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Tax on transportation is getting intensive going-over by railroads
and plane companies via air advertising and direct handouts at
ticket windows. Mail pressure on Congress as direct result is
tremendous.

-SR-
Future business trend will be determined this summer, according to
many financial authorities. Ten out of U.S.'s top 50 business
organizations are revising their summer advertising schedule at
present. Earlier contracts for returning big-time programs may be
in works if talent can be convinced. Policy men feel that intensive
summer Selling may ease fall decline.

=SR-
Insurance companies continue to be investigable in a big way. Fact
that they control amazing part of U.S. capital is something Wash-
ington worries about. Most advertising campaigns of insurance or-
ganizations will carry copy this fall explaining how they handle
policy holders' money.

-SR-
Effectiveness of network cooperative programs at local level is seen
in recent Mutual network announcement that Fulton Lewis is now heard
commercially over 306 stations with 750 sponsors.

~SRe
Cost-of-living continues down, but there's little in newspapers or
on air to bring fact home to general public that doesn't see over-
all picture. Even big advertisers, definitely affected by consumer
mental approach to buying, haven't been doing selling job on fact
that lower living costs are equivalent to upped wages.

-SR-
A. C. Nielsen, who doesn't usually come to defense of ratings, has
answered comics who hit indicies when they aren't on top. While
sales are great index of program effectiveness, he said in cleancut
statement, maybe good sales record of program would be better if
program had better rating.

~-SR-
Fact that TV and radio can and will live together was indicated
recently by KYW buying announcements on Philadelphia's WPTZ (Philco
television) to focus attention of listeners and viewers on KYW's
top radio shows.

=SR=
Survey of transit travelers in District of Columbia by Ed Doody
indicates that preponderance of Washingtonians enjoy music in buses
and street cars--and that they don't object to transitradio com-
mercials.

by SI'ONSOR Publ Inc and 1 Ba M A
a year In U. S. $9 elsewhere. Entered as sccond class matter 29 January 1949 at Ba re. Md. pc Mce A Ma
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P&G feels Procter & Gamble does not feel that "Tallulah, the Tube," ridicules
Tallulah suit Tallulah Bankhead or any other Tallulah of whom it claims there
only Bankhead arc plenty, including spring water, soft drink, brand of canned
publicity goods, and oil tanker. P&G uses the "TtT" character in radio

commercial to good effect.

Campbell Soup
nearly slapped
at award time

TV fan papers
getting heavy
play

grams are complete enough,

=-SR-

Slap by Peabody Awards Committee at Campbell Soup's Ssinging com-
mercials was deleted from award citation corporation received for
sponsoring Edward R. Murrow.
commercials on the air."

Committee called spots "soupiest

-SR-

TV fan publications all over nation are growing by leaps and bounds.
Television set owners don't feel that newspaper listings of pro-
and are subscribing in solid numbers to

any local publication that gives detailed information on what's
available for viewing.

Quiz shows
block programed

-SR-

Block programing of audience participation programs for two-hour
stretch is being tried by WOR, N.Y.
has worked for other types,

Since block or mood scheduling
feeling is that quizzers will also in-

crease listening by being placed back-to-back.

Opticians

come back some time,

Louis,

-SE-

Opticians, who as a group have been off radio in most areas for
are coming back.

Community Opticians, one of largest
is back on WNEW. Same thing is hap-

—SR-

Weather station breaks are becoming just as big in TV as they are
Harry Goodman's unique puppet-films are sponsSored by

bank in Boston,
too.

brewer in Pittsburgh.

-continued on page 40-

capsuled highlights

to air users of air-time before war,
pening all over nation.
TV weather
forecasts in radio.
spreading packing firm in St.
Columbus reports sponsorship,
IN THIS ISSUE

Summer listening is the great unresearched
section of broadcast advertising. What has
been uncovered thus far is reported in this
issue.

Fall buying is not conceived in the fall.
Consumers' minds are made up in July and
August, which is why it's profitable to broad-
cast in the summertime.

Folk music moves outdoors in the summer
and shakes hands with its fans.

Baseball is bigger, as a broadcast adver-
tising vehicle, than ever before. "Play ball"
sells to men and women all over the U.S.
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Fitty-two week schedules for daytime page 32
serials are no accidents. Why the soap operas

stay on and on and on is part three of SPON-

SOR’s latest program study.

IN FUTURE ISSUES

Cuticura on the air 23 May
Puerto Rico, American outpost 6 June
Broadcast advertising audiences, AM, FM, 23 May
v

Conti, how they sell soap 6 June
Selling Polaroid lenses 6 June
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One -of a series. Facts on radio listening in the Intermountain West

INTERMOUNTAIN NETWORK
DOMINATES TERRIFICALLY

20 HOME TOWN
MARKETS COMPRISE
THE
INTERMOUNTAIN
NETWORK

UTAH

KALL, Salt Lake City
KLO, Ogden

KOVO, Prova

KOAL, Price

KVNU, Logan

KSVC, Richfield

IDAHO

KFXD, Baise-Nampa
KFXD-FM, Baise-Nampa
KVMV, Twin Falls
KEYY, Pacatella

KID, Idaha Falls

WYOMING

KVRS, Rack Springs
KOWB, Laramie
KDFN, Casper
KWYO, Sheridan
KPOW, Powell

MONTANA

KBMY, Billings
KRJF, Miles City
KMON, Great Falis
KYES, Butte*

NEVADA
KRAM, Las Vegas

KALL

of Salt Lake City
Key Statian
of the
Intermauntain
Network
and its
MBS Affiliates

* Under Canstruction.
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HIGH TUNE-IN

Daytime tune-in nearly equal to nighttime listening ou's:de
Salt Lake metropolitan arec

The only complete survey ever made showing the size of audience in
the Intermountain West was the Winter, 1947 Hooper consisting of 58,163
coincidental telephone calls.

Comparing the sets-in-use in the Salt Lake City metropolitan area with
the sets-in-use for the |3 outside Intermountain cities, it was found that
there were 52.69, more sets-in-use in the 12:00 Noon to 6:00 PM period,
and 100%, more sets-in-use in the 8:00 AM to 12:00 Noon period!

In these 13 cities the Hooperating for the morning was 11.9 for the
Intermountain Network stations which had 42.29, of the audience. In the
afternoons the Intermountain Network stations had a 14.5 Hooperating
with 49.79, of the audience.

SETS-IN-USE
Monday through Friday—Winter, 1947
SETS-IN-USE
I3 INTERMOUNTAIN NETWORK CITIES SETS-IN.USE
TIME _____OUTSIDE OF SALT LAKE CITY . SALT LAKE CITY
8:00 AM—12:00 Noon 28.39, 14.0%,
12:00 Noon—6:00 PM 29.29, 19.2%,

The high daytime tune-in in the beyond metropolitan areas of the Intermountain West
means that in many areas the daytime advertiser on Intermountain Network secures
sets-in-use equal to night-time listening in the Salt Lake metropolitan market.

SETS-IN-USE
Winter, 1947 Hooper Survey
EVENING SETS-IN-USE SUNDAY THRU DAYTIME—MONDAY THRU

cITy _ SATURDAY 6:00 PM—10:00 PM_ FRIDAY, 8:00 AM—6:00 PM
Salt Lake City, Utah 35.6

Rock Springs, Wyoming 32.7

Price, Utah 40.0

Billings, Montana 37.8

Casper, Wyoming 31.7

Idaho Falls, 1daho 32.2

Powell, Wyoming 32.2

Miles City, Montana 28.8

“INTERMOUNTAIN

J/ ?W/@/,lnc National Representatives
New York Chicogo Los Angeles San Froncisco Atlanta

3
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PROMOTION HELP!

There’s heen a question 've been
wanting to ask. one that 1 feel sure
many small stations would like to have
solved by the timelayver.

When the timebuyer requests the
station to eontact dealers or distribu-
tors in order to coordinate promotion
with their commereials. the timebuver.
as a rule. supplies no list.

For example, to run down a com-
prehensive listing of every dealer who
haudles margarine is one of those tasks
for which a 1.000.watter is not stafled.

Could the sponser be persuaded of
the importance of attaching dealer or
distributor lists to their contracts?
Local mailings from the station then
could follow through with case,

VIRGINIA ALLEN
Iss’t 1o the Mgr.
KD

Benton Harbor, Mich.

RE REPRINTS

Your survey titled “The Automotive
Picture”™ in the Mareh 11 issue of
SPONSOR is an extremely good one.
May we obtain 59 reprints of the
article. or, fatling this, may we have
permission to use parts of the article?

JOE Mipviore
Promotion Manager
CRII'Y

Fanconver. Canada

VMay we have permission to repro-
dnee in a weekly radio column “Will
FThere he 3000 Stations in 19357 in
whole or in part?

Fall eredit. of course, wonld be
civen SPONSOR.

Beryvey Bi RLEsON

Assistaut Vanager

Wrrn

Jolinson Citv. Tenu.
e In reply to many inguiries, SPONSOR docs
nnt permit partial reproduction of its stories.  Per

mission for complete reprint with credit is gencrally
ned on request.

TV AS SALES TOOL

We wonld like to have anv informa-
tion on TV as a tool in selling to
nationtal and local markets. soeh as
arhicles. editorials. case histories, ete.

We are comtemplating preparing an
article for one of our clicuts disenssing

{Please turu to page )

ONE STATION _

in Houston
s
leads all <y

~others é{‘{:’

f\:y
<

/

;/ﬂgr IN BMS

F/RST IN HOOPER
FIRST 1w

SOUTH'S FIRST MARKET

= To sell Houston
P and the great

Gulf Coast area

Buy KPRC

FIRST
in Everything
that Counts

pPRE .

950 KILOCYCLES - 5000 WATTS

NBC and TQN on the Gulf Coast
Jack Harris, General Manager

Represented Nationally by Edward Petry & Co.

- %



{FINGERS

More than hands on a keyboard!
In seven years of broadcasting, Hugh
Waddill of WFAA has played
more than 7,000 programs. H
drawn mail from every state in
the union . .. from countries
ranging from New Zealand to
Germany. Hugh’s popularity
is proof that WFAA has the

\\} best organist in radio . .
that the WFAA organ,
‘ synchronized with WFAA
-\i ACOUSLICS, 1S an InCom
parable instrument.

that WFAA's power to
entertain is matchless.

DALLAS

820 KC+ NBC « 570KC -« ABC
BTEXAS QUALITY NETWORK

Rodio Service of the DALLAS MORNING NEWS

REPRESENTED NATIONALLY BY EDWARD PETRY and COMPANY



STERLING BEER, wirw

BASEBALL

HARTMANN FURNITURE STORE
BASEBALL SCORES

PENNSYLVANIA MOTOR INN

SUNDAY
BASEBALL
REVIEW

WISH hit a home run for Sterling
Beer, Hartmann Furniture

store and Pennsylvania Motor Inn
last baseball season. Naturally

all three have signed their

ntracts again for this year

These are just three of the many
enthusiastic advertisers on the
¥ISH team, year in and year out

%

1310 kc "INDIANAPOLIS . re-c nerwore

FREE & PETERS, National Representatives

-~ i b e

40 West 52nd

Continued from page 1)

their nse of TV as a selling tsol and
its use in overall selling capabilities as
viewed through the eves of a national
advertising agency. The theme of the
proposed article would be “‘mission.
arv™ in approach in selling TV as a
potent sales 1ool for both large and
small advertizers.

Norrox J. Boxp

John Falkner Arnd:

Philadelphia

PRINTLESS PAGES

Did von ever start on a tedions
three-hour trip with a favorile trade
magazine and no other reading ma-
terial. get settled as ecomfortably as
possible. and then find that the artieles
you were interested in were started or
continued on pages sans print?

Thix happened 1o me with the 11
\pril issue of sroxsor.

Please let me have a new complel
copy. or pages 2} 25, 28-29. 32.33.
36-37. T6-77. 80-81. 81-85. as soon as
l)():‘.\ilil('.

Jonn . Bapwin
HI-Canada Radio Facilities
I'ancourer. .C.. Canada

"HAPPY GANG" LIKED

| wonld hike to add my thanks for
one of the most refreshing stories ever
done on our Happy Gang. 1. mysell.
thoronghly enjoyed every paragraph.
It was. indeed. a job well done—inter-
esting. informative. and keenly ana-
Ivtical. The pictare lay-ont was par-
ticularhy good—and the whole story
1= and will vemaing a source of great
wide and pleasure to we.
Brrre Peart
The Happy Gang
Toronto. Canada

WTAX OMISSION

In a veecent issune of spoxsox. |
noticed a storv and table dealing with
BMIVs test reports on average daily
nidienee in 28 cities. Springfield.
inois. happens to have heen one of
the test eities. and vou ancluded 1wo
station reports on Springfield coverage
one of them an “outside”™ station )
bt omitted any mention of WTAN

Please trn 10 page 71)

SPONSOR



Dont take our worq for it /

Compare official maps filed with the FCC
and learn for yourself that...

*WMCA—570 ke. first on New York’s Y

dial—delivers five-state coverage in- m c a

cluding 403,000 homes unduplicated
by the stronger of two 10 kw stations
FIRST ON THE DIAL...FIRST IN COVERAGE...FIRST IN DOLLAR-VALUE

... 190,000 homes unduplicated by
the stronger of two 50 kw stations!

Represented by FREE & PETERS NorMmaN Bogas, General Manager

9 MAY 1949 7
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ave a wonderful time

Stay on weco all vear ‘round —withount a Sunuuer hiatus—to have a wonderful

time! Summertime i the Northwest is just what the doctor ordered.

BIC SALES! Throughout the 6-state weeo territory. retail sales are just about
as high (8699.000.000) in June. July and \ugust as they are in any other
seasou. Northwest farniers harvest cash crops of 8865.927.000 in these three
months. and more than two mitlion vacationistz hring in (and gleefully spend)
an additional §212.000.000.
BIG LINFENING! weCo delivers an average daytime Twin Cities Hooper of 6.0
7%
-

O

“‘%{ in the Smmmer—>58% better than any competing station. (Throughout
*'" the 6-state arca surveyed by the ens-weco Listener Diary.” weco

averages 2007¢ more listeners than any other Twin Cities station.)

BIC PRECEDENT! Last year. 18 blne-chip local and national spot advertisers

(307 wore than the vear before) stay ed ~on the jobh ™ all year round on 50.000-

watt weeo. As they'll do again this year. . having a wonderful time. making

sales while the sun shines.

You'll find. as they have found. that the 13 Summer weeks on weco are 13

weeksacith pay. For reservations. see n= or Radio Sales,

0000 walls ‘VC G O

Minuncapolis-Nt. PPanl » CBS

—— Represented by BADIO SALES

FURE TIN 77 RN ¥ 7 2P B S A S




Forecasts of things to come as

by sPONSOR's editors

Drive to up U.S. consumption
of fish under way

Bigeest drive i food market this samner will be to
tease \merica’s hsh consumption. While meat-cating
has increased 157 and chicken on the tab'e 30¢, . fish
has continoed rather statie. Fish industry on hoth coasts
= now engaged hnintensive promotion which includes
radio and television. Frozen fish has extended fish sales
possibilitics to entire natton. Shipments from Massachu-
et~ to Chicago alone are nearly double last vear's,

Furniture sales off, with "borax"
lines suffering most

Fhere’s practicallv no segment of industry that hasn't heen
affected by enrremt trend of consumers putting locks on
their purses. March fiurnitore sales, which started casing
last November. are off 107 from a vear ago. Decline is
particalarly noted in non-advertised linesc with “horax™
furniture <uffering most.. “Borax™ sales go 1o low.end
buver=. 1t s this group that’s putting-by most for the
forthcoming rainy dayvs that they are hastening by their

~aning.

Toothpaste firms add a
new appeal to ads

Foothpaste indostry finds itzelf facing another revision
m appeal doe o publicity: on ammoniated 1ooth powders.
Mot deaders have bronght out. or are about to hrine
out. a product with the new ingredient that is supposed
to connteract tooth decay. There are no plans on the part
of big firms to drop carremt prodnets.

New lines have something that old pastes and powders
never did. ingredients that dentists feel will actuallv help
the teeth.

1,200 hose firms find
going heavy

Less than 20 firms do 507 of all the hosiery husiness
n the LS Field s erosded with 1.200 mills. hut the
idhvertisers da the Imsines<. Retailers are asking for more
vb <qapport this snmmer to comteract the baredeg “men-
16 Mamfacturers will hring ont the sheerest of hosiery
for the smmmer. It the very sheciness maokes the long-
wearing plus of mvlon of guestionable valvee. Radio will

i~ed Lo sell Miss A\merica on wearing hose for “vour
mdience’s <ake” Carrent busmess s about 10 oll of
last vear '~

10

Advertising liquidating
Waltham Watch's big inventory

Waltham Wateh. America’s current example of what hap-
I I
pens Lo a non-aggressively advertized product. will come
out this fall with an entire new line.  Liguidation of
present overstocked line 3= being carvied out through
widely advertised sales like those vecently handled Iy
Loston’s William Finene. It takes adverlising even to
liquidate. New Waltham line will be well-advertised, if
I
present indications are any index of the luture.

Cigarette production continues
to expand, as does tobacco advertising

While most industry is cutting down and down, cigaretle
production eontinnes to hump. March was 6.9¢ above
1918, and February was up 8.06°¢ over a vear ago. Ad-
vertising hudgets of tobacco leaders are up over 1948
also. bul definite figures were not released. Radio is now
a cornerstone in any cigarette advertizing eampaign.

Trucking industry now ready
to step out and advertise

Troeking industry now feels that it is in a position to
advertize competitively with railroads for business. Sev-
onty pereent of all new automobiles are now distribnted
by truck. and one such trucking firm will  approach
53.000.000 gross this vear. Trade association in trucking
industry is secking a radio formula which will reach its
prospects with a minimum of waste. and «till condition
consumers nol Lo regard the giant truch= onlv as road

“hogs.”

Curopean travel still not
helped by U.S,

Furopean tourist travel still is without support of many
governmental departments.  Latest sethack i decision of
the Civilian Acronantics Board not to permit a “tourist
rate” for airlines serving the Continent. ECA head Paul
Hoffiman has been doing his best to get \merican doHars
into Furope without loaning or leasing them. Tonrist
agencise advertising locally recently reported great interest
in touring Earope this summer and the need for better
hreaks for tonrists. Short-term vacationeers want Lo fly
in order to be in Farope as long as possible. Lifting of
Perlin: Dlockade is another incentive to travel in Mid-
Furopa. Onlv three weeks remain during which loosening
of Furopean travel restrictions will mean anything for
thi= vear. 1t now or never in 1919

Radio helps Hunt Foods
hit a better sales figure

Hunt Foods. one of the most consistent Wesl Coast an
advertisers, i one of the few foods processors who have
announced sizable sales inereases for the first four months
of their fiscal vear. Hunt recently tested New York radio
ina hig way for their canned peaehes, although New York
ix not generally a test market. Hont i now cheeking the
vesdts of its New York test and the next move will be
hase 1 on what the New York experiment has indicated.

SPONSOR
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APRIL 12, 192+, WLS began its policy of

service and down-to-earth entertainment for the

WLS pioncered them all in 1924—but what is

more important, continxes them all in 1949 on a

family people of the Middlewest, as reflected in
the April, 1924, radio pages of Prairiec Farmer,
excerpts from which are above. Dinner Bell Time,
America’s oldest farm service program—Home-

making programs—the one and only WLS Na-

bigger scale, constantly improved to meet the
growing needs of Midwest America. 1924-1949

years of scrvice and years of learning to serve
better, and to serve an ever-growing audience

throughout Illinois, Indiana, Michigan and Wis

tional Barmn Dance—market services—weather consin, and border counties of the states around.

1924—1949——25 years of service and entertainment,

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

The

PRAIRIE
FARMER

STATION
CHICAGO 7

9 MAY 1949 N



For Profitable

Selling f/ / /ff

wn\

WILMINGTON

\DELAWARE P

.I EASTON
PENNSYLVANIA .

HARRISBURG
PENNSYLVANIA

WORK

YORK
PENNSYLVANIA

WRAW

READING
PENNSYLVANIA/

LANCASTER
PENNSYLVANIA

Represented by

ROBERT MEEKER

ASSOCIATES
Los s New York

Chicago

STEINMAN STATIONS

Harold R. Doal

Manager, Advertising & Sales Promotion
Tide Water Associated Oil Co. (Associated
Division), San Francisco

To Associateds office on New Montgomery Street late this sum-
mer will come the top radio and TV sporteasters, offieials. and
college Toothall and basketball eoaches in the West. It will he Hal
Deal’s show all the wav. For a couple of davs. his map-hung oftice
will sound like a happy blend of an Armyv staff meeting and Stilhnan’s
Gy, The more than 100 [oothall games and 250 haskethall games
{plus bowl events and playoff tourneyvs) that Associated will ponsor
during the 1919 <cason on 130 or so radio and TV stations will
be discussed in minute detail. Transcriptions of last vear’s sponsored
games will be plaved back. and Deal. a former semi-pro ball plaver
who somewlhat resembles General Eizenhower. will be guick to point
ont the flaws caught by his sensitive ear.

Tireless, effervescemt Deal knows what he’s talking about, e
joined Tide Water as assistant ad manager in 1921, later master-
minded its entry o sporteasting in 1926, Todav. that sports
sponsorship anuually blankets 11 Western states during the fall-
winter scason. It accomnts for 30-10¢¢ ol a FL.500.000 ad budget.
but Deal swears it's worth every penny of it

Few advertising executives imegrate their broadeast advertising
efforts into the firm’s over-all marketing operations as well as does
ltal Deal. The straight. factnal copy that his anmouncers and sport-
casters nse is only a =small fraction (3¢ ) of the total airtime. but
the regional identification of advertiser and program is tremendous,
Deal promotes the Associated-sponsored sports shows vigorously to
the firm’s 3.500 dealers, and [olows through to the public via
give-away game schednles. booklets. high-powered sports contests
fwhich gave away LEOOO [ootballs fast vear). window posters. and
17 fibn Libravies of highlights of Associated’s games,

Deal is the first to aduit that he ean’t always trace a direct sales
valne to the firm’s sporteasts. In fact. there are many areas served
by the broadeast games where Associated has no marketing facilities
at atll. But. Deal ix quick to point owt, in terms of prestige and good
consumer~dealer relations the \ssociated Sporteasts really pay off.

SPONSOR




YOU DOING
THAT FOR?

530U AvUr sOU

The little fellow’s question i1s a good one.
The Grocer’s answer is a good one, too.
He’s building that island display to tie-in
with a well planned, well placed advertis-
ing program. The reason? He knows from
experience that ‘‘merchandising” national
advertising at the point of purchase means
more sales, more profits.

As grocers have come to rely on “national”
advertising to sell their merchandise they
have also become more critical of it. Tim-
ing and replacement are important. They
know which station their customers prefer
and they are inclined to back up that sta-
tion’s program with extra promotion.

Wise grocers in North Dakota know that
programs aired over KSJB will give them
the support they need. That is why the
chances are good that your salesmen will

KSJB, 5000 Watts at 600 KC, the CBS station covering ''The Top

Of The Nation”. Studios

in Jamestown and Fargo,

North Dakota

be well received when they detail a pro-
gram using KSJB.

Added proof of KS]B’s potent power can
be seen in the Jatest survey taken in scven
key North Dakota counties. Any Geo
Hollingbery representative will be glad to
show you the complete study.

—KSJB's—

LATEST RATINGS

Morning Afternoon Evening
KSJB 54.4 46.5 49.6
Stotion A 18.0 21.4 23.5
Stotion B 19.3 25.5 17.7
All Others 8.3 6.6 9.2

Survey token in Stutsmon, Barnes, Griggs,
Foster, Kidder, logon, and LoMour coun.
ties, North Dokoto.




