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Kenfiuckiana loads the nation..

in farm income gains

-""—_‘“.

More moncy from Crops...
more moncy from livestock

. more money to spend.
This continuing prosperity
throughout Kentuckiana
adds up to a real sales op-

portunity for advertisers.
TOTAL INCOME FROM LIVESTOCK AND CROPS

Bosed an U 5. Deportment of Agriculture figures compaoring
Janvary-February 1950 with Jonuory-February 1949.

WHAS alone serves all of Kentuckiana

with the only complete
Farm Programming Service
for Kentucky

- WHAS and Southern Indiana
Here€ 45 AMM‘NG
M R vhru F The Kentuckiana farmers depend on WHAS Farm
F AR a5, b4 M thru (3 Coordinator Frank Cooley and Assistant Don Davis
Marke! Repor! ',_45. 7 yhru F for up to the minute farm news and market reports.
Far News A2 rurdoy And advertisers have come to depend on WHAS
on Morke! 0-1 0:54 Farm Programming for sales results in Kentuckiana,
‘:" m Feoture®
ar

50,000 WATTS & 1A CLEAR CHANNEL * 840 KILOCYCLES

INCOIPOIA'I'ED ® ESTABLISHED 1922
The only radio station serving and selling

all of the rich Kentuckiana Market

VICTOR A. SHOLIS, Director ' NEIL D. CLINE, Soles Direclor ﬂ

REPRESENTED NATIONALLY BY EDWARD PETRY AND CO. = ASSOCIATED WITH THE COURIER-JOURNAL & LOUISYILLE TIMES ‘
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Station reps
expand New
York operations

Y & R uses
miniature camera
to shave TV
production costs

Westinghouse
gets data on
best-results
media

Godfrey never
raps product

Outlook good
for business,
says Snyder

Transition: music
libraries to
program libraries

Emphasizing increasing importance of New York Spot billings, Wells
Barnett, Sales Development chief of John Blair & Co. and Blair-TV;
Dan Schmidt III, Atlanta manager of George P. Hollingbery Co.; Bob
Salk, Katz Company Chicago salesman will locate in Manhattan. Bar-
nett moves from Chicago 1 July. Schmidt, newly arrived, will head
Hollingbery TV setup at 500 Fifth Ave. Salk, slated for early summer
arrival, will specialize in research activity.

“SR=

TV's rough production cost problem is being pared down by ingenious
methods. Example: Young & Rubicam, New York, is using miniature RCA
camera (only eight test models in existence to date) to rehearse some
commercial broadcasts. Pony-size camera permits rehearsals in agen-
cy's own studios on occasion; saves high outside studio costs; enables
cameramen to experiment on best lighting and display for the product.

-SR-

Westinghouse Electric Corp. isn't missing any angles in merchandising
its $25,000 light bulb jingle contest. Official entry blank (heavily
plugged via air, newspapers, magazines, Sunday newspaper magazines,
store displays) prominently asks which medium attracted entry.

—SR-

Contrary to widely-held belief, Arthur Godfrey is all for every prod-
uct he advertises. But Godfrey (and wife) have own system of pretest-
ing product before accepting it. If it doesn't pass inspection, God-
frey won't handle (see "The Great Godfrey," page 21).

SRS

Advertising should boom throughout 1950, if business decides to cash
in on Secretary of Treasury Snyder's latest report. Speaking in Mem-
phis, he predicted that 1950 will be among most profitable business
yvears in history. Brightest facets of economic outlook are stepped-up
construction and auto output, high level of personal incomes, strong
"willingness to buy" on part of public. Retail sales running 6% above
last year's unit volume, he said.

—-SR—

Indications grow that music libraries like Langworth, World, Standard,
lacGregor, Capitol, Associated, Sesac, RCA Recording may be radically
expanding from traditional musical offerings. Two firms now furnish
weather jingles; one is readying major non-music program; barn dance
program under consideration; homemaker's show already released. Idea
is to furnish programing in library form that helps advertiser use the
station. Trend is evolution of concept advanced several years ago
linking library selections together in program form.

OfMce 510 Madlson Ave., N Y
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$90,000 buys TV
Big Ten football
highlights

Mullen and
Saudek head
radio clubs

Woodbury college
study finds
Phonevision

popular

S&F Brand
puts money on
television

RCA-NBC gains
by CBS
NAB withdrawal

Robert Hall
picks stations
first hand

TV battle looms
between net
and spot

REPORTS. . . SPONSOR REPORTS...SPONSOR RI

Price tag of 390,000 is reportedly placed on TV film rights to Big Ten
Conference football highlights for coming season. J. Walter Thompson
holds option on rights. Ford Dealers, who sponsored highlights on 17
Midwest stations in 1949, weighing repeating this fall.

=SE—

New president of the Radio Pioneers, quarter-century club, is Frank

E. Mullen, former NBC executive vp and now board chairman of Jerry
Fairbanks Inc. Robert Saudek, ABC vp, is recently elected head of New
York's Radio Executives Club for 1950-51 season. Ralph Weil, WOV gen-
eral manager, is vp.

~SR—

Without mentioning FPhonevision by name, Woodbury College survey of
5,000 TV set owners in Los Angeles, San Bernardino, and San Diego,
asked, "Would you pay %1 for a first run movie on your home TV?" 56%
answered "yes"; 35% "no." Remainder didn't answer. To question,
"Which performer would you like to see on TV," reply was Bob Hope,
Bing Crosby, Jack Benny, and Red Skelton in that order.

—SR—-

West Coast S & F food line, distributed by Smart and Final Co. Ltd.,
hopes to build up distribution around Los Angeles via %75,000 ad bud-
get, with 80% going to TV. Radio may be used later. Direct mail,
grocery trade papers, point-of-purchase material back up TV. Specific
items will be featured.

R

CBS withdrawal from NAB gives NBC and RCA opportunity to promote to
NAB membership more advantageously. As initial advantage, NAB execu-
tive points out that RCA color will be demonstrated to NAB Board of
Directors at next meeting to be held soon.

S

Now using more than 130 radio stations for their 88 stores in 60 mar-
kets, Robert Hall uses scientific, on-the-ground techniques in select-
ing stations. Newest wrinkles in Robert Hall radio strategy will be
explained to stations by Jerry Bess, Sawdon Advertising radio chief,
in coast-to-coast swing starting third week June. Men's clothing firm
earmarks 60% of total advertising for radio; 407 newspapers.

=

TV station representatives working cooperatively in Manhattan in com-
petition against networks, something radio reps rarely did. One top
agency handling large national account currently making up its mind
between network and spot is getting daily presentations from reps of-
fering choice times and citing spot advantages. Show involved is on
film. Reliable rep source predicts more coordinated pitches.

SPONSOR




"LETS BUY US 3
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U.-' big-farming spendthrifts in the Red noons, for example (Jan.-Feb., *50). WDA)Y

River Valley live high, wide and handsome. gets a 70.3% Share of Audience against 9.7
believe us. Lavish spendin® comes easy to our for the next station. And this same prefer-
fabulous farmers, hecause they earn far more ence must exist outside of town, too. heecause
dough than the national average. . . . WDAY has racked up some of the nation’s

most impressive mail-pull stories,
WDAY. Fargo. ix the one sure-fire way 1o

reach our wealthy havseeds. Hoopers prove Let us or Free & Peters send you all the facts
that WDAY consistently zets top ratings in about pioneering WDAY. You'll be glad vou
Fargo and Moorhead. On weekday after- did!

FARGO, N. D.
NBC « 970 KILOCYCLES « 5000 WATTS

FREE & PETERS. INC., Exelusive National Representatives ‘




L]

Vol. 4 no. 12 5 June 1950 lqes

- _ . e e S S e
ARTICLES
______ i kY e A i - -~ e s e B e e i S e
Sponsor Repories I The Great Godfirey
Broadcasting’s master psychologist, he has sold products of every kind for >
310 iadison 7 hundreds of sponsors by knocking the stuffing out of commercials 21 !
Ontlook 8 Hiteh yonr commerceial to yonur program .
New and Renew 13 Schwerin studies for Toni and others prove that "psychologically compatible” 24
messages sell best on all types of programs -
Mr. Sponsor:
PDonald W, Stewart 16 Lee pulls hat trick
. After merchandiseable Montgomery replaced reporter Pearson, sales jumped
» -
r.S. 17 7%. Rest of industry 20% off 26
Mr. Sponsor Asks 10 l
Seward's folly: 1950 .
<>
Roundup a2 MNational advertisers have "discovered” Alaska. U. S, is pouring money and =
men into the territory that radio sells best 28
Radio Resulis A1
Sponsor Speaks G Sensational but scarce [
Feature films are racking up record ratings and results on television, but the y I
,lppltll‘l.\'t' o1 supply is meagre. Westerns, old movies still the mainstay 30 B
§e
P !
- ) Is Beethoven commercial? i
Cover picture of Arthur Godfrey was 3 : : " L
taken when he was initiated. into. Circus There aren't many classical music stations—but do they pull! In markets of 3 -
Saints and Sinners club. Most of spon- 2,500,000 and over, they report intensely loyal advertisers, audiences 31 *'
sors, whose brand names he wears in 3\
picture, consider him more saint than
sinner [see story page 21). . Tool for timebnyers
McCann-Erickson comes up with a technique for estimating a siation's share- o
e e of-audience from BMB 6-7 times per week listening data 36
Editor & President: Norman R, Glenn )
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Bracnbitbs Maneanst M. 54 Lablag ommercial effectivreness of news
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Twenty-four years of broadcasting in this one area has

IT’S EASY,
WHEN YOU
KNOW HOW!

HIGH hurdles or Hoopers — whatever the "'race,”
the winner has usually had years of experience in his

particular field. Know-How, we call it.

given us at KWKH an unbeatable advantage in radio
Know-How. Latest Hoopers prove it:

Jan.—Feb. ‘50 Share of Audience

KWKH “B” § "C” 1 "D

Weekday Mornings 44.89% 17.89, 22.39, 13.89;
Weekday Afternoons 35.19% 30.19% 16.7% 15.79%
Weekday Evenings 47.4% 26.9% 14.3% 9.89%
Sunday Afternoons 32.49% 22.59% 19.49, 23.99
' Total Rated Periods 42.5% 26.0% 16.8% 13.0%

Furthermore, BMB Study No. 2 shows that KWKH’s

: Weekly Daytime Audience has increased by 51,130

families since 1946 — now totals 303,230 families in
Louisiana, Arkansas and Texas.

: ‘Write to us or ask The Branham Company for all the

proof of KWKH’s superiority in this prosperous market.

50,000 Watts - CBS-

KWKH

" Texas
SHREVEPORT { LOUISIANA |
The Branham Company Arkﬁ“’ﬂs

Representatives

Henry Clay, General Manager
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In Boston...it takes time to make friends

Boston i= Boston...and there’s no place quite like Thev're all on WEEL . . . because WEET knows what

Take friendszhip. Tor example, Boston forms its  Boston likes, Vo wonder WEEL has the largest share
friendships slowlv, But once Tormed, they Last for-  of audience, the highest average ratings and more
ever, IUs trae in radio. too. quarter-hour wins than all other Q

VMost of Boston's radio Tavorites today are the Boston stations combined., r:"ﬂ—“ Xy
howetown “real folks” WEEL first mtrodueed HIRTIR Ind today WEEID s f'u’_;r.-_w-r ' .:f;
viurrs o — 200vear veterans like 1 B Rideomt, nudiences are giving ;
the weatherman: Caroline Cabot and her shopping sponsors more for their
service: Carl Maoore of the |'.||li='|' wil: or such com- money than ever be ,fu.'r

praralive CTHeWeomers f:l” on WEEI at least 10 l
years) o= Unele Elmer, Ken Ovenden. Charlie \.-lllr‘_\', the station lsw E E I

£
Mother Parker, _ll'--{' Buflnm. Priseilla Fortesene, Columbia's Friendly Voice in Boston ! =




Fo .ffimgs to come, as
seel NSRS editors

Nation’s brewers will advertise heavily
to fight decline in consumption

Local brewers and nationally-known bheer makers. tradi-
tionally heavy users of spot and national radio. are in-
creasing their advertising outlay., The reason: post-war
plant expansions have increased production but. at the
same lime. beer consumption has declined. From a peak
of around 85.000.000 barrels in 1947-48. consumption has
dropped to 83.000.000 for 19149. This has created a high-
Iy competitive situation and should mean more broadeast
advertising by hrewers.

High incomes make summer
selling prospects bright

Personal incomes are well ahead of the 1919 figure and, it
is expected, national income will top 19197 5221,000.000
fizure. This brightened economie picture makes the silua-
tion wdeal for summer selling via the airwaves,

Cigarette lighter sales make
tremendous post-war gains

The cizarette lighter industry grossed some 35.000.000 in
1939, But during the war, cigarette lighters zoomed
popularity. and now the industry gross is 3550.000.000
plus. Awerican Safety Razor started making lighters three
vears ago, now claims o be second to Ronson in dollar
volume: Ronson Art Metal Works crossed the 332.000.000
mark last year. Now both firms are expanding along with
other lighter manufacturers planning radio and TV «of-
forts 1o take advantage of the growing markel. American
Safety Razor will sponsor the first hall-hour of the Robert
(). Lewis show on CBS-TV starting 28 September. while
Ronson uses TV spots in 35 cities plus their 20 Questions

on WOR and WOR-TY.

Tip for sponsors: there
are new markets to conquer

The nation’s population has increased 157 over 1940 1o
EA2.000.000. But more important to broadeast advertisers
i= the fact that 007 of all [nited States
families today are new families (established sinee 19301,

an estimated

Walter 5. Barry, vice president in charge of merehandis-
iy Tor General Mills, calls atention to this fact and asks:
“Nre they a market for new products. or will they be con-
tent Lo stael ont with the old products that were available
o their parent=?" Mr. Binry's tip lo bosiness: dynamic
dhstribution, with advertising plaving a major role, will

1._|-1~F| thit eeonoms "\p.llltiill'_',

8

Bread and cake sales down
sharply from last year

oo 2070 below last vear.
to 33%. In addi-
tion, big industry bakers like Continental. Ward, and Gen-
eral report their sales for the first three months of this
vear are down sharply fromn the same 1919 period. To
offset this sales slump. cansed. in part. by frozen biscuits.
cake mixes. and “brown n’ rolls. the American
Bakers Association is readying its biggest adverlising
drive,

Bread sales are down three
with cake consumplion lagging 107

serve

ook for local campaigns launched by individual
bakers (o supplement the Association effort.  Examples:
Cleveland’s Spang’s Baking Company is stepping up its
using radio and TV. A Portland
bakery now sponsurs the Portland Beaver baseball games,

advertising outlay 2577,

Reduction in number of tubes may
result in cheaper television sets

Re-
searchers believe some of the tubes can do double duty
and are aiming to reduce the number of tubes in a video
sel to about 13. One manufacturer helieves this tube re-
duction will trim the price of a set by at least 335 1o 850,

Most television receivers now have about 20 tubes,

Video aids Hollywood in
its public relations drive

Most movie makers are blaming TV for the drop in movie
attendance. However. video is also being used by Holly-
wood in a public relations drive designed to show that
movie stars are just average people. A program called
Rocket To The Stars will show movie names in their
homes. One of the programs was sneak previewed in sev-
cral cilies recently but the series officially begins in the
fall. Tt might start a trend with AM. TV. and the movie
industry cooperating for mutual benefits rather than vieing
compelitively.

Tea drinking increases
as coffee prices rise

With coffee prices up and quantity <hrinking. Mmericans
are drinking miore tea. At the same time. the UL S is buving
larger shares of the tea crop from Far East producers.
There should be inereased broadeast advertising competi-
tion among coflee and tea manufacturers to capture the
White Rose tea
Chase & Sanborn:

public taste. Lipton’s ( Arthur Godfrey ) :
Maxwell
and regional coffees like Folgers and =267 Coffee should

(anmouneements) : House:

vie for the iced drink trade this summer.

Hat industry says business
lower because of foreign hat influx

Enough hats were imported in 1919 ¢ 1.110.0001 1o have
provided full-time employment for some 600 UL S, factory
workers, The Hat Institute blames reduced duties nuder
the Geneva Trade Azreement for the foreign influx. The
imports are hurting the cconomy  of towns like Dan-
bury. Conn., wheve 8577 of the town’s payvoll is dependent
upon  hal Iats1. Biz manufacturers
like Lee and Adam Hats will have to deperd on their rival

\BC commentators, Robert Montzomery and Drew Pear-

manufacture | Lee

som to help offset foreign =ales competition.

SPONSOR




adio’s most onul audience

writes one WLS program
207.000 letters

(. \\"

]H{“
Rric

WARDS

1 m i“-

<O N

FLEMINY

STL‘I I)ltg with Caprain =tubby and the Buecancers i-
’ > frome 10 1o 10:30 jan.. with
ady ertising partic i]n.ltil-u ayv atlable at resular one-minute
‘:urrl'lltl_\. there
assure first chanee at the nest availabiliny opening up. Call,
wire or write Sales Manacer, W L, Chicavo 7. for the story of
Stumpus—the program that drees 200000 fetters in jost 3
menths—and for rate< and |m---|T||t' availahilities.

hroadeast l|.lii_\
rales

are no availabilities but an inquiry now will

B

g |

h-ﬂ—:pr- ;”\
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 CLEAR CHANNEL

4 -

in three months!

Listener-Confidence and
Aceeptance Pay Off in Mail—

and in Definite Sales Results

continuon=

\\IJS St

the largest daily response we have record
of in

Kindd ol l.rir'l||||_\

bringine

‘-!Iil'.t:n rad, leature= Ul ~aime

vorees, the same nerhi-

borly =pirit qualits talent that
\\ l,:"" Ii-lt'[ll'[- 1\.1\

ever they tnne the

amd top
e come Loy expeet wlien-
890 ~puot v their Jdials.
W LS Listeners know the |'rmit|nl- il -

verti=ed on thi- i-nu-rlu' [-.;rlE--ii-.nli'-ll

program will b rir|n-||‘i.tlr|v, lor liu-)
have followed WLS adviee. for more
than a quarter centurs.

Many young married eouple<. the

Ilf'i!\‘\“l""l'il”: -l:_’"‘ﬂr'”li? ||'1P||l \\II‘Plll =i
el of our mail comes. gres np listening
to WLS in their family homes.
members of youth gronps given spevial

WiLSic o

natural thi= lilelone li=tening habit carrie-

\Iilil\ Waere

recognition by and it i only
over. for WLS has always programme|
for the family.

Stumpnus i= typical of the elean., whiole-
some fun we provide, just as S ool Thine
and Dinner Bell tvpily our sepvice—and
Stumpus response i= (v pical of the way

railio’s most loval andienee . . - the ~ub-
stantial family Tolk< in 217 vounties. ..
respond to words from WLS and Loy

WES.adverti=ed [-rr-llnf t~. Li~tenerlos .l]l_\

|vrmlii‘;|]r-» advertising results,

The
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90 KILOCYCLES

50,000 WATTS, ABC NETWORK—REPRESENTED BY

JOHN BLAIR & COMPANY
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w NEW ORLEANS

WATTS

> Avorlable Kt Now —

SPOTS ON LONG ESTABLISHED LOCAL SHOWS.
PROGRAMS: NEWS... SPORTS... MUTUAL CO-OPS
LIKE KATE SMITH... DIXIELAND JAZZ!

(;':\

L
M

((
\

%

|

= N '

+ =T 1060 5 mi v
o $he Dial * ndividual Programming tailore

to the area—plus leading Mutual

4 NEWEST, Most Modern All RCA Shous:
Equipment! * Building More Listeners Now
With Our Greatest Promotion In '
Building listener loyalty 25 years! History! |
MUTUAL James A, Noe, Owner Nat'l, Reps.
BROADCASTING Ry === Tkt ' w
SYSTEM Jamer B, Gordon. Gen, Mgt 420 Lexington Ave, * ‘ .;.:-1_::'-_-. |

New Yo kay
/’;i 50,000 WATTS DAYTIME — 5,000 WATTS NIGHTTIME

o et in Your, Onclors flowr, /»4

\l/




New and renew

These reports appear in alternate issues

New on Networks

3 June 19350

SPONSOR

General Mills

General Motars
({Chevrolet division)
Grove Laboratorics
Girorge 11, Hlormel
Miles
Philip Morris
Rexall Drug
R. J. Reynold.

Tobacen Co

Laboratories

AGENCY

NET STATIONS

PROGRAM, time, start, duration

Knox Reeves NBC O 136 Night Beat; M 10-10:30 pm; 1 Mav; 14 whkae

NRC 136 Dangerous Assignments W 10:30-01 pm: 3 May; 6 whs
Campbell-Fwalid (5 174

Soap Box Derby; Sun 0:30.4:05 purs 13 Aug only

Harry BB Cohen MHEsS Sl The Shadow; Sun 5-3:30 pm; 11 June; 532 wks
BHDE O ‘Bs b2 Mugir With The Hormel Girls; Sat 2.2:30 pm; 20 May; 32 wks
Wade NBC 148 One Man's Family; M-F 7-T:15 pm: 5 June; 32 wks
Riow CBs 150 This Is Your Life; Tu 9:30-10 pm; 9 May;: 52 wks
BED&O NBC 166 Richard IHamond; W 10:30:11 pm; 14 June; 532 whks
William FEsty MES 300 Camel Scorcboard; M.5 5 mins following The Game of The Dav; 2 Mav

Renewals on Networks

SPONSOR

Goadyear
General Mills
General Mills

1. J. Heinxz Cao
Plllsbory Mills

Seeman Bros Ine
United States Steel

AGENCY  NET STATIONS

PROGRAM, time, start, duration

Kudner Alu® i | The Gireatest Story Ever Told; Sun 5:30-6 pin; 214 Sept; 52 wks
Dancer-Fitzgerald-Sample ABC 132 The Lone Ranger;s M,W.F 7:30-8 pm; 2 June; 52 wka
Knox Rerves NI " Sam llayes; M-F 7 B am; 1 June; 52 whs and 4 davs (Pac)

NEC 11 This Woman's See M-F 24-4:15 pm; 1 June; 532 whks and 3 days
Mazon ABC 277 Adventures of Ozzie & larriet; F 9-9:30 pm; 29 Sept; 532 wka
Leo Burnett CHS 153 Girand Central Statfon; Sat 12:00:0 pm; 3 June; 52 wka

B> 154 looseparty & Ce Adams; M-F 3:30-4 pm; 28 Auvg: 39 wks

CHRS 173 Arthur Godfrey; M-F (alternate days) 10=15-10:30 am; 1 June; 51 wks
William Weintrauh AR 265 Manday Morning Headlines; Sun 6:15.6:30 pm; 28 May; 532 whks
BBD&O N 1ah NBC Symphony; Sun B:30-9:30 pm; Il June; Theatre Guild (hn The

Air; 10 Sepr; 532 wks

National Broadcast Sales Executives

NAME

Arthar J. Barry Jr
' William Berens

Il. Hellin Boyoton
l Ralf Brent

Herbert A. Carlborg

Maurice J. Condon
Themas Dawsen
Joha 5. deRuswy
Arthur B,
Gordon Gray
Richard Hogue
Dale Lutz

Robert M. Mclredy
L Fred J. Mahlsed:
Haywood Meeks

Donegan

Jack Pacey
William B, Hyan
Alan IL Schrocder
. A. Seviile
Donald Shaw

8 ITu next issue:

FORMER AFFILIATION

Froe & Veters, N.Y., »p (reslgnation effective in June)

WNEW, N.Y., speclal events dir

Fletcher 1). Richards, N.Y.

