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VAGA-CBS

be e -

In a blaze of glory, WAGA emerges from an era
of independent operation. In nine thort
mnonths this promotion-minded Georgia station
catapulted to a top-most place among the

Nation's independent stations.

Just to do it up right, WAGA took over first
place in Atlanta mornings and recond

place afternoons.®

Now. to all thi< know-how came~ Columbia

: e
Broadeasting Svstem (where 99.000.000 people Iz %k\

Cz,
gather weekly). %

Listeners and time-buyers, alike. are ~ayving.
“What a eombination!” For availabilities call your

local KATZ AGENCY repre-entative.

«
Lyt

National Representatires—THE KATZ AGENCY, INC




,‘% L

AR T T e T

AR
-

——— e —rpn
¥

SPONSOR R

!
Yo na A

EPORTS..

e N Calle

NETWORK BUSINESS
CONTINUES SAME
AS 1947-48

STATION REP
RANKS EXPAND

PRICE MENTIONS
VIA RADIO OKAYED
FOR CANADIAN TEST

RESEARCHERS FAIL
TO ADOPT CODE

APARTMENT HOUSE
TV ANTENNA
PROBLEM SOLVED

WHITEHALL USING
FIVE-MINUTE SHOW
TO CUT AD COSTS
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Despite curtailment of schedules of many net advertisers total com-
mercial time on webs by midseason will be about same as 1947-48.
New advertisers and return of some not active last year have filled

holes left by cuts.

—SR-

Total number of station representatives is being expanded by en-
trance into business of transit advertising (car cards) national
reps. Car card reps of FM stations which serve transitradio, are
handling radio business for them and considering representing regu-
lar broadcast advertising outlets also. Newest of regular station

reps is Harry S. Goodman, program and ltranscription producer, who

now heads Radio Representatives Inc.
—SR-

Canadian broadcast advertising regulations forbidding price mentions
on air were relaxed starting 1 September for test period off BCE,VED
months. Change in regulations will result in increase of price

mentions on U. S. network programs heard in Canada. SEP 27 1948

NBC GENERg B8R
Although need for code governing research practices was recognizeJ,ARy
American Associdtion of Public Opinion Research declined to adopt
self-regulatory standards of professional conduct at its annual meet
week of 13 September. Better Business Bureau was asked to help

fight use of research-type questions to open doors in door-to-door
selling. Elmo Wilson, ex-CBS, is new president of AAPOR, to which
leading survey firms belong.

SR=

-SR-

Problem of apartment house television antennas has been solved for
new and old buildings via well-tested master-antenna system devel-
oped by Amy, Aceves & King. Queens (N. Y.) housing project of New

York Life Insurance Company is first to have system built into every
apartment. TV set owners plug receivers into built-in wall outlet.

—SR-

Starting 18 October Whitehall Pharmacal, through Dancer-Fitzgerald-
Sample, will use 5-minute national spot program in place of an-
nouncements. Campaign set for 52 weeks in over 50 major markets for

Anacin, Bisodol, and Heet and will carry commercials for 2 products

SPONSOR, Vol. 2, No. 12, Oclober 1948. Published monthly by Sponsor Publications Inc. Publicalion offices: 5800 N. Marvine Sl., Philadelphia 41, Pa. 4d,er_lium. Editor-
ial, and Circulalion offices, 40 W. 52 St.. New York 19. N. Y. ~Acceptance under the acl of June 5, 1934 al Philadelphia. Pennsviennia. authorized December 2, 19%7
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S...SPONSOR REPORTS...SPONS

NETWORK ELECTION

RETURNS SPONSORED

SPONSORS GET
CITY-BY-CITY
HOOPERATINGS

WMPS REPORTER
OPENS EXCLUSIVE
SPORTS TO RADIO
NEWSMEN

CBS' TWO OWNED
PROGRAMS

BIG DRAMA
INCREASE THIS
FALL

per broadcast. Costs per product ad are figured 1/3 lower via pro-
grams than one-minute commercials.

_SR-

No longer concerned due to changed complexion of Commission that FCC
might frown on sponsorship of major public service programing, nets
went all out this year to sell election-night news coverage. MBS
was first to sign underwriter (Curtis Publishing) and CBS followed
shortly (Nash Motors). NBC expected to have sponsor or sponsors
signed as you read this, and Kaiser-Frazer is possibility for ABC.

—-SR-

Hooper's latest service breaks down national program ratings and
indicates listening town-by-town on each net. 1Initial report cover-
ing winter-spring (December-April) '47-'48 covers 68 cities. Fall
'48 report will include over 90 cities. Via this service sponsors

will be able to find holes in their broadcast advertising coverage.

-SR-

Matty Brescia (WMPS, Memphis) brought to head barring of broadcast
reporters from sports events exclusively contracted for on-the-spot
coverage by net or station. Brescia appealed ruling of U. S. Golf
Association executive secretary Joe Dey that since NBC had exclusive
on National Amateur Golf Tourney, reporters from other nets and non-
net stations could not have access to Memphis Country Club where
matches were held. NAB public relations chief Bob Richards and Syd

Eiges, NBC vp in charge of press and public relations, cleared up

situation and radio pressmen were extended full reportorial status.

-SR-

CBS purchase of "Amos 'n Andy" for reported $2,000,000 is network's

second big money excursion into program ownership field. First pur-

chase was Housewives' Protective League. Network, to all intents

and purposes, also owns Art Godfrey but in his case ownership is in
form of long-term contract rather than "eternity" deal. Like pur-
chases are said to be in plans of CBS Chairman of Board Bill Paley.

-SR-

Dramatic programs will occupy far more airtime this fall than during
past few years. Prudential's shift from music to drama., Electric
Companies' sponsorship of Helen Hayes (both on CBS), and La Rosa's

sponsorship of "Hollywood Theatre of Stars" on national spot basis
(WOR, N. Y., WCAU, Philadelphia, WBZ, Boston, etc.) are straws in

wind.

SPONSOR
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.LISTENERS PER &y}

900 1000 10¢ 1200

1212
STA. “B” | 500
STA. “* ) » . | 417
L | a0

sTa. e ' | 231
STA. “F | 98

and up to 12 times as many!

By trustworthy wea-urement™, the unpressive
fact has heen establi-hed that WKY delivers 2.4
times as many listeners per dollar during an average
afternoon quarter-honr a~ its nearest competitor;

—_— SE— T nearly three time~ a~ many a- the third ~tation;
— \_\: 3 | and 12 times as many as the ~ixth.
i | ; R s :
] ¥, - Aud at the same time. WKY delivers four, eight
[ .WK%: and 36 times the totel number of listeners!

> 1——?_' S | Morning, afternoon, or night, the ~tory is

» Baae - relatively the ame. WKY. with more li~teners —
1 -

™ and more listeners per dollar, is the best buy in
Oklahoma City.
*1948 LISTENER DIARY STUDY, conducted by Audience Sur- . i
veys, Inc., provides detailed, reliable data by quarter-hours You can control the coxt of your radio adver-
on sets-in-use, station ratings, audience flow and audience tising in Oklahoma, or any where, by your choice of
composition in the 41 Oklahoma counties in which WKY has “ations. WKY reaches more listener= in central

50%-or-more BMB coverage day and night. Complete infor- .
mation is available from either WKY or Katz Agency rep- and western Oklahoma at lower unit cost than any
resentatives other station. WKY, day or night, i~ your best buy.

| BES T BU Y " WK Y OKLAHOMA CITY

The Oxranova Pusrisming ComPaNY: THE DaiLy OkrsHosmayx — OxranoMa City TiMes — THE FARMER-STOCRM AN
| KVOR, CoLorapo SPriNGs — KLZ, Dexver (Affiliated Management) — RePResExTED BY THE KaTz Acexcy. Inc.
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MR. SPONSOR: J. P. SPANG, JR.
ON THE HiLL

NEW AND RENEW

P.S.

5:30 A.M. ON THE FARM
SPOLOG BLANKETS OMAHA
BOSTON BANK BUYS TV FILM
JUDGES WEIGH 1931 SPOT ENTRIES
ACCOUNT EXECUTIVES' LAMENT
INTERNATIONAL BROADCASTING
MUSIC LIBRARIES

TV RATE CARDS

HOW TO TEST A COMMERCIAL
GIVE-AWAY QUANDARY

TV TRENDS

MR. SPONSOR ASKS

TV RESULTS

SPOT TRENDS

SIGNED AND UNSIGNED
CONTESTS AND OFFERS

RADOX LISTENS IN

4-NETWORK COMPARAGRAPH
PETRILLO PLANS BAN LIFTING
BROADCAST MERCHANDISING
SPONSOR SPEAKS

APPLAUSE
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SPONSOR PUBLICATIONS INC

R. nn

10 West 32nd

TV LISTENER FIGURES
We've noticed a discrepancy in audi-
ence ascribed to television set installa-
tions.
How many pcople do you say view a
private honme set?
How many viewers to a tavern or
restaurant installation?
I'd appreciate any enlightenment you
can give us- we all would here.
ANN WHITE
WBZ2, Boston

p Viewers to TV home sets average 5.2 during
the first year of station operatlon in a clty, 4.5
durlng the second year, and 4.3 thereafter.
Tavern and iestaurant viewers average 28,
These figures are derived from a combination of
sources—Illooper, Pulse, Gallup, etc.

