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Uperation
cnfertainment

The skies over Virginia are thick with Havens &
Martin broadcasts.

And what attention they get!

From WMBG comes NBC's finest.

And WMBG locally has a remarkable record.

The first station in Virginia to broadcast commercially,
the first to own a tape recorder,

the first to tie in with a leased national news service.

WTVR, Virginia’s only television station,
brings to Virginia viewers the facilities of NBC-TV,

lts local coverage is building a great television market.

These First Stations of Virginia are first in many ways.

Foremost, they're old friends. ..

and favored in the hearts of their audience.

WMBG 2~

WTVR w Gl Slerloiises // 4 '/}y/}//}/

WCOD

Havens and Martin Stations, Richmond 20, Va.
John Blair & Company, National Representatives
Affiliates of National Broadcasting Company
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Selective auto air
ads at high

$25,000 a year
spent by average
newspaper

vsing air time

Merchandising
stations get
this schedule

Cigarettes
lead in giant-
market sales

Saturation
far away?

Web staffs
jittery

“Lone Ranger”

at $15,000 a
picture?
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Automotive selective placement hit post-war high during March,
doubling automotive market-by-market broadcast advertising of
average month of past yvear. Most campaigns were of short-term
nature.

-SR-
Newspapers using radio for promotion spend $25,000 each vear,
according to Bert Stolpe, promotion manager of Des Moines "Register
and Tribune." Papers that pay for time are more pro-broadcast
advertising than those who trade time for space.

—-SR-

Bu-Tay Products placed its Rain Drops (detergent) radio schedules
with stations that reported they were ready to merchandise product
with contests and other promotion. No merchandising—no schedule—
is way campaign was set up. Firm has no sales staff.

—-SR-

Biggest single purchase of women at giant markets is said to be
cigarettes and tobacco, with canned vegetables running close second.
Cigarette daytime broadcast advertising is addressed especially to
women Sshoppers, to spur this buying.

-SR-

No such thing as sales saturation, claims Ben Duffy (BBD&0), whose
feelings are backed by Gerald Carson (K&E). Need is for more door-
bell-ringing by broadcast advertising and salesmen, says Servel
president Louis Ruthenburg.

-SR-
Staff morale at networks hit new low during April. MBS emplovees
expect changes due to new president (Frank White). NBC junior
executives have been waiting top-level changes all month, with
expectation that they will be affected. CBS, where goose hangs
high, should be placid, but major changes are expected daily.
ABC staff cuts have been handled relatively painlessly, but missing
faces are noted weekly, with attendant speculation among ABC minor
executives. Feeling at webs is that there's nothing constant but
change in 1949.

~SR-
TV is watching Jack Chertok's committment to bring in 52 half-hour
motion pictures of "Lone Ranger" under $750,000, or roughly 315,000
a film, for General Mills. Producers in New York and on the
Coast don't think a good grade B Western can be produced for thi
money. "If it can," states Hollywood camera authority, "we've been
crazy for years."

32nd and E'm. Balt 3 M 2. ke of
whe Entered T ) J | \ A



REPORTS. ..SPONSOR REPORTS...SPONSOR

Is the Code NAB's right to set standards of practice for members was confirmed !
ignored? by members almost three to one, but broadcast advertising executives
still expect standards provisions to be ignored by most stations. >

-SSP~

First-quarter TV advertisers in excess of 1,027 placed $5,240,665 worth of adver-
TV advertising tising during first quarter of 1949, according to report by N. C.
passed $5,000,000 Rorabaugh. This figure, based upon gross time rates with no program
expenditures included, indicated $%2,077,511 spent by sSelective 1
users of medium, %1,732,594 by network advertisers, and $1,430,560
by local-retail merchants.

o

Folsom sitting Frank Folsom, RCA president, or his representative, is sitting in on
in on NBC all policy meetings of NBC departments. Most departments at network
policy meetings are being asked to justify budgets. Folsom's dictum to all RCA
executives, "RCA must be first in everything."

“5R= -

Music libraries Music libraries of stations continue to become more and more com-
more commercial mercial. Pioneer on stressing what can be done to sell musical
packages made from station libraries is Lang-Worth which reports
1,200 advertisers buying its packages. Standard also has built a
mumber of star shows and now calls itself "Library with the com-
rercial touch."

=SR=

Waste in April is month during which researchers laid emphasis on waste in

advertising? use of advertising. Horace Schwerin claimed broadcast advertisers
waste 50% of their money by not pre-testing copy and appeal. Marion
Harper, Jr. (McCann-Ericksen) guoted Professor Borden's statement
that "development in techniques for preventing waste in field of
advertising has not equalled development of techniques for prevent-
ing waste in production and in marketing." Harper advocates 5% of
all advertising for research.

please turn to page 50
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“THE LONG ISLAND STORY”

DISTRIBUTION OF LISTENING HOMES AMONG STATIONS

1000 A 12 Noon 200 40 o o
WHLI 04 | 229 | 2 | 248 | 300
NETWORK A 7] 29 75 70 7]
NETWORK B 16. 18. 185 1710 183
ETWORK ¢ 123 104 15 93 83
NETWORK D 9. 96 99 126 167
ML OTHERS 12] 10, 114 103 5.0

Source: Canlan Survey Periads: Sunday thraugh Saturday—Janvary 23-29, 1949
8:00 AM ta 4:30 PM—Hempstead, New York

“THE VOICE OF LONG ISLAND”

FM AM
98.3 MC 1100 ke

HEMPSTEAD, LONG ISLAND, NEW YORK
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TV INFORMATION

Let me take this opportunty  to
congratulate you on vyour splendid

publication. The information it con.
tains s invaluable to agencies having
to produce TV shows over new stations
and in a eompletely new media for
the ageney.
W. G, CLagk~0N. R,
W. G. Clarksou. v,

Fort Worth. Tex,

"BULOVA" LIKED

I'd like to add a word of praise for
vour current article  entitled ¥ hat
Wakes Bulova Tick? It certainly is an
excellent and comprehensive story of
smart. congruous use of spot radio
to huild and sell a highly competitive
product.

There are many local. and
national selective radio advertisers who

regional.

have similar suceess stories to tell
thank God!
D =cintior 111
George I'. Hollinghery
{tlanta. Ga.

PROTEST!

I must register the strongest possible
protest to the direct statement on page
2 of your issue of Mareh 28th. m
which vou state. “Radio and television
fan publication formula ix <till unde-
veloped.™

FFor 15 vears our company has pub
lished Radio It so happens
that this magazine is one of the most
profitable magazines that our company
publishes.

Its corrent cireulation is i excess of

AMirror.

700000 copies per month. net paid at
25¢

It= cirenlation development in the

per copy.

last vear is quite probably second to
none in the publishing ficld. Tts April
issue a year ago sold just under 500,
000 copies on the newsstands. and its
issue of this vear will exceed the figure
mentioned above,

For many vears the magazine was
sold at 15¢.
lation level was nat impeded by the
price to the

and its rise to this chicu

increase  of  the
higher level.

cover
Imerestingly enough. the ¢irentation

of onr magazine continued to  rise

(Please turn to page 0)

for
NETWORK

CALIBRE
PROGRANS

... 4t local
station cost

See your station
representative or write

4 LANG-WORTH

{ feature programs, inc.

/—’/ 113 W. 5Hh ST., NEW YORK 13, N. Y.

¥

<KSCLiw  LlAay  Plallt  WYAN. OTTE
EAVENWORTH CLINTON RAY LAFAYETT,
OHNSON DOUGLAS  JEFFERSON CA
TCHISON BUCHANAN CALDWELL HO
ALINE DONIPHAN ANDREW DEKALgY
AVIESS  LIVINGSTON

RANKLIN  OSAGE

ST.
HOWARD

EOONE
RG SCHUYLER SCOTLAND WAPEL
PPANOOSE WAYNE DECATUR RINGGOLL
AYLOR PAGE FREMONT OTOE

"HAYER  JEWELL REPUBLIC

LOUD OTTAWA LINCOLN

2ICE ERSON  RENO

ADA|[

Yessirl 213 baaming counties
lie inside lhe measured %2 mv.
caverage af KCMO's powerful
50,000 watt beam| Add ta this
supercharged signal, pragram-
ming thot's carefully luned lo
Mid-America listeners, and yau
have a farmula for law cost
per 1,000 caveragel

Kansas City’s Mast Pawerful Statian
50,000 Wotts Day-
tlme Nan-Directianal

%\ 10,000 Watts ng.h'—
: 810 ke.
AR KANSAS CITY,

\G MISSOURI

\m Basic ABC for Mid-America

sngh,

e g
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COINCIDENTAL

PROVES ONLY kglo cives

DOMINANT COVERAGE IN
THIS RICH MARKET

A
ph¥e X
iy W
so° N
kglo AREA STUDY — EDW. G. DOODY CO. -
To determine the depth of ture of KGLO dominance !
listening in the heart of its in the important rural
2’9 County ‘B‘MB area, market of Northern lowa ™
EGIISO)SOH;m(':SS'OgedLEd?V- and Southern Minnesota.
- Doody 0., St Louts, Get your copy of this
s ombe el | bl ol e
ol : ! vey to verify your radio
?I:ﬂc()f "fstll:iI:d'mw::;nf coverage in this important ; |OWA
baian(:l:iourban-r;ar:tr\) m:r: midwest market. Contact 3 -
ket which has more wealth, Walter J. Rothschild, I\.Iat 1. )
per capita, than any other Sales Mgr., Lee Stations, *
area of equal dimensions in Quincy, Illinois, or call
the U. S. Adequate samp- your WEED & CO, repre-
ling gives an accurate pic- sentative.

s

: 211}

kglo MAS'OOF‘INACITY

1300 K.C., 5,000 Waotts

CBS Affiliate 1Dwa
COVERAGE — 29 rich counties i1 !
in Towa and Minnesota. Urban 1

communities include Mason City
and Charles City, Iowa; Austin I
and Albert Lea, Minnesota.

Audience produces more corn,
hogs, grain-fed cattle, oats, eggs,
poultry, and cash farm income g

than any other area of equal -— \ { UK \

dimensions in United States. L"”ss"‘(“‘(. ; ]
KGLO — FM d N )

101.1 MC ERP 16,000 WaHs

i
;
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?
@ STATIONS——

WTAD iNors

930 K.C., 1,000 Wotts

CBS Affiliote
COVERAGE 34 Mississippi
Valley counties in Illinois, Miss-

ouri, and Jowa ual
Niviciom

division between urban and farm
listeners. Cities include Quincy,

Itli Hannibal, Miss aj
Ke JIowa — cor f p
linois-Missouri-lo

" uing
3

N

WTAD — FM
99.5 MC ERP 53,000 Watts



BROADCASTERS PROGRAM .SYNDI(ATE
Success Story...

Since its organization less than a year ago, the Broadcasters
Program Syndicate has built a success story unparalleled in
the history of radio.

Operating on a' subscription’ basis exclusively, the Broad-
casters Progrzm Syndicate is essenmlly of, by, and for station
subscriber-members. 4

A smgle weekly fee* equal to the subscribing stauon s ‘national
one-timeé class A quarter-hour rate entitles the station to the
Syndicate’s entire output of network-calibre programs. All
current programs—pius every additional series produced by
the Syndicate in the future.

Currently, for.a single weekly fee* 'PAT O’BRIEN FROM
HOLLYWOOD,” "FRONTIER TOWN,” and *“ADVEN-
TURES OF FRANK RACE” all go to the followmg members
of the Broadcasters Program Syndicate:

WAPX Meﬂlmy
APtZONA
KA

KYUM, Yuma .

ARKANSAS
KVLC, Little Reck

CALtFORNIA
KERN, Bakersfield.
KOON, Menterey

KXOA. Sacramente . . MB

KUSN. San Oiego
KCB8$. San Francisco.
KXO8, Steckton
KVVC, Ventura

COLORAOO
KFXJ, Grand Junclion
KGHF, Pusblo - s
CONNECTICUT
WTOR, Torrington
FLORIOA
WEUS, Evslis
WMBR, Jacksonville
WCNH, Quincy

GEORGIA

R
KLIX, Twin Felle

iLLINOIS
WiV, Pekln

INDIANA
WHBU, Andersen
WEOA, Evanvilta |
WFBM, Indienapolie

OwA
KFJB. Marshalltewn .
KWPC, Muscating

KENTUCKY
wL:x Lenington

N, Louisville , . .

LOUISIANA

WLCS, Baton Rouga . .

KSIG, Crowla

WOSU. New na .

KSYL, Aleaandria
MICHIGAN

WFOF. Flint .

WFUR, Grand Ragids

WKNX, Saginaw

MINNESOTA
KROC. Rech:

9
WHLS. Vieginla

MONTANA
hluomh

KPRK, lelnqshn
KRJF, Milas City
KGVO. Missoula
NEBRASKA
KOLT. Scatts Bluft
KOIL. Omaha
NEVAOA
KOH, Reno
NEW YORK
WCSS, Am.

WINS, Ntl Vlfh Clly
NORTH CAROLINA
WLOS, Ashvilis
WCPS, Tarbore

OHI0
WSAI, Cincinnatl .
WJIW, Cleveland
WWST, weoster

0
KOIN Portland .

PENNSYLVANIA
WLTR, Bioomeburg
WCPA, Clearfield
WSCR, Screnton

SOUTH CAROLINA
WMRA, Myriie Beach

SOUTH DAKOTA
K 0S), Oesdwoed
KOTA, Rapid City ,

TENNESSEE
WTJS, Jeckeon . .
WROL, Knasville .

. - AB
. NBC

KAIC San Antenlo

UTAH

KUTA. Seit Lake City
VERMONT

WSKI. Monipeller
VIRGINIA -

WCYS, Briatol

WGH. Newport Newe |

WRNL, Richmond

SLS. seneka .

WASHINGTON

KJR. S«

KXLY.

KIMA, Yahima
WEST VIRGINIA

WOAY, Oak Hill

WLOH, Princeton
WISCONSIN

WHBDL, Shalioygan

KvOC. Casper
KFBC, Cmymm
KOOI, Ced:
KPOW. Pouil
KWYO, Sheridan

BERMUOA
28M, Hamliton,
Bermuda .
CANAOA
ALBERTA
CFCN, Calgury
CFRN, Edmonton
SRIT. COLUMBIA  .°
€JDC. Creek

. Dawson
CKOV, Kelewns

ABC

AlC
ABUC

M
Mhs

ABC-NBS

cue
CBC

CKNW, New Westminster

MANITOBA
€JOB, Winnipey

"QUESEC

CFCF, Montreal . CBC-A BC

SASKATCHEWAN
[ ateon ,
C. X.Vﬂlw .
CKCK, Regina

*If your quarter-hour rate, for example, Is $25.00, you an a
member of the Broadcasters Program Syndicate would recelve

the Syndicate’s ENTIRE
future programs—for $25.00 per week.

OUTPUT of programs—plus all

.CBC
C

JOIN OUR FAMILY of prestige stations, and share in this
fast-growing programming jack-pot. Auditions available.

BROADCASTERS PROGRAM SYNDICATE

Under Direction Of

BRUCE EELLS & ASSOCIATES
2217 Maravilla Dr. ® Hollywood 28, Calif. ® HO 9-5869

40 West 52nd |

4

Continued from page 4

despite the appearance on the news
stands of the Dell hook and Radio
Dest.

If these statements do not com ince
vou that a radio fan magazine formula
has been developed to a verv profitable
degree. something is wrong with m
rhetoric.

HERBERT G. DRAKE

I'.p., Director of Promotion
Vacfadden Publications
Vew York

PRIDE OF LAWRENCE

Please aceept my congratulations
upon the very fine article, “Pride of
the Town,” in the February 28 issue of
vour valuable magazine.

Your second heading—*lroadeast-
ing can develop good community rela-
tions for corporations. It's being
achieved in many places"—just about
hits the mnail on the head for our
This Is Greater Lawrence program,
broadcast every Thursday at 7:15 p.m.
under the sponsorship of the DPacific
Mills. world-famous manufacturers of
textile fabries.

In fact. the results of a first com-
plete vear of broadcasting have been
=0 effective in the advancement of eom-
munity welfare that Frnest ). Walen,
executive vice-president of the carpor-
ation. renewed the contraet for another
full year. effective March 11

I'he nerit of a program of this 1ype
i~ perhaps  best emphasized in the
award of third place for outstanding
public service for clear channel net
work aflibates to WLAW and WLAW
FML in The Billboard's 11th amual
vadio and television promotion com-
petition for 1918,

The program is sponsored by Pacific
as a contribution to the health. happi
ness. and  prosperitv of the  150.000
residents of the allied communities of
Lawrence.  Nlethuen,  Andover,  and
North Andover. several thousand of
whom are Pacific employes.

Civie, fraternal. patriotie, and other
roups whose activities direetly affect
the life of the greater community are
represented cach week in broadeasts by
representatives of their own selection,
who tell what their organizations are
doing. have done. and will do.

Pacific’s gesture of good-will toward



the people who live in the arca in
whiel one of its major plants is located
has brought showers of praise upon the
company from community leaders. Be-
causc it ¢ a leader in the textile indus-
try, activities of a radio nature like
This Is Greater Lawrence remain of
coustant interest to the industry in
general.

We thought you would like to know
how much we appreciated vour article,
and to learn also what WLAW, the
50,000-watt affibate of ABC, is doing
along that line.

HaroLn B. MorkiLL
General Manager
WLAW. Lawrence. Mass.

KROC OVERLOOKED

Your artiele on “BMB Meects a
Crisis” in the March 28 issue is very
fine, and your listing of station test
reports on average dailv audences is
good, too. except for one thing: the
results of the test survey for KROC,
Rochester. Minnesota, were missing
from the list of 250-watt stations.

It is with a great deal of pride that
I point out to vou the fact that no sta-
tion listed in your breakdown mea-
sures up to KROC’s 919 of the weekly
davtime audience. and no station beats
our 97% of the nighttime weekly
audience. Also. no station on your list
measures up to KROC's 87% average
daytime listening and our 81% aver
age nighttime listening.

There are only two stations, KIEM.
Fureka, California. and WRDO.
Augusta, Maine. that can beat KROC’s
Hooper share of audience for daytime
listening of 5+9%. KROC again
comes out on top in nighttime, with a
Hooper share of audience of 60.3%.

I am sorry that vou overlooked
KROC’s results in BMB's special test
survev of 1918. made during Octoher-
November. 1918,

G. Davip GENTLING
Station Manager
KROC, Rochester. Minn.

THANKS!

You've started something in that
capsule I'arm Results deal. short and
sweet-sounding to the cash register.
Still say your stuff is doing more for
RFD profession than any other effort
sinee invention of corn cob.

Sayd B. SCHNEIDER
Farin Service Director

KI'00, Tulsa

BROADCASTERS PROGRAM SYNDICATE
Success Story...

Each member station of the Broadcasters Pro-
gram Syndicate pays one small weekly fee, re-
ceives the Syndicate’s entire program output.
Aggegate fees already furnish you these network-
calibre programs...

SERIES No. 1

“PAT O'BRIEN

FROM HOLLYWOOD”

Award-winning 5-
quarter- hour vari-
ety strip, starring
radio’s beloved
master story teller.

SERIES No. 2

"FRONTIER TOWN”

Radio’s first au-
thentic class-A half-
hour Western dra-
matic series. The
Cimarron and Red
River of radio.

SERIES No. 3. -

“The Adventures of

FRANK RACE”

Half-hour mystery
adventure featuring
Hollywood’s most
outstanding talent.
On a par with the
best network ad-
venture thrillers.

Additional members mean additional funds (o provide
additional programs .. .. without additional cost to yox.




ON THE HILL

Anti-trust action against
NBC just a memory

CBX raiding of NBC top progiams accomphished some-
thing that hasnt been brought to the fore vet. A number
of congressmen had heen of the opinion that NBC was a
monopoly and should be investigated as a trust. These
same econgressmen haven’t ehanged their minds, but no
anti-trust action is contemplated.