A RTISVMENT

PIONEER SUBSCRIBER. | eadoff subseriber lloward Roberson of KFD A,
Amarillo, Texas, says, 'l urged co-operative production ten years ago.

BPS has jusufied my faith in its feasibility.’

NEWEST MEMBER, (scne Trace, WBBW, Youngs
town, Ohio: "Would've joined carhier, but didn’t
imderstand 1 would get “the whole works' for the
ne fixed fee. The shows are worth a fortune.”

EARLY suBscRibz?  Red” Moss, WILTR
Bloomslmrg, Pa.. " The Pat € Brien series alone
. W STt (e L i rinatit]

‘ R

By BRUCE EELLS

Wuey 1 was Sales Manager of Kl1lJ,
| worshipped at the new MBS shrine,
and later as Business Manager of
Young & Kubicam®s West Coast radio
I reverently annointed the feet of
the wizards who
jocheyed for scarce
network availabih.

ties.  Just at first
e did Tiry 10 tell 'em
+« how we used to do

’ it in Sioux City.
I soon learned that
i unless a man were

anetworhk or agency
executive ensconced in Los Angeles,
San Francisco, Chicago or New York
(later we forgot Chicago and San
Francisco) he simply couldn’t have
his finger on the pulse of the people
in Cedar Rapids. When | remembered
that "Hul)lhes- Dean had managed
KSCJ from scratch into a station
where an adveruser could make $§25.00
per weeh return $2,000 in sales, |
decided he dudn’t really hnow what
the listeners wanted; he was just
luchy—consistently. 1 had te learn
that i wasnow on the “national level.”

After 10 vears of this | was bright
as a new dollar. Closest | got to Sioux
City were the times | flew over it on
the way to New York to find out what
we planned there for the entertain-

=
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IVORY TOWER LAMENT

ment and sales edification of people—
in Sioux City—for the coming year.
In 10 years | successfully aveided
ashing people like lloward Roberson
what went on in Amarillo. It was lexs
distracting that way. Besides, how
could Howard know how to please
the people he lived with, without
having gone 10 New York to find out
what they wanted in Amarillo.

Finally, a cousin of mine in Sioux
City came out to California to see me.
Ite’d built a several million dollar
wholesale grocery business in Sioux
City—using loecal radio time the
networhs didn’t preempt. He said he
didn’t have an a(r\ ertising agency hut
that the local station manager “"was as
smart as a whip.”” I didn’t want 10
embarrass him so 1 didn’t tell him
about how you couldn’t really be that
smart unless vou lived in an ivery
tower in Los \ngeles, Chicago or
New Yorh. During his visit | intro-
duced him to Jack Benny, Burns and
Allen, Eddie Cantor and Red Skelton.
1 would have introduced him to some
more—but 11 was too embarrassing.
Why? The ratings of the programs he
sponsored cere higher l}mn theirs-
in Sioux City

Seems Jiminy was using transcribed
shows he and ~ome other advertisers
aronnd lowa had pooled their re.
sources o produce on a cooperative
“cost-plus’™ basis. The character of

I[NTHUSIASTIC MANAGER, 5. U, Oppenhuizen,
WFUR, Grand Rapids, Michigan: “"We should
have httle dificulty securing 500 stations.
Success for one means siecess for all.”

HARD - HITTING  Farl Smith, WLCS, Baton
Rouge, La.: 1 joined the plan while Fells was

field-testing it. The Syndicate’s program output
more than justifies my early faith in the idea.

NBC AFFILIATE OPERATOR Karl Wyler, KTSM,
Ll Paso, Texas waited until Syndicate had
proved itself; came in with flags flying. Pleased
with programs.

ILLINOIS LEADER, W . Kenueth Patterson,
WSIN, Peking N “We are using three of the
shows, Faervone at the station agrees that the
quality and production is the best of any
transcribed shows we have heard.”



Local Dollars vs. Network Pennies

the programs ‘was based upon the
judgement and opinion of station
managers “'on the local level.” Seems
that, ignorant as they were about how
those things were figured out “scien-
tifically™ in Los Angeles, Chicago and
New York for network advertisers,
those managers somehow staggered
along on what they hknew about people
in their own bailiwicks.

1 began to entertain the treasonable
thought that “Bubbles™ Dean  of
KSCJ might make a pretty good net-
work executive. In a moment of
weahness, | even thought of several
network and ad agency execntives
who might find some small merit in
spending a few days loitering around
the drugstore where George Volger's
announcers hang out in Muscatine.
Fortunately, 1 pulled mysell together,
perished these errant thouglits, re-read
the office copy of "“Yhe Huckster,”
and returned to my deliberations as
10 the best means for inducing one of
our national advertisers to inelude all
the basic “"required” stations of a
eertain network notwithstanding he
had no distribution in the areas
covered by 38 of them.

One day | got a letter from Jimmy
so intelligenty written it night have
heen prepared by one ol our ivory
tower Zroop. [t stated 1n essence that
they were short of good talent,
whereas Hollywood was loaded with

% 4

ASTUTE OWNER, A.J. Mosby, KGVO,
Missoula,Montana: "BPS programs
afford our local advertisers the same

weight and quality we carry for net-
work advertisers.”

the best; that most transcribed pro.
grams were 100 expensive 1o come
out on; that local advertisers repre.
sented a purchasing power far
excess of all national advertisers put
together: that if good —really good

transcribed shows were made avail-
able at a reasonable eost, local adyer-
tsers would spend more in rodiv and
Jess in newspapers, and that national
advertisers would divert milions of
dollars per year from network and
put it into spot radio at full national
rates—buying only the markets they
wanted; that stations individually
would cooperate in every possible way
wn any effort that succeeded i bring.
ing them 100% of their time card

instead of 35%. He urged that | get
into the husiness ol producing top-
quality, toprtalent shows via transerip.
tion for local advertisers and for
national advertisers on a spot basis,

Jimmy Moore had passed away by
the time | got to Sioux City. 1'm
sorry he didn't live to learn that 1did
feave Young & Rubicam and that my
organzation now |)r(ulur(-.~ lnp~;.'rut|(
netiwork-calibre transenbed shows for
NBC, CHS, MBS, and ABC athhates
and in(h-!n-ndvnl stations in H) states
and 8 Canadian provinces—on his
“cost-plus™ basisy that 1 drove a
station-wagon over 12,000 miles last
summer 1o get the advice of over a
hundred of the smartest operators in
the radio industry—the local station
managers; that the advice and help
they gave me has set a cooperative
pattern that national advertisers ap.
plaud and petworks are studying
with interest.

Of tremendous interest to Jimm
would be the revelation that—to.
;.',('lh('r our stations ean finance and
produce mare and bigger radio shows
than can be financed and prodnced by
networks whaose substance 15 being
drained off by television: that there
are many hundreds of AM and FM
stations in markets that will not be
covered by television for live years,
that represent invesiments that must
he protected, and that aworking to.
gether under their own cooperative
iroduction plan, the Broadcasters
i’rugmm Syndicate — they'll make
local radio pay off more heavily than
ever hefore. They’ll take over the
national advertiser’s dolar on a local
basis and when they’re ready, they’ll
tahe over television on the same basis.

The ivory tower days are over.
“Local level’ operators are taking over.

BROADCASTERS PROGRAM SYNDICATE
Success Story...

‘o,
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Since its organization less than a year ago, the Broadcasters

the

Operating on a su

subscriber-members.

Proil:am Syndicate has built a success story unparalleled in
istory of radio.

cription basis exclusively, the Broad-
casters Program Syndicate is essentially of, by, and for station

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

To Syndicate member-stations, the PAT O'BRIEN—FROM
HOLLYWOOD, FRONTIER TOWN, and ADVENTURES
OF FRANK RACE series substantiate long-held convictions
that—working together—mjllions of dollars in program values
could pour into the coffers of each.

ALABAMA
WKAX, Birmingham
WEB), Brewton
WABB, Mebila

WAPX, Monigomery . . ABC

ARIZONA

KTUC. Tucson
KYUM, Yuma .

ARKANSAS
KVLC. Liths Rock
CALIFORNIA

KERN. Bakerafleld. .
KOON, Monteray

KXOA, Sacramento . .

KUSN. San Diego
KCBS, San Francisco.

KXOB, Stockton . . . .

KVVC, vamura

COLORADO |
KFXJ, Grend Junction
KGHF, Pustho . . .

CONNECTICUT
WTOR. Torringten

FLORIOA
WEUS, Eustle
WMBR, Jacksonvilis
WCNH, Quincy

GEORGIA
WGPC, Albany .
WRFC, Arhana
WCON, Atlanta
WBBQ, Auguata
WR8L, Columbus

(DAHO
KRPL, Moscow
KLIX, Twin Falle

ILLINOIS
WSIV, Pekin

INDIANA
WHBU, Anderson .
WEOA, Evansvilis .
WFBM, Indlenagolie

OWA
KFJB, Marshalitewn .
KWPC, Muscatina

KENTUCKY
WLEX, Lexingten
WINN, Loviavilis .

LOUISIANA

WLCS, Baton Rouge . .

KSI0, Crowls,
WDSU, New Orlea
KSYL, Alexandrie . .
MICHIGAN
WFOF, Flint 2
WFUR, Grand Rapi
WKNX, Saginaw

MINNESOTA
KROC, Rechester
WEBC, Ouluth .
WMFG. Hibbing
WHLB, Virginla .

MONTANA

KPRK, Livingsten
KRJF, Miiss City .
KGVO, Missouls

NEBRASKA
KOLT, Scotta Bluft. ,
KOIL. Omsha . . .
NEVAOA
KOH, Reno . .
NEW YORK
WCSS. Ameterdam
WINS, New York CRy
NORTH CAROLINA
WLOS, Ashvills . ; .
WCPS. Tarboro

HIO
WSAI, Cincinnet!
W)W, Claveland.
WWST, Wooster

OREGON
KOOS, Coos Bay
KOIN, Portisnd
PENNSYLVANIA
WLTR, Bloomeburg
WCPA, Clearfisld

WSCR, Scranton
WIP, Philadelphia ,

SOUTH CAROLINA
WMRA, Myrtle Beach

SOUTH OAKOTA
KOSJ, Osadwood

KOTA, Rapid City . . .

TENNESSEE
WYJS, Jackbon . .
WROL, Knexvills

TEXAS
KBKI, Allcs
KFOA, Amarilo
WRR, Oallaa
KTSM. EI Paso
KFJZ, Fort Worth

KABC, San Antonio

UTAH
KUTA, Seit Loka CHy .
VERMONT
WSKt, Mentpelier
VIRGINIA

WASHINGTON
KJR, Seattia
KXLY, Spokan
KIMA, Yakime

WEST VIRGINIA
WOAY, Oak Hit
WLDH. Princeton

WISCONSIN
WHBL, ABC

WYOMING
KVOC, i ABC
KFBC, Chayenna ABC
KOOI, Cody
KPO MBs
KWWY \NBS

BERMUOA
ZBM, Hamiiton,

Bermu + = ABC-MB3

CANAOA
ALBERTA
CFCN. Co !
CFRN, Edmonton
BRIT. COLUMBIA
JDC,

CKNW, Now Weetmineter
MANITOBA

CFPA, Port Arthur  , , CBC
CHUM, Teronts
*QUEBEC

CFCF, Montrel  CBC.ABC
CHS  SASKATCHEWAN

CFQC, Saskstoen . , . CBC
ABC CJGX, Yorkten . ... . CBC
NBC CKCK, Regina

st your quaricr-hour rate, for cxample, is $25.00, you as a

member of the Broadeasters Pro

am Syndicate would receive

the Syandicate's ENTIRE OL of programx—plus all

future programs—{or $25.00 per week.

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

UNIQUE PRINCIPLE of no sales stalf overhead is explained by Eells to John D
Keating, KPOA, Honolulu, and Paul Oliphant, WLAC, Nashville, Tenn., as Broad-
casters Program Syndicate convention mascot Miss Alyce Cougis beams approval




STATIONS WITH BEST LIKED
WICHITA FARM SERVICE PROGRAMS

HAS BEST FARM NEWS
KFH 10.8
Sanon B 3.3
sanon € -
samon D —

HAS BEST GRAIN AND LIVESTOCK MARKET REPORTS

KFH 17.5
sanon B 3.7

RADIO
STATION C e
RADIO
STATION D o

— Named by less than
1% of regular customers

Duta is fram “The Kansas Radio Audience of 1948 published by Dr. F. L.
Whan for Statian WIBW’. The figures given here are based an number who
usually listen ta the type of program indicated.

KFH is TOPS in Wichita's farm mar-
ket —the figures quoted here are a
striking indication of the farm audi-
¢nce that 1s available to KFH adver-
tiscrs. The KFH area is tops in “per
farm income,” in ‘retail sales per
family” and by other indicia that deter-
mine the value of a market for sales
development. Consider KFIH for your
radio program —it’'s TOPS by every
standard.

5000 Watts - ALL the time

RIPRISINTIO NATIONALLY BY IDWARD PITRY & CO., INC,

CBS
WICHITA, KANSAS

SPONSOR



New and renew

New on Networks

SPONSOR AGENCY NET STATIONS PROGRAM, time, start, duration

E

Albers Milling Co Erwin, Wasey NBC 12 Elmer Peterson; WThFEF 3:45-6 pm pst; Apr 20; 52 wks :
General ¥Foods Corp Benton & Bowles ARBC 9 Surprise Package; TuTh 2:05-2:15 pm pst; May 17; 3

20 wks :
Gillette Safety Razor Co Maxon CBS 1638 Preakness Stakes; Sat 5-5:30 pw; May 14 ‘
Gillette Safety Razor Co Maxon CBS 168 Belmont Stakes; Sat 4:30-3 pm; Junc 11 g
PPhilip Morris & Co Ltd Inc Cecil & Preshrey MBS 384 Against the Storm; MTWTF 11:30-12 nooen; Apr 25;

52 wks
Stanley Itome I’roducts Ine¢ Pirect AlC 260 Northticld Choral Festival; Sun 3:30-4 pm; May I35
(Fifty-two wecks generally means a 13-week contract with options for $ successive 13-week renewals. It's subject to cancellation at the end f
of any 13-week period) :
@gﬁ“ Renewals on Networks

s aadlh i
SPONSOR AGENCY NET STATIONS PROGRAM, time, start, duration

D. L. & W. Cuoal Co. Ruthrauff & Ryan MRS The Shadow; Sun 5-3:30 pm; Sep 11; 39 wks
Philip Morris & Co Ltd Inc Cecil & IPresbrey MBS 384 Queen For A Day; MTWTF 2-2:30 (alternate 15 imin);

Apr 18; 52 wks
Pure Oil Co, l.eo Burnett NRBC 33 Kaltenhorn Edits the News; MWF 7:45-8 pm; May 2;

52 wks
Pure Oil Co. Leo Burnctt NBC 33 Harkness of Washington; TuTh 7:45-8 pm; May 2;

52 wks
Sceman Bros Inc. William }H. Weintraub ARC 257 Monday Morning Headlines; Sun 6:15-6:30 pm; May 29;

52 wks
Toni Inc Foote, Cone & Belding cBS 163 This Is Nora Drake; WTWTF 2:30-3:45 pm; May 9;

52 wks

National Broadcast Sales Executives (personnel Changes)

£
x
NAME FORMER AFFILIATION NEW AFFILIATION -

5
Noel €. Breault WFCI1, Providence IR, 1. WXNOC, Norwich Conn., sls mgr f
J. Allen Brown NAB, asst dir of broadcast adv WI'MK, Alexandria Va., adv, sls mgr
Charles H. Cowling KOWL, Santa Monica Calif., sls mgr KMPC, L. A., national spot sls dir, acct exec £
Rohert M. Iletherington KSTL, St. L. Wik, WIL-FM, St. L., sls mgr :
Reobert Z, Morrison, Jr. WFIL, Phila., in chge sls development WFLN, Phila.,, sls mgr
William T. O'Connor —_— WNAY, Annapolis Md., sls mgr
llenry R. Poster Thomas B. Noble Associates, N. Y. slsman Ileadly-RReed, N. Y., slsman Z
Willis Searfoss WLOU, Lousiville Ky., sls rep Same, sls mgr &
Morton Sidley KXOA, Sacramento Calif., mgr KXOA, Sacramento, KNOB, Stockton, KXOC, Chico Calif,,

vp, sls dir

Bill Sinor KOPP’, Ogden U., natl sls mgr, asst gen mgr  KGV(Q, Missoula Mont, KANA, Anaconda Mont., natl sls mgr

IO,

Sponsor Personnel Changes

NAME FORMER AFFILIATION NEW AFFILIATION
arold S. Birkby Peerless Mills Co, N. Y., gen sls mgr, adv dir
Jon Jacob Black May's Department Store, N. Y., gen wmgr Alexander’s Fordham Store, N. Y., gen mgr
Roy Boscow Nash«.Kelvinator Corp {Nash Motors  div), Magnavox Co, Fort Wayne Ind., gen sls mgr

Detroit, adv, sls prom dir
L. A. Brodsky

Golden Oak Packing Co, Chi., adv mgr

Russell Brown General Mills, Mnpls. Dad’s Root Beer Co, Chi., adv, mdsg mgr
Richard W. Clare New England Confectionery Co, Cambridge Mass., Same, marketing mgr in chge sls
sls megr
Joseph G. Csida Billhoard, N. Y. vp, editor«in-chief Radie Corporation of America (RCA Vietor div), Camden .
N. J,, asst pub rel dir |

® In next issue: New National Seleetive Business. New and Renewed on TV
Adrvervtising Ageney Persounel Changeos. Stationn Representative Changes
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Sponsor Personnel Changes (continue)

NAME

FORMER AFFILIATION

NEW AFFILIATION

Jobn P, Cunningham

Newsweek Magazine, N. Y., adv staff Same, adv mgr
0. L. Forster F. W. Cook Co Inc, Evansville Ind., gen sls mgr
Jack Gilbert Roney Plaza Ilotel, Miami Beach Fla., adv mgr
George N. Hawley Southern California Edison Co, I.. A., industrial sSame, adv myr
sls mgr
Wade H. Joncs New England Confectionery Co, Camhridge Mass., Same, sls mgr
mdsg mgr
Lucien E. Liddy —_— American Home Foods Inc, N. Y., adv mgr for Clapp’s
hahy foods, Duff’s haking n =°s, G. Washington's instant
coffee, hroths, Chef DRoy-ar-Dee foods, Rurnett’'s food
flavors
Fugene B. Lucas Walco Inc, FE. Orange N. J., natl sls mgr
Tom Mason Avco Mig Corp div), Cinci.,, Central Same, sls prom mgr
regional ingr
Frederick J. Nabkey American Ilome Foods Ine, N. Y., sls prom mgr
Ellis L. Redden Avco Manufacturing Corp (Crosley div), Cinci., Motorola Inc, Chi., adv, sls prom dir
adv, sls prown dir for appliances, radio, TV
Keith Stone Socany-Vacuum il Inc (White Star div), Same, adv dept mgr
Detroit
Robert C. Taft Mecllon Natioenal Bank & Trust Co, Pittsh., vp Stromherg-Carlson Co, Rochester N. Y., pres
Lee Walsh Washington Daily News, Wash., woman’s page ed Julius Garfinckel & Co, Wash., adv, puhl dir
1 ]
New Agency Appointments
SPONSOR PRODUCT [or service) AGENCY
Bensan & Tledges, N. Y... ... ..., ... ... Benson & llcdges Private Blend. . ....Al Paul Lefton, N. Y.
California Cotton Mills, 8. F. . . Cotton Mills. .. .... ... ... ..... ..Brisacher, Wheelcr, 8. F.
Casc’s Tangy Pork Roll Ine, Trenton N. J.. .. Meat packer. ...Weightman, Phila.
Chemicals Inc., Oakland Calif.. . ..Dura Stareh... ... . o _.Garfield & Guild, S. F.
Cribhen & Sexton Co, Chi.. ... .. .. Universal Gas Ranges. _ . Christiansen, Chi.
Frank J. Curran Co, Aurera Il.. .. Insecticides . .Scheenfeld, Nuber & Green, Chi.
Dunn’s Restaurant, N. Y... ..... Restaurant . ... Altemari, N. Y.
Fmerson Radioe & Phonograph Corp, N. Y. Radios, phonoradios, TV sets. . .Foote, Cone & Belding, N. Y.
Empire Milwork Corp, Corona N, Y. Lumber, bldg wneeds, ready-to-finish
furniture . ... Lo . .Rose-Martin, N. Y.
Golden Oak Packing Co, Chi. Smoked meats ... .. Shrout, Chi.
Vic Hendler, Phila.... ... ... .. CCAppliances, tives oL Lo ~Weightinan, Phila.
flotel Chelsea, Atlantic City N. }.. Mlotel o0 0 Lo o .Scidel, N. Y.
Lever Bras Ltd, Toronto. . .. ... Good Luck Margarine Ruthrauff & Ryan, N. Y., for
Canadian adv
Joxrelli Suits Inc, N. Y... .Wamen's suits _Darland, N. Y.
Kaiser-Frazer Corp, Willow Run Mich, .. Automohiles William H, Weintrauh, N. Y.
Annc Graham Logan, Damilton, Can.. . Elcctrolysis .Garry J. Carter, Toronto Can.
Lord & Taylor, N, Y.. . . Department storve _William Warren, N. Y. for TV
Marin Dell Milk Co., S, T.. Dairy prods _Russell, Harris & Wood, S. F.
Milwankee Launderers Assn, Milw. . Institutional oL .Loise Mark, Milw,
Mark Marris Tire Co, S, F.. . . Tires “Walkefield, S. F.
Nordis of Dallas Ine, Dallas Tex. Wamen's sportswear J. B. Taylar, Dallas Tex.
Pla-Buck Auction Enterprives Inc. Co-op proanotional plank for Southern
Calif. merchants Irwin-Mecllugh, L. A,
R. 1. Reynolds Tahacco Co, Winston-Salem N Cavalier Cigarcttes ... ...... .William Esty, N. Y.
Roman Meal Co, Tacoma Wash.. Breakfast ccreal . . oo .. Guild, Bascom & Bonfigle, S. F.
S & C Motors, S, F... Ford dealer ... .. ...... . Garficld & Guild, S. I,
b Francisco Chronicle, 8. Fo.. .. Ncwspaper . 55 _J. Waiter Thompson, 8. F.
schine Organization, N. Y..... otel chain, Wiggins candy . .. Robert W. Orr, N. Y.
sherwin-Williamms Co, Cleve.. ... T"aint products . Fuller & Swith & Rass, Cleve,
smax Co, Marion Ind........ .. .Smax-checse-toasted corn chips W. Earl Tlethwell, Chi.
Snellenburg’s Department Store, Phila. Department store - ... ... Philip Klein, Phila.
Sonthern California Fish Co, 1. A, Blue Sea Tuna .. ...... Glasser-Gailey, L. A.
Spirsit Ine, Malden Mass. . . Npir-it, Icing-les prals dohn C. Dowd, Boston
Standard Brands Ine, N. Y. Tenderleaf Tea Compton, N. Y.
Tailored Woman, N. Y. Wamen's store Gordon & Mattern, N. Y., for 1adie, TV

Tee-Off Ine, N. Y.,

United Fapositions Corp,
1. S, Beet Sug.a
Waleco Ine, Last Orange N, L

NOY
Awsn

Ward Laboratornies Ince, N. Y.

Weleh Grape Jnice Co, Westfieldd N. Y.

