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Bill Dekker, McCann-Erickson timebuyer, sweats oul a schedule
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Slippers are a symbol of comfort. .. part and parcel of the joys of
“home, sweet home.”

Slippers, in a way, symbolize the manner in which Fort Industry Stations
shape and adjust themselves to fill the needs and desires of the
communities theyv serve!

Important to advertisers, their messages are attentively listened to on
these stations which are a part of the evervday home life of their listeners.
More, Fort Industry Stations are alert to trends and take the initiative in
progressive programming. And it's this progressiveness, plus the fact
that they are an integral part of community life, that makes them extra
valuable to advertisers.

THE FORT INDUSTRY COMPANY

WSPD, Toleda, (b, © WWVA, Wheeling, . Va, ¢« WMMN, Fairmont, W. Va,
WLOK, lLima, (). *+ WAGA, Atlanta, t;a. * WGBS, Miami. Fla. * WJIBK, Detroit, Mich.

National Nales Headguarters: 327 Lesington Ave., Newc York 17, Eldorade 5-2155

“You cun bunk on

Faurt Indussey Mation™
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FOOD BUDGET
SLASHES HIT
RADIO HARDEST

RUSH TO BE
FIRST IN TV
SLOWING DOWN

14,244,000
LISTENING HOMES
ON SUNDAY NIGHT

CONTINENTAL FM
NETWORK ADDS
AM STATIONS

FRANCIS OF
GENERAL FOODS
URGES PUBLIC
SERVICE IN
BUSINESS

.« . SPONSOR REPORTS. .

++SPONSOR RE POR]

July 1948

Curtailment of food advertising hits broadcasting hardest of all ad-
budget slashes. Soaps, which with few exceptions, are not expected

to cut schedules, together with new product business, will carry cur-—
rent percentage of commercial time. Grocery advertising, which in-
cludes soaps, foods, etc., represents 26% of stations' commercial
programs and 14.8%, of their spot advertising.

SR

Whereas up to recently TV stations were racing each other to be
first on air in each city, current practice is to wait until several
outlets are about set and then one station after another starts
telecasting. Several one-station TV towns are finding acceptance
for visual medium much slower than multiple station areas.

—SR-

Sunday night is still top listening period for network radio. First
U.S. Hooperatings show that peak audience is reached between 8:30

and 9 p.m. est Sundays with 14,244,000 families dialing at that

time. Survey made in January-February 1248 indicates 6,353,000 city
(pop over 50,000) homes, 3,677,000 town (pop 2,500-50,000) homes,
and 4,219,000 rural (pop under 2,500) homes listening.

—SR-

Continental Network, which started out to be FM chain exclusively,
will continue to be basically FM but will link number of standard
(AM) broadcasting outlets also. First FM-AM joining was for Re-
publican convention when 12 AM stations joined 27 regular Conti-
nental affiliates. Radio relay used generally for inter-station

linking.

—SR—
Commencement exercises full of June platitudes as usual. Clarence
Francis, General Foods chairman, hit different note when he advo-
cated "Hippocratic oath" for young men about to enter business as

well as for top management. Suggested at Harvard Business School
Alumni meeting that "business and advertising's job is the greatest

Jerry Glynn Jr. replaces Kay Brown in Chicago

SPONSOR regretfully announces the resignation of Kay Brown, manager of

its Chicago office, who has found it necessary to return to the east. It
is pleased to announce the appointment of Jerry Glynn Jr., recently of WLS,
as her successor.
at 360 North Michigan Avenue.

Mr. Glynn will headquarter in new and expanded offices |
The telephone is Financial 1556.

SPONSOR, Vol. 2, No. 9, July 1948. Published monthly by Sponsor Publications Inc. Publication offices: 3800 N. Mervine St., Philadelphia 41, Pa, Advertis:
ial, and Circulation offices, 50 W. 52 St.. New York 19, N.'Y. Acceplance under the act of June 5. 1934 at Philadelphia. Pennsy'vania. aglhon':ed ll)lecember
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BENDIX STARTS
SWING TO DIRECT
TO DEALER
OPERATION

NET TV STATIONS
SWITCHING FROM
NIGHT BASEBALL

DOLCIN BUYS
THREE PROGRAMS
ON DON LEE

"1,100,000 NEW
TV FAMILIES IN
12 MONTHS"-—-
GALLUP

COMMERCIAL FAX
STARTS JULY 15

possible service to the greatest number of people." G-F has empha-
sized, within its own organization, that the survival of democracy
as U.S. knows it depends upon corporate public responsibility.

=SF

Bendix will be first of great radio and appliance manufacturers to
reinstate direct factory-to-dealer merchandising. Move hastened be-
cause Bendix, like many other big appliance firms, finds it neces-
sary to maintain factory-service headquarters for most of its major
appliances. Bendix featured "savings for the public" in presenting
its new direct-operation to dealers at Summer Furniture Market in
Chicago (July 5).

=SSR

Switch of network TV stations away from baseball at night is already
under way. WPIX, Daily News station in New York, has signed to
telecast night games of Giants. WNBT (NBC-TV in New York) will con-
tinue to scan day games but discovered night events destroyed possi-
bilities of presenting regularly scheduled network commercials.

=SR=

Although Dolcin (SPONSOR, May 1948) in past has stuck to spot pro-
graming on individual stations with as much saturation as possible,
it's expanding to the 44 station Don Lee network on September with a
transcribed program '"Gospel Singer" and two co-op programs, ''Passing
Parade" and Fulton Lewis, Jr. Dolcin will try to saturate the
Pacific Coast through Don Lee.

-SR-

George Gallup's Audience Research, reporting TV set demand, esti-
mated June 30 that 5,400,000 families would be in the market for a
receiver priced at $200. At current average set price of $400,
there is a backlog of demand from over 2,000,000 families. Gallup
estimates that a minimum of 1,100,000 families in the 18 areas (page
S0) in which there is TV service will acquire sets within the next
12 months. Gallup's figure for TV sets in operation as of June 15
is 345,000, an increase of 379% over estimate of sets in operation as
of May 1.

G R

Commercial FAX starts on the air July 15. Equipment for transmit-
ting facsimile is attached to a regular FM transmitter without
modification of FM station equipment. Only few stations will be
prepared to take advantage of July 15 start as FAX transmitting
equipment was held up pending standards setting by FCC. FAX

scanners are teing delivered during end of July. Recorders, home

reprcducing units that are attached to regular FM receivers, under
$1€0 each, are scheduled for delivery starting October 1.

SPONSOR




Month after Month . ..

ALL OKLAHOMA CITY STATIONS

IN SHARE OF AUDIENCE

WKY OKLAHOMA CITY

930 KC. — NBC AIFILIATE

OwWNED axp OPERATED BY Tue Okranoys Puprisning Co.:
THE OKLAHOMAN AND TiMEs — THE FARMER-STOCKMAN
KVOR, CoLorapo SprinGs — KLZ, DENVER {(Affil. Mgm1.)
REPRESENTED NaTioNnaLLy BY Tue Kartz AcGENCY, INc.
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See Oklahoma City Hooper Siation Listening
Indexes from November-December, 1947, through
March-April, 1948. During this pertod, WKY
topped all Oklahoma City stations in Share of Au-
dience during EVERY day-part on week-days, Sat-
urdays and Sundays.
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FALL FACTS DIGEST
FALL FORECAST

TV RESULTS
SPONSOR CHECK LIST

STATION BREAK COMMERCIALS
MINUTE COMMERCIALS

THE SPOT PROGRAM

GROWTH OF REGIONAL NETS
REGIONAL NETWORKS OF U. S. (MAP)
THEY'RE BUYING TRANSCRIPTIONS
TRANSCRIPTION AVAILABILITIES
REPRESENTATIVES' FUNCTIONS
REPS SELL—PLUS

MORE PEOPLE ARE LISTENING
SPOT TRENDS

THE PLACE OF CO-OP PROGRAMS
CO-OP PROGRAM AVAILABILITIES
SPOT PROGRAMS AND OFFERS

TV'S COMMERCIAL STORY
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AD-AGENCY TV DEPARTMENTS
TV COSTS

25
27
30
32

34
36
36
38

47
50
60
61
64
66
68
72
74
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76
78
85

TV AVAILABLE PACKAGE PROGRAMS 86

TV STATIONS IN U. S. (MAP)
TV FILM FACILITIES

FM SECTION
SOMETHING HAS BEEN ADDED

WEB PICTURE CHANGING
PROGRAM TRENDS

NETWORK AVAILABLE PROGRAMS
INDEPENDENT PRODUCERS' SHOWS
MR. SPONSOR ASKS

COMPARATIVE MEDIA COSTS
PROGRAM OF THE YEAR

U.S. RADIO HOMES—1948

THE FARM MARKET

RESEARCH: 1948

BIG YEAR FOR NET-BUILT SHOWS
BLOCK PROGRAMING

SPONSOR PUBLICATIONS INC. Exccut
5 A

Vest

gt

90
92

95
95

99
101
102
106
110

113
114
118
121
130
133
183

ive,

w

N

p-

PONSOR PUBLICATIONS INC

t
M

40 West 32nd

WRONG STATION—WRONG AGENCY

Somewhat belatedly 1 have read the
article on: baseball beginning on page 23
of your May 1948 issue.

The article was interesting and informa-
tive. However, there are two things |
noted that 1 am sure will be of interest to
you.

On page 106 in the last paragraph you
mention that Milwaukee Brewers baseball
is being co-sponsored by the Miller Brew-
ing Company and Gimbel Brothers over i
station WMIN. There is no WMIN in
Milwaukee! The station carrying the
Milwaukee Biewer baseball is WEMP.

In reading the article 1 also noticed that
on page 26 you listed the Gettelman
Brewing Company, sponsors of wrestling
on WTM]J-TV, in your column on TV
results.

We were all flattered to note that you |
had credited this organization with being
the agency for the Gettelman Brewing
Company. Unfortunately, we are not.
Their agency was the Scott-Telander Ad-
vertising Agency, which has since been
dissolved. One of the partners of the
former agency still holds this account and
is operating under the name of Scott, Inc.

The confusion in the case of Gettelman
Brewing Company was probably caused
by the fact that this agency conducted a
survey which you referred to in your
little capsule story.

I am sure that neither one of the two
little slips of the typewriter caused any-
one any harm, but | did want to drop |
you a note about them. \

J. S. StorzorF
Radio-TV Darector
Cramer-Krasselt, Milwaukee

LEADERSHIP

Leadership is sometimes as elusive an
entity as the pot at the end of the rain-
bow. But you fellows at sPONSOR make
it appear easy.

Your timely article on baseball rings the
bell again, and adds to your already long
list of excellent factual reporting on
things concerning radio. \Vhat's more, it
helped WLOW sell its Sunday baseball
games to a local advertiser.

By the way, WLOW is carrying the full
daytime schedule of the New York
Yankees this year; has organized a Knot
Hole Club for white and negro boys be-
tween the ages of 10 and 14, with 2,000

(Please turn to page 6)

Were Selling
Listeners

....Nnot
merely Time

WWSW offers you more
listeners per dollar in this
rich Pittsburgh market
because we’'re offering
Pittsburgh what it wants

to hear.

e MORE SPORTS
¢ MORE MUSIC

e MORE SPECIAL
EVENTS

A host of advertisers—
both local and national*
—know the pulling power
of WWSW programming.
(Proved over 16 success-
ful years of broadcasting.)
So, when you want lis-
teners—turn to the sta-

tion that has 'em . . .

WWAW

PITTSBURGH’S
Major Independent

WWSW, INC.

Keystone totel Pitesburgh, Pe.

*Ask Forjoe




*One Station

®* One Set of Call Letters

*One Spot on the Dial
* One Rate Card

Mid-America presents a diversified
market. Inside KCMQO'’s measured

% millivolt coverage area* are
nearly 5% million people —25%
metropolitan—27% suburban—and
small town—48% rural (on farms)!
And KCMO, with 50,000 watts day-
time non-directional, has both the
power and the programming to
reach the complete market—Urban,
Suburban and Rural. In fact,
KCMO’s mail count shows listener
response from 415 counties in

6 Mid-America states (shaded areas

on map) plus 22 other states not shown.

For ONE STATION coverage
of Mid-America, center
your selling on KCMO.

Notional Representative:
John E. Pearson Co.

JULY 1948
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*50,000 Watts Daytime, Non-Directional
« .+ .. 10,000 Watts Night—at 810 Kc.

y/ . . . and KCFM—94.9 megacycles
Kansas City, Missouri

Basic ABC Station for Mid-America
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MAJOR INDUSTRY IS

DEPRESSION I’ROOF :

RICHMOND, VA.
PRODUCES OVER

100 BILLION
CIGARETTES
ANNUALLY

... THIS BEING MORE THAN
1/3 THE NATIONAL OUTPUT!!

Come what may. people alwars buy cigarettes!
Richmond. where cigarette mananfacture is the major
industry. i~ conseguently never hemviby affected by

ceconomie slumps !

During 1917 Richmond produced
over 100 bhillion cicarettes. Every vear

this record ontput puts dollars into

Sas
N~ Richmond's wage carmers’ pockets!

7] \ %Y

,j] They have the constant power to

A buy rour prodoet~ all the time!

)

hn x . .

7/ Richwmond wage carners are fuith-
\ fuol WRNL listeners, They relv on

WRNL to tell thean all aboul sur

goods and where to boy them,

IS YOUR PRODUCT ON WRNL?

RICHMOND, VIRGINIA

PETRY & €O.. INC.,.
REPRESENTATIVES

10 West 32nd

continued from page 4

members, co-sponsored by the Norfolk
Police Department and Norfolk Sports
Club; also is carrying the Sunday home
and away games of the Norfolk Tars; and
will carry the night games of the Tars on
WARY, WLOW’s FM afhliate.

WLOW has filed an application for
Television, and we hope you'll find a place
for an article on use of TV by department
stores, a TV abstainer so far.

ROBERT WasDON
Vp
WLOW, Norfolk

CONTESTS AND OFFERS

In view of the many contests and offers
now flooding the air, 1 can appreciate
that your experts cannot keep abreast of
all of them. However, you’'ll recall that
in your earlier issues you mentioned our
occasional “‘offers,” but none of our latest
have been mentioned.

Recently we offered the words to
Bless This House on the DPrudential
Family Hour. It has been discontinued
since our summer show which started
last Sunday. Currently we have been
alternating between recipes and Jack
Berch's theme song, I'm A Whistlin’,
on our Jack Berch program on NBC.
Samples of these give-aways are attached.

\While I grant they are on the insig-
nificant side compared to some of the
current jackpots being offered, neverthe-
less |1 note that you mention the large
along with the small and | wondered if
there was any reason why we were not
included?

Harry H. EDEL
Radio Advertising Manager
Prudential Insurance Co. of America
Newark
» SPONSOR*s *Conteses and Offers™ chart is of
necessity only u cross-secton of what is on the
air. Running conces(s and offers are repe:xted
for a while but an effort Is made to report

mainly new feaqures and these which are indica-
tive of a (rend.

SPONSOR A SALES TOOL

| am dropping you this note since |
think you might be glad to hear about the
use of sPoNsoR in our Sales Department.

If you will recall just a short time ago |
wrote and asked for several extra copies
of the issue of sPoNsOR that contained the
industry-wide survey of sponsorship of
radio programs for breweries.

(Please tun to page 8

SPONSOR




OMETHING
NEW

> .. all the time!

ThiNGs KEEP MOVING 1n the KYW program depart-
ment! Old, established KYW shows seldom pass

through a season without new twists, new angles,

new patterns. And wew shows. . custom-built for
local and spot advertisers . . keep attracting new

listeners to KYW.
Whatever your plans, whatever your product. .
KYW can fashion a program to suit. And whether
PHILADELPHIA'S NBC AFFILIATE ict's a Variety Show, a Musical, a Sports Program,
50,000 WATTS or a Kid Show . . vou can be sure it will be kept
fresh, stimulating, sales-productive. Our writers,
producers, arrangers, actors, and announcers are
fully conscious that good shows mean increased

sales for the sponsor.

L3
o o
- &
-
'~

National Representatives, NBC Spot Soles—Except for KEX « For KEX, Free & Peters

WESTINGHOUSE RADIO STATIONS Inc

WBZ - WBZA - KDKA « WOWO . KEX « KYW « WBZ-TV

JULY_1948
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‘WIP

‘oduces

Example
#4

Miller North Broad Storage Company
heeame a WIP ¢lient to tell the public
of the rebuilding of its fire-razed wave-
house. So successful was this eampaign,
that in the eight yearsas aWlIP sponsor,
and withont using other radio time or
other medias the eompany has built
another warchouse to accommodate in-
ereased bnsiness. IU's no burned elient
whosays,"we feelour radio ady ertising
on WIP is just as mnch a part of our
business as our sales department.”

Philadelphia

Basic Mutual

Represented Nationally

by

EDWARD PETRY & CO.

g wIiP
/

10 West 32nd

continued from peage &

With this survey as part of a presenta-
tion we were able to show a brewery here
in Baltimore just how radio would work
to their advantage and as a result landed
a “healthy’ contract from them.

This brewery had not used radio previ-
ously and we are firmly convinced that
without the survey made by sPONSOR we
would have had an extremely difficult
time selling them.

1 thought you might like to have this
information since this one account will
more than pay for our subscription to
sroNsor ‘“‘ad infinitum.” With this in
mind we have sent you a check for an
automatic renewal of our subscription
when the present subscription expires.

ARMAND TERL

Commercial manager
WSID, Baltimore

P Many stations, statlon representatives, and
agencles are using the “tools’” 1n SPONSOR to
make sales. The above is one of three such
sales reported to us in a slngle week.

JUNE ISSUE "OUTSTANDING"

I have just finished reading the June
issue of sronsor. The articles in this
issue are outstanding, and | particularly
enjoyed Sampling Comes Second, TV Par-
ticipation Programs, and Radio Creates a
New Living Habit.

You and your staff are to be congratu-
lated on the general excellence of your
publication, and particularly on the June
issue. You are providing material that is
instantly useable by broadcaster and
advertiser alike.

C. L. THoMas
General Manager
KXOX. St. Louis

TOO MUCH TO READ?

I think you will be interested in know-

| ing how effectively your magazine “for

buyers of broadcast advertising” can be
used by sellers,

There is so much useful background in-
formation and direct sales points—also
some pretty good leads—in every issue.
Our entire sales force reads the magazine
every month, and | am sure that all of the
men in their selling use your articles and
tabulations just as | do.

(Please turn to page 14)

SPONSOR
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In WOAT’s daytime primary area, there are more people
than live in our crowded national capital. And their occupations
are far more diversified. There are plain dirt farmers, cattle-
men, oilmen, city dwellers and many others.

This is a wealthy market. In the San Antonio livestock
market alone, last year, over $60,475,000 were paid to stock-
men for their livestock. The total effective buying power of
the area is estimated at $1,088,542,000.*

The wants of these people are as diversified as their occu-
pations. See your Edward Petry representatives for further
information and facts showing how WOAI will tap this rich
area for you.

*Sales Management 1947 Survey of Buying Power,

s
BYeas

youn wde—<ild
HWOA/

Represented by EDWARD PETRY & CO., INC—New}York, Chicago, Los Angeles, Detroit, St. Louis, San Francisco, Atlanta, Boston
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Broadcasts of dll
University of
Maryland games
now available on

WWD(

Interest is high in the
University of Maryland
games in the whole Wash-
Ington area. Last year this
great team lost only two
games and played in the
’Gator Bowl. This year’s
team will probably be
unbeaten.

Ray Morgan, WWDC’s
ace sportscaster, will broad-
cast all of the U. of Md.
games play-by-play.

National or regional ad-
vertisers can clear these
games on a Baltimore sta-
tion, as well as In other
Marvland communities.

For rates and full details,

r wire WWDC or the
Forjoe representative.

WWDC

AM FM - The DC Independent

Represented by

FORJOE & COMPANY

10

Justin W, Dart

Mr. Sponsor

President, United-Rexall Drug Company

l[e was recently the key figure in another of radio’s major crises. In
typical, direct Dartian style (the girls in his office call him “‘Super-
man”) he turned down an offer to buy the F. W. Fitch Co.; did buy
Fitch's Faye-Harris show instead of renewing Rexall's Jimmy Durante
program; and caused NBC to slap a “no lend-lease” policy on network time
slots. He also moved his radio billings from N. W. Ayer to BBD&O.
Such abrupt upheavals are not uncommon in the ultra-modemn office of
41-year-old Justin Dart, the nation’s No. 1 chain drugstore magnate.
14e’s been turning drug merchandising on its ear ever since he was Wal-
green’s “‘boy wonder” in the post-depression years.

“This guy Dart,” says Dart, “has an awful lot of fool luck.” True, he
married the boss’s daughter of the Walgreen empire. But Dart never let
his brawny bulk (he played good football for Northwestern, made “All
Big 10") rest comfortably in his chair. He could, and still does, whiz
through a day’s routine in four hours. Dart practically created the
superdrugstore as an answer to supermarket competition, and personally
invented several now-standard drugstore innovations. Sample: Running
a low wall down the middle of the store with soda booths on one side, drug
displays on the other. He believes, and transferred that belief to United-
Rexall when he joined them in 1941, that there's scarcely a limit to the
variety of articles a drugstore can, or should, handle.

Dart out-talked Thomas E. Dewey (then representing some Rexall
stockholders unfavorable to Dart) to get the Rexall vp spot offered him
by his longtime friend, Edward J. Noble. He also turned down a Mont-
gomery Ward offer at twice the salary. When Dart became president in
1943, he reorganized Rexall's conglomerate activities, moved its hoine
office from Boston to Hollywood, featuredthe Rexallnameon all packages,
and started first national ad campaign in drug chain history.

Broadcast advertising, from the beginning, has played an important
part in such plans. Dart, one of the directors of ABC, works closely with
his ad manager, Tom Lane, who spends 757 of a $2,500,000 budget in
national and spot radio, and in the organization of top-grade promotional
follow-ups. Dart’s busy time is divided between his office, piloting his
plane on business trips, his charming sccond wife (former actress Jane
Bryan) and their two boys, and his mountain-top home. He likes his
job and cautions his employees: ““Make money, but have fun doing it!"”

SPONSOR




T M)

r ,
wh oAl
ELI WHITNEY

inventor of the cotton gin . . .
1793 ... illustrious member of
the American Hall of Fame . .

ovtstanding contributor to a better
American Way of Life.

IN POWER
~ AND RESULTS

~ MICHIGAN’S GREATEST
~ ADVERTISING MEDIUM

E L
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/ ‘llnnf:!!la 5 o 7 O 0 0
7\ WATTS

AND
cos WJIR-FM e Aoy
THE GOODWILL STATION risuerstoe. DETRO I T
FRANK E. MULLEN HARRY WISMER

Pres. Asst. to the Pres.
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ON THE HILL

Miss Hennock Doesn’t Like Durr Mantle

Frieda Hennock, first woman to be appointed to the Federal
Comnumications Commiission, is inheriting the liberal mantle
of Clifford Durr, whether she likes it or not. Already women’s
clubs are planning to usc Miss Hennock in “‘remaking radio as
an inspirational force.”” Miss Hennock, a corporation lawyer,
and a good one, is far from Durr’s thinking. She doesn’t like the
“new look"” pressure that's been poured on her by her own sex.

RMA Says “No” to TV Trade Shows

Because demand for television receivers is sufficient to keep
manufacturers working full speed for the next year, the Radio
Manufacturers’ Association (RMA) wants no part of video
trade shows. Using governmental requirements and short man-
power as a partial excuse, RMA voted in its 24th Annual Con-
vention (June 17) not to participate in any such gatherings.
There's a hedge in that shows promoted by dealers or dis-
tributors are not frowned upon.

No Network Pressure for More Than Five TV Stations

Pressure for lifting of restriction of number of video stations
that one firm can own will not have network backing. On the
Hill last month referred to the FCC TV-limit as six stations.
Present FCC regulation is five, not six. It’s six for FM station
ownership. Networks lack of interest is caused by the money
necessary for more than five stations. Sid Strotz, NBC's top
TV man, pointed out recently that one completely equipped
studio, as NBC would like to equip and run it, costs $300,000
per vear.

First Quarter Dividends Hit All-Time High

Dividend payments during the first quarter of 1948 were at an
all-time record, establishing (if 1st quarter level is maintained)
an annual payment basis of $7,500,000,000. This compares
with §$5,600,000,000 in 1946 and $4,700,000,000 in 1945.
Second quarter business doesn’t justify the first quarter pay-
ments, which is one reason why advertising is being cut.  Adver-
tising, bemg most noted by stockholders and, to many manage-
ments, being expendabile, is usually cut in efforts to maintain a
dividend rate.

No Advertising Allowance for Vending Machine Display

Candy manufacturers who have been giving vending machine
operators a lower price than non-automatic retailers will have
to revise their pricing formulas. Federal Trade Commission

12

carly in June ordered Walter H. Johnson Candy Company
(Powerhouse and Heavyweight Champ Candy bars) to cease
and desist giving a vending machine company a better break
than other customers. Complaints on the same basis against
ten other manufacturers of sweets are pending. Claims that
allowances were for machine display ‘“‘advertising’ were not
upheld by trial board.

Exports Off Despite ERP

Lack of consistent U. S. product advertising to European and
South American consumers is one of the reasons why, despite
all the millions being presented, loaned, or leased abroad, ex-
ports of U. S. products are tapering off. Export firms, many of
them virtually selling on a cost-plus basis, are loath to include
advertising in their pricing formulas and thus in many cases
U. S. ERP money is going for goods of other nationals. Elec-
tion of Republican nominee Dewey this November may carry
with it a mandate to manufacturers to spend some money on
export advertising. Dewey is both business and international
minded.

Cotton Raises Southern Income

Production of cotton this year will be less than is needed for
U. S. and foreign consumption. Result will be higher cotton
prices and more money for Southern planters. This is already
reflected in better business conditions in the South and smiles
on the faces of broadcast station owners south of the Mason-
Dixon Line.

36 Months Before 28-Hour Weekly TV Scheduling

Although a suspended requirement for TV station operation for
new licensees several years ago was 28 hours a week, new regu-
lation, effective July 1, requires only 12 hours a week for the
first 18 months with an increase of four hours each six months
until a 28 hour minimum is reached. That means a station can
be on the air three full years before it has to program an
average of four hours a day. DPutting a test pattem (station
identification) on the air will not constitute programing.

Manpower to Start Tightening in Six Months

Draft and tremendously increased demand for men in semi-
mobilized industries (airplane, radar, atomic energy, etc.) will
force other industries to start bidding for good men. Employee
relations campaigns (some on air, some in black and white) are
already being charted. The nation will be on a wartime econ-
omy for a long time even if foreign pressure problems (Palestine
Russia, Argentine) are relaxed.

An Interim Report on Congress

Congress recessed without doing anything about the margarine
tax reduction. It also exited with nothing accomplished re-
garding housing and a number of other problems. Advertising
scheduled on an “if" basis (if tax-free margarine had been
okayed and if millions were poured into federal housing) will
naturally not be released.

Governor Dewey, whom many people look upon as the next
president, has stated that he's against further governmental en-
croachment on private broadcasting. Nevertheless a revised
White Bill will be introduced at the next session of Congress to
further regulate radio. The broadcasting industry is generally
against the White Bill and has come to the conclusion that living
under the law that created the Federal Communications Com-
mission is not as bad as they thought that it was. Every new
bill introduced hits a number of private radio interests hard

SPONSOR




H oo This Great

/17 4-2tate Market
in the Palm
WA, of Your Hand

Reach It With ONE Station
ONE (ost, ONE Billing

What makes it a great market? More than eight million people who live and
work and /isten in this primary steel-and-coal belt of the nation. More important,
they spend Four and One-Half Billion Dollars Annually. You can have
the bulk of this potent sales market with one station, one cost, one billing—
with WWVA, the station with the friendly programming that reaches the hearts
of these people who have the power to buy. Your Petry man has the details;
ask him today!

WWVA has guaranteed bonus coverage in Kentucky, Maine,
Maryland, New York, North Carolina, Tennessee and Vermont.

VVAVVAVEN

50,000 WATTS -+ CBS - - WHEELING, W. VA
NATIONALLY REPRESENTED BY EDWARD PETRY & C
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)1/)0 Swing is t?wﬁ%

For spectacular results, the kind you'd get by drop-
ping a sparkler into a box of pin-wheels, join the Swing
to WHB in Kansas City. Operating full time on an
excellent, low frequency, WHB is loaded! And with
10,000 watts, we've got more power than a string of
cannon crackers. Rates are unchanged. So skyrocket
July sales by celebrating your personal independence
from advertising worries. Join the Swing to WHB!

See your John Blair man for availabilities.

—
JOHN T. SCHILLING -’

10,000 WATTS IN KANS4
GENERAL MANAG‘.{ l.<

iy,
lw I p DON DAVIS
Reqncacntod by

PRESIDENT n
JOHN BLAIR & CO.
MUTUAL NETWORK + 710 KILOCYCLES » 5,000 WATTS NIGHT
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40 West 32nd

Continued from page 8

My only ccmplaint is that sroNsoRr is
so interesting and has so many facts in it
that almost tco much of my reading time
has to be devoted to it. You don’t mind
a complaint like that, do you?

CHarLEs E. MAaXwWELL
WN JR, Newark

GOOD PRINTING?

\We should like to procure copies of any
back issue of your publication, SPONSOR.

In brief, here’s the particular reason for
this request: frankly, we have in mind
distributing copies of your publication to
advantage among a few selected customer
contacts throughout the country, as a
means of demonstrating to them the
smooth, receptive printing possibilities of
the paper. Can you conveniently co-
operate with us in this way?

Perhaps we should take the occasion,
incidentally, to commend you upon the
appealing, well-balanced nature of the
publication from the standpoint of typo-
graphic design. You evidently put forth
considerable effort on it in this respect.
As such, we presume the publication is
meeting with popular approval on the
part of your reading audience.

EvLMer S. LiPSETT
Adrertising department
S. D. Warren Co.
Boston

TV RESULTS

May 1 congratulate you on the feature
in your May 1948 issue entitled Telerision
Results.

This is the type of information that has
been awfully hard to obtain and to find it
in such intelligent form in your publica-
tion is quite a pleasure.

1 hope that you plan to make this a
monthly feature of your magazine.

MorT HEINEMAN

Vp

Franklin Bruck Advertising Corp.
New York

We share the enthusiasm for, and in-
terest in, the “TV Results™ department
of your publication.

Bruce Dexxis
Public relations director
WGN, Chicago

"V g hly feature
» TV Results was made a monthly
effective with the May 1948 Issue (see page 30)

SPONSOR




Whos TV now?...

“Only somebody in the chips can afford to buy «
Television set. Others look for free in a bar.

That’s the curbstone appraisal of the TV marke
today . . . ground floor chance to get close to the
upper clawsses—hefore the Joe Doakes crowd m!

To the advertiser Always Chasing Rambows, we
bring bad news. Joe is not only in but It!

From three leading set manufacturers, WPIN
secured lists of 1917 installations in New York City
and suburbs—33.074 in all. Discarding 1.319 in
saloo—well, public places—left 31,755 in homes

.. of which 16.961 were City. and 11791 suburbs.

Allocating City sets to districts hy incom
groups . . . upset the TVelass market apple cart!
Because:

High districts had only 12.5% of the sets; and
Upper Middle 14%—Dboth combined 26.5%! But
Middle districts showed 60.1%—and with Lower
Middle and Poor districts totalled 73.5%!

Park Avenue is poor pickings . .. compared
to the Borough That Has Evervthing—ranks first
in sct ownership! (Brooklvn! What else?) Manhattan
is a poor fourth! . .. Write WPIN for the survey.

The majority TV audience is folks who stay
home nights so they can get to work in the
morning—mass market, growing fast in New York!

And WPIN. with its extensive facilities for
producing picture programs, and the most modern
equipment . . . offers advertisers the opportunity
to grow with a growing market and medium

Time rates and programs on request.

WP N . THE NEWS Television Station
220 East 42nd St., N. Y. C. ... MUrray Hill 2-1234
Represented outside New York City b

FREE & PETERS, 444 Madison Ave., New York 22

4

cmNELll

NEW YORK CITY®
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Yes, there's a ‘sea of grass’ reaching from Tulsa to the Kansas line and every
year this famed Osage pastureland fattens thousands of feeder cattle from all
over the nation. Serving this sea of grass with its busy and prosperous towns
is the Voice of Oklahoma, Oklahoma’s Greatest Station. Osage cattle ranches
are big business and KVOO’s Farm Department plays an important part in
helping assure their most profitable operation through the dissemination of
wanted information. We‘re ‘home folks’ with Osage cattlemen ind proud of it!

P.S. In casc you hadn’t noticed, beef is bringing a good price these days.
There’ll be a lot of new money in the Osage-KVOO market this year.

. View of part of 1947 Osage Cattlemen’s Association
Ranch Tour cavalcade.

. Sam Schnieder, KVOO Farm Editor
Barbecue scene on Ranch Tour

.
-

STATI

EDWARD PETRY AND CO.. INC. NATIONAL REPRESENTATIVES

RADI

$0.000 WATTS

OKLAHOMA’'S GREATEST STATION

e

i v ————— . R ——

e

TULSA. OKLA,
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new and renew ;

New National Spot Business

SPONSOR

PRODUCT

AGENCY

STATIONS CAMPAIGN, start, duration

Amerlcan Tobacco Co
Bristol-Myers Co
Chrysler Dealers
Continental Baking Co
Lagle-Lion Films

Electric Auto-Lite Co

Fels & Co

General Baking Co
General Foods Corp
Hoberg Paper Mills
International Latex Corp
Lever Bros

National Biscuit Co
Procter & Gamble Co

R. J. Reynolds Tobacco Co

Insurance Co
Winarick, Inc

div)

*Stalion list already sel.

Sears, Roebuck & Co (Allstate

Lucky Strike

Sentry (hair tonic)

Cars

Wonder Bread

Motion pictures

Auto parts,
accessorles

Fels Naptha Soap

Bond Bread

Bliss Coffee

Charmin Tissues

Playtex Girdles

Breeze

NBC Bread

Drene (shampoo)

Camels

Insurance

Jeris 1lair Tonic,
Cream 011

BBD&O

Doherty, Clifford &
Shentfield

McCann-Erickson

Ted Bates

Monroe Greenthal

Ruthraufl & Ryan

5. E. Roberts
BBD&O
Benton & Bowles
Cramer- Krasselt
Foote, Cone &
Belding
Federal
McCann-Erickson
Compton
William Esty
Goodkind, Joice &

Morgan
Ilarry B. Cohen

New and Renewed on Television

(Summer campaign, may expand)

(Expanding East and Midwest)
10

50-100*
(Summer campaign)
5-10%

t. spots, breaks; Jun-Jul; 6 wks

L.t. spots; Jun-Jul; 6-13 wks

ORI AR

(Test campaign, will expand)
(

75-100 “Animal World Court®; 5-min

(Expanding current sched) e.t.; Jun-Jul; 26 wks

20-30%* E.t. spots, breaks; Jul 1-15; 13 wks
(Expanding current sched)

Indef I.t. breaks; Jul 1; 52 wks

(3-day saturations. local)
115* “Gasoline Alley™; 153-min e.t.s; .
Jun 15; indef

(Dealer-placed)
E.t. breaks; Aug-Sep; 13 wks

50-00
(Natl spot campaign)
2-3% Spots; Jul 15-Aug 15 or later; 13
(Test campiign) wks
5-10% I.t. spots; Jul 15 13 wks
Spots, breaks, partic; Jun
(Test campaign, will expand) wks
11* E.t. spots; Jun 1-Jul 1; 13 wks

(Test campaign, may expand)
10-15* 1; 26

(Test campaign, may expand)
50-60* E.t. spots; Jun 7; 6 wks

20-307* E.t. spots; Jul 15 13 wks

E.t. spots, Jul 1-15; 13 wks
(Test campaign, may expand)
50-100
(Fall campaign)

30-40%

. spots, breaks; Aug 1; 13 wks

E.t. spots, breaks; Jun-Jul; 6-13
(Expanding current sched) wks
- 20" Spots; Jul-Aug; 13 wks
(West Coast campaign)
5-6* Spots; Jul-Aug; 6-13 wks

(Mkt tests, may expand)

Store

Edgewater ealers Assn
{Chevrolets)

First Federal Savings &
Loan Assn

General Foods Corp
(Jell-O div)

(Lamp Dept)
(Maxwell llouse Coffee)

(Various cereals)
George Gorson
(Chrysler dealer)
1larper Boat Bldg Co
(Cabin cruisers)
flarris & Frank Co
11i11 Shoe Co
Major Qil Co (Fuel oil)
B. Meier & Son, Inc (Broad-
cast Corned Beef llash)

JULY, 198

J. Walter Thompson
Direct

Young & Rubicam

BBD&O
Benton & Bowles

Benton & Bowles
Philip Klein

Ross, Gardner & White
Stodel

Solis S. Cantor

Shaw & Schreiber
H. C. Morrls

SPONSOR AGENCY STATION PROGRAM, time, start, duration
Beam Products Inc Direct WJIZ- N. Y. Film spots; approx Aug 15%; 13 wks (n)
Fred Dannenhauer Jr Solis S, Canter WCAU-TY, Phila, Spots; May 19; 13 wks (n)
(radio dealer)
Allen B. Dumont Labs and Buchanan WFIL-TV, Phila, Phila. Inquirer TV Newsreel; Sun 7:3 -T:45 (rpt at sign-off);
Dumont TV Dealers May 23; 26 wks (n)
Eastern-Columbia Dept Stadel KTLA, L. A, Partic in “Shopping at llome' (addin  to current schedule);

WCBS-TV, N. Y.
WCAU-FY, Phlla,

WNBT, N. Y.
WRGB, Schen.,
WBZ-TV, Boston
WrTZ, Phila.
WNBW, Wash,
WRAL-TV, Balto.
WTVR, Richmond
WEWS, Cleve.
WNBT.N. Y,
WRGRB, Schen,
WBZ-TV, Boston
WPTZ, Phila.
WEBAL-TV, Balto.
WTVR, Richmond
WNBW, Wash,
WABD,N. Y.
WCAU-TYV, Phila,

KTLA, L. A,

KTLA. L. AL
WCAU-TY, Phila,
WCAU-TV, Phila.
WJZ-TV,N. Y.

May 7; 13 wks (1)
Spots; Jun 16; 2-4 wks (n)

Nancy Niland, The Federal Girl; Tu £-7:15 pm; May 25;
wks (1)
Author Meets the Critics; Sun 8-8:30 pm; J .n 13; I3 wks (1)

52

Cleveland Indians home fames; 2 = ¢ !5 VMay 24; season (n)
Try 1o Do 1t; Sun 8:30-9 pm; Jul | Watin)
Small Fry; Th 6-6:30 pm; Jua ! wis (n

Spots; May 19; 13 wks ()
Spots; May 23; 13 wks (1)

Partic in **Shopping at l.om
Spots; May 23; 13 wks (n)

Major events; Mon 7 5
Spots; approx Aug 15

Jay 11513 wis n)

Vay 24 13 wis (n)
n)




= — T

Peter Pl Tne Phatt-Forhes WAZTV NG Y. Spots; pproy Yng 1875 52 whas ()

Petrol Corp MeNeill X MeCleery KTL.A L, \. Olvinple Auditorium wrentling boitts (24-game sched); Wed
(I’ D.O Gasolluae) K:30-clone; May 19; 24 wks (n)
Jacob Reed Store F. L Brown WoAL-1Y L Phil Spots; May 285 13 wks (n)
(Men’s elathing)
I &M Selueller Hrewing BnRHKO MWPIX, N Y. liockey Gamen: throogh fall scason as sched (n)
o WIZ- 1V, N Y Snots; approx Aug 15%; 20 wks (n
Odell Co Clrol Madr Tonle)  Lawrence G, Gumbinner WAND, N Y Casponsorship of boxing bonis; Man 9:05-11 pm; May 24; 13
wks (n)
Old Dutch Coffee Co Peck MWIZ-1V N Y Spots: approx Ang 15%; 26 wks (n)
Swann Botding Ca May WOCAU-TTY | Phila. Spots; Jun 7; 16 wk (n)
(Soft drinks)
Tews Co hudner WART,N. Y, Tevitco Star Theuater; T 829 pi; Jun 8; 52 wks (n)

WIR¢ 'lx \( hen.

WAL=V, n.uu.
WITVR, Richmond

Carited Airlines NoW, Ayer WORSTTV, N Y. Spots: May 19-24: 13 wks (n)
WRKB, Chi.
K11\, L. A

*lenbtlive dude xel for st lo qo o i

New On Networks

SPONSOR ) AGENCY NET STATIONS PROGRAM, time, stert, durstion

Eversharp loe. Biow ARG \lnp the Muosic; MTWITEFSan8:15-8:30 pm; Sep 19:52wks

Friehanf T'railer Ca Zimmer-Keller B 75 This Changing \\urld Sun 3-3:15 pm; Jun 20, 52 wks

Johns-Manville Corp J. Walter Thompson *NBS 365 Bill Hlenry; MTWI'F 9:85-10 pm; Aug 23 82 wks

N, G Johuson Necedham, Lowis & Brorhy NBC 163 Dizzy I)v:m; Sat 5-5:15 pmis Jul 3; 52 wks

Smith Bros Sullivan, Staufler, Colwell & ABC Stop the Music; Sun 8-8:15 pm (segment): Sep 5; 52 wks
Bavles

Speidel Co Cecil & Preshrey ABC Stop the Muosic; Sun K:30-8:45 pm (vegment): May 23;

42 wks (hintas Jul $-Ang 29)

lornerly oncanother nelwark

(Fifty-hea 1weeks gererally means a 13-week conltracl with options for 3 successive 13-week renewals. IUs subject o concelialinn at the rnd of any 13-week perid)

Renewals On Networks

SPONSOR AGENCY NET STATIONS PROGRAM, time, start, duration

American Home Products Corp  Sullivan, Stauffer Colwell & NBC 127 Hollywood Star Preview; Sun 6:30-7 pm; Jun 27; 52 wks
Bayles
11 € Cole Milling Co Gardner MBS 105 Ernie Lec; Sun 3-3:30 pm: Sep 265 12 whks
DL &W Coal Ca Ruthraufl & Ryan AMBS 37 The .\hado“ Sun 3-5:30 pm: Sep 12; 39 wks
Derbdy Foods ne Needham, Louis & Brorby ABC 192 Sky RKing; it days MIUWTE 5:30-6 pm; Sep 63 51 wky
Farmsworih Telesision & Radio  Warwick & Legler ABC Metropolitan Auditions of the Air; Sun $:30-5 pm; Nov 14
Corp
General Mills Ine Dancer-Fitzgerald-Sample NBC 05 Light of the Warld; MIWTF 2:45-3 pm: May 31: 52 wks
Knox Reeves M 192 Jack Armstrong:altdays MITWTF 5:30-6 pm: Sep6: 52 wks
NBCG 138 Today’s Children; MUWITF 2:30-2:45 pmi; May 315 52 wks
B This Wonuan’s Sceret; MTWTFE $-4:05 pm PDST; May

31: 82 wks

S Sam Hayes; MUWTES 7:45-8 pm IP'DST; May 31 52 wks
lHousehold Finance Corp LeVally 8BS [} The Whistler: Wea 10-10:30 pmi: Jun 23; 52 wks
Arift Foods Co Needham. Lowis & Brorby N3¢ 146 The Great Gildersleeve; Wed R-8:30 pm; Sep 8:; 52 wks
1.ever Bros Co (Pepsodent div) Foote, Cone & Belding NiBCG 131 Bab llope: Tu 10-10:30 pm: Jun 15; 532 wks
Liggett & Myers Pobacco Co Newell-Fmmett hY 1N lol (2lu-~;u:-ﬁeld Supper Club; MTWTITEF 7-7:15 pm: Jun 7;
2 wks
Planters Nut & Chocolace Co Raymond R. Morgan NBC 12 Elmier Peterson: W II‘ 5:45-6 pm PDST: Jun 23; 52 wks
I'rocter & Gamble Go Benton & Bowles NBC 130 Life of Riley; .\-n K-N %ll m: Jul 3; 52 “k
Compton «nBsS s3 Lowell ‘Thomas: MTWITE 6:45-7 pm; Jun 28; 52 wks
NB 153 Road of Life; MTWTE 10:30-10:45 am; Jun 28; 32 wks
149 Right to Itappiness: MTWTFE 3:45-4 pm: Jun 285: 52 wks
144 I'ruth or Conscatences: Sat 8:30-9 pm; Jul 3; 52 wks
Dancer-Fitzgerald-Sample CBS Ey] Beulah; MTWTF 7-7:15 poi: Jun 28; 32 whks
L¥3 Jack Smith: MTWTF 7:15-7:30 pm; Jun 28; 52 wks
AS ¥ 153 Jovee Jordan, M. MEPWTF 10:45-11 am s Jun 28; 52 wks
144 Life Can Be Beautiful; MIUWTE 3-3:15 pm: Jun 28; 52 wks
145 Ma Perkins; MUWIEE 3:08-3:30 pm; Jun 28; 52 wks
Pedinr & Ryan NG 150 Pepper Young's Family; MUWTE 3:30-3:45 pm; Jun 28;
52 wks
Prudential Insnrance Co Benton & Bowles C.BS 152 Prodentinl Family Tonr; Sun 6-6:30 pm: Jun 63 52 wks
Ouaker Oats . LaRoche ABC 2 Ladies Be Seated; MUWF 2.2:15 pm; Jul 1; 52 wks
Richhicld Oil Co Hixsan-ODaonnell N b Richticld Reporter; SMTWTF 10-10:08 pm PDST: May 2;
52 wks
Sceenuin Bros Ine Weintraub ABC (1] Monday Morning Headlines: Sun 6:15-6:30 pm; May 30,
52 wks
Unlred-Renall Drug .o NoW. Ayer NRC 161 Rexall Strmumer "Iheatre; Sun 7:30-8 pmi; May 305 52 wkst
{Reaall Drag Co div)
U niversal Merteh Go Schwilmmer & Scott ABC 232 Duvid tlarding  Counterspy: Sun 4:30-5 py; Sep 12; 52
(Schutter Candy Co div) wks

W b sporanr Ve Fave Phdd Hiueris i the full

New Agency Appointments

SPONSOR PRODUCT (or service) AGENCY

Mistate Insg we Co. Chi Insurance Goodkind. Jolce & Morgan, Chi.

Areo Palnt Co. Cleveland 1*aint trwin-Mcellugh, 11°waood.

llensdarp Imporiers Ine, N YL Royal Dutch Cocou Juames Thonus Chirurg, Boston

Boston Ymerican Iasehall ( . Bosron Boston Red Son Arthur W, Sampson, Boston

Bradshaw Co, N Y Popeorn, popeorn cquipment Bermingham, Castleman & Pierce, N Y,
British Sonth Yymerlean Virways Mroaravel tlouck, Miaml

(Please turn to page 137)




C. E£. HOOPER, INC. REPORTS ON

MORNING

" STATION-PREFERENCES

N "ITOWA PLUS"I

C. L. Iooper, [ne. lias just released a Winter. 1918
Listening-Arca Coverage Index for the 116-comuty

arca which we eall **lowa Plus.”
The Index gives percentage of mentions for eaeh
station seleeted by miore than 19, of the people
polled. A scientifically-scelected  erass-scetionr  of
listcirers were asked ““To what statious do yvou and
your family listen most frequently or the nrost
time?*’

MORNINGS, WHO GET 30%
NEXT STATION GET 9%!

For the period 6:00 AM-12:00 Noon, WIHO was rated
first by 309, of the respoudents. Eight other lowa
comnmereial stations were selected by 1% or more
of the people. The combined rating for all these
eight stations totalled 319,

Top-noteh programming. ontstanding publie service
means better values. Write for your copy of the
116-County Area Report—or ask Free & DPeters.

- I _" 3 | |
117 \ -.
° f
u W 8 ‘
_l'
Ce @ " '
0u0cy, '.'::,’l:’c"’tn, ne lil ‘,'4'
ey

+ for lowa PLUS # —~— i

DES MOINES . . . 50.000 WATTS =

Col. B. J. Palmer. President
I’. A. Loyet, Resident Manager

FREE & PETERS, INC., National Representatives
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Unlock
Rhode Island
mornings —

—and step into & warmingly profitable
receptionl It's & million-listener area, a
rich areal And here are names to conjure
with, ready-made prestige that pays off.

[ ]
MARTIN AGRONSKY—

Internetiorally famous ccmmentater
presents werld news from Washing-
ton deily except Sunday, 8.00-
8.15 A.M.

BING CROSBY—

A fifteer-minute reccrded procram.
Nothing mcre need be said. The
time is 8.15-8.30 A.M. Monday
thru Friday.

BETTY GUNNING—

—started talking to women in this
millicn-listener erea five years ago.
Solidly established. When Betty
says "'buy’ they buyl Spcts avail-
able now end then.

Write, wire or phone for rates

5000 WATTS
DAY & NIGHT

WALLACE A WALKER, Gen. Mgr.

PROVIDENCE, Tt raton-Bilimore
PAWTUCKET St
°
Representatives

RVERY-KNOBEL, INC.

20

New developments on SPONSOR stories

(See "Weather Is Cemmercial,” SFTCNSCR, Jure 1647,
rage 13.) Are more edvertisers spenicring weathercasts
now than lest year? | Whet new develcpments have there
teen in weether presreming? Hew pepular are weather
pregrems with listerers erd viewers?

Pp-S.