Business advised to "speak up”
on Taft-Hartley law

Pro-business congressmen are wondering  why  business
hasn't vsed its advertizing to carry copy favoring the Taft-
Hartley law. Only General Electric has been outspoken on
the subject. A\ number of senators and representatives have
put the question direetly to the presidents of ten great
corporattons - “Why not go to the public and state your
cases?” Resulis is that several big broadeasting programs
will speak ont on labor legislation shortly,

Chocolate candy business
running behind last year 10%

Chocolate candy business. aceording 1o the Department of
Commeree, is nsnally a good barometer of husiness. I's
been off 1040 during the first quarter of the vear. Instead
of <inging the blues. the industry has upped the size of
nickle candy bars (1o nearer the pre-war size). with Nestle
wid Hershey starting the trend. Peter Paul has been air.
featuring its bigger-better candy bar for some time. and is
ronning ahead of the trade with practically no dip in
<ales. Hershey is a nonaadvertiser,
P&G, Lever and Colgate cut
prices and continue advertising

Leading <oap manufactnrers have cut <oap prices a~ much
1~ eight times during the first four months of the vear,
with further ents o sight. P&G, Lever Bros, and Colgate
Pahmolove-l’eet have heen the most consistent cutters of
while at the same time continuing therr hard hittiog
wiwork and selective broadeast advertising.  Reason for

price
cductions: passing on lower costs of materials soapers
use in their products. Congressis using the soap companies
e exanples o other industry men on how to avoid redoced

.Il-\

"Anti-fear psychology' campaign
required by government?

Broadeasters continue to wonder why nothing is being
done by the government to eounteract the “fear pych-
ology™ that is holding back normal consumer buving.
There is no shortage of income. N, Y. State reported
recently that savings bank deposits were up 226 over the
first quarter of 1918, Secretary of national building and
loan association executives’ organization at the same time
reported that deposits in federally insured groups hit an
alltime high in Mareh with the trend continuing up. Net-
works and stations are ready to cooperate with any govern-
ment campaign to build buving confidence. hut nothing
comes out of W usllinglun on the sul)j(‘cl.

Congress not sold
on advertising

There are still many senators and representatives who feel
that advertising is a waste of money. They refuse to look
upon it as a logical part of distribution and selling. Fypi-
cal ts Owen Brewster of Maine who can’t understand why
the U. X, should advertise to encourage European travel.
ECA iz trying to convinee policy men on the hill that travel
in Europe will give the Continent American dollars which
will come back to the UL S0 I's better, they say. than
having to spend the same money via the Marshall Plan,
ECA would like to use air and printed media to do the
job. but unless it's okayed soon. it'll be too late to promote
sizeable vaeation travel abroad this vear.

Less “over populated” air
in the future?

While Chairman Wayne Coy of the FCC has consistemly
informed all and sundry that the Cominission cannot take
into account the possibility of an applicant being financially
successful. there will be less grants in the future to appli-
cants in the areas where there are too many stations. The
days of the FCC granting Licenses to prospeetive station
owners without regard to the health of those now serving
an arca are ended. although thi= will he denied by the
commissioners individually and eollectively.

N. Y. State radio bureaus
selling Dewey, the new leader

Bewey's out-fair dealing”™ Truman has some Republicans
wondering about s bid for a third try at the Presidency.
Dewey s using the several N. Y. State radio publieity
departments to spread the good word about his state medi-
cal and other legislation. Bosizs ix that New York i a
good state 1o visit and work in. Sounds like state publicity.
hut it’s reallv Dewey's bid for the White House or the
Senate at N, Y. State expense.

Liquid assets of U. S.

population up?

Advance indications on the trends showing up in the
Federal Reserve’s poll of the current ligquid assets of the
L. = population is startling even thoze who felt they knew
that the average worker was plaving it very elose. Liquid
assets appear 1o have inereased 30 over a vear ago.
These fignres are ounly from a tiny part of the FR poll
which will not be released until June. They are off the
record and not official,

SPONSOR
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Seruing 4 Mighty Market !

For 981 miles through the heart of WWVA.

land, the Ohio river threads its way . . . a

night its rippling waters reflect the orange-
red glow of some of America's greatest
mighty moving road that carried on its steel mills.
broad surface 41,396,738 tons of cargo in

1947. Adjacent to its banks are mines that

Here, in this great Ohio river valley, is

the Ruhr of America . . . with progressive,

produce more than half the nation’s coal;
its flood-silt has made its lowlands fertile
for agriculture; it has stimulated the birth

of a thriving chemical industry; and at

prosperous people who make it an area
rich in sales opportunities for alert adver-
tisers. The 50,000-watt voice of WWVA

serves it well.

An EDWARD PETRY Man Has the Details!

VVAVVAVE

50,000 WATTS--CBS-- WHEELING, W. VA.
NATIONALLY REPRESENTED BY EDWARD PETRY & CO.

National Sales Headquarters: 527 Lexington Ave., New York City
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@ New National Selective Business

New and renew

& SPONSOR

PRODUCT

AGENCY

STATIONS

CAMPAIGN, start, duration

¥ Bon Amu Co

(‘anada Dry Ginger Ale, Inc

z Delta Air Lines

o3
Eskima T'ie Corp

M. 1. Ileinz Co

5

] Nygienic Products (o
72 National Biscuit Co
xy

4 Lydia E. "Pinkham Medicine
o {0

i

".

£ ‘Reporter,” Inc

3
g It. J. Revnolds
i
1
Standard Brands, Inc
Union Starch & Relining Co

R. L. Watkins & Co

of any 13-week period)

Glass Gloss
Beverages

Summer air travel

lce Cream

Iteiz Chef’s Receipe
Sauces

Mel-O Water
Softener

Graham Crackers
Vegetahle
Compound

“Reparter”
Magazine

Cavalier
Cigarettes

Tender Leaf Tea
Table Syrups,
Marshmal-O-Creme

Dr. Lyons Toeoth
Paste

BRD&KO (N.Y.

J. M, Mathes
N. Y.

Burke Dowling
Adams
(Montclair, N.J.)

Buchanan (N.Y.)

Maxon (N.Y.)

lewis & Gilman
«I*hila.)

McCann-Erickson
(N.Y)

Erwin, Wasey

(N.Y))
Buchanan (N.Y.)
Esty (N.Y.)

Compton (N.Y.)

Kastor (Chi.)

D-F-5 (N.Y.)

Station list set at present, although more man be added later.
(Fifty-two weeks generally means a 13-week contract with options for 3 successive

Indef

(All key metropolitan mkts)
20-30*

(Spring-Summer campaign)
&-10

(Limited to East, Midwest)
Indef*

(Mainly South, Southwest)
Indef*

(Will go national, after test
in Syracuse, N.Y.)
5-10
{Expanding campaign in
Midwest, Texas)
Indef*
(PPromotions in 1 Midwest

(Mostly South, Midwest
mhkts)
{ndef*

{Intro campaign, mostly
Midwest mkts)
Indef
(Natl campaign following
mkt tests)
100-200*

(Natl campaign, major
mkts)

Indef*
(Expanding limited Midwest
campaign)

Indet*

(Adding to current sched
in Midwest)

Ld-we el renecwals.

I.t, spots, breaks; Apr 23 on; 52
wks

F.t. spots, breaks; May-lun; 13
wks

Spots, hreaks; Am 15; 1.5 wks

1.t spots; Apr Is-May 135; # wky

12.t. spots, breaks: Indef; $-13 wke

Spots, hreaks: Max 1 on; 13 wke

Yarious local prgms; May; 13 whe

E.t. spots; Apr 1%; 13 wks

E.t. hreaks; April 22-26; 1 wk

spots, hreaks; May-Jun;: 13

E.t.
wks

E.t. spota; Apr 25; 13 wks

Spots, breaks; Apr-May; 13 wke

E.t. spots; breaks; May-Jun; 13-52

w ks

1t's subject to cancellation at the «ad

i{; New and Renewed Television (Network and Selective]

SPONSOR

AGENCY NET OR STATIONS

PROGRAM, time, start, duration

American Chicle Co

American Cigarette & Cigar
(‘o (Pall Mall)

: American Tobacce Co
S (Lucky Strike)
A. 5. Beck Shoe Corp

1. Ballantine &
{BBeer)

Beltone llearing Aid Co

Benrus Watch Co

Brown & Williamson Corp
(hools)

Canada Dry
{Beverages)

Carbona P’roducts Tne
(shoe polish)

Coty Inc
(Coxmetics)

Sons

Curtix Publishing Co
(Ladies Ilome Journal)

Durham-Enders Razor Corp

Fclipse Sleep 1’reds Inc

Elgin National Watch Co

Forstner Chain Corp
(Jewelry)

Goodall Co
(Palm Beach Suity)

D, I". Narris
(llardware)

Henry lleide Inc
(Candy)

Lever Brothers (o
(Silverdust)

e
i

® In next issue:

e

Balger & Browning
& Hersey

Sullivan, Stauffer,
Colwell & Bayles

N. W. Aver
Dorland

J. Walter Thompson
Ruthrauff & Ryan
J. D. Tarcher

Ted Bates

J. M. Mathes
Ralph Harris

Bruck

BBD&O

F. D. Richards

H. J. Kaufman

J. Walter Thompsen
A. W, Levin

Ruthrauff & Ryan

Kiesewetter, Wetterau
& Baker

Kelly-Nason

Sullivan, Stauffer,
Colwell & Bayles

WARBD, N.Y.

KTLA,
WIRKR,
CBS-TV, N.Y.
WENR, Chi

WABD, N.Y.

L.A.
Chi

WNBT, N.
WRGH, Schen.
WABD, N.Y.

WNBQ,
WNBQ,
WPrIX, N.Y.

ARBC-TV, net
WANBD, N.Y.

WNBT, N.Y.
CBS-TV, N
WANBK, Cleve
WPTZ, Phila
WRBZT, Baston
WXYZ, Det
WPTZ, hila

CRS-TY., N.Y.
CBsS-TV, N.Y.
WNBQ, Chi
CBS-TV, N.Y.
19 stations
WNBT, N.Y.
WABD, N.Y,

CRBS-TV, N,Y.
WJIZ-TV, N.Y.

Film spots; Apr 4; 52 wks (n)

Filin spots; various starting dates hetw Apr 12-30; 13 wks (n)

Film anncmts; Mar 23; 13 wks (r)

("andlelight Review; Thurs 10-10:30 pm;

13 wks (n)

Basehall; All New York Yankees home games; Apr 15 (n)

Film annemts; Mar 113 13 wks (n)

Film anncmts; Apr 3;

52 wks (n)

Boxing; Sat 9-9:39 pm;: Mar 12; 13 wks (n)

Super Circus; Sun 5-6 pm; Apr 3; 13 wks (n)

Film spots; Apr 5; 13 wks (n)

Filin spots; Apr 113 2 wks (n)

Film annemts; Apr 18; 13 wks (n)

Film spots; Apr 1;
Film spots;

13 wke (n;
Apr 13; 13 wks (n)

Film annemts; Mar 21; 52 wks (n)
Film spots; May I; 5 wks (n)

Ilow To Improve Your Golf; varions starting dates hetw Apr
6-15; 5 min films; 13 wka (n)

Thrills on Wheels:

Film spots;

Mon & Thurs; 6:55-7 pm;

13 wke (n)

Apr 253 39 wks (n)

Filin spots; Mayv 3: ¢ wke (n)

New and Reanewed on Networks, Spousor Pevsonnel Chaages.

National Broadeast Sales Executive Chaungeos, New Ageney Appointmeats

s




New and Renewed Television (continued)

SPONSOR

AGENCY NET STATIONS

PROGRAM, time, start duration

Lagget & Myers
(Chesterfields)

Miagna Engineering Corp

{Teolsy
Nash-helvinator Corp
iRefrigerators)
Nu-Enamel Corp
(Paint~y
I’rocter &
(Tide)
Reed & Barton
(Silverwae)

Giunble Co

Raival Mig (o
(Appliances)

sSan-Nap-Pak Mfg (o

Simmons Co
tMattresses)

United Aar Lines

U. N. Ruhter

Jo B Williiems Co
(Shaving products)

Newell-Emmett WIIN, N.Y.

1. Walter Thompson WNRBQ, Chi

Gever., Newell & Ganger WJZ-TV, N.Y.

A. A, Turner WARBD, \N.Y.

Benton & Bowles CRBS-TV, N.}.

Bedger &
& Merses

WNBW, Wash
WRBZT., Roston
WNBK, (Cleve
WCAU-TV, Philn

Brawmng

Totts-Cidkims
& Holden

Federval

Yoang &

WARBD, N.Y.

Rubnean

WCAU-TV, Philie
CRBS-TV. N.Y.

CRBs .
WIPTZ, I'hila

NoOWL Aser
F. Db, chards
L Walter Thompson

Advertising Agency Personnel Changes

Raseball; New York Giants home games: Apr 16; (n)
Walt's Waorkshop;
Film «nncmts;
Film spots; Mar 30;
Filin anncmts; Apr 25;

Film annemts;

Needle Shop; Thurs 1:30-t3 pm: Mar 19; 13 wks (n)

Jack
Film
whks (n)

Film spots;
TV Lucky I'n
Act 1t Out; San 6:30-7 pim; Apr 3; 13 wke ()

Mon 7-7:30 pimn; Mar 7; 18 wks (n)

Apr 2); 10 wks (n)
13 wks ()
32 wks (n)

sarious stuting dates betw Apr 3-9; t wks (n)

Iigen; Thurs 7:13-8 pm: Apr 7; 32 wks (n)
spots; various starting dates betw Mar 2%.April 53; 13

Apr 14: ~ wks (n)
Fri 6:30-6:t5 pm; Mar

13 wks (n)

NAME

FORMER AFFILIATION

NEW AFFILIATION

John R. Allen
Fdgar A. Barwond
John Rates

. Ralph Bennett
Frank I°. Bibas
Wialliam W. Bodde

. Wentworth Boykin |

Frank Brandt
tobn Read Burr
Arthur Ca ¢y
Lloyd . Contts
Salty Cramer
Fhomas Frwin
Rohert R, Ferry
Charles . Fme
George Garvi
Ben M. Halt
Rohert D. Hawkins
nevieve ltazzard
1{ay Herrick
Milton Tlertz
Gerard S, Jlustan
Willis T, Jen en

Watlace Sheppord Jordan

John R. Allen Associates, N. Y., head

Masfield, Providence R. 1., acet evee

Ao M. Mathes, N. Y., radio dir

Fied Gavdner, N. Y., creative dir

Casanase-Artlee Pictures Inc, N. Y., vp in chge sls
Buchanan, N. Y., acct exec

~Erichson, N. Y., acct exer

er & Fuller Co., St L., pub rel dir

ion Stores btd, Toronte Canada, adv dn-
MctCann-Frickson, N. Y., Revlon creative service dir
Lennen & Mitchell, N. Y., vp

C. ). LaRoche, N, Y., evec asst te pres

Peck, N. Y.

Gottschaldt, Morric & Slack, Miami, sec

Nenrvi, Tturst & MeDonald, Chi., copy staft

John 1. Smith, Rochester N. Y., ereative din
Tlenry Bach, N. Y.. acct enec

William Morris, N, Y.

Grant, N. Y., vp in chge TV

Arthur F. Rrown, Boston, acet evec

Kenyon & Eckhardt, N. Y., radio prodn swperv
Same, vp

McCann-Erickson, N_ Y., filin dir

George Kirksey, Houston, acct exee

Ellington, N. Y., acct exec

Shappe-Witkes, N. Y., TV art dir

Federal, N. Y., acct exec

Gardner, St. L., radio, TV dir

O'Brien. Vancouver Canada, acct evee

Robert W. Orr, N. Y., acel evec

Abhot Kimhall, Ch vp, dir, gen mm

Same, vp in chge tact dept

Gordon & Maottern, N. Y., radio. TV dir

Bozell & Jacohs, Waxh,, acel evec

Same, radio, TV dir

Name, acct exec

Morris F. Tandy, Detroit, acel evee, rudio dept mgr
Fuller & Smith & Ross, Cleve., acet evee
Same, radio, TV dir

. W, Reynolds, Toronto Canada. acct evee
Charvles L. Rurill, Rochester N. Y., acet exer
Same, radio, TV head

S
G
3

e

S

Brock hing J. Walter The son. Torente Canada
Robhert Kirschhoawm
Milford I'. hostman

Long, S. F., acct exec
Shappe-Wilkes, N. Y., head radio. TV dept
W. B, Doner, Chi.. acct exec

7

il. Larson & MeMahon, Chi.

Wiltiain A. Lots Wilson rorting Goods Co, Chi.,, adv mgr Campbell-Mithun, Chi., acct evec FAl
wrge 1°. MacGregor Dancev sgerald-Sample, N. Y, Ken & Fek di. N. Y., acct envec X
Wiltisem |, Manter do Sterling Getehell, N. Y. Paris & Peart, N. Y., acct exee T
Mereer Buchen, € hi. Fuller & Smith & Ross, Chi., acet cver L
Lloyd Miner Lewi dwin Ryan, Wash,, radio du Steler-Miller-Tester, L. A., radio dir

Narman 3. Moellea
C. Sewell Paungman

Clean, 1., A. wvp Norman B. Mocller (new). L. A., head

Oakleigh R. French, St. L., media din

AL Al Peters Marcel Schuthoff, N. Y., acct exec

F. M. Randolph hY OO, Tulsa Okla., pgm dept head White, Tulsa Okla.. ra TV, motion picture dept head 3
Harry R, Sauders Wallachs, N. Y. Ttirshon-Garfield. N. Y.. acct exee o
Kenneth ¢ Sichinger Itenri, linrst & McDonald, Chi., vp, acct evec L
IPanl Smith Smith, Smalley & Tester, N. Y., pres aul N v fask

mith (new), N. Y,, head

Ttewitt, Ogilvy, Benson & Mather, N. Y., radio. TV dn
Name, Wa i mdsg mgr

R

s
i

Rohert ).
Martin h,

Bozell &

Jacobs, Lowsville, wgr

Cameron C, Stineman —— cke, Meyer & Finn, Chi., acct evec
Allie Stolz - Fisher, Rigas, Newark. acct evee
Conrad F, Stuhlman hiuonick, St Westheimer, St. L., acet exec

1.
Billboard, N. Y,, cditor, gen mgr exstein s

> activities
Ronson Art Metal Works Ine, Newark N, [,

s K. Sugarman
)

Furman, Feiner. N. Y., asst to pres, super TV
vk (0 Se

Wehner, Newark N. ., acct evee

Fr

Robert b, Terbiweggen Clark & Rickerd, Detroit, media dir

Albert H. Thomas Charles L. Rumrill, Rochester N. Y,, acct enec
lerbert Ao Vitriol Gies, N. Y., research dir Same, research, media dir

Witlizem (. W hite Benton & Bowles, Y. P'ediar & Ryan. N. Y., chief timehuyer

Raltph Whitmore Santh, Ball & Met ry, L. AL, acet exer .. W, Rawms 1.. A.. acct exec

Howard Wolf N.OWL Aver, Plhila,. chief copy writes Weightm .. pres

Dasvid YeHin Aust to producer. “luside 70 S0 ALY Elliott Nonas, N, Y., radio, TV dir

Station Representation Changes
STATION AFFILIATION

NEW NATIONAL REPRESENTATIVE

CIES, Sherbvook Que. Dominion Jo AL Hardy for Canada
RALE, Wichita hans. MBS Walker

RCBQ, San D Cahf. RS George 1. Hollinghery
KREPO, FL Poso lew, ARBC John Blar

RGEC, Shami OLL. Independent Adam L Young

Wb ACEY A Independent hatz,

hE'At, Povt Arthue bes, MBS Donald Cooke

KRON T . N B¢ Feee & DPeters
KWL, ta Voalls Ten R3S John RBlan

WANE, Fto Wasne o, 38 Bolling

WGLENM, Quiney HH. ARC Walker

WSNY, Seheneetady No Y. Independent Adam J. Young
WL Ferre Thante Jud. ARC Rotling

Fese  were aepmted inconectly  tast month,




CLEAR-CHANNEL PUBLIC SERVICE IS
A WORLD INFLUENGE FOR

PEACE AND HUMANITY

e,

ln ita quarter-century history. the radio
industry has furnished many examples of
distinguished publie service in times of
crisis,  Almost every community has had
its flood, hurricane or disaster, during
which its radio stations have pitched in

wonderfully and suceessfully.

WHO is proud to have shared in many
such  epies  of public serviee—is  still
pronder, however, of a continning serviee
we have now been rendering for over

three consecutive vears:

In December, 19450 WIHO spotted an
international emergeney of hunger and
poverty in Euwrope—Dbegan telling its lis-
teners abont it three nights a week, from
10:30 to 10:45. on onr loecal pnblie
service feature, “The Billboard.” WHO
listeners in 39 states responded immedi-

ately, sending parcels to Enropean families

25 APRIL 1949

whose names were snpplied by WIHO. For
three yvears the response has continned.
To date. more than 260.000 packages from
41 states have gone to 8 Enropean coan-
tries, and now (480 programs later!) the

response is still strong and steady!