WBEBM, Chi., sls prom mgr

CBS, N.Y., Radio 3ales, castern als mgr for radio sls—
AM

Roy S. Durstine, N.Y., radio-tv dir

CRBS, N.Y,, Radio Sales, acet eaer

NBC, N.Y., mgr of natl spot sls

ARC, N.Y., asst mgr of pub depr

WiP, Phila, vp

Musiec Corporation of America, N, Y,

Firestone's Central Sales div

NAHN lroadeast Advertlsing Bureau, N.Y., asst dir

CHS, N.Y., Radio Sales,

WAYS, Charlotte, N

rescarch & prom mgr

ABC, N.Y., trade news editor
KFI, KFI.TY, L.
WOR, N.Y., sls rep in Chl, amd Midwest territory

+ EEn mgre

ABC, N.Y., supervisor of 1v comml and swstalning traffie

NEW AFFILIATION

WEOK, Poughkeepsie, vyp and gen mer
WJIZ, WL TV, N.Y., prom mer
WOXR, NY, jr acel eaec

agr

Same, ngr of sls dev fo= 4M X TV

Sam sl

WEOL, Elyvria-lorain, O,
Same, casiern sls mgr
WEAL, Phila., gen ala Jlir

addel duties

Een mgr

as trade news editor
dir

Same,
Sawe, member of hoard of
ABCN ¥ inei ala. dep
WRFD, Worthin
WOEAU, WOAU-TY, I'hila., sls mgr
Name, gen sve mgr

WOL, Wash.,, WRFD, Worthinzten, ().,
Broadeasting Uorp)

. U, state sls div head

prom & puls die (Peoples

Name, asst to s in charge of pub alairs
AR (sizgned deveor contract as gen mgr)
CBS Radio Sales,
WOEAY, Norfolk,
Sane, v dept of ABC stne dept

Chi., als

Va,, pen mer

New National Spot Business: Vew and Renew on Television:

Station Represeuntation Changes: Advertising Ageuey Persounel Chauges




Sponsor Personnel Changes

New and Renew 5 June 1950

NAME

i k. Berres
sonthern s

= & NI Fine Fowls Ine, 3

1 Electr

Jamwe~ 11, Hlack
foo A, Hradford tow
Wl Brodie Iru

Howarl =~ Cauk
Hernard ). Conper
James 1L Fanus

Jubhn 1, Gansenhober

Young & Hubicam, Ture

Panl = Gerul il ry Mills |

Irank Guorman

resvarch dir
Vrank Thggine
Johu M. Kane
W, FE. MeW hurter

helluge Sales ©

Hav Marin sliddated Edi=on (o,
. F. Rork

Johnstun 15 S¢

Canler div) «bs dir

els

Haolwrer 1.

Fiveoer

New Agency Appointments

Cu, =eln
eNdew Yourk Ine, sle n

ican Home Fooila, %Y
Pulley & Hardware Co, NY, oy mer

Western Eleetrie Co, NY,

rling Rubber Co., \kron,

& HBowles, N Geldd g

Hydrox Corp, Chi, pres teubei
»

FORMER AFFILIATION

hellogg Sales o, Rattle Creck, Mich., sp in charge of

N, exee ap
apparatus lept

arel eaee

hirsadeast «ls mgr

Mupls, grucery proad div pres
Standard Brands Ine, MY asst prod mer
Julin 1, Hawles Cilia Pharmacentical Product=  Ione. %Y market

Henson & Hedees, MY metropolitan VYo sls mge
Bantle Crech, Mich, vp
OwensHlinois Glass Co., Toledo, ads mge Insulox prod

Ny oasst ady dir
FEleciric Amto-Lite tlo, 295, b prom mer
Tuternational Detrala Cuorp,

Murion, O, (Universal

ng ~tall
ry ol Sational Dairs

Nire Fines. Y0 pew peallie mgr

NEW AFFILIATION

same, castern div sls mgr

Hine=-"ark Foods Toe, N Yo dir amd vp

Samie, tulie div oady

Mavuwing, Howman &
Mer Conn,

Rrock-Hall Bairs Co, Hamden, Conn., alv mger

v Paint & Yarnish Corp, R'klsn,, ady mer

d Maieh Co, NY,, adv mpgr

sl mpgr (div of MeGraw FElectrie Ca),

Clawde Neon loe, VY, (Standard Electronics Corp), sp In rharge

of =ls

Sawmr,

wrporale v
Persunal Products Corpe Milltown, S0 die of ads
White Labwraturies lue. Newark, marketing exer

Same, cvastern cls omgr

lis

Samie. wls mgre Rimbile Glass dliv

Same. vy ddie
Same, export sls mgr

A, ) Lindemann & Hoverson Co (Lectro-llo-t), M'waukere,

sls wmgr
=, chairman of the board
eeveral | dey NYL i VMaxwell Hons=e div), field prown
National Dairy Products Corp. %Y., eaee s p

Northeast Vielines, Woston, sp in charge of =ls

SPONSOR

IoAppel & Co toey VY
Apple Conevmtrates Doe, Sterling Junetion, Mass,

League Togs Ine

st L.

brn=,

LT (TR |

Uplvars Sales Can

lpas Corp, €0 nuati

Phe Cowninvnral Hliness Sational Hank & Trusr Co,

L hi.
Celbelwn Fire Fuipaooeor o, Newark
The €A N 05 N
Pasisom

b |

leal Corp, Rulto,

erwite Lue, NY.

Stos e i W
Lawn ark  Aseor, Glesilale
Iree Sewine Machine Ca, Hockforml, 1),

The Laller liensh Co, Hartford

I s Sore, Rhaneas Cita, Ma,

Y

rlilt Wra-<ivres, N3,

Mavimilion baes, MY,

Fodoe WMevk Tadusteies Toe, Phoomnth, Indiana
Vhinerva Wased Paper Cu, Wi Calif,

N we Sales Corps, MY,
Soeten Ca. Ware « Mo (Refraciory ilis )

i Sewing Mz

Sulen Corg, T oglesoml, N,
Perfliort Sepli LT T
Plastie Prin Curp, thasining, Yy,

Prive Pradluct= Cu, Hostoan

Raneer Jue 1 Chiester, 1a,
Hover Chewmi o, NY,
=mosmel Spite X Seps i,
=chipparelli Toe, 3
=ehivTelin & Cu. MY
Mre. Sehlurer’s Toe, I .
=vott Wadin Labwratories, ¢ Wi,

Seevive Dimlusiries,
Stare Iy Y,
Felreetrnn Cu, MY
LT « Notienal Guoard, Wash, Foi
Vet W Toe, MY,

The Ward Paper (o, Merelll, Wise,

The Wulverine e e L, |
Yanher Matal Proaluets Curp. Surwolk, v,

PRODUCT lor service!

Ty Detle honsecnats
Coneenteated apple juice
furnichings

Hemao

Bathroam scales
Lintter wafer
Children's dlevsses

& i
~hades

Hank

Fire eaqpuipment
Tona wis
Che

"

ieal praduets

Diaperwite powder
Kirrhen ranges
tery

Sewing mnelines
Nuprehold 1
Pepa

I akiv
sfure
imporier

wiits

e machines

Ahrasive mmnnfavturer
walsiape antisfrecse
vl

wheat processirs
Il eleanrer

N R ag

Mammfactorers
bt

i dnterlindnes
Penta-Tow vl

Sun Maisl wravgs drink
Vatomobile lups

X avlesision

terferenice alisurher

AGENCY

Fashion, N.Y,

=atherland-Albott, Hostan

an Ine, Phila.

K. Freneh, &1, 1.

Jones Co, MY,
Wallace-Ferry Hanly Cwp. Chi.

a, Fellers & Pre<ba Ine, Chi,
w Co, VLY,

1=l alkenbore, N.Y.

Farson, 1ol & Northlivh, ati
ovhe, Williams & Cleary Tne, Chi.

G M. Hosford G, NJY.

Vaote, Lone & Belding, =.F,

St Grorges & R
Inly )

Vietor Yan Her

How hem .

Ihan It, W1 r o, LA

Foote, Cone & Welding, Chi,

Hubert W, Orr, MY

az I

Willimums-Valkenhorg, R
Alliert Womlley Gu, MY
LeMally Tae. Ch
I Grider, Cleve.
Jvseph Late

D, 74 14

Chirnre Coo 330 & Boston
Juls )y

& Keves lue, NOY.

e, Baltw, (effcctive 1

Morey, Hamm & Johnstone (Muriel Johisione

LeVally Tue, i,
Wolley & 1t Til=,
J. Walter

Nureman 1L Warees, NJY.
Precha, Fellees & Presha lue, Chi,
ew, Detroin
Heies, NY,

Foshive ohiv ). MY
AL Aslams, NOYL
Copley, Buostun
Lamb & Koeen, Phila,
Sin A Cru o, NY,
Edward A, Grossfeld, Chi,
Halierr W, Orr, NUY,
Haffwan, M. ).
Coxn & Tane, Mhila.




willie wish

presents his “All-Star’ team

of baseball-minded sponsors —

Once again WISH is the “Baseball Station™ in Indianapolis

and once again we're in there batting for an impressive lineup
of sponsars who recognize that WILLIE WISI packs a
terrifie wallop in Indianapolis,

Yes, WILLIE WISII is now batting for this All-Star™ team:

Cook’s Beer — Baschall Broadeasts every night
Sawyer Biscuit Co, — “Dugout Dope™

Sawver Biseuit Co. — “Baseball Chaner™

Snider Studehaker Service — “Fans In The Stands™
Pennsylvania Motor Inn — “Sunday Baschall Revue™
Indianapolis Nash, Ine. — “Basehall Scores™
Advance Paint Products, Ine. |

R . > “Hits, Runs and Airs™
Leon Tailoring Company \

. A

\dwish

OF INDIANAPOLIS
offilioted with AMERICAN BROADCASTING COMPANY
GEORGE J. HlGG‘NS, General Manager




[mportant.
in your 7

'\\.

selling /0)

WDEL-TV

CHANNEL 7

WILMINGTON, DEL.

WGAL-TV

CHANNEL 4

LANCASTER, PENNA,

The only television sta-
tion that reaches lhis (% Irll"iu'
large, important Penn- "5/ rl)

Local program-

sylvania mar
ming—lop shows from lour net-
works: NBC, CBS, ABC and
DuMont gquarantee adverlisers
a loyal, responsive audie

STEINMAN STATIONS
Clair R. McCollough,

General Manager

Represented by

ROBERT MEEKER

ASSOCIATES
MNew York Chicago
San Francisco Los Angeles

NBC

TV AFFILIATES ‘

Donald W. Siewart

Advertising Division Manager
The Texas Company, New York

Don Stewart, manager of the Texas Company’s advertising divi-
ston. is the man who “discovered™ Milton Berle.

At least, he recognized Milton Berle's terrific television poten-
tialities,  That was back in 1948 when the Texas Company was
heginning to expertment with television. Stewart had been following
TV closely since the first commercial broadeasts before the war.
Somehow he felt that Berle, the brassy. mugging. fireball who up to
then had heen most successful in night clubs, was just the man to he
permanent emeee of Texaco Star Theatre. He plumped hard for Berle.

Berle's rise to his present position as Mr, Television (eurrent Niel-
sen. 9.0) proves how :_'Ulllt Stewarl's =ense of .-hn\\'lll(lllr-llil' is,

As the man who spotted Berle. Stewart ranks as at least a minor
prophet in an almost unpredictable industey. His guess abont future
TV programing: hour shows will be forced 10 go on an every other
week basis to cut costs, e thinks that if a show is good enough it
will hold its audience. (Others in TV disagree. however. For ex-
ample, the Ken Murray Show. which i< Bl in the curtent Nielsen
listings. has failed 1o buikd a satisfactory audience on o hi-weekly
basis, is ¢ \inulud 1o o \nl“\ this fall.)

The Berle show is budgeted at approximately $10.000 a week. To
keep costs from soaring even higher. Stewart polices the budget
personally, “1Us surprising the way waste can creep in.” he says,
“We cau casily go overboard on set= alone. To avoid that, we put a
cetling on set costs and stick 1o it. At times, vou start ont with one
idea in mind and then change plans. This can put a hole in the
budget, For example. we've gone ahead and hought musical arrange-
ments and then never nsed them. Way to avoid that is get your plans
=l |u-fnr|' Volul .\Fu‘l]n'."

Stewm s total ad hudget is approximately: $6.000.000. with a Liule
over £2.000.000 allotted to vadio and television, The company has
alwiys gone in for big-name and prestige programing, sponsors the
Metropolitan Opera radio broadeasts during the season (on ABCH,

Stewart came o the Texas Company back in 19306 after wide
experience in a nmmber of ficlds. He picked npoa hasic knowledge
abont the oil industey working [or the O'Shaughnessy South Amert-
can (il Reports wheve he was evervthing from oflice boy 1o resrite-
man.  He beeame top man in Texas Company s advertising in 1945,

SPONSOR
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Pp.-S. I

Subject

""Markets on the move'’
27 February 1950
Transit radio

Fransit Radio is still on the move— up.

Though progress has been diflicult all the way. its
srowth Lias been continuous, As spoxsor pointed out in
it= article “Markets on the move.” ™

than the protests of competing media. the disgruntled

it will take more

complaints of the minority. to pernmnently stunt this new
mode of radio application.”

The system has been stretched to 23 cities. There are
now 3.300 public transit vehicles equipped for transit
radio. with a total of 215.900.000 passengers every montlr,

A May report veveals that national advertisers using
Transit Radio have gone from 25 to 45 since 1 January
1950, an increase of 80°7. Local advertisers numbered
344 when the last report was compiled in February. l.o-
cal and national renewals are running very high.

The type of programing used by Transit-Radio stations
seems Lo meet the approval of FM home listeners as well
as passengers. A survey was laken reeently in metropoli-
tan Washington, D, C. Those who listened 1o the Transit
Radio FM station at home numbered 23.800 weekly (lor
an average of 00.5 minutes per day). And 47,600 peo-
ple listened to FM radio on transit vehicles (for an aver-
age of 22 minutes per day ). All in all, the Transit Radio
FM station had more than three times as many listencrs
as the next highest FM station in Washington.

Disputing the validity of opposition of “anti-listening™
highbrows Frank Pellegrin, vice president in charge of
sales. stales:

“We entertain them (transit riders) in the most pleas-
ant and wholesome manner, and give them up-to-the-min-

ute news bulletins, tine sizuals. tlemperature and weather
reporls, .-]:u[!:- huletins, and countless [Jll!iil' SerVIiee an-
nouncements promoting safety, the Ked Cross, Commu-
nity Chest and all the other important civie amd charitable
campaigns, lu meeting civie emerzencies, Transit Radio

can render superh seryi P

P-S. |

““The Peter Poul formule™
3 Jonuary 1949
Sub|ect

Newsca:zt advertising

Peter Paul has swectened i1s radio advertising.,
“The Peter Paul formula™
ago last .l;muur_\' has been |'1'\;|||||n'|| lo coneenlrale on

SIMONSOR ||¢-~| !ilu‘ul JdAeal

the younger age groups.

During 1949, candy business in general leveled off.
though Peter Paul managed 1o hold its own throughout
the year. That wasn't enough. Early this vear, the com-
pany brought in a new advertising director. Elliott Plowe.
They then switched to the Maxon \veney: started search-
ing for shows to add to their famous newscast program-
mng.

lu 1948, the company used 126 stattons per week for
1S news programs: these now have been reduced to about
70 stations. However, Peter Paul has wot changed its
news broadeast policy @ still airs spot news throughout the
counlry.

The change in policy involves addition of TV Kid shows
1o the budget. The company now sponsors 15 minutes of
the half-hour Magic Cottage five davs a week on DuMont.
The company also sponsors the half-hour Buck Rogers
show over ABC-TV ecach Saturday.
added 25 April: it's a 15-minute TV puppet show aired

Mondays through Fridays over WBAPXTV, Fort Worth,

See-Saw Soo was

by smart spot selection .

Nefwlori Neiwuri WEMP WEMP.

FACT FILE ON MILWAUKEE EL:{oN

If you have $50 or $500 per week to spend in selling the Mil-
waukee market, WEMP, the city’s No. 3 station can give you al-
most "2 the audience of the No. 1 station at 1/6 the cost™ or

3 times the listeners
g_w:r dollar yvou spend

“Based on May-Sept.
Hooperating of 269 for the

i26 i ;
No. 1 station and 12.6 for

*WEM

24 HOURS OF MUSIC, NEWS, SPORTS

HUGH BOICE, General Manager
HEADLEY REED, Nat. Representative
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KMOX IS THE SIX-TO-ONE WINNER!

Year after year. in every listening study made. KMOX
wins m a walk. And 1950 is no different. The first

Pulse of St. Louis |:ru\¢-t| il. The second confirms it.”

Of the 504 ([llill'!l'l'-lll)lll‘H all week long, KMON wins first
lllau-q- n A18...585% more wins than any other station!”
Of the total 240 weekday daytime quarter-hours,

KMOX qwins first place in 200!

Of the top 10 locally-produced daytime programs,

9 are on KMOX!T

[t’s no news to us— but 1t’s new and further |:|'nn|"

for advertisers—that KMON alwavs wins casily in St. Louis.
'“I;ll-:-% one }:(mtl reason why KMON 1s the orealesl

a‘u-lling force in Mid-America today.

“The Voice of St. Louis™ KMOx

Columbia Oiwued < 50.000 watts» Clear Channel

*Report Mo, L JanFole, 1950, 1 N 2 M Apr 19500 #6000 AN e 12200 Mid . s heu Satund Gt A
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Bewrll
Brannlger Roal Est
Aleazar Hestaurani
Ford Dealers
Family Shows
Colonial Fuol
Cherner Mater
Amorican  Heating
& Enmg'g
A AA,
Feunlaln Beauly
Salen
Capltal Fur
Columbia Motors
Atherten Fel Shop
Christian Se¢l. Ch,
Q. S. Laundry
MNash Boat Marin=
Supply
Auburn Molor
Al's Servlee Sta
Natlonal Beer
Helvinntor
Howard Cleanary
Parson’s Ammonia
Nerlhwesl Malor
Liberal Credit
Clothing
Mutual Life Ins.
Pawell Radiator
Moterola
Peninsula Bus
Liney
Nall. Elee. Supply
Dur Baby Shop
Nucoa
Natl. Upholstery
North Plano
Cirtus  Juier
lohn Agnew (coal)
Bayuk Phillies
Capltel Wall Pap
Arllngton Market
E-Z Cut Ham
Fairfax Dairy
Boulevard Farms
Tea Room
Burks ({Jeweler)
Brewer-Snyder
(potate chips)
Harrison HBros,
{plumbing)
Kralt Loans
Fashlon Shop
Hocht Depl. Store
Glen Echo (amuse-
ment park)
Food Fair
Haley's fauto)
Globe Cab
Foreo Cereal
Farmer's Produce
Lile Magazine
Martinson's Colfes
Wash, Dally News
Stenotype
Shah & shah
(lewrlers)
Peter Paul Candy
Sears-Roebuck
Thom McAn Shoes
Mueller's  Macaron;
Amer. Expross Co
Zlatnitk (ser cut)
Morrell (meats)
Siiver Spring
ibowling )
Ritz  Studloes
{photos)
Prudential  Bldg
Assn
Wilson Line
(stoamship)
Rigas Turk  Batns
Wash  Gas Light
Calonial House
(furniture )

WCBS SPONSORS

B. 0 o
Griffin oy
Lehn & Flnk
P Lorillard
Marlin  (blades)
Smith Bros,
\';urg Baking
« Wil i
Barbasol a
0°Sullivat  (heets)
Simon  Ackerman
{elothes)
Curtis Fublishing
General Baking
Grave  Laboratories
Interwowen Socke
Manhattan Snap
Patent  Cerpals
L‘rn'n Tohacco
savings Ak o
Viek Ghemica Py
Unlted  Fruiy
Edward Maorgan
B ::urd cary)
=nlancese  Cor
l!Y l'rh'phnl:u
E;ﬂ;l-'r & Ganmhis
stern 3
f’_‘urwu A Lines
sen. Elee. (1
Hat Corp. af g:‘l‘
NY Heeald: Trip
Louls Sherry
Calumhia Reearils
IF  Corp
Gold Seal
Ho!t-Deland  (eary
Paramnudt Pleturos
Sehuitey Candy
Hesr'y Bulteryegten
Corinthe Fpatiek
General Foorly
Internatinnar Sa't
Panlek & Forg
fireal AAP Tia
Colgate. Palm_ . Pesy
Lrwyt Corp
Natlanal Biseuls
Pepsl - Cain
Eaten Papger
Koral Lak
Brown & William
Aan  (tnhacco)
Crowrell-Callier
Alahl-Meyor
MeKnuvon & finh
Llggott & Myers
MeGiraw - HIN
Beul Fomdy

4
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Codfrey’s ofthand
Washinaton monumeni. He has used same needle-them-but-don't-stab them technique
for a horde of other sponsers with equal success. A few of them are listed at left

sor will tell vou how he does it —at no
increase in the ||u|'l‘|lu:=-r' price of this
magazine. sSPONSOR regrets its inability
1o tell the breathless advertiser how 1o
duplicate Godfrey's [abulous suceess
without huying Godfrev. Nonetheless,
the ivellable Arthur works his sales
Illil:_'ii' for all 1o see and hear. without
the aid of mirrors, wires, or hidden
trapdoor=. Any radio or TV advertiser
who Kkeeps his eves peeled can learn
much 1o his pruﬁl from the old
Maestro.

Godfrey takes the curse off the com-
mereial by knocking the stuffing out
ol it. Whether or not Arthur invented
thi= technigue. as some people elaim.
i< hesidle the point. He is the Toscanini
of the unstuffed cammercial. and he
has made it pav ofl as no one else
ever did  for several hundred spon-
<ors. in million< of dollars worth of
<ales: for CBS. in gross billings of
some ST.O00.000 annually; and  for
Godfrey, in a vearly take of about
600,000 and all the Chesterfields he
can smuioke.

A= far back as 1904 Godfrey's gold-
en touch was working so well that
CB=. chortling over his sales feats in a
promotion picce. felt the need to warn
wonld-be local sponsors against over-

aptimism.  \ Gadfrey hrochure issued

approoch to radio selling made Zlotnick's polar bear a

by the network’s Washington station,
WTOP. confided: “This Godlrey is a
mighty popular man and right at the
moment he has all the sponsors he can
properly handle. But, the way we look
at it. there's always a chance some of
those lucky people may retire pretty
soon on the money Godlrey's persua-
sive selling has made for them. With
that possibility in mind., we have an
extra-special elub room  with  deep-
plush upholstered chairs . . . for adver-
tisers who want to be in line for a
place on Godlrey's Sundial. Just call
WTOP. or the nearest office of Radio
Sales. hwvite Godfrey to lunch, and
he'll see that your name gels on our
deluxe waiting list.”

Brave words. those. but [ar [rom
bombast. Not when the advertisers
themselves join in the love {east. Here
are a few excerpts from letters in the
sales department files of WCBS, Ar-
thur's New York outlet:

“We feel that the results obtained
through Godfrey's efforts  (for the
Durham-Enders Razor Corp.| have en-
abled us to build a business in one of
the most difficult markets in this coun-
try. . . . We have tried many other
forms of advertising in an effort to in-
¢rease our business activity in this ter-
ritory. and while we had a slight in-
crease. we had never been able 1o gel
the business up to the point where we
felt we were getting a fair share of the
total volume of the razor and blade
busines= in this rich market. The re-
sults are phenomenal. and again’l tell
you that the money we have spent with
Godfrey is very definitely a sound in-
vestmenl.”

From a retail store in New Jersey—
“Because of vour comienls on the
radio . . . the sales of Interwoven Sox
have jumped enarmously. We find our
shelves practically empty. The people
of Ashury P'ark are going around
barefoot hecause of their inahility to
purchase Interwoven Sox. If vou will
notify the Interwoven people down at
Martinshurg. Va., of our dire predica-
ment ... 1 am sore they may he able
to do =omething about i,”

“1 just want 1o thank you on hehall
of our distributors and ourselves for
the swell job vou are doing an Fritos,
Furthermaore the publicity you are giv-
ing our product is already showing up
in increazed sales. Last week was our
biveest week Lo date, amd this week
will be still bigger.™

“We  ithe National Bizeuit Co.)

