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Iradition:
One Year Old

Tradition matures slowly in Virginia.

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

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

In the Old Dominion State

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

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

the only TV station in Virginia.

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

WMBG A~
WTVRw
WCOD ™~

sl Sleatoiises ﬁ/ ‘///);//z)z/k

Havens and Martin Stations, Richmond 20, Va.

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



Hope helps
wash Europe

WILB returns
to foreign
language

Drug chains
to try TV?

Family expenses
increasing

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

Rural media
advertisers still
love farm dollar

NBC's AM-TV
joint operation
to be axed

Gruen to buy
Sunday night
NBC half-hour
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Bob Hope's drive to send soap overseas will sell 1,000,000 bars of
Swan in four weeks. For each two wrappers Lever Bros. is sending
bar of soap to children of continent via CARE.

—SR—

WJLB, Detroit, has switched back to 100% foreign-language program-
ing. Thirteen months of all-English hit station in same manner
that Cowles' attempted transformation of WHOM, Jersey City, hit
that station—in pocketbook.

—SR—

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

—SR—

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

—-SR-

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

—SR—

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

—SR—

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

—SR—

Gruen watch is buying half-hour Sunday night on NBC. This will

be first new NBC sponsor since exodus of big-time programs to CBS,
and is first of two network sponsors Niles Trammell is set to sell
before reorganizing web.
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Radio bigwigs Ohio State University's annual radio conclave was non-brass meeting
bypass in contrast with previous years' star-studded meetings. Stress
OSU meeting currently in radio is on commercial side of broadcasting, which
OSU has virtually ignored for many years.

—SR—

ASCAP NAB— Battle of grand (production numbers) vs. small rights (music sans
TV battle production), which everyone expected to complicate license agree-
continues ments between TV and ASCAP, has caused impasse between National

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

—SR—

NARSR tries Waltham Watch invited National Asssciation of Radio Station Repre-
direct selling sentatives to give its trustees and officials "works" at meet-
to Waltham ing. Pitch was that radio built certain watch companies and it
could reestablish Waltham as great American name in watches.
It was NARSR first major presentation direct to advertiser.

—SR—

Biggest TV Schwerin-Miles Lab-NBC test of "Quiz Kids"™ on special TV survey
qualitative of 13,000 viewers in Midwest is largest ever attempted. New York
test for special test of same visual progran used 1,500 studio panel.
“Quiz Kids" Results will be reported 15 June.

—SR—

WRC competitive WRC latest presentation, prepared by Jim Seiler, is strictly
pitch is against competitive with newspapers. In facts-and-figures study, NBC's
newspapers 040 station in Capital matches its costs with Washington newspaper
advertising.

capsuled highlights

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

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

Folk music selling effectiveness is detailed page 24 so SPONSOR reports on Polaroid.
in another report on "The universal language."
26 N FUTURE ISSUES

The broadcast audience is still very much a page

question mark in ever so many sponsors' minds. H dawiivid seriaic. el B June
SPONSOR reveals some facts and figures PRSI EEReEES
nobody knew 'til now. America's outpost, Puerto Rico 6 June
Cuticura hit new hits when it turned to page 27 National ratings—what's wrong with them 6 June
radio.

S d radi 6 June
What writers contribute, and don't con- page 28 ez and radio
tribute, to daytime serial success. TV Trends 6 June

SPONSOR



50,000 WATTS

KFAB

OMAHA, NEBRASKA

Represented by  FREE & PETERS, INC. General Manager, HARRY BURKE
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40 West 52nd

NO IMFOSSIBLE DEMANDS

In vour 25 April issue under Spon-
sor Reports. the third itam i about our
client. Bu-Tay Produets, Lid.

We have not asked any radio sta-
tions Lo put on any contests for Rain
Drops and. as far as we  know, none
have. Alzo. Rain Drop< has a very able
sales organization. composed of lead-
ing food brokers in various parts of
e country,

While  we compunction
about asking, and gelting, ecomplete

have 1o

cooperation from media when placing
schedules. feel that this item
is worded in snch a way as to indieate

we do

that we make impossible demands on
radio stations,

Thanks for a swell magazine from
wlhich the writer gets a great d-al of
pleasure.

P, F. GasLey
Glasser-Gailey
Los Angeles
@ Food-broke- sales organizations are not construed
generally as being the sales staffs of mannfacturers
represenied by brokers. SPONSOR did not miean
to imiply in ‘“‘Sponsor Reports’™ that Glasser-Gailey

made “‘impossible demands’ upon radio s:ations.

SUMMER SELLING

I'd appreciate vour sending us an.
other copy of vour Swmmer Selling
(9 May) issue. as we have already
found very practical nse for the ma-
terial I'lease bill
this office accordingly.

Brern Herman
Edward Petry & Co.
Dallas. Tex.

contained therein.

FOLK MUSIC TEARS
You grieve us deeply when vou say

in your article on hillbillies at eounty
and state fairs that the National Barn
Dance makes only one  appearance
cach vear at the Hiinois State Fair. Of
conrse. this is true of the show as a
whole. but a record of never less than
175 comty and state fairs from New
Hanpshire 1o Wyoming for ten vears
<l stands ax the paramomnt appear-
ance record for the units featuring
gronps of starz from the station stafl.
\id WLS will he in there again this
vear.

Larry KURTZE

Service  Unlimited
Chicago

“"AMERICA’'S FINEST
WESTERN ACT”!

-

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

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

Advertisers and stations —we

have a new and cven better
sales plan! Ask about ic!

ARTHUR B. CHURCH Productions
KANSAS CITY 6, MISSOURI

IN THE
P_acific
Northwest

Serving 3,835,800 people

* WASHINGTON
K1N G — Seattle

K X L E — Ellensburg
KXLY — Spokane

OREGON
K X L — Portland

MONTANA

K X L F — Butte

K XL J—Helena

K X LK — Great Falls
K X L L — Missoula

K XLQ — Bozeman

Pacific Northwest Broadeasters

Saler Maonagers
Wythe Walker Tracy Moore

FEABTERMN WINTERN
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Represented Nationally by NBC Spot Sales

“Our name is Garry; there are nine af us in aur family. We are ane of
12,760 families in Warren Caunty. We awn and aperate the Raaring Braak
Dude Ranch, Lake Gearge, N. Y. Every seasan we have appraximately 1,000
guests fram as many as 22 states, and as far away as Landan, England and

Canada. Fram the time avur guests prepare far their vacatians and enter
WGY-land, each ane spends an an average af $100 per persan, tatalling
$100,000.

We have faur radias and the favarite radia statian at the ranch is WGY.
I’s the anly statian that aur family and guests can hear clearly and con-
sistently all the time. Many af aur guests bring their awn partable radios,

and saan acquire the WGY habit.*” w G |

%‘Qjﬁw}/) A GENERAL ELECTRIC STATION

e ———
v KEY TO SYMBOLS % Over 250,000 @8 100,000—250,000 @ 50,000—100,000 @ 25000—50,000 © 10,000— 25,000 O Under 10,000

A



San Franeisco

Albuquerque KOB

Beaumont KFDM

Boise KDSH

Boston-Springfield WBZ\WBZA

Buffalo WGR

Charleston. S. C. wCsC

Columbia, S. C. WIS

Corpus Christi KRIs

Davenport wocC

Des Moines WHO

Denver KVOD

Duluth WDSM

Fargo WDAY

Ft. Wayne YOowWo

Ft. Worth-Dallas WRBADP

l1tonolulu-tlilo KGMB-K1IBC

Houston KXYZ

Indianapolis WISHE

Kansas City KMBC-KFRM

FLouisville WAVE

Milwaukee WALAW

Minneapolis-St. Paul WTCN

New York WMCA

Norfolk WGII

Omaha KFAR

Peoria-Tuscola WMBD-WDZ

I’hiladelphia KYW

Pittshurgh KDKA

Portland, Ore. KEX

Raleigh WEPTF

Roanoke WhHi3J

St. Louis Ksb

Seattle KIRO

Syracuse WEBL

Television

Baltimore WAAM
Fi. Worth Dallas WRBAP-TV
Louisville WAVE.TV
Minncapolis-St. Paul WTON-TV
New York WPIX
St. Louis KSD-TV

KRON-TY

NBC
ARC
CRS
NRBC
CBs
CBSs
NBC
NBC
NBC
NBC
ABC
ABC
NBC
ARC
ABC-NBC
CRBS
ABC
AR
CBS
NBC
ABC
ABC
IND
ABC
CBS
CRBS
NBC
NBC
ARC
NB
CcBS
\BC
cBs
CBS

4
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CALIZE

RADIO

ATLANTA

This message  1s

March 28. 1919. Yesterday’s temperature
was 83 in Richmond, 76 in New York, 56

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

being writlten  on

and 41 in Minneapolis. In some areas, it’s
time to talk about the “warm-weather ad-
vantages of vour products, be they datry-
goods or deodorants. . . . In other areas. ice
is still on the ponds.

Whether i’s in March, August or Decem-
ber. almost any day of the vear is “differ-

Free & P

ent’” in vast America. And with national
spot (Bull's-Eye) radio, you can make that
diflerence help you 10 sell goods.

Here at Free & Peters there’s nothing we
like better than talking 10 advertising peo-
ple who want to quit generalizing in their
radio sclling—who want to capitalize on
the fact that sales are made in local stores,
and for just such local reasons as the local
temperature.  How about discussing it with
us, today?

STERS, INC.

Pioneer Radio and Television Slalion Represenlalives
Since 1932

NEW YORK

DETROIT FT. WORTII

CIIICAGO

HOLLYWOOD SAN FRANCISCO




Distribution costs for food
must be cut

Distribution costs on food from processor to consumer
must be ent if reasonable profit margin is to be main-
tained. according to recent confidential survey. Minimum
services at a retail level and maximum advertising to sct
demand before consumer goes shopping are objeetives
~et forth in survey. Broadcast advertising is used as ex-
ample of way to distribute mass produets with mininunn
of waste effort and cash per sale.

Pro-business indoctrination of college
professors in works

Fvery advertising medium will be used to try to sell college
professors that “big business™ is not all bad and that “big
labor™ isn’t all lily-white. The Foundation for Economie
Education in Washington is spearheading the drive. Plans
for profs to spend a number of weeks in plants of great
corporations this summer is part of project, and indoc-
trination through commentators and columnists on the
air and in print is alzo part of longsterm operation.

Savings still waiting to be
tapped by ad drive

There will be no serions attempt to tap the big buying
backlog represented by savings. which are three times
what they were in 1910, until a new labor bill is passed.
Pro-business groups in and out of government feel that
tightness of buying will help prevent passing of an all-out
pro-labor bill. Once new regnlations are sel. there’ll be
a release of rose-colored facts through government sources
that will make present broadeast reporting of gloom seem
like a bad dream.

“Basing point"’ moratorium will
release national ad dollars

Freight absorption will be permitted with the “basing
point” rmling of the Federal Trade Commission being pint
in motl balls for the next few years. This will permit
many  companics to resume national advertising plans
which were dropped becanse under FTC ruling many
firms with national distribution were placed in a non-
competitive position with local firms.

8

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

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

Anti-chain-store propaganda
starting all over again

Despite fact that most states have repealed statutes dis-
criminating against chain-store operation and thus foreed
chains into super-market operations, there will be a nunber
of attempts both on the 1lill and in state eapitals to figure
ont way to curtail giant markets, just as the number of
stores in individual states has been restricted. Before
action becomes too hot. several big chains will take to the
air ostensibly to sell private brands. but actually to spread
the word that chains are the “poor man’s” food-and-
merchandise department stores.

Give-away programs excite
"do-righters' again

Announcement that NBC will pit a giant give-away pro-
gram against its once premier star. Jack Benny. has
brought letters to the FCC almost in the quantity that
reached it following the great anti-give.away drive last
vear. If simon-pnre NBC goes give-away. what i there
left to us. is the purport of the letters which seem to
many web-men as being more subtly inspired than indig-
nantly spontaneous.

Big corporative "idea" selling
again attacked in Congress

Idea selling via advertising is getting a going-over in
Congress. Senator 1lubeit Humphrey’s attack on  the
American Telephone and Telegraph Company for includ-
ing advertising in its rate-making base is typieal of sena-
torial thinking on advertising in general. While Adver-
tising Couneil has helped give respectability to all media.
it still hasn’t converted many congressmen.

Diary-survey method may
be used by census

Radio’s diary method of survey may be used by UL S,
census to cover the farmer who can’t be reached through
normal eensns routine of knocking on doors. Director
of Census J. C. Capt feels that farmers will cooperate with
census even more than they do with radio surveys.

War contract trade advertising
still being "‘talked™ about

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

SPONSOR
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LOOK AT THESE HOOPER COMPARISONS:

—CM Report

AVERAGE \WOW RATINGS BY TIME PERIOD COMPARED
WITH NATIONAL RATINGS

EVENINGS ... ...... .. ...
EARLY EVENINGS ..... .
SUNDAY DAYTIME ......

WEEKDAY AM/)s ........
WEEKDAY AFTERNOONS

............ 18.7 14.0
............ 15.8 7.8
............ 9.7 6.5
............ 6.5 2.7
............ 6.0 4.2

........... 7.6 6.0

Based on (for WOW) Omaha-Council
Bluffs, October 1948 thru February 1949

WOW NATIONAL

AVERAGES
AVERAGES (Same Shows)

(For National Ratings) Fall-Winter
1948-49 (Oct. thru Feb.) Comprehen-
sive Hooper Report

Ttiere co NO Sublstitute
gor LISTENERS !

. 890 kilocycles
. . NBC and top locally-produced shows

Strong Listener-Loyalty .

. have done it again!

WOW'’s 5-month Hoopers are far above

those of the average station.

Ask any WOW salesman or John Blair
man to show you the breakdowns by indi-

vidual time segments and programs.

Companison Will Prove
WHEN YOU BUY WOW

You Buy the Beor !

RADIO STATION

INC.

OMAHA, NEBRASKA
590 KC « NBC « 5000 WATTS

Owner and Operator of

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

23 MAY 1949



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

Ix 1o noriest sales territory in the country (the
Pacitic Coast), be sure you're pouring it on in the right places. Be surc your network is Don Lee, the
only network with enongh stations to get your sales message across in 43 important markets.
Momntains np to 15,000 feet high surround many Pacific Coast markets and make long-range broad-
isting unreliable. Don Lee, with -135 stations, broadcasts from within the buying markets, where people
listen to their own local network station rather than to out-of-town or distant ones.
\dvertisers with complete market distribution use the network that gives them complete market

penetration to mateh. One of these is Miles California Company, now in its 16th vear on the Don Lee

LLEN Wriss, Chas 1 of The Board + WIL11T 1. BRO Presr « WARD D, INGRIM. [7ice Pres. in char Sale

1313 NORTIl VINE STREET, HOLLYWOOD 28, CALIFORN1A « Represented Nationally by JOHN BLAIR & COMPANY

Of the 45 Major Pacific Coast Cities

A

ONLY 10 3 6 26
have stations have Don Lee have Don Lee have Don Lee
- | of all 4 and 2 other and 1 other and NO other
networks network stations network station network station

RAR :
SPONSOR

—‘—L




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

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

Don Lee Stations On Parade: KGY—OLYMPIA, WASHINGTON
The only network station in Washingtor'’s capital city, KGY has a tremendous popularity due to its local features
tital to 3,000 state employees and a broad school program in whiclt every school in Thurston County participates.

You benefit from such typical localized service and listener loyalty when your advertising is on the 43 stations of
the Don Lee Nctwork.

The Natwon’s Greatest Regional Network

DON LEE

BROADCASTING SYSTEM

23 MAY 1949



There's a great show on KVOO
every Saturday evening at 6:15 which
brings hope, inspiration and real
progress to many fine folk who
deserve to and will make use of
their latent abilities  cthrough  this
encouraging program! Conducted by
Cy Tuma, genial and gifted KVOO
staff member (himself a victim of
Polio) NEW FUTURES makes
available an effective channel
through which handicapped people
find useful, happy lives unfolding
before them. Cy  originated and
developed  this  fine humanitarian

-— program which is building new
CY TUMA. originator and lasting happiness for the
of the program NEW FUTURES handicapped among KVOO's ever

growing and staunch listenership.
We are proud of NEW FUTURES
— another KVOO first!

- e——

New Futures is typical of the public service efforts of KVOO

which continually seek to make available more and more of the
better and important chings of life to all of our listeners through

meelligent programming.

"RADIO STATION KVOO

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

50,000 WATTS

TULSA, OKLA.

12 SPONSOR
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." 9 New National Selective Business

and renew

3PONSOR

PRODUCT

AGENCY

STATIONS

CAMPAIGN, start, duration

American 1lome
Foods, Inc¢

Bristol-Myers Co

Chrysler Corp
(Dodge Motors bBiv)

F. W. Fiteh Co
N

Girove Laloratories,
Inc

Griesedieck Western
Brewery Co

L.a Primadora Cigar
Corp

Lever Brothers
(PPepsodent Div)
McKesson & Robbiny,

Inc
Vacuuny Foods Corp

Welch's Grape Juice
Co

Dufl’'s Baking
Mires

Cream Ilair Oil,
Liguid Deodorant

Dadge “Wayfaver”
(low-price
model)

Shampoo, Teonic,
Shaving Creawms

“Care'”
Deodorant

Chill Tonic

“Stag” Beer

Cigars

Rayve Hair
Products

Youdoro
Minute Maid

Orange Juice

Grape Juice

W. Earl Bothwell
N.Y.)

Doherty, Clifford &
Sheufield (N.Y.)