This remarkable record is proof of
WHO's listener-aceeptanee and confidence.
based on many years of sineere good servs
ice. 1t stands to reason that sueh confi-
denee is also conferred, in large measnre,
on the products advertised over WHO, and

on the people who make them,

Wil ©

+ for lowa PLUS #

Des Moines « . « 50,000 Watts

Col. B. J. "almer, ’resident
o P’. A. Loyel, Resident Manager

FREE & PETERS, INC.

National Representatives
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INVESTIGATE

LANCASTER
PEHHA.

READING

EASTON
PENMNA,

Represented by

S """ MEEKER

AS SOCI ATES
New York . Chicogo
San Francisco * Llos Angeles

Clair R, McCollough
Manoging Direclor

STEINMAN STATIONS

g |

for profitable |

H., Woodruff Bissell

Mpr.Sponsor

Bald, heavy-sct Woody Bissell came to Handmacher-Vogel two
years ago amply equipped to handle ad matters for the women’s
tailored-suit firm. e came by the equipment first at Newell-Emmett,
then as an ad man for various textile houses, subsequently at the head
of his own ageney for a time. and finally through ten years as
advertising manager for Sears. Rocbuck. He also furthered his
experience via a stint as district price executive for the OPA in the
New York arca during the war.

Before Bissell joined Handmacher-Vogel, the company used only
national fashion magazines, with that policy later broadening out
to inchide consumer publications like the Saturday Evening Post.
This advertising formula didn’t accomplish its objective, the firm
failing to detect any direct sales results. Six months ago 11V
finally found a visual medium for promoting its line of spceially-cut
women’s suits that is paying off nicely—video.

When the company bought spots on TV stations throughout the

Advertising Manager
Handmacher-Vogel, Inc., New York

country, it increased its ad budget. 1t’s so satisfied with the effec-
tiveness of TV as an advertising medium that -V will sponsor a
weekly 15-minute show next Fall in New York. The program will
fecaturc Jane Derby, 11-V designer, and will combine fashion presenta-
tions and entertainment.  Including this show. Handmacher-Vogel's
total ad budget for 1919 is close to $100,000, half of which goes
for TV and radio—the latter being used in seven cities which have
no TV stations but do have -V rctail outlets.  This selective audio
campaign is limited, the company not being too interested in hroad-
casting without sight.

Informal, energetic, Bissell still finds time, despite traveling three
hours a day to and from his home in Northport, Long lsland, to
be the Democratic Committeeman in his township (a Republican
stronghold), as well as the chairman of Northport’s Youth Guidance
Committec.  When he isnt doing all that, and isn’t at his New
York desk, he's taking a swing around the company’s five large,
modern factories in rural areas of Kentucky—or else building a
houseboat to sail the waters of Long Island Sound off Northport.

SPONSOR




“WHAT ABOUT ADVERTISING?

Any man who calls on grocers
these days has heard the question,

“What about advertising?” That's

because it’s an important factor to
the local merchant. He feels its
force every day. As a rule he’s a
regular listener. He hears the com-
mercials, enjoys the shows, and as
he stands behind the cash register,
he sees dollar and cents evidence
that good consistent radio advertis-
ing pays off.

Grocers in North Dakota are no

KSJB, 5000 Woatts ot 600 KC, the CBS station covering “The Top
Of The Nation”. Studios in Jamestown and Forgo, North Dakota

exception. From actual experience
they know what your advertising
will do for their sales. They know
too station KSJB will deliver a
premium audience, create a highly

profitable  demand.

sentatives now have a copy of the
latest area survey made in seven
key North Dakota counties. Based
on 6,202 calls the survey shows

KS]JB ahead two to one.

Basically, these are
the reasons why
KS]JB is your best
buy in North Dakota

... To back up these KSJB . 54.4 46.5 49.6
. Station A. .. 18.0 21.4 23.5
claims all  George Station B. . 19.3 25.5 17.7
All Others 8.3 6.6 9.2

Hollingbery repre-

Survey taken in Stutsman, Barnes, Griggs,
Foster, Kidder, Logan, and LaMour counties,

—KSJB's—
LATEST RATINGS ———————

Morning Afternoon Evening

North Dakota.
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The Texas Rangers, America’s
greatest western act, for many
years stars of radio, screen and
stage, now are starring in their
own television show on CBS-
Los Angceles Times stadion
KTTV cach Monday evening.
They star, too, on the CBS
coast-to-coast network cach
Saturday afternoon, 4-4:30 EST.

The Texas Rangers transcrips
tions, used on scores of stations
from coast to coast, have
achieved Mooperatings as high
as 27.4.

Advertisers and  stations —we
have a new and even better
sales plan! Ask about it!

ARTHUR B. CHURCH Prroductions
KANSAS CITY 6, MISSOURI

New dervelopments on SPONSOR stories

P.S.

See: “Men's Clothing War"
lesue: 17 January 1949

SUb|e(': Is the battle for the men's clothing dollar
still going strong? Are there any pro-
nounced trends toward increased accep-
tance of national brand names?

Brand consciousness among buyers of men’s clothing is practically
non-existent, according to preliminary figures released by the Bureau
of Agricultural Economics. The survey. which will be released in
June. was financed under the Research and Marketing Aet, and is
supposed to help designers and merchandisers in the clothing busi-
ness with consumer preference information. Only men’s business
shirtz are bought by Irand name, and then only 1890 of those
surveyed indicated they asked for shirtx by tralename. Only men’s
shirts are being aggressively merchandised on the air, with Arrow
{ Cluett-Peabody ) on television and a number of other shirt firms
in radio. Despite continuons black-and-white adventising by Palm
Beach suits. only 3¢ reported huying a sunmier suit by trade name.

At the retail level. the most aggressive men’s clothing advartiser
currently is Robert Hall. whichi continues 1o use the saturation
techiique in every town in which it opens stores. In Tulsa in March
it used time on KTUL, KOMLE. and KFMJ to introduce the 691h
salesroom of the firm. In Cincinnati. it used WCKY and WCPO to
spotlight the moving of one of itz “loft<.”" The Robert Hall formula.
based upon the original Barney routine of hitting the listeuer fre-
quently with price-appeal, seems to be the only one that is selling
clothing a1 the moment.

Barney himself has entered TV with annonncement films that
precede the New York Giants games on WPIN and the New York
Yankees games on WABD.

See: "Out of the beauty parlor into the home"

Issue: March 1948, page 31

p-s.

Subiect: Does Toni still lead the home-permanent
parade? What are its current broad-
cast plans?

Shift in Toni broadeast advertising now has the firin reaching every
segment of women rather than only the UL 3. housewife, which was
the original objective of most Toni programing. Since Toni's
research has discovered that milady doesnt think too much about
her appearance in the carly morning hours, Breakfast Cluby sponsor-
~hip has been dropped. I also dropped, some months ago, the pres-
cmtation of This Is Nora Drake on two networks and now presents
the ty pical daytime heart-tugger only on CBS. In this. it’s following
current rescarch findings which indicate that the presentation of any
progrant on two major networks does not reach the audience which
the airing of two different programs. even though of the same type.
would. Toni also has dropped its a.m. sponsorship of Ladies Be
Seated. with the money previously allocated for this program being
put into television on Thursday evenings. TV program. which starts
in May, will have a youthfnl slamt, but will be addressed to “the
voung twenties,” rather than the teen-age gronp.

Toui now reaches the working girl and the family woman at nights
with Crime Photographer, the soap-opera following with This Is
Vora Drake, the follower of aundience-participation programs with
Give and Take. Getting into television has been prompted by the
thought that TV.set owners may he just the women who are inter
estedd i doing something new. Besldes. TV presents the ideal mediinm
through which 1o scll the effectivencss of a permanent wave.

SPONSOR




ECONOMICAL

. COMPLETE COVERAGE
of the

L TOP TWO MARKETS e~

on the el

PACIFIC COAST [

TO SELL the TOP TWO MARKETS On
the Pacific Coast—the biggest mar-
kets West of Chicago—choose K]
and KFRC, key stations of the
Mutual-Don Lee Network.

KH) and KFRC have over a quar-
ter of a century of experienco in
selling products andservicestothe
Pacific Coast’s two major markets.

Put them to work selling for you!

TO SELL the whole big Pacific
Coast, vour Dbest radio buy is
Mutual-Don Lee, the only net-
work with a station in cvery one of

the forty-five important markets.

Wiien you want the Tor Two
MARKETS on the Pacific Coast, con-
centrate on the two kev stations of the
World's Greatest Regional Network.,

KHJ KFRC
LOS ANGELES  SAN FRANCISCO

Nationally represented by
JOHN BLAIR & COMPANY

Hoidical

BROADCASTING SYSTEM
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Selecting the best settings for your television

clients” commercial messages is an allamportant
respon=ihility. Yonr NBC Spot salesman is anx-
tous to assist you in finding the right program al
the right time. 'To make vour joh easter he has
a~scmbled all of the data listed at the right on

the finest local programs in television.

Your NBC Spat salesman will also offer you the

opportunity of developing new program 1ds
through consultation with the programmning ¢
perts of America’s number one television networ
The use of this valuable service is another i
portant reason why most Spot television advg
tisers consult their NBC Spot salesman first.

W hether yonr schedule calls for a 20-sccond <
tion hreak. a five-minute weather report, a ha
hour musical show or a two-hour sports eve

NB

represenling felevision stations: WNBT—New York - WNBQ—Chicago - KNBH—Hol!ytot

e



ou’ll find the programs best suited to vour clients’

weds on television stations represented by NBC
spot Sales . . . and you'll find the best informed
elevision representative in the industry i~ your
ABC Spot salesman.

he nation’s major telecision stations in the

vlion's major markets are represented h)’

SPOT SALES

Television Program

oood

oooooood

Dooooodg

OOoooopOoOoooooaa

PROGRAM FORMAT

biographies of talent
deseription of format
photographs of talent

photographs of et
AUBIENCE

type of audience appeal
ratings

special surveys
response lo offers
weehlv mail count

fan letters

adjaccncies

promotion and merchandising

COMMERCIAL

suecess stories

testimomals from =ponsors

[ixt of current and past <ponszors
sponzors of adjacent programs
competition

types of commereials aceepted
cos=t~ (talent. rehearsal. time)

PROGRAM ADVISORY SERVICE

tested program ideas
talent available

writers available
producers and directors available
~tuzlio personnel required
studio equipment required
set design suggestions
stage properties required
co~tunie snggestions
production cost e~timates
television films available
cemmereial film ideas

filnr animation

NEW YORK - CHICAGO - CLEVELAND - HOLLYWOOD - SAN FRANCISCO - WASHINGTON - DENVER

1

{PTZ—Philadelphic - WBZ-TV—Boston + WNBK—Cleveland + WNBW—Washington « WRGB—Schenectady « WTVR—Richmond

Cheele List

i — T



210 w.& i u bﬁndLlNAs

E%MBER i SAI.ESMAN IS...

50 000 warrs 680 kc RALEIGH, N, & 1
B(AFFILIATE FREE & PETERS, INC. l?‘

v Ny

Y o -




~The umversal language

More people sit back and enjoy folk

songs than any other form of mnsic

= 7] I the Madison Avenne
SALEAT fvory towers of most ad-
vertising agenecies and in the equal-
ly plush-lined sanctums of most of
their clients, there is a tendeney to
regard folk music and its deline-
ators in the same light as the bu-
bonie plague. To most big and
would-be big users of network
radio, folk musie is hillbilly musie,
and hillbilly music is played on
jugs, washboards, and other house-
hold appliances. The general dis-
dainful eonsensus makes folk music
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synonvmous with pure, unadulter-
ated corn, and ne sclf-respecting
ageney on the 30th floor of a Man-
hattan skyscraper would think of a
network program with appeal only
for “peasants.”

Perhaps most folk music is corny,
as compared to serious, light classi-
cal, or even popular music. It can
hardly ever be accused of being
“smart” or “sophisticated.” But ad-
vertisers and ageney men who sneer-
ingly dismiss it as jug music with
an appeal only for havseeds delude
themselves into overlooking an al-
most universal audience. The hand-
ful of national advertisers who use
Western-type programs knows that;
thousands of local advertisers on
hundreds of local stations know it.

Around 1925 smaller stations
throughout the country began to
program a few local eountry fid-
dlers, guitarists, Dballad singers,
They attracted a much more wide-
spread listenership than had been
anticipated, and it was out of these
carly beginning that highly success-
ful “name” folk shows hke Grand
Ole Opry and National Barn Dance
were developed. As more folk pro-
grams et with increasing aceept-
ance, the traditional ballads and
musical stvles were rephrased and
re-arranged, with new instruments

carrying new harmonie ideas and
structure.  The jug-and-washboard
bands—if they had ever been used
professionally in any other than a
burlesque manner—were hut a drop
in the expanding picture of hillbilly
musice.

The national spotlight really be-
gan to focus on country songs when
this type of music stepped into
politics.  Jimmy Davi~ became so
popular as the result of writing You
Are My Sunshine and other hill-
billy tunes that he was elected to
the governorship of Louisiana. W.
Lee (“Pappy”™) ’Danicl entered
first the governor’s mansion in
Texas and later the U. S. Senate
with a musical assist from a hillbilly
band. Roy Aecuff, Western film
star and Grand Ole Opry regular,
“refused” the governorship of Ten-
nessee, All of which was labelled,
and perhaps accurately. as freakish
by political purists—hut it thrust
the whole field of folk music decper
ito the national conseiousness.

It wasn’t until about three years
ago, however, that hillbilly musie
really came into its own to an ex-
tent that indicated its ultimate po-
sition on the Ameriean scene. Folk
songs began to make best-selling
lists regularly: new singing stars
were created in the mountain imusie
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Jockeys like Nelson King on WCKY, Cincinnati, spin Western disks to great audiences

field. and recording companies started
to find. somewhat to their surprise.
that in some instances folk artists’
disks outsold those of popular singers.
RCA Vietor diseovered one of its
heaviest sellers in luddy Arnold. who
in three years has sold more than
7.000.000 records. Vietors belief n
the combruing popularity of the folk
field (and also this disk firm’s fore-
most proponent of 1) is evidenced in
s recent re-signing of Arnold to a
seven-year contract, the lon"('el term to
which it has ever .~|gm‘(| anyone out-
side of the serious and pop niusic cate-
gories.
tor’s roster of folk and pop ariists:
36 Lillbilly singers currently under
contract to the label. as 5
popular artists  and also as against 15
folk performers three vears ago.
Decca Records” brightest Western
star 1= Ernest Tubb. who earned over
S100.000 in dish rovalties last vear:
191 over
on less than half
due 1o the Petritlo re-
cording ban. Average single disk sale
for Tebh tand the same average ap-
plies to almost all other leading folk
i< 300.000-3500.000.
onal appearances around the country
Tubb has sold.
vears. a half-milion folios of sungs he
at 73¢ a song book.
whose shrewd merchandismg

Also highly significant is Vie-

against 1

Tubb sales were up 5°
the previous year
as many tunes,

singers) On per-

over the past tliree
has recorded.

Decea.
policy constanthy has s finger on the
pulsc of the  record-buyving  publie.

-

s tat very mamy people who
wver bougl a hillbilly platter before
e bnyviong them now. It reports that

nntil die last several vears folk-disk

sales had heen steady but small: now
they represent around 20¢ of the com-
pany s
cal, jazz and raee records and albums.

Columlna Reeords, having made the
discovery that a good hillbilly disk
compares {avorably in sales with a good
and almost invariably

s lotal sales of popular and elaszi-

pop pressing

lasts longer—is concentrating much
more promotion and sales attention

on its folk field, as are Capitol Records
and other leading disk manufacturers.
The growth of the field has also en-
abled several shakily spawned (during
the war) record houses not only to
sunvive. but to show susbhstantial
profits, as well. King Records is a
notable example of a disk firm record-
ing only hillbilly platiers and prosper-
ing nieely thereby.

Musie publishing liouses also reflect
the widespread prominence now eu-
joyed by country music. Many pro-
fessional  managers  who  formerly
looked with a jaundieed eve on any-
thing that savored of hillbilly corn
would now vather publish a good folk
tune than a straight ballad. A break-
down of the catalogue of Broadeast
Musie. Ine., shows the nunber of folk
21.000,
to classical music with

composilions. running second
only 29.500.
BM1's popnlar musie catalog is a not-
loo-~lrong third with 16.500
listed,

Folk music has ecome a long way
from the 17th eentury when the colon-

s01ngs

ists brought 1o \merica their old bal-
traditional
typical and genuine folk songs are seri-

lads and hries.  Today.,

ous i nature. an:l eome from the heart

and many of them are stll being

‘Grand Ole Opry”

fans love Red Foley

sung as they were 300 years ago. There
is also the new-type. modern hillbilly
song—many of them using the same
musical devices and eliches of Tin Pan
Alley pop numbers—that has made
millionaires and national personalities
vut of Gene Autry. Roy Rogers, Eddy
Arnold. Roy Acuff, ete. The rhythms
thal aceompany hoedowns and squaie
dances still remain to give country-
style music a corny reputation-—but
the modernized hallads that many
times in the past several years have
outnumbered pop tunes on best-selling
musie and reeord lists have attracted
a nationwide aundience.

Yet today there are only four wvet-
work programs presenting a type of
mateiial and talent which has eome of
age in lhe overall field of entertain-
ment and music.  Autry is on CBS
Satuiday unights for Wrigley: Quaker
Oals sponsors Roy Rogers on a Sun-
day afterncon MBS half-hour; Phillips
Petroleun is the advertiser using the
10-10:30 pan. ABC segment of Nation-
al Barn Duance Saturdays; and R. J.
Reynolds promotes its Prince Albert to-
haeceo on the 10:30-11 pan. (Sat.) NBC
portion of Grand Ole Opryv. Aud of
these Autry and Rogers fall more into
ihe category of straight music and
seript with a Western background than
ntto a folk-musie classification. Shows
like Zeke Manners and Judy Canova
represent broad comedy rather than
real  country-lype while
Spike Jones, for all his use of weird

programs.

“nmsieal” instrumenis formerly asso-
ciated with jug bands. is an out-and-
out comedy show minus any folk con-

nection.

and Duke

I |
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Old Dominion Barn Dance'* has guests like Gene Autry

But as barren of folk programs as
is the network picture, just so thriving
is the view at the local-station level.
Outstanding, of course, among hill-
billy-mwusic programs are the National
Barn Dance and Grand Ole Opry. The
former is the oldest-established Ameri-
can folk program on the air; this
month it marks the 25th aumniversary
of its first broadcast on WLS, Chicago.
Nearly 2,000,000 paid admissions have
scen the show in the Windy City’s
1.200-seat Eighth Street Theatre since
1932. For 13 years a portion of the
7:00-12:00 p.n. Saturday night pro-
gram was sponsored by Alka-Seltzer
on a national nctwork. Phillips’ cur-
rent sponsorship of 30 minutes of the
show s heard on almost 100 ABC sta-
tions in the Midwest, South, and far
West.

The most fundamental reason for
the mass appeal of folk music is per-
haps hest revealed in the story of how
Grand Ole Opry, WsM's (Nashville.
Tenun.) 2d-year-old nationally-known
hillbilly program, got its name. George
Dewey Hay, later familiar to listeners
as the Solemn Old Judge, was waiting,
one night in 1925, for the preceding
network program to end before going
on the air with his folk frolic over
WM. He heard Dr. Walter Damrosch,
the distinguished conduetor. explain.
“While we do not believe there is a
place in the classies for realism, this
work so depicts the onrush of a loco-
motive that { have decided to include
it in the program of the opera and
the classics.”

Dr. Damrosch then signed ofl. and

(Please turn to page 61)
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Stars on WLS '"National Barn Dance' are famous to U. S. folk-musi

steners




BILUEPRINT

for a

COVERAGIE MAP

Time buyers and researchers agree

on some fundamenitals

E:" T Coverage naps are only ad-
' 4 vance signposts on the time-

buying road. Literally millions are
spent each vear on multicolor repre-
sentations of what stations purport to
make available to sponsors and agen-
cies.  Even the Dbest eoverage map,
lowever. can only be an introdue-
tion to what should be bought for
an advertiser.

