'|1'li in March but while TV is he-
Nielsen. tele

vision reports are not being issued yel

ing measured by his
l'\"f‘llt = lli.ll runs= \1”(1 da= "'[ll['ii'l!!l.]l
indices.

\gencies and colleges are devoting
most of their studies to the effect of
Newell-Emmett

Ild‘ ay I]lll'll lown i!l \\Illll ]I }i\]lH: }I.l]!il\

TV on living habits,

are heing carefully  monitored.  Set
1|\\I’II'I'\IliI} and other data have just
the 1

report.

been released by agency in ils
second videotown
There is no question but that tele-

viston is growing up under the glare

is said to cover 37 cities.
”nn]:('l’ not nlll} reports network
TV.

Hooperatings but city-by-city data as

TV audiences in his wmonthly

well, His figures not only show the size
of the TV audience but he also reports
standings for programs on a TV home
base. thus making it possible for a

sponsor o evaluate the quality of his
program. i Hooper were only to re-

lease ratings on a random-home basis.

LCOKING FOR A BARGAIN IN RADIO?
WBNS HAS IT IN CENTRAL OHIO—

Yes, for just 74¢ per thousand tuned-in homes you can broad-
cast your sales message to this rich Central Ohio area. It's
low cost adverfising with high results. That's because WBNS
has the listening audience of Central Ohio . . . an audience
that goes out and buys your product when they "Hear it on

WBNS."
L

TOP TEN COLUMBUS HOOPERATINGS
AGAIN PROVE WBNS LEADERSHIP—

Hooperatings—Winter-Spring 1948-49—Monday thru Friday day-
time, show the top ten to be WBNS programs. Another demon-
stration of the station's intensive coverage of Central Ohio,

BILL ZIPF'S "FARMTIME"—
TOP DAYTIME HOOPER
FOR LOCAL PROG2AM-
ING IN CENTRAL OHIO—

Go into the rural areas of Central Ohio
and ask them if they know Bill Zipf. You
will run into thousands who day after day
depend upon Bill forinformation on farming.

Newspaper columnist, authority on agriculture, broadcaster,

all programs would show inereasing
audiences and ratings simply because
the number of TV homes is jumping

5000

WATTS

HANNIBAL

COVERING THE
HANNIBAL-QUINCY
TRI-STATE
MARKET

L RN
BATATINAL S

=igt friend—that's Bill Zipf to the farmer and city dweller of this
'-'—';‘...1!:'&' = area. A novel twist to this farm packed program is Sally Flowers
e 42 COUNTIES OF with her salty songs and snappy humor.

Here's a sales harvest for advertisers.

seoserous Mark Twain Land IN COLUMBUS IT'S

ILLINOIS »

IOWA * MISSOURI
NATIONAL REp,— JOHN E. PEARSON (0.

eMuliad Notiork

1070 KC

ki
SEAVING THRE BiCH
YOI STATE ABEA

1000 WATTS af WITE

QLU

POWER 5000 D+1000+N CBS
ASK JOHN BLAIR
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ng

of high-powercd rescarch searchlights.

The
terially aided by a rescarch -[lllt_\ con-
lucted i the Markets for
N, W, Aver vears ago under the
supervision ol Matthew Chappell. The

by Edward Doody. who is mak-

srowlh of storecasting was ma- a specialty of reporting on how

the man and woman who ride in pub-

Baltimore lic service vehicles react to spoken ad-

SOme vertising in buses and streetcars.

While broadeast advertising research

point-of-sale impact was so resultful is further advanced than other

1nLL

ind kev and have not heen released by

any
media research and delivers far more
facls.

that the figures were put under

definitive il must go even fur-
ther into the minds of all who listen
and look before they ||||_\_ It’s the best

media research ever conceived,

\ver. Other studies are just now be-
|'||_: III-lJ||]I'l| J'\ '.'i"”!l‘ i” II"' I'll'lll.
It must
be and will be better in 1919-1950.

Transitradio research has been con-

ducted in St. Louis and Washington.

DEEP
ROOTED

Once again, roots of corn and wheat are reaching deep
into rich Kansas soil to produce what promises to be still

another record-breaking crop.

WIBW is deeply rooted in the farm homes of this area
. has been for 25 years. It's the station most listened
to by Kansas farmers. That's why so many advertisers de-

pend upon WIBW to help them reap a rich harvest of SALES,

W

e —

SERVING AND SELLING

"“THE MAGIC CIRCLE"

|l WIBW « TOPEKA, KANSAS + WIBW-FM

B W

Rep: CAPPER PUBLICATIONS, Inc. * BEM LUDY, Gen. Mgr

*» WIBW * KCKN + KCKN.FM
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Standards of practice

Code not too well
honored first yvear

The code that broadcasters put into
practice last vear to govern their stand-
ards of practice still stands a structure
nf

radio and s advertisers. But various

utmost long-range importance to

structural strains

have appeared under the stress of com-

seams. rents, and
petition for business that steadily ap-
pears less lush,

Adherence by stations and networks
Lo ;_fnm] laste proy isions of the code has
uniform—that the
place that pinches broadcasters in the

been rather isn't

sensitive  spol—advertising  revenue,
Recommendations on commercial lime

IIJ"u\\ ('li

with certain exceptions. Early morn-

have been reasonably well

ing and late night periods generally

continue 1o bulge with fal pre-code

proportions of commercial time. Shop-
ping programs and participating shows
are other instances in which code time
limitations are widely ignored.
‘ o
The NAB board. meeting in Porls-

WHICH IS LARGER?
(Black or White)

IF YOU SAID MOVYia—
YOU'RE RIGHT!

AND YOU'RE ALWAYS
RIGHT WHEN YOU

ADVERTISE

a"’"XL"Way

BECAUSE XL STATIONS

get Results

Pacific Northwest Broadcasters

Sales Managers

Wythe Walker

Eastern

Tracy Moore
Western
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mouth. N. 1. as this went to press took
a long look at code compliance alter
a years operation and planned an
“educational”™ campaign to strengthen
adherence,

During the vear just past some gap-
ing holes opened in the code strueture.
They are quietly insisted to be neces-
sary “for business.” Critics are bitter
at relaxation of standards they ve al-
ready called too lax,

NBC gave up the ban on mystery
programs before nine pon. and on
give-aways. The hour at which any
mystery is broadeast will depend on
its individual nature. CBS has an-
nounced already. following the FCC
action on the Mayflower policy, that
the net will sell time for controversial
discussions. Other webs haven’t made
public announcements. but they will
go along, each writing its own con-
troversy poliey regulations.

Privately admitting, “We need the
revenue.. ABC became the second net-
work to sell time for commercial reli-
gious broadeasts. MBS was the first,

All-out suppaorters of the code have
argued that the health and ultimately
the life of free radio depends on self-
regulation in the direction attempted
by the code.

Critics like the Radio Listeners of
Northern California  would
much sterner standards. and are back-

lmpose

ing up their viewpoint with strong
representations to both individual sta-
tions and sponsors, The group consists
mainly of parents with a sprinkling of
educators and  professional  people
strongly backing them. Similar groups
have arisen in other parts of the coun-
try. If their enthusiasm holds out, they
may yet, by pressure on sponsors. do
infinitely more than a NAB educa-
tional campaign toward influencing a
healthy standard of broadeast practice.

One of the points made off-the-record
by National Broadeasting Company
execulives on why NBC no longer is
fighting the baule of keeping mystery
off air until after 9 p.m. is that wom-
en’s clubs and Parent-Teacher organi-
zations didn’t back up their “protect
the children™ stance,

*It can make no sense for a busi-
ness. and NBC is a business, to refuse
millions of dollars of broadeast adver-
tising to salisly organizations that for-
get that what vou're doing is whal
they asked for.” is the way one NBC
execulive phrases il.

The customer is always right—when
he does something about it. o %
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At KQV. it’s a 2i-hour-a-day job
promoting in the right places for its advertisers.
Carefully planned promotion—nbillboard, newspaper,
and speecial theater tie-ins—is one reason why our
ratings are consistently good. And spot revenue-
wise, KQV is among the top five Mutual stations

of the nation.

aggressively

PITTSBURGH'S AGGRESSIVE
: RADIO STATION
= Basic Mutual Network - Natl. Reps. WEED & CO.

WHY buy just the Birmingham area?

Buy all Alubama for less on WVOK

WYVOK

10,000 watts

690 Ke.

Alobor_no's most
powerful A. M.

station

WVOK

IRALEE BENNS

President

WILLIAM J. BRENNAN

Commercial Manager

——
——

e . MISSISS PPy

Birmingham

ALABAMA

Primary Mail Coverage Map

Voice of Dixie
Birmingham, Ala.
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o
FIRST in tHe

A

DAVENPORT, ROCK ISLAND, MOLINE, EAST MOLINE
AM 5o FM o TV Lo e R
Basic Affiliate of NBC,
the No. 1 Network

WO is the FIRST individual station .

thi nly  Quad-Cities  station . to

offer its clients commercial copy analyiis, MINNEAPOLIS

U request WOK “s Research Deparvment 1. PAUL

teats WOU advertisers’ copy for sales

chectiveness through listening ease and

human interest weording to a proved

formula developed by renowned apalyst CHICAGO @
Dr. Rudolph Flesch. All WOC-written

copy 15 so evaluated. Awother in WOC's

lor t of “FIRST 8!

Col. B. J. Palmer, President
Ernest Sonders, Manager

QUAD-CITIES

DAVENPORT, IOWA

$1. Louis
L

SUPERIORITY COMPLEX

My husband, advertising manager of the Ding-Bat Company, used to be a
nice fellow with just enough of an inferiority complex to make him easy to live
with. Since he picked KXOK, sales have gone up so fast my husband thinks
he's the smartest advertising manager in town. Now he has a superiority com-
plex and he's positively obnoxious.

Unhappy Wife

Dear Unhappy Wife:

Maybe KXOK should have the superiority complex instead of your husband.
During March, 1949, KXOK was within share of audience striking distance of
first place in St. Louis, Briefly, this means KXOK delivers more Hooper audi-
ence per dollar than any other St. Louis network station. No wonder Ding-Bat
products are going to town, When your husband checks KXOK's low-cost-
per-Hooper point, KXOK's wide coverage, and KXOK's low-in-St. Louis

rates, he'll be even cockier!
KXOK, St. Louis
630 on the dial

Basic ABC 5,000 Watts A "John Blair' station

CONTESTS AND OFFERS

{Continued from page 860)

stars and .-numl-,-'ta;ﬂ- 1-qui|mu.‘u1. The
deal for the first set was worked out
bhetween Kellogg and Columbia Pie-
tures. with Photoplay magazine gel-
ting the credit for the selection of the
stars. All are cooperating on the joint
razzle-dazzle promotion.

Other premiums during the yvear for
air advertisers ran the usual gamut
of housewares. kitchenwares, jewelry.
flowers, and booklets. P&G offered
plastic food bags. gladiolus bulbs, and
vain scrafs. General Foods offered
silverplated teaspoons, plastic tumblers,
plastic food bags. cameos, and art sup-
plies.  General Mills  offered  pastry
cloths. silverware. and candid cameras.
Lever Brothers offered a “Neptune's
Daughter™ pin fa movie tie-in with
M-G-Mi on Lux Radio Theater, lock-
el=. Spry cookbooks, and  aluminum
saucepans. Other big premium users
in the 1948-1919 period included Ral
ston. Brown & Williamson. Sterling
Drug, Wander. Cudahy. and Whitehall
Pharmacal.

Locally and regionally, air conlests
and offers ran higher in proportion to
the national picture. Crosse & Black-
well, a national food advertiser. ran a
special local promotion via a show
called How Well Do You Know Me?
on  Baltimore’s WFBR. Contestants
were phoned. asked to list C&B prod-
ucts available at their grocer. the
“product of the week.” and the “Mys.
lery Host™ 1|1rnmim'|lt Baltimoreans
like Reginald Stewart and Ogden
Nash). Sales for C&B products in
Baltimore shot up. and the product
line moved into a total of 55 Balii-
more stores where it had not been
previously handled. That’s a lot, when
vou think that C&B is a Baltimore
firm. and the home town market ap-
peared to he saturated.

The success of Crosse & Blackwell
on WFBR is typical of the kind of re-
sults that well-planned local contests
and offer bring. The Butte Brewing
Company has for nearly two years
been conducting the Butte Beer Quiz-
master on KXLFE. Butte. Montana. and
has been boosting beer sales with a
“true or false” quiz format. The weck-
ly prize is a free case of beer. In
Honolulu. station KPOA. long a pro-
motion-conscious  broadeaster. has
built sales and listener ratings for the
nearly  half-a-hundred  participating
sponsors who bankroll baseball games
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on the station. Weekly contests. with
prizes coming from the sponsors. have
had Hawaii's hasehall-loving listeners
predicting ball scores lor prizes and
bringing a whopping 6.000  weekly
mail pull 1o KIPOA. There are hun-
dreds of similar case histories where
national formulas [or air contests and
offers have been given a successful
local twist to the benefit of hoth the
station and its advertisers. Good pro-

grams deserve cood promotions. « « «

lilll'l'.‘i}lllltll'll['l' Schools,  and  Gruen

Watch.

With equipmenm  failures  virtually
overcome. transitradhio  will in  the
191950 season prove i=ell and set

sights 10 become a really national ad-
verlising vehicle,

New York, Boston, a host of
other lap |nllllllztiillll cenlers, are even
now lalking with transitradio operators
about the
New York where rapid transit opera-
tions for the most part are municipally

.'Ilil}

mstallations.  In case ol

*

I he iz lookineg 1o the 1]

cHles ard
arcas now senved before they  make
up  their  dndividual  and  collectiv
minds., There =eems hitle douht Lot

that advertising-while-you-ride will e
|I||' flllll”.l{ ||-'|H“i| ='rv |'"|' I” fore an-
other ten years has passed.

