2nd Best Known Woman in America*

Betty Thocker

OF GENERAL MILLS

America’s most helpful homemaking authority—known to 97.7% of all
housewives. Her time-honored radio program is the oldest
continuous feature on the networks today.

*(1st place is traditionally awarded to the wife of the President of the United States)
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By JOHN OSBON

HE Northwest's illustrious twings

—Minneapolis and St. Paul—drop

their hatchets, embrace affection-
ately and shout ringing denials every
‘time they hear that the only thing they
have in common is pride in the jugger-
naut of the Golden Gophers of the U.
of Minnesota.

These abutting metropolises, blessed
by Mother Nature with more than their
share of resources, have jointly, if com-
petitively, risen to commercial, indus-
trial and electronic eminence in the vast
Northwest while zealously building a
far-flung reputation as the ‘“nation’s
bread-basket.”

The cities are truly twins, from many
viewpoints. Just as truly, they are distinet
units, depending on the subject under discus-
sion. In any case, they comprise one mar-
ket, and the signals from their up-to-date
radio stations have a habit of ignoring muniei-
pal geography.

In trade, Minneapolis and St. Paul are a
unit on the wholesale level but their retail
centers are distinet except for a certain
amount of inevitable overlap.

Radiowise, some differences crop up in
listening tastes, possibly because of popula-

tion traits. St. Paul is described
as partly rural and heavily Irish
and German in descent; Minneapo-
lis is Scandinavian.,

Recreation Facilities

Well Matched

The two cities are well matched
recreationally, with fine parks, lush
winter spectacles and common par-
ticipation by residents of each.

The reputed rivalry’s there,

though often described as healthy,
kindly and remarkably free from
bitterness, indicating that geo-
graphical blood is thicker than
partisan water.

These facts and figures stand up
imposingly on behalf of the Twin
City market area:

For Minneapolis, headquarters
for the ninth distriect Federal Re-
serve Bank:

¢ Bank deposits in Jan., 1948,
totalled $1,097,665,552 and clear-
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ings in 1947 totalled $12,468,293,-
509,

¢ 1947 wholesale sales were es-
timated at nearly $1,500,000,000
and retail sales at over $600,000,-
000.

© Net effective buying income
in 1947 was $6,122 per family,
$1,856 per capita, with total of
$1,018,028,000 overall.

® Percent radio was 98.7% and
radio families, 154,840 (out of
156,880 total families), according to
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of Major

Radio
Markets

BMB’s 1948 interim reports.

® Retail sales were nearly $750,-
000,000 in 1947. Wholesale sales
over $1,620,000,000.

For St. Paul, Minnesota state
capital:

¢ Total 1947 payroll of $285,784,-
039 jumped ‘approximately 65%
over 1940 with industry accounting
for 45% of the entire payroll.

® Net effective buying for 1947
was $5,621 per family, $1,597 per

(Continued on page 4)
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Minneapolis-St. Paul
(Continued from page 5)

broadcasting by co-founding
WDAY Fargo, N. D.

An effort two years ago by the
Crosley interests to purchase
KSTP was opposed by civie groups.
The station was to remain identified
with the image of family life in
the Twin Cities. Its Barn Dance
is sponsored by Standard 0il (In-
diana) and Hilltop Farm seeds.

Heading ABC operations at
WTCN is F. Van Konynenburg,
associated with the station since
1934. He replaced C. T. (Swanee)
Hagman as vice president and gen-
eral manager in July 1946. Before
that Mr. Van Konynenburg served
as salesmanager. He had managed
the St. Paul office since 1941. The
station maintains five fulltime
salesmen under leadership of Bob
Ekstrum.

Clif Rian, publicity director,
doubles as John Ford, local news-
caster. Other WTCN favorites are
Sheelah Carter, news analyst
(heard over 16 stations) and Ar-
leth Haverle, with a women’s par-
ticipation show (25 minutes, Mon.
through Fri.). Miss Haverle has
been on the air 14 years.

WTCN Is Key Outlet
In ‘Dairyland’

WTCN is a key outlet in Dairy-
land Network, comprising KATE
Albert Lea, KWLM Wilmar and
KWNO Winona, all Minnesota.
Network headquarters are located
in the Wesley Temple Bldg., home
of WTCN.

WLOL is the market’s newest
standard operation. The Mutual
Twin City outlet is headed by Chi-
cago radio men. President and
general manager is Norman Boggs,
who until January 1946 was sales
manager of WGN Chicago; vice
president and commercial manager
is C. T. (Swanee) Hagman, former
general manager of "ABC Central
Division and prior to that at
WTCN, and Dick Enroth, also
from WGN. Mr. Boggs handles
the national accounts, Mr. Hagman
the local.

Mr. Boggs sees the Twin City
market as one, particularly, of lis-
tener loyalties. The station stresses
disc and sports shows. One of its
best is B P Ranch, aired daily

12:30-1 p.m. WLOL carries U. of

Minnesota basketball games (home
and away) and a recorded and
transcribed version at night of the
university’s football contests, the
only station to do so, though oth-
ers carry the actual Saturday
broadcasts. Mr. Boggs’ theory is
that there is an audience on Satur-
day evening for the transcribed
playbacks. Co-sponsors of Miller
baseball games were Twin City
Federal Savings & Loan Assn. and
Brown Clothiers.

WDGY, an independent, was
founded in 1923 by the late Dr.
George W. Young, jeweler. Now
owned and operated by Stuart In-
vestment Co., it is managed by Mel
Drake.
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J. VAN KONYNENBURG
Vice-President and General Manager
WTCN

Biggest mail pullers of the sta-
tion, which stresses local accounts,
are Friendly Time, Stork Corner;
and Town Market, with the Polish
Hour also popular.

WMIN was founded in 1936 by
the late Edward Hoffman, former
furniture dealer turned radio pro-
prietor. Last September Frank M.
Devaney, who had served pre-
viously as Mr. Hoffman’s assistant,
was appointed general manager.
Mr. Devaney, with the station
since its advent, served variously
as announcer, production manager,
and assistant general manager.
(The appointment was made by
executors of the estate, who simul-
taneously denied any probability
WMIN would be offered for sale.)

WMIN has adhered to a basic
formula of music, news and sports.
It was one of the first stations to
conceive and practice “mood” or
block programming.

Retailer Sponsors
Are WMIN Boast

“News of the Hour On the Hour”
has become a St. Paul byword.
WMIN claims it handles more
major retailers in the Twin Cities
than any other station. Its per-
centage of renewals averages 60%.
Many of the accounts are 10-year
advertisers. Largest department
store users of radio are Golden
Rule, Schuneman’s.and Emporium.

Prime-mover behind the im-
minent infant in the area, KEYD,
is Lee L. Whiting, whose 15-year
radio and agency background are
helping him launch the market’s
sixth commercial AM station. For
the past two years Mr. Whiting has
been associated with Lloyd William
Nelson Advertising, Minneapolis.
Previously he was manager of
WDGY, commercial manager of
WTCN and still earlier a saleman
at KSTP.

Family Broadeasting Corp.,
holder of the KEYD CP, is set up
with 60% of stock held by members
of the Christian Businessmen’s
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Committee Inc., the remaining 40%
by Mr. Whiting. Personnel will
comprise Mr. Whiting as general
manager; Harold Winthord, com-
mercial manager; John McKnight,
program director, and Harvey
Headen, chief engineer.

The station, whose $160,000
studios are housed at 9th and Hen-
nepin, Minneapolis, will direct

“leather-jacket appeal to the fam-
ily mass,” according to Mr. Whit-

ing.
On the non-commercial level
KUOM, the U. of Minnesota’s

owned and licensed outlet, has
utilized its facilities since 1922 to
present educational, cultural and
informative programs. It has
also served the vocational interests
of rural listeners. Burton Paulu,
currently on a year’s leave, is gen-
eral manager.

KUOM-FM expects to be on the
air this fall. Envisioned are FM
booster stations to relay programs
statewise.

In the Twin Cities market many
top agencies handle an imposing
list of national, regional and local
billings. Ranking foremost, not
necessarily in this order, are Mec-
Cann - Erickson, BBDO, Knox
Reeves, Bozell & Jacobs, Campbell-
Mithun, Erwin, Wasey & Co,,
Manson - Gold - Miller, Bruce W.
Brewer, Erland Adv., Olmstead &
Foley Adv., Firestone-Goodman,
Melamed-Hobbs & MacKenzie. Dav-
id Inc.,, and Bronson West head-
quarter in St. Paul.

Pillsbury Joins Radio
Top-Level Ranks

When Pillsbury recently bought
a 15-minute segment of Kay
Kyser's Kollege of Fun and Knowl-
edge and the Galen Drake strips—
both across-the-board on 213 ABC
stations—it became one of the
medium’s ranking advertisers. Last
year the milling firm allotted radio
between 30 and 35% of all media
appropriations; its billings were
around $750,000. With its two new
shows, as well as Grand Central
Station (Saturdays, 129 CBS out-
lets) and Bob Trout (Sundays, 56
NBC outlets) and some spot cov-
erage — overall, today’s figure
crowds the $2,500,000 mark.

