How fast can radio work?
Radio’s independent press agents

TV...more film than live

Non-listening is YOUR business
Oxydol sparkle girl (Julie Conway)
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“Il’l‘ll seven stations in seven communities, the Fort Industry
1

Company has seven ears to the ground. Eaeh one. alert to
local listening preferences. builds and promotes in its own area.
This basic local experience plus the alert, aggressive Fort Industry
Company pool of radio and marketing know-how results in
stronger stations . . . in Fort Industry stations that click with

local listeners.

... seven stafions in seren conmmuniiies means seren ears
to the gruulul fnr Fort Industrv stations . . . kc(’ping

them informml of trends, alerted. aggressive. progressive.

THE FORT INDUSTRY COMPANY
WSPD, Toledo, 0.« WWVA Wheeling, Wo Va, « WMMN, Fairmont, W, Va.
WLOK, Lima, (). « W]JBK, Detroit, Mich., « WAGA, Atlanta, Ga. « WGRBX, Miami, Fla.

National Sales Headquarters: 527 Lexington Are., Neww York 17, Eldorado 5-2455

“You can bank on a

Fort Industry Ntation”
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TOBACCO RADIO

ADVERTISERS
DO MOST
BUSINESS

ZIV'S
1,000,000
FEET OF
STOCK FILM

D-F-S
FIRST IN
NETWORK
BILLING

REICHHOLD'S
MUSICAL
BARGAIN?

SOMETHING
NEW IN
CLEVELAND
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Tobacco's big users of broadcast advertising did practically all of
cigarette business in 1946. Under 1 per cent of all cigarette sales
were made by non-radio advertisers. Camels made greatest advance
during year, doing 28.1%, of all cigarette business. Lucky Strike
is still first with 31.69% of the business. Chesterfield has bought
Giants baseball games for TV over NBC network. Tobacco industry
predictions are that Camels will pass Lucky Strike in two years and

regain first slot which they held pre-war.
—SR-

Frederic W. Ziv's TV film subsidiary has over 1,000,000 feet of
stock shots ideal for bridges during live air shows and as backing
for commercials. Ziv bought General Film's library and is estab-
lishing film production unit to make TV film just as he makes tran-
scriptions for radio stations.

—SR-
Importance of daytime programing is indicated in year-end reports
which show Dancer-Fitzgerald-Sample first among agencies placing
network business. D-F-S placed twice as much business with networks
as second placer, J. Walter Thompson. Former's billing was $21,-
155,292, latter's $10,707,632. Foote, Cone & Belding, Benton &
Bowles, Compton, and Young & Rubicam placed around $8,000,000 each
BBD&0 was in $6,000,000 class, Biow, Kenyon & Eckhardt, and Ward
Wheelock in $5,000,000 class. Spot placement figures when com-—
puted will radically change rank order of agencies. Also figures
include only gross time costs and would be further changed if pro-
gram costs (often bigger than time) were added.

—-SR-

Henry Reichhold's amazing deal with Detroit AFM was revealed when
union changed mind. Reichhold was permitted to sponsor broadcasts
of Detroit Symphony Orchestra over ABC at sustaining rates and to
record hour-long program for home records while it was on air.
Petrillo's disk prohibition killed recording part of deal which in

Reichhold's mind justified broadcasting series. Series is now
off air.

SR

Fight for Cleveland's listening audience will shortly be intensi-
fied. WTAM, which for years has lacked 'local personality," will
undergo complete revamping under John McCormick, ex-manager of WKRC,

Cincinnati, and more recently NBC account executive in Chicago.
Other Cleveland stations have been very conscious of need for iden-
tifying themselves with local problems. It now becomes five-way
battle (even little daytime WJMO is doing a job in its own way).

SPONSOR, Vol. 2, No. 4, February 19%8. Published monthlv by Sponsor Publications Inc. Publicalion offices: 5800 N. Mervine Sl., Philadilphia 41, Pa. Adrerlising, Edilor-
ial, 'and Circulation oﬂ‘cex 40°W. 52 SL., New York 19, N. Y. Acceplance under the acl of June 5, 1934 at Philadelphia, Pennsvieania. authorized December 2, 1957
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ANNOUNCEMENTS'

ONE-MINUTE
MININUM CHARGE

RADIO ADS
NO FACTOR IN
ANTI-TRUST CASES

MCA REPRESENTS
FILM PROCUCERS
RE TV

LITTLE
PROFIT IN
1947 E.T.
PRODUCTION

A.M. STATIONS
EXPECTED TO
PASS 2,000 BY
MARCH

GOEBEL
BUDGET
$1,000, 000

AUTO RADIOS
HIT NEW HIGH
IN 1947

LOCAL COMMERCIAL
BUSINESS PASSES
NETWORK BILLING

———
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Quotation of one-minute charge for all announcements, station
breaks, etc., on ABC owned and managed stations, regardless of what
part of a minute is used, is indicative of general trend in direc-
tion of such minimum charge.

—-SR-

Of firms involved in the 81 anti-trust cases pending in U. S. De-
partment of Justice only 17 use broadcast time, two have formerly

done so. Although material printed in magazine and newspaper adver-
tising is part of government's case, no current broadcast continuity
has been requisitioned nor is there expectation that any will be.

2SRE

Music Corporation of America is signing up small independent film
producers to represent them in selling TV rights to stations,
agencies, sponsors. MCA charges regular artists' rep fee, 10 per

cent, for this service.

~SR-

Transcription firms were generally in red at end of 1947 due to
tremendous sums poured into making masters to keep musical programs
running for two years despite record ban. Only firms that were
actually sales representatives rather than producers made money.

—SR—-

Regular broadcast stations authorized by March 1 will exceed 2,000
according to Washington advices. FM station authorizations may hit
1,200 and if log jam is broken TV stations authorized will pass 100
mark. These figures do not include educational, international, or
experimental stations.

-SR-

Goebel Brewing Company will, for first time in history, spend over
$1,000,000 for advertising in '48. Beer will make serious bid for
national business. Network set up especially for Detroit Tiger

baseball broadcasts by Goebel will be expanded. Detroit Lions and
Chicago Rockets football games will be broadcast and televised this
year also. Over 509 of Goebel budget goes into broadcasting.

—SR-

Eighty-four per cent of all automobiles produced in 1948 will be
radio—equipped. Auto radio production in '47 hit new high of
2,860,000 units, 265,000 increase over previous high hit in '41.
Figures compiled by Frank W. Mansfield, sales research head of
Sylvania Electric, which supplies about 169% of all car radios
through subsidiary, Colonial Radio.

~-SR-

Local commercial broadcasting passed network time billings in 1947,
for first time in broadcast history. Although final figures aren't
in yet, NAB's projectable sample reveals that local business was

$136,000,000 and national network billing $125,796,000.

SPONSOR
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OKLAHOMA CITY CONTINUING
CONSUMER PANEL

Reports issued quarterly on day-to.day purchases of 400
representative families in Metropolitan Oklahoma City covering
40 different food and drug classifications. Regular reports for
each classification cover:

1. Bronds Purchosed
2. Number of Families Buying
3. Number of Units Purchosed

4, Weight or Size of Units
5. Dollor Yolume
6. Ploce of Purchose

In addition, special analyses making use of the complete
biographical material and purchase records are possible, Full
details on request.
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Watch ”m y M[ Your P(oduct Makes

—where it's been! —where it's going!

Every time a food or drug item is purchased in Oklahoma City,
a "detective” picks up the trail and shadows it constantly.

The 400 families composing the Oklahoma City Continuing
Consumer Panel are the “detectives.” They were chosen with such
represencativeness that they actally form a perfect miniature of
Oklahoma City's quarter-million-person metropolitan area.

That's why today in Oklahoma City food and deug advertiscrs
know exactly who is purchasing what, where they buy it, how often
they buy, how much they buy and what they pay for it. Furthermore,
they can, if they wish, secure almost any kind of special information
concerning a product’s behavior from the moment of purchase,

This kind of information is available to you now on a continu-
ing basis. Scnd today for the Quarterly Report of the Oklahoma City
Consumer Panel covering your product classification, together with
particulars concerning the wealth of special product information

obtainable from the day-by-day family purchase cecords.

THE OKLAHOMA PUBLISHING CO.: The Farmer-Stockman —WKY, Oklahoma City—KVOR, Colorado Springs
KLZ, Denver and WEEK, Peoria, Affiliated in Management — REPRESENTED BY THE KATZ AGENCY, INC.
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L A ANOTHER SPOT SUGGESTION .
\N John Blair and 1 read with great inter- w.! I H
est and complete agreement your editorial -
entitled “Spot Needs a Name” in the||| s
wwsw:
SPONSOR REPORTS 1 Howt:'ver, in l?'our feature “Spot : @
Trends™ you say, ‘‘Based on the number
40 WEST 52ND 4 of spots (programs and announcements)
NEW AND RENEW 9 placed . . . etc.” Why don’t you just Watch Gallagher! .. The crowd
P.S. 14 | climinate the word “spots™ in that CO"} cheers, and sure nuff, it's another
nection and say, ‘‘Based on the number o
1 '
BRADCAST RERCHANDISING & programs and announcements . . ."” | fieldgogQRE RS ;_Duquesne Drulcest
MR. SPONSOR: JAMES H. CARMINE 20 As you point out in your editorial, spot ... Right in there'following the ball
PRESS AGENTS EXTRAORDINARY 23 broadcasting means much more than an- for Pitesburgh listeners is WWSW
l WASH ON THE AIR 97 nounce.ments alone. The whole purpose M statior; thaé leads in sports!
spOT LISTENING CHECK 5 of getting a new name for spot Is to over- * ) i
B TENI : come misunderstanding on the part of Last fall, listeners. ja ked
TV AND FILM 30 | sponsors and agency people alike, who around their radios to hear !
PUSCsieis CRATHITAR 24 fome st srmoureemene mnd 7% | bing e e Sl Gameglo
FARM{EXPLOITATION 39 2 ' , —
5 ‘ and the same thing. Shouldn’t we adopt fans cheer Pitsburgh’s leading col-
DAYTIME TV 42 I, policy of referring to announcements as legiate basketbalk team; ths Du-
: NSOR ASKS 44 :
MR. SPO K announcements .and not spots, to help| quesne Dukes, over WWSW! And
SPOT TRENDS 48 lessen the confusion factor? o 1ol 'd breaki
, ; in spring, look for a record breakin
| IT'S FM PROMOTION & PROGRAMS 51 WeLLs H. Banrnerr, Jro | | by el ' ' &
| Prtensmp————— 59 Sales development manager audience when W\Y/SW}S(CPS out
| John Blair & Co., ChxcagoJ | with che Pitates for another baseball
SATURATION THROUGH RADIO 54 |
| YOUR PROBLEM: NON-LISTENING 59 | COMPARAGRAPH INFORMATION | season:
) FIND SPONSOR COMPARAGRAPH  MOST {
SIGNED AND UNSIGNED 72 L HELPFUL 1S IT POSSIBLE TO cs’r} Yes! ... it’s attion with WWS\W
TVERIERARS B |ApTIENaL-gory in professional, collegiate and scho-
LENORE LITTLE
SNETWOIRN COMRARABRAEE 83 WOOD, GRAND RAPIDS lastic sports. And after 14 years of
I SPONSOR SPEAKS 94 Current four-network-program Comparagraph is in | bfoadcasting SpOr[S tQ a "Capaci[y'

94 each issue. Kzira copies are available.

APPLAUSE audience, WWSW is STILL the un-

contested leader! . . . That's why,
through the seasons; WWSW is a
“listening must” with Pitusburgh
sport fans! The RESULTS: the big-

ger our audience . . . the bigger your

READER SERVICE
1S THERE ANY WAY TO SECURE COPY OF
SPOT EFFECTIVENESS STUDY REFERENCE
PAGE ONE PARAGRAPH TWO JUNE SPONSOR
STOP OR ANY AUTHORITATIVE ARTICLE
EFFECTIVENESS SPOTS, FLASHES, AND
STATION BREAKS STOP YOUR ADVICE
WOULD BE APPRECIATED

HAL WILLIAMS

DOMINION BROADCASTING CO. | ||

TORONTO
Eduard Petry is sending his first spol study lo Mr.
Williams at SPONSOR’s request.

sales. So come on, be “sponsor wise”,
join the national* and local adver-
users, who, year in, yéar out. hitch
their sales wagon to the station that
bags MORE LISTENERS PER

RESEARCH INFORMATION?

Published moathly by $PONSOR PUBLICATIONS INC. Executive,
Editorial, and Advertising Offices: 40 West 52 Street, New
York 19, N. Y. Telephone: Plara 3-6218. Chicazo Office: 410
N. Michigan. Telephone: Whitehall 3540. Publication Offices:

5800 North Mervine Street, Philadelphia 41, Pa. Subscrip-
tions: United States $5 a year; Canada $5.50.  Single copies 50c.
Prioted in U. 8. A. Copyright 1947 SPONSOR PUBLICATIONS INC.

President and Publisber: Norman R. Glena. Secretary-
Treasurer: Elsine C. Glena. Editor: Joseph M. Koebler.
Amociste Editors: Frank Bannister, Charles Siaclair. Art
Director: [loward Wechsler.  Advertising Director: Lester
J. Blumenthal. Advertising Department: Edwin D. Cooper;
Chicago Manlaen_') Kay Brown; (Los Angeles) Duncan A, Scott
4 Co.,448 8. 1LilI St.; (San Francisco) Duncan A. Seott & Co.,
Mills Bidg. Circulstion Manager: Milton Kaye.

‘OVER PICTURE: If they televisod the Oxydol commercial, this
13 what Julie Conwa  would look l’i(l;e a9 she Uoooohs that Oxydol
sparkle

We would appreciate very much your
sending us two additional copies of the
October issue of SPONSOR.

We are making this request because of
our interest in your article on the Lazars-
feld Stanton method of measuring audi-
ence reaction to radio shows.

DarrReLL M. BrisBin
Research Department |
Fitzgerald Advertising Agency
New Orleans

(Please turn to page 6)

DOLLAR IN PITTSBURGH . ..
WWSW! 1

* Ask Forjoe.

WWSW

Pittsburgh’s
Leading Independent!
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KCMO 2 millivolt contour map

One station

One set of call letters

One spot on the dial

One rate card

50,000 Watts Day .
10,000 Watts Night — on 810 ke

National Representative:
John E. Pearson Co.

Bose map courtesy Broadcasting Magoazine

FEBRUARY 1948

50,000 Watts Non-Directional - Daytime
superimposed over actual mail count map”

*387 COUNTIES — 174 more than the 213 in
the KCMO Y2 millivolt area—that's KCMO's mail
response for the first 4 months at 50,000 watts.
This includes 100 counties in Missouri, 79 in
Kansas, 51 in Nebraska, 70 in lowa, 21 in
Oklahoma, 33 in Arkansas, 33 in Illinois. And

mail came in from 20 other states! We'll gladly

send details of this mail response. Write or call.



‘ (Continued from page 4)
APPLAUDS INDUSTRY STUDIES

You don’t have to sell me sPONSOR. |
have been thoroughly sold since sceing the
first issue. As far as helping salesmen and
agency men, SPONSOR not only puts all
other trade magacines in the shade—they
are not even in the running as far as | am
concerned! | particularly like your in-
dustry analysis. We, incidentally, do not
have on hand all copies of SPONSOR since
its first issue and are very anxious to bring

| our library up to date. Is it at all con-
ceivable or possible that we could buy all
issues published not shown on the at-
tached list which indicates what we now
have?

VINCENT A. FraNncis
| Account executive
i ABC, San Francisco

We really enjoy the concise reports and
the many innovations you have brought
to us guys in the industry.

J. SLaTTER
President
Radio Representatives Ltd., Toronto

FAMILY RADIO EXPENDITURES

On the very first page of your January
| issue, I noticed an item quoting Dr. O.
|| H. Caldwell on the amounts spent in the
United States for radio in 1947. You
might be interested in a breakdown of
some of these figures, which I had an
occasion to use recently in order to bring
up to date some statistics which I have
found useful for many years.

I wanted to know what the typical
American radio-owning family spent in
1947 for its radio listening. This meant
eliminating advertisers’ expenditures and
the amounts allocated for television.

MUSIC IS NO PASSING FANCY A love of fine music is no passing fancy. Adding Dr. Caldwell’s figures of $300,-
_— . . . 000,000 for new radios sold to the public,
It is intense, devout, ever-growing . . . inakes the music lover a special $75,000,000 spent for servicing, $190,000,-

kind of radio listener . .. a listener devoted to the programs of WQXR-WQXQ. 000 for tubes, parts, and supplies, and
$220,000,000 for electric current, 1 came

\l th‘ L3 < i i vl i ,‘ €l ili 1 €l {
L' ore than half a million 1nusic loving families in and around New York up with a total of $1,285,000,000. Di-
listen habitually to WQXR-WQXQ . . . to the extent that no other viding this by 35,900,000 radio fam-
station can reach them as effectively. Leading advertisers are concentrating | ilies produced a figure of $35.79 per
nore and more on this huge audience . . . selling their products through the Il (st
ges T & P & Going a little further, if we divide by
interest created by good music. For greater sales the total of all U. S. families (which was
in the world's greatest market, use WQXR-WQXQ 38,575,000 as of January 1, 1947), includ-
3 . v . ing non-radio homes, we get a figure of
.. . the stations distinguished for good $33.31 per family. This $33.31 represents
music and the news bulletins of .. ond FM Station WQXQ the average American family’s “sub-
The New York Times. Radio Stations of The New York Times Senpuion Pnce for radio listening. The
(Please turn to page 12)
6 SPONSOR
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LEVER BROTHERS COMPANY
50 MEMORIAL DRIVE
CAMBRIDCE 39. MASSACHUSETTS

Spokane, {'ashington
Octobar 27, 1947

Mr, Richard whaeler
Radio Station XKXLY
Symons Building

Spokane, Washington

Daar Mr. Whealer:

Just a nota to tell you how much we of Levar
Brothers Company appreciata tha Swan Soap Parada of
Products Weak you put on for us over your station
and to try to show you the results of your affort,

Floor and window displays were built in 33
Spokane grocary storas. In addition 215 Swan Soap
Week cards and 193 Swan Soap Week banners were dis-
playad prominently, calling attention to the Parada
of Products Week,

After checking our records, we found that in tha
area covered by your broadcasts our business on Swan
Soap improved considerably. As near as can be ascer=
tainad approximately 15,000 bars of Swan Soap were
moved in Spokane during the week of the broadcast,

Although this is not tha first Lever Brothers
Company appearance on the Parade of Products Week,
it is my first, end I wish to thank you again for
your splendid work and cooperation. Should you care
to repeat it at gome future data, I am quite sure we
can give you our whole-heartad cooperation,

Yours very sincerely,

2rd 4. K
Lever Brothers Company
Spokane Sales Represantativa

After checking

found that_in

ness on Swan
Soap improved
considerably.

