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New BMB Study
probably out in
mid-February

Lever expects
209, sales gain
in 1950

Broadcast
Advertising
Bureau to be
Strengthened

Ford uses radio
extensively in 1950
model showings

Big demand for
radios in 1949

1950 a year
of agency
shifts?

16 January 1950

Best estimate available now is that new BMB study will not be out
until about 15 February. Tabulating delays have plagued hardworking
Ken Baker, BMB head.

—SR—

Lever Brothers faces the new year with optimism. Company president
Charles Luckman anticipates a 20% sales gain in 1950. Advertising and
merchandising budgets will be "substantially increased" over 1949
totals. Lever's new synthetic detergent "Surf," the non-rinse clothes
cleaner, has equalled the sales rate of "Rinso" in Philadelphia,

Chicago and Los Angeles.
—SR—~

Recommendation of NAB Radio Committee, Television Committee, and BAB
Committee provides for freer rein for Broadcast Advertising Bureau.
Action in Washington 10 January calls for BAB to report only to Presi-
dent Justin Miller. NAB Board will act on recommendation.

-SR-

The Ford Motor Company has bought large segments of radio time to
exploit its 1950 model showings. Through J. Walter ThompSon, the
company signed to sponsor 15 Mutual Broadcasting System package shows,
from January 4-18; a total of six hours and five minutes of broadcast-
ing time during this period. Ford has launched a big spot campaign.

—SR—

The demand for radios in 1949 compared favorably with prewar years.

By year's end the nation had bought 10 million sets. In his annual
statement, John W. Craig, vice president of the Avco Manufacturing
Corporation, predicted that in 1950 the country will buy approximately
6,000,000 home radios and 3,000,000 automobile sets.

—SR—

Important account changes are in the wind, one or two that will Soon
startle the industry. Television is at root of much advertiser rest-
lessness, with TV-wise agencies due to benefit.

SPONSOR PUBLICATIONS INC. has moved its New York Headquarters from 40 W. 52 St.
to 510 Madison Avenue,
sional Building will be occupied by SPONSOR's nine-office suit.
switchboard service is utilized.

SPONSOR Moves to 510 Madison Avenue
Zone 22. Nearly all of the third floor of the Profes-
An expanded
The new telephone is Murray Hill 8-2772.

SPONSOR, Volume \1 No. 2, 16 January, 1950. Published bitveekly for SPONSOR Publlications 1ne., st 3110 Elm Ave., Baltimore 11. Md Executiv
New York 22,

510 Madlson Ave..

Edltorial. Clrculation Office

$8 a year In U, N, $9 elsewhere. KEntered as second class matter 29 January 1949 at Haltimore, MdJ. postofMco under Ae Marc 187



Anahist sponsoring
two radio network
programs

TV ¢ilm deal
completed

Omaha gets
Transitradio

Dodge fights for
fourth place in
1950 automotive
sales race

TV may aid
education

Jack Benny again
leads Hooperatings

REPORTS. . . SPONSOR REPORTS...SPONSOR Rl

NBC has record
sales year

Despite the 1loss of many of its top programs,and stars in 1949, the
National Broadcasting Company closed the year by amassing a record
shattering gross income, resulting from sales of its radio and tele-
vision facilities. NBC's gross network billings for the past year
topped all other networks.

—SR—

The Anahist Company has strengthened its efforts to
of the newly established antihistaimine market. The
rently selling its product on two AM shows over 345 stations of the
Mutual Broadcasting System; The Falcon, Sunday, 7-7:30 p.m. EST; and
True and False, Saturday, 5-5:30 p.m. EST. Anahist sponsired,ABC's
Counterspy during the last month of 1949.

capture the bulk
company is cur-

~SR—

First rate motion pictures will be a steady diet for televiewers in
1950. Standard Television Corporation has concluded a contract with
the J. Arthur Rank Organization, Inc., in the United States for 75
feature films. Many of the pictures have not been released yet. The
total production costs of these films is %50, 000, 000.

—SR—

Residents of Omaha polled in a two week test conducted on 25 radio-
equipped buses, voted 5-1 for transitradio. KBON-FM will beam programs
to 235 buses from 6 a.m.-9 p.m. on weekdays and from noon to 9 p.m.

on Sundays.

—SR—

With an increased advertising budget for 1950, which includes radio
as a major medium, the Chrysler Corporation will attempt to raise the
Dodge national sales standing from seventh place to fourth. In 1950
the corporation will make considerably more than the 270,000 vehicles
it produced in 1949.

—SR—

Television may be an important educational aid in the future. A survey
is being conducted by the University of Cincinnati in 14 city high
schools to determine to what extent television can supplement standard
teaching methods. Radio station WLW, and the Crosley Broadcasting
Corporation are financing the project.

—SR—
For the second time this season Jack Benny has climbed to the top of
Hooper's program ratings. Benny, who in recent years has consistent-
ly led Hooper's lists, had slipped to eighth place in the September
15-21 ratings. Walter Winchell squeezed up to tenth place from twelfth.

—please turn to page 40

SPONSOR



willie wish. ..

i1s all packed and ready to move

ito a beautiful, spanking new building. From here,
more efficiently than ever, Willie WISH

niakes advertiser’s dreams come true, producing results
at one of the lowest sales costs in radio.

Why is this s0?

Ask vour Free & Peters Colonel!

\wish

oftilioted with AMERICAN BROADCASTING COMPANY
GEORGE J. HlGGlNS, General Manager
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Packaging returns

to the networks

Bretton doesn’t

mind being shown

BBM works in
Canada

ARTICLES

Az Ae B & R S N

All four chains are busy building their own
shows for sponsorship . . . and with reason.

When friendly competitor Speidel learned
how watchbands could be sold, Bruner-
Ritter caught on quick.

Advertisers and broadcasters say that money
invested in Canadian radio measurement is
well spent.

Airlines on the ai

r

Does your TV
commercial sell?

Critique on co-op

Lightning that
Talks

Department store
radio

After midnight
audience

The Banana gal

Radio gets out
the vote

It's ceiling zero for many an airline when it
comes to radio sponsorship. A SPONSOR
survey.

Two New York area studies on first-time
purchases via TV.

Advertisers can improve their use of co-
operative radio advertising. Here's how.

IN FUTURE ISSUES

SPONSOR’S SOUVENIR EDITION will be
1007 devoted to the all-radio presentation
film.

Department stores in many parts of the
country are using radio . . . with great re-
sults.

A SPONSOR analysis on the commercial
possibilities of reaching the midnight-owl
millions.

United Fruit and radio have made a national
institution . . . Chiguita Banana.

Politicians are learning to use radio and TV
as effectively as any soap ad expert.
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Are you eyeing the bigger one? That’s natural.
We all want the most for our money.

And that makes a point about the audience
you get when you advertise on WGAR.

The pie is bigger than it was last year. The

potential audience is greater!

*Sept. Oct. '48 Sets-in-use........ 21.9
Sept. Oct. '49 Sets-in-use . .. ... .. 23.4

And the slice of the pie 1s bigger on WGAR.
WGAR’s share of audience is also greater!

*Sept. Oct. '48 Share of audience. . 23.1
Sept. Oct. '49 Share of audience. . 24.8

This means 15 percent more listeners to
WGAR programs today. So you get the bigger
slice of the bigger pie when you advertise on
Cleveland’s Friendly Station.

Call your Petry man for facts about
Cleveland’s Friendly Station.

*Hooper In’dex of Total Rated Time Periods

Sent 0% 145 Represented Nationally by Edward Petry & Company

16 JANUARY 1950
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If you're prospecting
for sales in French
Canada, keep in mind
that you can reach 7
out of every 10 French

radio families through
CKAC, Montreal.

Adom J. Young Jr. - New York, Chicago
William Wright - Toronto

CBS Outiet in Montreol
Key Stotion of the
TRANS=QUEBEC rodio group

CKAG

MONTREAL
730 on the diai «+ 10 kilowatts

Representotives:

2,250 MEN REFORTED

We have recently experienced a
great success story for radio’s power
as an advertising medium as well as
its flexibility.

A few days before Christmas the
| mail piled up in the Boston and Maine’s
North Station to such a degree that
they had to have additional help to
{ handle 1t quickly.

A“D | George Hill, Publicity Director of

| the Boston and Maine Railroad, called
| us that morning at 10:30. We bought
a schedule of announcements on four
Boston radio stations (the first one
went on the air at 10:59 A.M.) and
they were scheduled through 2:30
P.M. At 11:50 AM. Mr. Hill called
us advising that they had more men
than they needed then. The balance of
the schedule was cancelled. The final
count—2,250 men reported.

We would be very happy to have

| 510 Madison §

you use this story in spoNsor if you |

wish to do so.

JAN GILBERT
Timebuyer

WAG WAGNER G DENNIS DAY

readers would be interested to know
that Wag is not only a great “jingle-
smith,” but also a very fine tunesmith.
Ihis latest song. “Pancho Is a Fool™
was recently recorded by Dennis Day
for RCA Vietor.

DAavip KonLENBERG

Kohlenberg Furniture Co.

Detroit, Michigan

"MINITAPE RECORDER

Would you he kind enough to let
“me know the make of the wire recorder
that is shown on the cover of your
December 19 issue. It appears to be
a new lightweight model that might
have good uses in inarket research
work as well as in publicity mterview-
ing.
| M. F. House,
Exece. vice president
Morse International
New York

® The Minltape wire recorder can be purchased

\lhr(nluh Stanell  Hoffman, 3837 Ilerry Court,
North Hollywood, Calif.

Harold Cabot & Co.. Boston |

Enjoyed reading Wag Wagner’s let- |
ter (19 December). I think that your l

[s frequency
important?

you bet it is!

...and it's doubly important
in radio. For example, WHTN
has Huntington's most favor-
able frequency (800 kc.) and
is Huntington's only clear
channel station. That gives
WHTN the best.5 mv/m con-
tour of any station in town,
regardless of power, plus a
clear, strong signal that
reaches the homes of over
100,000 families. Add to this
an FM bonus on WHTN-FM,
most powerful FM station in
the Central Ohio Valley, and
you've got a low-cost, high
power medium for tapping
the gold in these hills. Take a
look at the Huntington Market
...then make up your mind

to get your share by using
WHTN and WHTN-FM.

THE POPULAR STATION

\A/ITAI
wYVITriv¥

1,000 WATTS 33 000 WATTS

HUNTINGTON, W. VA.

For availabilities, rates and
other information, wire, write
or phone

PACE-WILES. INC.,
Advertising
Huntington, West Virginia

National Representatives

SPONSOR



99 TV RESULTS

My friend. J. C. Smith, advertising
manager of Brown-Dunkin Co. (de-
partment store), Tulsa, Oklahoma, has
asked me for case histories of TV sue-
cesses on the part of department stores

Our television department here at
BBD&O tells me that you have issued
your “99 Case llistories” in booklet
form. 1 have seen several of the stories
in our company scrapbook and tley
look like the material Mr. Smith seeks.
I'll appreciate it greatly if you will
send him a eopy. If there is any charge
1 will gladly send a check.

Lroyp N\. Du
BBD&O, N. Y.

® 99 TV Resnlts is available to new snbecribers
without charge. Additional copies cost S1,00 each.

TUNE-O

Thank you most sincerely for your
excellent report on MUSICAL TUNE-O
in the P.S. eolumn. December 19th
issue of SPONSOR.

To clarify some of the slatements
regarding the creation of Tune-O, how-
ever, we would like to pass along this
additional information for your files.

Tune-O is a Richard H. Ulman Ine
production. The show was ereated by
Robert D. Buchanan, copyright owner
and a member of our organization. All
copyrights on Tune-O have been as-
signed to Richard H. Ulman Ine and
we are exclusive sales representative
for Tune-O.

Incidentally, Tune-O is not only set-

ting records in New York City, but i |

some 150 other markets from Miami
to Honolulu. Tremendous results in
these additional markets duplicate the
smash sales success story in New York.
Riciiarp H. UrLMAN, President
Richard H. Ulman Inc
Buffalo, New York

RURAL LISTENERS REPRINT

We would like to reprint a conden-
sation of the article, “Rural Listeners
are Worth Cultivating But Don’t For-
get to Talk Their Language.” which
appeared on page 30 of the July 18
issue. May we have your permission
to do so?

Full credit will, of course. be given.

M. A. Snavrar |
Editorial Director
Publishers Digest Inc
Chicago, lllinois

® SI'ONSOR'S poliey of anthorizing only full
reprint of its articles is relaxed to permit Pub-.
lishers Digest to maintain its conden-ation for-
mula.

16 JANUARY 1950

WIP produees promotion, too!
From a letter written us by the
Gillette Safety Razor Company
... “It is hardly necessary to

mention how vastly pleased we
are with the very complete pro-
motional job you do for us on
the World Series each year. As
we have told you before, your
aggressive merchandising ranks
right up with the very best
that we enjoy anywhere in the
country.” Nice?

Philadelphia
Basie Mutual

Represented Nationally
by
EDWARD PETRY & CO.




Forecasts of things to come, as
seen by SPONSOR's editors

Commerce Secretary foresees
volume business in early 1950

General optimism is reflected in reports to the National
Association of Pnrchasing Agents whieh predict good busi-
ness for the first quarter of 1950. Meanwhile. Secretary of
Commerce Charles Sawyer says the volume of business in
early 1950 won’t be maierially different from the high
rate of the second half of 1949,

Radio, TV manufacturers expect
alltime industry record

The nation’s radio and television manufacturers expect their
final figures to show $800,000,000 of radio and video sets
sold. at factory prices. for an alltime industry record.
Television is expected to account for 65 per cent of the
dollar total. However, some 10,000,000 new radio sets
were turned out to bring the total now in use to abont

85.000.000.

Niles Trammell says
radio keeping apace with tv

Looking aliecad, NBC Board Chairman Niles Trammell says
“television is taking the conntry by storm™ but that radio
“also is getting bigger all the time.” “Even in 1951,” he
adds “the radio homes without television will exceed the
total radio homes of 1916.”

Radio time sales close
to last year's total

Radio broadeast time sales will run close to the 1948 fignre

approximately $100.000,000. At the same tinme, there
was an increase of some 225 stations to bring the total
now on the air, both standard and frequency modulation,
to more than 2,800, Television is still in the red hut time
sales should end up around $30.000.000 or three times
the 1948 total.

FCC expected to continue
new TV station ban

g for new
TV stations, the hest guess is that the FCC ban on new

stations will continue until this summer. The ban was 1m-

Althongh there are some 350 applications pendin

posed 14 monthis ago to let the commission decide whether
television should be lifted out of the present restricted
very liigh frequency area to the almost limitless nltra high
frequency sphere. Meanwhile. only 12 stations remain to
be built nnder permits obtained before the bhan was im-
posed.

TV networks will have
own channel next summer

The major television networks which now share time on
the cast to midwest coaxial cable will have their problems

8

solved by next summer. The American Telephone and
Telegraph Company has completed construetion on a sys-
tem of radio relay towers between New York and Chicago
which will add another westbound channel to the present
three coaxial cable channels—one for each of the four tv
nets,

1950 may mark
radio-tv-film tie-ups

Despite denials from Metro-Goldwyn-Mayer, rumors per-
sist that the film eompany is thinking of moving into
Mutual as the first step toward establishing a TV foot-
hold. At the same time, ABC and 20th Century Fox are
rumored to be negotiating. A big advantage to a network-
movie tie-in would be the aequisition of Hollywood talent
for top radio programing.

Amendments may save nets
thousands of dollars

Two significant benefits that will save the radio stations and
networks thousands of dollars may be noted in the recently
enacted amendments to the Fair Labor Standards Act. One.
the amendments, exclude a wide range of talent fees from
overtime calculations: and they allow child labor in radio
and television.

Use of film to increase
in video programing

Since increased revenue has not offset operating losses. the
use of flm will increase in this year’s tv programing.
Rising costs of live production. rehearsal charges and cable
charges will foree the “put it on film™ economy measure.

Zenith phonevision up
for FCC hearings

The Zenith Radio Corporation, which feels that advertising
will be unable to support television, hopes to offer the
video viewer first-run movies and plays with its P’hone-
vision. Telephone lines would be used and the cost to the
viewer would appear on his phone bill. Hearings on the
proposed Phonevision service start 16 January before the

FCC.

BAB research planned
for this year

Two major projects are scheduled in radio by the new
Broadeast Advertising Burean. A research staff is to be set
up and a preference-type survey and a radio results study
will be made. There will be more emphasis in 1950 on
studying the out-of-home audience.

Non-nct time sales loom
importantly in 1950 scene

Sinee 1937 non-network time sales to national and regional
advertisers and sponsors have steadily increased. and spot
radio in 1950 will probably be emphasized by advertisers,
Starting with a little over 523 million in time =ales in 1937,
spot sales have inereased for well over a decade. 10487
ficure of $104,759.761 was 141477 higher than the 1947
fignre. $110.000.000 is the expected figure for 1919 with
hopes of 1950 being another banner year.

SPONSOR



Over 10% of U.S. Population

Over 10%2% of U.S. Buying Income

g 1

CLEAR CHANNEL Home of the NATIONAL Barn Dance )

Your John Bloir mon con tell you more. 890 KILOCYCLES, 50,000 WATTS, t:AMERI(AN AFFILIATE
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RADIO BROADCASTING
IS DIFFERENT, T00,"
ON THE PACIFIC COAST!

l{,‘»\m() BROADCASTING certainly is different on the
Pacific Coast. Thousands of mountain ranges (5,000 to 14,495 feet high), great distances between
markets and low groumd conductivity all put the Indian sign on long-range broadeasting.

It is necessary to use local network statious located in the important markets to reach all of
the people all of the time,

Only Don Lec is especially designed for the Pacific Coast. Only Don Lee has a local network
station in cach of 15 important markets (the three other networks combined have only 48
stations

Only Don Lee has the flexibility to offer a local network station in the Pacific Coast markets
where vou have distribution.

LEWIS ALLEN WEISS, Chairman of the Board + WILLET I, BROWN, President « WARD D. INGRIM, Vice-President in Charge of Sales

1

1313 NORTI VINI STREET. HOLLYWOOD 28, CALIFORNIA « Represented Nutionally by JOHN BLAIR & COMPANY

Of 45 Major Pacific Coast Cities
ONLY 10 3 8 24

have stations

have Don Lee

have Don Lee

have Don Lee

o - - of all 4 and 2 other and 1 other and NO other | P
networks network stations network station network station =,
’ p
o \

A
J:si_
A
N

¥
RAR

d

0]
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It’s the most logical, the most cconomical coverage yvou can get on the Pacific Coast. You buy
only what you need, and vou get what you buy every time.

That’s why only Don Lee regularly broadeasts as many—or more—regionally sponsored
programs as the other three networks combined.

Don Lee Stations on Parade: KNEW—-SPOKANE, WASHINGTON

According to Sales Management’s 1949 Surcey of Buying Power, Spokane County has a population of 216,200 and retail
sales totuhing $260,199,000. The per capita buying porwer of Spokane County is 23.6% greater than the national average
while the city of Spokane beats the national average by 35.2%. When you buy Don Lee in Spokane, the 5000 watts of
KNEW deliver your sales messages with localized impact thronghout this wealthy eastern Washington arca. KNEW s
only one of 45 LOCAL Don Lee stations that reach Pacific Coast families where they lice—iwhere they spend their money!

The Natiow's Greatest R(’gz'mz(// Network

_ BROADCASTING SYSTEM - 1
) e ey 09 Wt
&‘\ rﬂ
16 JANUARY 1950 11



y day. all ten of Pulse™s Top Ten™ network pro-
orams—plus seven of the ten biggest local pro-
srams—are on WEBS.Y And thanks to ony rotating
average-rating plan. WEBS station break adver
tisers get uext to several of these hig-audience
shows cach week (they don’t just veach the sam
histeners each dav).

