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Ladies and Gentlemen (L AIMS TO0 FAME

AMERICA'S FUNNIEST
HUSBAND and WIFE!

NOwW
TRANSCRIBED

for local sponsorship

@ 13 years coast to coast
9 years for one sponsor

@ 520 episodes available

I5 minutes of fun and laughter

IFREDERIC W,

COMPANY
2436 Reading Road
CINCINNATI, OHIO

New York Hollywood

To help create greater understanding of radio’s
contribution to community life, this series will
highlight the development of stations who sub-
scribe to RADIO SHOWMANSHIP for their

advertisers in various parts of the country.

SALUTE TO KOA

KOA was founded on December 15, 1924 and on
its tenth anniversary moved to its present location with
offices and studios in Denver’s Radio City at 1625 Cali-
fornia street and to a new 50,000 watt transmitter in
Aurora, a suburb of Denver. KOA is the only 50,000
watt station for 500-700 miles in any direction.

KOA is the only station between Chicago and the
west coast whose news room is equipped with the direct
wire of all three of the world’s greatest news services,

, UP and INS.

KOA is the only Denver station maintaining a house
orchestra. The KOA String Ensemble under the direc-
tion of Milton Shredmk, na(lonally known for his work
in music circles, originates six programs to the NBC
network each week, in addition to several local pro-
grams,

KOA has inaugurated as a public service feature a
round-table discussion program entitled When the Boys
Come Home, which is broadcast every Friday at 9:45
P.M. This program is designed to give reliable infor-
mation to our returning veterans. Leaders of business,
government and veteran affairs are present each week
to glve authentic answers to questlons ronrernlng veter-
ans’ rights and opportunities.

KOA has a lot of good live talent: The Men of the
West, male quartet under the direction of Milton Shred-
nik; Ivan Schooley, baritone; Andy Gainey, baritone;
'znet Fee. lyri~ soprano: Norma Lee Larkin, cont-alto;
Happy Jack Turner, piano-playing singer; Lora Price,
women’s advisor; Hal Renollet, the Mile ngh farmer;
Shorty, Sue, Sally and the Boys, western singing and
instrumental group; David Eisenberg, violinist; Milton
Shrednik, pianist and director of the KOA string or-
chestra around which KOA’s musical programs are built.

KOA serves its large rural audlence through 1its Mile
High Farmer program every morning from 6:00 to
6:30, featuring Hal Renollet, director of agriculture
for KOA. Hal visits the farmers and personally dis-
cusses their problems with them. The listener’s interest
in the Mile High Farmer program and their confidence
in Mr. Renollet is expressed by mail received from 25
states and 2 provinces of Canada.

Among awards won by KOA are: The Merit Award
presented by General Electric to the NBC operated
station maintaining the most nearly perfect operating
record for the year 1943,

For the fourth time KOA won coveted Billboard
awards in their Eighth Annual Radio Station Promotion
Suney KOA won second place for overall promotion
in the clear channel network affiliates division, and in
the sweepstakes between all owned and operated sta-
tions of the networks KOA came in third.

KOA'’s oldest consistent advertiser started its adver-
using campaign with KOA in 1924 and has been with
them ever since! Proof enough that KOA offers com-
plete satisfaction to its advertisers.

RADIO SHOWMANSHIP



P P Program structure must meet changing needs and demands of the public, re-
gardless of who builds programs, if radio is to continue to grow in stature, per-
form maximum public service, says the vice president and general manager of the

Mutual Broadcasting System. K|

Stand In Good Conscience ./

by ROBERT D. SWEZEY, general
manager and vice president,
Mutual Broadcasting System

ADIO broadcasting has now reached

its twenty-fiftth anniversary. It has
achieved in that quarter century a cer-
tain technical and operational maturity
but it seems to me that it still lacks a
complete consciousness of its responsi-
bilities as a business affected with the
public interest. There is still too much
inclination to follow the old tried and
true patterns and to avoid unpleasant-
ness at any cost. It faces the peril of be-
coming so complacent and stodgy that
it will not be able to meet the changing
needs and demands of the public.

It is very easy, I know, to criticize pro-
gram structures. It is extremely difficult,
I also know, to improve them. However,
it is alarming to me that with all the
brains and ability we have in this indus-
try there is such a paucity of fresh pro-
gram ideas and new talent.

Can it possibly be true that we can
count on the fingers of one hand those
people out of our 130 odd million Amer-
icans who are capable of being top radio
comedians? Can it be true that there are
only a dozen or so possible successful
program formats? Does it honestly seem
to you that the far renowned American
initiative, imagination and ingenuity
are being amply displayed in our radio
broadcast service? I can't see it.

It is often said in government circles
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and others that the advertising agency
and other program-building groups have
taken over too much control of radio
programming so that the radio stations
are not taking any active part in deter-
mining their program structures but sit
back passive as Buddhas accepting fat
checks and letting the agents of soap and
cereal manufacturers romp at will on the
ether. Those allegations do not alarm
me.
PUBLIC BE SATISFIED!

It seems to me that in radio just as
everywhere else real ability will come
out. If the advertising agencies are able
and willing to build the best programs
they will do it. If the networks and sta-
tions are capable of doing a better job,
by a process of natural selection the job
will be theirs to do. So far as the observ-
ance of the public interest, convenience
and necessity is concerned, it makes no
difference who builds the programs so
long as they are good programs.

However, since the advertising agen-
cies and other program-building groups
have admittedly taken over the responsi-
bility of producing a large share of our
present-day broadcast schedules, they
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have inherited another responsibility to
see that the shows they build not only
satisfy their client but satisfy the public
as well. It can, of course, be said that the
client will not be satisfied unless the
public is satisfied because the client
should obviously be attempting to secure
the largest possible audience.

5 IRANGELY enough though, there are
certain clients who seem to be too easily
satisfied. 1f a show gets a fairly decent
rating there is a tendency on the part of
agency, client and facility to sit back and
let it go at that rather than to make a
real attempt to improve the program or
substitute a better one for it. The con-
secquence is that year after year certain
programs go on the air without ever
rcalizing their full potential and others
continue which should have long since
been off the air. This seems to be largely
duc to inertia and timidity, the nothing
ventured, nothing lost approach.

Radio 1s, of course, continually being
criticized by someone for something, and
much ol that criticism from my point of
view pertains to relatively inconsequen-
tial matters. The tremendous dispute
about the so-called plug-uglies and mid-
dle commercials concerning which hun-
dreds of thousands of words have been
written pro and con scems to me a tem-
pest in a tea pot. I think there are many
commuiercials which are not in the best
of taste and others which are overly ag-
gressive or dreary. There are many of
them which could not sell anythiug to
me as a racdhio listener aud which, as a
matter of fact, tend to have the opposite
cllect.

| ksoNALLY dishke middle commer-
cials in news prograws and in other
lorms of programs but they don’t drive
e into a white heat of rage and resent-
ment. The lform ol the commercial
which we hope will be gradually im-
proved in the stances where it needs
nuprovenent does not concern nie near-
Iy as much as the substance of the pro-
eram. What vou want to get as a radio
listener is a varicty ol good, rich pro-
eram material.

From time 10 time there is talk in this

o6 e

country of the government’s taking con-
trol, complete or partial, of the program-
ming of our radio system. If I honestly
felt that that would improve radio I
hope I would have the courage and in-
dependence enough to support any such
movement. On the other hand, it is my
complete conviction that any such move
would be disastrous not only to radio
but to the American public as well and
its democratic scheme of life. Even un-
der the most favorable government-con-
irolted conditions that kind of radio is
just not for us.

No, we do not need more government
control. What we need is more self-con-
trol, and more straight-thinking and ag-
gressive leadership in both our program
and policy operations.

WHAT IS PUBLIC SERVICE

\We sorely nced to eradicate some of
the false impressions which have some-
how or other gained a foothold in the
industry and the public mind. We need
to get rid of some of the old concepts
and defmitions. For example, what is a
public service program?® A public serv-
ice program quite obviously, it seems (o
me, may be either commercial or sus-
taining, musical, dramatic, entertaining
or instructive. It is any program which
is of recal service to the public. Yet, to
many people inside and out of the in-
dustry the term public service has come
to mean a dull, dreary speech or pick-up
broadcast which a station would not
carry unless some element of the public
put the bite on it to do so. A public
service program is obviously just the
converse of that.

Some people scemn 1o have the totally
erroncons impression that a program
which has a large eclement of public
service in the true sense of the word
loses all of its virtue when it becomes
sponsored. ‘That 1s patently untrue. The
perforntance of o symphony orchestra is
of no lesser quatity merely because some-
onc other than the station or network
carrving it is paying for the cost of the
broadcast. The same thing is true of any
other 1tvpe of program, including forum
and commentator programs.

RADIO SHOWMANSHIP



In order to determine whether a pro-
gram, commercial or sustaining, is act-
ually serving the public, we have obvi-
ously, in the first place, to determine
what the public thinks about it.

W: all know that there are always a
few people who have decided views up-
on all sorts of issues and who are at the
same time extremely vocal and prolific
of correspondence. These people are in
a decided minority.

The great mass of the public is silent
and uncommunicative. It takes real ef-
fort to get any response from it and fre-
quently the response received is not as
coherent as we should like to have it,
but in spite of its inertness and its fail-
ure to volunteer information to us, it is,
nevertheless, listening and thinking. It
is up to us to find out what and how it
is thinking because to such a large ex-
tent it constitutes the people we serve.

THE NON-WRITING PUBLIC

The people who really concern me
are the hundreds of thousands, the mil-
lions, who don’t write letters to the Fed-
eral Communications Commission, to
the broadcaster, to the advertiser or to
anyone. What do they do when the sing-
ing commercial comes on? Do they turn
it off? Do they sit back in perfect bliss,
tap the floor and enjoy it> Do they rush
out and buy the product it advertises?
Or do they just sit there and let it go
through one ear and out the other?

It is terribly important for us to know.
We profess to serve the public, the whole
public, not a small vocal segment of it.
The closer we get to knowing what the
majority of the people of all groups and
classes think about our programs and
our commercials the farther we get from
the danger of being stampeded by a vo-
ciferous minority.

It doesn’t seem to me we can over-em-
phasize the essentiality of determining
the public’s desires and needs in radio
programming. We must have the facts
and figures at our finger tips. How can
we possibly assert that we are fulfilling
those desires and needs if we don't have
a very clear conception of what they are?
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WHO RULES LEAST!

I believe our industry is young enough
and vital enough to move toward its own
self-improvement without being pm(l
ded or whipped toward it. There 1s al-
ready considerable agitation for all 1ypes
of legislation to restrict and control pro-
gram material. Much of the legislation
proposed, if enacted, would for all in
tents and purposes cmasculate radio.
There is even talk of legislating good
tastec into commercial announcements
which is just about as practicable as at-
tempting to legislate polite table man-
ners in a dining car.

IT seems to me that it (IUI[C appalcntlv
behooves all of us, advertisers, agencies,
networks and stations, to engage upon
a much more intensive study of our
audiences and the program materials we
are furnishing them. I, for one, believe
we are falling far short of our potential.
I think we have been much too easily
satisfied. On the other hand, I am con-
vinced, that our deficiencies are not
nearly as black as one would have them.