There is one big plu“"ln. That i

a matter of programing. While music,

news, and commercials do the job
there may be something beter,
s, All transitradio is FM served

It van mlh operale becanse of FM's

owned. it takes time to =izn contracts,  staticsfree design and serviee., o o .

TRANSITRADIO

(Continued from page 72)

cooperative funds of national advertis-
ers.

Co-op from
many firms for transitradio.  Included

funds are available
in this category are Crosley, RCA. Zen-
ith. General Electric. Frigidaire. West-
inghouse. Dodege.  Chrysler.  Kaiser-
Frazer. Seven-Up. Dr. Pepper. and
Rll_\'ill (:lrmll.

National advertisers using transit-

radio without dealer participation in-
clude Bendix, Swifi. Miles Laborator-
Sears Roebuck. B. C. Remedy.
Fitch. International

4,357,300 people live in 20 of
New England’s richest counties
which WLAW serves . .
Portland, Maine, to Newport,
Rhode Island . . . folks who last
year spent *$1,160,643,000.00
for FOOD . . . $110;602,000.00
in DRUG STORES . . . $194,437,-
000.00 for HOUSEHOLD FUR-
NISHINGS AND RADIOS
$514,930,000.00 for GENERAL
MERCHANDISE.

ies.
EoWe

Coronel. f
. from
*Special Market Analysis pre-

pared by Sales Management,
based on 0.5 MV/M Listening

Area — 1948.

STUDIOS IN LAWRENCE,
BOSTON, LOWELL
Boston Sales Office:

216 Tremont St.

How To Lose An Account

A Winston-Salem dry
cleaner, using WAIRadio ex-
clusively, cancelled his news
strip. Reason: He outgrew
his plant and could not
handle the increased busi-
ness WAIRadio brought. We
lost this account for six
months. Now he's back on
the air, the new plant in
operation and business is

We're telling you, it's really so
. .. you'll get results on 6-8-0.

PAUL H. RAYMER CO.,
NATIONAL REPRESENTATIVES

50,000 WATTS 680 KILOCYCLES

WLAW

booming.
%ag gﬁ'? NEW ENGLAND'S MOST POWERFUL RADIO STATION
; A
st WLAW-FM 20,000 WATTS - 93.7 MEG.

NORTH CAROLINA

ABC BASIC STATION, LAWRENCE, MASS.

MNational Rep: Avery-Knodel, Inc.
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The

Picked Panel
answers

Mr. Ritter

The only sound
basis on which
one can compare
radio eirculation
with that of
newspapers or
magazines is lo
compare radio

receiving sels

with copies of the
publication. In
other words, the newspaper or maga-
zine furnishes the advertiser with rea-
sonably exact information as to the
numhber of copies either sent via sub-
seriptions or sold through newsstands,
The broadecaster furnishes the equiva-
lent information when he supplies the
number of receiving sets in homes
served by a station, There is no guar-
antee by periodicals that the subseriber
or publisher of a magazine or news-
papers reads either the magazines or
the advertisements. There is no guar-
anlee I]\ lhf' l!t‘();llli':l:ﬂll'r lhill 1[“" owler
of the receiving set either listens to his
station at any particular hour or hears
the adverlising message,

Both publications and broadecasters
attempt 1o supply additional informa-
tion pertaining to readership on the
one hand. or listening habits on the
other. These attempt to establish ace-
tual eirculation for a particular ad-
vertisement. One has to go even fur-

88

Mpr. Sponsor a:

“Radio station rates seem to
statistical or factual basis.

be established without any
Why isn’t it possible to

have broadeasting rates based upon a suitable cost-

per-thonsand™?

William H,

ther, however, Lo establish the real in-
formation required by the advertiser,
namely, the sales effectiveness of the
advertising, be it in publication or on
radio. '

Most of the counfusion in connection
with radio circulation has arisen be-
cause of the attempts to measure “actu-
al circulation™ to a particular message.
rather than to evaluate available circu-
Also. there has been a ten-
dency 1o lay greater stress on popu-
larity of a radio program than on the
sales eflectiveness of the advertising
message in the program. | believe this
is one reason why spol advertising has
had such a tremendous growth in re-
lation 1o program :1(|\'|'r1i:=in;:. In the
case of spot advertising, the advertiser
is able to narrow his analysis of re-
sults.

lations.

It would he ful]_\' 1o establish radio
advertising rates based on what 1 have

termed above “real circulation.” as
against potiential circulation.  Obvi-

nus]_\. “real circulation” varies with the
time of dav. the type of program. the
habits of the listeners. and many other
factors. There are too many instances
where a good program on inferior
facilities has a larger “real circula-
tion” than a poor program on superior
facilities. The examples are countless
and well-known 1o the trade. It is also
well-known that many so-called “low
raling” programs have had high sales
effectiveness, so that the real cost per
thousands of listeners, after all. de-
pends in radio, as it does in publica-
tions. on the effectiveness of the ad-
vertising and on the securing of what
I term “real circulation™ through a
superior technique and approach 1o
either the readers or the listeners.

Frazk E. MiLLEN

President

Ritter P. J. Ritter Co., Bridgeton, N. J.

It’s quite obvious
that in the final
analysis, the con-

tinued use of a
station by its ad-
vertisers is based
on a satisfactory
relationship be-
tween expendi-
ture and return.
In the establish-
ment our own rate structure al
WFAS. we don’t feel that it has been
sel without a factual basis of expected
circulation.

of

I would surmise that any progres-
sive station maintains a careful watch
on ils circulation. T borrow the term
“circulation™ rather than use coverage,
because campaigns pay off on the num-
ber of homes in which the message is
heard. rather than on the potential

homes that fall within the station’s
technical service area.
Rates which have been set for

WFAS are the result of considerable
study in which the circulation of the
station, as revealed by Conlan listen-
er study surveys. mail-counts. and
other means. has an important part.
Of course we must arrive at a reason-
ably happ}' union between cost-per-
thousand to the advertiser and how
much revenue is needed to operate the
station and show a reasonable return,
Since the operating revenue needed to-
day is considerably higher than it was
a few years ago. il is logical to expect
some deterioration is to be encountered
in the cost-per-thousand figure.

[n my opinion it is unrealistic to tie
cost of selective radio advertising 1o
specific period ratings. Take an ac-
count using five spots daily. run-of-
schedule: to bill them $10.00 for a spot
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with double the rating of another

spot charged at £5.00 is obviously im- w l h t h
practicable since the ratings of the a c e
spots may very well fluctuate exten-

sively from week to week. even though

the average day-hy-day circulation of
the station remains fairly constant.
Furthermore. requiring consideration

by station management. though unfor-
tunately not a point of interest to the

advertiser. the cost of operating the No Other New Orleans Station

station is likely to remain as high for
times of less favorable ratings as il Off Th' c I c

does for top-flight periods. Even pub- ers |s omp Ete Overage
lications with ABC figures usually

make no distinction in run-of-paper AM - TV - FM

schedules. although readership of an

advertisement on page 3 may be lwice
that of page T or 8,

In the final analysis. | feel strongly
that a well-run radio station makes a D‘x‘ELAND jAZZ!
very real effort to pitch its rates at a

point which combines a worthwhile Oscar "Popa" Celestin

economy per thousand families rr'af'llwr]. and his Tuxedo Jazz Band
with a reasonable return to the station. (Sponsored by

Fraxg A. Serrz, The Paddock)
Managing director
WFEAS—WFAS-FM
W hite Plains. N. Y.

Radio. radio
station. and ra-

dio station rates “Sj,ar"e.!'s" Origingl
are like “Topsy” Dixieland Jazz Band
—they just grew. (Available for
Advertising rates Sponsorship)

for radio should
he established
with a yardstick.
using several fac-
tors: |

1. Freqency
2. Soil conductivity

3. A half millivolt or greater meas-

urement
. ABC
From the above three factors. the

actual number of radio homes within Represented by

any station’s given area can be ac- a JOHN BLAIR CO.

curately determined. With continuing

diary studies over the same area. the |
average tune-in of a given station can ]
thus be determined, f

Rates from such conclusions can be |}
established on an accurate cost-per- ; | —
thousand radio family-tune-ins. A _ o ﬂa\.._t_-—_!
fairly high factor of tune-in must be i ’
used. as occasional listening is of no EDGAR B. STERN, JR. ROBERT D. SWEZEY LOUIS READ
value to the advertiser or station, President Enecutive Yice-President Sommbrciol Maadgas

Bex Lupy
General Manager

WIBW, Topeka. Kan.

« x 4« |
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Experience shows that the

i

= 4

/ __
spoken word is far more ’

To hear is to do, if what you hear “Inhale!”

persuasive than the written.

is well and truly spoken.

YOU DO WHAT YOU'RE TOLD!

In Radio the spoken word
reaches its greatest power of.
persuasion. And because

CBS has more of the most
powerful facilities in radio,
more people can hear better
the firm and persuvasive
accents of its advertisers.

iy

.+.for the largest

audiences in the world




TR

\
o= ﬁ,c,»
Alugust 1943

1V Comparagroph in next luus

SPOMNSORS

%
i

u

= R

-

-

=

= e -
= [T

Vi,
[

i Lah

e s
[ty -,
g ey

s
-
L T
- Heiill e AfVE
- Fros Cals
e, | & P Pt
tetiinbes - & Pk
L
i, U

[ S

| - L
' =
N [ T
1) ey
n
Y
- )
» - -
el \,
- [ § .
L - i hEm
v he g
= Tilem
) =
b
b
-t
- Ln
o
-
7]
]
el
he i
[ i
Wi e
L]
= | My
- " Y —
Lasys wivry ing -
T = Wiy [ A =
W ey e
WA [
WA Townas W
i L
—_—
Vi of P - L
i " e
= Vinp=s Rutiih

SUNDAY

MONDAY

e
DAY

TUESDAY | WEDNESDAY

ABL (BS MBS NBL| RBC (BS MBS NBC | ABL

Wkt Wass

THURSDAY
[BS MBS MBI

yes
DRY

037

FRIDAY
85 MBS NBt

SATURDAY
HBL [BS MBS MBI

ewsilym Chs

s
nne

. Wik M sepr o Wisld e F Wik My
Wimt 11:." s I—.—f-;‘cﬂ- - = Ayt p ol .,_‘:, bpd; g iy [ -
- s ot O - " - han . g .
e e = = Rl g.15 I e i RE | o z - ol || A
e !
- 8:30 - #e ” ; 8:30 o
Corim
Cotg — . B45 & - — = — — -
n...*_‘ Tiinei 4 Dy By gl [ FTe Wiiad By uu.::.—, o
':" — Coray = s
oty al 915 M T i Virmaymms o
Tl T
b s |
4¥ -dp |
iy 9:30 foni o
mnc. p y s

(T3 Ty
L T . Gl By
Mg [-e iy
=S l, o F 3 =
i Artaar Bartny | 406 | . a
Lo Pamagal (PP Se— | [P S
[T s |
A ..1,..“5‘:«., A iy | e e
ey e - Wheage Pt ematt iy o [T
Youa ol 11aT) e s Gt < iy 4 - (I
(™ Praghery I -
pee—— - P = g
% At Gradl 0 -
L) ref e e
II Pt Pon e
AR b b ey Fht
~E i ssithons SLrra TR il ¢ -l P A et el
— i | 'E 4
‘1 v —stasbsd
’ W
VRS S
©ant bum
Tedbiplmy | Tt W
Tl Lte .
Mar sliph - T boabin ki md s
[y e
Tasiape e e
el (1, 12:15 e
12:30 CREEENE Wihetd Ca i
Ml Trasd
by 04y g
A ” anw 3
Papmms | 2" 12:45 — 1
- 0 Heihe's
‘ (TR, RS Comn Nlou Bk by
Uoge ot o Lot
] e <2g Sy Posw

115,

1:30

AR

Caan

i by Beslion
66 e ¥

o Dol | Hl‘l:iﬂ:‘oﬂ
Foer floki
- i fews bisy For .
[Trr— Oyod Hism
it Caar oy Aedaahe L et ke
O . - [ ek L
bortaed 1 ’ ’
i s —_ uiv by wh i
s ’ - "
, Wi '
- am s ' %41 i sl aH




A

pon?®

W

cﬂ“ﬂ

3 1

PROGRAMS

: | — Ko Figad W fie £ B b
| el T '.T:. | = - Sl [
= P S
- | | . —
e . Al ; sy el v “d | L e 2|
| | : o odrie
2] i , 8 piin

SUNDAY

B

~“n TUESDA

WEDN

ESDAY

TH

RB(

URSDAY

{
|
: = [
ey ['r =i
2y - l’ _‘ | o
- = . - I < —
|
l |
S 915 [ |--,»| l

Y Y
1 |-




e ———

Ty Cobb
Z20n The Bases™

WHEC
In Rochester

WHEC is Rochester’s most-listened-to station and has
been ever since Rochester has been Hooperated!
Note WHEC’s leadership morning, afternoon, evening:

STATION STATION STATION STATION STATION STATION

WHEC B C D E F
MORNING  40.4 2246 8.2 6.5 15.1 3.9

8:00-12:00 Noon
Monday through Fri.

AFTERNOON 32.9 27.3 8.5 140 140 | 28

12:00-6:00 P.M.

Maonday through Fri. Station

EVENING 368 303 7.2 9.8 14. 5 s

Sl fosrot bat WINTER-SPRING HOOPER REPORT |
December '48—April '49

BUY WHERE THEY’RE LISTENING: —

Representatives: EVERETT-McKINNEY, Inc., New York, Chicago, HOMER GRIFFITH CO., Los Angeles, San Francisco
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We mean a “Specialist,” not a general practitioner. Radio and
Television are highly competitive media. And since they began
to vie for the advertising dollar, there has been an urgent need for

“specialized™ representation of each.