Everybedy talks about the weather. That's why the number of adver-
tisers selling via the service type of weather spots and programs in radio
and televisicn has nearly doubled since the last sPoNsOR report.  Surveys,
such as the recent one made by farm-belt station WBAA, Lafayette,
Ind., show that up to two-thirds of the farm housewives listening to
hemameking programs want straight, factual weather forecasting in-
cluded. Their farmer-husbands want the latest weather data too, because
to them weather is vital. The perfect noontime farm program, according
to WI2AA, would contain two weather forecasts in the hour, as well as
news, farming tips, and music. To many a station located in the rich
leart of America’s farming centers, this is not startling. There are few
sizable farm-area stations that don’t have regular weathercasts several
tintes a day, often from their own weather staffs. Advertisers have found
that these farm weather forecasts sell everything from tractors to appli-
ances, and fceds to furnishings.

Tke interest in weather is not confined to farming communities. The
sale of Harry S. Goodman's CCNY.-prize-winning weather jingles has
jumped frem 200 markets last year to over 400 today, with a waiting list.
Mere than half cf this 10077 -plus increase is concentrated in large metro-
rolitan areas. Also, big-city stations like WL\, WFIL, WNEW, and
others are not centent with reporting the U. S. Weather Bureau forecasts
in their newscasts or station breaks. \WL\W (Cincinnati) has Bill Nimmo
giving threce daily 15-minute platter sessions, Tuesday, \Wednesday, and
Thursday, in which he features the latest road information, as well as
weatker forecasts, news, and music. He does a similar show once daily on
Mcnday end Sunday. The show is promoted in two-color posters by
WLW and the spensor, Buell Air Horns, in 500 all-night roadside eateries
in four states, and in dealer displays. The sale of air horns to fleet owners,
motorists, and truckers is said to have taken a big jump, due traceably to
the show. Philadelphia’s WFIL has its own weather staff, which prepares
and airs several ccmplete weather shows, featuring the latest highway
data and motoring tips. New York’s WNEW airs a series of spot round-
ups on weather and highway information for city-dwellers, and includes
the weather forecasts, as many independent stations have leamed to do,
in their around-the-clock newscasts. The list of stations programing
their weathercasts is increasing,

The weather program holds even more promise for the visual air
medivm. The Daily News TV station, WPIX, scans a Thursday night
20-minute show called Weck-end Weather. It is typical of many video
weather shows frem stations owned and operated by newspapers, which
are already well aware of the readership value of weather. The News'
own weatherman, J. Henry Weber, does a 10-minute illustrated round-up
cn the weather. Then, the latter half is taken over by Anne Dixon. who
supplerrents Weber's analysis with week end tips about weather conditions,
highway traffic, 2and so forth. at neaiby beaches and resorts. WPIX also
schedules weather twice daily on telecast news. TV stations, like WPTZ
with its Sunny Week-end, WCAU-TV with its Weather Wise telecasts, and
WNBW with its Johnny Bradford's T\ Journal, which gives a 5-minute
round-up on weather for viewers in the nation's capital. have discovered
that video weathercasts have as much or more appeal than those of radio,
Sponsors like Botany Woolen Mills and B.V.D. have found their telecast
service spots on weather to be productive of real sales gains. Whether in
programing or spots. weather is one of the least expensive types of tele-
vision production, and one of the highest-rated in terms of viewership.
The same holds true in radio, and advertisers and broadcasters alike are
becoming increasingly conscious of these facts.

SPONSOR




ITS EASY,
IF YOU
KNOW HOW!

SOME time-buyers select KWKH because we have 50,000
watts—others because we are a “major network” station

others because our Hoopers in Shreveport are very high.

We're glad to be selected on any count—but we respectfully

suggest that the BEST reason is just plain old know-how.

For 22 years we've worked and studied to learn what kind of

programming the 3,975,300 people in our area want and need.
The result is that KWKH is by long odds the top station in
this arca—one of the top-rated stations, for instance, in the

entire CBS list. May we send you the really amazing facts?

Texas
SHREVEPORT § LOUISIANA ]
Arkansas

50,000 Watts e CBS o ha Mississipps

Representative

Henry Clay, General Manager
Dean Upson, Commercial M
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’ NG < (See Oil and the Opera,” SPONSOR, January 1948
ATLANTA s LEAD| .S. page 41.) What thinking lies behind Texaco television?
ADVERT‘SERS ARE Will they telecast the opera?

SW|NG|NG TO When it comes to television, most oil companies prefer a show that can
produce tangible sales results.  That applies to Texaco as well.  Although
the Metropolitan Opera broadcasts for Texas have proved themselves
from both a prestige and a sales standpoint, Texaco's initial venture into
video is not on an institutional basis. Like Atlantic Qil with its sports-
casts, Gulf with its You Are An Artist, and Esso with its telecast news,
Texaco seeks a visual formula that will have the widest possible appeal.
Texaco and its agency, Kudner, believe they have this formula in The
Texaco Star Theater, an hour-long telecast variety show, aired 8-9 p.m.
Tuesday on eight NBC vidceo stations.

This does not close the gate on future telecasting of the Metropolitan
Opera. The stumbling block there is chiefly a matter of performers and
union TV scales. Until such time as these details can be worked out, the
opera will be heard only in radio under Texaco sponsorship. The variety
show affords Texaco a chance to use the visual medium without waiting.

This was one of the main reasons why Kudner landed the video slice
of the Texas Company billings. It had been producing the radio version
of the Texaco Star Theater. As a result of combined TV and radio billing,
Kudner, rather than Buchanan, is now the leading agency in Texas
Company advertising.

Although this is Texaco’s first major TV operation, the variety-
comedy program is not new to the oil firm. Many of their most successful
shows have been of this type. Ed Wynn as the “Fire Chief"” sold countless
gallons of Texaco from 1932 to 1935 on NBC. Jimmy Durante, Eddie
Cantor, and Fred Allen at various times have done a job for Texaco.
All of them got their start in vaudeville, and successfully transferred the
trick of pleasing live audiences at the Palace to the microphone.

THE LONE RANGER...

The Lone Ranger, star attraction
of American Bakeries, now rides
WCON Air! To Coca-Cola, too, in
their own home town WCON is the
best buy. Coca-Cola now presents
the featured Major League baseball
game every Saturday afternoon.
The Atlantic Company of Atlanta,
one of the South’s largest Breweries,
has also joined the parade of top
notch firms who now depend on
WCON for increased sales. The
Atlantic Company presents Lock-
wood Doty with the news Monday
through Saturday at

6:30 P.M.

Yes sir! You don’t need
a rabbit’s foot to get sales
volume in Atlanta, but
you do need WCONI

Na weary weeks af travel separate Alaska from the warld today. The
NEW Alaska is only a few brief hours away from Seattle, Chicago,
New York. Hundreds of persons land and debark daily at huge airports
at Anchorage and Fairbanks. Goods and military supplies pour in by

]
sea and highway . . . are distributed by train, by truck, by plane . . .
; & combining to mo/ke the NEW Alaska America’s ,,.3:7\\3‘:’
= fastest grawing market FeO KR
o foryQur RSroduct’{ R = = o watt?
1% K 5055 KC-
{‘ ks S ﬁ/ 35

A
) N N\ ban VOICES of the
N ATLANTA s [l ¢ 1) e
- A Anchor q Sold seporotely. . .or in combinotion ol 20 % discount 3
i‘ CON P‘ <= B - “ l\/JJDE\JL{Q}ﬂT SUN B‘RDQ‘-&PQ}SE)‘: NG GO,
5000 WATTS 550 kC [ SRRNS TS
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There’s a lot more to it than this...

Close cooperation petween the salesman ana his client 1s pernaps
more important in Spot Radio than in any other form of advertising.
For that's how the vital decisions of this highly profitable and
highly complex medium are made . . . and made correctly.

But there’s more to the story than this . . . a lot more. For
instance — there are things like the skill and experience of the Spot
Radio representative. Without them even the closest cooperation
has no value. But if the representative has the advantage of
250 years of combined experience behind him . . . if he has the
energy and persistence to learn about your business before he talks
about his own . . . if he knows markets and market coverage
as well as his own name . . . and if he can show you how to get
maximum results from every penny you spend for radio advertising
— he’s the kind of man you'll always want to do business with.

In short, if he’s a Weed and Company representative
he can guarantee you the same expert scrvice that has proved
so valuable to so many successful advertisers.

W e e d radio station representatives

and

new york * boston ¢ <chicago =+ detroit

com pPpan y san francisco . atlanta . hollywood

SPONSOR



While the current trend
of spot placement is down,
plans for this fall indicate
that a portion of the mon-
ey being taken out of the
network field will go into individual mar-
kets.  “Flexibility” is the number one
demand which advertisers are making of
their agencies. There will be compara-
tively few long-term commitments.

The attempt to eliminate chain break
commercials during the evening hours
has been dropped by the networks for
the time being, although the drive to
eliminate double commercials at the end
of network programs is still being pus’ ed.
The cowcatcher (extra announcement
before a program starts) and the hitchhike
(commercial which follows the regular
program product advertising) continue
in disfavor.

Regional networks are due to receive
more national advertising. This is also
due to their “flexibility.” Most sought-
after transcriptions are those which
have proved sales result histories. In-
stead of seeking ideas advertisers are
watching the programs that produce
sales from the first program broadcast.
Although it’s too early to be certain
there will be no irritant spot announce-
ments employed next season, the record-
ing companies report that the idea
commercial is being recorded far more
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often than hard-hitting unpleasant selting.
The drop in consumer buying is not
nationwide, nor is it general for all prod-
ucts. Major appliances (washing ma-
chines, television sets, coal stokers. oil
burners, etc.) are in continuing demand.
Yet even manufacturers of these products
have under par territories. Wherever in-
ccme indices indicate that there is no
shortage of money and buying resistance
has developed, corporate managements
are pouringon sales and advertising pres-
sure. There is more and more the tendency
to look upon the country as a collection of
individual markets rather than a nation.
The sales records are forcing this.
The shift to spot will be more pro-
nounced than ever in 19481949,  * *+
Television is no longer a
! medium in which the ad-
vertiser has to invest in
ordertolearn howto use
it. Sronsor has thus far reported case
histories of 36 users of the medium who
have been able to trace direct sales re-
sults to it. With 30 stations on the air
as this issue goes to press and more
scheduled almost weekly, market after
market isopening up to the visual medium.
Whereas a year ago there was little
available in the way of programing
material, the current list of TV Live
Program Availabilities in this issue covers

two full pages and will run almost another
page in August. A full page is devoted to
a list of film facilities available. The
list of firms with TV departiments which
runs four full columns represents a
cross section of all the progressive adver-
tising agencies, big and little.

The price of receivers is coming down.
The family which is willing to view a
postcard-size picture will be able to buy
a new set for under $100. What is even
more important is that new receivers
coming off the production line are
depending less and less on expensive
rooftop antennas. This big problem in
metropolitan centers where landlords
have been refusing permission for roof
antenna installations is being minimized.

The first TV acorn station (with no
studios of its own) went into operation
in June in New Haven and many a
would-be TV station owner ic watchin;
how the operation works out. If sufficient
service can be given viewers with a plant
such as tiny WNHC-TV’s, an entirely
new vista has opened for television
service.

Procter & Gamble has at last broken
the ice and bought its first program.
Only the week before they signed the
contract P. & G. stated they were just
looking, not buving. Prospective TV
sponsors start looking casually and bel
they know it they are in the medium
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Sronsor’s TV map, listings and status
reports, which comprise an entire sub-
stantial section of this Fall Fucts edition
are interesting evidence of what  has
happened to TV since our first Fall
There was no

L

Facts 1ssue a year ago.
TV scction then.

There is a very good
possibility that there
won't be a single net-
work this fall which
will be 1007, sold out at night as NBC
was and CBS practically was during the
war. On the other hand it is a certainty
that both ABC and MBS will both be
ahead of last year in business despite the
apparent current recession in bookings.
Many firms on the air are cutting their
schedules but there are any number of
other firms which are including radio in
their schedules for the first time. This
growth of radio is despite the growing
importance of television. Even in the
greatest TV metropolitan center, New
York, the most recent radio survey
figures indicate that more people
listening to radio than ever before.

The networks are daily becoming more
program-production minded.  Agencies
which in the past have wanted to control
their clients’ shows are buying network
packages and finding that the cost per
listener is lower than it was on their own
productions. Thus there is a decided
shift from sponsor and agency ownership
of broadcast advertising vehicles. This
fall is scheduled to be a $-sign season,
with practically every advertiser wanting
to pay less for talent and get more for
his money. Even programs with long
histories of success, such as the Aldrich
Family, have had to take cuts that run
into thousands, or else find a new sponsor
or go off the air.

Each of the four networks has a story
to tell and is going to be telling it to
prospects between  July and  October
with much gusto. NBC will have its
$100,000  promotional moticn picture.
Mutual will have a nighttime tisten-
ability presentation. CBS has a program-
building history that it is bound to
cotlect on to the nth degree. ABC will
continue to <ign contracts with many
newcomers to radio: last year it has
signed more clients who have previously
been beginners in network advertising
than any of the other three networks.
ABC will be stressing its long-held-back
TV chain plans which arc as far pro-
gressed as any other chain s with the
exception of NBC's.
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Alrcady more sponsors have indicated
shifts from one network to another than
at any period since the start of World
War [I. This isn't necessarily because
they are dissatishied with the facitities
of the network which they have been on
in the past. Many of them think that a
change of network scene will give them
a new audience as well as an opportunity
of gerting a renewed hold on a goodly
part of their old fans,

Come fall 1948, and sponsors as well
as the histeners they want to reach are
going to have to do some hunting for
their favorite programs.

And some will be off the air. e

M. which was once her-
‘m\aldcd as the form of radio

which would succeed
standard broadcasting practically over-
night, has now settled down to occupying
a special part of the broadcast advertising
firmament. Theie is less tatk of its being
the *“miracle” form of radio and more
tatk of what it's doing that can’t be
accomplished by other facets of broad-
casting. In some states, such as Florida
and New Hampshire, there are great
sections in which during a large part of
the year it is impossible to hear, let
alone enjoy, radio. In other areas FA{
is delivering a signalinto homes which have
never received a clear undistorted pro-
gram due to skywave interference and
any number of other annoyances to which
standard broadcasting is heir.

As more and more FM stations come
on the air, there will be more and more
special nonduplicated FM programing in
addition to the netwoirk programs which
are heard on the FM affiliates. Forgotten
entirely is the original FM license stipula-
tion which required a number of hours
of programing which did not duplicate
any AM (standard broadcast) station
shows. FMl is now looked upon as a
facility not as a competitive form of
transmission.

FM has. however, developed some
entirely new forms of broadcast adver-
tising. These forms (storecasting. trans-
itradio, and FAX) are all made possible
because FM s static-free. What they
portend is outlined in a short section of
this Fall Facts edition. FM is expanding
so rapidly that it stands a fair chance
of being a business all its own.

When current licensees are all on the
air there will be over 300 independent
FAL stations.  Each of these wilt in alt
likelihood offer one or misre of the special
broadcast advertising services as well

as the delivery ol a home audience which
wants something apart from the cuirent
radio fare,

Hoit's FM, it's going to be a differemt
form of broadcast advertising .
isn’t already:.

« TE

There will be few im-
portant one-medium ad-
vertisers this Fall. The merchandising

trend is toward a  nwultiphicity of
ad types and wvehicles.  The advertiser
who spends his  entire 52,000,000

budget in radin is going to be the ex-
ception rather than the rule. Even the
soap merchants wha can trace their
present industry impnrtance to their spon-
sorship of daytime serials are seriously
considering diversification.

There are a few advertisers who, want-
ing to maintain their high-income history,
are cutting hack their entire advertising
schedule, but for the most part the
money that is leaving network radio, for
instance, is going into spot or regional
broadcasting and or newspaper adver-
tising.

The cry is for flexibility and by flexi-
bility generally is meant an avpidance of
long-term commitments. There is also
the fecling that a radio program becomes
a more effective advertising medium if
what it has to scll is scen in magazine
advertising, newspaper copy, and on hill-
boards. This is working both ways. Ad-
vertisers who have been spending all their
money on car cards or bitlboards or maga-
zines are planning to take some of this
cash and spend it in broadcast advertis-
ing. This new radio money is going to be
spent first on a spot or regional basis.
Then if diversification works, the former
nonradio advertiser apparently aims to
include a network program in his plans.
Network advertising lends prestige to the
organization which thus far spot broad-
casting hasn't achieved. Some day manu-
facturers will realize that it doesn’t mat-
tet where a program originates, the
listener hears it only over an individual
station. Networks are only facilities, not
stations with personalities. A good net-
work is first and foremost a collection of
good broadcasting stations. Everything
celse comes after that,

Yet at present only a big network pro-
gram makes stockholders feel that they
own part of a great prestige advertiser.

Research will have to bring more con-
crete figures to advertisers this fall.  The
facts about the buving habits of listeners
will be demanded as well as a Hooper or a
Nielsen rating. The cash register rides
high in autumn, 1948, LR
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1948-49 campaigns in the making by agency executives Jack Cohane, Ray Sullivan, Bob Colwell, Don Stauffer, Heagen Bayles (SSC!& B)

FALL FORECAST

Less radio to be
nsed by wartime
spenders. Drop
balaneced by new

prodnet gains.

JULY 1948

Many sponsors who have been on the
networks before and right through the
war will be spending less on network
radio this fall than they averaged during
the past seven years. This will be es-
pecially true in the food, cosmetic, and
drug industries. But compensating for
this, new products and new advertisers
will be using network and national spot.

In a few cases the reduced web adver-
tising will result from actual cuts in the
money appropriated for broadcast adver-
tising. In other cases it will represent a
redistribution of the monies budgeted for
radio, with what was previously allocated
to networks being shared with spot,
TV, FM, and even in a few cases FAX.

There will be new sponsors and new
money for television just as there will be
special provisions for transitradio and

storecasting. Some of the latter will come
from merchandising (sales) budgets and
some will come out of market develop-
ment funds. In a few cases advertising
budgets will be increased to correspond to
increased prices for the products adver-
tised, although most corporations have
not increased their advertising budgets
despite increased dollar volume of sales.
Since certain fixed costs (labor, packaging,
raw materials, and selling costs) have
forced the higher retail prices many man-
agements feel it should not cost any more
per unit to advertise their products than
before. If advertising can increase the
number of units sold then more money
advertising is justified. It doesn’t m
sense to these executives to add ir
advertising allowances to prodi

just because the retail prices h
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Young & Rubicam’s plans group (table left to right) Ruth Aikman, Mildred Fox, Everard Meade, Joe Moran, Pat Weaver, John Swayze, Sylvia Downgs

inc >d.  They point to promotional A number of advertising authorities are  is expected to have Fred Allen on NBC
wst media which maintain that  warning cxecutives that merchandising and at least one other web show. The
in t to reach cach reader, habits which cut advertising when busi-  DeSoto and Plymouth divisions of Chrys-
wer hasn't gone up. Why ness volume starts to shrink is short- ler, although burned last season with
they ask, should an advertising bud- sighted. There is currently a concerted  Christopher Wells and currently sponsor-
nded unless the number of drive to keep advertising at its all-time  ing a “All-in’ program, Hit the Jackpot
high. A number irch projects,  (CBS), will continue on the air.  Kaiser
a nber  checking bu 1d ope to prove Frazer, Tucker, Studebaker, and even
mount among that advertising must create new buying Crosley have broadcast advertising fig-
habits. ured in their budgets but their plans are
W hen Unless a coal strike curtails steel pro-  nebulous as sroxsor's Fall Facts edition
uction, the istry will be  goes on the pres:
the air 1 ] Nt winter Combined broadcasting budgets of the
Even before  the t frost General  gasoline and oil companies are up roughly
Mot Cl id Nash 15 ver 1947 1948, There will be
will have regional sf mpaigns. Ford  some shifts of networks among old stand-
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bys which want to reach new audiences.
It is expected that last season’s oil short-
ages will not continue during the fall. A
full supply will bring back to the air a
number of the refiners who bowed out
last year. At the outset individual mar-
kets will receive attention and then re-
gional loops of major networks will be
employed. There are practically no oil
companies with coast-to-coast distribu-
tion.

The margin of profit in the processed
food field having grown smaller during the
past 12 months, there will be a tendency
to cut into the food advertising dollar in
an effort to keep the retail prices of the

JULY 1948
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products from spiraling. This is true of
General Mills, General Foods, Standard
Brands, and Swift (Derby Foods). Firms
like Standard Brands are switching from
big national campaigns to tight regional
merchandising from which every ad dollar
produces direct sales.

Sampling, which was to all intents and
purposes eliminated from merchandising
plans during the war, is back in the pro-
motional pictures of most food processors.
One big reason for this is the fact that an
entirely new generation of buyers, many
of whom have not been exposed to their
products, has grown up since 1941, when
shortages started. Food distributors

\round room) Harry Rauch, Bev Smith, Bill Forbes, David Levy, Frank Telford, Lalande McCreery, Joe Scibetta, Edwin Derr, Viela Burns and Bill Whitman

know that to change eating habits is not
easy. More than mere exposure to new
foods is required. Sampling is expensive
yet it is a food merchandising essential.
Generally it's sectionalized since it costs
too much to sample 48 states at one timz.
This means spot and regional broadcast
advertising and that’s where some of the
food advertising dollars formerly spent on
the chains will go this fall.

Sugar and chocolate are becoming more
plentiful and candy manufacturers will b
increasing their broadcast advertis
There haven't been any real candy sh
ages for about six months but there lik

(Please turn to page 141



OO

DEPARTMENT STORE

SPONSOR: Nnenwcan Packine: PRODUCUs: Meat, elaly, ete,

CAPSULE CASE INSTORY: Budget for this aceotunt heing
limited. W inius-Drescher-Brandon ageney: decided to use
live spots hefore sporting events, | magician is emploved
who is “discovered™ seated among the sports spectators,
Commercials are worked into magic routine. malking for
good show and good selling. Magician is called " Sunrise
Nport.” Nunrise being the {merican Paclking trade name.
Product deceplance has Yrown nulit'ouh/)' stnee the "SINM'I"

was first scanned.,

K=D-Ty, St Lonis PROGIRANE: “Sunri-e Slmrl"

SPONNOR: saks Fifth \venue PRODUCT: Women's wear

CAPSULE CASENUSTORNY : As part of a revoleing sponsor-
stip. this department store presented this prograni for a six-
weele period.  On one telocast tico dresses were stressed.
Before the weels wcas aut these teo numbers. and the entire
line of which thex acere a part. were completely: sold out.
The production (s directed by Ravmaond Nelson,  Stores

and manufacturers share the costs.

WABD New York PROGR ANE: 7 Felevision Fashiou~on Parade™

g~

DEPARTMENT STORKE

SPONSOR: Boston Store PRODUCT: Picture hangers

CAPSULE CASE NISTORY . As part of this store’s “how to
do i series, every: Wednesday. o new Lind of picture
hanger was demonstrated. One minute was devoted to the
product in use. A hanger was offered free o any one who
would call or write the following day (Thursday).  Offer
was made once and 203 people responded. achich weas
almost one in every ten TV families in Milwawlee at time
offer was made (there were 2050 TV homes). A geney weas
Viarl- Vlauntner-Berman.

WINLTSEV, Milwankhee PROGR AN “Life at The Boston Store™

SPORTING GOODS

SPONSOR: The Hnly PRODUCTS: Fishing tackle

CAPSULE CASE HESTORY: Six telecasts were underierit-
ten by this sporting goods dealer. Vernon (Gadabout)
Caddis wcas scanned in a lodge-tvpe setting demonstrating
Jlies. rods_ ete. ) ta an animated map. Gaddis showed his
viewers good fishing grounds.  Air time cost §221.50. re-
hearsal time S110.40. Directiy after the first showe, a man
drove grer 75 miles to bux 850 1worth of tackle.  ncidents

lilie this were repeated several times during the campaign.

W RG B, Selienee tady PROGRANM: “Fishing For Fan™

!

Television is open for |

visual advertising with

a seuase of nmor and

a good selling L. Q).

BEVERAGES

SPONSOR: Hyde Park Brewertes \szn PRODUCT: Beer

CAPSULE CASE HUSTORY s This brewery: started in TV
when KND-TV went on the air. Due to this station’s
sportseasts the audience in St. Louis tarerns alone are over
150000, 1 spot check has indicated that Hyvde Park has
achioved an amazing product identification.  lvde Parlk
dealerships are reported o have been upped over 25 and
the TV budget has heen inereased from 826,000 in 1917 to
852,000 in 1918. Agenev is Gardner Adrertising,

RSDTY, St Lows PROGR AN Sport-

AUTOMOTIVE DEALER

SPONSOR: C1E Davis PRODUCT: Buick

CAPSULE CASE HISTORY: Original decision was o do o
series of institutional commercials for its baseball co-spon .-
sorship. After their first five telocasts they checled and dis-
covered they had 87 new accounts directly traceable to their
video advertising. Thev switched at onee to straight selling.
Further to cheek TV s impaet. they offered « reprint of
“Casev at the Bat.” To date requests have passed 1,000,

W PTZ, Philadelphia - PROGR AM: Phillies” & Athletics” games




ANTIQUES

WOMEN'S WEAR

SPONSOR: lewin Schaffer PRODUCT: \atiques

CAPSULE CASE MISTORY:  [ight months ago this dealer
weas sold a once-a-weeek 20-second spot on Sunday nights.
Each aceeke WDPTZ s filin unit photographs a different
Schaffer antique to fill the 20-second spot. The once-weeckly
spot has brought Sehaffer more than 630 new customers
since the first was scanned. This is a prime instance of

straight selling on video.

WITZ, Philadelphia PROGRAN: Spots

SPONSOR: Russchs PRODUCT: Fuashioa

CAPSULE CASE HISTORY: During this series, which rcas
sponsored by eight participating retait advertisers. Russel:s
decided to test audionce size and interest.  Viewers 1cer
asked to werite 25 words or tess about what they liked best
about the program, prize for hest letters a pair of nyvlon
stockings.  Nine hundred entries were received, 99, of the
N, Y. TV homes at the time the offer was made.

WABD, New York PROGR A M: “Television Fan Fare™

, Four hundred sponsors were regularly using

!’ @ the visual air in june. Many more were

; using TV on a test basis. Buffalo (WBEN-

TV), New Haven, Connecticut (WNHC-

TV), and Boston (WBZ-TV) were added as markets with

television coverage during the month and Salt Lake City

was being exposed to intensive television promotion although

it had no commercial station on the air. ZCMI, large depart-

ment store in Salt Lake, and KSL aie piesenting intrastore
telecasts on a regular basis to educate future set-owners.

In Washington, where the three operating stations, WMAL-
TV, WTTG, and WNBW, cooperate on checking set ownership,
there were 12,000 receivers installed and operating as of June 1.

The Hotel Taft (N. Y.) started a campaign in 50 leading
cities to tell prospective visitors to New York that the hotel
is TV-equipped and that sets cost $2 a day.

WPIX (N. Y. Daily News) made its debut June 15 with a
marathon presentation (7:30 p.m. to 1:10 a.m.). Aggressive
selling and programing of the station has already stepped up
the TV tempo in television’s number one town. WPIX faces
the same problem as did its sister station in Chicago, WGN-
TV, when it came on the air. Thousands of sets in metro-
politan New York require antenna readjustments for clear
reception of WPIX but the servicing is being done as rapidly
as possible.

The Life-NBC presentation from the two political con-
ventions in Philadelphia, over the NBC-TV network and via
kinescope recording (from the face of a receiving tube) to
many other stations, cost Life, it is reported, over $100,000.
Young & Rubicam had 15 of its radio-television staff in Phila-
delphia on behalf of Life, which is a Y. & R. client.

MEN'S CLOTHING

SPONSOR: Howard Clothes PRODUCT: Men's Ready-tu-wea
r

CAPSULE CASE UISTORY: On April 6, 1918 this men’s
clothier tool: over sponsorship of the Tuesday hoxing
matches over WABD. Three wweels later a sponsor identifi-
cation survey was made and Howard was among the first
ten, While not the first New York retait clothier to use T

Howard, via its sponsorship of an evening-tong sports fea-
ture, has boen able 1o check direct sales better than others.
They report that for them sponsor identification is paving

of| in safes.

W ABD, New York PROGR AN Boxing matche,

RADNO & TELEVISION

SPPONSOR: Motorola Company PRODUCT: Receivers

CAPSULE CASE HISTORY: Il)tlir(llil)g the 4'nlllil))1illg[nl]1
of boxing on home riewcers. 162 out of a 200-howme-set-oicner
sample 1cere tooking on 1wchen Gourfain-Cobb. adrertising
ageney for Motorola. surveved the Tuesday evening 8: 15 9
pan. viewing habits of Chicago. Of these, 93.9% had
their sets tuned 10 WBKB's boxing bouts. 91.8% of the
boxing audience were able to identify Motorolu as spon sor,

WRBRKB, Chicago PROGR AM: Boving

AUTOMOTIVE

WATCHES

SPONSOR: Girard Chevrolet Co. PRODUCT: Autos, service

CAPSULE CASE HISTORY: This sponsor approuched TV
with misgivings. They have a comparatively small adver-
tising appropriation and one rehich must produce on a per-
dollar basis.  Telerision in Philadelplia was still « big
question mark when they bought their first spot announce-
ment, but it has paid off in direct business brought into the
Girard service department. When the sponsor renetced re-
cently for his second 26 weeks he stated that video 1eas being
nsed on a result basis competitive with all other media.

WFIL-TV, Philadelphia PROGRAM: Spots

SPONSOR: Bulova Waich Company PRODUCT: Watches:

CAPSULE CASE HISTORY: To test the impact of static
breals in TV Bulova offered a hooklet, “11's Time )
Kuerwe.” duringits timesignals on a munher of video stati
The offer was seen and heard for just 14 second

the brevity, the pereentage response 1cas compa

radio. and 859 of the respondents nunied the b

absolnte correctness.

STATIONS: Varions PROGRAM: Time break-




sponsor Cheek List

HOW TO USE BROADCAST ADVERTISING {

———

-

Letermine what you expect broadcast advertising to do
fcr your organizaticn.”

a. Force distribution

b. Move product

c. Build prestige

d. Build brand name acceptance

¢. Improve dealer-manufacturer relations

f. Impress stockholders

g. Improve employee relaticns

h. Supplement printed media advertising

i. Carry organization's primary advertising burden

The nine items cover general requirements of manufsctur-
ng and sales organizations but esach organization has its
whn peculiar problems. These must be ascertained in ad-
vance or else sny advertising campaign will probably fail.

Determine territorial coverage desired.

Centralize responsibility for broadcast advertising.

Working with your organization's advertising agency
select the broadcast form (spot radio, network radio, TV,
FM) to carry the campaign.

Build or buy the proper program or spot to reach the
market for the prcduct.

The program and staticns or network being selected, hold
conferences with your staff so that the entire organization
knows the broadcast campezign and its objectives.

Hold district meetings with your sales staff, briefing them
cn the broadcast advertising campaign. There should be
preliminary meetings during which ideas of the sales staff
in the field are obtained on the campaign.

Set up a public relations conference with network or
station publicity men, your organization's publicity de-
partment, agencie's press staff, independent publicity
relations’ men of talent, and perhaps package owner
publicity men.
Working as a team these men can increase the audience
of any program. Without organization and cooperative
eration wa ou Ication material

Establish a publicity plan for the campaign.

Make certain that everyone involved knows the person
in the organization who is responsible for your broadcast
advertising.

That execut ve must be briefed on not only what the
¢ ) se sh he put

n
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Make certain that talent pictures, biographies and full
program information {(week-by-week details) are available
to everyone requiring them.

Plan tie-in advertising, point-of-sale material, dealer
mailings.”

*Correlation of all advertising activity with brosdcasting
pays substantial dividends.

Plan the program debut as a show, not as an opportunity
for organization executives to discourage listeners through
long talks.

See that efective on-the-air promotion of program starts
at least two weeks before the program makes its bow.”
*Free network and station time is aveilable but many
advertisers are finding it productive of sales and increased
audiences to buy spot announcements to supplement
what the stations snd networks do.

Sece that a complete promotion kit goes out to stations
(if yours is a network program, the web's publicity de-
partment will work with your agency and your advertising
manager on this).

Design a dealer and distributor promotion kit on the
program.*

*Make certain that the material does not duplicate that
which network stations will use for the same purpose.
Once the program has started to build its audience, travel
it.

Formulate plans for continuing promotion. Only through
week-in-week-out exploitation can a new program really
be sold to its full audience.

Tie program in with all merchandising and advertising
plans.

Make certain that everything that is done promotion wise
—guest stars—special exploitation reaches the publicity
departments of the stations, networks and your distribu-
tors and dealers in time for them to obtain newspaper space.
Plan mail-pulls (contests and give-aways) far enough in
advance 5o thet they mey be merchandized at the point-
of-sale as well as on the air.

Don't forget to write ‘‘thank yous'' to the stations that
make promotion reports on your program.

Where possible have product packaging include refer-
ence to the program.

Check newspaper reaction to the program.®
*A specis!l press clipping order is broadcast odvertising
life insurance.

TBroadcast advertising is a living thing; it requires brosdcast-

by-broadcast watching, nursing, cultivating.

It's o product

that 1s being sold as well as one that s selling for you. Broad
asting has to be worked st and with to return full divi-

dends.

The easy way is the non-productive way.
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Acceptance 18 Accelerating

What time can be bought?

Sponsors can take advaniage of, choice
station breaks and progeam availabilities

Key time availabilities for chain and
station breaks will not be as tight as usual
this fall, and spot program time on all
stations except NBC affiliates will be
easier to book. On several evenings there
will be a more even distribution of audi-
ences than at piesent, when each even-
ing’'s listening is usually dominated by
one or another of the networks. There
will be little change on Tuesday (comedy
night) but it is expected by most research
men that there will be a struggle for
listening dominance on other nights.

As a 1esult there will be more ‘“‘choice”
chain breaks for sale. When one net-
work dominates listening, break an-
nouncement preferences naturally are

JULY 1948

pretty well limited to the stations of that
network. When the edge of one network
over another begins to nairrow, then more
stations have prime time for sale.

Added to this easing of time avail-
ability is the consideration that in a
number of areas independent stations are
bzginning to attract important segments
of the audience. This further increases
the good-listening time available for
national spot advertisers.

Still other factors have bzen working
toward the same result of more quality
time available for advertisers. Para-
mount among these is the increased ap-
preciation of marginal time. Prestige
firms like the Metropolitan Life Insurance

Company are finding that between 7 and 8
a.m. throughout the United States they
can reach as great an audience as at pre-
mium hours. With the increase in the
number of prestige firms using marginal
time has come also an increase in the
number of firms using the early morning
to advertise products for which sales are
expected during the same day.

Most, but not all, of this same-day-
sales-expectancy advertising is placed by
retailers. Recent marketing surveys of a
soap and a cereal company have proved
that advertising placed in the before-9
a.m. period has resulted in same-day sales
results. These two firms made tests with
special offers which were not aired at any
other time and which were not promoted
via any other medium. Cost per-trace-
able-sale for the soap company (the unit
sale at retail was $.28) was half a cent and
the cost per sale of the breakfast food
(then priced at $.14) was stightly less than
a penny per package.
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I'ests of sales impact at other hours of
the Jday have not been made recently by
either of these hrms but previous direct-
result media tests resulted in costs that
were at least 100° ¢ higher than the early
a.m. advertising.

The rescarch men of both firms, who
wish the firms and themselves to be
nameless, do not suggest that their early
a.m. tests are conclusive but more of their
advertising budgets will be plowed into
the breakfast hours as soon as they have
been able to ascertain just what moves the
listener to buy, atter dialing in the early
am.  They stress that while they've
proved that the early a.m. hours are good
for selling they don’t want to go off half-
cacked before they're certain that it
wasn't the ofler rather than the time that
was so attractive. The results prove that
merchandise can be sold the same day a
broadcast is made. The results prove
that it can be sold at a very low cost per
sale. They haven't proved as yet what
makes for the ideal combination of pro-
gram (or advertising appeal) and carly
a.m. hours. Research men are always
reluctant to make definitive statements
about an advertising medium  and most
other things, for that matter.

The realization that in-town stations
generally have more in-town listening
than transmitters which deliver roughly
equal signals from out-of-town paints is
slowly but surely permeating advertising
agency and sponsor executive thinking.

The station break

There is still a great deal of power-think-
ing (sclecting stations solely on the basis
of wattage); but because it's frequently
impossible to buy them, advertisers are
finding that a combination of peanut
whistle stations frequently is more result-
ful than their cost equivalent in powerful
transmitters.

There's still too much “Hooper think-
ing”” among timebuyers and sponsors.
One station gets the bid over another
because the period it has for sale has two
more Hooper points than another sta-
tion's availability. Coverage elements,
type of audience, and a host of other non-
Hooperated factors are too often for-
gotten in the rush to grab the time slot
with plus-FHoopers. As Hooper is the
first to stress, his ratings (except the new
U. S. “circulation” Hoopers) are popu-
larity ratings not coverage. Educa-
tional work done by Hooper and his com-
petitors is gradually opening the eyes of
sponsors to the fact that they have been
missing great audiences because of the
tendency to use Hooperatings beyond
their proper scope.

Station representatives feel that if
sponsors and agencies forget the old rule-
of-thumb buying formulas they’ll be able
this fall to purchase just what they want
to buy- or a reasonable facsimile thereof.
With hundreds of new stations on the
scene, both network and independent, it’s
a different broadcast advertising market
than it was a year ago. AU

This Fall evervbody loves chain breaks.
dissident networks and stations inclnded

The station break commercial, that
spot between programs, is broadcast-
ing’s quickest way to produce sales for
sponsors.  Two research reports during
the past year emphasized this fact. First
there was the Petry St. Louis spot im-
pact survey, the second project under-
written by the Ed Petry station repre-
sentative organization.  This was fol-
lowed by the first “circulation figures’
released by the Hooper organization on
the Johns-Manville daily newscasts on
CBS. The latter program, a five-minute
news report, had the largest audience of
any program on the air because ‘it
reached audiences between two different
programs five days of the week.” Reach-
ing audiences between two programs is,
of course, exactly what cvery station-
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break commercial does. While the J-M
program is not a chain- or station-break
commercial it achieved its number one
audience position for the identical reason
that breaks have their amacing impact.
The Petry study indicated that it was
not unusual for a station break of 15
seconds to reach over 2077 of the total
radio audience in an area like St. Louis.
It further indicated that recognition of a
commercial following the second month
of its broadcast could actually attain a
phenomenal 42.37 of the radio audience
(case of General Mills Pyequick tran-
scribed 15-second singing commercial).
This particular station break also was
adequate preof of the fact that more than
mere billboarding ireminder copy) could
be effectively handled in the 15 seconds

permitted between programs by most

networks and stations. lts reason-why

copy sang out this way:

“A quick and easy way has been devised
For making real home made apple pies.
The way you do it is new,

Half as much to do.

Not just the crust but the filling too,
P-y-.e-q-u-i-c-k

Yes, Pyequick does the trick."

Whercas a year ago there was a con-
certed drive by NBC ofhcials to discour-
age the use of chain-break time for com-
mercials, this is no longer the case. In
the daylight hours even WNBC, NBC
key station, will accept a number of 15-
second commercials in the form of time
and weather signal sponsorship. The
CBS flagship, WCBS, this fall will accept
station break commercials at any time.
WCBS, however, will not sel] particular
availabilities but insists on scheduling
the commercials between periods where
they will not jar the listener. Irritant
commercials are seldom accepted by the
station, which contends that station
breaks as an air-advertising form are not
objectionable. It is the belief of Arthur
Hull Hayes, WCBS manager, that it's
the misuse of break time that is per-
nicious.

The cigarette companies will be using
more station breaks than ever before.
This is due in part to the belief in them
on the part of the new Lucky Strike
agency (BBD&O) and the increasing
competition for the smoking dollar. A
number of new brands, such as Life and
Alligator (introduced this spring), will
bow between September and November
using the station break form for their
radio advertising. It is believed that by
midspring 1949 all the major and a num-
ber of the minor tobacco companies will
have new brands. To counteract this new
competition the majors will use break
time to scll Camels, Chesterfields, Lucky
Strikes, PPhilip Morris, and Old Golds.

Chain break formulas which will be
used with increasing regularity will in-
clude guest stars (like Bonnic Baker for
Chiclets), spots that tic into national
network programs (like Jack Benny's
Sportsmen Quartet), and contest com-
mercials. The last have not been used
widely by any national spot advertiser
as yet; their idea is to collect upon the
jumping audience trend in audience par-
ticipation programs.

The station break commercial is alrcady
a vital part of TV. What has been done
with this advertising form and what is
contemplated for this fall are reported
in detail in the TV scction of this Fall
Facts edition. e
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REEPING DOWN
the HIGH COST

of SELLING
~u DETROIT -.

If your product needs more sales and more dealers . . . if you want to look at
a climbing sales chart in the productive Greater Detroit Market, use CKLW.
# # Your sales message will get the power of 5,000 watts day and night . ..
a middle-of-the-dial frequency of 800 kc . . . and a clear channel signal to an
eight million population primary area. »## You'll be on a station with
alert, around-the-clock programming keyed to this area’s listening habits.
And, since we're constantly against the high cost of selling, you get this
complete coverage at the lowest rate of any major station in the market!

Guardian Bldg., Detroit 26 Adam J. Young, Jr., Inc., Na¥’l Rep.
J. E. Campeau, President H. N. Stovin & Co., Canadian Rep.

5,000 Watts Day and Night—800 kc.—Mutual Broadcasting System
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WMT rocks ‘em
to their
foundations

in

Stone City (owa

It’s just a wide place in the road

. and if you imiss the 6:10
vou're stuck until tomorrow . . .
but pile a lot of little Stone Cities
together and you get a rock-
ribbed inarket worth talking to.”
Out on the rolling prairies where
ground conductivity is just what
the boys pray for back East,
WMT does a terrific job of cov-
cring thousands of these small
communities.

The way to wear away the sales
resistance of Stone City, et al, is
clear: use WMT—Eastern lowa’s
only CBS outlet. Ask the Katz
man for details.

* 1059 towuns and cities dot the WMT

BMB) map. 1.131.782 people live within
N MT's 2.5 MV line.

N,

e DN AT,
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) [T e
P CANCLOre,
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NBRNL St O Cawanm

N M-

PR ta a it N1 N N,

s L\
CEDAR RAPIDS

5000 Watts 600 K.C. Doy & Night
BASIC COLUMBIA NETWORK

36

| ments.

The minute;commercial

Independent stations offer ready-made

audiences for GO=-seccond announcements

With the tremendous expansion of inde-
pendent stations, the one-minute com-
mercial announcement is no longer re-
stricted generally to women'’s participa-
tion and a few other vehicles. The non-
network stations usually carry one-
minute announcements between pro-
grams, instead of the 15-20-second spots
permitted by network affiliates. Besides
this, practically every independent sta-
tion has morning, afternoon, and evening
programs especially designed to carry one-
minute commercials. The music-news-
and-sports formula which is the basis of
most successful independent station oper-
ation is adapted to the insertion of one-
minute (or even longer) spot announce-
Since this type of programing
acquires its audience because of block
scheduling rather than because of specific
audience-gathering vehicles, minute com-
mercials can be placed in spots with
known audiences. o

Minute commercials are not necessarily
the product of verbose copywriting.
Naturally some 100-150-word air-ads
could be cut down to the 30-40 which are
used in station break periods but accord-
ing to a recent agency survey of 200 com-
mercials these represent less than 309, of
the copy being aired. Real reason-why
copy seldom can be cramped into fewer
than 100 words. This is true especially of
products which require disclaimers by
order of the Federal Trade Commission or
the Food and Drugs Act. If required
verbiage alone consumes 20-30 words it’s
practically impossible to do sell-copy in
less than a minute over-all.

The program picture

On network stations there are very few
one-minute spot announcement availabili-
ties at night. Less than 109, of network
affiliates use spot announcement carriers
after 6 p.m. During those hours would-be
one-minute-spot users must turn to the
independent stations. This does not
mean that these advertisers have to use
low-audience broadcasters. The inde-
pendents carry practically all the night
baseball games, and in many localities
also fights, basketball, hockey, track,
football, and practically all sports events.
While many of these are sponsored there
are often some which aren’t and which
provide fine audiences for commercials.
There are usually minute spot availabili-
ties before and after sportscasts. It
doesn’t matter whether or not the inde-
pendent station carrying sports is highly
rated by Broadcast Measurement Bureau
or Hooper. Every sporting event worthy
of being aired has an audience available
to be sold an advertiser’s product.

Some programs carrying one-minute
commercials require that the announcer or
mc be permitted to handle the sales talk
in his own way, but most stations con-
tinue to accept recorded spots. Some sta-
tions refuse spots that irritate but even
these are comparatively few. Irritant
stunt-spots are not in the ascendancy in
advertisers’ fall plans. A check of record-
ing studios and other production sources
indicates that although there’ll be a con-
siderable number of novelty commercials
aired, the novelty will be of the BBD&O
Chiquita Banana variety rather than
plug-uglies.

vy s

Ugly dunckling of natioual spot now is

beginning to prove its

For the long pull, spot programs do a
better job than station breaks or one-
minute spot announcements. It is re-
grettable that more advertisers haven't
been sold on the value of spot program-
ing. The identification of a program with
a sponsor and his product is something
over and above the direct selling impact
of broadcast advertising. Fibber McGee
and Molly means Jolmson Wax to mil-
lions, Lum 'n’ Abner means Miles Labora-

advertising worth

tories, and Bob Hope means Pepsodent.
There are comparatively few spot pro-
grams which carry this impact for na-
tional advertisers. But this is because
spot advertising is generally conceived of
as being of the immediate-impact, short-
pull, drag-‘’em-in variety.

Hundreds of advertisers are carefully
watching the Stanback experiment with
the Peter Donald Show which is now in its
third thirteen-week phase. Thus far its
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- WE APOLOGIZE

(Publicly For The First Time!)

~

WE SOLD THE KMBC-KFRM TEAM SHORT

by 3%

NEBRASKA \

c°"“;;:':h°"°n? Kansas City
Arapahoe KANSAS o .l
Salina  § Sedalia ©
COLORADO . =
Syracuse Hutchinson : Emporia ®
. g .‘
Gcrd.on City Wichito “
S .
Budse Cly Winfield o %q_
® Liberol Ll TS

o St Joseph

\ MISSOURI

Arkonsos City ¢

.
Alva

.
® Waadward Enid

H Kansas City's primary trade area as de-

termined by Dr.W.D.Bryant,researchist.

\-'\ KFRM's estimated .5 millivoit contours.

Our recent third consecutive award for out-
standing promotion from The City College of
New YorE and the 1947 Billboard award prove
that it is not our policy to "hide our light under
a bushel.” Nevertheless, our KFRM promotion
has been all too modest. According to field
measurements just completed, our engineers un-
derestimated KFRM coverage by one-third of its
actual area. Yes, that’s right. KFRM’s proved 0.5
mv/m contour shows a 35% greater coverage area
than we have advertised.

And that area boosts the potential audience of

Free & Peters, Inc.
National Representatives

~KFRM

JULY 1948

Stillwater @

OKLAHOMA

-

The KMBC.KFRM Team's proved .5
millivolt contours.

1 Area gained.

THE KMBC-KFRM TEAM SERVES 3,659,828 PEOPLE

The KMBC-KFRM Team to a total of 3,659,828
people! (Even this new figure is ultra conserva-
tive because it is conceded that in rural areas a
signal of 0.25 mv/m provides good reception.) A
study of the map shows how KMBC and KFRM,
its daytime associate on the 550 dial position and
with an effective radiated power of 12,500 watts,
completely cover the enormous Kansas City trade
area. That coverage marks The KMBC-KFRM
Team as the only ecomomical buy for advertisers
who want to reach their huge, rich market in
the Heart of America.

Cle

THE KANSAS FARM STATION
IN THE HEART OF THE NATION

Programmed by KMBC from Kansas City

President
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7 KEYS T0
RHODE ISLAND
TIME BUYING

] PROVIDENCE — Capital

Clty of Rhode lsland — is

ew England's SECOND
CARGELT o ARKET

2 Providence Metropolitan
Area retail sales during
1947 reached an all-time
high of $672,000,000 —

$935 per capita.

3 Besides primary coverage of
the Providence Metropoli-

tan Area, WPRO blankets
Fall River and New Bed-
ford, Massachusetts, (New
Englands 8th and 10th
largest cities) with a fwo
millivolt signal.

BMB shows that WPRO is
s listened to (both day and
night) by more families
than any other Rhode
Island station.

WPRO has the Iarges(
« Share of Aydience in
Hooper-measured Provi-
dence in_four out of five
time periods, (Oct., 1947

thru Feb., 1948)

WPRO offers:

= POWER—5000 WATTS
FREQUENCY — 630 KC.
AFFILIATION — EQSSIC

7 WPRO programs also are

broadcast over WPRO-
FM from 12 noon , to
11:30 p.m. daily.

WPRO

WPRO-FM

(92.3 Megacycles)

PROVIDENCE
®
Represented by

PAUL H. RAYMER CO.
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sales impact has increased Stanback sales
against the market trends for pharma-
ceuticals which throughout 1948 have
been downward. In some markets the
Peter Donald Show has reversed sales
trends for Stanback and thus far in no
market has the program produced less
than the spot Stanback campaigns.

