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YOU'RE RIGHT, MR. WASHINGTON,
AND AS AMERICANS, WE ARE
DOING OUR LEVEL BEST TO BE
WORTHY OF THIS SACRED TRUST
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TV time sales
pass $1,321,344
in January

Stations start
buying time on
other outlets

Radio still has
97.84 of U.S.
audience

New transcription
network starts
this month

After-midnight
audience increases

N.Y.-TV producing
ot viewing cost
competitive with
newspapers

Turnover factor

in listening
indicated by new
WLW-Nielsen report
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TV network business for January was $300,000 for time alone, it's
reported for first time by Rorabaugh. Selective TV buSiness for
same period was $636,163, and local-retail telecasting amounted to
$385,181. This was projected from 42 stations' reports to Rorabaugh
Report on TV for week of 2-8 January.

o B

Number of fulltime stations are buying time on daytime operations
to push their evening schedules. WFIL, Philadelphia, started 5
February buying time on five parttime airers in and around
Philadelphia.

—SR-

Television is growing quickly, but Hooper's figures on comparative
share of U.S. audience indicates as of 1 January radio had 97.84
and TV 2.16.

—SR—

Long expected transcription network (first is Keystone Broadcasting
System) starts 15 February with more than 116 stations. Currently
titled Transcription Broadcasting System, network bows with five
shows (19 weekly programs).

—-SR-

After-midnight listening is on increase according to special Pulse
survey in New York. Pulse recorded sets-in-use figure for from
midnight to 1 a.m. of 13.9, while last survey made (April 1947)
tabbed 9.4 as sets-in-use figure. Listeners per set-in-use were
reported as 1.76. Art Ford (WNEW's "Milkman's Matinee") was rated
4.0 between midnight and 1 a.m.

-

According to CBS, TV viewers are being reached in New York at
figures competitive with newspapers. CBS claims viewers for "Toast
of the Town," sponsored by Emerson Radio, at $7.21 per thousand,
while a full page in New York Times delivers at $7.15 a thousand,
World-Telegram at $7.44 and Herald-Tribune at $9.10. CBS' "Lucky
Pup" produces at $3.77, and "Winner Take All" at $6.45 per thousand.

-SR-

Importance of turnover of audience is indicated in latest WLW-
Nielson report. Station during four measured weeks (February-March
1948) reached 83.9% of all 3,539,580 radio homes in its "Merch
dise-Able Area", yet it only received 19.5% of all listening in that
area which is covered by 213 stations.

Tullished every other Moenday by SONKOR  I'ublications Ind 1 Ko, Badt n. M
New Yor) N

J Inc.,
Ntreet, ) 19. Ny “aoyear In v A



1,200,000 TV homes
by middle of Feb.

Video storecasting
arrives

Berle rates high
in N.Y. with
his radio show

“*Set in Every Room"”
builds sales 31-150%

City Hooperatings
now in 100 areas

THIS ISSUE

FARM CASE HISTORIES prove that rural sta-
tions both serve and sell.

ports on

EARLY A.M. MARGINAL TIME includes "A"

selling hours.

why and how it sells.

OUTLOOK, SPONSOR's newest feature,
cheerful this month.

vital.

TV 4-NETWORK PROGRAM COMPARAGRAPH reports

REPORTS. .. SPONSOR REPORTS...SPONSOR

l1though NBC reported 1,000,000 TV sets in homes as of 1 January,
this gure is already outdated, with nearer 1,200,000 TV homes
jailable to advertisers as of 15 February. Set manufacture is
eaping, with nearly 200,000, including kits, produced in January.
—SR-
‘'ideo storecasting has been added to other point-of-sale broadcast
advertising. Grand Union chain, ABC-TV, and Modell and Hasbruck

have joined to bring visual entertainment to giant markets in New
York area. Twenty stores are scheduled for operation by 1 March,
with 4 TV 16-inch receivers in each market. Eventual New York in-
stallation is scheduled to be 160 giant markets, with TV selling
programs aired from 2 to 4 p.m. daily and from 10 to 12 a.m. on
Saturdays. Twenty-four one-minute commercials are being offered
for sale in two-hour period.

—SR—

Milton Berle's ABC radio network program rates in top ten of Pulse
reported programs. Since Berle never made top ranking in any pre-
vious radio attempts, credit is being given his TV Texaco program
for making them listen in metropolis.

—SR—

Radio Manufacturers Association "Radio in Every Room" campaign runs
from 27 February to 12 March in Des Moines. Campaign, which has
been run in Hartford, New Orleans, Salt Lake City, Indianapolis,
Trenton, has increased sales from 31 to 150

and

—SR—

Charleston, W.Va., is 100th city to have City Hooperatings. Sub-

scribing stations in this area include WCAW, WCHS, WGKV, WKNA, and
WTIP. New York reports will be issued 12 times a year instead of

six, and same increase in frequency is planned for Los Angeles and
Chicago.

TEN YEARS OF SELECTIVE RADIO history has
Bond Bread. 1Its success is no accident.

Twelve re- page 22
page 24 BLACKSTONE ESTABLISHES its washing ma-
chine name with a dealer-co-op program
- that's different. page 29
"Rise and Shine" reports
page 17 LOOKING AHEAD

Automobile industry's use of broadcasting

3 1]
e ; el will be studied in a four-part analysis,
s torecast 1s 12 covering car manufacturers, dealers,
page

parts manufacturers, and gasoline and
0oil. It starts 14 March.

complete 1ist of SponSors and programs on
TV networks. page 59

HOW TO TRAVEL A SHOW tells in three pages
of pictures some of the facts of road-
life. page 26

Station merchandising and how it works 1is
scheduled for 28 February issue

Daytime television has problems all its
own. What they are is another 28 Febru-
ary story

SPONSOR




- The INTERMOUNTAIN
FARM NETWORK

Sells the prosperous Intermountain farmer through 9 stations.

Programs slanted to farmers' local interests.

INTERMOUNTAIN
FARM GROUP

KMON
Greot Folls, Mont.
5000W-560ke

KID
Idaho Falls, Ida.
5000W-1360ke

KFXD
Nampa-Boise, Ido.
1000W-580ke

KVNU
Logon, Utoh
1000W-610ke

KSvC
Richfield, Utoh
1000W-690ke

KOVO
Provo, Utoh
1000W-960ke

KPOW
Powell, Wyoming
1000W-1260ke

KwWYO
Sheridan, Wyoming
1000W.1410ke-

KVMV
Twin Folls, Ido.
250W-1450ke

FEBRUARY 1949

wOwW W

ALL NINE FARM MARKETS.

Only the INTERMOUNTAIN NETWORK FARM GROUP covers ALL of the important farm
areas in the Intermauntain West. This includes: 72%, of all the farms and 809, of all
the farm income in Utah. 82%, of the farms and 849, of the farm income in Idaho.
1009, of all the farms and 1009, of all the farm income in Montana. 33%, of all the
forms and 429, of oll the farm income in Narthern Wyaming.

NO WASTE COVERAGE.

Metropoliton centers and major urban population counties are excluded from the INTER-
MOUNTAIN NETWORK FARM GROUP, as are desert wastelands. Every dollar spent on
the Farm Graup is for rural coverage, assuring advertisers of intense penetratian of the
nine farm markets,

FARM STATIONS FOR THE FARM AUDIENCE.

Each statian in the Farm Group programs for its particular type oudience. This includes:
KID, located in the heart of the rich patato praducing Snake River Valley. KVNU, nerve
center af the highly developed dairy industry of the lush Cache Valley. KMON, KPOW
and KWYO, serving the prosperous wheat and cottle farmers of Montana and Narthern
Wyoming. Each af these station’s pragram structures are slanted to the interests of the
farming activity in the particular area it serves.

PROSPEROUS FARM MARKETS.

Here in the Intermountain West formers have the money to buy. Cash income per farm in
1947 shows Wyoming in 4th ploce nationally, Montono in 7th, Idoho 15th ond Utah 24th.

ECONOMICAL GROUP RATE.

Two or more stations of the FARM GROUP earn 109, discount. See Stondord Rote
ond Doto.

EASY TO BUY.

One scheduling, one controct, one affidovit, one billing.

“INTERMOUNTAIN

}%&WWnc. National Representotives

San Froncisco

Atlonra

Now York Chicogo = los Angeles
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yoL. 3 0. 6 REYNOLDS FIRST Your Sales ‘-

I just read “Broadeasting and the

in Houston,

You might be interested to know

that our client. Revnolds and Com- '" M
SPONSOR REPORTS 1 ! s P t

pany. was the first member of the W| a c
40 WEST 52ND 4 New Yok Stock Exchange 1o use

.
Television in America. We paved the th's |ndex F ¢
NEW AND RENEW 9 : Ly

way. and you write a story without

even mentioning this show, It was on
(0] 4 12 B e, - ; -
OuTLO Station WIPTZ for 15 weeks. 15 min- WHEN
MR. SPONSOR: ROSS D. SIRAGUSA e | utes each week.
HERBERT RixcoLp YOU USE

P.S. 15 Director o
5 SHIN 7 Philip Klein
R Philadelphia
THE BIG TV HEADACHE 20 A B ,_. . "
4i @82 4) 44 45 46 a7 a3
BOND BREAD AND SELECTIVE 22 | COLGATE OBJECTS :
24 You can well imagine our astonish- . ;/psr
FARM CASE HISTORIES mini at the article that appeared in A N EMB
HOW TO TRAVEL A SHOW 2 vour Jamuary 17th issue of sPoNsoR, {/
in your Spousor Reports column, 1o F/Rsr
BLACKSTONE'S 50.50 ADS 29 wit: IN HOOPER
"(‘(:Iirl’afr 'I'u;)’tllspuxh' is  number one  toath
serubber in 1LS. [0's only Colgate-Palmolive
TALENT LAMENT 30 lgf’rcl"llhrlmll:'l,rl that lv'::d::”i;:« ﬁ:'l!rll'f':f.f.:?- molive " F,RSf
We dont know who vour sourvee js. | IN THE
MR. SPONSOR ASKS 44 . - ) N !
D but we would like to ecall to your SOUTH'S FIRST MARKET
TV 4-NETWORK COMPARAGRAPH 59 attention the fact that the Colgate- Gy U
0 5 1
Palmolive-Ieet Company  has  manm All “'vital statist CS.
TV TRENDS 67 leaders among its products.  Colgate show that Houston and its
PEAKS 70 Tooth Paste is a leader which vou have great Gulf Coast market
SPONSOR SPEA l'(‘l)(il‘l(‘(l ('()l‘l‘(‘(‘l]). l)lll 20 iS ”ill() ‘ are gro\ving lus[ily. I
APPLAUSE 70 Shampoo  the leader in the Liquid

Department store sales
are up 23% for the first

Shampoo field, while another one of
-
our  good  products. Luostre-Creme

Shampoo is the leader in the Cream 11 months — tops among
Shampoo ficld. Tt also happens that Texas cities. Building per-
the largest selling Lather  Shaving mits for 11 months jumped

Cream in this country is Palmolive from $65.080.064 in 1947
Lather Shaving Cream. to $92,273.372 in 1948.

I think weve blown our horn loud

A enough to et vou know that we have Harris County populatlon

: J mamy leaders in our field and could increased from 740,000 to
45 1 not resist the tlemptation 1o so inform 780,000
2 _ 5

vou so that you might cheek vour
souree,

To sell Houston and the
Gulf Coast, buy KPRC —

BN

N
N
A

N

R. K. Heay

v FIRST IN EVERYTHING

7477
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Herne's Hre UNVARNISHED TRUTH

ug
oc“‘“ LV

sjumy O
\\‘.‘s\\\\\\\\‘: \\‘\\X\\‘S

il
WA
LaTERLO% s
wrtl -

A G
Distribution of listening homes among stations
throughout the area Monday through Friday, 7:00
A.M. to 12:00 AM.
]8.40/0 This comprehensive oreo
L

study wos mode in the
]5,6"/0 fringe of counties surround-
ing KXEL, extending os for
os 100 miles from tronsmit-
ter, ond did not include
KXEL's home county or the

five odjacent counties.

2.9%

Waterloo
Station A

8%
———
Waterloo
Station B

Des Moines Cedar Rapids
NBC CBS

National Champion farm programs are tops in production, tops in

ranship, tops in selling and tops in listening response.

neets the selling and promotional requirements of every sponsor who

to reach the rich Northeast lowa market area.

our Avery-Knodel man and get the unvarnished truth pertaining to

eat market area and the station that sells it completely.

KXEL HAS CHANGED
LISTENING HABITS
IN IOWA

Conlan’s newest comprehensive study of listening hab-
its in Northeast lowa proves conclusively that KXEL
has MORE LISTENERS in lowa's richest market than
any other radio station. These authoritative figures are
not a poll or a prediction. They are the unvarnished
truth showing results of listening habits based upon

34,914 contacts.

Here are just a few of these important facts con-

tained in the latest Conlan comprehensive study.

* x *

AFTERNOON

Distribution of listening homes among stations in
the same area Monday through Friday 12:00 P.M.
through 6:00 P.M.

26.2°%,
22.9%
15.1%
2.5%
KXEL Des Moines Cedar Rapids Waterloo
— NBC CBS Station A

Waterloo. lowa
Represented by Avery-Knodel, Inc.
Covering the great “"KXEL Rural City™.

0.9%
[ m—
Waterioo
Station B

KXEL 50,000 WATTS ABC
Josh Higgins Broadcasting Company,

B
| |
=



WEBL

SYRACUSE, N. Y.

Ray Owens

Newscaster
N:30-1:45 a. m.

Highest Hooper in
Town for Any Llocol

Progrom Doy or Night &'

FRANK J. COSTELLO, Moyor of Syracuse, says: 'l
9. Lotest heortily opprove your present method of hondling

Report the news. Mr. Owens commands the respect of every-
one in the City Holl for his unbiosed treotment of the
v news. It is my opinion that this type of broodcost is

preferred to one in which personol opinions enter.’

@ Straight News Reporting

WEFBL reports the FACTS — not opinions, a rigid
policy which has paid off in the BIGGEST SHARE
of DAY and NIGHT AUDIENCE in Syracuse!

14 Newscasts Daily

WFBL keeps folks informed on the local, na-
tional and international scene. WFBL not only
scoops the town, BUT other stations as well!

Ask Free & Peters for the WFBL
News Booklet and Availabilities

BASIC
CBS

IN SYRACUSE ... THE NO. 1 STATION

40 West 52nd

{Continued from page 1)

Our ruling is no transcribed an-
nouncements before 8:00 a.m. and no
transcribed programs before 9:30 a.m.

Bev Lubpy
General Manager
WiBw

Kansas City

LOST COPY

In the early part of }948 you ran
an article on the candv manufacturers
use of the Droadcast medium. which
article 1 found very interesting and
passed on to one of our other clients.
Unfortunatelv. this client has lost
the magazine. and [ would appreciate
it very much if vou could forward te
me immediately another copy.
Joux E. Barpwin
All-Canada Radio Facilities
Vancourver, B. C.

@ Candv ‘‘industry™ report was sent to Mr. Bald-

win. SPONSOR industry stories  are  virtually
“timeless.”

ON "DISTRIBUTION"

Would yon be so kind as to send us
by return mail. 3 additional copies of
your issue of January 3. and bill us for
the cost, plus postage and handling.

May we also take this opportunity to
compliment you on the splendid han-
dling of the storv on Glass Wax in that
issue. It is one of the most workman.
like analvses of a problem of distribu-
tion and advertising that it has been
our pleasurc to run across.

JEAN 11ADLEY
Penman Neil
Seattle

CLIENTS ASK FOR SPONSOR

It is our intention to start sending
subizcriptions to SPONSOR to our local
advertisers, We have found that not
only we. but our advertizers as well.
get a great deal of valuable informa-
tion from vour publication and it is
practically imipossible to keep a copy
of sroxsor here long enough to read
it-——Dbecanse one of our =alesmen finds
something in sroxsoR that is nseful to
onc of his clients. The clients them-
selves are now asking for the magazine.

Actually (vou will be glad to know)
liecre at CKCW, sproxsor is everything
from a program direclor’s text hook to

{Please turn to page 50)

SPONSOR
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; % MAGIC

@ Your spots and programs sound better over
WFAA because of the vast technical know-how
at the fingertips of its corps of 26 engineers.
Together, they count 515 years of broadcasting
experience. Singly, each is an expert specializing
in one particular phase of technical operation.
Nowhere in radio is specialized technical énouw-
how more demanded or more evident than at
WFAA, Dallas.

REPRESENTED NATIONALLY BY EDWARD PETRY and COMPANY

,":: *! Af 1\ /4{_4-“‘ 2

*—'r & 4 . and
WFAA
DALLAS @

820 NBC . 570 ABC

w TEXAS QUALITY NETWORK

Radia Service of the DALLAS MORNING NEWS

By order of FCC, WFAA shores time on both fr ncies




KFH.IS TOPS

« Y1~

“Listened to Most"

KFH 393 NIGHT TIME

‘“‘Listened to Most"

KFH 403

_ 134
STATIONS < C 15.3
D

®—_ No! among 5 leoding stotions

% J i 208
\, STATIONS { C - 9.2

\ D o

\ =)
\

®- Not among 5 leading stations

Data is from "The Kansas Rudio Audience of 1948
published by Dr. F. L. Whan for Station WIBW’.
The "Listencd to Most” ratings given here are
for District IV representing the area surrounding

Wichita, It includes 12 counties and a population
of 404,233,

KFH is TOPS in the Wichita marker. This factis verified
by every study of radio listening habits conducted in this

area. There are definite reasons for this listener prefer-

ence and advertisers with a radio message for the Wichita
market will do well to consider the KFH audience — it's
TOPS by every standard.
"
5000 Watts - ALL the time (BS

REPRESENTED NATIONALLY BY EDWARD PETRY & CO., INC. WICHITA’ KANSAS

SPONSOR
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New and renew

New on Networks

W

SPONSOR AGENCY NET STATIONS PROGRAM, time, start, duration

Dr. A. T'osner Shoes Inc Nirshon-Garfield ARC 16 Big ‘N’ Little Club; Na 10:30-11 am; Jan 15; 20 wks
IHlomemakers lnstitute & Servel nRN&LO ABC 11N What's My Name; Sa 11:30-12 noon; Feh 3; 52 wks

Gas Refrigerator Dealers
International llarvester Co McCann-Erickson NBC 166 Narvest of Stars; Su 3:30-6 pm; Apr 3; 32 wks
Renjamin Moore & Cao St. George & Keves MBS Your Home Beautiful; Sa 10:30-10:45 pm: Mar 5: 13 wks
Phillips Petrolenm (o Lambhert & Feasley ARC 68 National Barn Dance; Sa 9-9:30 pm CST;: Mar 19;

32 wks

William 1. Wise & Co Thwing & Altman ABC 120 Jane Jordan; MTWTF 11-11:13 am; Jdan 21; 32 wks

wf Renewals on Networks

SPONSOR

AGENCY NET

STATIONS

PROGRAM, time, start, duration

George A. Hormel & Co RUDKO ARC 204 Girls® Corps; 8Sa 12-12:30 pm: Mar 5; 32 wks :

Frank 1. Lee Co William II. Weintrauh ARC 259 Drew YPearson; Su 6-6:15 pm; Feb 27; 52 wks

Jdohns Manville Corp J. Walter Thompson MBS 373 Bill Henry; MTWTF 9:55-16 pm; Jan 3; 52 wks

Pillsbury Mills 1nc¢ McCann-Erickson CBS 130 Grand Central Station; Sa 12:30-1 pmv; Feb 26: 32 wks

sShotwell Mfg Co Wade MBS 190 True or False; Sa 5:30-6 pm; Feb 5; 52 wks 5

sterling Drug Co Dancer-Fitzgerald-Sample NBC 155 American Album of Familiar Music; Su 9:30-10 pmm; Jan Z
23; 52 wks :

U. 8. Tobacco Co Kudner MBS 452 Take A Numher; Sa 5:30-9 pm; Jan I; 53 wks

Williamson Candy Co Aubrey, Moore & Wallace Muis Trine Detective Mysteries; Sn 1:306-5 pm; Feh 27; 32 wks

National Broadcast Sales Executives (Personne! Changes)

NAME

FORMER AFFILIATION

NEW AFFILIATION

Robert Hoag
George E. Inghram
"aul A. kehle
tieorge Lasker

1. . Lasker
Charles G. O'Neill

Herman M. Paris
Peter Roheck

J. E. Van Ness
John C. Warren

KTSL, H’'woeod., TV sls coordinator

WMAW, Milw., vp, gen mgr

WTRF, Troy Ala.