Ruthrauff &
Ryam (N.VY.)

Campbell-Mithun
(Minn.)

Gardner (St
Louis)

1. B. Cohen
(N.Y.)

Maxou (Chi,)

Pedlar & Ryan
(N.Y.)

A, Walter Thowp-
son (Chi.)

1. D, Tarcher
(N.Y.)

Doherty, Clifford &
Shenfield (N.Y.)

Lenneu & Mitchell

Ned.

3Station list set at present, although more wmay he added later,

(Fifty-two weekn generally meanx a 1i-week contraet

of any 13-week period)

=

i‘fé} New

Indef*
(Expanding campaign
in natl majoer mkts)

Tndef*

(Test campiaign for new
products,  Pacific
and Rockies)
2010-300¢
(Nat] campaign,
all major mkts)
Indef
(Limiled campaign.
Midwest & Pacific)
Indef
(Test campaign  for
new product in Midwest)
106-150*
(Limited campaign
in Sonth, Southwest)
Indef”
(Limited campuaign in
Sonthwest, Midwest)
1*

(Trial run. May
expand laler)
Indef
(Summer campaign.
Supplements network
radio, magazines)
Indef
(Special summer cam-
paign. Natl)
Indef*

(Limited cxpansion;
follows distrib)
Indef
(Limited campaign.,
Seasonal. Major mkits)

with options for | succexsive [(d-weel reaewals

Partic in women's shows; late Jun;
13 wks

.t. spots, breaks; May-Juwn; 13
whks

I.t. spots, breaks; May 23-Jun 6;
1-4 wks

Spots, breaks ncar sports slinwsg
Jun-Jul; 13 wks

Spots, breaks: carvly Jdnn; 13 wks

Spots; early Jun; 26 wks

Spots, breaks; early Jun; 6-13 wke

“Stan Lomax" (WOR); MTWTES
6:45-7 pm; May 5: 13 wks

E.t. spols, breaks; early Jdun thru
summer

Partic in  women's shows;  euarly
Jun thru summer

“Bing Croshy"™ e.t, show: Jun-Jul;
13 wks

E.t. spols, breaks; early Jun thru
summer

1’y subjeet to cancellation at the end

and Renewed Television (Network and Selective)

SPONSOR

AGENCY NET OR STATIONS

PROGRAM,

time, start, duration

Allied Food Industries

(Ilnliday Macaroon Mix)

American Cigaretlie &
Cigar Co (I’all Mall)

American Tobacco Co
(Lucky Strikes)

A. W, Lewin

Sullivan, Stauffer,
Colwell & Bayles

N. W. Ayer

WNBW, Wash
WNBT, net

WIZ-TV, N.Y.

Film spots: May 3; 13 wks (r)

Film spots; May t; 13 wks ()

Filin spots: Apr 233 % wks (n)

AN Beck Shee Corp Dorland WXYZ, Det Lady's Charm; Tu 1:30-3:00 pw; Mav 21; 13 wks (1)
Bulova Watch Co Biow WNBW, Wash Filw spots; Feb 2; 32 wks (r)
BN.D, Corp Grey WNBW, Wash Film spots; Inne 3: 33 wks (r)
(Men's Apparel)
Cameo Curtains Co Sloane WNBT. N.Y. Film spots: Apr 21; I3 wks (n)
Esso Standard Oil t'e Marshalk & Pratt WMAL, Wash Film spotx; June 25 1 wks ()

WwWOBS-TV, N.Y.
WJIZ-TV, N.Y,

Filin spots; Ape Hl: 26 wks (n)
Petticoat Parade; Mon S-2:05 pm; 13 wbs ()

Hoffman Beverage (‘o
Ironrite Ironer

Warwick & Legler

Brooke, Smith,
French & Dorrance

Lincoln-Mercury Division Kenyon & Kckhardt
(Ford Maotor Cu)

WXVY7Z, Det
WENR, Chi
WMAL, Wash

Weather annemts: May v 3% wks (r)

Lord & Taylur Warren WJIZ.TV, N.Y. Fashions On Parade; Wed 9-9:30 pm; Apr 27; 1o wks (n)
McCall Corp Federal WENR, Chi Film spots: May 2%; 1 wk n)

WXYZ, Det
WIZ-TV, N. V.
New York Central System BBDH&KO WARBD, N.Y.
WOBS-TV, N.Y,
WNBT, N.Y.

(McCall Magaczine)

Film spots: Apr 24; 32 wks (n)

Pabst Sales Co Warwick & Legler WOeBS-TY, N.Y. Film spots: May 3: 13 wks (n)
(Beer)
Peter I’aul Ine PPlatt-Furhes WOBS-TV, N.Y. Film spots; Apr 13; 25 whs (

{Candy)

® Iu uext issune: New and Renewed ou Networks., Spousor Pevsonunel Chauges.
National Broadeast Sales Exeentive Changes. New Ageney Appointments
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~ New and Renewed Television (continued)
i X
5 o ]
i SPONSOR AGENCY NET STATIONS PROGRAM, time, start duration 1
S ®
Procter & Gamble Benton & Bowtles W NHT, N.Y, Film spots: Apr 233 52 wks (n)
; (Tide)
i Roosevelt Raceway BBD&O WORBR-TY. N.Y. Fibu annemts; Apr 19; 13 wks (n)
Woldroot Co BBDLO WERBEN-TY, Buffalo The Mud Hatter<; Wed 7:30-7:145; May 1I; 13 wks ()
(tarr Tonicy
Westinghouse Fleetrie Corp  VieC ann-Ernckson WOBS-TY, net Studio One; Wed 10-11:00 pin; May H; 52 wkus (n)
«Apphances)
Toni (o Fnate, Cone WOEBS-TV, net That Wanderful Man; Thurs 9-9:30 pm; dune 2; 33 whs (n)
(llome Permanent Seis) & Bedding
Jausner Foods Ine Brismacher, WABT. N Film spnis; Apr 21; 11 whs (n)
(¢ heesed Wheeler & Staft
Sie
. e T
. Advertising Agency Personnel Changes B
. A
] NAME FORMER AFFILIATION NEW AFFILIATION ty
-
) -
- wamuel A. Aler Coca-Cola Corp, N. Y., asst to vp in chge Biow, N, Y., vp é
E hotthing <\ 1S
4 Chff W. Auhnchon Gardner, 81, L. Prater, St. b., acet exec ok
E Charles J. Basch HI Gibraltar (new), N, Y., pres B
Beauseau Beals —_— A. . Aldridge, PPhila.,, acetl exec
tames Gordon Bennett ABC, N Y., wmdsg dir \lml(hm. Quick & \lcl Iroy, N. Y., radio, TV dir i
Leo Berman e Gihraltar (new), N. Y., vp i
W. L. Bunnagan Roche, Withams & Cleary, Phila., acct enee, Yan Diver & Carlyle, N Y., acct exec i
art dir g
Haring Chandor JR, Smith, Smalley & Tester, N, Y., acct exec B
3 Kenneth E. Chernin Watliam . Weintranh, N. Y. Riger, Sheehy & Chernin (new), Binghamton, N. Y., partner
o tohn R, Chnistie Buchanan, 1. . VP Dan B. Miner, L. A., acct exec
Holder Maorraw Colher Holder Morrow ‘ollier, Chi., pres Roche, Willias & Cleary, Cha., sp 2
lerome Dobin Eltis, N. Y., copy chief, acct exec Name, vp 2
F. Chiflord FEFstey Reineke, Meder & Finn, Chi. W, W, Garrison, Chi,, vp iy
Van M. Evans Deutsch & Shea, N. Y., gen mgr Nawe, vp i
lames A. Forsyth Santa Barbara Tourist puhlication, Sata o Walter Thempson, 8. 17, acct exec
Barbara Cablif., publisher s
Joe Gans S Thwing & Altman, N, Y., vp in chge radio, TV i
larold W. Gihhs A, Walter Thowmpson, Chi. Wittiam S, Bishop, Chi., vp, acct exec P
Harry B. Goldsmith fr. us et M. Seeds, Chi., vp Same, media dir Fe s
Walker Graham Grant, Detroit Geyer, Newell & Granger, N. Y., Nash Motors acet evec i
Marvin L. Grant Mann-Ellis, N. Y., acet exee, r1dm TV dir ﬁ
Wilfred Guenther WOAM, Wami. Fla. lhaehnle, Cinel,, radio, TV dir ;:.'
James tHeffernan Milne-Mleflerman, Scattle, partner Guild, Bascom & Bnnﬁgh. s, F., acct exec =
Helene lleins 1 Py Smith Shoe Co, hi. M. .\l. Fisher, Chi., timebuver o
Florence M. Hoagland I'red Gardner, N. Y., sec Same, media dir G
Jack llood Pavis-Tlood, 1. A., ca-owner Jdordan, L. A, acct exec 3_;- 3E
Richard Ilnnter Fullen & Smith & Ross, Cleve,, vp Arthur Meyerhoff, Chi., acet exec A
i Noran F. Kersia William 1. Weintranh, N. Y., TV dept Same, vp, radio, TV dir
it Leanard Kovin — Norman D. Waters, N, Y., acct exec %
Thomas 1. l.ane Rexall Drug Co. L. A., vp in chge sl McCann-Erickson, N. Y., vp e il
prom, adv : i
Monty Mann Tracy-Locke, Dallas Tex., vp, media dir Glenn, Daltas Tex., in chge office o
2 Do Miller Kenvon & Fcekhardt, Detroit, acet exec Same, v, mmgr
{ Norman B, Norman Williain H. Weintrauh, N. \., .lrcl evec Sawme, vp ]
1. Atlan Olshine Advertising by Modern Age, N, Y. Seymaur Kameny, N, Y., acct exec ‘
Stesen Osgood Lando, Pittsh., radio prodn, timebuying Janmes A, Stewart, Pittsh,, media dir §____
dept head . R =
Andrew G. I'allag Roy S, Daorstine, N. Y, Gordon & Mottern, N, Y., media dir P i
. Murray Popkin Jasper, Lyneh & Field, N Y. Gordon & Mottern, N. Y, acct exec e ®
. Llosd Pro r BBDAO, N, Y., media dept BBDHKO, F., wmedia dir ;
Donald Quinn Lennen & Mitchell, N. Y. Ruthrauff & Ryan, N. Y., timebnver
Airthur A, Radkey Slw Productions Ine, N. Y., exec producer Sive & Rosenfield, Ciner., radio, TV dir the
Frederick R. Riger I'redd Wittner, N, Y. Riger, Shechy & Clhiernin (new), Binghamton N, Y., pariner
Tack Robinson Buckles, Dement, ( hi., vp Canley., Baltzer & Steward, S, F., acct evec
Williamn Bl Saul Arthur Rosenberg, N. Y., acel exec Arthur Mevyerhoff, Milw,, acct exec £
Carl 1. Schidt Milwaukee Jowrnal, Milw. ;
Fack R, Schinnk WEWS, (leve., sls ngr Uhm Advertising, Cleve,, vp, acct exec
Netsnn Sclwrader _— Grey, N. Y,, radio, TV exec dir
Ralph W. Sheehy Columbia tias & Eleetrie Corp, Binghamton Ruzcr. Shechy & Chernin (new), Binghamton, N. Y., npartuer .
v. Y., adv, pub ret dir . b
taseph <1l dr. bavis, 1.. A, radio, copy dn Erwin, Wasey, L. A., acct exec X
J P mons Simons-Michelson, Detroit, acct exec Robiny, Newton & Chapman, L. A., acct exec i
Earl Simpuon e Fdwin Parkin, N. Y., acct exec e =
Conmie Tashof WANM DO, Wash, Kronstadt, Wash,, acct exec £ i
Arhne 1. Walker —_ Gainsborough, N. Y., acct exec
H Sevmonr MWalter P onversal Camera Corp, N. Y., adsy, SIS prom . W, Ilaaptman, N, Y., acct enee k.
mngr <
Don M. Werll Clairol Ine, N. Y., adv mgr Grant & Wadsworth, N, Y., acct evec
Rubert Westan Architectural FVormm, N. Y. Lippincott & Margnlies, N, Y., acct evec
Wenley Woinning Richard \. Fales, Phila., asst sec-tieasurer, Same, vp
media dir
Fack Waatt Ceeil & Presbiey, No Y., rudho, FV dir Grev., N. Y., acct enee 5
(o
i
. . h 2
' Station Representation Changes
STATION AFFILIATION MECW NATIONAL REPRESENTATIVE -
{ g i
WALTO, Ouk Radge Tenn. MBS Burn-Smith
WGRY, Charleston W, Voo N3¢ Ruhert Meeker
: WIL.hY, Ladvemith Wi, Independent Thamas F. Chark : &




SUMMERTIME MEANS ADDED

LISTENING IN IOWA:!

= &
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T"E fact that 419 of lowa car owuers
have radios in their cars¥® is especially

signitfieant in the summer.

On long trips. 60.19% of all lowa car

.

radios are in uge “almost all the time™ or
*quite a bit of the time.”  On short trips.
the remarkably high percentage of 30.6
are in use “almost all the time™ or “quite

a bit of the time.™

These extra (non-Hooper™!) listeners
provide a substantial, vear-‘'round bonus
audience in lowa., Ta summertime, this
bonus audieace may very ell increase the
total number of listeners, even as com-
pared ith wintertime figures. . . .

Up-to-date, factnal information on use
of car radios is only one of many extreely
interesting sitbjects covered in fowa Radio

23 MAY (949

Audience Surveys.  They confirm the Sur.
vey's 1l-vear poliey of modernizing yvour
old data—"**bringing to light new informa-
tion not previonsly gathered.” Write for
vour copy today. or ask Free & Peters,

X The 1945 Iowa Radio Audience Survey is a *‘must” for

every advertising, sales, or marketing man who is interested
in the lowa sales-potential.

The 1943 LEdition i the elerenth annmnal study of radio
listening habits in lowa. 1t was conducted by Dr. F. L.
Whan of Wichita University and his stafl, is based on per-
sonal interview of 9.221 lowa families, scientifically selected
from cities, towns, villages and farms, It is universally
accepted as the most authoritative radio survey available on
TIowa.

Winl ©

+ for lowa PLUS #

Des Moines « « » 50,000 Watts
Col. B. J. Palmer, President

f; . A, Loyer. Resident Manager

FREE & PETERS. INC.
National Represenlatives




for profitable

selling -
INVESTIGATE

ASSOCI!I ATES

Yar . Chicago

« Los Angeles

Clair R. McCollough
. ** Moanaging Director

STEINMAN STATIONS

MHenry Schachie

Myr. Sponsor

“To move a product.” said Borden’s Henry Schaelite recenthy.
“you have to move a mind.” This. in a nutshell. is the thinking
that wmotivates Schachte’s advertising  decisions for the far-flung
Borden organization. Schachte came by this decision, and also the
feeling that “new idea<” in advertising are not as important in the
long run as onc good idea that continnes to pay ofl. in an advertis-

National Advertising Manager
The Borden Company, New York

ing carcer that started with some seven vears as a copvwriter for
General Electrie, a later hitch of a hall-dozen years with Young &
Rubicam (one of the Borden agencies). and finally the job with
Borden’s, which he has filled since 1947,

Schaehte inherited a tradition of advertising at Borden’s which.
so far as broadeast advertising went. ran counter to Schachte’s
opmion of the value of an idea that continues to deliver. The “Elsie”
theme in Borden's prinmted advertising and promotion is one of
America’s great trademark successes. but Borden’s past case histories
of breadeast advertising show a long. long list of programs that ran
for a year or so, and then were dropped. Schachte has changed much
of this.

Bovden’s County Fair on CI3S has built a good rating tlatest: 6.0)
for itselfl in it~ Wednesday night spot as a resnlt of a eontinnous
promotional build-up by Borden and the show’s ageney. Kenyon &
Fehhardi. Schachie has an agencvman’s regard for the adaptation
of vescarch to practical advertising problems, and the remainder
of Borden’s air advertizing a 17-station campaign for Starlac in
selective radio. and a nine-station campaign for cheese products
on TV filins is the result of Schachte’s determination to find out what
forms of advertising mfluence the public at any given hour of the
lav or night. All Borden air advertising meshes like well-cut gears

th all the other Borden advertisme. and accounts for about 207
f a S0.000.000 ad bhudeet.

Sehachie takes his job serioushv. Once. when deep in the throes
of coneentration over an ad project, he rode half-way home (Weston.
Conn.) on the conmnilers” special hefore he remembered e had a
dinmner date with his wife in New Yaork,

SPONSOR



fourth in a series
explaining why SPOVSOR
is the best buy

Says Linnea Nelson, head timebuyer. J. Walter
Thompson: “sPONSOR is a must on the recommended
reacding hst. Its total audience at J. Walter Thompson

far exceeds the number of subscriptions.”
Savs Ray Simms. chief timebuyer. Erwin, Wasey:
“The sronsor method of presentation was long
overdue. | feel that sroxsor greatly deserves
the important part it plays on the agency scene.”
Therc’s nothing unique about these quotes. Ask
any radio-minded timebuyer. account executive.
or national sponsor and vou're likely to hear
something equally enthusiastic. Why? Because

sPoNsok is their magazine, published 100

for them. Because it’s a practical buving tool.

Because three out of every four copies

8.000 guaranteed) go to buyers.”™

*An average of 10% paid subscriptions
o to readers at each of the
20 top radio-billing agencies.