Handling much of this juicy ad-
vertising plum (excepting Galen
Drake) is McCann-Erickson, Min-
neapolis, whose vice.president in

- charge of the Pillsbury account is

G. Victor Lowrie. Vice president
and general manager is Jackson
Taylor; vice president in charge of
regional and local accounts is John
Pidgeon. Mr. Lowrie’s assistant,
Alden R. Grimes, buys time on
Pillsbury regional accounts while
serving in various capacities of
radio director, timebuyer, and ac-
count executive. Mr. Grimes headed
the radio department proper at one
time.

Agency’s top billings last year,
aside from Pillsbury, were Gluek
Brewing Co., $56,000, and Twin
City Federal Savings & Loan Assn.,
$25,000. The brewery’s 1948 radio
appropriation is  substantially
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higher—about 40%-—according to
Mr. Grimes, with the firm expand-
ing regionally beyond Minnesota.
Seven stations have been added to
a schedule already ecalling for
KSTP and those of the Northwest
and Arrowhead networks. Gluek
uses spots almost solely, with the
exception of its nightly Music of
Manhattan on KSTP. However,
the agency plans to substitute pro-
grams in some markets.

McCann-Erickson Proud
Of Twin City Assn.

One of MecCann - Erickson’s
brightest success stories is that
of the Twin City Federal Savings
and Loan Assn., mentioned above.
Banks in the Twin Cities, as else-
where, are waking to the value of
radio. The association’s president,
Roy Larsen, long ago realized that
fact. Today he attributes its 25-
year growth to advértising in gen-
eral, and radio in particular to
which a large portion is siphoned.

Twin City sponsors early evening
newscasts (with Cal Karnstedt on
KSTP) four times a week, and
football previews and reviews in
periods adjoining U. of Minnesota
games on WCCO. In addition,
Twin City has bought a two-hour
Sunday show on upcoming KEYD
and spots on WCCO effective Dec.
1. During the recent season the
association co-sponsored Minne-
apolis Miller baseball games.

Another success story concerns
Northland Milk & Ice Cream Co.
After a quarter-century, the firm
entered radio with The Shadow
(Mutual co-op), which it has re-
newed on a 13-week basis.

General Mills is the principal
client of Knox Reeves Adv., which
handles approximately $4 million
in radio billings for the milling
firm. Billings of local clients are
about $350,000. The agency han-
dles radio for General Mills on
Wheaties, Bisquick, Betty Crocker
Soups, Crustquick, Drifted Snow,

(Continued on page 10)

STANLEY HUBBARD
President and General Manager
KSTP
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Hoist & Derrick Co., Brown & Bige-
low, Ford Motor Co., Minnesota
Mining & Mfg. Co., Seegar-Sun-
beam Corp., Waldorf Paper Prod-
ucts Co., Western Electric Co. and
Griggs, Cooper & Co., to name a
handful. In addition, such nation-
ally-known meat packing concerns
as Swift, Armour and Cudahy
maintain large plants in South St.
Paul. More than 7,000 people are
employed by the packing industry.
International Harvester and Ray-
mond Laboratories, as well as the
famous Sears, Roebuck & Co. and
Montgomery Ward & Co., also have
plants there.

Accounting for St. Paul’s 1947
payroll total of $285,784,039, ac-
cording to the Industrial Dept. of
its Assn. of Commerce, were pri-
marily manufacturing and trade,
Breakdown: Manufacturing, $127,-
072,360; trade, $77,457,261; utilities,
$24,721,228; construction, $20,221,-
700; service, $18,215,397; finance,
$17,304,903, etec. Manufacturing
comprised 44.7% of the total, trade
27.1%. Manufacturing and con-
struction showed the largest in-
creases over 1940.

Railroads Converge
On Important Market

Minneapolis and St. Paul are well
supplied with transportation facili-
ties to meet any type of demand.
Ten trunk line railroads, operating
59,339 miles to serve 21 states, give
them advantageous locations as
distributing centers. Four of these
are transcontinental railroads.

Inasmuch as the cities afford
river navigation on the Mississippi
River, regular barge service is
maintained to and from New Or-
leans in season. In Minneapolis
five docks with railroad connections
are available, with three barge
companies handling the water traf-
fic. St. Paul’'s municipal barge
terminal and storage facilities are
among the largest on the upper
Mississippi.

The Saint City has one of the
largest “tank farms” on the water-
ways system for gasoline and other
petroleum products. It emphasizes
the fact, as “important to all ship-
pers,” that it is close to the geo-
graphical center of the American
continent. Minneapolis is served
by the Great Lakes Pipe Line
which feeds fuel oil and refined
gasoline from oil fields in Texas,
Arkansas, Oklahoma and Kansas
to Minneapolis and other upper
Midwest cities.

Harbor Project Plan
To Aid Both Cities

Only last summer Minneapolis
paid the government $1,100,000,
marking the beginning of the final
phase of the Upper Mississippi
River plan. On the drafting boards
for 25 years, the $18,000,000 project
will create an upper harbor for
Minneapolis within five years. It
will extend the navigable portion of
the river to include what U. S.
Army engineers have termed the

RADIO FAMILIES - 1947

Minneapolis

St. Paul

87,350 fomilies

154,840 families

98.7%

There are a total of 242,190 radio families in Minneapolis-
St. Paul according to BMB.

“finest inland harbor in the world.”

Easily accessible to both cities is
the municipal airport at Wold
Chamberlain, 9.2 miles from down-
town Minneapolis. It ranks as the
fourth busiest of 43 major airports
in the country. Another, Holman
Airport, is only five minutes from
St. Paul’s business district. Five
major airlines serve Minneapolis:
Northwest, Mid Continent, Western,
Capital and Wisconsin Central. St.
Paul is serviced by Northwest
(which has headquarters there) and
Mid Continent.

Educationwise, the Minneapolis
Board of Education, which operates
the city’s public schools, maintains
73 elementary schools, 11 junior
high schools and 11 high schools.
There are numerous parochial, pri-
vate and professional schools as
well. Perhaps Minneapolis is best
known for its U. of Minnesota,
which has 16 colleges and schools.
The main campus is located above
the Mississippi near St. Anthony
Falls. The university is now en-
joying its largest enrollment in his-
tory and the second largest in the
country. In 1947 it had 28,312 en-
rolled.

School Histories
Date Back 75 Years

St. Paul boasts two Catholic and
two Protestant liberal arts col-
leges. The U. of Minnesota’s Col-
lege of Agriculture is also located
in that city. Most of the colleges
have been established for more than
75 years.

Twin City broadcast operations
include KSTP (NBC and Northwest
Network), WCCO (CBS), WTCN
(ABC and Dairyland Network),
WLOL (MBS), and two independ-
ents, WMIN and WDGY. WDGY
is owned and operated by the
Stuart Investment Co., also operat-
ing KOIL Omaha and KFOR Lin-
coln. A seventh—KUOM—is a
non-commercial outlet operated by
U. of Minnesota. Forthcoming sta-
tions include KTIS, KYDS and
KEYD, the last-named under the
banner of the Family Broadcasting
Corp.

Twin City stations appeared in
the following order (by present call
letters): KUOM (1922), WDGY
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(1923), WCCO (1924),
(1928), WTCN  (1934),
(1936), and WLOL (1940).

Of the group KSTP, WTCN and
WMIN have FM outlets. Others
are KBTR, licensed to the Bethesda
Free Church whose president is
H. B. Prince, and KIMW, both
Minneapolis. WTCN-FM had tem-
porarily suspended operations dur-
ing installation of its TV antenna
atop Foshay Tower.

KSTP-TV (Channel 5) is the
only television station on the air
but WTCN-TV expects to begin
soon on Channel 4. Video appli-
cants are Independent Merchants

KSTP
WMIN

POPULATION 1947
MINNEAPOLIS
530,000 70,000
° -(suburban)
ST. PAUL
381,000 49,000 (suburban)

Broadcasting Co. (WLOL-TV) and
Beck Studios, both for Channel 7;
WMIN for Channel 2 and North-
west Broadcasting Co. (KTRV) for
Channel 9. :

Beck Studios last year leased
11,000 square feet in Minneapolis’
Lyceum Theatre building, with
priority on video rights to legiti-
mate shows playing there, as well
as for use of the stage. And last
April its subdivision, Twin Cities
Television Laboratories, opened a
TV school offering video and pro-
duction courses under its training
director, Ernest Colling, formerly
with NBC. The firm also had sub-
mitted an FM bid.