*

A typical example of
"sales force' that works
you at NO EXTRA COST.

5

Write for our complate MARKETIPS

PACIFIC NORTHWEST BROADCASTERS

OFF I CES

Box 1956—Butte, Montona

Symons Building—Spakane, Wash,
Orpheum 3ldg.—Partlond, Oregon
6381 Hollywoad Blv'd.—Hollywood 28
79 Post St—San Francisco

The Walker Co., 15 W. 10th St., Kansas City
The Walker Co, 360 N. Mich., Chicogo
The Wolker Co., 551 Sth Ave., New York
The Wolker Co., 330 Henn. Ave, Minneapolis

THE D s aTIONS
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our records, we

the area covered
by your broad-
casts our busi-

the
for

Bl MERCHANDISABLE AREA
[ BONUS LISTENING AREA

SERVING 22 MILLION PEOPLE




THE vast potential of the Southwest is inspiring more and more
expansion in this area by some of America’s largest manufacturers. In
Tulsa, alone, $125,000,000.00 is already allocated for industrial develop-
ment by »new, outside money during 1948. This is an indication that
successful industrialists believe in Oklahoma's future and that they are
betting on Tulsa as the best spot in this great state. And no wonder!
Northeastern Oklahoma, where 64 percent of Oklahoma’s industrial capacity
is located, is the center of the state’s electrical power development, oil and
gas supplies, coal production, water resources, lead and zinc and an ample
supply of native white manpower.

As industry expands markets expand. This mecans Northeastern Okla-
homa i1s the place to put advertising dollars to work most profitably.

KVOO, alone, serves all of this most important Oklahoma area plus
cqually important arcas of adjacent states. Set your schedule for 1948 now
and sell this grecat market in the heart of Babson’s Magic Circle over
Oklabhoma’s Greatest Station.

NBC AFFILIATE

Edward Petry & Co., Inc., National Representatives
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new and renew

New National Spa»f Ludinedd

SPONSOR PRODUCT AGENCY STATIONS CAMPAIGN, start, duration
American Chicle Co Gum Badger & Browning & 25-50 E.t. breaks; Feb-Mar (adding to current campalgns);
Ilerseg‘ 13-52 wks*

American llome Products Co Chef Boy-Ar-Dee Young & Rubicam 50 E.t. spots, breaks; Feb 2; 10 wks

Guard’s Cold Dancer-Fitzgerald 20-30 E.t. spots, breaks (extending winter campalgns); I'eb

Tablets Sample 15; 6 wks
Atlantic Refinlng Co Petrolecum products N. W. Ayer 30-40 Spot baseball brondcasts; Apr 15; season*
Bendix 1lome Appliances Washing machines Tatham-Laird 40-50 |5-;nil;‘ssp0t programs, spots, breaks; Feb-Mar-Apr;
“.
Bigelow-Sanford Carpet Co Rugs Young & Rubicam 20 E.t. spots, breaks; Mar 1; 13 wks
Colgate-Palmolive-Peet Co Lussltre-(:rcme Lenncen & Mitchell 50 £.t. spots, breaks; Mar 1-30; 6-13 wks
ham poo
Curtis Publishing Co lloliday Magazine BBD&O 2-3 E.t. spots, breaks (speclal market promotion—New
Orleans); I'eb 15; 4 wks

Garrett Wine Co Virginia Dare Wines Ruthrauff & Ryan 20 E.t. spots, breaks; Jan-Feb; 6 wk=
General Baking Co Baked goods BBD&O 10 E.t. spots, breaks (adding to current campalgns); Feb

1; 13 wks*

Goebbel Brewing Co Beer Brgoll;e. Smith, French 20 Live. e.t., spots, breaks; Mar-Apr; 13-52%wks
. Dorrance
Hat Research Foundatlon Institutional Foote, Cone & Belding 20 Spots, breaks. partlcipations; Mar-Apr; 13 wks

P. Lorillard Co Embassy Clgarettes Geyer, Neweli & Ganger 1 E.t. spots, brecaks (1est campaign in Cleveland—ex-

National Biscuit Co
Park & Tilford Co
Pepsi-Cola Co

Sherwin-Willlams Co
Standard Brands Inc

*Station list already sct.

Shreddced Wheat

McCann-Frickson

Tintex Charles Storm

Evervess Young & Rubicam

Lin-X Newell-Emmett

Blue Bonnet Ted Bates
Margarine

panding later); Feb 1; 13 wks
100 Spots in *Musical Clock* shows; I'ch 1; 13-39wks
100 E.t. spots; Feb 1; 13 wks*
15-20 E.t. spots, breaks; Feb 1 (cxpanding current natlonal
campalgns); 13 wks
20 Spots, breaks; IF'eb-Mar; 13 wks
40 E.t. spots, breaks; Feb 15; 13 wks

e

New and Renewed on Teleuidion

SPONSOR

AGENCY

NET

STATIONS

PROGRAM, time, start, duration

Peter Ballantlne & Sons
Botany Worsted Mllls
Brentwood Sportswear
L. S. Briggs Inc (meats)
Jay Bucknell Inc

Bulova Watch Co

BVD Corp

Chevrolet Dealers

Columbia Wholesalers
(Philco distrib.)

Elgin Natlonal Watch Co

Food Fair
General Foods Corp
Gulf Cil Corp

1leinel Motors
Pepsi-Cola Co

Powell & Campbell Shoe Co

R. J. Reynolds Co
Sun Radio Co

Thornton Fuller Co (Dodge-

Plymouth distrib.)

Transmirra Products Corp

U. S. Rubber Co

Vick Chemical Corp
Walco Sales Co

J. Walter Thompson
Silberstein-Goldsmith
J. R. Kupslck
Courtland D. Ferguson
Direct .

Biow 5

Grey
Edward Shapiro
Campbell-Ewald

Kal, Ehrlich & Merrick

J. Walter Thompson
Direct

Young & Rubicam
Young & Rubicam

Solis S. Cantor

Young & Rubicam
Sterling

William Esty

Kal, Ehrlich & Merrick
Aldrich

Smith, Bull & McCreery
Campbell-Ewald

Morse International
Scheck

WFIL-TV, Phila.
WNBT, N. Y.
WNBT, N, Y,
WNBW, Wash.,
WABD, N. Y.
WNBT, N. Y.
WNBW, Wash.
WFIL.TV, Phila,
WARBIi, N. Y.
WFIL-TV, Phila.
WWI-TV, Detroit]
WBKB, Chi..
KSD-TV, St. Louis
KTLA, L. A,
WTTG. Wash,
WMAR, Balto.
WABD, N. Y,
WTT(G. Wash,
WWJ-TV, Detroit
WBKB, Chi.
WNBW, Wash.)

WNBT, N. Y.~
WFIL-TV, Phila.
WABD, N. Y.
WANBT, N, Y.
WCBS-TV. N. Y.¢
WFIL-TV, Phila.
WCBS-TV, N, Y.
WABD, N. Y,
NBC-TYV (5 stations)
WNBW. Wash,
WFIL-TV, Phila.

WABD.N. Y
WCBS TV, N. Y,

WNBT.N. Y.
WABD, N. Y.
WFIL-TV, Phlla.

Spots; Jan 21; 13 wks (n)

Weather spots; Jan 16; 13 wks (r)

Weather spots (precedIng boxIng); Jan 5; 5 wks (r) i

Spots; Jan 11; 13 wks (n)

Spots in “*Doorway to Fame''; 7:30-8 pm; Jan 26; 52 wks (r)

Time slgnals; Jan 1; 13 wks (r)

Spots; Jan 4; 8 wks (r)

Spots; Jan 1;13 wks (n)

Winter Qlymplcs films; 15 mins nlghtly as scheduled; Feb 1;
10 days (n)

2
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INS Television News; Jan 8; 13 wks (n)

Spots; Jan 7; 13 wks (n)

Time signals; Jan 4; 13 wks (r)

Meet Your Nelghbor; Wed 8:10-8:25 pm; Jan 1; 26 wks (n)

Spots: Jan 1; 8 wks (1)

You Are an Artlst; Th 9-9:15 pm; Jan 1; 13 wks (r)

News—Doug Edwards; Th 8-8:15 pm; Jan 1; 52 wks (r)

Golng Places (film); Th 8:10-8:40 pm; Jan 15; 26 wks (n)

Filni spots; Jau 10; 13 wks (n) %
Spots; Jan 22; 50 wks (n) :
Gilants Baseball Games; May-Sep (n)

Spots; Jan 2; 13 wks (n)

Rockets Ice lHockey Games; Wed 8:25-10:45 pm; Jan 1; 13 wks (n)

Spots; Dec 29; 13 wks (r)

Natlonal Sporismen’s Show; Feb 14; 8-8:30 pm: 2 wks (n)
Winter Olymplcs films; as scheduled; Feb 1; 5 days (n)
Spots; Jan 5; 13 wks (n)

Spots; Jan 5; 6 wks (n)

Spots; Jan 10; 4 wks (n)




New On Nelworts

SPONSOR AGENCY NET STATIONS PROGRAM, time, start, duration
Falstaff Brewing Co Duncer-Fitzperald-Sample NRC 30 \lualc from the ticart of America; Th 9:30-10 pm; Feb 2;
Jnlhn Hancoc(k‘ Mutual Life McCann-FErickson ABC 73 *Polnt Quhllmc Mon 8-8:30 pm; Dec 29 (22-wk extension)

nsurance Co

Pledmont Shirt Co Willlam 11, Weintrauh MRS 350 Wiillam 1., Shirer: Sun 1-1:15 pm: Jan 4: 52 wks
Ravmond Laboratories Inc Roacbe. Willlams & Cleary ARC 129 llenry Margan: Th 7:30-8 pm; Jan 29: 52 wks
Texaa CGo Kudner ARC 238 *Star Theater: Wed 10:30-11 pm; Dee 315 51 wke
U, S. Army Recrulting Serviee N, W, Ayer NRCG 161 Fred Waring: MW 10-10:30 am: Feb 2 (indcfinite)

*New on network. 1Expanded network.

Fiftv-tirn weeks generally means a 13-iceek conlract with oplions for 3 sueccessire 13-iccek renevoals.

It s subject la concellation al the end of unv {3-iveek period)

Resnewals On Nelworkd

SPONSOR AGENCY NET STATIONS PROGRAM, time, start, durstion
American Meat Institute Leo Burnett NBC 161 Fred Waring; TTb 10-10:30 am;: Jan 13; 52 wks
B, T. Babbict Inc Duanc Jones CBS 54 David Iarum: MTWTF 10:45-11 am; Jan 12; 52 wks
NBC 9% Lora Lawton: MTWTF 11:45-12 n;: Jan 5: 52 wks
Carnation Co Erwin, Wasey NBC 149 Cagrznntklon Contented 1our; Mon 10-10:30 pm; Jan 5:
. WKS
Carter Products Inc Su’llllvnn. Stauffer, Colwell & MBS 404 Gabricl lleatter; MW 9-9:15 pm; Dee 29; 52 wks
ayles
General Motors Corp Kudner MBS 428 Henry J. Taylor; MF 7:30-7:45 pm: Dec 19; 52 wks
(Frigidaire div) Foote, Cone & Belding GBS 160 Man Calied X; Sun 8:30-8:55 pm; 52 wks
Goodvear Tire & Rubber Co Kudner ABGC 207 Greatest Story Ever Told; Sun 6:30-7 pm; Jan 25; 52wks
Charles E. Tlires Co N. W. Aver CRS 84 llere’s to You; Sun 5-5:15 pm; Jan 25; 52 wks
International Silver Co Young & Rubieam CBRS 150 Ozzle & Harriet: Fri 9:30-10 pm: Jan 2; 39 wks
KeHogg Co Kenyon & Eckbardt ABC 184 Tom Breneman’s Breakfast in Hollywood; MTWTPE 11:15-
11:30 am: Dee 29: 52 wks
180 Galen Drake: MTWTF 11:30-11:45 am; Dec 29; 52 wks
Lever Brothers Co Ruthrauff & Ryan NRBRC 149 Amos 'n’ Andy; Tu 9-9:30 pm: Jan 6; 52 wks
Young & Rubicam CBS 145 My Friend {rma; Mon 10-10:30 pm; Dec 29; 52 wks
Mail Pouch Tobacco Co Walker & Downing MBS 99 Fl?hlng &Slluntlnn Club of the Alr; Mon 10-10:30 pm;
dec 22; 52 wks
Miies Laboratorics Inc Wade MBS 450 Oueen for a Day; MTWTF 2.2:30 pm; Dec 29; 52 wks
Philip Morris & Co Ltd Blow NBC 141 Miiton Berle; Tu 8-8:30 pm: Jan 20; 52 wks
GBS 144 It Pays to Be Ignorant; Frl 10-10:30 pm: Jan 30; 39 wks
Mutual Benefic Ilealth & Ruthrauff & Ryan MBS 439 Gabriel Tleatter; Sun 7:30-8 pm: Jan 11; 52 wks
Accldent Assn
Procter & Gamble Co Benton & Bowles CRS 4 Rosemary; MTWTF 11:45-12 n; Dec 29; 39 wks
Compton CBS -50 Big Sister; MTWTF 1-1:15 pm; Dec 29; 39 wks
4 Young Dr. Malone: MTWTF 1:30-1:45 pm: Dec 29; 39 wks
+ RRS Guiding Light; MTWTF 1:45-2 pm; Dec 29; 39 wks
Dancer-Fitzgerald-Sample CBSE aRo Ma Perkins; MTWTF 1:15-1:30 pm; Dec 29; 39 wks
Serutan Co Roy Durstine MBS 21t Gabriel lleatter; TTh 9-9:15 pm; Jan 1: 52 wks
116 Victor Lindiahr, MTWTF 12:15-12:30 pm; Jan 1; 52 wks
W. A. Sheaffer Pen Co Russel M, Seeds NBC! 162 Sheaffer Parade; Sun 3-3:30 pm; Jan 4; 52 wks
Sterling Drug Inc Young & Rubicam NBCY 140 MoHe Mystery Theater; Fri 10-10:30 pm; Jan 23; 52 wks
{Centaur Co div)
Tonl Compary Inc Foote. Cone & Belding GBS, 160 Give & Take: Sat 2-2:30 pm: Jan 3; 52 wks
Unliversal Match Corp Schwimmer & Scott ABC 185 David Harding—Counterspy; Sun 5:30-6 pm; Feb 1; 52
(Schutter Candv Co div) wia
Wine Growers Guild {Tonig-Cooper ABC 65 Murder & Mr. Mailone; Sat 9:30-10 pm; Jan 10; 38 wks
.
New Agency Appointments
SPONSOR AGENCY STATION PROGRAM, time, start, duration
Abraham & Straus lnc. L e Department store . . Kiescwetter, Wetterau & Baker. N. Y,
Adller TlotelsN T2 A% Al s o Wemaboabilh 55 1 6 ol becade Pon: dbilh |40 Hotels. ... ........ Miiton Weinberg, L. A.
Alled Atisitands: g mpmr. pga s - o0 wir@om 3-gus DI -6 Motion pictures. ...... .. Buchanan, L, A,
American Trust Co.S.F..... ... ... ... ..Banking services. . .. ... .. . .McCann-Erickson, S. F.
Beam Products Inc, Jersey City, N. J.. .. ... . .Sllver tarnish prevenmtlve . .Deutsch & Shea. N.Y.
ireakfast Club Coflce Inc, L. A.. Coffee. ....... .. Brisacber, Van Norden, L. A.
Canadlan Chewing Gum Co. Toronto Chiclets. Baker, Toronto

Canadlan Cooperative Wool-Growers Ltd, 'l‘oronto

Cobhs Frult & Preserving Co, Miami »

Coca-Cola of Canada Ltd, Toronto. .

Cralg Ol Co of (..'\llfornl'\. L. A

Doubleday & Co. Y.

Drackett Co, Toronto

Fldcietone Recording Corp. N Y.

Furmbliit Clotbhes Ine, L. A.. .. ..

R. IL. Fyfc & Co, Detroit

Generai Faods Ltd. Toronto.

Gencral Maotors Corp (Delco \pplhnce dh)
Rochester, N Y, .

Haflenreffer & Co lnc. Boston

{Iat Research Foundatlon N

Huil Hotels Ine, L.

Jackson {iroa., N. Y.. Ae—

Jacohson Bros. N. Y.,

Kronke Awning Co. Oakland .

Lanolin Corp of America, L. A, .

Martin Laboratories Inec, \lbloy. fowa

MetropoHtan Boston Used Car Dealers Assn,

Maontecados Payco. San Juan

Murdock Homes, Loulsvilie

O'Bricn’'s of Callfornia, San Jose

Perma-Nall Co, Burbhank, Calif. .,

Boston

Institutional. . . ..
Gift baskets.
Coca-Cola .
Petroleum products

Dollar Book Ciub, Omnlhouk \iag'\zme

Drano B
Musical instruction
Men”: q clothing chain .

Shoe
\lan\ eil TTouse Coffee .

Household appliances .
Plckwick Ale
Inscicuctional. . .
Hotels

f.anogene
Animal remedies
Trade assn.

Ice cream,
Plywaood homes.
Candies.
Cosmetlcs .

(Please turn to page 72)

Reynolds, Toronto

Badger & Browning & ITersey, Boston
D*Arey, Toronto

TuiHls. L. A.

Huber Hoge, N. Y.

Young & Rubicam, Toronto
Seymour Kameny, N. Y.

.Rabert F. Dennlis, L. A,

Dundes & Frank, N. V.
RBaker. Toronto

Foote, Cone & Relding, Chi.
ITarold Cahot, Boston

Foote, Cone & Beiding, N. V.
Miiton Weinberg, L. A,

Hoot, N. Y.

