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IN WJR LAND

W J R—Michigan’s greatest advertising medium—covers a
great summer resort land. Hundreds of thousands come
here to rest and swim and fish, and they listen to W J R.
This "vacation avdience’ is a plus that's worth remembering
when you make your summer schedules.
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Ammoniated
dentifrices
hit mouth

washes

Drug and Soap
selective ads up

Eells adds 800
hours of e.t.'s
for stations

Dad’s commercial
dressed up

ABC loss
due to TV

$800 sells
$6,000 in books

Zenith pushes
FM

Five new TV
markets in June

6 June 1949

Ammoniated toothpowders are wrinkling brows of every mouth-wash
manufacturer, with result that brand new approach to advertising
is being forced upon industry. New products, which are making
great inroads on standard dentifrices, carry information to
effect that no mouthwash should be used following their use.

—SR—
Drugs and soaps are increasing their use of selective broadcast

advertising. April index for former was 127% of average month
last year, and drugs 161%.

—SR—

Bruce Eells, who is making major contribution to programing on
local-station basis, added 800 hours of transcribed programs to
libraries of stations subscribing to Broadcast Program Syndicate

by purchasing that number of complete programs from Radio Pro-

ducers of Hollywood this month. He's producing new material as well.

—SR—-
Beat of Dad's 01d Fashioned Root Beer has new rhythmic setting.
New jingle announcements have calypso singer, singing group,
organ, jungle drum, and guitar to emphasize conga rhythm of
famous commercial.

—SR—
Although ABC's gross sales were up 6% for first quarter of 1949,
its estimated loss for period was 364,000, against net income for

same period in 1948 of $502,000. Operating losses in TV made
difference.

—SR—
Book publishers seldom reveal facts of broadcast advertising
sales, but Doubleday's house-organ, "Double-Life," reports $800

spent on John B. Kennedy produced %6,000 in sales of "The Busi-
ness Encyclopedia.”

—SR—
Zenith Radio will spend over $%300,000 to sell its new low=-price
FM receiver. Zenith is only big radio manufacturer going all-out

for FM. Commander MacDonald continues to be industry's stormy
petrel.

—SR—
TV installations will pass 1,750,000 during June, with five more
markets receiving their first TV programs during bride month.

Over 19,000 sets are installed in these markets before their TV
days.
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MacGregor disks
start with
folk music

6,000,000 TV
sets in 1951

10 states
produce 65%
of U.S. products

NAB guarantees

C. P. MacGregor, who recently entered consumer record business,
is going heavy on folk music. His first album is designed for
square dancing. Second features actor Preston Foster and guitar
with traditional folk tunes. They're getting big disk-jockey

play.

—SR—
RMA president Max F. Balcom, in his annual report to members,
stated there would be 6,000 TV sets in operation by 1951. This

compares to estimated 40,550,000 radio homes by that time, and
radio sets in use of over 65,000,000.

—SR—
Ten ranking states produced 65% of U.S. manufacturing value in
1947, according to Census Department survey. New York was first,
with Wisconsin tenth. California is fastest growing state,
practically doubling its production in 10 vyears.

—SR—
All uncertainty regarding publication of second Broadcast Measure-

BMB second ment Report ended 1 June. Ken Baker, BMB president, on that date
survey received assurance from National Association of Broadcasters that
it would guarantee issuance of report. As of 1 June, 404 stations,
2 national and 2 regional networks had signed waivers which obligate
them to pay dues until end of second survey contract, June 1950.
—SR—
Fitch goes Purchase of Fitch hair-tonic company by Grove Laboratories is ex-
selective? pected to bring Fitch organization to intensive use of selective
radio advertising, medium employed for years by Grove for 4-Way
Cold Tablets and other products. Fitch used network radio for
years.
capsuled highlights
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The national rating picture is confused page 21 TV results are once again presented in cap- page 48
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One of a series. Facts on radio listening in the Intermountain West

No Salt Lake Station Serves
the Intermountain Market

20 HOME TOWN
MARKETS COMPRISE
THE
INTERMOUNTAIN
NETWORK

UTAH

KALL, Solt Lake Clty
KLO, Ogden

KOVO, Prove

KQAL, Price

K¥YNU, Logan

KSVYC, Richfield

IDAHO

KEXD, Bolse-Nompa
KFXD-FM, Bolse-Nampa
KYMY, Twin Falls
KEYY, Pocotello

KiD, idaho Falis

WYOMING

KVRS, Rack Springs
KOWSB, Laramle
KDFN, Casper
KWYO, Sheridan
KPOW, Powell

MONTANA

KBMY, Blllings
KRJF, Miles City
KMON, Greot Falls
KYES, Butte*

NEVADA
KRAM, Los Yegas

KALL

aof Salt Lake City
Key Statlan
of the
latermountaln
Netwark
and its
MBS Affllotes

* Under Construction.

6 JUNE 1949

Advertisers familiar with the geography of the Intermountain market
have long known that no single station, regardless of power and frequency,
could possibly cover the 1,641,900 persons living in the primary merchan-
disable coverage area of the 20 Intermountain stations.

It is 800 airline miles from Intermountain’s southern-most station, at

Las Vegas, Nevada, to Intermountain's northern-most station at Great
Falls, Montana.

It is 600 airline miles from Intermountain’'s western-most station, at
Nampa-Boise, ldaho, to Intermountain's eastern-most station at Laramie,
Wyoming.

The area served by the 20 Intermountain Network stations is roughly
480,000 square miles. This represents 1/6 of the entire land area of the
continental United States.

Added to the vast distances between Intermountain population cen-
ters is the fact that the four Intermountain states are traversed and criss-
crossed with the magnificent ranges of the Rocky Mountains. The heights
of their majestic peaks give some idea to those unfamiliar with the geo-
graphy of the Intermountain area of the impenetrable obstacles to any
single Salt Lake station covering this vast market.

STATE RANGE HIGHEST PEAK
Utah Uintah King Peak 13,498 ft.
Idaho Lost River Borah 12,655 ft.
Montana Teton Granite 12,850 ft.
Wyoming Wind River Range of Gannett 13,785 ft.

New York

7 ?W/@/Inc. National Representatives

the Rocky Mountains

“INTERMOUNTAIN

Chicogo Los Angeles Son Froncisco Atlenta

3
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QUOTES FOR NEEDLING
Finally pried loose our copy ol yowr
9 May issue from our RNales Depanr
ment (it doesn’t happen very often).
May 1 quote from your Don’t Un-

derestimate  Summer  Listening  and
other  studies in preparing mailing

pteces 1o needle some of the timid
souls hereabouts out of mind?
ARTHIR L. FORREST
Promotion Wanager
KT~
San Antonio. Tex.

@ Reprint permission, without editing, has been
granted KTSA,

WRONG SPONSOR

We have just read your interesting

article on the Swmmmer Replacement -

Problem in your 9 May issue, in
which we note that vou indicate the
Summerfield Band Concerts have heen
used as a substitute program for the
Fibber WeGee and Holly show doring
the summer period.

We have never sponsored the Sum-
merfield Band Concerts as a summer
replacement show, although we have
sponsored  summer musical  replace-
ments, such as the Fred Waring Shoiw.
in the past.

It is Kralt. rather than Johnson's
Wax. | believe. who have used the
SNummerfield Baud Coneerts a~ a sum-
mer replacement.

C. E. DARwWENT

Ass’t Advertising Manager
S, C.o Johnson N Son, Iae.
Racine. Wise.

"OPRY" AUDIENCE

I {eel somewhal of a

“grandpappy”
of vour reeent folk-music series. We
are very much pleased that yon saw
fit to use a WS\ Grand Ole Opry
audienee shot to lead off part two of
the series in the 9 May issue. We are
almost as prond of onr Opry audi-
ence as we are of the show dtself,
They are very fine peaple and loval.
too. We do wish. though. that there
had been some way vou could have
credited us with the photo. We  be-
lieve it depiets heautifully the realness
of the show and the true appreeia-
tion felt for it by people of all ages.
However. let’s just econsider it water
nnder the bridge.
tPlease turn to page 6)

FIRST wome
FIRST nroors
F/RS’ IN THE SOUTH'S

FIRST MARKET

To sell Houston
and the great

Gulf Coast area

Biy KPRC
FIRST

in Everything
that Counts

prRE .

950 KILOCYCLES - 5000 WATTS

NBC and TQN an the Gulf Caast
Jack Harris, General Manager

Represented Natianally by Edward Petry & Ca.



A Sponsor Complaineg : "™

My only complaint about “Shelf-Level™ Selling at
W SATI is that our salesmen have more than they can
do covering all the potential new accounts where the
plan has smoothed their path. (2 of our salesmen added
37 new accounts out of 69 calls in support of Shell
Level Selling.)

Norman Brammall

Gen'l Mgr. — H. F. Busch Co.

Makers of Busch's Famous Sausage
o
[

. . . progressive, constructive and educational program
for the food retailers of Cincinnati.

. 1t will pay handsome dividends to the public in
bringing about more efficient and more economical
merchandising practices of retailers. It will benefit the
retailers by making better merchants out of them and,
through the efficient merchandising practices, it will
make more profitable operations; and, last but certainly
not least, is the recognition of your radio station and
its programs by the trade as the right medium for
reaching consumers and retailers alike.

George R. Dressler, Sec’y
Nat'l Assn. of Retail Meat Dealers

Your “SHELF LEVEL" plan has inspired our members
to greater sales through better merchandising methods.
We congratulate WSAT and assure you of our con-

tinued cooperation.
Mr. E. H. Strubbe, Gen. Mgr.
700 White Villa Stores

Because the "SHELF LEVEL" plan is so unique, we invite stations
in other markets to adopt it. Information on request.

55

A MARSHALL FIELD
STATION REPRESENTED
BY AVERY-KNODEL
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tContinued from page 4i

| thiuk thie series on summer listen:

ing is swell, and | also applaud your
sane attitude on TV. which we all
know is definitely here but has a while
o go yel before it reaches a truly
great segment of the American buy-
ing public.

ToM STEWART

Publicity Director

WwSsM

Yashville. Tenn

LOCAL "QUIZ KIDS"

The June issue of Radio Mirror will
tell (for the first timel how Miles
Laboratories is developing children
capable of taking part in its national
Quiz Kids show by having them appear
first in locally-sponsored shows in the
various cities which have NBC stations
that broadcast the national show.

Through a 13-week process of
elimination, with the cooperation of
school authorities, one child wins out
over 44 others. This winner is then semnt
to Chicago. with all expenses paid, and
is given a 8100 U. S. savings bond for
appearing on the national shew with
Joe Kelly. i1 competition with five
other children similarty selected from
other local programs.

The First National Bank of Elkhart
(home of the national sponsor) under-
took sponsorship of the show over
WTRC last October. and it has run
successfullvy ever since.

So far, the national Quiz Kids show
has used two panels eonsisting of local
winners, aud the sponsor believes the
sending of children from various parts
of the country will give the national
show new fresliness and will arouse
keen iuterest in cities where local shows
are developing this new talent.

OLvER 3. CAPELLE
Sales Promotion Manager
Viles Laboratories. Inc.

Elkhart, Ind.

GOOD JOB

You are doing a good job witlt your
magazine—in fact. it seems to be inr-
proving monthly.

C. ]J. Frincn
Mgr., Adv. Dept.
General Motors (Chevrolet)
Detrott
{Please turn to page 19)

.
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BROADCASTERS PROGRAM SYNDICATE

UNDER DIRECTION OF
BRUCE EELLS & ASSOCIATES
2217 MARAVILLA DRIVE, HOLLYWOOD 28. CALIFORNIA

TELEPHONE HOLLYWOOD 5869

June 6, 1949

TO ALL BPS STATICN MEMBERS:

A thousand thanks for the volume of heart-warming messages con-
gratulating us on the big "windfalll!"

Bather than thank you individually, we want to say - in thies open
letter - that we are Jjust as thrilled and hapoy as you are,
Thanking you in an open letter also gives us an additional oppor-
tunity to let hundrecs of non-member stations - wkich will inevi-
tably join our ranks - know about the "windfall" we are sharing,
and which awaits them, too.

One of you used the term "shockingly pleasent surprise" wher re-
ferring to our notification tkat, about June 30th, every member
will receive hls choice of any or all of 73 additional transcribed
prograr series (in every category) —- totalling over 3300 sides —-
over 800 hours -- original talent costs of which exceeded
$1,000,000 -- for pressing costs only! The term is more than apt!

Our acculsition of this tremendous group of proven shows for ex-

clusive use of Broadcasters Program Syndicate members constitutes

the largest single transaction in the 20-year history of the tran-

scribed program industry. A great tribute to the grest purchasing

power of station operators working together! [

Full details on the shows and comnlete information has just been '
sent to every non-member station eligible for membership (from o |
standpoint of coversge over-lep). It's all pretty fabulous, and
we'll expect your assistance in eliminating that "too good to be
true" feeling it couwld inspire in non-member stztion men who might
not reslize the full significence of thre information sent them -
urrecessarily delaying their own profit potential,

Again thanks very mch for your most welcome congcratulations.

Sincerely,




Forecasts of things to come as
seen by sponsar’s editors

0u.tlo¢;)h‘

Door-bell ringing increasing
as firms expand direct selling

Door-to-door selling i jumping by deaps and bounds.
with =everal firms that specialize in this type of selling
considering using broadeast advertising to open doors
for their erews. Fuller Brush. which had a network pro-
gram some sears ago. will use radio sparingly. and the
Groller Society (Book of Knowledge) will bhuy time to
supplement the use of the book as ghve-away on programs.
Although most direct-selling  organizations  (Real  Silk.
Stanles  Home Produets. Air-Way  Eleetric Appliance)
favor black-and-white. the ueed for extra push is making
some turn o radio and TV,

Railroad travel-trend down;
roads turn to advertising

Railroad travel. while up to new heights for Decoration
Dav weekend. contimues to he way ofl. and the roads are
nol buying new equipment. Equipment makers are ex-
pected to try to foree the issue by working with one or
Iwo roads to prove that 1919 rolling stoek will recapture
business which has shifted to planes tcomfort and speed
Lines
with new equipment will nse broadeasting to spread the

travelers) and buses (economy-minded husiness).

good word. Fhere was twice as much transportation ad-
vertising on the air in the first quarter of 1919 a~ doring
the same period of 19150 and the trend line will con.
tinue up.

Baseball U.S.'s top ambassador
of good-will in South America

Latin-American interest in bascball is turning oul to he
“Lox fanaticos™
tfans) are hot for “los bumbsz™ (Brooklvn Dodgers). and
if dollar exchange ecan be arranged. there’ll he Sonth

.50 greatest good-will ambassador.

\merican tours for manyv of this scason’s diamond stars.
Games are heard throughout the continent via shortwave,
and

have audiences that make some local broadeasters

unash their teeth,

Motor sales continue to expand.
Over 500,000 cars bought in April

Motor sales in April were the highest sinee June 1929,
with  \ntomaobile
S8 units sokl. only 28.667 of which were for export.
While May will be off dne 1o Ford otrike. production
ix expected to hokd to the over half-million mark.

Manufactiners  Association  reporting

8

Ford strike settlement indicates
fewer long industry strikes in 1949

There will be very few long-drawn-out strikes in industry
thi~ year. Settlement of the Ford strike is indicative of
the trend of thinking among the rank-and-file. Ford
strikers in the main felt that the “speed-up” excuse for
the walkout wasnt a good one. and when the company
wouldnt 1alk of a new contract until the strike was settled,
strikers were of the opinion that they were hurting them-
selves and their pockethooks.  Objective reporting of the
strike over the UAW FA station in Detroit and other
broadeasters kept the walkout free from violence and
establizhed a new Motor City strike pattern.

International GE advertising
stressing "American Way" angle

The hternational General Electrie Company is setting the
advertizsing pace for other big businesses working the ex-
port fiekd. Their printed-media advertising devotes 80%
of s space to selling “the American Way.”™ The rest is
straight GE institutional  advertising. Plans are being
set to use some of their hroadeast time for the same piteh.
The campaign startz during the third week in June.

Manufacturing, cost of living,
and national wage income all drop, but—

Though production continues to drop. according to the
Federal Reserve Board’s index of industrial production,
and the cost of living continues to slide down. what most
cconomists fail to point out is that the production slide,
the cost-of-living shide. and the slightly lower wage in-
dex balance one another to a degree that should prevent
any national catastrophe. No one factor in U8, cconomy
has become out of line too much at present. and after
labor generally has signed new contracts. business will
once again travel on an even keel.

Utilities are a bright light
on business horizon

One continued bright spot in the business index is power
consumption. which goes up and up even when manu-
facturing demands drop. That’s hecanse more and wmore
homes become eleetrified monthly. and home consumption,
being on an even heel and inereasing in per-home con-
sumption amnually. keeps generators humming.  Utilities
are inspiring manufacturers to stress how mueh cntertain-
ment i obtained from TV for three eents for several
hours. That's helping TV and the utilities. There’ll be
more advertising of this type mn the near future.

More fight wanted in
institutional advertising

Larry Appley. \merican Management Association presi-
dent, is whooping it up for more oomph. spit and vinegar
in institutional advertising.  ['s time to cut out the gentle:
manh discussions about economices in copy and get down
to cases. You can’t fight words Hke “shave-labor law™ with
sweetness and light,. Wateh trend towards fighting words
in air institutional copy i continnity clearance depart.
ments will okay them.

SPONSOR




A Good Radio Station Must Be Many Things

To Many People

e Inclu(lm

A HELP IN MAKING A
LIVING

No industry has more day-to-duay
problems than Agriculture. One day’s
weather (unless anticipated) can cut off
a scason’s profits. Hogs markcted one
day may bring dollars more than the
same hogs marketed a week later. So
a thousand little problems beset the
farmer most of them requiring study,
planning and information every day.

Beginning at five in the morning,
WLS is an accurate, dependable source
of this needed information all day long.
All markets affecting the Middlewest,
complete weather data for four states,
farm news ranging from local to re-
gional and national, world news as it
affects the farmer—all these are basic
to WLS programming and bare been
for 25 years.

608,000 farm homes have radios
and listen—in this big four-state area
where WLS provides this vital day-by-
day farm information—a belp in mak-
ing a living.

SOMEWHERE TO GO
FOR FUN

The “Vaudeville Idea™ by no means
died with Vaudeville. From the very
beginnings of radio in the twenties,
people came to radio stations to see the
performers in person. Even prosaic
newsmen were interesting to watch.
WLS has always had a rcgular studio
audience every day of the week.

890 KILOCYCLES, 50,000 WATTS, AMERICAN AFFILIATE.

6 JUNE 1949

You

But the biggest audience came Satur-
day nights to see our WLS National
Barn Dance. Building a bigger audi-
ence room in our new studio set-up in
the Prairie Farmer Building in 1929,
we thought we had this problem solved.
In no time, this space overflowed every
Saturday night-—we had to issue tickets
to limit the crowd.

Even this failed—by March, 1932,
tickets were requested for six months
ahead. So we moved to the Eighth
Street Theater and so/d tickets for 1300
seats. Still not enough. We added a
second complete show—yet today, the
theater is always packed twice a Satur-
day night, with folks turned away.

At the same time, WLS talent plays
theater and fair dates all over the
Middlewest, to record crowds (204,000
people saw our stars in the first four
months of 1949)—so in this way, too,
WLS provides its listencrs with a place
to go for fun.

PERSONALITIES TO
ENJOY KNOWING

Radio listeners, many of them, like
to énow personalities. It adds to their
personal prestige, their enjoyment of
hving. WLS answers this nced with
Chicago’s largest staff of personalities
and to make it easier for the listener
to know them, our personalitics visit
State and County Fairs, community
meetings of many kinds, make remote

broadcasts from events all over the
territory. In addition, once each year
we offcr our Family Album, filled with
pictures and stories of WLS people (it
began in 1930) and from 40,000 to
60,000 people buy them cvery January.

A MARKET FOR YOUR
MERCHANDISE

To you, a good radio station is a
market-—a region you can scll effec-
tively through a single medium. A good
radio station is a propelling force be-
hind your merchandise. So you'll be in-
terested in the hundreds of case history
success stories your John Blair man can
show you—and in these facts from
Sales Management's newest “Survey of
Buying Power™ issue:

Cook County, WLS' home county, is
again first county in America in total
retail sales, first in total drugstore sales,
second in retail food sales. Cook is
first county in America in effective buy-
ing income.

Of the nation’s top 200 counties in
gross cash farm income, 38—yes 38
of them are located within the borders
of our most intense penetration—the
region where BMB shows us with over
50°¢ listenership.

To hind out just what this radio sta
tion has been to hundreds of advertis
ers over twenty-five years of selling and
service, call 4 John Blair man—or call
us at MOnroe 6-9700, Chicago. Do it
today.

The

PRAIRIE
FARMER

STATION

CHICAGO 7

REPRESENTED BY JOHN BLAIR AND COMPANY,

e e e e 2t et —— —







Touché!

To get the heart of New England,
get on WEEI. Because “Columbia’s
friendly voice in Boston” delivers the
biggest audience during 23 of the
28 quarter-hours of local programs
broadcast every weekday opposite
competing local shows. Taking the
entire week—sign-on to sign-off—

WEEI commands the highest
rating more often than all other

Boston stations combined!*

Want some pointers on how you can
use one of these top-rated local
originations to foil your Boston
competition? Get in touch with us or
your nearest Radio Sales office.

*Puise of Boston, Mar.-Apr., 1949




for profitable

selling —
INVESTIGATE

LANCASTER
PENNA.

Dr. Geoege . Banting

Mr. Sparns('rr

Chairman of the Board
Noxzema Chemical Co., Baltimore, Md.

