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The modern Virginian is alert, informed, well entertained.

And WMBG, with its 23 years of progressive broadcasting,
its

world wide NBC coverage, has helped to mold him that way.

Now WTVR, the South's first television station, daily
enlarges his horizon. Thus do the Havens and Martin group

-

First Stations of Virginia -serve their millions.

WMBG

WTVR
WCOD

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

5 agencies
have big TV
departments

Each of first five advertising agencies in billing, J. Walter Thompson, Young & Rubicam, BBD&O, N. W. Ayer, and McCann -Erickson, have
important TV departments and TV billing.
It's necessary to go to
agencies under fifteenth in billing rank before finding one inactive
in television.

-SRRecorded shows
hit new high
in sales

Sales by transcription firms of programs during January reached a
new high, with practically all firms in field sharing some of increase in business.
Need for aggressive selling by retailers is
said to be important factor in sales increase.
Bruce Eells hit his
highest station subscriber total since he started, with most of stations having sold to sponsors all three programs his service is
delivering.

-SRN. Y. youngsters

place "Howdy
Doody" first
in radio -TV

Number one kid show in New York area is a TV presentation, not a
radio program, according to Hooper.
"Howdy Doody" was rated 3.9,
with the second broadcast juvenile, "Jack Armstrong," hitting 3.6
In important Tuesday night 8 -9 p.m. period, Milton Berle's program
rated 11.2, with only one broadcast program higher, "Mystery Theater" with 13.2.
Ratings are New York City Hooperatings for December- January.

-SRWLW now in
sports promotion
business

WLW has followed lead of CBS (Tournament of Champions) and is now in
sports promotion business.
Sports corporation of Crosley Broadcasting is known as Telesports, Inc., and will promote all forms of athletic endeavor both for radio and TV as well as live audience
enjoyment.
-SR-

Farnsworth first
manufacturer to
feel pinch

Although Farnsworth Radio and Television Corporation came into being
because Farnsworth was a TV pioneer, it's the first radio -television
manufacturer of any size to feel the pinch of not getting into TV
production fast enough.
Fact that 33's and 45 rpm home records have
been brought onto market has complicated manufacturing of its Cape harts (quality radio and record player combinations), and has stopped consumer purchase of combinations sans TV in the over $500
price range.
International Telephone and Telegraph Corporation
will no doubt absorb Farnsworth, having its eyes on a suitable TV
manufacturing subsidiary for some time. There'll be other manufacturer failures during the next 12 months. TV manufacture requires
huge financial resources unlike radio set production.

No.
23 February 1949.
Published every other Monda, by SPONSOR Publications Inc.. 32nd and 1..1m. Baltimore 11. 31ot1s land. .td cn i >.n,:.
Editorial. Circulation (Slices 40 N'est 52 Street. New York 19. N.Y. SS a year In U.S. $9 elsewhere. Application for entry as second class natter 1. penLn..

SPONSOR. Colmne 3.

28 FEBRUARY 1949

1

..SPONSOR REPORTS...SPONSOR

RE POR

Competition
for soap

TV set

ownership

hits high mark

throughout

U. S.

Credit losses
on increase in

broadcasting

Growing sale of synthetic detergents, which is expected to reach
one billion pounds by 1952, will bring new important names to household cleanser field.
Soap manufacturing firms do not control the
raw materials for detergents, and the firms that supply materials to
soap manufacturers are thinking of going into the business themselves with their own trade names, etc.
One chemical house has
reached the stage of talking broadcast advertising with its agency.

-SRIndicative of how television is growing are 1 February set -ownership
figures in St. Louis (21,000), Cleveland (25,000), Washington
New York,
(34,200), Cincinnati (15,000), and Boston (45,120).
despite other reported estimates, has passed half- million mark.
-SRCrying need, now that failures among advertisers are on increase, is
for broadcast advertising industry to set up an agency recognition
bureau, as part of the National AssDciation of Broadcasters, or as
an independent organization.
Increase in credit losses is said to
have been

Berle tops
E.Q.

rating

Congress expected
to advocate end
of clear channels

20c",

in past six months.

-SRAudience Research, Inc., which audits E.Q. (Enthusiasm Quotient)
ratings of radio and motion picture personalities has added TV to its
rating service. In its first TV E.Q. evaluation Milton Berle hit
92-- (of a possible hundred), while Arthur Godfrey hit 807'., as did Ed
Bert Lytell hit the bottcm of the first -ten E.Q. list
Sullivan.
with 42.
-SRThere's every indication that Congress will take some action on
clear channel question, or recommend that the Federal Communications
Commission itself break down most of clear channel stations still
operating.
Stations first to lose clear channels will be those
located on West and East coasts.
Stations in farm areas that need
coverage from remote points may be permitted to occupy clear wavebands for some years to come, but eventually, say senators who have
studied the problem, all clear channels must go.
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IN THIS ISSUE
The BMB Dilemma is the industry's greatest current
research problem. How the second study may avoid
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of results.
page 22
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Naturally, the louer the cost per 1000, the better!
A perfect example of low cost per 1000coverage is KCAMO,

ONE does it in Mid- America
ONE station

ONE rate card
ONE spot on the dial
ONE set

of call letters

Kansas City's most powerful station. It brings you listeners
at a low cost per 1000 because of. .. a powerful, far - reaching
signal
. warm,
Mid-America styled programming that
people like to listen to ... and reasonable time rates! Inside
KCAMO's measured
mv. area are 5,135,091 potential
listeners
in 213 farm and factory rich counties. If you
you'll buy KCAMO
follow the rule of low cost per 1000
in Mid- America!
.

.

3

...

....

501000 WATTS

0

DAYTIME-Non-Directional

10.000 WATTS NIGHT
-810

kc.

National Representative: John E. Pearson Company
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and KCFM ... 94.9 Megaorlet
KANSAS CITY, MISSOURI
Bask ABC for Mid- America
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BREAKING IN THE BROKERS
We read with glee your article

MAKE

Broadcasting and the Broker on page
'?G of your 31 January issue.
We have been trying to break the
brokers in Los Angeles into radio and
television for several weeks with a
series of educational letters and direct
Mail pieces. The article referred to
could help us a great deal, and we
would like your permission to use it
and reproduce it, or purchase 65 reprints on the article.
Incidentally, SPONSOR'S continuing
editorial achievements are read with
interest throughout our office and are
a source of much good material as
well as information.

More Sales

\\7ILLIA11i P. LESTER
Steller, Millar & Lester
Los Angeles

I
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in the MIGHTY
MEMPHIS MARKET

- ._
T

.

.........

'_

-

C

r-...r-.-......:
... ...-

,.M,.,

r

r

-t.

,.....
è......_--.,..

I

D.C. '.

® Neither
E.T.

PRODUCERS' LAMENT

28

PRIDE OF THE TOWN

32

SELECTIVE TRENDS

34

MR. SPONSOR ASKS

40

4- NETWORK

PROGRAM COMPARAGRAPH

51

TV RESULTS

56

SPONSOR SPEAKS

62

APPLAUSE

62

I

copies nor reprints are available, so permission to reprint the story in its entirity was ,;lsr,,
1\

Ir. Lester.

FARM SERIES
In some of your more recent issues
you have been carrying a series of
five articles on the listening habits of
people in rural communities. We have
Parts 2. 4. and 5. but are unable to
locate our expies of SPONSOR in which
the other parts were run. Therefore.
will you please send us a copy of the
issues which carry Parts 1 and 3.
We
found
tiilesretain
veil
worthwhilee and would like
the complete series in our reference
file.
H. W. CALVERT. t'.p.
7,imfner- heller

I:aerutice. I
Street, New

I
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FIRST ON

YOUR RADIO

in Memphis, Tennessee
5,000 WATTS
20 TIMES MORE POWERFUL

Pulling in a
Million More

iisteners;
Mr. Time Buyer:
Here are the
Vital Statistics

*

Detroit

Publlsh.I b)weekly

w'"WHBQ
56

Our Farm Director. Clair Shadwell.
has expressed great interest in your
series of farm research articles appearing in sroNi -OR. It appears that our
four issues preceding the January 17.
1019. issue fifth in the series) have
been mislaid. We would greatly a1)
1)reeiate your forwarding the issues in
which these first four articles appeared.
in order that \l r. Shadwell may have
the complete series to date.

*
*

Population served by

WHBQ- 2,544,500
Retail Sales SI32,25I,500
Radio Homes 551,353

BMB and Sales Management Figures

Write, Wire or Phone
for Availabilities

I

ALLEN

I

\\VANN %MAKER.

General Manager
WGT.11, Wilson, N. C.

I

SPONSOR receives numerous regnests for miss
i9s111.9 of i s various stnrivri11- series.
These art
subscribers whenever possible.

supplied

Rr(.re,entrd L,

THE WALKER CO.

has some very interesting looting figures showing how 50 KW stations should infiltrate this area.
OMB

whot does a scientific coincidental survey show?
But

CONLAN found in a scientific sample
of 8,455 homes that 2 % -1.9% to be

exact- listen to outside stations.
98 °o

listen to the Axelandrio stotions.
therefore follows that if you
to get into the Alexandria
Market you can only get in through
an Alexandria station.

P.S. It

want

B. CaNTrf

t

KVOB

CENTRAL LOUISIANA'S

FASTEST GROWING STATION
Mutual Broadcasting System
Soon 1000 W

-

970 KC

All programs duplicated over
KVOB -FM at no extra cost
W. H. Dick, Gen. Mgr.
AIE

YOU KNOW

WHO WE MEAN

National Representative: Continental Radio Sales
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This photograph of downtown Tulsa, looking west to the
Arkansas River and the West Tulsa industrial area, is

illustrative of two important factors which have made this
modern city the center of Oklahoma's Greatest Mark
Beauty and efficiency in city planning and building;
Industrial know -how performed by a happy team of
planners and workers)

KVOO is proud to be a part of this success story in action
since 1925 !

.

Advertisers who share in KVOO programming share al
in oúr valued friendship with hundreds of thousands of our
loyal listeners. This is a plus which is not included in any
rate card, for friendship and loyalty are beyond price.
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-e1o1ueul. on SI'll\S/11[ .torie.
"GiveAways: They're

See:

i).s.

a

"Telephonitis"

big business" and

Issue: May 1948, p. 33; June 1948,

p. 38

Subject: Has the

use of give -away shows in network, selective radio and in TV increased in the past year? What about
the use of telephone give -aways?

-I see complete
network-station
I

coverage at
considerably
lower cost!''
Combine the high acceptance of ABC
programing with top- calibre local
shows broadcast from towers planted
in the heart of Rhode island's most
populous area
then check the rate
cards.
Its the answer to a timebuyer's prayer!

...

IN

RHODE
THE

ISLAND

BUY

IS

ABC
5000 WATTS
DAY

a

NIGHT

I

WALLACE A. WALKER, Gen. Mgr.
PROVIDENCE, The SheratonBiltmore
PAWTUCKET, 450 Moin St.

Representatives:
AVERY -KNODEL, INC.

There will be 30íg more network give -away shows on the air
during March, 191.9. than there were during the same month in
19.11. There will also he 10- 60`-. more give -away shows in loeal
radio and in television. :Although much of the controversial furor
concerning these shows (which now hand out a daily average of
some $27,500 worth of cash and merchandise prizes) has died down,
they have proved themselves to be more than a temporary trend.
Rather, they are becoming an integral part of national and selective
programing for both radio and the visual medium. These are comparative network figures:
Increase
8

a.m. -4 p.m.

5x wk

March, 1949
March, 1948

12

9

I

wkly
2
2

in

GiveAway Shows
4 p.m. -6 p.m.
5x wk

I

wkly

I

3

I

3

6 p.m. -12 m.

5x wk

0
0

I

wkly

TOTAL

17

35

12

27

The increase has been greatest during the nighttime hours, and
keystoied by the phenomenal success of the ABC-Lou Cowan
Stop The Music' . Other shows followed. although some-like Mutual's Lucky Partners and Three For The honey-were failures.
due mostly to lack of originality and basic entertainment in their
formals. Two of the better -known give -away shows, Professor Quiz
and Heart's Desire, disappeared from network radio during the past
year. Quiz (now e.t.'d for General Foods in 25 markets) was
changed because the sponsor. Anteriean Oil. wanted a music show.
Desire got the axe when the advertiser, Philip Morris, decided to
shift more money into nighttime programing. since they already
had another daytime give -away (Queen For A Day).
As a corollary to the 12 -month increase in give -away shows,
there has been a sharp upswing in the use of the telephone as an
integral program device. A year ago. only one program (7'ruth Or
Consequences) was cashing in nationally on the increased ratings
that come from a well- planned, well- promoted telephone give -away.
Six nighttime and one daytime give -away shows today feature long distance calls as a regular or periodic portion of their format.
Adding a tcicphone jackpot to an existing give -away show does
not, ho te'ei, always insure success. Cversharp. bankrollcrs of
Take It Or Leave It, added one to their standard 864- question format
recently. It flopped, and was withdrawn after one night's broadcast.
The Toni Co. a few months previous. had tried the saine thing on
Give And Take. It didn't click there, either. Both sponsors learned,
after both studio audieuees and listeners complained via the mails,
that it was considered an intrusion into the entertainment factor of
the program by those who had developed a listening habit for the
show just as it was. The telephone give -away works %yell for shows
like Stop The Music, Truth Or Consequences. and Sing It Again
only because it fits smoothly into the existing format and is well
promoted, or because the show is built around it from the very
beginliilug.
The audience participation program with an important give -away
slant stakes an ideal television program. When its possible to see
the eontcslants sweat and the prizes they lose. it's far more entertaining than just hearing a broadcast give -away. While TV has
held back on presenting many give -aways. they're bound to increase.
is
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New and renew
New National Selective Business
PRODUCT

SPONSOR
Ilenrus Watch
Block Drug

'7

('evil &

Chrysler

Chrysler Corp (Desoto Div)

1949

DeSolo

Chrysler Corp (Dodge Div)

1949

Dodge

Chrysler Corp (Plymouth

1949

Plymouth

Continental Baking

1)1v)

Co

(new products)
Ford

1949

Glostes, Inc

Seat covers

Griffin Mfg.

Shoe Polish

Co

(Allwite)

Iludson Motor Car Co

1919

Ilygrade Food Products

Various canned

Parker Pen ('o

Parker

Procter & Gamhle

Bonus Soap Flakes

Hudson

meats. etc.

'51'

l'reshrey

1

Hostess Cakes

Ford Motor ('o

Time spots. hreaks; Feh -Mar; 13
20 -30r
wks
(Adding to current campaign)
E.t. spots. hreaks; Feh 7; 13 wks
Indef
(N.Y.)
(Nati campaign)
"Animal World Court" 5 -min e.t.'s
Indef
McCann- Erickson
MTN'TF as sched; Feb-Mar; in(N.Y.)
(Dealer CO-op)
def
E.t. spots. hreaks; Mar I; -I wks
75 -100
BBD &O (N.Y.)
(Nat) campaign)
E.t. spots, hreaks; Mar -15; 2 -I
Indef'
Itulhraul( & Ryan
wks
(N atl campaign)
(N.V. )
E.t. spots, breaks; Mar 2; 3 wks
N.W. Ayer (N.Y.)
t0 -60'
(Nat) campaign)
E.t. spots. hreaks; Feh-Mar; 13
Indef"
Ted Bates
a ka
(Test campaigns in Midwest)
E.t. spots. hreaks; Feh 21; 4 wks
75
-100°
J. Walter
Thompson (N.J..)
(Adding to current campaign)
Various 15 -min local prgms as
Bennett. Petesch &
I4'
sched; Feh -Mar; 13 wks
O'Connor (Chi.)
(Test campaign in Midwest)
E.t. spots. hreaks; Feh-Mar; sea20 -30'
Bermingham. Castle sonal
moving
campaign.
man & Pierce
(Seasonal
(N.Y.)
northward)
spots, breaks; Mar -Apr; 2 wks
E.t.
Indef'
Brooke, Smith.
(Nall campaign)
French & Dorrance
(Detr.)
"Deems Taylor Concert" e.t.'s; Jan
21'
>laswell Dane
16 -Mar I; 13 wks
(Limited nail campaign)
(N.Y)
E.t. spots; Feh -Mar; 2 -13 wks
Indef*
J. Walter
Thompson (Chi.)
(Dealer co -op)
E.t. spots, breaks; Feh 5; 6 -s wks
10 -15
Compton (N.Y.)
(Eastern mitts test campaign)

(N.Y.)

A nun -1 -Dent
1919

Chrysler Corp

pen

Station list set at present. although more snug be added later.
(Fijllt -taa weeks generally nUGP a la-nrrk contract ailh oPHnoa for
of an', 13-week period)

MCNew
SPONSOR
Atlantic Refining

Co

BB Pen Co
Benrus Watch Co
Boyle-Midway MM Inc
(Wizard %Vick deodorizer)

Bristol -Myers
(Ipana)

Co

Celanese Corp of America
Celomate Corp
(Vu -Scope TV Lens)

('harles M. A. Eaton Cu
(Eaton Shoes)
Electric Auto Lite Co
Ford Motor Co
(Lincoln-Mercury Div)

General Foods Corp
(Sankt.)
General Motors Corp
(Oldsmohile Div)
General Time Instruments
Corp

Gulf Oil Co
llandmacher- Vogel, Inc
(women's suits)

CAMPAIGN, start, duration

STATIONS

J. D. Tarcher

Watches

Co

Co

AGENCY

.i

,weerasir, 1.e.-Hw; renewals ICs snt.jrrt to cancellation al the end

and Renewed Television (Network and Selective)
AGENCY
N. W. Ayer
Foote. ('one & Belding
J. D. Tarcher
W. Earl Bothwell

Doherty. Clifford &
Shenfield

PROGRAM, time, start, duration

NET OR STATIONS
11'CAC-TV, Phila.

WNBT, N.Y.
WBKB. Chi.
KFI, TV. L.A.
11 'CBS

-TV, N.Y.

Film anncmts; Jan 2s; 6 wks (n)
Film spots; Feh 4; 52 wks (n)
Film and slide time anncmts; Feb 7; 52 wks (n)
Parlic in "Come Into The Kitchen" once wkly as s,hed; Jan 22;
13 wks (n)
Lucky Pup; TuTh 6:30 -6:45 pm; Mar 29; 13 wks (n)

Ellington
Tracy -Kent

W EN R -TV, Chi.

Film spots; Mar 17; s wks (n)
Film spots; Feh 2; 13 wks (n)

Ford, Nichols & Todd

WNBT, N.Y.

