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The passage of time has abwavs heen one of the
most important factors in human existence.

Sinee his prehistorie realization that the sun
rises and sets with eternal regularity. man has
demanded a method of wmeasuring time. From
antiguity, the honr glass was considered a reli-
able wayv—and one whose trickling sand had
satisfied through centuries the need for a rough
approximation of an hour.

But time—in a husier world —has hecome a
commodity that rules life more elosely. The need
for a finer more dependable measnrement is ines-

capable. Today, controlled by the unwavering

“You can bank on a
Fort Industry Station™

accuracy of the stars, time signals are radiated
regularly from the U.S. Naval Observatory in
Washington. These dependable pulsations are the
precision standard by whieh a nation regnlates
its clocks and s life.

Acenraey and dependability are essentials, too.
of the seven Fort Industry stations. Located in
seven leading markets, from Michigan to Florida,
they serve 20.000.000 people with a depend-
ability built all the surer by two decades of broad-
casting experienee.

Listener or advertiser, you can depend on a

Fort Industry Station.

THE FORT INDUSTRY COMPANY

WSPD, Toledo, O. ¢« WWVA, Wheeling, W, Va. . WMMN, Fairmont, W, Va.
WLOK. Lima, 0. - WJBK. Derroir, Mich. « WAGA, Atlanta, Ga. «+ WGBS, Miani, Fla.



BEER'S 100 G'S
REFUSED FOR
WORLD SERIES

NBC'S NEW KEY
PROMOTION MEN

FOUR-MEDIUM
STATION

NEGRO
PROGRAMING

HALF
AMERICA ASLEEP
AT 10 P.M.

REASON FOR
Y&R RADIO
BILLING CUTS

BUSINESS GROUP

AVERAGES 2.2

HOURS LISTENING

PER DAY

OCTOBER 1947
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Baseball Commissioner Chandler refused $100,000 for television
rights for World Series because prospective sponsor was a brewer
Rheingold. Chandler stated that he would have refused a cigarette
sponsorship had one been offered. Final sale was to Gillette and
Ford at $65,000.

—-SR-

Latest shifts at NBC put ex-promotion men in key executive posi-
tions, arguing more intensive activity on publicity and promotion
fronts. Ken Dyke is administrative vice-president in charge of pro-
grams and public service; Charles P. Hammond is new assistant to
executive vp Frank Mullen. Both Dyke and Hammond are basically

advertising and promotion men. Both see eye-to-eye on importance of
public service programing and its promotion.

-SR-
Philadelphia's WFIL is nation's first station to get all four broad-
cast services into operation. OQutlet's TV and FM operations are
regular daily services. Its FAX transmissions are on an experi-
mental basis with regular service to be announced later this year.-

—SR-
Stations in key negro population centers, Detroit, New York, Cin-
cinnati, Chicago, and Los Angeles, to mention five, are considering
adding broadcast sessions of news and music especially slanted for
this big segment of audience. Station WJBK, Detroit is one of the
few to add regular colored disk jockey, but number of others plan
to subscribe to negro news services. Field is wide open although
negro press doesn't look upon broadcasting competition with favor.

——SR-
Sponsors were warned at recent luncheon by George Gallup that
America is half-asleep at 10 p.m. and that it's half-awake by 6 a.m.
Gallup stressed tendency of advertisers and radio men to judge
America by its Hooper cities and telephone homes, which isn't,
Gallup, the way even Hooper claims it is.

—SR-
Sigurd Larmon, president of Young and Rubicam, recently stated that
among his accounts advertisers had shifted their spending away from
radio, that radio billing had decreased at Y&R despite over-all
increase in business. Fact is that shift of accounts-using-radio to
other agencies is more responsible for downward trend at Y&R than
cutting of broadcasting by Y&R clients.

—SR-
Maximum radio listening among 9,500 employees of the General Aniline
and Film Corporation is seven hours a day, with 11 per cent listen-
ing one hour a day or less. This was uncovered in a company survey.
Average was 2.2 hours, with lowest average listening (1.8 hours)
indicated for New York employees of firm.

said




"SELL TELE-
VISION"--
SARNOFF

IS RADIO
OVERBUILDING?

HOW NBC AFFIL-

IATES DECIDED
ON "NO CRIME
PROGRAMS"

COCA-COLA SET
FOR NEAR-MID-
NIGHT ON MBS

NET STATION
AND INDEPEND-
ENT STATION
REPS MAY
SEPARATE

BOB HOPE
DISK JOCKEY
PROMOTION

B .SPONSOR REPORTS...SPONSOR

Television has RCA-NBC green light with promotional efforts of both

firms concentrated on obtaining quick acceptance for video. David
Sarnoff, RCA president, is said to have told staff that there must
be no competitive selling. "Sell television," is said to have

been order.

—SR-
Recognition that broadcasting business may be overbuilding was
indicated in FCC Commissioner Denny's talk before membership of NAB.
Denny, while stating that FCC would not protect any station from
competition, nevertheless warned prospective station operators to
have plenty of cash reserves and to stay away from markets that had
multiple station service.

JSR=
NBC affiliates sanction of '"no crime programs" before 9:30 p.m. est
was not railroaded through, nor was it last-minute thought. Reso-

lution was in the hands of affiliates from two to three weeks before
Convention. Rump meeting of some 50 affiliates voted practically
100 per cent to go along with network thinking. Team of Niles

Trammell and Ken Dyke rallied impressive support for better broad-
casting and NAB code.

—SR-
One of few attempts to clear time for a network program after 11
p.m. est is in works at Mutual with plans for a three-a-week show
for Coca-Cola at 11:15 p.m. Morton Downey will head it. He was
scheduled to be mc on CBS program now called "Spotlight Review" but
didn't fit into final Spike Jones-Dorothy Shay hillbilly formula.
So Coke is setting Downey up in business again on MBS.

—SR-
Efforts to open key time segments for national spot business on
stations throughout nation will end, station representatives be-
lieve, in rep field's splitting up between network-station and
independent-station representatives. Latter hasn't been profitable
until recently, when due to block programing (page 15) outlets in
many areas have been winning audiences in excess of local network
outlets. This development, plus fact that transcription organiza-
tions are making available network-calibre programs with star names
(Tommy Dorsey, Guy Lombardo, Ronald Colman, Eddie Bracken, Jim
Ameche, Ted Lewis, George Raft, Nora Martin, Kenny Baker, Singin'
Sam, Wayne King, Barry Wood) gives independents' representatives top

time and top names to sell.

—SR-
Disk jockeys will receive heavy promotion in connection with latest
Bob Hope picture to be released in November. Hope's sponsor, agency,
and network are talking plans with Paramount Pictures. Top-flight
idea is in works that will pay off locally as well as nationally for
Paramount and Pepsodent. Fact that first motion picture promotion
(released by Universal) using disk jockeys (so-called national con-
vention of "jocks" in Chicago) laid egg isn't deterring those
interested in this three-way tie-up. They say, "The Universal
picture didn't have Hope." New picture is about a disk jockey

SPONSOR




“ms BOX SCORE

WROW's 5000 Watts at 590 de-
livers a .5 MV/M Signal 95 miles
north, 80 miles south, 35 miles East
and West from its transmitter.

At 870 Kec., 24,700 watts
would be needed *

At 1390 Kec., 321,000 watts

would be needed *

At 1530 Ke., 500,000 watts
would be needed*

* Yes, it would take a mighty sock to equal the
coverage offered by WROW at 590. The
figures given above are based upon compu-
tations by consulting engineers and prove
beyond question that WROW is FIRST in
home coverage — present or planned (ex-
cept WGY) in the GOLDEN TRIANGLE of
the Empire State.

OCTOBER 1947

And SOCK Is What
You Get When You Use

WROW

ALBANY.N. Y.
to cover

New York’s 3"l Market

The Albany-Schenectady-Rensselaer (Troy) Metropolitan
County Area comprises "THE GOLDEN TRIANGLE of
the EMPIRE STATE. This is New York's THIRD MARKET
—in population, in Retail Sales, in Effective Buying In-
come, in Income per Family. Tied for First Place in New
York State for Quality of Market.

HERE'S THE WROW MARKET
(Primary Coverage)

POPULATION. ... ............... .839,500
RADIO HOMES ... ... ... ... : 266,140
RETAIL SALES $697,923,000

AVERY-KNODEL, INC.
Exclusive Nalional Representatives
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SPONSOR REPORTS

40 WEST 52nd

NEW AND RENEW

MR. SPONSOR: DONALD BRYANT
BLOCK PROGRAMING

AGENCY RESEARCH

TOWN vs CAMPUS LISTENING
REXALL FOLLOWS THROUGH
MR. SPONSOR ASKS:

SPOT PROGRAM DIRECTORY
INDUSTRY CHART: MEN'S TOILETRIES
CONTESTS & GIVEAWAYS

4 NETWORK COMPARAGRAPH
SIGNED & UNSIGNED

TV.FM

SPONSOR SPEAKS

APPLAUSE

SPONSOR PUBLICATIONS INC
40 West

12

15

20

23

26

32

34

45

49

31

57

61

62

62

$ ee
SPONSOR PUBLICATIONS INC.

tary.

L 40 West 52nd |

COMPARAGRAPH REACTIONS

Congratulations on the COMPARA-
GRAPH and thank vou for sending me
an advance copy

It's a clean, functional job that should
go far to serve your readers

Frank Stanton

President
CBS

Just received your new ‘‘compara-
graph” and want to tell you it fills a
long-standing need

Many thanks for this extra service.

CarL Mark
Ruadio Director
Al Paul Lefton Co., N. Y.

Thanks very much for sending me the
advance copy of your National Compara-
graph. | have asked my people to look
it over carefully and make any sugges-
tions for its improvement.

Meantime, | think it's a swell job and
thanks for letting me sce it.

CrarLEs P. Hamvoxp
Director of Advertising & Promotion
NBC, N. Y.

WANTS SPONSOR SEMI-MONTHLY

May I extend our best wishes and con-
gratulations for your fine magazine and
say that the staff of WKNA is looking
forward for the time when we will be
able to read sPONSOR at least every two
weeks. Or has that been suggested
before?

Frank E. SHAFFER
Program Director
WKNA, Charleston, W. Va.

ANOTHER TOP INDEPENDENT

I notice in the recent write-up you
had regarding high Hooper Ratings of
independent stations around the coun-
try that several were mentioned but not
WITH

I would like to point out that on the
last Hooper Report the over-all average
for all periods of the day and night for
the entire week showed the following

figures:
WFBR 258
WITH 22 4
WBAL 2.1

(Please turn page 6)

SELL
1 ouT 0F4

CITY FOLKS IN THE

SOUTH’S No. 1 STATE

0% WITHIN OUR

PRIMARY- AREA

o WINSTON-SALEM
o GREENSBORO
o HIGH POINT

2.5 MV/M

MEASURED
SIGNAL

210,200 PERSONS

$179.469.000 in Retail Sales
$283,685,000 in Buying Income

We Lead Day and Night
in This Big Tri-City Market

Write for onur BMB DATA FOLDER

WSJS

WINSTON-SALEM

THE JOURNAL-SENTINEL STATION

AFFILIATE
National Representative
HEADLEY-REED COMPANY

SPONSOR



1} KCMOisupto
U Al 50000 watts!

NOW — UP TO 50,000* WATTS, at a

new frequency of 810 ke, KCMO blankets the
fast-growing industrial and agricultural

area of Mid-America. For complete and
economical coverage of this rich and
expanding Mid-America market,

center your selling with Mid-America’s

most powerful radio station.

Represented by: John E. Pearson Co. K(mS(IS City, MO. e B(ISiC ABC fOl‘ Mid -Amel'it(l

*50,000 WATTS DAY ° 10,000 WATTS NIGHT-AT 810 KC

OCTOBER 1947 5
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9 KRNT
'PERSONALITIES

\ HOOPER-RATE
v HIGHER THAN MOST

\ NETWORK SHOWS

” [

w® T
[
e

All Above Com-
porotive Rotings
Token from Lotest
Hooper Winter-Spring Re-

port for Des Moines.

gﬂq "HIGHER THAN NETWORK”
RATINGS IN DES MOINES

g% RESULT-ASSURED PROGRAMS
AND ANNOUNCEMENTS IN DES MOINES

“KRNT

DES MOINES
The Register & Tribune Station

KRNT 15 AVAILABLE wWiTH wNAX
AND wMT A5 THE MID.3TATES GROU?P

WCAO
WCBM

179
10 4

I would like also to point out that we
only carry baseball from 9:05 to 10:30
p-m., and we do not have it in the day-
time as some of these independents do
who have high ratings, and we do not
have it on Sunday afternoons.

1 frankly don't belicve, if you will
check into it, that there is an inde-
pendent station in the United States that
has as good comparative ratings as we
do with the network outlets.

R. C. EMBRY
vp

WITH, Baltimore

A FULL SET OF SPONSOR
We recently subscribed to your maga-
zine and have found it to contain so
many down-to-earth articles that |
should like to secure a full set of the back
issues from | to 7. We would, of course,
be happy to pay for them.
Louts K. WoLFF
General Manager
Kendall Mfg. Co.
Lawrence, Mass.

OUTSTANDINGI

We have found that sPONSOR is of real
“dollars and cents” help to the station’s
sales department.

We look forward to seeing you continue
the same sort of progressive trade journal-
ism that has marked your publication as
“outstanding.”

Eucene D. Hir, Manager
WORZ, Orlando, Florida

ANSWERING MR. NELSON

May a non-sponsor speak in 1eference
to September’s ‘‘Sponsor Speaks’'?

Mr. Ray Nelson takes broadcasters to
task, saying that “in place of statistics
(radio) pitches ratings and coverage
figures, neither of which can possibly be
exact and neither of which has the
legitimate ring of a swormn statement of
circulation” such as space media use.

Ratings and coverage figures are
statistics. True, they are not as exact as
Audit Bureau of Circulation figures. But
they are every bit as exact as any com-
parable figures provided by space media.

It must be borne in mind that ABC

figures represent the number of copies of
| a publication sold, not the number read.

ABC figures derive from the publisher's
end of the line, not the reader’'s. 1n like

(Please turn to page 8)

—BALL PEN FINDS

WNAX uas

PLENTY on
the hall

10,607 ONE DOLLAR
ORDERS FROM SIXTEEN
15 - MINUTE PROGRAMS

On sixteen 13-minute pro-

grams WNAX received a
total of 10.607 orders at

$1.00 each for Ball Point
P’en, or an average of 663
orders per cach 13-minute
program.

9?16 conts.

Cost per order

Offer was on a staggered
schedule
five weeks using the ““Billy
Dean Show.”” “*Sunday Get-
to-Gether Show™ and ““Bo-
hemian Band.””

for a period of

Affiliated With
The American Broedcesting Company.
WNAX is availeble with KRNT
ond WMT os the Mid-Stetes Group.
A:k the Katz Agency for rates

SIOUX CITY ¢ YANKTON

SPONSOR
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IN JUST
ONE YEAR

WHDH BEcoMES

BOSTON'S BEST RADIO BUY!

“Share of Audicnce” up 459%

For the first time, an independent station has attained
overall leadership in Boston radie. With 100% local
programming, WHDH has swept into top spot for
sports, airing Red Sox and Braves baseball games;
Boston Yanks foothall, plus headline college games;
Boston Bruins hockey; numerous “sports roundups,”

THEN (june.july 1916)

and Herald-Traveler news ecvery hour on the half
hour. Musiecally, too, WHDII offers casiest listening
with many popular partieipating features, ineluding
the “Carnival of Musie,” and the new “Tommy
Dorsey Show.”

HERE'S WHY

HOOPER STATION LISTENING INDEX SHARE OF AUDIENCE

WHDH

INDEX WHDH Network Network

Network Network
Stotion A Stotion B Stotion C Station D

IS BOSTON’S

o | 56 | 25.7 | 23.2°| 22.3 | 11.5

BEST BUY

NOW (junejuly 1947

And if you’re buying Boston,

you want the best. In one year,

HOOPER STATION LISTENING INDEX SHARE OF AUDIENCE

WHDH has skyrocketed from a

poor Gth to leadership among

Network Network

INOEX SVEDH Stotion A Station B

Network Network
Stotion C Station D

all Boston stations! Your John

TOW R | 957 | 21.9 | 19.6

12.6 | 10.0

Blair man has the whole story

-—but here are fico facts you

should know now:

CLASS “A HOUR RATES* 1.
WHDH $225.00
Network Station A 560.00
Network Station B 525.00
Network Station C 440.00
Network Station D 400.00

*from SR & DS, August 1947

B WH n H

WHDH will deliver you lowest cost per thousand radio

time available in Boston.

WHDH superior coverage will assure you of reaching

the maximum number of listeners for every dollar spent.

HERALD-TRAVELER STATION - 5,000 WATTS - CP 50,000 WATTS
Represented Nationally by John Blair & Company

OCTOBER 1947



WARLL

780 KC-1000 WATTS

HCCPER
STATION LISTENING INDEX
METROPOLITAN WASHINGTON, D. C. AREA

AUGUST, 1947
SHARE OF AUDIENCE

WEEKDAY MORNING WEEKDAY AFTERNOON
STATIONS 8 A.M.-12 NOON 12 NOON-6 P.M.
WARL 8.7 2.6
STATION A 2.0 1.9
STATION B 13 6.2
STATION C 16.0 8.8
STATICN D 6.5 7.5
STATION E 28 49
STATION F 1.6 1.6
STATION G 19.8 21.4
STATION H 95.5 23.9
STATION | o 13.2
ALL OTHERS ; 3.4

TOTAL COINCIDENTAL CALLS
THESE PERIODS: 12,649

NOTE WARL'S RANKINGS
MORNING
4th
AFTERNOON

NATIONALLY
PRESENTED BY X
BURN.SMITH €O INC

SERVING Oicn LISTENERS
FROM ARLINGTON VIRGINIA

. 40 West 2nd |

Continued from page 6)
manner, broadcasters could easily issue
sworn statements of coverage of the area
and thus people) within their half milli-
volt contours.

The nearest space media equivalent to
program ratings are readership figures of
individual ads. Surely these are no more
exact than radio ratings. The nearest
space media equivalent to BMB audience
figures are publication readership figures.
Surely these are no more exact than BMB,

Tosay that ratings and coverage figures
lack the ring of legitimacy is to damn all
rating and coverage figures because some
are of admittedly doubtful legitimacy.

It was for the very purpose of providing
agencies and advertisers with legitimate,
uniform and comparable audience figures
that BMB was formed. It was to assure
freedom from bias and acceptance by
agencies and advertisers that BMB was
organized as a tripartite, cooperative
body, governed jointly by AAAA, ANA
and NAB, each of which is equally repre-
sented on its Board.

Not only has radio taken the lead in
media research, but much of it has been
from the listener’s viewpoint. Such re-
search is seldom susceptible to exact
measurement but it serves advertisers and
agencies better than the measurement of
2 medium’s mere physical distribution,
ho vever accurately measured.

Such research must precede any worth-
while promotion, because it forms the raw
material of promotion. Far better that
radio should have sacrificed promotion in
its eagerness to provide its clients with
facts than that it should have failed to
provide the facts in its eagerness to. pro-
mote jtself.

Indeed, engaging in research is itself a
form of promotion. When a station,
questioning the value of subscribing to
BAMB, wrote its station representative
that for the subscription fee it could pro-
duce several promotion pieces, the rep
replied, “Subscribing to BMB is the best
promotion you can do.”

As to the assertion that agency com-
missions are paid on the theory that
agencies help sell time, that stems from
the era when agencies were essentially
space sellers and only incidentally space
fillers. 1 think it is gencrally accepted
today that an agency’s first allegiance is
to the client, not the media. But that’s
another subject.

PHiLiP Fraxk
Exccutive Secretary
Broadcast Measurement Bureax

T

e



new and renew

o robkR

New National Spol‘ LBudinedd

SPONSOK

PRODUCT

AGENCY

STATIONS

PROGRAM, start, duration

merican Chicle Co.

Associnted Fur Coat and
Trimming M{rs.
Peter Balluntine & Sons

Consolidated Biscuit Co.
Ann Dale Prodhcts Co.

Ex-Lax Inc.

‘Garrett & Co.
Iroqutais Brewing Co.

1. Lorillard Co.

‘Glenn 1., Martin Co.

Monticello Drug Ce.
Mustercle Co.

Packard Motor Car

Park & ford Co.
Prest-O-Lite Battery Co.
Scort & Bowne

Seeck & Kade

Alexander Smith & Sons

Tide Water Oil Co.

‘Topps Chewing Gum
Twentieth Century-Fox

Wilbur-Suchard Chocolate
Co.

Chewing gum

Institutionnl
Beor

Biscuits
Cuandy

Laxative

Virginia Dare Wines

Beer

FEmbassy Cicarettes

Aireraft
o606 produces

Medications

Vex

Rirtterics
Scott’s Emulsion
Pertussin
Carpets

Gas, oil. ete.

Gum
Movies

Candy

New On Nelwortd

Badger & Browning
& lersey

Direct
A Walter Thompson

Lynn-Ficldhouse
Bo Bernstein

Joseph Katz

Ruthravtl & Ryun

Baldwin. Bowers &
Strachan

Geyer. Newell &
Ganuer

Van Sang, Dugdale

Gahagan, Turnbull

Erwin. Wasey
Young & Rubicam
Charles Storm
Rathrauft & Ryan
Artherton & Curricr
Erwin, Wasey
Anderson, Davis &
Platte
Buchanan

Cecil & Preshrey
Kayton-Spire

Badger & Browning
& 1lersey

25-30

15-20
25

12

15
250-300

Jh0-125
17

25-30
75-125
1500-200
75-150
30-100
50-100
75-125
75-100
150

98

3M-100
50-100

12

Expanding present campuign to sclecred nurjor and
minor markets with e . announcements. station
Dbreaks; Sen 29; 6-13 wks

Live announcements, participations; QOce 1-15; 180 wks

Transcribed announcements; Sop 15-22; 3 wks (nay
be extended)

15-min e.t. musical shows; Sep 23;

Announcements, breaks; Sep 15
England markets

Transcribed announcements added to present cam-
paign; Sep 29; 13 wks

‘Iranscribed announcements, breaks; Oct 15; § wks

SFavarite Story®® e.t.’s in northeastern UL S, markets;
Sep 29; 3 yvears

Introdactory transcribed anpouncements campaign
in Buftala. Indianapolis (will expand Iater); Sep 225
indefinite

‘Thanscribed announcements in
Sep 29; 6-13 wks

Transeribed announcements, 5-min
22: 26 wks

Transcribed
26 wks

Transcribed announcements; Oct 15; 3 wks

Transcribed announcemonts; Sep 29; 13 wks

Transcribed breaks: Sep 15; 6 wks

Transeribed announcements; Oct 6; 26 wks

Various local programs; Oct 1-Nov 1; 20 wks

P'ranscribed announcemonts; Sep 22; 13 wks

13 wky
30; 13 wks in New

major aitline eities;
NeWwse .1\(\, Sep
=~ e

announcements, hreaks; Sep 20 ()u )1

Rocky Mt. and Pacific region college football;
to end ol scason

Iranscribed breaks; Oct 29; 13 wks

Transcribed announcements for
Sep 15-0c¢t 1; 2-13 wks

‘I'ranscribed 'lnnuuuccmenl.s added
paign; Sep 15-30; 13 wks

Sep 19;

“lorever Amber®

to present cam-

SPONSOR

AGENCY

NET

STATIONS

PROGRAM, time, start, duration

American Express Ce.
American Tobaeco Co.
America’s Future Ine.
Beki ‘an & Storage Co.
Bosco
Chrysler (.orp

Coca-Cola Co.

General LElectric Co.

John llancock Murual Life
Insurance Co.
.aboratories Ine.
Musterole Co

Pharinaco Inc.