On the proven theory that one man cannot efliciently serve two

masters, Blair-TV, Inc. was bom.

We are specialists... TV sales specialists devoting 100 percent

of our energy and talents to the sale of television time and programs.

Blair-TV, Inc. has developed its own sales technique which will

mean more dollars for TV Station owners.

May we tell you about the Blair-TV “Ten-point Sales Plan?”

Write Blair-TV, Inc., 22 East 40th Street, New York 16, N. Y.

BLAIR |V INC. i

NATIONAL REPRESENTATIVES OF
LEADING TELEVISION STATIONS

_

NEW YORK ® CHICAGO e ST, l-OUIS - Dlrloﬂ # LOS ANGELES » ’Iﬂ ’K“"C‘iccr
| PP - g i it e LS |~ i it L ..-—‘mumﬁqu._wd’»_“u\n—-rﬁm:




U markets now

2000000 homes before | January

TV for results

It's very costly for

broadeasters. but

the advertiser isn’t doing badly

TV is an important advertising med-
ium. A year ago it was to be important
in the future. That future is now.

This does not mean that TV has
supplanted radio, or that it will super-
cede the aural form of broadeast ad-
vertising. Radio and video can and
will live together.

There is telecasting in 44 markets
or will be by 1 August. The medium
is growing so fast that a recently pub-
lished TV index was three stalions
short on its operating list the day it
was published.

With 1 August issue of sponsor.
the 13th TV Trends will be published.

18 JULY 1949

It will show that network-TV sponsored
broadcasting was 257.87 of the aver-
age month from June 1918 1o May
1949. Eveu in the fixed sample of
10 cities and 15 stations. network ad-
verlising on the air was 188.6%7 of
the average month in the same cities,
These figures are based on the V. C.
Rorabaugh Report jor TV which item-
izes the commercial telecasts on every
station and network on the air. every
month.

Local-retail business on the air for
June was 262.29 of the average for
the past twelve months and national
selective-TV was 185.67%7.

America’s advertising leaders have
dropped their wait-and-see attitudes,
All the leading automotive manufactur-
ers are on, or will be on, television
this Fall. Procter & Gamble. Ameri-
can Tobacro, Lever Brothers. Kraft.
General Foods. General Mills. Ameri-
can Home Produets. Pabst, Gillette,
Miles Laboratories. Texas, Colgate.
Bristul-Myers. Philip Morris, Chester-
field, R. ). Reynolds. Philco, Borden.
Toni. Peter Paul. General Electrie, Ad-
miral. National Biscuit. Eleetric Auto-
Lite. and RCA-Victor are just a few of
the blue-chip names that have TV in
their budgets. Many of these haven'l
cut their radio advertising. Others
have.

Television sets are no longer re-
stricted to the wealthy or top sal-
aried homes, With plenty of receivers
available this fall in the under-3250
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the Only
COMPLETE
Radio
Insii!uiion
i51
Central New York

.
>

VACUSE

Headley-Reed, National Representatives
NBC AFFILIATE IN CENTRAL NEW YORK

98

class and Regulation W being sus-
pended so that they may be sold on
the £5.00 down and a dollar a week
television will flow
homes at an increasing rate of speed.
Estimates of set distribution in New
York 771,000 TV
equipped homes by 1 January 1919,
NBC-research. which is the only or-
ganization reporting TV homes on a
monthly basis, ilemized 1.853.000 TV
sets-in-use as of 1 June 1949,
With an re of 150.000
produced each month during the first
five months of 1949 (128.000 Ir_\'
Radio Manufacturers Association mei-
bers and balance by non-members) the
2.000.000 TV-home figure will be
passed long before 1 January 1950.
The problem of VHE (Very High
Frequeney ) stations will not stop the
progress of TV. Present day sets plus
a low cost adapter will be able to re-
ceive VHFE programs. Recent demon-
strations for the Federal Communica-
Commission many other
television factors have proved that new
engineering developments are over-
coming the interference of stations
with each other on the prest'n! wave-
the for the
freeze of station license grants). Many
of the developments are nominal in
cost and are being added by transmit-

basis. sels into

alone

point  to

sets

average

tions and

bands (one of reasons

TV films

ting stations and receiver manufactur-
ers as rapidly as they come out of the
laboratory.,

Color. which is also a potent device
for holding back the public acceptance
of monochrome TV. may be forced

upon manufacturers by some con-
gressmen. who feel that RCA and

others are in a league to withhold full
color TV from the public. There’ll be
no color on the air commercialy for
five years and it will be longer than
that before sets capable of receiving
color have wide home distribution.

Adapters, which will enable TV
black and white sets to receive full
color pictures. are said to be in the
laboratory. As yet they are higger than
the TV sets which they convert. Adap-
ters which enable today’s TV sels to
receive monochrome pictures from sta-
tions transmilting on very high fre-
quency are available for production
the FCC authorizes VHF
Lransmission.

whenever

Telecasting is selling products for
L. S. advertisers. As advertisers learn
better how to use their latest medium.
TV should contribute mightily to coun-
teracting the present “put your money
in the bank™ recession.

Bank on TV in 1919-1950. but don’t
forget all other forms of broadecast
advertising, FLRNE

Picture organizations learning art
of producing air film for sponsors

The day when first-run. feature-
length Hollywood films entertain the
TV viewer in his living room is still
a long way ofl. But. TV film sources
as SPONSOR goes to press are offering
newer and better film program pack-
ages than most ad men suspect. Some
firms. like Jerry Fairbanks. Ambassa-
Films. Media Productions. and
Gallaghers are deep i the work stages
of making TV low-cost feature films
and shorts. Watching the activities of
these independent producers closely
are the major companies, both in New
York and Hollywood. Already, plan-
ing for TV films at the majors. now
that TV budgets for live programs
have been touching $25.000 for a 30-
show. is a serious thing. The

dor

minute
biggest gripe of the independents now
producing TV films revolves around

the attitude of buyers of TV films

when it comes to the kind of money
they are willing to spend. Says one
mid-west producer: “If buyers don’t
offer encouragement to producers. then
they are going to get only the high-
priced productions from ouly the few.”
Commercials are. however. a differ-
ent storv. The TV film spot has virto-
ally assumed the same importance in
visual advertising that the transcribed
announcemenl has had for vears in
sound broadeasting. Costs run  the
gamut depending on the nature of the
job to be done. It’s possible to buy
a I-minute. silent-film spot for as little
as S100. Sound-on-film spots, where
such trick effects as stop-motion. ani-
mation. fancy opticals and so forth are
involved can range up to S10.000 for
movies is a

specialized art. and judging costs is

a L-minute spol. Making
not easy. One Chicago commercial film

SPONSOR




‘ firm states: “Almost always, the client
or agency will do far better to line
up, work with, and rely on a good pro-
ducer, rather than award orders on
the basis of bids.”

Several famous adverlising names in
broadcasting are at work on their own
custom-made films, or have recently
aired custom-made series.  General
Mills is having the radio-famous Lone
Ranger (ransformed into a TV filn
hero by Apex in Hollywood, in a deal
that will run well over a million dol-
lars for the series. American Tobacco
completed, not long ago, a run with
Your Show Time. a series of 30-min-
ute films shot to TV's exacting techni-
cal requirements. Procter & Gamble,
who for years has quietly been experi-
menting with TV film techniques. has
plans for film versions of the familiar
daytime-radio “soapers™ in the works.
Other familiar radio program names,
from dramatic and musical programs
to jingle series. such as Harry Good-
man’s well-known Weather Forecast
spots, are planning to jump the gap
between sound and visual broadcast-
ing . . .via TV films. * * %

TV packages

Half of fall shows
package produced

The Fall crop of available TV live
packages runs the gamut from acted-
oul charades to zoological lectures,
with production ranging from one-set.
one-character shows to elaborate re-
vues with star casts and top acts. Costs
also run the full range. with network-
intended packages for sale at prices in
the S1.000-810.000 class. with the
average running around $4.500, Costs
are usually rock-bottom. since most
advertisers are still price-conscious
when it comes to TV show-stopping.

\‘"E?\ual \'t’l‘:-‘.illns U{ SP\'F]‘;‘I' “'P]I'
known radio shows are for sale this
year, following the path of Arthur
Godfrey, We The People, Stop The
Music and others which have made the
jump from radio to video successfully.
The ABC Barn Dance, Blind Date.
Duke Fagin, Ladies Be Seated. R.F.D.
America, TV Telephone Game. and
Viz Quiz of Two Cities, all for sale as
TV live packages, had their start in
radio. Famous producers in other
fields, like Broadway’s George Abbott
and Jules Ziegler, and radio’s Charlie
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All new equipmenf, new studios, and a crack-a-jack staff of
Telecast Technicians—That's WTCN-TV.

Take another look at the line-up shown in the cut above,
We're not foolin'! We're in Television on a professional
basis from the start! Some top-flite spof TV for sale! For
availabilities and details, write, wire, or phone.

TV FACTS
MINNEAPOLIS—ST. PAUL

17,100 TV sets installed in our
coverage area.
o
Scores of new TV sets being

installed weekly.
)

Coverage. .. sixty mile radius
of the Twin Cities.
®
1,611,200 people in our coverage
area spending $1,850,986,000

in retail sales.
®

82% of installed TV sets are
in homes.
°

Facilities include 3 RCA studios
and remote cameras, mobile unit
and relay equipment, 16 mm
l\ sound film projector, slide
M projectors, efc.

WTCN

- AM - FM - TV - =asc ABC

WTCH | I
.||I:‘\\‘

e (s

St R S S

See cut obove for TV offiliatians
FREE and PETERS Represenfafives




Markets

049 1950

Consumer

— = === = = . "
The Vhilddelphia Ingicives in one volume

— e —— Ady® in CONSUMER MARKETS, like the
one illustrated, ofier markel searchers nse-
Ihit's  how  one  apgency héad describies ful supplementary mformation cglit o the
CONSUMER MARKETS.
Al iy other agency ngicketing and med Are yon one of the thousands wha are find-
cemtives, =ales and ailven £ mai rs ing CONSUMER MARKI a valuable
inn all parts of the country have comn el workbook whenever they nee nformation
on CONSUMER MARKET'S completeness on any local market i the U S, the U, S
and easy-1o use Turmal Possvssions, Canada, or the 'hilippities?
In addition o its popular and t.'.\‘n-mrl?' The new 19491950 Edition will e out on
useful maps; its stalistical coverage of alf sepitember 1, with the most recent market
states, afl counties, all cities and towns of daty and estimates available from e most
3,000 population and over: medin Service rehiable sources

*SERVICE-ADS are advertisements that supplement the listed data in CON-
SUMER MARKETS with useful information that sells by helping buyers buy.

The National Authority Serving the Medis-buring Function -
333 NORTH MICHICAN AVENUE = " CHICAGO 1, ILL. .

@} . STANDARD RATE & DATA SERVICE, Inc.

Service . . . Quality . . . Ingenuity! Geared to lick

your advertising problems in the visual field of advertising.

Skilled technicians, creative artists, clever writers

organized cooperatively for the sole purpose of producing better

motion pictures.

SPOT COMMERCIALS e FEATURE FILMS

PROGRAMMING e ANIMATION

ﬁ iy

INCORFORATD
PWENTY EAST FORTY SECOND STREET + NEW YORK CITY 17, NEW YORK

Producers and Creaters of l6mm Motion Pictures for

TELEVISION INDUSTRY EDUCATION

100

| Baseh and John Gibbs are actively in

the TV package game as well. Several
well-known literary and dramatic prop-
erties such as Bomba, The lungle Boy
of Advertiser's Television Service and
Charlie Basch’s Adventures of Dr. Fu
Manchu have also made their TV ap-
]J(‘ﬂrﬂ“('(’-

TV. with its own special entertain-
ment qualities, its limitations, and its
visual aspect has |1|a}'131'| the role of
gm]-fu!h('r o some purl'l_\'AT\’-cr{rul('d
shows. MCA’s Roller Derby, Jack Par-
ker's Tele-Puppets Theatre. and cha-
rade shows like Say It With Acting
are typical. The success in TV of shows
like Admiral Broadway Revue and
dramatic vehicles like Ford Theater
have opened the way for package
shows like Sidewalks of New York
with Eddie Dowling. and World Vi-
deo’s Aetor’s Studio.

The types of shows represented in
SPONSOR’'S Fall Facts listings for 1949,
and the audiences they attract are as
varied as most advertisers could wish
for. They are a long way from being
as polished as the Broadway or Holly-
wood !lrluh.i('l. but the (‘[l]c'l]il} is steadi-
ly improving. as the men who call the
shots in TV econtrol rooms become
seasoned hands at visual programing.

Ad agency TV departments

Judge agencies by
their TV staffs?

