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HOW T0
HIT THE BULLSEYE
IN VIRGINIA

The marksman who wins the prize is the one who
hits dead center with every shot.

The bullseye in Virginia is the area some 75 miles
around fast-grawing Richmond

And this is the area where Havens & Martin stations,
radio and television bath, are fully appreciated and
faithfully tuned. These First Statians of Virginia,
pianeer outlets for NBC, are tailor-made for top
advertising results throughout Virginia’s first market.
Your nearest Blair representative will tell you

about WMBG, WTVR, and WCOD, how they tie in

with your picture.

Hovens & Martin Stotions are the only

complete broadcasting institutions in Virginia.

AM

v FIRST STATIONS OF VIRGINIA

Pioneer NBC outlets for Virginia's first market,
Represented nationally by
John Bloir & Company.




Birth rate breaks
record in 1949

GF still spends
most for radio

Radio increased

Pet Milk sales 1319,

P & G, Bab-O
get lowest C.P.I.
from radio

Women’s mags
second to radio for
food advertisers

30 January 1950

A Metropolitan Life Insurance report released this month showed that
3,700,000 children were born in 1949 — an unprecedented number in
the country's history, and the third successive year in which the
population increase exceeded 3,500,000. Children influence buying
habits; they acquire buying habits. . .both important to advertisers.

—SR—

The largest food advertiser, General Foods, spends more for radio
than any other medium. More than half of its broadcasting budget 1is
in daytime radio. Figures available for 1948 look like this:

All radio $6,774,000
Daytime radio 4,204,000
Newspapers 4,313,000
General magazines 4,501,000
Farm magazines 1,280,000
—SR—

The canned milk market, exclusive of government sales, increased more
than 40% in the last decade. Pet Milk sales increased 131%. Most

of its advertising budget has been allocated to radio. According to
the most recent report (1948) Pet Milk spent $1,320,000 (time costs
exclusive of talent) for network radio. §58,000 went to newspapers.
Breakdowns of inquiry costs for magazines, newspapers and radio are
virtually in the category of military secrets for most companies.

-SR-

Some comparative costs obtained by Bab-0 and P & G illustrate as
perhaps nothing else can some of radio's advantages in action.

Bab-0 breakdown of inquiry costs on identical offers for three media:

1942 cost per inquiry in magazines: $1.44
1942 cost per inquiry in newspapers: .36
1942 cost per inquiry in radio: .08

The P&G breakdown, also on identical offers, in the same three media:

1933 cost per inquiry in magazines: 31.37

1933 cost per inquiry in newspapers: .367

1933 cost per inquiry in radio: .097
—SR—

Food advertisers today invest more than twice as much money in net-
work radio alone as they do in all women's magazines combined. It is
impossible to get an accurate estimate of the total figure for all
radio (including regional and national spot operations). Food adver-
tisers spent in the neighborhood of 347,000,000 for network time costs
(exclusive of talent) in 1948.
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Campbell Soup
radio budget rises

""Big three’’ increase
radio budgets 1549,

Tobacco industry
ups radio spending

Armstrong Rugs
use radio 1009,

Prudential boosts
radio $1,385,670
over decade

Benton & Bowles
survey charts
media rate trend

. . .SPONSOR REPORTS...SPONSOR RE

Campbell Soup — leader in its field — spent 52% of its budget in
radio in 1938 and 66% in 1948.

—SR—

The "big three" soap advertisers increased their buy of network radio
time alone from $10,859,018 in 1938 to $27,570,390 in 1948. An
increase of 154%.

One of the "big three" — the largest advertiser in America —

P & G, spent 57% of its 1948 budget for network radio time alone.

In 1936 it spent 40% of its $8,000,000 advertising budget for network
radio time.

—SR—

The cigarette and tobacco industry, from 19338 to 1948, increased its

expenditure for network radio time only from about $8,000,000 to
$21, 000, 000.

—SR—

Armstrong Quaker Rugs — a "visual" item — dropped magazines in
1938, and proved it could sell colorful rugs through the spoken word.
100% of its budget is in network radio. It increased from $91,901
in 1941 to $429,133 in 1948.

—SR—

Prudential Insurance Co. — largest insurance advertiser — was a
newcomer to radio in 1939. Today they are one of America's 100
leading advertisers:

48% of its advertising budget in radio in 1939

81% of its advertising budget in radio in 1946

$414,330 for radio in 1939

$1,770,158 for radio in 1946

$1,800,000 for radio in 1949

—SR—
A study by Benton & Bowles shows what is happening to the cost of

the gross circulation of various media:
Changes in Media Cost Per M: 1948 vs. 1939

Medio Rates up Circ. CoSt per M
Radio Network Time 10% 24% 11% down
Women's Service Magazines 21 37 11 down
General Monthlies 16 23 6 down
Sunday Supplements 43 48 4 down
Daily Newspapers 37 36 1 up
Farm Publications 20 16 4 up
Radio announcements 37 24 9 up
General Weeklies 83 64 12 up
News Weeklies 138 104 17 up

Outdoor 46 - -
—please turn to page 54—
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NO. 8 OF A SERIE

UNITED STATES
f \In Relay Racing, -

#  In Rochester

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

Note WHEC's leadership morning, afternoon, evening:

STATION STATION STATION STATION STATION STATION

WHEC B C D E | F
MORNING 43.0 158 10.1 4.8 20.2 4.4

8:00-12:00 Noon
Monday through Fri,

AFTERNOON 344 25.46 92 144 9.2 | 3.5

12:00-6:00 P.M,
Mondaoy through Fri.

Station

EVENING 37.5 255 6.7 9.1 11.8 i‘L'.‘."’s‘i::’::*

Only

2;?.3;‘3‘.?,905;”3'&'. OCTOBER-NOVEMBER HOOPER, 1949

Lotest before closing time.

BUY WHERE THEY'RE LISTENING: —

) | , 9 5,000 WATTS
Represcv;fafiv;s: EVERE;I’T;McKiNNEY,i Inc., cw York, Chicago, HOMER GRIFFITH CO., Los Angeles, San Francisco
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Radio breaks its silence
This month LIGHTNING THAT TALKS makes its debut throughout the country

Facts that talk

ltems culled from the volumes of research that went into production of the
All-Radio film presentation

Premieres don't come often

How subscribers can arrange a successful and effective local showing

They had to use radio

A carload of over-ripe peaches is a rotten liability. Here's how Me Too trans.
formed it into an appetizing asset

Davison's couldn’t sell diamonds
When Davison's tried radio, selling diamonds was no longer a problem. Results
came within a one-month test period.

The big drive

From fourth place to first . . .
after using radio for one year

a San Francisco milk firm leads its competitors

Radio opens doors

Radio has made the Prudential agent a welcome visitor in the American home

8-page picture section
Photographs of the people who produced the All-Radio film, of the sets, and
of some of the actors

IN FUTURE ISSUES

Radio helps **small business™

What part radio played in the Taylor-Reed Corporation's 1949 $2,000,000
gross. The story of a "ten-year wonder”

After midnight andience

A SPONSOR analysis of the commercial possibilities of reaching the midnight-
owl millions. Facts and figures on vast potential market

Network or Spot?

An analysis of the comparative virtues of the selling power for specific prod-
ucts of spot and network radio

The waiting farm market

Farm income and demand for electrical appliances hit an all-time high, but
radio is generally missing the boat

0est
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16

18

)
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Mﬂl‘ylan
to»o*

why buy 2 or more...
do one big job on “Radio Baltimore’’

% WBAL covers the rich Baltimore area, Maryland, p
and sizable chunks of Virginia, Delaware and ‘
Pennsylvania — an area with over 4,225,000 | " ‘\l I

people who spend more than $3,290,000,000
annually in retail sales. 50 , 000 Watts

Represented nationally by Edward Petry Co., Inc. NBC A f fl I iate



A picture from Helsinki or
Halifax reaches KMTYV within
the hour it breaks, via Acne
Telephoto’s National and In-
| ternational system.

4 ONLY TWO TELEVISION
STATIONS IN THE UNITED
STATES HAVE COMPLETE
ACME TELEPHOTO SERV.
ICE. Therefore, the KMTV
News is FIRST (ahead of all
media in Omaha).

Make your advertising “First”
in Omaha! Use the KMTV

News!

*  x  x

KMTV

TELEVISION CENTER
Omaha 2, Nebraska

*x K K

Represented By
Avery Knodel, Inc.

Midwest
:;:,;1 Coverageé

1oal,

lowa,

s KMA. ShenSEn Suation
t's - M

‘“ {‘N‘ \\““‘)(‘ ‘ farm al

Under Management of
MAY BROADCASTING CO.

Shenandoah, lowé

O\

'510kmlad&&an

THE ALL-RADIO FiLM
LIGHTNING THAT TALKS is go-

ing to tell a story that has needed tell-
ing for many years. It will present in
compact fashion radio’s part in mov-
ing merchandise and thus contributing
to a bigger, better America. The larg-
er the number of people that sees
LIGHTNING THAT TALKS, the wid-

er will be the understanding of this

mediun’s force in our way of living. |

The film has been produced under di-
rection of a corporation staffed by
broadcasters, by men who understand
the subject because they are part of it.
The product of their efforts will attest
to their devotion to the duty of pro-
ducing LIGHTNING THAT TALKS. 1
hope every business man in the coun-
try will see this. and | urge broad-
casters to work diligently in bringing
it to their attention.

JusTin MILLER

President

NAB

Washington, D. C.

No day passes without innumerable
instances of radio’s unique power to
command attention and to stimulate
action. Many are reported in the press,
many remain unreported; but each of
these occurrences has a lasting influ-
ence on those who experience it.

LIGHTNING THAT TALKS, the
All-Radio promotion film. is especially
sigimificant for its manner of demon-
strating that the medium’s power lies in
its penetration and persuasiveness. No-

where in the film is there a shot of a |

studio or a microphone. It is a study
of where radio goes rather than where
radio originates. s method is docu-
mentary and its mood Is entertaining.
It defines all of the major relations
and processes by which a radio pro-
gram is caused to serve the mutual in-
terests of the listener. the advertiser,
and the broadeaster. Appropriately.
and inevitably, the flm draws s illus-
trations from real life. introducing
sponsor, broadcaster, sales exceutive.
listener-consumer, and distributor of
the sponsor’s prodnct.

LIGII'TNING THAT TALKS is a
film that savs:

“This 1x how radio helps people, and
this ix how everybody. the listener, the
broadeaster and the advertiser, uses

for profitable

selling —

INVESTIGATE

WGAL
WGAL-TV

LANCASTER
PENNA.

WRAW

READING
PENNA.

WEST

EASTON
PENNA.

WDEL

WDEL -TV

WILMINGTON
DEL.

I Medolia } (rereri Vanager

ot/
(M ROBERT MEEKER
-FE ASSOCIATES
& C - los Angeles New York
ar® .;'::..,1 Son Froncisco Chicogo
APFILIATES

STEINMAN STATIONS

SPONSOR




radio to help themselves and each
other.”

Because it does all of this, and does
it so well, I believe this unprecedented
All-Radio film can look forward to a
fruitful career of showing how to make
more effective use of that indispensa-
ble force—radio.

FRANK STANTON
President
Columbia Broadcasting System

We are glad to learn that you are de-
voling an entire issne to the organized
promotional drive for radio broadcast-
ing as an advertising medium,

The radio drive should prove impor-
tant and helpful in the current need for
increased advertising effort.

Advertising has the major responsi-
bility in finding the customers for
America’s vast output of goods and
services . Business will come to see this
increasingly. we think, as each medium
tells the story of advertising in its ap-
propriate way.

It is good that radio is now solidly
behind such an effort. We are glad to
know you are helping to give it vigor-
ous promotion to put the story across.

Freperic R. GAMBLE
President

AAAA

New York City

Radio has progressed so rapidly dur-
ing the comparatively brief span of its
existence that it has had no opportu-
nity, no time to sit back and appraise
its overall position in the economic
scheine of things.

The All-Radio Presentation will cor-
rect this situation. for it portrays in
dramatic manner how radio affects the
daily lives of all the people in our
country—how it influences their think-
ing, and how it shapes buying habits.

I also believe that a very important
aspect of this undertaking is the fact
that it represents a joint effort of the
whole radio industry—networks, net-
work affiliates. independent stations
and station representatives—all work-
ing together for the good of their in-
dustry. Those who participated for all
these elements are 10 be congratulated
on their accomplishment.

ABC for its part gladly underwrote
its share of the cost and was happy to
contribute the services of our people

(Please turn to page 10)
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is for women...

Bless ’em! They do 8790 of the buying, ’tis said.
That’s where we take our cue for morning and after-
noon programming. High rated NBC soap operas,
quiz, and local “personalized” programs. They love it!

N

"_;",{:;}-..f-‘;:;-f
e
2. 0 o

is for men...

The breadwinners for 499,379 Mid-South families
who stay tuned to WMC—Give ’em their pipe and
slippers, set the radio dial at 790 for news, NBC
Network shows, and local sports. We keep ’em happy!

\ /)
20 G |

it S Guth
is for children...

They get up in the morning and go to bed at night
humming your singing jingle. They help you “drive
it home.” Put it on the station the family prefers. In
the $2,400,000,000 Memphis market, that's WMC!

WMC

|![17 50 KW Simultaneously Duplicating AM Schedule
| M|l First TV Station in Memphis and the Mid-South

NBCe5000 Wattse790

National Representatives o The Branham Company
Ouwned and Operated by The Commercial Appeal



Behind
the Camera

Ben Gradus, producer of LIGHT-
NING THAT TALKS. was looking
around to cast a pair of hands that
would have the pudginess of Ben
Franklin’s.  After long investigation.
he used his own,

One of Gradus's hobbies is graphol-
He found it
forge Frankhin's signature. The writing
of the stenature had to be done with
white lndia ink on black cardboard

lut the quill
hidden inside the quill was a pen point,

ogv. easy therefore to

scralched.  Therefore,

I writing the filim, Gradus went to
Phitadelphia and tried to find a replica
of Franklin’s key and kite. After much
imvestigation in the Franklin Institute
and the Poor Richard Chlub. ete., he
found that “There i no proof thal
Benjamin Franktin ever did a light-
ning experiment.”

Going back to the original letters of
Franklin. he found that he had written:

-an experiment has been performed
in Philadelphia whereby .07

h would scem that there were 1 or 5
cronies of Franklin’s who worked on
these electrical experimems  and usu-
ally he wrote the mitials of the men
who had done the experiments ' his
accomni~ of the experiments. It was
impossit le to find the actnal original
account of the kite experiment.

It only remains that Franklin wrote
to his friend. Collinson, in Kngland
who was his press agent o to speak.

8

Collinson just took it for granted that
I'ranklin had done the experiment and
publicized it that way.

This made all the more interesting
Gradus® visit to Franklin's grave where
engraved in bronze is: “He wrested
From the Skies the Lightning. and
From the Tvrant. the Sceptre.”

Further investigation only showed
that even Carl Van Doren. Franklin’s
Liographer, could only at best sav:
“. .. Hf anvbody did it. it probably was
Franklin. ..."”

And the only other man who tried
it- -a Russian—was killed by the elec-
tric charge.

Joe Brun. cameraman, was complele-
Iy bewildered in Columbus. Georgia.
Though he was born and raised in
France, he is now a citizen of the U.S.
and speaks Enghish well. But, in most
cases. he needed an interpreter of the
southern drawl. Columbus. Ga.. is al-
most as deep South as one can get.
At one point, he turned towards the
director and whispered into his ear:
“There is something wrong with the
dialogue—it isn’t good English to say:
“Tell vou what let’s do . . . Gradus
assured him that this was an accepted
colloquialism.

There was some slight 1rouble with
a romantic scene of the hoy proposing
to the girl. The scene ends in a roman-
tie kiss and, naturally, the director was
not satisfied with the way it was done.
Though he weighs 200 pounds himself.
Gradus took another look al the 6 3"
hulk of a boy and decided that the
directing had to be done without the
help of demonstration.

Between the time that the seript was
written and the crew came down to
shoot the documentary <cenes, nature
had taken its toll: One important actor
was spraving his throat because of a
bronchial condition all through the
dav’s shooting: one woman was just
getting over a nervous breakdown and
throngh the setting up of the scene in-
dulged n a few nips of “medicine for
her cough.”™ By the time the shooting
commenced. she was barely able to sav
Gradus
glassy stare for a very snecessful comie
et
the shonlders quite often and shake her
vielently to get her to listen to what he

her lines,  However. n=ed a

although he had to take her by
was sayving. They parted good friends,

One man who showed up for a secene
one dayv did not shew np for his fol-

lowing wcene the next: his brother-in-
law died. The seript had to be rewrit-
ten in a hurry.

Another man had one line to say and
they worked on that one line from 4:00
p.-m. to 3:00 a.m.

Another man refused to cooperate—
even though he was a key figure in a
particular scene. Everyone-—the sta-
tion manager. store representatives.
etc.. ganged up on him to get him to
help. but he still refused. Perhaps the
personal approach would work, Gradus
thought, and made a private appoint-
ment with the man. It evolved that,
when excited, the man stuttered and
was afraid that
of the camera.
icn so that he

he would do so in front
The script was rewrit-
had only a few short
sentences to say.,

When the sound track came back
from Ga., Walter Sachs, the production
man on the film came running into
Gradus’s office: “*What happened? ...
You must have been running the re-
corder at a slow speed. ...” There
had been no error. This was the re-
cording of the department store man-
ager who speaks in a very slow south-
ern drawl and has a deep bass voice—
sounding as though a record is turning
very slowly,

In the sequence of “Listening Around
the Clock.”™ the seript calls for a man
listening to a radio while relaxing in
the park. Afraid that he could not get
the scene in New York——where winter
was closing in. Gradus shot this in San
Francizeo’s Union Square. To give the
scene movement and interest. he had a
vear and onc-half old Doy wade
through a big flock of pidgeons—sup-
posedly to his father. Gradus used his
but needed a
man 1o act as the father. As is usual, a
crowd had gathered round to watch.
Seeing one likely man. Gradus asked if
he would play the part. The man was
willing and the scene was successfully
shot-—uxing five pounds of bird seed
to gather up the pidgeons and a box of
choeolates to get his son to walk in the
correct direction.  When signing the
release—the paper which gives author-
ity 10 the film maker to use his like-
ness——the man said: “Maybe vou've
heard of me. My name is ‘Shipwreck’
Kellv.” Kelly. once the husband of the
socialite  Brenda  Frazier. com-
pelled 1o take his one dollar bill to
make the signing legal.

own son for this scene

was

* Kk %
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¢ 3¢d lorgest New Englond City

%
o 17th ronking industriol oreo in the
notion .

e Over 100,000 different products

® Volue of products $330,935,000
onnuoly

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

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

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

B WOR CESTER |
I A Test Market.... | T

(52.2 above notion) 7

Tested and Opportune | Ty

- “ A,A

e Construction octivity 1928 (10
months) 419% over 1947

Worcester and Central New England offer an

effective fest market, completely covered by

M. ‘ :
both WTAG and WTAG ' e Bonk debits 1948 (9 months)
12.7% over ‘47 (N.E. 7.9%)

e 147,800 tomilies in o compoct
troding area with 54 cities ond
towns

Gty these Qunportind Basic Tactow

Each one influences Test Market selections!

® Served b three mojor roilrogds.
ond over 50 mojor trucking

coml)gnies.

WORCESTER

580 KC 5000 Watts

PAUL H. RAYMER CO. Notional Soles Representotives. |
Affilioted with the Worcester Telegram — Gozette.

®Copr. 1948, Sales Management Sur-
vey of Buying Power; further repro-
duction not licensed.
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3 rd annual awards

For Ouostandang Audeerce Pn:vmm el

ATh annual awards

For Qutranding Audsercy Promonon on
Amencan Brosdcmsting Compeny Programs

L

( 5rh annual awards w ,
u S —

Wnenican Broadeasting Comnpany Programs

\ th annual awards
For Outstandmg Sudence Promatwon on
|
1 YA s omard w sl &

~ o WCAE

~h‘!“.-_¢(~ﬂ
Namd ot ¢ bl of Adereneg Aguacy Asmsesn Sommmve

et |

Again and again, for the fourth consecutive
time . . . every year since joining the ABC
network ... WCAE has been selected by ad-
vertising directors and account executives as
one of three ABC stations in cities of over
half a million population for outstanding
audience promotion. This promotion and
WCAE'’s merchandising services will help
sell your products or services. For details,
consult the Katz Agency ... then you'll agree

that
IN PITTSBURGH

WCHE

/5 the station thit LS/

NATIONAL REPRESENTATIVES —THE KATZ AGENCY

210 Madison

who worked on various committees.
RoBERT E. KINTNER
President
American Broadcasting Company

Because [ assisted in the preparation
and presentation of the Retail Promo-
tion Plan, AIR FORCE AND THE RE-
TAILER, T {feel that I can comment
somewhat objectively on the Al-Radio
Presentation, LIGHTNING THAT
TALKS. In my humble estimation. the
All-Radio Presentation is the most
complete and convincing sales story of
broadcasting and broadcast advertising
that has ever been compiled and re-
leased .

Perhaps this would be a good place
to include a word of warning. LIGHT-
NING THAT TALKS is entertaining,
but the entertainment is purely inciden-
tal to the hard-hitting and straight-for-
ward sales storv this 45-minute talk-
ing motion picture tells. Don’t go to
your showing expecting to be enter-
tained by the great names of network
and the popular personalities of local
radio. They are there. of course, in
sound only. but the sales story of ra-
dio is there in sight and sound.

As Chairman of the Committee on
distribution, I want to voice special
thanks to C. E. Amev Jr.. NAB Secre-
tary-Treasurer, who largely planned
the distribution of the Retail Promo-
tion plan and whose notes and files
were made completely available to me
in planning the distribution of the All-
Radio Presentation. Special thanks
are also due Gordon Gray of WIP, the
patient and painstaking Chairman, and
Vietor Ratner of Macy’s (then of

" CBS) a brilliant and inexhaustiblc cre-

10

ator of LIGHTNING THAT TALKS
for their comments, criticisms and sug-
gestions in connection with the distri-
bution plan.

Actually. I fcel verv privileged to
serve as a member on the All-Radio
Presentation Committee Inc.  The in-
dividual members, with the exception
of the author, represented every phase
of broadeasting. They represcnted in-
dividual attainments that were prob-
ably unmatched in any other industry-

| wide committee. The give and take of

their discussions and their quick un-
derstanding of others’ points of view

(Please turn to page 28)
SPONSOR
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National Representative — John E. Pearson Co.
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Radio’s Most
Entertamm g
Qum'ter -Hour

|
e
|

Show...AT A
SURPRISINGLY

LOW PRICE!




IRST TO GET THE STORY OF

, SMASH-HIT, Z-HOUR SHow!* | 111,

IT'S THE SENSATIONALLY SUCCESS-
FUL ANSWER TO YOUR DEMAND
FOR A HARDER-SELLING PROGRAM!

Here's today’s most refreshing, most informal,
nost informative show! Here's today’s new

istening habit—"Meet The Menjous.” It's

raying off for sponsors with bigger audiences

aster sales, greater profits -—at lower cost! That
&

he public prefers the new and exciting *"Meet
“he Menjous™ technique is evidenced by the
nstant and sensational success of this power-
sacked program wherever it is running!

chere’s magic in the MENJOU name—sales
nagic that enables your sponsors to capitalize
n their fame. The readily-recognized Menjou
aces—publicized by powerful promotion on
wundreds of great Hollywood movies—Ilend
hemselves perfectly to hard-selling, localized
ampaigns that are hitting the jackpot for
esult-minded sponsors!

‘““MENJOU’’ NAME IS OPEN SESAME TO
BIGGER AUDIENCES AT LOWER COST!

The combination of the increasingly popular
“"Meet The Menjous™ programming technique
plus the terrific nation-wide acceptance for the
big, box-oftice “"Menjou’ name accounts for
the instant success of this sensational program!
Listeners are impressed with the glamour and
magic of Adolphe Menjou and Verree Teasdale
Menjou—regard them as Aincrica’s most
happily married Hollywood couple—con-
sistently tune in to them because they repre-
sent today 's most vital and charming sounding
board of American fotk, tact, and tancy




THE FIRST 3 MINUTES

ARE cu Zhe foude

If you could talk to all the housewives in
San Antonio, they'd tell you an amazing story
about KITE, the big 1000 watt independent
that's built an enthusiasm among the local
ladies that rivals the spirit of the Alamo
defenders.

It's a story that began two years ago, a
story that has made Hooper wonder "how
come", a story built on strict block-program-
ming, careful attention to copy, and a down-
to-earth human touch: no blood, no thunder,

no screams, no moans. \

It's a story of a radio-man’s radic station,
for there are more than 50 years of Texas radio
experience among the key personnel who own
and operate KITE without network options or
outside stockholders.

‘ithe uu%ei f@awuie J;Z@Zian”

Represented by

INDEPENDENT
METROPOLITAN
SALES

New York # Chicago

Isn't that the real proof?

It's a story of strong listener loyalty that
pays off at the cash register for KITE adver-
tisers.

It's a story that often offers you Hooperat-
ings as good or better than the chained
stations, and always offers you more listeners
per dollar.

It's a story you can get first-hand, right

now—and for free—by picking up your tele-
phone.