Newell- Emmett
Kenyon & Eckhardt

CBS-TV, net

Young & Ruhicam

CILS -TV net

Film partie in "Easy Does It" Mon as ached, also Wed nite as
sched; 13 wks (n)
Suspense; Tu 9:30 -10; Mar 1; 52 wks (n)
Weather spots; Feh 2; 13 wks (n)
Film spots; Feb 2; 52 wks (n)
The Goldherga; Mon 9 -9:30 pm; Mar 2s; 52 wks (n)

D. P. Brother

(IlS -TV

BBD&O

1VCAC -TV.

Young & Ruhican'
Zan Diamond

(ilS -TY

WARD, N.Y.

%VXYZ -T%', Detr.

net

l'hila.

net

KTLA. L.A.
WMAL -TV, Wash.

WENR -T1', Chi.
KSTP -TV. Minn.
KSD -T1', St. Louis
WLWT. Cinci.

Doug Edwards & the News; TuTh 6:30 -6:45 pm; Feb 21;
wks (n)
Film spots; Feh 5; 13 wks (n)
9 -9:30 pm; Feh 2; 52 wks (n)
Various starting dates betty Feh 2s -Mar

We The People; Tu

Film spots;
wks (n)

21;

52

9

WENS, Cleve.

MIX,

San Fran.
KRS(' -TV, Seattle
WNA(' -TV. Bost.
%VJIIK -TV, Detr.
WIIAI: TV, Ballo.
WTMJ -TV, Milw.
WSPD-TV. Toledo
WDSC -TV.
New Orl.
KI.EE TV, Houston
NAVE -TV, L'ville
WRAP -TV, Dallas
11'Sll -TV. Atlanta
1VBEN -TV, Buff.
1VNBT, N.Y.
K
I.-TV, S.L.C.

WPIX, N.Y.

Film weather anncmts; Various starting dates bet% Feb
21; 9 wks (n)

News of the

wks (n)

hour;

3

times weekly as sched;

ahn

2s -Mar

\lar

I :

..e'u' und 1t('n('rrr(I Orr .e'In'errl:s. pun.er I'e'r.enne'I 17reruge'..
'alionlvl Ilrvnde o.l ule'. 1;xe'eulire 1'Irnrrge'm. .\-e'n' .11y('nr'ry .1 ppuinlrne'nl.

New and Renewed Television
AGENCY

SPONSOR
Household Finance Corp

(Digney Ilats)

Lehn & Fink Products Corp
Philip Morris & ('o

Motorola, Inc
Nash- Kelvinator Corp
(Kelvinator Div)
National Biscuit Co

(Cereals & Dog Foods)
Pioneer Scientific Corp

(Polaroid TV Filter)
Schonhrunn & ('o
(Savarin Coffee)
Scott Paper Co

Backstage %'ith Barn': Tu I0 -10:15 pm; Mar I; 26 wks (n)
CIIS -TV net
WDSU -TV, New O Disney News; Sun 9 -9:15 pm; Jan 21; 13 wks (n)

Lennen & Mitchell
Biow

Gourfain -l'nhh
Geyer, Newell & Ganger

1VAIID, N.Y.
CBS -TV net
NBC-TV net
11'ßK6, Chi.

Young & Itubicam

N'C11S -TV,

Payton

(7118-TV net

Gumbinner

11'l'IX, N.Y.

J. Walter Thompson

('IBS -TV net

J. %%'alter Thompson
Byrd. Richard & Pound

NBC -TV net
WP1X, N.Y.

%

& ('BS -TV net

1VMAL -TV. Wash.

Hixson- O'Donnell

Co

Textron. Inc
Weiss & Iiesserman, Inc
(Youngstown Kitchen
units)
Whitehall Pharmacal ('r
Kolynos etc.)

PROGRAM, time, start duration

STATIONS

NET

Lelially
Grey

I.ee 11M Co

Sinclair Refining

Cost °sad,

Film spots; Feb 22; 26 wks (n)
Preview With Tex & Jinx; Mon 8.8 :30 pm; Mar 7; 52 wks (n)
Believe It Or Not; Tu 9:30 -10 pm; Mar 1; 52 wks (n)
Film spots. hefore and after Chicago Cubs games a,s ached; April
19 -Oct 2 (season); (n)
Dog Show from Madison Square Garden; Feb 14 & 15 as ached
(n)
Pioneer Polaroid Magic Show; Wed 7:45 -8 pm; Feb 16; 13 wks
(n)
Film partie in "Drawing Game "; Sun, betw 7:50 -8:25 pm; Feb
13: 13 wks (n)
To The Queen's Taste; Th 6:15 -8 :30 pm; Feb 10; 52 wks (n)
Wrestling Matches; Wed 9 -11 pm; Mar 23; 7 wks (n) Time
anncmts; Feb 6; 52 wks (n)
The Ilartmans: Sun 7 -7:30 pm; Feb 27; 52 wk (n)
Film spots; Feb 25; 13 wks (n)
Mary Kay & Johnny; Wed

Dancer- Fitzgerald -Sample PISS -TV net

9 -9:30

pm; Feb 23;

52

wks (n)

Advertising Agency Personnel Changes

Irwin W.
(L

Lce

Flint, N.

Y.

herald Tribune, N. Y.. prom dept
Barrett Equipment Co, St. 1.., adv mgr
Spiegel Inc, ('hi.. als prom mgr

(Susse

Clark

Compton, N. Y., mgr radio dept

Brice Disque Jr

Vick Chemical Co (Vick Brands div), N, Y.,
adv mgr

t'hester II. Ilu('los

(toward K. Eaton
Earl Eklund
Hutchinson K. ',airman

Community ('hest, L. A.

IIBI)&O, N. Y.

Fred II. Fidler
%lartin Fritz
Roland Gillett
Edward Greenberg
Richard X. Gulick
Jerome It. Il arrison

F

pac roast mgr
J. %'alter Thompson, S.
). %'alter Thompson. Chi.
CBS, N. Y.. TV producer, dir
Gelles, N. Y.
%

French & Preston. N. Y., vp, radio. T1' dir
International Latex Corp, N. Y.
Compton, N. Y.
%1'ABI), N. Y., Tv dir
Packard & Packard, L. A., acct exec
McCarty, L. A.
Itheem Manufacturing Co. N. Y.. adv. pub rel dir

Herbert II. Hyman
harry M. Ireland

Riley Jackson
%'alter Jensen
I)on C. Johnson
Henri. C. L. Johnson
R. Joseph Kirklieh
Frank M. Knight Jr.
Leona L. Lal'elle
%

WFII

Phila.
Y., exploitation dir

George I.e w is
George It. Lyon
Rod MacDonald
George Patton
Russell Pierre
Nlilt Rosen
T
A. Ross

MISS, N.

Zonabellc Samson
Roy Shannon
Bud Stapleton
lfub St ruble
Donald 1'. Therkelsen
.1. Van Velsen Smith
Doane Weinberg
J. Kenneth White
Ralph I1. %1'hit more

Honig -('upper, S. F.
Roy. Shannon. St. 1.., head

Botsford, Constantine & Gardner,

llakelim,

S.

media dir

11'wood.

Pierce, Threlkeld, S. F.

LockwoodShatkelford, L. A., acct
Swift & Co, ('hi.

Hilary A. Sadler

Arthur

NEW AFFILIATION

FORMER AFFILIATION

NAME
Frederic W. Ayer
Sanford K. Bain
Robert Barker
David 'Oberman

ese,'

Wiley. Frazee & Davenport, N. Y., sect exec
Federal, N. Y., nett exec

Allied, L. A., acct exec

McCann -Erickson, N. l'.. traffic mgr
%lac %%'ilkins.. Cole & Weber, Seattle, copywriter,

E. 1Vible

Itohert Woolson

newswritcr

Lever Bros Co, Cambridge Mass.. adv dept

Freeman Young
Robert Zelens

Reingold, Boston, radio, TV dir
Kayton- Spierto, N. Y., acct exec
Hewitt, Ogilvy, Benson & Mather, N. Y., media dir
Douglas D. Simon, N. Y., head TV dept
Charles W. Bolan, St. L., acct exec
harry J. Lazarus, ('hi., acct exec
Marschalk & Pratt, N. Y., in contact, writing rapacity on
Standard Oil Co., N. J., Philharmonic broadcasts
Wiley, Frazee & Davenport, N. Y., vp
Simmonds & Simmonds, Chi., acct exec
Frank Wright National, L. A., acct exec
Dewitt. Ogilvy, Benson & 11ather, N. Y., exec on Sun Oil
('o acct
Saine, vp
Buchen. ('iii., media dir
Young & Ituhicam, N. Y., TV supery
Van Diver & Carlyle, N. Y., acct exec
A. W. Lewin, Seward N. J., vp, acct exec
Charles Dallas Reach, N. Y., radio, TV supers
Ilershon- Garfield, N. Y., acct exec
Doherty. Clifford & Shenfield, N. Y., acct exec
Mogge- Privett, L. A., radio. TV dir
Barton A. Stehhins, 1.. A.. sect exec
1011) &0, L. A.. sect exec
Benton & Bowies. N. Y., acct exec
Itroomfield- Po,lnlore, Trenton N. J.. acct exec
Gresh & Kremer. l'hila., radio, TV dir
Vardis, l'hila., acct exec
F. Darius Benham, N. Y., radio dir
Fuller & Smith & Ross, N. Y., mgr media dept
Robert I1. Young, S. F., acct exec
Roche- EckhuíT, 11'wood., acct exec
Ahbott Kimball, L. A.. vp, acct exec
Dean Simmons, L. A., acct exec
Irwin- Mcllugh, 11'wood., acct exec
Ilonsib, Fort Wayne, Ind., acct exec
'Dow. 5. F., timebuyer
Simmonds & Simmonds, St. 1,., acct exec
Barlow, Syracuse, N. Y., supery prodn radio, T1' adv
Jordan, L. A., radio dir

Ervin,

%Vasty, Mnpls., radio dir
William von Zehle, N. Y., acct exec

Itrisacher. %%-heeler, S. F., timebuyer
Mow, N. Y., acct exec
Smith, hull & McCrcery, I.. A., acct exec
Sallie. acct exec
Saute, radio dii

Kenyon & Eekbardt, N. Y.. aril exec
John W. Shaw, ('hi., head TV dept

Station Representation Changes
tali f.

IU:D)1 -TV, Stockton
K LEE, Houston
K01'1'. (Ogden C.

.lose Calif.
KS.II1 -F11, San .lose Calif.
TI ICI', San .lobo Costa hies
%vBNT, Columbus 11. (TV)
K S.1(1,

Sant

WllAI, I:reenlield

NI

ass.

t),lannln l'L..
'Wilmington Del.
%'JAS, Pittshg.
%%'JAX -T%', Jacksonville Fla.
%V,l'/, I, Clarksville Tenn.
WON F. Dayton D.
%vf IRZ. Orland. Fla.
\1'11(1(1.
W I LM,
%

n'on'-TV. Omaha
\INII, North Adams
%%'

%''rMK, Durham Ni.

NEW NATIONAL REPRESENTATIVE

AFFILIATION

STATION

( .

Mass.

Independent
Independent
Independent
Independent
Independent
11155,

Yankee

AIS('
A IBC

Blair TV

Walker
Friedenberg
Fricdcnhu rg, East only
Friedenbuig, East only
l'an American, l'.5., (' anada only

Blair T1'
Walker
Ha -Tel

(lolling

NM'

George I'. Ilollingbcrry
Blair TV
Rural Radio
I lcadley -(teed
Robert S. Keller for spec eve

Independent

W. S. (:rant

('ISS
MISS

Independent

Tobatri.

Blair

Forjoe

IOWA HOMES HAVE
RADIOS EVERYWHERE!

18.

70.2 %-Y-

°/O
-HAVf- QADIO
IN

I

-A

LIVING R. OM

BfDP9OM

INQ

0Q,

BfDROOMs

IN

3.7%
BAT+I o2

OTHC {ZRSJOMI

30.4/a

16.3%
InI

IN

KITCfIf N

Iowa home radio sets are used in almost every roost. In other words. Iowa
radio listening is a positive part of
family life-is far more than just an
incidental attraction for leisure honrs:
The I 91.8 Iowu Radio Andicnce Su
'ee repeals the following al t the
location of Iowa radio sets: In the
98.1)% of Iowa's radio-equipped homes,
0.2% of the families haie a radio in
the living room, 30.4% lune one in the
kitchen. 8.1 % list "bedroom or bed6.3% have one in the dining
room, and 18.'2% have sets that "alose
-

1

1

about..'
The 1918 Edition of the famed Iowa
Radio Audience Survey is fall of such
haekgrountl information in addition to
statistics about station and program

DINING ROOM

MOV,-

oDIOBOUT;

r

preferences, etc. \\'rite for your complimentary copy of this Eleventh Edit'
today. Or ask Free íX Peters.
*The 1915 Iowa Radio Audience Survey is a "must"
for every advertising, sales, or marketing man who is
interested in the Iowa sales-potential.
The 191S Edition is the rlercnth annual study of radio
listening habits in Iowa. It was conducted by Dr. F. L.
Whan of Wichita University and his staff, is based on
personal interviews of 9,221 Iowa families, scientificallj
selected from the city, town, village and farm audience.
As a service to the sales, advertising. and research
professions, WII0 will gladly send a copy of the 191s
Survey to anyone interested in the subjects covered.

WIKI

PLUS f
f for Iowa50,000
Des Moines . . .

Watts

Col. It. J. Palmer, President
rP. A. 1.4 el, Resident Manager

441OF
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5.7%

FREE & PETERS, INC.
Nat' al Reprasentatice.
I

I

Stanton to Europe?

1

!!..!1}
l-+ S..r .-.

_

rfj7^'riTh
Sr

Insurance all night
Insurance studies re( esti' orade un Binghamton have
amazed \\ ashington insurance associatiorns by revealing
that millions of insurable prospects haven't been sold
because they haven't been reached. either by direct solieiIat ion or advertising. Task force of 29 insurance under%riters sold :'4285.608.00 insurance in one night after
Ill p.m. in upper New fork state town. Iiesnit: a number
of insurance companies will use broadcast advertising on
all-night programs. to reach the man and woman who
aren't available during sunlight hours.

First post -war train to Spain
Washington is annoyed that the first really new train to
be produced in years is going to Spain instead of to a
S. Railroad. Fact that C. & O. has a train in the blueprint stage which is inspired by the Spanish "Taiga- is
erce Connmission.
n) satisfaction to the Interstate Commerce
which has long lamented the lack of progress of II. S.
roads. \merican \s.ociation of Railroads is expected to
..explain° lack of new rolling stock. as well as recent layoff. of personnel on several of their ABC network broad1

.

casts.

Census policy needed
Need for established census policy. instead of one based
upon what can be begged from appropriation committees
from year to year, becomes more aid nurre apparent.
Fart Ilrat Representative James L I)olliver has had to
propose special legislation in order to snake certain that
radio and T\ census will be ruade at time regular pope
lation census is taken (every ten sears is indication of
need for established census policy. There was a time when
business could expect a bi- annual census of manufacture
and a business indexing every ten years. Now nothing is
certain except a nose -counting.

"Reorganization" frightens business
If President Truman receives the power to reorganize the
gmerunnnI- which expresident hoover has suggested for
him. it's expected that Federal Commmunications ()o ii iission
ill iecri%e a going -over along with the Federal
"Friuli. Commission. as well as other bureaus which have
\Ian% branches of
a great deal to do with the business.
Ibc Federal (;h %t- riimeiil require reorganization, but it
frightens business to think 1/1 a wholesale upheaval.
)%

12

('resident Frank Manton is expected to go overseas sometime this Spring. While it may appear that he %sill go for
CBS. its understood from White House sources that he
will also have governmental responsibilities. Stanton's
reputation as a fact- finder is unequalled. and the U. S.
needs fact -finders in Europe.

Beer restraint?
Federal Trade Commission's continuing investigation of
restraint of trade in the malt beverage field has broken
out with a price -fixing complaint filed against three brewers
institutes located on the Coast and one in Idaho. Institutes
are accused of fixing prices- establishing uniform discounts,
standardizing packages. and cooperating to prevent prieecmtting. Institutes are expected to start public relations
campaign to disprove allegations via black- and -white and
broadcast advertising. FTC is making test case of these
four trade associations.

One -cent Baby Ruth back
Curtis Candy- one of the most aggressive advertisers
among manufacturers of sweets, is bringing back its onecent version of Bab% Ruth. While Curtis is doing no broadcast advertising currently, it is considering television
since vision is part of the Curtis sale. Washington feels
the move will spur other manufacturers to bring hack
cost items.

Farm foreclosures low
Farm foreclosures hit a all -time low last year. and thus
far in 1919 the farm failures continue to be less than the
last 12 months. This despite the sharp drop in farm prices
reported during past 60 clays- Grain prices being lower,
live stock raisers are able to purchase lower -cost feed and
breeders thus ha%eut felt the pinch yet. It's the farmer
co -op<- granges, and other farm organizations caught
with huge grain reserves that are suffering. Prices won't
drop below government support floor. but that doesn't
help the marketers.

Agriculture dept cuts
Streamlined Department of Agriculture. advocated by the
Ilooyer Committee, is giving farm circles the heebeejeebies.
Claim is that it will save U. S. S110.000.000 a year. but hat
fanners are worried about is how much it will cost them.
Committee claims farmers will receive better service from
reorganized department. Bible belt is holding its breath
and wondering what lias happened to its friend. Homer.
%v

Tax increases no longer certain
increases in taxes which seemed assured less than two
months ago, are now a great big question stark. Cost-ofliving index has dipped so sharply in the past few- weeks
that the deflatiouary effect of more laxes lias President
Truman's advisors a little shaky. They still want higher
corporation and other taxes but not at the expense of a
sharp adjustment in the national business index. Life's
spotlight on the status Of business in the last few issues
and other not -as -amass publications' editorializing on unemployment isn't setting too well um the hill.
Broadcasting is being asked unoflieally to offset any scare
psychology which may develop as the result of these
articles. This is one of the few times that broadcasting. during peace. has been used to vaunter negative pulhl k thinking.

SPONSOR

Daniel Webster Said It:

FOUNDATION
OF CIVILIZATION AND PROSPERITY

THE FARMERS ARE THE

There Are 446,639 Farm Homes
in the WWVA Coverage Area
With Eastern Ohio, Western Pennsylvania, Virginia and West Virginia as the hub, and
spreading into Kentucky, Maine, Maryland, New York, North Carolina, Tennessee and
Vermont, the prosperous WWVA farm audience area encompasses 229 counties.