Interlocking interests of North-
west Broadcasting Co. and Minne-
sota Broadcasting Corp. blur an
otherwise clear Twin City TV pic-
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ture. Northwest is owned 100%
by Minneapolis Star & Tribune Co.,
(which in turn is controlled by the
Cowles group), and its application
was approved by FCC last March.
Later, however, its grant was made
subject to the Minnesota Tribune
Co. disposing of its 14.6% in the
Minneapolis Star & Tribune Co., or
50% interest in WTCN and WTCN-
TV. FCC ruled its interlocking in-
terests in two Minneapolis TV
grantees had been overlooked iP the
Northwest grant and ordered sep-
aration,

CBS coverage in the North-
west market area is provided by
WCCO, owned and operated sta-
tion, whose general manager is
Merle S. Jones. Prior to 1947,
when he assumed managerial reins,
Mr. Jones had managed WOL
Washington, and KMOX St. Louis..
He contends WCCO has made itself
“a part of the community,” arld is
truly a_ “good neighbor to the
Northwest.”

The station is strong on the de-
velopment of 'local and regional
personalities.

Adams Is Well-Known
In Local Circles

Cedric Adams, who has a large
following, has two daily newscasts
(sponsored by Procter & Gamble
and Purity Baking Co.) and emcees
Starway to Stardom, and Phillips
Talent Parade, both amateur talent
shows. In addition, he is constantly
making personal appearances in
neighboring cities and states. Other
WCCO personalities are Bob De-
Haven, Larry Haeg, and George
Grim, another newscaster of re-
nown.

Pride of WCCO’s news depart-
ment is its documentary unit, which
has produced such pieces as Neither
Free Nor Equal, As the Twig Is
Bent, and, more recently, the full-
hour Arrows in the Dust, which
was fed to CBS. The department
is headed by Sig Mickelson, direc-
tor of news and special events.

KSTP, NBC’s Twin City outlet,
had an historical beginning dating
back to 1928 when President Cool-
idge threw a key at the White
House and set in operation its
transmitter. The station has come
a long way since then under the
shrewd guiding hand of Stanley E.
Hubbard, president, general man-
ager and co-founder, as well as
owner. A radio veteran in more
than one way, he built, in 1912, the
first amateur radio transmitter in
Minnesota.

Hance Joins Hubbard
In Pioneering KSTP

When KSTP was organized, Mr.
Hubbard sought and secured the
services of another pioneer radio
veteran, Kenneth Hance. Also a
KSTP 20-year-man, Mr. Hance is
vice president and treasurer, ap-
pointments made in 1936. As far
back as 1922, he pioneered in

(Continued on page 6)
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Reep your eye on WOGY!

Autumn, 1948, finds this long-
established Twin City station
definitely going places.

Construction is progressing
on our new, 9-tower, 50,000-
watt transmitter ... the only
one of its kind anywhere.

Not a bad idea to tie up early
with a station that’s energetic-
ally on its way to bigger things!

WDGY Minneapolis—5t. Paul

Represented Nationally by AVERY-KNODEL G0.
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'WCCO AUDIENCE SWEEP

COLUMBIA’S MINNEAPOLIS-ST. PAUL outlet delivers one-third more
* listeners than all other Twin Cities radio stations combined, throughout
the rich 128 county northwest territory that is WCCO’s intense listen-

ing area.
and Benson, Inc.) Out of the 500
quarter hours polled for an entire
broadcasting week, the CBS sta-
tion was first choice of listeners in
473—a 19-1 win. This gives the
station what is believed to be the
greatest major market audience
preference in the United States.

These findings are of particular
significance in view of the fact that
21 new stations have added service
to the area in the past few years.
Although the study reflects the ele-
ment of attrition in the “all others”
column, the WCCO preference has
actually inecreased over the study
madelin 1946.

When broken down for the out-
side area only (counties outside
inneapolis-St. Paul Metropol-
jtan Area) the preference is even
These outside listeners
in ciﬁies and villages and on the
farms credit the station with de-
livering 4% times more listeners
than all other Twin City stations
combined. One of the most inter-
esting revelations is the fact that
not one of the then current top net-
work shows on the competition beat
the opposing program on WCCO.

Particularly significant is the

. lead shown by WCCO local pro-

grams. Local segments in the news,
public service and variety classifi-
cations come in with some healthy
showings. Cedric Adams, long con-

sidered one of the top non-network -

gabbers, got a neat 31.4 rating on
his noon time strip and backed it
up with a hefty 26.9 for his 10 p.m.
evening news. Quizdown, the na-
tionally syndicated feature, only
two months old on the station,
earned a twelve rating. A two hour
variety block, 6 to 8 p.m. Saturday
nights, made up of four one-half
hour live audience shows, averaged
19.5 and a 26 minute western va-
riety piece, 10:05 to 10:30 a.m. Sun-
days, walked off with a 12.5.
Needless to say, the station is en-
joying the heaviest local
national spot billing in its history.

Summer Sales Drive

Shows Hot Results

A SPECIAL campaign, designed to
“hold that line” on business during
the traditionally low summer bill-
ing period, has paid off for WCCO.
The results were so successful
during the experimental campaign
last summer that the project will
become a permanent selling pattern
for the station. .

When the score was added up at
the close of the four month period,
sales |{department quotas had been
squarely met, and the station has
sufficient proof to believe the ad-
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(According to the 1948 Diary Survey conducted by Benson

*
1948 WCcCO DIARY STUDY
[ 9k.ix
1/k Hour Wins
Day and Night
2% 08 o6 olg
woco Stn;ion Station Station Suéion
HPL SETS RECORDS

JOHN TRENT, director of the
Housewives’ Protective League-
Sunrise Salute on WCCO, has es-
tablished several national records
for audience response. In his third
week on WCCO, Trent drew 1188
$2 orders for Omnibook magazine.
Ad man Cecil Hoge wired, “That
established a new record for Omni-
book at a cost of one-third less per
order.” )

As the result of the latest Cali-
fornia Fig Institute campaign over
WCCO, Elwood Robinson wrote,
“Your program ranked first in the
country with the lowest cost per
inquiry.”

For the M. A. Gedney Company,
Ray Jenkins, vice-president of Er-
win, Wasey & Company, Inc., ob-
served, “After fifteen years in radio
it was hard for me to realize that
a participating program could im-
mediately obtain the popular ac-
ceptance which has been so appar-
ent since your program started on
WCCO0.”

Farm accounts find “Sunrise
Salute” productive in WCCO’s 128
counties of the BMB 50-100% area.
Witness the success of the Kerr
glass SUMMER campaign of some
nine weeks which collected 18,000
requests for a booklet on home
canning. The program is Monday
through Saturday, 5:30-6:30 a.m.

vertisers involved obtained satis-
factory results.

One of the by-products of this
campaigh is the very interesting
record of “why they do” and “why
they don’t” advertise during sum-
mer months—information obtained
by exposing clients and their
agencies to the WCCO appeal for
b2 consecutive week business.
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1948 Diary Study Shows Stahon
19-1 Choice in 128 County Area.

WCCO Farm Service Director Larry Haeg, right, interviews the Associate

Director of the Minnesota Agricultural Experiment Station, Dr.

H. Macey,

at a field demonstration of soil conservation.

HAEG TACKLES
SOIL PROBLEM

WITH ABOUT one-third of the
good top soils of this country al-
ready washed away, little time can
be wasted in preserving the valu-
able soil that is left. The Minne-
sota Agricultural Extension Serv-
ice is tackling this problem in the
rich northwest.

In cooperation with Larry Haeg,
Farm Service Director of Radio
Station WCCO, the extension serv-
ice planned a series of meetings
called Hay & Pasture Field Days.
Scheduled in ten different counties
throughout the state, farmers were
invited to attend and watch actual
demonstrations of up to date meth-
ods of soil conservation and better
farming practices. Experts from
the University Farm, farm equip-
ment dealers, local civic and farm
organizations worked hand in hand
to make these demonstrations a
success.

Larry Haeg publicized these
meetings on his programs over
WCCO, giving the exact location of
the farm to be used for each ex-
periment, explaining the activity in
detail and urging each and every
farmer in the area to attend. On
the day of the demonstration he
set up his equipment in the field,
and in addition to serving as mas-
ter of ceremonies, recorded inter-
views with officials and farmers in
attendance. These recorded pro-
grams, containing valuable infor-
mation for those who were unable
to attend, were broadcast the fol-
lowing day. Approximately 65,000
farmers attended the events, and
many thousands more listened
eagerly to the radio broadcasts on
WCCO.
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WCCO GOES TO THE
MINNESOTA FAIR

WCCO ALWAYS has been closely
identified with the Minnesota State
Fair, one of the five largest in the
United States. In covering the
1948 event, the station stressed
personal contact with its listeners.
As a result, 58 members of the staff
spent 470 man hours at the Fair
meeting and shaking hands with
765,000 people.