T 930 on

14

SPONSOR




30

These reports appear in alternate issues

New National Spot Business

January 1950

SPONSOR PRODUCT AGENCY STATIONS-MARKETS CAMPAIGN, start, duration
] Bell & Co. Bel-Ans Redfield.Johnastone 9 stns; 9 cities; Mlidwest, Spots; January; 26 wks for stus
(N. Y.) Balto., I’hila,, Schener- starting Iin January
tady, N.Y.C.
| Carters Prodnets Iue Liver pills Ted Bates & Co 7 stns®*{ Alaska Broadcast. Spota for 1950
(N. Y)) Ing System
Chrysler Corp Dodge Ruthrauff & Ryan B0O rities Spots
(N. Y))
| Colgate-Palmolive-Peet Lunstre-Creme Lennen & Mitchell Renewals; N. Y. & Chi. Spots; 3 top mkts for 52 wks; 54
(N. Y.) _ new mkte in March; 26 wks
Emerson Drug Co Bromo-Seltzer BBD&O (N. Y.) 25 clties Spots; January 1; 52 wks
| Fitrh Co Fitech shampoe Harry B. Cohen 40 mkts Spots; mid-January
(N. Y))
Griffin Mfg. Co AHwhite shoe pollsh Bermiingham, Castleman 12 stns*; Florida Spots; Dee 18; I5 wks

& Pierce (N. Y.)

Koppors Co Fenro posts BRD&O (N. Y.) Ark., '=‘||53-. Ala., S. C. One-min partir on farm programs

Lehon Co Roofing Schwimmer & Srott 12 midwest markets 15-min shows; Feheuary; 26 wks
(Chirago)

Pilisbury Mills Globe Mills div Loo Burnett Co 12 stns; CBS; Pac net “It's Fun To Be Young'; Jan. 73
(L. A) 52 wks

R. J. Reynolds Tobarco Willlam FEsty (N. Y.) 4 stns*; Alaska Spots for 1950

New England, N. Y., Pittzh.,

Ryan Candy Co
Washington, I). C.

Ilopalong candy har Blaker (N. Y.)

Spots; sometime in February

Woston Bisruit Co Baked goods Harrington, Whitney & 9 stns; L. A, 8. F.,, San
Hurst (L. A.) Diego

Willys Ewell & Thurber 30 mkts
(Toledo, Ohio)

Arthar Meyerboff WNAC. Boston Spots and program campaign; Jang

(Chi.) I3 wks

Spots; Jan 16; 2 wks
Wilys Overland Spots; January

William Wrigley Co Chewing gum

| Station Representation Changes

STATION AFFILIATION NEW NATIONAL REPRESENTATIVE
CKOK, Penticton, B.C. Independent Radio Represecutatives Ltd

KFDA, Amarillo, Texas ABC Branham Co, N. Y

WAIR, Winston Salom, N. C, ABC Walker Co, N. Y,

WDUK, Durham, N. C, ABC Weed & Co, N. Y.

WNAO, Ralelgh, N. C. ABC Weed & Co, N. Y.

WNEX, Macon, Goorgia MBS Branham Co, N. Y.

WPTR, Albauy, N. Y, Independent Ra-Tel Representatives Inr., N. Y.
WRFD, Worthingten, Obio Indcpendent Taylor-Borroff & Co, N. Y.

WROL, Knoxville, Tennossee NBC

Avery-Knodel Ine, N. Y.
WSAT, Salishary, N. C. Independent

Piedmont, Salishnry, N. C.

Advertising Agency Personnel Changes

NAME FORMER AFFILIATION

Edward G. Ball
John II. Baxter
Wilitam E. Berker
Robert Blark
Joseph L. Boland Jr
Rohert E. Bousquet
Benjamin C. Bowker
J. W. Bradfute
Ernie Byfield Jr
Frank H. Cankar
Rirhard M. Clement
Lawrence D’Aloise
Dorothy Day

H. Kendig Eaton
Georgo R. Eckels
Fred P, Ficlding
Catherine Finorty

NEW AFFILIATION

Same, associate

Same, dir aad exee vp

William E. Gonyman & Assoe., S.F., arct exee

Dan i3. Miner, I..A_, asst radio and tv dir

Same, dir, vp and gen mgr

Chambers & Wiswell Inr, Boston, exre vp

Bowker & Co, Toledo, pres of new adv and publ rol agenry
Same, N.Y., dir rrsearrb and marketing

Weiss & Geller Ine, N.Y., dir of v

Fletcher D. Rirhards Ine, N.Y., acct exer

John LaCerda, Phila.

Doherty, Cliford & Sheufield Ine, N.Y., copy supervisor
Schoenfeld, Huber & Green, Chi., ropy chief

Mathlsson & Assoriates, Milwaukee, pub cel dir
McLatn-Dorville Ine, Phila., aect exec

McLain-Dorvillo Iue, N.Y., vp

Same, vp and memher of plans board

Mathlsson & Associates, Milwaukee, arrt rxec
Robert W, Orr, N. Y., vp

Chris Lykkes & Assoc, S.F,, acrt exec

Weinherg, L.A., pub rel dir

Briggs & Varley Inr, N.Y., ascrt exee

Lever Bros., N. Y., asst adv nigr in rharge of Lux
Wiliys-Overland Motors, Toledo, dir pub rel

W. Earl Bothwell Inr, Pittsb.

NBC.TV, N. Y., dir of sustaining shows
Internatlonal Rigester Co, Chi., prod-sis-adv mgr
Yoterans Administration, I’hila., chlef of puh rel
J. Walter Thompsou Co, N. Y.

McCann-Erickson

Head of his own Dallas ageary

Andorson, Davis & Piatte Ine, N.Y., aopy and
merrhandising

® In next issue: New and Renewed on Networks, Sponsor Personnel Changes,
National Broadcast Sales Executive Changes, New Agency Appointments



New and Reneu:cd.

Advertising Agency Personnel Changes (Continued)

NAME

Mrs. Norine Freeman

J. VYrowt

George Mmnas Clark Fry
W. Richard Gucersey

Jerome B Narrison
Willard eggen
Helen Hightower
Augnstine 1lilton
John 11, Jameson
Lee Jasper

Stevr Jasephs

Bob Kircchbaum
hirhy Katz

Lyster Kengman
Inles Labliert
Georze R, Lamont
NMan N. Lind<hey Jr
Dick liong

Edward R. MeNeilly
Myron Ao Mahler
Manroe Mendelsohn
A. W, Maore

Rina €. Negrd

Alfred R. Pastel
Dr. PPhilip Reichert

Robert M. Ryuschle
Richaml E, Richman
John I’ Rohrs
Arthur Schwartz
Willlam B. Seth
Thomas G. Slater

Rreyer Spraill

Hal AL Stehbins
Waltrr N. Stuckslager
Eldan Snllivan

Seth D, Tobias
William Wilhur
Lawrrnee Wiser
Robrrt J. Woltering
Francls J. Waoods

FE. Howard York 3rd

FORMER AFFILIATION

W. It Doner & Co.. Chi., radio dir
Kysison and Eckbardt Ltd, Toronto, oflice head
ABC, NY, natl dir of net radia sls

Borden Co, N.Y., asst ads
his

C. Do Rearhy Coy NY,, vp

Compton, N.Y., acct exec

anford, Chi.
‘e, !

mar of speecial prods

McCann-Erickson Ine, Chi., vp in charge of copy

Weiss & Grller, N.Y.

J. Walter Thampsan Co. N.Y., acect exec

Hutchins, Ihila., exee

Decea Recards, NJY., dir of ads

Al Panl Lefton Co, NUY., acet exce
J. L. Hndeon Co, NOY,, assts ady mze and copy

chiefl

KEBO, Rakrrsficld, Calif., copy chicf

Emil Mognl Co, N. Y., copy dir

Kunfiman & Associates, Chi., acet exec

\zeney Assaciates, L.A., acet exee

Emil Mognl Co, N.Y., in charge of foreign lan-

gnage adsvertising

Exquire Ine, Chi,, vp and adv dir
Doherty, Clifford & Shenfield Ine, N.Y., dir of

professional div
Ih-mlley-Rerd Co, N.Y.
Colnmbia Picturrs

Belknap & Thompsen Ine, Chi,, prom dir

Casper Pinsker Ine, N.Y,, copy chief

Muzak Corp, N.Y., adv and prom dir

Iinthranff & Ryan, N.Y., charge of netwark rela-
tions, program and talent development

Rarton Lrowne, Chi.

Honig-Caoper Co. L. A, excc vp

Esquire Ine, Chi.
Robert W, Orr, NJYo vp
Emil Mognl Co.
Willmr-Sheffield,
Federal, N.Y.

, asst
« exee member

estern adv mgr

to pres

Von Toffman PPress, St. L., copy writer

Rurnet-Kuhn, Chi,, exec vp

Doremus & Co, Phila., in charge of office

NEW AFFILIATION

Samr, dir of radio and tv planning

Samue, vp

Kenynn & Eckhardt, N.Y., exce

MacManns, John & Adams Inc, Balte. adv staff

Ward Wheelnck Ca, N Y., exce

Same, vp

Demunn & McGuiness Ine, Chi., acet exce
Lynn Raker Ine, N Y., media dir
Tatham-Laird, Chi., copy chief

Huber loge & Sans, N.Y., acet exec

Molern Myrehandising Rurean, N.Y., aect exec
Casper Pinsker, NJY., radio dir

Ward Wheelock Co, Phila.,, copy exec

Grey, N.Y., acct exec

Casprr P'misker, N.Y., radio dir

Young & Rubicam Ltd, Toronto, snpervisor of media
Kircher, llelton & Collett, Dayton, asst to pres
Zimmer-Kreller Inc, Detroit. asst acet exec

Rockett-Lauritzen, L.A., tv and radia Jdir

Same¢, vp of creative depts

Same, radio and tv dir

Dozier-Graham-Eastman, L.A., acet exee

Samy, vp aml head of the foreign language division

Alfred J. Silberstein-Rert Goldsmith Ine, N.Y., vp
Same, vp in charge of medieal advertising

McCann-Erickson Inc, N.}Y., mgr radia, tv time buying
Lew Kashuk & Sen, N.Y., acct exce

John E. Pearson Co, Chi., acet exce

Grtschal & Richard Inc, N.Y., copy dir

O’Brien & Dorrance Ine, N.Y., radio and tv dir

Snl‘l(', p

Rotsford, Constantine & Gardner, "ortlanl, Ore., acct exec
Set up new ageney, llal Stebhins Inc, LA,

lenri, Hurst & MceDonald, Chi., exec

Same, dir and asst to pres

Same, vp and chairmnan of plans boanl

Edwin PParkin, N.Y., exee vp

Storm & hKlein, N.Y, exec

Krupnick & Associates, St, L., acet sve dept

Same, pres

Same, N.Y., vp

New and Renewed Television (Network and Spot)
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Amerlean Chickle Ca

American Tohacco Ca

Anhenser-neeh Ca
{Reer)

Borden Ca
(Cwoffee)

Bnlova Wateh Co

Chesrolet Dralers

Dictaphone Ca

Emer<on lrng Co
Forstner Chain Corp

Gen Foods Corp
(Birdseye Fraded Foods)
Goadyear Tire & Rnbher
Ca
Grolier Soclety
Harriet Tnbbard Ayer

Henry Heldy Ca
1ill« Bro« Co
Hlarn & Slardars

Maoecller Mfg Co

Poerri Winea

Powerhonce Canes

I'rocter & Gamble
(Oxxidol)

Bonsan Vrt Metal Worke

(. ~ Fuvelope Co

AGENCY
Radger, Brownlng &

Ilerrey
N W, Aver

D'Arey
Yauug & Ruhicam

Biow
Campbell-Fwald
Yonug & Ruhicam

BRDKR O
A, W, Lewin

Young & Rublecam
Comptan

AMtmosn
I'vederal

helly-Nucon
1

lements

ow

Cromer-hrasselt

Yonnz & Rabiram

firurk

Paneer, 1itsperald
“ample

Grey

IBarlow

Yonne & Ruhicam

MceConn-Erickson

&

P

| RSTIT

NET OR STATIONS
WNBT, N. Y.

WNRT, N, Y.
WRGR, Schen.
WNRQ, Chi.
KNRH, Nollywoad
WPTZ, Phila,
WOBS, NOY,

KANRK, Hollywood

KNBK, Nollywood
WART, N, Y,
WARD, N, Y,

WHBGCR, Schen.
WANRT, N. Y.
WNHBW, Wadh,
WANRW, Wadh,
WITZ, Phila.
WARD, N, Y,

WARBD, N, Y,
WCEBRS, N. Y,

WART, N, Y.
WNBO, Chi.
WANIRT, N.Y,

WARD, N, 3.
WABLD, N Y.
WABD, N, Y,
WABD, N. Y,

WART, N, Y,
WHCHK, Schen.
WARQ, Chi,
WOEBS, N, Y,

WANKBT, N, Y,
WARQ, Chi.
KARIL Hollywond

PROGRAM, time, start, duration
Flkm spot<; Jan. 33 13 wks (r)

Fitm spots: varion. startlng dates from Dee 13-29;
13 wks (r)

Ken Murray Shows Sa 8-9 pmg Jun 73 43 wks (n)
Film spots; Jan 103 25 wks (n)

Film spots: Jan 15: 52 wks (r)

Film annemts; Jan 17 13 wks (r)

Manhattan Spotlite; Mon T:30-7:45 pruy Jan 23: 52
wks (n)

Filin spots; Jan T3 32 wks (n)

Filim spots: startlng dates Jan 1.4, 28; 26 wks (r)

Film spots; Jan 3; 13 wka (r)

Film spots; Feb 75 532 wks (n)

Film spate: Jan 8: 4 wke (n)

Itka Chase Show; Fhur 9:30.9:45 pwm: Feb lao: 532
whks (n)

Pilin spots; Jan 8; 28 wks (7)

Film spots; Jan 365 33 wks (r)

Childrens 1lwnr; S 30:30-11:30 4wy Jan 29 §
wka (r)

Vibsn spotss Feb 11 8 wks (n)

il spotss Jan 17: 13 wke (n)

Capta Vidro: Mon T-T:30 pm: Jan 23: 13 wk~ (n)

FVilm spota: Jan 17: S2 wks (n)

[~

Filin spwt<; Jan I3 26 wks (r)
Film spots: Jan 95 52 wke (1)
I
1

il spotsy Jan 15 10 wks (r)

lomemakers Faehangey Thar 4-4:30 pm; Jan 12; 26
wka (n)

Ffluy wpots; varions «tarting datex from Jan 3-281; 8
whke (n)

—_—r

S ————
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Spot Radio Does
Cost Less Today-

Startling Comparisons Prove That

WHO Costs 52% Less Than In 1944!

By every standard that means anything
whatsoever to forward-looking advertisers,
advertising on WHO costs less today than
in 1944.

Comparing figures from the 1944 and the
1949 Editions of the Iowa Radio Audience
Survey,* you find that in 1949 Jowa
radio homes had inereased to the point
where WHO ecost 10.6% less per thousand
radio HOMES than in 1944!

Even more startling, you find that in
1949, multiple-sct homes had inereased
to the point where WHO eost 52% less
per thousand radio home SETS than in
1944 — and modern researeh has proved
that the inereased number of home sets
18 even more important than the inerease
in radio homes. (Junior listens to his
favorite serial program while Dad hears
the evening news — Mother listens to a
dramatic program while Sister is tuned
to popular musie — or the whole family
listens to the same program, but in dif-
ferent parts of the house. Thus it is no
longer eorreet to speak of “radio homes”

—SETS make today’s audiences!)

By applying the Iowa Surveys’ pereent-
ages of oneset radio
multiple-set radio families, against popu-
lation estimates,"* you find that lowa

had 769,200 radio homes in 1949, against

families and

*The 1949 lowa Radio Audience Survey is the
twelfth annual study of radio listening habits in
Iowa. It was made by Dr. F. L. Whan of Wichita
University — is based on personal interviews with
over 9,000 Iowa families, scientifically sclected
from cities, towns, villages and farms all over
the State.

As a service to the sales, advertising, marketing
and research professions, WIIO will gladly send
a copy of the 1949 Survcey to anyone interested in
the subjeets covered.

**Sales Management’s Surveys of Buying Power.

30 JANUARY 1950

only 596,000 in 1944. Wherecas there were
only 904,000 sets in lowa homes five years
ago, this number had sky-rocketed to
2,140,000 in 1949! Yer this 136% increase
in radio sets is for homes alone; it omits
the hundreds of thonsands of gets in

Iowa cars, offices, barns, stores, trucks.
restaurants, cte.

The phenomenal inerease in the nmnber
of lowa’s radio homes and radio sets —
and the decrease in costs — boils down
to this:

WHO — CLASS C — I4-HOUR MAXIMUM DISCOUNT?

Number of Iowa

Radio Homes Cast

Number of Towa
Radio Sets (In Homes)

904,060
2,140,000

| Cost Per Thousand

Cost Per Thausand Cont Per

$67.50 |
77.00

Percent Hecrease In
Cost Per Thousamil
Radio- Homea |
In 1949

Radio Homes

$0.113
- $0.101

Percent Docreasy lu
Thousand
I Radio Sers

(In Honrea) in 1949

Radia Sezd |
1Tn Homes)

50.025

$0.036 5256

tThe Y;-hour rate is indicative of all other time seginents rinee W HOs cost is

figured on a ratio basis.

Class C time is shown because it changed very little

during the last five years — that is, Class C has remained primarily Daytime . ..
from 8 to 12 mornings and from 1 to 6 afternoons.

Note that all these figures are based only
on extra sets in lowa homes. The fignres
do not inelnde hundreds of thousands of
“non-home” lowa sets, plus millions of
gets in WHO's BMB gecoundary night-time

connties — these are the
WHO is today a “better buy” than ever.
For additional faets about WH(O’s grear
andience-potential, write to WHO or ask
Free & Peters.

rcasons why

Wil ©

%+ for lowa PLUS +

Des Moines . . . 50,000 Watts

Col. B. J. Palmer, President
P’. A. Loyet, Resident Manager

FREE & PETERS. INC,,

National Representatives

17



M
B
S

% ,."%

of

the difference is MUTUAL!

If you think your business is different,
consider ours for a moment...and
discover perhaps how our difference
can help vou with yours.

You see, we have devoted nearly

15 years to the business of being a
different kind of network.

This gives us quite an edge, in these times
when extra-eflicient, better-than-average
marketing techniques are required.
And it gives you several new
ways—all of them well tested —

to make your dollars do double duty.

PR



For instance...

On no other network can you raise your sales {
voice in 500 transmitter-markets —300 of them
being the only network voice in town. On Mutual g
you can...The Difference Is MUTUAL!
(%

On no other network can you enjoy maximum

&

flexibility in selecting your station hook-up...

b 7, h * 4
. 5
& ¥4
routing your program as you route your salesmen. $ i ‘$ ]

On Mutual you can...The Difference Is MUTUAL!

%

On no other network can you locally —at no
extra cost—tell your customers where to buy what
you are selling, as well as why. On Mutual

you can...The Difference Is MUTUAL!

On no other network can you buy the proven
benefits of coast-to-coast radio —and save enough

to explore the high promise of television too. On

2
&

Mutual you can...The Difference Is MUTUAL!

On no other network can you s-t-r-e-t-c-h your
hardworking dollars to the point where you get
six listener families for the price of five. On

Mutual you can...The Difference Is MUTUAL!

These are five of the points which add up
w.

to a big plus for the Mutual advertiser.

Interested in the proof of any or all of

the broadcasting
them ? Let’s sit down together and
discuss our differences. system



A DECADE IN RADIO IS

EQUAL TO A CENTURY

OF PROGRESS IN SOME
MAJOR INDUSTRIES

sO\“ANNlVERSARY

AMERICA’S

STATIONS

DOMINATING MARYLAND’S
SECOND MARKET

(Eastern Shore counties—plus Southern
Delaware)

WBOC

AM - - FM
RADIO PARK, SALISBURY, MD.

Manager
Charles J. Truitt

President
John W. Downing

NATIONAL REPRESENTATIVES

BURN-SMITH CO.

MUTUAL NETWORK

20

Victor M. Ratner

Vice-president in charge of advertising

R. H. Macy & Co., New York

( Because of Vietor Ratner’s part in production of LIGHTNING
THAT TALKS. sponsor breaks a precedent; never before has any
one been profiled twice. This is Ratner’s second appearance in this
space within a period of three months.)

In the early summer of 1947, the networks were searching for a
trigger-minded, radiowise promotion man to produce a special pres-
entation for the industry. By summer's end square-shouldered, be-
spectacled Vietor M. Ratner was working on the assignment. Then a
free lance consultant, he decided 1o use a motion picture as the
vehicle for the presentation.

When Ratner returned to the Columbia Broadeasting System, as
vice-president in charge of promotion. he continued 1o guide the
project. By this time the entire operation had heen expanded. The
National Ascociation of Broadeasters. which was considering similar
plans, joined forces with the networks for one huge promotion. While
working on LIGHTNING THAT TALKS. Ratner constantly demon-
strated his abilities as a top-flight presentation man. To help sell the
All-Radio presentation idea to potential subscribers, he recorded a
“radio program™ as a sales piteh.

To provide a basis for the movie. Ratner wrote a prolific. three-
volume report on radio called “The Sound of America.” The report
was heavily documented with facts and figures. Although it was not
possible 1o use all of the report material in the film, none of its
high pointx were left ont.

The theme for the film occurred to Ratner in an interesting wav.
bt happened while he was watehing a movie in whieh the characters
He realized that radio is the only
medivm whicli gets into heaven (broadeast waves are dispersed up-
wards). This gave him the idea of vzing Benjamin Franklin (who
is known as a pioncer stndent of lightning) as the unoffieial narrator
for the flm. Franklin’s hands appear in the film several times and
on SPONSOR'S cover as well,

Undoubtedly Ratner will take the massage of LIGHTNING THAT
TALKS to heart  and do <omething abont it. He's in a position to
do so as R, 1L Macv’s vice-president in charge of advertising.

ﬂ.\'(‘(‘]](l dd .\'l"]i]‘\\‘il.\‘ 1o }]L‘i]\‘(’]].

SPONSOR



KLZ

is él’l:’t in Denver!

Now ... the No. 1 Hooper Station

A4

KLZ's Audience Increase...

(from C. E. Hooper “Share of Audience” Index)

(Nov.-Dec.)
Morning .................. 44.7 Increase
Afternoon ......... ....... 21.3 Increase
Night . .................... 41.9 Increase

all this in one year's time!

YOUR BEST BUY IN DENVER . . . KLZ!

5,000 Watts — CBS — 560 kc.

Represented nationally by
THE KATZ AGENCY

30 JANUARY 1950
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WG Y extends congratulations |
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s+ 8 "ROOSTER that is powerfui enough (o be heard every morning from Monday
through Saturday on WDGY throughout the northwest empire.
“THE RED ROOSTER™ is crowing about winning the Nationai Retail Dry Goods Association’s
retaill radio program GRAND AWARD for Schuneman’s Department Store in S$t. Paul.

WDGY is proud to be associated wlth such a popnlar

and sales-effective program as “THE RED ROOSTER HOUR.”™

Minneapolis ¢ Si. Paul
30.000 WATTS

Represented Nationally by Avery-Knodel, Inec.

30 JANUARY 1950 23



New developments on SPONSOR stories

s See: “Commercials with a plus”
® ®

Issue: 31 January 1949, p. 28

SUbiect: Frequency and impact

The following excerpt from the research that went into
LIGHTNING THAT TALKS adds to a topic SPONSOR

covered a year ago.

Radio’s schedules—which make advertizers weekly ad-
vertisers (and daily advertisers in the daytime. with pro-
grams and announcements)—achieved =omething which
advertising itself had asked for ever since modern adver-
tising began: repetition, repetition. repetition. consistency,
consistency, consistency

And where magazines and newspapers (hecause of their
xpense | failed to push advertisers into more “frequency
»f insertion” than once a month. radio came along and
turned advertisers into good advertisers by crealing a
weekly ¢vele of insertion within what eould be considered
practical advertising budgets.

But the weekly cycle ol insertions has more meaning
than one simply of frequency. It gears into the basic
buying cycle of the American family, which is also on a
weekly basis. A majority of [amilies spend 75¢ or more
of their pay-checks within 24 hours after being paid!
Most pay-chechs are weekly [amily events.

Markets exist in time as well as in space. Lvery sale

has a date as well as a postmark. Radio makes it possi-
ble to support that market-—that week’s sales with ad-

vertising. kach week’s market can he protected as well as
each town’s market.

Daytime radio brings the advertising message not only
to the place of u~e of the product, but can also bring it
at the precise time of use of the prodnct.

See: Editorial

p.s. Issue:

Subject: LIGHTNING THAT TALKS

16 January 1950

When sroNsoR first announced that it would devote its
entire issue of 30 Januarv to radio’s all-industry film
presentation, LIGHTNING THAT TALKS, the committee
in charge had tentatively planned to hold the film’s New
York premiere early in February. The committee was
forced to move up the date of the New York premiere to
the first week in March because of difficulty in obtaining
large enough quarters for the expected crowd of 1,000 or
more top-level advertising agency. sponsor. governmental
and radio industry executives.

Premiere showings of LIGHTNING THAT TALKS in
other kev cities throughout the country will be held as
originally planned. most of them taking place the first
week in February. sroxsor decided to stick to its orig-
inal date for the souvenir radio presentation issue in or-
der to coincide with the many premieres being held the
month of the souvenir edition’s publication.