Hoot, N. Y.

Ad Fried, Oakiland

Allled. L.

Mencough, Martin & Seymour.
Iarry M, Frost, Boston
McCann-FErickson, San Juan
M. R, Kopmeyer, Loulsrilie
Raymond R. Morgan. H'wand.
Wililam Kester, H'wood.

Des Molnes
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IT TAKES
MORE THAN

(but which we have!)

to dttract and hold 2
dn dudlence!

G o s Eow

AL b2

In Jowa, as in your own locality, people listen
most to the station that gives them the best
radio fare—regardless of signal strength, if

“adequate.”

Eaeh of the four lowa eounties featured at the
right is fairly distant from Des Moines. Eaeh
has its own loeal radio station, giving an
excellent signal in its own home region. And

each is also served by many other stations.

large and small. Yet the 1947 Jowa Radio

Audience Survey discloses that, from 5:00 a.m.

through 6:00 p.m., WHOs four-countrv average u
percentage of listening is 16.2!
There is only one answer to sueh listener- n

preferenee. That answer is Top-Notch Pro-

gramming— Outstanding  Public  Service.  Write +‘for Iowa pLus +

for your copy of the 1947 lowa Radio Audience DES MOINES . . . 50.000 WATTS

Col. B. J. Palmer, President
. A, Loyet, Resident Manager
FREE & PETERS, INC,, National Representatives

Survey and see for vourself.

FEBRUARY 1948 "



10,000 WATTS - 10Hiestamd -

ANDPA estimates that the average Amer-
ican family spends $19.51 per year for
newspapers, while the Magazine Ad-
vertising Bureau gives an estimate of
$10.96 per year for magazines.

Perhaps some of your readers will find
it a useful answer to a question which
comes up from time to time.

E. P. H. JamEs
Vp
MBS, New York

FOR THE RECORD
Just so we can keep the records straight,
I would like to correct the announcement
of the Katz Agency that it is setting up
the first television department in any
firm of representatives. This, of course,
is not the case, for Free and Peters has
been active in this field now for over a
year in the representation of KSD-TV.
Just for your information, cach of the
Colonels is qualifying himself for all
phases of television and has been doing
so for many months.
E. P. J. SHurIck I
Free and Peters, Inc. I

A i )
.The SWlng 1S towﬂ.g 1n Kansas C'ib, New York.

v_ |
WEAK LINK '
5 T The weakest link in the FM chain is |

* Area’s highest Hooperated station the man who sells radios!

Recently | made a survey of the radio ,
retailers in this area in an attempt to
* Area’s lowest cost per-thousand-listeners find out how aggressively they are pushing
the sale of FM receivers. | was amazed,
' 2 will be too, to find out
* Wide and wealthy consumer-market f::t )r(:clirior:?:ilrsers larebedoing nothing to
encourage the growth of this superb new

* Bedinni full-ti J medium. In spite of the fact that in each
eginning Tull:iime eperation store | entered | deliberately told the |

(probobly next month) with greater salesman that 1 wanted to buy an FM
power and better frequency— rz?dio, 1 \\v'as'cautioned aganst it by
virtually everyone. i
10,000 watts on 710 kilocycles Nowhere was | given a demonstration i
of FM reception, although there is a
full-time station in this vicinity. One
See your John Blair man for availabilities! salesman told me, “Why buy an FM i
radio, there are only nine FM stations in |
the country.” More than once, | was

prevailing. It's vital that the industry
re-examine the emphasis it has put on
dealer education.

N 10,000 WATTS IN KANS4 'tol'd, _“FM \\vi!l ﬁost you $100 extra, and
boN Davis O itisn't worth it.
| | PRESIDENT Y You and | both know that this medium
IB JOHN T. SCHILLING must be sold, and sets never will be sold
lw I ) o R t'~'<, with attitudes such as these which | found

2L
JOHN BLAIR & CO.

LYY

MUTUAL NETWORK » 710 KILOCYCLES » 5,000 WATTS NIGHT

ANDREW TAKAS,
Albany, N. Y.

12 SPONSOR




You have to
; it ot/

We're speaking of SALES in New England

\\\E /4
There's gold ~ sw in New England but it takes technique to dig
W (_':_;

it out. Only through the Yankee Network and its 23 home-

W

W Wy,

< e /
 stations can you get at this Qeg 968@9
Z Vi o\ AN\

rich market. Only the Yankee Network actually gets into and

town

\\\\\ A\ "

thoroughly covers all the many trading Qr‘% centers.

Only the Yankee Network reaches 89.4%, of New England radio homes.

Check today with your Petry man about availabilities
in the four editions (8 AM.- | P.M.-6 PM.- 11 P.M)
of the Yankee Network's ""News While It is News."

Aeceptance éo THE YANKEE NETWORK'S Fowwdation

THE YANKEE NETWORK, INC.

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



3 ) %
LA ;hu pni:\}:}r t .’}1
AN Y NO ATTILBORD
WOOR S0CAL £ L)

'PROVIDENCE " p* N\ 4170t 8070

VB AT
WEST mARW Ton

9 BIG COMMUNITIES IN
A 15-MILE RADIUS
and scores of others

just beyond

THE
e o 2/
Yol inericar

VOILE IS
STRONG IN

RHODE ISLAND

YES, and in many adjacent Massa-
chusetts communities as well. Here
in one of the nation’s richest, most
closely-knit regions is exclusive
American coverage at rates that
make WFCI Rhode Island’s best buy!

5000 WATTS
DAY & NIGHT

WALLACE A. WALKER, Gen. Mgr.
PROVIDENCE, The Sheroton-Biltmore
PAWTUCKET, 450 Moin St.

Representotives:

THE KATZ AGENCY

14

(See "'Return of the Amateur,”” SPONSOR, September 1947,
E. S page 15.) Are “"new’ talent programs increasing? What hap-
OLh¥O pened to Adam Hoats' "Big Break"? How's the Horace
Heidt's "'Philip Morris Night" talent search doing?
As predicted in SPONSOR’s report on amateur programs, The Big Break
did not sell Adam Hats and was dropped at the end of the first 13-week
period. The program received favorable newspaper reviews but just
couldn’t fight the weather which during the fall was not conducive to
hat-buying. Sidney Florsheim,* Adam Hat advertising manager, was re-
placed and even Maxwell L. Schultz, Adam president, stepped out and
opened a business consultation service. The result of a broadcast pro-
gram that doesn't make the grade is all too often a gigantic corporate
shake-up. Failure of The Big Break has deterred most sponsors from
buying any of the new talent programs available. Horace Heidt, however,
was able to sell his talent search idea to Philip Morris. 1t was originally
scheduled to replace the Milton Berle program but Berle’s ratings started
going up and the sponsor kept Berle and bought a new spot for Heidt
Heidt’s program travels from town to town and while it has received a
bad trade press to date it’s building audiences as it travels.
* Ile's doing an outstanding job for Ilarry S. Goodman's special even! departmen!

(See "Sports Sponsorship,” SPONSOR, May 1947, page 37.)

’ S What is the trend in sports bankrolling? Who is buying?

[ ] [ ] . 9
Is listening up or down?

With night baseball becoming such an important factor in sports broad-
casting, commercial sports have moved almost 80 per cent to independent
stations which are not tied down by network commitments. The latter
make it virtually impossible for a station to accept sports commercials,
since, with the exception of prize fighting, sports tear program schedules
apart. The big fights are still sponsored by Gillette and snared for them
the highest Hooper of 1947 for a regularly-scheduled commercial, a
41.5 for the broadcast of the Louis-Walcott fracas. Gillette spent $1,800,-
000 on sports in 1947,

In the Midwest, Goebel is due to be the biggest sports sponsor during
the year to come. Atlantic Refining’s 1948 broadcast schedule of baseball
and football will be as big as its 1947 presentations and there is a good
chance that the budget will be upped in certain areas to provide for TV
sports as well.

Chesterfields have joined Old Golds in the baseball field, the former
buying TV rights for Giants’ games over the NBC five-station TV net-
work. Ballantine (Beer and Ale) have bought the Yankee games over the
DulMont network (two stations). The Dodger games (Brooklyn) over
WGEBS-TV and the CBS-TV network are sold but details are not available.
Individual television stations not yet linked with the webs also have
lined up sponsors for their local teams as sports continue to lead all polls
on TV viewing popularity.

Beer, cigarettes, oil and gas, in that order, will be the underwriters of
local sports on the air in 1948.

(See “"Sans Advertising,” SPONSOR, May 1947, page 31.)

’ S Will Goodyear continue to sponsor ‘The Greatest Story Ever

l ° @ Told"? Is the broadcast still doing a selling and public relations
job without advertising copy on the air?

Goodyear Tire and Rubber considers the renewal of The Greatest Story
every 13 weceks, but this is no indication that they aren't satisfied with the
results of this program which is the only one on the air without direct or
institutional advertising. Business conditions in the rubber industry are
such that the responsible financial heads of Goodyear aren’t making long-
term commitments. Another reason why rumor stated that Goodyear is
dropping the program is the energy with which cartain church groups are
pushing the program *to save it from going off the air.” The church
activity on behalf of the program was desired by the sponsor but not the
possible interpretation which some place upon it.

(Please turn to page 16)

SPONSOR




KWKHNO.IBUY

IN THE $1.000,000.000 ARK-LA-TEX

23

(At no extra cost to you)*

-+ 10.000 inches of merchandising advertising a year in the largest

newspaper in the tri-state area.

+ READER half page in the Sunday edition of the finest newspaper

in the Ark-La-Tex . . . a reader page, informative and entertaining.

-+ DEALER LETTERS to thousands of druggists. grocers and jobbers
throughout this rich area to support your radio advertising.

+ HOUSE ORGAN distributed to dentists, physicians, druqggists,
grocers and libraries within the {orty-nine counties and parishes of
the Ark-La-Tex.

+ YOUR PERSONAL AMBASSADCRS —KWKH Artists in 1847 played
in more than 359 cities threughout North.Louisiana, East Texas., and
South Arkansas. building audiences for your message.

&

AN

SO O0DWATTS

Rapraseated by The Braaham Ca

Teemes Staties

There are seven other radio stations in the Ark-La-Tex area . .. By
using all of them they do not quite cover the rich primary (50%) area

of 50,000 Watt KWKH . . . the station heard by most . . . preferred

ARRRRARE

FEBRUARY 1948

*‘Remember this huge plus
list starts with the sale—
at no extra cost to you.

15
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|[WAAT MAN

ASK YOUR

ABOUT

WATV

SERVING NEW
JERSEY AND
METROPOLITAN
NEW YORK!

16

New Jersey's 13 Station

WATV

NEWARK-NEWJERSEY

PeS. (Continued from page 14)

Rural sales, a basic teason for sponsoring the program, continue up for
Goodyear. Even if this were not so, the operating executives of the com-
pany are 100 per cent behind Chairman cf the Board P. W. Litchfield,
whose baby the program is.

The annual report of the Goodyear company indicates that 1947 was
its biggest peacetime year. While virtually all branches of the company’s
manufacturing activities made more money in 1947, sales of tractor tires
and other farm rubber equipment showed an extra substantial improve-
ment during the year.

A recent survey made for Goodyear by its agency (Kudner) and ABC
indicated that among listerers the program as it is is tops. Eighty per
cent of those queried by mail returned their questionnaires, fantastic
response to a mail survey. Eighty-two per cent of the respondents
wanted the program just as it is, on Sundays at 6:30.

The Greatest Story Ever Told is still the ideal example of making the
program instead of commercials carry the advertising burden.

(See "Road to Results,” SPONSOR, May 1947, page 17.)
p S What is the status of program traveling? What new sponsors are
® @ sending their shows on the road? What are traveling conditions

for the troupes?

All the programs which traveled during the 1946-47 season and were
sponsored during the fall of 1947 traveled again. A number, like U. S.
Steel's Theatre Guild of the Air, extended their peregrinations. The
Aldrich Family, whose roots have been very definitely in New York and
whose first out-of-town airing originated in Chicago last year for the
March of Dimes, will travel as often as possible this season. The first
trip is to Rochester for the opening of WHAM's Radio City studios.

With General Electric’s return to the sponsorship of House Party
(CBS) this Art Linkletter show’s contract calls for three months of touring
this spring. Brown and Williamson are considering traveling People Are
Funny, since Art Linkletter, its mc, will be on the road for House Party.

Toni decided in December that one out of four broadcasts of its Give
and Take would be made out-of-town and has adopted the same schedule
for Ladies Be Seated. Ladies has traveled before but not on a regular
schedule and not as frequently.

To give Lum 'n’ Abner new life, Miles laboratories is traveling this
daily program. Shotwell Manufacturing, which has just bought True or
False, will travel it. Burl Ives, who was heard transcribed on the Mutual
network for Philco before the Petrillo ban on recordings, naturally will
now have to originate his programs on the road as he is booked for concert
dates all over the country.

First of the “talent hunt’’ programs to hit the road is the Horace
Heidt Philip Morris Sunday night program. In the past talent searches
have been conducted throughout the U. S., one town at a time, and the
top talent brought into New York or Hollywood for the broadcast.
Heidt travels his search and takes the winner from one town along with
him to compete with the talent from the next town and so on. Thus he
is getting the impact of being in one town and having the listeners from
the last town keyed up to see if their winner can stand up against current
competition. One winner stayed with the show for five broadcasts.

There are more “‘causes” to travel for in 1947-1948. Whereas the
March of Dimes was something special and Edgar Bergen, Bob Hope,
and other stars did special appearances for the FDR charity, now the
Damon Runyon Fund (cancer) and the Cardiac Foundation (heart
trouble) are two added causes which are justifying program travel.

Casts of traveling programs report that while recent storms disturbed
travel arrangements during December and January, general road con-
ditions are better, hotel accommodations are easier, and despite the high
cost of food there is plenty of it.

The road is still the path to better results from broadcast advertising.

SPONSCR
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I'M WORTH A COOL

) 7]
i A" "‘ N -
. I

in effective buying income

You’'re face to face right now with one of the
two and a half million people who live in the area
covered by WGAR’s 50,000 watts power.

Proud? Sure they are. And why not? Their effective
buying income is more than three billion dollars!
They are alive to what’s going on, active in their

reactions, quick to do something about it.

Your advertising message will bring rich

returns when it reaches this audience . . .

an audience earning enough and yearning

enough to want the things you are selling . ..

an audience most economically and effectively

covered by WGAR, the station which reaches
40% of Obio’s buying power.

50,000 WATTS

BASIC CBS
CLEVELAND

MOST POWERFUL SIGNAL OF ANY CLEVELAND STATION in Cleveland ... in Akron . ..

R
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1. Once there were 38
beavers — (that’s us)
cager as the dickens to
start a Problem-Solving
Serviee for overworked
timebuyers and Hooper-
minded advertisers.

We had the experienee-

47 years of it—on na
tional uetworks, major
stations and in +-A ad
ageucies.  Bul no station.

2. Doleful Donalds and
Pooli-I’oohers saird we
couldn’t do 1t; they smid we
couldn’t even get in the
fight for Roehester’s new
5000 watt station. BU'T
WE DID. And won. In
just 18 months, from start
to finish.  And now we're
out to win some major sales
battles for YOU

—_—~ETN\ 8. WVET s strategy : ACTION,
,4‘_\' Zj not exeuses.  RESULTS, not
7 \ ~— 9 pronuses. SERVICE, not boon.

%-/wﬂﬁ doggling.  And by serviee, we

mean PERSONALIZED

>y

\ 2L service— based on  your
= g produet, your problems
—————>=>"——~ and eompetition. your

markets, your sules ob-
jectives!

-~/

~ HAVE YOU HEARD
THE ONE ABOUT THE
38 EAGER BEAVERS?

4. None of this hit-or-mniss, take-
it-or-leave-it stuff.  WVET s
staffed and equipped to give you
Complete Advertising and Mer-
i/ / chandising  Service-of-the-Air
from trouble-shooting and testing
shows to giving vou expert, on
the-spot help with local distribu

tion problems.

5. Stll another big competitive advantage for you
CWVET is the ONLY Rochester station with a
New York oftice!

And 1t’s night simaek in the licart of the radio
“empire”: (1) to make
sure we hear about new
developiments I'IRST so we
ean pass them on to you
while they are new; (2) to
help WVET advertisers out-
seoop local competition! (3)
to bring you the best in
talent, programming and
other dollar-mmaking
“pluses.”

6. Soif it’s plain old-fashioned get-up-and-go you
want—and plenty of action—hurry and write us for
full details on WYVET — Rochester's
new live-wire, up-and-at-"em station!

VETERANS BROADCASTING COMPANY, INC.
204 GRANITE BLDG., ROCHESTER 4, NEW YORK

WVET

ROCHESTER, NEW YORK
BASIC MUTUAL STATION

5000 WATTS

1280 KC

NATIONALLY REPRESENTED BY WEED AND COMPANY

8
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Sinty-three thousand, five hundred fifty-six
labels for Christmas presents were sent by lis-
teners to station KMM]J, Grand Island,
Mebraska. The sponsor put a few cents
in a holiday kitty for each label of his
coffee to give orphans gifts at yuletide.

One hundred tickets to theater TV were of-
fered by disk jockey Al Jarvis on his
KLAC record spinnings. Would-be ticket
getters had to show up at the Los Angeles
Sentinel office with a picture of George
Washington Carver. Over 500 showed.
The presentation of theater-size television
was an experiment and Jarvis promotion
of it produced turm-away business in addi-
tion to the 500 free-ticket applicants.

Public opinion poll via ABC's "Welcome
Traveler* is receiving nation-wide pub-
licity since more than 40 states are repre-
sented on the average broadcast. A
different question is asked each week of
the traveling audience which is passing
through Chicago

KMPC's drive for radios and records for hos-
pitalized veterans produced TV sets and
juke boxes as well. Riding a cause
helped the station help hospitals through-
out southern California. Contributions
from 109 communities—5,200 individuals
—included 75,000 disks, 250 record
players, and hundreds of bedside radios.

Top Ten Records actually promote commercial
programs since all the air advertising for
their albums use excerpts from disks in-
cluded in the collection. Albums hold
some of the best routines of each of the
stars albumized. Currently being pushed
is the Ed Gardner (Archie) collection.