Night and dav. WCBS station breaks give
grcalest cirenlation at lowest cost per thousand

Let us prove it!

epre
Senteq by Rad,'o Say
Q es
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& New on Networks

SPONSOR

AGENCY

NET STATIONS

PROGRAM, time, start, duration

Anahist
B. T. Babhirtt
BDounhleday & Co

Ilethros Watch
. LorlHard

Miles Laboratorles
Miles Laboratorles
Muntz Corp
Pillshury MIlls

Foante Cane & UBrlding

Duane Jones

Huber [oge

liuher Hage

Dortand

Geyer, Newell &
Ganger

Wade

Wade

Shore

Burnett

Burnett

MBS
GBS
CBS
CRS
NBC
ABC

ARBC
NBC
VIBS
CBS
CRS

Renewals on Networks

1t9
57
63
52

67
160

151
151

Adventures of the Fuleany Snn 7.7:30 pory Jan 1
Nona Frem Nowhere; M<F 3.3:135 pm; Jun 9; 52 wks
Galen Drakes Suwr 2:30443 pnry Jan 8; 13 wkas
Qniz Program; Sun 2:43-3 pms Jan 83 13 wke
Richard Diamond; Sun 5-53:30 pm; Mar 195 13
Dr. 1.Q.3 W 8-8:30 pm; Jan 1; 52 wks

wke

Edwin C, HI; M.F 7.7:05 pm; Jan 2

One Man's Famlly; Sun 3-.3:30 pm: Feb 19; 52 wke
Rehuttal; Sun 9:15-30 pm: Jan 13

House Party; M-F 3:30.35 pm; Jan 3; 532 wks
Cedric Adamss M-F 3:35.-4 pm; Jan 3; 32 wks

SPONSOR

AGENCY

NET

STATIONS

PROGRAM, time, start, duration

Babbitt

Cltles Service O0il Co
Colgate-Palmolive-Peet
Colzate-Palmolive-Peet
Colgate-Palmolive-Peet
First Church of Christ

Sclentist
Goodyear Tire & Rubber
Co
Andrew Jergens Ceo
Johns-Manviile

lever Brothers
lrver Brothers

Lever Brothers
Lever Brothers
Metropolitan Life
Insurance Co
P’hilip Morris
Thilip Merris
Proeter & Gambhle

R. B. Semlrr Inc
Sun O1l Co

Tonl Co
1. S, Tobacco Co
1. S. Tohacco Co

Duane Jones
Ellington

Sherman & Marquette
Bates

Bates

tflumphrey

Kudner

Orr
Thomp-on

Rohert W,

J. Wahier

BERD&O

Needhanr, Louis &
Brorby

J. Watter Thompson

Foote, Cone & Bekling

Younzg & Buhiram
Biaw
Biow
Benton & Bawles

Campton

Danecer-Fitzgerakld-
Sample

Campton

Campton

Compton

Erwin, Wasey

Fewitt  Ogilyvy
Benson & Mather

Foote, Cone & Belding

Kudnrer

Kudnre

NBC
NBC
NBC
NRC
NBC
MBS

ABC

ABC
MBS
NBC
CRC
CBS

CBS
CRS
CBS

CRBS
NBC
cBS
CRS
BN

CBS
CBS
CBS
MBS
NRBC

CBS
MBS
S

135
82
139

114
144
63

105
82
225

3t

150
310
382

National Broadcast Sales Executives

David Tharum:; M-F 11 :45.nven; Jan 9; 52 wks

Citles Service Band of America; M 9:30-10;; Jan 30; 532 wka

Sports Newsreel; Fri 10:30.45 pm; Jan 63 532 wks

A Day in the Life of Dennis Days Sat 9:30-10 pm: Joan 71 532 wks

Judy Canova Show; Sat 10-10:30 pm: Jan 6; 52 wks
Religious; Sun 9:43-10 am; Jan 1

The Greatest Story Fver Told; Snn 5:30-6 pmi; Jan 1

Lauella Parsons; Sun 9:15-30 pmm; Jan ¥ 32 wks
Bill Henry & The Newsy M.F 8:55-9 pms Jan 25 52 wke
Boh Heape Show: Tu 9-9:30 pms Jan 35 532 wke

Junior Miss; Sat 11:30-noon; Jan 7; 52 wke

Lux Theatre; M 9-10 pms Jan 2; 82 wks
Sy Friend Tema; M 10-10:30 pms; Jan 23 532 wks
Frie Sevareid; M-F 6-6:13 pm; Jan 2; 131 wks

Crimne Photographer: 'th 9:30-10 pin: Jan 263 52 wks
This Is Your Life; W 8-8:30 pm; Jan 18; 52 wks
Rosemary; M-F 11:15-no0n; Jan 2; 32 wks

Big Slster; M-F; 1.1:15 pmm: Jan 23 32 wks

Ma Perkins; MoF 131530 pms Jan 2. 532 wks

Young Dr. Malone: M-F 1:30-.45 pm;i Jan 23 532 wks
nz Light; M-F 1:43-2 pm; Jan 25 32 wks
hter Pay: M.F 2:45-3 pm; Jan 23 532 wks
Gabrirl Heatter; W T:30-15 pm; Jan 4

Sunaeo Three Star Fxtra; VE-F 6:45.7 pm; Jan 165 52 wka

Give & Takes; Sat 1:30-2 pm; Bre 31 52 wks
Man Next Door; Sat 8:30.9 pm; Jan 7

Martln Kane Private Fye: Sn 4:30.53 pmg Jan 1

(Personnel Changes)

NAME

FORMER AFFILIATION

NEW AFFILIATION

Rozer Baker
Rohert F. Chapman

Sam Cook Dlgges
Alfred §. Hlarding

Sheldon B. flickox, Jr
John Paul Ler
Narman  Lanvan

Carl Ward

Gene Wilkey

WKBW, Buffalo, comm) megr

The Daily Oklaghowan
nath adsy dept

& Okhibhoma

Cley

CBS Radio Sales-Televicion, N. Y., acet exee

WECCOH, VMapls, St. Paaul,

NBS, VY., mgr of <tn rel dept (AM & TV)

sks

mgr

Special radio sk work in Texas

RRONFM, S.F., comml rep

WCCO, Mapls, St. Pank <J< staff anembier

WCCO, Wapls, St Paul, acst gen
senm  dir

sls

mer

Times,

&

pro-

Same. as~t 1o president
WRY, Oklahoma City, rommi mgr

~ame, Chi. effice, mpgr of tv

IV <taff of CBS Ratie Nales, Radio & TY Stations’
tative, acet exec

N NY L die of 1y <o eel dept

RMAC, KISY, Nan Antanio, eomml mgre

KRRONTY, S.F., «lv mgr

Same, asst s mgr

Same, pen shy mgr

In next issue: New National Spot Business: Vew and Renewed oun Television:

Station Representation Changes: Advertising Ageney Pervsonunel Changes
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Sponsor Personnel Changes

FORMER AFFILIATION

NEW AFFILIATION

John R. .
Howard R.

Julia Iverson Cowles 1

Rahert 11

Lewis Gruber
Johu 6. Guardiola

Irank R, Male Cunningl
Larry 1. Hardy
T. V. Hardy

Frank lapewell
David N, Janes Grant  Vdserti
Alan hayes
William Il

B. oney

Farrar Richmond Produets, NY ) dir of

Bloomqguist TLani Co, Chi.. ady mgr
atron lae, MY, dir of fashion publ

Jell.O divician af General Faads, VYo asst to dise
tribution plavning mgr in the General Faods

Davidsan

dia ddir
Js prom

Duram sraldesample, NY, 0

I'. Lorillard Co, NY. sls igr

Phillips Petroleam Co, Bartlesville, Okla,, asst mzr
pndb rel

v Drng Steores Jue, Detrait, prowm angr

Phileo Corp, Phila. vpoof tyeradio dis

Murray Corp aof Awerica, Dretroit

I'. Lorillard Co, NYo vp in charge of sls

Rt A Yictor, wden, N pull wpr
Ringsley ldeal Fleetrie & Mfg Coo NYL, distriet manager
Richmom} Radiator Co, NY L genl factory angr

Lever Brothers, NY tv megr

Lever Brothers, MY, adsy mgr for a gronp of brands

Mauror . Dreher, Y., pulil and merchamlising for several
BeC

Same, asst ady mpgr af Jelln.O divisinn

Lever Brothers, NJY L lia dir

Richmand Rardliator Co, NYo, vp oand gen mer sl
P, Larillard Ca, N.Y., genl slo mgr

The Weatherhead Co, Cleve,, dir pub rel

Bristol Myers Cao MY dir of a new wmerclundicsing dept
Same, pres af tyveradia diy

ton), sp in charge of ho
spoof newlyeermcatesd cigar iy

t Hnbbard Aver loe, NY L ady gr

me, camml ngr of Red Seal Rerords

Fairbauk~, Morse & Co, Chi., <Is mgr electrical division
Same, vp

De Darn Displays, Cleveland, vp

Same, adv wmgr

y Mifg Co, Nartford, adv dir

Thea, amm Brewing Co, St Paul, ads alir

. Gilhert, New llasven, ady & sls prom mgr

appliance 1liv

1 U. S0 Steel Corp, NOYL, mger of exhibits
Oos Li id Carboniec Corp, Chi., asst ady wmgr
D. Pallin i B NY., ady dir
Clyde E. Rapp J. Walter Thompson, N.Y.
Banning Reppelier 1 wl Carp, NOY L asst ads aapr
I'rauk A, Schotters Trailmobile Co, € mati, sp in charge of opera-

tions
York Corp. Yark, Pa.,
Atlan istrict

Raymond K. Serfass

Georpe I3,
Morris R. Stanley
Neele E. Stearus

Herbert S, Waters

New Agency Appsintments

industrial sls wmgr of North
ith Faate, Cour & Belding, MY, acet exee
Tuland Steel Praduects Co, Milwanrkee, asst genl sls

mger of parent firnm in
hresge Dept Store. Newark, vp and <ls wmgr

Reynalds Metals Co, Lonisville, operations

asst penl sls wmgr

NY., o ady omgr for a gron
Works, Chi., dir of sls

Same, exee vp

Chi.

mpgr of parts dis

p of brands

The Dayton Rubber Co, Dayton, vp and dir of products

SPONSOR

PRODUCT (or service)

AGENCY

& Coffee Co, Nashvil e

Ymerie i
v lobaceo Cog Y)Y,

Ameri

Arpus Ine, Anun Arhor, Mivhigan
Akef Ca, Stamford, Com
Arwell lue, Waukegan, Jllinois

Bilb Corp, Lakeland, Fla.

Blaw-huax Co., Pittsh.

The Borden Ca, NOY.

Forz Warner Corp, Detroit

Bristol-Myers Co of Canada Ltd, Torounte

Cobbs Frult & Preserving Co, Little River, Fla,

Cora Iae, NY.
Crown Poultry Co, Columbia, S.C.
Brake America Corp, MY,

Lelipse Food Praducts Ine, Providence
Ivans Case Co, Yorth Attlebaro, Mass,
. Broaklyn

Co, Sheboygzoan, Wise,

roni Co, Buffaloe

al Air PuriGeati

Fred

G ar
Gioia M
Glyeol Generatar Clhiemi
Guowme Bakeries, VUYL
Il W, Gassard €
J. D, Jewell Jue, G
Rannengicsser & Co, NY.

J. Langrall & Brother, Baltimore

Lallays Products Tne, VY

Leacork & Co ITue, NY.

Lever Brathers, VY

Lever Brothers, NY

Flovd Mfi, Co, Mevaminee, Mich.

» er Magnire Co, VY

Mail IPoveh Tobaceo Colo Wheeling, W Va,
Market large Ca, Everett, Mass,

Masonite Corp, Chi.

David Mich & Co lue, IPhila.

Nalley's I
Procter & Gan
Robert Reis &
Rewanlt, Franee
Rennzit Hawe 'rodects Co, Phila.
Rikyrre Ine, VY

Ibe Roberts Feebnienl & Trade S
Raweficld Packing Ca, Alwmedo. Culif
Sehwars Sowsape GCo, S 1.

Muonsan G, Shaw
The S.s S0 Cog Atlantg

Standard Yarnish Waork<, V)

TLov Productiaus of Hollywoad, 1.0V,
Iriviaph Heasders Mills ITne, York, Pa.
Wilbnrd e Co, S

v Corp, Chil

Cine

“American Ae caffee
Lucky Strike Cizarettes EBD&O, N,
(Television advertising)

Cameras and stical equipment
Praprictary s bl
Sanitation engineers schoenfeld, lluber & Gre
Orange  juice Charles W, 1lovt, NOY,

Clamshell hueket dis Ru~sell T. Gray Ine, Chi.
Jomes Thamas Chirurg, N

wmpur Blum, N.Y.

Norge division
Resistaly
Jam~ and jellies

in & Eckhardt Litd,

Clhorles Jay Co Iury NOY.

10 jewelry

Interna 1l trading campany H. B, LeQuatte Ine, NOY.
(candy and faod div adyv)
Coffee and fruit syrups

Jo~cph Maxfield, Prov

1 & Gwynon, Memphis

Fleteber D, Richards Ine, VY.

o, Chi.

AW

Co Ine, NOY,

loronte

an, Lynde & Assoeciates, Jacksonsille,

nltry Walter J. Klein Co, Charlatte, N.C.

we

Jewelry MeNeill & MeCleery, I'ywoad, Calif,
la extract Peter Hilton hae, NDY.

Toys schorafeld, Huber & Green, Chi.

Macaroni prodnets storm, Rochester

\ir purifierrs Marris . Swaney Jone, Chi

aked rolls pud bread Lester 1., Walfl Ine, VY.
Vo Earwents Weiss & Geller lue, Chi.
cken Crawford & Porter, Atlan
I'aric & Peart, VY.
Moses, Baltimore

N

ned foods
Hair calor blenders [ t

& Behling, N
Fhompson, N
Wo eyt N

Pepsadent tooth powder
Rayve <hampoo

Ontdaar furniture wfacturer

I'laar O, S Tysou & Coy NY.
praducts Charles W, 1oyt Co, )
pressure coaker Cory S Boston

. Chl.
Bawer, Phlla,

ding waterlals I'he |1
Yanilla praiducts Adri

d prodizets Ruthranfl & Ryan, Seattle
§ advertislog praject Buruett Co Ine, Chl,
Uindderwenr & Pajmonas Frwin, V & Co, VYL

y & Fester
& Albrlght, Phila.
v Warren, Jackson
v Warren, Ja
Hascom & Bow
1 Shick, S0

n saeeith,
»Or-

chain

s

it Bartter

Spot
Restan
T'rady-

Skippy P

ta

ros & Co, NY,

AN

Tue, VY.

& Delaney, VY.
N

Sintes, Wasbhingten

1l whiskey mparters Alles & Richards Tueo VY.
s lanie Heury Jo Kanfinan Assae
Munufacturers PLucerua Co Ine, NY.

Lidking tnyx Bnch & Co, FoAL
stackings B, D lala Ca, VY.

Coy il sen food West-Marguis lure, S

e




FRANK BOLIN presents the WHK 6:00 P.M. NEWS to his many devoted listeners

in a direct, comprehensive, understandable style. His public acceptance guaranfees

6:00 - 6:10 PM WHK NET. B NET. C

| HOOPERATING
Ve A 5.3 6.2 5.1

HOMES
| PRIMARY AREA 952,244 874,385 705,393

HOMES

advertisers the best cost-per-thousand in Cleveland...
REACHED 50,469 54,212 35,975
DAILY

COST FOR

cost per tHousano HOMES . RocRAM $60.75 $91.13 $72.04

6:00-6:10P.M....MONDAY THRU FRIDAY { MAaX. DISCOUNT)

FOR CLEVELAND REGIONAL NETWORK STATIONS oS T ek

HOMES

$1.18 $1.68 $2.00

AVAILABLE M.-W.-F.—SEE YOUR RAYMER
REPRESENTATIVE ABOUT THE 6:00 PM NEWS

Hooper Fall-Winter 4349
T 184

@ Based on coverage p on file with the FC
The Poul H. Roymer Ce.. and Mo rs Ruy .

Netigno! Reprereatotive
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2 Super Salesmen

Bellowing
Bowlegged
Boy

EBifi Collie

& Ken Grant —

on the 7:45 p.m. to 8 p.m.,
Monday through Friday seg-
ment of KNUZ's Houston
Hoedown.

Consistently high Hoopers
prove that this is the show
with the western punch, as
well as pull, in Houston's
fabulous market. You pay day-
time rates for a high Hooper-
rated nighttime audience.

Here’s Your Share
Of Audience

MONDAY 4.8

TUESDAY 5.0

WEDNESDAY 4.4

THURSDAY 4.5

FRIDAY 3.6
SOURCE:

Hooper Report May-Sept., 1949

KNUZ salu’es the Port of Houston,
3rd Largest Port in the United States

K-nuz

Call, Wire or Write
Bave Morris, Mgr.
Forjoe, Nat. Rep.
CE. 8801
9th Floor, Scanlon Bldg.

HOUSTON, TEXAS

Walter S. Mack. Jr.

President
Pepsi-Cola Company, New York

Mpr. Sponsoer

When Pepsi-Cola president Walter S0 Mack. Jr. took over active
control of the company in 1939, Pepsi wax not hitting the spot. The
firm. which was purchased from receivers for $§12.000 in 1931 had
not made any important progress.  Mack, an accomplizhed business-
man with impressive credentials. came to Pepsi determined to over-
take Coca-Cola’s lead i the soft drink industry. The company’s
productivity was increased and a new bottle and labels were de-
signed. Pepsi's annual ad budget. which was upped to $§600,000 that
vear. looked puny compared to Coca-Cola’s $15.,000,000. The same
year. Pepsi's singing commercial (Pepsi-Cola hits the spot, ete.),
whiclt was the first to win the admiration of advertising men and the
favor of the nation. was placed on the air.  The chase was on.

By 1947, Mack’s campaign to overtake Coca-Cola showed some
results. The company’s annual ad bhudget had jumped 1o $1.500.000.
of which $2.200.000 was used for radio and newspapers.  Erveress.
the firm’s sparkling water product marketed two years before was
a growing success.  Mack’s decision to keep the 12 ounce bottle and
embarrass competitors into explaining their smaller portions. had
proved a definite sales aid. Pepsi moved to the number two position
in the soft drink industry.

The 51 vear old Tlarvard alummus has made o habit of sueccess.
In 1919, after =erving two vears as a naval ensign in World War 1.
Mack joined Bedford Mills as a salesman. Seven years later he was
president of the concern. Then. he heeame Chairman of the Board
and Director of the United Cigar-Whelan Stores Corporation. Two
vears after he was defeated as the Republican candidate for the
New York State Senate. 1931 he was the viee-president of the
Phoenix Securities Company : three vears later he headed the firm.

Last vear Mack lost some ground in his race to cateh up to Coca-
Cola. Pepsi’s president hired New York Citv’s Town Hall 1o tell his
stockholders that the company s net income had dropped $3.709.531
m 1916, and its first quarter sales for 1949 were below those of the
same period in 19180 Said Maek justifying his $104.000 annual
salary, “Good execntives don’t come a dime a dozen.™

SPONSOR



EDDIE CHASE and his

“@c\w o~

.
a7

MAKE BELIEVE BALLROOM

|/ ADIO DAILY—
Thursday. December 8, 1949

KL

GUARDIAN BUILDING + DETROIT 26

middle - of - the - dial
at 800 ke.

