20 JUNE 1949 e $8.00 a Year

| Disk jockeys in kneepants—p. 24
| - T

' {-,,a&rmm The Gallaher Drug story—P. 28

How's your Sponsor ldentification?—p. 21

Test-tube success—p. 26

One-product commercials increase "Aldrich Family” S. l.—p. 21

AN Oz y
-]
VZvayg 8371333X?38Mgg

d 8 N
S$3903H
GLDZ, °$~0|S :HSA i




The magic word that opens the door to the greatest
advertising medium of cur times is television.

And in Richmond, first market of Virginig,
television means only WTVR.

WTVR is the only television station in Virginia . ..
has been for over one year.

Virginians remember that in 1944 Havens & Martin,

owners of WMBG, prophesied the coming greatness of television
with the first full-page newspaper advertisement

ever placed by a radio station. Since 1926 they recall many
another pioneering step taken by WMBG, WCOD, and WTVR,
backed by a firm faith in the American system

of broadcast advertising.

Wherever you are (Richmond, New York, or Chicago) Havens
& Martin stations are your “First Stations of Virginia.”

WTVR w il S lertviises /// Yrrptoeree

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




Frank Mullen
expected back
on networks

ASCAP-TV
agreement
nears

WILB not
100% foreign
language

Canada’s BBM
follows new
BMB formula

14% hours of
folk music
opens new

record shop

ABC, NBC
drop certain
program
restrictions

RCA leads
in N.Y. TV
sales

FCC decision
on editorializing
n.s.h., but
Maryland Court
decision helps

20 June 1949

Frank Mullen, ex-executive v.p. of NBC, will be on a network before
1 September. His resignation as president of Richards' stations,
WGAR, WJR, KMPC, is effective 1 July 1949, although his salary runs
until 1 July 1950.

-SR-
ASCAP will emerge from its TV battle with broadcasting bigger and
more inclusive music-licensing organization. After stations have
okayed increased fees (about 10%), ASCAP will go to members for ex-
tension of its representation of rights. There will be no lapse in
availability of ASCAP music on TV.

-SR-
WJLB will not go 100% foreign language, as indicated in SPONSOR
REPORTS, 23 May. There will still be some English-language broad-

casts on the Booth station, despite heavy return to native tongues
spoken in Detroit.

-SR-
Canada's equivalent of Broadcast Measurement Bureau, Bureau of
Broadcast Measurement, will issue its reports in 1950 on same basis
as BMB. Seventy-nine percent of Canada's stations are members of
BBM. This will be BBM's fourth report.

-SR-

Fifty radio and recording folk-music artists were part of 1l4Y%-hour
three-day celebration (17, 18, 19 June) of opening of Country Barn
Record Shop in Tampa, Florida. WCKY (Cincinnati) had its "Western"
disk jockey mc'ing event.

-SR-
ABC and NBC have lifted restrictions against certain types of pro-
grams. ABC now accepts commercial religious programs, and NBC no
longer restricts mysteries to after 9 p.m. hours. NBC now also
accepts certain give-away programs.

-SR-
RCA leads TV-set ownership figures in three out of four income
groups in New York (over $7,500, over 85,000, over $3,500), and runs
second to Philco in under $3,500 group. Latter runs close Ssecond in
$3,500-85,000 group. DuMont is second in upper brackets.

-SR-
FCC decision to permit editorializing by stations on air is so vague
as to be almost worse than no lifting of ban at all. Decision of
Maryland Court of Appeals in favor of five Baltimore stations on
their reporting crime news is boon to all news sponsors, for it sets
pattern of "freedom of reporting" that's important.

SPONSOR, Volume 3. No. 15, 20 June 1948, "
¥ , N.Y. $§3 8 year in U, 8

40 W. 52 St, N. Y. 19, N.Y.
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ORTS...SPONSOR REPORTS. ..SPONSO

More state
networks being
established

More

Goebel (Michigan)
becoming more conscious of their regional links.

ind more state-wide networks are being formed. Not only are
independent chains being linked like Ohio's Standard Network and
sports network, but coast-to-coast chains are

NBC recently split

off its New York State stations for a Dewey "fireside chat."
Economic conditions in different sections are becoming different,
sponsors are thinking in terms of markets, not 48 states.

—SR—

40,600,000
autos on U.S.
roads

Radio vs. TV
receiver
production
5to1

Excise taxes
to be fought
on air

Same show

Over 40,600,000 autos were owned as of 1 January in U.S. Auto
radios were not surveyed by World Motor Census, but other sources
indicate that only thing holding back close to 100% radio equipment
for cars is current high price.

-SR-
Out of over 2,500,000 radio or TV sets produced during first quarter
of 1949, around 1 out of 5 was a video receiver, with all rest
straight radio receivers. Figures include RMA (Radio Manufacturers
Association) and non-RMA members.

—SR—
Excise taxes in some cases are larger than total profit of
corporations. Bell and Howell (new radio advertiser) reports
that it paid $1,230,000 in excise taxes alone, with a net profit
of $1,527,00. Total taxes paid by B&H are much larger than net.
Charles H. Percy, B&H president, is urging manufacturers to use
ad space to tell consumers what they're paying for when they buy
products hit by high excise taxes.

—SR—
Eddie Cantor will not be on air for Pabst this fall because he

with two wasn't willing to do both TV and radio programs each week. "Life
casts of Riley," which replaces Cantor, will be done on radio from
Hollywood with William Bendix, and with another cast from New
York on TV. It sounds screwy, but everyone will watch to see how
it works.
-Please turn to page 36-
capsuled highlights
IN THIS ISSUE
Sponsor ldentification on the air isn't the page 21 "Public Service” has something very special page 30
entire answer to broadcast advertising effec- commercially.
tiveness, but it's a straw in the wind. .
Radio and newspaper strikes . page 32
Half pints listen when a half pint spins disks. page 24 ’
Test tubes help, and CBS proves it with page 26 IN FUTURE ISSUES
"Suspense.”
Per Inquiry Advertising—why stations don't 4 Jul
15,000 programs are an amazing number for page 28 “ke.;r“.nqmry RSl = vy Siaiens SO0 vy
a regional drug chain, but Gallaher sponsored
that number in ten years. Networks without telephone lines 4 July
"What's wrong with FM commercially?" is page 38 Out-of-home listening 4 July
the "Mr. Sponsor Asks" question in this issue,
and Major Armstrong heads the panel. Broadcast advertising this fall 18 July
2 SPONSOR




One Does It In Mid-America

One station

One rate card

One spot on the dial
One set of call letters

50,000 WATTS

DAYTIME —Non-Directional

10,000 WATTS NIGHT
—810 ke.

Natianal Representative:
John E. Pearson Ca.

20 JUNE 1949

Meeting Mid-America’s
Need for News...

at a Very Low Cost per 1000 Coverage

KCMO's newscasters and full-time news staff are not cantent
to rest on their teletypes! They’re at it the clock around,
paunding the pavement, checking the “line-up,” getting the

news far Mid-America!

America’s newscasters give the latest to the listening millians . . . a dozen
times every day. And their record on local scoops, exclusive phone

recorded interviews, and complete natianal coverage have made the

8-TEN Spot listening a must.

This preference plus KCMO's low, law cast per 1000 caverage means a
listenership bonus far smart sponsors. KCMO is Kansas City's most power-
ful station with 50,000 watts that blanket 213 Mid-America counties (inside
measured .5 mv. area) with a farm-and-factory-rich population of over

5,435,000.

\v/ond KCMO-FM . . 94.9 Megacycles . . Kansas City, Mo.
X4

Basic ABC far Mid-America
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40 WEST S2ND

ON THE HILL

MR. SPONSOR: CARROL M. SHANKS

P.S.

NEW AND RENEW

HOW'S YOUR IDENTIFICATION?

ROBIN SPIN THAT DISK

SUSPENSE: TEST-TUBE SUCCESS
PINPOINTING BROADCAST ADVERTISING
COMMERCIAL PUBLIC SERVICE

RADIO AND NEWSPAPER STRIKES

MR. SPONSOR ASKS

4-NETWORK PROGRAM COMPARAGRAPH
BEAUTY AND TV

TV TRENDS
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APPLAUSE
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TV SUCCESSES

Recently 1 wa~ told that spoxsor
had published or i= publishing some
sort of compilation of “success stories™
of sponsors using television as an ad-
verlising medium.

The Television Committee of the Los
Angeles Chamber of Commerce sees
as one of its prime objectives the edu-
cation of prospeetive TV advertizers
on results being obtained by present
TV users.

Would it he possible for vou to send
us amything that you might have avail-
able of this kind?
it will be put to wse in channels where
it shonld greatly help spur interest in
television advertizing.

Raciagn L. Beax
Secretary. TV Committee
Los Angeles Chamber

of Commerce

ON SPONTANEITY
Ml of us at WLS enjoved vour series
on folk music. s amazing suceess
stories and use. but the one fact |
didn’t see mentioned—ihe Jogical ex-
planation that 1 believe most of us in
the business agree on—is that the suc-
cess of folk-musie programs is not so
much the kind of music. as it is the
wiay these programs have combined a
sense of reality. spontaneity. informal-
itv. and the power of personalities.
The sane thing Bing Crosby has
done {or these two decades or o in
racio and on the screen  the same
thing that Cecil B. DeMille used to
lend to the Lux Radio Theater  the
same thing that Fibber VWeGee and
Volly. with their announcer. Harlow
Wileox. achieve in =eripted form  the
same sense of reality. spontaneity. in-
formalitv. and personality s reflected
when Bob Ateher sings a Western bal-
lad on WIS,
For example. WLS

common with those of other big folk-

listeners  (in

music station=} see our people face-to-
face quite often at state and county
fairs. local theaters. commumity enter-
tainments. and =0 on. Theyv find our
stars act the same in person as on the
Lulu Belle

and Scotty at home. he would  find

atr.  H a listewer visited

them just the Kind of people he had
tPlease turn to page 0)

I can assure you |

your

opy
0

ADIOTIME?

out
today
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WSJS

@ WINSTON-SALEM

The Station that Delivers the

PLus Aupience!

The Proof:

WSJS delivers higher than national
average Hooperating* for 57 out of 61
NBC Commercial programs!

A PLUS AVERAGE of
6.1 POINTS PER PROGRAM!

WSJS share of audience for 5 month period:

@® Morning — 45.2
@ Afternoon — 50.6
® Evening — 50.0

* City Hooperating, Fall and Winter, 1948-49

Affiliated with
NBC

THE JOURNAL-SENTIMEL STATIONS

WSJ s Represented by

@w,\‘ﬁsraﬂ SALEM @ Headley-Reed Company




KNOW HOW!

IF YOU l\\V_{w‘\“\
\/1_\,.;

%

I[\' radio as in riding-acts, there are two kinds of
dare-devils—the ones who plunge unthinkingly into
hazards (and graveyards). and the ones who survive
and succeed through practice, experience and

Know-How.

In our 23 years of broadcasting to Deep Dixie, we of
KWKH have learned more about what it takes to get the
audience and advertising results in this region than any
station, anyn-here. For example, during the uursery season
just ended, KWKH sold 14,000 orders of rose bushes at
$2.95 per order. KWKH airs this experienced program-
ning with 50,000 watts . . . gets top Shreveport Hoopers
and the greatest BMB audience throughout this four-state
area.

Let us send you the proof of what KWKH's experience

can do for you. Now?

KWKH

|  Texas
SHREVEPORT { LOUISIANA |
~ Ark
50,000 Wactes ° CBS M;s:i::;;:pi

The Branham Company, Representatrves
Henry Clay, General AManager

40 West 52nd

vContinued from page 1)

imagined them to be through listening.
Much of the humor just happens. spon-
tancously.  We throw ofl dignity and
enjoy ourselves as we entertain.
So it isn’t the kind of musie entirely
although folk music does lend itself
to this reality. this spomtancity.  But
it 1z the kind of folks who put on the
~how. and the way they put it on  and
most of us here in the folk-musie belt
believe the same treatment applied to
ssmphony concerts and grand opera
would give those now more dignified
forni~ of entertainment the wider pub-
lic aceeptance. the quick response that
folk-music programs have,
Joux C. Draki
Promotion
LS, Chicago

WTAG TAGS A SLIP

This i= to correct an error on the
part of sroasor.  In the 28 Marel
issue of yvour otherwise excellent publi-
cation. you printed a list of stations
aned markets whieh had been test-sam-
pled by BMEB. You failed. however.
to print the fact that this was only a
partial list.

As a resnlt. vour 23 May issne car-
riced a full-page ad by station WKY
stating that of all stations checked by
BMB. WKY led the field in all of the
<ix divisions into which the BMB rpe-
port had been broken down.

The fact s that WKY did not lead
in all six eategories: actually. WTAG
exceeded the WRKY figures in four of
the =ix. hut WTAG did not happen
to be meluded in vour 26 Mareh re-
port. WKY made an honest mistake:
sPoNsoR slipped—-a Tittle. This letter
i~ sent ouly to keep the record straight.

E.E. .
Exccutive v.p.
WTAG. Worcester. Mass.

"RADIO IS GETTING BIGGER"

We believe Radio 1s Getting Bigge:
will make effective promotional pieces
with which to fortify our sales repre-
~entatives as they  follow their ap-
pointed ronnds.

Howikp S, KEEFE
Promotion Wanager
WSPR. Springfield. Wass.

{ Please turn to page 8)
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@ut Texas way, folks are mightyt
fussy about Brands . ...

} . they're fussy about the brands they
4 heat and the kind they eat; about the
brands they wear, drive, sip, smoke—and

about their brand of listening, too!

Only last Fall, Texans in 65 counties . . .
well over a quarter-million radio homes
. . . helped C. E. Hooper, Inc., compile a
"Listening Area Coverage Index." Asked
what stations they listened to ""Most Fre-
quently” or “"Most of the Time," they spoke
right up in true Texas style. The result:

WOAI roped first place by
2 to | in daytime ... 3 to |
at night . . . over the second
most popular outlet!

These neighbors, plus still additional
thousands in our far more extensive night-
time primary, obviously find the WOAI
brand of radio very much to their liking.

How's YOUR brand doing here? If you'd
like to make this billion-dollar market more
conscious of your particular brand, better
get your iron in the fire right away! You'll
be just in time for the big Fall Roundup!

n\D"‘"p ity ’

AN
L-§~ Blo n(VI//e
E e bt /.

WESTERN BRAND!*

*REGISTERED, Brands Division
Bexar County Courthouse, San Antonio, Texas.

' e L NBC 50,000 WATTS - CLEAR CHANNEL - TQN 9’ L

presented by EDWARD PETRY & CO., INC. - New York, Chicago, Los Angeles, Detroit, St. Louis, Dallas, San Francisco, Atlanta, Boston
o tEEEEEEEEE—————————————————— R ]




(arl doesn’l
lee]
shohted!

When a bunch of station man-
agers get together at conventions
and start talking about what a
super-strong signal their stations
throw out, our Carl doesn’t get into
the conversation.

And when the station boys brag
about the millions of people in their
primary coverage zone, our Carl
just sits there with a poker face
that Ned Sparks would envy.

But Carl doesn’t feel slighted . . .
just let the talk get around to how
popular their stations are with the
cash customers in their market . . .
and that’s where you can include
Carl into the conversation!

Carl knows that we’ve got the
people where you want them in the
Duluth-Superior market and on the
Iron Range. They’re all concen-
trated within a 50-mile radius of
WDSM (Duluth) and WEVE (Eve-
leth).  When you get beyond this
that radius, you run into fish . . .
not pcople!

We've got an awfully weak signal
in Los Angcles county, but if you
want to rcach the 280,000 folks in
our ncck of the woods . . . you can’t
do bhctter than buy WDSM and
WEVE in combination. We can
look you straight in the cye when
we tcdl you that these two ABC
‘outlets cover the Duluth-Superior
markct and thc Iron Range like¢ a
pup tent . . . and what’s more, you
can buy both of thesce stations for
the pricc of just ONE Duluth
station!

Why not ask a Freo & Peters man
about WDSM (Duluth) and WEVE
(the¢ Iron Range)?

8

40 West 52nd

cContinued from page 01

Thauk you very much for the 200
copies of Radio Is Getting Bigger. It
i~ very kind of vou to allow us such a
generous number of copies,

These copies will be put 1o good
use. They will be placed in the hands
of local. regional. and national adver-
tirers from our area. and will help
tear down the resistance to summer
radio advertising.

Jint BribGes
| Radio, TV Division
! Hugo Wagenseil
Dayton, Olio

The article Radio Is Getting Bigger
i= the best 've seen.
GorpoN GRAY
iee-president

Wir. Philadelphia

This Radio Is Getting Bigger is good
; documented evidence to answer those
who view recent developments as in-
dieative  of
mediunm.

senilitn,. in onr  great

I Lreexe D, Hio
Manager
WORZ. Oclando. Fla.
|

Your article in the 23 May i==ne,
Radio Is Getting Bigger, is terrific,
WitLiaae R Doriagn
Director of Local Sales
W FBR. Baltiinore

Radio Is Getting Digger is a very
informative picce of work. and will
| prove valuable to WMAW’'s sales and
promotion departinents.

Lov RIEPENHOFEF
Promotion Director

WA, Milicawkee

That article Radio Is Getting Bigger
in vour 23 May issue is a crackerjach.
It certainhy pulls the chocks out from
under some of this ™adio is a dead
duck™ propaganda.

JoE Wis

General Manager
[ WLAP. Lexington. Ky,

It's so
Amazing -

we wouldn’t ask you to be-
lieve our sensational K-NUZ
if we didn’t
the figures — evers

success story
have
mounting Hooper ratings—
to convince you. Our spe-
i cially planned Texas pro-
gramming will bring your

clients immediate results in

Houston.

HOOPERS
SOURCE: 1949

[ ol s
| Morn. 13 147
A, 88 99

fve. 12.6 10.4

Sat. 1.3 131

Sun. 7.7 9.9

NATIONAL REP. FORJOE & CO.

Dave Morris, Gen. Mgr.

(KAY-NEWS)

“Your Good News Station”

9th Floor Scanlan Bldg.
HOUSTON 2. TEXAS

SPONSOR




Looking for the winner?

New York'

Represented by Radio Sales



WOW tour has blessing of
official Washington

Washington is interested in WOW s {armer tour of Western
states, Mexieo, and Biitish Colnmbia.  Feels same station’s
tour of Europe greatly helped  Midwest farmers” under-
standing of Luropean problems and ECA, Feeling s
that curremt tour will remove some of cornbelt’s insular-
Government realizes that the 18 states must know.
mnderstand. and appreciate cach other. It alkso feels that
VMexico and Canada.

ISt

L .S farmers wmust know

Lever Brothers tries to spur
buying with half-price sale

Campaigns like Lever Brothers”™ half-price sale of Life-
buoyv, which started the third week i June, have blessing
of Department of Commerce, whielr is interested in try-
mg almost =ingle-handedly 10 reverse the hand-to-month
consumer and retailer buving trend  which is slowing
down Dbusiness in general.  Spokesman for department
stated. “Adjustment forces have been at work long enough.
Savings-bank deposits must stop going np at current rate.”
Lifebuoy sale 1= being radio-pushed.

British products need
advertising in U.S.

Great Britain i=n't selling a~ much British-produoced mer-
chandise as she expected o, with result that something
has to be done.  Either Euglish pound sterling will have
to be devaluated. with US0 exports to England cut as
consequence. or sone other deviee will have 1o he nn-
covered. What G, hasn’t heen =old is that advertising
sells inthe LS
nor black-and-white has been used extensively. and quality

products can’t be sold without active promotion in L.,

Thus far. neither broadeast advertising

TV roadside billboards
may be traffic hazards

ational action against TV Dhillboards 1= in the making.
\at I act [ t o
“ear among automohile <afety authorities i< that hoards
I « aut hil fets anthorit that | ]
that present entertaimmnent may - distract drivers to snch
an o extent that traflic will result, AV action
waits upon form such hillbomds will take.

hazards

10

Guarantee against price
declines to be tried

Advertising will start for a number of produets like fuel
oil. which will guaramtee current buyers against price
dectines. Thiz is one idea being tested to loosen purse
strings of consumers throughout U.S. Refrigerators. oil.
and two makes of automobiles will try the price-guarantec
slant. with results being studied not only by competitors
but also by group of economie rescarehers in Waszhington.
Feeling is that idea will work only with big-investment
tems and oot with bupulse-buying items,

Fur processing important
in U.S. economy today

Proeessing of furs in LS, is rapidly beecoming of major
importance to national economy,
L.s

Furriers throughout
. are consistent users of hroadeast time. more so than
In 1947 manu-
factured fur goods at wholesale levels amounted to $313.-
100,000, increase in excess of 207,
Wearing of furs iz no longer restricted to any income

any other women’s-wear produet retailers,

and 1948 saw an

bracket. and the base is broadening monthly.

New EEA plan will not help
manufacturer expand distribution

Under new EEA plan, governmemt will loan small husi-
ness (under 500 emplovees) money for 20 vears with
Vo mterest.  ldea is to help small buosiness compete in
national scene.  Trouble from advertising point of view
is that U3, <l doesnt think of advertising as vital in
expanding business, and money required for this purpose
will not be casv to obtain,  Thes. manufacturer with ade-
quate. manufacturing  facilities but limited  distribution
will have to battle to obtain loans.  The Hhll is still not

advertising-minded,

Auto-Insurance rates to go
lower and advertising up

Competition among automobile-insurance companies will
decrease insurance rates and inerease advertising of these
firms that haven't been big spenders in past. Trouble is
that rates in big cities like New York have been highest
in nation. and s in these highly-populated arcas that
advertising would be most effective. Plans in works would
divide risks into good. fair. normal. poor. bad. and set
rates accordingly.  Only rub here is that biggest accidents
are freqnently those involving “first timers.”

Keep the men alive, new
safety campaign theme

While more bov babies are born in LS. than girl babies
(100 boys for cach 100 girls). things happen along the
line to change that ratio to 101-99 in favor of the distafl
side in later life. are killed off
quicker— at work, in auto accidents. and even working
Safety gromps are going to use this faet. and

This is beeanse men
at home,
others. to try to cut down male aceidental deaths and to
increase life span of men. Women live about five vears
longer than men.  These facts will be part of broadeast

('illlll)illgll.

SPONSOR




CHARLOTTE,

Hickory Salisburyo
\Morganton -/

Shelby o Gastonia

Gaffney “ % Rock Hill
o \ |
Lancaster

The first television service in the
Carolinas will be inaugurated July
15. Natu-ally, it's the television
service of the Jefferson Standard
Broadcasting Company—WABTV.
Service to an area embracing over
1,000,000 North and South Caro-
linians is assured from WBTV's
Spencer Mountain tower, rising
1135 feet above the surrounding
terrain. Effective Radiated power
will be 16,300 watts for video,
8,200 watts for audio.

WBTV offers advertisers the first
television approach to the Caro-
linas' richest market—where Effec-
tive Buying income has more than

doubled since 1940.