Erwin, Wasey
Subscriptions to SPONSOR 8

Home 3 Office 5
Executives 1 Media Dir 1
Radio Dir 1 Radio Dept 2
Timebuyers 2  Others 1

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

J. Walter Thompson
Subscriptions to SPONSOR 20

Home 11 Offce

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

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

You’re sure to hit home

with sponsors and agencies

when you advertise
in SPONSOR

SPONSOR

40 West 52 Street, New York 19




New developments on SPONSOR stories

. s See: "Broodcasting ond the broker"
I 5 ® Issue: 31 Jonuary 1949
SUbiEC': Caon broodcast advertising do

an effective job for a broker-
age firm?

} -ommniis~ton brokerage firm on Manhattan's narrow.
=t Wall Street that will hreak through the estab-
~hed “traditions”™ of brokerage advertising i~ indeed

rare. Broadeast advertising. because it ix often badl

u~edd by financial advertisers whose knowledge of the
medium is linited. is usnally at the bottom of the media
his r advertising designed to ~ell mmvestment eounset

However. the air medium continues to do an eflee-
tive job for several financial advertisers who understand
what it~ limitations (for theni) are and what produces
l(*~llils

The latest firm to prove this point ix the 5l-vear-old
nn estment-and-commission  brokerage louse of Harris.
{ pham & Company. a venerable power in the financial
world with 25 brauches and membership in 18 of the
leading stock and commodity exchanges.  Until June.
1946, Harris, t pham had used the bulk of its advertis-
ing budget in various financial journals and in the finan-
cial sections of the leading “conservative” newspapers.
From time to time. many New York stations had pitched
the idea of broadcast advertisine to the firm. but with-
oul suecess. The first station to crack the ice was WOR.
which landed Harris. Upham as a Tuesday-Thursday
advertiser for the Mutual co-op. Fulton Lewis. Jr.

Commercials. aimed at the highlv-seleetive audience
that Lewis attracts. did uot stress the free booklets that
brokerage houses generallv offer. Rather. the advertis-
ing was based first upon an educational job regarding
mvestments. Then. it continued with a piteh to visit the
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guess out of buying.
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RALPH N, WEIL, Gen. Mgr.

—

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

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

The Bolling Campany,
Notional Representatives

Harris. t pham office for further information. So good
were the results of this eampaign that the stafl of the
imestors’-service department had to be increased twice.
No other advertising was used in the New York market.
Said senior partner H. U. Harris, in what for conserva-
tive financial circles is virtually a war whoop of exeit-
ment: “We are verv pleased with the reactions we have
had to our sponsorship of this program.”

By aiming “verticallv™ at the market to which they
were selling. the Harris. Upham firm (it is continuing
with Fulton Lewis, Ir. as sPoNSOR goes to press) is fol-
lowing in the footsteps of sueh pioneer brokerage adver-
tisers as Philadelphia’s Reyvnolds & Company, who spon-
sored the Phitip Klein-produced Leaders of Industry on
WPTZ last vear. and Merrill Lyuch. Pierce. Fenner &
Beane. whose nine-week test with Awmerica Speaks on
CBSAV proved that network TV could do an effective
promotion job for a finaneial advertiser.

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

p.S.

Issue: August 1948, October 1948
SUbie(': Current status of storecasting

Storecasting with the help of FM is a constanthy expand-
ing point-of-sale advertising medium. Not only are more
and more stations and operators eoming into the field of
broadeast pomt-of-sale advertismg, but Storeeast Corp-
oration of America (Stanlev Joselofli is opening the
Pittshurgh area serving three chains: Thorofare Markets
Grant Fagle Markets. and Sparkle Markets through
WRJS. Equipment for the supermarkets in Pittshurgh
will be more involved than any installation thus far made
for point-of-sale broadcast advertising. Different com-

(Please turn to page 42)

R ESU I.TS is the Buy-Word

Wake Up New York
1280 Club

Band Parade
Prairie Stars

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

Liedlite! Cladioncer

NEW YORK

SPONSOR




POWEer... 50,000 watts...power to deliver the strongest
signal of any Cleveland station in Cleveland, in Akron
and in Canton... power to cover a six billion dollar
market area.

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

promoﬁon ... WGAR'’s promotion wins awards. (CCNY
award for 19:9.)

public acceptance ... mikes WGAR the station with

more than three million friends in northeastern Ohio
. truly “Cleveland’s Friendly Station”.

popu’arify. .. the result of a wide-awake radio station

operation . . . the kind of radio service

that |helps bring people into stores to
J buy the products advertised on WGAR.
L Cleveland
50,000 WATTS - Lievelan
{ \ \ Represented Nationally by Edward Petry & Co.
2 4 \

23 MAY 1949 19




NORTH CAROLINA
IS THE SOUTH’S
No. 1 STATE

AND
'NORTH
CAROLINA'’S

No/D
SALESMAN
IS

5000 wp'l' NBC
680 .. AFFILIATE

RALEIGH, North Carolina

National Representative FREE & PETERS INC.




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

Too voune to vote, hut ...

Don’t underrate the 13-19 year old buying gronp

Youth listens more than
adults —as  high as 7.1
times as much in the case of a popu-
tar musical program and on an aver-
age of 2.4 times as nmch on all pro-
grams surveyed for \BC by the Gilbert
Youth Research organization.

The under-13 vear olds haven't re-
ceived the thorough going-over that
the 13-19 group recenved in this sur-
vev—bhut there is plenty of evidence
that they also listen more than anvone
has ever given them credit for. Pro-
grams like Rumple Bumple take their
places with beloved characters of a
previous gencration like the Wizard of
Oz. Uulike the Wizard. Rumple not

23 MAY 1949

entertains the wee ones but ke
mahkes them take their mothers by the
hand to the department store sponsar
and have her buv everything from
1ecords 1o clothes, The effective pro-
gram addressed to the pre-school age
doesn’t blush at the faet that it's com-
mercial. 1t Trankly sells the kids
not the parents and the kids make the
parents buy

While this report is devoted pri-
marily to the 13-19 vear olds and the
multi-billion-dollar market thev 1
present. it doesn’t by-pas< the markel
which the voungsters who have n
monev of their own to =pend also
represent. 1U's possible to lose millions

only

b

of dollars in sales. if the pre-school
age voungslers are neglected.
Teenagers do 38« of their listening
on their own reeeivers and 61¢ of
the respondents in the Gilbert surve
had their own radio sets. It
listening that ix ~eldom reported I
any currenl raling =ervice. and except

1= this

in special survevs is not represented

Hooperatings.  Oulv twentyzix per
cent of the vonth sample ehecked by
the =urvev m the f lies ]
(Chicago.  Philadelphia.  Pitt=bureh
and New York) testified to list

wer the familv radio. Signifi t als
was the fact that over 25 f voutl

listening is not done at home at all but

21




Youth vs. over-all listening Over-all

Youth Listening® | Listening t

Program (4 cities) {36 cities)
Vaughn Monroe FEKH 3.9
Crime Photographer 34.0 ¥
God[rey’s Talent Scouts 158
Hit Parade 12.6
Lux Radio Theater 93
Queen For A Day 4.8
Jack Benny 210
People Are Funny 0.5
Charlie McCarthy (7.4
One Mar’s Family 8.l
Average 29.6 IFE]

|
® Percentage of interviewers listening as indicated in Gilbert-NBC Survey of 13-19 year olds
t Hooperating in telephone homes 15-2]1 May

Jurvenile set ownership*—(13-19 year olds)

Have own sets i i i i
|
[
22. 38. 32.3) [39.

Boys
Girls
Boys
Girls
Boys
Girls

Girls

Boys

3.7 |42 42.6f 314
Ll s I |

13-15

* As indicated in the Gilbert-NBC Survey

Don't have own sets | '
16-17 18-19 Average

Youth vs. over-all sponsor identification

Youth* percentage| Over-all t+ percentage

Program of identification | of identification
Radvo Theater 815 89.0
Charlie McCarthy 51.8
One Man’s Family 34.8
Crime Photographer 43.8
Godfrey’s Talent Scouts 76.2
* Av indicated in the Gilbert-NBC Survey of 13-19 year olds Boys

Ovaer-all

t As indicated in Mooperatings for 36 cities (April-May, 1948)
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in friends” homes, in automobiles and
other non-fireside spots. This latter
listening also never appears on any
radio eirculation report.

This higher-than-adult listening sn't
done by an audience without buying
power. The purchase-impaet of Ameri-
ca’s 13-19 year olds will reach $9.796..
139.000  during 1950 according to
Imerica’s Needs and Resources a study
of the Twentieth Century Fund. This
purchasing power is based on the
spending power of urban voungsters
1617¢ of all UL S vouth) and some
resecarch men feel that it should he ad-
justed downward to compensate for the
39« non-urban youth which doesnt
have the huying power of the bovs and
girls living in  metropolitan  areas.
However the adjustment ouly reduces
thix buving potential to a minimum of
§8.000.000.000. Most economists feel
that \merica’s 13-19 vear old market
represents hetween eight and ten bil-
Hon dollars.

Youth ale affeets buving by their
families which is not included in these
fizures.
and dad’s clothing are foreed to meet
the eritical appraisal of teenagers.
While advertising directed at the under
13-vear olds cannot it most cases be
weighed in direct purchases, the over-

llomes. ears. and even ma

13 have direct buving power. Starling
at 13-vear old girls who have $2.97 a
week each to spend to 19-vear old bovs
who have an average of $FLO5. 1t
1= real monev. Of the 21271 the
13-19 vear olds have to spend. $2.68
from allowances and 510.03
comes from the sweat of voung brows,

comes

Sinece this is true. it s not snrprising
that many have definite brand prefer
ences. In soft drinks 1's Coke first
and Pepsi-Cola second.  In coffee it's
Maxwell Tlouse first, with Chase and
Sanborn second. With tea it’s Lipton
aud  Tenderleaf. onedwo. 1n {run
fresh  frot  donuinates  but
canned brands run Dole first. Sunkist
second. with Libby right behind.

While Colgate 1s ])I'('f(’rr('(l by this
age group two lo one against the
Pepsodent

juices,

second  braud  toothpaste
and Ipana are also strong contenders
for the juvenile demtrifice market.

Toothpastes rank:

Colgate RN
L 7.4
1 13.4

Ninetv-four and three-stenths of the
13-19 vear old girls surveved in the
four cities report that they nse lip-
stick. 1t breaks down (in age groups)

131 1617 18-19 average
07.37% A7.4 04.3¢
SPONSOR
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The lipstick which appears to be
number among the teenagers is
Revlon with an average acceptance of
50.77 by the girls. Jergens leads the
youngsters hand lotion preferences
with a ranking of 33.7%.

Use of nail polish is reported by
007 (it runs as high as 749% with the
18-19 year olds and as low as 457
with the 13-15 year old group). How-
the old line Cutex firm has a
rating of only 2 and the aggressive
Revlon is used by 73.47%

It's not surprising to find 22.7
reporting the use of home permanent
waves, with Toni ranking first (91.14
of the buying).

one

ever.

In the shampoo field.

23 MAY 1949

"UNCLE DONS" OF RADIO HAVE BEEN REPLACED

not as clear cut as it is
Halo ranks

leadership is
in other beauty products.
first with 20.797, Prell is second with
16.7¢¢ . and Drene with 15.97 . lLuster
Creme isn’t far hehind with 13.17% .

Nearly of the bovs use hair
tonics of one kind or another with the
well-aired Wildroot Cream Oil leading
the slick-look parade with 46.8%  of
the buyers. Vaseline is second with
20.6¢. Both Wildroot and Vaseline
are major broadeast adverlisers.

B

Teenagers are not only people but
they are important economic fac'ors.
Nat only are the buving habits which
they develop during the 13-19 year old
span important, but they continue to

BY STORY TEGLLERS LIKE RUMPLE BUMPLE, MERCHANDISED TO HILT

follow their
a substantial degree during their later

teenage buving habits to

vears,

Reaching and selling the teenager
through advertising must be judged in
two lights
establishment of lifetime buving habits.
Untfortunately.  during the
period during which broadcasting has
advertising  medium.
there has heen no finite information
about teenage listening habits, Most
surveys have been conducted i the

form of checks on individual programs.

the inunediate sale and th
most o

existed as an

Hooper has reported at regular inter-

vals on the composition of the 36-City
(Please turn to page
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Dominion Barn Dance {WRVA) gets down to bare feet, selling coffze

The unmversal lanonag

iregqnentdy proinees when other program ovpes fail

fo“\-])l‘o-

gram sponsorship on loeal
tations throughout the eountry is <o
studded with suceess stories for both
local and national advertisers that

The  picture  of

1= amazing so litde atlention is paid
to this field of programing at the net-
work levell 1§ the wndemable  Dhut
necessartly indigenous aura of corn
surrounding folk music ix the veason
for this neglect in web program plan-
ning. then a stroug puller of sponsor
sales revenue s also being neglected
only because of hypersensitive Rocke-
felley Center ad-ageney ears,

Nol even the local and national sne-
cess ~tories of the high-rated Netional
Sarn Dance and Grand Ole Opry seem
able to convinee most ageney men and
their chients of the sales impact of folk
music and it= down-to-carth. friendly
appeal 1o radio dialers, National Barn
Dauee ha< heen maintained by WIS,
Chicago. for 23 vears: for a quarter of
a centnry the station’s  non-network
programing  has been buill mainly
around folk nsicians and singers. On
Barn Dance, Kevstone Sieel and Wire
Company, Peroria. 1L, hax been a

24

30-minute  sponsor  regularhy  each
Saturday night sinee 1932, with com-
mercialx featuring farm fencing and
fence post=.

Muwrphy Products Company. DBur-
lington, Wisc.. manufacturers of min-
cral feeds for bhvestoch and poultryv. is
another Barn Dance veteran. The com-
pany began using WLS in 1930, and
began sponsoring the VWwrphy Barn-
vard lamboree portion of the National
Barn Dance six years later.  Murphy
has  held the program  continuously
sinee that time.

It might be argued in Madison \ve-
nue  agenev  aleliers that  felk-utusie
shows obvionsly tie in with sueh pro-
duets as farm  fenees  and
feeds. and that’s where the aflinity
(Elkhan,
Indy sponsarship of a Barn Dance
Alka-Selizer a2 na
product with no RIFD

ponltiy
end=.  Mlles Laboratories’

seement for ats
tional dirng
limitations  would seem to prove dif-
Althongh Miles discontinuoed
National DBarn Danee spon-

ferently.
its NI
sorship m 1916, the company eredit»
mnelt of the great growth of \Alka-
Seltzer sales to the program. In 1933,

Mugging is part of show when KFAB's hillbillies start on Staley Feeds

Folk muosice

PART THREE

SERIES

when the headache-and-stomach-relief
tablets were first being introduced to
the country. Miles sponsored one hour
of Barn Dance on a local basis. then
extended the show to three stations.
and finally gave the program national
networh eoverage over a ~pan of 1l
vears.

Somewhat over thee vears ago.
Phillips Petrolen Company bonglht 30
minutes of Barn Danee. and found it

Purina

SPONSOR
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“talking calf” joins WSM's Cowboy Copas [(right)

)
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so successful in the area covered by
WL.S that a couple of months ago the
oil company expanded ils coverage to
nearly 100 ABC stations in the Mid-
west. West. and South,

Sinee 1932. WLS has received an
avcrage of 1.000.000 pieces of mail
from histeners yearly, due to the pull
of folk music’s friendliness  and

.' warmth. In addition to the mail con-
tact Detween the station and  its
audience. WLS since 1930 has pub-
lished the WIS Family Album. fca-

. turing pictures of its folk emtertatners.
The book has sold in the neighbor-
hood of 40.000 copies a year at 50
cenls each, another indication of the
hold of hillbilly personalities on
dialers.

Grand Ole Opry. WSM's (Nashville.
Tenn.) top-rated folk-music program,
has a 21-vear-old success storv 10 tell.
Typical of the job it has donc for ad-
verlisers using its folksong dispensers
is the Ralston Purina Company’s ex-
perience. When the firm first went
on Opry in 1943. an offer was made
on the show asking listeners to wrile
in for a photograph of the cast. After
only one Droadcast of the offer. 263.-
000 people sent in letters requesting the
picture.

Sales-wise. Ralston learned empha-
tically in 1947 just how greatl is the
impact of folk programs. Figures on
sales of Purina Chick Startena for
the country as a whole showed that the
Eastern division suffered a 577 loss
over the vear before, while the Mid-
west and Western divisions had held
their own. But in the Southern sales
division—covered by WSM and Opry
—the company found a 45% increase.

During the six-month period of CHUCK DAVIS JACK BEASLEY LEXIE LOU RAY

October through March. 1917248,

s o 10 e 30 Also FP7ee PAMPHLETS on

T :l_ W .
[f, 482 latest profitable feeding methods
ATy i ' SEND IN THE COUPON BELOW . . . and we will send 0
‘ - you a big glossy picture ot one of the most popular i
] radio, farm singing groups in the Southwest . . . [
) i The Chic-O-Line Millers—heard Monday through Friday, ‘ P
every week, at 12:15 on KOMA, Oklahoma City. |

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

What's more —You will be put on our mailing list to
receive bulletins and pamphlets containing the most
modern, scientific feeding information to help you make
more money on your livestock and poultry.