WORL, Boston, mgr

WLW, Cinci., Card Card div dir

Radio Corp of America (RCA Victor div), Camden
N.l., asst to vp of tuhe dept

KNX, H'wood., mdsg mgr
IKMA, Shenandoah 1la.
WNRBC, N. Y., acct exee

Sponsor Personnel Changes

Name, sls mgr

WISN, Milw., sls mgr

KVER. Alhuquerque N. M., sls mgr
Friendly Group stations, Boston, gen sls mgr
WLW-.D, Dayton, sls dir

WNIR, Newark N. J., «ls mgr

WWDC, Wash., gen sly mgr

KTTV(TV)., L. A., sls mgr

Wisconsin Network, Wisconsin Rapids Wise., sl mgr
WNBC, WNBT, N. Y., sls mgr

NAME

FORMER AFFILIATION

NEW AFFILIATION

C. M. Barunes
Hugo L. Bell

D, C. Berry

R. Stewart Boyd
lenry ¥P. Bristol
Lee 1. Rristol
King Cole

Mare Cramer
Austin T. Cushman
V. L. Donahue
Hans Erlanger
Albert E. Foster
Michael 8. Freeman

Done Gates
John R. Gilman
Edward A. Gnmpert

W. €, Johuson
Robert I’. Kelley
Nathan X. Lanning
Edward A. Leroy
Frederick M. Linder
David A. Liptan

C. I'. Lynch
Stanwoaod Morrill
Maurice F. (’Shea

® In next issne: New National Seleefive

Firestone Tire & Rubber Co, Akron 0., div chief

Lebn & Fink fProductis Corp (lehn & Fink div),
N. Y., vp, dir

Mchesson & Rohkhins Ine,
adv mgr

National Biscuit Co, N. Y., asst adv mgr

Bristol-Myers Co, N. Y., pres

Bristol-Myers Co, N. Y., exec vp

Kingshury Breweries Co, Manitowec Wise., vp, sls
mg

Bridgeport Conn., asst

Sears, Roehuck & Co, L. A.. district mgr

Ilunt Foods Ine, L. A.
Lever Brothers Co, Camhridge Mass., radio mgr

Kompolite Building Materials Ine, N. Y., sls wngr

Lever Rrox (o, Cambridge Mass.,vp, dir
Rheem Mg Co, N. Y., asst adv mgr

Admiral Corp. Chi., gen sls mgr

lirshon-Garfield, N. Y., acct exec

I’epsi-Cola Co, N, Y., asst vp

Jacoh Ruppert Brewery, N. Y., excee vp, gen nmgr

Universal-International Pictures, N. Y., exec coor-
dinator of adv, prom

Business.

Same, L. A., sls mgr
Same. vp in chg sls, mdsg
Name, adv mgr
Same, adv mgr for cereals, dog food
Same, chairman of board

Same. pres

Name. pres

Julius Wile Sons & Co, N, Y., adv dir

Same, vp in chge Iac coast territory

Morton Salt Co, Chi., gen sls mgr

Same, gen sls mgr

Same, media dir

E. L. Cournand Co, N. Y., adv. sls prom dir

li.LF. Goodrich Co, Akron ., adv, sls prom mgr Associated

mnes

Colgate-PPalmolive-Peet Co, Jersey City N. J., vp

National Bisceuwit Co, N. Y,, adv mgr for hiscnit, hread, spe
cialty prods

Same, vp in chge sls

General Mills Ine, Mnpls, sls mgr flome Appliance dept

Young's Hat Stores, N, Y., sls prom mgr

Name, vp

Same, pres

Name, adv, publ dir

Lever Rrothers Co, Canbridge Mass,, radio timebuyer
Lambert Pharmacal Co, N. Y., vp in chge ~Is, adv
Kingan & Co, Indianapelis, adv mgr

New and Rewvened on TV

Advertising Ageney Pervsonnel Changes. Station Repreosentative Changes




Sponsor Personnel Changes (corinucs)

NAME

FORMER AFFILIATION

NEW AFFILIATION

€. F. Parsona
ilelen B. Roth
Ravmond P. Schaffer

Zenith Radio Distributing Corp, N. Y., sls mgr

Chicago & North Western Railway Systein, Chi.,

Same, gen mgr
Lane Bryant, Pittsh..
Same, adv mgr

adv mgr

asst adv mgr
Sweets Co of America,
sls ngr

Alvin G. Schinale

flarry F. Schroeter

Hoboken N. I.,

National Biscuit Co, N. Y.,

grocery

asst adv mgr for bis-

cuit, bread, specialty prods

William V. Shafltoner
rel dir

Walter 11, Ntellner Motorola Inc, Chi.,
receivers

Francis J. Weher
Tohn Whitehead
Lonis J. Whitestoue
Ross 1. Winning

New Agency Appointments

I’acific American Steamship Assn, S.
vp of home radios, TV
Shirriff’s l.td, Toronto, asst to vp in chge adv

National Match Book Association, Chi.
Sheffield Farms Co Inc, N. Y.

F., adv, pub

Arnold Bakers Inc, N. Y..
Same, adv mgr
l.ion Match Co Ine, N, Y,. adv mgr
Same, gen sls mgr

. dir, city prodn ingr

Honey Butter Products Corp, I1thaca N. Y.

Saine, media dir
Wine Growers Guild, lodi Calif., adv, pub rel dir

Same, vp of mdsg

adv mgr

, sle, adv dir

SPONSOR

PRCDUCT (or service)

AGENCY

Adler Sons Shoe Corp. N. Y.. .
All Clean Maintenance Co, Oakland (.all(..
Alumarell of Detroit Inc, Detroit.
Avco Manufacturing Corp (Crosley di\). Cinci..
13-1 Beverage Co, St. L... : 5
Barriom Candies, N, Y... ... .

Berghoff Brewing Corp. Ft. Wayne Ind..

Birk Bros Brewing Co, Chi. .

Block Drug Co, N. Y..

Boston Edison Co, Boston

Boyle-Midway Inc, N. Y..

Iiriston-Wheeler Inc, N. Y..

F. & J. Burke Ltd, N. Y..
Crosse & Blackwell, Balto..

Culver of California, I.. A..

Dairymen’s lLeague Co-operative Assn Inc, N. Y.
Dude Ranch Foods Co, Long Beach Calif..
Erwin-Chevrolet tne, Phila... . -
Essley Shirt Co Ine, N. Y....

Gibson Refrigerator Co, Chi.. .. ..

Glemby Co (G.H.S. Corp div), N. Y..
Granada Wines inc, Cambridge Mass.
IHlighway 50 Assn, 8. F.........

Holly Mcat I’acking Co, Oakland Calif.
Intcrnational Automobile Exposition, N. Y..

International Silver Co (Rogers Sterling div), N. Y.

Jabraus-BBraun Co, Buffale.......
darmine Ine, Sioux Falls S. D...
Kiddie Seat Corp, N. Y.

G. Krucger Brewing Co, New auk N.I.
I.a Crosse BBreweries, La Crosse Wis..
Langendor{-United Bakeries Inc, S. F..

lLewis Ilowe Co, St. L...... ... ..

l.yte Aerosweep Corp, Plainfield N. J..

l.co J. Meyberg Co, S. F......

Mickelherry Food Products Co, Chi.

Louis Milani Foods Inc, Maywood Calif.
Mountain View Nursery Co, Mr\linnville Tenn. .
Nanasi Co Inc, West New York N.
New York, New Ilaven & Hartford l{:ulrond N Y.
Nufficld Organization, Cowley England.

Old TIlomicstead 13aking Co, S. F.. ..

I'acific Guane Co, Berkeley Calif.
Nat lrtt‘rwn Motors Ine, Ozone I’ark N. Y.
pine Air Lines Inc, S. F. .
I'urafied Down Products Corp, N, Y..
teaon Inc, N, Y.

Lngene Rothmund Inc, Somerville Mass..
Saratega Racing Association, Schenectady N. ¥
Jacob Schmidt Brewing Co, St Paul, Minn,.
Segal Safety Razor Corp, N. Y

Spear & Co, N. Y.

A. E. Staley Mfg (o. Decatur Il..

Sta-Neet Corp, 1. A,

standard Brands Inc (Suﬂ'ml I‘mdunn div), N. Y
Sulfur—% Chemical Co, N. Y.

Richard E. Thibaut Ine, N. Y..

Felevision Distributors, Oakland Calif..

Town Teast Co, Phoenivville I’a.

Tree Sweet Products Co, Santa Ana Calif.
Jaines Vernor Co, Detroit
William« I’otate Chip Co, S. F.

.Shoes

.Men’s clothing
.Milk and milk preducts. ..
.Dude Ranch Chuck \\'agun
.. Automobiles .. ... ...

. .Essley shirts, sporuwenr
.Ranges, home freezcrs, |efr|geralur~
.. Whirl-A-Wave ..

.Beer

.Morris cars
.Baked goods

.Safety
.Furniture chain

Restaurant maintenance

...Alumaroll home, commercial awnings.
. .Electronics. household appliances. .
B-1 lemon-lime soda, sparklmx water
.Candy

. .Beer

- .Beer

. .Dentu-Grip
Utility

Aerowax

. Frederick Clinton, N. Y.

‘Millar Retractable Ball Point Fountain

POV ey R R o thkeo /BT 3 - | R RN Sren Rone] o poneRons
.Barke's ale .. .
Kippered herrnng. herrlng in

lomalo

sauce, Keiller's Cundee Marmalade,

cake, shortbread

Wine .....

.Trade assn

flolly brand meats.

.Automobile show
.Silverware

Department \lnr('s

.Pharmaceuticals

Up-Sce-Daisy baby trainers

Beer
Bread, cake .
Tums, NR tablets.
TV antenna rotater

Ad Fried, Oakland Calif.

.. Shutran Mahlin, Detroit
.. Benton & Bowles, N. Y.
. Wesley K. Nash, St. L.

Madison, N. Y.

.Fletcher D. Richards, Chi.

Erwin, Wasey, Chi.
Redfield-Johnstene, N. Y.
John C. Dowd. Boston

. Earle Bothwell, Pittsb.
Fred Gardner, N. Y.

Ozilvy, Benson & Mather, N. Y.
Frwin, Wasey, N. Y.

. Consolidated, L. A.

Barlow, Syracuse N. Y.

-J. G. Stevens, H'wood.

RCA Victor TV receivers dlslrlbulor

Mickelberry Old Farm Sausage ’roducts.

Foods
Trees, shrubs .

Bracelets, watch atlarhmcnts, Je“eln

Railroad

Fertilizers

. .DeSata. l‘lymoulh dealers
CAir travel Lo
.Pillows, comforters, upholstered cushlom
.Thorens pocket, table lighter distributar.

Spin-a-way ash trays mfg
Dutchman’s PPerk Sausage.

.1949 Saratega race meeting

Beer .
razors

Starch prods
flome arber comb
RBulk pharmaccutical, malt dept
Sulfur-8 hair, scalp preparations
Wallpaper
TV scts

Town Toast € uukleu. American Lnd,\'

Cookies
Trece Sweet ('dl\ll(‘d ;ulfu
Verner's ginger ale, .
Potato chips

. Hoefer,

Gray & Rogers, Phila.

Ray Austrian, N. Y.

W. W. Garrison, Chi.

Harry B. Cohen, N. Y.

Danicl F. Sullivan, Boston
lames S. Nutter, S. F.

Ad Fried, Oakland Calif.
Altomari, N. Y.

Fuller & Sinith & Ross, N. Y.
Adam F. Eby, Buffalo

Victor Van Der Linde, N. Y.
Moss, N. Y.

Geyer, Newell & Ganger, N. Y.
Erwin Wasey, Mnpls.

Riow, S. F,
Dancer-Fitzgerald-Sample, N. Y.
Conti, N. Y.

Honig-Cooper, S. F.
Schwimmer & Scott, Chi.
Jdordan, L. A.

Louis A. Smith, Chi,

Stephen Goerl, N. Y.

St Georges & Keyes, N. Y.
Dorland, N. Y.

Brisacher, Wheeler & Staff, S. F.
Roy Durstine, L. A.

Mass, N. Y.

Walther-Boland, 8. F.

Mass, N. Y.

Peck, N. Y.

John €. Dewd, Boston

George R. Nelson, Schenectady N,

Olmstecad & Foley, Mnpls.
Caytan, N. Y,

William Warren, N. Y.
uthrauff X Ryan, Chi.
BRDKO, L. A,
Raymond Spector, N. Y.
W. B. Doner, N. Y.
Jackson, N. Y.

Ad Fricd, Oakland Calif.
Clements, Thila,

for TV

. BBDRO, L. AL
. Zeder-Talbott, Detroit
Iieterich & Brown, S. F.




& MERCHANDISABLE AREA
@ BONUS USTENING AREA
SERVING 3,835,800 PEOPLE

.‘PABIFIB NORTHWEST BROADCASTERS -

Portland ( Great Falls

Ellensburg Helena

K
J

Spokane Q Bozeman
F

Missoula K Butte

Seattle

EASTER N Sales Manager . Wythe Walker

il WESTERN Soles Manager Tracy Moare
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Forecasts of things to come as
seen by radio authorities

Cost-of-living index continues down

Indicative of the “leveling-off”™ process that i~ taking place
currently. practically all unions which have contracts
tied to a cost-of-living index (wages up when living costs
are up. and wages down when cost-of-living <lidesi have
agreed. or are about to agree. to wage ents, Little notice
of the wage cuts is being given either by press or radio.
but thev're taking place and there will be more of them
before the slide ix over. larder =elling ix dne in most
advertising. including broadeasting. and network con-
tinuity departments are sweating. checking claims in copy
being submitted by many finins now on the air,

World-Wide Financial Help to Continue Past 1951

Marshall Plan. which i~ not onlv a roadblock to Russia's
Faropean expansion. but also a business stimulant here
in the U.S0 will not end in 1951, When the Plan i
scheduled to have run its course, a new cushion to world-
wide cconomy will be sct up with hoth business and labor
backing the move. Radio and TV will carry the hall with
the press in conditioning the public to accept the picture
of the U.S, as a world banker and henefactor.,

Homes Not Selling

Despite honsing  shortages in most metropolitan  areas.
homes are not selling this Winter and 1will harve to be
“dumped” on the marlet in Spiing at less than they are
currently priced. Real estate advertising will begin to
appear on local air in Marcl and il increase in April
and May.  Black-andachite advertising is presently not
moving new houses except in the low-priced category.

Vacation big business in 1949

Vacation travel during 1919 is due to set a new high.
Fvery snrvey made during the end of 1918 and during
January 1919 indicates that Furope thix vear will see any-
wliere from three to fonr times the American tourists that
it saw in 1913, H restrictions are lifted to «till occupied
somes, the inerease wmav he even greater. Tremendous
amount of TV sustaining time devoted 1o travel filim is
wiven as one reason for increased distance that this year's
vacationers want to travel. Bigger reason can he found
bt many foreign-horn eitizens wanting to see their old
homelands. They saved for vems for it

12

ICC Not Likely to Grant RR Freight Rate Rise

Despite railroad advertising both on and off the air on
subject of freight rates. there is every indication that
the 13¢ inerease requested by the roads will not be
granted them by the Interstate Commerce Commission.
Feeling of Commission is that roads are “pricing them.
~elves ont of their market™ by continuons increase in
rates.  Roads. however. feel that they must have increase
to meet increases in cost of doing business

Men's Clothing Advertising Addressed to Women

Men's clothing industry, [eeling that it's made little or no
headeay in making men style-conscions. is now going to
work to sell women on men being “properly” dressed.
Clothing sales have slid off generally during past two
months and having tried most other approaches unsuc-
cesspudly. industry acill now try to influence women to
influence men,

Stock prices within Average Workers' Means

So many big corporations are profit-conseions that it's
expected that <tock split-ups will be very common during
this and next year. ldea is to price stock so low that
dividends per share will also be low. Plan is also to
price stocks so that the average American worker can
buy a few shares for himself. Stocks priced at §100 or
over will he the ones most subject to the “four for
one”” breakup. and zome mav actually be broken np at a
higher ratio than that (as high as “ten for one™). Adver-
tising for these firms  (once a split-up has taken place)
will earry the “owned by theusand of workers. ete.” now
employed by ATST and other great utilities.  Droadcasts
sponsored by all big companies that have been able to
spread stock ownership will carry copy on the fact.

Independent Stations Start Special Programing

Reahists among independent radio station operators in big
city areas where a number of TV stations are on the air
are turning their sales guns on hours when television
isir't, as seen now, a big audience factor. Thus far there
i little indication that the “rise and shine” hour will get
much viewing. and the after ten pan. aundience still isn't
too visnal-minded. These non-network stations are also
planning to pinpoint mmch of their programing to specific
groups that may not be served by TV, which must be, to
meet costs, mass entertainment,

Auto Time Payments Rules to Be Eased

\utomotive industry, sparked in thiz case by Kaiser-
Frazer. will win its point. and the number of months
buvers will be permitted to take to pay for new cars will
he upped gradually from the legal 18 months to 24 months
and then to 30, Slow-down of eustomer antomobile buy-
ing. ever more than indnstry pressure, is hringing the
relaxation of time-paviments rules, Once short-term credit
i relaxed. car firms are ('xpv('h‘(l to tinn on steam in their
advertixing. Radio will be first medium used to tdl huv-.
ers, “I's easier to buy your new car now.”

SPONSOR




The

> Ouitloo

for WLS Advertisers
this spring is for
CONTINUING RESPONSE
\VHE\ they write, thev're listening . . . and furthermore, letters from radio

Listeners are proof of an active and responsive aundience. Consider these WLS result

stories for the first three weeks of January:

® A hot cereal advertiser, with a five-a-week kid show in the morning, received i
6,795 letters, all with proof of purchase, when he offered Valentines for
10¢ and a label.

@® A macaroni advertiser on “Feature Foods” offered pencils for 10¢ and a

label . . . and received 1.009 requests.

® Martha and Helen offered a leaflet on stain removal . . . 1,058 women

asked for it!

@® A sustaining, once-a-week half-hour has drawn 34.298 listener letters

request numbers. with prizes offered for numbers the entertainers canuot play.

~
’1 HESE are only four of many stories to prove that W'LS Gets Results,
that people in Chicago and Midwest America listen to WLS—listen and respond. For

further evidence, ask us . . . or any John Blair man.

The

e [ Fooereel Sition. ot

"\ CHICAGO 7

890 KILOCYCLES, 50,000 WATTS, AMERICAN AFFILIATE. REPRESENTED BY JOHN BLAIR AND COMPANY.

A
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Ross . Siragus:

r. Sponsor

President

Admiral Corporation, Chicago, lIl.

Ross Siragusa is self-made in the grand tradition. 1lis biography
reads like a blend of Jack Armstrong. Tom Swift. and Superman.
Twenty-five years ago the youthful Siragusa, son of an ltakian immi-
grant. was silling up nights perfecting a new transformer he had
designed. A salesman as well as an engineer, he parlayed his inven-
tion into the Transformer Corporation of Ameriea. refused §5.000,000
for it in 1921, was cleaned out in 1929. Siragusa landed on his feet
somehow, pawned his car and furniture. raised 83.100, and started
in again. The second time around produced the Admiral Corpora-
tion. a $60.000.000 (net sales for 1948) business in radios, TV sets.
and various home appliances. Today. Ross Siragusza wears his 12
vears with a boyish nonchalanee. and divides his time between pur-
suing Canadian big game. Gulf Coast marlin, and greater Admiral
sales gains with equal vigor.

e finds diffienlty in relaxing. After bnving a 260-acre farm some
10 miles from Chicago. he eouldn’t rest happily until it was paying
for itself. Even hix entertainment produees resnlts. There are some
three or four TV sets (Admiral )on Siragusa’s farm, and he scoots
around the house. notebook in hand. checking both performance and
quality of the shows (including Admiral’s own) he and his wife are
looking at.

Admiral. under Sivagusa’s guidanee. is the nmmber three firm in
the TV set business. ranking after RCA and Phileo. Siragnsa spotted
the current price war in TV =ets before it started. and turned on
the advertising pressure before the other major manufactnrers, with
the result that Admiral now makes and sells up to 30,000 TV sets a
month.

Siragusa firmly believes that TV advertising sells TV sets. More
than &L000.000 of an §5.000.000 budget goes into TV and radio
advertising. and 1s spread over network TV (Admiral Broadicay
Revue on 38 stations in 30 eities) and scleetive TV and radio
ampaigns: the rest of the budget goes to other media, Admiral’s
ad-manager. Seymonr Mintz, reports directly to Siragusa, who keeps
close tabs on all Admiral selling efforts. Says Siragusza of today’s

£

TV set market: “The honevmoon is over

SPONSOR




New developments on SPONSOR stories

See: “Tv ... More Film Than Live"
Issve: February 1948, p. 31

X

Within the past 12 months, the quality of film recordings. comparable
roughly to radio’s e.t. recordings, has made tremendous strides. New
techniques in processing, new sound-recording circuits, new film
stocks have raised the level of the film recordings (each producing
organization has its own title for them, ie, NBC’s “Kinescope
Recordings,” DuMont’s “Teletranscriptions.” ete.) to a level where
in sight-and-sound quality they are rapidly approaching the sought
after “one-to-one” transfer of TV picture quality. With the improved
techniques of production, they have taken themselves out of the
bracket of “movies” and into a specialtized TV process that is com-
parable to motion pictures only in its basic use of a sound camera

What's the status of off-the-tube film
recording

Subject

and filn to record visual images.