Every personality and announcer
spent every spare moment at the
WCCO booth and at various dis-
plays. During the 10 day period,
1500 visitors had their voices re-
corded. One of the most pleasant
assignments was the passing out of
25,000 thimbles to farm women.
Made of blue plastic, with grey let-
tering, the thimbles were enthusi-
astically received by women from
every corner of the vast listening
area of the station.

Fair visitors not only met their
favorite radio personalities, but
actually saw them produce their
shows. Local production was moved
from the studios to the fair
grounds with the result that 47
programs, totalling 906 minutes of
broadcasting, originated from an
attractive stage in the popular
new Horticulture Building.

Cedric Adams was asked to orig-
inate his regular Noontime News
from the rotunda of this building,
which he did every day before
crowds estimated at between 6,000
and 7,000 standing people.

Including the Adams noon pro-
grams, 27 news shows were origi-
nated on the grounds, as well as an
extensive series of agricultural
shows under the direction of the
WCCO Farm Director, Larry
Haeg.

Telecasting



Station Earns
Twelve Awards

No less than ‘twelve awards for
public service broadcasts last year
were won by “The Good Neighbor
to the Northwest,” radio station
WCCO in the Twin Cities.

These awards included:

George Foster Peabody Citation
Radio Station WCCO
“As the Twig Is Bent”

Institute for Education by Radio—
Ohio State University
First Award to WCCO
“Northwest News Parade”

City of Minneapolis
Distinguished Service Award
for Betterment of Community Life
Radio Station WCCO
“Neither Free Nor Equal”

Special Citation
American Newspaper Guild
Heywood Broun Award
“Neither Free Nor Equal”

“Stick o’ Type” Award
Chicago Newspaper Guild
“Neither Free Nor Equal”

Percy Villa Newsboys Club
Twin Cities Award
“Neither Free Nor Equal”

Page One Award
Minneapolis Chapter—Newspaper
Guild
“As The Twig Is Bent”

Special Citation
Variety
For Promoting Racial
Understanding
“Neither Free Nor Equal”

1948 Radio Award of
Pi Epsilon Chapter of
Phi Beta National Professional
Fraternity of Music and Speech
“Neither Free Nor Equal”

The Billboard Award for
Outstanding Achievement
in Radio Programming to WCCO
“Let’s Listen to the Classics”

National Conference of Christians
and Jews
Citation of Distinguished Merit
“Neither Free Nor Equal”

The Billboard Award for Outstand-
ing Achievement in Radio
Programming
Public Service Programs
“Neither Free Nor Equal”

Checking the results of its 1948
Listener Diary, WCCO found
that this accent on public service
had paid off in ratings, too. Con-
trary to the belief that public serv-
ice offerings seldom draw big audi-
ences, WCCO’s shows not only
copped major awards but also con-
tributed their share in helping the
station earn its 19-to-1 audience
lead in quarter-hour “firsts”
throughout the week (see opposite
page).
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THEY CALL HIM
“MR. NORTHWEST"

THE MOST influential citizen in
the Northwest is not a politician
nor a farmer nor a football coach.
He is a pleasant, unruffled radio
broadcaster and newspaper col-
umnist. He wins friends and in-

fluences people with an easy, almost
careless, mike manner, yet he hits
the rating jackpots with regu-
larity. His name is Cedric Adams.

WCCO’s famed Cedric Adams.

Frequently referred to as Mr.
Minneapolis, Cedric Adams now is
engaged in a backbreaking “county
fair” circuit of personal appear-
ances, talent shows, news broad-
casts and benefit appearances
which have already changed his
title to Mr. Northwest. The per-
sonable Northwest favorite has
been covering the WCCO area
within a radius of 300 miles of
Minneapolis with a whirlwind
schedule which would put the old
time tent show circuit to shame.
Adams climaxed his summer sched-
ule when he presented his 10 p.m.
news broadcast from Watertown,
South Dakota, which is over 200
miles from the Twin Cities. Three
thousand people watched him de-
liver news which had been tele-
phoned from the WCCO newsroom
in Minneapolis.

While Adams’ reputation was es-
tablished with his 12:30 Noontime
News and popular 10 p.m. Night-
time News, he has branched into the
talent-hunting field with his “Stair-
way to Stardom” and “Phillips 66
Talent Parade,” both half-hour
programs. He has auditioned 785
amateur acts for his talent pro-
grams, travelled 28,950 miles, ap-
peared in 61 towns before 155,300
people. All this in the past nine
months in addition to writing seven
columns a week for the Minneapolis
Star and the Sunday Tribune, with
13 news broadcasts each week over
WCCO thrown in for good measure.

Cedric’s easy-going manner is
deceiving. In a typical week he
frequently will make seven or eight
personal appearances—he prefers

Telecasting

WCCO

THE WCCO program department
has come up with a happy solution
to a Saturday night problem which
plagued it every time program
ratings were released. And in-
creased listenership is just one
phase of the success of the four
one-half hour programs which com-
pose the WCCO Saturday night
line-up. Individually the programs
are “Stairway to Stardom” with

i

See Diary Story
opposife page

Cedric Adams, “Red River Valley
Gang” with Bob DeHaven, “Phillips
66 Talent Parade,” and “Murphy
Barn Dance.”

Gene Wilkey, WCCO program
director, stated, “The success in
ratings on the two-hour block is
the result of grouping strong loeal
personalities.” The studio audi-
ences have been encouraging.
Wilkey added, “Sixty-eight thou-
sand have seen the four programs
since the series began.”

The station has used its Satur-
day night shows to accomplish a
solid public relations job for the
several advertisers. When the pro-
grams are presented in remote
cities, the local distributors and
dealers are included in the planning
and presentation. Their help is
valuable in lining up talent and
in completing local arrangements.
And more important they have a
vigorous interest in the sponsor’s
program and advertising efforts. It
amounts to taking the station to the
people of the Northwest.

Fergus Falls, Minnesota, a town
of 14,000, presented its “Know
Your Own Strength” week, and

(ADVERTISEMENT)

Saturday Night
Radio Party

the climax to this activity was the
WCCO two-hour Saturday night
show and broadcast. Over one hun-
dred staffers made the trek to
Fergus Falls—a distance of 200
miles from Minneapolis. Proof of
the success: a total attendance of
six thousand.

In summarizing the attraction of
WCCO local personalities on the
two-hour segment, Wilkey said, -
“The sets in use total for the entire
Twin Cities area almost doubled.
This is proof that top local pro-
grams can compete successfully
with network give-aways.”

CBS star Arthur Godfrey clowns for a
moment during a whirlwind weekend

when he came to Minneapolis as No. 1
attraction of that city’s Aquatennial sum-
As guest on WCCO’s big
Aquatennial radio show, he played to o
studio audience of 11,000 fans who over-
flowed the Municipal Auditorium.

mer festival.

to originate his news broadcast at
remote civic events returning each
evening to his home in Minneapolis
where he catches a few hours’
sleep before beginning the next
day’s grind. Adams tries to spend
several hours each morning at his
office in the Minneapolis Star-
Tribune Building interviewing peo-
ple and gathering material for his
daily column. He strolls into the
WCCO newsroom just in time to
sereen his news before it is broad-
cast over a special network from
WCCO. :

The Adams touch was demon-
strated at a recent Damon Runyon
Cancer Benefit in Minneapolis
when Ethel Waters, Victor Borge,
Bert Lahr, and Joey Adams re-
sponded to his invitation. In a
two-hour benefit broadcast, and in
response to Adams’ urging, the
good people of the Northwest area
contributed $35,000 to cancer re-
search. Contributions were re-
ceived from as far away as Salt
Lake City, Utah, and Chicago, Illi-
nois.
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GRIDIRON EXPERTS
RECORD OPINIONS

FOOTBALL IS king of WCCO pro-
gramming every weekend in the
gridiron-crazy Northwest. Line up
of pigskin programs on the CBS
Minneapolis-St.Paul outlet include
“Football Review,” the play-by-
play Minnesota University schedule
at home and away, “Football Re-
view,” and the ‘“Football Score-
board.”

The newest gimmick ‘is the
“Stadium Review,” a quarter-hour
of recorded telephone interviews
between All-American Babe Le-
Voir and an outstanding authority
covering the top three Midwest
games of the day. Three minute
recorded segments of the telephone
conversations are put together to
make up the “Stadium Review.”

And on Sunday the Minnesota
coach headlines his “Bernie Bier-
man Show” with a joint appear-
ance of Halsey Hall, Paul Wann
and Babe LeVoir of the WCCO
sports staff.
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PurAsnow, Red Star, and Rex and

White Deer Flours.

Russ Neff has been radio direc-
tor of the agency since 1939, hav-
ing come from WXYZ Detroit
where he was studio manager. The
agency was established by Knox
Reeveg in April 1935. Three years
later E. E. Sylvestre, president and
owner of the Westco Adv. Agency,
was elected president of Knox
Reeves Adv. The two agencies were
consolidated in June 1942, with
Westco becoming a branch of Knox
Reeves Adv.