[ Please turn to page 10







PANEL: GUINEA PIGS FOR SCHWERIN STUDIES LISTEN TO PROSRAMS IN STUDIO. NOTE RESPONSE TO COMMERCIALS THEN

Mitch your
commercial 1o
vour program

Sehwerin studies for Toni and
other clienis prove that “psychologically

compatible™ messages do hest job

g Qualitative radio research

: has a wayv of making those
vital seconds of selling time count,

When it can show a sponzor how 1o
doulle the number of extra customers
per thousand listeners without increas-
ing the cost of his show. then it’s worth
a long, long look.

\ud s getting it. too, these days,
from research-minded  organizations
like Bell Telephone, Camphell Soup.
\dmiral  Corp., Miles Lahoratories,
Quaker Oats, Tont Company. and oth-
ers.  Their experiences form part of
the backgronnd of a recent Schwerin
Reseavch Corp. study based on reae:
tions of more than 500,000 In'n|.|||- Loy
1.500 radio programs and 2.300 com-
Hnen i\ll".

The problem of making radio com-
mercials sell more histeners was never
more important than today when tele-
vistion 1= eating into avatlable radio
andiences, That's why Schwerin's dis.
covery of sure fire wayvs to pot more
sales punelr into commer 1als 1= ol oul-
standing interest.

For nearhh a vear Schwerin and his
stall svstematically analvzed a trenen-
dons mass of data they had acenmue-
Lated about 1.500 programs and 2,300
conmmercials. Their object: o isolate
lactors which make radio shows sales
elleetive,

SPONSOR
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wEASURE

Schwerin researchers found them-
selves tracking down the answers to
fascinating questions like these:

“Why did one program create five
(ines as many extra customers per
f;ff}”\ﬂ”(! H.\-"f'ﬂr‘i’h s HHUH‘H‘! _-\'.r‘.ir'rd _J'.(U
the same Sponsor ?

“Was a sponsor right in dropping a
show costing $2.94 per thousand listen-
ers and keeping one costing S3.47 per
thousand?

“Why did a low-rated program de-
liver three times as many extra cus-
tomers per thousand listeners for a
sponsor as another with high ratings?”

While studying commercials  for
Miles Laboratories. The Toni Com-
pany, A.T.&T.. Campbell Soup. and
other leading radio advertisers. the
Schwerin  organization discovered a
systematic relationship between com-
mercial remembrance.  believability.
and sales effectiveness.

But this wasnt new, except for the
huge scale on which it was demon-
strated.

Schwerin next proceeded to analyze
various methods by which memory
and credibility of the selling message
could be heightened by tyving it in with
best liked elements of the program.
He called this relationship “Psycholog-
ical Compatibility.”

One of his initial research steps was
to divide the sample [or each program

{Continwed on page 56
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FINDINGS: AS RECORD PLAYS, PROFILE MACHINE SHOWS

F10E

TESTIMONIAL GIVER:

HOUSEWIFE

PROFESSIONAL

WOMAN

SHOWGIRL

SPONSOR'S OWN

EXPERT

AUDIENCE ATTITUDE MINUTE BY MINUTE. SCHWERIN IS LECTURER

PSYCHOLOGICAL COMPATIBILITY

IN SERIAL DRAMA

REMEMBRANCE
AND BELIEF

5%

RELATIONSHIP OF BELIEVABILITY TO SALES EFFECTIVENESS

PROGRAM

GIVE AND TAKE

LADIES BE SEATED

BREAKFAST CLUB

CRIME PHOTOGRAPHER

EXTRA USERS PER 1000 LISTENERS

100
Total users per 1000 listeners 310

2
Total ueers per 1000 listeners 310
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Treat-em-rough' Drew Pearson sold plenty of Lee hats.

Salesman Montgomery does nicely sans crystal ball

Lee pulls the hat trick

After Montgomery replaced reporter Pearson. sales

jumped 79%,. Rest of industry is still 209, off

The Frank H. Lee Com-
pany takes off its  pre-
.--||.'q||'l| hat to radio. The
venerable Danbury, Conne, firm had a

clear-cut goal inomind in taking its first
broad-gange network flyer o 19145:
challenging the leadership of the na-
tionally-known hat brands.  How close

< advertising and sales viee

have they gotten to that goal?
what Lee’
]-ll'-li'l'lli_ I. B. Beltaire. savs on that
subyject:

“Thanks 1o radio. Lee is as impor-
tant o factor in the hat husiness today
1= Stetson, Dobbs, or Knox.”™ And he
athd=: 1t would Lave taken us a _'_'uuu<|
do 1l
With radio we did it in five vears.”

I
Al IJ\
and Robert Montgomery, in that order,
The Carnezie offort, over 53 MBS sta-

200 years 1o with  magazines.

Dale Carnegie. Drew Person.

ttons i 19103, ean be counted as a false

start,  Dale dido’t make mamy Triends

for Lee whieh i= no refleetion on hi-
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|'|' ||.l| il;l! |-!'| n wWolle on l}u'

specialy sinee the ftations were too
widely scattered for effective merchan-
dising ellorts,

\Dout two vears later Lee was mak-
ing eyes at Drew Pearson, who was
then sponsored by Serutan.  Pearson
was not backward abont leaving Sern-
tan for Lee. and in December, 1915,
he made the change, hringing his erys-
tal ball with him (see “Crusading pays
Lee.” February. 1917, spoxsor),
Pearson ||;|1'L;|],'|' cost Lee abom S11.-
000 g week,
cost thent SLO00 a week.

I’l’.‘ll’\-llllv,'- l].’llllIl-IIl(‘-lnl I!I'I]III'."- come-

The Dale Carnegie show

menlary style, l'ul|j||l'|| with his fewd
with the Ko Klux Klan which made
Page One news. helped Lee sell more
hats lillliu;.' 1916 than any other manu-
facturer, (Stet=on, with a higher-priced
hine, was and still is the leader in dol-
lar volume,i By 1919, however. a fecl-
ing had grown within the Lee organ-
ization that Pearson’s mercasing con-

troversiality: and adoption of partisan

The

canses was probably not an ideal hack-
The

i‘!)]lll\\t'll. anl

ground for the Lee sales pitch,
now-historie hat-switeh
Pearson pasted an Adam label on his
crystal hall.

The Lee exeentives make no attenipl
to minimize Pearson’s great selling job
for them. despite the fact that they
Ihey admit
frecly that the veteran commentator’s

l||‘n|.|u‘u| his broadeasts.

fearless predictions and his straight-
from-the-feedbox dope stories were re-
_-|Hlll.'-ilr]l' for “flill"_’ lee out of the
“just another hat™ category and into
the household-name bracket, along with
Stetson, Dobbs, and Knox,

Lee has been making hats in Dan-
hinry. Conn., since 1861, when tastes in
male headgear ran almost exclusively
to the Blue or the Grav. But the cus.
Knew

they were Lee’s. The company  manine

tomers who wore them never

fuctured hats which were sold under
95 different
\lmost 75 yvears went by hefore Lee

labels and trade names,

SPONSOR
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2,500 LEE DEALERS WILL TIE IN WITH MONTGOMERY'S WEEKLY BROADCAST ViA

made its first effort toward establish-
ing the Lee brand namne.

They advertising
first, since it was traditional back in

tried magazine
1935 to sell men’s wear via printed
media. The ads were read, but to the
pl!]nlit‘ at large the name “Lee™ con-
tinued to suggest primarily a famous
soldier of the Confederacy.

When the magazines failed to deliv-
er. Lee turned to radio and Dale Car-
negie’s Little Known Facts Abour Well
Known People was expanded from 33
to 212 Mutual stations, Lee remained
a little known hat. A distinetive lahel
for all Lee hats, and a distinctive com-
mentator backed by slick
promotion and merchandising, finalh
did it. Lee sold $15.000.000 worth of
hats during 1946, Pearson’s first full
year on the air under the Lee label,
The next year about 8700.000 of that
gross sales figure was ploughed bLack
into Lee advertising: 8570,000 was
spent in radio, (Lee’s ad budget is still

I’l';lr.\nll
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around S700.000, but alimost all of it
is spent for air-selling. the rest going
loward ]milll-nf~:~.‘t|u' material and deal.
er ]ll‘l[lb. In 1947 the odd S130,000 was
spent on spreads in Time and Life.
When the

Pearson was dropped last smnmer. the

lllltlt'lli:llﬂ) suecessful
general but wninformed opinion was
that stand  prosperity.
Actually, Lee can stand it as well as

Lee couldn’t
the next manufactnrer. and was indeed
Further-
more Lee’s ad manager, Jack Beltaire.

anxious for its conlinuance.

and the finn's new agenev, Grey, felt
the time was ripe for the next phase of
Lee merchandising: surrounding the
Lee name, now firmly established na-
tionally, with an aura of smart sophis.
tication and glamor.
That decided. all that
was to find a sartorial paragon who
fitted this bill.

some slalure was lli'r'lll‘ll‘ Illll Hnone Hf

was ueeded
(”‘\'iul!r]_\ a ﬁ;_'lll'l' of

the available network pundits rang a

Lell with the Lee admen.  In the midst

ADVENTURE
*10.00

TRINITY
*10.00

RADIO

v
A
b

ALL AMERICAN

‘7.50 _‘“\
r' 9

MIRAGE — tee’s new
COLOR feature

THIS MASTER MERCHANDISING CHART

of this soul-searching someone put the
finger on Robert Montgomery.
Montgomery was an aclor, and 1ol
a radio commentator. But how does
one gel o be a commentator, excepl
_ In
addition to being an exceptionally able

ﬁhli of

Montgomery

Iy undertaking a commentary?

aclor 1ny _\|-.'1r.~'-' standing,
director. a
of the

Actors Gnild. and a man with an im-

wias a pro-

ducer. a co-founder Sereen

pressive war recond.  He was also well-
informed. and artienlate on a number
of \Pl!lil'll"' flll‘l‘if_{ll Lo “ll”_\\!mrll andd
Vine. The fact that he has been name:d
“Best Dressed™  lists,
wears a hat as most wives wish their

an oinany and
husbands conld, did not weigh agains

him in Lee's final analysis,

The Lee company and the Grey
ageney mulled these factors and de-
cided that  Montgomery  looked  as
though he might be their bov.  The

fact that their hov was in England at
(Continued on page 58)
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U. S. pours money and men into the

territory that radio sells best

\\IL'I.‘-L.'I is in_ l||ir- :'-[ln.'l“;_’fll. |l‘ium. \l'\\'h]lﬂ]n'_r.'- 5_"1-! ‘.ap.:tr.-.v rfi..-!rilm-
Men, money and equipment  tion through this extensive territory.,
are pouring into America’s northern But radio is an important friemd 1o
delense bastion: Congress is debating  practicallh every  Alaskan: often his
the territory s desire for statechood: and  only entertainment.
an increasing number of national ad- St dathy newspapers with an ABC
verlisers are recognizing the rich radio  circulation of 25,000 cover the entire
possibilities of this vital 586,000 square  market of 170,000 people.  Sunday
mile area, Within the last two months,  newspapers are unknown in the terri-
Budweiser, nion Oil. Bulova. Best torv. Fairbanks has the only daily
Foods, "ilsbury VMills, Colsate-I"alm.  newspaper published in the anterior
alive-1'eet, General Foouds and Lillltltl‘.‘-_ {The Faicbanks Daily News Winer).
among  others. have decided o take  Cireulation eoverage is a little over
advantaze of the Alaska boom via 5000 in an area containing approxi-
raddio advertising efforts, mately 50,000, People outside the im-

Here are some statisties imirl'liu_'_r up mediate Fairbanks area are lia'|u'll||'|-u!
what Alaska means 1o the advertiser: vpon  radio, a  sitation  prevalent
throughout \laska.

Magazines [are just as badlv, The
total AMlaskan crreulation of 11 leading
magazines amounts to 27.995 or about

FiaQ

Retail sales up 3287 i mne
veurs.

Per plar e oie GO hr_::;l"
or than thar of the stateside

_ 16,377 of the population. Under these
s uer,

i . , circumstances, 8075 of all Toeal adver-
Senee 20000) wew radio fami- % : I '
|l.-l|l|l.’ 1= IIIIIII' Via I'.'Hl]n_

With  Alaska  plagued by terrain,

transportation, ammd weather ohstacles,

hies Tust vear (in o television-
frev anarket ).

Radio is Alska’s nuwmber one me-  radio’s publie serviee role is unique.

28

Natiouual advertisers are flocking (o Alaska.

Stattons broadeast vital medical infor-
mation [rom a doctor to the foreman
of a mining camp where life mav hang
by a thread; notify a trader on the
Yukon River that a supply plane is
coming: tell a eonstruction worker al
Point Barrow of the death of a rela-
tive in the states: broadeast happier
tidings of a babyv’s birth. IU's serviee
like this that helps hold an awdience.

\laskans earn high per capita wages,
can allord the best. Buying income
jer jrumh is L7601 as rumpaln-:l Lo
the U. S family income of $3.836.
Sinee just about evervthing that Alas.
kans cat. drink and smoke, wear or
use s imported from the states. the
territory is a vilal. growing markel
(560 famibes who intend to settle
permanently cross the Alean Thghway
cach week).

The extremes of elimate in Alaska
provide a market for almost every
Kind of clothing, from bathing suits 1o
cor nuifls. In the Fairbanks region,
the weather compares 1o Montana:
around the coastal areas from An-

SPONSOR
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POPULATION OF ALASKA é

YALUE OF IMPORTS FROM

THE UNITED STATES TO ALASKA
$48.789 431

VALUE OF EXPORTS FROM ¥

ALASKA TO THE UMNITED STATES _,'h.(*

561,162,457

Alaska population, industry are booming

1749

-

155,000

$167,380.000

Statistics tell an important part of the territory's 1950 story

chorage to Ketchikan, it is similar to
New York and Baltimore. Tempera-
tures drop to as low as 50 degrees be-
low zero in Fairbanks but hit 100 in
the summer,

Broadeasting in Alaska is controlled
predominantly by two pioneers. both
|nn;linu~ residents who know the mar-
ket. The Midnight Sun DBroadcasting
Company stations (KENL, Anchorage
and KFAR. Fairbanks) are owned by
the fabulous “Cap”™ Lathrop. Owner
of the Alaska Broadeasting System is
William J. Wagner (KIFW, Sitka:
KFQD, Anchorage: KFRB. Fairbanks:
KTKN. Ketchikan, KINY. Juneau.
KIBH, Seward. and KOQL, Anchor-
age, a shortwave r|'|;|_\' station). The
Midnight Sun stations are hnked with
Mutual. ABC and NBC. The ABS is a
CBS-NBC alliliate,

Network programs are Inruu_'_']ﬂ in
via short wave or by transeription for
release on a delayed basis. Some pro-
grams (such as the World Series spon-
sored by Gillette) are taken from net-
work Seattle, The
games, for l'x:lllljail'_ woere ll‘l.'l\t‘ll l“-

rectly to KFAR and KENI through

lines in series

the facilities of the Alaska Communi-
cation System (the Army Signal
Corps). Other tvpes of network pro-

graming which do not require imme-

dhate release are tape recorded and
air expressed for delayved release.
Programing includes newscasts,

Ini &l”}

shows (dog sled races: music from

weather I'('Irn!'l". I?llliil]{'t'tl
local night elubs: the Tanana River ice

Alaskans het

on the date of the ice break-up), and

break-up in the spring

some of the popular network shows

Modern Alaska drug store is far cry from yesteryear's trading post

like  Father RKnows Best
Robert \Hm!f_'. and .‘"\flll“?‘lifl'l] ||_\ the
.\l.l\l\l'il HH!I%' “i\i:-inIi nl- (;I'III'IJII
Foods1. Lrthur (fllﬂflf;fl"\.‘ Talent
.\-t'uuf.h rimn‘un'll ||l\ l!ll' .'lll‘lll-'i." 1

(=larring

Lipton division of Lever Brothers on
A\BS and The LiJe of Riley bank-

lll“l'll |J\ Ilh' l,.Jll.-t ?‘.“IIE'.- ll.lllllil.'l“_\' (1}

KFAR. KENI are also part of the
Alaskan fare.

KFAR and/or KENI sponsors in-
clude  Camel Cigarettes. Durkee’s
Famous Foods. Canadian Pacific Rail-
road, Libby  MeNeill and  Libby
(salmon division). Northwest Ford
Dealers. Bulova Watches, Kralt Foods.

Coleman Lamp & Stove Company.

Schhitz Brewing Company, Procter &

Gamble (Oxvdol) and many others.
The Alaska Broadeasting Svstem ad-

(Please turn to page 50)

DOG SLED CONTRASTS WITH MODERN STATION. SIMILAR OUTLETS INCLUDE KENI, KIFW, KFQD, KFRB, KTKN, KINY AND KIBH
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SCARCE IN ANY CASE, HOLLYWOOD HAND-ME-DOWNS TO TV RUN GAMUT FROM OLD,

\

TO MIDDLE-AGED, TO NEWLY-MADE

ensational hut scarce

Feature films are racking up record ratings and rvesults

on TV. but the supply is extremely limited so far

Imagine walking into a
the
manager: “Wrap me up

store  and  telling

w7

v IV show with a 17-point Nielsen.”
Ihis is what stations and sponsors
the country are doing. in eflect.
when they buy feature films labelled
“Made in Holywood:™ IV film fare
hoasts an average telepulse rating ol
17.8 for 1919,
This liigh
“hand-me-downs™  long
theatres.

ver

average was made with

ago retired
[rom But

their way in quickly are films tailor-

OV I clhowing

made Tor television . ., cager lo meel a
demand which far outstrips the supply.

.|'n[r film favorites are the Westerus,
Bill Bovd. as Hopalong Cassidy. rides
ameng the leaders carrving the col-
for
cral Foods, Fyery Sunday night from
5:30 1o 6:30 on NRC. Hoppy goes

throueh hi- paces i a series which has

ors ol Silver Cup lireadd Gen-

omehow stretched over as whole vear.
IIII.!‘ I,!nll:

riding

;Irlli (.'lb-ln I\Itl dre
alon 'V trail,
would like to join the
thouezh he haso’t made his move

Ranger

hard the al

Gene Anlrey
I}IEI'-l
jnst yelt,

bBut 1

A mixed company of herpes on

doesn’t bhave to be a name
~UTICS,

Frontier Playhouse packs them iv every

30

night from 6:00 1o 7:00 on WPTZ
Philadelphia. Tts 27.5 Nielsen makes
Playhouse the highest rated local pro-
gram on 1V,

WI'TZ has also prmm| 1o advertis-
ers that there is an alternoon audience
for films. It lr]ll'lll‘ll the doors of lHol-
March. 1950,
from 2:00 10 3:00 pan. on a Monday

Ivwood Plavhouse in

through Friday basis. Belore starting.
the station lln]l;_‘lll from Asscociated
Artists Productions a backlog of 200
Monogram and  Fagle-Lion  releases
1930 1o 1916, Lacal ad-

vertisers watched the program’s 'ulse

dating [rom

rating climh to 10 and keep on going.
then decided to buy in. WPTZ kept the
price tag low by inventing a “six-for-
one” participation for fonr sponsors
on each film. For S100, each adver-
tiser gels a one-ninule spol, an open-
ing and closing wention with praduct
slide. and a mention with slide during
cacle of the other one-minnte spots,
Night Owl Theater on WIIN, New
York. _-|:|Il.- the cost ol the film three
wavs. American Linmoges China, Shop
In TY. and “llll'-l' ll{ Myers Spon=or @
series of 10 1o 15y ear-old Monograms.
Exven at 1100 pane Frankie Darrow,
Faldy Nugent. and Mr. Wong find a

receptive andienee. The elass € time

rate of 8555 an hour pleased advertis-
ers.  Amencan
220,00 dinnerware sets at
527,95 each for a cost of $3.500. quick-
Iy picked up the remainder of its 13-

l,il}ln;,_'_l'r- '-nltl. over

worth of

week ulllill]l.

Results have been good for other
kinds of prmlul'ir. I'::«]uirr Nm'(‘ll_\'
Co. bought a one-minute participation
on the Saturday edition of Siv-Gun
Playhouse. a daily cowbov opus on
WPIN. They offered a sheriff's luui,',u‘
to every kid who sent in 10c. In gal-
lnlll'l] 3.571 letters complete with dime,
Esquire Novelty renewed.

Kids aren’t the only filin fans, Emil
Mozul Co., for National Shoes. had
two brief mentions during an hour-

long western on WATV.  Newark.
Fxervone whoe answered  within 48
hours was promised a certificate per-
milting a 2077 discount on national

merchandise. Instead of the expected
1.500 replies. a record 7.772 poured in.
To benefit. customers had to v, thus
assuring sales,

Movie men aren’t snrprised at the
enthusiastic rn‘t*[lliul! old films zel lo-
day on TV, Visnal entertainment has
been their business since The Great
Train Robbery But filin
makers think TV viewers are getting

came  oul.

SPONSOR




claustrophiobia from variety shows and

drawing-room plays. Az Hal Roach,

v puts it: “Television will eventually
have to get outdoors, just as we did.
Someone has to sl on -lliil.-. ride
through sagebrush, and 1 i air-
planes.  People will get tired looking
at the three walls of a small TV stu-
dio all the time.”

But here’s the big trouble with filims
there just aren’t enough. When word
oot around that almost anv {eature.
regardless of age or merit. was hol,
there developed a wild scramble for
“product.” as the movie trade calls it
Small distributors,  <ome  large like
United Artists. and independent pro-
ducers rummaged through their stock
for film to which they had TV rights.
Other film was picked up here and
there by far-sighted investors,

What emerged from the wild scram-
ble and was offered 1o TV was a motlev
collection of Westerus. grade BB come-
dies and melodramas, serialized adven-
tures. cartoons, shorts. a small suppl
of Grade A features. and some foreien
films. Over LS00 titles are available 1o
television, Yel, i]f"-llil(' this stock, Los
Angeles. Chicago, and Cincinnati have
Ellrl'illl_\ exhausted the domestic -|||-|']\_

Higher rental charges. made possible
by expanded TV markets. are enticing
more prmhul ol various Lypes onto the
market. J. Avthur Rank eved the rich
dollar market and recently released TV
rights for 50-0dd grade A movies to
Standard Television Co. Sone lril lures
are only a vear old. feature Laurence
Olivier. Margaret Lockwood, and other
American-known stars. Standard has
done handsomely with what most T\
men consider one of the top grade A
packages available today.

Erberto Landi. an enterprising New
York advertising man. is experiment-

( Please turn to page 31)
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The Real Vi

IT'Ss VO SECRET -

® NEWSPAPERS have, for years, sold space with
circulation figures.

(Most Advertisers never ask for readership data.)

® RADIO has sold time on field intensity measure-
ments . . . program popularity polls . . . incidence
of tune-in . . . radio homes, etc.

NOW = the EFFECTIVENESS of these Media
Is Being Evaluated. .. Dollar =ftor=Dollar = §€) =
ODut the Window Go -

/
| JcomcipNTAL

|

|
F R E E m A Comparison Summary Based on these ARBI Survey
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The XL Stations

KXL KXLY KXLE KXLF KXLL KXLJ KXLK KXLQ
Portland Spokane Ellensburg Butte Missoula Helena Great Falls Bozeman

in cooperation with a group of advertisers, employed ARBI (Advertising Research Bureau, Inc.)
to test the relative effectiveness of newspapers and the XL Stations as advertising media in the
Pacific Northwest.

Assume the Advertiser Gets His Money's
Worth With Newspaper Advertising

WHAT DOES HE GET WITH BADIO?