The use of film rccordings has parelleled both the improved
quality and the general growth of television. Each of the four major
TV networks and a handful of independent TV stations are busily
engaged today in film-recording anything from 2-15 hours a week
of programing (the majority of it commercially sponsored) that gocs
out over the coaxial cable. Such shows as Philco Television Play
house, Admiral Broadway Revue, Original Amateur Hour, Arthur
Godfrey, Colgate Theater, Toast of the Town, and Window on the
World are being viewed via film recovdings (usually a dav to a
week after being viewed live in cabte-serviced cities). Film record-
ings are the answer to thc sponsor who wants to have his show
telecast in markets where there is no network service on cable. They
are also the answer for the sponsor who cannot send his show
to the Midwecst via cable hecause another network has been allocated
the time (on the current “sharc-and-share-alike” basis) on the
coaxial cable. Independent stations are in the picture too. and
Paramount’s two stations (WBKB, Chicago; KTLA, Los Angeles)
are installing a Paramount-perfected system of film recordings.
The two Paramount statious plan to exchange sustaining and com-
mercial shows, which will cut down the amount of time that each
station must spend now on programing, while giving advertisers
direct access to the two markets.

Already advertisers are finding useful secondary reasons why
they should flm-reccord TV programs. One TV advertiser (the
brokerage house of Merrill Lynch, Pierce, Fenner & Beane) built
an effective, low-cost (82,500 vs. the $75.000 it would cost to have
a commercial film producer do the whole thing on sound stages)
sales promotion film out of the commercials clipped from the TV
film recordings made on their show, America Speaks. Other adver-
tisers and producers are planning to use their TV film recordings as
open-end e.l.’s, as training films, as special promotion stunts at
conventions and sales meetings, etc. Mauy of these secondary uses
depend on the degree to which union and property rights situations
can be smoothed out. but indieations are now that 1949 will sce
these problems overcoine.

Although film rccording eosts are still fairly expensive (depend-
ing usually on the length of the show, the number of duplicate
prints to be made, and the shipping charges) the off-the-tube film
recording is becoming an increasingly important TV programing
tool, and not merely an “expedient measure” to fill in all the gaps
in TV network service.

(Please turn to page 32)
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Remember the
story about...

Franklin's
lightning
experiment

v -

that grew into the
Age of Electricity

Many great achievements
come from small begin-
nings. Take WWDC in
Washington, for instance.
It started out small . . . and
then it grew . . . and grew
. until today it is a huge
power in the Washington
market. Today your sales
message over WWDC goes
out to a buying audience
that brings you profitable
sales — economically. Get
the whole story from your
Forjoe man today.

AM-FM _The D. C. Independent

Represented Notionally by

FORJOE & COMPANY
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Our new man Jamison...is a very bright guy |

an d

company

Man to man...or on his feet before a large and influential group of
broadcast advertisers ... our man Jamison is an expert salesman,
That's because he sells creatively. He sells an idea and a way of doing
things advertising-wisce that invariably proves enormously

helpful to the advertiser who buys it For example. ..

Only last week, Jamison’s business friend, Advertiser X, who
manufactures skid chains, was complaining about the high cost

of time and space.

“X,” said Mr. Jamison. “The basic trouble with your stuff is that
you've been placing i, at considerable expense, in places where

the skid is scarce... in places where they never heard of snow. Yours
—in fact—is a product that should be promoted at the local and
scasonal level only. It is a natural, I might say, for spot radio, some
of which I will try to sell you now ae a considerable saving over
what you have been paying for other less efficient media.” He then
went on to suggest (just as a starter) a scries of spot programs

and announcements preceding the arrival
of predicted bad weather in various

important markets around the country.

Advertiser X is selling plenty of skid
chains these days...and Weed and
Company is doing more business for

all of its clients than ever before.

radio and television
Station rep resentatives

|

|

new york « boston « chicago . detroit ‘
san francisco . atlanta . hollywood ]
SPONSOR i




Zany "Rise and Shine" sessions require mc's who really think that way, as do Richard Hickex and

Riseand shine

On an ¢

Smoothing out the wake-up

pains of Mr. and Mrs. Ameri-

ca with broadeast words and
music ean he profitable advertising.
Success doesn’t depend primarily on
the program content of a rise-and-shine
session, although the content has to be
right, and skill in programing is
essential.

Tugredients of the wake-up show are
hasieally the same for all. The mas-
ter catalyst is what the individual me
does to those ingredients.

Wake ’em up gently, musie not too
blaring; get themn dressed; in to break-
fast with time and temperature; off
to work with a touch of human interest

{4 FEBRUARY 1949

ey mmorning

o stit

to smile at or ponder briefly.

The artist at doing this has a master
key to the pockethooks of most listen-
ers. lle can. and does, with amazing
effect. open his listeners’ minds to his
sponsors’ eommeretal messages.

The rise-and-shine period is differ-
ent from its first cousin, the a.m. wo-
men’s participating show.  House-
wives make up the major part of the
service program audience. Wake-up
shows may have as many men as
women listeners.  That picture changes
gradually. of course. as more men
than women leave lrome for work. The
time of this exodus varies radicalhy
throughout the country.

it the man ma

on "Yawn Patrol”" over WLAW

Frank Lee

kes the prograit

The typical rise and shiner gets un-
derway at 6 am. Uunlike the wo-
men’s participating sessions, some of
which start as early as 8§ a.m., the
wake-up show is always me’d by a
man. There is a very special reason
for this, other than the fact that the
program is designed for both men
and women.

Broadeasters who look to psychol-
ogy for additional light on why people
listen have an explanation. They poimt
out that in most homes carly-m i
couversation at its best is scarcel
commodity to excite a woman's senti
ment.

They

cite research which indicates

7
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F. Bostic Wester's "'Saddle Serenadsa"”

that mauy women prefer a “pleasant”
ma=euline voice over the radio in the
morning to the woinan
broadeaster.  lven Pro-
teetive  Leagne  programs  throughout
the country are all me’d by men.
There’s no ontstandingly snccessful
earlyv-moming me who isn’t aware of
this fact.  Most of them
letters in every mail to

vonce of a
lTonsewives

can show

~unbstantiate

- A N

o g X

gets ‘'em up early orn KYOR, San Diego with range music

this finding of qualitative research.
Not all letters are so naively ontspoken
as one recently received by a leading
waker-uipper.  The
him: “You have sueh a lovely masen-

honsewife wrote
line voiee to wake up to.” Thonsands
of letters every weekday say the same
thing in one way or another.

The commnon denominator of quali-
ties. aceording to the mail. that de-

Typical Sponsors

Who Use “"Rise and Shiners®™

American Safety Razor
Barbasol Co.
Best Foods
Brown & Williamsan
Buick
Calgate-Palmalive-Peet
Conti Praducts
Cantinental Baking

Crawell-Callier

Cudahy Packing
Dodge
Ford
Gomberelli & Davitto
General
General Mills
Griffen Shae Palish
Lever Bras.

Tham McAn

Mennen Coa.
Miles Labs.
Nash

New Englond
Coanfectionary Ca.

Foads
Procter & Gamble
Ransan
Vick Chemical

Whiteha!l Pharmical Ca.

scribes a masculine voice “lovely to
wake up o™ is one that is “sincere,”
“friendly,”” “considerate.” These quali-
ties obviously are no less appealing
to men listeners  but they don’t mean
the same thing to a man. To the wo-
man who tends more to projeet herself
Into imaginary situations. a pleazant
masculine voice in the morning pro-
vides a little fantasy she ean enjoy.

These qualities don't affect a female
listener in the same wav when ex-
pressed in the voice of a woman broad-
cazter (though they are no less im-
portant as:ets to a woman me). To
most men listeners a “pleasant” morn-
ing voiee is one that gives him the
news, or any other talk. as unob-
trusively as possible. But there are
mportant exeeptions, which will he
noted.

lugredients common to the great ma-
jority of early wusical-clock type
shows are summed up in the title of
the WFBR (Bahimore) 6-9:30 period,
T.N.T.—time. news. tunes. How the
mc varies these ingredients to suit his
own individuality and talent is the real
answer to success.

With these programs, as with wo-
men’s serviee programs, the rating
slory isn’t necessarilv the most im-
portant signpost of achievement. A
T 'N.T. show mav command an aundi-
ence that makes up in lovalty what it
lacks in size compared to audiences
later in the day.

Surveys in all parts of the country
gencrally agree that the single item
for which the majority of dialers turn
on their radios is the news. Despite
this fact. however, veteran radio rise
and shiners say that the quickest way
to kill an audience is to talk too mmch.
Even for news they feel about five con-
secutive minutes is the maximum that
can be safely nsed. Most of them use
from one to three mimues. Often news
items are interspersed with music and
the commercials.

A fair average of talk (including
conmerecials) to music is a ratio of
one to three. The fact that most early
morning devotees of the wake-up pro-
gram don’t like too much talking. de-
spite their desire for headlines and
weather. has a lot to do with the mc’s
technique. ineluding his handling of
commercials.

There are two opposite schools of
thought on the way to treat early-
morning listeners. That both  styles
have a following simply indicates that
what appeals to one group doesnt
necessarily appeal to another.

SPONSOR




The most  frequent approach is
based on the theory that a person who
is just opening his eyes will take to
a quict, rather than a positively cheer-
ful. manner. This school gives lis.
teners music with little brass, and spots
livelier numbers a bit later in the
period when listeners are presumably
i higher gear.

The “cheerful” school is very bright
and postive. Any tune they select is
usually a waker-upper.  This school
tends to do more talking. and the mes
tend to use “harder” selling tacties in

contrast with the “snecakatan’™ tech-
nique used by the “take it ecasy”
school.

Both manners of handling a show
find their audiences.  The important
thing is that the technique used must
fit the personality of the me. He must
be himself.  No listener is quite as
sensitive to a broadeasting stvle as
one just out of dreamland.

The greatest opportunity for appeal-
ing to a selected andienee through in-
dividual stvling of a rise-and-shine
program lics in the wide vanations
possible within the simple framework
of music and talk. For example,
KYOR (Sau Diego) broadcasts a six-

to-eight  a.m.  show called  Saddle
Serenade.  All music iz “modern”

Western and hillbilly.  Thus. me I
Bostic Wester has built up a follow-
ing of enthusiasts for his brand of
music by stayving strictly with what

Human interest is always a plus in rise-and-shine hours.
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e has discovered his listeners hke
for morning music.

Wester has capitalized on a knack
dramatizing his conversation

each sponsor and his wares are per-

f()l'

sonalized  through huwnan  interest
stories.  He works into both conmmer-

cials and entertainment the observa-
tions of two odd eharacters, “Tex” and
“Booker T. Jones,” played by Wester
himself. This is an instance where an
exceptional knack for unusual early-
morning talk has paid off with a fol-
lowing. Musie in this case gets only
607 of the period.

A pair of young men. Rayburn and
Fineh, on WYNEW (New York) are
to nne-thirty in
breaking still nore wake-up precedents

engaged  from six

with a show that manages to live up
to its name. Anything Goes. They’re
full of gags and tricks, and succeed
to the satisfaction of plenty of listeners
in being, as Newsweel put it, “very
funny—{for the morning.” They never
kid a produet but the commercials
are something else again.  Their fans
like it. o their spousors like it. as indi-
cated by their being sold out as of
this writing,.

This pair gets away with zany fun-
making in the moruing, not only be-
cause they discovered enongh people
like it, but also beeause thev acted
that way long before the show started
—it’s their natural style.

WPTF  (Raleigh, N.C.} slants its

6:30 Morning Variety to a rural audi-
cnce with folk and other music, of
proved appeal in the arca. A frequent
cause for failure of a wake-up show t
gather the audience it should is the
me who takes the easy way of pro
graming music by picking tunes more
or less haphazardly from the best-
seller lists. instead of earefully analvs
ing mail aud phone requests.

Shows with the most loval follow
ings build them by a consistent pro-
gram of catering to known musical
preferences.  Pacing of unot only the
commereials but the entire show is
another seecret of the easy-to-listen-to
rise-and-shine period.

Sibley’s Dawn Patrol, WARC (Ro-
chester, N.Y.), s an outstanding ex-
ample of a show which is geared with
meticulous care to accelerate pro-
gressively from start to finish of the
broadeast (seven to cight). The tem-
po and the mood of the seleetions and
the announcers brighten as the how
progresses.  After a hreak at 7:30 o
more news come himmorous human in-
terest stories and platters selected with
an eye to the youngsters. This is in
the helief that if they listen. the whole
family will listen. This show (spon-
sored by the Sibley, Lindsay & Curr
Cmnpan_\-. a department store) won
first prize in the general familv cate-
gory in the comtest run by the Na-
tional Retail Dry Goods Association.

(Please turn to page 38)

Frank Cameron {WHAV, Hoverill, Mass.] gave away puppies in a contest




THE Bl HEADACHE

Unions have ereated plenty of

i

woe for radio but wait and

wateh what TV is np against

Up to now. broadcast

1‘ advertisers

relatively untroubled by
the union problems which have he-
set radio itsel. Radio
their union afliliations and pay scales
have been of little concern to a spon-

have been

technicians,

sor. with the network or station paying
its own bhehind-the-scenes people and
worrying about any labor difficulties.

The sponsor’s contact with union-
ization in radio has revolved only
around the creative and performer
angle —talent, writers. producers. di-
rectors. musicians.  And although this
end of radio production brings mem-
bers of varted unions into a single
studio. a rapprochement among the
that
no

untons involved has seen to 1t
jurisdictional  squabbles  played
part in an advertiser’s use of the air.

Television. however, has now de-
posited the advertiser using that me-
dium in the middle of a union situa-
tion that is going to take a loug time
to iron outl to e\(‘r)'nn("s cmnp]('tc
satisfaction.  1’s the old recurrent
union hugaboo of jurisdiction. The

sprawling art form
that is TV brings together every type
of performer and technician—dancers,
night club and vaudeville acts, as well
as actors who have never worked in
raio  and cameramen. electricians.
stage hands, stage property men, boom
operators. scene painters. cven ward.
robe mistresses, all of whom had no
place in audio broadecasting.

The sponsor who uses a small or
medium-sized television program
doesn’t have the same expense or com-
plications as the advertiser who goes
in for hig. elaborate productions like
Texaco Star Theatre and Toast of the
Town. Basic technical and production
crews, sufficient 1o handle smaller-
scale shows, are supplied hy the net-

new spawning,

work or station, leaving the sponsor
of such programs with only the normal
costs of talent and time (as in radio),

But the more spectacular the show,
the more backstage personnel is nec-
essary—and that’'s when sponsor ex-
pense starts to mount.
an advertiser begins 1o get a close-up

(Please turn to page 36)

It's also when

I. IATSE,

Boom Operators
IBEW, and NABET.

2. Cameramen (& asst.)—!ATSE,
IBEW, and NABET.

3. Dolly Operator—IATSE, IBEW,
and NABET.

.§. Lighting Technician — IATSE,

IBEW, and NABET.

working at CBS, the studio illustrated.

A Few of the Unions* Involved in TV Production >

* Stations have contracts with only one union covering any one craft.
listed cover staff men at different networks, with only one union in each category

3. Floor Manager — UOPWA,
IATSE, and Radio Director's
Guild.

(5. Actors—AFRA, Actors Equity,
Screen Actors Guild, AGVA.
¢. Video Control Engineers —
IBEW, IATSE, and NABET.
Director — Radio Director’s
Guild, Screen Director's Guild.

3.

The unions

20
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Youngsters attending Bond Bread Talent Hunt on WATR, Waterbury, Conn., don't forget sponsor. They go home with o loaf of the staff of life

R L —

uses selective radio ..

Large-seale bread manufae-
turing hews 1o a relatively
stable sales line. Unlike spe-
cialtv or luxury
number one staple commodity of

nems. bread. as the

evervday Inving. needs no promotion 1o
the publie ax a produet in itself. Bread
sales fluctuate little from vear to vear:
as «mall an

nesses ) as 3¢

merease  (in other hnsi-
would astonish and de-
light any bread company.

Certain variables can. of eonrse. in-

terrupt the more or less even tenor of

a national bhakerv's sales chart. Gen-
eral conditions, scason of the year.
Kind of weathers price of meat and

nfl-
old daily

other food prodncts these all

nence the number of loaves

for as long as the partienlar condition
et
But it the over-all vear-in. year-om

22

picture. bread sales are as constant as
the presence of the produet itself in
American homes and eating places.
Which leaves just about one avenue
open to leading bread bakeries to
ereate extra business: take it away
front the other fellow.

General Baking Company has long
found radio a helpful. even necessary
allv. not onlv in the dificult matter of
from
petitors. but also in holding its own
in competitive markets. The company
has no set broadeast advertising bud-

cuticing customers away con-

get to promote its nationallv-known

Bond Bread: seleetive radio is eur-

renthh used exelusivelv., and it is
bought as needed. when and wheve
conditions  warrant . The bakery's

radio policy adds up to one of the most

flexible uses of the medium among

medinm has served Bond

ad well for ten years

prominent national advertisers.
General Baking money spent during
1918 for advertising in all media ran
over $1.000.000. with 307 of that
total going into radio; newspapers (no
magazines. however), billboards, and
movie film trailers accounted for the
remainder. There is an additional ad-
vertising faetor. derived from normal
General Baking operation. which costs
nothing, but whiel is nonectheless
potent—the hillboard ads carried
through a locality’s streets on the sides
of Bond Bread traeks.
the undeniable further advertising
benefit stemming from the mere faet of
Bond loaf displavs on groeery store
counters,
Air-selling

And there is

Bond's 13

throughout the countryv represents

bakeries
virtually 13 separate advertising opera-

SPONSOR
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tions. since eircumslances and eondi-
tions vary in each locality to such an
extent that one rigid radio policy. de-
termined arbitrarily at General Bak-
ing’s home office in New York, would
be expensively nseless. Further. GB
sells wholesale to grocers in some mar-
kets, retail door-to-door in others, and
ecombiues the two in stil other terri-
tories. Advertising requirements of
Bond differ with localities. and two
basic thonghts gnide the eompany in
its use of radio— the partciular markel
and Bond’s competitive position in it.

General Baking has used radio in
practically every conceivable manner
over the past 20 vears. lts air cam-
paigns enrrently are about 80°¢ one-
minute announcenents and chain
breaks, not used continuously in all
markels, but depending npon the par-
tieular sales problem of the moment in
the particular territory.

The baking firm’s air schedules are
as variable as the wind; four or 13
weeks of anouncements in first one,
then another territory may he bought,
then dropped for a month or two. then
resumed. On the surfaee it seems to
be a harum-searnm. indiscriminate sys-.
tem; actually. it's a shrewdly planned
operation to get the best, most concen-
trated resulls in each instance. Bond
announcements vary from ten to 30 a
week, depending upon the population
in the arca.

Where programs are used. the eom-
pany tries to fit the type of show to
the type of cousumers to be reached:
the format is measured against local
requirements as closelv as possible. Al-
most every sort of program has repre-
sented Bond Bread in one section or
another of the U.S.—from man-in-the-
street broadca:t= (Bond has one on
currently in Bedford, Indiana).
through amateur kid shows. to basket-
ball sportscasting.

Two teen-age amatear programs are
presently produeing good results for
Bond in New England, one of the
shows going over WATR in Water-
bury, Connecticut, the other aired on
WNAB, Bridgeport. Programs are
identieal in patiern. with both of them
eondueteddt by a former musice teacher
named Virginia Lyons. Suecess of the
shows for Bond has heen due less 10
their listening pull than it has been the
result of sales promotion. with the pro-
grams used mainly as instrnments to
implement the promotion.  Program
idea revolves around small eash prizes
given to the high-school kids who win
vocal or instrumental honors on each
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Talent is flanked by Bond Bread displays at every WNAB (Bridgeport, Conn.} broadcast

show. The sales angle enters the pie-
ture via the method by which contest-
ants win; the winners are determined
by the number of votes seat in— on
hallot he obrained
only by buying the loaves of Bond
Bread to which thev're attached.

Fach program is a 30-minute day-
time show once a week. WATR and
WNAB have been ecarrving the pro-
grams for only a few months. but the

forms which can

formula had been tried aud proved the
past several vears in Woreester. Massa-
chusetts. and Providence. Rhode Island.
General Baking derives further henefit
from these programs through \liss

Lyons' formation of Bond Bread Stu-
dent Musie Clubs. one in each school
in the Waterbury and Bridgeport areas.
The good will alone that ix stimulated
among parents, happv at the idea that
Junior and his sister are engaging in
such activities. is invaluable to Bond.
1o say nothing of the actual bread sales
to mothers.

Bond now has a similar program on
WSID in Baltimore. The use of this
station represents a departure from
the norm for Bond. ordinarily a nser
of network afliliates for seclective an-
nouncements.  \ telephone cheek of

{Please turn to page 32)

WSID's Bond Bread Teen-Talent is sold via point-of-sale displays in many Baltimore grocers

X
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The farmer has money.