COINCIDENCE
On September 2nd [ sent you a copy of
my leaflet, “Now Is the Time to Start
Selling Radio.”
| thought it a real coincidence that the
September issue of sPoNsOR should carry
an article called “Radio Begins to Tell lts
Story.”
Murray CARPENTER
President WPOR
Portland, Me.

P There’s an additlonal coincidence, Mr. Car-
penter. Your hard-hitting campaign urging
the industry to go ail-out on the promotlon of
broadcast advertising is right in tune with
SPONSOR's-year old plea on the same subject.

TV RESULTS
Permission is requested to reprint ex-

tracts from your “TV Results” as printed

on pages 30 and 31, in your July 1948

issue of spoNsor. Credit will be given to

your publication and date of issue.
Rocer CoURTLAND
TV Director
Seberhagen Advertising
Philadelphia

P Permisslon bas been granted to Seberhagen
as well as a number of other advertising agencies
to reprint SPONSOR’s TV Results section.

MOGUL STORY
Some time ago you ran an article about
the Mogul Agency and their work for
National Shees, Bamey's Clothes, etc.
We would like to have a copy of this
article.
M. Evans RicHsoND
M. Evans Richmond Advertising Agency
Philadelphia
P The artlcle was publlshed In SPONSOR of

February 1948, An Indcex of the past 18 months
of SPONSOR is avallable npon request.

Fall is
Rich and

Green

...in Dollar Rich
Pittsburgh

Leaves turn brown and the
ground loses its sununer green
carpet. Corn stalks curl and
grow drv in the crisp fall air
BUT Piusburgh will remain a
rich, green market for sponsors
who advertise on WWSW, the
favorite station of sports-loving
Pittsburgh listeners.

During the summer, Plrate base-
ball—plus tap-natch pragram-
ming aof news, music and special
events—earned recard-breaking
Haaper ratings far WWSW. Sun-
doy afternoans —all afternoon—
in July the Haaper high was 59.2,
meoning mare than half the en-
tire listening avudience was tuned
ta WWSW. Roatings far ather
periads were equally Impressive.

Naw that fall is here, Steeler
Foatball and Harnet Hackey
promises tadraow anather pawer-
ful audience ta Pittsburgh’s out-
standing sparts statlan.

That's why it pays to use
WWSW*—on the air 24 hours
a dav through every season.
delivering more listeners per
dollar. .. more sales per listener!

L

PITTSBURGH'S
Major Independent
WWSW, Inc.
Sheraton Hotel, Pittshurgh, Pa.

*Ask Forjoe
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KCMO’'s Mid-America

> Yes, farmers in the 213-county Mid-America
area covered by KCMO produce nearly
% 10% of the net farm income of the whole

United States! FACTS FOR STATISTICIANS
Mid-America is truly a farming center. And—Mid-Amer- Re:-Mid-America
ica’s farmers had an average net income of $4139 in 1947 Papulotian: 5,435,091
. over $1000 higher than the national farm average. Areo: 213 caunties inside measured % millivolt area.

Mail respanse fram 466 caunties (shaded an mop) in
Farming is "big business” in Mid-America and because

it is, Mid-America’s farmers have to keep up-to-the-min-

six stotes and 22 ather states not tabulated.

Populotian Distribution: Form, 48%; City, suburbon, and

ute on new farm methods and latest market reports. That's smoll tawns, 52%.
why so many of Mid-America’s farmers rely on KCMO's Farms: 422,380
tarm service programs. To sell your product to Mid- Net Form Incame: $1,747,147,000*

America's wheat-and-corn-rich farmers, center your
selling on KCMO.

50,000 WATTS DAYTIME—Non-Directional
10,000 WATTS NIGHT—810 kc.

Notionol Representotive: JOHN E. PEARSON COMPANY

Averoge Mid-America Net Farm Incame: $4139°
Average US Net Form Incame: $3084°

—~KCMO

‘W
\
* Net ofter business expenses — persanol toxes ,.< and KCFM. ..94.9 Megacycles
not included. Stotistics from 1947 Sales
Monogement Survey of Buying Power. m KANSAS CITY, MISSOURI
Ly Basic ABC for Mid-America

ONE station ¢« ONE set of call letters
ONE rate card ¢« ONE spot on the dial
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WRNL-FM

50,000 watts of power...day and

night...to bring the listeners in the

heart of Virginia new thrills in
radio entertainment through Fre-
quency Modulation. Static - free,
crystal - clear reception for them

means better reception by them

for your products. Results for you:

more and greater sales in the
South’s great, rich, depression-

proof industrial and tobaccoland.

Simultaneous programing
on WRNL and WRNL-FM
means increased coverage
at no extra cost!

WANLF

RICHMOND, VA
102.1 megacycles

”/ N UL
EDWARD PETRY & CO.. INC., —
NATIONAL REPRESENTATIVES

N

40 West 32nd

continued from page 4

MR. & MRS.

We never did come through with an
opinion on the original “Mr. & Mis.”
type show, did we?

I had very favorable reaction, but
thought | would check with Julie, my
wife (the Julie of “ Julie'n’ Johnny”) and
she was pleased as punch. Partly because
the story recognized many of the fine
points that went into the making of a
show like her’s. Sales points and bits of
smart programing.

Also, since this was a distillate of many
many shows of the type, she found the
material of deep interest in comparing her
show with what is being successful in
other parts of the country.

If we could sum the story up in a short
phrase, I'd say “it was authoritative.”
No froth, no frills, no unfounded editorial
opinion from an ivory tower. It seemed
like hard goods.

While I'm on your ear, that was a nice
squib about the Julie’n’ Johnny show
and WTAG in the latest issue.

ArpRew C. FULLER
Publicity-Promotion Director
WTAG

Worcester, Mass.

On Icoking through the September issue
of sPONSOR we were delighted with your
treatment of the Mr. and Mrs. Shows.
We were especially interested in the com-
ment you made on “Dorothy & Dick” and
one of their sponsors, Colonial House
Candy Stores, whom we number among
our clients. SHeLoox F. BerrLow

Accoiunt Executive
A. W Lewin, Newark

MUST READING

\We believe your publication sPONSOR is
the “most-read” of any magazine by our
Commercial Department. Rather than
have our executives tear their hair, go
around with accusing looks for the other
executives, and generally get in a kad
humor when spoNSOR arrives and cannct
be found, we are asking you to kindly

| send us three 1-year subscriptions, two to

home addresses, the other to our Manager
at the studio.
SHEILA HassELL
Publicity Director
CKNW
New Westminster, B. C.
» We publish this as a gentle hint to statlon

managers generally on how to keep Your sales-
men happy.

SPONSOR




With a Single Contract

MONTANA

MERCHANDISABLE AREA
B BONUS LISTENING AREA
SERVING 3,835,800 PEOPLE

PACIFIC NORTHWEST BROADCASTERS

P O BOX 1956 SYMONS BUILDING ORPHEUM BUILDING 81 HOLLYWOOD BOULEVARD SMITH TOWER
BUTTE. MONTANA SPOKANE, WASHINCTON PORTLAND. ORECON SE/

THE WALKER CO.—551 FIFTH AVENUE, NEW YORK CITY—360 NORTH MICH N AV CHICACQ. ILLINOIS
330 HENNEPEN AVENUE. MINNEAPOLIS, MINNESOTA—15 WEST 10TH STREET NSAS CITY SSOUR!
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“TOAST OF THE TOWN,” only three months old, has the
largest audience in all television today, with an average

quarter-hour rating of 35 and a high of 37.

CBS-TV NEWS has the largest audience for any regular
news program in television, and the largest audience in its

time-period, with a rating of 12.4.

“TO THE QUEEN'S TASTE"” has the largest audience of
any cooking show in television, and the largest audience

in its time-period, with a rating of 15.5.

“PLACES, PLEASE!” has the largest audience for any
“strip” variety show in television, and the largest audience

in its time-period, with a rating of 14.6.

“FACE THE MUSIC " now has the second largest audience
in its time-period, with a rating of 11.0 (a 25% gain over

its July rating).



One fact emerges as Television continues to gain momentum:
CBS-TV is pulling ahead of the entire field in audience preference.

This leadership is evidenced not only by the biggest-audience show

in all Television today (it's on cis-1v)...not only by the biggest News
show in Television (it’s on ¢Bs-TV)...not only by the best “cooking”
show in Television (it’s also on cBs-Tv)... but by programs of many
other types as well, as you can see from the audience figures® on the

opposite page.

The consistent audience-winning power of the cBs-Tv schedule 1s

incasured by the fact that:

weBs-TV leads all other New York Television stations in size
of audience. seven davs a week. in the average quarter-hour

between 8 and 11 p.m.—27% ahead of the second station!

CBS’ skill and zest n programming...long-acknowledged “tops™ in
Radio...1s now setting the pace in lelevision too, to the satisfaction

of audience and advertisers and crities alike.

*Latest Pulse rating report (August, 1948)
L

—first in audience!
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You'd think John Milton had us in mind
when he wrote “such sweet compulsion
doth in music lie.” For in their constant
programming of the music people love
i1s the sweet compulsion that keeps more
than half 2 million New York families
pretty constantly tuned to WQXR and
WQXR-FM. No other station reaches
them so compellingly. And because they
ate families that love good things as
they love good music and can afford
them . . . advertisers find them a most
inviting segment of this biggest and
richest of all markets. Can we help you
to something sweet in the way of more

sales compulsion?