THESE SURVEYS show conclusively that for th2 same number of advertising dollars the XL
Stations deliver to the points of sale more store traffic and more customers who purchase
merchandise at a higher dollar-volume than do the collective newspapers.

LOCATION BUSINESS STATION NEWSPAPER
Portland Department Store KXL Oregonian
Portland Book Store KXL Oregonian
Portland Women's Specialty Shop KXL Oregonian
Spokane Jewelry Store KXLY Spokesman-Review
Spokane Chronicle
Spokane Men’s Clothing KXLY Spokesman-Review
Spokane Chronicle
Spokane Farm Equipment KXLY Spokesman-Review
Spokane Women’s Wear KXLY Spokane Chronicle
Missoula Department Store KXLL The Missoulian
The Sentinel
Missoula Department Store KXLL The Missoulian
The Sentinel
Helena Department Store KXL) Independent Record
Helena Department Store KXL) Independent Record
Bozeman Furniture Store KXLQ Bozeman Chronicle
Bozeman Department Store KXLQ Bozeman Chronicle
Great Falls Home Furnishings KXLK GCreat Falls Tribune
Great Falls Department Store KXLK Great Falls Tribune
Butte Grocery KXLF Butte Daily Post
Butte Women's Wear KXLF Montana Daily Standard

rite the XL Stations - - 200 Symons Block - - Spokane 8, Washington.
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s Beethoven
commercial?

Classical musie stations in markets of

2.500.000 aud over report intensely

loyal advertisers and audiences

There aren’t enough classi-

cal music  stations  from
Maine 10 California to count on the
frngers of vour two hands,

Not one of them boasts of being No,
I or even No. 2 on the City Hooperat-
mgs, the Conlans, or the Pulses,

But brother, how they pull!

The combination of program sclee-
tivity. listener loyalty, and advertising
effectiveness caused SPONSOR Lo lake a
long look at the WQXRs. KFACs,
K3MO=, WOQOWs. Here are some of
our conclusions:

. Broadeasting nothing but good
music from morn to night. the elassical
music  station represeils a4 growing
tendeney toward radio station -.Iu-c-i;|]-
ization. Radio five vears hence. say
some of the experts. will consist of
sports - stations.  wews  and  populas
music stations, hillbilly music stations,
rural  audience stations. and sundny
other specialists. As forernnner of «
trendl, the elassical mus=ie station bears
walelring.

2. Contrary 1w belief, not only high.
brows listen 1o elassical musie stations.
Plewty of Tubovers. dishwashers, police-
mien, elerks, maids, and elevator oper-
ators favor them. t1oo.

oA classical musie fan s rabid.
He doesn’t want anvthing else, A he
ippreciates the station and  sponsor
teat bring him what he wants.

. "The elassical musie listener likes
his commercials soft and low. He dis-
hikes singing connnercials. The station
sives lim what he wants,

a2 Becanse oot evervone likes Beet-

hoven and Bacli, it takes a sizable com-
munity to keep a classical music sta-
tion alive. It won't pay oul, say most
of these stations. unless there's at least
2,500,000 souls 1o draw from.,

How well does the elassical musie
station do commercially ?

In New York., more than 21 spon-
<ors have remained with WOQXR since
s start in 1936, National advertisers
ul ('ll”t‘l',

walches, records, and a dozen other

cigaretles.  magazines,
products have been renewing consis-
tently for 14 years.

In Washington, D. C.. the general
agent for Singer sewing machines and
vacumn - cleaners “Station
WOOW. on which we have heen spon-
soring six hours of music on Monday

wrote:

nights, plus one anmouncement  per
week on Capitol Shoppers, has heen
urmng over 1o us punerous prospects,
\pproximately SLO00 worth of busi-
ness was closed on these ]II'lth}rr‘l'l:- mn
about three weeks,”

In  Los \Ilf_'vl:'r-. the Illlﬂ_\ wood
Ranch Market has sponsored a mid-
might 1o one aam, program for two
vears on KEAC, In one 10-day period
they <old 20,000 eans of orange jlli{'l'i
in two davs 3.000 dozen ogus, And.
despite a flooded market, they moved
FEOOO Christmas trees in one week.
Every produet plugged on the air has
~sold satislactorily for the Hollywood
Ranch Market.

These are just a few of the suceesses
classical music stations have scored.
ivolving

There  are others

jewelry stores, travel agencies, airlines,

Hany

‘ DEVOTION OF LISTENERS SHOWN BY THEIR PURCHASE OF PROGRAMS
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Photo dealer Brenner (right) sponsors symphony, opera on WQQW WQOXR varies program pace with quiz show. Musicians are contestants

clothing stores—almost every type of sic. Today. 14 years later. proof is salesmen, oflice workers. make up the
product advertised. abundant. From a four-hour per day remaining 67°7. As compared to

The revolutionary idea that a sta- schedule WQXR has expanded to an “non-WOQXR™ families, the listener
tion could support itself by plaving 18-hour a day stint. It estimates its  group is top-heavy with educated peo-
only classical music was first tested by audience at hall a wmillion or more ple. About 367 of WQXR listeners

two New Yorkers. John V. L. Hogan regular listeners. were college graduates: only 1177 of
and Elliott Sanger. lu 1936 their ex- Who are these half-million WOQXR  the nou-listeners were.
perimental high-fidelity station. W2XR. faithfuls? Theyv're not as highbrow as As night be expected. higher edu-

graduated into commercial broadeast- vou might think. According to a Pulse  ecation and skilled work bring higher
ing and became WOXR. By then they  Survey just released. 1977 of WOQXR's income. Of the "WOXR families,”
kuew that good reproduction was pos-  listeners are professional or semi-pro- 48 make 85.000 a vear or more. By
sible with home receivers of the dayv. fessionals. But the next largest group contrast. only 287% of “non-WQXR
Hogan & Sanger’s next job was to are skilled workers and tradesmen, families™ carn a similar amount. This
prove that people wanted broadeasts who comprise 147, Sixteen other sull leaves 527% of WOXR listeuers
consisting principally of classical mu- categories.  like  execulives,  outside (1 Please turn to page 60)

Lq

A Bay Area Radio Station devoted to m

YOU—the listener.

No jive..no soap operas..no hillbilly ..
no crime thrillers. . no singing

commercials.

EVENING CONCERT

HAVE g 1 : 1 70 10 om0 BiAL

THE WORLD'S GREATEST MUSIC B W i oy werr = KFACSS

Night and Day ocEt -

every hour...every day of the week

Try KSMO—1550 on your dial—you'll
always find a good program.

MNEWS: Five mnnulas before the hour, every hour.

1550 ON YOUR DIAL

KSMO promotion [above| sums up policy at most classical stations L. A. gas co. promotes concert series on KFAC with eye-catching sign
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STATION SHARE OF AUDIENCE

Tool Tor timehuyers

MceCann-Erickson has developed a technigue for
estimating a station’s share-of-audienee from

BME 6-7 times per week listening data

r E - - e aeiene—lo, ——§——— | - ] '
HMeCann-Erickson share-of-andience char I.....ﬂ

To read chart. seleet proper BMB percentage figure (at
hottom ) for particular area and station. Then continue

.
&
SARN
W

holoh L] T

straielit up to appropriate curve (day or nighti. Read

ofl estimated station share-of-audience at that point Lo

right or leflt on vertical edee of chart, 1 several areas
Ly 'l' { |'”||'i||k iI \\I'i'..']l l',ll'l] .‘-T_.'ll'illli ‘-h.lll‘“l!f-.’]llliil‘”l o

i
N

} v number of radio homes in that area. ( Night estimates
will be somewhat move acenrate than day. Night points.
uenerally * closer to night curve than day points are

lav curve as a careful look at the chart will show
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m Timebuyers. those tradi-
tionally  harried  citizens,
may soon be raising their bicarbonate
of soda glasses 1o toast Dr. Hans Zeisel
and his associatez in the research de-
parttent of MeCann-Erickson.  New
York.

Dr. Zeisel and his associates have
warked out an important statistical tool
for timebuvers to add to the many
they now use. It's a method of con-
verting  BMB  audience  percentages
into station share-of-audience figures.

This tool can greatly extend the
usefulness of BMB, particularly in
view of the forthcoming area reports
recently announced hy acting presi-
dent Ken Baker,

Up till now the oaly share-of-audi-
ence figures generally available have
heen in the Hooper Station Index. But
Hooper's figures are limited 1o some
100  cities. The MeCann-Erickson
technique makes it possible to estimate
station share-ol-audience for any sta-
tion in any county. Other agencies
have worked out their own methods
for doing this: but the McCann-Erick-

son approach is probably the first to
be described in [ull for publication.

What does all this technical gobble-
dygovk mean to advertisers?

Litle, perhaps. Sponsors are nol
usually concerned personally with the
merhanics of timebuying, But srozsor
presenats this report to give ils readers
in sponsoring organizations some in-
sight into the way advertising agency
specialists go about their work: and to
tell timebuyers. specifically. about the
new McCanao-Erickeon approach.

To make the ;_.:nillg va.-it‘r. here are
some short definitions of terms which
appear frequently here,  (Timebuyers
can sKip the aext few lines.)

- - -

1. BMB 1otal  audience — the
number of homes listening to a station
one or more times a week, commonly
called coverage. Tells nothing about
the number of hours an audience
spends with a station.

2. Share-of-audience - A given
station’s percentage of the total time
people spend listening in its area. In

this kind of measurement, one home
listening to a station for 30 minutes
would count the same us two homes
listening 15 minutes cach.

” a vertain stalton .Flwf wrn umfl'e'm'r
share of 20%e,
out of five minutes of listening in that
area wen! to that station.

it would mean that one

.

3. BMB audience percentages -
The number of homes listening ea-
prl's,ir‘t." imn ..U{‘n‘t.'n."ﬂgf‘s.

The chart accompanying this article
is preseated for timebuyers who can
tear it out and keep it as a handy
method of applying the McCann-Erick-
son techaique. The figures running
vertically at the left represent station
share-ol-andience. The horizontal line
of figures are BMB audience percemt-
ages. The two enrves runaing up the
chart (for night and day) were de-
rived from a comparison between the
Hooper Station Index figures and the
BMB percentage figures {or stations in
the Hooper rcities,

{( Please turn to page 53)

quotles

McCann-Erickson  developed the
technique described in these pages and
sPONSOR presents it in the hope that
readers will find it stimulating. Before
publishing this article, sronsor checked
it with a number of timebuyers and
research men. Reactions were varied.
One top timebuyer thought the Me-
Cano-Erickson approach was invalid.
Others were enthusiastic.  Several
pointed out that similar approaches
were already in use,

- - -

“No one knows better than Hans
Zeisel that the problems of a time-
buyer cannot be neatly handled by the
use of one tool to the exclusion of
others. It is also true, however, that
Zeisel is aware of the relationship that
must exist between the various mea-
surements of the behavior of the radio
audience because. after all, these mea-
surements are disclosing various as-
pects of the same thing. This article
is an excellent example of the manner
in which radio measurements can be
related. sSPONSOR is to be congratulated
for making it available to timebuyers.”

Kexyern 1. Baker
NAB Director of Research
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“We believe this is a helpful formula
Jor timebuying—in fact. we have been
using it for over a year.”

STANLEY PULVER
Timebuyer
Dancer-Fitzgerald-Sample, Ine.

“We wouldn't have too much use
for it. It is limited at the moment in
that it only covers BMB and couldn’t
be used for cvery station.

LiLLiaN SELn
Radio Business Mgr.
Foote, Cone & Belding

“Though it’s never before been put
in concrete chart form, I believe that
all experienced timebuyers have been
using a similar method all along. How-
ever, | think it will be extremely help-
ful to those new to timebuying.”

Trioaas J. Lyxcn
Timebuver
Young & Rubicam. Ine.

“I was very glad to see predictive
statistics applied so practically to radio
research. and it will be a great aid in
estimating listening in the many cities
that are not measured by ratings.”

Mamy CorLins
Radio T1" Timebuyer
Cecil « Presbroy. Ine.

“It's an extremely interesting study.
ICs a Jurther indication of the correla-
tion between the station’s share-of-
audience and its BUB levels. Confirms
our previous'feeling that there must be
a relationship between the two.

GeorcE KERN
Head Radio-TV" Timebuyer
Benton & Bowles, Ine.

“This method brings stations’ rela-
tionship to each other into better focus.
It will be valuable in comparing effi-
ciencies of stations where there is no
local rating information so that we
may have. as Zeisel points out. @ more
logical basis of comparison than with
BMB figures alone. The practical use
of this material would not be limited
to a n}.fu'hulrr.r in an agency—the ra-
dio research people are also called
upon to make analyses tn which such
an aid would be handy. | would con-
sider it a very fine contribution. but
one which is not quite final because of
limitations which do not take it bevond
city limits into the outlying areas
which a station also covers.”

Dr. Lawrence M. DECKINGER
Research Director

The Biow Co.
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WMAQ delivers? 3 markets

the largest news paperd

is
1
"

elivers

"
T
T

.

.

Evane

'
......... . SRS EEABLAN

Within the vast midwestern area surrounding Chicago are
many, many individual markets . . . cities of 10,000 or more
population that represent the focal buying points of their

respective areas.

Over one-quarter of all the families in 91 of these cities are
WMAQ listeners. Over one-quarter of all the families read
the area’s largest newspaper imonly 15 cities . .. and even in
those 15 cities WMAQ reaches a substantially larger weekly

audience 10 cvery single eity.

To reach the most people, most effectively in all of the 91
markets in this area, call vour NBC Sror SALESMAN and

arrange for youwr schedule on WMAQ.

iy

NBC SPOT SALES

™

kXM

NEW YORK « CHICAGO » CLEVELAND » SAN FRANCISCO = HOLLYWOOD




COMPARATIVE PENETRATION

| Area’s Lorgest
WMAQ Penetration

' i | % Doylime % Evening N“"":’;:;:""“"
iliin?is } ' {
~ (Cnicago | ey Saeed| | sifl _
Quincy 41 | 47 5
F Champaign 79 78 18
~ Urbana | | | e | 18
Taylorville 75 | 82 | B
.‘L B iatoin AN A MR N AR
& DeKalb . 75 84 | 27
B pagis, 1 7E TN MR 15
' Cagton el o7 | |1 ,
! | Ke&ange | ] 79 | 87 | - 14
: Aurora = . 86 - 89 f 30
T Eg | L T R R
' 'Kenkakee o7z ez | 27
Waukegan | g | 83 38
’ ! ai.ié-;b"j B | 78 ; . 83 ; 5:4 '
| Otana J | 87 ~._91 | N __?3_;_____ n
] IStTaator } 88 W L
s S I S I R R
| : i IPoziat.iac £ o | 80 90 | 19
pgesa | | | je | e] | u]
Bl?oming;on | 75 ] 88 | 17
Jgggm»vf““*~h. _ 80 | 87 8
T =20 | o, |
5

Nowreed Jor WMAQ penetration . BMIE Stwdy Ne. 2 March
140, Percowtape of total familica iv citylistening to WMAQ
Sowrer for nvavepa per penetration . Awdt Bureaw of Cirecu-
fations Marck (239, Percentage of total familiox in eity

reading thin nrieapapoer, INFORMATION AVAILACLT ON: SERVED BY:
For similar market penetration cotpirisans of New York, New Jersey, "llll'll. and E. Pennsylvinia wnee, New York
the areas served by seven major radio stations, Hlinois, So. Wisconsin and No. Indiagna . . . . . . wmaq, Chicago
write NBC SroT SALEs, New York 20, N, Y. Northern Ohio and N, W, Pennsylvania . . . . . . wram, Cleveland
| You will find that stations represented by Washington, D. o, Mary lund and No. Virginin . . - wre, Washington
NBC Sror SALes deliver more markets N o N o o e o R o) o s ey s KNBC, San Francisco
, with duep(-r penetration than any other ad- Colorado, Wyorning, W. Kansas and W. Nebraska . . koa, Denver
vertising medium, Eastern New York and Western New England . . . wey, Schenectady |



The '
picked panel
answers

Mr. Cassatt

In one ease block
programing eon-
sisls nf il 'llllllll'
the
same 1y pe of pro-

lni |JII'|.II'- n{

craming with the
various parts
hield together by

a master of cere-

monies. one who
i" \\f'tl‘kllll\\ll

Miss Simmons

and has a follow-

\n advertiser buying
this 1y pe little to
<av. amd the Tact that he huys the pri-

g in the area.
a segment of has
aram indicates that he approves of the
program and the ability of the master
of ceremonies to do a good selling job,

Ihis= type of program is usually
h:ll;l'_.'hl on the basis of I}I.r station’s
the entertainment
the

commercials in his own manner [rom

program. nol only

part. but with the emeee doing
materials -U|r|l|il‘:[ I3y the advertiser.
Ihis i= not alwavs the case. as Ny

will aceeplt ~I!.‘l|l'_']'u1 live or reeorded

announcements. but if the ecmeee is
rool, there i< more value received by
.|“u\\il|'_' ||ir:1 1o dlo ”Ie' IlllJlHIl‘I‘”‘lil}"‘
i IIJ- A Wis.,

[ the other type of bloek program-
g a station seheduales hours of o par-
such as

tieular kind of entertainment

‘i[-i[lt.l, ‘-l'i‘ll‘. mvs=tery, IIIII,"i", cle..
withe the l1l'[llill'i" different hut stimilar
in theme |'r--;.'|;trrr~ in this catezory
allow an advertiser more ]:-m\;:_\. hant
b <hiould definitely listen to the reconm-

mendation of the <tation.

L]

Mr. Sponsbr asks...

When sponsoring a block programing segment on a

station. how closely should the advertiser adhere

to the recommendations of the station?

|
Robert E. Cassatt | Fedders Quigan Corporation, Buffale

I this particular type of bloek pro-
sraming has been tested and proven
<atisfactory. and this can bhe shown in
the form of zood ratings, sales success
“tories. repeated renewals, ete. then a

new  advertiser should e r\ll'l'l‘lll"}
cautious about pulting in a program
that would not l'unfnrm to the pattern.

I'*ll"l\. i

new advertiser might want to change

In the case of a musieal
the type of music in a given period to
one that would be more appealing to
the gronp which he is trving to reach.
[nless the new musie wonld definitely
elash with the preceding or following
shows. there should be no objection on
the part of the station.
\n advertiser who wants to put in

a different type of program, therchy
hreaking the block. should carefully
weigh the subjeet before insisting upon
the chiange. hearing in mind that the
station had given considerable thonght
to the original planning,

PENELOPE SIMAMONS

Timebuyer

Federal Advertising Ageney. Ine.

\\"" }.ljiil

Olnviously, this
answier ('l']n'l:|l~.
entirely on the
reconnnendations
ol the stations,
and the Tacts in-
volved, Funda-
mentallv, the ad-

:-II"lllil

always be goided

vertiser

by the reconmen-
the
The basie funetion of a sta-

Mr. Koste

dations of
slations,
tion is 1o hoewe its market and s lis-

teners and 1o program o their needs

Advertising manager

and likes. Any advertiser. whether lo-
cal or national. cannot be in a more
favorable position than the station to
reallv know what is best for that par-
ticular market — and that particular
station—and even that advertiser.

In practice, “bloek™ programing ean
mean many things. and each interpre-
tation will encourage a variety of an-
swers.  But the general interpretation
of “sponsoring a bloek program seg-
ment” refers 1o an advertiser sponsor-
ing a segment of an established pro-
gram on a given station serving a
aiven audience.  Of eourse the major
exponent of this type programing is
the independent. whose entire pro-
sraming content is blocked and guided
These

stations have no “general national ap-

throughout the day and night,

peal”™ programs. Their entire efforts
are directed towards programing the
personality or the show that will ap-
fll'ill to the grealest number of ,u-u;lil'
in their particular area at a given
time. They ¢hange their programing
to meet changing local appeal.

Under these circumstances, the ad-
vertiser should always be guided by
the recommendations of the stations.
Neither
the program content. nor the person-
ality, nor the hasic function of the

Exen to commercial content.

program. may he changed by the ad-
vertiser. In many cases the commer-
cial comtent ean be more eflective of
the station recommendations are fol-
lowed, Here the station is the expert.
In addition to which. the station
“sponsors’ the entire program. wheth-
er oone. lwo or hours daily, 52

weeks a vear. whether this fl:ll'lil'lliill

four

advertiser purcliases this segment or
not, After carefnl consideration. this
is the program that was selected (and

SPONSOR




sinee proved | as the most effective pro-
aram to vie for the available audience.

Jrek KosTe

Prr'\'l.n(#'f.'."

Independent Metropolitan Sales
Yew York

This is the wav it
works at WHLIL
| Ill' sponsor :I‘-L\.
' II.II 1= a _‘,‘lm(]

time on vour sla-

tion for my busi-

t:' ness?" From a

3 |l|ll]’lil||‘.{h discus-
% ston we ascertain
@'. 'ﬁ-'r the nature of the
I .'I.l]\t‘]ll_.-l'l""- busi-
ness, s scope,
its trading area. himitations of the busi-
ness, the other advertising media used.
and the u]:jmti\r'_— of the advertiser.
Then the station can draw from its
surveys. its market studies. its past ex-
]u-ril-m es to determine the time most
suitable for the sponsor. lts surveys
show where the audience is. its size
ﬂml sCope, Ill!' I_\}nt‘ u[ Iluilil'llil', il.l'lil
ils responsiveness al a given lime.
Who i1s in a better position to know
these facts and correlate themn for the
Sponsor, than the station?

The nature, type and length of a

commercial is often a problem. Here.

too. the station can best advise the I
sponsor, By a correlation between two @

mlj;u enl sponsors, a  greater mpact *[COMNLON, APRIL, 1949)

can be given both, In one case on our *‘Since 1946, Cisco Kid has proved to be one of America's

statton. a roofing, siding and insula- greatest salesmen'' . .. says Dick Koenig, Manager of Mas-

tton firm followed a segment spon- ter Bakers.

1 by a bank. The bank oft <t '

sored W a K. e an Hien r "wos .

‘I' ! e h o I' : y It ““Cisco' is amazingly suc- SENSATIONAL PROMOTION

HMUZZed o ermizabon loans al a low .

% » = (% cessful at sparking sales CAMERIGN

interest rate. The tie-in of commer- 3 . . From buttons to guns
crews—enthusing dealers— —is brecking troffic recordsl

cials brought excellent rvesults to each = 3 ,
bu|lf:i|ng great kid ‘{ond adult) o PRCED)
audiénces —~zooming sales— Ya-Hour Western Adventure
boosting profits! Write, wire Program . . . Avoilable:
1-2-3 times per week, Tran.
seribed for local ond regional
Kid's'" sensational business- L sponsarship. A

building performance!

?‘Illlll“llr.
Summarizing—in setting up a block

wrogram. the station. with its trained siges
B or phone for proof of ''Cisco

radio }Ti'f!‘llllﬂ!'*. its SUrvey s, its knowl-

edge of audience reaction and re-

sponse. can design programs for great- =3

est possible appeal and to fill a need
in a community. The station has the
know-how of radio advertising and is

anxions to make the sponsor’s cam-
paign a success—for it is only then
that the station profits.

Josern A, LEsN

| ice ;If't‘\\."!h'n.'. sules H‘r." 'h. s.n,u"onnl
Station WHLI

Hempstead, Long Island. N. Y. . ! : A
-

That Should Be On Your Station!
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RICHMOND, VA.
STATION THAT

GIVES COMPLETE

DAYTIME

4
Crectierce

[r—

IN THE

RICH-RICHMOND

TRADING AREA
HERE'S WHY:

There are 5 Radio Stations in Rich-
mond, Virginia.
] 50,000 WATT

‘* 1140 KC—DIRECTIONAL

2 5000 WATT
* 1380 KC—DIRECTIONAL

3 250 WATT
* 1450 KC—LOCAL

4 1000 WATT
950 KC—DAYTIME

af;d the 1 and QNLY

WRINL

5000 WATTS
NON-DIRECTIONAL | p====
910 KC ABG {

AFFILIATE l'.