Here are 1,919,351 people living and working on farms, producing nearly a Billion
Dollars worth of farm products annually.
WWVA's locally produced programs, plus solid Columbia Network features, attract and
hold this great farm audience. Mail surveys prove they buy WWVA- advertised products.
Ask an Edward Petry man today.
Write For Your Free Copy: WWVA FARM AUDIENCE REPORT

4srAT'0+

50,000 WATTS CBS WHEELING,

W. VA.

NATIONALLY REPRESENTED

BY EDWARD PETRY & CO.
National Sales Headquarters, 527 Lexington Ave., New York City

I.
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for profitable
INVESTIGATE

!r. Sponsor

Hob Woodruff
Chairman of the Executive Committee
Coca -Cola Corporation, Atlanta. Ga.

ItS°
OS"
URG

An industrialist who should be as widely known as Henry Kaiser
or II31I's Thomas Watson, Coca -Cola's Robert Winship Woodruff
deliberately seeks power cithoui glory. He has cloaked himself in
a self -imposed anonymity so complete that the average person in
Atlanta. the company's home town, thinks Coke is still headed b%
the Candlers, who haven't run it since 1922. Enigmatic, publicity
shy Bob Woodruff titularly is chairman of the executive committee;
actually, lie's boss of the whole show.
At 59, Woodruff doesn't look like a man who has spent 26 years
carrying the entire load of the multi -million- dollar corporation
which is the undisputed leader in the soft -drink field. The discontent and constant worrying that underlie his inexhaustible energy
haven't grayed his black hair or slowed clown his "commuting'.
between Atlanta. Wilmington, New York, his 47,000 -acre estate in
southern Georgia. and his ranch near Cody, Wyoming.
Woodruff is Coca -Cola; his rule over the company is absolute.
And nowhere is that reflected more than in the firm's radio advertising with often unfortunate consequences. Woodruff's intense
loyalties have resulted in a series of radio programs over the years
which have consistently missed the vital (for any cola drink) consumer group they should have reached-the youth market.. Woodruff, as supreme high command in selection of programs (as in all
other Coke operation), has been influenced, it's been claimed, bN
personal relationships to the point where Coca -Cola's air time is
virtually a clearing house for \Iusie Corporation of America talent.
with more apparent interest on 11CA's part in the value to its
artists of Coke sponsorship than in the ability of the shows to do
the proper sales job for Coke.
The company's ad budget for 1918 was $18,000,000, of whirl
about $1,000,000 went into radio. Coke's three current shows
Morton Downey. The Pause Thai Refreshes. and Spike Jones)
represent a similar outlay this year and still fail to reach the teenagers who account for maximum per capita cola consumption. And
Woodruff's curious spending-to little avail -of almost four times
as much for radio as any other drink firm is topped off by the
institutional tone of advertising that makes no specific claims for
the product, other than that it offers "the pause that refreshes.-
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Represented by

"""MEEKER
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New York
Sgn Francisco

C

I

A

T

Los

Chicago
Angeles

E

Clair R. McCollough
Managing Director

STEINMAN STATIONS
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Radio's hot When It's Cold!
The temperature stays below zero.
The snow comes down by the foot.
That's winter in North Dakota. If
you were there, the chances are you'd
be staying home with the radio just
like most everyone else.

6:00 a.m. until u,ideffectively. Fr
uight. KSJH supplements Columbia'.
rich schedule with audience building
local programs.

mid- winter bandwagon. Your George

\\'hat's more, KSJB's management
is always on the alert to keep their

too.

But, what does this have to do with
time buying in New York or selling
cereal in Minneapolis? The answer is
an easy one. With North Dakotans
sticking close to home, now is the time
to tell your story and establish your
brand. In many cases radio is the
only medium that consistently reaches
your potential customer in North Dakota while shopping lists are piling
up and new buying ideas are being
formed.

local programming in time with listener's likes. Proof of this can be
seen in the most recent surveys made
in seven of North Dakota's richest
central counties. Morning, noon and

The latest surveys show that Columbia's affiliate, KSJIl, will carry
our message to North Dakota
st
28 FEBRUARY 1949

night, KSJB ranks first.
Local, sponsor and station, promotion is another important factor in
KSJB's success. Schedules are placed
in hometown papers in KSJH's primary listening area. These advertisements stress, not only station call letters, but actual programs.
If your product is sold in The Dakotas you will want to get on this

Iiollingbery representative has avail abilities on KSJB. He will be glad
to show you the latest area survey,

KSJB's
LATEST RATINGS
Morning Afternoon Evening
KSJB

54.4

Station A 18.0
Station B 19.3
All Others 8.3

46.5
21.4
25.5
6.6

49.6
23.5
17.7
9.2

Survey taken in Stutsman,
Barnes, Griggs, Foster, Kidder,
Logan and LaMour counties,
North Dakota.
KSJB, 5000

Watts at 600 KC, the CBS Sta-

tion covering the top of the Nation. Studios
in Fargo and Jamestown, North Dakota.
15

Buying televisi!

n

!Mo. involves (Io7ens of time -

Providing you with each of these 36 itcni.

is

basic service of the best infornletl televi

consuming (letales. "l'o make the

link

lni

i

task a less harried one. 1\Ii(: Spot Sales Iras

assembled a Nvealth of darn.

'Ile

information

representative in the indusiix, your NliC
SAICSI11a11.

listed at the right on all NIi(: Spot represented

Backed by the experience and knowhow

stations is yours for

nation's first television network, utilirinr

a

phone call.

of

NBI
representing television spolions: WNBT

New York

WNBQ

Chicogo

KNBH

Hod:

Television Blow s Check List
MARKET INFORMATION

tell', ision set circulation
population in coverage area
radio families in television area
retail sales
food and drug sales
general merchandise sales
eIrecti%e buying income
counties within coverage area
estimated total television audience
forecast of set installation
STATION INFORMATION

buying easier

program schedules
availability lists
rates
ratings
audience characteristics
coverage maps
competition's program schedules
competition's rates
studio equipment available
(live and film studio equipment. cameras, etc.)
PROGRAM INFORMATION

description of program fornat
photographs of talent and set
biographies of talent
adjacencies
competition
type of audience
ratings and surveys
audience response stories
success stories
promotion and mimrchandisimg
rates and contract ternis

(

ierior facilities of NBC Programming and
(duetiou. Research and Engineering -NBC

3T SALES

GENERAL TELEVISION

audience surveyall t'. S. television stations
advertisers using television
agencies handling television
technical data

is your best source for all spot

.vision information.

nation's major television stations in the
;eions major markets are represented by
If

.

YORK

CHICAGO

-Philodelphio

filin

SALES

SPOT
V

INFORMATION

CLEVELAND

WBZ -TV -Boston

HOLLYWOOD

WNBK-Clevelond

SAN

FRANCISCO

WNBW-Woshington

WASHINGTON

WRGB

DENVER

Schenectody

WTVR

Richmond

NORTH CAROLINA
IS THE SOUTH'S

No.

1

STATE

AND
NORTH
CAROLINA'S

Noi
SALESMAN

NBC

50,000

WT
ATS

680

AFFILIATE

Kc.

RALEIGH, North

National Representative

Carolina

FREE

&

PETERS

INC.

BOARD

OF DIRECTORS AND

KEY

EXECUTIVES

OF BROADCAST

MEASUREMENT BUREAU AT LAST PHOTOGRAPHED MEETING

r

The 1iB dileolill
advertiser. and
It's difficult to make a radio
nation manager see the
value of paying for research that has
the end result of losing business for
him. It's also difficult to do honest
research that doesn't hurt someone.
Not every station is as effective as the
next station. And it isn't network
affiliation, authorized power. or any
other single factor that makes an out-

:It;P11Ny

broadcaster.
points of view he rI0111il1`d?

eally since the first 13116 study was stations frequently had a substantial
made, the figures can only be used with listening audience in the home count)
the greatest caution. Since B1IB re- of other outlets. The low denominaports listening rather than engineering tor was "once -a -week" listening. It
coverage, as programs change so is not unusual for distant stations to
change station listening areas. It is have one or more programs with sizetrue that listening habits do not change able audiences in far -distant areas.
rapidly, except when a major program It is unusual. however. for audiences
Jack Benny) changes its network and to listen consistently to stations that
the change is promoted to the hilt. are framed with static. as mane relet good.
However. dialing habits do change. mote stations are. Audiences will lisIt was therefore to be expected that and network stations depend to a ten to remote stations that are not
the Broadcast Measurement Bureau great degree upon the attractions the
heard with adequate signals when the%
would have tough sledding. In many broadcast.
cant hear a "must'' program over a
cases station management was paying
'1'he first 13118 survey was based local station. There is ample evidence
for figures that they had to sell against upon such a low common denomina- that they do not stretch their cars con rather than with. In many eases, be- tor that stations all over the nation sistently.
cause conditions have changed radi- here hurt. it indicated that distant
There are concerted efforts. sonic
28 FEBRUARY 1949
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Effect

In a

l

01

IIP

o1I(1-I)1 a1

measurement in m<<In<<iing listening . ..

111111

IMI

II

II

during

where competition is strong
DAY

Total weekly
audience

Station

KECA
KFWB
KFXM
KHJ
K ITO
KNX
KPRO

3

-5

l

Hooper

Share
5.8

13

15

3

8

52.7
3.6

37

14

10

13

6.1

33

10

10

13

1.8

36
70

12

12

12

3.2

34

18

18

11.2

68

26

22

20

8.7

4

4

5

5

6
9

Composition of weekly audience

8

2.5

KRLD

36

15

12

9

8.1

7.8

3

Hooper

NIGHT

Total weekly
audience

14

22

21

19.8

55

16

20

19

7.5

14

2

3

9

2.4
7.8

Station

KADA
KOMA

93

KRLD

\I.

In 10(1 teleis de.
figures which are

I

Composition of weekly audience
6

-7

3

-S'

l

-2

5.0
I

6.6

Hooper
Share

54

25

14

57.6

22

6

5

II

2.5

31

13

9

9

5.5

KVOO

36

13

9

14

8.9

WFAA, WBAP
WKY
WOAI

45

15

14

16

5.2

59

18

17

29

12.9

12

2

5

5

1.7

WSM

10

(Total radio homes equal I00).

nudercuver. some for all to see, to
eliminate the Broadcast \leasurenlent
Bureau from the field of station measurement. \Ien like I':I Crane) feel.
and so slate. that the costs per radio
family "based upon B \1B figures in
these lesser communities are entirely
out of reason when once -a -week 15minute File -in on an outside station
is judged against local multi-hour
daily listening." (:rare. also explains
that since publicity has been focused
on 5(1'; being the minimum tyurlhwlile 11\111, a station with less than
5(1 is given short shrift by tinlelnyers.
(;racer points to his I:
tvltich has
a l; \111 of 27'; in Portland. Oregon.
and therefore is given the absent treatment IIy many agency men. Nevertheless. it has at least, un weekends. a
creditable share -of- audience. According
to Ilaus Zeiw'l (McCann-Erickson). a
27 B \IB translates into It
than a 5';
share -of- audience.
Agency executives and sponsors require figures mi station coverage

lilering listening
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6
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days during Oct. -Nov.

21

56
I

DAY
Station

Ada,
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where one station dominates

24

Share

II

This test survey was made

52

l.2

3

ton

KVOO

-S

6.7

one-station

in a

WFAA, WBAP

2.4
45.2
0.8
4.5
4.8
4.8

37
92

20

-2'
13

Total weekly
audience

KFW B
K FXM
KHJ
K ITO
KNX
KPRO
KRNO
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-7'

14

NIGHT

K FI

6

20
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Composition of weekly audience
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9

KLAC
KMPC
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Oct. -Nov.

59
4

36
92

KFI

era adayi

Rliveri de,cCal
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**Average share of audience

comparable. since the Hooper base is
consistent. is identical in every area
total telephone homes. U. S. !loopcrating figures admitted!) can't be
used for station coverage proposes,
except in a few populous areas where
the Hooper diary sample is so sufl"i
eit'nt that, combined with the coincidental telephone sample. it presents a
true picture of typo listens to what.
Ilooper makes station coverage reports. but the rub here is that he makes
then) in the el unties requested by the
station, anti reports only total figures.
not county -by-county figures. The results naturally obscure the true coverage of competing stations. and slake it
difficult for a tintebmer truly to evaluate station coverage in any one ter -

ritor.
Iloolle's invasion into the coverage
field is of a protective nature. Everyone was getting into the act, and since
Ilooper was making area studies based
upon mail ballots as well as diaries. he
spread into coverage. IIe tried to sell
the idea of his making studies for
I1 \lit. but failed.
Ile also at one time
offered the C. E. Hooper organization

(Total audience

equals 100).

-at

to 13\íU
a "fair" profit for Ilooper
stockholders. of course.
The Broadcast Measurement Bureau
Iras cost the radio industry laud that
indirects) means advertisers, since they
indirect!) pay for everything that is
clone in broadcasting) well over a million dollars for the first report. The
second report and the continuing cost
of keeping 13\I13 as a going operation
between reports are running into an-

other million.
Station management has questioned
the high salaries of several 11\111 executives. and John Churchill (at $25,000
a year) and Phil Frank (at 512.500)
agreed to exit. with their replacements
costing the Industrl thus far zero.
Ken Baker. of the NAB, succeeded
Churchill, with Nothing added to his
N. \B salary, and Phil Frank's assistant took over the research organization's trade relations chores.
There has been considerable sound
and fury about the remaining high salaried executive of l0113 - lIugh
Feltis. president. Feins. with the help
Of Harold Ryan. chairman of the
hoard of B \IB. is responsible for sell-

SPONSOR

ing the idea of l3\1B to the industr). he's a top -flight sales executive and a
Ile has taken, both publicly and pri- scrappy sparkplug. His hands have
vately, intensive abuses. :Many indus- been tied researeliw ise. and he iiouldn't
try- figures who wanted to vent their want it otherwise but he's being
feelings against li\IR. but who didn't blamed for all 13 \113 errors, a majority
want to appear to be anti an industry- of iehieh are not his.
wid research organization. have con'l'liere is little question that the
centrated their attacks ou Feltis.
formula of having an organization run
Feltis lias, as far as possible, car- by the three different segments of
ried out the dictates of the tripartite broadcast advertising hasn't worked.
board of directors of 131I13. Agencies, It didn't work with the Cooperative
advertisers. and station exeeutives, a, Analysis of Broadcasting (CAB).
well as a research advisory board, have which produeed the now- discredited
actually determined research policy for Crossley Ratings for network pro the 11Á1B. Feltis has never claimed grains, It didn't work with the CAB
that he is a research pian: actually. despite the fact that all segments of

10
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Composition of weekly audience
6 -7
3 -5'
-2'

Total weekly
audience

Station

This
survey
in Rochester, N.Y a several
days Oct. -Nov.
1948

I 111111

1

WARC

WHAM
WHEC, WHEF
WRNY,
WRNY-FM
WSAY
WVET

60
87

20
50

89

53

46
52

13

61

19

11.1

26
26

11

10

25.7
36.8

20

8
15

25
17

8.3
7.8

17

22

22

9.0
1.3

NIGHT

Total weekly
audience

Station

65
96
94
49
62

WVET

five-station

DAY

Total weekly
audience

Station

WKDA
WLAC
WMAK
WSIX,
WSIX -FM
WSM

79
79
61

79
87

Total weekly
audience

Station

WKDA
WLAC
WMAK
WSIX,
WSIX -FM
WSM

I

75
87
59

85
96

Others
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IO

II

2.6

47

14
23

7
8

66.5
20.6
2.6

2

.6

WJZ
WNBC
WORK

37

II

13

13

13

4
5

5
2

4

10
Total weekly
audience

Station
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WJZ
WNBC

°sseveral

days during Oct. -Nov. 1948
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Hooper

iIll

Composition of weekly audience
6 -7
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Share"
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WAAB

18
20
17

19
17
19

21.3
21.2
11.1

WBZ
WNEB
WORC

41

18
19

20
20

19.5
26.6

WTAG,
WTAG -FM

Composition of weekly audience
-7'

36
41

25

32
50

3
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Share"
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I

30

4
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15

2.9
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16

7

40

23

16
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16
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3

II
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6

5

5.6
2.9

7

I
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a IUII-si non

42
42
25

48

3

17
5

made

This
Nashville,Tenn.