R. B. Semler Co.
Swift & Co.
[.. K. Waterman Co.

J. M. Mathes

Foote, Cone & Belding
Andrew Gahagan

Brooks

McCann-Erickson

BRD&O
D Arcy
BRD&O

McCann- Erickson

Wade
Erwin, Wasey

Ruthrauff & Ryan

Lrwin, Wasey

J. Walter Thampsan
Charles Dallas Reach

101
198

Vox Pop;
Jack Paar; We
Sam Pettengil
IFred Waring ;
Land of the l.ost
Cluistopher Well
Spotlight Revue;
I'red Waring; Mon [10:30-11 am;
Paint Sublime; Mon 7-7:30 pimm; Oct 6; 13 wks

Wed 8:30-9 pmy; Oce 1; 52 wks

9:30-10 pm; Oct §; 52 wks

Sun 1-1:15 pm; Oct 55 52 wks

it 9:30-10 pm; Oc¢t 52 wks

A 11:30-12 0 Ocu 115 52 wks
un 10-10:30 pm: Sep 28; 52 wks §
1ri 10:30-11 pm- Oct 3; 52 wks o4
Oc¢t 64 52 wks

-

Lum 'n’ Abner; MTWTF 5:45-6 pmi; Sep 295 52 wke
Billy Ro
Charlie C
Jim Backus;
Song of the Stranger; MWF 3:30-3:45 pm; Sep 29; 52 wks
Billy Rase; MWL §:
I'red \\armg.
Gangbusters;

TIh 8:55-9 pm; Oct 14; 26 wks
m; Mon 8:30-9 pm; Sep 29; 52 wkas
Sun 9-9:30 pm; Sep 7; 52 wks

l) pm~ Oct 135 52 wks
At 11-11:30 Nov 8; 52 wks
at 9- ‘) 30 pm' Sep 13; 52 wks

(Fifty-two weeks generallv meuns u 13 week cunuruct with options for 3 successive 13-week renewa:s. s subject lo cancetlation al the end of any 13-weer perrod)

SPONSOR

AGENCY

NET

STATIONS

PROGRAM, time, start, duration

Allis=Chalmers Mig. Co.

American Tlome Progncts Corp,

101

Bore S Girtiny

Duncer-Fitzgerald-Sample

NBC
CBS

160

S
S

National Farm &llome lour; Sat 2-2:30 pmi: Sep 13;

52 wk
lelen
Our Gal Sunday

rent; MTWITE u 30-12:45 pm:
MTW

Sep 15: 52 wks
c . 45.] pm; Sep 15; 52 wks




SPONSOR AGENCY STATION PROGRAM, lime, start, duration

:n celean Do aoeo Cor laote Cone & 1elding NI 160 [HTR Renny . Sun 7-_7 20 pimc Sep 28 14 wke
Arn strong t ik Co I’RIDKT) « 13N 100 I heater of Today \_:lt |2:|_2~.!0 pm: Sep 27: 52 wks
Ievuh t gars Ine Neal 12 Ivey MBS 10 Innide of Sperts AUTWTE 7- 15-5 pim; Sep 8; 52 wks
1eowen s D NOTENSOon s LY ] Sears Over llull,.vwmnd o Sat 12 3020 pmi- Sep 20 52 wks
Prown & WIHE soison To o Raessel M Scads LRI 165 Is 1t Fact Or Flotlon ™ . Sun 12 55-1 pm; Oce 5; 52 wks
i N B 159 Red Skelean . Fu 10.30-11 pnv: Scp9- 52 wke
Peaple \re Funny; 1'ri 9-9:30 pmy; Sep 19: 52 wks
Prasnn Shos € beo Burnott NI 156 Smllln® 1 MeConnell: Sar 11.30-12 n; \ug 30; 52 whse
1oarser Produces b Sullivan Stanller, talwell & AN 74 Jimmle Fidler: Sur 10-30-10 $5 pm; Sep 7; 50 wks
Barles
Spark Plag ¢ ¢ A Moanus, John & \duams A 219 Champlan Ral]l Cal); Frl 9:55-10 pmi; Oct 5, 52 wke
: ::,.'.“:r,‘:'""\, :...r. . I'"::Ilshlug 11 1’ houphirey \ B3 73 « hristlan Sclence \lunlu r \lews the \c\\s. I'h 8-15-5.30
So ety pm. Sep 2013 wke
tinh A\ alnam Prooadocts Co Swaney . Deake & Bement ANc 4 ( hu'b 'ime; Tu ‘I0 45-10 m: Oct 14 | 13 wks
Cream of Wheat Corp BRDXO { BN 146 !._(-l s Pretend; Sae 1105211 30 am ;-\(:n 20; 52 wke
NI &N ol o Ruthranff & Ryan RS 37 Ihe Shadow ; San 8-5 30 pm; Sep 7 32 wks
Irersharp € o Blow AN 202 Heney Morgan: \ed 10:30-11 pni: Sep 10; 52 whke
Coeneral Tocds Sales Co Renton & Bawlos NS 90 .luu nile Jury: San 3:30-4 pm; Sep 739 wke
«ns 145 dy Warren: MTWTE 12-12:085 pii; Sep 22; 52 whs
Young & Rablcam «ns 150 R Snooks: IrI K% 3 pim; Oct 33 52 wky
153 \d\(nlnrnn of the Thin NMan; l‘rl X 30-5.85 pm; Oc( 3;
52 wka
CMeeee Sadety Razor Co Manon AN 200 Roxing;: Fri 10 pm: Sep §: §2 wkx .
a0l Bros Inge Faote Cone & Belding RS §87 l(l;'lz('\l' & Digest Radlo l'tllllnn Th 10-10:30 pm; Sep 1) ;
wks
Lielbras \vatch Co WHHam 11 Weintrauh MBS 67 Oulch asa V'lash; Sun 5:30.6 pm; Sep 7: 52 wks
Internatlonal Harvester to. NcGann -1 ricksun N1t 158 tinrvest of Stara: Sun 2:30-3 pm; Oct 5; 52 wks
hellogg € o henyon & 1Tohhardt NS Supernun: M1TWIF 5.15-5:30 pm; Sep 29: 52 wks
hraft | owmls € o, Needham Louis & Braorlky NI 125 Great (.l_lt't.'l"!d('l'\'?: MWed 8530 pm; Sep 10; 52 wks
| ever Nros d Nalter thompson (159 188 lLux Radio Theater: Man 910 pm; Oct 6; 52 wks
Milcs I aboratories Ine MNade NI 145 Oulz Kids, Sun 4-4:30 pm: Sep 28; 52 wks
135 News of the World; NCTW T 7:15-7-30 pm: Sep 29; 52 wks
Pabat Sales Go Warwlch & 1 egler NI 144 Fddie Cantor, 'T'h 10.30-11 pm; Sep 25; 52 wks
Pet MK Sales t orp t.ardner cBs 72 Saturday Nghe Serenade: Sat 10-10:30 pm; Oct 4: 52 whka
I'hiled Gorp Hudcdhins \1C 244 Rreakfast Glub, NIV T 48-9 'lm Sep 1552 wks
Procter & Cannhle Co, Dancer- Ficzgerald-Sample 1S 06 Mystery of the Week: \I W 7-7 15 pm: Vug 25: 52 wks
79 Jack Smilth: MIIWTL 7:15-7 30 |»m; Aug 25; A2 wks
Compion s 79 Lowell ‘l'hum:\s: NEPWTI 11-10:05 pms Aug 25; 44 wks
Pradentlal Insurance Co. Benton & Bowles N 134 Jack Berch; MTWITE 11-20-11:45 am; Sep 29; 52 wks
R J Reynolds Tobineo Co Willizm sty CBNL 154 Screen Gulld Plavers: Mon 10:30-511 pmi; Oct G; 52 wks
) 158 \aughn Manraoe: Sat 9:30-10 pmi; Oct 4:; 52 \\ks
Wy Sheaffer Pen Ca Russel ML Seeds N3¢ 54 Sheaffer Parade: Sac 3-3-30 pm; Sep 14: 52 wha B
Skelly ©O11 ¢ o Heonri Horst & MeDaoncld N3¢ b1 VMex Dreier; MIUWTFE--Llayd Burlingham: Sat; 9-9:15 am
) Nep S; 52 whks
Standard O of €allf BRD&O NG 19 Standard tlour, Sun R:30-9 30 pm pst; Sep 21: 52 wky
Sterling Drug 1o Dances - itzperald -Sample \NnRe 142 Yaoung Wildder Braown: M IW' 1 4:45-5 pm, Sep 15; 52 wks
Swift & (o, 1. Malter Thompsen \BC 74 Breakfast Club: MW 11 9:15-9; ‘»Jm Oct 27; 82 wks
Ievas Cao. Iuchanan CRS 159 Tony VMartln: Sun 9:30-10 pm; \o 32 wks
Wildroet t o BRN&O BN 159 Sam Spade: Sun 8-5:30 pm; Sep 2\ 52 wks

e e e e e ——————

New and Renewed on Teleuidion .

STATION
WABD. New York

PROGRAM,
MIWTE 60:44 pm; Sep 29; 20 wks (n)

fime, starf, duration

AGENCY

Foote. Cone &

SPONSOR

American Fobacea

Spots for | neky Strike;

Belding RTLA, Los \ngeles NIV Sep 29: 13 wks (n)
WERBAB. Chicago \l IWTI: Sep 29; 12 whks (n)
Botany Worsted Mills Silherstein-Goldsmilth WABD New York Weather spots; Sun 2:00 pm; Scp 5: 13 wke (r)

WRKB, Chicaga Weacher spots; Frl §:30 pni; Aug 15; 13 wks (r)

Broadwand otel Deane, Kleln and W PTZ. Philladelphla Tine signals; Fr) nights; Aug S; 13 whks (n)
Davidson
Brown & Willizimsan Russel M. Seeds WRRKER, Chicagco Callege baskethall; as scheduled: Dee 13; season ()
Tobacen Co, . o )
(. nm'(-l (‘.uullu Ine 1lirect WABIL New York 1 ook Upan a Star; Tu 7:30-7-45 pm; Sep 30; 39 wha (n)
Dewen lire e Ray mond . Nelsan W PTZ. Philladelphia Time signals; Sun af (ernoons: Aug 10; 13 wks (i)
Elgin National Wateh Ca. J. \Walter Fhompsan WHKB. Chicago Time signals: Snn nlghts, \ug 31; 13 wks (1)

Fair Store

Fischer Baking Co.
F.W Fitch Go.
t.ough bndustries

Jay Jay Junior 1ne
Rass Clathiers

Ivan 11ill
Scheck

L. W, Raawey
Direct

Direct
Malcolm-llaward

WHKB. Chlcugo
WABD. New York
\WABD. New York
K11\, Las \ngeles

WA, New Yeork
WBKAR, Chicago®

13 wkx (r)
26 wka (r)

Tdlechats, Fri 7:30-7:45 pmy; Sep 19;
sl Fry (2h|h. Th 7-7:30 pmi; Sep 4:
Spats, 'Th 92:00 pm; Sep 4; 26 wks (n)
AL Jarvis; MIWE 7-7:30 pm; 26 wks (n)
Srar Vews:; TThS 7-7:15 pm: 26 wks (n)

llomie Feconomiles; Tu 7:15-7:30 pin; 26 wks (n)
Tele-Beauey: Th 7:15-7:30 pan; 26 wks (n)

You'll Be Sorry: Sat 7:15-7:30 pim; 26 wks (n)

U ncle Phil; MITAWTFES 7:30-7-40 pm: 26 whs (n)

Serind adventure il MITWTFES 7:40-5 pni: 25 whs (n)
Callege of Style and Swing; ‘1o nights; Sep 2: 26 wks (n)
Foothall Scoreboard: Sat afternaons; Oct 1 season (n)

Kecley Brewing to Malcolo-llaward WRBRRB, Chicaga Raockers home faothall games: el %:30-10:30 pmi; \ug 29;
season (n)

Boxing and Twrestling matches; MAVE 8:20-01 pm; Aug 18;
13 wks™(r)

lLektroltie Comp AL WL Jewnin WAL, New York Spots preceding foothall games; Tw 9:18 pin; Sep 7: 13 wks (n)

Gianes foathall games; Sun afternoons; Sep 3: season (n)
Sep 1 26 whks (n)
1el night, Sep 12; 7 games (n)

WABT,
KRl

NLY
Meet the Dons: Th &
Los \ngeles Dons games;

New York
l.osx \ngeles

Warwick X Lepler
l ,ir"(.l

Pahst Sales Co
Phlleo Radic & Televislon
Carp

=N I8 pm g
un afr.

Powers lne A W Lenin WARD New York Spors; WE nights;'Sep 2 wks (n)
Ryan's Army-Navy Store Stewart-Jordan W17, Philadelphia Time sigaals, Tu nlghes: Aug 19, 13 whs (n)
Spring MIS 1ng Dircet WARD, New York Yankee foorball games: Sun afternoans: Sep 5: S wks (n)

WITIZ. Philadelphla
WARBD. New York
K11 AL Los Angeles

Wenther slgnals; Woed nights: \vg 6: 13 wks (n)
Th 9:30-11 pm; Sep 4: 52 whs (n)
Sep 7; 13 whks (n)

Solis N Cantor
Raymond
Direct

Saperhne Fuels Co,
Teldiseo Co
Televisiom News

New Agency ﬂppainlmewﬁ

SPONSOR

Admidraticon Anto Seat Cover T 1 os Aageles

Antctican Hamdarales Co o 1 os Angeles

Amcerican Home Foods Inc Chel Boy - Ar-Dee div,
¢ hicago

Avinerican 11ane Produd s Toe

Wrestling matches:
I'Ime breaks: San;

AGENCY

1. € harles Sleck, Los Angeles
Mavis-1loaod, 1 as Angeles. for reglon:ald ady

PRODUCT {or service)

Anto se:
Iandic

cavers

¢ supplles

Young & Rublcam, ¢ hicuagn
Duane Jones, New York (fom
Farrell™)
Bass-1 nchoff,

I'vad praducts

New Yor Kolynos Jooth Paste. Powder “lTrome Page

<
Sh o owver Door Co TFadly woeal Shaower doars, tuly enclosures 1olly wood

MVineris an Cagar & Clearene

Vo racan
A rican Tobacoo €
Cooddv, New York

Pall Mall clgaretoes Sulllvan Stanffer. Colwell & Bavles New York

Please turn to page S8




STATES

vyour dollar
buys more
than before

. 42.59, MORE
RADIO FAMILIES

. NOW 318,440
RADIO FAMILIES

. NOW $885,811,000
RETAIL SALES

. NOW $246,403,447
VALUE IN FARMS

Diversified Industrial Production Area In
The Heare Of A Rich Agricultural Region
Makes Canton, Ohio, The Best Balanced
Market In The United States.

Represented by R A M B E A U

h b G your good neighbor in
CANTON, OHIO

CITY OF DIVERSIFIED INDUSTRIES  OHIO'S RICHEST RURAL REGION
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Remember the
story about...

'9/ —~
] ’b:'f "’j L
and what happened?

Geometric progression occurs in
many setups beside the rabbit
multiplication table.

Take W-\/-D-C. It has grown
by leops ¢nd bounds. Todoy,
W-W.D-C has the 2nd most

loyal audience in this great
D. C. market.

If you wont sales in Washington
..-W-W-D-C is the way to do it!

WWDC-AM and WWDC-FM —
the dominant FM station in town!

ety

Only one other station In
Washington has more
loyal listeners

AM-FM—The D. C. Independent

12

Don™Bryant

Director of Advertising, Hudnut Sales Co.

y any comparative standard, 38-year-old Don Bryant is a new-
comer to the sometimes cut-throat business of selling cosmetics
to American women. He is a newcomer, too, in the business of network
airselling, but in the three years he has headed the advertising ventures of
Hudnut Sales, he has learned much in that field. Today, in a fluctuating
cosmetic market, his firm (a subsidiary of the long-established William
R. Warner Company) is one of the top moneymakers in its field, sell-
ing everything from mass-consumption items to ultra-expensive custom
perfumes. To the general field of advertising, Bryant is no johnny-
come-lately. He started with a newspaper rep firm, worked for gravure
groups, and put in a hitch as a timebuyer at Federal Advcrtising.

Budgetwise, his firm spends an over-all $4,750,000 for advertising,
with some 45 per cent of that figure going into two network shows (Jean
Sablon on CBS for Hudnut hair preparations and Sammy Kaye on ABC
for Rayve Shampoo), plus spot campaigns for Rayve as well as Sheilah
Graham on Don Lee for Rayve and Bathasweet.

Don Bryant knows now that radio, properly handled and proinoted
to the customers and the distributors, can sell a product. But he also
knows that radio imust reach the right kind of audience to do the job.
That’s why he cancelled the 26-week run of the NBC package Grand
Margquee when he realized that out of a network of 136 stations, 50 were
carrying the show as transcribed delayed broadcasts (it was in station-
option time), at times ranging up to midnight.

He is positive in his thinking and his actions, but still listens care-
fully to the opinions of radio veterans, and can take criticism gracefully.
He believes that the lifeblood of his business is change of pace, as well as
new ideas and new products. Despite the steadiness of Hudnut's sales
curve, perfectionist Bryant is still looking for the ideal format to sell his
cosmetics to even more members of the fair sex.

SPONSOR




Q uid pro quo’

Webster says 1‘quid pro quo’’
means ‘one thing in place of an-

MEMPHIS

W. H. BEECUE

PEASE. Your Mutual Friend
P Mr FCO, Memphis, Tennessee

N Hurry With
& WHBQ

Represented by

THE WALKER CO.

NEW YORK—CHICAGO—LOS ANGELES—MINNEAPOLIS
BOSTON —KANSAS CITY—SAN FRANCISCO—ATLANTA

W H. BEECUE




Blowing 1ts top

hat’s the 4.764-1oot Mt. Hekla volcano, some 90 miles
northeast of Reykjavik up in leeland, erupting thou-

sands ms of lava, rock and ashes high into the air.
ted o March and was believed would
(I for some months to come.
1 victous looking thing. And that picture was
o1 miles away and at 6.000 feet!
\ 1k that's ntuntil you sec the face

les managen when the

' That's what he'll

v him in Balumore

is a cinch. Simply put down the 1adio station tl
delivers more listeners-per-dollar-spent than any otl

station in this big 5-station town.

I'hat’s W-I-T-H, of course, the successtul indepes
dent. And don’t forget, Baltimore is the 6th largt

\V [T
x i AM and FM

Baltimore 3, Md.
by Headlev-R d
)

city in the country!

U'om insley, Presiaent Represented Narzonally
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Hottest trend

in radio = BL“U 7

SETS IN PROGRAM| 7 OF

PROGRAM USE | RATING |LISTENERS
MTWTFS News . 3 4
MTWTFS Al Time Hit Perade : . .
MTWTFS , . .

All Time Hit Parade
MTWTFS All Time Hit Parade
MTWTFS All Time Hit Parade

MTWTFS News

MTWTFS Make Believe Ballroom .

{ MWF Make Believe Ballroom 31.6

{ 118 Make Believe Ballroom 33.6 p . Ninety per cent of the na-
MTWTFS 32.9 { tion’s independent stations are

Make Believe Ballroom

, either block-programed or plan
to be before the first of the year.

-‘MTWTFS &0 Ca ¥ Qom

:AARX;;:S ::‘:e g':i."' g'"'“m Cn a local level this means that the

MTWTF M:k: B:hl::: 9:::r°:m control of what goes on the air is being
room . o i .

MTWTF Make Believe B ’ returned gradually but certainly to the

EE— . broadcasters. The fear that advertising

MTWTFS News

agencies would not purchase time on sta-

o e Pi-Ck L H-its oy tions on which they could not produce
MTWTF Listen Ladies 29.8 cial s fof «their Clients [Has
MTWTES 31.4 special programs for their clients

Lorne G . .
- vanished. Clients and agencies both know

MTWTFS News ] that block programing produces top-
MTWTFS  Topsin Pops . ! . grade audiences and sales.

MTWTFS Tops in Pops L 5 ) Block programing makes listening easy
MTWTES . Tops in Pops . : , for the radio audience. It’s geared to

MTWTFS | News ' . give the dialer the type of entertainment
2.05 MTWTFS Jerry Burke Show 11.6 ; 24.9 he wants when he wants it—and a lot
‘215 | MTWTFS | Jerry Burke Show 16.5 4.6 27.9 of it at the same time. It’s giving agen-
- 2.30 MTWTFS Jerry Burke Show 15.8 39 24.5 cies and sponsors actual audience figures
2.45 MTWTFS Jerry Burke Show 15.4 3.5 22.9 instead of hypothetical facts about what
B | MIVIES | News il =0 26.7 they might reach if the agency produced
3.05 MTWTFS Jerry Burke Show 15.0 3.9 25.9 a program that dialers wanted and per-
3.15 MTWTFS Jerry Burke Show 14.0 3.1 21.7 : I
L MTWTES | Jerry Burke Show 15.2 3.9 20.8 mitted that program to stay on long
‘8 ' enough to build a listening habit. With

MTWTFS I 7 , block programing the audience is estab-
MTWTFS  Club 580 - ' . ) lished. As WOV, New York puts it—
MTWTFS  Club 580 ! g : block programing delivers “audited au-
MTWTFS Club 580 r g b diences.”

MTWTFS Club 580

MTWTFS
MTWTFS
MTWTFS
MWF

Nazws
Studio Party

Make Believe Ballroom
Make Believe Ballroom




WCKY'S jamboree mc, Nelson King (above),

spins a western block session.

He migh? ease in with half a Bob Willis disk

Texas Jim Lewis (below) helps the western block along

Then Bob Atchen (below the type) in westein cryboy tradition assists
Ted Daffan (center with assisting aitist) always helps western strips
No Western block is worth its salt without a Sons of the Pioneers disk
Gene Autry, with or without Trigger, is top range

material—and it's often wise to sign off with the western

tunester who opened the block

—throughout the nation there’s no more faithful listening audience than

the men, wemen, and children who dial a western block of programs
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In Cincinnati, in Louisville, in Mem-
phis, in Fort Worth, in Worcester
(Mass.), in Toronto, in Boston, in New
Haven (Conn.), to mention only a few
of the block programing pionecrs, non-
network stations are coming up month
after month with top ratings and fre-
quently with number one audiences de-
spite heavy competition from all four
chains. Night bascball helped a number
of these stations (bascball is actually
block programing since it is one form of
entertainment broadcast over a period
of from two to four hours) and night
football will further help a number of
these and other stations this fall.

Up to recently block programing on
local stations was restricted to a com-
bination of music and news, variety being
supplied by changing the tempo and
mood of the music. Today the entire
field of programing is being subjected to
a block-program test. Station WCKY,
Cincinnati, is trying to block-program
an hour-and-three-quarters skein of tele-
phone quizzes. WNEW, New York,
is trying, as indicated in the Fall
Facts edition of sPONSOR, a hori-
zontal skein of mysteries (nightly at 8
p.m.). Already this station, which was
one of the first to discover block pro-
graming, has increased its audiences at
this hour threefold and the *“Mysteries
at Eight” idea is only four months old.
Station WHN, also in New York, has
not only picked up the music-block-
programing idea but it is the first in the
metropolis to block-program sports. For
years during the summer Red Barber’s
broadcasts of the Brooklyn Dodger
games for Old Gold have been building
a sports . following for WHN, as have
professional hockey games. WHN block

SPONSOR




programing has now reached the stage
where sports enthusiasts can dial the
station any night and find it airing sports
from an 8:45 p.m. warm-up to an I1
p.m. afterpiece. Monday, Gillette spon-
sors boxing. Tuesday, Thursday, Friday,
and Saturday Old Gold and Nedick’s
sponsor basketball, both college and
professional games. Schaefer Brewing
sponsors amateur hockey on Wednesday
and pro games on Sunday. Thus through
both a horizontal block booking (every
night at 8:45 p.n.) and a vertical block
booking (from 8:45 to 11:15 p.m.) WHN
gathers the cream of the regular sports
fans.