———

EDWARD PETRY & CO. INC,
NATIONAL REPRESENTATIVES

42

This is @ new SPONSOR department, featuring capsuled
reports of broadcast advertising significance culled frem
all segments of the industry. Contributions are welcomed.

Furrier uses air 22 years—withont mentioning price

Twenty-two years on the air with
that's the

never a menlion of price

WEEI celebrates a sponser’s 7,000th broadcast

unusual record of Kussell Furriers. one
of the sponsors ol the WEEL Boston,
Caroline Cabot Shopping Service.,
This radio story began in 1928 when
hussell Furviers found their -'n!ul-f'li-
tors. 1. J. Fox and Scott Furriers. en-

larging their fur departments, To com-

How to ad lib a TV commercial for

Commercials that need no audio and
are completely spontaneous have scored
a suceess o WAFMTV, Birntinghan.

For the first time in the area. the
cleetion returis of the Alabama Demo-
cratic primary were televised from the
city room of The Birminglham Post.

The spousor was International Har-
vester. Three International Harvester

refrigerators and  one home  lreczer

wer: i'i.‘iln-ll on either side of a hig
election blackboard showing returns on
the subernatorial and Democratic ex-
\ "'lll.'l“l'l -
1o the

blackboard for nuscellaneons races,

coutive commillec races,

frizerator stoad in view next
The relricerators were stocked with

e cold drinks:

wiches and snacks,

the Treezer with sand-

With the cameras Toensed on them.
members of the | nited Press, The Bir-
mingham Post, and WAFM-TY staffs

walked up to the refrigerator and
[reezer for drinks or samdwiches, 1

pete Kussell had 10 do the same. but
he wasn't able to advertise on a large
scale.  He decided 1o concentrate on
one medium, radio. and one program,
Caroline Cabot Shopping Service,

In all the years that followed. the
entive emphasis of the Kussell commer-
cials has been on sustained quality.
service, and _'_'lnui fashion r]a'.‘-i;itl, Kus-
sell has expanded his working quarters
to an entire floor of one building. His
<howrooms are modern: his clientele
select.

Recenthy. the Kussell firm honored
VMiss Cabot with a scroll containing
the first words of the 7.000th broad-
cast she has done and also presented
three-skin martin
Added 1o this was a contract

her with a baum
stole
doubling Kussell participation on the

slln\\.

refrigerators

Two of reporters who "ad libbed" commaercials

was natural, ad-libbed action showing
the refrigerators in use.

WAFMTV estimated that their au-
dience was 3077 greater for this pro-
sram than anv other: public reaction
was overwhelmingly enthusiastie,

L.V, radio program code

Dorothy Lewiso United Nations co-
ordinator of station relations, is now
on i coast-to-coast lonr explaining the

1new l \

sorship of its prograwms,

code [or commereial spon-

SPONSOR




Stations & depariment store
stage joint promotion effort

Four Baton Rouge radio stations
and a department store combined their
cfforts for a successful publicity and
|uiinl-||[--;l|r promotion,

WIBO, WIBR., WLUS and WAEFB
took part in the 98th anniversary cele-
bration for Rosenheld’s during which
the ||r||&|rllm-nl slore’s windows were
devoted to different displays, The ra-
dio stations chose a news motifl,

A simulated news hroadeast was put
on four times a dayv. with an amplifier
carrying the newseaster’s voice 1o the
street audicnce.  Associated Press and
the United Press installed teletype ma-
chines so that passershy could read the
latest news. In the background a large
map with the capitals of the world was
noted,

From the world capitals were rib-

hons strung o Baton Rounge on the

e 2 ’
p 1
_ — a1
Simulated newscast sparked La. promotion

map. And. placed around that point,
were the call letters of each station
with compartive clocks giving the time
at each city,

Grossman's didn’t like
radio until . . .

Grossman’s of Muskegon. Michigan,
reluctant to use radio because of some
“rather uwnfortunate experiences dur-
ing the war vears,”

However. for their twin ]Il'llllllliillll.\
Days
Housewares Fair—they decided 1o use
WRAK. MBS afliliate in Muskegon.

\ series ol announcements \\'il]l two
live

—Gros=man and Grossman's

interview  Wype  programs
aired direct from the store. The store
offered a setting of silverware for six
with every purchase of a major G.E.
appliance. Grossman’s found it neces.
sary to withdraw the offer after oue
day hecause they ran out of stock. The
radio trial brought them hack into the

fold.

were
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Briefly . . .

One thousand turtles, et loose by
WAIIN. st Paul. swarmed into Twin
City taverns, cales. and grocery stores
receutly, The turtle invasion marked
the start of the St Paul basehall games
(play-by-play by Marty O'Neill}) with
the creatures bearing the inscription
“Marty for Citv Club . . . WMIN .
All Games,”

- - -

President Troman’s first stop on 8
May in his recent Midwestern tour
proved to be eventful for WGIL, Gales-
|rlll'.E. lHhinois, and the lll\\ll'~|ll'u|l|i'.
WGIL was the first station on the Pres-
idential tour to carry his hirthday ad-
dress: it marked the fifth anniversary
of VE Day: and My, Truman was the
first chiel executive 1o visit Galeshurg
since MeKinley,

* L L

Murray Arnold, WIP. Philadelphia,
program director has an “eve n|lr'l!1‘r"
for other program executives. [lis plan
calls for personal checking of mail ad-
dressed to “Unele™ programs, quiz re-

\ ol

really learn what people want to hear

quests. and other mail pullers,

and what they think about station per-
sonalities. savs \rnold.

WTVJ, Miami. recently sponsored a
luncheon meeting to stimulate the sales
of some 2800,000 worth of TV receiv-
ers in the area. The promotion is the
idea of the Florida Power & Light
Company which is distributing WTV)
program schedules. display cards, and
advertising via all media for the henefit
of South Florida TV dealers.

KESAL Fort smith. Arkansas, pulled
11962 10-week
planned to build up their audience, The
station Junior  Talent
Search to find out which ehild under
15 years old the listeners considered

letters in a contest

conducted a

most  talented. with two co-winners
getting checks for 825,
= . "
Chiquita DBanana <cored  another

“first” when CBS-TY |+--|-t|1|_\ demon-

strated some Chigqoita 80-second tech-

nicolor plavlets in a closed-civcuit test,

Ina Lindman, United Fruit Company

director of home economics. was pres-

ent along with Herh West, head of

BED&Os TV dept.: Chiguita Banana

i llelen Bosshard); Frank Silvernail,

head of BBD&O timebuying: and Wil- |
lard A. Pleuthner. BBD8O yvp.

GREATEST STATION

OKLAHOMA’S

REPORT
LISTENIN(
6 TO7 I
PER WEEK
O KVOO

A

Edward Petry & Co., Inc.

MNational Representatives

50,000 Watts

DAY

N e
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DOG FOOD

SPONSOR: Wilson 'acking Co. AGENCY : Ewell & Thurher

APSULE CAsE 1ISTORY:: The company's problem

{ise their f’if-'r.'f “n;’ Fooid to i _f:i-l'f".‘-fﬂfl‘
sitles _."ur-'f -:.'*:r:"l [nerense \r.HJr".\_ J'.'.‘(H’{\ f-'l:."n Yedar ."J'M'\ Uﬁt'rr'-‘f
i necklace to listeners in return for S0¢ and twao labels
Trom ldeal Dog Food. The resull was 1.010 r:‘JrJ."f't'* from

the area thev wanied ta cover. This meant the sale of

i
was o merchan

1,202 cans of doz food as a direct result of um’_\ fire

unnouncemients beamed al r}—a_.'; arners.

WERBEM, Chicago PROGRAM: \nnouncements

RADIO
RESULTS

FLOWERS

~P'ONSOR: Hyland Floral AGENCY : Dirvet

CAPSULE CASE HISTORY: These florists had a num-
her al rase bushes which bad to be sold fﬁ.‘f:'f;’!‘_\ because
of the growing season. The company bought one-minute
participating announcements on The Old Corral, using
one each morning at G:45. By the end of one weel:. 1.700
rose bushes had been sold at e cach as a direet result
of their air advertising. Over $1.000 dollars worth of
husiness although there was a local flower surplus.

KDY, =ah Lake City PROGRAM: The Old Corral

DEPARTMENT STORE

SPONSOR: Philips AGENCY: Univerzal
CAPSULE CASE HISTORY: The store placed 11.000
vards of cotton percale on sale. With only four announce-
ments on their own program. the store sold the entire
11.000 yards (over six miles of the stuf]) in two days.
A week later. the store wanted to move 1.800 men's shirts
ina hurry (three for 85). With [our announcements. the
department store sold the entire lol in one day. A
gross of 85.200 on eight announcements.

kO1l., Omaha PROGRAM: Good Morning From Philips

NOVELTIES

SPONSOR: Alrflow AGENCY: Scheck

CAPSULE CASE HISTORY: This merchandising com-
pany offered a package of 50 Christimas tree icicles which
glowed in the dark. The offer on seven broadcasts drew
a total of 12400 phone and mail orders for gross sales of
8§12.400. The total cost of the entire campaign. including
radio. telephone. and mailing. eame to $1.600. or only
about 13 for all expenditures.

WOR, New York PROGRAM: Sunrise Sercnade;
News on the Human Side

MEAT MANUFACTURER

SPONSOIR: Russer's Sansage AGENCY: Direct

CAPSULE CASE HHISTORY: This manifacturer had a
new tvpe of fish “hot dog™ that he wanted to advertise for
Lent. The sausage was plugged for one day on the spon-
sor's Lucky Seven show. The next day he had to apol-
ogize for not being able to fill the demand. Dealers kept
calling up for more. but Russer’s couldn’t turn it out [ast
enough. No other promotion was used and 2.000 pounds
of sausage were sold in one weel.

WVET, Rochester, New York PROGRAM: Lucky Seven

FARM MACHINERY

STHONSOR: M. F. Graham AGENCY : Direct

CAPSULE CASE HISTORY: This International  Har-
vester dealer was 'i!‘uf',’l”-('\‘f; aliout radio Lut tr_L{.-‘.r'f'.'f lo try
three unnouncements a week. Sinee starting his air od-
veriising, Mr. Graham has sold seven used tractors as
well as wther pieces of farm machinery, e has also used
announcements to spur his repair business: with the busy
weason yel to come, repair work hos already inereased.
Wr. Gruham now wants six announcements per week.

( KX\, Brandon, Manitnha PROGIRAN : Announerments

BOOKS

SPONSOR: Doubleday & Co. AGENCY: Huber Hoge

CAPSULE CASE HISTORY: Galen Drake has proved
consistently that radio can malke direct sales for his spon-
sor. He secured. on his Starlight Salute program. over
3.000 orders [or various books and bool: clubs. For one
of Doubleday's book clubs. Drake sold memberships at
an advertising cost of about $2.50 less per order than
what the client needed to breal even. In addition. he has
sold over $1.000.000 worth of books in the last few vears.

WOBS, New York PROGRAM: Starlight Salute




this one is on special today, Mrs. Halliplush

You can’t pick up a magazine nowadayvs without

reading how every Texan has oil wells in his back yard.

This is unfounded information. Why, in the KTRH

BMB primary coverage alone (71 Texas Counties and Louisiana
Parizshes) there are several families who haven’t had

a new swimming pool in ovears.

We will Blush and timidly  admit. however. that

ll'lf‘ .l.l'\.'l'- |;ll” (:ll.{‘-i s o nf \mieri '.I.:'-

richest markets and 1= making steady. stable

strides of progress every vear. KTRI i~

Keeping pace with better programming improved
facilities increased promotional activities

and more BMDB Listeners

CBS tn Houston
John Blair — Nat'l Rep.
SO.000 watts — 740 ke




GREAT GODFREY

or cigarettes.  He's selling Godfrey.

THE
: Nahisco, hi-V. Pillsbury, Chesterfields

YT M yviore 292
RRHBHCRE HOR) PRSS e and all the others are jll-l along for the
had experiences with a large ride. Over the yvears. he has built a
piber of radio programs. It is very  reputation for never plugging a prod-
fieult 1o trace better business to any  uet on the air until he's tried it himself
irticul radio program or any par-  and found it deserving of the Godfres
Lie ul ulvertising program. but here  =eal of approval. This iz a device that’s
< an instance where | feel that we can  as old as advertising itself. basically,
wivally trace improvement in the busi- - but Arthur ha< developed a typical
pes< 1o the Arthur Godirey program.”  <witeh on it
Lxeerpred from Nabisco's report at When Goddres 15 louting a new

the annual meeting of stockholders, 13 eracker or an orange juice, he's speak-

\pril. 1930 ing as a Man of Litle Distinetion
Primarily, \rthur Godfrev isnt sell- just one of the boys. He's taking a

g crackers or orange juice or flour  divectly opposite tack from Calvert.

[T *‘_'»"1

ONLY ONE STATION COVERS

THE SOUTH BEND MARKET —
AND WHAT A MARKET!

Right! Only WSBT corere the great

South Bend market. No other station, Chicago
or clsewhere, even comes close. Look at the
larest Hooper  look at any Hooper—

for el wuent proot,

The South Bend market is far-reaching,
prosperous, and growing fast. Its heart is o
adjoining cities — South Bend and Mishawaka —
with a combined population of 157,000,

Toral iu.]:ul.mun of the enrire South Bend
marker is over half-a-million. Total retail sales
i 1948 exceeded half-a-billion Jdollars!

The resc of WSHBT's primary arca gives you
another million people who spent 911 million

dollars in retal prur hases 1in 1948,

You st cover the Souch Bend market. You
over 1t with WSBT—and only with WSBT. 3
SOUTH BEND
5000 WATTS » 960 KC « CHS
PAUL H. RAYMER COMPANY = NATIONAL REPRESENTATIVE
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pvour hushand’s boss .07

with it gallery of impeccable types, to
get the same results. In the phrase of
a prominent industry figure, Godfrey's
way with a commercial is the “quintes-
sense of the personal recommendation,
which is the most powerful selling
force m radio.”

That is just the sort of rolling prose
that Arthur. finding 2 in a commer-
cial. would anack like a small boy de-
winging a butterfly. The other morn-
ing, for :‘-\;ﬂnllh‘_ he broke off lllllh];,',
the his early
CBs broadcast to make thi= observa-
tion: “That’s a funny kind of a sen-

*+Hf

Pillsbury  segment ol

lenee svou wanl o ampress
I wonder
what thevre trvin® 1o say well, any-
way. it's a rveal goad recipe (for cakes
made with Pillsbury flour’t, they're re-
freshing and different. and vou oughta
try them.”

\ transparent device, sure. but what
better way to align himself on the side
of the listener against the ad agency
licker st
faney

who resort lo a lot of
lli.‘v

So Godirey scoffs at the copy,

1-]|r:l.~'-r5- lo gzel nmessage
aerToss’
kids the ageneyv. needles the network
until the histener. all agog. is wonder-

ing: what'll he do next?

Letters to recall
when you buy time
in the Los Angeles Market

eeps
wudiences
istening

N

Affiliate of the
Liberty Broadcasting System

In Los Angecles you hear Major

Leaque Boscball first on KALI

For data on other firsts ask
KALI 425 E. Green St.
Pasadena 1, California
RYan 1-7149 SYcamore 6-5327

SPONSOR




There’s no telling. But there's one
thing he won’t do: he won't knock the
product. Many listeners will swear that
Godfrey does knock the produet. but
they are mistaken. A moment’s rellee
tion would tell them why, The whele
edifice of Godfrey’s sales piteh is hased
on his personal approval and recom-
mendation of the product. Obviously,
he couldn’t take a hack at the lln-ll'ln'l
without knocking down that structure,
But listeners cherish the illusion that
Godlrey s being  devilish ahout the
product that’s paying him to plug it
and Arthur artfully  encourages that
illusion,

(;m”n*y ll'lill;_' hi= commercial act
operates like a knifesthrower in a car-
nival. The apparent target is the prod-
uel—a fair damsel standing  bravely
\\':[lIA

against the flanked by copy-
wrilers. agency  executives, and  net-
work vice presidents. Arthur draws

back his knife-arm and lets fly. Does
the damsel get t? Please. When it’s all
over, she’s still standing. untouched
and more clearly visible than before.
But her flankers are down and scatl-
tered like tenpins

mean that the [air
damsel’s papa has not been sweating.

This does not

ONLY THE ABS

delivers exclusively . . .
COMPLETE MARKET COVERAGE

435 more than any other proup of =ta-

tions in Aloska . - the E300 illion

dollar warket,

CBS-NBC PROGRAMMING

ABS afers clientn adiacencies o top
CRSNRC progrioms

YEAR-ROUND MERCHANDISING

Our staf fully merehandizses yonwr product
throughaut Alnsko,

TOP AUDIENCE

& limex as many awdience building oo
mercial network progroms than any other
group of Alaska stations

THE ALASKA
BROADCASTING SYSTEM
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knife-shy.

But. with Godfrev, it's a case of “you

Advertisers are notorioush

pays your money and vou takes vour
* When a radio or T\

tiser buvs a Godirey show or partici-

chances. adver-
pation. he gives up u piece of his abso-
lute control of the
his product is

in which
ll"li‘
frey's sales results prove that the po-

mannet

merchandised.

tential
risk thereby.

Nonetheless, a  Godfrey
must be willing to admit that Arthur's

spotisor is running 1o greal

-|}|r|i-nl

wayv of handling a commercial is the
right wav. even when it collides with

|III—H\\H\.'1 wa Vhis is I--|',,_Il-||' f=luell
to make. and on which can turn
strong advertisers pale.  Undoubtedly
Pillshuny's  adverusi men had
]ll.’ll|"ll" belore they could listen with
out flinching to a Godlrev commereial
like this on i opener:

“This 1= the Pillshury show, huh

Well. it's about time for
Janet Davis. .

1 =0ny Irom

Godfrey has |r1rr\i'l] over amd over
again that such “throwaway commer
cials” ean be more effeetive than pages
of more formal prose. Advertisers who
heautifully  tailored.

Ilt'mul AN | ia

That's right!

The Proof:

Daytime Share of Audience
Hooper—1949-1950

Rate: Daytime
Quarter-Hour

Rate: Daytime
One Minute

NBC

More For Less
on WSJS!

WSJS delivers MORE audi-
ence than all other Winston-Salem stations

combined—and at LESS COST!

Your First and Best Buy!

g Represented
Affiliated
. by
with
HEADLEY-

@ winsTON-sALEM (M)

THE JOURNAL-SENTINEL STATIONS

Stations

B & C Combined

WS)S
46.3
$35.00
$ 8.50

40.1

$50.00

$13.50

REED CO.

47




COMMONWEALTH

Currently Serving the
Nation's Leading TV Stations
Otfers the Following

TV FILM PACKAGES

Paulette
GODDARD
Jimmy
STEWART
Merle
OBERON
Melvyn
DOUGLAS
Raymand
MASSEY

Barbarao
STANWYCK

Robert
YOUNG

Jimmy
DURANTE
Claudette

COLBERT

Jack
BENNY

S FwESTERNS

featuring

-fuck LaRye
Pinky Tomiin
Bul?gtr c'bhbe

A~
. MUSICAL :
VARIETIES

I:zf,min each « featuring D
MOREY SOUN NS
CARTOO

AMSTERDAM

. ,..':n,"ﬁ oz c. F .IT“-__.; ‘

LonmonueAL

723 seVenih Avenus, New Yerk 19, N. Y.
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“punchy ™ commereial reduced by God-
[rev to a single line, o1 possibly read
backwards, or from right to left, are
doubitless « on=oled |-_\ the I]'qu:_"rl Ilml
<ales results mean more than sparkling
<ales es=ay=

\rthur's alleged and mue il-lll‘""ll“"-l‘ll
[.!i-—l‘- from cood taste are another .-,-.}.
culated risk which must be weighed by
1 Godfrey Sponsor, An irreverent ad-
hbber. his comments in a fertile con-
text are alwayvs in the lap of the God-
Irey.

Let's take a look at a typical God-
frev broadeast —Arthur Godfrey Time.
heard on CBs Monday through Friday,
10:15-11:30 aoan. At this writing, the
first three quarter-hour segiments are
Pillshury Flour, Gold
~eal products, (Glass Wax, ete,) and
Nabiseo, with Chesterfield taking the
last hall-hour.

-.Illlll\llll'il ]v\

.lll.\l Iil'{lll'l' ;lllllillll‘. llll' -'Ill\“u il“lli'
ence in New York is “warmed up” by
Fony Marvin, the show’s announcer.
Marvin is an oilsmooth 1ype whose
\'.11'11 |||--\il‘l'.- an 1'\11'”1'!I| contrast
to Godfrey's. and whose suave manner
niakes lli!ll Al i(ll'.ll (;m”h‘\ fitil. ';Ul]'
frev strolls in with Mug Richardson.
hi= “Girl Fridav.” and the show 2oes
on the air. Godlrey elears his throat
noisily into the mike. The crowd roars,
\ six-word commercial for Pillsbury,
a song by Janet Davis. Godirey pro-
fesses interest in the song's key. and
hauls out his eelebrated ukelele. A few
experimental plunks, and  then he's
“out of the mood.”™ Picks up a Pills-
burv commercial and reads until he
reaches the “funny kind of sentence™
mentioned earlier, whereupon he ad-
libs the rest,

\I'llllll’ l|:|l‘l| |||1bu:ll|-- i ~lI_L'|I| lrn'.'t]
vag from a sheal of material prepared
I hi= writing stall. He returns 1o his
ukelele for a few chords with the
orchestra, amd then: “That’s enough.
<o buv =ome Pillsbury Flour.” That
kisses off Pillsbury for the day. God-
fre s theme inusie comes up again fm
a few bars and the show moves mto
the Glass Wax =ezment. Each sezment
i< introduced as though a completely
new <show were stmting, (A format
also [ullowed on sueh shows as ABC s
Breal fust Club, among others.)

By this time Godivey a= [ooling
arountd with his ukelele again, remark-
e inoan aside o his andience, *This
ain’t much program, when you come
to think of i7" 1 Ocea=ionally Godflre
foreets himsell and savs “isn’.") The
pest ol the show [ollows a like pattern

unabashed corn. Joe Miller jokes,
light topical references by Godirey,
interspersed with vocal and instrumen-
tal numbers by the orchestra. two
quartets. a boy singer. a girl singer.
two Talent Scouts winners. Then, as
11:30 arrives: | golta go now. Ul see
vou tonight on the Chesterficld show
on teleyision.”

\s Arthur himsell said. that ain’
much program. when vou come o
think of 1. Or is 17 Where do you
get more? Actually. its all there—with
the vest unbuttoned. the slavs loos-
ened. and the commercials painless,
often de-
voles as much or more air time to free

( J(iil]} enough, Godlrey

plugs as he does 1o paid commercials,
On a recent morning broadeast, he un-
loaded three of them. one a double-
barrelledd free ride: “These flowers
{zardenias presented to the ladies in
the studio audience) were kicked in by
my [riend Nelson. who runs a forist
shop in the lobby of the Lexington
Hotel.,” { Arthur lives there when he's
in New York.)

A little later. eomplaining that there
was no milk to wash down the Nabisco
crackers he was munching, Godlres
remarked: “Usually if 1 just mention
\uheuser-Buseh on the air 1 get a car-
load of beer. But I talk about milk
Again, taking
nole of a new item announcing that

and nothin® happens.”

an Administration svmpathizer on the
island of Crete had given President
Truman a goal. Godfrev declared:
“I'm sending the President a case of
Adrwick.”