Adam J. Young, Jr., Inc.
Natlonal Representative

THE 50,000 WATT GOOD NEIGHBOR STATION +« MUTUAL BROADCASTING SYSTEM
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KBON g::c?ho
0
KOL :.?I?coln

offers you

coverage of

Population 674,500
Families 200,000
Radio Homes 172,880

with an
Effective
Buying Income
of

$1,071,583,000

Equal to

of the

60 % Buying Power
of the
81 % Radio Homes

of the

ENTIRE STATE
OF NEBRASKA

KBON Orata
KOLN licotr

Paul R. Fry, Gan. Mgr.

World Insurance Bldg., Omaha, Nebr.
Nail. Rep: RA-TEL, Inc.

18

New developments on SPONSOR stories

See: “What makes a TV program click?’’

8.
p Issue: 22 September 1949, p. 64

Su bject :  Television programing

When the National Brewing Company started using television two
years ago, the organization had to find its own program line-up.
which would sell beer effectively. The medium was new and Na-
tional Brewing was a pioneer sponsor. At the outset the company
sponsored all available sporting events over WMAL-TV. Baltimore.
However. sporting events proved to be hit and miss affairs.  They
were scasonal. and therefore did not afford the company an oppor-
tunity to develop strong viewer patterns, or a loval. growing video
audience.  When sport programs became highlyv-prized TV attrac-
tions. they also became financially undesirable.

National Brewing began looking for other types of programing.
After carefully studying various formats. the company started a half-
hour show. The National Amateur Hour. The grand finalist. sclected
after six weeks of competition. was gnaranteed a spot on the network
program. The Original Amateur Hour. National Brewing then added
the sponsorship of the professional wrestling matehes in Baltimore.
and a combination sports and variety videocast. The National Sports
Parade, Monday-Saturday. The program was slanted to interest men
at public places and women at home. By this time the company was
sponsoring a nninimum of eight and a half hours of TV programing
a week.

With sales monnting as a result of its extensive nse of television.
the organization began microwaving its top attraction. The Vational
Sports Parade. to Washington. D). C. To ronnd ont a full eight and
a half hour TV schedule for the nation’s capitol. National Brewing
beamed in the professional wrestling matches from New York. han-
dled by the veteran video sportscaster Dennis James. Excentives at
National Brewing noted that during the past two years the outfit has
expanded faster than at any other time in itz historn, It was during
this period that the company nsed television as its major advertising
medium.  In 1950, National Brewing will spend 20°¢ of its §1.000.-
000 annual ad budget for TV,

See: ““Who listens to FM?*

S,
p Issue: March 1948, p. 29

SUbjeCt: FM listening in Washington, D. C.

A special survey conducted by the National Association of Broad-
casters revealed that a total of 51282 families comprising 179,487
persons listen consistenthy to I'M radio in the metropolitan district
of Washington, 1. C,

Of the 102,200 who tme in to I°M programs on an average day
in metropolitan Washington. 87.2%¢ consider I\l reception worth
the additional cost.  Listening time for the average daily audience
ix approximatehy 106 minntes a dav.  In this comprehensive snrvey.
prepared by Arthur Stringer. NAB staff director who is sceretary of
the NABS Exeentive Committee. extensive nse was made of diary
study and interview teehnigues,

Although FA broadeasting has gained an impressive foothold in
the nation’s capital. the plight of FM radio in the rest of the country
is very disconraging.  In New York, WMCA-FAL plamed to suspend
operation of its N affiliate claiming that the station had an insig-
nificant listening andience. in addition to losing $1000 a month.

SPONSOR




What about the market ? Philadelphia is the third city in the U. S. And
it's second in number of television receivers (TV audience has nearly trebled
since February, 1949).

What about station ? Take WCAU-TV. Transmitter located at the hub of
the market. Strongest signal and best picture in the center of population.

What about program ? Again take WCAU-TV. Latest Telepulse gives
WCAU 8 of top 10 daytime shows, 3 of top 5 nighttime shows, and 5 of the top 10
local shows.

To get in the picture in Philadelphia, get on WCAU-TV.

WCAU 7~

CBS AFFILIATE

The Philadelphia Bulletin Stations
16 JANUARY 1950 19



and company

RADIO AND TELEVISION STATION REPRESENTATIVES

NEW YORK * BOSTON = CHICAGO
DETROIT » SAN FRANCISCO

ATLANTA = HOLLYWOOD

SPONSOR




NBC IS DOUBLY PROUD OF "HALLS OF IVY": FIRST, ITS STARS RONALD COLMAN, BONITA HUME; SECOND, ITS SPONSOR, SCHLITZ

s Network salesmanship. en-
m tering 1950 as the vear of
toughest competition since

crystal-set davs, is now in the hands of

' ®
® 4 1na | [ “‘ broadcasting’s bigge~t brass. DBut
’ { ’ what’s more important to the buyer
: - / ) the sponsor, the client. or the advertix.
-

ing agency—is thiz: the networks real-
ly have something to sell.  That some-
thing ix the network developed pack-

= » - age program—a program owned or at
] (1 18 ‘ least controlled by the network.
i | ) | % fn 1950. the package program will

probably he the biggest bargain bu
on the networks.
That fact will hold true whether the

L“ig‘i and My EFriend Irma salexman iz Columbia’s Bill Paleyv, who
was largely responsible for starting the
‘ have proved what can be done. All fonr new network packaging trend. or one

of Paley’s competitors.  Frank White
of VMutual. trained in Paley’s own
<hop. hax taken a leaf out of the CB>
book of packaging experience. Niles

chains plan t¢ do mere

{ 16 JANUARY 1950 21



These three net packages are sponsored

dve

if
i

for "Life With Luigi” on CBS beginning in January, 1950

22

Trammell. freed of NBC presidential
duties so that he can be a =uper-<ales-
man as chairman of the board. hax his
own carton of package<. The same is
true of Mark Woods, whom ABC has
just relieved of administrative duties
0 that he might concentrate on sell-
ing as vice-chairman of the network
lN)al'(].

The trend toward network produced
packages i~ really a postwar phenome-
non.  But it is al~o a return to network
responsibility  for their own major
hows.

Radio packaging ha< gone through
three stages. In the begining. when
radio was new. only the networks
bothered with the creation of pro-
gram=. No one else would touch that
ewpensive game.  After a while, when
advertisers found that radio wa~ worth-
while. they asked their advertizing
agencies to find suitable programs.
The agencies dixcovered there were not
enongh shows in the network show-
cases 1o suit the client’s needs or fan-
cies.  Being enterprising. the agencies
started packaging programs for their
clients.  Independent packagers also
got into the hnsiness. 1t was a profit-
able buxine<s for everybody conecerned,
and the networks really didn’t care if
the agencies took over the headaches
and the initial expenses of huilding
shows, The networks were interested
in ~elling time —and, in a seller’s mar-
ket. theyv could afford to let =omeone
clze do the program building.

Those were the davs. incidentally,
when longhair crities of radio  includ-
ing some at the FCC—howled against
the practice of letting advertizing agen-
ctes do most of the program-building.
\mu=ingly enongh. however. some of
these adverse critics are far behind the
parade now. Only last month, former
FCC Chairman James Lawrence Fly
delivered a speech in which he pulled
old fignres out of the hat. showing that
advertising agencies control programs.
Unfortunately. Fly had not looked at
programing recently with sufficient
care.  The fact is that the program-
building Tunction is. once more. in the
hands of the networhs.  And the agen-
cies are happy about the development.

‘The modern trend in packaging dates
back to a meeting held in the offices of
Bill Paley shortly after the big boss of
CBS returned from his war chores.
CBS" ~chedule had  been  virtually
broken apart. It had lost Fred Allen.
Borns & Allen, Bing Crosby, Duffy’s
Tavern. Life of Rilev. The 1lit Parade,

SPONSOR



NETWORK PACKAGE SALESMEN: MARK WOODS, ABC; WILLIAM PALEY, CBS: FRANK WHITE, MUTUAL: NILES TRAMMELL, NBC

and other programs aud stars,

Paley laid down the law. With the
help of psvchologist Frank Stanton.
already on the way from academic re-
search to the CBS presidency. Paley
worked out three principles for bol-
stering his network’s position. Here
for the first time in print —are those
principles:

1. Control

2. Content

3. Competition

Just what those words meant was a
mystery to the CBS staff.  But the veil
was lifted by Palev. fast. In effect. his
lecture went something like this:

“We've lost control of the situation.
We must regain control. How do we
do this? By insuring program content.
That means, we'll buttd our own shows
—regardless of costs.  Then we'll be
in position to hit hard on the third
principle: competition.”

The word went out. down the CB=
lines.  Paley himse!f tooX hold of pro-
graming.  Did it pav off? Here are
two examples:

(1) My Friend Irna.”™ It went on
the air April 11. 1947, Coxt: $3.300
a weekh. After 10 week=. “hrma™ wa-

~old. Investment in sustaining “lrma”:
$36.000.  Gross income now from

00

time-sale for “lrma™: S688.000 per
vear.

2y “Life With Luigi.” Ou the air
as a sustainer from September. 1948
to Januarv. 1950, at $3.500 a weck.
Total cost a< sustainer, including spe-
cial promotion. about £200.000. Gross
income from future time sale<: at least
R688.000 a vear.

The other networks were not asleep.
Adrian Samizh was ABC's programing
vice-president, and Bob Kintner had
just assumed responsibility as execu-
tive vice-president, a job which trained

him for the presidency which he holds
now.

Between Kintner and Samish. ABC
~tarted working out its own packaging
ideas. This network had already had
some experience with packages. There
was “Ladies Be meated™ which started
in June 1943 and staved a- a sustainer
for about two vears.
pensive show. cost only about $150.000
for the two-vear period. But when the
sustaining period was over. “Ladies”
started to pav off in sponsorship which
lasted almost four straight vears. from
June. 1945 to March. 1919,

Samrsh and Kintner put other shows
into the works on their own. One of
these was “The Fat Man.” Ior a lit-
tle over a vear. this one rolled along
without a sale. [t set the network
back a total of £125.000. But Norwich
Pharmacal took up “Fat Man™ in Feb.

(Please turn to page 58)

It wasn't an ex-

Luigi: From Cradle to Rave Two of Nielsen top four are packages
1. BIRTH: Cy Howard, having clicked with "My Friend Irma.” Rark Rark
gets another idea in spring of 1948, decides to build a pro- Program Year Age This R
gram around a warm-hearted IiHIIe ltalian i.mmigra‘nf. Locale: Lux Rodio Theater | |
Chicago. Tentative title: "The Little Immigrant.’ s
Godfrey’s Tolent Scouts 3 2
) Jack Benny 8 3
2. DEVELOPMENT: Howard feels he should know more about O p :
his immigrant's background, spends cummer of 1948 in ltaly. AL
Mystery Treater 10 5
3. AUDITION: CBS cuts platter of Howard show, August Fibber McGee and Molly 4 6
1948. Charlie McCarthy 16 7
Day in the Life of Dennis Day 20 8
4. SUSTAINING: Show goes on air, September |, 1948. People Are Funny T 9
Hoo'perahng starts from scratch. December 1949—Hoop- Walter Winchell 2 0
erating has gone up to tI1.5.
Amos 'n’ Andy 17 I
5. SPONSORSHIP: After network has spent about $200,000 Bob Hope 5 15
on program, it gets sponsor, Wrigley's Gum, January 10, [nner Sanctum 13 18
1950. Cost of talent to sponsor: $3,500 a week. Mr. District Atforney 9 19

16 JANUARY 1950
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These lucky ladies won their "Chance of a Lifetime” on the Bretton radio show—a luxury cruise

The way hack

Speidel blazed the wateh band
advertising trail but friendly competitor

Bretton caught on fast

24

Among those who snick-
ered when the Speidel
Corp. decided to try selling watchband«
by radio, in the spring of 1948, was
Speidels biggest rival, Bruner-Ritter.
Ine. Saul Ritter, president of the latter
firm. freely admits that he shared in
the majority pre-broadcast opinion:
Speidel was off its rocker.

Ritter and Marvin Bruner. the com-
pany’s vice presidenl. were as wrong
as everyone else—and as surprised —
when Speidel’s participation in Stop
the Musie on ARG turned out to be a
phenomenal success. (SPONSOR, 28 Fel.
1949.) The fact that Stop the Music
increased the sale of Speidel watch-
bands by more than 257¢ provoked
much deep and sober thought in the

Jruner-ilitter camp.

Two obvious conclusions  offered
themselves: (a) Speidel’s pioneering
plunge into radio had proved that it is
possible to create brand-name con-
scionsness about a watchband; (b)
radio was far and away the best me-
dium for selling watchbands by hrand-
name,

Bruner-Ritter Inc. was neither too
proud nor too smug to borrow a leaf
from the book of a competitor—even
from a rival firm which it had once
eclipsed as the leading manufacturer
in its field.  Bruner-Ritter held that
distinction in the watchband world
until the start of the recent war. Some
time before the U, S, began hostilities.
the company converted most of its fac-
tory facilities in Bridgeport. Hartford,
and Montreal to munitions production.
As a result. Bruner-Ritter had to relin-
quish its dominance of one vital part
of the watchband bnsiness—that of
supplying new hands to wholesalers for

over-the-counter sales and repair-re-
placentents.  The company retained.
however. its preeminence in the other
important segment of the industry—
supplying bands to the major watch
manulacturers, such as Bulova, Gruen.
and so on.

With the advent of peace and recon-
version of industry to civilian produe-
tion. Bruner-Ritter was faced, along
with theusands of other manufacturers.
with the problem of regaining its posi-
tionn in a fast-moving, highly-competi-
tive fiekd. In their case, the problem
was lrow Dbest to recapture Bruner-
Ritter’s pre-war leadership in the over-
the-counter sale of watchbands.

Deciding on an orthodox approach,
the conpany turned to the consumer

SPONSOR
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JEWELERS HAIL
% LIFETIME

Bretton “Bets Million” New
Plan Doubles Jeweler Traffic!

MORF PEOPI} buy watch bands than any other
single item 1 jewelry stores! Any plan that doubles
watch band trattic, doubles retatler opportunities to
sell higher-priced warches, rings, silverware —
everything!

) - This is the basic prindiple behind the spectacularc
o/ new Bretton plan acclarmed by jewelers who pre
= m_i; e, s p p

PRI I

3 . -
BRUNER-RITTER FOLLOWED THROUGH ON RADIO WITH DYNAMIC PROMOTIONS WHICH BUILT DEALER INTEREST TO NEW PEAK

magazines in a effort to hypo sales of
its “Bretton” line of watchbands. (The
Bretton line today includes more than
60 styles of metal watchbands and
bracelets, in a $3.95-859.95 price

just so much money down the drain.

By this time the Speidel people had
launched their now-historic radio cam-
paign over ABC, and the scoffers in
the jewelry business were beginning to

mit them to stand idly by. Bruner and
Ritter were convinced at the same time
that Speidel’s spectacular success with
radio represented only a surface-
scratching of the potential watchband

range.) Saul Ritter and Marvin Bruner
hopefully invested between $250,000
and $300,000 for full-page spreads in
newspapers and such national maga-
zines as the Saturday Evening Post and
Life, and alerted their dealers to stand
by for the rush of customers.

The stampede started by the ads
would easily have overflowed a phone
hooth, Bruner and Ritter recall sadly.
The ads were heautiful, the copy crisp
and apparently compelling—but it was

sit up and take notice. For the first
time in the memory of the oldest
watchband men, customers were ask-
ing for the product by name—not for
just a watchband but for a Speidel
band, *‘the one they told
Stop the Music.”

With complete {rankness.
and Ritter admit that they
radio because

about on

Bruner
got into
Speidel
forced them into it—that is. because
the competitive pressure wouldnt per-

principally

market.

They felt. that is, that the watchband
capacity of the nation was many times
greater than any one lhad imagined.
Bruner and Ritter agreed with Spmdel
that the way to sell more watchbands
was to make people conscious of them
as something more than a link between
watch and wrist.  Jewelers themselves
have been selling watchbands for vears
by the simple e\pe(llent of pollshm(r

(Please turn to page 60)

ROAD-SHOWN, BRETTON MISSES NO BETS.

WHEN "CHANCE OF A LIFETIME" [S WDSU HELPED PLENTY IN NEW ORLEANS

16 JANUARY 1950 25




)b M works

m Canada

Herewith a repeort

T e four questions we esk are: (1) Who is
the owner of the station—is his operation
successful—and what type of personnel does

he employ? (2) What attention is paid to
programming? (3] What are the pro-
gramme popularity ratings? {4) What is

the aciual station coverage as shown by
BBM? It is our feeling that the time will
soon arrive when any station not in a posi-
tion to supply BBM information will run the
risk of not being included in the list of

stations carrying our programmes.

HAROLD E. STEPHENSON.
Advertising Manager.,
The Canada Starch Co. Lid.

26

BBM gives essential information we can get
in no other way. BBM figures are confirmed
by our own survey among users of our prod-
ucts. BBM surveys reach residents of room-
ing houses who have radios, but no individ-
ual telephones: they cover village and rural
residents not reached by co-incidental tele-

phone surveys.
GILBERT TEMPLETON,
General Manager.

Templetons Limited

on a radio measurement

thai everyhody likes

Canada may be “different.”
= But the fact remains that,
while plans have been completed for
the formal wind-up of the affairs of the
Broadeast  Measurement n
this country on 31 December—after a
strife-ridden  five-vear  career-— Cana-
and parallel Burcau of
Measurement  never

Bureau

da’s older
Broadcast
more alive.

BBM is all ~et to undertake in 1950
its fourth biennial studyv. A= in BMDB’s
Study No. 20 now being released, BBM
will report for the first time not only
once-a-week  but times.
three-four-and-five times, and one-and-
two times a week listening. The quota
will be 90.000 ballots. This sample
meanz more than one ballot for every
10 of a total of some 3.147.000 radio
homes in the Dominion.

Like BMDB. BBM is a cooperative.
tripartile organization engaged in nea-
suring radio station coverage. Direct-
ed jomtly (three representatives from
cach) by \ssociation of Canadian Ad-
\ssociation of Ad-

was

six-and-seven

Canadian
vertising Agencies and Canadian Asso-
ciation of Broadeasters. 1t 1« finaneed,
a~ is BMDB. alimost entirelv by the

Verlisers.,

broadcasters.

BBM was initiated by the Canadian
broadeasters at their annual meeting in
1912, They suggested the formation
of a tripartite commitlee to study cur-
rent methods of mea~uring radio cover-
age. As in the United States, some sta-
ltons were estimating coverage in terms
of mail count: others by half-millivoht
stilt others by combinations
and other projections.  The
gronp sel out to find a fair

contour;
of these
tripartite

SPONSOR




and uniform method for all Canadian
stahons,

The first bienmal BBM study was
made, in 1944, on the basis of these
seven crileria:

“1. Impartial: It must not be con-
trolled by interests who had something
to sell, or something to be gained by
publication of the results;

“2, Simple: The results and data
must be easily understood and easily
used;

“3. Flexible: The method must al-
low for future changes without affect-
ing the value or usability of previous
data and information:

“}. Uniform: The method must be
the same for all stations. so that a unit
of measurement applied to one station
means exactly the same thing when
applied to another:

“5.  Comparable: Data obtained
must be comparable, not only station
by station but also market by market,
as well as being comparable with other
market facts and other media:

“6. Accurate: The method must be
accurate within the commercial limits
of cost:

*7. Practical: The job must be done
in a reasonable time. at a reasonable
cost, and by the people available.”