Block programing of sports produces
wherever it’s used and as long as it's
given time for dialers to develop the
habit. An almost perfect example of how
it collects audiences is the experience of
WHDH in Boston. Managed by Bill
McGrath (ex-WNEW) the station block-
programs music and news in the day-
time, sports at night and Saturday and
Sunday afternoons. With this com-
bination it has created a listening habit
that gave it, in the July-August City
Hooperatings, an over-all rating of 27.9
per cent of the available audience (sets
in use), with Boston’s next station rat-
ing only a 19.8. Its Monday-through-
Friday daytime rating during the same
period was 27.7 of the sets in use, with
the second station having a 20.2.

Station WCPO in Cincinnati achieved
top position during the summer through
its baseball broadcasts and is seriously
considering plans to hold the audience
which it won through baseball by sports-
block-programing plans. For Sunday

afternoons during July-August (Hooper
City Ratings) WCPO had 42.8 of the

OCTOBER 1947

sets in use and its Saturday daytime
rating was almost as good, 42.1 of the
sets in use. [ts evening audience during
July-August was 29.5 per cent of the
sets in use with the next station having
24 9. and that next station is the estab-
lished number one network station in the
Queen City.

Aside from WCDPOQO, station WCKY in
Cincinnati with a straight block-pro-
gramed (sans baseball) schedule was
second in the mornings only to the NBC
outlet in the area, WLW, during the
July-August period. WCKY had 229
per cent of the sets in use, WLW 24.5.
In the afternoons it's the third station
in the area, WCPO being first with base-
ball, WLW second with the NBC block-
programed schedule of soap operas. Its
relative position in the evening is also
third with the share-of-audience stand-
ing like this:

WLW

WCKY wCro

Share of

Audience 17.3 249 29.5

Many timebuyers still refer disdain-
fully to block-programed independent
stations as ‘“record.players.” They fecl
that these stations do little more than
toss on a few consumer disks and a
little assorted gab and let them ride.
Actually that’s furthest from the truth.
Stations like CKEY, in Toronto, Cana-
da’s foremost exponent of block pro-
graming (see page 15 for typical schedule),
has double the number of employees
of many other stations not only in Canada
but in the United States.

The Daily News, which supplies the
fiveeminute  news  continuities  for
WNEW, spends a small fortune ($225,-
000) every year on its broadcast news
desk and it knows just who is listening

at each hour so that it can edit the news
for the exact audiencc tuned in. Proper
programing of disks for extended musi-
cal blocks is not routine; Muzak, the
wired music service, discovered that
years ago. Listeners do not want to
hear at 8 p.m. what they enjoyed at 8
a.m. It isn't easy to take the pulse of
an audience. How true this is is demon-
strated in the case of the New York
Times’ ““good” music station, WQXR,
and its FM affiliate, WQXQ. To all
intents and purposes WQXR is the only
station in the country which has caught
the mood of dialers who want good mu-
sic—and held that mood so that it pays
off in sales for advertisers. Periodically
another station tries a variation of the
WQXR  block-programing formula but
up to now no other broadcaster has been
successful with it. How definitely this
station is mood-programed for its lis-
teners can be noted in a recent personal-
interview survey conducted by a record
retailer of good music. The survey indi-
cated that in certain sections of Man-
hattan more than one-third of the radio
dials in the homes surveyed were set for
1560, the WQXR spot on the dial.

While WQXR and WQXQ are suc-
cessful in New York and are perfect ex-
amples of block programing, the fact
that block programing in itself is not a
pat success formula has been proved by
stations trying to follow their lead.
Stations in Washington, D. C., Chicago,
and San Francisco have tried a “good
music’’ formula only to find that vir-
tually no one was listening. There’s no
magic ip the words “block programing.”
Stations don’t collect listeners simply by
following a CKEY, WNEW, WHN, or
WCKY program schedule. All of these




PERCENT OF PROGRAM AUDIENCES COMING FROM PRECEDING PROGRAMS

NBC SERIALS 2 - 6 PM (Based on One Minute or More of Listening)

Tot

P.'.
. wh

n of total program audience

o Light of tife
The Wordd  (on Be
Beoutiful

3 PM

Block programing is not restricted to independent stations.

tations present concise object lessons on
v successful a block-programed sta-

tion can be. They are not molds into
vhich program material can be poured
ne me out an automatic success.
Block pr ming is a big job, just as
ny showmanship operation must be.

WCKY, for instance, abolished the post
f m director and hired instead a
imber of project directors each charged

with producing a block segment. Each
lock uilt around a personality, a man
| ws the type of program he’s

man who knows the audience

Nelson King, pictured in this
t with a skein cf western stars whom
>sent in one evening of his

aittime  block, _Jambor¢
K 1bs many of the
i > disks he spins and
t him so often while
t It's then that he trots
west tfit and looks ready to

‘Git Along Little Dogy
E I5-munute segment
f 1 has its own musical star
ma Though four hours
westem-folk-music block
WCKY h 1ple precedent for devoting
240 minutes to mountain and range
WSM Ole Opry frequently
s more than three hours, as docs

bar represents total program audience

istened to preceding program l

Mo Peckins  Popper  Right-To Backstoge

wile

4 PM

Young  Heppiness

WLS’s Barn Dance. Both have tre-
mendous audiences. Even at New York’s
WOV one of the more successful blocks
is an hour of western music mc’ed by
Rosalie Allen.

Frank Stanton of CBS was one of the
first to realize and stress the importance
of block programing. He called it mood
programing. With diary forms of re-
search he proved that once a mood is
broken by one station, audiences try to
recapture the mood on another station.
Recently Niles Trammell, NBC presi-
dent, proposed to restrict the so-called
soap operas to @ maximum of three in a
row. He has dropped the proposal be-
cause figures have proved to him that
listeners in the daytime want their tear-
drops strip after strip and will drift away
from a station or network that interrupts
the mood of the daytime dramas. The
tremendous growth of NBC's Tuesday
night skein of comedy programs—NMilton
Berle, Date with Ji Amos 'n’ Andy,
Fibber McGee and M Bob Hope, and
Red Skelton—is a perfect example of
the appeal of a single program type—a
single mood. The CBS Monday night
hour and a half of Lux Theater and Screen
Guild is another example of block pro-
graming. What will happen this year
with the comedy program My Friend
Irma between Lix and Screen Guild will

Prool of its audience-holding

77.3|85.7 | 833 | 82.0

is this NBC study based on Nielsen ratings

depend upon how much situation com-
edy there is in Irma—in other words
how near this half hour approaches the
listener’s conception of drama rather than
gag comedy'.

Some timebuyers feel that baseball and
other sports blocks are not a good in-
dication of a station's pulling power.
However, astute buyers feel that to dis-
count 2 station's audience during the
20-week baseball season would be just
as illogical as to ignore the pull of a net-
work during the period that Bob Hope,
Fibber McGee and Molly, Edgar Bergen,
Jack Benny, or Bing Crosby is on the
air. Neither the baseball stations with-
out baseball nor the networks without
their star programs would have the pull-
ing power that sponsors want and buy.
Many stations this past baseball scason
have found that through block-pro-
gramed night baseball they have reached
unprecedented  heights in  audiences.
They haven’t stopped there but accept-
ing this achievement as a challenge have
block-programed with an eye to holding
that baseball audience.  WHDH in
Boston bought the Harvard football
games, which are sponsored by Atlantic
Refining Company and are one cf the
few series of games not controlled by
Atlantic itself. This oil company usually

(Please turn to page 43)
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Keeping Rates Down
and Sponsors’ Sales Up

{Ilsn’t that the kind of a deal every advertiser wants?}}

LO(‘ATED on, and bounded by Lake Erie, Lake
Huron and the Detroit River, C KL\V beams its 5,000 watt clear channel
signal via the water route to a ten-million population arca with a radio-
homes and buying-power percentage second to none in America. The
power of 5,000 watts day and night. A middle-of-the-dial frequency of
800 kc. That, coupled with the lowest rate of any major station in this
market, has made and continues to prove CKL\ the Detroit Area’s

Number One radio buy.

The high cost of selling concerns nearly everybody these days. If it's
that way with your product in this region, we, or our representatives

have facts you ought to know.

In the Detroit Area, it's .

Union Guardian Bldg., Detroit 26

J. E. Campean, Managing Director ® Mutual System

Adam J. Young, Jr., Inc., Natl. Rep. ° Canadian Rep., H. N. Stovin & Co.

OCTOBER 1947 .
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Rescarch is no longer an
advertising agency back-
room operation. In the case
of most medium- and large-size agencies
rescarch is a major operation and a costly
one. It’s still suspect at many sponsors’
—suspect not as to the figures and facts
which ad-agency studies uncover but sus-
pect as to the conclusions which the
agency men derive from their reports. To
many a sponsor agency research is still in
the area of ‘“having the answers and
spending time proving them.” Even
these client skeptics admit, however, that
many agency research men are stepping
out of the guesswork field and depending
more and more on solid research founda-
tions.

The reasons that agency investigations
have been suspect are manifold. First, in
most cases the research is so secret that
not even the client for whom the project
is initiated is told the size of the sample
used for the study or the method em-
ployed to check the thinking and buying
habits in the sample. The client has to
accept the agency findings at their face
value—or disregard them entirely. Con-
sumer panels are featured in ad-agency ad-
vertising without the details of the panel
operations ever being made public to the
trade, or in many cases, even to the
client. (The latter is still true of one of
the biggest advertising-agency panel oper-
ations, but sponsor pressure is due to
force the wraps off it shortly—or else the
agency in question, one of the top three
in radio billing in the U. S. A,, stands to
lose a number of clients.)

The trouble with advertising agency
research in the past is that too much of it
has been used for new-business purposes
by agency salesmen. A good deal of the
shifting of business from one agency to
another is traceable to presentations de-
veloped by advertising agency research
. departments. Typical is the case of a
Beseareh still used Chicago ad-agency research man who re-

signed to go with a program-rating organ-
ization. The head of the Windy City

"Yes" and ""No'' buttons
write  radio  research
stories  for ad-agencies

(o win and hold bnsiness but aseney :
= . operation discovered in a few months that
w8 his new-business men weren't opening the
testing is hhonest now doors that they had previously. Check-

ing the reasons why, he finally arrived at
the information that previously they had
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spent 1 agency Tact-finding

been given selling tools by his ex-research
head, whom he has since brought back.
Most agency figure men admit that a
solid percentage of their time is spent on
analyzing programs and campaigns of
advertisers whose business is placed by
other agencies. Typically, one agency
studied for eight months what was wrong
with another agency’s program which was
costing a sponsor $1,200,000 a year and
getting a Hooperating of only two. The
program had run a year land was dropped
before the new-business man of the
agency checking the show was able to

reach the right man at the account to
show him just what was wrong with the
program. It later developed that four
other agencies were making presentations
to the same sponsor, all of them based
upon the fact that the agency of record
was broadcasting a program which was
costing the client a small fortune and pro-
ducing practically nothing.

It's estimated that 25 per cent of all
agency research, as well as the same per-
centage of the time of major agency
executives, is directed at getting new
accounts. This may seem like a very

great portion of executive and research
time to be spent in selling, but the life
of the average account at an advertising
agency is 414 years (AAAA records) and
so client turnover is a vital factor in the
life of an agency.

Most successful agency user of radio
research is McCann-Erickson, the only
agency licensed to usec the Lazarsfeld-
Stanton program analyzer. Under the
direction of Marion Harper, Jr., Herta
Herzog is constantly analyzing each pro-
gram the agency handles for a client and
making reports to agency and advertiser

Agencies assemble panels to hear radio programs and advertising and to record their likes and dislikes, either electrically (top left) or manually
(top right). The critical meets are followed by oral sessions (bottom left). Results are frequently charted in the manner in which CBS presented
its report on “‘England'* (bottom right). Producers and copywriters use charts and the comments to build better programs and commercials

PROFILE OF
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Internal agency groups, like BBD&O's (left, ‘Brainstormers,” right, ' Senior Women's Council'”) do a closed circuit analytical research job regularly

xecutives and the agency radio staff.
The trouble with all qualitative radio re-
search is that it’s research in a vacuum
unless the creative section of the agency’s
adio operations uses the information de-
veloped by the research department. In
a number of cases agency researchers have
had to spend weeks convincing show pro-
ducers that their conclusions about pro-
grams are fact and not resecarch fancy.
Program research is actually fought by
most producers just as years ago copy
research in the black-and-white field was
fought by copy writers at agencies.

On a par with McCann-Erickson in
their use of radio research is Kenyon &
Eckhardt, which has both its own radio
research operation and Kenyon Research
Corporation, a separate organization
which does research for K & E and its
clients on general projects. Otis Allen
Kenyon, founder of the K & E agency and
chairman of its board, is an engineer-
trained advertising man and insisted from
the start on researching his clients’ cam-
paigns. Kenyon Research is the out-
growth of this thinking and is to all
intents and purposes the research division
of K & E, the separate corporate entity
being an operational matter which per-
mits of special billing procedures and a
feeling of rescarch independence. KRC
doesn’t expect that other agencies will
'mploy it but it does do some, though not
very much, work for non-agency clients.

Rated third by radio researchers is the
Foote, Cone and Belding operation in
New York under Hal Webber. Webber
also set up the Chicago research division
f FC&B and that's ranked with the
Windy City's Dancer-Fitzgerald-Sample
ffice in its intelligent approach to radio
fact finding. On the other hand the
New York office of D-F-S isn't research-
minded,

The two agencies with top radio bill-
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ings, J. Walter Thompson and Young &
Rubicam, are rated adequate in their
radio research but neither is said at this
time to be experimental-minded or de-
velopmental-minded. Y&R has over 100
people on its research staff and JWT has
around 90. Dr. Peter Langhoff heads
the Y&R operation since Dr. George
Gallup resigned to concentrate on his
individual projects, and Arno Johnson is
number one research man at JWT. The
comment is that since these agencies
already have the sponsors and the pro-
grams research isn’t as necessary as it is
with agencies which are building their
radio business. Y&R’s loss of a number
of accounts, however, and their (to all
intents and purposes) new radio depart-
ment, are expected to result in a sub-
stantial increase in research operations.
They still continue to use a group analyz-
ing device (variation of the CBS ‘“Big
Annie”) which Dr. Gallup now calls the
Hopkins Televote Machine, and feel that
qualitative program research is part of an
agency’s job on programing.

One of the greatest criticisms which
client executives have in re advertising
agency research, and this applies to all
agency research, not just to the radio
phase, is that it is funneled to the adver-
tiser through the account executive rather
than through the research head of the
agency. Account men, state advertising
managers of a nuimber of national adver-
tisers (18 were checked), have a natural
tendency to edit out material which they
feel may not reflect credit on the agency.
Since very few of them are research-
trained they frequently misinterpret
figures and the misinterpretations lead to
unhappy conclusions, To such a degree
is this true that many great corporations,
like Swift, P. & G., General Foods, set the
formula for a research project and even
check the samples as well as the pro-

cedures used by the agency. Still others
obtain the raw figures from the agency
and do their own evaluation of the
findings.

A problem that research men face
consistently is the fact that major execu-
tives are proud of their crystal balls and
dislike facts and figures. If agency radio
producers and copy men fight research
findings, top client executives have been
known to fight twice as hard against re-
search findings that disprove their favor-
ite merchandising ideas.

For instance, despite valid research
conclusions that two-for-the-price-of-one
sales and “penny sales” do not materially
increase over-all business for a product
over an extended period, key merchandis-
ing men in great drug outfits still go
blithely along spending hundreds of
thousands of dollars on these annual
sales. A number of advertisers continue
to sponsor programs that research proves
are not reaching the audiences which buy
the products advertised. These are just
two examples of what research has to
combat.

Both independent and client research
men admit that today some of the best
research brains are employed by adver-
tising agencies. Men and women like
Marion Harper, Jr., Hans Zeisel, Herta
Herzog (McCann-Erickson), Hal Webber
(Foote, Cone and Belding), W. J, Main
(Ruthrauff & Ryan), Larry Deckinger
(Biow), Dr. Leon Arons (Weintraub),
Clement W, McKay (Kenyon Research),
P. Nahl (Needham, Louis & Brorby), and
Sam Gill (Sherman and Marquette)
have questioning minds and while they
sometimes go off on a tangent, the tangent
is the result of a probing intellect.
Researchwise that is all to the good.

Some of the biggest agencies, like N. W.
Ayer, have yet to establish a radio re-

(Please turn to page 46)
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QUESTIONS | TOWNSPEOPLE STUDENTS
% | To

“Where do you prefer to hear commercials?"'

Beginning, middle, and end of program

;
|

Beginning and end of program
Beginning and middle of program
Middle and end of program
Beginning of program

Middle of program

End of program

Part of program
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“Is the present system of commercial Yes
radio broadcasting satisfactory?" 7171
|
“Would you prefer a system of broad- 1
casting which would ban commercially- Yes
sponsored broadcasts from the air?" m 44.0

East Lansing residents and students of Michigan State College report on placement of commercials and how they feel about commercial radio

own vs Campus Listening

Suburban residents
and cap and gowners
think there’s too
much advertising

on the broadecast air

OCTOBER 1947

Survey after survey reveals

that the American radio
listener generally believes there are
too many commercials on radio pro-
grams. The latest survey to be con-
ducted, this one especially for SPONSOR,
indicates that over 90 per cent of both
townspeople and college students-in a
typical suburban town and nearby
campus are certain that there’s too much
advertising on the air. The townspeople
are even more emphatic about it than the
cap-and-gowners. Here’s the way they
voted in the survey conducted in the
homes of East Lansing, Michigan, and on
the campus of Michigan State College.
The question was “Are there too many
commercials on radio programs?”’

Residents Students

98.6 % 87.5
1.4% 12.5

SroNsoRr’s survey was conducted as a

Yes
No

postgraduate project of Michigan State
College by William G. Butt, under the
direction of Professor Joe A. Callaway of
the Department of Speech, Dramatics,
and Radio. The project was to discover
whether there was any difference between
the likes and dislikes of the residents of a
typical suburban town and a representa-
tive group of college students residing on
a campus. Today’s student differs from
Joe College of a few years ago in that he’s
more frequen ly than not an ex-G. [,
married, and has one child. However, he
and the non-campus family man don't
think alike and the things they want from
broadcasting frequently are at opposite
mental poles.

One limiting factor about this survey is
that it was taken at a school that today is
predominantly male. Facts and figures
developed must therefore be viewed in
that light.
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Typical of East Lansing residents is Ed Vandervoort (above)
who likes his fishing and owns sporting goods stores in town

The sample of both town and school
used in this survey was 10 per cent. Six
hundred and thirty-nine of the 7,000 resi-
dents of East Lansing answered the sur-
vey and 874 of Michigan State’s 9,000
resident students returned their ques-
tionnaires

All the returned questionnaires indi-
cated that the respondents owned radio
receivers, which is consistent with the fact
that according to the 1946 Broadcast
Measurement Bureau survey 98.3 of the
homes in the Lansing area have radio re-

ccivers.  East Lansing being a relatively
wealthy suburban area, it was not un-
expected that listening was lower than it

was in the industrial town of Lansing
pr Hours per day of radio usage in
lLansing, East Lansing, and on the Michi-
i State campus, as developed by the
survey, are as follows
Lansing East Lansing Campus
3.3 hours 3.5 hours
Campus and town agree not only on
the “too many conmunercials™ question but
also in their reaction to the length of com-
mercials. Three out of four in each group

said “‘too long.

The relative voting was:
5

Town Campus
Too shore ] 1.2
About rlght  25.4 24.4
T'oo long 74.0 74.4
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Obviously broadcasting hasn't sold its
listeners on radio advertising’s being a
service. Other advertising media have
done an effective anti-radio-advertising
promotional job both to consumers and to
national and local advertisers. Also, users
of radio advertising have permitted their
use of the medium to, like Topsy, just
grow. Only recently have advertisers and
their agencies begun to check the impact
of air advertising copy.

A great many radio program builders
feel that the ideal commercial is the
integrated one. The respondents in this
survey think otherwise. Miles Labora-
tories in a study some years back dis-
covered that integrated commercials did
not pay off for them, although more recent
studies made by Schwerin Research for
the Alka-Seltzer organization have indi-
cated that less blatant integrated copy
should sell better than the typical patent
medicine approach used in the past.

Townspeople want their commercials
separate from their programs by a vote of
three to one, the dormitory crowd two to
one. They votedin the following manner:

Town Campus
Inteprated 24.0 31.5¢
Separate 75.4€ 68.5

They feet much the same way about

Lee Picketing is representative of today's college students.
He's 21, a business administration junior, ex-Marine and married

having newscasters do the commercials,
the campus reacting even more nega-
tively, with the voting in the following
fashion:

Town Campus
Yes 23.7 9, 2179,
No 76.3 78.3¢

Town and campus fell out on the sub-
ject of how they would like commercials
handled. The college group want a laugh
with theirs, many home folk want theirs

straight. The questionnaires tallied like
this:
Town Campus
Stralght 47.6 29,20
liumorous 38.1 61.89,
singing 14.3 9.0

The normal expectancy is for youth,
even if beyond normal college age, to
enjoy a light approach and it's just as
normal to expect the adult listener,
settled and living in a suburban town, to
desire factual straight down-to-earth
handling.

While college and townspeople feel very
much alike about various aspects of ad-
vertising on the air, when it comes to
favorite programs they differ two out of
three times. They are bound together
only by a mutual love of baseball. Michi-
gan is a sports hotbed and baseball leads
all other sports in the Motor State. It is

SPONSOR



not surprising therefore that the Goebel
baseball broadcasts are high in the dialing
habits of both East Lansing and Michigan
State College. These sportscasts of the
Detroit Tiger games won first place with
the collegians and second place with East
Lansing residents. The townspeople
rated their first three program, in this
sequence:
1. Lux Radio Theater
2. Gocbel baseball broadcasts*
3. Newscasts
The college crew on their part want base-
ball first:
1. Goebel baseball broadcasts*
2. Henry Morgan
3. Hit Parade
Townsfolk voted for practically every
dramatic program on the air, although
there is no doubt but that Lux Theater
leads the air parade for them. The
questionnaires revealed that the war-
born habit of dialing news has not died
with home folk. The ex-G. l.’s, now
students, on the other hand, never de-
veloped the war-news habit. For them
the good humor of Henry Morgan and
music for Saturday night dancing, Lucky
Strike’s Hit Parade, have more appeal
than news.
When it came to voting for their favor-
ite announcers the regular residents of
! East Lansing and the Michigan Staters
reversed themselves. The townsfolk gave
the Goebel sports announcer first rating
while the students rated him second. Of
the total voting, the residents of the town
gave their favorite announcers the follow-

ing percentages of their votes:
1. Harry Heilemann (Cocbel) 28 2

2. Ross Mulholtand (W]JR) 14 19
3. Don Wilson 10 3%
Milton Cross 10.39%,

The students on the other hand voted for
their favorites in the following order:

1. Don Wilson 46.7%
2. Harry Heilemann (Goebel) 14.59%,
3. Kenny Delmar 11 39,

The amazing lead that the students
give Don Wilson as well as the importance
given him by the regular residents of East
Lansing add up to something that many
advertisers haven’t realized too well, that
a straight commercial announcer who is
made part of the program as Jack Benny
has made Wilson means nearly as much
as the program star. Advertisers also
must realize that announcers no longer
achieve importance because they an-
nounce any program, they become im-
portant only on commercial broadcasts.

Placement of commercials on programs
is still roulette for sponsors but both East
Lansing and Michigan State have definite
ideas about the matter—and they’re not
iconoclastic. The reason why the greatest
number of cap-and-gowners want their
commercials at the end of the program is
simple. They say this permits them to
select their next program without losing
any of the entertainment—a very good
reason for a sponsor not to put his major
selling at the program'’s end—he loses too
many listeners in that process. A chart
showing just where both town residents
and students want their commercials is

printed with this report.