I

AND WQXR-FM
KADIO STATIONS OF THE NEW YORK TIMES

J. PP, Spang. Jr.*

President,
Gillette Safety Razor Co., Boston, Mass.

Mr. Sponsor

Gillette's Joe Spang is a vigorous, sports-loving Harvard man in his
fifties. Most firms have a favorite public relations routine which starts:
“The office door to our company president is never closed . . .” Spang
goes the trite old aphorism one better. There is no door to his madest
Boston office, and for 50 weeks a year (Spang shoots Maryland ducks the
other two) a steady stream of Gillette (and now Toni) key executives
passes in and out, without formality. As a result, very little happens at
Gillette about which Spang doesn’t know. And his clogeness to the firm’s
advertising and sales efforts has paid off.

When Spang arrived at Gillette for an executive vp's job in July, 1938,
leaving a job as sales vice president at Swift & Co., Gillette sales were
sagging. Total 1937 operating income for Gillette had been about
$5,000,000, down sharply from the 1927 level of $17,000,000. Competi-
tion was cutting in. Before the end of 1938 Spang, now the firm's presi-
dent, began to reorganize selling, particularly in broadcast advertising.

Gillette's first show, Gillette Blades (Oct.-Dec. 1929, NBC-Blue), had
been followed by an unproductive series of musical and variety shows.
Spang switched Gillette’s radio programing to masculine-appeal sports,
both network and spot. Heavy promotion of sports broadcast advertising
was directed at Gillette's 4,500 jobbers and thousands of dealers. Sales
showed this was the correct approach. Last year Gillette's operating in-
come was $21,346,091; net sales $59,559,985.

} Already the country’s leading manufacturer of men s shaving equip-
ment, Gillette made a full-scale invasion of the women's beauty prepara-
tion field in January of this year when Spang master-minded a $20,000,000
purchase of the fast-growing Toni Company. Their Toni subsidiary's
home permanent waves have continued to be merchandised apart from
the other Gillette products. Toni spends some $6,000,000 a year for
advertising (through Foote. Cone & Belding), some 70°% going for radio
with four shows on three networks. Gillette (agency—~>Mlaxon) spends
$4,000,000, about half of which goes into sports (World Series, boxing,
Bowl football, etc.) in radio and TV. Spang keeps an eye on the whole
works, often attends the sports broadcasts, listens to the others at home.
One of the earliest major TV advertisers, Spang feels that the ad-dollars
he puts into the visual medium is money well spent.

*Iresenting Joe Lowis with a Gillette razor

SPONSOR




| S npmmpr= RS
fadmepudups

e =

4 \ 4 Sy
1 /'/'//A u \ ,.
)

______ v 1 ' =0
E ’*{t'. -‘ 4 ‘_, = ‘ : - \Q' - /\_l’w‘ o ' . =l
) \\\\&\ f fm'\‘, =

/

i/
\

NEW FIELDS 10 CONOQUER

e now. You'li get a whale of a lot

. . He's your schedul
pick and shovel work

This here feller ain't no varmit .
of folks ears and a heap of

Kennishaw Samual Jessy Boone (KS)B for

short) . . . And he’s the best gol dang pros- fer your money.

pector in all these parts. Now, if'n you don't ] e 78

believe that just check these figgers, Markiten Fer availabilities and some of the best dad burn

folks say they're mighty fine. success stories you ever heard see your Geo.
Hollingberry man. He knows KSJB and’ll be

The folks that KSJB knows best and talks to pleased and prowd to t

ever’ day spend $180,369,600 for vittles. Fer

medicine, tooth paste and the like they lay down

$22.223,100 . . . thats a lot a money, even down WITH STUDIOS

in Washington where they print the stuff. IN
FARGO and

ettin’ fai
ttin’ your fair JAMESTOWN

Now, if n you're interested in g
t KSJB on

share of these important digguns pu

Bismarck and Jamestown

Covering major North Dakota market of Fargo,

LA
¢ 4.A,"i¢

v
F . oo ¥ 5
VoLt y
-'.’!:ﬂr‘*‘]' _,‘};*! "
e
: A

ell ye what he can do.




Mayair

TRANSCRIPTION COMPANY

proudly presents

THE GREATEST RADIO ENTERTAINMENT OF ALL TIME!

Fifty-two of the immortal Runyon’s greatest short stories —adapted for radio with superlative production —
offer alert statians and sponsors a program which will attain ratings equal to the top network shows! Runyon,
one aof the best known and best loved authors of our time, spun warm, whimsical tales, avidly devoured by
people in all walks of life. Runyon short stories have been read by untold millions in COLLIER’S, and
COSMOPOLITAN  and Runyon invariably received cover credit! Twenty of the famous Damon Runyon yarns
hove been mode into mation pictures. And these big box office hits are in Mayfair's series!

In BOOKS — Four “Packet Books” collections of Runyon staries olone have sold neorly 3,000,000 — plus

ody regulor edition soles.

In NEWSPAPERS — Syndicoted for yeors by INS in 150 newspopers with o doily circulation of

25,000,000 ... reprinted and syndicated since his death by King Features to 100 newspapers with a Sunday

circulation of 8,000,000.

T EE——



And here’s @ tew of
the titles of the first

fifty-two Runyon shows:

LITTLE MISS MARKER
PRINCESS O’HARA
LEMON DROP KID
IT COMES UP MUD
HOLD 'EM, YALE!
DANCING DAN’'S CHRISTMAS
ROMANCE IN THE ROARING FORTIES
TOBIAS THE TERRIBLE

BROADWAY COMPLEX

BROADWAY FINANCIER

DARK DOLORES

DREAM STREET ROSE

FOR A PAL

IDYLL OF MISS SARAH BROWN

LILY OF ST. PIERRE

MADAME LA GIMP

MONEY FROM HOME

NEAT STRIP -
NICE PRICE )(
PICK THE WINNER
SENSE OF HUMOR

SOCIAL ERROR TOBIAS TWEENEY

UNDERTAKER'S SONG

HERE ARE THE GUYS AND DOLLS who bring you the DAMON RUNYON THEATRE:
Moyfair Transcription Compony’s Richard Sonville, a great chorocter with direction; Vern Corstensen mokes
with the production; ond Russell Hughes, o literary gent in chorge of scripts. And these three ore the teom
thot produced the Alan Ladd “BOX 13" show now heord on 230 stotions! You'll odmit this is very fine
talent indeed. But, wait! John Brown, “Al” of “My Friend Irma” (CBS) or “Digger O'Dell” of "Life of Riley”

’

(NBC), a very fast guy with the lines, will be “Broodwoy,” a good and knowing gent who tells the fobulous
Runyon stories. Remember the tales about Louie the Lug, Harry the Horse, Miss Lovey Lou,—the inmotes of
Mindy’s restaurant who hove delighted Americo for the past two decades.

The whole package adds up to whot is remorkably fine radio indeed. It has the ever-present Runyon
humor to guorontee comedy aplenty. Pathos is surely there, for Runyon’s characters have human foilings,
moke humon mistakes. Excitement, too, for the problems ond foteful contocts with thugs and pugs present
situations of high good odventure. And romonce — where Runyon’s sensitive hold on the Broodwoy pulse

shows much of real sentiment — but not sentimentality.

“THE DAMON RUNYON THEATRE’

—is syndicoted by Mayfair Transcription
Co., and that meons it's offered on o cost-
sharing plon—where each odvertiser poys
only o froction of the series’ actual pro-
duction costs.

These recorded progroms are designed ma,t/ltm TRANSCRIPTION ¢O.

for exclusive sponsorship within each mar-
ket by regional ond spot advertisers. There
are 52 episodes (eoch a complete story)—
enough for a full year'’s schedule, plus on
option for on additionol 52 episodes.

Audition somples, prices far individuol morkets ond o list of the first

52 story titles ore now aovailoble fram

8511 Sunset Boulevard, Dept. S

Hollywood 46, California
CRestview 1-8151

THAT EVER-LOVING WIFE OF HYMIE'S T T e —————— et
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Meat Suit to Force Increased Public Relations Activity

Increased attention to public relations by all meat packers is
forescen as a result of the U. S. suit against the “big four”
Armour, Cudahy, Swift, and Wilson. The first three are on
the air now, and the last is considering a new campaign.
Attorney General Tem C. Clark is trying to force break-up of
the four into 14 ccncems and the dropping of what he
terms ‘‘monopolistic”’ practices.

NLRB Expected to Nol-Pros Petrillo Case

As a result of James C. Petrillo’s willingness to lift the recording
ban, the National Labor Relations Board is expected to pigeon-
hole the request of three transcription companies for an in-
junction to prevent continuance of the ban. [t’s known that
the suit had no bearing upon Petrillo’s decision to lift the ban.

Farmers Seek Continued Subsidies

Although a break in farm prices within the next six months is
fully expected (by March at the latest), the National Grange,
American Farm Bureau Federation, and National Council of
Cooperatives are considering a broadcast campaign to supple-
ment their newsletters in support of continuance of govem-
mental price support program. This month will see farm
organizations meeting to consider future stiategy.