But Stanback is the exception in the
national spot advertising field. There is
very little long-term thinking with respect
to spot programing. An indication of this
is the fact that there are very, very few
transcribed programs available for a long-
term advertiscr. Only Harry Goodman,
Lou Cowan, Frederic Ziv, World Broad-
casting, NBC-Recording, Charles Michel-
son, Kasper-Cordon, and a very few
other producers have more than 26 weeks
of any series available. (Full details of
the current temperature of the transcrip-
tion field reported clsewhere in this issue.)

There are comparatively few stations
that have established audience programs

| available which have been on the air for

any length of time. The fault in this case
is not with the stations, producers, or
advertising agencies. It's fundamentally
with the advertisers who, despite the
millions they have spent in, and made
from, spot advertising, don’t look upon
localized radio advertising as a medium
to be employed on a continuing basis.

Growth of the regionals

Because competition generally will be
stiffer this fall there’ll be more and better
programing on a local level than ever
before. The start of the survival of the
fittest in broadcasting will be noted be-
tween September and December of this
year. In a town like Washington, D. C,,
which has some 22 stations serving it and
this fall will have four TV outlets in oper-
ation, some broadcasters will have to fall
by the wayside. The aggressive station
manager will be watching his programing
structure with great care. That means
more and better service to the listener.
It also means better spot programs avail-
able for advertisers.

A number of the automotive firms are
committed to spotting programs this fall.
One will have its own series on record,
while another is at the present time buy-
ing top local programs. The latter will be
using video on a program basis in markets
where stations are on the air—and radio
where there’s no TV. There are more de-
tails on this in the TV section of this
Fall Facts edition.

More commercial time per dollar can be
had in national spot programing than in
cither station breaks or one-minute an-
nouncements. But it takes more broad-
cast advertising know-how to use pro-
grams effectively than it does to sell via
announcements. ==

Flexibility and area-wide produactiveness

wailable via nnmerous sectional ehains

This fall will be a regional network sea-
son. Not only will there be more net-

i works than ever before in operation re-

gionally as September 1948 approaches,
but also there is a growing demand for
“flexible” advertising media.

Regional networks are syot broadcast-
ing on a broad area base. Where the
chains are adequately staffed and com-
posed of stations which are close to the
heart of the country they cover, they per-
form a service which no other form of
broadcasting, or advertising for that
matter, can offer.

At a mimimum they permit intensive
sectional broadcast advertising to selected
parts of the United States with a single
billng and a single program. At the
ultimate they are a selling force which
works tightly with regional distributors or
jobbers in obtaining distribution, point-
of-sale display, and consumer acceptance.

Most regional networks deliver part of
the ultimate in service. Because very

few of them have big promotion staffs
(they depend for the most part on the
staffs of the individual stations which are
linked to form the web) the story of what
they are doing for advertisers is difficult
to discover and has never been told, al-
though there are some exceptions. The
Yankee Network and the Don Lee chain
have consistently told their tales of how
they blanket their arcas—Yankee in New
England and Don Lee on the West Coast.

Yankee. from its founding by John
Shepard, 111, through its purchase by
William O'Neil (General Tire & Rubber),
has been an aggressive spokesman for the
New England area it serves. The area is
also served by a combination of NBC
stations under the name New England
Network, with WTIC, Hartford, Conn,,
acting as key station for the chain.

Don Lee calls itself ““the nation’s great-
est regional network,” and is spending
millions on its new Mutual-Don Lee head-

(Please turn to page 42)
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A NETWORK

The “Quality” Network, threading through sixteen

years of continuous programming for the people of the Southwest,

offers to its hundreds of thousbn‘c{é of regular listeners top quality

stations in the Southwe};f’s‘ top/quality markets. The prestige

of these old esfcblishgé"Ieode;iLeo:ching 78% of-all

TEXAS

WOAI

{San Antonio)

JULY 1948

radio homes in Texas, makes TQN synonymg\;s

with QUALITY.

KPRC WFAA KRIS
(Houston) (Dallas-Ft. Worth) (Corpus Christi)

-

NETWORK

7

KVAL ®

{Brownsville)
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a MANV-STATION MARKETL

NORCESTER - REPRESENTED BY RAYMER

Affiliated With the Worcester Telegram-Gazette




SWEET MUSIC FILLS THE AIR

sweet music fills the air for over half a million loyal WQXR and WQXR-FM

From early morn till late at night | ..

tamil families that keep tuned to their favorite station so constantly,
ther station can reach them so compellingly. Here is a pre-selected
] he . T R e
1 17¢ 1 1Income : (hscnmmntmg in taste
ponsive to advertising that accompanies the music it loves. That's why

more and more advertisers are finding these families their most valuable

md profitable customers. For greater sales . . . more easily made . . . in the
I's greatest market 1se W Q\R and
WOXR-FM wuished for good WUXR
l
. - - and WOXH-FM
492

quarteis to prove it. With 44 stations, it
delivers what it calls “the outside” as
well as “the inside” markets, the big
population areas. Because of the time
differential across the nation all four
transcontinental chains have West Coast
links which operate practically autono-
mously and for the most part effectively.
They all energetically promote and pro-
gram for their listeners.

Besides the four great regional chains
there are other networks, for example the
Beeline (McClatchy) and the California
Rural Network, which reach individual
sections of the great Pacific area.

Texas, like the Pacific Coast, is a large
section of the U. S. with its own living
habits and mores. It's an expansive
state with population concentration in a
few big cities. It naturally therefore has
a number of tight regional networks
which link important individual centers—
the Lone Star, Texas State, and Texas
Quality networks and the Texas Broad-
casting System. Newest of the regional
chains is the last-named, which links three
important individual markets, Dallas-Ft.

'orth, Houston, and San Antonio.

Throughout the nation, wherever there
aie population areas which have a com-
mon bond in thinking or customs some-
what apart from the nation as a whole,
there are, or there are plans for, regional
linkings of stations. They're like Ed
Craney’s network. Even in a regional
grouping such as that brought together
by Craney there are various differences of
living conditions. To better serve their
arecas the Craney DPacific Northwest
Broadcasters is split into individual seg-
ments which although they can be pur-
chased as one group (not linked by land
lines) are frequently programed as little
networks of their own. Back of the PNB
group’s thinking is a vital consideration—
a reduction of paper work for the adver-
tiser and agency. They can be billed as a
unit and they have a joint promotional
approach. It’s PNB thinking that a
product can be promoted like a program.

As regional networks grow in power,
identity, and effectiveness, they will speak
for markets rather than cities and will
give the advertiser the flexibility that so
many seem to be demanding at present.
They will serve as testing grounds for new
products and new campaigns, for talent
and programs. As more money is spent
with them, they’'ll expand in program
production and promotion and more will
be linked with permanent lines.

The firm establishment of the regional
networks throughout the U. S. A. is the
next great step in the development of
broadcast advertising. SalTR)
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the ears of Texas...

At political conventions and foothall rallies iU’s the “Eyes of Texas™ you'll hear about. But if you want
real radio coverage of the multi-billion dollar combination of Texas markets — it's the ears of Texas
that really interest you.

You can best reach those Texas ears with the Texas State Network. Here's the TSN lineup

for the most ecomplete coverage of the Lone Star State that a reasonable amount of your money can buy:

19 Stations...in 18 Markets

KFJZ Fort Worth KBST Big Springs
WRR Dallas KGKLL San Angelo
KRRV Shermnan KCRS Midland

KBWD Brownwood
WACO Waco
KTEM Temple
KNOW Austin

KPLT Paris
KCMC Texarkana
KFRO Longview

KGVLL Greenville KMAC
KMHT Marshall KABC s San Antonio
KRBC Abilene KTHT Houston

.. Each ¢ity is served nnder contract by a vegnlar affiliate.

.. Each station is served 2- hours a day by TSNs full-time lines.

For more inforination on how to guarantee yourself the kind of a hearing in Texas that your Texas

business needs — write us direct or get in touch with Weed and Company. our national represemtatives.

TEXAS STATE NETWORK

Represented Nationally by

Weed

and Company

JULY 1948 43



e et — L WY e —

0——0 DON LEE BROADCASTING SYSTEM

b--< COLUMBIA PACIFIC NET

00 \£cCLATCHY BEELINE
ABC PACIFIC NET

00 Nge WESTERN NET

D0 CALIFORNIA RURAL NET

Q

\

Reotomal Networks
of the United States

Included herein are 31 groups of stations which
operate as networks covering specific sections
of the nation.  They are linked by land lines,
microway e relays, or by transcriptions. The
complete map of this “flexible” side of radio
has never heen presented hefore and is largely
unknown by advertisers.

as of | June 1938

"

O——0 INTERMOUNTAIN NET
J——t GREAT NORTHERN BRQADCASTING SYSTEN

&——a 2 NET

[\-.—
' -___.F
L

O—O ARIIONA BROADCASTING SYSTEM
LD SOUTHWEST WNET
——® ARIZONA NET

O—0 21A NET




NORTHWEST NET

WOLVERINE NET

JOWA TALL CORN NET

MICHIGAN RADIO NET

ARROWHREAD NET

BUNYAN NET

A=-- TEXAS BROAPCASTING SYSTEM
¥——X LONE STAR CHAIN

O—0 TEXAS QUALITY WNET

O—0 MIDSOUTH

QKLAHOMA NET

TEXAS STATE NET

YANKEE NET

NEW ENGLAND
REGIONAL NET

CONNECTICVT
STATE NET

o—Q PENNSYLVAN

NET

? QUAKER NMNE"

O—©0 NORTH CAROLINA

STATE NET

! . TOBACCO NET

GEOQORGIA ASSOCIATION
OF LOCAL STATIONS

GECRGIA MAVOR
MARKET TR1O
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\\Q\v‘ W Per capita sales are now in excess of $830.00
\ against a national average of $685.00. In 1947

L a= \ o
Q @Sw more than $1,000,000,000 were spent for
\ 2 \‘ v, goods and services. The 1948 totals are now
il : . 207% shead of last year. Arizona's largest net-
\“’"’Z \f-—f‘ ___\‘\ ’/~ work, the seven line-connected NBC stations

N of the Arizona Broadcasting System, is your

surest approach to this buying power.

5000
Wd”;-ézo K d,
1000 Watts-1290 ke g -

250 Watts-1240xc B -

YC’A 250 Walfs~

1490 ke ®
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They're buying transcriptions

Sponsors intrigued with disk possibilities
bnt request ease histories before buying

There is very little that’s really new
available in the transcription field. The
trend is towards proved vehicles. Even
NBC-Radio Recording is buying rights to
serials like Aunt Mary, which have years
of successful selling behind them. The
Broadcasters’ Guild has employed the
. E. Hooper organization to keep a
constant check on towns throughout the
1. 5. A. to uncover programs that deliver
bonus audiences. In the field of music,
the transcription companies went all out
right before the Petrillo ban against re-
corded music, investing hundreds of
thousands of dollars to build up a backlog
of musical recordings.

Where a new tune has unexpectedly
become a hit, the transcription firms are
recording the number with vocalists a
cappella (sans instrumental accompani-
ment) and adding them to their backlogs.
The ban has prevented achievement of a
nationwide reputation by any new name
bands. Consumer disks and transcrip-
tions are prerequisites to widespread
recognition.

Total volume of e.t. programs on the
air surpasses a year ago by about 409,.
Increases reported by Cowan, Goodman,
and Ziv range from 75 to 909, and the |
old-line organizations like NBC-Radio |
Recording and World report a 10 to 25%,
upswing.

The sales increases are not restricted to
any one type of transcription. For in-
stance Dolcin is starting Goodman’s
Gospel Singer this fall on the Don Lee
network, while a number of banks, insur-
ance companies, and public utilities have
contracted for prestige items like Favorite
Story, Playhouse of Favorites, and World's
Greatest Novels.

Advertising agencies, which in the past
haven'’t been enthusiastic about transcrip-
tions, are now checking busily on avail-
abilities. They explain that tight bud-
gets, individual markets and lines which
are falling behind national buying trends,
as well as the new high standard of re-
cordings, make syndicated e.t.’s import-
ant in their plans.

Sponsors who in the past have re-
stricted their radio efforts to network pro-
grams or spot announcements are using
syndicated e.t.’s in special markets. Lever
Brothers (Lifebuoy and Rinso), Nestle
(Nescafe), Grove Laboratories (4-Way
Cold Tablets), Plough (St. Joseph |
Aspirin), and Procter & Gamble (Camay) .

JULY 1948

are among the big users of national spot
advertising who are buying library tran-
scriptions rather than record their own
special shows.

This does not mean that custom-built
transcriptions of spot announcements
have fallen behind last season. Many
firms, such as General Foods, recorded a
two-year supply of musical jingles before

the ban. Others decided at that time that
they'd use trick stuff—musical instru-
ment impersonators, harmonicas, choirs,
and sound effects—for their commercial
spots. For bridges on custom-built tran-
scribed variety and dramatic programs,
advertisers are using short recorded mood
selections, sound effects, and telescoped
action. The last requires better writing
but eliminates breaks between scenes.
The use of transcriptions for network
delayed broadcasts (d.b.’s), which Petrillo
originally prohibited along with all other
recording, was okayed later last fall.

(Please turn to page 57)

Dot say “Hello,”

say “Ham!”

—the *“*gimmick” that’s got Cleveland erazy

YES, that’s the “Gimmick” that’s got Cleveland crazy—
that got “Dinner-Winner” its current 18.6 Hooper on
WHK—and that will get Y-O-U a fast five-across sale.
“Dinner-Winner” is a “live,” local, ONE-MAN show you
can offer at a PRICE a Local Advertiser can afford to pay—

as little as $10 a week in some markets.

Look over the

Sales Plans we send you, follow the one that fits your mar-
ket, and you’ll have ““Dinner-Winner”” sponsored on your

station in record time.

Fast action means a fast sale.

Write, wire, or

phone for FREE Aircheck and sure-fire Sales Plans

LOCAL Recdic Scles, G4E.Lake St., Chicago

DID YOU READ “Tﬂlﬂpllﬂﬂiﬁ

in the June issue of Sponsor?

it. See for yourself how *‘Dinner-Winner”
can become the most sensational, One-Man,

LOCAL show on your station.

“DINNER -WINNER

NOW 18.6

S”

Don’t miss

47



e

WITH A GREAT GALAXY OF STARS .

From the opening curtain to the final spot-
light, IT'S SHOWTIME FROM HOLLY-
WOOD sparkles with musical thrills. Star-
ring Freddy Martin... whom The Saturday

Evening Post fcatures as “The Man Who

2,

==__—=:=.

* ®

Helped Kill Swing”...and a terrific cast of
outstanding performers. A colorful, quarter-
hour musical-variety show...set to quick-
paced tempo...that means pulling power

and prestige for sponsors and stations.

GENE

CONKLIN

Whys TLUN y
ViRTuose t\.



The quarter-hour musical-variety show is to-
day's proved high-Hooper technique. Look
at these ratings:* Chesterfield’s "Supper Club”
(8.3) — Oxydol’s Jack Smith (9.8) — Camp-
bell Soup’s “Club 15" (9.1). Let us show
you why IT’S SHOWTIME FROM HOLLY.
WOOD is radio’s greatest buy!

*C. E. HOOPER, Aprit 1.7, 1948

A
ONCE AGAIN — ‘‘TRANSCR
Fi! . THE '

—
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sSvandicated Transeription Availabilities -~
First 22 programs re visved too lute for alphabeties! fisting.
NAME TYPE APPEAL TIME PRICE PER EPISOOE PROOUCERS’ EXPLANATION PROQUCER
—ADV[NIUR[! IN XMAS TREE GROVE Druna - _Ju-vem'lc .‘ T&-nun,_'.'.sl wk ‘3.. n-qum—- Santa, JT x_:m]—slo_r_\:mk (n:-nds o Ti—»,‘p(-r-Gonjun
_;m:utunu OF 8UODY 8EAR Draina Juvenile | 15-mun, 2;5-, wk B On request ('onhuu;dms_(ur kiddie stnp_ Kasper-Ciordon
a r.-oov ARNDLO SHOW &lumc;d Famuly i 15-nun, 5, \Ak— —. $3.60- $47.50 lhllbiHy songs by Eddy Aroold Monogram
I tTARN'ARO JAMBOREE I Vanety ]-'mn_l)'— gu-min,_l, uT- $7.50 up on rr_lua-ﬂx Ru:dta;;peal sliow. Songs and [rolics —T(-lew—ays—-TSl
) BREAKFAST IN THE BLUE RIOGE Mugical Famly _ls-lni_n,.')-/u k_ $3.60- $u7. 50 LIE Belle and Scotty, folk songs ?onnmm
JACK BRICKHOUSE Narrstive Family .‘x_-uun,—.'x/wk - $1.50-833.75 Lnulc-lmuwn-lales of persocalities :Iunugram
J03EPH CDTTON & €O Drama . —l"nmily 730-nu'n. l/uk— On r\-quc_sl (:ullcn starsin nevr_radin plays N _Broadtm“'s Guild
VOANG[R OR. OANFIELO Druna Faouly | 30-unn, 17wk 1§7.50- 14 30-min A l'bycmoglml m?au-ngs 5 Teleways—TE]
E "CLIFF EOWARDS SHDW Musical ;an—nil_;| 15-win, 5/wk | on request Minstrel-tnan Edwarde’ famous songs Broadcaster’s Guild
1 ThoseraLTY TiME “Musical Family | 15-min, 5 wk $3.60-467.50  Carnival of southern sougs NMonograti
LASTING mru:mom_ Drama ;’a_m-i;y 5-miu, 5/wk : $1.20-833.75  The crueial e\-«-x-m in famous lives Monogram
MR ACE Drama Fau;il-y 30-min, 1/wk $7.50- % 36;::;2 .\lysl(-r; ;\'hoduni( with George Raft Teleways—=TSI
™ MOON OREAMS \Musical Famg' 15-min, 2-5, wk _85 up oﬁ requeat  Soothing songs, music, poetry Tele ways— TSI
MUSIC BY MUIR .\l-umcal— l’_mn;l)- ‘ I;»m_in. 5/wk _—()n rt-m;l i Wayne Muir's piano stylings Biroadcaster's Guild
b T;ANK PARKER SHOW i B .\iumcal Familyk _15~|nin. 2-5/wk iT.‘» up_on n:qu;; Frank Parker’s songs, Bea Wain, others Teleways—TS1
u —nﬁunou HOUSE PARTY o ;’arit(y —) F&l—uﬁy | 15-min, 5/wk | 83.60—867.5_0 —TiheiDuke of Paducah, songs, [rolica Monogram
nT:I_An 10 GOLO Drama Fauily  15-miu, 2-5, wk {309 14 hr elass A, Marvin Miller tells of lost treasures Broadcaster's Guild
1 _unu's MAGIC CHRISTMAS TREE Drama Juvenile l-s:nin. 2-5/wk N Un n-'q-ucsl_ . .\d\‘(';(urcs i; Sa:(:;s_domaiu Kasper-Gordon
} ;cmu SHAYNE - Drama Family  30-min, 1/wk 370‘/5_30?min class A _P_ri\-a(e-eye whodml. Based on books Broadcaster's Guild
1 .snns Of THE nonuus_ Musical -l-‘nmily 1$-mig, 2-5/wk $5upon reques-l Western s_ongs. ballads, old favurites Teleways— TSI
V—S—ITANG[ on[mu; . Drama Fanily §-min, 2-5/wk 'SISO up on re(E-s_L Pat -Me(}eehan in capsule thrillers ! Teleways—TE1
STRANGE wills Drama Family  30-min, 1/wk §0.50-1%, 307mm A’ Unusual bequests, stars Warren William I Teleway»—TS1
"!ms mumc_\;:;w iﬁna _Famil,v 5-min, 2-5/wk $1.50 up on request Odd stories, strange customs, places | Teleways—TS!
—:wzmunu of rmoccm; Fantasy o Juvenile l-’)-min. 5, wk ¥Bm:d on mkt From the famous book ! Edwand Slomun Prod
] "AOVENTURES OF SIR KINMORE KINIK. Comedy _anﬂ' | l:l;n 2] \rk— __ilzso-seu T\ms: \;‘orfs as big eity reporter Witte Radio Prodas
ADVENTURES OF SONNY ANO BUOOY  Varict) Juvenile  15-min, 3, wk $10 up ou request  Ninging brothers, 13 and 15, with a traveling show Walter Biddick
i I’ -:iauu OF COURAGEOUS WOMEN Dm;lu _\\'on:n_ 13-min, 7, wk Based on mkt Carcers of g:ca( wouien of the past i Radio Providence Prodns
ALL STAR W[SI[RN_IM-[A_M[ - Variety Family 'EE;:;.._l‘—z; Wi - $12 53-50‘_-' 'S;o;ie:o'r'ihgo;iern -\\'es(, cowboy ballads larry 8. Goodman
1 _Tnuac;'s FAYORITE MUSIC o Musieal Family | 15-30-min, 1-2, wk V 810—870_ Senii-classical, popu_lar musical show Richard A. &trout Prodns
‘ -—;No GLAOLY I[AE i Drama Tamil)r 15-min, 1, wk B—&*cd on mk(- L;ly stories of a modern American school Radio Providence Prodns
ANOERSON FAMILY Cor;n:d,\ . l"amil}: 30-min, 1, \\k— —311.50- $52.50  Family situation comedy Hollywood Broadcasters
ANOERSON FAMILY Cot;c:l_\ 'F;.ily 30-_min,_llx P {81; 50-§220 ?_\'pn(‘al Ameriean family, situation eomedy Finley Transenptions
AUKT MARY Dmm:; —\\‘omen l5:un, 5, wk — $5-850 :x mod('r:mall-lowu woman erusading against bigotry  NBC Radio Recording
“eaBY 0AYS Talk Adult | 15-miu, 1-2, wk " $1 810 Dr.D.S. DeLova diseuscos child care. Mdsg tievins  Harry S. Goodman
"ART BAKER'S NOTEBOOK Variety Women mo-_zmn, 5/_wk_ &_3- 8:} §75 8150 _lliomc.\' ;;hllosophor comments on human-interest nem_s Cardinal
8ARBERSHOP unnom—u A\lumalk i l";n;ly_ | _15-_mm, 3 wk ok a § 810_ The old songs, sung by a barbershop quamue- Robert P. Mendelson
TBETTY ANO 80 Drama Women | 15-min, 5wk $3.50-120 Human-interest serial drama NBC Radio Recording
BIRTHDAY 3POTS Musieal Emll,\' ‘E 1-nnn, ul;lll:l ] $6- $125 T;eful birthday greetings for every day of (h; _\;a_r - 'I]u'r,\' 8. Goodman
BLAIR OF THE MOUNTIES Drania { Tuvenile | 15-min 3 Wk 2 85 Adventures of Sergeant Blar. Wild Weststufi Walter Biddick
l_OHDN BLACKIE Drama Fannly | 30-min, 1 wk ] _OR_ o Mystery-adventure whodunit; stars Diek Kau::_ Frederie W. Ziv
“THE BOWMANS o Musical Family | 15amin 1-3-5, vk $2.90-822  Lynne and Larry husband-wifc) sing familiar songs  Finley Transeriptions
JEFF BRYANT SHOW | a Varnety _.\dult 5-min, 3?& k— - 8?._5045 . Delightful au:oor varns told by Jeff Bryant Gordon M. Day
s_muv BURNETT SHOW Musical _Fun_il_\'_ 5-15-min, 5-;3 _\\ k_ 81-0 up on -r('qurs( \\'e;t(:n and_ hillny disk jockey show l'mvcml_Rnordmg
CALLING ALL OETECTIVES Drama .Fam_i ly | )5-min, 5, wk o Based on mkt .\-lys!er,v-ad\'('n(ure:lis(ener;hane quiz. Tested WGN  Feature Prodns
CALLING ALL GIRLS Vanety Teen-age l.;-min. 1 ﬁ Based ou m-kt -F(-nnmne chatter, fashions Frederic W. Ziv
CAPT STUBBY ANO TME BUCCANEERS e ;amiTy 15-umn, 1-3-5, wk 5,65 $166.65 ra;';n(ic;uld novelty tunes Finley Transeriptions
"CAM CUGAT - .\~l:4swa| l‘;nE T&»mln. 3, %k 7 Based on mkt é;rkling show with Xavier Cugat and his orehestra World Bdcstg System
THE CAIH[OML— HOUR Drama Family l‘;-min. 1wk — §6 40-$71 50 m .\ljlcalf sings hymns with organ music Finley Transcnptions
CAVALCADE OF HISTORY Drana Family _IS-min._l—S, o -;7 50- s-su "D it eation of important histoncal events Transeribed Radio 8hows
‘c—nmmu 1POT COMMERCIALY Musmenl Family :mn. unlim OR O-p-';hfnd Clristmas spots Guild E,d_.o Features
;H[ CINNAMON BEAR Druma Juvtnile  15-mun, 1-3-5, w_k_ $3- $50 Famous children's fantasy iloﬂyn‘ood Recorded Features
_coul ANO GET IT - Aud partic ;\'ouw; 15-min, 3/wk $3.50- $50 Radia’s nnm::l food quis | NBC Radin Recording
.u—)nu-s uowu;:o NEWS & 603317 . ~ \\'_(;n:n l.':m. 1 -k_ I $10 $50 ] (;a\xip and s(ori_('s from the film capital Federal Artists
7 -;A_u-(omu OF HOLLYW00O rr anul_\-_ _l.’l-min. 2-k— B _l'.?_ $15 Thnlfing stories of movie stunt m-vn ' Walter Biddick
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ALE-STAR
WESTERN THEATER”

. dy Py /
,Ccc&&v Check your cow-pony at the hitching post

,:,(f"'cw and get the low-down on some of the ratings we've lassoed.

WMBD Peoria, Ill. 15.1 WKBZ Muskegon. Mich. 14.3
WSBT South Bend, Ind. 13.9 KMBC Kansas City, Mo. 13.5
WHO Des Moines, Ia. 14.1 WOW Omaha. Nebr. 16.6

WOoW/! e=— 2

<
ALL STAR WESTERN THEATER
is a sure fire Radio Program, combining
double-barreled entertainment featuring AGENCIES
Republic Picture Stars. g:g#gggs
FOY WILLING :
s Here's y
and his o e %
e show
RIDERS OF THE PURPLE SAGE for youl
and Special Guest Stars Wiite for
JERRY COLONNA irforma-
JACK HOLT tion and
NICK LUCAS 1 shoot
MONTE HALE wel shoe
JOHNNY MACK BROWN the works—
JACKIE COOPER Audition
VIRGINIA MAYO Di
and many, many, others tscs
and all. IS -0

S. Good

3

19 EAST 53rd STREET RADIO- PRODUCTIONS NEW YORK, N. Y'ﬁ_.}

-




'
NAME TYPE APPEAL I TIME PRICE PER EPISDDE PRDDUCER’S EXPLANATION PRDDUCER
*INE DEERSLAYER Drama Juvemle | 15-nun, t- 3—5/;&. $3 $50 3 _(:_ox-r s virile tales of Colonial wars ! | Holly wood Recorded Features
i ;EHINV TRAILS Drama Juvenile ] I5_m;, 3/wk _—53.50 £50 B &ulh«nne Aapuuons of James Fenimore Cooper’s (alesi NBC Radio Recording
i DIARY DF FATE Drama Family ["30-4 30-win, 1/wk $11 50-8$220 Mystery show. llow fate intervenes | Finley Transcriptions
. DOCTDR'S DRDERS o Drama Family _I;-rum. 7wk B _l!aa-d on mkt Dlrumalin-d health situation stories, live interviews | Radio Providence Prodns
TOMMY DDRSEY SHOW Musieal P::ily 60-nain, 5, wk $10 up on request Tmuscrih-d disk-jockey program; Tommy Dorsey | Louis G. Cowan
DRAMA DF MEDICINE Drama Adult—‘ 15-nun, 1-3-5 wk $5 up on request Tl'(-roi;achib\'cmeu(s and great discoveries Grace Gibson Radio Prodns
uEA $Y ACES Comedy Famly | l5-m|n: 3_-5/\~k 7 OR June and Goodman Ace. Longstanding bit Frederic W, Ziv
| ) l-)ul(( ELLINGTDN DISK JOCKEY sHOW | Musical Faimly 8(;-mir;. 5, wk C Nta l t.me hr ru(u Tlu- Duke spml the planers guest stars Harry 5. Goodman
. JOE EMERSON'S HYMN TIME Religious Family E-—min. l-O/wk— $3 25 §40 | h;urmg Joe Emerwn star of Hymuns of All Churches i Morton Radio Prodns
! EXCLUSIVE ﬂonv o B Drania ' Family | 15-mun, 1ywk 6. I‘o»tul__50_| }mory complcte. u('l!papcrd_ramd l lee} Transeriptions
FACT & m.ucv Vanety Adult [ 15-min, 3 5, wk L{ class A-ume Unusual facts, strunge stories, in narrative (mrdon M. Day
_“CY DR FANTASY - Drama Adult I S-min, 1-3 5 6 wk 7 OR B ,i\lh«lrd stories of psyehic phenotnena I Charlie Basch
E ;:lnnn.n Drama =T Juvenile | l_5-min. 5 wk 25%; !y br elass A] Dramatizations ol_lau-mus IuirylaTe—a _: C. P. MacGregor
-:FA_MILY DDCYDR Drama Adult : 15-min, 1-3-5. wk $3- 450 | lnumal(' ghmpscsxmo human behavior : Hollywood Recorded Features
r—A-unus RDMANCES Drama Woinen | 30-1n, 1, wk B OR : Great lmc stories in history ‘i Hollywood Recorded Features
I FARMING TOMDRRDW Farmi Adult ' 5 mm, 5, wk b '5 5-niin clxm-\ Latest scientific dudopmcms in agriculture | Howard House Radio Prodns
TVDRIIS STORY Drarma I"amily 30-mm< l wk $i2 HOOU N ﬁmuld Colman mc’s', naine guests; famous dramas Frederic W. Ziv
;[DSRAL AGENT -Druma Family | 15-min, 1/wk N -M 40 $71.50 | Crime doesn’t pay slant Finley Transcriptions
‘ FEDL SAVINGS & LDAN JINGLES Spots Family ' %4 min _ OR | = _gpt-n-end spots; FR&L firms only | Charles Stark
FIREFIGHTERS Drama | Family = 15-min, 5/wk $16-$350 l True adventures of a big city’s fire dept | William F. Holland
FIRESIDE TALES Dru;u Fanily 5-nuin, 1-2 wk —Based on mkt I Slorics_of adventure presented by Frank Grabam World Bdcstg System
! COEMNTE MysTEMES | Drama | Famiy  Sminduk | $1.40-520 | Complete mysteries in 5-min packages | NBC Rudio Recording
}‘ "ﬂﬂimm MUSIC o ;uswal | Family [I_S-u_un_ ;3_, wk_‘ $11.50- 322 i Marion H;uon with guest stars E Finley Transcriptions
Jrnnlnmls DN THE SANOS DF TIME Eﬂma Family | 5-min, 5, wk Based on mkt | Lattle biographies of outstanding people World Bdestg System
B ﬂ;ﬂﬂngE_N DIARY Plzama Womcn I 15-min, 5/wk Based on mi_l Soap opera.  Small-rown family Frederic W. Ziv
FY! FOR YOUR lN!nﬂMAIION d Variety Family '. 15-nup, 3/ wk OR Radio adaptation of a news feature page Ed Hart & Assocs
_mv_rnn[ﬁ mnoa $ DAUGHTER]| Drama Women | 15-min, 3-5/wk i SS-R_ .Et;ap opera, 10-year favorite Harry 8. Goodman
FRONTIER ncmus Drama Juvenile | 15-min, 1-3-5. wk F $3-350 |Er}ng exploits of American pioneers Hollywood Recorded Features
-_‘Fu;:l Bﬂ:n(nn o Comedy Family 5-min, 5/wk ! $1.40-314 Comedy for breakfast audiences; Howard & Shelton ! Ford Bond Radio Prodns
_nmr:n o \L’am‘t;_ | Family | 15-min, 1-3-5/wk | 85-850~ -John Murray, Chf Arquette, King's Men Hollywood Recorded Features
EDDIE GALLAGHER'S SPDRTS GALLERY| Sports | Family I 5-min, 1/wk | On rcqucst— | lluman interest sports stories ! Thomas . Ahrens
[ :EIE GALLAGHER'S STARWHEEL Musical ! Family : 60-min, 5/wk |‘___0_n request Disk jockey session on wax | Thomas 1i. Ahrens
GENERAL STORE Comedy Faniily | 5-min, 1-3- -8/wk |  On request Rural eomedy ' Hollywood Recorded Features
_’c_:mnc uo:; SUT OF LIFE TOOAY | Inspirational = Adult 5-min, 3, wk ; $1.20-§16 Down-to-carth inspirational talks NBC Radio Recording ‘
GHOST CORPS ol Drama Family | 15-min, 1-3-5/«k £3-$50 Oriental mystery Holly wood Recorded Features
rue GREATEST OF THESE Drama . Family | 30-min, 1/wk On request A young attorney's erusade against evil All-Canada Program Div
GREEN JOKER [ D;na [ Family | 15-min, 1-3-5/wk -&'1-550 The master detective's calling card Hollywood Recorded Features
N ;a'un VAI.I.[V.V;.INH o D_rama Family | 15-min, 2, wk 82--81_5 Railroad story thriller. Romance Tﬂ!ﬂ' Biddick
7 @_WM‘L ) Vm-partic -Fa;l-y . 15-min, 1-3-3, wk o -&'i ;5(;‘ — Bn;in teasers and_answers i Holly wood Recorded Features
_ GUILTY DR NOT guILTY Aud partic  Family | 15-min, 1-3-5, wk £3-$50 Court trial with audicnee the jury | Hollywood Recorded'Features
HAPPY THE mmnuci . o Drama N Juvenile | 15-min, 2-3,wk _H.Q(}S?-O B Advcntur:ola hybnd and his animal pals ! NBC Radio Recording
: -HAPPV VALLEY rou(: N o -.\I usit;l Family 15 -foin, l-3-5/v.L i $3-§50 Real hillbillies sing favorite ballads Hollywood Recorded Features
l_’ou nuonv m: o o -.\_lusicnl__- Family | 15 -min, 2 uk -36 up on request  Hawaiian musie and singing Walter Biddick
HAUNTING HOUR Drama Adult 30-num, 1, wk $7-$100 Original psychological mysteries, thrillers NBC Radio Recording
7 HAWAIIAN FANTASIES - ..\lusu-nl Fanily | 15-nuin, 1-3-5 wk - 8 S;()_ _.\_an\e music and legends Holly wood Recorded{Features
rﬁ[ HAD HIS N[RV_‘[ B Drawna Men I 5-min, 7 wk ﬁvd on mlu Sur;n:ljls—lsrr(-alm Radio Providence Prodns
HEART SONGS Mousiecal Adult | 15-min, 1-3-5,wk 53450 | Sadino Connor, Kenny Baker, quartette Hollywood Recorded Features
CweweroL mamey | Musieal Women | 1-nin, unlin #5100 Houschold hints in jingle form Harry § Goodman
MOLLYWDDD CASTING DFFICE Varnety Family l 15-min, 1-3-5 wk $3- 350— Bud Jausson, hilarious Hoily wood comedy Hollywood Recorded Features
HOLLYWDOOD SOUND STAGE Dramsa Family ,I 30-;m_.l uT 257 elass-A l(, br Love, romance, adventure C. P. MacGregor
;MDlUWDDD SPOTLIGHT . Varuety Family | 15-nua, 1-3-5 wk _35 350_ Bob Humns. Martha Raye. Phil Harns mllywood Recorded'Features
HOLLYWODDD THEATRE OF STARS Drama Family | 30-min, 1 wk S0 class-A Vg-ir Dramas C. P. MacGregor
_NDME SWEET HOME Draina Women | S-mun, 1-3-§ wk On requ u F:m;h' situation eomcdies ! | Hollywood Recorded Features
HOMETOWNERS Mu.eal Fanunly l.5-m_m. 1_7 uk $4 $94 50 Cast lormerl\ \I{("< "Re\ell.lc Roundup” | Morton Radio Prodns
HOUSE IN THE COUNTRY Draina Family | 30-nun, 1 wk T e se $275  Situation cnmed\ aboul a young couple [ NBC Radio Recording
" WOUSE OF DREAMS Drama Adult 15-aun, 1-3 5 wk 83 550 Favonte pocms and songs | Hollywood Recorded Features
IMMDRTAL LDYE SDNGS Musical Women S-nun, 5,9k $2 up_or; ;'(-qu'-sl lrewe Verner, LaTrc;‘ aemo singimmortsl love songs Transcription Sales
) lr: HIS STEPS Dran s Familv  30-min, 1 wk o Ruvr‘l on mkt Storv of tolerant, kindlIv preacher Fdward floman Prodns
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TRANSCRIBED FEATURES THAT SELL!

Ed Hart Productions Have
SPONSOR APPEAL

ADMIRAL ZACHARIAS'
WORLD INTELLIGENCE REPORT

Adnmiral Ellis M. Zacharias, war-time Deputy Chief of Naval Intelligence and
well-known lecturer and author, analyzes world events not as & commentator
but as an experienced Intelligence Officer. WORLD INTELLIGENCE REPORT
is dramatic, timely and authoritative. Admiral Zacharias and his WORLD
INTELLIGENCE REPORT build prestige for station and sponsor. Transcribed,

quarter-hour, open both ends, with middle commercial. 52 weeks a year, for
focal and regional sponsorship.

“IS CONGRESS DOING ITS JOB?”

SOMETIMES AN INTERVIEW, SOMETIMES A DEBATE, ALWAYS INFORMATIVE
BILLBOARD Magazine's First Award Winner for Public Service. Now in its

third year, broadcast from coast to coast. Most influential quarter-hour Wash-
ington discussion feature on the air. A saleable public service program with
guests who make American and world history. Quarter-hour, open both
ends, 52 weeks a year.

Coming Soon!

FYI An Agency natural FY It's Dramaticl It's Informa-

tive! It's Terrific! .
FYI Bl:;mRadio-_Salesman's FYI a3vo/|;ee-kc|uarter hour Shows
FYI The Sponsor's Delight FYI For the Whole Family

Rates and Auditions Records Available

ED HART & ASSOCIATES, INC.
WASHINGTON RADIO PRODUCTIONS
1737 H STREET, N. W. ° WASHINGTON 6, D. C.
PHONE REpublic 4312
Write, Wire or Phone For Information
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there’s an
NBC Recorded Program

for every advertiser

...every listener

NOW 25 BETTER SHOWS
TAILORED FOR

BETTER PROGRAMMING
AT LOWER CGST

A i ————

The Haunting Hour ) - -

e B e A The Playhouse of Favorites |

The world's greatest novels and plays in

brilliant dramatized cditions—with all-star

casts including Wendy Barrie, Les
Tremayne, John Carridine, Signe Ha

and Elissa Landi. Typical programs

1 ¢ ¢ ities; Ki 1

I DA a o S J

To Conqguer and Anna Karenina.

K

Other NBC Recorded Spine Chillers:

Other N8C Recorded Dramatic Headliners:
Caomedy—A HoUSE IN Tug CoUNTRY—
52 half-hours for l-a-weck broadcast.

A re—STAND By t ADVENTURF.
78 quarter-hours for 2-a-week broadcast.

ce—MODERN ROMANCES

Aunt Mary

c O w afn

ck broad

Another Top-Rated NBC Recorded Serial:
BeTTy AND BoR—390 quarter-hours for



sEA-‘;ON

Touchdown Tips with Sam Hayes

Available Now For Fall, 1948

Now in its seventh greal year—this pioneer
recorded foothall forecasts-and-facts

show is a complete FFall merchandising
package. Week-by-week forecasts of the
season’s top games. 13 quarter-hour pro-
grams for weekly broadeast throughout the
coming football season.

Far Year-’Round Sparts Appeal:

ThroucH THE SporT GLAsSS—A parade of
sports highlights covering the entire field.
32 quarter-hours for 1 or 2-a-week broadcast.

1
AL SPEC\A"

= e

THREE GREAT JUVENILE SHOWS

At Christmas-Time

Harry Tur HuMsuc—
Whimsical comedy adventures
of a faneiful animal hybrid
and his animal pals.

54 quarter-hours; 15 pre-
Christmas ; 39 post-Christmas
for 2-or-3-a-week broadcast.

Magic CHRISTMAS WINDOW—
Favorite fairy tales drama-
tized as two youngsters find
themselves behind the glass
of a store window with the

i toys come-to-life. 25 quarter-
' hours for 3-or-more-weekly

broadeasts.
- Anytime

DESTINY TRAILS—Authentic
adaptations of famed James

Fenimore Cooper tales
including The Deerslayer;
and The Last Of The
Mohicans. 156 quarter-hours
for 3-a-week broadeast.

4 The Three Suns and a Starlet

America’s favorite instrumental trio—
with popular guest songstresses Nan Wynn, -
Kay Armen, Irene Daye, Dorothy Claire— | g
in a musieal program styled of sunlight
and stardust.

78 quarter-hours for 3-a-week broadcast.

Other Delightful NBC Recarded Musicals:
Tise To SinG with Lanny and Ginger ’
Grey—156 5-minute programs for
3-a-week broadcast.

CagrsoN RopisoN AND His BUCKAROOS—
117 quarter-hours—{requency optional.
ART VAN DAMME QUINTET WITH LoUlse
CARLYLE—117 quarter-hours for 3-a-week
broadecast.

TiMe OuT For Fun AND Music—With
Allen Prescott and Ted Steele. 65 quarter-
hours for l-or-more-weckly broadcasts.
REFLECTIONS—104 quarter-hours for
2-a-weeck broadcast.

Allen Prescott...The Wife Saver .

Featuring one of radio and television's
cleverest performers, originator of the
“Wife Saver” and the “Didja Know''—
Allen Prescott . . . with laugh-flavored
household hints and the same light-
hearted, sharp-witted repartee that has
brought fan mail by the carload to a score
of nationally-known advertisers. Music
and songs by Rosa Rio and Brad Reynolds,
156 quarter-hours for 3-a-week broadcast.

FIVE-MINUTE SPECIALTIES

Tue NAME YoU Wit REMEMBER—Engaging
personality show about notables in the news with
William Lang. 260 5-minute programs for
3-or-5-a-week broadcast.

GeETTiNGg Tug Most OuTt OF LIFE TobAY

Down-to-earth inspirational talks tuned to the times by
Dr. William R. Stidger. 117 5-minute programs

for 3-a-week broadcast.

Also NBC Recarded Especially Far The Girls:

CoME AND GET IT—Sparkling audience
participation show with m.e. Bob Russell,
Alma Kitchell and Gaynor Maddox.

A banquet of information and laughs . . .
ideal for food advertisers. 156 quarter-
hours for 3-a-week broadeast.

NBC Radio-Recording Divisian, Syndicated Pragram Sales
30 Rackefeller Ploza, New York 20, New York

Send us complete information on:

PROGRAMMED AND PROVEN OVER 1000 RADIO STATIONS

.._"‘“@!7"’/; ) O
- PROGRAM TITLE(S)
[J An 25 NBC Syndicated Programs

O © NAME ... . TITLE
COMPANY
| A service of Radia Carparatian af America
RCA Building, Radio City, New York+ Chicago » Washington « Hollywood « San Francisco ADDRESS
CITY oot s vl ZONE  STATE




MR~ o ag

NAME TYPE APPEAL TIME PRICE PER EPISOOE PRODUCER’S EXPLANATION PRODUCER
INCREOIBLE. BUT TRUE Dratng Faonlv 15-mm, 1 5 wk £3 00 Unusual phenouiens which cannot be a:p—l;uml Unusual P'ca(;5 Syndicate
INTERLUOE Muysual Adule 15-1mn, 3 wk $194 50 cowplete  Organ, vocals, with puetry C. P. MucGregor —
1S CONGRESS DOING ITS JOB Forum Adult 15-nun, 1wk U request Influrntial show, Washington discussion - e kEd I—l; &—.\ssocT - —
;ahuv HAPPENED Nareat ve Fannly 15-nun, 3 3 wk Based on mkt Jun Ameche reveals Little-known fucts re celebrities Tele-RaAi;('ruuons
IT REALLY HAPPENEO Drana Funnfy S5-unn, § wk B Un request Nurrated humun-m-lcn: stories Thomas H. Ahrens
I1T°S SHOWTIME FROM HOLLYWOO0O | Varict Famiy 15 30-tmn, 3 5 wi Ba~ed on mkt Freddy Martun’s bund. aumn — Fredenc W. Ziv
1T TAKES A WOMAN Drama Wonten  Samn, 1 3 5 6 wk On request Capsule soap op(-r:us,:ach epmod;(;nuplue Charlie Basch
-ll TAKES ALL KINOS Deuma Faonly  15-mn, ) wk Bused on mkt Universal tolerance theme _R;io Prﬁmcrj Prodos
annv AT FAIROAKS Druwia Juvewle | 15-nun, 1 35 wk | $3 $50 Jerry gors to nnlitary school Hollywood Recorded Features
_J[ BRY OF THE CIRCUS Pruna Juveutle | 15-mm, 1 3 5 wk l $3-150 A boy’s life 11 a eircus Hollywood Recorded Features
—m[—“o CYNTHIA Comedy Family Senm, 1 3 5 wk 1)u request Situation com:,\' skits — Hollywood Recorded Features
lsﬁnu JONES & HI$S ORCHESTRA Musiesl | Adult | 13-uun, 1 wk { $10-350 Jone= grehestra plays l;ld favorites _F(:i_eral Ar;E )
KEEPING UP WITH mccusw_o_nlns Comedy | Family | 15-nan, 1-3, wh = $4-535 Fduecational sud entertaining. Faniily mu;non tomcd;' Harry 8. Goodman
KING COLE COURT Musical Family lS-nn;. 2 wk ;5”’; Vi-hrelass-A King Cole Trio. guest stars - H ?P. MacGregor
HENRY KING SHOW o .\luslcal— Family | 30-min, 1 wkﬁ ] 25 Vy-hr cluss-A ll;‘ur,\‘ f(inz. gucst stars C. P. MacGreger
”wnN! KING SHOW .\Iusm:n-l Famtly | 30-min, ) wk— On renuest \u;:h nlelr)diﬁes:(nn - F;eac Ww. Zi\-__
KOMEOY KINGOOM Varety | }'m.ily 15-0un, 1 3-5 wk £3 $30 Fast comedy. headline artists Hollywood Recorded Features
B 'uonn KOBBLERS Musical Famly 15-mun. 3 5 wk Based on mkt Novelty niusical show, slapstick gags —I'_re;nc_ w. Ziv
.l_AF;AnAo[ Vuriets Fanuly | 15-mim, 1-3-5, wk |_ £3 830 Kv:.\'_ll; {ast comedy re\-iew—_ Hollywood Recorded Features
_L_ASI OF THE MOMICANS Drama Juwni—le_ I lé;u. 1-3-5 wk -I_ $3- 50 pr?—'snrile lanf Coloniarwaﬁ Hollywood Recorded Features
LEANY OF NOT u!-:Au[ Sports ] Funuly 15-min, 1 wk ,$9.65 up o; ;equeal Fm;lk leahy gives inside sports stores Green Assocs
LEISURE HOUSE — Drama i Wome_n : 15-min, 1-2 wk _S'.’(X}Sl()l)o Daytmu-_domrsnc drama, Hollywood cast ! George Logan Price
LIGHTNING JIM S Drama ?;muly | .’SO:miu._lwk ‘*On_requcs( - Human Ea;r dramas, adventure 5 ' Frederic W, Ziv
I.IN_OA'S mm—l.ovz - Drunia i Wonien lg-min. 3-5 wk 78.-': £50 L';oan owra._radio hit over 11 years 3 | T _H;r_y 3. Goodman
‘lI;ING PAGES FROM THE soox—or LIFE| Drama ‘ Family 30-min.l_u k $5 up on request  Immortal Bi_hle stories 1 ‘ George Lokan Price
&UY LOMBAROOD sno;w o Musical Fumily | 30-mi|: 1, wk_ = On request .\|;sic iml;mb;io manner [ . rﬁ«?‘.c K Ziv
LOOK & LISTEN - Screen Women | 15-min, 3-5 wk 25% Yy -hr class-A lloll}woml cominentary, I'eatu;ingTan;e guests | Gordon M. Day
- KAY LORRAINE SHOW i Musical Fanily | 15-min, 1 2 wk $7-§100 R;dio's versatile songstress, and Frank Gallup r!i:u'r.\‘ & Goodman =
I LOVE MAKING INC Varrety Women  15-min, 3 wk ?.’0 up on request Romance and personal problems | Transcribed Radio Shows
_I.;;[ u.l.!s Drama Women lS-mm._l—:i—S wk N $3-$50 Modern ron:nres | Holly wood Recorded Features
MAGIC CHRISTMAS WINOOW Drama Juvenile lS-min_.'.! 3 wk_ $4 00-%70 Favorite I'm_ryl_alt's come to life NBC Radio Recording o
MAGIC ISLANO D-ru;na Juveml; I5-mI 1-3-5 wk —83-—850 Ftopl(' living under water on a disappearing island ' Hollywood RccordedVF;alures
MAMA BLOOM'S BROGO Drania . Women  15-nun, 1-3-3 »T - S-’.; $50 Witty family series l Hollywood Recorded Features
—uM wITH THE STORY ISrama F.unll\— Ti-mln. 1 wk $3. 50—5._50 .\I;(-r .\icl.eoT.world traveler, ac(or:k writer, narrates, NBC Radio Recording
MANHUNT Drama Fanly 15-min, 1 wk e 7Bia>‘ed on mkt M_\'ﬂcmjhnl;cr of whodunit type Frederic W. Ziv
MANPOWER Drama Adult I5-m'm_. 1 wE £25 §150 l:'abor's coutribution to a greater America Lowe Radio Features .
MARION ANO REGIE Comedy Family 5-mun, 1 3-5,wk On request \'aud;\‘illc:medy act Hollywood Recorded Features
LOUISE MASSEY & TRE WESTERNERS | \Musical Family  15-min, 1 7, wk $4 8% Popular western |;|usiml_.Grea( rural favonite Morton Radio Prodns
MASTER'S MUSIC ROOM Musieal Fanuly i5-m:. l—:_l~5, wk $3-£50 Svmphony, f;mli_ar semi-classics Hollywood Recorded Features
JOE MC CARTHY SPEAKS onns Meu S-min, 5 wk C ses0 Inside stories of baseball | Robert P. Mendelson
MELOOIES THAT ENOURE Musical \Women l5-mn: 3_\\k -S~|, 6(} £33 Tenor and organ, memory music and harration Hal Wilson
MELOOY LANE Mutsieal Family S-num. 1 3-5 wk On request Ln;r_v Burke. \;c troubador, soft rh\_l;m oﬁestra l‘l;l]_\-wood Recorded Features
MEMORIES OF MAWAILI Musical Famuly 15-min. 1 3-5 wk $3 §350 So_l;s of the islands__ Holly wood Recorded Festures
METROPOLIS Drama Adult 153-nun. 1 3 5 wk $3 $50 Dramatie (ales_from cn__\- hife Hollywood Recorded Features
MIRACLES OF FAITH Narrstive Fann iy S-nin. 3 wk B $430-§1250 Robert Swan narrates stories of great faith Fred C. Mertens
MIRTH PARAOE Varety Fanuly l.’»-ml—l’h 1 3_~5 wk R }3 {50 Don W ilson, Bob Burns, Tlnie— Lish Holly wood Recorded Features
MR NILL AND MR. NULL Comely Fanuly 5-nnn, 1-3-5 wk On request " Adumb comed)_'skil ) Hollyweod Recorded Features
MOOERN ROMANCES Dran Wonen lé-m;n. 35 w_k_ $3.50-§50 Stoues from Alodrrn—koman:'rn-mﬂﬁallne NBC Radio Recording
MOON OVER AFRICA Drania Fainly 15onnu. 1 3 5 wk $3 $50 Afnican jungle m_\'ster,\'.—blxrk magic _HollyTood Recorded Features
MUROER AT MIONIGHT Dreana Mult 30-min, 1 wk $7.50 up on request  Mystery program of top network mlil;r; = ;19_6. Cowsn
MUSIC FROM HOLLYWDO0D ANO VINE | N, Famly  13-min. 1 5 wk $ 301 clas-A Roy Bargy's orchestrs, song stylist Jeanme McKeon _&_:Iec—(:d Radio Features
MUSIC HALL DF FAME fu wal Fannlv 15-nun, 1 wk $n §145 The musical great in accounts of their carrers Ford Hond R;Ah-o_?‘rodns
MUSICAL COMEOY THEATRE M Familv  30-unn, 1 wk $10-§2 1h-pr-ee or('h_cslrn with choir a Charlosmh;mn
MUSICAL THERMOMETER J nales Familv L-min, unfim $5- 835 60 different lcm|~-rul>uros o l_ilrMIJ(\‘i‘ph -
MY PRAYER WAS ANSWERED Dr. Fam:v 15-mun, 1 3 wk $5 $35 True stories of how prayer helps people N Charles Michelson
MYAT AND MARGE Dra Wonien  15-nun. § wk $30 $540 Soap opera on hack-stage theatee life Finley Transenptions
MYSTERY CHEF Tak Women  15-nun, 1 2 wk $3 50 §25 The fanious Mystery Chel's low <cost menus 7Hu-r,\' 8. Goodman -
MYSTEAY HOUSE Dran o Far Iy -mm 1wk $10- 3100 Allstyr whadumt  Fach <tory complete Harrv & Goodman
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TRANSCRIPTIONS
(Continued from page 47)

Also okayed was their use for one broad- |

cast to permit stars to record more than
one broadcast at a time. The wire or tape
recorder has been employed for this type
of transcription, and has been delivering
a higher grade of transcribed program
than that of Bing Crosby during his first
recorded network season. Wire recorders
are also being used by all networks to get

around the problem created by a nation

which is part on daylight and part on
standard time.