Searching. knowing. doing—-thal sums up in a nutshell the mental
attitude of a man who abandoned two careers to found a new busi-
ness at an age when most men are thinking ahead to retirement.
| Dr. George A, Bunting was nearly 50 when he incorporated the
Noxzema Chemical Co. in Maryland in 1917 and opened a small
plant in Baltimore.  Ue experimented with seleetive radio in the
arly thirties and was among the first advertizers to recognize the
pulling power of quiz programs (he sponsored Professor Quiz in
1938). Sales inereased steadily over the vears, reaching an all-time
peak last yvear of over §1000.000, with a net profit of $163.491.
| Learning what he eonld about people’s needs. then doing some-

thing about it was. and is. ax natural as breathing to George Bunling.
This very quality. however. once nearly put Noxzema out of busi-
ness.  Noxzema's formula had heen born in the back-room lahora-
tory of young Dr. Banting’s Baltimoere drugstore in 1911, He got
READING the inspivation to add a medication 1o vanishing eream. which was

FENMA. just coming onto the market.  This gave him a greaseless. snow-
white sunburn lotion that quickly began to outstrip itx “messy™
compelitors, Dut there was a definite eeiling to the produet’s sales
as a sunburn lotton, ax well as a remedy for various skin irritations
(the lotion gol itx name from a customer: it knocked my eczema™).

Women customers  reported Noxzema  wonderful for chapped
hands. for complexions. ete.: en extolled it as a shaving eream.
EASTON Dr. Bunting decided to advertise Noxzema for these beanty uses.

PENMNA. Sales shot up. At this point the government stepped in and claimed
back cosmetic excise taxes on Noxzema.  Noxzema as merely a

remedy for <kin ireitations had not been subject to the exeise tax.

Represented by Advertising was cut until Noxzema patd a 82.000.000 impost.

_‘;\‘w"’/& ROBERT ME EKER Dr. Biting works ('l()ie('].\ with his advertising (-unnsv!. Rn_\m.un(]
;:.‘: ASSOCI ATES I. Sullivan (Sullivan, Stanfler. Colwell & Bayles)y. They joined
New Yark 5 Chicago forces in 1923, and Sullivan later hecame a divector of the com-
San Francisco  «  Los Angeles pany.  With sules and distribution justifying network radio cover-

age by 191E Dr. Bunting tarned over the main =elling job to Lionel
Barrymore in Mavor of the Town. Sales shyrocheted.  Last vear.
with Gabriel Tleatter ax an added starter. radio got nearly $500.000
of a R1.250.000 advertising hudget.

Clair R. McCollough
Managing Director

STEINMAN STATIONS
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IS YOUR THINKING
IN A SUMMER SLUMP?

It must be! ... if you believe business fallz off in sunmier in the Duluth-Superior Manr-

ket.  Actually. June-July-August business is better.

That's because lndreds of thousands of free-=pending tourists vacation in this arca.
gy . . . .

ey provide important bonus business for the advertiser alert enough o reach them
while they’re doing this extra spending.  We've figures a-plenty to prove this—hut

just take it from ns, it's a fact.

There's sull time for you 1o take advantage of the summer bonus business in the Duluth-

Superior Market. Ask us how.

WEBC - puLutH-suprerior -  KIDAL

NBC MINNESOTA WISCONSIN CBS
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Remember the
story about...

that grew
and grew and grew?

Fabulous, isn't it, the way
the list of prizes grows in
the big jackpots? Equally
fabulous is the growth of
WWDC in Washington.
From a small beginning,
WWDC has grown into a
huge power for producing
economical results in this
rich market. Get the whole
story from your Forjoe man.

WWD(

AM-FM—The D. C. Independent

Regresanted Notionolly by
FORJOE & COMPANY

New developments on SPONSOR stories

See: "How terrific is tronsitradio?”
p.s. |ssue: September 1948, p. 44
Subiect: Number of advertisers using transit
broadcasting is growing rapidly

ln the 11 months since regular use of transit broadcasting was in-
augurated on 10 July. 1948, in Covington. Ky., the Lst of sponsors
who have turned to the mobile advertising medium has lengthened
considerably.  According to a compilation released 13 May by
Frank E. Pellegrin. viee-president in charge of sales for Transit
Radio. Inc., 355 advertisers—national, regional, and loeal—were
FM-selling their produets over the speakers in the public transporta-
tion systems of ten eities,  The latest figure represents an inerease
of 145 over the 210 sponsors using transitradio in February.
* Aecording to Pellegrin. the rapid advanee in the number of new
advertisers. as well as the number who renew, is “amazing and
most encouraging.” He reports that quite a few have achieved
“spectacular results,” while others. including large national adver-
tisers sueh as Swift & Co., Fitch Shampoo, Household Finance Corp..
and Esquire Publications, are trying it out experimentally.
Pellegrin feels that the low cost for a ecounted audience (809¢ of
the country’s population. 15 years and older. are transit riders).
plus the shift to a buyer’s market, is responsible for transitradio’s
growth, He states that it is especially significant that this latest
compilation (of sponsors using the medium) shows a very large
number of advertisers who were previoush cool to AM radio, par-
ticularly in the large department-store and retail-speecialty ficlds.”
The ten eities in which transitradio is now in commercial opera.
tion (there were three when the medinum debutted) include: St
Louis: Washington, D.C.: Cincinnati: Houston. Tex.: Tacoma.
Wash.; Des Moines. la.; Huntington. W, Va.; Topeka. Kan.; Wilkes-
Barre. Pa.. and Bradbury Heights, Md.  New transit broadcasting
outlets will shortly be operating commercially in Woreester, Mass.;
Evansville, hud.; Allentown-Bethlchem, Pa.; Kansas City, Mo.. and
Bahtimore, Md. Negotiations for franchises are also underway
in a number of other key cities.

~ See: “How stations merchandise™:
'S' lssue: 28 February 1949; 28 March 1949

Subiect: WCOP, Boston, and WSAI, Cincinnati,
aggressively merchandise autos, meat

Despite a general lack of merchandising initiative on the part of
most 118, radio stations— less than one-fifth do any real productive
promotion of their programs aud sponsors—those that do nsually
¢o all-out in that direction.

Boston’s WCOP is a prime example of the lengths to which a
merchandising-minded station will go.  There is noue of the staid
quality custoniarily associated with Bostonians in the manner in
whiclk WCOP derives benefit both for itself and its eliems through
such regular merchandising activities as personal dealer ealls and
dealer mailings, display space for air-sold products in studio win-
dows. and heavy publicity campaigns and courtesy announcement
schednles.

WCOP feels a real sense of responsibility to Hub City merchants
and dealers.  Typical was its participation in the 1919 General
Motors Transportation Unlimited show in Boston.  The station gave
the exhibition full coverage as a public-serviee feature. and as new
models were displayed. staged a series of broadeasts (via wire

{Please turn to page 13)
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PORT B NGELES gives us another example SANTA ARBARA 1= full of Spanlsh nenories

of how ABC goes inzide, outside and all around the and the kind of free-wheehing buyers you ean’t afford to
towns. In this Washington paper, pulp and timber een-

ter, 67% of the radio families listen regularly to ABC.

overlook. And you don’t,amigos. when you sellon ABC:
89% of itx rahio families are ABC fans.according to BMB.

On the coast you cant get away from

ABC

FOR COVERAGE...ABC’s booming Pacifie network
delivers 228,000 watts of power—19.250 more than the
second-place network. This power spells coverage —
ABC primary service area (BMB 50% or better) covers
96.7% of all Pacific Coast radio homes. And ABC<
Coast Hooper for 1948 was up 9% or better both day
and night.

L}

FOR COST...a half hour on ABC's full 2 1-station Pacifie
network costs only $1,228.50. Yet you ean Iy as few

as D stations for testing or conceutration. And ABC
is famous for the kind of audience-building promaotion

SANTA RUZ is a fine place to speml a seaside that helps slice: the cost-per-listener.

weekend or prove that ABC reaches them all, the big
markets and the small. For BMB says that in Santa
Cruz 77% of the radio families tune regularly to ABC.

Whether you're on a const network
or intend to be—taltk to ABC

New Yonk: 7 West 66th K¢, - TRefalgar 3-7000—=Drrxorr- 1700 Strob Bldg, « CHerry 8321 = Ciicaco: 20 N. Wacker Dy,
DElaware 1900—Los ANcrLrs; 6363 Suneet Blvd. - I1Udson 2-3141 —Sas Francisco: 155 Monigomery St. « EXbrook 26544

AB PACGIFIC NETWORK
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y Gontour ¢

POWER| *AREA I ";PO;:-"‘V 7 —:;;707
[N'GHT”ME J (watts) l;q. Miles| Add 000 Cg::;oumr Rate
= ‘» L L L
KFH . 5,000 8,420| 385.0| 2.3 |$24.00
|
| ]
STATION B | 1,000 750 159.8 6.55 12.20
g I -
STATION C 1,000 448 129.1 8. |I 12.75
—=
STATION D 250 150 1248 | 129 7.50 |
' |

*Rates are based on 3 Class A station breaks
weekly for 52 weeks.

Night Time

The KFH nighttime service area is
about 11 times the area and the pop-
ulation served is about two and one-
half times the population of its
nearest competitor. KFH nighttime
power is 5 times the power of its
nearest competitor. The big buy for
nighttime programs or spots is KFH
in Wichita.

*The information pertaining to the area in
square miles and the population included
within the various contours is taken from
data filed under oath with the Federal
Communications Commission by the respec-
tive stations. For cach station, the night-

time contour represents the area served
FREE OF INTERFERENCE from other

stations.

KFH
-FM

5000 Watts- ALL the time

REIPREISINTED NATIONALLY BY IDWARD PITRY & CO., INC.

WICHITA, KANSAS

(BS

SPONSOR
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_ New on Networks

New and rene:

PROGRAM, time,

start, duration

SPONSOR AGENCY NET STATIONS
American Bakeries Co Tucker & Wayne AlC 35
Goupel Broadcasting Assn 1. R. Alber ABC 272
Greystone Presa 1I. B. Humphrey Mnis 63
Gruen Watch Co Grey NBC 163
Lee Pharmacal Co Dancer-Fitzgerald-Sample cBS 169
Voice of Prophecy Inc Western ABC 100

(Fifty-two weeks generally means @ 13-week contract with options for $ successive 13-week renewals.

of any 13-week period)

Renewals on Networks

Lone Rangcer; MWF 7:30-8:00 pm; June 13; 65 wks

Old Fashioned Revival llour; Sun 8-% am; June 19;
52 wks %
Mr. Fixit; Sun 5:30-3:45 pm; June 5; 13 wks
Sun 7-7:30 pin; Aug 14; 52 wks
Arthur Godfrey; MTWTF 10:15-10:30 am; May 30;
52 wks

Yoice of P’rophecy; Sun 9:30-10 am; June 19; 52 wks

It's subject to cancellation at the end

PROGRAM, time, start, duration

SPONSOR AGENCY NET STATIONS
General Mills Inc Dancer-Fitzgerald-Sample ABC 185
General Mills Inc Tatham-Laird ABC 239
Liggett & Myers Tobacco Newell-Emmett CBS 175
Co Inc
Procter & Gamble Compton NBC 143
Prudential Insurance Co. Benton & Bowles CBS 148
Williamson Candy Co. Aubrey-Moore & Wallace MBS 492

National BI‘O(Id((ISf SGIES Executives (Personnel Changes)

Betty Crocker Magazine of The Air; MTWTF 10:25-
10:45 am; May 30; 52 wks
Breakfast Cluh; MTWTF 9-9:15 am; May 30; 32 wks

Arthur Godfrey; MTWTF 11-11:30 am; May 30; 52 wks

Truth And Consequence; Sat 8:30-9 pm; July 2; 52 wk«

Prudential Family Hour; Sun 6-6:30 pm; June 35;
52 wkx

True Detective Mysteries; Sun 4:30-5 pm; Sept 4; 5!
wks

NAME FORMER AFFILIATION

NEW AFFILIATION

Robert Ralfour
Robert L. Burns
Myron Coy

WRBC, Flint Mich., mgr
Rural Radie Co, Chi., mgr

Everywoman's Magazine, N. Y., adv dir
WTOP, Wash., acting sls dir
Forjoe, N. Y., sls acct exec

WWJI, WWI.FM, WWJ-TV, Detroit, asst sls
mgr

WI1KK, Erie Pa., sls mgr
WWI, WWI-FM, WWJ.TV, Detroit, sls mgr

Paul V. llanson
George Hartford
Bernard Howard
Wendell Parmelee

John Rossiter
Willard Walhridge

Sponsor Personnel Changes

Forjoe, Chi., sls mgr

WRFD, Worthington 0., natl sls mgr

WIBYS, Canton (., asst mgr, sls mgr
Storecast Corp of America, N. Y., sls, adv Jir
Same, sls dir

Same, sls mgr

Same, sls mgr

WICU(TV), Erie I'a., sls mgr
Same, gen sls mgr

NAME FORMER AFFILIATION

NEW AFFILIATION

C. W.
Lawrence D. Ballew

Anderson Montgomery Ward & Co., Chi., mail-order mgr

P. G, Byrnes

R. Richard Carlier
Francis L. Congdon
Ben R. Donaldson

Jacoh Ruppert Brewery, N. Y., adv mgr
Maxon, Detroit
Ford Motor Co., Detroit, adv mgr

® In next issue: New National Seleetive
Advertising Ageney Personnel Changes.

Business.

Same, vp

Brewing Corp of America, Cleve., gen sls mgr
Brewing Corp of America, Cleve., adv mgr
Bigelow-Sanford Carpet Co Inc, N. Y., adv mgr
Altes Brewing Co, Detroit, adv, ndsg dir

Same, adv, sls prom dir

New and Renewed on TV

Station Representative Changes




2,

X
s

Sponsor Personnel Changes (centinuea)

NAME FORMER AFFILIATION NEW AFFILIATION

Morris Ginsherg Montgomery Ward & Co., Chi., soft lines Same, vp
mdse¢ mgr
Bowman Gray R. J. Reynolds Tohacco Co., Winston-Salem. Same, vp
N. €., asst sls mgr, dir
B Robert . Ilirschhoeck John Graf Co, Milw. sls mgr Blatz Brewing Co, Milw., sls prom mgr
James A. Kirkman, Jr. Ellington, N. Y., mdsg dir Welch Grape Juice Co, Westfield, N, Y., vp, «ls, adv dir
. A, Mascey Montgomery Ward & (o, Chi., retail mgr Same, vp
0. Parker McComas Philip Morris & Co, N. Y., exec vp Same, pres
James W. Rayen Vacuum Foods Corp, N. Y., adv ingr
D. G. Rus<ell Superior Coach Corp, Lima, 0., adv mgr Same, adv, sls prom mgr
J. €. Wagner Montgomery Ward & Co, Chi., houschold lines, Same, vp
appliance mgr
J. A. Wehher Montgomery Ward & o, Chi.,, hard lines mdse Same, vp
mgr
John Woodruff Colonial Airlines Inc, N. Y., sls mgr
>
w

New Agency Appointments

SPONSOR PRODUCT (or service) AGENCY
Accent Shoe (o, St. L.. e ..Women’s shoes.. .. .. . SR Olian, St. L.
Air Purification Service In¢, Newark N. J.. .Glyeol vaporizers. . . . . . ... M. llickerson, N. Y,
:-% Alhers Super Markets, Cinecio.. .. .......... ....Super Markets. ... . R R Ilugo Wagenseil, Dayton
Ambrosia Brewing Co, Chio.... . . . .. ... ....Neetar Premium heer ... Malcolm-Tloward, Chi.
American Tobacco Co, N. Yoo . ... ......... ... Roi-tan cigars... .. . ... . . .. ...Lawrence (. Gumhinner, N, Y,
American Wine Co, Beverly Hillx Calif.. .......... Cook’s Imperial Champagne. . ... ........ Foote, Cone & Relding, L. A.
Aunt Mid Co, Chi.... .. ... ... v, ....Pre-packaged vegetahles ..Schwimmer & Secott, Chi.
i Barharo's Beauty Creme Shampoo, N. Y. Shampoo ........ . .Borough, N. Y.
§ Beer-Bop Inc, N Yoo i i Beer shampoo.... .. ........ .. .. .......... L. 1I. Martman, N, Y. ‘gg
3 Brownell & Field (o, Providence R, 1...... ... .. ..... Autocrat Coffee. .. ... ... ... .......... Horton-Noves, Providence IR, 1. o-a?,
C. & G. Tool (o, East Orange, N. J. .. ....... ..... Magnc-Rotor, TV antenna lurning unit...Levy, Newark N. 1. : z-ﬁﬁé
James B. Clow & Sons, Chio....... . . ..Pipex, radiators, plumhing, heating E fﬁg
4 equipment . . ... ...l Buchanan, Chi, FR
; Daland's Vitamin Co, Wilmington Del.. VIAMINS oo Yardis. Dhila. o
Dill Co, Norristown Pa........ ... .. insecticide. . ................... .. Street & Finney, N. Y. }%1
Dominion Textile ("o Ltd, Montreal..... . Textiles . ... .. .. ... .. ... . ... .. Irwin Viadimir, N, Y, .;-_;ﬁé
Du-Al Mfg Co, Sioux Falls S, D... ... Duplex action loader, stacker.. .......... Erwin, Wasey, Mnpls. ?532
Ficor Tne, Chio. .. ... .. .. ... ... .. Rotary electrical appliances. ... ... ...... . . Fogarty, Chi. e
Front-Butler Corp, Cincio........... . Tire distributor . ... ... ... .. Associated Advertising, Cinci.
Rohert W. Gray Co, Camhridge Mass, Real estate. .. ... ... iiiiiiaa.. Mike Goldgar, Boston
leifetz Pickling Co, St L., ... o Pickles . .. Lol L Ilarold Kirsch, St. L.
floffinan Radio Corp, L. A.... N Radios .. . L Smith, Bull & McCrecry, I1'wood.
Hlineis Watch Ca<e Co (Elgin-American div),
Elgin HML.... .. .......... L B .American Beauty line. ..... ... ...John W. Shaw, Chi,
Joho Food I'roducts Inc, N. Y.. . IPanak, preparcd mix for potato
puffs, piancakes........ ..... Lester L. Wolff, N. Y.
Kerwin, Shane & Young, L. A.. . Sentinel radio, TV distributor. .. David 8, Hillman, L. A.
l.a Primadora Cigar Corp, N. Y... CIgAars ... . Pedlar & RRyan, N. Y.
Thomas 1. Lipton, lleboken N. J. .. .Frostee Frozen {essert Mix. . Ruthrauff & Rvan. N. Y., test campaign
Macrae Smith Co, Phila.. .. .. Book publisher. ... ... ... ... ... . Werthecim, Phila,
Pacific Can Co, S, Voo oo o0 .. Beer in canx... . ...l Biow, 8. .,
I'almer Chemieal Co, Geargetown Tex. All-purpose plastic hase polish. _Kamin, llouston Tex.
Peirce School of Business Administeation, Phila. School ... .Gray & Rogers, Phila
Prudential Insurance Co of America, L. A.. Insurance ... ..o Botsford, Constantine & Gardner, 1. A,
Rand Vacuum Centers. N. Y. ... .. o Vacuums ... . ... l.eland K. Howe, N, Y.
David Rodes Ine, N Y,..... . . Inflato Toyx o 1. W. Fairfax, N. Y,
Santa Clara County Medical Society,
Santa Clara Calif....... .. . Lo Anstitutional . . Benet llanau, San Jose Calif.
Schick lone. Stamford Conn... . ... Flectric shavers. . . . 5 BEDLO, N, Y,
S. A. Schonbrunn & Co Ine, No V... Medaglia D°'Ora Coffee. . Gordon & Mottern, N, Y.
Shanghai Syadicate Ine, S, F. . Teas ........ . Botsford, Constantine & Gardner, S, F,
Sherwood Gardens, Portland Orc. .. Nursery .. ... . ..... Ra-Ad, S, F.,
Rohert Smith Mfg Co, L. A.. . Nylon Dhip. powder solution for nse
in ringing nylon hose. .. ... .. Walter L. Ruhens, Chi.
Stewart-Warner, Chi.. .. Radio, TV...... L . O'Gradyv-Anderson. Chi.
Sun-Ray llair Preparations Co, N, Y. Hair preparations. ... .. . Casper Pinsker, N, Y,
Texas Co, N, Yoo .. .. . IPetrolenm  prods .. . Erwin, Wasev, N. Y., for industrial ads,
Texaco Star Reporter pgm in Texas, Texas
Billings News pgm in Montana
hudner, N. Y., for Metropolitan Opcra
Weatern Pacifie Radroad, S, F.. Railroad . Harrington, Whitney & Hurst, S, F.
Westward Ilo Nurseries, Oroville Calif. Narsery Ra-Ad, s, F,
Wilhur-Suchard Chocolate Co, lLititz Pa. Candy .. Foltz-Wessinger, Lancaster P’a. :;.:.;
Worcester Salt Co, N, Y. . Salt . : Mitchell-Faust. Chi. }

g
i




YOU MIGHT LAND A

(Continued from page 6)

CARICATURES

Some time ago your company  dis-
tributed a series of cartoons. suitable
for framing. entitled. Acecount Execu
tive, Spousor, Time Buyer, ete. My
cood friend Bill Ware—manager of
radio station  KSWI — thought you
might be willing to send or sell a set
of these cartoons to an interested adver-
tising agency.

With this in mind. I am writing to
inquire as to the present availability
of these referenced cartoons, and to
ask you to either send me a set. or
«quote me the price of purchase.

. H. FiLBERT
President
Stuart Potter

Council Bluffs, lowa

@ SPONSOR's set of Jaro Hess caricatures is
available with a new or renewal subsceription.

“LAMENT" SERIES
Would vou please seud us the titles
of vour radio Lament articles which
have been run to date, together with
the dates and issues of sPoNsor in
which they were published.
Mary DBOWERs
WLOL
Minneapolis, Minn.
@ There have been numerous requests for the
Lament series which ran in 11 consecutive issues
from June, 1948, thru 28 lebruary, 1949. We'd

like to know whether our readers would like these
combined and reprinted in a single booklet.

WORRIED RE BAB

1 am just as happy as vou are that
BAB has been oflicially constituted,
and that the proponents of sales pro-
motion have finally won their point.
But | am a little worried, and I think
you should be also, over the possibility
that, having won the fight for recogni-
tion, we may be tempted to rest on our
laurels, and may fail to consolidate
our gains.

Isu’t that what happened to BMB?
Didn’t it lose its original momentum
because its proponents didn’t fight
hard enough for ? Wasnt it mix-
understood and misapplied hecause
those who knew its value failed to ex-
plain it properly?