The very last question in the sPONSOR
survey conducted by Wittiam G. Butt has
perhaps the greatest meaning. Butt
asked “ls the present system of commer-
cial radio broadcasting satisfactory?”’

The answers charted with this article
were three to one for radio as the U. S.
knows it, on the part of the townsfolk,
but almost even money with the students.
The latter voted heavily (44 per cent of
them) for “a system that would ban
commercially-sponsored broadcasts from
the air.” [East Lansingites are pro-
sustaining broadcasting only to the ex-
tent of 22.9 per cent and even this 22.9
is disturbed on how such a system
would be maintained. About 50 per cent
of the students who voted for a non-
commercial system of broadcasting sug-
gested an outright governmental subsidy.
Other students suggested taxes on receiv-
ing sets, tobacco, liquor, and luxury
items. There were even a couple of stu-
dents who suggested that radio set manu-
facturers pay the bills.

The townspeople who voted for a non-
commercial air at the same time feared
government control. A solid section of
the 22.9 per cent stated simply that they
liked the idea but didn’t know how it
could be done.

Students are anti-commercial broad-
casting for a number of reasons. First,

(Please turn to page 44)
*The Goebel baseball broadcasts cover the games of the

Detrot Tigers on a specwal network of stations as well
ason WW.J.TV,

Single students sleep in Quonset huts while married contingent live
in giant trailer camp (in back of huts above). [t's all very G.1.

East Lansing is a rich subuib where Lansingites and college
profs live.

Home below is typical of housing in area
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Local radio shows rate full
pages in

T Promotion is a salable prod-

uct with Rexall. Sixty-six

hundred independent druggists buy pack-

ages of promotion material 12 times a

year from the Rexall organization—pro-

motion material which in many cases is
tied into Rexall broadcast programs.

The balance of the Rexall outlets
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“Rexall Ad-Vantages*

ollows through .
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Network programs also
accorded space in house organ

(3,800) are promoted basically through
a house organ called Rexall Ad-Vantages,
which sells Rexall products and how to
advertise them. A typical issue of Ad-

Vantages spotlighted: how radio was used
in connection with the opening of a re-
modeled Rexall store in Fort Wayne,
Ind., by the Meyer Brothers Drug Com-

are

Broadcasts from remodeled stores
receive Rexall blessing and help

Over 12,000 Rexall stores
serve the nation's drug needs

pany; a center spread about the network
program; a half page about electrical
transcriptions on many of the Rexall
products; a page report on a successful
radio program in Texas; and an editorial
on the advertising slant of the network
program.

Rexall doesn't just use broadcasting—
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Shelf strips (above), counter and
window cards are standard items



radio touch have been made against the
same displays with the broadcast-plus.
The results have proved that while
they’re selling radio they're doing even
a better job of selling the product which
is promoted on the displays. Actual fig-
ures on how much better a display with
Jimmy Durante on it does than one with
straight product exploitation haven’t
been released but researchers who worked
on the project say, off the record, that
25 per cent would be a fair estimate.
Even small three-and-a-quarter by
five-and-a-quarter-inch four-page folders
have a tie-in cut on their lastpage, say-
ing*“‘Listen! Listen! Listen!” to Durante.
When Rexall suggests new store de-
signs to druggists there’s always a place
among the shelves of products for a

it promotes it. Recently (September
15-18) Rexall opened its new giant
drugstore and building in Los Angeles.
! During the four-day celebration there
were four special Rexall broadcasts from
KFWB and 12 Rexall broadcasts from
KMPC, all of them built on a special-
event basis. The Governor of California,
Earl Warren, broadcast a special wel-
come to the new building over each of
the stations. Rexall president, justin
Dart, made a number of broadcast ap-
pearances and guest stars from industry
and radio including Ed. Williams, presi-
dent of Lambert Pharmacal Co., Mayor
Bowren of Los Angeles, Sheriff Biscailuz,
Horace Thomas, assistant sales manager
of Eastman Kodak, as well as the cast
of Bride and Groom, all paid salutes to
Dart and Rexall. One special broadcast streamer selling the radio program—
came in part from ‘“‘the world’s largest Tisiin s, Repalils atesiasnt, SEt overy either the network program or the local
drugstore” (the one newly opened) and  penny out of each drug promotional dollar program of the individual druggist.

in part from “the world’s smallest drug- Despite all the promotion, pressure is
store,” the latter located in Topanga  Now in its 35th year, the Rexall Maga- never placed upon the druggist to sell
Canyon, California. zine with 1,000,000 circulation is a typi- the program. The idea which Rexall gets

Both KFWB and KMPC have regular cal give-away pulp magazine with stories, across is that radio is part of the Rexall
commercial broadcasts for Rexall, the features, some news, and much Rexall product, that radio makes the Rexall
former starring Jerry Lawrence in a disk advertising. [t’s bought by druggists trade name just as big as Listerine, Lever
session daily at 4-4:15 p.m. and the imprinted with their names and used Brothers, Goodyear, Parker Pen, Alka-
latter anightly newscast from 9-9:15 p.m. both as a store give-away and as a mail- Seltzer, or any other of the hosts of trade-

The national program is featured in ing piece. Every page carries an under- marked products that the average drug-
every promotional kit Rexall sends out. line, which asks the reader to ‘Listen gist carries. And it’s done by telling the

_ There are usually one window card, sev- to the Rexall program starring Jimmy Rexall story, not by competitive selling

! eral counter cards, and innumerable Durante, Friday nights, NBC network.” against the other brands. Rexall is too
throw-aways, all of which say, “Listen,” There is also at least a half-page adver- clever to directly fight other brands that
and follow it with plugs for the program tisement and editorial copy on the pro- independent druggists carry—and on
and its stars. Present material plays up gram somewhere in each issue. which they make a profit. It sells Rexall
Jimmy Durante, who will this season be Radio is the final selling touch in many all the way—and promotion is part of
without his sidekick of the past few of the Rexall monthly product promo- the product that Rexall sells.
years, Garry Moore. Stressed also will tions and the program stars are always Its local programs throughout the
be the fact that the program will be included in name and picture on the country run the gamut of show types
NBC this season whereas in the past it displays of the product leader for the but news broadcasts are more frequent
has been CBS. month. Tests of these displays sans the than any other form of programing, and

-1 the Editor’s Page , ... ...
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sidekyex Carry Moore (right). hilericus radic comedions, huy tickets to thelr two-hout
charity show i the €ity auditorlum Jon, 17 trem Hugh Terry. manadtr ot station KLZ. Durante
Mocre will appear in the infantile paralysis benciit pericimance, proceeds {rom which will

9o to Denver 8 March of Dimes tund Tickets can be obtained at the Denver Maich of Dimes head:
q rs. 620 Midlapd Sovings hullding. and at the Denver Dry Goods compony ticket oltice.

Ticket selling opens drive. Hugh Teny (KLZ) sells Durante and Moore

frem' Boston to Hollywood, the old and
new Rexall heme towns, the Rexall news-
caster is a fixture.

Druggists perform a public service,
and the appellation “Doc’” with which
so many are addressed is no accident.
They're a respected and vital part of the
average town. Rexall therefore realizes
that its broadcast activities must have a
public service as well as an entertainment
quality.

When an opportunity presents itself
for the Jimmy Durante program to help
along a worthy cause, Rexall works with
its local outlets and stations and does
everything in its power to carry the
public service ball. Typical was the visit
of Durante and Moore to Denver in
January of this year. Colorado had been
badly hit by thc polio cpidemic last year
and it was chosen for the most active
ccmpaign for the 1947 March of Dimes.
Every important neme in the state was
on the ccrmittee including the governor

and tl vernor-clect. Frem the arrival
of the Durante cast in Denver on Thurs-
d 16, until their train left at

7:50 p.m. Saturday, January 18, Durante
an t were on a merry-go-round that
started with a parade and ended with
an hour show at the Denver Paramount

catre for en.  Tickets for
$25, $10, and $5,
and over $5,CC0 was raised ctly in

1
S NANNCt

Staion KLZ, under the direction of
Hugh Terry, its manager, made certain

that the Durante-Moore names were
everywhere. Not a single medium was
28

missed to make the visit of the Rexall
program to Denver a triumph and the
Rexall and N. W. Ayer (Rexall agency)
staffs worked with Terry and the March
of Dimes local committee all the way.

Basic difference between what Rexall
does and what most other advertisers do
is fundamental to the Justin Dart in-
spired operation. \Where most sponsors
expect their agency or network, or sta-
tions to go 21l the way promoting a pro-
gram Rexall simply asks the netwoik or
stations how Rexall can improve promo-
tion. Seldom does Rexall permit a sta-
tion to take the ball away from them as
they did with KLZ in Denver. In this
casc it was a charitable drive and the
thinking no doubt was that the fuithe
away Rexall kept from the March of
Dimes the better it would scem to every-
one concerned. That's typical of Rexall’s
operations—knowing when to do and
when not to do something.

Rexall also may have decided to permit
Hugh Terry, KLZ station manager, to
carry promotional ball because he’s
known not only in Denver but practi-
cally from coast-to-coast as a promoting
fool. Give him something to root about
and, as in this case, he does the rest.

The Denver personal appearance was
public service at its best but it was all
part and parcel of the thinking of Rexall
exccutives, who don't look upon broad-
casting or promotion as something aside
frem their regular business operations.
They sell promotion and radio just as
they scll the name of Rexall and all the
Rexall drug products.

Broadcast on KLI-CBS trem

Beaver Moaitipel Avdiiesivm

1.30 - KLI
rm1 JAN 1T

catds in merchants’ windows of Denver

“In person”’

Transit advertising stresses the “in peison’ bicadcast

1]
D U R A N T ,E, —u:ill brogdcml fromt Den-
& M 0 0 R E rer's municipal audilorium

Coming to Denver KLZ--CBS

in Person!
7:30 P. M., Jan. 17

—to launch “March of

. o . . A, 2556
Dimes™ campaign to fight b fi¥ ik
polio.

Newspaper advertising sells appearance of Rexall show

17
AUDITORIUM JAN 13
Watck

Bumpers contribute to Durante-Moore appearance



This is the
HAROLD L. BANTA Family
of Muskegon Heights,
Michigan

Harold Banta gets to see more of his family than most
men, with office right at home, He likes it that way
and so does the family! Here they are: Mrs. and Mr
in the back row; S-year-old Judy, ond Terry Lee, 7,
seated on floor of their modern, homey living room

HAROLD L. BANTA wypifies thousands of Midwest business men—a city
dweller with a strong farm interest. Harold and his family live in a re-
cently built bungalow. The address is 1801 Peck Street in Muskegon's resi-
denuial suburh, Muskegon Heights, Michigan, Mr. Banta, using a converted
spare room at home for his office, is Secretary-Treasurer of the Muskegon
County Farm Burcau and district manager for the State Farm Insurance
Companies.
Since his business is with farm folk, Harold profits from WLS agricultural
services, they keep him well-posted on markets, crop conditions, weather and
farm legislation. But there’s more to it than business. 1 like WLS because
. the announcer seems to enjoy what he’s saying and to be sincere in what
he says about the products.”
Mrs. Banta likes our musical programs, spotted through the day — Judy and
Terry Lee have several favorites, including Lum and Abner. Harold hears
Dinner Bell Time, Farm Bulletin Board, and various market and weather
broadcasts. The family gets together on their radioing for the WLS National
Barn Dance.
This is the Harold L. Banta family of Muskegon Heights — one of the thou-
sands of fine young families in Midwest America. For 23 years, our micro-
phones have focused on such families — giving them service to fill genuine
needs — entertainment for the whole family’s wants. As a result, we have their
conhdence and listening loyalty — guarantors of sound advertising resuls.

Still on the phone at 7:30 p.m., Harold works long
hours, brightened by o radio in his “home-office.”’
He hos been o regular WLS listener for ten yeors.

. . 5 h -
890 kilacycles, 50,000 watts, American affiliate, Represented by John Blair and Com '*.’,3_:}
pany, Affiliated in management with KOY, Phaenix, and the ARIZONA NETWORK , . . ”-&
KQY, Phoenix . . . KTUC, Tucson , . KSUN, Bisbee-lowell-Dauglos. [21;{
A
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There has always been only one Singin’ Sam. His
unforgettable songs, sung to a superb vocal and
instrumental accompaniment, have produced out-
standing sales successes. 15 minute programs with
universal appeal.

A five-man novelty band different because it com-
bines a laugh riot with true musical talent. Each
member bas a truly fine voice and is an accom-
plished musi.ian. A “folksy” 15 minute program
with big-time appeal.

The best loved melodies that linger in everyone’s
heart . . . beautifully framed by poems of Ro-
mance. An outstanding 5 minute show featuring
Lawrence Salerno, Irene Verner and other top
tanking talent.

Curley Bradley, a real cowpoke with a su‘
voice, brings you his unmatched song stori
the West. 5 minute, tuneful tours througl
land of stampedes, sagebrush, and sourdoug ¢



YOUR HYMN

FOR THE DAY

nerica’s most familiar hymns with each
ato a program gem containing a short
ite. 5 minute masterpieces with wide
deally suited for a sponsor whose prod-
he mood and spirit.

Emile Cote’s Wings of Song offers tradition in
American choral music, and the Serenaders. 16
superb mixed voices blended to produce thrilling
15 minute renditions of the best from Tin Pan
Alley, moviedom, and musical comedy.

TRANSCRIPTION SALES, INC.

17 West High St., Springfield, Ohio Telephone 2-4974

NEW YORK—TELEPHONE PLAZA 91446
CHICAGO—TELEPHONE SUPERIOR 3053
1 LOS ANGELES—TELEPHONE HOLLYWOOD 5600

r———-————————




[ MrSponsor Asks...

“Should an advertiser have a radio

advertising manager of his own?”

Don Paul Nathanson

Radio Director
The Toni Company, St. Paul, Minn.

The
Picked Panel

ANSWEErS

A man who
knows radio thor-
oughly, and is a
member of the
sponsor’s organi-

Mr. Nathanson
zation, is a dis-
tinct help in the

L 1
promoting of that

: advertiser’s pro-
‘ - grams. He doesn’t
need to be a man
who is assigned 100 per cent to handling
the radio side of a campaign, as long as
he is fully cognizant of the possibilities
and characteristics of the broadcast me-
dium. Networks, stations and agencies
do everything possible to make a radio
program effective. However, the job of
turmning commercial continuity into maxi-
mum sales rests upon the sales, sales-
promotion, and advertising divisions of
the advertiser.

ldeal cases of how radio-minded adver-
tising departments of sponsors deliver
sales, to mention only two, are the S. C.
Johnson Company and Rexall Drugs,
both of whom use their radio programs in
every facet of their selting. There are
several others.

It is virtually impossible for a net-
work or a station to do a complete job of
point-of-sale promotion. That is a vital
part of the opcrations of the advertiser’s
own promotion department. When a
sponsor has someone whose every con-
cemn is to make broadcasting work for
him, the results are almost certain to be
better than when the job is handled by
someone whose responsibilities also in-
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clude the promotion of all the various
media used by his organization.
Audience promotion is an important
part of the operations of NBC's Adver-
tising and Promotion Departme:ic. How-
ever, there is no doubt but that the
effectiveness of these network activities
is greatly increased when there is some-
one in the sponsor’s organization who
knows how to exploit radio consistently.
No, it is not essential that an adver-

tiser have a policy executive who de-
votes all of his time to handling broad-
cast advertising—but it does help. What
is essential is that the sponsor have a
man who knows how to use radio—how
to work with his agency and network (or
stations) to make radio a vital factor in
his daily promotion and sales operations.

Roy PorTEOUS

Audience Promotion Manager

NBC, New York

Since radio has
emerged from the
mumbo-jumbo of
mystery that was
the rule in the
days of “‘blue sky”
selling, and has
become a re-
spected, full-
fledged advertis-
ing medium, it is
natural that the man who pays the bills
should wish to exercise the same super-
vision over radio that he does over other
important media. [t also follows that
he will wish to get the most expert ad-
vice obtainable.

Personally, 1 feel that the more at-
tention radio can get in the “executive
echelons” of the client’s organization, the
better it is for radio.

Also, the advantage of having an ex-
perienced radio man in the client’s own
organization to interpret radio to the
client in terms of his own problem helps

the networks . the agencies and
the entire industry.

I would therefore say, in answer to
your question, ‘“Yes, a client should
have his own radio advertising director
if at all practical.”

WARREN JENNINGS
Eastern Sales Manager
Crosley Broadcasting Corp.
New York

The answer to
your question de-
pends largely on
the advertiser
since problems in
advertising in-
crease manyfold as
radio expenditures
increase. The ad-
vertising agency
functions smooth-
ly for average advertiser, but when an
agency spends $2,000,000 or more for a
client in radio it would seem advisable,
from the advertiser’s standpoint, to have
a radio specialist to assist the advertising
manager in the interpretation of the ad-
vertiser’s problems to the agency.

Many large advertisers have found a
radio director particularly effective in
the stimulation of promotion, and in
tying in the merchandising of radio pro-
grams with dealers, jobbers, and their
salesmen.

Radio directors prove extremely effec-
tive for adveitisers in achieving better
talent relations. A radio director is the
connecting link between the sponsor and
the performer, and brings greater under-
standing between them.

The advertising manager should by
all means be the ‘‘officer-in-charge,” but
the radio specialist is more than an ad-
visor. 1t would be unreasonable to expect
an advertising manager to have accumu-
lated the experience that a good radio
specialist has. Many of our present suc-

SPONSOR



cessful radio directors began their careers
as announcers and/or actors, went into
production, then got more experience in
stations, networks, and agencies. A back-
ground such as this brings the advertiser
a specialist capable of being of real value
to him.

Probably the strongest factor in favor
of a radio specialist is that he relieves the
aver-all advertising director of a great
many radio details foreign to general ad-
vertising. Thus, he gives the advertising
mianager the help of special skills while
leaving him free to manage the over-all
framework of all advertising media to
the best advantage of the client.

Joun M. Wyartr, Jr.
Radio Director
Cecil & Presbrey, New York

I would say that
having a radio ad-
vertising director
within the firm is
a sound idea pro-
vided the adver-
tiser has several
shows on the air
for a variety of
products, or has
his account serv-
iced by several agencies. In the case of
the smaller advertiser, who uses radio
infrequently or in no large amount, most
of the radio advertising problems can
be handled easily by the advertising
manager, and a specialist is not required.

A trained radio executive in his office
can be of immense help to a big-time
radio advertiser. He can coordinate all
radio operations (particularly if the client
shifts his shows around from product to
product, or agency to agency) seeing that
consistency is maintained in the adver-
tising and shows. He is the focal point
of all radio research and planning and
the man who translates radio ideas into
terms of the firm’s operation for the
“boss.”" He is radio as far as the com-
pany’s advertising goes, and runs the
campaign like a field commander.

However, just hiring someone trained
in radio is not enough. He must be given
real responsibility and authority to make
decisions, even if it means that product
advertising managers have to relinquish
some of theirs. Otherwise, the value of
such a trained man is lost. I'll admit
that it takes a good executive to fill the
jobr well. He must believe in radio,
understand it, and be able to sell it to
other officers within the firm (which an
agency can't always do). But I'll re-

(Please turn to page 56)
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IT ISN'T
BEING
SNOOTY-

7¢ Paye

Vo Reep Tie Best Company
on Station WFBM

® Distinguished Company—that’s about
the best way to describe your fellow spon-
sors when you join the clients of WFBM.

WFBM is proud of the fact that the
city’s best stores are on the station. The
three largest Indianapolis department
stores buy more time on WFBM than on
any other local station. Also, to WFBM
goes the lion’s share of local Building
and Loan, tire dealer, furniture store and
theatre radio advertising.

Your messages will be heard by good
company, too. WFBM, the first station in
Indiana, has been recognized as the
“prestige station” for twenty-two years.

BASIC AFFILIATE: Columbia Broadcasting System
w F B M Represented Nationally by The Katz Agency
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SPONSOR presents the second in & series of indices of locally-produced
programs available for sponsorship throughout the U. S. This issue lists represen-
tative breskfast, ferm, and folk music programs. These indices make available for
the first time o yudmck on costs of local programs since stations of all sizes are
indexed. November issue will list participeting, man on the street, juvenile,
music, drams, sports, news, and variety programs and Canadian programs

Local Programs A

‘ailable For Sponsorship

—
Families: 2,353,000 Radio Families: 2,280,000
Maine, New Hampshire, Vermont, Massachusetts, Rhode Island,
bOnﬂeClICU(
E— ST E——
Breakfast Programs
| TIMES
TITLE APPEAL RATING LENGTH JPER WEENK cosT* OESCRIPTION civy | STATION
ALARM CLOCK CLUE ( N.A 40-min §4 per spot W ake -up show (hat reatum pop tunes, Portsmouth, WHES
news, ime signals N. H.
BEANTOWN VARIETIES ( \] 4.5P 25-min $108 Variety-musical type of morning show. Boston, wEEI
3 spots a wk Live talent Mass.
BREAKFAS) IN THE SURREY ROOM W n {20 15-min §125 3x15 Breakfost Club-type show with studio Boston, WEE!
min a wk audiznce, pifts, etc. Mass
BREAKFAST TIMETABLE Famil N. A 55-min [ O. R Birtbdays, music, local and national Greenfield, WHAI
news Mass,
BREAKFAST WITH GEN Far 5.0H 60-min 5 0. R Musicol Clock-type with news, weather Hartford, wiKT
reports Conn.
GENE JONES Family N A 15-min 0. R. Songs in Jones' romantic baritone, ac- Boston, wBl
companied by piano, guitar, Mass.
JOY A LA CARTER 10C 15-min O.R Morning get-awake with live music and Burlington, w0y
records, news, weather, time Vi
JULIE 'N JOHNNY Wonien N A 30-min 5 o Birthdays, anniversaries, local and Waorcester, WIAG
Hollywood news, interviews Mass.
T0P 0' THE MORNING F ' N.A 15-min R. Musicol Clock-type, live version, news, Burlington, WEAX
weather reports Vi,
YAWN PATROL Fs N A 15-min §¢ Jim Randolf with light carly morning Waterbury, wweo
patter and records Conn
F. .
HlW
OOIN® THE CHORES WITH STACEY I Men NoAL 15-min [] $144 + 159 Yankee humor and anecdotes sauce up Keene, WKNE
COLE for tal expert advice N
hl -
Folk Musie
AL RAWLEY'S JAMBOREE Famly NCAL 30-min i 1 $160 tal Sagebrush songs, tunes; violin, gwtar, Boston, WEE!
plus time -odelling, features Mass.
YOOELIN' SULIM 1} 30-min 5 3181 + 15% Slim Clark in ¢ (-'-n"ompmned songs, Keene, WKNE
for tal chatter bv me Ozzie Wade N H

Middle Atlantic

Families; 9,653,000 Radio Families: 9,166,000
New York, New Jersey, Pennsylvania, Delaware, Maryland, Washing-

IS WE—
2 W
.
- " » .
Breakfiast Progrinns
TIMES =
TITLE APPEAL RATING LENGTH PER WEENK cost* OESCRIPTION cry sunon
ALARM CLOCK CLUB A $\0 agls 1 Narf wmw
D Va
OOROTHY & OICK 6 $700 Mr. & Mrs. format, chatter, Rossip, WOR

J-min 1 ta-v

New York
Citv

Time and talent unless otherwise indicated. N.A.-Not Available, H-Hooper, C-Conlan, P-Pulse, E-H-Elliott-Hayes; O.R.-On Request
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No matter how you break it down

WRC is Washington’s First Stafion

BMB measured six stations in Washington—the four
network outlets and two leading independent stations. No
matter how vou break down these BMB ficures—by audi-
ence levels or geographical arcas—WRC has a greater

audience day and night than any other Washington station.