Represented Nationally
by RADIO SALES

PROGRAMS ON FILM FROM 4 TV NETWORKS

Jefferson Standard Broadcasting Company

20 JUNE 1949
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For Profitable

fWDm

WILMINGTON {,

N A

EASTON ‘
PENNSYLVANIA

WKBO

HARRISBURG
PENNSYLVANIA

e

WORK

YORK
PENNSYLVANIA

S

WRAW

READING

PENNSYLVANIA/
d

WGAL

LANCASTER
PENNSYLVANIA

Clair R, McColiough

Managing Direclor

Represented by

ROBERT MEEKER

ASSOCILILATES
Los Angeles New York
co Chicago

STEINMAN STATIONS

Carrol Meteer Shanlss*

Myr. Sponsor

President
The Prudential Insurance Co.. Newark

Minnesota-born Carrol Shauks at 51 i< the voungest presi-
dent of any of the worlds najor life insurance companies.
He is ~till voung cnongh to feel slightly  awed at the fact
that one ont of six people in the U. S0 and Canada holds a
poliey written by the Pradential. whose  $7-billion-dollar  assets
make it the number two life insurance firm in the ficld. Carrol
Shanks takes the responsibility of his job very serionsly, and rans
the vast Pradential set-up with the same kind of meticulous attention
to detail that used to characterize his lectures to his law students at
Yale. where he was an associate professor of law in the carly 1930,
He joined Prudential in 1932 quickly built a name for himself by
reorganizing the tangled finances of several depression-hit railroads.
A man with a mind like a steel trap. he rose swifth. became Pra
dential’s chief executive in 1916, Tle is neither a back-slapper nor
a stfled shivt. and often rides home on a Newark streetear. usualhy
uurecogitized by the many Prudential employees sitting near him.

The wmarket for Prudential’s many insurance services is found in
virtually every economie level of the population. and nearly 32,000.-
000 of a two-and-a-half-million-dollar P'rudential ad budget goes o
broadeasting advertising 1o tell the story of Prudential to the widest
possible audience. Rhanks has been close to the radio end of the
Pradential advertising operations since its start. in 1939, with an
Elaine Carrington-written soap opera. When A Girl Varries. on CBX.
ln 1911, Prudential started sponsorship of the Prudential Family
Hour (which the 'rudential sales foree found dificult to use as a
sales tool). and later added an across-the-board  davtimer. fack
Bereh. which the sales foree has used with great suceess. Last yvear.
Family Hour undervent a face-lifting and became Hour of Stars. a
slick. Tolly wood-name dramatic show that Shanks likes to visit oc
casionallv. and which is now vyving with Berel as a sales-producer.

Shauk’s thirst for knowledge never stops. Recently. when every-
one wax looking for him at the ground-breaking ceremony of a
Prudential housing project, he wax finally located, deep in a teclmical
disens<ion with the operator of a steam shovel.

“Neen with Ginger Rogers.,

SPONSOR
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It's only a few Billion Dollqrs_ Lyt

N szi;o/'/{// V(1A Wlﬂff
il YOHE SHARE?

$2,995,897,000.00...

1948 Retail Sales® in WOW-LAND counties (BMB)
el R s B : R
All authorities agree this year's retail sales may be slightly

lower ... BUT ...theyalso say ...

of 1949 retail sales will be made in the
third quarter—July, August, September;

of 1949 retail sales will be made in the
fourth quarter—October November, December.

(28%!
50-0-0-the Bedt-is Yetto come.

GET YOUR share of the ...

229, Spentin food stores; 119, Spentin stores selling motor vehicles & parts;

6%, Spentinapparel stores; 109, Spent in lumber and building material retail outlets;
309% Spent in general merchandise stores; 189, Spent in other retail outlets.

49, Spentin furniture stores;

RADIO STATION

g -

ONLY single advertising medium that covers OMAHA, NEBRASKA
the vast territory within 150 miles of Omaha in 590 KC « NBC - 5000 WATTS
every direction—450,000 families who listen to Owner ond Operater of

' WOW (BMB figures) —who spent $4,000.00
t per family in 1948, and will, in the most pessi-

mistic view, spend only a little less in 1949.

For availabilities sec your John Blair man, John J. Gillin, Jr., President & Gen'l Mgr.
or telephone Omaha, Webster 3400. John Blair & Co., Representatives

¥ (Based on SALES MANAGEMENT'S figures—May 10,
Survey of Buying Power—except for lowa, which is based
on state tax receipls.)

SPONSOR 13
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You WILL get Your share if you use the
; advertising facilities of Radio WOW —the \

!
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New developmoents on SPONSOR stories

See: "Why sponsors change networks"
Issue: December 1948

P.S.

Subiect: Whot hos coused the recent
shifts of big network
advertisers?

W hile time availabilities ~till seem to be the number one
reason win sponsors chaage networks, there continues
to be a heavy emphasis on “petty annovances.”  Two
recent shifts announced for this fall point ont this factor,
Wildroot i« shifting its very successful Sam Spade from
CBS 1o NBE This program was originally scheduled to
go on ABC. but a clever CBS presentation proved to
Wildroot’s satisfaction that it would do better in com-
petition with FEdgar Bergen at 8 panne Sundavs than it
would in the ABC mystery skeia on Fridavs,  And it
CBS had been
trying to convinee Wildroot that it would do still hetter
in another slot.

did. Then came another CBX phase,

CBS wanted 8 p.m. back for its own
Wildroot on its part thouglt
it had a prior claim to the tine period. having gambled
when nobody wanted to fight Bergen. When Wildroot
dido’t win it decided to move to \BE. Onee again it
will be fighting Fdgar Bergen
be different.

The shift of Horace Heidt to CBS this fall i anather
case of I)iqu(' |)|IL~' PR

Edgar Bergen program.

onhy the networks will

Philip Morris was interested in
seeing what the lleidt program would do in competition
with Jack Beuny when the latter moved to CBS. \BC
spent hnge snms of woney 1o =ell the public on listening
1o Heidt in the “number one =pot™ of network radio (7
[eidt held only part of the audience he
had built wp at 10:30 pane on the same network,  The

p-m. exto,

promotion was good. but it was expected to deliver the

workd with a fence around it over night,  1leidt nright

have chipped away Benmy's audience if he had been
altowed enough tine, bot Philip Morris wasn't buailding
network listening. it was buving an audience to whom
it could sell it= " No smoking hangover.” Horace lleidt
returned to s old hour in May and regained =ome of
his lost audience. but Philip Morriz felt it had heen
sold a bill of goods and when €CBS had a good Sunday
night ~pot open right after the Benny-Bergen-Admos "o’
Andy combination. it shifted. but quickly.

see: "‘Give-Aways: they're big business";
“Telephonitis'’; and P.S.

IssueS: May 1948, p. 33; June 1948, p. 38;
28 Februory 1949, p. 8.

Subiect: New trends in rodio ond TV give-
away shows, The movie theaters
fight bock.

P.S.

Taking their ene from the overnight suceess of a TV
version of Stop the Musie. the Camphell-Ewald ageney
and producer Mark Goodson have added a telephone
give-away gimimick to the Chevrolet dealer-sponsored
Winner Take All on WCBSTV. New York,  Like the
telephone stunt on Music. viewers of Winner are urged
to mail in posteards with their name and “phone number
to the show i order to be eligible for a give-away call.
The question that leads to the jackpot is non-musical,
althongh visual in nature. and consists of viewer identi-
fication of a “mystery picture.”  Winner is telecast in
the New York area only. =0 far. for the Chevrolet-dealer
group. and the returir onr posteards has been surprisingly
heavy and compares favorably. in proportion. with the
350,000 posteards that the full-network tABC)  visual
{Please turn to page 16}

OHIO STATE UNIVERSITY’S
19th Institute for Education by Radio

SPECIAL AWARD
to WOV and

T

The Institute for Democratic Education
for
“"THE MAN NEXT DOOR"

A pioneering effort . . . an authoritative and intensely human series of
programs which build up the democratic tradition and fight prejudice and
discrimination.”

Originators of

RALPH M. WEIL, Gen, Mgr.

The Bolling Company
Nationol Representativis

NEW YORK

14 SPONSOR
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eorgia’s First 3 Markets |

e

The C.B.S. Affiliates in h G

THE TRIO OFFERS ADVERTISERS AT ONE LOW COST:

Concentrated coverage ® Merchandising assistance

Listener loyalty built by local programming e Dealer loyalties

— IN GEORGIA’'S FIRST THREE MARKETS

The Georgia Trin

Represented, individually and as a group, by

THE KATZ AGENCY, INC.

New York © Chicago * Detroit * Atlanta + Kansas City + San Francisco « Los Angeles « Dallas
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Since KVOO's estoblishment in
1925, farm programming hos been
of prime importance. A 240-acre
Demonstration Farm is operated by
KVOO. Sam Schneider, KVYOO Farm
Editor, Is active in locol, state ond
Notional Radio Form octivities.

KVOO farm radio listeners in 16
states recently sent 23,122 letters, con-
taining 23,122 dimes, to the KVOO
Farm Department for a package seed
offer.

All announcements featuring the
offer were made on Farm Department
programs during February, 1949. No
other promotion was used.

Such gratifying response is power-
ful evidence of the large and faithful
KVOO Farm program audience. Each
letter received is proof that our lis-
teners know any offer made by KVOO
is a good offer.

Programming such as the KVOO
Farm Department  offers  "in  the
money” farmers and ranchmen in the
Southwest, will pay you big dividends,
too!

For more facts on one of the South-
west’s oldest and best known radio
farm departments sce your nearest
Edward Petry & Co. office or phone,
wire or write KVOO.

RADIO STATION KVOO

50,000 WATTS

OKLAHOMA’S

EDWARD PETRY AND CO., INC. NATIONAL REPRESENTATIVES

CREATEST STATION

TULSA. OKLA.

SPONSOR
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@ New National Selective Business

SPONSOR

PRODUCT

AGENCY

STATIONS

CAMPAIGN, start, duration

Claridge VFood Co

G. i, Coughlan (o

Esquire, Inc

Canned ham-
burgers

De Moaist
(humidifiers)

Coronet magazine

I’aul Lefton
N.Y

D-F-3 (N.Y.)

Schwimmer &

Indef”

(Test eampaign planned
for major mkts)
3-5*

(Seasonal test campaign;
major mkts)
(Major mkts)

Spots, breaks; .ul or Aug start;
13 wks

liive spots, partic; Jun 6; 13 wks

I.t. ~pots, breaks: Jun ~; 32 wks

Scott (Chiy) Indef*
General Aniline & Film Anxco film Young & Rubicam 5-6* Spots, breaks; Jun 53 wks or
Corp (Ansco Div) (N.Y.) (Summer campaign. May longer
expand and continue thru
fall)
Greyhound Corp Bus travel Beaumont & 3+ Spots, breaks; early Jun thru srum-

Kellogg (n

Lever Bros

Lory Cosmetic Co

Pep cercal

Lifebuoy svap

Trill (wrinkle

Nlohman (Chi.)

Kenyon & UEckbhardt
(N.Y.)

SSCKB (N.Y))

Chernow (N.Y.)

(Summer campaign. May
go natl in all major mkts)
lndef*

(Limited natl campaign,
major inkts)
Indef*

(Sumimner campaign;
major mkts)
Indef*

mer; 13 wks

Speots (adjacent to kid shows); Jun
6 to Jul 1; 13 wks

1.t. spots, breaks; Jun 6; 13 wks

Spots; Jun 43 13 wks

reducer) (Test campaign;
Fastern mkts)
Warner Mfr. Co Weathermaster Alfred F. Tokar Indef* Spats, partic; Jun 6; 13 wks
acreens-storme- (Newark) (Suwmmer campaign.

Wildroot Co

& T

-""'H\I
BLA, New
o

sash comho
Wildroot Shampoo

BBDLO (N.Y.)

Major Eastern mkts)
0-12*

(Introductory campaign,
West Coast.major mkts)

F..t. spots, breaks; Jun-Jul; 13
wks

and Renewed Television (Network and Selective)

SPONSOR

AGENCY NET OR STATIONS

PROGRAM, time, start, duration

Allied Food Industries
American Tobacco Co

Lewin
N. W, Ayer

WRZ-TY, Boston
WRGH.
Schenectady, N.Y.

Slides and live annemts; June 10; 13 wks (r)
Film anncemts; May 10; 17 wks (r)

Barcalo Mfr Co BBDXO WRBEN, Buffalo Paradise Islaad; Wed 10-10:13 pm; lune 1; 13 wks (n)
(Furniture)
Benrus Watch Co Tarcher WBKLB, Chi. Fihu spots; May 16: 532 wks (n)

Blatz Brewing (o
Barden Co
Bowman Gum Co

Chesley-Cliford
Young & Ruhicam
Bruck

KNBH, 1I’ywoeod
WNRBT, N.Y.
WNUT, ’

Film spots; June 1; 13 wks (n)

Film spots

July 16; 52 wks (n)

Film spuls; June 15; 22 wks (n)

Y.
Brown & Williamson Bates WARBD, N.Y. Slides and live annemts; July §; 32 wky (n)
Toubacce Corp (Kools)
Buleva Watch Co Biow WNBW, Wash, Film spots; May 20; 11 wky (n)
Drugstone Television Fisher WABD, N.Y. Calvaleade of Stars; Sat 9-10 pm; June 4; 52 wks (n)

Productivns
Esso Standard 0Oil Co

Forstner Chain Corp

General Foods Inc
(Maxwell House (‘offee)

General Time
Instruments Corp

Guodyear Tire &
Rubber Co

McKesson &
Robbins Inc

Meltoway Reducing
Plan Inc

Pequot Mills

Peter Paul Inc

Pioneer Scientific Co
(Polaroid TY lenses)

Procter & Gamble
(Various)

Reuben H. Donnelley

orp
Ronson Art Metal Works

United Wall PPaper

Yictory Packing Co
Vogt & Son (Dog food)
Wildroot Inc

(Ilair Tonic)

Marshalk-Pratt

Lewin
Bentan & Bowles

BBD&O

Young & Rubicam
Benton & Bowles
W. L. Ruhens

Tarcher
"latt-Forbes

Cayton
Benton & Bowles
N. W, Ayer

Cecil & Preshrey

McFarland-Aveyard

W, Jeffreys
Clenets
BBD&O

WARBD, N.Y.
WOEBS-TY, N.Y.
WRGE,
Schenectady, N.Y.
WNBT, N.Y.
WCBS-TV, N.Y.

WPTZ, Phila.
WRKBEB, Chi.
WNBT. N.Y.
WPIX, N.Y.

WPTZ, Phila.
WNRBK, Cleve.
WRBBQ, Chi.
WNBT, N.Y.
WRBZ-TV, Boston
WNBT, N.Y.

WRBBQ, Chi.

WNBT, N.Y.
WRBBQ, Chi.
WNBW, Wash,
WRZ-TY, Boston
WNRBT, N.Y.
WNBK, Cleve.
WNBH, 1I'vwood
WNBT, N.Y.
WNBT, N.Y.
WPTZ, Phila.
WARBD, N.Y.
WOCBS-TY, N.Y.

Film spots; Various starting dates from June 1-3; 5 wks (n)

Film anncmts; June 15
Mama; Fri %-5:30 pm;

2w
June

ks (n)
17; 52 wks (n)

Film spotx; May 30; 13 wks (n)

Film spots; May 14; 26 wks (n)

Filin spots; June 30; 1 wks (n)

Mollyweod In New York: Sat 7-7:15 pm; May 21; 13 wks (n)

Film spots; May 25; 13 wks (n)
Filim spots; May 20; 13 wkx (n)

Fitm spots; June 3, 26 wks (r)
Film spats; June 15; 26 wks (n)
Film anncmts; June 3; 32 wks (n)

Film spots; June 20; 2 wks (n)

Film spots; July 1: 26 wke (r) (n)

Filin spats; May 10: 25 wks (n)

Film spots; June 1; 32 wks (n)
Film spots; June I5; 32 wks (n)
Film spots; Various starting dates from June 1-15; t-% wks (n)

® In next issne: New and Renewed on Networks, Sponsor Personnel Chauges.

and renew

National Broadeast Sales Executive Changes, New Agoney Appointments

o



Advertising Agency Personnel Changes

NAME

FORMER AFFILIATION

NEW AFFILIATION

Joseph W. Bailey

A. F. Banke

FEdgar A. Barwood
W, Rex Bell Jr
Raymond L. Bergman
Witham Bernbach
llendrik Booraem

Loy M. Booton
I rank Burns

Wanston (0. Bute
James i, Cominos
Delbert J. Cook
Alfred A, Coughlin
Mavwell Bane

Tam Deachman

hent Dennan

Ned Doyle

Chester W, Dudley br
tohn Duffy

Mary Dunlavey
Iuchard L. Eastman
Mal Ewing

Michact Fain

James I', Felton
Revill }. Fox

Filis T. Gash
Blaisdell Gates
Jack €. Grithn
Marvin E. Nolderness Jr
Calvin R, Jlohues
Bennct €, Kessler
Russell Kolburne
Claire Koren
Harry Krawit
Joseph €, Lieb
David Marshall
Robert K. Mason
Bsran W. Maye

Charles T. MeClelland
Tomn Mebermott

Walter W. Michener
Kenneth kK, Mome
Nathan Nestor

C. Sewell Pangman
dohn Haskin Potter
Frances Quinn
John F. Reeder
Wilfred S, Roberts
Ruseell ¢, Rowan
Robert E. Scgil

tidgar G. Sisson Ibr
Ruoscoe Sturges
Robert J. Terbruncgren
Willium Travis
Frederic b, Tromp
Itarold M, Walker
Nat Weinstein
Bernard W, Wilens
Waine G. Williams
W, C. Woody JIr
Bernard Zwirn

Lonis G. Cowan, N. Y., vp
Fred Jordan, L. A., acct exec
Max Field, Piovidence, R. 1,

haLl, Saklt Lake City, prom mgr

Grev, N. Y., vp

Mutual Broadeasting Svstem,
program consultant

NBC-TV, N. Y., Texaco, Admiral, Kraft
technical operations dir

I.evalley, Chi., sp in chge radio, TV
hmgan & Co, Indianapolis, ady pub 1cl dir
Kadio producer, dir

Vickers & Benson, Montreal

J. Waler Thompson, N. Y.

Grey, N. Y., vp

Benson & Bensen, N, Y., vp

KRALL, Salt T.ake City, nens announcer,
weiler

Pedlar & Ryan, N. Y., radio mecdia dept

KRalph Yamhert, H'wood., prodn dept

Campbell-Mithun, Mnpls,, acct exce

Sam P, Judd, S 0.
Montgomery Ward & Co., Chi.

John Shrager, N. Y., prodn asst

Foote, Coane & Belding, L. A, radio asst
Peck, N. Y., vp, sce

Kastor, Farrell, Chesley & Clifford, N. Y., vp

Richard G. Montgomery, l'ortland, QOre,,
acct exee

Benton & Bowles, N, Y., prodn sapery

MeLain, Phila., acct exce
Fuller & Swmith & Roxs, N. Y., acet cxee

Advertising Cony Sceevice, N, Y., prey

Finmeran, N. Y., aect exce

Walt Disney Produetions, Bnrbank, Calif,, dir

Pedlar & Ryvan, N. Y., TV dir

Kaehd, l.andis & Landan, Cleve., acct evec

Cooper & Crowe, Ralt l.ake City, acet c¢rec,
pub rel dir, research dir

Pedlar & Ryan, N. Y., vp, radio dir

Foerson Prug Co, Balto., asst adv dir

Leland K. Howe, N. Y., vp in chge radio, TV
MeCann-Erickson, N. Y., acel exec
Ruthrauwff & Rvan, Seattlc

h. L. Shepard, Chi,, radio, Ty dir

Station Representation Changes

Grev, N. Y., radio, TV mgr

John H, Riordan, 1. A., acct exec

Arthur ¥. Brown, Boston, acct exec

Arbee, Terre Haute Ind., aect exec

Francom, Salt lake City, radio dir

Doyle Dane Bernbach (new). N, Y., pres
McCann-Enekson, NV, Y., exee radio producer

Fairall, Des Moines lIa., acct exee
Kudner, N. Y., radio, TV producer, dir

Lennen & Mitchell, N, Y., acet eaec

Same, gen mgr

Jim Baker, Milw., acct enxec

Kndner, N. Y., radio, TV producer, dir

PDoyie Dane HBernbach (new), N. Y., vp, gen mgr
Harald ¥. Stanfield, Toronte, acct cvec
BRDB&O, N, Y, acet erec

Doyle Dane Bernbach (new), N. Y., cxee vp
Compton, N, Y., acct exec

Cooper & Crowe, Ralt ! ake City, radio dir, acet exce

Newell-Emmett, N. Y., timebhuver

Frwin, Wasev, N, Y., radio, TV dir
Davisen-Dibble, CGlendale Calif., acet exec
Adair & Director, N. Y., aeet crec

Foote, Cone & RBelding, [, A., acct exec
Arthur G. Rippey, Denver Colo., acel exec
Burnet-Kuhn, Chi., vp

ERiott, bBaly & Schnitzer, Oakland, vp, acel exec
Sherman & Marqguette, Chi,, acct exce
Doreinus, N. Y,, accl erec

Fuller & Smith & Ross, Chi., acet exce
Artley, N, Y.. acct exec

Name, acct exec

Same, timebuyer

Name, pres

Gever, Newcell & Ganger, N. Y., acct exee
sardner, N, Y,, media, research dir

Wallace-Lindeman, Grand Rapids Mich,, vp, sr acet exce

Foote, Cone & Belding, L. A.. acct evec

Grant, ballas Tex., acct enec

Same, asst to vp in chge radio, TY, dir radio prodn

activities
Walter 8. Chittick, Phila., aect exec
Same, Cleve,, acet exce
Battistone & Bruce, N, Y., TV dir
Oakleigh R. French, St 1., media dir
Buchanan, N. Y., acct exec
Commerce, N. Y.. accl exec

William H. Weintraub, N, Y, vp, Kaiser-Frazer acet exec

Same, radio, TV dir
Same, vn
Chernow, N, Y., acct exec

N. W. Aver, N. Y., radio, TV progranung dir
Grey. N. Y., acct cxec

Clark & Rickerd, Detroit, media dir

Chernow, N. Y., radio. TV dir

Grey, N. Y., acet exec

Rhoades & Davis, 8. F.. gen mngr

L W, Hawntman, N. Y.. radio dir, acct cxec
Battisone & Bruce, N. Y.. TV operations supery
Goodkind, Joice & Morgan, Chi., radio, TV dir
Grant, Dallax Tex., acet cxec

Ruthrauff & Rvan, N. Y., radio, TV publ dir

STATION

AFFILIATION

NEW NATIONAL REPRESENTATIVE

CKIL., Matanc Qne,
KANA, Anaconda Mont,
KBOIL, Baeulder Colo.

RBYE, Oklahoma ity Okla.

KhCOL, Ft. Colline Cola,
ROSI, I"uehla Calo,
KI'NO, Grand Innction
RIFBC, Chevenne Wva,
ht.AK, Gallup N. M.
hGY O, Mis<souta Mont,
hOAT, Alhnquergne N,
KOFPT, Seottshluff Neh,

KOTA, Rapad Caty S, 1),

LRAL, Rawline Wya,

RRDO, Colorado Springs
1.

KWSWN, Rowwell N\,
RIRC, Sante Fe N. M.
KY O Cas<per Wha,
KYOl |, taeeley Cola,
WHBIR., hnoxville Tenn,
WIBN, Fiea N, Y,
WIS, Rockles WL Va,

WEHLIL, Huntington W. \ g,

WIian, Tolkde O,
WWNBZ, Vaineland N, J.