Some sponsors who have planned to use
a specific e.t. program to reach the
nation, as they do through one network
program, have discovered that they can
do better by varying their e.t. vehicles.
Thus since the Twin City area likes
bouncy music, they sponsor polkas in that
territory; since Mobile goes for Carson
Robison and His Buckaroos, that’s the
type of music it gets. Syndicated e.t.’s
make this custom programing possible.

A new use of syndicated transcriptions
has been in the block programing of the
early hours. 1t has been found that at the
6 and 7 a.m. hours music and programs of
a uniform mood do best.

As yet the e.t. firms haven’t come up
with any outstanding give-away or audi-
ence participation programs, which seem
to be all the rage at the moment.

A number of stations are planning such
programs with the use of musical libraries
such as those of Thesaurus, World, Lang-
Worth, Associated, Sesac Standard, Capi-
tol, Keystone, and Cole. Participation
programs are difficult to transcribe.

Outstandingly important is the fact
that most transcribed series have pro-
motional kits which are available to spon-
sors. These kits contain ideas calculated

to start sponsors thinking of promotion. |

Promotion is extra vital in a big metro-
politan area where the e.t.’s compete with
many live programs. In these sections
e.t. producers are being forced to scale
down their franchise rates. In the past,
areas like Los Angeles, Philadelphia, New
York, Chicago have been asked to pro-
duce fantastic royalties for e.t.'s, with the
result that the latter haven’t been used
much in metropolitan centers. During
the past six months the big transcription
companies have realized the fallacy in this
approach. That’s why many more e.t.’s
will be heard in 1948-1949 in the great
population centers.

SronNsoR forecast last year that 1947-
1948 would be a Transcription Year. It
was. We predict that 1948-49 will be
even bigger. L

JULY 1948

“Through the Listening Glass”

conducted by

JACK SHAINDLIN

30 Minutes of Musical Glamour! Wondi'ous
melodies starring Jack Shaindlin and the radiant
voices of his “‘Silver Strings" orchestra . . . rich

old ballads by the Lang-Worth Choristers . . .

songs of eternal romance, featuring Dick Brown,
Joan Brooks and Johnny Thompson. All heard . ..

"THROUGH THE LISTENING GLASS”

Available now, via transcription, on 600 Lang-Worth
Stations—exclusively! For cost, contact any Lang-Worth

Alffiliate. For additional information, write:

LANG-WORTH, Inc.

113 W. 57 St, NEW YORK
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NAME
MYSTERY IS MY HOBBY
NAMES YOU will REMEMBER
MATIONAL SINGERS

NEMESIS INC

NETTIE NEEOLE NERT

NONSENSE ANO MELOOY

0B3ESSION

0LO CORRAL

ONCE UPON A TIME

ONE FOR THE BOOK

OPERA MINIATURE

ORIGIN OF SUPERSTITIONS

OUT OF THE NIGHT

PAPPY SMITH ANO IS HIREQ NANOS
PASSING OF TIME

PERSONAL PROBLEMS

PERSONALITY PARAOE
PERSONALITY TIME

PINTO PETE ANO HIS RANCH BOYS
PINTO PETE (N ARIZONA
PLAYHOUSE OF FAVORITES
PLEASURE PARAOE

POLICE HEAQQUARTERS

PORTS OF cALL

ALLEN PRESCOTT THE WIFE SAVER
RADIO HYMNAL

RAQIO $TUOIO MUROER -
REO RYOER

REFLECTIONS

REMINISCIN' WITH SINGIN' SAM
REVENUE AVENUE

AHUMBA RHYTHMS & TANGO TUNES
RHYTHM RANGE -
TOMMY RIGCS & BETTY LOU
CARSON ROBISON & HIS BUCKAROOS
ROBINSON CRUSOE JR

ROMANCE OF FAMOUS-JQWELS
ROMANCE OF MUSIC o

SAFETY spoTS

SALUTE 10 SONG

THE SEALEO BOOK

SENATE MUROER MYSTERY
SEXTETTE FROM MUNGER
SHAMROCKS

SHIPBOARO NEWSREEL

SINCERELY KENNY BAKER
SINGING BAKERY ANNOUNCEMENTS
SINGING WEATHERMAN

SLEEPY JOE

s:m.m' €0 MC CONNELL

SMITHS OF NOLLYWO0O

S0 TNE STORY GOES

SONGS OF GOOO CHEER

SONGS OF PRAISE

SONGS OF THE wEST

SONGS OF YESTERYEAR

SONGS WITNOUT wOROS

SONGS YOU FORGOT TO REMEMBER

PRICE PER EPISOOE

\;7.5!) up on requeet Featuring Glenn Langan a8 crinniologist

$1 20 816
$3 75 $50
$3 §50
(n request
$3 850
507 elnas-A '4-hir
Haswed on ikt
Baed on mkt
On request
$12 830
$I;< $50

$5 up on request |

$234 for 39 shows
$7.50 $50
$3 50- $40
On request
% 1-hr sta rate

$3 $50
$3 $50

Ou request
$3- 850
On request

$4 50-$51

$6 up on request

$3 $50

'$7.50 up nn request

35§64
$3 up on request
On request
$3- 350

Based on mkt

Singin’ Sam sings yvour favorites

TYPE APPEAL TIME

Drewma Fuwurly  30-mumn, 1 v«l:__
Persoaliticn Faunly S5-min, 3-5, wk
Musicsl Adult 15-mnr, 3 5. wk
Druina Faunuly 15-min, 13 5 wk
Comedy Family S-niin, 1 3 5 wk
Variety Fannly 15-min, 1 3 5 wk
Drata Arlult 30-unn, 1, wk
Vanety Family  15-m1w, 3 6 wk |
Drums Juvenile 5o, 1 2/wk |
Sports Men 5-nun, 5, wk
Drani Family — 30-min, | wk ’
Drama Adult ‘ 15-tmin, 1 3 5/wk
Dreama Adult | 15-min, 1 5 wk
Variety Family i l5-_m|n
Drama Family I'5- 15-0un, 1-3, wk
Talk Women | 15-min, 1-5 wk
Dramns Fawily 5-|;un. 1- ; -0‘ wk
Interview Adult l5-nllll.?,;'i
Mugical Fulnil; 15- mi|:|-3-5 wk
Musical Famllyr 15-nun, 1- 3 5 \\k R
Drama ]“&;lllll)‘ 30-nun.l wk .
)ﬂnslcul I Famly | l5-min.;5lwk m
Drama | Famuly I.S-—mll:li3-~5,‘wk_
Draa o -.-\dul-( 30-min, 1/wk
Variety | Women  15-min, 3wk
A\lluumT il Adult 15-min, 1/wk
Drama Family = 15-min, ] 3-5 wk
Drama I Juvenile  30-min, 1-3, uk
Musical Adult 15- rrnn 2/ wk
Musical Family |5-mm. l-5, wk

7 Aud partic Family .ls-rm. 56, wk 1
Musical Family  15-nun, 1-3-5, wk
Musical Family I_S-m;; l_'_' wk
Comedy Family —l;;i;x.ka
\lusm;lA Family l_5.m;;|- 5, wk
Variety .Iuvenile I_l5-mm, |-3/uI—
-Dima Adult 15-oun, 1/wk | #
Musical  Adult | 15-min, 1-3-5/wk |
.:\lu;al —Famn—‘ly_- -1%-min, unlim
Muwicl | Fanily | 15min, Uwk |
D:mu T Adult 30-m|n ek
Drama Family | 15-min, 1-3-5 wk
Musical Family | Em: 3,7\«-7k_ 7
Musical Adult 15-min, 1-3-5 wk
Aud partie _ -l'aTn;lv ] '-ls-rnn_, 1 \:k_
.\luslcui i l-umnl) -15~m|n, -|_3 ’)—nk |
Tingle Family 1-ntin, unlim
Jingles Family i-min, unlin:
Draing Juvenile | 15-min. § wk
Musieal Adult 15-mun, 1-5'wk
Cnmedy Famuly | 30-nun, 1 wk
Druiny Fumily [ 15-min, t 6/wk
Musieal Family  15-min, 3 5 wk
Musical Family 15-nnn, 3 wk
Musieal Family  15-nun, 1 3 5 wk
Masieal Adult 15-min, 1 3 5 wk
My Fannly 15-n0n, 1 3 5 wk
Mu uilult 15-min, 1 2 wk

On request

$5-$31.50

‘ $10 up on request

$5 up on request
-_33 $50
$5 tIOO uk
$7. 50-850
$7.50-$100
$3 $50
259, 14 -hr class-A
£ 830
$5- 350

On request
$5 $35
$5 $35

$1.50 $37.50

$3 75 825

$10 up on request

$3 $u0
On request
Based on mkt
$3 8§50
$3 850
$3 $50

Based on mkt

Young cast enacts desert island yarns

PROOUCER'S EXPLANATION

PRAODUCER

Brlliant word portraits of uotubles in the news
Intermationally famous mule vocsl octette
Clever female detective series

Fenale impersonstion comedy

A world tour of fun and music

Peychological dramas

Western musieal comedy forniat -

Children's fuiry tales by Maureen O"Sullivan

Stories behind the sports headlines 3 .
Dramutized grand & light opura, musical cotoedy
The truth sbout popular beliefs -
Self-contained human interest true stories

Musie, home-spun philosophy

Nu;rn-tn;'('_moriu with musical background

Allie Lou- \lnles analyzes problcms

lnnule stonea o! stars of stage, screen, ete

Presents prommonl stage, screen, radlo, ete, personahhes

Songs of (he \\'strn Range
Western folk music and philosoph)‘

Vivid dramatizations of the world's great novels

Vincent Lopez, Milton Cross, others; musical favorites

| Lawstoo Prodns

NHCWI{;—:J; K(‘[w&iinll
Charles M u:helm_n—
ollywood Recorded Features
1ollywood Recorded Festures
Hollywood Recorded Features
C. P. MucGregor Ny
Fn:dc'riv W Ziv

W orld Bdl:sl( ‘) stem
Fndenc “ yATS

(‘ardiuul

Hollywood Recorded Features
Grace Gibson Radio Produs
SESAC B
Ricliard A Strout Produs

Harry S Goodmm

Cl harl ie Basch

Press Assoc.
liollm Festures
-liollywoc;! Reeorded Features
\BC Radio errdmg

Fredmc W. Ziv

Dramas from police records

Dramatic historical travelogues

Household hints Bavored with laughs
Radio’s favorite hymns sung by inter-faith choir
Detective mysteries.  Radio background

Horse opera.  Red Ryder, of comie strip and movies

A program for relaxed, meditative listeoing

Give-away show, civic tie-ins

South American rhumbas
(‘ottonseed Clark and his talented cowhands

Situstion comedy, songs, network favorite

HolI) wood Recorded Feutures
Holl ywood Rm—m
.\'BC Radio chording
(‘-hurles ]
Holly wood Remrdm
L-ouls G. (‘omm

NBC Radio Recording

Stark

Tmnsmpnon Jales
Rlchard Bradley
llollywood Recordcd Features

World Bdestg System

Pete Waseer

Western music and entertainment

Woven around the fabulous gems of history

Donald Novis, Jan Rubini, conductor

Musical ;mgle.s on sﬂetv by Irving Caesar

Th( story behind the song hits

Mystery series of exciting stories

Deteetive mysteries.  Washington background

NHC Radio Recording
Transcribed Radio Shows
Grace Gilizon Radio Prodns

[ H-oll,\'wood Recorded Features

Harry & Goodman
Tr.mscnbed Radm bhows
Charles \Ilchclson

Holl,\'woﬂd itecorded I':Mures

Dixie jazz band, guest stars

Kenny Baker, Irish romance

1nterviews with neuwonh\ lrans-%(lannc pas'('ng('n
Low -budgﬂ muswal (.ue;!s

()pon-end Jingles in ].aun (empos Bnkmes only

Open-end singing ;m(los
Jimmy Seribner tells Unele Remus-type yams

Pinneer radin performer, homey: philosophy

Situation comedy starring Arthur Troachcr

Well-known truc stories narrated by Johnny Neblett |

C. P. MacGregor

Holly wood Recorded Features
Paul F Adler
Frederic W. Ziv

Blothdoa-ph

Bloch-Joseph

éainal

. Cl;l(; .\1;chebon
Louis G. Cowan

Morton Radio Prodns

its from operetias, musicals, cte 1

The great hymins 6rst heard at mother's knee

(Cactus Mae, real cow boy sougs
Favorite melodics, old home setting
Mahlon Merrick conducts salon musicale

Musical comedy, nperetta favonitesreervated by G Byron|

Frederie W', Ziv

World li@g System
Hollywood Recorded Feature s
llolly wood Recorded Features

lHolly wood Kl‘;l’d(‘d Fralur;s

World Bdcestg System
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PROOUCER ANO 'OR
TITLE TYPE APPEAL TIME PRICE PER EPISOOE PROOUCER’S OESCRIPTION SALES REPRESENTATIVE
_s;cul ASSIGNMENT - Drama Family | 15-min, 5, wk 7% 1-hr sta rate | Unusual news scoops:ul how they were made I | Press Assoc
SPEEO GIBSON Drama Juvenile | 15-min, 1 3-5, wk 83}571 o Awation, my—st:;; the Orient o Toll;_uood Re mnh d ll..turc—s;
SPORTS FANFARE Sports Men 5 15-min, 3-5/wk  [$3.50- $20per 5-min| Human interest swr—io:m_.t_he_n;)o:t;:o;ld_ H:; (,oodman T
sronrs“snn SPECTAL Sports Adult 15-min, 5, wk_ o 7% 1-hr sta rate | Interviews, dramatizations of sports yarns | Press Assoc -
STANO BY FOR AOVENTURE Drama Family —lS:min. 2/wk $3.50- $50 Tales of‘d_almorous deeds told before an open fire | NBC l(aE; l(;c:)ramg -
STARR STORIES Drama Family | 15-min, 1 3-5, wk  On request Jack Starr narrates dramatic taks Starr Radio Prodns
STONEHILL PRISON MVSIE“ Drama Family | 15-min, 1-3-5, wk $3-350 .Exoellen( detective mysteries - H‘ol_ly;-ood l(omr_d;l?(;lurcs
STORY BEHINO THE SONG T Drama Adult I 15-min, 1-3- 5/ k £3- $50 Dramatized births of great compositions ll_ollywood Recorded Features
STORY REJECTEO T Drama Adult 15-min, 5-6, wk N lOn requt:st- ’ Pathos, humor. Rerics of real life stories Richard Bradley
STRANGE AOVENS IN STRANGE LANOS | Drama Aduit 15-min, 1-3-5, wk - "33-85() Weird, fantastic talcs Hollywood Recorded Fe:t:r;
STRATOSPHERE MUROER MYSTERY Drama Family | 15-min, 1-3-5, wk ‘3:&50 Mystery ahoard an airliner Hollywood Recorded Features
DAVIO STREET SONG SHOP _Musical Family | 15-min, 1-5, wk _86 up on request | David Street, Twentieth Century-Fox singing star Louis G. Cowan
SUNOAY PLAYERS Drama Family | 30-min, 1/wk $11.50-8220 Bible stones dramatized Finley Transeriptions
—.I—A:Es or_nTr: SUPERNATURAL Dramna Adult 15-min, 1, wk 85 up on request | Favorite mystery masterpicces Grace Gibson Radio Prodns
THAT WAS THE YEAR Drama Adult 15-min, 1-3-5; wk $3- ;56 - Famous headlines of the past Hollywood Recorded Features
_IMEAIRE OF FAMOUS RAOIO PLAYERS | Drama Family | 30-min, 1,/wk .3.7..50 up on re-quz-st Out;t;lau;lr-amarat;;;m top Hollywood names Louis Gi. Cowan
THIS BUSINESS OF LIVING Homey philos ' Family  15-min, 1 6/wk $4 $60 Rod Hendri.ckso.n talks of people and places Ford Bond Radio Prodns
THIS IS THE STORY Draina Family 15-min, 1- 5, wk $3.15-899 Littl(--knov-»n true facts about well-known people Morton Radlo Pro:ln_s—"_—
THIS IS YOUR WORLO hD;;;n; Family  15-min, 1-2 wk $5 $40 A husband and wife team travel thevglobe Harry 8 (‘,oodm-a_n— T
THIS THING CALLEO LOVE Drama Wonen 5-min, 3, wk ) lliascd on mkt Dran.la_cmn_('t_)s.of world’s greatest love scenes Edward Sloman Prodns o
—mnEE SUNS ANO A STARLET Musical Family  15-min, 3 wk $6.60-$76.35 ;\morica's favorite instrumental trio, plus guests NBC Radio Recording
THRILLS FROM GREAT OPERAS Drama Adult 15-min, 1-3-5/wk $3-350 F. Stark and orc?s-tra, English dramatiza;ion Hollywood Recorded Features
THROUGH THE SPORTS GLASS Sports Men 15-min, 1-2/wk $3.50- $30 Thrilling moments in sports history NBC Radio Recording
TILL THE ENO OF TIME Drama Adult 30-min, 1/wk $5 up ou request | The lives and loves of great composers Grace Gibson R,ad—io—!’mdns
—IIME IN RMVM.E B Time signals | Family I 1-min, unlim I 85§35 Open-end time signals for every 3 hour Bloch-Joseph o
TIME OUT FOR FUN & MUSIC Musical Family | 15-min, 1-2, wk - $4-425 I.\ong* and banter with Allen Prescott, ete NBC Radio Recording
TIME TO SING WITH LANNY & GINGER | Musical Family .Sl-mir-l, 3/wk $1.90-$20.50 | Breezy songs, cheerful patter NBC Radio Recording
TOM, 0ICK & MARRY Variety Family | 15-min, 5,/wk $25-$50 Light talk and so;n-g routines T Universal Recording
—ror TUNES OF THE WEEK Musical Family  15-30-min, 1- 2/uk | $10-870 Popular hit songs Richard A. Strout Prodns
_ror TUNES OF TOOAY & YESTEROAY | Musical Family T2-x;u;, 2- 5/v»k $4- 830 Well known, well-loved songs George Logan [’rice
—roucuoowu TIPS WITH SAM HAYES | Sports Men ]_ls-min, l/wk. o ——_810 850 Famed sportscaster in annual series of grid facts, forecasts| NBC Radio Recording
TRAIL OF THE NORTHWEST MOUNTIES | Drama Juvenile | 15-min, 5/wk 25% 14-hr class-A | Building of the Canadian Paafic Railroad C. P. MacGregor
TRANSATLANTIC MYSTERY Drama Family ' l15~rlnin, 1-3-5, wk $3-850 Detective mysteries. Luxury liner backgronnd Hollywood Recorded Features
TREASURE OF THE LORELEI Drama Family  15-min, 2/wk $2-815 High seas adventure, piracy, buried treasure Walter Biddick
UNCLE EZRA Philosopher Adult 5-min, 1-5/wk 20.',;{; 5-min class-A| Country style philosophy Co-opcrative Bdcgg Serv
UNCLE REMUS CHRISTMAS PACKAGE | Comedy Juvenile -ll;-rlnm, 5,wk o $3-§20 ' For use four wecks preceding Christmas Cardinal
US MARINE CORPS RECRUITING Musical Family 15vl;lil-l. 1/wk _i\'t; charge US Marine Band, interview with sports celebrity Ed Harlt Z Rs;ocs T
VANOAMME QUINTET, LOUISE CARLYLE| Musical Family | 15-min, 3/wk B -u_w £50. 80 Art Van Damme, his swing accordian and quintet NBC Radm Recordmg
VAN TEETERS Drama Women | 15-min, 1-3-5/wk $3-$50 Sophisticated humorous satire Holly wood Rocordcd Features
_r'mlo VANCE Drama Adult 30-min, 1/wk OR 8. 8. Van Dine's sophisticated detective l-redenc w. Zn
VIC ANO SAOE Comedy Family ' 15-min, 3-5, wk $5.25 per show Vic and Sade and son Rush. Situation comedy Green Assocs
JIMMY WAKELY Musical Family E-!-llil-l, 1,/wk $10-850 Western and folk music Federal Artists
WAKELY’S WESTERN SONG PARAOE | Musical Family | 15-min, 1-3-5/wk | $6 up on request | Western music, starring Jimmy Wakely Selected Radio Featurcs
:EAIMEH ronzc;sr_Jmcu:s Musical Family | 1:1 '/z-l;un. unlim o $5- ;10(). Won 1947 CCNY award. Availablc some n;kts Harry 8. Goodman
WEIRO CIRCLE Drama Adult 'l3(-)-l;lil-l, 1/wk ST $100 Fantasy and mystery classics dramatized NBC Radio Recording
WESTWARO HO Musieal Family I5-rlnir-1, 3-5/wk ’ 3‘-’ up on requcst Curley Bradlcy, cowhoy singer, story teller, philosopher Transcnptlon alos
WHAT’S IN A NAME Spots Family ‘/;«i-;'/;—min,unlim o _OR Explanation of common names Charles qtark T
WHO'S IALK-INGI o Aud partic | Family | 15-min, 5,wk iS;Zsta}/ hr Arate{ Telephone quiz. Guess star’s identity Hal Tate Prodl:s T
I IRENE WICKER o o Drama l Juvenile | 15-min, 3;wk . Base-d- on mkt mkt | Children’s fairy tales; stories from composer's lives orld IBd:st_g_Q)_st-em_——
WINGS OF SONG Musical Family | 15-min, 1-5,wk 36 up on request | Emile Cote and his Serenaders, Warren Sweeney mc's -'l:ra:cri[;t-io_ngz;lv; T
BARRY WO000 SHOW Musical Family | 15-min, 1-3-5, wk T -()Tl Network calibre musical talent, guests Frederic W. Ziv
—X_MAS.4 PACKAGE Drama Family 15~min. 4 progs - -$2-0 total Group of four special holiday programs Cardinal -
YELLOW CAB JINGLES Spots | Family A-'/;-mm. unlim ' " OR Open-end spots; Yellow Cab firms onl;- ) Charles Stark
YOUR GOSPEL SINGER Musical ! Family I15~1Im: T67v~_k- B $3- 825 Edward MacHugh, gospel singor__ - Harry 8. Goodman
YOUR HYMN FOR THE OAY Musical l Family 5-mm 1-3- 5-/w-k- $2 up on request | America’s familiar hymns. Gene Baker and krma Glen| Transcription Sales
YOUR' HYMNS ANO MINE Religious ‘ Adult 15-min, 1-3-5/wk $3- $50 Religious musical with poetry readings Hollyw;o;i Recorded Fe;!-ur;s
YOUTH VIEWS THE NEWS Commentary | Family lS-nmln.-S-f;/ v»k_ B OR H. Fishman, former quiz kid, columnist-commentator | Richard Bradley ¥
AOM ZACHARIAS® WORLO INTEL RPT | Clommentary ! Adult 15-min. 1/wk o OR Ex-Navy Intelligence Chief evaluates world events \ Ed Hart & Assocs
59
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How station reps function

Promoting national
spot is basie job

The growth of national spot broadcast
advertising is paralleled by the growth of

the station representative as a factor in |

commercial radio. As long as it was
necessary for the advertiser and agency
to place business direct with stations
located at remote points, so long did
national advertising on local stations
move at a snail’s pace.

Station representatives at the outset
were time brokers. They bought blocks
of time and peddled these in small pieces.
The time broker on a national scale
didn’t last long and his place was taken
by station representatives, who do for
stations what newspaper and magazine
representatives do for their fields. Pioneer
in this field of course was Ed Petry, now
head of the station representative organi-
zation bearing his name.

Station 1epresentatives make it possible
for an adveitiser to place advertising on a
considerable number of stations through
one central coffice, to obtain information
on stations and markets through one con-
tact rather than by mail or phone—an
infinitely more practicable procedure.

During the early days the station rep-
resentative was very much like a delivery
clerk between agencies and stations. But
as time went on and business placement
became more competitive, when there
wele four major groups of network sta-
tions instead of one, the station repre-
sentative became an active salesman,
selling not only his own group of stations
but broadcast advertising as well.

With his growth in stature came a com-
mensurate increase in his influence for
good in the industry. The station repre-
sentatives were primarily responsible for
meaningful rate cards which are now
lived by in the national field. 1t was the
tig and little station representatives who
refused to handle certain types of adver-
tising which were not good for advertising
or for broadcasting.

Many of these representatives have
built great fortunes for themselves
through their station representation, but
many others during the past 15 years have
dropped by the wayside. They either do
a job and prosper or else they pass
quickly from the representative field.

Today about 50 represent the great
majority of the nation’s stations. They
have an association which is building a
code of ethics. What they do beyond
sclling time is the subject of another sec-

|

The 40th retail market

DAVENPORT  F

L ROCK ISLAND [

; M0 LNE
1, LEAST MOLINE

“FIRST to keep regular daily
logs of all operating details."’
\ .%

s MINNEAPOLIS
ST, PAUL

CHICAGO @

QUAD.CITIES

WOC wocrm

5,000 Watts, 1420 Ke.
BASIC NBC Affiliale
Col. B. J. Palmer, Pres.
Buryl Lettridge. Mar.

DAVENPORT 10WA

National Representatives:

FREE & PETERS, Inc.
SPONSOR
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tion in this Fall Facts edition. A fcw sta-
tions maintain their own offices in key
cities like New York and Chicago, but
numerically they are hardly a factor.
Even the regional networks for the most
part find an established station repre-
sentative the best way to reach the adver-
tiser and his agency. The placement of
national spot broadcast advertising is so
great that combined with business which
stations sell locally it far outdistances the
business placed with the four major net-
works. It’s possible that an advertiser
will decide, of his own volition, to use a
radio network campaign. 1t’s almost un-
heard of for a sponsor to decide to use na-
tional spot advertising without being sold.

A network affiliation is important
though far from essential to a station in
reaching and holding a great audience but
it’'s the national spot business which
makes stations financially possible. This
is true not only in radio but is already
true also in TV, and a number of station
representatives have added to their staffs
executives who know TV. These men
have been added not simply to go out and
sell national TV spot business but also to
precondition advertisers to the idea of
visual spot advertising, and of course to
obtain more TV stations as clients. * * *

£ L}

W &4 o

in true American tradition

A STIRRING 15-minute recorded, open-
end production . . . featuring “Inter
Faith” choir, conducted by Joseph
Markel. llymns of all churches and
all religions with the stories of their !
creators. ‘
A program dedicated to the true
spirit of tolerance and good will to
all men.

Ideal for a wide variety of sponsors
with a moderate budget. Tremendous
appeal to extensive audience. Station
breaks and one-minute spots publi-
cizing “RADIO HYMNAL” are
available free.

*18 years of association
with top radio shotws:
*Bob Hawk,"” “Mr. & Mrs.
North,” *“Can You Top
Thist” “Kate Smith Hour,’
*“Inner Sanctum,” “Kay
Kyser,” “Town Meeting of
the Air.”

PRODUCTIONS
366 MADISON AVE., NEW YORK 17, K. Y.

CHARLES STARK
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They sell—plus

Station representatives serve broadeast
industry in more ways then meet the eye

While stations judge their representa-
tives basically by the business the latter
send them each month, the job that the
representatives do goes far beyond the
simple selling of time. The stations gen-
erally are far removed from the national
advertiser and find it almost impossible to
crystal-ball trends and what the big mer-

chandiser expects from radio.

Typical of the problems that station
representatives have had to solve was a
uniform rate card which would give the
advertiser the information he wants. For
years chain breaks have been defined in
various ways on rate cards. One card
would specify the number of words per-

WHY PAY

T0 REACH THE
N\’ WORCESTER MARKET...

MORE

What's the PERCENTAGE?

In the rich responsive Worcester area, in com-
petition with 4 network stations, independent

WNEB GIVES YOU GREATER-THAN-AVERAGE AUDIENGE . ..
AT MUCH LOWER-THAN-AVERAGE COST!

HOOPER REPORT WEEKDAY WEEKDAY EVENINGS SUNDAY SATURDAY
DECEMBER 1947 - APRIL 1948 MORNINGS | AFTERNOONS AFTERNOONS | DAYTIME
THE WORCESTER AVERAGE RATING 5.0 5.7 8.6 5.6 4.5

OF FIVE REPORTED STATIONS

WNEB RATING 2.4

1.2 1104 18.8

8.4

Get the new picture. the true picture of what's

going on in Woreester.
. check the latest Hooper

sentative today .
facts and figures . . .

Call in our repre-

see for vourself that

WNEB GIVES YOU MORE LISTENERS FOR YOUR RADIO DOLLAR!

EB

Serving New England’s Third Largest City

WORCESTER

Represented by: Adam J. Young,

MASSACHUSETTS

Jr., Inc. and Kettell-Carter, Ine.
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| IT TELLS THE STORY.. ...
|

National Selective

[/ L/m/z/, “Groe this great busiess a

name worthy of its size.” Agencies, station owners,

B -

publishers responded. They recognized the
confusion, the double meaning of “National Spot™
as a name to describe one of the greatest adver- |
tising mediums ever knowon. 1heir over-
whelming approval and choice was for
National Selective Broadcasting.

—_ —m—————— ——— —— . w= -

|
PAUL H. RAYMER COMPANY, Inc.]



Broadcasting

ncredible as it may seem, recent surveys show that
I ninety-one per cent of the advertising managers,
the men who buy your time, don’t know what “Spot”
radio is. Moreover, they injuriously believe it to
be limited to something it is not. They call it “CBs,”
“1-Ms,” “spot announcements,” “jingles,” “nui-
sance advertising,” or some leftover stuff—a means
of covering ever narrowing concentric circles.

And in Canada, thanks to the hundreds of letters
written by All-Canada Radio Facilities, seventy-six

per cent of the replies came out flatly for adoption
of the name National SELECT IV E Broadcasting.

To you “Spot” means something far bigger than
just chainbreaks or announcements — but to your
employees and to advertisers who buy your time,
“Spot” will always mean simply —announcements
or spots on your schedule.

National SELECTIVE tells the story. It’s not
a short, trite or catchy name, but why should it be?
It properly describes a means, a system of national
advertising that competes with the greatest media
— newspapers, magazines and networks. Selective
broadcasting offers advertisers economies, direction
and control not possible with any other means of

[] I approve
[] I disapprove
I suggest the name

Name

selling goods to the nation. With it and it alone
the advertiser can

SELECT his markets

SELECT his stations

SELECT his talent

SELECT his program

SELECT his time

SELECT his commercial
This 7s National SELECTIVE Broadcasting.

You may ask—why this campaign to change the
name? Because you and we want more program
business. We value announcements but we want
more programs—big name ones sponsored by truly
national advertisers on a national selective basis.
Before you get any substantial increase in such
business, you and your sales representative must
have a name for it that advertisers can understand.

Let’s get away from this little, this belittling
word “Spot” with its double meaning and ambi-
guity. Let’s give this great advertising medium a
name worthy of its size. Natiom] SELECTIVE
Broadcasting tells the story.

If you agree, or disagree, your opinion will be
very much appreciated.

[ldio Advertz'sz‘ng e New York, Boston, Detroit, Atlanta, Chicago, Los Angeles, San Francisco

Paul H. Raymer Company, Inc.
366 Madison Avenue
New York 17, N. Y.
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THE RICH
DOWNSTATE
ILLINOIS
MARKET

WMIX-AM
WMIX-FM

*Southern lllinois’ Most Powerful
Radio Voice"

No. 2 Radio Center, Mt. Vernon, 1ll.

the only stations that cover the

entire rich Downstate lllinois
Market with both AM and FM

at one single low rate.

940 ke 94.1 me

National Representative

John E. Pearson Company
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mitted in a station br Another rate
card used time as a m Even those
that used wordage a sticks differed.
One limited them t words. Another
listed 40 words. For time some listed [5
seconds, some 20. Some cards said no
transcriptions for station breaks and
others refused sour ts or jingles.

One of the first major contributions
made by station rcpresentatives to the
broadcast advertisin d was uniform
information on their stations’ rate cards.
The NAB later took up tl ampaign on
a national scale, but it was station repre-
sentatives who first sold broadcasting ex-
ecutives on the necessity for uniformity if
national business was to be obtained in
a sizable quantit;

Station representatives frequently are
instrumental in the shifting of an outlet
from one network to another. This is so
not because of the representative’s pre-
dilection for one web over another but
because under existing conditions affilia-
tion with one chain instead of another will
mean more business. For instance one
station with a major network affiliation of
several years' standing was operating in
the shadow of a 50,000-watt aftiliate of the
same network and thus had in-town listen-
ing only. In the same area another
smaller network virtually was not heard
at all due to a poor signal from the
nearest station carrying its programs.
There was a waiting audience for certain
programs of that chain. On the rep’s
recommendation a switch in networks was
made. The station increased its audience,
and coverage as well. As a result the
station representative tripled the outlet’s
national spot businecss, advertisers re-
ceived more for their dollars, and listeners
in the area had a better-balanced broad-
cast service. A casual study might indi-
cate that it was foolish for the station to
change its affiliation from a major to a
minor network. But station repre-
sentative who could forget the obvious
and who knew business and listening con-
ditions could advise the station correctly.

Station representatives don't want the

More people are listening

idea to obtain acceptance that they super-
sede station management or program de-
partments. Not being involved in the
daily operations of a station they are able
to be the outside authority looking in,
that’s all.

For years something of everything was
“ideal” programing. Then block pro-
graming raiscd its head and studies re-
vealed (sce block programing report in
this Fall Facts edition) that variety does
not spice listening—it loses it. It took a
great deal of station education by repre-
sentatives to get this idea across. They
tried to do it not because they were sold
on block programing but because they
found their sales activities seriously
hampered unless their stations were
block-programed.

There are many other facets of station
operations in which the station represent-
ative finds himself involved for the sta-
tions’, the advertisers’, and his own best
interests. Typical of these is the question
of local salesmen’s recompense. If a sta-
tion is to have a well-balanced advertising
structure, with local, national spot, and
network advertising well interlarded, then
it must pay its sales personnel on a basis
that will prevent them from selling every
top time availability to special local
clients. There's a way of paying local
sales staffs that prevents this and many
station represcntatives have suggested it
to their stations.

The station representative may have
started out as a time peddler but today
he's a first-rate management consultant as
well as a sales representative. That dual
capacity goes for the firms with top bill-
ings as well as those at the bottom rungs
of the ladder. In some cases a station
representative has been known to go
along for a year without making his first
national sale for a station, working
the full 12 months to build up acceptance
for the station. It seldom takes that
long, but a good station representative
works with a station to make certain first
that it has something to sell. oog

New loceal outlets develop new dialing
habits in postwar station expansion

Dialing habits are changing. In March
and April sPONSOR revealed for the first
time the confidential trend information
which the A. C. Nielsen research organ-
ization had been charting for the net-
works and leading advertising agencies.
The shift in accent, from network

listening to independent stations, has

been slow but consistent. The size of

the network audiences hasn’t decreased—

has, in fact, increased. But the chains

are not collectively reaching as big a

share of the audience as they did up to
Please turn to page 68)
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SHOULD WE RUN HIM IN THE PREAKNESS, MA?

Ma doesn’t know it—but you can't start a horse in a race at ANY Maryland track

. simply by saying ‘I want him to run.”

But Baltimoreans know THAT . . . and a lot more about horse racing. They're
well up on other sports, too! Baseball, football, basketball, boxing and ALL

other forms of athletics get their enthusiastic attention.

That's why so many radios tune to WSID every weekday afternoon when our

CLUB BALTIMORE AND THE ALL SPORTS PARADE

is on the air. This popular four hour show is block programmed with famous
bands, big time vocalists, split second sports results and last minute news patterned
not only to entertain but to move merchandise.

[f Baltimore and its environs are

on your salesmap and you want
to reach the mostes’ people for
the leastes’ cost, you’'ll do well to
talk to Forjoe about this 1000

watter—Maryland’smost power- BALTIMORE 21, MARYLAND

ful mdependent station. Represented nationally by FORJOE & CO.,

JULY 1948
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May, reflecting the seasonable decline of all broadcasting advertising
is off ten points from the previous month. Only soaps and cleansersran
contrawise to the May trend. Business in all territories is off in
proportion, with the Pacific and Mountain areas suffering a loss of

spot

trends

spot business to a greater degree than all other areas. It dropped
from 116.6 to 70.8, which is lower percentagewise than the business
in any other section except the south. Despite the fact that Colgate-
Palmolive-Peet has dropped a sizable proportion of its broadcast

Based upon the number of programs end en-
nouncements placed by sponsors with stations
ond indexed by Roralaugh Report on Spot
Redio Advertising. Spots reported for month
of September 1947 are used as & base of 100

BT AUG | SEP 1 OCT | NOV__ DEC | JAN | FEB | MAR I_APR MAY

Based upon reports from 231° Sponsors

advertising the soaps, cleansers, toiletries classification is still the
only industry that has held up against the seasonable trend.
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Trends by Geographical Areas 1947-1948
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"For this total a sponsor is resarded as a single corporate entity no matter how many diverse divisions it may include. In the industry reports, however, the same sponsor may be
reporied under a number of classifications,
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WE KNEW IT WAS HIGH

- (rosn/

LOOK AT THIS!
IN MOBILE

WALA

HAS A

68.5

SHARE OF AUDIENCE RATING
6:00 P.M. 10 10:30 P.M.

Sun. thru Sat.

While we have no quotable authority we hear from
reliable sources that this is the highest figure in the
nation for major market stations.

If any major market station has a higher figure we'd
like to hear about it.

let HEADLEY-READ give you the complete WALA story
and the facts on the phenomenal growth of the Mobile
market.

*HOOPER STATION LISTENING INDEX,
OCT. '47-FEB. '48

WALA

MOBILE

The Code

Networks set pace
for all industry

The major networks and the owned and
operated stations of all four chains will
abide unreservedly by the NAB code. In
most cases the standards of practice at the
networks will be more stringent than
those established by the Association.
NBC'’s recodified standards, the first re-
vision since 1941, will be released some
time during July. CBS and ABC will
continue to issue no set of rules and regu-
lations but to judge each problem on the
basis of past policy. Mutual will have a
new book of rules and regulations avail-
able shortly.

NBC and CBS will not accept copy on
laxatives, bromides, or reducing aids.
ABC and Mutual will accept them on a
network basis, but the former frowns on
their use on a spot basis on their network-
owned stations. It's ABC’s feeling that
adjacency can cause a recorded spot an-
nouncement to be ofiensive even if the
spot taken by itself is not objectionable.
Adjacency can be controlled on the web;
it's almost impossible to control on a
station basis. Deodorants are acceptable
on ABC stations if they're handled by
women commentators- as live commer-
cials.

Advertising claims must be substanti-
ated before any of the networks accept
them for broadcast. If an advertiser
states that more housewives use his prod-
ucts than other like products, adequate
1esearch backing must be available for the
claim for it to be permitted on the net-
work air. Research must go further in
backing claims at NBC and CBS than at
ABC and MBS but it’s all very relative.
All networks try to avoid sweeping claims
and go far beyond the magazines and
newspapers in refusing to accept copy that
can't be backed with facts. It isn't a
stiiving for virtue which forces this adver-
tising copy contiol on the chains but the
fact that every air advertiser watches
every other advertiser. Since in the case
of many products there is actually no
significant difference between orands,
meznufacturers monitcr each other and the
pets zealously. By making advertisers
prove all claims, networks are also clear of
favoritism charges and Federal Trade
Commission and FCC investigations.

Network codes approach contiol of
what goes on the air from a positive view
point this year. They deal more with
what gcan be said—nct what cannot
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ONE
MILLION
UYERS

You can’t go wrong
with the 000,000
urban and rural resi-
dents of WJHE s 32-
counly coverage area.
They have the buying
power to make jour
campaign  pay. For
families herve have the
highest average in-
similar
arca in the South—
well over 82,000 a year.

come  of any

Make your plans
now to cash in on
WIIL and its one
million buyers!

ONLY FULL-TIME STATION
WITH PRIMARY COVERAGE
IN THE NORTH-EAST TEN-
NESSEE, SOUTH-WEST VIR-
GINIA AND WESTERN NORTH
CAROLINA MARKETS

WJH[E

3,000 W 910 KC
JOHNSON CITY, TENNESSEE

Nat. Ree. John E. Pearson Co."
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MORE LISTENING
Continued from page 64

five years ago, for the audience has
grown more than their percentage share
of it.

The most recent Nielsen report indi-
cates that during the first quarter of
1946 the Independents collected a 14.87
share of the audience. During the same
period of 1947, the nonnetwork stations
reached 17.65¢ of the audience.

The independents have been holding
the dialers longer, as well as reaching
them more frequently. In 1946 they
listened to independents 39 minutes a
day, in 47 they listened 50 minutes
daily, in ’48 63 minutes a day. These
figures are all for first quarter of the year.

In the April issue, as an indication of
how independents obtain a major share
of listening, sPONSOR presented a set of
daytime listening figures purporting to
represent listening in Hot Springs, Ar-
kansas, as shown in the NBC ‘“Most
Listening” survey of 1944. The figures
were actually for Fort Smith rather than
Hot Springs, in which town the inde-
pendents didn't rate at the survey time.
To indicate just how different listening
can be, the Fort Smith figures are re-
peated and the Hot Springs check-up
reported for the first time.

NBC CBS ABC MBS Ind-Local

Ft. smith,... 36 10
Hot Springs.. 10 2

These towns are good examples of why
it’s essential for a sponsor to check
listening in every town he covers. Dialing
is a local thing.

In the daytime it is the newly licensed
stations which have increased the inde-
pendent stations’ share of audience. The
daytime share of audience of independents
for the first quaiter of the year, "46 vs.
'48, looks like this:

Daytime Share of Audience
38 Change
Alt Ind-Loc 3] S 5l
0Old Ind-l.oc 179

Nelwork programs for local sponsors

At night both old and new licensces
share in the increased listening to un-
affiliated ourlets.

Nighttime Share of Audience

46 ‘48 Change
All Ind-Loc 11.6% 15.7% 441
0ld Ind-Loc . 9.8 10.5% +0.7%

It must be noted that these figures
are all for the first quarter of the year,
a period during which baseball is not on
the air. It is the belief of many that the
independent stations obtain their greatest
audiences through baseball.  Current
Nielsen confidential trend report indicates
that other programs are winning aud-
iences for the stations which are on thei
own in a market.

The nighttime increase is in part
traceable to nighttime sports which are
becoming more and more of a leisure
time factor throughout the nation. The
growing importance of the independent
is credited to a combination of sports,
news, and music.

Nielsen's figures on the growth of
nonnetwoi k stations and netwoiks dur-
ing the period between the first quarter
of 1946 and the first quarter of 1948
cover a different reporting span than
SPONSOR’s report on the network changes
since BMB. Since his figures should be
referred to when weighing the dialing
habit changes, they are given here:

Stations Added Since 1946

Ind-Locals:
Al BS .392
ABC .186
CBs 23
NBC..... IfS!

The entire changing broadcast picture
must be viewed with an eye to what has
happened to radio families in the U. S.
On another page in this issue the latest
BMB radio family figures for the nation
(released at the end of June) are pie-
sented. The U. S,, from a potential radio
audience basis, has increased in two years
from 33,988,000 families to 37,623,000
families. That’s an increase of slightly
over 10 and gives America's broadcast
advertisers 3,635.000 more homes to
sell to. o

On MBS and ARBC stations. sponsors bny
over S15.000.000 in time for co-op shows

Time purchased in connection with the
local sponsorship of network-produced
programs will exceed §12,000.000 this
fall. MBS’ alone account for $6.000.000
of these time sales. The talent costs for
MBS co-op programs will exceed $1.736.-
000 a vear about $33.3%6 a week. It

costs the average regional or local
Mutual sponsor less than 33137 of the
charges for time to buy a network pro-
gram over one station or a group of sta-
tions. The fees (as indicated in the listing
of network programs available for local

Please turn to page 73)

SPONSOR




L

/_{J//%/ : =)
F;@/ : /fé/’@)&r

/‘/
ZJ/

((

Saturday Nite Samples
of Local Showmanship

Saturday night'is not “the loneliest night

in the week” for WRVA listeners. The reason
is the superb showmanship of WRV A-produced
programs (and their Hooperating!).

WRVA has the “know-how”. The talent.

The stars. The ability. The showmanship.
The Directors. The Musicians. The Producers.
And last—but not least—the Sponsors.

The record of renewals proves our production.
We can do as good for you! Put your

“down South” sales problem in our lap, or
contact Radio Sales.

WRVA

Richmond and
Norfalk, Virginia

JULY 1948

6:30-7:00 P. }A

“Joan Brooks
Show"’

with JOAN BROOKS,
Wilson Angel and
Jobn Connolly and
an orchestra of 17,
Sponsored by
C. F. Saver Company.
Hooperating 8.0

LT

7:00-7:30 P. M.

“Quiz of

Two Cities”
Two-city hookup
with cast of 11,
Sponsored by

Southgate Foods, Inc.

Hooperating 13.3

*

8:00-8:30 P. M.

“0ld Dominion

Barn Dance”
with SUNSHINE SUE
and cast of 18,
Sponsored by Bailey's
Supreme Coffee.
Hooperating 18.6

*

8:30-9:00 P. M.

“0ld Dominion
Barn Dance”

an entirely different
program by the same
cast. Sponsored by
Butterworth
Furniture Co.

Hooperating 16.6
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Singin® Sam
the man behind over 200 Successful sales curves

For the sponsor interested in sales. Singin® Sam presents a unique
opportunity. For never in radio’s history has there been a personality
like Sinn . . . never before a program series with such an outstanding
record of major sales suceesses unbroken by a single failure.