By Audience Levels

WRC leads all other Washington stations in a/l audience
levels at night—and in 8 out of 9 audience levels in the

davtime.

BASIC BMB 10% LEVEL

§

Station C | Stotion D Statian E . Statics F

[Pk Station 8
Night il Doy
The obove chort shows WRC lecdership ot the bosic

BMB 10%, level. Complete decile comparisons
ovoiloble on request.

THE NATIONAL

OCTOBER 1947

9
By Geographical Areas
WRC leads all other stations in the District of Columbia...

RADIO : BMB STATION CITY AUDIENCE
FAMILIES %

200,000

QL

. SationB  Stetion C__ _Stotion D Station

In the Washington Metropolitan Area...

- 300,000 BMB METROPOLITAN DISTRICT AUDIENCE
1
_5.200,000 i ’-
— 100,000 -
RADIO
FAMILIES

Stotion B Stotion € Stotion D Stotion E Station F

And in the Total Station Audience Area. ..
TOTAL BMB AUDIENCE

— 300,000 ‘
200,000
- 100,000 3
RADIO
FAMILIES

Stotion 8 Stotion € Station D, Stotion £, Station F -

FIRST IN WASHINGTON

980 KC.

Represonted by NBC SPOT SALES

BROADCASTING COMPANY

35



TIMES

TITLE APPEAL RATING LENGTH PER WEEK cosT* OESCRIPTION cIvy STATION
HIY JIND Wo N A 30-nn (A §$783 Mr & M. format; dong snd thinking New York WNBC
3 per wk of day just pust; guests City
HOUSEWARMERS I N oA 1245 0. It News, baby notes, barthdays, lost pets, Nyracuse, WNOR
veather \
MILE OF SMILES WITH WILES 4t $126 40 Disk Jockey session with Wiles Hallock Wirren, WNAE
gk tume checks, weuather s
MORNING MUSIC HOUR N A 0. R. Philadclphia, WOAS
P
PAUL COLEMAN BN A [ lusie, guest: sl news, Lin er, Binghauton, WINR
Ny
SUNNY SI0E OF THE STREET i \ $52 Musical Clack-t th Serunton WARM
weather, news "a
TERRY WASHBURN \ $150 Washburn spimmng 6:30-9 am Buffulo WKBW
0 Oy
THE WMC CANNS AT HOME 130T) tuble )-10 am New York WOR
City
TIMEXKEEPER I § ar $50 Varied 1o ur,” tinie chec Rowe-Utica, wKAL
1 N
UNCLE BILL ANO SNOWBALL N.A 0. | Baltimore wITH
Ad
WwE THREE 3 S Battimor WCBM
Ald.
‘. 1 ]
Farm
CHANTICLEER Lanuiy N.A 43-nun 6 ¥25 per Comment on farm news, musie, phil- Schenectady, WGY
| spot osopby, humor N.Y
wALL FARM JOURNAL NA 15-min 6 $44 per Station staf, county agents give fann Ahddietown, walt
[ $ news, prices, ete. NY
WHJB FARM NEWS F NoA 43-mn 6 O R Farm szents, livest Gre WHJB
sell exchauge, cte Pa.
~ -
Folk Musie
AL ROGERS Wonien NOA 15-min 5 [T Rogers sings western tunes, halibally Pul;sburgh. I WIAS
sOng a.
CHUCKWAGON JAMBOREE N.A 30-unu $54 Late afterncon cowboy show, 1n against Wilkes-Barre, | wi2
kiddie segqinents Pa
COWBOY JACK N.A b $92.50 per Singing  hilibilly. Sold in mimmum Beckley, wiLs
4 13-min three 15-min per wk W. Va.
EMERY OEUTSCH N.AL 3U-nun 1 O R Authentic gypsy music on  records. New York WOXR-
City woXo
- L e
550 RANGERS Famil N.A 15-min 5 $5.75 per Cowboy records with dialect remarks Buffalo, | weR
spot N Y% !
POLKA TIME N A 30-win §43.50 Slavic listeners i this arca give large Nanticoke, | WHWL
per broadeast  foreign audience Pa l
RAOIO PLAYBOYS Al N.A 30-min 5 O R Live hillbilly combo with songs and | Frederick, WFMD
chatter | Md l
SMILE FOR YOUR SUPPER A 15-nun §:0 Fred Ch sings, accompanies him- Wilkes-Barre, wiLK
self on guitar Pa.
]
TOM SCOTT. TROUBAOOUR N.A 15-min 3 $153 plus Folk ballads by Tom Scott and his New York WOXR-
ann {ees euitar Citv woXoQ

Middle Wester

Families: 12,140,000 Radio Families: 11,387,000

Ohio,

Indiana,

Michigan, Wisconsin,

Nlinois,

Minnesota,

lowa,

Missouri, Oklahoma, Kansas, North Dakota, South Dakota, Nebrasks

L v

— T e R
Breakfast Programs
TIMES |
TITLE APPEAL RATING LENGTH PER WEEK cosT* OESCRIPTION \ [1)44 | sTamon
S = —| —

ALARM CLOCK CLUB F N oA 5 10 15-min 5 R Typical Musical Clock with news, Wis, Rapids, | WFHA
records, chatter, tinic, ete. Wis.

BREAKFAST AT GOROON'S N A Breakfast-interview show with gifts for St. Jaseph, KRES
5 lad Mo.

BREAKFAST JAMBOREE News, folk and western tuncs, chatter, Detroit WiBK
time, weather, ete. Mich

COFFEE CUP REVIEW \ th Early morning show of fun, music, gags. Su;lgdwaler KXo0Xx
per s news, ¢te ex.

36

Time and talent unless otherwise indicated. N.A.-Not Available, H-Hooper, C-Con

lan, P-Pulse, E-H-Elliott-Hayes; O.R.-On Request

SPONSOR



/ L | L\_
flow F
.

L

"NOW OPERATING ON 680 KILOCYCLES AND DELIVERING TEN TIMES MORE POWIER
AFFILIATED WITH ABC...REPRESENTED BY TAYLOR-HOWE-SNOWDEN, RADIO SALES

OCTOBER 1947

37



TIMES | i |
TITLE APPEAL RATING LENGTH PER WEEK cosT® | DESCHIFI’ION city STATION
OES MOINES OIARY Womnen N A 25-1mn | 5 0. i Dcs Moines club news, wonien's oews, Des Moines, X$0
chatter, interviews lowa
EARLY BIRO PROGRAM ) N A 15-min 0. R, Folksy show with musie, tinre, weather, Chicago, | wMaQ
| | and so forth in
EARLYWORM Iy N.A 90-min $13 per Platter, chatter; 17 sponsors on six years Colutwbus, | WBNS
spot or more Ohio
8:15 SPECIAL N.A 30-min 5 0. It Light mormng chstter, with \ualh(r Saginaw, WIAM
and time, music, news Mich.
JACK HARRISON'S RISE ANO N.A 151000 $160.50 Waker-upper of news aad music, with Graud Rapids,  wlay
SHINE SHOW weather, ball scores, etc. Mich.
KOFFEE KORNER Family N.A 20-min 5 0. It Live morning show, five-piece band, Cleveland, | waw
emcee, comedy routines io
MORNING. RECORO SHOP Wowea 1.7 P 40-min §11.05 30-sec Aorning show slanted to women listeners. Chicago, WIND
$15.30 1-min Ncws, musio, time 1L
MUSICAL CLOCK Family N. A 45-mnin [} 0. It News, farm info, sports, music, time, Centralia, | WCNT
| weather, uc 1. 1
START WITH A WHISTLE IN THE | Family N. A 150-min 6 0. R Request tunu. time, and pews. Gagy, Evansville, WEOA
MORNING P dedications 11
FARM ANO GAROEN Fanuly N AL i 15-nun 1 S1ou | For eity-dwellers with gardens as well as Chicago, wis
talent ' ncarby farm fol k 111
FARM BULLETIN BOARO Adult N.oA 15-min 3 O.R On station over 10 yc )cars {las market Chicago, wis
| ‘ news, weather, farm info HI.
FARM FRONT Men A 25-min | $165 Mixture of wire-service farm news, local Ashtabula, | wica
news, weather, ete. Ohio
FARMER'S VIEWPOINT Fanuly N.A 15-min 3 $38.50 Late local and state news, farm news Stillwater, K$PI
2 15-min and comment, weather, ete. Okla.
R-F.0 7400 Famuty 11.0C 15-min | 6 §80 Preceded by folk music show. Serves Portsmouth, WPAY
i up news, weather Ohio
WASHITA VALLEY EXCHANGE Men N. A 15-min ) 5 $81 Radio listing of items for sale or for Chickasha, Kweo
trade Okla
WFHR FARM ANO HOME HOUR Family N. A 60-min 5 0. R. \lusu- with farm interest, with inter- | Wis, Rapids, WFHR
views, farm news, weather Wis
hl -
KFolk Musie
HILLBILLY REQUEST Famnty l N.AL 15-min 5 $n1 Folk tunes and hllilly music as per Chickasha, | KwCo
! i | ' listcner requests | Okla ‘I
IT'S TIME FOR JOHNNY Family 8.411 15-min 6 $366 Johnny Vanden Bosch sings ballads, | Kalamazoo, | wk2o
hymms. western tunes Mich.
B — = a )
MELOOY ACES Famity N. AL 30-min | 1 0. R. I Live folk music group of three pieces | Fe{;I;us Falls, KGOE
| Minn.
SAITER-MORGAN BARN QANCE Fawily | N. A | 60-min | 5 $100 Smler-\lorgun shmdlg with live talent, Vincennes, wAOY
| from local theater Ind.
SALLY'S SITTIN' ROOM Family N. A 15-min I $70 The sally humor and hillbilly songs o( Columbus, WBNS
talent Sally Flowers Ohio
TEX RANOALL Family N.A 15-min 5 $106.25 Tex sings favorite cowboy and folk Shenandoah, KFNF
ballads lowa
TIMBEROOJANS il N. A 30-min 5 $203.50 Four billbilly musicians and mc make Sloux City, [$14]
"j:('.'i musie }\nd E:.':'ZCC\‘ .0“3

Southern

Femilies: 8,380,000 Radio Families: 6,399,000

Arkansas, Kentucky, North Carolina, South Cairoling, Tennessee,
Georgia, Alabama, Florida, Louisiana, Mississippi, Texa:

Breakfast Progrins

| TIMES 1 :
TITLE APPEAL RATING LENGTH  |PER WEEK cosT* OESCAIPTION eIy STATION
e - Gt | - —— s :
ALARM CLOCK CLUB F N. A 45-min $51 per Tir W. Memphis, KWEM
6 spots Ark
BREAKFAST CABARET N A 60-min | Records and Hobart Ilare: “Biggest Alexandnia, KPOR
| per wk screwball .. lives up tort” La ¥
BREAKFAST PLATTERS F N.A 120-min 6 $195 6x15-min Records, background on lhe stars, radio New Orleans, WisW
per w show reviews La. |
COFFEE TIME N.A 10-min 6 $48 First ten to phone correct version of Pensacola, wBsR
scrambled wont win 1 1b of coffee Fla.

* Time and talent unless otherwise indicated. N.A.-Not Available, H-Hooper, C- Conlan P-Pulse, E-H-Elliott-Hayes; O.R.-On Request
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““Best individual record was scored neither by a network nor a

network affiliate, but by an independent— 1V OV, New York.

The only outfit to win two awards cach year.”’
BILLBOARD—SEPTEMBER 20, 1947

Billboard again honors WOV

OCTOBER 1947

Accepting these distinguished citations with understandable
pride, WOV expresses its gratitude to the agency and
sponsor executives who selected us as winners for

the second consecutive year.

We declare our continued dedication to an even more
concerted effort toward our basic policy of radio
broadcasting, that in serving the public interest we best

serve listeners and sponsors alike.

Ralph N. IWeil, Ceneral Manager
Arnold B. Hartley, Program Director

John E. Pearson Co., National Representative

NEW

YORK
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Irving Kaufman

The original Lazy Don,
{caast-to-caast), featured
player in “Street Scene,”
record star, Crazy Frenchman
far Choteau Martin Wine —
and naw, Helpful Harry.

Musical Household Hints

Ninety 30-second informative-entertoining tronscribed
musical spots, allowing 30 seconds for live commercial.

A Miniature Program
with a Gimmick o

Harry: Mrs, Housewife. how FUL -
do you do? HELP HARRY
This s Helplul Horry with
onolher hinl for you

Helpful Harry, with household hints in rhyme ond rhythm, sets

Anncr.: Con you 10lve this, g WITH WIS
1 1 Horr ¢k 03 © wink o
a new pattern for tronscribed onnouncements, It combines Y. Quick o3 ; HELPFUL
. 5 . N . A Whot obout o shirt tho!'s o~ SEHOL
useful informotion, on irresistible tune and a unique booklet s10ined with ink? 3 HOUSEHOLD
. ap e " . Harry: S1oins of ink con be HINTS
giveaway thot will “wow” the women. Horry S. Goodmon’s rewed, Try ia] medig 5%
“Weather Forecost lingles” won CCNY's oword os the “most "'y opproved: Though Ihe ‘ HOUSEWIVIES
) . shirt moy look o 1ight, Let o
effective sponsored spot announcements produced in 1946." it 100k in milk oll might _‘
Helpful Horry is his condidote for 1947. Exclusive rights in your Jhcos ySuffiourde sy Sponter 1 Nime
core, You'll never hnow the it _—
area moy still be open. Wire, phone or use ottoched coupon. inh wos Iherel

Send Helpful Harry audition disc

and costs for my area.
Name SO W

"nm

Address Radio Productions
ity Tone  State 19 East 53rd Street New York, N. Y.
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TIMES

TITLE APPEAL RATING I LENGTH PER WEEK cDST* DESCRIPTIDN city STATIDN
DISCDRD AT DAYBREAK Familv NOAL 60-min h O R Zanv earlv mornidg rouser; musie, time, Jacksonville, wPDQ
weather with Jack Cummins Fla
GDDD MDRNING AUGUSTA Faumily N.A. 180-tnin $22 92 peer 6 News, weather. music, atyled for sin Aueusta, WBBQ
spots ner wk cerity, friendiiness Ca
GDDD NEIGHBOR TIME Familv N AL 120-nn 6 $2 per Records by request, news A.".:-_ck.c.-c, WGWR
spot N.C
JIM SAUNDERS— THE DLD Family N. A 30-min £50 per *“Mun of inany voices™ in homey comedy Houston KTHT
TIMEKEEPER i spots rontine Tes
MILKMAN Famil N A. 75-min €57 6x5-mil Top records of the day. chatter Chattanooga, WAGC
$83 Ax10-min Tenn
920 SPECIAL Family N A 180-min 7 $11.55 per 7 Weather, time, humorons chatter £33 KECK
spots per wk T,
0’COWELL’S CAPERS Family N. A 10-1nin $i00 Comedy-variety and records Jl)!l"mm] City WJHL
«nn.
DNCE DVER BRIGHTLY Family N.A 15-min $30 per Musieal vanety, wodern, minstrel San Antouio, woAl
15-min ballad; light romedy Tex.
RISE AND SHINE Family N A 15-min $69.30 Jesse Helms spins 'em from symphony ~ Roanoke weeT
to corn; "twist: tries nothing new" Rapids, N. C
TIME TD RISE Fainily N. A 15-min $10 talent Brisk wake-up with news, time, reeords Birminghatn WAPI
per broadcast by Honorary Mavor Iimmy Willson Ala.
VERNDN CARTER SHOW Family N A 15-min $175 Carter spinning 'em by requcst W:ll.;lungton. WRRF
. C
WAKE UP, §. A Family N A 30-min 6 $40.70 Bud Whalev with records. comed San Antonio KMAC
per 30-min “which is pure corn—but draws" Tex.
WKWF BREAKFAST CLUB Family N. A 105-min 6 0. R Members request records; weekly sound Kev We WKWF
effects contest, news Fla.
YAWN CLUB Family N. 60-min 6 $21 per Time, weather, news, scores, chatter, Tarboro, WCPS
A annte nlatters NC
Far
arm
FARM FAIR Family N. AL 15-min | ] ‘ $33.54 karm news, market reports; 12:15 pm Florence, | WMFT
Ala. |
THE FARMER'S PROGRAM Family 53H 15-min 5 $340 | Farm news, local and national guests, | Memphis, wMC
market reports Tenn.
hJ
Folk Mh
ALABAMA HAYLOFT JAMBOREE Family TH 60-min [} 330 Rtalph Rozers mc's a western, hlllly Birmingham, WAP)
talent session in folksy style Ala
ALL-REQUEST JAMBOREE Family NCA 15-min 5 0. R Top hillbilly, folk artist recordings (‘,l:ru\'lksdale WROX
iss
BARNYARD SWEETHEARTS Family N.oA 15-min 6 $105 Two sisters sing hillbilly songs Montgomery WMGY
Ala
CHUBBY AND THE BOYS Family N. A 15-min 6 §200 Live hillbilly musie, songs Hopkinsville, WHOP
y
COWBDY ROUNDUP Family N. A. 60-min 6 0. R Western, hillbilly records, 4 pm Pa'lIgstme KNET
ex
CROSS RDADS JAMBOREE Family N. A 15-min 6 $205.20 Live hillbilly show Lexington, WLAP
3 $106. 80 Kv
DIXIE JAMBDREE Family 11.2 60-min 1 £10 talent Live hillbilly music, audience participa- Jacksonville, WPDQ
per 15-min tion Fla.
DONALD HOWARD & SMILING Family N. A 15-min 6 $200 Oid-time folk music, live Washington, WRRF
HILLBILLIES N.C
€D AND BOLENA Family N. AL 15-min $152.50 Live folk and western music, fonr Johnson City, WJHL
musicians Tenn.
HILLBILLY HIT PARADE Family N. A 45-min 6 $182. 40 Live and recorded Bl:ﬁunaham. WBRC
a.
HILLBILLY RDUNDUP Family 8.7C 15-min 5 0. R Vernon Tate with record-shop favorites Greenville WFBC
and latest releases S.
INDIAN RIVER RANCH Family N.A 45-min [ $24.30 per  Stall stars recorded Ft. Pierce, WIRA
6 spots Fla
MAGIC VALLEY JAMBDREE Family N. A 55-min 6 $75 per Requested hillbilly recordings Birmingham, wWKAX
6x15 min Ala.
MAILBAG Family NOA 30-min 5 0. R. Requests by mail for recorded folk tunes Longview KFRD
of all types Tex
MUSICAL RDUNDUP Family N. A 45-min 6 §75.60 per Recorded hillbilly and novelty musie, Paragould, KDRS
6x15 min requests Ark
MDUNTAIN DSW BOYS Family N A 30-min 1 $15 Eight-piece hillbilly band, live Florence, WMFT
- Ala.
DLD DOMINION BARN DANCE Family | N. A 60-min 6 0. R Cast of 20; studio M-F; from stage Sat | Richmond, WRVA
night. Participation Va
PURPLE SAGE BDYS Family N A 30-min H i 0. R. Live afternoon program of hillbilly | Durham, WONC
music and patter N.C.
RED RIVER DAVE Family N AL 15-min 5 $15 talent Crooner-composer Dave and guitar in San Antonio. woAl
per 15-min new and old westerns 'ex.
SATURDAY JAMBOREE Family N. A 60-min 1 £38 Best western and hillbilly recordings l{aqrt?vil.le. WHSC

* Time and talent unless otherwise indicated. N.A.-Not Available, H-Hooper, C-Conlan, P-Pulse, E-H-Elliott-Hayes; O.R.-On Request
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TIMES ~
TITLE APPEAL RATING LENGTH PER WEEK costTe | OESCRIPTION | city : STATION
SMOKY MOUNTAIN HILLBHLLIES N.A 15-min $125 Typical hillbilly format | Diélon. wosc
| C
SPIRITUALS 1 N. A, 15-min $17 10 Negro spirituals sung by a colored folk- Florence, woLs
singing group S.C
TRAILRIOERS [} N A 15-wio $252 Live lillbilly umt. *"Most popular in Savanoah, WSAY
this seetionl” Ga
WESTERN CLASSICS N A 15-nmin $35 per wk Old sud new favorites of the romantic Alexandna, XPoR
$2 45 per spot Vst la

0111 1 ROCKY MOUNTAIN

Families: 5,074,000 Radio Families: 4,766,000

Montana, Wyoming, Colorado, New Mexico, Idsho, Utsh, Arizons,
Nevada, Washington, Oregon, California

= "1 T ———
. 5 .
Breakiast Programs
] | TIMES | | |
TITLE APPEAL RATING LENGTH l"ﬂ WEEK cosT* OESCRIPTION ciry STATION
BREAKFAST EXPRESS Family N A 120-min $40 Tx)5-min Cominuter-train format, with change of Porterville, I KTIP
per wk train as sponsors change; informal Calf.
BREAKFAST ON NOB HILL N. A 30-nun O. R Interviews, stunts, contests, guest stars; | San Francisco, | Ks$Fo
Fairmount tlotel dining room Calif. 1
EARLY MORNING REQUEST N.A 60-min $45.40 7x15-min | Built around mail and phone requests Brawley, KROP
per wk Calif.
MUSICAL CLOCK N. 15-min $51 Typical Musical Clock format, news, Colorado Spgs.,! Kvon
weather, dedications, cte. Colo. 1
ROOSTER REVEILLE Family N.A 15-min I $25 6xl-min Early morming (5:45-6:30) fun-frolie, Portland, KALE
| per wk news, with Tom Decker Ore.
ROOSTER ROSTER Family N. A 15-min , H 0. R. | Musicat Clock format with Ted Seattle, | xiro
Baughn Wash.
SUNRISE ALARM Family N A 45-min [ £204 Designed for variety of musie: requests, Wenatchee, KPQ
birthdays, chatter Wash.
TOP O' THE MORNING Family N.A 15-min 6 $72 per Spike Jones' music and morning exer- Salt Lake KUTA
2 segs cises City, U'tah
" *
Farm
BUSINESS OF FARMING Family | 1.1- 15-min | B} $457.50 Problems dramanzed, news, weather, Salt Lake KsL
2.7 | livestock reporte, interviews GCity, Utab
COACHELLA VALLEY FARM en N.oA 15-min 5 $60 Local and national farm news, weather, Indio, | xreo
JOURNAL erop information Calif.
CORTEZ HOUR N. A 45-nan 0. R. All-around furm show, with news, musie, Durango, UKPI
home hints, guest speakers Colo.
FARMING wITH KIRO N. A 6 5 §57.50 5x15-min | Farm news, features, and talks. Weather Seattle, KIRO
per wk information | Wash,
KIMS$-KCOY FARM REPORTER 12.5 5-min $9-$18 per pgm | Planned and edited farm news for the Santa Barbara, | KTMS-
Tri-County area Calif. KCoY
PAY OIRT 2.8 $5per 6 Burton Hutton gives a varied farm-and- Portland, KALE
S-tn | spote home service show re.
PECOS VALLEY FARM ANO NoA §-in 0. R A. P. farm news and local items, plus Artesia, (8374
MARKET $ERVICE market cervice ANL NS
VALLEY FARM REPORTER A 5 $95.50 Loeal, national farm market news, other Brgwl_t'y. KROP
news alif.
h L3
Folk Musie
CLYOE AND SLIM Fanuly N.AL 30-mmin $120 talent | Huibliv-type mune by the Copeland Spoksr;:. KXLY.
brothers Wash,
LARRY BREHMER A 60-min [ $7.35 per Old-time traditionsl favorites, not cow- Tscoma, Krel
" spot boy swing; reeords; guests Wash.
MAKE BELIEVE BARN OANCE | 5 $4 75 per Recorded hillbilly stuff, with Sammy Portland, Kwi)
spot Taylor imitating the stars Ore
OLO CORRALL N 40-1 6 W R Request tuncs, folksy commercials, 15- | Salt Lake KOYL
min farm and world news City, Utah
-
Juvenile
CAMPUS CARROUSEL Juvemle N. g 30-mn 6 1§32 50 6x15-nun | Latest recordinge, campus news, chatter, | Sants Barbars, | K08
$3 25 per spat bv George Humphrey | alif.