Ten methods were tested. Discarded
promptly was the “arbitrary circle™ on
a map. Mail analysis and analysis of
stimulated mail were dropped because
it was felt they measured specific pro-
grams rather than station coverage.
and because these could not provide na-
tional comparative figures.  Signal
strength measurement told “where the
station could be heard—Dbut not who
Histens” Audimeters and personal in-
terviews were discarded because of the
cost. Telephone surveys would “leave
out the thousands of families who
didn’t have telephones.”

A posteard popularity poll method,
by which the Dominion would have
been saturated with cards asking re-
cipients which stations they listen to
most. was found unrehiable for several
reasons  but chiefly because “it en-
deavors to combine a quantitative with
a qualitative measurement. It scram-
bles total numbers of listeners with
cach individual’s conception of what
constitutes his favorite station.”

The comnittee finally decided that a
pre-tested controlled mail ballot came
closest to meeting the requirements of
all seven eriteria. Early in 191 it was
officially endorsed by the ACA. CAAA

(Please turn to page 31)
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The dota supplied by the BBM in Canada
provides our Marketing, Research and Ad-
vertising Departments with a yardstick which
helps to determine the approximate cover-
age of any radio station subscribing to the
BBM whether it is used for local pro-
grammes, network programmes, or spot
availabilities. Whilst having a number of
limitations the service is still of definite

value.
ROBIN E. MERRY,
Group Marketing Director,

Lever Brothers Limited.

To get the most for the least we must dis-
tribute our advertising investment to meet
the varying circumstances in all our differ-
ent markets. We find BBM Audience Re-
ports of definite value, not only in buying
radio coverage, but in checking the ade-
quacy of our advertising penetration in re-

lation to sales targets.

JOHN WIHIHTEHEAD,
Advertising Manager.
Shirriff’s Limited.

In our opinion BBM ranks with rating serv-
ices and other radio measurement devices
from the standpoint of necessity. Every
choice of stations reflects an examination of
BBM data if it is available. To eliminate
BBM would be similar to eliminating the
automobile for a return to the horse and
buggy.

CARLTON W. HART,

The Procter & Gamble Co.

of Canada. Ltd.



LONELY PROGRAM: This is one of few airline-sponsored 15-min. shows FREE RIDE: American Airlines got plug from NBC's Banghart after trip

-

Ailmes on the ar ...

for many airlines in their use of broadeast advertising

Broadeasting is still a small.

but a growing. factor in
the promotion programs of most do-
mestic airlines. It is attracting a high-
e1 proportion of the score of scheduled
airlines than of the 135 Class 1 rail-
toads (sPONSOR, Janmary 2},

Nearlv all of the airlines are “air-
minded.” and most of them are now
on the air. But too often these “cam-
paigns” are only of shortsterm an-
vouncements, “when we have some-
thing sp(*('ml to talk abont.”

One company. however  Northeast
\irlines  reports that it 1= allocating
5070 of 1ts entire advertising budeet
to radio.  Others
Delta, National and Western are ex-
Several have

mclnding Colonial.

panding radio efforts.
gone into television,
Bt collectively the airlines still have
no network program to parallel the
Mondav night “Railroad Honr™ of the
Association of  Awerican Railroads.
\ few years ago the Air Transport

28

Association.  Washington. considered
various ideas for a network show. to
sapplement or replace the $600.000-a-
year campaign which ATA was run-
ning in magazines throngh Erwin.
Wasey & Co. But a short time after
that the association’s entire coopera-
tive campaign was dropped.

The biggest domestic
American Airlines, spends only 5 to
1090 of s $1.000.000-plus  advertis-
ing budget for broadcasting. =aid J. A.
Dearborn, advertising manager. “*We
$ annomiacements

operator,

have nsed only new
when we've had a special story 10 tell”

such as the “family half-fare™ plan.
Then American  schedules  (throngh
Ruthranfl & Rvan) a total of 100 or
1oore stations in 10 to 50 on-line cities,
Snch campaigns nsnally run only three
or fonr weeks,  American mav be back
in spot broadcasting in 1950, as such
“special stories” materialize.

United Air Lines was “the first air-
ine to use TV commercially  begin.

ning in May. 1948, reported Robert
E. Johnson, advertising director. “We
plan to continue our present TV cam-
paign. which emphasizes ‘dependabil-
ity,” in a series of one-minnte spots.”
through N. W. Ayer & Son. These
announcements run five times weekly
in New York. Chicago, Los Angeles
and San Francisco. Althongh 1950
plans had not been completed. “we
may step up the intensity of onr effort
in the citiecs named. and possibly go
into comparative fare advertising (air
ve. rail) in Eastern cities.”

Mr. Johnson reported United’s re-
sults from TV as “satisfactory.”

For more than four years United's
rews burean in Chicago has been send-
ing to stations thronghont the country
a series of weekly seripts on “Aviation
in the News.”

Another operator.
Northlest Awrhnes. St. Paul. replied
simply: “We are not using radio or
television at the present time,” but

coasl-to-coast
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may start lxroa(l('asting. “to some ex-
tent,” during 1950.

One of the comparative old-timers in
the use of radio advertising is Eastern
Airlines. At present, FEastern is using
radio on 37 stations in 17 cities
I niainly along Eastern air routes  new
Y ork. Florida, Chicago, Houston, New
Orleans and Atanta.  The “Silver
Fleet” is plugged via one-minute an-
nouncements and 15-second  statton
breaks with an average total of 240
spots a week.  This schedule will be
continued during 1950.

On the video scene. LFastern is ex-
perimenting with a five-times-a-week
15-minute live and film news program
on WSB-TV. Should these prove suc-
cessful. Eastern’s TV advertising will
expand during 1950.

o

TWA has “taken to the air” with
a radio and tv spot campaign consist-
ing of oneaminute commercials and
station breaks.  Their spot radio cam-
patgn will cover 12-14 eities (prin-
cipally those along their air routes)
from New York to San Franciseo and
l.os \ngeles.

TWA’s television plans for the con-
mg year call for one-minute spots and
station breaks on New York and Chi-
cago stations,

Northeast \irlines. Inc., Boston, has
really tried to take hold of radio’s
potentialities, and is pleased with the
results. A Northeast executive told
sPoNsOR that *“broadeasting accounted
for roughly one-hall of our advertis-
g program in 1919.7 and betl radio

t Please turn to page 33)

Passengers in flight enjoy comfort, safety, and service in this TV still from a TWA commercial
Plane sits for its portrait: movies went into TV spot commercial stressing airline’s dependability
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and

Make
. ... for 29.5 seconds — pealers

Happy

It is actually possible, contrary to a lot of recent convention oratory, to make dealers
happy these days. All you do is fill their stores with customers.

Network radio. of course. is the most store-filling medium known. And there are several
solid reasons why the radio network named Mutual can fill your dealers’ stores with more
customers (per dollar and per dealer) than any other network.

High among these reasons is the fact that on Mutual alone—at no extra cost for facili-
ties—you can stop your listeners and tell them where to go to buy your product...with
29.5-second messages identifying local dealers by name and address. And Mutual can
localize your message in almost twice as many markets as any other network.

Yes, you can tell your sales story best in network radio—but many a sales story is
incomplete without this Mutual-exclusive signpost right to the dealer’s door.

Obviously, this applies the power of point-of-sale merchandising to network broad-

casting. Obviously, this extra, home-stretch effort makes dealers very happy indeed.

o

REMEMBER THESE OTHER MUTUAL PLUS-DIFFERENCES: #

The Difference is MUTUAL!

Lowest Costs, Hookup by Hookup, of All Networks

Largest Audiences Per Dollar in All Network Radio the brOOdCOsting
500 Stations; 300 the Only Network Voice in Town
Maximum Flexibility for Custom-Tailored Hookups SYSfem



How well does your

IV commercial sell?

Two recent studies show qualitative

researceh on commercials necessary

Two New York area studies show similar results for TV co.mmercicls-':

The Duane Janes results abtained during Nav.-Dec. 1949, are based
an a return of abaut 1,300 questionnaires aut af 5000, the Loak
Hear results an 1,144 returns fram 2,000 questiannaires. Praduct
categaries in the twa studies da nat caincide exactly in every case,

88.0%

but are clase enaugh ta warrant camparisan.

- Look Hear Survey

71.1%

Duane Jones Survey

23.4%

17.0% |
T 14.7%15.0% |

A .

Automobile

Toiletries Home

food & Cigarets & Soops and
beveroges occessories opplionces toboccos washing
powders

Percentage af respondents wha baught products advertised,

Most sponsors don’t try to
analyze the eficiency  of
their sales messages in
termis ol results as fervently as they
study the popularity of their programs.
or the number of listeners to their an-
houncements,

One of the reasons for this is lack
of knowledge of the exact pulling pow-
More
mmportant, even where some knowledge
of individual commercial effectiveness
is revealed. as in the study sponsored
last October by the commercial TV
column Look Hear, the {actors of fre-
quency  of broadeast. facilities  used.
thhpe of commercial. ete.. do not In
themselves explain the astonishing if-
ferences in the selling power of vari-
ous commercials,

Where external.  quantitative ve-
search leaves ofl. qualitative techniques
must be assigned the job of telling the
advertiser more about the elements in
his selling message that make it pro-
doce well. poorhv. or not at all. This
is perhaps even more important in TV
than in AM
audio and video. instead of supple-
menting cach other’s sales punch. may
actually tend to cancel each other out.

er of mdividual commereials.

broadeasting,  becanse

A chart accompanying this  story
shows an interesting agreement  he
tween a survey made last December by
the Duane Jones ageney of some 5.000
viewers in the New York metropolitan
area and 2.000 members of the Look
IlTear TV Crites Club. Despite the en-

dence. however, of similar bhuving in




similar categories of goods. that phase
of the studies does not reveal the sig-
nificant differences in the individual
brands purchased because of televi-
sion’s influence.

The Look Ilear sample. <elected at
random by the American Management
Council from among members of the
column-sponsored club. is confined to
the wmetropolitan circulation area of
the New York Daily News and flerald-
T'ribune. The column appears weekh
in both papers. Characteristics of the
sample are given in detail in parts one
and two of this series

Slightly more than half of the re-
spondents were women. of whom about
three quarters were married. Sixty
percent of the men were married.

The outstanding characteristic of the
breakdown by brands of each product
category is the dominance by one or
two brands by percentage of respond-
ents who bought the products for the
first time as a result of TV commer-
cials, Electrical appliances, for exam-
ple:

General Electric 24.2¢,
Westinghouse 12.1
Philco 9.1
RCA 6.1
Admiral 6.1
Not specified 33.3
Miscellaneous 9.1

Three out of eight beers show some
strength, although the leader is over
four times as popular—sales-wise-—as
number three:

Ballantine 43.57%
Schaefer 30.0
Rheingold 10.0
R&H . 3.3
Piel’s . 3.3
Blatz ! 3.3
Kreuger 3.3
Pabst 3.3

Lipton and Kraft products easily
dominate a list of 16:

Lipton’s Products 31.9%
Kraft Products . 10.9
Borden’s Products 4.9
Hi-V Orange Juice , 5.2
Betty Crocker Mixes 2.8
Reddi-Whip 2.8
Libby Foods 2.5
Messing Bakery ltems 2.1
Swift's Peanut Butter 2.1
Peter Pan Peanut Butter 1.8
Jane Parker P'roducts 1.4
Horn & Hardart 1.4
Spry 1.4
Crisco 1.4
Miscellaneous {tems 18.06
Brands not specified 8.8

Coffee purchasers gave Sanka a mar
gin of 80.07C o 10.07¢ for VMaxwell
lHouse, 5.0 {for Old Butch, and 5.0
for “coffee,” no brand speeified. Nes-
tle’s  candy were three
times more productive with the Look
llear sample than the next three
brands, Mason, Musketeer, and Bo-
nom’s, each with 1117, Whitman’s
followed with 5.5. Twenty-seven point
nine percent mentioned “candy”™ with-
out naming a brand.

These examples highlight the range
in quantity of people who were in the
Look Hear sample moved to buy a par-
ticular brand on account of TV com-
mercials. The various objective. exter-
nal factors that affect a commercial’s
power to move people favorably, such
as time, frequency, facilities, competi-
tion. etc., are well known.

Not o well known are the new tech-
niques being developed for studying
the more subjective, qualitative ele-
ments that make a commercial sell.

commercials

N\ewspapers were the [avorite
of program information of |

Clubbers. ax shown by the followir

(:

TV columns 38.5% 326
Program schedules  38.7 30.8
Friend’s

recommendation 8.1 9.7
\ewspaper

advertising 4.9 13.3
Magazines 7.1 1.8
TV station

announcements 2.5 8.8

Harry E. Garret. Professor of Psy
chology of Columbia University, says
in his recently published book, Psy
chology. that an advertising reader for-
gets what he sees or hears 167 within
two days. le goes on to <ay. however,
that by repeating an ad or the copy ap-
peal of a campaign at five-day inter-
vals the average reader may recall as
much as 737 after 35 days. LA

First-time purchases via TV

Dominance by one or two brands in first-time purchoses via TV is o

significant characteristic of each category below,

Hair Preparations

witdroot [ N ;-
Vaseline _ 22.2%
Lustre-Creme — 14.9%

Drene . 3.7%

vitalis T} 3.7

Tro! - 3.7%

Not specified . 3.7%

Washing Products

rice | . .

No brond specified - 8.4%
Ivary - 1.0%
Duz - 5.6%

viot |1.4%
vet 11.4%,

Dentifrices

Colgote R, - .
Ipana — 255%

Dr. Lyon's -10.1%
Kolynas - 5.1%
No brand specified NI 11 5+

Miscellaneous brands - 10.1%



WESTINGHOUSE ELECTRIC CORP. (APPLIANCE DIVISION;

246 E. Fourth Street, Mansfield, Ohio

d: Refrigerators, ranges, Laundromats, dryers. water heaters,

Waste-Aways, water coolers, fans, vacuum cleaners, roasters,

bed coverings, irons. toasters, mixers, warming pads, waffle
bakers, sandwich grills, coffee makers. hot plates '

Type Radio Approved:

All types. (Station reports to BAB indicate, amorg programs

used. a preference on the advertiser's part for news and
sports shows, Both live and transcribed announcements are
being used, but stations reporting use of transcriptions were

anaf

Y ealel or d utor.

Issued by BAB: July 1949

dealar *

factory &

74%

THE CIRCULAR CHART ON THE RIGHT IS BASED ON DATA CONTAINED ON BAB CO-OP INDEX CARDS LIKE THE ONE ABOVE

Tiligue on co-op

Lots of advertisers are doing it.

but most of them the hard way

{/“‘-- What's wrong with dealer co-

E 4 operative radio advertising?
"\‘_.__ﬁ Why is it so often a head-
ache? The answer to both questions:
most co-op plans are much too un-
wickdv. are Dbeing handled the hard
way.

To reach the dealer who is his di-
rect ok with the buving public, the
co-op advertiser must first clear an ob-
regional
distributors.  state  distributors.  and

stacle course of middlenen

arca distributors.  Fach has his own

slant on merchandising and advertis-
ing problems within his own bailiwiek.
While they bicker, the hottest cam-
paign grows stone-cold, customers go
elsewhere.

Many a dealer co-op plan that was
a jov on paper collapsed at the eru-
cial moment because of a single snag
in the long line of intermediate par-
ties linking manufacturer and dealer.
On the other hand. the plan may work
like a charm. the operation 1= a
madel of merchandizing logisties hut

local situation.

How does your co-op program measure up?

f. Simplicity—too many co-op plans are cluttercd with non-essential
elements slowing the machinery, adding to the costs.

2. Flexibility=—cach plan should be tailored to fit the individual, or

3. Follow-through—close supervision at cvery level is essential.

{. Information—cveryone concerned must know the whole story.

34

the customer gets away. Who threw
the monkey wrench? Nobody., Dut a
plan worked out at a factory in Terre
Haute, Ind., let us say, will not often
work with equal success for a dealer
in Scranton. ’a.. and another dealer
in Orlando. Fla.

How can such <tnations be im.
proved? The manufacturer ecan save
himseH a lot of grief at the outset by
the simple strategem of condueting his
co-op campaign with the dealer direct-
hy. thus bypassing the regional. state,
and area distributors in the middle.
and saving mueh valuable time. Mean-
while, the manufacturer i= in position
for a frontal attack on one of the more
valid eriticisms of co-op advertising:
the contention that the sales message
often loses tmpact because it isn’t lo-
calized enougl.

H's common enough for dealers who
participate  in co-op campaigns 1o
charge that they aren’t getting a fair
shake becanse their local identification
with the nationally-advertised product
amounts to a mere mention or two.
Perhaps it was a lne like this at the
end of a one-minute announcement:

(Please turn to page 35)
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Categorical breakdown of 94 radio co-op

advertisers*

CATEGORY ADVERTISER RADIO TYPE APPRVYD. COST SPLIT %
WATCHES Elgin Notl. Wotch. Ca. Announcements ¢ of purchases
Horvel Wotch Ca. Live Announcements Fact. 50, Dealer 50
Gruen Wotch Co. Announcements ¢ of dealer purchases
CLOTHING— A. Sagner’s Sans, Inc. Annauncements Mfr. 50, Dealer 50
{(Northcoal suits)
HOSIERY, UNIFORMS, NaMend Hosiery, Inc. Announcements Factary 50, Dealer 50
SPORTSWEAR, SHOES White Swon Uniforms Uspecified Mfr. 50, Dealer 50
Goodall Co. Announcements Generolly 50-50
F. Jacobson & Sans, Inc. Announcements “ of purchases

(Joyson shirts, sportswear)
Acrobat Shoe Co.

Pgms., Annauncements

Mfr. 50, Dealer 50

(¢

DRUGS Colgate-Palmolive-Peet Ca. Announcements ¢ of grass sales volume,
! all products
COSMETICS, . MEn 50, Dealer 50
Calanial Dames, Inc. Live Announcements r. 20, Dealer
TOILETRIES Dorothy Groy, Ltd. (arronged individually) | Mfr. 50, Deoler 50
Milkmoid, Inc. Women's pgm. porticipa-| Mfr. 50, Dealer 50
tions
T|RES, B. F. Goodrich Ca. Pgms., Announcements | Various
TUBES, Gates Rubber Co., Soles Div. Announcements Mfr. 50, Dealer 50
ACCESSORIES Armstrong Rubber Co. Various, including sparts| Mfr. 50, Dealer 50
pgms.
Seiberling Rubber Co. ETs, Announcements, Mfr. 50, Dealer 50
Pgms.
PAINTS, Valentine & Co. (Volspor) Pgms., Announcements | Mfr. 50, Dealer 50
VARNISHES, ETC. Fay Paint Co. Announcements M¢fr. 50, Deoler 50
WALLPAPER Devoe & Raynolds, Inc. Pgms., Announcements Fact. 50, Dealer 50
Morietta Paint & Color Co. Unspecified Fact. 50, Dealer 50
Schorn Point Mfg. Co. Unspecified Fact. 50, Deoler 50

Jonney-Semple-Hill & Ca.

Notianol Lead Co. (Dutch Boy)

American Morietta Co.
{(Valdura Paints, etc.)

Sewall Paint & Varnish Ca.
DuPont de Nemours

W. P. Fuller & Co.
(paints & wallpaper)

Lowe Brothers Co.
Pittsburgh Plote Gloss Ca.

Baltimore Paint & Color Works
(Gleem paints)

John Lucos & Co.