Folk programs pull mail for KWTO's farm organ, "The Dial” SO —send in the coupon below—NOW! . . . The
supply of pictures is limited. Meantime — call on your

Chic-O-Line Feed Dealer. Ask him when the l

KOMA's Chic-O-Line Millers pictures do a direct selling job P Chic-O-Line Millers will be at his store.

CHIC-O-LINE FEED MILLS ARE A DIVISION OF THE FAMOUS I
CHICKASHA COTTON OIL CO.— Nearly Fifty Years of Service to Farmers and Feeders
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aceurate pieture of just what share of
the audience the visnal medium has at
present in of eities
throughout the nation. The nighttime
figures. which give TV the best of it
show:

a cross-section

Share of Audience

City Radio TV
Atlanta 95.6 4.4
Bultimore 8.9 21.1
Boston 8.4 11.6
Butfalo @4.6 5.4
Cincinnati 96.x 3.2
Cleveland 93.0 7.0
Columbus 99.9 0.1
® L4 Dayton 97.4 2.6
3 -4 3 3 Detroit 91.3 .3
[} ¥i 98.5 1.5
Ft. Worth-ballas 96.4 3.6
' N 1 Houston N4 1.6
/ / Louisville 97.% 2.2
- Memphis 96.7 3.3
‘ ; Miami 99.x 0.2
Milwaukee 90.1 9.9
Minneapolis-St. Paul 98.0 2.0
- 5 o) New Orleans 97,4 2.6
Herein the latest faets and fignres Pittsbursh ai'6 2.4
Richmond 94.9 5.1
St. Louis 93.9 6.1
- o, . @ @] . ] Salt Lake City 98,7 1.3
on the listening and viewing andiences Sun Prancisco-Oaklnnd 936 14
Schenectady-Troy-Albany 91.4 N.6
Seattle 98.3 ) )
Syracuse 9%.5 1.5
Toledo 90.2 9.8
) . . . In this tabulation the big-city area~
( luerease in number of yadio Total number of radio homes at the (. York, Chicago, Washington.
- o - . O.1¢ Tt - =, s X ;
il homes (5.276.000) between  outset of I)-l.) was 39.271.712. This Philadelphia) have been left out be-
January. 1916, and Januur):_l‘)l-()..ls does not tuke into account the lll'ln'll)(‘l' canse they are uot representative of
three times the total homes TV-equip-  of multiple-receiver homes. the millions . conntry at large. New York has

ped at present. The increase in radio
homes between 1 Januury. 1948, and
b Jammary. 1949, (L631.000) s also
more than the total TV homes today.
Translated in terms of broadeast andi-
ence this means that even if there were
uo histeuing at all in TV homes, which
is obvioush
still receiving  bigger andiences  for

= ]
not so.” advertisers are

their dollar than they did a vear ago.

of portable and mtomotive sets, lis-
tening in publie places, and at-work
radio dialing. 1t dves not take into
consideration M homes, which in New
York, according to Pulse, are 13.3 of
all homes i the area that Pulse of
New  York via
recall™ program-rating service.

surveys s “roster-
TV is growing. but Hooper's March

Radio- Tl Audience Trends gives an

approximately one-third of all the na-
tion’s TV receivers and it has enjoyed
television for a longer period than am
other town except perhaps Schenec-
tady. vet the share-of-audience figures
(Please turn to page 54)

* {looper’s TV ralings indicale 1har in
New York, while Jack Benny ix on the aiv.
TV homes were listening to radio to the
extent of 8.5%.

Radio andicaee is giaut of 39.270.712 homes while TV is a growing baby

39,274,712
rodio homes = —
¥
S — e
, | 1,620,000
u ]<TV homes
64.2% of the U. S. listens Television is a soles
with on amoting reqularity rother than an ad tool }
26 SPONSOR




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

it's fragrant and purer

It's mildly medicated, too

it's grand for you and you

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

The Caticurat (hEK wos o

original mnsie boost medicated soap sales

Long use will dull the keen-
est blade—and
thing will happen to a suc-
cessful advertising formula. And of
all the events that can finally take the
edge off the keenest selling effort. the
most relentless is the change in peo-
ple’s living habits,

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

seleclive the same

23 MAY 1949

been top sellers in the field of medi-
cated skin preparations  for many
years. There was no surface evidence
that their dominant position might be
disturbed.

But up from New York one day
came Atherton & Currier’s J. William
Atherton., tle had handled the Cuati-
cura account for Morse International

for vears before taking it with him
to his own agency around 1927, He

had helped build Cuticura from a rela-

tivelv  obscure name among mam

struggling medicated toiletries brands
to practically a household word.

Ile had a pocketful of fact~ and
fizures that startled the conservative
New England management of Potter
Drug and Chemical. 1hs proposal
made the directors (or so the stor
goes) wonder whether the astute pilot
of their advertising hadn’t deliberately
timed his visit to coincide with the
absence of ultra-conservative president
Samuel M. Best. who was on a Euro-

(Please turn to page 58)
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U~ it - Plot sequence of a davtime serial.

',-%‘, Pictures courtesy of Radio Mirror

The secrer

Writers complain tha

PART FOUR

OF A SERINRS
i

1 h J ts st 2 Juni list t # |
1-1t starts whin. oo 7o e 2 AGETAVALRH Shou keunms oo it somns!

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

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




life of A soap opera

restrictions of plot and c¢harvaelerizations

severely limit program effectiveness

m Daxtime serial writers are
AT (pecialists in creating emo-
tions that keep 20,000,000 housewives
coming back for more. The fact that
they arveun't inclined to experiment
with mew ways ol luring more house-
wives to listen to more episodes is
seldom their fault.

The writer thinks of the housewife
as a prospeet lo be entertained; spon-
sor and agency executives think of her
first as a customer. This scrambling
of the housewife in a dual role s a
Major reason so wany go “psvelio-
logically deaf” when the commereial
comes oll.

Most writers iustinetively recoguize
that the emotional effect is the ost
important element of their story, the
appeal that keeps radios warm and
waiting. Their ability to ereate this
appeal brings ears within range of a
commercial.

But paradoxically, the very appeal
that lures housewives to tune a serial
may act as a block to selling her. This
problem Atlitudes,
undertook to solve by making the
writer help sell the housewife. They
worked out ways to use the emotions
he manufactures to dissolve “com-
mercial deafness.”

Daytime serial writers are not in the
saime position as wrilers of important

Ine., researchers

nighttime dramatic or comedy-variety
shows. A Hope or a Bemny, for ex-
ample, may be as good—or as bad-
as his material. That means his writ-
ers. Bul to investigate listeners. or to
listen to a few episodes of a few
serials. might tell a researcher little
about how soap operas get “that way.”
Without further iusight he would be
in much the same position as the Co-
lumbus. Ohio, woman in charge of a
committee to investigate the price of

23 MAY 1949

mitk. She thought the producers wer
the cows,

Despite the fact that the writer is
immediately responsible for the story-
experiences that attract listeners, there
are important reasons why he seldom
has the final say. why he isn't allowed
to experiment. Other writers nst pro-
duce scripts that stand up on their
own erit, apart from acting, direct-
ing, and other production values. But
once soap-opera characters and themes
become set, they tend to become more
or less “real” to listeuers, to live in-
dependent lives in the imaginations of
serial followers. The writer isn't sup-
posed to tamper with the stereotyped
impressions  listeners have of these
lives. Neither is he supposed to present
new views of life. or attempt to deal
with old situations with a fresh ap-
proach.

Thus, the serial writer’s task of in-
venting action appropriate to the es-
tablished  “familv™ of characters s
generally eonsidered less creative and
therefore less important than the work
of many other writers.

There is some evidence that so re-
strictive a poliey misses the boat with
many available daytime listeners. On
the other hand. a serial strip is re-
garded as a pieee of corporate prop-
erty too valuable to risk losing its
hold on a known following through
experiments that deviate from the
formula.

Sponsors and agencies frequently go
further than merely seeing that a
storyline stavs “in the groove.”” The
extent to which they make story
suggestions  and  decisions  depends
upon a number of factors. sueh as the
cuwrrent popularity of the show. the
reputation of the writer. ownership of

(Please turn to page 42)

is displayed i
B-trust vim™ 38 ring " 1he
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Ma
down

by

cashbox
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comes when stranger fights with his inner
self, wins against temptation to steal box

‘Keeping up with

is explained by Ma.
Joneses'' might have led Junior astray
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Part Five of a Series

e
automotive
story

Real case histories of
down=to=-carth

air advertising effectiveness

The antomakers. competing heavily this vear for a
share of the estimated $5.000.000.000 market in U5,
passenger-car sales. list hardly a major firm in their ranks
that s not using radio or TV in one form or another.
Chevrolet. industry sales leader, is busy  spending  a
£15:16.000,000 budget. mueli of it concentrated in wide
selective amouncement campaigns in radio and TV, net-
work AM one=shotsc and the TN Chevrolet On Broadiwcay.
Ford. Kaiser-Frazer. Buick. Chrysler. Nash. Oldsmobile.
as well as the national dealer organizations of DeSoto-
Phanouth and Lincolu-Mereury. are regular AM network
or TV network advertisers,  Almost all auto finns are
heavy selective advertizers. using for the most part ed.
announcements and TV films. One Jarge seleetive user,
Kaiser-Frazer. found that a yvear of hroadeasting annonnee-
ments G addition to network selling) brought sales in-
creases of 10-20°.

A growing hist. too. of auto dealers. among the more
than 13.000 in the nation. are turning to broadeasting to
maintain their sales rates in new cars and to build ap
bhusiness in repair facilities and auto accessories.  Dealer
failures in vadio are few. and those ocenr mostly hecanse
of a lack of muderstanding of the medinm and a vefusal
to promote hroadeast advertising effectively. Move and
more dealers are going on the air with eo-op support
from the manufacturers from whonr they buy their cars
and trucks, and a growing list of amomakers i including
radio and TV anaterial in their prepared ad kits sent to
dealers. The “dealer group™ type of advertising on the
air. particularly among the varions Chevrolet and Lincoln-
Mereury dealer groups. is growing. and now accounts for
neathy a quarter of all current dealer TV advertising.

There i real competition these dayvs in anto aceessories
and the bilion-dollar tire:and-tube market,  Virtoally
every major manufacturer has radio or TV in his ~elling
plans.

Ford Truck Dealer

SPONSOR: Hamco Trucks, Inc. AGENCY: Direct

CAPSULE CASE HISTORY: April, 1949, proved to be
‘*he greatest month for truck sales in Hamco's history. As
a result of a series of low-cost participations (live copy,
plus visual cards) on WLW.-T's "Peter Grant News'" on
Thursday nights, April orders from customers in the
WLW-T area totalled 57 trucks, all traceable to the firm's
directly-placed TV advertising. The visual advertising
also stressed service for Ford trucks, and Hamco's repair
business is now booming, according to Hamco's delighted
president, Paul Westendorf.

WLW.T, Cincinnati PROGRAM: "Peter Grant News”

Auto-Lite Products

SPONSOR: Electric Auto-Lite Co. AGENCY: Newell-Emmett

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

CBS and CBS-TV NETWORKS PROGRAM: "'Suspense”

Windshield Wipers

AGENCY: Schwab & Beatty
CAPSULE CASE HISTORY: A few years ago, Anderson

was anxious to introduce "Sleetmaster” windshield-wiper
blades in the N.Y. area, hitherto weak in sales for the
firm. Dealer acceptance also had to be gained. Firm
bought a Sunday-night WOR newscast, and after 13
weeks found that radio had brought all company sales in
N.Y. up to par {only "Sleetmaster’” was mentioned), had
convinced two leading N.Y. retail auto chains to stock the
item, and had produced introductory sales for “Sleet-
master” beyond all hopes of firm and agency.

SPONSOR: Anderson Co.

WOR, New York PROGRAM: "Frank Singiser News"

Pontiac Dealer

SPONSOR: Jameson Motor Co. AGENCY: Direct

CAPSULE CASE HISTORY: This Pontiac dealer, particu-
larly anxious to reach rural listeners 75-80 miles from town,
bought ABC co-op, "Headline Edition,”" with this result:
Last six months of 1948, after radio compaign began,
showed an increase of 3059, in the firm's used-car busi-
ness, always an important side-line to any new-car dealer
Jameson was able to prove that 549, of the used-car
sa’es came from areas outside Alexandria, and most of
the customers asked for a specific car they had heard
about on the air. Jameson renewed for a second year.

PROGRAM: "Headline Edition"’

KALB, Alexandria, La.




De Soto-Plymouth Dealer

SPONSOR: Bruce Perry Motor Co. AGENCY: Direct

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

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

General Tire Dealer

SPONSOR: Empire Tire Co. AGENCY: Direct
CAPSULE CASE HISTORY: An independent tire de

in a rural Er

p “hi

Mutual co-op Fulton Lew J Says E

ager, J. M. Paris: "Lew;

trade by at least 3C0' ) t t

introduction for our s

ful wis sponsorshir Em

radio budget 200
high school and college basketba |, feels it's paid off

KBMY, Billings, Mont. PROGRAM: “Fulton Lewis, Jr.”

Pontiac Dealer

SPONSOR: Wiebel Pontioc Service AGENCY: Direct

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

WICC, Bridgeport PROGRAM: Announcements

Ford Motor Co.

SPONSOR: Ford Motor Co. AGENCY: J. Wolter Thompson

CAPSULE CASE HISTORY: Ford, in recent years, has
been particularly anxious to build up the sale of Ford
trucks. During Dodger baseball telecas me awe
inspiring road test films of Fords at proving grounds were
shown. The president of Adam Groll & Son, N.Y. truck
ers, was so impressed he ordered his first Ford truck
without any further sales effort. Groll, who has withstood
many attempts by local Ford dealers to make a fleet sale,
said: "'l purchased my first Ford because your program
convinced me you made a good product.”

WCBS-TV, New York PROGRAM: "Dodger Telecosts"

Texaco Products

SPONSOR: Texos Compony AGENCY: Kudrer

CAPSULE CASE HISTORY: Texas' TV expenditures, via
the Kudner Agency, have brought terrific returns in all
TV areas carrying ""Texaco Star Theatre.” Not only is it
the highest-rated show on the TV air as regards popu-
larity, but the integrated commercials and the “pitch-
man'' routine of Sid Stone have made the Berle opus
attain top heights in sponsor identification-—98.5. Pro-
gram has a terrific mail pull running into thousands
weekly, and three out of four respondents say they're
switching to Texaco products.

NBC-TV NETWORK PROGRAM: "Texoco Stor Theotre"

Chain Filling Stations

SPONSOR: Bonded Gosoline & Oil System AGENCY: Vorious

CAPSULE CASE HISTORY: Firm, long a non-radio user,
turned to radio in 1948 and a Fred Ziv transcribed
thriller, "Boston Blackie,” to boost gas and oil sales for a
large chain of independent filling stations. Show w
in its [8th straight month for Bonded, and gets high
ratings in its Sunday evening spot, due to vigorous firm
promotion. Says Bonded: "Since 'Boston Blackie' started
sleuthing for us, we have traced a solid increase in our
gasoline and oil gallonage. The teamwork is unbeatab
Show has upped sales 30-50%,.

WIRE, Indionopolis PROGRAM: “Boston Blackie”

Chevrolet Dealer

SPONSOR: City Chevrolet Co. AGENCY: Potten-Hollowoy

CAPSULE CASE HISTORY: In late 1948, City's agency,
Patten-Holloway, recommended using transcribed ""Safety
Spots™ series of Harry Goodman. City put nearly all
its ad budget into series. The agency reports: "Quotas
set in the first third of the campaign were $41,000 for
repair service; they reached $58,000. Again, $78,000 was
the goal set for auto parts; they hit $83,000.” Both
client and agency feel that the "“Safety Spots” did an
outstanding job in selling vital service and auto-parts
portion of City Chevrolet's business.

STATIONS: Vorious PROGRAM: "Sofety Spots”

Phillips Gas & O0il

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

has used selective newscasts and other programin

through Lambert & Feasley, f ars with increasing st
. Re l

its radio budge v o

high-rated "“National Barn D 100 ABC stations

Phillips marketing area. However, much of Phillips' sele

tive selling remains. An unbroke ea A

KMBC's nightly "Erle Smith News' ge he cred
making Phillips petroleum sales leader in Kansas City.

KMBC, Konsos City, Mo. PROGRAM: “Erle Smith News"'
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TOO YOUNG TO VOTE

Continved from page 23)

telephone-hor
program. Since he scldom has reported
nultiple set histening habits*
pondent. his audience composition
ficures have been restricted 1o the
listening to the family receiver rather
than the receiver in the rooms of the
teenagers.  Since ouly 20.0¢¢ of the
respondents in this typical vouth sur-

> listening audience per

per res-

Hooperatings o not cover “second set

PR 'lin,-:

vev reported hearing their programs
over the “famih™ set. and since 387
reported hearing their favorite pro-
grams on their own sets, it's obvious
that  teenage program  preferences
haven't been known just guessed al
from mail and premivm  offers  re-
Sinee the latter form of check-
becanse vouth
listening swings frequently to the big-

sponse.
up i wnsatisfactory

gest premium. only spomaneous mail
pull ha~ meant anything.
that girl~ have been catered 10 far
more than the bovs. 1 aleo means
that the under-13 vear olds. who aren’t

This means

‘GOTTA GET
MORE TRACTORS/”

\\\\\\/

\ hen it comes o big-money farmin®, our Red River
Valley is nngllly hard o beat!

Last yvear alone, us North Dakota havseeds in the

rich Red River Valley harvested

S311.350.000 tcorth

of farnt produets—spent $100.741.000 in retail stores

—had an

Average Effective Buying Income

29.99,

abore the national average!