Colorado proclaimed January 16 Jack Benny
Day in honor of the comedian’s visit to
the state for a March of Dimes appear-
ance. Benny spent the week in the state
and seats for the broadcast over KOA
sold from $500 down.

A sponsor on the air continuously for 16 years
received a plaque from KLAC of Nash-
ville, Tenn. Nashville’s Paramount, the
first motion picture theater in the city to
buy time, has done so from the day it
opened.

WKRC's “"Key Notes,”” a monthly listener
promotion, reached its 1,000,000th copy in
January. Its first month’s (August 1946)
circulation was 5,000 and it has now

FEBRUARY 1948

=R - 1 ]

‘DAMS

deast merchandisin

) 4 g FiA T f ¥
ST )] SRR

- what his

zoomed to 85,000 per month, distributed
by 2,200 food and diug stores.

Duke Ellington joined Tommy Dorsey for a
two-hour joint session in order to get across
to the trade and consumer press that
both were disk jockeying over WMCA.
Duke fingered the keyboard, Tommy
wise-cracked, and the listeners had a
show that helped the sponsors of both the
Ellington and Dorsey programs.

A shift of sponsors was made a gala event
at KSFO (S. F.) recently when Hale
Bros.” department store dropped its five-
year sponsorship of the Hour of Melody.
The station sold it at once to J. E. French
Company, Dodge and Plymouth dealers.
The party got both sponsors and stations
a nice press.

Talent fan booklets are still tops with stations
that feature hillbilly programs. Snuffy’s
Scrapbook, 1948 is a popular give-away
over WIS, Two sponsors of the WIS
Hillbillies, Cate-McLaurin and Geiger
Flour, get credit on the book, which is set
up as an old-fashioned photograph album.

Contests do not always have to offer awards.
Ralph Edwards, whose “Walking Man”
and “Miss Hush” contests have given
away practically the world with a fence
around it, also proved this recently when
he asked, ust before the holiday season,
listeners wanted most for
Christmas. The winning gift was Peace—
which was no surprise, but the fact that
there were over 76,000 entries was.

'*Big Story’ promotes one town at a time al-
though it's a coast-to-coaster. One news-
paperman in a town is saluted because of
outstanding work in breaking a “big
story.” Foote, Cone & Belding, the
agency, promotes the program as a good-
will offering to the press on the part of its
sponsor, American Tobacco, and the net-
work (NBC).

The yeat's first baby born in Hartford County,
Conn., was not only presented on the air
by station WKNB of New Britain, but
was also presented with $275 in gifts to
start it off radio-right.

Maxwell Kelch, owner of KENO, Las Vegas,
spearheads courtesy campaign. Kelch heads
the Chamber of Commerce promotion
committee and has signs with a smiling

(Please turn to page 70)
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AFFECT
MARKET

TVA’s great new
dams Holston and
Watauga arc one
more reason why
people in the John-
son City market
arca have the high-

est per eapita in-

come of any group

in the South.

And WJHL gives top
coverage of this rieh
sales area. For
WJHI. is the most
listened to station
in 10 of its 32 BMB
counties, totaling
85,020 BMB radio
families. Cheek

WJIIL. now!

ONLY ABC OUTLET
COVERING THE NORTH-
EAST TENNESSEE MARKET

WJH

9,000 W 910 KC
JOHNSON CITY, TENNESSEE

Nat. Rzﬁ. John E. Pearson Co.
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Remember the
story about

into a butterfly . ..

A beavutiful butterfly, too! A
colorful, sweeping thing. And
once again we're going to have
to tell you ... that's pretty much
the story of W-W-D-C. W-W-D-C
started as an idea. A little idea
that grew. As it developed
under the warm rays of sales
producing, it started to fly.
Colorfully, too! Today in Wash-
ington, if you want to do a
sales job at low cost, use the
station people look to . . . 1450
onthe AM dial ... 101.1 on the
FM dial. That's the way to fly!

Only one other station in
Washington has more
loyal listeners

AM-FM —The D. C. Independent

Represented Nationally by
FORJOE & COMPANY

James H. Carmine*

Vp in Charge of Distribution, Philco Corp.

immy Carmine’s great delight in breaking the conventional
J rules of radio advertising is equalled only by his uncanny
ability to get Philco products sold. Despite his fancy, recently-
acquired title, he's basically a promotion man. It was show-
manship, plus pressure promotion to dealers and distributors,
that resulted in 1947’s sales record for Philco of over $300,000,000.
To maintain this pace, Carmine today is spending an advertising
budget of some $3,500,000—triple what he was spending five
years ago. Broadcasting gets the lion’s share, with at least 70 per
cent going into three air shows, Bing Crosby and Breakfast Club
on ABC, Burl Ives on Mutual.

The Crosby e.t. show broke precedents . . . but it also made a
major contribution to Philco’s new sales record. After the first
four airings (1946), Philco dealers sold out of the radio-phono
model that Der Bingle was plugging. More important to
Carmine, now in his twenty-fifth year for Philco, the program
lined up dealer and distributor advertising dollars solidly behind
Philco’s over-all spending. Carmine woiks closely with his
dealers, large or small.

Carmine has learned a lot about broadcast advertising in the
past five years, since Philco has gone in for a succession of major
network programs. He has even set up (through Philco’s battery
division) a personal rating service which measures power con-
sumption ir key cities while Crosby is on the air. Although he
gets tough when he thinks a show is not doing a job, he's inter-
ested not in ratings but in the program appeal. Jimmy Carmine
wants to be certain that he reaches, as he terms it, a **pre-
selected, pre-sold, pre-mood-conscious audience . . . with money

ready in its pockets.”
4, Picrson" Mapes, t.p. of Hulchins \drerlising and Mark Wods, president af ABC. walch
Jimmy Carmine sign the Bing Crosby ABC contrael
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TRANSCRIPTION
LIBRARY SERVICE

pays off

FOR STATION

LOUISVILLE, KY.

1
S

, pay off

FOR YOU, 100!

Sunsel ond Vine

SPROGRAM SERVIC ™ o7
e oL WO0D &,

L
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Lots more listeners in Lovisville are dialing WKYW these days . . . thanks

to Capitol's Transcription Library Service. Look at the success of just two of

the shows built with Capitol Transcriptions:

HAL DERWIN SHOW —now in second place among five stations, including
three networks . .. and with o Hooper of 3.4! (It's logged in mid-morning,

too, after a program with a much lower rating.)

"WESTERN TRAILS," featuring Capitol's great western and folk talent—

leads all but one big-network show!

Is WKYW hoppy? They sure are ... CAPITOL Happy!

WKYW haos boosted listener levels with Capitol Tronscriptions . . . and
so can you! Capitol gives you every imaginable aid: 1. Completely flexible
themes and doted formats for 30 hours of entertainment each week —so
that you can quickly toilor-make a show for any sponsor. 2. Dozens of
big-name stars —in every cotegory of musical entertainment. 3. Special
musical themes for your shows. 4. Musical interludes. 5. Artists' voice tracks

for “live'"’ show effect. 6. Unparalleled technicol quality.

...and the coupon is your ticket
to o free hearing. Use it today!

A matchless combination for lur-
} s ing new listeners and sponsors

M demeonstration

Y
Copitol Tronseriptions transcription
Sunset & Vine

Hollywood 28, Colifornia

Please send me without cost .
1. Demonstration Transcription — ta show me whol makes Capitol’'s Service different.
2. Caomplete details abaut the Library Service and its costs.

Nome — — —

Posibion e ——

Stohon S — - —

Sireet ond No

City and Stare




There’s a lot more to it than this...

In cvery business friendly personal relationships are a big help.
Bur that’s only the beginning of the story . . . there's a lot more to it.
You've probably noticed that the people who are most welcome
in your own office are thos¢ who never waste your time . . .
who talk your business and know what they're talking about.
Weed and Company representatives are like that.
They sell a very good product—Spot Radio—one of the
most precise and most profitable forms of modern advertising.
They sell it right—for what it can do for you.
Behind their ability are a number of qualities: experience,
associations, persistence. Even more fundamental. perhaps,
are plain hard work and the expert knowledge it gives.
For these are the two factors that produce most of the results
most of the time . . . the two factors that make

Weed & Company service so valuable to any advertiser.

W ‘ ‘ . d radio Station representatives

new york + boston * chicago *+ detroit
d 1l (1 C OImn P d 1 }7 san francisco . atlanta . hollywood

SPONSOR
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Press dvents}

Publie relations

is insurance for

programs and talent

Over 150 independent press agents do
their best to make sure that everything
appearing in print about their clients
looks like real news.

The gross income of an independent
radio press agent runs from over a half
{ million (Earle Ferris) to under $7,500 for
ex-news men out of a regular job who
: operate off the cuff or out of the office of
i their clients or the networks.

These men and women, located for the
most part in New York, Hollywood, and
Chicago (important factors have offices in
all three cities), supplement the publicity
efforts of stations, networks, advertising
agencies, and sponsors. Although pub-
licity departments in these organizations
are very volatile, conservative estimates
place the number of full-fledged public re-
lations men and women in these four seg-
ments of broadcast advertising at over
3,000. This includes some press agents
-!‘ who give only part of their time to broad-
i

F There are few accidents in
WIS publicity.

e

cast publicity but does not include the
countless secretaries, mail clerks, and
other office personnel who spend a good
portion of their work day handling pub-
licity details.

‘ Of the over $45,000,000 spent by the
radio industry, agencies, and sponsors for
broadcast public relations, the independ-
ent publicity man gets only $3,750,000,
and a goodly part of this goes to Uncle
Sam for postage. Earle Ferris, Dave
Alber, and George Lilley get out mailings

Press Agent Edith Allen (Carl Byoir) was
heavy laden with props when Look's camera
man caught her as she was hailing a taxi
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stunis:

Steve Hannagan took editors on a boat Pianist List presented Truman with James Melton's helicopter trip for
ride to make sure they met Dick Haymes music before an air guest appearance  hearsal was a Fred Coll publicity

holidays:

that run into the thousands of pieces each
week and other press agents (who do not
attempt to blanket the nation’s press or
who use mailing services such as Gilliams
Service or Nu Method Matrix and Plate
Service) also add to the flood of waste-
basket fodder handled daily by the men
in grey.

Publicity men exist on a result basis
they must deliver (week after week) circu-
lation that justifies their stipends. \When
apollis held they fight for that first-place
position the first-place winner each year
can trace direct business to this blue rib-
bon. Coll and Freedman have won the
Billboard poll for the past two years,
Dave Alber won for two years, and most of
therest of theyears Earle Ferris hashad
a lease on the votes of the radio editors.

Earle Ferris has built up his operation
by working (in radio) only for advertising
agencies. He claims that he won't take a
radio account direct, although he handles
the publicity through Leonard Traube for
Fred Ziv's transcription organization. He

claims that his minimum publicity fee is
$250 a week and that it costs him almost
that for his mailings on each account. He
does mailing alone for agency clients at
$150 a week and states that this is his
lowest fee, denying statements by some
other publicity men that he has some
accounts at as little as $35.

One of Ferris’ sizable accounts is the
William Esty agency which pays him
nearly $100,000 a year to handle their six
programs. Tom Luckenbill, radio vp of
the agency, claims Ferris’ annual bill is
much less than this.

Over 60 per cent of all shows on the net-
works have at least one independent press
agent working on their programs. The
p.a. may work for the advertising agency,
the sponsor, the package producer, or an
individual star on the program. Where
there are a number of stars there may be a
number of press agents each pushing for
his own personality. American Tobacco’s
Your Hit Parade may have George Evans
publicizing Frank Sinatra, Wayne Var-

X

——

num working for Beryl Davis, as well as
George Wolf of Foote, Cone & Belding,
the advertising agency on the account, all
fighting for space for Parade. Evans is
more a night-club press agent than a radio
publicist. Varnum is ex-Columbia Rec-
ords, but is specializing in radio now and
is responsible for one of the most amazing
two-page radio talent pictures that Life
has ever run—presenting the number of
people (over 100) who contributed to
helping Beryl Davis make the star grade.
George Wolf was formerly with NBC's
publicity department.

The fact that an advertising agency or
a sponsor has a publicity director does not
mean that an independent press agent
isn’t hired for radio publicity. Agencies
and sponsors with publicity departments
are more apt to employ outside counsel
and’or actual public relations services
than those without departments. Even
the biggest departments in agencies
(BBD&O and J. Walter Thompson) use
outside services. For instance, although

Bergen and McCarthy celebrate Thanksgiving; Berle is delivered for Christmas; New Year pose; Betty Gerson as a valent i,




ilyiid by Phil Lord’s p.a. Saul Krieg

i
‘M‘zrspy's war trophy campaign was

|
|

typical

Hal Davis (Kenyon & Eckhardt) is re-
puted to be one of the best idea men in
radio publicity, he nevertheless pays
Arthur Miller, formerly with CBS pub-
licity, for magazine placements on a regu-
lar retainer basis.

Although the radio field is most con-
scious of its independent press agents,
most of the larger public opinion coun-
sellors have staff members who know
radio and its problems. Steve Hannagan
has Don Walsh (once Variety). Carl
Byoir has Bob Davis (formerly NBC and
WOR). Russell Birdwell, Ivy Lee and
T. J. Ross, Ames and Norr, Ben Sonnen-
berg, Fred Eldean, Edward L. Bernays,
all employ specialists in broadcast public
relations even when they do not have a
program or sponsor to handle. Sponsors,
many of them with million dollar appro-
priations, call upon their outside publicity
men for advice, even if they do not use
them actively to promote their programs.
This is true also of the networks. Typi-
cally, Lee and Ross is retained by CBS,

Jack Benny accompanies Phil Baker in a
two-artist

-
.

publicity picture tion.

Ames and Norr by NBC. Top-rank
talent also employs special counsel besides
a regular independent press agent. Thus
although Kate Smith has employed Dave
Alber for the past six years as her press
agent, her manager, Ted Collins, has
Russell Birdwell sit in when an important
policy matter comes up for consideration.
The Bennys, Crosbys, and Hopes, when
the chips are down, hedge their decisions
with advice from a top gauger of public
opinion.

The hardest workers for radio programs
and talent in newspaper and magazine
space-getting are Dave Alber and Coll and
Freedman. The former has 12 radio
clients, the latter nine. Alber’s showcase
accounts are Truth or Consequences and
Kate Smith. Fred Coll and Zac Freed-
man in their presentations polish up Vox
Pop and Harvest of Stars. Alber has the
reputation of milking every idea for its
last line. He seldom misses a bet in
getting his clients’ names in print. When

Script writers find a worthy cause a good way to snare press recogni-

Paul Milten staged a circus for underprivileged children

Margaret Truman appeared with the
Detroit Symphony, the wire stories (AP,
UP, INS) carried congratulatory com-
ments from many figures in the musical
world. All of Alber’s musical clients were
represented. What pointed up Alber’s
quick thinking in this case was the fact
that Hal Davis, who handled the event
for Kenyon & Eckhardt and the White
House, hadn’t thought of having his own
clients climb on the bandwagon. Davis
doesn’t miss much.

Most thorough in its coverage, by repu-
tation, is the Ferris office, whose mailings,
mat and wire services, blanket the na-
tion’s newspapers. Ferris’ services run
the gamut, his copy is good. His reputa-
tion is tops as a follow-through man. He
bases his presentations to prospective
clients on a circulation basis and ‘‘says it
with clippings.” Ferris, like Alber, gets a
good deal of his acceptance from feeding
radio editors with news about personali-
ties whether or not they’re his clients.
He's proud that every so often he scoops

lii¥arnay pays tribute to Washington; Virginia Verrill, Easter bunny; Jane Wilson does her Independence Day bit; Charles lrving looks like a pumpkin

o




the trade press on news for his mailing
list

Independent press agents feed their
outlets news in order to obtain space for
their chients. [t’s said that the Winchell
ratio is three exclusive news tips for one
plug and that to a lesser degree this goes
for Walker, Sullivan, Sobol, Kilgallen,
Hopper, Wilson, and Lyons, all of whose
columns run in hundreds of newspapers.
Most of the major independent press
agents have men who make it their busi-
ness to feed material to the colunns. The
networks have column men also but
“policy” ties their hands a great deal
more than it binds the operations on the
unaffiliated space grabbers. Corporate
publicity executives also look upon men-
tion in these columns as invaluable but
their hands are even more tightly
shackled.

Rated tops among the general press
agents who handle radio publicity as part
of the job they do for their clients is Steve
Hannagan. Hannagan handled Jack
Benny after the latter left General Foods
because he felt he was losing his audience
due to bad public relations. Hannagan
says that he took the Benny account
because of his personal friendship for the
star. (He does not accept the radio part

Wayne Varnum had this blueprint when he set out to sell over 100 personalities on cooperating in a picture spread for singer Beryl Davis

of a publicity account for any corporation

it's all, he explains, or nothing.) His
office is said to have started Benny's re-
climb to,top rating. Hannagan handles
the Ceca-Cola account, for which his
budget was recently upped 50 per cent to
over $100,000 for the current fiscal year. He
also handles the Electric Auto-Lite ac-
count. For Coke he publicizes its four
programs, [P’ause That Refreshes on the
Air, Spotlight Revue, Morton Downey,
and Claudia and David. For Auto-Lite he
brings the news of Dick Haymes to the
press. Both sponsors are conservative
organizations and Hannagan does a rou-
tine radio publicity job for them.

Ben Sonnenberg, the Park Avenue p.a.,
also handles chiefly complete accounts.
However, he does radio press-agentry (he
doesn’t like the term) for the Bob Hope
Show and Amos 'n’ Andy, both for Lever
Brothers. Mack Millar on the West
Coast handles publicity for Hope and also
does the press relations for Eddie Cantor.