\rthur scaled the free plug heights
with his gratuitous efforts on bhehall of
Mario
ukelele manufacturer of the Bronx, A
ukelele fancier from way back, Cod-
Mo .I[f'l'l'i.‘

last Mareh and was so taken with it

Maceaferri. a now-celebrated

fll'_\ i]l:‘-!ll'lll'll |r|'mi|l"[
that he has been plugging it on the
air and on TV ever sinee. Maccalerri’s
business—and the whole ukelele indus-
trv—has been reaching all-time peaks.
Relialle sources indicate that God-
frev’s espousal of Maceaferri is entires
Iv platonie.

Godfrev. who is enrrently doing a
total of eight hours and 15 minutes in
radio and TV Ll'u;h|1'.‘u—1ilij_: cach week
over CB=. has a sizable waiting list of
waould-be sponsors, He had no such
problem bhack in 1934, when he went
to work for the CBS <tation in Wash-
ington. 1. C— WISV (now WTOI")

at zero a week, (Arthur had made his

SPONSOR

e —r




first radio appearance in 1929 while
in the Coast Guard as an amateur
banjo player over WFBR. Baltimore. |

The deal at WJSV, where Godfrey
did an early-morning disk  jockey
cshow. was for 2097 of all the time he
sold. That seemed a princely offer,
excepl that he wasn’t able to sell any
time. Godfrey quickly dedoced that
this was a losing proposition. He was
about to throw in the towel when his
luck changed. storybook [ashion. in
his darkest hour. A few paid accounts
began to trickle through, and Arthur
began eating more regularly.

Things went so well that before long
he did, in fact. have a sponsor waiting
list. Each would-be advertiser was
given a priority number and listened
closely each morning to make sure no
other advertiser jumped his turn in
line. One of l;mlfl't‘_\".- favored spon-
sors of that period was Zlotnick the
Furrier. Zlotnick’s trademark polar
bear. made [amous by needling from
Godfrey, is still remembered fondly in
the nation’s capital.

The earlv-morning show soon turned
into an all-night show that led to Ar-
thur’s first shot at the big-time. Walter
Winchell caught Godfrey early one
morning. and plugged him in his na-
tionally syndicated column.  Godfrey
was undoubtedly a hot item even be-
fore Winchell caught him. but Arthur
has given the columnist unstinted
praise for a valuable assist. Riding the
wave's crest, he was hired by CBS and
Chesterfield for Manhattan Parade on
the full network. Arthur went over
with a dull thud, and in no time at
all was back in Washington.

Godfrey picked up his early show
on WISV where he had left i, and
continued to add chents. In 1937 he
took another mnetwork flyer, with a
show for Barbasol and another for
Carnation Milk. Both ventures were
shortlived. But they still loved Arthur
in Washington,

Participations came thick and fast.
and the sponsor waiting list length-
ened. [nnumerable stories are still
current in Washington about this pe-

|

riod in Godfrey’s career. hefore he had |

hecome a national figure. Many of

them are apocryphal. but some of the |

most improbable ones seem to be true,

Even in those days, Arthur insisted
on checking a product personally he-
fore selling it on his show. A W]S\
associate recalls that in line with this
research Arthur one day sampled a
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® Advertising that Moves More
Merchandise per Dollar
Invested is Bound to be
the One that Gives You
the Most Coverage for

the Least Money!

ChLl

J0000

WATTS
800 kc.

® Covers a 17,000,000
Population Area
in 5 States at the
Lowest rate of any
Major Station in

this Region!

“It's The DETROIT Area’s Greater Buy!"”

Apawm

Cuardian Bldg. e Detroit 26

J. Yorae, Ju., Ixc. Nat'l Rep. o 1. E. Campeav, President




3 MINUTES

on the house

ASK HER ABOUT KITE!

Na kidding! Just send her nome, number,
and the charges ta Jock Kaste at Indie
Sales lar to KITE), We'll pay far the first
3 minutes from any recagnized time buyer!

Here's reol proat of preference by the gals
wha spend 85% af every retail dallar . . .
and backed by Haapers thot deliver mare
listeners per dallor . . . every time!

Get the up - ta dote Son
Antamia stary first-hand, ™
and far tree, by picking up
your telephane!

“the wifes favorite atatisn”
1000 WATTS
930 on ANY dial
SAN ANTONIO

Reprosented by
INDEPENDENT METROPOLITAN SALES

New York Chicago

WINSTON-SALEM, N.C.

Produces in Value of
Manufactured Products
Seven Times as Much as

Any Other City

in the Two Carolinas

Mational Rep: The Walker Co.

WA

4 st

NORTH CAROLINA

N-SALES

new brand of sum <eul in by a Illl]u'flﬂ
advertiser for his approval.  Godfrey
tried a stick and [ound that it crombled
in his When  the
sponsor appeared. hat in hand, for the
\ithnr tokd him graphically
-ld]|1| i‘il \Li'[ll

mouth. would-he
verdiet.
the <ton s | what he

his gum andd his achvertising, The cum

maker <lunk awav. a beaten man. Bl
he didn't Tet 3t end there, A few dans
later Godlrev receives] another hox of
he same cum. with a note from the

]|'uJ.]l“i.'|' t”|"| -a\s 1Ny llt-ll |}I" Ilrl l“liiil
il
now hevoud reproach,

Godlrey the aml

found it ae |'||I,|1-|r‘, But, feeling that

been changed and the gum was

braed new e
a touch of discipline was in order. he
|'n1].m~vl| i "l :vt\l'r']\ -Ilhlll'lt'ilillu oan
the guni-maker for his earlier <in. \t
the end of this probationary periad.
the advertiser was permitted 1o buy a
participation in Arthur’s show,

(Y \prile 19 EL Godfves s aam. <how
was being piped 1o New York and
aired over WUBS. After four yvears of
this. Arthur. who had the network hug
bad. persuaded CB> to put him on the
network as a <ustainer. while he con-
tinued  his sponsored. earlv-morming
local shows on WISV and WCBS.
network fol-
Then, in June. 1917, Chester-
ficld bonght into his CBS show thiee
weekly:  Chesterfield
panded o five-a-week in Octabier, Gald
seal entered the Godlrey fold on CBs
the National
Bisentt boueht in O .“H'JJIUHI!I('I_ 1908,
During 1919, Arthn
:-}ml!-u!- Lo Ili-
Lo

aml

Fwaor lean vears on U
lowed.

morngs o\-

following  Aungust. and
fonn
network
Wildroot.

|l;|l|

winl niore
NOring
Pharmacal Co..

Pillsbiury . He

wished his carlv-morning local hroad-

show
Toni. velin.
casts the ey o= October 1o devote
full time 1o network <hows.
ready  adided up to e and one-hall

W Ili! Il .I.I'

homirs weekls.,

Godlrey bezan hi= network nightlife
in Juls. 1917, when Thomas J. Lipton,
Inc, houeht his Talent Scours. The lat-
ter <how has been |-Ir~|'t|!--]' on radio
and TV

"iIIIlI“.lH"iIII-l" sinee O (vio-

ber, 1918, Chesterhelds houeht  Adr-
V. S. BECKER
PRODUCTIONS

Producers of television and radio pack-
age shows. Representing talent of dis-
tinction.

562-5th Ave., New York Luxemberg 2-1040

thur Godfrey and His Friends on CBS.
TV in January of this
\pril Gadirey began a video series for
hi-\
.1-”"‘“!.1\
fll \

carporalion.

vear: on 4
Orange Juice, a quarter-hour on
nichts, Gad-

the hi-\

and Thursday
i~ a board member ol
course, mizght have
Arthur, A

mugeer. hi= face i~ an obvious

Television. of

ey anvented [or IEIIE
dlabk
sales assel. Even before TV, ~ponsor=
had vecoonized the <ales ]lull'llli.ll mn
Godlrey s unbeamtiful - but - honest
kisser.  Aathur's

cerely from subway posters, hillhoards,

t-ll"l'lll'--- !ll'u“l“ -iu-

HTOCeT windows. druestore counters,
magazines and newspapers from New
York to Sleepy Eve, Minnesota.

Godlrey s unique position as a radio
sitlesman was illustrated by an incident
in one of those aroceries o fow weeks
ago, The grocer stocked 125 packages
ol a new Lipton pudding the dav be-
fore Godfrey plugged the product on
The neat
morning, he sold 92 packages of “that
\rthur Gaodires  talked
about on the air last night.”

Th an enlerprising  |ype,
took a crate of cags which had been

his Talent Seouts hroadeast.
ew

[m.].“n;

BraMeT,

selling sluggishly and put them up
fromt with a sign reading. *Arthus
Godfreyv Eges™  Shightly illecal. b

they <old like mad. And Godfrey him-
~ell would be the last 1o deny that he

has laid a few eops in hic day, * * *

SEWARD'S FOLLY: 1950

i Continued  from page 20)

virtisers  are l'l!t]:l,“} i[|1|1|-'“i\¢- -
vluding such outfits as Pillshury Mills,
Nucoa  margarine
iBest Foodsi. Colgate-Palmolive-Peet
iFab & Veli. Chryvsler, Huods<on, Ford.
Coea-Cola. Anahist.
I"hilea. Frigidaire
them ), Standard
Duog Food.
Residents of Alaska are heavy vsers
of automobiles trucks.
with the needs of the highhy

Viheuser - Busel.

Armour Prodoets,
they sell |\]|'I|1\ of
Oil. Dr.

and Rass

anil Coupled

hll'f'll.l‘

$150. FOR 1 MINUTE
TV FILM COMMERCIAL

TV ADVERTISING

FILM FOR LOW
BUDGET ACCOUNTS

1339 5. Wabash Ave., Chicago 5, Il
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In San Francisco Bay Area Television...

KRON-TV’s PROGRAM PARADE
HOLDS AUDIENCES ALERT

For S[POTS

6 shows especially for children

EVERY WEEK
... all these top-notch local
and NBC network shows on
KRON-TV... presented
with the selling impact of
"Clear Sweep” Television:

3 with audience participation
4 that present fashions
6 featuring interviews
9 dramatic presentations
5 with music and songs
2 shows about sports

5 VafiEl’Y Sl'l ows {.‘\‘,.;.-‘}_\'. me of the I‘I-‘:::.ir'"i-I
referred to above are groupes

under than ovne subject

10 miscellaneous classiicinvn. )
News, telenews, regularly

The San Francisco
television station
that does most to
help your “‘spots”’
produce is weeemnnn-n-

‘ Represented nationally by FREE & PETERS, INC. ... New York, Chicago,
Detroit, Atlanta, Fort Worth, Hollywood, KRON-TV offices and studios in the
San Francisco Chronicle Building, Sth and Mission Streets, San Francisco |
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aed  mining  industry and  aviation,
thi= results i heavy comsumption of
One
dard (il Company of California.

et products. ady ertiser.

st2ned up fur a uews broadeast over
RFAR in 1939,
today
outlet= and three

Ihev've been on ever
usinz both Midnicht Sun
B> <tations=.
Commermals are ;_'l'.llt'll | (1] |}Il' \l.‘]-\-
han market
for lanterns) and Ban lee | protection
fuel

linest are plugged heavilh when the

<ince

climate.  Blazo ioil

and

against  moisture in o automaobile

meyeury drops. Announcers also sing
the ||F.‘li-t'\ of Stundard f‘*l.lllill;_' Fluid
“1H breathe hife into the calidest
and most reluctant motors.”
\laskan the

largest and moest aggressive. are the

lllw-‘t||litur-». world's
vietims of many a local air campaign,
In the summer months, when the over-
-i/l'll :Iiu—t'lli!ul‘r- ]Il'l'.ll\ oul llf lllt"ll'

muskez  hibernation,  insect repellent

sitles spurl.

Post-war homesteaders have ht'ii!'ll'
ened interest in Alaskan farming and
one company, International Harvester.
lopes to take advantage of this situa-
tion. At present. they're running a

<eries of announcements directed  at

both farmer and miner.

Vdvertizers are laking advantage of
the Alaskan’s reputation for being the
un l]'.t' North
continent.  Alaskans travel
through the territory, 1o
ufl.l‘n lyee-
]Il']

travelling-est  citizen
American
frequently
and  throughout the <tates
lead  the

capila utilization of air transportation.

_\.nd_ They \\UI'M 11

both passenger and eargo.

The airlines haven’t been caught
napping. Advertisers on the Midnight
~un network and the Alaska DBroad-

casting Svstem include Pan American
\irwavs, Northwest Airlines and Sean-
dinavian  \irlines. \ir-
lines, capitalizing on the large percent-

Scamdinavian

age of residents of Seandinavian de-

scent. 1= eurrently  recounting  the
pleasures ol a visit “home™ 10 the

Scandinavian countries,

Remington. Winchester, and West-
ern Cartridge Company schedule cam-
paigns in behalf of firearms and am-
munition.  They
of public service. information 1o In-

olfer. in the interest

dians. Eskimos and the large numbers
of tourist sportsmen who visit Alaskan
hunting grounds in the summertime.
Mamv manufacturers are unaware of
the sure-fire audience awaiting them

in Alaska. National dairy  products

FIRST in
the QUAD CITIES

WOC-A

and local advertisers . . .
WOC-T

sCtLs

Basic NBC Affiliate

In Davenport, Rock Island, Moline and East Moline 1
15 the richest concentration of diversified industry be-

tween Chicago, Minneapolis, St. Louis and Omaha. The Quad

Cites are the trading center for a prosperous two-state agricultural

area. Rerail sales, total buying and per capita income rate higher

than the natonal average, according to Sales Management.

5,000W.
1420 Kc.

WOC delivers this rich marker to NBC Network, national spot
with 70 to 100% BMB penetration in the

two-county Quad City area . . . 10 to 100% in adjacent counties.

Channel 5
22.9 Kw. Video - 12.5 Kw. Audio

On the Quad Cides® first TV stauon NBC Network (non-inter-
connected), local and film programs reach over 2,000 Quad Cities’
hundreds more in a 75 air-mile radius

Col. B, J. Palmer, President
Ernest Sanders, General Manager

47 Kw.
103.7 Mc.

* WOC-F

DAVENPORT, IOWA

FREE & PETERS, Inc.

Exclusive National Representatives
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advertisers. for example, are losing
out. Alaska has very few dairy herds,
Dairy produet output represents bare-
Iv a “drop in the bucket™ compared 1o
demand, As a resull. the territory is
an outstanding market for evaporated
milk. =ome national brands like Avo-
el la ready prepared cream and whip-
ping cream). Kraft powdered milk,
and Darigold evaporated milk have
<sold well, Others would be wise 1o
follow their lead.

During and since the war. Alaska’s
higliway svstem has expanded rapidly.
I's now Iln.-'-‘-illle' to drive between the
major cities, and the territory is con-
nected with the United States by the
all-year-round Alean Highway. Al of
the standard automobiles have Alaska
dealerships, and the local radio net-
works are getting heavy automotive
advertising.

The total of Alaskan sales is hard to
determine because many national ad-
vertisers don’t know the extent of their
distribution.  This is hecause most of
the advertised produets reach Alaska
through West Coast distributors,  As
much as 25 of the goods shipped to
Seattle is transshipped to Alaska. Un-
fortunately. these transshipments are
recorded as West Coast sales.

\dvertisers place great faith in ra-
dio and 9577 of the national sponsors
renew their Alaskan radio contracts,
Anm-i-dent started a campaign over
the ABS stations and were able to note
tangible results quickly.  After three
broadeasts.  wholesalers wiring
the states for additional supplies, Some
local retailers reported 20077 sales in-

were

¢reases,  Nneoa margarine dealers re-
port a 15 to 309 sales increase sinee
the start of their air campaign on 13
February and Nucoa (Best Foods) has
venewed for another 13 weeks effec.
tive 15 May.

Midnight Sun advertisers have no
doubts about radio as a sales medium.
e Alaska Steamship Company, the
Seattle Fur Exchange. Black Manufae-
turing Company, ’an American World
Airways and New Washington Hotel
have been on since November. 1939,
thers 1939-10  include
Standard Oil Company of California.
1. H. Alber Company. Olympia Brew-
ine Company. and the West Coast Gro-

ol since

cery Company.

A\ recent distribution survey cover-
ing 50 of the drug stores m Fair-
banks. Juneau and Ketchikan  high-
lishted the importance of Aaska ad-
vertising for national hrands.

SPONSOR




Some of the nationally advertised
products  having 1007  distribution
are: Luden’s, Hill's Coffee, Ivory Soap, |
Campbell’s Soup. Chester fields.

Some products with at least 9075

distribution included: Cream of Wheat,

Palmolive. Camay. Lifchuoy.  Lux,

Cashmere  Bouquet, Camels, Lucky

Strike. Phillip Morris, Chesterficlds. U A L I T Y
0Old Gold and Pall Mall.

The facts all add up to this: Alaska
is a market today like any other within
the 48 states as far as brand prefer-
ences go. And it is a growing, boom-
ing field. Advertisers would do well to

note that the territorial flower is the
forget-me-not when thev prepare their |
radio budgets. * ok ok I I T

TOOL FOR TIMEBUYERS IN ALL COMMERCIAL MESSAGES

{Continued from page 371

FINE MUSIC 24 HOURS A DAY

Dr. Zeisel and his associates found

that there was a usefnl relationship

between these figures: this relation-

ship is expressed in the curves shown

in the chart. O Y A L T Y
The chart is no panacea for time-

buyers. It will not shrink their prob-
lems to shadows. Generally speaking, AN APPRECIATIVE AND RESPONSIVE AUDIENCE
no good timebuyer bases a decision on
any single factor such as share-of-audi-
ence. Nor do good timebuyers rely
upon mechanical application of rules
of thumb. A dozen factors may bear
on selection of one station over others HlGH STANDARDS-—LOW COST
—and experience is a timebuyer’s hesl

friend., Nevertheless, most timebuvers
i 3 3 Fd A GOOD MUSIC POLICY
weleome statistical tools like this, | CY WHICH HAS BEEN TRIED, TESTED AND

Here's a specific exampie of how the | PROVED IN THE LOS ANGELES MARKET FOR TEN YEARS

chart can come in handy. Suppose a
timebuyer knows the following facts
about two stations (BMB figures are
from Study No. 1):

BMB Cost per
Doronatizs " Miinie THE COMPLETE KFAC STORY IS AVAILABLE IN A

Station X 81 $36.00 RECENTLY COMPILED BROCHURE, YOURS UPON
Station 'Y i 38 9.00 REQUEST.

These total audience figures. in rela-
tion to costs. favor station Y. The
sponsor would get 4.29% of the area's

radio homes per week for every dol-
lar (38 divided by 9) against only
2,.3% with station X. BUT this deci-
sion would be without benefit of in- | %ec//&(,u.c%a{ian
formation about the amount of listen- ‘ FOR SOUTHERN CALIFORNIA
ing to the rival stations. .

To help shed further light on the !
relative worth of stations X and Y, a 645 S. Mariposa

' timebuyer would prefer a rating for
| the particular time spot he's interested LOS ANGELES 5

in. But, if that isn't available. the
average rating for the station is an |
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R e

puportant and o sizing up the <toa-

tion,  This i« where the station <hare-

of-audionece comes 1n,

suppose the timebmver had the fol-

lowing hzures:
Ntation (Cost
BUun Share-of- et
Pere chinge ’ﬂ(“c'm ¢ Winure
Spatiorn A Hi 250" S36.00
Statton ) 1] 10" ANl

Station N delners almost <1y times
the amwount of Lhistening of <tation Y
of four Ths
conld overrule decision indicated with-

sl times as= mueh,
out wse of the \h(’f\‘"llll-ffl‘f\‘,f.l"lql'f' {u,
But other facts the

has mav =till thvow the ehoiee in the

nres, timehus er

direction of <tation Y. As was said

carlier. there’'s no substitute for ex-
perience  and  personal  knowledge

about the strengths and weaknesses of
various stations.

\= with all statistical methods. there
i= a standard error in the MeCann-
Frichson slmne-ol-audience  e<tinates,
It amounts o not maore than five per-
centage points in three owt of e
s,

1Te a lavman, the fact that onh
three om of five cases hit the mark
the

alarming. But. in the world of adver-

within limits  stated mav  ~eem

tising rescarch, this i not a bad bat-

ting average. Netually, the two out of

HEADQUARTERS FOR TV FEATURE FILMS

150
FILM EQUITIES
FEATURES

Including
SHANGHAI GESTURE

Gene Tierney, Walter
Houston

PRISON WITHOUT BARS

Martita Huni, Edna Best

MILL ON THE FLOSS

Jamos Mason, Geraldine
Fitzgerald

HIS DOUBLE LIFE

Raland Young

CITY WITHOUT MEN

Linda Darnell, Glenda
Fareell

BROKEN MELODY

Merle Oberon

GHOST CAMERA

Ida Lupino, Henry
Crandell

FILM EQUITIES CORP,
Rm, 1519, 1501 Breodwaoy
MNew York 18, N, Y.
Longocre 4-8234

40 HAL ROACH
FEATURE
FILMS

Including
CAPTAIN CAUTION

Alan Ladd, Viclor Mature

THE HOUSEKEEPER'S
DAUGHTER

Joan Bennett, Adelph
Menjou

MERRILY WE LIVE

Brian Aherne, Constance
Bennett

THERE GRES MY HEART

Frederic March, Virginia
Bruce

BROADWAY LIMITED

Dennis O'Keefe, Victor
Mclaglen

OF MICE AND MEN

Burgess Meredith, Betly
Field

TWO0 MUGS FROM
BROOKLYN

William Bendix, Grace
Bradley

NATIONWIDE
TELEVISION CORP.
Rm. 1519, 1501 Broadway
New York 18, N, Y,
Longacre 4-8234

15 FIRST RUN
FEATURE
FILMS

Including
| KNOW WHERE I'M
GOING

"Most salisfying screen ro-
mance of many a season"

—N, Y. Times.

THIS HAPPY BREED

"Gratifying entertainment'
—N, Y, Times.

SILVER FLEET

"Anather deft melodrama’
—N. Y. Times.

TAWNY PIPIT

"Movie magic, & wonderful
work"—MN. Y. Times.

DON'T TAKE IT T0
HEART

“A delightful comedy fan-
tasy"'—MN. Y. Times.

A CANTERBURY TALE

“"Simple, direct, unafected,
charming"—N. Y. Times.

STANDARD
TELEVISION CORP.
Rm. 1519, 1501 Broadway
New York 18, N, Y,
Longacre 4-8234
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five cases which do not fall within the
standard error don’t merely run wild.
Fhey <l fall within usable percem.
limits. I a
man were 1o express the three out of

age of error research
five cases in terms of a higher number
of cases_<ay 19 out of 20, there would
<till be an average range of error of
1,

Estimating accuraey can probably

nll]\ ur =u. !

be inereased by developing :-]u‘-'i;ﬂ
curves for areas with more homogene-
viis competithve <ation patterns, and
perhaps for individoal networks, The
MeCann-Erickson project will douln.
less <timulate other projects in this
divection.

I estimates for several combined
areas are Lo be anade, cach station
<haresaf-audience shonld he weighted
v the number of radio homes in that
area. * k%

WeCann-Erickson (s currently pre-
paring a brochure deseribing its tool
for timehbuyvers: o comtains detailed
technical tnformation and will be dis-
tribated 1o elients amd other advertisers.

SENSATIONAL BUT SCARCE

I Continued from page 310

ing with a series of 13 lalian pictures
on WOR-TV from 3:30 10 6:30 Sai-
urday  evenings,

When filn fans look up from their
T\ sets long enough to think about it
ask: “Where are the grade A
\tnerican ]rI"IUI't‘-".’“ Even il television

this

were \\l'.l]lil_\ enough 1o piry lop “ul]}-
waond  prices which it =o', Pervillo
~tands i the wav.

In 1946, the \merican Federation
of Musicians and the major studios
sienedd an agreement wherehy MG,
Warner Bros., Twentieth
RKO. Paramount.