CONFLUENCE

Where the CONFIDENCE of millions
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meets the INFLUENCE that sells!

The CONFIDENCE of the world’s richest
and largest ltalian market and the IN-
FLUENCE of the station that has been
part of their lives for so many years,
form a mighty resultful selling force to
over more than 2,100,000 listeners.

Originators sf

It's the plus delivered only by WOV ., .
CONFIDENCE plus INFLUENCE giving
you CONFLUENCE.

*Act of flowing together . . . the meeting or
junction of two or more streams .
—Webster's New International
Dictionary

NEW YORK

SPONSOR



PLANNING
CONFERENCE

LATE AGAIN ?

CALL, WIRE, WRITE FOR INFO ON RADIO'S
ONLY NEW AND PROVEN TRANSCRIBED SERIAL -

Also Great Musicals “S Ec O N D S P R I N G”

PLANTATION HOUSE PARTY HOSPITALITY TIME EDDY ARNOLD SHOW

RADIO PRODUCTIONS, INC.

MONOGRAM BUILDING NASHVILLE 3, TENNESSEE

SALES AGENCY: MONOGRAM RADIO PROGRAMS, INC.

CHICAGO NASHVILLE
AN 3-7169 4-17 51
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Radio and Television will best serve the public inter-
est—and their own—each by seeking the field to which
it 1= better adapted, and by doing the best job pos-
| sible in that field.

We believe that Du Mont has reason to be proud of
its contributions to Television. Du Mont’s bold pio-
neering of co-op and syndicated programs for the
local station...DuMont’s theory, now widely put into
practice, of high calibre shows at low cost to the
advertiser—all are made possible by DuMont’s spe-
cialization in Television.

If it’s Television—that’s our business. Call on us freely.

E VIS,
€ L o\
ﬂ“ NT AMERICA'S WINDOW ON THE WORLD
N g K

'l’wOFz

DU MONT TELEVISION NETWORK « 515 MADISON AVENUE, NEW YORK 22, N.Y.

30 JANUARY 1950

Copyright 1950, Allen B. DuMont laborotories, Inc.,
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Texas
SHREVEPORT £ LOUISIANA &
Arkansas
50,000 Watts 0 CBS Mississippi
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ITS EASY,
IF YOU
KNOW HOW!

‘ ‘e could paint a very fancy picture of all the things
that make KWKH a truly outstanding station—but it would
boil down to this: a “native-son” flair for Southern program-
ming, together with 24 years of solid radio experience in this
market. Know-How, we call it. . . .

Latest Shreveport Hoopers (Nov.-Dec. ’49) prove that
KWKH’s formula and methods really pay off:

For Total Rated Periods, KWKH gets a
52.09% greater Share of Audience than
the next station.

These figures are for Shreveport only, of course. But better
yet, KWKH delivers an equally loyal rural audience through-
out our prosperous oil, timber and agricultural area.

Let us send you all the facts, today!

KWKH

The Branham Company, Representatives
Henry Clay, General Manager

510 Madison

enabled the production of a talking
motion picture that I sincerely believe
is unmatched in any trade association
promotional activity.

Adequately promoted, properly pre-
sented and promptly followed, LIGHT-
NING THAT TALKS can enable the
broadcasting industries to move into
new high ground in local. network and
national spot sales. May I urge you
with all of the sincerity I can command
to do your personal part to see that the
showing of this talking motion picture
in your community is presented with
all the showmanship at your command.

Now. may 1 add a word of deep ap-
preciation and sincere thanks to SPON-
sor for devoting the 30 January is-
sue to the All-Radio Presentation. It
is an outstanding example of intelli-
gent serving of industry interests.

Lewis H. Avery
President
Avery-Knodel Inc.

It was George F. Baker, the banker,
who said “Few people can fully com-
prehend the meaning of a MILLION
whether we are speaking of dollars or
of people.” Multiplied many, many
times over, that has always been the
nub of radio’s problem: No one—not
even we who are closest to it—can
fully comprehend the meaning or scope
of a medium which, regularly. talks to
over 39,000,000 families.

I am delighted that in LIGHTNING
THAT TALKS the full play of still an-
other medium— motion picture presen-
tation—is brought to bear on visualiz-
ing the size and impact of radio. And
I feel that now. full swing in another
Luver’s market. is the ideal time for
radio to review and recount its many
advantages as a medium.

Two things about the film particu-
larly impress me. First, I understand
it is directed especially at a new mar-
ket: the many advertisers who have
not used radio and who may derive
real benefits from its use. And, sec-
ond, | understand that the effective-
ness of the film is to be heightened by
tocal showings throughout the coun-
try.  As the pioneers of local penetra-
tion in network radio. we know that
that is the best approach!

The American Broadeasting Com-

(Please turn to page 30)
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WOATI's Primary Market has always been a
bright spot in the nation’s economic picture. Today,
day and night, a hall-million families who spend over
a billion dollars over grocery, drug and other retail
counters, have the WOAL listening habit! (Check
Hooper or BMB). e Already rich in oil, cotton,
cattle and other agricultural products, WO.AFs South-
west now 1= one of the nation’s mdustrial hot spots!
(Ask your Banker). e That means more people who
make and spend more money on more products!
There’s no substitute for WOAMI's coverage of this
ever richer market. @ Hooper’s latest Listening
Area Index shows WOAL with two times as many

listening families daytune, three times as many night-

time, as the next most listened to station. For avail-

abilities . . . (Ask Petry).

NBC - TAN

Represented Nationally By

Edward Petry & Company, Inc.
NEW YORK » CHICAGO » LOS ANGELES » ST, LOUIS
DALLAS » SAN FRANCISCO * DETROIT » ATLANTA

e
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THERE

SUBSTITUTE

THE

SOUTHWEST
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Because it takes
good selling

to make

good sales...

I g 5 0 We predict,

will be the
BEST YEAR YET for
Spot Radio

—thanks

to the
efforts of
radio’s

new film
presentation
and the
National
Association

of Radio

Werepeat
it takes good selling
to make good sales

3T CAST a0 S1R000 Niw YOI N Y
RADIO & TELEVISION REPRESENTATIVES
HEw YOIK o CHICAGO @

LOS ANGEIEY o fare LRANCIICO

30

Representatives |

STORY NEEDED TELLING

pany, the Columbia Broadcasting Sys-
tem and the National DBroadcasting
Company. the National Association of
Broadcasters and the almost six hun-
dred independent stations who are co-
operating are to be congratulated.

Frank WhHiTE

President

Mutual Broadcasting System

LIGHTNING THAT TALKS veny
ably tells the story of the impact of
sound radio upon the American way of
life. 1t shows why sound broadcasting
todav i~ a more vital selling force and
a greater public service than ever be-
fore in itz 30 vears of existence.

The NAB, the independent stations
and the networks associated with the
creation  of  LIGHTNING  THAT
TALKS are to be congratulated upon
producing a film of which the industry
can well be proud.

JosepH H. McCoxnnELL
President
NBC. New York

As chairman of the All-Radio Pres-
entation committee 1 would first like
to express my appreciation and the
thanks of the other members of the All-
Radio Presentation committee to SPON-
sor for devoting its entire 30 January
issue to LIGIFTNING THAT TALKS.

For a long time radio was too busy
to promote itself, but we feel that
LIGHTNING THAT TALKS is the
first step in a long =eries of radio pro-
motional efforts that will be planned
in the future.

The niembers of the committee have
spent long hours and even some of
their own money to see that this pres-
entation of all radio is the best selling
tool that has been so far devised in
The fact that sroNsor
has devoted au entire issue to the
movie is gratifying proof that our pres-
entation is important. We know that
both the people in and out of the radio
industry  will agree when they see
LIGUTNING THAT TALKS.

There has heen a whale of a lot of
unsclfish cooperation on the part of
this committee, whielh worked many
niany honrs to do a job for this indus-
try, and | am personally very proud to

radio’s Dhehalf.

(Please turn to page 92)

REACH

MORE

PEOPLE IN

HANNIBALAND®

AT A

LOWER

COST

PER

THOUSAND

with

[ 4
KHEMO

“Hannibaland is the rich 38
county area surrounding Hanni-
bal, Quincy and Keokuk. In a
recent Conlan study of listening
habits, KHMO showed a larger
share of audience than any of the
other stations surveyed in this
area. Also, KHMO's cost per
1000 families is 55.29, less than
that of the closest competitive
station. So for reaching and
selling the people in this rich
rural area of Hannibaland, buy

the station that is listened to
most — buy KHMO.

Mutual Network
Hannibal, Mo.
5,000 watts

. 1070 kc.
1,000 at night

Representative
JOHN E. PEARSON CO.

SPONSOR
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That’s the KXYZ story — as simple as that. It

actually eosts less money to dominate the great

Houston and Gulf Coast market when you con-

eentrate your sales effort on KXYZ. ey

Houston listens to KXYZ. For years, KXYZ has EDUCAT?Q{L
consistently led the morning Hooper ratings ./
with the largest pereentage of the listening
audience . . . giving advertisers more for their
air dollar! In addition, KXYZ baeks your
advertising with a planned promotion and

advertising campaign.

If you want to open the door to the riehest
market in the Southwest, place your

message on KXYZ — and get more

for vour air dollar!

PUBLIC SERVICE .

A GLENN McCARTHY
ENTERPRISE

ABC IN HOUSTON
DIAL 1320 ¢ 5000 WATTS
Free & Peters, Representatives
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'REE & p CTERS, INC.

Pioneer Radio and Television Slalion Represenlalives

Since 1932 n
NEW YORK CHICAGO
ATLANT A DETROIT FT. WORTH IHOLLYWQOD SAN FRANCISCO

-



%
|
|
™

EAST, SOUTHEAST

WBZ-WBZA
WGR
WMCA
KYW
KDKA
WFEFBL

WCSC
WIS
WGH
WPTF
WDBJ

Boston-Springfield
Buffalo

New York
Philadelphia
Pittsburgh

Syracuse

Charleston, S. C.
Columbia, S. C.
Norfolk
Raleigh

Roanoke

MIDWEST, SOUTHWEST

WHO
WOC
WDSM
WDAY
WOWO
WISH
KMBC-KFRM
WAVE
WTCN
KFAB
WMBD
KSD

KFDM
KRIS
WBAP
KXYZ
KTSA

Des Moines
Davenport
Duluth-Superior
Fargo

Fort Wayne
Indianapolis
Kansas City
Louisville
Minneapolis-St. Paul
Omaha

Peoria

St. Louis

[ 2 . L [ [ 2

Beaumont
Corpus Christi
Ft. Worth-Dallas
Houston

San Antonio

MOUNTAIN AND WEST

KOB

KDSH

KVOD
KGMB-KHBC
KEX

KIRO

Albuquerque
Boise
Denver

Honolulu-Hilo
Portland, Ore.
Seattle

NBC
CBS
IND.
NBC
NBC
CBS

CBS
NBC
ABC
NBC
CBS

NBC
NBC
ABC
NBC
ABC
ABC
CBS

NBC
ABC
CBS

CBS

NBC
ABC
NBC

NBC-ABC

ABC
CBS

NBC
CBS
ABC
CBS
ABC
CBS

50,000
5,000
5,000

50,000

50,000
5.000

5,000
5,000
5,000
50,000
5,000

50,000
5,000
5,000%
5,000

10,000
5,000
5,000
5,000
5,000

50,000
5,000
5,000

5,000
1,000
50,000
5,000
5,000







20,000 feet of film

e e

o e -

Some cold and warming faets on the radio

industry’s presentation to advertisers

The cold statistics on LIGHTNING THAT TALKS are these.

The finished film runs 1.000 feet. But 50.000 feet were shot.

Director Ben Gradus and his permanent crew of six travelled 25,000
miles. Fhey went on location to California. Georgia, lowa. and Long Island.

In all, 60 people worked on the film.

These are the cold facts. As sroxsor dug deep into the making of a
movie it uncovered warmer data.

1t learned heartwarming facts about men who make such things possible.

About Vic Ratner, who compiled three unique volumes of facts and
figures preliminary to the writing of a script, and who spent a “vacation”
in New England working on a final draft.

About Frank Stanton, who saw nothing novel in giving the industry
Ratner’s services, compliments of CBS, for weeks at a stretch.

About fellows like Gordon Gray, Frank Pellegrin, Lew Avery, Byron
McGill. George Wallace. llanque Ringgold. Ivor Kenway. Ed Spencer,
Ralph Weil. Harry Maizlish and others on the All-Radio Presentation
Committee who traveled incessantly and paid out incessantly during many
months of feverish activity --with never a thought of repayment.

About Judge Justin Miller. who saw the potential of such a film and
allowed the busy Maurice Mitchell to steal time from other urgent projects
in order to participate up to his neck.

These credits could go on and on. But we think we make our point
about the spirit that enfuses LIGHTNING T11aT TALKS and the radio industry.

In the pages that follow sProNsor has attempted to catch the flavor of the
film and hold it for the many who view the premieres and want something
to remember it by. In this issue are stories on the history of the presenta-
tion and on its promotion. our articlex were devoted to the success stories
documented in LIGHTNING THAT TALKS and sroNsor’s stafl added details
of these stories which it was impos==ible for the film to cover.

Ny /A

Fditor

‘ Guitar solo by director of all-radio film puts its two youngest actors in mood to perform
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50,000 warrs 680 «c ‘
NBC arriuiate

also WPTF-FM *

RALEIGH, N. C.
FREE & PETERS INC




iT TOOK ALL THE FILM CANS SHOWN TO MAKE FINISHED REELS THAT

fo.

VICTOR RATNER IS RECEIVING FROM THE PRODUCERS

Radio breaks its silence

LIGHTNING THAT TALKS brings radio’s

dynamie story to the nation’s advertisers

It's here.

The All-Radio Presentation has been
completed and during this month it
will premiere in several parts of the
country.

Those who see the movie are in for
a treal f(as well as a treatment).
Called LIGITENING THAT TALKS.
its a full-length documentary which
tells the story of radio’s impact on the
American people and has an exciting
impact of its own.

30 JANUARY 1950

casting.

LIGHTNING THAT TALKS makes
history. because:

I. IUs the first presentation by any
medium  which  uses  documentary
movie techuniques to demonstrate the
effect of the medium. Much of it was
shot in the homes of radio listeners:
it shows what actually happens when
they hear commercials.

2. It's the first really full-dress pro-
motion drive in the history of broad-

The movie mark~ a new

phase in the industry’s development,
From now on radio men are deter-
mined to talk up after vears of rela-
tive silence.

3. As an industrial movie, LIGHT-
NING iz revolutionary. It combines
fantasy with realism to tell a stor
which wont preach at or talk down to
its audience of busineszmen and ad-
vertising execulives,

In a way the sponsors and advertis.
ing men at whom the movie is aimed

37



SPARKS FLYING FROM THE WIRE (RIGHT) WERE ONES PHOTOGRAPHED STRIKING BEN FRANKLIN'S KEY (SEE COVER PICTURE)

are themeelves largelv responsible for
its production.

For years these users of broadcast
advertising have felt that radio lagged
in self-promotion.  They've said <o
often. especiallv when they were faced
with the problem of convineing top-
level brass abont the value of some
specific radio project. It was  this
gronnd swell of opinion from witlout
the industry that helped force the issue.

But it was an idea in the back of
A\BC vice-president Charles PP, Ham-

mond’s head that got things started.
Hammond felt that networks could
tell a lot stronger sales story if they
acted as a unil instead of sprinkling
their individual arguments like buck-
shot. He went to the J. Walter Thomp-
son agency (which represents NBC)
in the summer of 1947 asked wise
heads there what they thought of his
idea for an all-network <elling drive.
The J. Walter Thompson executives
thouglt the idea was good and Ham-
mond called a network meeling lo sug-

Gordon Gray, chairman of the All-Radio Presentation Committee

gest some kind of presemtation. Those
who attended that historic meeting in
his office were Ivor Kenway. ABC vice-
president: Dave Frederick, then adver-
tising director of CBS; Louis Haus-
man of CBS: and LK. . 1L James, then
vice-president of Mutual.

At about the same time a similar
scheme was brewing within the NAB.

But it was the network group which
was first to gel together on a project
with a definite budget (a total of $50.-
000 put up by NBC. CBS, ABC). The

They did the work:

The story presented on these pages tells the full history of the
All-Radio Presentation. Here are the names of the committee
members without whose efforts there wouldn't have been any story:

Gordon Gray (WIP), committee president—chairman; Victor M.
Ratner (formerly CBS, now with R. H. Macy), vice president in
charge of production; Maurice B. Mitchell (BAB), secretary; Herbert
L. Krueger [WTAG), treasurer; Ivor Kenway [ABC); George
Wallace (NBC); W. B. McGill {Westinghouse Radio Stations, Phila-
delphia); Lewis Avery [Avery-Knodel, Inc.}; Frank E. Pellegrin
{Transit Radio, Inc.); F. E. Spencer, Jr. (George P. Hollingbery
Co.); Ralph Weil {WOV); Leonard Asch [WBCA}; Will Baltin
(TBA); Bond Geddes (RMA]); Ellis Atteberry [WJBC); Harry
Maizlish (KFWB); lrving Rosenhaus (WAAT).

B
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FILM EDITORS EXAMINE VARIOUS "TAKES."

networks at that stage had no idea as

to what form their presentation would
take. Their first problem was to get
the right man to produce it. They
wanted someone who knew radio but
was not of it, someone who could look
on radio problems with perspective.
Victor Ratner got the job. For
many vears he’d been an outstanding
promotion man for CBS. But in 1947
he was out of the radio industry and
running his own public relations and

promotion business, For these reasons

THE BEST ONES WERE THEN SELECTED

the network group felt his background
was ideal and retained him to produce
their presentation.

Ratner went to work for the net-
works in the summer of 1947,
diately suggested the presentation be
given i the form of a movie. That
was about as far as he got before he
was back right smack in the middle of
radio as vice-president in charge of
promotion for CBS. Tt was agreed,
however. that he would go on with
production of the network presentation

imme-

FOR THE FINAL VERSION OF THE MOVIE

in his spare time and without a fee.

Meanwhile. NAB plans also were
coming to a head.

The chairman of the Sales Managers
Executive Committee of the NAB for
1947 was Gene Thomas. now general
manager of WOIC. then with WOR.
Thomas knew that sentiment at that
time was running high among NAB
members for some kind of all-radio
promotion drive. Recognizing this de.
sire on the part of the membership, he

(Please turn to page 82)

Scene from film {below left) shows journalism professor giving talk which slights radio advertising. Maurice Mitchell makes rebuttal (below right)
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WHAT IF ALL ITEMS FROM AVERAGE HOME THAT RADIO SOLD WERE THROWN OUT ON LAWN? SCENE [ABOVE) IS ONE RESULT

¥

FACES THAT TALK

Highlights enlled from the extensive research

Radio in the United =tates. hike 2Oy -
ernment in the [ nnted States. derives
~~cnttallh from  the
le have

radio overwhelmingly a< a

mwhere else. Pe

i~ e mtimately assoctated witl
le than movies. magazines
" )<, te
1

- 1 1

\l-Radio film.

1 in th

40

LIGHTNING THAT TALKS,

But the true experiences depicted in
the movie in which radio sells dia-
monds in a department store: huilds a
chain of supermarkets: puts a milk
company in business tand makes it a
teader in it~ areay: opens doors to in-
surance <alesmen. these typical success
t “tell all.”

Thonzands of man-hours of rescarch
went into the preparation of data from

~tories

that went into All-Radio Presentation filin

which the presentation was finally
strained. Following are some of the
highlights presented in the film either
directly or by implication. The theme
inight be ** \merica the VMarket Place
How Radio Reaches and Sells 11,7

& *

The market place i~ people. Since
1930 alone. 20.000.000 more of them
b 1930: 123.0 millions: 1918 (Oct.) :
150.0 millions.

SPONSOR




Fanilies grow still faster. In 1930:

29.9 millions: 1948: 38.6 niillions.

The market place is land. America’s
great regions are almost nations in
themselves. Each has marked. homog-
enous characteristics of its own: Far
West, Mountain  States, Southwest.
South. Middle West. New LEngland.
Middle Atlantic States. ete. The land
has so much climate i's always sum-
mer somewhere in the United States.

America is the greatest market place
on earth. It has been able to develop
its resources far more than any other
area in the world. And there’s a rea-
son. It's not in our vast land area or
natural resources f{other nations had
more of both).

Not in the increase of our popula-
{other nations have more). Not
in our isolation from other countries
during our formative years (others
have been more isolated).

The answer lies in all these things
plus something else — something that
Ben Franklin helped to design and start
—our political democracy. This great-
est of all experiments in self-govern-
ment made unique economic patterns
in America. too.

tion

It stimulated more people to produce
more wealth. 1t spread the forces of
competition over wmore products .
stimulated more people to produce bet-
ter values . . . distributed more wealth
over more people.

The Mass Production Of Customers

Mass production of goods is mean-
ingless without mass consumption
just as it is helpless without mass dis-
tribution and voiceless without mass
advertising. We have created custom-
ers faster in the past twenty years than
at any other time in our history. In
1906 Woodrow Wilson said: “Nothing
has spread socialist feeling in this
country more than the automobile .
they are a picture of the arrogance of
wealth with all its independence and
carelessness.”

But socialism didn’t come — people
got automobiles instead . . . and refrig-
eralors, electric toasters, washing ma-
chines, telephones, etc. The mass pro-

( Please turn to page 121)
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How hig is Radio ?

1.S.

4
families 9,000.000(100 %
- % 42,800,000
families

families

21,000,000

LY Sy

1,500,000

families

Source. BAB Estimates for 1951

How much do they listen daily ?

U.S. radio family-listening: by INCOMES

U.S. AVERAGE 4™ 32™
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U.S. radio family-listening:by CITY SIZE
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Maurice Mitchell hands his secretary an order for the All-Radio film LIGHTNING THAT TALKS

Premieres
don't come olten

How (o make the most of your loeal showing

of LIGIHI'TNING THAT TALKS

42

Across the nation advertisers aud
advertising men are getting their first
look at LIGHTNING THAT TALKS
this month. All who see the film will
realize that long. hard, and effective
work went into its production. But
there’s another side to the story. A lot
of hard work is being done now as
well to promote the movie and distrib-
ute it efficiently.

It’s the local subscribers who bear
the brunt of this post-production work.
But the All-Radio Presentation Com-
mittee itself is helping to make sure
that viewers enjoy the movie by dis-
tributing well thought out suggestions
for showings.

Subscribers have found that sugges-
tions of the AH-Radio Presentation
Committee are easy to execute. And
promotions are being directed largely
by top management, thus lending the
presentations necessary prestige.

Plans for the various premieres are
being completed by local committees.
These organizations have a free hand
in preparing their presentations, with
the All-Radio Committee on the side-
lines, readv to help only when called
upon by subscribers.

Some local committees are schedul-
ing luncheon premieres. Many are
making the film showings part of high-
ly publicized dinner parties. Lunch-
eon presentations are generally limited
to one and one-half hours.

At cocktail parties it is recommend-
ed that the fihn be shown first, with
cocktails immediately following. Din-
ner premieres are elaborate and in-
clude entertainment. The movie is
shown immediately following dinner
whenever possible.

New York City’s gala presentation
is typical of what is being done
throughout the nation on a smaller
scale.  The combination dinner and
premiere is to be held in the Grand
Ballroom of the Waldorf-Astoria,
March 1. Twelve hundred prominent
guests are mvited and Bing Crosby
and Bob Hope will be among the per-
formers. Fred Waring’s orchestra will
supply the music. And General Dwight
). Eisenhower is tentatively scheduled
to speak about the radio industry in
the wext half century.

To keep the presentation paced
properly. the New York committee
felt it was necessary to close the eve-
ning with a strong event, The night at
the Waldorf. therefore, ends with an
open discussion. Guests can cominent
about radio as a successful, continnal-

SPONSOR
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Iy growing medium. George Denny,
moderator of the American Broadcast-
ing Company’s program “Town Meet-
ing of the Air,” will preside.

A number of foremost Americans
are to precede the session with brief
topic summaries. They are: lHenry
Ford 1I; Harvey Firestone. Jr.; David
Lilienthal ; Harold Stassen; and others.

Through hard-hitting promotions
the All-Radio Committee is arousing
strong national interest in the filn.
The approximately 600 stations plan-
ning to show the movie in their com-
munities will find an eager, receptive
audience of local businessmen.

Subscribers have found that there
are many advantages in holding collec-
tive showings. Expenses are lighter:
the presentation bigger. The combina-
tion of working facilities and top
brains can produce the promotion with
least effort. More high ranking busi-
ness people are reached. Although the
cost for a single organization is rela-
tively low in a collective showing, the
total expenditure is a sizable amount.

Many communities have only one
subscriber station. Such stations have
found it advisable to invite non-sub-
scribers to participate in the premiere.
Here, too. expenses are shared and the
operation expanded. The guest lists
are increased: more advertisers are
reached more easily.

Subscribers  scheduling individual
premieres favor the use of 20-minute
condensations cut from the master
film. There are two such condensa-
tions. One shows the social benefits
of radio in America. The other em-
phasizes success stories and is intend-
ed as a sales clincher.

Plans for many local showings are
already concrete.

In Charlotte, North Carolina, sta-
tions WBT, WSOC, WAYS, and WIST
are co-sponsoring the presentation for
the city’s key business people. A sec-
ond showing is planned for owners of
small businesses, many of whom are
potential sponsors.