With nearly four-score TV stations
on the air now. the field of ad agency
operations in TV has moved quickly
to keep up. Television advertising for
regional and large local accounts in
cities like Chicago. Detroit. Los Ange-
les. San  Francisco. Baltimore, and
Cleveland has grown in importance to
the point where it can no longer be
handled oul of the agency’s home of-
fice TV department. usually in New
York. alone. Just as the handling of
radio advertising for regional ac-
counts, such as foods. beverages., and
retail chains, requires special knowl-
edge of regional conditions and market
situations. TV advertising at this mar-
keting level is growing to the point
where the same specialized treatment
is called for. Such well-known agencies
as Ruthrauff & Ryan. McCann-Erick-
son. Campbell-Ewald, J. Walter Thomp-

(Please turn to page 105)
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Stations on the air®
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City Call Latters | City Call Letter City Call Latters City Call Leftars City Call Letter City | LeHe
Birmingham, Ala. WAFM-TY ‘ Wilmington, Del. WDEL-TV Louisville, Ky. WAVE-TV Newark, N. J. WATV Cincinnati, O, WCPO-TV Philadelphia, Ps, WCAU.TV
WBRC.-TV Washington, D.C. WMAL-TV | New Orleans, La, WDSU.TV Albuquerque, N.M, KOB-TV WKRC-TV WFIL-TV
Los Angeles, Calif. KECA-TY WNBW Baltimore, Md. WAAM Buffalo, N. Y. WBEN-TV WLW-T WPTZ
KFI-TV wolC WBAL.TV New York N. Y. WABD Cleveland, O. WEWS Pittsburgh, Pa. wWDTV
KLAC-TV WTTG [ WMAR-TV WCBS-TV WNBK Providence, R. [, WJAR.TV
KNBH Miami, Florida WTvVd Boston, Mass. WRZ-TV WJZ-TV Columbus, O. WLw.C Memphis, Tenn. WMCT
KTLA Atlanta, Georgia WAGA.TV WNAC-TV WNBT WTVN Fort Worth, Tex. WBAP.TV
KTSL WSB.TV Detroit, Mich. WJIBK-TV WOR-TV Dayton, O. WHIO.TV Houston, Tex. KLEE.TV
KTTV Chicago, Ill. WEBKB WW.JTV WPIX WLW-D Salt Lake City, U, KDYL-TV
San Diego, Calif. KFMB-TV WENR-TV WXYZ-TV Rochester, N. Y. WHAM-TV Toledo, O. WSPD-TV KSL-TV
San Francisco, KGO-TV WEN-TV Minneapolis, Minn. KSTP-TV Schenectady, N. Y. WRGB Okla. City, Okla. WKY-TV Richmond, Va. WTVR
Calif. KPIX WNBQ WTCN-TV Syracuse, N. Y. WHEN Erie, Pa. wiCcu Seattle, Wash KRSC-TV
MNow Haven, Conn,. WNHC.TV Indianapolis, Ind, WFBM-TY 51. Louis, Mo. KSD-TV Charlotte, N. C. WBTV Lancaster, Pa. WGAL-TV Milwaukee, Wise. WTMJ.TV

*As of | August, reported | July. Numbers in black circles indicate stations on air in each city.
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LOOKING
INTO
TELEVISION

LOS ANGELES: —"Let's have more of
Bergen,” said a card we pot the other
day. Our Southern California viewers
had seen ]"l||.lr Bergen in his hrst TV
appearance since retiring from radio . . .
nI' course, on KTTY. Top drawer talent
has always been part of our strong lo-
cally-produced shows here, Hollywood is
a vast reservoir of singers, dancers, actors
— gilted entertainers = anid we have heen
drawing on all these people to program
hright, refreshing television, For instance,
last week such well-known names as Alan
Mowbray, Sonny Tuflts, Billy Burke, Vin-
cent Price, Marjorie Reynolds and others
appeared on regularly-scheduled KTTV
shows. Then the New York Chevrolet
dealers hought our “Pantomime Quiz,”
the hirst Hollywood production to break
into the Manhattan market. From CBS-
TV we have Toast of the Town, Fred
Waring, Arthur Godfrey and more. The
point is we're oflering our viewers not
only high-rated network shows . . . our
loiral shows are loaded with talent, pro-
duction know-how, and audience pulling
ower.

IKE KIDS, we boast of our “parents”

(hecause l]'ll') can be boasted about.)
KTTV is 519 mulmi by the Los Angeles
Times and 49% hy CBS. No question
in anybody’s miml that the Times is
Southern California’s leading newspaper.
And CBS programs certainly have been
stealing the ratings. That gives us the
best in network shows. .. plus the strong
right arm of this area’s greatest news-
paper. So we're part of a sound, expand-
ing local picture that alse hnds us as
CRBS's H(:nl)'umnl TV station.

ANKERS are supposed to have steely

eyes, at least when asked to part with
money. When the 35-branch Citizen's
Bank started the Vienna Philharmonic
series over KTTV recently, we thought
that television certainly had arrived. Now
along comes the world's I:lr;:l's-t hank,
Bank of .-\uwri: i, and starts “Kieran's
Kaleidoscope™ with us on Sundays, You're
not only in good company on KTTV, but
in company that knows how to lock at a
buck.

ADIO SALES knows our latest avail-
abilities. Ask them and get the usual
speedy reply.

KTTV

TIMES = CBS TELEVISION

LOS ANGELES

102
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Advertising Agencies with TV Dep’ts

AGENCY cITy TV DEPT HEAD SUPERVISOR STAFF | ot e
AGENCY ASSDCIATES e LA J.B.vonBreebt No | ¥m )
AGENCY SERVICE CORP Chi, Alfred . Hoawer, Exee Vp Xo | Ne )
ANDERSON, DAVIS & PLATTE | & % Vittor Seydel I ve | % Nuge] 1|
ARNDLDECD. | Bt “Araold Z. Rosofl [ % | N o)
ATHERTON & CURRIER N John P, Atherton I o, IS 1
AUBREY, MDORE L WALLACE thi.  J.H. Neth Yo Yes Nae 4
MW AYER NoY. | Hab MeChaton, Vp Yo Yes [
H'wool ("het Brouwer ‘e No None
BACON, HARTMAN & VOLLBRECHT | St Aue  John L. Vollhreeht No Vo : |
BADGER & BROWNING & HERSEY | % Y. Dot Edousrde = I No 120
FREDERICK £ BAKER Seattle | Peter Lyman e No Nobe ll
NT:I—WIII IU*EIIS l STRAC HlN. liuﬁ"!n =% Everett L. Thompsan Yeu .\n 5 i
BALL & DAVIDSON Dienver Mark Sehreibier, Vp No N N [‘
BEDLO N 7 Herlort B. West Yix Yes w o
BENTON L BOWLES N Waltee Craly, Vi e You o
B:anmu & PIERCE| N V. Georie 04 Castleman Yo No Nt |
BING & HAAS Cleve. Ernest W. Joseph Y No tal
BIOW COMPANY N Y Williaim Moeris Ve Vel 2l
San Fran, Norman E. Mork Yes No 1
BLAINE-THDMPSON N Y Mislo Lewin Y5 Yes a 3
ME—.SG}TH. FRENCH Detroit Huh !.t..i. Yoz No 3 =
ELBROWN Phila Roland Tnrac! Nu Xo ¢ 1
FRANKLIN BRUCK N ) Mort Heinenan o i i i
BUCHANAN & CD. Ny John R. Sheehan T No 1
H W BUDDEMEIER Balto Mareus E. Swith T No ¢
LED BURNETT Ohi. Chur C. Callihan No Yo | il
BYER L sowa_uu Columbus Bill Copelani \'_,-_. _\_‘u — z_ \
HAROLD CABDT = (= Jan Giltert Yea No T
CALKINS L HOLDEN Bl P Chester H. Miller o) BT 1
CAMPBELL EWALD N3 Winalaw M. Case, & v \p Yes Vs e
SOLIS S CANTOR Phils. Hobert A Weiner Yo. | /8o 'y
CARTER nnv:nnsma e Herb Trse Yee 0 S5 None |
CAYTON, INC XY Allan Black Yes Ve s -
CECIL & PRESBREY N.Y. David MeAneny Yeu Yow i ‘
JAMES THOMAS CHIRURG | Bost. Edmund J, Shea Yéa Vee Nonk
CLEMENTS £O Phila. Alice V. Clements e No e
m - - L | E {ward .\h-»n_-: No [ Yes Nune ‘
COMPTON ADVERTISING N Lewis H. Titterton T Yo o _I__ |
CODPER & CROWE Sult Lake | don Dully No No 2
CRAMER KRASSELT Milw. 1. 8. Stolzoff Yo | No || SO
D'ARCY ADVERTISING Cleve Stan Seward, Vp Yes | Ves - |
OANCER-FITZGERALD SAMPLE | N 3 A3rian Samith, b Vet Yo | 30N
DEUTSCH & SHEA — %y Stephen Lewin s 5o || @ 2
ZAN DIAMOND \ Y Stanley Diamond \_ei i Yes 1
DOHERTY. CLIFFORD & SHENFIELD | N3 ['hester MacCracken Vew %o | A
DORLAND, INC Ny Howant O Bacoes You Yo.1 T8 I
JOHN C 00WD Bost Theodore B, Pitman, Jr. Yer Yoo B
0DYL DANE BERNBACH N Y Maswell Dane Tos Yo | Nl
ROY S DURSTINE Ny Maurice Condon No No None |
EMERY ADVERTISING Halto. R. 1. Highleyman No No - E: |
ROBERT J ENDERS Phila. Rybert J. Enders N Yeu 7
swiiiie. ki Shdumesy SEAE
FEDERAL ADVERTISING N Frantis O Bartan; Je, X'p Yo Veu 2.9
FITZGERALD ACVERTISING N Orl. Aubrey Willianis You Yo '
FLACK ADVERTISING Symeose.  Afhold K. Bowden Yes Vel 2
RICHARD?A. FOLEY Phila Jaries L Tahs No No 2 [
.
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AGENCY
FODTE, CONE & BELDING

ALBERT FRANK  GUENTHER LAW
FRENCH & PRESTON

DAKLEIGH R FRENCH
R_D-FFRIED
FULLER, SMITH & ROSS

EﬂENE_II ADVERTISING

GARFIELD & GUILD
GILLHAM ADVERTISING
GOTHAM ADVERTISING
GRAY & RDGERS >
GRANT ADVERTISING
GREY ADVERTISING
BUENTHER-BRADFDRD
LAWRENCE C. GUMBINNER

M H HACKETT

HENRI, HURST & McDONALD.
HICKS & GREIST
HONIG-CODPER
£ ROSS HUMPHREY

INDUSTRIAL ADVERTISING

EUlHE JONES

KAL, EHRLICH & MERRICK

KAMMANN MAHAN 7

BEN KAFLAN

KASTOR. FARRELL, CHESLEY 2
CLIFFORD

JDSEPH KATZ

HENRY J Kﬂ.uf‘f‘ﬂl"

KENYDN & ECKHIEUI
KIESEWETTER, WETTERAU & BAKER
ABBOTT KIMBALL

KIRCHER, HELTON & COLLETT
PHILIP KLEIN
KUDNER AGENCY
R L KULZICK
LAKE SPIRD-SHURMAN

C ) LaADCHE
LAYNE LEENE & GREENE

AL PAUL LEFTDN
LENNEN & MITCHELL
LILLER, NEAL & BATTLE

LOISE MARK

EARLE LUDGIN

MARK , Mﬁul’if_“ L BERMAN
MARSCHALK & PRATT
I W MATHES

McCANN-ERICKSON

MCKEE & ALBRIGHT
DAN B. MINER
MITCHELL-FAUST

EMIL MDGUL
RAYMOND R MDRGAN

MORSE NTE RNATIDNAL

cITY

Uakland
by P Y
N
St Louis
San Fran,
Salt Lake
Ny
Phila
("hi.

Ban Fran
Chi

C'hi

o a0

Wash. D.C

Cinei

Providence

NUY

Balta
Wash, Dui
NY
N.Y
NoY
Dayvion
Phila

N. Y
Madison
Memphis
Nek
w3
NY
N X
N. X
Athanta
Milw
Chi,

Milw

Ny
Cleve

h L
Li A
(hi
- P
H woul
b |

T FILM
TV DEPT HEAD SUPERVISOR STAFF DEPT
Rozer Prvar Yes Yes
Riehard L. Davis Yes No
Charlie Triesehinann No Yes
Johin ¥ MeAdans No Ni
lerome B, Harrison Yes No
A, Mauescher, Jdr Ye N
Dan Santo Ye No
Liw Williamns: Diek Yes Yes
Reynolds (Cleve
Roland Martim, V' N Nu
Arthur J. Casey, Dir Np Yes
William A. Morrison N Ni
Victor V. Bell Ye Y
Arthur A. Kren, Exee. V) Y N
Edmund H. Rozers, Partn Yes Yo
Harry Holeam* Ye N
Joe Bailey, Mgr Yes Mo
Churles J. Zeller No Y
Paul Gumbinner b Na
Maontague H, Hackett Y No
W E. Jone Yes No
Peter AL Frug Y es Yes
Louis Honiw, \p Y Yes
E. Ross Huwmnphrey Ye Vs
Milton (5. Peterson No N
Walter Wan Yes No
Alvin 4, Ehrbeh, Vi Yoz No
Ernestine Sicker Ve Yoes
Rabeet M. Eaplan No Yes
Fheadore R Palmer Ye Yes
Rohert (. Swan Ye No
Jeffrev A, Abel Yes Yes
Len Eneckson, \ p Ye Ye
Edward GG, Chas No N
Miriam Trac er Nao No
Chuek Gay Y No
Elwaril Felbin No Na
Myron P. Kirk, Vp Y s Yo
(*, Beffa No Yes
Hugh Murphy No Yes
Ray Kremner Noy No
William R- Stuhler Nui Na
H. Donald Lavin Yo Yes
Edwin 5. Friendly, Jr. Yes N
Nicholus Keesely Yo Yes
Ni N
Laoise Mark Yes ‘|
Tane Daly Ye Y es
N W, Mautner Ves No
Edward J. Whitehead Ye Y
Willimn H. Vilas Yes Yes
Ed Wilheln Yes No
L. 0, Coulter Yi Yes
Rabert W, Dailey Y Ni
James A MeFadden Yis Yis
Hilly sanders Yes N
Holman Faust Ve Y
Eimil Mogul, Pres Ye Yes
James € Morgan, \'p No N
' Slavhaurh, Mer Niy Ny

CLIENTS
INVT
N-:jm-
N
1
Nang
2 0 VVRESPONSIBILITY
None i '
: GET PRICES FROM
58 VIDEO VARIETIES
3
: BEFORE YOU
None ORDER FILMS
!
I - VIDEO
SYMBOLOF | yARIETIES
I CORPORATION
1
2 OFFICE
- 41 E. 50th 5T.
li STUDIOS
I 510 W. 57th ST.
- ' NEW YORK
: RESPONSIBILITY BT PO AT I Rl
1
|

‘ SIMPLE ARITHMETIC

3 IN
Nane
Nan
\ BMI LICENSEES
1 Networks . . .
: aeraTs

= // S e
2 {/ Short-Wave
1 ///’f Cancda 35

M8 TOTAL BMI

. 7 |ICENSEES .