The chairman of the Federal Com-
munications Commission, in an article
in the American Magazine, closed it
with this parting thought: “There is a
saying about ‘putting your own house
in order, before the law does it for you
with a rough hand.’ It is an old, trite
saying, but still true, as many a proud
industry, from the railroads to the stock
exchanges, knows to its sorrow.” There
is another older and more trite saying
which a lot of us used to consider rather
sound but during the last few years has
for some reason or other become rather
unfashionable. That saying went some-
thing to the effect, “He rules best who
rules least.” That maxim, as applied to
a democracy, obviously means that the
laws which are the creation of the peo-
ple should not be passed needlessly to
limit the freedom of the people.

I say that we should look conscienti-
ously and steadfastly at our house. Let
us put it in order as we find it needs to
be put in order and then let us stand
in good conscience and defend it.
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HEY sing its praises! That's literally

true. Folks in all walks of life har-
monize with the Duquesne Chorus every
Friday evening on the strains of onc ol
the most familiar radio signatures, “Dau-
quesne, Duquesne . . . The Finest Beer
in Town!”

Radio has played a major role in
building sales for Duquesne. The Du-
QUESNE  Brewing Conraxy’s faith in
radio has been handsomely rewarded
through the years, and the story of how
radio has built consumer acceptance lor
Duguisne PiseNer 1s a colorlnl one.

I'he radio stafl of WarLker & DowNineG
ADVERTISING  AGENCY, working  closely
with the Duguesne BriewiNg ConraNy
officials, have plotted a radio course that
cmbodics the policy ol “long on entertain
menl—short on commercials.” T'he selec-
tion of radio fare has always been based
on the beliel that “The Finest Beer in
Town,” should always he vepresented on
the air by the finest obtainable enter-
tannnent taleut. Knowing that restraint
and dignity in the use of conmnercials is
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They Sing
Its Praises /

Dignified Restraint Distinctive
Commercial Angle for Duquesne

the exception rather than the rule, Du-
QUESNE programs have been distinctive
for their use of short sponsor messages.

BRIEF COMMERCIALS

Herewion are examples of DUQUESNE'S
use of radio which highlight the variety
and forcefulness of DuQUESNE'S appeal

® Melody magic in modern mood @

RADIO SHOWMANSHIP



to listeners. Year after year these stand-
ard features have been winning higher
and higher ratings, providing more and
more information and entertainment.

Each Friday evening at 7:30 P.M. on a
network of stations in West Virginia,
Ohio and Western Pennsylvania, in-
cluding three 50,000 watters, KDKA,
WWVA, and WTAM, the Duquesne
Orchestra and Chorus, directed by Ber-
nie Armstrong, and soloists Betty Ellen
Morris and Howard Price, present one-
half hour of melody magic in the mod-
ern mood. It’s a tunelul parade of favor-
ites old and new, music that appeals to
all ages, all classes, all tastes.

Oxe of the most delightful elements
of the program is the fact that the music
flows continuously. It is never interrupt-
ed for a commercial message until the
conclusion. Even at the end of the pro-
gram, the sponsor’s commercial is a brief
one, averaging between 40 and 50 sec-
onds. This judicious use of commercials
has paid rich dividends in listener ac-
ceptance, for the program has a Hooper
rating which outranks many major net-
work musical productions.

QUALITY AND PRESTIGE

As the standard bearer of the Du-
QUESNE name on the airwaves, the Du-
quesne Show reflects the quality and
prestige of the product it represents.
Now entering its seventh year on the
air, the Duquesne Show is a credit to
its sponsor and to the advertising agency
whose responsibility it was to build the
program and maintain its standard of
excellence.

As another example of how DuQUESNE
has used radio adroitly is the program
Dugquesne Hunting and Fishing League
of the Air, featuring Harris Breth, fa-
mous outdoors writer and sportsman.
Each Saturday evening to the strains of
A Hunting We 1Vill Go, DUQUESNE
greets the outdoor sportsmen of the Tri-
State area over KDKA with a service
program packed with information, news,
anecdotes, human-interest stories and
highlights of sporting club activities all
over the territory. There have been
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scores of examples proving listener loy-
alty to Harris Breth in mail responses to
merchandising campaigns over a period
of almost seven years during which the
League has been on the air. On cvery
program the spotlight is always on the
sportsman, his problems, and features
of interest to him. DuQuEsNE commer-
cials are always at the end.

COMPREHENSIVE COVERAGE

]]UQUESNE has adhered to a rigid pol-
icy of backing up the wholesale and re-
tail distributor of its quality beer with
strong, acceptable, comprehensive adver-
tising coverage. In the realm of radio,
this policy has dictated the acquisition
of radio time strategically spotted to
amass the greatest number of listeners
with programs that gain the largest de-

N

gree of consumer approval. Throughout
the DuQUESNE territory close to 200 sep-
arate air programs are broadcast each
week over a score of stations. Usually the
same briel, dignified commercial mes-
sage is used on all outlets for an entire
week. The result is a cumulative impact
which is the strongest of sales tools.

Money-sack guarantees have been part
and parcel of consumer appeal since
advertising began, but the DUQUESNE
BrewiNne CoMPANY was the first to guar-
antee its beer to please or money back.
Since the day that the DUQUESNE BREW-
ING CoMmPANY placed a guarantee on its
beer, the sales have climbed steadily un-
til today DuQUESNE PILSENER is the larg-
est selling and most popular beer in the
entire state of Pennsylvania, one of the
outstanding beers of the nation!
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Hymns of All Churches

Twelve-Year Old Net Series
Again Expands Its Audience,
Is Now on Both ABC and NBC
for General Mills Products

I). Cincinnati, a dozen years ago, a
small 15-minute spot program went
on the air lor GENERAL MiLLs. A pro-
gram of hymns, it was out of the ordi-
nary class of commercial shows then.
Nobody knew whether it would live or
not.

Today, the same show, generally un-
changed in its appcal and format, is one
of radio’s best-known and most-loved
programs, broadcast over approximately
180 stations of the AMERICAN Broab-
GASTING SysTEM as a key part of its morn-
ing radio fare, and an carly afternoon
feature over the faciliues of the NaTioN-
AL Broancastixg Coxrany. Featuring
one of radio’s best. choral groups, the
program regularly presents the old fa-
vorite hymns of every creed. Its host is
Franklyn MacCormack, whose sensitive
readings of [amiliar poetry and thought
have been a feature of the program for
years.

I'his splendid choir has won many of
radio’s coveted awards for excellence.
One ol the most recent was the award of
the Citatuon of Distinguished Merit
from the Conference of Christians and
Jews.

Prwnars one of the major reasons for
the continuing success of this program
lies in the high nmsical standards it has
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maintained over the years. Its singers are
well-known concert artists who have
been heard with such famous orchestras
as the Chicago Symphony Orchestra,
and in opera. Indeed, Marjorie Mayer,
mezzo soprano of the group, has just
returned from a long engagement with
the San Carlo Opera company through
the United States and Canada. Her per-
formance of the leading role in Carmen
was so highly successful in New York
that the Rockefeller Center Theater not
only sold out the standing room in the
theater, but had to turn hundreds away.

Featured men singers include Bruce
Foote and William Miller, whose out-
standing radio and concert work is well
known.

At the special request of the War De-
partment, the Hymns of All Churches
choir provided recordings of more than
400 favorite hymns for the men in the
serviees.

MUSIC BY REQUEST

By cuious coincidence, a tabulation of
soldicr mail to the program shows that
hymns with a martial setting are high
on the preferred list of American sol-
diers, with Onward Christian Soldiers
ranking highest. Others competing for
runner-up positions include Mary, Help
Our Valiant Soldiers; the melodic strains
of In the Garden; the inspirational
rhythms of The Old Rugged Cross, and
the majestic old favorite Lift Up Your
Heads, Oh Ye Gales.

Included in the recordings sent to the
fighting fronts of the world were the best-
loved hymns of every creed and race,
Irom ume-honored wunes so old their
composers have long since been forgot-
ten, down to modern hymns such as the

RADIO SHOWMANSHIP




® Hymns of All Churches choir heard regu-
larly over the ABC and NBC networks. Di-
rector is Fred Jacky. Narrator is Franklyn
MacCormack, whose readings of familiar poet-
ry have been a feature of the program for
many years.

Robert Bay DMellott setting of The
Lord’s Prayer.

Assembling the hymns to be sung was
comparatively easy work for the choir,
which for 12 years has built and main-
tained what is probably the largest
hymn repertoire in the country. As its
millions of listeners have known, the
’ choir presents precisely what its name

implies: the favorite sacred songs of all
faiths, chosen by public request. An
analysis of the increased mail received
on the program indicates that it is as
cagerly listened to by soldiers in the
South Pacific, as by lonely, troubled
civilians waiting at home.

WELCOME INTERLUDE

Ix addition to the beautifully sung
hymns, this program brings listeners
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brief and inspiring bits of poetry, some
of which has been composed by listen-
ers; many of these poems, too, are re-
peated by popular request. They are
read by Franklyn MacCormack, who
also acts as narrator for the program.

Tobay the 12 year popularity of this in-
spirational program is reaching an all-
time high, as more and more listeners
tune in the Hymns of All Churches pro-
gram for a welcome interlude of peace
and contentment.

The Hymns program has been under
the uninterrupted sponsorship of GEN-
ERAL MirLs, Inc.,, Minneapolis, Minn.,
for the past 12 years. Products featured
include CHEERIOS, Kix, SOFTASILK CAKE
Frour and Gorp MEepaL KiTCHEN-TEST-
ED FLOUR.

DANCER-FITZGERALD-SAMPLE, INC. han-
dles the program, which is broadcast
Mondays through Thursdays from Chi-
cago.
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Sincerely Yours.

All-Out Merchandising and Promotion Campaign Directed Both At

Dealer and Consumer Launches Radio Show for the Gallo Wine Co.

by S. M. WATT, president, Gallo
Wine Company, Los Angeles

L\UN( HING a radio program is like
mailing a package. When [ was a
youngster at home, I can remember the
thrill of helping my mother pack and
wrap birthday boxes to my older sister
and brother who worked in a distant
city. When the gifts had been tied and
addressed, I would accompany my moth-
er to the branch post-office while she
filled out a mysterious slip and counted
out the vequired coins lor the man be-
hind the window. Then she was given
another tiny slip which she carefully
tucked into her purse and I can sull
hear her s;lying, “Always  remember,
dear, any package worth sending s
worth insuring.”

That lesson has lingered with mie and
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[ have found it invaluable in my busi-
ness life. Any project worth embarking
upon is worth doing right. Full promo-
tion was the principle upon which the
E. axp J. GaLro WINERY, Modesto, Cali-
fornia, inaugurated Sincerely Yours, a
transcribed program of songs produced
by the Freveric W. Ziv Co. and featur-
ing Kenny Baker. Kenny Baker rose to
prominence on the Jack Benny show
several scasons ago, covered himself with
morce glory on the Fred Allen program,
and carned the acclaim of Broadway
critics and public alike when he ap
peared with Mary Martin in One Touch
of Venus. Donna Dae, young songstress
lormerly with /ived Waring, shares vocal
honors with Baker and the Buddy Cole
Trio lurnishes the accompaniment. Jim-
my Wallington, veteran master of cere-
monies, completes the cast. The pro-
ervam, scheduled three tinies a week on
leading stations throughout the country,
consists of Baker's informal response to
requests for ballads and popular hits

RADIO SHOWMANSHIP




and follows the letter format suggested
by the title Sincerely Yours.