The Phoenix, Arizona, showing co-
incides with the Board of Directors
meeting of the National Association of
Broadcasters. President Justin Miller
and the entire Board will attend this
premiere.

Baton Rouge. Louisiana, business-
men are to see the film at a special
luncheon. Stations WAFB, WIJBO,
WLCS, and WLCA are getting this
showing into shape. The premiere will

(Please turn to page 62)
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ANNOUNCEMENT OF THE RADIO SPECIAL ON ME TOO'S MORNING MUSICAL CLOCK PROGRAM BROUGHT OUT THIS CROWD

What would vou do with a carload of over-ripe peaches?

They had
(0 use radio

 Suceess Story No. 1

i LIGITTNING THAT TALKS




A Me Too manager considers items for the next day's radio special

“What made this happen?”

A mass of people janmming the streets
around the ME TOO supermarket in
Cedar Rapids. lTowa. A long line of
people stretching clear around the
block. Head of the lime at a truck of
peaches in front of the store. People
buying crates of fruit directly off the
open back of the truck.

Ben Franklin. coming upon this
scene in LIGHTNING THAT TALKS,
wonders in astonishment what’s behind
it. As a matter of fact, the truck and
people weren’t “props” and “extras’:
the buying and selling wasnt just
acting for the camera.

This was the real thing.

The cameras actually caught the

4 Peach special sold by crate. Farmer buys extra supply for canning

opening of business one morning at
Bill Drake’s ME TOO No. 1 supermar-
ket. And it happened because of a
radio program. (The same thing hap-
pened simultaneously at eight other
Drake stores in the area.)

For Bill Drake. in 1936. there
weren't any supermarkets. He operat-
ed Drake’s Store in Blairstown. near
Cedar Rapids. and four small stores in
nearby towns. Then Weaver Witwer.
Drake’'s wholesale grocery supplier,
bought the old Post Oftice building in
Cedar Rapids with the idea of convert-
ing the lower floor into a grocery. lle
thought his aggressive. up-and-coming
friend Bill Drake was just the man to
break into the fiercely contested Cedar

2 Decision made, housewives hear about it on 8:30-9:45 musical clock

Rapids food market. With Witwer’s
blessing. Drake was willing to try.

The store was ready for business in
August. 1937. Vleanwhile, salesmen
from the Cedar Rapids Gazerte and
station WMT had been assiduously
wooing Drake. On their side, the news-
paper salesmen had the force of tradi-
tion. Newspaper space was the natural
mediunt for any retail outlet. particu-
larly a food store. It gave the house-
wife-shopper an opportunity to study
the “record” of items and prices of-
fered. etc.

At that time the now famous Lazars
feld study comparing the effect of
newspaper ads and radio commercials

(Please turn to page 060)

5 You Did? manager learns radio special sold out by noon in stores



Davison’s

Success Story No. 2

in LIGHTNING THAT TALKS

LIGHTNING THAT TALKS makes
the point that radio can sell anything. |
To help prove that point the movie in- !
eludes a sequence about an air cam-
paign that sold diamonds- diamonds
by the dozens. The sequence concerns
a department store manager who made
an exacting eomparison test of radio
versus newspapers. e spent $400 in
newspaper advertising one month. then
matched it another month with $100
on the air and got this result:

The black and white ads sold only
tico diamonds in a month.

The radio commercials sold over 100
diamonds in two weeks, later account-
ed for many more.

Locale for this fascinating advertis-
ing experiment was Columbus. Geor- |
gia. An industrial center with a popu-
lation of 175.000. Columbus is on the
state’s western border and can draw
business from manv counties in Ala-
bama as well as from nearby Fort
Benning. the world’s largest infantry
training camp. The second biggest de-
partment store in this aethve business
town is the one that sold diamonds on
the air Davison’s.

Davison’s in Columbus is one of a
chain of four stores (formerly Davison-
Paxon) in the South (other three are
at Atlanta. Maeon, Augusta). All of the
Davizon stores are affiliated with R. H.

Maev & Conmpany.
The Columbus hranch opened just

PROBLEM: manager of department store
‘ tells radio station man he has sick baby

INTEREST: teaser campaign on air at-
tracts interest of potential diamond buyers

CUSTOMERS: soon after air campaign be-
gins the "sick baby" is a thriving department

SUCCESS: store manager congratulates ra-
dio station man, promises to stay on the air




ouldn’t sell di

monds

Then along came an enterprising radio station president who

asked for $400 and just one month

about a year ago in a brand-new build-
ing with a modernistic front. There
was something new inside as well. For
the first time in the history of depart-
ment store operation in that part of
Georgia, the new store had an expen-
sive jewelry department. Previously
department stores in that sector had
sold only low-cost costume jewelry.
To start his jewelry department off
with what he hoped would be a bang,
the manager of Davison’s began a daily
newspaper campaign. Each day for a
month he placed twenty to thirty inch
displays in the two local papers push-
ing the jewelry department. Cost at
the Davison’s discount rate was about
$1.00 a column inch and the total
black and white bill for a month came

to $400.

Director of movie gives acting pointers to radio man and store manager

But instead of a bang there was a
fizzle. In a month only two diamonds
were sold. Although other jewelry
items did move. slowly, diamonds were
the important thing. They are the big
mark-up items on any jewelry counter.
Bill Byrd, Davison’s manager, knew
what the trouble was. People in that
area just weren't used to going into a
department store for diamond rings
and bracelets. He had a job of educa-
tion on his hands.

Actually. Byrd seemed to have every-
thing in his favor. He could offer dia-
monds at ten percent below rates of
local jewelers; his store in general was
doing a good business, had acquired a
fine reputation. But newspaper ads had
failed to ram his story home. Byrd
called in a friend from the local Ki-

wanis organization and asked for sug-
gestions. It was a wise move.

The Kiwanis brother was Allen
Woodall, president of WDAK, a Co-
lumbus 250 watter which was then an
ABC afhliate (NBC affiliated since Sep-
tember 1, 1949). The conversation
Byrd and Woodall had at that time is
reenacted in part in LIGHTNING
THAT TALKS. It was significant be-
cause it shows how a reasonably typi-
cal local merchant who has never used
radio extensively reacts and thinks as
he prepares to go into broadcast adver-
tising. Here's about the way it went:

Byrd: “You know I've got a sick
baby on my hands. You've been tell-
ing me I ought to use radio since we
opened up. Maybe this is the time.

(Please turn to page 96)

This setup was needed to film night scene (see picture p. 46)




In San Franecisco, Marin Dell milk

shot from fourth to first place in one

vear. And radio gets the credit

The people of San Franciseo county
bought enough Marin Dell nilk in that
cooperative’s first year of operation to
make it the number one distributor of
milk in the coumty. That was in 1935.

Todav. 14 years later. Marin Dell is
still the leader. And it didn’t take a
miracle to keep 1t that way.

Success Story No. 3

in LIGHTNING THAT TALKS

In the teeth of fierce competition
from long established regional and na-
tional distributors—more than a dozen
of them originally—it seemed that the
Marin Dell Milk Company would need
a miracle even to break into the
San Francisco market.

But a certain Thomas Foster didnt

pre-dawn

48

call routs plant superintendent MacDonald out to man truck in opening San
Jose route. Radio had already pre-conditioned customers to Marin Dell

look at it that way. He knew that retail
outlets would have to take the Marin
Dell hine if enough of their customers
asked for their products by name. And
he figured the “miracle” to make that
happen had already come to pass. It
only required. as he saw it, adaptation
to the Marin Dell problem.

Members of the newly formed dairy
cooperative elected Foster general man-
ager back in 1935 not just becausc he
had a reputation for getting things
done and because he knew the prob-
lems of milk distribution. He was also
a man with ideas. They called him
“progressive.”’

So when KFRC’s commercial man-
ager Merwyn L. McCabe huddled with
him over the problem of cracking the
tough San Francisco market. Foster
didn’t wince at McCabe’s recommenda-
tion that he allocate 1007% of his rela-
tively small advertising budget to one
medium—radio.

In 1935 radio’s power to force dis-
tribution, then keep on selling, no long-
er seemed a miracle to those who had
learned to use it. Marin Dell would
set up no house-to-house routes. em-
ploy mno house-to-house canvassers.
They had to persuade retailers to make
room on their already erowded refrig-
erator shelves for another brand of
mitk. Dealers weren't going to be
happy about it. This distribution would
have to be forced. This was a job for
a radio station.

McCabe felt KFRC had an answer.
He recommended KFRC's talented m.c.
Dean Maddox as the man who ecould
engineer enough enthusiasm from
housewives and others to make retail-
ers take on the new line. Maddox. or
Budda as he called himself profession-
ally, had a program known as “"Budda’s
Amateur Ilour.” It was an hour-long
show aired from 8:00 to 9:00 on Sat-
urday nights.

One of the earliest and best of the
local amateur talent shows, 1t had a
big following, then as now. Success of
the program. as with all shows of this
type. depended mainly on the person-
ahty of the m.e.

Listeners liked Budda in the inti-
mateh personal way peculiar to radio.
The feeliug of viewers for television
stars 15 not comparable to the feeling
of rapport between a histener and his
favorite radio performer. Because peo-
ple liked Budda they liked to buy what
he recommended. So Foster bought
Budda. He stipulated that Budda do
the commeraials.

(Please turn to page 95)
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h-hour for Marin Dell: A single truckload of dairy products heads out of San Francisco to San Jose 40 miles away. lt's new territory for
Marin Dell, which just got flash competitor was about to beat them in. Other pictures on these pages show what happened
Truck arrived on time to beat competitors, was waiting with early customers in front of some stores before opening time

f
- -
| -';‘.'*

M 1 shoppers assure Marin Dell representative and at home family which has enjoyed Marin Dell show discusses
In san lose retailer they'd like to buy Marin Dell products company's milk. Radio helped to boost product
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EVER SINCE the early part of the twentieth century when commercial broad-
casts first began, advertisers and their agencies have sought a formula
that would assure maximum sales results from the use of radio.

Today, after proving this formula for a period of over twenty-three years,
Fort Industry has put it on paper so that it may be readily understood. Here’s
how it works: —

The “C” in the above formula represents Coverage, which all Fort Industry
Stations deliver in generous amounts. The “GP”’, quite logically, represents
Good Programming. On-the-spot Alert Management is represented by the
symbol “AM”, and “Og”’ stands for Over-all Guidance by experience-equipped
management.

“BPI”’ represents the most important part of the equation—Broadcasting In
The Public Interest and community service—factors which have given character
to each individual Fort Industry Station, and earned for each the status of a
local institution, affectionately regarded, and believed in by local listeners.

“7S” for seven Fort Industry Stations is preceded by a multiplication sign,
and we arrive, finally, at our goal, LISTENERS PLUS SALES. This conclusion
is extremely important because, attracting listeners is one thing, but sales
results are another.

So it’s the sum of all the ingredients in the equation which enable all Fort
Industry Stations to deliver listeners who respond. Q.E.D.

THE FORT INDUSTRY COMPANY

WSPD, Toledo, O. ° WWVA, Wheeling, W. Va. ° WMMN, Fairmont, W. Va.
WLOK, Lima, O. e WAGA, Atlanta,.Ga. e WGBS, Miami. Fla. e WJBK, Detroit, Mich.
WSPD-TV, Toledo, O. o WIBK-TV, Detroit, Mieh. ) WAGA-TV, Atlanta, Ga.

National Sales Headquarters: 527 Lexington Ave., New York 17, Eldorado 5-2455
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JACK BERCH, FOLKSY SINGER, REACHES HOUSEWIVES IN THE MORNING. HE HAS PRODUCED MANY LEADS FOR PRUDENTIAL

Success Story No 4.

tn LIGHTNING THAT TALKS

Radio opens doors

When a Peadential agent goes a-calling.

Only a few seconds of LIGITTNING
THAT TALKS are devoted to the
<cene in which a Prudential Insuranee
Company agemt gets his foot inside a
kitche Yet that
<hort film ~equence tells the basic phi-

door (see pictures

»~ophv of Prudential radio advertis-
ing: “prepare the way for our agents,
It was i
an outstanding advertiser  uses

Juded in the movie to <how

to help market an in
l le produet

lcastin

Urudential. like other successful ar

’(1\'(']'“.\('I.~' amaoan il].\llrﬂl]('(‘ com

anies, does not try to sell insurance

52

he knows the weleome mat is out

over the air. Instead. it aims at «ell-
ing the company. tries to build a posi-
tive reaction to the Prudential name.
The company feels that insurance is
actually a  custom-tailored  product.
tailoved 1o the income, family size. and
standards of each familv: and tha
merchandising this highly flexible item
in terms of a soap salesman’s hoopla
would be foolish. The basic objective
of it~ radio advertising is 1o get its
agent~ through the door. Then the
sellmg begims

How does the Prudential (Pru for
short) know whether or not it has

cained itz lofty objectives? I it isn't
after diveet sales. doesn’t claim many
such for it= radio programs, how can
it tell what it i getting for each of 1=
radio dollars?

The auswer. Pru executives would
tell vou. ix that the company definitely
can’t measure itx radio successes- -not
directly.
measming  prestiece.  But there are

There’s no microscope for

many. many tell1ales <igns of what
radio hax accomplished for Prudential.
Taken together. these hittle signs add
up to comvincing evidence that radio
lras done the intended job for Pru.

SPONSOR




For example, there’s the time I’ru-
demtial’s good name helped win a law
case against overwhelming odds.

A policy-holder had died  what
seemed to be an accidental death and
the widow applied for double indem-
nity. as allowed for accidental death
under the terms of this particular con-
tract. Company investigators made a
routine check and came up with defi-
nite evidence that the poliey-holder
actually had committed an elaborately-
eamouflaged suicide.  Pru took the
case to court,

Usually. the odds are strongly
against an insurance company in such
rases. The jury listens to the evidence
and whatever the facts its sympa-
thies are with the poor widow, against
the wealthy corportion.  But in this
case P’ru quickly won a unanimous ver-
dict in 1= favor.

The Prudential lawyer got to talking
with the jurymen after the case was all
over and one man volumteered this in-
formation: “We all know the P'ruden-
tial wouldnt try to cheat that woman.
I've been listening to the ‘Prudential
Family Hour” for years and ['m sure
that the P’rudential is an honest com-
pany.”

Insurance company execs  aren’t
noted as raconteurs but they can tell
dozens of such little human-interest
aneedotes showing the effect of radio
on their business. Another interesting
proof of the faith radio can build was
reported to company headqguarters in
Newark a short time ago.

A wealthy man died, leaving his af-
fairs in the hands of an incompetent
lawyer. The lawyer managed to jum-
ble up the dead man’s papers suffi-
ciently o that there was a delay of
several months before a claim was filed
with the Prudential.  Soon after. the
agent who had =old the policy went to
visit the widow with the check due her.
He felt rather apprehensive, was sure
the widow would be put out over the
delay and blame Prudential.

But the lady was gracious and
friendly. although completely unaware
that the lawyer was to blaine for the
delay.  “I've just waited patienthy,”
she said. “becanse 1 knew Prudential
wouldn’t have taken all this time un-
less there was a good reason.”
turned out the widow and her husband
had listened to the “Family Hour” to-
gether for vears, Obviously she had
taken itx commercials to heart.

{Please turn to page 75)
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APPROACH

Scenes taken directly from All-Radio film show how mention of Jack Berch softens prospect
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"Agatha!’’
ft was the Chiet. Something
wrong. Orange juice in the

inkwell again? Anything
could happen in the Miami
office of the U. S. Census
Probably another
housing project that wasn’t
there last night.

""Agatha! Where are the
blankety-blank blanks?’’
“The blanks, Chiet? The ones
we gotta get filled
Why, here they are on your
desk all 267,739 of

them.”’
Efticient Agatha.

But the Chicf knew thot
wosn’t enough . . . for
bustling, booming Mi-
omiin 1950 boosts 514,-
000 .
lion consumers of over a
holf billion dollors
worth of goods ot retoil.
It takes o big stotion to
cover a big city and 20
It takes
with the
share-of-oudi-
the top network

Bureau.

out?

. over o half mil-

extra counties,
the stotion
highest
ence,
local shows.

and Any

lKotz man will prove it.

50.000 WATTS

CBS AFFILIATE
MIAMI. FLORIDA

—continued from page 2-

Radio audience turnover
builds circulation

Magazines have been talking about their "audience”
figures (not ABC circulation figures) — the number
of different people who read a given issue of a
Unlike the magazine calcu-

magazine in a month.

lation,

radio listeners,

most of them,

have heard

the same program two or three or four times in that

month.

This is the

"turnover” factor.

The CBS

study "Roper Counts Customers" found that in 1940,
17 individual programs on CBS alone had net audi-
ences larger than LIFE's total "monthly audience"

(26,000,000)

in 1948'!

The same study Showed:

26 CBS programs had a monthly audience of over
10,000,000 people

19 had a monthly audience of 20,000,000

12 had a monthly audience of over 30,000,000

5 had a monthly audience of over 40,000,000

“Turnover”’
sells goods

The "turnover"

concept is extremely important to

advertisers. Roper showed that most people listened
two or more times to the same program in the month,
and that even the people who listen less than every
week buy more goods because of the program.

Listeners wrote 70,000,000

letters last year

The people's attitude toward radio is expressed in
the way in which they correspond with it.

more than 70,000,000 letters

Last year

(exclusive of premium

and direct mail orders) found their way to spon-

sors, networks,

and stations.

One of them to a

network came from a housewife in Michigan and sums
up what radio means to America:

"My radio is my teacher.

I am an ordinary house-

wife with five little pairs of hands tied to my

apron strings,

papers are not for me,
is not too hum-drum.
dusting or washing dishes,

"While mending,

so plays,
but thanks to my radio,

concerts, books

and news-
life

com-

mentators and book reviewers keep me posted, or
talented announcers intrigue me with gquiz gques-

tions.

I am constantly learning.

Music,

— and I have my choice.

all kinds

"Wonderful to enjoy all this with little effort. I
sincerely believe that God has led man to develop

radio to use as one of the most powerful forces in
shaping his destiny.”

SPONSOR



WC AO has

the bigeest audience ot

any radio or television

| station in Baltimore!

CBS BASIC ® 5000 WATTS ® 600 KC ¢ REPRESENTED BY RAYMER

“The Vowe of Baltimore”
|

|

}_, 30 JANUARY 1950
|

|
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The
Picked
answers
Mr. Abrams

Panel

\ conlinning
series of ¢linical
~tudies of radio’s
effectiveness fora
variety  of types
of basic adver-
tisers food. drug.
clothing, furni-
ture. automolive,
cle. ..

Industry sup-

Mr. Pellegrin

porl for the besi
modern radio 1extbook at the high
school tevell to train the next genera-
tion of advertising people . ..

A revival of BMB or its equivalent.
to provide standard. uniform research
on all basic phases of vadio rather than
just one side of the indnstry ...

\n industry drive to stop the chisel
deal. the per-inquiry racket. destraetive
rate-cutting and internecine cat-throat
compelilion among stations . . .

\ solemn pact among all radio s1a-
trons. networks. reps and others 1o sell
radio. and if they feel a compelling
urge lo compete, to take it out on other
advertising media L ..

\ campaign to enlist the <ame =nper-
lative cooperation from other  retail
Lade associations as is now heing
civen by the NRDG A L.

Permanent snpport on an anmual
basis, equal to that given this pasl
vear 1o the All-Radio Presentation. for
the industry s most vital and enereetic
the BAB L.

\ diive 1o enhist closer and perma-

organization today

nent participation of all others who
live in whole o in part off 1the radio
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Mr. Sporm;rr asks...

oIn addition to LIGIHITNING THAT TALKS. what e¢an

bhe done to help sell broadeasting as an effeetive

advertising medinm?™

George J. Abrams

industry — program producing com-
panies. record manufacturers, music
ibraries, news services, set manufac-
turers. and even the radio departments
of advertising agencies . ..
Peabody awards for the best com-

mercials of the vear ...

Frazk E. PELLEGRIN

Iice-President

Trans:t Radio Ine.

New York

LIGHTNING
THAT TALK>
is an  excellen
springhoard  for
radio - a  won-
derful opportu-
nitv for the -
dustry 1o inerease
its tempo. How-
ever. lo maintain
ils continuing

M:. McGill

progress. the ra-
dio people and particularhy the local
stations must make plans for a follow-
up promotion.

I have no doubt that the \H-Radio
Presentation film will generate a favor-
able state of mind for vadio. N is up
to the hundreds of stations all over the
conntry to maintain this  condition.
This can onlr be done by a continuing
~eries of promotions designed 1o <how
lnsinessmen. be they radio advertisers
or non-adhertisers. the benefits of ra-
dio a~ a “~elling” medium,

o the finure. when auv salesman
coes 1o selt lie should have a plinned
presentation ready 1o show to people
vho have scen the Hlm. He must show
how program and time can be har-
nesscd 1o the l);n'li(‘llhll‘ ads ertiser’s
purpose. Radio is a versatile, power-
ful and persnasive medinm and the
advertiser who doesn’i use radio musi
be shown what radio can do,

Advertising Manager of
Block Drug Inc., Jersey City, N. J.

Radio can <ell and it can s<erve. It
1= up to the industry to prove it,

W. B. McGrL
Advertising & Sales Promotion Mgr.
Westinghouse Radio Stations

Pliiladelplia

The job to he
done is to resell
evervone on  the
gigantic power of
radio as an ad-
vertising medium
and to sell it 10
those who have
not been sold be-
fore. LIGHT.
NING THAT
TALKS will help

but 1t ean’t begin to do the job

Mr. Hammond

alone. It must be merchandized to
all as a Dbackdrop for individual
presentations by networks. spot radio.
individnal = stations.  representatives,
ete.  Of course, the storv of the film
should he told in booklet form as
planned . .. and given the widest circu-
lation possible. In addition. the net-
works must continue to =ell radio hard
in collaboration with agencies and all
other interested groups.  BAB must
formish a constant flow  of suceess
stories, The industry generally -s1a-
tions and probably networks - must
overhaul their thinking abont point-of-
sale merchandising of radio programs
because it is vital to the snecess of a
~how once it is on the air. The pro-
grani people mnst also overhanl their
ideas about program techniques 1o
meet changing conditions and compe-
tittion. And. finalls . the industry shounld
concentrate on docnmenting the sales

radio.

should get behind this enormously im-

effectiveness  of factors

SPONSOR
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portant project which probably should

be coordinated by one group.
Cnarces Hayyonn
'ice-President
NBC

New York

To sell broadcast-
ing as an effec-
tive advertising
medium. we be-
licve the individ-
ual station must
approach the
problem in a
manner specifi-
cally designed to
assist both adver-
tiser and agency
in directing their advertising to known
individuals rather than trying to reach
the unknown mass audience. Stations

Mr. Weil

must present authentic basic facts

obtained in the ficld as to who lis-
teners are, where they live and shop.,
what thev earn. spend and buy. what
they like and dislike and what they
plan for tomorrow. Up-to-the-minute
information on defined listener groups

combined with merchandising assis-

tance eliminates costly guesswork.

By providing this extra service for
advertisers and permitting them to
purchase time based on established
facts, we can hclp sell broadeasting as
a more effective advertising medium,

RaLeir M. WEenL
President

Radio Station WOl
New York

At the very ineep-
tion of the All-
Radio Presenta-
tion baek in 1947,
it was felt by the
. original group
i that the proposed

THAT TALKS
should not be the
only joint effort
to be undertaken.

Having brought all elements of the
radio industry together on an initial
project, it scemed reasonable to sup-
pose that some continuing activity
would be in order.

It is true that LIGHTNING THAT
TALKS is morc than a one-shot pro-
motion. After initial showings across
the country. ity by city. under the
sponsorship of local station groups
there will be, I hope. intense activity as
presentations are made by individual

30 JANUARY 1950

Mr. Kenway

| film LIGHTNING

atch the
New WDSU

Sponsors in New Orleans

Have “Seen the Light ning!

EDGAR B. STERN, JR
Partner

Over 60 leading local firms and more
than 45 national advertisers '‘saw the
light"- ning during the past year and
became new WDSU sponsors,

While pioneering TV in the Deep South,
we are ever mindful of the continuing
impact or radio and have greatly increas-
ed our AM facilities; completely new and
up-to-the-second radio studios will soon
be in use,

WDSU is building a greater future for
both AM and TV in the South's Great-
est Market!

Ask Your JOHN BLAIR Man!

ROBERT D. SWEZEY LOUIS READ

General Manager

Commercial Manager
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to individual
ereal many of whom I also hope will

stations prospects ——a
be concerns who have never used radio
as an advertising mediun,

But after a certain period of time- -
perhaps six or eight mouths —— will
come the need for new and continuing
promotion. | think it is not too early
to start making our plans now for that

It may seem
strange tolake an
objective look at
the question of
how to sell so
well  proven an
advertising med-
ium as radio at
=0 late a stage In
it’s

period in the latter half of 1950.

Pice-President
American Broadeasting Co.

New York

. Mr. Barnes
Ivor KENWAY a

Nolre

the game . . .

almost like telling
Dame
football team how advantageous it is
to “go out there and win.” But as foot-

ball has progressed a long distance

MARKET 1S BETTER
THAN EVER BEFORE! &3

According to the

merchondiser will find o good morket in this orea.