MUSIC LICENSING

22
1,969
409
77

4

150

. 2,631

l You are assured of
2 complete coverage
1 ), when you program
5 % BMI-licensed music
| “ As of July 11, 1949

: BROADCAST MUSIC, INC.

| 580 FIFTH AVE.,

18 JULY 1949

NEW YORK 19

NEW YORK * CHICAGO * HOLLYWOOD
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IN PROGRAMMING

'~ IN POPULARITY
— _IN_UTAH

National Representative:
John Blair & Co.

FREE with your subscription to
SPONSOR . .

99 TV RESULTS

. . . the 26-page booklet (now in its
third printing) that capsules for you
99 outstanding case histories of suc-

cessful television advertisers.

Send for your copy today!

SPONSOR
40 West 52 Street
New York 19, N. Y.

Send "99 TV RESULTS" to me as a gift
for subscribing to SPONSOR now . . .
only $8 a year for 26 Every-Other-Mon-
day issues.

[] Remittance enclosed [ Bill me later

campany

Ione state
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AGENCY GTY | TV OEPT HEAD SUPERVISOR sTare | OB | Ny
H. C. MORRIS = |l &0 Jay Segal Yes Nao | A
140S$ ASSOCIATES N.Y Kly A, Landay No Vs <y
NEEOHAM, LOUIS & BRORBY Chi ALk \Wallaoe, V. A No 2
NEFF.ROGOW N William Rogow Yos Nor i |0 Mo
NEWELL EMMETT XY Gebrao Foloy: d7. Yes X
DHIO AOVERTISING : Cleve Mulyvin Tenonbaum Yes No o ‘
OLIAN AOVERTISING 0°hi. L o gner, VD TH No ¥ 3
DLMSTED & FOLEY | Jamts D, McTighe No No o il
ROBERT W._ ORR N Stephen G. Bowen, Med. Dir No No None
OWEN & CHAPPELL N David Hale Halpern, \'p No No v
PACIFIC NATIONAL - Seattl Trevor Evans Vi No P
PECK AOVERTISING N, ¥ Arthur J. Daly Ves Vs 2
LARRY PENOLETON =5 [ L. W. Peadleton Vs No None
PLATTFORBES ——— = |y Shérmas E. Rogers S ia \
POSNER ZABIN N Y Tames B 24l Na Vi Notp
PRATT & BURK Pitgsh, N No 3
RADID ADV CORP OF AMERICA | Jersey Uity Michael A, Fiore No Vs |
CHARLES DALLAS REACH NI Bderome B Haerion Yes Yes 1
REOFIELO-JOHNSTONE | N.Y.  LeGrand L Redfeld No o
KNOX REEVES - Miandd | e ok No . || Mok N
FLETCHER 0 RICHARDS N.Y. | KeonethYouns | Ve | ¥ 3
ROCHE, WILLIAMS & CLEARY | Chi. Phil Stewart Yes Yes i Iiy
IRVING ROSEN e S e e No No | None B
RUTHRAUFF & RYAN T INY [ WikonTuwe,Np | Yes Yer | 8
ool | ADe T ol A
Butto | Tomil: Hege " ol .
. - St. Louis ll.\-.-d_r llﬂhm-r 2 Yes 148 No _2 v
ST GEDREEES: _.\' Y. i .131..-.31. |'r-‘rl|:,||1_ _I—\- = _zn:« 3 I
WALKER SAUSSY New (rll) | \Valker Saiiasy Ya ] Ne 1 L
SCHECK AOVERTISING Newark | . GrantSeheck, v No || Mo Il @
SCHOLTS ADVERTISING | L.A D kol [ e Noie
GOROON SCHONFARBER | Providence  Claire R. Grenier = No. || | Ya 1 - |
RUSSEL M SEEOS G e T No b None 1
SHERMAN & MARQUETTE Chi. L D.Grifith s 2
SIMONS-MICHELSON | Detr Mariun Sanders R 2
SMITH, BULL & MCCREERY LAD DecGhaE Vi Na 2 -'r
SMITH, TAYLOR & JENKINS Pittsh Thomas J. MacWilliams Yes Yes 3
STERLING AOVERTISING S T No b [ None ]
EEG.REORI]M; —I‘llbll_ = !_‘-arr_\?uh. Vp = 5 _\ L"\_I No 2
CHARLES R. STUART \San Evan, | Hj L Boceelto No | o 1 :
%E@.s_uurrs_a COLWELLE | N. Y. Phil Coben, Vp | Ye | % e
TAGGART & YOUNG | LA i e | e
J WALTER THOMPSON | .Y | John U Reler =il S ‘ Yis ‘ 2 )
Hwood | Bankny e o Ee .
iy Ul [ A e Yo 7 1*
| TURNER AOVERTISING Tl e — T: Yes | 3 ]
VAN SANT, DUGDALE Balto = Dan J. Loden | Yes J No | 2
HUGO WAGENSEIL Davtan | ‘Jim Bridies Yes No | .
WALKER & DOWNING Pittsh,. R, C. Woodrufl N (e 3
WILLIAM WARREN N.Y., | StevensP.Jackson. A &
WARWICK & LEGLER | N.Y.  Trevis Huhn = P
MILTON WEINBERG G _. William Kraueh B | = i |
WILLIAM H. WEINTRAUE | Ny | Noran E, Kersta, \'p Yes No Noe '
s e D | R
WEST-MARQUIS T George M, Wolfe, dr. | Yes Yes 8 .
WOLFE JICKLING-00W & CONKEY | Detr. | James A, Christensen Ve | No 2
YOUNG & RUBICAM  § N.Y | Brerard Meate Yes | Yes 7
SPONSOR
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f TV Available Films Facilitios

FIRM ECITY TY FILMS AYAILABLE TV FILM SERVICES mm COSTS
£ ACE TV PICTURE SVCE (N.Y ) 5 F (Sil); 50 h il o 55 Akl Ok
LITUR ﬂl.!tTﬂ-!’l_ 8 F: 4 5h; others - 1% $1560 up r-u:;;i W
ATED PROM SVCE N Y ) 53 OES i B R
: 44 Sh; French X-rwurn-l_ = - 15 & 1 T OR
L ALLEN PRODTNS (L A) Var wild life Sh < & LT T
NOERFILM (Col Spr) 7000 OES (Ircaks) " il processing; spate BaU Rental $7up
EPICTURES (Hwood) =7 Anim, sfots ete Be6 OB
RFILMS (N Y. -5:." TV 5h ( Musical) I'ru-ianu to order ] a5 & In- R n
CO(Phila) 10 Car; 70 F; 52 W, 52 5h ('l.llllllll'b tw onder 36 (]
ﬂ!!ﬂl:fnﬁu ¥.) 3 5h; Documentaries -i‘r-'nlurmm 10 order &I OR =t
]l A - Anim, contmle, prams & m
& PRODTHS (N Y ) = Anin; produetiond B&® OR
{RADIO & TV.(N Y ) — Production to order B & 1 OR
GAYM FILMS (N Y) 28 Car; 128 Sh: 8 W, l-_]an_l'ii]n: conmnils _T . s.|.', S40 (reol)
. 13 Musie Sh rental
ICTURES (N Y ) 12 F; others e~ sew . OR
:'_‘wﬂ DeC) — ] Eu etion 1o order 16 only OR
L iiu'm-n'mTﬁ S Eacties (omm s, spots vte A5 & 16 ;;.%.In £150
EFFECTS(N Y| = T Anin, spots pie 3B&I | Ok
0 FILM LAB (Chi ) = "~ Allphaes jéoliction. | 33&18 OR
0 FILM ENTRPR N Y ) 14 5h (on China) Proditer oot T 1] 1 Lo s Geh
o
£ RAFT PRODTNS (Cleve ) — Proluction to orider o 1 valy OR )
REIN Y ) - |'rml1;mu 1 ordler = 5 A—‘;n | _ull__
: | H'wood) Var TV film pekes i ~ 1h R
IEYA FHUWNSIH'\\'MPP— 5 12-min series; 8% Production ln:--_lcfr_ = 1 | £150-£1000
| 'ﬂlﬂlﬂi(l;';n_dl JTq['ar Anim, sualuh;m_mmln il _I-t-_ m" =
INM DAY (N Y) — _l.'n;m;ls. musical spots _II- !#;lﬁ.‘«’ﬂl o
Y PICTURES (N Y ) | Bh 1 Bemill 18 55 studio T T
AT TY NETWORK (N ¥) Var filne-recondel pekes “TeleTransenptions” =y I5& 10 Pawss n_.u. 7
LOBRIT FILMS N, Y ) 300 5k (Educ) 3 Birt b wo.ceder  35& 16 | 35 ap rasal
SI0R PICTURES N Y ) e O ) [ WeW . OR
mmus N Tr (Bce NBC Listing) T _lr'rrulm-. prisduetion 354 1 OR
1550 IATES | Dayton) Var OES Cotnnls, aniin, lal work 3 _-l'li Bpots §82 50 ||p-
AUITIES (N ¥.) i o) 150 Car: 500 F: 400 8h ote | Consultant on cominils Bﬁf-_ll- . .UII__
i PRDOTNS | H'wood) i i ("ar series Anioi: eomanls; prams — _I-: anm:l !I;I U Y
NGO FILMS N Y) 25 Car: 10 F; 130 Shoete sl o &
FILMS N Y ) P e o ;3-5m .m. '-T Tk_mm. n:mmln-, PrEms ] It (R
IATONFILMS L A) | 15 %b (Reliows TR
_13' Fil:ﬂ?ﬂ;‘;—__ 1 35h: others - = 1 Coaunlst preins: spots 16 & R :
(EPRODTNS N Y} = Cotnle, shoets to order T sw0 n0
3 lmum?".; 3 OFS serics _I'mu;[s, ;|mw!irr 16 E;u.nl ot ki
0 RE| LLYSTUD (N Y . - — Produetion to order 35 & 16 OR
RODTH !rll'ud_}__ i 2 ¥; 2 5h (Heluious) t'nmrn_in—m order [ T . -;It
'PRODTNS (N Y ) 4 5Sh; others Produetion to orider 16 [
.MELL!“'HM] il 13 Bh Production; Cominls 15 Y ) Emu rate
NG (CabrCly) | Car series; 13 F:others  Production 1o onler 35& 16 Rental, OR
b 'TV DEPT (N ¥ ) INS-Telenews scryvice g :l'rnj:'e_l:ll"_laa—l:;-.__— m & Tll___
LIETIONAL FILMS 3TV Sh series = WijoRs
LM ENDTN (N Y ) 2 Car; 375k (Travell | Some production &N OB - |
’ SVCEN Y 2 F (Palestine) Proluction o order 15 & 16 |'--.-l-|l|u_\
ELEFILM (N Y ) 32TV "~ | Production ta order 25 & 10 oR !
150N FILMS (Dallas) —u .l‘ru-lutllw 10 onler :I-; L_lin y-,m?;wu Lll-l g
T == 2 Car; | F:85h il I‘ru:tunlum lu_unl_u.-r_ A5& 16 3500 £15.000

TLPRDDTNS (N Y
3

1=On Request
jend
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1d: Car—Cartoon, F—Feature, OES—Open-end Spots, OR=— On Request, Sh=Shorts,
= =Sports, S55—Stock Shots, Western—Western.

'AD AGENCY TV DEPT'S

(Continued from page 100)

son, and Foole, Cone & Belding have
semi-autonomons TV departments in
the agency branches that are busy
handling their own TV campaigns.

Only about 15 of the total num-
her of agencies in the United States
and Canada actually have TV depart-
wents. Of these TV-minded agencies,
roughly a quarter of them have one
or two-man departments  with
clients actually on the visual air. How-
ever. the nearly-two hundred agencies
that are actively in TV operations now
control the majority of the advertis-
ing billings in all media. and their
client lists read like the Who's Who of
advertising. There isn’t an agency with
any sort of sizeable broadeast adver-
tising billings that hasn’t felt the in-
fluence of TV,

There are still only a handful of
agencies, like Kudner., Young & Rubi-
cam. BBD8O. and K8E. ete.. that can
carry the enormous overhead of a com-
pletelv-staffed TV department. with all
the creative. technical and film-trained
people necessary. Other agencies are
keeping up though. largely by doub-
ling-in-brass with their radio depart-
ments. and by calling in outside help
from a growing list of TV-wise con-
sultants, ]rul‘kitgv |l|'lllll.ll'l‘l':'-. and film
companies. who funetion, on a sort of
“piece-work”™  basis,  as  additional
agency TV personnel. The advertiser
who feels that visual air advertising is
necessary for a suecessful campaign

no

for his pr’m]llt'l or services doesn’t have
to look far today to find an ageney

that can handle it. P

TV ad placement

Network telecasting
up 10007, in year

In a little more than a year's time.
the total number of “units of business™
placed by advertisers at all levels of
TV air advertising has skyrocketed.
Network TV has shown the largest
growth: 100077, Selective TV shows
a sizeable 5007¢, and TV at the local-
vetail level just under 80097, These
ficures. while they do not represent
industrial expansion as such. are the
results of a running comparative study.
T Trends. that has appeared monthly
in spoNsoR. Using the figures of July.
1948 as a base (10 cities, 19 stations

[
o
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KNICKERBOCKER PRODTNS (N ¥ |
KNOWLEDGE BUILDERS N Y

H_E—RB_S llur;ﬁl‘d Chi
FRANK LEWIS(ChI |
BDBLDEWI PRDDTNS (N ¥ |
LOWE FEATURES ' H'waoll)
MDGI".L'SIN_'
M P ASSOC! M1 Eghram)
NATL SCREEN SVCE(N ¥

NBC-TV. N Y *

NU ART FILMS (N ¥ |
OLI0 VIDEQ TV PRODTNS (N Y/

FARiﬁUNT TY PRODTHS (N ¥ |

PARLET PRODTNS (Balla

PHOTO & SDUND (San Fran/
POLARIS PICTURES (L 4)

PAUL PARRY PRODTNS  H'waod
GERARD PICK PRDOTNS (N Y |

PICTORIAL FILMS (N Y )
POST PICTURES (N Y )

RALPH POWERS Ballo )

il_ﬁR-lG_M P_éﬁatllul
REID H RAY (51 Paul)
RELIGIOUS FILM (N ¥ )
RKO PATHE (N Y

SALES WINNERS (N Y |

SACK TV ENTRPR | Dallas)

SCANDIA FILMS (N Y |

SCREEN GEMS N Y.)