Let's not do that to BAB. Let’s
define sales promotion. Let's describe

(Please turn 1o page 36)
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12° 8" BLACK MARLIN™—

BUT...

YOU WON'T
NET MUCH
IN WESTERN MICHIGAN
WITHOUT WKZO -WIJEF!

If you want to cateh any substautial radio audience in

Western Michigau. you've got to use stations within the area.
.« . The reason: OQur half of the State is bloeked off from
surronnding areas by a peeculiar, impenetrable wall of
fading™ that distorts the signals of even the most powerfnl
“outside™ stations. Consequentlv. Western Michigan people
depend almost entirely on their own nearby stations.
Within the Western Michigan area. advertisers have one
sure-fire  combination: WKZO. Kalamazoo and WJEF.
Grand Rapids. BMB audience figures prove it for our rural
arcas—and in Kalmnazeo and Grand Rapids themselves,
WKZO-W JEF deliver 41.5%; more listeners for 209, less

cost than the next-best tico-station combination!

Write to us. or ask Avery-Knodel, Inc.. for Hoopers, BMB
figzures, and all the other evidence of WKZO-WJEFs
superiority in the rich Western Michigan market.

H In 1926 Laurie Mitchell yot one this lony, weighing 976 pounds in Bay of Islanda.

New Zealand.
WK0 WJEF
/Juz‘ 1N\ GRAND RAPIDS

JPedl" m KALAMAZOO

and GREATER WESTERN MICHIGAN AND KENT COUNTY
(cns) (css)

BOTH OWNED AND OPERATED BY
FETZER BROADCASTING COMPANY

Avery-Knodel, Inc., Exclusive National Repre sentatives




“Put your message where the money is,”

...said Mr. Jamison

Our man Jamison was talking to his friend Advertiser Y, who,

hike all good businessmen, is of a mercenary turn of mind.

Adveruser Y sells a high-priced item . . expensive costume jewelry,
to be precise, which appeals only to certain tastes and never to

uncertain pocketbooks.

Large cities, where they do a lot of dressing up and spend freely
tor handsome baubles, are your primary markcets. my friend,”
said Mr. Jamison. “And Spot Radio and Television are your

primary media. Put your message where the money is!”

Mr. Jamison's advice applics to a lot more than costume jewelry.
Though all markets are not as highly sclective as Adveruser Y's,

most ot them are selective enough to make the careful use of

Spot Broadcasting an intclligent advertising

choice. indeed.

For ycars Weed and Company has been
helping intelligent and successful

adverusers—via Spot Broadcasting

I!_ - j - :T
= | { o‘ooz °s
—to put their message where
. | =
the money is. =
S —

radio and television
Stalion re/)rc{fe/zlzztivaf

new york . boston . chicago . detrort

da 1l (l C O1m 1) a 1 y san francisco . atlanta . hollywood
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The national ratme problem

Research services tend to release reports which

coninse rather than explain whoe is listening

; . & The problem of national
{_ ratings is not that they are

misunderstood by those
who pay for them. but that they are
misused by the great mass of ageneies,
talent, and sponsors to whom they are
(1o use the verbiage of the rescareh
organizations that produce them) boot-
legged.

It is also true that many advertising
people. in organizations subscribing to
the two national ratings and who will
subseribe to three (Hooper will have a
TV projectable national rating some-
time this month), do not know the
limitations of the figures they throw
around so knowingly.

As long as Hooperatings remained

6 JUNE 1949

program popularity indices and were
nol projectable, and Nielsen (NRI) was
supposed to be representative of abowt
05% of the U.S. on a projectable basis.
there was little confusion. Advertisers.
when they asked. were told that there
could be wuno ecorrelation  hetween
Hooper and Nielsen reports because
they were not studies of the same
things. When Hooper decided 1o de
velop a U1.S. Hooperating” and Niclsen
to expand his sample ~o that it was
representative of the entire nation tex-
cept Mountain states ). then the trouble
hegan.

In 1918 the third U.s. Tooperat-
ings were announced covering January
February. 1949. Thev were released

in April.  Nielsen announced, during
the same vear, that his reports would
be national starting with the week of
6-12 Mareh. It was to be expected that
advertisers would compare the two sets
of figures. despite the fact that one wa
an average for two months and the
other a report for a single week
week during which Tooper doe~ not
interview.

Advertisers did not  question that
there would be a difference in the re-
ports but they were disturbed to find
programs hike Big Town ranked 13 by
{looper and 30 by Nielsen. Beeause

|‘ ae { L ciden tele

L
reports from cities and diary reports from
the rest of the nation.
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This is what Nielsen ratings are made of
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NIELSEN AUDIMETERS REPORT ON TAPE OR FILM MINUTE-BY-MINUTE LISTENING. “MAILABLE" TYPE PAYS MAILER 2 QUARTERS

mozt policy men at advertisers have

Five weaknesses of U.S. Hooperatings neither the time nor the desire 1o be

stndents of rescarch. they do not 2o
hevond the first figure preserted to

I. They combine information of different nature—diary and them. Big Town. a'though rvanked 13.

telephone coincidental ratings
2. They are an average for a two-month period

2. They are outdated when released

was 1S, Tooperated at 15.79 with an
audience  of 0.5300,000 homes. Big
Town in Nielsens 6-12 March report
was rated FLE with an audience of
5.305.000. Sinee it is normal to expeet
less lHstening in March than in Janu-
ary-February  ttop audienee months)

1. They use telephone homes as a base the difference between the two ratings
i» not as out of line as the difference in
3. The diary sample is neither random nor stratified raunk order (13 vs. 500 seems to indi-

cate.
Nielsen reports a number of dif-

Fire weaknesses of Nielsen ““National™ ratings

I. The "advance’ ratings are frequently different from the requ-

lar report

2. Leaving out the Rocky Mountain states, and adding their 39,

ferent ratings for each program. re-
serving for the Nielsen Rating title the
figure which represeuts listening to a
program for a period of <ix minutes
or longer. e also veports Average
Audience. which researchers feel s
comparable with the statistical Dasis
used in Program looperatings. The

to Pacific sample gives report a West Coast bias latter represents. in 36-city telephone
homes. the listening per “average min-

3. Unusable tapes each month make each month's sample slightly me”” Sl a third figure included in
different Nielsen’s NRI “pocket piece™ is the

Total Audience which represents the

1. Size of audience per set-in-use is not known audience that Ustencd to am or all of

“Nielsen" home

3. "Mailable’ tapes may stimulate more than normal listening in a

a progriam.

Since it i= Nielsen's “pocket pieee”
and Hooper’s “pocket picce™ that s
carried around by nost  salesmen.
agenes executives, and radio men in
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This is what U.N.

Hooperatings are made of
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COMBINATION OF DIARY (LEFT) AND TELEPHONE (RIGHT) REPORTS ARE USED TO COVER THE NATION TWICE A YEAR

general. this report will not endeavor
to go into information ineluded in
Nielsen’s 1,000-page monthly report.
This voluminous report includes such
information as “*‘commercial exposure.”
“audience flow.” “cumulative audi-
ence” (listener turnover). “homes-per-
dollar.” and so much data that it re-
quires a sizable stafl to extract and
digest the information at hig sponsors.
Sponsors of one or two programs do
not hope to cope with the full report
and use it for reference purposes.

At one time it was Hooper’s plan
to include in his regular semi-monthly
network program popularity “pocket
piece” U.S. Hooperatings for each pro-
gram as well as popularity ratings. He
has since dropped this plan. since the
fast changing radio scene does not per-
mit yesterday’s projections to mean
very much today. U.S. Hooperatings
are indicative of how national listen-
ing to programs compares with the
36-city Program Popularity Hooperat-
ings. Walter Winchell. was who fourth
in the combined
popularity rating.

January-Feburary
was tenth for the
same period in Hooper’s U.S. Ratings.
Amos ’n’ Andy, eleventh in the popu-
larity index. was sixth in U.S. Hoopers
with an audience of 7.073.000 homes.
Nielsen gives the team 8.089.000
homes in his 6.:12 March report. If his

( Please turn to page 67)
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NRI vs. UNS. Hooperating “Top Twenty™

Rank Order

Name of program us.. L

Hooperating® Hooper Nielen | Rating
Lux Radio Theater 23.33 2 1 29.9
Jack Benny 24.26 1 2 25.9
Godfrey's Talent Scouts 19.64 5 3 24.5
Walter Winchell 17.78 10 4 24.1
Mr. Keen n.r. n.r. 5 23.6
Fibber McGee and Molly 23.31 3 6 229
My Friend Irma 17.82 9 7 2255
Suspense 16.78 12 8 22.2
Amos 'n' Andy 18.80 6 9 21.5
Bob Hope 21.27 4 1 211
Mr. District Attorney 17.84 8 10 21.1
Crime Photographer 15.03 17 12 20.6
FBl in Peace and War n.r. n.r. 13 20.0
Stop the Music (8:45-9 p.m.) 16.97 11 14 19.6
Stop the Music (8:30-8:45 p.m.) n.r. n.r. 15 19.5
Sam Spade n.r. n.r. 16 19.4
This Is Your FBI n.r. n.r. 17 18.5
Duffy's Tavern 18.43 7 21 17.9
Mystery Theater 15.02 18 18 18.4
Fat Man n.r. n.r. 19 18.3
Inner Sanctum n.r. n.r. 20 18.3
Big Town 15.96 13 50 14.1
Phil Harris-Alice Faye 15.79 14 28 16.4
People Are Funny 15.74 15 26 16.7
Great Gildersleeve 15.14 16 35 15.6
Burns and Allen 15.00 19 36 15.6
Your Hit Parade 14.88 20 58 12.8
* U.S. Hooperatings are average for months of January-February 1949,
t Nielsen Ratings are for week of 6-12 March. the first National Nielsen ratings.  They

represent total audience of over-five minutes.
n.r.—not released.
s
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IT WAS PILES OF CORN COBS LIKE THESE THAT PRODDED ART SEBRING

S _:g.?‘f

INTO DOING SOMETHING ABOUT TURNING A WASTE

SEZ: sagq of Amertcan meenuity

The wonder story of Art Sebring and a

Into the two-by-four kitchen

of his small cafe in Minne-

sota’s Redwood Falls march-
ed Art Sebring recently. anned with
a sack of corn cobs from a nearby
seed corn plant. his grandmother’s fam-
ily recipes. and a bright idea. Sebring,
a 5l-year-old. barrel-chested, hifocaled
Miunesotan with the pionecr spirit of
a Horatio Alger hero, was making his
latest effort to create something use-
ful from what was generally regarded
as being useless.

Back in the days of the carly
Florida land boom, when he was an
aggressive young man of 27, Sebring
had heen a partner i a construction
firm that Orlando
swamp into a race track. lLater. in
the emly 1930°s. Sebring had built an
oil refinery in the middle of a yural
community in Idaho. At the close
of World War 11 in 1915 Sebring
tackled the honsing shortage in Red-

transformed  an

wood Falls by building low cost Gl
homes (83.500-812.000) from lnmber
cat from an old coal dock. some rail-
road and several oul-

noded grain elevators that e had dis-

waler lowers.
mantled and hauled to Redwood Falls.
Ite had started. 1oo. an amto-parls sal-
vage firm. ;-'(-n('m”\ felt 1o save the
molorists of his community a lotal of
%250.000 ammallyv.  \x full
onnsel for youth as Benjamin Frank-

of save

lin. Sebring recently looked around at

the economy of the commnnity  and

24

snorted: “You young fellows give up
too easy. Nothing is impossible
i’s just that some things take a little
more figuring!™

As he started a cooking fire under a
pan full of corn cobs, fresh from the
waste pile of the DeKalb Seed Coru
drying plant, Art Sebring was ofl
again. In his wmind was a picture of
his grandmother, a pioneer spirit who
had moved her family from the maple-
sugar bush country of Michigan to a
farm in South Dakota. She had grown
up in an area where maple syrup was
plentiful. cheap. and a kitchen staple.
In South Dakota, things were differ-
ent,  Maple syrup for the family’s
waflles and buekwheat cakes was liter-
allv an itmported luxury. Grandma
Sebiring gol busy with some corn cobs.
sngar. and flavoring in her kitchen one
dav. The result was a corn-cob syrup
that smelled vaguely like molasses, hut
which tasted and had a like
maple svrup. From time lo time, Art
Sehring had thought about putting his
grandmother’s veeipe {which became
somewhat famous i a local wav) into
commercial production. In carly 1019,
he was ready to try.

lle tried ont samples of his test
batch on neighbors. who pouved it
liberally over the flapjacks that form
the basis of =0 many winter break-

('()l()l

fa-t= for hard-working Minnesota fami-
Eversbody  liked i, Sebring
sent ofl some samples of his con:

ll(‘h.

mountain of corn cobs

coction to the University of Minnesota
for analysis. The tests were extremely
encouraging. and gave the corn-cob
syrup a clean bill of health. A private
chemist, hired by Sebring, now begin.
ning to feel the excitement of a new
project. backed up the findings of the
University.

Sebring decided then and there. on
the basis of the tests and the good
reaction he had gotten from his home-
made  “consumer panel,” that he
would take the plunge and put the
corn-coh svrup his grandmother had
invented on the markel. Sebring need-
ed a name for the new product, some-
thing that sounded short and snappy.
something which any housewife could
remember.  He decided on the name
SIZ. which seemed to fill these speci-
fications. and then moved the infant
svrup business out of the kitchen of his
cafe and into temporary quarters in
a weighboring building that stood va-
cant dnring the winter and spring
months.

It was at that peint that Sebring
ran head-on into a problem that has
plagned many a =mall manufacturer,
anxions to bring out a new prodnet
on the consumer market. 8157 had no
sales force. no distribution. no adver-
tising. and no acceplance.  Avt Sehring
could not go ahead expanding his
operation until there was some assur-
ance that the prodoet would go over
with the public.  He had to introduce
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PRODUCT OF THE DEKALB SEED CORN DRYING

it sometime. sonehow, or forget about
the whole thing.

Sebring was no promotional wizard.
But he did know a few fundamental
things about advertising and distribu-
tion. He had lived for years in the
small farming community of Redwood
Falls. a town of some 4.000 people in
western Minnesota whose chief indus-
try is raising high-quality turkeys and
chickens, and whose chicl claim to
fame lies in its being the birthplace
of Sears, Rocbuck. Sebring knew the
prosperous farmers who dropped into
his cafe, and he kuew what they liked.
He knew, as almost any person living
in Redwood Falls knows, that radio
was an integral part of the daily lives

e . SpraM e B T
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PLANT INTO THE PALATABLE SYRUP WHICH HE SELLS UNDER THE NAME OF SEZ

of the farmers who drove into town on
Saturday in their new cars to buy
farm equipment and consumer goods
they’d heard advertised on the air.
Sebring drove over to uearby Mar-
shall, 37 miles west of Redwood Falls
and the center of the southwestern
Minnesota trade area. Object: to
talk about radio advertising.

Sebring talked his problems over
with Homer Lane, program director,
and Gilnore Frayseth, manager, of
Marshall’s  Mutual outlet. KMHI..
Could radio, Sebring wanted to know.
do the job of selling both the distribu-
tors and grocers, as well as the con-
sumers, on buying SEZ syrup? The
two radio mien felt that it could. Sc

This is the man who makes Sez
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bring then gave them a free hand.
“OK.. I'll let you write the cowm-
niercials. select the best times, and use
your own judgment,” said Sehring as
he left.

KMIHL’s Messrs. Frayseth and Lane
put their heads together.  The prob-
lem was now one of finding a radio
approach that wonld be heard by the
houscewife. the grocer, and the whole-
saler.  Within the range of KMIIL's
250-watt signal lie some 200 small
towns, ranging in population from 200
to 5.000. Half the KMHL listeners live
on farms, the majority of which are
at an alktime peak of prosperity
Farmers depend on radio weather fore-

(Please turn to page 61)
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PART FIVE

OF A SERIES

The secref life of a soap opera

The remarkable commereial impaet

of the daytime serial

Andicuece reaction (o a daytime sevial’s commereials

Ting {on minuten)
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@‘ T Many have
: learned the hard way that
a popular serial and suceessful com-
mereial theme aren’t always the most
important  {actors altracting  an
audience and selling it.

Horace Sehwerin of the Schwerin
Research Corp.. recently pointed out
that a person 33 vears old has already
had 12.000.000
sions” made
mereial “impression”

fponsors

in

minutes  of
A radio-com-
has 10 be some-
thing special in order to make mueh
of a dent as the 12.000.001st minute of
impression in a life. 1M it
the listener as Schwerin
go “psychologically deaf™

if the commereial actually
get a reaction of definite antagonism.

\ new approach for neutralizing
this to  the ecommercial
message has heen worked out by psy-
chologists of Attitudes, Ine.. New York
publie relations firm. being
tested in the radio copy of a national
In fact. the Attitudes idea
doesn’t stop with cancelling out the

“impres

on him.

person’s
sn't. tends.
puts it. to

doesn’t

resistance

and s
advertiser.

resistanee to commercials,

It alms. to  Attitudes,
Ine.. to make the commereial prolong
the very

has alreads

according

and satisfy emotional needs
the stirred up.
These emotional needs are defined by

program

a well-hnown paychiatrist eollaborating
Attitides,

Ivery  daytimesserial under-
stands. as related earlier n this series,
histeners wdentify themselves with
or more characters in the story:
liow especially important to the serial
listener is the emotional satisfaction

with Ine.

writer

how
one

she eets from living the story,

In most
prepare sets of eommereials consider-
ably in advance of the episode during

cases  radio-copy  writers




Daytime serials make listeners love those preminms

A penniless girl in "David Harum" receives

a shipment of stone from the famous Blarney

stone, has disappeared.
she make bracelets from the stone.

Her father, who has ordered the
David suggests that
Bab-O
promotions

it one of its greatest

When Barry ["Barry Cameron') returned from

World War I, he brought with him,

symbolize end of an unhappy past and hope of
a happy future, a miniature of the sword that
London presented to Eisenhower. Reproduction
caused serial fans to buy Sweetheart Soap

Evelyn Winters ["Evelyn Winters”) finds an
to orchid pin in a jeweler's window that reminds
her of the man (Garry Bennett) she loves.
Buying it, she has a memory of the orchid he

gave her with her always. Thousands bought
Sweetheart Soap to get a replica of the pin

which it is to be broadcast. The copy
writer is totally ignorant of the script
with which any commercial is to be
aired. So the commercial comes crash-
ing harshly into the Hlistener’s day
drcam. I may bear little or no rela-
tion to emotions the listener has heen
immersed in; it may, in fact, brutally
contradict them,

A psychological approach to this
situation worked out by Attitudes
would direct the commercial along the
same emotional lines as the entertain-
ment it follows, The familiar prac-
tice of integrating the commercial into
the action of a program does not
necessarily ensure that the sales talk
will blend with the emotional pattern
of the action. the psychiatiist points
out. The pleasurable fantasy of the
entertainment should not be connected
with the commonplaces of everyday
life at all. But commercials can be
written that stress the same emotions
of the program. This will increase
rather than destroy pleasant feelings
about program and product.

A broadcast episode of the high-
ratling General Foods serial, Portia
Faces Life (selected at random), will
serve to illustrate the Attitudes ap-
proach. In this episode Portia goes
with two of her friends. Bill and
Kathie, who have just returned from
their honeymoon. to look at their new
house. Kathie’s little sister Joan is
expecting a baby and is living with
Portia until the haby arrives. She is

6 JUNE 1949

left at home. Her husband is away.

Joan starts to cry miserably because
she feels deserted. and because she is
secretly in love with Bill, Kathic’s hus-
band. and envies her sister’s happi-
ness,

Portia’s son Dickie tries to com-
fort Joan. He also defends 1’ortia’s
hushand Walter who has gone to An-
kara without any explanation. Joan
thinks Portia is making a fool of ler-
self over a man who apparently does
not want her, but realizes she her-
self may be even more foolish about
the man who has just married her
sister.

Meanwhile. Portia, who is looking
over the new housc with Kathie, says
she will be tolerant and reserve judg-
ment about Bill until she hears from
him. They talk about Joan. and Kathie
attributes  the fact that Joan scems
panicky at times to her dehcate con-
dition. She decides Joan should come
to live with her and Bill immediately
so Joan can have better care.

The announcer reminds the audi-
ence that Kathic and Portia don’t
know of Joan’s feeling for Bill, and
that they may insist on Joan’s moving
in with Kathie and perhaps eausing
a tragedy. After reviewing the situa-
tion as outlined, the announcer de-
clares that the story is taken from
the heart of every woman who ever
loved completely.

Those who follow the story know
that Joan’s loving completely has re-

sulted in her having a baby with her
husband awayv. DPortia’s loving com-
pletely has resulted in her husbhand
leaving her for some unspecified. my-
sterious reason. The lstener can ident-
ify herself either with the young ex-
pectant 1other. or with Portia in feel-
ing she is a noble, admirable person,
but that her love has been repaid In
ill treatment.

Female psychology literature shows
this to be a favorite viewpoint of the
cold woman who is unable to love
fully. who feels any unselfish effort is
a sacrifice. who feels that suffering in
itself has merit.

The substance of the
mercial  following the
summary of the above plot situation
ran like this: “You eat some foods he-
cause they taste so good . . . good
for you . . . America’s favorite bran
flakes . . . enough bran to help pre-
vent irregularity due to lack of bulk

.

first com-
announcer's

. . . "ounce of prevention’ . . .
To the psychiatrist, the
logical implications of such a com-
mercial are ridiculous in this circum-
stance. He feels that suggesting that
happiness can be hased upon eating
bran flakes can only be irritating to
listeners who a moment before were
identifying themselves with noble ~uf

fering and hysterical panic.

As the commereial goes on exulting
over the jovous. nutritious breakfast
everyone is eating (“Life is swell when

(Please turn to page 38)

psycho-
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Plueprimt for a

AM Association

AM Board of

Directors

Sales Promotion

Research

Programing

federated NAD =

AMLFMLand TV are competitive.