Some Retail Sales Down

Retail sales of a number of products are sharply down. They
arc mostly items like fruit, nuts, jewelry, sporting goods,
magazines, men’s clothing, shoes, furs, women's accessories,
and some other items which consumers apparently feel they
can stretch or do without. There will be some cooperative
broadcast advertising schedules placed to move fruit and nuts
and there are indications of an increased use of broadcasting
by magazines Saturday Evening Post, Life, and others.

14

Fourth Wage Increase to Be Fought on Air

Although the next round of wage increases won’t generally be
asked before election, advertising plans are already being
formuilated to prepare the public for increases in the prices of
steel, automobiles, and major appliances. Unions are aware
that they will have to counter big business advertising which
will place the blame for price increases on labor and plan’to
take their case to the consumer via the air.

The Lanham Act and “Talent” Trade-Marks

Problem of whether the “service” offered by an owner of a
football or bascball team, musical aggregation, or dance act
can have a registered trade name under the Lanham Trade
Mark Act is still not settled by Patent Office authorities.
Walter J. Derenberg, Trade Mark Counsel of the U. S. Patent
Office, says that “house marks” of broadcasting stations do
qualify for registration.

Some Encyclopedia Selling Practices Banned

Selling practices of smaller encyclopedias which include selling
ten-volume sets in advance of publication for “a nominal
price,” have been forbidden by the Federal Trade Commission.
First decision was against the Americana Corporation (En-
cyclopedia Americana) in July of this year. The decision in
September went against Standard Distributors, Inc. (Chicago).
which sells the New Standard Encyclopedia. Both have used a
limited amount of broadcast advertising and planned more.

Tennessee Republicans Wow 'Em for Votes

Roy Acuff (star of WSM's Grand Ole Opry) is really going
after the governorship of Tennessee and ‘as a dual attraction
nonperformer Carroll Reece, candidate for Senator from
Tennessce, is traveling around the country doing a political
jig to Acuff’s fluent vocalizing. Radio has put a number of
performers in political seats. The question is whether or not
it can do it in Tennessee for Republicans. which Acuff and
Reece are.

Air Campaign to Combat Tax Load

A broadcast campaign “is being researched™ on the possibilities
of fighting the steadily increasing tax burden placed upon the
American consumer. In 1940 per capita impost was $109.18
(Federal $43.28, State $31.50, local $34.40). In 1948 it will
be $376.92 (Federal $278.22, State $53.67, local $45.03).
Figures are estimates based upon unofficial Census Bureau
sources.

Retail Sales to Hit All-Time High in Dollar Volume

Despite lower number of unit sales in the retail field, Alexander
Hamilton Institute estimates that total retail sales in U. S.
for 1948 will reach 130 billion dollars. This will be up 12
billion dollars from 1947. There will be little increase in the
standard of living for any segment of the population.
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MAYBE YOU KNOW HOW IT IS

Sometimes things don’t come off on schedule.

Take our 50,000 watt transmitter. We were expecting that lusty

new voice of ours to be on the air by now.

But vou know how it is. You get evervthing ready. huilding
completed. equipment in place. all set to throw that switeh, exeept

for last-niinute testing and adjustment by the consulting engineers.

Well. that’s how matters stand.  Any dav now, listeners will be
hearing the great new voice of Florida’s first and only 50,000 watt

station.™

WGBS ..

MIAMI o FLORIDA

*50,000 DAY, 10,000 NIGHT




GROWTH ../
PROGRESS

Growth and progress are not synonymous.

When they do develop together, however,
they produce wonderful resules! The
history of KVOO is an inspiring story of
growth and progress . .. growth in power
and scrvice to an ever widening circle of
faithful listeners . . . progress in bringing

the newest and best in programming to

listeners in advance of competition.

These are the reasons KVOO i1s Okla-

homa’s Greatest Station.

These are the reasons KVOO continues

to grow and progress from year to vear.

These are the reasons advertising dollars
on KVOO bring greater returns to

advertisers, ycar after year.

EDWARD PETRY & COMPANY INC., NATIONAL REPRESENTATIVES
NBC AFFILIATE UNLIMITED TIME




new and renew

New National Spot Business

SPONSOR

PRODUCT

AGENCY

STATIONS CAMPAIGN, start, duration

American Hlome Foods Inc
Arnold & Aborn Inc

3. T. Babbltt Inc

Block Drug Co
Fleming-Ilall Tobacco Co
General Foods Corp

Marine Eiectrolysis Elim~
inator Co

Perfex Co

Pharmaco, Inc

Republican Nationai
ommittee

R. J. Reynoids Tobacco Co

8. 0. 8. Co

Ward Baking Co

Whitehall Pharmacal Co

Chef Boy-Ar-Dee
Quality Foods
Aborn’s Coffee

Glim Detergent

Alienru, Omega Qil

Sano tebacco
products

Birds Eye frosted
foods

‘Red Devil Soot
Remover

Super Cleaner,
>iosaTex Starch,

Shina Dish
Feen-A-Mint

Political

Camels

SOS Scouring Pads

Homespun Bread

Anacin, Blsodol,
Heet

Young & Rublcam
French & I’reston
Botsford. Constan-
tine & Gardner
Redfield-Johnstone
Deutsch & Shea
Young & Rubhicam

Gerth-Pacific

Buchanan-Thomas

Duane Jones
BBD&O
Esty

McCann-Erickson

J. Wailter Thompson

Dancer-Fitzgerald-
Sample

*Station list set’at present, although more may be added later.

(Fiftx-t1wo weeks generally means a 1 3-week contraet with options for 3 successive 13-week rencivals.

Indef
(l.imited nat) campaign)
20-30°

E.t. anncmts; Sep-Oct; 13 wks

: Anncmts, partic; Sep-Oct; 13 wks
(Mainly New Eng. mkts)
3* Partic; Sep 15-Oct 15; 13 wks
(Pac test campaign)
12-15% E.t. anncmts; Oct 4; 26 wks
(Sectl campalgn)
$0-100
(Natl campaign, major mkts)
15-20%

E.t. anncmts; Oct-Nov; 13 wks

E.t. annecmts; Sep 13; 16 wks
(Expanding current campalgn)
15% Anncmits; Oct 15; 13 wks
(Testing In Rockies, Pac; may
expand)
¥ 15-min *Kltchen Club”™
Sep 13 52 wks

shows;
(Midwest campalgn; will
expand later)

6-12% E.t. annemts; Oct 1; 13 wks
(Testing copy; major mkts)
Indef E.t. anncmts, Oct-Nov;

4-5-6 wks
.t. anncmts, breaks; Oct; thru

48

breaks;
(lleavy pre-election campaign)
30*

™
>

(Expanding current campaign)

20-50* E.t. anncmts; Oct-Nov; 13 wks

(Natl campaign, major mkts)

3% Partic; Sep-Oct; 8 wks

(Testing In New Eng.; will
expand sectly)

50 S5-min *8i)l Cullen’ ¢.1.”s; Oct IR;

(Nati campal;in. major mkts) 52 wks

It's subject 1o cancellation ai the end of anv [3.week period)

@ New and Renewed on Television

Analagraph Assoc
(life insurance)
Beacon Camera Co

Better 1lomes Exposltion
Bigelow-Sanford Carpet Co

Borden Co (cheeses)

Botany Worsted Mills
Brentwood Sportswear Co _
Bristol-Myers Co

Bulova Watch Co
BVD Corp
Chevrolet Dealers Assoc
Eclipse Sieep Products Co
(mattresses)
Emerson Radio & P’hono Co
Mort Farr (elec appl)
Ford Motor Co
Garrett & Co
(Virginia Dare wines)
internatlonai Sliver Co
‘Lane Realty Co
Larus & Brother Co Inc
(Edgeworth Tobacco)
Frank 1. Lee Co
(Disney & Go dlv)

OCTOBER. 1948

Bermingham, Castle-

man & Pierce
Direct

Finley Greene
Young & Rubicam?

Young & Rublcam

Silbersteln-Goldsmith

J. R. Kupsick

Doherty, Clifford &
Shenfield

Biow

Grey .
Campbell-Ewald (N. Y.)

llenry J. Kaufman

Biow

Ed Shapiro

Ken‘\"on & Eckhardt
Ruthrauff & Ryan

Young & Rublcam
Newmark’s
Warwick & Legler

Grey

WBKBE, Chi.
WABD. N, Y.

WBKB, Chi.

WBEN-TV, Buff.
NBC-TV net

WABD, N. Y.
WPIX.N. Y.
WABD. N. Y.
WBKB, Chl.
ABC-TV net;
other stas
WGN-TV, Chi.
WGN-TV, Chi.
WABD. N. Y.
WCAU-TV, Phila.
WABD. N. Y.
CBS-TYV net
WCAU-TV, Phlia.
CBS-TV net
WABD, N. Y.

WCBS-TV.N. Y.
WABD,N. Y.
CBS-TV net

KTLA. L. A,
WRKB, Chi.