Golf-cze men’s shiuchs

First International Inventors Expesition

Institutional . -

TV enlarging lenses, Glter., phonogiaph
necdles

Hair tonics

Grape juice, jelly

Lue II. Witt, N. Y.
Gorden & Mottern,
Foote, Cone & leld

1. W, Hauwptmann,

N. Y.
ing, S.

NoY.

Frederiek-Clinton, N. Y. for radie

Lennen & Mitchell,

NLOY.
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ARE YOU A TIME BUYER
WITH A 9-MONTH MIND?

For nine months each vear, vou’re a keen-minded customer. You scrutinize and
analyze with slide-rule precision and accuracy. Facts alone govern you. And we like
it that way.

But when you think about summer, we still haven’t figured out what strange meta-
morphosis takes place. logic goes by the boards; and belief in the old saw, “busi-
ness falls off in summer,” holds sway.

As a matter of fact—and a fact is a fact even in June, July and August—business
is better in the Duluth-Superior Market in summer. Your advertising dollar actually
can bring you a bonus return. Because all summer long we're host to hundreds of
thousands of free-spending tourists. And thev’re probably more susceptible to your
advertising then, because the vacation spirit offers less restraint to the impulse to buy.

Give us credit for knowing vou too well for nine months of the vear to try fooling
you about the other three. You can take wwhat we've said as fact. So why not take
advantage of the summer business bonus in the Duluth-Superior Market? There’s
still time.

NBC MINNESOTA WISCONSIN CBS

9 MAY 1949

WEBC : puLutH-surerior - K DAL
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New decelopments on SPONSOR stories

. S See: ""Morgorine Makes Good"
l” g Issue: 11 April 1949, pege 30
Sub|ect: Morgarine Congressionol victory sporks
renewed radio promotionol campoign

Remember when

Heartening effect of the margarine interests’ recent victory in the
House of Representatives is hecoming increasingly visible in radio
advertising of the hutter substitute. Margarine. governed by Federal
laws regulating it= sale and manufacture sinee 1866, and handi-
capped by stiff UL S, and state taxation, took an important step for-
ward laxt month when the House passed a bill to abolish all Federal
levies against the product. I the measure gets by the Senate. mar-
garine for the first time will be able to compete with hutter on an
cqual basis. except for states taxes and mior regulations on label-
ling. packaging. and restaurant serving.

On the strength of the House victory. margarine producers have
stepped np their broadeast promotional campaigns. Safeway Stores,
Inc.. using four Los \ngeles siations to advertise meat and grocery
products, started a series of one-minute announcements for its lrouse-
brand margarine. Sunmy bank. on one L. A, station. KTsL. Standard
Brands® Blue Bomet margarine. on and ofl WLW's (Cincinnati)
Hhat's Next? program on a haphazard <chedule. is now advertised
recularhy three times a week on the show. with an additional Satus-
dav aan. ammouncement. Delvich, Cudahy’s margavine entry, has a
regularly -scheduled hitelihike on Niel: Carter (MBS). while Swift's
\llsweet, aflter sporadic plugging on Meet the Veeks (NBC). now
receives spotlighted attention in the commercials.

A\lthrough this hypoed radio campaign on behall of America’s most
persecuted food produet still docsn’t include all its leading manu-
facturers. it nevertheless is a significant weathervane as to which

. wav the wind will blow if and when the Senate passe~ the tax-free

( bill.

See: "Why sponsors chonge ogencies"

N
.S. Issue: December 1947, poge 15
e

%ﬁfw} SUbieﬂ: Do radio progroms still couse more od-
vertisers to chonge ogencies thon other
odvertising medio copy?

then long pants?

W hile recent agenes changes haven’t been as spectacular as the

It's a proud day for a boy switch of American Tobacco to BBDRO. from Foote, Cone and
when he first gets long pants Belding. during the past vear. there have been a nuniber of switches
and feels like a grown man! that can he traced. at least in part. to failure to develop a top radio
We're proud of WWDC's or Aelevision program. BBD&Os Dennis James hall-hour  which

lasted on TV for one consecutive performance for General Electric
may not have heen the reason wiln Young & Rubicam now has the
honr-long Snunday night Fred Waring show for GE. bnt il is at least
a contributing reason. BBD&O7 s substitute for the lamented James
ane-timer also was a continuous headache. despite the faet that is was
man will give you the story. procinced by one of TV's hetter-organized independent producers.
World Video. A voung {ortune is being poured in the Fred Waring
presemtation which didn’t impress viewers on its debut. Waring i~ a
top-flight visual-minded musie man, and there is little doubt trat
his Snnday evening stint will keep that part of the GF account at
YA
Switeh of Tenderleaf Fea (Standard Brands) from J. Walter
AM-FM—The D. C. Independent FMampson to (j()llll.lll)l! (';1¥mul he ;nlrilvulod to radio 100 . Bnt the
—_ fact that Oue Wan's Family never did sell the tea too well. and the
Represented Nolionolly by added fact that Standard Brands is cnrrenth anti-radio-minded. had
FORJOE & COMPANY a bearine on the shift.

tPlease turn to page 30)

growth, too. Starting out small,
WWDC has grown into a man-
size station in the rich Wash-
ington market. Your Forjoe

20 SPONSOR
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We are one of 39,000 families who live in Berk-
shire County. Our name is Gilson. Last year the
6 of us spent $5000.00 approximately for ne-
cessities. My four'sons and 1 listen to Bob Bender
and enjoy the “famous’ of the sports world
we've met through his program. Bob is our

favorite because he gives us first hand informa-
tion about winter and summer sports.

oL

KEY TO SYMBOLS

Represented Nationally by NBC Spot Sales

i

“A GENERAL ELECTRIC STATION
% Over 250,000 M 100,000—250,000 ® 50,000—100,000 ® 25000—50,000 © 10,000—25,000 O Under 10,000




Mr. Jamison sells no Blue-Sky

In the pleasant month of May (or in any other month tor that matter) i
there is nothing vague about the way our man Jamison does

things. People advertise on the air, Mr. Jamison feels, for the purpose

of making money. And that’s the only basis on which he

sells radio and television time.

“Radio is a fascinating medium,” he says with reason. “There arc

hundreds of Fabulous success stories associated with it. By dwelling

i on them in a general way, [ imagine | could peddle more time than 1
. e
; = | =l S , . .
= 2 do now. But [ wouldn't s¢/l near as much. For in the business of

national spot representation, THE ONLY REAL SALE IS ONE OF
MUTUAL ADVANTAGE. Both my advertisers and my station

clients would find this out soon cnough.

“lt might be possible, for instance, to sell a lot of New England time
to a maker of cowboy boots. and get away with it once or twice.

But matching the message, the market and the money is a better way.

“That's how we feel about it at Weed and Company. anyway.

Maybe that's why we're doing more business for all of our clients

(stations and adverasers alike) than ever before.”

radio and television
‘ ‘ Station re/)i‘as‘e/zmlz'z»as‘
new york « boston . chicago . detroit
and

C O 1 l) a 1 y san francisco . atlanta . hollywood

22 ' SPONSOR
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MILLIONS OF SUN LOVERS WILL ENJOY FAVORITE PROGRAMS AT BEACHES THIS SUMMER WITH PORTABLE RADIOS BY THEIR SIDES

There are only 13.39% less
people at home i metro-
politan telephone homes during sum

, a
mertime evenings (Julv-Aungust) than
i , there are at night during the peak
/I J } winter month, Januvary (70.0 vs. 80.8

of the total homesi. The compara-
tivelv slight difference. between th
audience available i the frigid months

o ®
U and those who could listen if they
wanted to. is aceented in the sununer
J daytime when the July-August avail-

able homes (68.7) are only 6.6%¢ less

than are available during the peak

daytime month (February)

These are the C. E. Hooper figures

that indicate that if metropolitan lix-

tening goes down during the dog day~

it's onhv partially due to prospeeti

' listeners not heing available for dial:
ing. This fact is further accented by
speeial study finaneed by NBC an
CBS and made by the Psychological g
Corporation. The PC figures indicat |
that only 6.87 of the nation is on va.

What the statisties reveal abount

listening in the good old snumsmertime

‘ 9 MAY 1949 23



billions of dollars
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(sas and oil air adrvertising for 1948
compared with quarterly retail gas and oil buying by consuming public
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based upon Department of Commerce figures for the period covered

cation at any one time dnring the 13
weeks that make up sunmmer (July 1 to
Labor Dayvi. Of this 6.87 only 1.1 ix
away from home. The vacation facts.
according to thix studv. are that a
little more than one-third of the two-
weeks-with-pay-contingent do not leave
town but relax at home. This does not
mean that they are contimmally avail-
able to histen to radio. but that thev
are adjacent to their home sets a cer-
tain part of the time. They swell the
potential radio audience. but they do
not mean as much to the actual audi-
ence as the men and wonmen who go
This

i= hecanse a Hmited survey made of

out of town on their vacations.

listening in bungalows and on port-
able radios in hotel
that leisure listentnge is at feast 25

rooms= indicates

nore than the dialer wonld do at home.

Fhat 1t asn’t mare can be traced to
the generally poor quality of summer
conmnercial - programing. Fightyv-one
pereent of the men and women ques
tioned in the Payehological Corpora-
tron tdicated that they'd i

ten just a< much. if not more. in the

sUrvey

summertime as they do e the cool

wnthe  if the shows were of eqgnal
quality

A\ lted  summer-bungalow -colony
diary sty condneted Iy o eraduate

uni-
OO

~tudent at of the VMidwest
versities  (the sample was onh

one

24

homes with 138 diaries. the extra 58
records heing kept for multiple sets in
the 100 homes) indicated that use of
radio set= in these 100 homes was up
23 i the be-
tween six and 8:30 pane. and up from
eight to 147 from the latter hour un-
til 11:30 p. m.
g continues for at least a half-hour
longer  than radio.  habits.
despite the fact that literallv hundreds
of thousands of men commute during
July and \ugust who don’t during the
other ten months. Theoretically.  the
male of the species. having to travel on
an average of two hours more back
and forth from the hungalow than he
does from his winter Lome, should re-

davtime. down 7

Summer-resort listen-

Hi-town

tire carbier in the summer than he does
during the winter. The reverse is true,

This may be one reason why produ
tion per man-hour at many factories is
less during July and \ugust than it i«
during the vest of the vear.)

The programs that are bungalow
fall

cateeorios that are dialed in the vear

listened-to do 1ot into the sanu

ronmd home,  Variety programs that
reach the hunus-sized andiences during
the major 39 weeks of the vear do not
I's the

mvsteries that pull the hig slirtsleeve

cel the big resort histening
The somnter
diary that
interest in the 100 homes (1538 diaries

and-apen-neck brigade.

report indicated program

OCT NOV

was reported (percentagewise) as fol-
lows: (1f all 158 diaries would have
reported listening to any one program-
type. the rating would be 1007%.)

Tupe Rating
1 Mysteries ... .. . 0.0, Q2¢;
2 Quiz programs .. ... ...
3 News
4 Dayti 5
3 Situation comedies 42
Popular music 38¢
Concert music 227%
% Various 18¢

No attempt in the above has been
made to scparate the davtime and
evening listening. except in the case
of the soap opera. which. being a class
of entertainment all it own, ‘nalurall)'
i~ reported individually.
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Because hot-weather listening i the
great unresearched section of broad-
cast advertising. even the 100 diary
study oi a graduate student is im.
portant. Average length of time ~pent
with the radio by bungalow-listening
families was 53'4 hours. This com-
pares witlh December, 1918, listening
per day reported by C. E. looper of
414 hours per day in the 36 eities in
which the Program Ilooperatings are
made twice a month. [u other words
listening in this bungalow colony, if
the diary sample i~ to be believed. and
it was more accurate than usual diary
studies. since the graduate student per-
sonally did a call-back c¢ros~ check on
the accuracy of each of the 1538 com-
pleted diaries. was one lour and five
minutes a dav longer than in Decem-
ber big-eity telephone homes.

There was special provision in these
special diaries for ~quawks. Number
one ~ummer complaint was a lack of
good comedy programs on the air. The
number two complaint was that litile
or nothing was done by stations and
advertisers 1o let hsteners know what
good programs were on the air. Since
many of the bungalow colony were
beyond the normal service areas of
~ome of their favorite stations. it was
necessary for them to develop new
dialing habits. although frequently to
the <ame network programs or re-
placements to which thev listened at

home. However, the “local” slations
had program= of their own about
which the summer \visitors weren't

aware. In a number of eases. the diary
keepers reported that it was six to
eight weeks before they discovered a
specific program thev liked.  (The
diary week was the ninth of the ten-
week sumnmer-resort season. )

Popular music was dialed a great

alaries for 1918

Summer colony listening by type
Homes that listen, least once a week, to specific program

1009,

809, —

Mysteries  Quiz News

Serials

This chart is based upon a small diary study made in a Midwest bungalow community

findings are not conclusive

deal more that the 387, index indi-
ated. This is hecavse most of the 3874
not onh listened to popular wnusic, but
listened 1o it a great deal. It wa- fre-
quently. of an evening. danced to in
hungalows by as many as ten couples.
Despite the dancing erowd. this mul-
tiple listenership of necessity was re-
ported az one radio <et. Popular musi
listeners are ~trong radio fans.

The 22« percent who reported lis-
tening to concert music. when eross
checked, indicated that coneert music
Alice Blue Goun
to Madame Butterfly. Concertizine to
this bungalow colony was anyvthine it
lassed a- “good” music.

was anvthing from

35

_"_ ___ i ) /////}/wym P
AY JUNE JULY AUG SEP

ot

billions of dollars

L %

OoCT

Daytime

- 8079

— 609,

Concert Misc

Music

Situation Popular
Comedy Music

The

The graduate ~tudent reported that
only three bungalows in the colony of
858 honie~ were without one or mor
radio receivers. This. in terms of
coverage. means that over 99.57% of
the summer homes had radios.

Possession of a radio at a summaer
resort mean~ more than the possession
of a radio in the city. The rea-on for
this ix that very few are pe
maunently located in a bungalow ¢olony.
Thev have to be brought to it from
the citv. I’ a deliberate move. an
indication of a desire on the part of
the set owner to use it. Seventy per-
cent of the bungalow colony. used for
thi< VMidwest <urvey. brought their
~et= with them. and 30/, uv=ed set~ that
were left at the bungalow during the
winter. Quality of reproduction was
uoticably better in the 7077 homes

There are manv other forms of sum
mer listening which are not indiecated
in any Nielsen or Hooper report. In
arcas near the lakes. o1
navigable streams. radios on pleasure
boals get very intense usage. Durin
the past nine year- ~sinee WOR had th

sets

oceans.

\merican  Market Research  Servi
conduct a survev to sh Listeni
broadecasts on | in and a
New York City, tl are 1
that the 60‘¢ coveraze which \MRS

porte 10 has 1 sed to ¢
|

Plea !
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FALL SUITS, LINENS, APPLIANCES, ARE TOP BUYS IN SEPTEMBER.

They buv m the Fall;
but decide m the summer

e T Only October and Decem-
2 ber exceed the vetail sales

total of September. according to the
ficures of the United States Depanrt-
1ient of Commerce.,
September by only a hittle over S100.-
000. and the holiday month. the hig-
U retatl sales month of the vear.
onhy S2.116.000 ahead of Septentber.
While Julv and Augnst retail bhuy-
ng is ahead of most months of the
aside from the last tnrd of cach
ar. September s the period during

October exceeds

oar.

Jrich the housewife buvs a great nom
ber of products which <he needs for
her home and herself. The decision on

hat to buv. what brands. and where

buv s made, according to two de
artment store survevs fone i Mil-
wathee and one in San Francisco

- major purchases 8097 in the latter

26

part of July and Angust. These major
purchases inelnde appliances. linens.
and women’s and children’s clothing
idad’s fall wearables are not a sum-
mer concent. according o the survey
wade by these two department stores).

The survev. which was of a eon-
fidential natwre, now determines the
advertising poliev of not only the two
stores which made the surves. but of
practically the entire chain of great
retail firs of which they are a part.
Newspaper copy is geared apparvently
to persnade the reader to come in and
buy now. but it's actnally directed at
conditionmg  the reader for her fall
purchasing.

“IUs too Tute.” states the viee-presi
dent in charge of merchandising of the
san Francisco store. “to wait to sell a
major investent until the family 1=

BRAND CHOICE IS AN AUGUST DECISION FOR ALL THREE

baek in fall harness. Then the different
pults  the problems of the family and
the home. with the chiklbren returning
1o school-—muake selling through ad-
vertising twiece as difieult as it is when
the purehasing agent of the household
has the leisure to be intrigued with the
possibility of omning a particular prod-
ucl. dress. or adjunet 1o better hiving.
We bndget part of owr Auvgust adver-
September ner-
chandising costs. 1t difheult to con-

tising against  our
vinee some of our department heads to
advertise
selling.  Department stores are adver

Angust  for  September

tising-geared 1o today’s expenditures
paving off with tomorrow’s sales. "Fhis
may be satisfactory for all the other
1t months of the vear but it isn’t for
September. We have onr records on
(Please turn to page 68)
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Warm-weather ontdoor events bring

entertainers and listeners face-to-face |

TR Of all types of radio pro-
bl oraming, perhaps none can

get closer. through personal appear-
ances. to its broadeast audience than
a folk-music unit. And at no time
of the year is that more apparent
than durimg the summer months when
touring hillbilly performers aund their
radio listeners mcet personally at the
hundreds of state aund county fairs held
annually from June through September
around the U. S. When this folk
talent-audience  personal contact s
made—particularhy in the natural set-
ting, for country music. of a country
fair—very few Dbetter summer-selling

9 MAY 1949

jobs ecan be done by radio artists for
thetr sponsors. hoth directly and in
good will.

Breaking down the normal
audience barriers of a personal ap-
pearance isn’t nearly as diflicult for
folk-music groups as it is for any other
kind of radio performer. That's en-
tirely due to the nature of the enter-

live.

tainment itsetf. The greater rapport
between listeners and folk-program
personalitics  lies in  the informal

homey quality of these shows over the
air. With that easy informality estab-
lished in the minds of folk musie’s
wide audience turban, just as well as

PART TWO

OF A SERIES

rural). the in-person reception accord-
ed hillbilly uwwits is always warm. no
matter in what locale the appearance
may take place.

Broadecasting before live audiences
from theaters or auditoriums 1s an all
vear-round adjunct of the country’s
top folkemusic shows. W\©'s Gras
Ole Opry plavs 1o alout 5.00
every Saturdav uight in Nashvi
{Tenn.» Ryman Auditorium. Bett
than a couple of million persons has

sat in front of WL=’s (Chica; \
tional Barn Dance in the Windy City s
Eichth Street Theater sin 2
The WWYNA Jamboree Wi =
27



calling attention of townfolk to opening of rural America's fun-tim/

parades including barn dance and hoedown performers, march to their ground| e::m

fi t folk- i tist t ty fai
grandstand OVerflows ir.oiareuus during the summer monthe

W. Va.) Virginia Theater draws an
average crowd of 2.000 each Saturday
night.  Old Dominron Barn Dance. on
WRV A, Richmond, Va, has filled the
WRV A Theater  (formerly  the old
Lyriet to the limit of its 1,300-seat
capacity tn the past three vears of
Satardav evening broadeasts,

The story is the same. in varying de-
grec. for all other established folk
programs. And along with set weekly
appearances at broadcast time. hun-
dreds of hillbilly acts tour theaters,
tent shows, auditorinms. ete., extensive-
Iv thronghout the vear. Prominent
among complete hroadeast nnits which
travel intaet is the Missouri 1alley
Barn Dance of WNAN. Yankton. 3. D,
Every Satmrday night the entive talent
stafl of this program takes = folk
songs and coinedy  warm-up, hour-
broadcast, and dance-tillstived — to a
different  1town in South  Daketa.
Nebraska, Minnesota. or lowa: SO
crowds turned out dnring the past
winter. the Midwest's worst recorded
one.. WNAN enrrently reports enongh
requests for tickets to il Saturday en-
gagements for the next twa vears,

In many cases simall units which
make up the rostey of these conplete
programs appear on stations as sepa-
rate  attractions during the davtime.
Building their own followings in this
wav, they often tour as individual acls

not only becanse of their own popn.
larity, hnt also becanse touring every
unit comprising a large show would
chisrupt a station’s schedule. if they
were all away at the same time.

28

But of all the good will and actual
sales revenue for local advertisers to
be derived from the n-person appear-
ances of the folk-musie groups they
sponsor on the air, probably the great-
est benefit comes when the personal
appearances are made at fairs. state or
county.

Size of attendanee i~ one factor.
State and county fairs are of the ut-
most importance in the lives of rural-
ites, who frequently travel hnndreds of
miles to he part of the festivities. Be-
anse of the holidav mood. their recep-
tion of the hillbilly singers and instru-
mentalists they have heard throughout
the vear on the air is even warmer
than under normal in-person eirenm-
stances, Local advertiser identification
witlt the varions folk unit= i built up
more readily; the groups” musie folios,
featuring their individuoal theme songs.
sell better -and «upply a constant re-
minder of sponsor identification for
the next 12 months.

There 1s also a elimatie aflinity be-
tween folk-music programs and  the
warm months dnring which fairs are
slaged. They tend 1o belong more o
the sunmv balminess of a conntry faiy
than a vast auditorium in the midst of
a blizzard. The relationship is only an
imangible. and vet 1t has a bearing on
the added popularity of folk-music ar-
tists at ruval fairs  and the subsequent
added benefit for the artists themsel es,
the Jocal advertisers wha sponsor them
throngh the vear. and the local stations
on which they appear.

While the actual money to be made

by large folk programs plaving fairs is
so negligible that not very many of
them go m f{or sueh hookings. never-
theless individual groups ean and do
find fairs profitable. Outfits Iike Buck
Turner and His Buckaroos. a folk
music staple of WRIC in Memphis. put
on  performances at virtually every
county fair in the state of Tennessee:
Sagebrush Roundup, of WNMN, Fair-
mount, W. Va., makes as many as four
local fairs a week in between its Satur-
dav night broadcasts: Brush Creek
Follies. whieh has hung vp an =SRO
sign as a combination air-and-stage
show for 12 vears over KMBC. Kansas
Citv. sends varions of its component
parts out on fair booking=: KWTOs
tSpringfield. Moy Korn's-A-Krackin’
roadshows from late Mayv into the fall.
hitting many  fairs along the wav.
These represent a liny percentage of
the total mumber of hillhilly groups
and aets which play state and county
annual outdoor get-togethers,

Onlv the praectical angle that fair
dates arve not too profitable for big folk
units keeps programs sneh as Graund
e Opry and National Barn Dance
from regular bookings in that field.
Opry is not hooked into fairs exeept
when WSM sets it into one as a good-
will gesture. or it is hooked as a free
act by some large regional fair. WSM
management has found that very few
fairs ean mateh. in terms of actual
profit for so large a show as Opry. the
829.000 reeentlv grossed in five davs
of plaving theater and auditorium one-
night stands in Missouri and Kansas,

SPONSOR




radio playhouses

WRVA’s Old Dominion Barn Dance
is another large unit whieh finds play-
ing high schools. Legion halls. and
baseball parks more profitable than
most fairs. This program’s onlv fan
bookings this vear are in Mineral, Vir-
ginia, and Louisa counties, in Virginia.
WLS's famous National Barn Dance
also typifies the financial feeling of
most  big folk shows; it generally
makes onlv one appearance vearly at
the important lllinois State Fair.