SENTINEL PRODTNS (H'wood)

SIMMEL-MESEII'I'E.F_'H'WW‘
SKIBO PRDDTNS (N ¥
SIGMUND sPlE‘lHlNTJ___
SOUTHERN TV (Lo sv.llz)

SQUARE DEAL PICTURES (N Y )
SUN DIAL FILMS N ¥ |

TELEFILM INC (H'wood)
TVCARTODN,INC(N ¥)
TV WDRLD, INC ' H'wood

TELENEWS (N Y
TRI-Z-FILMS (Ch' )

TRANSVIDEO CORP (N ¥ |
;IE—ER!N_T ]
UNITED ARTISTS TV (N Y )
UNITED TELEFILM (N ¥ |
VARIETY PICTURES (Dallas:

YIDASDNIC ENTRP N- \'--_

VIDED VARIETIES N ¥

VISUAL SPECIALISTS (N ¥
WILLARD PICTURES N ¥ |
WORLD VIDEO N Y|
YDUNG AMERICA FILMS N Y

FIRM ECITY TV FILMS AVAILABLE | TV FILM SERVICES mm CDSTS
r o WP P'roduetion to urder 16 = OR
2_(_‘;ar: 08 3h | Amin; gpel effeets B 16 750 $0000
r - : _l"umml:i: speel eifects 1fi (h] [
T | — Cummle to onder | 1 Spots $500-£1000
I-ﬁ Tm*;arw i Cominls, production | 1 OR
IRES 3 13 15-min TV Sh = 35 & 16 i
T a { |'- ;El} .‘Iﬂf:t-llr:iuum — 35& 16 on ]
- 1 OES: ,-1:-__- NUws, SPOrLs coverate 16|10 min $300
= — Trailers; commls t'lt'_ iy & lﬁ_' OR
SERIES: | Car: 8 F5 28 8.6 mill LSS 35 & 16 oR
Newsreel; LW
Zi_..r 8 F; 130 8h; 35 W [ — 43 & 16 $25 2400 rental
| 18 I-'-, a0 \\'_ T!!-I-.lul.'lllrll 1o arder A5 & 16 Based on mkt
Var TV filtw-reconded pekes  "Video Transeriptions’; I-Hlll_ll vl_l‘ A& 10 W =
— Produetion to order 35 & 16 -S]'»ciLi £175 $1200
3 I 8h (Travel) CE “.-\ nim, eominls, effects 16 Spots $100- $4000
- - Prims, eomimls, shies B m O [
s 3 ?il_ll';“. 3 5h Production to orier 1 Hrots $475 §2000
— 3 Anim; eominls w order _ﬁ & 16 _"I‘”'-" §160 up
11 Cars 2 F 152 Shi; 44 W — 16 OR
— 9 F; 47 sh; 1w - 16 £25 revl up
— =1 -(.Iillllll Is, prems to onder 16| Spots $150 up
=5 - Atim, straizht commis 35k 16 T
(St Paul) - . e Commls, anim to.order a5 & 16 | Spots £350-82200
— -l-.Sh_-'I;lutmu.L.I = - T $15 recl up
— Comimls, prems o order 16 & 35 R
e — g Animat: commls to order T R
T’n F; 220'8h; 10 W — a5& 16 8§25 uprecl
10 #h; Newsreels = = 35& 16 | 50 up
= T5|J Car; 25 OES; E :;ih Commls, prgms to order m OR
4 F; 8 series I Jommls to order 1% Spots £1500-
£4000
i 40 5h Prodluction to order 14 (13
~ |rFim Sh; 1 W Produetion to order m OR
i _z She ( Musieal) Musie prgms to order T OR =
A Var QOES, Sh, 38, News Produetion to grder 16 Cost 10
1-1.'-_ 43h = Production to order m OR 5
=== = —— 4 Comumls, prems to order m OR
52 2h; vte i Anim, l.'nl'lllills_luurdl'r T Spots §125- 2500
=) ar (Musical ) series T Anim, gpel effeets _3-'| & 16 Amm §254 5min
.| -\';u- TV Srm-m series — Educ, travel films | L 1% " { R
i_-‘;(- INS Listing) Library; spel TV jubs m R -
= h::'.?l] Semin TV .":l:n All types film jots _T Spots $100
$10,000
4110 ﬁa Production ta order 5 & 16 OR
— Daily 1016 min News Full facilitics, all johs 354 16 or
Tl ™ 2 !{T('_.l: l‘l{l". Zl_ll ‘:'E- =T p A5 & 1N OR
N E_I-'—‘.Ii-tll-:rﬁ' Ii 3h ete - Produetion to order E.k_‘i_li- OR
| smm ~ Production % et 35& 16 Rental §40
- Var TV b sorics J Anim, commls to prder 16 OR
i Var TV 3h serics _(-'l;lllln.la. prems o order — ITS_ t‘;l-'n_t'_\ £300 up
éi‘i].l E— = _T'.nlduolmu:u_ore[-.'r I 16 Spots 1000 33000
o i Shirty, eomils, cte Hmi_ Av. $1000 nim
h 1 e e l?llllll'll& ITV elients only 16 (R i
— | VarTy ShiEdue T Rrke on
13 I-T S — e 45 s lli{

WPIX INC/N ¥

* NBC-TV is contraztua] sales azent for various Jeres Fairhanks-produced TV filins.

OR=0n Request

t Legend: Car—Cartoon, F—Feature, OES—Open-end Spots, OR=

Sp—Sports, $5—Stock Shots, Western—Western.
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On Request, Sh—=Shorts,

comprise the panel for the study), the
healthy increases shown above give
clear evidence that TV advertising is
on the upswing.

This does not mean. however, that
every broadcaster in TV is stuffing his
safe-deposit box  with cash,  Time
sales up. yes, but except for a few
rare cases among the nation's over
70 TV stations. TV station operal-
ing expenses are still a good jump
ahead of the financial returns from
advertising.

The year past has seen entire cate-
gories of business become a major
factor in TV air advertising. Taking
10077 to be the total number of “units
of business” placed in any given
month. and figuring percentage shares
for the various categories on the air.
the situation in June of 1948 for net-
work TV showed the following:

Category L
Automotive 20.0
Food 11.7
Radio, TV, Appl. 20.0
Soap, Toiletries .7
Tohacco 9.1
Miscellaneous 2.5

A year later, in May of 1049. the
situation had changed considerably.
Beer and wine advertising. clothing.
confectionery. and soft drinks. home
furnishings. and drugs had become in-
creasingly-important as TV advertisers.
Auto advertising. up in terms of dollar
volume. was down percentagewise due
to the influx of new business. and was
typical of those that had slipped in the
per cent column,

Here is where the network TV dol-
lars come from in May, 1949:

Category e
Automotive 14.0
Food B.5
Clothing TaY
Rudlio, TV, Appl. 25.4
Soaps, Toiletries 11.5
Tobaceo 15.9
Miscellanecus 5.7
Beer & Wine 1.3
Conf, & Soft Dr. 4.0
Home Furnishings 0.8
Drugs 0.8

In national selective and regional
TV figures. comparing June of 1948

and May of 1949 show similar effects

in many of the same categories. for
the same reasons: An unbalanced. but
over-all inerease in TV units of busi-
ness

TV on a wide scale was responsible

largely for a sizeable increase in the

share of the business placed at the na-
tional-regional selective level in the
jewelry category. That category went

from having a 17.3% share of the

business placed in June. 1948 to a
30.8% (largest in this level of TV
advertising) share in May. 1049,

At the local-retail level of TV ad-

SPONSOR
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vertising. the entry into dealer adver-
tising or local-firm TV advertising by
many of the same categories (Jewelry.
heer and wine. drugs. Lobacco ete.)
that had in the period June 1948-May
1019 hecome major factors in TV ad-
vertising also caused a major realign-
ment of the percentage shares of TV
business units placed.

Here are the local retail percentages
for June of 1948:

Category L/
Automotive 16.8
Banks 0.3
Dept. Stores 14.6
Food 8.0
Home Furn. 8.7
Hotels & Rest. 7.3
Clathing 11.0
Personil Svees. 8.6
Radio, TV, Appl. 2540
Miseellnneous 8.3

Twelve months later. in May of

1919, the majority of these categories
were ofl percentagewise. due to the
failure of spending by these groups to
match the spending heing done by the
categories that had become recently
(usually about six months before)
active in visual air adverlising.

Here are the figures for May. 1949.
which show the changes caused by new
local-retail business advertising in TV.
by those firms who are finding that
the visual air is the selling air:

Category %
Automotive 129
Banks 4.3
Dept. Stores 8.0
Food 0.4
Home Furn. B
Hotels & Res. F
Clothing 7.3
Personal Svees. 8.3
Radio, TV, Appl 24.7
Miscellaneous 13.4
Jewelry 1.7
Beer & Wine 0.4
Dyugs .7
Tobacco i1
Conf. & Soft Dir. ) O

There are more changes to come
this Fall. TV advertising will continue
on the upgrade. and the amount of
new money that will come in each
category will not bear any relationship
to new money in another. One thing
is certain: TV is an important adver-
tising factor in advertising plans of
buyers ol broadeast advertising al all
economic levels, RSERE

FALL FORECAST
(Continued [rom page 66)

26. Building products and homes
themselves have only now reached
the point where it's possible to
sell the consumer en masse on the
advisability of modernizing or buying
a home. In part. this has been made
possible by the new mulii-hillion dol-
lar bill passed by Congress to help low-
cost housing and modernizing. Tests
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TV Avai

e e
able Live Package Programs

EXPLANATION
Americans, rustie humor

Une-aot plavs, short stories

TITLE TYPE TIME
ABC BARN DANCE [ anicty. [ mowim 1wk
ACTORS STUDIO Drama a0 niig, 1wk
ADD i_NE}'FHER ONE e :'\Illl |:.:rl|l'_ -IS mir,
ADVENTURES OF CAESAR | Dramw 50mum, 1wk
AMERICAN LEGEND | Musteul  30.min, 1 wk
AT HOME WITH MANVILLES | Comedy 30 min 1 wh

ADVENTURES, FU MANCHU

Visual quiz show

Live-film story ol a lovable dog

Live-filmi - dramatizations

TIhl domestic  eomely

Sax Rohmer's famous Mysters

Do-it-yourself sewnee  tricks

Ruth Ley chats

Fairy tales in dance form

Ballet and modern dance program

Drarma m :
AFTER DINNER SCIENCE | Hubby B o |
ALL ABDUT PEOPLE Interview. | 15 mim, | 'wk
BALLET STORY TIME | Danee 15 mm. 1 wk
-B-A!.DIIT_ - | Iﬁd g 15-30 mum, =
RED BARBER SPORTS | Srorts 30 min, 1 wk

BETWEEN US GIRLS

Aud purtre Eﬁu:mm

Live-film sports quiz show

Potpourri of fenumne news

BLIND DATE Aulpartic 30 min, | wk = The famous wartime show
BOMBA, JUNGLE BDY Drama 15 win, 5 v.-_k Bomba and his youne snimal friends
BRIGHT SIDE | Musieal  B0uim, towk | Topieal revae E
BRDADWAY DETECTVE | Drams 30w 1wk A whodunit
QRWTT_B“E“—TENE_. Lnterview 30 mun, 1wk tT[‘!'rl.lII:“‘-I'U!I"IIIHT‘-'_ !
éll‘ﬂ-l-i D'ROURKE i -I-Jlillll'-l A0 mn, | wk | Live-film mystery series
CARL'S SURPRISE PCKGE | Varicts 15 ntin,. 27wk | Kod's show with tlowns, nuppets
CARDL CALLING | Musical 1% inc el [ Canal e siias, ohats
CARTODON I:I:IN-H_ES Variety 15 niin, 5wk | Kid's show \nil!r_l'rll- Hoyle
Elllil]aﬂ Tf.lETALES Drama A0 min, - Animal stories for moppet 4-!—_
!ELEIREN'S DISK JOCKEY =i M Ik<lt‘u|-_ m_ ht:rlh_\" ;-I:'u_- L::i's recordings
CONCENTRATE DN YOU Aud partie 15 mun, 1'wk | Edueational ulentifieation dramas
LARRY COTTODN _;1 usten 15 mun, 1 'wk .I..:m'_\- Cotton  singes .
| COURT DF CURRENT ISSUES Titarview: /| 807, 14wk | Discursion prozrast
I:Ilﬁﬁlll':ﬂnﬂ i Audl partie 1560 min, = _lP‘h_a:u.,\_- Em_uw'n;-i wag situalions
C“RTﬂ-—lN CALL Drama A0 mm, 1wk Percival Wilde's nne-act plavs —
| CUSTOMER IS RIGHT | Comedy | 15mmm, 8wk Situsbion comely 1!
DATE FOR THREE a Comedy A0 min, 1wk  Problems of collere students
P .;1us1c.‘|l i) min, 5 wk .T\' disk jockey :imw i