\{\S\\\\:\“

He loves (o have radio help
him distribnte it
While advertisers are waking up to the faet that

the farm market is a lush one, with three or
four times as much money to spend as it had

ten vears ago. the case histories of successes are still
dominated by products used hy the farmer for his acres
and livestock.  First colleetion of capsule case histories
runs a limited gamut from paints to limestone. Even the
report on clothing sales via farm broadeasting stresses
work <hoes and leather helmets. rather than go-to-meeting
wearables.,

The new crop of advertisers who are using farm sta-
tions and programs to sell everything that eity-folks buy
hasn't built up sulbcient facts and figures to make con.
clusive case histories, although srovsoRr is gathering some
of these aud expects in a future farm results veport to
focux its xpotlight ou how the regolar manufacturer is
~elling the rural areax.

In ~everal previous issues. reports on different phases
of farm programing and =elling were covered in detail.
To top off these reports. spoxzor hax gathered these cap-
<ule result stories to emphasize the commercial side of
farm programing.

Despite the fact that farm prices are coming down.
the farmer is protected from the index dropping too low
<sinee the bottom i most commodities i pegged by Fed-
eral =ubxdy.

Farmers are great direct-mail buvers. and while only
one of the eapsule ecase histories is a direet mail report.
another in the series of these resnlt studies will be almost
cutirely devoted to farm direct-mail selling.  Stations like
WA AN Yankton. not included in this tabulation. has an
amazing record of direet mail. as has WLS. Chicago. and
a number of other rural stations.

Broadeast advertising’s  sales-effectiveness  figures  are
not castly aceessible. Most advertisers feel that their
campaigns are rvesultful hecause of some seervet formula.
e the exception for an executive like Vietor Van der
Linde to admit that the right program on the right station
~ell~ his produet  Dalein,

L

Paints

SPONSOR: Keystone Varnish Co. AGENCY: Blackstone Co.

CAPSULE CASE HISTORY: Keystone wanted to find out
who the listeners were for WJZ's "Farm News Program"
and throughout what territories these listeners were
spread. Company therefore offered a pint of enamel
paint to those who requested same. Offer was made
via one 60-second announcement over the 50,000-watt
New York station between 6-6:30 AM. Result was 4,442
requests for the pint from farmers and suburbanites in
31 states, principally New York, New Jersey, Pennsylvania
and Connecticut.

WJZ, New York PROGRAM: "WJZ Farm News Program''

SPONSOR: Clarke Hybrid Corn Co. AGENCY: Placed direct
CAPSULE CASE HISTORY: "Farm Reporter” program

includes farm news, weather reports, markets, and inter-
views with farmer users of hybrid corn, as well as other
farm guests. Noon-time program has been aired for
Clarke for the past six months. The company reports that
it now has the largest advance sales in its |15-year history.
These sales resulted, Clarke claims, from its farm pro-
gram, and despite more competition in a saturated
market, and in the face of a planned decrease in corn
acreage in 1949.

KAYX, Waterloo, la. PROGRAM: '"Farm Reporter"

Machinery

SPONSOR: Northeastern Oklahoma Machinery Dealers
AGENCY: Placed direct

CAPSULE CASE HISTORY: This farm program was origi-
nally successful enough (with one dealer of the group
buying a week's program and tying it in with rest of
dealer merchandise), but at the end of 13 weeks the
success backfired. Farmers wondered why they were
advertising unless they had plenty of machinery, which
necessitated changing to institutional plugging. At the
end of the year's contract, dealers had to cancel because
of bad will engendered in building up farmers' hopes.

KVOO, Tulsa, Okla. PROGRAM: "Farm Program"

Lightning Rods

SPONSOR: Don T. Atkins AGENCY: Flaced direct

CAPSULE CASE HISTORY: This sponsor has reported
one of the most remarkable and rewarding results of us-
ing farm programs. Utilizing one-minute announcements
on KDKA's "Farm Hour" over a three-month period,
Atkin received as a direct resu't of this advertising
$20,00 worth of business at a cost of less than $500
for the announcements. Benefit derived is surprising not
only from the standpoint of high profit against low cost,
but also because of the product advertised lightning
arrestor equipment and installation service,

KDKA, Pittsburgh PROGRAM: "Farm Hour"
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- Clothing

SPONSOR: Weil Clothing Co. AGENCY: Huffman Advertising

CAPSULE CASE HISTORY: Specific tests conducted by
Weil Clothing have proved to the company that Charley
Stookey's "'Farm News' program has paid off substanti-
ally. On one test, run in September of Stookey's first
year for Weil, he soid, on mail orders alone, 188 boys’
leather helmets, with double that figure crossing the
store's counters in direct sales. Another test resulted in
40-0dd pairs of work shoes being sold through mail orders
alone. Weil has found that program also reaches an
urban audience of as high as 409, on occasion.

KXOK, St. Lauis PROGRAM: "Farm News"

Rock Materials

SPONSOR: Anchor Stone AGENCY: Placed direct

CAPSULE CASE HISTORY: Fifteen-minute mus'c pro-

gram started three years ago with only 57 wor com
mercials about the | 1 spre ag )
' ns. Al ' e

[}
57 -wi

30 minutes, keeping, however, the same ord cor
mercials. Recent 20-word spot on crushed rock pulled
many orders within three days that Anchor elled
returning the following Sunday to the regular institutio
pitch. When company now gets ahead on stockpil
20-werd message puts them back on a "shortage” ba

KVOO, Tulsa, Okla. PROGRAM: "Feed the Sail"

Livestock

SPONSOR: Marysville Livestock AGENCY: Placed direct

CAPSULE CASE HISTORY: In eight months' sponsorship
of WIBW's "Farm Service News,”’ an early-morning six-
times-a-week program, Marysville experienced a fantas-
tic growth in its weekly livestock sale, to such an extent
that five acres of new pens to house cattle and hogs had
to be added. Company shared two of its weekly pro-
grams with Osage City Livestock Co., with business in-
creasing so much for the latter that it was not able to
handle the livestock that came in on consignment, and
had to cancel.

WIBW, Topeka, Kan. PROGRAM: "Farm Service News"”

Plastic Goods

SPONSOR: Plasti-Pads

CAPSULE CASE HISTORY: Six one-minute announce-
ments on WBBM's "Country Hour,” heard in 30 states,
produced 731 pieces of mail, enclosing $809 for 9708
Plasti-Pads (plastic scouring pads). Ninety-three per cent
of the letters came from the seven states comprising the
Midwest farm belt. Another sponsor, Gaylark Products,
manufacturers of automobile seat covers, used ten
announcements on this same program to good results,
also. Announcements produced 705 orders for Gaylark
covers, making for a total of $2805.90 at $3.98 each.

AGENCY: Placed direct

WBBM, Chicago PROGRAM: "Country Hour”

Chemicals

SPONSOR: Carbola Chemical Co. AGENCY: R. K. Weill

CAPSULE CASE HISTORY: Carbola sponsored the
"Farm Forum' three times a week over the Summer
months last year, program including weather, markets,
farm news, interviews, and a "‘bulletin board" listing of
farm meetings and events. Straight commercial copy was
frequently replaced by recorded interviews between
WMT's Farm Director and farmers, dealers, or spraymen.
Occasional on-the-spot descriptions of a Carbola spray
application in a dairy barn were used. Company reported
an extremely sharp increase in sales in WMT territory.

WMT, Cedar Rapids, la. PROGRAM: "Farm Farum'

Equipment

SPONSOR: Clark Co. AGENCY: Fairbairn Advertising

CAPSULE CASE HISTORY: Company is wholesale dis-
tributor of several lines of farm equipment sold through
retail farm implement dealers. Radio use has been
extremely satistying, with sponsor reporting particularly
good results on tractor sales, which have "multiplied sev-
eral times" in listening territory. Clark also reports that
mail leads from radio yield a higher percentage of actual
sales prospects than any other advertising media. Firm
finds dealer relationships are strengthened through men-
tion of dealers' names in commercials.

WTIC, Hartfard, Cann. PROGRAM: “Former's Digest"

Limestone

SPONSOR: Missauri Valley Limestoane AGENCY: R. H. Cary

CAPSULE CASE HISTORY: Sponsor buys |5 minutes
five times weekly of KMA morning farm program. Station
helped the company select a trade-name for its product,
making Missouri Valley unique as far as agricultural lime-
stone products are concerned; name is Fertilime, and is
being sold on the air that way. According to this sponsor,
limestone sales in the Midwest are about 35% under
last year's, generally speaking, but Missouri Valley's
sales represent a 109, increase over a year ago. Firm
feels radio has made the difference.

KMA, Sheaandoah, la. PROGRAM: "RFD 940"

Feeds

SPONSOR: Quaker Oats Ca. AGENCY: Sherman & Marquette

CAPSULE CASE HISTORY: Something new was creat
by WLS for Quaker Oats to tise its F

Feeds, when the 30-minute "Man on t arm"

started 10-years ago. Pr broadc ] m

the company's experi

and include:

service talk

farm listeners. ‘Man on the Farm' is heard not only in
the WLS territory, but also by transcription in ther
markets.

WLS, Chicago PROGRANM: ""Mcn cn the Farm"”
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. John Leer i f loitati kers wh . s s b t local talent requires the helping hand of trai
] advance man ?:)v:| eaeh'e;sdon:foP;iel;I:n :;:r:nls'a ::i:'o'pr::g:;r: 2 aumtlﬂnmg :oac:clailte ;ror:iucer Jerry Browne of the Horace Haeid;a:

lere's how o (ravel a show

It costs real money to travel a program- -unless the show

Y § e U WYY

is built around a talent aggregation like Horace Heidts. Then
Philip Morris Parade part of the heavy travel cost is absorbed by dates the band plavs during
each week. lleidt may plav as many as seven towns a week -all the
weekday dates building up to the Sunday night Philip Vorris Parade of |
Stars talent opportunity  half-hour broadeast over the NBC network. |
Practically every town played by Heidt during his current tour has
accounted for increased Philip Morris sales and citywide displavs for the
cigarette that Johuny sells.
the road answers Planning a tour {or a program is like plaving a chess game. Fvery move

of Stars. featuring

Horace Reidt,. kKnows

must be caleulated in advance, with civic organizations. the mavor of
the town. and evervbody in the act. When it works like Heidt. it's okay.

3 : tlcket Sale can't be left to chance. Special ticket offices, often mobile like thi: iruck outside Baltimore Armory, arz opened days before the broadce
Programs get whole town enthusiasm when they're sponsored by o local welfare or social organization that profits from the presentati
y | 1 -
. X -
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/ h build lor, ti d d . H 1 t hotels, talent looks like a cyclone at work, but a good
hetween TOWNS 2o ot immms” oi® “maioryele “potiee wee 9 - ChECKING In 7

rest is important for a troupe that travels everyday

Ao 1 duti ti th h . In Oklah . q ttended b Phili Morri ti hel
adMINIStration Seie, “Sotmny waied = orde open a1 - (6AlCr MEEHINGS 25 :5ia et soies tor spomoring. company

build solid direct sales for sponsoring company

d through town, like this motorcade through San Bernardino, California, makes it possible for populous areas in which the program is touring to root
para e for favorites. It also enables the sponsor to associate product with show. It has all the impact of o circus arriving with its giant calliope
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g n th h includes much more than the broadcast program whenever a commercial broadcast unit tours. Usual presentation runs two hours, with falei
e S UW doing specialities, and audience builds up. until house is filled by airtime. Heidt pulled 6,000 in Baltimore. Weather was against a big turnog

v

‘I[] . h k t preparation is vital for a smooth presentation. Mrs. ]] _l h the Fhilip Morris trademark, increases visual effectivens
ac S\age Heidt helps the qirls with their makeup and their spirits 0 nny, by occupying the platform for all broadcast progren

]2 - h ' and those 40 winks are important, even if rest of ]3 F ﬁ can’t always be converted into cash by hotel, so |ine.l1
S UW S Over cast hasn't as much to get tired as Tiny Hutten payo at bank in early a.m. is a frequent occurence in any toy
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Blackstone's magic detecting has been found the ideal way of selling the magic

)0 -

| deal

the modern Blackstone washing machine

Blackstone finds a

transeribed dealer=co-op program pnis across ifts new

Ad-manager James E. Peters
of the Blackstone Corpora-
tion of Jamestown. N. Y.
was looking for a better way to make
housewives think of “Blackstone’ on
washday. Then the gripes of some
rival Bendix washing machine sales-
men in New York started a chain re-
action and wuncovered the answer.
Bendix last Fall was sponsoring a
five-a-week  skein  of  thrillers  on
WNEW (New York). transcribed and
called Mysteries at Eight.  One of the
series making up the group was a 15
minute show, Blackstone. Magic De-
tective. based on the famous magician.
Blackstone.
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Wagie Detective had heen aired only
a few times when producer Charles
Michelson, president of the radio
transeription firm of that name. pieked
up his phone and got a shoek, 1t was
Ted Cott. WNEW Programt Director.
“We're cancelling Blackstone. Charlie.”
was the gist of what Cott had to say.
“Bendix threatens to canecel us if we
don’t get it off the air promto.  Their
salesmen are complaining  the  show
gives the competition mare publicity
lhdn it does Dendin . ..

Michelson lost no time pointing out
to Ad-manager Peters in Jamestown
the “agic” possibilities in a tie-up
of his Blackstone washing and dryving

name in the washing wachine field

equipment with Blackstone, Magic De-
tective.  Michelson proposed that the
company approve the transeribed pack-
age for a cooperative deal with dis-
tributors and dealers.

Blackstone was faced with a serious
situation.  Although its engineers de-
signed the first crude washing machine
in 1874 (organization’s oflierals elain
it is the oldest firm in the huosiness
most of its appliances up to World
War Il had been supplied to chains
and other outlets under private hrands
To most prople Blackstone
feats ouly from a sta 1
dry

17
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PART TEN

OF A SERIES

TALENT LAMENT

The cleavage is sharp

between national and

local talent problems

ﬁ ™ The lament of the talent in

= broadeasting is as varied as
the weome il makes. which ranges
from a pittance 1o a fortune, The big
names lament their creative hives being
regulated by a man called Tooper.
The nameless member of the American
FFederation of Radio Actors laments
the (to him) enormous mnuber  of
other nameless ones with whom he's
forced to compete for an occasional
call for a job.

Between the performer for whom
radio is a parttime job and the stars
there are the regular network mikers
who work on many network programs,
arn “good living”. and whose major
laments are the number of econflicts
they have (ealls from two shiows that
are either on the air or have rehearsals
at the same time). making it impos-
sible for them to take both jobs. These
are the actors, stngers, and musicians
who are radio.

The nations radio performers all
have their eves on New York and
lHollvwood. A few have Chicazo ambi
tions. bt the Windy City has heeome,
during the Tast few years, less and less
1 network program origination point.
They hape TV will bring it back.y A
few performers. mosthy folk musie
artists. work far awav from the eay
white wavs. and bnild themselves
nationwide followings by appearing on
hoedowns, harn dances. the Grand Ole
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Opry. and other homespun entertain-
ment sessions. These are networked.
some to the entire nation and some to
regional loops of national networks.
Neither New York nor Hollvwood has
national folk musie sessions, bhut Chi-
cago has the practieally internationally
famous National Barn Dance, origi-
nated by WLS,

I'olk mnsie talent laments the fact
that. with the exception of stars like
Roy Acufl. Red Foley, Lulu Belle and

Scotty. Eddy Arnold. and Red River

Dave, radio pays them direetly little in
cash and less in respect. Folk music
talent plays many programs on sla-
tious, but frequently depends as mueh
for recompense on the sales of their
song books and “family albums” as
they do on their salaries. Also of great
finaneial importance to mountain and
range musie performers are their per-
sonal appearances. ['nit= from stations
like KTP (St. Paul), WRVA (Rieh-
mond. Va.) and WOWO (Fort Wayne)
are constantly on tour. and return to
their stations for broadeasts onlyv to
take to the road almost immediately
after their airings. They’d like to work
less and profit more from their great
followings. The big folk musie stars
draw royalties from their recordings
which they frequently sell along with
their albums and song books. (A
report on folk music on the air will
appear in a fortheoming issue of
SPONSOR.)

There are few actors regularly em-
ployed al stations throughout the na-
tion. When plays are broadeast. talent
is usually drawn from the local little
theaters, high sehools. eollege dramatie
assoerations. or dramatie sehools. An-
nouncing talent would like better pay
at most stations and espeeially | where
they don’t get it} special fees for han-
dling eommercial announcements and
programs.

All talent located away from big pro-
duetion eenters laments the fact that
talent sconts are few and far between.
and that even sponsors located in the
talent’s home towns go shopping afield
when sponsoring network programs.

Problems with elients

I. Spounsors want programs to be smecessfnt from the first

broadeast

2. Advertisers nsually know only the stars in their programs

3. Exery sponsor is a frustrated showman

+. Sponsors are too Hooperating conscions

2. A real radio authority at an advertiser is the exception

cather than the rule

6. IUs hard to interest a sponsor in a program that doesn’t

origi

ate in New York or Hollvwood

7. They should stay ont of control rooms

8. Too muany sponsors have radio-interested wives

SPONSOR



Cincinnati talent points to the fact that
the greatest user of daytime programs.
PLG. is headquartered in the Queen
City, and yet has seldom auditioned or
nationally sponsored anything origi-
nated in the town. (One of the first
successful davtime serials, Life of Mary
Sothern. as well as Ma Perkins. started
in this Midwest eity.)

Performers who work programs
which originate in non-key network
cities like Detroit (The Lone Ranger)
complain that jobs are scarce. and if
it weren't for productions like LR they
couldn’t be in radio. Talent (outside of
production centers) laments that it jusl
doesn’t make what it calls a “living.”
All of the batance of the laments pales
beside pay envelope complaints. More
and more. talent points to the faet that
the production trend is towards New
York and Holtywood. Television has
broadened the opportunities, but al-
ready some important TV stations are
drifting towards ‘mne local produc-
tions” thinking.

Local newscasters are still important,
and once they build followings like
Cedric Adams (WCCO, Minncapolis),
they have little to lament about exeept
the lack of national recognition. Adams
is the cxception insofar as national
recognition is concerned. for Arthur
Godfrey has touted him so hard and so
often he’s practically a national figure.
The same. however. is true of a num-
ber of other newsmen who have been
well publicized by their stations,

Other performers at stations who do
okay for themselves and have litlle to
lament are name disk jockevs. Irom

Problems with agencies

1. Too many ageney direetors know 1oo little I.

about production

2. Ageney  exeeutives  seldom

stand

a pay-envelope point of view record
spinners  like Kurt Webster  (WEBT,
Charlotter, Rush Hughes ({KNOK. St
Louts). Barry Gray (WKAT. Miami
Beach). earn salaries that compare
fuvorably with New York and lolly-
wood regulars. Disk jocks are muost
effective locally, and thus far most at-
tempts to extend their popularity on a
coast-to-eoast basis haven’t been sue-
cessful.  The successes of name disk
jocheys on a tran~cribed baxis are fre-
quently linked with tle ability of the
local anouncer to cateh the spirit of
the transeribed name with whom he's
working.

Local jockeys lament problems they
have with «isk companies  some co-
operate atd some don’t. They feel that
they “make™ many recordings. and vet
they only oecasionally are given their
due. Just a few successful jockeyvs
lament their pay checks since most of
them are paid commercial fees. plus
their regular ancuncing salaries. Many
announcers. on the other hand. who
feel they are better than their stations’
disk jockeys, yell loud and long at the
plall(‘r turners getting so much more
money than they do. Disk jockeys stay
put at announcers are far
more apt to drift. There are compara-
tively few “name” announcers at sta.
tions, while disk jockeys are generally
names, as are the newsecasters, with
the possible exception of “Your Lsso
Reporter.” who works anonymously.

Local talent is local only because it
cither hasn’t the nerve to try the big
time. with the execeptions itemized
newscasters. disk jockeys. and an oe-

stations.