There are those folk programs, how-
ever. whiclt go in for fair bookings in
a big way. WLW's (Cineinnati) Mid-
western llayride has an ambitious
schedule lined up for fair appearances
this summer. As SPONSOR goes lo
press, this hillbilly troupe is set for 16
fairs in as manv towns in Ohio and
Indiana from 20 July to 28 September.
Still further bookings will be made be-
tween now and the beginning of the
fair season. Most important of the
dates will be played on 27 August at
the Ohio State Fair in Columbus. the
highlight of which will be a telecast of
Hayride over WLW.T.

KSTP. St. Panl, has a folk program
noted for its traveling and far-flung
personal  appearanees.  Since 1910,
when the show first went on the sla-
tion for a “trial engagement,” more
than a half-million people have seen
Sunset Valley Barn Dance in 250 towns
thronghout  KSTP's  listening  area.
This summer will find the show at
three fairs in Minnesota. three in Wis-
consin, and one in North Dakota. with
several more dates to be hooked.
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are focal points at many county fairs. Listeners meet
their favorites there, cementing good will for sponsors

County and state fatr appearances
for WNAX's Missouri Valley Darn
Dance have not been definitely set thns
far. but it is likely that repeat dates
will be scheduled for the Clay County
(lowa) Fair, Kidder County {North
Dakota) Fair, and the South Dakota
State Fair.

In-person appearances of folk talent
are so frequent and so beneficial to
loeal stations advertisers that
many stations maintain their own ar-

and

tists” bureaus to handle the volume of
hookings. KWTO (Springfield, Mo.)
and KMBC (Kansas City) arve typieal
exanmples of loeal stations whose ar-
tists’ bureaus meel innumerable
quests from church, civie, Legion. and
other communily groups. as well as
local fair managements, for personal
appearances of all types. Of this eon-
stant demand singers or instruimental-
ists featuring folk musie are requested
it a three-to-one ratio to anv other
kind of performer.

Some stations find that thetr folk
talent gets around even without being
handled by a local artists’ bureau.
WOW. Omaha. is a notable example
of a station which does not operate
such a bureau. but whieh nevertheless
has its folk performers making fair
appearances on a privale basis,

Bert, whether or not a station carcs
to go to the trouble and expense of
selling up s own artists’ bureau. per-
sonal appearanees. station-sponsored or
are greatly  encouraged
among folk-mnsie programs. and with
good reason. The results are several-

re-

otherwise.

talent performs

fold: p.a.’s enhanee performer popu-
larity. thereby eementing established
listenership and aequiring new dialers
for the station represented by the
talent; they help local-advertiser iden-
tification with the particular program
or talent, through the obvious personal
contael with audiences.

Local advertisers nsing  hillhilly
talent on the air have long known th
power of such talent to do a strong
selling jol. When these “harn danees.”
singers. vodelers, and instrumentalists
go out on the road and especially
when they tie in with state and county
fairs—the selling job they do achieses
further impetus. More than anyvthing
else. it's the down-to-earth approach
of this form of entertainment to an
audience that makes that audience al-
most universal. When the remote bar-
riers of broadeasting are removed. and
the contact between talent and listeners
becomes a live. personal thing. the
homey informality that gives folk pro-
grams their widespread appeal is com-
p]('le.

One other thing stands owt in the
friendly rapprochement between folk
enlertainers and audiences.  Like old
friends, folk artists “wear” with 1he
same listeners for vears —and inerease
in popularity and in their abilitv to

deliver commereial resuhs.  Dialers
may not “aceepl” a new acl or per-
sonality  for several weeks or cven

months. hut. once aceepted. that acl or
becomes as a mueh

member of countless famtlies as Aunt
Mimnie or Unele Charlie.

personality
« & &
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The sponsor
its a home run

Basceball sponsorship hooms.

as proof of its impact spreads

Over 2,000 stations have sold

sponsorship of some form of

basehall  broadeasting  live
plav-by-play.  reconstrueted  play-hy-
play. or round-ups. There ave very
few independent  stations.  standard
radio. FM or TV, that aren’t collect
ing upon the fact that cach year the
nation’s men. plus an important seg-
ment of their wives and  danghters.
histen 1o the call of “hatter-np.”™ The
Madison Mvenue agencies only think
in terms of big leagues. but many of
the independent stations dominate their
davtime listening because they air not
the major leagues but semi-pro and
even ~chool games,

While  coast-to-coast  wely  stations
lrave gradually. in many cases with
sincere regret. dropped ont of  the
competition for baseball sponsarship.
independent stations like WHDIT (Bos-
ton . WWSW o Pittsburghy . and WITTI
(Baltimorer step out of heing  also-
vans in their areas. and  fregnently
dominate listening i the summertime.

Baschall stations point to the fact
that iU's no more logical to judge them
by their non-baseball season ratings
than it is to judge network stations by
their hiatus time.

Baschall is not a 13-week broadeast
evenl. It starts with the training sea
<on 1t Febroary, and ends with the
World Series in September-October,
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Thus. it's a continuing six-month high-
spot event. and on many stations pulls
a solid audience for seven months or
longer.

There are stations throughont the
country, ke WCPO in Cinecinnati,
which having achieved fantastic shares
of andiences like 61.0 on Sunday after-
noons and 8.0 for all dayvtime Satur.
days have added more games to their
schedules  to further  dominate  hot
weather listening in their areas.

There are a number of independent
stations that =hift their dastime Dball-
game airings to allliated AM and FM
stations in order not to disturh their
all-year “vound daytime  programing.
They are contrasted with the WIIDII
Lype of sports-news-music operation
that uses baseball. plus other ont and
in-door <ports. 1o pull a steadily high
following all vear ‘round. 1o the sum-
mer, WHDH 3= first in Boston, and
credit must be given to the Atlantie
Refining and Narrangansett Brewing
sponsorship of the Red Sox and Boston
Braves home games. However, WHDI
can’'t be ignored in the aceolade ron-
tine, sinee in most aveas covered Iy
Mlantic. the oil company owns the
broadeast rights of the sporting events
it sponsors, In the brown-bread area.

its WHDIH that controls the baseball
Broadeast rights rather than the adver-
tiser who makes the airings possible.

There are a little short of 200 sta-
tions that tie themselves to najor
league broadeasts. That figure may be
startling since there are only 12 eities
in which major league baseball is an
in-town factor. Even this puts Brooklyu
and New York in the ecategory of
different eities.

The figure accents the impact of
major league ball. While it is not
permissible for the games of one ma-
jor league team to be broadeast in the
home city of another major league
tunless the teams are plaving cach
other), it's possible to set up an exten-
sive regional network. covering the
distribution of a brewer or a gas re-
finer. which does not toueh the terri-
tory of competitive teams. Thus. the
Goebel  Beer-Detroit Tigers  network
is composed of an inercasing number
of stations each year so that currently
it’s the biggest speeial regular network
of its kind in the nation- -and only
the Detroit team’s games are broad-
cast,

Whereas for years baseball games
were single-station air events, they are
now more and more speeial regional
network daily airings. This is true of
the Atlantic Refining presentations of
the Boston. Philadelphia, and  Pitts-
burgh teams. It's true of the Guenther.
Narragansetl. Standard. Griesedieck. as
well as Goebel. beer broadeasts of
teams in their merchandising areas.
The networks run as high as 54 sta-
tions and as low as three.

While brewers rank first among ma-
jor team sponsors, tobaceo, drugs, gas-
oline, dairy, and food mamifacturers
are also important advertisers using
both big and little teams to gpread the
good word about their products, There
was a time when a cereal manufactirer
{General Mills) dominated the base-
ball broadeast picture to such a degree
that its ageney (Knox Reeves) set up
a New York oflice for the sole purpose
of obtaining co-sponsors of the games
G. L sponsored. 1t was General Mills
research which proved that co-sponszor-
ship was effeetive. and that each of
two zponsors of a baseball game re
ceived the advertising advantages of
sponsoring the entive season.  Thus

(Please turn to page 066)

WMGM's “red head”" (Walter Barber) gathers as great an audience as any other
sportscaster, when he broadcasts the play-by-play antics of the Brooklyn Dodgers
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PART THREE

OF A SERIES

are hot

m the summertime

Daytime dramas prove that they listen

thronghout the snltry

Not even during the sum-
mer weeks need houzewives
o without the consolation thal ro-
maunce may still be theirs at 35 or after

. or that a good. clean-living won-
an is more than a match for anything
that may threaten home. husband, or
carcer, from she-wolf to shyster. Drug.

food, oap, and other advertizers take
advantage of

unslaked desires for

months

psvchological reassurance. provided
by the themes of a majority of the
serials. by keeping them on the air
aronnd the seasonal eclock.

Vacations and other influences do
not dent serial audiences to nearly the
extent that evening and other dayvtime
(Chart shows
with

audiences arve aflected.
how =erial listening  compares
olher davtime listening.

WINTER

FEB

. -
T ———

One reason listening to America’s
daytime folk-tales holds up so well dur-
ing vacation time is the habit of lis-
tening established with the five-a-week
non-stop broadcast. Another seems to
be the programs’ effect in soothing
normal anxieties and helping maintain
a sense of security.

A Washington, D.C., station made a
pilot diary study of summer radio
habit in three nearbv vacation areas.
Findings strongly indicated that wom-
en in vacation bungalows in the areas
studied tended to follow the same pat-
tern of radio habits as at home. One
woman's remark pretty well suimmnar-
izes the general attitude revealed in
this survev: “l turned off my radio at
5:30 in the citv—1 1urn off myv radio
at 5:30 here.

This three-area pilot investigation
mdicated these vacationers used their
radios 40°¢ more than they normally
did at home. Women listened to more
episodes of their regular serials, they
<aid. because life in the bungalow was
less distracting.

Despite the over-all increase of time
spent in listening to the radio. there
was no definite indication thal women
tended to add new cliffhangers to their
regnlar listening lineup. Less than 59%,
it fact. reported they became interested
mn a new davtime serial.

Mr. and Mrs. America frequently
undergo certain rigors in “getting
ofl” on that vacation trip, or in mak
ing various adjustments as one season

All others

MAR

MAY



slips into the next. Not so the charac-
ters 1 soap opera. For one thing. time
in drugtown, cerealtown. or soaptown
isn’t the sane as ealendar time.

Still, despite eclassic  examples of
characters’ taking weeks to get through
a revolving door, days to shave a single
customer. ete., writers are primed far
in advanee to make soap-opera time
coineide with national holidavs. The
truth is that weather as part of the
settings of serial dramas is seldom im-
portant. Settings are severely slighted
in favor of the stark aetion that illus-
trates the underlying theses.

Time may move jerkily in the com-
plicated lives of serial c¢haracters: but
time keeps adding new listeners to
share their perplexities. as well as
new listeuers to all of radio. Nearly
10,000,000 new radio homes eontri-
buted their quota of new serial de-
votees during the last ten vears. 1949
is expected to raise the total of radio
homes to upward of 39.000.000.

Whether making the storyline jibe
always with the seasons would be im-
portamt to other than those listeners
who scud presents to the story eharae-
ters, when they marry or have babies,
is a question. But there are many
fans like the alert listener who put the
finger on the murder suspeet in one
serial. This eivie-minded fan decided
to expose the fellow when she de-
tected his voice under another name on
another program. For these fans, pro-
ducers will likely keep insisting their

AUG.

writers keep the story in season. how
ever erratieally days and hours may
move.

Listening  “regulars™ aflectionately
consider “Ma.” ~Bill.” *“Mike,” “Ellen”
in the eategory of their intimates.
Their amazing loyalty to the pro-
grains has lead to the popular inis-
conception that serials reach mainly a
static group and attract few new lis-
teners.

But the same people don’t always
send the presents. The NBC researel
department reveals in a special Niclsen
study of Pepper Young's Family and
Right to Happiness (I’8G sponsored
shows) that in  September-Oetober,
1948. each show played to 37% new
homes uot reached in the same period
in 1917.

Even though no widely definitive
study has yet been made of the radio
habits of serial devotees on vacation,
there’s a good deal of evidence that
either away or at howe they are the
most consistent of all fans—day or
night—in listening to their favorite
programs. For example, the high point
of listening in 1948 to serials through-
out the eountry, aceording to Hooper
figures. was in March. with an over-all
average rating of 5.8. The high mark
for all other daytime shows was 4.6.

The July-August trough for all day-

time programs other than serials
plunged 31.8%, while the low point
(July-August) for serials  dropped

only 224

. Tuning to other daytime

(compared with all other daytime commercial programing)

programs fell ofl 1 th
to soap operas i Ir r homes.
But the of de st

listen Man
ind  actresses, ap

found alone ammon
soap-opera actor-

parently aware of the unique meanin,
of their eflorts to 20,000,0 hous
wives, have been known te several

vears without vacations, rather than be
written out of a storv sequence (one of
an endless series of complete narratives
that make up the continuing series) to
wliieh their roles seemed important.

Deep-voiced Jim Goss, who us=ed to
play “Unele Jim” on Jack Armstrong
(a juvenile strip listened to by many
adults) is said to have gone three or
four years without missing a broad-
cast. Lueille Wall. who is Portia in
Portia Faces Life, has also gone se:
cral vears at a stretch without time
off.

Ixtremists among listeners are no
more surprising in their eonecepts of
the reality of soap-opera charaeters
and events than are oecasional mem
bers of the casts. One aetress beeare
so imbued with the feeling for her
part that she carried it right over into
her real life. It must be reported that
her efforts to solve the problems of
friends and strangers alike were not
as suecessful as when backed up by
the good right arm of her seript
wriler.

\nother aetress Decame outraged
during a rehearsal when the actor plav-

{ Please turn to page 52)
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CKLW goes

30,000
WATTS

at 800 kec.

The Detroit Area’s GREATER Buy!

From 5,000 to 50,000 watts, in the

middle of the dial, and at the lowest rate
of any major station in this region. Start scheduling

this greater value now!

l GUARDIAN BUILDING,
c K DETROIT 26, MICHIGAN
E. Campeau, President

ldam J. Young. Jr.. Inc.. National Representative
H. N Stovin & Co.. Canadian Representative

MUTUAL BROADCASTING SYSTEM
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Jack Benny will vacation again this summer, but will pop up as a guest star during hot months

B o As they did in 1948, and
Q have for the past half-

decade, ncarly a third of
the evening programs in network radio
have now made their final preparations
to leave the air during the hot-weather
mounths of 1919, For the first time,
too. a trend is appearing
among the leading high-rated, high-
budget shows in television. The prime
reason hehind these “vacations™ is still
the same: summer audienees, say near-
ly all sponsors whose shows go off the
air for the summer, arc not sizablc

similar
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enough to warrant continuing a high-
budget show. And, as an afterthought.
most of them admit that their stars
have insisted on a summertime rest.

This now-annual mass exodus of
some of broadecast advertising’s hest
evening shows means many things to
many people.

It means vacations away from the
grind of microphones for eight to 16
weeks during the hot weather for top-
name stars. It mcans anything but a
vacation for network program depart-
ments, who have 1o fill on an average

The
summer
replacement

prohlem

There’s nothing wrong with
summevr listening that good

programing won’t cure

of one out of two vacated time slots
with sustaining network-built packages
that range from elaborate productions
(being showcased hopefully for pos-
sible fall buying) to the most inexpen-
sive musicals and AFRA-minimum-cast
whodunits.

It means the annual chase after the
hard-to-sell summer advertisers in
American business by network and sta-
tion sales departments. armed for the
most part more with hope than with
fact. 1t means, for agency radio heads,
a long session of auditioning new pack-
age shows for the year-round adver-
tiser who wants to give his star and
cast a hiatus—but who also wants a
good sumnier replacement in the time
slot 1o earn the healthy 52-week dis-
count networks offer as an inducement
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Replaced Their replacements

-~ \

Ed Gardner (Archie) stops managing Duffy's Tavern

Amos 'n’ Andy won't be settling darktown problems but the cast of "'Call the Police’” starts sleuthing

36

to stay on the network air. For sta-
tion reps. timebuyers. and station man-
agers. sweating out selective schedules
designed to sell products to Americans
at home. or in the hills and at the
beaches. the hot-weather merry-go-
round means long hours of revising
and re-revising schedules as audience
potentials of adjaceneies go up and
dowu like a roller coaster.

As SPONSOR goes to press. the sum-
mer pattern of radio and TV has al-
ready begun to take it final form.
Two out of every three shows listed in
the top-rated “First Fifteen™ of the 1.7
April Hooperating will be off the air
for the summer. livery one of the
“First Five™ (Winchell, Lux, Benny.
MceGee & Molly. Irmay is due for a
hot-weather lavotl. Three of these five
shows will have a carefullv.selected
summer replacement (paid for by the
regular sponsor). and the other two
tLever’s Lux Radio Theatre and My
Friend Irmay will have their time slot
filled by CBS-built packages now being
promoted aggressively.

Kaiser-Irazer, sponsor of the top-
rated Walter Winchell show on Sunday
nights. feels, as did Jergens when they
sponsored Winchell. that there is a
high summer potential for the produet.
as well as a sound listening habit built
up for the Winchell spot. This sum-
mer. as it has becn for several vears
now. Winchell will go off aud soak up
sunshine. In this spot, instead of the
commentary  format of past years,
there may be rotating guest stars of
the caliber of Crosby. Benny, and
Hope, during WW's «even-week vaca-
tion. Like ntost other advertisers who
sponsor their own summer replace-
ment, it will cost Kaiser-Frazer about
709 of their fall eost-per-rating-point
to reach snmmnrer andiences when they
are particularly conseions of the com-
fort and convenience of their cars
during vacation driving.

The thinking at Lever Brothers.
sponsor of Lux Radie Theatre. runs
just counter to this. Probably as much
if not more Lax soap is used during
warm weather as isx used during the
fall and winter. However. Lever was
the first advertiser to demand and get
a “permissible hiatns" of eight weeks.
back in 1911, which is generally
credited as heing the deal that opened
the way for sponzors on CBS (and
other networks) to leave the air en-
tirely i the summertime. Every veur
since then. Lux Radio Theatre has
tahen a complete hiatus. with the uet-

SPONSOR



work building up its own shows in
the vacated hour. This scason. as part
of the CBS plan to push a dozen or so
house-built shows during the summer.
one of the two 30-minute programs
that will mark time for Lux will be a
situation comedy, Dear Doctor. bhuilt
around Rudy Vallee's screen character-
ization of a fuddy-duddy stuffed shirt.
in this case a medical man.

The other show will also be a CBS
package. rounding out the hour. Both
shows have much of the same moaod
that appeals so strongly to the drama-
loving audience that tunes in Lux
Radio Theatre, and their relationship
to Lux is somewhat like the relation-
hat”
theaters and the Broadway stage. This
same idea is carried out by several
other advertisers. Prudeniial Hour of
Stars will continue this year through
the summer. but without the name-
guest policy and with more emphasis
on comedy. The Electric Companies’
Eleciric Theater 1Helen Hayes) will be
replaced for the summer by an Electric-
sponsored light-comedy substitute. Cor-
liss Archer.

The third-rated program of the 1-7
Aprit week. Jack Benny. like most
comedy shows in radio that revolve
around a central star (Bob Hope. Red
Skelton, Eddie Cantor, et al..) will he
off the air for the full summer. Replac-
ing a comedy show i« never an casy
job. although some of the replacements
(hke the Aldrich Family, a Beuny
replacement some years ago that he-
came a network success) make the
grade and go on the air in the fall for
the same. or another. sponsor. The
Benny replacement this vear is going
out of its way not to fall into the same
hole that Jack Paar. Benny's replace-
ment {chosen largely by Benny) did
in 1947, when the program seemed to
make the grade in the summer and
then fell on its face when it had a
later run in the winter. While the
Waukegan comic is taking siestas in
the desert sun. a
(music is the perennial

ship  between summer “straw

music

program
‘safe” sum-
mer replacement; besides, it's low-
cost) modelled on American Tobacco’s
Ilit Parade. will il in. Since both net-
work and sponsor feel that the Sunday
7:00 p.m. spot is terrific in the fall and
winter and a low-listening spot in the
summer (too early in the evening).
there is a strong chance that the Benny
replacement will go into a 9:30-10 p.m.
spot on CBS either on Tuesday or
Thursday, leaving CBS to stick another
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of its packages tnto the Sunday spot.

This  form of “counterpointing”
contedy shows with something that is
fairhy popular summertime fare, yet is
not basicalh a comedy show. ix done
by several other sponsors. including
S. (. Johnson. whose fourth-rated
Fibber McGee & Molly in the 1-7 April
ratings has long been substituted for
by such musicales as the Summerfield
Band Councerts, which manage to carry
on the idea of the McGee-Molly show
by having one or another of the cast
drop in as every  weeh.,
Lever’s Admos 'n” Andy is ako due for
a vaeation, with a replacement set that
is diametric to it. a Gangbuster-type
show used successfully last year. titled
Call The Police. Rexall’s situation
comedy show with Phil Harris and
Alice Faye tried this approach to re-
placement programing last vear with
a drugstore drama, but is falling back
on the safest bet this year. 1t will be
replaced by a Rexall-sponsored music
show featuring Guy Lombardo. Gen-
eral Foods' (Gaines dog products)
Juvenile Jury will he rveplaced by a
show with much the same basic appeal.
although the opposite in talent—Life
Begins ar 80.

Of the “First Fifteen” shows rated
in 1.7 April only one comedy show. at
this writing. is due to be replaced In
another sponsored comedy show. This
non-conformist i« Duffy’s Tavern.
whose summer spot will be filled by
NBCs Henry Morgan show. Duffy’s
sponsor, Bristol-Myers. feels that Mor-

“auests”
guests

gan’s stvle of comedy is different
enough from the Duffy routine to at-
tract an audience for the B-M products
(Trushay and Vitalis) sold on the
Duffy show (both of which have a high
usage factor in the summer months),
without underminine Duffy’s Tavern
while it’s off the air.

The last of the “First Five™ in the
1.7 April ratings. Lever’s (Pepsodent
Div.) My Friend Irma will be in some-
what the same category as Duffy's Tav-
ern. in that a new Cy Howard package.
Eddie and Aun, featuring “the world
as seen through the eves of a twelve-
vear-old boy and girl™ will fill in as a
sustaining showease. The programing
move. one of CBY summer attempts
to fill vacated time slots with promis-
ing shows. is pleasing to Pepsodent.
which feels that muclr the same audi-
ence will be attracted to it as is attract-
ed to Irma.

For the most part. the lower-priced

(Please mru to page 72)

These stay on

A e

Doctor Christian continues to relieve humanity

"Family Hours of Stars" entertains sans guest stars

37



Heres ro B.AB.

D()J’T look now but we are about to blow our

horn a bit.

T'wo vears ago we started a series of advertisements in
the trade press urging the formation of an association or
burcau for the promotion of radio as an advertising

medium,
Our first copy was headed “Let’s Get Together.” We
called for a national “business association.” We asked that

the stigma be removed once and for all from transerip-

tions. We pointed to the aggressive and unified action ot

newspapers and magazines in their respective tields, and
contrasted it to radio’s complacency and lack of interest
in counter measures. It was incredible to us that radio,
the voungest and fastest growing ot the major advertising
media, could continue to operate without any central

dircction, research or industry promotion,
In the ficld of Selective Broadcasting, the surtace has
barely been seratched. Although the hundred million dol-

lar volume mark has been reached, we say it should and

coul

n

Pal |

\
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Icould be three or four hundred million dollars vearly.
For all of its rapid growth, radio still has tremendous
sources of untapped revenue. T'here are thousands of ac-
counts presently confining their advertising to newspa-
pers. Some are national, many are regional, but all are
Sclective Broadcasting prospects. They are first line pros-
pects for B.A.B. cftort. They can be sold tor radio by re-
search, promotion and organized cooperation. This means
the salvation of many AM stations and new revenue for

established stations teeling the first pinch of competition.