U. S. Deportment of Commerce, the notionol

The diversificotion of industry is broader thon might be

imagined ond poyrolls are prosperous.*

suturites  this  steady,

BILLION

WRNL
QUARTER

growing 3-
DOLLAR MARKET
where EFFECTIVE BUYING INCOME, RE-
TAIL SALES, and POPULATION (the fig-
ures you live by!) continue to grow at a rate
which exeeeds both state and natien!

WRNL's 50-t0-1009% BMB coverage of this
39 - county area means high - powered sales
impact in 115,630 radio homes—and the fa-
cilities of WRNL's magnificent Radlo Center,
encomupassing the very last word in technieal
cquipment  and construction, staffed with
competent, trained personnel, give you the
FINEST in qnality of breadeast!

New Publication, “County Business Patterns.”
Office of Domestic Commerce,

5000-WATT ARC
AFFILIATE

by

WRIL

RICHMOND , VIRGINIA

REPRESENTED BY EDWARD PETRY & CO.

from the “flying wedge days” so has
radio advertising metamorphosed to
what it is today, and it deserves a re-
mspection by everyone in the industry.
Radio advertising today must be
sold in the strictest of business-like
terms.  With the wide-spread accept-
ance of advertising and market-analy-
sis techniques applied to this medium,
the simple passage of time and the
mcursion of advertising’s new glamour
girl, television  radio has ceased being
the darling of the well-heeled sponsor.
This all reduces radio to a compara-
tively even footing with the other me-
dia. Well, where’s broadcasting’s plus
factor? 1t’s in dealer and point-of-sale
merchandising and promotion.

Many times in the past vear [ have
known of decisions in favor of radio
and in favor of one station or network
over another where it was not so much
wattage, BMB studies, production fa-
cilities and the like that clinched the
deal; rather, it was the amount and
kind of merchandising and promotion
assists guaranteed by the station or
network. This is the new dimension
in radio advertising; coverage and
program is no longer enough; more
must be done to clinch sales. WLW.
Cincinnati, was a pioneer in this plus
service; a casnal examination of their
available time for sale is proof enough

~of how Important tlis service becomes

to advertisers.

Recently, in behalf of our client,
Helbros Watclies. we contracted for the
“Richard Diamond. Private Detective”
program, starring Dick Powell, over
NBC. Many fine program properties
and good time segments, all at the
right price, were offered to us. What
decided us in favor of “Diamond” and
NBC was the terrific merchandising
and promotion campaign we were able
to set-up through NBC and Powell.
Not only will the network give a con-
sistently lreavy national push, but they,
with ns. are themselves going to pro-
mote to the dealers and the consumer,
as will each of their member stations
on the local level.

Of course, a watch is a product ad-
mirably suited to this kind of treat-
but there is mo advertisable
product in existence. from corn flakes
to Alsatimn  saddle-soap, that woir't
show a noticeable sales bump with this
kind of coordinated advertising.

Howarp G. BARNEs
Vice President
Radio & Television
Deorland, Inc.

ment ;

SPONSOR




MUTUAL WI E C 1450 KC

ONE OF THE GREATEST LITTLE STATIONS IN THE NATION!

[
_ PROMOTION!
[
SANDUSKY POPULATION
| OHIO COVERAGE!
« RENEWALS! o
i PROGRAMING!
:AON. THRU FRI. | WLEC A B, ¢ D | E
8 TO 12 NOON | 416 | 292 | 159 | 85 | 08 | 15 |
1270 6 PM | 435 | 253 124 | 61 | 21 | 1.6
6TO 8 PM | 359 31.1 11.9 | 104 3.0 2.2
8 TO 10 PM | 26.1 | 382 18.1 6.8 2.0 2.0

| Y WINTER 1949 HOOPER INDEX

just ASk EVERETT-McKINNEY AND LEARN

ONE OF THE GRANDEST VALUES IN
RADIO ADVERTISING TODAY!

30 JANUARY 1950 59



Late in 1916 srONSOR h()pctully published the

first 1ssuc of a unique magazine devoted 1009

‘ to helping advertisers and advertising agencies
w L C
‘ | appreciate, evaluate. and effectively use radio
and television advertising.

= Every year since its mception sroNsor has
llis issued a report to its readers describing its
| ) state of health, its growth, what it has done, !

what it intends doing. When a magazine serves

[
- 3 an mdustry we believe that 1ts readers are en- i
““I titled to such mformation. ;

Herewith are some [acts of particular mterest.

As of the 1ssue of 30 January, 1950, sroxNsor

1 h‘] "S‘] Ild had published 4,424 pages.  Of these. 714 pages
J [ R were printed m the first year, 1194 pages n the
sccond, 2186 pages since.

\ About 5397 of the total linage has been de-
‘ voted to editorial, 1797 to advertising.

sPoNsor started with a staff of eight. One year

later 1t had twelve. Today it has twenty.

m

4
/Z)l' /)lll/(’l'.f ()/ l'(l(/l() (1”(/ [(’/(’Ul.fl().’l
[



SPONSOR began 1ts career as a monthly. When
the need for more frequent publication became
apparent it shifted to Dbi-weckly operation
every-other-Monday) . a schedule that it has

maintained since the beginning of 1949,

Simultaneous with going bi-weekly. sPoNSOR
was granted second-class mailing privileges. In
slightly over two years sroxsor has succeeded
m converting considerably more than 5097 of

its guaranteed 8.000 copies to paid circulation

at the highest subscription rate in its field.

Today sroxsor has more paid subscriptions
among national advertisers and agency execu-
tives than any other wrade publication devoted
to radio and television. It has more than twice
the total advertiser and agency circulation of its
nearest competitor.

During the problemerift year 1949 sroxsor's
opportunity to serve the broadcast advertising

mdustry hit its full stride. Before the Broad-

cast Adverusing Burcau became a reality srox
sor editorialized time and again on the urgency
of an industry promotion-and-selling bureau.
The Big Plus, Radio Is Getting Bigger. Let's
Sell Optimism (adopted by hundreds of sta-
tions and reprinted by the thousands) were
created and published during 1949, sroxsor
ammed 1ts “pictorialized facts-and-figures tech-
nique’” on timely subjects. In additon o its
regular 1ssuzs 1t produced. during the year, the
Summer Selling Issue. Fall Facts Issue. NAB
Evaluation Issue, 99 TV Results (three print-
ings) , IF'arm Facts Handbook.

These are some sroxsor contributions. over
and beyond its normal activity, to its readers.

We believe that sroxsor’'s growth is in pro-
portion to its fulfillment of outstanding indus-
Lry service.

In this crucial year 1950 we Dbelieve that

SPONSOR 15 on the road o greater achicvement.

| ‘I]l' S"R 5710 %4(1(/13011 _/411011110, 7/7010 yore 22
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WELD < COL

* COWAN - oo #5

WWiRL

NEW YORK

WILL BEGIN OPERATION
on
5,000 WATTS POWER

ON OR ABOUT FEBRUARY 15

WWRL delivers its selling signal to 9,005,442 potential
buyers in the rich, greater New York.

WWRL covers America’s Greatest Buying Market at the
Lowest Cost.

WWRL specializes in foreign languages and the Negro
market.

1600

“The HIGH Spot on the Dial”

62

| PREMIERES
| (Continued from page 43)

be widely publicized.
[  Joint showings are scheduled in Ma-
con and Columbus, Georgia, and in
Cedar Rapids, lowa.

No audience will be left untapped
by subseribers. Many stations are
placing prints in libraries and univer-
sities on the theory that the student of
‘today is the advertiser of tomorrow.

To insure safe and punctual delivery
of the film to subscribers, BAB has
‘hired Modern Talking Pictures: this
| outfit will work out distribution.
| BAB’s Maurice Mitchell and his sec-
retary, Virginia Rolls, got things roll-
ing by telling MTP’s executives about
presentation dates of subscribers.
MTI” determined the number of prints
to be placed with each of its 26 film
exchanges: these are located in the
major U S. cities. In areas where
the demand for prints was heavy. the
exchange nearby received many films
and vice versa.

Subscribers who need both a print
of the movie and a projector can get
help from Modern. The firm has 160
projectionists located in various
parts of the country. The projection-
ists will provide projector. screen, and
print at the designated place and time.
Mitchell has urged subscribers to make
use of these services. cautioned them
against hiring amateur projector op-
erators.  \n interrupted showing due
'to some technical mishap can ruin an
entire presentation.

Subscribers who have their own
‘projector and screen equipment, or-
dered prints of the movie only., Prints
are sent to subscribers from the near-
est exchange.  When subscribers con-
clude their premieres they return the
film to the exchange. 'There it is
cleaned. inspected (see pictures) and
then sent on to the next subscriber.

The overall success of LIGHTNING
THAT TALKS, explains Maurice
Mitchell. depends on the consideration
and cooperation of all the subseribers.
Late film returns mean cancelled pres-
entation dates.

Should a subseriber fail to return
fa film, or lose it. BAB has reserve
prints available.  LIGIIFNING THAT
TALKS is the industry’s most impor-
tant =elling tool to date. And every-
thing possible is heing done to make
sure subseribers can use it on time

and in the right atmosphere.  * * %

SPONSOR




WoJJIDE

Chicago’s BEST
50,000 Watt BUY

A MARSHALL FIELD STATION
REPRESENTED

NATIONALLY BY
AVERY-KNODEL
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Lang-Worth Member Stations
to Share in Rich Bonanza of
Sponsors® Gold during 1950

A Nation-wide survey, just completed, conclu-
sively proves that advertisers and agencies are
supporting Lang-Worth’s plan to increase local
station income. This plan, initiated July 1947,
was designed to promote a greater use of the
Lang-Worth Library Service among advertisers
and agencies—to facilitate the use of this service
over Lang-Worth member stations and capture
advertising money that heretofore was directed
to local newspapers and other non-radio media.

160%Z DOLLAR INCREASE

According to signed reports from Lang-Worth
station members, advertisers and their agencies
spent $3,521,430 during the 12 months of
1949 sponsoring Lang-Worth production pro-
grams. This represcents an increase of 160%
over 1947, the year the plan was started, and
66% increase over 1918,

Reports from member stations and interviews
with agencies all point to a still greater com-
mereial use in 1950, making the estinrate of
£5.200,000 most conservative (see graph).

273 STATIONS POLLED

The figures nsed in this statement are based
unpon sigued reports received from 573 Lang-
Worth stations (92% of the total). Every type of
station was represented. From 50 KW’s in
major markets to 250-watt outlets in suburban
arcas. 55% were network, 45% independent.

I fcel it important to emphasize that this
statenicut is restricted to ineome received solely
from a special group of shows conceived and

written by our program department and made
available to advertisers and agencies for spon-
sorship over Lang-Worth member stations. It
does not include several million dollars of
additional revenue from participating and disc
jockey programs built from the Lang-Worth
Library by the member stations, but not re-
ported in this survey.

The Lang-Worth shows included in station
reports were: The Cavalcade of Music, Mike
Mysteries, Through the Listening Glass, The
Emile Cote Glee Club, Meet the Band, Riders
of the Purple Sage, The Concert Hour, Blue
Barron Presents, Keynotes by Carle, The 4
Knights, Drifting on a Cloud, Salon Serenade,
Airlane Mclodies, Pipes of Melody, Time for %
Time and Your Community Chapel.

WHY *5.009,.000 FOR °50

The normal trend of advertisers toward an
accclerated use of Lang-Worth Service during
the past 3 years (see graph), compled with
“inmer-circle” reports from advertising agen-
cies and station representatives, more than
justify the statement that <$5,000.000 for 50
is a modest estimate.

However, Lang-Worth will not sit by com-
placently and rest on yesterday's laurels. Rather,
we are now geared to nse these suecess records
as the impetus for an even greater cffort towards
fulfilling tomorrow’s prophecy.

Lang-Worth Program Serviee will be still
more attraetive to advertisers in 1950. New and
outstanding name talent is making onr present
production programs cven more inviting to

o
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sponsors’ gold. New IDEA programs, half-hour Y .
and 15 minutes across-the-board, with separate . ‘
voice tracks and personalized announcements MILLIONS ?
are in the works . . . plus an abundance of ; v
production aids and gimmicks which are made L $5

possible only through the amazing NEW Lang- C T
Worth 8-inch Transcription.

NEW 8-INCH TRANSCRIPTION

Advertising agencies have a reputation to pro-
tect and must exercise extreme caution when {
recommending a product for their client’s use. R
The NEW Lang-Worth 8-inch Transcription has an
received the enthusiastic endorsement of every
advertiser and agency who attended the special
auditions held throughout the country.

Beginning April 1, 1950, all Lang-Worth
member stations will be equipped with full N
service of the NEW Lang-Worth 8-inch Tran-
scription. Not only is the product superior in
tonal fidelity . . . not only is the signal to noise
ratio greatly increased, but now, for the first
time, agencies can guarantee to their clients
brand-new, crystal-clear transcriptions. Now,
for the first time, agencies may recommend i 56%
with complete confidence a still broader use JDCVESE
of the Lang-Worth Program Service. 2

$5,000,000 for ’50 is a pushover! Personally,
I anticipate a 100% dollar increase in 1950
over 1949.

56%
increase

$5,200,000

25%
increase

$3,521,430

C. O. Langlois, President

LANG-WORTH
| f
. FEATURE PROGRAMS, Inc.

113 WEST 57th STREET, NEW YORK 19, N. Y. b e e — - - —

$2,112,045

$1,080,000
$1,351,500




HELL NO!

We Don’t Make

Preposterous Claims

... but here are a couple

NOBODY else can make:

1, More people who dial
1280 in

ROCHESTER
get WVET than any

other station.

2, We are the Number 1
Mutual Station

in the entire city of

ROCHESTER

P.S. We've got dozens of
We'd
like to tell you about

others, too.

them sometime.

The Eager Beaver Station

In Rochester

WVET

5,000 Power-Full
WHATS!
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ME TOO
(Continued from page 15)

(sce sPONSOR for 12 Septeinber, 1949)
had not been made. WMT commnercial
manager Lewis Van Nostrand had no
controlled experimental evidence to
show (as the Lazarsfeld study later
did) that radio commercials have a
decided edge over newspaper ads in
their power to get attention, inspire re-
membrance and liking, etc. But he did
have plenty to say about the flexibility,
frequency. and impact of radio as re-
vealed by WMT success stories.

| Drake had never used radio. He
wasn’t convinced.

But the Gazette suddenly found it-
self reaching for a hot potato. The
theory behind ME TOO was that no
other food store could undersell Drake
—he would say "me too” to any ad-
vertised price. This was to be the
theme of the small boxed-type ads with
which he proposed to herald his open-
ing. The Gazette, mindful of other
food accounts, said “Not us.”

As a result the big supermarket
opened alimost cold. Five one-minute an-
nouncenrents on WMT (cost then about
$40) with about the equivalent amount
| of space in the Gazette comprised the
pop-gun opening announcements.

That was enough to bring people for

{a look at the new store, and for the
next nine months Drake, with the as-
sistance of Witwer, relied on smart
| merchandising and word-of-mouth ad-
vertising to spread the word about ME
'TOO shopping advantages.
" In May, 1939. WMT convinced
’ Drake that he could vastly strengthen
ME TOO sales by a regular schedule.
Drake decided to start with five 100-
word announcements a week.

The copy explained the store’s name
and sold an occasional special. From
the very start the specials zoomed store
traflic. Overall sales were always up on
“special” days. In addition to making
new customers, this was a basic aim of
the ““special™ idea.

Within a few weeks Drake had no
more doubts that the impact and mem-
ory value of the spoken word could
move housewives to his sales floor—
literally in droves. He was readv to
accept the station’s next recommenda-

tion when it came.

The station believed that a ML TOO
program to which housewives could
listen at the same time of dav, week
in and week out. would help establish
|the business as a personality. And it
would cultivate regular listening. The

vehicle chosen was “Crimson Trail,” a
transcribed cliffhanger produced by C.
P. MacGregor. “Crimson Trail,” fea-
turing exploits of the Canadian “Moun-
ties” was aired Monday, Wednesday,
and Friday. 5:30-5:45 in the afternoon.
until the end of 1938.

By this time Drake had thoroughly
tested his formula for the “radio spe-
cial.” It was an instrument destined to
make ME TOO No. 1 perhaps the larg-
est single grocery store operating he-
tween Chicago and Denver. It buih
two additional supermarkets in Cedar
Rapids and a third in nearby Marion.
lowa. It liftied Drake’s five older stores
from so-so operations to highly profit-
able producers (their potential doesn’t
warrant expansion to supermarket
status).

ME TOO No. 1 now grosses over
$1,000,000 a year and the three other
supermarkets average close to that.
Drake’s Store in Blairstown (popula-
tion 500), and the outlets in Marengo,
Belle Plaine, South English, and Wil-
hamsburg. lowa, together gross about
$1,000.000.

The secret of the daily radio special
was, and is, to make certain that the
radio bargain represents a genuine
money-saving value. At the get-togeth-
er of store managers in Drake’s mod-
est Blairstown oflice every Thursday,
one of the questions thrashed out is
the next group of specials.

The items are chosen as much as two
months in advance. Two weeks is
about the least time in which a deal
can be arranged. Individual store man-
agers must have time to place their
orders: radio copy prepared. ete. Sup-
pliers in some instances need more
than a few days™ advance notice in or-
der to make shipments.

The late afternoon “Crimson Trail”
mmade friends for the ME TOQO chain
and its associated stores. lts three-a.
week messages made the daily specials
the hottest grocery merchandising gim-
mick in the chain’s trading arca. But
Drake decided, at the end of 1938, to
step up the tempo of his advertising
pressure to six days a week. 1t also
made sense to spot his copy in the
morning early enough to catch the fam-
ily marketers before they made up their
list= for the day.

WMT’s morning schedule included
two <45-minute musical clock type pro-
grams running from 7:15 to 9:00.
These periods included popular music,
time signals, temperature and weather
reports. ete., and were conducted by

(Please turn to page 08)
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3 and Selling
Dayton, Ohio

There is one important conclusion that we at WING
would like to draw from our 25th anniversary
which we celebrate this year. We have
continued operating for a quarter century
because we have continued to bring a solid
value to our community and to our

advertisers.

This year, as in years past, we offer quality
programming, quality merchandising assistance,

gnhc:oe;?’t::(l::t coverage of the valuable Dayton, T/{g D/{)//éfl S/;//;éid

WEED & CO.— NATIONAL REPRESENTATIVES

1950 . . . OQur 25¢th Anniversary Year
RO 0 F N ¥
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utilizing WGY 10 years ago
are using WGY today

...reason?

6 /g/////
7 2y

Represented Nationally by NBC Spot Sales

WRGIB reievision

CHANNEL 4

Serving Eastern New Yark, Western New

England, Albany, Tray and Schenectody
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ME TOO

(Continued from page 606)

WMT's ace morning mnre., Howdy

Roberts. The periods are sold in 15-

minute segments. ME TOO became
sponsor of the 8:30-5:15 quarter-hour,
beginning in 1939.

A daily deal often sells from a mini-
mum of a thousand up to five thousand
units. It isn’t unusual, however, for a
popular deal to sell many more.

For example. last May an offer of
three bars of soap for a dime resulted
in 8.100 sales. Last November a Jell-O
special at a nickel a package brought
5,700 sales. Sometimes a special pur-
chase will enable Drake to run a hot

“radio special and come out very well

financially at the day’s end.

It is an absolutely unbreakable rule,
however. to make no attempt to dilute
the established value and acceptance of
the ME TOO radio specials by slipping
an occasional fast one over on the buy-
er. This is perhaps the greatest single
factor in the unbroken success of the
gimmick over the years,

A novice would probably call the
radio copy written in Blairstown by
Drake’s assistant, George Haloupek,
“unprofessional.” But Haloupek knows
his listeners. His very direct copy is
the kind often labeled “straight from
the shoulder.” The selling is hard, but
the copyv is direct talk about things
housewives are vitally interested in: de-
tails on price and quality : information
on why the ME TOO and afhliated
stores are good places to shop.

The station has the privilege of edit-
ing the copy, but as a matter of prac-
tice they don’t. Roberts. an announcer
with the “common-touch.” often ad
libs around the commercial. The pro-
gram is also used to push some ME
TOO label products. such as flour, cof-
fee. and salad dressing. Sometimes a
contest. or other promotional ginmick.
i nsed in this connection. The meat
and fresh vegetable departments are
frequently pushed. But never at the
expense of the radio special.

All stores display the radio special
cach day and use carnival type posters
to tie in with the WMT program. At
present the Cedar Rapids Gazerte has a
contract for about five or six inches a
week through the Vear.

This space is used in various ways:
institutional plugs: the radio special:
other items. In most nstances the small
ads feature one good item each dav.
following a WMT recommendation

(Please turn to page 70)
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A STATEMENT FROM

L

We believe that a radio station has a duty to its advertisers
and to its listeners. We believe that, every once in a while. it
is a radio station’s duty to restate its principles, to review its

purpose for being, and to advise its advertisers and listeners

of the company they are keeping.
4

At WGAR. our actions are governed by certain beliefs that

we feel are important for the good of listeners and for the

benefit of our clients.

1. We have one rate card. Al WGAR adver-
tisers pay the same amount of money for similar

services. And we do not accept P. L advertising,

2. We believe that any attempt to buy listening
by offering prizes as a reward is a deception not
in the publie interest. Our high listenership is
ereated and maintained through the exceptional
entertainment and informational value of

our pl’()gl'illllS.

3. Every day, Cleveland’s Friendly Station is
invited into hundreds of thousands of homes in
Nortlicastern Ohilo. Therefore we strive to act as
a becoming guest. No advertising matter. pro-
grans or annonncemenlts are uvvclm'(l which
would be offensive, deeeptive or injurious to the

interests of the publie.

4. We believe in fairness to responsible people
of all convictions. Those of different religious

faiths broadecast freely ...and free ... over our

facilities. Balaneed controversies are aired reg-
ularly without charge. We practice freedom of
expression without penalty to those whose

opinions differ from our own.

5. We believe that we serve our advertizers
more cﬂbcti\'cly by broadcasting no more than

a single announeement between programs,
*

These are but a few of the principles by which
WGAR lives. For more complete information.
write for a printed copy of WGAR™S code of
operating rules and advertising standards. 1t isa
guide that results in listener belief nrus .. . and
helps us to best serve them and our advertisers.

And there are more of both ... listeners and
advertisers . . . than ever before. In 19 years. we
have grown from 500 watts to 50,000 watts. Our
business in 1919 set an all-time record.,

If you are not advertising on WGAR. we in-

vite you into the good company of those who are.

50,000 WATTS

Represented Nationally by

Edward Petry & Co,

30 JANUARY 1950
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Radia—America’s Greatest Advertising Medium
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ME TOO

«Continued from page 08)

over len years ago that by f(‘aluring
one hot item dav in. day out, week in,
weck out. month in, month out. even-
tually the personality of their opera-
tion would get across,

An aceident sometiimes shows up the
flexibility and instantancous impact of
radio with startling effect. In 1948
three carloads of fresh Colorado
peaches were held up several days en
route to Cedar Rapids. The [ruit ar-
rived so ripe that the juice spurted
when Drake bit into it. Tt had to be
sold in one dav.

What to do?

Drake decided to jerk the canned
beans (eanned goods comprise most of
the specials) and substitute the peaches
as the niorrow’s special. The live scene
actnally developed as suggested at the
beginning of this story. By noon there
was=n't a peach left in any of the Drake
stores. Announcements on a single pro-
gram accounted for this phenomenon.

And how did Ben Gradus and his
IMPS camera happen to be on hand in
Cedar Rapids in 1918 o film that
scene in front of No. 17 THe wasn't.

But hold on.

It really happened as pictured in
the film: and Gradus was there to film

THE SOUTH BEND MARKET MUST

BE COVERED...AND ONLY

WSBT COVERS IT!

WSBT completely covers this marker—and what

a market! Its heare 1s South Bend and

Mishawaka, two adjoining cities with a com-

bined population of 157,000. The total

population of the South Bend market is over

half-a-million, while 1948 rerail sales

toraled more than half-a-b://i0n dollars!

In addition to its complete coverage of the

South Bend marker, WSBT's primary area

includes another million people who spent 911

million dollars in reail purchases in 1948!

The South Bend market is one of America’s

biggest and best. 1t must be covered! It

15 covered by one station—and only one.

No other station, Chicago or elsewhere,

even comes close.

WSBT duplicates its entrre
schednle on WSBT-FM  at

no extra cost to adrertisers.

SB

SOUTH BEND

5000 WATTS « 960 KC +« CBS

PAUL H, RAYMER
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it. The answer? Gradus went to Bill
Drake in 1919. They put their heads
together over the question of filming
an authentic response to a radio spe-
cial. “Why not make peaches the item
again?”" asked Gradus.

Again three carloads of peaches were
disposed of by noon, after being fea-
tured just once (the morning of the
sale) on the ME TOO musical clock.
The camera caught not a staged scene,
but the action just as people flocked to
ME TOO after the special was aired.

The Drake chain is operated from
thie same small back-store office with
hand-erank telephone that he oecupied
before radio built him into a big-time
groceryman.

Trusted lieutenants manage the in-
dividual units. Their counsel in the
regular Thursday morning meetings is
no mere formality. Weaver's long ex-
perience as a succeszful wholesaler is
given due weight in these counsels, but
Drake is boss.

Drake’s philosophy of marketing
food is basically simple: buying and
selling at the right priees—plus smart
radio. He spent about $3.000 on total
adventising eleven years ago. In 1949
his bill for broadeasting was about

£6.500. Smart advertiser? * * %

——. -

To Cover the

Greater Wheeling
(W.Va.) Metropolitan
Market Thoroughly
YOU NEED

WTRF

AM-FM

Proof . . .