These are strong statements that carey tremendous weight with
prospective program purchasers . . . if supported by faets. And faets
we have in abundance . . . high Hoopers, congratulatory letters, ex-
pressions  of real appreciation by advertisers themselves, aetual
before and after stories backed with the eonerete figures.

This 15-minute trauscribed program series is the show

you need to produnee results. Write, wire. or telaphone

TSI for full details. Despite Singin® Sam’s tremendous
popnlarity and pull, the show is reasonably priced.
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Al
Singin’ Sam—America’s grealest

radio salesman. Assisted by Charlie

Magnante and his orehestra and

the justly famous Mullen Sisters

Sam is available for special eom-

- mereial cuttings to give your pro-

gram even gr(‘:ll(‘r sales power.

Write for information on these TSI shoiws

e Immortal Love Songs

e Westward Ho!

e Your Hymn lor the Day

e WVings of Song

TRANSCRIPTION SALES, INC., égiﬁigf‘-"&ﬁg
Telephone 2-4974

New York — 47 West 56th St., Col. 5-1-544 Chicago—612 N. Michigan Ave., Superior 3053
Hollywood — 6381 Hollywood Blvd., Hollywood 5600
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Network Programs Available on Local Stations

TITLE 1YPE NET APPEAL TIME PRICE RANGE EXPLANATION
ABBDT! & CDSTELLD i { AlBC Fam s 1 wh $15 §um ~ap tick ¢ puedy
MARTIN AGRDNSKY New (31 Faunl f wh S0 $43n Farly moruing vews commentars ofir et from \\':u-hm;hn
BAUKNAGE Newes A3 Fuaunly 13m 1,5 wk $5 82\ News peparts and connnentans from Wastangton
BELIEVE IT DR NDT Dig Nt Famly 150 1, | wk $15-§435 Based on 1ipley’s famous cartoon
CECIL BROWN \ Mg Famnly 13 [T R Conunentiry an domestic and loreign eveuts
CAPTAIN MIDNIGHT N Mg Juventle 5 $3 §2w Juvende szl drama
NANCY CRAIG LY E1E Watnen 5 §2\) Chatt . informal interviews with guest perobslitios
BILL CUNNINGHAM MBS Fanuly 3 $2 30§40 Veterun news reporter’s comment on the inside of n‘-wa—‘
ELMER DAVIS \ nBe Fannly 1 $7 30 §420 Well-known uuthonty on world events, direct from D C
ETHEL & ALBERT () ABC Women $5 $350 Dinly adventur= of young marei-d couple and elitd
FINAL FDITIDN \ Ni¢ Fn $n o Lt edition with Morgan Beatty, Washington
FISHING AND HUNTING CLUB S MU~ Men ! $5 §2v0 Advice and sports Uips to fshers and hungers
CEDRIC FOSTER Migs Faunly : $5-$2%0 Comnientary on domestie and forel, u pews
GABRIEL HEATTER'S MAILBAG Con MBS Family 5 $7 50 §5%0 Heatter hise uxses 1items from his Lo w l n
HAPPY GANG \ MBS Famnly 13 $10- §360 Canadian homespun variety show
RADIE HARRIS Commentan MBS Wonien W, 5wk $2 200 Movie gossip, nteeviews with Hollywood stars
HMEADLINE EDITIDN Nr CB= Famity $n 320 Dranwitizations of the news and interviews
GEDRGE HICKS Y ABC Wonnen 15 nna, 5 wk £5- 4210 News w'th women's slant.  Emphasizes human 1uterest
INSIDE DF SPDRTS Sports AB( Men 15 min, 5 wk $3-82%0 Daily voust-to-cnast sports show
IT PAYS TD BE IGNDRANT Comedy MB= Famuly 15 min. 5 wk $10-$750% Slipstick cowedy featunag Tom Howard
JDHNSDN FAMILY Dranu B Family 30 nua, | wk 33-8250 One-man show, Jimmy Seribner plazing all purts
KALTENBDRN News MBS Family 15 0un. 5 wk $- $400 National and international news and topics of the day
MENRY LA cOSSITT News \NBC Adult 15 an. 3 wk £5-$2%0 L'nusual anecdotes, s(ur:es, Illlrr\'ic;ws a
FULTON LEWIS JR News MB= 1 Aduit 15 nun. 3 wk $H $560 Commentary o the day's news from the nation's capital
ROBERT MC CORMICK News NBC Faily 15 mn. 5 wk $10-§2%0 News
WMEDIATION BOAROD Druma MB= Family $35-§500 Discussion of listener’s problems =
MEET ME AT PARKY'S Comedy MBx Famnily n $7.350 §1000 Comedy with Harry Einstein as Parkyvakarkus
MEET THE PRESS New MB= Faniily 30 nun, 1 wk $5 $2%0 Press conferenre with news Agures on uir
MR PRESIDENT Drania A3 Fau 30 niin. 1 wk $7 8360 Edward Aruold in true ineidents from lives of Presidents
JOHN NESBITT Comnie MBs Fanuly 3 ni $7 30 550 Unusual stories of people and things
NEWS DF AMERICA \ CBs Fannly 15 §2 $324° Repor's from correspondents throughout States
THE SHADDW Drami MBR Family 30 o £5 500 Mystery druina; Bret Morrison as Laniont Cranston
KATE SMITH SPEAKS \ Mus Wonien 1 £7.50 F10W Coninientaries with woman's angle on vanety of topres
SUPERMAN N MBS Juvendl 15 S.')-S'.‘\'O Based on comie strip eharseter of same name
TELL YOUR NEIGHBDR N MBS W ont 5 85 $2%0 Over-the-back-fence stories, hints, anecdotes, news
TOWN MEETING AB( Adult $10 $420 Forum on questions of the duy
WINNER TAKE ALL (N Fawily §4 8540° Studio quiz show
HARRY WISMER B Vis( [ M §3 §4 Coverage of the week s major sparts events
WDRLD NEWS RDUND.UP e Fam v $12 $2~0 John C Swavre, New York. Leif Eid, Wash.. pick-up
WDRLD NEWS RDUND.UP J (@1 Fannly §2 §324° Reniote news piek-ups from domestie and foreign pnes
WORLD NEWS ROUND UP Niw N1 Fannly 1 $4 830 World news pick-ups: John MeVane, Washington
WORLD TDNIGHT N ow { sdalt §2 8424 News of world: overseas prck-ups

. SN~ g
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CO-OP PROGRAMS
Continued from page 68)

sponsorship in this section) arc often
based upon a percentage of the station's
national evening hourly rate for time.

MBS's highest talent charges last
season were for a program which will not
be offered this fall, Information Please,
for which 607 of the national nighttime
hourly rate was assessed. The most ex-
pensive (40C¢ of nighttime hourly rate)
other MBS co-op programs are Meet Me
At Parky’s, John Nesbitt, Kate Smith,
Fulton Lewis, and Happy Gang. Most
other MBS co-ops are priced in the region
of 209, of the base rate.

The second biggest network in sale of
network programs for local sponsorship
is ABC with 13 programs available on a
spot basis (MBS has 18, CBS has six as
has NBC). Co-op time sales on ABC
stations will be over $3,000,000 a vear,
with talent costs above $1,000,000. While
MBS has made the greatest progress
during the past year—with a 1009; in-
crease in number of sponsors (900 to
1800) as well as an over-1009 increase
in the number of actual network co-ops
sponsored on the air (675 to 1359),
ABC has also made a sizable advance,
with 229 more sponsors for ABC net-
work programs on a local basis than a
vear ago (650 to 790).

CBS'’s 194748 bigtime comedy venture
into the co-op field, the Joan Davis pro-
gram, didn't intrigue enough local or
regional sponsors to justify its continu-
ance to Miss Davis or to CBS. CBS's
most successful co-op show in producing
sales for sponsors is Winner Take All.
However, the record of It Pays to Be
Ignorant is also ample proof of what an
important network program can do for
local or regional sponsors. Ignorant is
sponsored on 13 CBS stations by Goet:z
Brewing Company of St. Joseph, Mo.,
and Potts-Turnbull Company of Kansas
City, the Goetz advertising agency, has
done an unusual promotional job on the
program to the 2700 dealers who carry
the Goetz brew in the area in which they
sponsor the program. Co-op stars are
as willing to work with advertising agen-
cies to give their programs the extra
promotional push required as are the
stars of any big network program. In
many cases the stars of the co-op pro-
grams make special e.t.’s to introduce
the local commercial. That this is effect-
ive is indicated by the fact that thousands
of listeners, in cities where the e.t.’s cue
the local commercial, have written to
their stations asking.for tickets to the
broadcasts thinking that the programs

JULY 1948

originate at their local outlets.

Whereas last season department and
clothing stores led the:parade in sponsor-
ship of co-op programs, this fall it will be
automobile dealers and automotive sup-
ply stores which will be in the number one
position. There are many more depart-
ment and clothing stores buying these
co-op programs this year than last, but
with so much anti-automobile dealer
news appearing in the press, the pro-
gressive auto retailer has decided to
spend even more money in radio via
co-op programs to clear his name.

Many of the auto dealers on the air
have nothing to sell. Most of them have
backlogs of orders which will keep them
currently in business regardless of adver-
tising but they are looking ahead to the
day when buying conditions will shift in
favor of the consumer and they aim to
build continued acceptance while the
cash is rolling in to pay for advertising.

Another group of retailers who are
using co-op programs to maintain con-
sumer acceptance of their business in-
tegrity are building material supply men.
They rank fourth among sponsors of
network programs on a local basis.

Third in rank order among sponsors of
co-op programs are the retailers of home
furnishings. While there are still short-
furniture dealers ranked lower than tenth
among sponsors of co-op programs.
Today they spcnsor more than 109, of
all co-ops on the air.

News programs still lead all types of
network programs locally sponsored.
Fulton Lewis is number one on MBS,
Martin Agronsky leads on ABC, NBC'’s
World News Round-up has the muost
sponsors on its affiliates, and CBS reports
World News Roundup has the most
sponsors on its affiliates and CBS reports
retailers buy more of The World Tonight
than any other CBS co-op.

Most of the network programs pro-
duced for local sale are broadcast in non-
network time periods. Since this time
cannot be preempted by the web in favor
of a national sponsor, the local adver-
tiser is assured of protection on his
sponsorship as long as he desires to pay
for it. In some cases local sponsors have
to commit themselves to longer than the
13-week periods that are usually required
in broadcasting.

Sponsors generally are under same con-
ditions as on network programs but in
some cases the personality on the program
prohibits certain types of advertisers.
Cecil Brown, as an example, does so to
dentists and morticians. Where pro-

Blcck Pragraming Repart an page 138

I LET FORJOE

SELLS

geTrER WALY

WMIN

INNESOTA'S

L

AY

|
LOWEST cosT*

Effective radia? Listeners at lawest cost!
That'sthe WMIN stary in the Metrapalitan
Minneapalis- Saint Paul Market where
nearly half Minnesata’s retail sales are
made. And you get high-pawer FM caver-
age ot na extra cast. Any Farjoe man will

welcame the appartunity ta prave ta you
that WMIN daes sell Minnesata’s better
half at lawest cast. Ask abaut WMIN now.

$ST. PAUL ¢« MINNEAPOLIS
REPRESENTED BY FORJOE & COMPANY

2 1Y,
ILLION

DOLLAR MARKET

sprecd over two states

Take our BMB Audience Cover-
age Map, match it with the
latest Sales Management ‘‘buying
power'” figures, and you'll see
that KWFT reaches a billion and
a half dollar market that spreads
over two great states. A letter
to us or our ‘‘reps” will bring

you all the facts, as well as cur-
Write today.

rent availabilities.

THE TEXAS-OKLAHOMA STATION
Wichita Fal1s—5,000 watts—620 KC—CBS
Represented by Paul H. Raymer
Co., and KWFT, 801 Tower
Petroleum Bldg., Dallas
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Spot contests and offers contestant was feted on the station’s

opening night with all of Hollywood s

glamor. The promotion built listeners for

WWDC both AM and FM.

arce high in originality but borrow too In Maryville, Tennessee, the Supreme
Foods Company staged their own version

Local radio contests are an effective his highly successful Mrs. Hush. and of the “Hush fo.rmula on WCfo “"”;
form of promotion. Often they duplicate Walking Man. Their counterparts are & Program .ca.ll.cd. Can .YOU Find Her
on a limited scale the eflectiveness of current in local radi FM-promoter While ic initial SI(’Q Jackpot mounged
oast-to-coast pronotions.  Often, too. Ben Strouse put WWDC-FM on the air $10 daily, female resrdgnts of Maryville
they take their cues from the network in the nation’s capital with a $5,50C learned not toc:fl‘l‘a COP'fa")‘.O"GSIOPPCd
promotions and cut a national formula *“Mr. FM™ contest.  More than 25,000 them and asked: A"? you Miss Suprcmc,

wn to local siz contestants tried ss the identity tl?c,"Suprcn'le lemonized salad dressing

Ralph Edwards started a veritable of “Mr. FM™ (who proved to be Peter 8ifl”" Again, program listening jumped,

. . 1d ounted. ion WHBS
pidemic of network contests based on  Donald. radio comic . and the winning 30 store sales mounted Statror‘l‘ HB"“
Huntsville, Ala., conducted a “Mr. X

Local station promotions frequently

Please turn to page 140

CO-OP PROGRAMS
|ndependent BlOCl( Programming ‘Continued from page 73)

grams are sponsored on partial networks
De[initdy Pays OH in Results! by one spensor, it's usual that this sponsor
prohibits advertisers in the same line from
buying individual stations. For instance.
since Colgate-Palmolive-Peet sponsors
Happy Gang in Canada where the pro-
gram originates, no soap sponsor is ac-
ceptable on a local or regional basis.
Success stories of sponsors who are buy-
ing these network packages on a local

basis are numerous. Because department

MORE LISTENERS PER DOLI.AR IN MEM?HIS I and specialty stores still look at broad-
casting askance, the fact Stearmms of
Boston has tested ‘‘specials,” unsup-
ported by any other form of advertising
(even signs in the store itself), is es-
pecially noteworthy,

Steans featured a ‘‘radio special” of
top coats at $35 during its first week on
the air this spring. The offer was made at

8:02 a.m. By 5:30 p.m. 35 coats were
Mid-South's only 24 hour Station sold. Total sales of this coatr directly
traceable to this one broadcast were over
100. Another department store that has
found the sponsorship of a co-op program
effective is Strouss-Hirshberg of Youngs-
town. It uses Winner Take All and
has found, as have so many other spon-
sors of audience participation programs.
that these programs pull a sizable fem-’
inine audience and one that shops de-
partment stores. S-H doesn’t, as most
department stores do, make charges
against each department that uses adver-
tising on the program but allots time on a
storewide basis. Thus ad-pressure can be
placed where the store management feels
it needs it and without individual depart-
ment pressure.

Memphis, Tennessee

Patt McDonald, Manager

FORJOE & CO., representatives
p—

S-H feels that the program and radio
advertising rises above normal depart-
ment store policy Ty ®
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The new medim . . .

S 10W 2 huge gomg

Commercial status

Whoe is sponsoring television: why. how

when, and to what advertising effeet

Television is selling merchandise in
practically every area where there are
over 1,000 receivers installed and even in
some areas where only 500 sets are oper-
ating in homes. In this Fall Facts edition,
SPONSOR presents the third group of 12
“Capsule Case Histories” on TV results.
In the 36 sponsor studies presented thus
far, sports are the program type doing the
best selling job. The product using TV
most successfully to date is beer, due in
great part to the fact that the saloons and
bars are among the first in every area to
acquire sets and to promote TV. Thus
beer is able to reach the home and the
point of sale at:the same time, something
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accomplished through few other adver-
tising media,

Cigarette firms are also high among
TV’s sponsors, with most of the leaders,
Lucky Strike, Camels, Chesterfields,
Philip Morris, and Old Gold, using both
television spots and programs. They're
still experimenting to find the correct
visual program vehicle but all their bud-
gets have healthy allocations for TV.
Luckies are trying a whodunit and have
tried a half hour of entertainment from
Broadway’s stages. Old Gold and Ches-
terfield are sponsoring basebali. Camels
have committed themselves to a news-
reel and Philip Morris has thus far re-

COncern

stricted itself to station break spots.
Department stores, early owners of
broadcasting stations but unenthusiastic
recently about the medium, have been
sold time on many TV outlets and have
found that television sells both fashions
and home furnishings, The department
stores are not using the visual advertising
medium for prestige but to produce direct
sales in the same manner in which they
use newspaper space. In practicaily every
city where there is a TV outlet there’s at
least one department store experimenting
with the medium. They have been sub-
jected to more TV promotion than any
other user of advertising. Because many
merchandisers have been intrigued with
intrastore telecasting (use of TV as an
advertising medium originated and viewed
in the store but not broadcast to home
receivers) they have had demonstrations
by Allied Stores, RCA-Victor, GE, and
DuMont. Many of them have radio and
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TELEVISION STATION

WATY

The Family Station serving
Metropolitan New York and
New Jersey, with 50,000 watts
of effective radiated power,
from 4 p. m. until 9 p. m. Wed-

nesdays through Sundays.
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television departments and find the sale
of receivers profitable. Thus they have
dual reasons for using TV.

TV weathercasts are being sponsored
by a varied list of advertisers. Botany,
pioneer user of the medium, is still using
its woolly lamb to “predict tomorrow’s
weather,” BVD sells men’s shirts, and
Sanka sells cafieine-less sleep with weather
predictions. It’s difficult to trace direct
impact of general advertising of the
Botany-BVD-Sanka type but all three
advertisers have uncovered consumer re-
action to seeing it on television.

[Food manufacturers and processors
were among the early sponsors in the TV
medium. Kraft and General Foods are
still spending a sizable budget on TV net-
work programs. GF buttressed its em-
ployment of the visual medium with a
detailed study of its impact on the home.
This corporation is far more conscious
than are most advertisers of its public re-
sponsibility both as an advertiser and as
a food merchandiser, and its study
covered not only the advertising impact
of the medium but sociological implica-
tions as well. Its research was pro-TV
enough for the General Foods TV com-
mittee to recommend that the corporation
get into"the medium.

TV status

Kraft Television Theater has proved to
the sales and advertising managers of
Kraft that it can and does sell the product
it advertises. As sPONSOR reported in its
TV Results compilation for May, just a
few presentations of Kraft's MacLaren
Cheese created so much demand for this
limited-distribution and quality-priced
cheese that Kraft shifted its product men-
tion very quickly to a mass product
(Kitchen Fresh Mayonnaise).

While a number of advertisers are
waiting until the networks are more ex-
tensive in order to justify the high cost
programs which are part of the medium,
others are going right ahead and planning
to cover the stations not linked with net-
works with films of their shows photo-
graphed off the face of the receiving tube.
Details on the costs of this and other types
of film presentations are included in a re-
port on costs in this Fall Facts edition.

A rough projection of the total adver-
tising expected to be placed on the more
than 35 stations which will be operating
before the end of the 1948-1949 season
comes to over $8,000,000. This isn't bad
for a new advertising medium which less
than a year ago was checking its advertis-
ing volume in thousands rather than
millions. ER

Radio advertisers are still leaders

among users of air's visunal medimmn

Thirty-eight per cent of the sponsors
now using television are not using radio
and over 259, of them have never used
broadcast advertising before. With the
exception of the fashion field, very few
advertisers who have insisted they needed
a visual presentation of their product have
thus far tumed to TV. Most successful
TV users are advertisers who have been
inradio before and, having leamed how to
sell with the voice alone, are releaming
how to advertise on the air when a picture
can and does replace hundreds of words.

At the end of June, Boston’s WNAC-
TV went on the air. The television scene
is expanding rapidly. The medium was
held back for a long time because of the
generally-cntertained fear that it would
cost advertisers hundreds of thousands of
dollars before the end of the red ink
period. It is not working out that way.
Some stations have come to the air with
as many as 10 advertisers presigned.
Others, in areas which have not been as
exposed to television promotion, start
with fewer, but find that advertisers

pyramid as soon as a few hundred re-
ceivers are placed in homes.

Growth which took years in the TV-
pioneer centers, New York, Chicago,
Hollywood, is taking months in new video
cities. Bar and grill customers added to
an amazing number of viewers per home
receiver constitute an audience ready for
advertising almost immediately. When
TV sets are few it's not unusual to find as
many as ten people at a time viewing a
program. As sets obtain wider distribu-
tion the average number of viewers per
home drops as low as 4.5. Research indi-
cates that for almost a year after a station
brings visual programs jnto the home the
average of viewers per home remains in
excess of five.

Another reason why TV is making such
rapid strides in virgin television arcas is
that the backlog of program material de-
veloped by other stations is available to
them. The better the programs the more
quickly the audience grows. Two years
ago, the visual program cupboard was

(Please turn to page 80)
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WHAT'S NEW IN TELEVISION ?

Jate @ Laok o WPJL/!

In the Merry, Merry Month of May. ..

52 ADVERTISERS on WPTZ!

When 52 experienced, “‘show-me” adver-
tisers buy time on this one Philadelphia
television station they must have had more
compelling reasons than just a desire to get
on the TV bandwagon.

It could be coverage. With WPTZ’s new antenna
system topping downtown Philadelphia by almost
a thousand feet, the Philco station reaches out
roughly 50 miles to offer television service to
3,306,000 people! Here is one of the nation’s fast-
est growing television audiences, already second
largest (42,000 receivers) in the country.

Or facilities perhaps ... WPTZ’s well equipped
studio, three complete mobile units, art and scene
shop, film production crew, 16mm and 35mm

WPTLZ
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projection equipment, two-way relay to New York
for NBC network origination—just to name a few.

Or knowing how to use these facilities. Nine years of
actual television station operation coupled with
Philco’s sixteen years of active television experi-
ence have produced at WPTZ what many consider
to be the best trained, professional staff and crews
in the business!

Or maybe it’s the alacrity with which the boys in
the commercial department will tell you what WPTZ
and the Philadelphia television audience have to
offer you and your clients. Drop us a note or, better
yet, phone—

PHILCO TELEVISION BROADCASTING CORPORATION
Architects’ Building, Philadelphia 3, Pa.
Telephone: LOcust 4-2244

i

FIRST IN TEI.EVISIUN IN PHILADELPHIA
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WIDE
ACCLAIM
for the Quality
of

BASEBALL

TELECASTS

OVER

WEWS

CLEVELAND

“The announcement of telecasting
of all Cleceland Indians howme
games by W EN S is a tremen-
dous foricard step for television
tn Cloveland.””

STANLEY ANDERSON

Radioe ditor

The Cleveland Press

“For those not fortunate criough
to attend the gnes, I can say
Srom miv own observation  that
WEWS brings vou a splendid
show.  The station certainly is
entitled to conunendation for the
techuical details and excellenee of
the buschall telecasts in Cleve-
land.”

Bror VErek

President

The Cleveland Indians

LATEST FIGURES

from Pelevision Receiver Distribie-
tors show 7100 Felevision sets in

operation in Northeastern Ohio on

July 1, 1948,
¥ Sponsored by

GENERAL ELECTRIC
throngh
Bauea. Barton.
Durstinne & Oshorn

THE SCRIPPS-HOWARD
RADIO STATIONS

® WEWS Television—WEWS-FM, Clevelend,
Qhlo

® WCPQO, Cincinnati, Ohio (Now building
Television)

® WNOX, Knoxville, Tennessee

{1 these Statrons
Represented Iy

THE BRANHAM COMPANY

nmmannnmnguininaimmnnainnm
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Advertising Agencies with TV Dep’is

AGENCY ciry TV DEPT HEAD SUPERV TV STAFF COMML FILM DEPT
ADVEATISING COUNSELDRAS S Buckleigh Orford, awner Yen Yes N
ADVERTISING INC Rechmond Aubrey F. Watson Yes Ye
AITKIN-KYNETT Pl D Langan No Neo
ALLEN & REYNDLDS Juck Anderson Yes Yes
ALLIED | RN Bil Welsh Yes No
ANDERSON DAVIS & PLATTE Ny K Knipe, vp No No R
ASSOCIATED ADVERTISING ¢ Sam Maleolm lovy Y Yes
N. W. AYER NY 11. L. MeClinton, vp Yes Yen
BADGER AND BROWNING & HERSEY N Y William Doty Fdouarde No Yes
BBD&D NY Wickeliffe W Crider Yes Yes
ADRIAN BAUER hit A. R Trpp, vp No No
BENTON & BOWLES N.Y Walter Craig, vp Yes Yes
BERMINGHAM, CASTLEMAN & PIERCE N Y Ray Ovigton Yes No
BlDwW NY William J. Morris No Yes
W EARL BDTHWELL Iittsburgh (. Taylor Urquhurt No
BDZELL & JACDBS Chi Philip Rouda No Yes
ARTHUR BRAITSCH Prov Arthur Braitsch Yes Ne
BRODKE, SMITH, FRENCH & DDRRANCE | Detrol James B. Hill Yes No
BUCHANAN N Y John Sheehan No No
BUCHANAN-THDMAS Oniaha Adam Reinemund No Yes
LED BURNETT Chi Williamn L. Weddel! Y i Yes
BYER & BDWMAN Columbus Bill Copeland Yes Yes
HARDLD CABOT Raston Jan Gilbert No No
CAMPBELL-EWALD ‘Dctrml Winslow . Case, vp Yes Yes
CAMPBELL-EWALD N Y Kenneth Young Yes Yes
CAYTON N.Y Earle McGill Yes
CHERNDW N.Y Morton Junger No
CRAMER-KRASSELY Milw J. 8. Stolzofl Yes No
JIM DAUGHERTY St. Lous James M. Daugherty, pres No No
DOHERTY, CLIFFDRD & SHENFIELD N Chester MacCracken No No
DDNAHUE & CDE NY A. Carl Rigrod No Yes
L. J. DU MAHAUT De L. J. DuMahaut No No
ADAM F. EBY Buflale Adam F. Eby No No
RDBERT J. ENDERS Wash. John Barnes Yes
ERWIN, WASEY MY Joe Brattain Yes Yes
WILLIAM ESTY Ny Then,as 1. Luckenbill, vp Yes No
FEDERAL N.Y Francis C. Barton Jr, vp Yes
FDDTE, CONE & BELDING N Y Ralph 1. Austrian, vp Yes N
ALBERT FRANK-GUENTHER LAW L& John V. McAdams No
DAKLEIGH R. FRENCH N JE] A. Maescher Jr No Yes
AD FRIED Don Santo Yes No
GARDNER N.Y Roland Martini, vp Y
GARDNER C. E. Glaggen, vp Na
GEYER, NEWELL & GANGER N.Y Don Shaw, vp Ye Yes
GILLHAM b Victar Rell Y Yex
GOTHAM N.Y Arthur A. Kron, vp Na
GREY A Marvia Ye
HENRI. HURST & MC DDNALD W K. Jon Y N
HICKS & GREISY P A. Ko Ye
CHARLES W. HDYY N
H. B. HUMPHREY W: No
HUTCHINS \fa No
JACKSDN \ ) Y
DUANE JDNES \ y Yes
KAL, ENRLICH & MERRICK ¥
KAPLAN & BRUCK \ w p \
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*Spot Broadcasting is
radio advertising of
any type (from brief
announcententsto full-
howr programs) plan-
ned and placed on a

Aexible

market basis.

Offices in Chicago « New York = Detroit o St. Louis » Los Angeles » San Francisco

JULY 1948

@ Here's the way the Brown &
Willimnmson Tobaceo Corporation and

its advertising ageney, Ted Bates, Ine.—
York. build sales and profits for KOOL
Cigarettes: They reach plenty of people

. with plenty of announeements . ..
on plenty of stations from coast to
coast,

It’s a big tvpical Spot Radio job and
you know it pays beeause Brown &
Williaanson keep at this hard-hitting
advertising 32 weeks a vear.

market-by-

And why shouldn™tit pay? Eaeh sta-
tion in eaelh market is pieked on merit
—regardless of network afliliation. Eaeh
announncement is aired at a carefully

seleeted time with a large measured

audienee. And every second of time
that’s bought is devoted solely o

selling.

Why not try flexible, powerful. proftt-

able Spot Broadeasting yourself?  Ask
vour Johu Blair man about it.
L "R RIS 3

e

—T N—
REPRESENTING LEADING RADIO STATIONS
P N N

JOHN —
BLAIR —

~——~— & COMPANY ———



TV STATUS
(Continned from page 76

bare. Today there are hundreds of top-
drawer  programs  available, including
Korda films. At one time if a station
wasn’t within a coaxial cable service area
(and few new stations were) it had to
improvise all its program material.
Today, television transcriptions of visual
programs of good quality are available
from DuMont, NBC, and through Para-
mount DPictures.

Directors are also discovering that with
a little camera ingenuity local talent can
provide engaging entertainment. One
Baltimore station has scanned as many as
38 locally-originated studio shows in one
week. The programs might not satisfy a
lHollywood motion picture director, but
their mtimate home-town quality gives
them their own local appeal.

Some TV comimercials have already
stepped out of the radio rut. Lucky
Strike's “marching cigarettes,” Camel’s
specially-photographed “experience” and
“T Zone” endorsement, and Chester-
field's smoke rings, all capture the
viewer's real attention.

Television has come far along the road
to becoming the great broadcast advertis-
ing medium that it will be. . e

AGENCY

M EVANS ;ucnmunu
WESTHEIMER

H W. KASTOR

JOSEPH KATZ

HENRY J KAUFMAN
KENYON & ECKHARDY
KIESEWETTER, WETTERAU & BAKER
KIRCHER, HELTON & CDLLETT
KUONER

LANG, FISHER & STASHDWER
AL PAUL LEFTON

LENNEN & MITCHELL
AW LEWIN
MALCDLM-HDWARD
MARSCHALK & PRATT

J. M. MATHES

MAXDN

MAYERS

MC CANN . ERICKSDN
ARTHUR MEYERHDFF

DAN B. MINER

MDSER & CDYINS
NEFF-ROGOW
NEWELL-EMMETT

OLIAN

OWEN & CHAPPELL

PECK

PEOLAR & RYAN

J. R. PERSHALL

RADIO ADVERTISING CORP OF AMERICA
L. W. RAMSEY

RAYMONOD

REINCKE, MEYER & FINN
RDDGERS & BRDWN

JIRVING RDSEN

ARTHUR ROSENBERG

RDSS. GARDNER & WHITE
A. JAMES RDUSE
RUTHRAUFF & RYAN
SCHECK

SCHWIMMER & SCDTT
RUSSEL M, SEEDS

SHDOW PRDDUCTIDNS
SIMMONDS & SIMMDNDS
SIMDNS.MICHELSUN

SMITH, BULL & MC c_nunv
SMITH, TAYLDA & JENKINS
HOWARD D. STEERE
ARTHUR W. STOWE
STRAUCHEN & MC KIM

J WALTER THDMPSDN
WILLIAM ARREN

LUTHER WEAVER

WILLIAM H. WEINTRAUB
JOSEPH R. WEISSER
WINIUS -DRESCHER-BRANDDN
WDLFE-JICKLING-DDW & CONKEY

YDUNG & RUBICAM
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vy TV DEPT HEAD SUPERY TV STAFF COMML FILM DEPY
hi s M. Evans lichmond No No
Burbars Block T Ne No !
James IE West No No
Robrrt G, Swan Yes
\ Jeffrey A Aled » Yex
Garth N. Moutgomery Y Yes
AY | (i. Chase No No
Chiuck Gay Nn No
\ yron Kirk Yes No
in B, No Ye
v
as P. Doughto % L
) a4 AW o No
A. M. Holland Yes No
; E. J. Whitehead o f
A William H. Vil s Yt-'s N
N AW Il No _No
LA James C. McCormick No -.\’o
N Lee Cooley 7 ] T
Benjamin J. Green ﬁ\i-s I No
L.A i Hilly Saude; 7 Yes No
Ny Laura B. Mang No No
NOY William Pierce Brown, vp. = No T o
S b George Folcy Jr ] Yes No
Chi George I(izch g Yes Yes
N -Dn;d Hale Hnipern, vp - No No
NOY Aﬂ;ﬂ' Sin;he—x;er No —_
N \-.- - E. G. Sisson Jr, vp ] No —_
Chi George B. m, x‘p \es_ i —
Jersey Cit Albert A, Fiore o N Yes Yes
Davenport W. 8. Henderson, v;) No
Newark Joe Gans Yes No
Chi Frank M. Baker ' No No
NAY J. Edward Boyle, vp _\'es _; -
NY Irving Rosen R T 1 ;)_ »
Ny Arthur Rosenberg - No ' -
LA Frank R;.'hlrick Yes No
LA Bertram Feinberg - No o i Yes
Ch Rozwell Metzger, vp Yes Yes
Newark E. Grant Scheck, vp o Yes No
(§ Earl Bronson Yes No
Jack Simpson %
Ny Yes E i Yes
™ Phil W Tobias Je Yes Yes
A. Glenn Kyke Yes 5!
Muyfield or L No o T\o__
P ThomasJ. MacWilliams  Yes “No
Charles R. Stout T No No
1 Acthur W. Stowe Yes No
John G. Mauun e No
N Johu V' Reber, vp s ) \
N n ) Yes Ye
Nt No i Yes
ANY rey T p I_(’S Yes
« LW d Yes No
Mo il :n - Yes
1 Yes No
N Y Yes Yes
SPONSOR
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) Y
I\ B( iNetwork Television is a working real-

ity in 1948 —rather than a vague potential.

Today there are fourteen NBC stations on the air. B
year's end, there will be thirty-three.

Seven stations make up NBC's Eastern Network. Five
iffiliates— WRGB, Schenectadv; WBZ-TV, Boston;
WPTZ, Philadelphia; WBAL-TV, Baltimore; and WTVR,
Richmond—are comected by cable and velay to NBC's
own ~tations WNBT, New York, and WNBW, Washington.

Served by NBC Kinescope Film programs. seven more
afliliates ave available to the Network's television spon-
sors—WBEN-TV, Buffulo; WLWT, Cincinnati; WWJ.T\
Detroit; WTNJ-TV, Milwaukee; KSTP-TV, Milwaukee:
KSTP-TV. St. Paul; KSD-TV, St. Louis: and KDYL-TV
Salt Lake City.

Midwest afhiliates will be direetly joined with NBC's
own stations in Chicago and Cleveland (now under con.
struction) this fall.

The Midwestern and Eastern Networks will be linked
before the end of 1918. And NBC’s Los Angeles station
will be tied to San Francisco by the end of the year to
serve as a focal point for an expanding Western Network.

Fln- 1« \BC. America’s No. 1 Television Network.

... Profile of A\ CIZTLIdS




KSTP-TV.
ST. PAUL

3 ; WwWiTV _
- WIMI.TV DETROIT e y PTZ PHILADELPHIA

MILWAUKEE
d L-TV WILMINGTON

WNBQ
CHICAGO |l

_ WASHINGTON
COLUMBUS

WLWT CINCINNAT) & A TV& RICHMOND

A .

WAVETV LOUISVILE 7  §

LEGEND

White towers are operating stations.
Black towers have construction permits.
Thick line refers to existing coaxial cable (eastern seaboard).

Thin lines indicate projected cable.

—
O
N
o

| -

Broken lines vepu.sem relay links.
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n television’s experimental stage—when RCA initiated, championed and

pprkcted todays black-und-whlte system—NBC's contributions were ﬁrst

. . . ‘- a '.'.-._ : : i .. - L‘_ i
1 ‘ & b " a7y
‘ I + i | : -
= itsl Qvestme elped to keep that promise alive. e
y ~4 L]
t‘v o
B&N&Ik cuju-'d'perate on promise alone.

Todoy—delivering performance rather than press releases—this is the NBC

Television Network.

To viewers, the excitement of great programs .
To advertisers, television’s greatest audiences ...
To affiliates, America’s No. 1 Television Network . ..

To the industry, the standard of sight-and-sound broadcasting today . . .

NBC

Television

R

T H L NATITONAL BROADCASTING COMPA

N Y

e —— DA — e —




TV costs

High price of live programs turns spousors
towards film for multi-market coverage

As an advertising medium, television is
certain to cost more than its parent, radio.
This is one of the reasons why Com-
mander McDonald, president of Zenith
Radio, long has stressed the advisability
of consumers paying for their TV enter-
tainment.

The live dramatic and variety pro-
grams will cost most. The union scale for
performers, when finally established, is
certain to be much higher than the
AFRA scale for radio actors. The
“interim”’ scale is $75 minimum, several
times the microphone performers’ base
rate. A mystery program without name
players that costs $2,500 in radio will
total nearly double that amount, with a
minimum of rehearsals and sets, when it’s
telecast. A case in point is American
Tobacco Company’s NBC program Bar-
ney Blake, which is being replaced by
football scannings this Fall. Barney
Blake, without time, costs in the neighbor-
hood of $3,500. Everyone connected with
the program works at or close to mini-
mum. Since the program is live, it is seen
only over stations in New York, Boston,
[*hiladelphia, Washington, Baltimore, and
Richmond. That is as far as the coaxial
cable that connects TV outlets extends at
present. It’s true that for the same pro-
gram price the show could be filmed and
fed to all the cities that have stations on
the air. But to do this it would cost the
sponsor $8,000 to film the program in a
studio and prepare prints to stations.
(Eight thousand dollars was the lowest
estimate from a reliable studio.) This
figure is for the filming alone and does not
include script, cast, direction, and com-
mercials.

If making films of programs for tele-
casting should continue to be this costly
it would restrain the enthusiasm of
national advertisers for the medium.
However, there is hope on the horizon—
television transcribing, or kinescope re-
cording as some call it. Through this
systein it is possible to present a program
on the air or over a television circuit
which is not broadcast and photograph it
directly off the face of a special monitoring
tube. The expense involved in making
television film this way is a fraction of

what it costs in a motion picture studio. |

Paramount was the first to deliver
photographed off-the-face-of-the-tube film
on a regular commercial basis.
charge $546 for a half-hour original ready

JULY 1948

for scanning. The single sponsor, two
agencies and three New York area sta-
tions that to date had contracted for
Paramount TV film of their shows have
used it mostly for reference purposes.
Paramount charges, for prints of its TV
film, six cents a foot (16mm or 35mm).
This would make a 30-minute 16mm print
cost $64.80 and a 30-minute 35mm print
$162.00.

NBC’s announced filming costs are con-
siderably lower than Paramount’s. NBC'’s
negative as taken from the face of the tube
will cost $180 for 20 minutes. In order to
make Paramount’s and NBC'’s costs com-
parative it is necessary to adjust this $180
(for 20 minutes) to $270 per half hour.
In the same manner it is necessary to
adjust the NBC'’s announced figure of $60
per 20-minute print to $90 per 30-minute
film, or $360 for negative and print com-
bined.

L (h

DuMont’s plans aren’t ready as sron-
SOR goes to press. |t is working on what
is claimed to be “an entirely different
approach to television transcriptions.”

Rehearsals are an expensive TV factor.
Studio costs alone run $200 an hour
in a studio such as WJZ-TV will have.
The more camera rehearsals the better the
program, yet even a full hour variety pro-
gram like the Texaco Star Theater is forced
to cut rchearsals to a minimum in order to
keep within its budget of $11,000.

Audience participation, quiz, and sport-
casting are program types that can be
kept low in cost and high in results. In
the case of the latter fees for rights, lines
linking the arena to the station, and a re-
mote crew cover practically everything
except air time and announcers.

As more and more men push iconoscope
cameras around, as more directors sit
behind control boards and learn to cap-
ture a good picture the moment a camera
is focused upon it, TV will become a better
show. The director who calls the shots
and the camera man who sees that his
camera gets them will cut costs. This
can’t come overnight. oo

They |

Television Directory No. 4

TV RATES & FACTBOOK

(revised to July 1, 1948)

part 2: Gonstruction Permits Ou

part 1: Commercial TV Stations Operating

Rate cards, facilities data, TV set count, personnel, etc.

Technical facilities, affiliations, call letters, etc.

part 3: Experimental TV Stations
part 4: Present Allocation of TV Channels by Cities

Allocations to first 140 markets, sales rank, population.

ADDED FEATURES
part 5: Proposed Allocation of TV Channels by Cities

New allocation plan listing proposed channels for 459 cities.

part 6 : Directory of Television Program Sources

Owners, producers, syndicators of live and film material.

tstanding & Applications Pending

$5.00 per copy

szfgﬁd FM reports

1519 CONNECTICUT AVE. N.W.

S T S e e e
WASHINGTON 6, D. C.

Write to us for information obout our complete service, which includes weekly Newsletters:
TV, FM and AM Directories ond weekly Addendo; rezulor Supplements etc.
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!‘@ TV Available Live PPackage PPrograms

TITLE 14441 APPEAL TIME cosTt EXPLANATION PROCUCER
ADVENTURES IN PERSONALITY I ashions Waonn 15 m:u 1 wk $250 Beverly Waorth shows styles, table settimgs, ote Hal Wabsan L
A L ALEXANDER Intorview el 30 non, § wk O Addvice on family problens Mutual
AMERICA SONG Mu vl Fal 1y 15 nun, § wk OR Ameriean foltk songs, interpreted by guitarniat, dmm-lr NBC-TV
ASSOCIATED PRESS NEWS & VIEWS New Faunnl 15mm, 1 5 wk $150 Lult photes, ne-xx from AP and Post-Dispateh KDUIV, St Bruns
AT HOME WITH MARY SMALL Vartety Fanal 30 nm, 1 wk OR My Snaall and hobby Vie Mizzi entertain guests Ldward Wolf
BARBERSHOP QUARTET Mus Fanly 15mur, 1 wk $4i0 Live barbershop quartets, old-tuie harmonics WRBEN-TV, Buflalo
BASEBALL CLOSE-UPS laterview ' Moy 15mn, 13 wk OR Follows TV baseball.  Round-tuble sessions on sports — WLEWT, Cnci
BASEBALL ROUNDUP Nparts Famnly Swm, T wk OR Major leagne results, conmplete score carde WFTZ, I'lots.
BEHIND THE SCENES IN FASHIONS Fashwms Wanen £5 o, | wk §215 Marjone Wilton miterviews and demonstrates. (:u;vu—s K=D-TV, & lou.»
BEWIICHING HOUR Varieth Women 0 man, 1wk $304 Fashion with ballet wusic and conedy John Mellor & Asoex
BIRTHOAY PARTY Vanety Juvemle 30 mmn, 1 wk onr Aunt Grace acts as hostess to talented youngsters PuMant
BOXING FROM JAMAICA ARENA Nportx Funnly 2 s 2 wk OR Blow-liy-blow accounts by Dennis James PuMent
BOXING FROM QUEENSBORO ARENA | Nports Fumily 90 min, 1 wk OR Boxing Louts from outdoor arena WPIX. N Y.
HUBERT BRILL'S PLAYROOM Vanety Fannly 30 nun, 1 wk OR Talented guests from the entertsinment world DuMont
BROADWAY JAMBOREE Varnety Family 30 mn, 1 wk OR Blending contempmary with nostalgic vaiiety NBC-TV
BULLETIN TELEVISION NEWS News Family 10 mie, 5 wk $160 Complete coverage of world, local news WCAU T\-.-l;bT]A—
CABARABIAN NIGHTS Vanety Family 30min, 1 wk OR Danton Walker me’s from the Versailles Club WPIX, \-\—_
CAMERA HEAOLINES News Family 15 min, § wk OR Fastest news photo service avatlable in TV news DuMont
CARTOON CAPERS Varnety Funnly 10 nidur, 1, wk $25 Styart Hanple, cartoonist, draws and amuses WBEN-TV, Bufialo
CASH & CARRY And partic Funly 30 min, 1 wk $750- 1500 Coniedy quiz show with stunts, gags, ete = Charles Stark Prodng
CHAMPAGNE & ORCHIODS Musical Famil 15 n)m. 1 wk OR Svelte, sophisticated music and d_an: i DuMont
CHARAQE QuIZ Quz Fannly 30 min, § wk OR Modern version of parlor game ; me, Bill Rater Du Maont
COFFEE WITH THE CARTERS Viriety Funnly 15min, 1 wk $70 first, $25 sue ‘The Carters at home with guests.  Chatter W PGB, 8chencetady
CANDANCE COLEMAN Pram: Family 30 pin, 1 wk OR Situation comedy. Candance Coleman, precocicus teen Sanft TV Featu'ex
COLEMAN BROTHERS Musical Fumily 15 min, 2 wk OR \egro quartet, singing your faventes — WEWT Cinn
CONCERT HALL Musical Family 15 ann, 1 wk SN0 first, $HO Soloists und classical ms:runwnlu!'s(;. Piogram notcs W RGR. Sl enectady
TOM COREY Prima Family 15min, 1 5 wk §1250 Character sketehes; eventsin the life of a milknan Video Fyents
COURTY DF CURRENT ISSUES Forum Fannly 60 inin, 1 wk OR Lively forums staged iv & cou:t of law DuMont
ALLEN OALE SHOw Music: Fannly 15 nin, 1 wk OR Allen Dale sings old and ne\\—hils Dullont
OARTS FOR OOLLARS And partic Famnil 15 min, | wk §70 first, £35 suc Team members scare points by Gumwinn darts WRGB, Schenectady
OATE WITH MOTHER GOOSE ' Aud partic  Juvenile 30 min, 1 wk 7 QR Modern Mother Goose gives party Sunft TV Features
OEAR CHOLLIE Dranu Fanuly 15 mut, 1 wk $150 Homer \;--ritcs amusingly to his friend Chollie WRGEH, .\‘(-‘krnrrlzuh'
ODORWAY TO FAME Variety Faml 30 min, | wk OR Young hopefuls perforin.  Johnny Olsen wie's DulMiont
OOOWINKLE, ATTORNEY Prama Famnly 30min, 1 wk OR Court 1oom dran a, bascd on Satevepost series Baxch Rudio & TV Prodns
DRAWING GAME Quiz Finnly 30 min, 1 wk OR A charade quiz gamie with Rube Goldberg and guests - WPIX, N Y.
DREAM GIRLS Vuriety Fanuly 30 min, 1 wk 1000 Men in audicnce pick their Dream Girl ( ha:l;s xtark Prodns
JACK EIGEN SHOW hiterview Faily 15 min, | wk OR Broadway and Hollywood news, \;ew& and st &s DuMont
FOR YOUR PLEASURE Varnety Fiunrly 15 min, 1 wk OR Krle MaeDonnell me's an intiniate revue NBC-TV or Spot Eules
GINNY & ROGER News Famrh 10 min, § wk OR Breakfast program, locul n-ews. gossip WFIL TV, Phila.
GOOD OLD U. §. & Trave Famhy 150, 2 wk $75 Fihin lnghlight<of U. & citues WCAU-TY. Pinia.
GREAT TALENT HUNT Vur Fanily 30 mm, | wk OR Jim Buckus satinzes talent shows Mutual
HANG THE CONTESTANT N ad partie Ndalt 30 o, 1wk $1500 Quiz show, with comic ca toon ungle Wynn W eht Assocs
HAREM SCAREM Aud partte Fannh 30, 1 wk OR Serewball quiz Prozesand exeiten ont Basch Radio & TV Prodns
HARNESS RACING Nports 40 mm, | wk on Harness rueig from Roosevelt Ricenay WPIN.N Y
HARVEST MOON BALL Vi Fumnly 2t4-hr, 1 Linie OR Famous danee competition held at Madison SqGarden WPIX, N Y
HEART'S OESIRE Women 30 wyn, 1 wk OR Grants “heart’s desire” of listener Mutual
GABRIEL HEATTER N\« Fannly 15 mn, 5 wk OR News and comnients by Heatter Mutual
RUSS HOOGES" SPORTS PAGE Sport Men 15 nun, § wk onR Newsy, views, aud chate with sports nuotubles Dulont
HOW DOES YOUR GAROEN GROW B \ Fannly 15 mm, 1 wk $125 Amos Kirhy shows actual gardeimng methods WCAU-TV, Phila.
HOWOY 0000Y \ v 15 60 nn, 3 wk OR Bob Soith amd puppet Bowdy Doody; eartoonsmovi s NBC-TV or Spot Sales
HUNTING ANO FISHING Hobl M t5mm, 1 wk OR Joe O'Byme gives tips on fickd and stream sports WPTZ, Phila.
INS NEwS Newa Fanu) 0. 6 wk OR INS news and photos, WEB T new seuster WLWT, Cinei.
IF 1 HAD MY way Iy 30 nun, 1 wk OR Purticipants air their pet schenies Roy de Groot
B0B INGHAM, SPORTS Sports I 20 mn, 1wk £150 Rports highlights, demoust mtions, interview s KsD-TV
11°s A HIT (SO Iy A5 wk 200 plus talent Contest letween 1wo tean s from schoals aud _rlul-s L. Westheimer
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No More

6 .9y

Knot-HoIes ' The old days of peeking through “knot-holes™ are gone—for good.

This season, baseball-crazy Detroiters are going to see 27 Tiger

home games [rom the comfort of theirr arm-chairs at home, through the
eyesof WW J-T\"scameras The above scene shiows the riew unbreakable glass *‘window”
installed behind the batter’s box 10 give the cameras a “box-eye” view of the ennire plaving
field With the famihar voice of Ty Tyson at the mike. and the skilled hands of W\W]J-T\"s
experts at the cameras. Detroit’s 6.000 television sets will be right on top of every play
WWI-TV, Detroit’s only television station, will also cover many other
sports events. Just watch the sales of television sets soar 1n Detroit’

Why not jomn the many WW]J-TV adverusers who are bene-

fitung from the progressiveness of WWJ-TV in us second year of operauon

£ g A3 T %
FIRST IN DETROIT . . Owned and Operated by THE DETROIT NEWS lj ’J' X }xaﬁv
'_ " % s
Nationol Representatives: THE GEORGE P. HOLLINGBERY COMPANY ‘&‘/ NG k.