SPONSOR AGENCY STATION PROGRAM, time, start, duration
Ailexander’s Dept Store Willlam Warren WIZ-TV,N. Y. Ouiidom) Class; Sat 6:30-7 pm (with AM on WIZ); Sep 18;
wks (n
American Tobacco,Co N. W, Ayer KTLA, L. A. Film spots; Sep 27; 13 wks (r)

Flim spots; Sep 8; 8 wks (n)

Knickerbocker Show (remote amateur hour); Sun 7-8 pm;
Aug 1; 13 wks (n)

Fllm spots; Sep 1; 5 wks Sn)

Dunninger-Paui Winchell Show; Th 9:30-10 pm; Oct 14; 13
wks (n)

Fllm spots; Sep 30; 13 wks (n)

Film spots after sports; Oct 4; 13 wks (n)

Weather spots; Sep 12; i3 wks (r)

Spots before. after Notre Dame foothall games; season (n)

Break the Bank; Frl 9-9:30 pm (with AM on ABQ); Oct 22;
52 wks (n)

Tlme spots; Aug 22; i3 wks (n)

Weather spots; Sep 4; 4 wks (n

Yankee football games; Aug 27; 8-game season (n)

Fiim spots at sta sign-off; Sep 12; 13 wks (n)

Film spots; Sep 21; 26 wks (n) ]

Toast of the Town; Sun 9-10 pm; Sep 19; 13 wks (n)

Mort Farr Program; Sun 12:30-1 pm; Sep 19; 26 wks (n)

Ford TV Theater; Sun 7:30-8:30 pm monthly; Oct 17; 3 mos (n)

Film spots; Sep 27; 52 wks (n)

Flim spots; Sep 14; 13 wks (n)

Spots; Sep 10; 4 wks (n) .

Sportsman’s Quiz; Frl 8-8:05 pm; Sep®i5; 13 wks (n)

5
10-min NBC Newsreel; Sun nights; Sep 5; 13 wks (n)




h

Liggenr & Myers
(€ henterfivldy)

R. 1. Mucy & Co

Sterekll Lyneh, Plerce.

Fenuer & Beane

Maorbllle Clothes
Maotorola Inc

Norcross Inc(grecting cards)

Pat O Brien

Newel-Emmertt

Manabng
Girey

Newell-Fmwmett

11. M. Blttman
Gourfaln-CobD
Abbott Kimball
Joseph Lowenthal

CBS-'TV net
WCHS-TY, N Y
WHBKBR, Chl.

WABD, N, Y,
WARBD, N. Y.
WPEX, N, Y.
WOBS-T VONLY,
WOEBS- TV, N, Y,
WBKE, ¢ hi.

1.. A,

WCAU-TV, Phil.

(Studebaker deanler)
Philca Corgp
Plerce-Phelps 1Tae

(Admilrist 'V dealer)
Intl Sliver Co (Kdwards dlv) Newcell-Emmertt
Procter Electrie Co
Sherwin-W lllams Co
Svnshine Blscult Co
Sybvanla Elecerie Prodaces

Hutchins
Rohert J, Enders

Jawoh Reed Co E. L. Brown WCEAUSTY, Phila.
(Men's clothing)

R. J. Reynolds Co William Esty WEEX, N, Y.
(Camel Clgarcties)

Ripley Clothes Bobley WPIX, N, Y.

Ronson Art Mcetal Works Ine Cecll & Presbrey WRBKB, Chl.

KTLA. L. A,

F. & M. Schacefer Co (heer) BBD&O WOEBS-TY, N, Y,

Gueorge Steln Brewery 1L, J. Weil WRBEN-TYV, Bufl,

Sterling Drug Ine Young & Rubleam WARBID, N, \
(Centaur-Caldwell div— : N.Y,

Molle Brushless Shave)
Seransy Stores Willlam Warren
Unlgue Are MIg Co (toys) Grant

Ward Baking Co J. Wulter Thompson

NBC-TV net
WCAU-TYV,

NBC-FV net

(9
WEBS-TY, N

Phila,

Aca

Cotumbla U. home (vothall games; Sep 25; season (n)
Ko-sec Hlm spots; Aug 29-Sep 7; 26-52 wks (n)

Tots, "Fweens & ‘Teens; Th 7-7:30 pm; Sep 2; 7 wks (n)

Fllm spots; Sep 6; 30 wks (n)

Ilim spots; Sep 25; 13 wks (n)

Amerlca Speaks; Sun (Mon, Tu—WBKB. K'FLA respee) 10-10:154
pm; Sep 4; 9 wks (n)

Morbilie Gridliron Club; Sat 7:45-8 pm; Oct 13 13 wks (n)
Nature of Things; Th 8:15-8:30 pm; Sep 23; 13 wky (r)
Spots; Aug 25; 6 wks (n)

Four Leaf Clov er; Wed 30-miln un sched; Sep 23: 13 wks (n)

Philco IV Playhouse; Sun 9-10 pm; Oct 3; 52 wkn (i)

Cinderella Weekend., Man on the Street; MTWTFE 30 min cach
as sched; Oct 15; 26 wks (n)

Mary .\Iurgun-l .\Itlirlde; Tu 9-9:50 pm; Sep 213 83 wka (n)

Spots; Aug 20; 13 wks (r)
Navy, and Penn foothdll games; Sep 25; scason (i)

Wrestling from Ridgewood Grove; Sep 16; 39 wks (n)
‘Time slgnals; Sep 13; 26 wks (r)

Fllm spots in **Bob Burns Show*'; Frl beiw 7-
13 wks (n)

Football films: AWed 8:40-9:25 pmi; Sep 2; 14 wks (n)

FHi spots: Sep 21;: 15 wks (n)

Fllm spots before {on(ball Sep 25; season (n)

Film spots before sports; .Sep 20; 13 wkx (n)

Film spots before, after sports; Mp 14; 13 wks (n)

Howdy Doody; Fri 5:45-6 pm; O¢t 1 Il wks (n)

Spats; Oct 3; 13 wks (n)

FHm spots; Aug 18; 13 wks (n)

7115 pm; Aug 13,

(T'lp Top Bread)
Stephen F. Whitnuan &
Son lace

WORS-TY, N

Ward Wheelock s
WTVR, Richmond

Film spots before, after sports; Sep 20; 13 wks (n)
Fllm spots; Oct 1; 13 wks (n)

(Fifiv-liwo weeks genepully nieans a 13-week conltract with oplions for 3 successive 13-week renewals. s subject v cancellalion al the end of any 13- werk perioy

w New On Networks

SPONSOR AGENCY NET STATIONS PROGRAM, time, start, duration

American Bird Produces Ine Weston-Barnett MBS 12 American Bird Warblers; Sun 1:30-1:45 pm; Oct 313 26 wks
Armour & Co Foote, Cone & Belding CBS 28 Stars Over Hollywood; Sat 2-2:30 pm; Sep 18; 52 wks
Assoclation of American Rail- Benton & Bowles ABC 259 Rallroad Hour; Mon K-8:45 pm; Oct 4; 52 wks

roads
Carter Products Inc Sulllvan. Stauffer. Colwell & MBS 204 Jimmy Fldler; Sun 9:30-9:45 pm; Sep 26; 17 wks

Bayles

Contlnental Pharmaceutical Co Arthur Meyerhoff MBS 31 Leave It to the Girls; Fri §:30-8:55 pm; Nep 10; 52 wks
Curtls Publishing Co MBS 480 Electlon Returns; Tu 2 Nov, 9:15-end
Longlnes-Wittnauer Warch Co  Victor Bennett RS 161 Sun 2-2:30 pm; Sep 206; 52 wks

Inc

Lorlllard Co Lennen & Mitchell ABC 173 Original Amateur Hour; Wed 8-9 pm; Sep 29; 52 wks
\lnnlh Lamp Co of Amerlen WHilam lart Adler ABC 145 Smiling Ed McConnell; Frl 4:15-4:30 pm; Oct 1; 52 wks
Milles Laboratories Inc Wade CBS 133 Hilltop House; MTWTF 3:15-3:30 pm; Sep 20; 52 wks
Pillshury Mills Inc MeCann-Erlckson ABC Kay Kyser; MTWTF 11-11:30 am (13 hr); Oct 4; 52 wks
Procter & Gamble Co Campton ABC What Makes You Tlck; MTWTF 11:45-12 am; Sep 20; 52

wks
Revere Camera Co Roche, Willlamis & Cleary MBS 14 Revere All Star Revue; Th 9:30-9:55 pmy (expanded time),
Aug 12; 26 wks

Richtield Ol Corp Hixson-O'Donnell ARBC 21 Richfield Reporter; SMTWTF 10-10:158 pm; Aug 29; 52 wks
U. S, Army & Alr Force CGardner ABC Football Game of the Week: Sat 2 pm-end; Sep 18; 8 wks

Recrulting Service

L L. S, vsrmy Recrulting Service  Gardner MBS 204 Mel Allen; Sat 7:45-8 pmy; berp 18; 13 wks

L. S, 6th Army Commmand Russell, larrls & Wood ABC 27 Pac  Frl 5 min following Glilette gh(s' Oct 1; 39 wks

Fiftv-tiro weeks generally means a 13-week conlract with oplions for 3 successive [3-ueek renewals. 113 subject la cancellalion al the end of any [3-ueek period

w,; Renewals On Networks

SPONSOR AGENCY NET STATIONS PROGRAM, time, start, duration
Mlis-C.halmers Mg Co Bert S, Glurdns NG 163 Natlonal Furm & lTlame lour; Sat 1-1:30 pm; Sep 11;
52 wky
Vmerlcan Clgarette & Clgar Co - Foote, Cone X Belding N B 162 Big Story; Wed 10-10:30 pm; Sep 29; 52 wky
Amerlcan Home Producss Corp Dancer-Flizgerald-Saomple CRBS 9% Helen Trent; MTWTF 12:30-12:45 pm; Sep 20; 52 whks
NN Our Gal Sunday; MTWTF 12:45-1 pm; Sep 205 52 wha
Aoerlaan lolueco Cao BBHKO NP 103 Jack Benny: Sun 7-7:30 pmi; Oct 29; 52 wks
Armsirong Cork Co BRDXO ons 12 Theater of Today; Sat 12-12:30 pm; Sep 255 52 whs
Bayuk Clgars 1oc Neab 1D Ivey MBS 99 Inslde of Sports; MTWTF 7.45.8 pm; Sep 6; 52 whs

(Please turn to page 91)




YES!—I0WA FARMERS DO

“LISTEN WHILE THEY WORK!”