The reason why is clear. As Fd
Craney (N1, stations) points out. what
one station delivers at seven pan. an-
other is delivering an hour later in the
very same homes, No coverage map
can show this. At the best it will indi-
cate “average expeetaney” of a pro-
gram or announcement over a station.
At the worse it will indicate the manxi-
muin audience attained by a broad-
caster. In sone cases this maximum
is made possible by a single program,
a newscast, barn danee. or frost warn-
ing service. While a map that shows
“aoverage daily andience™ is a helpful
busing index, only a tiny percentage
of any station’s shows reach an “aver-
age share of andience.” The rest of a
~tation’s offerings reach etther a higher-
or lower-than-average andience. There
are other great problems of coverage
naps, “Baytime” i< nsually judged to
wean from O anr to 6 pan. This in-
cludes at certain seasons of the year
several early a.m. hoars when the sta-
tion’s skywave is almost as eflective as
it is date at night. It frequently in-
cludes a number of twilight hours dur-
ing which the <kywave again is a
factor. Most daytime maps ave based
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upon the full “davtime™ hours. This
coverage isn't what a station really gets
during a major portion of the sunlight
hours. And it doesn’t matter what
form of coverage plotting is used-—
Hooper., BMDB, mail. Coulan. or milo-
volt contour, the early a.m. and twi-
light hours expand the rest of the day-
time service area of a station.

There are other factors that are im-
portant when coverage maps are used
to purchase time. Primary among
these is what WLW. the “NL” and
many other stations classify as their
down
a good clear signal is important but
i's also vitally important that the sig-
nal be laid down where people live,
where the merchandise advertised is
available. and where roads and trans-
portation make it profitable to deliver,
Very few stations
relate their physical signal and their

“merchandizable arca.” Laying

service, and sell

listening audience to their markets,
It would definitely help timebuyers and
the sales executives of spotsors were
all =tation coverage reported it terms
of “merchandisable arcas.”

1. Mail maps would appear to
be a logical proof of listening but
timebuyers are leery of most mail
maps because they know of many
dodges used to secure mail for this
purpose. Onc station will
offer and push it for weeks. News-

make an

paper and point-of-sale displays will
[eature the offer. Frequently every
program on the air over the «tation
will make some reference to the give-

away and mail pours in from miles
bevond the normal listening arca of
the station. Thus. if mail maps do not
indicate the type of mail offer upon
which the map is based. most time-
buyers ignore the maps. 1. however.
the map is based upon the regular
daily mail pull of a station, and that
station, like WNAN. Yaukton, & D..
is in the midst of direct-mail country.,
then a mail map takes on a significance
not present when most metropolitan
stations submit a mail-pull area study.
Mail maps at their best are but sub-
stitutes for actual research studies of
a station’s coverage,

2. Milovolt contour maps are
important, for generally they show the
actual signal strength as checked by
the Federal Communications Commis-
sion in connection with a station's
license. What makes them less than
satisfactory i the fact that signal
strength does not indicate the eondi-
tions over whicl the signal must ride
to be heard in the home. 1t takes one
signal strength to he heard in the wide-
open spaces and still anotlier to be
strong enough to be heavd over the
man-made static of the city,  Height
of buildings, number of electrie signs.
street-car lines with overhead power
lines, and hundreds of other trans-
mitters of noise have a bearing on how
strong a station’s signal must be to be
heard. No milovolt contour map can
show this. The Mutnal Broadeasting
System’s  “listenability”™  formula s
supposed to take noise level, minera

SPONSOR
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MB 10%

logical and other eonditions of the
ground through whieh the radio wave
must travel, into cousideration but as
yet MBS hasn’t released any nighttime
maps that sponsors or timebuyers ean
check 10 sce if its form of milovolt
contouring really means anything.
MBS contends that ability to hear is as
vital as actual listening, i.e., if a spon-
sor has a top program whieh will draw
an audience, his first consideration
must be “can the area to whieh he’s
broadcasting hear his program.” There
will always be inilovolt maps. but
they’re not the answer to the need for
ideal coverage information.

3. "Area listening" surveys
such as those currently made for sta-
tions by the C. E. Hooper organization
are good, as far as they go. Very few
of Hooper's coverage studies for sta-
tions show county-by-county listening
because it increases the costs of mak-
ing a survey, and most stations want to

25 APRIL 1943
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show the audicnces they reach (day
and nmight) with a minimum expense.
Hooper’'s “area listening” surveys are
conducted by posteard, unlike his
lHooperatings, and City Hooperatings
which are telephone coincidental stud-
ies. The Hooper organization surveys
only the counties requested by a sta-
tion and his coverage reports are thus
limited to information uncovered in
the counties surveyed. Sinee Hooper
makes certain that his sample is sc
lected so that it is representative of the
area he is surveying, his arca reports
are as accurate as & mail survey can
be for the total arca covered. His
reports generally do not indicate where
the listeners arc located in the arca
surveyed, so for the most part Hooper's
“Arca Listening” rcports are hmited
in their usage.

4. Conlan coverage maps are
usually the results of coincidental tele-
phone call surveys. His reports are

&\\\\\\\\ Hooper area study

Merchandisable area

Conlan coverage area

: BMB 10% area
:} Mail coverage area
s Milovolt contour outline

generally made for smaller or rural sta-
tions that require low-cost coverage
and listening reports. Ilis figures.
most timebuyers believe, tend to show
more listening than looper, BMB or
any other survey, but they are eflee-
tive as indicating relative impaet of a
station in the exaet area surveyed.
Conlan coverage reporis, like all spe-
cial coverage surveys, must be rcad
in the small print as well as the big.
Without keeping in mind the area sur
veved, it’s possible to gather cntirely
erroncons coverage information from
any special study, no matter who
makes it.

5. BMB coverage reports are
important if only for one reason. All
BMB studies are made on the same
basis—all the nation's counties are
covered. BMB fizues arc now old;
sinee the base for the first report was
oncc-a-weck listcning, they are less

(Please turn to page 38)
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TEXACO'S SPONSORSHIP OF METROPOLITAN OPERA BROADCASTS IS

PRESTIGE-BUILDING

The automotive picture

Gas and oil refiners hit hard via

PART FOUR

OF A SERIES

broadeast advertising, with seleetive

and regional networks preferred

f’ 771 01l and breadeast advertis-

ing have heen mixing hap-
pilyv since the late 1920s.  Today,
nearly 6070 of the 105 major oil com-
panies in the country’s $7,708,000,-
000" petroleum industry are either on
the air at present. or are periodic
users of one or more forms of broad-
cast advertising. The motive for being
on the air in practically ever case is
to sell autonmotive and consumer oil
products. A few firms also use broad-
asting for an institutional joh. Tvpi
cal Hetropolitan
Opera hroadeasts by the Texas Com-
pany and the New York Philharmonic
v New  Jersev's huge SMandard Oil
Company. The selling power of hroad-

of sneli shows are

a~t adverlising s not neglected by
these firms. Thev hackstop this “win-
dow dressing™ with network radio,

network TV

ing to do a lard-hitting selling job.
Fhe ol industry, for the mast part.

i= well aware of broadeast advertising's

*1918 wholesale

or selective air advertis-

value, all produet

26

ability to raise the level of brand-
uame buying in automotive gasoline
and lubricating oil produets. In 1928,
when radio was largely an unexplored
wilderness, about two-
thirds of the countiy’s ear owners were
ashing for particular brands of gaso-
line. In 1919, after two decades of
steadily-increasing  oil-industry  radio
selling, more than nine-tenths of the
car owners in the . 8. do their gaso-
line  buying strietly  brand-
preference hasis, often driving blocks
out of their way to huy their favorite
brand of gas.

Radio. and more recently TV, can-
not. of course. claim all the eredit
Refiners use uearly every form of
space—magazine, trade. ontdoor, and
direct-mail selling  in the book. But
the over-all share of broadeast adver-
tising in oil-industry ad budgets has
imbed steadilv, mntil now it 1s larger
than any other advertising
medimmn,

The explanation for the heavy use

advertising

on

single

of radio and TV by oil firms lies
the question of who buys petroleun
products . . . and where. A little more
than 01% of the domestic consumption
of all petroleum products is in various
types of gasoline and lubricants, Sev-
enty per cent of the sales are channeled
through service stations, who will do
1 £5,000,000.000 retail business this
vear. Much of the remaining domes-
tic consumption of gas and oil is ae-
counted for in sales through “secon-
dary outlets” (auto dealers, repair
shops, accessories dealers, general
stores, ete.). The last segment of do-
mestic oil and gas consumption s fleet.
aviation, and industrial purchases. and
military buying. A good deal of the
oil industry’s non-automotive products
(insecticides, lighter fluid, ete.) and
“side:line” items like auto parts and
aceessories hearing hrand names of oil
firms is also sold mainly through serv-
iee stalions o ear owners,

The oil industry thercfore depends
on the likes and dislikes of individual

SPONSOR

AND ADDRESSED TO TOP-LEVEL PROSPECE™



SENTATION OF "BAND OF AMERICA"” REACHES MILLIONS OF LOVERS OF BAND MUSIC TO SELL CITIES SERVICE PRODUCTS AND NAME

ek Sy =

Esso Standard’'s "Esso Reporter” does a tightly controlled selling job Atlantic Refining's sportcasts are beamed to man behind the wheel

Tide Water Oil's football sponsorship ties to point of sale with contest Gulf uses TV to demonstrate how different Gulf oil is from competition
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FIRM NAME - AM NETWORK TV NETWORK
Aetna Oil
American Oil Music
Atlantic Refining Sports (East) Sports
Cities Service Music
Continental Oil
Esso Standard Oil
Fleet-Wing Corp.
Gulf Oil Variety Variety
Humble Oil Sports (S.W.)
MacMillan Petroleum
Pate Oil
Phillips Qil Folk Music (West)
Pure Oil News [East!
Richfield Oil News (Pacific)
Shell Oil
Signal Oil Mystery (Pacific)
Sinclair Refining
Skelly Oil News | Midwest)
Socony-Vacuum Oil Oae-shots
Standard Oil (N.J.) Scho’:rséfc“’
Standard Oil of Calif. Symphony
| Comedy
Standard Oil (Indiana) Sports [Midwest)
Sun OQil News [East)
Texas Co. { Qpere Comedy
Tide Water Assoc. Oil Sports [West)
Union Oil News (Pacific!

How petroleum auto products are being sold on

SELECTIVE AM

SELECTIVE TV

Announcements-News

Sports {1 stal

News (3 sta! Announcements
{2 stal

News (2 stal

News (43 sta) Announcements

Partic {1 stal

Announcements
Aud Partic {1 sta!
Announcements
{1 stal
Announcements

News (40 sta)

Announcements Time breaks (1 sta)

News (10 sta)

News (2] stal

News (8 sta)

One-shot films

motori<t= for most of its living, These
motorists are people in all society and
income groups, city dwellers and rural-
ites, owning brand-new 1919 cars, pre-
war cars, and Model “T7 Fords. It is
of Dbroadeast advertizing’s
proven ability to reach all income and
Inying levels that air selling is con-

heecanse

sidered to be such a powerful sales
tool,

The tool is needed today, hecaunse
oil and gas products are again on a
highly competitive hasis. Supply has
exceeded demand with virtually every
oil firm.
commercials based on a pitch to con-

Wartime and postwar air

«erve gasoline arc just a memory.
Fhat's largely the hcason why only
one oil firm, \merican Oil, is using
broadeast advertising at the level of
network radio to do a job that is pri-
warily inctitntional,  \merican spon-
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sors Carnegie [all, a Sunday night
classical music program on ABC. Until
recently, Awmerican sponsored Profes-
sor Quiz on the same network, and
sold millions of gallons of gasoline and
oil with his help. However. last July
American’s top exceutives realized that
American, alone of the major oil pro-
dueers. had a sales demand that was
higher than the rate of production.
Not wanting to drop out of radio,
American switehed o its present show.,
which has a greatly reduced sales im-
pact hut much more of the “red-carpet-
and-plush” air about it. American’s
ad budget (81.250.000) would not be
enough to cover an additional show
designed primarily 1o hoost the sales
curve. so the firm may reverse its
stand in the near future as production
exceeds demand.

Cities Service, one of the few firms

with “national” distribution, tries to
straddle the fence between institutional
advertising and direct  selling  with
Band of America. For more than 20
years. Cities Service sponsored the in-
stitutional  Highways of Melody on
NBC. Last vear, after ratings had de-
elined. and many of Cities Serviee's
LOOO dealers had asked for a show
that would help them sell. the oil
firm changed to Band of America. The
new show, whiel aceounts for most of
Cities Serviee's §2.000,000 ad budget.
i~ believed by the firm to have a tre-
mendous following among the many
millions  of  American men  (and
wonien) who at one time or another
plaved in college. high school. mili-
lary. even  Volumieer Firemen's
bands. The program is widely pro-
moted to Cities Serviee dealers, who
(Please turn to page 135)

or
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PART TWO |

OF A SERITES

\

]

|
\

"Against the Storm" a serial on Mutual, is a Peabody award winner among soap operas

-~

1

Pioneer advertisers like
General Mills, Quaker Oats,
and others, who took the plunge into
daytime scrials in the early ’30s,
weren’t concerned with why the serials
stirred  housewifely emotions, or
whether the quality and quantity of
these emnotions had anything to do with
how well the commercials worked.
Those questions came later, along
with research that showed there was
a definite connection between emo-
tional response and sales effectiveness.
The main question originally was:
“Will they listen to daytime serials?”
When Blackett-Sample-Hummert pro-
posed a strip called Mary and Dob,
General Mills agreed to have it tran-
scribed and tested in both day and
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night periods in several cities lo see
what would happen. The show pulled
well. It was eventually assigned the
duty of charming daytime listeners
under the new title of Betty and Dob.
The agency changed “Mary™ 1o “Betty’
when somebody remembered that Trae
Story magazine had featured a pair
of characters called Mary and Bob.
\mong the Chicago experimenters
who were finding new appeals to cap-
ture feminine ears in the daytime, were
men now identified with other aspeets
of radio. There was Clinton S, IFerris.
now a v.p. of Ted Bates. lunc.. New
York. then a Blackett-Sample-Hummert
account exccutive for General Mills
who helped nurture Betty and Bob. An
other was Edward Aleshire, who helped

The secret
life of
0 )
opera

Women listen for two

reasons: enjovment and

2 ical » as
isvehological release

develop the original Ma Perkins at
WLW, Cincinnati. He went to Chicago
and became head of the B-S:I radio
department. where he helped devise
tricks that made the new program
form a sure-fire audience-getter. He is
now radio director and copy chiel of

New

Harry B. Cohen Advertising
York.

Associated with Ale-hire was larry
Miltigan, a B-S-H I tiv
for Oxydol, wl | itribut ‘
ing guidance to tl I la P
kins, writte 1In thos vs | ]
\ndrews. a Chicago D \
porter and edit fus W
ine. and L Frank Dal Dal
a Chic 7 a vl 14
Orphan Annic for ! \i
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Psychological sequencee of NBC strips

Patience's profits are explained to doy- 'Round the corner there's contentment is the Glamour glitters, and all of those who seek
time listeners in “'Pepper Young's Family” siren song of radio program "Right to Happiness” it find many great problems, says “Backstage Wife"

Mother sacrifize hes its own payments Woman the manager and puller of strings Two kinds of love and love of your family !
s the age-old appeal of “Stells Dallas" is the escape in "Lorenzo Jones' daily radio tale have many recompenses, says "Young Widder Brown"

Psychological sequenee of CIEN strips

Maturity's romance is vividly roflected for Money isn't everything i assurance “Our  Woman is superior is the tug at feminine
who fear that it is lost in "“Helen Trent Gal Sunday” tries to give its listening audience dialers' unconscious in "Big Sister” radio program |

_ R §



drews, who had once won a Roval
Typewriter  sponsored  speed  typing
championship, could plot a story faster
than he conld type. e maintained a
pace of more than 100.000 words a
weck for many vears. This inchided
at least five scrial seripts a day until
he quit in 1942 and went to lolly-
wood to write movies. is reason for
quitting: 1 just got tired.”

In so far as the record reveals, the
immediate  specific ancestor  of the
serial drama was not a dialogued
play at all. but a serialized novel, The
Stolen Ilusband. This was typical soap
opera material. It was written by Bob
Andrews, and read in daily install-
ments by David Owen, who later pro-
duced and directed Betty and Bob.

Owen changed his voice to indicate
the various characters. The appeal
zoomed toward the last when Andrews
wrote the final chapters in dialogne
which was handled by several actors.
This experiment, conceived by Frank
Hununert, and sponsored on WBBM
by Quaker Oats, prepared the way for
serials as they are today by proving
that women would listen to dialogued
stories. Owen became supervisor of
daytime radio for Dancer-Fitzgerald-
Sample in New York.

There is a school of thought which
holds that the two people who were
dcstined to become the most important
producers of daytime serials in the
business were only responding decis-
ively to certain imperious drives from
the realm of the Freudian “uncon-
scious.” If this is so, the history of
soap opera has much for which to
thank the “unconscious” of Frank and
Aune Hummert. And, according to
critics, much for which to blame it

The Hummerts had well-defined

ideas of why women listened to their
serials. They consider the information
a trade sceret, and have never given,
for publication, any comprehensive ex-
position of their ideas.

Hummert had been a reporter be-
fore becoming an  advertising  copy
writer. e eventually headed the copy
stafl of Lord & Thomas in New York.
Most of the early writers of daytime
serials had either dealt closely with
people, as had Irna Phillips, a sehool
teacher, or had successfully written
magazine and other fiction, as had
Elaine Carrington and Molly Berg.

When Blackett & Sample in Chicago
wanted a top-flight idea man for their
tcam. they hired Hnmmert in 1927
and added his name to the firm name,
though he was never a partuer. Humn-
mert’s assistant, Mrs. Aune Ashenhurst,
had been a reporter, and soon showed
an easy kunack of making up story
lines and writing listenable dialogue.
They were married in 1935.

It has been the attitnde of nearly
all creative pcople through the ages
(excepting writers who were also lit-
crary critics) that if vou can know
what people want to see. read, hear,
etc., it doesn’t matter why.

This has worked out very well for
the artist. A writer. for example,
through his characters and their action
unconsciously expresses certain of his
own psychological necds and desires.
This fact, according to psychological
theory, is inherent and automatic in
writing a story, regardless of what the
conscions purpose of the writer may
be.

But the listener to a soap opera may
rcspuml in many ways to the story.
On the conscious level she may think
she likes it becanse it's entertaining,

true to life, because she learns some-
thing, cte. On less conscious psycho-
logical levels, however. no listener is
able 1o explain why she listens. It
i= just these reasons for listening. un-
explainable by the listener. that are
vital to the advertiser. They open the
door to increasing the program'’s im-
pact and making the prograni itself do
more for the commercial,

It is the unconscions psychological
appeal of the scrial drama that largely
determines  the nature of its hasie
theme.  Or, looking at it from the
listener’s standpoint, it is her p=ycho-
logical needs and desires that deter-
mine how =strong an appeal a given
theme has {or her.

It is true, as Orin Tovrov (who
now writes Ma Perkins) has observed,.
that most people suffer more or less
from loneliness and lack of love. It's
also well known that “Lttle” people,
people “unsuccessful” from the stand-
point of worldly position and power,
find a vicarious satisfaction, an escape,
throngh the “success stories” (soap
opera plots) of “unsuccessful people”
(most listeners), This is one of the
ideas back of all Hummert serials.

But to determine more :l(:curulcly
why women listen to daytime serials
requires knowledge of certain psycho-
logical characteristics of the listeners,
Drs. W. Lloyd Warner and William
E. Henry of the University of Chi-
cago’s Committee on luman Develop-
ment have provided some interesting
and useful answers in their mono-
graph, The Radio Day Time Serial:
A Symbolic Analysis.