ET Announcements, also
live if preferred

Pgms., Announcements
Unspecified

Unspecified
Announcements
Annauncements

Announcements
1-min. Announcements
Annauncements

Announcements

Foct. 50, Deoler 50

Foct. 50, Deoler 50
Fact. 50, Deoler 50

Fact. 50, Dealer 50
Mfr. 50, Deoler 50
Mfr. 50, Dealer 50

Mfr. 50, Dealer 50
M¢fr. 50, Dealer 50
Mfr. 50, Dealer 50

Mfr. 50, Dealer 50

GASOLINE AND OIL

Sinclair Refining Co.

Standard Oil of Col.

Annauncements, music,
sports, news pgms.

Unspecified

M¢fr. 50, Dealer 50

‘¢ af dealer purchoses

BOTTLED GAS

Pyrafax Gas Div., Carbine & Corbon
Chem. Corp.

Pgms., Annauncements

Mfr. 50, Deal. 50

PENS, PENCILS
DEHUMIDIFIER,
SOOT DESTROYER
PHARMACEUTICALS

CLEANER, SOAP POWDER

INSURANCE
SOFT DRINKS
AUTOMOBILES

Parker Pen Co.
G. N. Couglon Co.

Rhodes Phormacal Ca. {Imdrim)
Lon-O-Sheen, Inc.

Jefferson Standard Life

Mission Dry Carp.

Nosh Motars

Pgms., Annauncements
ET Announcements

1-min. Annauncements
Annauncements

1-min. Announcements
Announcements

All types

Deal. 50, Mfr. 50
Mfr. 50, Deoler 50

Mfr. 50, Deoler 50
M¢fr. 50, Dealer 50
Company 50, Agent 50
M¢r. 50, Deal. 50
Fact. 50, Deal. 50

*Source: Broadcost Advertising Bureau.
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Categorical breakdown of 94 radio co-op advertisers (cont'd)

CATEGORY

ADVERTISER

RADIOS, TV SETS,

RECORDS, PHONOGRAPHS

HOME APPLIANCES,
EQUIPMENT,
REFRIGERATION,
HEATING SYSTEMS,
ETC.

Stromberg-Carlson Co.
Columbia Records
RCA

Motorola, Inc.

Zenith Radio Corp.

RADIO TYPE APPRVYD.

COST SPLIT %

Live Announcements
Announcements, Pgms.
Announcements, Pgms.
Announcements
Announcements

Mfr. 30, Dist. 20, Deal. 50
Mfr. 50, Dealer 50
Mfr. 25, Dist. 25, Deal. 50
Mfr. 50, Dealer 50
Mfr. 50, Dealer 50

York Corp.
Westinghouse (Appliance Div.)

Gen. Refrig. Div., Yates-American
Machine Co.

Leeson Steel Products, Inc.

Ea:y Washing Machine Corp.
York-Shipley, Inc.

Gibson Refrigerator Co.

Lewyt Corp., Yacuum Cleaner Div.
Arvin Div., Noblitt-Sparks, Inc.

lron Fireman Mfg. Co.
Ironrite lroner Co.

Williams O0il-O-Matic Div., Eureka
Williams Corp.

Landers, Frary & Clark
Deepfreexe Div., Motor Prod. Corp.

Crane Co.
Stewart-Warner Electric
Servel, Inc.

U. S. Machine Corp.

Carrier Corp.

Barlow & Seelig Mfg. Co.
Frigidaire Div., GMC

Dexter Washing Machines
American Stove Co.
American Central Div., AYCO

Dearborn Stove Co.

1900 Corp. (Whirlpool Home Laun-
dry equipment)

Hotpoint, Inc.

Belmont Papers, Inc.

Blackstone Corp. (washing ma-
chines)

American Coolair Corp.
Rheem Mfg. Co.

Fowler Mfg. Co. (water heaters)
Horton Mfg. Co.

Scaly, Inc. (furniture)

Tappan Stove Co.

Coolerator Co.

Airtemp Div., Chrysler Corp.
Nash-Kelvinator Corp.
International Harvester Co.

General Electric Co., Appliance and
Merchandise Dept.

Day & Night Div., Affiliated Gas
Equipment Co., Inc.

Amana Society, Refrigeration Div.
Crosley Div., AVCO Mfg. Corp.

Nestle LeMur Co. (permanent wave
machines, accessories)

A. 0. Smith Corp., Water Heater

Announcements, Pgms.
All Types
Announcements. mainly
during sports pgms.
Announcements
Pgms, Announcements
Announcements
Announcements, Pams.
Live Announcements
Live Announcements

Announcements
Announcements
Announcements

Pams., Announcement:
Pgms., Announcement:

Announcements
Pgms., Announcem=nts
Announcements

Pgms., Announcements
Pgms., Announcements
Not Specified

Pgms., Announcements
Pgms., Announcements
Announcements

Announcements, break-
fast club pgms.

Announcements
Announcements

Pgms., Announcements
Pgms or Announcements

Package ETs

Live Announcements
Announcements, Pgms.

Announcements

Pgms., Announcements
Pgms., Announcements
Announcements
Announcements
Unspecified
Announcements
Announcements
Announcements

ET Announcements

Announcements, News
Announcements
Live Announcements

Announcements

Mfr. 25, Dist. 25, Deal. 50
Mfr. 50, Dealer 50
Fact. 75, Dealer 25

Fact. 50, Deal. 50
Fact. 50, Deal. 50
Fact. 25, Dist. 25, Deal. 50
Mfr. 50, Deal. 50
Mfe. 25, Dist, 25, Deal. 50

Deal. 50, Dist. 10, Arvin
Factory Fund, 40

Fact. 50, Dealer 50
Fact. 50, Dealer 50
Mfr. 50, Dealer 50

Mfr. 50, Dealer 50

Mfr. 33 1/, Dist. 16 2/3,
Dealer 50

Mfr. 50, Dealer 50

Mfe. 25, Dist. 25, Deal. 50
Mfr. 33 1/3, Deal. & Dist.,

66 2/3

Mfr. 50, Deal. 50

Mfr. 25, Deal. 50, Dist. 25
Believed to be 50-50
Fact. 50, Deal. 50

Mfr. 50, Dealer 50

Mfr. 50, Dealer 50

Mfe. 25, Dist, 25, Deal. 50

Fact. 50, Dealer 50

Mfr. 50, Dealer and/or
Dist. 50

Mfr. 40, Dist. 10, Deal. 50

Up to 2% of dealer’s net
purchases

Fact.-Deal.-Dist., 33 1/3

Factory 50, Dealer 50

Fact. 25, Wholesaler 25,
Dealer 50

Mfe. 50, Dealer 50

Fact. 25, Dist. 25, Deal. 50
Fact. 50, Dealer 50

Not Specified

Mfr. 50, Dist. 50

Mfr. 50, Dealer 50

Mfe. 50, Dealer 50
Wholesaler 50, Dealer 50
Yarious

Mfr. 50, Dealer 50

Factory 50, Dealer 50
VYarious
M¢#r. 50, Dealer 50

Mfr. 67, Dealer 33
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And now the HPLIs In

January 16: Columbia’s great 59,000-watt affiliate in

Richmond, WRVA, became the tenth station to broadcast...

locally. .. radio’s most sales-effective participating

program —‘The Housewives’ Protective League."

You can get rieh in Rielunond. And in 77
other counties of 3 big-huying states. For
WRVA — the only 50.000-watt station in
Virginia—carvies "The Housewives” Protective
League”™ prograws throughont a market with
190.000 radio families whose retatl spending
adds up to a veat $1.112.700.000 a year!
Or take all 10 of the great HPL markets.
Now. with the addition of WRV A to the niue
other big stations already broadeasting—locally
“The Housewives” Protective League.” yonr
product-tioviug HPL conuuercials can he
carried throughont 10 of the country’s most
nuportaut markets—coveriug 11.657.0 10 radio
howes...37.3 of the national wotal! Aund

these product-consmming fawilies bhuy every

Kind of product to the tune of $51.612.021.000
a year i oretail sales. That's 39.6° of the
national total!

It 1eill pay yvou to take a tip frow the wore
than 200 salesaninded national ~pot and
regional advertisers who have had their prod-
uets sponsored by the HPL during the past
twelve months, Their dollars aud scuse
testimouny is proof that “The Housewives” Pro-
teetive League™ is the most sales-effeetive
participating program iu all radio.

For wmore information about the HPL on
WRN \ or any of the niue other great CBS
stations carryiug the progran. get direetly in
toucl with any of the stations. their uational

spol represeutatives. or. ..

THE HOUSEWIVES’ PROTECTIVE LEAGUE

“The program that spounsors the product™

A DIVISION OF CBS: 485 MADISON AVE,N.Y.—COLUMBIA SQUARE, HOLLYWOOD
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Richmond...

on WRVA!

HPL Eastern Markets

PHILADELPHIA
(50,000-watt WCAU)

NEW YORK
{530,000-watt W BS)

RICHMOND
(50.000-10att WRVA)

WASHINGTON
{50.000-teatt FTOP)

MINNEAPOLIS SEATTLE
(58,000-watt FCCO) {50,000-watt KIRO)

CHICAGOD SAN FRANCISCO
{50,000-watt FBBM*) {5,000-1catt KCBS)

ST. LOVIS LOS ANGELES

(50,000-watt KMOX) (50,000-watt KNX)

HPL Midiwest Markets HPL Western Markets

*The Paul Gibson Show

AMONG THOSE USING THE HPL DURING 1949:

Absorene

Accent

Aljohn Co.

Amozo

American Cranberry
Austin Point

Awful Fresh MocForlone
Bakers Cocoa

Beotrice Foods

Bell Brook Doiries
Beltone Hearing Aid
Bertrand’s Printing Co.
Block Poultry Co.

Bliss Coffee

Borden's

Brentwood Mart

Briggs & Co.

Butler Mig. Co.
Cabonoy Products
Calif. Limo Beons
Campbell Soups
Canada Dry

Candelight House
Copper Publications
Corbonoid

Cargill Inc.

Childs Restouronts
Cinch Coke Mix
Citizens' Federal Sovings
Cleor Tone Hearing Aid
Coco-Cola

Coloniol Airlines
Columbio Fed. Savings
Congress 0il
Constitutional Life Ins.
Continental Baking
Corn Products

Cowles Publications
Crock-0-Lets

Croig 0il
Crowell-Collier
Crunchy Cookies
Dairy-Aide

Dixie Preserves
Doeskin Products
Donold Duck Oronge Juice
Doubleday Co.

The Drackett Co.
Drano

Dugon Brothers
Durlocque Mig. Co.

E & S Frozen Foods
Eggo Waffle Mix
Family Loundry Assn.
Fomily Reading Club
Federal Life & Casualty
First Federal Savings
Flex-0-Loce

Florsheim Shoes

Fred Astaire

French’s Instant Potato
Freshrop

Fritos

Fuller Brushes

M. A. Gedney Co.
General Electric
General Foods

General Motors

Gordon Baking Co.
Glim

Green Spot Orangeode
Greystone Press

Griffin Shoe Polish
Gwaltney Meols

H & P Coffee Co.
Halliburion Erle Co.
Harry & David

H. J. Heinz Co.

Hi Lite Dog Food

Hills Brothers Co.
Holiday Magazine
Holm Tomotoes
Holsum Breod

Home Bldg. & Loon Assn.
Hotpoint

Hot Shoppes

Hunt Foods inc.
linois Eleciric Co.
Internationol Harvesier
Irving's Dairy

Isotex

Jay's Pototo Chips
Jekyll tsiand Shrimp
Jelke Margarine

Herb Jones (o.

Juice Indusiries

Ken Gloss

Kirby ¥acvums

Klever Kook Food Co.
Kraft Products Co.
Kristoferson Dairy

Lo Choy Chinese Dinner
Lodies Home Journol

L & M Plostic Aprons
Longendorf Bakeries
Leach (o.

Lettuce Leaf Qil

Lever Brothers (o.
Linens ol the Week
Lite Soop Co.

London Specialties Co.
Lubertone

Lyon Van & Storoge
Mojestic Mayonnaise
Meodow Gold Ice Creom
Megowen-Educotor Foods
Menner’s Rice
Metropoliton Fed. Sovings
Miomi Margosine
Michigon Bulbs
Michigon Mushrooms
Microtone Hearing Aid
Milnot

Mirza Rug Cleoners
todglin Co.

Mors Cheese (o.
My-T-Fine

The Nestle Co.

New England Confectionery
Nu Tone Chimes
Hu-Trishus Corp.
Oakite

Occident Flour

Ocean Sproy Cranberries
0°Connell Packing Co.
Ohrbach’s

0il Heat Institute

0ld Manse Syrup
Olympic Gardens Bulbs
Omnibook

Pon Americon Coffee
Perodise Garden Bulbs
Perfex

Perk Dog Food
Pictsweet Frozen Foods
Pillsbury Mills

Pioneer Savings & Loon
Plostic Food Bags
Plymouth Motor Corp.
Premier Foods

Pritz Cleaner
Pradential Bldg. Assn.
Puritan Morshmollows
Puget Sound P & L Co.
Reolemon

Rislone

Roman Meal Co.

Rusco Windows

Schick Shavers
Schneider Baking Co.
Geo. E. Shompson Co.
Sherwood Gordens Bulbs
Simoniz

Snow Crop

SOS

Spork Stove Co.
Sterling Salt

$1. Louis Fed. Savings
Stokely Foods
Ten-8-Low

Tony Solad Dressing
TWA

Twin City Fed. Sovings
Twinlock Hongers

¥an Houten's Cocoo
Virginia-Morylond Milk
Word Boking Co.
Woshington Post

Wosh. Stote Fruit Comm.
Webb's (offee

Western Reddi-Wip
Wilkins Coffee

Willys Jeeps

Windex

Wipe-On

Wise Potato Chips

Wm. H. Wise Books
Yes Tissues
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" To Sell

the

Southeast

Be Sure to Include
The Station That—

]_ Not only covers its

' home market com-
pletely but reaches
a vast rural andi-
ence as well in its
total Georgia-
South Carolina
area.

E Has more daytime
]

coverage area than
any other 35.000
watt station in the
entire Sontheast.

3 Offers as its best
]

recommendation a
large list of spot
clients,  including
many of the na-
tion’s leading ad-
vertisers.

ADVERTISERS

{

Are making new sales
records on

WGAC

580 Kec. - ABC - 5,000 Watts

. AUGUSTA, GA.

Avcry-Knodel

e
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—continued from page 2-

NBC operates experimental

UHF TV transmitter
After NBC completes its experimental operations
with its satellite ultra-high-frequency television
station in Bridgeport, Conn., looking toward re-
assignment of TV channels, it will submit the re-
sults of the experiments to the Federal Communica-
tions Commission. NBC expects to be more successful
convincing the FCC to reassign TV channel frequen-
cies than it was in its battle for color television.

Network package show

boom continues
Networks continue to promote their package shows
successfully. Currently, about one-third of all the
Columbia Broadcasting System's commercial radio net-
work time consists of sponsored CBS package shows.
By the end of 1949, CBS television programing in-
increased from 28% hours a week to 45% hours, of
which 30% hours are CBS package shows. (See p. 21)

Liberty Broadcasting System will operate

coast to coast during baseball season
More than a hundred stations in 28 states have
Ssigned option agreements for the Liberty Broadcast-
ing System's baseball broadcasts. This expanded net-
work operation will give LBS a coast-to-coast hook-
up during the diamond season.

Radio’s income increased

in 1949
Gross income for the radio broadcasting industry in
1949 increased 4.5% as compared to 1948. However,
operating costs for the year rose 4%. Federal taxes
amounted to 16% against 17.1% for the preceding
year. Total gross 1949 income for the industry was
approximately $435,279,000, as compared with $416, -
720,279 in 1948.

Roper reports

on televiewing
Average TV set owner watches television two hours
per day, according to Elmo Roper's latest national
survey. Two-thirds see a program every day. Women
spend more time televiewing than men; lower income
people more than those in higher brackets.

$400,000,000 auto industry

cd program
The $400,000,000 to be spent by the automotive
industry in 1950 for advertising is a record break-
ing amount. Expenditures by General Motor's
Chevrolet division tops the list with $27,000,000.
Ford follows with an outlay of %22,000,000.

SPONSOR




TV FEATURES

OF THE

MAURER
16 MM ° C A M E R A | In the exclusive Maurer ‘infermitient

mavement the functions of the pull-
dawn claw and registratian pin are

—— combined, giving accurate reglstratian
/ﬁ‘;. ) | in ald or new film. Because it depends
ta o minimum extent upon the accu:
racy af 16 mm. perfaratians, this mave- ’
ment providps the mast occurote regis-
tratian abtainable.

The unique Mavurer facusing system
pravides full field campositian thraugh
the taking lens. The image seen thraugh
the clear glass reticle permits the great-
est mognifi:uiliun ever abtained in a
matian picture camera far critical fa-
cusing, therefare abtaining the greatest
accuracy.

The Maurer 16 mm. camera is the answer to vour

exacting TV production requirements. Designed
specifically for professional use, it produces
steadier, sharper and more accurately composed
pictures under all conditions. Ease of operation.
combined with many other unique features make
the Maurer Professional tops in performance

and dependablhty. The Mavrer variable shutter has a 235°
apen segment . . . allawing use of o

. smaller aperture with the same lighting

The ’6 mm. Ca mera Des:gned « . . giving greater depth of field. Call-

. . brated In V2 lens stops, It permits quick
Spec:ﬁca”y for PrOfGSSlonaI Use! and accurate change of exposure while
shooting. The additionol light trans-

For details on these and other exclusive missian permits yau to shéof your

A ., . originals in calar eoslly, a factor which

Maurer featwures, Write: is valuable now and may become much

mare important.

J. A. Maurer. i1Nc. e alVer

37-01 31st Street, Long I<land City 1. \. Y, SN

.
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The
Picked Panel
auswers
Mr. Ewen
Yes |
When

the words 1o the

. and No.
von add
best possible pro-
aramming’ al the
end of that ques-

tion. 1 Dbegin to

qualify. Az an
anahvst  of  pro-
gramming i

Mr,

Ross

techniques, talent
and cozts | have watched and waited
in vain for television to emerge from
the restrictive patterns of radio hroad-
casting. To a great degree, AV radio’
label of mediocrity has~ been imposed
with
more then s the
likely

to ad-

by advertisers’
How
quality of visoal programming

compromising
COosl~, much
to sufler if advertisers continue
herve 1o radio formnlas is coping with
the
costs of television broadeasting?

Y es,

fimance television heeause 1t is the hest

aknowledged  many dimes-higher

advertisers will continue to

calesman they have ever had. A case.
book can be huilt up to support this
Adrertising
proved 1o be Selling  Adrertising.

thesis,  Television has
will Justify inereased  hudget appro-
priations by dint of the increased vol-

\nd

there wie <everal possible vontes open

nme of hosiness that it generates.

to the advertising indnstry in neecting
the overall costs of the likeliest hnsi-
ness giant of the new half centory.
\ssuming that this is the time 1o
act, any one of the following paths are
worth tackling to diverce the adver-

42

Mr. Sponsbr asks...

“Can advertising he expected to supply suffi-

cient revenue to finance a television system

giving complete national coverage?*™

William H. Ewen

tising indusiry from this compromising
with costs:

1. Networks can follow up the ex-
plorations of DuMont and NBC in
block programmning that is. the
building and telecasting of programs
to affiliates. who can sell time in and
around these programs locally.  Du-
Mont’s daytime operation s directly
aimed at the loeal merchant for whom
television can be hix salesiman in the
home. Television has alveady  heen
proved to pay ofl in direct sales,

2. Spot Advertising—both regional
and local assume
prominent role than in AM broadeast-

—can an even more
ing. The use of film promites to out-
strip the achievemenis of recorded
transcriptions, and it can bring more
and direct profits to both advertisers
and local stations,

3. Divided sponsorship the trend
alternate  weekly
both as a cost saver and talent saver
(Tnside USA. Ford Theater. Big Story.
Ken Murray, Berle?) as well as a pos-

toward broadeasts,

sible alternate sponsorship of a weekly
show mayv enable more sponsors to
“get into the mediim.”