I he 1918 lowa Radio \udienee Survey”™
shows that 11.3 of all lowa farm

families “listen regularly™ 1o non-auto

radios outside their homes.

31.6¢, of these lowa radios are located in
the barn! Thus radio advertisers in
lowa get a substantial bonus of listener-
ship from farm families. during their

working hours outside the home. . . .

Each year sinee 1938. the Survey has been
aimed at two objeetives: (1) to furnish
up-to-date basic information on lowa
radio listening habits, set ownership,
and station and program preferences:
(2) to provide new information not previ-
ously gathered. “Extent of regular
listening to non-auto sets outside the
home,”” for instance. is one of the 1948

Edition’s several new research achieve-

The 1918 lowa Radio Audience Survey is
replete with facts that you should know
about radio listening in lowa. Write us

N
—-or ask Free & Peters- for your copy,
now!

#The 1918 lowa Radio Andience Survey is a “inust” for
every advertising, sales, or muarketing inan who is inter-
ested in the lowa sales-potential.

The 19t8 Eclition is 1he eleventh annual study of radio
listening habits in Iowa. 1t was condueted by Dr. F. L.
Whan of Wichila University and hix «taff. is based ou
personal interview of 9,224 lowa families, seientifically
seleeted from the eity, town, village and farmm audicnce,
As a service to the sales, advertising and rescareh profes-
sions, WIHO will gladly send a eopy of the 1918 Snevey to
anyone intereated in the subjects covered.

Winl ©

+ for lowa PLUS +

Des Moines « « « 50,000 Watts

Col. B. J. Palmer, President
P. A, Loyet. Resident Manager

ments., FREE & PETERS!INC,, National Representatives
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Crime Pays . . .
When You Sponsor

GANG-
BUSTERS !

THE BIG, loval Gangbusters andience
is diversified enongh to offer any prod-
net an immediate opportunity to go
places in Rhode Isfand and adjacent
VMassachnsetts. Due to wnnsual cir-
cumstances ir's open for local sponsor-
ship as this goes to press. On the air
Saturdays at 9.00 PAL

NOW AVAILABLE!

IT'S A BUY

ON

ABC

5000 WATTS
DAY & NIGHT

WALLACE A. WALKER, Gen. Mgr.
PROVIDENCE, The Sheroton-Biltmore
PAWTUCKET, 450 Main SI.

Representatives:

AVERY-KNODEL, INC.

20

New developments on SPONSOR stories

(See ""FM’s Point ot Sale Audience,”” SPONSOR, August
1948, page 30.) What new locality is being serviced with
storecasting? What company is piping music and commer-
cials to Jewel Food Stores in greater Chicago? What is
the programing like?

p-S.

Storecasting has come to lowa. Thriftway Stores in Boone, Des Maines,
Newton, PPerry, West Des Moines, and Winterset, lowa have been re-
ceiving music and comimercials through station KSO-FM, Des Moines,
since 30 August. Super Market Advertising Company, Inc., of Des
Moines, is selling the service to food manufacturers.

In tthinois, Consumers Aid, Inc., is piping music and commercials into
117 Jewel Food Stores in the greater Chicago area by means of leased
wire. The company hopes to go into FM transmission in the near future.
Consumers Aid programs 10 hours a day, nine hours during store hours
and a half hour for employees before and after shopping hours. The
music during store hours is light, popular, and orchestral (no vocals);
the music for the employees, at their request, is all vocal. Commercials
are 20 scconds long, and are played a minimum of four times a day per
sponsor. All commercials are played after music and are followed by a
soaking-in period—one minute of silence.

Consumers Aid, like Storecast Corporation of America, also maintains
a merchandising service for sponsors in which inventory and adequate
display of sponsors’ products are checked in each store every week.

p-S.

Block-programed stations are holding their share of the audience in most
cities and rural areas where they operate. \Vhere the stations are aided
by baseball, this current diamond season has built new records for them.
WVith both Boston teams strong contenders for the pennants in their
respective leagues, WHDH achieved a new high in share of audience
(2677) during July-August, according to the Pulse of Boston. This is
higher than any other of the seven stations in the Hub area had during
the past 20 months and covers the entire period from 6 a.m. to midnight.
WHDH continues to make sports the keystone of its block programing
all year 'round.

In Cincinnati, WCPO with the aid of the broadcast of the Reds'
games was first moming, aftermoon, and evening in the July Hooperatings
for Cincinnati. The Cincinnati Pulse rating also gave WCPO 3077 of the
early a.m. audience (6 to 9:30 a.m.) for a disk jockey, Malcolm Richards.
WCPO, strongly block-programed, was rated in recent Hooper reports
as the top Mutual network station. One of the secrets of WCPO's success
is the fact that the station management keeps the program structure
flexible. \When it finds a weakness in the program structure of the other
stations in town it fills the void.

This alertness to programing opportunity has been one of the main-
stays of the \WHHAT (Memphis) operation.  From the beginning, Patt
McDonald, manager of the station, has not taken anything for granted.
He has followed the block program fornulas developed by \WNEW,
\WHN, WAMCA in New York but has watched audience reaction carefully.
He socn discovered that practically every time a newscast interrupted a
musical block he lost his audience and it took some time to bring it back.
As a result, he tried dropping some news periods. Now he has just five in
24 hours. McDonald doesn’t question the fact that the listening audience
wants news but they don't want it on \WWHHNM.

Block-programed stations usually use Bing Crosby as a special feature,
many of them having at least three sessions of Bing per day. Mec-
Donald doesn’t dislike the Groaner but felt that he was being overdone,

(See ""Hottest trend in radic—Block Programing,” SPON-
SOR, October 1947, page 15.) How is block programing
doing? Are there any new trends? Has baseball helped?

(Please turn to page 22)
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ITS EASY,
IF YOU
KNOW HOW!

It's easy to build a top-quality live-talent radio show, if you

know how!

KWKH's new “Louisiana Haynde™” (inaugurated last April
1s one of the Nation’s best “Saturday night barn-dance’ attrac-
tions. It has a cast of fifty proven characters (35 of whom are
recording artists). All this hot summer, it pulled an average
of nearly 2,000 paid admissions each Saturday night, and will
undoubtedly double that figure this Fall. Nore important still,

Louwisiana Hayride pulls mail from enthusiastic listeners i 45

States!

Several segments of this spectacular new three-hour show are
now available for sponsorship. Write for all the facts, or ask
The Branham Company.

Texas

SHREVEPORT { LOUISIANA |

50,000 Watts ¢ CBS o  Tefiecess | Arkansas |
Mississippi

e -

Henry Clay, General Manager
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TO REACH ATLANTA
HOUSEWIVES

The Moggie Dovis show 2:00 ta 2:30
Mondoy through Fridoy features our Mog-
gie with Les Henricksan os relief. The gol
features locol and notionol news with the
woman’s slont, has o wide knowledge of
home economics, meal plonning, nutrition,
child core; olso, foshions “with the light
touch.”’ Les hondles roving mike interviews
with studio oudience, supplies the mole
ongle an food, foshions, generol topics.

This is the only estoblished womon’s por-
ticipotion program avoiloble in Atlonto for
notiano! odvertisers.

Moggie is now keeping compony with
such fomous nomes os: Celonese Corpa-
rotion, Chose & Sonborn,
Conodo Dry, Fleischmonn’s
Yeost, Welch's Grope Juice,
Madern Ice, Yodoro, Llodies
Home Journol ond athers.

far further informotion
call Heodley-Reed Campony
todoy.

IN ATLANTA IT'S

WCON

THE ATLANTA CONSTITUTION
STATION

5000 WATTS

550 KC

Drawlng by
L per ssion of
. Appleton.
Crentury Co.
- WG
L
S NS

JP-Se (Continued from page 20)

so Crosby has never been heard over WHHNM.  In May and June among
the six stations Hooperated for Memphis, WHHNM tied for second place
with 21¢7 share of the audience. It’s first on Sunday afternoon, Saturday
daytime, and there are also a number of 15-minute periods during weekday
mornings and afternoons when it leads all other stations in town.

One form of music with which network stations seldom favor their
listeners is range melody. \When McDonald scheduled several sessions of
western compositions, many station managers laughed at his program
ideas. \WHHAM's scheduled blocks of cowboy songs rank high among its
rated periods. McDonald stresses that he doesn’t schedule “jug and
washboard™ musical units and makes certain that all disks that are spun
are recorded by “legitimate” musical groups.

One of the reasons that Armand Ter] at WSID, a 1,000-watt block-
programed daytime station in Baltimore, is gathering an increasing share
of that city’s radio audience is the station’s extended blocks of western
music. Its folk music fills a theater at one p.m. daily and has sold amazing
quantities of merchandise for sponsors who are frequently hidden in
out-of-the-way places. (One was actually out in the woods.)