Time and talent unless otherwise indicated. N.A.-Not Available, H-Hooper, C-Conlan, P-Pulse, E-H-Elliott-Hayes; O.R.-On Reguest
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W/ten (72
SYMPHONY PLAYS A JINGLE

hal's n-e-w-4/

The Buffalo Philharmonic, at austeie
Kleinhanz Hall, played Lanny &
Ginger’s Jingle for Sattler’s (Buffalo's
largest store). The Boston Symphony,
at a popular concert, performed a
lengthy arrangement of Lanny &
Ginger's "Soapine' Jingle anJ the
audience joined in on the Swing
Chorus, played as Lanny & Ginger
sing it.
More?  Theie's the Radio Press
Award in Cleveland to Lanny &
Ginger's Rosen’s Bakeiy Jingle.

You can't go wrona when you employ
the voices that sang J. Wilcher's
Adam Hat jingle, Beeman's Pepsin &
Adam’'s Clove Gum jingles right into
the heart of millions. They're also
creators of the following jingles:

® Marlin Blades o Sattler’s o
Rosen’s Frozen Desserts ® Seven-
teen Magazine ® Cocilana Cough
Nips ® Soapine ® Mrs. Weiss’
Noodle Soup ® Wilson's Leading
Jewelers ® United Artists Pictures ®
and many more . . .

So why not write for

**Jingles that don't Jangle."

LANNY & GINGER GREY

Radio Productions and Jingles

1350 Madison Ave., New York 28
At 9-4020

biochure

N bined.

Station B—15 Program Sponsors

Here are the figures:*

KTUL has as many local program sponsors as

the other two netwoik stations in Tulsa com-

KTUL—42 Program Sponsors
Station A—27 Program Sponsors

BLOCK PROGRAMING
(Continued from page 18

contracts with colleges directly and se-
lects the station over which the games
are presented. WHDH will also have
the Boston College games and is building
a real block of sporting events.

~ Many other stations, which have built
sizable audiences through baseball in the
past, have permitted that audience to
wander elsewhere once the World Series
was over. Now that block programing
has proved that independent stations can
and do hold their audiences by giving
dialers what they want, in large blocks,
their previous defeatist philosophy is
being replaced by a positive approach.
No longer do they feel that a station
cannot exist without a network line.
That doesn't mean that stations do not
continue to fight for network affiliation
but rather that when chey realize such

an affiliation is impossible due to prior |

commitments they do not resign them-

selves to fleabite operations but go right |

after a vital share of the audience through
| block programing.

' (Please turn to page 48)

The Best Buy in
Central lowa

HERE'S A REMINDER

(if you need one)

KSO is the only CBS station serving
central lowa. . . one of the nation's
richest markets.

You get this top market in
one package over one station

KSO

MURPHY BROADCASTING COMPANY
5000 WATTS-BASIC CBS
Des Moines 9, lowa

George J. Higgins

Kingsley H. Murphy
GENERAL MANAGER

PRESIDENT

Heodley-Reed Co.
NATIONAL REPRESENTATIVES

That oveiwhelming popularity of KTUL with
advertisers in the Tulsa Market is based on the
concrete results obtained for KTUL advertisers.

14930 k¢

TULSA,OKLANOMA

Inc.,Radio Station Representative

*A recent analysis of program schedules.

JOHN ESAU, Vice-President and General Manager ® Avery-Knodel,
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Hit Tunes for October
On Records)

A GIRL THAT | REMEMBER

-
Tex Beneke—Vic.® ., Victor Lombardo—Maj.* . Tommy Tucker—Col.

Semmy Kaye—Vie, 20-2345 Bob Houston—MGM]1 0074

COME TO THE MARDI GRAS ce

i . Freddy Mantin—Vic. 20-29288
{(’!i;tm Eu::b!a:icoi&.:is.s'lbiﬂ '. Fernando Alvares—Sig. 15145
- Guy Lombardo—Dec. 24156

FORGIVING YOU )

Harry James—Col. 37588 Johnny Johnslqn—-MGM 10076
mmy Kaye—Vic.

HILLS OF COLORADO conen

Guy Lombardo—Dec. 24179 . Robert Scott—Mercury 3069

| WONDER WHO'S KISSING HER NOW oo

—Vic, 20-2315 . Ted Weems-Pery Como—Dec. 25078
E::chc&Te—Co \;;c 37544 . Dinning Sisters—Cap, 433
Four Vagabonds—Apotlo 1055 . Jack M:Lt_an—Com 833? 019
Frank Froeba—Dec. 23602 . Bobby Doyle—Sig. 15057 . D'Artega—Sonora 2
Fov Willing=—Maj. 6013 . Joe Howard—Deluxe 18_36
Marshall Young—Rainbow 10002 . Joseph Littau—Pilotone 51392

. J Cooper—Diamond 2089
Benriy KGL:_,‘-?‘::&:,‘_‘:/?& 95331"01 . BenJYost Singers—Sonora 1084

JUST AN OLD LOVE OF M‘NE (Campbell-Porgie)

i 0043 . Dick’Farney—Maij. 7248 _
'?ghmE:klst:;?s:r\%r;J-Nﬂ " Pe3zy Lez—Cap. 445 . Doris Day Co.137821

LOLITA LOPEZ «

Freddy Mantin—Vic, 20-2288 , Dinning Sisters—Cap. 45

SMOKE! SMOKE! SMOXE! (That Cigarette) anerie

Tex Williams—Cap, 40901 , Phil Horris—Vic, 20-23700
Welk—Dec, 24113 . Dauce Spriggins—Coast 263
Lovmence We Johnny Bond—TCol. 37831

THE STORY OF SORRENTO

Buddy Clark-XaviersCugat—Col. 37507 . Bobby Doyle—Sig, 15079

TE-NN-E-SS-EE

Blue Bamon—MGM 10058 .

(Pemors)

Charlie Spivak—Vie, 20.9422

Wait'll 1 Get My Sunshine in the Moonlight ' j

Jack MeLean—Coast 83391

i Simms—Sonora 3014
Ginny Fov Willing—Maj. 6013

Faur Chicks & Chuck—MGM 10948

Mel-Tones—B & W 85¢

P

BROADCAST MUSIC INC.

NEW YORK 19, N. Y.
HOLLYWOOD

580 FIFTH AVENUE

NEW YORK ] CRICAGO °
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TOWN VS COLLEGE
(Continued from page 25)

many of them have heard the cream of
American commercial programs overseas
on the Armed Forces Network without
commercials. Some of these same stu-
dents have listened to BBC and liked its
non-commercial aspect.  Still another
group listen regularly to the Michigan
State non-commercial station on its own
campus (WKAR) and enjoy what they
hear.

Most students were more voluble about
broadcasting than were the folks at home.
That’s because they have held forth on it
frequently during their freshman year
where broadcasting is a favorite subject
for group discussions.

College students are also still being
directed along an anti-commercial channel
by many college and university staffs.
Whether or not Michigan State is one
such institute of higher leaming, its en-
rollment gives all the indications, with
respect to radio broadcasting at least, of
wanting to do what every group of under-
graduates has always wanted to do—
remake the universe. But since they're
older and wiser what they think is Jikely
to carry more weight - and besides, radio-
wise the rich suburban town of East
Lansing doesn't think too differently from
the college that's just around_its corner.

f coverage, thet reminds

Speaking

mel KING, Seattle, czvers all impor-

tant areas in the Pacific Northwest!

SPONSOR




‘Tabulation of Advertising by Categories

L 5

OCTOBER: MEN’S TOILETRIES

Barbasol Co.,
| Indianapolis

Erwin, Wasey,
New York

Brushless shave cream,
blades

] SPONSOR AGENCY PRODUCT PROGRAMS [ seors

1-hour record shows, MTWTFS,

WNEW (New York), WHOT (Indian-
apolis)

15-min  record shows, MTWTFS,

WEVD (New York)

Bristol-Myers Co.,

Young & Rubicam,

Ingram Shaving Cream,

Tex & Jinx, Wed 9-9:30 pm, NBC,

¢

New York New York Ammen Powder 134 stations
: Tex & Jinx, Sun 8-8:20 pm, WNBT —

(New York)

Party Line, Sun 8:20-8:50 pm, WNBT
(New York)

Doherty, Clifford Vitalis Mr. District Attorney, Wed 9:30-10

. & Shenfield, pm, NBC, 133 stations

New York Break the Bank, Fri 9-9:30 pm, ABC,

e 185 stations
Chesebrough Manufac-| McCann-Erickson, Vaseline Hair Tonic Dr. Christian, Wed 8:30-8:55 pm, | E.t. spots, breaks, sectional

turing Co., New York

New York

CBS, 156 stations

markets

Colgate-Palmolive-
Peet Co., Jersey City

Sherman & Mar-
quette, New York

Colgate Shave, Brushless
Cream
Palmolive Brushless,
Lather Shave Cream

Sports Newsreel of the Air, Fri 10:30-
10:45 pm, NBC, 70 stations
Can You Top This?, Sat 9:30-10 pm,
NBC, 141 stations

Periodic national e.t. spot
campaigns

Consolidated Royal

Arthur Meyerhoff,

Krank's ShaveKreem

Bob Elson on the Century, MTWTF

1-min live courtesy spots,

Chemical Co., Chicago Chicago 6:15-6:30 pm, WOR (New York);
7-7:15 pm, WHN (New York) 6 stations
. 15-min live, e.t. quiz shows, MTWTF
‘ nights, 4 stations
Eversharp Co., Biow, Eversharp Schick Henry Morgan Show, Wed 10:30-11
New York New York Razors, Blades pm, ABC, 202 stations —_—
Take It or Leave It, Sun 10-10:30 pm,
NBC, 163 stations
F. W. Fitch Co., L. W. Ramsey, Fitch Ideal Hair Tonic, | Fitch Bandwagon, Sun 7:30-8 pm, —_—
: Des Moines Davenport, lowa Brushless Shave Cream NBC, 157 stations
@ ‘42" Products, Ltd., |Brisacher, Van Norden,| Hair oil tonic, King's | Spotlight on Hollywood, MTWTF
Los Angeles Los Angeles Men Toiletries 2:25-2:30 pm pst, ABC, 22 Pacific | Et. spots, breaks, some
stations West Coast markets
- News—Bob Garred, TTS 5:45-5:55
= pm, CBS, Columbia Pacific Network
Gillette Safety Razor Maxon, Inc. Razors, blades Gillette Fights, Fri 10 pm-conclusion,
Co., New York BC, 255 stations
i Gillette Cavalcade of Sports (Madison _—
Square Garden bouts), Fridays as
scheduled, WNBT (New York)
House of Hawick, Flint & Golding, Dab-On Shave Cream | Sports Final, Mon 10:30-10:45 pm, e
New York New York WHN (New York)
! International Safety | Badger & Browning | Speedway Razor Blades Limited national e.t. spot
| 2 Razor Corp., & Hersey, campaign in major markets
| Bloomfield, N. J. New York
- Andrew Jergens Co., Robert Orr, Jergen's Lotion Walter Winchell, Sun 9-9:15 pm, —
Cincinnati New York ABC, 219 stations
Lever Bros. Co. Foote, Cone & Trim Hair Tonic Count of Monte Cristo, Tu 8-8:30 pm,
(Pepsodent div.), Belding, MBS, 50 Don Lee stations —_—
i Cambridge, Mass. New York
Marlin Firearms Co., Craven & Hedrick, Razor blades ) Periodic national e.t. spot
New Haven New York campaigns
Mennen Co., Duane Jones, Shave products Mennen Shave Show, MTWTF 5-min
s Newark New York e.t., 125 stations
Bob Smith Show, MTWTF 7:45.8 am,
WNBC (New York)
i Noxzema Chemical SSC&B, Medicated cream Gabriel Heatter, Fri 9-9:15 pm, MBS,
Co., Baltimore New York 156 stations —_—
Mayor of the Town, Wed 8-8:30 pm,
ABC, 200 stations
R. B. Semler, Inc., Erwin, Wasey, Kreml Hair Tonic Date with Duchin, MWF 4:30-4:45 o
New Canaan, Conn. New York pm, ABC, 186 stations
John T. Stanley Co., Kelly, Nason, Stanley Shave Cream Live participation in Sports Final, fol- | Live breaks in sectional
New York New York lowing Dodger )garrlt(t;s, WHN (New markets
> or
Sterling Drug Co., Dancer-Fitzgerald- Glostora Zeke Manners, MTWTF 7:30-7:45 - — ?
New York Sample, New York am, ABC, 127 stations 3
Sterling Drug Co. (Cen:| Young & Rubicam, Molle Shave Cream, Molle Mystery Theater, Fri 10-10:30 o 5
, teur Co. div.), New York New York Double Danderine pm, NBC, 140 stations
o Wildroot Co., Inc., BBD&O, Cream Oil Hair Tonic | Sam Spade, Sun 8-8:30 pm, CBS, | Live, e.t. spots, 230 sta- .
% ’ ’ -
: Buffalo New York 157 stations tions; 1-min e.t. spots, 7
: l King Cole Trio Time, Sat 5:45-6 pm, | Keystone Broadcasting
NBC, 159 stations System

Live newscasts, sports, record
some major markets

shows, '




AGENCY RESEARCH

Continued from page 22)

scarch unit in their organizations. They
utside for each job, hiring either a

nce researcher or an independent

t. When

¢r wanted to test commercials in giant
markets (a wired music operation) they

hired Matt Chappell for the purpose

1946 sroxsor). When Ayer
desired to check the impact of television
they hired C. E. Hooper, Psychological
Co ttion, and Pulse of New York for
th March 1947 sponsor). The

Ayer Institute in Philadelphia does copy
testing but that’s as far as the agency has
gone toward a continuing research opera-
tion. As a result their know-how on
getting the most out of Hooper, Nielsen,
and any other survey reports to which
they may subscribe is not rated highly in
or outside their organization.

A number of agencies subscribe to all
the sources of program rating data. The
reports are stacked neatly on a radio
staffer’s desk and referred to every once
in a while for information on the rating of
a program. The fact that these reports

| Down

AUDIENCES

WSBT is bringing thousands of
new listeners into its loyal audi-
ence. These newcomers are wel-
comed by friendly promotion in
WSBT
was a good buy at 1000 watts. Now,
at 5000 waltts, it’s unbcatable.

their own communities.

PAUL H RAYMER o

| EXPANDED COVERAGE

Around the lake... |
Across the State ,, |

NATIONAL

beyond the |

SOUTH BEND
NOW 5000 WATTS/

960 KC » CBS

REPRESENTATIVE

are intricate mechanismis which have to
be studied, analyzed, and correlated with
other data just isn’t appreciated by either
the radio men, the account executives, or
the policy executives of most agencies.
Probably less than 10 per cent of the
subscribers to rating services use the
latter efficiently despite the fact that
their possibilities are constantly called to
the attention of their subscribers.

It is true, of course, that the average
agency radio executive hasn’t the time
adequately to digest or analyze rating
reports. The high ranking among spon-
sors (their own and others) of Foote, Cone
and Belding's Chicago radio research
operation isn’t accidental. All rating
data is digested by someone specifically
assigned to this job by FC&B and re-
corded in a black book labeled Radio
Reference Data Book. This book isn’t
placed on the library shelf and forgotten.
Every account man at the agency has a
copy for his own continuing use. Every
client receives the information from the
book that the account executive feels is
important to that client. The only flaw
in FC&B's operation is the one mentioned
previous'y, i.e., that the information is
funneled to clients through the account
men and therefore what reaches the ad-
vertisers depends upon each account

ACCOUNT EXECUTIVES

The Pacific Coast's Greatest
Half-Hour Radio Show
Is Availeble

It's the Joe Hernandez Shew!

Currently under Sponsorship in
Los Angeles by
Marshall & Clamgett
Plymouth & De Soto

1. The Highest Hooper, six
nights weekly, of any
like show in radiol

Q. Biggest mail pullin history
of local radio, 56,000
letters in five weeks!

3. More than 1,000,000
listeners nightly, of which
€8 are families, home-
makers, etc.

Tke entire Pacific Coast, with the

exception cf the Los Angeles market,

is immediately available.

THE JOE HERNANDEZ AGENCY
954 So. La Brea St.
Los Angeles 36, Calif.

SPONSOR




man’s beliet or disbeliet in research. How
this can be controlled, since account
executives are notoriously wary of per-
mitting client contacts other than their
own, is a matter that has to be settled
within each agency. In some cases it
never will be possible for research to have
direct access to the advertising, sales,
marketing, and research executives of the
advertiser— where the agency account
executive can and does restrict client con-
tact to himself.

A sizable problem in client-agency rela-
tions on the subject of radio research is
who should pay what. Not so long ago
Procter & Gamble decided that all charges
for rating services, even those ordered
directly by P&G, should be paid for by
its agencies. This dropped into the lap
of Compton and the other P&G agencies
a fixed fee that had to be deducted from
their eamings from the soap account.

Most agencies with research depart-
ments have arrived at a broad concept of
where the money that pays for research
will come from. If the research is being
used to enable the agency or any one of
its departments to function better as a
unit within the agency the bill is paid for
by them. If, on the other hand. the re-
search effort is being expended 100 per
rent for a specific client and the facts de-
cived therefrom are to be the property of
the client then the latter is usually billed
for the project. In most cases it is clearly
understood in advance approximately
what the research effort will cost and the
amount is included in the advertising
budget.

Although this is the general approach
to who pays what in research this doesn’t
mean that every case is handled on this
urle-of-thumb basis. Frequently a radio
campaign does not attain its objective,
and the agency, in order to hold the
account andjor justify its judgment, will
engage in an extensive survey project
which it not only initiates itself but
which it conducts without giving any
prior information to the account. In
these cases the full bill is absorbed by the
agency.

Agency research plays a big part not
only in getting new business but also in
holding it. McCann-Erickson recently
released a study of the cosmetic business
—a business which had been hit far more
drastically by the postwar readjustment
than other luxury items. Qutwardly the
study was a service to business in general
and the beauty products field specifically.
However the trade-wise, knowing that
McC-E had at least five important manu-
facturers of beauty products “in the

(Please turn to page 60)
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“The Texas Rangers” transcrip-
tions of western tunes are tops in
quality of content. The price is
reasonable — scaled to the size of
the station and market. Available,
too, 4! cost is an attractive song
book for give-away or self-liqui-
dating offer.

Write or Wire for Complete Details

The Texas Rangers

AN ARTHUR B. CHURCH PRODUCTION
Geo. E. Halley, Mgr. Syndicated Features

PICKWICK HOTEL, KANSAS CITY 6, MO.

Represented nationally
by EDWARD PETRY & CO.

{omsonony 7 ) AR _A .
N, C L Sopda! RS
Qs $ b Sowees ,J*
\\\.\.\\\ rommen, Lo

Want to reach farmers? Then you'll

want WMT in Eastern lowa—in the
heart of the greatest farming country
on earth.

Want to reach factory workers? Then
voull want WMT in Eastern lowa—
where half of the richest U. S. state’s

income derives from steady industries.

story, voull find a
listening audience

Whatever vour
prosperous, loyal

in WMTland!
Ask your Katz representative for details.

600 kilocycles 3,000 watts

Day & Night

TELL IT
T0 IOWA’S

WITH WMT!
SELLIT WITH.. ..

. PR i
NI N

e \

Cedrax et -
SR AN 4
LS SR

4. « SEVENER OV
LSS,
SRR,

CEDAR RAPIDS

The Station Built By Loye! Listener-
ship .. . . Now in its 25th Year!

BASIC COLUMBIA NETWORK

Member: Mid-states Group

47



T lhe_ Farms

The voice of KMBC covers a
vast 78-county area, divided
into two almost equal parts
and termed the "Heart of
America”. 51% of the popula-
tion is urban and 49% rural.
Both the industrial capital of
the Midwest and the nation’s
agricultural center are located
within its boundaries. It in-
cludes Greater Kansas City’s
booming factories and dis-
tributing organizations — plus
some 47,000 square miles of
busy and prosperous farm
country.

In its radio coverage of this
area KMBC supplies custom-
built programs for both the
rural and urban halves, thes
providing a complete broad-
cast service.

Make sure your selling effort
in the “"Heart of America”
reaches both those in the cities
and those on the farms. You
need both halves for a whole-
Hearted selling job.

KMBC Mid-afternoon News with

ERLE SMITH
Monday thru Saturday — 3:25 P, M,
WRITE FOR DETAILS

[AVAILABIHTY
|

%‘*é 9 KMBC

of Kansas City

Free & Peters, Inc.

"I

Sinca 1978—Tha Baslc CBS Statioe for Kassas and Misseor)
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BLOCK PROGRAMING
Continued from page 43)

A fundamental factor in horizontal
block programing is the fact that the
listener can find what he wants tolhear

on the same frequency at the sime time
every day.  He knows that he'll Thave
the news on the hour, or on the half hour,
or five minutes before the hour, from
morn to midnight. Since most block-
programed stations featurc music and
news it's possible to adjust schedules to
the needs of their audiences quickly.
During the war when most factories
were working round the clock these sta-
tions geared their music to wartime liv-
ing, not a nine-to-five peacetime regime,
That meant that their daytime music
was not 100 per cent programed forthe
housewife but for men who worked the
four-to-midnight or the midnight-to-
cight shift. Today these block-programed
stations may have “rise and shine,”
“clean the house,” “lunchtime,” ‘““wom-
en’s club time,” ‘“‘teen-age time,” ‘din-
ner,” and “slumber hour” sessions.