U niversal-Tnternational - promised  not

Columbia.

Century Fox, anel
to release anmy of their films to wlevi-
The

use musicians  all-vears

ston without union ]u’lll!i"-»'lnll.
majer=  musl
round for musical <ound track record-
ings: they therefore have a stricl work-
ing agreetent, But imost minor ||l'm|lll'-
er<. who work only part ol the vear,
ire not bound by one. That's why their
pictures have heen sold frequenthy 1o
I'N il distributors.

There i no ~tandard arcangement
for the vemal of whatever films are
amvatlable, Facli deal belween a station
ur sponsor and one of the distributors
is andividual, Price depends on size
of the package. type of ilim. how many
IV <els are in the warket, size of the
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town. and how often the il will be
shown. A few distribators bhase rent-
als on the station’s ¢lass A time charge.

First-run exclusives are usually more
expensive than re-runs. For example.
WIPIN. New ‘[‘IIIL. has 'I;lill =al et
film for a package of feature-lenzths:
but it often buvs a second run at the
same time for another 3150,

A -H‘uml rumn ¢an |-|' muore r-\.|n'u-[\+
than the If a
eral I
second run of a package. the TV <o

first, station lets <ev-

vears ago between first amd
in its market will have multiphied.
Based on a sets-in-use formnla. the pe-
run cost is higher.

As fihu-renting
are faced with this praoblem: can we
zel support - il pro-
grams? One answer for loeal <tations

rates rise. stations

sponsors o
is to sell participations. Ou Fooulight
Theatre, a film WANBW.
Washington, D. C.. five spots are sold
on a Each
costs 875, with discounts for frequency.

sres

i

l.lll!‘-hnllr Program, "'|'“|
Along with a one-minute commercial.
sponsor gets identification <lide. and
audio mention at the bezinning and
end of the film.

Theatre-length features will contin-
ue to be the main source of TV leature
film for several years. But [rom va-
rious quarters come reports of a strong
trendd  toward For
large advertisers there are speciathy -

“tatlor-mades,”™

made shows on film. For local adser-
tisers there are svodicated
William Black. vice president of Offi-
cial Television. Tne., explains the trend
this way: “The hevday of random-
length  theatrical  motion
which have gone through <ccond and

pictures.

subsequent runs, home movies. and
similar markets, then tossed to TV like
crumbs from a rich table. is
practically over.”

Official Television, Ine., recenth put

nman -

out the closest thing 1o a music libran
on film, Called “Music Hall Varieties.”
it consists of L.O10 two-and-a-hall 10
three-minute specialty numbers—sing-
\lthoush not
newhy made, the films are specially
Ilrﬂ(‘!"‘.‘;l'il I.lll' I.\ ?"hl"\i”g. I]-‘I\l' IIi:l"L
leaders at both ends for local video tie-
ins,

ers. orchesiras. soloists,

Live emeees can run their own
disk jockey programs. with <horts tak-
il!.;.! ltl{' |llill.'t' ol rt“‘nf:li. A one-yeay
lease. which allows four plavs of each
unit. has an annual hase cost of $30.-
000. Ofheial Television softens this by
pointing out that cost per unil per run
i only 87.21. KTTV, Los Angeles, has
had the package two weeks: WOBS Le-
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features. |

gins using it this July.
Vong with Ofhcial Television, which
will

i'!m]ll-'t'r- of TV films, there are sev.

acl as distribwor for s i
eral other large-scale ellorts to ca<h in
on the pew trend. United Artists re-
centh activated o T\ ]lr']rl.. has
1 3-minute The
oldest, ?ulr: | iews u_.‘ .\Iru-:h_ has heen

ik
four weekh features,
ruuning a vear and is sponsored in 12
markets. Women in the News 1= [our
!Illli ,-"Hn‘!H! ’\I:.i‘qu.\ }\'!!I-l'rh"u-
scope. a nature il and Unk & Andy,

months

[or four to twelve-vear-olds. are newly-

born. United Arti=ts distribute these

CLEAR CHANNEL
50,000 WATTS

Bavsd MBC Allbate

Plato might

shows log tcdependent {lllu!l]l‘vra ke
A-Amierican News
Tele-Films. A\ mvst
others, are in the planning stage,

VAT
rents features and also
Sor s

md  International

rv ~eries. possibly

Progzrams.  which
<ells edited film
Hhum svries and Yester.

Felevision

i a
davs Vewsreel | vk haze, has ridden the
Cisco Kl imto TV, Lone o
radio Aid
brought Ziv a SLODOLOO0 contract with
NBC. For thetr million, NBi
clusive rights for five vears 1o Kid film

valuable
|b!"|u'T|‘| Cisiro recvently

gels ex-

on TV it has already announced a

fall openine on WNBT. New York.

have called 1t

RMONG the classic Greek con-
ceptions of an ideal Republic was
one where all its citizens could be
reached at once by the sound of a
single human voice - - -

'.ludgcd by this intensely practical

standard, you might well call the Central
South a republic. For daily, hourly, the
voice of WSM brings this rich segment
of Middle America into focus as a
single umit.

Check the story of the Central South’s
amazing growth in population, spendable
imcome, sales potential. See how indus-
try is concentrating in what has been
called the Ruhr of America.

Then consider that one medium—and
one medium alone—can deliver all this
potential to you as an advertiser. Here
is a “republic” rich beyond Plato’s wild-
est dreams—and a station which speaks
a language it understands.

For cold facts and figures. contact
Irving Waugh, or any Petry man.

WM

HAREY STON

NASHYILLE
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k-nuz
SUCCESS

STORY!
NO. 5

Mr. Reeves W, Hendershot

Pale: Dy Grand Prive has moved
from seventh position 1o Houston's
LARGEST selling Iwer in just a few
scant montlis.

“The phenomenal rise and public ace-
ceptance of Pale Dry Grand Prize,”
.'Illl!riﬁi'l: 1o RHeoves W, “l‘nill‘l‘*hnt.
\ prestdent 1o Charge of Sales al
GULF BREWING COMPANY in
Honston, “was due 10 the coopera-
tion of retailers and <alesmen who
merchandised  onr imtensive  mwdia
campaign. And 1 hearily atiribute
o good portion of their sueeess 10
our 12 quarter-hours and 21 an.
nouncements  carried  weekly  over
K-NUZ"

Upon request KAUZ will be happy
to furnish complete story of the sie-
crss of the GULF BREWING COM
PANY, or yon ean comtact Mr.
Reeves W, Hendershot at 5301 Polk,

Houston, Trexas,

Grand 'rize Advertising s Prepared
By Foote. Cone and Belding.
Houstan Office,

Before you buy the Houstoun
market check the top Hooper-
ated availabilities K-nuz offers.
You'll be dollars aliead in sales
and savings.

CALL, WIRE OR WRITE
FORJOE: NAT., REP.

DAVE MORRIS, MGR.
CE-8801

k-nuz

(KAY-NEWS)
9th Floer Sconlon Bldg.

HOUSTON, TEXAS

WABW,. Washington. and WXNDBK.
Cleveland. Playing it long-range, Ziv is
shooting the pictures in color and has
Duncan Renaldo and
Leo Carillo under seven-yvear contracts,
Radio ol the
given first option on TV parlicipation.
Interstate Bakery ( Webber's Bread in
California  and  Shulze’s  Butternut
Bread in the Midwest) hought in im-
mediately with a 10-vear contract.
Tailor-made

feature aclors

!-lll}ll.‘-(l]'."- [ll'tl,'_' ram are

shows aren’t  cheap.
Roach quotes a minimum of $6.500 for
a half-hour fitm. Cost of film stock
alone runs to SL.500,  Lucky Strike's
film show 1= saud 1o have cost Ameri-
can Tobacco S12.000 or more. The
(Ciseo KNid costs Ziv about $15.000 [or
every hal-hour unit.

Whatever the cost. TV fhlins are here
to stav. Until there are enough tailor-
mades to go around. hand-me-downs
will keep right on packing “em in, * % %

HITCH YOUR COMMERCIAL
(Continued from page 251

studied into two matched groups of
With the
enormous amount of data at hand. o
was possible to match very large sam-

listeners and non-listeners.

ples (several thousand in each group)
of all characteristics found to be sie-
nificant,

Each test group was divided into ap-
proximately equal numbers of listen-
Then users of
the product advertised on the program

ers and non-listeners,

were counted in each group. If more
users were found in the group listening
to the program. it was assumed that
listening to the program accounted for
the difference. since other factors were
matched.

For example, it was found that for
every 1.000 women listeners to Toni's
davtime serial Nora Drake 310 used
Toni home permanent kits. Among the
matched sample of non-listeners only
238 were users. The plus of 72 users
per thousand s credited o Nora
Drake. Women listening to other Toni-
sponsored progerams were not neluded
in the serial sample.

Toni exceutives have always been
researcli-minded (see “Out of the beau-
tv parlor into the home.” sroxsor,
Marelh 1948) and have used Scliwerin
Rescarch  Corp.  audience  reaction
.-:'[lll“l'.-' sl 1'}1-7. 'III]I' Compary ('I'l'll‘
its this phase of their research program
with an fmportant share in their suc-
customers  via

cess in o inlluencing

r;u“m

The Schwerin organization found the
difference in extra users varted widely
between programs of the same sponsor
using the same commercials, For ex-
ample. Give and Take. a Saturday af-
ternoon Toni participation show. had
100 extra users per thousand. but a
nighttime mystery stanza had only 20
extra users per thousand listeners,

Another advertiser had 110 extra
users per thousand listeners via a panel
quiz in 1947, onlv 50 in 194, During
the same period his score for a par-
ticipation show dropped from 80 to 30,
while a third show. a news program,
¢limbed from 30 to 40 extra nsers per
thousand listeners,

What was the answer?

Careful analysis of test data gradu-
ally eliminated factors with no signifi-
cant relation to a show’s ability 1o gar-

ner the “extra users,” Such factors as
type of show. time broadcast. season,
size of network. frequeney of broad-
cast. and length of time on air were dis-
carded.

But throughout the test data for one
sponsor after another one factor stood
out consistently - treatment  of  the
conunercial.

Where belief in  the

claims was low. extra users of the prod

advertising

uet among listeners as compared with
non-listeners was correspondingly low.
Where belief was high. extra users
were correspondingly higher,

Toni, under the astute management
of the Iarris
Neisen and Irving. was ready to aban-
don spot radio for network in 1947,
having achieved national distribution
With
their co-strategist and ad-manager. Don
Nathanson. they decided to continue
the pattern that had sold Toni to spot
audiences. That meant audience par-
ticipation shows,

fabulous brothers,

for their home-wave product,

They had discovered that participa-
tions were ideal veliicles for testimo-
nial-type commereials, They favored
this approach becanse of the necessary
educational joh in breaking down mass
resistance to the idea of home perma-
nents,

Toui soon had three participations
on the nattonal air: Give and Take,
Ladies Be Seated. and Breakfast Club.
Sales zoomed.

Torme Time. featuring  the  hot
rhythms of Bobby-sox favorite Mel
Torme and his band. was an attempt 1o
snare a yvouth audience. M was aired
Saturday  afternoons  from 5:30 1o
5:45. But the soungsters just weren't

SPONSOR




Rev. Dwight “Gatemouth”™ Moore,
still another of many ;:nml Teasans
why WDIA's  programming o
Negroes by Negroes is producing
sensational  (used after much
thought) results. Gate's “Light Of
The World™ show, 1:00-3:00 P.M.,
Mon.-Fri. is another WDIA sell-
otit with such accounts as Wonder
Bread and Fels-Naptha,
HOOPER STATION AUDIENCE INDEX

City: Memphis. Tenn. Mar.-Apr., 1950

Index et WDIA 4 8 ¢ D E F
T.R.D.T.P. 206254 2.2 127 12.1 103 9.7 33

“WDIA, Memphis, Tennessee, Bert
Ferguson, Mngr., IHarold Walker,
Com'l Mngr., John E. Pearson, Rep.”

SELL THE
COTTON BELT

WITH THE
“COTTON BELT GROUP”

Over 1,250,000 people in the
primary area ot less cost

COTTON °* OIL * LUMBER
AGRICULTURE

“The South’s Billion § Market"

Write—Wire—Phone
Cotton Belt Group
c/o KTFS

Texarkana, Tex.-Ark.

5 JUNE 1950

listening at that hour. aml the show
wasn't popular with available women
listeners,

But the SOap opera Nora Drake. it
turned oul. lent itsell well 1o the testi-
Crime Pho-
tographer. a wighttinie mystery. was
an attempt to reach <Gl another audi-
enee. 1 had the hest andience rating
of anv Toni show,

lllnlli.‘li-l_\[n‘ commercial.

Both  cost-per-thousand  homes and
audience ratings mav be misleading.
For instance, the five Toni shows re-
veal surprising facts when cost-per-
thousamd homes is compared with the
cost of getting those extra customers
beyond those who don’t listen. hut buy
the product anyway., :

Exlra

customers Cost

Cost per per 1,000 per extra

Program 1,000 homes listeners customer
Vora 31.88 72 2.0
Ladies 2.32 Ol 3.9¢
Breakfast 2.80 Y T
Crime 2.9} 20 1-L.7¢
' Give 3.47 100 3.5¢

The rating picture for the same five
shows COMPAres w ith the relative eflee-
tiveness as {ollows:

Average July Extra customer

Program 1948 rating ranking
Crime 11.5 5
Give 6.5 2
Yora 2.8 ]
Ladies 3.0 3
Breal:fast 3.1 4

What helps to give a commercial
credibility 7

“Making commercials take advan-
tage of the audience’s reason for listen-
ing to the program,” sayvs Schwerin.

\udience reaction studies on Ladies
Be Seated <howed that high points of
interest 1o the majority of listeners
came  when the interviewee talked
about her family.

\nother aspeet making the commer-
cial fit the vehicle is selection of the
right personality.  As seen in a chart
accompany ing this story, the highest
helief in advertising elaims was ob-
tained on Nora Drake when a house-
wife did the selling, She sol 4577 le-
lief to 4277 for a professional woman.
for a showgirl. and 17 for
Toni’s om n beauty expert.

This i< an example of making the
commercial highly compatible with the
entertainment on the show.

To make commercials take advan-
lage of the show. one mus=t understand
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the dominant reasons people listen to
it. This calls for qualitative program

Radio

Market Data

for
Oakland,
California

How many people?

There are 3 million people in
the coverage area of KLX, the
top station in Hocpe: ratings.
KLX claims only 600,000 as

steady listeners.

How rich are they?

Oakland area radio listeners
spend 100 million for drugs,
1 billion for food, 1 2 billien
for general merchandise, 1/4
of a billion for radios, TV and
furniture.

What does Hooper say?

KLX leads all independent
San Francisco and Oakland
radio stations in the Qakland
Hooper...and often leads in
all six periods!

Do San Francisco Inde-
pendents cover Oakland?

No, these stations reach only
15% to 35% of the Oakland au-
dience that KLX covers, You
can check this by adding the
Hooper share of audience fig-
ures for all six periods.

5- What about KLX results

...and promotion?

Just send lor success stories on
your field. Also, KLX has won
7 national awards for sound
promotion.

KLX

TRIBUNE TOWER - OAKLAND, CALIFORNIA

Represented Nationolly by

BURN-SMITH CO., INC,




GROWING
GROWING

GROWN
PLUS...

a 14.8 Over-all Audience
Increase Since 1949

ANOTHER BONUS
FOR ADVERTISERS ...

Special merchandising
department for extra
promotion of sales.

* Janusty, Febeusry, 1950 Hocper

WAB AN 5,000 Watts

FM 50,000 Watts
ABC and MUTUAL

OWMNED AND OPERATED BY
THE MOBILE PRESS REGISTER

MNATIONALLY REPRESENTED BY
THE ERANHAM COMPANY

THE LOYAL
WESTERN MUSIC
AUDIENCE

BUYS and
BUYS and
BUYS !! !

Make this responsive audience

YOURS

with one of these low-cost

TELEWAYS sHows

* RIDERS OF THE PURPLE SAGE
156 15-Min. Musical Programs

* SONS OF THE PIONEERS
260 15-Min. Musical Programs
e CHUCKWAGON JAMBOREE
131 15-Min. Musical Programs

Profitable Transcribed Shows

TELEWAYS

RADIO PRODUCTIONS, INC.
B949 Sunset Blvd., Hollywood 46, Calif.
Phone CRestview 67238 — BRadshaw 21447

Seod  lor

For It's

Free  Awdimon  Plater and  low  rales
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“lulies

I i=n't enougl, Tog I‘..|n|||1-. merely

1o “use the ~tars ol a show and |t
1o make the most of this aspect of psye
hological compatibilita,  Phy=<ical in-
tegrabion =ometimes works, sometimes
doesu’t.

Ou a comedy program the commes -
cial sot 5330 beliel when the stars used
a lead-in lll.‘tT \\“llll] il;l\f‘ '.I|l|r|im| Ly
any commercial, When they led in with
a product gag Lannouncer stil doing
the helief.
But when the stars took part in the
Lielief

integration

commercial 1. it gt 63,

thems=elyves

'II'II'

commercial

043 1.

rose 1o
phiysical
helped.

On the other
where 1t didn®t work. The commercial
sol 237 bheliel when the star of a chil-
dren’s Western program started off In
\Iu:l]ll'l
commercial. with which the star wasn

hand. here’s a case

--l\in_:_' ||!' |I!'-t‘l| llll' ilrndul'l_

associated, ot 357 heliel. 110 or miss
;i[lilli' ations of the “horrowing™ tech-
nique can backfire,

Despite the potential power 1o in-
crease sales which lies in improving
the liking of a show and making the
the
from it a program can stll fail unless

"‘!“I“ll'rl'i-ll‘ IIuI'I‘u\\ ”I{l\i“l“lll
it attracts potential huvers of an ad-
vertiser's product, and unless the com-
mereial -'Ill\.'iill!‘tl are

the

vlaims Sirong

enough 1o motivate prospective
custamer,

“Doubling the size of a radio andi-
ence is an expensive and sometimes
impossible task.” comments Schwerin:
‘but doubling or even tripling the e
membrance  and  believabilinn  of  its
conmmercials requires onh intelligent
efforn.” * W

LEE PULLS HAT TRICK

(Continued from page 27)

the time making a movie was no deter-
\iter a

O 1“-|J|llll]l‘ll"l'

rent. hurried  trans-Atlantic

with  Montgonmery.,

[ Grey's .|.‘lrk Wovatt and j:n' Batley Hew
I to London with a fountain pe.

Roliert Moni-
began last Seplen-
202 AU
stations. Thursday night. 9:215-10 pom.
did the first Tew broad-
casts while =ull in London: they were

'|'||i' new Lee series,

gomery Speaking,
ber, (1Cs enrrenth aired on
Maontaomery

hortwaved o New York for recording

sl rebroadeast, Confounding many

who predicted that Montzomery would
(all on his Taee, the show's rating has

fattened steadily,  Starting with a 1o

Niel=en in “-lnh-:n|-r1. it rose to 1,7 n
October, L1 in November, 1.5 in De-
) .“illir' "-f'lttn-

cember, 3.2

in January.
arv. the <how’s rating has average:d

3.0, and Montgomery - alter onhy nine

months on the air. rates as the No. 3
-‘Ilr'r'-.i-\\l'i‘L commentator, ‘Ile'l \\.ill-

\-idle Trom ratings, Montgomery s

11790 and Pearson 181.9).

show, young as it is, has also shown
a strong tendency to sell Lee hats, Last
~cptember. when he wemt on the air,
sales i the hat industry were some
2200 off last vear's figure.  From Sep.
temiper through May, reliable sources
wdicate an nerease of about 77 in

Lo = -.'tlt- OV el t||.- n..|:'l--}1<-||||i||f_' |re-

ridd a vear ago - while sales for the
test ol the industry have remained
sharply off.

Muclh cvedit for this brightening

sales picture can doubtless he given 1o
Lee's promotion activities on behalf of
it 2500 dealevs.  Lee quickly realized
that they had in \lulllj.'ulllt'l\- the haot-
lest
brand-<elling  history,
i their

===
WE DON'T
TOSS
BoUQUETS
TO :
DAISY (Ky-):

wowedon’t cultivale
. probably o garr

angle in  their

The ink

star’'s contract

merchandising
was

~{ .Il'r'f'l\ (11}

lhl'l'll-llh:ﬂ.(‘!“ n

Ui Ul P par
l'l'nl.:?r :»E:l) ; ]lmlu wieally speaking
de =

‘ e
j tie and reme
nsl too rus e

}::’r‘ :ulry-mimh-d WAVE

Siate's one great

‘o slich Lo our < g
'l\s‘l:--:::‘uiug markety the Lo

i
ille Retail T rading ;\rt‘ll:'.i;a\;::'ci
“l:illiuu dollars in I o
o . anunally from e
;lw::r'l hing connlics av
ay -

i |2
e fumily has as i
i‘l\\:-ril::“g: lm-mue-lll% higher th

'
- ey norn.
the Kentuck) wle ndvers

1
cant 1o pul a B =
l_f?“" F(-l:-‘:ili?.u-r into Re n;m}l:'-i.
st AVE= concentrolet 13
“"ﬂ:\’il'li renlly put you
n M
clover!

WAVE

0ke
g nec AFFILIATE . . 5000 WATTS - . L)l
; E

, INC.
g FREE & "““.r."mlm

SPONSOR




“Your July Facts issue is the best one of any trade

paper at any one time. You deserve hearty congratula-

tions. I can use a couple extra copies.”

H. C. Wilder
WSYR

5 available o 7S ISSUE js g
ehorts on SHE o thass Br e maosy
Bt spot, Network, (o, _u.f,.‘t.; buyer
SPON s iree yoq, ) vision, eqe, '
h\(Jh“‘ }"“jj }'Il(i“':"!.P““”‘“"h!'rl‘
ol | : = x ‘.I !.\. s s




In 1881 Paul Nipkow in-
rented the television scan-
ning disc and thus began
the history of television.

e

Blair-TV Ine. was the first
exclusive representative of
television stations. The first

company to recogmize and

act on

the television

sta-

tions real need for hard
hitting, single minded. ex-
clusive representation,

BLAIR

REPRESENTING

Birmingham
Calumbus

Loz Angeles
New Orleans
Omaha
Rithmand
Salt Lake City
Seattle

INCO

. WBRC-TV

WEBNS-TV
KT5L
WD5sU-TV
WOW-TV
WIVR
KDYL-TY
KING-TV
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when Lee dealers were bombarded with
this broadside:

“It's Lee on the air with one of
America’s greatest altractions—Raobert
Montzomery.  His is the charm and
personality that already have won a
nation-wide following. A <mart star
.« -« Smnarl ;n‘m]llrc"r ... asmart dress-

er...a “'nril] “_ur hero i

Il'(lll!‘l' >

oo BCTVIC
.« an all-in-one <ales-making,
promotion-building  combination  that
can’l be matehed!

“It's Robert Montgomery’s most un-
usual vole . ., radie’s most unusual
commentator show.  Robert Montgom-
ey Speaking will be informative. inti-
mate. entertaining, with sidelights and
bright lights . . . with some hig talk.
but mo=tly the kind of small 1alk Main
Streel likes to hear. What he savs will
ll}ﬂk.(' !‘l‘lll\l'l‘."i”i”” ||it‘('l‘5 Ti;_’]'ll ACross
the land . ., will pay off at your hat
counler,

\ bit overheated. perhaps, hut such
enthusiasm is contagions and dealer
liypos are the soul of anv sucli cam-
paign. Here i a quote from the Lee
Stle Book fTor fall. already in the
hands of Lee dealers:

“And here’s the sensation of the air-
waves lo ht'lp You H‘H more  Lee
hats. ... IUs the “talk of America™ pro-
gram . . . with a tremendous follow-
ing. Rolert Montgomery Speaking for
Youand Lee Hats every Thursday night
ABC network,
W hen Robert Montgomen speaks for
Lee more than 8.000,000 people listen

.. and his talks pay off in sales | .

coast-to-coast on  the

right over your hat counter!”