There's 100 little opportunity

casional glamor-voice announcer who
is tied down by home ties more tnmpor-
tant to fame and fortun
There is one other group at stations
Thix
group is made up of the women svho
handle participating  pro
grams. They frequently build up fol
lowings bke Mary Margaret MeBride
(WABC. N.Y..o Ma Parker (WEELL
Boston), Ruth Crane (WMAL. Wash-
ingtont, Jean Colbert (WTIC. Iart.
ford), and Ruth Welles (KYW. Phila
delphia). to mention a few. They par-
ticipate usually in the commercial in-
come derived from sponsors of their
programs and thus. if theyre success
ful. have very hittle pockethook lament.
Talent with local followings still
vens for New York and Hollvwood
unless it has worked either of the two
main production eenters.  The only
really happy non-network talent, except
for a few newseasters, disk jockeys.
elc.. is that whieh has plaved New
York or Hollywood and found the
blood pressure of the first too high and

him than
whieh frequently does alt right,

women's

the glamor of the scecond 100 false.
This latter group. having had its fling.
It con-
tinues 1o lament the lack of belter op-

no longer eats ont its heart.

portunity in the hometown, but it has
stopped gazing beyond the horizon.
The talent with the most consistent
gripe is
trying to break into bigtime radio.
Networks audition them. and nothing
happens. Some have lelters to agency
who audition them. and
again nothing happens, Some reach the

the fresh new performers

direetors

(Please turn to page 67)

Problems with media

1o develop

artistically in radio

up to

2. Type easting is the rule

Too few performers get too mueh work
while others virtnally starve

The payeheek is too small i areas away
from production eenters

Folk musie pevfornters have to make a sub-
stantial part of their living from sidelines

rather than their broadeasting

Too few stations and networks are program

31

clients
3. Ageneies seldom aseertain sponsor thinking =
about programs until it’s teo late
4. Ageney ecasting executives andition a great
deal of talent and then seldom give “*fresh™ -1,
talent an opportunity
5. There’s too mueh  formula-thinking  at -
ageneies .
6. Creative thinking at agencies is very low
when it comes 1o radio programing
7. Agencies seldom have the last word on their 0.
programs minded
14 FEBRUARY 1949
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Iirst Stations in irginia

P-S. (Continued from page 15)

P-S.

See: “Those Rod And Gun Millions"
Issue: June 1947, p. 5

Subiect: Industrial firm cppeals to outdoor fans.
Pipe tobacco plugged to sportsmen on
television.

More sponsors  as well as more stations in areas accessible t»

hunting and fishing—are discovering that sportsmen will listen

faithfully to a radio program with the right kind of news and tips
about their favorite hobbyv. One of the latest firms to make the
discovery, and do something about it. is Fairbanks-Morse & Co..

Chicago. Thev are promoting both sales and serviee aud repair

themes for their marine Diesel engines,

Ningpin of their 19 programs is the hour-long Fisherman's Guide
over WMCA. New York (Tuesday through Sundav. 6:30-7 aam.).
Fifteen programs are five-minute sessions divected primarily 1o
commercial fishermen. They inelude such information as marine
weather forecasts. arrivals and departure of boats, record catches,
cannery prices. union amd association news, births. deaths, and
other personal items. Three additional programs will tie in with
fishing programs already heing broadeast. Programs are on stations
on the Last. West. and Gulf coasts.

Capt. Al Williams™ Fisherman’s Guide started on WMCA carly
last \ugust. giving data on boats and schedules. After only a dozen
aivings a check-up among skippers revealed such a flood of com-
ment from fishermen clients that the skippers were oflered sponsor-
ship on a cooperative deal. Eleven of them signed up and furnished
individual data for announcements on their own boats and schedules.
No rates were quoted on the air.

Fairbanks-Morse representatives attended a WMCA party in De-
cember for their Fisherman’s Guide sponsors and other skippers in
the area. Terrifically impressed with what they saw and heard about
the program they recommended a 13-week trial run. The home
oflice (Chicagoy signed.

The Mail Ponch Tobaeco Co.. sponsors of the onhv network pro-
gram devoted to outdoor sport (Mutual’s Fishing and Hunting Club
of the Air) increased its network during last vear from 43 10 112
stations.  The station increase corresponded with expanded dis-
tribution.

Fifltv-five stations  with some 63 sponsors are ecarrving the
show as a co-op. Local sponsors. mostly hardware and sports equip-
ment stores. are (if possible) ever more enthusiastic about the show
than the network sponsor. The Sport shop. which sponsors the
program on WLON. Biloxi. Miss.. credits it with bringing old
customers back into the store as well as adding new ones.

The Andy Anderson Sporting Goods store in Oklahoma City
(KOCY) and Jack Short’s Sports Egnipment store in Lake Charles,
La. (KWSL) . both of which have used radio hefore. elabn thevive
made more friends with Fishing and Huanting Club of the Air than
with any other program they ever had. These are typical of reports
from the program’s co-op advertisers.

Last 3 September, Larus and Brothers. Inc.. for their Ldgeworth
pipe tobacco, started sponsoring Sportsman’s Quiz on the CBS
Teloviston uctwork  (five stations).  The agencv. Warwick and
Legler. New York, reports that resnlts from a pipe offer involving
12 Fdgeworth wrappers and 50¢ in coins are “highly satisfactory.”

Sporting eqnipment nsing steel and other materials in short supph
mav heeome even more scarce in 1919, depending on Marshall Plan
allocations and domestie military requirements, An industry trade
association (The Athletic Goods Manufacturers  \ssociation)  he-
lieves. however. the industry could keep up with “normal™ eivilian
demands. and still absorb a reasonable merease in military require-
metts,

SPONSOR




Now in the Making!
A GREATER VOICE

and a Greater BUY!
in the DETROIT Area

50,000 WATTS at 800 k.
IN 1949

The "Good Neighbor Station," fostering Good Will through Public
Service on both sides of the border, and today the Detroit
Area's best radio buy, will soon hit a new high in effectiveness!

CKLW

Guardian Bldg., Detroit 26 Adam J. Young. Jr., lue.. Nat’l Rep.
J. E. Campeau. President H. N. Storvin & Co., Canadian Rep.

*® *® L ® *® L © L ® ® ® ® ® (-] ® *® *® *® L ® ® ® L *® *® *® *® L ®

5,000 Watts Day and Night—800 kc.—Mutual Broadcasting System
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Y ntan o1hles
that are the real
freasures”

—GEeNERAL Dwicir DL FiseN1ower {

Paul H. Raymer Company, Inc




7

hat constitutes the relationship between a representative and his
stations? What should develop from an association of many vears’
duration? What bencfits should accruc to cach party?

The first answer, of course, is business. ‘That's the representative's
first function — to scll the station’s time and programs. From this both
he and the station get the revenue that supports their separate
organizations.

But we at the Raymer Company put a high value on the intangibles
that develop throughout years of association.

We are starting our [7th year of business. Many of our stations
have been with us for most of these vears. Working together for
so long a time has developed intangible factors of friendship and
mutual feelings of respect and confidence.

These intangibles develop smooth tecamwork between us, They
climinate friction and wasted c¢ffort in this complex and fast
moving business of national sclective radio.

They guarantee our stations great cash values in additional business.
Appliced to active selling, they account for extra orders that can
come only when a representative organization feels something far
morce than just a business responsibility to its stations.

They inspire our salesmen with the spirit that makes the difference
between routine sclling and outstanding success. Intangibles
trulv are the real treasures.

Arce vou getting these intangibles in vour representation?

Radio and Television Advertising

New York  Boston  Detroit Chicago  [Hollyiwwood — San 5ancise
4 .
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You get two, not one powerful selling

medium when you buy WMC in the Mem phis
market. The station “most people

listen to most™ in this two-billion-dollar
market simultaneously duplicates its AM
schedule on WMCF, a 50 kilowatt station with
200,000 watts of effective radiated

power. What a huy!

“ Mc NBC+35000 Wattse790

50 KW Simultaneously Duplicating AM Schedule
First TV Station in Memphis and the Mid-South

f National Representatives o The Branham Company
QOuwned and Operated by The Commercial Appeal

THE BIG HEADACHE

{Continued from page 20)

view of the intricacies of entertainment
nnions” jurisdictional lines,

The jurisdictional battle that has
already started in the television field
1= casily apparent when it is realized
that members of the following unions
are involved in TV presentations:

1. American Federation of Radio Ac-
tors (AFRA). which has had exclusive
coutrol of the wage.and-hour destinies
of its radio-actor membership, and
sees no reason to relinquish this con-
trol in the new sight-as-well-as-sound
medium.

2. Ameriean Guild of Variety Ar-
tists (AGVA), whose previously whol-
Iv visnal stage and night chib acts
have now found a new field in TV.

3. Actors Equity (AEA). whose
legitimate  theatre  membership  also
has had mew working vistas opened
to themn through video.

4. Sereen Actors Guild  (SAG),
which feels that the angle of filmed
telecasts literally as well as figura-
tively puts its members in the TV
picture.

And over all is the parent organiza-
tion of these four uniens—the Asso-
ciated Actors and Artists of America,

Fwhieh is now in the midst of a de-
termined attempt to straighten out
television jurisdiction.

Meanwhile, following is the interim
scale that must be paid performers by

i advertisers using the new medium:

Length of Minimum Fee
I’'rogram (I1ncludes Dress Rehearsal)
15 min. $10 (14-hr. DR)
' 30 min. £50 (3;-hr. DR)
45 min. &35 (133-hrs. DR)
I hr. 60 (13;-hrs. DR)
1'% hrs. $75 (21;-hrs. DR)

P’re-camera rehearsal scale is §1 an
hour. while rehearsal under eamera
and/or lights calls for $6. Al rates
are computed on a half-honrly basis,
with anyv fraction of a half-hour con-
sidered.  Further. rehearsal fees {or
days in excess of these stipulated in a
performer’s contraet. up to and inelnd-
ing the termination day. must he paid
on a basis of one-and-a-half times the
hourly rates. Rehearsal seale for days
in excess of the termination day calls
for twire the hourly fees,

For  commercial  announecements
tsinging or dramatic advertising), the

seale s as follows:

1 engeth of Length of Minimum
Proyram Commereial Fee
15 min. Not more

or over than 10 min. 835
30 min. Not more

or over than 3 min. 335




THE RADIO

FOOD SELLING
PLAN THAT GOES . ..

DOWN

“SHELF

LEVEL™

o

RUSH ME COMPANY

The toughest stretch in the SALES
PROMOTION JOURNEY is "THE LAST
THREE FEET" at POINT-OF-SALE.

Here, the interested customer meets

THE ONLY SALESMAN YOU CAN
HAVE at the moment of decision-to-
buy. HE IS THE FOOD STORE CLERK.

THE NEW ...
NOVEL...
ABSOLUTELY DIFFERENT

WSAI "Personnel Training For Sales" plan
will SHOW THE FOOD STORE CLERK:

e HOW TO DISPLAY YOUR
PRODUCT

e HOW TO ADVERTISE AND
HIGHLIGHT YOUR PRODUCT IN
THE STORE

e HOW TO INCREASE SALES OF
YOUR PRODUCT

A MARSHALL FIELD STATION
REPRESENTED BY A VERY MODEL

CINCINNATI

oAl

| full particulars on

| **SHELF LEVEL' STREET

: food selling . . . NAME
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IN EASTERN
NORTH CAROLINA
TOBACCO IS KING

WGTM

Covers This Rich
Market... with a
King- Size Voice!

Write or phone us or our
National Representative

"THE VOICE OF
THE GOLDEN PLAIN'"

WILSON, N. C.

5000 Watts —Full-Time
590 Kliocycles
Serving 1,125,000 People

NATIONALLY REPRESENTED
BY WEED AND COMPANY

Mutual Exclusive in This Area

38

Filmed telecasts are considered as
shows which are filmed prior 10 and
exclusively for transmission over TV,
Minimum fees for this type of video
program are hased on rates existing in
the Sereen Actors Guild Basie Mini-
mum Agreement.

Strueture of the National Assoeia-
tion of Broadeast Engineers and Tech-
nicians INABET), which holds pro-
duetion-crew contracts with NBC ane
ABL. includes:

3 lighting nmen 12
AT

3 video eameramen tonly 2 when
in the field)y

1 field engineer (used in the field
only)

I studio engincer taudio)

NABET, 1

I ~tudio engineer (for booms)

I studio engineer tfor vecordings)

I projection engineer

{Pay scale for above technicians
ranges from 2230 to 8526 per month)

b ofield supervisor for field work
only)

1 technical divector

I dollyman

1 Pay seale: $600 per month)

I video control engineer (handles
three or four TV screens)

(Pay ecale: 3270.8518 per month)

International Alhance of Theatrieal
Stagehands and Eleetricians (1ATSE),
currently  negotiating  with TV net-
works to set up a permanent scale.
has a basie three-man crew for video
work: one carpenter. one  property
man. and one electrician. Fach gets
SO L83 a week, 23.75 an howr for over-
time or broken time. with one day the
smallest wnit any stagehand will work

i.c.. one honr’s work will be charged
at one-day rate. unless it's overtime,

CBR technical and production men
are members of the International Bro-
therhood  of  EFleetrical  Workers
(IBEW) . Basic crews consist of three
cameramen. two boom operators. one
audio mai. one dollyman. two camera
control men. one switcher. one film
who get from $62.50 10
$125 a week. depending npon seniority
with CBS  one direetor (8E15-3130 a
week), one assistant direetor  (880-
=05 a weeki, one <onnd effeets man
135700 a week).

Sound effects cost a sponsor 812,50
an  hour.

control man

Seenie designers”  and
painters’ services are free to sponsors.
those salaries heing absorbed by CBS.
while estiimates for secnery eonstrue-
tion and labor. art work. ete.. are snb-
mitted to the sponsor for approval.
Tentative scale for the use of live

music on television, as set up last year
by the American Federation of Musi-
cians (AFM). runs as follows:

Local Network

Rehearsals

(first hr. or fraction thercof) § 5.00 $ 5.63
Airtime

(up ta 30 min.) $12.00 213.50
Airtime

(30 min. to 1 hi) $15.33  817.25

Doubling on 1 instrument $ 200 § 225

boubling on each

additional instrument $ 133

Duoplication of AM and TV shows
ix 87.50 in addition 1o AM rates: du-
plication for stafl musicians is £7.50
additional for commercial programs,
Musicians called in for make-up or
costuming for either dress rehearsal
or telecast must be paid 33.00 cach.

Radio Writers Guild scale for TV
is $130 for a five-day week and an
unlimited number of shows, which
vary from two or three a week on CBBS
to five or seven on WPINX. New York
Daily News independent TV station,
On  sponsored  programs, directors
negotiate on their own. getting from
100 up for cach show.

As stated previously. the advertiser
nsing a small-seale television program
will run into little more expense than
the average radio show costs, since a
network or station will provide him
with the technical set-up necessary.
But a lavish, one-hour TV revue or
honr-length play, with numerous scene
and costume changes, jumps sponzor
costs  considerably:  expenditure  for
top talent mayv be comparable to that
for names on a hig-time radio show,
but it’s the “extras™ that go into elah-
orate video that wmake a f{ar greater
program budget necessary., ..

RISE AND SHINE

{Continued from page 19)

The  dvnamic
favored Dy

selling  technique
sponsors  just
doesn’t work on the typical wake-np
show. One reason is that most people
aren’t np to high-tension talk early in
the morning.

network

Secondly. a person do-
ing a show that is in many cases an
in length
finds it practically impossible to in-
terrnpt his leisurely tempo with sndden
flurries of furious selling.

This doesn’t mean that the me can’t
use a direet, hard hitting technique.
But experience has shown that the

hour  (zometimes  longeri

forceful commercial shonld be bnilt
ap to on a wake-np show. not haorled
like a tlmnderbolt unexpectedly.  And
this preparation is just what enables
Richard Ilickox to impart a virtnal
“pound and shout” effect o his com-

SPONSOR




LL EARS IN TULARE aren’t glied to any one
network. Bt 88% of the radio families in this $183 mil-
lion California agricultural center do listen to ABC. says
BMB. Ou ABC. your program rides with Crosby, Marx,
Winchell and a host of other headliners into Tulare and
all Coast markets—large and small.

HECKING IN LONGVIEW we find the saw-and-ax
experts in this Washington timber town hew to the ABC
line, too. BMB says 72% of all Longview radio families
are regular ABC Listeners. 1’s the same up and down
the Coast: ABC reaches 93% of all radio families at the
50% BMB penetration level.

ADb
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UMPER cROPS IN saLINAS fil} U.S. salad bowls. and
put $§82 million (for field erops alone) mto Salinas V alley
purses. ABC harvests a rich crop here, 100—89% of all
radio families. according to BMB. 1t’s one of 11 key
Coast cities where more than 50% of all radio fiinilies
are ABC hsteners.

On the coast you cant get away from

ABC

FULL COVERAGE. .. ABC’s improved facilities have
boosted 1ts coverage to 95.4% of ALL Pacific Coast radio
families (representing 95% of coast retail sales) in coun-
ties where BMB penetration is 50% or better.

IMPROVED FACILITIES... ABC, the Coast’s Most Pow-
erful Network, now delivers 227,750 watts of power—
54,250 more than the next most powerful network. This
inclides Forr 50.000 watters, twice as many as any
other coast network...a 31% increase in facilities during
the past year.

GREATER FLEXIBILITY...You can focus your sales
impact better on ABC Pacific. Buy as few as 5 stations,
or as many as 21—all strategically located.

LOWER COST. .. ABC brings you all this at an amaz-
ingly low cost per thousand radio families. No wonder
we say—whether you’re on a Coast network or intend to

be, talk to ABC.

THE TREND TO ABC...The Riclifield Reporter, oldest
newscast on the Pacific Coast. moves to ABC after 17
years on another network, and so does Greyhound's
Sunday Coast show—after 13 ycars on another network.

PAGCIFIGC NETWORK

New Yorx: 30 Rockefeller Plaza « Clrcle 7.5700—DeTroiT: 1700 Stroh Bldg. - CHerry 8321—Cnicaco: 20 N. Wacker I
DElaware 1900—Los ANGELES : 6363 Sunset Blvd. - HUdson 2.3141—8a~ Fraxcisco: 155 Montgomery St. - EXbrook :
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nerci on the WLAW (Lawrer

Mass.) Yawn Patrol. Hickox alco gets

00 ~ t= i_h 1€ mani ot )
L ap . |

he ma s to b mphatic with

being high-powered. Yawn Patrol also
1ses the t te~sted formula for
ily appeal by making birthday and
uiversary dedications

Many shows have developed a mid-
dle-of-the-road technique in hamdling
onnnereials that neither “pound and
shout™ nor “sneak in.” Joe McCauley
and l.es Alexander on the WII” (’hila-
delphia) Dawn Patrol. for example, do

mmercial “straight.” whether read-
ing it pat. or couching it in their own
words.

Most rise-and-shine mes customari-
Iv read a commercial as wrilten or
put over itx essential points in their
own language. according to the wishes
of the sponsor or his agency. A
proved salcsman unearly alwavs gets
better results by makiug the sales
pitch in his own fashion. ow much
thi= might differ from a written text
depends altogether upon the individual
me.  The fact is, however, that any
commercial not written especially for

COVERAGE

OKLAHOMA MARKET *

ﬂ%-(ﬂo&l, ﬂnc RADIO STATION REPRESENTATIVES
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the personality of the announcer calls
attention to itself. Being realistic, the
mc may successfully minimize this ef-
fect by a skillful lead into and out of
the commercial in his own words. This
technique is alwave used for tran-
scribed commercials. which are ac-
ceptable on most wake-up sessions.
But the me. in the position of a friend
of his listeners. 1= most cflective when
making a recommendation as he would
do under any other circumstances.

It is true, nevertheless. that unre-
stricted freedom of a broadcaster n
paraphrasing a sponsor’s commercials
may pose certain problems. It has been
the experience of some managers that
when one person takes liberties in
handling commercials. others on the
stafl, even though not in a comparable
position, teud to become sloppy in
reading copy. or f{eel they should have
similar privileges.  And there is al-
ways the necessity of great care in
making produet claims which do not
overstep  moral, ethical, or legal
bounds. The latter problem is not one
likehv to be troublesome with any me
experienced in talking off the cufi.

Despite the proved loyalty of audi-
ences to long-time experts like Al
Stevens (WITH. Baltimore). Tommy
Dee (WSBT, South Bend), Ed Allen
{ WMAQ, Chicago}, and others, when
it comes to both listening and buying

there are times when the most faith-
ful morning dialers scem very fickle
indeed. [0 short. it seems that under
certain circumstances it’s paossible to
transplant their affections quickly and
cleanly.

How and why can this happen?

Jim and “Creampufl” Crist, bro-
thers. took over the six-to-nine a.an.
session on WFBR (Baltimore) a few
months ago when the former me
joined another Baltimore station. Tt
was freelv predicted at the time that
the popular departing me would take
his top Hooper rating with him. In.
stead. Jim and “Creampull” hung on
1o the station rating for the period.
and the other sations remained in
about the same relative positions.

Arthnr Godfreyv. conceded by most
to be the alltine King of the rise-and-
shine fraternitv. gave up his early
morning «int o WCBS (New York)
at the end of last October.  Other
metropolitan stations bared their kilo-
cveles and prepared o take a bite
out of that juicy audience wheu the
king stepped down.

Thev reasoned that since there was

Please turn to puge 18)
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WHAT
WILL SHE
SAY?

THE PHONE rings. . . .
what will *Madam House-
wife's’’ answer be? Every Time Buyer,

it's a radio
survey . ..

Station Manager and Advertiser
wants to know. In the North Dakota
Market two out of three listeners say

14 FEBRUARY 1949

KSJB . . . . and they say it consist-
ently, morning, noon and night. There
are two reasons why KSJB ranks high.
First of all listeners can hear KSJB
and secondly they like what they hear.