Such programing means, of course,
that the station controls its programing
100 per cent and the advertiser buys
advertising with the knowledge that he
can obtain only a limited identification
with any program. This is almost the
exact reverse of network advertising,
where the aim is to link the sponsor and
his program in the minds of the listener.
Programs such as Caralcade of America,
Lux Radio Theater, Bob Hope, Bergen-
McCarthy, and Fibber McGee and Molly
do as much selling for du Pont, Lever
Brothers, Pepsodent, Chase and San-
born, and Johnson Wax as the commer-
cial continuity on each airing. Adver-
tising copy on block-programed stations

| has to carry the complete selling bur-

den. The programs deliver the audience,
the commercials deliver the sales.
Agencies frequently question the mail
pulls of block-programed stations. The
best relevant case history available is
that of WCKY which shifted on April
15, 1946, from a network affiliation to a
completely independent block operation.
Mail increased 70 per cent in the first
year of block operation. By June 1946
the monthly mail count had reached
33,894; for January 1947 the mail count
was 113,809. From june through No-
vember (1946) WCKY secured more than
130,000 new subscriptions for the South-
ern  Farmer, which according to the
editor of the publication, Aubrey Wil-

liams, is * the most wonderful story
in radio.”
WCKY'S Nelson King on his eight-

(Please turn to page 59)

“WORL

* cxcept in New York

FORJOE

METROPOLITAN

MARKET
STATIONS

WKAP
KVET

Allentown

Austin

Boston
Charleston, S. C.
Charleston, W. Va

WFAX
WTIP

WSBC Chicago
**WJBK Detroit
KNUZ 1louston

KWKW
WNEX
WHHM
KARV
WMIN
WBNX
wLow
WDAS
WWSW
KXLW
KONO
KUSN
KEEN
WWDC
WHWL
WTUX

Los Angeles
Macon
Memphis
Mesa-Phoenix
Minn. -St. Paul
New York
Norfolk
Philadelphia
Pittsburgh
St. Louis

San Antonio
San Diego
San Jose
Wash., D. C.
Wilkes-Barre
Wilmington

*s cxcept in Chicago

Forjoe Offices

New York o Chicago ¢ Philadelphia
Pittsburgh « Washington « Baltimore

Los Angeles » San Francisco

SPONSOR




Contests and Offers

§50 cash

Free case of Butte Beer

Merchandise, theater tickets, flowers,
ete

Can Yon Top Thls"
gag book

Revere Bull Point Pen

"Use of the Scriptures in
Evangelism™

40 Laundromates, plus $1,000
cash to hest entry

AMERICAN OIL CO. Gas, oil, Professor Saturday
tires Quiz 10--10:30 pm
BUTTE BREWING CO. Beer Hospitality MWF
{{ouse 9:15-9:30 pm
CLAIR'S ICE CREAM- {ce cream, Hi-teen Saturday
TOM COLLINS JR. soft drinks Club 2-4 pm
COLGATE.-PALMOLIVE- Colgate (an You Saturday Cash prizes and
PEET CO. Toothpastce Top This? 8:30~-9 pm
CONSOLIOATEQ ROYAL ~ Krank's Bob Flson on MTWTF
CHEMICAL CORP. Shave Kreem Century 6:15-6:30 pm
FEOERAL COUNCIL OF {nstitutional QGems for Friday Booklet:
CHURCHES Thought 8:45-8:50 am
GENERAL FO00S CORP. La France Second MTWTF
Bluing Flakes Mrs. Burton 2-2:15 pm
Betty Crocker MTWTF

Magazine of

10:25-10:45 am

Jubilee Baking Recipes

2 SPONSOR monthiy tabulation

Complete in up to 25 words sentence about

Amoco product (different v«cckly Winner

gets $25 plus 325 if he included 5 acceptable
qucstions and answers for use on program

Loeal contestants draw during' show; winning
numbers awarded gifts

If joke scnt to program used, seuder gets
prizes

’ Send hoxtop and 50c to program
| Free on request to progran, ¢/o local station
N

Coniplete sentence: ““1 like ete.” in 25
words, send to sponsor, Battle Creek

Request to sponsor, Minneapohs

Fmt-postmark(‘d correct answers to six true- |
false questions wins case in cach of four areas [ Montana

ABC

“%" Net,

WEBR,
Buffalo

NBe

|

|

i WOR,

I New York

ABC

CBS

Ale

NBC

Bisquick, the Air
GENERAL MILLS Giold Medal - P A —— N _
‘Fl"“'.’- Hymns of All MTWTF Booklet: “Ten Rules for GCetting Requiest to sponsor, Minneapolis
Cheerios Churches 9:25-9:45 am sults”
Light of MTWTF Ball-point pen with built-in key chain | Send 25¢ and Cheerios boxtop to pmduu.
the World 2:45 3 pm Minneapolis
Broadcast
ILLINOIS MEAT CO. Corned Beef | Ethel & Albert TTh Gem wall-type can opener Send 35¢ and label to spousor, Chicago
Hash 1:15-1:30 pm
JOHNS-MANVILLE CORP. Roofing, build- | Bill Heury and MTWTF Booklet: *“ Home Insulation™ Request to sponsor, New York
ing products the News 8:55-9 pmy
- — - -
KERR CHICKERIES Baby chicks News of the MTWTFS Booklet: "Poultry Raiser's Guide™ Request to program
Farm 5:45-6:25 am
White King Complete postwar kitchen; also ABC | Complete sentence I like White King Soap
LOS ANGELES SOAP CO. Granulated Frank MTWTF automatic ironers, dinette sets, electric | because.””  Send with boxtop to contest,
Soap Hemingway 5:45-6 pm pst stoves, silverware, ete. Holly wood
MAIL POUCH TOBACCO Kentucky Fishing & Monday Fine pieces of hard-to-get hunting and | Gift for each unusual stary. tip, or question to
Club tobaceo | Hunting Club 10-10:30 pm hing equipment program
MERCER PIE CO. Mercer's Money Pie MTWTF Cash prizes Listeners phoued at random guess identity of
Pies Hrogram 1:30-1:45 pm three Mystery Tunes
METROPOLITAN LIFE Insurance Erie Sevareid, MTWTF lHealth baoklets Request to program, ¢,/o local station
INSURANCE €O, News 6-6:15 pm
= ————— — = -
MILES LABORATORIES Alka-Seltzer, Quiz Kids Sunday Zenith Portable Radie, or Zenith Con- | Portable for suitable question to Quiz Kids. |
other products 4-4:30 pm sole Radio-Phonegraph Chicago. if used. Console if kids miss question
NATIONAL AIRLINES Transportation Spot, Various Vacation booklet listing Miami hotels Request to sponsor ¢/o station
Campaign offering low vacation rates
Aunt Jemima ! .
QUAKER OATS Ready-Mix and Ladies Be MTWTF Plastic salt, pepper set Send 25¢ and boxtop from either product to
Pancake Seated 2-2:15 pm program
Ready-Mix
. Send label from any Kraft Cheese spread or
RALSTON-PURINA CO. Ry-Krisp, Checkerboard MTWTF Wni. Rogers silver-plated cheese | wrapper from Ry-Krisp, and 25¢ to Ralston,
Ralsten Jamboree 12:15-12:30 pm spreader Wallingford, Conn.
Lighter to sender of subject used; if
RONSON ART METAL Ronson Twenty Saturday studio contestants stumped, grand | Send subject about which 20 questions may be
WORKS lighters Questions 8-8:30 pi prize of silver table lignter, matching asked, 10 program
cigaretie urn, tray
WILLIAMSON CANOY Oh Heury Detective Sunday $100 reward from “True Detective | Notify FBI and magazine of information lead-
Mysteries 4:30-5 pm Mysteries’ Magazine lng to arrest of criminal named on broadeast

ARBC
CHS

|| WOR,

New York

ABC
Pac. Coast

MBS

WDOD,
Chattanooga

CBS

NBC

17
stations

ABC

MBS

MBS

MBs
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No. 20

in a series...

There i< one vardstick of radio eflectiveness
O' I47 the tough-nunded adverti=er looks at hardest

the actual cost of andiences dehivered 1o

r“dio val“es s program. And the fignres show that:

CBS leads all other networks

CBS is the

in delivering actual audiences

at lowest cost to advertisers

The facts on this have just been <nmmarized
J

ina new CBS ctady that covers not any one week

most effective

er month bt the entire period of standard time,

October 1916 — April 1917, And the facts <how
nefwork

that for the entire evening schedule ou all

networks seven nights a week:

in America,

The second-hest network i only 96%
as effective as CBS —and the fourth-hest
'Od“y network is only 66% as effective as CBS

—in delivering actual audiences for each

advertising dollar expended.

[0 see the complete stndy. ..

and to get the ntmost in Radio valnes. ..

SEE CBS...
THE COMPLETE NETWORK
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34.4

FLIX RADIO THEATRE

HIGHES7 HOOPERS

IN YOUNGSTOWN

v
i
3

|

ISALY
ICE CREAM & MILK

19.0

FIAYNE KING'S ORCH.
-

/]
AUTO LiTE

FBI IN PEACE & WARJMAYOR OF THE TOWN! JACK CARSON SHOW

FANNY BRICE SHOW

ANCHOR
HOCKING
GLASS

WILDROOT /AN
PRODUCTS //

{l

/

.b%»

Adventures 21‘8

OF SAM SPADE

cume 24.2

PHOTOGRAPHER

23.0

SUSPENSE

Jord
20.2

DINAH SHORE

29
it
INTERNA/TION/AL SILYER

W

Y
Adventures of Zl‘l
OZZIE AND HARRIET

american 20.7
MELODY HR.

209

HIT PARADE

20.9

CRIME DOCTOR

BOSTON BLACKIE

Rexall

DRUCGS

20.3

DURANTE-MOORE

20.7

DR. CHRISTIAN

204

MEL BLANC SHOW |SAT. NIGHT SERENADE

Of the 30 highest Hooperated shows (and
what Hoopers!) in Youngstown, 27 are heard
over WKBN, 2 are heard over Station B and
1 over Station C. No wonder the Youngstown
audience has formed the habit of tuning to
WKBN for its favorite programs. This is a
listening habit that can serve 10 promote your
products in the greater Youngstown area . . .

one of America’s 235 largest markets.

'Sourre: Youngstown, Ohio, Fall-Winter Report, Oct. "46 thru

Feb. 47, C, E. Hiooper, Inc.

COLUMBIA .BROADCASTING SYSTEM
YOUNGSTOWN, OHIO

’
Represented by

5000 WATTS « 570-K. C. ‘RAYMER




A GREAT
Southern Market

. Population
Combined: 1,000,000
Urban only: 131,000

Johnson City 34,000
Kingsport. . 33,000
Bristol .30,000
Elizabethton 20,000
Greeneville. 8,000
Erwin. . 6,000

157 Industry
Plastics
Textiles
Bookbinding
Hardwood flooring
Hosiery
Rayon
Silkmills
Furniture
Foundries
And many others

t = Agriculture
Tobacco: 100,000,000
pounds sold annually
Beans: World's largest market
Dairy
Poultry
Livestock

= Tourists
Heart of TVA recreation
ares. Gateway to Great
Smoky Mountains

! Wealth

Highest income bracket
group in South

Richest and most thickly
settled rural communities
in South

WJHL is the only full time regional
station serving this area. Thirty-.
two BMB counties with 85,020
BMB radio homes. WIHL is “most
listened to” in ten of its 32 BMB
counties

John E. Pearson Co.,—Reps.

910 Kc WJ H LSOOO W atts

Johnson City, Tenn.

ABC Full Time

56

MR. SPONSOR ASKS
(Continued from page 33)

peat that such a man is really needed
only when the client has enough radio
to warrant it.

Tom REVERE

Vp and Chairman Plans Board

Donahue & Co., New York

An advertising
director’s job is
primarily one of
enunciating policy
and standards to
the advertiser’s
agency. The
agency may be
presumed to have
the necessary
skills in all media
to carry out the advertiser’s objectives.

Consequently, there would seem to be
no need for a radio advertising director
except possibly with those few clients
whose number of programs and expendi-
tures are so large that the agency’s effi-
ciency of operation would be better
served by providing a specialized repre-
sentative of the client.

From the package producer’s point of
view, which necessarily is concerned less
with policy and standards than the crea-
tive execution of programs week in and
week out, a client's radio advertising
director is likely to add confusion to the
operation. If this seems a non sequitur,
consider this analogy. A general decides
strategy, but the G. 1. fights better under
lieutenants and sergeants who are part
of his outfit and understand immediate
and local problems as they arisc. Let
us recognize that few radio advertising
directors will limit themselves exclu-
sively to the policy function. Being
ostensible specialists—the word “radio”
is appended to their titles—they will, |
suspect, have a tendency to participate
also on the program operation level.

Package producers as a group are ex-
tremely sensitive to the human equation
in broadcast operations. [t is an axiom
among us that the fewer “expert” voices,
the fewer chances for losing the creative
and artistic values of a program, whether
it be a cheap mystery or an expensive
theatre of the air series.

SHERMAN H. DRYER
Independent Program Producer

AGAIN NO OTHER HAS

MORE LISTENERS -~

AUGUST 1947

HOOPER INDEX

TOTAL RATED
TIME PERIODS

ASK BRANHAM
FOR FIGURES

AGAIN WCPO RATES
Ist IN LISTENERS

rETWOIR
STATION

RITWORK NETWORK
STATION STAT:ON

8 «c

122 | 15.2

STATION

Aftiliated with the
CINCINNATI POST

SPONSOR

\
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sioned and unsioned

Snonior Pertonnel Changes

NAME

FORMER AFFILIATION

NEW AFFILIATION

Adele Abel
Arthur G. Alter

Wayne BB, Beaudette
Ray Brewster

Charles 8. Bridges
Ralph S. Butler Jr,
Fdward 11. Calhoun
Thomas Emerson
Paul J. Geden

Robert G. llazelton
Richard L. Hoffman

P. M. {lutchins
Raymond 1. Kasser
Charles W. Kaufman
Sydney D. Mahan

Michael McKone
Arthur R, Mertens

Charles A. Mooney

Leslie M. W. Neville
Erlc G. Perry

Karl W, Plasterer
D. M. Purpus

Carl E. Rogers
Wilfred S. Rowe

R. D. Sutherland
Leo A, Terrill

Margaret Tullis
W. Murray Wilshire

Cohama Fabrics div Cohn-Ilall-Marx Co., adv
mgr
Houbigant Sales Corp., New York, art, purchases
di

ir
1laggard & Marcusson, Chlcago, adv mgr
Frederlck Stearns & Co. dlv Sterling Drug Co.,
Detroit
Libby, McNelll & Libby, Chicago, vp In charge
sales, merch, adv
llenry Souvalne, New York, head

Jaques Mfg. Co., Chicago, adv, sales prom dlIr
Eversharp Inc., New York, vp, gen sales mgr
Revlon Products Corp., New York, adv head

Paris & Peart, New York, acct exec

Foote, Cone & Belding, Chicago, research dept
ofc mgr

Natlonal Radlator Co., Johnstown, Pa., adv,
sales prom mgr

Kasser Distillers Products Corp.., Phlladelphia,
vp In charge adv, merch

General Foods Corp., New York, asst mgr re-
search, development '

Crosley div, Avco Manufacturing Corp., sales,
adv head

1. Mlller & Sons, New York, adv mgr

Ilousehold Products dlv S. C. Johnson & Son,
Raclne, Wis., sales prom mgr

Elizabeth Arden Sales Corp., New York, vp, gen

mgr . .
Norm, New York, acct exec
Army

Oklahoma Clty Oklahoman and Times

Western Auto Supply Co., Kansas City, Mo,
asst adv mgr

John F. Jelke Co., Chicago

Joseph Dixon Crucible Co., Jersey City, asst sales
prom mgr

Rogers Majestic Ltd. and De Forest Radio Ltd.,
‘Toronto, Eastern dist mgr

Kellogg Sales Co.. in charge dog food, new prods

White Ilouse, San Franclsco, asst adv mgr

Pre-Mix div, Pillsbury MIlls, Minneapolis, gen
sales, adv mgr

Sapphire llosiery Corp., New York, adv, publ dir
Apex Specialties Co., New York, sales prom. adv mgr

Queen Anne Candy Co., llammond. Ind., adv mgr
Lorralne Compounds Inc., New York, pres

Same, dir

Maxwell llonse Coffee div General Foods Corp., New York
sales, adv asst

American-Marietta Co., Chicago, adv dir

Same, vp. asst to pres

Cohama Fabrics women's wear dlv Cohn-llall-Marx Co.,
adv mgr

Rubsam & Ilorrmann Brewing Co..

Admiral Corp., Chicago, asst adv dir

vew York, adv mgr

Jones & Iirown, Pittsburgh, same

Same, bd of dirs

Same, research, development dir

Same, expanded adv, sales prom, publ rel dept head

Davlson-1axon Co., Atlanta, adv mgr
Same, sales mgr

Lentheric Inc., New York, vp.dir

Wilt Inc., New York. vp in charge sales, adv. prod

American Aerated Water Co., St. John's, Newfoundland,
adv, sales mgr

Walkers Inc., Dayton, Ohlo, adv mgr

Same, adv mgr

Fred W. Amend Co.. Chicago. adv mgr
Neptune of New Rochelle, New York, adv mgr

Same, radio, appliance div, asst gen sales mgr
Campbell-Mithun, MInnecapolis, Chicago. acct exec

Same, adv mgr
Same, div vp in charge sales. adv

ﬂcfawtéu'ng ﬂqwc«; Perdonnel e/tang&t

NAME

FORMER AFFILIATION

NEW AFFILIATION

Carlton Adalr

Fred D. Adams
Charles Alsup
Marie Andre

Ralph B. Austrlan
Dorothy J. Ayres
Sheldon F. Berlow
LeRoy V. Bertin
Victor G. Bloede 111
Thurston Bradshaw
Gordon C. Braine
Itoward C. Calne
Fred Chapman

L. M. Clayberger
David A. Collins
John W, Corbett Jr.
Barton A. Cummings
Nancy Dabney
Dorothy Day
Charles Gibson
Wilmer E. Goodroad
MIlcchel Grayson
John L. Gwynn
Clemens F. Hathaway

{ienry H, Haupt
David Hillman

OCTOBER 1947

Adair & Assocs., Los Angeles, head

CKRC, Winnipeg, CFAC. Calgary
Packard-RBell Co., Los Angeles, adv mgr
M. Andre. Los Angeles, owner

RKO Televlsion, New York, pres

Olian, St. Louis

Army

Ilarold €. Meyers & Co.

New York World-Telegram

Lever Bros., Market Research Div, Cambridge
Imperlal Radlo Productions, Toronto, prog mgr
Monterey Peninsula Assn.

Aetna, New York

U. S. Dept of Interior

Masxon. New York

R. Ii. Macy & Co., New York, copy dept
WJIW, Cleveland, women’s commenta tor

Free lance producer-writer, New York

Erwin, Wasey, Chicago, traffic mgr

J. Walter Thompson, New York, exec dir con-
sumer panel

BBD&O, Chicago, vp, dir

Hillman-Shane, Los Angeles, owner

George Wassells, Los Angeles (absorbed Adair & Assocs)
acct exec

Cockfield. Brown, Winnipeg, acct exec

Buchanan, Los Angeles. acct exec

Ernest N. George. Los Angeles (companies merged). vp

Foote, Cone and Belding, New York, vp in charge TV

Same, timebuyer

A. W. Lewin, New York, acct exec

Viking Advertising Inc. (new), New York, partner

French & Preston, Washington, acct exec

Seidel, New York, acct exec

N. W. Ayer, New York. radio research dir

E. W. Reynolds. Toronto, radio dir

Ad Fried, Oakland. Calif., acct esec

L. C. Cole, San Francisco. acct exec

Kurk & Brown, New York, acct exec

Kight, Columbus, O., acct exec

Compton, New York, acct exec

Hirshon-Garfield, New York, acct exec

Bon Marche, Spokane, radio dir

Sheldon Ritter, New York, acct exec

National Advertlsers Inc. (new), Eau Claire, Wis., partner

Kenyon & Eckhardt, New York, Superman dir-producer

Same, media dir

Geyer, Newell & Ganger, New York, acct exec

Same, In charge office
Mayers. Los Angeles (absorbed

Hillman-Shane), exec
capacity




NAME FORMER AFFILIATION NEW AFFILIATION

James W Hall 1huff & Henderson, Dallas, partner James W, 1Hufl, Advertising (new), Dallas, owner
tiarry M Ircland J. Walter Thompson, New York, acct exec Compton, New York, vp In charge drug prods
Ruth Johnson Raymond K. Morgan, Ioliy wood, timebnyer Wentern, Los Angeles, timehuyer
L P helly Russell ‘1. Kelly, Hamilton, Ont.. radio dir
Arthur J. Kemp MceCann-Erickson, New York Same, vp, group head, Columbla Records acct
1.d LaCerave Jr, Des Molnes Reginter and ‘I'rlibune, ady stalf R. 11. Cary, Des Moines, acct exec
Paul Langford Rogers & Smbth, Los Angeles, radlo dir frwnin-Mcliugh, Hollywood, acct exec, producer
William §. Lewlis Jr, Kantor, tuarrcell, Chesley & Cliflord, Now York, Compton., New York, aect exee
1low.ard Linkoll Mosy & Arnold. Now York, vp in charge acct development
Eyelyn Lyan Waleer L. Rubens, Chleago. fashlon acce eave W BB, Doner, Chicaga. radlo dir, aect exee
W Hliam Mogle ABCG. New York, sceipt wrlter Rockmore, New York, radio dir
Margaret flart Nelson ()II-.m. St Louls, timebuyer Same, radlo dir
Thoimas W, Norsworehy McCarey, Dallas, acct exec
Tonmmy Reynolds I\Aﬂ(' San Antonlo, chfef announcer Collins-Cusick-Schiverke & Wifd, fan Antonlo, radlo dir
John W. Richmond W, R, & J. Advertising (now), Buffajo, partner
Joe Rines .\hrrlnun & Marquette, Hollywoced, Judy Canova Same, radlo dir
Show dir
Jerome Robins Alrcraft Machlnery Corp., Burbank, Callf., pres Booker-Coopear, Los Angeles, acct exec
Duvid Rudledge Peanmont & 1foliman, Omaha Ratcdif ¢, Dallas, ucct exec
Barbara L. Smich Gahagan, Toarnbuil, New York, timebuyer Young & Rubicam, New York, new business dept
Robert B, Seern ltarry J. Lazarus, Chicago Scheam, Chicago, acct cxec
Ny vl Stone Greenheld-Burstin, New York, copy dir Alfred-George, New York, media dir
Vincent J. Sweeney Navy Hunter Scott, Fresno, acct exec
Paul ferry Wade, Chicago Morgan, Adv. (new branch), Los Angeles, acct exee
. L. Thorp Natlonaf Advertisers Inc. (new), Eau Cfalre, Wis., partner
W. B Tischendorf Curtlss-Wright Corp., L.oulsvilfe, pubt rel dir Zimmer-McClaskey-Kintner, Louisville, acct exec
Gerry ‘Fodd Rex. Detrolt, radlo continuity head
Gordon G, Vanderwarker Benton & Bowles, New York, P& G group media coordinator
Rosemary Wakeficld Swaney, Drake & Bement, Chicago, timebuyer
George J. Walsh John A. Finneran, New York, acct ¢xec Gunn-Mears, New York, acct exec
Robert Weenolsen Young & Rubicam, New York Shierman & Marquette, New York, radlo supervisor
John F. White - W. R. & J. Advertising (new), Buffalo, partner
NSandy Woolf — A, James Rouse, Los Angeles, acet exec
E Hownrd 'I'. Worden fndependent plcture producer Geyer, Newell and Ganger, \eu York, Keivinator acct exec

szam(m /)monnel C)/uuu;ed (Continued from page 10)