DINNER PLATTER
DISIAFF

Hume svee

DOC'S SWAP SHOP
DOLLARS AND SENSE

Variety

partic, 5 'wk

1530 min,

TV wonen's show with news

Siorekeeper sells anythine

Aud partie | 30 min,

1wk

(uiz show testing five senses

DOUBLE YDUR MONEY BACK
OR FIX-UM
DUDE RANCH

Comedy 15 min,

One-man comeildy show

Home svee

15-30 nun,

Household hints

Musieal

30 min, 1 'wk  Hilllnlly variety

PRODUCERJAGENT
VB Fpot Sales

ARC & World ¥ udeo
Givrard Vick 5=
Jdodun (1L -
Martin \ .-'ru_
l.urIm M I-Jix_\-
Haseh Rolio & TV
o Yideo g

NBO" 3pat Sales

Voo Diriania

A 2 Apdersan

John Gilils

Film Features

Bernand Sebupert

Ay TV e

Ted Nelenn

Wit H|‘m ker

1.5 Laufman

Martin Viden

NBC Spot Sales
WITZ & NBC
WPTZ & NBC

ABC Spot Sales

Viden Events
Video Drama
WKY-TY
_lr\'ln-l'aul Suli’s

Tri-Z=k ilms

Hile-Dramroth
Ted Nelson

._'\-1\ TV Svee

WEWS
WEWS
Sl i
Ted Nelson
World Video

Wans Asshes

ABC Srat Rales

WIVR

EYE-QUIZ

Aul partie

var, 1/wk

Charales

JUKE FAGIN
FAITH HDPE & CHARLEY
FAKILY PARTY

Dranm

30 min, 1wk | Sophisticated action detentive series

Comedy 40 nan,

| 'wk

Situation come 1y

Aurd partie

30 min, | wk | Pie-in-the-face

FAMILY OUIZ

FARE ENDUGH

SKIP FARRELL SHDW

FATHER & SON
FLAME SHOW

FLORAL TRAIL

FLYING CARPET
FROM NOWHERE TO B'WAY
GARROWAY AT-LARGE

GEORGIA MAE

iz

8-12 i,

TV version of magazine photo quiz

KSTP-TY

Viden Events

{ieoree Abbott

RSTE-TV

HavesParnell

Aud partie

30 min, 1/wk  Travel quiz with trips as prizes

Variety

WEmin, 1wk Skip Farrell sines

Druma

15 non, 5wk Walter Aliel, answers kils

Musieal

30 min, 1 wk  Jive show, featuring “Three Flames"

1wk

Basch Radio & T\

AR Spot Sales
Ted Nel=n

Wist Hooker

WDSUTY

Visual Arts

Home svee | 15min, Joyee Smith, parden expert
;‘:ll’l'l_\-'_ 15 mun, 1 'wk  Harem revue with comie ('aliph
-\'-au'u:t-_\ = A0-60 min, Talent-seareh .;hu\l‘
_\_u}n-l.\;'d__ a0 min, | wk il;:_l-u_rr_.;_w_.n aml hs friends

:l;.t.\.lml 10 mun,

1 'wk

Telegenie Georgia Mae

GOLDEN SPDTLIGHT
GISMD GOODKIN
BUMP HADLEY PITCHING
HEADLINE MYSTERIES

Jules Ziexler
NBT

WHZ-TV & NB(

Visual Arts

WBZTV & NBC

Musieal 15 mim, 1 \J(‘ High-Lrow musieal an | dance talent
\Virioty 30 min, 4 'wk HT| ipet tells fairy tales . W I'\\-'I-\-
-:*;;:rt.f___ 13 mun, 2 wk— _‘a'_pn‘rt_::sn-w.»ufd;;'_au | sports puests
-I.l_r;sm_n K 15 mun, 5 wk Rl;i*llfr l‘-riuuz-\ -,u'r acte | put i

Liearee Abhott
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comdieted By WNEW i eomn e o/

with the mur_'ll-puhlirizc-nl.limulix wash- TV Available Live llackage Programs
er and Levittown experiment proved
that radio can move homes by the hun- TTE TYPE TNE thn o PROOUCEN AGENT
”nlirill# will use broadcast advertis- e “—nfm—- o o |Orem | § M, Lk Sspen il Geone Ablatt
ing in a healthy manner this yvear. De- iyl o i Lo i Bk L N hitiae Lt
velopers of él.t"l‘.l‘il:if‘ will also use radio NCCOTHEHWORSE f Comely | ISwin, §wk | Fyaos fawily, and borseHumo  Julinn Losser
this Fall. as they have been using it LA LISE D3 sty 30:min, 1 wk> Dldinewsreel vlive B. E. Karlon
this spring and summer. There is a 'fYOUHADTHE CHANCE | Aulpactic | 30min, 3wk Wiskefulfillment show B E, Karlin
million-plus home shortage in the 1. S, |TEM PICTORIAL PARRDE | News Mnin, 5/wk  Latest news pis WDSU-TY
Builders are looking forward to filling WSAwy | Aulgartie  $0min, | Quiz show with baseball snamick | David Siovers
the vord and the record of broadeast  Jusior parape Varicty 15 min, | wk | Child talent show WNHC-TY
advertising in helping them is interest- | jusv s xios Variets W0l Fiowk: | (Dave Raiaier réads fanies WCAL-TY
ing. to say the leasl. KIDS ATHLETICCLUB | Soares 30, 2 wk | Boy's elubs compete Weat Hoaker
27. Soft drink sales have held up UWESSESEATED [ Vuts 30w | wk | Fenale sufenec vith tants, s | ABC Siot e
this past summer. In fact the extra WAFLAS : | Comedy | 15 min 1wk Bill Thonipsan demionstrates quirks ~ Mitehell Gertz
hot weather has helped many botflers LANDDFTHEFABLE Drama 15-20 min,  Lave talent, puppets aot out fables  Filin Fratures
hit new lti;:]ls. Some of these hottlers  LATIN FANTASY Mugsical 30 min, 1'wk  Pancho and his orchestrs Martin Video
will start advertising this Fall 1o try zrwsanes Musical | 10min; 2 wh | Western sons WAAM
to keep the business that the hot (EvSGOEXPORNG | Interview S, | wk | Famous oaplorers show Alms Gerard Pick
weather has |II‘|ILIgh| them., l'l']rﬁi-ljula LET § PLAY REPORTER Aud partie | 30 min, 1wk M.C. Eives PR P Basch Hadio & TV
and Coca-Cola will battle it out on GyesorrounwoMeN | Comedy  30min 1wk Live-Blu %oy Opéra ViaalAra
lh.t' nelwork  air, fl.lll in lhif- -I:alll_t' U Smwomemer | aeat Bl tink TR T o
\\‘II.I‘ !"; al.lun:f-lll.uuraurlmnuln-l1::uu.f—-1;u-v T I [ (e TR e g ST
ke e i v 32 P 1 ey | S s e et
in ild ill[l A pit‘-llll‘l‘ this Fall. 5 HOWARD MILLER SPORTS =portsd _l_:'nnm_nLT_u_k _}'ranndearhl of sparts Eruhln:'l?\'
MIMI'S MUSIC SHDP Musical 30 min, 1 wk  Mimi Benzell and Felix Enicht Gamnghorouh
28- BQOk snles. °ﬁ *his sPriﬂgu Wi" MISDES_I- HENZI_IS == ..\u I partie 30 nun, l\;l« I.uw--{uw:n:tulu.-:w -Jules Zieler
l’8b°|||l'|d *his FG" as more \\'urkvrs EbNSlEUR GENE_ —. 3 Drama 15-20 min, -I-.-im':murml "ﬂiij-l‘l‘ ml—'mwm
h:m: ‘Illﬂl‘("ll‘iFUI’l'. reading time, Ad- SRET MORRSON SHOW. | Susieat haie 1995 ] Cetwale merioid Shrt Setn Barerd Bacitl
\'vrtu.--mg “E" “m“m":_'“ I"_‘ placed on MUNAD LEAF CLUBHOUSE | Hohis 30t 1wk £\l show Hile-Damroth
an “immediate-results” basis, as there — — -1—- _— = — -
is no long-term thinking in the pub- sty L ARoC 13 s Einb R NI etunin Y Trime
Iislliug feld: Books: are-hol. sold e unsu:_m_:m nsnmutfs_ | Musial 15 win, ﬂ_ h.n: sangs of different countries Gerard Pick
cause: Random. House. for instance, MFSICSME | Mesal [30min |tk | Gued stars, populic recodiues || WOATSTY
publishes  them, 'but because the pare| MM~~~ |Valey ™ J15miad wh | Bew Talorm o slabt morcat e NTNE
ticular book is desired hy the adyvertis-  MYSTERY MisS Varicty | d0min, 1wk & porkecus masked sinser Martin Video
i“;_[ rp{;d(-r or Iisipn(:r" "Ii”iﬂll!‘ of NWTDU i’_lil. REMEM'EN- .\_'l'_w:i & min, var ! l-llf.thﬂh‘If_‘. ]u;l:h)' profiles Clau le Barrere
books have been sold on the air. but NATUREOF THINGS | HoWhy  15mwin, 1wk Dr. Ry Marshall’s soichce talks | WPTZ & NBC
the desire to read generally has yet NEW ORLEANS SHOWCASE | Musical  B00min, 1wk Capsule review from Blue Room | WDSU-TV
o be ]ll'()ll][l“’l’ ]'l_\' the medium. NEW YOICES = Musical :lllrrlin.l'lrlc- Simuleast talent-search show WDSL-TV
29. Home fl.ll'ﬂl'ShillgS. with the ex- NEE‘I’EE___ s ; Musical 15 min, 1 wk ..Inlan Herman plays light barp musie y WEKY-TV
cep’iﬂﬂ of ﬂoor cuveﬁ“gs and a CLAIRE NUN S_Hﬂi B | Musieal JS min.._l l'_li_ Song stylist Nunn W DSL-TY
finy group of fur“ifure manufac- E_I!_Dﬂl_t S I_m:n'lru‘ I_im I. n‘k- “I_-Illrl;'. firemen and persomaliies . WNHC-TV
turers like Kroehler,. have not 0H! canDance Drams 30 min, | wk  Situation conwedy Sanft-Costa
been nationally advertised, except ONCEUPONATIME [ Musical  30min | wk  Far Adur pantomines storie Jules Zicgler
through the limited-appeal “shelter oNemeHrsTaND | Musical  30min, | wh Series of “one-nishters” World Video
magazines.” Last season Bigelow- San-  opena THEATER | Dtusieal. [ 80min, 1wk | English orsions of femous s | Vicko Events
ford bought a TV program of popu-  opeaanon fun cloe | varety | 15 90mim,  Leon Junney does “Unele Don” Hartles
lar “Ill"'al' Mohawk Ca I'[M'l s[l“ll:‘-nl‘(’f] ﬁﬁuﬁ{ 3 "l;n-'r E-l?l_lu:. I_I'I: I'-n-'a_Tln: family dramas series Video Events
Y |.nusir'u| TV Showroom. and !iul.laﬁd(' DUT OF PRINT | Drama Ill]hunu._l-;k_ Dramatizations of news Tod Nelon
Mills presented a nu'mhl'r of T\ P e e e s b ey
grams for Bonny Maid floor coverings, —— — —_— i — — T
All are expected back to the visual el S B pdssliplesd Fs et b csidns “r,J, :
medium this Fall. with more along with FEEASAN PR TOS Hobler T} S0l Vink) S meal, Soivies RATE
them. They have a great deal 1o learn "O*"O% S il Loy s ey aheeh e S
about how to sell home fummishings on  #F0 AMERICA = Quiz 30 min. 1wk Famous farm quiz program NBC
the air. but then most television ad- RHUMBA CLUB | Musieal 30 win 1wk Rhumba lesons on TV WTMJTY
vertisers have plenty 1o learn about RHYTHMASTERS | Musieal 30w, 1wk Live-6lm musical sessions ~ Martin Vileo
the medimmn. ROLL CALL DF SPORTS Sports 15w, 1wk Dowty discusse ssports topies WDEL.TY
The most successful users of the air | gouen DERBY | frerta | B0nrin.3.wk . Mavhen) on raller skates MOA & ABC
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TV Available Live Package Programs

TITLE TYPE TIME EXPLANATION
SAVDYARDS | Musical 1530 win, | Gilbers & Sullivan
SATCAN YOUSEE | Audportic  30.min. | wk | "New” John Reed Kane quit
SAY IT WITH ACTING ol partia 100500, 3 /wk. b B way: shows, Coste. iy chivads
SCIENCE clllﬂ-l?_ =573 Varioty IIT{I ;mu"l I Popular scionee and dnmallunur;.!
SCIENCE ON PARADE | News 30 min, 17wk | Scieotibe news
SEEING IS BELIEVING Qi 5 30nGn | | Neowerapis with pasilds
SHDW BUSINESS Variety gﬂ_mm. ) l‘: Musical-comedy performers
SIDEWALKS DF NEW YORK Muical | 00 ity /wk. || Edific” Dowline stars. (o revor
SING-!.-GIH_E_ R 1| .\llhmﬂ’-_ _3" II;l:l wk Ukscar Braml smes folk mn_r,\
SMITHS & THE NEWS il News 3F) 15 mun, 5wk Amenican f:lmll';'_\'nr-ws news
SONG STYLINGS Muloal. LBl 17wk | Wiins kot Macan sl

PRODUCER AGENT

.2 Laufman

Hile-Damenth
West Hooker
ABC Spot Sales
ll_hu \'\.'.'T
I_t:lilll Powers
A u_udl .-\-n.T