The indnstry mast

recognize this faet

Broadeast  advertising  re-

gnires a central - souree
from which it can obtain data on the
The National Association of

Droadeasters shonld be that sonree, It

medium,

cannot. however, operate efliciently in
= present form. There ave too manm
factions withmm its membership to per-
mit it to do the job it should = for its
members and the advertisers who use
the multi-faceted media.

In the past the internal battle has

heen between networhs and  stations
(the networks finally withdvew) . be-
tween  clear-chammel stations and  re-

sional and local channel licensees, and
albiltates  and inde-
were all AV

[t was all in

network
pendent outlets. They
(~tandard) hroadeasters,

I)"I\H'('Il

one fannly.

The picture began to change when
Modulation

broadeast-adyertising

enteved  the
pictire. [BAY|
hroadeasters had  different problems

than A\lers,

spectal promotion.

Fregneney

FAL being new. vequired
It case before the
With-

stabons, it

FCC vegnired special pleading.
with A\

Ihe pressures which
were hronght to bear on the FC

out compeling
conldn’t succeed.

. pro

28

M/

Treasury

i Pubhcufy

| S—

and con. were stantling. The BN ~ta-
tion owners didn’t feel that the VAR
was helping them. could help them.
Twice the leading proponents of the
high  fudelity. broadeasting
svstem withdrew from the Association,
To all intent= and purposes they are
stll ountside.

staticless

Onee
the membership of the NADB chose 1o

Then came television. acain
facet of broadeast adver-
They felt that

it wasn't fair 1o use money paid

give a new
tising absent treatment.
dues by AM stations to help a com-
petitive form of hroadeasting. The ve-
(Television
As=ociation ) which
month by month is bhecommg a more
mmportant factor in the visnal air ad-
vertising field. Attempts to hring TBA
mto the NAB fo!d have thas Tar failed.
While TBA hasnt a paid president,
rumors that
an appointment impends,

sult i~ an  associalion

Broadeasters’

there are constant ~neh

Thus broadeast advertisers are faced
with three roadeast associations  the
NABL FMA,L TRA.

15 heing divided  within

and Broadeasting
itsell. This
makes no sense for the great media of

the air. It makes it impossible 1o pre-

AM President

/ \t Code
/}/ Rates

~ent ecach facet of broadcasting in its

correct light. It also raizes difliculties
transitradio.  FANX,

and for any other form of broadeasi

for storecasting.

ing which the future may uncover. It's
an invitation for advertisers to go else-
with
and thus get less for their money than
they can on the air,

where their advertising dollars

Lvery form of advertising compeltes
for the promotion dollar. There is it
tle doubt but that
have used aural broadeasting because

some  advertisers
there was no visual equivalent and will
<hift now

and sound.

from sound alone to sight
Therve is also little doubt
but that some advertising dollars will
go  into  point-of-sale
and
(transitradio

broadeasting
Istorecasting) captive-audience
that for-

merly used the selective broadeast ad-

. v I
broadcasting

vertising mediam.,

To a degree. all Torms of advertising
compete. Facli mediam s eqnipped to

Advertisers muast
find the corveet media for them, In
broadeast advertising. AM vadio will
compete with FML AN and FM will
compete with TV, There are. however,
advertisers for

do its special job.

whom one medimm is
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FM Association

—
TV Association

Industry Relations

Labor Broadcast Advertis-

ing Promotion J

Government ]

| Relations |

better than another. It is the job of
a great national association to work
for all. There its work ccases. When
it comes to competitive selling no one
association can help all its members.
The NAB has outlived its usefulness
as a giant grab bag. It has to become
a Federated Association or become
just one of a group of associations in
the broadeasting field,

Broadcasting  needs an  over-all
spokesian. It also needs aggressive
groups that will fight for radio, for

6 JUNE 1949

television, for storecasting. transit-
radio, FANX and every form of clec-
tronic entertainment the future may
uncover. Thus only a Federated NADB
can scrve all of broadcasting well,
Within the Federation there should
be three member  associations—and
mayhe more as the future unfolds,
Radio isn’t dead. 1t isn’t even a
dying medium.  FM has a unique
place i the broadcast speetrum. TV
is growing fast. The latter is the great

unknown in  broadeast advertising.

Storecasting and transitradio are non-
identical twins that need great wet-
nursing. FAX is anvone’s guess.
Three great association groups can
function effectively for broadcast ad-
vertisers—AM. FM. and TV. Each has
its job cut out for it. As most associa-
tion men tnot broadeasters) sece i,
cach assoctation zhould have at least
cight departments— Sales  Promotion,
Fagineering. Treasury, Publicity. Re-
scarch. Programing. Code. and Rates.
{Please turn to page 36)
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FM Board of TV Board of
Directors irectors
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Sales Promotion Research Sales Promotion Research
Engineering Programing Engineering /’1 Programing P
7 ]
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FM President TV President
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Treasury Code Treasury N Code
Publicity Rates Publicity Rates
Storecasting Transitradio
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President
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Conti wins Brand Name Foundation promotion award

= & When the Conti founding
ﬁ" fathers first started import-

% img pure olive oil from
laly in 1836 and making it into a
castile oap for the American markel,
they could hardly have heen expeeted
1o guess that the invention of a fellow

halian would. more than 100 years
later. turn their product into a national
honsehold word. The founding fathers
would scarcely have dreamt. in fact.
that Marconi’s transmission of sound
without wires was one day 1o be the
instrument which would inerease their
soap business 50097 in only half-a-
dozen vears. Todayv’s Conti oflicials
hold nothing back in giving complete
credit for that sales mercase to radio.

Unnl 1912, Prod-
nets Corporation first went into broad-

when the Conti

casl advertising. sales of its soap and
shampoo products had remained rela-
tively static over the vears. The firm
was small. its name little known to
the average consumer. It was an old.
conservative company which had he-
lLieved that a better soap could be neade
from natural oils ever sinee its fird
shipment of olive oil had arrived from
Livorno (Leghorny. halv. 113 years
ago. But for 106 of those yvears Conti
didd little to acquaint the American
public with its beliefs regarding it
products,

The
1eason for its late advent into radio.
It had. some vears before 1912, 1aken
a timid step into the medinn with an
amateur program on only one station

firm’s conservatisin - was  the

30

the constant

Two-thirds of this 113-yvcar-old

soap mannfacinrer’s advertising

budget goes to radio

WOR. New York- -which produced
nothing much for the company except
a feeling that radio had “possibilities.”
And even when Conti finally took the
plunge into network radio seven vears
ago. the splash had a certain restrained
quality about it

the

Conti started with

The  company’s  primary  thought
when it went on the air over nine
Mutnal stations with the Treasure Hour
of Song was 10 gain prestige and namne
identification. The weekly 30-minute
offered ¢lassical and

chassical music from regulars on the

program serni-

eclassies - - -

Dorothy Kirsten (center], Jan Peerce (right] were frequent guests of “Treasure Hour"

SPONSOR
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show sueli as Licia Albanese. \Hredo
\ntonim.  Jan Peerce. and Robert
Weede, and guests of the calibre of
Rise Stevens, Rose Bampton. and Dor-
othy Kirsten. Bespite the hightoned
aura of the show. it developed an
audience that spread to listeners over
162 MBS stations in 1916. When sales
started to forge ahead svon after the
program’s inception.  Conti. in  the
words of v.p. S. L. Nordlinger, "went
modern.”

The svap-and-shampoo house had
neither the desire nor the budget. when
advertising. to
adopt the formmla for selling soap
products used o successfully by P’roc-
ter & Gamble. Lever Brothers. and
others. Even if Conti's $500.000 ad
budget—of which radio gets more than

it began  broadeast

two-thirds—would permit it. the firm
would not use a soap-opera progran.
Extremely proud of the quality of its
castile soap and hair shampoo—due to
its content of natural imported olive
oil, as against the use of synthetic
detergents in other leading soaps—and
believing that a quality product de-
sevves a quality radio program. Conti
acts accordingly. The inference as re-
gards their own products and shows
might be debatable by P&G. Colgate-
Palmolive-Peet. et al., vet the fact re-

Now popular musie carries

Singers like Dick Haymes, Betty Rhodes, Gordon MacRae attract a younger audience to Conti's "Yours For a Song" program on Mutual
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mains that Treasure lour of Song
pushed Conti Castile Shampoo iuto the
number one position as the largest sell-
ing artiele of its type. and agamst the
terrific competition i the shanipoo
line.

Treasure Hour underwent a change
of name last Fall. when it weut back
on Mutnal as Yours For a Song. The
title change also marked the beginning
of a gradual format switch which cul
minated last month in a complete re-
versal of the policv followed since
1942. With sales up 22 ¢ in 1948 over

the previous year, Conti dectded to

expand its market by veaching  a
younger, more mass radio audience

than Treasure Hour was capable of de-
livering. dne to its operatic nature.
So its resumption on the air intro.
duced a lighter note. with popular
music artists sharing the spotlight with
the serious music performers. Com-
plete conversion came on 4 March.
wheu Yours For a Song switched its
point of origin from New Yok to
Hollywood, and presented an all-pop-
music lineup headed by Gordon Mae-
Rae and Betty Rhodes. Crooner Dick
Haymes will shortly take over the main
vocal assigmuent for the rest of the
series, with other equally un-operatic
(Please turn to puge 63)
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Pure castile

is the best sl\ampoo!

“Pure Conti Costile Shompoo s

for my hoir  keeps it natorally lave.
her. 1 olwoys vic Conti!”
—3oyi glemorous BETYY RMOGES

R C A Victor Recording Stor
currently ninging on the Cont
r0d10 thow Yours for A Song

CONTI CASTILE SHAMPOO, made only
and pure olive oil! Leadmy authonties s

helps haie set hetter. hold waves longe
loose dandrafl Wake up the natural beanty
of vow hair with puse. safe, cconomical

B CONTI CASTILE SHAMPOO.

For naturanv Leautiful hair.

shanmpoo” and laboratory tests prove that Conti Castile vinses guickly,

with 100
castiles s the best

pure castik

“pure

JTUMONVeS
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Puerto

£ Puerto Rico is no longer
\ a slam sland. 1t is like-

wise no longer a paradi=¢ for a few
very wealthy families. sugar planters
or the like.

Broadeast
changed

the
island.

refleets
the
Whereas a few years azo most stations

advertisinz
condiltons  on
were owned by the few Paerto Ricans
who were among the elite of the U.Ss
Caribbean “state.” today they re owned
by local businessmen who years ago
weren't aceeplable in homes of PRs
lords of the manor.

JABON DE TOCADOR

LUX

70 DE LFR 2ROTFZ9S ¢

Rico

Radio in Puorto Rico faces a threat
in government ownership. which no
other L.5. broadeaster has vet lhad 1o

ficht.  Puerto Rico’s “fifty  families™
have had no imterest in the lIsland’s

jibaros t~mall farmers and rural work-
ers who represent 70 of the Island's
populationy. For the most part they
arc as hidebound a~ only descendants
ol Spanish grandees can be. The result
ix that any moves to better living con-
ditions had 10 be ioitiated by Liberal
U.5. Governors. like the tempestuous
Rex Tugwell, who carned himself the

A promise and a problem

title “todo lo heule.”

thing smells).

local fevery-

Puerto Rico went into the rum busi-
ne=s, housing. subsistence homesteads.”
industrial development, and businesses
like cement, glass. leather. and crock-
erv. Either the governnient did it
or it wasn’t done. There was no pri-
vate “venture capital” available for
anvthing that would better the condi-
tions of the jibaros, It was therefore
up to the government to pul ap or per-
mit subnormal living conditions to con-
tinue. The wartime Governor (Tug-
wellh spent $§27.000,000 to establish
new industry, and the current elected
Governor  (Luis Vlunoz Marin) will
spend a total budget of §9:1,000,000 to
further improve living conditions,
(Education and health will receive
164 of the budget. since 217 of those
who live on the 1sland are still illit-
erate).

It is no great surprise, therefore. that
the first threat to private ownership
of broadeast facilities has raised its
head on the Island. There is a power-
ful government station in operation
which serves a great part of the 1sland.
That doesn’t disturh the private sta.
tion owners because the independents
have most of the broadeast audience.
What scares the davlights out of them
is the fact that the governmenmt has
decided several times to compete with
private ownership for the broadeast
advertising dollar.

Siwee  the
naturally subsidized and doesn’t have

government  station  is
1o worry about making money. the pri-
vate stations naturally feel that it would
be unfair competition for the Puerto
Rican government to accept advertis-
ing. The government o its part knows

Lever Brothers,

Export
- Advertising,

WKAQ

through National
sponsors revue on




that iu the past private stations haven’t
been too worried about their public
responsibility and feel that many still
negleet that phase of operation. How-
ever, the newer stations recognize the
need for public service and cooperate
with the government’s farm. labor. and
educational programs.

That segment of Puerto Rican gov-
ernment that doesn’t believe in private
ownership (it’s sizable. this segment)
would like to see a dual operation on
the istand with private and govern-
ment-owned stations both serving his-
teners. If they get away with it in
Puerto Rico, there is little doubt that
ith spread to the U.S. mainland and
at least be the beginning of the end of
free enterprise in hroadcasting as it is
Known today.

Thus far the private station owners
have been able to block the govern-
meut’s going into the broadeast adver-
tising business. The Federal investiga-
tion turned up some unsa ory messes,
“inspired campaigns” and a lot of
other conditions which stopped the
station plans. On the gala opening
day of WIPR. the bhig government
10,000-watt transmitter. there was a
short cirenit. The station wasn’t gala
that day, or for sometime thereafter.

The government operation. despite
the current commercial prohibition.
does carry advertising. H's for prod.
ucts from government factories, inehd-
ing rum. The excuse is that since the
station is rendering a serviee to the
Island  community. it doesn’t make
sense not to advertise govermment-
made produets on its own station. The
owners of non-government stations do
not hope to prevent this. Being fatal-
istic by nature (most Latins are).
many station owners feel they'll even-
tually lose the battle and will have to
compete with the Island government
for busiuess. There are many busi-
nessmen who dont look at it the same
way. They expeet to fight to the bitter
end the invasion of business by gov-
ernment.  They know it's especially
tongh on Puerto Rico becanse PR is
in everything, New businesses get 12.
vear tax exemption and many of them
get other helping hands which do not
show on the record. The Puerto Rico
Industrial  Development  Corporation
under Teodoro Moscoso, Jr.. is putting
£5.000.000 into San Juan's new Caribe
Hilton Hotel of 300 rooms. This is
more than PRIDC is putting into other
individual efforts to bring industry,
money. and US. business to ’nerto
Rico. Nevertheless Munoz Marin, PR’s
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first elected governor. estimates it will
cost a mininmt of $600.000,000. to
bring enough industry to Puerto Rico
to increase the lsland’s standard of liv-
ing apprectably. This means 300,000
new jobs for the jibaros.

With government involved in prae-
tically alt phases of Puerto Rican life.
it’s not surprising that station owners
feel that eventually it will compete with
them for advertising. Fhat doesn’t
mean that thev expect to give up the
fight or lose gracefully. Theyve going
to battle until the first non-government
commercial hits the government air
over WIPR or anv other state-owned
outlet.

If and when the pro-government
forces win i Puerto Rico look for
their opposite nunbers in Washington
to start advocating Federal-owned L.S.
stations. It’s only a short jump from
Puerto Rico. politically and physically.

For U.S. advertised products, PR
improves as a market practically daily,
In 1918 Puerto Rico spent some $220),-
000,000 for mainland products and ex-
ported 3360.000.000 in sugar and the
increasing number of produets manu-
factured there. Puerto Ricans. like
most Latins, spend a great part of
what they make. Current retail sales
figures aren’t available, but in 1914
local businessmen reported that retail
sales topped $145.000.000,

PR’s sugar shipments to 0.3, in-
erease annually. In 1919 it’s expected
that production will exceed 1.250.000
tons. This can be appreciated when
contrasted  with 1919 production of
sugar of the World's greatest sugar
cane producer, Cuba. While expected
to exceed 6.000,000 tons. Cuba will
ship to the 1.5, under 5.000.000 tons.
Puerto Rico 1s now the world’s great-
est producer of rum. Many rums erved-
ited to other countries are actually
distilled in the U.S. Caribbean outpost.

Puerto Rico also sends eonsiderable
teal tobacco. needlework. candy, as
well as D, 1o the U.S. Production
of pincapples. oranges, and grapes is
increasing annually. It costs little if
anything wore to ship from PR 1o
the South and many other scctions of
the uation, than it does to ship from
most states.

It iz because of this that firms like
Textron have opened great factovies on
the Island and other firms are moving
there monthly, Two hundred and
twenty have moved to date. Of course
the 12-year tax exemption is a greal
lure aud even if the Time Magazine

(Please turn to page 65)
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Borden's for KLIM presents Bobby Capo at WAPA

% - -, - _— - ~

Frigidaire has Pito Alvarez de la Vega covering baseball

Despite illiteracy, there's fan mail aplenty in Puerto Rico
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As any child with a television <et can
tell you—new and hmportant
5')(’““(”’5 dare ('I.()[)I)i”g ”I) (‘\1'1') (lil)

on the CBS Television Network,
And for good reasons:

CBS TV advertisers have the largest

average audience of all the networks,

CBS-TV advertisers have 5 of the 10
Largest-audience program: i Telesision

— four of them CBS package programs.

CBS-TV advertisers have scored the
highest sponsor-identification in

Television.

48] - . . E 3
Fhat’s why value-conscious advertisers
of soap and soup and motor oil.

of appliances and cigarettes. tea and

paper towels. . indeed the whole gamut

of modern business 1= now on CBS TV
[ ]

* T'o date the list of CBS.TV Network Advertisers and programs
inclndes: Ballamine. Tournament of Chanipions: Barbasol,
Weekly News Review; Eleeirie Amto-Lile, Suspense;

Ford Dealers, Thri the Crystal Ball; Ford Motor Compans.
Ford Theater; General Foods, The Goldbergs; General Electrie.
Fred W aring Show: Gillelte Safets Razor. Kentucky Derhy, Preakness
and Belmount: Gulf Oil. e, the People: | et & Yhvers Tob.,
Godfrev & His Friends; Lincoln-Mercury, Toast of the Town:
Thomas Lipron. Ine.. Talent Sconts; Popsieles. Lucky Pup;
Old=mobile. €BS News; Philip Morris Co.. bad.. Previen
Philips Packing Co. Lucky Pup; Pioneer Seientific Corp..
Masters of Magie: Scont "Towel Co.. Diowe Lucas; U S Rubber,
Lucky Pup: Westinghonse, Studio One: W hivehall "har, Co..
Mars Kav & Johnav: Wine Advicory Boord, Dione Lucas,




SALE

SUCCESY!

important lists.

Here are just a few of the
many spot radio users who
find the WGAC combina-
tion of coverage and sell-
ability profitable.

Ajax Cleaner

BC

Brock Candy

Brown Mule Tobacco
BQR

Camel Cigarettes
Carter’s Pills

Colgates Dental Cream
Doan’'s Pilis

St. Joseph’s Aspirin
Tenderleaf Tea

Vel

Vicks

Let us fell you why WGAC
is one of the nation's lowest
cost salesmen. A million
people served largely by
one station—

WGAL

Cashmere Bouquet Soap

Duz

Griffin Shoe Polish
Grove's

Hercules Powder
ivory Soap

Kools

Mrs. Filbert's Margarine
Nabisco

Obelisk Flour
Oxydol

Poligrip

That's why WGAC is on most

5,000 watts—ABC—580 KC

AUGUSTA, GEORGIA
. . AVERY-KNODEL . .
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40 West 52nd

tContinued from puge 191

its functions. let’s draw diagrams, if
necessary, so that there can be no mis-
understanding, no misapplication.
Why not ran a “sales promotion
cormer” in 2PoNg0R where ideas can be
exchanged and success stories print-
cd?  That’s the kind of service we
have learned to expect from your pub-

. Reation.

RoBERT S, KELLER
President

Robert S. Keller
New York

FOLK MUSIC

In connection with your series on
folk-musie  programs, 1 think you
might be interested in the following.

Our best example of an advertiser
who used folk music for local merchan-
dising is Gamble Stores and WNAN’s
Ben & Jessie Mae. Gamble-Skogmo
have heen WNAX advertisers for the
last six vears. For the past three years.
Ben & Jessie Mae have been appearing
throughout South Dakota. Minnesota.
Nebraska. and Kansas at special Gam-
ble sales, store openings. or to launeh
new Gamble products. Since their first
appearance  in Watertown, South
Dakota. three vears ago. thev have
returned eight times to that one store.
I understand  that their appearances
have Drought about tremendous sales
increases.

You are to be congratulated for
bringing sPONsoR to an eminent posi-
tion in the radio advertising trade
publication field in such a short time.
This has been done through imtensive
research and factual reporting of the
important subjects that pertain to radio
advertising,

Roserr B. Daxovay
Promation Wanager

WNAX. Yankton, S. D.

Two recent examples of merchandis-
ing tie-ups between our folk artists and
advertisers have to do with Oclwein
Clhiemical Company, OCCO  Feeds
Lrealfast Call.

One of these examples is a picture
of Rex Allen who. for about three
vears. was the star of the Breakfast
Call. s picture was offered by the
sponsor, with fine mail results,

AMter Allen went to Hollywood to

join Republie Pictures early in March.
1919, Oclwein prepared a hrochure to
be sent to their dealers, featuring the
new Breakfast Call star, Bob Atcher.
May 1 compliment spoxsor for the

fine series on folk-music success on
radio?

Geokrce C. Biccak

Director

WLS National Barn Dance

WLS. Chicago

REPRINT PERMISSION

We would like to reprint a con-
densation of the article. They buy in
the fall. but decide in the summer,
which appeared in the 9 May issue of
vour magazine, May we have your
permission to do so?

ML AL SuavLat
Editorial PDirector
Publishers Digest
Chlicago

@ Permission has been granted.