Indcpendent
Independent
Independent
Independent
Independent
MBS
Independent
ARBC

ARC

CBS

ABC

RS

CHN

A

Cota, Independent

Independent
ARBC
AR
Independent
ABC
[ E 5
[ EES
MBS
Independent
Independent

Toseph A, Hardy
bon Donahue

Don Donahue

Radio Representatives
Don Donahue

Dan Donalwe

Dan Davishue

bBan Donahue

Dan Pannhae

banm Donahue

bBon Danahne

Ban Darwaline

Dan Danalge

Dan Donahne

bBan Donahme

Ban Donaline

bBan Donahue

Ban Dopahne

bBanm Donahue

Bolling

Ra-Tel, for Midwest, South
Weed

Transit Radio
Headlev-Reed

Joseph llershey McGillvra
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Niglll and dayv. WHO is the most “lis-
tened-to™ station in lowa. The 1948 lowa
Radio Audience Survey® gives “listened-to-
most™ figures for each of lowa’s 99 coun-
ties. WHO gets the highest nighttime
rating in 70 of these connties, the second-
highest in 15, third-highest in 8.

Daytime fignres of course follow the
same general pattern.

Outside Iowea, WIO seores a remarkable
“Plus”—has a daytime BMB andienee in
130 additional counties in 8 states and
pulls vear-round mail from listeners in
10 states,

This overwhelming listener-aceeptance
is proof of WHO inspired and public-
spirited programming. Ask us or Free &
Peters for all the facts.

20 JUNE 1949

2% The 1918 Towa Radio Audience Survey is a "must” for
every advertising, sales, or marketing man who is inter-
ested in the lowa sales-potential.

The 1913 Edition is the eleventh annual study of radio
listening habits in Iowa. It was conducted by Dr. F. L.
Whan of Wichita University and his staff, ix based on
personal interview of 9,224 lowa families, scientifically
selected from the city, town, village and farm audience.

Ax a service to the sales, advertising and rescarch pro-
fessions, WIIO will gladly send a copy of the 1918 Survey
to anyone interested in the Iowa radio audience and its
{istening habits.

Wil ©

+ for lowa PLUS %

Des Moines + « « 50,000 Watts
Col. B. J. Paliwer. President
fﬁ I’. AL Loyet, Residen1 Manager

? FREE & PETERS, INC.

1 National Representatives
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SPONSOR IDENTIFICATION CHANGES IN FOUR PROGRAMS ON NEIWORKS DURING 12-MONTH PERIOD, FEBRUARY 1948-FEBRUARY 1949

o [low’s vour
sponsor: identification?

Your program may be popnlar. hat

do they know who yon are?

20 JUNE 1949

$ High-rated  programs ecan
be commereal washouts
v if their sponsor identifica.
tions are low. Thev can still be wash-
outs with high sponsor identifications.
but there are comparatively few pro-
grams with high SI's that fail 10 pre-
duce for advertisers using them.
SP’s don’t neeessarily  mean very
high sales tmpact. but. in licu of a
better index, sponsor identifieation
must serve as an index of advertising
effectivencxs for most advertizers who
do not have facilities with which to
cheek divect sales inmpact of any ad-
vertising vehicle.
Dr. 1.0, 3s first in the February 1949
SI Hooper report. It has an 86.7
which means that 86.7¢ of it= audi
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Impact® vrs. Hooperating of Top Fifteen programs

February, 1949

Impact Rating

(Based on Sponsor Ident.
& Program Hooperating)

ooperating)

AAALLLLLE LU LL

1 Radio Theatre

Fibber McGee
& Molly

3 Woalter Winchell

4 Jack Benny

i ‘ ‘ ” ‘ “ 1::mim
0
Il Iz
AT

Ty

HITTT

Arthur Godfrey's
Talent Scouts

LALLM

20.8

LAgiadigy

6 Bob Hope

A

7 Bob Hawk Show

8 Stop the Music

(P. LOI’i”OI’d) llllll.lll
= IITHINT
o T 0
9 People Are Funny | S
. T
) 0
1C¢ Your Hit Parade o
14.2
—paliil \l“lllm
n Truth or !
Consequences T
_m Lt
]2 Amos 'n Andy . LLLLLARR L o
13 Stop the Music
(S eide|) W TITTTTITTY
P 23.2
~ Ly
14 Bing Crosby " T
12.7
Crime 3
Phofogrcpher I l " l]llg"él
LLELLLLLE

* Percentage of all homes that hear
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program and recognize its sponsor

ence in telephone homes in 36 cities
were able to identify either the spon-
sor or the product advertised. The
reasons for its high estate. hased upon
a formula uncovered by Larry Deckin-
ger for the Biow Companv, are multi-
ple. Dr. 1.Q). has been on the air for
ten years. The longer a program is on
the air, the higher the reeognition of
the advertiser by listeners. Deckinger
figures two points per 20 months of
consecutive broadeasting.  Dr. 1.Q.
continuously uses the name of the
sponsor and its products all through
the broadeast. The Deckinger formula
indicates that a program’s identifica-
tion with its sponsor increases five-and-
a-half points for every ten product
mentions during a single airing.  Also,
distribution  of  product  mentions
throughout a program tcnds to in-
crease identification on an average of
11 points.

Dr. 1.Q). uses a collection of com-
merctal devices during cach hroadeast,
i addition to straight commercials.
Deekinger reveals that “shows that use
other types of commereials. in addition
to straight, appear 1o gel an average
of 16 points higher sponsor identifi-
cation than those that do not.’

The higher the rating of a program.
the better the sponsor identification.
The increase is said to be five Sl
points for every three points increase
in audience rating.  Dr. [.Q. also falls
within the top class of high SI pro-
grams.  Quiz shows. according 1o
Deckinger, reeeive tl points more
than the average program commercial
identification.  /)r. 1.Q. is beyond
question a quiz program. Thus, the
program profile because of the type
of program that 1t i-, the number of
commereial mentions in each broad-
cast, the length of time it has heen on
the air, and the rather snbstantial
rating that it nsnally receives.

Next to Dr. 1.Q. i the Febrary
Hooper Sponsor ldentification report
is that program wlich has had a con-
tinmons record of connnercial associa-
tion in the minds of Monday night’s
dialers, Lux Radio Theater. Lux’s
high sponsor rating is no accident.
Using the name of the product in the
title of a program insnres 18 more
points than the same program wonld
have received without the produet or
firm name being used.  The lever
Brothers-sponsored  hour drama has
a long history of entertaining in the
home (over 13 vears). it uses straight
and star-endorsement conmercials. it
frequenthy is the number one rated

SPONSOR



*“*Top ten*

radio sponsor identification rs. Hooperatings
February, 1949—(36-city random telephone home sample)

Rank  Program

1. Dr. . Q.

2. Radio Theatre

3. Bob Hawk

4. Godfrey's Talent Scouts
5. Fibber McGee & Molly
6. Double or Nothing

7. Telephone Hour

8. Give & Take

9. Grand Slam
10. Welcome Travelers

|deSnF:?ﬂncs:1rion e 10 HOZ'SQ’ -
86.7 1. Walter Winchell 28.1
86.3 2. Fibber McGee & Molly 26.6
80.9 3. Radio Theatre 25.1
80.2 4. Jack Benny 25.0
78.1 5. Bob Hope 21.0
73.4 (D) 6. Godfrey's Talent Scouts 20.8
73.2 7. Duffy's Tavern 19.7
731 (D) 8. My Friend lrma 19.6
72.7 (D) 9. Amos 'n' Andy 18.9
72.1 (D) 10. Stop the Music 18.8

(D) Daytime program

vrogram ou the air. That all adds up
to top commereial impact. For Febru-
ary 86.37 of Lux Radio Theater lis-
teners were able to tell Hooper tele-
phone checkers that Lux (or Lever
Brothers) sponsored the program. The
fact that program is aired for an hour
increases its opportunity of establish-
ing the name of the advertiser or lis
produet.  There aren’t enough hour
programs on the air for any rescarch
study to prove conclusively just how
much more identification an hour pro-
gram will achieve than a half-hour or
a 15-minute broadeast. 1t is admitted

by most research authorities that the
more time that is available in which
to place eommereials. the higher the
sponsor identifieation should be.
Tobacco commercials  appear  to
achieve 13 more points than the aver-

age. That explains in part the high
Sponsor  ldentification of the Bob
1

llawk program--that and the fact that
it's a quiz, repeats the product name
cvery few minutes. and has a special
tlemac) feature that sells the product
name. The Bob Hawk program has
an added stimulant in the fact that
Camels are advertised widely in other

media.  According to Deckinger. “the
more that is spent on a product in
other media. the better the ~ponsor
identification an advertizer
for his air dollar.”  Camels spends a
tremendous budget in all media.  Tts
sponsor identification on the air profits
from that hudget.

There are always exceptions to every
rule. The fourth and fifth programs
in the February Top Ten Sponsor
ldentification report do not live up
to the general rules laid down by
Deckinger.  Arthur Godfrey's Talent

(Please turn to page 10)

reecives

“*Top ten** N, Y. TV

sponsor identificalion
February, 1949—(TV telephone home sample)

rs. N. Y. Teleratings

Rank Program

1. Texaco Star Theatre

2. Arthur Godfrey's Talent Scouts
3. Arthur Godfrey & His Friends
4. Broadway Revue

6

. Kraft TV Theatre

.

5
Philco TV Playhouse
7. Bigelow Show
8. Amateur Hour
9. Break the Bank
10. The Gulf Show

Plra Rank  Program Teleratinas
94 1. Texaco Star Theatre 76.6
94 2. Arthur Godfrey's Talent Scouts 56.1
N 3. Broadway Revue* 50.6
90 4. Toast of the Town 48.0
90 5. Arthur Godfrey & His Friends 46.6
90 6. Break the Bank 34.7
86 7. Your Show Time 325
85 8. We, the People 32.2
84 9. Arrow Show 321
84 10. Colgate Theatre 30.2

" The Broadway Revue was broadcast on WABD andWNBT. The rating is the combined audience to both charne s.

20 JUNE 1949
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An hour

Rohin, spim

»ng time for any performer but Betsy King wins Hub youngsters with disks and chatter

(hat disk

Babes in the stndio prodnee

sales in the home

10~ difficult to trace  the

., .
) huving effect of the three to
F3acar-old ave group. That

they mflnence multi-amillions of dollars
m wmal spendmg there can be no
donbt. Tlow to reach them direetly.

their  allegiance, s

For a constderable

without  huvin

another qm'.\linn.
of vears, hakers ~ponsored prao-

«mall and

iddressed  to 0Nnes,

a1 discarded shows planned for the

short-pantzcand-curls «et. They diseov-
ered that the baker with the newest.
sometimes  the
took the
business right awayv {rom the competi-

and nost  expenshe.

preminm moppet-ispired
tion. The regnlation Unele Don, Aunt
Susan, or Sister hate type of commer-
cral airtng held the three to seven-vear-
old gronp. and lost them to thrdlers
following the latter vear in their lives,

\ great number of these kid pro-

grams still eontmue on the local air
More and more. however. they are
being replaced with sessions that. like
Howdy Doody in TV. do not 1alk
down 10 half-pinis.

Radio’'s newest program tyvpe 1o run
the gamut and come through a suceess
i= the kid di<k jockey. It's difficult 10
put the tag “first” on any of the
voungsters who have sat before turn-
tables and talked. WOR elaims a
“first” for s Robin Vorgan Show,
which ran for a considerable period
during 1918 on Sunday mornings at
8:30 and later ar 10:15-11 a.m,
vear-old Robin was listed as one of
the first 15 local programs in New
York verv shortly afier she hit the
air. She’s no longer broadeasting on
WOR. but her counterparts are all
over the nation.

The latest s Betsy King. daughter
of Gene KNing. program director of
WCOP. Boston. Betsy handles a much
longer session than most of the disk
jockeys who have to st on phone
hooks ta cue np disks. She handles
the program as though it were two
half-hours. from 9 to 10 a.m. She calls
her hour Let’s lave Fun. and she
does. Becanse she feels that Sundays
must have pravers. she ends cach ses-

Six-

one of her own
and sends her listeners off to chureh.
I'he reason =he has planned her pro-
gram as two hatf-hours is o religious
one, also. She feels that the first group
of listeners starts for church on the
half-hour. and that the second has re-
turned home from earlier services.
One reason why it's possible to have

stoir with a praver

a disk-jockey session for the voung-
slers is because today there’s a wealth
of recorded musie, nurserv rhymes.
and stories especiallv pressed for the
just-omt-of-diapers trade.  Whereas a
vear ago a disk jockey like Betsy King
would have run out of disks to play in
a very few weeks. today there are it
crallv thousands of recordings wlich
are entertiining for  the
voungsters. but whieh also have the
approval of the PTA's and edueators
wenerally.

not  onlv

When there are plenty of
disks to spin. 1Us Jogical that there
will he a solid inerease in joekevs to
sp them.

Betsv King's appearanee on the air
ABC eancelled Coast-
10-Coast on a Bus. a network program
with a big following in Boston, WCOP
wanted to hold that audience, and de-
cided 1o replace the network program
with one of its awn that had the same

was an acerdent.

hasic appeal. 1t was one thing to make
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thi=  deciston.  and still  another to
create a program that would hold the
critical young audience. Practically
all the children auditioned for
the program went stifl hefore the mike,
and the station was about to forget the
whole thing. when Gene King finally
sold Mrs. King on letting their dangh-
ter have a craek at it

Although Gene is program director
of the station. he 1s a disk jockey at
heart. lle held down the Midnight
Jamboree at WEVD (New York) for
a loug tinte, and then moved to WOR
for an afternoon period of record spin-
ning. Betsy had  grown up  tshe’s
eight) in a show-business disk-jockey

who

atmosphere, and when she sat down
to play reeords and talk about them,
it was just as though she were mimick-
ing Daddy. She to the
studio. she goes to Daddy’s oihce. That
doesn’t change the fact that she feels
that she has a responsibility 10 “her
audience.” She has to earn the dime
a week her stint pavs her (the rest
goes into a bank account about which

doesn’t go

she knows nothing).

Recently Betsy offered 100 sundial
the first 100
letters to her program. She received
2.653 requests from 145 different com-
munities, The cards and letters were
not only bids for the watch, but also
included requests for favorite disks
like I Luv a Wabbitt, Mickey and the
Beanstalk, and Betsy’s theme song,
Peter. Peter, Pumpkin Eater.

Betsy insisted on checking each post-
mark on the letters to make certain
that the first 100 writers received their
watches. To the rest she insisted on

watches to writers of

writing letters telling them that she
was sorry there weren’t enough

watches 1o go around. “After all.” <h
explained to Daddy. “l can’t afford to
lose any of my listeners.”

IUs Betsy's unspoiled quality. plus
the extensive collection of disks from
which she can choose records to spin.
that has given her a higher rating than
Coast-to-Coast on a Bus was receiving
when 1t went ofl the air. 1Us only a
Pulse of 1.3. but that’s slightly terrifie
for Sundavs at 9 a.ne.

While giving tiny Belsy a great deal
of credit, 1’s also wise to keep in mind
that her seripts are written by ler
program-direetor father.  Also. Betsy
rehearses.  What she does comes na-
turally, but the reason that she’s sueh
a success is hecause even at eight. she's
a performer.

. and there’s an extra factor.
Dad has never forgotten that it takes
promotion to build even a kid session.
Burl Ives erowned Betsy “Queen of the
AFRA Ball”™ in Boston, and that. too.
was part of what it takes in show
business on The pro-
gram hit the air for the first time last
November. and it's growing in impact
practically broadecast by broadcast.

While the six and eight-year-olds
make the best copy and reach the
the consistent juvenile

or ofl radio.

vounger set.
disk jockeys are the 12 and 13-year-
olds like George Yarbrough on WHOO
in Orlando. Florida. George is just
a regular kid, a newspaper route car-
rier who is working his way through
school. He spins disks under the gen-
eral title Teen Time, aud appears to
know more about the musicians on the
records he places on the turntables
than do most adult jockeys. He
handles most progrants onee in a while
(Please turn to puge 34)

DF / WONDAY THRU FRIDAY at 4:05 o'clet
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A WPIT (Pittsburgh) built juvenile disk jockey into high school contest and sold RCA disks

Robin at & landed in local N.Y. first 15 shows

KSAN sells Holsum Bread and sids Camp Fire gitls



m Rescarch has made  Sus-
pense. The weekly  half-
hour mystery show, with it stress on
dark  psvehological wmood  and  its

themes. has
heen developed and nurtured as care-

crime-and-punishment

fully as a rare orehid. Suspense has
been watched over. experimented with,
and carefnlly Duilt i a collaboration
between the CBS Program Department
and the CBS Rescarch Departiment ever
sinee Suspense joined the ranks of web
radio thiillers i mid-June of 1912,
The payofl has come 0 steadily-
nmereasing ratings and reaction seores,
until the CBS invstery package now
stands seventh in Tooper (15-31 May
teporty and iz several notehes abead
of other high-rated mystery programs
like Moo Keeuo Crime Photographer.
and District 1towney.
The Eleetiie

~porr~o1 of Suspeuse iu radio and more

Auto-Late Company.

recently sponsor also of a paraphrased
version of it in IV, has fonnd that the
rescarch done on the program by CBS
has a direct bearing in maintaining
the high-interest level thronghout the
\uto-Lite conmereials. and in improv-
mg  their effect npon the listener,
Thiongh the use of the “Linle \nnje™
Program \nalvzer. which has tested
the <how |)1'l'im“('il“\ on snecesshve
«rotups of ten or more listeners. the

26

Charles Laughton symbolizes “Suspense” today—with mental rather than physical twists

gnalitative  second-by-second  reaction
to Suspeuse broadeasts has revealed
the show’s highspots and lowspots, its
strengths and weaknesses. “Little An-
nie’” has also revealed. as a somewhat
contingent factor in the findings. the
basie suceess secrets of spine-tingling
air dramas in general,

By  putting into  actual
the “Litde Annie” findings on Sus.
pense. rather than being content to
relv on the jutuitive thinking of the
producers, directors. writers. actors,
and ageneymen  involved, CBS  has
binlt for its line-up of “house-built”
shows one of the most consistently
high-rated programs in radio. At the
same time. Fleetrie Auto-Lite has been
able to adapt “Little Aunie” findings
tailor it commereials

practice

in order to
to the pe fected Sll.\'pl’u.\'(’ structire,
and to use the program as a suceess.
ful selling tool.

From the beginning. the mystery
show was huilt aromd the definition
of the word “suspense™ as given by
GBS researeh man Dr. Gerhart Wiehe.
\ecording to him: “Suspense is the
fear that a speeific crucial and un-
pleasant event will ocenr.™ This was
carried ont in the first Suspeuse broad-
cast on 17 June 1982, \t that time.
even the €BS program executives were
not too sire as to the exact path that

lispende;

est-tube suceess

Seven years of continning
analyvsis help deliver a top

commereial show

their  new  sustainer  would  {ollow.
There were several things that had to
be determined hefore the series was
mueh older. Aecordingly. a few hroad-
casts after the debut, the program was
pnt through the paces of the Program
Anahyzer to see what would come up.

Reaction to the broadeast generally
was slighth below average. The seript,
an action thriller entitled W73l You
Hake A Bet With Death?, held the
interest  of the listener  panel,  but
several things turned up in the findings
that were to form the hasie guide for
Suspense that is still being used.

For one thing. the program’s open-
Mystery pro-
grams. the findings showed. have to
start  quickly. grabbing the listener
and holding him ghied to hisz chair.

ing was too involved.

Suspeuse was opening with a “mood™
introduction and billboard. then there
was a short bhreak in which program
plugs (Suspense was then a sustainer)
were given, following which there was
a virtual repeat of the opening gim-
mick; finally, the show started. As a
result of this discovery, the second
introduction was dropped. shortening
the amount of time it took to get into
the aetual storv portion.

In checking the results on the re-
mainder of the program. several other
finding= were to make changes in
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Andienece reaction on “"Suspeunse™

0

30

20

Suspense and to form a guide for

similar wmystery shows on CBS. I
was discovered that changing the

wood in the earhy part of the program
ti.e.. breaking for a commercial) be-
fore the basic mystery mood had heen
estabhished left the listener cold and
“out of key” with the show. Also, it
was found that the “setting” of the
story was important. and if the nar-
rator didn’t inmediately set the seene

in which the major action of the plot
started. rather than making general
remarks about the background for i,
audience interest again dvopped. In
praetical terms, the scene set during
the seript of Wil You Make A Bet
With Death? was first of all a general
deseription of Coney lIsland. then a
speeific, later deseription of one of
the amusement houses there. The ve-
actions of the panel showed that it was

seren years ago

i
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difhicult to “focus™ correctly on a wide
panorama, the was
drawn in terms of a specific location.

Above all, the panel reactions show

unless picture

ed, a story of the Suspense-ly pe has 1o
move quickly to establish a hero in
action with whom the aundience can
identify itsell.  (Soap operas do this
althongh over a much more extended
period of time. H s one of the major
{Please turn to page G1)

LISTENER
REACTIONS

When CBS first introduced “Suspense™ it was a |
fast-growing action-packed mystery melodrama.
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BUD BALDWIN DROPS A BEAN FOR EACH GALLAHER PROGRAM

IN DRUGSTORE CRYSTAL AS A, E. WOLAVER COUNTS

15,000

bitllaher selects 1s audiences

Dayton dreng chain has sponsored 135.000 programs

in (en years aimed at specifie by

. \. . Wolaver had a dream.
i' It was day - and - mght
G'J dream for a long time, be-
ause  that’s how ideas  affeet  ad-
managers when they think they have
something “hot”
fienre what to do about it,

Wolaver had heen spending a siz
ible  chuuk  of for Gallaher
Drug Co., Dayton. Ohio, chain. in twoe
newspapers and a shopping
wide,  As of 1939, results were good
Wolaver reasoned. however. that Galla-

and are tiving to

1NOINney

loeal

her «tores had products to sell house-

wives. hnshands. vonng  people. old

prople evervhady
ile visualized a campaign that would
reach out more specifically to thes
wps than did his printed wedia.

28

The agenev. Hugo Wagenseil and As-
sociates. of Dayton. agreed that radio
could do the job. It sounded reason-
able 1o Gallaher. too  but they decided
agaiinst expanding the current budget,
which they felt corresponded adequate
Iv with the <ales picture. They also
decided against entting the budget fo
newspapers and shopping guide, which
had already proved they could do a
good job

Radio shows that would automati.
callv select theis
that would let Gallahey pin-point their
advertising messages. seemed out of
the picture for 1939, But Wolaver had
samiething in reserve.

The CONTPATY agr(‘(‘(l to test radio if
some of their suppliers were willing

au(li(‘nco.\ illll“(‘ll(‘(\\'

o
g

sronps

to share the cost with cooperative al-
lowances, It wasn't the conunon prae-
tice in 1939 that it is teday. but Wol-
aver knew what he wanted. He soon
tined up a small group of supphiers
and arranged a program of announce-
ments to be aired on two five-minute
local news shows,

This beginning immediately  made
itsell felt in prestige and  increased
Al
most from the first. druggists in the
WHIO and WING listening areas. in
addition 1o those of the Gallaher chain
(now 28 stores in Ohio and neighbor-

sales for the products advertised.

ing states), reported incereased sales
of the lines advertised.

The two Gallaher news shows rolled
up such speedh  and impressive evi-
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dence of their impact that other sup-
pliers were willing to share costs of
continning eampaigns  that  quickhy
realized Wolaver’s planr to hit each
group of prospects with a program
speeifically  designed for them.

The job of planning and scheduling
programs 1o reach various buying
groups was nssigncd to the agency.
They have ptanned and supervised the
broadeast of more than 15.000 Galla-
her programs since 1939. Newscasts
predominated during the war years.
but the ecurrent schedule refleets a
wider variety of interests.

The six-a-day schedule of shows
gets underway at 8:15 in the morning
with The Song Shop, followed In
Hello For Dough at $:30. The opener
featnres organ melodies by the WHIO
stafl organist, Tommy Dunkelberger.
and light eomedy patter by Bud Bald-
win. impersonating the boy from Galla-
her’s stoek room.