The Stle Book ako includes news-
paper mals for local dealer insertion.
featuring a drawing of Montgomery
wearing the Lee “Adventure.” and a
reminder o listen 1o the Lee radio
show. Lee dealers are supplied by the
firm with prepared radio spots, for use
hefore or after the network show, 1o
provide the individual store with local
tic-in. Stores in 190 of the 282 eities
where the Montgoimery show is heard
are buyving local spots ticing in with
the program,

A direct-mail campaign linked o
the show is scheduled to be set in mo-
The Grey
ageney is sending cach Lee dealer the
[ll“ll“i“_'_' leter

tion as this is written.
with an eve-catching
penny pasted o the top:

“Dear Sie: The penny at the top of
this sheet represents the cost to vou of
the Tour eards enclosed. irn|:1‘i|||m| with
vour nane o all of them! The Frank

H. Lee Co. is perfectly willing to un-
derwrite a good portion of the actual
cost of these cards in order 1o help yon
sell a lot of Lee Hats this fall.

“Each of the four hats on the four
cards in this set is a featured Lee pro-
motion for fall, and will be highlighted
on the famous Robert Montgomery
Speaking program next fall. You get
all four of these cards —imprinted with
vour store name and address—for only
510 per thousand!

“The Adventure hat featured on
Card Number 1 will be spotlighted in
August. Mail this card around August
20 to 25. The York hat featured on
card mumber 2 will be spotlighted in
September and October. Mail this card
around September 1. The Trinity hat
featured on card number 3 will be
liighlighted in September and October.
Mail this card around September 7.
The Fdgeless hat featured in card num-
ber 4 will Le spotlighted in September,
Ocrober. November,  Mail  this
card around September 14,

“For real resubts—and plenty of ad-
ditional hat sales—plan now to send
out these four cards this fall.  All vou
have to do is (ill out the enclosed order
blank today and vour cards will be in
vour store by August 1.7

The of Montgomery’s fan
md il ll{l’:" I)('l'" id =ouraee “f ||]l:l‘]| gl’ﬂ!iﬂ-
cation for Lee. The gist of most let-
ters is “atlaboy!™ Lee reporls a sur-

and

volume

prisingly low pereentage of negative
comments, and almost no letters of
vilification.  Reasoning that a listener
who writes to tell you how much he
hates vou is not apt to buy your hats.
Lee figures this is a good thing, * * *

BEETHOVEN COMMERCIAL?

(Continued from page 35)

making average New York incomes.
pointing up the fact that its audience
is not exclusively upper class,

About 8597 of WOQXR broadcast
time zoes to music in general, as
against forums. news, and advertising.
Of this 8577, classical music is played
607 of the time: the remaining 25%
consists of semi-classical. Hight concert,
or popular music,

Elliott Sanger describes WOXR pro-

graming this wayv: “... the musical
program stafl produces a well-balanced
program comprising all kinds of musie
except “hot jaze. from the classies and
semi-classics through concert and op-
eretta forms o dance and folk music,
The that

principal  requirement s

SPONSOR




whatever is performed by WQNR shall
be good of its Kind.”

Coupled with careful programing, is
the lowest pressured  advertising  in

radio.  Original “editorial™ policies,
sel 13 rvears ago. were left unchanged
In The New York Times when it took
full control in 1944

l'n‘llu, 1\|Iil'}l has sery | as a IIIlnI"I iﬂl

Its three-point

other music stations, reads:

1. No produels or services may he
advertised which the station be-

lieves will represent a bad value

to the consumer.

2. Even though a prodonct may be
recognized to have true value, it
will not be aceepted if its charac-
ter is such as to he obhnoxious or
offensive to listeners, This auto-
matically excludes such products
as laxatives,

3. The station uses every effort to

prevail on advertisers and their
agencies Lo rely upon advertising
messages which are factual and
not blatant nor exag-

In this way WOQXR’: ad-

informative,

;_{i‘rul:ﬂ.

LANG-WORTH

FEATURE PROGRAMS, Ine.

113 W. 57th ST., NEW YORK 19, N. Y.

Netuvek Calibre Prgrames at Local Station Cost

5 JUNE 1950

vertising may perform the service

ol a :ll-|u-er]rlr Buver's Guide.”

I'he stalion
programs have the same high quality
Most are
then sold to

insists that sponsored

as suslainers. orizinated In
the station. advertisers
have sained andience ac-

\':'r_\ fl'\\

arams have been accepted exactly as

when they
ceplance. -|mn=|-r--<| PO

]-1'|-|-‘||!--| i\_\ outside  producers  or
agencies.
syt tha

Listeners advertising

blend in with the rest of the program.
Jarring singing commercials. for ex-
quickly
joint management-listener

“'(J\“ is Tollowed l’lll“'l_\. like a

favorite newspaper. Vonth-
.||'_\ Program Guide goes 1o 60,000 suh-

.illllill'. were "hrnin.ltwd "\

agrecment,
\ unique

scribers. who pay $1.00 per vear. Upon
examining their list of subscribers to
the Guide. WOXR

tresses scattered over a radius of 600

Jj-rrr\u']i'd .lrl-
to 800 miles from their transmitter.
Existence of this large music audience
outside metropolitan New York was
further proved several months ago by a
re-broadeast arrangement hetween W()-
AR and WFMZ. an FM station in the
\lentown-Bethlehem-Reading

S0 successful has the
heen that on 15 May.

panded,

section.
I".'II'I "'f‘i"{‘
19500 1t was ex-

oW from 1 pan. o

Otlier
are clamoring to get in, Plans are not
hut the following
ing considered for experimental feed.

runs

midnight every day. stations

definite vel, are be.

ings: WFLN. New York: WINJ,
Bridgeton. N. J.: WMCP. Baltimore:

WLAB, Lebanon. 1.1
Pa.: WEEX,
Pottsville, Pa

WBIB. FM Station in New
was scheduled to start broadeasting
parts of WOXR's programing begin.
ning 30 Max.

Although WONXR added its own FM
adjunct in November 1939, a depart-
ment store executive named lra Hirsch-
mann thought New York music listen-
ers could support another FM station,

“A lot of |'='l-|lI*' said it conkdnt be
recollects, *They
said a station of our standards could

\\'\H]' York.
and WI'PA,

I':.‘t‘Ttlll ’a.

Haven.

done,” Hirschmann
not survive, let alone make money.” It
was an uphill road for a while, but
todday we have an estimated aundience
of 200.000.

an average of

Listeners keep tuned for
3.8 hours a dav, and
there is a waiting list of advertisers,
“Music’s the thing.” savs Mr, Hirsch.
mann. “not advertising. It is amusing,
but, | think, indicative of what editing
can do, that when we cut a high pres.

INCREASE

NO
INCREASE

5000 watts DAY

1000watts NIGHT

Directional
San Antonio’s Oldest

Music and News Station

¢y Forjoe & Co.
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Conclusions for
a Time-Buyer's Ergo

. 1. Towans have high incomes,
(vear alter year, among the highest
i the U'.5.)

. 2, They listen to the radio,
(see any ;u-rn'nw.-r Hrm(u'r)

@ 5. They listen o WMT
(while the number ot starions in lowa
wus growing from 25 to h since 146,
WMy audience INCREASED
1495 )

. L WMT is a lozical choice lor your elients

with something to sell in Eastern

Lowa.
@ 1hc Katz man will provide a basketful of
facts . . . just ask him, please,

5000 WATTS

600 KC

DAY & NIGHT

BASIC COLUMBIA NETWORK

ask
Jouy Bk & Co.

about the

Havexs & Martin
STATIONS

l N Short-Wave

l‘l‘}ll)loxl' Canada

TOTALBMI
WM B(—Aavn || UCENSEES. . 2756°
WCOD-¥w

You are assured of
WIVR-7v

SIMPLE ARITHMETIC
IN
MUSIC LICENSING

BMI LICENSEES
Networks

when you program

BMI-licensed music
“As of May 25, 1950

complete coverage
First Stations of Virginia
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BROADCAST MUSIC, INC.
580 FIFTH AVE., NEW YORK 19
NEW YORK * CHICAGO * HOLLYWOOD

sure blurb down to four paragraphs
for a six-hour program. the agency
nearly had apoplexy. But the sponsar
thought it was fine. He told us: "Your
version married the musie” ™

\ recent article about WABF and
= ]l‘\\'-]irt‘:-ritll'l' advertising in Read-
er's Digest hrought fervent letters from
enthusiasts not vet within hearing of a
musie station. Most wanted to know
when there would be more stations like
WABF, Already a six-station network
of FM stations is being set up. linking
Washington. Baltimore. Philadelphia.
New York, New Haven, and Boston,
By 1952, it is expected that other FM
stations will be added.

“-l.".\.]:‘h Illll?-i't'.ll volee I]il— ('.ll'l‘il‘nl
further than New York, Mr Robert
“n_uu'r‘ noticed.  while \\'nl'kill;_' in
Washington. D. C..
that people bought special equipment
just to pick vp WOXR programs, But

Washington bhroadeasters made no at-

during the war.

templ to tap the |.|r;_'t‘ qutl‘!!li;ll musje

audience. Thev should have, hecause:

I. Washington is packed with musi
lovers. Constitntion Hall concerts
usnally sell out and record com-
panies report higher consumption
of classical records per capita than
any other U, S ity

o

Washington is strongly “white cal-
lar.,”  One-third of 1= 1.000.000
population works for Uncle Sam.
who insists on high educational
standards.
When Rogers bought WOQOW in
1947 and switched it to classical music.
Washingtonians followed through. To-
day 199.000 listen regularly. Of this
number, only about 387 make $5.000
a vear or better. And a Pulse survey
in 1949 convinced the statton  that
their  audience was not  “carriage
trade.” Rogers savs the WOQOW audi-
ence belongs to the “purchasing class.”
WOOW daes not confine itself to the
classics, As the station puts it: “Good
musie is like good chewing zum. the
flavor lasts. Sure a symphony by Beet.
Loven is Good Music., But so is Some
Eunchanted Evening, a Rhapsody in
Blue. or Molly Malone.” Program Di-
reetor [nderwood amms at a halanced
flow of music amd speeial Teature pro-
grams to keep listeners tuned in.
WOOW has piled up profits for a
variely of advertisers.  Walker and
Dunlop. Ine.  (ageney: Henry Kanf-
man !t reports that itsold over $100.000)
waorth of real estate to “-(_)(‘)“' pros-
pects in four months, The firm nses a
five-minute program called Verws About

SPONSOR




Homes plus annonuncements.

Arthur J. Sundlu. president of the
Washington jewelry firm of A Kalin,
Ine. tageney: Kal, Ehrlich. and Mer-
rickt =avs: 1 have been using radio
for over 12 years and 1y ;ill\l'l‘i“'i]l:_'_
on WOQOW is the first which has heen
referred 1o directly by enstomers com-
ing into the store,”

'Ilhl' :""}Irilill'r .\]i"lllril' !lllill;{ (‘.!P!I'l'
pany (censtom-built radio and TV set=)
started on WOOW over a vear ago,
with a small schedule of announce-
ments, WOQOW has now become the
major  factor in  their
Shrader currently sponsors a 90-min-
ute Sunday symphony program  and
schedules four announcements per day,
Monday through Saturday, The firm
has become dominant in its field as a
result of WOQOW promotion.

Although all the classical music sta-

promotion.

tions have similar policies. there are
some programing variations from sta-
tion to station. KFAC, Los ‘\Il"_'n"l'-é.
for example. nses a “concert forman.”
Hall-hour specialty programs separate
longer concert programs. With 30.000
recordings in s library, KFAC sees
to it that no piece is repeated in less
than 10 days.

Advertising is edited by the station
and imtegrated into  the programs.
Union Pacific Railroad. for example.
has long sponsored Musical Milestones.
They blend the *American Heritage”
type of commercial in with the musie
by pointing out chronological parallels
hetween historical dates of railroad de-
birth-dates  of com-
posers or their compositions,  This
lends itself 1o smooth commercial tran-
sitions,

On KFAC editing i not the only
safeguard against listener irritation:
“Announcers are instructed to deliver
all commercial messages with dignity
and sincerity.  Experience has shown
that this manner of
delivery creates antagonism toward the

\('|n||m(‘nl and

deviation from
station and a nesative reaction towards
On  the rare
when we have bowed to commercial

advertisers, occasions
expediency. we have had hundreds of
complaints from listeners.”
Soft-pedaling commercials pavs off
with the KFAC andience. The Slayvick
Jewelry Company in Los Angeles <pon-
sors a heavy classical music program
illlll" '[ lo .—) Il.lli. v llil'\:‘ Wl \\l‘l'k.
There's no direet selling. vet Slayvick
has the few successful
jewelry stores through the tong jewelr
slump since the war, The firm reports

been one of

5 JUNE 1950

oceasiomal sales of $2,000 10 82,500
where the customer gives the Shvick
programs on KRFAC ac the sole reason
for the purchase,

bears  omt

~h=)\O

e of other musi

san Francisco's
the t'\']u-ril'u-

around the countyy,

stations
A surves shiowed

that their audience was made up of

27%  professionals. 2077 students.
seven ¢ educators. seven clerieal
and the other 39 7 varions. About
83070 of the time these Listeners tarn
on the radio. they tune in KSMO,
This means. in most cases. al least |

three evenings a week.

Maore than 8.000 letters have praised
KRSMO in the nine months sinee they
have become exclusively a music sta- |
No jive. hillhillh  songs. soap
aperas are broadeast. Only the news

Lion.

once an hour interrupts “the world's
finest music night and day.”

Despite the success of classical sla-
tions like WOXR. WABF, WOQOW.
RFAC. and K3MO, there is one sour
In Boston, WEBMS (ried its clas-
Music

note,

sical lovers amd fTound them
wanting. George Lasker. vice president
of the Friendly Group, which operates
WRMS. this

way;

puts the station’s case

“During a threesvear trial the sta-
tion found that. although its limited
audience enjoved and applauded  the
music, it resented the sponsorship and
commercials that helped make broad-
|l|l:-.'-”IJl'.
commereials, cutting them down and
adapting them to the music. had no ef-
fect. Listeners would no support the
therefore
not support the station,”™

\ Boston classical music
commen'ing to sFoNsSOR on the reeent
WEBMS move writes: “Last week | was
in New York and listenad 1o WONR.
Announcers like Ross John's and Dun-
can Purneyv onhy emphasize the wide
difference and one of the principle rea-
=0 l= {nr “(.)\“‘-» '-lll'II‘.'-h-_”

Listener-cvitics of WBMS deny thai
thev arve “temwperamental and impos-
sihle to satislv™
Those who have heard other music sta-
tions lav the Boston fatlure to “hali-
hearted™ programing and unwilling.

casting Fxperiments  with

SPONSOTS:  SPONSOrs would

listene=r

as Mr. Lasker claims.

ness Lo put a bridle on “high-pressure”
selline. spoxson lacks sullicient infor-
mation to decide pro or con, merel
presents the WEMS story as an indica-
tron that music stations can fail, B
i slations
have learned 1o <atisfy listeners and
spons=ors Lllil\t‘. * k%

;"l‘llt'l“il]. l']il‘-"-il‘ il] Illll.‘*i.l

Let's Make it Real

KATL has @ real amorous feel-
ing for its clients. It can’t just
be platonic when you're fight-
ing the side-by-side battle for
results,

Let Jack Koste, of Independent
Metropolitan Scoles, tell you
how effectively affectionate
KATL can be . . . Or call:

Pouston's Oldest Tndefendent

KATL

HOUSTON, TEXAS

E
* teapersW® '° FARN,,

‘5,863

from a
TV Population of

only 38,000 Sets
(... but Growing Fast)

Here’s PROOF of
Avudience Interest

WSDACUSE

AM « FM - TV
NBC Affiliate in Central New York
HEADLEY-REED, National Representatives

b
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Who's got a TV code?

[he wav things are going, it won'l
|“' i{lrl‘.‘ ]'"I’“r" II \ l‘llli!""' \\il] ]Il‘f'l!l[ll'
as numerons amd as confusing to the
ratecards

acdvertiser as radio station

used 1o be,

The for
advertising TV eode heeomes more ap-
The jll!l of build-
mg up suitable standards of perform-

necd a mood-taste, _ululn{-

parent every t|.'l_\,

ance (more imperative for TV than i
for the
hroadeasters™ responsibility,

In G. Emerson Markham, divector
of NABs TV Department. the industry
has a practical television broadeaster
who knows most of the pitfalls. who
looks al them from the viewer s-spon-

PVEr was radiol is strietly

'-HI.'v-]il’lliliil'.'lr-(('l'..-i puirll- of View,

We that Mr. Markham is

‘II‘-I!I"r’l

Applause

NAB Business Trends Committee

with uwetwork  disaffee-
tion from the NAB. the industry’s trade
d==ocialion [rroves, in the formation of

Concurrent

the important NAD Business Trenids
Committee. that its spirit, nitiative,
mred desire for serviee havent sulfered,

Bringing together soch men as
Buvard Colzate, chairman of Colzate-
Palmolive-Peet: Marion B, Folson.
president of Fastiman Kodak: Paul |
Clark. president of John Haneock Mu-
Ll ll[l ||e1r'r\- AL
Bullis, chairman of General Mills aml
thomt 20 others of like
wmt “the status of the
calls

.-}u'l'l!inll.

lusuriance

[-.ll‘:

alibire to chirt
\ineriean oeo-

oy for a high order of co-

That these men are ready and will-

i toomeet several time< g vear and

64

hard at work on this burning problen.
If the pressure of other Ilt‘ti\il_\ SeCIs
to keep line from it spoxsgor submits
that it is the NABs duty to let nothing
stand in the way of this priority proj-
et \ substantial TV code foundation
e 1050 will pay handsome dividends
in 1951 and all the yvears to follow.

Godfrey's gospel

In this issue, sPoxsOR presents Ar-
thur Godfrey’s sales biography (sce
“The Great Godlrey.” page 211, While
doing this storv. we asked (;m”rn"\ Lo
(;l'lllfl'l'\'?*

fuliou S,

should provide food for thought for

deseribe his selling form.

broadeasting  gospel.  which
advertisers small and large (he's sold

for all kindsi.

the listener  the

straight goods, without any eve

1. Sincerity- Give
wash,

2, Informality
farm manner when vou're talking.
in ellect, to housewile,
couple. one family.

b Relialbulity-
convineingly if vou're sold on the

Don't adopt a plat-

nne nne

It's a ot ecasier to sell

ﬁiull]ﬁnl’.f- |IIlI{]||l'|. _\'lll.lI"-l'”.

k. Stmpliciry Steer elear of the four-
hit \\'f}rl]\‘.

This

cially 1o commercials. It may look

D, frfu,u."ﬂbf'h'f'.' .'lpplil"‘- espe-
greal on paper. but sound stilted
and pompous. Hc‘\\'urk‘l“;{ the com-
mercial in evervday language can
work wonders in results,

to supply NAB members tand the en-
tire “with basie
concerning the business and economic

nation ) information
trendds within our free enterprise sys.
tem™ is due mainly to (1) an appre-
ciation of hroadeasting’s ability to get
through to the nation at large. (21 the
work of two NAB department heads,
Richard 1% Doherty. director of Fm-
ployer-Emplovee Relations, and Rob-
erl K. P"ublie
\Tairs.

Doherty initiated the plan. Working
closely with Richards, and encouraged
by President Justin Miller of the NADB.
the nl &
Bayard Colzme and several others,

Richards, director of

he enlisted WIrn support
Fogether. Doherty and Richards drew
up a presentation for the NAB Board
of Directors. which reacted favorably
1o the creation of the Connnittee at its

The commercial’s the thing

The American system of broadeast-
mg has brought the air media to the
No. 1 position in entertainment and
recreation because  the
willing to foot the bill.

[t every 13-minutes, 30-minutes, or

advertiser s

Ot-minutes of programing e gets his
opportunity for repayment, It comes
in the form of his own ]H'r.-nllid adver-
tising message,

That puts it up to the commercial
to pay off.
fractional time available s elosely
linked to the skill with which it’s put
Ti1_‘_"l'“1l'l‘<

How well it does in the

Even the biggest advertisers some-
times lose out because their messages
don’t hit
sroxsoR published its widely used and
quoted article, “The faltering farm
commercial.,” that  revealed, the
basis of an Oklahoma University study,
how far the message may be off the
mark (see spoxsor's Farm Faets Hand-
l’ll)lll\l_

Howard Schwerin is one of the more

home., Some months ago

un

definitive researchers when it comes to
analvzing what makes a commercial
tick, sroxsor has published his find-
ings before. In this issue we report
on his latest (see Hitch your commer-
cial 1o your program, page 241,
Because the commercial is the pay-
off, sroxsor will devole considerable
space to this vital subject in fortheom-

g issues,

\rizona meeting early in 1930,

The first weeting will be held in
New York 11 July with Judge Miller
presiding, At that
will be appointed by the Committee it-
<elf. with discussion and exchange of

time a chairman

ideas following a planned agenda, Dis-
cussions and  conclusions will be re-
ported to the NAB membership via an
cconomic letter prepared by Dick Dao-
herty regular Boh
Richards.  Additionally, Richards will

disseminate findings 1o news agencies,

and reports In

commentators. and others,
The NADB Business Trends Commit-
It fulfills a

function for all business that is casily

tee is big league activity,

lli\i'l'lilt'li .'Ilill il}l’]]'l‘l'ijll[‘ll }!\ tiulh .'Ill-
vertisers and the publie.  sroNsoRr rec-
commemds more NAB thinking of the

same calibre,

SPONSOR



7 KMBC=-KFRM 7.
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The Spring 1950 Kansas City Primary Trade Area Survey—a coincidental survey
of over 80,000 telephone interviews in one week by Conlan — just off the press —
shows The Team even further ahead of its nearest competitor than a year ago!
It is one of the most comprehensive listener studies ever made — and one of the

most revealing.

Together with the Fall 1949 Kansas City Primary Trade Area Survey—an aided
recall survey made through 2,122 personal interviews at the 1949 Missouri State
Fair, Kansas State Fair and the Kansas City American Royal—it provides irref-
utable proof of The Team’s outstanding leadership. Yes, current proof, not

moth-ball evidence.

t' \ Oklahoma
[T )

Daytime half-millivolt contours shown in black.

THE TEAM AGAIN WINS FIRST!

Spring 1950 Kansas City Primary Trade Area
Radio Survey, just completed, shows KMBC-
KFRM far ahead of all other broadcasters try-
ing to serve this area.

= 1

The KMBC-KFRM Team
with Coverage Equivalent to More than

50,000 WATTS POWER!

Yes, The Team covers an area far greater
than KMBC alone, at its present location,
could cover with 50,000 watts with the best
directional antenna system that could be de-
signed. With half-millivolt daytime contours
tailored by Jansky & Bailey, America's fore-
most radio engineers, to enable The Team to
effectively cover Kansas City’s vast trade ter-
ritory (a rectangle—not a circle), The Team
offers /imerica’s most economical radio cover-
age.

Contact KMBC-KFRM, or any Free & Peters
“Colonel” for complete substantiating evidence.

KMBC-KFRM

6TH OLDEST CBS AFFILIATE PROGRAMMED BY KMBC
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This file including all text and images are from scans of a private
personal collection and have been scanned for archival and research
purposes. This file may be freely distributed, but not sold on ebay

or on any commercial sites, catalogs, booths or kiosks, either as reprints
or by electronic methods. This file may be downloaded without charge
from the Radio Researchers Group website at http://www.otrr.org/

Please help in the preservation of old time radio by supporting legitimate
organizations who strive to preserve and restore the programs and related
information.