KSJB's management is consistently on
the alert to keep their local program-
ming in tune with listeners' likes. And
of course, like listeners all over
America, more and more North Da-
kota families are getting ‘The Colum-
bia Habit'' every day.

Now is the time to take advantage of
KSJB's wide audience too. Weather
being what it is in North Dakota,
families stay home with their radios
these days. New opinions are formed,
old buying ideas changed. It's your
grand opportunity to tell North Da-
kotans why your product is best . . .
and tell them often. And no other
medium can do the job as well, or as
inexpensively, as KSJB, Columbia's
outlet for North Dakota.

There are still some availabilities on
{KSJB} North Dakota's favorite source
of news, drama and amusement. Your
Geo. Hollingbery representative has
these availabilities listed and can get
you on the air and in the market in
record time. Call Hollingbery today
or write direct to KSJB at either
Jamestown or Fargo.

SURVEY RESULTS

After-
Morning noon  Evening
KSJB ..... 54.4 46.5 49.6

Stotion A . 180 214 235
Station B . 19.3 25.5 17.7
All Others. 8.3 6.6 2

Survey taken in Stutsman, Barnes,
Griggs, Foster, Kidder, Logan and
LaMour Counties, Morth Dakota.

KSJB, 5,000 Watts unlimited at 600
KC, the Columbia Station for North
Dakota with studios in Fargo cnd
Jamestown.
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ARE YOU GETTING WHAT
YOU'RE HUNTING FOR
ON THE PACIFIC COAST?

Tus 15 NO BULL... If vou're really shooting tor
maxinuun sales by radio on the hig Pacific Coast, use the hig 43-station Don Lee
Network and get what you're after. To make the most sales possible, you need the
biggest network possible on the Pacific Coast, for radio listening here is different.
People listen to their own local network station rather than to out-of-town or
distant onces, because mountains up to 15,000 feet surround many of these markets
and make long-range reception unreliable.

It takes a lot of local network stations to release your message from within every

important buyving market—and Don Lee is the only network big enough to do it.

WILLET H. BROWN, Exec. 17ice-Pres. - WARD D. INGRIM, Director of Advertising

nied Nationally by JOHN BLAIR & COMPANY

Li WIS ALLEN WEISS, President

1313 NORTH VINE STREET, HOLLYWOOD 28, CALIFORNIA Repre

Of the 45 Major Pacific Coast Cities
ONLY 10 3 7 25
have stations have Don Lee have Don Lee have Don Lee
Ongee- - "> ] of all 4 and 2 other and 1 other and NO other
networks network stations network station network station
[ T Lo
™ .1'-,." - IIF ! Ifr-{.
\ S R b 'W ) .x ¢ Kz K* K2 *
M 2 4 :-_t !:: t’::. Ky ey
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Don Lee has 45 stations ... one in every city where the other three Pacific Coast
networks have one—and to cover the rest of the Pacific Coast, Don Lee has twice
as many stations as the other three networks combined. (In the “outside” market,
Network A has eleven stations, Network B has three stations, aud Network C
has two stations...compared to Don Lee’s 32 stations.)

To meet 1949's increasing competition, vou need radio. You need the big Pacific
Coast, with its more than 13% million people who spend over 14% billion dollars
a year in retail sales. Use the Don Lee Network of 43 stations and bag vour maxi-

mum sales on the big Pacific Coast!

The Nation'’s Greatest R('gional Network

Hoitieal

B : . BROADCASTING SYSTEM

o .




The
Picked Panel
ATISWWErS

Mpe. Abrams

Two answers to
this gquestion con-
tradict each oth-
The first is
that broadcasters

er.

do an awfully
complete job.
particularly  on
the  local  pro-
gram level. The
NAB has a tre-
mendous  file of  “success  stories”
which it = constantly distributing.

and which local stations base a

great deal of their direet mail pro-

(311}

motion.
think rela-
sales-effectiveness

Answer mmber two: ]

tively  few stories
are particularly valid

nationally-advertised

(“\'l)('('ia") f()l‘
prodocts.  For
these reasons: There are just 1oo many
factors which direct the conrse of the
sales curve of any prodoet 1o he able
to tag this sale to that ad or program:
to say that this success was due to this
magazine or that station or network.,

Further. it i< obviouns that price and
quality of the product. distribution,
dealer attitude, sales stafl and adver-
tising all go into a sale.  And these
factors. operating in the instance of
affect  the
first sale . . . plus economic condi

a competitor's  produets,

tions.  To be able to say with any
degree of security that “this program
)

made more sales than that program.™
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George J. Abrams

or that “this station got more custom-
ers than that newspaper™ requires very
complete  (and expensive) controlled
rescarch,  (On a national level, the
cost of such a job has been estimated
at some $2,000,000.)

Perhaps as good a way as any to
asscss the effectivencss of a medium—
particnlarly an established one—is to
look at the record that has been com-
piled by many advertisers analyzing

media and their own sales experiences
and, based on this. deciding where to
spend their dollars. [f we aceept the
thesis that advertising is an effective
way to help sales —almost any adver-
tising  then we can examine the num-
ber of advertisers and the number of
dolars that into each edium.
Radio has certainly won its share of
advertisers and advertising doHars,
This implicit testimony to a wme-

go

dium’s sales effectiveness secems to me
to be the only genuinely useful “sne-
cess story —-particularly on the na-
tional level.

Lovis Tlavsaax

Director, Advertising and

Sales Promotion

CBS. New York

Radio has been
<o bosv performe-
miracles  of

salesmanship for

ng

its sponsors that
it has omitted to
record those mir-
acles completely.
and 10 present
them adequately
to all the adver-
tisers of the United States,

Nearly everyone listens to the radio.

Nearly everyone is influeneed by radio,

Mpr. Sponsor asks...

a better job

Advertising
Block Drug

Manager
Ca., Inc., Jersey City, N.J.

This means that nearly every business
man uses radio to advertise his goods.
Not a day goes by but what some ad-
vertiser. somewhere, is delighted over
the way broadcast advertising sends
his sales to new highs. But stations
have been slow about spreading the
word—about promoting radio’s sales
effectiveness,

Fortunately, this will change in
1949. Al elements of the broadcasting
industry are working together on the
All-Radio  Presentation.  Those pre-
paring this have found that radio has
the facts to produce one of the great-
est prezentations ever built in behalf
of any advertising medium.

When this is completed and released.,
alert advertisers will learn. better than
thev ever have before, how well radio
advertising ean increase their sales.

Freese S. ThHoyas
General Manager
WoIC. Washington, ). C.

This question,
which is not new
to the
dustry. is being
asked now more
than ever. and is

radio -

being trans-
formed from

question to de.

mand.

The sound rea-
soning which motivated the question is
also the raison d’etre of the All-Radio
Presentation Connnittee.

A great many of us in the industry
have been working. for well over a
vear now. toward the production and

(Please turn to page 16)
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want to SCORE}

choose the ONE

follo

OUR sales story, launched on WISH in
Indianapolis. suddenly bursts into
paign blanketing the entire area through other media and

“special promotion.”

Yes—"Put Over” the WISH way,
resemble a ball team on a hot scoring spree. Here, indeed,
ts staff teamwork and "roLLOW THROUGH" that are unique

in the radio fleld.

Check these extra promotions that go with your program

purchase on WISH.

Y¢ Newspaper ads
Transit cards
Window posters
Billboards
Direct mail

Spot
Announcements

Personal calls

ook X% % X% X X%

Counter displays

14 FEBRUARY 1949
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a hard-driving cam-

vour sales figures

.f_r |? — --I - 1.

EREE & PETERS. lnc.

National Representatives
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-

dl '
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AMERICAN BROADCASTING COMPANY
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MR. SPONSOR ASKS

(Continued from page 1

show the ~ales effectiveness of the one
medium that goes into 91 of all the

homes in these United States. Yes
radio has successfully blown the horn
for evervhody’s business but radio's

own broadeast advertising. We hope to
see the fruition of our work this com-
mg Fall.

By the same token. the Sales Man

avers Exeentive Committee of the
N\ational Association of Droadeasters
recentlv: went on record with the ree-
ommendation that in realignment of
N AR's services. serious consideration
be aiven to the devoting of one-half of
NAB: budget to the Department of
Broadeast Advertising. whiech means

the departmient to demonstrate sales
effectiveness.

Goroox Gran, 1P
WiP. Philadelphia

CHICAGO

BUYERS

“ ONLY

06¢

In the center of the dial

in
CHICAGO

"WIND WMAQ WGN
560 670 720

wesm| warr

WS WCFL WJJD WSBC WGES
890 1000 1160 1240 1390 ||

360 No.Mich.Ave.

Chicago 1. ILL.

Represented by: Radio Representatives, Inc.
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tion to this prob-
lem of radio sell-
ing itself Dbetter
will lie i the all-
¥ industry  promo-
tion plan. which

g plan 1 consider

. ‘ very. very vital

al <2 to the industry at
thi=  time. My

owit opinion as to why broadeast ad.
verlising hasn’t done a better job of
promoting  its sales  eflectiveness is
three-fold:

1. U'ntil recentlv. sales have come
easv. Consequently. our trade assoeia-
tion and many broadeasters expended
most of their efforts on the various
other facets of broadcasting. neglecting
sales.

9. Success stories are diffieult to ob-
tain.  Many successful users of radio
think the great suecess they have en-
joved is unique with them. and they
wish 1o keep it a secret from com-
[)(‘lilm'.“.

3. lntensive competition for exist-
ing business belween the networks.
with network advertising vs. spot ad-
vertising and station against station,
all of them selling against ecach other.
miligate against any construetive sell-
ing of the medium itself.

Let’s all get behind the all-industry
promotion plan . . . it is a partial
answer to this important question.

Opiy S RaMsLan
Commercial Manager

ADAL. Duluth, Minn.

Broadeast adver-
tising hasnt pro-
moted  its sales
cffectiveness  as
aggressively ax
other media be-
canse 11 has had
need 1o

no real

do so. From the

first. radioproved
nself 10 be a sell-
ing medinm without equal. Researeh
into the nature and habits of listeners
was  broadeasting’s  selling  tool  for
several vears at the heginning. and the
subsequent great landslide o radio
Iy national advertisers was proof of
the cffectiveness of this techuigque. In
short. radie didnt have 10 sell—just
tell.

Timebuvers and advertisers by the
Please turn to page 18)
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"HIGHEST AVERAGE
HOOPERATING IN U.S.

PYY
\u 0\_“ greams are gett\ﬂg S\Nes,ze‘

AGAIN-WRVA LEADS THE NATION!

IN CONTINUOUS HOOPER-RATED CITIES

Al the time/»
N

| TH. IN THE
2ND. IN THE 4= AFTERNOON
IST. IN THE — MORNING 48
EVENING I
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You'd think Thomas Moore, the Irish
poct, had been talking to some of our
advertisers when he rhapsodized,” Music!
O, how faint, how weak, language fades
before thy spell.” For 1t 1s music that
keeps more than half a million New York
families tuned constantly to WQXR
and WQXR-FM . .. so constantly,
no other station rcaches them so effec-
tively. These families love good things
as they love good music... and can afford
to buy them, too. That's why advertisers
scck them out as the most profitable part
of this biggest and richest of all markets.

Ma) we hc}p you find them, too?

- ~r TY
{

ND WOXT A
RA TATIONS OF THE NEW YORK TIME
48

RISE AND SHINE
(Continued from page 10)

ab=olutely nobody like Godfrev thev
stood a good chance to grab off for
their own standing features a portion
of the Godfrev inheritance.  Young
Jack Sterling. coming in cold from
WBBAM. the CBS Chicago station,
conldn’t be expeeted to liold all the
dved-in-the-wool fans who for years
had gotten up with Godfrey.

During the month before Godfrey
stepped out. WCBS put on what was
perlmps the most concentrated promo-
tion ever given a program on that
station.  Godfrer himself delivered as
many as five station breaks a day (in
addition to phgs on his own pro-
gram). seven davs a week. emphasiz-
ing the central theme of all the pro-
motion: “You histen. yon'll like him!”

Three hundred-line ads appeared in
the nine major metropolitan  dailies
just ahead of Sterling’s first appear-
ance on I November. Promotion dur-
ing Sterling’s carlv weeks was worked
mto several loeally-produced WCBS
shows.  Posters completely saturated
the area from 8 November-8 December.
Starting 6 November a six-week cam-
paign ran in Cue magazine.  Theve
were other efforts, but these were the
big gnns.

As for Sterling, he took over quiet-
ly on I November, with but little
change in the general format of the
show-—but there was a decided change
in its personality. for Sterling re-
mained strietly  Sterling, refusing to
adopt anvthing remotely  resembling
a magie Godfrev mannerism,

The first two Pulse of New York
ratings for the (November and De-
cember) 6-7:45 am. period showed
the velative standings. quarter-hour by
quarter-hour. of WCBS and the three
other metropolitan stations most close-
v ecompeting  virtually  unchanged.
Running only slightly under Godfrey’s
last ratings. Sterling led in all periods
up to the seven o’clock news on WOR,
after whieh he took the lead again for
the remaming two  quarter-hours o
715,

During November. liis first month,
Sterling reeeived nearly 1,500 letters
from people identifving themselves as
former Godfrev fans.  Nearly all of
them said they had decided they tked
him.  In short -as supported by a
second  month’s Pulse  ratings—the
metropolitan - Codfrev andienee  had
accomplished the switeh to Sterling
on onmasse,

Granting that the terrific WCBS
promotion eampaign for Sterling pre-
disposed Godfrey fans in his favor,
does the fact that two months later
they scem—as  letters  indicate—to
have transferred their allegiance quite
happily to Sterling (as WFBR listeners
switched to the Crist brothers) mean
that  wake-up aundicnees are fickle
listeners?

It should be remembered first of
all that a large group of listeners
already had the habit of tuning WFBR
and WCBS for a wake-up show. By
continning to tune those stations to
sample the new fare. the aundience was
actually proving itself not fiekle.

There’s one important plus factor
available to many participating spon-
sors that is often denied sponsors of
complete segments on early morning
shows.  That is the privilege of hav-
mg the time of their commercial ro-
tated so they gather the advantage of
the greater listening as the morning
advances.  For example. Pulse sets-in-
use figures { November-December) for
Boston. New York. Philadelphia. and
Cincinnati show the first major surge
of listening beginning at seven o’clock.
In Chicago the surge starts 15 min-
utes earlier.  Listening in St. Louis
shows a similar pattern. according to
studies by Edward G. Doody and
Company, St Louis,  Doody survevs
in lowa and Hlinois rural areas also
reveal a similar pattern,

The difference between a eommer-
cial delivered  during  the  6-6:15
period and the 7:15.8 period in
Boston. for example. can be seen
from the fact that the sets-in-use for
the first period were 1.7, while by
cight o’cloek they had risen to 20.6
(Nov. and Dec. ulse survev). Dif-
ferenees in sets-in-use hetween six and
eight o’clock throughout the conntry
are on this same order. A rotation
plan is an equalizer.

The vast majority of programs on
stations throughout the country is not
rated before eight oelock.  For that
reason. many sponsors have tended to
be skeptical of their ability 10 do a
selling job.  Manv are skeptical. too,
of the leisurcly underselting employed
by the greater mimber of risc-and-
shine specialists. One answer to that
is that the greatest showmen among
them not only underplay commercials.
they  anderplay  themiselves. And
they've been gathering andiences .

aud selling things . . . for vears and
vears . . . FRN
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Use WEEI. And you'll send Zr,
your sales curve soaring in Boston. Because
all week long—from sign-on to sign-off

all seven days of the week—WEEI

delivers the biggest rating more often

than all other Boston stations combined!*
To take to the air with a WEEI local
origination that commands a sky-high

rating,‘? call WEEI—*Columbia'’s
/ .%riendly voice in Boston”"— or

5
your nearest Radio Sales office.

The sales results from your WEEI program
will have you walking on air.

*""Quarter-hour wins,”" Pulse: Sept.-Oct. ond Nov.-Dec. 1948




LOCAL

PROGRAMS
'fHAT"

® BOW-TIES AND BOW-KAYS
® MUSIC FOR THE MRS.
® PIEDMONT FARM PROGRAM

Plus NBC'S
PARADE OF STAR
NETWORK SHOWS

ALL ON WSJS An-ru
THE STATIONS WHICH
. SATURATE
NORTH CAROLINA’S
GOLDEN TRIANGLE

WINSTON-

SALEM GREENSBORO

HIGH POINT

No. 1 MARKET
INTHE

SOUTH’S No. 1 STATE

WSJS

WINS TON -SALEM

TH E JOURNAL-SENTINEL STATIONS

NBC

AFFILIATE

-~

" Roprosented by
"ED COMPANY -
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40 West 52nd.

Continued from page 6)

1 salesmen’s manual. We consider it
by far the most useful book that comes
1o aur station. 1t is quite possible that
other stations would like to do the
same thing and | would suggest that
along with the first issue sent to a sta-
tion’s client. sroxsor might send a per-
sonal note with a few words of wisdom
and the proper place of radio in the
advertiser’s merchandising plans.
= jusl a suggestion.

| feel eertain we shall find that they
will help us show our advertisers how
to use radio more eflectivelv. with
areater results for them and {or us.

This

Gy

F. A, Ly\ps
President

CRCH

Vouncton. New Drunswick

READING SELLS

’l-e-a-s¢ '!
Famous Anthracite  (a
client of this agenev for 12 vears) has
been selling more anthracite eoal. year
after year. than any other coal com-
pany in America.

That record must have taken a little
“effcetive” effort.

Do vou retract such statements (On
the 1Iill, “Coal Selling a Problem.™
sPONSOR. 31 January). or just let them
lie where they fall?

I. A MeFappex
MeKee & Albright. e,
Philadelphia

Readine

@ lLack of aggressive selling has permitted oil and
gas_heating to chip away at the coal market. Read-
ng’s .:dwrlmng r.u given it a pood part of the
market, but that’s all

HEALTHY ATTITUDE

We read with appreciation vour fine
pieee on Midwest television featured
in the 17 Jannary issue of sponson.

An attitude such as displaved in the
writing of this article s bound to
prove healthy for the industry in gen-
eral and Midwest television in partie-
ular.

Just want to take this epportunity
to thank vou sincerely.  llere's 1o
better shows and  bigger eireulation
this coming year.
S.CoQuineay
Promotion Director

W BRD. Chicazo
(Please turn to page 63)
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You or Your
Client Sells

for

VETWORK
CALIBRE
PROGRAMS

... at local
station cost

See your station
representative or write

LANG-WORTH

ﬂ feature programs, Inc.

113 W.57th ST, NEW YORK 19, N. Y,

\'.
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Cheyenne County is a part of

i NEBRASKA
Big Aggie

© © 0 00 0 0 0 000 O 0000008000 G 0L G OO0 OO 0GOSO 0O SOOC OGS OGO OSEO OO

FRED KRIESEL

On December 15, in Sidney, Nebraska, 400
miles from the WNAX stndios, WNAX presented
Mr. and Mrs. Fred Kriesel with $1,000.00 in mer-

chandise. Friends of the Kriesels, oficers of state

| | and county farm organizations and local civie of-
i u - ficials joined WNAX in a banquet honoring this
. — ) enterprising farm couple, Nebraska winners of the

” .
: S-state WNAX Farmstead Improvement Program.

TAR%
: aa® 5 . 9 - “g Fhe Kriesel family was judged winner over
s JM%-&.-_:: -

hundreds of entries from 38 Nebraska counties

all participating in WNAXs 3-vear campaign for

These photar show the Kriesel farm hame at better living conditions on the farm.
it appeared when the FNAX impravement pra-

gram wos inouguroted last Spring and os it .
looks taday, Mare thon 1,000 families in 203 .
counties in Big Agrie Land have jained the ) —
compoign 1o bring camfort, canvenicnce ond ‘vL' d / N
efhcicncy to the form. L( /N \

o IR

<

Farm folks in Nebraska depend on WNAX
for their market and weather reports, news,
entertainment and spiritual needs. Yes, Big
Aggie is part of Nebraska just as she is part
of lowa, Minnesota, North and South Dakota
— A major market where WNAX daily

Serves the Midwest Farmer!

Represented by

The Katz Ageney

o e led = | | |
SIOUX CITY - WTON AFFILIATED WITH THE AMERICAN BROADCASTING CO.

-
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Right Out of the Horse’s Mouth
. .. and It Ain’t Hay

While tlhiere are those who might claim that it's strictly

off the cob. the fact remains that he's got ‘em cating
out of his hand, whether down on the farm or every
week-day evening on the air.

Country gentleman or man-abont-Washington. feeding
livestock or ferreting out news. Fulion Lewis, Jr. goes
about his chores with workmanlike eapacity.  The bhest
measure of his success is his loyal audience.

Currently sponsored on more than 300 stations, the

Fulton Lewis. Jr. program is the original news “co-op.”

It affords loecal advertisers network prestige at local time
| £

cost. with pro-rated talent cost.