Song Shop eoncentrates mainly on
selling the breakfast speeials at Gal-
laher fountains. vitamins, and other
merchandise appropriate for the morn-
ing hour. MHello For Dough is a tcle-
phone quiz-giveaway addressed pri-
marily to the housewife, although the
questions on 1t are of general interest
and not slanted at the field of home-
making art.

When Gallaher opened a new store
in Nenia. Ohio. all out-of-Davton quiz
:alls were made to Nenia for an entire
week as part of the promotion for the
new store. Limited use has been made
of out-of-town stations for speeial pro
motions.  The ehain has sponsored
daily programs on WSAZ. Huntington.
W. Va.. and WIZE. Springfield. Ohio.
These were not eooperative efforts. but
were paid for entirely by Gallaher.

The WSAZ show, Man On the Street,
was highly produetive for the Hunting-
ton store. but stores at Ashland. Kv..
and Iromon, Ohio. who were sharing
the cost. didn't feel they got propor-
tionate benefit. and the program was
eancelled. Today. all six regular broad-
casts are over the Dayton 5.000-watters
WHIO and WONL.

Housewives are still the main targets
at 1 p.m. when Gallaher presents All
Ohio News. based on state. regional,
and loeal reports. At 1:45 Remember
When appeals 1o older folks who like
to reminmsee about “the good old
days.” 1t features hit tunes of yester-
vear. nostalgic notes on “remember
when” mention of wedding anniver-
saries. with ehoeolates for the longest-
married eouples.

tPlease turn to page GI)

Appeal: money

for housewires

Gallaher uses "Hello for
Dough™ to reach the lady at
home during the day in a
successful campaign to sell
all her drug and household
daily needs from Gallaher's

Appeal: late news

for menfoll;

Just before Dayton's Ohio

turns down the covers for |

bed. Gallaher reaches men
with a "Tomorrow Morning
News” especially for those
who won't wait for || p.m.
cast which most stations have

Appeal: (unes

for teeonagers

Broadcast in the afterncons,
"Song Shop™ is addressed to
the high-school set, for their
soda dimes are important to
drugstore business in 1949

Appeal: memory

time for oldsters

Because all ages shop at
drugstores, Gallaher  pin-
points every message to a
different group. "Remember
When" has a great following
with folks who have cherished
memories, want reminders



1. 'IT'S YOUR LIFE" (WMAQ) GOES INTO LA RADIDA SANITARIUM TO INTERVIEW PATIENTS VIA BEN PARK AND TAPE RECORDER

The public service approach

Don’t overlook the commercial possibilities

of programing in the publie interest

Prestige needn’t be withowt
profit. That's the culighteued
view of community-conscious
advertisers who have learned that pres-
without little for
Sponsors

lige hsteners  does
them or for the community,
are dated who still think the
pay for commnnity kudos by horing
hsteners. Ow WEDEF, Flint, Mieh,;
WAIBD. Peoria. HL; WPAT. Paterson
. s
sors are proving that sheer informa-
tion needw’t play to dead air. that 1
and profitable.

have to

on stations everywhere, spon-

can be pleasarable

Iven that arch-foe of Lisiener-en-
thusta<in. the documentary-<tvle bhroad-
ast. s uot necessarily  a o rating-

destrove

On WNIAQ, Chicago. John-
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son & Johnson sponsors a documen-
tary-type health series that attracted
i audienee largelv  from
popular eompeting programs.  Little
things that humanize business. eity
governments and services. ete., niayv not
excite the nation as WMAQ's /%5 Your
Life has done, but they can excite the
cash register.

s original

Amnonncements of soeial and eivie
events for churches. elubs, and other
organtzations  which are  uon-profit
aren’t dust-dry affairs when handled
as they are on WMBD's Cileo Town
Crier, which is aived daily from 10:30-
10:40 am.  The friendly, informal.
sometimes humorons  dialogue  helps
keep people up on what their neighbors

are doing in 38 Central Hlinois cities,
Most organizations prefer to ask for
announcement time rather than eash
donations from the utility.

I's true that this kind of program
isn't for a giant wetropolis.  But the
uninitiated  would be amazed at the
“elub” feeling such programs can tap
in smaller eities and towns.

The Central Hlinois Light Co. found
the sclling power of Town Crier so
consistent they recently added a Satur-
day half-hour on WMBD for Kitchen
Party, a women’s serviee program.

The women’s service type of pro-
gram is an ideal vehiele for broad-
casting useful information.  Women
like to know, for example, where to

SPONSOR
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2. An expectant father learns to take care of baby for "It's Your Life"

buy food speeials at monev-saving
prices. what edueational or semi-educa-
tional events at libraries. museums.
universities, and other institutions are
available to the publie without charge,
ete. The things that really serve an
audience get an audience.

Wire and tape recording make easily
possible realistic presentations of peo-
ple in action on their jobs. All the
lectures ever delivered on safety, for
example. or how fire and poliee de-
partments work, ean’t do for publie
comprehension what a producer ean
do with a recorder on the spot.

One safety eampaign reversed the
bawl’em-out and give-’em-a-ticket ap-
proach. During the drive, traffic offi-
eers halted drivers who eomplied most
perfectly and cheerfully with routine
regulations.  With station reporter and
recorder on hand, the officer explained
the safety point involed and presented
the motorist with a pair of tickets to
some outstanding local entertainment.
These recordings beeame part of a
sponsored prograni,

One sponsor gels amazing listener-

Kansas City Oil adds a traffic safety feature to its program on KCMO
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ship to a program whieh merely lists
the items left on local busses during
One proof of the
program’s effectiveness is that in this
partieular citv only five pereent of
such items go unelaimed. 1o other
cities the average is 75%. More than
600 stations carry programs featuring
some kind of community serviee, but
not all are sponsored.

the previous dav.

The comnnmity-service angle is not
many
promotions as in Johnson & Johnson's
award-winning f’s Your Life. But
properly handled, a series such as
WPAT's (Paterson, N. J.) Most Hond-
some Policeman contest can do mueh
more to popularize and gain under-
standing for police serviees than a
merely academic reeital of them.
Prentis Clothes. an organization with
stores throughout Northern New Jer-
sev, not only inereased sales at all
stores through this sponsorship. but
virtually put one failing outlet back
in business. Sales at this outlet, once
thought to he badly located, have held
up well.

so obvious in programs and

3. Park and Don Herbert are instructed on operating room etiquette

Sponsors on the sane station eo-
operated in eontesls to select the most
popular ex-Gl eouple and the most
popular sweetheart.  The first serics.
by focusing attention on the families
of returned Gls. renewed the con-
science of the area. aceording to local
service organizations. on their prob-
lems of economic and soecial rehabili-
tation.

The seeond series brought moving
evidence in contest letters of the high
appreeiation of voung men for clean
romance and modest virtues in their
sweethearts.  Churehes and civie or-
ganizations praised the <eries for dem-
onstrating that such thinking was still
a livelv force in modern romance,
Both  sponsors, DBarnev’s Furniture
Store  (Paterson) and  Abelson’s
{ Northern New Jersey jewelry chaini,
did reeord business as a result of mak-
ing possible these popular events.

In contrast to the relatively brief hut
intensive Most Handsome Policeman
promotion is the regular Tuesday 6::15-
7 p.m. broadeast of The Singing Cop

(Please turn to puge 18)

-
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“"Handsomest cop' build listenership and sponsor results for WPAT

3l




Radio fills the gap . ..

Newspaper strikes  oceur
throughout the country from
time to time. They are
broadeasting’s very special opportunity
to prove just how effeetive radio is as
an advertising medinm just what
place it holds in the lives of the arca
Is SCPVEes,

The period of a newspaper strike
covers Insh davs for hroadeasting, 1f
the strike ix long enough. as was the
Seattle strike (November 1945 through
part of  Jannan
have enough experience to learn how

10460, advertisers

to use the medium and stay with it. to
a limited degree. for yvears after the
strike. I it's a short-dhived exodus of
newspaper workers, very little adver-
tising stavs with hroadeasting. That's
for two reasons. The newspaper adver-
tisers have contracts which make it
goad business to stay with the black-
and-white medinm. - They frequently
have aweneres that are not  radio-
minded. and therfore do not nse broad-
cast adventising too well during the
fill-in period.

Homust be kept inomind that stations
are usnally fairly well <old ont in their
choice <pots before a newspaper strike,
Tl when newspaper advertisers rush
them for open time, they can only ex-
pret open thne.

The most recent newspaper strike
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Wh

Gunnar Back reads comics and Arch McDonald news on WTOP

took place in the nation’s capital. it
was a two part affair — a one dayv
warm-up. 6 \pril. and a three.day fol-
low-up. 11-13 April. The warm-up took
most of Washington radio by surprise.
Several agencies had been tipped off
that there might be a walk-out. but it
seems that there was only one radio
station which was sure it would hap-
pen. Even newspaper-owned  stations
were completely in the dark. until
pressmen did not show up Fuesday, 3
April. between 7230 and 9 pam. o
make ready for early Wednesday a.m,
editions,

AL 8:30 pon. Tuesday  1arwood
Martin of the ageney of the same name
called up stations with an “if " sehedule
of what e wanted already  prepared.
At 9:59 pane 89 minutes later. the
Martin's
schedule was omt of the “if” class,

strike  was  oflicial.  and
flenry ). Kaufman was also on the
ball. and taking a typical D. (L station,
WTOP, Kanfman had Lanshurgh’s (de-
partntent store). Columbia  Building
and Loan. Saks Furs, and Kann's De-
partiment  Store on the air. Only
Columbia Federal Building and Loan
was a regular WTOP client.

Ilarwood Martin had Young's Men
(department
storer. Woodward & Lothrop tdepart-

Shop, Heeht Company

ment ~tore) and HHalin's tshoe storesy.

Il presses
stop rolling

During newspaper stoppages.
advertisers learn anew

the power of the air

Part one of a o part story

with the first three using WTOI® for
the first time.

Most advertisers were taken by sur-
prise by the one-day strike, but were
all set for the regular walkout. It was
the pre-Easter period. A drop in bosi-
ness during the week hefore Faster
Sunday could make the spring an un-
happy period for most retailers.

Easter business was not down in
Washington during the pre.Easter
week. To quote Martin. “Women shop
newspaper advertisements. just as they
shop store windows. During the strike
we know they shopped radio and 1ele-
viston, because women came into the
stores with lists, saving. *1 heard this
on the air’.”

Some agenecies rushed their clients
into radio and TV during the strike
without preparation. Others. like Kauf-
man. took pleanty of time shopping
around for the right spot for cach
client. and have results to prove whal
the anral and visual air can do for
firm= that use only  Dblack-and-white
normally.

Saks. one of Washington’s  hetter
furriers. is conservative. It had Kauf-
man gamble 375 on twoe spots. one
cach on D. Cls two leading network
ontlets. Both were evening spots he-
tween 10:30 and F1:15 pane Result:
ten sales of a $28 coat item direetly

SPONSOR
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THE RACKS WERE BARE THROUGHOUT WASHINGTON, D.C., WHEN PRESSMEN DID NOT GO WORK ON TWO OCCASIONS

traceable to the two spots.

Another Kaufman success came with
wing TV for Raleigh Haberdasher.
They turned to WABW (NBC.TV in
Washington) and bought a participa-
tion on the 6-6:30 p.m. scanning. The
ten was a $9.50 men’s nylon shirt.
never seen before in D. C.. on or off

20 JUNE 1949

The Dblack-ad-white ad had
been scheduled to run in newspapers
that didn’t appear on the streets. All
that Kaufman had done in the partici-
pation spot was to have the black-and-
white ad pasted on a board and scan-
ned during the time the announcer was
describing the product. 28

the air.

Result:

shirts sold the next day. directly keyed
to the video spot. cand it isn't easy
to sell a $9.50 shirt even in Washington
these days.

From eggs to women’s shoes radio
did a selhng job and so did TV
Safeway Stores hadn’t used radio be-

(Please turn to page 10)
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SPIN THAT DISK

{Continved from page 251

whew a guest spot seems to demand it.

W hile it's whom most
juvenile  opportunity appeal.
they also have an extenzive audience
among the three 1o 13-vear-olds. many

parents to
hours

of whom have performing ambitions.
There was a time when most of these
opportunits. broadeasts were prestded
over by adults and they ~tll are
many eases like the very snecessful
Horn and Hardart Children’s Hoar. in
Philadelphia (WCAU Y and New York
(WABCY. It was no aceident how-
ever that the New York program
secemed much more entertaining to the
voungsters when Ed Herlihy was on a
vacation and one of the older young-
The
broadeasts weren't as finshed produe-
tions in the adult eves. hut their very
raggedness was just what the under-13

~ters on the program took over.

ordered.,

The of-for-and-by  quality is what
mahes many of the Kid revnes suceess-
es.  Twelveavear-old Richard Leone.
me's WHOO s Tom Thumb Follies {for
an age group that runs =lightly hevond
13. bt Orlando’™s Kids love it. Talent
presentations do not depend upon pre-
but emtertanmment  at  the
level of juvenile listeners. They also
(l(‘p(‘ll(l on the know-how of the adult
who audition~ the talent. writes the
continuity. and mothers the brood. In
the case of Tom Thumbh Follies, 1t's
Mres. Frieda lilton.
kitows and trains the voung idea. but

miums on

who not only
who has worked for a number of years
In other words,
for the

Follies she's thinking just as mch

at radio  stations.

when she  selects someone
about llow Le’ll sound i the home as
<he’s thinking about his pative talent.
That's why Sears sponsored the pro-
gram for its kid clothes department.
The Wilson al~o found
that Follies sell shoes 1o the entire
family.

It is generally admitted that nothing

~hoe Stores

reaches all members of a home better
than a good talent opportnnity pro-
gram. There’s nothing worse than the
~nre Bype of program without talent.
In a number of cases dramnatic schools
have either purchased tinee or else ~old
~tation managements on presenting a
juvenile program of the stndenis of
In at least half of these
have

the schoaol.
the drawn
audience completely contposed of rela-

Cases prograns <

tives of the stdents. Sponsors are

warned to avoid kil programs where
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they'se been put together by a ~chool

unless the school is exeeptional, It's
virtually impossible to satisfy anxious
parents who are paving tuition and the
great radio audience too,

Another popular deviee that hits a
universal yen among the listening blue
jean set is the junior disk jockey con-
test. These sweepstakes ean be simple
or they can be complete promotions
like the one that Ketehum. Macleod
& Grove dreamed up for their client
Hamburg Brothers, RCA distributors
for Pittsburgh. and a RCA dealer. the
Record and Gift Center. The junior
di=k jockey competition s paid for
threeewayvs. co-op funds from RCA.
Hamburg. and the dealer.

The KMEG ageney plan. which had 1o
be good sinee it competed for the high
~chool and yvounger andience with an-
other disk jockey's program that had a
faithful audience. involved a regular
Junior  Achievement-like corporation.
There is no money involved. however.
and cach stockholder is entitled only to
one zhare of nontransferable stock, The
corporative title and
there were stockholding units in every
high school in Greater Pittsburgh.
Fach highschool unit elected a mem-

was  Sponsor

ber of the hoard of divectors. there
were weekly competitions for the disk
jockey of the week. who was paid the
regular union seale for the job. A
regular little newspaper called Spon-
sor! published. mystery
were included on the program. and
everything promotionwise was planned
to make this dailv  program =ome-
thing terrifice.

was tunes

This junior disk jockey plan was
concetved for a very special reason—
the voungsters today buy far more
popular disks than any other consmmer
segment. Disk jockevs alwavs ~ell re.
cords even when theyre sponsored by
When theve's
a well conceived direet tie-in with re-

other than inusie stores,

cord zelling the results can be out-
standing.

\ wvery special factor inoa junior
disk jockey promotion such ax Sponsor
is the fact that an advertizer need not
buy time on the stations in town with
the highest vates.  ludependents. like
ittshurglt's WPIT. do a real job for
That's

Hews,

musie  sponsors, what theyvre

made  of  music. sports.  and
mitsic,

Not all jovenile dish jockeys have
voung audiences, Frequenthy, if they ‘re
like \nn Carter. Warners Bros.” star-

let. thev'll reach a wore adult audience

and the Kids listen only when their
tvpe of musie is aired. Ann's session
of KFWB tended to showtunes instead
of kid tunes and although Ann usuallyv
talked about what she thought the
composer was trving to say with his
music. most kids aren’t interested in
another kid’s reaction to a tnne, They
know what they think and unless the
record spinmer has something very hep
on the ball. the kids turn a deaf ear.
A tvpical Ann Carter Presents session
had Bing Crosn’s Faster Parade.
Spike Jones” Ya Wanna Buy a
Bunny?. Neelv Plaomb's Spring Tonie
and Jo Safford’s and Gordon Mae-
Rac’s Bluebird of Happiness. Sixteen-
vear-old starlet Debbie Revnolds. who
al~o spins records on KFWB. picks
disks that also hit at the older age
groups. A typical Revnolds spinning
session used Ella Fitzgerald’s A Tisket
a Tasket. Gordon Jenking'  Again.
Frank Sinatva’s flop Goes My [Heart.
and Benny Goodman’s Spring Song.

The combination of a fresh
sophisticated approach to disk spin-

un-
ning i fun  for adults. The vounger
set are fresh themselves and not too
impressed with seeing themselves mir-
rored on the air.

They do however go for disk juvies
of their own age who =it down and
say what they think of popular tunes
and artists. This approach to a re-
corded music session is very popular
with the cight-o-cighteen group. It's
a very simple commereial musieal pro-
gram formula. Take a number of new
disks. mix a few hep voungsters—and
a musical guest now and then. Let
the musie, kids. and guests, speak their
minds and the result is good listening,
[t naturally requires an me who knows
how to keep things going. but the me
doesn’t have to be a McCafferty on
a juvenile diskh forum.

Let nothing in this report delude
sponsors into believing that the simple
combination of vouth. dishs, and an
expericnced jockey i a guarantee of
commereial success on the air.

Taint =o.

The ingredients are all there but
utless they're well mixed by a pro-
ducer who knows how to keep things
going. who can make the kids act and
sound like kids. it all can be a huge
waste of time and money,

Fven if it's a good show, it «till can
be @ waste of time without adequate
promotion.

Martin Block i a top flight disk
jockey but he ean show you his scars,
failnres on the air, too. PO

SPONSOR




Not One...Not Two...But

THREE tor.rLicHT

DISC

OCKEY

on CKLW

THE TOBY DAVID
MORNING SHOW

® From 6 to 9 o.m. doily, Toby
Dovid's versotile music-with-comedy
routine hos won him o high morning
roting in the Greoter Detroit Areo.
He hos proven, ogoin ond ogoin, his
obility to move merchondise off spon-
sor’s shelves, fostl
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EDDIE CHASE and his

MAKE BELIEVE BALLROOM

® Afternoons, 3:30 to 4:45 ond
evenings 6:30 to 7:00 Eddie Chose's
inimitoble Moke Believe Bollroom . . .
of lotest recorded donce tunes in o
reolistic bollroom otmosphere, hos
ronked him one of Detroit Areo’s top
solesmen. His show listens smoothly
with the public . . . ond pocks o soles
punch with sponsors!

Nationol Rep.

50,000 watt power!

Adam J. Young, Jr.. In:z.

HAL O’HALLORAN'S
DAWN PATROL

® From midnight to 4:00 o.m.,
O'Holloron—o stor of Notionol Born
Donce fome—omuses o big ovdience
of stoy-up-lotes with request record-
ings ond on ogreeoble brond of
folksy humor. Porticipotion in Hol's
show meons sure-fire results ot down-
to-eorth cost!

® Many advertisers have already climbed on the
bandwagon, due to the increased ratings of these

°
s <_ shows. More will also line up under our new

. CKLW

Guardian Building, Detroit 26 e Mutual System

Canadian Rep.
H. N. Stevin & Co.

35




for “MIKE MYSTERIES

Convicted of Stealing
Audiences, Killing
Competition and
Beating High Costs

“Mike Mlysteries” is a 15-
minute “Network Calibre”
show (5 times weekly) worth
a minimum of $1,000 per
program. Yet, it is available
to local and regional spon-
sors at station time plus a
small service fee. What a re-
ward for sleuthing sponsors!

DESCRIPTION

“Mike Mysteries’’ combines
murder, mystery and music.
Each show includes a. 2-
minute ‘“‘“Whodunit?”’ written
by Hollywood’s ace mystery
writer, John Evans. Listeners
are held in suspense await-
ing the solution until end.
“Mike Mysteries’”’ is a
member of the fabulous
Lang-Worth gang, including
“The Cavalcade of Music,”
“Emile Cote Glee Club,”
“Through the Listening
Glass” and 14 other pro-
grams equally guilty of steal-

ing audiences for over 1,200 T ]
advertisers. 1 ,' =
x -

Information leading to the capture of “Mike '(I i”“ [ pl'"gl'll I"S. ”““

Mysteries” may be had from your local Lang- STEINWAY HALL, 113 WEST 57TH ST
NEW YORK 19, N. Y.

Network Calibre Programs at Local Station Cost ‘ '

Worth subscribing station or its representative.




The

Picked Panel
ANnswers

M. Giordano

- In veply to this

question. may 1
respond with an-

other  question:
What has  goue

wrong in the
United States to
permit  the sup-
pression for over

ten vears of the
best form  of
aural broadeasting known?

There is mueh enlightenment in the
hearings held by several Congressional
committees that have looked into the
happenings in the broadeast field dur-
ing the past ten vears. DBricfly, how-
ever, the reason FM has not made
more commereial progress is this:

defore the war I\ was a highly
competitive, fastanoving threat to the
AM systenn [t was progressing al an
ever-increasing rate that conld not be
Joswed down I)_\‘ zlll)l]lillg short of war.
The fonr-year war period enabled the
Federal Commumications Commission
to take the engineering of the svstem
ont of the hands of the men who built
the art and to redesign it according
to its own ideas.

One of these ideas consisted in mov-
ing '\ from the band where it swas
operating suceesshrdly. on the gronnd
there would be “intolerable interfer-
ence”™ if FM staved there. A second
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Mr. Spuns;)r asks...

FM i~ a superior form of broadeasting, vet

thus far it hasn’t beeome an eflicient national

advertising medium,

Joseph Giordano

idea was the imposition of the “single
market plan.” which had the effect of
destroying the coverage of the prinei-
pal pioncer FM stations by cutting
down their power to a few percent of
what the Commission  had  already
authorized.

The net result was to remove M
as a serious eommercial threat to the
established AM system, redueing i,
for the time bheing at least. to a mere
adjunet of the existing system,

The whole matter has heen sur-
rounded by a series of extraordinary
cireumstances,  In 1945, the  then
chairman of the FCC informed mem-
bers of Congress that FM must be
moved from the channels where it was
operating suecessfully beeause of “in-
tolerable interference.” Into these re-
gions of “intolerable interference” was
moved the television service- a serviee
at least a scove of times more vulner-
able to interference than FM. The ex-
planation given in 1945 was that tele-
vision was to be in these channels
“onlyv temporarily.”

Now comes another FCC chairman
urging all broadeasters to get into tele-
vision on these same channels before
it is too late  that television will be in
these chamnels permanently,

It is “engincering” of this sort that
has hampered the development of the
I system. Other reasons were suce-
cinetly stated in the 1emarks of Con-
Walter  of
printed in the Congressional Record
of 12 April: “FM has been obstructed.
stepped on, blocked, or ignored from

gressnin Penusylvania.

the start by =ome of the big interests

in AM radio and by the Federal

Communications Conumission.”
Hosever, despite the fact that it was

Why?™

Sales and advertising manager

V. La Rosa and Sons, Inc., Brooklyn

impossible, after the change in fre-
queneies, to  obtain  adequate  high-
power tran=mission for over two years,
and despite the fact that sensitive, in-
expensive reeeiving sets required near-
Iy three years hefore quantity produc-
tion coukd be obtained, the time has
now arrived where the superior serv-
ice and greater coverage of the FM
system are about to be demonstrated to
a large part of the population of the
United States.