Block programing is the independent station’s sure guide to audiences.
In itself it doesn’t guarantee listeners, but used intelligently by station
and program managers who have the know-how, block programing builds
an audience and holds it.

p-S.

No more interesting example of how listeners tune their hometown stations
at the expense of more distant transmitters can be presented than the
case of WSAU of Wausau, Wisconsin (CBS). Located 150 ainmiles from
Milwaukee, the station competes with the latter’s 50,000-watt WCCO,
which carries many of the same programs. During most of the day and
evening WSAU reaches over 809 of the sets in use in \Vausau. Listening
drops below 6097 only when the station presents one of the drier public
service broadcasts such as Your Wisconsin Taxes. This program rated
58.8¢7 of the sets in use at the time it was heard.

(See “'Dialing Habits Are Changing,” SPONSOR, March
1948, page 23.) Have there been any unusual investiga-
tions into listening? |5 there proof that local stations are
dialed more often than those out-of-town? Has there been
any independent research to confirm Nielsen trend reports?

Radio set owners in Wausau are reached by two other CBS outlets,
WCCO and WBBNM! in Chicago—but not very often. The NBC outlets
tuned were \WWEAU, Eau Claire, Wisconsin; WNAQ, Chicago; and WTNM],
Milwaukee, the station that owns WSAU. One MBS outlet - WGN,
Chicago -and three nonnet outside broadcasters—\WDLB, Marshfield,
WIGM, Medford, and WLBL, Stevens Point, all in \Visconsin —are
heard in Wausau. The last is a daytime state-operated farm station.

The survey which revealed these figures was made by the Milwaikee
Journal research department operating as the Radio Research Bureau.
Every residential telephone subscriber in Wausau was called during the
period from 25 to 31 January. There were 15,626 calls attempted and
11,265 completed. This is one of the few cases where a coincidental tele-
phone survey has covered every telephone home in a town.

Several hours a day 10077 of the listeners were tuned to WSAU.

Typical was the 8 8:15 a.m. news, a 3:30-4 p.m. disk jockey session
1400 Ciib), CBS' Let's Pretend. and a Basketball Reswme at 10:15-10:30

p-m. Friday evening.

Towns like Wausau never show up i1 a national survey. They
might rate one audimeter in a National Nielsen Index and a few diaries in
a U. S. Hooperating. It's typical of listening which never shows up in
any national listening index. An advertising agency in a metropolitan
center finds it hard to realize how a station like WSAU dominates its
tight little area, when in New York over 20 stations share the audience.
Dialing habits are shifting to the local station.

SPONSCR




and proud of it!
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..a market of 1,125,000 busy
people. In Eastern North Carolina,

we’re proud of that.

...a part of the South’s fastest
growing state. In Eastern North

Carolina, we’re proud of that.

... 3400 million in yearly retail
sales. In Eastern North Carolina,

we’re proud of that.

and now...

2000 watts

of fulltime radiated power

...for Eastern North Carolina’s

favorite radio station.

WE'RE MIGHTY PROUD OF THAT!

Wilson, North Carolina o Mutual
5000 Watts fulltime < 590 Kilocycles

National Representatives: W CCd
and Company

23
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NATIONAL Nielsen

... made possible by the development of the
new Mailable-Tape Audimeter’, expansion
of radio home representation to practically
100% of the United States, and new NRI sales
policies affording agencies and advertisers

wide choice of service, equitably priced.

NATIONAL NRI Offers These Advantages:

NATIONAL COVERAGE
representing areas containing 97% of total
U. S. Radio homes.

PROJECTABLE RATINGS
based on thoronghly representative data con-
tinuously and unquestionably projectable to

all radio families.

LARGER SAMPLE

advantageons for purposes of market break-
downs.

FASTER DELIVERY

for Ratings as well as Complete Network
Reports.

RATINGS 4 WEEKS EACH MONTH

Present twice-a-month Ratings Reports sup-
plemented by extras-weck ratings.

Trademark of A, €. Niel<en Company

AM, FM AND TELEVISION

simultanecously measnred in the same home.

USE OF UP TO 4 RECEIVERS

simultancously measured on a single tape in
the same hone.

COMPLETE NETWORK REPORTS

inclnding Program Ratings . . . Homes per
Dollar . . . Total Audience . .
Audience including warket breakdowns . .

. Average

Audience Share with hreal:downs by war-
ket divisions . . . Commercial Audience
Analysis . .. Analysis of “Commereial Pres-
sure” (in behalf of your own products;
vour competitors’) . . . Minute-by-Minute
Audience . . . Homes Reached Cumulatively
... Turnover . .. Duplication and Frequency

of Listening . . . Andience Flow . . . ete.. etc.




.

Radio Index Service

9.

10.

1.

12.

) 13.

14.

15.

16.

17.

A SINGLE RESEARCH TECHNIQUE
obviously superior to any combination of
two or more basically dissimilar measure-
ments.

TELEVISION REPORTS

N. Y. Area—initially.

RATINGS-ONLY

to provide a minimum service where obvi-
ously only such service is needed.

STATION AREA DATA

available to agency and advertiser subserib-
ers.

PACIFIC NETWORK RATINGS

available to agencies and advertisers.

NON-NETWORK PROGRAMS

measured on a Ratings or on a Complete
basis.

SPOT ANNOUNCEMENTS

measured on a Ratings or on a Complete
basis.

SPECIAL NRI RESEARCH

Surveys especially tailored to Client’s needs,
couducted in one of several supplemental
panels.

NIELSEN CONSUMER INDEX

based on NRI-iome food. drug and other
household inventories and available to ad-
vertisers.

A. C. NIELSEN

18.

19.

20.

21.

NEW SERVICE TO AGENCIES

Service on maximum basis offers Lroad.
unrestricted wse in agency operation.

NEW SERVICE TO ADVERTISERS

keved to their needs.

COMPLETE FREEDOM

of selection as to types of data to meet your
requirements,

REASONABLE PRICES

commensurate with values repeatedly dem-
onstrated even before National NRL

Full Information Available

We want you to have complete information
about the advantages of the new NATIONAL
NRL the serviee whieh the industry has ex-
peeted us to provide and whieh A. C. Nielsen
Company offers as the result of unremitting
effort 10 produce the “ideal™ in bhroadeast
awdience measurement.

Inquiries Invited
Presentations of the new NATIONAL NRI

Serviee are now being made to executives
of advertising ageneies with radio (and tele-
vision) billings and to eompanies sponsor-
ing national network, non-network programs
and spot broadcaste. We shall appreciate
the opportunity of presenting this new serv-
ice to vour organization. An expression from
vou. of vour interest in sueh a meeting, will
he welcome.

COMPANY

2101 HOWARD STREET, CHICAGO 45, HOIllycourt 5-4400

500 FIFTH AVENUE, NEW YORK 18, PEnnsylvania 6-2850



There’s a lot more to it than this...

W e e d radio station representatives

com P an Y san francisco . atlanta . hollywood

In any kind of business these days you certainly have to

get around. But in the highly complex advertising field of

Spot Radio there’s a lot more to it than this.

To cash in on Spot's tremendous sales-making potential —
to give advertisers the kind of expert service they need
and want, a number of qualities are required.

Weed and Company representatives have them all.

First there’s training and experience; you can't even get

started without them. Then there are the intangibles of timing,
associations, persistence—and maybe even a little luck.
But, most important of all —are expert knowledge and plain i
hard 1work. For these are the two factors that produce most of the |
results most of the time. .. the two factors that make |
Weed and Company service so valuable to any advertiser.

new york + boston ¢+ chicago *+ detroit

SPONSOR
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Edward Mitchell (left) and Charles John Stevenson alternate in traveling 50 miles each morning to serve Schenectady via their Chanticleer” show

Te e

raral listeners

on the larm

There’s no better time to reach

8
You have to get up early—earlier than are being reached by early morning farm But only in the last few years has the
your station manager or your sponsor's ad  programs throughout the country. They farm market come of age in the minds of
manager— to talk to radio’s newest mar- are ready-made prospects for things that retailers who sell things other than farm
ket. That would be around 3:30 a.m., in  will make living easier and more pleasant. supplies. This is true to a great extent
order to get to the station and prepare for Manufacturers of farm implements, even of great corporations whose farm
the program at 5:30 in time that’s getting feeds, fertilizers, etc. have long talked to product divisions have reached their mar-
less and less “marginal.” - Less marginal the farmer via these programs which have kets through radio for many years.
because the pcople who constitute this built faithful listening through the years. The old concept was that the farmer
market have money to spend and are The fact that the farmer’s wife and fre- didn't have money to buy things most
spending it—for everything that will im- quently his whole family listened too was sponsors advertised on the air. Retailers
prove their homelife. something that was accepted as in the of farm supplies and equipment regarded
These well-heeled, early-rising people nature of things—like urbanites who him virtually as a manufacturer of food
are the farm families of America, and they listened in, but who weren't prospects.  supplies who used their products—and
o

OCTOBER 1948
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typical farm programing )

aimed what was virtually trade advertising at him!

Today, radio-wise ad managers are calculating budgets
with the knowledge that last July set an all-time high in farm
inceme, and the trend is still up.  Within the last ten years
annual farm income has better than doubled. This year farm
families are spending more per capita than last year. They're
spending it for practically everything being sold on the air.