Broadeast Advertising Bureau is a bigstep and one in the
right direction. The all important problem of sales has
finally been lifted from the sub-committee cellar to it
proper level in N.A.B. activities. We now have a prom-
ising BUSINESS association that is worthy of every-
one’s dues and support.

Herd's to B..A.B.

' H. Raymer Company, Inc.

RADIO AND TELEVISION ADVERTISING
York  Boston Detroit  Chicago Hollywood San Francisco



EPORT
ROM
WGA(-Tand!

WGAC reaches more
people (Y wmv con-

tonr) than live in all
the following  eities
combined: Raleigh . ..
Durham . . . Charletie
e o o Greensboreo o 0 .
sSpartanburg . . . Co-
Inmbia . . . Charleston
e o. Greenville . . . Sa-
vaunah . . . Columbas
e e Macon.

G- and

has a population
DBB.J300 people.

* Angnsta aecconnis
for only 109, of
the WGAC primary

coverage  popula-
tion.
Let WGAC or Arery-

Knodel t(ell you what
we hare done for other
adroriisers in t(he
great WGAC markot—
and how mwe can de-
lirer a great farm and
home market for you.

Angusta. Georgia
3000 watts....5380 Ke.
ARBC Netwrork
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AP news on over
1,000 stations

CBS

Associated Press passed 1,000 mark in radio sta-
tion members during April. Thirty-three stations
were elected during week of 26 April. United
Press reported during same month that it is
servicing 1,200 stations.

pro-Pulse

CBS is pro-Pulse in any current rating battle.
This goes only for Pulse cities, Philadelphia,
Boston, Cincinnati, New York, and Chicago. CBS
owned-and-operated stations don't like the Hooper
listening picture in TV towns where it has
stations.

American way of life
to be sold via e.t.'s

America's Future, which sponsored an ABC program

a few years ago, is now going to public via a
transcribed series which is being offered stations
and sponsors without charge. Series has contest
tiein, giving $200 bond for best letter each week,
as well as copies of Thomas James Norton's The
Constitution of the United States.

Purchase of TV sets
at 3% saturation

Current TV sets in home represent only 3% of video
set market, states John Craig of Crosley. More
radio sets will be sold in 1949 than were sold in
many pre-war years.

" Jack Bundy owns

Heinie name

Heinie (Jack Bundy) has won Wisconsin Supreme
Court round on right to his professional name,
Heinie. He did not win right to a slogan which he
used on WIMJ, judge ruling that this would be
unfair competition.

“Lucky Pup” has different sponsor

for four out of five telecasts

How TV differs from radio is demonstrated by CBS
*Lucky Pup" sponsorship. On Mondays, Popsicles
sponsor program, Ipana sponsors it on Tuesday and
Thursdays, Phillips Packing presents it on Wednes-
days, and U. S. Rubber on Friday. No daytime or
kid program in radio has such a mixed sponsorship
as this.
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... is for apples
which put Wenatchee on the map. And if you want to
polish apples with folks in this $15 million Wenatchee
industry get your program on ABC...92% of all radio
families there tune in ABC regularly. Yes, and the ABC

Hooper index in Wenatchee was 90.5% at last reading.

...is for cows, which turn the
green grass of Sonoma County, California, into oceans
of milk and 97 million dollars. If you want to skim the
cream off this strictly grade “A™ market. remember that
ABC is listened to regularly by 85% of the radio families
in this rich dairy region,

AB
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...is for Bremerton and its 861
million boat-builing business. FFor elear sale-ing in this
Washington shipbuilding eenter. anchor vour advertis.
ing to ABC...86% of Bremerton's radio families listen
regularly to our shows. ABC delivers virtually all the
Coast market, inside, outside and all around the town

On the coast you cant get away from

ABC

FULL COVERAGE | ABC’s improved facilities have
boosted its coverage to 95..4% of aLt. Pacific Coast vadio
families (representing 95% of coast retail xales) in coun-
ties where BMB penetration is 50% or better.

IMPROVED FACILITIES. .. ABC. the Coast’s Most Pow-
erful Network, now delivers 227.750 watts of power—
31250 more than the next most powerful network This
includes rorr 30.000 watters, twice as many as any
other coast network...a 31% increase in facilities during
the past vear,

GREATER FLEXIBILITY...You can focus your sales
impact better on ABC Pacifie. By as few as 3 stations,
or as many as 21 —all strategically located.

LOWER COST. .. ABC brings you all this at a cost per
thousand radio families aslow as orlower thanany other
Paecifie Network. No wonder we say—whether you're on
a Coast network or mtend to be, talk to ABC.

THE TREND TO ABC.. . The Richfiekl Reporter, oldest
newseast on the Pacifie Coast. moves to ABC after 17
years on mnother network. and so does Greyhound’s
Sunday Coast show—aftcr 13 years on another network.

PACIFIC NETWORK

New YOork: 30 Rochefeller Plaza « Clrele 7-5700=Drrnorr: 1700 Stroh Bldg. « CHerry 8321—Cmc wco: 20 N, Wacker Dr.
DElaware 1900—Los AxcELes: 6363 Sunset Blvd. + HUdson 2.3141 =San Fraxcisco: 135 Moentgomery St. - EXbrook 2-6541



The

Picked Panel
answers

Mr. Nathan

I is pretty much
of a
place by now that

common-

the average per-
son spends more
time listening to
his radio than he
anything
clse except work-

(I Oe s

ing or sleeping.

\ccording 1o the
for the first nine
mouths of 1918, the average family
spends four hours and 19 minutes per

Nielsen

reports

diy at the radio. which represents a
1077 increase over the 1916 figure of
three hours, 55 minntes. During the
1948 summer (July thiough Septen-
ber) the average home st was in use
three hours and 38 minutes. also a
1077 1916, But
analysis of the use of home sets alone
doesn’t give us a true picture —espeei-

inerease  over an

ally in the summer time.
Unfortunately. neither the Nielsen
fixed sample of homes nor the Hooper
30
cities provides us with a correet inde
While both
~ervices sapply data on size of andi-
37.000.000 radio
~atisfactory

~ample  of telephone homes  in
to total radio listening.

cnce in homes. no
teclmique has yet heen
established 10 measure the huge addi-
tional audience represented by 10.000.

000 automobile sets, 2,000,000 port-
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“"What is the relationship between leisure

- . » .’
and listening?

Alfred R. Nathan

able sets, and 4,000,000 sets in public
places, This applies 1o any radio pro-
gram. but is naturally a factor of con-
siderable importance in relation to
stmmertime broadeasting.

Although no specific studies of the
relationship of leisnre time and  lis-

tening  have  Dbeen  condneted  with
special  referenee 1o the  summer

months. general studies of this 1ype
have consistently shown radio hsten-
ing to Dbe the leading leisure time
activity.  Henry Links study. People
and Books. done for the Book Industry
Committee. showed that 19% of lei-
sure time activity was spent in radio
listening. compared 1o 2177 for news.
paper reading. 119¢ for magazines,

1177 {for movies. and 87 for book
reading. It might be possible  that
radio’s  proportion  would he  even

larger than this in the somimertime.

As far back as 1935, a survey con-
dueted by the writer showed that of
100 aduhs, 92 were at home in any
summer week. and of the eight
who were away from home. five were
still available 10 radio. Lven at that
time it was found that whethey people
went 1o hotels, camps, privale coltages.
or  boarding approximately
two-thirds were still near a radio set.

With the tremendous inerease in the
number of portable and awomobile
sets sinee that 1ime, it is obvions that
the potential audience in summer is
considerably greater than we have heen
led 10 believe. There s donbt.
however, that the indnstry is in urgent
need for more definitive information
on listening habits of the summer-

one

honses,

no

ttme audience away from home.
Ebwarp . Evans
Director of Research

ABC, New York

Vice President in charge of advertising
Ronson Art Metal Works, Inc.

Each vear at this
time we are pre-
with 1he
question: “{low

sented

important e
the
drop in sommer.

sponsors s

XK.

time listening?™,
As in past years,
the  answer s
still:

"J\'()l)ml)

\ndienees in the summer are

l\nn\\.\."
probably not as large a~ at other times
of the vear. Nobody knows how large
they are. but it is very probable that
they ave larger than the industry con-
chudes from it uneritical interpreta-
tion of llooper and Nielsen ratings.

Hooper shows that fewer people are
“available™ in the summer. particularly
in the evening. But to whoin are these
people not available? To radio? No.
To Hooper. The number of car and
portable radios. as well as the amoum
of vacationing and travel. has in-
creased markedly sinee the war. The
probable vesult is that the ratings
shrink in warm wecather considerably
more than histening does.

And don’t blame Hooper. He has
warned vou time and again against the
uncritical use of his figures which. like
those of Nielsen, cannot accoumt for
listeming in ecars. vacation spots. cle.

There is a question about summer-
time radio much wore fundamental to
the sponsor than audience size. Il i~
this: “Does a good show promote
more sales i the snmmer or in the
winter?”. Some advertisers miy  be
able 10 answer this from
experience. While andiences may be
smaller. certain other factors may oper-
ate in favor of the summer. First,

a good show is more outstanding in

their own
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the swnmer amd may exert a relativehy
stronger inflnence on the individual
listening.  Secondly. in the summer,
the listener to a given advertiser’s show
is exposed to fewer competing com-
mercials which tend to “unsell” him
from the given advertiser’s brand. 1n-
til we know something about sales
effectiveness of radio. it is impossible
to determine the importance to spon-
sors of seasonal variations in radio.
Another kind of information which

would he very useful in connection
with this question both to advertisers
and broadeasters has never been ob-
tained. though it readily could be. 1
refer to exaect information on what
people are doing throughout the day
in diffevent seasons of the vear. Such
a study would cover activities in con-
nection with all advertising media, as ‘
well as all other activities. It would
show advertisers the relative size of the
audience of all major media at differ-
ent times of the vear. It would enable
broadecasters to adjust program strue-
ture to people’s interests and activities.

Martuew N, CuarreerLr. Pul).

The Psychological Corp.

New York

Since radio pro-
graming is  not
static throughout

the year, it is
difficult to deter-
mine how much
of the “summer
shamp” 1s due to
changed pro-
graming and how
much to changed
habits in listening. In any case the
“slump”  occurs mostly during the
evening hours.  Accurate data on
away-from-home listening during the
summer 1is not avatlable, but DPulse
studies of automobile and beach lis-
tening reveal that its extent is con-
siderable. and that independent sports
stations get the lion’s share of it.

Analysis of quarter-hour sets-in-use
figure for the four summer months
(July-October) versus the four winter
months (November-February) in 19483
for the five I'ulse Cities reveals the
following differences:

FIVE-CITY AVERAGE SETS-IN-USE
Summer Winter

6 a.m.-12 noon ....... 000000 17.9 19,0
12 noon-6 p.. ...ooai...., 23.7 21.2
6 p.m.-12 midnight ......... 26.4 30.4

The “slump™ is not as great ax ad- |

9 MAY 1949

8:00- 9:00 p.m.

9:00- 9:30 p.m.

9:30-10:00 p.m.

10:15-11:00 p.m.

11:00-11:30 p.m,

. and Satisfied Clients!

Chicago Symphony Orchestra
for Chicago Title & Trust Co. (Wednesdoy)

Treasury of Music

for Chicogo Federol Savings & Loon

The Deems Taylor Show
for Dolcin Toblets

Music Lovers Hour
for Goldenrod Ice Creom

Community Concert

for Community Builders

Listening to good music is steadily becoming
more popular. 29,000,000 people —one-fifth of
the nation’s population—are confirmed concert-
goers. And WCFL—50,000 watts and 1000 on
the dial—offers the finest of music nightly.
Sponsors in the tremendously important Chi-
cago market ind WCFL an ideal avenue of ap-
proach to the vast audience of music lovers. This
is clearly indicated by the fine-music program
listing above. For information on joining this
distinguished music family —and on WCFL
rates, which mean lower costs per thousand lis-
teners—get in touch with WCFL or your nearest
Bolling Company representative.

WCFL

50,000 watts * 1000 on the dial

The Voice of Labor
666 Lake Shore Drive, Chicogo, lll.
Represented by the Bolling Company, Inc.
An ABC Affiliate

S
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WEB

SYRACUSE, N. Y.

“HOOPERATINGS

OCTOBER 1948 THROUGH FEBRUARY 1949

in 27 of 40

quarter hour daytime

periods--Mon. thru Fri.

2nd in 10 periods
3rd in 3 periods

WFBL had 13 Quarter-Hour Periods with a
rating of 9 or better. No other Syracuse
station had a single period with this rating.

Free & Peters will be glod 10 show you
the complete quorter hour breokdown.

HOOPER Séme-a{-ﬂudc’em Oct. 1948 thru Feb. 1949
WEEKDAY—MONDAY THRU FRIDAY

WEBL Station B Station C Stotion D Station E
Morning  40.2 28.6 20.6 7.1 3.2
Afternoon 38.4 19.4 19.2 12.9 9.6

Ask Free & Peters for the WFBL
Market Booklet and Availabilities.

WFBL

IN SYRACUSE . .. THE NO. 1 STATION
WITH THE TOP SHARE OF AUDIENCE

BASIC
CBS

MORNING, AFTERNOON OR EVENING

vertised.  Networks suffer a drop in
listening. which is partly made up by
an increase in listening to indepen-
dent=. In New York, despite a drop in
total listening  during  the  summer
months of 1948, hstening 1o inde-
pendents was higher than the winter
figure.  Percenmtagewise. the indepen-
dents drew 39.89¢ of listening in the
winter, -45.7¢ in the summer.

I August. 1948, a survey of auto-
mobile radio listening in Boston re-
vealed that sets-in-use between 10 a.m.
and 12 noon averaged 22.6. and 33.6
between 2 and 7 p.m. Comparable
sets-in-use figures for at-home listen-
ing in Julv-August were 22.7 and 29.1,
respectively,

A coincidental study of radio lis-
tening at New York beaches on week-
end afternoons found more than 757
of the portable radios tuned to inde-
pendent stations. with sportscasts get-
ting most of the listening.

Away-from-home listening is large,
particularly in the summer. but the
problem of getting a representative
cross-section 1s dificult. The normal
radio audience is made up more of
women than meu. Conjecturally, lei-
sure-hour listening reflects a greater
program selection by men, and this
would account for the summer in-
crease of listening to sports and other
non-continzous program types on in-
dependent stations.

Dr. SypyeEy Rosrow
Director
Pulse, Inc., N.Y.

The question as-
sumes that what
happens to radio
in the summer is
due to what hap-
leisure.
I am not so sure
that  the  pre-
sumed lack of in-
terest in radio in

pens to

summer  is - en-
tirch due to the competition which
sunnnertinie leisure pursnits offer.
The over-all seasonal drop in radio
listenership usually begins in March
and continues through July, which is
the low point. It is certainly due parthy
to season, but there are some interest-
ing points to be made about it. There
is a =easonal rise beginning 1 August,
which is certainly part of the sunuuer.
Furthermore, the summer replacement

SPONSOR



166,470 more Radio Homes now in our
primary area!
Power jumps ten times! Radio Homes

jump from 59,990 to 226,460!

Everything’s up but the rates—in “The K I Lo c Y c L E s

Lovisiana Purchase.” Same rates —
400% more Radio Homes. )

Gy

than ever—"The louisiana Purchase!” '

° _ WATTS

And for the first time these additional
166,470 Radio Homes have full, pri-
mary NBC daytime programming.

Figure it any way — the new, powerful

KTBS is the best radio buy. Truly—more

SHREVEPORT
®

Boston Atlanta ¥
RADIO CENTER
B >
Y am—iy N L I H \. R
e ::“ Sl A m-m' WR
Notional Representatives .
5,000 WATTS AT NIGHT NBC-TQN AFFILIATE

9 MAY 1949

New York Chicago 4
Detroit St. Louis -
San Francisco A Los Angeles

L}
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IN EASTERN

NORTH CAROLINA
TOBACCO IS KING

WGTM

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

Write or phone us or our
National Representative

“THE VOICE OF
THE GOLDEN PLAIN""

" WILSON, N. C.

5000 Watts —Full-Time

590 Kilocycles

Serving 1,125,000 People
NATIONALLY REPRESENTED

BY WEED AND COMPANY

MUTUAL EXCLUSIVE IN THIS AREA
46

vopue. born of a desire to save money
when the audience was reduced. has
actually Towered the level of entertain-
mnt and further depressed the ratings.
already summer-shumping.  And lastly
and most interestingly. only two of
the four major networks show a
marked over-all seasonal variation in
the ratings of the shows they carny.
The two which carry the bulk of the
big variety and dramatic shows, which
are most often replaced by summer
substitutes. have the biggest ups and
downs of their seasonal eurves,

This suggests, it seems to me. a very
definite possibility that certainly not
all. but at least a part of the summer
slunp may be due to the quality of
entertainment rather than competition
from summer aetivities,

At examination of attendanee at
mmotion picture theaters lends support
to thi= eontention. The monthly index
of such attendanece during the summer
1= as follows 1average is 100) ;

May 98
June 90
Juhy 3
\ugust 105
September 102

The only really bad month at this time
of the vear for the movie exhibitor is
June, not the montlr of hottest weather
and not the height of the summer sea-
son. Not all theaters are air-condi-
tioned. either. and it cannot be {light
from the heat and humidity which ae-
counts for those summer tieket sales,
If people know a movie is good. thes
patronize it even in the sununer.
Similarlv. with millions of  car
radios and portable sets providing ac-
cess to the air even on summer excur-
stons. there 1= reason to believe that
the publie will tune in. given the right
kind of entertainment.
Javes L. WoLcorr
lndience Research. Inec.

Vew York

SUMMER LISTENING

(Continued [rom page 25)

hoat basing in and around New York,
New  Jersev. and  Connecticut,  puts
radio-ecquipped motorized boats at 925
and  unmotorized  licensed  eraft  at
8300, Since there is a considerable
gnantity  of bottoms  which do  not
anchor at basins, most authorities feel
that 85¢¢ ix a fair figure—until a more
detailed survey indicates otherwise,

When boats are being used. then
radios are in use todayv far wore than
they were in 1910 when the WOR sur-

.

vey reported 3177 of the radio-
equipped eraft had their passengers en-
joving radio. Sets are better and sta-
tion stgnals are better.

The floating radio scts-in-use figures
are only indieative, not conclusive. In
order to mean a great deal o a sponsor
it would be necessary to have figures
on usage of the boats (number of
hours per week and number of weeks
per vear). It would be also important
to have a current figure on the num.
ber of passengers per boat. (It was
L1 in 1910). However. one thing is
sure.  This  listening is  important.
There arc  few  distraetions  when
boating.. Listeners can’t walk into the
other room. 1At least not on most
boats.) There is a socio-economic fac-
tor that also should be taken into con-
sideration. It costs money to own and
take care of a boat. Boat owners
spend money. As a group. there's only
one season during which they can be
reached—in the good hot summer-
time.

There arc no finite estimates of
the number of radio-equipped ecraft
in use throughout the U.S. There is,

Get the Most out of &

Billion Dollar Market
RADIO

\ K

Reach on area with 172,880 radio
homes—equol ta 81% af the rodio
hames in lhe entire Stote of Ne-
braska.

% s

Twa “'Big-Town™ hametown stolions
that reach an area equal to 60% af
the buying power af the Entire State
of Nebraska,

1 LOW RATE

hBOY  KO1N

Omaha Lincoln

World lnsurance Bldg.
Omaha, Nebraska

Natl, Rep: RA-TEL. INC,

OF THE

SPONSOR




New York
biggest

early-morning

audience
tunes to

WCBS

i les
Represented l?y Radio Sa

lack STERLING talks to o5
amiljes

2 N,

daily, ffe leads all

on the ajr during his broadcust
Wees, . . 2.9 Station C..... 1.7
Station B..... 2,7 Station D..... 1.3
Sterling has helg his firg Place sipee
his ¢ but iy \ lio
Arthyr Cod{rey in N
mornipe $pot — ]
A 1948\
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Blue Chip Programs
af penny-ante prices!

Let’s face it! Live-talent program cost~
are soaring. Television is commanding a place on
advertising schedules. And times suggest a hittle
belt- tightening. So. when vou =hop for local
radio, vou want to be offered more than air time.
You want ideas ... sharp, inexpensive ideas with
the promise of a real sales hyvpo.

In short, vou want a blue-chip program
at penny-ante prices. You want a focal show that
will compete with network talent. .. big names,
big-time format...a listenable framework for vour
commercials. Above all, vou want a flexible show
that can be tailored to vour individual merchan-
dising requirements. Right?

Will a “record show” fill the bill? No!
[Us not “big-time.” Will an open-end platter. ..
a “canned package™ do it? Mavbe, but what
about cost?

Will a well-integrated transeribed mu-
sieal show that features top stars, patter and late
tunes win audience for vou? I eertainly should,

il there™s an idea behind itand the price is right.

Capitol Transeriptions’ unique  library
program service provides vou with just this sort
of big-time, low-cost musical show. To get the
whole story, send today for the free demonstra.
‘liun dises, full details.

A UNIQUE LIBRARY PROGRAM SERVICE

|

Caprtol Transenptions
Sanset and Vine, Dept. s 0
Hollywood 28, Cabf.

Sirs: Send me your FREE demonstiation dises,
without obligation.
Name

. .
Station IPo<ition

Addrees

tity State

however. no question but that pleasure
craft usage is increasing every vear—
and radio listening on board these
craft i~ an everyv-day occuranee.

While most advertisers admit that
radiox on boats may have a high in-
eidence. there is a feeling that only a
few families have boat~. It will sur-
prisc many. except those who own
boats themselves. that boat ownership
i= not restricted 1o the upper-ineome
hracket> and each year hoat ownership
increases.

But even if advertisers want 1o
ignore the major and minor vacht
elnb contingent. it is more diffieuh to
ignore the millions who go to the
beach during the summertime. The
“beach™ is no longer restrieted to lakes,
rivers. and salt water areas. Pools are
now located in every city and town
of any size whatsoever. If thev're not
right in the town. as they are in most
metropolitan areas, they are between
towns and cater to a nmnber of small
population centers. A checkup by a
manufacturer of portable radios of 26
pools* throughout the U.S. indicates
that one out of every five groups en-
tering a pool brings a radio set with
it In terms of single bathers, this
was onc radio set for every 14 swim-
mers (sand or water),

Several of the great pools now sell
batteries  for  standard
portable zets. There are a few pools
that ban portable radios. hut they
arc the exception. not the role. At
tendanee at pools throughout the U.S,
rums into the multiple millions daily.

Back in 1939. WOR condueted a
survey of portable sets at New York
heaches. While WOR dominated lis-
tening in the cheekup. it must be re-
membered that it did so during the
hours cheeked (daytime) beeause of
its basehall coverage at that time. Port-
able sets tuned to baseball during the
daytime on beaches back in 1939 re-
presented 54197 of the sets. On the
three  beaches  cheeked by Tooper-
Holmes in 1939 there were 630 port-
able radios. of which 474 were in use.
The most populous  beaches in the
New York area were not checked. This
was len years ago. lLast year 1.000

replacement

people leaving the subway at Coney
[<land were cloeked on what they were
carrving to the beach. Three hundred
and thirty-eight carried a portable
radio or something that looked like
one. Lost-and-found department of the
yPlease turn 1o page 51

* \ <mall sample,
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g
GREAT FALLS
$3% MISSOULA

HELENA

conms IDAHO

OREGON i
. l ® @ MERCHANDISABLE AREA

@ BONUS LSTENING AREA
SERVING 3,835,800 PEOPLE

0W|th a Single Contract
PACIFIC NORTHWEST BROADCASTERS

KXL Portland KXLK Great Falls
KXLE Ellensburg KXLJ Helena
KXLY  Spokane KXLQ Bozeman

.
.
]
v
)
L]

KXLL Missoula KXLF Butte
KING Seattle

| Sales Manager . . . Wythe Walker . 551 - 5th Avenue, New York City, N. Y

Sales Monager . . . Tracy Moore . 6381 Hollywood Blvd., Hollywood, Califs
49




That's what all buyers.
of K-NUZ time give the
fine results their clients
get from K-NUZ’s Texas
style programming and
spot schedules.