Epwix 1. ARMSTRONG

New York

FM being a de-
finitely superior
form of broad-
casting. it has
b e en hampered
mainly by the
numerous  weak
crutches of low-
powered interim
operations which
have been more
detrimental to the FM industry than
any other one thing.

Now that the pressure groups are
realizing the unhimited possibilities of
FM, due 1o the coverage. quality, ete..
the way has been paved for high
powered FM 1o do the job.  Thix.
in my opinion, will be accomplished
in a very short period of time. With
the  stepped-up  produetion of low-
priced quality 'M receivers. including
M automobile sets. the ountlook for
the FM industry at this thme is indeed
very bright.

Lok Syimir Haxsa
President

Birmingham Broadcasting Co.
Birmingham, Ala.

SPONSOR




FM i~ a superior

form of broad-
casting. and it is
an  efheient me-

dium for na-
tional  advertis-

ing. The fact that
this unsurpassed
method of sound

broadcasting 15
ot being used
for national advertising on a seale

similar to ‘\)l usage does not in any NO Other New Orleans station

way lessen its efficiency as such a

m(‘((:}«i»llll:;;}cr facts and we see that FM is dOing so mUCh, for SO many

1s the bright spot in the broadeasting '
pieture. There are more than 750 FM SO SUCCESSfuuy
Q . . . - " ® ® ® ® @ .
stations now 1 operation. consisting
of 728 comiuercial FM stations and an
additional 30 or more educational M
stations. These commercial FM sta-
tions. in addition to covering the more

Televised for the

- P
denselv populated urban areas, cover First Time!
as well considerable rich rural and The World Famous
agricultural  scetions.  Boiling  this Mardi Gras

{Sponsored by

down intoe more specifie terms of cov- Y
General Electric)

erage: there are more than 100.000.-
000 people—bhetter than two-thirds of
the total population of the U. S.—who
live in 451 eitics served by FM sta-
tions. And this coverage is the same
day and mnight since FM signals are
unaflected by nighttime atnmospheric
conditions that interfere with the trans-

mission of AM signals. “New Voices”
The coverage is there day and night A Simuleast
and it is there on static-free, interfer- (AM-TV-FM) Series.
ence - free. superior - coverage hasis. One of the many
And don’t take my word for it. new WDSU
FCC chairman Wayne Coy in a re- Productions.

cent specch said he felt encouraged by {Open for Sponsorship)

the growth of FM; that FM will con.
tinue to grow; that FM will not be
squeezed out by television: that the
nation will continue to require sound
radio serviee: that the best sound
radio service is FM; that millions of
people can he reached adequately only
by FM; and that it is becoming in-
creasingly important for advertizers
to reach the F>M audience.

Concerning the Tatter, Coy empha-
sized: “Millions of people can e
reached by an adequate signal only
with  FM.  Those millions are con-
sumers who are becoming increasing-
Iy important for advertisers to reach
as the tempo of American merchandis-
ing is stepped up.”

One of advertising’s basic prin- g
1 . gt P L sIcpri 5000, ABC o Repiesenicd by Tota w2l o
ciples is: “You've got to reach ’em WATTS JOHN BLAIR & CO v/ {1

vv Ny

to sell ’em.” Radio advertising is also

IS,

e

(Please turn to page 68,
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RADIO FILLS GAP

Continued from page 33)

fore the sirike for a long time. Tt
featured white eggs for Laster dyeing
and sold out following one day’s radio
featuring of the special.

It mav not secm that Easter i~ of
nizch moment to a drug chain. but 1t
i=. Faster business must be high. or
else the sales trend suffers. People Dimg
Stores 1= the dominant eham in Wash-
ington. it had. several vears prior to
the stnike. used wo radio. Came the

No other station —

Chicago or clsewhere—

COVERS

pressman walk-out and it used WOL.
WTOP. WWDC and WWDC-F M
Transitradio. Business held up.

It was=nt only the local-retail
accounts that switched for the strike
period to radio. hut seme national ad-
vertisers also honght special time. 1lor-
mel was one of these. buying as many
a~ 11 announcements on a single sta-

tion through BBDSO.

WHAT STATIONS DO WHEN
PRESSES STOP IN 4 JULY ISSUE

South Bend . .. |

onl) WSBT does that! '

Sure, other stations can be heard in South
Bend — but the audience listens 1o WSBT! |
This station always has been. and sull is, the |

overwhelining choice of listeners in the South |
Bend markel. No other station even comes
close in Share of Audience, Look at any South

Bend Hooper for convincing proof.

PAUL H RAYMER COMPANY

40

NSB

SOUTH BEND

960 KC + C8BS

5000 WATIS -

+ NATIONAL REPRESENTATIVE

SPONSOR IDENTIFICATION
(Continued from page 23)

Scouts has 80.27 of its hsteners testi-
fying to the fact that the program is
spousored by Lipton’s tea and sonps.
Talent Scouts isn't an old timer. 1t
doesn’t indulge in any commercial
gimimichks—Godfrey does the comner-
cials in his “straight”™ Godfrev wan.
There’s no attempt to get the name
“Lipton™ in every Godfrev gag. The
name “Lipton” isn't in the program
title,

The program ranked fifth in Spon-
sor ldentification is Fibber McGee and
Molly.  Like Godfrey. its high SI is
due to the personalities on the pro-
aram. the Jordaus and Narlow
Wilcox. It's Wilcox who does the
selling but the fact that he's built into
the program has made “Waxy” possi-
hle.

Of the second five in the S1 Top
Ten. four are quiz programs and give
the sponsors’ tradenames a constant
plug. Since they all are giveaway pro-
grams. they disprove the theory that
giving away a number of tradenamed
products on the air reduces the im-
pact of the sponsor.  The four are all
daytime which  belies
another theory. 1. e.. that women dou’t
listen intently during their housework
hours.

prngrams.

Program number seven in February
S1 rating is the Telephone {lour. With
the exception of the fact that it has
been on the air in the same spot for a
number of years. and has the adver-
tiser's name in its title. it just doesn’t
adhere to the high commercial impact
tenets,

Programs don’t stand still in their
Sponsor ldentifications.  Despite the
fact that the Aldrich Family has de-
livered a loval constant audience for
over ten years, a year ago February
it's 81 was down to 35.8. The *
mother”™ comedy drama has always

‘coming

had the same sponsor, General Foods.
It seldom has been announced as a
GF program. because it has had to
sell not the corporate title but a nun-
ber of GI” products. It was also used
to sell two or three different prodncts
per broadeast throngh the cowcateher
(before program announcement) and
hitchhike  (the  past
romtine,

Currently. GF hax deeided to permit
Henry 1o Jeltlo
Puddings.

Result ?

The Aldrich Faniy S1has increased

program tag)

copcentrate on

SPONSOR

e—




This new book far radio station monogers, promotion men and soles

reps tells how to get maximum sales results from statian promotion

ety

SPOT RADIO PROMOTION HANDBOOK 64 pages, 8% x 11, $1.00

Here is o stroight-forword report of immediote ond momentous interest to you.

It tells how advertisers ond agencies soy they select stotions for spot rodio

udvertising . . . interpreted in terms of spot time selling and promotion.

These ore your prospects ond their agencies
speoking

In this new Iandbook, important consumer ad-
vertising and sales executives, agency principals,
account exccutives, media directors and time
buyers take spot time selling and promotion
apart. They pull no punches, but they point up
clearly, not just its weaknesses, but also its
inherent strengths and its often unused poten-
tials for helping you sell more time by helping
advertisers select your station whenever it offers
them what they are looking for.

Here’s just an idea of whot you'll get out
of what they say

Read and stndy what these expericnced adver:
tising people say about time buying, as reported
in the SPOT RADIO PROMOTION HAND.
ROOK and interpreted in terms of spot time
selling, and you'll discover . . .

... how to k(‘c[') more of your direct mail out
of the wastebasket, where so much of it goes
before it's had a chance to deliver;

.. how to use trade paper advertising to make
impressions that contribute to selling;

. how to do an important and perfectly timed
informing and selling job with space in the
buyers’ service type of publication;

how to help your representatives find more
time and opportunities for productive calls.
The SRPH covers all major selling tools

The SPOT RADIO PROMOTION HAND-
BOOK shows how all the major tools of spot

time selling and promotion (station salesmen and
reps, direct mail, advertising in the different
types of trade and service papers that rea-h
advertising and sales executives) serve, or can
serve, specific needs of advertisers and agencics.

It breaks down the time-selling joh into 1ts
component steps and shows whiclr parts of it
can be done most effectively and most economi-
cally by which sales tools or combination of
sales tools.

It describes the sort of station and program
information buyers of spot time say they want
and rely on when they're comparing the differ.
ent possibilities and making l{mir gnnl station
sclections.

In short, the SPOT RADIO PROMOTION
HANDBOOK gives vou a practical, workable
promotion pattern _that will enable you to gyet
the greatest possible benefit from what you
spend for dirvect wmail and space.

It would cast yau thousonds to get for your-
self what this baok gives

If you retained highly competent field inter-
viewers to poke areund among advertisers and
prospects and their agencies, you'd certainly
get some very useful and objective answers to
many selling and promotion problems. MNozw,
this book does exactly that fer you. [t saves
what you would have to spend in time, money,
and manpower to find out for )'pursel( what it
takes to fzivc your own promotion and adver-
tising real selling power.

If you don’t agree with us after you've read
it. just return the book and we'll promptly
refund the dollar.

STANDARD RATE & DATA SERVICE, INC.

The National Authority Serving the Media-Buying Function
CHICAGO * NEW YORK + LOS ANGELES + SAN FRANCISCO

rent

”

| COMPANY

l STREET.. ..o CITY
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Gives you what it would cost you,
literally, thousands of dollars to get
for yourself: a first-hand, up-to-date,
composite picture of spot time buy
ing habits, practices, procedures, and
prohlems—and low you can influence
them most favorably.

PARTIAL TABLE OF CONTENTS

INTRODUCTION — A first-hand
study of users’ practices and view:
points; The spot time selling job: The
time salesman; The prinluf\\'ord, the
salesman ~ helper.

WHO PARTICIPATES IN S1roT
TIME BUYING—Where list build-
ing begin~, The pattern of working
responsibilties: Market selection: Six
negative market factors; Dudget and
appropriation; Station selection.

WHAT BUYERS SAY THEY
WANT TO KNOW ABOUT STa.
TIONS - Infference in viewpoints:
What sort of information wanted
most; Four major station values:
(1) Cowverage, Geographical Charac-
teristics, economic and marketing
characteristies; (2) Audience, St
tion “personality” plus prugram
power: (3) Programming and pro-
gram structure; (4) Production qual.
iy: DProduct merchandising  aids
Program  promotion: Availabilities:
Cost: A valuable time-sales promo-
uon pattern.

HOW TO REACH THE PEOPLE
WHO INFLUENCE TIME BUY-
ING - — Station salcsmen and reps:
Dispensers of availabilities; Increas-
ing  salesmen’s chances to closc;
Direct muil: What do agencies and
advertisers do with it: uscful infor-
mation_the key to successful direct
wmail; The radio, salcs, and adrertis-
fug trade papers: They're all differ-
ent; The buyers’ service type of pub-
lication: llow used; Timing factor
important promotionwise; Salvsmen
and Prinlc word a team: Habit of
use lays basis for full promotional
value,

CONCLUSION—lncrease sales vol
ume: Reduce umt selling cost; The
research  behind this book and an
invitation.

3
e et R R e el g S S P ——

STANDARD RATE & DATA SERVICE, INC.
333 North Michigan Avenue, Chicago 1, I

8-6

Please send me a copy of the new SPOT RADIC PROMOTION HANDROOK. Enclosed is niy «ollar.
I nnderstand that you will refund my money if I return the book to you in ten days.

a’der NAME..

oo TITLE 0 e
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1918.  Wherea-
of the listeners knew who
was sponsoring the Fzra Stone opus
last vear. 50.1°¢ testified that the
product wa~ now Jello Puddings. Mul-

20,3 over February
onlhv 33.6%

tiple products. according to Deckinger.
do not cut down =I for a half-hour
evening program. They did for the
Aldrich Family.

\nother example of an improved
S ie Groucho Marx's comedy quiz.
Last February it could only deliver
33.2¢ of it audience that hnew the
advertiser presenting him was Flgin-
\merican.  This vear. in February.

32,7 told the Hooper voices-with-a-
smile that Marx was selling LFlgin.
American  compacts.
19.5.

Not all SI's go up. not by far. Two
good program» in the past year =aw
their 2I's plummet downward. Red
Skelton. a vear ago Februarv with

an increase of

Kool> for a sponsor 1DPenguins and
ally, had a 60.2. February of this
vear. with a better time on the air.
Fridav. 9:30 to 10 p.am.,, he had a 206.
a cool loss of 102 of sponsor recog-
nition.  The produet was new for Red
1P8G’s Tide) and the =hift from a to-

Pick Up the Seares
WITH '

In the center of the dial
in

CHICAGO

WIND WMAQ WGN waBM| walr
820

WAIT

—

560 720

| so000
|- WATTS

670 780

WS WCFL WJJD WSBC WGES |
890 1000 1160 1240 1390

360 No.Mich.Ave.

Chicago 1, ILL.

REPRESENTED BY: RADIO REPRESENTATIVES, INC.
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startling faets.

baceo to a soap wasn't negotiated well.

Mystery Theatre for yvears has been
a low-cost-effective-sales vehicle. Pre-
viously it was known as the Molle Mys-
tery Theatre. which helped establish
the sponsor’s name. Molle. It rated
352 Febroary 1918, Sterling Drug
decided to move Mystery Theatre from
Young & Rubican to Dance-Fitzgerald-
Sample, to cut its budget, and to use it
to sell a number of products, ineluding
Double Danderine.  Result of the com-
bination, plus a move from NBC Fri-
dave to CBR Tuesdays. dropped the
2 from 33.2 to 18.4.  Drug houses are
generally not too interested in their
program=’ Sl's. (A reporat on this is
due in spoNsor. 4 July.)

A mumber of other studies of Spon-
sor ldentification have been made by
advertising agencies. These have been
made not because the agencies give a
great deal of credence to the impor-
tance of 8L hut because the index is
the only one. aside from Nielsen's
product usage. that is available for
evaluating the commercial impact of a
progran.
studies reveal some
Among these is in-
cluded the relationship between the

Some of the

COVERS THE
PROSPEROUS
WHEELING
METROPOLITAN
MARKET

AM-FM

Studios and Transmitter:

BELLAIRE, OHIO

Wheeling, W.VYa. Martins Ferry, Ohia

Represented by
THE WALKER COMPANY

SPONSOR
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JUNE W == JUNE 26 * 7=

12,19 .\,/. LY 3,10 o JuLY 17
Fritz L Arthur 7 blgmmzd
Reiner Fiedler Rombere

] ' JuLY 2‘“4, 3
Evm Sunday Evem"g Wilfred Pelletier
June 12 through September 4

UNITED STATES STEEL

presents the

NBC SYMPHONY ORGHESTRA

Sumnwr Concerts

WORLD-FAMED CONDUCTORS
DISTINGUISHED SOLOISTS

AUGUST 7
Percy Faith

AUGUST 14, 21

Dimitri
«c.and GEORGE HICKS Mitropoulos
speaking for U. S. STEEL wren

N Pl’b\i

) "i’!a il ¢
\}
AUGUST 28
Intal Dorati

o= =— —

STEEL SEPTEMBER 4

Iarold Levey

U.S. STEEL HOUR - SUNDAYS 8:30 P.M

20 JUNE 1949

. (EDT) - NBC NETWORK

43

N———————



“buv. buve bin™ and “harry. ey,
hurry ™ announcements and those that
just inforw the listener of the reasons
why she <hould buy the product. The
Sponsor 1dentification of the former
tyvpe of commercial i- much lower than
that of the “informative’ type of air
sellimg.

Low program type on the ¥1 pole ix
my=ters. while, as indicated previously,
quiz top= the rank order.  Only three
program types better-than-
average S's: quiz. comedy variety.
musical variety.

deliver

Five types consistent-
Iy deliver less-than-average conmnereial

ALA
irsf by Far

recognition:  classical music.  general
drama. popular musie. comedy drama.
and mystery drama.

There i~ very little velationship be-
tween of program and its SL
While Deckinger reported that there
tends to be a half-point improvement
per thousand-dollav-of-talent cost. he
also points out that his figures 11917)
revealed that Dr. Christian, with a
talent cost of $1L.000 a week. received
a 57, and Fred Allen. with a cost of
$20.000. received only a 29. To bring
these figures up to date (February.
1949y Christian has a 50.4 and Fred

cost

in the big Mobile Market

*Hooper Station Audi-
ence Index October,

SHARE OF AUDIENCE*
8 AM to 12 Noon
12 Noon to 6 PM
6 PM to 10 PM

31.8%
47.2%
49.0%

1948—February, 1949

For o further breokdown, see—

HEADLEY-REED, National Representative

AN AFFILIATE OF THE NATIONAL BROADCASTING CO.
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W. O. PAPE, President

| 25.1

Allen a 18.8. a much closer lineup in
=1, bat there’s still the great divergence
in talent cost in these two programs.
Current talent figures indicate that
Christian costs nearer $3.000 now and
that Fred Allen’s figure has Dbeen
shaved a little.  However. even with
hoth shows neck-and-neck. Deckinger’s
point continues to be good—talent cost
in itself ix no insuranee for a better 81,

Hooper has from time to time
projected what he calls an fmpact
Rating for programs. This is a com-
bination of 1ooperatings and Sponsor
ldentification.  For  February, Lux
Radio Theater had a Hooperating of
in the 306-city
survey,

telephone-home
It had. for the same period.
ldentification  of  8§6.3.
Fighty-six-point-three pereent of 23.1
is 21.7. That’s how lmpact ratings are
figured.  They represent the per-
centage of the telephone homes that
listened to the program and knew the
sponsor or his produet.

The lmpact Rating does things to a
program’s Hooperating, The Speidel
portion of Stop the Music had a 23.2
Hooper for February. 1919, but only
an 8.4 Impact Rating due to a low
Sponsor  ldentification  (36.4).  The
misidentification factor on programs
like Stop the Vusic iz many times

a  Sponsor

| higher than in the case of 907 of the

rest of the programs on the air. The
same i& true of Breakfast Club, and
even Arthur Godfrey’s davtime =eg-
ments have a high confusion factor.
due to different sponsors per 15-minute
segment.  Godfrev’s misidentification
runs as high as 26.2 for his National
Biscuit 10:45 am. broadeast.  The
Phileo segmeut of Breakfast Club had
a misidentification of 25.2.  Listening
on Stop the Musie. because of the con-

 test factor. is tighter than on another

Cresults from telecasts,

type of program. and the misidentifi-
cation doesn’t run as high as Godfrey
or Breakfast Chddb, but it nudges them.
The Speidel section (8:30 pa) reach-
es 231 in wrong responses to the ques-
tion. "Who sponsors the program?”
There has been much stress on the
hypoed Sponsor dentification which
While there are
no 36-city TV Sponsor ldentification
figures available, Tooper has compiled
figures for New York, and they aver-
age only ten points higher than the
30-city regular radio 31 figures. Stnee
New York is presumed to be more
brand-conscious than the rest of the
country  it's not surprising that the
TV Sponsor ldentification figures for
(Please turu to puge 03)
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Ted Bates

There’s no secret about SPONSOR’s popularity at
national advertisers and agencies.  I's a single-
purpose publication. 10077 devoted to the dollar-and-cents
aspects of broadcast advertising.
Because it gets intense home readership. because
it appeals to the very people who are in a position
to buy vour station facilities, beeause it's
an important publication you'll find SPONIOR ideal for
vour national advertising purposes.  Ask your

national representative.

Three out of every four copies (8.000 guaranteed) go
to broadeast advertising buvers. An average of 107,
paid subseriptions go to readers at each of the 20 ton
vadio-billing agencies,

A | .
“SPONSOR's the ansicer to a need in trade
papers. l;uzrwne liere reads it that should.”

! HENRY CLOCHESSY.
t Head Radio Timebuyer.
‘ Compton

“SPONSOR |brings me ‘inside’ on all current
radio and telyvision activities. 1 especially look
forward to the ‘Mr. SPONSOR ASKS’ forum
which puts Varfous industry bigicigs on the
spot.”
BETTY RUTH BRUNS,

Timebuyer, Ted Bates

Facts about readership at

Compton

Subscriptions to SPONSOR 10
Home 4 Office 6
Executives 2 Radio Director 1

Account Execs 1 Media Director 1
Timebuyers 3 Others 2

Some Compton clients who subscribe: Goodyear
Tire and Rubber. Procter & Gamble, Socony-
Vacuum Oil

Ted Bates

Subscriptions to SPONSOR 6
Home 4 Office 2
Executives 2 Others 1

Timebuyers 3

Some Ted Bates clients who subscribe: Brown &
Williamson Tobacco, Carter Products, Colgate-
Palmolive-Peet, Continental Baking, Standard
Brands

You’re sure to hit home

with sponsors and agencies

when you advertise

in SPONSOR

For buyers of Radio and TV advertising

40 West 52 Street, New York 19




97,410 Radio Homes

in the areo served by

KMLB

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

IN N.E. LOUISIANA

Right in Manrae, you can reach an audi-
ence with buying power camparable ta
Kansas City, Missouri. 17 Lla. parishes
and 3 Ark. counties are within KMLB's
milevolt contour. Sell it on KMLB!

MONROE »

LOUISIANA

KMLB

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

National Representatives
% AMERICAN BROADCASTING CoO.
5000 Watts Day * 1000 Watts Night

An excerpt from o letter to Cleveland's
Chief Station

General Mills. Inec.

April 5. jauq

¥r. Frank H, Elume

Director of Sales :nd
Sales Promotion
Radio Statjon =
Playhouse &
Clovelane &=

pPromotion of our Jack
Armstrong Safety

Slogan Contest
was a huge

~=-&AAL MIILS w2,
Zae® Caqtra) Divtiatag

9/( /’ /(790 m«}

LA D 57

s

BILL O'NEIL, President

S WJIW

aschucimes CLEVELAND 5000 Warse

REPRESENTFO NATIONALLY BY HEADLEY-RFED COMPANY
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PeSe (Coutinued from page 14)

version of Stop the Music has pulled in. Winner’s ratings have also
improved. partially as the result of a hypoed viewer interest and
partially because of a switeh to Saturday nights and a better time.
until the show now rates ninth in the 814 May TV Hooper for
New York with a 29.3. Stop the Music. in which Winner producer
Goodson also has a hand. is doing nicely, earning itzelf an average
hourly rating. in New York. of 20.5 in the same Hooper TV rating.

Although the total number of posteards returned to the TV Stop
the Music is as much as the total number of television sets in the
country a few months ago, the visual show i=n’t likely to pnt the
parent radio version out of business for a long time. Several
times. people who have been ealled by the TV show have promptly
named the “mystery melody™ used on the radio program. To the
majority of hsteners to the radio Stop the Music who live in non-
metropolitan eenters. and 1o whom the long-distance phone-call
gimmick means most, the show ix «till primarily a radio program.