Arrex selecting the most advantageous
stations in the areas in which GarLo
WiNes have greatest distribution, we
signed the contracts and proceeded to
announce our new radio program to job-
bers, salesmen, and dealers, as well
1o the beverage trade and general public.
On the day the show started in the
various areas, we had a live, pedigreed
Persian kitten delivered personally to
the office of each jobber. Tied to the
neck of each kitten was a card reading
“Just Call Me Gallo.” A\ card attached
to the box containing the Kkitten was
captioned “/t’s the Cat’s.” It announced
GarLo WINES' new show with time, days
and name of local station carrying it.
Sureamers, easel signs, bottle collars,
stickers and letter enclosures with the
same information were distributed to
dealers to promote listening and stimu-
late sales.

Stories went out from the publicity de-
partment of our agency, JoHN FREIBURG
& Co., ADVERTISING, Los Angeles, to

radio stations on our schedule and bev-
erage trade journals, also. Glossy prints
of Kenny Baker, Donna Dae, Jimmy
Wallington,

and Buddy Cole accom-

AI.I.O WINES’new radio program

THE HIT SHOW OF THE YEAR

..with

* Kenl;y Baker
4~ * Donna Dae
y W * Jimmy Wallington

“WSMB 645P.M.

Every Tuesday, Thursday, Saturday

panicd these initial stories. Follow-up
storics with different poses are being
dispatched regularly with the suggestion
that the material be incorporated in
station program resumes and torwarded
to radio columnists in cach locality
Carc 1s taken in labeling the pictures
so that they serve of maximmum benefit
m lobby and window displays the sta-
tions may arrange on their own initia
tive. Mats and proofs of ads were also
supplied the stations, as well as three-
minute wine cookery scripts adaptable
to home-makers’ programs. These arc
sent the stations for use only with the
provision that GaLro WINEs be credited.
Of course, our publicity department
also supplies radio columnists in the
various areas with fresh material on
the stars of Sincerely Yours; a mailing
hist of these columnists was obtained
through a questionnaire sent to each
station. The shortage of newsprint and
other causes have curtailed the activities
of radio columnists to a certain extent
but they are coming back into the open,
and we felt the best way to discover
them was to canvass the stations them-
selves. Lastly, we requested announce-
ment plugs wherever possible and sta-
tion promotion reports by the month.
Through these reports, we have a meas-
ure of the station’s interest for future
reference when we come to buy time for
other radio programs.

PAID advertisements in newspapers and
car cards in busses and streetcars were
direct methods of advising the listening
public of Sincerely Yours.

What were the results? Written and
word-of-mouth reactions from our rep-
resentatives throughout the country
have been gratifying. The volume of
fan mail forwarded to us has exceeded
our expectations, and a Hooper survey,
taken after the program had run only
a month in a certain city, showed a siz-
able listening audience, directly reflect
ing, we feel, our efforts to promote our
radio program.

Yes, insure your gift, promote your
program, and you're sure of having your
prize package reach its destination.
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Sales

are Child’s

Play /

19 Years on the Air, Still Going Strong Under Same’ Sponsor,
Kiddie Hour Builds Sales for Erickson Bakers, La Crosse, Wis.

OR over 60 years the EricKsoN BAak-

Ers has served the La Crosse, Wis.,
public with fine quality breads and pas-
tries. It was founded in 1883 by Martin
Erickson, father of the present owners,
and today it has a personnel of over 60
people. A fleet of 15 trucks delivers fresh
bread and bakery products daily to the
independent grocers in La Crosse and
trading area.

I'hroughout the years, the M. Erick-
sON Bakrkry Compaxy has kept in step
with progress in the baking industry,
and it has many firsts to its credit in its
market: the first bakery to adopt brand
names for breads; the first to wrap
bread, which insured sanitattion and
freshness; the first to recognize conven-
icnce ol sliced bread to the housewife,
and the first to use radio advertising,
ol which WKBH, La Crosse, Wis., has
played an important part.

Tue Erickson Bakery cnjoys the dis-
tinction of sponsoring the Kiddie Hour,
onc ol the oldest programs of its kind
on the air. It was originally produced in
1926, and lrom the first broadcast, it has
been sponsored by the bakery. Today,
the Kiddie Hour 1s the most familiar
landmark on the WKBH airlanes. Its
listeners make up a loyal Lunily of thou-
sands of children and adults who daily
tune in this well-loved program

Indicative of its popularity is the lact
that wore than 250,000 song requests
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have been acknowledged on the air.
Kiddie Hour listeners have received [ree
some 216,000 copics of Kiddie Hour
songs. Every community within a radius
ol 50 miles has at some time been rep-
resented on the program, and more than
100,000 children have made up the pass-
ing parade to the Kiddie Hour micro-
phone during the time the program has
been on the air from WKBH.

Now in its ninetecnth year, the origi-
nal program pattern is still retained. It’s
completely unrehearsed, yet from the
tiniest tot to the every day regulars, each
child is a veteran at the microphone.

I~ addition to offering entertainment 10
\WKBEI listeners, the serics has served as
an able public servant on many occa-
sions. From the Kiddie Hour micro-
phones have come countless courtesy
announcements for religious, civic and
patriotic organizations of every kind. It
has been an ecffective instrument in
assisting in public health and safety
drives. Hundreds of pets have been
placed in homes through the medium
ol the Kiddie Hour. Time without num-
ber the program has served as an cffec-
tive Lost and Found column. During
the war, the Kiddie Hour aided the War
cllort with daily announcements for War
Bonds, Waste Paper. Scrap and Salvage
Drives and appeals [or Blood Donors.

Almost as famous as the program it-
sell are the amnual picnics and Christ-
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e Its
- WKBH, La
Uncle Ken and Lorraine, for
Erickson Bakers. Now in its nine-
teenth year!

Kiddie Hour time over
Crosse, Wis., with

mas parties. The Christmas party and
movie attract more than 1,000 moppets
in a single year. The picnic, which has
been held yearly for 16 years, draws an
attendance of more than 1,700 young-
sters.

In connection with these activities, the
EricksoN BakeRrs back a HoLsun Junior
Drum Corp. Organized in 1933, this
group of youngsters ranging in age from
8 to 12 years, offers its services for pa-
rades and other community features, not
only in La Crosse but in other commun-
ities throughout the area.

Wit has made possible this extensive
children’s educational and entertain-
ment program has been the loyal pa-
tronage of customers throughout the
area. The radio series is used, primarily,
to build good will for the sponsor’s
product, HoLsum Breap, but without
question the continued sponsorship of
this series has been of prime importance
in making Horsunt Breap the leader in
the trading area. .

JANUARY, 1946

B roavcast Monday through Saturday,
5:00-5:30 P.M., the Kiddie Hour format
includes two cake nights and a treat
program as a regular part of the series.
Four times a year, printed copies of
Kiddie Hour songs are given free on re-
quest, with requests in excess of 4,000
for each edition. Club members are sent
membership certificates. On each cer-
tificate is a picture of Uncle Ken (Ken
Allen) and Lorraine Newman, Kiddie
Hour accompanist, along with tie-in
reminders for the ERICKSON BAKERY.

To celebrate its eighteenth year on the
air, the Kiddie Hour offered listeners
copies of a commemorative brochure
which gave complete details about the
series. Text was well illustrated by pic-
tures.

IT all adds up to the value of cumula-
tive, coordinated effort in broadcast suc-
cess. When merchandising and promo-
tional activities are tied-in with a con-
sistent schedule of broadcast activitv,
the battle for success is half won.
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The Land We Live In

Documentary Stories of St. Louis
Basis of Weekly Dramatized Show
Aired for the Union Electric Co.

“-I'IIE Land We Live In, institutional
program sponsorcd by the UNION
Erectric Comrpany, is presented each
Monday cvening at 6:30 on KMOX,
St. Louis, Mo.

I'his weckly radio feature is a series
of stories about Greater St. Louis and
its surrounding territory; its history and
background, people and enterprises.
The romance and traditions surround-
ing the early vears of St. Louis, the
swiftness of its growth and development,
the characteristics of its people are all
brought into play in this half-program
that combines entertainment with edu-
cation.

The Land 1We Live In was created in
1937 for the UxioN Erectric CoMPANY.
\fter a two-year absence it returned to
the air last August for a new series of
52 weeks. The 1945 version continues
with its foriner format, and since its re-
turn has covered subjects ranging from
The St. Lows Exposition and the Soci-
ety of St. Vincent DePaul, 10 Movies on

® Writer, Ken
Jones; musical
director, Seth
Greiner and
Ted
Westcott check

a script.

director,
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the March and the origin of the St

Lows Blues, a biography of W. C.
Handy.

From the standpoint of talent, pro-
duction and cost this is the biggest local-
ly produced radio show in the St. Louis
arca. In cooperation with GARDNER AD-
VERTISING COMPANY promotion on this
series included: 500 dash cards on street
cars; 1,000 counter-cards; advertisements
in the leading newspapers of St. Louis
and vicinity; spot announcements; 25,000
engraved invitations to listen to the first
broadcast of the new series; window dis-
play in the UnioN Erectric CoMPANY
building; 75 twenty-four sheets displays
in a leading St. Louis hotel lobby and
at KMONX;, stories in the KMOX Mike
and Listen and Learn: KMOX news-
papers, and a dealer letter.

Recently nearly 3,000 requests for
tickets to sce a dramatization of The
Society of St. Vincent DePaul were un-
fullfilled because of lack of space in the
KMOX Plavhouse studio.

Only one commercial is used on cach
broadcast; an institutional type read
after the show 1s closed. No commercial
is used 10 a program is of a religious na-
ture.
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On 1o Civvy Street

ADVISORY | uv
ABILITATION |PROBLENS

* PERSONAL

SERVICE N

S * HOUSING

For All Veterans |- o

* EDUCATION

Office « - Fourth Floor

‘AR “BACK-TO-CIVVY.STREET" FRIDAYS --8 to 830 p.m. C. K. 0. C.

EVERY Friday evening at 8:00 .M.
the G. W. Rosinson Co., L1p., one
of Hamilton’s most aggressive merchan-
dising department stores, comes on the
air from CKOC, Hamilton, Ont., with
the program On to Civvy Street. The
half-hour, designed to aid the veteran in
his or her rehabilitation, features an in-
terview with a returned man in need of
a job, an interview with restablishment
authorities (i.e., D.V.A,, Government
Employment Bureau), and an interview
with a serviceman or woman.

Hamilton businessmen are requested
to give the guy or gal a chance. Each
week the firm who has employed one of
the job-seekers from the previous pro-
gram is saluted on the show.

When the serviceman or woman is in-
terviewed, the questions and answers
necessary to ease their mind on points
of discharge are gone over with a broad-
cast board. This board usually consists
of one member of the Armed Forces
Personnel Division and a member from
the D.V.A.