One of the largest agency users
of local radio time in the Twin
Cities is Bozell & Jacobs, Minne-
apolis,! advertising and public re-
lations, whose general manager and
vice president is Sam Kaufman.
Radio clients include U. S. Bedding
Co. (King Koil sleep products),
Juster Bros. (clothing), Jane Gar-
rott (candy), Twin City Chevrolet
Dealers, Furniture Exposition
Mart, and Powers Department
Store.

U. S. Bedding has been sponsor-
ing Sheelah Carter (sister of the
. late Boake Carter) since February
1947. Originally heard on Mutual,
she is currently heard on WTCN,
across the board. Until last July
the bedding firm had a spot sched-
ule on about 14 Northwest stations.
It will probably be resumed next
February, according to Mr. Kauf-
man.

Juster Bros., Largest
Clothing Sponsor

The largest clothing advertiser.

in the dual market is Juster Bros.,
whose president, P. B. Juster, has
been using radio as an integral
part of his advertising program for
more than 20 years. So firmly does
Mr. Juster believe in the medium
that he performs on his programs,
which bear the.stamp of his style
and personality. Juster Bros.
sponsors three-a-week newscasts on
KSTP, after having completed
a sports series on WCCO, In addi-
tion, the clothier last September
started a weekly football series
featuring Bernie Bierman.

A new local advertiser is Twin
City Chevrolet Dealers, sponsoring
a safety program featuring Dick
Siebert, U. of Minnesota baseball
coach. Their radio schedule may
be inéreased next spring. Fur-
niture Mart, which last season
sponsored Town Meeting of the
Air for 26 weeks, has a news pro-
gram on WCCO.

Bozell & Jacobs has periodic
users of radio. Combined they rep-
resent $50,000 to $60,000 worth of
time.

Kaufman Has Ten-Year
Agency Career

Mr. Kaufman started 10 years
ago in the agency field with Don
Nathanson, presently with Toni Co.
They formed D. S. Manson & As-
sociates. Later they founded a
radio magazine, Radio Showman-
ship. Mr. Kaufman left to join
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WCCO as sales promotion man-
ager, a position he held for four
vears. He joined Bozell & Jacobs
shortly after it opened its Min-
neapolis branch.

Mr. Kaufman views radio as
‘“very healthy.” Proof of this, he
contends, is that it is hard to buy
good time, save some marginal
availabilities on all stations. “In
most cases the really good and
high-rated spots are snapped up as
fast as they become available. And
on the whole, I think local adver-
tisers get a good deal for their

money on radio in the Twin Cities,”

he says.

Campbell-Mithun, located in the
Northwestern Bank Bldg., Min-
neapolis, buys a good deal of radio
time. One of its most successful
accounts has been that of Gold
Seal (glass wax). While its presi-
dent, Ray O. Mithun, feels the early
success stemmed from newspaper
advertising (a belief he expressed
at the August NAB district meet-
ing there), he pointed out that
radic was quick to capitalize on
the wedge. Last Aug. 30 Gold Seal
added Arthur Godfrey on CBS to
Open House Saturday, which
WCCO feeds to the Northwest CBS
leg. Program has been on for two
years. Firm also uses spots in Mon-
tana and South Dakota.

-Campbell-Mithun Lists-

Varied Accounts -

Other accounts include Hall
Hardware, Campbell-Cereal Co.,
Land O’Lakes, Atwood Coffee, Rus-
sell Miller Milling Co., Zinsmaster,
Minnesota Macaroni, Hamm Brew-
ing Co., the High Likes Co., North-
western National Bank.

Hall Hardware, comprising 500
stores, uses a Saturday morning
musical show with Bob DeHaven
on WCCO. Campbell-Cereal spon-
sors daily mid-day news strips on
WCCO, while Atwood Coffee airs
Alan Ladd’s Box 18 on WTCN as
well as spots on WCCO. Land
O’Lakes sponsors farm news on
KSTP and the Northwest network
six days weekly. Hamm Brewery
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uses sports shows on the West
Coast and in Southwest and some
spots. Exclusive spot users are
Zinsmaster Baking Co. (20 per
week) and Minnesota Macaroni (in
Wisconsin). High Likes uses both
spots and shows in both Dakotas,
Omaha, and Kansas City. Russell
Miller was scheduled to embark on
both programs and spots on behalf
of its Occident flour and cake mix,

Campbell-Mithun’s radio billings
comprise 25-30% of the total. Art
Lund, who formerly serviced the
Wheaties baseball account with
Knox Reeves, is radio director.
Previous to his association there,
Mr. Lund was sales promotion di-
rector of WCCO.

Aggregate BBDO Billings
In Excess of $660,000

The Minneapolis office of BBDO
services radio clients whose aggre-
gate billings are well in excess of
$660,000. Heading the western
offices is John C. Cornelius, exec-
utive vice president; Edward A.
Cashin is vice president in charge,
and Hale Byers is radio director.
Mr. Byers formerly was news editor
of WCCO. The Minneapolis office
was established in the early 30’s.

Biggest national users of radio
are Cream of Wheat Corp., with
Let’s Pretend; Geo. A. Hormel &
Co., with Hormel’s. Girl Corps on
105 MBS .stations, and General
Mills (home appliance division) for
Pyequick on a periodic basis,
usually June and July, and Octo-
ber and November.

Regional advertisers include
Minneapolis Brewing Co., with
Friendly Time in four states—
Minnesota, Jowa and the Dakotas;
Minnesota Mining & Mfg. Co., spots
in five markets; Northern Pacific
Railway Co., which has just ended
a 26-week campaign; Gamble Stores
Inc., spending $150,000 on some 30
stations, and Berwind Fuel Co.,
small spot user in.the Twin City
area.

President of Erwin, Wasey & Co.,
Minneapolis, is Mac Martin, who
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maintained his own agency, under
that name, from 1904 to 1931. The
agency set up a radio department
in the early 20’s. Other officials in-
clude Ray Jenkins, executive vice
president, who formerly was sales
manager of KSTP and associated
with other radio stations in adver-
tising capacities; and Joe Mac-
Gaheran, vice president in charge
of creative work.

Chief accounts are M. A. Gedney,
with spots on the Housewives Pro-
tective League and audience par-
ticipation shows directed at the
Dakotas and surrounding farm
areas; Salisbury & Satterlee Co.;
Nash Coffee Co. (sponsoring Cal
Karnstedt, KSTP, George Grimm,
WCCO) whose major appropria-
tion goes into radio, and Cutler
Magner Co., spots, and Jacob Ries
Bottling Works.

Cutler hadn’t advertised for 65
years until it started this year on
a regional basis. Its ’49 outlay
will provide for expansion—to be
concentrated first in Denver and St,
Louis, according to Mr. Martin.
Plans are national in scope. Jacob
Ries Bottling Works also em-
phasizing spots, will expand to
Denver and part of Oklahoma.

Salisbury & Satterlee Co., for
eight years has sponsored Corinne
Jordan’s “sleep” program on
KSTP. A natural for a mattress
firm, it is now aired on about a
dozen stations including those of
the following networks: Dairyland,
Arrowhead, Northwest, Minnesota,
and Iowa Tall Corn (as well as
NBC).

Manson-Gold-Miller Has
Many Radio Clients

Another agency, Manson-Gold-
Miller, was known until about nine
months ago as Manson-Gold
Agency. President is Meyer Gold,
one of its founding partners five
years ago with Toni’s Don Nathan-
son. Bob Miller, previously at
WDGY, has been vice president
since 1945. Ken Schlasinger, ac-
count executive, buys most of the
radio time.

Biggest clients are Kennedy
Motor Sales, heavy user of spots
and newscasts; Cook’s Men’s Store,
spots; Janney-Semple-Hill (dis-
tributor), spots on WCCO and
KSTP, as well as regionally in
Wisconsin, Colorado and the Da-
kotas; Pfunder Co. (proprietary),
local and regional spots; Pliam
chain (retailers), spots on WLOL,
WDGY and WTCN.

Minneapolis is, of course, exec-
utive home for the huge 20-year-old
General Mills organization. Its

. effective use of radio as a medium

is well known. Its famous “first
lady” for homemakers, Betty
Crocker, actually was broadcast-
ing as far back as 1924 for Wash-
burn Crosby, predecessor of the
present firm, as was the Wheaties
quartet. Both were subsequently
carried by General Mills.

Since 1928, when four milling
companies combined resources, the
firm has launched several radio
ventures that include Jack Arm-
strong, The Lone Ranger, and

(Continued on page 12)
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In the busy Twin City market
%e time buyers prefer
WTCN

They know that $2,395,622,000
or 86% of Minnesota’s retail sales

are made within WTCN’S service area.
They know WTCN is heard where money talks!