FEDERATED NAB

(Continued from page 29)

It is suggested that the M association
also have two additional departments
Transitradio and  Storecasting.  with
provision in the future for FAX.
Xach would have its own dues strue-
ture. each would funetion to a large
Each would
percentage  of its

degree  autonomously,
contribute a  set
anmmal income to maintain a Federated
NAB. Each would elect a seven-man
board of directors that would in turn
scleet a divisional president and com-
bine with the other associations to
select a Federated President. The Fed-
eration would not be a figurehead. 1t
would function as a spokesman for all
broadeast advertising. 1t would have
at least nine departments. all dedicated
to the common good of the over-all
media. It would have an Institutional
Publicity Department. Legal. Interna-
tional. Administrative. Code. Industry
Relations. Labor. Broadeast Advertising
Promotion. and Government Relations
Department. It would be pro-hroad-
casting. not any facet of it. In a way
i's very mneh the tyvpe of job that
Justin Miller. president of the NAB.
is doing at present with his “Freedom
of Speech” dssue. 1t would remove
intra-association  frietion. It would
take the internal politics out of the
NAB. 1t wonld permit a man like
Judge Miller to function with top im-

SPONSOR




what
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seeing
at

“SPONSOR Is the brightest neiw-
comer to the field of advertising
publications in many a long
day.”
Fairrax M. Coxk
Foote, Cone & Deldii

h

“sponsor seldom fails to pro-
vide some newer, fresher, ap-
proach to an industry story or
problem.”
HELEN WILBUR
Doherty, Clifford &
Shenfield

S P O J- S O R . For buyers of Radio and TV advertising

No. 5 in a series
explaining why sPoNsOR
is the best buy

Foote. Cone & Belding

or at Doherty. Clifford & Shenfield?

Trade paper reading is a highly competitive business
these days, and the publication that hits home with sponsors.
account executives, and timebuyers must be right to the point.
Ask any timebuyer you know about sroxsor.  You'll discover
that spoNsor gets top billing hecause it's 1007¢ devoted to the
buyer’s problems in radio and TV; because it’s dollars-and-cents-wise:
because it's attractive to look at and easy to digest.
In short. because it’s practical from cover to cover.
Three out of every four copies (8.000 guaranteed) go to buyers.

An average of 10'%4 paid subscriptions go to readers at each of the 20
top radio-hilling agencies,

oote, Cone & Belding
Subscriptions o SPONSOR

9 Office

Executives 7 Timebuyers
Acct Execs 8 Radio Dept

Doherty, Clifford &
Shenfield

Subscriptions to SPONSOR
Office

Home

3

Home

Executives 1 Timebuyers
Acct Exec Others
Media Dir

subscribe: Fred W. Amend, Armo
trice Foods, Carter Products,
Hall Brothers, Marshall Field, M
ard, Pepsodent, S and W
way Stores, Toni Compa

You're sure to hit home

with sponsors and agencies
when yvon advertise
in SIPONSORR

40 West 52 Street, New York 19
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He Helped Increase Senatorial Mail
by 800%

The assistant postmaster of the Senate judged it to be
one of the higgest mail pulls in the history of the Senate
post oflice. The House postmaster quoted no figures. but
indicated that only one or two occasions in the past 12
years produced more mail. A sampling of 28 Senators
and } Represematives showed receipt of an estimated
121,000 picees of correspondence.

The subject: Taft-Hartey labor bill. The cause of the
avalanche: Fulton Lewis, Jr. On just 2 broadeasts he re-
quested his hsteners to vote yes or no to 19 questions
covering varions phases of the labor bill controversy.
Fach Congressman was furnished with a printed key to
the questions asked. The overwhehning response proves
anew that the Lewis audience is large and articulate.

Currently sponsored on more than 300 stations, the
Fulton Lewis. Jio program affords loeal advertisers net-
work prestige at loeal time cost. with pro-rated talent
cost. Sinee there are over 500 MBS stations. there may
be an opening in yonr city.  H you want a ready-made
andience for a client or voursell. investigate now. Check
vour local Mutual outlet-= or the Co-operative Program
Department. Mutual Eroadeasting System, 1110
Broadway, NYC 18 (or Tribune Tower, Chicago, 11).

pat. He was brought in 10 NAB at
a time when the broadeast industry
was under attack from liberals for
mver-commercialization, 1le headed up
a broadeast industry whieh had had
the “blue hook™ thrown at it. It is a
man of Justin Miller’s tyvpe that ean
and should head up the Federated as-
so~lation—while the individual asso-
ciations can be headed by either busi-
ness-association  men.  station-trained
exceutives. or advertising men.

\ federated group of associations
would answer the objections of some
NAB members who elaim that then
money is being spent to further the in-
terests of competitive forms of broad.
asting. AM money would be spent to
develop AM. FM dues wonld go for
FAL activities. TV assessments would
go to further the development of the
visnal medium.

Separate assoelations permit other
media to divide the broadeast media—
to confuse the issue. On the other
hand one association will always be-
come rife with internal polities.

Most owners of TV stations also
have AM outlets. Most owners of FM
stations  have AM afhiliations  also.
There iz both the mutnality of in-
terests and the competition for the ad-
vertising dollar in all camps to make
the way to a Federated operation elear.

®« &« &

DAYTIME SERIALS

tContinued from page 27)

von keep well”). the Tonely woman.
bearing her sorrows, feels disgrontled
at the introsion of this phony (to her)
cheeriness. and  thus becomes  more
and more unsold. rather than sold. on
the product advertised. “Life is swell
when yon keep well™= but not for
Portia—or the listener.

One way of harmonizing this clash
of feeling. according to the psyehol-
ogist. is by making the conmmercial
repeat the emotional pattern of the
plot sitnation that  precedes it. A
woman in the frame of mind just
delineated ix looking for sympathy and
admiring pits. To capitalize on these
emotions. the commereial might he de-
veloped on some sueh themes as these:

. Mother works very hard to pro-
vide tasty meals for her family. Bran
flakes. however. lighten her task be.
cause they can be served instantly.
This approach ties in with her sense
of sell-zaerifice.

SPONSOR




2. Motlier is so busy working for
others sle forgets her own health
she needs some such niild medieinal
aid as the laxative element of bran
flakes.

3. Motlrer loves her family so much
she gives them only the best food
bran flakes are the hest breakfast food.

Some such framework witlin which
to integrate the sales message would
allow the commercial itsell 10 pluck
the same chords of sell-sympathy and
admiring self-pity. The emotional con-
tinuity between plot action and com-
mercial gives them a fundamental re-
lationship. This relationship tends to
give the eommercial a personal emo-
tional appeal that helps prevent histeu-
er antagonism, and under the best eon-
ditions actually promotes liking for
both program and sales talk.

It is obviously of special importance
that the major emotions being ex
ploited at the breaks in a program
where the ecommereial is 1o come be
correetly identified. The plot situation
at the break for the middle commercial
in the Portia episode under analysis
finds Portia’s husband Walter still
away, but she will be tolerant if and
when the guilty fellow returns.

Though Portia secems resigned. and
Kathie is happy in her new home.
Joan is faeed with tragedv. which
means tragedy for all. Kathie is look-
ing forward to caring for her younger
sister Joan and eventually for her
baby. Joan is dreading what will hap-
pen if she lives with Kathie and Bill.

Psyehologically, this situation grati-
fies the type of person who is inher-
ently resentful and hostile. who takes
secret joy in others’ misfortunes. This
1s the kind of response that may op-
erate largely. or even altogether, on
the nnconseious level.

At this stage. with the atmosphere
charged with gloomy anticipation, the
announeer  eounter-charges  with a
burst of happy news: “So you’ve heen
thinking it’s too bhad the foods you
cat for flavor aren’t always good for
vou . . . think again . wonder ful
flavor and good for you . ..”

*This  optimistic emphasis seems
quite unrelated with the listener’s cur-
rent feclings.” <ays the psychiatrist.
“She las just heard that goodness
brings sorrow and suffering; now she
hears that goodness brings a wonder-
ful flavor!”

The announcer goes on cheerfully:
. . . voure missing something if

3
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wIP

Produces!

Example

# 14

For more than 27 years Gimbel
Brothers, Philadelphia has sponsored
the “Uncle Wip” program, For the
past three vears “Uncle Wip” com-
mercials have been devoted exclusively
to Buster Brown shoes . . . and Gimbel
Brothers, Philadelphia, has become
AMEricA’s Numeer ONE outlet for
Buster Brown shoes!

WIP

Philadelphia
PBasie Mutual

Represented Nationally

by

EDWARD PETRY & CO.
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vou aren’l caling America’s favorite
bran flakes cereal.”

The Aditudes analvst concedes the
suggestion that the listener is missing

vou keep well moeks the undeserved
struggles of Portia and to a certain
extent the hounsewife’s own experience.
Many who hear this are having difh-

culties due to their own emotional
conflicts. rather than ill health.

To correlate the commercial with
the feelings of dire anticipation. the
should prediet  troubles
{gastronomie and otherwize) which
the listener can avoid by using bran
flakes. Or to reassure the listener that
she’s not actually enjoying the eon-

something is psychologically good. But
it correlates with the wrong idea. Por-
tia and Joan are indeed missing xome-
thing husbandx.  The
identifving  herself  with Portia and
Joan will not be consoled by the im-

their listener

conunercial

plication that bran flakes can make
up for the loss of a man.
The repetition that life is swell when

is happy to announce
the appointment of

INDEPENDENT METROPOLITAN SALES®

AS
NATIONAL SALES
REPRESENTATIVES

ZEEEEENNEEEEENNEEENE N

*INDIE SALES

® JACK KOSTE, President
55 West 42nd Street
New York 18, N.Y.
LOngacre 3-6741

® JACK MULHOLLAND, Manager
75 East Wacker Drive

Chicago, lllinois
ANdover 3-7169

INDEPENDENT — BUT NOT ALOOF
MEMPHIS, TENNESSEE

Patt McDonald, Manager
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templation of impending tragedy, the
commercial can praise the housewife’s
illustrated.  of
course. by serving bran flakes.

The announcer ean give the sales
talk without disrupting the listener’s
pleasant identification with the pro-
the Attitudes
theory. because the emotional connee-

loving  kindness— as

gram. according  to
tion between commereial and program
i~ on the unconscious level.

But a character in the soap opera,
savs the Attitudes  psychiatrist. ean
not speak for the product without tend-
ing to destroy the illusion of being
Portia. for example. But in programs
featuring such personalities as Arthur
of the typical
women’s participating program. who
deliver the commercial. the case is dif-
ferent. They are “playing themselves.”
To recommend a product they have
used ix in line with the feeling for
the “character.”

Godfrey, or women me’s

Integrating something like a picee
of jewelry into the serial storyline in
preparation for offering a replica of
the item as a premium later on to list-
cners is another wav of making enwo-
tional highlights of the story back a
sampling of the produet advertised. In

NO GUSH,

NO MUSH,

NO BLOOD,

NO THUNDER,

NO COMMENTATORS, I
NO ANALYSTS

But Lots of
GOOD

MuUSIC!
and lots of

GOOD
HOOPERS

Ask Jack Kaste in New Yark,
ar Jack Mulhalland in Chicago

KITE

SAN ANTONIO

1000 Watts at
230 on Any Dial I

represented nalionally by

INDEPENDENT METROPOLITAN SALES

SPONSOR




!

ﬂ?/l?/l()LLI/lCl.ll‘(] Ce e

Independent Metropolitan Sales

Cstablished 1o better serve the

ADVERTISING AGENCY . . Our facilities will be

geared to present the true picture of the Metropolitan Indepen-
dent — its vital importance in the community — its outstanding
achievements in competing with “piped” programming—its sound
value as an investment of your client’s advertising dollar. Our

limited list will assure you of maximum service on each station.

METROPOLITAN INDEPENDENT . . We are

pledged to represent only Independents in major markets, and
only a restricted list of Independents. Our member stations retain
the right to qualify a new station (it must be good!) and limit the
number of stations (one small list). We have one picture to

present — the successful Metropolitan Independent.

INDIE SITLEST vites your Independent inguiries.

Independent Metropolitan Sales

The Nation’s Popular Stations

Jack Koste, Pres.

55 West 42nd Street

New York 18, New York
LOngacre 3-6741
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Jack Mulholland, Mgr.
75 East Wacker Drive
Chicago, 111

ANdover 3-7169
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WEBL

SYRACUSE, N. Y.~

in the

Central New York
RURAL MARKET

® WFBL is the only radio station to maintain an agricultural studio
at the Central New York Regional Market where instantaneous
market prices, both local and national, are gathered and broadcast
direct to rural audience.

® WFBL co-operates completely with the Department of Agriculture
of Cornell University . . . every important agricultural bulletin is
given top preference during the program.

® The WFBL RFD Show, 5 to 7 a. m., Monday through Saturday, is
produced by the best qualified radio farm director in Central New
York . . . a real farmer who knows and understands his oudience.
His sparkling wit, musical selections and all-around entertainment
produce a loyal group of listeners . . . listeners with the great pur-
chasing power of a rich farm market . . . listeners that buy the
products advertised on WFBL RFD.

Al Wainer, WFBL Farm Directar, is a real farmer wha under.
stands and interprets the prablems af the rural market.

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

BASIC
CBS

IN SYRACUSE ... THE NO. 1 STATION
WITH THE TOP SHARE OF AUDIENCE
MORNING, AFTERNOON OR EVENING
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most cases the item is introduced as
part of the plot about a week. seldom
more than two weeks. ahead of the
actunal offer to listeners. The item. al-
most always something for the heroine.
is usualhy a gift that is responsible for
solving some romantie tangle.

The latest offer on Backstage Wife
was developed around heroine Mary
Noble, who presented her most treas-
ured possession. a heautiful locket. to
a young high-school boy 10 be used as
a gift-token of peace after a quarrel
with his best givl. An offer of a
“charm Dbracelet”™ on another serial

for 25 cents and one box-top-—pro-
duced returns from 300.000 listeners
within ten davs.

According to the agency's calcula-
tions. plus previous experience, this
meant 275.000 for the zelf-liguidating
offer: 150,000 box-tops from old cus-
tomers: 150.000 sales to new custo-
mers. This s an indication of the
importance of emotional associations
in gelting action from eustomers. In
1935. when this advertiser first went
into day time radio. he elaimed seventh
place in the industry for his produet.
lle now claims first place with a sales
inerease of 1.1007 .

But a “popular” serial at one time
spot may not deliver even approxi-
mately the samie number of ears at a
slightly different hour on the same
network. A serial in a mid-afternoon
slot on NBC had a Hooper of 3.2.
preceded by a sevial rating 3.5. When
the serial was moved hack a half-hour
the rating immediately jumped to 6.6.
The preeeding program rated 6.4.

The time slot of the serial that
moved baek a half-hour was taken by
the serial it had displaced. In the later
period the serial's rating instantly
dropped from 6.1 to 2.1, The wmumber
of potential customers any « ommereial
can reach. then. is influenced not only
by psvehological  factors.  program
availability (eoverage and signal qual-
itv). ete.. hut also by the time spot in
whieh is involved also the problem of
compeling programs.

Studies by AL C. Nielsen show eer-
tain factors that bear upon the char-
acteristies of people who are exposed
to soap-opera commercials.  For ex-
ample. sharply difering storylines and
characterizations  of  certain  serials
with approximately equal availability
show as much as five points” difference
in gronps classified by income. cduca-
tion. and place of residence, The more
childven in a family, the better a serial

{Please turn to page 47)
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PeS. (Continued jrom page 14)

recorders) inside the new cars while they were being road-tested.

WSAL Cincinnati. is another station with advaneed merchandis-
ing ideas. It February. it faunched a Training School for Food
Retailers, the suceess of which was proved on 20-21 April when
1.200 meat and food retailers attended a demonstration of the
school's operations. ldea of the school was to instruet meat dealers
i ways to lower overhead through more efficient cutting of meat.
and the April demonstration had originally been planned only for
school inembers.  The great number of advance ingniries. however.
inade it neeessary to inelude all retail operations of Greater Cincin
nati and its surromding conuminities,

George R. Dressler. national seeretary of the Retail Meat Dealers’
Assoctation. on a speeial trip to Cincinnati to attend one of the
sehool’s sessions, told Robert M. Sampson, general manager of
WSAL "l is a most enterprising and forward-looking program
vour station has established, and as far as 1 know. the only plan
of its kind in the country. WSAL is definitely broadening the
understanding and cooperation between advertisers and radio.  Your
inerchandising program has my enthusiastic support.”™

Plans for simikar training demonstrations for produce retailers
are now being formulated by Harold L. Hand. director of mer-
chandhising at WAL

See: The Peter Paul Formula"
p.s. Issue: 3 January 1949
subied: How listener contests boost the sales
curve for Peter Paul candy products

The thriee-weekly newseasts spousored by Peter Paul, Ine., on some
150 stations throughout the country are produetive of steady sales,
However, the candy firm feels that one of radio™s sampling deviees.
the listener eontest. is needed periodically to add a large group of
new users and to step up the buying rate among regular buvers of
Mounds, Almond Joy. ete.

Peter Paul has run these seleetive radio eontests for years. in fact.
almost from the start of its newscasting formula in 1937, Originally.
these eontests were a distribution-hoosting device. nsed about every
six months in new markets to “force” sampling of the produet after
radio selling had done the groundwork. Today. Peter Paul has vir-
tnally obtained 100°¢ national distribution. and the contests. nearly
always a complete-a-two-line-jingle type, are used annually to insure
the steadiness of the upward movement of Peter Paul’s sales enrve,

The latest Peter ’aul contest evele started about the first week of
the eurrent month (May) and will have a six-week run. Every
Peter Paul newseast carries a plug for the contest. which offers
851000 in prizes (15 81,000 prizes: 15.000 boxes of 2kcount
Mounds or Almond Joy), during the thme that the sampling device
is being nsed. Peter Paul’s research has shown that listeners prefer
the two-line jingle contests to the 25-word letter tyvpe. and the com-
pany has used the former exelusively.

The eandy firm feels. too. that listener contests of this type do not
need supplementary promotion. Peter PPaul’s produets are handled
throngh jobbers. and what promotion is done consists of informing
all the jobbers to anticipate an extra-heavy demand. and to talk it
up among the dealers.

Results are wsually quick in coming. One good example of this
can be found in last vear’s contest to promote Almond Joy. then a
relatively new produet. via Peter Panl newseasts on New York's
WOR. The eontest was plugged on a total of six newscasts a week
for a period of six weeks. At the elose of the coutest. Peter Panl’s
ageney. Platt-Forbes. counted up the total. There were 100.000
replies. and each one of them eontained a candy wrapper.
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That Time-buyer
Sure Stopped

our Carl!

A couple years back Carl was
calling on a time-buyer in New York
who had an office on the umpteenth
floor of a certain building.

Carl was giving the time-buyer
The Good Word about the coverage
WDSM had in the Duluth-Superior
area, and how there were 280,000
folks in the Arrowhead Country,
etc. This went on for some time,
with Carl working up steam and
breathing heavy-like through his
nose.

Finally the time-buyer takes Carl
by the arm and says: “Look, I can
see more people out this window
than you have in the entire state of
Minnesota.”

Well, sir, that unsold Carl on
talking only about population fig-
ures. There are many cities with
more people than Duluth-Superior:
and there are many stations with
bigger wattage.

But let's suppose that you have
a product that isn't moving so well
in our neck of the woods . . . then
WDSM and WEVE fit your promo-
tion picture . . . because WDSM
blankets the Duluth-Superior mar-
ket and WEVE (Eveleth) covers
the Iron Range.

GOOD NEWS! These 2 ABC
outlets can be bought in combina-
tion for the price of ONE Duluth
station! We know that WDSM and
WEVE are a good buy . .. but may-
be you won't take our word for it . ..
so why not see a Free & Peters man?
He can talk convincingly and back
it up with figures to boot!
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Mr. Spﬂll!i;ll‘ asks...

The

Picked Panel
ANSWErS

Mr. Revnolds

Theres no place
for the disk
jockey n o tele-
Hard

words. yes  hut

vision.

there are  also
some soft words
to follow. While
TV can be ruled
out  as a new
field of conquest
for radio’s record boyvs. it will in the
long run. however. remove from the
AM field big and costly network pro-
grams which are the jock’s strongest
Onee they're off. the
record spinner will find it much casier
to get and keep even bigger audiences

compelitors.

than he now has,

There'll always be a place for musie
on AM. but straight music on the
video sereen is usually deadly. Taking
angle shots. training the camera on a
trombone or on the rhythmic tapping
of a drummer’s toe, just has no visual
appeal.  As a matter of facte shots
like these put TV back at least five
years,

If he's smart. the
jockey will steer elear of television.
Ie's really figment of the
imagination. an illusion. mavbe even
a Make Believe Balltoom. When the
camera hits him. the illusion is gone.

average  disk

only a

Musie s meant ta be listened to, not
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“Is there any TV program form that can fill

the place of radio’s disk jockey?”

A. E. Reynolds

looked at,  Sight doesn’t add to music
it detracts,

On television a music show needs
more than musie. It needs action.
How can a disk jockey supply visual
action on TV?  What will he do
keep running around the studio while
the record is spinning?  That’ll get
tiresome.

The disk jockey. with his top ratings
in radio, can’t expect to slide over
into TV doing the same thing and
get those same ratings. It just isn't

l)()ssil)l(‘.
MarTIN BLock
“Make Believe Ballroom™
WNEW, New York
L i It is my  Delief
that  there are

several  program
formats by means
of whieh the disk
jockey will trans.
fer from radio to
the  visual  me-
dium. Just as the
disk  jockev. as
of today. 1= in-
dispensable to radio. o will he be to
TV.

The disk jockey is a peculiar de-
velopment in the sense that he was

needed before he appeared. That need
was natarally fulfilled. and the result
of that fulfillment gradually evolved
imto the present-day jock who better
than anyone else represents lis station
I< it not then
reasonable to suppose that the same
thing
=n't it happening right now?

Most of the present TV executive
thinking in 1egard to disk jocks seems

to the listening publie,

will oceur in televiston?  And

Vice-president in charge of sales

The Barbasol Company, Indianapolis

to surround completely the mechanical
device which made the jock, and viece
versa. namely: the record. Executive
thought seems to exclude the jock’s
real stock-in-trade . . . his ability to
ad Tib, which is of paramount im-
portance to TV, How fortunate for the
record jockey that he has been thor-
oughly trained to secll and entertain
entirely ad lib. Is it possible that TV
can pass by such a tremendously ef-
fective business-getter? 1 think not.