WDAY.

to all thisx exwra dough.

farmers and eity folk alike have

Jarorite station for
Ger all the facts 1oday!
Colouel at Free & Peters.

Fargo. is the one. Grade-A radio approach

beecause Red River Valley
rated it their top-

206 years—prefer WDAY!D 5 1o 1!

Write us or ask any Old

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

-

i FREE & PETERS. INC.. Exelusive National Representatives
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given to writing fan-stufl. have been a
great question mark -and stilt are. Of
late, becanse of TV which is catering
to the exhibitionists amoug the young-
slers and their mothers, there has been
more concrete evidence of 3-13 vear
viewing group. This group doesn’t
spend its own money but it's oulspoken
about what it wants 1o eat and what
parents have 1o buv for themn. (Next
fall. current reports indicate that par-
ents will have 10 costume their off-
spring as cowboyvs. lowdy Doody, or
a Shmoos. Aunthority for this is the
Bovs Apparel & Accessories Manufac-
turers  Associatign.  which points to
department stores over the nation in-
stalling juvenile western departments.)

\lthough it might be supposed that
comedians or popular music would lead
mn program preferences, Lux Radio
Theater. becausze of the stroug femi-
nine interest, leads the c()ml)mvd boy-
il 13-19 ‘ear rating. Baseball is sec-
un(l. and that’s because of the strong
position which plav-hy-play lnuadca.qs
hold.

2

The teenage “Top Twenty” in the -

citv survey (actually 21 shows are re-
ported due to a tie) are:
TEENAGE TOP TWENTY
Progran Percentage®
Lux Radio Theater 1.
BBaseball 1

Bobh l]ope 1
3 l' nde

0

2

\nlh\n Godh

)50 Club  (Philadelphia
{ienr ran

Red Skelton

li

S(uvlm ()m-

Stop the Music

Dance Land (Philadelphia)

Chesterfield Supper Club

Eseape .

llorace Heidt

My Friend Irma

“red Allen |

Make Believe Ballroom (N.Y.

Vaughn Monroe .
Percentage of respondents (1, ) who ar

lected each progrant ax '‘favorile.'r

CoOmWLB DL O WD ®

©999 696060 60 40 4n 4o U

In the vounger-hoy group in this
Gitbert Survey (13-15) there was much
lexs evidence of the popular music ven
thau i the average. ‘The girls on the
other haud in the same three-year span
already have developed the disk-jockey
listening habit. The short-dress contin-
gent listed Philadelphia’s 950 Club
sccond whiclt means that practically all
the Quaker Citv sample wust have
voted for it since the report covered
all four cities. Thev histed it Parade
thivd and Dance Land (Philadelphial,
Vake Belicve Ballroom hit their lists,

Sponsor identification  among  the
vouth (13.19)
write hone about,
with this report indicates. In no case

(Please turn to page -t1)

sample was nothing to
as the chart used

SPONSOR

B
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The
Picked Panel
ANSWErsS

Mr. Rosenberg

\s a

tical

very

prac-
the
national selective

matter.
or local-retatl

opF -
, two

are very few lo-

cally produced  davtime serials. The

sponsor looks to
for
(1
local production.
12

|)I'()gl'(llll.\‘.

SONITeeS

programs:

transcribed
o
I'here

problems of good seripts. good casts,
good production are nueh too diflicnlt
at the local level. and their cost on a
five-per-week. single-city hasis hecomes
staggering for the sponsor or the sta-
tion. Of conrse. transeribing the pro-
gram can answer hoth of these difhi-
culties. However. there are few tran-
whieh
measure up serpl-wise, casl-wise and

scribed  davtime  serials can
production-wise,  Furthermore, one of
the seerets of the successlul davtime
~erial is “longernn.” Leading network
serials usnally have heen on the air
over a lengthy period. sometimes ax
There are
very few transeribed  davtime serials

long as ten 10 20 yvears.

avatlable on suel a basis,

I a national selective or local-retail
advertiser came to us for a daytime
show 1o 1cach the housewife. we wonld
bein posttion to offer him <everal day-
time serials. as well as musieal. varie-

34

Ar. Spﬂnsbr asks...

“Why aren’t more davtime serials sponsored {
- - A

on a local-retail basis

Bernard Rosenberg

tv. or comedy shows, But my guess
is that such an advertiser wounld turn
them down in favor of our husband-
and-wife Meet  the
with Adolphe Menjou and his wife.
Verree Teasdale. Why?

I. Sponsors nsually like
Davtine serial< usually do not include
hig-name talent.

2. Sponsors usually like to promote

show, Venjous.

. [H
names,

their shows in order to whip up en-
thusiasm on the part of their sales
men and dealers. Obvioushv. it is
casier to promote enthustasm with a
“name” personality.

3. National selective sponsors usual-
Iy plan radio-page newspaper ads. pub-
lieity. and store displavs, Local-retail
sponsors usuallv like 10 plan promo-
ton. including window displays. ele-
envelope  stuffers.
Names like Menjou attract more at-
tention in window displays. elevator

vator cards. cele.

cards. ete. than is usually possible
with the promotion of a seap opera.

L. Daytime serials seem 1o do best
when slotted i with other davtime
The local outlet for the net-
works which carry most serials usually

serials,

have no sueh time availabilities, where-
as. the other networks carry practical-
Iv o davtime serials among which to
slot vours. A My & Mes, program. or
a mustcal. can be successful i almost
anmy thne slot,

5. Another practical reason becomes
the the
portant audition of a davtime serial.

apparent at time  of all-im-
which andition doesn’t always impress
He
preciate a mmnsical, or realize the value
and i he looks at
the Hooperating of Mr. & Mrs. shows

which win makets where they

a prospective  sponsor, anape

of a name show

are
running. he finds that they imvariably

PLL)

Vice President in charge of sales
Cameo Curtains, Inc., N. Y.

pull higher ratings than the leading
soap operas on the same stations.
So. regarding davtime serials: we

have them. and they’'re good. Bat spon-
sors seem to prefer shows like Meet
the Menjous. They get name values.
quicker action. and they seem to get
better results.

FrepeEric W Zn

President

Ziv Company. N. Y.

I am glad to an-
SWeT your ques-
ton for 1t s
an impottant one
which  we  keep
asking ourselves.
The answer
believes

we
lies in
a combination of
factors  which
perhaps,
It steadily are being overcome,

It is generally aceepted that daytime
serials are best programed in the block
system. At the loeal-station level this
i= possible only on the network outlets

slowly.

heing fed davtime serials on the line
and. of course. where this condition is
favorable. the dificult problem of adja-
cent thine availabilities asserts atself.
The second factor lies in the vehicle
itsell. To realize fully the returns
possible through this type of program-
ing. the loeal or seleetive advertiser
must be prepared to embark on a long-
term schedule, The daytime-serial audi-
ence s not huilt overnight, 1t does take
time  to the show and to
develop a loval listenership. Network
advertisers and their agencies seem to

establish

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

SPONSOR




As a third point. it occurs to us that
the national network advertiser is niore
objective in the selection of his pro-
gram vehicle than is the average local
radio sponsor.  The national adver-
tiser places his problem in the hauds
of the experts, the people who analyze
his market. kunow the mediun.  and
shape the program accordingly.

In the final analysis. it vests with us
as producers and distributors of tran-
scribed davtime serials available for
national selective and local sponsorship
10 do a wrore thorough and eflective
job in winning over these advertisers
who are not yet aware of the great
potential this long-cstablished program
type holds for them. Certainly we have
enough sales ammunition to horrow
from the networks” bulging files of
successful case historics. So strongly
do we believe in the davtime serial
for this field that the most recent addi-
tion 1o our syndicated program catalog
is the five-a-week serial drama Aunt
Mary. We are glad to report it is al-

ready doing a fine job in a grecat many

cilies,
DoNaLp J. MERCER
Dirvector
NBC Radio Recording Div.
New York

There are several
reasons why rela-
tively few local
retailers or reg-
ional operators
have taken ad-
vantage  of the
most  popular
form of daytime
radio — serial
dramas.

The reasons can be traced back 1o
the carly days of radio. No siugle sta-
tion could support the writing and
production cost for five programs a
week. And transeriptions in those early
days lacked high fidelity and uniform
quality. As a result, radio editors of
newspapers  were vehement  in their ’
criticism of transcriptions,

In this atmosphere, many ageucies
were  hesitant 1o recommend  serial
dramas to their retail or regional
clients. Others, cager to put this popu-
lar and effective form of radio to work
for the products they advertised. found
their clients werc allergic to tran-
scribed programs. :

Later. of course, techniques were im-
proved 1o such an extent that quality |
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FOOTBALL Al HOCKEY
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BASKETBALL ,

Webher Motors, Omaha. spon-

P )

“Ernie”’ Webber, president of @}.

sor of the "Sportilog. CL" =
BOXING il L
TRACK
L . /
Y gy il 12 7
AUTO RACING {*(_;~~ FISHING

> HUNTING
Bob Steelmman, KOIL's Sports ’ —_— ————
Director, featured on Webber
Motors’ ‘‘Sportlog.”
1
m ear =

of the Midwest’s
Biggest Sports Package

BBER MOTORS’
WE M P

“ﬂ

-

Koit Builds

Pr J
Tremendous results the first year! Tha‘:q;:mmuong
Now, Webber Motors’ “Sportlog” ik ys Offi
ad

vertiser:
KOIL today == ‘3¢

have received contin-

Uous seryjce for over

S years KOIL g TOp
~ Station jp

Nation in Mmorning at:;

:?f.ternoon audience

1t's second at mgh.t

starts its second year greater than
ever. Two new features have been
added—Football and a Hunting and
Fishing series.

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

¢r). Ask about Kory,
shows that win pay off

for you i
U in the
area, Omaha

| b L |
- i *! s o ﬂ
s | S —
OMAHA & COUNCIL BLUFFS BASIC ABC 5000 WATTS
Represented by Edward Petry & Co. )
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of transeriptions was equal to and often
better than that of local and eveu net-
work programs.  \hhough the preju-
dice ~till the mind~ of
many adhertising nien, a few progiess-

remnained in
ive agencies and advertisers  deeided
that the advaniages of nsing serial
dramas would no longer be denied
them simply beeause they were local
advertisers. Shows such Lindd's
First Love and Judy & Jane proved
what could be done.

as

Almost inmedi-
ately trauseribed serial dramas were
offered 10 agencies and advertizers by

svidicates, However, most of these

e

.

programs were over-priced and inade-
quatehy  financed, and the agencies,
realizing that continuity and long life
were prerequisites. refused to sponsor
the without the assuvance
that 260 or 520 epizodes were avail-
able.

programs

A f!‘\\, of course, were .\p(lllsnl‘(‘d
and proved 1o be just as suceessful a-
the network serials. But the suceess of
serials and their increasing use on the
networks produced a new problem for
the local or regional advertiser—*net-
work preemption.”™  The loeal adver-
tiser no sooner got himself et in a

Tl

r.._-\.h L
L “Al?' "

WAt srclirrtim

You don't have to break through a shell of sales

resistance when you use WIBW to sell the Kansas

farm audience. When y6u used WIBW, you're already

on the inside!

Because we've been a farm station for 25 years,

we have the loyalty and
buying farm families. You
advertisers get more sale
greater profits when you le

from .

wo B

confidence of these big-
Il understand why WIBW
s, faster distribution and

t us sell your product . . .

. fhe .
* «INSIDE

W

5
gl
:
i
b

SERVING AND SELLING

"“THE MAGIC CIRCLE”

WIBW - TOPEKA, KANSAS - WIBW-FM

KANS, K
NS, Ym0,

Ohc o e
-r

~|
! OKLA.

Rep CAPPEP PUBLICATIONS, Inc
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- BEN LUDY, Gen.

Mgr » WIBW + KCKN - KCKN.FM

gnml time spot than he was foreed to
move to another spot whieh disrupted
hi= continnity—a fnndamental of sue-
cessful serial drama usage.

The foregoing are, it seems to me,
the chief hurdles that have deterred
many local and regional advertisers
from uxe of thiz type program. Only
a few agencies and selective advertisers
have the experience and determination
necessary to overcowe these handicaps
and thns obtain the advantages aceru-
ing to the large network advertisers.

Katuryy M. Haroic
The Ralph 11. Jones Company
Columbus. Ohio

Many retailers
spend mnearly
100~ of their
appropriations to
move aboul 5%
of items carried
in stock. at al-
ledgedly reduced
prices. The con-
sumer aceeplance
these items

on

has. in many instances, already been
(Please turn to page 10)

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

The postoffice sent the card right
10 "The Old Corral” in care of
KDYL—right where it belonged.

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

KDYL-TV, now its second
year, does the same sort of smart
selling job in television, too.

in

A THON
" \‘\.ﬂ“

National
Representative:
John Bloir & Co.
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ONLY
THE
LEADER

CAN BE

mulqu%_ Adwd'wm? madwm

s Y 50,000 WATTS T" \.

FREE SPEECH MIKE |/ ‘\

'I'HE GOODWILL STATION, INC.—Fisher Bldg., Detroit

G. A. RICHARDS FRANK E. MULLEN HARRY WISMER
Choirmon of the Boord Preorident Asst. 1o the Pres.
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ou get more from WBBM for
your Chicago advertising allowance.
Because “Chicago’s Showmanship
Station” has what it takes to deliver
many movre of your customer's
than any other Chicago station.

rating during 205 of the 260
quarter-hours between 6:00 AM
and 7:00 PM, across the board.

About four times as many quarter-

hour wins as all of Chicago’s
other major stations combined!* |

people listen to WBBM so much
more of the time, a daytime sales
message on WBBM reaches each
of your prospective Chicago
customers at far less cost than a
similar message on any other
major station.

To get a lot more for a lot less, buy
WBBM — Chicago’s most sponsored
station for 23 consecutive years.

WBBN

CHICAGO'S SHOWMANSHIP STATION
COLUMBIA OWNED 50 WATTS
REPRESENTED BY RADIO SALES



manufacturer’s na-
some retailers hav

ted Iy the
t 1idvertisin
the <ales background or viston to se¢
a long-time promotion such a= a day

ti lio zevial. Thesc usually
leaders i their field.

Daviime serials are projected on a
basiz of accumulative resulise con-
<tant]y steadily building by repe-
tition to largely the same group. Such
serial> are tremendously effective De-
cause they get a portion of the huyvin
public intensely zold. instead of the

whole population half-heartedly  sold.

\ dramatic serial demands that the
listener either give
turn it off,

rapt attention or

1is mind is washed of all

competing distractions.  The commer-
cial annomncement falls on a complete-
Iv receptive mind. and is absorbed so
thoroughly that sponser loyalty and
buving urge are far greater than with
other promotions.

Thi= “favoring wind™ uvsually at-
lains greatest results only when sup-
ported by a definite merchandising
plan. llere i~ where so many “spot”
programs. or network co-opx. for that
matter. fall short. Thev are the brain-
children entertaimment mind.
instead of a selling mind.

The true selling mind creates the
merchandising plan upon which the

of an

whole rides  merchandising

program

40

. NS SPOTLIG

X

First Award —
19TH INSTITUTE FORJE®
EDUCATION BY RADIO

Again WBNS goins anather "“First." This time far its haliday pra-
ductian af "'Santo Claus lond™ written and produced by Park Blontan
and Chet lang. It was cited os being on ariginal and effective
appraoch ta the ideo af Sonta and his elves in Toylond. A praduc-
tian thot wos so different and typical of WBNS thot it wan the oword
‘hands dawn.”

°
52% OF COLUMBUS FOLKS
OWN THEIR HOMES

When families mave to Columbus they came ta stay. They enjay the
city with its metrapolitan hustle and close-by rural area. 163,550 aof
these families are laoyal WBNS listeners. Their buying power has
proved again and again lhat WBNS time pays dividends.

ON WBNS
SINCE ‘41 A

that Honno Paint is the

first chaice in the WBNS

*

shows

recent survey

| listening areo. Cansist
ent annauncements on
this station hove helped
put this campany in its

lop pasilion
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first—entertainment to fit. The show-
business mind usually performs in an
opposile manner.

One department store. for example.
bought a serial juvenile-appeal pro-
gram for a one-vear run. The program
with its merchandizing plan. was in-
tended 1o accelerate sales in their
juvenile department. At the start. an-
nual sales from this department were
§200.000. One yvear later, figures in-
dicated a §700.000 annual volume.
This was dene by no special bargains,
merelv using a whole merchandising
plan. not just a program with com-

mercials “tacked on.”

Entertaimmenmt  value,  whiel  pro-
duces high popmlarity  ratings, is of
course vital.  You ean’t =ell lo a

vacnum. But. let the program ride a
beam—a idea which
around a whole merchandising plan.
and let the radio-station salesman
dudy  lis subject more thoroughly,
and. evitably, more daytime serials

hasic wraps

will he sold. not only to retailers, but
other loeal or sectional advertisers.
Risskrr C. COMER
Russell C. Comer Co.
Kansas City, Mo.

Repreocnted by
JOHN BLAIR & CO.

+ 3,000 WATTS NIGH?