-

AFF\L\ATE OF ) 60
American Rroadcasting OF

Represented by
Free & Peters

The Upper Midwest's lofty
FM-TV antenna located
atop Foshay Tower. Gives
WTCN-FM and WTCN-TVY

Growing too...WTCN soon
will occupy the enlarged
studios of Radio City, in the
heart of Minneapolis’ busi-
ness and entertainment dis-
trict.

greater range . .. clearer
reception.
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Betty|& Bob. Of the dozen and
more programs sponsored, a few
were dropped but by far the ma-
jority remained with radio. Most
recent addition was a segment of
the Breakfast Club on ABC.

Largely responsible for the ad-
vertising success of General Mills
is Samuel Gale, vice president and
advertising director. Other officers
are Leslie Perrin, president (suc-
ceeding Harry Bullis early this
year); Mr. Bullis, now chairman
of the board; James F. Bell,
founder and ex-president of Gener-
al Mills (and Washburn Crosby)
and now committee chairman on
finance and technological progress.
Lowrie Crites is overall media di-
rector. .

It has long been Mr. Gale’s con-

- tention that the “most important

-

function of advertising is to help
reduce cost of distribution.” That
radio has done just that is a mat-
ter of advertising record. And the
company hasn’t stopped expanding
yet.

General Mills does not intend to
be left at the media gate with re-
spect to television. That fact was
assured last May with appoint-

" ment of Edward G. Smith as

director of radio and television
production. Since then, the milling
firm has been casting an explora-
tive eye over the video field for
suitable program material. Simul-
taneously, last May General Mills
transferred supervision of its film
department from Thomas W. Hope
to Mr. Smith, a change “. .. desir-
able and practical in view of the
important role film will play in the
effective development of GM’s tele-
vision 'broadcasting,” according to

‘Mr. Gale.

General Mills Pioneer
In AM Programming

To date the firm has not yet in-
vaded television. It is reasonable
to expect, however, that the time
is not far distant, since it was one
of the earliest of pioneers in AM
programming.

Prominent for its handling of a
portion of the huge General Mills
account is Knox Reeves Advertis-
ing of Minneapolis, whose presi-
dent and executive vice president,
E. E. Sylvestre and Wayne Hunt,
respectively, service the Wheaties,
Bisquick and Betty Crocker soup
accounts (national-spot). Russell
E. Neff is radio director. The
agency’s office is in the First Na-
tional Soo Line Bldg.

Other radio accounts include
such spot users as Pacific-Gamble-
Robinson Co. (fruits, vegetables,
coffee) and Midland Natjonal Bank.

Olmstead & Foley, a local agency,
services many spot accounts in the
market. One of its largest is King
Midas flour, a division of Van
Dusen Herrington Co. Others
who utilize spots include Northrup
King & Co. (seeds, feeds); Mar-
shall-Wells Co. (home appliances) ;
Rochester Dairy Cooperative; Re-
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gan Bros. Bakery; Ballard &
Skellet, and Apple River Mills. A
foremost national spot advocate is
First National Bank of Minne-
apolis.

The organizational set-up of
Olmstead & Foley is one of many
partnerships. Until recently there
had been four: Ward H. Olmstead
and John T. Foley, and Gordon A.
Daline and Clarence H. Russell.
Last September, James D. Mec-
Tighe, the agency’s radio director,
was named an associate partner.

Bruce B. Brewer & Co.
Has Minneapolis Office

Bruce B. Brewer & Co., Kansas
City, has a Minneapolis office.
Manager is M. L. Henderson. Most
of the accounts are serviced out of
Kansas City, including Nutrena
Mills, a Minneapolis poultry and
feeds firm, which uses radio.

Handled out of Minneapolis, how-
ever, is the new Winston & Newell
Co., wholesale and food distributor
in Minneapolis and operative of
Super-Valu stores in four Midwest-
ern states. The company has
signed a 5-a-week, 15-minute local
interview show over KSTP for an
early December start.

Other important agencies in the
Twin Cities dealing with radio on
a spot basis are Firestone-Good-
man, of Minneapolis, whose media
and radio director is Allan L.
Firestone; David Inc. of St. Paul,
whose president is Q. J. David and
whose radio director and time-
buyer is Melba Sands; MacKenzie
Inc. of Minneapolis, whose presi-
dent is Lucille MacKenzie Kinnard,
and Melamed-Hobbs Inc., which
operates offices in both Minneapolis
(400 Second Ave.) and St. Paul
(First National Bank Bldg.).
Louis Melamed is president and
R. W. Hobbs account executive of
Melamed-Hobbs. E. T. Holmgren
is manager of the St. Paul office.

In St. Paul is the Cedar Adv. Co.,
which opened in 1946 and which
recently purchased E. J. McGuire
Adv., which itself has been active
in the Saint City for 15 years.
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* Offices are located in the Oppen-

heim Bldg. .

As television captures the na-
tional eye, the Twin City area is
well along video-wise. NBC’s re-
search bureau reported 3,500 sets
as of Sept. 1, while RMA estimated
a concentration of 2,712 receivers
for the first half of 1948 alone, and
3,112 for the period January 1947
to June 1948. (Figures listed were
for Minneapolis only.)

An estimated 135,000 viewers are
expected to see programs on 18,000
receivers by the end of 1948. An
audience potential of 2,000,000 tele-
viewers is envisioned.

Sharing this rose-hued optimism
in the area’s future is Dr. Allen B.
DuMont, of the Television labora-
tories bearing his name. Dr. Du-
Mont feels the Twin Cities hold
every promise of being the out-
standing area in the country for
TV development. He points out
that it was the first to offer a
full-scale video production train-
ing program.

Poll Shows Television
Fans Enthusiastic

Television fans themselves are
enthusiastic, a fact borne out by a
Minneapolis Tribune poll last Au-
gust. Two percent of persons in-
terviewed—or 16,894—said they
planned to buy sets within a year.
Another 16,894 confessed they were
“definitely interested.”

Thus far viewers have been en-
joying telefare for little better
than six months. KSTP-TV, which
signed as NBC’s first TV affiliate
in March, began full commercial
operation last April 27 at an initial
investment of $500,000. Actually
it had that orthicon gleam in its eye
as far back as June 1939 when
far-sighted Stan Hubbard bought
one of the early TV cameras in the
country and the station started ex-
perimenting.

Today KSTP-TV sends out a
signal over a 60-mile radius. Its
B71-ft. tower is located on the
Midway—3415 University Ave.—
bridging the Minneapolis-St. Paul
line. As if to display no favorit-
ism, its tripod tower rests one leg
in St. Paul, another in Minneapolis
and a third on the intercity line.
The Midway building is to house all
AM-FM-TV facilities.

RCA, Bulova, Cargill
Among TV Users

KSTP-TV averages about 65
programs a week on a 30-hour
schedule. A dozen or more adver-
tisers—some of them national spot
names—are TV users: RCA Victor
Co., Bulova Watch, General Elec-
tric, Ronson-Art Metal Works,
Minneapolis Savings & Loan, Min-
neapolis Brewing Co., Ford Deal-
ers Assn.,, F. C. Hayer Co., Roy-
craft Co., Cargill Inc., and the
Perfex Co.

During the baseball season the
station devoted about 10 hours a
week—or one-third of its schedule
—to telecasts of Minneapolis Miller
home games. It televised all home
football games of the U. of Minne-
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sota. A quarter of its time was set
aside for its own produced (live)
programs. Del Franklin, a KSTP
staff man and newscaster since
January, 1943, is director of TV
programming. .

WTCN will be the market’s sec-
ond TV outlet, barring unfore-
seen developments. Its antenna
will grace famed Foshay Tower
in downtown Minneapolis, and
sound transmitters will be located
on the building’s 28th floor. Mr.
Van Konynenburg, as WTCN vice
president and general manager,
feels that television, insofar as the
viewer is concerned, will ultimately
stand or fall on “what comes out
of that little receiver.” Tempering
optimism with caution, Mr. Van
Konynenburg views Twin City TV
welfare on a par with the general
development of the industry. He
contends KSTP-TV has done a fine
job, despite the usual undercurrent
of criticism on programming, espe-
cially film.

“It’s easy to take pot shots at
a fellow when he’s the only one
holding down the fort,” he mused.
“Programs will get better in time
as the industry progresses in its
various phases.” WTCN hopes to
obtain studios presently occupied
by KSTP-TV, according to Mr. Van
Konynenburg, when the move is
complete.

Northwest Network Sales
Headquarters in Mpls.

Minneapolis’ Radio City houses
the sales headquarters of the
Northwest Network, a regional set-
up reaching the “upper midwest
leg” of stations—aside from spot
radio. KSTP serves as a natural
distribution point out of the Twin
Cities for these stations, blanketed
under one contract whose rates are
merely the station cost with no
added charge for engineering and
lines.