I don’t believe that the TV joek
will rely entirely on records for his
Rather, he will use them spar-
ingly and diseriminately, introducing
many different and diverse visual gim-
We have already
seen some very successful jock shows
on TV in New York and particularly
in Chicago, if what 1 hear from that
center 1s true.

shows,

micks in his shows,

Whatever visual show the jock uses,
it will he that which not only fits his
own personality but also one that he
can best use to sell to his viewing
audience his sponsor’s products. It
may be a picture gimmick, lighting,
actxs, or anvthing else that comes to his
mind.

The disk jockey is a versatile and
imaginative individual, and youn can
leave it to him to find that whiclu will
make him king-pin in TV as he is
now in radio, In other words, my
belief is in the disk jockey as an in-
dividual, an entectainer. a salesman,
and as the perfeet representative of
television to audience. sponsor. and
the all-important anditor in the front
office. s program format is hound
to be subservient to his personality.

STAN SHAW
Stan Shawe Productions
New York

SPONSOR
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There

deft

1 a
viston  for

dio’s disk jockey.
As those persons
who have watehed
my television
program

knmow,
we have utilized
the technique of

1ccorded simulate a “disk

music to
jockey” type of broadcast.

Because television is essentially a
sight medium, the mere playing of
records and a fcw minutes of chatter

between them will never go. The disk
jockey will assume a new role in tele-
vision. He will, of necessity, be
versed in one or more of the following
attributes: singing. acting. or dancing.
'The reason for this is that while a
television performer can simulate the
playing of a record much as the radio
disk jockey. he must also be able
either in words, through songs. or by
dancing to interpret to the audience
the meaning of the number being
played.

In addition to this. guest stars will

be an important part of the television

disk jockey’s routine.

These guest

stars will have to do more than shake
hands, say a few words and then listen
to their own records; in television they
will have to perform.

It can be done successfully—bhut

imagination and ingenuity will have to
be used.

Jack Kty
“Here’s Jack Kilty”
WNBT, York

New

Obviously, one
can’t just watch
a picture of a
fellow at a turn-
table and then
watcllh a  reeord
while it spins for
its  customary
21,3 minutes.
In that way tele-
visiouwould have
no more to offer than radio (perhaps
even less. because it would beeome

awfully dull right from record num-
ber oner.

Let me explain what we have done

in  transposing  Requestfully

Yours
from radio to television.

We have not
attempted to put on a “record show.”

Records.  while being retained  for
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nite place in tele-

the
equivalent of ra-
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WCFL

Yine ANlwsce y&oymmmmy
e

)
for Chicogo Title & Trust Co. (W ednesdoy

8:00- 9:00 p-™:
Treasury of ::us: Sovings & Loan
for Chicogo Feder

Show
eems Taylor
The D for Dolcin Toblets

9:00- 9:30 p-M-:

9:30-10:00 p-™:

Music Lovers Hour

10:15-11:00 p-m for Goldenrod lce Cree™

i t
unity Concert
Comm for Community Builders

11:00-11:30 p-™:

WCFL—-50,000 watts and 1000 on the dial—
offers the finest of music nightly. Sponsors in

the tremendously important Chicago market find

WCFL an ideal avenue of approach to the vast
audience of music lovers.

For information on joining this distinguished
music family—and on WCFL rates, which mean
lower costs per thousand listeners— 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, Chicago, .
Represented by the Bolling Company, Inc.
An ABC Afiiliate
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SUPERIORITY COMPLEX

My husband. advertising manager of the Ding-Bat Company, used to be a
nice fellow with just enough of an inferiority complex to make him easy to live
with. Since he picked KXOK, sales have gone up so fast my husband thinks
he's the smartest advertising manager in town. Now he has a superiority com-

plex and he’s positively obnoxious.

Dear Unhappy Wife:

Unhappy Wife

Maybe KXOK should have the superiority complex instead of your husband.
During March, 1949, KXOK was within share of audience striking distance of
first place in St. Louis. Briefly, this means KXOK delivers more Hooper audi-
ence per dollar than any other St. Louis network station. No wonder Ding-Bat
products are going to town. When your husband checks KXOK'’s low-cost-
per-Hooper point, KXOK'’s wide coverage, and KXOK'’s low-in-St. Louis

rates, he’ll be even cockier!

Basic ABC

SPOT
RADIO

sells the millions that buy

ASK

REPRESENTING

YOUR

LEADING

JOHN

RADIO

BLAIR

STATIONS

MAN

JOHN
BLAIR

£ COMPANY

Ottices in; Chicago, New York
Detroit, St. Louis, Los Angeles

San Francisco
st
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5,000 Watts

KXOK, St. Louis

630 on the dial

A *John Blair" station

ask
oy Bk & (.

about the
4 ' ~

xS & Manmiy

STATIONS
IN
RICHMOND

I MBG-a
00D
TR

First Stations of Virginia

reasons of identity, are secondary. Our
program format consists of four parts.
Firsthv. a name guest  the most im-
portant single ingredient. Of course.
the relationship to a record program
is further pointed up by restricting
guests to the recording field.  In addi-
tion to a short. informal chit-chat.
along the lines of our radio procedure.
we then have a few in-person songs
from our guest—defmitely the high
point of the program.

The second ingredient is a bov-girl
singing team. Again the transition
from radio was intact. We used the
same team who built quite a following
with their Broadiwayites
WAAT.

Taking our cue from radio give-

show on

away shows. we used a visual picture-
guessing contest (“Missing Faces Con-
test” ). and made a tic-up with a local
appliance distributor who put up the
customary array of washing machines.
wire recorders. ironers. ete.

And last but not least the “rec-
ords.” 1 put the word in quotes be-
cause we have actualth made a play
on the word by nsing. not records,
but the Soundies of pre-war fame.

We go throngh the motions of play-
ing records. The title slides are super-
imposed against a backgronnd of a
spinning record.  When we reach that
part of the program which calls for
the playing of a record. we pick up a
typical record, and refer to it as a
“television-ty pe record-- which enables
vou to sec as well as hear vour favor-
ite artists playing and =inging your
favorite  tunes,”  The moment the
turntable starts revolving. the projec-
tion room starts the Soundie, and as
the cantera shows the record-spinning
closenp. the listener hears the sound
trach. ‘Then there’s a slow dissolve
from the record into the film. As the
Soundie reaches the last few bars of
the song. the procedure is reversed,
and we dissolve back to the spinning
As the numiber ends. the tele-
vision audience sees my hand lift the

record.

tone arm from the record. and 1 pro-
ceed with my “disk jockey™ patter.
The effect has been very well received.
In fact, Pm the constant recipient of
lotters wanting to know where these
“television-tvpe  records™  can be
gotten'!

Is this the answer to the “disk
jockey in
gness only time alone will tell.

PAUL BRENNER
“Requestfully Yours™
WAAT. Newark., N.J.« « «

television”™  problem? 1

SPONSOR




DAYTIME SERIALS

(Continued from page 42)

tends to rate. according to Niel-en.

Just as there are rigid limitations on
the for experimenting
with time and other factors in present-
ing a daylime serial there aren’t many

possibilities

spots within the show where 1.°s pra-ti.
cal 1o insert the commercial. Never-
theless. experiments by MeCann-lorick-
<on and others have shown that the
position of the commereial within the
program can affect the hstener’s feel-
ing of approval or disapproval.

A Program Analyzer test by the
CBS Research Department on place
ment of a commercial in a
showed a favorable score of 19, when
the to th
middle. over a score of seven for the

serial

commercial was moved
same commercial used in the opening.

Liking for the dramatic portion of
the program was virtoally the same. ir
respective of the use of the commeercia’
at opening or middle position. Differ
ence in ratings for the comwerciol ir
the two positions tested was further
emphasized because the tr.nd of list-
ener reactions during the cemmercial
was much more violently downward
when the commercial started the pro

N3

WORTH OF
PROMOTION

FREE

to WSYR and NBC
Advertisers in 1948

That's what the bill would total

at regular rates for WSYR's

program promotion last year in
Daily Newspaper Advertising
Spot Announcements
Station-Break Tag Lines
Window Displays
Mailings to Decalers
Preparation of Publicity
Outdoor Displays

WSYRACP5E

NBC Affiliate in Central New York

lcadlcy-Reed, National Representaties

6 JUNE 1949

gram, 1t should be pointed out that
both the type of commereial and na-
ture of the story are factors influene-
ing the listener’s reaction to different
placement of commercials within a
program.

The idea of correlating commereials
with the serial story proper so as lo
of eflect

sound. aceording to Horace Schwerin

attain an overall unity is

of the Schwerin Researclt Corp.. who
has tested numerous episodes and their

tion used to summarize the story be-
fore starting the new epizode. emphasis
of one story element at the expense of
another  numerons such factor may
radically affect the listener's liking for
the story. This affeets liking for the
commercial. and that affects remem-
bering the conmmercial.

Sinee liking both story and com-
mercial i fundamentally a matter of
emotions. say Attitudes. Ine.. psycholo.
gists. why not tie commereials 10 the

commercials.  The problem obvioushh  sane emotions that keep listeners com-

is not simple. The amount of narra-  ing back for moe? s e s

IF You SELL
GROCERIES
IN CHICAGO

you need \f?"
WAIT’s 86 L
Gk)'f;ﬁ, 57

The Only Radio
Consumer + Point of Sole
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) Al-day Storecast
in 100 National Tea Supermarkets to force sales at point of purchace.
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

In
CHICAGO

WIND WMAQ WGN WwBBM| wair | I8, WwcFL wuiD : WSBC WGES
| 560 670 720 780 820 890 1000 1160 1240 1390
00C A L0 No A
& aqo
REPRESENTED BY: RADIO REPRESENTATIVES. INC.
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MEN'S HATS

AUTO ACCESSORIES

SPONSOR: John David. Ine. AGENCY : Grey

CAPRULE CASE ISTORY ttat Company has

en using a TV nelwork newsreel to advertise ils line
M men’s hats. and has been strengthening name identific-
ation through a distinetive trademark at the program’s
beginning and end. Retailers in ecaeh eity to which the
~how ix heamed have been encouraged to tie in with

Disney

local announcements following the program. During
threc months last winter. with a general deeline in hat
<ales. John David, New York dealer. upped its Disney
salex 49¢ via such tie-ins.

WABT. New York PROGRAM: Announcements

g 3

TV

results

— r——

,j

\

SPONSOR: B F. Goodrieh Co. AGENCY: Placed direct
CAPSULE CASE HISTORY: \Mter three telecasts of the
Salt Lake City Goodrich store’s ~“Sports Window,” store
manager reported TV’s ability to sell all kinds of auto-
motive and household goods at “an unpreeedented rate.”
Following item demonstrations on first three shows. stoeck
of auto trouble lights was 1007 cleaned out by 11 a.m.
ol mormng after the initial telecast. alarm eloek radios
were 1007 sold out by mid-aflternoon after second show,
and dashboard Kleenex holders were 807¢ gone within
21 hours of the third program.

KDYL, Sali Lake City PROGRAM: “Sports Window™

CHILDREN'S SHOES

DEPARTMENT STORE

SPONSOR: Tots N Teens Shoes AGENCY': Placed direct
CAPSULE CASE HISTORY: On this shoe-store sponsor’s
firsl telecast of a weekly five-minute series, “Tots N Teens
Television Birthday Party.” an offer of a gift was made to
each ehild who eame into the store during the following
week and mentioned seeing the program. In addition.
the opportunity lo appear on the show in sueeeeding
weeks was offered to the ehildren. One hundred and three
kids responded. with a return for the sponsor of at leasi
10% in direct sales of children’s shoes to aecompanying
parents.

WICU, Erie, Pa. PROGRAM: “Birthday Party”

CANDY BARS

SPONSOR: W. T. Grant AGENCY: Placed direct

CAPSULE CASE INHSTORY: Grant sponsors a weekly 20-
minute TV program. and recently. 1o test video's selling
power on high-unit-cost merchandising, displayed a refri-
gerator during a one-minute commercial. Used once dur-
ing only one program. commercial eonsisted of foeusing
the camera on the refrigerator while the announcer
pointed out its various features. Within two days, four
refrigeralors
to customers who referred to the TV.displaved model
and asked to sce that one first.

WICU. Erie, Pa PROGRAM: “Dude Ranch Party”

representing $1.156 in sales—were sold

SPONSOR: Mason Candy Co. AGENCY: Moore & Hamm

CAPSULE CASE 1HSTORY: To introduee a new coconut
candy bar in the New York market. Mason sponsored a
quarter-honr segment of “Howdy Doody” for a 13-week
period. Offer was made on the program of a lariat for
every two wrappers of the eandy reeeived. During the
13 weeks 120.000 swrappers were sent in. and the num-
ber of New York dealers earrving the bar rose from a
handful to 95 of all metropolitan candy retailers. Out-
lets asked Mason to handle the candy. bhecause of the
numerous requests for it from kids.

WANBT, New York PROGRAM: “Howdy Doody™

TELEVISION SETS

HELP WANTED

PONSOR: Television Cooof Mdo AGENCY @ Duadon & Rosenbush
APSULE CASE HINTORY
iston Company of Maryvland. reports his firm’s success-
ful nse of TV a We firmlv believe that the
rowth of our company has heen materially assisted by
the advertising we carry on WMARTY
been amazing

Midton Rabovshy. of the Tele-
fu”u\\‘.«'.

Results hasve

as high as eight enstomers in one day
the resnlts of a single annonneement carried on this

ion just one of our pleasant experiences, ele
madvertising has definitely sold telesision sets for
nee we began nsing the mediom.™

n Md PROGR AM: Announcements

AGENCY : Placed direct

Exchange  DBank  of

SPPONSOR: Corn Exchange Bank
CAPSULE CASE TISTORY:  Gomn
Philadelphia sponsors a TV show called “Open House™
which lwsts different guests weekly. Recently, a repre-
sentative of the Bechtel International Corporation talked
on the show about the dificulty his firm was having in
finding skilled craftsmen 1o help in the construction of
a pipe line in Saudi Arabia. due to the intense heat of
the locale and the necessity to sign up for a year-and-a-
half, Within two doys after the show. 218 artisans had
applicd for the job.

WPTZ, Philadelphia PROGRAM: “Open House™

d
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WKY-TV Studio on Wheels . . .
a completely equipped
mobile unit.

There’s new magic in the heart of the Southwest!

It’s television over WKY-TV...opening a bright new
market for TV advertisers, right in the middle of the great
Southwest where business is best. And it’s hitting the market
with unprecedented impact!

And no wonder! Because WKY-TV has its taproots in the MAIN STUDIO .. .in t
. . ' Little Theatre, Oklah
popularity gained from WKY’s 25 years of AM broadcasting. A)\'Jnic;pzf',&id;,ofl,,:
It enters the market with the super sales power that only the

call letters “WKY” can give a station down here.

This means that when you “buy” WKY-TV, you get more
than a picture on the kinescope. You get WKY’s prestige and

acceptance behind every television message.

A quick call to your local Katz repiesentative will repay

M you with information about the few availabilities still open.

TRANSMITTER. . . ¢

THE WORLD'S TALLEST TELEVISION ANTENNA . . . oll WKY-TV A
Built on top of the WKY-AM radio tower . . .
966 feet above the ground.

OWNED AND OPERATED BY

THE OKLAHOMA PUBLISHING CO.

WKY, Oklahoma City e The Daily
Oklahoman ¢ Oklahoma City
Times o The Farmer Stockman

CHANNEL 4 ¢« OKLAHOMA

REPRESENTED BY

THE KATZ AGENCY, INC.




Sponsored programs on

NBC Television are viewed in nearly

-

twice as many major markets

e

as those on any other network.*

* Averages from April Rorabaugh Eeport
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NBC Television. .. America’s No. 1 Network

TELEVISION’S LARGEST

3

TELEVISION’S LARGEST 3 TELEVISION'S LARGEST

AVERAGE AUDIENCE~ NUMBER OF NUMBER OF

NETWORK ADVERTISERS SPONSORED HOURS

DAY AND NIGHT*

*TV Hooperatings—May
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You’ve seen this, or something else ‘“unfortunate,”
on too many live TV shows. It simply couldn’t

happen if the show were on 16-mm film.

J. A. MAURER, INC.
37-03 31st Street, Long Island City 1, N. Y.

The Maurer — mast widely used 16-mm

Prafessional Motion Picture Camara.

SPONSOR
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Making a "stop motion” TV film commercial for selective telecasting all over the nation

6 JUNE 1949

Polarord
pradise

Part two of a study

of TV aceessories

on the air

Toward the end of 1947, the
Pioneer Scientific Corpora-
tion, a New York firm h-
censed by the Polaroid Corporation to
make and sell various gadgets from
Polaroid fibm, was eveing the fast-
growing market in TV appliances.
Experiments showed Pioncer that a
sheet of Polaroid fitm placed over the
viewing end of the direct-view tubes
in TV sets reduced the glare factor
tremendousty. Overnight, Pioneer had
a new product to sell. this time to TV-
set owners,

A new product. however, even one
with a solid market potential, was not
enough. [t had to be packaged, dis-
tribution had to be set up, ad cam
paigns had to bhe planned. Pioneer
had a long way to go.

For one thing, there was the prob-
lem of designing the filters so that they
would fit easily onto any standard
make of TV set. Polaroid film is fair-
Iy expensive—ahout 812 a square foot

and there were at least 60 different
tvpes of TV sets on the market with
many sizes and shapes of screens. No
dealer could he expected to stock 60
different sizes of filters in his store
Pioneer turned the problem over to
Cayton. Inc. (the Pioneer ad agency)
and to Korda Associates, a New York
package-designing firm. The problem
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ROCHESTER, N.Y.

fo your
TV list

AND please note that Television’s
first appearance in this populous,
prosperous Western New York
market is credited to the same
company that pioneered radio
here, twenty-seven years ago.

* Channel: number 6
e Power: 16.7 k.w, visual,
8.6 k.w. aural

® Antenna: 497 fi. above average
lerrain

® Service area: coincides with Roch-
ester, N. Y., relail trading area

e Telecasling begins June 11th, 1949
with both local & network programs

WHAM-TV

ROCHESTER RADIO CITY
"The Siromberg-Carlson Station"

BASIC N.B.C. AFFILIATE

Geo. P. Hollingbery Co.— NAT'L REP.

> ¢

POLAROID [

(Continued from page 537)

was finally solved by a rather unique
job of packaging. Polaroid TV filters
are made of a sheet of Polaroid film,
a sort of plastic sandwich with a Jayer
of polarizing material in the center
that acts like a Venetian blind in eut-
ting down glare by “polarizing” light
passing throngh it. It can be cut and
trimmed easily with a pair of scissors.,
With this in mind. the package design-
ers suggested making only five sizes of
filters taccording to basie tnhe size)
and putting them np in only two sizes
of boxes. To get around the problem
of 60 different TV-set models. a heavy
paper folder was designed to hold the
filter. and on the folder was printed a
multiple “template”™ pattern of sereen
frames for various types of sets, Al ;
the customer had to do was to deter-
mine the correet size for his particular
set. cut his filter out like a dress pat-
tern, and stick it on his set with little
adhesive disks. A eover for the box,

suggesting the product in use. showed
clearly to what purpose the contents
would he put.

With the product packaged for easy
dealer aceeptanee. Pioncer was ready
to spring it on the public. On 7 March
1948, ahe first TV advertising for
Polaroid filters went on the air on two
New York stations. WCBSTV and
WABD. The Polaroid TV filter stor
was told via straight-selling. one-min-
ate TV film spots. New York's R, 1L
Macy & Company. to which Pioncer
had given a first.week “exclusive™ on
the fikters. ran large Sundav ads in
The New York Times which baeked
up the visual films with more art and
copy plugging the filters, The

N
I’

Pioncer
TV films. whieh could he handled as
open-cnd - announcements  during  the
last Ten scconds. plugged Macey's as the
place to buy the new produet. The
store was literally mobbed with custo-
mers for the Polaroid filters and sokd
more than LO0OO of thew (a1 an aver-
age price of £10 ecach for ten-ineh
sereens) during the first few days, ‘
With this a~x a working base. Pio-
neer began to expand the distribution
for the filters. About 8077 of the com-
pany’s outpnt i~ sold to jobbers and
the remainder to dealers, but the deal- ‘
ers had 1o be convineed that stocking |
up on Polaroid filters was a good busi- |
ness-getter. Trade ads promoted the |
new prodnet to dealers. and Pioncer
contacted some of the larger ones in

New York (Davega. Dynamic, cle.) !

Baltimore

Television
means

WMAR-TV

As Maryland's
pioneer television station,
WAIAR-TV consistently
covers an arca from
Washington. D. C. to
Wilmington, Delaware,
and [from Pennsylvinia
to the Potomace River.

WAIAR-TV s the
vision station of the Sun-
papers of Baltimore. 1t
is on Channel Two. and

1cele-

carries the programs of
the CBS network to tele-
the entire
Chesapeitke basin area.,

viewers in
WMAR-TV’s coverage
of political campuigns,
sports and special events
—civie, palriotie, and
cultural—is unequaled in
this rich, productive area.

Represented by

THE KATZ AGENCY

INCORPORATED

ATLANTA « CHICAGO = DALLAS
DETROIT = KANSAS CITY = LOS ANGELES
NEW YORK = SAN FRANCISCO

SPONSOR




Now in 1949

99.7-

of the country’s television

audience is within reach

of these stations

Du Mont Programs Shown
Live on these stations

Programs shown on these stations
by Du Mont Teletranscription

WAAM Baltimore KOB-TV Albuquerque
WNAC-TV Boston WAGA Atlanta
WBEN-TV Buffalo WLW-T Cincinnati
WGN-TV Chicago WLW-C Columbus
WEWS Cleveland WLW-D Dayton
WJBK-TV Detroit WICU Erie
WTMJ-TV Milwaukee KLEE-TV Houston
WNHC-TV New Haven KTSL Los Angeles
WABD* New York WAVE-TV Louisville
WFIL-TV Philadelphia WMCT Memphis
WDTV* Pittsburgh WTVJ Miami

WTVR Richmond KSTP-TV Minneapolis-St. Paul
WRGB Schenectady WDSU-TV New Orleans
KSD-TV St. Louis KSL Salt Lake City
WSPD-TV Toledo KRSC-TV Seattle
WTTG* Washington WHEN Syracuse

L EV IS, o

T E
For further information on television
advertising, write or call:
N

E.,.wop

*DuMont owned and

opvralml stations Copyright 1919 Allen B. Du Mont Labaratories, Inc.
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A RECORD MADE AlLL THE
MORE REMARKABLE BY
THE FACT THAT WOIC HAS
BEEN TELECASTING FOR
LESS THAN SIX MONTHS!