Publicity insurance for stars and fea-
tured name players usually costs about
10 per cent of the talent’s weekly stipend.
A star may not need a press agent while he
or she is at the top of the heap but the
trouble is that stars don’t stay at the top
without guided publicity. On the same

basis commercial radio programs require
special public relations but the cost to
them shouldn’t come anywhere near 10
per cent of the program cost except in the
case of low-fee programs. An independ-
ent press agent ought to cost (for services
and expense account) about 5 per cent for
programs that cost under $5,000, down to
3 per cent for programs over $10,000.
The top-bracket programs (over $20,000)
frequently are called upon to spend more
percentagewise than lower-cost presenta-
tions. They are expected to deliver more
listeners and are thus more vulnerable,
i.e.,, require more publicity insurance.
When Jack Benny moved to American
Tobacco sponsorship it was announced
that his contract carried a clause which
committed ATC to spend $5,000 a week
($250,000 per year) for publicity, over and
above the cost of the Benny package. It
was at this time that Hannagan handled
Benny. When ATC, upon the renewal of
Benny'’s contract, dropped this part of the
agreement, Hannagan also stepped out.
Now the program’s publicity, aside from &
what is done by Foote, Cone and Belding’s !
public relations department and NBC, is
handled by Irving A. Fein, who does pub-
licity for Benny’s Amusement Corpora-
(Please turn to page 90)
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i Contest for a silver and gold
plated Bendix washer was an
added '"Wash on the Air' at-
traction by a Ft. Worth dealer

WIN The Beautiful
Replica. ‘Millionth’

Bendix Washer

Al Sulver end Gold Plated

W ool Fonlinst

Ngnz APPLIANCES
205 W. Seventh 29293

HERE’S HOW! Read Evory Word!
neR-L > -

TIST YOUR WITS. T DOWN AND WRITE
”wom,o.ussm.unc...

‘| WouldLike loOwnaBendixbeause'

vaprosh OFf Work ThaPhioss . 084 e

s Coch Wt P .
St wt Woa Tiny Magmivent [Py

Clawrrow One

NO Bottle TopstoSendln...
NO Strings Attached. ..

@ Sbges’ Ducroany Wk s Fonel

@ B Suro bo ot Tour Mumo. Addroes sod Psre Nambe: wa Goch
Kowar

® Tou Mot Lo o thy Blatropaiton Lo of Fact War
@ wors 01 Mray Lomans o1 Toy Lhe

] © Duvding o Mgt Octoter 21

l AN Cotres o Bs Posrmu. bod Wot Late: Than W dmg V. Ortobe 1

| © A3 Gnplayess of Vorgol Sovriend Mome Applancer And Thow
Somdos Ars Not Hogdle

@ 3 Lemars Will Bacoma Propacty ol Voogel bowrlond Homs
Apploncos

WINNER will be announced
November 1st. over WBAP

Broadcast Direct_From
VERGAL BOURLAND, Home Appliances
2705 West Seventh
1:45 UNTIL 2:00
SATURDAY AFTERNOON

fof WBAP-820

qee “Wash on the Air”

YOULL GET A DANG OUT OF THE SHOW
AND WHO XNOWS—YOU MAY WIN]

WSS —

n
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Direct sales prove

effectiveness of

broadeasts of Bendix at work

% Although using no air time it-

self, Bendix Home Appliances,

Inc., has sold more washing

machines directly through broadcasting
during the last four months of 1947 than
through any other medium. So successful
has the Bendix Wash on the Air broadcast
formula become that what was a spot-by-
spot operation will now become national.

Bendix is one of the few manufacturers
who have found cooperative advertising
(where dealer, distributor, and the na-
tional organization share costs) more pro-
ductive than national advertising. While
Bendix was spending $1,000,000 in maga-
zines it was spending $812,500 in coopera-
tive advertising, which sum was matched
by dealers and doubled by distributor ex-
penditures so that a total of $3,250,000
was spent in advertising to sell Bendix
home appliances locally.

Through a one-time broadcast over
KFOR the Hardy Furniture Company,
Bendix dealer in Lincoln, Nebraska, sold
13 washers and out of an attendance of
115 at the broadcast developed an addi-
tional 30 prospects. While this is a
better-than-average sales result it is not
startling to Bendix for they have seen in
the little town of Enid, Oklahoma, a Wash
on the Air program over KCRC bring in
48 for the demonstration-broadcast, of
which 10 placed orders on the spot
($2,590 in direct sales). The entire other
38 listed themselves as prospects. Enid
has a population of 7,860 families, 7,250
radio homes.

A Bendix washer is a major appliance
purchase by any family. lts cost places
it in competition with the possible pur-
chase of a car. Many families have stated
in surveys conducted by appliance manu-
facturers that they would have to decide
between a new car and an automatic
washer as both couldn’t fit in their budg-
ets during any one two-year period. The
fact that a single 15-minute broadcast,
even if it is given the maximum in show-
manship, can deliver direct sales as well as
prospects is a tribute to the new approach
developed by Bendix—an actual product
demonstration via the air waves.

The idea for this formula was conceived
by Bill Simmons, a one-time radio an-
nouncer, who at the time he thought of
the plan was Bendix sales manager for
Southern Appliances, Inc., of Charlotte,
N. C. He sold the idea to home office
officials and the traveling team (an-
nouncer and promotion man) idea which
ran all the Wash on the Air broadcasts in
1947 was inaugurated in Texas and pre-
sented the program in from three to five
towns per week.

The team really takes over the town
when it moves in. Stores display big
signs featuring the broadcast demonstra-
tion. Teaser announcements are broad-
cast. Newspaper advertisements featur-
ing the broadcast are run—and when
possible, ‘‘name” guests of honor are
snared as extra added attractions. In
Lawton, Oklahoma, Mayor George
Hutchins removed his shirt and had it
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Family leundry is actually washed during kroadcast demonstration

washed and ironed right before the
microphone. 1t made the first page of the
local newspapers—with Bendix publicity
and a bow to the Mayor for being “a
regular guy.”

The formula is so set now that in its
national application there won’t be a
home office traveling team. Future
broadcasts will be handled by a station
announcer and a distributor promotion
man instead of a Bendix announcer (Jack
Knott) and a Bendix stafif man.

Instead of the team there is a multiple-
page, three-pocket step-by-step brochure
which makes the Wash on the Air program
s foolproof as it's possible to make any
broadcast show on a blueprint.

The cost of each promotion during the
trial run period (1947) was $100. During
1948 it will be slightly higher since in 1947
the team (announcer and promotion man)
were on home office payroll and not
charged against the broadcasts. In 1948
the announcer will be paid as part of each
promotion while the distributor will
supply the promotion man.

Like all one-time broadcasts, the degree
of success of Wash on the Air depends
upon how much promotion is put behind
it. Most dealers use Bendix spots regu-
larly and turn them on the one-time Wash
when it's scheduled. Everything from
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“‘woman in the store” interviews to wash
quizzes are planned. In Fort Worth
(WBAP), Virgil Bourland, Bendix dealer,
gave away a full size gold-and-silver-
plated Bendix automatic, an exact copy of
the millionth Bendix washer produced.
All the listeners to his Wash on the Air
broadcast had to do was to complete in 49
words or less the statement, ““1 would like
to own a Bendix because . . . There
were 570 entries.

The home of the winner now is practi-
cally a Bendix showroom since everyonein
her neighborhood—and many who live
quite some distance from the area—come
to see what a gold-and-silver-plated
Bendix looks like. Hundreds also came
to the store to see the washer before it
was presented.

While the Bendix automatic washing
machine seems like a one-product sale, it
isn't. Wash on the Air is conceived to sell
the washer, yet it also exposes all who
come to the dealer's store for the broad-
cast to the Bendix ironer and dryer. In
Mason City, lowa, the broadcast directly
produced sales of four washers, four
ironers, and three dryers, which explains
why dealers are willing to put their own
money back of a Bendix promotion
broadcast. The Bendix washer sale not
only is profitable (the mark-up runs from

Here's oll YOU do
with o BENDIX

ENDIY

automatic

Home Laun/

While Bendix is at work, announcer describes in detail what's going on

3313 to 40 per cent depending upon the
size of the dealer’'s order) but the washer is
only the first sale. In over 20 per cent of
washer sales the dealer is able to sell an
ironer or dryer later. It’s too early in the
Wash on the Air campaign to obtain final
figures on follow-up sales but the fact that
the 20 per cent figure is quoted now is
some indication of how far this busincss
may develop.

Bendix is comparatively new in the
home appliance field, compared to May-
tag, Westinghouse, General Electric, and
many other old-line companies. The
entire industry produced 3,698,000 stand-
ard-size washers in 1947. Bendix pro-
duced 602,000, and was first in unit sales
and billing in the field.

Bendix, merchandisers point out, de-
veloped something new in washing
machines when it brought out its auto-
matic washer. It produced its first
machine in September 1937, its 1,000,
000th machine in August 1947.

Despite the number of Bendix machines
used in public laundromats only 6.7 per
cent of Bendix production has been sold
for this purpose. |t's possible for Bendix
to have figures on this since the machines
must be especially built for coinoperation.

At the time Bendix was introduced the

(Please turn to page 62)
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How a New York

The Mogul advertising agency’s ex-
perience in checking audiences for
spot announcements and shows is
one answer to question asked by
Savarin's J. E. Mazzel on page 44

Agency Checks Spot Listenng

Contests, properly used, are
the best listening index for
users of spot programs or spot announce-
ments, according to the Emil Mogul
organization. Mogul places the hardest-
hitting of all commercial copy on the air—
the advertising for Barney's, Stuart’s
(Moe Levy), National Shoes, Ronzoni
Macaroni, and Canadian Furs.* Mogul
checks both Hooper and Pulse reports
for stations but places his maximum
reliance on his own ‘““broadcast control,”
which is kept current through contests.

Contests generally are used to stimu-
late programs and /or sales. Mogul’s con-
tests do this but sales and increased
listening are purely a by-product. What
Mogul wants to learn from contests is
who is listening, city-block-by-city-

“.;:_.,

block, hour-by-hour. There is no point-

of-sale promotion of any Mogul contest.
That, his staff explains, would simply

hypo listening to the station or program
and what is wanted is information on
regular listening—not stimulation. The
contests do result in listening stimulation
but after the fact- not while the contest is
running. Most of the time the contest is
kept secret even from the station sales
staffs who have been known to go out
and hypo contest returns.}

Mogul’s contests give something to all
who enter and have one major prize
which is never too expensive. A recent
first prize (in a Barney’s contest) was a
radio set costing $20. Unlike contests
which are aimed at stimulating sales,
no proof-of-purchase is required. The
contests propound simple questions which
practically anyone can figure out. The
Barney contest was to report the number
of inches between Times Square and
Barney’s store. The question requires no
special knowledge, no genius. The gift

Typical entry in contest to write sponsor's name (Stuart’s) as many times as possible on a postcard

FEBRUARY 1948

for entering was a coat hanger costing
five cents and, as indicated previously
the award for the nearest correct answer
was a $20 radio. Despite the apparently
small incentive, thousands sent in esti-
mates and a number of listeners actually
were discovered with yardsticks measur-
ing the distance foot by foot.

The contests naturally must intrigue.
It is amazing what lengths listeners
will go to for a nominal consideration.
One recent contest asked listeners to
Morey Amsterdam’s program on WHN
(N. Y.) to see how many times they
could write the name of Stuart’son a penny
postcard. Three thousand WHN listen-
ers sat down and tried it and it was an
unusual entry that didn’t get more than
300 ““Stuart’s” on a card. Some actually
wrote more than 1,000. The prize for all
was a ten-cent package of phonograph
needles. The returns told Mogul just
how much impact NMorey Amsterdam’s
program and station WHN had.

For National Shoes, Mogul asked lis-
teners to write a sentence containing as
many jive words as possible. The prize
was Debbie Dictionary, an inexpensive
slanguage compilation for teen-agers.
Three stations werc used for this con-
test. The station that was rated first
for the time period by Pulse of New York
drew less than half the responses of the
second station in the Pulse report. The
third station which had the lowest time
rate of three and the hottest program in
teen-age appeal nevertheless cost the
highest per inquiry. Facts like this go into
Mogul’s records and are used when the

(Please turn to page 80)

® Adrertixing copy for all these products uses *irrilali

In drive home ils messayges

tMogul has found that 2 per cent of all contest return
come fram regqulars who compele in any compelition
Through his **broadenst conirol’* he kuows the requlars
when he doest’t he just discounts returns by 2 per cen

29



-

Motion pictures have to be checked, processed, and camera-rehearsed, inch by inch, before telecasting

MORE FILM THAN LI

Television, to a great scc-
i-‘ tion of the viewing public

and of those who will even-
tually become TV set ownerss, is ‘“‘moving
pictures in the home without film or home
projectors.” Since this is so, the objection
“canned entertainment’ that transcrip-
tions had to overcome for years will not
face film in visual air program produc-
tion. Immediacy (live telecasting) is a
plus for the medium, not the keystone
upon which visual broadcasting must
build. Film is therefore a vital factor in
visual programing and one always in-
cluded in plans for new stations. Every
would-be station operator includes in his
license application the percentage of time
in which he plans to use film on the air and
it has run in “acceptable applications’ as
high as 75 per cent of the total programs
to be telecast.

Films therefore represent a major factor
in all visual broadcasting, both the adver-
tising and the entertainment portions.
Film can cost fantastic sums or it can be
produced on tiny budgets. One sponsor
recently wanted to produce a series of
commercials to be used over a number of
stations and a network. The commercial-
film-producing organization that origin-
ally estimated on the job figured the costs
at $35,000, which floored the advertiser.
The network, wanting the account on the
air, offered to shoot the required number
of films at cost. They also worked with
the advertiser to readjust some of his
VE ight hundred families (%400 sel owners and 00 non

owners) were inlervicwed by Puablic Opinion esearch
for this information

Chevrolet call its horse opera films "BCQ (Big
car Quality) Ranch.' Uses cowboy announcer

30

more elaborate ideas. The total bili to the
sponsor was $1,900. Neither the network
nor the advertiser claims that the $1,900
films are just as good as would have been
delivered for $35,000 but both feel that
they are adequate and will do their as-
signed job. (The complete story on the
use of film to handle the advertising por-
tion of a telecast will be presented in the
March sroxsor. This report is on film as
a program factor.)

News is best handled by film in TV.
Naturally it is not practicable to cover all
the news in moving pictorial form on the
air while it’s still news. The span be-

tween the taking of a news film and
broadcasting it is a small fraction of the
time it takes for a motion picture news-
reel to take a picture and distribute and
project it in theaters. This is due largely
to the need for making positive prints,
etc. TVcan and does use negative film to
telecast positive pictures. TV also can
use 16 mm film instead of the 35 mm type
that must be used for theater projection.
The former is processed much more
rapidly, is much less expensive, and while
it lacks some of the detail that is caught
with the larger film, that detail is not
essential for telecast enjoyment on a
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ilv’iewers rank motion

pictures ahead of

| all except sports

normal home-size receiver. TV has al-
ready brought into the home event after
event via films, several days before they
were available through theater newsreels.
This was true even in the case of Princess
Elizabeth of England’s recent marriage,
TV newsreels being seen at least 24 hours
before there were any theater showings.
CBS, NBC, and independents regularly
have taken pictures and shown them on
the air within three hours. In a number
of cases motion pictures of events have
been aired within an hour after the event
took place.

Aleader among sponsors who have used

filmed news events is Charles Durban of
U. S. Rubber. When a U. S. Rubber
warehouse in New York as well as part of
an adjoining office building that had for-
merly housed U. S. Rubber burned down
recently, Durban okayed a special film of
the blaze which was aired the same night
over DuMont’'s WABD, sponsored by
U. S. Rubber. Because the office of
Harvey Marlowe, ex-ABC and now an
independent TV producer, was located
right in the fire zone he was able to film it,
in part, through his window and the
entire cost to U. S. Rubber was just $100.
Many events that U. S. Rubber has pre-

ABC staff checks film processed in flight to cut time between picture taking and telecasting

sented cost many many times that $100
for the rights alone, beside the even
greater cost of film and camera work. Its
presentation of the Columbus (Ohio) Air
Races was one such filming. Many of
U. S. Rubber’s films were made for
Durban by ABC, which for over a year
(1945-1946) maintained a TV program
operation to train personnel and keep that
network’s hands in the visual field,
despite the fact that it had no station on
the air.

The three great news-gathering associa-
tions, Associated Press, United Press, and
International News Service, all plan to
service television stations with daily
newsreels. First to experiment in the
field was INS which developed a ticker
tape gadget which WABD has used to
give some extra interest to its test pat-
ternt. Later INS developed a page
printer type of visual news operation (an
entire page is seen as a typewriter ap-
parently types out the news) which is still
employed by several stations. The first
INS newsreel will be out this month in the
form of a 15-minute weekly roundup. By
March it is expected that INS will start
servicing stations with daily five-minute
reels.

UP is operating in TV in conjunction
with its pictorial affiliate, Acme Ne¢'ve
Thus far UP-Acme has serviced stat.ons
WNBT and WBKB (Chicago) with still
pictures and commentary. UP is plan-
ning a 714-minute newsreel which will in-
1A lest feallern is @ design aircast before a program to

enable the sel owner lo lune his receiver in preparalion
for the program.

U. S. Rubber sponsored film of fire that burned
down its watehouse. Film cost was $100
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corporate news, documentaries, and
women's features. It is said to have
offered a 3-time-a-weck newsreel to
Camels (via Esty Advertising) for $3,500
a week for New York showing,

AP has released some experimental
newsreels but is not satisfied with the
quahity. It's scheduled to start again in
March. All three newsgathering organi-
zations, although they have had still-
picture divisions, have had to start vir-
tually from scratch in the motion picture
field.

The first sponsor to buy a combination
of still and motion pictures from a news-
gathering syndicate is Chevrolet which is
sponsoring an INS package 15 minutes
once a week on WABD. The contract
was signed in January. Esso has spon-
sored the NBC Newsreel over WNBT but
1s not paying the bills at present. CBS’
newsreels have only one telecast under-
writer (Gulf) as SPONSOR goes to press.

The union situation in the TV newsreel
field is a constant problem for the indus-

try. NBC, to avoid problems with its
radio technicians who are members of
NABET, an independent union, farms
out its motion picture operations to Jerry
Fairbanks, a short subject producer who
employs regular lATSE cameramen. CBS
employs its own cameramen who are
members of the union, IBEW, to which
alt of Columbia’s technical personnel
betong. In a number of cases where regu-
lar newsreel and CBS men have covered
the same event there have been clashes
and CBS men have had 1o withdraw to
avoid more serious trouble. DuMont’s
technical personnel are IATSE. Prob-
lems between TV and motion picture
cameramen have arisen at KTLA
(Paramount’s TV station on the West
Coast) and WBKB (Balaban and Katz’
station in Chicago). B&K islinked with
Paramount and has thus far avoided any
untoward incidents with unions, by not
taking pictures.