Also included in the script are per-
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Rehabilitation Program for Veterans Basis for Public Service
Featured Sponsored Weekly by G. W. Robinson Co., Hamilton, Ont.

tinent questions which have been asked
by mail, or which arc considered of
outstanding importance following the
week’s intervicws in ROBINSON's store.

I'he air show is not the only phasc of
this rehabilitation service. A scparate
department in RosiNsoN’s, headed by
sales promotion director, Denise Mitch-
cll, answers all questions of returned or
returning personnel. It will also steer
them to the local Department of Veter-
ans’ Affairs or to other agencies that can
give the veteran full information on his
(uestions.

The show is a natural from the mer-
chandising point of view. It is not a
pretence to get returned vets to buy at
Rosinson’s. The service is given the
boys generously and authoritatively.
The show is scrutinized for accuracy,
effectiveness and authenticity. The store
interviews are characterized by courtesy,
kindness and understanding. It is effec-
tive. Aiding returned, and new residents
of Hamilton, the service points the way
to current and future RoBINSON inter-
ests. For RosinsoN’s has a range of mer-
chandise and services to appeal to the
veteran or to his family.

The program itself stemmed from the
desire of Harold A. Smith, president of
the G. W. RoBinson ConPANY, to put
before the returning serviceman or
woman a well publicized story of the
rehabilitation program. An ex-service-
man himself (R.C.A.F.) Mr. Smith saw
the need for aid, and the possibilities
for RoBinson’s. He, Denise Mitchell and
the CKOC production department de-
cided that On to Civvy Street was the
best way to do the job. And it is doing
the job: for Hamilton service personnel
and for the G. W. Rosinsox Co.
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Style Tales Well Told

Success Formula for MAKOFF, Salt Lake City Ladies Apparel Shop,
Based on Institutional Copy With Emphasis on Factor of Quality

JUST as Milady of the West looks to
Makorr for the latest in feminine
fashion, many Intermountain firms also
take important advertising cues from
this exclusive ladies apparel shop in Salt
Lake City, Utah.

Samuel Makoff has spent 26 years
building the MAKOFF prestige. A Ma-
korr label has become Salt Lake tra-
dition for distinguished fashion and
friendly service.

With the war over, MAKOFF is ex-
panding its advertising program to meet
the pcacetime opportuntities.

QUALITY PROGRAM

The first step in this direction was to
choose violinist and KDYL musical di-
rector, Eugenc Jclesnik, to play on the
shop’s new radio series twice weekly over
KDYL. Assisting him in the program
building is Edward Spitzer, assistant
manager and advertising dircctor for
the MaxorF shop.

Just back from an overseas USO as-
signment, Mr. Jelesnik brings a rich
musical background 1o his new program,
and the sclections of his cnsemble for
the MAxorF program arc in harmony
with the shop’s quality operation.

M korr customers also are imvited to
request their favorite tunes. They may
submit their requests cither on autrac-
tive brochures sent them through the
mail, or present their suggestions in
person at the store.
AUDIENCE PARTICIPATION

he shop also wrranges for small

groups to attend the broadeasts from the

KDYIL, Radio Playhouse at 9:15 Mon-
day and Thursday cvenings.
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® Samuel Makoff, (left) and Edward Spitzer,
(right) inspect autographs on Eugene Jelesnik’s
violin. Mr. Jelesnik, new KDYL musical direc-
tor, acquired the autographs from soldiers dur-
ing a U.S.O. tour in Italy.

MAKOFF concentrated on institutional
advertising from the start, stressing the
quality of service and the distinctive
fashions available at the shop. Radio
played an important role in this job ol
telling the West about the remarkable
nnew MAKOFF store.

INSTITUTIONAL ADVERTISING

Milady is told again and again over
the air that she can obtain every con-
ceivable apparel need from foundations
to distinctive gowns, exclusive perfumes
and accessories at MAKOri's.

T~ when she visits the MAKOFY store
she can inspect the very latest fashions
in air conditioned comfort amid ultra
modern fixtures. Morcover, she is served
in this setting with real Western hos-
pitality]
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Now It Can Be Sold . . .

Distribution of canned goods with Golden Dawn label
increases from 15% to 70% for Sharon, Pa., business.

[ COMMERCIALS: . .

1946

GoLbeN DawN Foobs has sponsored news every hour, on
the hour, six days a week, over WPIC, Sharon, Pa., since
October 2, 1939. The last newscast each day is always
a 15-minute summary of the day’s events. Hourly news-
casts are of five-minute duration. GoLbrN DawN news-
casts are tied-in with posters and other advertising picces
distributed to dealers.

When the 20,000th GoLpEN DawN ncwscast was broad-
cast October 10, 1945, it was cstimated that a total of
16,878,000 words of news (exclusive of commercial copy)
had been aired since the first program; the equivalent
of 12 volumes of the Encyclopedia Britannica!

News is broadcast direct from a special booth construct-
cd in the editorial rooms of the Sharon Herald, with
WPIC using the facilities of the UNITED PRESS wire.

All GorLpex Dawn advertising stresses the phrase, “Gold-
en Dawn Quality Foods,” with emphasis on the word
quality. Sentence used on all GOLDEN DAWN newscasts:
“If i’s Golden Dawn, it’s good.” Commercials play up
the joys of eating GoLpEN DAwN QuaLiTy Foobs, and
much of the firm’s success is due to the fact that the
quality advertised is always there.

Says S. W. Epstein, manager of the firm: “News has made
the GoLpEN DawnN label as well known in the area as
any nationally advertised brand name. Any merchandise
offered under the GoLpEN Dawn label is accepted with-
out question as a quality product.”

Since wartime shortages and restrictions made it impos-
sible for the firm to meet the demand for its products,
and many orders still have to be turned away or only
partially filled, figures do not tell the whole story. How-
ever, the first week GoLDEN DAwN sponsored the news,
coffee sales doubled. Second week, sales doubled again!

When GorpeEn DAwn first began its broadcast campaign,
only 15 per cent of the canned goods it distributed bore
its label. It’s on 70 per cent of the products now!

As a premium, GOLDEN DawN offers fine quality stock-
ings for women: one pair for 69c¢ and 25 labels. In six
years, some 50,000 pairs have been distributed!
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® Two birthdays called for two parties. To commemorate radio’s twenty-fifth anniversary, its
own fourth birthday, KPRO, Riverside-San Bernardino, Calif., held open house. Here radio big-
wigs take a curtain bow for the benefit of a jam-packed house.

SHOWMANSGOOPS

RADIO SHOWMANSHIP welcomes unusual photo-
graphs of merchandising stunts used by businessmen to
promote listener interest in their radio programs.

WHAT NDW?

® Servicemen get some
down-to-earth advice from
William Van Emburgh,
WESTON BISCUIT CO.
executive, on the Start Your
Own Business feature broad-
cast over WPAT, Paterson,
N. J. Mikestress Adele Hunt
emcees the service feature.
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® Byron Nelson, mechanical man
of golf, tells Henry Benac, an-
nouncer for FM station WBCA,
Schenectady, N. Y., how he was
able to win ten of the last eleven
tournaments in which he played.
Harold (Jug) McSpaden, runner-
up in many of these tourneys, of-
fers silent testimony.

Interview was recorded on a
GENERAL ELECTRIC magnetic
wire recorder, a 35-pound play-
back and recording unit now being
used by many stations for delayed
broadcasts. When there is no long-
er any use for the recording, sound
and speech can be wiped off the
wire magnetically.

l Street scene in Louisville, Ky.,
courtesy WILLS SALES, JEWEL-
ERS. (For story, see Showmanship in
Action, p. 29.)

® News Plus a Style Quiz for Men
is what JUSTER BROS., Minneapo-
lis, Minn., men’s clothiers, offers
KSTP listeners thrice weekly. Listen-
ers who contribute questions on men’s
styles that are answered on the show
receive $2.50 neckties. Store window
display here is a reproduction of a
mailing piece originally designed by
the station as promotional backing
for the radio series. Jusrer BRoS.
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K!ine’s Minds Its P's & Q’s

William Coffae, Manager of Kline’s, Marion, O., Has Definite
Ideas About Radio, Puts Them Into Effect in Daily Broadcasts

Av}: AR ago, the phrase Mind Your P’s
and Q’s was an almost forgotten
admonition that grandmother used
when one of the youngsters was espe-
cially mischicvous. Today it is a signal
to WMRN listeners, in and around
Marion, O., that another session of
Kline’s Quizzer is about to begin at
KLINE’s store. Each day this audience-
participation program brings a new
laugh, a pleasant surprise or a bit of
drama.

The story of Kline’'s Quizzer begins
when William Coffae, genial and cner-
getic manager of KLINE's store, first
came to Marion. From experience gained
in store work in Akron, Philadelphia,
Kansas City and other cities, he had
definite ideas about the use of radio in
connection with the store. And onc of
thosc ideas called for a program in
which his customers could participate.
Kline’s Quizzer developed as the result
of conferences between the store and
WMRN

Since that first broadcast, no less than
1,724 persons, ranging in age from three
months to 87 years, were interviewed in
a total of 251 programs. Once, an entire
home cconomics class was interviewed as
a group. Lisieners supplied 1,387 ques-

tions in the first vear the show was on
the air, as well as 347 Brain Teasers.

Instead of straight commercials, sales
women are interviewed about the spe-
cials and bargains in their departments.
Item descriptions include complete in-
formation about each piece of merchan-
dise, including price. Two commercials
are used on each show.

Each broadcast includes four inter-
views with KLINE customers. Each inter-
viewee is asked: one question contrib-
uted by a listener; one question on time-
ly civic or housckeeping subject and one
Brain Teaser question.

As promotional backing for the series,
Kring’s held a birthday party on the first
anniversary of the show, with invitations
extended via the WMRN airlanes. As a
part of the festivities, listeners were of-
fered copies of a 12-page brochure which
described the show, also included 50
typical questions and answers subniitted
by listeners.

What about KLINE's reaction to the
series? Previous to the launching of the
program, KrLiNE’s had been more or less
a low price store. When it changed its
policy, took up additional lines of high-
er priced merchandise, it had to get 1ts
message across to customers who would
pay the higher prices. T'o Kline’s
Quizzer went the assignment ol
bringing this about. Afier onc
ycar on the air, KLINE'S report-
ed a delinite sales increase.

<

® It takes the cake! At KLINE’S
Quizzer’s first anniversary birthday
party, mikestress Madge Cooper
passes out the cake.
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ATRING
THE NEW

New radio programs worth reading
about. No result figures as yet.

Department Store

STREAMLINE FAIRY TALES While the pre-
school child may be young in years and
small in size, it’s not without its own in-
fluence. With that in mind, ExtERY-BIRD-
THAYER & Co., leading quality depart-
ment store in Kansas City, Mo, took on
sponsorship over KCMO of Streamline
Fairy Tales. Object: to reach the upcom-
ing generation.

Commercials are pitched to go past
the child, reach the mother’s ear, on the
assumption that the mother and other
adults are in the immediate background
while this program is tuned for the
child. Program 1s devoted exclusively to
the Girls’ Shop, the Boys’ Department
and the Shoe Department. All commer-
cials are for specific items of merchan-
dise for the small fry.