Why do early moming farm programs earn such substantial
listening in farm homes, build almost fantastic loyalty to
favorite broadcasters?

The answer is simple. Farm prograns provide regular, fast,
accurate market, weather, and other data on which farmers
act to harvest or not harvest, store, transport, sell, etc., their
produce. Lack of such information may—and has—cost
farmers a fortune. Farm service programs help the farmer
and his wife) to conduct their business day by day more
easily and more profitably. This is because so much of the
business of agriculture—unlike other enterprises—depends
for its success upon a coordinated and continuing flow of in-
struction and information from numerous sources. Early
moming and other farm broadcasts are planned to provide
certain essential farm business informatiun frlly and to make
the farmer aware of other available information important to
his welfare and where and how to get it.

It’s no secret, of course, that the famous Blue Book* of the
FCC engineered an emphasis on farm program public service
by many stations. Despite FCC inspiration many of thesc
programs have won and are holding listenership.

Roughly half the farm directors of the nation’s stations feel
entertainment is part of their job. The rest strongly regard
their problem as “service” and nothing else but. This differ-
ence in philosophy makes for considerable difference in pro-
graming, but there’s much experience to indicate that both
styles are desirable and that each has won its audience.

Some stations like KVOO (Tulsa), WLS (Chicago), WNAX
(Yankton), WHO (Des Moines), WMT (Cedar Rapids), to
name but a few, have won dominance in farm programing by
a consistent leadership over the years in working with
farmers and with governmental and educational agencies to
promote piogressive farming methods. It is true, neverthe-
less, that stations which do not place major emphasis on farm
service have developed early-moming farm broadcasts with
highly responsive followings.

The KVCO, Tulsa, farm department headed by Sam
Schneider <ees its job as strictly service. Giving the farmer
all the information (adaptable to radio) he wants or needs is
only half the job as KVOO sces it.

The farm staff reasons that in addition to selling progressive
methods to the farmer himself, it's necessary to sell both the
farmer and what he’s doing to business men and the pubilic.
A great many decisions affecting farm prices originate in
factors outside the farmer’s control. Other great farm stations
also run and piromote their farm departments as a “‘cause.”
When this is done successfully, farmers do more than swear
by their farm broadcasters—they buy by them.

When the Thurston Chemical Company built an Okla-
homa plant they sent representatives out to promote a move-
ment among State farmers to build soil fertility. Wherever

Please turn to page 80)
tease turn to page 80)

g rre sibilitv of Rroad-
] by Ce Mareh 19%.

the chores go on and on )

JUDGING is farm directors' stint. Stookey (KXOK, St. Louis) inspects chicks |MC}
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HUMAN iinterest of growing old used by Sid Grieb (WCBC, Anderson, Ind.) FARM IMPLEMENT usage reports builds many a program for WGR (Buffalo)
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LIVESTOCK competitions set standards and WBBM (Chicago) isin judges' ring COUNTY AGENTS are top guests. WLAP (Lexington) interviews reach farmers
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2 l:MC'ING MEETINGS takes hours of agriculture directors’ time. Typical meet above TEST FARMS aren't usual. WL W (Cincinnati) Farm is cultivated by Earl Nea!l
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It’s still possible to dominate
the programing of important
" broadcasting stations. Dom-
inance is also possible in TV. In fact it’s
easier in the new medium for very few
TV stations are on the air as yet more
than 28 hours a week. (See Boston Bank

Buys TV Film, page 32.)

KOIL's station wagon is labeled Webber Motors’ Sportlog and travels to all sportscasts in Omaha One sponsor in Omaha, Nebraska—
Webber Motors, Plymouth and Dodge
merchant, one of the Midwest’s largest
car distributors —decided that it wanted
to keep itself in the public ear day in and
day out. It wanted to reach as many
adults as possible, though it had very
little to sell and wouldn’t have much to
sell for a number of years to come.

E. E. Webber, president of the organi-
zation, had considered using his advertis-

(top) Sportlog bows to sports-  ing budget in a number of media and thus

men ot introductory banquet  reach a maximum number of Nebraska

residents. However, by the time his
budget had been cut up in many pieces
the dominance that Webber hoped for

(bottom) Such juvenilesportsas  wouldn’t have been attained.

model plane meets are covered So auto-man Webber decided to spend

his money in radio only. Even in the

single medium there was the danger of
spreading himself thin. It was a tempta-
tion to use many varieties of programs in
order to reach many types of customers.

Again he found that his budget wouldn’'t

cover such a field. He had $42,000, a big

annual budget for a local advertiser, but
he couldn't achieve the outstanding effect

(center) Cardinals games in
summer Sportlog schecule too




Sportlog hlankets Omaha

KOIL contract gives dealer sponsorship of all sports on station

he was reaching for by buying a little of
this and a little of that. The budget
wouldn’t stretch far enough, and he'd
have to compete with national adve: tisers
spending $20,000 on a single broadcast.

KOIL came up with the answer—and
sold a $42,000 package. KOIL suggested
to Webber that he sponsor all its sport-
casts. The station couldn’t deliver every
sport at once, but at the expiration of the
contracts current at the signing of the
Webber contract, all KOIL sports, in-
cluding ones never previously broadcast
by the station, would be the air-property

of Webber Motors. The comnbined sports
schedule would be called Webber Motors
Sportlog. From the contract signing
time, Bob Steelman, station sports
director, would conduct the Sportlog and
would be identified by a shoulder patch
which featured the Webber Motors’ name
and the program title Sportlog.

Webbe: believes that practically every-
one is interested in one sport or another.
If he doesn’t reach his prospects with the
home games of Omaha Knights hockey
team, local high school and university
athletic events may intrigue them. Golf,

tennis, boat races, midget auto race

boxing, hunting and fishing, skeet cham
pionships, AAU swim meets, and the
home games of the Omaha Cardinals
Western League baseball) are all Webber
Motors® Sportlog events. The Sportlog not
only covered the local eliminations in
model plane contests but Steelman flew
to Detroit to cover the finals of the
Second Intemational Model Plane Com-
petition. Sportlog was the only broadcast
program covering the event.

Typical of what KOIL is trying to do
Please turn to page 60)

Bob Steelman, KOIL sports director, wears uniform with Sportlog shoulder patch whether covering midget auto race or any other Omaha sport




1 is sold by WBZ sales manager C. Herbert Masse (right) to Shawmut Bank's agency (Doremus) executive Charles Morse. Sitting
fllm "ewsreel ;:r’are (l:ﬂ to right) W. Gordon Swan, program manager, Lucien Self, program supervisor, and station manager W. C. Swartley

BONTON BANK BLYS

The fact that the National Shawmut
Bank of Boston is the Hub City’s number
one TV sponsor is no accident. The bank
has pioneered new practices for financial institutions
ever since, 30 years ago, it inaugurated installment pur-
hase of automobiles. 1t operates an airport bank and
nine of its 27 branches have drive-in banking facilities.
Direct returns are expected in part from the financing
of TV home-receiver sales.
Its vice president in charge of advertising and pub-
icity, John J. Barry, presents a thrice-weekly Shawmut
newscast over WBZ, WBZA (booster station for Spring-
field), and WBZ-FM. It has won du Pont and Pea-
dy awards. Walter S. Bucklin, president of the bank,
nally took charge of research and experimentation
vith the TV medium and arranged to go on the air the
ry day that television was introduced to Boston by
W (9 )\ i
Bostonians can‘t view TV without seeing at least one
hawmut presentation on Sundays. It sponsors a
newsreel at 5:50 p.m., a Korda picture at 6-7:30 p.m.,
and later in the evening a news-of-the-week scanning.
It also sponsors a newsreel four other days weekly.
The Shawmut Bank thinks its TV schedule is in tune

ith its reputation for progressive banking. Adamson and program's announcer, Arch Macdonald

4 . time checks of filmed news spots are made by film librarian’ Norah
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. dress rehearsal is the final pre-telecast program production detail. Run-through is complete in each and every respect. Announcer Arch Macdonald
handles continuity, producer Paul Burggraf the musical bridges, and producer Tom Sawyer times the show and runs the projector

Setting projector is the last detail before Shawmut Newsteller 9 X viewers’ acceptance of program is checked by Masse, agency

goes on the air, Two technicians handle this exec Morse, promotion man Dale Wyant
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= Judges

-~ entries

‘

weioh 1951

m “New Name

or Spot” Contest

Winners to be announced in November issne

New names for

“spot” entered in
SPONSOR’s competition to discover a word
that will mean both spot announcements
and spot programs run the alphabetical
gamut from “‘abbreviated broadcasts’ to
“zonex.” They come from 645 men and
women who either use or make their living
from broadcast advertising. A total of
1,931 different names were entered in the
competition. These names are, as SPON-
SOR goes to press, still in the hands of the
judges.

Making a decision to change the
nomenclature of a major phase of -an
industry is a serious matter and the 15
industry figures who are selecting the
name which is to mean national broad-
casting on a market-by-market basis are
making their decisions with this thought
inmind. They are looking over the 1,931
names to find a name which will help one
of the most important segments of broad-

cast advertising find its true place in
the sun.

As long as an industry’s conception of
a name is small, the business it represents
is thought of as small. Despite the fact
that national advertis