The regular theater newsreels have not
released any of their recls for television.

Calm On Talent Front

The talent front in broadcasting, with the possible exception of

the musicians, is quiet.
Directors Guild.

The latest calm has settled over the Radio
The RDG and the four networks reached an

understanding on all major points and their agreement, as is true of

all contracts

between chains and

talent, indicates what will

eventually be asked percentage-wise of sponsors of comm-rcial

programs.

Staff directors scale starts at $130 minimum. This is a $30
increase over the minimum in the previous contract between the

Guild and the four networks.
creased from $70 to $95.

Associate directors minimum was in-
Important to advertisers was the ““floor”

fees set for commercial assignment on which the networks will not

take a commission.
associates it is not commissionable.

I1f the fee is less than $65 for directors or $55 for

For a long time there have been conflicts between the networks
and the RDG concerning the use of associate directors on what the
Guild holds to be full-fledged directorial assignments. This disagree-
ment has been settled by the new contract, with clean cut definitions.
If a program requires casting, actual production—is really under the
creative hand of the producer it will not in the future be an associate’s

province.

Typical of what an associate can produce are newscasts,

round tables, small music group programs, and street interviews.
Although broadcasters have felt that the American Federation of

Radio Artists would ask for a wage increase this winter it is under-

stood that there will be no such request unless living ccsts go a great

deal higher than they are at present.

AFRA inner councils feel that

wage increases contribute substantially to the inflationary spiral and
have decided for the time being to tighten belts.  AFRA also realizes
advertisers are watching broadcast advertising costs closely and that
if these costs go beyond a certain point these advertisers will consider

the shift of their advertising dollars to other mediums.

Two of the

greatest users of the air, Procter & Gamble and Lever Brothers, have
weekly indices which give them their cost per listener at all times.
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Most of the major film releasing com-
panies admit that something will be done
when TV becomes truly national and
there are enough outlets to offer a sizable
income to newsreel organizations. News-
reels are the one segment of the film busi-
ness producing a highly perishable product.
They also shoot hundreds of thousands
of feet each year that never reach theater
screens. TV newsreels will use more
footage than theaters so will be a satvage
operation for many picture subjects which
are now lost on the cutting room floor.
No one at any of the companies will talk
about the film newsreels’ TV day.

The motion picture companies’ attitude
on newsreels is just a reflection of their
attitude on releasing their regular feature
pictures for visual air showing. Thus far
the majors (big picture organizations)
have thumbed down every approach on
this subject. Only Universal has had an
open mind, and is at present editing many’
of its older films, cutting out the music
(Petrillo still says “no” to music on tele-
vision). Even where pictures have had
their first, second, third, and neighbor-
hood runs and reruns, the pictures are not
available for TV because most companies
are worried about the reactions of their
exhibitors who have let it be known in no
uncertain way that they view television as
competition with their box offices. The
fact that motion pictures are planning to
use TV time to bring their trailers into the
home hasn’t changed this. The first full-
length trailer for which time has been
bought is for the New York first-run
showing of The Senator Was Indiscreet.
The results at the box office are said to
have surpassed the results of any other
picture advertising to date (taking into
consideration the costs and the number of
television sets in the New York market at
present). Some showings have brought
customers direct from bars into the
Criterion Theater to see the picture.

Despite the reluctance of major motion
picture producers to retease their films for
the visual air medium, thousands of short
subjects and many independent pictures
are available. How these can be used
effectively by sponsors has been demon-
strated by the Chevrotet dealer division of
General Motors. The GM  agency,
Campbell-Ewald (New York), presented
for Chevrolet each week for a year over
WABD (up to January 20) a weekly
Western film.  The program was called
the BCQ Ranch*, and the commercial was
handled in a western drawl by an an-
nouncer in 10-gallon hat and cowboy re-

galia. The program had an all-family
*BQ stunds for big car quality.

(Please turn to page 74)
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CKLW CAN
PUT YOUR

PRODUCT OVER
w the DETROIT 4nec

you definitely et MCON)RE sales impacts fon less
CKLW

LOCATED on, and bounded by Lake Erie, Lake Huron and the Detroit River,

CKLW beams its 5,000 watt clear channel signal via the water route to a ten-million population area

with a radio-homes and buying-power percentage second to none in America. The power of 5,000

A middle-of-the-dial frequency of 800 ke. That, coupled with the lowest

watts day and night.

rate of any major station in this market, has made CKLW the Detroit Area's Number One radio buy.

Guardian Bldg., Detroit 26 ddam J. Young, Jr., Inc., Nat'l Rep.
J. E. Campeau, President H. \N. Stovin ¢ Co., Canadian Rep.

5,000 Watts Day and Night—800 kc.—Mutual Broadcasting System
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Radio has been selling magazines and
books for over 20 years. Its first
outstanding success was the great circula-
tion campaign which Collier's broadcast
in the late 20's and early 30's. The cam-
paign turned just another magazine into
a mass-audience weekly with a multi
niillion readership. |t brought to radio
John B. Kennedy who at that time was an
associate editor of the publication.
Today, in addition to buying time,
publishers are making as many deals as
possible with other sponsors of programs.
The story of Street and Smith, which
through a commercial series for Detective
Magazine brought a character “The
Shadow" into existence and then a maga-
zine to protect that character in the publi-
cation world, is radio history (Crime Pays,
SPONSOR, January 1947). Today the Blue

SPONSOR AGENCY PRODUCT PROGRAMS [ wors |
1 |

Sam Pettengill; Sun 1-1:15 pm; 235
C ste

An;:rica's Future, Inc,

Andrew Gahagan,
N. Y.

PKS

Coal radio program, The Shadow, con-
tinues to scll the mystery magazine as
well as heating service. Other magazine
programs which are sponsored by manu-
facturing organizations rather than the
publishers are True Detective Mysteries,
Reader’s Digest, and My True Story.

Publishers, besides inspiring programs
which are sold to other sponsors, are con-
stantly planning awards, special surveys,
and articles which enable them to have
their representatives appear on national
program's as guests. Hardly a week goes
by that some editor isn’t paying tribute to
some program or star on the air—for the
benefit ot the publication—and it doesn’t
hurt the program if the appearance is
well-planned.

Selling of books is a fine art with
Huber Hoge & Sons. Hoge functions for

Book: Constitution
of the U. S

AND NATIONAL PUBLISHERS

publishers practically on a day-to-day
basis. |f a broadcast series isn’t deliver-
ing sales at a cost per book that is in the
advertising budget it’s not unusual to
have Hoge pull the program off the air the
day after it starts slipping. He uses prac-
tically a mail-order formula. (Direct Sell-
ing Develops a Five Part Air Formula,
SPONSOR, February 1947.)

Local newspapers were not included in
this industry report because so many of
them own stations or have a station
affiliation that the charting of them would
have taken a book.

Saturday Evening Post is the only
weekly magazine currently on the air but
there are plans afoot to bring Liberty back
to radio and it will not surprise its com-
petitors if Collier's starts its much-
rumored return to broadcasting in 1948.

Associated Magazine

‘ Huber Hoge & Sons, |
Contributors, N. Y. N. Y.

'48 Magazine

Spots; 2 sta

Christian Science Pub- | H. B. Humphrey,

Christian Sci.e n;:e

| Christian Science Monitor Views the

lishing Society, Boston, Boston Monitor News; Tu 8:15-8:30 pm; 75 ABC sts
Curtis Circulation Co, BBD&O, | SatEvePost, Holiday, = Listening Post; MWF 10:45-11 am; | E.t. spots for SatEvePost;
Phila. N. Y. Ladies Home Journasl, Th 228 ABC sts all major mkts. Specl mkt
Esquire, Coronet, Ban- spot campaigns for Holi-
tam Books | ay
Delaware, Ld(’(awannal Ruthrauff & Ryan ] Blue Coal (tie-in with | The Shadow; Sun 5-5:30 pm; | —_—
;3 V’;’estem Coal Co, | Shadow Magazine)* 37 MBS sta |
L Ys )
Huber Hoge & Sons, Dollar Book Club I = Spots; 9 sta

Doubleday & Co,
N. Y.

Foote, Cone &

Hallmark Cards (tie-in | Reader’s Digest — Radio

Edition;  Sessonal spot campaigns

l
Hall Brothers, Inc, I

Kansas City Beldmg with Reader's Digest)* 10-10:30 pm; 157 CBS sta
Harper & Brothers, Denhard, Pfelﬁer Harper's Magazine —r= Live spots; 1 sta
N. Y. & Wells, N. Y.

Libby, McNeill &

J. Walter Thompson
Libby, Chicago

Libby products (tie-in
with True Story Maga-
zine)*

.My True Story, MTWTF 10-10:25
am; 202 ABC sts

McGraw-Hill Publish- Walter Weir, [
ing Co, N. Y. [ N. Y. |

Science lllustrated

Partic. in Arthur Godfreg, bet. 6-7:45
am, MTWTF, WCB

(N.Y)

Omnibook Inc, Huber Hoge & Sons, |
N. Y. N.Y. .

Omnibook Magazine

Partic. in Kiernan's Corner; bet. 6:30-7

am, MTWTF, WJZ (N. Y.)

Williamson Candy Co, | Aubrey, Moore &
Chi. Wallace, Chi.

Oh Henry! Bars (tie-in
with  True Detective
Magazine)®

True Detective Mysteries; Sun 4:30-5 |
pm; 423 MBS sts I

William H. Wise &

Sons, N. Y.

Huber Hoge & Sons,
N. Y.

Complete Home
Handyman's Guide

Record Honv]r:lneog(srs! 5: 3))0-5:45 pm; .

*Programs, and their sponsors, are included in this listing where latter are not publishers but there is obvious tie-in between program and magazine.
Production costs are often borne or shared by cooperating publication.
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The KMBC-KFRM Team is ringing Nebraska, Colorado and other states

the bell for listeners and advertisers are writing in to say they sure like
KFRM's KMBC programming. Yes.
KMBC of Kansas City and its new
5,000-watt, 550 Kc. daytime associate,

Ty

alike throughout the Kansas City trade
area. Advertisers are quick to sense

the economical advantage of covering

KFRM for rural Kansas, team together
all the Kansas City trade territory

to provide what other broadcasters

through one broadcaster.
can’t—complete coverage of the Kansas

And listeners from Kansas.Oklahoma, City trade territory from Kansas City.

KMBC

of Kansas City for Kansas Farm Coverage

FREE & PETERS, INC.
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NBC NETWORK TELEVISION
IS OPEN FOR BUSINESS.

This is NBC's report to

P the nation, published in 39

. ﬂ%“\\ newspapers of nineteen cities
from coast to coast, early

B : in January.

v - | 948 is the year when NBC

: sets out to duplicate in the

= television field its widely

& known superiorities in sound

e - broadcasting: the finest

i affiliates and facilities,

: - most popular programs, and
- greatest audiences.

We reproduce the ad’s message
here, with an invitation to

CTQ\Q advertisers, agencies, and
NB ot ™ stations to join us in this
_ | development of the world's

f‘ greatest means of mass
_‘.J‘& communication—and the most
' effective sales medium yet

devised.

W

y 7 _ | e R ® - y 7
clevisions lear

Television becomes a widenmg reality in 1948, An exeiting promise is now an actual
service to the American home. After twenty vears of preparation. NBC Network Television
is open for business . .. When the Radio Corporation of America formed the National
Broadeasting Company in 1926, its purpose was to broadeast better programs in the

public interest—and that purpose continues 10 be its guiding policy.

Today. twenty-two vears later. NBC has the most popular programs in radio.

Outstanding in its contribution to the public welfare. the National Broadeasting Company
has served the nation in war and in peace. Now. it has added a new service—Network
Television—in the same spirit as that which first moved its parent company: public interest.
NBC. in pioneering and developing this great new medinm of information. new-s.
entertainment. and education. ix fully aware of it~ responsibility . . . In 1918. NBC offers

to the public the greatest medinm of mass commmication in the world—Network Television.




e — i st ——— 8

THE TELEVISION PICTURE LOOKS BRIGHT ..t ¢ veeeeeosoeos

NBC's TELEVISION NETWORK

In the East, four stations now make up
the new NBC Television Network:
WNRT, New York; WNBW, Washing-
ton; WPTZ, Philadelphia; and W RCB.
Schenectadv. WRBAL-TV, Baltimore,
and WBZ-TV, Boston, will be on the
air shortly as NB(’s fifth and sixth
television afliliates.

In the Midwest, three NBC afhiliates
are independently engaged in tclecast-
ing operations: KSD-TV. St. Louis:
WTMJ-TV, Milwaukce; and WWJ-TV,
Detroit. It is anticipated that within
the year these stations will be carrying
network television programs originat-
ing in Chicago, where NBC will open
its station. In addition, NBC will con-
struct a station in Cleveland.

On the West Coast an NBC station is
under construction in Los Angcles. It
will serve as a focal point for the estal)-
lishment of a western regional network.

The plan for 1918 and 1949: To add
ever-increasing numbers of afliliates to
these three regional nctworks, culmi.
nating in a coast-to-coast television
network.

TELEVISION STATIONS

Today, nineteen stations are engaged
in television operations throughout
the country.

In addition to the stations now tele-
casting, fifty-fourhavereceived licenses
and sixty-four more have applications
pending.

Total: 137 stations in actual television
operation, being constructed, or waiting
for official approval from the Federal
Communications Commission.

We confidently expect that the same
NBC-athliated stations which pioneered
sound broadcasting will take the lead
in bringing this great new medium of
sight and sound to their communities.

THE TELEVISION AUDIENCE

One year ago there were 8,000 televi-
sion receiving sets in the country
Today there are 170,000. Estimate for
December, 1918: 750,000 sets.
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With maltiple viewers per et. NBC
Network Television programs will he
available to an andience of millions.

TELEVISION PROGRAMMING

Hundreds of thousands ol viewers will
remember these recent NBC 'Felevi-
sion programs amoug many others
cqually out=tanding.

IN DRAMA . . .

Kraft Tclevision Theater is the first
regularly sponsored dramatic series on
NBC Television.

The Theatre Guild series brings the
greatest art of the New York theatre
to viewers distant from Broadwav.

On the American National Theatre and

Academy series, eomedy, drama, farce
the whole seale of the theatre--i~

brought to viewers as it is played.

IN SPORTS . . .

NBC Network Television has pioneered
in bringing major sports events to it
audience-—{rom the exclusive broad-
casts of the Joe Louis championship
fights again~t Conn and Walcott to the
World Series games of 1917, Today,
one-quarter of NBC's current televi-
sion schedule is devoted to sports

IN SPECIAL EVENTS . ..

The Presidential Conventions in Phila-
delphia this coming summer will be
comprehensively covered by mobile
units of NBC’s Television Network,
bringing the faces and voices of political
speakers into thousands of American
homces. The campaigns that follow will
receive equally emphatic coverage.

Since the televising of President Roose-
velt’s speech at the World's Fair n
1939, speccial events television has
risen from the status of a novelty to
the position of a significant communi-
cations reality

NBC's PROGPAM SCHEDULE . . .

In addition to extra hours for news
and special events. a wide variety of
programs can now be viewed on the
new television network. llere i1s the
current breakdown of each week’
programming:

'ate il | o
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7 hours for women’s programs

7 hours for sports events

3% hours for variety shows

3 hours for dramatic presentations

3 hours for children’s shows

2 hours for edneational programs

134 hours for quiz and round-1able shews

Two months from now the nnmber of
telecast hours will jump from twenty
~even to thirty-five a week. Sull nore
hours will be added as the number of
receiving sets increases and more sta-
tions join the network

TELEVISION AND
THE AMERICAN ECONOMY

ADVERTISING

Like standard radio broadcasting, net-
work television will depend for the
cxpansion of its facilities and programs
on advertising. As advertising has built
the wide range of radio’s broadcasting
schedule, so 1t will make possible an
increasing wealth of fine prograins on
television.

Today, 18 of the country’s large adver-
tisers are sponsoring NBC television
programs—about half of them on the
entire television network. Some two
hundred other advertisers are currently
sponsoring programs on the twenty-
odd individual stations throughout the
country

ECONOMIC FORCE

It is NBC’s belief that, within a few
years, more than a quarter of a million
peoplc will be employed in the manu.
facturing and tclecasting operations of
the husiness alone Available estimates
pomnt to television as a half-billion-
dollai business by the end of this year.
This new industry will grow in size
and service with the years

THE FUTURE

NBC’s new eastern television network
1 only the beginning. But it is the
beginning ot a working reahty. 1947
marks the end of television’s interim
period. 1918 sigmhes the appearance
ol celevision as a new force in the
Lwmted States. The greatest means of
mass communication in the world 1s
with us
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NATION AL BROADCASTING COMP INY, 30 ROCRKLEFELLER PLAZ A, NEW YORK

A Service of Radio Corporation of America
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) was first with his invention of the ™=

; first practical steamboat, the Cler-
mont, launched on the Hudson River
in 1807. .. a mighty ally in the early struggle

for the economic development and expan-
sion of the United States. And WIR is. ..

epst

IN POWER |
AND RESULTS |

MICHIGAN'S GREATEST |
ADVERTISING MEDIUM :

Rz 50,000
AP/ WATTS

Represented by

CBS PETRY
THE GOODWILL STATION fsutrsioec. DETROIT
G. A. RICHARDS HARRY WISMER

Pres. Asst. to the Pres.
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.. AXD THOUSANDS COME

Continuing promotion is the
keystone of station operation
; just as it has been proved to be
the keystone of newspapers throughout
the nation. The New York Daily News
and Chicago Tribune Golden Gloves bouts
and Silver Skates races are recognized
internationally. The growth of these two
competitions gives ample proof, through
turn-away attendance at all of the
events, of the readership among the
teen-agers and sports fans. Among
younger readers the newspapers through-
out the U. S. which run local soapbox
derbies are tops and these papers prove,
by the size of the adult turn-outs for their
derbies, their family readership. WJW’s
promotion of Junior Olympics is obtaining
the same following as the soapbox derbies.
It is in the farmbelt that listener pro-
motion through contests has been given
most attention and has proved the pull of
the stations that have planned farm
public service promotions. Some have
received outstanding national recognition
—KVOO’s Greener Pastures competition,
WMT's Clean Plowing Contest, and the
granddaddy of them all, WHO’s National
Plowing Competition. The latter two
have so built themselves into the farm life
of lowa that a network (NBC) originated
from the sponsoring stations coast-to-
coast broadcasts during the plowing.
Thousands of farmers and their wives
watched contestants vie for hundreds of
dollars in cash prizes and trophies. As
though to spotlight the modern farmer to
the world, 63 private farmer-owned air-
planes were included as transportation to
the WMT’s event and over 70 flew to the
WHO shindig. The car-parking fields
resembled the scene outside a big football
stadium during an important game.