CBS-MBS Television Networks

CHANNEL 9, WASHINGTON, D. C.
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with a proposition: if a dealer bought
a eertain amount of TV filters from
Pioneer. he wonld get a tie-in mention
in the schedule of film spots. which
had been broadened to five a week on
WEBS-TV and WABD. The dealers
went for it. and stoeked up. This gave
Pioneer’s new product a close link
with these well-established dealers. and
paved the way for a good deal of in-
tensive co-op advertising that foHowed.
At all times. Pioncer and the Cayton
ageney  worked hard to make every
tie-in ad or piece of promotion in key
with the basic ad piteh for the appear-
ance of the produet.

For the first month, Pioncer con-
centrated on building up its New York
distribution aceording to this formmla
of TV films with dealer tie-ins and
heavy dealer promotions. By the end
of the 30-day period. sales were hitting
an average of around 750 filters a
week, and Pioneer was ready to ex-
pand.  Bruno-New York. a major
RCA distributor. got wind of the new
produet and came to Pioneer with a
eontract. Bruno proved to be the key
to many important RCA dealers in all
parts of the country. Pioneer lined up
other major distributors. sueh as Ray-
mond Rosen in Philadelphia. D. & H.
Distributing in Baltimore. Southern
Wholesalers in Washington. 1).C.. and
RCA-Victor Distributing in Chicago.
As cach distributor was opened up.
Piloncer obtained a list of the TV
dealers he was servicing. then sent
out a “Sales-Maker Kit™ that told the
whole Pioneer story, showed how the
produet could be used. and gave hints
on how lhest to promote it. merchan-
dise it. and profit from it

As soon as the “Sales-Maker Kit”
had been sent to each dealer. Pioneer
started placing the TV film spots in
the arca. and folowed that up with
the “bonus mention™ idea to dealers
who bonght a eertain amount of the
filters. In this manner, distribution
has been expanded to all major TV
markets in the eonntry, and today Pio-
neer’s one-minute films are scanned
{average frequency: twice weekly in
small markets, four-to-five times week-
Iv in large markets) in 37 TV areas.
Pioneer’s TV films eost abont $5.000
a week in time and production eharges,
These films, made with muelt visual
know-how. were filmed by New York's
Loucks & Norling. a commercial film
maker.

Pioneer graduated to TV program-
g in the summer of 1948, about four
months after the Polaroid TV filter

COSTUMES for

TELEVISION!

NOW — Rent COSTUMES

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

from Brondwaoy'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-hovr service
when desired!

EAVES

COSTUME COMPANY

Eaves Building
151 WEST ddrh 5T, = MEW YORK 7%, W. Y.

Esrablished 1870

0 v VRESPONSINL Y

GET PRICES FROM

VIDEO VARIETIES

BEFORE YOU
ORDER FILMS5

— VIDEO
SYMBOLOF | yARIETIES
CORPORATION

OFFiCE
41 E. 50th SV,

STUDIOS
510 W, 57th ST,
NEW YORK

m MURRAY HILL 8.1142

SPONSOR




had been on the market. The show
was NBC’s network package. [llowdy
Doody, whieh looked attractive to I'io-
neer because of its high rating and
its low cost. [lowdy Doody did won-
ders for Polaroid’s sales. and hoosted
business in New York. where [lowdy
was being scanned {or Pioneer, as
much as 4097 over the previous totals.
Sinee Polaroid TV filters are not re-
peat-sale items, Pioneer felt that the
audience potential would be pretty well
used up after the first 13 weeks, and
hefore the Howdy Doody cycle was
completed (it nad been thoroughly
merchandised to dealers. with good
results). Pioneer was already going
after an entirely different audience
with the Dennis James Wrestling
Matches on New York's WABD. Pio-

neer felt that the high sales pace could |

be maintained by switching to a new
approach, and results proved the
validity of the thinking. After four
shows with Dennis James, Pioneer’s
sales jumped 75% on the Polaroid
TV filters in the New York area—
reaching a new peak.

It was about this time, too. that Pio-
neer began to see real results in the
selective TV film-spot campaign run-
ning concurrently with the programing
in New York. In mid-Oectober, Pio-
neer used a film announcement on
WBEN-TV. Buffalo, to introduce the
filters in that area. Buflalo’s National
Television Company was identified as
the retail outlet in the open-end tie-in.
Sales began immediately, and a day
or so later the retail dealer repeated
the announcement at his own expense.
As a result, National sold 75 filters at
prices ranging from $10 to 820, and

also sold ten TV lenses (of another |

make) to persons buying filters in the
store.

Polaroid filters are not being sold
via TV programing, as SPONSOR goes
to press. Pioneer’s most recent show.
Masters of Magic, recently finished a
13-week run on a five-station Eastern
loop of the CBS-TV network (plus
film-recorded versions in two 1nore
markets) that began in mid-February
of this year. As usual. the reason for
its being dropped was Pioneer’s feel-
ing that its ability to keep Polaroid
TV filters in their present slot as the
fastest-selling accessory in the TV field
was beginning to diminish toward the
end of the 13-week cycle. The TV
emphasis of Pioneer has swung back
again (for the summer months of 1919,
at any rate) to selling by selective TV-
film announcements, with that cam-
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paign broadened and the frequency
stepped up. The $3,000 a week that
Pioneer was spending (time and tal-
ent) for Masters of Magic is now sup-
plementing the $2,000 previously spent
in sclective TV advertising. At this
rate, ’loneer expeets to spend around
$250.000 in TV during 1919, repre-
senting about 907 of the total Pioneer
budget.  The accessory-making firm
fisures on returning to TV network
programing this fall. either with Mas-
ters of Magic (if it hasn’t been sold
again in the meantime) or something
fairly closc to it. By that time Pioneer

figures that the whole audicnee pic

ture will have changed <o rapidly

due to expected summertime sales of
TV sets. that there will be a fresh
audience to work on. Currently, be

sides the selective TV films. Pioneer is
spending its ad dollars in co-op new

paper advertising desizned to back
stop the TV films, and in promotional
mailings. counter displays, and trade
advertising.

The of Pioncer via
steady selective TV-filn advertising.
and by shortterm TV programing.
has ercated a good deal of interest in

rrowth sales

track.

proprietors.

580 Fifth Avenue

VI PR

Television Performing Rights

The BMI license with television stations covers all
performances both live and mechanical and whether

by means of records, transeriptions, or film sound-

It provides for the performance of BMIl-licensed
compositions without special elearance headaches.

The catalog of musie licensed by BMI contains over
one hundred thousand copyrighted titles ranging from

folk music and be-bop to classical.

BMI offers 1o television film producers all the in-
formation and help they need in obtaining the right

to record music on films from individual copyright

BMI's television Service Department is headquarters
for complete information on performing and other
rights in the music of BMI, AMP, and the hundreds
of publishers affiliated with BML

For Music On TV

Consult BMI Television Service

Broapcast Music, Inc.
»

PL 7-1800

New York 19, N. Y.
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the TV essory busines<. Many ad- Since the licensing deal with the Polar-  set total goes up to 3.000 in the area
vertisers. expecially those entering the  oid Corporation is an exclusive one, (usually a matter of a couple of
f ' last few months. have the filter market is pretty much all months), Pioneer moves in with its
owed the pattern set by tl Pioneer's. A\ handful of other firms series of three straight-selling TV -film
1ot t operation of Moneer. are advertising TV filters via selective  spots. The company then begins its
s with excellent results. Not a  announcements on the visnal air, such  promotional routine to dealers via the
" mufacturers of TV acce-xories, as the E.L. Cournand Company for its  distributor, and sales jump again.
il to some extent the dealers alko. “Waleo™ filters on WBAP-TV. Dallas. Today. something like 250.000 set
h ised their TV campaigns on and the Celomat Corporation for s owners out of a nationwide total of
Is that are a frauk imitation of TV filters on WABD. New York. But 1,700,000 have Polaroid filters on
those of Pioneer in an attempt to catch - Ploneer feels that these firms will have  their set~. Since 637 of them are
up with Pioncer’s sales in the TV- a long haul to catch np with the sales ten-inch (810} and 229 are 12-inch
acceszory hnsiness, curve for the Polaroid TV filters, $12.50). this represents some S2.
Pioneer. now leading the field. is Pioneer watches closely the develop-  230.000 in retail sales from the time
looking for new worlds to econquer. ment of a new TV market. When the of the produet’s introduction. I pres
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enl xales levels continue—and Pioneer
fecls confident that through aggressive
werchandising of its TV advertising
they will—the firm mayv come close to
doubling its 1918 annual sales Hizure
of £559.213.

What Pioneer has done to promote
the sale of it~ Polaroid TV filters
keeping the advertising flexible enough
to grab an audience. then working it
siles. and eventually
moving on to a audience
formula which ecan be. and is being.
adapted to the selling of TV acces-
sories. 1's one which. for the time be-
ing. virtually insures suceess.  x « «

hard to Dboost

1s a

new

TELL! SELL!
The WLOS Market

Whose Busy Center [s

ASHEVILLE

and whase reoch embraces
aver a million falk in 25
North Caralina-Saulh Coro-
lino-Tennessee counties

]
In r‘l(l.)‘
e

Koaa
“MOUNTAIN MIKE"

Retail Sales: $606,991,000

Primory ond Secondory listening Areos
(Sales Monagement Estimote for 1948)

Radio Homes sws: 178,410

Contact Taylar-Barroff far Full Market Facts

bony)
Cao

»

5,000 Watts Day—1,000 Night—1380 Kc

ASHEVILLE, N. C.

SPONSOR



CONTI

(Continued from page 31)

singers like Buddy Clark doing guest
shots.

Anotlier attempt on the program to
reach a wider mass audiconee is the
addition of Sheila Graham. Holly wood
movie columnist. in a five-minute spot,
interviewing film stars.

The firm’s only venture into any-
thing resembling a give-away oecurred
during 1916-47 ou Treasure lHour.
when a contest was held wherein listen-
ers were asked to identify the classical
composition from which a particular
popular song was stolen—or. as the
program delicately put it, “derived.”
Winners were given a three-day visit,
with all the trimmings, to New York.
The stunt garnered considerable pub-
ficity in local newspapers in the win-
ners’ home towns. and even got a
nationwide break when an 11-vear-old
winner made the trip and also a spread
in a national picture magazine.

Conti’s operation is essentially un-
complicated. 1t operates  only one
plant (in New York) and warehouses
in Chicago and on the West Coast.
Its national distribution is through
normal wholesale and retail channels.
with normal point-of-sale advertising
in department. drug stores. ete. Be-
sides  the soap-and-shampoo items.
Conti also makes an olive oil, baby oil.
and baby powder. All five products
have been air-advertised to a slight
extent on one or two women's partici-
pating programs and through an-
nouncements. but Conti's use of selec-
tive radio has been negligible.

Conti presents a perfect picture of a
small (in velation to concerns like
P&G. Lever, C-P-P. ete)) soap com-
pany which has lifted itsclf by its boot-
straps into national prominence. with.
out capital investment and in the face
of great competition, When it “dis.
covered”™ radio. it kept the form its
air advertising took consistent with
the product it was selling. Conti he-
lieves that the public wants good sound
entertainment, and that better product
identification results from that sort of
broadeasting. 1t has taken advantage
of its program’s commercials (as well
as copy in magazine ads) to do a sell-
ing jobh not only on a brand name. but
also on why that brand name should
be asked for.

It has paid off. Conti is still a com-
paratively small company, but its
castile products are nationally known
and solidly established. % o
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550 KC 5000 WATTS
NBC AFFILIATE
BISMARCK, NO. DAKOTA

.. AFYR

comes in loud and clear in a larger area

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

*ASK ANY JOHN BLAIR MAN TO PROVE IT.

~
FIRST in tHE

A

DAVENPORT, ROCK ISLAND, MOLINE, EAST MOLINE
AM S FMGson TVoeos aamas
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. WOC'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 [

CHICAGO @

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

Ernest Sanders, Manager

DAVENPORT, IOWA SI.L.OUIS

bEE & PETERS, INC., National Representatives ’
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The listener
??k was absent mind-

ed. He forgot to

put an address on
the postcard. But on the back he
had written: “"Dear Will: Please
send me the flower bulbs you have
been advertising.”  That's all he
wrote, but it was enough.

The postoffice sent the card right
to "The OId Corral™ in care of
KDYL—right where it belonged.

That's just one example of the
acceptance of KDYL in the rich
Utah market.

KDYL-TV,

now in its sccond

year, does the same sort of smart
selling job in television, too.

AA

Blair & Co

SEZ

ot page

cast~ to a degree that few city folk
nderstand t mgh the day '«
work largely  done. farmers gather

around their radios for network pro.
graming. Frayscth and Lane decided
that the best place to  spend the
minuscule SEZ ad budget would be
on the daily 8:10:8:15 a.m. Worning
Weather l\’eporl. since in Februan
every Minnesotan is weather-conscious,
whether rural or citv-dweller.  Also to
catch muech of the same buving audi-
ence at night. an 8:00 pan. station
break was seheduled.  On the last day
of Januany. 1949, SEZ went on the
air for the first time,

Although  SEZ  production  didn’t
really  start until mid-February, the
commercials on the KMHL weather
strip  and  announcement  schedule

plugged the versatility of SEZ as a
table ~vrup for panc akes. waflles, hak-
ing. a~ a topping for ice cream, or any-
where that a syrup was needed.  Lis-
teners were told to ask their grocers

for SEZ. and if he didn’t have it, he

could get it from the SEZ firm at Red-
wood Fal]s.

The campaign pulled from the mo-
ment it started.  Farm listeners were
intrigued and asked their grocers. who
in turn put the pressure  on their
wholesalers.  Some grocers. as the de-
mand for a product thev had never
heard of began to pile up. called the

station and demanded angrily: “What's
the matter with vou people? . ad-

vertizing something they haven’t even
started making!™

Sebring  bhegan  making SEZ in
carnest on 18 February. Three days
later. SEZ started on a similar sched-
ule on KVIHLs sister station in Will-
mar. KWLM. jointly-owned by veteran
Minnesota radio man Harry Linder.
SEZ began to snowball along like the
recent  unlamented  Pyvramid  Clubs.
Distribution was through small local
jobbers and by direct grocer pick-up
at the Redwood Falls met

Even the weather was working to
SEZ's advantage. The temperature in
late January, 1919, for Marshall and
surrounding communities went up and
down like an account exccutive’s blood
pressure,  On 7 January the mercury
was standing at 46 degrees, On 22
January it took a dive down to 26
degrees below zero. Throoghouat the
month, the extreme variation in tem-
perature was 72 carly

degrees. In
February. the mercury was 14 below:

a couple of weeks later it shot up to
15 degrees.  In March. the same sort
of up-and-down variations,
panted by howling blizzards and a
mass suspension of school-bus opera-
tions kept farm listeners glued to their
radios as their major source of vital
weather  information,  Listening  to
SEZ weathercasts was a “must.” and
the high listening paid off in growing

accom-

sales for the new product.

During the first full month of SEZ
production. which started about mid-
Februarv. the cost of the SEZ sched-
ule on KMHIL was 856.70 per week.
On KWLM, also in the center of a
primarily  agricultural arca, the cost
was 8143.68 weekly. Total expenditure
for the nitial month was slightly over
31400, Wholesale figures for SEZ dur-
ing this period totalled $£400. Con-
sidering the advertising for the first

month as an mwvestment. the return
was ten times. or 1,000, of the
original.  Of course. Sebring had a

certain amount of normal overhead in
his Dbusiness. but even with all oper-
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ating expenses deducted from this
gross take, SEZ was a solid money-
maker after the first month. Delighted
at what selective farm-market radio
had doue for his product, Sebring sat
down and wrote to station manager
Frayseth of KMHL:

“. . . The successful public accep-
tance of SEZ in your markets has cer-
tainly proved to me that radio is the
most influential form of advertising.
Now that the initial test campaign has
been completed. we want vou to work
out an advertising schedule for us
which will keep SEZ syrup foremost
in the minds of the grocery trade and
its customers.

“As our new Dbusiness expands, we
are going to continue the same plan
of radio introduction and radio follow-
up in other markets. We are trying
to develop a healthy growth, expand-
ing to one or two markets at a time,
so that our manufacturing and dis-
tribution plans can keep a steady for-
ward pace.”

Sebring did continue the same plan.
spending always at least 907 of the
growing SEZ ad budget (the rest went

™ 10,000 WATTS IN KANSA"

IMI : I

II
= Raprssantod

-ou:'\ -——‘_.... JOMN BLAIR A& €O

BUTUAL NETWORK + 710 RILOCTCUS
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chiefly for store displays and radi

based promotions) in other farm mar
kets like Austin, Fairmont, Worthin;

ton, and Faribault in Minnesota. He
alzo moved into urban \linneapolis
and across the state line into Aber-
deen. South Dakota. In each case the
method was the same—the product
was introduced via radio, picking
programs and announcement slots that
had a proved record of high listening.
Then. SEZ salesmen (Sebring is con-
stantly adding to his growing staff)
followed up the radio to grocers and
wholesalers.  Distribution has als
been started, via leading food brokers
of the Midwest. in Illinois, Nebraska.
Wisconsin. and bhoth Dakotas.

SEZ has grown out of its short pants
in the few months that have passed
since the product was first placed on
the market. Sebring. his eye on na-
tional distribution, has an agency now
(Western Advertising of Chicago).
The original label. a hurry-up job. is
being redesigned. and major adver-
tising plans are in the works. Much
of the new advertising will feature
Grandma Sebring and her original
corn-cob syrup. But. back of the con-
tinuing growth of SEZ will be Art
Sebring. a man who had faith in an
idea and radio’s ability to sell it.. «

PUERTO RICO
(Continued from page 33

figures of less than 30 cents an hour
are not true, the 40 cents which is
minimum by law is less than current
L.S. fees for equivalent work. Skilled
labor receives 60 cents an hour which
is said to be good pay., considering
the low cost-of-living on the lsland.

PR families are still too big. aver-
aging five persons per family. Several
families usually live together due to
continued existence of two-mile long
developments like “El Fanguito™ (Lit-
tle Mudhole). Invasion of New York
by great numbers of Puerto Ricans has
made this metropolis the greatest
Puerto Rican city in the world. Chil-
dren continue to be the greatest article
of production on Puerto Rico.

Radio stations. like youngsters,
seem to have been multiplying far
too rapidly in PR. Whereas in 1947
officially there were seven transmitters
on the Island there are 28 stations
currently operating or authorized. San
Juan alone has seven long-wave sta-

*

(6, WOW'

CAPITAL GAINS!

NOTE. ..

these observations on
Radio WOW’s Fall-Winter
Hoopers . . . compared with
a year ago.

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

The Skippy Hollywood Thea-
ter (National Spot) had a
13.1 rating a year ago and
this year 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 year 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 8.6.

“Screen Guild Players’” had a
14.2 last year on “Station B”.
This year it has a 19.9 on
WOW.

“Can You Top This®” had a
beautiful 17.1 a year ago on
WOW. This year, on ““Station
D”, it has a skinny 4.8.

“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
18. 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 23.3 a year ago!

These are OMAHA HOOPERS.
Outstate WOW'’s leadership
is as good or better!

That’s why WOW alone will
doyouradvertising job here.
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tion~ (WIPR. WAPA, WIBS, WIAC.
WRAQ, WNEL. and WEMB) and Ma-
vaguez at the other end of the Island.
with a population of 80,000, has five
{WORA. WPRA. WKJV, WALL, and
WECW). San Juan. Mavaguez. and
other towns with stations are seldom

XL mg

IN THE
Pacific
Northwest

Serving 3,835,800 people

e WASHINGTON
K1N G — Seattle

Hinked by telephone lines since most
feel Jand-line tarifl s
high. WORN has its own relay station

sponsors too
fothers have. too) which is adequate
in the daytime but not at night. A few
advertisers now pay for lines but mosl
stll use transcriptions for nighttime
hroadeasting.

Many U5, sponsors are found on
PR stations,

K X L E — Ellensburg
KXLY — Spokane

OREGON
K X L — Portland

Ford and Fivestone are
important time buyers.  Alka-Selizer.
wltich doesn’t nse sports at all in the
States. is a consistent sponsor of im-
MONTANA

K XLF— Butte
KXLJ—Hslena

KX LK — Great Falls
KXLL - Missoula
KX LQ — Bozeman

Pacific Northwest Broadcasters

Saler Manogers
Wythe Walker Tracy Moore

TASTERMN

portant baseball and baskethall games.
On the days when important games are
plaved. it’s practically a holiday on the
Island o Mides Laboratories finds that
it pavs to tell the Alka-Seltzer story
to PR’s sports andience. A local men’s
furnizhing store. Suarez. now also uses
sports on nine stations,

Red Seal Riece. a Louisiana product.
sponsuors El Tremendo Hotel, a 15-min-
(12:15-1 p.m.) situation
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WKJB

Proudly operating on its

NEW FREQUENCY

7]thkc.
MORE cov:

COVERAGE
SERVICE
RADIO STATION WKJB—Mayaquez, P. R.
Owner—José Bechara, Jr.
Exclusive Representative in the U. S.

CLARK-WANDLESS CO.

205 East 42nd Strecet—New York 17, N. Y.

comedy show. lts star. Diplo. has a
greater following, considering the size
of the population of the Island, than
a Bob Hope or Jack Benuny in the
.5, Aud it must be kept in mind that
this i~ a daytime, not an evening pro-
gram.