Jules Liealer

Video Events

Irvin Paul Sulils

WIMLTY

SO YOU WANT BRDADWAY el Aud partie 30 ity 1 'wk_l T__\‘__"stmll test™ _ \;u_uil_\m L
SPORT HEADLINERS ; Bports 15 min, i Sports review with Duaphy » liuliw_ 8
SPORTING EYE Spwirta 18 i, [ Viewers test knowledge of sports  Ralph Powers
SPDRTS RDDM FINAL | Spoiwa 1Bt 8 wie | Lase remulte rom yorid ot speial. & WAAM)
STANO BY FOR CRIME Drami _“-'-!l'l_lmn. | wk | Inspector Webh whodunits ABC -
monom Drrama Tm_n:;._{ ur Tymeal theatrical boarding house -Hi N-vlsun_
STUDID PARTY oA TRro || B0 Tt e | Jotiny Single oS (i abow) | XY LTV
STARLIT STAIRWAY Variety | 30 min, diwk | Talent-seacch show WAYZTY

TAKE A MISTAKE Aud partie E{;;u?i _-r_k_- Contestants guess error ~ Ted N--I.-;;__ P
TEEN TOWN HALL Variety | 80min, b wk | UL by, amd for, teen-agers PNGHIE Y
TELEFOTD NEWS T [News Smin, 5 wk | Locally-produced news show. Film  KSTRTV
TELEKIDS ] Variety ' 30 min, 1.wk | Moppet talent, games, c.m-m;- \_\IITI.-T_\_ B
TELE PUPPETS ‘lilEl'lllE_ Variely 12 min, | wk _l'uppchs art out situation comedy .HELF“E =
TELE SKETCHES — | Taterview. | 18 min, 578k | Joa FABA sketls famous guests | Basch Radio & TV
TV BAR-TEN RANCH \_AIE‘_‘_ 30 min, 5 wk | Western songs and cowhoy films F\i -1’\- =
™ mﬁﬁﬁll?_— Aud partie -:i(lrn.T;:_ Viewers Bl out eressword pueles  Harry = Goodnin
TELEVISION SALUTE Aud partic | 30mm, 1 vk Adult talent-search show WNHOSTY
TV SPORTSCAST Sports -l:l min, i 'wk  Sports interviews and news N4 Malter —
TV SPDRTS WORLD Bpors | IBmin, 5wk | Dslyaports cound-op of atestniows | WOATSTY 2
TV TELEPHONE GAME Aud partic 18 mi, legal bingo ity R Goadnign
TELEWDRO ol “Xid prtie s | 15ty | Cromword. puxles an TV, Prized | AlBuffugion
THREE FLAMES Musieal _I.'n min, 5 wk  Jivy, colored trio with comedy Wost Ilth

TOPIC OF THE DAY

Mro & Mrs.

15-30 nn,

Tahle chit<chat, gossip and guests

Film Features

“ orld Video

TOP DF THE EVENING Variely a0 min, 1wk | Revae around a theatrieal “angel"

TROUBLE SHODTER Comedy | 1580min, | The ife of & Jack-of-altrades  Tof Nelon
m =% Lirivina E}nuu.l wk | Dramatzed archealogy \.';.-u.hl Arts

VIDEO CLUES Aud partic | 80 min, 1wk | TV quia in which viewers participate  Ady TV Syvoe
VIZ-QuiZ OF 2 CITIES Auil partie | W0 min, 1wk Visual quiz ;'Tlllﬂilli‘.lllll i
VERA WALLACE Drama | 30 min, | wk Gl solves munders Film Features
WANTED Drama Smin, 3 wk TV version of palice posters Visunl Arts

WE'LL FIX IT FOR SURE Variety 15 min, 1wk ! Slapstick solutions to problems Visual .-\:»___
;E!TEIHI BALLADIER Muieal 30 min, | wk Cowhoy songs and story line 1171!,_\-_ \Ii{_
WHAT AM | BID Aud partic 30 min, | wk  Auctioneer selis Visual Arts ;
WHAT'S COOKIN'Y “Hotmeavee | partie, 1wk | Haw 10 cook just about angthing | KSTP-T)

WEST 67TH 5T. Draina 30 min, | wk Backstage life of young aciors Barpanl Ssckett i
PAUL WHITEMAN CLUB Vanwety 0 min, | wk  Talent jamboree THI'

WHO'S CHAMP? Aud partic | 30 min, 1 wk  Viewers . compete .\;u_n-( mu_—-
WILE AND GENE Musical | 15 min, 2/wk | Wostern songsand situation comedy.  WEV-TV
WIN-PLACE SHDW Aud partic | 30 min, 1 wk | Quiz game with racetrack gimmick _l;u-hmm -
WOMAN'S YIDED JOURNAL Home svee | 15 min, 1'wk | Fashion vews, food hints, nmir-- 1_\"1'TH i e
KEN WRIGHT Musical 15 min, 1/wk | Ken Wright at the organ AWKY-TY =
YOU CAN DO IT Home svee | 15min, 5 wk  Practical houschold hints Zanft-{osta =
YOUR HEALTH News 15 min, I, wk News and medical discoveries 0o N iden —
YOURS TRULY Aud partic 30 mm, 1/wk  Hull and writing analyst Stafford _Eaulshnm!mh

YOU TOO CAN BE LOVELY

Home svee
—

15 min, § wk

Leo de Bray tells all

Ha.-u:l.i. Radio & TV

18 JULY 1949
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to sell home furnishings are the time-
payment merchandisers. All over the
nation there are stores that broadeast
advertising has built.  These
will be selling hot and heavy this Fall
hecause they'll have furnishings 1o sell
al prices the public wants 1o pay now.
and because there are no governmental
restrictions to the terms o which they
can sell. There will also be consider-
able cooperative advertising nioney to
be spent by these stores,

stores

30. Automobile accessories do not
sell themselves. The manufacturers
that supply the automobile firms with
the accessories also sell them under
their own tradenames and have an as-
sociation  budget that runs iuto the
millions to establish a buy-from-the-
original-maker theme.

Individual firms have cooperative
budgets and several firms besides Flec-
tric Auto-Lite and Fram will be using
network time to fight for the lush ac-
cessory husiness.

31. Travel and vacation resort
business wasn't as good this sum-
mer as it was last year—bul it was
good. The resorts that did the “extra™
business were [requently those that
used broadeast advertising to sample
their wares to the public. This Fall
these resorts will continue to use radio
to sample their services. Vacations are
no longer restricted to the ten weeks
of the summer. they're an all year
round business—and broadeast adver-
tising will help the resorts get. and
hold, the business.

Railroads have plans to promote
special Fall all-inclusive excursions, ski
trams and a number of other specials
that should inerease business. All these
will be air-promoted.

Planes will also increase their use
of advertising on and off the air. Re-
cent crashes and near-crashes of over-
seas air transports hasn’t helped air
business, especially when some of the
near accidents had big-name perform-
ers like Danny Kave aboard. Therell
he plenty of travel advertising this
Fall.

Many things can happen to make the
plans reported in this forecast blow
up in smoke. Last year the forecast
was, happily over 85 correcl. spox-
sor covered less industries in its 1949
Fall Facts Forecast than it has this
year. However. the sources made avail-
able 1o spoNsoRr are of the best. This
is the way the Fall situation looks as
SPONSOR goes to press with Fall Facts:
1949,

* &
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Fall Facts

Broadceast advertising has grown so
much during the past 12 months that
this year. perhaps more than ever.
spoxsoR’s Fall Facts edition is an es-
sential guide to the immediate future.
IU's rl'j_.:l'l'llalljlt' that there’s no new sta-
tion-by-station evaluation of listening
for advertisers. There are no new maps
of the networks which sroxsor could
publish without being open Lo eriticism
of mixing research apples and oranges
Lo arrive at coverage pallerns. Never-
theless there are in Fall Facts literally
hundreds of tools to enable sponsors
to understand what has ]1;1]:].!'“1-1] and
is happening to broadcast adyertising,

Visual advertising on the air has
assumed the stalure of a full-ledged
medium with daily viewing by millions.
FM

stage. There’s no longer one network

has entered a new constructive

Applause

Broadcast selling is up

Almost since radio began. there's
been very little aggressive selling of
broadeast advertising. For vears ad-
vertisers turned to the air hecause they
decided on their own volition that it
would sell for them. Sales records of
the networks and stations will consis-
tently  show that most of the great
manufacturing companies became
broadeast advertisers without so much
as an original solicitation.

Once on the air. Spunsors have heen
apple-polished to extinetion. Networks
and stations have battled for each air

110

that leads all the rest in size of audi-
network  Standards  of
Practice have undergone vast changes.

Literally. Broadcast Advertising:
1949-1930 is a different medium than
its predecessor. Broadeast Advertising:
1918-1919,

sPONSOR hopes that in this Fall Faets
issue it has introduced you intelligently
to what it firmly believes to be the
world’s greatest distribution tool—the
air during the next 12 months.

ences. bBven

How're you working this summer?

It's been a scorcher thus far this
vacation period. What has made it
worse is the fact that agencies and
advertisers have been right up against
the buzz saw. Managements for literally
thousands of firms have adopted a
“wail and see” attitude. Commitinents
for fall advertising are far behind
sthedule. There are exceptions. of
course, but they are in the natwe of
advertisers having been sold on coming
back to the air, newspaper. or maga-
zine advertising after a suminer hiatus
earlier than usual. or continuing to
advertise throughout the summer, Ex-
ceptions also have been noted for selec-
tive and local-retail air advertisers,
Reasons for the latter are ticked off
under Applause on this page.

By and large. it hasnt been a pleas-
ant season for the advertising profes-

sion. It's one thing to take it easy
when you know that hudge'ls are sel

and that your account or firm will be
in high advertising gear once the sum-
mer is over. It's another to try and be
L‘;I|I|1. {‘mnl. and ('ll]ll’t'lt‘!i \\In‘n }(IU.H'

advertiser’s business. Accounts have
been spoon-fed until a high percentage
of them have used broadecast advertis-
ing as Keystones of their husiness,
The cold canvas, the actual test of
real sales intensiveness, has been shun-
ned, up to recently, It isn’t any more,
While it’s still true that a number of
new broadeast advertisers continue Lo
come to the air without being sold by
networks, there's
ereasing number of sales heing made.

stations or an in-
not just serviced, by radio.

Two leading advertisers in Canada
who had cancelled their schedules for
the sumner reinstated them when their

not even sure whether your account
will be yours, or whether your firm will
be spending any budget come Septem-
ber.

Accounts are changing agencies al-
“new’”’
ideas on how to use different media
almost hourly. Fourth-round wage in-
creases aren’t the rule, but they're
being asked frequently enough to make
imanagement thinking not too ecerlain
about advertising.

most daily. Sponsors are getting

All of which raises the question,
“How're vou working this summer?”

Some ageneies and advertising de-
partments are fnt’l_-;_'ning their short
Mondays (get in late) and Fridays
(leave early ). As rapidly as top man-
agements of sponsors arrive al even
tentative decisions. these active agen-
"il"': il]lll l||'||Ll£'lmt‘lll:- pU Loy “'lll'k ol
plans. They're in there battling.

[t isn’t pleasant to have to sweat
it out—even in air-cooled offices.
Nevertheless. that's the way it's going
to be this summer. There's going to be
a great deal of “wailing at the church™
before advertising plans and produc-
tion are on their way. There’s going to
he a great deal of wet-nursing before
1ew I!I(’“I.‘ are IJLE.{‘\I‘I.I.

The agency or advertising depart-
menl that takes it easy this sumimer
“IEI_\ Il;l\'l' 10 l'{ll]][lﬂi;_'l'l."é to \\'()I-l-_\' ul‘“ul
this fall.

Not a pleasant thought—but “did
hear of w.osthe  multi-
million-dollar advertising account that

you

just changed agencies, and about ......
veienssienenns the new advertising man-
2" 1t all
happened in the good old summertime.

dazZer o f ..................................

agencies fought the cancellations with
facts and ﬁ;,ziu‘t‘.-. { We're ha])])_\' that
they were in part spoxNsoR-supplied fig-
ures.) Ll S. Steel. which has in the
past stayed off the air during the sum-
nier. is sponsoring the NBC Symphony
for the summer, Phileo, which had no
intention of coming back to TV before
the fall. has been sold on returning in
the wriddle of the summer. Gruen
Watch, for years not a conlinuous net-
work sponsor. will underwrite half of
Hollywood Calling on NBC. Colgate-
Palmolive-Peet. a big nighttime spon-
sor. will join the daytime brigade this
fall. Business comes to him who works,

SPONSOR
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DESERVES A GQQO&

Put WHAS to work for you in

Hidly gy fetiahiand

TV 1946 588,740
JUNTAINN 1948 689,580

R 1947 $2,350,296,000
BUYING INCOME 1948 $2’430'737'000

The only radio station serving and selling INCORPORATED » ESTABLISHED 192

all of the rich Kentuckiana Market MMZW

* Figures given for Kentuckiono nclude oll 50,000 WATTS * 1.A CLEAR CHANNEL * B840 KILOCYCLES
uuuuuuuuuuu hich WHAS gives 50% or-
belter BMB daylime coverage. “Radio Fom
iey” from BMB 1946 ond 1948 statistics Victor A. Sholis, Director J. Mac Wynn, Sales Director

“Met Effective Buying Income™ from Sales REPRESENTED NATIONALLY BY EDWARD PETRY AND COMPANY
Monogement Survey of Buping Power
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an old friend—a friend welcome and

local appeal.

Aftm 25 years “lmLcIcq & listeners think of us? Accord-
'“}: to [\’11 HooPcr W"H is one of the highest Hooper
an average of almost 609,

sharc of audrencc. :

After 25 years hoy’ ‘\{ IZ accepted by local retailers?

Over 60 retail apcbmit‘s hak® been advertising regularly on
On the threshold of itigond quarter-century, WHIZ is

preparing to bl'ing'telé to its thousands of friends in

Southeastern Oluo—v—a p @ise of continued progress and

service throug b tlw

VERNON A. NOLTE, MANAGING DIRECTOR
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