The WMT Clean Plowing Contest is a
one-day event in April but for sponsors on
WMT it is a promotion that starts many
weeks earlier, in February, when the con-
test day is announced in letters to farmers

.

Acrial view Voft WHO's "National Plowing
Contests, an event in lives of lowa's farmers

FEBRUARY 1948

Soil conservation contests build

andiences for farm stations. and

develop raral area business
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throughout lowa, Nebraska, Kansas, and
Missouri stressing the importance of clean
plowing to ofiset the damage caused by
the European Corn Borer. Newspapers
carry storics on the event all through the
time between the first announcement and
the final Saturday in April when the
plowers prove their mettle.

Eighteen spunsors cooperated with
WMT in 1947 in presenting news of the
event on their programs and exhibits at
the contest field. They ran from seed
merchants  to tractor manufacturers.
Saturday, April 26, contest day, was
turned into a farmers’ holiday. The pro-
gram opened at 9 am. with an Educa-
tional and Commercial Exhibit. At 10
am. there was a preliminary event—a
farm gadget contest. This was a sleeper
and pulled a much larger number of home-
built farm gadgets than werc expected.
They were as instructive and useful as
many of the commercial machines which
were on display. First prize was $100.

The main event was at 11 a.m. and was
followed by a band concert at 11:30 a.m.
and a special WMT entertainment broad-
cast at noon. At 1:30 p.m. there was a
farmers’ mass mecting, at 2:30 a presenta-
tion of the winners over WMT, and at
2:45 an airplane dusting demonstration,
showing how planes dust fields with
chemicals for com borer control.

Through this promotion WMT has
established itself in the minds of rural
Iowa as a station that doesn’t just try to
sell them things but is part of the state
and interested in farmers' prosperity. By
helping the farmer raise more com WMT
is increasing the income of its listeners
while at the same time increasing listening
to the station. These scrvice promotions
not only dramatize a station's audience
for sponsors but also build audiences. A
one-time event can have a 365-day cffect.

Station WHO started its bigtime pro-
motion simply as a corn plowing competi-
tion. Then a contour plowing event was
added. Now these two contests and a
number of other events are wrapped up in
a soil conservation project, which spot-
lights this great need of all farm areas.

Although it’s service designed for a
specific public (more than half of the
population served by WHO is rural) this
B. J. Palmer station has received national
recognition from its promotion. Among
the plaques which adorn its walls are the
du Pont and the DPeabody awards,
Life ran a multi-page story on WHO
plowing contests. Motion picture the-

atergoers see its story in newsreels.
More than 100 lowa daily and weekly
newspapers tell WHO’s tale each year.
When WHO, as a special soil conservation
promotion, face-lifted an entire farm
50,000 farmers and their wives were
present to discover the 29 conservation
operations involved, and the nation heard
about it.

WHO formerly ran a corn husking bee
but corn husking by hand is passing from
lowa. Today less than 10 per cent of the
crop is hand harvested. Instead of corn
husking, WHO now holds an annual
competition for prize com during this
month. Corn husking was just a stunt.
Giving an award for raising the best corn
is not a stunt but an excellent way of im-
proving the breed. Better and better
corn is being grown in lowa and through-
out the Middle West. It’s been competi-
tions such as WHQO’s corn-growing events
that inspire the use of finer seed corn and
the vital increased use of hybrid varieties.

KVOO’s Greener Pastures broadcasts
and promotion are directed at doing for
Oklahoma’s pastures what the WMT and
WHO Plowing Contests do for the lowa
comn fields. Since the entries were pas-
tures throughout Oklahoma and a corner
of Kansas, lowa, and Arkansas, it is not
possible to have a great tumout to
dramatize the audience of KVOO but
hundreds of pastures are entered. What
is more important to the farmers in the
area, the lesson is driven home that pas-
tures can’t be left to “just grow,” like
Topsy, but have to be planted and
watched over.

To get the farm agent behind the con-
test, a $25 Stetson hat goes to him if a
farmer in his county is one of the four
who are cited for their pastures.

Winners, who are chosen by farm
authorities, are gucsts of KVOO at the
Chicago International Livestock Show.
Onc or more of the winners receives
national recognition through a certificate
from the Friends of the Land, the na-
tional association of soil conservationists.

Soil conservation is vital and KVQO is
doing a farm promotion job which covers
not only its territory but is spread
throughout all farmland at county fairs
and the Chicago Livestock gathering.

The Greener Pastures and the Clean
Plowing contests and broadcasts may be
only small operations in themselves but
they are indications of virile station
managements. They turn out, for all to
check, just how cffective, in terms of
their rural audiences, these operations are.

(top) Samples of KVOQO's winning pastures. (second) 50,000 saw WMT's plowing contest.
(third) WHO's scoreboard. (bottom) Nearly 133 farmers fAew to plowing events
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BR'ER BILL HICKOK._
YOU 1S DE GETTIN'-uUp
MAN

Yes, almost everybody in Atlanta storts the day tuned to WCON and
Bill Hickok, genial host and record man (and you ought to hear him

sing) of “Harmony House” —6:30 to 9 a.m. Mondays through Saturdays.

And Bill Hickok is just one of a top staff of superb radio personalities
who have made WCON’s listening audience the best buy in this area for

both local and national advertisers.

Drauing by A. B. Frost from “UNCLFE REMUS: His Songs and Hia
Sayings by Joel Chandler Harris, which first appeared in THE
ATLANTA CONSTITUTION in 1879. Copyright 1908, 1921, by
Esther La Rosa Harris. By permission of D. Appleton-Century

Company, publisher.

THE ATLANTA CONSTITUTION STATION
5000 WATTS 550 KC
Affiliated, American Broadcasting Company
National Representatives HEADLEY-REED COMPANY
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For the most part, television receivers
must be sold in the daytime. The visual
medium is very difficult to sell with only
test patterns on the air—even if those
test patterns, as in the case of DuMont's
WABD and some other stations, have a
news-ticker tape moving across their face.
Daytime programing is and will continue
to be costly to stations until set dis-
tribution has reached a point in an area
where there are enough viewers to justify
commercial sponsorship. The result is
that if there are to be daytime programs in
territories that are opening up to tele-
vision in most cases they will have to be

sponsored by television receiver manu-
facturers and/or distributors and dealers.

That’s just what's happening in De-
troit, in Milwaukee, and in Washington,
D. C. In New York there are enough
sets to justify daytime commercials and
WCBS-TV has four sponsors under-
writing The Missus Goes A-Shopping and
Swift sponsors Home Service Club with
Tex and Jinx on NBC Fridays.

An excellent example of cooperative
effort to set up daytime telecasting is the
job being done by Henry J. Kaufman
& Associates for Southern Whoiesalers
(RCA-Victor distributors) and 50 radio

High school games are good bets on Fridays—for parents, students, and sports fans. They

42

Programing in afternoon
is essential for new viewers

and sales of receivers

and television dealers. The Capital
City situation didn't differ from that of
any other city in which TV is a growing
medium. Except for special events
(opening of Congress, etc. and Saturday,
Sunday, and holiday afternoon sports)
there was no scanning in the daylight
hours. Dealers were finding it hard to
sell television receivers with only test
patterns for prospective set owners to
see. Advertising agencies were finding
it difficult to talk TV to sponsors inter-
ested in using time on the medium with
nothing to see on the air in the daytime.

The stations were loath to stage day-

make fans want sets from Washington dealer

SPONSOR
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time sustaining programs. NBC had
tried to put on programs for participating
sponsorship with unhappy results. Sev-
eral attempts had been made by WNBT
in New York to scll advertisers daytime
programs addressed to women but with
the exception of Swift no progress had
been made.

The Kaufman organization convinced
Southern Wholesalers that the answer to
increased sales and TV acceptance was
a program sponsored by them as many
days of the week as financially possible.
Southern however felt that dealers
should share in the costs since they werc
going to receive as much benefit as
Southern was from the program. That
was a poser. It isn’t too dithicult to sell a
few dealers on contributing toward pro-
motion costs, but to sell as many as
the quota in this case. 50. is usually
impossible.

They were sold. Jeff Abel, an agency
partner, Bob Maurer, agency program
and continuity head, Irving Dalo, radio
and television sales manager for Southern
Wholesalers, and Charles Delozier,
WNBW (NBC Washington TV outlet),
all took part in the selling.

Each dealer receives two announce-
ments per week on the series which runs
Wednesday through Saturday. It costs
the average dealer under $25 a week and
the entire package, time and talent, is
under $1,500 a week.

The first problem was to make certain
that all the dealers had RCA-Victor
television receivers on the floor. This
meant home office cooperation by RCA.
Then Kaufman promoted tie-in news-

paper advertising from dealers and
Southern Wholesalers took space to tee
oftf the serics. Window streamers were
supplied to all the dealers streamers
that invited the public in to see the show.

The program runs an hour, except
Fridays when high school basketball (it
was football when the promotion first
started) is scanned. The Friday schedule
is from 3:15 to 5 p.m.

Wednesday is film feature day and
cartoons, documentaries, and other short
subjects are run. About three are used
each week.

A live show is scanned on Thursday.
It’s a combination of fun and fashions.
First titled Fiun at Four it's now Fashions
at Four. About half the program is a
style show, the fashions being supplied
by a different department store or
specialty shop each week. A fashion
coordinator and commentator works with
the agency lining up the clothes and the
running continuity for the program. The
rest of the half hour is entertainment
singers, dancers, magicians, chalk talk
artists, all professional and all coordi-
nated with the fashion motif if possible.
The producer points out that this is
easiest to do with magicians and artists,
but that even dancers and singers can be
made part of a TV fashion presentation.
To lend a masculine touch to the pro-
ceedings there's an mc, Ray Michaels,
who wanders through the program chat-
ting with the fashion authority, intro-
ducing the acts, and tying the hour
together. The program isn't given over
entirely to fashions because men still have

(Please turn to page 89)

“Fashions at 4" suggest a TV setto milady.
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District of Columbia teen-agers are entertained
by TV dzalers with a jive and Pepsi session
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“Is it possible for an advertiser using spot programs

to determine their popularity and relative impact

‘hile W ok Bl o AL
W IIII( III( ;lllllhllgll Is 11 |nngr(,.ss.

John E. Mazzei

Advertising Manager
S. A. Schonbrunn & Co. (Savarin Coffee)

The
Picked

Amswenrs

ranel

Mr. Mazzei

The spot pro-
gram user can de-
terntine the effec-
tiveness of his
shows while his
campaign is under
way. He can de-
termine not only
the size of the
audiences he
reaches (*“‘popular-
ity”’), but, more important, the impact of
the programs on sales.

Radio research has long been able to
provide popularity ratings. Telephone
coincidental measurements can determine
this popularity. Admittedly this tech-
nique is most effective in areas where the
incidence of telephone ownership is large,
and where a measurement of a limited
area will suffice. For programs carried
too early in the morning or too late at
night for telephonic intrusion in the home,
this method of course is impossible.

The automatic recorder (Nielsen, CBS’s
newly announced |AMS) will certainly
answer the spot advertisers’ questions—
wherever these devices are available in
sufficient sample size within the station-
areas used. Our own Listener Diary
Studies provide the spot advertiser with a
comprehensive picture of his audience
throughout the station’s area, regardless
of time of broadcast and among all types
of homes. The advertiser using a station
which is making a Diary study while his

SPONSOR report on spot checking Is on pege 29
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program is on the schedule can establish
many valuable and important indices of
his program'’s popularity: the loyalty of
the audience, where it comes from, as well
as its size and composition.

Recently, a new research tool has been
developed which cuts more nearly to the
heart of the problem-—the measurement
of advertising impact on sales. The Con-
sumer Panel technique, long a favored one
in national measurements, is now in oper-
ation in some local and regional areas.
The Panel is a continuing record of the
purchases of a representative sample of
families, kept day by day and month after
month. We have recently released such a
panel in Oklahoma City, sponsored by
WKY and its newspaper affiliate, the
Oklahoman and Times. From Panel re-
ports the advertiser can establish continu-
ously, from the beginning of his campaign
on, the effect of his advertising on actual
purchases of his product. Coincidentally,
he can utilize the panel families—a truly
accurate sample of the area—at any time
to establish the size of his audience. He
can correlate listening with buying and
arrive at a real evaluation of the effective-
ness of his program. Already advertisers
on WKY have watched, month by month,
the progress of their sales efforts and
measured not only audience size, but
sales results.

The Consumer Panel, the Listener
Diary, Automatic Recorders, Telephone
Coincidentals—all are prohibitively ex-
pensive if employed to measure only one
program. But when they are used by all
advertisers and underwritten in part by
the medium—they truly can, in greater or
lesser measure, make it possible for the
advertiser using spot radio properly to
evaluate its worth.

RoBerT H. SaLk
President

Audience Surveys, Inc.
New York

It most cer-
tainly is always
possible. However,
whether it is prac-
tical is primarily a
function of the fol-
lowing:

a) The accuracy
to which it is de-
sired to learn the
“popularity” and
“relative impact.”” (A 50 per cent in-
crease in accuracy generally requires con-
siderably more than 50 per cent increase
in cost.)

b) The precise meaning of relative.
(l.e., relative to what?—if relative to pro-
grams of approximately equal magnitude
in coverage and popularity, differences
might be quite difficult to isolate.)

c) The program frequency and the
popularity of the program itself. (The
less the frequency and‘or popularity, the
more difficult it is to find the listeners—
and hence the more costly the task.)

d) The period of exposure preceding
the test. (The lower the frequency, and/
or popularity, the greater the period of
exposure desirable before either assign-
ment be undertaken.)
Methods—Popularity

The popularity would be determined by
a special “rating.” If the same program
is being used in different cities, the likeli-
hood is that an average rating in several
cities is more useful than a city-by-city
rating—just like on a national operation,
one is usually most concerned with the
average over-all popularity performance.
If such an average is desired, one obvi-
ously requires considerably fewer con-
tacts in a given city than if a separate
rating is required in that city.

These ratings can most economically be
obtained by telephone—particularly if
one expects to repeat the process from
time to time in quest of a trend.

SPONSOR
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Methods— Impact

Various methods of measuring impact
can be introduced. These would parallel
methods of measuring impact currently
used on national programs—but with the
particular limitations referred to in the
first paragraph above.
[ Primarily, impact measures are of two

types:

! a) Sales Tests. These can be store
} checks, panels, or whatever means are
F available to the advertiser. It i1s prob-
‘ able, however, that sales checks would be
]
|

slow and insensitive in reporting on most
spot program operations—particularly
because most of the limitations referred to
in the first paragraph above usually are
found to apply.

i b) Consumer Surveys. Consumer sur-

(MER(HANDISING

( HOOPERATINGS

veys can be set up which will enable the
advertiser to determine the degree to
which 1) his message has penetrated to
prospects, 2) the delivery of his message
is associated with use of his product.
! The latter measure would probably be
' the most useful—but, because of the
tremendous sample which would usually
be required because of the limitations on
practicality listed above, it is not usually
feasible.
| Dr. E. L. DECKINGER
| Research director
The Biow Company, New York

BOOK OF THE MONTH

IN_-Dudianapaolis

* PERFORMANCE is too often an un-weighed
selling factor in radio advertising, At WFBM,
we believe perfection of performance is vital!
For instance:

ANNOUNCERS When continuity is “live,” compe-

The impact of tence is indispensable. We subscribe to the
spot programs can policy that thorough training and experience
be measured in the in “air selling” are required to qualify for
I voicing your phrases over WFBM.
the effectiveness of
advertising mes- TRANSCRIPTIONS WFBM does not believe in

| sages through gambling with nor gamboling through your
other media, by transcriptions. Every platter is pretested to
application of assure that it’s properly cued and aired at the
standard research proper level. Only the best equipment is used —
techniques. and every turntable is checked daily to assure

According to the type of product being proper s'peed. ’
promoted and the promotional problem,
checks of sales movement of goods AFFIDAVITS Slovenly reports of performance are
through retail outlets andjor consumer not tolerated. WFBM’s affidavits, taken from

! surveys may be developed which can pro- = the Engineer’s log, include the exact second of
vide tangible indications. ¥z performance.

The practical method, in most cases, is W FBM announcers, engineers, and auditors
to set up a control, an advance check are human. But we consistently come close to
which will establish the position of the 99 44/100% perfection in per‘formance.
product before the spot campaign starts. :

Then, recheck at some logical time inter-
val, or periodically, after the campaign is
“ under way. Too often, however, the im-

BASIC AFFILIATE: Columbia Broadcasting System

portant advance checks seem to be
neglected and reliance put solely upon in-
vestigations made after the program is
i under way. A great deal more informa-
tion can be derived from the ‘“‘before-and-

(Please turn to page 56)

Represented Nationally by The Katz Agency
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Here is one of radio’s greatest five-n
show values . . . a transcribed series

western flavored but not cowboy. home
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not hill-billy. Westward Ho! is a pre
series you hope for but seldom find
skillfully  produced.  packed  with

universal appeal. vet inexpensive er

TRANSCRIPTION

117 W. High St., Springfield, (&
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f minute show series with wide
& the small budgel advertiser

Starring
ley Bradley
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o five-minute show,one that produces valuable /////‘:’/}/////
f day-to-day continuity, send for aundition il
fin discs. There’s no obligation and you are in
th for a real surprise. Cost, availabilities. and

other details also available on request.