Composition of weekly audience

6

7

73

This

3

Share"

17

21

6.7

Hooper

I

3

12

Others
NIGHT

Composition of weekly audience
6 -7'
-2'
3 -5'

12

WCAU
WGAL
WLAN
WOR

hall

days during Oct. -Nov. 1948

2

14.2
34.6
35.7
6.5
7.4
I.6

24

28
95
78
46

LancasterPa.,seve al

11

17

21

21

Total weekly
audience

vey was made

This

I 111/

8

WCBS

25
29
29

Others

d

WCAU
WGAL
WLAN
WOR

NIGHT

13
15

P

l" II-St Alt 1011

DAY
Statio,

Hooper
Share"

19
54
50
16
17

repaid.
There is extensive feeling in broad cast circles that while stations and net works ought to pay the lion's share
of BIB coverage- reporting sere ices.
the advertiser and the agency should
pay at least a token fee for all the
figures which B \I13 makes available to
them. Use of B\IB figures is almost
entirely by buyers of broadcast ad(Please barn lo page 51e)

where local outlets dominate
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1
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WHAM
WHEC, WHEF
WSAY
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Share"

21

Others
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Hooper

a

I11

the field (raid part of the cost.. It
isn't working ivith B \II; with oily
the broadcasters paying the bills.
Alone). was loaned by AAAA and
1 \,1 to start 13 \l R, but this has been

3.5'
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of the sta-

tions throughout the U.S. d.
an% real merchandising. It's
expensive. It requires a permanent
Merchandising staff. \lerchandising
know -how is almost as important as the
budget.
Most stations do not feel that nier ehandising a sponsor's product is part
of their job. -That." says a far West station manager. "is the province
of the advertisers' own sales promotion

departments. We don't manufacture.
and they have no excuse for expecting
us to merchandise.'.
That is the stance of the non-merchandising stations. On the other
hand. there are the stations that do
amazing merchandising jobs. They are
not merely adhertising mediums. but
sales tools. They not only firing news
of products to listeners. but also make
sure that the products are available at
retailers in their areas. Then take it

he

1'4401'41 iII IParl

upon thelnsehes to obtain distribution
for advertisers, and then to move the
products off the shelves.
For years all media has argued that
merchandising is not its pros hire.
Nevertheless. the more important
newspapers have maintained merchandising departments which have helped
establish new products and keep old

products in demand.
In great metropolitan markets it may
be impossible to do a thorough mer-

'euNlr
WLW's services i .elude store modernization, consumer product testing
People's Advisory Council buying habit check -up end plenty besides

111%

ism

s

1

uuuril

ADVERTISED
PRO DUCT

DISPLAYS

IDENTIFYING ITEMS AS

"ADVERTISED

chandising job. To adequately acquaint every grocery outlet with a new
product in the Greater New York
Market 150 mile radius) represents a
fantastic problem. On the other hand,
it is possible to merchandise a selective portion of the market. WOV. under
Ralph Weil, does just that for the
Italian market. When a manufacturer
wants to reach the transplanted subjects of Europe's boot, \VOV makes
available to him a complete wholesale

tl
oss

d

ft
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it's tailor -made for
Grocery Management & Personnel
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PRODUCTS,"

INCREASE SALES AS WELL AS REMIND LISTENERS OF STATIONS

route list and a complete retail route
list for his product food. drug. etc.) .
WO\' will place displays in the stores,
and will even go so far as to arrange
for models (the correct Italian kind)
to sample and demonstrate the product
(the latter is charged for).
\\'OV goes even further. It will run
a telephone quiz for either consumers
or retailers to develop acceptance for a
product. This quiz is addressed to both
telephone and non -telephone home and
store listeners. The way the non telephone home gets into the quiz act
is by sending a postal card to \\'O\'
stating when and where the listener can
be reached at certain hours at a
friend's home, the local candy store.
(

etc.
The quiz is merchandising pure and
simple. The questions are always about
an advertised product. and are well
planted on the air before the phone
call.
its a version of the quiz that \\'O\'
uses to sell itself to timebuyers. The
station notifies timebuyers that they
will be called to answer a question
about a product advertised on \\'OV.
If they answer correctly. they receive
S5. if the) don't the five -spot goes to
increase the money the next tiniebuyer
can %win by answering the question.
It's good fun for timebuyers, just as
By special services

it is for the Italian- language listeners

whom the station calls.
And it's top drawer merchandising.
Removed from great metropolitan
areas. the merchandising job is not as
difficult_ Non- metropolitan areas are
usually not so widespread, and thus
can be covered with less expense. Top
merchandiser in the nation is. beyond
much doubt, Crosley station \VL\V in
Cincinnati. Ohio. The station employs
an 11 -man staff under Marshall Tern
to merchandise its advertisers' products. It has been doing this for
eight years. In order to assure its
field men of an open sesame at retailers. \\'L \\T runs retail -store modernization sessions for drug, grocery. and
other fields. Throughout the \\ LWmerchandisable area. the station's
modernization authorities hold meetings with retailers, helping them
throw out outmoded costly-to-do-business layouts. \VL\V has no connection
with any store fixture organization,
but it has helped the great area it
serves retail at a loner cost- per -sale
than most of the rest of the U.S.A.
\\'l.\\' has inspired two rather
unique organizations
the People's
Advisory Council. a group of 3.000
stratified homes in its area. which reports on consumer buy ing habits, and
(Please turn to page 36)
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AFTER -SCHOOL SESSIONS GET GOOD VIEWING BY PARENTS AND CHILDREN.

Kindergarten sessions
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AIRED IN LOUISVILLE AT
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-3:30 P.M.
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duct

testing

is

very

good

TV

shopping

The

Da%time TV is advertising's last major frontier,
and its advertisers are as
much pioneers as Daniel Boone. TV
(luring the daytime hours (7:00 a.ni.
to 6:00 p.m.) is still on a semi- experimental basis at best. and is more
realistically in the test -tube stage.
iiowever. daytime TV has been a hot
topic in agency, advertiser, and network TV conversation recently. it also
heads the list of problems of many
TV station managers and station reps.
One reason for the vast amount of
crystal- gazing currently going on in
daytime 'l'V is the ubiquitous famine
of daytime TV research. No researcher, agency, station, or network
has as yet brought forth a definitive
study of the qualitative and quantitative factors of the daytime TV audience or of the selling factors involved.
Still, there is a general optimism
about the future of daytime TV that
was never true of the early (lays of
daytime radio. Advertisers are being
pressured by their. agencies, their sales
departments, and even by their boards
of directors (few major business executives today in TV areas are without TV sets in their homes) to get
into daytime TV. Stations arc being
needled by advertisers and by TV set
retailers in their areas: networks are

weather and time are two visual favori +es

being heckled by stations and major
national advertisers to feed daytime
network TV service: and agencies find
internal pressure to initiate daytime
TV operations coming from both within and without the firm.
The 19-19 TV plans of several major
advertisers, as ¡veil as their actual
1913 expenditures in TV, serve as
straws in the wind to show how daytime TV is affecting a considerable
amount of thinking with regard to the
visual medium.
l'rocter & Gamble, the country's
largest spender in broadcast advertising, has already formed an amoebalike subsidiary within its corporate
structure -Procter Si Gamble Produc"take over radio, teletions, Ine.
vision, and motion picture activities
%Lich were previously handled for the
company by employees in its advertising department ". This million -dollar
producing subdivision, which will
work with l'&G's long string of agencies and shows. is phase one of a longrange PSG plan for extended nighttime and daytime TV operations. It
is nothing new. P&G has been working quietly since 1943 with an eye to
daytime Tv. \limute- movies for "Dug."
(mow being shown on theater screens
in suburban communities) were filmed
under the direct supervision of cm-

-to

e4111S1

itnte 7"V

ha
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Sight added to sound make better sidewalk interviews

ploees now part of

P&G Productions.
experimental four -reel film for
-Drell" was made, based on a plot
typical of P&G soap operas. to determine whether the daytime formula of
the long- suffering serial heroine can
be adapted to a visual medium. P&G's
official smokescreen states that "no
definite program" has been planned
for P&G daytime TV activities as vet,
but sources close to the Cincinnati
soap- making firm say that such planning is on an elaborate scale that will
eventually approach or surpass their
activities in daytime radio when cost per- thousand figures in daytime TV
reach the level 1'&G feels it needs.
Another major advertiser, Sterling
Drug, Inc., which ranks with the top
spenders in AM radio (nearly a dozen
network nighttime and daytime shows,
plus large selective campaigns) is actively in (lay time TV with a Du \bout
show called Okay :Mother. Sterling,
like PSC, has big plans for further
daytime TV. The contract %with I)u\lont for the show calls for no less
than ten years of Dennis James' services as master of ceremonies on the
across-the -board
( \ion -Fri.
-1:30
p.m.) audience participation show.
Sterling is taking no chances on
missing a good bet in da) time TV.
Please turn to page 42)
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News tape makes daytime identification better

Metal Roofing
SPONSOR:

Water Systems

Reynolds Metals Co.

CAPSULE CASE HISTORY:

AGENCY:

Buchanan

Reynolds had been on Frank

SPONSOR: F.

E.

Meyers

&

Bra. Co.

AGENCY: Placed direct

but was forced to
cancel becau e the results were too good. Company
had gotten three months behind in orders. Cooley show
was productive for all Reynolds building products, but
the advertising pressure had been greatest for metal
roofing. Six announcements on this program drew 3,000
requests for a book of cooking recipes which was issued
by the National Live Stock and Meat Board of Chicago,
another example of effectiveness of farm programs.

Objective sought by Meyers,
makers of pumps and water systems, was the distribution
of a book of pump information and a booklet on farm
hints, available to interested parties on request. Company purchased time on eight radio stations, including
WLS, and stated it would be happy if 5,000 requests
were received via all eight. Firm's surprise can be
imagined when WLS alone turned over 7,707 requests
for the two booklets. Requests came in as the result of
26 programs running through the Autumn months.

WHAS, Louisville

WLS, Chicago

Cooley's "Farm News Program,"

PROGRAM: "Farm News Program"

CAPSULE CASE HISTORY:

PROGRAM: Farm program

Arc Welders
SPONSOR: Miller Electric Ca.

AGENCY: Placed direct

Miller planned demonstration
clinics at which firm's new arc welders would be shown
and sold. One -minute announcements, supplemented by
newspaper advertising, were used. Results were overwhelming, with clinics so well attended that welder sales
went above company's wildest expectations. Welders
cost $ 85.25 each, and 350 of them were sold in Illinois
within three months. Campaign put the company behind
in production to such an extent that Miller withdrew its
advertising until it could catch up.
CAPSULE CASE HISTORY:

01\iskx

1

Faiva piayrams are great direr1
mail sale Irodurers with rhrrGalrle
rP.Al1. like these

WLS, Chicago

Machinery

Oil & Gasoline
SPONSOR:

Standard Oil of Cal.

AGENCY:

BBD &O

CAPSULE CASE HISTORY: Standard Oil Company of
California was desirous of pushing its "Chevron" farm

and specialty lubricating products (as well as its other
lines of lubricants) through distribution of a booklet
entitled "Standard Farm Guide." Company went on
KFI with Nelson Mclninch program, "Standard Farm
Highlights." In one month 8,000 direct inquiries had
been received by the station. That was only one part
of the response, however. Half that number (4,000) went

additionally direct to Standard Oil itself.
KFI, Las Angeles

PROGRAM: "Standard Farm Highlights"

Poultry Equipment
SPONSOR: Bussey Products Ca.

Agency: Salem N. Baskin

Bussey Products Company, of
manuf,,c'uror of poultry equipment, wanted
to advertise the distribution, on request, of a poultry
equipment catalogue. Company went on WJZ's (New
York) participating "Farm News Program" at 6 -6:30 in
the morning, during the Spring months of last year.
Response was extremely gratifying to the Bussey Company, with six one -minute announcements bringing in a
total of 3,634 request from 26 states. This program has
resulted in similar success stories for other participants.
CAPSULE CASE HISTORY:
,

WJZ. New York

PROGRAM: One -minute announcements

PROGRAM: "WJZ Farm News Program"

AGENCY: Placed direct

SPONSOR: Sears -Roebuck

S -R store in Yankton, S. D.,
bought three one -minute announcements to advertise
20 pieces of farm machinery which the store wanted to
unload before inventory the following day. Within a
half -hour after the first announcement all 20 pieces were
sold, at $239.95 each. Advertising cost to sell $4,799
worth of machinery was only $2 ; cost -per -each unit was
$1.05. Store manager reported that he could have sold
more equipment if he had had it, with several dozen
people turned away.

CAPSULE CASE HISTORY:

I

WNAX, Yankton,

S. D.

PROGRAM: One-minute announcement

Equipment
SPONSOR: Gurney Seed & Nursery

AGENCY: Placed direct

This Yankton, S. D., firm
program on WNAX four mornings
a week (early a.m. on Tuesday, Wednesday, and Thursday; before noon on Saturday). Show features old -time
music, with commercials worked in ad lib. On four broadcasts seed fanning mills, selling for $75 each, were mentioned. Gurney received more than 200 orders, amounting to over $15,000 -on $158.15 worth of advertising.
Cost -per- order: 80 cents. Every penny spent in advertising resulted in a dollar in sales.
CAPSULE

sp,nsors

CASE

a

HISTORY:

15 -minute

WNAX, Yankton,

S. D.

PROGRAM: "Happy Jack"
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SPEIDEL

Radio sells a uzai..uti baud
into jewelry sl ores
People take ordinary items
of personal hardware very
casually; they don't ask for
them by brand name; they neither
know nor care whether there is a
brand name. That was the problem
the Speidcl Corporation set out to
solve last year.
It was a tough one, because Speidcl's
principle product is watch bracelets.
And to most people a watch band isn't
thought of as an ornament, as "jewelry". it isn't glamorous-it's in the
"useful" category; in other words
like hardware.
Dynamic Paul Levinger. the company's general manager. was determined to change that. Ilis goal was
to have people walking into jewelry
stores and asking for Speidel watch
bands. Surveys by jeweler associations
and retailers had already shown that
most people don't go into a jewelry
store to buy low or medium -priced

network

-
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WATCHBANDS

items
and the bracelet models the
company pushes. from $8.95 to $13.50.
fall into that class.
First of all. Speidel officials decided,
if they wanted to make their specialty
an '`asked for" item, they would have
to establish the Speidel name. To do
this they decided to take their bands
out of the "hardware" class by glamorizing them, building them up as ideal
gifts.
An initial step in this direction was
taken in 1946 when the company earmarked some $150,000 for ad- manager
Ilarold A. Rosenquist to spend for the
firm's first national advertising. Dull
pages appeared in Life and Ladies'
Home Journal. In 1947 the appropriation was doubled and again full pages,
sonic in four colors, helped build Speidel prestige with retailers and jobbers.
But customers still didn't walk into
jewelry shops and ask for "that Speidel
watch band I saw advertised

..."

STOP

Itou Speidel bringc

pu11buce u Iou'priee

-

AND

116f1

THE

MUSIC"

VuS(IIMers

item

it was clear that an additional advertising approach would be necessary in
order to make people think of Speidel
watch bands as gifts -and go to jewelry stores and ask for them by name.
About $600,000 was set aside for the
job in 1948.
Levinger and Rosenquist figured if
they could increase the traffic in jewelry stores by making people go there
to ask for their watch bands, jewelers
would naturally tend to push the entire
Speidel line. They also felt that jobbers, to whom the company sells exclusively, could also (lo their best for
the line.
At this point, ageneyman David G.
Lyon. Jr.. of Cecil & Presbrey. New
York, stepped off the train in Providence, R.I., costume jewelry capital of
the world. to talk business with Speidel officials. Nothing came of this ini-

tial contact.
Please turn to page 591
I
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The station reaps the harvest.
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i'zi1ee1s the disk salesman
of the na- tainer for free'. This despite the fact
"Less than 25
tion's stations do anything that the program in question had .von
about selling programs." Al- awards and had a good opportunity of
though this is as much the lament of being sold after it had been on the
the Federal Communications Commis - air for a few weeks.
sion as it is of all program producers.
"Transcribing has made programs
it is a major gripe of the men who of better than network quality availterord and sell the transcribed broad- able to sponsors all over the nation.
-

cast entcrtainnm'ul of the L.S.A.
"Most of the transcriptions that Mme
have on the air have been sold by our
sales stall' direct to the sponsor." explains the sales v.p. of one of the
biggest recorded program organizations located in the East. "When we
go into a town we play our top
for station executives, and when they
like them they generally tell us their
available time and 'suggest' we go and
sign up a sponsor. Sometimes they'll
help by giving us a list of prospects,
but just as often they'll tell us that
we're on our own. It's true that some
of our top programs do cost advertisers more than lime, but in most
eases the stations collect the largest
chunk of the time -and- talent bill. Station executives talk as though they
realize that programs make or break
:1
broadcaster. but they do very little
to convince the astute observer that
they really mean what they're saying.
\II analysis of the salaries paid program managers of all the stations in
the country will indicate they are the
lowest -paid Of all station policy men.
The average stati
salesman makes
twin' what program managers colleel.
"Where there is a station with an
aggressive program policy it safe to
bet that the station manager himself
rims the programing of the outlet. lie rentl a .îl),I)i)I) -salt station in the
Middle West refused to pay $25 for a
sustaining program. with the con1nment,'Itell, we'll lake the network sus28

They have succeeded in most eases in
spite of the stations over which they
were heard."
Although transcriptions for years
have been indistinguishable from live
or network programs. they have had
to carry the FCC tag of being aired
via transcription. Of recent clays the
duality has been so good that even
the transcription annonnem.ment hasn't
hurt the ratings received by the programs. and they've topped many top ranking live programs. Nevertheless.
transcription producers lament the
fact that they have had to live down
the onus of selling "canned" entertainment.
"Many of our sales." states a sales
agent for e.t.'s. who headquarters in
Chicago, "have been made without
telling the sponsor the program he was
auditioning was to be broadcast from
records. Only after he was sold on
the program have we frequently told
an advertiser the program would come
to his station on platters. We did this
only because we had learned to our
hitter dissatisfaction that in ream
eases once we told a local advertiser
that we wanted to sell him a recorded
program he wouldn't listen. It isn't
so hard today because the networks
are accepting transcribed programs
for coast -to -coast airing. and advertisers have been educated to the fact
it's better when its transcribed."
"A transcription producer's job is
never done." states one distributor of

11

disks. "After we've sold a program
we have the job of convincing the
sponsor and the station that it has to
be promoted. No matter how fine a
transcribed show is, its a dead cluck
if the station schedules it on the air
and then lets it develop by itself its
own habit of listening. Dlany of our
sales are made to advertisers who arc
not radio- minded. They are trained
to buying advertising and then expecting the advertising to produce results. Broadcasting has to be nursed
to produce its maximum results. The
best programs are seldom self-starters.
When they're promoted, on and off
the air, they outsell any other advertising medium. They usually produce, regardless of promotion. but
broadcasting generally is not a fast
starter. Only announcements. which
ride on the coattails of successful network or local programs, produce overnight. and then only via saturation
broadcasting. Some stations do a
great promotional job, some are thumb
twiddlers. Sponsors for the most part
can't be expected to promote a broadcast program. That's not their job.
e% e learned by experience
i I owever,
that we have to goose sponsors to
force stations to do an active promotional job on a transcribed program.
For some reason stations regard a
transcription in the sane light as a
network program, and they have a let
George do it' attitude on promoting
them. if we don't furnish and inspire
the promotion of our transcribed programs. they're not promoted.
Of
course. there are exceptions. but von
can't run a business on exceptions.'.
"One Of our problems with bigger
agencies," laments the president Of a
successful e.t. producing organization.
"is that they don't like the fact that
%y

SPONSOR

mat.

Problems

h

agencies

1. They want to tie up series will
t guarantees
2. There's no prior planning as far as the use of tran-

LA1IET

scriptions is concerned
3. They frequently add a handling charge in addition
to their 15% commission. thus. massing tran'crill
costly to sponsors
They seldom plan commercials that integrate Ihenselves with transcriptions
5. 'They'd rather produce their own transcript'
6. They only use transcript' s when they're forced to

he sale
they can't meddle with a transcribed
program, they can't claim credit for
having supervised its production and
having made it a better vehicle. Some
of the biggest agencies have never
created a program themselves, but
they have managed to keep that fact
from their clients or have sold clients
on the fact that `what we've done on
the program is what has made it the
success that it is.' When an agency
buys a transcribed program for a
number of stations it has to take it as
it is and just can't get into the producing act. That's why some agencies
have never bought a single open -end
transcription, and why they insist on
recording their own programs when
a recorded program (because of spotty distribution or other factors) is
called for. it's interesting to note,
however, that no agency has ever created a top -drawer transcription program that bas lived. And they've
practically all had a try at it. Producing transcriptions is a big-time job.
It's the job of a specialist. While some
agencies and networks have produced
creditable recorded programs, the
really successful open -end programs
have been produced by firms that make
transcribing syndicated programs their
entire job. If somebody could devise
a way of permitting agencies to get
credit for producing our open -end programs we'd sell a great many more

than we do."
Transcription organizations have
little to gripe about talent. While there
is feeling among union members that
recorded programs take jobs away
from both musical and acting talent,
there was little evidence during the
American Federation of Musicans' recording ban that jobs in radio in(Please turn to page 37)
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Problems

Iv ill.

clienl

1. They see no glawur in transcriptions
9, They're usually price-conscious when they see it's on

3.
4.
5.
6.