AJRFAX: Transcribed series is made up of well-known
fairy tales modernized by the Koralites to appeal to
kidults. Programs 1 to 15 carry a ribbon which is
Santa Claus talking to the listener, thus give a sea-
sonal Christmas atmosphere to the series

First Broadcast: May 14, 1945.

Broadcast Schedule: M-W.F, 5:15-5:30 P.M.
Preceded By: Terry & the Pirates.

Followed By: Jack Armstrong.

Sponsor: Emery-Bird-Thayer & Co.

Station: KCMO, Kansas City, Mo.

Power: 5,000 watts (d).

Population: 602,046.

Producer: H. S. Goodman.

COMMENT: Programs of this type carn
the gratitude of parents, also do valu-
able spadework of an educational nature
among youngsters who will some day
replace mothers and grandmothers as
customers.
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Ilrug Stores

MUSICAL TIME CLOCK Because the Bono
Druc Co., Davenport, la, wanted to
take full advantage ol its 8:15 AN time
slot on WOC, it switched from tran
scribed music to live talent. Logic: since
there is less personal customer contact
in a self-service store, Boxp wanted live
talent to represent the store in a friend-
ly manner.

To put listeners in a receptive frame
of mind, singer Paul Johnson and pian-
ist George Sontag offer varied musical
cntertainment. Commercial copy extols
the virtues of shopping for drug store
items where you “serve yourself and
save.” Such functions as careful and cx-
pert prescription service are also stressed.

AIRFAX: Quarter-hour of drug store news and music
fill the time slot between the eight o’clock news and
the Breakfast Club. Well-known ballads and brand
new popular tunes make up the musical interlude.

Broadcast Schedule: Monday through Saturday, 8:00-
8:15 A.M

Preceded By: News.

Followed By: Breakfast Club.
Sponsor: Bond Drug Co.
Station: WOC, Davenport, Ia.
Power: 5,000 watts.
Population: 218,000.

COMMENT: The importance of what pre-
cedes and follows an advertiser’s pro-
gram cannot be underestimated. What is
broadcast fore and aft is an audience
building factor, and if it’s an audience
the advertiser wants to reach, he can
count on a carry-over in interest for
his own program.

Laundries

STORK CLUB NEWS To introduce to San
Antonio, Tex., mothers a diaper service
plus a children’s laundry which gives
special attention to hand washing and
pressing of baby clothes, the Araymo
RovyaL Basy Lauxpry took to KMAC
with Stork Club News. Five-minute
series, aired thrice weekly was so success-
ful that within three months the ALamo
RovaL BaBy Lauxpry had to put on a
night shift for what is the only service
concern of its kind in San Antonio.

Program is directed to young mothers,
[eatures advice on problems of child
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care. Commercials are incorporated into
the program itself. Example:

“When you bring the baby home from the hos-
pital, you can expect the house to be in a state
somewhere between a tornado and a hero’s home-
coming celebration, so it’s best to have every de-
tail of household re-arrangement planned in ad-
vance. The nurse should be hired and waiting to
take over, and of course, all the essential equip-
ment must be in working order. You know ap-
proximately when the big day will be, so make
arrangements for a regular diaper service ahead of
time. No one thing pleases that precious nurse
more than the news that doing laundry is not her
department. The Alamo Royal Baby Laundry, at
103 East Fredericksburg, offers a new time-and-
work-saving service to young mothers of San An-
tonio. It's a quick, reliable, end safe laundry for
your infants’ and children’s clothes. All the work
is done on the premises, and is carefully super-
vised by experts, who make sure each dainty dress,
each package of diapers, is returned to you in per-
fect condition. All your diapers are sterilized, too,
in a sanitary manner approved by doctors.”

Program commentator, Mrs. Kay
Miller, a member of the HERALD ADVER-
TisING Co. stafl, handles both program
content and commercials, presents the
tips on child carc in a chatty, informal
manner.

Merchandising tic-in: listeners are ol-
fered a copy ol a new booklet, Modern
Baby, frec for the asking.

AIRFAX: First Broadcast: June 25, 1945.
Broadcast Schedule: M-W-F, 11:30-11:35 A.M.
Preceded By: Morton Downey.

Followed By: Record Show.

Sponsor: Alamo Royal Baby Laundry.
Station: KMAC, San Antonio, Tex.
Power: 250 watts.

Population: 276,874.

Agency: Herald Advertising Co.

COMMENT: A program nced be neither
claborate nor costly to do a successful
selling job for an advertiser. Here, the
direet tic-up between the editorial cou-
tent of the program and the service ol-
fered made for program unity that gave
the advertising campaign that nuch
greater cffectiveness. Through the cor-
rect sclection ol progran, time and sta
tion, the advertiser can beamn his pro-
gram to the specilic audience he wants
10 reach.

Men's Wear
\s a dircct result of
among the Bowwman &
Brock Aovertising Acescy, the Bue-
FALO DBroapcasting COrRroranionN sales
stafi and KrNmass, largest store for

THE JOB REPORTER
collaboration
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men and boys in Buffalo, N. Y, a new
series of radio programs, designed to
aid the reconversion program has been
instituted on WGR.

Known as The Job Reporter, the pub-
lic service leature 1s intended to help
speed the re-employment of displaced
war-workers and returned servicemen.
To give job seckers a jump on employ-
ment opportunities, The Job Reporter
is heard each morning at 8:30, Monday
through Friday.

WGR’s Max Robinson conducts the
program, which has a direct tie-in with
the Buffalo United States Emiployment
Service. Each day, with the cooperation
of Leo V. Sweeney, director of the Buf-
falo USES, Robinson is [urnished with
a list of the best employment opportun-
ities. From these, ten of the most attrac-
tive are sclected for broadcast.

Interspersed  through the daily 15-
minute broadcast are thrce commercials
of a swrictly institutional nature, plus
two musical recordings, all of which give
the prospective workers a chance to copy
down names and references.

KLEINHANS presents The Job Report-
er as a public service, fceling that the
resumption ol cmployment at an carly
date is desirable for returned servicemen
and displaced war-workers, for their own
sakes, that of thewr families and of the
cutire comuunity.

Sid White, advertising manager of
KieiNHANs, announces that mformation
received [rom the USES office indicates
that a number of men have already been
re-cmployed as a direct result of their
help-wanted service, despite the fact that
the show had been on tlie air for a com-
paratively short time.

AIRFAX: Broadcast Schedule: Monday through Friday,
8:30-8:45 A.M.

Sponsor: Kleinhans Company.
Station: WGR, Buffalo, N. Y.

Power: 5,000 watts (d).

Population: 613,506.

Agency: Bowman & Block Adv. Agcy.

COMMENT: [It's business as usual, but ad-
vertisers who recognize dieir social re-
sponsibility to conmmunity hfe, do some-
thing about it, carn customer good will
which is essential lor [uture business ex-
pansion and survival.

RADIO SHOWMANSHIP



Men’s Wear

HEADLINES IN REVIEW On the air nore
than a year, Headlines in Review point
up the contributions of the Negro mi-
nority group to the world. Shortly after
the prograim went on the air, a survey
in the coverage arca ol WJOB, Han-
mond, Ind., showed an increase in the
sales ol the weekly
papers quoted on these
programs.

Geared to the re-
porting of the news
about pcople and
events that seldom are
reported in other news
packages, the program
serves to develop an
intercultural under-
standing, points up
the contrihutions of
minorities to the Amer-
ican scene. In this re-
gard, according to un-
solicited letters and
comments, these newscasts promote
understanding and cooperation between
various social and cconomic groups.

On the air for over a year as a sustain-
ing feature, the program was sold to the
present sponsor on a trial basis to test
audience acceptance of advertising mes-
sages. The first message of a sponsor was
put into the program on July 28, 1945.
The sponsor, HarMoNY CLOTHIFRS of
Chicago, has been highly pleased with
audience acceptance of this program.

AIRFAX: Headlines in Review is written and announced
by Paul E Brown, former newspaper columnist
and editor. Highlights of international, national and
local news in digest fashion from Negro newspapers
are featured.

First Broadcast: June, 1944,

Broadcast Schedule: Sunday, 10:00-10:15 A.M.
Preceded By: Music.

Followed By: Royal Quartette.

Sponsor: Harmony Clothiers, Chicago, Ill.
Station: WJOB, Hammond, Ind.

Power: 250 watts.

Population: 98,470.

COMMENT: A sponsor who wishes to reach
a specialized class market with a mass
buying power will find that minority
groups represent a lucrative field. At the
same time, he contributes in a concrete
way Lo the betterment of race relations.
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Participating

BRUNCH WITH BILL  Listeners who Brunch
IWith Bill over KDKA, Pitsburgh, Pa.,
not only enjoy a hearty laugh, but they
also find that commercials can be good
scasoning for a light entertainment
snack.

A Dbig-time variety show, with the
KDKA orchestra, led and cmceed by
KDKA’s musical director, Bernie Ann
strong, with songs by Bette Smiley, an-
nouncing by Paul Shannon, Brunch
IWith Bl is a three-quarter hour par-
ticipating program broadcast five days
weekly.

Along with the musical portions, the
show features gags, parodics, short dra-
matic sketches, ectc., with members of
the orchestra taking many parts. All the
non-commercial features are pointed to-
ward the commercials. Most commercials
are given a lavish build-up, a laugh-pro-
voking prelude which frames and points-
up the subscquent onc-minute announce-
ment.

Evidence of the popularity of Brunch
IVith Bill: daily mail requesting tickets
to see the show is so large that listeners
have been requested to write two weeks
in advance.

Participating sponsors on a five-times
weekly schedule include: SuPERSUDS,
SATINA-LAFRANCE; RiT ProbpUCTS; E. L.
Bruck, and CoroNIAL. On a three times
weekly schedule are COLGATE, SATURDAY
EveNING PosT, and Unrtep Fruit. Two-
timers include Braun and MARLIN. One
announcement per week is aired for
CLEARFIELD FuURs, SUN-TELEGRAPH and
ROBERTS.

AIRFAX: Plan here suggests a method for presenting
the parade of transcribed spot annpuncemems_lhat
are offered to radio stations by national advertisers.

Series was conceived by KDKA announcer Bill
Hinds. When mikeman Hinds entered the armed
forces, Bernie Armstrong took over the emceeing
chore until Hind’s return.

First Broadcast: July 27, 1944,
Broadcast Schedule: Monday through Friday, 12:15.
1:00 P.M.

Preceded By: News.
Followed By: News.
Station: KDKA, Pittsburgh, Pa.
Power: 50,000 watts.

COMMENT: A commercial per se isn’t in
itself personna non grata. If as much
thought and skill were put into the pre-
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sentation of the sales copy as that which
goes into program production there
would be no hullabaloo about plug-
uglies.

Sustaining

FARM FACTS AND FUN The price of
wheat, corn, cattle or hogs, and new
methods in agriculture may be all im-
portant facts to the tiller of the soil, but
the farmer’s horizon isn’t restricted en-
tirely to an interest in facts of this kind.
Listeners to KFAB, Omaha-Lincoln,
Ncb., get Farm Facis and Fun, a half-
hour variety show, that is both informa-
tive and entertaining.