Associole AM-FM Stoltion WWJ
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17’8 A WOMAN'S WORLO
JUNIOR JAMBOREE

JUVENILE JURY

LUNCHEON AT SAROI'S
LET'S ALL SING

LET'S LOOK AT SPORIS
LET'S PLAY REPORTER
MAOQ HATTER

MARY KAY & JOHNNY

WELOOY RAINBOW

MOVIE MATINEE

MR TV

MUMMERS CONTEST

MUSIC CLUES

MUSIC ROOM

MUSICAL MINIATURES

MUSICAL PONIES

NEW YORK ROVEES

NEWS ON THE HOum

OPINIONAIRE

PAGE PRINTER

PARENTS, PLEASE

PAWNEE POW.WOW

PERSONALITY PREVIEWS

PNOIOGRA'H—M; HORIZONS
7 .;uno PATTER
PICK *N PAT
PICTORIAL NEWS
PLATTER PATTER
PLEASEO 1o MEET you
POINTEO QUESTIONS
QUEEN FOR A QAY
RACKET SMASHERS
RAINBOW HOUSE
REMEMBER THAT FACE
SYLVIE ST. CLAIR
SCHOOL QAYS
SCHOOL QAYS

SMALL FRY clus

SPORTS OLN
SPORTS PAGE
SPORTS QUIZ

SPAINGRBOARO TO FAME

TITLE TYPE APPEAL TIME cost PROOUCER'S EXPLANATION PRODUCER
o Aud partic  Famly 30min, ), wk on B Top wonien personalities of the day N. American Video Prodns
Vanety Juvenile 50 ;in, 5V.wk E_-_-_ OR ~ K L;\'e ganes, charades, film cartoons, westerns WLWT, Cinci.
Quiz Fumuly 30 min, 1;wk Splal OR B Kadx;»gn’e opinions, TV righ ts only Mutual
KEEP UP WITH THE KIOS Quiz 1 Family = 30 mun, 1 wk 6](_ o i’;ron(n. children vie for prizes l Mutuyal
KNICKERBOCKER CAROUSEL Variety Family l.’:_nun: nk_ OoR Iuill sround New YorkTJu;)ilce. Music, song N. Amenican Video Prodns
s S Aud partic Wonien r;o n_nm OoR ‘ Luncheon iuterviews by Bill Slater Mutual
) Musical Faily ] 15 min, 2 'wk N $125 [ Melody Mack plays organ and leads songfest WCAU-TV, Pahil
s . Sports Fawily 15 min, 1wk $50 ﬁ(erv;ws with BPOIL‘(‘I(’bF“IkS and experts WBEN-TV, Buffalo
a F o Aud partie  Fanily 30 miin, 1, wk 1 = OR — lﬁ'a—lionnl quiz game. Has a big following Basch Radio & TV Prodns
LET'S POP THE QUESTION o 4\_utl partic  Fanuly 30 min, 1/wk i OR T_elephonc quiz zume._PrTzns, stuuts | WFIL-TV, Phila.
B Fushions \\‘on;p—n 15 l_nin. 1, wk |: R $in2 50 D.;)rolh,\' Nugent shows women how to create hat «tyles ! WCAU-TV, Phila.
Drania Family 15 min, ], wk OR Lively episodes 1n the lives of youug newlyweds | DuMent
MEET YOUR AMERICA & YOUR WORLO | Interview Family [ m_ﬁ“—k T s_lsuu l_‘eTsonulilirs 07 vanous states, eountries :_\'ideo Events
S - Musieal Family 30 min, 1/wk OR Terry Paige as singing me. Rainbow Trio, guests : Sanft TV Features
Aud partic  Family - 30 min, 1/uk OR = Participants answer movie qucstions ._.\Iumal
- o o Quiz Fuamily 3_0 min, |/wk O-E = | T.ike Dr. 1. Q. Fast, lively quiz WLWT, Cinci.
o Variety Family 15 min, 2 'wk $2500 for 15 prgmis Bands of t;w famous Mummer organization WCAU-TV, Phila.
Suiz Family 30 min, 1wk i $1000 ] (ﬁnauon disk jockey and audience quiz Video Events
Masieal Family 15 min, |/wk I £150 Vocalist Russ Severin and musica! guests KSD-TV, §t, Louis
MUSICAL Mﬁ RY-GO.ROUNO :I usical Family ‘20 min, | /wk | —OR lnnia Jack Kilty and tt;m_('d-ian -Frilz de \\'ll:)e .\TBET\’ or Spot Sales
Musical Family 15 min, 1/wk i OR Film shorts, featuring top nawe bands WPTZ, Phila.
o Aud partic  Family 30 min, 1/wk I OR o Erlicipams ride hobby horscs, play quiz game | WLWT, Ginci.
NEC TELEVISION NEWSROOM | Ncws Adult 15 min, 1 wk | OR  Pick-ups from NBC Radio City Newsroom | NBC-TV or Spot Sales
o Sports \Men 2 hrs, 1 'wk I OR S Thrilling ive bockey fromn Aladison Sq Garden WPIX.N. Y.
HE News Family 5 min, 21,/ wk h()-R Up-t;—the-minute NCWS Prograni WPIX, N. Y.
NUTHITIOWTN_E NEWS 'i‘.xlk; - \\'o—l-n('n . 15 min, 1/wk 6R il Ealurjlz Carl(on—Fredrrwks_.di(-( expert Video Assocs
B News Adult 30 min, 1, \\'k— OR B Pul;lic_ﬁgur; debate news:ssurs -Tulual
News Family 5-15 min, 1-5/wk ;Slo-é5;-n:x. 25-15 prog 4 linesof INS news. Twoﬂds of screen available for ads| WRGH, Schenectady
Aud partic  Family 30 min, | wk oR Dramatization of child care prohlemis, talks Yideo Assocs
PARIS CAVALCAE OF FASHIONS | Fashions  Wowen | 15 mim, Lwk | OR “Film serics, shot weckly in Paris. American me WPTZ, Phils.
Drama Juvenile ! 30 min, 1/wk $1500 I;'g(-ndx & secrets of Indian lore with Chief Lone Bear | Video Eveats
. Varety Family 15-30 min, 1/wk OR Variety format, using TELE-POPSE as me Video Assocs
PERSONALITY. UNLIMIIEO— Fnshion; . Womeu 15 min, 1 ‘wk O_R -\—'c;nica Dengel, stylist, shows glamor. Guests " ideo Assocs
] Hobby Family | :iTmin. 1 wk OR . lnslmcl;omwo!cmional photographers, contests E.\lont
' Musical Family 15 min, 1 wk o __OR Songs and chatter by Ted Stecle T’PTZ. Phila.
Variety . Family - 30 min, 1, wk $3500 .\lms!rol_shou with .\iary Small, Pick 'n Pat, ete Edward Wolf
N Fomily  Smim 1-10 wk | $30 Latest INP news pictures | WRGH, Schenectsdy
Musical Fumily | l5:in_. l_ vrk_ [ $101 Birst, $90 suc Tl;r best in:'c;rdir_ms dizcussed by a disk expert WRGBE, Schenectady
Variety Family 15 r:in. 1wk - OR N Ey .\'cal_ohamh cele;u'd personalities N "WPTZ. Phils.
Quiz Family 30 min.j, wk - oR (.‘onu;an(s (mdans at balloons in quiz i | WLWT., Cinci.
_ Aud partic Women 30 min, 1-5 wk__ U; - Daily "quﬂ-;" selected.  Gifts, prizes Mutual
Forum Adult 30 min, 1 vrk— o OR Cruninologists discuss erime (‘ausvs_ o - Mutual
Variet Juvenile 60 min, 1 wk OR Bob Enieryv presents talented youngsters Du.\lo_nT
Aud partic  Fanuly —IO min, ik;- $75 Pix of crnimunals, nn&il-nz‘p—t-n;ms !—el_eczm. Rewards -Sanﬁ TV Features
Musieal Funnl_,\ 1 lé nu;. 1 wk OR Blonde, vivacious S,\‘l—\'ie &1, Clair sings DuMent
Aud partic  Family 30 nin, 1 ukk L B OR o Happy Felton me's a lively quiz session DuMent
Qmz Family 20 min, 1 wk 30 "S} udents*” quizzed hy sehoolmaster ! ﬁGB. Schenectady
Auwl partic Juvenile 30 min, 1 3 wk OR Bob Emery provides fun and rart;n filmis DubMont
SMITH ANO OALE $KETCHBOOK Comedy Fanuly 1500, § wk OR FFamous vaudeville aet in laugh sketches —Ro;r White
SNAPSHOTS By TELEFILM OF H'w000.| Jutervicw I'snul 150, | wk $190 Snapshot filnis devoted to fashions. smr(;. ete KsD-TV, &. Lows
30 YOU WANT YO BE AN EXPLORER Quiz 30aun, 1 wk UR Quiz show with evploring angl_r N o Von Baunwasn
SOCIETY OF AMATEUR CHEFS Habby Famil 30 nun. 1 wk $1000 Cooking show, h;alunn:nomblos as guest chef; | " Ch;ks Stark Prodns
hpnrls Men 1S mun, | wk $4500) Sportsinterviews by Dennis James Eh:srl(-s Stark Prodns
porta Fnmly 10mn, 5 wk $140 Bi'l Rears, sporix commentary, smn'll\_ard_ \\'C.\T’-T\-'.-Phi!a.
Sports \en 15 min. 1 \«l: [ VR Prizes for hest :pn—r;t—m\-urh'n::r:m_ T}"TZ. Phila.
Vanety Family 30 nun, | wk OR \ talent sliow, piving profesuonals a video break WPIX, N Y.
D dariens Famle 3wl wk OR Youne talent diseavenes  WFIL-TV. Phila,

STAALET STAIAWAY
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Tabulation of KSID-TV Sponsors

During First 16 Months of Television in St. Louis
Reflects Wide Diversity of Products and Services,
and Includes the Names of Some of the Nation’s

Most Distinguished Advertisers:

Admiral Television‘ Aluminum Ore * American Packing ®
American Tobacco (Lucky Strike) ° Bemis Bros. * Botany
Mills * Brown Shoe ° Buloeva °* Chevrolet ° Cluett-
PPeabody ° Crosley * Dazey Manufacturing ° Dowd Sporting
Goods ° Elgin ° Falstaff * Ford ° General Electrie °
Griesdieck Bros. * Hat Research Foundation * Hyde Park
Breweries ° Johnson Sheoes *° Kaiser-Frazer °* Kline’s °
Kelvinator * Monsanto Chemical * M. K. & T. Railroad
* Motorola * Nash ° Pepsi-Cola * PPhilco * Purity Bak-
eries * RCA-Victor *° R. .J. Reynolds Tobacco (Camels)
* Reardon IPaint °* Ronson Lighters * St. Louis Independ-
ent Packing °* Schenley’s (Cresta Blanca) * Seven-Up °
Shell 0il *° Southwestern RBell Telephone ° Stewart-
Warner * Trimfoot Shoes * Transmirra Lenses * Union
Electrie of Missouri * Waleo Lenses ° The AustinCompany

St. Louis’ Geographical Location in the Center of the Rich Middle-
West, and St. Louis’ Acknowledged Reputation for Economice Stabil-
ity, High Purchasing PPower and Produet Loyalty Make the Area
Served by KSD-TV the Nation’s NUMBER ONE TEST MARKET
FOR SELLING BY TELEVISION. For Details Regarding Schedules
and Availabilities, Write or Call KSD-TV or Free & Peters, Inc.

KSD-ITV

The St. Louis Post-Dispatch Television Station ° Channel No. 5

89
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REPORT ON
[ELEVISION

————NO. 2

OVER A MILLION...

NEW YORK'S TELEVISION AUDIENCE
Latest survey shows the New York area has
174,000 receivers in private homes with
an average audience of five, and 12,000
in public places with an average of 20.

OVER wavrr vuneo 1o WABD . ..
Arecent survey rated one program at an extraor-
dinary high of 36.1, another 16.8! Both, of
course, were originations of WABD, New York,
key station of Du Mont Television Network.

TALK ABOUT AUDIENCE RESPONSE!
First time DuMont Network’s popular
“Charade Quiz" was aired, it pulled 50 letters.
Few weeks later the mailman staggered in with
12,000. This consistent response brings total
to date to nearly a quarter-million!

%22 33 wmen ‘1373 v i

TELEVISION’S FIRST THREE YEARS
as compared with the first three years of radio,
shows television is coming up much faster than
did its elder brother, radio, at a similar stage

vt of development.

L E S
T f ° N
} %é%/w— For complete information about programs,
costs and availabilities, write or wire Du Mont Time Sales Department.
N R K

DU MONT TELEVISION NETWORK
*The Nation’s Window On The World”
KEY STATIONS 515 Madison Avenue, New York 22, N. Y.
WABD—Channel 5 wvTG—Channel 5 wWDTV—Channel 3
New York, N. Y. Washington, D. C. Pittsburgh, Pa.

E v+ w o
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TY Available Filim Facilities

FIRM l cIvy TV FILMS AVAILABLE MM cost* PROMOTION KITS SPECIAL TV FILM SERVICES

A F FILMS N 23 ¥h, 1 3recls BE& OR B
BRAY $TUOJOS N S50 5h; 12 Car 35& In OR Anation, spots B
BRITISH INFO SERYICE N Y 50 sh; 28 354 OR Stock shot- §1 §2 {t 35 mm
COMMONWEALTH FILM Ny 0 8, 24 W; 50 3h; 13 Car 35 4& 14 OR
CORCORAN PROCUCTIONS N 30-mn TV features 35& 16 OR Tin lers, press books Amn ut on, spots, TV progs
OU MONT N lo Tede-Transeriptions off -tute rec
EQUITY FILM EXCMANGES Ny 50 J7; 50 W; 30 Xp 35 & 16 oR Tratlers, stills, mats, ete B
JERRY FAIRBANKS Nl See NKC listing 3B & 16 UR Spots, progs all types, amn.ation
GRAY.0'REILLY STUDIOS NY 35 & 14 OR Spots, ammation, commercials R
GUERIN ENTERPRISES &t. Louis 16 9103 Spots, progs, news & spoits
JAM HANCY ORGANIZATION NY 3% Shi Y-nnn TV shorts 16 £15 860 Epots, comnereials, animiation
INS INP TELENEWS Ny Daily, wkly, TV newsrecl 3534 16 3162 up i preparstion Spccial news coverage on ornder
INTL FILM FOUNOATION NY 35 8h of travel uuture 35&16 £100 up Documentarics on order
JASON 3TUDIOS NOY B&1G OR Curtoon art
KNICKERBOCKER PROOUCTIONS Ny 354 16 OR “pots, commercials, all types
KNOWLEOGE BUILOERS N Shorts & 16 §15 335
MOTION PICTURE A330CS N. Y. 10,000 {t 58 334& 1 Spots §250 Prors; 16-mni silent commers::s.
NBC-TV & 3POT SALES N. &2 Various F*; Okz: 88 35416 OR Trailers, stills, mats ~pats, progs, commereials, oﬁ'-luly-r:-('-
NATIONAL SCREEN SERVICE N.Y 3B&1y OR Trailers, spots, sta breaks, ete
N. AMERICAN VIDEO PROONS NY 52 apen-end 1 reel shorts 16 OR Trailers, stills, mats Spots, sninatiou, procs, ete
OFFICIAL FILMS NY 75 Sh; 23 Car; others 16 §15- §230
PARAMOUNT N.Y 354& 16 3G-tnun €540 neg Ofl-tube recordings, prints 6¢ ft
PATHESCOPE PROOUCTIONS N.Y 1y OR Spots, afimation, cummercials
POST PICTURES N.Y. 91,11 W, 82 5h 16 £10-3250 up B
REGAL TELEVISION PICS N.Y 38 Foe 45 Sh 35 & 16 Based on mkt Trailers, stills
1RA H SIMMONS N Y 1 ;24 ¥h; 85 otherst 16 OR P:ess books, stills, ete Spots, animation, comniereials
SOUND MASTERS N Y 354& 14 OR Creative, ammation, spots, ete
TELECOMICS TELEPICTURES NY 32 TV -ty conue s*rips 16 25 $2500 Tealers, stills, vte Xpots. commerc:
TELEVISION ADY PHOONS Chi. 3 oprn-end TV =h seriestt & 16 $350 up Special kits wath series Spots, animation, eon.niercials
TELEVISION MIGHLIGHTS NY 32 F; 125 sh; 25 OER 16 OR tu prcparation <pots, anination, commercials
TRANSFILM N Y 35 OR Packare progs. spots, anunation
20TH CENTURY FOX N.Y hs preparation 35 & 1w OR All film facilitics for progs, spots
UNITED PRESS ASSN Ny Daily shde-filn 5, newsrecls 35& 16 I on mb Special newe coverage on order
UNITED STATES VET AOMIN A\Y 1-nin TV pubsery spots weckly 14 Free Spots, progs re vetesans' aet yities
UNITED WORLD FILMS N OR 3B4&16 OR Package progs, commiercials .
VIOED AS3OCS Ny Tele -Pops tinic spots thru Ziv 15 £350 §3(0 Spots, conimercials, semi-ani ation
WPIX. INC Ny 24 Fidaily  wkly newsreel OR Trailers, press books
UV TELEVISION PROGRAMS 41135 W, 56 Sh 6 OF8: 88 on Tinie spots. progs., efc

* OR  On Request

*Jerry Fairbanke prosduced filins Cocalcade of Parts Foshions, NRC Neuseeel, Public Prosecutor, aml Goint Ploces arc handled by NBC.  all are 15-min open-end series.”. NBC alwo
makes ofl-tule film recordings, Base rute. 20-min $1% ) neg, $60 print. B

*Includes 16 14! Roach “streambiners.”  Thesc are short features, running approx 45 55 nnn.

®¢tThree TV scriee in production Moments of the Past. Feensy, Steante As It Seems

1Theee TV <rricvin production 42 Youe House. Close.ups In Ceime, Observidoo .

tLegend Cor Cortaon, F Feoture, OES Open-end Spots, OR On Reeuest, Sp Sports, S5 Stock Shets, Western Western
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Programs in Production!

7 Now Are Available . . .
"~ OnBuffalo’s First and Only

Television Station

WBEN-TV Offers You the Eyes
And Ears of Western New York

Write for Details—or Call Your Nearest Petry Office

BUFFALO EVENING NEWS Television Station
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Mix age and power with experience. Care-
fully blend the best in equipment, talent and
network services with audience loyalty. Season
with Texas enthusiasm and add local color with
these ingredients of leadership.

Serve in generous portions and you have
the soundest possible investment for your radio
dollar with

DALLAS, TEXAS

820 NBC 570 ABC

TEXAS QUALITY NETWORK

Rodie Service of the Dallas Morning News

Represented Notionally by EDWARD PETRY and COMPANY 3

SPONSOR



Something new has heen added

Fresh approach to FM broadcast advertising

Storecasting. transitradio.

and FAX give

sponsors new broadeast advertising forms

Duplication of standard broadcast
programs on frequency modulation sta-
tions has increased the FM audience im-
measurably. It has likewise temporarily
placed the burden of telling the FM story
in the hands of the nonnetwork stations.
The reason for this is a matter of dollars
and cents. The network stations, by
agreement with the AFM, are committed
not to charge for the duplication of the
programs on FM. This means that the
standard broadcasting stations with an
FM affiliate are operating a second trans-
mitter without being paid for it.

The independent stations however
have profited from the availability of
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network programs for FM. A listener
who has heard a favorite network pro-
gram on FM and is seeking something
else dials across the FM band instead of
switching to the standard band. Habit
is the most important factor in all radio
listening and network programs on FM
are slowly but certainly creating FM
listening habits.

A number of FM networks, besides
the Continental with its 26 affiliates and
the Dixie with its 12 outlets, are in the
plans stage oroperate sporadically at pre-
sent custom-built chains for sports
events, Others groups are working towards
permanent linking either by automatic

microwave relays (each station handling
its own relay) or by land lines.

Among the latter are the lowa-Illinois
Network, the Ohio, Wisconsin, Southermn
California, Indiana, and Capitol (Harris-
burg, Pa.) FM Networks, and the Rural
Radio Network (upstate New York)
which plans its first service this summer.
There are said to be seven others which
have already functioned but which
haven’t even been permanently named.

As more FM-AM receivers are made
available in the low and medium-price
brackets, there'll be more and more
activity in the program and netwoik lines
among FM stations. A midget AM-FM
set is being tested which it is believed
will retail at even less than the FM
tuners now on the market. While this
set will not reproduce the quality which
is an important part of FM enjoy-
ment, it will deliver staticless reproduc-
tion—the attribute of the Armstrong-
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FOSTER & DAVIES, INC. o rress oerarTMenT

KEITH BUILDING * CLEVELAND, OHIO

gkay 7, 1948
RESULTS OF SECOND ANNUAL WJW TRADE PAPER EFFECTIVENESS SURVEY

Tabulation and analysis of bthe second annual postcard survey made to gauge the
offectiveness of WJW trade paper advertising and its "Indian Chief" trademark

is now complete. Response to the 8500 postcards mailed to radio-minded advertis-
ers and agencies during January have only now stopped coming in, Here are some
of the more important findings:

1. One out of every four cards was returned (2,067 or 24%).
Last year an identical mailing pulled 19% response.

2., Two out of every five respondents recalled seeing the
"Indian Chief" advertised (849 or 41%), last year's
response was 30%,

3. Nearly three out of every five reapondents knew that
the "Indian Chief" advertised WJW (483 or 57%). last
year's identifiers also totaled 57%, but this repre-
sented only 282 responses.

4., Two publications, BROADCASTING and SPONSOR, accounted
for iwo out of three mentions in response to the query,
"In what publications do you see him (the "Indian Chief"),
Eleven other magazines split the remaining mentions.

"

5. BROADCASTING was first, as it was in 1947, and like all
other publications except one produced approximately the
same percentage of mentions as last year.

2
1-37,

Y5 ¥
5,2
(P

6, SPONSOR was the one exception, It showed a 300% gain
over 1947,°

7. SPONSOR and BROADCASTING are "one-two" on the WJW adver-
tising schedule, and consequently were expected to show
well, But the remarkable jump in SPONSOR mentions
(SPONSOR was little more than a year old when this
survey was made) exceeds expectations,

This survey, like all mail surveys, has limitations. Except in a general sense,
it cannot be regarded as an adequate yardstick of the advertising merits of all
the trade publications since WJW did not use them all or in the same way., Fur-
ther, it was a "recall" survey, with the limitations inherent on all recall
studies,

But it points out: 1, That WJW trade paper advertising has, in a relatively
short time, become well known, 2. That the WJW "Indian Chief" is an American
advertising institution today. 3. That consistent identifying advertising in
logical trade papers is impressing "WJW" on the minds of advertisers and agency
executives of every category (presidents, advertising managers, account executives,
and time-buyers)...and doing it in a way that is helping the WJW sales department
make sales,

As one respondent wrote, "Good trademark.,.good recognition value,"

*SPONSOR was second in 1947 end 1948



FM TAKES ITS PLACE
{Continned from page 95)

invented method of transmission and
reception which the consumer recognizes
and appreciates most readily.

While FM as a better form of broad-
casting has had a continuously dithcult
existence, three by-products have been
developed during the past year which
can be of major importance to advertisers.
These are transitradio, storecasting,
and commercial FAX. All of these three
forms of broadcast advertising are rela-
tively new. transitradio (the reception
of news, advertising, and music on street
cars and buses) is possible only because
FM  stations can transmit programs
without the static normally developed
by street cars and bus motors. Tests
have proved that riders on buses and
strectcars cnjoy the specially-programed
entertainment, just as automobile riders
enjoy radios in their cars. With a transit-
radio tie-up FM stations deliver not only
the home radio FM audience but thous-
ands of people who use the transit sys-
tems in the towns served by the FM
station. The idca started in Cincinnati
with Hulbert Taft, Jr., of WCTS (FM
affiliate of WKRC), who made tests in
conjunction with the Cincinnati transit
system. In the Queen City area, transit-
radio has gone beyond the trial stage and
contracts have been signed between the
stations and the transit companies.
Similar plans for Baltimore, Washington,
and Wilkes-Barre (there are Taft interests
in this Pennsylvania town also) are well
under way and FM should be serving the
traveling audiences in these territorics
shortly.  What happens in these four
trail-blazing towns will determine the
future of this new form of broadcast
advertising. Every survey of the riders
on broadcasting in buses and strectcars
indicates that over 807 like it.

Storecasting during its catly stages has
been  operated  almost  entirely over
telephone lines.  Philadelphia and New
England storecasts have not only been
successful for advertisers but have in-
creased sales in the giant markets by as
much as 2077. The linking of stores to a
studio by land lines is expensive. The
special programing which has to be trans-
mitted over the lines further runs up
costs.  Distances between stores has
frequently made it uneconomical to in-
clude certain giant markets. Trans-
mission of program material to the stores
by FM stations instcad of land lines
has been the answer to this barrier of
cost. Stanley Joseloff, head of Storecast
Corporation of America. was the first to
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sign up a big grocery chain, the National
Tea Company of Chicago, for FM-trans-
mitted storecasting service. FM station
WEHS will transmit the programs in
Chicago.

As in the case of servicing transit
riders, FM storecasting delivers to
advertisers a group of listeners thus far
not delivered by any other broadcast
facility.

Third unique facet of FM broadcast-
ing, FAX, received its commercial green
light in June. Until standards*® were set
it was impossible to manufacture receiv-

ing equipment which could be placed
upon sale to the consumer. Now with
standards decided upon and commercial
operation okayed, sets are being rushed
by manufacturers and will be available
in limited quantities this fall.  The
standards set are roughly those under
which most FAX transmitters and
reccivers have been operating experi-
mentally and this fact will speed up
commercial operation matcrially.  «a+ .
*There were some FAX prop neals who wanted the size

of the printed page receiced in the home 4.1 instead of
the 8 2 which the FCC okaved

/

Advertisers.

If you want

KOZY

KANSAS dTY, MO.
Robert Wolfskill, Mgr.

This Isn't a Political
Question, But . .

What Is the Tie-up Between
Washington D. C. and Kansas City, Mo.?

Why it's KOZY (FM) and WASH
(FM), the two FM stations that are
Really Producing Results for Their

Impact try both of these stations
in two of the Nation's BEST

MARKETS.
N

“Dillard Stations'’

to TEST FM Sales

WASH

WASHINGTON D. C.
Hudson Eldridge, Magr.

SPONSOR




The

network picture 1s ch

The networks since BMB

All four c¢hains have expanded. in power.
number of stations, and national coverage

What has happened to the networks
since the first BMB measurement of radio
listening in March 1946? Last year
sPONsSOR published, in its first Fall Facts
edition, two-color maps of each of the
four networks. This was the first and
thus far the only presentation of the net-
works on a visual comparative basis.
Even at the time these maps were pub-
lished the information used to draft them
was practically a year old. Based upon
this first BMB survey, each network was
credited with stations affiliated with it as
of September 1946.

Since that time 294 stations have
joined the networks. As of May 1, 1948,
ABC has added 73, CBS 18, MBS 187,
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and NBC 16. Even these station addi-
tions do not present the full picture of the
networks today, since there have been in-
numerable increases in station power and
changes in affiliation during the past two
years. On the following two pages,
SPONSOR presents, in chart form, the
record of network station affiliation ac-
cording to BMB, as of May 1, 1948. This
graphic presentation underlines what has
transpired since the BMB survey.

On a power basis, both per-station and
total web wattage, CBS is very close to
the leader, NBC. NBC has 9,650 more
watts (on a full network basis) than CBS
and 226 more watts per station average.
CBS has three more outlets than NBC.

anoimy

Power of course is far from the whole
answer to network coverage. Where the
power is on the waveband and how much
of it is effective are vitally important
factors. A station located at the low end
of the dial (up to 1,000 kilocycles), for
example, has far more coverage than a
station of same power higher in the band.

Mutual emphasizes its in-town stations
and links more one-station towns than
any other network. It also has more
1,000-watt stations than any other chain
with 75 1 KW affiliates to ABC’s 60.
(CBS and NBC have 21 and 20 respec-
tively.)

Mutual and ABC have grown fastest of
the networks. In total power MBS has
increased 469, and ABC 43%, since BMB.
While the former has been adding stations
in great numbers, in many cases of low
power, ABC has been striving to increase
its average station power. At the time of
the first BMB, ABC averaged 2,554 watts
per station. As of May 1, 1948, it had
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FREE & PETERS, Inc., Nationa! Representatives
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other chain thinking
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Programing trends

{“part has increased

Network power growth hasn’t stopped

298 watts average, despite the present emphasis on TV.
f coverage from Since May | MBS has announced nine
e great powerful more | KW station affiliates. Power in-
nly three), while crease grants come out of practically
. ABC has nine every FCC meeting which considers this

subject.

LIRS

Variety. sitnation comedy. and audience
participation lead the ‘rating parade

In the past it has been agency and gram types to lump news columnists with
sponsor policy in checking ratings of pro- news, and situation comedy plays with

ABC

50 kw
25 kw
10 kw
72 kw

5 kw

Total
High power

1 kw
500 w

Total
Medium power

250 w
100 w

Totel
Low power

TOTAL POWER

Average power
per station

As of BMB—1946

As of May 1, 1948

Power r:;ms',.:' Power

4 200,000 9 450,000

0 0
4 40,000 5 50,000

1 7,500 0
32 160,000 46 230,000
41 239, 407,500 60 239, 730,000
30 30,000| 60 60,000
9 4,500 8 4,000
39 219 34,500 68 217 64,000
101 25,250 126 31,500
p) 200 2 200
103 56% 25,450 128 509 31,700
183 1009, 467,450 256 1009 825,700
2,554 3,295

ch As of BMB—1946 ~ As of May 1,1948
Number Number
Power of Ste Power
50 kw 18 900,000 22 1,100,000
25 kw 0 0
10 kw 2 20,000 3 30,000
7Y kw 0 0
5 kw 49 245,000 68 340,000
Huoh anwer 69 479 1,165,000 93 565, 1,470,000
1 kw 25 25,000 21 21,000
500 w 8 4,000 7 3,500
Mednay mowe 33 99 99,000| 928 1777 94,500
950 w 49 10,500| 43 10,750
100 w 4 400 2 200
e &m 46 31 10,900 45 27 10,950
TOTAL POWER| 148 100, 1,204,900| 166 100°: 1,505,450
Aversae power 8,1 41 9,069
SPONSOR




drama. Thus a Walter Winchell (ABC)
gave all other news broadcasts a lift and
the impact of a program like My Friend
Irma was lost among the great mass of
plays. Mysteries on the air have been so
outstandingly successful that they have
been rated apart from other plays for some
time and they continue to be so rated.
Last year’s Fall Facts edition in report-
ing Average Network Program Ratings by
Types for the preceding scason followed
accepted commercial trade practice. With
the new trend SPONSOR reports in cor-
respondingly revised form. Some figures,
therefore, are not comparable with last
year’s, which in any case covered only the

fewer months (November 1946-May
1947) that this publication had been in
existence. This year SPONSOR reports for
the complete broadcast season September
1947 -May 1948.

Evening variety programs once again
led program types with a nine-month
rating of 12.8, the identical average rating
which they hit last year. However, com-
mercial trend is away from variety pro-
grams. Indicative of this, in a typical
month (April) last year there were 16
evening hours a week of commercially-

sponsored variety shows while this year |

there were only 14Y4 such hours. The

(Please turn to page 132)

MBs ~ As of BMB—1946 ~ Asof May 1,1948
f;l[ug\tt:'ar ' : Power 'i‘;"s':;f’ % Power
50 kw 9 | ] 100,000 3 | 150,000
95 kw 1 . 95000 1 95.000
10 kw 0 0
7V2 kw 0 0 \
5 kw 23 115,000{ 55 | 275,000
Highawer 26 9% | 240,000| 59 | 19% | 450,000
1 kw 33 | 33,000] 75 75,000
500 w 6 3,000 14 7,000
| S— i —
|
A LIRS 39 | 149, ' 36,000 84 | 199 82,000
950 w 9208 52,000 319 79,750
100 w 13 . 1300 6 600
T e 291 | 71% ‘ 53,300 325 699, 80,350
TOTAL POWER| 286 | 1009, ' 399,300| 473 1009 612,350
e e 1,157 1,295

NBG As of BMB—1 946 ) Aiof May 1, 1948
Number Number |
of Sta. Power of Sta. % Power
50 kw 929 | 1,100,000| 23 1,150,000
95 kw 1 95.000] 1 95,000
10 kw 0 1 10,000
72 kw 0 0
5 kw 49 210,000| 59 995,000
S o 65 = 45% 1,335,000 84 519, 1,480,000
1 kw 21 21,000| 20 20,000
500 w 6 3,000 2 1,000
Medivm power 21 189 24,000| 22 149 21,000
250 w 54 13,500 56 | 14,000
100 w 1| 100] 1 100
e N 55 | 379 13,600| 57 | 359% | 14,100
TOTAL POWER| 147  100% 1,372,600 163 | 100% ' 1,515,100
Rl 9,337 i 9,294
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wit | the

'LION'S SHARE

of the audience

WMBD's continuing leadership in the
rich Peoria market is graphically shown
in the latest Hooper Station Listening
Index (March-April, 1948). WMBD is
the ONLY Peoria station to show a
larger share of the audience in any time
period over the previous report . . . and
WMBD shows an increase in ALL time
periods.

MORNINGS

(Mon. thru Fri.)

Peoriarea Station A" .. .... 8.3
Peoriarea Station “B”...,.. 5.1
Peoriarea Station "C”...... 78
Peoriarea Station “D”.....,. 1.2
All outside stations. . . 228
WMBD. . h
AFTERNOONS
(Mon. thru Fri.)
| Station"A”...............
Station “B” . ... ... ... ...
Station “C”. ... .........
Station "“D"* LRI
All outside stations
WMBD.
EVENINGS
(Sun. thru Sat.)
Station A", . . .
Station “B” . ..

All outside stations. . "
(Stations C and D do not
broadcast evenings)
WMBD_.

PEORIA 9

CBS Aftfiliate o 5000 Watts l
Free & Peters, Inc., Nat'l. chg.‘




Available Network

back:

1ige Programs

VITLE
ADVENTURE PARAOE
AMERICAN ALMANAC
REOQ BARBER'S CLUB HOUSE
SHORTY BELL
CANOIO MICROPHONE
HOAGY CARMICHAEL
CHARLEY'S HOUSE
COMEOY WRITERS SHOW
COUNTRY JOURNAL
CRIMINAL CASEBOOK
OOORWAY T0 LIFE
EOITOR AT HOME
ESCAPE
THE FALCON
FIRST PIANO QUARTET
JONNNY FLETCHER
FRONT PAGE o
FRONTIERS OF SCIENCE
OAVE cunowuﬁw__
GIVE ANO TAKE
GO FOR THE HOUSE
HOP HARRIGAN
JOSEPH C. HARSCH
HEART'S OESIRE
HIGH AOVENTURE
HILLTOP HOUSE
HONEYMOON IN N. Y.
GREGORY HOOO
IT°S A GREAT TOWN

KEEP UP WITH THE KIOS

HAWK LARABEE

LEAVE IT TO THE GIRLS i
ROBERT Q. LEWIS SHOW
LONE wolF

LOOK YOUR BEST
LUNCHEON AT SAROI'S
MARRIAGE FOR TwO
MEET YOUR LUCKY P;IHNUI
FRANK MERRIWELL »
MINO YOUR MANNERS
MOVIE MATINEE
MYSTERIOUS TRAVELER
NBC SYMPHONY

NATIONAL MINSTRELS
NEW YORK PHILHARMONIC
OKLAHOMA ROUNOUP
NELSON OLMSTED
OLMSTEO & cO

OPINION _AtRE

JACK PEARL SHOW

PHILAOELPHIA ORCHESTRA

JANE PICKENS SHOW
PRACTICAL GAROENER
4 QUIET PLEASE

A RAQIO CITY PLAYHOUSE

TYPE APPEAL NET TIME PRICE TESTEO? EXPLANATION
Dramn 7Ju\~en|l¢- MBS 115-mn., 5 wk $1500 ) Yes Dmmatizalio;ofjuvenIlilerary classics o
Commentury » .-\dul; ARBC 35-mn. 1wk sn)uo Yes l!n_la of Amcrlu_m—u. wisdom, weather, etc
Andd partie -P'umilv r RS 30-nun, 1 wk m 3?0710 Yes Fa;u;us sports aunouncer conducts sports quiz
Drama —;;IW -(‘BF 3u-onn, 1wk HUUI_;;HEJU ) Yrcr, ] \hek(-) Rooney* s;ournahsnc ajventurcs
Interview Faniily ABC 30-tn, | wk 83”50_ i Yes i (on\tmlmns overheard \\Illl a ulreiremrd(-r -
Musical Tnnllr CRBS 15-num, 1 wk $2000~ NOUO _\'cs Hougy ans:nd_amg_s an intimate show »
Variety T Fu;l? .\IH:Q 30-in, 1 wk ] ”000 | . Yes (,hnrk\ Slocum, Vera Holley, Jimmy Carroll, songs, comedy
Comedy Family ABC 30-mun, | \\Tl: 3500 Yes Shou by a f;«muus radio comedy-writing teams
Farni Family CRs 30-muin, 1 wk $1500- $2000 Yes l(c:olc puk -ups; natl, intl coverage
Drama Family AlC 30-min, 1 wk $3000- $3500 ‘;u Storics of former c;r;mnls unrz;\'crmg r_o; of crime
Drama Fawily ons 30-inin, 1-5, wk $3600- $3900 . -\;- Druman'u'd casc-listories of child-rearing problems
Conmuentary Adult ABC I 15-min, 1 'wk i $1000 ) Yes Allar:r Fditor Ed Wecks in philosophic vein o
Dramia Family CBS T 30-niin, 1 :k_ -‘S JMW T i Lil;-mry clmn—ics of all time dramatized
Drama Family MBS 30-min, 1 wk | £3000 - Yes i E,\'boy d(-l(-c:ive solves baffling critucs
Aiusiml Family NBC 3-0-an. 1 wh !2250-—- N Yes -Spvcml (rvamu-nﬁc@mla_mi pop miusic
”(;;mrd,\' - Fa;l_y— ABC M 3;\-mm. 1wk $1000 __\'4-5 llillam—dm';n_as ;;rtezy young promoter
Drama Family ABC 30-m;n, 1wk $4000 ‘_\'cs Newspuper sefies based on play of same name
1 News Family CBS 15-min, 1 wk ST;O—SIUOO— - \'(:_ i R(porl.a on progrwsm science; its implications o
X Drama | Famll\' \NBC k 30-min, 1/\;& $3250- ;3?5? Yes —D G. mc Jow inc) Gallichio orch, vocalists, guests
 Aud partic. Family | CBS  30-min. 345wk  £3000 #5000 Yes  Joln Reed King 1n quiz session withgiveaways
aud purm — Fam;ly ARC - —30-1-nﬁ wk_< __5575() T ;’es - Quiz; purnupanls trv to furnish house prf;msnwl)
Drama B -Juven-ilc I ABR _ls-mm. 5 wk 1 $4500 . N Yes ‘i':d\‘('nlur(‘s of a voung pilot
News Family CBS T 15-min, 1 wk 5“-5]'_)00 ) \': \leamm of the news, natl, lml
Aud partic Women | MBS lS-minT.S wk $2250 N = lmur selected by studio panel T e
Drama Family T \IBQ 30-min, 1 ‘wk ;500 Yes Backgrounds of sca, air, West,ete.  Melodramatic
Daytime strip —_\Tomcn qu 15-min, 5 wk $2000- $3000 Yes | Modern woman cmsad;for an orphanage
Aud partie Family _'TIT(‘_ 30-min, 1 ‘wk $1500- $2500 —\'es_ lnler-\'i(ws enEaG_(‘d« ann;u_sr\- honeymoon colplc: rifts
Drama Famnljv MBS 30-min, 1 ‘wk S’.’:;‘O;) N _‘\'(-s The pohre may b( baﬂled but not Hood /for long
Variety Family MBS 3ﬂ-minj wk ;1500 No Blfnd of Vox Pop, \\e the Pcoplc, talent ShOw travels
Qu‘iz _F::mi_iy_ MBS 30-min, 1 /wk 75;;&) K —\'es_ \ oungsters pitted against !hur elders
Dramna Family CBs 3 30-min, 1 ‘wk " $2506_~ - \_’; Western adventure in resettled ghost town
Comedy Family MBS i _3(Lm_|n. 1 ;rl-: N $2450 Yes Panel of L'lrl“ answcr listeners’ letters, to men’s discomfiture
Variety = Fanuly CBS 15-30-mim, 1-5/wk n(xxy_sm No _:a;cal routine, band, vocalists, guests o
Dramia " Juvenife MBS 30-min, | wk $1750 Yes | Typical kid thriller
And partic o Women _(;;S " 30 in, 3-4-5 ‘wk _S'RSQTR i Yes = szuom and advice from Hollywood beauty expert
Aud partic “Women MBS ls-n:ni 5/wk ?20&_ Yes h us«-d to e breakfast, now it’s lunch
ﬂm\'llnxc strip _\\'omcn CBS¥ 13-min, 5 \\:k $3000- !40(;0- N _\'cs— Elame C'lmngjn_s I;(csl soap (ﬂa - ) .
Quiz Fa-—mil_v MBS 30-min, 1 wk £2750 _-\ec If contestant fails, phonce ‘partner’’ who gets l‘hann'_
Drama . Juvenile NBC 30-min, 1 7k $2185 B \(-s - (‘ollcamle a(hlenc-m\ stery set at turn of century
Aud partic Juvenile  NBC 3_0-|:nir:'wk £1250- $1500 Yes Tﬂ’n-nae panel discuss teen-age °0(‘Ia] bohn\lor
Family MBS 30-min, 1 wk - -$1350 - \:es \eus. stonies, sbout mmu‘:d Holly wood stars
Drama Famify MBR 3n-nnn, 1 wk - $1750 i ;s— _\I\ tery mmm«m told throueh murder':r's e,\'es—
Musieal Familv NBC 60-min, | wk 3 7W - ;'rs_ T&N"\;:_and guest conductors, <olo|<|s -
Musical _?nmilT NBe 30ann. | wk _umm | Yes Modern mu;u:. ;m_)slre_l f;mat comt:mnne Jarkle Mable
Musical Family CR8 90-min. | wk £5000- 10000 -\'cs N \!u<u-nl mstitution 1n the nrand manm-‘r -
Mugical Family CRR 30-nun, 1-5 wk $4000- $4500 - Yes ) me er ﬁddlma. \m humor o
Dranmia Family NBC 15-min, 1 wk £2300- $2500 Yes \ql.upéimﬂalm grcal short stones -
Musical Family \NBC 30-min, 1 wk ‘sssnnv 4000 1a Y(b_s Story vignette: bantom .hck l\lh\—nrchﬂlra
Drama Family MBS 3 1, 1wk £2500 B \-'c; Cross-cxamine speakers; selected cmes aive verdiet
Comeds Familv \NBC J0-min, 1 wk £7500- $\500 B \'osi Situation comedy, incl Cliff llall. E.\e Young vocals, etc
Musiesl Family oBs A0-min, 1 wk £7500- $10000 Yes Enncno Ormandy and over 100 dislingulshod Artists -
Variety Famle  NBO 4300 Yes  With Jack Kilty, Phil Leeds. 25-picce archestra = =
Cammentary Adult MBS S-min, 1wk $450 How to make things grow o
Drama Family VMBS 0-min, 1 wk :1750- Yes Psvchological mystery thriller o o
Drama Adult \NBC 30-min, 1 wk £3500- £4000 Yes Ongnal radio pla,rs- p;(nlucod by Harry W. Junkin
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explodes a myth — reveals the best
spot radio buy in San Francisco !

On the Pacific Coast, network  and dramatic shows.
schedules end at 10 p.m.—instead of The result? Two special Hoopers
at 11 p.m. as they do in the Fast. For  and thousands of letters prove beyond
years, everyone has accepted the  adoubt that KGO can get more audi-
myth that in the West listeners want  ence at less cost in this half hour than
to hear news at 10—and go to bed at  any other station. Best of all, this
N\ 10:15! is guaranteed time, at daytime rates.
Nothing could be farther from the  And right now, two established shows
truth! With the other three Bay Area  —Philo Vance and Bulldog Drum-
stations battling each other with news ~ mond —are available! Get complete
programs, KGO has stepped in from  detailstoday from the ABC Spot Sales
10 to 10:30 with half-hour variety  representative in your city.

KGO's 50,000 watts draw listener-response from every corner of California—
from Alaska, Canada, and seven western states. Look over these availabilities
on the new, more powerful KGO ...