7.
8.

record
They only buy what appeals to then; personally
it's very difficult to make them see that broadcasting
is a business
it's costly to sell transcriptions to adsertisers which
in turn increases the cost of the program to sponsors
It's twice as difficult to sell a client on promoting a
trauseriled program as it is a live show. It tough
enough to sell him on the latter.
Persuading a client to key his transcribed programs
so that he'll know his results is difficult
Client can't take customers to the broadcast of a transcribed program. 'Thus the show -off Iride of ownership is missing

l'r01141nS Wit
1.

111

1114` 41

¡MI.

Stations won't go out and sell transcriptions, vet they
become angry when a transcription salesman won't
sell their outlets along with the recorded program
Stations base to be forced to promote a transcribed

show
3. Only recently has broadcasting generally admitted that
transcriptions are as good if not loiter than network

programs
s
s are too price tag conscious on transcript'
5. It's practically impossible to obtain longterm commitments for transcript' s; thus, most series are too
short to build faithful habits of listening
6. Too few transcription companies are built of
solid
foundations; thus. the leaders suffer for the faults of
the hitchhikers
7. The risks are great, the profits small
4. Stat.
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Singin' Saiti

the man behind over 200 Successful sales curves
For the sponsor interested in sales, Singin" Sant presents a unique
olpurt ty. For never in radio's history has there been a person ality
like Sam
never before a program series with such ail outstanding
record of major sales successes unbroken In a single failure.
These are strong stalettunls that carry tretuenduns weight with
prospeelise program purchasers . . . if supported by fals. And
facts we lave in abundance . . . high lloopers. congratulatory letters.
expressions of real appreciation by advertisers Ilteutselves. actual
before and after stories hacked with the concrete figures.
This I5.ntintile transcribed program series is the show
you need to produce results. Write. wire. or telepl
"l'Sl for full details. Despite Siugin' Sam's tremendous
popularity and pull. the show is reasonably privet'.
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Community relations broadcast advertising must be
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From Puerto Rico to Maine,
front Hollywood to Spartanburg, S. C., broadcast advertising lends a helping hand in building
good corporate conununity relations.
The methods vary, but the end results
are the same -the integration of a
manufacturing plant and its employees
hnto the community life of a town.
That's the surface result of a broadcast advertising campaign. Beneath
the surface there are many other effects
that a well- integrated community -relations broadcast campaign can have
for a sponsor. It can case the way of
a sponsor for special zoning and easement rights. It can make employment
at the plant something to be desired.
It can correct a negative reaction
iihich an ill -advised labor relations
policy has created in a city, as in the
case of Vale and Towne and Stamford,
Conn, It eau inspire workers who do
a better job to do still better via
broadcast "service" awards as aired
by Spartan and Beaumont ,dills, Spartenburg. S. C. These broadcasts ivcre
not jest "for Cod, Country, and
Spartan.- but good entertainment ivith
top-flight talent and a fish fry or barbecue. In the South ivhere textile mill
invasions hale been suspect, generally
considered attempts to avoid unionization, the service :wards to employees
icitlt file to 50 ears of company seri'ice removed any of the flight- fronilabor- trouble stigma that has become
attached to other organizations. Spartan's president and treasurer, Walter
S. Montgomery, made presentation
talks which iverc broadcast, and Spartan and Beaumont became part of
Spartanburg. S. C. These mills were
not new to the South, and some of the
workers were proud on the broadcasts
(Please turn to page 44)
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HOW TO TURN BILLING INTO COOING...

Agencies ...When talent budgets are slim, Capitol's great

Transcription Library can furnish you with a variety of shows to suit
all types of sponsors. The cost is little or nothing. Buy the same

show in a number of markets or different shows for different audiences.

The attached coupon will bring you the full details of this unique
plan for "selective market" radio broadcasting.
Capitol Transcriptions
Sunset and Vine, Dept. 52
Hollywood 28, California
e. Y.

A

UNIQUE

TRANSCRIP

LIBRARY PROGRAM

Rush information on use of Capitol Transcriptions
for building shows in selective markets.

A Division of Copilot Records

Name

SERVICE

Company

Position

Street
City

State

Despite all expected seasonal upsurge, January placement of selective broadcast advertising as indexed by the Rorabaugh Report
continued down, the fourth mouth of the decline. Some stations
continue tu do Letter. but the total over -all business is down. Drugs
took a better than seasonal jump from 159 to 202, doubling its average month. Food. Automotive, and Miscellaneous classifications
were oft' slightly from 5 to 31 points ). The Aliddle- Atlantic and
Southern areas are holding their own. remaining at their approximate December level. This isn't good, Lut its better than the country
as a %%hole. March seems to be the month for Automotive selective
placement. with DeSoto. Dodge, Plymouth, Ford (starting 21 Febru-

selective

radio
trends

I

Based upon the number of programs and announcements placed by sponsors with stations
and indexed by Rorabaugh Report on Sel-

ary) scheduling intensive campaigns in over 200 markets. Questions
in the Minds of business manageaient are holding up spending of

ective Radio Advertising. Reports for August
'47 -July '48 are averaged as a base of 100
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For this total sponsor is regarded as a single corpora e entity no mat er how many diverse divisions it may include. In the indus ry reports
however, the same sponsor may be reported under a number of classifications.
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We hope you've seen the fine new booklet of the NARSR*,

10116.

"Spot Broadcasting lets You decide." It's a honey -and as a
member of NARSR, we're proud of it.

It repeats a lot of what we've been preaching for years: That
Spot Radio gives you your choice of stations, times, markets.

That you pick the best programs in each market, the right
selling message for every program. That you can reach either

Ilk

t

one small county or the entire country

JOHN
BLAIR
Z;

COMPANY

can afford

.

.. spend just what you

... and make every single dollar work and work

and WORK for you!
Ask your John Blair man to show you this excellent booklet.

You'll profit by it

... and you'll enjoy it. Ask him today!

IREPRESENTING LEADING RADIO STATIONS
Offices in Chicago . New York

10
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'National

. Detroit . St

Louis .

Los Angeles

.

San Francisco

Assoziation of Radio Station Representatives

35

STATION MERCHANDISING
(Continued front page 23)
the \\'L\\' Consumers Foundation
which investigates and reports on
product likes and dislikes. The advisory group keeps \\'L\\' advertisers
informed on buying trends.
Besides the
research activities.
whieh arc little publieizcd, \\ L \\ pub lishes special newspapers for each
segment of the retailing industry, has
field Ines who help achieve distribution, and plans a number of regular
point -of -sale promotions both for product groups and for individual advertisers. Typical were WL\\''s General
Mills and General Foods '`weeks."
Ilundreds Of stores displayed stacks of
;\I and CA' products kith special displays. Sale iocrea -es were traced to
the displays and the impetus which the
..weeks" gave to the firms' products.
Because \\'L \\' is so promotion minded. main' stations in its area are
also merehandisiug- minded. This is
generally noted throughout the broadcasting industry. Where one station is
especially conscious of the sales promotion facts of broadcast advertising.
many other stations become merchandising-minded. \\'SAI (formerly owned
by Croslcy and now a Marshall Field
station) has an energetic campaign
going under the direction of Manager
Bob Sampson. \ \'S:\1 is sponsoring a
retail sales training course which is
reaching 2.1511 retail food outlets.
hese outlets use displays whielt tie
lip with \\'SAI sponsored products.
\\'SA1 sells its Jon Arthur program
for instance. on the basis that with two
announcements an advertiser receives:
newspaper a('t.rtising on the show.
bus and street cards, taxi tire covers,
billboards, and point -of -sale advertising.
\\'I \G in Dayton is a promotional minded station, as are all the I'at Williams managed outlets. As Ruth R.
Krause. merchandising consultant for
the station. expresses it, in the Lionel
B. Moses manner. "advertising brings
people to the product, but merchandising brings the product to the people."
When the Chelsea cigarette uas
being sold via the Gus Lombardo proN(: sent costumed models
gram. WING
through Da) ton's shopping areas to
distribute announcements of the "Name
a Song' contest. This bringing merchandising to the people (see cover of
this issue) is typieal of WING.
(Please turn to page 44)
1

zokertising
agency, Cox and Tanz, (liycright around the eorner! is eurrently placing 17 of its clients on
\\ II' . . . sure enough means
the agency knows that " \VIP

Out.

Philadelphia
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WI,

Philadelphia
Basie Mutual
Represented Nationally
by
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(Continued from page 29)
E. T.

creased because of the ban. Talent
generally likes transcribing because
it's able to do a number of programs
at one session and thus increase. at
least for a short time, its earning power
per week. In many eases, a good
recorded program has led to other
good jobs, and everybody's happy.
The recording scale is not much higher
than network fees, and cratnnting a
number of programs into one session
makes possible a cost -per -program
that's really lower than a live airing.
Transcription companies do lament
the fact that small organizations continue to sell programs which were
made in the Noah's Ark days of recording. They run into these bargains when they try to sell a 1949
transcription series. What makes it
worse for them is the fact that frequently the ancient series includes

f

The
in KnsasC.
Swing is toiIIB
I0,

YOU
GOTTA BE

The

1949 SWING Girl
Miss Vera Ralston
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flip
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income and
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of the State
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WAVE costs less,
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*

MARKET ... W HB's Golden Kansas City Marketland

transportation and distribution hub, agricultural capital, the home of multi- billion dollar industries. Complete

is a

data on request.

*

AUDIENCE ... \t'HB's 27 years of aggressive
broadcasting have won 31/2 million listeners who
swing to 710 for fresh, friendly entertainment and
solid buying tips.

* PROMOTION

...\X'HB's alert experts
advertise, merchandise and promote your product to bring results that will leave you gasping.

10,000 WATTS IN KANS4

LOUISVILLE'S

WAVE

DON DAVIS

FaT

AFF'& PETERS, 910KC
INC.
5000 WATTS

NBC

JOHN

T.

SCHILLING

C(NfPAL MANAGER

f fv«nc.Eted

FRRIAiEEE
National Representatives

JOHN BLAIR
MUTUAL NETWORK
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fact that stations do not abide by any
There is one problem which faces
code \:113 or otherwise) on commer- transcription organizations wvhich faces
cial time." states a West Coast tran- everybody who sells programs. Adscriber. "The result is that we have vertisers buy what they like and not
to plan for a flexibility that gives the what will sell their products or servmaximum time an advertiser should ices. It was the exception to this rule
expect, and still plan the open -end that built the great firms of Procter
tinting so that an advertiser wanting
Gamble. American Ilonte Products,
to stick to the industry code can use a Sterling Drug. and the few other conminimum of advertising and still have sistent users of daytime radio. if
an effective. well- tinted program. That they liad bought only what their adtheir chances selling against ancient sounds ease. It isn't. \\'e'ye licked vertising departments enjoyed personrecordings.
it. but we'd all be better off. in the ally, the'd never have found the dayOne of our great problems in re- recording industry. if a code was time serial device which delivered
lower cost sales than any medium.
cording open -end transcriptions is the lived up to."
some of the very names they have on
their offerings. Many of the reputable
transcribers would like an industrvide rule that would force recording
organizations to place the date of the
recording on every label. '/'here are
others who contend that a transcription made (luring the past few years
will be just as good ten years from
now as it is today. They're against
year -labeling, and are willing to take

1

%

I

We

havir8, a Babyat 630!
--

Yes

..

any minute now KMAC will be the proud possessor of a

n.icc fat 5,000 watts,

out the big event.

unlimited, at 630

... and we're all sweating

And along with us, there's an audience of one

and one -quarter MILLION awaiting the new arrival

the nation's 27th market.

.

here in

Let Pearson give you the details!

MBS * TSN
MUTUAL IN SAN ANTONIO

KMAC -KISS

The local and regional sponsor
would like to buy a program that
would give hint prestige. Frequently
he buys such a program and it doesn't
produce sales. Ile blames the medium
and frequently transcriptions also. A
giant corporation can often buy a
prestige program and not suffer too
much by the purchase. The organization that requires direct sales can't
afford/ a good -will offering.
One of
the reasons why the Frederic Ziv orgenization went into producing prestige items like Ronald Colutan's
Favorite Story was because it had
grown tired knocking itself out selling
shows that did great selling jobs for
sponsors but didn't lift the advertiser's
ego. Ziv in Favorite Store combined
a class formula with enough promotion and star appeal to both sell and
gratify the "big shot" desire of advertisers. Transcription producers lament
tl.at they have to keep both sales effectiveness and man's vanity in mind
every time they record a new program.
If they don't. and the result is a show
without class that sells like the devil,
it costs them too much to sell it and
lc keep it sold to advertisers. If it has
prestige without sock sales appeal,
then it seldom gins renewals and selling one 13 -time series doesn't pay off.
"Transcription production is a big.
an expensive business..' points out the
(measurer of a nationwide e.t. producing corporation. "dust of us have
all our profits tied up in master record ings and pressing while we worry
about how- soon TV is going to take
over. One thing most of us are certain of is that television will move in
,n the networks long before it hits
roadcasting at a local level. At least
that is what current surveys seem to
indicate. Before 7t a.m. viewing is
practically nil. Daytime viewing is
still a great big question -mark. 1.111
(/'lease turn to page 42)
I

Howard W. (Papa) Davis, owner
Represented Nationally by John E. Pearson Company
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GRAND COULEE DAM
largest there is, supplies power for Northwest
industry to the humming tune of 15 billion kilowatt
hours of electrical energy. That's power for (among
many others) the great aluminum plants which produce half the nation's primary aluminum!

...

BUYING TIME ON KJR

...

you reach 1,178,303 listeners in a market that's

industrially alive

- unlimited - growing!

"And the beauty of it is," KJR's 5000 watts at 950 kc.
penetrate this market with 90% coverage of the
important area reached by any 50,000 watts at
for more economical rates! Comparison proves*
KJR's plus value to any advertiser in the Puget Sound
country!

-

SEATTLE

5000 WATTS at 950 kc.

For more

"beautiful" facts, talk with

Check

%

An
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Mr. Sponsor asks...
I`-l'ro:;rau1- appealing -olcl% to die 6-1.2 year olds
(-1 llcic Don-. etc.) Ilayc virtually disappeared front
radio. l'an tllc\ re-emerge a asel1111t1.v, factor 111 tele%-i .ion !'
R.

we had a contest.

%%ith two kids from
the "peanut gallery" building trains

The
Picked Panel

answers
Mr. Boyd
certainly
'E.he)
can re- emerge as
a strong selling
factor in TV .. .
ask any of us
with
connected

Howdy

Doody Show ou
1 BC.'I' '. We've
had plenty of

proof

already.

1'ou might not think that Polaroid 1'V
Filters could be sold through a children's show- but about 50,000 were
sold during a period when Polaroid
was sponsoring a segment of the show.
The l pique Art \Ifg. Co., now sponof
soring a I5- minute weekly port'
the show. can tell a spectacular story
of sky rocketing sales traceable directly
to this T \' ach ertising. We hear continually of parents bringing children

into lot stores %%ílh Junior shouting:
"Mama! I (want a I nique to l'
The makers of ;Mason candy bars
are now sponsoring a portion Of
l/rurdy ;Minh on the full NI1C -T\
net(cork because a five-week test (on
\N AB'l'. New 1 ork. only I. offering a
"humming lariat' for two wrappers.
brought in a total of more than 9.00(I
wrappers.
It seems as though we hay only
to mention a thing in passing on
//meth' Doody and thousands of kids
spring into action. One day recently
40

Assistant Advertising Manager
National Biscuit Co., Inc., N.

Y.

into a rut. This is particularly true
of children's programs that have (or
should hate) a strong educational
slant, as %yell as children's entertainment. TV, on the other hand. offers
some highly commendable children's
programs, both from the parent's point
of view and from the advertiser's.
When T\' was just getting started.
few of us realized the terrific "sock"
the medium would have for young sters. Today. the increased impact
means that children pay a good deal
more attention to what they see than
what they bear on the air. For TV
advertisers, this means better sponsor
identification and increased sales of
whatever product is being sold to the
children's audience (and thus to their

from milk cartons. For days afterward we were swamped with calls and
letters inquiring where the chassis
heels for the cartons could be
bought.
The kids -even down to the smallest ones, it seems -are quick to catch
trade naines and to identify items we
show. I -n- i -q -u -e is not a particularly
easy word for small children to pick
up, but to llowdy's young fans its as
simple as c -a -t.
The fact that Howdy is winning
friends, and influencing them plenty.
is clue to the fact that the short' is
based ioo'; on wholesome entertainment. This is a path from which radio
strayed badly in programing for the parents) .
6 -12-year -olds. with a result that much
Much of the success of children's
criticism was heaped on radio's head. programs in T \' is inherent in the
It looks to us as though T\' can en- nature of TV itself and its increased
tertain the kids wholesomely, even slip potter to impress. As an example of
in a little education here and there, this. I should like to mention the
and sell 'em just about anything you "preachers" presented on the Small
%taut Mom and Pop to buy for therm. Fry Club on Uu\lont.
Boar SMIT11
These "preachers- are not prepared
Ilowt1' Doody Shore by "Big Brother ', but are clone by the
\'ew York
children themselves. They are drawings. illustrating little lessons in safety. discipline, neatness, health. and
Television, of other matters of child education. Since
course, offers a they are made by the children then feel. makes them emimore s e r i o u s selves, this.
to our youthful
challcuge to radio wilily
than anything in audience
The mothers of our 78,000 Small
recent years. TV
Fry
Club members tell us that their
is already fore learn things along with Pirro,
children
older
ing the
our Gateway Productions puppet %with
t o
m ed iu m
"sharpen -up," to the yen to investigate everything. This
become self -crit could never be done on radio, and is
only one of the factors that have made
'wall. and to search for new and better
techniques. Programs and production radio programs appealing to children
in radio, in my opinion, have slipped almost disappear.
%c

The

Stewart Boyd

.