But television as a salesman war-
vants greal inprovement in television
H financial main-

advertising  continues  to

as an entertainer.
tenance by
prove a limitation on creative accom-
plishients through compromising with
costs, then 1. for one. would welcome
“hoxoflice television™ or what have you
ax an adjunct. Both advertising and
the industry
proved two of the dyvnamic inflnences

motion  picture have

on  this ('()unlr_\\ 1ecent  economic
arowth. \\r(‘(l(]ing the two offers< a po-
that

economically and asthetically

tential prodiga can altain new
eights
while alleviating financial worries of
hoth parents.
If. as at least one recent study has

advised. “payv ax vou =ee” television

Assistant Advertising Manager
Borden Company, New York, N. Y,

can be profitable to the motion picture
industry, profitable to the broadcaster,
aid the advertiser by assuming a greai
part of television™s fixed costs. and
cater to the viewer by giving him in-
creased quality programming. I'm for
making the experiment.

\Ir. Sponsor would be missing the
boat if he didn’t hire television as a
salesman. Mr. Movieman must get into
television somehow. Mr. Broadcaster
is obligated to pav his bills, And Mr.
Viewer is owed a debt of good pro.
gramming. I advertising cannot sup-
ph welcome programming while meet-
ing television’s growing costs, I'm for

giving advertising some help.

WVaLLace Al Ross

Publisher
Ross Reports on Television
Programming. V. Y.

I don’t know the
answer to it, |
do know that the
broadeasting  in-
dustry had better
get seriously con-
cerned the
full implications
of the question.

with

Faught's book
makes vou think

Wayne Coy

about this problem. H broadcasting. as

we know it cannot provide the pro-
grams the American public wants to
sce. some form of boxoflice television
must be found to supplement the pres.
ent commercial sponsorship of com-

mereial shows,

Warae Coy

Clairman

Federal Communications
Commission
Washington. D. C.

SPONSOR




Boiled down to
its essentials, the
thesis of Dr
Faught’s  socio-
economic analy-
sis of “Some Bil-
lion Dollar Ques-
tions About Tele-
vision” revolves
around the fol-
Mr. Hettinger lowing hypothe-
sis: (1) assuming a theoretical nation-
wide network of 1,000 TV stations plus
200 satellite transmitters, the estimated
annual operating cost would be over
$1.7 billion; (2) this is a lot of money
and, again theoretically. would require
the production of an added $80 billion
new business in the economy if televi-
sion were to grow without doing so at
the expense of other media; and (3)
television has an opportunity to secure
additional economic support by put-
ting a “box office” on television receiv-
ers so that TV “could also be used to
distribute and sell entertainment, edu-
cation and other cultural matier.”

Istimates made now as to televi-
sion’s long-range dollar volume, and
of \ts ner addition to total advertising
expenditures. are more likely to be con-
servative than extreme. Viewed over a
comparatively long-range period, tele-
vision revenues are more likely to be
larger. instead of smaller than expect-
ed: always assuming, of course, a con-
tinued high level for the American
economy.

If there is likelihood of revenues ex-
ceeding expectations over any reason-
ably long-range period. there is also
the certainty that Dr. Faught’s 1,000-
station hypothesis, with its estimated
$1.7 billion annual operating charges.
will remain theoretical at least for some
time to come-—and this without im-
pairing the public or advertising value
of this new medium one iote.

Important has been the manner in
which the nation’s radio station struc-
ture evolved during the early vears.
The core of this structure has always
been the untimited time, clear channel
and regional stations. The clear chan-
nel stations have served both major
markets and wide areas surrounding
them. The regional. unlindted time
stations have been the radio counter-
part of the average city daily. and
serve all of our major markets and

their surrounding trade arcas. Their |

importance today can be seen from

the fact that although in 1947 these |

(Please turn to page 61)
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varr WHEN YOU'RE SELLING CHICAGO
[ LENY.
AND 251 KEY mMiD-wESTERN CouNTIES oN W CF L !

Your sales story on WCFL goes out to Chicago and 251 Key-Counties
in 5 rich, middle-western states. This actual audience coverage 1s based

on a 30,000 letter-pattern.

8,289,763 consumers in the primary! 5,421,020 1n the secondary!

A POTENTIAL $15,000,000000 ANNUAL MARKET

As the Voice of Labor, WCFL has a special tie with the well-paid craftsman

and wage-earners in this prosperous, industrial area.

For full information, contact WCFL or The Bolling Company.

o J §

50,000 watts * 1000 on the dial
The Voice of Labor
468 Loke Shore Drive, Chicago, Il
Represented by the Belling Company, Inc.

| fin ABC Affilicte
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ART BOOK

Al v ~ A Rid Al v -~ T
CONFECTIONERY
-’ i 4 A 4

SPONSOR: Doubleday & Co. AGENCY: thuber tloge

CAPSULE CASE HISTORY: A £1.00 art instruction
hook was the offer on this 10 p.un. Saturday night quar-
ter-hour “art lesson.” At the end of this three-program
series featuring artist Jon Gnagy. 3.000 people had seni
a dollar jor the book. The client was surprised ai the
staving power of the Tl audience since the programn fol-
lowed tieo hours of continuous vartely entertainment.
Would-be artists are sull sending in their dollars and
Doubleday is well pleased 1cuh its artistic suceess.

WHFIL-TY . Philadelphia PROGR AN Jon Gnagy

SPONSOR: Cirens Peanuts

CAPSULE CASE HISTORY: The program 1is a ]1(11/-
hour show built around the cireus motif. A free Bozo
mask was offered at first for every vote sent in for Bozo
For Mayor-—886 votes were received. The following spot
announcement was a special test. Audience was offered

AGENCY: Direct

a small viewer with Bozo's picture on it for tico empty
peanut bags plus 10 cents. In two weeks there were 540
requests and the final count reached over 1.000—all on
two announcements.

KTTYV. Lo« Angeles PROGRAN: "Bozo’s Circus”

e e

TV

k results

J

BAKERY GOODS

SPONSOR: Dutehess Pie Co,
CAPSULE CASE HISTORY:
nouncement once weekly is worth this baker’s dough.
Each weel the porirail of a famous man in history is
flashed for five seconds. People correctly identifying the
“History Mystery Van™ receive a coupon good for one

AGENCY: Walter Klein

A one-minute slide an-

50c pie. This 00-second spot had «a total of 651 returns
in three viewings an excellent response considerinz there
are but 10.000 Tl owners in the station’s area. The cost
was slightly more than 10c¢ per response.

WBTY, Charlote PROGRAM: Spot-

AUTO DEALER

MUSIC COMPANY

SPONSOR: Gilmore Chevroie AGENCY : Direet
CAPSULE CASE HISTORY:

half hour live telecast on Sundays in which cight guests

The program is a one-

Jrom the studio audience play charades. On one telecast.
the sponsor wanted to see how many calls or eustomers he
would receive if he made a special “service” offer to all
Chevrolet car owners in the area. The response was well
over 2.000 calls from this one video show a bigger re-
sponse than he had ever had from any other medium of
advertising. TV advertising had passed Mr. Gilmore’s
test!

KPIX. ~an Francisco PROGR AN “Share a Charade™

SPONSOR: Clark Muasie Co.

CAPSULE CASE HISTORY:
goes in for institutional advertising on large tiems such
as pianos and organs. On a weekly talent show. however,

AGENCY: Direct

This sponsor normally

815 music boxes were plugged and the cash registers
were playing a merry jingle. Before the program went
off the air, there were three telephone calls for positive
orders. The next day showed a complete sell-out on the
item with a brisk floor trade asking for the music boxes.

WHEN, Syracnse PROGRAN: “Command Performance”™

+ hd N 1 |
GINF'T SHOI

AN I v rm\m Y -
FURNITURIE
A 4

SPONSOR: silard’s Shop
CAPSULE CASE HISTORY .
clusive line of China. porcelain and Irish belique. T1" was

Sponsor carries an ex-

selected because it reached the type of audience sponsor
wanted. Previously, only direct mail was used. 1 par-
tneipation was used on a late-evening hve musical shou
and ftems ranging from $2.50 to $65 were used on the
telecasts. Response was exeellent and customers coming
in to the gift shop to buy the $2.50 {tem spent many times
that total before they left.

KDYTEN L salt Lake Cin PROGRAN: Participation

SPONSOR: Harbour-Longmine AGENCY: Direct
CAPSULE  CASE {TISTORY

minute spot following “The Square Dance”™ show to help

This firm took a 5-
move a supply of new-tvpe posture chairs and move
them they did! Adrantages of the chair were demon-
strated and the retail price of £207 was announced. The
firm later reported that 53 chairs had been sold with at
least 10 of the sales definitely traced to the T one-time
shot., That's 82,070 worth of results for a satisfed T1”
adrertiser,

WKY-TV, Oklahoma City PROGROM: Spots

A==



LANCASTER,PENNA.
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J
delivers a buying audience

W GAL-TV s the consistent choice of all viewers

in prosperons Lancaster and its adjoining area. 1t is the onh
television station located in this large and thriving

market. WGAL-TV presents your sales message with eve and
car appeal to an audience that’s growing by leaps and
hounds becanse of interesting, skillfml local programming.

and the top shows of all four television networks—

\BC, CBS. ABC and DuMont. WGAL-TV is deing a good

STEINMAN

job for many advertisers. Remember, 100, it is the only STATIONS
Clair R. McCollough

station that delivers you this consistent, buving andience. General Manoger
Cost? —surprisingly low! Write for information. WGAL
WGAL-TV

. Loncaster, Pa.
Represented by Robert Meeker Associates aneaster, e

CHICAGO  SAN FRANCISCO ~ NEW YORK  LOS ANGELES WKBO

Harrisburg, Po.

WORK

York, Pa.

WRAW

Reoding, Po.

WEST

WDEL
WDEL-TV

Wilmington, Del.

TV-AFFILIATE
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“Lmitation 1s the

stncerest forme of flattery

SPONSOR is the most

imitated advertising

trade publication

today.

- 510 MADISON AVENUE
NEW YORK 22, NEW YORK
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BBM IN CANADA

tContinued from page 27)

and Canada’s Lroadcasting industry.

When, a vear laler. organization
worg for Broadeast VMeasurement Bu-
reau gol under BB the
American group was Table o study
BEM  organization and  profit from
LBM experience. In return BMB (..
veloped many refinenients in method
and practice”™ which have leen made
available to BBV Since BMB’s Study
No. I in 19406, and before. the two
organizations have used the rame sys-
tem. have woriked in close cooperation,
and have used one another’s data and
technical consultants.

Advertisers and agencies in hoth
countriex have cooperated with these
or amiza ions. and have been vir ually
unanimous in calling both BEM and
BMB needed tools for the effeciive buy-
inz of broadcast time,

Why. thon, is BBM succeading. while
BMB has failed?

The answers will vary according to
whether a Canadian of an American i~
giving them. They will vary also with
buyers and selers of broadcast time.
on both sides of the border.

way, Says.

One leading American time! uyer re-
plied with some irritation: “Because
American Lroadcasters are too danmed
dumb!™

From the parallel histories of BBM
and  BMB.

emerge:

however.  certain  faes
1. BBM has gained the support of
more than 75 of Canada’s 111
AM stations. as well as 58 agen-
cies and 41 Thirteen
of the agencies and two of the ad-
vertisers — Campbell Soup and
Miles the

advertisers.

Laboratories are in

United States.

On the other hand, BMB™s Study
No. | was supported by about 75
{700 of 900-plus AM =stations< in
the 1. s, i 19401, whereas its
Study No. 2 s financed by only
about 25% (1000 of the present
2,500 AM stationst,

Canada as yet has no television
slations. and onh 35 FM stations,
to “comphlicate the picture” there,
Al stations of Canadian Broadeast-
ing Corporation lLelong to BBV
Whereas charges of “waste”™ and
“extravagance”
against BMD (which has expensive
quarters on P’ark Avenue in New
Yorki. tha BBM people sa, they
have operated on the basis of striet-

have been leveled

e<t economy. Nearly all who work
a! BRNzs headquarters
contribute o mam hours a week
to keeping BBM goinz. BBM has

only a few jpaid employes.

Loron‘o

But BB people will tell you that
one factor in BPM’s “economy”
was that m the ealy days Bvib
helped to keep BBM goinz by kuy-
ing its da'a. \lso, BMB in New
York continues to handle research
and statisical work for BBAL
Pevhaps BBM has Leen abie to meet
the “gripes” of broadcasters more
cflectivehy  than has BMB. 1. E.
Fhenner. president of BBM since
1945 tand president of Canadian
Cellucotton  Products  Company ).
and such veteran associates as Glen
Bannerman and Adrian Head, have
worked for years to keep BBM go-
ing by keeping the broadeasters
sold on it. Mr. Phenner. who re-
cently was given a gold medal by
the Association of Canadian Adver-
tisers for his work with BBM. or-

SERVYVICE

DIRECTORY

V. S. BECKER
PRODUCTIONS

Producers of television ond radio pack-
oge snows Representing rolent of dis:
tinction

562-5"n Ave., New York Luxemberg 2-1040

Dircctory Rctes

on request
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Hooper has good news ——3
for WMBD-CBS adver- ‘
tiser! The October-November,
1949, Hooper station share of
audience index for Peoria reveals:

1) Morning
(8:00-12:00)
Monday-Friday

2) Afternoon
(12:00-6:00)
Monday-Friday

3) Night
(6:00-sign-off)
Sunday-Saturday

WMBD is, of course, still the

leading Peoria station—and with

an increase over the March-April

Hooper in every time segment!

Thus WMBD Peoriarea domi-

nance, plus outstanding CBS pro-

gramming, again proves to be an
effective blueprint for sales.

Let WMBD-CBS carve a place for

vou at the top of the totem pole!

WMBD DOMINATES Peoriarea

\j}@ See Free & Peters
O\

WNED

WMBD 49.5%

WMBD 46.9¢

WMBD 48.8%

PEORIA, ILLINOIS

CBS AFFILIATE
AM 5000 watts
FM 20000 watts

eanized the tripartite committee

lwo Yyears before BBM made s
first study.

BBM's rescarch and development
committee weighs suggestions for
improvement in standards and serv -
ices, and makes recommendations
to the board of directors.

L. Measurement of station coverage in
Canada would appear to be sim-
pler, because of fewer stations and
less  competition  between  them.
Canada’s  13.000.000  population
tless than one-eleventh of the popu-
tation of the U. S0 s scaltered
across 2.500 miles from Nova Sco-
tia to British Columbia. Onh 15
“metropolitan areas” embrace oth-
er municipalities. and ouhy three-
Montreal. Toronto and Vancouver

are  “primary m('lrnpolilan

Nearly two-thirds of the

population of all nine provinces is

in Ontario and Quebec.

ae
areas.

('The 1950 study also will cover.
for the first
10th provinee. Newfoundland.)

time, Canada’s new

However. as Honore Chevrier. re-
search director of the Canadian Broad-
casting Corporation. and vice-chairman
of BBM's rescarch and developnient
committee, told sroasor. Canada con-
fronts
“Four

special  lancuage  problems.

million Canadians.” he =aid.
“are of French extraction. These peo-
ple have their own station listening
habits. A large number of French Ca-
nadians are bilingual, speaking Fng-
hish as well as I'rench. and listen both
to their own and to the knglish lan-
guage stations. Thus BBM nrust report
by three language groups.”

The problem of station participation

~in BBM probably i~ <implified by the

fact that many of the stations in the
Dominion are owned by Canadian
Broadecasting Corporation. In the Unit-
ed States no network or other single
group may own more than seven sta-
tions; no network mimbers among its
allihates as much as one-fourth of all
AM stations, and all four coast-to-coast
networks together do not have as alhhi-
ates hall of all the AN stations now
operating,

BBM operates on an ammal income
of less than $100.000.
vears between the biemmial studies
1919, for example  BBM is “slighth
iu the red.” This loss is overcome in
the “study” years.

I'ven so. in the

But. he added. “we've no surplus for
the Canadian tax authorities 1o worn
abont.”

Because it costs less to send adver-
tising messages over the air than to
distribute them by mail or truck—es-
peciaily  to  sparsely-settled
many Canadian advertisers have their
own reasons for being sold on radio
advertising, and specifically on BBM s
efforts to tell them about station cover-
age.

One large Canadian advertiser, who
preferred not to be identified. pointed
out that in the breadth of Canada. “a
distance hundreds of miles greater than
from New York to San Francisco. there

areas

are. many small units of population
which must be reached by small local
radio station=. if at all. Because our
population ix <small. we cannot alford
to ignore scattered groups of people
here and there that a national adver-
tiser in the United States might vers
well pass< up.”

Advertising  expenditures for  this
company s two principal products aver-
ages §1 for every 60 people in Canada.
“If in a certain area there is a popula-
tion of 300.000. this advertiser said.
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“presumably we can spend $5.000 in
that area. The figures supplied by
BBM help us to decide on what sta-
tion or stations to spend the money
allotted to radio advertising in that
area.”

The $1-for-60-people ratio, he ex-
plained, “‘represents more in Canada
than it does in the United States. Al
though the population of the United
States is only 12 times that of Can-
ada. the buying power of the United
States is 18 times as greal. Forty peo-
ple in the U. S. could supphy as much
buying power as 00 in Canada.”

But advertisers and agency execu-
tives in both countries agree on the
continuing need for uniform and im-
partial station coverage data. With
competition increasing among broad-
casters. and more competition from
other media. they say that the need
today is greater than ever.

America’s BMB may be replaced by
a membership corporation. Canada’s
BBM will continue to go its coopera-
tive, tripartite wav. * K K

AIRLINES
(Continued from page 29)

and newspaper efforts  are
stepped up in 1950.

being

Northeast’s  broadcasting response |

has been especially good since it start-
ed the “Yankee Fleet” as a singing
commercial. This was taken from an
old New England sea chantey. “A Yan-
kee Ship with a Yankee Crew.” and
was appropriate for Northeast’s “Yan-
kee Fleet.” The song has heen sung
cver networks. and the company’s of-
fices have been “deluged by requests
for sheet music and records” of it.
Until reeently. “by far the greater
proportion of our advertising budget
was devoted to newspaper and maga-
zine advertising.” said Alfred M. Hur-
son. viee-president for public relations
of Colonial Airlines. Inc.. New York.
“However. during November we ap-
propriated about $5.000 for a series of
spot announcements on WJZ, New
York. This is the first really concen-
trated radio effort we have made.

“We are more than pleased with re-
sults,” hut the company had not vet
had time to determine the percentage
of inquiries being turned into sales.
nor to compare them with newspaper
and magazine inquiries.”

In 1948 Colonial bought a participa-

16 JANUARY 1950

tion in the television show Swing into
Sports over WABD. New York. “This
visual selling of our services to winter
sports lovers,” Mr. Hudson
“helped us to get our story over. . . .
We earried small 50-line ads on the
sports pages of New York newspapers.
calling attention to the program and
at the same time selling our service.”

National Airlines, Miami. intends to
increase this yvear both its overall ad-
vertising progran and the radio-TV
part of it. replied John M. Stoddard.
assistant to the vice-president. Broad-
casting, which in 1949 represented only
1 per cent of the total, will be stepped

said,

up to V1. per eent.