CLIENTS’

SALES
INCREASE

in Houston!

AS K-NUZ HOOPERS
INGREASE

Jan-Feb. Feb-Mar.
Morning 11.0 11.9
Afternoon 9.4 10.3
Evening 11.2 10.4

NATIONAL REP. FORJOE & CO.

Dave Morris, Gen. Mgr.

k-nuz

\ “Your Good News Station”

9th Floor Scanlan B]dg.
HOUSTON 2. TEXAS
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P-S. tContinued from page 20)

Weintraul's latching on 10 1007 ¢ of the Kaiser-Frazer account is
credited by K-F executives partly to that ageney’s adroit handling of
the commercials on the Walter Winchell broadeast. Winchell alone
was nol expeteed to sell ears in the K-F price range, but Weintraub
has done a job with the Winchell airings. Just ax Weintraub pro-
moted Drew Pearson into a top-selling personality for Lee 1ats,
just ~o is the ageney building Winchell into an ace car salesman.
The switeh from a hand lotion to an automobile was made pain-
lessly. which has <urprised most adverti-ing men,  Nobody doubted
Winchell's andience. but there were plenty of doubters as to his
ability to move cars.

Television programs have succeeded radio shows as door openers
for new accounts at agencies. Practically any account executive who
has a fresh idea for a TV commercial progra is welcomed by adver-
tising executives, although they frequently tell him that *we’re not
interested in changing agencies.” Three major switches of agencies
to be announced this Fall will be traced to TV,

- See: “The Automotive Picture—Part Two"
. Issue: 28 Morch 1949, poge 26

Subiect: Chrysler revomps its deoler-sponsored
tronscribed series with new show.

The recent annomcement by the Chrysler Sales Division of the
Chrysler Corporation that a “new series™ of thrice-weekly 15-minute
et shows, modelled after the ‘Chesterfield Supper Clib and featuring
Sammy Kaye's orchestra. is due to start on 16 May is more than just
a re-shuflling of a dealer-sponsored program series. 1t is, for one
thing. a tacit admission that Chrysler-Plymouth dealers participating
in the zeries (by actual count. more than 900} wanted a show that
would do a selling job, and would no longer accept without reserva-
tions a show that could not build a mass audience. It also marks an
end to nearly a vear of programing the five-minute Animal World.
a show which was the delight of the humane societies and of dog-
fancier David A. Wallace. president of the Chrysler Sales Division.
and just about the toughest show in radio 1o merchandise suc-
cessfully,

Actually. there had heen many behind-the-sceues  stresses  and
strains before the announcement of the new series was made.  Many
dealers had grumbled about the thrice-weekly Animal World series,
which carned Wallace a roomful of trophies from humane societies,
but did little to promote the service facilities or new cars of Chrysler-
Plymouth dealers. Some dealers felt, too. that the manner in which
the shows were placed (the ageney. MeCann-Erickson. had orders 10
do the timebuying nationally. thus collecting its 157¢) was a little
high-handed on the part of Chrysler, since any attempt o place the
et’s, like & mat service, at local rates only brought the 157 ageney
commission back 1o the dealer again hilled on his factory Parts
Acconnt.

Continuing. however. is the other twice-w-week (Tuesday  and
Tharsdav) show in the Cheyvsler-Phywmouth series, The American
Way. Like Animal World. it is a five-minute e, program produced
and pachaged by the ad ageney and distributed to the dealers for
sponsorship, but unlike Animal World, it is designated primarily to
meet dealer needs for a show that has the high promotion potential
necessary i the current scramble for business in higher-priced auto
lines and service.

The new quarter-ionr musical e, series. Sammy Kaye Showroom,
will probably run on a Monday-Wednesday-Friday basis on more
than 200 stations i all major markets. with the American #ay,
primarily a sports show. filling i on the off-nights,

SPONSOR



SUMMER LISTENING

{Continued from page £8)

New  York subway system veports
hundreds  of portable radios lost
wonthly on branches of the under-
ground that end at beaches. This. it's
explained by specialists in why people
lose things. is not because the travel-
ers want to forget the darned things
ithis is the case with many other lost-
and-found articlesi, but because they
come to the beaches heavy-laden. rush
to get out before the doors close. and
thus are liable to leave practically any-
thing behind, ineluding baby.

Average number of listeners 1o a
portable radio in nse at a beach varies,
If it’s tuned to a baseball game il run
as high as 15. 1 it’s tuned to a disk
jockey or other form of music, itUll
have an audience no more or less than
it would have at home.

While sales of radio sets for homes
have recently declined, the sales of
portables continue high. This isn’t an

accident. Portable sets are in the price |

range that most families want to pay
for a second or third radio. That alone
hasn’t increased the sales. Dealers push
them because they are far less trouble
from a service-departiment slant than
other sets.

There’s still another reason for port-

1 !
able-set sales. In WBT’s area (Char-

lotte. N.C.) the station is using as
many as 20 and as few as 12 station
breaks to sell the idea of buying port-
ables. daily from 15 April to 15 May.
The station does not sell the “buy
portables™ breaks. it gives them to the
radio industry. . . . And portables are
moving out of radio dealers” shops in
all the great area served by WBT.
The progressive Charlotte  station
may have given more time to portable
sclling than other stations, hut WPEN
in Philadelphia tied in with the local
dealers’ association to do the same job
—get portables in the hands of con.
sumers who use them—to tune the sta.
tions that pushed the ilea. WPEN
made sure that its promotion produced
listeners because every set sold had a
special WPEN reminder on the chass's.
Farm arcas have Dbeen receiving
sunmuer-abhzence treatment from many
advertiscrs. What's forgotten is the
fact the farmer in many areas of the
U.S. receives as high as 357 of his
annual income during June. July. and

August, In the Northwest this drops '

to 24¢. but that’s still one-quarter of
his anmnuoal income. In September the
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Northwest farmer receives 137, of his
annual take.

\ check-up of the farm buving
habits t~ee Fall Buying. page 26 in
thi~ issue i indicates that the bl-e jean
contingent makes up it~ mind i1 the
humid months. Earhy fall huving is not
determined in the fall but in August
and even in some cases in late July.

Ws fairlv evident that summer his-
tening away from home i~ high. It's
also cvident that there isn’t too great a
dechine tn listening to davtime seriak
even at home.  t5ee Daytime Serials.
page 32). What mav be questioned is
the buving power of the listeners.

\ext ahead of
Faster buymg i sunner-month spend-
mg. Over 307 ¢ of the American fami-
hes save for their vacations. Resort
and summer clothing takes a good part
of the monies not actually spent for
accommodations or transportation.

Indicative of the size of vacation ex-
penditures are figures for New York
State. which exeeed S1.000.000.000. the
figures for the Twin Citv vacation
aret. in excess of «200.020.000. and

to Christimas and

the =116.000.000 spent in the State of
Wa-hington by vacationers.

and don’t underestimate the
importance of automobile radio. In
the summer it has a tremendous im-
pact. The Sate of Washington's visi-
tors 1388.000 of them) came 490.000
strong by car. and les. than five per
cent of these cars were minus radio.

\uto radios are important to listen-
mg all vear ‘round. In the summer-
thne they re not just important. they're
vital.

\nd don’t ever forget. drivers listen
to muste. sports. and news. The sum-
mer radio non-adhertiser
thant he knows—no rating =ervice tells
the truth in the sumnertim=. » « «

loses more

DAYTIME SERIALS

1Continued ]mm page 33}

ing her fianed persisted in wearing
My
head is cold.”™ wa< his miserable ex-
planation. “Look at him!" wept the
actress 1o the divector. “Wearing his
hat at a time lke this!”

hi= hat in the wedding scene.

But—to he fair—sueh fervent dedi-
calion i= the exeeption. Most members
of a cast read their lines t(dressed com-
fortablv). with minimum protest at
some of the inanities thex must voiee.
They mav not understand why tas will
lie discussed in another article in this
series) most uof the taboos and verbal
circumlocutions peculiar to ~oap opera
are genuinely  necessanv.  But they
have a chore to perform. and they
usuatly do it gracefully.

The customary practice in handling
vacations for the serial cast i~ to write
out the part for the period the plaver
i to be awayv. {Us not difficult to send
a character away logically from the
immediate scene of action. when the
siteation i~ planned in advance. In
one instance where it was not logical
to have the character off the
scene. the writer silenced her with a
Another actress emitted

story

sore throat.
unintelligible grunts and gurgles for
four weehs to ~ignify the presence of
the first actress,

W\ liile no sponsor ever undertook a
studyv to a-certain exactly how many



hateners would  be  eriously  dis-
ilnsioned to hear their heroines speak
in new voices during summer months,
there are great sacks of letters every
vear that indicate the effect might be
deadly among thousands,

This. of course. is due 1o the stroug
identification that housewives feel with
the heromes and other characters of
their favorite strips. When it becomes
necessary 1o replace permanently an
actress playing an important role. the
producer may use several “gimmicks"
to make the transition less noticeable,
He may, for instance, have the role
writtenn out for a week or two. remov-
ing the character from the seene on
some reasonable pretext.
she takes
over, mav hmitate characteristic voice
One

writer had the heroine undergo an

i
The new actress, when

inflections  of her predecessor.
operation on her throat. which ac.

for the the
actress.  Every producer has hix own

counted voice of new
way of handling the sitnation. A switch
in the lead. however, i~ often con-

sidered =0 dynamite-laden in its possi-

ble  disturbanee to listener~ that a
spotrsor executive sits in with agencey
and  package  producer the

ageney isn’t the producer) to plan the

twhere

strategy of the changeover.

These problems would seem to arise
m part out of the very characteristies
that causze wonmen listeners of the Com.
man Man group 1657 of the popula-
ton) to listen so consistently that the
soap-opera listening curve drops Jess
in sunmmier than that of any other form
of daytime programing. Their strong
identification with the program, for
example, resulls not from an active
imagination, but from limited powers
of imagination and an cducated re-
pression of spontaneous impulses.

Another impulsion 10 year-round
tuning of serialks by America’s Com-
mon-Man housewife ix that not even
vacation time stops her life from be-
ing a struggle to eontrol the forces
both  within and  emo-
tionaly and without (threats to secuor-

tinstinetive

ity of home. romance, job. ete.).
There’s no magic i sununertinie
that makes the male-female relation-

ship amy less starthing 1o the Common-
Man wife. or that makes the aelation-
ship with men seem less threatening
and likely 1o lead 1o dispair. Davtime
folk-tales have a year-round job of
lielping their listeners face life with a
litde Jess antagonisne frustration. and
disilhesion.

At home or away on vacation there
appears to be a strong tendeney  for
serial “vegulars™ to keep contact with
their not-~o-fantastic (1o them) friends=
of soapland. While systematic checks
of summer awav-from-home listening
have been made on a broad
scale. some limited investigations have

never

shown the opportunity for serial listen-
ing at vacation resorts. and  have
demonstrated that dealers avail them-
selves of that opportunity. A Mid-
Western agency for a pharnmaceutical
account discovered that in a certain
Wiseonsin hunting area and resorts in
the Northeast and  around  Seattle.
Wash.. 807 of the :nmmer buuga-
lows had radios.

Listeners in the Scattle area ~ample
reported they  averaged hearing two

“Arthur Smith and His Crackerjacks” are so exceptional

that last year The Billboard awarded them two

50,000-watt station in the country!

iThe prize

first prizes as the best group of their kind on any

with these Crackerjacks is a TOP rating!

Buy this WBT prize package and you win a Charlotte

Hooper of 6.7

a bigger rating than yvou'll find

on any competing station all afternoon long!* In 94

“outside” counties, Arthur (*“Guitar Boogie”) Smith and

his boys have virtually no Charlotte competition.

To get the big prize that comes with these Crackerjacks,

get in touch with us or Radio Sales. Before they’re sold.

50.000 WATTS « CHARLOTTE, N. € +» REPRESENTED BY RADIO sALES

*Noon-6:00 PM, Monday thru Fridav: C E Hooner Oct 1048 ol 1016

Jefferson Standard WBT

Broadcasting Company
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wIP

Produces!

For more than 27 years Gimbel

Brothers, Philadelphia has sponsored

E.‘?!""ple the “Unele Wip” program. For the

past three years “Uncle Wip” com-
# 14 mercials have been devoted exelusively
to Buster Brown shoes . . . and Gimbel
Brothers, Philadelphia, has become

Anrrica’s Nusmser ONE outlet for

Buster Brown shoes!

WIP

Philadelphia
Basie Mutual

Represented Nationally

by
EDWARD PETRY & CO.

episodes a week of their favorite day-
time program. In all three of these
areas. women staving in summer bun-
galows said they listened to the radio
about 20 more than they did at
home.

In a diary study covering 100 resort
bungalows in still another area. a Mid-
western university gradualc student
found that 52¢¢ of the families fol-
lowed one or more daytime serials.
This placed the cliffhangers fourth
(after mysteries. (uiz, and news) in
program types listened to most by all
families together.

These bungalows were 995
equipped with radios. compared with
80 in the areas mentioned before.

The majority of advertisers still
don’t like to make premium offers on
serial programs in the summer. Th
mosl important reason eustomartly of-
fered is the drop in listening. Stll
some sponsors give mere weight to
~uch factors as nature of the product.
direction of the sales curve. time of
previous  offer, ete.  For instance,
Whitehall Pharmacal Company in 1947
offered “Perfume Earrings” on Helen
Trent as late as August. and last vear
offered “Carnation FEarrings™ 10-25
June.

Practer & Gamble. on the other
hand, usually assigns a special promo-
tion period to each product to avoid
multiple overlapping promotions. The
lvorv Seap premium promotion start-
ing 1 August last vear was one of the
most successful in its history.

Premiums are worked into the stor-
ies of most serials. starting two or
three weehs ahead of the actual com-
mercial offer. This gives the cast an
opportunity to build the premium up
by sentimental association with the
heroine. who usually receives the item.
perhaps a piece of jewelry. as part of
the story action.

Casts do not alwavs take kindlyv (in
rehearsal) to the coos, gurgles, and
exclamations over the item demanded
by the seript during the huild-up. But
on the air they competently portray
the necessary sentimentality

Frauk TTummert is eredited with the
idea of the first serial premium offer
e the early thirties. The response to
his first offer of a picture of Ma Per-
kins was so sensational that the prac-
tice.has been standard ever sinee.

Premium offers on Benton & Bowles
serials. unlike the customary pracetice
of most others, are seldom written into
the scripts of the show, The agency

(Please turn to page 70)
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We call ‘em
“folk singers”
in Baltimore

All Baltimore folks aren’t opera
fans. There’s a heap of ’em
who think the singing and sky-
larking of S/irm Stuart and “THE
PLAINSMEN"" about the best kind of
musical show there 1s.
You know the format- Happy Birth-
days- Dedication Numbers— Instru-
mental Solos and a lot of good-
natured fun. They enjoy it, the
audience enjoys it and we think you’ll
enjoy the lift they can give your sales.
A few availabilities are open Monday
through Friday between 5 and 5:30 P.M.

BALTIMORE LIKES THESE LOCAL SHOWS, TOO!

Py
RAY MOFFETT HAL VICTOR SHOW
“Musical Clock,” 6:00-9:00 A.M 5:30-5:45 P.M.

... and every program and C I \

announcement on WCAO
is duplicated on WCAO-

FM (20,000 watts) at no ”72 W . g zj, 4
additional cost to the ad- m a w

vertiser!

CBS BASIC ¢« 5000 WATTS » 600 KC » REPRESENTED BY RAYMER
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OLSEN AND JOHNSON TAKE OVER THE BERLE TEXACO SPOT ON NBC.TV FOR THE SUMMERTIME, WITH BUICK AS SPONSOR

TV SOMMER 194 ...........

. » - . e .
buying will highlight (he hot weather months
Summer will not he the  fore will veallh go for the Jloud-mouth  and others were able to hold on to it

E 1S network  program  desert routines  of the  theater’s  screwhall \dmiral. which has been sponsor-
in TV that it i~ in radio. comedians. There was a period in the  ing its own original music revue on

e docsnt mean that a number of  early davs of radio’s CBS when this CB30 will give the production a vaca-
PN network programs won't leave the network used a toplight sustaining  tion and spend it TV monev on the
tir. bt that new programs are com-  program 1o build ap listening for a T\ version of Stop the Wusie. wiich
1 1o the visnal ether that in appeal time peviod and then sold the time 1t mav keep as a vehicle this fall to

=t to he just as effective as the  period. not the program. 1o a sponsor.  snpplement the revue. if it does as
J1ows that thevire replacing. The advertiser then put his own pro- well visuallv as it has done aurally.
Olsen wid Johnson are waking over  gram in the slot which had been built - Stop the Wiesie will cost Admiral a lot
it it for a <ammer break-in upe and felt he was collecting upon Jess than the S18.0000 which it i< sup-
viond hefore moving 1o their own net- the previonslv.developed audienee. \s posed 1o he paving for the revue
'k honr this {all. The theory bes a matter of recovd. some of the com- The Coldbergs taking a  hiatus
ind this i« that Dedle's andience 1= a  mereials lost the audience which had  doesn’t quite make the sense that other
hai nned ( : I there- | listening 1o 1l CBS <ustainer (Please turn to page 65)
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SPONSOR is  the  bes

Do thv) love us

at McCann-Erickson?

or at Roche, Williams & Cleary?

=avs Bill Dekker, McCann-Erickson: ~Reading ~PON~OR
is a must with me. [t has to be.
with so many of my associates and clients always

quoting it. Besides. it's good reading.”

Reading sPoxs0oR, reading it regularly and

enthusiastically, is a confirmed habit with thousands

McCann-Erickson broadcast advertising buvers. And why not? s<poNsoR ix
Subscriptions to SPONSOR 19 their magazine. edited 1007¢ for them. Three out of
Home Ofiice n oy four copies 18.000 guarantee) go to timebuyver-.

8
accounNexecutives, adverti~ing managers, heads of <ponsor firms.
Executives 7 Timebuyers 4
2

Acct. Exec’ Radio Dept 2
R::io [;ie:ss 3 T;” ll;i,re:for 1 at each of}the 20 top radio-billing agencies. Vo other

An averaXe of 10> paid subscriptions go to people

radio pulbdication can make this claim.
Some McCann-Erickson clients who subscribe: Cresta Blanca Wine,
California Packing, Chesebrough, Columbia Records, Fawcett . .
Publications, B. F. Goodrich, Humble Qil, John Hencock, \sk v timebuver . . . or vour own national
Lehn & Fink Products, Leisy Brewing, National Biscuit, Ohio
Bell Telephone, Pillsbury, Schenley Distillers, Soil-Off, Esso,
Westinghouse Electric, Standard Oil.

Tpresentative.
You’re sure to hit home with SPONSOrs and
ugencics when vou advertise in sSPONSOR

Roche, Williams & Cleary
Subscriptions to SPONSOR 8

Home 4 Office 4
Executives 2 Timebuyers 1
Acct. Exec's 3 Radio Dept. 1

Radio Dir's 1

Some Roche, Williams & Cleary clients who
subscribe: Revere Camera, Sears

Roebuck, Studebaker, Sun Oil. For buyers of Radio ond TV odverlising




For the

7th consecutive
month,

NBC presents
advertisers

with the largest
average

evening audience

in network television*

TV Hooperatings — Oclober through April
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TELEVISION'S MOST
POPULAR SPONSORED
PROGRAMS —

8 OF THE TOP 15*

TELEVISION'S LARGEST
NUMBER OF
NETWORK ADVERTISERS

AND SPONSORED HOURS

TELEVISION’S HIGHEST
AVERAGE RATING —

DAY AND NIGHT*

*TV Hooperatings—April

America’s No. 1 Netwwork

NBC TELEVISION

A Service of Radio Corporation of America
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tv trends

Bosed vpon the number of progroms ond on
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“TOTAL" AND TEN-CITY TRENDS
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ouncements placed by spansors on TV
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Blach area constani base
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\pril broadeast advertising i TV continnes up in spoxsor’s 10-
city control panel. Placement by advertisers in network. selective. and
local-retail categovies is practically at the ~ame ratio as March, with local-
retail heing a little ahead. With move and more stations opening and «till |
more and more veporting to Rorabaugh’s TV Report from which sroxsox
projects its figures. the over-all index continues to jump. Local-vetail is
five tines the business placed in July. 1948, while selective is 3.7} times
and network is 7.85 times. There is little change among the industry
categories using TV, Radio and appliances lead in local-retail and net-

work reports while jewelry (witches) leads at a selective level.

BREAKDOWN OF TV BY BUSINESS CATEGORIES
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ask
. -\
oy Bram & (o
about the
Haveas & Marmy
STATIONS

IN
RICIITMOND

PMB G- an
0D-r

ITVR-7v

First Stations of Virginia

Twenty - seven  years of solid
growth in AM broadcasting is
pretty good evidence that KDYL
knows how to make those cash
registers ring up sales for its ad-
vertisers.

Now—beginning its second year
in telecasting, KDYL-TV has
amply demonstrated the show-
manship and leadership that gets
phenomenal results for users of
this newest medium,

Y\

u7445 WBEC szerow
AM = FM -TELEVISION

Notionol Representotive: John Bloir & Co.
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Continued from page 50)
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hiatuses do, since it isnt a high-cost
show. The same is true of the Arthur
Godfrey programs, Talent Scouts and
Codfrey’s Friends, which are rating
leaders without being pocketbook emp-
tiers. It would seem logical for Lip-
ton’s Tea to stay on the air with the
high acceptance that iced tea has. but
the radio tradition seems to be taking
hold of TV before the medimm has
had an opportunity of establishing
itself.

[t is the feeling of many TV agency -
men that a hiatus makes more sense
in TV than it does in radio, since it's
diflicult to look in on television during
the sunlight hours, and since the sun
domiate hot-weather
viewing in many sections of the nation
as late as nine pan,
the sunlight will vequire receivers able
to function under the conditions of a

continues  to

"higher ‘ambient’ light® than sets on

the market at present.” according to
an agency director.  This particular

ageney  director doesn’t question the

appeal of TV in the daylight: what he

questions is the ability of television

receivers produced today to deliver an
image that can be enjoyed 1 the sun-
light.  Unless receivers are produced
that can be viewed in the daylight. hot
weather TV is still questionable sum-
mer entertainment.

After nine pan. there is a diflerent
approach to TV in the summertime.
The problem i not the “ambient”
light. but whether or not the viewers
will want to look in or net.
frankly a matter of program quality.
With the Texaco Star Theater, Lambs
Gambol. Ed Sullivan. and a number of
other cool-weather shows off the air.
i’s a question whether or not there
will. be  enough  conmpelling  visual
entertainment being telecast to bring
the viewers to their sets.

The new presentatton of the /it
Parade both on TV and radio may
make a Saturday night contribution

This is

“which hasn’t been present during the

winter. The new showcases which the
networks may produce will have to sell
themiselves. sans viewing habit. and in
a great number of cases sans promo-
tional effort, since TV has not vet been
marked by any outstanding promotion
intelligence.

The fact that in a large section of

*Light in the room in which the TV set
is being viewed.

“To operate in

COSTUMES for

TELEVISION!