1

SPONSOR

With TV's wider, more flexible
juvenile programing ideas, and its
power to create high sponsor identification in young minds, children's
programs will undoubtedly re- emerge
in 'EV as a strong selling factor and
an advertising tool of ever- increasing
usefulness.
BOB EMERY

Small Fry Club
New York

Programs appealing to 6-12 -yearolds can definitely reemerge as a
selling factor .. .
in TV. Perhaps
one of the reasons many juvenile radio pro-

grams were

ineffective in selling the sponsor's product was that the
program could not hold the attention
of children intensely enough to keep
them interested. For instance, the
adventures of the principal character
in a children's radio program may
have served only as a background for
the personal adventures of each child
in his or her
imagination. As a
result, many of the children never
really listened.
In television the children's programs
demand, and I think get, a child's undivided attention. The child must look
as well as listen. He cannot dream
his own adventures or identify himself with any of the characters since
the actions of the character on the
television screen are live and real. The
characters become personalities which
he sees and likes or dislikes as he
would any friend or enemy. Naturally.
when his friend on the television
screen tells him that a product is a
good thing to own and shows him why.
he will react in much the same manner as if a real friend had told him.
So his desire to buy and influence the
buying in the home is intensified be
the sight of the product and his relationship with his television friend.
There is evidence to prove these
two points. "Jolo", the clown on the
Lucky Pup program, is the friend of
many thousands of children in the
television audience. Daily he receives
hundreds of gifts, detailed plans on
how he can thwart "Foodini," and
just plain fan letters. Recently. Job)
(Please turn to page .58)
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South Florida's 400,000 residents and many of the 2,000,000 visitors
they entertain each year are greeting television NOW. WTVJ, channel 4, Miami is now testing on the air. 1VTVJ is affiliated with
Wometco Theaters, Miami's most progressive movie circuit.

full coutuereial program schedule
within
....
casts
famed

the month. Featuring live teleof
Florida sports and the best
in films. Complete remote equipment. Full
studio and production facilities.

w

17

N.

W. 3rd

channel 4

MIAMI
St.,

Miami,

Fla.

Bob Venn, General Manager
Clyde Luca, Program Director
Max J. Weisfeldt, Sales Manager
Earl Lewis, Chief Engineer

represented by Forjoe

&

Cotupany
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PRODUCERS' LAMENT
(Continued wont page 38i
E. T.

in the Daytime is sro\SC)R's current
report on telecasting in this issue, page
211. We feel that transcriptions gill
furnish a great portion of early a.m.,
dastinte. and after 10:30 p.m. broad-

casting throughout the nation. Advertisers should start realizing that in
non -T\ areas they'll have to continue
to use radio for a long time to come.
And transcriptions are the way to do
progratnwise...

it-

'1-he

transcription producer's lancent

pi.

is Lased upon the fact that he's in a

SOUTHWEST VIRGINIA'S

national business, but has to do 90`,
of his selling at a local level. Ile'd
like to cut dom n his sales cost and
that would help sponsors -but when
he does he has no sales.
Even when transcriptions are paid
for on a dealer -cooperative advertising
basis (manufacturer and retailer sharing costs). the producer has to go out
and do the selling.
"Nobody loves a transcription producer but the sales eurve. " is the final
summing up of a recording program
executive's lancent by himself. "It's
a good thing for us that transcriptions
sell merchandise."

RADIO STATION

TV IN DAYTIME
(Continued on page 25)

Says Sterling's pre iclent. James 11111.
Jr.: "At one time virtually all of

Sterling's advertising way concentrated
in radio. but w-c do not expect again
to place reliance un a single medium".
\\hat this means in terms of advertising dollars is already et ident. Sterling has reduced its 19.19 radio budget
by 81,000.000 (cancelling radio pro grants to do so) and mill divert an
estimated 80'.4 of it to TV. the majority of it during the daylight hours.
To old hands in the ageney business.
this shift of Sterling ad dollars is no
mere matter of re- allocation of advertising funds. Sterling was one of the
first advertisers to pull sizeable chunks
of money out of other media to go
into daytime radio in the early 1930 -s.
Other advertisers have already taken
the daytime initialise. For nearly a
ear Swift Co. had the Swift ¡Jonne
Service Chub on \BC -'1\' with Tex
and Jinx \IcCrarn before it switched
over to its fancier nighttime shoe with
Lamm Ross. Three of the Duane Jones
clients had an extensive run with the
early afternoon Missus Goes A -Shoppin' audience participation show on
Cliff -T \'. During the mar years, Lever
Brothers experimented with TV versions of two of their soap operas, Aunt
Jenny and Big Sister) for a few weeks
on Du\iont's \\TABI). N.Y. The results of these experiments- -and for the
most part these and other programs
like there were experiments-from a
sales standpoint mere often good and
sometimes excellent, but they were primarily the result of an advertiser's desire to "feel the wad" in TV. and to
his stall a workout with visual

r

'I'Ite market in

N\

I)I1J' lutal

I0113 emerage

uf \ irginia"s total
buying power. (And 7.90e; uf West Virginia's.)
area

reI)rcents

In .îl)`';

ui better I3AII3
\

to
I

I;

:3.--).,-:3er"

I';:

coverage \VI)I3,) sells
buying I)umer.

PETERS!

WDBJ

CBS S000 WATTS 960 KC
Owned and Operated by the
TIMES -WORLD CORPORATION

R O A N O K

E, VA.

FREE & PETERS. INC., National Representatives
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techniques.
The initiative with daytime '1'V, as
it was originally with radio, still rests
with the T\' stations and networks.
Although the majority of agencies is
extremely interested in what is happening to day time T \'. most of them
are cant ions about recommending it to
clients as an advertising medium at
present.
Du \lout is the first 'IV broadcaster
to air an extensive schedule of daytime TV programs. beginning earl- in
November. 1918. Programing now hegins at 9:00 a.m. ttilh the I) u.11ont
kindergarten, and carries through a
daslime schedule of women's- interest
telecasts that range from Dolls wood
gossip to music and needlework shows.
SPONSOR

DU\Iont began daytime operation
for several reasons. For one thing. it
looked to Du \font's Commander Mortimer Loewi as though low-cost daytime programing was going to be a
"bread- and -butter" portion of their
operation. For another, Du \font (unlike NBC. CBS, etc.) had no worries
about undermining their daytime rate
structure in radio. They see in daytime TV a chance to strengthen their
industry position as a program producer. A lesser, but still important
reason is the fact that DuMont set
dealers had been asking for programing. not test patterns. to help demonstrate sets to customers during daylight business hours.
The programing at Du \'lout is exceedingly simple, both to keep overhead down and because of studio limitations. Programs are designed with
listening as well as viewing in mind.
The Du\Iont theory (which still remains to be thoroughly proved either
way) is that the daytime audience in
TV, as it is in radio. is primarily an
audience of women. The bulk of these
women are homemakers who are bus)
around the house during the day light
hours. Thus, the housewife can turn
(Please turn to page 461

IT'S EASY,

IF YOU
KNOW HOW!

Every tune -buyer knows the danger of jumping to the
conclusion that high power and major -network affiliation
make a radio station tops in its area. We of KWKH have
50,000 watts and are CBS but we also know it takes experience to run an outstanding operation in the South.
KWKH has had 23 years' experience in broadcasting to
this area. We've worked hard to learn what type of programming appeals most to all segments of our audience. And
then we've spared no trouble or expense to give our listeners
that sort of programming. The result is that the Hooper
Station Listening Index proves KWKH to be one of the most
outstanding CBS stations in the U. S.
.Let us (or The Branham Company) give you all the facts.
We think you'll find that KWKH is a MUST for you.

for

IET%ITORK

CALIBRE

PROGHIIS

KWKH

at local
station cost

Texas

See your station

representative or write

SHREVEPORT

LAG-%VOftTff
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J

programs. inc.
113

W. 57th ST.
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YORK 19,
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50,000 Watts

CBS

LOUISIANA

Arkansas
Mississippi

The Branham Company, Representatives
Henry Clay, General Manager
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PRIDE OF THE TOWN
¡Continued from page 32)
to admit to over 10 years at the loons.
Bates Manufacturing Company is an
old textile firm that never moved out
of New England. Bates has been part
of Maine tradition for generations. as
is indicated by the founding of Bates
College in 186-1. Bates has a considerable number of French- Canadians
working for it who don't know too
much about America and its traditions
it's close to the Evangeline country).
Bates wants them to think of themselves
as :Americans. to know the traditions
of Maine. and to he happy the are
part of the Bates family. it uses two
stations in i.ewiston. one in Augusta.
and one in Portland to present 1)o You
ñnou' .Maine?
The grow ing importance of community advertising is best indicated by
the fact that the newest series of booklets being planned for distribution by
the U.S. Chamber of Commerce starts
out with Community Relations Advertising. The manufacturer who ignores
his hometown eventually gets into
trouble with the lx'ople who live in the
town and with the towns fathers.

While many firms haven't reached
the point where they schedule regular
weekly broadcasts. more and more
organizations turn to radio for special
occasion broadcasts which link the
firm and the town in which they do
business. Typical of these Christmas.
Easter. and other holiday programs
was the broadcast over WCSS. Amsterdam. New York. of the Mohawk Mills
chorus of 110 voices. together with a
Christmas greeting from Mohawk's
exeeutive v.p.. Herbert L. Shultleworth.
2nd. It was a huge success. not alone
because it enabled \iohawk's carpet
workers to hear the voices of their
fellow workers in song. but also la.cause Molravv k promoted the occasion.
Two clays prior to the broadcast, ads
announcing it ran in the local newspaper. \VCSS carried announcements
of the broadcast for four class before
the caroling. 'l'he program was repeated. transcribed. on Christmas evening so that the singers could hear
themselves. Three concerts hs the
choral group are given each year. and
they fill the Junior high School auditorium to overflowing. necessitating
matinee and evening performances.
Mohawk is important to the ccononiv
of \nrsterdanr. but it still wouldn't be
a friendly part of the town if emu44

munity relations were neglected.
doesn't take big gestures to
11
develop good eomuiunit% relations.
Frequently little gestures accomplish
far more than grandiose broadcasts.
One local firm broadcasts once a week
a list of items left on local buses. What
this means to bus travelers eau best be
indicated b} the fact that less than
5'; of lost articles are unclaimed in
this town. while over Met' are unclaimed in a normal transit area. An
amazing number of people fail to recall
where they may have lost personal
belongings. The firm sponsoring the
bus lost -and -found articles has related
itself to its town.
While internal house organs are expected to carry part of the commmunitrelations job of many great corporations. they fail to have vital influence
on the community families- -the wises
and children of workers and town folk.
Broadcasting can be, and is in a number of cases. an oral local house organ
for manufacturers. in one area. Jamestown. New York. manufacturers not
only use time as a group. but the Art
\ letal Construction Company. Automatic Voting Machine Company, and
the National Worsted Mill also have
programs of their own that relate their
artiyitics to Jamestown.
Although SPONSOR has made no intensive survey of the number of firms
with community- relations programs.
over WO stations have sponsored this
tree of broadcast. Public utilities.
worrying. of course. about government ownership, are in the forefront
of community- relations broadcasts.
From Canada (Northern Electric
Company) to Florida (Florida lower
and Light Company) utilities extol the
laud they live in.
Some utilities like Central Illinois
Light Company (Peoria) have programs on which free tine is given to
non -profit clubs and organizations
which have something to tell their
localities. When a utility ceases to be
thought of as part of the town it
serves, there's trouble ahead. Broadcasting. being a personal advertising
medium. is ideally suited to being the
link between a utility and the people
it serves. Conununity relations is a
number one project for utilities.
There's a hat company in Sunbur.
Pa. (Lasalle) which realized that
%corkers gripe most about their jobs
when they get up in the morning.
Ergo. Lasalle did something about it it sponsors user \CKOK a disk joekcv

earls a.ui. session.
Mane manufacturers turn to local
broadcast advertising in their own
towns only after they've had trouble
with their employees or with the town
itself. That. admit most communityrelations program sponsors. is not too
wise. Problems with employees and
with the towns in which great corporation plants lire arise 99 times out of
100. They seldom can be avoided.
\Vise management goes to work on
problems before they become aches.
When a business is "the pride of
the town." there's less chance of its
stubbing its toc.

STATION MERCHANDISING
(Continued front page 36)
Many stations maintain regular mailings to retail outlets. These eau take
the form of penny post cards like
\1'11ßC' (Canton. Ohio). The stations
also send out regularly for sponsors of

this program elaborate grocery. drug
and general store trade letters.
\\'CAI: ( Pittsburgh) makes special
mailings for clients, as well as monthly
Grocery Briefs and Druggist Briefs.
These not only carry retailing news.
but also merchandising and program
information about what's going on
over \VCAE. Many of the retail sales
promotional mailings are syndicated in
nature the station adding its own one
or two pages to the prepared material.
\CCAE lias an established point -ofsale route. Thirty Sun Drug outlets
carry counter cards which have slots
for a photograph of a program personality and merchandise tie -ins.
Out in the Northwest. the stations of
the Pacifie Northwest Broadcasters
group have merehandised through a
regular Parade of Products. The
Parade promotion includes a special
15- minute program on the air. as many
as 25 announcements a week and point of-sale streamers and cards. When
PNI3 merchandises a product, it becomes that sponsor's week on the
l' \B station.
It's not how its done but how effective it is. That's wits \VLW has practically the highest network station rate
card in broadcast advertising, and
\\'Nl: \\''s rates are tops for an independent metropolitan station.
And a good proof of muerehandising
effectiveness is to check radios in retail stores. lu any Italian merchant's
shop in New York, the dial is usually
.
set for \\'O \'.
SPONSOR

\,I1,
- ,- .. n the morning (8-12 a. m.)
in
the afternoon (12 -6 p. m.)
I /11 \ \
and in total rated periods

.

*October- November Hooper Ratings.

This business of leading the pack is getting to be a habit at WFBR.
And we're leading not only on the Hoopers, either. We're way out in front in
audience interest audience loyalty, too!

-

Witness: recently one of our M.C.'s mentioned that he had some studio tickets
available. He mentioned it just once -and Uncle Sam's harassed mailmen
brought requests for 113,952 tickets.

-

Add it up: all our firsts audience loyalty- constant newspaper and car card
advertising
house organ, modern, handsome studios -and 100,000 people
that see a broadcast in those studios every year -and your total has to be:

-a

ABC BASIC NETWORK
5000 WATTS IN BALTIMORE, MD.
REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY
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TV IN DAYTIME
Continued from page 13)

YOU MIGHT BAG
A SIX -FOOT MOUNTAIN

LION`

-,.

_
yer

BUT...

um-.

YOU NEED
S,,\\

WKZO-WJEF
TO

away from her set. glancing at it oeeasional v. and still hay a the program
make sense. With this program theory
underling the actual production of
visual air shows. I)u\lont's daytime
programs have been eritíeized often
for being "radio shows with eameras
turned on them." That statement is
true. But the Ih1 \lout method of programing simply. and basing most of
their programing around personalities
rather than elaborate sets. makes for
low -cost TV operation. After six
weeks of daytime operation, Dui font's
dattinle cost sheets showed that they
were running in the black. Dupont
expects to do even better as other stations on the I)Ir \Iont network ( \VTTG.
Washington:
Pittsburgh: and
W\IIC, New Haven. are earring 1)u\lont networked dad time shows now)
are added and the cost- per -thousand is
lowered.
At present I)u \Tort is produeing
shows with one studio. a few permanent sets, minimum camera crews. as
%%ell
as cost- cutters like the eioekwteatler- temperature devices (varia-

/

..

CAPTURE WESTERN MICHIGAN!

Western Michigan. embracing both ( ;rand I alitl; and Kalamazoo. is a w
lerful market. But like any other. it's gels
to be reached to he sold. And because of a freakish condition of "fading" in this area. outside stations simply don't
get through consistently into Western Michigan!
\\ h7,O. halanravZoo. and \\ JI ?F. ( ;rand Rapids. are Western \iichigan -. toplliglit Balers. c bitting excellent corer
age with low rates. (our Iloopers prove real audience preference in our two big cities. By project' . you can figure
that this preference boils down to about 23% more city
listener, alone -aunt our 11111t figures show even higher
audience- diífereutinls in the surrounding territory. Best of
all, the eoIIinal
of WKZO-WJEF
Z(1 -\\ .II':F costs 30% less than
the next -beat two -.tat'
c
binat
in Kalamazoo and

KMLB
KEY TO RICH

NORTHEASTERN

LOUISIANA
MARKET

.

.

.

-

(

MONROE

LOUISIANA

;rand Hapid..
Write to us or to %.erv-Knode'. Inc. for all the facts

I. IL

l'allrr,.nn ldlMd

a

27n.poeud

lit

ounlain lion al llillaidr, .lrizona, in March.

W.EF
/í*_t
IN

GRAND RAPIDS

AND KENT COUNTY

asst

FACTS

-

mill
dollar
9î.I10 radio
within 1011.11's one milevolt contour. In area this includes 17
.i%11.1
market
I

a

serves a 223
encompassing

-all

parishes in northern Louisiana
3 counties in Arkansas.
BMB report.

and

5,000 WATTS DAY
1,000 WATTS NIGHT
AFFILATED WITH

BOTH OWNED AND

FETZER

OPERATED BY

BROADCASTING COMPANY

Avery -Knodel, Inc., Exclusive National Representatives
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American Broadcasting Company
Represented by

Taylor- Borroff & Company, Inc.
SPONSOR

tines of which hanc been in wide use
in the 'I'\ industry for some time.
Notable is the WI)KU. Chicago, use of
u '.Iultiscopc- device. three hours a
day of which is sponsored by Phileo.
To fill in odd chinks in the daily prograi schedule (almost none of it can
be rehearsed except some of the music
-bows) I)U\lont plays off nearly an
hour -and -a -half of film recordings of
arious nighttime shows usually from
the preceding night) as an audiencebuilding promotion stunt. Program
costs for a typical 15- minute show in
such a schedule ion a five-a -week basis
for 26 weeks, using I)uMont -owned
WARD. VTR'', and \\'DT\' comes
to roughly S1,850 a week for time and
talent, kith few, if any, extras.
NBC's daytime schedule is more recent, and so far confined to WNBT.
N.Y., for the most part. Daytime T\
network service for NBC is only an
hour, between 5 -6 p.m. \Ion.Fri..
when These Are My Children If rom
Chicago), Musical Brevities from
Philadelphia), and Howdy Doody
from New fork) are being televised
via cable. The rest of the daytime
schedule, which started early this
month (February ), is seen in New
n

I

\'otk from 2:30 on in the afternoon.
\v \InT's programing. like Du\lont's, is simple and ranges from the
homemaking Bess Johnson Club to the
instructive Fun Ai the Piano and a
late -afternoon kids' storytelling ses-

tions quickly) NBC programs in a
field of TV where Du?lont had a head
start.
The program problems of WNBT
fall into a pattern that will have to be
met by many other "I'\ stations which
will he originating many of their own
daytime programs. and not merely acting as relay stations for network T\
service. Since audition facilities for
daytime programs were limited, decisions on programing had to be made
quickly. It was apparent from the
start (and also to a degree in the
results obtained on pioneer daytime

sion. Once Upon A Time. It was created from scratch in a back -breaking
mouth or so of hard work. principally
because of the demands of TV viewers
for daytime programing, plus NBC's
desire to establish the habit of viewing (more important in TV than in
radio because of the increased difficulty to the viewer of changing sta-

1

1

No other station
Chicago or elsewhere

-

COV E RS

5Q@T®

KHMO

..