The serious portion of the program
takes the form of interviews or discus-
sions with farm folk, members of the
stafl of the University of Ncbraska and
4-H boys and girls. Featured on each
program is a salute to some citizen of
the state who has done outstanding work
in agriculture. No speceches are permit-
ted on the program. The form is discus-
sion, interview, an informal manner.

Musical portions of the show feature
Helen Nash, formerly appearing on Don
McNeil’s Breakfast Club, Club Malinee
and the Kate Smith show. The Sons of
the Soil arc the orchestra. Popular bal-
lads and smooth songs, an occasional
western  ballad, marches and novelty
numbers by the orchestra are featured.

Writers of the show are Bill Macdon-
ald, KFAB Farm Service director, and
George S. Round, Extension editor and
director of public relations for the Uni-
versity. Round is known from one end
ol Ncbraska to the other, and his good-
llumored ability to meet and talk with
people is carried over on the air.
AIRFAX: One of the most widely-known and popular

farm programs in the Mldwesl, it was given the top

award for programs of its type by the American

Association of Agricultural College Editors in 1944,

Show originates from KFAB, Omaha-Lincoln, Neb.,

is carried by 8 of the state’s 13 radio stations. In

addition to KFAB, program is aired over KORN.

Fremont; WJAG, Norfolk; KDWH, Omaha; KMM]J,

Grand Island; KGFW, Kearney; KODY, North Platte
and KGKY, Scottsbluff.

First Broadcast: 1937.
Broadcast Schedule: Saturday, 1:00-1:30 P.M.
50,000 watts.

Power:

COMMENT: Public service features may
be in part adult education, but it rakes
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somcthing more than bone-dry facts to
capture the listening audience.

Sustaining

QUOTING AMERICA In Quoting America
it takes more than the opinion of a man
here, another there, to represent the
temper of the nation. And to get the
true picture of the statc ol the nation,
it's necessary to tap the reservoir of con-
troversial topics which seldom get ex-
pressed in print or on the air. It is that
combination which WHEC, Rochester,
N. Y., gives listeners.

Quoting America is a syndicated fea-
ture developed by the CowrLes Broab-
casTING CoarpaNy, and tested success-
lully on seven stations throughout the
country. Series presents an impartial
digest of opinions on controversial sub-
jects expressed by newspaper column-
ists, radio commentators and magazine
cditors. ILeading correspondents and
writers are quoted by two disinterested
announcers, voicing the pros and cons
of diverse current events. The program
is a forum-by-quotation, presenting a
cross-section of views on important na-
tional, international and local subjects.

As adapted by WHEC, material is
divided into two segments of approxi-
mately five to seven minutes each. Each
segment is devoted to a topic in the
news. Program utilizes the \WWHEC staff
orchestra handling currently popular
tunes of the day ro give listeners a pro-
gram which is Quoting America both
it news and music. .\ 30-minute feature
the secries is aired once weekly.

In Washington, D. C., Quoting Amei-
ica is aired over WOL under the spon-
sorship of the MiLis CoxraNny. Series
there is broadcast five times a weck as
a five-minute feature without music.
AIRFAX: First Broadcast: September 3, 1945.

Broadcast Schedule: Tuesday, 9:30-10:00 P.M.

Station: WHEC, Rochester, N. Y.

Power: 1,000 watts.

Population: 437,027,

COMMENT: Scrics here breaks down a
number of outdated taboos of the jour-
ualistic profession, and it represents a
splendid vehicle for an advertiser who
is interested in public service.
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;) SHOWMANSHIP
IN ACTION

Promotions and merchandising stunts that
will lift a program out of the ordinary.

Bakeries

SWAN'S SWAP SHOP FHorse trading may
no longer be a national pastime, but the
spirit lingers on. In Knoxville, Tenn.,
SwaAN’s BAKERY caters to that instinct.
helps WNOX listeners unload white ele-
phants for something that better fits their
necds. Two announcements unearthed
not one but three old fashioned stecl rib-
bed corsets. As the result of a single an-
nouncement a cow was cxchanged for an
electric washing machine. Canarics, box-
wood hedges, items [or soldiers overscas
have all changed hands.

Four swap announcements is the lim-
it for each broadcast, with organ music
to space the swaps. At the Swap Shop,
nothing is sold for cash, each swap is
listed by number. Each listor is sent the
name and address of swappers who write
or telephonc the station. Effected 1o
date: 600 swaps.

AJRFAX: Jerry Collins handles the electric organ, with
Charles Greenhood dishing up the ad lib chatter. Lady
behind the Swap Shop desk: Barbara Draper.

First Broadcast: November 20, 1944,
Broadcast Schedule: M-W.F.
Preceded By: Swan Soap.

Followed By: Curbstone College.
Sponsor: Swan’s Bakery.

Station: WNOX, Knoxville, Tenn.
Power: 10,000 watts.

Population: 321,850.

COMMENT: Even beforc the war such
programs performed a public service,
were also high in human interest value,
but wartime shortages created a bonus
audience for advertisers who took on
sponsorship of a series of this type.
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Hepartment Stores

FAMILY PARTY PROGRAM For advertisers
who want to reach the entire family in
both rural and city localities, the \WM']
I'amily Parly has been a place 1o get
acquainted for over six years. Broadcast
from 12:30 P.M. 10 1:30 P.M. cach Sat-
urday, the Family Party is divided into
quarter-hour participation sponsors.
Current sponsors: Mureiy PRoODUCTS,
GorpoN HATCHERY, SFArRs ROEBUCK &
Co., and the CEpDAR RAPIDS BAKERY.
What SEars ROEBUCK puts into its
quarter-hour unit: an audience partici-
pation [eature. Each Saturday, emcec
Bob Leefers, in the role of Uncle Si
Perkins, invites one man and one wom-
an in the Cedar Rapids, Ia., audience to
join him on the stage. Then Tom
Owen’s Cowboys, who provide the music
on the show, play a tune. The first per-
son who correctly names the ditty wins
a prize. Prize is always a store special for
that particular day, may be a 10-quart
can of oil, a Hitex Mixing Bowl or
what-have-you.
AIRFAX: Music of the cowboy type is the mainstay

of the show, with the exception of one semi-classical
solo.

Series originates from crammed Radio Theatre. Tick-
ets offered over the air for this weekly barn-dance
type show are given away weeks in advance. Requests
come in by mail and in person.

First Broadcast: September 22, 1939,

Broadcast Schedule: Saturday, 12:30-1:30 P.M.
Preceded By: Noonday News.

Followed By: Grand Central Sation.

Sponsor: Sears, Roebuck & Co.; Murphy Products;
Gordon Hatchery; Cedar Rapids Bakery.

Station: WMT, Cedar Rapids-Waterloo, Ia.
Power: 5,000 watts.
Population: 55,000.

COMMENT: As long as radio and its ad-
vertisers think of programming in terms
of 15 minutes, there can be little unity
in the over-all program structure. Each
advertiser herc profits individually from
the cumulative value of a full-hour of
programming for a particular segment
of the listening audience. In the inter-
csts of audience building, it’s good.

Looking for a rib-tickling com-
edy feature that’s certain to hold its
own against any competition? See
what Frederic W. Ziv offers on page
il
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Groceries

MUSIC MASQUERADE Popular songs come
and they go. Some linger in the shadowy
halls of memory. To bring them out in-
to the open sunlight, the KLAUBER-
WaxgeNHEINM  Co. oflers KFSD, San
Diego, Calif., listeners Music Masquer-
ade. Unannounced numbers, vintage
1920-1930, arc played on the piano and
solovox, and listeners write in guesses
to the six mystery tunes. Prizes for win-
ners: Point Loya Foobs.

Show plugs such items as PoINT Loara
CorrEE, has been used for other PoiNT
Loyia products ranging from frozen
foods to canned fruits and vegetables.
Commercials are short and to the point,
stress the PoiNt Loaza brand name.

AIRFAX: Popular local entertainer, Pauline Gleason,
tickles the ivories. Announcer, Allan Kent exchanges
banter and clues with Ted Burrell, who sets back-
ground for the music. Mikeman Burrell also scripts
and produces the show.

First Broadcast: September 17, 1944.
Broadcast Schedule: Sunday, 3:45-4:00 P.M.
Preceded By: News.

Followed By: Jack Benny.

Sponsor: Klauber-Wangenheim Co.

Station: KFSD, San Diego, Calif.

Power: 1,000 watts.

Population: 609,701.

Agency: Barnes-Chase Co.

COMMENT: Since sponsor identification
is cssential for maximum success with
the broadcast mediuin, product tie-ins
with a program series are all to the good.
Word of caution: the product tie-in
must be an integral part of the program
itself or the sponsor defeats his own pur-
p()SC.

Home Furnishings

PUBLIC SCHOOLS SPELLING BEE While the
Public Schools Spelling Bee has been
sponsored for three years, currently by
GustkE & SoN, Battle Creek, Mich., fur-
niture store, sponsorship is incidental
10 the main business at hand. Now 111 its
sixth scason, the series is designed 1o in-
terest children in school work, and to
interest parents in the work of their
children.

A public savice feature, the Public
Schools Spelling Bee is a 30aninute
weekly broadcast, aired for a period of
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30 weeks. Twenty-four youngsters com-
pete on each program, with two winners,
one boy and one girl, from each of 12
classrooms in the fifth and sixth grades.

No formal script is used, and the con-
ductor of the Bee is a teacher who ad-
libs with contestants. Contestants begin
with words on the school spelling lists
for the Afth and sixth grades, progress
through seventh and eighth grade words.
Long, difficult words on blue slips drawn
at random from a bowl complete the
spell-down. About 100 words are used
on each show.

Weckly winners receive small gold
lapel pins, with the words, “Expert Spell-
er” on them. Weekly winners compete
on the final bee of the season, with the
two grand champions receiving prizes
Irom the sponsor.

At the start of each show,
children are grouped in a
circle, alternately boy and
girl. Those who fail to
spell a word correctly drop
out of the circle and the
rest carry onn.

At the mid-point, the
station announcer presents
a center commercial. Open-
ing and closing commer-
cials help set the stage for
the sponsor.

i,

AIRFAX: Appropriate theme: School Days. No Spell-
ing Bees are he!d during the summer months.

First Broadcast: 1939.

Broadcast Schedule: Saturday, 1:00-1:30 P.M., for
30 weeks.

Sponsor: Gustke & Son.

Station: WELL, Battle Creek, Mich.
Power: 250 watts.

Population: 67,953.

COMMENT: Public service doesn’t leave
off where commercial sponsorship be-
gins. Sponsored, or on the house, such
programs contribute to community wel-
fare and the advertiser who backs such
features gains immeasurably.

For complete information about
an authoritative transcribed series
of interest to mothers of young chil-
dven, write Frederic Damrau, M.D.

(See p. 31.)
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Jewelers

10-50 QUIZ While the house by the side
of the road may be just the ticket for the
philosopher, the business firm that wants
to survive doesn’t let the world go by.
In Louisville, Ky., WILL SALES, JEWEL-
ERs, brings in the passers-by via a 10-50
Quiz, thrice-weekly man-on-the-street.