NBC. which has long had an unofltcial “thumbs down™ policy
on give-aways, has chimeked the poliey out of the window.  With
top-rated shows «till leaving NBC for CBS, the terest in money-
making shows has returned. A super-give-away NBC show entitled
Hollywood Calling is et to start on 10 Julyv. with the sceond half
of the one-hour show already sold to Gruen Wateh.  NBC. possibly
with tongue-in-cheek. has stated that it is not an attempt to fight
erstwhile NBC comie Jaek Benny on CB3. but Hollywood Calling
i« scheduled for the Sunday night 6:30-7:30 p.an. spot, with the
Gruen portion directly opposite Benny. The show will feature film
star George Murphy and a host of Hollvwood-name talent on a
rotating basis.  The program revolves around the long-distanee tele-
phone. with guest stars making the ecalls. and questions growing
out of the movie industry.  The begimming jackpot is huge. already
set al over §30.000. with extra prizes (example: a “prop” lavetle
from a reeenl film. for an expectant mother) coming from the
movies themselves,  Extra promotions for the show, featuring salutes
to various stales, will e an outgrowth of the question-selecting
process, by whielr state governors choose the numbers to he called.
NBC expects to go the promotional limit on the show, which was
hatched in a collaboration between Lou Cowan. Stop the Music’s
mastermind, and network program executives.

Film exhibitors. now divoreed from the film makers by govern-
mental decree. are reported to be working out a scheme to curb
the wroads of TV and radio give-away shows into their boxoflice
retnrns.  An organization. aptly titled Santa Clans Quiz Shows.
Ine.. 1= plaming a series of 52 ten-minute film shorts with a quiz
show theme. the theater andienees to be the only ones permitted
to play the game.  The jackpots. now approaehing reductio ad ab-
surdumn among give-awavs, are planned to top S100.000. with a
good deal of emphasis on the werchandise prizes that will reeeive
lobby-display hallvhoo.

Bretton Watches has folloved Gruen's lead inmto network give:
away programing.  This watclh firm, a newcomer 1o broadeast
advertising. has purchased a John Reed King vehicle. Go For the
House, on ABC and will schedule it, probably with a new title. in
the first half of the hourdong period vaeated by Theatre Guild's
mme to NBC. The show, whieh will sell Brettons on Sunday niglhis.
9:30-10 p.n.. will featnre a telephone gimmick.

Happily in the middle of the new activity in give-aways, both
in and out of breadeasting. are the nation’s give-away  brokers.
Typical of their rise s New York's P'rizes. Incorporated.  In four
vears. Prizes. under the direction of Don Barry and Rose Magdalany.
has gone from a two-station. six-client sel-up 1o an organization
servicing 150 radio and TV stations and 120 clients whose nier-
chandise. totalling now over $2,000.000 ammally. is given away on
the air. via local stations mainly.

SPONSOR
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WEMP *
MILWAUKEE
GEN'L. MGR. ‘

O
SEE WHAT

THE BOYS IN THE

BACK SEAT
| : WILL HAVE!

WHY “HNooper-up” AT WEMP?

1. Policy of popular music all day long pays off in Milwaukee
2. More play-by-play sports than any other Milwaukee station

3. Programs and personalities that please the people:

Share af Audience

| ® HI-TIME 6-9 AM with Vern Harvey 4 WEMP WEMP
{ asitian Pasition
® CLUB 60 2-4:30 PM with Tom Shanahan coperepor Nav.P S A,:r.oww
R B 1 H 10 listed statians
® 1340 CLUB 4:30-7 PM with Tom Mercein 3 Chicagal 7th 3rd
@® OLD-TIMERS PARTY 7-8 PM with Bill Bramhall __ MORNING
® WIRE REQUEST 11:30-2:00 AM with Joe Dorsey & Cricage) 7th 4th
f AFTERNOON
I kiila;d' statians
SPONSORS ARE IN GOOD COMPANY ON WEMP EVENING 6th 3rd
Gimbels Schusters Based on Hooper Station Listening Index
Household Finance Corp. Kool Cigarettes

Miller Brewing Co. Robert Hall
i Colgate-Palmolive Peet Hudson Motor Car
Socony Vacuum F. W. Fitch
Milwaukee, Wis. -
Hugh Boice . . . General Manager

. ' .
Headley-Reed Inc. . . . Natianal Representatives MllWClUI(ee s ONLY FU" Tlme Independent
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PUBLIC SERVICE

tContinued from page 31)

over WEDEL This program. sponsored
by The Tamads Bros. was recenth
~clected a~ one of the winners of the
out~tanding ~erviee to highwav safets.

Set. Wilburn lLegree. The Singing
Cop. is a member of the Flint Police
Department assigned 1o special duty
in connection with the safety program
througltout  the  Flim
He makes daily appearances at schools

school syvstem.
and before other groups of children to
sing safety songs and tell them Sories
about safety. Mamady Bros. feel their
institutional more
than paid off. though they have made

commercials have
no attenipt (feeling it inconsistent with
the nature of the program) to trace
bnsiness dircetly to the show,

the Johns=on &
Johnson have refrained from using any
of the proved devices for testing the
impact of their commercials on I6s

Your Life.

FFor SAMEC  Teason

They use a dignified. re-

E=—— e
WE

DON'T

DRIFT

INTO

SNOW (Ky-)!

i It
No, Sir, our signa! fl()csll t m;i’,,
:?n;'(:rs in Snow u'\,,.')||"'.[‘l;::|i“,,
hot in the Lonsyi ¢ '07"
T\orcu that it welds ot |(‘l§8l ad li‘-:
B )ili Andicnce to us; n‘l“!:u‘c'i"
eally every coruer ? 3
and important arca’

ine, our great

- sh .
rain OF -

narket is farmore?d

nt than any other section
f l‘;:(' Srate — docs alimost a8
o

i i
clive busincss as o
"l““::'a:.{(fr:llw State, combined!
: :(‘l WAVE you l}uu'l
l“'lfcI to be Snuw-lumml! :Shull
v:':‘lu-lp dig you ont — noi?

LOUISVILLE'S

AN

D ne “F‘L“‘E »e 5000 ""‘s .o 910 Xe

w National Represen
— e e

48

Sleet,
27.¢-mmly t
por

around,

strained sclling message instead of the
stricthinstitutional used by
Hamady Bros.. a grocery chain.

('()l).\

This program i~ produced in the
form so often adopted by the sponsor
interested more in prestige than in di-
rect commercial impact—the documen-
tary. This form of presentation is prob-
ablv the champion  rating-depressor.
That is mainly becanse its attempt to
be vealistic and “hard-hitting™ usnally
loses—as  commonly  produced—just
the program wvalues that attract audi-
This has true
such elaborateh -produced  documen-
taries as CB3" The Eagle’s Brood.
whose rating plunged to a 6.} from
the previous L1 earned by Informna-
tion Please and depressed ratings on

enees. been of even

hoth sides of the period for several
broadeasts following. So producer Ben
Park of the Chicago industrial Health
\ssociation had two strikes against
him when he walked imo the adver-
tising sanctim of Johnson & John=on
with audition records of 11°s Your Life.

How would a  documentary-type
program designed to promote better
living through better heahth fit into the
of Johnson &
E~pecially when the adver-
tising program for 1919 had already
heen

alvertising  program
Johnzon?
formulated  without  plans for
ralio?

The show was presented as a 15-
minute program designed to bhe aired
in the daytime five times a week. This
meant a predominanthy woman’s andi-
ence. which seemed right for <urgical
dressing= and baby product= (the di-
vision of the company to which Ben
Park made his presentationy.

It had one quality that set it apan
from competing davtime programs: i
promised to tell the people of Chicago
about the
sources and the people who were work-
mg day and night 10 protect their
health. the foture of their children.
the whole pattern of their daily Tives.

But with all this. wounld people

for any community re-

listen?  Could such a humanitarian
program build an audience in com-

petition with the powerful appeal of
serials and other suceessful davtime
The faet that Ben Park was
He had

vear

radio?
prodneer meant something.
~et Chicago allame  last with
Report Uncensored. the series that won
nine awards, including the du Pont
and Peabody, He started specializing in
educational and pnbhe service broad-
casts on Wisconsin's state-onned WA
the

attending university - at

Madison.

while

Fdward G. Gerbie. Johnson & John-
advertising  director. was  well
aware that some of the most attractive
appeals in davtime radio include both
people and problems with which wo-
identifly  themselves:
pense: and happy solutions.  He put

1's Your Life nnder a microscope to

s0n

men  can

3Us-

find out how manyv of these qualities
it promised to develop.

The woman listener would get situ-
ations and stories that could be her
own or her familv’s.  Park proposed
that the first 13 weeks should unfold
problems from The Birth of a Baby
right on up to old age. The tape-
technique  could  eapture
colorful, gripping stories of situations
part and pareel of daily life—with the

recording

ring of honesty and truth.

 nder the expert writing and diree-
tion of Park the gradual development
of a delinquent-boy’s life story. for
example, could ereate the necessary
interest
broadeast to another.  The moral of
the series wax that the happy =olution
is the intelligent. logical one—that in

excitement  and from one

nearly every case hope and help are
close at hand. The show would ecarry
as a daily message the news that as-
sistance was there if listeners would
only ask for it.

It was all there It of-
fered that rare union, the “just right™
combination of program content and
advertising vehicle.  Johnzon & John-
son. on the recommendation of their

and more.

ageney. Young & Rubicam. New York.
and Gerbie. decided to expand the bud-
get for the baby products and surgical
dressings division to include the show.

Ir's Your Life started 18 October on
Chicago’s WMAQ in the 11:15-1H1:30
am. spot Monday through  Friday.
This pitted it against three popular
network Welcome Travelers,
Kate Smith Sings. and Aunt Jenny.
From an initial Hooperating of 0.6 it
climbed steadily to L then 3.1. This
represented a 153 share of audience.

Shl)\\".‘.

or an inerease of 317% in a hittle oser
haH-a-vear.

By this time there was a swelling
clamor from listeners for the program
to be moved to an hour when hus-
bands and other members of the fam-
ilv could hear it. Women feht that
stortes of how other families met and
solved e various problems associated
with illness and disability through the
aid of Chicago’s many services were
of profonnd interest to many not able
to listenn on weekdays, There was evi-
dence. also. that hstenrers were inter-

SPONSOR
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ested i a more detailed exploration
of a problem in one broadeast than
the 15-minute format allowed.

Therefore. on 17 April It's Your
Life was discontinued as a daily broad-
cast and switched tin a half-hour for-
mat) to Sunday afternoon at 3:30.

The show is a package owned by
Chicago Industrial llealth Association
and leased to the sponsor for §1,200
a week.  Time charges bring the total
cost in round mmibers to $100.000 a
year.

The venture is fraukly experimental
for Johnson & Johnson. Sales in the
Chicago area are being subjected 1o
continuous checking and comparisor
against previous records for identical
periods. 1t will be possible to draw
some fairly valid conclusions on the
sales effect of the program because it
is the only factor in the Chicago area
additional to the national advertising
and regular point-of-sale material cov-
ering all markets.  There is no other
local advertising in any other market
for the line of surgical dressings and
baby products.  Ad-manager Gerbic is
cautious ahout calling the program an
uncequalified commercial suceess as yet,
but is satisfied with developments “so
far.” The show was recently renewed
for the summer.

It's Your Life is one of the most
heavily-promoted local programs in
radio. The vital nature of the prob-
lems it deals with. as well as their deep
human interest. makes the series easy
to publicize. 1t has had thousamds of
lines  of metropolitan, community.
trade. and national magazine news
coverage. Specific promotions have
heen worked out with druggists, health
and welfare agencies. etc.

The Boy Scouts distributed 1.000.-
000 cards to Chicagoans: all doctors
got booklets explaining the program:
industrial plants throughout the area
got posters. Al health. welfare, and
medical publications are covered week-
Iv with stories.  When a broadeast
ageney of CIHIA. the
agency sends out reminder cards 1o
its members,  Menibers of the produc-
tion stafl. consisting of radio director
Ben Park, his assistant Don Herbert.
an editor, and three assistants, speak
often at women’s clubs, schools. ete.

involves an

listener  enthusi-
asm. phlus amazing acclaim by radio
critics, critics in medical. social serv.

Steadily-growing

ice, and industrial fields. on top of
three national awards, have led to fre-
quent predictions that the program with
shortly hecome a network feature.

20 JUNE 1949

This speeulation  3s premature.  al-
though it is considered as a future pos-
sibility.  The believes  the
show should have more time 1o prove
iself in its new half-hour format. and

to demonstrate sustained commercial

sponsor

effectiveness hefore trying to solve the
many practical problems involved.
There have been requests from agen-
cies and groups all over the country
to broadeast the Chicago platters with
original Chicago references deteted and
references to local agencies. ete.. add-
ed.  These projects, too. are on the
waiting list until all the Chicago evi-

denee is in,

Johnson & Johnson ofheials are sin-
cerely  proud that considerations of
public good do influence their think-
ing.  On the other hand. as Edward
Gerbie told the Congress on Industrial
Health in Chicago last January. in de-
scribing what the show does for publie
health. “Before this  halo
tight. let me quickh state that we de-
cided to sponsor s Your Life because

it tlooked like a good advertizing buy.”

gets  too

To Johnson & Johmuson that means
selling lots of bandages and  bab,
powder. s s

"HooRAY FER THIS | '
Lgx-vou-mous LIVIN KIDS!*

Kssir. no joke—you do see some mighty faney liv-
ing out here in the Red River Valley. Us North Dakota

-

hayseeds have an average Effective Buying Income of

85599 per familv—"i1cay above the national average!

And, yessir, WDAY s popularity in these parts is like

our income—it keeps growing every vear!

In addi-

tion to our exceptional rural coverage, the latest Fargo

Hooperatings give WDAY a whopping big 67.59%, Share
of Audience (Total Rated Periods) against 13.19, for
the next station (Dee. "18—Jan."19).

Write us. or ask Free & Peters for all the faets!

FARGO, N.D.

£33 NBC ¢ 970 KILOCYCLES e

(=

5000 WATTS

%P‘REE & PETERS. INC., Exclusive National Representatives
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Who candeny that heis slave

to the voice of authority...
from the first day a doting mother

told him to pick up his feet?

YOU DO WHAT YOU'RE TOLD'!

Radio has the authority

of the living voice. I's the voice
that moves most people to
action: to buy, to use, to enjoy.
And in radio no voice has greater.
authority than CBS which

speaks to the largest audiences

in America at the lowest cost.

...for the largest

audiences in the world
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Jack Cheshro
In Pitching *

WHEC
. In Rochester

WHEC is Rochester’s most-listened-to station and has
been ever since Rochester has been Hooperated!
Note WHEC’s leadership morning, afternoon, evening:

Sunday thravugh Sel.

BUY WHERE THEY'RE LISTENING: —

)

STATION STATION STATION STATION STATION STATION
WHEC B C D E F
MORNING  38.3 22.5 8.4 9.3 13.8 ] 6.0
adnt}% to[’Ped since. /?ASSJLZ;?»?,;‘;"F,;.
bee! AFTERNOON 30.3 27.5 93 155 155 1.8
12:00-6:00 P.M.
Monday thraugh Fri. Statian
EVENING 349 28.5 82 1.4 155 !Nwas
6:00-10.30 P.M, Only

MARCH-APRIL HOOPER, 1949 |

Latest before closing time.

Representatives: EVERETT-McKINNEY; Inc., New York, Chicago, HOMER GRIFFITH CO., Los Angeles, San Francisco

20 JUNE 1949
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Beanty and T

For snrefire attention valune

don’t overlook a beantiful givl

<Al
when Deauty pleadeth, ..

Shakespeare
One of advertising’s stock trichs. dat-
ing back to the very begimings of the
advertisiug art. is the use of a pretty

. orators are  duml
—
ih—-_ [

face or figure to draw readers” atten-
tion to magazine. newspaper, or bill-
lmal‘(l a(l>.
added a new dimension to thi~ basie
advertising Although. to a
linited degree. the featuring of pretty
girls in the commereial s old hat to

The comimg of TV has

device.

athvertisers who use theatrical “minute

movies.” the visual air medium has
ouly in recent months sent advertisers
and agencies out looking for new ways
to adapt the two major things that T\
adds 1o printed pictures of gorgeons
eirl= =ound and movement.

The use of a pert feminine face to
add a dash of “window dressing™ to

TV conmercials i« common enough.

Men and women alike, albeit for some-
what different are attracted
by ads. and more recently by TV com-

reasons,

mereials. in which beauty is a factor.
However. there is a growing list of
TV sponsors who do more than just
hire a good-looking model or two to
add a bit of zest to their visual selling.

With TV sponsors  like  Licbmann
Breweries  (Rheingold  Beert.  Jacob

Hornuug  Brewing  Company  (Horn-
ung  Beer and  Londonderny  Aley,

Chevrolet Dealers of New York. At-
lantic Brewing Company (‘Tavern Pale
and Brewer's Best Beer). and VeKes-
son & Robbins iTartan Sun lLotion)
the uze of beauty in TV commercials is
an integral part of the selling and

merchandising follow-up. The nain
difference lLies in the fact that these

above-mentioned advertisers maintain
a feehing of “econtinuity ™ in their use
of the beauty factor. Here. the pretty

girl imohed does not represeut the
trademnark of the product a~ much as
she represents a tie-in between herself
and the sponsor’s product.

This  psychological relationship is
put to work in several ways in TV,
The best example of itx commercial
application is found in the various
switehes worked on the “beauty con-
test” idea.

Beauty contests generally are an im-
portant part of Americana. They have
existed for vears. and range all the
way from the husiness of picking the
prettiest girl at the office outing to the
claborate. klieg-lighted razzle-dazzle of
the “Miss America”™ pageant in Atlan-
tie City. Beauty contests are the peren-
nial subject matter of miles of news.
reel footage, and of Sundav supple-
ment and magazine lavouts. In reeent
vears. they have also been put to good
use commereiallv. first as promotion
stunts Chambers  of Commerce.
Citrus  Associations, hotels.
and so forth, hut more recently as a

for
resorts,

straight advertising device,

By far the most suceessful adver-
tiser who has used the beauty-con-
test formula as a year-round sales-
getter is New York's Liebmann Brew-
eries. makers of Rheingold Extra Dry
Beer. and sponsors of the annual “Miss
Rheingold™ econtest. which has been
building up sales and piling up votes
increasingh: for Rheingold sinee its
start as a promotion stunt in 1940,

\lore votes are now cast for the xix
professional models who compete an-
wnally for the “Miss Rheingold™ title
(the contest is only in a 50-mile area
around New York Citv) than were
cast in the last mayoralty election in

\ - STk
.lf- /-:/" 9:(&6
| £ 7

4 T

-

of 1948 was chosen through a 13.week contest o
WFIL.TV, with many Quaker City girls competing

Their
John

are constant reminders of that GM car.

Chevrolet girls Miss Hornung

clothes are especially TV.designed by Mr.
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BEFORE A MODEL BECOMES ELIGIBLE TO TV-RUN FOR "MISS RHEINGOLD" SHE RUNS GAMUT OF ELIMINATION COMMITTEE

New York, or Chicago, or Demver, or campaign that has lifted Liehmamm period:

San Fraucisco. In fact. only the piesi-  Breweries front a 1910 sales rank of “Mixs Rheingold” Votes
dential and the New York State guber-  15th nationally and th locally in New 1)‘."1‘{{ “:;6‘;':?'.”‘
natorial clections can elaim more York. to a 1949 national rank of 5th 1941, erereriizes vve 739,501
o e ol o g ] o AN e S 919.353
actual votes than “Miss Rheingold.” and the top place in New York brew- 1946 L. 1116956
o . o & . . 1047 -.2.219.501
I'he terrific merchandising and promo- ery sales. Some indication of the rapid 1648 1.210.316
tion thaF have iucrea.s‘i.ngl) gone iuto  rise in popularity of the “Miss Rhein- Votes cast in 1948 are for the
the “Miss Rheingold™ contest have gold™ contest can be seen in the num- “Miss Rheingokl” of 1944, ete.
been the kevstones of a merehandising  ber of ballots cast in the 1913-1948 (Please turn to Page 59)

usz BURU(,‘TI' Q’E)ﬂ

-
S VVALLAY gy ey WS °

DURQACKER FACES
BAM W TAR RBW
Accused of Stugglny k
.\:5" . ..l

iss Pa en"e was a feature of the Telepix Newsreel and M,i A 1 local contests are being sponsored all over U.S.
‘ g an extremely telegenic extra for all its sponsors SS merlca WCAU-TV presented Philly's finalists to televiewers
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“TOTAL"" AND TEN-CITY TRENDS
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Gray srea: tolat units of business
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Buch area conitant base
ol th ahies, 19 stahens

With this issue, T1 Trends comes to the end of its first vear of re-
porting where television is going and why. Nuturally. the trend has been
LP. Based upon a set network panel of 10 citiex and 15 statious. the
increase has been 600¢ . Based upon a “selective”™ panel of 10 cities
and 19 stations. the increase has been 260 . Based upon a local-retail
panel of 10 cities and 19 stations, the increase has been a little more
than 450 This does not measare industry growth but a comparative
study an cities that had TV 12 months ago. It measures growth on a
specific number of stations in these cities. The TV industry over-all
growth has been phenomenal. Network TV has grown 1.000¢ . Selective
TV has grown 500, . Local-retail TV has grown a little under 800¢,
' a fantastic advertising medium.  Business is jumping vet practically
all stations are in the red. It could only happen on the air.

BREAKDOWN OF TV BY BUSINESS CATEGORIES
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| eadership

= IN PROGRAMMING
— IN POPULARITY
— _IN UTAH

Netional Representotive:
John Blair & Ce.

0 v VRESPONSIBILI‘I’Y

GET PRICES FROM

VIDEO VARIETIES

BEFORE YOU
ORDER FILMS

VIDEO
VARIETIES
CORPORATION

YMBOL OF

OFFICE
41 E. 50th ST.

STUDIOS
‘ 510 W, 57th ST.
} NEW YORK

I[SPUNSIBIII“ MURRAY HILL B-1162
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BEAUTY AND TV

{Continved from page 57

The *Miss Rheingokl™ contest is
now a big deal. It started 1 1910 as
a trade promotion stunt, the brainchild
of Rheingokd v.p. Philip Liebmanu and
a leading lithographer who had the
Rheineold business. The election of
Jinx Falkenburg as the original = Miss
Rheingold™ ereated such a stir among
dealers and distributors that the Lieb
maim firm and itz ageney. Foote. Cone
& Belding. have eontinued the contest
as a eonsumer promotion ever since.
Fvery spring now, several hundred
professional New  York models are
“sereened” to find the six girls who
will compete as finalists in the Augnsl
voling.

Then. the promotion routine goes
into action. Sunday supplements amd
nragazines are used to show four-color
pictures of the six models.  Large
streamers. showing the six girls, as
well as ballot pads, ballot boxes, and
window slashers are distributed by
Liebmann Breweries via the eity bot-
tle salesmen and the eity keg salesmen.
(Licbmann Breweries figurves that for
every eustomer who enters a place that
sells Rheingold. ten to 20 passersbhy
sce the window slashier.) During the
period when the public is voting for
“Miss Rheingold™ (usually from early
August to  early September), the
Rheingold sales force whoops it up
coustantly for the contest. So suceess-
ful has this been as a year-round, as
well as a short-tevi, promotion stunt
that the ageney  aceount excentive.
Frank Delano, reports the use of the
point-of-sale 1waterial for the contest
i taverns, stores, markets, and other
outlets  for Rheingold as  virtually
10062, Sinee hall of that figure 1s
generally  eonsidered  very high for
point-of-sale usage. such reception on
the part of 25.000 Rheingold dealers
is a hreet indication of the validity of
Liecbmann  Dreweries’  ad
stieking to the beautyv-contest for-
mula vear after vear.