Network comprises, in addition
to KSTP: KROC Rochester, Minn.;
KYSM Mankato, Minn.; KFAM
St. Cloud, Minn.; WEAU Eau
Claire, Wis.; WDAY Fargo, N. D.;
KFYR Bismarck, N. D.; WEBC
Duluth, Minn.; WMFG Hibbing,
Minn.; WHLB Virginia, Minn.
Officials are Mr. Hubbard, general
manager; Kenneth M. Hance,
treasurer, and Miller Robertson,
sales manager.

A local organization which has
drawn regional attention is Twin
Cities Radio Station and News-
paper Assn., banded together orig-

(Continued on page 14)
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A perfectly executed balancing act always gets a

hand from the crowd ,not necessarily for display of

brawn but for expert timing and coordination. Here

in the Twin Cities that perfect balance gets a big
hand, too, as WMIN steals the show with its sure-fire
schedule of MUSIC, NEWS, SPORTS.

Listenable MUSIC that follows the “block” tech-
nique for sustained audience; NEWS “on the hour every
hour”, with a heavy local slant; SPORTS that gives
WMIN fans a top-notch, play-by-play event virtually
every evening.

This, experience shows, is the balanced entertain-
ment that wears well with an audience-—entertainment
that most listeners want most of the time.

And, what listeners want, time buyers want! WMIN
has proved it can satisfy both. The listeners have assem-
bled (as witness Hooper reports). For the time buyers
who haven’t—alley-oops!

On AM alone WMIN covers the richest half of
Minnesota's population — the metropolitan Twin
Cities, comprising the nation's |1th largest retail
market. Add the fact that WMIN offers simul-
taneous coverage on FM with a radiated power of
nearly 100,000 watts (at no extra cost), and
you've got a ""Market Must"' at the lowest rates of
any Twin Cities station.

Mow Served Matignaily by RADIO REFRESENTATIVES, Inc.

WMIN

Minneapolis — 5t. Paul

R
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(Continued from page 12)

inally to extend recognition to ad-
vertising agencies.

Only one national station repre-
sentative maintains fulltime of-
fices in Minneapolis (or St. Paul)
—The Walker Co. The firm
is national and regional represent-
ative for the Great Northern
Broadcasting System and its more
than a dozen stations. Gréat
Northern grew indirectly out of
the old North Central Broadcast-
ing System. The nucleus was
formed by Anthony A. Fahy, pres-
ident and general manager, KABR
Aberdeen, S. D.; John B. Cooley,
KLPM Minot, N. D.; Bert Wick,
KDLR Devils Lake, N. D.; and
Harold L. Dell, KGDE Fergus
Falls, Minn.

Lawson Forms An Upper
Regjonal Network

Orville Lawson is northwest
sales manager of the firm. He has
since formed the Upper Minnesota
Broadcasting System, also repre-
sented by Walker Co. and com-
prising KLIZ Brainerd, KBUN
Bemidji, WXLT Ely (a new sta-

" . tion), KTRF Thief River Falls,

CKFI International Falls and Fort
Francis.

Mr. Lawson, formerly at KRNT
and KSO Des Moines, is a firm be-
liever in the credo that “all busi-

“WMIN (St. Paul)

7 N -

* T

HOURLY ONE-TIME RATES

Class “A”
WCCO (CBS) $600.00
KSTP (NBC)* $500.00
WTCN (ABC) $300.00
WLOL (MBS) $275.00
WDGY $140.00

Class “B” Class “C”
$400.00 $300.00
$375.00 $250.00
$150.00 $125.00
$123.75 $ 88.00
$100.00 $ 90.00

* Hourly rates for station’s TV outlets are following: Class A—$200;

Class B—$150; Class C—$100 (with bonus discount for 52 weeks con-

tinuous telecasting). (Rate Card No.' 1 effective June 1, 1948.)

* * Bagic half-hour rate: Class “A,” $60; Class “B,” $45. .

ness is local” He sees the day
when emphasis will be on regional
and rural radio.

Two former women account ex-
ecutives, Vivian H. Bulmer and
Ella May Johnson, operate a re-
gional representation business in
the WCCO Bldg. Their list is said
to include NBC, ABC and MBS

affiliates as well as regional affili-
ates and independents.

Serving as a sales team at
WDGY for a decade, they set out
in 1947 to develop a specialized
per-station regional representation
business, starting with six stations
and a staff of four. They make no
pretense of tradition smashing, but

' - ”~

don’t hesitate to push aside on oc-
casion some of the sacred conven-
tions of the radio advertising busi-
ness.

In the field of labor relations,
Minneapolis and St. Paul compare
favorably with cities of similar
size. This is not just happenstance.
The Minnesota Labor Relations
Act is recognized throughout the
nation as a model piece of legisla-
tion. The act, in addition to pro-
viding a conciliatory service for
industry, also calls for waiting pe-
riods before strikes and lockouts
can occur.

Good Labor Relations;
Good Living Conditions

With good labor relations have
come good living conditions. In
Minneapolis 57% of dwellings are
owner-occupied; and despite the
rising cost of living in line with
general price hoosts, living costs in
Minneapolis had remained the low-
est of 55 cities surveyed last year
by the New Orleans Chamber of
Commerce.

In addition, weekly earnings (in
September 1947) exceeded by 46¢
the national average. Last year an
average family of four could live
in Minneapolis on an estimated
total budget cost of $3,282, accord-
ing to the Bureau of Labor Statis-
tics, U.S. Dept. of Labor. Ex-
penses covered food, clothing, rent,
furnishings, transportation, taxes,
medical care, ete.

STATIONS IN TWIN CIT

WDGY

Nicollet Hotel (Minneapolis)
BRidgeport 2271

One of the three Stuart outlets,
station was established in 1923 by
Dr. George W. Young, Minneapolis
jeweler and optometrist, with 5 w,
increased to 100, 500, 1,000, 2,500
and finally 5,000 daytime with 500
w night, 1130 ke. . . . Studios sub-
sequently located in the West Hotel,
Loeb Arcade and Oak Grove Hotel.
. . . Present studios 'and office occu-
py 12th floor of Hotel Nicollet. . . .
In October 1937 WDGY became
affiliated with Mutual Network and
three years later became major
northwestern outlet of Transconti-
nental Broadcasting System (only
dual network station in territory
at time). . . . Purchased Oct. 18,
1945, from Dr. Young’s widow (he
had died seven months earlier) by
Stuart Investment Co., of Lincoln,
Neb.,, which owns and operates
KFOR Lincoln and KOIL Omaha.
. . . Station was granted 50,000 w
daytime and 25,000 w nighttime by

FCC in February and expects to~

go fulltime shortly. . . . Transmit-
ter is located five miles west of
Minneapolis. . . . Nine directional
array towers, first of kind in coun-
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.and manager,

try, now being erected. . . . Officers
of Stuart Investment Co. are James
Stuart, president, and Albert A.
Koenig, executive vice president

. . Personnel of WDGY (Twin
Cities Broadcasting Corp.) includes
Melvin E. Drake, vice president
and B. Kendall
Crane, program director. . . .
Avery-Knodel is sales representa-
tive.

WCCO

WCCO Bldg., Minneapolis
MAin 1202

One of seven standard CBS o&o
stations, it uses the slogan, “Good
Neighbor to the Northwest.” Main
offices and studios at 625 Second
Ave. South, Minneapolis, where
five studios are located for locally-
originated broadcasts . . . offices
also in Hamm Bldg., St. Paul. . ..

.Large studio audience programs

are aired from WCCO auditorium.
. .. Station is 50 kw on 830 ke. It
first went on air Sept. 1, 1924, us-
ing equipment and physical plant
of WLAG (which began in 1922).
. . . Power increased from 5,000 to
15,000 w in 1928, and to present
50,000 w in 1932. . . . Studios and
offices formerly located until 1939

:November-8, 1948
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in Nicollet hotel. . . . Present staff
numbers 90. . . . Merle S. Jones,
former general manager of WOL
Washington, has been general
manager since last year. . . . Sales
manager is Al Harding; program
director, Gene Wilkey. . . . Educa-
tional department is under direc-
tion of E. W. Ziebarth, faculty
member of U. of Minnesota. . . .
Included in news department is
WCCO documentary unit. . . . Sta-
tion recently added shortwave unit,
KSCH, for on-the-spot coverage of
special events with department
under supervision of Sig Mickel-
son. . . . Station offers daily farm
coverage under direction of Larry
Haeg, who is alsc a representative
of 36th district in Minnesota State
Legislature. .
are relayed to transmitter site on
25-acre tract at Anoka. ... Repre-
sented by CBS Radio Sales.

KSTP

3415 University Ave., Minneapolis
PRior 2717

« .. NBC outlet in Twin Cities li-
censed by KSTP Inc. ... Overall
AM-FM-TV facilities are located at
3415 University on Midway. . . .