Each contestant has the choice of a
10c, 25¢ or 50c question. Il the question
is correctly answered, he pockets that bit
of the coin of the realm, also reccives a
complimentary ticket to a local theatre.
While one and all are welcome at the
microphone, the quizmaster specializes
in extending a hand of welcome to serv-
icemen and women.

To add to the fun, the quizmaster in-
vites opinions on current events, probes
into hobbies and favorite pastimes,
makes use of any angle that may provide
WINN listeners and spectators with
good, clean fun.

Hook for listeners: questions and an-
swers for use on the show may be sent
to WiLL SaLes. Senders of brain-teasers
used on the show get air recognition,
also reccive a check, with suitable letter,
from the sponsor. Series itself is broad-
cast from the lobby of the sponsor’s
store.

Brief opening and closing credit lines,
with one center commercial, beat the
drums for diamond rings. Example:

“For many years, the name Will Sales has rep-
resented high standards of quality in diamonds and
true distinction in ring design. Yet prices are most
reasonable. Use easy credit when you buy your
diamond here at Will Sales, the diamond store of
Louisville, Fourth avenue at Liberty.”

AIRFAX: First Broadcast: June 4, 1945.
Broadcast Schedule: M-W-F, 4:00-4:15 P.M.
Preceded By: Matinee at WINN.

Followed By: Spice of Life.
Sponsor: Will Sales, Jewelers.
Station: WINN, Louisville, Ky.
Power: 250 watts.

Population: 319,077.

COMMENT: Hail the return of the man-
on-the-street. His ability to create store
trathc has been demonstrated to the sales
satisfaction of countless advertisers. (For
pic, see Showmanscoops, p. 21.)
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Manufacturers

SUNNY SIDE UP  When Swirt & Co. intro-
duced a new product, Swirt's Housk-
norn CLEANSER, to the Dayton, O., mar-
ket, it wantetl it served Sunny Side Up.
That’s exactly what WING dished up.

\ 45-minute participating program
originated daily, Monday through Sat-
urday, in the WING studios, the show
is impromptu in nature, consists of mu-
sic, chatter, audience participation, mer-
chandise and cash awards. Merchandis-
ing angle: members of the studio audi-
ence Loss rope rings at pegs, with a jack-
pot award of $100 offcred daily to the
person throwing three ringers in the
Ringo-1Vingo game.

Currently, 12 participating sponsors
take Sunny Side Up for theirs. Each gets
a 100-word daily announcement. Once
a weck, usually Saturday, the show is
transcribed from the home of a Sunny
Side Up fan, hospital or nearby com-
munity.

Merchandising tie-in for advertisers:
some 75 turn out each day for the studio
broadcasts. When samples are handed
out, the studio audience gets a chance
to discuss the merits of the product.
Commercials are in the conversational
style.

Evidence that the listening audience is
sold on Sunny Side Up and its adver-
tisers: approximately 500 people attend-
ed a Sunny Side Up picnic.

AIRFAX: Cast consists of WING’s music director,
Charlie Reedcr; announcer Jack Wymer and pro-
gram director Ranny Daly.

Broadcast Schedule: Monday through Friday, 11:15-
2:00 P.M.: Saturday, 12:30-1:15 P.M.

Station: WING, Dayton, O.
Power: 5,000 watts.
Population: 338.688.

COMMENT: \While some programs have
entertained studio audiences at the ex-
pense of the listeners, the studio audi-
ence, properly handled, gives the adver-
tiser an opportunity for personal contact
with clients and prospective customers
which can be an important factor in
product and service preference.
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4 PROOF ' THE
PUDDING

- Results based on sales, mails,
surveys, long runs and the
growth of the business itself.

Bakeries

SO THE STORY GOES When a sponsor re-
news his contract it means that he is
satisfied with the program results, the
program itself and the station. But when
he renews and asks for a complete repeat
of the same show for a full
vear that’s news!

Such is the case of So the
Story Goes, sponsored on
KQW, San Francisco, Calif,,
by KiLpaTrRICK’S BAKERY,
through the Entrn. REINHARDT
ADVERTISING AGENCY.

So the Story Goes fhirst
bowed in on September, 1944,
at 10:15 P.M. At the end of
the year, the sponsor asked that it be
completely repeated f[or another year.
In order to reach a different audience,
the program was moved to 5:15 P.M.,
where 1t will be licard for a total of 52
weeks.

Series was originally launched 1o aug-
ment KirpATRICK'S newspaper and out-
door advertising in conncction with a
new bread the sponsor was introducing
in the Bay arca.

Commnicrcials are built to step up the
sale of bread, “the number one food of
coeryone’s diet.” An opening and mid-
dle commercial are general in approach,
deal primarily with Knearriek’s, “the
fresh bread.”  Lxawmple: “Fresh foods
taste betie . especially [resh bread.
Try Kilpatvick’s . you can feel the
freshness” Kilpatrick’s winds up for a
directsales pitch lor a specific Kilpatrick
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bread, ie, Kilpatrick's Flavor-Baked or
Kilpatrick's Prize Winning 1White Bread.
AlRFAX Transcnbed series features story-teller John-

nie Neblett, in a dramatic narration of different and

unusual stories of general interest to all listeners.
Available episodes: 260.

First Broadcast: September, 1944.

Broadcast Schedule: Monday through Friday, 5:15-
5:30 P.M.

Preceded By: Knox Manning Reports.
Folloned By: Harry W. Flannery News.
Sponsor: Kilpatrick’s Bakery.

Station: KQW, San Francisco. Calif.
Power: 5,000 watts.

Agency: Emil Reinhardt Adv. Agcy.

COMMENT: The importance of the time
element in a broadcast series is dramat-
ically illustrated here. While this spon-
sor needed a program of general inter-
est to all listeners, young and old, it was
possible to tap a completely new audi-
ence with the same program through
the judicious choice of time.

Bakeries

NEWS Back in 1934 when
KOTN, Pine Bluff, Ark,
opened its doors, onc of the
first to walk in was the Hor-
sty Bakixg Co. Horsum’s
founder and gencral man-
ager, C. H. Ahrens, saw that
the new medium had tremendous adver-
tising possibilities, was qluc]\ to take ad-
\anlage of them. Ever since. HoLsum
has won new friends via KOTN.

At the outset, HorLsuar selected spot
announcements to carry its sales mes-
sage. IU’s still strong for spots, but the
schedule is now supplemented with an
carly morning newscast and participa-
tion in a cooperative women’s [eature,
Arve You Listening? s spot schedule
consists of eight announcenients daily.

AIRFAX: Sponsor: Holsum Baking Co.
Station: KOTN, Pine Bluff, Ark.

COMMENT: Consistency of eflort is what
it takes to earn a full measure of broad-
cast success. Those who carly saw the
advertsing  potential of the medium,
have stuck with it through the years,
have turned in the most outstanding
success storices.
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SHOWMANTIP

New program ideas
briefly noted.

.
Automobiles
AUTOMOTIVE PREVIEW An interesting and_in-

formative sneak preview of the post-war cars is sustained
over WPAY, Portsmouth, O., for local automobile deal-
ers. The 15-minute program is granted to each dealer.
Automobile agency managers are interviewed so that
they may present a glimpse of their new cars before ar-
rival. In addition to the studio presentations, WPAY is
conducting remote broadcasts from display windows and
show rooms.

Automabile Supplies

PATTY’S PARTY When Patty gives a party, every-
one goes to it, young and old. And the hostess at
Patty’s Party is none other than Patty Foy, 12.year old
daughter of the proprietor of the FOY TIRE CO.,
sponsor of the Sunday quarter-hour aired over WMUR,
Manchester, N. H. Patty sings, emcees the show, pre-
sents a juvenile guest with interview and one musica!
selection. Program directed at the full-family audience
is aired at 1:00 P.M. Commercial content is limited to
opening and closing credit lines, one 125-word center
commercial. Series has been on the air for over a year,
has produced excellent results.

Department Stores

THE EDWARD MALLEY COMPANY, New Haven,
Conn., department store, is stepping over into daily, ex-
cept Sunday, broadcasting with a you-better-get-out-of-
bed program at 7:30 A.M. over WELI.

Previously, the MALLEY COMPANY has used
WELI only on short period spot schedules. The new
Monday through Saturday series features music, time,
weather and chatter, coached by Clive Dill. Agency
credit line: LINDSAY ADVERTISING AGENCY.

Department Stores

RICH’S RADIO SCHOOL There are educational
riches from RICH’S, Atlanta, Ga., department store,
for grammar school children in the WGST listening
area. On the air Monday through Friday at 10:00 A.M.,
Rich’s Radio School is designed to appeal to various
grade levels,

The Monday program is Uncle Remus Stories,
beax_ned for kindergarten through third grades. Art and
Artists, the Tuesday program, is for sixth grades. On
Wednesday the fifth grades listen to Georgia at Work.
It’s Songs and Stories of the Southland for the fourth
grades on Thursday. Students of the sixth grades are
‘fjeatured in a quiz program, The Quizonnaire, on Fri-
ay.

. Only commercial appearing on the program is the
simple statement at the beginning, ‘‘Rich’s presents,”
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"“The

DOCTOR

on the

® Popular Medicine Pro-
grams backed by well-
known medical author-

ity.
® Script and talent for
spots or whole show.

Frederic Damrau, M.D.
247 PARK AVE., NEW YORK 17, N. Y.
Wlckersham 2-3638

and at the end, “‘Rich’s has presented.’” Programs are
preceded by the WGST studio orchestra in a program
entitled Number Please, followed by news. Series is
produced by WGST associate manager, John Fulton.

Ilepartment Stores
MUSIC AND CIVICS The JULIUS GARFINCKEL

& CO., department store, sponsors a two-hour music
and civic minded program over WINX, Washington,
D. C., every Sunday afternoon from 3:00 to 5:00 P.M.
Featured is pop concert music plus outstanding works
of outstanding composers such as Gershwin’s American
in Paris and Aaron Coplan’s A Lincoln Portrait. Each
program also features a civic message about Washing-
ton by a prominent citizen. Script and production credit:
Betti Allen.

Hotels

LAS VEGAS CALLS For those vacation bound, Las
Vegas Calls over KDYL, Salt Lake City, Utah. Radio
series is aired three times weekly at 11:15 P.M. (M-
W-F), and is sponsored twice weekly by the HOTEL
LAST FRONTIER, once weekly by the HOTEL EL
CORTEZ, Las Vegas, Nev.

Top flight bands and orchestras are featured by
transcription, with four tunes to a show. Alternating
themes: Saludos Amigos and Nevada. First commercial
deals with Las Vegas and surrounding scenic attrac-
tions, carries out the idea of *the Old West blended
with modern comforts of today.” Second commercial
gives a build-up to sponsors’ accommodations for vaca-
tioners. Contract is for 26 weeks. First broadcast: Sep-
tember 10, 1945.
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WHAT THE PROGRAM DID FOR ME

This is the businessman’s own department. RADIO SHOW-
MANSHIP invites radio advertisers to exchange results and
reactions to radio programs for their mutual benefit.

Dlepariment Stores

INCREDIBLE, BUT TRUE ‘“\We believe this
series 1s the most unusual of its kind
that has ever been produced. It consists
of highly dramatized episodes of what
might be called occult occurrences, each
one of which has been carefully docu-
mented and authenticated.