1. Baukhage Talking, 11:30 a.m. weekdays. 3. Bay Area News, 1:30 p.m. weckdays. A

Available for the first time in five years! Re- chance to be on ‘“‘the home team” with this
member: KGO now has alarger audience every news program which, through correspondents
weekday morning than any other Northern in key news centers, is the only program giving
' California station! local coverage to the dozen Bay Area cities.
340 ! é
ik 4 { 2. Abbott & Costello, 8:00 p.m. Wednesday. 4. Ira Blue's Sports, 11:15 p.m. wecknights.
I Thi8I3H] AR | An ABC co-operative program, available for The West is a sports world of its own—and to
TREEESELT fifi e e, i.. local sponsorship right in the middle of the thousands of listeners, Ira Blue is a top expert.
::: 55 :: ;‘c E; b y ”w,._,_:'! Bingsday-night lineup! A 7.6 Hooperating and Factual, complete—with that touch of human
T I SR new, low talent cost. interest which attracts both men and women.
pe W
e -

ir

Call the ABC spot sales office nearest you for information about any
or all of these stations:

WJZ—New York 50,000 watts 770 kc KECA —Los Angeles 5,000 watts 790 kc
WENR —Chicago 50,000 watts 890 kc WXYZ . —Detroit 5,000 watts 1270 kc
KGO —San Francisco 50,000 watts 810 kc WMAL—Washington 5,000 watts 630 ke

ABC Pacific Network

American Broadcasting Company
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With a Single Contract
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With a Single Contract

MONTANA

MERCHANDISABLE AREA
8§ BONUS LISTENING AREA
SERVING 3,835,800 PEOPLE

il ¢ s g

PACIFIC NORTHWEST BROADCASTERS

P O BOX 1956
BUTTE. MONTANA SPOKANE. WASHINCTON PORTLAND, ORECON

THE WALKER CO -—551 FIFTH AVENUE, NEW YORK CITY-—36 ICHICGAN AVENUE. CHICACO. ILLI
330 HENNEPEN AVENUE, MINNEAPOLIS, MINNESOTA. WE TH EET. KANSAS CITY 1S
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TTLE TYPE APPEAL NET | {TIME PRICE TESTEO? EXPLAHATION
RADIO NEWS REEL News Family i MBS —IS-mm, 5 wk $2200 g _?:s- _;.mon-!;c-spol coverage of news stories
RED NDDK Drama Family MBS 15-min, § wk £1500 N Yes Slant on probl;a of_clt; family moved to country
RFD AMERICA Quiz l-:unniﬁ NI{C -:u-)-n.m, 1wk $3500- $1000 Yes 1 En community people quiz;cd_:n rural matters
ROMAHCE Draima Family Ciis- 30-nun, 1 wk $3600-53900 Yes Great love stories of all time reercated

i uoo-r T0PY OF THE CITY Drama Family CBS 30-nnm, 17wk $3000~ 83500- ~.\To ) _A lo; frowm skyscraper top into private lives

SLAPSIE MAXIE ROSENBLOOM Comeily 3 Family ‘\ 1;6 *30-min. 1/wk $4000 .:o_ Starring the former light heavyweight champion
CHARLIE SLOCUM L:'omedv 1 Fum-il;' MBS 15-mn: 1 wk | ‘3004_ —;:- ) ll_u-morous commentary on news events
HOWARD K. SMITN FROM LONOON News 1 _F:mnl,v CHS 15-min, [ wk o _SIOUU— BB ;(-s_ S_ngmﬁcam news of weck by CBS European news chief
SPECIAL AGENT Drama Eunil,\-' MBS 30-min, 1 wk B _11250 ) Yes Let llnc:n—mons of lawlessness bcwa—re-hlm
$T0P ME IF YOU'YE HEARD THIS ONE | Cowedy _mey' ] _.\—l—n.‘-; ] 30-min, 1 wk 2500 Yes | Humorous stories, jokes, featuring Cal Tinney
STORY FOR TONIGHT i Drama - Fa\miTy ml N-B—C_ 30—min.T wk _HO(E = iC Yc:- Nelson Olmsted tel's short storics with music, sound
STORY SHOP Druma | Juvenile | XRC _SO-min. 1 wk $950 Yes Cildr:r:';s(ories narrated with soloist, organ
STORY 1D OROER Drama _Juw:nich .NBC_I 15-nun, 1 wk 8_!00_ Yes Lydia spins tale from any 3 words scnt in by listeners
$TUDID ONE Dramia l-‘amil_y ) ‘CBS i flo-n;ln, 1wk ) $3000-$10000 _\:1: I-(cp(-rtory theater of th; ar
SUPERMAN bm.:u N o V.E\-enilov_ I MllS = ls-mm 5w k_- AS-’ROOO ;s N Based on comic strip of sume n;mv
SUPERSTITION Drumn_ | Family - _AE I_ Iﬁ-n;. 1 wk _33—500 1| Yes Dmemd on mnﬁmrm(mons‘
TALENT JACKPOT Variety an;ily MBS 30-min, 1/wk .— $3250 Yes 7\;inncr gets cash, l;;tr caogagement, repeat on show
TELL IT AGAIH Drama Fanmily CBS 30-min, l wk * 82000--83()06 ' Yes Literary gems retold
THERE'S ALWAYS A WOMAN Drama Family A\BS 30-min, 1 wk $1750 Yes Dramatization of stories in Personal Romances magazine
TIME, PLACE, Hn;[ R - Musical _Family NBC 30-min, 1/wk ¥ I_—;-'QOOO Yes 5 Favorite tuncs, old, new, with soprano, male quartette
TWIN VIEWS OF THE NEWS N(;ws commentary Famil,v_ I NIBS_ -ls-lnn:;‘ v.‘lt_ I isso_ g Yes - Hy (‘mrdne_r. Stan Walker in straight & ofi-trail news
UNDER ARREST ‘ Drania Family | MBS ! 30-min, | wk $1500 |~ _\'es_ True crime cases a la Gang Busters
WHAT'S THE NAME OF THAT SOHG | Ncws commentary —P—':mlly— ups 30-min, 1 wk 1500 | _i'e_s Musical quiz with prizes
WHERE THE PEOPLE STAHD Quiz Adult CBS ; 15-min, 1/wk $1000 Yes Elmo Roper reports pulse of the nation
YOU ARE THERE Dramal Familv CBS 30-min, 1/wk $1000-$1500 Yes Pseudo-on-the-spot caveraze of historical events

Av

ailable Independent Live Package Programs

PRODUCER AHD, O

TITLE TYPE APPEAL TIME PRICE OESCRIPTIOH ! SALES REPRESENTATIVE
‘AOVEMUR[ FOR SALE Drama Family 30 u:r: 1/wk _!2500—&5000 N Mr-and-Mrs mystery starring Michael O'Shea J-Bt'k Rourke Prodns
lDV!NfUﬂES 0'_10"0_- - Drama mely . N 15 min, 5/wk - $1550 '_Based on famous character of same nanie Mitchell Gertz
AMAIING Mﬁ_A MALOHE B - Drsma Psmlly : 30 min, 1/wk [ $4000 Detective mystery. Gun-totin’, fearless Chicago lxw)er Bernard L. Schubert
ARM CHAIR SLEUTHS Aud partic  Family | 30min, 1/wk | OR Mystery with a gimmick | W. Biggie Levin
AT HOME WITH l_ut AHGELS -Dr;nm Family i 30 min, 1/wk ; OR -llumorous adventures of the family across the street | WLW, Cinai.
THE AVEHGER - Drama Adult 30 min, |/wk 35% sta rate .\l)_'sl:r_\' thriller | Charles Michelson
BACHELOR APARTMENT o Varely Women 15 min, 5/wk $1750 “Trials of two bachelors struggling with daily cheres I"W.E. Hines
BACKSTAGE THEATRE - Drama Family | 30min, 1/wk | OR Dramas of backstage life §'vei g L
- DAVE BARRY SHOW Comedy Pn:n—iY)'_ [ 30 min, 1/wk $3000 . Zany comedy | Juck Rourke Prodns
810 FOR FAME o Varety ;Emil; 7! 30 min, Ilwri 4&224&35 Traveling screen talent hunt | W. E. Ilines
THE BIG GA:‘_E Interview Family 1§ min, [/wk | $75 $100 ‘ Talk about high spots of outstanding game of wk Studio *A” Prodns
BLACKSTOHE, MAGIC DETECTIVE Drama I Juvenile 15 min 3/wk 359 sta m(c Mystery starnng Blackstone the magician Charles Michelson
Tauino OATE Aud mrlic—- Famil,v “30m min, Ilw:k_ K 31500 | Baszalon NBC C program of two vears ago Tat‘k Rourke Prodas
_ BUILDERS OF DESTINY Drania Family 30 min, }, \\T_ OR Q(onesofpmnocﬁ who helped found citiesin WLW area | \\ Lw. Cinai.
SUHCO Drama Adult 30 min, 1/wk OR Dramatic expose of Bunco ruckets | Jumes L. Saphier
CAVALCADE OF MusIC N Musical Adult m— 30 min, /\\L OR — 40-;« orch, 16-voice chorus, famous guest stars L:n_g-'“'orlh
COUNTRY SHEMIFF | Drama Adult | 30min, 1/wk OR Illbilly mystery W. Biggie Levin
CUBCASTERS N News Trcn-aze- 15 min, 5 wk OR  Kid newspaper of the air Louis G. Cowan
DATE WITN MUSIC Musieal \dult_ 15 r;l -.‘)_\\_L— r 3577 sta rate lnhma(c mu-sn;ml_slandan! fa\onu:nh Phil Bmo Charles Michelson
DAWN'S EARLY LIGHT Drama Adult 30 mm, | uL [ $H000 Comedy drama based on current ev rnh__- N - Low_(‘ Radio Fratures
OOCTOR'S DRDERS Drama Family 15 min, 1-5 wk OR Dramatiza‘ion of health condl(lons, mcdlc;u;(orﬂrrs -Ra(_lio Provideoce Prodns
ODOWINKLE, ATTORHEY Dramna Fanily 30 min, 17wk OR Based on :Snl(‘vcpos( current stories ~— 1 -B-uch- Ra:o & '}\' Prodns
OREAM STBEET .Du Family 30 min, 1 wk OR Drama. with a dream form: Emh Radio & TV Prodos
EASY MONEY Drams Faml 15 nun,i.'; u_-k OR El-mag:-um turns ravkﬂszlccm'e_ W. Biggie Levio
EXPOSE Dr Adult 30 m_l—n 1wk $3500 \ction, dra&m(?mvslny Lowe Radio Features
FIGHTING SENATOR Drama Adult 30 inin, 1, ;k on Crusading ex-G! attacks corruption . Lo; G. Cowan =
FOLLOW TNAT MAN [Yeam-y Farmlv 0 mon, | 7wk $1000 32500 Mystery shaw o Jack Rt_mr_kr Prodns o
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Direct your advertising through the open

door to the Houston market . . . KXYZ—
__with the top share of the daytime audi-
ence and a nighttime coverage that
blankets one of the nation’s fastest grow-
ing markets. Get results with a promotion
and merchandising department that as-
sures you your advertising dollar’s worth.

Population 1.647.600
Families 158.700
Radio Families 376.750
Retail Sales 980,830.000
Effective Buying Income 1.666,071,000
Population Home Connty 699,900
Effective Buying Income

Home County 890,509,000

QNG .ABC IN Housm,,,

\é}\ FREE & PETERS:
)\ National Repretentetives
SAC

SPONSOR
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TITLE TYPE APPEAL TIME PRICE DESCRIPTION SALES REPRESENTAVIVE
FOR NO REASON AT ALL (‘umrd_vﬁ - .-\Hu; 4 15 ;11{11. 5, 'wk ()ﬁ—i - B:;l on li.xu-m-r lotters, recorded interhices o Fritz Blocki
?rl !a’l.: DNLY T Aud partic Family ' 15 min, 5, wk ()l-{ Quzin Spulls;l:-,\'l;(: lJuTquidw pri;~47 MU Pron ulmm» Pr mlns
- Ftr;.'-; HDUNDS Aud p;nrt_i(" l:m?l_; 30 min, 1 wk onRr Entire audicnce participatcs in prize s and fun Basch Rzullu & Ty l’rodnx
Tﬂlﬂl FAMILY Musical - Lmﬁ 15 lll—;l. 1-2 3 5_\\1 82(;up.&: ‘R:tdio'q real mu*iml fanily Radioza k Lnterpriscs
HIDBEN WEALTH . Drama Adult - :mu:. 1_ \Tf _()R o }a;l;u'« fuctual ~tom \:I_.ul\:l;rn _md—ﬂ;:muus I’auﬁ_r‘uucr
IEH_;HDDL OUIZ LEAGUE Aud partic Juvenile 30 min, 1, wk $50 875 Two compete \:(~(-I;l'-11|:l|n1.nal|;|11_(‘17u:<t o Al Buffington N
HIHEII OR FIRED Aud partie ]T\mil_\' 30 min, 1 wk OR Contestants answer questions about their jols Louis G. Cowan
H_HIE:ILI.\'I'.I:IBD JACKPDT o Ed partic B Family 30 n;.T:l; A()E Quiz ahu_ut movies and m vie stars Lotis Gi. Cowan
_HUE guIz N A.u‘d partic - Women o 151nn, 1 I h _—-817’)‘;)0_ (—)'l;l‘:lm home, results phoned to sTu_d; T Al Buffington )
SELETER HUBBER-T T Musical - Family Tm_u:; v.\_k—“_. _-8—25_5.75 local Folk music, [)hlbv)ph:z;g_ I H\rf‘ll_in—n?_ o
THE HUIIKA_'JVENTURE Drama B Family 30 min, 1 wk ] OR Stories of famous hlslm'l(‘al(‘_h:;;l(:S \\ L \\ (] 1an¥ )
i lll THE LIMELIGHI o T);na —I Adult 15 min, 5 wk $2000 a Dramatiie stnip show with lloll_\'\\a:ngle o Gordon .\I_:_l)a_\'
i THE llﬂ.‘lDE DDPE S Z‘(;Edy |Tamil_\~ 30;iu.1 wk o OR B Bascd on newspaper reporters’ experi:n(:s_- B _la_uﬁ. Saphier B
'_KEP}HE ue WITH THE—JDN—ESES News Family o 15 min, 5, wk ()14 Husband-wile team news at breakfast - Radm Pr;):dc—n(:_[’r;)dns
i KIJIH"!.-J- KRACKIN’ Musical ) Family 30 min, 1 'wk _—310()0 Hillbilly varicty starring 20 ;r;tertaiuers - B Radio;k Enterpices B
I.IISI.IHE HDUSE S Drama 7| Women -‘?Tn-m.—]—r h §5 S‘.’.’)Aﬁh gphis!icaml dramatization of a home of md‘a._\"_ _(mm'm- Logan Price -
I.EI 3 PLAV REPDRTE—R— e Aud partic Family 30 min, 1, wk o OR Ared over NBC 26 wrvg - - | Bdsch Radio &T\_fﬁ;
LEI'S_IKA E!_)K Drama l Family —30 min, 1, wk - OR N Dramatization of l.ouk Magazine ad\a;(:h:l;:s’ii : WLW, (_'E-C‘I-‘
LIFE’S DDDIVIES News Family 5 min, 3 wk 1577 sta rate -.\'armlion of uﬁ things in the news o Writers [’rongm—l:c:;_»
Il I._IV_ING PAGES FRD’MleE BDD:DF LIFE| Drama [ Adult B 30 min, 1/wk $10- £50 Most lovéd Bible stories.  National network cast o (_‘.eo_rg_c Logan Price
LONESDME GAL Disk jockey Adult ) 30 min, 3/wk | OR Selceted by The Billboard as Amicrica’s No. 1 disk joe k; _\\Tl\(-. Dayton T
LUCKY ANNIVERSARY Aud partic Family 30 min, 5 ‘wk ’ OR Dual anmiversary date gimmick, prize lnn;ism;——_ -
LUCKY LISTENER Aud partie Family 30 min, 1, wk i OR L-;st_ener participation {(non-phone) T Len Tra_u; T
MEET CORLISS ARCHER Comedy Family  30min, I/wk | Ok Affairs of & sixteen-year-old T James L. Saphier N
THE MEMDIRS DF CASEY PRINGLE Drama Adult I 30 min, I,wk | $3500 Comedy mystery adventures of a mnﬁd:nu‘ man Lowe Radio Featu:es— o
Tm: _I;MAID Comedy Family 30 min, 1/wk l- o l83000- Family foibles through Millie's t-)'—cs‘V— N Wolf Assocs o
MIRACLES DF FAITH Drama Family 5 min, 3, wk ;3_15 156 of \mrld'—s;;ﬁoved mira(‘le_s brought to life o (-eouzo L@l_Pr?_ n
MRS. AMERICA SPEAKS Women partic | Women 15-30 min, 5/wk [ OR Appeal to hnus;wi\'es B _l; Traube
MRS. CASEV'SE—A.RDI_NZ HKE - Drama Family 30 min, 1 wk ' OR _L—lves nh\_lrs. Casey’s boarders, mostly show people .\\'L\\". (‘inm.— -
MR. UNKNDWN - Drama Adult 30 min, 1/wk OR - _'I:hnugl|ts of characters as drama unfolds Buxs (3. Cowan T
MONDDRAMAS Drama  Adult 15 min, 5 ‘wk OR One-character, onc-act plays \\ Bigge l?Vl—l;—‘ T
MODVIE AWARD T\ud partic -| Family 30 min, 1, wk £1500 Wo;dcll Niles, Erskine Johnson in Hollywood show Ja:'k Rourke Prmlns— o
ALAN MDWBRAY PRDGRAM Drama Family 15 min, 1-3/wk OR o Renmmiscenses by Hollywood star Alan Mowbray o James Ljv.\‘aphier T
TETJDIII]DBLE News | Adult 15 min, 3- 5'wk I 2000 for 5, wk_ Tl umman interpretaticn of the news - Gordon M. Da,vv
THE 0DD MR. I.:ﬂn' - Drama i Adult i 30min, 1 wk | OR Detective with unusual methods of solving mysteries W, BiggiICin a
DFF BEAT SAMMY Drama I Adult “_3_0 min, 1, wk OR Whodumit sct to muste TE:{!EI(‘ Levin
_;'; DLD HOKUM ;UCKE' Aud partic Family 30 min, 1-5 'wk' OR - Comedy audience participation show T ¥F~ntz Blocki o
—;‘E FDR THE MDNE' Aud partic Family 30 min, 1 wk OR Quiz game for studio audience _h(;;(: hslen(rs Pm(-kler Radio Prodr:s_ -
" THE O'NEILLS Drama Family 15 min, 5wk $2500 O Neill family affairs have had a ten-year air-run Woll Asocs
?D-JECT X = Drama -Adult 30 min, 1/wk OR rl.(;n;l triumphs of average Ameriean people ‘Procklt'r Radio }‘md;s—i a
0UEEN$|—NT"E"‘ ‘TEENS Aud partie Juvenile ' 30 min, 1/wk OR 'I‘_ee-n-a_gc_rst_est_thelr skill and talent for_p;lz_es - ‘\ﬁ.\\'. Cinci. )
Wﬂ OF TWD CITIES Aud partie Family 30 min, 1/wk $50- §75 Two-city round-robin Quiz tournament Al Huﬁin_gton -
SADDLE ROCKIN® RHYTHM Musical i Family l1l5 mn, 1-2-3-5 'wk ¥S‘.’0 up OR Stars Shorty Thompson of Columbia pictures _%;ark Enterprises o
_IHE SAINT ) Drama Adult 30 min, I;wk i)R The famous leshe Charteris character —Jamcs L Saphier a
SECRETS DF THE SECRET SERVICE | Drama + Adult 30min I/wk | OR Cases from fles of ex-Capt Thomas Callaghan Richard Bradley Assocs
SLEEPY JDE Variety , Juvenile o 15 min, 5/wk Based on mkt ' Jimmy Scribnertells Uncle Remus-type children’sstories Cardinal a
SONG TMVELE; Musical Juvenile lg IJII-, wk £450 Tom Glazer sings American ballads GainsborouZh A;socs
= S_TA; STORIES Drama Family 15 min, 1-3-5, wk $3.00 up E)R Dramatic narratives with musical } National Research Bu reau“'
STRAIGHT FROM HDLLYWDDD Sereen o Enil_\' N 13 ;nin. 1 wk £830 Hollywood news with Gene Raymond and guests Comniodore Prodns & .«\nis-ts
TELEPHDNE ANSWER GAME Aud partic Family 30 .min. 1/wk _Based on ml:ti -Gcared for lively merchandising I Harry 8. Goodman
THAT'S LIFE Aud partic Family 30-mi_n.l 1—5l/wk OR Slanted for eomedy James L. Saphier
THREE FOR THE MONEY Aud partic Family 60 min, 1,'wk --31-0(;00 Music and telephone gimmick with $50,000 jackpot Wolfl Assocs
luu?u;iusr:nmc GLASS Musical I Adult _SO:Ji:ll, wk o T)}; Orchestra, mixed chorus, guest vocalist Lang-Worth o
TOP TUNES DF TODAY & YESTERDAY | Musical Family 15 min, 1-3 ‘wk OR Homespun philosophy between songs George Logan Price
TRULY AMERICAN Musical Family —15 min, 1;wk OR Traditional music and songs America knows and Io\'es_ -ﬁT\'. Cinei. T
"UNCLE REMUS I:N.R-ISTMAS PACKAGE | Narration Juvenile T l_’) miln ) §3 prog up Jimmy Scribner tells Christmas stories Cardinal -
WEALTH DN WHEELS Aud partic Women o .-15 min £15-850 Reverse phone-away quiz Al Buffington
WIDDW DF VINEG-AR HILLS Drama Familv 30 mlm _-;3(-)00 B Jane Darwell in folksie western show Paul Cruger o
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M. Sponsor Asks

- If a n-gimml nelwork advertiser desires

to expand market-by-market, why isn’t

it possible to add one sectional network

after another 1o his cham. and eventually

achieve national radio coverage?

Shepard Saltzman

99

] President
( Piedmont Shirt Co..

The
Picked

Panel
JANSWEersS
Mr. Saltzmnman

Why 1isn’t it
possible for a re-
gional advertiser
to expand market-
by-market? The
answer to that is
easy. It's notonly
possible, but it is

i being done regu-
‘ - larly by many ad-
vertisers in varied

fields old established advertisers bring-
ing out new products as well as beginning
advertisers with new products and new
distribution and merchandising problems.

It is possible on the Mutual network to
start with a single station and gradually
expand, market by maiket, until every
area worth cultivating is reached with
that network’s full transcontinental facili-
ties, which currently total 509 stations.

New advertisers in competitive fields
buy network facilities step by step as they
establish retail outlets for their product,
thus eliminating needless expense and
waste circulation.

An advertiser may select a single city
as a test for program, commercial ap-
proach, or market reaction. Then, as
distribution is established in, say, South-
em California, stations that serve only
that arca may readily be added. Weeks
or months later, distribution may have
cxpanded to include Northern California,
at which time stations in that areca are
added, and so on until full facilities of the
Don Lee Network are employed. The
advertiser may now continue to expand
eastward, or jump to any particularly

110

important section of the country. That
is one of the important advantages of net-
work radio its flexibility and its ability
to blanket the country in one widespread
campaign, or to concentrate advertising
effort in any one section or sections as
particular marketing requirements de-
mand.

A perfect recent example cf this flexi-
bility is demonstrated by the George A.
Hormel Co., which started sponsorship of
the Hormel Girls Corps on KH]J, Los
Angeles, about three months ago. After
about 30 days on this single station, ten
additional stations were added, and
shortly thereafter, ten more. Recently,
seven midwest Mutual stations were in-
cluded on the program’s list of outlets,
and the program will expand state by
state and section by section in the future.

SYDNEY GAYNOR
General Sales Manager
Don Lee Broadcasting System, L. A.

It is impossible
for a regional net-
work advertiser to
achieve national
coverage by add-
ing onc sectional
chain after an-
other. As far as [
know, no combi-

‘ nation of regionals

candeliver the first
dozen basic markets, which are absolutely
necessary to achieve national radio
coverage. In my opinion, it is also impos-
sible for the big four national networks to
achieve true national radio coverage
individually.

In spite of the wonderful improvements
made by individual stations, regional and
national networks, this is a big country.
To achieve complete national radio cover -
age, | feel that it requires a combination
of all three—the coast-to-coast network,

the regional, and the individual station.

We have developed Intermountain into
one of the most successful regionals in the
country, but we have no illusions that a
combination of all of the regionals pres-
ently in operation can eventually achieve
true national radio coverage.

Lysy L. MEYER

Vp in Charge of Sales

Intermountain Network, Salt Lake City

I doubt if it is
very practical for
regional or sec-
tional advertisers
to start with one
small area network
and add others to
their chain, even-
tually achieving
national radio cov-
erage, because of
the following difficulties:

(1) Practically all stations of any con-
siderable merit are affiliated with one of
the four networks. Some of the net-
works by agreement with stations have
only certain not-too-desirable hours avail-
able that are *‘station guaranteed time.”
The difficulty of clearing a common hour
for contracted private telephone service
or of hooking up the smaller area net-
works at a common hour makes it almost
impossible.

(2) An advertiser who attempts, as
Dr. Pepper did with their Dixie Network
in 1935 37, their Al Pierce network in
1943 44, and their Darts For Dough 160-
station network in 1944—47, to clear time
over desirable stations, may overcome
time clearance difhiculties. So long as
distribution is confined to an area of
approximately 1,000 miles, it may work.
Beyond that distance, the telephone line
costs rapidly become prohibitive.

Here in Texas, we have as an example
the Texas Quality Network, involving
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50 kw stations in each of the big four
cities. This works beautifully so far as
strictly Texas advertisers are concerned
and gives fairly good coverage for most
of the state’s population. It is a buy that
is economical. On occasions, they have
available certain secondary markets
which can be hooked up with the loop.
However, if you go much beyond this,
you will run into time clearance difficul-
ties. Also, you run into complications in
correlating the established network loops.

Raymonp . LockE
President
Tracy-Locke, Dallas

Any attempt to
link together
enough regional
networks for na-
tional radio cover-
age would be al-
most impossible.
The clearance
problems alone
would be a tre-
mendous head-
ache. The stations comprising most re-
gional networks are, as regards afliliation,
divided among the four major networks.
Since this is true, internctwork jumps
would be extremely difficult, because of
the problems of clearing a comumon time.

To get around such clearance prob-
lems, an advertiser would have to make
widespread use of transcriptions. In this
case, he might as well do the whole thing
transcribed as a regular spot operation;
otherwise, the whole purpose of having
network lines in the first place, namely
live programs, would be defeated.

From the viewpoint of a station repre-
sentative, the best way to expand market
by market is to use spot broadcasting.
There are still many spot broadcasting
techniques that have barely been touched.
We here at Weed & Company and also
other station reps are constantly improv-
ing this form of broadcast advertising.
We are pushing for guaranteed and pro-
tected time slots, better local programing,
simplified billing operations, and improved
merchandising and marketing services.

Regional networks have an important
part in radio as testing grounds for a
product or a program, or as a single-billing
method of reaching a regional market.
Regional networks program the kind of
entertainment which appeals to the listen-
ing tastes of the region.

JoserH J. WEED
President

Weed & Co., N. Y.
Station Representatives
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*Standard Rate and Data”

® Each monthly issue of S. R. & D. carries
WFBM's one and only rate card. National ad-
vertisers pay no more for time on WFBM than
local advertisers, and—to coin a phrase—vice
versa.

How much per minute?

A minute is more on WFBM than on any other
Indianapolis radio station. But, when that min-
ute-cost is spread over central Indiana—where
WFBM delivers top CBS and local programs—
we figure we've got the lowest cost In town.

We're popular!—Hooper gives us FIRST rat-
ing for 16 months in a row.

We're powerfull—BMB gives us more radio
families in central Indiana counties than any
other measured station.

And. we're not over-rated on the rate card.

Add merchandising service, promotion, and
acceptance and you have “bargain day” erery day
on WFBM—Indiana's only basic CBS station.

WEBM is “First in Indiana’ any way you look at it!

BASIC AFFILIATE: Columbia Broadcasting System

Represented Nationally by The Katz Agency




L

f....—-

YOU MIGHT RACE AN AUTO

AT 403 M.P.H."-

BUT . . . vou

CAN'T SMASH

INTO WESTERN MICHIGAN

WITHOUT WKZ0-WJEF!

No matter how maeh power yon use from ontside
Western Michigan, you won't really reach this
rich arca. Why?  Beeanse the distriet is sur-
rounded by a wall of fading that ontside stations
Just can’t penetrate with any degres of dependabiliiy-.

By using WKZO in Kalamazoo and WJEF in
Grand Rapids, yon'll get yonr message across lo
more people in Western Michigan than anv other

station or combination of stations in the area

can reach. The figures from the latest Hooper

Report prove it.

Mondayvs through Fridays. from [2:00 Noon to
6:00 p.m.. for instanee. WKRZQO shows a 35.2
Share of Andicnee 36,5 above its best compe-
tition. W JEIF shows 26.7  £.5 above 1ts best com-
petition.  The combination is invincible. and at

bargain rates. (Hooper Report of Jan.-Ieb. 1918.)

For further facts and figures. write us. or ask

Wverv-Knodel. Ine.

s John It Cobl was timed al 403 135 mup.h in e run al Bonnevidle, tah, Seplember 16, 19597

/mt N KALAMAZOO

and GREATER WESTERN MICHIGAN
(css)

W EF

/w'a‘ iIN GRAND RAPIDS

AND KENT COUNTY
(css)

i BOTH OWNED AND OPERATED BY
FETZER BROADCASTING COMPANY

AWVERY - KNODEL. INCLL Exelusive National Representatives
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Costs: the classic question

Magazines vs. radio

Compuaring media costs isn’t easy. but
there are a few common denominators

Advertising media are not directly com-
parable with currently available data.
The end result sought by advertisers—
product sales—are. Research men are
constantly being prodded to develop a
slide rule which would enable advertisers
to compare black and white, broadcasting
(and within broadcasting, its own several
phases), and billboards.

Ultimately, for the good of all adver-
tising, research methods must be formu-
lated which will permit different media to
be thus compared. There are already a
few common denominators by which
broadcasting, a mass medium, can be
compared with mass circulation maga-
zines.

The accepted common denominator for
all mass magazine advertising is the black
and white page. The common denomin-
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ator for network advertising is the half-
hour night network program.

A second common denominator is the
cost of using each medium. This must
include the cost of the space (black and
white) productions, and the cost of the
time (network radio) plus talent. Hans
Zeisel of McCann-Erickson has arrived at
an average figure for copy, art, and pro-
duction costs for magazine advertising.
His figure is 11.5% of the cost of the
space. A. C. Nielsen in his NRI reports
on radio advertising presents figures which
give the number of radio homes per
dollar for each commercial programon the
networks. His figures include the cost of
time and talent.

Readership figures for the mass maga-
zines are available from the Magazine
Audience Study Group which is under the

supervision of a noted group of media re-
searchmen. Starch’s study of advertising
readership reports upon the percentage of
a magazine’s readership which, as he
phrases it, “notes” individual ads in each
magazine. By averaging the percentage
of individual “notice” which all the ads
receive it is possible to arrive at a per-
centage of advertising readership for each
magazine.

It is a moot point, but many advertising
authorities are willing to compare adver-
tising readership with the audience of a
program. If the Starch percentage of
advertising “noters” is projected against
the total audience of a magazine as re-
ported by the M.A.G.S,, there results an
advertising audience figure which may be
compared with a radio program audience
figure.

SroNsor has averaged the advertising
audience figures for the four leading mass
circulation magazines (Colliers, Life, Look,
and Saturday Evening Post), and dividing
the black-and-white page plus production
costs into the advertising-readers of the
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ublications has arrived at a figure tor the
number of advertising-readers per dollar.
The tigures for the four magazines were
averaged to ebrtain a figure of advertising

readers per d
readers poer ai

In like manner, the average number of
tamilics per dollar listening to nerwork
programs was computed, based upon
Nielsen's reported NR1 homes per dollar
rcached by commercial network pro-
rrams.  The figures for all programs (day
and night) were averaged

The magazine average was 441 adver-
tising readers per dollar.  The broadcast
listeners per dollar were 1464. The
listencer figure was obtained by multiply-
ing by two the number of NR1 homes re-
ported, since there is an average of two
adults per home. The M.A.G.S. figure is
based upon readers over 10 years of age
only, so that it would be manifestly un-
fair to use the full Census Bureau family
ize figure of 3.40 to arrive at a radio
listening hgure

The costs used by A. C. Nielsen to de-
termine his homes-per-dollar are based on

ross time figures and are subject to dis-
ounts which may run, as they sometimes
do on the Mutual Broadcasting System,
and 1o a lesser degree on the other nets,
to 40°; or more. Since announced talent
st figures are often inflated, advertising

HOOPER

agency radio executives feel that Niclsen
overestimates his talent costs by 10¢.
In the comparison, therctore, there may
be an important bias in favor of printed
media.  But in compensation, Nielsen
uses his “Total Audience’” figure to deter-
mine his homes-per-doll Total Audi-
ence means all listeners who heard any
part of a radio program. It is around
25¢¢ higher than the Nielsen figure for
“Average Audience” which is the “audi-
ence during an average minute of broad-
casting of a program.

Program of the year

There is also evidence of strong infla-
tion in Starch's “advertising noting.”
Starch does not ask his sample of maga-
zine readers if they read the ad or if they
know the advertiser. His question is
simply *‘Did you note this ad?”

The comparison between the advertis-
ing impact of a magazine ad on a reader
and the impact of a commercial on a
listener is completely undeterminable
with present research tools. All that can
be compared is cost-per-reader against
cost-per-listener. 2o ©

Ralph Edward’s "Trath or Consequences™

tops the ratings and staris a (rend

The program of the year, 1947 1948,
is Truth or Consequences. The success
of Ralph Edwards’ **Miss Hush, " followed
by the even greater success of “The
Walking Man™ promotion, started hun-
dreds of local telephone programs. Three
out of four of the networks have shows
on which the listener in the home plays
a vital role. (NBC, Edwards’ network,
currently has none.

There is a feeling in the advertising

WBT HAS A GOOD TIME

profession that quiz programs based upon
listener participation and giant jackpot
merchandise prizes are bad for broadcast
advertising. Most program men look
upon them as a current phenomenon that
will run their span and disappear. They
point to the failure of the Pot o' Gold
comeback as an example of what happens
when a program runs beyond a trend.
Truth or Consequences was eight years
old this spring (March 23). During most
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of program’s existence it gave away only
modest gifts as “thank-yous” for par-
ticipating contestants.  As give-away
programs began to grow and prizes
became elaborate, Ralph Edwards decided
to run a gag contest to cnd giant give-
aways for once and for all. On December
29, 1945 he started his original, as he
called it then, “crackpot consequence.”
Contestants on the prograni were asked
to identify a mystery voice which
recited:

Hickory. dickory. dock

The hands went round the clock

The clock struck ten

Lights out
Goodnight.

The consequence to end give-aways,
instead of knifing the growth of big-gift
prize contests, grew so important during
the five wecks that the mystery voice
went unrecognized that Edwards dis-
covered, after the first weck, that he had
a bucking bronco by the tail. Each week
Edwards added three more gifts to the
“crackpot” jackpot. When, after five
broadcasts, Richard Bartholomew cor-
rectly identified the voice as Dempsey's,
he received prizes valued at $13,500. The
press was full of stories about Ensign
Bartholomew. During the second week
of the “crackpot” consequence Edwards,

R77%
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requiring some name by which to refer
to the owner of the mystery, hit upon
“Hush” as descriptive ard Dempsey
became “Mr. Hush.”

When Ralph Edwards saw his fi-
nal *“Mr. Hush” Ildooperatings (17.8)
he knew that he had something that
negated his anti-give-away notion. Pcople
flew to California from Maine in an
effort to obtain a ticket for the broadcast
and perhaps an opportunity to name the
mystery  voice.

Edwards shelved the idea temporarily.
It had given Truth or Consequences an
increased audience which he felt would
stick with the Saturday night screwball
session. A year later. in December 1946,
he dusted it off again. He wanted a
variation of the “Hush’ idea that would
make every radio home in the nation
part of his Consequence studio audience.
That wasn't easy. First there was a
legal conference at which attorneys for
NBC, Procter & Gamble and The March
of Dimes met with Ralph Edwards and
representatives of the U. S. government.
Edwards wanted a consequence which
would permit “Hush’ guessers to donate
money to the polio fund. The lottery
laws had to be obeyed, so everyone had
to be given an equal opportunity to
participate. There had to be an element

=
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*C. E. Hooper—Oct. 1947.Feb. (948
+See TIME, Morch 10 ond 24, 1947

solo feat of reviving “Heartaches

of skill. Out of this conference of legal
wizards came that now famous “Hush
formula.

1: Listeners are asked to write
words or less on the subject of the charity
which is to receive donations The
sentence usually starts with “We should
all support the because of.”

2: The name, address, and telephone
number must be in the upper right hand
corner of the entry.

3: Entry is mailed “with a contribu-
tion, if vou like’' to the character being
identified. A special post oflice box is
used.

4: A group of prominent persons act
as judges.

5: Writers of the three best letters are
phoned in 1-2-3 order during the broad-
cast of the program.

6: If none of the three identifies the
voice, sound, song, place, etc., three or
more prizes are added to the jackpot.

7: Each week new clues are provided,
making it easier with each successive
broadcast to identify the mystery voice
or what have you.

With this formula and a “Mrs. Hush,”
Edwards’ Truth or Consequences went on
the air on January 25, 1947. For seven
weeks the radio audiences stayed at home
on Saturday nights (normally far from

and makes the most of it

WBT averages an 8.0 Charlotte Hooperating from 9:00 to
10:00 a.m.*...57¢ better than the nearest competitor (a
top network show)! That's good in anybody’s league.

But on WBT - where the average of all daytime rated
periods all week long is a 12.8 rating—beating the best the
competition has to offer by only 57% isn’t good enough. So
we built a new 9:00-10:00 a.m. audience participation show
for housewives. Called “What's Cookin’?”’ With guests,

giveaways and gimmicks. Starring Kurt Webster, whose

FAR

created a national sen-

sation and sold more than 3,000,000 records.

And look what you have now: a nationally-known,
locally-idolized personality ... with a topnotch show...in a
period where WBT already is head-and-shoulders ahove
all competition. On 50,000-watt \WBT, serving 3,500,000
people in 95 Carolina counties. So...if you're looking for
a good time — and want to make the most of it —grab a
share of “What's Cookin’?”’ before it’s all gone.

JEFFERSON STANDARDw BT BROADCASTING COMPAN?
CHARLOTTE, N. C.. 50.000 WATTS « Represented by RADI(
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WKDA

1240 KC

NASHVILLE
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the best listening evaning) until Mrs,
Witliam H. McCormi f Lock Haven,
Pa., identific dMrs. H as Clara Bow.
She won an estimated $17,590 worth of
merchandise.  Truth Consequences’
Hooper hit a new high of 21.4 and the
March of Dimes w 545,000 richer
than before ““Mrs. Hush™ recited her
little verse:

Tw k

Who it is 1

Q has he

By .

With two successful “Hush” conse-
quences under his belt, Ralph Edwards
started his next one carlicr in the year.
It was a “Miss Hush "’ this time and after
eight wceks Mrs, Ruth Annette Subbie
of Ft. Worth, Texas, identified the voice
as that of Martha Graham. By the time
the eighth week rolled around magazines
and newspaper columnists were par-
ticipating in the guessing with the rest
of the U. S., and most of the published
guesses during the last two weeks of the
contest were correct. Early tips were
incorrect, even though tipsheets were
published and peddled for $1.00 each.

Mrs. Subbie won an estimated $21,500
in merchandise. The March of Dimes
received $672,000 and the Truth or
Consequences Hooper was pushed up to
26.8. The “Miss Hush” pocm read like
this:

Se i for San

L]
Seven tor tree
RBrir ¢ an g ) 1
And 1°| Me

In Spring, not in Fall

Having achieved an astronomical rat-
ing, Edwards found himself besieged
by charitable organizations with contest
leanings, and P. & G. liked the idea of
retaining the number one Hcoper and
Nielsen rating.

Instead of waiting a ycar or much of
a portion thereof, Edwards followed
“Miss Hush'" with “The Walking Man”
one menth later. This time the audience
heard the fcotsteps of a man. Edwards
recited **The Walking Man' poem. The
mystery man’s voice, he said, would be
a dead give-away

This consequenrce ran for ten weeks,
and cvery week Edwards recited:

I

M
First there were Iy the footsteps.
Then whistling w dded, and then

“The Walking Mar raped a vielin.
Mrs. Florence Hubban Chicago named
ack Benny as the perambulator.  She
received $22,500 in ¢<. The American
Heart Associaticn ived $1.612,587.96
and Truth or Con: ices achieved the

—

Now ...

Sell 8
Times
More
People!

B
5000 ==
620 255

C
B

DURHAM, N. C. L2 |

REP. PAUL H. RAYMER

N

10,000 W Day Time Al M
5000 W Night Time : ”\.d

Y0U Can ygaq vug D0HERR

REPRESENTED BY

TAYLOR * HOWE ¢ SNOWDEN

Radio Sales
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number one rating in America with a
31.7 Hooper.

The race was on. Independent package |
program producers everywhere went
to work building telephone tie-ups for {
varicty programs. Networks that had
turned down game programs discarded
their inhibitions. Telephone  games
flooded the air and most of them sold
as quickly as they could prove that they
commanded an audience. ABC's Stop
the Music, a Lou Cowan package,
acquired an audience at the 8 9 p.m. ; "
Sunday hour when NBC competition was
supposed to make competition fcolhardy.
It secured four sponsors and was beoked
in the Capitol Theater in New York for
a personal appearance before it was on
the air six months.

Ralph Edwards was expected to rush
into another telephone stunt. He didn't.
He decided on a change of pace. He had
sampled his program through his “Miss
Hush” and “The Walking Man” con-
sequences to new mitlions who had played
Truth or Consequences before. NBC was
protecting him by restricting other pro-
grams with the same formula on the
senior network.

Ralph Edwards has brought something
new to radio. He has demonstrated the
power of the medium. His was the “Pro-
Erin ofidhél Year.” . IT TAKES TIME to build a reputation—
the kind that WGY enjoys. For over 26
years WGY has been building a reputation
as the station most people listen to most in
upstate New York and western New Eng-
land—a reputation based on service and
entertainment values.

Advertisers know that WGY is the only
‘ station which completely covers this rich

industrial and agricultural market in a
| single operation. When you want to do an
effective selling job at a low cost in eastern
New York and western New England

| WGY is your best buy.
WGY’s reputation for top flight enter-

s . | tainment is being duplicated by WGFM
THAN ANY OTHER and WRGB, covering the capital district

RAD'O STA]'|ON area of New York State with FM and tele-

vision.

IN
OMAHA & Rt L LR

NATIONAL REPRESENTATIVES . .. NBC SPOT SALES

il Bluff |
Council Blutts i o WGY .
; ; FREQUENCY TELEVISION
MODULATION
BASIC ABC 5000 WATTS

Represented By 50,000 WATTS
EDWARD PETRY CO., INC. SCHENECTADY gN: i

GENERAL @3 ELECTRIC
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“
IRadio Homes of America: 1918

_'IOHL uaBan AURAL-MONMFARNM RURAL-Falu
1 1010 b 22010 b3 04010 » Ri0IO
FamILIES Ri0)0 FaMILIES FamILIES 4010 Fau)L IS FamILIES Ri0I10 FameLIES FamiItIEsS Ra010 FamiLIES

TnE UNITED STATES 39,950,000 9.2 37,623,000 23,991,000 95.7 22,951,000 9,084,000 9.y 8,576,000 6,875,000 ee.7 6,096,000

REGION
AREA
STATE
THE MORTHEAST 10,930,000 96.7 10,571,000 8,181,000 97.0 7.937.200 2,184,000 96.6 2,070,300 605,000 93.2 563,700
nEW ENGLANG 2,664,100 98.2 2,618,300 1,946, 400 99.0 1,926,900 558, 600 96.5 538,900 163,100 93.8 153,000
SAINE 273 900 i 260 -00 100. 500 98 3 ©8.800 124.100 93l 9 116 S00 49.300 9.7 45,200
NEa HAVPSHIRE 168.100 9% 6 62 400 88 200 9 3 86 700 S8.800 95 1 55. 900 21,100 93 8 19.800
VER (AT C 103 800 33.200 9 8 32 800 43,600 95 2 41. %00 31,700 9. 29.500
LASSACHLSETTS 1 € 0 -8 1.301,500 1,153,700 99 1 1.143 S00 131.400 97.5 128.100 31.100 96.1 29.900
PHOOE 1SLANO 210 600 9% 8 208.100 189 500 99 0 187 .600 18.600 97 3 18.100 2.500 96.0 2.400
COANECTICUT €90 800 %8 6 582 <00 381.300 99.0 377.500 182,100 9.2 178 800 27.400 95 6 26.200
MIDULE ATLANTIC 3,264,900 96.3 7,992,200 6,234,600 96.4 6,010,100 1,585,400 96.6 1,931,400 4y4l,900 92.9 410,700
LEn YORX 4.135 800 9 8 4 0C1.700 3.375.900 9 8 3.269.100 $70.600 97 2 554 . 600 189.300 94 0 178 000
NEA JERSEY 1.247 100 9% S 1.203. 800 989,500 9% 3 953 300 224.200 97 s 218 600 33.400 95 S 31.900
PESASYLVANIA 2.879 000 95 4 2.746.700 1.869.200 9t 6 1,787.700 790. 600 95.9 758.200 219.200 91 6 200 800
TnE NORTH CEnTRAL 12,325,060 37.0 11,950,000 7,405,000 97.7 7,313.000 2,461,000 96.6 2,378,300 2,379.000 9.9 2,258.700
EAST NORTh CENTKAL &.365.700 97.4 6.174.700 5.666.70C 98.0 5.551.700 1.993.900 97.0 1,506.000 1.168.100 95.5 1.115.000
o110 2 239 300 97 4 2 180 €00 1.545. 300 97 8 1.511 900 421.200 97.1 408.200 272 .800 95.3 259 900
*DIANA 1.139.700 96 S 1.099.800 654. 500 971 635 800 261.600 96.5 252 400 223.600 9 6 211.600
1ILLINOIS 2.3%7 400 97 % 2.297.800 1.755.200 97 9 1.719 300 347 100 96.7 335.500 254.800 95 4 243.000
ICHICAN 1 741 900 98 0 1 707 700 1.197.000 98 4 1.178.300 338.300 97 8 330.700 206.600 96 2 198 700
1SCOMSIN 910.400 97 6 £88. 800 $14.400 98 4 $06. 400 185.700 97.3 180.600 210.300 96.0 201.800
nEST nORTH CEMTRAL 3.0.6.300 9c.9 3,775.300 1.816,300 96.9 1.761.300 907.100 95.9 §70.300 1.210.9C0 9.5 1.183.700
"INNESOTA 799.300 97 %% 780.200 421.200 98 2 413 600 160,900 97.8 157.300 217.200 9 4 209.300
WA 765.000 971 742.500 326.000 97.3 317.200 181 . 600 96.9 176.000 257.400 56 9 249.300
MISSOU 1.137.400 94 3 1.072.800 616.900 96.1 592 800 238.100 94 3 224 .500 282.400 9.5 255.500
NORTH DAKOTA 136.600 96 9 132 300 23 600 97 9 23.100 35.300 96.3 34.000 77.700 9 8 75 200
SOUTH DAKOTA 150.900 95 8 144, 600 31.600 9 8 30.600 38.900 95.6 37.200 80.400 95.5 76.800
NEBRASHA 375.300 95 7 359.100 146.200 96.9 141 600 96. 500 95.8 92 .400 132.600 94.3 125.100
KASAS $71.800 95 1 543.800 252 .800 95.9 242.400 155. 800 95 6 148.900 163.200 93 4 162 .500
THE SOUTH 11,399,000 §7.2 9,935,000 5,111,000 89.) 4,554,000 3,125,000 89.9 2,809,000 3,163,000 81.3 2,572.000
SOUTh ATLARTIC 4.876.700 bo.u 4,310,600 2.231.600 90.4 2.017.200 1,454,900 90.8 1,321,100 1.190.200 8.7 972.300
OELAAARE 80.900 95 3 77.100 42 .400 96.0 40,700 26.000 96.5 25.100 12.500 9.4 11.300
MARYLAND 5$85.200 95 7 $60.200 366.200 96 6 353.800 165.100 95 8 158,100 $3.900 89 6 48.300
OISTRICT OF

[ao WVA JFY 219 700 9 8 212 700 219,700 96 8 212 700 ee-eenn sess sess e sesesss seee  msseees
VIRGINIA 728 00O 88 9 646.900 293.700 9 e 269.700 218 000 9o 198 400 216.300 82.7 178.800
WEST VIRGINIA 453 100 9 8 416.000 139 100 94 8 131 800 198.500 93 2 185 100 115.500 8s 8 99.100
NORTH CAROL INA 860.200 87.1 749 300 277.800 88 6 246.200 262 .900 91.0 239.300 319.500 82 6 263.800
SOUTH CAROL INA 455 400 e3 2 379.000 146.600 831 121 .800 155.800 88 9 138.500 153.000 77 6 118.700
CEORGIA 811 700 81 3 676.500 349.000 83 7 292 200 214 500 88 2 189.200 248.200 78.6 195.100
FLORI0A 682.500 86 9 ©92.900 397 100 87.7 348 300 214100 87 5 187 400 71.300 80 2 $7 200
EAST SOUTH CEMTRAL 2,741,500 85.0 2.329.300 1.008.200 67.2 879.100 €91.000 68.9 614.400 1.042.300 80.2 £35.800
<ENTUCKY 715 600 88 8 €35 200 255.400 92 8 237 000 195.500 9.5 177.000 264.700 83 6 221 200
TEWESSEE 793.200 86 9 €89.500 338.200 88 4 298 900 188.800 90 4 170,600 266 200 82 6 220 000
ALAL AMA €99 100 827 578.300 26%.200 84 3 223.500 186.200 87 & 162.700 247.700 77 & 192.100
MISSISSIPP £33 600 799 426.300 149 400 801 119,700 120 500 86 4 104.100 263 700 76.8 202 S00
WEST SOUTH CENTRAL 3,78C. 800 87.2 3,295,100 1,871.200 88.6 1,657,700 979,100 89.2 873.500 930.500 82.1 763.900
512 SO0 84 0 430.600 159 000 85 8 136 S00 145 900 87 2 127.200 207 600 80 4 166 . 900
L 1 100 84 2 $64. %00 347 400 85 9 298 S00 183 100 86 7 158 800 120 600 76 S 107 600
(= LarCA 576.700 303.000 91 5 277.300 168 .500 90 1 151 900 173.200 85.2 147 500
TE 19 1.722 %00 1.C061 800 89 0 945 400 481 . 600 90 4 435 600 409 100 83 6 341 900
ThE mEST $,¢96.000 97.6 5.167.000 3,214,000 97.9 3,147,000 1,354,000 7.4 }.31e.400 728,000 96.4 701,660
MOUKTAIN 1,162,100 95.9 1,114,506 475,700 96.5 459,000 375,200 95.9 359,900 311.200 95.0 295.600
PO TANA 134,900 47 300 97.3 26 000 42.300 a7 4 41,200 49.200 97.0 47.700
126,400 37.50C a7 1 36.400 35.100 97 4 34 200 £7.300 97 a4 55 80C
PeNG 2R 300 97 2 27.500 27.200 67.4 2€.500 18.000 96 1 17.300
) 163 900 97 2 159.300 84 100 96 4 B1.100 €7.700 95.9 64200
VO 40 500 e 2€ 20C 43.100 atr 2 39.300 48 500 29.7 43 S00
AR 1P 1€1.700 £0.200 91 2 S€.700 79.300 e4 & 74 900 33.300 90 4 30 100
1 t 82 700 98 4 81.400 43.200 98 6 42,600 31.800 97 8 31.100
40 100 15 300 9% 7 14.800 20 900 %€ 2 20.100 $.400 96.3 $.200
FACIFIC LK 0 9o 4.052.500 2.738.300 96.2 2,682,000 978. 500 97.9 956.500 416,800 97.4 406,000
( 9 000 360 200 97 S 351 300 197 900 98 1 194 200 114 900 97 9 112,500
kL 237 200 97 6 231 600 149 100 a7 6 145 S00 91 . &00 9€ 3 38 200
2 140 %00 °8 3 2.105.100 631 800 97 9 €18 OO 210 00 97 6 205.300

*Copytight 1948 Broadeast Mensurement Borean
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NATURE BOY 1o maxe e
—_— NATURAI. BUY IN CLEVELAND!

IS THE

A “NATURAL BUY"
.. AND FAST!

STATION THAT SELLS .

uit Products Company had

__The Ohio Fr
t of grapeiruit!)

§ canned grapefruit (that's 3 10
ally) WHK and

For instance .

10,000 cases 0
. .to sell. They selected (natuf
contracted fof 52 spots. After using only 21 announcements

at a cost of $338.10.. _they were forced to cancel
s due 10 resuits which achieved a fast

the remaining spot
mber when you're

SELL-OUT! Good thing to reme
having YOUR morning grapeiruit!

IN CLEVELAND 1T's w “ K

The Pavl H. Raymer Co.r National Ropnsen'uﬁve
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-ALL THE GOLD MINED IN ALASKA [riswrivcois
IN THE LAST 81 YEARS IS LESS THAN  Jin$3.462,000,008,

10,000 watts power, PLUS independent program- ILELL T T
ming mean real paydirt for you in KIOA's rich “ALASKA GOLD |‘m|U] v'r(c
natural trade area.