. Represgnted by Edward Petry &
BROADCASTING °

. . WCCO programs’

Background, History
Of Radio Outlets

Co. ... KSTP, 50 kw, on 1,500 ke,
formally established in 1928 by
Stanley Hubbard, co-founder, vice
president, general manager, and a
principal owner. . . . Station’s pred-
ecessor was WAMD, established in
1923. . . . Mr. Hubbard formerly
with station located in Hotel Radis-
son, Minneapolis . . . when trans-
mitter burned, Mr. Hubbard and
Lytton J. Shields collaborated on
financial backing and purchased
KFOY St. Paul, with Mr. Shields
becoming president and principal
owner of operating company, Na-
tional Battery Broadcasting Co., of
which he was president. . . . On
March 28, 1928, KSTP took to
the air as 10,000 watter. . . . FCC
increased power to 25,000 in 1932.
. . . Went to 50,000 watts in
1939. . . . Until recent years sta-
tion maintained executive offices
both in Minneapolis and St. Paul.
.. FM, with transmitter lo-
cated first in St. Paul, then Mid-
way, started in April, 1946.
. . . Staff includes, in addition to
Mr. Hubbard, Ken Hance, vice
president and treasurer; Miller
Robertson, general sales manager,
and Joe Cook, sales promotion
manager. . . . KSTP also key sta-
tion in Northwest Network.

Telecasting
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WTCN
Wesley Temple, Minneapolis
MAin 6562
An affiliate of ABC and the
Dairyland Network, station went
on the air in 1925 as WRHM with
a 50 w transmitter . . . increased
to 1,000 w same year when it also
began sharing time with WCAL
St. Olaf College and KFMX Carlton
College, and WLB U. of Minne-
sota. Station, licensed to
Minnesota Broadcasting Co., was
purchased in June 1934 by St. Paul
Dispatch-Pioneer Press and Minne-
sota Tribune Co., present owners,
and call letters changed to WTCN
(which stands for Twin City News-
papers). . .. Power increased April
30, 1935 to 5,000 w daytime and
1,000 w nighttime. . . . Frequency
changed from 1250 kc to 1280 ke
on March 29, 1941. . . . Studios
located originally in West and An-
drews hotels in Minneapolis, moved
to present site at Wesley Temple
Bldg. (12th floor) May 1, 1930.
. . . Station maintains offices in
Dispatch Bldg., St. Paul. . . . Has
FM outlet (currently off the air),
transmitter and antenna for which
are atop Foshay Tower. . . . Build-
ing will be site, too, of WTCN-TV,
due to bow soon on Channel 4,
66-72 me (0.2 kw aur., 17.9 kw
vis). ... Free & Peters is national
representative. . . . Vice President
and general manager is F. Van
Konynenburg; program director,
Judy Bryson; commercial man-
ager, Robert Ekstrum. . .. Trans-
mitter location: Snelling Ave. and
County Road B, Rose Township,
St. Paul.

WMIN

Hamm Bldg., St. Paul
GArfield 1361

Founded in 1936 by the late Ed-
ward Hoffman, furniture dealer.

. Until March 1947 studio and
transmitter were at St. Anthony
& Syndicate St. . . . Studio now
in Hamm Bldg., transmitter mid-
way between St. Paul and Minne-
apolis. . . . Station accents music,
sports and mnews programming,
using block technique . . . operates
on 1400 ke, 250 w power . . .

BUYING POWER
1947

$6122
i

EE&E Per family

41856
Minneapolis

#1597
St.Paul H

daily newscasts are sponsored by
St. Paul Dispatch and St. Paul
Pioneer Press, with whom WMIN
has arrangements for news.
Station is heavy on department
store advertising, maintaining ac-
counts with St. Paul’s four major
department stores. ... WMIN uses
slogan “News of the Hour On the
Hour.” ... Has 10,000 w FM trans-
mitter with 450-foot antenna and
12-bay FM mast giving radiated
power of about 100,000 w, station
contends. . . . FM outlet duplicates
AM programs. . . . FM coverage
claimed up to 250 miles. . . . Frank
Devaney succeeded Mr. Hoffman as
general manager. He is also com-
mercial manager. . . . Total staff
for overall operations numbers 40
persons. . . . WMIN identified as a
sports station, carrying American
Assn. baseball, U. of Minnesota
sports as well as professional
hockey, boxing, wrestling, golf and
bowling. Marty O'Neill is
sportscaster. . . . Other key sta-
tion personalities include Paul and
Mary Light, breakfast team; Sev
‘Widman, jockey, and Chuck Mul-
kern and Frank Madden. . . . For-
joe & Co. is national representa-
tive.

® Baltimore

Survey of Other Major Radio
Markets Under Way

® San Francisco
® St. Louis

® Detroit

® Buffalo
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WLOL

1730 Hennepin Ave., S. (Minne-
apolis)
ATlantic 0406

Founded in 1940 by Judge De-
vaney, who died two years later

. Ralph Atlass, who bought con-
trol in 1943, is chief owner. . . .
Station increased power from 1,000
to 5,000 w in 1946 and changed
transmitter site in line with policy
centering around 25 millivolt
strategy. . . . Programs originate
in Minneapolis studios and trans-
mitter is located at 7th and Dav-
ern Streets, in St. Paul. . . . Nor-
man Boggs is president and gen-
eral manager; C. T. Hagman, vice
president and commercial manager.
Mr. Boggs was appointed in De-
cember 1945. . . . WLOL reports
increase in billings of 25% over
last year. . An MBS affili-
ate, it stresses sports broadcasts
and recorded music programs

. Sports include football, basket-
ball, hockey & boxing. . . . Mark
Gregory, commentator, highlights
station’s news coverage depart-
ment, which is major premise for
local news emphasis. . . . WLOL
withdrew original application for
FM permit last February. . . .
John Blair & Co. is national rep-
resentative.

KUOM
Eddy Hall

U. of Minnesota, Minneapolis
MAin 8177

Non-commercial station owned
by and licensed to U. of Minnesota
. . . Shares time with WCAL St.
Olaf College, Northfield, Minn. . ..
Two - thirds of time, Monday
through Saturday, is assigned to
KUOM, one-third and Sundays to
WCAL. . .. Both operate in day-
time only, KUOM with 5,000 w.

. . KUOM was originally Ii-
censed as WLB Jan. 13, 1922,
later shared time with WDHI
(U. of Minnesota previously oper-
ated an experimental station). ...
During period of October 1928 to
May 1938, shared time on 1250 ke
with WRHM (later WIT'CN) Minn-
eapolis, WCAL Northfield and
KFMX Northfield. . . . KUOM, on
770 ke, began operation on 760 ke,
later changing to 770 kc after
NARBA . .. Station stresses edu-
cational format. . . . The Minne-
sota School of the Air is regular-
ly-scheduled series designed to sup-
plement class instruction on pri-
mary, elementary and high school
level. . . . In-school programs have
been aired since 1931 by KUOM

. Young people’s concerts given
by Minneapolis Symphony are ex-
clusive feature. . . . General man-
ager is Burton Paulu, with Ruth
Swanson, in charge of program
production, as acting manager. FM
permit granted for 91.7 mec.

KEY'D FOR COMPLETE COVERAGE

TR

know this market an
in this market.

transmitter.

November 8, 1948

NEW 5000 WATT STATION
IN THE

TWIN CITY AREA

The first new standard commercial station in
Minneapolis or St. Paul since 1940.
Completely staffed b j experienced personnel who

have a record of achievement

Over $175,000 investment in new studios and

Over $100,000 in signed contracts by local
and regional accounts before starting

date October 24.
KEYD is your key to the great
Twin City regional market.

Studios and Offices
Ninth and Hennepin
Minneapolis, Minnesor
Lee L. Whiring, Manager
Harold A. Winther, Sales Manager

STATIOH

National Representative, Adam Young, Jr,
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in
the

Twin Cities,
advertisers
get more

impact

at less
cost

on

WLOL!

Represented by

There’s a big prosper.ous matket waiting for

smart advertisers in Minneapolis — St. Paul . . . and
WLOL can sell it! With the strongest signal of any
local outlet, WLOL reaches the Twin City Minnesotans
who do 499, of the state’s retail business . . . and as a

bonus, goes out of town to sell twelve rich rural counties!

Advertisers can buy WLOL’s concentrated

coverage morning, afternoon and evening . . . day in
day out . . . at less cost than a few announcements a
week on competing stations. This means even a
limited budget will deliver powerful repetitive selling

that builds impact, so vital for quick turnover of merchandise.

Your John Blair man is ready now with complete
facts and figures on WLOL and the rich Minneapolis —

St. Paul market. Ask him today about availabilities!

WLOL

MINNEAPOLIS—ST. PAUL

The Cooperative Station

5000 Watts Full Time 1330K.C.
Mutual Broadcasting System
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