“T'his program should be of high in-
terest to about as large a radio audience
as any show could hope to reach. This
applies not only to the type of people,
but also to age groups.

“I'he series is broadcast every Thurs-
day at 10:30 P.M. and every Sunday at
10:15 P.M. over WMAQ for the Gass-
MAN DEPARTMENT STORE. The contract
1s for 26 weeks.”

A. H. PERON
Newby & Peron, Inc., Adv.
Chicago, Ill.

AIRFAX: Format of the syndicated transcribed series:
dramatic narrative with Ken Nordine as narrator. Cast
of six. Credit lines: writer, Lou Scofield; original mu-
sic by Arsene Siegel.

Series is heard on a host of stations throughout the
United States and Canada, including airings in Van-
couver, B. C., St. John’s, Newfoundland, and Salt
Lake City, Utah.

Offering is a quarter-hour show.
First Broadcast: September 6, 1945.

Broadcast Schedule: Th., 10:30-10:45 P.M.; Sun.,
10:15-10:30 P.M.

Sponsor: Gassman Department Store.
Station: WMAQ, Chicago, IlI.

Power: 50,000 watts.

Population: 3,440,420.

Agency: Newby & Peron, Inc.
Producer: Unusual Features Syndicate.

COMMENT: For the advertiser who wants
to sell the mass inarket, a program which
appeals to all rtypes of people and 1o all
ages is ol prime importaice. In a pro-
grant of the type here, documentation
and authenticity are prerequisites for
complete audience acceptiuice of occur-
rences which are out of the realm of
cvery-day experience.
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Automaohile Associations

AUTO ANSWERS “‘With the end of gaso-
line rationing and the manufacture of
new cars again, automotive advertising
will be placed again in volume. With
that in mind, the District of Columbia
Motor Club, a division of the American
Automobile Association, took to the air.

“Auto Answers is set-up to answer any
problemn relative to the mechanical side
of automobiles, as well as to handle
questions relative to trafhc rules and
regulations or questions about travel.

“Each week we have a volunteer panel
of automotive experts to answer the
questions of motorists.

““T'he experts never see the question
or the answer previous to the broadcast.
If they don’t give the correct answer in
20 seconds, the listener sending in the
question gets one dollar in Victory
Stamps.

“Each listener sending a question to
Auto Answers receives a copy of the
AAAL street map of Washington and
its suburbs.

“We can usually handle between nine
and 12 questions on cach 15-minute pro-
gram. Each question is answered through
the mail as well as on the air.”

LARRY CARL
District of Columbia Motor Club
Washington, D. C.

AIRFAX: A.A.A. auto reporter Larry Carl emcees the
show.

First Broadcast: February, 1945

Broadcast Schedule: Tuesday, 7:15-7:30 P.M.
Station; WINX, Washington, D. C.

Power: 250 watts.

Population: 663,091.

COMMENT: With the public’s current in-
terest 1 notoring, it's CoONcern over auto-
mobile nuintenance, a program ol this
type should have a wide appeal.

RADIO SHOWMANSHIP



SHOWMANVIEWS

Briefly noted here are new releases in the field of k
syndicated features. For a complete listing of syn-

O

dicated features, refer to the RADIO SHOWBOOK.

Detective Stories

ADVENTURES BY MORSE With the head-
lines of the nation’s press high-lighting
dramatic stories of conquest, radio pro-
grams with adventure as their theme are
today finding an increasing number of
listeners. Such shows as Suspense, The
Green Hornet and Night Editor, to list
but a few, steadily build audiences.

In Adventures by Morse listeners are
taken into a world of action and adven-
ture in a new radio serial which revolves
around the central character of colorful
Captain Friday.

Adventures by Morse is built by a top
radio name, Carlton E. Morse, popular
serial writer responsible for the real life
drama, One Man’s Fam:ly, and the radio
thriller I Love a Mystery.

The show features an excellent cast,
with top names in radio and from the
motion picture world.

Plus value: strong merchandising sup-
port. Press stories, suggested spot an-
nouncements, photos, mats, and mailing
pieces are all a part of the promotion
and publicity kit.

Series is available in units of 13 half-
hour programs for release once a week.
Prior to transcribing, scripts for all pro-
grams were submitted to the continuity
acceptance departments of all four trans-
continental networks. Format is made
up of a series of stories alternately ten
and three episodes in length. Ten-epi-
sode stories are aimed for psychological
murder-mystery adventure. Three epi-
sode stanzas are devoted to fast action:

AIRFAX: Type: E-T. Episodes: 52.
Producer: Carlton E. Morse Productions.

COMMENT: It isn’t every day that the
local or regional sponsor has a crack at
a show definitely big-time in writing,
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prodution, direction and casting. This
timely show keyed to current listening
trends is a radio natural, a quality radio
program that’s bound to build an en-
thusiastic, regular listening response.

Music

MUSICAL ROMANCE Who doesn’t love a
couple of kids in love? What’s true in
real life is equally true in the realm of
broadcast entertainment. In Ausical Ro-
mance two lovable youngsters, very
much in love, sing love songs of today
and yesterday. Series has now been tran-
scribed for five-minute serialized shows,
five times a week, is available for local
and regional sponsorship. Program is
now being aired in over 60 cities.

Comments BARNETT & WEISS, [EWELERS,
Salt Lake City, Utah: “We hear many
favorable comments from customers and
friends.” From GoLDMAN & WALTER, AD-
VERTISING, Albany, N. Y., came this re-
mark: Dick and Jeannie has proved to
be an outstanding production with ex-
cellent results. We have used the show
to sell merchandise, as well as for pro-
motions, and, not to say the least, for its
value as an institution builder.” Com-
ments from some of the many GENERAL
STorEs SERVICE, INc. using the series in-
dicate good results, according to A. M.
Coplan, Baltimore, Md.

AIRFAX: Network quality production, with top-talent
is to the credit of this series. Phyllis Creore and Ray
Williams are cast as Dick end Jeannie. Margaret
Sangster scripted the show. Organist: Henry Sylvern.
Barry Drew announces.

Producer: Harry Jacobs Productions.

COMMENT: When an advertiser takes on
a transcribed series, the pioneering has
been done, the trial and error procedure
accomplished.
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Music

DATE WITH MUSIC, A All-time hit melo-
dies, top radio talent, and a galaxy of stars
is what listeners who make a Date Vith
Music have in the offing. Directed by
William Stoess, former WLW musical
dircctor, and emcced by Allyn Edwards,
talent on the show includes vocals by
Phil Brito, piano by Sammy Liner and
the novachord and organ by Doc Whip-
ple. With 78 quarter-hours now avail-
able for immediate delivery, a total of
130 are to be produced.

AIRFAX: Producer: Charles Michelson.

COMMENT: Hit melodics, and top radio
talent have what it takes to hold audi-
ences, promote sales.

Mystery

ADVENTURES OF MICHAEL SHAYNE It may
be a psychological escape mechanism,
but the public’s interest in mystery
storics, whether in book form or drama-
tized over the air, continues to mount
from month to month. And that public,
whether it is reading or listening, rep-
resents a complete cross-section of hu-
man endeavour; the professor is as apt
to be an addict as his student.

What pulls the fan 1o his radio on
the Pacific Coast 1s the Adventures of
Michacl Shayne, a hall-hour mystery
drama available in 39 cpisodes. Now
sponsored on the Coast by the UnioN
O1L Co., the scrics enjoys a 9.7 HooPER.

No novice at the art of building pro-
grams of this kind is producer, SELECTED
RApIo FEATURES. Also to irs credit: Press
Club, a I5-minute mystery drama, writ-
ten around the city desk of a daily news-
paper. Under the sponsorship of Pack-
ARD-Brir Rapio, Press Club gained an
8.00. Hooperating on the Pucific Coast.

AIRFAX: Type: E.T. Episodes: 39.
Time Unit: 15 Minutes.
Producer: Selected Radio Features.

COMMENT: For the advertiser whose ap-
peal is to the mass market, who wants
to reach the widest possible segment of
the listening audience, killer-dillers have
what 1t takes to produce results.
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STATION SERVICE

Radio activities in behalf
of public interest.

POWER OF MUSIC

Words aren’t the only medium by
which a story is told, as some 38,000
school children in Charleston, W. Va.,
well know each year. It’s done with mu-
sic over WGKYV. Now in its fifth year,
Musical Pictures is regularly listened to
by an estimated 38,000 school children
every year from the first through the
sixth grades at a time which fits into the
school curricula. Evidence that the
blood-and-thunder type of radio fare
isn’t the only way to capture the atten-
tion of the small fry: in a questionnaire
passed out throughout the schools last
year, Musical Pictures was overwhelm-
ingly voted the favorite radio program
among the grade schoolers.

A public service feature, the program
is aired each Wednesday and Friday
from 1:30 1o 1:45 P.M.,, the time being
set by the teachers and the Board of
Education. Comments WGKV program
director, C. P. Vogel, Jr.: “WGKV is
proud to be broadcasting these programs
and we do not regard them cither as
publicity or promotion. \We honestly
fect that we are doing a great public
service throughout our county school
system.”

Primarily a different approach toward
music appreciation, each broadcast tells
a story, musically. Student participation
comes from drawing pictures of 1mages
conjured up by the music or stories and
pocnis upon the subject. Script is writ-
ten by members of the Junior Lcague,
narrated by program director Vogel.

Through a Radio Board and the
Board of Education, tcachers are given
parallel material [or rescarch and to aid
them in  classroom  preparation. The
Public Library builds a special section
lor teacher’s rescarch for the six weeks
ol the serics.

RADIO SHOWMANSHIP
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@ THESE AGENCIES USE THE SERVICE

® Holden, Clitford & Flint - Detroit, Mich.
« ® Manson-Gold - Hollywood, Calif.
e ® Gwin Adv. Agcy. - Indianapolis, Ind.
® Herald Adv. Agcy.-San Antonio, Tex.

A STILL GOING STRONG

All of these staticns

50-65 MONTHS

KDYL —Salt Lake City, Utah

KGHF —Pueblo, Colo.
KOA —Denver, Colo.

KROW —San Francisco-Oakland,
Calif.

WFBL —Syracuse, N. Y.
WFIL —Philadelphia, Pa.
WGR —Buffalo, N. Y.
WIND —Chicago, Ill.
WOC —Davenport, Ia.
WSTV —Steubenville, O.

WTCN—Minneapolis, Minn.

40-49 MONTHS
CKOC —Hamilton, Ont.
KOTN —Pine Bluff, Ark.
WACQO —Waco, Tex.
WHEC-—Rochester, N. Y.
WIBX —Utica, N. Y.
WJPA —Washington, Pa.

subscribe to RADIO
SHOWMANSHIP MAG-
AZINE for their clients.
Some of them have used
the service for as long
as 65 months. These
stations are helping the
businessman get the
most for his radio dollar
by taking this means of
bringing him complete,
accurate and timely
radio information on the
much neglected com-
mercial side of radio
programming.

AS JUST A THOUGHT—
the service may be avail-
able in your area on an
exclusive basis . . . write
or wire immediately for
complete details.

RADIO SHOWMANSHIP MAGAIINE

1004 Marquette

Minneapolis 2, Minn.