Ask any Paul Raymer representative about Iowa's A SNNRRRA L (01 STEARALS IO
Largest Independent Clear Channel Station — T T o i
10,000 watts daytime, 5,000 watts nighttime, 940 kc. T T OO T

. or contact KIOA, Des Moines, direct.
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Farm market blooms

Radio is serving
rural prosperity

The farmer's income is rising faster
than the cost of living. The tiller of the
soil is the only segment of American
economy about which this is true. Non-
urban U. S. A. is still somewhat behind
the city dweller in earming but its cost of
living is lower, its needs less. The farmer
has improved his status in the past eight
years more than anyone else in the nation.
In 1940 the farm income in the United
States was $7,932,600,000. Last year it
rose to $26,786,900,000. At the present
rate of increase, barring major upheavals,
1948 figures will be over $30,000,000,000.

The number one advertiser spending
money in 1947 to directly reach the
farmer was General Foods. In rank order
the first 11 spenders of advertising dollars
in farm media were:

1. General Foods
. General Motors
. International Harvester
Ford Motor
. General Electric
. Chrysler
. General Mills
R. J. Reynolds Tobacco
9. Firestone
10. B. F. Geodrich
11. Geodyear

All compilations are based upon appro-
priations for exclusively farm media. The
money that was spent in broadcasting to
reach the non-urban market is not in-
cluded at present in farm advertising
tabulations.

There are good reasons for this. A
radio signal cannot be restricted to farm
homes. Once broadcast, a program or
commercial is available for any listener
within the effective range of the station.
Thus many general advertisers have
planned their broadcast copy for the
farmer and urban dweller alike and it has
been difficult to separate broadcast ex-
penditures into farm and non-farm adver-
tising.

It's becoming less difficult every month
in the year 1948. With a growing con-
viction that the farmer’s day and the city
dweller’s day are radically difterent, more
rural stations are redesigning their pro-
gram schedules to meet the needs of the
families that both rise and hit the hay
early. There is a new station representa-
tive organization whose sole function is to
represent rural stations. Stations such as
Kansas’ KFRM (KMBC’s farm affiliate)

(Please turn to page 128)
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December thru April
WINTER - SPRING REPORT

WFBL Leads with an Average Rating of
6.91 for all 40 Quarter Hour Daytime
Periods...In Syracusc--8 a.m. to 6 p.m. --
Monday through Friday.

IIII161

WFBL STATION B STATION C STATION D STATION E

Ask Free & Peters for the latest complete
Hooper Measurements of Radio Listening
Audiences. WFBL has the largest share of

= audience for total rated periods.

IN SYRACUSE, N.Y.
THE No. 1 STATION
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Yeah, but can he lift a sales curve?
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© ROCHESTER, N. Y.

"Best Test City in New York and
the Middle Atlantic States,’”’
says the Sales Management
Fall 1947 Test City Survey.

OSTATION WHEC

'*Best Listened To Station in
Rochester” says Hooperatings =
(and has been for past 4 years!)

@Progrum
Promotion

WHEC not only ‘"airs” your pro-
gram, but promotes it with the
combined force of spot announce-
ments, newspaper advertisements,
"Jumbo-size' buscards, outdoor
posters, lobby displays and mail.

WHEC uses daily advertisements in
both the Rochester Democrat &
Chronicle and the Rochester Times-
Union,—often buys exfra space for
special merchandising promotion.

WHEC'’s consistent and continuous
direct mail campaign is directed not
only toward key radio audiences
but also toward special lists of the
trade—dealers, distributors, trade
association members, etc.

Write, phone or wire for availabilities

JULY 1948 1
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Radio in the public interest is radio

in the advertiser’s interest. These awards from Variety
and Billboard, based on program excellence

and community service, mean that KXOK is doing an

outstanding job in creating thntdpricc]css commodity

and prime mover of merchan
listener loyalty! 1f people like

o

Billboard

? Fward \
oNews

Commentary

~

A

IS¢ .1 .
what we say
thev'll buy what we sell!

“Insidethe Headlines,"”
written and presenced by
Bruce Barrington, K XOK
news cditor, has been
awarded first prize among
all U. S. stacions, $ to 20
thousand warts in power
by Billboard Magazine.

VARIETY
o Award @

Tesponsibility to
the Community

A —

“Variety Showmanage-
ment Award” for fulfill-
ing responsshility to its
community has been
awarded KNXOK for the
program “"Wake Up St
Louis.” This public dis-

cussion feature i ¢ of
many KXOK programs
which contribute to the
American way hfe

Represented by John Blair & Co.
Owned and Opcrated by the St. Louis Star-Times.

THE FARM MARKET
(Continued from page 121)

are progra.med 10097 for rural listeners.
Rural stations all over the 48 states are
shifting their emphasis from general pro-
graming to 1007 service for the producer
of food. Some of these radio outlets, like
WRFD, Worthington, Ohio, have been
programed from the outset for the rural
free delivery contingent.

Rural networks are beginning to func-
tion. There’s the California Rural Net-
work in Southern California. This group
of stations, owned by the Broadcasting
Corporation of America, with W. L.
Gleeson as president, has found that in
serving the farmer it has been able to
achieve an advertising importance other-
wise lacking. Announcements have been
made that this rural network will expand
to cover all of rural California.

In upper New York State a group of
farm FM stations are going on the air,
one at a time, to be linked via radio relay
forming the Rural Radio Network. Al-
though owned by farm organizations and
ccoperatives through Radio Rural Foun-
dation, RRN is strictly a business opera-
tion and functions as such. The network
will link a number of FAI rural stations
and be programed 10077 for the farm
markets which the stations cover.

Radio hasn’t forgotten that the farm is
important at least as far as broadcasting
facilities are concerned. California which
moves between first and second place in
farm income (second in ‘47, first in '46)
has more authorized broadcast stations
than any other state. Texas which runs
fourth in farm income has the second
largest number of broadcast authoriza-
tions. Both Texas and California are in
the over 200 station class.

Broadcasting will be competing on an
even basis with farm publications for the
rural advertising dollar within the next
12 months. Even today it has amazing
result stories to report on what it can do
for the farm implement dealer, the feed
merchant, the direct mail house and
everyone who caters to rural America.

What sponsors have to realize is that
the American farmer has the money to
purchase anything that his city brother
buys, but that he can 't necessarily be sold
with the same programs or with the same
conunercial appeal.

The $£30,000,000,000 estimated 1948
farm income is a lot of money for a part
of the population of the United States of
America whose living expenses aren’t
high. The farm market justifies special
thinking—in broadcast advertising. * * *

SPONSOR




Reading, Penna.
Esfob"shed 1922

Harrisburg, Penna.

Established 1922

Yo rk, Pen na.

Estoblisheq 1932

19

TRONG

in building profitable sales

These six progressive stations are effectively creating sales
for many national advertisers. Their unusual sales-producing ability

is based on outstanding listener loyalty—developed and
held through skillful local programming and NBC Network Programs

—the best shows in radio. Write for full information and rates.

STEI NMAN STATI ONS
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THE INLAND BROADCASTING COMPANY

KBON ..« KBON-FM

Omaha, Nebr.

KOLN KORN

Lincoln, Nebr. Fremont, Nebr.

Mpleadecflaamomceif/te

appeintment aof
McGeehan & O’'Mara

Exclusive National Representatnves
New York Chicago Atlanta

Boston Detioit San Francisco

WAPO

We have a HOT HOOPER
in CHATTANOOGA!

MORE Chattanoogans will tune in for

new sparkling summer programs this
month and the summer months to come.

lt's good listening, and good SELLING

ay and nite on

| WAPO

Affiliated with
National Broadcasting Company
Represented by

HEADLEY-REED COMPANY
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Research developing new dala

Figure factories
help medinm

Research has been anything but static
in 1947 48. Schwerin extended his quali-
tative operations to all four networks’
clients. Gallup released his E. Q. (En-
thusiasm Quotient) ratings for stars and
starlets. The E. Q. rates for advertisers
the performers whose impact is on the
upgrade.

Hcoper released the first “projectable’”
U. S. Hooperatings, reporting audience
sizes of all commercial programs on the
air. What can be expected of this new
rating from the Hooper figure factory is
indicated in his figures for Advertisement
Exposures Per Week. According to
Hooper (January-February 1948) there
were 536,988,000 nighttime exposures (an
exposure is a commercial program heard
by one family). The 536,988,000 figure
does not reflect repeat listening to any
programs heard more than once a week.
Daytime exposures reported by Hooper
were 287,234,000.

CBS plans for listener research based
on a radar principle are still under wraps.
The planned CBS research clinic for
agencies, sponsors and stations that was
blueprinted for this Spring didn’t come
off. There were, it appears, many other
problems of greater importance than a
figure session.

A. C. Nielsen has built up a larger
sample on the Pacific Coast and is now
reporting in this area for a number of
clients, including Don Lee and CBS. For
the first time in Nielsen history the rating
figures from his twice-a-month report
have been released for publication. Dur-
ing most of the year the Lux Theater was
the top program on the Nielsen nighttime
index.

The Pulse, radio research organization
using a roster-recall form of listener re-
search, extended its operations to five
cities. Since it rings doorbells, Pulse was
able to obtain TV information of great
interest to advertisers.

Hooper, Pulse, and Gallup are all inter-
ested in the television field. Hooper is
reporting on a limited number of hours
per day. much in the manner in which he
started in the radio research business.
Pulse is covering homes for both TV and
radio. Gallup is basically interested in
the size of the TV audience. (Sce
SroNsOR Reports.)

The punch-card research method an-
nounced during the NAB (National Asso-

SPONSOR




ciation of Broadcasters) Convention in
May has interested a number of broad-
casters but thus far no one has invested
enough money to get the enterprise really |
functioning. The same thing is true of a |
number of other “new” ideas, such as the
device that tours neighborhoods in a truck i
and records listening with an electronic |
apparatus. |

Commercial impact was reported dur-
ing 1947-48 for the second time in an
Alfred Politz study underwritten by |
Edward Petry, station representative.
Schwerin is also making tests of the im-
pact of commercials for a number of ad- |
vertisers. National and regional adver-
tisers are becoming conscious of the fact
that research studies of advertising-
appeals on the air can be translated in
terms of sales.

In the category of pretesting is the
latest TV research device, Videotown.
Newell-Emmett advertising agency has
selected a town representative of many of I
New York’s suburbs and is using it as a |
TV guinea pig. Every effort is being
made to keep this test area from becoming
self-conscious, a la Magic Town, of its |
test-tube status. Last year Gallup an-
nounced that he had plans to set up such |
a test town to uncover radio program and |
broadcast marketing facts.

Research indicating what a radiocast or
telecast is doing saleswise will be de-
veloped during the next 12 months.
Nielsen has the staff and everything neces-
sary to report the sales temperature of
every product on the air. It’s a big job |
to do consistently but a number of adver-
tising research authorities are going to ask |
Nielsen to lay less emphasis on audience
research and more on sales effectiveness.

While the new development research
continues, diary studies are still being
conducted to make certain that no drastic
change is taking place in the radio home.
The WRC (Washington, D. C.) indi-
vidual diary, the first of its kind ever re-
corded, proved a number of things which
family diaries hadn’t previously indi-
cated. Variations of diaries are planned
to reveal even more about what makes a
man or woman walk to his radio, turn on
the switch, dial and listen. Bob Salk
(Audience Surveys), Hooper, Benson & |
Benson (Princeton, N. J.), and a number |
of other researchers are doing continuing
diary analyses.

There are a number of firms, such as
Conlon (Kansas City), making coinci-
dental telephone surveys for stations.
The new rating service which was sup-
posed to compete with Hooper, Nielsen,
and even BMB is still being talked about,
but it’s only in the lip stage. ok ox

|
{
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WITHOUT WASHING
MACHINES, TOO!

Other statlons and networks are giving away a fortune In prizes to
attract listeners, so you'll have to pardon us for painting to KQV’s
“Request Matinee,’” on Monday through Saturday afternaons against
rugged competition like Pirate baseball broadcasts. During the first
25 days, 700 telegrams were received from listeners. That virtually
amounts to paying for the privilege of listening to us—proof once
again that KQV’'s terrific daytime audience is an advertiser's dream!
It knows what it wants, and is willing to pay for it!

PITTSBURGH'S AGGRESSIVE

RADIO STATION
Basic Mutual Network - Natl. Reps. WEED & CO.

Live Talent |
Builds Lively Sales

ON HOOSIERLAND’S FASTEST
GROWING STATION . vour Central

Indiana advertising dollar is more productive on WIBC,
because WIBC’s programming is built around the
largest “live talent” staff of any Indianapolis station . ..
and is specially styled for Hoosier listening tastes.
Whether it’s sports, music. drama, news or a variety of
other features. the programs and talent best suited to
vour particular selling needs will be found on W IBC—
the favorite radio station for outstanding local and
Mutual programs in this great Hoosierland area.

JOHN BLAIR AND COMPANY - NATIONAL REPRESENTATIVES

W"}C LTI 5 000 Watts Now
Kc 50,000 Soon

BASIC MUTUAL

THE INDIANAPOLIS NEWS STATION

199
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PROGRAM RATING TRENDS

Continied from page 10!

v f i is simple.  Variety
is the most c» ive program form

alsy the most

‘v ien the cost per
list - in Mo ¢ 1t justify the
expendit lent costs are being

11 alos 1e line.  This is intended
in way rage radio’s great
re The McCarthys, Hopes, and

Skeltons deliver what their sponsors order.
Sitwation comedy, Hooper-rated only
month period (February May),

7 of a point of the
ams. In April of 1947 there

a\ 1ged withm

were 5 commercial hours a week of this
type on the air. | pril of this year
there were 7', hou The top-ranking
situation comedy ims, like Frbber
McGee and Molly and My Friend Irma,
cost less than half as much as the same
ranking programs in the variety category'.

Running third in ratings among pro:
gram types are audience participation
shows, including qui: grams. These
arc today’s bargains. On a nine-month
average basis for nighttime programs they
rated 10.7 and despitc the spotlight which
has been thrown on them recently there
were no more of them on the air this past
April than there were a year ago. The
fivee-month average -ar ago was 11.2,

SOUTHWEST \'uu;l.\'l,\'spiane% RADIO STATION

with WDBJ alone

OPEN WIDE
THE DOOR ¢

to the rich
market of
Roanoke and
Southwest

Virginia . - -

YoU cay -

where
2: 07% 0’

' Virginia’s
Buying
X Powcer is

Centered

2 ’,,/’: [\\
o, » :
0,000 b ..((/\\
»’ ?
= AATRHP oL /,.’I l SN
.

Surveys prove WDBJ is

by far the most popular station

throughout its

coverage area oi nearly

1.000.000 population. Buy WDBJ and you get

not only this loyal listenership but an effective

combination of wide
service that sells.

coverage. prestige and

Roanoke and Southwest Virginia is a rich, diversified market
where sales are dependent on no single income group . . . nor
are they subject to radical seasonal change.

Ask Free

CBS - 5000 WATTS - 960 KC
Owned and Operated by the %,
TIMES-WORLD CORPORATION

ROANOKE, VA. gf

N PPeters!

FREE & PETERS, INC., National Representatives
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The same five months this season pro-
duced 11.8. In April they delivered the
same rating as a year ago and for the
same number of weekly hours on the air.

Dramas have dropped in thz number of
hours they occupy on the network com-
mercial air this year as against last.
Again taking April as an example, there
were 91, hours broadcast weekly a yea
ago, 7', this season. During April they
produced an average rating of 10.2 as
against 9.8 a year ago. The average for
plays this season was 10.1.

Although mysteries remain as reason-
able an investment as a year ago, they
dropped from 15 commercial hours a
week to 12. They still produced a healthy
average of 9.7 for the nine-month season.

Popular music was fourth in number of
sponsored evening network hours on the
air in April 1948. For the entire nine-
month season popular music rated 8.7.
In April a year ago there were only 7
weekly commercial hours of popular
music; this April there were 10!4.

Radio colummnists, placed in a separate
category for the first time in February
1948, delivered an average 8.1 for the
February-May  evening four-month
period. While there were fewer of them
commercially on the air in April 1947 than
in April 1948 121, hours vs 3!J) they
rated better last year: 9.1 vs 7.6. How-

B, g

o . e 4

| e muTrey iy
- wxnE ¢

R o CE e |

OTEL (%TRAND

Auaniic City's Hotel of Distinction

The Ideal Hotel for Rest and
Relaxation. Beautiful Rooms.
Salt Water Baths. Glass in-
closed Sun Porches. Open
Sun Decks atop. Delightful
Cuisine. Garage on premises.
Open All Year.

Fiesta Grill and Cocktail Lounge
Farorile Rendezrous of the Elite

Famous for Fine Foods

Exclusive Pennsylvania Avenue

and Boardwelk

SPONSOR



cver, the 8.1 is a high rating for their
sponsots for a number of reasons. First,
most are aired for only 15 minutes. That
means time costs are low. Then, since
they’re for the most part one-man shows,
talent costs are much less than those of
other programs. Even Winchell, tops in
this category, collected only $7,500 per
broadcast and was rated consistently over
20during the height of the past season. This
means an audience for his sponsor at $375
a Hooper point. 1t takes a mystery pre-
gram to top that, and mysterics take a
half hour of time, or almost twice Win-
chell’s time cost.

At the tail end of the average program
ratings for the season 1947 '48 are con-
cert music, 6.9, news and news commen-
tators, 6.1, and a catch-all class, miscel-
lancous, 5.4.

There wasn't much change in the day-
time trend. While the nine-month rating
of daytime serials was 4.9, the figure for
the five months November through May
was 5.4, the exact rating of last year. The
number of sponsored hours per week of
the serials (comparing April vs April) was
5314 in ’47, 5334 in '48. Daytime audi-
ence participation programs soared in
sponsor fancy and will continue to in-
crease this fall. A year ago April there
were 15 weekly hours of such daytime
shows, this year there were 27'4.

WY
KBIW

ANY WAY
YOU LOOK AT IT...

KNOXVILLE'S BEST BET

Wb

Represented by Donald Cooke, Inc.

JULY 1948

News and popular music periods are off
in the daytime in ratings but popular
music had a great many more sponsored
hours on the air, 8!4 in 1948 vs 114 in
1947.

This fall there’ll be less costly programs

Big year for network packages

wpe dTI1I0 ist ]
,.l ow |||,. llal ol

Unless the FCC rules against it in the
future, the networks are permanently in

the business of producing programs for

in all categories on the air. Last season
proved, for all who cared to check their
ratings, that there’s little relationship be-
tween program costs and listening. Crea-
tive brains are the recipe and they cost

far less than “names.” “ex

and quiz shows dominate fast=-
nefwork

availabilities

sale to clients and agencies. CBS owned
and produced programs hit the Hooper
First Fifteen and the Nielsen Top Ten a

ITS THE HOG

CROP JUS‘I’

Do vou think of the Red River
of

and nothing else (exeept maybe

7
Valley as one sea wheut.

WDAY)? Well, it ain’t!
We got hawgs, eorn, cattle,

poultry—a diverse farm output
that makes our 172,600 families

Our

richer than all out-doors.

area’s retail sales, for instanee,

4589, of the U. S.
J179, for the parts of
North Dakota we don’t eover!

are total, as

against

And WDAY just about sets the
U. S. record for popularity with-

in its area, too. DMost families

[ hardly ever tune to any other

station.
Jacts?

May we send you the

FARGO, N. D.

NBC - 970 KILOCYCLES

5000 WATTS

Flu,h & Pmns Iic,

ive Natlonal R




number ot t ing the past season
\BC 1BS-produced programs
tributed lly to the increased

Wher J0 there were only 62
w 1s available for sale,
t th are offering 81, an

increase of 19 vchicles. The greatest in-
ase has been in the category of quiz
grams and dramatic offerings. Last
r sPONSOR reported no network-built
quiz sentations available and while
there were 27 available dramas in 1947
there are 34 today
There are reasons for both of these in-

creases. While drama did not produce the

highest average Hooperatings for the
season 1947 1948, it ran second in the
period, with an average rating of 10.1
against the top average of 12.8. The lat-

ter was achieved by the variety programs,
the most expensive on the air.  Starting
in February of thi: ir Hooper placed
situation comedy p ams, a form of
drama, in a special classification. For the
four-month period February through May
they rated 12.1.

Dramatic programs are listener-produc-
ing at low talent costs. Only one program
of this type, Lux Radio Theater with a

\

[ 7 -t
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San Pranciseo’s Garriage Trade
15 Practically EVERYBODY™

*Sales Management's latest Survey of Buy-
ing Power shows that San Francisco has
the biggest per capita net effective buying
income of the nation's 200 largest cities!

—
AND ONE COLUMBIA STATION
SERVES THEM ALL

ROW Y

San francisce Studies
Palace Motel

tented Netionally by Edward Petry & Co.lnc.

134

Pacehic Agriculiural Foundation, Ltd
San Jose, Colifornis

talent budget of $18,009, is high-priced.
The other air plays are for the moast part
well under the $10,000 figure, although a
few, like Screen Guild Players, are price-
tagged at exactly $10,000.

The emergence of network-built quiz
programs is a direct result of the program
of the year, Truth or Consequences (see
Program of the Year, page 115). TOC,
which in the past seldom had reached top
audiences, hit number one during the past
scason and started the ‘telephonitis”
trend. ABC's network-produced Stop the
Music (owned by Lou Cowan) built so
quickly on Sunday night that it forced
CBS and MBS to create like quiz pack-
ages very quickly. Only NBC (as
SPONSOR goes to press) has kept out of the
network-built quiz package field.

During 1947-1948 CBS pointed with
pride to two great audience programs
which it had built and sold, My Friend
Irma and Arthur Godfrey’s Talent Scouts.
Not only were these top-audience pro-
grams but they were consistently high
among the Nielsen ranking of “homes per
dollar’” nighttime vehicles. Both of these
programs,—without even counting con-
tiguous discounts which lowered consider-
ably the actual cost of time to their spon-

| sor, Lever Brothers—delivered well vver

400 homes per dollar through_the’season.

and you'll
find that

WNIR

is the station to aid in mag-
nifying your sales in the rich
North Jersey Area.

5000 WATTS

the radio station of the

Newark News

SPONSOR




Network program-packaging authori-
ties feel that the nets’ ability to put on a
program and keep it running and increas-
ing its audience is an important factor in
building salable properties for sponsors.
It took ABC a year of broadcasting The
Fat Man before it sold it. Candid Mike
has been on a year; while it has no bank-
roller as SPONSOR goecs to press, there is
plenty of activity in the bankroll direc-
tion at this time. Candid Mike has
achieved fine publicity acceptance during
the past year and its audience is growing.

MBS will concentrate its new packages
this fall during the daytime hours, its
success with Queen for a Day, Heart's

Desire, keying its future thinking. Mutual, |

unlike other active program-building
webs, selects its package programs from
the offerings of independent packaging
firms. The network contiacts for the top
low-cost offerings of producers and de-
velops them as exclusive MBS vehicles.
Programs like Twenty Questions, Mzet the
Press, and Juvenile Jury have justified the
MBS program-building formula.

The one network which hasn’t gone into
the production of programs on too broad
a front is NBC. The reason is simple.
There isn't much timz available for
packages on NBC. NBC also isn’t accus-
tomed to waiting for a program to build.

IT'S THE

KMLB

MONROE, LOUISIANA

HAS MORE
LISTENERS
in Northeastern Lodisiana
Than All Other Stations
”;C‘o_,mbinéd! ]
- AFFILIATED wIiTH
AMERICAN BROADCASTING cO.

REPRESENTED BY
TA¥LOR-HOWE-SNOWDEN

) : /_fd//b_ 5{14; .

s

=
&

JULY 1948

Executive thinking on the senior network
front, although not officially, is to take
other networks’ programs when they’ve
reached the top audience ranking classifi-
cation. 1t's the thinking of Niles Tram-
mell, network president, that the program
is even more important than the sponsor
when a time period opens on NBC.
NBC’s program building is restricted
mainly to prestige items, like the NBC
Symphony and the Fred Waring pro-
gram, each of which was conceived to fill
a special niche. In the case of the former,
NBC needed a symphonic group years
ago to obtain for it the prestige that CBS
had achieved through the latter’s presen-

tation of the New York Philharmonic-
Symphony broadcasts. In the latter
case, NBC wanted to answer the critics of
daytime serial dramas. Each has done
its special job. Each lacks a continuing
history of commercial success.

This is not true of network packages
being built today. For the most part
they’re as commercial as a lending-
library novel and as inexpensive.

Show building is one way that a net-
work can be certain that it doesn’t lose a
program. Since it’s the program not the
sponsor that gathers listening, advertisers
usually stay with their vehicles. Program
building is life insurance for a chain. * * *

~ On WSBT, every
CBS show has
a Hooper that’s

SOUTH BEND

CBS * 960 KC * 5000 WATTS

WSBT Hooperatings on all CBS shows are higher than
the national ratings. Not just a little higher, but much
higher—23 to 202 per cent!* And no other station, either
local or out-of-town, even comes close in Share of Audi-
ence. It is WSBT—and only WSBT—that gives you blan-

ket coverage of the South Bend market.

* Hooper Report, Fall-Winter 1947.48
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New Agency Appointments

(Continued from page 18)

SPONSOR

PRODUCT (or service)

AGENCY

Campbell Soup Co, Camden

Central Radio Stores, Providence .
Chambers Distributing Co, Jersey City
Claremont Inn, N, Y.

Clark’s Restaurant Enterprises Inc, Scattle
Coffette Products Inc, N. Y. ..
Cover-Girl Hosiery, Newark

Buster Crabbe Aqua Parade of 1948
Delaveau Cough Syrup Co, Phila.

Erie Clothing Co, Chi. .

Lssex llouse, N. Y. =
Eversharp Imcrn.ni(mal Inc, Toronto. ..
Ilamburger Co. C1 .

Hotel New Yorke
Jaques Mfg Co, Chi
Kay-Baron Clothes Inc l\ Yi.

Lady Esther Ltd, N, Y. ..
Lektrolite Corp, N Y.

Lever Bros Co (Pepsodent div), Chi.

Lewis Dance Studios, N.

Y -
Magnus Chemical Corp (l)lf(‘orp dn) Garwood, N, J.

Manufacturers Value Co, N. Y

J. C. Marlow Milking \laclnnc Co. ‘\l.\nk.uo Minn.
Mon R.ly Chemical Co, Forest City, N. C. .
Mother’s Cake & Cookie Co, Oakland .

National Council Protestant l‘,pl\u)pal Church, N. Y.
Pepsi-Cola Co, N. Y..

Procter & Gamble Co,  Cinci.

Puerto Rico Agricultural Co, N. Y.

Republican National Committee

Royal Palm Furniture Factories lnc. Miami

S. Rudofker & Sons, Phila..

Seabrook Farms, Ilridgcmn, N.1

Serve-Rite, N. Vi

Star Union Products Co, Peru, 111

Bob Walters Candy Co,N. Y

Winarick Inc N. Y.

World Airways Inc, N. Y,

V-8 vegetable juice, tomato catsup, chili

(Gas ranges

Restaurant

Restaurants

Coffette Oil Slumpoo
Hosiery . ....

\qu.u:adc

.nugh syrup

Men’'s clothing, accmsorles
Itotel

PPens, pencils, Schick razors

Martin’s Cheranova Wine Schwimmer & Scott, Chi,

Hotel Peter Hilton, N. Y.

K C Baking Powder Gordon Best, Chi,

Clothing . . Levy, Newark

Cosmetics Ruthrauff & Ryan, N. Y,

Flameles ug.lrcne lighters Bermingham, Castleman & Pierce, N. Y.
Hedy Wave Home Permanents ~J. Walter Thompson, Chi.

Rayve Creme Shampoo. Needham, Louis & Brorby, Chi
Dance instruction .Armstrong, Schleifer & Rlpln. N.Y.
Washing powder. hand cleaner French & Preston, N.

Safety door handles Furman, N. Y.

Milking machine Iarold C. Walker, Mnpls,

Liquid deodorant .Earle A. Buckley, Phila.

Cakes, cookies Jewell, Qakland

Religious 11. B. Ilumphrey. N. Y.

Soft drink Biow, N. Y.

Spic and Span Biow, N. Y.

El Praco cigars Cecil & Presbrey, N. Y.

Politics. . . Lockwood-Shackelford, L. A.
Florida Modern Furniture Advertising Assocs, Miami

Formal wear. . Harry Feigenbaum, Phila.

Frozen foods. Peter Hilton, N. Y.

No. 50 New Lac (floor finish) William Warren, N. Y.

Star Model, Sepp’l Brau beer W. D. Lyon, Cedar Rapids

Cand, Bermingham. (r\%tclm.ln & Pierce, N. Y.

Yy
Jeris Antncptu Il.ur Tonic, Cream il
Air travel .

Advertising Agency Personnel Changes

Dancer-Fitzgerald-Sample, N. Y.
Ben Kaplan, Providence
A. W, Lewin, Newark

. Robert lilton, N. Y.
_Ihddleston, Evans & \Iorrill. Seattle

Dinion & DuBrowin. N.

.Art-Copy Advertising, Newark
Smith, Bull & McCreery, H'wood

Hlarry Feigenbaum, Phila.
Phil Gordon, Chi.

Needham & Grohmann, N. Y,
Ilakcr, ‘Toronto

llarry B. Cohen, N. Y

French & Preston, N. Y.

NAME

FORMER AFFILIATION

NEW AFFILIATION

Robert J. Burke
Madeleine M. Carroll
MacLean Chandler
Vic George

Vance D, Hicks
George S. Lannan
R. L. Lenhart
Alice Liddell
Gerald Liecherman
RBill Mcllvain
lHarriet Miller
William J, Morris
Merrill D. Ormes
CaroljPerel
Douglas Powell
George Rich
Stanley Rowen

J. M. Sanders
Stan Schulberg
L. Edward Scriven
Ray Simms

W. C. Smith

Irving E. Stimpson
William D. Thackeray
William Travis

K. N. Whatmore

Jack Whitnall

Allen Winkelman
Herman F. Young
James Gwin Zea

Advertising Inc, Dallas, mgr

W hitehall Broadcasting Ltd, Montreal, pres
Young & Rubicam, N. Y., media dept

Erwin, Wasey, N. Y.

Independent TV writer-dir

Leo Burnett, Chi., timebuyer

WINX, Wash.

BBD&O. N X T, molion picture head
H. Klaus & Co. L. A,

\r(hur Meyerhoff, Chi., prodn staff

Joseph R. Gerber, l‘onland. vp. acct exec

Arthur Meyerhoff, Chi.

Stuart Bart, N. Y., media dir, acct exec

Madison, N. Y.

McKinsey, S. F., western mgr

Kenyon & Eckhardt, N. Y., timebuying dept asst
mgr

Omar Inc. Omaha, div sls mgr

Safeway Stores. Seactle, publ rel mgr

Griswold-Eshleman, Cleveland, acet exec

WMLO, Milw., gen mgr

J. 1. Tarcher, N. Y., acct exec

King Fe.nure\ Syndicate, N. Y.

CBS,N. Y.

R. J. Burke Advertising (new), Dallas, head
Stewart-Lovick & Macpherson, toronto. timebuyer
Leo Burnett, Chi., timebuyer °
Canadian Marconi Co. Montreal, bdcstg mg,
Same, Detroit, media dir

Lannan & Sanders Inc (new), Dallas, pres
Lenhart & Co (new), York, Pa., head
Ingalls-Miniter, Boston, media dir

Leland K. llowe, N. Y., v dir, acct exec

Same, N. Y., in chge radio, TV

Robert J. Enders, Wash., radio dir

Biow, N. Y., TV, motion picture superv

Kaiser, Oakland, media dir

Same, timebuyer

Carvel Nelson, Portland, Ore., vp. partner

Same, **On the Century’ produccer

Mike Goldgar, N. Y., acct exec

Lannan & Sanders Inc (new), Dallas, exec vp
Battistone & Bruce, N. Y., acct exec

Roy S. Durstine, S. F.. acct exec

Erwin, Wasey, N. Y., radio, TV timebuying dept mgr

Caples. Omaha. acct exec

Frederick E. Baker, Seattle. partner
Beeson-Faller-Reichert, Toledo, acet exec

Leland K. 1lowe, N. Y., acct exec in chge radio
Kastor, Farrell, Chesley & Clifford, N. Y., acct exec
Rolfe Whitnall, L. A., partner

Rolfe Whitnall, L. A., partner

M. Ryan, N. Y., vp

National Export Advertising, N. Y., radio prodn dir




Block programing is everywhere

Sports. news. and mnsie blo¢ek programing
Im hnigues hypo listening to independents

Block programing is in the listener
interest. 1t grew out of the independent
stations' use of records and news to keep
them on the air. At first so-called block
programing was a hodgepodge of music
and news without a thought of mood.
Then it began to grow into a full-fledged
programing formula as the smooth-
tongued Martin Block at New York’s

WNEW programed his two hour session
for mood and appeal. What started out
as an expedient to fill time became an art.
Stevens University (N. J.) began re-
search into mood programing. Research
was also conducted throughout Great Bri-
tain on the production and relaxation
impact of music. The wired-music organ-
ization Muzak began mood programing
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of recorded music. Block programing was
bomn.

It was still very much without a proved
reason for being until Dr. Frank Stanton,
then research executive at CBS, inspired
the diary form of research which proved
to all and sundry that block programing
was not just an independent station ex-
pedient but an integral ingredient in
catering to listening America.

The CBS diary studies quickly proved
to that network’s executives just how
essential block programing (they called it
mood programing) was. Briefly, it indi-
cated that dialers didn't want variety,
they wanted a lot of the same thing. The

[ diary studies also indicated just how

listeners had to be led from one mood to
another. What started out as a CBS
device to check its owned and operated
stations ended up as a set of broad-
cast programing commandments. It
forced CBS to relinquish the Johns-
Manville news program at 8:55 p.m.
despite the fact that that program had the
greatest listening audience of any single
one on the air (first U. S, Hooperating,
Spring 1948). Being between two non-
news programs the newscast disrupted
mood sequences of listening on CBS.

While big-name programs can run
counter to block programing and still
gather top audiences, they do better
back-to-back. Thus the NBC Tuesday
night comedy sequence of Date with judy,
Amos 'n" Andy, Fibber McGee and Molly,
Bob Hope, and Red Skelton has been for
several years an almost unbeatable com-
bination. MBS has built a block-pro-
graming combination with its whodunit
schedule on Sundays: House of Mystery,
True Detective Mysteries, and The Shadow.
CBS takes over Monday night with
drama—Radio Theater, My Friend Irma,
and Screen Guild Theater. Irma, while
a comedy, is situation comedy, which is
drama. ABC gathers the mood program-
ing bonus with its hour-long Breakfast
Club which from nine to ten a.m. daily
tops all other network competition. Be-
cause My True Story appeals to the same
audiences which tune the Breakfast Club
it holds on to the block programing edge.
The audience is lost (in part) by ABC
because of Betty Crocker, Listening Post,
Clubtime, and Dorothy Kilgallen (10:25-
11 am.). Although it’s unusual, the
audience then returns to ABC for the
half-hour Breakfast in Hollywood; seldom
doces a disrupted block sequence bounce
back as quickly as this.

Horizontal block programing - airing
the same type of show at the same time
daily (or nightly) has been tried in a
number of cases, though block programing

SPONSOR




is usually restricted to back-to-back

scheduling. KWK (St. Louis) was one of

the first to put on a mystery at the same

time every night. The formula did well

for Hyde Park Beer on this station. The

idea spread. WNEW went all out for a

Mystery at Eight appeal. The WNEW

listening indices went up. The blow-up

came because there weren’'t enough rea-

sonably-priced  transcribed mysteries

available. So the station, unhappily,

found it necessary to drop horizontally

block-programed mysteries. There was

no question of the listening appeal even

against four-network competition. In

Boston WCOP (ABC) has adopted the

horizontal mystery formula and is finding |
it does things to its audiences. WCODP l
records several of the ABC block of
mysteries and airs one at the same hour
each night.

Both vertical (back to back) and hori-
zontal (same time daily) block program- |
ing are an assured way of reaching audi- |
ences. They make it simple to develon
listening habits.

Contrapuntal programing, the reverse
of block programing, is not new. It too |
grew out of the CBS diary studies which
showed where the audiences went when
a mood or sequence of programs was dis-
rupted. The basis of contrapuntal pro- |
graming is fundamental—offer the audi-
ence something they can’t find elsewhere
on the dial.

ABC, in an effort to build its own 8 to 9 |
p.m. listening, bought a Lou Cowan idea,
Stop the Music. The idea had been
turned down previously by CBS as not in.
keeping with its programing. In a com-
paratively short time, ABC had built up
a sizable listening audience. Other sta-
tions and networks found the new compe-
tition tough. Before long CBS decided
that an audience participation program
from 9 to 10 p.m. would catch the audi-
ence ABC was building from 8 to 9, so
CBS added Catch Me If You Can to
Strike It Rich (9:30-10 p.m.).

With all the big-time competition on a
Sunday evening, what can a block pro-
graming station like WNEW do to reach
listeners? It goes contrapuntal. It pro-
grams the light classics in music since
there is no music of this kind available
elsewhere in the early Sunday evening
hours. The broadcasts by the New York
Times station WQXR are heavier in
nature than WNEW'’s musical program-
ing. Result? WNEW is reaching the
highest Sunday evening audience it has
had in a long time.

Contrapuntal programing is the only
way an independent station can obtain
audiences for advertisers while the top-
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ranking Hooper, Nielsen, or Pulse rated
programs are on the air. Contrapuntal
programing is, however, something more
than that. It’s programing with an eye
towards reaching audiences of other sta-
tions which have disrupted their mood
programing because of commercial com-
mitments.

In placing spot programs, contrapuntal
programing is an essential hint to agencies
on time selection. A sponsor may happen
to have a soap opera like Claudia and
David (Coca-Cola) and find it impossible
to place it on a spot basis in a soap-opera
sequence. It is not impossible to place it
on a station which competes with the

leading soap-opera station at a time when
the soaper is forced to break into the day-
time serial mood with quiz, news, or other
form of show. The women who want day-
time serials go looking for them when they
shift on the dial.

Timebuying can’t stop with knowing
what’s before and after the spot that’s
being bought. It goes on to what’s on
every other station that can be heard in
an area. If an audience isn’t delivered by
the station that has been bought in the
past, it can be, and frequently is, de-
livered by a competing station.

Audience larceny is one form of steal-
ing that’s legal. LR
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in Kansas

This month, Kansas farmers are harvesting a

riech yield of golden wheat.

Millions of

bushels are being sold for millions of dollars.

All through WIBW-land farm families are

buying. They’re buying equipment for farms

and homes. They’re buying more food, more

elothing . . .

more everything.

And they’re

making these purehases by brand name.

That’s why it’s alicays harvest time for

WIBW advertisers.

Twelve months of the

year, they reap the rieh yield of sales seeds
whieh WIBW has planted deep in the friendly,
receptive minds of our vast farm audienee.
Put WIBW to work for yvou and share this

year-round harvest.

Serving the

Rep.: CAPPER PUBLICATIONS, inc.

First Families of Agriculture -
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AS CENTRAL FLORIDA'S
PIONEER BROADCASTING

STATION

Still the only station cover-
ing the 21 counties which
are central Florida — “Th

Sun Empire”.

Thé..Florida market means North, South
West and Central Florida. WDBO. the

low frequency station. (580 kc) serves

Y4 of Florida’s population.

ORLANDO, FLORIDA
580 KC @ 5000 WATTS

Represented

Nationally by JOHN BLAIR . ..

Southeast by ITARRY E. CUMMINGS

SPOT CONTESTS
(Continued from page 74)

contest for a local store, Uptain’s Foot-
wear. To be ¢ligible for a phone call from
the program, listeners had to obtain
an cntry blank at the store and send it in
with a 25-word letter telling why they
bought their footwear at Uptain’s. The
show pulled neaily 500 entries a week for
several weeks, and the sponsor reported
a sales record.

Despite the natural tendency to imitate
outstanding network successes, local con-
tests are by no means bereft of originality.
Many stations stage contests and pro-
motions peculiar to their locale. Farm-
belt stations put on annual agricultural
contests which turn into family outings,
with farmers from nearby states and
cities virtually declaring holidays.

The increasing radio listenership to
weather forecasts give the Sinclair Coal
Company a perfect program device for
their broadcast advertising on W]JBK,
Detroit. Twice daily, at 8 a.m. and 3:25
p-m., listeners tune to hear the results
of Beat the Weatherman. After the official
forecast in the moming three listeners
are called to predict the exact afternoon
temperature. The winners get a $5
cumulative jackpot.

In Hollywood, KF\WB's Gadget Jury
trades on the fact that people like to
tinker in their workshops. Three thous-
and dollars in prizes were offered to
listeners writing the best letter which
began, “Why don't they invent a . . .”
Other stations feature knitting contests,
corn-growing contests, fishing contests,
garden contests, and so forth.

Individual starion contests sometimes
giow out of a local gag. Disk jockey Hal
Lewis at Houwolulu's KPOA played a
record one moming called Deck of Cards,
A Lewis listener called, asked what the
number of spots in a deck really toral.
Lewis didn't know, so he asked his
listeners. His thirteen participating
sponsors are all among his listeners, and
they didn't know either. Next day,
Lewis found himself in the middle of a
contest with $603 in prizes. Over 300
contestants phoned in during the first
lour of the contest. The mail count
soared past the 1.000 mark during the
first 48 hours of the spot-counting pro-
motion. The newspapers picked it up
and ran stories on it. It became a red-hot
subject all over Honolulu. There was a
heavy run on bridge decks. Even the
governor of Hawalii, Ingram M. Stain-
back, got in the act as an honorary
judge. The publicity for the sponsors
of Lewis' show was tremendous. b
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FALL FCRECAST,
(Continued from page 29)

wise hasn't been any great consumer de-
mand. Most bar candy this fall will have
a five-cent size again and the buying re-
sistance caused by six and seven cent
prices and the larger size bars at ten cents
will have to be overcome by advertising
stressing the nickel tag. Despite the de-
crease in size there's less profit in the
nickel bar than there was before the war,
but that’s what the public wants to pay
and that’s what the candy industry is
going to give them. Candy manufac-
turers estimate that they’ll be spending
25%, more for advertising in 1948 49 than
last year.

A number of firms which have thus far
had only a mail-order national business
coupled with a strong regional volume
will take a flyer at national distribution.
They will for the most part be candies of
a type not manufactured by the big
national candy firms. Not more than
two of them are expected to go network.

Consumption of evaporated and con-
densed milk, which jumped to fantastic
heights during the war, has scttled down
to slightly over prewar levels. It re-
turned to these levels so rapidly that the
product has backed up on milk firms and
advertising will be pushed very hard on
new canned milk uses. As plans stand,
they’re going to try to do it with
national spot advertising so that they
will be able to adjust copy to suit the
weather and regional eating habits.

Drugs will be cutting budgets.
pharmaceutical houses will concentrate on
new lines instead of battling over-enthusi-
astically for competitors’ business. The
drug industry doesn’t know what the im-
mediate future will bring and is making
haste slowly.

The cosmetic market has contracted
about 289, during the past six months.
The growth of home permanents like Toni
has in part offset the drop in sales of lip-
sticks, rouge, powder, and other make-up
items. While Rexall and Lever Brothers
have added cosmetic products to their
lines and will promote them strongly,
these lines were added in an effort to
diversify the new parent company’s lineof
products rather than to expand at the
outset the sales products added. A num-
ber of test campaigns will be started this
fall by new entrants into the cosmetic
field but little spectacular is expected.

The soap firms will do very little re-
trenching. P&G has thus far in 1948 had
its biggest year. Lever Brothers’ gross is
up. Colgate-Palnolive-Peet business has
been spotty. In soime territories it is
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doing very well and some of its lines are
expected to hit an all-time high in 1948,
Because business is uneven, its advertising
plans for this fall are also uncertain. It
has been a big user of national spot adver-
tising for some time, much more so than
P&G or Lever, and evidences no disposi-
tion towards change.

The tobacco industry will be spending
more i broadcast advertising this fall
than ever before. This would be true
even without figuring the monies which
they will be investing in TV. When their
TV advertising is included it appears that
the total budgets will be 309, above last

year's. A great portion of this increase
will come from the leaders, with new
cigarettes representing less than 5% of the
total advertising expenditure of the field.

The budgets of the brewers will also be
increased. The increase in this case will
be due almost entirely to their use of TV
in which they are investing heavily.

In sum, radio advertising generally will
be up this fall but the increase will come
for the most part from new advertisers
and new products. There’'ll be many more
advertisers seeking broadcast attention
and they’ll be seeking it via all phases of
broadcasting-—AM, FM, and TV.
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SPEAKS

TV's Big Week

The week of june 21, 1948, which in-
cluded such events as the Republican
National Convention and Joe Louis’ final
defense of his heavy weight title, probably
will go down in television history as the
latter’s big debut.

Next to the nominations themselves,
television was the top story of the Con-
vention. It was ever-present in the huge
hall and around the candidates’ head-
quarters. Countless newspaper observers
devoted space to it, radio reporters spoke
of it, candidates and delegates were con-
stantly aware of it. And although tele-
vision sets serviced by some 30 telecasters

around the country totaled less than
500,000 the New York Times estimated
that 10,000,000 peopte watched. Yes,
television was there

The intense interest has been built up
bv a combination of effective publicity,
merchandising, programing, and the
unique advantages of the medium. Sound
planning, and particularly sound pro-
graming, can insure sustained enthusiasm
for some time to come. During the Con-
vention much of the fare was of inferior,
even meaningless, calibre. Telecasters
will do well to guarantee their invest-
ments by charting programing as their top
consideration; sponsors will serve their
own interests and the growth of a mag-
nificent advertising medium by insisting
on it.

{You Need The Tools

With management’s highest levels de-
manding flexibility in all forms of mer-
chandising, including advertising, it’s
vital to know what national spot and
regional networks can do for flexibility.
Sronsor’s Fall Facts edition, the second
annual edition of its kind, briefs the adver-
tising manager on the high spots of what
he should know about the coming fall and
what broadcast advertising has to offer
this year.

Read it. Then take time out to see the
broadcasting contact men who come to see
you in July and August. Invite others to
visit you. Don’t make changes, of any
kind, until you've heard the entire 1948-
1949 story.

It’s different.
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Again, A Name For Spot

A large number of pages in this Fall
Facts edition are devoted to a facet of
broadcast advertising which we consider
to be frequently undiscovered and even
more frequently misunderstood.

Why spot, with its excellent advertising
characteristics, should still occupy a re-
mote place in the planning of numerous
important advertising men is due to many
causes. Not least of these is the “topsy”’
growth of the medium, the confused
thinking about its meaning, and the lack
of substantiai promotion. In our opinion
spot is the most underpromoted (and
consequently underrated) of all the adver-
tising media.

Its intrinsic value is such that it has
prospered nonetheless—and, as reported
throughout this issue, will do better.

Several times in the past we have stated
that spot will benefit in several ways by a
change in name. Most advertising buyers
take the word ‘‘spot” to mean an an-
nouncement or station break, while sellers
would also like them to think of it as an
over-all term for a flexible method of em-
ploying radio advertising. A change in
the over-all term, maybe “flexible’’ or
“selective’” or what have you, would
eliminate the confusion. Further, it
would encourage stations and station
representatives alike to embark on sound
selling promotion of the medium. The
result, we feel sure, will be widely in-
creased understanding and acceptance.

We hope that suitable action will be
taken soon by sellers of spot.

TELEVISION CHANGETH EVERYTHING

Two groups within broadcast advertising descrve a special
round of applause from television. They are the advertising
agencies and station representatives.

Advertising agencies to most people are notoriously com-
mercial.  They function on a cost-plus-159; on practically
everything they do- that is except TV. Many agencies have

been investing their own cash working in the visual medium,

the early prohibitions which kept the actual program pro-
ducer removed from the scanning of the program. Instead
they went right down the line for artistic integrity, for the
right of the sponsor or the agency executive to make his own
mistakes. They’re making their contributions to the new
breadcast advertising art.

Station representatives also are doing this. Sometimes they

and others have been taking a sizable loss on most accounts are accused of taking their percentage of the business they
they handle. Long before it was even “respectable” to adver- handle and letting the chips fall where they may. They are
tise in v Ruthrauff and Ryan had Lee Cooley and a staff certainly not following this procedure in TV. Station repre-

presenting programs for Lever Brothers from Dullont’s first
peewee studio. Cooley, now video director for McCann-
Erickson, did some beautiful hearts and flowers versions of
daytime scrials that would have had the women in the home
crying their hearts out, if they had been able to see them.

sentatives have gone into the field and hired men with tele-
vision knowhow, or men with thirst for knowledge who have
acquired TV knowledge rapidly. These station representative
men have had little to sell. Their major job has been servic-
ing the infant industry on a station level. Maybe the repre-

What [ d then is being done today by scores of sentatives have looked upon this move as protection in hold-
agencies. uld have stcod by and waited for the ing their stations, but regardless of this, they have been paying
medium te They could have continued not to fight men in five figures to service TV. :
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@ ® In and around 2 sprawling metropolitan market like
m o rn I n Clevel there are scores of sights and sounds that nine-
* - ver see or hear. But for thousands of families the

day «tarts when skies are crimsoned by busy blast furnaces and

the silence of dawn is broken by the machines of highway,

farm. and factony

And here's another sight that time buvers seldom see. . . the

harned head of the conductor of an early program almost

buried behind 2 mountain of morning mail. Don Gabriel,

producer of By Dawn’s Early Light. . . across the board at

WJIW has proven so popular with listeners that lus pro-

gram has been extended another 15 minuces
trom 7:45 to 8:00 A. M.

This new segment of By Dawn's Early Light
also should prove popular with some aggres-
sive manufacturer who wants added coverage

in the grear Cleveland market.

BILL O°'NEIL, President

BASIC 850 KC
ABC Network CLEVELAND 5000 Watts
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