Since there are more than 500 MBS stations. there may
be an opening in vour city. I you want a ready-made
audience for a client (or vomsel). investigale now.
Check vour local Mutual omler  or the Co-operative
I’rogram Depaniment. Mutual Broadcasting System,
1110 Broadway. NYC 18 (or Tribune Tower. Chicago 11),

BOND BREAD

{Continued [rom page 23)

Teen Talent, the WSID equivalent of
Bond’s  Connecticut  programs, two
weeks after the show went on the air
1evealed that two om of everv 20 per-
sons called were listening, which would
give the show a Hooper of 10,

Bond Bread's sponsorship of basket-
ball sportseasting is typical of the
bakery’s desire to fit its air time to the
right audience. Louisville. Kentucky,
is traditionally addicted to basketball,
with half the eity’s population zealously
following the hoop fortunes of the Uni-
versity of Kentucky five. Bond has
turned that adulation to its own ad-
vamtage by broadcasting via direct
wire to Louisville the games played in
New York by the U. of K. team.

Another example of specialized pro-
graming for specialized listeners is
General  Baking’s Musical Clock on
"WSTV in Steubenville. Ohio. An early-

morning show, it's me’d by a Steuben-
ville prototype of Arthur Godfrey, who
delivers himself of homey chit-chat
about everything from the weather to
Community Chest drives. The program
also includes recorded music and a
jachpot question regarding the history
of that part of the country; people are
phoned at home, with the correct an-
. swer paying $3. Wrong answers on oc-
i casion have run the total up as high as
i
i
|

$300.

Quiz shows (W'in With Bond), fivc-
. ininute newscasts, foretgn language
Lspot announcements (in Jewish and
Polish) have heen at one time, or still
| are, part of Bond’s highly diversified
" broadeast advertising aimed at particu-
lar markets.  And with television comn-
manding larger and larger audiences,
General Baking is now sponsoring time
signals on the Washington, D.C., TV
station WI'TG and WFIL-TV. Phila.

While normally nothing new is
added to the mamufacture of bread
over a period of years. at one time
when General Baking had occasion to
sel an added feature the company
found that radio was the quickest and
chieapest way to reach the largest num-
i ber of people. The hakery had proved
that to 1ts conplete =atisfaction with a
speeial selling message during the war,

and again two years ago, when it intro-
duced itz homogenized bread.

When the government ruled that pre-
shieed bread was ount for the duration
of the war. General Baking produced a
firmer loaf that didnt erumble or col-
lapsc completely when honsewives, un-

SPONSOR




S Om E ,]f‘ Pacific Coasters enjoy wading out into low-tide

Saturday pools—to dive under with a crowbar for prying abalones off the rocks.

Succulent seafood, when pounded immediately and thoroughly.

mO:[. E ? people throughout the West stay home Saturdays |

and listen to their radios. Look: The family availability on Saturday (Hooper
average) is 74.2—8% more families than are available on weekdays. And sets in use

on Saturdays have increased 32% over four years ago.

Even on NBC, there are still a few Saturday morning and carly afternoon availa-
bilities. You’ll want to find out about them—and see more of the startling Saturday
listening figures. That day, as advertisers know, is no exception to the rest of the

week which marks NBC as No. 1 Network—in the buying West as in the nation.

listening’s first on « western saturday over
&‘\u

NBC WESTERN NETWORK %

HOLLYWOOD « SAN FRANCISCO a service of Radio Corporation of America




familiar with the art of bread slicing

after vears of having it done for them

by bakeries, cut it themselves, Seleetive

radio was used extensively to let

women know that Bond Bread had a

“w firminess that resisted the best efforts

\of an inexpericueed slicer to mangle

it. General Baking found that an al-

most immediate sharp rise
was the result,

During the past eight vears network

advertising has plaved no part whatso-

ever it GB's radio history., This s in

in sales

i

You or Your
Client Sells

A

direct contrast to the ecompany’s
" broadeasting history for the deeade
prior to 1941 Bond Bread was adver-
tised exelusively on the unetworks via
six shows at different times over the
ten vears from 1931,
The ontstanding Bond program dur-
ing this network pertod starred Frank
Crumit and Julta Sanderson over CBS.

A

IERLLLL AN

i

with which web the bakery remained
until 1938, when it switehed to MBS
and The Lone Ranger. Guy Lombardo
and his Roval Canadians carried the
Bond standard commereially on CB3
immediately  prior to the move to
Mutual.

With a change of management at
General Baking. network radio became
a dead issue. as far as Bond Bread was

.. KFYR

comes in loud and clear in a larger area

550 KC 5000 WATYS
NBC AFFILIATE
BISMARCK, NO. DAKOTA

*

than any other station in the U. S. A.

235 BUT hE CANGET
3T KEYR LOUD AND
CLEAR ON HIS/

’

*ASK ANY JOHN BLAIR MAN TO PROVE 1.

coneerned.  Although the Bond opera-
tioual eircumstances and sales prob.
lem~ were the =ame, the feeling anent
web advertising by the new manage-
ment was completely different. The in-
coming GB policy makers deeided that
Bond’s radio a:l needs eould be served
much better by operating loeally, That
idea has been followed religionsly ever
since.

To meet its problems of competition
from local hakeries and from national
baking competitors in certain markets.
General Baking has found the ideal
formula stems from the flexibility of
seleetive radio. spotted where it will
do the most good at the time it's
most needed, -

MR. SPONSOR ASKS

{Continued [rom page 16

thousands follow radio and radio ad-
vertising developments in the broad-
cast trade journals. These publications,
in their powerful. well-read editorial
in their advertising
seetions. have done such a tremendous
job of selling that radio. surfeited with
suceess in its early “hoom™ years, has
loafed along in its own selling ol
iself.

Now we are entering a period in
which the competition is tougher for

pages. as well ax

many obvious reasons. We are com-
peting with ourselves in TV and FM:
newspapers. sliding out of the top
media braeket. are beginning to bare
their fangs: magazines, ontdoor adver-
tising. farm papers are starting to
~pend widely to hold their share of a
tighter advertising dollar.

Radio’s answer will be in the AH-
Radio which will tell
broadeasting’s basie story as never be-
fore in large and small communities
throughout the U. 3. Already there is
talk of **a million dollars a year for
selling”™: already. here at NAB. plans
are taking form for an all-out selling
effort that will make media history.

We have the tools: research bevond
the capaeity of any other medium;
actual experienee data on retail use of
radio: national result data that needs
no amplification: and a basic selling
outline. Up to now. we haven't gone
all-out tu sclling because, nntil recent-
Iv. we haven't really had to. Now that

Presentation,

s
S,

we doo we will!
Mavrice B, MiTcHELL
Director
Dept. of Broadeast Advertising
NADB, Washington. D. C.
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Advertisers don't jJump around
from station to station...in

Cleveland. They STAY on WHK ...

"FROG
ADVERTISERS”™
NO SIR!

"——_

where they get results! They reach
the largest audience at the lowest
(network station) rates!

One of our local advertisers has a
2-hour talent program now in its

13th year! It has maintained an
average Hooper of 10.6...and has
been seen by studio audiences totaling
over 3/4 of a million people.

More proof that WHK is the Retailers

Choice in Cleveland!

-

> & .

3 -

- -
]

THEY STAY

The Poul M. Roymer Ce.,
Netisaa! Represesatstive
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You or Your
Client Sells

WORK CLOTHES

Sec
PAGE 65

50-50 DEAL

(Continued from page 29)

Following the war, the company de-
cided to expand its distributor system
and eoncentrate on building publie ac-
ceptance of its own trademark., s
two chief weapons were national mag-
azines and a cooperative distributor
allowanee 1507 for local advertising.
principally newspaper. It used no na-
tional or vegional radio. and only in
a few instances did it approve radio
co-op allowances.

While wmaterial shortages still sup-
ported a sellers’ market dnring most
of 1918, Peters foresaw a time not
too distant  when Blackstone equip-
ment would have to compete in a
buvers" market for its share of busi-
ness. When that time came he wanted
the name “Blackstone™ to mean “magic
housewives—not

washing™ to  busy

. Just slage magie.

In a letter to distributors. Peters
told them the company would pay for
half the time. talent, and announcer
costs for Blackstone. Magic Detective
for a 1rial period of 13 weeks. and
strongly recommended they take ad-

vantage of the deal. Toeal arrange-

DAVENPORT, ROCK ISLAND, MOLINE, EAST MOLINE

A 5,000 w
1420 Ke.

F M 47 Kw,
103.7 M.

Basic Affiliate of NBC,

the No. 1 Network

WOC advertisers reach the biggest
and richest industrial center betsveen
Chicago and Omaha, Minneapolis
and St Louis Eetextra coverage
of the prosperous lowa-Illinois tarm-
ing arca on WOC-FM without addi-
tional cost With complete duplica-
ton both stations deliver the entire
NBC Network schedule and local
programs to this rich farming arca.

Col. B. J. Palmer, President
Ernie Sanders, Manager

DAVENPORT, IOWA

bEE & PETERS, INC., National Repvesen'a'ivy

FIRST N tHE

T C.P. 22.9 Kw. visual =

~

e

and ovral, Chaanel §

[ ]
MINNEAPOLIS [
ST. PAUL p

CHICAGO @

QUAD.CITIES

3T Lous
®

ments were left up to each distributor.

There’s a difference in speed and
decisiveness of action between the man
who’s  just thinking about buying
something and the man who kuows
what he wants to sell.  As soon as he
had approval from the Blackstone Cor-
poration, Michelson made a mass mail-
ing to every station. big and litle, in
Blackstone distribution arcas.

He explained the company’s ap-
proval of his transeribed series for
cooperalive advertising and suggested
the station make its own piteh for the
business.  All leliers went out 1ogether
and gave each station an equal chanee.

Not many dealers held out against
the sueceeding waves of station sales.
men that hit them within hours of
receiving Michelson's letter.  Ninety-
cight slations representing every area
where Blackstone has distribution re-
ported sponsors for the show.

In the majority of cases the show
was actually sponsored by retail deal-
ers. such as appliance or hardware
stores, department stores, ete., either
individually or as a group. In a few
cases a hig general distribntor hought
it on behalf of all his retail outlets.
The series wa~ planned for airing once
a week.

Michelson supplied the stations with
mats and photographs.  Blackstone
supplied eaeh sponsor with a book
of suggested commercials.

Realizing that most of the new
Blackstone sponsors were inexperi-
enced in radio merchandising. Michel
son left nothing to chance. After the
program had Dbecn broadcast a few
weeks he offered ecach sponsor al eos
(eight eents each) a giveaway booklel
of Blackstone the Magican’s magic
tricks, together with appropriate com-
mercial copy.

Sponsors were to make the offer not
than the seventh broadcast.
This allowed time for the show 10 build
itz initial andience before the test. It
also allowed time for reports to James-
town on the show’s impaet before the
deadline for renewal.

sooner

Evervbody took the deal.  lLeads
traceable to this promotion played a
big part in the manufacturer’s ultimate
decision to continue sharing costs for
this program.

In New York the program is spon-
sored by the Gross Distributors, Ine.,
on behalf of all outlets in the area.
It started on WOR (Sunday. 2:15-3)
October 10. and on the seventh broad-

(Please turn to page 61)

SPONSOR

|
4—‘.&



by the THOUSANDS K j e |
in NEW ENGILAND! AR\l

Yes indeed! There's a whop-
ping-big, READY-MADE-
AUDIENCE for fine music in
New England! New England,
birthplace of America's cul-
tural heritage, is a natural
for the

DEEMS TAYLOR CONCERT SERIES

A new series of 30 minute programs,
5 times per week featuring

The World’s Greatest Recorded Music
plus on transcription the COMMENTARY of America's
foremost composer, music-critic and radio commentator

DEEMS TAYLOR
and DISTINGUISHED GUEST STARS

Deems Taylor personally introduces each recorded
masterpiece . . . emcees the show. Feature YOUR
NAME OR PRODUCT with this great series and
watch the Deems Taylor Concert

StLL FOR YOU!

Available just when people love to relax, 10:30 to
For 15 yeors, the Deems Taylor nome has been 11:00 P.M., five nights per week, Monday through

synonymous with the commentary side of fine

music in Network Rodic. A noted composer and Frlday over +he YANKEE NETWORK fOI’ carrier

- —

auvthor, he wos for seven yeors commenlotor on announcemenfs or comple{'e sponsorship'
the New Yark Philhormcnic Symphony Broodcosts
. .. the mast populor tolks of their kind ever aired. ASk Your Pe*ry Man

e e

THE YANKEE NETWORK, INC.

Member of the Mutual Broodcasting System
21 BROOKLINE AVENUE, BOSTON 15, MASS. Represented Nationally by EDWARD PETRY & CO., INC.
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NBC

NETWORK

Television

A Service of Radio Corporation of America

These companies are already setting
strong pallerns of

ADVERTIS
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sponsor identification. . . vivid sight and

sound impressions that will shape

the buving habits of American consumers

for a long time 10 come.

To make the best impression. their
commercials are being delivered

on NBC Television, the network that is

Jirst in programs— latest
Television Hooperatings give NBC
9 of the top 15 programs

Sirst in audience—ywith 29 siations now

operation, NBC Television reaches the

liu‘gcsl andience available to TV advertisers

ﬁrsl in sponsored honrs—3 tunes
more than any other vetwork

THE NATIONAL BROADCASTING COMPANY
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TATION:

Idmiral Corporation
The American Tobacco Co.

Bates Fabrics. lnuc.

Bigelow-Sanford Carpet Co., Inc.

Bonafide Mls Inc.

Clievrolet—General Motors Corp.

Cluett Peabody & Co.. Inc.
Colgate-Palolive-Peet Co.
Disuey, Iuc.

Firestone Tire & Rubber Co.
General Foods Corp.

Gillette Safety Razor Co.
Gulf Ol Corp.

Kraft Foods Co.

Ligget & Myers Tobacco Co.

Mason, Au & Magenheimer

Conf. Mfg. Co.

Motorola. lne.

22

14
7

Oldsmobile—General Motors Corp. 7

Philco Corp.

Procter & Gauble Co.

Radio Corp. of America

R. J. /\’(’)‘llu/(/.s‘ Tobacco Co.
Swift & Co.

Tle Texas Company

Unique Art Mannfacturing Co.

Vick Clhemical
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7
9
14
14
19
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An excerpt from a letter to Cleveland's
Chief Station

CLEveElanD oo

Cmbern, .

January 15¢h and "
November 15th, 1g4g ™
as the result of mai} o'rkl'-.
phone requests frop our |

r

Customer-liste |
ner

have dist =i

ributed 7

of the questionséggo

i3 answerleafletsoﬂered
on our WJw radio

Program.

e U

L e e
ety o

BILL O'NEIL, President

< WJ

sasig [IT N4
ascNerwork CLEVELAND 5000 Watrs
REPRESENTED NATIONALLY BY HEADLEY.REED COMPANY

i o
S o

: BMI

| SIMPLE ARITHMETIC
' IN

MUSIC LICENSING

BMI LICENSEES

Networks ... .. 24
A M eesdaEnds 1,909
BOM RS 399
TV e e 41
Short-Wave . .. 4
Canada . ..... 150 §
TOTALBMI ——

.
«

Y LICENSEES . . 2527

5 You are assured of
complete coverage
when you program
BMl-licensed music

* As of February 2, 1949

e

Sk

BROADCAST MUSIC, INC.

580 FIFTH AVE., NEW YORK 19

MEW YORK * CHICAGO * HOLLYWOQOD

b4

"station
A./u(_/ -A&C)‘

50-50 DEAL
{Continued from page 56)

cas-1 a single offer of the booklet was
made to those who would write the
for it.  The one announce-
ment pulled 2,800 regnests,

About a thousand of these reguests
came from families in the Gross dis.
tributton area who are in the middle
or higher cconomic bracket and thus
presumably able to afford a Black-
stone,  The washers range in price
from a wringer model at 3119.95 to
an automatic at 8365. The latter is
definitely ont of the low-cost range.
The equipment. unlike other
models however. does not have to be
bolted down., and has the advantage
of a top rating by the Consumer’s
U'nion laboratory.

some

Following the plan suggested by
Michelson, Gross wrote in longhand in
the space provided on the face of the
hooklet the name of the dealer nearest
the writing in.  Next. the
names were sent to caeh retailer of
all persons in his arca to be used in
a follow up. This was done by tele-
phone. by mail, and in some cases
by personal calls.  The

person

dealers  re-
pnrl('(l sales,

The show is sponsored on Wednes-
day nights, 8:30-8:145. over WJTN in
Jamestown, N. Y.. by the George B
Pitts  Company, a department hard-
ware store.  In order to bring people
into the store the booklet offer, made
in December, required listeners to
comce in and ask for it.

They had cautiously ordered only
500. These were snapped up quickly.
with many people left disappointed.
The offer will be repeated this month,
asking listeners to write for the hook
of tricks.

Blackstone, the magician and his
tronpe. is constantly touring the conn-
try.
self to tieenps with local sponsors of

le is cooperative, lending him-
tel

the platter show hearing his name.
In Jamestown. he visited the store for
a talk with personnel and wade a
personal appearance for consumers at
During an intermission at
his stage performance he introduced
Blackstone antomatic
on display in the lobby. Producer
Michelzon works closely with the ma-

the store.

a new washer

gician and with stations carrying the
show to promote such tie-ups where
possible.

The program is sponsored on Sun-
davs at 3:30 in Ware. Mass.. by the
Jaker Co., WIRMS,

Furniture over

Mrs. Baker says that before she signed
for the show comparatively few of her
prospeets ever heard of the Blackstone
washer.

The program changed that.  She
reports that now the great majority
of her leads and prospects eome from
listeners.  The program. says Mrs,
Baker, has already created an amazing
acceptance of the trade name and es-
tablished her store ax headguarters for
the product,

The Baker Co. has been spending
about half its advertising budget on
Results from this
progran. the compamy’s first experi-
enee in radio. are already so satisfae-
tory the company is planning to reduce
its newspaper ad-budget in favor of
increased cxpenditure for radio.

The first 13 weeks of the show on
stations in all areas where the Black-
stone  Corporation has distribution
(New England. Middle Atlantie. South-
ern. and Mid-Western) produced over-
whelming evidence of mounting pub-
lic acceptance of the Blackstone name.

The company urged its sponsoring
outlets to renew for a complete 52-
week evele on the same 50-50 split of
the costs. They even wrote Michelson
to let them know if anybody hesitated
to renew. xo they could do a little
extra persnading.  Virtually the entire
original list of nearly 70 stations plus

m-wspapvr ':])ll('(‘.

22 additional stations reported spon-
sors coming in on the 32-week Dbasis.

A distinetion between the Jamestown
firm and other washing machine manu-
facturers who also make coopcerative
allowanee for radio is that Blackstone
did not rest with merely recommend-
ing “radio” they took the initiative
i providing what scemed an excep-
tional program to meet the common
need of all dealers.

The eost to Blackstone for their half
of the time and talent for these spon-
sors for 532 weeks s estimated at about
£250.000, national
magazine advertising (current sched-
nle includes Saturday Evening Post.
MeCall's. Good Housekeeping)  sinec
the war had not established the name
“Blackstone”™  with  the public as a

The company’s

washing machine.  To them it still
meant  card  tricks. legal  tricks. or
Lorna Doon. The company  feels

nevertheless the prestige value of the
national magazine campaign is worth
its cost.
radio producing. not aceeptance for

Their dealers however see

card tricks. legal legerdemain.  or
novels but for waslt day magie—
Blaehstone hrand. P

SPONSOR
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(Continued from page 50)

MR. AND MRS. DUOS STORY

Received my first subseription copy
of Sroxsor several days ago. for which
I note that SPoNsoR is
now a bi-weckly—fine! As radio di-
rector of “One of America’s Better
Stores,” I know [ shall find vour maga-
zine very helpful.

many thanks.

Being a new snbseriber, 1 am not
equipped with a file of back issues.
Henee, 1 would appreciate it if vou
would send me a reprint of “Those Mr.
and Mrs. story from vour issue
¢ September, 1948, as soon as pos-
sible.

Duos”

ATAN DAUTZER
Radio Director
Iess Brothers

Allentown. Pa.

COVERAGE VS. PROGRAMMING

I have just read Part Five of the
series. “What’s Going on in Farm Re-
search”, page 24 of the 17 January
issue.

WHO is mentioned several times in
this article, but a couple of statements
oceurring on page 44 led to a lile
research. Mr. Doody, in the third
paragraph on this page. says. “KGLO.
Mason City, was dwarfed here as in
the Quincy and Si. Louis areas.” The
meaning of this was not quite clear
inasmuch as the paragraph states that
RGLO in its third recent study was
first in nine out of ten hourly ratings.

The following two paragraphs are.
however, the ones which definitely led
to the research to which [ am drawing
vour attention. For simplicity we quote
the two paragraphs:

““These are typical examples of studies which
show the dominance of one station over
others in which the previously mentioned
technical faetors are involved.