This study was primarily concerned
with a sample of listeners falling into
what was designated as the Conumon

(Please turn to page 62)

Wisdom's font is "Ma Perkins who tries
|fo make women feel superior to any problem

|
| Spirifuol guidance is found by thousands who

Ideals pay is what every woman would like to
are urged to Jook within in "Guiding Light" program

believe. "Young Doctor Malone" tells her they do

L
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: the man behind over 200 Successful sales curves
For the sponsor interested in sales, Singin’ Sam presents a unique
! opportunity. For uever in radio’s history has there been a personality
- like Sam . . . never before a program series with such an outstanding
s record of major sales suecesses unbroken by a single failure.
T o These are strong statements that carry tremendous  weight  with
} ]
T prospective program purchasers . . . if supported by facts. And
, 3
! facts we have in abundanee . . . high Hoopers, congratulatory letters.
7 : R .
’ expressions of real appreciation by advertisers themselves, actual
¥
before and after storvies backed with  the conerete figures.
j This 153-minute transeribed program series is the show
L]
vou ueed to produce results. Write, wire, or telephone
TSI for full details. Despite Singin’® San’s tremendous
b7
popularity and pull, the show is reasonably priced.
5 < -
p
7
Y
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Singin’ Sam—America’s grealesl

radio salesman. Assisted by Charlie

Magnante and his orchestra and

the justly famous Mullen Sisters.

IV rite for information on these TSI shows
TIF ® Mr. Rumple Bumple
® Toby's Corntussel News
T ® Life in the Great Ouidoors
® The Dream Weaver
® Mike-ing History
® Wings of Song
® Rip Lawson, Adventurer
T 117 West High St.
RANSCRIPTION SALES, INC., l7Veishs.
Telephone 2-49744
New York —47 West S56th St.. Co. £-1544 Chicago—612 N. Michigan Ave.. Superior 7-3053
Hollywood — 6381 Hollywood Blvd., Hollywood 9-5500
- 3
e
. A
R LEEL U UT IO NN EEN N AR R B jzig-}%Ak ig} }.-!-l»!-!““"‘.-,! : MRS PR
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WOR'S JOHN GAMBLING EXPLAINS TO RETAIL GROCER HOW HE'S HELPING TO PUSH USE OF HUDSON PAPER NAPKINS

How (o sell anapkin ... ...

has stepped np its radio (o make paper

/ For  pienies  and  wienie

.5 roasts they were QLK. But,
\h a few vears ago, the hosless
who trotted ont paper naphins for her
dinner gnests was almost sue to he
with lifted I'he
Hud~on PPulp and Paper Co.. a rela
thvely small New York paper firm, was
well aware of the place that their paper
or amvhody else’s for that
matter, held in the social seale. ‘The
hasie living habit for generations had
been to nse fabrie napking of Tinen o
fon from

reeled evebrows,

ll:ﬂ])l\lll

cottor aenvthing cmbassy

34

napkins a honsehold necessicy

banquets 1o kitechen snacks.  Paper
naphins Lad their place . wrapped
around a sandwich or on the counter
of a highway diner.

The problem facing the udson firm
and its newly-acquired  advertising
agency. Duane Jones Co. in 1913 was
two-fold. First. the humble paper nap-
kit needed “dressing up.” Paper nap-
kins needed “class appeal.” and per-
haps a dush of glamor. The buying
public had 1o be educated  throngh
broadeast advertising, said the agenev

to the fact that modern paper nap-

hins could grace the best of tables.
Aher all. reasoned client and ageney.
the edueational job had been done be-
fore with facial tissues. International
Cellneotton had introdueed
their facial tissues (Kleenex) imo a
market dominated hy fabric handker-
chiefs. Kleenex had been promoted seo
well that 9072 of the women in Amer-
iea were buving facial tissues, and

Products

seven out of ten of those sales were
packages of Kleenex. Maybe. figured
Thadson. 1t conld be done with paper
naphins.

SPONSOR




Before doing anything clse, the ner-
chandising  situation  of Hudson’s
brand of paper napkins had to be
chanzed. The brand was relatively ob-
scure, having reccived only minor ad.
vertising support in the past. Sales
of the product were made largely to
hotels and restanrants and the name
“lludson Paper Napkins™ meant little.
if anything, to the average homenraker.
The client-agency problem then, was
to raisc the visibility of the ludson
brand name on paper napkins. and at
the same time do a consumer promo-
tion job.

Hudson decided to promote primar-
ily the paper napkins, rather than
Hudson facial or toilet tissnes, or any
of the other paper products in the
Hudson consumer line. Sinee paper
napkins were being largely neglected
when it came to aggressive merchan-
dising the field was clear for one firm
to become the sales leader. Too, in-
dustry lcaders, like Scott Paper, placed
most of their selling emphasis on toilet
and facial tissues, and on paper towels.

Hudson had been holding its own
well in the competitive paper-products
field for many years. The firm was
an outgrowth of a paper business
started in 1896 by Abraham Mazer,
now hoard chairman of Hudson. The
products had been promoted for years.
beginning with industrial advertising
for ludson’s gummed tape in 1929
and some minor consumer advertising
for Hudson’s household products that
first appeared around 1910. The in-
dustrial paper products (they account
for nearly half of Hudson’s net sales)
were sold and distributed nationally.
and Hudson’s reputation as a maker of
an excellent grade of kraft paper, paper
wrappings, gummed tape, and so forth.
was very good. The consnmer prod-
ucts—towels. tissues. napkins, wrap-
pings, cte.—were being sold and dis-
tributed in New lLingland and Middie
Atlantic states as far south as Virginia.
and as far West (although distribntion
was very spotty) as Chicago.

By 1915, after the Duane Jones
agency had had the account for two
years, lludson’s total net sales for that
year were expected to top $6,370,000.
and net income was due to he more
than 83.10,000. This was a slight in-
crease over the 1943 uct sales figure
of 86.000,000 and lower than the 1913
net inconte of $330,000. It was about
thme, the agency told Hudson, to apply
tested merchandising formulas to the
Hudson paper napkins.
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Publicizing its radio programs to retailers is part of Hudson's printed advertising
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Premiums offered over air four times a year. They're stressed on Hudson Napkin boxes. too
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GREGOR ZIEMER,
NEWS COMMENTATOR

Educator, Foreign Correspondent, World Traveler,
Lecturer; Author of “"Education for Death’” which was
made into motion pictures "‘Hitler's Children’’ and
"Education for Death.”

Dr. Ziemer has talked with people in 42 different
countries and has been an educator on three
continents. He knows what he is talking about—
and the people in this area listen/

For available time contact Radio Sales or WRVA.

Broadcasling Seruice
Richmond & /Va/;/a[é, Va.
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About
DR. ZIEMER

1844

AUTHOR:

“Two Thousand and Ten Days
of Hitler,”” “Education for Death,"
made into two motion pictures,
translated into 12 languages.

1444

CONTRIBUTOR:

Saturday Evening Post, Reader's
Digest, Townand Country, Collier's,
Mademoiselle, Liberty, American
Mercury, Look, Public Opinion
Quarterly, Numerous Newspapers.

1444

RADIO SPEAKER:

Over 1,000 successive radio pro-
grams on WLW. Appeared as Mod-
erator and Speaker on America’s
Town Meeting. Substituted for H.
V. Kaltenborn on N.B.C. Broadcast
over B.B.C, Radio Luxembourg,
C.B.S. and 25 other stations.

vYyY

LECTURER:

Lectured at Town Hall, N. Y.,
and most unportant platforms from
coast to coast. Series of 75 lectures
in England, numberless lectures
across Europe and Orient.

1444

WHO’S WHO IN AMERICA:

“Ziemer, Gregor (Ze’med) educator, author; b.
Columbuia, Mich., May 24, 1899; s. Rev. Robert
and Adcll Von Rohr (Grabau) Z.B.A., U. of 111;
M.A., U. of Minn.; Ph.D., U. of Berlin; m. Edna
E. Wilson, May 29, 1926; 1 daughter, Patsy. Mcm.
staff Park Region Junior Coll,, hecad journalism
dept.; supervisor of schls. Philippinc Islands,
1926-28; foundct, Am. Colony Sch., Berlin, 1928,
Berlin corr., New York Herald, London Daily
Mail, Chicago Tribune; lectuter, radio news.
caster, (WLW, Cincinnati) in U. $. since Berlin
Sch. closed by wat; joined spl. war agency, Junc
1914, overscas with SHAEF sctved as It colonck
4th Armored Div, 3td Army, 1945, mil. govt.
work in Bavaria with SHAEF to help organize
newspapers in Germany. 1946-1948 Educational
Dircctor Town 1lall, N. Y Mcem. Amenican
Legion, Overscas Press Club, Arna (Association
Radio News Analysts), Cuvier Press Club, Tau
Kappa Alpha, Kappa Delta Pi, Beta Sigma Psi,
Author. (with daughter Patsy) Two Thousand
and Ten Days of Hiter; Educaon for Death;
The Making of a Nazi, 1941. Should Hitler's
Children Live, 1946. (Mouon Picturcs) Hitlet's
Cinldren; Education for Death. Contbe. to inags.
Lecturer on Re-education of Germany

SPONSOR



Hudson came to radio first in the
Boston market, as a trial run in 1915,
The agency. alter testing copy themes
(via selective announcemcnts) and
preliminary premium pull in Boston,
switehed from straight announcement
broadeasting to programing, and was
rcady to tackle the wheelhorse of the
Hudson selling opcration . New
York.

lludson napkins are hought primar-
ily by women, so the program had 1o
have a high feminine factor in its
audicnce composition.  The straight,
“reason-why” copy used was aimed at
women, and emphasis was divided be-
tween plugging the idea of paper nap-
kins on the dinner table and stressing
the quality, appcarance, and dispos.
ability of the Hudson brand in par-
ticular.

Hudson’s first rcal program pur-
chase was newscaster Henry Gladstonc
on New Yorks WOR, Since the pro-
gram ran on a daily 10-10:30 a.n.
basis and had a preponderance of
women in its audience. it was a good
buy for Hudson. Like Peter I’aul
Candy. Hudson bought only a thrice-
weekly portion of the program, in or-
der to reach 90 of the average
weckly audience (the daily turnover in
rcgularly-scheduled newscasts is only
10%¢) at 507¢ of the regular weckly
costs for the whole Monday-Saturday
strip.

Since Hudson's initial use of radio,
the air-sclling has been on a straight
basis for 40 weeks of the ycar. The
remaining 12 wecks (actually the last
three weeks of every 13-week cyele)
are devoted to a self-liquidating pre-
mium campaign. The agency has found
that the preminin cost-per-inquiry is
the cheapest form of forced-sampling
of a full-sized package that can be ob-
tained, usually running around 18
per return in selective broadcasting.
This makes it considerably cheaper to
reach new users for a packaged prod.
uct by using broadeast sampling meth-
ods than by using other media. (Other
average costs:  magazines—81:17:
newspapers—22¢ to 36¢). It is far
chcaper than free sampling on a door-
to-door basis (either through the use
of products or by couponing). The
premiums that tudson and most of
the other premium-using clients at
Duane Jones use usually cost the
housewife 25¢ and a boxtop, and run
to such things as jewelry, kitchen
gadgets, knives. housewears and so
forth.

The premiums on the CGladstone
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show. and on the other lludson radio
operations in the Fast, pulled well
from the start. Out of every 10.000
premiam returns that Hudson gets, the
paper firm and the agency figure that
5,000 are from people sammpling the
product for the first time. Of this
5000 group. half will stay on as loyal
product users, and the other half will
drift back to being members of the
“floating” wmarkct, that is gencrally
cstimated to be around 3077 of the
total market for packaged products.
3y 1916, Hudson’s radio had been
extended to most of the principal mar-
kets in its distribution area along the

SURE,

some

... but the audience

LISTENS

to WSBT!

Chicago stations

can be heard in South Bend

Ilastern  Seaboard.
axis still revolved around newseasts
tunlike Peter Paul. the country’s lead.
ing user of newscastz on a sclective

The programing
* programing

basis, Hudson had their newscasters
doing the lludson commercials from
the beginning instead of hiring a sepa-
rate announcer). But in 1916, ludson
made a hasic change in their program-
ing approach. They switched to a
transeribed soap opera. Aunt Mary,
that had done a suceessful job on the
West Coast for another advertiser. The
Duane Jones organization fecls that
scrial dramas are among the most ef-
feetive vehieles in broadcasting.

There's a whale of a big difference between
“reaching” a market and corering it! Some
Chicago stations send a signal into Sonth
Bend  but the audienee listens to WSBT. No
other station—Chicago, local, or elsewhere —

even comes close in Share of Audience.

NSB

Hooper praves it

-30UTH BEND

5000

H. RAYMER COMPANY .

NATIONAL

WATTS +« 960 KC =+ CBS
REPRESENTATIVE

37



The transeribed soap opera ran for
»2-wcek period (using a five-times
klv schedule) in five Eastern mar-
kets during 1916, lu th \aining
irkets  Hudson continued 10 use
1ewse announcements, and some
newspaper spacc.  While Aunt Mary
was on the air for lludson, it nevel
achieved a high rating. one thing that
ade ludson a little leery of the show.
\lso. it was difficult to promote to
rocers in the Fast who stocked the
Hudson line. Although the copy was
imed entirely at sclling the paper
napkms as a spearhead of the line
(the other products are pictured on

sls

the box. with the box itself acling as

sort of salesman). the groeers
couldnt get excited over a show that
wasn't too well known, that didn’t have
a high rating, and whieh was on the
air at an hour when few of them ecould
hear it (around noon).

When the time came for Hudson
to venew the contraets, the paper firm
was busily considering the construe-
tion of a new paper mill in Florida,
and wondering how to raise the money.
\ stock issue and an issue of $3,000,
000 worth of debentures raised quick
capital, but Hudson was in a position

(Please turn to page 44)

‘SOUTHWEST VIRGINIA’S pm RADIO STATION

old-timer with voung ideas

We're not resting on our service re-
We ably

cord of twenty-five years.
complement our GBS schedule
with shows built to the needs of
our region; that includes one of
the top news depart-
ments in Yirginia.
We're strong on pro-
motion, too. So, for
your share of the

near billion our lis-
teners spend each

year—contact Free

& Peters! Iéﬁ

f

Using total BMB coverage and Sales Management’s

marlet figures, WDBJ's arca represents 35.739¢ of

Virginia's (and 790 of West Virginia's) total buying

power!

WDBJ

CBS « 5000 WATTS . 960 KC

Owned and Operated by the
TIMES-WORLD CORPORATION

ROANOKE, VA. .¢f

FREE & ?B‘!‘EBS. INC.. National Representatives
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COVERAGE MAPS

(Continued from page 25)

than satisfactory. Future BMB figures
will present data for 1-2 times a week
listening, 3-5 times a week dialing,
and 6-7 times a week audience. The
reason why this information has been
added to the once-a-week listening fig-
ure is in order to show the relative
impaet of a station on a day-by-day
instead of weekly basis. A Grand Ole
Opry (WSM) or a National Barn
Dance (WLS) can extend the listen-
ing of a station far beyond its regular
day-by-day audience. This listening
extends the regular station’s coverage
when the base is once-a-week dialing.

1 -
A\ sponsor using a BMD map for any

station that has an omstanding pro-
gram whieh is not duplicated in its
eutirety by any other station will ex-
pect regular eoverage for that station
far bevond its hour-by-hour audience.
This of eourse can also be true of an
outstanding daily program, like the
Richfield Reporter on the West Coast
which is a tradition in many families
and whieh is tuned regardless of how
far away the station is over which it's
broadecast.

A BMB daytime map is also heir
10 the disease which records as daytime
listening the dialing before & am. and
during the twilight hours when a sky-
wave pushes a station’s sigual way be-
yond its normal daytime eflective
listening area. This has caused BMB
plenty of trouble, since some daytime
stations were reporied as having night-
timme eoverage which they did have—in
the summertime.

Under normal circumstanees the
habit of listening is steady. This gives
some stability 1o a BMU report. How-
ever, a major shift of programs such
as recently occurred from NBC to CBS
will change a listening habil over
night. When a major change like this
lakes place any coverage survey, made
on a listening base and made before
the change, is ontmoded overnight.
This underlines the major timebuying
fact made carlier in this report. A
coverage map is only a signpost on the
timebuying road. Ouce the signpost
i« read, the need for rating figures for
the hour and day becomes paramount.

6. Merchandisable area cover-
age maps well plotted are the clearest
sign posts along the timebuying road.
This is because they ean and should
show the area a station covers that is
worthwhile merchandising. A mar-

{(Please turn 1o page 13)
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Ttee Worndd s BEST Customen...

LN ] '948

CASH INCOME
(Average)

$8,200.00

The

b,

‘\“.\
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“WOW-LAND” FARMER!

For ANY product you have to sell—the
WOW-Land farmer is the best customer in
the world! His cash farm income in 1948

was $8,200 (average). In the aggregate this
makes WOW-land .

A $2.6 BILLION DOLLAR FARM MARKET ...
OR . . . nearly 10 per cent of ALL the
1948 cash farm income in the U.S.A.

This is not a new situation. The past ten
years have been the biggest farm income
years in WOW-land history. And there are
317,000 farms in the area served by WOW
—32% of all farms in Iowa, Nebraska, Min-
nesota, Kansas, Missouri and South Dakota.
The $8,200 average cash income figure is
conservative, because WOW-land includes
the better-than-average farm areas in the
states it serves.

A recent rural survey gives WOW a
34% share of audience at points 65 to 100
miles from Omaha. It is the ONLY adver-

tising medium that covers ALL this area.

RADIO STATION

w o w"vc

OMAHA, NEBRASKA
590 KC - NBC - 5000 WATTS

Owner and Operator of

IKODY AT NORTH PLATTE

John J. Gillin, Jr., President & Gen’l Mgr.
John Blair & Co., Representatives

TWENTY-SIX YEARS OF SERVICE IN THE RICH MISSOURI VALLEY

25 APRIL 1949
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... proving there’s no hetter way to die
than laughing at happy Henry Morgan, back
on his favorite cigar-store corner

and putting the Indian sign on any

straight face, tight lip, or raised eyebrow

- within earshot.

MORGAN'S CREW

... GERARD, famous for his unreconstructed
voice; for the face that frightenced
guest-sponsor Ired Allen into remonstrating
“What s this? Give me a stick so I can

beat it to death!”’

... LISA KIRK, singing sensation of
Cole Porter’s “‘Kiss Me, Kate,”” and the
accomplished music of Milton Katims and

his orchestra.

... PATSY KELLY, unecasy owner of the cigar

store and hilarious hunter of men.

THE HENRY MORGAN SHOW has everything
—everything but a full-time sponsor

who won’t flinch when l his sales go up like a
jack-in-the-box. |

THE HENRY MORGAN SHOW is one of the mony choice NBC productions now reody

o P

for low-cost sponsorship. Informotion on these new progroms is ovoiloble on request.

Lo et



The
Picked Panel
ANSWEPrS

Mre. Sheeman

Two questions
deserve two an-
swers: in this

case. ves and no.
If a radio station
rural
which
hsteners are not

serves  a
area in

close 1o retail
and  the

station can offer

ontlets.

its andienee opportunities to buy meri-
torious products not available. for in-
~tance, in the conntry store. then the
broadeaster is performing a definite
service to his listeners, and should
by all means carry direct-mail adver-
tising.

On the other hand. if your station
i~ located in an urban market that is
highly there  are
thonsands of retailers in the area sell-

competitive.  and
ing all kinds of merchandise. then the
station might want to protect its loeal
the direct-matl
tisers. because these very same retail-

retailers from adver-
ers might he prospective sponsors on
vour own <tation,
Of course. another factor that deter.
will
the
H oa station is in the “red,”

mines whether a station aceepl

ditect-mail  business s station’s
billings,
or close to it. then the average sales
manager will grasp for any revenue al
all. inclnding diveet mail. But a sta-
tion with crowded comnercial sched-

tle~ and a generalhy healthy billing
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Mr. Spnnns:nr asks...

“Direct-mail ~clling—does it or does it not belong i

broadeasting?””

Charles Sherman

sitnation will not be iveigled into
taking this type of account.

Here at WNEW, we have made a
careful analysis of the problems in-
volved in broadeast mail-order adver-
tising, not only in the light of the his.
tory of such advertising. but also from
the viewpoint of onr eurrent experi-
For the most part,
fonmd mail-order acounts to be trouble-

ence, we have

some and highly transient. In view
of these facts we recently established
a new poliey which states that WNEW
will not sell time to advertisers whose
only means of distribution is by mail.
Iy HERBERT
I'.p., Cl’ge of Sales

WNEW., New York
When  the Duo-
Mont  Television

Network
barked on its pol-
icy  of regular
daytime pro-
graming, it had
no grandiose no-

cm-

tions  of  com-

manding mass

audiences for the
What
and did promise our sponsors was low-
that reach a
specifie andience with high impacet.
What has resalted for DuMont sinee
we went on in the daytime has proven
that advertizing
definitely does belong on the air— at

we could

morning  programs.

cost advertising would

o us dircet-mail
least as far as we here at DuMont are
concerned. Onr mail pull shows us
that dibect-mail  advertising s espe-
cially resultful when products can be
viewed and demanstrated.