NOW — Rent COSTUMES
. . for your Television Shows!
. . Technicolly Correct!

. over 100,000 in stock!

from Broadway's Famous Costumer, .,

The some speedy service enjoyed
by NBC, ABC, CBS-TV, WABD,
WPIX ond Mojor Broodwoy Pro-
ductions!

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

EAVES

COSTUME COMPANY

Eaves Building
151 WEST 4&th 5T. = MWEW YORN 19, N. Y.

Established 1870

o v VRESPQHSIBILITY

GET PRICES FROM

VIDEO VARIETIES
BEFORE YOU
ORDER FILMS
VIDEQ

VARIETIES
CORPORATION

OFFICE
41 E. 50th 3T,

STUDIOS
510 W, 57th ST.
NEW YORK

MURRAY HILL 8-1162
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the eountry there will be live presenta-
tions. instead of Kinescope recordings,
will help. Whereas there has heen just
one coaxial cable up to this spring.
and that has made it diflicult for the
four networks to compete as networks
that’s no longer live. With three eables
available most the dayv and night. even
thongh they are onewav networks.
summer fare will be far better techni-
cally than it was during the winter sea-
sor. The Midwest ha=nt been given
much opportunity to produee “great”
video, except with Kukla. Fran. and
Ollie. ABC
presentations, Two-way coaxial cables
are important wlhen hoth ends of the
cables are important. That isn’t true,

and comparatively few

Thiz will be the first sinnmer test of
TV, Prior to 1919, TV wasnt a real
factor in the Inmid-weather months,
Thi< summer will be a real test for the
Will continue to
concentrate as thev do in the summer-
time? Will TV compete with the many
outdoor attractions and other letsure
appeals of the vacation period?

medium. viewers

now most of these
questions will seem infantile. Today
thes re the great TV ¢mestion marks,
* * *

A vear from

BASEBALL

1Continued from page 30)

most of the costly games (where rights
are high) have dual sponsorship. In
New York only Chesterfield is without
a eo-sponsor of games. The Dodgers
has e General Foods and Schaefer Brew-
ing: The Yankees, While Owl Cigars
and P. Ballautine and Sons. In Pitts-
burgh, Sealtest lee Cream joins the
Atlantie Refinding.

The almost 200 stations presenting
major league baseball are of eourse
but a drop in the bucket of radio™>
Ameriea’s  {avorite
There are hundreds of cities

presentation  of
sporl.
where farm teams of the big leagues
or local nines have even more faithful
fans than the big teams. There was
a time when regional and local spon-
sors did not realize this. but today
the good word lias spread far and wide.
and the San Francizeo Seals. Norfolk
Tars.  Lvnchburg  iVa.)  Cardinals,
Roehester (N, Y.} Red Wings. Balti-
more Orioles. and Amsterdam (N.YL)
Rugmakers get just as intense. if not
more  faithful. listening than major
league teams. The difference is that the
fame of cach team is restrieted to a

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.

What'll [ do?

Dear Anxious:

Anxious

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

itinerary,

66

KXOK, St. Louis
630 on your dial

much smaller area than that of the
majors. A few of the smaller teams
have widespread followings. The
Ortoles and Seals are typieal examples
of such teams,

Play-bv-play broadcasts of the
smaller  teamms  extend the  baseball
air figure from 200 to nearly 1,000,
This is still not the end of the summer
impact of the game. Another thonsand
or more stations have baseball round-
ups. forecasts. and hourly score broad-
easts, The scores, inning by inning. are
available from most news association
all wire serviees have
special baseball services which permit
stations to do a good baseball show or
series of programs without working
too hard. Thus some stations attract,
at certain hours, all the diamond {ans
in their arcas simply by bringing the
fans up-to-date on the scores of all
games. Play-by-play broadeasts do not
negleet this detail. but the handling of
live games precludes establishing spe-

wires, and

cific times at which scores of all the
teams ean be aired.

While most games are still daytime
presentations, more and more games
are being played under lights, In some
areas, the teams will not sell the rights
to the night games but they are aived
i most sections of the eountry. This
is an added reason why network sta-
tions find it praetically impossible to
carry baseball. It means disrupting
~tation seliedules hoth day and night.
Only an independent station is in a
position to do this. This is as true of
television ax it is of standard broad-
casting. Thus< far, the daytime games
have presented no problem to telecast-
ing schedules. for most TV sations
are not regnlarly scheduling davthme
visual programs at this time. However.
when it eomes to night games. the
problem is just the same with television
as it 1= with regular  broadeasting.
Thus are al-
ready farming ont to independents -or
other network stations with schedules

some network  stations

which are not as tight the niglt
games,

Baseball is on the visual air where-
ever there are teams and stations. In
a few areas night games are restrieted.
Thos far. only major league and a few
big minor league team games are
being telecast. The number of markets
covered by television is eomparatively
=small (31, and nmany of these are not
major league markets,

Basehall sponsorship (play-by-play)
inexpensive  advertising

15 not an
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B
2. SUGAR CANE HARVEST at Poplar Grove
Plantation, near Baton Rouge. Louisiana’s 1948
sugar cane crop  5,256.644 tons - represented 857
of the cane grown in this country for the production
of sugar. Another valid reason why WWL-land 1is
above the national average for increased income,
increased buying power and general prosperity.

-

1. STUART PRESCOT HOUSE in Baton
Rouge, Louisiana. This mansion, over 100
years old, has always been owned by the
Prescot family. During the Civil War it was
used as a hospital by the Union Army.

WWL PRIMARY DAY-TIME COVERAGE s
591,030 BMB STATION AUDIENCE FAMILIES

3. wWwL's COVERAGE OF THE DEEP SOUTH
50.000 watts—high-power, affording advertisers low-
cost dominance of this new-rich market.

Naote: Coverage mapped by Broadcast Measurement Bureau.
Some scattered counties, covered by WWL, are not shown

The greatest selling power
in the South’s greatest city

50,000 WATTS CLEAR CHANNEL CBS AFFILIATE

Represented Nationally by The Katz Agency, Inc.
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JOHN J. GILLIN, JR., PRES
‘lI'INI BLAIR, REPRESENT

r@n W O W

The s,ﬁammz
Gets The

CAPITAL GAINS!

NOTE...

these observations on
Radio WOW's Fall-Winter

Hoopers . .. compared with

year ago.

The “Quiz Kids"” (NBC) had
a 7.9 rating a years ago—this
vears it's an 11.1,

The Skippy Hollywood Thea-
ter  (National Spot) had a
13.1 rating a year ago and
ihis vear it is 16.6.

The Fred Waring Show
(mornings) had a 5.5 a year
ago—and has a 6.7 this year.

“Amos 'n Andy had a big fat
30.0 on WOW a vear ago. This
year, on “Station B" it has
a 13.4.

“Ma Perkins” (NBC) had a
6.9 a year ago. This year it
has an 3.G.

“Sereen Guild Players” had a
11.2 last year on “Station B”,
This year it has a 19.9 on
WOWw,

“Can You Top This?"” had a
beautiful 17.1 a year ago on
WOW. This year, on “Station
D, it has a skinny 4.9,

“The Hit Parade” had a nice
23.5 a year ago and a whop-
ping 27.2 this year because it
“stayed put’.

The 10 o'clock (night) news
on WOW came up with a nice
19, The 5:30 PM news with a
16.4; the noonday news with
a good 10.3.

The “Phil Harris' show has a
whooper-duper 30.3 this year
—a 13.3 a yecar ago!

These are OMAHA HOOPERS.
Ovutstate WOW's leadership

as good or better!

That’s why WOW alone will
doyouradvertising job here.

5000 WATTS » 590 K

medinm,  Chesterfield’s hudget for the
W ashington Senators and New York
Giant> i~ in excess of §750,000 and
the bndgets of Gocebel. Griesedieck, and
Atantic are not hidden in the shade
by this fignre, Games require a con-
siderable amount of air time. Even
thongh all hasehall airings ave sold on
a package basis that has litle or
nothing 1o do with the rate card of
the ~tattons invelved, it's still a lot of
money for an advertiser. even if it
isn't for the stations. lven commit-
ments for the sponsorship of the home
games of a =mall club run into real
advertising money. It's a major deci-
sion for a men’s clothing firm like
Mortan Men's Shop in Amsterdam.
N. Yo to signa contract lo sponsor
the broadeasts of the 60 home games
of the Rngmakers over WC3S, How-
ever. there are wavs in which adver-
tisers are able. during the hot weather.
to collect upon baseball without paving
time charges for two honrs or more,
plus the charges for rights, Baseball
delivers a special andience for spon-
sors of baseball warmup and after-
picees, These 15-mimnte sessions have
audiences that in size compare with
fans who listen 1o the games. (The
not be looked
npon as one that stavs with the games
for the entire nine innings. as the latter
represents but a small portion. exeept

came  audience mnst

during crucial or World Series games
Where the

sporteaster is a name or has a follow-

of the baseball listeners.)

ing. these pre-game and posl-game ges-
sions are top buys. For some reason
vet to be determined. men's elothing
retailers lead among the sponsors of
these sessions. Soft drink and hot dog
purvevors also get in on the act some-
where along the line, While most soft
drink-hot dog sponsors do not have
franchises to sell at the hallparks, the
listeners aren’t at the ballparks. either,

There are hundreds of advertisers
who get in the baseball act withont
sponsoring cither the games themselves,
the warmnps. afterpicees. or the ronnd-
ups. These sponsors buy station breaks
before and after the games. In some
cases. econtracts make it possible to hny
breaks during the games themselves,
but this = the exeeption. not the rule.
It i~ in the break spots that watches,
drogs. soft drinks shine. Men's eloth-
g retailers ven these breahs also hut
since most breaks are restricted to 20-
second annonncements. retailers don’t
feel llu"\
justify the expenditnres. Where break-

can do enougl “sell” 1o

time permits of 30-second or longer
annomecements, then the local haber-
dasher sneaks in and finds a real
andience. There is cooperative adver-
tising money available to men’s wear
retailers for baseball game announce-
went advertizsing. and bigger retailers

buy it when they can,
Baseball and snmmer are synony-
mous, Snre, it starls in Mareh-April

and ends with the World Series (Sep-
tember-October) but the nation’s fans
take ont their fraus and the gang—in
the good old snmmertime. And they
listen when they take a  15-minnte
break from the produetion line and
when the sun’s high and the coat’s off.

Current check-up says that there’ll
be 1800 sponsors riding the coattails
of baseball broadeast advertising this
summer.

.« ... aud the top audiences in the
daytime will be attuned to “bea-t-t-e-e-r

ll'l)-p-l)-p. e e e e e .,. 3

FALL BUYING

{Continued from page 26)

how Augnst advertising for September
selling pays. but we think we've de-
veloped a formmla that belongs to us
and we aren’t ready to reveal it vel.”

The stores nse some broadeast ad-
iwhere they're  radio-con-
scions) for this pre-selling. bnt since

vertising

department stores are not leaders in
the nse of broadeast advertising. they
serve in this case merely to underline
the fact that the snmmer is a good time
to sell for fall buving.

Consumer boving is ewrrently off
anywhere from ten to 207¢, but bank
deposits continue up. There is a great
reservoir of buyving which is ready to
be tapped when consnmer confidence
has returned. The problem enrrently
isn’t an absence of cash reserves but
of a public willingness to spend what
they have. Tales of increasing nnem-
ployment. althongh seasonal. pile on
to tales of decrcasing buyving to create
a backlog of prodnet at the retail level.
Thix has retarded movement of eon.
suner prodnets from mamifactorer to
retaiter. amd thns has cavsed lavolls
and enrtailed pm(ln('linn schiedules.
Az =oon as the destre for that sunnner
vacation starts. bank aceonnts will stop
being a one-way street and at leas
for 1en weeks a great portion of the
public will loosen their belts and en-
jov a little spending.

tPlease turn to page 1)

SPONSOR



9 More Significant Facts
For Radio Advertisers

New Week-Night Shows. Gabriel Heat-
ter, Mutual’s traditienal 9:00 PM high.
spot. moves, April 25, to 7:30 NYT. Our
new schedule. featuring sequences, will
have new listener appeal. Watch for it.

“Million-Two’’ Plan. For advertisers who'
can spend $630.000 net annually for time,
this Plan provides maximum value and
flexibility in network radio; schedules, sta.
tion line-ups, etc., are tailored to fit.

Rate Guarantee for One Year. “Going
back for more money” to meet rate in-
creases upsets yearly advertising budgets.
Mutual is now the only network which
gives a 12-month time-rate guarantee.

The Network For News. Swift, accurate.
complete U.S. and world news is a Mutual
forte: current “beats” keep us “up there.”
Name commentators and Special Events
round out our listened-to News Shows.

g8 _l. et L~
M Jr JNr. A\,
i \
N -
l AV Q

Package Plan, for advertisers using Full
Mutual Network. provides three advan-
tages: 1. maximum discounts; 2. all new
Mutual stations added without cost; 3.
credit for stations leaving the web.

)

“’Kid Shows.”” With “Tom Mix,” “Super-
man,” “Captain Midnight,” “Straight
Arrow,” “The House of Mystery,” Mutual
leads in presenting greal entertainment
for the youngsters; and makes sales too.

(About Mutual)

Foreign Correspondents give us on-the-
spot coverage, help us stay ahead. Our 19
newsmen are in Europe’s capitals and in
“hot news” spots— from Shanghai to Tel.
Aviv, Seoul to Istanbul, Cairo to Manila.
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The Smaller Budget need not find the
door 10 network radio closed. Mutual has
a Plan to encourage the “small” starter
and help him grow. The Plan is so sound
even big advertisers use it in testing.

Lowest Cost per 1,000 Homes covered.
Example: a Nighttime Quarter-hour Strip,
Full Network, time cost only, based on
Nielsen Network Audience Study—Mutual:
91¢. Others: $1.07, §1.21, and $1.30.

MUTUAL BROADCASTING SYSTEM

WORLD’S LARGEST NETWORK



DAYTIME SERIALS

(Continued from page 511

= believe then

be forced to alter storvhines via aiti-

writer~ should

fictal developments that must be ae-
el the
premium. Premiums are usually han
dled ahogether in the commmereial time

the

Whether or not most listeners ap-

for. in order to

>llu\\

preciate this ageney poliey i~ a gues-
But there's no doubt that writers
The cast of

fion
and cast eall it hlessed.

Portia Faces Lije (a Benton & Bowles
<how . for the first time in the history
of the show. will record three weeks
of scripts this summer. This will en-
able the ~torvline to unfold normalk
amd leave the entire cast free during
thi~ period.

The idea was still in the talking
slage
Compton and Dancer-Fitzgerald-Sam-
ple, other agencies with a large num-
ber of serials.

Getling three weeks ahead on scripts
mstead of two (the customary num-

il~ SPONSOR goes lo press) o at
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ber) i=n't a major problem for nrost
writers.  Getting three mouths ahead.
as one writer did. in anticipation of a
long Vlorida vacation. could cause un-
expeeted problems. The writer drove
himzelf day and night to build up
the hacklog of seripts. The
okaved them.

agency

Then a sponsor executive decided
he wanled a different storyvline. By
this time the writer had become xo
involved in his own fantasy that he
couldn’t delete from the lives of his
characters the events he had already
created. The ageney paid him for his
seript~ and assigned him to writing
mother serial. but he still took that
vacation. While the seazon of the vear
mav not have a great deal to do with
davtime serial plotting, the lives of the
radio-created character do. While this
author vacationed he had to bone up
what his new cast of characters
had done.

on

Which =0t what davtime serial
listeners do. They listen 12 months a
vear. Theyv know. x % o«
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FALL BUYING

(Continued from puage 63) r
I’s hoped by many fruancial author- b’ o

itics, that the increased denand for LI,

the many articles which are part and ) 0

parcel of summer living may curtail |
®
rafing on WHAM

the downward spiral of buying. Al
ROCHESTER, N. Y.

ready the spending by summer resort
hotels, ratlwayvs, and airways is being
felt by stations. The days of “no reser-
vationg,” overfilled trains and planes
have passed. Transportation organiza-
tions can handle all the traflic that yens
travel. Manpower and womanpower ave
available for resort hotels and many
areas are overbuilt and thus expeet to
have to fight for business. Thus the
vacation urge is being nurtured early |
this season. Newspapers have pub-
lished some of the biggest advance
vacation sections in their histories. De-
partment stores have switched from
Easter to sumimer-vacation-wear pro-
motion almost overnight—after clear-
ance sales. The publicity departments
of the vacation-minded areas, New
York, Minnesota, the Pacific North-
west, and New England (to mention
four) are hard at work playing on the
get-away-from-it-all urge.

#2lecd A MERCHANDISING “"HOOK” THAT
GUARANTEES TRAFFIC TO THE SPONSOR

Now available in a few markets — Wire or Phone

HAL TATE RADIO PRODUCTIONS

192 N. CLARK STREET + CHICAGO 1, ILL. + Phone RAndolph 6-6650

This al adds up to a concerted at-
tempt to break down the deflationary ——— —
tendencies which are now indicated all
over the nation. The nation’s pocket-
book can be opened this summer, and a
number of stations, with the Twin
Cities> WCCO showing the way, are
making radio-advertising history by
overcoming more than a decade of
negative tradition.

Starting  with summmer promotion
and a planned campaign to bring back
advertisers to the air during August
aud early September instead of Octo-
ber. there is a unique opportunity for

broadcasting advertising to set the The more careful
pace for industry. Buying tiis fall you are in the selection
must be stimulated. [t can only be of your Miami Station
stimulated by what is done in the vaca- --the more certain you

tion season. That is the feeling not are to buy wIOD!
only of those who will profit from
inereased advertising, but also of im-
portant figures in finance, ineluding
kev men with the Federal Reserve
U. S. Department of Commerce, and
thc'lreasu'ry Departiient.  The same g ianot Representarives
feelings will be found at the U. S. GEORGEP.HOLLINGBERY CO.

~ Sovtheost R 1ot]
Chamber of Commerce. HAVR RY E c'J';:s;:nn:lcV;

To stimulate fall buying— summer JAMES M. LeGATE, Generol Manoger
advertising must be placed on the air 9,000 WATTS « 610 KC » NBC

so that it reaehes America wherever it :
vacations. There are no territorial ALl WIOD-AM programs are duplicated on

barriers to broadcast advertising. « « « WIOD.FM without extra cost to advertisers

9 MAY 1949 71



SUMMER REPLACEMENTS

(Contiuued jrom page 37)

w hodunit and crimeshows. like Mr.
District Attorney. This Is Your FBI,

nd Far Man tall are in the
“Lirst Fifteen™ of 17 April). as well
as Samn Spade. Mr. and Mis. North.
{louse of Mysterv. Lone Ranger. [nuer
sanctum. True Detective. Niek Carter.
and Sherlock Holmes stay on during
the summer months. without a break
Besides the important factor of low
cost. the sponsor of each of these (and

stmilar adventure-mystery shows that
go on for 52 weeks a year) has found
that mystery programs draw well and
acquuire sizable ratings in the summer.
Also. each of these shows is sponsored
by an advertiser whose product sells
just as well in the summer a- it does
in the winter. and for some. even bet-
ter. Only one mystery show of any
The Shadow. takes a
straight hiatus. and that only because
its ~ponzor (D.LEW, Coal Co.) has a
product that would be wasted on the

conseq uence.

sunmner air.  Most of the dailv new-

BROADCAST MUSIC, INC.

NEW YORK & CHICAGO

72

HOLLYWOOD

shows with the exception of Camphell’s
Edward 1. Murrow and PAG's Lowell
Thomas. will go on through the ~um-
mer for much the same reasons that
low-cost dramatie shows like Dr. Chiris-
tian. Grand Central Station, and Arnin-
strong Theater. and the mystery shows
go on for 32 weeks—despite the re-
duced potential of summer audiences.
their advertisers feel that 32-week ex-
penditures bring a 32-week business,
for the first
vear., will see some shake-ups in pro-

Teleyiston. time this
graming during the summer months,
Texas™ top-rated TV show, the Texaco
Star Theater. is due to go off the air
for a 13.week period tas will the radio
ABCY while star Milton
Berle takes a well-carned rest. Into the

version on
Berle spot will go Buick’s new Olsen
and Johnson TV package. which the
Kudner agenev has been trying to
place in a choice one-hour slot on
either NBC-TV or CBS-TV for some
time, Buick. anxious to get on the TV
air for a shakedown eruise with the
new =how. will move to another spot
somewhere in the fall. Another major
TV the Admiral Broadway
Rervue, also gets a 13-week lavofl. with
a series of Hopalong Cassidy films

.\']l()\\'.

SPOT
RADIO

sells the millions that buy

ASK

REPRESENTING
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LEADING

JOHN

RADIO

BLAIR
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MAN

JOHN
BLAIR

£ COMPANY

Oftices In: Chicago, New York
Detroil, St. Louls, Los Angeles
San Francisco
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bridging the summer period.  Other
Admiral money will be around TV this
sminmer. however, sinee Admiral
buying into ABC-TVs Thursday-night
version of that network’s high-rated
52-week  giveaway show. Stop The
Musie. The primary purpose in this
mancuver is to give the Revue cast a
rest, while Admiral maintains its ag-
gressive 52-week selling eampaign in
TV to keep up the sales curve on TV
sets and refrigerators.  As sPONSOR
goes to press. replacements are heing

Is

diseuszed for the various Arthur God-
frey TV shows. Suspense, The Gold-
bergs, and Mary Kay and Johnuy, and
others, with most of them following a
pattern comparable to similar shows in
radio.

The P, Lorillard  Company

tOld

Gold). unlike Admiral feels there is

just as good an audienee for hoth TV
and radio shows during the summer
months.  Lorilland will continue the
TV and AM versions of its popular
talent show. Original Amateur Hour,
on DuMont and ABC to earn the siz-
able 532-week discounts. as well as to
keep up Old Gold sunmer sales.

A few shows. like Theatre Guild.
Ildgar Bergen. and Bing Croshy. this

season will have summer replacements |

An excerpt from a letter to Cleveland’s

Chief Station

Su:u.“p.u. Commany

P90 Umiteo Bame g,
2012 wear 23mw 30 o
Citverane ,

L0ing
AT Lonaiw
Omie

Horen 32, w9,

very fine job being
done by Jimmy Dudley
nand Marvin Cage on our
SHELL DIGEST". These boys
are not only turning out an
excellent news and sports
pProgram, but are going

84 T wisn yo,
Tho Job they sea”

"

BILL O'NEIL, President

o190 3¢
5000 Wetts

REPRESENTED NATIONALLY BY HEAOLEY-REED COMPANY

oasic

ek CLEVELAND
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that are not really replacements in the
striet sense. but rather something to
mark time until the fall when each of
these shows either changes networks
or or both. U, 3. Steels
Theatre Guild. {for example. will have
the NBC Summer Symphony holding

spohsors

While daxtime radio’s continuous, 52.
week serials have built a steady habit
of listening that carries through the
stwmmer months. evening programing
will again this year he a patchwork
quilt of snbstitutes and compromizes
during the vacation davs. This despite

down the time slot that Guild will oe-
cupy this fall.

the faet that rescarch recently con-
ducted by the Psyehological Corpora-

This, at the moment. is the situation  tion indicated that 815 of radio’s
in evening programing for the coming  regular  nighttime  andienee  would

continue to listen at awight - summer
evenmng radio fare was a~ good as it

months, both in radio and TV. Day-
time radio (and what daytime TV

there 321 will largely be unchanged. is in the winter.