TV was added to the Rheingold pro
motion during the 1948 period of vot
ing for *Miss Rheingold of 1949.7
Two five-minute films were of the six
contestants by the ageneyv (cost: about
$10.000), which eonsisted of inter-
views with the girls, plus a 30-<ceond
stop-notion commercial in which the
various [Rheingold paekages paraded
past a reviewing stand. Thev were
aired 13 times each on four New York

l)()li(‘) ()[
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A RECORD MADE ALL THE
MORE REMARKABLE BY
THE FACTTHAT WOIC HAS
BEEN TELECASTING FOR
LESS THAN SIX MONTHS!

WOIL -

CBS-MBS Television Networks

CHANNEL 9, WASHINGTON, D. C.
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TV stations (W ABD. WEPIND WEDBS.
TV, and WJZ-TV ) <o that there were
virtwally two Rheingold telecasts every
eventng during the voting period.
“We didnt gat o televiston just
to experiment.” sayvs FCAB executive
Delano. =TV had to meet the require-
ments of other Rheingold advertising.
When we put the "Miss Rheingold”
film= on the air. we felt that television
was ready to do the job of bringing
With heavy
promolions  going on  al

our regular ads 1o life.”
Rheingokd
point-of-sale. and in newspapers. ma-
gazines. and on billboards. it wa~ difh-
entt to tell just how big a part TV

played in making the last **Miss Rhein-
gold™ election the suecess that it was.
However. Delano adds: 1 perzonally
visitedd over 300 taverns during the
‘Miss
Rheingold films, The aceeptance was
When one of the films was
actually on the air and being viewed

time we were seanning  the

l(‘l'l'iﬁ(‘.

in a tavern. the question of which of
the girls was the best-looking was the
major topic long after the film was
over,”

Both client and ageney are quick to
eredit a major role to TV in nearhy
doubling the 1918 voting figure over

that of 1917, TV added something

track.

proprictors.

'MBQQQ

Television Performing Rights

The BMI license with television stations covers all
performances both live and mechanieal and whether

by means of records. transeriptions. or film sound-

It provides for the perforntimee of BMIlicensed
compositions withont special elearance headaclres.

The catalog of mnsic licensed by BMI contains over
one hnndred thonsand copyrighted titles ranging from

follkk mnsic and be-bop to elassical,

BMI offers to television film producers all the in-
formation and help they need in obtaining the right

to record musie on films from individual copyright

BMI's television Serviee Departinent is headguarters
for complete information on performing and other
rights in the musie of BMI, AMP, and the hnndreds

2
of pnblishers affiliated with BMIL

For Music On TV

Consult BMI Television Service

Broapcast Music, Inc.
580 Fifth Avenue )

PL 7-1800

New York 19, N. Y.
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that had not been there before. To the
basie fornmla of associating Rheingold
in a dignified manner with a leading
nodel each vear was added the extra
dimension  of sight-and-cound.  As
might be expected. TV will continue to
play a growing part in the “Miss
Rheingold”™ promotions that form the
basi> of 75 of the Licbmann §3,000,-
000 ad budget spent in the New York
City area.

Several other brewery sponsors in
the visual medium have adapted varia-
ttons of the ~Miss Rheingold™ formula
to their own use. with good results.
Although the trend in beer sales these
days i~ growing ~teadily in favor of
packaged Dbeer sales tas against sales
of dranght beer). the fact that view-
ing of TV I taverns and bars-and-
grills is high in every TV market in-
fhiences the thinking of beer sponsors
towards slanting programing to this
audience in a manner that borders on
point-of-sale selling. The ““Miss Rhein-
gold” formula per se
one. not the least of which is the
S1,600 in modeling fees and the $5.000
in cash that the winning model re-

is an expensive

ceives. Twa TV advertisers who have
used the tic-up of beer and a beauty
contest to good advantage, Philadel-
phia’s Jacob lornung Brewing Com-
pany and Chicago’s Atlantic Brewing
Company. have coneentrated  instead
on the non-professional beauty contest
which features amateur loeal talent.

lHornung. anxious to break away
from the “established™ brewers” format
of TV sports or news. was the coun-
tnys first TV sponsor to bankroll a
beauty contest commereially over an
extended period of time. In July 1948,
Hornung started a 13-week run with
the Hornung Television Beauty Parade
on WFIL-TV in Philadelphia.  Hor-
nung felt at the time that it would be
a program vehicle that wonld stand up
well against sports (while being less
expensive . would appeal to home and
tavern viewers. and would also be a
highly  promotionable  merchandising
idea. The contest was open to all girls
of 18 or over. married or single. in the
Hornung  Philadelphia market. The
girls were serveened at the studios, and
the  weekly decided on the
basis of bhalloting following the show.
then viewed on Thursday nights. 9:15-
10 pan.

Hornung followed up the contest in

winuers

an aggressive way. plngging it in every

Hornung product ad and in special
; . .

ads on radio and TV pages in the

SPONSOR




Philadelphia papers. Much free space
was snagged in the feature pages. too,
and the neighborhood publications in
Philadelphia ran long stories  teom-
plete with pictures) which gave ~Miss
Hornung” what amounted to a free
commercial.

The contest ran hot and heavy be-
tween July, when it started. and Sep-
tember, when it ended. Sales for lor-
nung Beer jumped to sueh a high level
by the time Nancy Bergin of llaver-
town. Pa.. was clected “Miss Hornung
19187 that Hornung, without pausing
for breath. continued with a second
contest series to find the “Miss Lon-
donderry Ale” on WIIL-TV.

Again. the same formula was used.
Much of the promotion (hallots. point-
of-sale posters. ballot boxes. ete.) was
concentrated in bars aud taverns. and
partisan fecling in sprawling Philadel-
phia ran high for the neighborhood
favorite in the amateur beauty contest.
Again too, Hormung's sales jumped.
When Virginia Roberts was clected
“Miss  Londonderry  Ale.” Honnng
knew by the reaction among dealers
that it had found a really good idea.
So. a third contest was started. which
finished in mid-April of this year. to
find “Miss Hornung Bock Beer.™ By
the time Jane Polloek had won this
commercial accolade, Hornung was
fresh out of product names.

Hornung is concentrating on raeing
telecasts for the summer. and expects
to return with bigger and better con-
tests this fall.  Meanwhile. the three
voung ladies are being featured ta la
“Miss Rheingold™) in Hornung print-
ed advertising and audience promo-
tions for the racing telecasts. Also, the
girls appear in commercial fihns used
during the racing cevents, and appear
at the Garden State ‘Track regularly
for TV guest interviews on WEIL-TV.

Hornung feels now that its beauty-

contest formula of using local talent
thowever. making sure to get a signed
release i every cased is an effective
adaptation of the formula used so
effectively in New York by Lichbmaun
Breweries.

A capsule form of the Hornung type
of Dbeauty contest has been used to
good effect by the Atlantic Brewing
Company of Chicago. As a promotion
stunt for Atlantic’s Tavern Pale hrew.
the intermiszion time during the Madi-
son Athletic Clulb wrestling matehes.
sponsored by Atlantie on Chicago’s
WGN-TV. was turned into a search for
“Miss Tavern Pale of 1919." Starting
in early February of this vear. the con-

20 JUNE 1949

test pulled well from the start. The
first weeh of voting (done either by
mail-in votes, or by ballot hoxes placed
in Chicago taverns) brought in more
than 12,000 votes. Each week. some
eight local beauties were televised dur-
ing the intermission, with the viewers
acting as “judges” for the weekh
eliminations. A tavern or package
shop in cach neighborhood was the
“sponsor” of each young lady, sending
to the agency (W. B, Doner & Com-
panyt  their mailing
lists. The ageney then sent postcards.
printed with the name of the spon-
sored girl. and the date and place that

ucighborhood

viewers could gather to root for the
local choice. Said the posteard:

gram director, presenting the
Caunly.

have made auislanding

agriculture. It

listeners of Central Ohia.

odverlising an lhis station

our 'Quality’ stary’

WBNS FARMTIME
FUTURITY SCHOLAR-

SHIP—Geer Parkinson, WBNS pra-
1949
farmtime Futurily Schalorship ta 18-
year old Beverly Warster of Marraw
This is l1he fourth year 1lhat
WBNS has awarded Ohio Stote Uni-
versity full schalarships ta youths who
records in
is anly natural
this station is vilally interested in agriculiure.
arec extends aver one of lhe richest farming sections of the slate
ond WBNS pragrams bring enlhusiaslic respanse from the rural

ASK LE ROY MORRIS OF HOLIDAY
SWEETS ABOUT WBNS RESULTS

. He will lell you af his 17 years successful experience wilh
. first os manager of a Calumbus
department slore ond now as head of his awn business.
'We find thot o small business can and daes achieve remarkable
resulls on o minimum expendilure far advertising.
aperale in the qualily field oand find WBNS well adapted ta lelling
.+ - Yes, sales in Central Ohia are spelled

We are sponsoring one of
the comtestants . . . one of our neigh-
borhood girls . . . and we want all of
our fiiends to come on over for a big.
enjovable "TAVERN PALE NIGHT! ™

This sort of folksy
didn’t take long to produce results.
When the Thursday  night wrestling

matches went on for Atlantie. featur-

W ll()()])(l(‘(l()ll

ing the “Missz Tavern Pale” contest at
intermission tine. the S.RO. ign was
out at most Chicago neighborhood
bisios.  Ratings on  the wrestling
matehes took a real jump. until a few
weeks later they were in a tie for 5th
place in Chicago with CBS™ The Gold-
hergs.

When a winner was announmeed, the

lhal

The WBNS lislening

He says,

Further, we

WBNS.

COLUMBUS—Stote capital and

the indusirial, cultural and business cen
ter aof Cenlral Ohia.

POWER 5000 D-1000+N CBS

ASK JOHN BLAIR
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agency immediately sent out another
bateh of cards to the mailing list of
the victorious sponsor. The headline
read: “YII'PEE! OUR "GORGEOLU =
GIRL” WON © 0 AND SHE'D LIKE
TO MEET YOU! The card went on
to ~ay that the sponsoring tavern was
throwing a party for the winner. with
free orchids for all the ladies. and free
entertainment. The *Miss ‘Tavern Pale
of the Week™ would be there in person
to meet her fans. etew ete.
The actual expenses
around in Atlantic’s contest. which is
still going strong on WON-TV, are ve-

meurred all

SOUTHWEST VIRGINIA'S

latively
wendous amount of local good will.

small compared to the tre-

increased program ratings. and sales
promotion value of the contest. By
promoting prizes for the contest. as
if it were a running give-away show,
Atlantic has lined up a prize list for
the winner {(two-week trip to Holly-
wood. a TV set. a diamond wrist
platina  fox jaeket. ete.)
heightens  femninine interest in

watch. a
which
the comest without appreciably raising
the costs.

WGN-TV has staged other heauty
contests on a sustatning basis, sueh as

{0/1ee/L RADIO STATION

23..

of continuous service to Roanoke

and Southwest Virginia, and our
20th consecutive year with CBS.

WDBJ's potential audience is over a million people who

can spend almost a billion dollars yearly.
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CBS « 3000 WATTS - 960 KC
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those at the Chieago Tribune’s Out-
doors Show. and has found that they
are top promotion deviees for the
station.  WCAU-TV in  Philadelphia
last vear televised the eity finals in
seleeting “\Miss< Greater Philadelphia™
to appear in the “Miss America™ pag-
cant at Atlantie City.  KGOTV i
San Francisco is planning to look for
a "Mis: Bay Area Television™ this
June as a promotion stunt for the Bay
Area Industrial Exposition. Other sta-
tions and other sponsors all over the
country have TV Dbeauty-contest plans
in the works.

Several other TV sponsors are using
a “beanty " idea of one sort or another
on a continning basis. The Chevrolet
Dealers of New York have been fea-
turing the “Chevrolet Girls” (Evelyn
MeBride and  Athalia Ponsell — a
brunette and a blonde), dressed alike.
and aeting as “assistants” to  quiz-
master Bud  Collver on the  dealer-
sponsored Winner Take All on WCB3-
TV. The girls also appear (always
billed as ““The Chevrolet Girls™) in a
series of summertime film spots for
One typical film in the
sevies of weather spots shows the girls
at the beach watching the sky cloud
over. then jumping into their Chevvy
comvertible and putting the top up,
while the narrator gets across the point
that the weather the next day will he
cloudy and rainy. So elosely identi-

Chevrolet.

fied with the auto firm are the two
girls that their appearance on the TV
sereen virtually amounts. as does the
appearance of “Miss Rheingold.” 1o a
=ubtle Also like “Miss
Rheingold,”™ the two girls are models,
but they were not sclected by a eon-
test. although the  Chevrolet  dealer
group in New York is mulling over

commercial.

fthe idea with its promotion-eonseious

ageney. Campbell-Ewald. for possible
use this fall.

MeKesson & Robbins. as a summer-
time promotion for their Tartan Sun
Lotion. have been using a top model,
Cindy Cameron. as the “Miss Tartan™
i a series of warm-weather TV film
announcements muel as the “Chevro-
let Girls™ have been featured. 1. Loril-
lard Companv. makers of Old Gold
cigarettes. has carried the identifica-
tion idea a step further and uses a
“dancing pachage™ idea. in which two
large-seale mock-ups of the Old Gold
package dance around on the stage.
with two pairs of very shapely legs
showing. This deviee i~ used during
the Lorillard portion of the Thursday-
night ABC-TN Stop The Vusie.

SPONSOR
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The animated trademark idcea has
been worked out with a beauty theme
in TV by Bonafide Mills. Inc.. to sell
the firm’s Bonny Maid Linoleunt. The
conmercials  on  Bonafide’s
Benny Rubin's Theatrical Ageney, tele-
cast on NBC-TV, feature three ideuti-
cal-looking blue-eyed blondes, dressed
in Seotch kilts, who do a singing jingle
s the “Bonny Maids.”  The three
girls were selected after the usual “dif-
ficult search.” during which the client
and the producer, Charlie Basch, re-
ceived some good publicity. The girls
add interest visually to the commercial.
and serve as a constant reminder of the

sl ",

m—

company’s trademark. established after

long years of steady advertising.
There are a few pitfalls for the
sponsor considering the use of a
“beauty” idea in his TV commerecials.
In the case of amateur beauty contests.
a release forn is a must. regardless
of the willingness of contestants to ap-
pear. At all times. the idea must be
in zood taste. since there are no “run-
ways” in TV studios. If well-conecived
well-promoted, the  theme  of
beauty in TV can form an integral
part of successful TV sclling. « « «

and

SPONSOR IDENTIFICATION

(Continued from page 11)

the metropolis mn ahead of the na-
ttonal radio SI figures.

There are specific rules and regu-
lations covering programs obtaining
lush identification figures. The top

programs average 59%¢ higher in audi- '

ence rating than all shows. They are
mostly varicty or audicnee participa-
tion (quiz) programs. They coste on
an average. 27%9¢ more than other pro-
grams on the air. They have been
on the air twice as long as the aver-
age program. They usc 609 more
product mentions during a broadcast.
They distribute the product mentions
thronghout the program, with a mini-
mum of five minutes between credits.
They advertise products that are im-
pulse or daily-purchase items.
advertisers spend nearly twice as much
money in magazines, newspapers. and
other edia than the sponsors of pro-
grams at the low end of the Sponsor
Identification index. They don't shout
“buy.” they just endeavor to sell with
reason-why copy.

lligh Sponsor ldentification isn’t the
entire answer to intelligent use of
broadcast advertising. There's still the
problem of “does it sell?” N
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NASHVILLE

THE KEY TO DEALER ACCEPTANCE

Start out from Nashville in any direction.
Stop at stores of all kinds anywhere
along the 'line, for hundreds of miles
along the radius. Check the inventories
against the list of WSM sponsors, and
the over-the-counter movement of WSM-
advertised goods. That will tell you the
story of this station that helps sell to,
and then helps sell for merchants who
serve millions of Central Southerners.

The merchants know why, too.

Implicit confidence, based on 23 years of
experience, in every word that is uttered
over our 50,000 watt, clear-channel
signal.

IRVING WAUGH, Com. Mgr. »

CLEAR CHANNEL °* 6350 KILOCYCLES -

EDWARD PETRY & CO., Notionol Rep.
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GALLAHER

(Continged jrom page 20

Piteh to teenagers comes at <115
with Gaest Perjormance. vecordings of
top name bands of the day. These pro-
grams are all aired over WHIO,

Tomorrow Morning News. aired on
WONE at 10:30 pane is designed to
cateh evervone who doesn’t want to
wail up for 11 oelock news,

While Gallaher has  experimented
with varions shows and thuwe spots
over the vears. they have stuck con-
sistently  to the principle of ating
cach program at a specific audience
and making it do a specific seling
job. They have foHowed a poliey of
using  stationr talent and Sation-buih
shows. They feel thix has paid off in
their heing able 1o localize broadeasts,
Radio aceounts for about 307 of the
total advertising hndget.

As roon as Wolaver got his feet wet
in radio he set about making the most
of it
paper ads ealls atention 1o the pro-
Window and
displavs consistently featnre the items

\ regular campaign of news-

gram lineup, interior
being plugged.

Speeial promaotions  are carefully
bnilt aromd a eentral theme and co-
ordinated i all media. An example is
the weekdong “Life Lines At Galla-
her’s™ promotion  featuring national
brands advertised in Life and carried
by Gallaher’s. Radio copy not only
plogged the promotion generally, bat
tied in specific produets involved in
their cooperative campaign,

Radio copy is alzo tied in with news-
paper and  shopping news  speeials.
Weekly illnstrated bulleting ave sent to
Gallaher clerks each week 1o keep
thent informed.

There is no set schedule of partici-
pating sponsors. sinee the nmmber of
announcenents alloeated 1o the prod-
net of amv one manufacturer depends
upon the amonnt of money in the par-
tienlar cooperative advertising  fand.
Thus both the nnmber and wdentity of
Gallaher's  participating  sponsors
clinge from month 1o month. The
commercials  nsnalh abont 125 words

of participating manuflacturers are
schednled fivst. Galaber uses for it-
self the remaining commeretal time.

The 32 gquanter-honrs of rvadio a
week heamed at honsewives, hasbands.
tete)
fron it small heginning because ecach

oldsters. youngsters srew up
new andience radio bronght into the
Gallaher fold paid its respects 10 AL
.o Wolaver™ dream i cash. o+«
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SUSPENSE

(Continued from puge 27)

reasons for their suecess with daytime
women  listeners,) As soon as the
identification of audience and hero is
complete, usually in a matter of a few
minutes or less, the “threat”™ to the
hero mnst be made elear to the audi-
ence In terms of what its implications
are for the hero. This can he a toughie.
sinee the path of least resistance is 1o
build np the threat quickly. then relate
it to the heroo 1t s not until the
threat to the hero  usually omdthing
drastic. preferably ainurder -is made
clear that the factor of “suspense.” as
defined by CBS Dr. Wiebe, goes to
work for hoth the show and its spon-
SOr.

From that point. the show. 1o get
it~ hest
inexorably throngh the plot thread.

reaction scores, must move

bringing the threat ever closer to the
hero. until the elimax is veached. Am
deviation from this straight lne. the
findingx <howed. just pulled the reac-
tion down. Thix is not true of soap
operas and moxt “familv™ air dramas.
with the exception of pure  action
stories like Lone Ranger. Philosophy.
pastoral scenes. romanees for their own
sake. and other literary meandering
have no place in shows of the Suspense
genre, GBS research executive Tore
Hallonquist has offered the following
opinion i this respect: “A show of
the Suspense variety and many vadio
have
with the ancient

mystery
much in
Greeh  theater.
absolute tragedy. moving without a

programs in  general
common

There. tragedy  was

change of direction to its conelusion,

The point toward which the plol
moves is the elimax scene. s a vesalt
of itz findings in the carly Suspense
study. the CBS Research Department
recommended: “A ehimax scene should
gather the plot threads together in
such skilllnl sequence that only with
the eclosing lnes of the scene is the
tension actvally and  conclusively
released.” Then, the story should end
immediately,  recommended  CBS
Research.

No research is perfect. Ao example
of the s]mrl('mnings of (Inulimli\'('
research showed np on the 1912 find-
ings of the Program \nahvzer regard-
ing Suspense. \n extra question was
tossed into the questionnaire. in an
attempt to discover how much of a
steady  diet of mysteries  the  panel
members conld stand in one evening.
Forty-four percent said they wanted
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only one per evening. 33‘. =aid they
could stand more than one. and the
remainder were indifferent. The ques-
tion was just too broad to have any
real significance with the limited size
of the panel. That the listening audi-
ence can definitely stand mystery
listening in big chunks has been proved
by the “block programing™ of mys-
terie< on Sunday afternoons by Mutual.
on Friday nights by ABC. and by
the high rating that these mystery
“blocks * have gathered.

By 191 1nost of the above story
findings and reactions to component
parts of Suspense were in operation.
They had been turned over to the Pro-
gram Department. not as iron-clad
rules. but as a guide that producers
were recommmended to follow. using
their own talents to do so.

In 194k Suspense again was tested.
The show at that time was using a
disembodied narrator of the I histler-
type called ““The Man In Black.” It
was an experiment of the Program
Department. which felt that a narrator
with a sepulchral voice would heighten
the Gothic flavor of the Suspense
scripts. The narrator drew a sharply
unfavorable reaction with the panel.
which said later that the narrator did
not emerge as a personality. and did
not move the story line forward eflec-
tivelv. Although the device had been
used, and is still being used. in =ome
cases cffectively, the listeners found
they could not focus on the character.
dre to lack of integration and establish-
ment. The narrator idea was dropped
soon after the recond panel test. Also,
the Research Department urged that
flash-backs be avoided, if possible.
since their use tended to throw the
listener off the straight and narrow
listening path that led to the climax.

A third listener session was held
in 1943. The reaction level for the
story was now considerably above the
average. A few of the recommenda-
tions made previoush had to be
repeated tresearch men generally have
to fight an uphill battle to show the
practicality of their findings). since
the panel felt that the plot dragged
a bit when the action was slowed by
too much circumstantial detail. and
also felt that the actions were not al-
ways in keeping with the characteriza-
tion of the people performing them.
By this time, the format of Suspense
had pretty well jelled. The opening
was short and to the point. moving
quickly. after setting the mood. into
thc story. The first act was short.
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If you're prospecting for markets
and don’t care whether your nug-
gets conmle from rich farmlands or
prosperous industrial terrain, cast a
calculating eye WMT-ward. We've
staked our claim to Eastern Iowa—
and Goldfield is only one of the hun-
dreds of communities in WMTland
that mean pay dirt for WMT adver-
tisers. Add ’em all up and you get
an impressive total of 1,121,782
people within our 2.5 mv line.

Cash farm receipts for Iowa led the
nation in 1948; value of mapnfac-
tured products exceeded $1.8 billion.
There’s gold in Goldfield and the
whole of WMTland! Get a lode of
the details from the Katz man
about Eastern Iowa’s exclusive
CBS outlet.
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“"AMERICA’S FINEST
WESTERN ACT"!

The Texas Rangers, America’s
greatest western act, for many

years stars of radio, screen and
stage, nosw are starring in their
own television show on CRS-
Los Angeles Times station
KTTV cach Monday cvening.

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

Advertisers and stutions —we

have a new and even better
sales plan! Ask about it!