\ few instances will prove the point:

When

\lice Birrows, who conduets a

]
[~

Director of Advertising
Doubledoy & Co., New York

sewing program called the Needle
Shop, offered viewers a frec booklet,
the client (American Lady Rug Comn-
pany) received an immediate response
of over 500 requests. The following
week the sponsor asked that the offer
not be repeated, due to his inability
to handle the volume of requests,

On onc of Katht Norris” Your Tele-
vision Shopper programs, a small sam-
ple of Coty perfume was offered: in
less than a week. 10.107 requests had
been received.

These results. and others, have con-
vinced ns that the combination of spe-
cial and related
products that are scen and demon-

interest  programs
strated makes a selling combination
that packs the same immcdiate effee-
tiveness of a sale counter on the main
floor of a department store.

Tox GALLERY
Director of Sales
DuMont, New York

Take a good look
at the Sears, Roe-
buek catalog.
Consider the part
mail order has
played in raising
the living stand-

ards  of rural
America. Mail
order puts the

department store
right in the nearest RFD box. In
spite of good roads. automobiles, and
inereased distribution. there are still
many. many families who do not have
casy access o modern retail outlets.
Mail ovder is profitable to the ad-
vertiser, profitable to the medinm, and
is a desired serviee to a large segment
of the }lllll“C.

SPONSOR



I can see no reason why legitimate
mail order should be restricted to the
printed media. Certainly it belongs on
the air where and when it is profitable.

Barrox Howarp
Business Manager
WRVA, Richmond, Va.

Everything points
to the fact that
in  the switch
from radio to
television, radio
is being threat-
ened with losing
its  adverlising
reveiue faster
than its audience.
Successful nail-
order campaigns are a day-to-day tesli-
monial of the continued effectiveness
of radio as an advertising medinm, and
a continual reminder to those adver-
tisers who cannot check their day-to-
day response that they too will be wise
to stick with radio.

In the long run the established mail-
order operator and the station manage-
ment have the same objectives. He
finds that delivering full value and giv-
ing prompt delivery are equally impor-
tant. The mail-order operator finds
that censoring his own copy gives him
a better-quality order and more repeat
sales. He finds that sticking with the
station and rotating offers gives him a
steady volume of products, as well as
giving the radio station steady billing.

It is important for the station oper-
ator to see that any listener who muakes
any purchase as a result of advertising
over that station is satisfied. Tt is es-
sential to the very existence of the
mail-order advertiser that he so satis-
fies cach purchaser that he has the
maximum chance of follow-up sales.

Radio stations should watch care-
fully for fly-by-night and irresponsible
operators of all products and services
using their facilities. Because slarting
in the mail-order field requires little
capilal or overhead, there are (ly-by-
night operators who do not give full
value to the customer. The radio sta-
tion, by hasing ils acceptance of all
products and services on the same
principles, will autowatically climinate
acceplance of such (ly-by-night mail-
order products and services.

Cecin C. Noce
Partner
Huber Hoge & Sons, N. Y. |

* x X
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If you thmk a slip-of-the-hand can be tough for a "human
fly,” you ought to sce what a stip-of-the-accent can do for
a salesman in the deep South!

In the 23 years that we've been broadcasting to our four-
state Southern arca, we've built up an incomparable radio
Know-low for our Southern audience. We know what our
listeners want—know when they want it—know bow they
want it presented. We know the similarities and difference
between our rural and city audiences; better still, we know
how to program to both. In fact, wc've learned just about
all there is to know about top-notch broadcasting in this
section of the South—and the result is a degree of listener
acceptance that can’t be matched in this arca.

That sounds boastful, yes—but we'd certainly appreciate
a chance to prore it to you.

KWKH

Texas

SHREVEPORT { LOUISIANA )

Arkansas
50,000 Watts ° CBS

L4 ° [ 4 L4
Mississippi
The Branham Company, Representatives

Henry Clay, General Manager
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free with your subscription
to SPONSOR . ..

o3
TV

Results

The only round-up of its kind.

83 TV results that in the past
11 months stood head and shoul-
ders above hundreds researched.

83 TV results in more than 40
scparate industry categories.

83 TV results you can readily
adapt to your own advertising
plans . . . immediately.

A price has not been set on this
booklet. I+ has been designed as
a premium for your subscription
to SPONSOR* ... %8 a year for
26 Every-Other-Monday issues.

*If you already subscribe you can get your

copy of "83 TV RESULTS" by extending
your subscription at this time.

SPONSOR
40 West 52 Street
New York 19, N. Y.

Send 83 TV RESULTS"” to me as a gift
for subscribing to SPONSOR now

only $8 o year for 26 Every-Other-Mon-
day issues.

] Remittance enclosed [] Bill me later
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NAPKIN SELLING

(Continued from page 38)

where they had to make every penny
count, Hud<on dropped the Aunt Mary
show. and put the money into building
the new plant. This despite the fact
that the show had done well with pre-
miums. the average cost-per-return he-
ine aboul 20¢.

Hndson. however. was in for a sur-
prise. The first week after Aunt Uary
was iscontinued. <ome 2,000 letters
were received. asking what had hap-
pened to the series. Later on. when the
1916 sales figures were in, the net sales
were over S7.700.000 and the net in.
come was up to £165.000. The show
had done itz job. even if lludson
hadnt realized it. Hudson made plans
1o zo back 1o broadeast advertising as
soon as the budget permitted.

When Hudson reached that point in
mid-1917. they  concentrated  then
radio efforts in New York with a tele-
phoue quiz show on WOR. The show
waz well-known among grocers. and
had a higher rating than Aunt Mary.
Its merchandising was high and thix
was the primary rearon why Hudson
hought . At the end of the 13-wecek
cyele. 1ludson ran the usual Duane
Jones premium promotion. The cost-
per-return <hocked  Hudson, It
6L¢. lhndson caneelled the telephone
quiz. and did some analyzing.

Huodson’s next New York <how was
the Kate Smith
WOR. a  high-cost  feminine-appeal
show that seemed to have great prom-
i~e. The other radio efforts outside the
New York market were resumed. using

nwas

noontime  show on

newseasts or annonncements in Balti-
more, Washington. Philadelphia. and
Boston. Thesc campaigns pulled well.
although the main advertising market
was still New York.

KNate Smith did a good job for Tud-
~on. but the cost-peracturn (due to
Kate smith’s high talent feed was high
o premiom offers, The new Florida
plant added greatly o Hudson's abil-
ity to meet the inereasing consumer de-
mand for the product. Hudson's over-
all net sales. with the napkins acting as
1 come-on for the rest of the consumer
line and the industrial sales jumping
again with rising postwar production.
nearly doubled in 19170 and ran about
STROOO000. ‘That figure came near
o doubling again in 1918 (when Kate
Smith was scling for Hudson) and
it an all-tune high of $21.715.000 in
net sales, and §1180,000 in net in-

come,

By March, 1919, Hudson's radio el-
fort had been expanded until it in-
cluded announcement schedules in four
major New  England markets, pro-
announcements in  New
York. and newscasts in Washington,
Baltimore. and Philadelphia. An carly-
morning

grams  and

~how featuring FLerov Miller
1= being sponsored in Philadelphia.

Hudson deeided 1o drop the Kate
Smith show on WOR, and use the
radio money elsewhere in New York.
The resnlt todayv is a blend in New
Yotk of both these newseast and an-
nouncement operations, sharing time
with 'cter Paul on a thrice-weekly
basi= ¢TuTh2at) using WNBC’s earhy
morning Charles F. McCarthy news
show . WOR's Rambling With Gambling
morning show. plus a moderate partici-
pation and announcement sehedule and
an additional newseast (lenry Glad-
stone) on WOR.

Hud=on has found that broadeast
advertising ix doing the job that was
needed. Hudson paper napkins today
are the fastest-selling on the market.
and the Hndson sales enrve is steadily
climbing. While the industry-average
sales for similar produets is currently
i a slump. Thidson is up. Radio, lad-
son feels. has done the job too in cre-
ating a demand for paper napkins
generally and the market for them is
widening every dav. Alieady oversold
in New York. Hudson is making grad.
nal expansion plans. and is introdue-
ing the paper napkins in Cleveland.
Buffalo, Cineinatti. Toledo. Today.
about 80 of the $100.000 Iudson
advertising budget goes into broad-
cast advertising. The remaining 209
is in newspaper advertising designed
as a supplement to the radio »clling.
or as a booster for the premivm cam-
paigns.

When 1hudzon opens up a new mar-
ket, they use. as Gold Seal Glass Wax
docs. a heavy initial newspaper cam-
patgn to condition the dealers and job-
hers in the arca on the product. and
to gain visual recognition for the pack-
age with But. after 13
weeks or so of bailding identification
for the product. the emphasis s
changed to the 802070 radio form-
ala hacked by newspaper advertising,
this radio

consumners,

Hudson intemds 1o follow
pattern of mass-audicnee programing.
following it up with premium cam-
paigns. until the day as many people
use paper naphies in their homes as
now use paper facial tissues. « «
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COVERAGE MAPS
(Continued from page 38)

kets are not profitable to sell. In many
cazes 3076 of a territory may deliver
909% of the business of that area. The
other 7076 is territory that cannot be
served economically and thus is out-
side the true merchandizable area of
the station. Merchandisable area cov.
crage maps. if adequately presented.
show both the retail sales (per county
or total area) and the population of
the territory covercd. These coverage
maps thus clearly indicate how much
it will cost an advertiser to reach a
prospeet. Most advertisers know what
share of the retail dollar they can
hope to snare. Having the total retail
sales figure for a station’s eoverage
arca enables an advertiser to properly
gauge his advertising costs on the basis
of an aetnal sales objeetive. Thus a
merchandisable area coverage map
translates coverage. as far as any map
can, in terms of what a station can
deliver in sales. It does not guarantee
complete coverage of the merchandis-
able arca because only the actual rat-
ing for the time period bought ean
do that.

The perfect blueprint for a coverage
map ineludes a merchandisable area
contour, the retail sales figures for the
arca  (preferably on a  county-by-
county basis) and the population of
the arca. The map should indicate the
base upon which the coverage is de-
termined, and the date on which the
survey was made. To be truly helpful
a daytime map should be based upon
the hours between 8 a.m. and 6 p.n.

Coverage maps are still being sent
timehuyers that are drawn with a conr-
pass and have no relation to any sur-
vey method. While it's true that the
coverage of an M or TV transmitter
can be approximated by a compass as
long as the lieight of the transmitter
and the power are known, even an M
or TV station coverage is individual
due to electronic freaks about which
not even Major Armstrong (disecoverer
of FM) or the greatest TV engineers
can be too eertain. AM station cover-
age ean never be plotted with a com-
pass.

Standardization of eoverage maps
would be of great help to all time-
buyers but that won’t be possible uutil
research has answered a great many
questions whieh stand in the way of
making any coverage map deliver the
timebuying answers. * ox o«
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GAS AND OIL

(Continued from page 28)

reacted to it with much more enthusi-
asm than they had shown for ligh-
ways. Cities Service. like Anierican
Oil, does not use selective radio or
TV, but it docs offer dealers co-op
assistance (a 50-50 sphit) and adviece
in getting on the air themselves. Many
of the bigger ones are on radio, and
one Cities Serviee distributor (I’etrol
Corp. of Philadelphia) is on TV with
weekly two-honr-long boxing matches
on WFILTV, Philadelphia.

Amcrican Oil and Cities Service are
more or less the exceptions to the
thought that direet selling is needed in
gas-and-oil broadeast advertising. This
does not, by any means, rule out oil’s
use of in-itutional air advertising.
which has always played an important
part with refiners. many of whom are
still trving to lve down the bad taste
in the public’s mouth caused by the
trust-busting  cases  the  government
todged against them in the carly yvears
of the 20th century. Institutional air
campaigns, like those of Texas. Stand-
ard Oil; and Socony-Vacuum, lend
considerable prestige to a firm with
upper-income buyers and with impor-
tant dealers,

Thus, the Texas Company, probably
the largest dollar-volume advertiser in
the oil industry, with a radio budget
of over 8$1.000.000. fecls that the
broadeasting  of the Metropolitan
Opera’s productions on a network of
nearly 300 stations in the U, 8. and
Canada (See: Oil and the Opera.
SPONSOR. January, 1918) brings them
a large wmount of good will-—a publie
sentiment that Texas sees as being
capable of conversion to profit at
Texas” 36,000 dealers in the U, S. and
0.000 dcalers of the McColl-Frontenac
Oil Co. (Texas’ Canadian affiliate).
“Good will™ is not enough for Texas.
It sponsors the Milton Berle Show
on ABC to do a selling job in radio
whose direct approach eomplements
the opera’  institutional  approach.
Texas is alzo the proud owner of the
highest-rated show on the visual air,
The Texaco Star Theater (again with
the ubiquitous Berle), and the inte-
grated TV eommercials  with  the
Texaeo pitchman bring in an cve
opening sponsor identification that has
run as high as 93.2. The two Berle
shows have done wonders in upping
Texaeo sales, and Texas believes that
its selling problems have been largely
solved by the combination of the in.

stitutional  operatic airings  and  the
frankly direct-selling  Berle  shows.

Of the two remaming major oil
firms who market their products (and
air-sell them, or their firm names) on
a near-national basis. one of them,
Gulf Oil. uses mueh the same broad
approach to air advertising that Texas
uses. The other firmn, Standard il Co.
{\. J.) has been sponsoring the highly-
institmtional New York Phnlharmonie
Svinphony on 163 CBS stations to
build public acceptanec for the Stand-
ard Oil name. However, the various
Standard divisions, subsidiaries, and
rclated companies who use broadeast
advertising do so on a primarily sell-
ing approach, via selective radio and
TV, designed solely to bring in the
business. The only exception to this
among the Standard divisions is Stand-
ard of California, which follows the
Texas formula rather closely. sponsor-
ing The Standard Hour and The Stand-
ard School DBroadcast regionally on
the West Coast, but balaneing this
effort with a eomedy show ealled Let
George Do I1. which earries the load
of selling California Standard’s line
of automotive products.

Gulf Oil has learned its radio and
TV formulas the hard way. Gulf has
leen a Dbig airtime buyer since the
carly days of the medium. The firm’s
radio case histories have run the
gamut. as is true of most of the major
oil firms. from the initial davs of
“eood musie” programing. through the
cra of name bands and big nighttime
comedy shows. to its present radio-TV
presentation. We The People. The
show at times has a faint air of publie
service about it. but generally the com-
mereials  are  designed to help  the
thousands of Gul dealers sell their
stock. The company is also sponsoring
a sceond TV show. Gulf Road Shox.

It is with the smaller oil firms, who
distribute and market their products
regionally, or in a few states, that
broadcast advertising designed to sell
the product. rather than the firm name.
is used to the fullest extent. Oil firms
kave definite regional marketing prob-
lems. and the selling done by Texas
or Gulf at the national level can never
be as finite (unless cut-ins are used)
as that of the firm nsing seleetive
radio or TV. For example. the busi-
ness of plugging sea~onal oil changes
alone. or of selling the profitable side-
line of insceticides. varies with differ-
et parts of the country as Suminer
or Winter sets in. At selective and
regional levels, too. eil firms aim their
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programing or selective campaigns at
fairi
shooting at the broad target and hop-

specific groups. 1ather than
ing to get gas and-oil binvers in sheer
weight of numbers.

Thi~ accounts maiuly for the wide
use of two programing types that are
high in male appeal, namely. sports
and news. by selective and regional
u=ers. Almost the lone exception to
this i~ the Signal Oil Co. of California.
which makes a compromise with the
fact that approximatels 83%¢ of the
gas-and-oil pnrchases in the country
are made by men. Signal has been
r
so the high-rated Whistler on the Co-
lumbia Pacific Network. A sugpense-
tvpe whodunit. Whistler atiracts an
andience that mostly male. while
being a show that lends itself well 1o

sponsoring for the past two vears «

15

promotion to dealers and 1o consumers,

The primarily masculine appeal of
uetwork and selective sports lies in
back of their extensive nse. year alter
vear. by such leading regional sports
sponsors as Atlantic Refining in the
East. the Standard Oil Co. of Indiana
in the Midwest, the Thimble Oil Co.
of Texas in the Southwest. and the
Tide Water Associated Ol Co. in the
VMountain and Pacific regions. These

firms make a real promotional field
day out of their sports =ponsorzhip.
Sinee there are just a handiul of sports
events that command national interest,
the biggest interest in sports is in big
regional sports evend~. The oil firms
who are selling their produet through
sponsorship of these events have a pro-
motional nataral on their hands. Giv.
ing away football maps. prediction
charts, score cards, and other sports
promational material at serviee sta-
tions is just one way of rcaping the
harvest of this
Stations are decked out with posters
and displays, local contests with a
sports theme are handied by the deal-
ers, and the results
greatly inereasing sales of gas and
oil. At the same tine, the sponsorship
of sports establishes favorable publie
relations {or the oil firm.

Still the most widely-used form of
regional and seleetive air selling in
the oil industry is newscasting. Like
sports. the basic reason for the ex-
is that it is a
program type high in appeal to male
listeners, although the ratio of male-
female members of the average oil-
sponsored newseast does not go as high

tremendous  interest,

are evident in

tensive use of news

as the 83-15377 ratio that actnally does

What'll I do?

Dear Anxious:

itinerary.

STUMPED'!

She says she'll marry me but refuses to leave town to go on honey-
moon. Says she won’t risk missing her favorite KXOK programs,

No reason why your bride should miss ANYTHING on her honey-
moon. Go on your honeymoon anywhere from west-central Missouri
to Indiana, from lowa to Arkansas. KXOK's powerful signal can
reach her any hour of the day or night, even into Tennessee and
Kentucky. Any John Blair representative will gladly help set your

Anxious

KXOK, St. Louis

630 on your dial
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the buying of gas-and-oil products.

The hrm that sets the pace and is the
most sneeessnl nser ot is
Esso Standard Obi (3ce: Esso News
Reporter.  spoxsor.  March, 1917),
Frso opened the way for the whole

Hewscasts

field of radio news sponsor=hip in Oc.
tober, 1935, when it made a deal with
L nited Pres« for a series of five-minute
news sinmmaries that were the founda-
tion of the now-famons Esso Reporter
newscasts civrently heard on 42 sta.
tions in the l8-state Esso marketing
territory  that run~ from Maine
Lounisiana,  lisso backs this up with
periodic selective campaigns in TV,

to

sponsors regional sportscasts in Ar-
kansas. and promotes the whole works
so aggressively to dealers that today
it is an integral part of the marketing
system of Esso. S0 well has Esso done
this job that several hnmdred Esso
dealers are on the air with their own
shows and announcement schedules. a
higher pereentage of the total number
of dealers. incidentally, than for any
other major oil firm.

The Esso formmla of newsecasting
has been used by oil firms at all levels
of broadeast advertising. Todayv. five
major oil firms are using network
radio newscasts to tell their sales story.
firms (in addition to lsso's
Esso Reportery are using
in varving amounts, on a selective

Seven
new seasts,

hasis,

At the network level. Pure Oil Co.
sponsors H. V. Kaltenborn (MWI)
ad  Richard Harkness  (ToTh)
come 30 \BC stations. and snpple-
ments this with newscasts on a selee-
tive basisx in two additional markets,
The Skellv Oil Co. goes after carly-
morning audiences with NBC’s World
Vews Roundup on 23 stations. mosth
in the Midwest. The Sun Oil Co., for
vears associated with radio news spon-
sorship (Lowell Thomas). bankrolls
the nightly Three-Star Extra on 31
\BC  stations in Lastern  Seaboard
cities. On the cther side of the nation,
the Union Oil Co.. an aggressive Cali.
fornia advartiser. nses Fleetwood Laiw-
ton nighthy 1o reach Don lee news
audicnees, and nses selective radio and
TV 1o «cll evervthing from its “Roval
Triton™ oil to its aunnal reporl. via
TV films. The Richfield Oil Compan’s
Western Division sponsors a nighthy
news ronndnp on the ABC Vacifie Net-
work. and has used periodie announce-
ment campaigns in radio.

In selective broadeast  advertising.
the biggest newseast nser is the Shell
01l which 15-minute

on

Co.. sponsors
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Reminder...for a

ASK

REPRESENTING

YOUR

LEADING

JOHN

RADIO

BLAIR

STATIONS

MAN!