Hard liquor i= not prohibited in
Puerto broadeasting and s an im-
portant industry among sponsors. As
in most Spanish-speaking  countries,
Colgate-Palmolive-Peet. Sterling Drug,
Vick  Chemical, Pepsodent  (Lever
Brothersi. and Standard Oil are im-
portant advertisers. Coca-Cola. Royal
Crown. Seven-Up lead the soft-drink
parade.  Other important advertisers
are PAG. Northeool tsuitsi, Hotpoint,
Libby s, 4711, Ruppert. and Sears.

Music is most important as a pro-
gram form bul soap opera is right he-
hind tune airing. As indicated previ
ously. sport~ get an amazing audicnce,
many times what they do in the states.

There are s«till only 150,000 radio
homes on the Island. That's changing
rapidly. beeause of the complete elee.
trification of homes, even hovels. The
810.000.000 Caonillas Dam has helped
and it's only the start of the power
plans of the government.

In terms of listeners. the 150,000
radio-set homes represent much more
than they would in the United States.
That’s hecause it's estimated that at
least three families listen to cach set.
The 150.000 families thus reached re-
present most of the Island’s 2,400,000
population (130,000 families of five
people each add up to 225.000.000).

Timebuyving on the Island is a big
job. There are many stations that ap-
pear to do an equal job—and which
don’t. 1t isn’t alwavs the “established™
outlet that’s best, either. t's amazing
what the new blood is doing to stir up
the old casv-going Latin tradition. 1ts
even convineing sone that the two-
hour xiesta time doesn’t make sense
on an island with a temperature range
of from 02 to 9 degrees throughout
the vear. The average mean winter
temperature is 73.1 degrees and the
average mean in the summer is 78.9.
No state i the Union ean mateh this
range. Only Rhode 1sland reports not
having dayvs that go higher than 100
degrees,

Puerto Rico i< a promize. s liberal
government is also a threat. In orvder
to lift the lsland by its bootstraps. it
may extablish a government-subsidized
econtomy that may well mean an end to
free enterprise—in the 1.5,
it can happen here as welt as there.

L IR R 1
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NATIONAL RATINGS
{Continued [rom page 23)

“average audience” figure of 19.2 were
used the Niclsen listening homes would
have been 7.234.710 or far
from the U.S. llooper figure,

High wmong radio’s national rating
problems is the fact that there are too
many figures. There are three sets of

not too

away

Niclsen figures. Nielsen Rating, Aver-
age Audience. and Total Audience.
There are U.S. Hooperatings and Pro-
gram Popalarity Hooperatings. The
figure that makes a program or a net-
work ook Dbest is used.

Misuse of ratings is not the fault
of research services. for both go to
great lengths to explain exactly what
their figures mean. It does. however.
make it easy to use printed media in-
stead of Droadeast advertising.  Black
and white delivers Audit Bureau of
Circulation figures (ABC), not
sorted circulation data. There are a
number of research organizations that
check on the impact of individual ad-
vertisements in publieations. but most
publications are sold on ABC eircula-
tion.

Cost-per-thousand figures are a de-
termining factor in plaecing advertis-
ing. Unfortunately it’s almost impos-
sible for any rescarch firm to compute
them for radio. Nielsen does
these figures but since most advertisers
refuse to report the net cost of their
programs. Nielsen is foreed to rely
upon unoflicial sources whieh are fre-
quently as much as 5077 in variance
with the truth. Thus since talent costs
can be eonsiderably higher than the
cost of the time. NRI cost-per-thousand
figures are at the best an approxima-
tion. Also sinee Nielsen must employ
“gross time” eosts and not the money
really paid for time after dollar vol-
ume, frequency. and eontinguous dis-
counts are computed, NRI's cost-per-
thousand may be fantastically off base.
They are uvsually higher than the fact
and sponsors ean uvse the figures know-
ing they are getting more for their
dollar than Nielsen reports. Nielsen

as-

1ssue

no longer reports cost-per-thousand for -

individual programs in his “pocket
picce.” He does report. however. eost-
per-thousand for program types.
Individual can compute
their own eost-per-thousand figures but
only after the faet. They know what
time and talemt is costing them. It
must be kept in mind also that Nielsen
size-of-audience figures are based upon
the 1918 total radio homes figures of

sponsors

6 JUNE 1949

37.623.000 and the current figure. just
released by BMB and based upon Seles
Vanagement market information (see
Radio is getting bigger, sroNsor 23
May 1919y, is 39.274.712. BMBs fi
ure is as of 1 January 1919

Both A. C. Nielsen and C. E. looper
are honest. Both have a high degree

7o
Lol

of integrity. Competition between them
has spurred both to do a better job.
i's unfortunate that both in part seem
to have selected the same job.
Measuring listening by Audimeters,
whether they are of the type which re-

quires a Nielsen man to come to the
home and colleet and replace the tapes
on which the use of the radio receiver
has been recorded or of the type which
permits the tape to be replaced tand
mailed to Nielsen) by the home being
sampled. mnst of necessity produce fig-
ures whiclt are not the same as those
delivered via the combination of a tele-
phone coincidental and  diaries—the
latter being the way LS, Hooperatings
are produced.

It would likewise be true that fig-
ures  produced by CBS's projected

It takes a combination of good programing, outstanding service,
and thorough coverage to attract and hold such blue-ribbon
advertisers as Standard Oil Company, Colgate-Palmolive-Peet,
Procter & Gamble, Kraft, Borden Company, Goodyear Tire &
Rubber, Frigidaire, International Harvester, A. Sagner & Son
(Northcool Clothing), Singer Sewing Machine Company, Stand-
ard Brands, Lever Brothers, American Home Products, Coca-

Cola, Swift, Buick, and Chevrolet.

All these, and many more, have used WAPA profitably dur-

ing the past twelve months.

For first-hand information on the Voice of the Caribbean ask

any Paul H. Raymer man.

WAPA San Juan, Puerto Rico

10,000 watts on 680 kilocycles

owner, JOSE RAMON QUINONES ® general manager, HARWOOD HULL, JR.
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tadar method of measuring listening
would be different than
Hooper's

Nielsen’s or
All radio listening data are
akin to readership figures rather than
circulation. and thus fay no two read-
ership surveys have come up with iden-
tical figures. or even like
figures.

rank-ordet

“fixed™

Hooper's ratings

Nielsen's is a sample opera-

tion. are prodneed

Both
rescarch have their advocates.

on a random basis, forms of
Unless
both

correlation can be ex-

an optimum sample is used in
cases no 1009,

The
an optimum sample in either case
would be bevond the financial re-
sources of radio and advertising.

pected  between them. costs  of

\ big problem broadeast advertis-
ing faces is the cost of radio research.
Since America operates on a free-enter-
prise basis. hoth looper and Nielsen
have the
methods which they feel are correet.
1s up to the industry to decide which
to purchase and use. For certain non-

right to develop  research

telephone
It is not

national purposes. Hooper’s

coincidental is an ideal tool.

MAKE

Aduvedia
Pruoduce i

YOUR

.y

m

Puoits Rice!

Puerto Rico 1s an ever expanding market for your product.

Purchascs

from the continental United States amounted o $337,300,000 in che fiscal
year ended June 30, 1948—a record high.
The key to maximum results in your Puerto Rican advertising is a

trained team of agency specialists.

We KNOW Puerto Rico . . . we are

producing for satisfied clients the combination of alerc adverdising and
aggressive merchandising chac increases sales.

The practical advantages of this complete service can be
information about

no premium. More
facilidies, is yours for the asking,.

yours at

Puerto Rico, U.S.A., and our

NATIONAL EXPORT ADVERTISING SERVICE, INC.
CHRYSLER BUILDING—NEW YORK

PUBLICIDAD BADILLO, INC.
PLAZA DE COLON—SAN JUAN
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feasible for mstance to install enough
Audimeters in most towns to give mar-
ket-by-market information. The exeep-
tions are New York. Cincinnati. Chi-
the West Coast and a few other

The
method howere permits an inexpensive
operation for c¢ity reports.  (SPONSOR
will report on City Radio Research in
a forthcoming issue.)

cago.

areas. telephone  ecoincidental

said to
Generallv. they do. On
the other hand. they can and do change
frequently overnight. An advcrtiser
cannot worry about general trends. He

Radio listening habits are
change slowh.

i i~ conerned primariby with his own

vehicle,  Nielsen may report that the
mystery drama delivers 415
homes per dollar but if a sponsor’s

program is tow show on the rating pole

average

he's getting, according to Nielsen. only
301 hones per dollar. 1f this happens
to be tops. he's getting 630 homes per
doltar or more than twice what the

low mystery is delivering. “Averages”

and “trends” have a way of wisleal-
ing advertisers.

Hooperatings  snceceded  CANs
Crossley  ratings because they  were

ntore accurate. had comparability. and
were less expensive. There were other
reasons but these three are the basie
ones. The telephone coincidental meth-
od is still the quickest (with the exeep-
tion of Sindlinger’s Radox system®}y.
has the broadeast telephone base. and
the expensive
nose-counting method in broadcast ad-

continues to be least

vertising. I's primarily a hig market
form of radio rescarch. As a ther-

mometer to indicate the health of

broadecast program it is excellent. It is
not a diagnostic research instriment.
The Nielsen Radio Index ix not fast
moving (there are promises that this
will be corrected). It however
localize a complaint, It telt a
sponsor if he's losing his audience dur-
ing his program—or whether the pre-

can
can

vions program just isn’t delivering an
audience to his show. Andience turn-
over figures are available.

can discover quickly whether or not it’s

Advertisers
competition that’s hurting a program.
or whether the andience just turns off
its scets. Program andience by eity
size. income gromps. ete.. are a'l part
of NRI service.

There's too little use of this informa-
just as there is too little use of

most of the Hooperating services. Most

tion
advertising managers claim that they

*Thu~ far used onhy in Philadelphia.

SPONSOR




just haven't the man-hours n their
departments to analyze one-tenth of the
radio research data which they buy.
They realize that agencies haven’t the
this purpose either.
Nicelsen has for a number of vears
taken his figures on a tour of sub-
scribers to explain what they forecast.
Recently decided  that
agency and advertiser presentations on
what Hooper information is all about
is necessary and a Cook’s tour of Hoop-
eratings will be presented to subserib-
ers, just as they have heen presented
by NRIL.

The latest problem on the national
rating scene is television. I's expected
that NRI will adjust its sample regu-
larly so that the number of TV homes
in its 1500 panel will be in proportion
with their incidence in the entire
United States. NRI has made no an
nouncement of a national TV rating
service but has stated that it expects
to be making a TV report for New
York this vear.

Hovper on the other hand has an.
nounced a projectable U.S. telerating
report starting sometime this nonth
(June). A national report for TV. if
based upon unadjusted coincidental
telephone home coverage. could give a

man-power for

Hooper  has

WS L

Celebrities give clues about themselves

/leca A MERCHANDISING "HOOK” THAT
GUARANTEES TRAFFIC TO THE SPONSOR

192 N. CLARK STREET -

6 JUNE 1949

Now available in a few markets — Wire or Phone

HAL TATE RADIO PRODUCTIONS

CHICAGO 1,

distorted prcture of the relative un
pact of radio and TV, to the dertiment
of aural broadcasting. There are more
TV sets in telephone homes than therc
are i non-lelephone homes and thus
an inflated picture of who is viewing
could result from an unadjusted tele-
phone report, This is a problem being
worked upon currently by the Hooper
organization. lts TV ratings (unlike
its Program Popularuy Hooperatings
are designed to be projectable (they
can be sinece Hooper is servicing. in
one way or another. practically every
¢ity with a visual broadeasting station.

Because there are millions invested
in broadeasting now. what was good
cnough research a decade or more ago
satisfactory today. An unad-

justed telephone report is not aceept-

is not

able now for most researchers.

It has taken radio over 27 years
to produce even a partially satisfac-
tory projectable rating service. Tele-

vision must start with the equivalent
service or else distort both its own and
radio’s current potential.

The best advice that research au-
thorities have for advertisers is very
rating fig-
ures unless you know exactly what they

simple—"don’t aecept any

e
meatl. * x &

43//00per

rating on

WHAM

ROCHESTER, N. Y.

Listeners actually hear

ILL. * Phone RAndolph 6-6650

. LOCAL
PROGRAMS

THAT

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

Plus NBC’S
PARADE OF STAR
NETWORK SHOWS

ALL ON WSJS aw-eu

THE STATIONS WHICH
SATURATE
NORTH CAROLINA’S
GOLDEN TRIANGLE

WINSTON-

A GREENSBORO

HIGH POINT

No. 1 MARKET
IN THE

SOUTH’'S No. 1 STATE

WSJS

WINS TON-SALEM

TH E JOURNAL-SENTINEL STATIONS

NBC

AFFILIATE
Represented by
HEADLEY-REED COMPANY
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SPONSOR
SPEAKS

Waltham gets the facts

Broadeast advertising is seldom af-
forded an opportunity to tell its story
Fven when it is
tended the invitation. there’s usnally
no group asvailable. willing. and able to
selb the medium.

It i noteworthy. then. that the Na-
tional Radio Station
Representatives was given an awdience
by the Waltham Wateh trustees, and
that NARSR made a comprehensive

as a medinm,

¢X-

Assoctation  of

presemtation on the effectiveness of se-
leetive radio as a watch-selling me-
dinm. I was not a presentation for
one station. or a gronp of stations,
Ihe trustees heard the story of how
broadeast advertising has built at least
two areat wateh firms and comribnted
to their continuing snecess, 11 was a
fact=-and-figures presentation.

It arked e fiist time that a
sroup in radio has ever made a direct
piteh for business for the medium,
The story of broadeast advertising has

Applause

CBS practices what it preaches

The Columbia Broadeasting System
the
Fven

has consistenth done best pro-

mottonal joly in radio. when
A K
lamor stars awd programs. it was CIS
tha both airtime
and privted media o sell itsell 1o

lrad the major share of the

omstandingly nsed

listeners and advertisers.
W hen the subject came up for dix-
advertising men felt 1

cuss1011. nlosl
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1o he told. and told competitively, The
honeymoon is over.  It's well that
NARSR is available for the job.

“Nothing to fear ... "

F'ew who lived through the thirties
will ever forget the words of FDR
which started the nation i its upward
fieht from itx greatest depression.
“We o have nothing to fear bt fear
itsell.”

They were spoken over the air dur-
ing Roosevelt’s first inaugnral address.
These words need to he spoken on the
air again— before the U.S, has 1o
take heroie measures to fight another
post-war recession. The public is not
spending a normal pereemage of its
income,  Fear of another period dur-
ing which jobs will be scarce and
money tight is foreing incomes into
savings banks and no-risk investments,

sPorsor is making the suggestion
lo slations and advertisers to allocate
some of their time to spreading the
word that “now is the time to hy.”
along with other appeals that will elear
the haze that’s stopping normal pur-
chases.

I's not only 1he consumer who is
looking at his dollar thrice hefore

spending. but the retailer also. Be-
cause  business =0t walking  into

stores. merchants all over the U.S, are
crving the blues. They have to Le re-
educated to the fact that selling is
a profession which must he practiced
to be effective.

That. too. hroadeasting can do. s
SPONSOR™s  represemtatives  travel  the
country they are spreading the word
that airtime can be an important anti-
dote for what ails the country. Station
breaks can be used for good business

news,  Amiouncements ean be used to

was becanse it was the second and not
the first network that forced CBS to
its promotional heights. Cirrent events
are proving that this isn’t so. CBxN is
still leading the parade promotionally.
Despite its star-stndded schednle, Co-
lumbia is using every medinm to reach
hoth the listener and the advertiser, Its
copy is adroitly written. with well-
turned  phrases that delight ercative
copy men. ls lavouls are imaginative,
follow no set pattern, and frequently

inspire the desire in listeners to own
new things. The fact that millions have
more money in the bank than ever
hefore in the history of the U3, will
be emphasized. That’s because each
saver feels that he's one of the few
who are putting money by for a rainy
day. When it known that
the “few™ are really millions, some of

becomes

the idle dollars mayv go back to work.
Onece money goes back to work
and werchants realize that they have
to fight for
should change. Here's an opportunity

business conditions

for hroadeast advertising 1o sell a big

tdea via s own medium.

Too many words

The Standards of 'ractice of the
\aiional Association of Broadeasting
arc not only impotent but also are
chasing business off the air. Local and
regional advertisers all over the coun-
try have been convineed by non-radio
interests that the code culs commercial
time down to a level where they can't
use broadeast advertising effectively.

Unfortunately, the code is not being
lived up to. It is being honored in
the breaclt rather than in the observ-
ance. Even were 1t the law of broad-
casting it would not make the use
of radio ineffectnal. it would mereh
call upon advertisers to do a better
broadeast selling job.

An advertiser has ouly 1o check
the number of can
us¢ on the air and contrast that with

upon words he
the number of printed words he can
hope will be read. to find ont that he
has plenty of wordage time for selling
on the air. with or without a code.

Too many words on the air—or in
primed custoni-
it doesn’t sell then.

advertising  chases

ers:

break with all advertising tradition, ts
typographv is an example for all who
are perfectionists.

CBS i not only an  advertising
medium. but #t hehieves in advertising.
I advertising down through the yvears
hasn’t jnst been an attempt to reach
the top. it has been because CBS he-
lieves in advertising and proves it

I's amazing how many advertising
nien and media default when it conies
to helieving in their eraft.
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KMBC-KFRM First In New Survey

“The Team” Ranks First in Public

Service Programs in Conlan Study

Again, The KMBC-KFRM Team has won top
honors in a big, important survey ; this time a per-
sonal interview survey of the “aided recall” type.

Final report of the Conlan
Study was issued in April,
1949. The survey was made
at the Kansas Statc Fair,
and the American Royal
Livestock and Ilorse Show
last fall, and was limited to
residents on the farm and
in small towns of less than
2,500 population. It included
1,223 interviews from 150
counties within The KMBC-
KFRM Team’s primary
coverage area,

Interview results from
each county were weighted
to give each county its true
relative importance accord-
ing to its number of radio
families.

Experienced interviewers
asked six major questions:
First, “What Radio Sta-
tions do you listen to regu-
larly?” Response showed
The Team far out in front
among all broadcasters in
the huge Kansas City Pri-
mary Trade area.

Scecond: “What Radio
Farm editors and Market
reporters do you listen to
regularly?” The Team’s
Phil Evans and Bob Riley
were far in the lead. Ken
Parsons, although then a
relatively new air name,
ranked fifth.

Third: “What Radio Sta-
tions do you listen to for
News?” The KMBC-KFRM
Team led all Kansas City
broadcasters!

Fourth: “What Radio
Stations do you listen to for
Market reports?” The Tcam
led in number of mentions
to this question by 60 per

cent over the second-place
station.
Fifth: “What Radio Sta-

tions do you listen to for
other Farm programs?”
The Team had four times
more mentions than the sec-
ond ranking station.
Sixth: “What Radio Sta-
tions do you listen to for
Women's homemaking pro-
grams?” The Team received

twice as many mentions as
the second place station.

The KMBC-KFRM Tcam
not only has top listener
preference in the area it
scrves, but provides adver-
tisers with the most eco-
nomical circulation in the
$4,739,317,000 Kansas City
Primary Trade territory.

Only The Tes m provides
“one broadcaster” coverage
of this huge avea which en-
compasses  western  Mis-
souri, all of Kansas, and
portions of adjacent states
—3,970,100 people within
The Team’s half-millivolt
contours! This wide cover-
age, also the remarkably
wide-spread sampling in
this survey, are dramati-
cally shown in the map on
this page.

Interested partics are in-
vited to study this and
other KMBC-KFRM sur-
veys. Simply call any Free
& Peters ‘“Colonel’” or
| KMBC-KFRM man!

KMBC-KFRM FEATURES SKILLED
AND VETERAN NEWS STAFF

“To keep in touch with the times-—keep tuned to KMBC”
became a news by-word many years ago in the minds of radio
listeners in the Kansas City area, when KMBC pioneered

newscasting.

The KMBC-KFRM Team'’s
News staff, greatest among
Kansas City broadcasters,
has a combined total of 76
yvears news experience. The
six full-time veteran journal-
ists are experts in compiling,
editing and writing news-
casts that are tailored to
Heart of America lmtenem

Under the di-
rection of Erle
Smith, 14 years
as managing ed-
itor at KMBC,
the staff pre-
sents 19 daily 1
newscastsonthe — ERLE SMITH
two stations, all  News Director
specially prepared and up-to-
the-minute on local, regional,
national and world happen-
ings. Supplementing the bat-
tery of teletypes, members of
the staff cover regular news
runs, in addition to their
broadcasts. Special corre-
spondents In many communi-
ties throughout the Kansas
City Trade arca provide local

coverage for ‘‘hometown
headlines.”

In addition, The Team is
the only Kansas City broad-
caster with a Washington
correspondent. IHe is Walter
Cronkite, famous United
Press Europcan correspond-
ent who covered the Nurem-
berg trials and last year re-
turned from Moscow. Cron-
kite daily telephones mate-

rvial of interest and impor-
tance to the Kansas City
Trade area, also records

three weekly quarter-hour re-
ports — including interviews
with Senators and Congress-
men and “VIP” from the
Kansas City Trade area.

Oldest continuous sponsor
of KMBC newscasts (also on
KFRM) is Phillips Pctrole-
um. Other nationally known
news sponsors include Stude-
baker, Metropolitan Life,
Procter & Gamble, National
Biscuit, Mid-Continent Pe-
troleum, Peter Paul confec-
tions and others.

The red areas on the map dramati-
cally picture the wide-spread sam-
pling in this recent Conlan survey.

Heavy solid lines are the
half-millivolt contours of
KMBC-KFRM,

The broken line out.
lines thc Kansas City
Primary Trade arca.




Cleveland’s

Populor local programming

and top ABC shows have won a consistently
loyal and responsive audience for Cleveland's
Chief Station. That's why more and more adver-
tisers — local and national — are entrusting

their major sales job to WJW,

BILL O'NEIL, President

BASIC ‘ 850 KC
ABC Network CLEVELAND 5000 Watts

REPRESENTED NATIONALLY BY HEADLEY-REED COMPANY