ARTHUR B. CHURCH productions
KANSAS CITY 6, MISSOUR]
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huilding to a cliff-hanger. then pieking
up again for a long second aet which
completed the story,

\'us,mns(' went before the  panel
March. 1918, for the fourth
This test was made specifically
t+ determine the efficacy of using a
one-hour tinstead of 30-minute) fm-
mat.

again in
tinee.

a week-to.
week Hollvwood-name master of cere-

and also to see how

His velation-
ship to the show would he roughly
that of William Keighley to Lux Radio
Theater or Ronald Cohnan to Favorite
Story. 1hs parallel in the myvstery field
was elose to the part of

monies would work out.

“Ravmond™

on fnner Sanctum. The lmn(’l liked

the show itself. the concensus being
that it “ereated and mainmained the

feeling of suspense”
the
tdea didn’t fare as well.

but was too long.
master-of-ceremonies
Seleeted Tor
the part was Robert Montgomery. the
film actor. Talike Colman’s function
on Farvorite Story. for example. there
was no integrated reason for his heing
the host, no feeling that he was the
mevitable choice for an inevitable role
in the show. The
Montgomery s

[Towever.

positive criticism
stressed ability as an

the negative eriticism revolved

actor.
around his function on the program.

'Sim'(' any attempt to fit a master of

cereiuonies  into the  format  would
1 have meamt a  wholesale  jugeling
of the ecarefnlly-worked-out  Suspense

strueture. the idea was dropped.  Ax
far as Suspense is concerned. CBS s

with  the
“the  play's

content 1o string  along
Shakespearean adage of
the l]lin;.'."

the
Roma Wine Campany hetween Decen-
bher, 19430 and November, 1917, The

Suspense. panels o 19k and 1915

.\‘II.\",)(’IIS(’ wWas ,‘l)(lll.‘()l'(‘(l l)\

revealed ~ome significant findings as
to the influence that Roma comnercials
had on listener enjovment of the entire
~how. The panel showed, for one thing.
that the hest place for the connmereial.
onee the story under
was at a logical “aet break.,” 1n
Suspense. thi- meant putting the first
conmereial a point roughly one-third
of the way into the story. where ©
hero a cliff and

fingers

was serionzh

way,

the
the
with a

is hanging on
villain is b
mallet.”

ating his

By doing this. the interest in the
story continued to pile up. aceording
to CBX Research. until the “level of
approval”™ in the findings jumped to
a higher level onee the story got under
way  again.
slight eateh.

There was. however, a

In order to keep from swinging the
line of disapproval of the Program
Analvzer’s findings too far down dur-
ing the commeretals. they had to be
made to it the tense mood of Suspense.
The listener had to be sort of cazed into
the commereial. then eased bhack out of

A eold. straight commercial tended
to break the mood too sharply.

When the
pany hought
after had a
ful run with singer Dick Haymes be-
tween the fall of 1045 and mid-1918,
cliemt (I\ewell-Emmett)
felt they had an answer to this prob-
lem of the harmonized
neeessary for Suspense.

Flectrie Auto-lite eom-
Julyv. 1918,

NORe-1oo-3Uecess-

\\‘“.\",)(”I.\'(’
having

and ageney

commercial
The eommer-
eial they proposed would be dramatic
in form. and would consist of some
dialogue between a typical father-and-
~on due and various people who need
\uto-Lite products tfiremen. filling-sta-
tion attendams=. ete.y for quiek geta-
way in their (WEN little

cars, was a
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teery of the idea. sinee no advertiser  that panel members felt they were

had suggested the wide use of dialogue
commercials on a mystery program.

For the fifth time. Suspense was put
through the paces of the Program An-
alvzer at CBS on 15 July, 1918, the
week following the first Suspense radio
broadecast for Auto-Lite. With the pro-
gram’s format =ct and the story portion
of it typical of the tight psychological
plots that had heen proved cffective in
past tests. the interest level was high
throughout the story portion. This was
no particular surprise at CBS: it was
more or less what they had expeeted.

But the test was primarily to deter-
mine the efficacy of the conmnercial
form being used and the effect of the
manncr of presentation on the listener
pancl. 1t came as a mild surprise to
CBS 10 see the fairly good rating it
got. The short opening dialoguc. which
eame in cold. after the opening line.
for a page or so of seript (30 seconds
usually). drew a plus-12 in the trend
line of the findings. This was definitely
favorable. The second dialogue eom-
mercial, which came at the end of the
first-act eliff-hanger. ran for a minute
or so. and drew a plus-one, It ended in
a short. montage-like scries of men-
tions of the varions leading Auto-Lite
products. punctuated by musie. This
was straight selling. and it rated slight-
Iv lower than the straight dialogue
commereial, which continued the orig-
mal discussion of Auto-Lite Sta-I'ull
Batteries that had been going on Dhe-
tween father and son and their neigh-
borhood fireman.  The closing com-
mercial came after the curtain line of
the long second aet. Being somewhat
anticlimactic. since it showed the fire
engines roaring out of the firchouse to
the accompaniment of much ringing of
bells and roaring of motors, it drew a
below-average score of minus-eight.
What helped to pull it down. aud the
point at which disapproval was strong-
est. was an Auto-Lite musical jingle
which had been worked into the tag
end of the commercial.
members didn’t like this at all.

In the final recap, CBS discovered
that 237 of the panel liked the com-
mercials  “hetter 08¢
thought they were “about average.”
and 97 thought they were “worse
than mo=t.™ Only about 1077 of the
panel members {clt the dialogue com-

than most.”

mercials interfered with their enjoy-
ment of the show, and more than twice
as many said they thought they added
to their enjoyment. Commeunts stated
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The panel |

“in-
“fitted into the
The negatives on the jingle.
a surprisc to both chient and CBS.
were mostly that it was “irritating,”
“repetitious,” and “didu’t suit the show

teresting” and well

show.”

or the sponsor since it lacks dignity.”

\ewell-lmmett’s  Director  of  Re-
search, Gerald Tasker. made a panel
study of the first three Suspense broad-
casts under the aegis of Auto-Lite. This
was a questionnaire-type study, which
was made. for the purposes of speed, in
the New VYork

naires were designed to get a reaction

arca. The question.

to the show as a whole and to the com-
mercials in partiendar. and to parallel
the findings of CBS Research. Like the
latter. Newcll-Emmett’s showed a lot of
negatives on the musical jingle in the
closing commercial. and added greath
to the decision to drop the jingle. Also,
the  Newell-Emmett panel’s  findings
showed that 80°¢ of it members had
ranked the dialogue commereials in the
“excellent-to-good™  category.  which
backed up the CBS study and showed
ageney and elient they were indeed on

the right vack. Ta fact. reaction to
the dialogue commercials was 50°¢

WTAR delivers more
listeners per dollar, too!

in the Big, Able, and Eager-to Buy
Norfolk Metropolitan Market

Yes, most folks in the Norfolk Metropolitan Market listen most
of the time to WTAR. WTAR delivers more listeners per do lar
than any other Norfolk station, or any combination of Norfolk
stations. Any Hooper report you look at shows *his consistent,
overwhelming preference for WTAR. Ard on the basis of
listeners-per-dollar ... WTAR is an even better puy.

So, for bonus audience and extra sales, let WTAR sell for you
in the Norfolk Metropolitan Market.

P.S.

You may be missing extra sales if the Norfolk Metropolitan

Market isn't included in your radio plans. This amazing
market—Norfolk, Portsmouth, and Newport News, Virginia

—-continues to grow.*®

Mate the mighty potential of this

big market with the buyers' preference for WTAR, and
watch your sales soar and profits more so.

N B. C. Affiliate
Nationally Represented by Edward Petry & Co.

*See Sales Management Survey of Buying Power, 1949 Page [28.

5,000 Watts Day and Night
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higher oun the third show than it was
the first,

A= a yesult. the dialogue commer-

al~ on the network radio version of
Suspense have staved there. The jingle.
¢asv to integrate into a music or com-
edv show. but difficult for mysteries.
has been eliminated.  That the show is
now doing a good selling job for Auto-
Lite. something the Program Analvzer
cannot prove, is shown in Auto-Lite's
increased sales and dealer enthusiasm
for the show.

CB= now prefers to build up its own
packaged programs. not as Suspense
was bailt by improsving it constanth
while it was actually running an the
but Dby
and developing shows throngh testing

air. telescoping  this method
them to the point of highest approval
hefore they are oflicially Taunched on
the network. Although the machinery
of pre-esting hax now moved “hehind
the scenes.”” Suspense remains as the

highest-rated  ninvstery show in radio

to prove the point that programs don’t
reach the upper rating brackets by ac-
cident. I is more often than not the
application of research findings that
gets and keeps them there, " e s

MR. SPONSOR ASKS

{Continued from page 39)

based on this prineiple. But still there
i~ a lot of blue sky heing sold on A\
stations to theoretical listeners, Theo-
are not within
the nighttime fade-free. interference-
free service range of an AM sation
advertising a ~pon=or’s product.

retical hecavse  they

The time has come for advertisers
and ageney people to wake up to facts.
FM is an eflicient medium for national

advertising. WiLLIav E. WaRe

President
FM Assoctation
W ashington. . (.

— ™ FM broadeasting
"j 1 1= alive  today
. only becavse it s
rd ~o much Dbetter
'ﬁ g ¥ than AM  that
-y ® Vintwally nothing
- E M can kill it. It has
- il ¥ survived bhody
: hlows wich

L= would have de

stroved a syvstem

"PULSE — 52 WEEKS, '48

IN CHICAGO

NBC and CBS had more audience” BUT . . .
NOT PER DOLLAR SPENT

W-IN-D first!
W-IN-D third

560 KC ® 400 N. MICHIGAN AVE., CHICAGO, ILL.
THE KATZ AGENCY, INC., NATIONAL REPRESENTATIVES

in circulation
per dollar

I " in total audience
o 6 AM-6PM-7 days wk
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of less vitality and outstan”ing superi-
oritv. but these blows have hurt. F)M.
which should long =ince have been
the deminant system of aural broad-
casting, is today onlv beginning to
come into its own.

I group the assaults on FM into four
general. intervelated categories. First,
we have had obstructionism by inter-
ests that feared FM as a competitor,
and/or did not have patent control of
FM. Second, inexcusable laxness by
former Federal Communications Com-
missions delayed FM's pre-war start
for several vears and, post-war, nearly
killed it
change in frequency allocation tthese
were the same FCCs that left the pres-
ent FCC such an unholv mess to un-

altogether by an  unwise

tangle in television allocationsy, Third.
the production and sale of mamy in-
ferior IV sets: and fourth. advertisers
have not been told the treth about the
inferior coverage of AM as compared
to FAL

The frequency changes which crip-
pled M for several vears were first
suggested by an engineer for one of
the major networks. The changes were
supported by the theories of a former
Commission employvee, which he has
since admitted nnder oath were wrong,
and were made against the advice of
~even of our greatest scientific anthori-
ties on the subject of radio-wave pro-
pagation. The FCC moved M into a
fnl‘
transmitting tubes did not exist. and
which lopped two-thirds from the area
that each station could ~erve, Then, as

wan eband which  high-powered

if to add murder to mavhem, power
allowed for FM stations was sharply
curtailed.

Radio manufacturers. a~ a whole.
did Tittle 1o help the situation. They
were so slow getting into FAM prm]ll(--
tion that in 1910 Zenith made more
than one-third of all 'V sets reported
to RMAL Worse was the poor ynality
that has characterized many receivers.
Where maximum sensitivity: was essen-
tial to help overcome the limitations
put on IV transmitting by the 1915
FCC many sets were worse than the

With

sensitivity came also poor all-around

poorest ones of pre-war. poor

performance  two vears ago a reallo-
cation in channel
forced by inability of some receivers

assignments  was

to separate close-together M stations.
Some of the poor sets resalted from
poor design and  production: others
came  from manufactirers who at-
templed to engineer around Armstrong
I\ patents.
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There were, fortunately, a few manu-
facturers who put honest quality into
their FM. and who began developing
first-class sets in lower-price brackets,
Nevertheless, when we tested 16 com-
peting makes of sets early this year
we made the appalling discovery that

their average sensitivity  was 100
microvolts.  That is terrible in onr

post-war production we have had no
trouble producing sets that averaged
more than three times that sensitivity
(from 30 to 35 microvolts). On new
models we are now introducing we are
holding to an average of less than ten
microvolts, ten times the semtivity of
the 16 competing makes we tested.

The trouble has been that too many
advertisers have judged FM by poor
FM  receivers: that
owners have failed to receive the
vantage that I'M offers: and that
many FM broadcasters have been
desperately concerned about quantity
of 'M sets iu their area to wonder how
well their station was received on all
makes of sets.

too many set
ad-
too

too

FM would be much further along
as a uational advertising medinn if
advertisers really understood what it is
they buy in radio broadeast coverage.
They buy on the basis of AM coverage
maps which are frequently. so far as
nighttime coverage goes. as fietitions
as the tales of Panl Bunyon.

When the sun sets it drops a blanket
of interference around every AM sta-
tion except those on clear chaunels.
and these powerful outlets are unable
to cut through the static that prevails
for much of the vear through many
large. populous areas of the country.

Ed Kobak. when president of Mu-
tual. sunuued it up by saving that
broadeasters in many arcas have heen
selling “blue sky™ too long. e also

said that Mumal covers more families |

at night with its 160 M afliliates than
it does with all of s 500 AM outlets.

The trouble with most of us who
live in large cities is our tendency to
take for granted that if we can hear a
variety of AM programs the rest of the
country can do the same. Such is not
the case. Zenith has several distribu-
tors who sell FM at a rate to make
vour hair eurl for the simple reason
that FM is the only way some people
in their territories can hear some net-
work programs at night.

Advertisers have not been told that
many network statious could reach far
more people through their M affil-
iates than thongh the AM outlet the
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advertiser buys. but it i~ a fact. The
reason is very simple: wany of these
AM  outlets htle ax 100
square miles after dark. but in some
arcas have an M affiliate that covers
10,000 square miles in which surveys
show that 23 to 307 of the people
own FM receivers, and can get aceept-
able radio service only on M. The
man who buys a network withont look-

cover  as

ing to see what he is getting in the
way of M eoverage is very likely buy-
ing some of the "blne shy™ Ed Kobak
wmentioned.

FM is still far from being a troly
national serviee. but it is making giant
FAM Lroadeasting is rapidly
improving in variety and quality. with

strides.

a growing nmmber of important “ex-
clusives™ that canuot le heard on AM.
In Chicago today, for example. the
owner of a good M st can hear
more programs better on M than on
AM: helieve it or not. without an 'V
set a Chicagoan cannot even hear some
of the best programs of the American
Broadeasting Company.

FM s moving aliead very rapidls.
Zenith’s new  supersensitivity has re-
stored to FM stations a large part of
the coverage they lost when FCC
kicked FM upstairs.

LONSUMER MARKETS

FM s already the doniinant system
of aural broadcasting in =ome areas.
These areax will expand in size and
number as increasing quantities of
super-sensitive FM receivers are owned
by the publie. | believe it to be onh
a question of time until AM i re-
placed entirely by I"M. except for a
timited number of powerful. clear-
channel AM stations to serve remote,
sparselyv-populated areas. Fien these
arcas may be served more efficiently
and cconomically by short wave.

AM coverage is much smaller today
than it was four vears ago when the
first of a thonsand post-war AM sa-
tions added their interfering voices to
the nighttime bedlam,
is growing at snch a rate that more
than  100.000.000 people live within
the area of a good FM signal.

M coverage

Today there is not even an approach
to national radio coverage without M
to fill in the blank arcas where AN
canmnot render good nighttime service.
It will not be many years mntil FM
alone will reach more people than AM
alone has ever been able to.

L. . McDoxarp
President

Zenith Radio Corp.
Chicago « s o«

is a GOLD MINE

of market facts

to visualize the areas of iuterest

Ihat = whal one agency iman savs of
SRDS CONSUNMER MARKETS,
And bnndreds of other agency ac.
count executives, media and market
men, consumer product sales and
advertising  managers say  theyre
finding CONSUMER MARKETS
a most reliable and complete souree
of marketing data,

It covers all conmties, all cities and
towns with daily newspapers and-
or radio stations, all incorporated
nrban areas with populations of
5000 and over. h~ market map-
for every state and for every city
of 250000 population and over help

“On of the moat belp-
ful and zaluable rop
crence books I haze
ceer had.” <ay~ an
advertiser,

to voul,

Besides, in e Service-Ads* of
many individual newspapers. radio
~tations and other consumer media.
vou find additional qualitatire in.
formation pertinent to the prob-
lem of how to cover marketing
areas of specifie inerest,

Be sure to nze SRDS CONSUNER
MARKETS wheneser vou need in-
formation on anv local market in
the U, S, othe UL S,
Canada, or the Philippine Llands.
The new and further improved
1919-1950 Fdition. to be published
September 1 will give vou, aloug
with 1918 estimates, the most re.
cent data obtainable from the U, S,
Gaovi. and other reliable sources.

Passes<ions.

Service-Ady* are informaticeadzertiving
tn (M, that sell by Ielting people bun

NEW YORK -«

CONSUMER MARKETS

Published by Standard Rate & Nata Scervice, Inc,
333 North Michigan Avenue, Chicago 1, Hlinois
1LOS ANGELES o«

SAN FRANCISCO
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Rumors won't change the record

This ix an era of nmors and prog-
nostication~ concerning broadeast ad-
verlising,

You hear new ones everv dav. So
do we.

Much of what we hear could well
do credit 1o Fantastic Stories. \luch
of it breeds confusion aud uncertainty
in every segment of the mdustry. in-
cluding the ofhees of advertisers and
their agencies. It warps good adver.
tising judgment. It hurts radio and
television alike.

So. to all buvers of advertising. we
advance this suggestion: examine the
facts.

For example. the new-found rumor
\ctually.
today there is more radio listening
than ever before.

Then there is the also new-found
rumor that television spells the death-

that radio is losing ground.

Applause

BAB makes a start

No matter how mueh talk there has
Leen aboul the National Association of
Broadeasters taking a more aggressive
attitnde toward the commercial side of
radio. there has still been a great deal
of finger-crossing by advertisers. agen-
and even by member stations.

The first proof that the NADR's com
mereial switch wasn't just hip service

cres

i~ the Canadian government's appropi-
tionr of a token $33.000 for
Its o small part of the
lion-dollar

travel
budeet which the
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kuell of radio. Ridiculous. Does the
existence of newspapers doom mag-

azines

\ctually. radio i~ the most profitable
advertising medivm available.  The
record 15 bulging.

Nothing has happened to the result-
producing power of radio.

\nd rumors won't change the record.

TV and profits

N\ine vears of Lop-profit operation
can completely remove from the mem-
ory the dayvs when radio-station oper-
wasn't
100 long ago when more than half of

ation wasn't a gold mine. It

the nation’s stations were running in
the red. when stations with nation-wide
reputations were happy just to break
even.

It isn't, therefore. too surprising to
discover that with possibhy three excep-
tions all TV broadeasters are losing
money each month —— and that the T\
networks are piling up red balances
that presage no dividends for stock-
holders for vears to come.

TV holds bt one magic profit lure

and that's for advertisers. Using it
intelligently can bring dollars for pen-
nies. 1t’s doing that daily cven now.
Using TV withont flair or withont an
vnderstanding of its place in the adver-
tising workld can mean monev thrown

away. As an advertising medium. T\
i~ here. As a business designed 1o

make money for investors. TV has a

long wayv to go.

Tell the business truth

IU's not necessary to have a Pollv-
anna approach in order to fight the

Canadian travel bureau spends on ad-
vertising cach vear.bot it's a start. The
entire 81.000.000 was spenl previously
In newspapers and magazines,

There's choice time available during
the sumner months for travel adver-
tising on the air. Listeners” minds fre-
quently are. up 1o the last pre-vaction
mimntles, undecided on where to 2o
expecially if there's a car in the famihy.
Thus, Canada’s appeal is addressed to
vactioners fiving within 300 nrdes of
the border. Stations i this area are
being ashed to rush availabilities to

Cockfield. & Co.. lLad.. the

Brown

current non-buying trend. There are
plenty of facts which indicate that the
L. 5. is not in for another depression.
First. there’s more money in the hanks
of America than ever before
money

and it's
that belongs 10 the average
citizen. not big corporations and
millionaires. Second. the possibility of
banks closing is slight. due 10 Federal
Bank Insurance which protects depos-
it= up to $5.000. Third, corporations
are nol in an over-exicuded position.
and most of them have ent their bauk
loans lower thau any time in history.

Radio is ideal for Dbringing facts
home. 1t's a personal medinm. 1t comes
mto the home. 1t speaks man-to-man.
In most cases, it’s a local man speaking
to a local man. when it comes to news-
casting. There are hundreds of facts
that are good against the few that are
bad. It's time 1o turn on broadcasting’s
power to prove that it can counter-
act the fear that’s slowing down
America.

Washington won’t do it. for there
are some represenlali\'es and senators
who will profit from the public having
a bad time now. But radio can tell the
truth -~ can turn to facts and figures
which prove just how good business is.
It doesu’t tahe too nmch to change a
trend. llach person in the
L. S. spending 1 more a day wonld
mean (ruling out America’s habes-in-
arm ) $100.000.000 increase dailyv, or
$31.000.000.000 a month.

[et radio tell the business truths.
sPONSOR's stafl. as
the country. is committed to spreading
the good husiness word and having 1t
that’s  best
equipped to do it ... L. broadeasting.
I's <ervice I the public interest.

bnsiness

it travels around

spread by the industry

agency handling the aceount

Credit for hreaking down Canadian
thinking goes to the NAB and its new
advertising subsidiary. Broadcast \d-
vertising Bureau. headed by Maurice
Mitehell. 1t goes to NAR itself hecause
the fight started before the BAD came
into being. It goes to BAB becaus
pushing the government bureau into
the fial decision was the job of Mit-
chell who heads the Bureau.

The start has been made. BADB has
proved it can carry the tale of how
well broadeast advertising sells even to
hide-bound governmental bureans.
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Reprinted from SPONSOR, June 1948

is a unique *“*briefing” issue

and programs plan Fall radio and

television campaigns during the summer

The FALL FACTS Edition

designed to help huyers of time

months. It is factual, concise,
compact, and specializes in

time-buying *‘tools.”

“For the first time I have had the experience of picking
up a publication the contents of which, from cover 10
cover, impressed me as having been prepared for me
and me alone.™

C. E. Hooper
C. E. Hooper, Inc.

*On my trip to Chicago I used your Sponsor Check List

(July issuc) 10 see how we were doing.”
Joe Leff
Adam Hats

“Your July Facts issue is the best one of any irade
paper at any one time. You deserve hearty congratula-

tions. I can use a couple exira copies.”
H. C. Wilder
WSYR

“For our money the July issue is a real humdinger . ..
and such an issue will remain close at hand for a long
time 10 come.”

E. P. J. Shurick
Free & Peters

“The July issue of SPONSOR is a knockout.”

Howard Yeigh
J. Walter Thompson Co.

“} was gratified 10 notice the terrific amount of space
that you devoted 10 spot broadcasting in the Fall Facts
Issue . . . It's pleasing 10 see an industry paper of
standing back up our story with facts.”

Wells H. Barnett Jr.
John Blair & Company
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Last year, 1671 new sponsor
(55 of thgm local) ]omcd th

Swmd to WHB. More Kans¢
City advertnscrs now use
WHB than all otlu.r statxons
— combined. In one ymr (1948),
WHB increased its power - 'ten
times ... .received 147 o 'more.,
r mail . ’ addad to its. coverage
B arca 89 new counties in thru
states, with a potgntml of two~
and a h’l%f'__ million new
listeners. H
S,
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