’, ‘ALE S, [NC. New York—47 West 56th St.—CO 5-1544

; Chicago—612 N. Michigan Ave., Superior 3053
g : Telephone 2-4974 Hollywood—6381 Hollywood Blvd., Hollywood 5600




Based upon the number of programs and an-
nouncements placed by sponsors with stations
and indexed by Rorabaugh Report on Spot
Radio Advertising. Spots reported for month
of September 1947 are used as & base of 100
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New England

Spot placement took its usual December nose-dive, dropping from
November’s 102.46 to 77.49. Thirty fewer sponsors were active
during the month than in November. Only “Beverages and Con-
fectionery” held its own during the pre-holiday season. Sectionally,
only the South continued at the same level as in the previous month.
Pacific and Rocky Mountain areas showed the greatest drop, from
100.76 to 88.3. Although this is the first normal post-war year,
the seasonable drop is as far off as it has been pre-war. Orange
juice (Birds Eye and Minute Maid) reversed the field and with
a number of beer accounts increased their station lists to keep
December from being completely in the doldrums.
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*For this total & sponsor is regarded as a single corporate entity no matter how many diverse divisions it may include. In the industry reports,
however, the same sponsor may be reported under a number of classifications.

48

SPONSOR




HOOPER
NIELSEN
PULSE

CONLAN
AND

A. PATSY

It's dawning on many a radio time buyer that HE may be a "patsy”
in radio’s mad welter of proof and counter-proof. He's beginning
to wonder why radio shouldn’t be bought on space buying's tried
and true conception of media power:

WHO ARE THEY AND WHY ARE THEY
READING (or listening!)

Casual tune-in lacks SELL POWER, just as free publications do.

Purposeful tune-in has SELL POWER, just as space in bought and
paid for publications has SELL POWER.

Radio program structure here at WSAIis BUILT to create purpose-
ful tune-in. Time buyers are finding out that it pays . .. that's why
93% of all Cincinnati department store radio is carried by WSAI!

CINCINNATI

A MARSHALL FIELD STATION REPRESENTED BY AVERY-KNODEL
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COBRA TONE ARM
o0 Sl e 77602

The COBRA is Only One of
the Reasons Why America
Prefers Zenith

~

% After exhaustive tests, Rudolph Wurlitzer Company, the
world’s largest maker of commercial phonographs, selected
the Zenith COBRA Tone Arm for use on all its models
and the reason why makes mighty good sales ammunition
for you.

Wurlitzer's years of experience had shown that with the con-
ventional type pickup, record fidelity starts to fall off at from
50 to 300 plays and from then on falls off fast. Their tests
proved that with the COBRA Tone Arm records still retained
959 of their original tone fidelity after TWO THOUSAND

plays

rIiIzer Setocii

TELL THE WURLITZER STORY TO YOUR CUSTOMERS
Here’s what it means to them. They can be sure that a Zenith
Radio Phonograph with a COBRA Tone Arm will play their
records as often as they like and still keep them sounding
virtually like new. Furthermore, the COBRA reproduces rec-
ords so perfectly without annoying needle noise or scratch that
even brand new records sound better. Yes, the COBRA means

record reproduction at its best—and only Zenith has the
COBRA.

Coniti. Rty Conporadion - 600/ Dikens Ape « Cizago 39, .
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that’s 'imimrrant in KM

"‘m"‘ Buyers of time on standard

broadcasting stations until
recently have been obsessed by the idea of
purchasing the power stations, even more
than they have had Hooperitis. There
is still in the 89-0dd cities where there are
City Hooperatings, a tendency to shop
for availabilities with high Hoopers. The
great majority of sponsars still think in
terms of buying all the 50,000-watt sta-
tions they can afford or snare. Certain
station representatives have chipped
away at the power-station fetish until
now a few advertisers are willing to judge

On home receivers
competing FM out-
lets are equal in
signal strength

and sound quality

their broadcast commitments in a market
on the factual basis of the job that each
station is doing in that market. It’s a
healthy approach and a realistic one.

In the FM field the power fetish is
dead, or will be when all stations are
operating at their full licensed strength
as they soon must be. This is because
every station is required by Federal
Communications Commission regulation
to cover effectively the same area with
the same quality of signal as any other
FM station operating in the territory.
This does not mean that the power at
the transmitter is the same. The height
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of the transmitter is such a vital factor
in sending forth an FM signal that a
transmitter at 950 feet does the same
job with 3,500 watts as another 500
feet above the ground doeson 20,000 watts
and in the unique case of WNBC-FM,
on top of New York’s Empire State
building, only 1,500 watts are required.

These figures are for what is known as
Class B, or metropolitan, FM stations.
The Class B stations in New York are
supposed to cover 65 miles. In other
metropolitan areas the required coverage
may not be so great for Class B stations
but as indicated previously all stations in
each area must deliver the same quality
signal throughout their licensed service
territory.

There are two other classes of FM
outlets. Class A, which covers community
stations, is designed, according to most
engineers, to blanket an area of 15 miles
effectively.

Third FM class is the rural outlet,
which is licensed to operate at very
high power (for FM). There are too
few stations oferating in this cate-
gory now to determine what the coverage
of these transmitters will be.

Programing at most FM stations has
admittedly not even approached com-
petitive stature except in a few areas
and except where the outlets have been
able to sign up important sporting events.
This situation is rapidly being changed
as more and more AM-FM receivers
come onto the market and into the homes,
with converters and tuners now avail-
able, in the low or medium price range
($30-$60). The block-programing tech-
nique (sPOoNsOR, October 1947) which
has been so successful with independent
stations throughout the United States

is being widely studied and used by new
FMers. The tested formulas of music
and news, and music, news, and sports,
are being used by more than 60 per cent
of the FM stations.

That there is a growing audience for
this program fare is shown by the ready
acceptance achieved by stations like
WHHM in Memphis, WCKY in Cin-
cinnati, and WHDH in Boston.

FM station promotion hasn’t been very
aggressive. The most thoughtful selling
of FM station service has been in areas
where there isn’t adequate AM impact.
These non-urban FMers have repre-
sented and worked with tuner and set
manufacturers and have built up faithful
audiences. (A complete report on FM
audiences—who listens, how frequently
they listen, and why they listen—wili be
a feature in March of SPONSOR’s con-
tinuing study of FM.)

Recent highspot in FM promotion is
WWDC’s adapting of the Truth or Con-
sequences ““Miss Hush” formula. Lis
teners were asked to recognize “‘Mr. FM"”
for prizes that ran well over $5,000. The
promotion was run by WWDC-FM to
signalize its going on the air at full rated
power. Like many FM stations it had
been operating previously at interim
power and wanted to make its better
service known to residents of the Dis-
trict of Columbia and the surrounding
areas which WWDC-FM reaches and
which WWDC does not. This type of
promotion is one of the two ways by
which buyers of broadcast advertising
can judge the effectiveness of an FM
operation.

With power not a competitive factor
the buyer of FM broadcast advertising
must look to programing and promotion.
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Contests and

SPONSOR PRODUCT | PROGRAM TIME

| 0'.‘\.\0“ monthly NE

Offers

OFFER i TERMS | outLer
| | |
N OIL €O " ] . Coniplete in up to 25 words sentenee about
SMERICY o P'rofessar ]0‘\_"1‘6’%%‘-‘ §5h]cash Amoco product (different weekly).  Winner ABE
ex Quiz Eaatll rets $25 plus §25 if he included § ac«-puhle
questions and answers [or use on program |
} T 1 "
o8 . WFEB
BELK HUOSON OEPT. . MWF 373 SRt e Identify "wmystery tume” to station. First q ]
STORE Clothing 1340 Clul, us seheduled blorlwl LD correct reply wins S)I?Ql_ma'
Colgate Can You Naturday Cush prizes and "C'an You Top This" i
ATE.PALMOLIVE- . 7 7 2 0
co::z; co Toothpaste Top This? §:30-9 pm gag hook I Prizes if joke sent to program is used | NBC
1
Wonder Bread, . . MTWTF Various merchandise prizes; chance at | Scnd group of 5 musie questions to program, l
CONTINENTAL BAKING €O |jotess Cakes | Crand Slam 1.3 11:45 pm Grand Slain Bonus New York CHS
Manhattan Man on the MTWTFS | Prize of $5; if interviewee misses, | Send topical question to programn with product l\\lO}\
GENERAL GROCERY CO Coffce Street 3:30-3:45 pm wlditional §5 lnbcr St. Louis
— -| S — Y
TTS
i 7:30-7:45 pm 1,310 prizes, new cars, cash, merchan-| Send product testimonisl completed 10 25|
KAISER-FRAZER CORP Cars Newscape i\gu‘{ay dise, cte,, totaling $135000 value words to program MBS
\:45-9 pin
colpy Lucky MTWTF $2 or more per telephone call; to [ Listener repeats seatence heard on program. WFPG,
KOONS JEWELRY CO Jewelry Money 7-7.15pm jackpot if missed 3 calls made during program Al(l;ln;xc
— i . — ————— — —
LEVER BROS CO (THOMAS Tea I.-\nhur Godfrey's Monday First prize §10,000; others totaling | Send last line to product limerick with carton CBS
J. LIPTON, INC OIV [ Talent Scouts | 8:30-8:55 pm $15,000 top to sponsor, N. Y
Coughd Strike It Sunday Tickets to broadea.st cbauce for lis- | Best letters whv listencr would like to “Strike
LUOENS INC OURICCODS Rich 10:30-11'pm  tener to appear on show offering prizes | It Rich"* win wkly CBS
| |— —_ — f— — ~ —_———
N Cand L Q. Monday §200 weekly award for true-false ques- | Best set of 6 questions plus 2 wrappers, best o
MARS INC gt Dr.1.Q 9:30-10 pm tions; §$400 for biographical sketch sketch plus 4 wrappers, to program, Chi. NBC
M OLITAN LIFE ! Erie Sevareid, MTWTF )
ETROPOTLY Insurance News 6-6:15 pn IEealth booklets Free on request to program, ¢/o local station CBS
INSURANCE CO | | q
R [ L . l_ E—
M, | Three MTWTF | Money and merchand:se prizes; grand | Contestants write station what time during <
PARTICIPATING Various Alarm 2:15-3:30 pm prize every 13 wee i prograwn alarm clock will ring ha_li?'
| — _—
Dref Joyce MTWTF 25 daily contests, first prize 81000 |Send produet testimonial completed in 25
reft Jordan 10:45-11 am other merchandise prizes words with boxtop to program, Cinei.
PROCTER ANO GAMBLE CO | _‘ e —— — NBC
[ Duz Truth or Saturday Cumulative stockpile of prizes such as | Send testinionial re [ Amer. Heart Assn.1to Walking
| Consequences 8:30-9 pm Cadillac scdm.jewelry, home laundry, | Mabp, II'wood.; 3 wkly winners phoned dunng
| | program to identify "Walking Man'
Sunday C f tulks by various disti hed |
INSURANCE L . Sunday | opies of y stinguishes i i
P“g:E(;’"AA:ERICA l Insurance | Family Hour 5-5:30 pm guests | Request to sponsor, Newark, N. J. CBS
Avupt Jemima Ladies Be MTWTF Steel combination batter spoon and l
QUAKER OATS CO | Ready Mix l Seated | 2-2:15 pm, cst can opener l Send 10c and boxtop to Aunt Jemima, Chi. ABC
|
| Ralsto | . MTWTF Tom Mix fiugerprint set and ideatifica- | 5 =
RALSTON PURINA €O | c(.m,l: ! Tom Mix 5:45-6 piu om "Joﬁrb",;ém e | Send 15¢c and bostop to program, St. Louis MBS
]
: Morning in MTWTES h Ring given daily for first listener sending in WFBR,
ROBERTS JEWELRY €0 | Jewelry Maryland | 6-9 am Baby ring announeement of baby’s first birthday Balto.
S — - | = —
Lighter to sender of subject used; if | | . . .
RONSON ART METAL 1 Twenty Saturday studio contestants stumped, grand Send subject about which 20 questions may be S
WORKS Lighters Questions §-8:30 pu prize of silver table lighter, matching | asked, to program MBs
| cigarette ura, tray '
. Nationa] membership in Metropolitan . —
TEXAS €0 Institutional | Metropolitan Saturday Opera Guild, subscnpuon to "Opera Send $4 to Met. Opera Guild, N, Y. ABC
Opera 2 pm to close News'”'
R -1 — — — — e — — —
. ) Various prizes. (2) Toni llome I (l) Write correct answers t0 questions missed o
TONI €O INC I Home | ‘-",l‘iel:"‘d ;::t‘urdny }’ermanenl to one of pair of girl twins, | by studio audience. (2) Toni set given for pnze. CB3
ermancnt l ake I -2:30 pt chance at being featured in Toni tg winning photo of twins plus testimonial letter
R  p— A —_—— e =
|
{ |
WILLIAMSON CANDY €O Oh Ilcanry! Detective ' Sunday | $100 reward from "True Detective | Notify FBI and magazine of information lead- MBS
Mysterics 4:30-5pm | Mysteries'” Magazine ing to arrest of criminal named on broadeast
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In Buena Park, California. our new
750-foot vertical antenna just completed
literally puts us “way up in the clouds™

for a better signal . . . even greater cover-
age of the Pacific Southwest. It’s keeping
abreast of the latest electronic advance-
ments and developments in AM, FM and
TV that enables us to bring . . . the finest
facilities . . . the best all-around broadcasting
.. . to the Pacific Southwest. Keep your eye

on KFI . . . we keep our ear to the ground.

NBC FOR LOS ANGELES
640 KC CLEAR CHANNEL
50,000 WATTS

REPESENTEﬂv NATIONALLY BY

.EDWARD PETRY & CO,, ING.
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HOW FAST CAN RADIO WORK?

Habit is basic but impaet has been as immediate as 24 hours

¢ \ Continuity is an essential for

maximum impact through

broadcast advertising. Habit,
it has been pointed out time and time
again, is the greatest single factor in
building a listening audience. The steady
growth in listening to vehicles that have
been on the air for years is supposed to
indicate that short-term campaigns are
generally not good investments for adver-
tisers. Nevertheless saturation broad-
asting has an amazing history behind it.
It was only through being able to reach
Anmerica through a single broadcast that
F.D.R., America’s wartime Commander-
in-Chief, was able to mobilize the nation
following Pearl Harbor. The combination
of the four networksand practically all the
nation’s independent stations delivered to
the president the ears of virtualty all who
live within the 48 states. This airing was
saturation at its highest intensity. There
were other times when this great user of
the broadcast medium also reached the
nation in one broadcast, such as his
famous ‘“We have nothing to fear but fear
itself”” address during which he announced
the closing of the banks. No other means
of communication could deliver a message
to millions of people at one time. No
other medium could saturate a nation

Radio filled International Harvester's Midway with farmers

with an appeal within the span of one half
hour.

True, the saturation broadcast in itself
did not deliver the audience. It was a
state of mind, conditioned by extraordin-
ary events and made tense by expecta-
tion, that brought three-quarters of the
nation to its radios. The closest possible
commercial equivalent of the fate-of-the-
nation feeling is created by promotion,
collected upon through saturation broad-
casting. It's essential to the success of
one-time events the introduction of a
new product or the building of an audi-
ence for a motion picture, circus, ice show,
touring live theater attraction, or indus-
try show or exhibit. 1t has been used at
times to rebuild acceptance for a product
or to counteract a competitor's campaign
in other media.

Saturation is difficult to accomplish on
a national basis. Lucky Strike's six-week
900-station saturation campaign that cost
$1,000,000 nearly drove Lillian Selb,
Foote, Cone & Belding timebuyer, crazy.
In many cases the ability to secure time
at all depends upon the stations’ recogni-
tion of the product or occasion as quasi-
public service. Blocks of spots are also
often cleared for advertisers in the fond
hope that cooperation during a saturation

campaign will open the door to continuing
business from the client or the agency.

The Duane Jones agency in introducing
Alligator cigarettes in new territory uses
as many stations and as many good spots
as they can buy. Geyer, Newell and
Ganger is doing the same thing on P.
Lorillard’s’ king-size Embassy cigarettes.
G. N. & G. try for semi-saturation for 13
weeks, spending about $500 each week per
station for 35 spots. This is tapered off
after the first 13 weeks to five or six spots
per week

Such a campaign is of course but a drop
in the budget of a saturation campaign for
a motion picture showing in a big town.
Twentieth Century’s showing of Gentle-
man’s Agreement in Boston, Mass., was
preceded by a three-day campaign on
WORL, WEEL, WNAC, and WBMS with
a total of 400 spots and a budget of $2,000.

These saturation campaigns by motion
picture companies who place as many as
165 spots on one station in one week are
no shots in the dark. They save bad pic-
tures like Duel in the Sun and Forever
Amber from showing to empty seats.
They also help a picture like Walter Mitty
to draw an audience of more than Danny
Kaye fans alone. Mitty's campaign used
the shortest commercial time segment

Appeal of WBBM radio artists filled show tent at IH Centennial
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IH terned tract outside Chicago’s Soldiers' Field into giant exhibition area for its 100th Anniversary.

known to have been sold, three-second
announcements, which asked “Are you a
Mitty?”" They were used wherever they
could be bought in metropolitan areas and
ran before the regular spot campaign on
the picture started. Saturation through
teaser announcements isn't attempted
very often, but it can do a startling job,
and can drive listeners to the box office or
to buying the product even more depend-
ably than straight commercial selling
announcements.

Normal campaigns in one city area go
to one station. Fleischmann’s Vienna
Model Bakery, in Philadelphia, uses a
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five-minute program on WCAU, Monday
through Friday, 9:40-9:45 am. When it
placed its advertising account with Gray
and Rogers in the Quaker City, that
agency decided that the Fleischimann
products had to be repackaged so that
their baked goods would have both eye
appeal and a family relationship. The
line was repackaged. To create an aware-
ness of the new wrappers 15-second sing-
ing jingles were placed on the three other
network outlets in town—KYW (NBC),
WFIL (ABC), and WIP (MBS). WCAU
is CBS. The spots were run three times
daily from January 12 to February 10.

Thousands, invited by radio, came in from many midwest states for celebration education

HARVESTER
PARTY

THIS way

Broadcasting brought 500,000 to it

Visual saturation was also attempted via
car cards, truck posters, wall banners,
light pulls, shelf cards, and newspaper
advertising. All of the visual campaign
tied into the line in the jingle that was
musically emphasized- “‘the bright new
package.”

The Fleischmann product was in most
stores ready for the consumer request for
it inspired by the advertising. Saturati