“Extremelv favorable” results from
spot broadcasting in test cities in 1949
have led National to plan a consistent
announcement campaign. Among sta-
tions used have bheen those in cities
served Dbv National which are near
government installations. such as arniv
camps and navy bases. Currently, the
airhine is participating in a tie-in with
the New York Giants baseball club
on WMCA. New York. promoting trav-
el to the Mayfair Inn at Sanford. Fla.

Delta  Air Atlanta- which
operates in the Southeast and north to

Iines.

Chicago-—is now sponsoring an un-

TWO CITIES —SOUTH BEND AND

THE SOUTH BEND MARKET

| MISHAWAKA — ARE THE HEART OF

The city of Mishawaka begins where the city of
South Bend ends. They are separated only by a
street. The two cities form a single, unified mar-

ket of 157,000 people.

Be sure to count both cities when you study

this market. It makes a big difference. Here's
how: in 1948, South Bend ranked 90th in the
nation in food sales, with a total of $36,129,000.
But when Mishawaka’s 1948 food sales are added,
the total becomes $45,385,000—and South Bend-
Mishawaka jumps to 69th place! A similar pic-
ture is reflected in all other sales categories in

this two-city market.

Don’t forget, either, that South Bend-Misha-

waka is only the beart of the South Bend market.

The entire market includes over half-a-million

people who spent more than half-a-billion dollars

on retail purchases in 1948,

And only WSBT covers «// of this market.

WSBT duplicates its entire
schedule on WSBT-FM—at
10 extra cost fo ;x‘/trcrliwrs.' s

5000 WATTS -

PAUL H. RAYMER COMPANY

NSB

OUTH BERD

960 KC
e NATIONAL

cBS
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usual. daily 15-minute newscast on
WCON, Atlanta. and expects to xtart
telecasting on WCON-TV when that
station goes on the air, probably in
March.

The newscasts. explained James H.
Cobb Jr.. public relations and advertis-
ing director. are “actual taped inter-
views with passengers. made i flight.
and replaved as the middle commer-
cial.”” The interviews are made
Newscaster Don Elliott, who gets a
two-month supply from one round-trip
l'etween Atlanta and Chicago.

Delta also uses announcements in

Birminghant and New Orleans. Cur-

rently, it sponsors spots on WSB-TV,
Atlanta, and it has used TV in Chi-
cago, Dallas, New Orleans and Miami.
These spots are one-minute movies,
with sound on film. showing passen-
gers boarding a Delta- DC-6. being
made comfortable by a stewardess. en-
joving a meal . . . and then enjoving
themselves at their destination,

“We Dhelieve television is especially
well suited to travel advertising.” Mr.
Cobb pointed out. “and we expect to
make increased use of this medium as
audiences multiply.”

Braniff International Airways. Dal-
las. sponsored telecasts of several news

Lt WIBW Al your Sulss Sits!

Sales Managers! Here'’s a tip from
Kansas farmers. These far-sighted
operators depend on ensilage (the
stuff that’s stored in silos} to keep
livestock growing when there’s a
shortage of green stuff.

Incidentally, there's no shortage of
green stuff — money, that is — in
WIBW's five-state farm audience.
You can count on immediate sales

when you use WIBW,

At the same time, you'll be filling
your sales silo with name preference
and built-up demand for your prod-
uct. You'll find this mighty valuable
in keeping your sales growing—espe-
cially during seasons that are nor-
mally “off.”

Let WIBW Fill Your Sales Silo

SERVING AND SELLING

"“"THE MAGIC CIRCLE"

WIBW - TOPEKA, KANSAS -

WIBW-FM

Rep: CAPPER PUBLICATIONS, Inc. °

BEN LUDY, Gen. Mgr. -

WIBW - KCKN
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programs in 1949, an executive said.
“but radio advertising has «tll to be
considered in connection with our in-
ternational advertising program.”

Some aviation executives implied
that the railroads were merely cutting
their own throats by accepting recent
fare increases. Kenneth E. Allen. ad-
vertising and publicity director of
Western Air Lines. Los Angeles. ex-
pressed the belief that “we have in our
family plan and coach service two
good price appeal elements which can
outsell the railroads any day in the
week. regardless of the relative prox-
imity of fares.”

Western uses spot radio for such
appeals and recently has heen buying
strip radio on “numerous disc jockey
shows on independent stations.”™ Mr.
Allen said. It is too early to tell the
drawing power of such shows. hut we
are confident it is going to show some
good inquiry results,”

An executive of pan American World
Airways said that “our use of radio
and television has been so meager that
we canuot contribute anything of tan-
gible value.”

But Pan Ant. TWA and other over-
~eas lines are (*\p(‘('tod to step up pro-
niotion sharply to attract ~ome of the

Oct.-Nov. 1949

MORNING 42.8
AFTERNOON 36.1
EVENING 29.6

First By Far!

o \Fhl.

SYRACUSE, N. Y.

Represented by
FREE & PETERS, INC.
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scores of thousands who will go to
Rome for the Holy Year abservance.
The American lines also are promot-
ing both reduced fares abroad and
bigger spending power of the Ameri.
can dollar when one gets there.

Meanwhile, in this country, many
airlines, such as Capital. regard the
railroad fare increase as opening “a
new market for air coach passengers
on the scheduled airlines of the coun-
try.”” J. H. Carmichael. president of
Capital Airlines, Washington. said
that, as a result, “the air coach has be-
come the closest price competitor to
bus transportation.” Capital intends to
make promotional capital of it.

More smaller airlines also are ag-
g¢ressive, promotionally. John V. Wees-
ner, president of Nationwide Airlines,
Inc., Detroit {which serves only Michi-
gan), reported that ‘“‘our spot an-
nouncemenis now represenl approxi-

mately one-quarter of our total adver-

tising budget.” ok ok

Co-Oo?
(Continued from page 34)

“Residents of Conshohocken will find
a full line of Blank washing machines
at Fred’s Appliance Store, 212 Main
Street.” Other Blank dealers miglu
get a plug on other days, but all the
plugs are alike. The big reason for
this uniformity is the section of the
Robinson-Patman Act which says that
a nanufacturer must not discriminate
among his dealers—that is, whatever
lie offers one must be offered all others.

Proponents of the simplified ap-
proach to dealer co-ops suggest the fol-
lowing method of strenglhemng the
sales message at the individual level
without circumventing the letter or
spirit of the Robinsou-Patman Act.
Let the manufacturer prepare several
identical lines of copy for each dealer.
Then make this stipulation: “These
two lines of copy about my product
must be included in vour local an-
nouncement if vou want to share in
our co-op plan. As long as you've used
this copy verbatim, you’re on
own. with no strings attached.”

your

At that point the dealer can write
his own commercial, making it as lo-
cal and individual His
aim. of course. is 1o persuade listeners
to buy their Blank washer from him
rather than from a competing dealer.
It is understood.

as he likes.

of course.

16 JANUARY 1950

that in |

shaping the commercial to his own re-
quirements he will do nothing to dis-
tort the manufacturer’s several lines of
copy, or to weaken its punch.

Such an arrangement would do
much to nourish good-will between
dealer and manufacturer, in addition
to its other virtues. [nder the present
setup many dealers are “going along
with the herd”™ only reluctantly, and
not with any conviction that they per-
sonally will benefit from the arrange-
More serious. from the national
merchandiser’s viewpoint, is the feel-
ing among some dealers that their con-

ment.

tribution to co-op funds is really a
“eouge.” with the manufacturer riding
the gravy train.

Certainly no manufacturer sets up a
co-op campaign with the intention of
“shaking down™ his dealers. Nonethe-
the disgruntled dealers have a
point-——one which goes back to the in-
flexibility of the copy that is handed
to them. Even though prepared with
the purest intention, the average co-op
announcement gives the national
brand-name a much better break than
the dealer who handles it. This obvi-
ously implies a shortsighted outlook if

less,

FIRS

Affiliated with

NBC

1830

Winston-Sacem's

Your FIRST and BEST Buy!
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one consziders that the avowed purpose
of dealer co-op advertising is to move
the product from dealer to customer.
Its purpose is not primarily to create
demand; that’s the joby of national ad-
vertising. It's true that the two forms
must necessarily overlap. to a degree.
But to earmark funds for a sales pitch
at the dealer level and then to delegate
the dealer to second fiddle in the com-
mercial s obvioushh muddled mer-
chandising—aside from the fact that
it peeves the dealer.

One big reason for the general con-
fusion about dealer co-ops is the sur-
prising lack of information. all along
the line from manufacturer to distribu-
tor to dealer. on how they are sup-
posed to operate, The NADB’s Broad-
cast Burcau has taken
some monumental strides toward clari-
fying the situation. BAD’s position on
co-ops is objective. Being a part of
the broadcasting industry, the Burcau
is working for the best interests of
radio advertising in general, and does
not recommend one type of radio buy
over another. But in every instance
where a co-op program is in operation
or 1s contemplated. BAB has been on

Advertising

Mr. Advertiser:

YOU CAN DO IT AS
WELL (Maybe Better)
AND FOR LESS

with

TELEWAYS
TRANSCRIPTIONS

The following transcribed
shows now available

AT LOW COST!

e JOHN CHARLES THOMAS
260 15-Min. Hymn Programs

e SONS OF THE PIONEERS
260 15-Min. Musical Programs

e RIDERS OF THE PURPLE SAGE
156 15.-Min. Musical Programs

o STRANGE WILLS
26 30-Min. Dramatic Programs

® FRANK PARKER SHOW

132 15.-Min. Musical Programs
e MOON DREAMS

156 15-Min. Musical Programs
e BARNYARD JAMBOREE

52 30-Min. Variety Programs
e DANGER! DR. DANFIELD

26 30-Min. Mystery Programs
¢ STRANGE ADVENTURE

260 5-Min. Dramatic Programs
¢ CHUCKWAGON JAMBORIE

131 15-Min. Musical Programs

Send for Free Audition Platter and low rates on

any of the above shows to:
PRODUCTIONS,

TELEWAYS ol

8949 Sunw(.lilvd.. Hollywood 46, Calif.
Phone CRestview 67238—BRadshaw 21447

RADIO
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hand to present radio’s case for inclu-
sion in the campaign.

The chart which accompanies this
article represents a digest, by product
categories, of co-op information BAB
has collected as part of its service to
advertisers and stations. The chart
represents most of the dealer co-op
“case histories” that BAB had com-
piled at this writing, with other re-
ports coming n steadily. SPONSOR’s
chart does not purport to he the com-
plete national picture of co-op adver-
tising. But it is extensive enough and
sufficiently  representative to support
some conclusions about who’s doing
what in radio co-op advertising.

Co-op advertisers tend to conform
to one of three general patterns in al-
locating their radio funds—the Straight
Split. the Three-Way Split, and the
Percentage Limitation. The first type
i= a down-the-middle division of costs.
with the manufacturer paying 50%
and the dealer paying 50%. The great
majority of co-op deals fall into this
category, as the adjoining chart illus-
trates. Columbia Records, Zenith Ra-
dio, U. S. Machine Corp. and Ameri-
can Stove Company are examples of
this breakdown.

Under the Three-Way Split, costs
are shared in varying ratios by dealer,
manufacturer. and distributor. The
most popular formula in this bracket
is  manufacturer 25%. distributor,
257¢, and dealer 509¢. Typical users
are the York Corporation, air-condi-
tioning and refrigeration-equipment;
Radio Corp. of America, RCA Victor
Radios, phonographs. combinations,
records and television sets; and York-
Shipley, Ine.. oil burners and furnaces.
The other three-way split most fre-
quently encountered is: manufacturer
307, distributor 20°7. and dealer
5077, The Strombherg-Carlson Co. uses
this plan for dealer-advertising its
radio and TV sets.

There are a substantial number of
cases where other types of three-way
gplits have heen worked out to fit in-
dividual needs. Deepfreeze Division.
Motor Products Corp.. for example.
splits it this way: manufacturer.

|33%‘“?. distributor 162477, dealer
507 . Noblitt-Sparks Indusiries, Inc.,

|/\rvi11 radios, heaters., appliances, of-

fers the following formula: dealer
50 . distributor 107% . Arvin Factory

I"and. 407 .

The other basie form of co-op cost
split is the Percentage Limitation. In
this setup the manufacturer bases a

dealer’s advertising allowance on a
percentage of his purchases by dollar
volume during a calendar year. Un-
der the Gruen Watch Company’s plan,
the percentage varies from 2% for an
annual volume of less than $15.000, to
87¢ of purchases of $£500,000 and
over, with a graduated scale between
those extremes. The Elgin National
Watch Co. has a similar plan, starling
with minimum purchases of $1500 a
vear.

Closely related to the Percentage
Limitation plan is the Unit Allowance
arrangement, used extensively by the
major appliance manufacturers. Serv-
el. Inc., follows this plan: manufac-
turer 33157¢, dealer and distributor
0024, with the proviso that the max-
imum expenditure by the manufactur-
er will be $2 per refrigerator purchased
by the dealer, and 50c to $2 per water
heater, depending on the model. The
Ironrite Ironer Co., with a straight 50-
50 split, sets up its co-op fund on the
basis of $3 per ironer purchased by
the dealer. The dealer must match
this, which makes a total of $6 to be
spent locally for promotion for each
ironer delivered to the dealer.

Another type of co-op advertising
used by several manufacturers on a
small scale is the so-called “Factory
Help” plan. in which the manufactur-
er contributes no money but instead
furnishes prepared advertising materi-
al. Auto-Lite sends stations 15-minute
transcriptions of a program called
Gasoline Alley, together with a list of
local Auto-Lite distributors. Window
streamers and other point-of-sale ma-
terial are also available. On the same
basis, the Anderson Company sends
stations five-minute transcriptions for
its Anco windshield wiper blades.

Most co-op advertisers who use
radio are very specific about the type
of radio advertising they approve. stat-
ing whether hve or transcribed an-
nouncements are preferred, and care-
fully outlining copy limitations. Most
of them point out in no uncertain
terms that they will share costs only of
announcements devoted exclusively to
their own products.

The wide diversity of advertisers
who are using co-op radio is evident
from a glance at the chart drawn from
the BAB index ecards. While a pre-
ponderance of co-op money 1s mnvested
in the appliance and home equipment
frelds, there is ne limiting categorical
factor, Colgate-Palmolive-I’eet uses co-
op to sell tooth powder. Goodrich uses
it for tires and tubes. Devoe & Ray-

SPONSOR
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TV RESULTS

First it was 83

TV RESULTS.,

then we published

99 TV RESULTS.

So far, we’ve exhausted
three printings.

The fourth will be

199 TV RESULTS. and will
be fully categorized
and indexed for
day-to-day use. You’li

ate
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love this one.* even

more than vou did the others.

*We're aceepting limited advertis.
ing with a 10 February deadline.
Regnlar insertion rates apply. Ad-
vertising was not available in
previons TV RESULTS  booklets.
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How To Put A Client Out
Of Business

A WAIRadio client had sev-
eral hundred surplus trousers
to sell. One announcement
over WAIRadio at 6:45 AM
sold entire stock by 10:30
AM. Advertising cost less
than one cent per garment.
With new, larger stock, this
merchant is again using
WAIRadio sales magic.

7z

£

National Rep: Avery-Knodel, Inc.

SIMPLE ARITHMETIC
IN

MUSIC  LICENSING

BMI LICENSEES

Networks 23
AM 2,046
FM 407
TV 89
Short-Wave 4
Canada 150

TOTAL BMI
LICENSEES . . 2,719"

You are assured of
complete coverage
when you program
BMI-licensed music
*4¢ of January 5. 1950

Y i,

"BROADCAST MUSIC, INC.

$80 FIFTH AVE, NEW YORK 19,
NEW YORK * CHICAGO = HOLLYWOOD
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nolds uses it for paints and varnishes.

Even though there is no common
denominator. product-wise, for the
buyer of co-op radio advertising, there
are several important factors which
all such bear in
mind in order to get the best results
from their co-op dollar. The first of
these is simplicity-——too many co-op
plans are cluttered with non-essential
elements which slow down the machin-
ery. while adding to the cost. The sec-
ond is flexibility——tailor the plan to the
individual situation: it's unreasonable
to expect a single plan to work success-
fully for hundreds or thousands of
dealers in all sections of the country.
The third requisite is follow-through—
perhaps no form of advertising de-

advertisers should

mands closer supervision at every lev-
el; there are any number of directions
in which it can go haywire without
proper guidance. The fourth is infor-
mation once a co-op plan is organ-
ized. don’t keep the details a secret.
The Dbetter informed all parties con-

cerned. the Dbetter it will work for
them. * K Kk

NETWORK PACKAGES
(Continued from page 23)

ruary of 1947 and seems still happy
with it.

Not all network packaging experi-
ences have happy endings. Last snmn-
mer. for instance, NBC spent a total
of §423,923 for packages, and the re-
turn as vet is not at all satisfactory in
terms of dollars,  Bur—and here is the
NBC is not discouraged.
I’s going right ahead, spending more
hundreds of thonsands.  For the sum-
mer of 1950, NBC ulready has lined
up a total of 32 packages on a “hang
None of these new

big modifier

the cost” hasis.
NBC shows will he overly-expensive.
All will be bndgeted at nnder $10,000
a week  most of them falling into the
£5.000-a-week or under class. But. all
i all. NBC will spend at least 2500,-
000 on these packages,

On every one of the four major net.
works clients can now. and will 1n-
creasingly be able to. bnv packages
that have the following advantages:

(B A network package show has
the bugs taken ont of it before it 1s
sold. Tt s “tested and weeded.”

(20 It has a rating history. The
client or ageney does not have to gness

what the show mav do on the air; it

buys on the basis of what the show
has done. The audience has been
built; in most cases, the time-slot has
been fixed to the show.

(3) The client is sure that the net-
work will give a net-owned or con-
trolled package a lot of extra ingredi-
ents. These may include a larger or-
chestra, extra cast. and certainly extra
push and promotion.

(4) The client 1s sure of the price.
Since the network owns or controls the
package, there is no doubt as to wheth-
er the price will vary greatly. Both
ad agencies and clients welcome a deal
where the financial headaches are kept
to a minimum. As clients shift gears
into television, this becomes
even more important, because in video
there are so many possibilities for “ex-
tras”—an extra lightman, extras for
sets, extras for rights to certain liter-

factor

ary properties, etc.. etc,

After reading all this a client or
agency may come up with his own
864 query: “Why are the networks do-
ing it? Are they philanthropists?”

The answer is: “No.” True, when a
client buys a network package in which
the chain has invested $100,000 and
the client pays only =0 much a week.
the 100-G is the network’s “loss.” But
i's ouly a bookkeeping minus. The
CBS chief was smart enough to sce
that when he laid down “Palev’s Law™
of “control . . . content . . . competi-
tion.”

When a network sells its own pack-
age, it gains in four ways:

(17 The show will stay on its net-
work. It will not be built up. get audi-
ence confidence; develop stars—and
then find the client shifting the show to
a competing network. The show is
tied to the network.

t2) The network is interested not
only in selling one time-slot. but in
selling all time-slots, That means the
network must worry about adjacencies.
It may want to build “mood” program-
ing. It may seek a certain balance on
certain nights.  1f the network ties the
package to a definite time-slot on a
definite night it controls the schedule.
retains whatever “mood™ it wants, and
helps the shows preceding and follow-
ing the net’s own package.