Sont h B nd

.

SERVING

HANNIBAL -QUINCY
VV

AND

J1J

1

ClneS

that!

Sure, other stations can be heard in South
Bend
but the audience listens to WSIIT!
This station always has been, and still is, the
overwhelming choice of listeners in the South
Bend market. No other station even comes
close in Share of Audience. Look at any South
Bend Hooper for convincing proof.

-

COUNTIES IN
PROSPEROUS

erni
LAND

ILLINOIS

NATIONAL

-

IOWA

REP.

-

-JOHN

MISSOURI
E. PEARSON CO.

vi'uLaF c.4áL..v1á

1070 KC

11111111111111
7.0

S1T,

1000

WATTS

ASIA

.Tl

5

PAUL
28 FEBRUARY 1949

H.

RAYMER

COMPANY

0 0 0

W

A

T

T

S

NATIONAL

9 6 0

K

C

C B s

REPRESENTATIVE
47

operations like I)u\lont's Okay allot /der
and CBS-TV's .hisses Goes Al -Shoppin' that personalities. and not just
program ideas. were going to be the
backbone of da time TV programing.
ou can alw a) s change ideas to
fit a personality.- saws one NBC-TV
executive. "But with that camera right
in a performer's lap. won can't change
personalities to fit program ideas.
Sure. a Crosby or a Godfrey is hard
building
to find. But when you du
a low-cost show that will produce results becomes a lot easier. -.
SIru\SOIt goes to press, none of
the \\' \BT dal time shows has been

sold. However, NBC plans to extend
its daytime programing to the morning hours on \VNBT and to scryiee a
daytime network. NBC is holding to
the firm conviction that its positive
approach to the problem of building
T\ audiences in the daytime will work
successfully for it.
CBS, although one of the earliest
organizations to work with daytime
TV. has less than two hours of actual
daytime TV on the air now. Jack Van
\olkenburg has already revealed plans
to step up daytime T \' production to
the point where CBS is programing
some 16 hours a (lay, but it isn't likely

I
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Area Index shows. WOAI 2 to I in
daytime, 3 to I at night, over the next most popular station! This
Survey. filled with facts obtained from a cross-section of homes
in the area proves that now, more than ever, WOAI is "the
most powerful advertising influence in the Southwest."
The new Hooper Listening

If you want to get your message into the
homes of these Texans, remember that

WOAI is the only single medium affording
complete coverage.
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that it will come for some time. So
far. CBS is sending is the southbound cable filin shorts between 12:45
and 1:00 p.m.. Warren IIull's audience
participation show between 1:00 and
1:311. and a fashion show called Vanity Fair between 1:311 and 2:00 p.m.
From 2:00 to 2:30 p.m.. there is aired
locally on \\'CBs -'f\' a Department of
Agriculture filin series called The
Earth ll"e Live By.
CBS's immediate plans for an extended use of daytime TV are rather
incomplete. Like NB( :. CBS expects
to do most of its programing and its
selling around personalities that have
already proved or at least have a
strong potential) themselves popular
swish da) time T\ audiences. Also like
NBC. none of the CBS datinle shows
has been sold to national advertisers.
The last of the network organizations which will have a daytime TV
operation is ABC, and it is one that
will be handled on a different basis
(for the beginning at any rate) than
the other networks. ABC's plans,
which will be tested on a full scale
first on \VJZ -TV. N.\.. center around
a sort of suite!) on storecasting. In
the New York area, wiz-T \' and the
production firm of Modell S Ilarbruck
arc installing 16 -inch TV viewing
units (one master set and four viewers
per location) in near) a hundred
stores of the Grand Union chain. The
installations are expensive. and are expected to top S200.000 before telestorecasting gets under way in 1011 stores.
The actual programing for this new,
almost point-of-sale T \r will hinge on
a two -hour variety show called .Market
,Melodies, which will feature a melange
of programing devices (weather. news.
guest stars. fashions. shopping hints.
etc.) that have proved themselves reliable in programing afternoon women's participation periods. Carrying
the load of the "personality" needed
to waved the elements together is Anne
Hussrll, who will face the tough schedule of a 2:110-.1 :1111 p.m. stint across he- board.
The swstenr is much -like that of
storecastiug. 1hone viewers as well as
shoppers in the (:rand Union super.
markets w ill be able to time in the
show. The viewing units are placed
at strategic points in the store ( i.e..
near the check-out counters where long
lines of shoppers wait to have their
purchases totalled, etc.). The program

u.uari.. ,. bn. sm R,ur'i ,.1
rinr ..g,da.Ia n. II ()Al
., , (HIM a,,.n No, 1)

CLEAR CHANNEL

'tQN

Defrost, St. Louis San Francisco, Atlanta,

Boston

will not lre sold as such. InIt on the

basis of our- uliunle participations at

SPONSOR

the flat rate of $120 each on a six dav -week, 13 -week contract. To avoid
jamming up the flow of traffic in a
store. the visual portion of the show
will be interspersed with periodic
"static picture- and -music segment..
The :Market Melodies operation had
a trial run in upper Manhattan in De-

cember. when some test installations
were put in. and a series of "borrowed" TV film commercials were run
off for the benefit of store traffic in
three of the Grand Union stores. No
figures were taken at the time on the
actual results. but the store managers
are said to have been delighted with
the boost that it gave to over -thecounter sales. A sizeable increase also
was reported in the "impulse" purchase, after the product was seen on

advantage to sponsors of point -of -sale
impact for their product messages.
A less expensive. but effective system of programing via special TV devices in the daytime has proved successful at l'aramount's Chicago outlet. \C IIKB. A near- automatic' device
called a "\lultiscope" transmits a continuous flow of ticker -tape news,
weather. and time from II :00 a.m.to
2:00 p.m. (sponsored by Yhile° Corporation and again between 5:30 to
)

6:1)0 p.m. when it becomes a participa
lion period available to local clients.
The "Multiscopc" is about as artistic
in the way- of programing as an inbut it has brought
come tax form
\S'KKU close to the break -even point.
since the machine requires only the
services of a projectionist to run it

during daylight hours. WIIKIU intends
presently
to syndicate the dey ice
through I nited Press I, and the use of
(Please turn to ¡age 5
1

I

GUEST I'LL JUST TAKE

WDAYS
`MIKE NOTES"

TV

ABC is already planning further
use of this system as a pay -as- you -go
nucleus of daytime TV programing for
the ABC -owned TV stations in other
markets, and ABC affiliates are also
investigating (they have first refusal
rights to the system) its use in their
markets. The system takes initial capital to develop. but is expected to pay
for itself with the low -cost programing planned for it, plus the obvious

XL
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you ever hear of a listener
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Serving 3,835,800 people
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station's "house organ..? Neither
had we! But last year 10,031 of
us Red River Valley families
paid 10,031
in 90 counties
bucks for our subscriptions to
Il'DAF's moodily paper, ".Nike
Notes"!
That's pretty typical of our
fabulous North Dakota hayseeds
in the Valley because they all
make bile dough and all

-

O

-

II'DAY! BIG DOUGH? Yup, arm
average Effective Buying Income

per fancily of $5599! i.OVE
\VDAY? You bet! Every survey
shows they prefer it about 4 III
1 Dyer any other station!
Ask its or Free & Peters for
all the figgers!

r

A

FARGO, N. D.
NBC

-

970 KILOCYCLES

5000 WATTS

lit

FREE & PETERS,
E.,b.l.. Nn..n.l P.a....u.e
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1

Yeah, b
The

labor

CBS

n he li
puts into lifting the sales curves of its advertisers

brings forth more than a mouse. Long the leader in delivering audiences
at a lower cost, CBS now has the highest average Hoopers -the most

popular programs day and night -of any network in Radio.
The Columbia Broadcasting System
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WHEC is Rochester's most -listened -to station and has
been ever since Rochester has been Hooperated!

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

rd

o'

b

lengths!

evening-and

Latest Hooper before closing lime.

STATION

STATION

STATION

STATION

STATION

STATION

WHEC

B

C

D

E

F

39.6

25.5

9.8

4.3

13.6

5.5

AFTERNOON 36.6

28.8

9.9

8.7

11.2

5.0

34.8

6.5

6.6

14.0

Brood
II Sunset

MORNING
8:00.12:00 A.M.
Monday through Fri.

12:00 -6:00 P.M.
Monday through Fri.

EVENING
6:00-I0 00 P.M.
Sunday through Sot.

Station

36.6

NOVEMBER -DECEMBER HOOPER, 1948

Only

Latest before closing time.

BUY WHERE THEY'RE LISTENING:MEMBER GANNETT

RADIO GROUP

adar.
N. Y.

5,000 WATTS
Representatives:

EVE RE T T
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Mc K I N N E Y, New York, Chicago, HOMER GRIFFITH CO.,

Los Angeles, Son Francisco
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li l./'0Yi 11S

Ee111111
SPONSOR: Alpha Beta MarketAGENCY: Placed direct
C 11'sí LE l' 1'E IfINTOI {l :
This chain of 21 food markets in 17 Southern California cities is well pleased uit4
the unsolicited comments it lias received front patrons
who have been attracted to the stores through Alpha
Beta's television participation on 1TLA's "Shopping at
/tonte" program. Mention of a coupon offering. ivizieh
the chain had advertised in newspapers. was male during
one telecast. Food chain discovered that more than 100
customers who responded to the offer stated their attention had been drawn to il through the TV announcement.
KTLA. Los Angeles
PROGRA11: "Shopping at home"

SPONSOR: RC.1 'Victor Dealers
AGENCY: Placed direct
CAPSULE CASE IIIS'IY)R1 :
To gauge the pulling power
of Ti' advertising in St. Louis, RCA Victor inserted a
one-minute audio- visual announcement in. one regular
half-hour Saturday night local musieal program. The
announcement carried a free gift ofler-a Lipic mechanical pencil. Result was that more than 4.000 letters were
receirerl asking for the pencil. What Victor considered
even more significant than the actual quantitative response was the fart that about 90! of the requests asked
specifically for the pencil by name.
KSD -TV. St. Louis
PROGRAM: "Russ David Entertains"

ANTENNA ROTATORS

T
results
.....J
11/11:

BISCUITS

10E NCY : Placed direct
The manufacturers of Milk
Bone dog biscuits, nationally-known product, bought 20
one- ntiuule announcements on 1VABD recently. In each
announcement the company offered to gire away a dog
leash to each viewer sending in 2.5 cents and a box top
from a Milk Bone container. The 2(I announcements
covered o period of four weeks. At the earl of that time.
:1 /ilk Bone had received over 2.000 requests, each acccrnpanied by the box top and quarter -of-a- dollar. Finn is
now completely convinced of the selling power of T1'.
\1':181), New York
I'I((u ;It \ \I: One -minute announcements
11i1k Bone Dog Biscuits

t

\

I':I

LE CASE

I I

ISTOR1

:

A 1'1.'1.1.%\ /'ES
sI'O \COI{: sumtt 1pplianre stores
%C1 :N(:1: Placed direct
(.11'-1 I.I: (.11: iiIs] Y1{1:
Sunset is one of the first
retail appliance establishments !o alverlise television receivers on a television programs. On 5 December last.
Sunset began .sponsorship of .Sunday afternoon hockey
tames ¡:layer! by ,1ei York Rovers in Madison Square
Garden (. \.F.i. During each program. average of 3(I
phone calls are received from viewers. with about 5(I
people canting into the store each week. buying an aver age $350 for a weel.l) halal of $17.500. as a direr: result
of the advertising.
\\ I'1\.
Pitt 11,1i 1111 Rorke$ Game
1 ,rk

\c

SPONSOR: \eroneeep Motors. Ille.
AGENCY: /'laced direct
C \I'SI'LT. (:1E IJISTORi :
On .1 December last. Aerosweep, makers of a new type of electric antenna rotator,
began a series of one -minute spot announcements on the
Herr .\'ewarlc (,1', l.) Ti station. IF'ATV. 60- second film
commercial was used nightly. Wednesday through Sunday. In two -and -a- half- weeks. more than 1?50 replies
were received, a total of $19,937 in potential sales as the
result of a $1.300 investment in the announcements. Aerosweep considers this truly phenomenal in view of the fact
that the price of the advertised item is $39.95.
R':1T\-. Newark. N. J.
PROGR.11i: One -minute announcements

l'111,.1 l iO l 11 LENSES
-It i\ 'OR:

National Television Co.
AGENCY: Placed direct
CASE IIISTORI :
In four one-minute spot
announcements (or '`240.seconds ". as 1'ic Smith, National
Television owner. puts it) Ti' did an outstanding sales
job on behalf of Polaroid lenses
in this case. ground
filters which fit over the viewing end of a TI' tube to
relieve eye- strain and sharpen images. Company sold 200
lenses with a total retail value of $1,200, as the result of
the announcements or a return of $300 worth of business for each minute of advertising. No other media was
used in plugging These lenses.
\\BEN -T \. Buffalo
PROGI(:1:11: Oneminute announcements
(

:11'sí

I.1-:

TOYS
SPONSOR: Moreland Enterprises
AGENCY: Placed direct
(:.11'S( LE
IlIS'I OR\ :
live demonstration of the
".11irarle Control Car ". novel. streamlined toy automobile
run by remote control. on eight one -minute announcements over Paramotutt's Los Angeles station resulted in
the sale of lloreland's entire stork of over 800 units
during December last year. Firm. which is a factor
distributor. reported a gross business of $5.560 from its
eight video announcements. sole method used in marketing the toy product. which was acquired too late to ¡:lace
through retail outlets before Christmas.
ITI..1, Los Angeles
l'RO(:R 111: One -minute announcements
1

TV IN DAYTIME
(Continued from page 49)
the "MuItiscope" by other 'FV stations
is expected to increase. Other stations
have already been using the test patterns they transmit during day light
hours (usually for the benefit of local
TV -set retailers) for a profitable
cause. One such is KSU=iV. St. Louis.
which has sold its test patterns to
Magnavox Corporation between 3:00
and 4:00 pan.. Mon-Fri. it thus cuts
down on station overhead, and in the
ease of KSI).T\"s sponsor. gives him
a selling pitch at TV retail outlets at
a time %lieu the store traffic is
heaviest.
Throughout the eountry. Ty stations are becoming conscious of the
fact that daytime programing is something that is here to stay. Large market stations, like WCA1' -T\ and
\VFIL -1'V in Philadelphia, are selling
programs to leading local and regional
advertisers. (fierce- Phelps. appliance
dealer, has bought the hour -long
Homemaker's ,Matinee on WCAU --T\
from 2:00 to 3:00 pan.; Gimbel
Brothers signed recently for Cimbel's
Television!
Breakfast Carnival on
\VFIL -TV Mon-Sat from the store's
sales floors from 10:00 to i i :()

3".----

DELIVERING

These shows. which lean heavily on
the "personality" angle. are jut the
highlights) . cievciand's \VE\CS is
programing to afternoon women's
audiences with an elaborate Mon-Fri
4:00-5:00 p.m. show called Distal],
a sort Of TV women's magazine offered to advertisers on a participating
basis. Smaller market stations. like
Louisville's WAVE-TV. which is
building audiences for itself with a
Saturday afternoon children's quiz
show called Healthy, 1f'ealt /ty, and
'Pise, are either engaged in or planfling to start in daytime TV.

No one has aII. or even nufst of thr
answers for TA in die daylight hours.
The research is still on the skimpy
side. Program preferences have not
been fully explored. as they have in
daytime radio. Problems of day time
TVr station operation have to be solved
before much daytime programing can
begin. But certainly daytime TV pro -.
graining is here. and is already- proving itself to the advertisers who are
discovering that 'l'\'s impart sells.
products during the (lay time just as it
has already proved capable of doing

-

at might.

4,17,4-p>

A

TREMENDOUS
3-CITY MARKET:
)

BEAUMONT

ORANGE

PORT ARTHUR

Rieh

and the

Gulf Ceast Area.

Now 5000 Watts
DAY and NIGHT

-

560 Kilocycles

KFDM

New studios! New powerl All designed
to give you o more terrific impDct on this
wonderful m -trket -NOW, FIRST in the
notion in chemicol production! Strong,
too, in agriculture, lumbering and shipbuilding. .steody, diversitied employment
keeps folks here in o buying mood! Reach
them with KFDM, the ONE station delivering this rich 3 -City Market!

You bank bigger profits, too
... when
in the

WTAR does your selling job

Norfolk Metropolitan Market

WTAR delivers more listeners than any other station covering the
big. eager, and able -to -buy Norfolk Metropolitan Market.
Twice as many weekday morning listeners as its nearest competition
times as many in
. 2.8 times as many on weekday afternoons ... 3
the evenings. Sunday afternoon WTAR gives you 2 times as many
listeners and 2.7 times as many during daytime Saturday. So says the
Hooper Station Listeninq Index, November- December '48 for Norfolk Portsmouth- Newport News, Va.

Check that kind of listenership and the cost per
listener against any other station on your list. Easy to
see why WTAR gets along so well with thrifty folks.

Studios at Beaumont, Texas

Let us tell you more about it.

Affiliated with

AMERICAN BROADCASTING CO.
and the

LONE STAR CHAIN
Represented By FREE end PETERS, INC.

28 FEBRUARY 1949

N.

C. Affiliate
5.000 Watts Day and Night
Nationally Represented by Edward Petry & Co.

B.

57

MR. SPONSOR ASKS
(Continued from page 41)
offered a group of four pictures of the
Lucky Pup cast for 15 cents to cover
packaging and mailing eosts. ile and
Doris Brown. our mistress of ceremonies. made this offer three minutes
a day for ten clays. He received over
28.060 requests.
There's no doubt that juvenile programs with pull like that can become
a useful portion of an adv ertiser's TV
budget.
Veen ifocEats

Lucky Pup Show

.\'cu fork
Definitely.