DON OAVIY, evrsen St
JOMN T IKMILING, Gan m¢
MUTUAL NITWORK « 710 KILOCYCUIS
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TOO YOUNG TO VOTE

(Continued [rom page 32)

did the 13-19 year group approach the

levels of sponsor-identifreation ratings

as reported by the looper organiza-
tion. However, one factor must he
taken into consideration, In the case
of Tooper, the question is asked while
the listener is tuncd to the program.
In the case of the Gilbert-NBC survey
the respondents were asked to identify
the sponsor of the program they had
listened 10 last week. 1t's one thing
to name a sponsor of a program to
which the respondent is listening at
the time. and another to recall the name
of the advertiser after recalling a pro-
gram as a “favorite.” Sponsor-identi-
fication recall will always be lower
than coincidential. Nevertheless. the
discrepaney between responses in this
“recall” youth survey and those of the
lloopcr coincidential sample is surpris-
ing.

I{ this survey can be accepted at its
face value, therc is a great need to in-
crease the brand-name conseiousncss of
men. To quote from the soft-dring
section of the report, “As boys grow
older they lose some brand conscious-
ness, whereas girls increase in brand
consciousness, The effect is that about
one-third of all boys and girls in each
group have no favorite soft-drink.”

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

Program desires for the under-13
year group have been changing rapid-
Iy. The old Uncle Don may be replaced

by Howdy Doody but the coneept is

different. Uncle Don talked down to
the kids. Howdy Doody and his men-
tor Bob Smith treat the moppets as
equals. That is not only indicative of
Bob Smith but it’s true of most high-
rating programs addressed to children
of all ages,

In a forthcoming issue. sPONsOR will
report on juvenile disk jockeys from
five to 15 vear olds. It will report on
what makes the Rumple Dumbles of
broadcasting get out and do selling
jobs that outstrip their predecessors.
Broadcast continues  to
grow up. E\'cry generation wants some-
thing different than its forebears. Fven
if it doesn’t know what the previous
generation listened to.

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

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

WMT makes big ones out of little

ones in Marble Rock
(IOWA)

Making mountains out of mole-hills
is a desirable condition . . . when
the mountains are markets and the
mole-hills their relatively small
components.

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

When you want to reach all the
Marble Rocks in Eastern lowa, tell
WMT’s prosperous audience and
start your sales curve mountain-
climbing. Ask the Katz man for
full details.
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P.S. (Continued from page 18}

mercials mayv be fed to each chain. althongh all conmercials will
be heard on the air.

Current status of acceptance of point-of-sale aural advertising is
mdicated by actual busiess being placed in New England. the origi-
nal storecast area. where 5 7 of the available commercial time is
now sold.

\ number of independent operators of snperimarket broadeast
advertising have rmn into difienlties. making. in mam  cases. the
same errors that Sorecast Corporation did at the outsel.  VMost new
operations are owned by local stations and investors. with pioneer
point-of-sale groups acting as national representatives for the instal-
lattons and as management consnltants for the actual operators.

Speakers in markels are. in most cases. installed in ceiling rather
than below bins as m Norwalk (Conn.) giant market. sual store
has around 20 such speakers to cover the entire merchandising areas.
FM transmission. rather than telephone linking of stores is proving
satisfactorv. and expansion to giant-market national coverage waits
onlv npon the organization of suflicient local groups and stations,
Many FM stations that have desired to add supermarket advertising
to their services have not surveved the supermarkets in their areas
and the grocery retail volume done in their supermarkets. Just want-
mg to operate a point-of-sale broadeast service isn't enough. Store-
casting i~ merchandising as well as advertising. Its payofl ix in
direct sales. It i=n’t enongh to have a good <ignal, excellent program.
and a good chain of markets in which to operate. It takes merchan-
dising plus, plus. and plus.
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DAYTIME SERIALS

(Continued from page 29)

the show. ete. The mere fact that an
executive fancies himeelf as a literary
man may account for a change or
decision.

Package as well as ageney producers
often rule their writers with an iron
hand. Thev are naturally  concerned
with keeping their property =old. To
some producers that means filling a
seript with excitement with a capital
E from the opening strains of the
theme music. For vears the favorite
Leginning of one package produecr for
a new story sequenee was a rock with
a note attached erashing through a
window,

That this and similar clichés never
scemed to dent the ratings of his
shows appears only to emphasize the
mportance of the symbalie coutent of
the program. In fact. 'rofessor C. 11.
Sandage m oa stndy of davtime listen-
g in two lllinois counties found that
more  im-
portant than styvle of presentation in
altracting a specific
education, community. or age gronp.”
Sandage is Professor of Advertising

“program content  seems

listeners  from

MAIN ATTRACTION .



at the University of Hlinois, which has
just published results of this study in
a bulletin called Qualitative Analysis
of Radio Listening in Two IHlinois
Counties.

Something about owning a show, or
being responsible for keeping it sold.
seems 10 inspirec a producer to some-
thing slightly more than paternal in-
terest in what a writer does with the
story. Ed Wolf of Wolf Associates. a
successful package produeer for many
vears, once conceived an idea for a
serial about voung twin orphans. He
hired Addie Richion and lLynn Stone
in 1936 10 work out the idea in detail.
and they “founded™ a home for child-
ven. HHilltop House, at Glendale,
U.S.A.. and built a story around the
people in it. Wolf, who is no one to
hang onto an idea just becaunse it's
his own. promptly abandoned his
twins. adopted  Hilltop  House with
Selena Royle as matron. and cventual-
ly sold the show 1o Benton & Bowles
for Palmolive soap.

Miss Royle had auditioned the show
which won out in competition with
two others in final audience tests. But
Palmolive had already bought Bess
Johnson (ilie veoice that built four

L A
)
A ‘ -

plants for Lady Esther). Miss Johnson
took over the Kiddies at a salary of
1,500 a week.

She ran HHilltop with an unshaken
touch even through an amazing se-
quence, cooked np and seasoned by
Wolf. about a haby leiress foundling
Kidnapped by gypsies. lle continu
ously admonished the writers to “keep
it down in the cellar, givls.” Bt Wol,
being a man of integrity, did insist
that the cellar be clean and the people
in it decent.

One day at an agency meeting it
was decided that /Hilltop could easily
top the David Harum give-away of a
horse a week. Hilliop, for three soap
hands and a prize leter, conld give a
baby a week!

Everybody was enthusiastic
hody. that is. but the writers. They
were horrified. They were commanded
to mterview a child-care organization
in Manhattan. which represented agen:
cies in nearly every state. The organi-
zation threatenced to fight the project
state by state. The agency and Wolf
settled for an mmitation jade pin.
went ofl the air in

every-

The program
1931  when  the  Pahoolive  account

moved to the Ward Wheelock agency.

I'hey demanded a cut i the bud
around 82,400 a week. minus Be
Johuson) which Wolf wouldn’t mak
Ward Wheelock hired Vlhss Johnse
for another show. and Hilltop Hou
couldnt be sold scon thereafter b
cause it was identified 1oo
with her. It ofl the air um
May. 1918, Miles Laboratories hegan
sponsoring it in September of that
vear for Alka-Seltzer, and has held th
program since then.

\ qualitative test of the show by
the Schwerin  Rescarch
has revealed that listeners have a posi
tive hking for the leading male charac
ter, Mike Paterno.
who is in love with Julie Ericksen. the
angel of Hilltop House. Bt Mike i~
no ordinary soapland lawyer  Addie
Richtou and Lynn Stone are develop-
ing him as a man with a personality
of his own. a man not only capable
but also willing to make decisions on
his own and stick by them.

This. being contrary 1o the tradi-
tional treatment of men in soap opera.
story

tl( (
wads

Corporation

Mike is a lawver

1= an indication that not ever
necessarily  make an
through the device of spineless males.

muslt appeal

The same Scherwin tests revealed that

As always. the new Charlotte Hooper* shows WBT is the
biggest attraction in town. With ratings soaring as high
as 20.6 by day and 31.1 by night!

No freak peaks these. Day aud night. «ll through the

weelee WBT gets the liow's shave of the listeners.

Nt 1948-1eb, 1949

a rip-roaring 152.9°,

A 38.70 bigger average audionce thau ain, other sta-
~r e

tious combined. Way bigger than the next station by

l

(Outside Charlotte. in 94 other high-income Carolina
countics, 50,000-watt WBT has virtually No competition

from other Charlotie stations!)

Want to mahe vour produet the center of attraction in the

Carolinas? Sign np with ns or Radio Sales.

Jeflerson Standard w B T

Broadcasting Company

50.000 watts = Charlotte, \, €1, = Represented by Radio ~ales




flilltop histeners are much more in-
terested in the problems with children
tthe prineipal slant of the program)
than in romantic or other complica-
tions introduced as sub-plots.

Thiz further suggests that subject
matter for daytime ~erials need not
he limited to stereotyped inventions in
the traditional  stvle.  If  this
merely  a question of producing  a

were

greater variety of subject matter and
a “hetter” literary product. the notion
conld be dizcarded instanthy.

It hecomes important to sponsors in
the possibilities it suggests for inereas

HOW TO

R

]
k en Texd
T"‘ en 17 =
X\ jold yaneh compr
s s 10 countet

1e/N

The Warner
and Henry investigation referred to
carlier in this series indieates that non-
the  group the
Common-VMan level could be interested

ing daytime audiences.

listeners  in above
in sounder dramatic treatment of the
very same subjeet matter.

For example, a wife learns that her
husband. a doctor of nnquestionable
integrity, is about to be accused of
Instead of letting him
in on the matter. which

malpractiee.
involves his
professional ~standing and perhaps
their future, she handles it
herself.” without mentioning it 1o him.

A3 Il()l(‘

ALTER

A BRAND'

hen sales figures of your brand need to be

altered UPW ARD in South Texas. .. legally,

of course... better heat up a campaign

over

Brands Reproduced
C C DABNEY Frederichsburg, Teras

Auotbicr FAMOUS

WESTERN BRAND

Repreaented by EDWARD PETRY & CO., INC. . New York, Chicago, Loy Angeles, Delroil, S). Looiy, Dallas, San Francisco, Allanta, Bowlon
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The argument for this kind of
characterization, of eourse, is that it
is necessary in order to show how the
good wife ean suecessfully meet any
threat to her security. This overlooks
the faet that sounder dramatie hand-
ling of charaeter would provide for
the husband’s taking his proper share
in the action, while still allowing the
wife to swell housewifely hearts with
pride in her courage and intelligenee.
The effeet might be even more im-
pressive if the wife's peculiar ability
to help her hushand in sueh a situation
were shown triumphing side by side
with his own energetic. but unsuecess-
ful effort to save his reputation.

When Michael's
Against The Storm. went on the air in

Sandra serial.
the mid-thivties opposite Big Sister, it
built from a 2 to a 7 without taking
any measurable part of Big Sister’s
audience. This seemed to indicate the
program drew a substantial portion of
its audience from new as well as regular
serial Nsteners who added it to their
lineup despite its break with traditional
daytime serial formulas,
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No imvestigation. unfortunately. has
ever been made of the degree to which
the distinguished writing of Against
The Storm was a factor in its popu-
larity. The fact that erities have called
it a literate. beautiful job of crafts-
manship, and that it won a Peabody
Award in 1911, is not necessary evi-
denee that lsteners appreciated  the
same qualities the eritics did. Mauy
thousands of letters from listeners.
however. did express sincere gratifi-
cation for both the writing and cou-
tent of the show,

The new Against The Storm series
that Philip Morris started sponsoring
on Mutual last April features hal-hour
instead of quarter-hour episodes. In
recommending the series to  Philip
Morris. the ageney, Ceeil & Preshrey.
Ine.. was very conscious of the in-
crease of women high-sehool graduoates
by wore than 300°¢ sinee 1920.

A writer's owning a program, as
Miss Michael does Against The Storm,
is no guarantee of ecasy sailing in
developing the story.  Attempts  of
agency people to influence her treat-
ment of the story. according to Miss
Michacl. caused her to ask for caneel-
lation of the original program in 1942,

although it had econsistently held a .

place among the first ten serials.

The impact of the war led writers to
attempt, with the blessing of ageney
and sponsor. a bit more realism. For
one thing. psychological and scientifie
theories that bear on the daily lives
of people in the serials have been in-
trodueed.

Warner and Henry found, however,
that ncrely to talk about such theories
was on the whole distracting and un-
satisfactory to most soap-opera hs-
teners. or example. making doctors
chat with patients about new medical
diseoveries. I'reud’s theories. ete., may
give a story an air of enriching the
histener's life. But earlier tests at the
University of Chicago by Sherman
Dryer indicated conclusively that ma-
terial handled in such mamer isn't
well remembered and doesn’t compare
in entertainment punch with the same
material used dramatically as part of
the story action,

Not all writers are free to construet
their own story lies. even under super-
vision. Writers on the ten serials now
produced by the Hummert organiza-
tion are provided with story outlines
for which they simply do the dialogue.
The Hwumerts themselves keep  all

(Please turn to page 58)
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IF YOU
KNOW HOW!

SOME people will swallow anything, we know-—but how
did anybody ever swallow the old misconception that “all
radio stations are pretty much alike™?

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

KWKH /s different. Among all the CBS stations rated by
the Hooper Station Audience Index, KWKH consistently
ranks near the top. morning, afternoon and evening! May we
tell you what this can mean to you in the important Shreveport
area?

KWKH

Texas
SHREVEPORT { LOVISIANA )
i Arkansas
50,000 Watts ) CBS Mississippi

The Branham Company, Represcntatites
Henry Clay, General Manager
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As a sales-producer CBS today holds the high altitude record among all networks.

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

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

The Columbia Broadcasting System
J_ e Al o | |
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Posed by professional model

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

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

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

Latest Hooper before closing time.

STATION

WHEC
MORNING  41.0

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

AFTERNOON 36.2

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

EVENING 37.2

—«.——

STATION STATION STATION

B C D
23.9 7.6 4.5

27.1 8.1 11.6

32.7 6.5 8.2

STATION STATION

E | F
154 | 59
122 | 4.3

Station
Broad casts
] 4.0 till Sunset

goo1000 PM. . OCTOBER 1948 thru FEBRUARY 1949  °"

BUY WHERE THEY’RE LISTENING: —

HOOPERATING

MEMBER GANNETT
RADIO GROUP

-Representatives: EVERETT & McKINNEY, New York, Chicogo, HOMER GRIFFITH CO ., Los Angeles, Son Froncisco

23 MAY 1949
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Andre Baruch, for 13 weeks, stooged for a different magican every week to sell the "magic’ of Polaroid TV lens for all sets

Polarord paradise ...

TV acceessories could be big business over the air

Bring out almost anv major
mechamnieal from
and 1t

won't bhe long before some enterpris.

product
cdrs to o eameras
g manufactmrer 1< marketing a dash
board compass or an exposwre metel
as an The
mannfacture of all types of aceessory
prodocts in the L,

mdependent  aceessory.
S has heeome big
bosmess. and frequently a profitable

With

g hooming as the newest major in-

televiston-set manufactin

are,
dustry i this country, it was only

52

natural that an overnight rush would
develop to bring out TV accessories
as well

Special - “television tables”  alon
with special TV chairs. TV bar sets.
swivel-top attaclunents to mount TV
sets, as well as other gadgets. are he-
ing sold in furniture and departnient

m TV

stores arcas.  Architects have
designed  living-rooms  around T\

viewlng. and magazines like House
teautiful and Better Homes and Gar-
dens have tackled the task of decorat-

ing a living-room where the center of
atbhaction is a TV set.

But nowhere has the field of TV-
aceessory selling heen so green as in
the manufacture and sale of various

attachments for the TV set  itself.
These have divided youghly into three
major types:  lenses. antennas, and

filters. Lvery TV.set owner is a po-
tential eustomer, and every TV dealer
a potential outlet. the
best advertising medium for such sell-
ing is TV itself. sinee there is little or

FFurthermore.

SPONSOR




=5 {I_aoms Magic!
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PO LARolp
(D Follwring the «no * Jrodid i weiie
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TELEVISION
FILTER
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7:45-8:00 PM.

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

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

Many a small electrical or optical
busivess that grew up during the war
vears through manufacturing radar
antennas or Plexiglass homber noses
received a ‘revivifving “shot-in-the-
arm” when TV came into
Several such plants. whose equipment
was out-moded when V-] day put an
end to many war contracts, have
swilched over in a matier of weeks to
making a TV product.

TV has done some phenomenal sell-
ing jobs, even when the retail price of
the TV accessory being sold is quite
sizable.  When Motors,
makers of an electrie TV antenna rota-

s own.

Aerosweep

EVision
ILYER

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

23 MAY 1949

tor, wanted to introduce its new prod-
uct, it was done via a series of TV spots
{one-minute films) on Newark’s (N.].)
WATV. The spots were scanned
nightly, on a Wednesday - through -
Sunday schedule. 1u the middle of the
third week, more than 1.250 replies
had come in (a1otal of nearly 850,000
in potential sales) at a total cost of
about 81 per nquiry. The biggest
surprise lay in the price of the item:
$39.95.

Again, when Los Angeles TV dealer
Jerry Costigan bought a single one-
minute spot on L.A.’s KTLA to adver-
tise Walco TV lLenses, he was nearly
caught flat-footed by the response. le
had only 100 lenses a1 870 each in the
store. Over 2.000 calls regarding the

"Howdy Doody'' pictures were effective give-aways

lenses came in during the next 18
The 87,000 worth of lenses
sold out as quickly as a nvlon shipment
in wartime. A week later Costigan's
phoues were still jingling as calls came
iu at the rate of 150 a dav. The cost
§50: the take: 8$7.000. And new lenses
were selling as Tast ax Costigan could

hours.

order the plastic. liquid-filled TV ac-
cessory from his supplier.