Consult the Hooper Area Coverage
Index, 3-County Area 1949, and see
how well WTRF covers the Wheeling
Metropolitan Market of Northern
West Virginia and Eastern Ohio.

Studios and Transmitter:
WOODMONT, BELLAIRE, OHIO

Represented by
THE WALKER CO.

SPONSOR
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INDEPENDENT
RADIO STATION
IN MICHIGAN
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"HOME STATION” wn. te Deleod

/ ' M/‘ “

UMY “Homl “Hom

For more than half the For the most loyal " For the lowest rate per
total radio homes in listeners in Detroit. 1,000 listeners in Metro-
Michigan. politan Detroit area.
Phone Jordan i CAM. 1340 K.C
46523 .
s hi | F.M_ 104.3 M.C.
Royal Oak, Michigan | A e

REPRESENTED NATIONALLY BY THE FRIEDENBERG AGENCY, INC.
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In the long run, it’s results that count . . . solid,
measurable results that have linked these

national advertisers to NBC year after year, together
with dozens of other leaders now building up
similar long runs . . . obvious effectiveness that in
1919 won 24 new network sponsorships

for NBC. .. busiest network in America.

Tue NATioNAL BROADCASTING COMPANY

A service of Radio Corporation of America
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on NBC for more than 20 yeurs:
The American Tobacco Company
Bristol-Myers Company (
Cities Service Company
General Foods Corporation
General Mills, Incorporated

Standard Oil Company of California

on. NBC for more than 15 years:

American Home Products Corporation

B. T. Babbitt. Incorporated
Colgate-Palmolive-Peet Company

The Firestone Tire and Rubber Company
S C. Johnson & Son, Incorporated

Miles Laboratories, Incorporated

Philip Morris & Company, Ltd., Inc.

National Dairy Products Corporation
The Procter & Gamble Company
Radio Corporation of America
Sterling Drug, Incorporated
Sun Oil Company

on NBC for more than 10 years:

Brown & Williamson Tobacco Corporation

Medium

Campana Sales Company

E. 1. du Pont de Nemours & Company, Inc.
Lever Brothers Company

Lewis-Howe C'ompan_y

Liggett & Myers Tobacco Company
Manhattan Soap Company

The Pure Oil Company

R. J. Reynolds Tobacco Company

Skelly Oil Company
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Jheatre Guzla’ on l‘éeﬁzr

| During the past season, Theatre Guild on the Air reached a new peak in listener-
ship. This is particularly gratifying to all who have participated in attaining
this goal.

For our part, we'd like to take time out to sav “Thanks” to the outstand-
ing stars of stage and screen and all others who have helped us present full-
hour programs of top-flight entertainment to our many new and old friends
across the nation.

We plan to continue to present radio drama at its best—over the 164
coast-to-coast stations of the NBC network. \

UNITED STATES STEEL HOUR ‘€9

SPONSOR
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PRUDENTIAL

(Continued from page 53)

In addition to hundreds of case his-
tories like these, Pru has other direct
evidence on which to base faith in its
radio approach. Several years ago the
conipany did a coast-to-coast survey.
asking 2.000 families to name the ra-
dio program they regarded as most
educational. The “Prudential Family
Hour,” which was basically entertain.
ment. had made such a good impres.
ston that it came out second. Obvi-
ously. by convincing listeners that
your program is worthwhile, you go
a long way toward impressing them
with the company’s quality.

A more recent and more extensive
snrvev by Prudential asked radio lis-

W-I-N-D

teners which of the insurance com-
panies had radio programs. Far more
people knew abont the two Prudential
programs than abont the various pro-
grams of competitors,

In terms of sales radio has obvi.
ously paid off as well During recent
vears Pru’s sales Irave mounted stead-
ily. and the company is pulling ahead
of Metropolitan in some insurance eate-
gories.  Met, until the time Pru went
into radio strongly, had led in sales
for most ty pes of insurance.

Prudential has been making fast
friends over the radio ever since 1939
when it went on the air ax the first
sponsor of “When a Girl Marries.”
Pru kept the soap opera for two years.
then dropped it when it had already
built up a vast audience.

Why?

Simply because a soap opera, even
tf it has tears, and troubles. and sex
appeal. hasn’t got what it takes to put
the right aura around the Prudential
Insurance Company. For, as Benton
& Bowles vice-president Michael Car-
lock put it recently, “The whole pro-
gram s the commercial.”

Benton & Bowles, as Pru’s agency.
got the company into radio with
“When a Girl Marries” as a starter,
then suggested a shift in course toward
a program with subtler. richer over-
tones: the “Prudential Fawmily Hour.”
(*When a Girl Marries” soon found
another sponsor. went on to become
one of radio’s most successful soap
operas.)

“The Family Homr™ starred Deems

<in CHICAGO

IN TOTAL AUDIENCE

24.7%
15.8%
10.0%
°  98%
—
|

|
{
{

NET NET WIND  NET

A B c

JULY THRU DEC, 1949
6 AM-MIDNIGHT
7 DAYS A WEEK

8.7%
5.6%
4.7%
= 239
NET INDEP INDEP INDEP
D 2 3 rt

LEADING 2 NETWORKS
AND ALL OTHER
INDEPENDENTS

SOURCE: PULSE OF CHICAGO

®THIRD IN TOTAL AUDIENCE—FIRST IN AUDIENCE PER DOLLAR

WIND-CHICAGO « 24 HOURS A DAY e KATZ AGENCY, INC., REPRESENTATIVE
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Tavlor and Cl:dvs Swarthout., It was

CB=. 5:30)

a Sundav afternoon ~how

featuring ballads and Light opera  mu-
sic for middlebrows. (1t~ H()()pel' was
only middling. too. 1t hovered be-

tween O and 8 for vears) i the course
of vears the program’s stars changed
but its format remained the same,
Then, it the fall of last vear. Pru
made a big switch.  Drama replaced

the middlebrow music. Reasons:

1. Listening was falling off: com-
peition on that time <pot had stiffened
since 1911 with appearance of other
big Sundav programs:

2. There ceemed to be a wtend in
popular appeal toward dramatic ~hows,

In making the change Pru didn't
throw its advertising principle~ over-
hoard.
“Family Hour of Stare.” staved on a
high entertainment level. kept the samc

The new program, called the

"WHOOPEE! WERE GOIN'TO

-“hvu WDAY takes its Talent

Parade “on the voad.” farmers and
their wives for miles around turn
out in a gay party mood. To ¢unote

a recent radio magazine ariicle:

“WDAY has

weekly 30-minute Falent Pa-

promoted its

rade until it is a regional phe.
nomenon. . .. For many (peo-
ple) it is the first live enter-
taimmnent lllc-)‘ have ever seen.
.« . For others. 1t is the big

~ocial eveut of the season.™

WDBAY s amuazing popnlarity among
the Red River Valley™s “lauded geu-
v is one of the wonders of radio.,
But there’s o lot more to the story:

WD)

Hoopers in the

also gets the highest eity
What's

more. both “aundicnees have aver-

nation!

age Effeetive Buyving Incomes “way

above the national average!

Write to 1= or ash Free & Peters
for al the fae:s aboat this fubnlous

station .

o WDAY'S PARTY!"

FARGO, N. D.
NBC - 970 KILOCYCLES
5000 WATTS

Frer & PETERS, Isc.

Exclusier Natlonal Reprrseniaswes
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time and retwork, [t presents adapta-
tions of good plays like “*Elizabeth the
Queen.” “Marv  of Scotland.” and
“Wintersel.” or of good books. like
“The Great Gat:hy.” It doesn’t go in
for radio reproduction of Cecil B. De-
Mille epics or other <uclt flim=y Holh -
wood fare.

So far. llooper ratings of the <how
have not been high.  But they are run-
nming 19 percent over the last ratings
of the musical program. And it’s hoped
that thexHI run higher still as word
about the program slowly gets around.

Those last three words. mcidentally.,
arve significant one« in Pru advertising.
Pru commercials don’t hit vou where
vou breathe. They don’t make vou
run to vour nearest insurance agent.
But slowly they help the word get
around about Prudential and attemp
to build trnst in the company and its
thousands of agents all over the U. S,

Prudential has three basic commer-
cial approaches:

[. It explains the variety of means
by which insurance can provide for a
family s security. describes the many
different ty pes of Pru policies and spe-
cialized riders:

2. It explains the valuable benefits
provided for in various contracts-
urging present ’ru policy holders not
to overlook then.

3. It builds confidence in Pru
agents by explaining that thex re hand
picked. highly trained.

Lately. the company has also started
to take listeners behind the scenes. ex-
plaining how Prudential works. They
are told that rates for in-
<surance would be impossible without
Prudential’s business investments,
They hear human interest stories about

present

samall businessmen who were granted
long-term loans by Pru. Or how Pru
takes policy holders” monev and uses
it to vitalize the American economy.
lending it out to <mall home builders
aud companies clearing swamps for
tand  development. By emphasizing
that it money gets out 1o help small
businessmemn. Pru helps build the ym-
pre==ion that it i~ a kindlv. warm com-
pany rather than a distant institution,

since 1911 Pru has
Sunday afternoon program with a five-

balanced it

15 - minute morning  show
L1:300. This show features Jack
ineredibly

a-week,
Y H

Lerch,
cormy though likable singer and crack-

a wlimsical and

er-barrel philosopher.  Berch, whose
voice. even when he's speaking. prac-

(Please turn to page 73)

SPONSOR
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HOOPER proves WHIO AM-TV
FIRST in the
DAYTON, OHIO MARKET

A 4

: On the average, when sets are tuned to Dayton AM Stations, 3
FIRST in AM are tuned to WHIO for every 2 tuned to all other Dayton stations.

Homes
Using
Sets

WHIO

Station
Stations

WHI0
B&C(C

Total Rated
Time Periods

- 24.3

31.1

12.7

85 |31 21.2

Hooper Station Audience Index October-November, 1949

WHIO-TV has a bigger share of the TV audience than any other

FIRST |n TV TV station in the Dayton, O., market (32,000 TV sets in this market
according to distributor’s estimates, January 1, 1950. By the time
you read this, there should be considerably more).

Sun. thru Sat.

35.7

28.6

7.'

Share of TV Audience Share of Broadcast Audience
" B'cost’ Radio v {Base: TV Homes) {Base: Random Homes)
ight
Nig Avd. Avud. Aud.
WHIO-TV Sta. B WHIO-TV TV Station B
Average

50.2

39.2 10.0 7.8

Hooper TV Station Audience Index Evening 6:00-10:00 PM October-November, 1949

The Dayton Daily News
and the Journal-Herald

For maximum results at minimum cost—for sustained listener loyalty—for faster
sales and increased profits, join those in the know—buy WHIO-AM and TV.

Affiliated with

THOSE IN THE KNOW BUY

WHIO-TV Represented natfionally by the Katx Agency,

WHIO-AM Represented nationally by G. P, Hollingbery Compan

in




| PRUDENTIAL

(Continued from page 76)

tically begs for guitar accompaniment.
complements  the “Family Hour of
Stars™ perfectly.  He takes care of the
lower brows for Pru. was put on the
air with the special aim of reaching
the thousands of “industrial” insur-
ance buyers in the country (industrial
insurance is the kind with weekly pre-
miums payable in amounts as small as
a dime).

The Berch show has a Hooper of
between 4 and 5. Add this to the ap-
proximately 6 of the “Family Hour of
Stars” and you still have what secems
a vrelatively small audience. But. a
Nielsen combination study shows that
over a period of eight weeks, taking
every other week. the total audience
reached by the two shows added up to
53.2 percent of all radio homes in the
entire country.

That ain’t hay.

In fact. it’s a sign the two shows are
far more effective working together
than a quick look at their raw ratings
individually would indicate. The two
programs show an audience duplica-
tion of only 15 percent over the four
alternate  weeks referred to above,
which helps account {or the high total
audience. And a high total audience
over a period of weeks is more impor-

A new advertiser, without previous
radio experience, bought a participation
on WIP’s “Dawn Patrol” (1:00 A.M. to
6:30 AM.) . .. and six weeks later he
wrote his agency . ..

“Our service department has picked
up considerably and last week we sold
four of the five cars we advertised . . . we
would like you to examine the possibility
of ADDITIONAL RADIO TIME.”

Yes, WIP is . .. LIGHTNING THAT | B hos to deive ite selling meecase
TALKS—proﬁt’ which has o danive ils se g message

home often and steadilv. Pru wants

tant for ’ru than for a soap company.

lo deepen an impression. can do so by
reaching its audience from time to
time (at intervals of several weeks).

_ ' Pru's radio mvestment is relatively
| low in cost. Benton & Bowles las run

several surveys to determine the rela-

. \ tive standing of ’'ru’s shows cost-wise,

. Of seven non serial morning shows.
Ph .l‘ d l h e | | the Jack Berch program cost per 1,000
1. l a e p la listeners was lowest.  Among ten “in-
sthtuttonal™  programs, the “lamily
- 2 B Hour™ wax second lowest in cost per
4 llblc Nlutlla'l ‘ 1.000 hsteners. ahead of the “Tele-
‘ phone Hour.™ “Theatre Guild.” and
“Cavalcade of America” (the shows
selected for comparison are those for
which figures could be obtained ).
Sponsor Adentification  figures  {or
b!’ | the Prin shows are also good. A lloop-
. L v | er survey found that among the five
l‘al.“’Al'l. pETI‘Y & C0. | insurance  company  programs Jack

Bereh was fivst and the “Family Tlonr™

Represented Nationally

second in sponsor identification.
In proportion to the number of lis-

(Please turn to puge 80)
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If you

SELL

GROCERIES
i Soutoru Callffosuia

... here’s dramatic news about a

CONTINUOUS PROMOTION of KFI-advertised GROCERY PRODUCTS
by SOUTHERN CALIFORNIA'S Leadcwg FOOD RETAILERS

Los Angeles is the nation’s second largest
market for grocery products. Now, 50,000-
watt KFl makes Los Angeles an even more
fabulous market for its advertisers through
the most dramatic tie-up in the history of

WHAT IS IT?

KFI1 and leading
food retailers are
cooperating in a
continuing pro-
gram of KFI Val-
ue Weeks. During each of these
weeks one of these food chains
will promote KFI-advertised
products by pricing and mass
displaying, by hefty point-of -
purchase and newspaper support,
by special sales meetings for
supervisors and managers, and
by a number of other individual
selling devices. Each KFI Value
Week will be heavily promoted
on the air for the entire seven-

Already eight of the nation’s larg-
est grocery merchandisers are
cooperating with KFI. Included
are multiple store operators like
Alpha Beta, Mayfair, Market
Basket,Von's—known all over the
country for their shrewd and pow-
erful merchandising of groceries.

Western food merchandising.

WHO BENEFITS?

Everyone...the
stores, KFI, and —
most of all—KFI
advertisers who
will be assured
continuous, powerful assistance
throughout 1950. The stores will
be stimulating the sales of all of
KFI's local and national spot
advertisers whose products they
sell. This includes cleansers,
tobacco products, and most con-
fectionery items as well as foods.

WHAT’S THE COST?

Not an extra cent for KFI gro-
cery advertisers. This is a bonus
for them —an effort on the part of
KFI to make certain that there is
a ring-up at the grocers’ check-
stands every time a KFI
sales message enters a Southern
California home.

WANT MORE INFORMATION?

We will be delighted to give you
more of the details, copies of the
point-of-purchase material, dates
of the various KFI Value Weeks
in specific stores. Just ask us by
letter, wire, or in person.

e C Gy ue.

50,000 wotts » 640 kilocycles
The Los Angeles Static f NBC

Represented nationally by
Edward Petry and Company

30 JANUARY 1950
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PRUDENTIAL
tContinued from page 78)

teners. the Jack Berch show

good mail response.

gets a
Recently Berch
told his audience about a sick voung-
ster. urged that they write him encour-
The child received
thousands of letters and made the front
page of the New York Daily News (a
paper which knows a good bandwagon
when it sces ones).

Taking advantage of Berch’s ability
to pull letters, Pru frequently makes

4ging  messages.

air offers on hisx program. This past
Christnas the company offered a book-
fet containing the words to Christmas
carols,  Some 13,000 hsteners wrote
for it within one week. From time to
time Berch also plugs Pru’s health
booklets.  Berch and the Family Hour
together received a quarter million
picces of mail during 1949,

While the “Family Hour™ is aired
on Sundav to make sure that it reaches
a high percentage of men who are at
home. Berch’s show has a workaday

function. 1t catches the housewife at

‘ 630

John P. McGoldrick
General Mgr.

On the air in Scranton, Pa.—April 1

WQAN

operating in conjunction with WQAN-FM

| owned and operated by the Srratton=Cines

ke.

Frank S. Blair

Commercial Mar.
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her chores 11:30 every morning just
when many agents are making calls.
In LIGHTNING THAT TALKS a
Cedar Rapids. lowa. agent iz shown
gaming entry to a home where he’s

unknown by mentioning the Jack
Berch show to a housewife.  Many

agents use this technique, though I'ru-
dential has no special =ales strategy
built around the show. (Equitable
Life. on the other hand. provides
agentz with letters referring to their
show which they mail out to clients
prior to a call. Equitable in recent
years has claimed that ten percent of
its annual business is attributable di-
rectly to its show and this procedure.)

Pru has its own smooth method of
using Berch for actual sales leads.
When a housewife writes in for a

" health booklet. it's a district agent who

Family Hour of Stars.”

delivers it to her and not Uncle Sam’s
mail man. On occasion Berch himself
goes out on the rounds with agents.
shakes hands with Pru policy holders
in their own homes. After each such
visit. Berch sends an autographed pic-
ture of himself.

Leads Berch produces often end up
as sales. Just how many each year?
Pru officials wish they knew but agents
are busy people. don’t have the in-
stincts of census takers, They rarely
write memos explaining how a sale
came about.

But apparently Prudential. under its
Carroll M.
Shanks. thinks radio does an effective
sales and uname-building job. [P’ru-
dential spent about $1.300,000 on
broadcasting in 1919 (81,000,000 for
Bereh. the rest for the Family Tour).
This is a good deal more than it spends

advertising-wise president

on unewspaper and magazine advertis-
ing combined.

lu the years since Prudential began
to stress radio achertising its sales have
been going up constantly. breaking
past records. And in the year just past
sales reached an all-time high (9 per-
cent above 19481, This fact more
than any other is the elincher for P’ru-
dential in its judgment of radio’s effee-
They figured it woukd open
* k %

tiveness.
doors and 1t has.

Just as sPONSOR went to press there
was a rumor that Pru might drop the
Indications

\are this move would be followed by in-

ception of another program with simi-
lar thinking behind it: Pru’s hasic
| radio philosophy remains unchanged.

SPONSOR
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FIIE PROSPERMONS
SO ERN NEWN ENGLBND

MARKEX

WwTiG
DOMINATES
FHE PROSPEROUS

a”mm N NEW ENG\nyy
7 MARKETY \

Paul W. Morency, Vice-Pres.—Gen. Mgr. Walter Johnson, Asst. Gen. Mgr.—Sales Mgr.

WTIC's 50,000 WATYTS REPRESENTED NATIONALLY BY WEED & CO.
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RADIO BREAKS ITS SILENCE

(Continued from page 39)

appointed a subcommittee charged
with this mission: to give radio long-
overdue means for selling itself.

The subcommiittee consisted of Gor-
don Gray of WIP as chairman; Frank
Pellegrin of Transit Radio Inc. (then
head of the Department of Broadcast
Advertising of NAB); and Thomas
himself.

Gray’s committee started work in

December, 1947 and learned about the
network project. A merger followed—

probably the most important promo-
tion development in the history of
broadcasting. The argument that con-
vinced the networks, and it wasnt
hard to do since they were receptive
from the first, was this: “We told
them,” in the words of Gordon Gray,
“that if we sold radio well from the
grass roots up. we’d be doing the job
for everybody, for networks as well as
small independent stations. If the lo-
cal tire distributor, groceryman, drug-
gist, and department store manager is
sold on radio, that’s all you need to
keep the ball rolling for everybody.”

CONLAN RADIO REPORT

SUMMARY

Morning Alternoon Entire
Periods Periods Survey
BASIC CALLS 2,519 2,802 5321
LISTENING HOMES 477 528 1,005
% OF POTENTIAL AUDIENCE 189% 18.8% 18.9%

DISTRIBUTION OF LISTENING HOMES AMONG STATIONS: ——

A" NETWORK 50,000 W. 26.4%, 25.6% 26.0%
WHLI 24.1 24.6 24.4
“B"” NETWORK 50000 W, 11.3 8.3 98
“C" NETWORK 50.000 w, 17.2 19.5 18.4
“D*™ NETWORK 50,000 W, 9.7 11.8 10.7
OTHERS —FM-TV 11.3 10.2 10.7

Survey Periads. Sunday through Saturdoy—8:00 A.M, 1o 4:30 P.M.

Hempstead, New York,

“THE VOICE O

WHLI

82

HEMPSTEAD, LON

F LONG ISLAND”

1100 on your diel

WHLI-FM

G ISLAND, N.Y.

ELIAS |. GODOFSKY, President

98.3 MC

Following this merger, the entire
radio industry was ready to start sell-
ing itself, after many years of silence.

Just why was this vital step taken in
1947 and not in 1940 or 19377 What
finally made radio’s far-flung and oft-
en antagonistic elements finally get to-
gether? The answer isn’t simple. But
basically, the All-Radio Presentation
has come along as a natural outgrowth
of the industry’s maturity.

For a quarter of a century, from
1920 on, radio grew like Topsy. The
attention of station managers was fo-
cussed on FCC regulations rather than
on sales; they spent far more time
in Washington than they did in New
York and Chicago. where new business
came from. Despite this, their stations

prospered. Sales came almost spon-
taneously.  Industrywide promotion

could wart for tomorrow.

But after the war the FCC adopted
an expansion policy, licensed hundreds
of new stations quickly. For estab-
lished stations all over the country that
meant a smaller cut of the pie and a
decline in profits; the industry’s peri-
od of painless growth was over. It
wasn’t surprising, therefore, that by
1947 there was strong feeling for an

/(2

S ——,

WINSTON-SALEM, N.C.

Is the Leading
Industrial City
in the South

National Rep: The Walker Co.

=
EEE
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NORTH CAROLINA

SPONSOR




\

REPORTER  SUPER SALESWOMAN e AUTHOR

e / /(// I/I/

| (
AMevi y(t/k ol
M Pricle

“The First Lady of Radio”

9:15-10:15 A.M.
MONDAY
thru FRIDAY

Now, your products can be sold by Mary Margaret McBride in the great WGN

listening area. Her 15 years in radio have been years of radio’s most successful

In addition to her NEW YORK hroadcast . . . NOW BRINGS THIS
NATIONALLY KNOWN PROGRAM TO THE MIDDLEWEST ON

selling . . . See what her sponsors say:

e “In my entire twenty years’experience as president of an
advertising agency, I know of no sponsored program
that can accomplish such phenomenal results.””  Agency

e “Nothing we have done has produced such widespread and
favorable general comment on the part of both consumers
and dealers, as our association with you.”” Sponsor

e “Since you started broadcasting, our sales have pretty nearly
doubled. Our increase one year was better than 659.”— Advertiser

IN OTHER WORDS: IT’'S RADIO’S MOST FABULOUS PROGRAM!
Participations in the program are limited

Call your WGN representative for complete details today

Chicago 11

. Itlinois

A Clear Channel Station . W ' 50.000 \Watts W
Serving the Middle West q 720 «

& On Your Dial g}. '“'"LLI(_;Jp )

Eastern Safes Office: 220 East 42nd Street, New York 17, N, Y,
West Const Representatives: Keenan and Eickelberg
2978 Wilshire Bivd., Los Angeles 5 « 235 \Mlontgomery St., San Franciseo 4
710 Lewis Bldg., 333 SW Qak St., Portland 4
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all-industry selling effort.
An equally important factor at that
F L '. time. especially as far as the networks
or a as Ing were concerned. was the widespread
~promotional activity among newspa-
'pers and magazines. In 1917 Life
Impu" on a magazine. for example, produced a
presentation which was shown in 60
® cities before more than 175.000 peo-
PrOdUC'Ive ple.  Characteristicaslly.  Life used
beautiful pictures to tell its story,
caught the attention of outstanding
Marke' o o o I"s figures in business and government.
Newspaper publishers. too. were ex-
tremely active. People in radio felt
that the industry had to do something
WE ;PR to match the powerful efforts of the
ward the big time in 1917; yet. it too
was probably in the back of many I
“The Friendly Voice of Western New England” minds. All of these factors coming to-
And gether made 1947 the kick-off year.
Despite the favorable climate of

print promoters.
The Dominant Full Time Network Station opinion. it wasnt easy to develop a

T g

™
2

Televizion hadn’t begun its zoom to-

presentation. The first step after the
merger of the network and NAB ef-

in Springfield, Massachusetts

Represented By Basic ABC forts was to organize a large commit-
George P. Hollingbery Company WSPR Building tee to represent all of the elements in
Bertha Bannan {Boston) Springfield 5, Massachusetts radio, the All-Radio  Presentation

Committee; it was later incorporated.

(See box for namex and =pecial activi-
ties of the committee members.)