OFFICES IN CHICAGO . NEW YORK .
25 APRIL 1949

RADIO softens up hard-water
markets fast!

It’s no secret that soapless detergents work
best where water is hard. T'hey sell best there, too. 1t’s
no secret either that Spot Radio puts advertising to
work right where it does the most good—in this case

where water is bard and prospects are plentiful!

Spot Radio sells — detergents, deep-freezes, or
dancing lessons—because it is powerful yet flexible.
Your John Blair man knows Spot Radio . . . aud

markets, and merchandising. He knows how to weld
all three together . . . to build a potent, profitable
selling force that squeezes the last penny’s-worth

from every single advertising dollar you spend.

Ask him how Spot Radio

JOHN cansell your product!

£ COMPANY

DETROIT ST. LOUIS e LOS ANGELES . SAN FRANC:SCO
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nighthy news shows, and some five- and
10-minu 'ws shows on about 10
1 t last and  Midwest.
St ird O ludiana, like Lsso
Standard, uses selective newscastin
l s =t tl ninute
roundup than Fseco’s  five:
la 21 stations
in 1 Y| e~t and V\lountain arcas
~ N acuum Oil Co. uses 5-10-15-
1 newscasts on 10 stations in
\ew DIngland and Lastern markets,
plus some weather reports, and occa-
sionally < into network TV for -

al one-shots such as the recent

stitutio

fA

...of productsindtl

classifications owe.

much of their fame
in South Texas to
campaigns over -

ROUNDUP TIME in
65 Sauth Texos caun.
ties alane receantly
shawed WOAI lcod
ing the herd bath doy
ond night by more
thon 2 to 1!

C. C. DABNEY, Frederickiburg. Texas

,QL

Represenled by EDWARD PETRY & CO,, INC. -

Mous BRANDs

Julius Caesar production from W ash-
ington, D). C. Continental Oil Co. uses
newscasls on two stations, one in
Minnesota and oue in Nebraska. DPure
Oil Co.. Texas Co., and Atlantic Re-
fining use seleclive newscasting on a
limited basis to supplement their other
broadcast activities.

Only one regional user of broadeast
advertising has reversed the trend in
recent years to seleetive news broad-
casting. The Phillips Petroleum Co.,
formerly a sponsor of a series of
nightly news roundups on some 30 sta-
tions in the Midwest. Mountain, and

- #uather FAMOUS

WESTERN BRAND!

New Yorh, Chicage, Los Angeles. Delroil, St. Louis, Dallas, San Francisco, Allania, Boslen
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Paciite regions, last month entered net-
work radio for the first time, purchas-
.ng the National Barn Dance on an
xtensive list of ABC stations in the
same terrtories. It wasn’t that radio
naws wasn't doing the job well for
Fhillips; it actually produced real re-
sults.  But Phillips, which does its
strongest husiness an the rich farming
~ommunities in these areas, felt that a
high-rated folk music show would gi.e
it much the same audience that it hal
before, plus added farm audiences. It
would also, Ph:Hips felt. give a moie
vuificd handling of the s.mple Phil-
livs commmercizls, as well as a good
-hange ol advertising pace that fitted
nto the eurrent expansion of Phil-
ip=" distribution.

The o] industry has learned its les-
zons the hard wav in the last two dee-
des of broadeast advertisinz, but it
has learned them well. Of the various
industry categories that comprise the
U. S. automotive industry, the oil in-
dustry is largely the pace setter and
the most aggressive advertising group
of those that use the air media to sell
products to the Ameriean automotive
consumer. o R

10 OOO WATTS IN KANS4"

Repreacnted by
JOHN BLAIR & CO.

DON DAVI, s
JOMN T SCHMILLING, Gom g

MuUlUAL NITWORK © < 3.000 WArIS NIGHI

710 KILOCYCLIS

SPONSOR




With a Single Contract

| MONTANA

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

PACIFIC NORTHWEST BROADCASTERS

Portland Great Falls
Ellensburg Helena

Spokane Bozeman

Missoula KXL Butte

Seattle

EASTER N Sales Manager Wythe Walker 551 - 5th Avenue, New

WESTERN Sales Manager Tracy Moore 381 Hollywood
25 APRIL 1949
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continued from page 2

1949 radio and TV set sales
will run $1,000,000,000

Combined sale of television and radio sets in 1949
is estimated at $1,000,000,000 by Department of
Commerce, with approximately half in TV sales.

about the craffic jam on Radio-set sales are being held back because high-
State Street, March 19, when priced consoles aren't selling. This is traced to
3000 people tried to get into , public's worry about records requiring multi-

4 new store which had ad-

vertised its opening exclu-
sively on KDYL,

speed motors and reproducing arms.

But can we help it if so NBC leads in Hooperatings,
many people insiston listen- CBS in Nielsen index
ing to this popular scation?

Television, too . . . and While 1949 U. S. Hooperatings list 11 NBC night-
:naﬂ1bﬂnmsan:g0mgfaﬂ! time programs among the "Top Twenty," the first

Nielsen release of his new "national rating" lists

only 4 NBC evening shows, with CBS placing 12 in

Nielsen's "NRI Average Audience" ranking of first
: 20. Once again it's war of rating systems, with
_;ﬂﬁﬂ_;mnav 5

YIAA, W- _TELEVISION CBS being pro-NRI and NBC pro-Hooper.

Naiionol Representative:
John Bloir & Co. Advertising no longer prohibited

in new Armed Forces contracts

Orders for military equipment and supplies need not
be placed without thought of advertising, under
latest renegotiation ruling. While very little
leeway is included in pending decision regarding
broadcast advertising, it can be figured in pro-
duction costs if it's necessary for the supplier

IN = to keep his "competitive position" in his industry.
MUS'( ll(ENSlNG ’ How far advertiser can go under this decision is

= anybody's guess.

BMI LICENSEES

INefworks Zenith still batling for

consumer payment for TV movies

Five thousand telephone subscribers were questioned

Short-Wave . e o
Canada . .. 150 recently in 25 cities on willingness to pay $1 to
! see a motion picture at home on their TV receivers.
TOTAL BMI
e 1L Over 80% voted "yes" and indicated that less than
‘JCENSEES_ _2,572 Hé 50% of 21 great pictures of past 10 years had been

seen by respondents to survey. Survey was con-
ducted by Zenith in order to push its phonovision.

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

Brewers lead in sponsorship
*As of April 19, 1949 of baseball broadcasts

i A, ; ”éﬁ%- In both radio and television, brewers are first
7 among sponsors of both big and little league games.
lBOADClST HUSIS Iﬂc Warmup sessions have great variety of advertisers,
580 FIFTH AVE.,, NEW ““K 9 i with cigarettes, men's clothing, and soft drinks
BEVEFORK * CHICARS - BOUYWOOD leading as SPONSOR goes to press.

50 SPONSOR
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No. 2 of a series proving why

SPONSOR is your best buy

How’re we doing

at Y & R?

or at Beaumont
& Hohman?

It’s a safe assumption that if they're prospeets of yoyrs
they’re readers of spoNsoxn.

And what’s more, a heavy pereentage are liome readers.

Timebuyers, aeecount exeeutives, advertising managers, an
heads of sponsor firms enjoy sroNsor. They say they finc
it refreshing. They say they find it useful. That eombination
is hard to beat.

Despite a high subscription priee (fifty eents a copy, $8
a year) SPONSOR’s paid circulation has elimbed impressively.
Three out of every four eopies (total guarantee, 8000) go to
national and regional buyers.

If you want first-hand evidence of sPONSOR’s pinpointed
impact ask any timebuyer—or your national representative.

YOUNG & RUBICAM
SUBSCRIPTIONS TO SPONSOR: 20

Home 12 Office 8

Executives 3 T‘lniebu'felrs g
Acc't Exee. 2 Others 3
Radie Dir. 3 #

3oms Young A Rubleam clients that sub-
seribe: American Home Foods, Borden Com-
pany, Bristol-Myers, Cluett-Peabody, Genaral
Electric, General Focds, Gulf Oil, Johnsen &
Jehnion, Lever Bros., Thomat J. Lipten, Purlty
Bakerios, Rath Packing, Packard Motor Car,
Rotefield Packing, Hunt Foods.

BEAUMONT & HOHMAN
SUBSCRIPTIONS TO SPONSOR: 7

Office 3

-

Home 4
2

Radio Dir. 1
Others 1

Executives
Acc't Exec. 1
Timebuyers 2

Some Beaumont & Hohman clients that sub-
scribe: Belmont Radio Corporation. Liberty
Orchards, A. Schilling & Company.

You’re sure to hit home
with sponsors and agencics

when you advertise in SPONSOR

For buyers of Radio and TV advertising




Facts don't count with a blowhard, but there is no disputing the plain fact that CBS

advertisers win large, loyal audiences at the lowest cost in radio. Non-CBS advertisers

can do likewise with such available CBS programs as Sing It Again which

delivers each thousand families for under 15 cents per average minute.

The Columbia Broadcasting System
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Heseman’s Dog Sled Team at Ashton =
Station WHEC In Rpchester CEE VSO E Sad

WHEC is Rochester’s most-listened-to station and has
been ever since Rochester has been Hooperated!

Furthermore, Station WHEC is one of the select Hooper
“Top Twenty’ stations in the U.S! (Morn. Aft.and Eve.)

Lotest Hooper before closing time.

gl ¢ EEEr—

STATION STATION STATION STATION STATION STATION

WHEC B C D E | F
MORNING  43.1 2246 6.1 4.7 17.2 5.1

8:00-12:00 A.M.
Mondoy through Fel,

AFTERNOON 35.0 25.8 7.1 147 13.7 | 3.0

12:00-6:00 P.Mm.
Mondoy through Fri, Station

EVENING 38.1 30.2 6.9 97 14.1 ”3:.‘.’;;:'::’:'.‘
ks e T JANUARY-FEBRUARY HOOPER, 1949 i

Lotest before closing time.

BUY WHERE THEY'RE LISTENING: —

MEMBER GANNETT
RADIO GROUP

Representatives; EVERETT & McKINNEY, New York, Chicogo, HOMER GRIFFITH CO., los Angeles, Son Froncisca

| 25 APRIL 1949
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on all the multiple set programs like dramat

n ibl ith - h like Bob H d' inn’ 1
mlnlmum Cost :n pC‘;sBSSI. eBo':)' p|:ys°r;:em:>?an;,°:ingls,e an‘:i an::uan(ce: prOductlon S hlgh presentations (Philco Theatre, Ford Theatrd!

TV costs

Cost per thousand viewers
iﬂ is going steadily down

in 1V, Costs of buying
time and talent are just as consistently
going up. While average half-hour
rates al the three oldest stations in
New York have doubled in the past
16 months, from $815 on 1 January.
1918, 1o §1,650 on 1 May, 1919, scts
in homes in the metropolitan New York
arca have inereased over six limes.
Cost per thousand TV-equipped homes
for ime on a half-honr program was
$6.80 at the beginning of 19148, 1U's
§2.85 as sPONSOR goes Lo press. The
cosl of programing has not doubled in
the 16 months. but the quality of pro-
rrams has increased, and it therefore
cosls more {o alltraet an audienee, due
lo competilion.

In New York the cost of a one-
minute  selective  film  annonncement
has jumped from $102 1o $210 with
the cost per thousand howmes for an-
nouncements dropping from $.83 1o

58

.

§.45. This is not as great a drop as in
the case of half-hour programs. and the
reason is simple—one-minute comni-
mcrcial spols are increasing in cosl.
It’s possible to purchase a one-minute
film on WATV for as low as $100,
but rates on other stations are con-
siderably higher.

Outside of New York a one-minute
commercial median figure is $50, ex-
cluding Chicago, where cosls range
around $70. These costs nelude film
studio. generally. The cost of making
a one-mmule film commercial runs the
gamul. Some effective mimuie movies
have been made as low as $200 each,
and others have run as high as $1,500.
There is no ceiling or floor for minute
films, or, for that matter, for any TV
films.

A great deal of interest has heen
manifest in television station-break
comercial time.  Bulova has pio-
neered in ten-second breaks for which
no station has as yet established a

Sponsor pays more,
gels more

card rate. Minimum length of time
on regular rate cards is 20 seconds,
and while many stations still ask the
full minute rate for a 20-second break,
the tendency is 1o charge 60 to 807%
of the minute rate. l.ess than one-
mimite commereials are faced with the
normal expectancy of having another
commercial film right next to it. Sta.
lions are operaling at a loss and musi
lake every opporlunity 1o make that
extra buck. Most agencies advise
against  less-than-minute commercials
for this very reason.

Minute commercials have been very
productive for loeal-retail and national
seleetive advertisers. Willi more and
more coaxial cable circuits being
opened, less and less prewium time is
available for local programs on net-
work-afliliated stations.  As cach city
joins the cable chain some local agen-
cies find that they have to enrtail TV
activities. This is especially so in the
Midwest, sinee there is ouly one West-

SPONSOR




n quiz progroms like Firestone's Americana are production budget-
ers since questions are acked visually with use of actors and sets

to-llast cable. and =pousors feel that
they'd like their programs to originate
in the talent eapitals of the 1.5,

A half-hour of premium time on the
networks using a combination of co-
axial cable and kinescope recordings
to cover the non-connected
where TV stations are on the air runs

towns

around £6.500 gross. This will cover
generally 28 of the 31 markets now
viewing TV. The TV homes in these
areas currently exceed 1,250,000, and
this figure inereascs monthly. Most
buvers of network TV time are pro-
tected for a period of 12 months. with
very few contracts extending protee-
tion bevond that time. The reason for
this is obvious. Time eosts are based
upon TV-equipped homes.  In mamn
cases, they are set at a figure that does
not cover operating costs of the station.
In New York it costs a station {aecord-
ing to an unreleased NADL survev) on
an average of $30.000 a week to oper-
ate even on the limited schedule that
most of themm have. The average sta-
tion in the U.S. has an operating nut
of $5,000, has 17 full-time employees
and 22 on part time. Noue of them is
really in the black at the present writ-
ing. although several have announced
that they are. They made this an-
nouncement because they did not fig-
urc their original installation costs or
amortization of their initial invest-
ment in putting the station on the air.
What they mean is that theyre not
in e red on their operating expeuses.

25 APRIL 1949

talent’s high

While time costs comtinue to in-
crease at a much slower rate than the
TV homes in the areas served. pro-
duction costs are still a great question
mark. A recent of network
offerings indicates that not a single
commercial program is being produced
within the estimate bv  the
agency when the program was sold.
This i¢ neither the fault of the agenes
nor the network. It’s the natural out-
growth of a medium that is out of
three-cornered pants before
knows how to mother it

survey

made

anyone

Another reason for the inereasing
costs of production ean be traced to
the fact that talent is generally no
ionger interested in appearing in TV
in order to obtain “experience.” The
&75 minimum established by the four
unions covering performers in TV is
now actually a mininmum, not a maxi-
mum as it was for a long time.

In the musical field TV talent rates
are two-thirds what thev are in
work radio, or what they would be on
an equivalent radio station.

Stations and ageneies have discov-
ered that short-changing a production
by ealling a minimum stage-and-cam-
era crew doesn’t work out. \x a result.
shows that have started out as Tex-
tron's The Hartnans telecast have had
practically to double their rehearsal
time and inereasc their crews hy one-
third.

While there is no such thing vel
as a smooth “first” telecast, agencies

net-

on programs like "The Hartmans" [above) and many of the
star-studded telecasts being networked by NBC and CBS

are trying their best to make thie initial
scanning of each new sponsored series
as professional as it can be. The re-
sult is a verv expensive procedure. with
rehearsal costs that have given adver-
tiscrs”  eomptrollers  huge  headaches
tryving not to exceed their budgets.
There 1s little that can be done about
this. Only the simplest programs can
be done without eonsiderable rehears-
als. and the extra hours pav-off is in
increased  aundiences increased
commercial impact. One floor-cover-
ing firm has tried recently to cut down
rchearsal time, with the result that its
commereials aren’t worth the time they
take on the air. A TV commercial
is either sinooth or it's ineflective.

The cost of commereials on fihm is
still so much higher than live com-
mercials al present that most programs
continue to present their selling live.
Viewers are very eonscious of inferior
fihming. and =ponsors report that thev
receive numerons letters everv time a
poorly-prodneed film is telecast.

One mcthod of keeping down pro-
aram costs where the program is filmed
is by spreading the cost of the pro-
duction over

and

number of airings
\mevican Tobacco has bhought first
and second rights for a number of
fihns at fees which are below the aetual
cost of the films because the producers
feel that thes will he able to use th
matcrial with revised commercials fi
another sponsor in a few vears [r
(Please turn to page 62)
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RESPONSIBILITY IS
- HERE IN TV FILMS

: s

i
o

R o R e P

...at Video Varieties it's Undivided
from script to finished print

THE most needed element in tele- structors, cameramen, sound and = =
vision film production is the respon- studio technicians, and editors on our |
sibility of the producer. own payroll. | RESPONSIBILITY MEANS

That's why Video Varielies puts That's why we own and operate BETTER FILMS

such emphasis on responsibility. We 17-year-old West Coast Sound ; |

. tudi with it rienced man-
have made sure that there is ade- Studios  wi fls experienc }

ower and complete facilities On Estimotes ond Schedules. . \V V
quate experience, enough trained P P ’

. .. On Script ond Costing RAY
manpower, sufficient capital, and the From this background, we solicit l )
modern facilities necessary to pro- your inquiry regarding any film pro- On Set Design ol (Camsirge: ,
. . . fion . .eeeenn. pammuymikam, N
vide undivided responsibility for every duction you may have in mind. Our ° l
detail of any film you may require executive and sales offices are at 41 On Direction ond Supervision. \ \
from script to finished print. \E':;sl 505'; :"S °"dN°U' s;udikos (:”I 510 On Editing ond Print Delivery.\ \
est t t., ew York. ease I
That's why we have directors, phone MUrray Hill 8-1162, write
. . . . . ’ ! I\
script writers, set-designers and con- wire or call in person. \\/DOUBLE CHECKS ‘
RESPONSIBILITY
I
| STHEIL OF

VIDEO VARIETIES CORPORATION ! .

41 East 50th STREET e NEW YORK 22, N.Y.

[RESPRRSIRILITY
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CUSTOM CUT STEEL

LADIES WEAR

SPONSOR: Toledo ITron & Steel Co. AGENCY : Placed direey
CAPSULE CASE NISTORY : Comparatively new to the fiekd
of TV advertising, this firm has had results from its
three-times-a week evening announcements on WS{PD-TV
which has it believing that TV can sell anything. Com-
pany’s business in steel strips, rods, and other types of
steel produets, individually custom cut for all purposes,
has increased 157 during the eurrent 13-week video
series. According to the firm’s president, dward Aren-
son, the number of phone calls and resultant sales each
week are phenomenal.

WSPD.TV, Toledo, Ohio

TV

results

PROGRAM: Announcements

RECORD ALBUMS

SPONSOR: None

CAPSULE CASF 1IISTORY : Paul Brenner, conductor of the
years-old “Requestfully Yours” record show on WAAT.
Newark. New Jersey, has, on WATV. a live interview-
type program which also involves musical film shorts of
the featured guest stars appearing with Brenner. For
‘he past several weeks record albums have been given
awav to the first ten people writing in for them. the post-
mark being the time criterion. In response to one an-
nouncement, running less than a minute. 1.333 replies
were received.

WATYV. Newark, New Jersey  PROGRAM: “Respectfully Yours”

SPONSOR: Miriam’s Ladies” Wear AGENCY : Placed divect

CAPSULE CASE HISTORY : This apparel shop for women
went on video for the first time with one two-niinute
participating spot on KDYL-FV. and. like =0 many
local advertisers making their initial venture into the
new medinnm, met with immediate and surprising <uccess.,
The two-minute plug was on a fashion telecast. and used
a live model to demonstrate a 3179 Spring coat. The
next morning a number of customers came into the store
to see (and i most cases. buvt the coat that had been
demonstrated the night hefore.

KDYLTV, Sah Lake City, Utah PROGRAM: \nnouncement=

MILK PRODUCTS

SPONSOR: Pet Milk Company AGENCY ; Gardner
CAPSULE CASE HISTORY: A mail-pull record for WLW.T
was established by a single one-minute announcement on
the station’s “Kitchen Klub”. The announcement. spon-
soredd by the Pet Milk Company. offered a Mary lLee
Taylor recipe book. integrated into the baking of a
cherry eream pie. The one announcement drew 015 replies
from viewers. It was a Washington's Birthday feature
of "Kitchen Klub.”™ which is the oldest commercial pro-
gram on WLW.T. and which now has seven different
food sponsors daily aeross the hoard.