“Doody suggests the tentative conclusion
that brogram appeal accounts for a certain
degree of individual audience preference,
but that general station dominance is the
primary audience builder—whether through
power, promotion, network afliliation, or
the fact it is the only station in the area.”

First of all, we are enclosing a table
which sets out in descending order of
field strength all stations which shonld
have sufficient signal in the daytime
for acceptance over a large part of the
nine-county area around Quinev. The
second sheet of this data sets out cer-
tain assumed fiekl strengths for the
antennas in the ahsence of the actual

14 FEBRUARY 1949

data. We {eel the table based on these
fields to be typical, however.

It will be noted that WIIO iu this
table ranks sixteenth in fickl strength.
Thus, the station enjoys little domni-
nance beeause of technical factors.
Note that several stations are on the
NBC network. notably KSD in fifth
rauking position and WMAQ in tenth
position. It should be expected that
listeners to the NBC network would
prefer those signals. We likewise feel
these stations. az well as a large num-
ber of these ranking below sixteenth

position. do as good or better a job in
promotion in that area, since Quinc
lies outside of our .5 mv/m
or primary coverage area.

The only couclusion we can draw
from this table is that local farm pro-
graming, whieh WI1O stresses. resulted
in the one first place aud eight sce-
onds in the WTAD study. This seems
to be somewhat substantiated by the
presence of WOI, Ames. lowa, which
stands in twenty-first place with less
than .5 mv/m per meter.

We Dbelieve Mr. Doody in general

ntou

TRACTORS »« WORK CLOTHES
TOOLS

or any other of the thousands of items
that modern American farm families
buy regularly.

HOME WARES

BUY INTO THE RICHEST FARM MARKET
EAST OF THE MISSISSIPPI

WHAM FARM NEWS

.. on the

Monday through Friday .

12:15 P. M.

Granges.

MARKET FACTS
@ Dwelling Units 94,396

® Ownership 46.3%,
@ Electrification  85.2%
@ Auvtomobiles 78.7%

@ Average effective buy-

ing income per family

$4,198

@ Cost per program per
1,000 homes ...

23 cents!

50,000 watts, clear-channel

Hundreds of thousands of prosperous farmers in upstate and central
New York listen to the WHANM Farm News with the same loyalty
interest and confidence with which they attend the meetings of their

On the air uninterruptedly for over fifteen years, the WIHAM Farm

News has provided a public service
justifying the belief that, *“if the
Farm News man says so, it's true.”
No program can provide more solid
ground for commercial messages.
Study the statistical information
listed to the left and tap this high-
income marketat WHA M’s low cost.

V HAM

“The Stromberg-Carlsen Station'
Rechester 3, N. Y.

°
George P, Hollingbery & Co, Notl Rep.




COSTUMES for

TELEVISION!

NOW — Rent COSTUMES

. for your Television Shows!
. Technicolly Correct!
. over 100,000 in stock!

from Broadway’s Famous Costumer...

EAVES

COSTUME COMPANY

The same speedy service enjoyed
by NBC, ABC, CBS-TV, WABD,
WPIX and Major Broadway Pro-
ductions!

If outside NYC, wire or
airmail your require-
ments; 24-hour service
when desired!

Eaves Building

151 WEST 46th ST. * NEW YOI;( 19, N. VY.
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Estoblished 1870

has appraised the situation fairly ac-
cmatelv. except for having omitted
from his technical thinking the basie
fact that a 5.000 watt regional with a
preferred  frequency in the daytime
may have more coverage than a 50.000
wall station on a less advautageous fre-
quency. Likewise his statement that
“Program appeal accounts {or a cer-
tarn degree of individual audience pre-
ference” seems 1o relegate program-
g to a rather minor role,

Pavu AL Loyer

Resident Manager

WHO. Des Moines, la.

TALENT LAMENT
(Continued from page 31)

small-part-on-the-air stage, an‘l again
nothing happens. They lament the fact
that a limited number of actors and
singers work a great deal but a great
number of actors and singers work
little. Thev claim that there must be
something wrong with a radio system.
ustaining as well as commercial. that
permits a few voices to play so many
roles. that permits a few performers to
monopolize most of the work in day-

time serial. as well as nighttime. radio.
“We're good.” lament many of them.
“but what good does that do us? No-
hody is willing to give us a chance.”
Directors and producers. in answer-
ing this new talent lament. have pat
answers. They claim that they ecan’t
afford long rehearsals that new talent
requires. that they can’t start training
performers in the radio art. and that
they want casts that know the language
of the individnal director. All diree-
tors, more or less. use the same terms
in directing shows. but practically
every director wants at least a nuance
of difference from his use of individual
terms.  Naturally, he casts performers
who know what he wants. It's easier
that way. It cuts down rehearsal time,
and that saves money. makes for
smoother shows. Since frequently the
guest stars of broadcasts are not mike
trained, it’s vital that the supporting
casl be talent which has worked with
the director. thus giving him more
time to work with the stars. New voices
are good for Dbroadeasting. but diree-
tors are paid to turn in smoeth pro-
grams. not develop tyro talent. Out-of-
town performers invading the big
(Please turn to page 68)

erson 1393
, ial 6-0897
rite or- phone now for a scroemng. No obligation.
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tv trends

3sed upon the number of progroms ond an-
suncemenis ploced by sponsors on TV slo-
ons ond indexed by Rorabough Repor! on
:levision Advertising. Business placed for
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TALENT LAMENT
(Continued from page 66)

towns al:o lament the faet that what
ther“ve done out of New York doesnt
mean a thing to directors. The ~ame
thing has been trne for vears in the
so-called legithnate theater. To answer
the gripe that new talent i=n’t given
an opportunity, some directors men-
tion performers like Trudy Warner.
who was working for $25 a week in
Hartford
came down to New

~ome  years and  who
York and within

three months was plaving leads in two

ago.

daytime strips and earning over $300
per show (600 a week). Young per-
formers admit it happened to Trudy
Warner. but point out that there’s one
Trudy. while there remain the featured
plavers like Anne Elstuer. Lucille Wall.
and Aliee Reinheart. who have been
playing in daytime dramatic serials for
what scems like generations. What is
true. they claim, for actresses is al~o
true for the men. and performers like
Carl Eastman, Bud Collyer. and Bart-
lett Robinzou show np in serial casts
with a regularity that makes the hoys

trying to break in skip weals—and

10,000 WATTS IN KANS4q

OON DAVIY
(Rl ey
Gy o smuss 3

a4 CO

MUTUAL NITWORNK » 710 KILOCYCLUES o 3.060 WATTS NIOHT
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uot because of envy.

The name and semi-name talent on
the networks has its own set of laments.
These differ a great deal from the la-
ments of the non-metropolitan 1alent
and the performers trving to break in.
The first objeetion ix to the artistic
handeufls which many  shows place
upon The latter contend that
many  programs permit them to run
the gamut of emotions from A to 1.
They don’t neeessarily blame the
writers who in their turm arve forced to
pen formula serials. (The laments of
radio’s writers are not included in this
report. for theirs are distinet from per-
forming talent and may be the subjeet
of another episode in this series.)

actors,

Many of the performers no longer
lament the lack of scope that daytime
serials and nighttime weekly dramas
permit them. They note that DBenny.
Hope, Skelton. Ozzie and arriet. and
Fibher  McGee Molly  haven't
broadened theh character delineation

and

in vears. and they reach top audiences
and carn top salaries. They just “give
‘e what they want”. and take a ilver
i a dramatic production on Broadway
to extend their “creative wings™.
“aet vadio out of their nostrils.”

Another lament of most experienced
radio performers is aimed at diveetors,

and

Said a broadeasting veteran. “One
week he's a page at NBC and the next
he's a director for an ageney. That’s
not unusual,
used a race-track stop-wateh to thne a
progran. and never did find out that
it was overtime until the dress re-
hearsal. when we all went crazy eutting

One director last week

our seripts to make certain there’d he
cnough time for the commereials,”

Another broadeasting oldtimer. com-
menting on ageney directors, ex-
plained. “He speeds us up when we
He's so afraid
of running overtime that we have to
play the final five minutes as if we
were on a particularly  fast boat to
China.”

Stll a third performer. referving to
another Madison Avenue agency ditee:

should he slowed down.

tor, said, “ll1e’s got a phobia on using
=0 many words per minute. no matter
fast or
plaved. When he has to cut out some
dialogue. he acts as if he should have
a refund for the sponsor from hoth the
writer.

how slow a scene should be

because he didu’t ose all his
words, aud fromn the cast. since they
didn’t all the he felt
should be erowded into a half-hour
broadeast. He eongratulates us on our

use up words

worst shows and ignores our hest

efforts. When a Hooperating doesn’t
agree with his reactions to a broadeast.
he tells us never to judge a show by
its Hooper. When it coincides with his
feclings, he tells us how fine an evalua-
tion job the Hooper organization docs.
We know how he holds his joh. and
very often we're tempted to give him
the performance he deserves—but we
don’t. We have our own reputations to
worry about.”

The bigger the star the more he
laments Hooperatings. Jack Benny for
vears has had his ratings wired him
the sccond that they were available.
Fred Allen doesn’t hesitate to sound
off during his hroadeasts on Hooper
and his ratings. What's true of Jack
and Fred is true of nearly all star and
featured talent on the air. New pro-
grams =uffer more from looper fright
than a Broadway play suffers from the
morning-after critical notices.  “Re-
viewers have a single erack at a play.
Hooper takes two cracks a month,”
laments the star of a Wednesday night
frolie.

Talem is disturbed by advertisers
judging its  visual effectiveness by
TV looperatings or lTooper's Telerat-
ings even before the medium has
broken through its test davs. One of
the greatest Hooper laments of talent
is the fact that generally by the time a
Hooperating is released, it's too late to
do anything about a characterization
since another program (aside from the
~how rated) has already heen on the
air by the time the figures are reecived.
iSpecial Hoopers of course can be
made available 24 hours after a broad-
cast. but talent ean’t afford them regu-
larlv)

Talent’s greatest lament is the fact
that spousors want results—i.e., great
audiences—from the very Grst broad.
cast or telecast. “Despite the faet that
it's a known faet that the habit of lis-
tening or viewing develops slowly, ad-
vertisers want audiences from the out-
set.” points out a great radio star.
“That’s understandable. since they
start paving from the day the program
goes on the air. 1. however, they were
willing to take a lesser audicnce to
start. with the knowledge that a well-
developed  program  would inevitably
inerease its andience week after week,
aud thus shght first audiences could be
balanced by great end-of-the listening.
broadeasting would be a hetter show
fteld in which to work. And believe
me.” he says with feeling. it would
lengtheu the life of all who entertain
via the air.” o0
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In Canada’s ecities, towns and rural homes from Atlantic to

Pacific, listeners enjoy a great variety of the (-r}'{ﬁnvsl Canadian,

American, British and French-language radio progranmes.

With the addition of three new 50,000 watt transmitters in i
Ontario, Manitoba and Alberta, the three CBC networks—Trans- |
Canada, Dominion and French, through 90 owned and afliliated

stations—now reach alimost every p()tvmiul listener in Canada!

This intensive coverage provides a nation of more than twelve

million customers to advertisers using the facilities of CBC.

COMMERCIAL DIVISION TN
CANADIAN BROADCASTING CORPORATION

354 JARVIS STREET o 1231 ST. CATHERINE ST. WEST
TORONTO 5, ONTARIO MONTREAL 25, QUEBEC
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Magazines discover radio

During the war. the National A
sociation of Magazine PPublishers used
announcements on stations in Bangor.
Augusta. and Presque Isle. Maine. 1o
urge lumberjacks 10 get out into the
forest and cut timber. Paper pulp was
scarec. chiclly  because lumberjacks
were But the twice-a-day.
three-days-a-week appeal worked won-
ders.  The
magazine  publishers had  discovered
radio.

Todav the fraternity s
expanding s use of radio. Selective

scarcer.

~ttuation was saved. and

magazine

campaigng  are  building  circulation
for Curtis Publications. for Collier’s

Other magazines arve using announce-
ments sporadically.  Still others ave
keenly studving Curtis case Instories.
and ecan be expected 1o use the air. on
a selective hasis. shortly,

We've noted for a long time thal

Applause

The Free Enterprise Struggle

Puerto Rico hasn’t been exactly an
advanced territory of the  Umited
States. economicalth or - politicallv.

Despite this fact. it has been i the
forefront of the battle of
ve, private ownership. The radio sta

overnment

tions of the sland have carried the
flag for the free enterprise svstem in g
ficht that has meant life or death to
them

The problem was whether or not
the station operated by the govern-
ment was o be permitted to carry ad-
verlising in direct competition  with

70

radio has tvested some of its dollars
in magazines and newspapers. {U's plea-
ant to note that the level of competi-
tive thinking has reached the stage
where some of printed media’s cash is
flowing back tnto broadeasting.

Live Programing

Radio is now entering the more-
recorded-than-live phase. For vyears
thi~ has been true at independent sia-
tion= but the networks and most of
their  afliliated outwardh
stressedd the mmportance of live pro-
eraming. With the announcement that
the National DBroadeasting Company
will accept recorded programs for net-
work airing. the last of the web op-
position to transcribed airings has
faded.

There was plenty of hedging by
NBC in its clearance of recorded pro-
graming. But despite all the hedging.

stalions

i is apparent that most programs will

eventually be aired live only when
formats demand . Programs that
profit from immediacy news. spe-

cial events. sports. and topieal comes
will

There is little justification for live air-

programs- continue to be live,
ing of dramatic. situation comedy. and
musical programs. Entertainment and
conmercial content of many programs
can be better if they are recorded and
edited.

But sponsors. agencies. and nel-
works should not insist on recording
all programs because they [eel they
would be more preeise. more acenrate
that
live spontaneity of gag comedy pro-

wayv.  There’s something in the

erams for instance that s dithcult to

the privateh owned stations, Station
owners were of the opinion that if
this were permitted it wouldn’t be tong
oullets
would

before  several  government

would Le in operation and
manopolize. hecause of power. chan-
nels. and resonrees. the breoadeast ad-
vertising business of Puerto Rieo.
When an oflicial announeement was
made that the stalion would broadeast
many  hroadcasters on
the island felt that they had lost their
ficht. DB didn’l
aive up: the fight was continued. To-
day authoritative sources in Washing-
sl a-

commereially

their Associalion

ton veer to the upinnn that any

catch on wax. wire, or lape. The value
of live entertainment muslt not be for-
gollen m the rush Lo record it.

How to maul a medium

The months roll on. and evidence of
the effectiveness of the $1,000.000 in-
vestmeni thal newspapers have poured
into sales research and promotion pile
mn,

Consider the last I'rinters” Ink Ad-
vertising Index. For the month of
Deccmber. 1918, the gencral index
for all national advertising was up 6%
over the like month in 1947, News-
papere led the parade with a 207 in-
crease. Outdoor increased 12¢¢, maga-
zines 2. Radio remained unchanged.

Radio unchanged . . . but was it?
Look at the vast number of new sta-
the an to slice the radio
Think of the fact that news-
the vear have heen
diniinishing in number rather than in-
creasing. SPONsOR's  Selec-
tive Trends Index for the month of
December. which shows a sorrier pic-
than the Ink Index.
Remember the numerous instances of

tions on
melon.
papers in past

Consider

ture Printers’

shifis from radio. of reduced radio
budeets for the vear 1949,
The conelusion s  inescapable.

Radio. the dynamie medimmn. has no
unified selling.

The industry filbm now in prepara-
tion under the able direction of CBS’s
Victor Ratner will help. But much
more is needed.

What's needed is a keen industry
And a

decizion to do something drastic about

awareness of the problem.

H now.

tion operated by the U5, should trans:
mit official governmental information
and entertainment only.

Round one has been won by Puerto
Rican broadcasters not  alone  for
themselves. but for all U.s. broad-
for all U.s Industry. There
clements in

casters.,

are strong government
which look towards a socialized -
dustrvas well as control over  all

media of dissemination of information
and news, The forefront of the batile
to retain freedom of speech and free-
dom of business will be fought in the
outshirts of the 18 slates. in territories
like Alaska. Puerto Rico. and 1lawaii.

SPONSOR




Kansas City, Missouri

KFRM
&

BEATS

Trade Paper Edition

KFRM Wins Heart of America Listeners

CRONKITE NAMED WASHINGTON
CORRESPONDENT FOR KMBC-KFRM

Walter Cronkite, for-
mer United Press For-
eign Correspondent, has
been named Washing-
ton correspondent for
The KMBC-KFRM
Team, Arthur B.
Church, president, has
announced.

Cronkite has estab-
lished headquarters in
Washington, and will
begin his reporting
shortly after the first
of February.

Each of the two sta-
tions will program
Cronkite on a short
news spot daily. In addi-
tion, he will provide two
quarter-hour programs
weekly for each of the
stations. One of them
will be a general com-
mentary and interview
program of significance
to the Kansas City
Trade area. The second
15-minute program will
be supplied each station
on a localized basis, in-
cluding Washington ac-
tivities of interest to
local listeners, and in-
terviews with Congress-
men from Missouri and
Kansas.

Cronkite returned in
September from two
years as Moscow Bu-
reau Manager for the
United Press. Prior to
that assignment, he was

Foreign Correspondent
with the wire service, in
Europe. He covered the
air war over Germany,
the Battle of North At-
lantic, the Normandy
invasion, and estab-
lished United Press cov-
erage of the Nuremberg
trials.

The Texas Rangers
Appear on Television

The KMBC-KFRM Texas
Rangers, now in Hollywood
for movie and radio com-
mitments, on January third
inaugurated a new televi-
sion program series on
KTTV, Los Angeles. They
will be scheduled each Mon-
day evening on the new
series.

The male quartet of the
Texas Rangers, then billed
as the Midwesterners, first
appeared on television 15
years ago . . . in Kansas
City, on W-9XAL, experi-
mental television station
programmed by KMBC.

attained top ranking in
teamed with KMBC, The
first by a wide margin
among all broadcasters in
the Kansas City Primary
Trade area, according to
Conlan and Associates,
radio survey company.
The Conlan survey, com-
pleted in October, and pub-
lished in three books, is be-
lieved to be the largest coin-

survey of its kind
More than

cidental
ever published.
100,000 calls were made dur-
ing a one-week period in the
Kansas City Primary Trade
area. This Area Study, ex-
tending west from Central
Missouri to Colorado, also in-

cludes counties in Nebraska
and Oklahoma, and covers the |

s

WIDESPREAD COVERAGE...

Shaded map shows mail r
contest, together with KMBC-KFRDM contours.

Cmamua

esponsge in KFRM's December

KMBC-KFRM Team Ranks First

DAYTIME AMONG ALL BROADCASTERS
IN KANSAS CITY PRIMARY TRADE AREA

The KMBC-KFRM Team made new records in
audience building in its first year of operations. After
less than ten months of KFRM operation that station

the area it serves. And,
KMBC-KFRM Team ranks

8 a.m. to 6:30 p.m. period
throughout the one week pe-
riod in early October, 1948,

The survey is essentially
rural in character, as it ex-
cludes the larger cities—Kan-
sas City (both Missouri and
Kansas), St. Joseph, Topeka,
Salina, Hutchinson and Wich-
ita, and was limited to these
hours as KFRM went on the
air as a daytime station.

The KMBC Area Study
shows that KMBC is the most
listened to station, daytime,
within an average radius of
slightly over 100 miles from
Kansas City!

The KFRM Area Study
proves KFRM is the most lis-
tened to station daytime in
Kansas within KFRM's half-
millivolt contour!

Arthur B. Church, presi-
dent and founder of The
KMBC-KFRM Team, in com-
menting on this remarkable
success story, gives major
credit to KFRM’s unprece-
dented audience building rec-
ord to his program people
Mr. Church insists that the
KMBC-KFRM Staff, number-
ing more than 130, is the
greatest and best any U, S
broadeaster can boast

S e



ANNOUNCEMENTS
On Five Daily

Participating Shows

“Wife Meets Husband’’
Fran and Bill Winne Monday through Friday
9:30-10:00 AM,

"“Danny Patt
Shaw”’
Danny Patt —
Edith Mann
Monday through Friday
10:00-10:30 A.M.

““Open House”
Margaret Cox — Bob Edgren —
Danny Patt
Guest-of-the-day, Jane Russell
Monday through Friday

5:00-5:45 P.M.

WORCESTER

PAUL H. RAYMER CO. National Sales Representatives.

Affilioled with the Worcester Telegram & Gazette.

Advertisers who use announcements
on WTAG to reach the prosperous Cen-
tral New Englond Market get top value
for their advertising dollars. WTAG pro-
duces five participating shows every day,
Monday through Friday, with each
participating announcement carefully
programmed as an integral part of each
show. They're as personal as the script;
the exact opposite of the disc — an-
nouncement — disc — announcement
type of show. In production, the ages
and interests of WTAG's entire listening
audience are carefully considered. That's
why these five daily shows keep YOU
participating in sales in the great Central
New England Market. When you buy
time in New England, buy a buying
audience with WTAG, the station with a
far greater audience than that of any
other station heard in the area.

5000 Watis