NAME FORMER AFFILIATION NEW AFFILIATION
g Beverly 1Hls Ford Co., Beverly lills, Calif. . ... Ford dealer Irwin-Mcfiugh, Los Angeles
s Bluhill Foods Inc., Sunta Ana, Cuilf, . Food products Glasser-Galley, Los Angeles
L] Border Queen Foods, Los Angeles Liquld starch . Jim Ward, ollywood
Boston Consolldated Gas Co., Boston . Public utitlty . Cabot. Boston
Brusol, Larc hmont, N, Y.. ] .Skin fotdon ~ )eutsch & Shea, New York
y Buno Co., Philadeiphia Shampoo, hair me dlcn(ions Abner J. Gelula, Philadelphla
Ilurrough Bros. Mfg. Co., Baltlmore harmaceuticals .. Roman, Baltimore
Callfornka Air College, lollywood . sim = .School. . ... Irwin-McHugh, Los Angeles
Caltone Corp., Anahelm, Cali. -, Citrus juices .. Jim Ward, llollywood
| Campbell Sonp Co., Pbiladelphia . Soups. .. . Robert Otto, New York. for export{adv
" Case's Pork Roll, “frenton. N. J. . Food producr . Abner J. Gelula, Philadefphia
Al Robert Gharles 1lat Co., I’hll.\dclphln Quality Club lats. Abner J. Gelula, Philadelphia
s Caoca-Cola Bortling Co, ul Chicaga Coca-Cola ... Chrlstiansen, Chicago
3 Cochrun & Celll, Oakland . Chevrolet dealer = . ....Ad Fried, Oakland
;i Consolidated Grocers Corp., Western (.rocvr du.
Marshalltown, lowa .. .. Jack Spratt products, Chocolate Cream
Coffee, Brown Beauty Beans. . .. . L. W. Ramsey, Davenport, lowa
Cosmo Electronles Corp.. New York . . e . Repair-ft-yourself radio. .. ... ... . Joles Lippit, New Yor
Creamette Co. of Canada Led., Whaaipeg. ... ... ... l’rupured foods . e . . Stewart-Lovick and Macpherson, Winnlpeg
br. Pe ppu Bottling Co., Los Angeles s ) .. Soft drink. . el . ....Buchanan, Los Angeles
Ronald K. Duke Co.. Los Angeles . Novelty mfr . . ... Atherton, llollywood
i Dumant .\.llcs \bwcl-l!cs. Francis 11, Leggett & Lo.
¥ div, New York. . : Premlcr Foods . . . . = . . Brisacher, Van Norden. New York
i Eagle-Lion Films, New York . Motion plctures . . .. Monroe Greenthal, New York __
: Egan & lkansman, Long Iskand City. N. Y. . Rabint o v, i .. Will Burpess. New York
y I lis Importing Co., Philudelphla . Tastbest coffee . . .. J. M. Korn. Philadelphla
£ W. Fltch Co.. Des Maines 4 t | lair preparations . - L . 1L 11, Hayhurst, Toronto
l’orcsl Air I'ruducln. Nutley, N, J.. . . . . Deodorizer. N . 15k llayden T'wiss, New York
General Bandages Inc., Chlcago . .. . Gauztex self- .nlhcrlng p,.:uw . Earle Ludgin. Chlcago
Guarantee Furniture Co., Oakland . Furnhure. .. . . Ad Fried. Qakland
Jumes flanley Co., New York . Beer. ... .. . .. Hixson-O’Donnell, New York
Ilistory Book Club, New York . Books . . .. i 4 CONGWLAyer, New York
flom-Art Foods Inc., Chicago . . . Baking mizes .Gordon Best, Chicago
flouston Flight Scervice, Los Angeles s Packaged instruction. . s .John F'. Whitehead. Los Angeles
FHowurd Knitwear Co.. New York. . . Knitted appuarel. . ... : . Posner-Zabin. New York
Judy Ann Blouse Co.. New York ., .. Blouses. .. .. .. o . PPosner-Zabin, New York
Kalkiher Conl Co. Inc., Pawtucket, R. 1. Coal. . ... - e .Advertisers’ Service, PPaw tucket
Kern Food Prodncts, Los Angeles. . . z Foad prudu(‘!\ . Lockwood-Shackelford. Los Angefes
Knox Crutchlicld, Lynwood, Va, Old Virginia W Jlerground Curn \lcal ...Courtland D. Ferguson, Yashington, D. C.
Kosher Food Products Co., New York . . . . Fuad products. ... Adair & Director, New York
Lane Clothes Inc., New York . .. Men’'s cfothes. .. .. ... L. . . ... Nauson, Gerber & Shaw, New York”
Las Vegas Chamber of Comimerce, Las Vegas, .\c\. ‘Fravel . = . . ... West-Marquls, Los Angeles
Labello Spring Wiater & Sada Co., Providence, R. 1., . Soft drinks, water : ... de Sauve-PIne, Providence
Edward I3, Marks Muslc ('orp New York . . Music publishers . : 5 .. Posner-Zabin, New York
Matey Co., New York. Soft drink . ... Badger & Browning & Hersey, New York
-d Brick Products Co.. Los Angeles .. . firick products. . . Klicten & ‘I'homas, L.os Angeles
Products Co., v\"lll(‘hl‘\ll‘r Mass, a Glasheen window cleaner . Ostrofl & sipel, Boston
1 ul Chiropractle Assn., Webster City, lowa Public relations ... W. W, MacGruder. Denver
p Marine Concentrates Ltd., Foronto. Mediclnes . Russcell . Kelley, ‘T'oronto
s & Coo, New York 1 Retail pharmacist c.lmp.llgn 4 Young & Rubicam, New York
iente Foun ion llospital, Oakland Hospitals. .. g .o Honig-Coopar, San Francisco
Owsley Music Co.. Los Angeles. . i Mauskc publishers . Bass-Luckofl, Holywood
s Proprictarles bnc., Buflalo, N, Y. 3 Golden Medical I)l;cour) .worlu- Pre-
scription. .. ML 1L flaybhurst. Toronta
Ru:lln Furniture Co., Los Angeles . Custom-buiit Iurnllure S .. Hunter, Los Angeles
5 & W Fine Foods 1nc., San Francisco . Canned foods . . . Foote, Cone & Belding, San Francisco
fert Hosiery Mills Inc o New York Hoslery . . . .. J. Walter Fhompson, New York
Jus( ph Se hlies Brewing Co., Milwankee Schiiez Iu-tr - Young & Rubicom, New York
Slron’s Jewelers, Los \nmlw Jewelry . Bass-Luchoft, Hollywood
{ Silverwood \\vsu-rn Dairkes Lid,, Winnlpeg Dairy products Stewart-Lovick and Macpherson, Winnipeg
3 Standard Brewing Co., Seranton, 7. Tru-Age Beer Hirson-O'Donnell, News York
State of Rhode Istand. Civll Servlee Div - Bo Bernstein, Providence
Superior Appllance Co., 'ronvidence, R, 1. Houschold applisnces Ben Riplian, Providence
Superior Coal Cao., Providence, 1. 3 Ben haplan, Providence
Sy v Shoes, New York Shoes . Julius J. Rowen., New York
Ferry Slroes, New York s shoes. . Jalius J. Rowen. New York
Transcontinental & Western Air Ine,, hansas City,
\Iﬂ Air travel .. . BBDKO. News York
LoS. PPaper & llandware Co.. L.os Angpeles Mirs, distribntors . frain-NMcllugh, Los Angeles
\ al ey \I arhet Fown, Van N Calil. Shopplng ¢center Jim Ward. lioilywood
.lluh rhie Schoal of Photography., Los Angeles School . Iewln-Mellugh, Los Angeles
sl Chemical Co., St Lauis War-rite Hoor wix Olkan, St. Louts
1 f ate Fruit Commission, Sexttle Institutional Pacific Nadlonal, NSeattle
Wetha-Ware » New York Women's inwear Viking, New York

Zentth-Godley Ca,, New York Boned chichen, turhey George P Buente, New Yorh




in downstate
ILLINOIS

it's—

MT. VERNON, ILLINOIS

(one low AM-GM rale

WMIX-AM 1,000 watts
WMIX-FM 15,700 watts

represented by
JOHN E. PEARSON COMPANY
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BLOCK PROGRAMING
Continued from page 48)

p.m.-to-midnight Jamboree ofiered a pic.
ture cf himself recently and received more
than 76,000 requests from 39 states and
Canada. The best indication of what
block programing has done to the Cin-
cinnati market is the fact that WKRC
went on a partial block basis on Septem-
ber 29 and WCPO takes the plunge in
this direction on October 13.

Practically all FM stations are being
programed on a block basis, while
most television stations have un-
covered sports as their only block-
program material.

While music and news are generally
tops there are times when it’s wise to
forget the news side of the formula.
That’s when other stations in the area
have developed the news habit of listen-
ing for themselves. Then block program-
ers come up with other devices such as
WARL’s schedule in Arlington, Virginia.
This independent outlet, which is fourth
in the a.n. among 13 stations in the
Washington, D. C., market and fifth in
the afternoon (it’s daytime only), has a
telephone quiz three minutes every hour.
It also plays hillbilly music very heavy.
Evidence of how this combination of
music and phone quiz works is shown
not only in its rating but in the fact that
between September 3 and 24 it pulled
2,917 orders at $2.50 plus postage for
Protem, a reducing product.

Block scheduling is an indication of
local station programing coming of age.
In a clear-cut manner it’s a variation of
what FCC chairman Charles R. Denny
asked for at the NAB convention—the
equivalent of press buttons on a radio
receiver reading ‘“dance music,” ‘‘fea-
tures,” “news,” “classical music.” Actu-
ally block programing is the equivalent
of many more buttons than four. Even to-
day it also represents ‘‘drama,” “‘audience
participation,” ““folk music,”” and ‘“quiz,”
with any number of new forms of block
programing about to be tested.

And the listeners which an advertiser
will buy will, like the circulation of any
other medium, be a matter of record.
It won’t make timebuying any easier
but it will make it a science, not crystal
gazing.

Nor ‘does it indicate the end of star-
studded network programs.  There’ll
always be an audience for first-run mo-
tion pictures, for the legitimate theater
on Broadway, and for all forms of live
sporting encounters. Block programing
doesn’t replace anything. It adds a new
assurance for those who want to buy
circulation, not build it.

FENYS

FOR THE FOURTH
STRAIGHT YEAR!

KMLB

® MmoNRoE
LOUISIANA

Has more listeners
in Monroe and North-
eastern Louisiana than

ALL OTHER STATIONS
COMBINED!

- 1947 CONLAN SURVEY
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Basic Cola 3,724 2,647 8.436

tistening Homes 39 723 033 1977
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$103,629,000
ing power!

for the fourth straight year, authentl-
cated listening surveys conclusiveiy
prove that KMLB has more listeners in
Monroe and Northeostern Lovisiana
THAN ALL OTHER STATIONS COMBINED!
In fact, KMLB is the ONLY radio facility
clearly heard in this rich area!

REPRESENTED BY

TAYLOR-HOWE-SNOWDEN

,f\) (/L)dz//b Lgd/%’. INC.

2.8% 3.5%
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buy-

©)

: ‘é/
e
AFFILIATED WITH

AMERICAN BROADCASTING CO.
J. C. LINER, Jr., Gen. Mgr.
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“San Diego’s Community Station”

BONUS RATES
FOR A

FULL YEAR

Our power will be in-
creased to 5000 watts --
day and night, Jan. Ist.
All orders received by
Dec. 31st 1947 will be
accepted for one year at
our present rates.

THE BEST RADIO BUY IN
SOUTHERN CALIFORNIA

SAN DIEGO HOTEL SAN DIEGO, CALIF.

National representative W. S. GRANT

JOHN
BLAIR

£ COMPANY

BEPRISENTING LEADING RADIO STATIONS
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PIONEERING SINCE

1342

Un established claim
on the

Hansas City Maiket

for availabilities write
O. R. Wright, Sales Manager
Porter Bldg., Kansas City, Mo.

E. L. DILLARD, GENERAL MANAGER

AGENCY RESEARCH
Continued from page 47)

house”—Daggett & Ramsdell, Lehn and
Fink, Pharma-Craft (Ting), Revlon, and
Chesebrough-—appreciated that the re-
search study was made as guidance for the
agency and these five manufacturers in
handling future advertising. The same is
true of this agency’s study of insurance
which was made at approximately the
time its account, John Hancock, had de-
cided to buy the Boston Symphony
through BBD&O against the recommen-
dations of McC-E executives (SPONSOR
September).

A number of small agencies feel, as does
Stanley Keyes, Jr., of St. Georges and
Keyes, that agencies shouldn’t have full
time research staffs or departments.
There is, according to Mr. Keyes, a
tendency to keep the research staff busy
whether or not there’s a real reason for it,
since they're on the payroll. Keyes, who
was at one time with the research depart-
ment of Erwin, Wasey, contends that it’s
wiser to farm out research projects to
qualified research organizations, the
agency retaining the right to approve the
means and methods of each project.

As a matter of record, there are very

| few agencies or clients who do not farm

out a sizable portion of their researching.

More and more agencies are working
with colleges having research courses.
BBD&O, for instance, works closely with
Syracuse University's Dr. Harry Hepner,
who heads up what is known as the
Onondaga Panel. They call upon the
panel of 1,000 families for special project
studies but no continuing qualitative
studies are being made. Thereare “listen-
ing groups” like theO.P.alloverthe U.S.

One thing is certain, research in some
form or other isemployed by every agency
in the U. S. which has a single account
with a billing of over $500,000. It is also
true that agency research has won oon-
siderable respect from independent re-
searchers and those engaged in “‘pure
research” (i.e., research initiated for the
purpose of establishing some economic or
sociological truths without regard to the
relationship of the end product to sales).
Research units at agencies today have
two immediate major objectives—first, to
sell their own organizations on the
efficacy of research, and, second, to re-
move the onus of existing solely to justify
what the agency is doing.

After these two objectives are achieved
there is research's entire job to do. In
radio this includes removing, as far as is
humanly possible. guesswork in broadcast
programing and broadcast advertising.

SPONSOR
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Television will be commercially com-
petitive with other advertising media
within 17 months. That conclusion must
be reached on the basis of David Sarnoff’s
speech before the NBC Convention in
Atlantic City (September 13) and later
addresses by Frank Mullen, NBC vp.
Sarnoff stressed the fast-growing size of
the medium and warned broadcasters not
to join the talking machine companies
and silent motion picture producers in
the business discard.

His figures of 150,000 to 175,000 tele-
vision receivers in use by the end of
1947 mean a potential audience by that
time of over 1,000,000. His figure of
750,000 sets by the end of 1948 should
mean an available audience of 5,000,000
by that time. This potential makes TV
an advertising medium now and one of
the biggest by the end of next year.

His talk, being addressed to station
men and not advertiscrs, did not touch
upon the cost of producing commercial
television programs, but he did stress to
station men that local station operation
need not be expensive and that there
were hundreds of local television pro-
grams waiting to be scanned by inde-
pendent station operators without fan-
tastic costs.

Practical Frank Mullen brought into
the light the fact that NBC was prepar-
ing to syndicate television programs on
film and stated that they would be, in
part, photographed direct from the face
of the kinescope (the receiving tube).
Both the press and station men present
to hear Mullen's talk saw demonstrations
of the off-the-kinescope recording and
had it explained by Nick Kersta, NBC’s
television manager While protlems of
unions have not yet been settled they

can be and no doubt will be licked
shortly and thus enable a spansor to
create a show in New York or Hollywood
and ship it to stations all over the coun-
try for re-telecast. Already NBC is ship-
ping film (not photographed from the
face of the tube but regular NBC feature
and newsrcel film) to a limited number
of stations and the syndicated formula is
rapidly being developed. Through syn-
dication, network coverage is being ap-
proximated, with the -idea that when
coaxial cable and relay stations are in
operation the shift from film networking
to live networking can be accomplished
with a minimum of trouble and disloca-
tion of station operations.

Coverage is still a vital “if” in com-
mercial television. Here it was FCC
chairman, Charles Denny, who brought
a touch of new thinking to the field.
Denny in his talk before the NAB Con-
vention itself (September 17) projected
a brand-new idea, a TV operation that
would require only a transmitter and an
antenna and would be served by radio
relay from a central studio. In other
words he indicated for the first time that
the FCC might liberalize its policy on
stations originating a mininium number
of programs and that the idea of satellite
stations was no longer abhorrent to the
Commission. He called upon broad-
casters to let the FCC know what they
thought about the idea. Through this
formula it would be possible, Denny
pointed out, for a broadcaster to get into
television without mortgaging his busi-
ness, to develop television with his AM
(standard broadcasting) earnings. One
of the needs for this is the tremend-
ously increased cost of getting into TV
under present conditions.

To the sponsor this means that it’s
possible that national TV coverage is
not a thing of the far-away future.
Denny underlined what Mullen had
hinted at, that shortly it would not re-
quire millions to be a telecaster. The
result was that about 15 broadcasters a
day talked to NBC and about 30 to
FCC men about entering the field.

When WW]J-TV telecast the Silver
Cup Regatta under the sponsorship of
the Detroit Edison Company it used
landmarks of Detroit for its commercial
story. A camera was located on the top
of the 15-story Whittier Hotel at the
river's edge and when it came time for a
commercial the camera focused on dif-
ferent plants of the Detroit Edison and
told the story of what the plants meant
to the Motor City . . . the cost just the
writing of the continuity by the Camp-
bell-Ewald advertising agency. * * * At
WFIL-TV’s opening last month (Sep-
tember) it had 10 sponsors. They were
Judson C. Burns, Marcus Printing Com-
pany, U. S. Rubber, Bartel’s, the Drake
and Brighton Hotels, Del-Mont Motors,
Dewees, Mort Farr, and Ballantine’s
Beer . . . and WFIL stated that many
more were ready to be signed when pro-
grams were ready. Jerry Fairbanks, first
Hollywood: film organization to produce
films especially for TV, announced dur-
ing September his interim (small num-
ber of viewers available) price schedule
for the first television motion picture
mystery series, Public Prosecutor. Rights
for New York will cost $1,500, for Chi-
cago and Los Angeles the fee is $750 each,
and for Philadelphia and Detroit the fee
is $500 each. Washington will cost $400,
St. Louis $400, and Schenectady $300.
Rights include two repeat showings of the
film in the same market. There are dis-
counts for a sponsor buying a multiple
market * * * First test of WBKB’s sell-
ing power brought in direct sales of an
item retailing at $2.19 from one out of
every 38 set owners viewing the telecast.
The figures were computed by Morton
K. Tuller, market researcher for the
station, on the basis of the average num-
ber of viewers on Tuesdays at 8:30 p.m.
when the program was presented. * * *
Pabst’s presentation of the professionaj
football games over WNBT in New York
is said to have produced the greatest
sale of Pabst Blue Ribbon Beer in the
history of the distribution of that prod-
uct in metropolitan New York.

Officially, as of September 17 there
were 978 FM stations authorized by the
FCC, of which 278 were operating. The
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Commission is just as pro-FM as it was
a year ago when the chairman reported
that there were only 66 stations trans-
mitting. It is still their feeling that FM
must eventually replace AM as the stand-
ard broadcast service. * * * The DPetrillo
(AFM) situation is still no better on FM
as SPONSOR goes to press. Live music
over the Continental Network, the FM
web that operates for the most part with-
out network lines, has been stopped for
the time being but there is some expecta-

tion that the music problem involved
will be overcome. Back of the ban is
Petrillo’s feeling that the stations ser-
viced must have live orchestras. DPetrillo
is committed to a future of music in
radio in which no station that doesn’t
employ musicians will have network ser-
vice.

In the case of FM and TV he believes
that there is no legal precedent, that he is,
as far as these two arts go, back in the
pre-radio and pre-sound picture days.
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SPEAKNS

The New Code

Broadcasting has a new code, after
several years of operating on a quasi-code
basis. For the sponsor of a network pro-
gram the changes from the present rules
which govern the actions of network con-
tinuity acceptance departments are neg-
ligible. To the national spot advertiser
and participating-program user the code
presents a challenge, since copy will have
to be tighter and no doubt in some cases
costs will rise since stations will be re-
stricted in the number of commercials
they may carry in any 15-minute petiod.
Threc minutes in any 15, which is the
new code maximum, can’t possibly be
stretched to carry more than three ad-
vertisers effectivety.

Cowcatchers, hitchikes, and opening
billboards are not prohibited by the code,
they just have to be better handled and
must be part of a program, not an ap-
pendage framed by a few musical notes.

Practically any product is acceptable
if its handling is in good taste.

With respect to the question of time
allotted for comumercials on musical clocks,
there is every indication that because of
the rapid turnover of audience between
six and cight a.m. the three-minute re-
striction will be relaxed for that time.
The NAB Board of Directors at their
November meeting will consider all the
objections of independent station opera-
tors and adjust the rules of the code as
passed at the convention where they
think it is in the interest of the industry
and the public to do so.

As Justin Miller pointed out, it is the
intention of the industry that the code be
a living thing a live yardstick by which
the industry may judge its performance.

Generally the NAB Code is not as
tough as network rules and regulations.
It's good in a very broad way. How the
broadcasting stations of the nation use it
will be what counts. The FCC stated at
the convention, through its chairman,
Charles Denny, that the burden con-
tinues to be on the licensee himself and
he cannot pass that burden to the NAB
or any other organization. He also said,
however, that a station’s not living up
to the industry’s minimum code would
be taken into consideration in determin-
ing operation “in the public interest.”

The long trip up the road to a better
airway has been begun. That’s good for

the public, the advertiser, and the indus-
try, too.

Radio Must Be Sold

Sponsors are still without a central
source to which they can turn when they
desire facts and figures about the use of
broadcast advertising. It was hoped that
something to promote the use of broad-
cast advertising would be formulated at
the recent National Association of Broad-
casters Convention.  Nothing of that
kind happened. When the subcommittee
on the subject made its report the latter
was accepted and the committee dis-
missed with a new one to be appointed
to implement the report. The report was
inadequate. It suggested, for the pro-
motion of the medium, a 40-minute
motion picture filmed to reach industry
at its highest level. The picture idea is
good but broadcasting needs something
besides a film to sell it. It needs a well-
integrated campaign.

“Broadcast advertising pays.” It may
be recalled that SPONSOR ran the first of
a series of full page ads on that subject
in its March issue. The remainder of the
ad series was postponed because SPONSOR
decided that the job of devising an over-
all campaign to sell radio should fall to
the NAB. We will continue to campaign
for consistent industry promotion—by
the NAB, by the networks, by stations,
in fact by all who work in and live by
broadcast advertising ., and until
such a campaign is bom we will do every-
thing in our power to spread the good
words—‘‘Broadcast advertising pays.”
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An Association for Spot Broadcasting?

The health of the radio industry depends upon the solid
financiat condition of its stations. This in turn depends upon
the spot business, local and national, that each station does.
That's because the greatest part of a station’s income comes
not from its network commercials but from its own com-
mercials. There can be no truly healthy broadcasting with-

out a vigorous spot business.

For years the industry has tatked about the good that
would come from an association of station representatives,
the men who contribute so much to the business of the
nation’s stations. Paut Raymer now has the ball rolling. He
used two pages in a trade publication recently to tell the
industry of spot radio’s importance and why those who sell
it must get together to forma fighting, progressive, trade asso-

ciation.

Almost immediately Edward Petry announced in another
tw e advertiscment that he was 100 per cent for such an
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directions.

association as he and Raymer had talked about previously.
With Petry and Raymer both for such an association there
is better than an even chance that one will come about; and
that spot radio, through a joint effort, will gain in many

Station representatives have come a long way when men

like Raymer and Petry talk of a joint spot promotional group

—augmenting the almost solo spot promotion effort of John
Blair who has devoted page after page of advertising space
for several years to sell not the stations he represents but the
segment of the industry he serves—spot broadcast adver-
tising. From such a joint effort only good can come—in
stature for the field itself, in increased use of the medium, in

better understanding of spot advertising, in increased respect

for spot advertising from both the stations who carry it and
the advertiscrs who use it.

SPONSOR
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the first 18 Years mm WW

Radio 1s barely past its twenty-fifth
birthday. Relatively few can laim 18
years” experience in the broadcasting
industry . . . and darned few can boast
of 18 years with the same  station.

But that’s the history of Eldon A.
Park, whose only full-time employer
during his 38 years has been WLW.

He's in a rut, you say? Then con-
sider: In his 18 years with The Nation's
Station, Eldon has come up from part-
time othce boy to Vice-President in
Charge of Programs . . . with adminis-
trative responsibility for the million
dotlars a year WLW spends on pro-
gramming.

As everyone who knows him will
testify. there’s no sccret behind the
success of this "Horatio Alger of Cros-
ley Square” other than conscientious
hard work and vigorous enthusiasm
for the job.

Onc tenet Park hives by, however,
has served him well . . . “encourage
new talent— never give newcomers the
brushotf.” Because as he looks back
over the long roster of radio stars who
began their careers at WL, he's con-
vinced there’s plenty more where they
came from, .

Under Park’s supervision, and with
the able assistance of Chet Herman and
Milton Wiener, the WL\ Program
Department is a4 smoothly-functioning

LW ...

organization comprised of scores of
writers, producers, directors. musicians,
announcers, and talent of all types. It
15 more than adequately equipped to
turn out anything from a spot an-
nouncement to a full hour of musical-
varicty . . . and do it in the professional
manner which has won the station many
top national awards for program ex-
celtence — has built and retained one
of the largest, most-loyal audiences in
the world
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e To pound more f'dlcs out of/Northern Qhio's \

billion dollar niarket and pound 100 cen\ts CLEVELAND'’S
back into y()ul: dollar . . . choose WJW,
Cleveland's Chief Station.

At WJW we still mainaain your dollar’s worth
in adverusing value. Through better local pro-
gramming, a higher listener acceprance. WJW
gives you the opportunity to create more and

more sales per dollar. s TA T ] O N

BASIC 850 KC
ABC Network CLEVELAND 5000 Watts
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