‘ — IF YOU SELL
GROCERIES
IN CHICAGO

2 =
ALY

You need _
WAIT’s & !
GROCERY-STORECAS

The Only Radio
Consumer + Point of Sale

-
T

Promotion

of its kind in America

HERE'S WHAT IT OFFERS YOU! A daily half-hour food show over
WAIT that reaches into the homes of America'’s second largest market
that drives buyers into 460 National Tea Stores. (2) All-day Storecast
in 100 National Tea Supermarkets to force sales at point of purchase.
PLUS—complete merchandising, display-checking, and sales-reporting
service on 100 stores delivered to you every two weeks. A PROVEN
SUCCESS! Get details NOW!

Storecast is available to all supermarkets

In the center of thedial

mn
CHICAGO

WIND WMAQ WGN weBM| wair [Wi, WCFL WD WSBC WGES
560 670 720 780 | 820 [890 1000 1160 1240 1390
(]
01010 ‘ =10 0 A
(] =jal®

REPRESENTED BY: RADIO REPRESENTATIVES, INC.




40 West 52nd §

tContinued from page t) NuHTH cARuUNA!s

We o realize that your story was
handled as a <ummary of BMB find- B T :

ings. rather than a complete report, ULBEN HlANGI.E

but the omission of a Springfield sta- '

tion ix likely to raise a question in the

0 WINSTON-
minds of your readers as to our mem- SALEM

bership in BVIB. which we have sup-
ported from its inception. Or, another
reader might assmme erroncoushy that
only the top stations were listed and
that WTAN was not one of them. As
vou know. that is not the case. and a HIGH POINT

brief reference correcting anmy wrong

® ‘Fhe BMB test reports referred to were not ine . IH T E'
tended as complete reports of each city listed, which -
explains the omission of WTAX. BMB test_reports ]

for this station, tops in its area, during October- u. B

GREENSBORO

impressions would be appreciated.
Ovvir ). KeLLER
Muanager
nrix
Springfield. 11,

November, 1048, reveal the following percentages:

° Average Average Hooper
Weekly 5 Daily ¢ Share of
I n n e G ( G g e of homes of howes Aundience
Daytime *
02 73 0. 288,700 People
1]
WMBD has wrapped up a Nighttime g
larger share of Peoriarea’s 91 74 39.3

listening oudience' than .the - $271.683.000Retall Sales

two nearest Peoria stations

combined and s ready to R. R. HOUR RESULTS $410,987.000. Buying Income

deliver it to you. _
On Mareh 7. 1919, we offered on % Copr. 1048,

The Railroad Hour to send a copy of Sales Management Survey ol Buying Power;
R . g £ duction not hicensed.
the uew edition of Quiz on Ratlroads urther reproduction not icens

aud Railroading 1o anvone who would

Twenty years before any
other radio station was es-
tablished in this rich terri-
tory, WMBD had learned

. write The Rairoad Hour. Transporta- 5
AR ) PG R E ) tion Duilding. Washington 6. D. C. Saturated by

GO S We have now had an opportunity to .

That's why national ad- tabulate and analyze the I]'(‘.\]N)I]Sl‘. and THE ST‘TIGHS
vertisers buy more program I think you will be interested in the MOST PEOPLE
and announcement time, by results, TEN TO
far, on WMBD than on any IFor a p('rim] of three weeks follow. I'Is : 7
other Peoria stafion. ing the offer, we received a total of | MOST!

30,871 requests. Nearly 87 per cent
of them were from adults (62 per cent
from men and 218 per cent from

WMBD DOMINATES Peoriarea

women ). while slightly more than eight |
\4‘ See Free & Peters o . -
/) per cent came from children.  The
\

balanee were unidentifiable,
More than Ik per cent of the people
who requested copies of Quiz wrote

WsJ

comments about the program. Of these W!HSTON SALEM @

comments. 5.55F were wholly favor-
able. nine were mined and only one

PEORIA, ILLINOIS was unfavorable.

It was possible Trom the requests to

WNED

TH EJOURNAL-SENTINEL STATIONS

A F : identify the oceupations of 5.752 in.
WA , CBS AFFILIATE fn e, 2107 were teach.

V) AM 5000 watts dividuals. Of tln.‘«. 2107 werd l(‘m h
- w FM 20000 watts ers or students=: 136 were professional
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people; 994 were businessmen; 5541
were  railroad  employees. and  the
balance were in mixed calegories.
Thirty-four requests were received
from libraries.

Speaking generally, the mail indi-
cates an intelligent class of listeners.
With the cxeeption of perhaps five
per cent of the inquiries, the cards and
letters were properly addressed. were
in legible handwriting, and in general
indicated high-grade listeners. A num-
ber of them referred to the commer-
eials, and in every ease where this was
done, the comments were f{avorable,

Rosert S. HENRY

Viee President

Association of American Railroads
Washiugton |

"SPORTLOG" RENEWED ‘

Last year. as sPONSOR reported. the |
Webber Motor Company brought the
enttre KOIL Sports Package and that
was news. The KOIL-Weblier assoeia-
tion has been so successful that the'
popularity of the program demanded |
a repeat. The coming year of lh(“
KOIL-Webber Sportlog will be bet-
ter than a repeat; it will be a bigger
and better Sportlog.

Cuarces F. FRaNDSEN
Promotion Manager

KROIL. Omaha '

SUCCESS STORY THANK YOU

1 feel that sPoNsOR eontinues to be a
refreshing stimulus in the radio trade
paper field, and [ sincerely hope that
you will eontinue to attempt the “new”
and the “novel” in your artiele sclec-
tion. As 1 have told you verbally, I
think the radio industry owes sPoNsoRr
a debt of gratitude for the tremendous
“success story” files available to us
thru $PONSOR.

Normay Kyienr
Eastern Manager
Station Relations '

Mutual Broadcasting System
New York

SUMMER [SSUE WELCOMED

I am very mnch interested in fact
that your 9 May issue will be devoted
pretty much to digging in and getting
the facts on summer time advertising
whieh has proved to be such a buga-
hoo. This strikes a responsive chord in
my heart as for many vears, and 1
might say going back many, many

9 MAY 1949

550 KC 5000 WATTS
Y NBC AFFILIATE
es BISMARCK, NO. DAKOTA

comes in loud and clear in a larger area

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

WELL, 1'LL RE —
KFYR —LOUD AN’ CLEAR
‘WAY DOWN IIERE_/J

- e~ /'

N -; //
ﬁ\\_i.-_ll“ \.II___F,_,_o-
y n.) QDI|\\

*ASK ANY JOHN BLAIR MAN TO PROVE IT

N
FIRST N tHE

A

DAVENPORT, ROCK ISLAND, MOLINE, EAST MOLINE

A 5,000 W F M 47 Kw. Tv C.P. 22.9 Kw, visval & —
1420 K. 103.7 Mc. and avral, Channel 5 . .
Basic Affiliate of NBC,

the No. 1 Network

The November 1948 Conlon Sur-
vey shows WOC First in the Quad-
Cities in 60 percent of Monday
through Friday quarter-hour
periods. WQC's dominance among
Quad-Cities stations brings sales re-
sults in the richest industrial market
between Chicago and Omaha . . .
Minneapolis and St. Louis. Com-
plete program duplication on WOC-
FM gives advertisers bonus service.

®
MINNEAPOLIS T
SI. PAUL

CHICAGO @

Col. B. J. Palmer, President QUAD-CITIES

Ernest Sanders, Manager

DAVENPORT, IOWA

QREE & PETERS, INC., National Representatives }

st Lows
[ ]
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The Biggest Year
in its 26-Year History

WSYPACUSE

.+ .in 1948 carried the greatest
volume of advertising ever
broadcast by a Syracuse sta-
tion—

FIRST /n Network

FIRST in National Spot
FIRST /u Local

FIRST in Total Advertising

FIRST in  Popularity with
Syracuse and Central New
York Listeners

FIRST in Merchandising &
Promotion

for -
NETWORK

(ALIBRE
PROGRAMS

.t local
station cost o

See your station ®
representative or write

LANG-WORTH

FIRST /n Corerage Area

WSYRCVE .,

] ‘:';/’ f(;a“"»e pr"grﬂms. i"[" Headley-Reed, National Representatives

2 NBC AFFILIATE IN CENTRAL NEW YORK

- .
N_{ 13 W.57th ST, NEW YORK 15, N. Y.
A

 WHY buy ius??he_Bi_rr_ttinghum area?
Buy all Alabama for less on WVOK |

10,000 watts

Birmingham

SSIPp|

690 Kc.

_MIss;

Alabama's most
powerful A. M.

station
. ; Primary Mail Coverage Map

WVOK
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IRALEE BENNS

President

WILLIAM J. BRENNAN

Commercial Manager

Voice of Dixie

Birmingham, Ala.

vears ago even while | was in the news.
paper business, the only way. both in
radio and the newspaper husiness,
that I kept my end of it up was through
special summer promotion that really
kept going after the vacation end of it.
I am thaukful to say that it resulted
in many thousands of dollars worth
of business during the summer time.
Without it the old summer time would
have looked a little forlorn. We used
many different angles in selling the
local and resorts,
hotel. other classifications.  But
as stated above, it did prove successful
and resulted in many thousands of dol-
lars worth of business.
this issue very much and also think
yvou are to he congratulated on step-

retailer. vacation

and

So | welcome

ping out and doing this kind of joh.
Summer time business it seems Lo me
has been a good deal tike Mark Twain's
old saving
the weather but nobody does anything
about it.”

“everybody talks about

Jonx G. BarLrawp.
Director. National Sales
The Nann Stations

JELKE'S RADIO-MINDED AD. MGR.

IfTective May 2. 1 am joining the
John Jelke Company of Chicago as
advertising and ~ales promotion man-

ager. | would appreciate it il you
could redireet sroasor from station
WVET to my new bhaliwiek.  Inci-

dentially | think yvour book is swell

and makes good reading every issue.
Harry W. BEXNETT. JR.
Johu F. lelke Co.

Clhicago

CAMPAIGN HELPED SEPTEMBER

In working up a presentation on our
summer selling campaign for Merle
Jones* to give at the CBS 0 & OF
managers meeting in March, we dis.
covered that while September was a
vacuum month insofar as “starts™ of
new contracts was concerned, it was a
high month for increased billing over
1917, llere are the exact percentages
for the billing increases using May
billing as a hase: June wax 91, July
was 88/¢. August was 907 and Sep-
tember. 10577, These figures surprised
ns sinee we thought September would
I)(’ l()\\' l'(‘('ﬂll.\'(‘ (if lh(' [("\. new con-
tracts which started in that month.

Toay Mog
Sales promotion manager

WCCO. Minneapolis

*W CCO manager.,

SPONSOR




SUMMER SUCCESS

According to Mr. Tom Glasgow.
Carolina  distributor  for  Motorola
radios, there is overwhelming evidence
that a 1918 summer radio campaign
increases his sales of Motorola radios
767 above summer sales of the privi-
ous year.

In April 1918 Mr. Glasgow spon-
sored three 15 minute periods of Grady
Cole time over WBT, Charlotte, from
7:40:7:05  aam., plugging  Motorola.

On September 1. 1918, sales of
Motorola radios in the Carolinas for
the period April through August were
checked against sales for the same
period of 1947, Tom Glasgow states
“Motorola home radio set sales for
these five mouths in 1918 767 ahcad
of the same mouths in 1947, 1 feel
sure that some other factors must have
hetped do this but the Grady Cole
program is the only major and addi-
tional difference between the two oper-
ations that | know of.”

J. R. Covixcron
Radio Station W BT
Charlotte, N. C.

* K X

i
] -
| /ff

epresentad by
DON BAVIS Freevmmr =]
e :oun BLAIR & CO.

MUTUAL NETWORK * 710 KILOCYCLES = 3,000 WANTS ICM'

9 MAY 1949

|
\
\
|

It’s an 1l Wind that
Somebody Blows Good

Repairing ill pipe organs or making new ones, sounding
B flat or the knell of a “gibble-gobble phony™, this news-
caster is talented, fluent . . . and eritical.  His inventive
versatility enabled him to eonstruet a pipe organ for his
church. just as a hobby. [lis vigorous nightly scanning
of “the top of the news as it looks from here™ has made
him one of Washington’s most influential commentators.

Critieal of any interference with free enterprise or cco-
nomical government. Fullon Lewis. Jr., rarely inspires
indifference among his listeners. They deseribe him cither
as a great patriot . . . or a shocking reactionary.  llow-
ever deseribed. he's eard—by 11.000.000 weckly, accord-
ing to a recent estimate in Harper’s Vagazine.

The Fulton Lewis. Jr.. program is currently sponsored
on more than 300 stations,  h affords local advertisers
network  prestige at local time cost, with pro-rated
talent cost,

Sinee there are more than 500 MBS stations. there may
be an opening in your city. H you want a ready-made
audience for a chent (or yourself), investigate now.
Check your local Mutual outlet — or the Co-operative
Program Department, Mutual Broadcasting System,

1410 Broadway, NYC 18 (or Tribune Tower, Chicago 11).
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Kiss the hiatus goodbye

I vou're one of many sponsors who
has allowed his air advertising (and
sales) to slmmp in the simmertime,
thix issue of sPONSOR mav contain very
;In()(l NeWs,

Herein is proof. coralled in one pub-
lication first that
listening i~ high in the smmmertime.
that the hot months of July. Angust.
and  September warrant special con-

for the time. air

suderation by vour advertising depart-
ment and advertizing ageney.

IPor instance . . .

Did yon know that only L1950 of
the nation’s population i= amay {rom
home at any one time tsee Doa’t Un-
derestimate Swmnmer  Listening, page
2347

Did yvou know that listening to day-

Applause

time serials continues at a high level
throughont the dog days (see Serials
are Hot in the Swmmertime,
32)?

Did you know that many an adver-
tiser dizcovered that  haseball
spon=orship is the road to results (see
Baseball: 1919, page 30) ?

Did vou know that a 1918 diary
~tudy indieated that 99.55 of all sum-
mer bungalow  colonies had one or

page

has

more radios, and that the listening
continned  approximately  one  hour
longer during an average day than “at
home™ listening  (see Don’t Under-
estitnale Summer Listening, page 23V 7

So. before yvou decide on an adver-
tising siesta this year, we hope vou'll
find time to check our faets and fig.
The resnlt may be a shorter
vacation for vour air advertising, but
a more enjovable one for vou.

ures,

The Lively Corpse

Publicity hasn’t been kind to radio
during the past few months,

As a matter of fact. we can hardly
blame the sponsor who, hearing on
all sides that radio is gasping for
breath  while television
rises in its place, takes it all in.

Nor do we blae the space salesman

the colossus

who, scizing his golden opportunity.

calls attention to the latest  Dlast
prophesving  radio’s  carly  demise.

\fter all he’s willing to believe what
he hears. Why shonddi’t he use what
the experts are saying and the FCC
hinting,.

Making Hay while the Sun Shines

Todav. more than at any time dur-
ing the past ten years. stations annd
networks ave thinking i terms of sell-
ing sunmer broadeast advertising. In
O3 1 and 1935, the networks need grey
matter to connteract the trend towards
going off the air in the snmmertime,
and they made some progress at that
time,  In the interinme sales effort has
been at a minimnm. amd policy think-
ing has been i the form of nsing
dollar and freqnencey discounts. rather
than aggressive selling to keep adver-
tisers on the air all throngh the dog
davs of July and \ugust.

This type of thinking might have
continued iudefinitely it it hadin’t been

78

for WCCOs decision last year to col-
leet npon the fact that Minnesota is a
vacation territors, and that hot
weathier business is especially good in
the Twin Cities,  WCCO, a CBS 080
station. was able to scl the powers-

areal

that-he i New York on allocating real
money for a summer-selling campaign,
{Under Merle Jones™ direction. the sta-
out to “sell
theyve hot™ and each step in the proj-

tion went all ‘e while
cet was plamed like a veritable war
campaign.  Nothing was left to chanee,
WCCO knew that it was attacking
inertia and the smmmer tradition of
do-nothingness. Theve wax a definite
objective and it was in dollars-per-
week (althongh lizted as a percentage
bnsiness),  WCCO

erease  of stc-

But is it true?
Does  television
knell of radio?
Withomt taking anvthing awav from
television. we simply can't see it.
We've looked carefully into the situ-
ation, and all we can see is the con-
tinuation of radio as a powerful ad
vertising foree for the next decade.
We refuse to prophesy beyond that.
Speaking of the next several vears,
radio is going to be a mighty lively
We think that. sparked by
some strong selling tacties and ereative

sound the death-

C(irl)S(‘,.

programing. radio will show the other
media a thing or two on how to win
listeners and advertisers. Do we have
facts?  Sure.  And we're publishing
some highly useful ones in our 23 May
issue. Don’t sell radio short!

Don't do it!

The summer is not just a good time
to sell. it's a vital advertising scason.
Ageneies. advertising departments of
manufacturers, and even sales execu-
tives arce apt to relax in the summer-
time—to take it casy. It's good golf
weather. The shorves beckon., The ont-
door air is redolent of the forest— of
growing things. The children ery for
daddy.

Result ?

The great temptation-—to =it back
and colleet upon what winter’s labors
have brought.

That wonld he disastrous if it were
continued this summer,

ceeded in binlding new selective and
local-retail business,

I's doing it again with its enrrent
Thirteen Weeks With Pay 19149 cam-
paign.  DBut more than just getting
more business for itgell. WCCO has
started  the thinking -has
startled into action the men and women
who have taken the summer slumyp for
agranted.  There were stations this vear

inchistry

that even started to work on summer
by promoting a spring-celing cam-
paign.  That. too. worked. and we'll
report on it at some later time,

But it’s WCCO who throngh a real
trade-paper advertising eampaign and
all the other “mnst”™ promotion has
revived snmmertime as a good time--
for advertising on the air

SPONSOR
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KMBC-KFRM Serves Rich Farm Area

"SALLY BAKER” NAMED NEW
KMBC-KFRM HOME ECONOMIST

Sally Baker, new director for KMBC’s nationally
famous “Happy Kitchen” program,is Home Econo-

mist for The KMBC-KFRM
Team. Miss Baker, a Home
Economics graduate of Ok-
lahoma A. & M. College,
Stillwater, Oklahoma, joined
The Team after serving as
director of Women’s Pro-
grams for WRFD, Worth-
ington, Ohio.

-

Miss Baker’s first radio
experience was with another
farm belt station—KWFT.
She conducted a daily home-
makers program on KWFT,
and later did the same type
of broadcasts on KSPI, Still-
water, in addition to special
events work in 4-H Club and
women’s club activities.

Miss Baker conducts Kan-
sas City’s “Food Scout” pro-
gram, a daily fresh fruit
and vegetable news service
direct from the market.

“Food Scout” is sponsored
by Taystee Bread. “Happy
Kitchen” is a co-sponsorship
feature which has been uti-
lized by many national ad-
vertisers.

Still another KMBC-
KFRM daily women’s pro-
gram is “Happy Home,”
conducted by KMBC’s na-
tionally famous Caroline
Ellis. It, too, is a co-spon-
sorship feature, three pro-
grams per week of which
are sponsored by Celanese.

A pioneer in many types
of radio programming,
KMBC has for many years
provided its listeners with
lnterestmg, informative
women’s homemaker pro-
grams. Especially prominent
among the station’s “alum-

S
il

nae” in this field is Beulah
Karney, who conducts Lib-
erty Magazine’s food page
and who syndicates a suc-
cessful daily five-minute
cooking feature throughout
the country.

“Team” Has Record
Stock Feed Schedule

Stock feed advertisers de-
sire to reach the most num-
ber of farm homes in the
great Kansas City Primary
Trade area. And this group
of advertisers, probably
more than any other classi-
fication of farm accounts,
proves just how The KMBC-
KFRM Team, beyond any
other advertising media, has
won their confidence in eco-
nomically and effectively
reaching the farm homes of
the territory.

KMBC-KFRM currently
broadcast thirty-seven pro-
grams and farm service fea-
tures weekly for stock feeds
alone! This is certain proof
of the ability of The KMBC-
KFRM Team to economical-
ly and effectively reach the
millions living in Kansas
City's Primary Trade area.

The six advertisers in this
classification sponsor five
different types of informa-
tional and entertainment
features, which include
“Farm Counselor” and
“Feed Lot Chats”, with Phil
Evans; “Livestock Markets”
with Bob Riley, “Your Farm
and Ours”, with Ken Par-

sons, and “Lazy River
Boys”, hillbilly entertain-
ment act.

The last two named shows
are on KFRM only, since
their sponsor specifically
wanted Kansas coverage,
and has no Missouri distri-
bution.

10th Federal Reserve District Report
Shows Trem.endous Business Volume

KMBC-KFRM Team Only Kansas City Broadcaster
Serving Entire Kansas City Primary Trade Area

Important to national advertisers is the basic fact
that the KMBC-KFRM Team serves one of the rich-

est, most productive land
areas in the United States,
quite rightfully known as the
“Bread Basket” of America.

Bearing out the fact that
this Midwest region is highly
1mportant in our national
economy is the 10th Federal
Reserve District 1948 annual
report issued in February.

The KMBC-KFRM Team,
serving Kansas City’s Pri-
mary Trade area, provides
radio coverage for Western
Missouri, all of Kansas, and
parts of Oklahoma, Eastern
Colorado and Southwest Ne-
braska, all within this highly
important 10th Federal Re-
serve District.

Highlights of the 10th Dis-
trict report: The highest
prices in history were paid
for farm products in 1948.
The oil business is in peak
prosperity.

Approximately 600 million
bushels of corn were produced
in the area last year. And,
1948 wheat production in the
district was 36 per cent of the
total national yield. The State
of Kansas, lying wholly with-
in the KMBC-KFRM cover-
age area, produced 231 mil-
lion bushels of wheat, or 18
per cent of the national total.
Winter wheat acreage in
Kansas this year will reach
15,805,000 acres, or an in-
crease of 63 per cent over
1939!

In pointing out the national
importance of the Kansas
City Livestock market, one
of the top three in the nation,
the Federal Reserve report in.
dicated that choice beef steers
in the summer of 1948 sold at
$40.50 per hundred in Kansas
City...the highest price ever
paid for such market cattle.

The Farm mortgage debt is
the lowest in 25 years in
America, while farm land
prices are at the highest level
in history. In 1948 the area
served by The KMBC-KFRM
Team showed a 10 per cent

1nc1ease in farm land prlces

The 10th District produced
19 per cent of the total Amer-
ican crude petroleum last
year, with Oklahoma and
Kansas the two highest states
within the District.

Retail trade in the 10th
District in 1948 approached 9
billion dollars, a six per cent
rise over 1947. More than
one-third of that dollar vol-
ume falls within the area
covered by The KMBC-KFRM
Team.

That’s why we say The
KMBC-KFRM Team serves
one of the richest areas in
America .. . including 3,970,-
000 people in the Kansas City
Primary Trade area—1,159,-
740 radio homes, with a pur-
chasing power of $4,739,317,-
000, serving 202 counties in 5
States.

The KMBC-KFRM Team is
the only single Kansas City
broadcaster to provide com-
plete, economical coverage
throughout the great Kansas
City Primary Trade area!

KMBC-KFRM Sports Head
Has Busy Schedule

Sam Molen, Sports director
for The KMBC-
KFRM Team, is
actively en-
gaged in a busy
spring sports
calendar. In ad-
dition to his two
daily sports- *
casts, Molen is covering out-
standing spring sports events
in the Kansas City area. In-
door and outdoor track, NAIB
Basketball tourney, NCAA
playoffs, boxing and spring
training camp baseball high-
lights are among the many
activities of this busy sports
commentator. Molen, in 1946,
won The Sporting News
award as the outstanding
sports broadcaster in the
Middle West.




..... that from these
honored dead we take
increased devotion to
that cause for which
they gave the last full

—ABRAHAM LINCOLN
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