Not only have
they emerged already, but they
have given proof
that their selling
impact is many
times greater
than was the case
in radio.
Last year on
our T\ .how we mentioned the 63E
RCA record player briefly about five
tinges in the space of three %reeks.
This was the only advertising given
this particular machine. Within a
month RCA shelves in Chicago were
cleaned out. One thousand record
players. or approximately $25.000
worth of Merchandise, sold by one
program ou one station is a graphic
demonstration of the selling power of
a juvenile program on television.
Kukla. Iran, and 011ie receive hundreds of gifts each week. They are
ingenious gifts that required time and
imagination to crake. Another indication of the hold our show has un the
youngsters was the occasion %lien we
held a drawing contest. We were
swamped with so many drawings that
we had to cancel the contest.
On another occasion, Iran Allison
was absent from the show. When
Kukla and 011ie broke the news that
Fran had been operated on for appendicitis, 2.0011 wires, cards. and letters poured in.
It is this personal touch this Close
rapport with fans that convinces me
that any good juvenile program On
television %roil' far surpass the selling
power of a similar radio program.
Bt tdlt 'fi1.L.TitoM

Kukla, Fran cf 011ie
Chicago, Illinois
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THE BMB DILEMMA
(Continued from page 21)

April -and then again it may not. The

idea, however, is in the hands of NAB
top officials.
vcrtising
with the exception, of
There is, naturally, considerable
course. of station salesmen. Even in wonder about holy the Bureau of
the latter case it's the buyers lvho are Broadcast Measurement of Canada has
using the figures to weigh the respec- been able to muddle through during
tive merits of station time being of- its several years of existence. Agency
fered. Both the Hooper and Nielson men. advertisers, and station owners
services are financed both by buyers work Illudi more closely than do their
and sellers of broadcast advertising, south - of - the - border brothers. The
as are most other media research serv- business is smaller. They work in
ices.
close harmony. knowing they have a
The second survey kill be made next common enemy. "government ownermonth (March). It will endeavor, as ship."
far as it's possible in a second study,
There are 110 big salaries -no thousto add information that will put li \IB ands of stations to sell and thousands
listening information in its proper of advertisers and agencies to service.
perspective. While the dceeptive once - At a meeting of the Canadian Board
a- week figure swill. its expected. still of Directors of BIM it is not unusual
be published). it %rill be published only
to have the annual report read and
with figures giving the listening figures accepted by acclamation. followed by
on 6-7 tinges a week dialing, 3 -5 tinges a vote of confidence. Nobody is agie'
a weck dialing, and 1.2 times a week
it.
dialing. It was at first expected that
Nevertheless, on the occasion of the
an average daily audienee figure would second BB\I survey the time of the
be reported, but that figure -- invoking first 11M8 research study), 1111\I opprojections and by -gee and by -gosh re- erated within its budget only because
search will be dropped.
the job could be (lone as part of the
'there have been other problems bigger 11\1B survey. There are 2,870,with 11\I11. High among these were 000 radio homes in Canada (1918 fig population estimates which Sales .Man- ures). There are 37.623,000 radio
agement issues each year. B\IB esti- houles ill the U.S.A. This roughly inmates have been at variance with Si/'s dicates how much more difficult the
in a number of cases, especially in -18 -state job is from the nine -province
areas where population shifts have survey.
been outstanding. The West Coast has
The changes in BMB procedure,
been underestimated in a number of which will of course, be reflected in
eases, and this shift from old improp- the BBM report for 1949 as well. are
erly adjusted figures to an accepted not necessarily the complete answer
non -radio source will remove still fur- to the BJIII dilemma. The pared -down
ther negatives from li\IB's operations. operating cost of the Bureau is also
industry observers feel there has not the complete answer. It is quesbeen too Illudi polities in B \iB-- solne- tionable whether or not the suggestion
thing that is almost unavoidable with that the tripartite non -profit corporate
three trade associations involved in structure must be shelved.
These men point to
management.
There is only one thing certain. A
Broadcast Music. Inc., as the perfect national survey of station coverage,
assd)eiatioll-sponsored operation. The reported on a consistent base for all
stations bought stork in it- the elected the stations in the U.S.A. and Canada,
officials rim it. it is doing its job of must be continued. It must be conkeeping ASCAI' in line. even if it tinued in a manner that will neither
doesn't uncover too many great tunes. hurt the small station nor puff the
The contention is that. since stations big outlet. it must tell the truth and
are paying the bills 100r; , why not all the truth, sans any fancy- weightrun the operation as a station -con- ing of who listens to what outlet.
trolled corporation with stock sale just
If the B\IB is killed outright. there
like B \II. An advisory tripartite group hill be little chance of another orof working research men tvould be ganization coming into being for
asked to weigh procedures and wale!' years. With an expanding broadcast
over the surveying on behalf of both advertising horizon. of which TV is
the buyers and the sellers of broad- the newest though not the final phase,
cast advertising. This idea may be broadcast advertising can't afford to
suggested to the NAB Convention this he without a common yardstiek.
4.
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SELLING A WATCH BAND
(Continued /ront page 27)
Lyon, however, departed for New
York with a clear picture of the company's problems and the beginning
of an idea he thought could be the
answer. But the answer had to lie
within the S600,000 Speidel advertising budget.
It was at this time that Lou Cowan.
producer of Qui: Kids and other successful radio package shows, was concluding a deal with the American
Broadcasting Co. for Sunday-night airing of his newest package, the hourlong Stop The Music. On a 52 -week
contract, ABC would ask just under
$473,000 for the last quarter-hour segment of the show. If the early ratings
showed promise, Lyon figured the
vehicle might be the punch needed to
achieve fast mass recognition of the
Speidel naine.
The program went on last March,
and five exciting broadcasts later hit
a sensational, for Sunday competition
to Bergen and Allen, 10.5 (Hooper report for 18 April 191.8). By this time
agencies all over the country were making presentations to prospects for 15minute segments of the show. The
final quarter -hour, with its slightly
higher accumulated listening, was the
first prize being dangled before prospects.
ABC had offered any segment of the
show on a first- come -first-served basis.
It was obvious that only a quick decision by some advertiser would secure
the 8:45 -9 plum with its cumulative
listening. Cecil & Presbrey. having already analyzed the problems and the
advertising objectives of Speidel, offered Stop The Music as the answer.
The new hit giveaway show seemed
the right solution to Speidcl's problems
for one particular reason. Men and
women exerctise equal influence in buying jewelry, with men, however, making more watch purchases. Early spot
checks of Music had indicated the
current balance (for Speidel) of listeners, with Hooper audience composition figures for the program standing
now at 5.56 men. 4.24 women, and 1.9
children.
The Hooper last spring was already
higher than the network ratings of
four other sponsors advertising jewelry products ( Elgin -American, Ronson, Shaeffer. Helbros). The two retraining network advertisers of jewelry products. Eversharp and International Silver, had higher ratings. But
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TRIPLE-TREAT MAN!
On us, three arms look good! Especially when we're bringing you the good word about three great new KQV shows:
(1) Ace news reporter Bill Burns at 11:45 A.M., (2) The
sparkling new audience show, "Sing For Your Supper" at
1 P.M. and (3) The popular Deems Taylor Concert at 10:30
P.M. Any one of these daily shows will do a far- better -thanordinary job of covering the rich Pittsburgh industrial
market for you. Better write or call for details right now!

PITTSBURGH'S AGGRESSIVE
RADIO STATION
Basic Mutual Network Natl. Reps. WEED & CO.

WMT paddles its own
in Canoe
(IOWA)

and a spanking good time
is had by all, advertisers as well
as listeners. Canoe's population
wouldn't crowd a fair -size yawl
but if you're fishing for markets
there's a whole fleet of prosperous
Canoes in \\' MTland.
1,121,782
people live within the WMT 2.5
my line.

-

For smooth sailing in the important
Eastern Iowa farm- and-industry
market, navigate with WMT, the
exclusive CBS outlet in the area.
The Katz agency man will welcome
you aboard with full details.
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on the basis of cost as

The

related to rating, Slop The Music, with a lower
price tag than the shows of an% of
the other six sponsors, looked like a
real bu), The company urged quick
action to obtain the last quarter-hour.
They got quick action.
But when the agency went to ABC
to lay it on the line -someone had
slipped. The network sales department
had said '`no options ". But Cecil &
I'resbres were informed that a firm
option had. somehow, been granted

6R[,45T"NORMAL"

We've Ever Had!
WIOD led the
field in coverage of
the fabulous war time
market...and, now it
holds its leadership

by literally saturating
this, the greatest of
all "normal" markets!

another prospect.
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Red- faced. Lyon went back to Speidel and tried to explain. Despite the
disappointment. realistic Speidel officials were reads to consider the possibility of one of the remaining quarter- hours. The outlook was still good.
Out of 105 sponsored network
evening shows. for example, only 11
cost less than the $600.000 maximum
Speidel wanted to spend: and of those
11. oil) two had ratings higher than
the second segment of Stop The Music.
The conmpans for the second time
made a quick decision. By 25 1Iay.
less than three weeks after they had
looked at data on the 8:30 -1:4 seg.
turn), Speidel commercials were on
the air. This proved to be the first
time in the history of llooperated
shows that an advertiser succeeded in
landing a show among the first ten
ith his first radio dollar.
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advertisers

The commercials stuck consistently
One, that the
bands make beautiful. luxurious gills.
at a modest cost -and. of course, constant association of the name Speidel
swith the product. Commercials also
mention the gift boxes in which each
individual bracelet cones. This is another of the eonmpam's innovations in
promoting the product as a gift item.
Almost immediately the impact of
the program began to make itself felt.
Business ordinarils peaks twice a year
about six weeks in the Fall tpreChristnmas, and about two weeks in
the Spring. Buying is on a haml.tomouth basis the remainder of the time.
This has one advantage. howeser: it
permits a mere accurate appraisal of
advertising impact. Radio was selling
%satch bands, more bands than ever
before. Agents and company officials
to two simple ideas.

1111111.9

War

DOM IIIIA,TES
THE PROSPEROUS

soinl/E/tN NEW EHtm.AtlQ
MARKET

were jubilant.

The show started prouniting indi-

Paul W. Marency, Vice Pres. -Gen. Mgr

Walter Johnson, Asst Gen Mgr. -Sales Mgr.

WTICs 50,000 WATTS REPRESENTED NATIONALLY BY WEED
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viclnal models. such as the Fiesta, as
well as the name Speidel in connrction with all models. Spot checks on
a

\loudas morning after

a

previous

SPONSOR

+

night's broadcast always revealed immediate calls for the model featured.
Jewelers began to report increased
traffic as people rapidly took to the
idea of watch bands as something
beautiful and desirable in themselves.
instead of merely a string to clasp a
watch to the wrist. The hoped-for result of jewelers pushing the contpan)'s
products was achieved.
Another thing jewelers like about
the increased traffic is that it is composed largely of men and women who
seldom entered a jewelry store before
except to buy a watch or visit the repair department. This, of course
tends to break down resistance to visiting jewelry stores for numerous medium and relatively loweost items more
commonly bought by most people in
drug or department stores.
Window displays tieing in with Stop
The ,Music are furnished free with certain minimum orders of Speidel goods.
With a little more than seven months
of network broadcasting in 1918, the
company increased its business 25t`;
over 1917. This increase the firm
credits almost entirely- to its radio program. Instead of the w600.000 originally earmarked for the 1948 cam-

paign. Speidel finally spent in the
neighborhood of $778.000. 'Phis included something under 5300.000 for
a double-page spread and five full
pages in Li/e, three full pages in
Ladies' Home Journal, trade papers,
and direct mail. 'l'he main point of
pressure is on consumers.
The company plans to spend at least
as much on advertising for 19-19. Officials naturally regard Stop The
Music as the 1919 advertising mainstay. Just how the remainder of the
budget will be spent, and whether it
may be revised upward. depends on

411-f.svf.

I:ot

what the company decides to do about
television. They are as yet undecided
whether to experiment now when low
rates and choice time can be obtained,
or wait six months to a year when
larger audiences are available.
There's nothing indecisive, however,
about the way Speidel is capitalizing
on its conversion of a utility product
into a gift item by the use of network
radio and smart merchandising. !low
many advertisers land in radio's exclusive top ten with their first radio
dollar? And then increase their sales
25'; . All in one year.
.
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Texas Rangers

Ridin' High!
The Texas Rangers transcriptions
of western songs have what it
takes! They build audiences
they build sales. The price is right
-scaled to the size of the market
and station, big or little, Standard
or FM. And The Texas Rangers
transcriptions have quality, plus
a programming versatility that
no others have.
Wire, write or phone for
complete details.

...

The
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An ARTHUR B. CHURCH PRODUCTION
Kansas City 6, Mo.
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Low.....BROADCAST MUSIC, INC.
NEW YORK
CHICAGO
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Is BMB

Worth Saving?

The problem is clear cut. Shall the
Broadcast .NIeasurement Bureau be
amputated from the body broadcast,
or shall it be improved and continued?
Ij\tB is the second tripartite effort in
the research field to suffer from committee -ills and personalities. It is the
second research organization to have
the best fact and figure brains at its
disposal tvhich has delivered facts and
figures which do not tell the truth
about listening. The first was the Cooperative Analysis of Broadcasting
(CAB), which died under the Consistent attacks of C. E. Hooper. beeause
its facts and figures itouldn't stand up
under analysis. and because it cost too
much to operate.
BMB is essential to advertisers if

Ihe are to be enabled to use broadcasting intelligently and profitably. No
other organization even pretends to
report listening for all of the U. S. on
a station -by- station basis. This is no
reflection on A. C. Nielsen or C. E.
Hooper. The former, with few exeeptions. reports on national listening,
not individual arcas. Hooper covers
loo city areas, but does not cover non telephone homes nor non- metropolitan
hones. The L. S. Hooperatings are
network reports not individual city
area indexing. They do cover, in a
manner. which many researchers still
refuse to accept. telephone and nontelephone homes as well as rural areas.
SPONSOR calls upon all who live by
broadcast advertising to support BMB
not only by subscription, but by working within the organization to keep it
research- correct. There is a tendency
to follow the lead of some industry
factors and to try to control it by
refusing to subscribe. These men
think this is the way to correct B\HB
mis- figuring. No research organization can be kept alive by undernourishment_ SPONSOR asks all who believe in
honest research to) subscribe and to
fight like hell to keep l;.MB facts and
figures the best that money and research brains can buy.
If BMB is permitted to (lie it will
take years to replace it. It's needed
now during broadcast advertising's
transition period. It need not be called
BMB nor need it be a tripartite effort.
What's needed is a nation -wide industry owned organization rendering re-

ports on station coverage.
Agencies and sponsors also have a
stake in good broadcast research, and
it's time for them also to start talking
in terms of the buyer as well as the
seller paying part of the research hill.

market reports, both as to population
and buying power. have seldom been
questioned despite the fact that it has
been increasingly díffieult to do a census study during the years when population shifts have been as pronounced
as they have been during the past ten
years. Sales ,Management has taken
as its specific province the reporting of
the market facts of America. 'there
have been times when its estimates
have been far more accurate than the
Census Bureau itself. although Sales
llanergenreal has seldom clone any
crowing about the matter.
SroNSoR pays this tribute to a eontemporary because it believes in the
job which a trade publication must do
for the field it represents. Since sales

quotas and objectives can never be
set without real market facts, it's logical that Sales Management sct its sights
on giving its readers these figures.
Without facts, ivithont figures, no
business or medium of advertising can
profit. SPONSOR lias set itself the
objective of reporting the facts of
broadcast advertising.. It lias run
across the fact that population figures
used in the industry have not always
been satisfactory. It's happy that the
industry, in the person Of its research
organization, lias turned to an unquestioned source. Sales Management
for its information.
It's a tribute to research -and Sales
Management. Its also a tribute to
good trade journalism.

TV Needs Spot News

Broadcasting, through TV. is losing
one of its valuable assets -the public
acceptance of it as a major news medium. TV is doing a consistent job of
chasing viewers to newspapers for their
news. TV set owners seem to forget
that radio is still covering the news
effectively. All recent surveys indicate
that thus far television hasn't done a
good job of covering news visually.
This isn't surprising because the motion picture industry never attempted
to be a spot -news medium, and most
newsmen in the visual air medium
have come from the newsreel industry.
It's not easy and it's expensive to
be on top of the news pictorially. either
via remote pick -up or film. The newsfront is global. The top news of the day
may originate in China. Alaska. or the
Argentine. With radio it is possible
to give on- the-spot reports of earthshaking events. Radio is able to call
on all the facilities of the great news gathering organizations. plus its own
staff men. As yet there is no way
pictorially to blanket the world. Nevertheless the way must be found. Television newsmen must not forget the
lesson that radio has learned. Yesterday's news is dead news.

Applause
To a Contemporary
When a re ,meet organization w ith
many sources open to it turns to a
trade paper for its population figures,
that rates applause for the trade publication and for the entire trade publishing field. After months of squabbles
about its population figures. which
men like Ed ('randy of l'aeifie Northwest Broadcasters attacked on many
grounds. the Broadcast \ieasureuicnt
Bureau has announced that it will use
the population estimates of Sales 11anagemen/ as the base for projecting the
radio homes of the U. S. and individual
station cot orage. Sales Management
has spent a number of years clef eloping sources for population reports. its
62
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THE GOODWILL STATION, INC.
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IT'S RESULTS
THAT COU T!
radio program to a vote, and you'd probably get as many
expert opinions as there are experts. But your final authority on
programs are the sponsors who measure them in terms of
RESULTS! Since IT'S RESULTS THAT COUNT, you can't blame
WJW for being a bit chesty, because letters like the ones below
Put a

are coming in regularly!
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COMPANY
COCA -COLA BOTTLING
THE CLEVELAND
r,....,,
,11

gLMU II.

Jar'_Ary
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OHIO

KRONHEIMS

17).4`'

The Coca -Cola

%.

CLEVELAND.

Claus"
"Write a letter to Santa
is a
program did what we think
4
truly amazing job, and in thewe
weeks of our air activity
pulled more than 22,000

L %%

C.,/

OH'O

Between January
15th
and November 15th,
1948, as the
result of mail or phone
requests
from our customerlisteners,
have distributed
we
75,000 of the
question and answer
lets offered on our leafWJW

letters

radio program.

General Mills. inc.
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sincerelyy hope that
we will have
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Pportunity and
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with you
again in similar
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