Leading makers of TV aecessories.
such as the E. L. Cournand Co. (Wal-
co lenses and filters), Richard’s Life-
Size Screen (TV lenses). Celomat Co.
(TV filters), the Zolar Optic Co. (T
lenses). Acrosweep Motors (anten-
nas). aud others have found that the
pull of TV advertising and the accept-

53

Groan-and-grunters produced Polaroid sales




ance of TV acceessories have combined
But no
firm has gone as far and as fast in the
field of TV-aceessory =elling a~ the
Pioneer Scientifie Corporation. mak-
ers of “Polarotwd” Television Filters,

Like Topsy. the Pioneer firm “just
arowed.” IUis pretty mueh a war-haby
firm. having been chartered in New
York just two weehs after the day the
Japanese struck at Pearl Tarbor in
1O Thoward Wo Seiter and George
R. Himman. alunmi of an oflice-supply
jobbing firm known as Markay Prod-
ucts. activated the firm in Mareh of

to form a growing business.

We've made 1 - minute film
spats far such componies os-

Carey Soit
Fitch Shampa
Flarsheim Shaes
Dreft

Whealies
Pillsbury Flour
Belaved Diamands
Matarala

Speed Queen Washers
Inlernationol Horvester
John Deere

Phillips 66

Nutreno Feeds

Quoker Oots Ca.
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1912 as a licensee of the then-five-year.
old Polaroid Corporation to manufae-
ture or assemble various Polaroid op-
tical gadgets. most of them for mili-
tary use. When the war ended. Pio-
neer Scientifie turned to the manufac-
ture or assembly of various peacetime
products that ealled for the applica-
tion of the prineiples of “light polar-
izing” leveloped by Polavoid as carhy
as 1932, Pioneer became a sales or-
handling  Polaroid
sunglasszes for export. Polaroid kits for
science

ganization.  too.

classes,  Polaroid

laboratory
and photographie supplies. and a com-

Far years we've been making I-Minute
Film Commercials far Nationat
Advertisers fo screen in theatres . . .
This know-how is now ovoilable to
you for. your

™, Fim Cammercials.

LN

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

sofes substance thot impells oction.
Wae've faund out much obaut how ta
compensate far the TV limitatians sa that
your films telecast brilliantly.

Moy we screen same af these films far
yau . .. with na

obligotian on yaur part.

Reid H. Ray Film Industries

2269 Fard Porkwoy 208 So. LoSalle St.
St. Poul, Minn, Qheogo, Hinois

bination sun-hat-and-sun-visor known
as a "Pola Cap.” Annuval sales ran
about §500.000 a vear.

In late 1917, Pioncer began work
on a new product. one destined to be-
come the firnr's sales leader. The com-
pany was well aware, in the latter part
of 1917, that television was making its
bid as the newest entertainment medi-
um.  With nothing to lose. Pioneer
began a research project to see what.
if anv. applications could be found for
Polaroid equipment in TV. They dis.
covered rather quickly that one of the
drawbacks to owning a TV set was the
fact that constant
viewing left some viewers with the same
kind of mild evestrain obtained from
gazing mto a fluorescent lightfi xture
for any considerable length of time.
The TV direct-view tube had a high
glare factor.
of glare

several hours of

Polaroid was a means
control.  Thus. reasoned
Pioncer, if you put a picce of Polar-
oid film the business end of
a TV tube, stray light and glare would
be greatly reduced. They tried it: it
worked.  Pioneer had a new produet

over

"POLARCID PARADISE" PART TWO
WILL APPEAR IN 6 JUNE ISSUE

THE BROADCAST AUDIENCE

(Contimed from page 26)

at night during March show up in the
following manuner:

Share of Audience
Radio TV

TH.5 280

Town

New York

\ rating for TV viewing i~ included
in llooper semi-monthly - Program
Hooperatings.  In out of the 36
cities used in the Hooperating there

25

wits one or more TV stations during
March (shice most of the figures used
in this broadeast-audience report cover
March, March figures are being used
throughout to keep the data compar-
able.)  Eightv-nine  pereent of all sets
installed were located in these 25 cities
INBC Television Data Charty. The
comparative use of radio and TV sets
at the time when the visual medium
gives the aural medium its greatest
competition® should be  iHummating,
Figures from Program Hooperatings
week of 127 Mareh are used,

Rating

Day Time Radio TV
Sunday 130-9 p.m. 39.8 .6
Monday 36-9 p.m. 35.9 O
Tuesda; p.m. 30.6 .0
Wednesday 5:30-9 p.m. 34.1 0
Thursda G:30-10 pom, 29.5 73
Friday Ni30-9 pam, 3. .9

“The period during which TV gzets ns
areatest andienee.

SPONSOR




BROADCAST MUuUSIC, INC.

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

NEW YORK * CHICAGO °* HOLLYWOOD

SINCE 1940

5
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These are not necessarily the hours
during whiech radio reaches its greatest
audiences, but hours during which.
according to all TV reports. the visual
medium is hitting on all tubes.

The Nielsen Radio Index. whieh has
recently  extended it~ serviee to be
representative of the entire nation. as
the Nielseu organization sces it. eur-
rently 1eports further inereases in radio
listening.  According to NRL in Janu-
arv. 1047, the average hours of hsten.
ing per home per day were L8, In
January. 1949, veports Niclsen. listen-
ing in the same homes rose to 3.1
hours per day.

Because of the increase in the nume-
ber of radio homes. this inerease in
mmmber of hours spent with radio
means (according to NRI figures ad-
justed to the current number of radio
home=) that the broadeast advertiser
i= “the beneficiary of an inerease of
21¢¢ in the total home hours of radio
listening.”

\RI's figure for cost-per-thousand
homes reached by the average network
broadeast ha~ dropped from S1.89 in
January. 1917, to SLOB in Jamuary.
1919, Nielsen also stresses. in the cur-
rent report he is making to advertising
agencies. the faet that radio. wnlike
most other advertising media. i not
«tatic --that the andience an advertiser
reaches this week = wot 100%¢  the
same a= the andience he reaches with
his next broadeast.

For a specific program. he reports
a single broadeast reached an audienee
of 12.597 which heard 2.5 commercials,
This 30-minute evening program how-
ever reached 27,50 of the radio homes
during a four-week period, The cumu-
lative audience heard on an average of
4.9 commereials during the fonr-weck
period. This audience-turnover factor
with  black-and-white
which reaches for the

i~ not present
adyertising.
o=t part the same audienee week alter
week. even though the pablication 1%
one that is sold primarily on the news.
stands.

One of the reasons why daytime
~erials are so cffective is also the audi-
ence turnover, Nielsen reports that one
<oap opera which he rates as o for
a «ingle broadeast reached 31.2°0 of
the radio homes during a month (20
broadeastsi. On the one airing. the
average listener leard 1.8 commercials,
On the 20-Inoadeast basis. the average
heard 9.7

Practically all radio research on the

housewife commercials,
roadeast audience is home research.

55

It i~ al=o generally texeept for Nielsen)
one-sel-per-home research.

This underestimates actnal listening.
A recent survey conducted by Pulse
of New York for WNEW produced
the first set of figures indicative of out-
of-the-home Listening, The sample was
<mall. and neither Dr. Roslow. head of
Pulse, nor WNEW makes any world-
shattering claims for the study.

Out of a =ample of 1.000. Pulse
reported that 287, 28.7¢. stated that
they listened to radio away from home.

Away-from-home listening

Where Percent
Visiting 32.0
Auto 29.8
Working 26.4
Outdoor (portable radios) 1.0
Restaurants, bars 9.7
Retail stores 7.3
Clubs, schoals 1.4

The number of outdoor listeners is
low Dhecanse this survey was made dur-
ing a month (March. 1949) in which
warm davs were at a minhmum. A
further study will be made during the
summer which will no doubt confirm
the findings of WOR and other studies
which reported  in  SPONSOR's
Summer Selling (9 May) issue.

were

The figures of “at work™ audience
are interesting. ‘The histen-while-vou-
work audience has not been checked
provionsh. WNEW's interest in “away
from-home lListening™ is like the inter-
est of all independent stations in this
audienee. based upon the fact that non-
network station programing of musie
and news is tailored for the vagrant
ear. I's a vital audience, an earning
and spending audience.

The FM audience is also bigger than
indicated in most surveys. Over 55
of the 13.3 FM-equipped homes in the
New York area use their FM sets at
least onee a week (Pulse). As base-
Lall beeomes more and more hnportant.
that FM figure will go up and up,
since daytime radio sounds Dhetter in
the summer on an FM set. especially
in arcas beset by man-made statie. In
many other cities. the local FVM sta-
tions are the only outlets over which
good daytime signals carrying the
basehall games are available.

The composition of the broadeast

In the last
listener  has

audience is also changing.
five vears. the average
added one vear of education. That's
true of the total population of the UL 8.
and 91.2°7 of the nation have radios.

In 1910, 8.1 of the U, S, was 00-
T1 vears old. In 1950, this becomes
930, The over-75 group is inereas
ing also, In 1910 it wax only 2°¢ of
the nation’s population: in 1950 it will

he 239 . This wmeans the over-G0
group will number 3,166,000 at the
end of this vear. This segment of the
population has more leisure than the
rest of the U. S, Its buying power is
considerable also.

These figures of the National Re-
sources Planning Doard ave important
to advertizers hecause little or no copy
is being addressed to this group on or
ofl the air.

The broadcast andience is growing—
is growing better educated— is growing
older; the latter despite the upped
birthrate sinee the end of World War
11

To the inereased radio audience has
been added a new audience. the TV
audience. The inerease in radio homes.
the uncovering of out-of-home listen-
ing. the inerease in hours of Hstening
all tend to make the reeent predictions
that TV will pass radio in importance
in five vears seem at least far-fetched.
With the competition of the vizual
medium, radio is being foreed to find
out new things about its andience.
Advertisers with new facts and figures

~with new knowledge about who is
hearing their commercials—will also
have to re-evalnate the broadeast adver-

tixing medium. No part of it has
started to shrink——yet. «oa e

THE UNIVERSAL LANGUAGE

(Continued from page 25)

WSM ecarried four nursery aecounts
on Grand Ole Opry. as well a: on
earlv-morning hillbilly shows.  Three
of the nurseries offered fruit trees at
£1.95 cach, the fourth a flower plant
at 81, Total dollar volume for these
four accounts was more than $350.000.
of which $66.000 was reccived by the
flower firm: the three other nurseries’
total of better than §285,000 repre-
sented some 57.000 orders.  Average
cost on all the §8L95 nurseryv offers
during the entire period was 60 cents
per order. with one of the firms re-
ceiving during one month (Jamary,
1948) sueh a volume of mail that the
actual cost per order was only 22
cents,

The WHWH VA lamboree. on that
Wheeling. W, Va.. station. has a
lengthy list of satisfied local advertisers
who stronghy attest to the continual
pull of folk artists. Jamboree. aired
cach Satnrday night for four honrs
before a live andience. and now in
its 16th year, points to such mail
records as one quarter-hour participa-

SPONSOR
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tion resulting in 2.703 nagazine sub-
seriptions. one five-minute participa-
tion producing 1.232 §1.29 hosiery
orders, a 15-minute slot selling 973
sewing machine attachments at 81
cach. another quarter-hour participa-
tion pulling 8787 for that number of
plastie aprons. and a five-minute
period sellmg 91 tableware sets at
£9.95 each.

Stories suclh as the following ex-
perience of KWTO. Springfield. Mo..
with a local advertiser are as mumerous
as the hillbilly performers and groups
who are responsible for them. A local
KWTO account wanted to advertise
a mail-order produet for &1: the item
could be obtained only by writing to
the station.
a large following was recommended to
the account by the station. This was
not agreeable to the sponsor. so a
15-minute recorded show was decided
upon and programed  with a resound-
ing lack of results.

Shortly after. the advertiser switched
to a live-talent group. using popular
and semi-classical music.

A live-folk-musie act with

Results were
Finally, rather
than give up. the client was persuaded
to try a hillbilly unit. in spite of his
distaste for this type of pregram. The

still slow in eoming.

distaste rapidly evaporated in the face
of 25,000 81 orders in 26 weeks. an
average of 962 cash orders per week.
or 137 a day. The advertiser realized
S137 for every $45 investment. less
than he had Dbudgeted for the cam-
paign.

The files of WRVA. Riechmond. Va..
contain a similar story (many of them.
for that matter). Lightner DPoultry
Farms had lrad. in 19170 a morning
liillbilly—on  the station,
advertising baby eliicks.  Because the
show was not pulling well. WRVA
suggested o Ligltner that it change
its time and program format and move
into a segment of the station’s Old
Dominion Barn Dance.  Through the
spring months of 1917, the show sold
50,000 ehieks weekly for Lightner. to
the point where the company had to
cancel Dbecause its supply
hausted.  Sinec then. Lightner has
returned to Old Dominion Barn Dance
as a regular participant.

WBT. Charlotte. N. C.. scveral
months ago started a new folk-musie
group (Dewey Price and the Dixie
Trio) on a three-times-a-week sehed-
ule. Tn a matter of three weeks. audi-
ence acceptance expanded the pro-
gram to nine times weekly. Three

show—not

was  ¢X-

local sponsors ¢plit the nine quarter-
hour shows: one of them. Tube Rose
Snuff, reports an average mail pull of
530 letters per week. on an offer of a
four-leaf-clover charm.

IFolk music in recorded form is a

powerful audience lure. also.  In the
first nine months of last year, the
WCKY (Cinchmatty Jamboree - a

four-hour  seven-nights-a-week  platter
program conducted by Nelson King
sold £1,0538.5352 worth of merchandise
for its direetamnail advertisers.  The
total represemed 6047000 orders.
Individual case histories tell a more
detailed story. The Pieture Ring Com-
pany of Cincinnati for two-and-a hall
months used a one-minute annsunce-
ment on WCKY's Jamboree to sell a
ring with a picture in it for §1. Re-
sult: 7511 rings sold, an average of
iore than 100 orders a day. With 25
announcements during one month and
a day. the London Specialty Company
reecived, through  Jamboree. 5,387
mail orders for its sewing-machine at-
tachment selling for $1.  Response
came from 24 states and Canada, with
929 of the mail pulled from the ten
states in WCKY's listening area.
Ranch Rhythins. Mondays through
Saturdays 10-11 a.m. (Central Stand-

Hunouncing

the formation of

ADASONIC ENTERPRISES

Scripts ) ¢

Animation

INCORPORATED

with STUDIOS at

Twenty East Forty Second Street, New York 17

Telephone: MUrrayhill 7-0463

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

*

Spot Commercials

*

Complete Programs
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ard  Time) WIHIM. Memphis.
Fenne. in Janmuary of this vear had a
Ho of LY. as against 3.0 for its

nearest local competitor.

on

Fhere  are  Iamdred=  of  ~imilar
~tories in the files of these local stattons
ooram  folk-musiec acts and
Folk musie has an appeal
that app: It and
it~ proponents have the knack of doing
what no other type of radio entertain-

that i

which
performers
ntly is univer-al.

ment can approximate  and
meeting listeners on equal terms,
Fhat’s why folk music pavs off for
It's
time the  pseado-sophisticates  among

local advertisers on loeal ~tations.

national advertisers and their Carnegie
Hall-minded agencies realized it Un-
til they do. theyv’re hy-passing a niece
slice of the sales revenue to be derived
from a much maligned. but very pro-
ductive. type of broadeasting. « «

NOW!

5000

WATTS

HANNIBAL

COVERING THE

HANNIBAL-QUINCY
TRI-STATE
MARKET

COUNTIES OF

PROSPEROUS Md/‘k mﬂ/}] [0/10/

ILLINOIS ¢« ITOWA + MISSOURI

NATIONAL Rep.— JOHN E. PEARSON (0.

AHulucl Aolrork

1000 WATTS of MITE
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DAYTIME SERIALS

(Continued from page 15)

storvlines  going. apparently the
theory that they know better than any-
one clse what their listeners will Lke.

Each story illustrates a continuing
theme or problem whieh they helieve
will command a broad and eonsistent
interest.
have heen well-justified to date. The

01l

Their judgment seems to

Hummertz. however. would he the last
to insist that their formula is the only
one that will conmand a following.

Writers of soap operas get from
=200-3500 a week for five seripts. un-
less the writer owns the show. in which
caze e mav get up to 81,000, The
majority of writers get between $200-
2250, with Thimmert writers getting
about 850 less for comparable work.
\lthough this 3= a relatively low iu-

KSL.. (LA, PLATIE
OHNSON
TCHISON
ALINE
AVIESS
RANKLIN

DOUGLAS
BUCHANAN CALDWELL
DONIPHAN  ANDREW
LIVINGSTON
OSAGE

JEFFERSON  CA
HO
DEKA Lg¥

WYAN_ OTTE
EAVENWORTH CLINTON RAY lAFAYEY?