WLW.T, Cincinnari PROGRAM: “Kiutchien Kinb™

APPLIANCES

SPONSOR: Shea’s Appliance Store AGENCY ¢ Placed ditect

CAPSULE CASE 1ISTORY : The tremendous pulling power
of Frie’s WICU television advertising was  recently
demonstrated in a “sell-out performance™ by a 73-word
announcenent.  Officials of Shea’s set a daily announce-
ment schedule over the station. for the first of which the
TV camera was focused on one of 18 receivers on hand
at the store. Next day the store claimed the demonstra-
tion model, with the apology that all 18 had been sold.
and a customer was waiting for even the one whieh had
been televised.

WICU. Erie. Pennsylvania PROGRAM: Announcement

FOOD RETAILER

CUSTOM TAILOR

SPONSOR: Donahoe’s Food Stores AGENCY: Placed direct
CAPSULE CASE 1ISTORY: This food retailer tried a five-
minute TV news show with the following results: First
week, 80 pcople responded within 24 hours of an offer
of a free pound of macaroni to anyone asking for a
cheese “special™ advertised on TV: following week, with-
in the same time and due to a similar offer regarding
eandy, 153 persons asked for the TV special.” third
week, 213 customers took advantage of a bargain on
catsup and tomatoes: fourth week, TV plugging of Dona-
hoe’s coffee resulted in the sale of 600 pounds.

WDTYV, Pittshurgh PROGRAM: “Pin Parade™

SPONSOR: James Seali AGENCY : Placed direct
CAPSULE CASE 1ISTORY : Scali, custom tailor for women
on fashionable 57th Strect. New York, some weeks ago
became the first ladies” tailor with a small but exclusive
clientele to advertise via TV. Participating on “I"ashions
on Parade.” Scali found the outeomne so gratifving that
he cannot handle “all the order~ that have resulted.”
After the first three wecks. 50 new customers visited
Seali's salon. an overwhelming response for a small
production business of intricate, high-styled, detailed
work.

WABD, New York PROGRAM: “Fashions on Parade”




TV COSTS

tContinued from. page 59)

now. In order 1o spread the cost of
film prv grams over a number of vears,
iUs necessary to wateh with eagle eves
for any material which dates the pro-
gram. Dy shooting stories that are nol
topical and which will be as gowd ten
vears from now as they are todav.
sponzors find eosts materially cut for
them. Talent costs for these films are
quite higher than they are for live
telecasts. but the feeling is that they're
\ live teleeaxt

The

worth the difference.
i= dead onee it has heen aired.

use ol Kinescope recordings i= lnited
for the most part to areas not inter-
conneeted with the network telecasting
the program. s generally understood
by the talent imvolved that the pro-
grams are for onedime airing only.
Kinescope recordings are like off-the-
line recordings in radio. and if they
are to be used as “open-end” filins the
talent will have to be paid as it ix for
the off-the-line disks (once for live
program and once for filming).

That'~
certain. 1t's just a~ certain that the

TV eosts ecan only go up.

coxt-per-viewer  will continue to go

down. - K &

Prafcts are Prolific, too

.. when WTAR sells the Norfolk
Metropolitan Market for you

Most of the folks in Norfolk, Portsmouth, and Newport
News, Virginia, listen most of the time to WTAR.

Hooper soys WTAR’s Share of Audience was 44.2 an
weekdoy mornings, and 47 0 weckdoy afternoons. Sun-
doy ofternoon wos 31.8 and doytime Soturdoy 31.0.
In the evemings 50 2. Closest campetition wos never

more thon 22.4
February, 1949,

1Statian Audience Index — Jonuory-

Mate the mighty potential of the Norfolk Metropolitan
Market with WTAR’s listener preference. Check the cost
per listener. Easy to see why WTAR mokes sales soar
and profits more so. May we tell you more?

5,000 WATTS
DAY AND NIGHT

N.B.C. AFFILIATE

Nationally Represented by EDWARD PETRY & CO.

62

SOAP OPERAS

tContinued from page 319

of the
population. This group i~ defined on

Man group. comprising 654

the basis of occupation, source of in-
come. house type. area lived in, and
education.  Based on the Index of
Status  Characteristics previously  de-
veloped on the five points listed above,
154 of the population helongs to the
upper and upper-middle elass group
above the Common Man group. and
207 ¢ to the group below it.

In the Comnion Man group of listen-
ers. Mrs. Average Honsewife was dis-
covered to have low powers of imagi-
nation. and consequently to have lim.
ited resourees within herself for solv-
ing problems. She normally tends to
suppress  strongly
pulses. of hoth feeling and speech. even
in the realm of imaginative expression.

She sees her relationships with other
persons in a stercotyped pattern, and
is painfully shocked if events don’t fol-
low the pre-conceived pattern, She’s

spontaneous  im-
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had enough experience, however. to he
aware that life doesu’t always follow
the ideal (to her)
of her relatiouships. even within her
family, have an element of fear and

patternz so ntost

strain.

Warner and Henry discovered that
daytime serials fall naturally into a
number of basic types. One of the
most important, because of the num-
ber of problems aired and the great
number of Hsteners, is that designated
by Warner and Henry as the Family
Type.

In this type the family provides the
leading charaeters, and the center of
interest is a woman, usually the wife
and mother to other important figures
in the story. The majority of listeners

-most of them from the Common
Man group—listen to a Family Type
program bike Big Sister, for example.

because the personalities and plot ac- |

tion prove that good wives and mothers
are always victorious in their family
activities.

The primary theme always triuvmphs
over the counter theme of danger to
security and family ties. It seems to
be a psychological necessity for the
women in the Common Man group to
be reassured endlesshy, through identi-
fication with the model herome, that
their position is safe,

The themes of Big Sister. to use that
program again as an example, express
the restrictive virtues of American
middle-class  morality.  New  themes
may not be added without distracting
from the unifving psychological pur-
pose of the drama. By identifying
themselves with the characters and ac-
tion, women are soothed and reassured
{healthily, according to Warner and
Henry) through the triumphs of the
virtnous  heroine.

A survey of leading serials reveals
that their themes alt deal with the nor-
mal hopes and anxieties of their list-
eners in such a way as to encourage
them and wmake them wmore satisfied
with their lots. The major appeal of
the serial strip. however. is by no
means confined to the thematic ele-
ment. and it would be easy to over-
emphas

e its importance.

N

Although the answers to the direct
question. “Why do vou listen?”. come
phrased in many ways. it is clear that.
in addition to the p=ychological release
and what listeners think they learn
from the programs, a major factor is
sheer entertainment value. The main
the entertainment is the

clement in
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pleasurable, conscions, emotional re-
sponse or feeling. induced by the pro-

gram as a whole. This effect is in-
duced, for example. when  lawver

Portia pleads a case the listener knows
Portia can’t
against her elient is “framed.”

It has been argued by some pro-
ducers that it is impossible to extend
the aundience of the davtime serial.
Philip Morriz recently bought Sandra
Michael's Against The Storm on the
theory that the serial audience can he
extended. The will be aired
across the board on MBS starting |
May in hal-hour segments instead of

win since the evidence

Sh()\\'

the cuslomary quurl«-r-hmu‘s.

Miss Michael disclaims  projecting
a specific theme in Against The Storm,
and objects to its being classified as a
“soap opera.”’

Considerable  evidenee  has  devel-
oped since the war that both theme and
treatment of the story can be made to
extend the audience to which the day-
time serials appeal. Another report in
this series wilt explore this possibility.
More than 50%  of the available
women hsteners in the dayvtime don’t
turn on their radios at all. That's a
profitable  margin  of prespects to

~hoot for. x % x

“WRAP'EM

c‘ hether we're shoppin® for

ourselves, our farms or our
wives, us Red River Valley farm-
ers in North Dakota ain’t a bit
stingy! We dou’t have to be!

Our average Effective Buying
TIncome per family (Sales Man-
agement, 1948) is  §5599—
20.99%, higher than the $4309
average for the US.A. as a
whole!

WDAY's amazing popularity
in these parts is even more im-
pressive than our listeners” in-
come. The latest Conlan Study
shows that for the entire survey
(morning, afternoon and eve-
ning). WDAY has more than
3146 times as many listeners as
the next station!

Ask us or Free & Peters for
all the faets!

BOTH UD, SISTER/”

FARGO, N. D.

NBC - 970 KILOCYCLES
5000 WATTS

—
FRee & PETens. v

Exch Nattenal Rep
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THE UNIVERSAL LANGUAGE

cComtinued from page 23

Hay went on immediately after. open-
ing hi~ show by saving. “From here on
out. folks. it will be nothing but real-
ism of the realest kind. You've bheen
up in the clouds with grand opera. now
get down 1o carth with us in a per-
formance of Grand Ole Opry.”

It 1= that homey and homely plilo-
sophical approach to listeners that in
the intervening vears has turned couwn-
try-type shows into the programing
backbone of a good many local sta-
tions throughout the country.

The  folkemusic  program  pattern
doesn’t vary much. On long. three-
and four-hour programs like Dance
and Opry it includes square-danee eall-
ing. folk-cong artistz. yvodeling. novelty
vocal act~. and instrumental special-
tties. On the five- and 15-minute day-

time hillbith broadeasts heard on most
of the nation’s stations one or more of
these types of folk entertaining can be
found. The usual format for less am-
bittous Western programs takes in a
single singer or a small group (trio or
quartetter. But however big or =mall
a hillbilly show is. the same informal.
down-to-carth quality remains.

The appeal of country musie on the
air is not limited to live-talent pro-
grams. Some of the most potent shows
in point of mail pull and direct-sales
results are disk jockey programs which
confime themselves exclusively 1o the
playing of leading folk and Western
artists” recordings. Typical of this ~ont
of show is Nelsou King’s Jamboree on
WCKY. Runuing three
hours and 45 minutes seven nights a
week. the show is routined by inail re-
quests, and it has hecome so important
to record companies that often asce-

Ciuelnnati,

WMT plows fertile ground

T .
their own right. not merely as repre-

ill Oasis (IOWA)
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You gotta look fast when you pass

asis. It’s small ... and it sort of
blends into the rest of lowa. which
is all oasis anyway. But don’t let
anyone throw sand in your eyes
about the importance of Oasis as
a market for your goods. When
the Oases of WMTland put their
collective purchasing power to-
gether, the aggregate is fertile
ground indeed.

There are 1,121,782 people within
WMTs 2.5 mv line—well-heeled
citizens whose standard of living
is high, whose income is high—and
whose affection for WMT stretches
from day to night and back again.
Tell your sales story to this loyal
audience on Eastern lowa’s excli-
sive CBS outlet—WMT. Ask the
Katz man for full details.
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' stations, and advertisers.

tate dubbings of recording sessions are
sent to the station before release of the
regular commereial pressings, Signifi-
canl is the fact that in two vears fam.
boree went from an hour-and-a-half
sliow 1o its present considerable length.
The suceess of King's recorded pro-
gram of all-hillbilly music in a metro-
politan arca is duplicated. even more
surprisinghy, in the completely cosmo-
politan atmosphere of New York City,
Several folk-nmsic programs are heard
in and around New York. one of the
most suecessful of which is Rosalie
Allen’s Prairie Stars on WOV, Ac-
cording to Arnold Hartley, the station’s
program director. “New York seemed
1o be quite unconscious of hilthilly and
cowboy music at the time (1943) we
dectded to program that type at WOV,
It wax in the nature of an experiment
then. but now hillbilly is an integral
part of our programing.” WOV,
have many stations in the LS. learned
that hillbilly-program listeners consti-
tute a definite segment of the radio-
listener whole, that they show up

sentatives of the great unknown gen-
cral listening public. but as a positive-
preference group.

To list in detail all the folk pro-
grams—recorded and live —on Jocal
stations from Maine to California
would require a small almanac. To
detail all the direct sales  results
achieved Dby local advertisers using
these shows would call for several large
ones, In its 23 May issuc sPoONSOR will
run some of the more outstanding in-
stanees of what using folk artists has
accomplished for local advertisers on
such leading folk-lmusic stations  as
Richmond (Va.): WWVA,
Wheeling (W, Va.): WNAX! Yankton
(S, Do WL, Chicago: and WSM,
Nashville.

There is also a personal-appearance
angle to folk artists which helps them.
That angle
will soon be particularly effective. as
state and county fairs are held around
the comntry starting in June and con
tinning through the Snmmer months,
I it next issne sroxsor will report
au the summer-selling advantages to
focal advertisers  when  the  hillbilly
.\'}l()\\.\' lh(‘} Sl)l)ll.“()r ll')')(‘ill' i|] |)(*I’~()n
at these fairs.

Albin all many a local advertiser on
the nation’s leading folk-music out-
lets has found ont what national spon-
sors and their agencies apparently have
still to learn -that thar’s sales gold in
them thar hillbillies. « o« o
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OPEN LETTER TO THE BAB

Your initials are new.
But the need for a Broadcast Advertising Burean is old.

SPONSOR has worked for the formation of a BAB for the past
two years. We bave repeatedly urged its formation in editorials
and articles. We have vepeatedly pointed ount the strides

being made by the black wid white media to the disadvantage

of radio.
Nouw that the start is made we congratulate the NAB.

We congratulate advertisers and their agencies, too. For
they will reap the barvest in better understanding and

more efficient use of broudcast advertising.

You have our enthusiastic well wishes and our promise of

cooperation. May we join hands often.

Sincerely.

NORMAN R. GLENN

Publisher
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v\ new cra has come o the broad-
cast advertising industry.

A start has been made. The Broad-
cast Advertising Burean is on its wav.

The 3220,000 at its disposal in 1919
i~ little more than a start. h ean’t
begin to compare with the $1.000.000
bidgeted to the newspapers” Burcau
of Advertising. nor with the anmmal
allotment of o Life or SEP.

But a small budget can go a long
way under the right direction.  And
we have high regard for Maurice B,
Mitehell. the man who has been ¢hosen
to head BAB. I he doesi’t build his
acorn. resultwize and budgetwise. into
a stardy oak within the next two years
we'll be surprised,

We sce BAD as the most promising
business imvestment the induostry has
vet made.

Applause

They Stole the Show

‘The broadeasters withont network
albliations proved their vitality at the
comention of the National Association
of Broadeasters just aecently  com-
pleted. Whereas the agenda of the con-
vention itself was diffused and erratice.
as maostindustry conventions  have
been sinee time immemorial. the un-
affiliates” day was well organized and
down to carth. The only section of
the independent program that niight he
tagged as being incongrons was Judge
Justin Miller’s speech. B ho owns and
controls radio broadeasting in Amer-
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\nd. amid the clamor for abolition
of the annual NADB Comention on the
basis of nou-accomplishment (a poiny
of view not without merit). we main-
tain that the ereation of the BAB justi-
fied the 1919 session.

The BMB Situation

Seldom has there been as much eon-
troversy among members of the NAB
as that ereated by the Broadeast
Measurement Burean  at the recent
Convention, The best of friends have
fallen out because of BMB research
policy and management.  As recently
as March, BMB subscribers were called
upon to gunarantee $100.000. <hould
the deeision of the lnternal Revenue
Bureau find that BMB was not en-
titled to tax-free status.

As reported (SPONsOR. 28 Mareh’,
the subscribers came throngh nobls,
Unfortunately, more money iz needed
than was anticipated at the time the
birst call for pledges was made. Onee
again the snbscribers are being asked
for a pledge. this time to forego the
escape clanse in their contracts,® and
to continue to pay to the end of the
contract  (June 1930).  Pledges  are
coming in rapidly (2090 of the
BMBers signed at the NAB conven.
tion). and the NAB has agreed, under
certain  conditions.  to  advance  the
neeessary money for current expenses.

Under  these  circumstances Ken
Baker, acting president of the researeh
organization, feels that the continuanee
of an industry-controlled coverage-re-

ica? 1t had litde 1o do with the prob-
lems of independent broadeasters. The
judge used the unaffiliates” hincheon
as a sounding hoard for his favorite
subjeet, free radio.

Broadeast  advertising  faces new
erises daily. Tt must be serviced I an
alert management. The independent
station s beconming inereasingly im-
portant in the schedules of national.
regional. and local advertisers. Numer-
ically the independents are as im-
portant as their network counterparts,
In nmmerons areas the non-network
slation ix proving that il is as im-
portant as any station in town,

searclt organization is assured.

There have heen a lot of loose words
thrown around about how BMB has
spent money during its first few vears
of operation. sroxsor feels that now
i~ the time for BMB to make a detailed
financial veport 1o all who are inter
ested in broadeast advertising.

Full revelation. not only of research
data but also of what it costs to obtain
it ix healthy and. in the present case.
essential to the eontinued operation of
an  industry-sponsored  coverage-re-
search organization,

Summer daytime listening

Daytime serials prove that Summer
broadeasting is profitable. While other
forms of the commercial air seem to
lose part of their andience, the soap
operas, rated in big cities, decline in
rating only around 20% or less from
the high of the vear. H a survey were
made of Summmer homes, it no doubt
conld prove that there’s more listening
by Ameriea’s housewives who go to the
beach or the wmountains than there is
when they are home.

While there may be some loss in
over-all listening during the Summer
months. 1t's more than made up for
financially by the discounts which
acerue to D2-ime advertisers.  These
factz are a matter for SPONSOR'S Num-
mer Selling issne (9 Mayi.

Don’t sell radio short—in the Sum
mertime.

* Permitting  subscribers to cancel thar

contracts with 90 days notiee,

No Dbetter proof of this could be
found than the comvention program of
thix group at the NAB, 1t was a bnosi
ness session in a sea of political in-
trigne. 1t was a gathering of station
managements that exist 1007 on then
own. It was a meeting of that segment
of radio broadeasting that looks to-
wards expanding its serviees while the
vest of the anral hroadeasting world
i~ preparing for enrtailment.

The battle for radio’s share of the
advertising dollar i= becoming more
furions dailv. The independents. dur-
ing their day at the NAB, proved that
they're 1o be reekoned with.

SPONSOR




¢ 3rd lorgest New Englond City

¢ 17th ronking industriol oreo in the

notion

e Over 100,000 different products

|| A Test Market....
J Tested and Opportune

Worcester and Central New England offer an

effective fest market, completely covered by

both WTAG and WTAG-FM.

Gty these Jmpotvel Bavic Jacti

Each one influences Test Market selections!

WORCESTER

580 KC 5000 Watts

PAUL H. RAYMER CO. Natianal Sales Represeniatives. .v
Affliated with the Warcester Telegram — Gazette.

® Volue of products $330,935,000

onnuolly

e 67th county in notion in form
income $19,761,900

e 26th county in populotion in the
notion — 552,900°

e 35th county in totol income —
E.B.l. $661,409,000° .

e Averoge industriol v;oge (1st 11

months 1948) Worcester $57.10
(notion $52.83)

® Averoge food soles per Worcester
fomily onnuolly — $1,220
(52.29% obove notion) ®

© 82 new industries in Worcester
since V-J Doy

° e Construction octivity 1948 (10
months) 41% over 1947

® Bank debits 1948 (9 months)
12.7% over '47 (N.E. 7.9%)

* 147,800 tomilies in o compoct
troding oreo with 54 cities ond
towns

® Served by three mojor roilroods
ond over 50 mojor trucking
componies

® 1500 retoil grocery outlets -

® 205 retoil drug outlets
® Not dominoted by choin stores

®Copr. 1948, Sales Management Sur-
vey of Buying Power; further repro-

duction not licensed.
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i Standard Network offers 3 to 22 stations
strategically located to give comprehensive
“Home-Town" coverage of all or any part of Ohio.

% With WJW, Cleveland's Chief addition, the Standard Network provides

Station, as the originating station you a sure-fire, economical method of testing
can now cover all or any section of Ohio radio programs and plans . .. you can
you desire. This offers advertisers an buy from 3 to 22 stations. Rates and
unparalleled opportunity to gear their specific recommendations will gladly be
time buying to specific areas that cor- given. Phone or write WJW, Cleveland

respond with product distribution. In 15, Ohio.

BILL O'NEIL, President

BASIC 850 KC
ABC Network CLEVELAND 5000 Watts

REPRESENTED NATIONALLY BY HEADLEY-REED COMPANY