{3V Owning a nunber of packages
gives the network the opportnnity to
hire, or retain. better manpower. This
15 trne whether that manpower 1s on
the commercial side. the technical. or
the artistic.  For instance. ABC jnst
recently hired fonr writers to work on

SPONSOR




its own packages. ‘Those writers will
be on hand for whatever other duties
the network might want to allot.

t4) ‘There is one additional advan-
tage. The network, by tving up its

own packages, ties up stars and fea-
tured players who are available for
big public functions as emcees. guest
The networks know they
good-will. More net-

stars, etc.
need the public’s

work-owned, network-originated, or
network - controlled  packages — mean

more, and better. public good-will.

A check among advertising ageucy
executives shows that most agencies ap-
preciate the new situation. Several
agency heads were willing to discuss
the subject. None, however, was will-
ing to be quoted by name. The ad
men told sronsor they like many
things about network package pro-
graming. But they are not willing 1o
put themselves in the position where.
tomorrow, their client may
them: “Why should 1 buy your show,
when you yourself said that the net.
work packages are a better buy?”

One agency man handling radio and
television pointed out that he not only
likes network packages but helps the
networks build them. Referring to a

say to

Base Map Copyright
Noble & Swars, Inc

y
”tj 11 EaSON

(; ‘
Sake )
Coitrreo

MAMILTON

4
Asnl

9‘\1_, -
MAQISON

cavucal o =~ omco
55 LAND [CnEnanGal 2
X tome | 72 4
~/ e uns l 35
NILE x -

$
ACUSE

AM FM-TV N

21 rieh Central New Yorlk
Counties @ 205,000 MR
Station Audience Families

AM-FM-TV

NBC Affiliate in Central New York
HEADLEY-REED, National Representatives

16 JANUARY 1950

show that went on television recently
(very sucecssfully) he said he had
preseribed every major ingredient that
went into the program. Having doue
s0. the ad-man was willing to let the
network own the program. “But’” he
sard. 1 got first crack at it, of course,
and | kuew what 1 was getting. includ-
ing just how much it would cost nre.”

What this man said was echoed by
others SPONSOR Ageney
executives are not throwing away their
privilege of building shows but they
are quite happy to let the networks do
the job. as long as they get good, tried.
tested shows for their clients.

interviewed.,

Agency men pointed to good buys
on every one of the networks. CBS no
longer has the monopoly in the field.
Mutual's Frank White and Bill Fine-
shriber—having been n on the formmu-
lation of “‘Paley’s Law” — have made
good use of the principles themselves.
Kintner’s interest in program building
is well known. Trammell goes to town
without old inhibitions — as the new
spirit blowing through NBC reveals
new spending, new courage, and new
imagination. The program-makers and
the super-salesmen have something to
cell.

|

They have not only programs ac-|
tually on platters taken from previous|
airings or from auditions. hut many|
more on the script editors’. program
directors” and salesmen’s desks. Each
of the four major nets has an average
of fifty suelt tailor-made jobs—and the
know-how to build many more. Of this
total. at NBC alone the buyer will find
at least 27 programs on records—in-
cluding 12 from the 1919 summer-
hiatus crop. and 15 of the 32 sched-
uled for the summer of 1950. CBS
has an immediate availability of 41.
every one of them recorded. But both
these organizations—as well as Mutual
and ABC where no accurate count was
immediately a1 hand—have any num-
ber of other good. saleable itemns on
their shelves. All the sponsor—or his

agency-——need do is to ask that the
“woods” be shown.

The immediate advantages will be
the sponsor’s — because he can. and
will be able. increasingly. to buy im-
portant network shows on which “the
other fellow” made the heavy initial
investment and provided the buildup.
But the networks stand to gain, and
they know it. Some have gained i,
the past year or two. I 1930. they'll,

spend more-—but will sell more too.
* Kk K
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THE WAY BACK

tContinued from page 23)

the case. when a waltch is brought in
for repair. so that the band or bracelet
looks tawdry in comparison.

There are many other such merchan-
dising giminicks—every trade has its
own. There’s nothing new about the
technique of creating public conscious-
ness of one item or another. 1t's been
done with hecls. with suspenders. with
belts.  But it had never been tried with
watehbands until Speidel’s experiment

which Bretton-Ritter shrewdly emu.
lated, with many added wrinkles and
refinements.

It's interesting to note the points of
similarity  and  of dissimilarity—in
the approach to radio of Bruner-Ritter
and of Speidel. Both chose the same
ABC; the same night  Sun-
day: and the same general tyvpe of
show - participation-give-
away. Speidel has a quarter-hour par-
ticipation i Stop the Music. Bruner-

network
- audience
Ritter. however. has a half-hour show

Chance of a Lifetime.
Once the latter firm decided on ra-

of 1ts own

dio, hittle time was lost in implement-
ing the decision.  After scanning net-

work availability, Bruner-Ritter bought
the 9.30-10 time slot on ABC Sunday
night a solid ehoiee, since it {ollows
Walter Winchell and Louella Parsons.
At the same time. Bruner-Ritter bought
the rights to an ABC package show
called Go for the House. This was a
giveaway m.c.’d by John Reed King.
The show had been on as a sustainer
for about a year. but had not made
much of a stir and acquired only a
mediocre rating.

At this point Bruner-Ritter changed
agencies —the aecount was given to the
Raymond Spector Co.  The ageney’s
president is an old hand at radio. and
this fact undoubtedly had much to do
with the appointment. Saul Ritter,
Marvin Bruner, and Ray Spector did a
demolition job on the rickety “House”
package and in its place built Chance
of a Lifetime.

Said show. its ereators feel. has more
point, and because of that more selling
power. than the average giveaway pro-
gram. They have no fault to find with
shows that shower contestants with
mink bathmats or gold-plated lawn.
But Bruner-Ritter fecls that
its show is getting somewhat closer to
and evervday life with the

MOWEers.

reality

WMT holds the fort in

Garrison jows
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. . . with exelusive CBS program
ming in Eastern Towa . with
extra ammunition in the form of
complete news coverage via AD,
TP, INS, and local correspondents
throughout the state . .. with long
range signal strength on Iowa’s
best frequency, 600 ke.

There are no tremendous cities
in WMT-land—just hundreds of
small ones like Garrison with a
combined population (within our
2.5 mv line) grcater than any other
station’s in Towa. IU’s an audience
worth laying siege to. Ask the
Katz man to shoot over the details.
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CEDAR RAPIDS

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

ABW 1 QuR. 22° 71t YEAR. !

Chance of a Lifetime jackpot prize—a
handsomely furnished house “buik for
you in any community of your choice.”
and surrounded by its own lot.  This
and other weckly prizes are donated by
the manufaeturers. of course.

Before the show was launched in
September. Bruner-Ritter began a vig-
orous promotional supporting cam-
paign aimed at the 300 wholesale Jew-
elry dealers who supply some 26,000
retail jewelry stores which carry the
Bretton line. The first volley in this
merchandising broadside was a color-
ful brochure deseribing Chance of a
Lifetuine and summing up thus its value
to the dealer: “You know. and na-
tional surveys prove. that more people
buy watchbands than anv other single
item in jewelry stores! Obviously, any
plan that increases watch band traffic
2 to 3 times. doubles and triples oppor-
tunities to sell highpriced, high-profit
watehes. rings. silverware, etc. NOW—
at last- -here’s a unique plan, a dy-
namic plan. that will do just that!
It’s sparked by . the most spec-
tacular radio program in jewelry his-
torv!”

This optimistic trumpet blast was
nol mere wind, as it turned out. The
vear 1948 was a good one for Bruner-
Ritter. profit-wise.  But the first six
months of 1919 were grim-sales for
the first six months were 257 below
the year before. Chance of a Lifetime
went on the air in September, and
Bruner-Ritter finished 1949 “substan-
tially alicad™ of 1948 making up that
big deficit and then some.  Bruner and
Ritter believe they were the only jewel-
ers in the U, 8. who improved their
1949 business over the year before-
and credit this almost solely to their
racio eampaign.

“Six months ago,” said Bruner. “no-
body. but nobody, asked for a Bretton
watchband by name.” Today. he de-
clared, 0077 of all watchbands are sold
by name: of that total. seven of each
ten sold are Speidel and three are Bret-
ton. The ratio 1= a very healthy one,
Bruner {ecls, when one eonsiders that
Breton started from seratch in brand-
name selling,

Broner-Ritter's  merchandising  sup-
port of their radio infant was not lim-
The
company was galvanized from top to
bottom into a lather of activity. out
of whieh came new product and pack-

ited to rosv-eolored brochures.

age design. the issuance of guarantee
bonds. zreatly widened nse of display
nraterial, and extensive publicity.

SPONSOR




Bruner and Ritter are convinced that
their success in radio, striking and
gratifyingly prompt though it has been.
is still on the upgrade. They feel that,
at present sales rates. the watchband
market will be doubled two years from
now. The company is planning to ex-
pand its radio investment accordingly.
Already the greater part of the firn’s
§1.000,000 annual advertising budget
is tnvested mn radio, with only a resid-
ual $200,000 going toward trade pub-
lication advertising.

Near the top of their agenda are
plans for “simulcasting” their radio
show—Chance of a Lifetime was de-
signed originally with an eye to even-
tual duplication on television.
next month Bruner-Ritter will inaugu-
rate a new radio show in Canada. (A
Canadian ban on giveaway precludes
piping the ABC show across the bor-
der. and so some format changes are
anticipated.)

Bruner-Ritter’s regard for its hottest
competitor. Speidel, is undiminished.
Relations between the rival firms are
so amicable that salesmen for each

refer to the other company in their |

respective sales presentations by nanie
and with nothing but kind words—an
uncommon thing in the hard-bitten
jewelry business. Anytime a competitor
can push it into a venture as profitable
as radio, all that Bruner-Ritter will
need is a nudge. * kK

MR. SPONSOR ASKS

Continved from page 13)

two groups represented onlv 189 of
our stations, they accounted for over

53570 of the revenues of all broadcast-

ing stations in the country.

Television development will continue
to occur more frequently and to ex-
pand most rapidly in our largest mar-
kets; from there it will spread to other
major markets and the resulting struc-
ture will stabilize an increase in ad-
vertising effectiveness substantially be-
fore any widespread growth oceurs in
our smaller market areas. This will not
detract one iota from the value of tele-
vision as an advertising medium. for
the opportunities to be scized in our
major markets are sufliciently large
and the probability of rate is sufficient-
ly great to challenge private enterprise
to television development.

If the above reasoning is correct, the
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likelihood of networks, stations and ad-
vertisers being faced with Dr. Faught's
hypothetical anunual 31.7 billion doltar
dilemma in the predictable future is

Much

likely is the development of facilities

practically non-existent. niore
roughly paralleling revenue potentiali-
ties. although the entreprenuel risks of
networks and of station owners in TV
undoubtedly will be considerably high.
er than they were in the fine, free.rid-
ing days of early radio.

A word about Dr. Fanght's “box of-

fice” thesis. As | remember the vari-
ous unsuccessful attenipts at wired ra-
dio in this country, now extending two
decades. | am comvinced that such tele-
vision service would be out of context
with American habits and ways of
thinking. 1 doubt, therefore, whether

it ever could be made a “salable com-

"3

modity.

Heraan >, HeTTinger
Assoctate Director

of Research
McCann-Frickson, N, Y.
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NRB Building
Chieago 10, Hlinois.

(GGentlemen:

complete one of them all,
carly morning programs,

the pleasure to use.

One more reason for using NRB’s
“Radio Campaigns and Sales Kit'’

PLETE radio service.

NRB’S “RADIO CAMPAIGNS
AND SALES KIT” is a
)] COMPLETE SERVICE
for all STATION OPERATORS

NATIONAL RESEARCH BUREAU. INC.

During the past, we have tried mauy continuity serviees
and after experimenting, we found that NRB is the most
We, here at WJPD, especially
enjoy the wide range that it covers.
thing from Programming and Sales ldeas to echatter for
i And, of course, there's the won-
derful seleetion of eontinuity to choose from.
wost helpful aid for writing spots that we have ever had

(C'ongratulations on vour fine service!

Very sincerely,

Complete Coverage of Sales Programming & Continuity.

Write today for further particulars on NRB’s “Radio Cam-
paigns and Sales Kit” now being used by more radio stations
than all other services combined. The coupon mailed today
will bring you a sample copy of this money-making COM-

Ishpeming, Michigan
November 5, 1949,

NRB offers every-

This is the

‘,Z’M ’&f&v?“ﬂr

Lois Ilolmgren
Women's Program Director

My Name
Station

TO: The NATIONAL RESEARCH BUREAU, INC,
NRB Building, Chicago 10, lllinois

Please send us a free sample and further particulars on
yvour NRB “Radio Campaigns & Sales Kit.”?

City & State

Title
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200,000,000 hours

You can't laugh off 200,000.000
hours.

A. C. Nielsen estimates that Amerni-
cans spend 198.000.000 hours dailv
listening to home radios.

Add a conservative 2.000.000 hours
for daily out-of-home listening and vou
hit the 200.000.000 mark.

That gives vou a fresh approach to
the importance of radio on the na-
tional scene. T. J. Flanagan. livewire
managing director of the National As.
sociation of Radio Station Represen-
tatives. suggests that the radio indus-
try cash in on its popularity by using
the 200.000.000 in some phrase that
will register with advertisers.

We're game.

But who's got the right phrase?
Suggestions are welcome and we'll
publicize the best.

If some genius can figure out a way
to write 200.000.000 on an abbreviated
basic we’d relizh that. too.

Applause

Lightning That Talks

When the All-Radio Presentation
Film. Lightning That Talks. is pre-
miered before 1.000 or more leaders
of the nation in New York the first of
March. a new era will begin for radio
advertising.

For the first time hundreds of big
business executives will be introduced
to the commercial importance of a
great advertising medium. And with a
positiveness and logic that will serve as
bedrock for individual presentations to
come.

The radio advertizsing industry has
shortchanged national advertisers by
its lack of suitable presentation materi-
al for top executives. Long ago the
policy of rarelv approaching the ad-
vertiser himself was established: a
policy partially developed by scarcity
of proper presentation data. a policy
at variance with the practices of other
important advertising media.

Lightning That Talks is the common-
sensge rectification.

We say this with the knowledge that
Lightning That Talks 1s a unique film.
We know enough about it to sayv that
its impact will surprise even its most
rabid enthusiasts.

We urge the men who look to ad-
vertising to make their businesses
more productive to see Lightning That
Talks. either at the Waldorf-Astoria
showing or at others to be held in
every <ection of the United States.

Railroads, air lines, and air time

SPONSOR has now completed its re-
port on the use of broadcast advertis-
ing by the railroads and the air lines.

Aside  from sporadic
ment campaigns. the brunt of rail-

announce-

Open season on Transit Radio

The radio industry is indebted to
Radio Station WWDC and Transit
Radio of Washington. which success-
fully defended it~ hu< and street car
franchise before the District of Colum.-
bia Publie Utilities Commission.

With a precedent established. the
danger to Transit Radio in other areas
18 appreciably lessened.

For some time it has been apparent
that printed media don’t welcome the
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encroachment of more broadcast com-
petition. and are out to fight it. Both
in Washington and New York {where
the Grand Central Terminal just an-
nounced its decision to cancel its re-
cently inaugurated broadeasts) black-
and-white interests spearheaded the at-
tacks.

On December 21 the New York Her-
ald Tribune editorialized: “There is.
we think. something to be said for the
Washington protestant who foresaw the
rein of rolling juke boxes. In a sum-

1oad radio advertising is borne by
the American Association of Railroads’
"Railroad Hour™ over NBC. Last sea-
son the program was 15 minutes week-
Iv over ABC. This season it is reduced
to 30 minutes. About 159 of the
railroads” small $25.000.000 ad: ertis-
ing appropriation goes to radio and
television.

Aside from a newscast over WCON

and a telecast over W3B-TV. both
Atlanta. spoxsors study  failed to
reveal anvthing bevond announce-

ments carried by anv of the airlines.
TWA put 25% of its total budget
into radio announcements last vear
and plans to continue. On the other
hand. American Airlines, largest of
domestic carriers, uses practically no
radio. And second-place United Air
Lines, whose radio use is light and
spotty. finds it possible to get free
time \via its regular conimentator.
tvpe release to radio stations. “Avia-
tion in the News.”

The newspapers day after day carry
an impressive bulk of airline advertise-
ments. Transoceanic lines, such as the
mammoth Pan American and KLM
t Dutch Air Lines). report little air ad-
vertising 1if any.

Each field of industry is influenced
by precedent. The strong suspicion ex-
ists that radio has not sold itself either
to the railroads or air lines. The prece-
dent has never been established.

The railroads and airlines tand the
buslines as well) are watching televi-
sion carefully. As one air lines official
put it. “We're intrigued with the pos-
sibilities of showing what places look
hke.”  We'll be surprised if 1930
doesn’t develop into a big vear for tele-
vizsion travel advertising.

mer of open bus windows, and street
corner stops, the bus radio can be ex-
pected to invade sidewalks and homes.
in town or country.”

We think that the Herald Tribune
meant “rain” instead of “‘rein.” But
either way. its reasoning is all wet.

Most of the protests have been so
obviously “planted™ that it isn’t difh-
cult to detect the inconsistencies, As
a result of the Washington action other
Transit Radio groups will be in a het-
ter position to defend themselves.

SPONSOR
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PHIL EVANS KEN PARSONS BOB RILEY
The KMBC-KFRM Team fulfills a vital daily Third member of this trio is Bob Riley, full-time
need in thousands of rural homes in Missouri, marketcaster, who spends his entire working day
Kansas and surrounding states. at the Stockyards. He dpresents the market news
The Team maintains a full-time Farm Service several times each day direct from the Kansas City
department, under the direction of Phil Evans, Livestock Exchange.
nationally known expert. Innumerable experi- Other program features are presented by The
ments and developmental projects conducted on Team specifically for the farm andience. As a
the thousand-acre KMBC-KFRM Service Farms, result, The KMBC-KFRM Team is a welcome
are passed on to rural listeners. guest in the homes of those who live in the great
Evans is ably assisted by Ken Parsons, well Kansas City Trade territory.
known agronomist. Together, these two experts, P - = : —
with their up-to-the minute daily reports, keep // N AL R 1O W A
rural listeners informed on latest developments in

this important business of farming and agriculture.

The Team has the largest and finest cotfo
group of artists ever developed by any
Midwestern radio station. Pictured here
is Hiram Higsby, master of ceremonies
and entertainment star, heard on the na- ‘l
tionally famous Brush Creek Follies, A R K
Dinnerbelland Western Roundup...just
a few of the top-notch entertainment
programs that are a daily feature of The
KMBC-KFRM Team. AR AR

OKLAHOMA

The KMBC-KFRM Team Serves 3,659,828* People

# 1940 Census C D
7th Qldest CB5 Affiliate azty 13 L”Jr Pregrammed from Kansas City
ﬁxg Mia ou 17
Represented Nationally b
OF KANSAS CITY FREE & PETERS, INC. ! For Kansas Farm Coverage

5000 on 980

5000 on 550

OWNED AND OPERATED BY MIDLAND BROADCASTING COMPANY



A SALUTE TO
1050

and Best Wishes to Everyone in Radio—for the

p—

most prosperous New Year in Broadcasting history:.
To all networks—all Radio Stations—to the
N.A.B.—to Advertising Agenciesand therr
Chents. Let’s All Tell the World
i 1950 That Radio Is America’s

Greatest Adverusing Medium*

Represented by:
PETRY

THE GOODWILL STATION Inc.

G. A. RICHARDS CBS HARRY WISMER

Chairman of the board DETROIT Ass’t to the President

MICHIGAN'S GREATEST ADVERTISING MEDIUM

*1t's estimoted there will be more than 90,000,000 radio sets serving America in 1950

50,000
WATTS €