AYLOR PAGE FREMONT OTOE
fHAYER  JEWELL  REPUBLIC
-LOUD OTTAWA LINCOLN
AUCE  McHHERSON  RENO

[l

Yessirl 213 baaming caunties
lie inside the measured 4 mv.
caverage of KCMO's pawerful
50,000 watt beaml Add ta this
supercharged signal, program-
ming that’s carefully tuned ta
Mid-America listeners, and you
have a farmula for low cost
per 1,000 caveragel

Kansas City’s Most Powerful Station
50,000 Watts Day-
time—Nan-Directianal
10,000 Watts Night—
810 kec.
KANSAS CITY,
MISSOURI

Basic ABC far Mid-America

THE (D#éy STATION

THAT.COVERS BOTH

HALVES OF THE

" VANCOUVER AREA”

come for the pulling power of their
seripts, the majority of davtime serial
writers are not “hacks.” despite that
label by eritics who do not under-
stand the function of most davtime
serials. The talented work of Orin
Addie  Richton and  Lynn
Stone. and Martha Alexander, to name
but a few. I~ consistently more than
“adequate.” The conventionalized situ-
ations and treatment (customary in all
folk literature} of most soap opera
accounts for a great deal of the “haek™
eritieism.

Warner found the
writer’s skill in producing emotions in
certain patterns was profoundly  im-
portant in winning and keeping lis-
teners. They did not attempt to cor-
relate this fact with intensity and fre-
queney of listening.

Tovrov.

and l1lenry

Researeh will provide ~ome answers
to this question when sponsors demand
them. If the eorrelation is nportant,
as tentative studies seem to indicate,
the role —and of daytime
serial writers will beeome more im-
portant.  More good writers will try
their hands at soap opera.

~'alariv.~

When teehnignes of harnessing emo-
tional eontext  to  conmercials  are
further worked out. the role of the
writer as high priest of emotion will
be clarified and confirmed. He'll still
have to (neeessarily)  with
producers and sponsors. But those new
robes should

contend

wear well. P

CUTURICA

(Continued  from page 27}
pean trip. Be that a~ it may, what
Atherton was =aving meant abandon-
ment of the thinking that had gov-
erned Potter’s advertising poliey for
nearly 60 yvears,

It wasn't that Cutienra Soap and
Ointment. leaders of the line. weren't
selling well  they'd never sold better.
The small-space newspaper and maga-
zine ad combination had  gradually
built o dominance that enabled the
company to claim leadership in s
hield.

The original finn. known as Weeks
& Potter. manufacturer  of
pharmacentical The first
produet developed for retail sale was
1876, I

was a

produets.

Cuticura Omntment  in

was

followed shortly by Cutieura  Soap.
containing  similar - medication, Al
SPONSOR

L



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

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

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

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

Analysing the problems eonneeted
with selling medicated skin prepara-
tions, Atherton coneluded in 1939 that,
despite the company’s strong position,
the time had come to give their ad-
vertising a vigorous shot in the arnm.
He proposed a national eampaign of
one-minute  lranscribed
ments.

announce-

Potter was =pending at that timne
roughly §350,000 a year in daily news-
papers, farm papers, and magazines.
Newspapers got about two-thirds of
the alloeation. Magazines. including
women’s service and professional mag-
azines designed to reach doctors and
nurses, got about $35.000. farm papers
slightly less than $2,000.

It’s never been possible to collect
aceurate data on the users of medi
cated skin produets beeanse of the
reluctance of many users to discuss
the subject. In city after city wheve
consumer survevs have bheen taken. a
medicated soap uever shows up in a
list of even as many as a dozen soap
brands. In one rarve instance Cuticura
found itself at the bottom of a list,
with 1% of the sample. Retailers
know that the figure was a substantial
underestimate.

Advertising copy on medicated skin
preparations for years had tended to
stress the unsightly aspect of skin con-
ditious the produet is designed to rem-
edy. Oue natural reaction to this
approach was a feeling among many
users that the medication ingredients
must be rather potent to make good
the claims for the preparation. A fre-

BOOMERANG!

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

how can I convince the Boss?

Dear On-The-Spot:

On-The-Spot

Your Boss situation is going to be much worse. Wait till he finds out KXOK's
high Hooper position during March, 1949. When KXOK’s rates are balanced
with its share of audience, the combination is terrific. You and I know, the base
hourly rate on Station “A” is 57% higher than KXOK’s, and Station “B” has
a base rate 32% higher . . . yet they delivered only 15% and 2.4% more audi-
ence during March. Better not mention KXOK’s powerful signal at 630 on
the dial, reaches 115 counties in six states, daytime, in mid-America.

Basic ABC

23 MAY 1949

5,000 Watts

KXOK, St. Louis

630 on the dial

A *'John Blair"” station

Portrait
of a home
111 SCARSDALE

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

This 1s the home that Arthur
Hull Hayes left when he
moved from New York to
head CBS in San Francisco.

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

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

As for Scarsdale, if you don't
know it just inquire among
New York's advertising fra-
ternity. lts schools are na-
tionwide famous. It's only
34 to 40 minutes by New
York Central to Grand Cen-
tral Station.

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

Write
SPONSOR, Box 17
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quent belief that regular use of medi-
cated soap isn’t good for the =kin is
another  problem  faced by all
ducers of such products. That

pl'()'
1 one
reazon \rmour s prometing exclu.
sively the deodorant qualities of s
Dial Soap without mentioning its ger-
micidal property.,

Atherton made his radio proposal
against this background of special
problems and a market which was
changing so much that the long suc-
cessful advertising formula wasz no
longer adequate. Potter officials gave
Atherton the go-ahead.

They  approved  first slash

a by

nearly half in the printed-media hudget
and then the purchase of time for two
etl. ammouncements a day across the
board on stations in major markets.
This two-a-day schedule has since heen
followed  with  few But
where four sevies. one for each season.

exceptions.

were used originallh. now only two

series. winter and summer.

Ilach includes about

are cm-
ploved. 19 an-
nouncements,

The campaign started in 1939 with
30 to 10 stations. combining 30 kw
with lesser-powered outlets. depending
on their characteristics and the char-
acteristics of market areas.

IN THESE 14
VIRGINIA
COUNTIES
THERE ARE

108,060
RADIO HOMES

GILES

“PuLasxi

RAOF K I
@ PULASK |.*

i AT }’
H |W__'¢ & HoT BPRIAGES

CRLTRBRICR

+
[ ] LE'ﬁ'I:EllEI‘- ® COVINGTO

© PEARISBURG

I MONTGOMERY

® STAUNTOR

‘."*V I R

ROCKRRIOGE

’
$ ALLEGHMANY

@ LEx

BOTETOUAT

@ FINCASTL

.
®" ONEWCASTLE
CAAIG

BEOFORD

ROANOKE @ BEOFOR

WDBJAROANOKE

APPOMATTON
@ LTHCHBURG

3

CHARLOTT

® CHRISTIANSBURG grmreEt

FRANRLIN

® ROCKY MOUNT

rLovo
@ FLOYD,

PITTSYLVANIA
MALIPAX

MENRAY

@ VARTINSVILLE @ DARVILLE

~eenle

@ STUART
PATRIGK

e "E"“ ROCKINGHAM l uli:!_;l S e
WATAUGA ' pra—
< , T f’v YADKIN f FORSYTH | CONTORD ALAMANCE | grance
. D ib l Stations Morning  Afternoon Night
Here is the Distribution WDBJ 379% 349, 249,
of audience in this
. . Station "A’’ 9 10 8
nine-station area ¢ Station “'B’’ 9 9 9
Station "'C"’ 7 7 4
Station "'D"’ 4 5 4
Station "E"’ 5 4 2
. . Station "F 4 5 2
*Hooper Listening Area Station "G’ 4 3 2
Coverage Index Fall 1948 Station "H"” 1 2 LT

1919 marks WDB]J’s 25th ycar of scrvice to Roanoke and Southwest
Virginta—WDB]'s 20th ycar with CBS.

Ask Free & Peters for availabilities—now!

WDBJ

CBS « 5000 WATTS - 860 KC

Owned and Operated by the
TIMES.-WORLD CORPORATION

ROANOKE,

VA.

FREE & PETERS, INC.. National Representafives
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In 1940 the printed-media hudget
was slashed ~till further around
S1O0.000 dollars, and a few more sta-
tions were added. The company now
uses 45 stations. approximately half of
them 50 kws. The total advertising
budget. according to estimates. is about
$800,000-1,000,000 {or 1919, split two-
thirds in radio and the remainder in

to

465 daily newspapers and a small list
of farm papers. women’s service maga-
zines. general magazines. and  pro-
fessional magazines for doctors and
nurses.

The radio campaign didn’t produce
mmediate sensational results. but be-
fore the first year’s operation ended
there was no question of continuing
radio on a 32-weck basis. A steadily
spiralling  sales  curve proved that
Atherton’s estimate of the condition of
the market was correct.

In 1913 Potter did a business of
wearly $6.500L000. according to trade
estimates. A substantial part of this
total came from foreign subsidiaries
Great Britain, Australia. Canada.
Fire. and South Africa. A new plant
was established last vear in Brazil.

Atherton felt that radio would be

more effective with a “softer” com-

First Homemaker

ELLEN ROSE DICKEY RETURNS
FOR WLS 25th ANNIVERSARY

In 1921 Ellen Rose Dickey  pion-
cered radio homemaking on WLS.
Like other oldtimers. she kept in touch
with her “alma mater”™ aud this year
paid WLS a visit in connection with
its 25th anniversary celebration.

Martha Crane and lelen Joyee in-
terviewed  VMrso Dickey “WILLS
Feature Foods.”™ modern hroadeasting-

on

wmerchandising counterpart of the early
day homemakers’ hour, Martha took
1025 in 1935
was joined by Helen Joyvee in the

over Homemakers™ in

Feature Foods team whieh has talked
to Chicago area honzewives ever since.

Mrs. Dickey was told about the mer-
chandising group which calls on over
1.500 Key retail food outlets in Chicago
and suburbs. reporting on produets
advertised on WLS Featire Foods
one of America’s hest known women's
programs and a powerful =elling foree
in \merica’s second market-place,

WLS
1924 — — — 1949
Chicago 7

Represented natianally by John Blair

SPONSOR




mercial approach than employed in
printed copy. One of his first experi-
ments was using music to introduce
the selling message.  He signed a
famous baritone to do a series of spots
—anonymously. of course. Despite
letters angrily protesting  the inter-
ruption of the “beautiful” music by
the commiercial. the series sold Cuti-
cura. Women are the principal pur-
chasers. with a smaller but still sub-
stantial proportion of men using the
products.

The effort to find more effeetive
ways to present the same basic themes
was stepped up in 1915 when John A.
Atherton, son of head man J. William
Atherton. joined the agency as radio
director. A professional  musician
with numerous serious compositions to
his credit. John Atherton has experi-
mented with musical devices. as well
as other approaches to selling Cuticura
products.

Commercials done wholly in verse
set to music, in fairytale style, and
in various forms of dramatic dialogue
have been used. Being “one of the
boys,”” in a manner of speaking, Ather-
ton has been able to form a five-piece
string ensemble of musicians  from
New York’s most famous symphony

97,410 Radio Homes

in the area served by

KMLB

— the station with more
listeners than all other
stations combined —

IN N.E. LOUISIANA

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

MONROE »

LOUISIANA

KMLB

MONROE, LOUISIANA
* TAYLOR-BORROFF & CO., Inc.

National Representatives
% AMERICAN BROADCASTING CoO.
5000 Wotts Doy *® 1000 Wotts Night

orchestras to record music {composed

by himself) for backgrounds and tie-

ins with Cuticura announcements,
Potter Drug & Chemical officials

credit their 52-weeks-a-vear radio cam-

paign with a vital role in the behavior
of the Cuticura sales curve. which has
risen steadily. Increasing sales. efhi-

cient management. phlus the fact that
the company’s products have a fairly

rapid turnover, have enabled Potter to
retain for net working capital about

806 of a tangible net worth (in 19.18)

of better than $1.223.000. The net
liability ratio to working capital is

SURE,

SOMCEe ChicaQo stat

can “reach” South Bend

...but the audience

LISTENS

to WSBT!

about oute to four.

Despite a falling-off in total earn-
ings in 1943 because forelgn buvers
couldn’t get dollar exehange. sales in
the United States continued at a high
level, and the company reported a
steadily-increasing surplus.

Radio didnt make Cuticura. 1t did
add a huge potential to a market that
was fast outgrowing Cuticura™> pre-
1939 attack. The next step, according
to radio direetor Atherton. will be ex-
tensive testing to determine the effect
of a new musical approach he’s work-
ing on to selling Cuticura.  + « &

ions
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PAUL

You want listeners, pot merely signal strengthi,
for your radio dollars. Listeners are what
you get on WSBT. This station is the over-
whelming choice of listeners in the South
Bend market. No other station—Chicage,
local, or elsewhere—even comes close in
Share of Audience, Want proof? See Hooper.

VSE

SOUTH BEND

5000

WATTS - 960 KC - CBS

H. RAYMER COMPANY - NATIONAL REPRESENTATIVE
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SPONSOR
SPEAKS

Too many jobs

Several important developments hayve
evolved sinee the National Association
of Broadeasters decided to set up the
Broadeast Advertising Bureau. First,
it has been agreed that the BADB will
funetion from the capital of advertis-
ing. New York. Sccond. the Bureau is
get 1o do an intensive promotion job
for the
something long overdue.

There is a big rub. nevertheless. The
BAB i~ biting off a number of extrane-
aus jobs which are not direetly velated
to selling advertising on the air. These
jobs. suel as the problems of station
rate cards. code. and like matters. are
part of air advertising. hut they are
not pait of its promotion,

commercial stde of radio—

Applause

Don't keep it secret

Most ideas and programs developed
by sponsors and stations are held to
A broadeast-
advertising formula is tried and found

be deep. dark seerets,
suceessful. At onece the sponsor and
ageney wrap it up in a tight package
and put it v a vault. This is especially
true in the caze of selective broadeast-
diflicult for
sponsors to find ot just what their
competition is doing, Bulova. for ex-

ing. where it is most

ample. develops a ten-second station-
break formula for TV.

endeavors 1o keep the idea secret, and

and at once

alto 16 keep confidential the list of
stations whicl it is using. .\ real effort
ix made 10 keep the Bulova idea
Bulova's property.

62

The BAB must stick to its last. Its
§200,000 won't go very far if it's
spread over a number of varied pro-
jects. Used for sales promotion to scll
broadeasting as an advertising medium,
under the efficient direction of BAB's
Mitchell it can acecomplish wonders.

New approach to summer

Throughout the industry, sroxsor’s
Suemmer Selling issue (9 May) is be-
ing used to open doors on a new
approach to the good old sunnner time.

Much that sroxsor reported is not
new. What spoNsok did was to gather
existing material together and bring
it to the attention of sponsors and
agencies.

The general concept has been that
listening shows a decided drop in the
humid days. The rescarch aterial
available indicates that the summer
broadcast advertising audience may he
as big, if not bigger, during certain
hours of the summer day as it is dur-
ing the rest of the yean.

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

What happens to the listening of the
millions  who take long automobile
trips is also being studied by vacation
bureaus of states in whichi vacation
travel and spending are important,

Sometimes the vault and the “con-
fidential™ More often
they're just delayving taeties. for the
information finally lands in the hands
of the competition and the station list

routine  work.

becomes general industry property.

Our thesis is that prompt full revela-
tion would be bound to help broadeast
advertising. The more that is known.
the more effectively does all hroadeast
advertising function. What helps one
helps all.

That is the basis for the operation of
the Association of Independent VMetro-
politan Stations.
to write to every other member of the

ach station agrees

AIMS group monthly. giving them in-
formation of new programs and pro.
motional ideas. The stations are non.

competitive and the exchange is volun-

Summer broadeast-advertising think-
ing has been started in a new direc-
tion, SPONSOR is going to make it a
continuing project to report on the
effect of summer advertising hoth on
a 52-week basis and on special seasonal
campaigns.

We've only started reporting the
facte of summer zelling on the air.

Radio helps the aufto dealer

Broadeasting can and does do a
selling job. There are very few who
dispute this on an over-all basis, There
are. however. many who say it ean’t
for us. It’s okay for Jones or
Smith, but for me it won't do a job.”

That isin't so. Broadeasting can and
will do an advertising assignmemt for
any type of business which ealls upon
it, if it’s employed correctly. For vears

sell

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

others  deeided not to advertise by

rote. A cross-section of these auto-
motive dealers  and  manufacturers
have case lhistories which sroxsor

feels rate special attention. Twelve of
these case histories have been collated
and are reported upon in capsule form
in this issue (pages 30 and 31). We
make no pretense that this double-page
spread of capsule case histories is com-
plete. It is. instead. just indicative—
of what can be done when breadcast
advertising is utilized effectively.

tary. but if a station skips three months
i's dropped from the association,
Results are indicated in the manner
in which non-network stations in hasic
market areas have grown in import-
anee. The expansion of stations like
WIHDH (Boston) amd WHIIM (Memp-
lis) is no accident. llach has developed
its own llach has adapted
ideas developed by other metropolitan
independent  stations. - The  result s
huge audiences for these non-network

formula.

stations- ~huge audienees for national
selective advertisers . . .. a hetter hroad-
cast-advertising andience and a better
service for the men and women who
listen.

The AIMS formnla rates loud and
long applause. It should be aceepted
and used by all who Hve by radio.

SPONSOR




What a Report Card'

of all satiome cAieckea By BMB
/5000 70 50000 Wl

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

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

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

best . . . you hear so many people say . . . every day . .. “l heard it
advertised on WKY!” )

* Test made during October-November, 1948, See Sponsor-Page 29, March 28th Issve.
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930 KILOCYCLES ® NBC
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Owned and operated by:

THE OKLAHOMA PUBLISHING COMPANY
! WKY, Oklahoma City
The DPaily Oklahoman ¢ Oklahoma City Times

The Farmer Stockman
REPRESENTED BY THE KATZ AGENCY, INC.




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