. Think about all the elements in the

wanll. I'I'Ial'ke"' faC'l'S a“d flgl.lf&S? radio industrv, Then vou'll have some

) ' idea of what the work of the All-Radio

committee entailed.  Its joh was to

adequately present a sales storv for

AH the basic sformation warket and media Here's more of the 50 I\’\\7 “e[\\'(;rk an(l “()n-n(x[\\'ork aﬂi-
. oD (D o F Jeet . markets . o i S 5
men e regularly in selecting the marke liates. for 5 KW and 250 watt stations

for any consnmer prodnet is wrapped up

a CONSEUAMER MARKETS, /(({; %rﬂand ando_QQﬂSfOfy, as well. for davtime only, foreign lan-

guage. FM. and farmm =tations, for

cre yon find elearly detailed the market v A A
],ll. eterictics l?' e \~\\ | «mall town and big ¢ity stations. And.
characteristics, conditions, ““" LICR M Ta 1001 OFIGON bad GRTATIST PATIOW Oergon It the 1ATEST CIOWING ’ . -
every state. county, and city of 5000 or o e e S e alyiise most  mmportant. monev  had to be
more in the U, S, U S, Territories and R o i T . o g 5
}’(:\u'\\inns Canada, and the ]’llilippinv:. "Q“u T raised among all of these scattere d

i |‘$“~ RaT branches of the industry,

In addimon, youll find mneh vseful qnah- Ironing out all the pr()})loms of or-

(— i P «dia Serviee % N'S PROFIT MARKET! : : o
tative information in media Serviee  Sd<. | The JOURNAL feads youmarghl 10 OREGO ganization and figuring out how to go

like the Pordaud, Oregon Journal's yepros :'-t‘"w:‘o.:u )
dneed here, which supplement and expand abont telling the treemndous story of
the industry as a whoele took up a lot

3% of OMLOMY .nm.u Sriel taler e

the CM market data with fact< that only

1 . oy, an 5 ! - $3% of Tofal Ocegon Fond Sales . R A
D DR R e R Orgon T e of time initiallv.  As a result. it was
= ~ $5% ol Tolat Ocegon Rt Sales 0 B oD o
Al SRDS sabisaribers have CONSUMER A g e S not antil 1919 that  LIGHTNING
MARKETS Lll‘l(] lmnn-lrmh of others have - THAT TALKS reached the actnal pro-
purchased copies at 85,00 cach, .
rererrtn | The JOURNAL duction stage.
e o otee ) For production of the movie and N4
Tlii< is one L 958 S . | means busines ‘ . . Ca
TSI (P 5t I (VININGS AND SUNDAY Cfor dts promotion and distribution. a |
\d« 1hay supplement market “y e . G
lisiings in the 1919.1950 Fudi. budget of $135.000 was raised.  The il

tion of CAL money came from all of the networks.

) from 500 stations all over the country.
) . and from radio representatives.
A Sactlen of Standard Rate & Data Service The story of how the committee
Walter E. Botthof, Publisher
333 North Michigan Avenue, Chicago 1, 1il.
New York ¢« Las Angeles ) ‘ ; ! .
- . way of telling its story is a fascinating

tarted out with this relatively small
sum to spend and evolved a dynamie

84 SPONSOR



199
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’ll
love this one,* even

more than you did the others.

*We're accepting limited advertis-
ing with a 10 February deadline.
Regular insertion rates apply. Ad-
vertising was not available in

previous TV RESULTS booklets.

SPONSOR

210 Madison Avenue, New York 22
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He Pulls Lumber Sales
Out of Thin Air

Says Mr. O. T. Grifin, President of the Griffin Lomber
Co.. to Station WW2C, both of Glens Falls, New York:
“We are glad 10 send you onr signed renewal contract
for our sponsorship locally of the Fulton Lewis. Jr. pro-
gram for another vear.  We have been thoroughly con-
vinced by results in sales of items promoted through this
program that this tie-in with Fulton Lewis. Jr. is a most
valuable medium to get our messages across. . . . We
know that we musi have the local audience because defr-
nite tests on merchandise advertised on this program
have <shown increases in <ales . . . and we wouldn't trade
the program for any other one on the air locally
available.”

Currently sponsored on more than 300 stations, the l7ul-
ton Lewis. Jr. program offers local advertisers network

prestige at local time cost. with pro-rated 1alent cost.

Since there are more than 500 MBS stations. there may
be an opening in yonr city. I you want a ready-made
andience for a client tor yoursell), inmvesticate now,
Check vour NMutnal ontlet o1 the Co-operative Program
Department. Mutual  Broadcasting System, 1110

Broadway, NYC 18 (or Tribine Tower, Chicago 11).

one. At the outset there was the
problem of what form the presenta-
tion should take. But, taking up where
the network group had left off, the
All-Radio Committee agreed a movie
was superior to slides. eharts, or ex-
hibits and lectures. Ratner remained
production head of the project and
Frank Stanton allowed him to spend
full weeks on it even though he was on
the CB> payroll at the time.

Arguments in favor of a movie, by
the way, were these:

1. It would be uniformly good
wherever it was shown, whereas other
types of presentation are necessarily
only as good as the man who gives
them;

2. A movie can present the max-
imum amount of information in a
minimum of time.

But what kind of a movie, the com-
millee members  asked themselves.
Should it be the typical institutional
film with seattered sequenees of the
industry at work, shots of Radio City,
scenes inside radio stalions, and so
forth? The answer to this one was
a resounding NO. The committee mem-
bers wanted to do something that was
truly original and dramatic. More-
over, they didn’t want to describe the
inside of the radio industry. They
wanted 1o show where radio went and
not where it came from. The movie
they finally came up with does not have
a single shot of the interior of a studio.

Prior to the merger of the network
and NAB presentations, Victor Ratner
had prepared a three-volume mimeo-
graphed report on the radio industry;
il was to serve as a factual basis for
the network promotion.  This reporl
was carried over for use by that all-
radio group. Called “The Sound of
America,” it is probably the most eom-
plete compilation of facts and figures
about the industry ever prepared in its
history (xee article called Faets That
Talk for excerpts).

LIGHTNING THAT TALKS doesn’t
follow Ratner’s report line by line.
Instead it makes entertainment out of
it. Ratner, with the help of committee
members, took the raw facts in his re-
port and wrapped them up in an in-
teresting narrative,

In brief. the story line is this. At
the pictore’s opening Benjamin Frank-
lin is shown up in heaven where he's
continning his famous kite experiments
with  lightning. Suddenly, Franklin
lears a radio announcer’s voiee eom-
ming oul of the key tied to the end of
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The basic facts about
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The moment Canadian Radio enters your advertising plans, you
should have this book. It's the only book of its kind! Based on the
1948 Survey of the Bureau of Broadcast Measurement, it puts you
completely ““in the picture’’ about Canadian Network Radio Coverage.

You’ll find in this concise

reference guide:

® Comprehensive breakdown of network circulation by provinces, in
the areas covered by the three Canadian Networks—Trans-Canada,
French and Dominion.

® Three big, easy-to-read maps, showing locations of basic and sup-
* plementary stations of the three Canadian Networks in the markets
they serve.

® Network Stations, power, frequencies and time zones.

Yes, this book is invaluable to every radio advertiser and
agency interested in Canada! Worite for a copy now . . .
and if you have any additional questions on your mind
about the use of Canadian Network Radio, send them
along, too. Ask for “Networks Coverage—1949."”

CANADIAN BROADCASTING CORPORATION

COMMERCIAL DIVISION

- === —

354 Jarvis Street 1231 St. Catherine Street West
; Toronto 5, Ontario Montreal 25, Quebec
30 JANUARY 1950 87

e D N e



5000 Watts—Day and Night

the center of

LCapitaland

Selling

12
Leorgia Counties

and

Florida Counties

John Blair
man to tell you the full

*Ask your

story on Capitaland and
North Florida’s most

powerful radio voice—

WTAL!

Southeastern Rep.
Harry E. Cummings

Jacksonville, Fla.

WTAL

TALLAHASSEE
John H. Phipps, Owner

L. Herschel Graves, Gen'l Mgr.

FLORIDA GROUP
Columbia
Broadcasting
System
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- conversation which had taken place a

“What?” he asks. “have
they made lghtning talk?”
off for the earth to find out.

In the course of his exploration.
Franklin travels the country. sees four

his Kite string.
and sets

successful radio campaigns in action.
He also visits Proetor & Gamble head-

quarters in Cincinnati and examines
charts which tell the overall story of
radio in the U. 8. At one point he-
listens in on a speech by a professor
of journalism which slights the role of
radio in the American economy: then
he hears an effective rebuttal of the'
professor’s point of view (by BAB's
Maurice Mitchell) and returns to heav-
en convinced that radio is America’s
most dvnamie selling medium.

The movie is an unusual blend of
fantasy and realism. Though Frank- '
lin and his descent from h('d\en are
as imaginative as you can get. all of
the rest of the picture is as down-to-
carth as a newsreel. Actually. Ben-

' jamin Franklin and the professor of |

journalism are the only actors in it.
All of the other performers are ordi-,
nary people playing their real life |
roles. Thus. in an experience sequence
filmed at Columbus, Georgia. a depart-
ment store manager is shown talking
to a radio station manager about the
possibility of selling diamonds over the
radio. These two men are merely re-
enacting before the camera an actual

few months Dbefore. They used the
samme words. too. as nearly as they
could recall.

The professional movie man who's
company filmed LIGI'TNING THAT
TALKS is Ben Gradus. president of the
International Movie Producers” Service

(IMPS),

mentarian. lle's

Gradus is a top-noteh docu-
worked with Willard
Van Dyvke. famous documentary movie
pioneer who filmed “The City™: and
with Joseph Von Sternberg, the 1lolly-

wood producer who discovered Mar-!
lene Dietrich. He knows how to handle
people who aren’t actors and make |
thenr feel comfortable in front of the!
cantera. This knack was essential for:
the success of LIGIHTNING THAT!
TALKS.

When Roberto Rosellini tof “Open
Citn™ and Ingrid Bergman fame)

goes onl to do one of Ilis documentary-
stile movies most of the actors are
non-professional. But at least Rossellini ‘
has only a single cast to deal with at
one location (like the Island of Strom.
bolit. Gradus, on the other hand,
couldn’t stick to one place and one set

cheek \/

FIGURES....

check \/

oALES....
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and then . ..
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served by
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Vhen Mickey:a Felix
were our leadmg
MI‘ [ Stﬂl‘s L

Those celebrated “movie actors”—
Mickey Mouse and Felix the Cat—were
pioneer helpers in television research

No. | in a Series Tracing the High
Points in Television History

Photos from the historical collection of RCA

® Strange though it seemns, two toys had much to do with
tclevision as you now cnjoy it! As “stand-ins” during tele-
vision’s early days, Mickey Mouse and Felix the Cat helped
RCA scientists and engineers gather priceless information.

Choicc of this pair was no accident. Their crisply modelled
black-and-white bodies were an ideal target for primitive tele-
vision cameras. The sharp contrast they provided was easy
to observe on experimental kinescopes.

Would living actors have done as well? No, for what RCA
scientists were studying —as they trained their cameras on the
two toys—was the effect of changes and improvements in
instruments and telccasting techniques. With living actors it
could never have been absolutely certain that an improve-

The iconoscope, electronic “eye” of television, invented by
Dr, V., K. Zworykin, of RCA Laboratories.

30 JANUARY 1950

Felix the Cat and Mickey Mouse were, during telecision’s experi-
mental period, the most frequently televised actors on the air.
Using them as “stand-ins,” RCA engineers gathered basic data on
instruments and techniques.

ment in the tclevised image came from an improvement in
equipment and techniques —or from some unnoticed change
in an actor’s appearance, clothing, makc-up. Mickey and
Felix provided a “constant,” an unchanging target which led
to more exact information about television . . .

Problem after problem was met by RCA scientists, with the
results you now enjoy daily. For example: In the “Twenties”
and carly “Thirties,” there were still people who argued for
mechanical methods of producing a television image, despite
the obvious drawbacks of moving parts in camcras and rc-
ccivers. Then Dr. V. K. Zworykin, now of RCA Laboratories,
perfected the iconoscope, to give television cameras an all-
electronic “eye”—without a single moving part to go wrong.
Today, this same all-elcctronic principle is used in the RCA
Image Orthicon camera, the supersensitive instrument which
televises action in the dimmecst light!

Also developed at about this time, again by Dr. Zworvkin,
was the kinescope. It is the face of this tube which is the
“screen” of your home television receiver, and on its fluores-
cent coating an electron “gun”—shooting out thousands of
impulses a second —crcates sharp, clcar pictures in motion.
Those who may have seen NBC's first experimental telecasts
will remember the coarseness of the image produced. Con-
trast that with the brilliant, “live” image produced by the
525-line “screen” on present RCA Victor television receivers!

Credit RCA scientists and engincers for the many basic
devclopments and improvements which have made tclevision
an important part of your daily life. But don’t forget Mickey
Mouse and Felix. They helped, too!

Radio Corporation of America
WORLD LEADER IN RADIO—FIRST IN TELEVISION

89



of amateur actors. To tell radio’s
story well, LIGHTNING THAT TALKS
had to show several different radio
campaigns taking place in widely sepa-
rate parts of the country. There are
sequences showing how radio helped
sell peaches and insurance in Cedar
Rapids. Jowa: one showing how diam-
onds were sold in Columbus. Georgia:
and another in San Francisco on the
success of a milk company’s radio ad-
vertising eampaigns.

Experience stories shown in the filn.
incidently. were selected from several
hundred collected by Maurice Mitchell.
They make up a balanced cross-section

NO P.I. DEALS!...

of radio advertising; every category
of things to sell is covered—{rom over.
ripe peaches which class as perishables
to imperishable diamonds, from a tan-
gible everv-day item like milk to an
intangible like insurance.

To get background information for
each of the experience stories. Gradus
made a 25,000-mile trip around the
country this summer. At Columbus.
Georgia, for example. lie interviewed
over fiftv residents, asking them how
they had been influenced by the radio
campaign for diamonds. Gradus picked
the most interesting and representative
people to appear in the movie. There

One Rate For All!

WE DO NOT ACCEPT P.l. PROPOSITIONS

It's a matter of principle.
of time — and we do well.

We make our money from the sale
We refuse to enter into competition

with any manufacturer or advertiser, or any dealers or agents

representing them.
NOT US!

We sell for YOU — Mr. Advertiser —
We're in the business of entertainment and service

to the public, providing YOU a great audience for YOU to
reach with YOUR sales message.

Any Hooper report will prove that we consistently accomplish
that job. Our never-longer-than-now list of clients proves that
most advertisers recognize and appreciate that.

WE DO NOT CUT RATES ... WE DO NOT VARY RATES

We have one rate — and one rate only.

on KRNT cheaper than you.
one rate for all.

same low-rate-per-impact.

No one can buy time

No one pays more than you. It's
This is a long-established policy.
such thing as “get it for me wholesale”.

There’s no
Everyone can earn the

Our Listeners and Advertisers Have Long Since Learned

That Our Principles Are Not for Sale.

And That’s One of

‘ the Reasons That KRNT Is One of the Nation’s Most-Used, .

Most-Believed-In,
Stations.

Most-Proved

and Highest-Hooperated

DES’ MOINES — THE REGISTER AND TRIBUNE STATION
JREPRESENTED Y THE KATZVAGENCY

The station with the fobulous personalities and the astronomical Hoopers
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was the boy who got up enough nerve
to propose to his girl while they were
both listening to a commmercial for
diamond rings; and air copy per-
suaded several already married couples
that the wife just had to have an en-
gagement ring even vears after the
marriage itself (a situation reminiscent
of Clarence Day’s “Life with Mother™
where the wlhole plot revolves around
Mrs. Day’s lack of a suitable engage-
ment ring).

After completing this irip. Gradus
reported what he'd seen to Ratner who
wrote the final seript.  Then, when
Gradus took his cameras on the road.
he found himself with dozens of un-
| foreseen problems to solve. Mainly it
was his amateur actors. Some of them
turned out to be prima donnas in the
rough. You couldn’t keep them from
over-acting. Others were so shy thev
couldn’t speak their lines coherently.
But Gradus managed to draw con-
vincing and natural performances out
of even the hammiest and most intro-
verted people.

Some of his worst troubles came in
Cedar Rapids. There several of the
people Gradus had selected for the cast
wanted to back out. An octogenarian
who looked as if he'd just stepped out
of a Grant Wood painting and was
ideal as a tvpical middle westerner
couldn’t remember his lines. A young
boy who had agreed to play in one
scene during the previous summer was
back in school —and his teacher
wouldu't let him miss classes. Gradus
managed to straighten things out.
though. He gave the grandpa a silent
part. talked the youngster into playing
hookey for a short tinie.

Because =cenes had to be shot over
and over again till the amateur actors
did them perfectly. Gradus used a total
of 50.000 feet of film to get 4,000
useable feet. Bult costs in general were
held to a minimum. The film was made
for $35,000, a relatively low figure.
This includes both a full-length version
“of LIGHTNING THA'T TALKS which
‘runs to 45 minutes and is on 35mm
and 16mm film and two shorter ver-
sions on 35 or 16mm which are in-

tended for school and husiness lunch-
eon showings. Both editions of the film
have synchronized sound tracks. In
the short or long version, LIGITTNING
should delight most viewers.

Despite its excellence, LIGIITNING
THAT TALKS is not expected to ac-
tually sell one minute of time for any-
hody.

SPONSOR
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As Victor Rater explains it: “The
picture isn’t designed to clinch sales.
1U's “the door opener’——opening up peo-
ple’s minds to a fuller realization of
how big and strong radio has become.
After potential clients have seen the
film. 1CH be up to individual station
and network people to get in and tell
their own specific sales stories.  No
jresentation can substitute for direct
salesmanship.  But  we think  that
LIGHTNING THAT TALKS puts over
for all kinds of businessmen. from the
Henry Fords to the small dealers. our
basic point: that radio, all of it from

morning till night, in small towns.
cities. and in the country. is the most
cffective advertising medium there is.”

The members of the All-Radio Pres-
entation Committee, who worked like
Trojans for over two years to see the
job through, hope that LIGHTNING
THAT TALKS won't be the last all-
industry promotion effort.
mittee

The com-
with
the expectation that new members will
come in and take up where the present
wembers leave off.

It definitely looks as if radio will
keep talking up for itself from now on.

will remain in existeuce

CE INDEX, FALL 1949

: DIEN CE GINIA
| PER STAT\ON AU B e AL )
\ *HOO BROADCAST AUDIENCE ey
T R d |
1ARE Ot :
~ wbhB!} B
TIME 24 9
; they triday
‘:‘::)d:;1“2 ) Noon 3 : 5 m
54.9 . mm
Monday thru Friday 2 2 0 1 5
1200 Nnon~6:00 PM | : 4 3 |
" 38.0 6S.5 ;

Sunday theu Saturda)
600 PM.10:30 ™

. £, HOOPER, To¢

Get the entire story from

WDBJ

FREE & PETERS

CBS . 5000 WATTS « 860 KC

Owned and Cperated by the
TIMES.WORLD CORPORATION

ROANOKE.,

VA

FREE & PETERS, INC.. National Representatives
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210 Madison

be associated with this group of men.
GorpOX GRAY
Vice-President
WIP, Philadelphia

Now that the All-Radio Presentation
is a reality, many broadcasters are ask-
ing themselves this question: *Just
what will the promotion do for me?”

| think the answer is most important.
The broadcaster who doesn’t under-
stand the potential in a promotion ef-
fort ix the man most likely to miss out

on results inherent in the project.

All the broadcasters and specialists
who worked together to produce
LIGHTNING THAT TALKS agree on
this one thing: “This All-Radio promo
tion movie was not designed to make
advertisers or prospective advertisers
leap out of their seats, rush to their
desks and sign a 52-weck radio con-

tract.” lnstead. it was designed to do

~what anv intelligently planned sales
~ promotion is designed to do—warm up

the prospect.

LIGHTNING THAT TALKS should
be used by broadeasters with this rea-
soning in mind: it can deliver to them
the prestige that comes from associa-
tion with a medium which looks and
sounds the way radio does in this film.
It can deliver to them a background of
acceptance that ix portrayed in the
film and by association with the scenes
and sounds in the movie. It can make
a local broadcaster appear to be a re-
sult-producing.  widely-accepted, well-

liked. advertising ecounselor.

His next step must be to present his
own local selling story in such a fash-
ion that the client signs his contract.

Mauvrice B. Mritcnernn
Secretary

All-Radio Presentation
Commitice

We in Canadian broadeasting have
alwavs felt the affmity of commercial
radio on both sides of the border.

Therefore, on hehalf of the complets

Cmembership of the CAB, we welcome a

sales tool as important as LIGHTNING
THAT TALKS. You mav be sure that
this magnificent documentary film will
be shown to advertisers and agencies
thronghout the Domimon.
T. Jidt ALLARD
PAT FREEMAN
Canadian Association
of Broadcasters
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“Ugh...no(sob)... KJR”

SEATTLE 5000 WATTS AT 950 kc.

S Mt Tk Stion

30 JANUARY 1950

KJR doesn’t reach everybhody!

But KJR does blanket the rich western Washington market,
where 1,321,100 radio listeners enjoy one of the world’s
richest-per-capita incomes.

Best of all, KJR's 5000 watts at 950 kec. cover the import-

ant area that any 50,000 watts would reach (check your
BMB).

And “the beauty of it is”—it costs YOU so much LESS!
Talk with AVERY-KNODEL, Inc., about KJR!

for Western Washington...An Affiliate of the
American Broadcasting Company
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Service

to the broadcaster

Service is one of the basic theme songs of
BM1. The nation’s broadcasters are using all
of the BMI aids to programming . . . its vast
and varied repertoire . . . its useful and sale-
able program continuities . . . its research
facilities . . . and all of the elements which
are within the <cope of nmsic in broadeasting.

The station manager. program director. mu-
sical director. dise jockey and librarian takes
daily advantage of the numerouns time-saving
and research-saving funections provided by

BMIL.

Along with service to the broadeaster—AM.
M. and TV—BMI is constantly gaining new
outlets. building new repertoires of music.
and constantly expanding its activities.

The BMI broadcast licensee can be depended
upon te nieet every music requirement.

EVERYBODY EVERYWHERE
PERFORMS BMI-LICENSED MUSIC

BM|-Licensed Music has been broadcast by
everv performing artist, big name and small
name. on even program, both commercial and

sustaining over even networl\ 3and every lo-

cal station tn the United Ststes and Canads
Every concert Artist, Vocalist and instrumen-
talist, and every symphony orchestra in the
World has performed BMI licensed music.

BroapcAsT Music, INC.

S50 Fifth Avenue New York 19, N Y.

NEW YORK o CHICAGCO ¢ HOLLYWOOD « TORONTO « MONTREAL

SPONSOR
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THE BIG DRIVE

tContinued from page 13
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ucts from their retail <tores. They did.

quantity of personal, individual im-

maore people, ask tor budda’s products.
Technically, yes, it was the “Marin Dell

potential Marin Dell customers) the
hour was strictly Budda’s. Price and
taste of the product were indistinguish
able from competing items. Budda
alone was the difference. That and the
miracle that projected his warm lauzh
ter, his nonsense, his milk tnasts to the
community’s great and near great on
Saturday nights.

There came a dav when Tom Foster
got wind that one of their stronge<t
competitors. Carnation. was about 1o
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!WE GoT IT

IF you want sales from 80¢; of Pennsyl-

vania’s Eastern Area radio listeners . . . .

Sell through WAZL.

IF you want to have the assurance of using
a station whose General Manager has been

in the radio business for 27 years . . . Sell

through WAZL. Our Vic Diehm has been

with radio practically from its infancy. He

has the know-how that will bring you direct

sales gains for your advertising dollar.

Rcbert Meaker Associates

MNat'c-a

MNZC - AFFILIATE - MES

And don’t forget . . . ..

we're NBC and MBS.

Hepresertative

WALL

HAZLETON, PA.
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et the low cost for the market or markets where you need

. sé‘ One manufacturer increased his
\ with one 15-minute

§é TELEWAYS show per week. YOU can

business 20¢,

do the same!

a top radio program. . . .

TELEWAYS Transcriptions are NOT expensive!!!

The following transcribed shows now available:—

¢ TOM, DICK & HARRY
156 15-Min. Musical Programs

¢ MOON DREAMS
156 15-Min. Musical Programs

¢ BARNYARD JAMBOREE
52 30-Min. Variety Programs

¢ DANGER! DR. DANFIELD
26 30-Min. Mystery Programs

¢ STRANGE ADVENTURE
260 5-Min. Dramatic Programs

¢ CHUCKWAGON JAMBOREE
131 15-Min. Musical Programs

e JOHN CHARLES THOMAS
260 15-Min, Hymn Programs

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

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

¢ STRANGE WILLS
26 30-Min. Dramatic Programs

o FRANK PARKER SHOW
132 15-Min. Musical Programs

T E L E WAY S RADIO PRODUCTIONS, INC.

Send for Free Audition Platter and low rates on any of the above shows to:
8949 Sunset Blvd., Hollywood 46, Calif.

Phones CRestview 67238—BRadshaw 21447
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FIRST in
the QUAD CITIES

Basic NB C Affiliate

in Davenport, Rock Island, Moline and East Moline
is the richest concentration of diversified industry be-
tween Chicago, Minneapolis, St. Louis and Omaha. The Quad
Cities are the trading center for a prosperous two-state agricultural
area. Retail sales, total buying and per capita income rate higher
than the national average, according to Sales Management,
Woc A 5,000 W. ° woc F 47 Kw.
B 1420 Ke. = 103.7 Mc.
WOC delivers this rich market to NBC Network, national spot

and local advertisers . . . with 70 to 100% BMB penetration in the
two-county Quad City area . .

woc T Channel 5
- 22.9 Kw. Video + 12.5 Kw. Audio

On the Quad Cities” first TV station NBC Network (non-inter.
connected), local and filin programs reach over 5,000 Quad Cities’
scts hundreds more in a 79 air-mile radius.

Cal B.J. Palmer, President
i\ Ernest Sanders, General Manager

N

10 to 100% in adjacent counties.

DAVENPORT, IOWA

FREE & PETERS, Inc.

Exclusive National Representatives g

I program, even though they had never

rseen Lhem in the stores.

"~ DeBorba was able to c¢ite hundreds

of letters from San Jose wrilten to
Budda. most of them saying the writer
would buy his products if his sponsor
expanded to San Jose. When film-
maker Ben Gradus was in town arrang-
ing for scenes to illustrate Marin Dell’s
'successful sortie into San Jose. he was
‘able to talk with. and later film. peo-
‘ple who had written Budda to ask why
Marin Dell didn’t come to their town.

Dealers who refused to be convineed
that first dav. or during that week.
fell into line as soon as Budda went to
work the following Saturday night. He
told his San Jose friends that Marin
Dell was there urged them to ask
tardy dealers who hadn’t stocked his
products to do so right away.

It took about four broadeasts to en-
able Marin Dell salesmen to crack the
‘major outlets they wanted. After that
1L was easy.

Achieving distribution in areas
where the program is heard outside
San Franeisco County presents no seri-
"ous problenr. Budda merely has to ad-
‘vise his friends in those areas that
Marin Dell is moving in.  Listeners
then go to work on the retail outlets.

Some of Marin Dell's competitors
have used radio off and on in the past.
Some are using it now. Bul none has
applied Tom Foster's most open secrel:
consistent broadeasting without a break
since the day he went on the air 14
vears ago.

\inety percent of the advertising
Dbudget now goes to radio. The 1077
remaining is divided between car cards
and trade magazines. such as Grocer’s
Advocate. At the start of business in
1935. Marin Dell was worth $30.000.
Now its worth is more than $4£000.-
000, Via thousands of letters. histeners
in Alameda. Contra Costa and other
counties are clamoring lo boost that
21.000.000  they want to buy Marin
Dell products in their stores, oo, * * %

DAVISON’S

(Continued [rom page A7)

What could you do for my jewelry de-
partment ?”

Woodall: “1langed if T know.”

Byrd: “What do vou mean you
don’t know?”

Hoodall: “Give me some facts to go
on and some time. You say youve
got a sick baby., Well, if 1 were a doe-

SPONSOR
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Here's s
aplace \ | Gl
that's really
. "‘”
radm@c\tlvi
/

Write and ask about Associated Shows That Sell”e Radio planned features which today
are building station audience, sales and profits in markets like yours . .. . everywhere

o Yes—Associated IS radio-active.

Assoclaled

ASSOCIATED PROGRAM SERVICE, 151 West 46 Street, New York 19, N.Y.
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tor vou'd give me all the facts =0 |
could make a diagnosis.™

At this point Byrd disclosed exactly
how badly the jewelry department had
fared and Woodall promised he would
cither come up with a campaign le
thought could sell diamonds or refuse
to take the account. Then he went
back to his oflice to think.

For Woodall this was an hnportant
account to get and keep. If he could
do well for Davison’s. other local mer-
chants would hear about it. express re-
newed enthusiasm for radio. I he
flopped. Bill Byvrd and other merchan.

dising men in Columbus would be
radio haters for a long time to come.
Woodall was a man with a problem.
The whole WDAK staff was turned
loose on the problem—{rom the station
manager to the switchboard girl.
Woodall wanted some program — or
sloganm — that would get across the
idea that Davison’s was now the place
to go for expensive diamond rings.
One June evening just before Fath-
er's Day. Woodall retired to his room
thinking about the Father’s Day pres-
ents he might expect from his two
young sons. All that day he had been

City
Market

= [opeka — a 2lcoun-
® .y market* that has

5 28%% of the state's
effective buying power and 23%
of all Kansas families.

*Audit Bureau of Circulation

WIBW s the station “listened to
most’* by buyers in the Topeka
Market* . . . three times more
listeners than all other Topeka
stations put together.

*Kansas Radio Audience 1949

The

Farm
Market
- WIBW's farm mar-
L= ket is made up of
= big-buying families
on farms and in agricultural

communities in Kansas and ad-
joining states.*

*Consumer Markets, 1949

Here again, WIBW is the “"most
listened to'" station having ten
times as many listeners through-
out Kansas as all other Topeka
stations combined.*

*Kansas Radio Audicnce 1949

Just onec station — WIBW — gives you the hardest hitting selling force in
both city and farm markets.

For the CITY Market

For the FARM Market

B W

w |

All You Need Is
WIBW

SERVING AND SELLING

“THE MAGIC CIRCLE”

TOPEKA, KANSAS - WIBW-FM

WIBW -

Rep: CAPPER PUBLICATIONS, Inc. = BEN LUDY, Gen. Mgr. = WIBW * KCKN
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exposed to one-minute Father’s Day
announcements over his station. The
subject kept running through his head.

“Dad also means Diamonds At
Davison’s,” he thought to himself.

That’s how Woodall began to devel-
op a slogan and an advertising ap-
proach that cured Byrd’s sick baby.

Before long. Woodall’s full plan was
this. He conceived a teaser campaign
built around the word dad. Ten times
day and night, between station breaks
on WDAK. an announcer would shout:
“D—A—D. Not dad but D—A—-D.”
This was intended to go on for several
days. On the fifth day the teaser an-
nouncements, now more explicit. would
urge listeners to tune in on a 15-minute
program scheduled for that evening.
This would be the tipoff program.
Following, both the short teaser an-
nouncements and daily 15-minute pro-
grams would continue until one month
had gone by. Meanwhile there was to
be no money spent for newspaper ad-
vertising of the diamonds.

Cost for the whole radio campaign
would be exactly $100.

Bvrd quickly agreed to try Wood-
all’s scheme. As an additional sales
gimmick. Woodall suggested that Davi-

KQV's switchboard lights up
like a Christimas Tree after
Bill Burns® Noon News each
day. There’s ample reason for
this since Bill is the town's
most alert reporter. In two
months, he doubled the sta-
tions Hooper 12 Noon to
12:15, and during 20 broad-
cast days in December, Bill
sold 1,822 Toy Carnivals at a
dollar  ecach. Burns is avail-
able now. Weed & Company
will be glad to give you the

- KQV

MBS — 5,000 Watts — 1410

SPONSOR




Reminder, for an SN DL1INM, manufacturer:

SPOT
'RADIO

keeps sales a-rolling...along every
highway and byway of the country!

Nowadays, it’s the sales force that keeps auto
production lines busy. And nowadays, many an auto
salesman finds Spot Radio his hardest-hitting, farthest-

reaching selling tool!

Yo U R Automakers use Spot Radio to break fast with

news of new models. They use it to bolster weak

dealers, to give strong ones deserved support.

They use it to strike home repeatedly with facts
J 0 H N about features . . . to make millions of prospects
ripe for sales!

Your John Blair man has ready now a

plan for selling automobiles profitably with
Spot Radio. He’s also prepared to make Spot
Radio pay off for any other product...

whether it sells for thousands of dollars

M ANI or just a few cents. Ask him about it!
: %

— L _"_- __I I_j || ‘
REPRESENTING LEADING RADIO STATIONS J 0 H N _ﬁgz'fl

BLAIR

‘£ COMPANY

i Offices in CHICAGO « NEW YORK o ST. LOUIS o DALLAS DETROIT o  SAN FRANCISCO o  LOS ANBELES
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son ~ advertize $25 discount certificates
on diamonds over the 13-minute pro-
gram. The give-away wonld take the
form of prizes in a music quiz o casy
that arrived
from Tibet could {ail 1o guess the an-
swers. [ The “mystery” tunes included:
“Home Sweet Home,” “You Arve My
and “Sweel Adeline.”™)
On most diamond rings or bracelets
a 325 dizcount means little sinee the
diamond mark-up is high. Recogniz-
ing the psychological force that pos.
825 discount slip could
exertl. Byrd approved the discount gim-

only  listeners  recently

Sunshine™

session of a

mick as well.

Events quickly proved the soundness
of the campaign’s approach.  Within
two weeks Davison’s jewelry depart-
100 diamonds.

ment had sold over

(None of these stones was valued at
under 8100; most eost more.) Byrd
was so enthusiastic that he asked

Woodalt to eontinue the D—A—D sat-
uration campaign and the music cuiz
for two weeks heyond the month sched-
uled in original plans.

Ben Gradus. the movie producer who
filmed LIGHTNING THAT TALKS, is

nol a native of Columbus. Yet he

“A Great Contribution
To Our Suvccess”

ELdorado 5-6620
Cable Address: IMPSERVICE

Rangertone, Tne.
73 Winthrop Street
Newark 4, New Jersey

Dear Colonel Ranger:

CAREER
ment

DECISTON.

everywhere,

tively small hudget,

problem.

realization of our succoess.
Thanks again.

praisc of Rangcrtone.

IMPS ' International Movie Producers’ Service

515 Madison Avenue, New York 22, N ¥

The Rangertone has paid off again.

The first time we used vour synchronous tape recorder
was in the U, 8. Army and Air Foree Recruiting film
There it took a lot of punish-
operating in the midst of explosions during sham
huttles while the carth shook benecath it and debris flew

LIGIITNING THAT TALKS was offered to us as a full
dialogue film to be shot on location and on a compara
We knew, from our previous happy
experiences with IMPS’ Rangertone, that this was no

This timie the Rangertone travelled some 23,000 miles and
the use of synehironous tape recording has again set the
dialogue film within the scope of the docimentary and
connereial films which TMIS produees.

Your cquipment made a great contribution toward the

Smieerely yours,

B Gt

DEN GraDUS

Many oth2r prominent users arz cqually cnthusiastic in their
Write for Doscriptive Literature.

RANGERTONE, INC., 73 Winthrop St., Newark 4, N. |J.

January 19, 19350

b

RANGERTONE

TAPE RECORDERS
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knows more than does any man in Co-

lumbus, what the real eflect of the
I Davison radio campaign was, For
'Gradus did a one-man survey of Davi-
son cdiamond eustomers last suimuer to
find ont just how radio had influeneed
them. It was by this grass-roots ap-
proach that he celected performers for
LIGHTNING.

Gradus interviewed over 50 people
at length in and around Columbus. One
thing that struck him right away was
'the effeetiveness of the $25 discount.
People who had called up the station
to name the mystery tune felt that they
had actually won a valuable though
'frustrating prize. Their fingers itched
to turn the prize from paper into a $25
Jsa\ings on a hamond.

One thirteen-yvear-old girl was among
the over 4.000 Columbus residents who
got a diseount slip. She went to her
father, urged that she be allowed to
buy a diamond ring.

“No.” roared the father. the first
| day she pleaded with him.
| “Absolutely not.” he said the second
day.

When Ben Gradus interviewed the
voung girl. she was earcful to hold up
her hand so that he couldn’t miss the
~dinner ring she eventually cajoled out
of poppa—on an economy platform.

One man Gradus interviewed was so
anxious to get a $25 discount that he
bucked a busy signal for over one hour
to phone in his mystery tune answer.
This was a common experience for
listeners since WDAK has only three
incoming trunks: they were all in use
from the moment the Davison show
went on the air till an hour afterwards,
(There were 150 calls each day for the
first few days and an average of 100
‘callks a day over a G-week period.)

The thing that astoumded Gradus
most about the diamonds campaign
was the number of married men who
hought engagement for their
wives after Hstening to air copy. The

rings

commercials were slanted so as to ap-
peal to everv coneeivable tvpe of cns-
tomer: engaged couples: married cou-
ples who hadn’t had nioney for rings
antil erafty couples who
might be tempted by the point that dia-
decline in value. mav
grow in worth over the vears.

recently :

monds  wou't

During the time 1hat 1he radio cam-
paign was in effect. only one customer
came in to buy a diamond without a
discount certificate.  Sinee the certifi-
|cates were given awav only to those
whio phoned the radio siation, this is
impressive evidence that the great ma-

SPONSOR




THAT'S RIGHT!

This may be news to you—but the happy fact is that the famous

Quiz Kids program may be sponsored by you in your territory!
(Of course, the great national show goes merrily on . . . in its

tenth year for the same sponsor.)

It'’s as sumple as A-B-C! Local Quiz Kid shows are easily pro-
duced with letterperfect scripts and complete promotion kits

produced by the network Quiz Kids staff. All you have to do

ts choose the children and the emcee!

AVAILABLE
FOR LOCAL
5 Po NS 0 RS H I P! with us. The cost is extremely modest.

If you’d care to know how these local Quiz Kids programs are

doing, just look over the record below. And then get in touch

THESE ARE RESULTS!

NEW YORK CITY, (WNBC) Savings Bank Association of Greater New York.

Highest rating in its time slot in competition with 9 other stations.

EAU CLAIRE, WISCONSIN, (WEAU) A. F. Schwahn Sausage Company.
60.9% of all listeners at end of first month.

BATON ROUGE, LA., (W]BO) jJack’s Cookie Company.

Highest rating in its time slot in competition with Baton Rouge station and New Orleans stations.

ROCHESTER, MINN., (KROC) Good Foods, Inc. (Skippy Peanut Butter).

In face of nation-wide decline in peanut butter sales, Skippy sales increased 6 per cent in Rochester area.

ELKHART, INDIANA, (WTRC) 1st National Bank.

Ending second year for same sponsor.

WICHITA, KAN., (KANS) Henry Clothing.

Sponsor well pleased and theater from which show originates reports big box office increase on those nights.
LITTLE ROCK, ARK., (KARK) Colonial Baking Company.
Following highly successful series last year with top rating in its time slot renewed this year under same
sponsorship.
LAUREL, MISS., (WAML) Carter-Heide Dept. Store.

Same sponsor completing second year.

SYRACUSE, NEW YORK. (WSYR) Banking Association of Greater New York.

Started after same sponsor’s success in New York City.

SAN DIEGO, CALIFORNIA, Dairy Mart Farms.

Sponsor very happy with program and show assured a long life.

B ° ls G COWAN 8 South Michigan Avenue o 485 Madison Avenue
| 4 o s INC. Chicago, Illinois New York, New York

——_——l



jority of sales during that period were
due to the radio campaign.

To back up thix conclusion, here’s
what Ben Gradus savs: “When | asked
people why they hadn't bought dia-
mond-~ at
radio campaign they said they'd never
noticed the ads in the uewspapers. But
they all ~aid thev had been promipted
to direct action by radio.”

One of the important factors in the
~uccess of the radio campaigning was
it~ timing. Though Byrd was anxious
to get started right after Woodall out-
lined hi= D A D idea. the campaign

Davizon s previous to the

1949—A YEAR OF GREATER

GAINS FOR WBNS—

was delaved several days. 1t had to
start near the end of the month at the
right tiine to impress soldiers stationed
at l'ort Benning as well as others on
mouthly pavrolls.

Time for the 15-minute musie quiz
show changed on alternate davs from
1:45 to 0:30 and back. This caught
women at home after lunch on one day
and men at home for supper the next.
In other words. first the ladies got a
chance to fix their sights on a diamond
ring. Then the next day hubby was
exposed to Davison’s sales talk over
the supper table. This helped wives set

The 25th year of WBNS broadcasting gave more strength to this

station's already predominant position in central Ohio.

Many

thousands of listeners were added to the WBNS vast audience

by judicious program building .

. . And among radio advertisers

WBNS was naturally first choice in central Ohio. More national
advertisers used WBNS during 1949 than any other Columbus

station because experience proves that WBNS pulls greater re-

turns at less cost.

YOU BUY MORE THAN RADIO

TIME ON WBNS—

WBNS is not just another radio station here in central Ohio. It
is an important part of the daily life of every home in this rich
area. Yes, it is one of the family who provides entertainment,
news and education for more than 163,550 other families. WBNS
has built this audience year after year. We know its likes and

dislikes. That's why we produce radio that is welcomed by

listeners and profitable to advertisers.

WHEN SANTA CAME TO COLUMBUS
WBNS GAVE EXCLUSIVE COVERAGE
It's a gala time here in Columbus when the F. & R. Lazarus Com-
pany department store welcomes Santa. There are parades, floats,

special events and thousands throng the streets and visit the
store to see jolly Saint Nick. Every day WBNS broadcasted
the Lazarus official Santa Claus show with a simulcast on WBNS-

TV so that no one in central Ohio who had ears and eyes missed

out on the doings of the rotund old gentleman.

OVER'S
| ENTRAL or\9

NN

IN COLUMBUS, OHIO IT'S

POWER 5000 D+«1000+*N CBS

ASK JOHN BLAIR
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up little selling campaigns in their own
homes. Naturally, commercial copy for
the afternoon and evening shows varied
accordingly. By day the ladies were
given fashion points. By night. the
heard about permanent value.
Time for the Sundayv show was jnst
before Drew Pearson.

men

The total number of diamonds (over
one hundred) cold by the D—A—D
campaign 15 a merchandising secret.
As Bill Byrd tells Allen Woodall in
LIGHTNING THAT TALKS. “Does
Macyv's tell Gimbels?”

But Byrd was so pleased with the
total that he decided Davison’s should
go into radio advertising strongly. He
went to the Atlanta office of R. H.
Macy to tell oflicials there about his
new enthusiasm for broadeasting.

Probabhy this is what the executive
there told him: ““Man, what’s the mat-
ter? You been in the sun too long?”

At any rate. Byrd returned to Co-
lumbus without a go-ahead for more
radio. made up his mind to get more
facts and fignre- before selling his su-
periors. (This kind of thing, incident-
ly. has come up often in the history of
broadecasting. It's one of the hig rea-
sons for a promotion effort like
LIGHTNING THAT TALKS.)

To get his data. Byrd had a secre-
tary at the store sit down and do noth-
ing for several days but call up resi-
dents of Columbus and nearby areas.
She identified herself as being from a
radio survey organization and asked if
the residents knew what D.A.D. meant.

Better than 85 percent of those
called knew.

Armed with this fact. Byrd went
baek to Atlanta. got permission to go
into radio on a regular basis. 1n fact.
Davison central office execs were so
impressed that they deeided to try the
same campaign in other Georgia towns
where Davison’s has stores. It worked
well in Macon (WBLM) last December

Davison’s is now in radio heavily.
The store sponsored a musical quiz
program (with tough questions and
valuable prizes) for several
this past summer. As mueh as a thou-

months

| sand dollars worth of merchandise and

other items were given away on a sin-
gle program: it was the biggest quiz
show Columbus ever had.

At present Davison’s schedule calls
for announcements  scat-
tered throughout each day whenever
there’s a sale or some special at the
store. And it’s not only WDAK that
gets the gravy. Davison’s now uses sev-
eral of the Columbus stations.  * * %

one-minute
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Only a
combination

can cover ATLANTA / \
C 5000 W + 590 K/
Georgia’s ~
first three
markets

i AVANNAH
OW 1290 Kc¢

THE TRIO OFFERS
ADVERTISERS
AT ONE LOW COST:

e Concentrated
coverage

¢ Merchandising
assistance

e Listener loyalty
built by local
programming

e Dealer
loyalties

~ in Georgia's
first three

markets

Represented, individually and as a group, by

THE KATZ AGENCY, FINC. " oo ks ciy - os Anseles
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... S0 sell hardest where you sell best!

NO MATTER WHAT YOU HAVE TO SELL

ABC cOVERS AMERICA’S BEST MARKETS — EFFICIENTLY

: . Q| .
American Broadcasting Company f'-- =

e

NEW YORK « CHICAGO « DETROIT « 1.LOS ANGELES « SAN IFRANCISCO
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Reach the

40 MILLION!
RADIO LISTENERS
Who Trade on

Hain Streer
AMERICA’S RICHEST MARKET

The MAIN STREET Market represents
56% OF ALL RETAIL OUTLETS AND
43% OF ALL RETAIL SALES . . . .. .

This is much too big a market for any manufacturer who wants
sales volume to neglect. The KBC Network reaches this market
at the local level of “neighborliness” where radio advertising
is a friendly, believable and responsive buying influence.
America’s brand name manufacturers are becoming more
keenly aware of these facts every day. May we show you how to
gain sales volume in this rich market? '

ONLY ONE ORDER REQUIRED FOR ALL OR
ANY PART OF THIS 385 STATION NETWORK

KBS is the ONLY established and

growing Transcription Network

covering small town and rural
areas exclusively.

IN OPERATION SINCE 1940

3 580 Fifth Ave. ° 134 N.LaSalle St.
New York oo rrow 71860 Chlcago Phone STate 2-4590

106 SPONSOR



Ben Frauklin wotif ruuns through filmn

Benjamin Franklin is the unofticial narrator of LIGHTNING THAT
TALKS. His voice is heard many times through the filn. His hands
and ornately laced sleeves are seen several time~. His famous key
and kite appear. Yet a full view of =age old Ben never appears: sage
voung (32) Ben Gradus and others who prepared the film seript felt
Franklin should remain just out of view of the audience to butld up
a fantasy effect. The pictures on this page show the various props
which hint of Franklin’s presence. Above i= the model heaven from
which Frauklin descends. Two pictures (left) show a seamstress pre-
paring period jacket with lace cuffs: and production men cutting out
replica of Franklin kite. Below is a hand signing Frauklin’s name.




KDKA

Pittsburgh
50,000 Watts
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In the history of marketing and merehandising, the brightest
chapters have been written right here.. in America.. during
the last 30 years,

~

e

Is it pure coincidence that these 30 years coincide with the
growth of the radio broadeasting industry? No!

Radio has helped tremendonsly in shaping the comrse of
Awmerican distribution. Radio is doing a hnge job today.. and
can do an even bigger job tomorrow.

£

i

To get full benefit from this great and growing medinn. connt
ou Westinghouse stations. . powerful. popular voices in six rich
market-aveas. Heve you'll find selling experience stennning all
the way back to the birth of the radio industry. Here. too, vou'll
find programs whose real vatings are expressed in terms of
mevchandise sold.. regardless of figures in listener snrveys.

Where the target is sales, Westinghouse stations hit the mark!

KYW  WBZ WBZA WOWO KEX

Philadelphia Boston Springfield Fort Wayne Portland, Ore.
50,000 Watts 50,000 Watts 1,000 Watts 10,000 Watts 50,000 Watts

WENTINGHOPSNE RADIO STATIONS Ine

Nutional Representatives, Free & Peters. exeept for WBZ-TV;
for WBZ-TV. NBC Spot Sales

STRIKING COINCIDENCE?

WBZ-TV

Boston

SPONSOR




Three key production men at worl

1

Walter Sachs, film crew production chief, holds slate in front of camera Gene Forrell, the music director, makes sound effects with special mike

Jean Oser, editor of the movie, smokes without fear {note signs right corner). No danger of fire because new type of safety film was used

1 = — —— _
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DETROITERS
have the
money now

TEN CONTINUOUS YEARS of full employ-
ment for over a million workers have made
Detroit America’s most prosperous major
market. With auto manufacturers planning to
EXCEED last year's record production of
6,240,400 cars, the 1950 outlook is exceed-
ingly bright. Looks like another three-billion-

dollar year for Detroit's retailers!

WWI-TV
has the
audience now

THE 150,000 TV sets now in the Detroit
market are concentrated within easy range
of WWJ-TV's strong, clear signal. Lion’s share
of this audience belongs to WWI-TV, first
television station in Michigan . . . two years
ahead of Detroit's other two, in TV know-how

and programming.

ADVERTISERS
are doing the
business now

1949 WAS A GOOD YEAR for WWJ-TV adver-
tisers. Naturally, 1950 is proving even bigger.
Aggressive advertisers seeking increased

® sales in this fabulously wealthy market can
achieve them through WWJ-TV.

‘ ‘Q}K,U\WL":::::'}H

FIRST IN MICHIGAN Owned ond Opercted by THE DETROIT NEWS w wJ QW
Nationol Representolives: THE GEORGE P. HOLLINGBERY COMPANY

ASSOCIATE AM-FM STATION WwJ

NAC Television Netwark
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Dramatic shadow picture (above) was taken in the darkened building  “clouds.” Below are pictures of two down-to-earth figures in the All-
where heaven scenes were filmed. The shadows were cast by Gradus Radio film, the journalism professor and Maurice Mitchell. Microphone
and Walter Sachs as they consulted on a take behind cheesecloth  prof uses is for public address system, not for a broadcast
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Other Transit Radio
Markets

St. Louis, Mo.
Cincinnati, Olio
Washington, D. C.
Raltimore, Md.

Kansas City, Mo.
Houston, Teras
Tacoma, Wash.
FEransville, Ind.
Topeku, Kans.

Omaha, Neb.

Des Moines, fowa
Worcester. Mass.
Allentown, Pa.
Huntington, W. Virginia
Wilkes Barre, I’a.
Covington, Ky.
Bradbury Heiglits, Md.
Flint, Michigan

ittshurgh Suburbs, Pa.

announcement; |

transit vehicles
radio equipped now!

in big St. Lous

KXOK-FM radio equipped buses and streetcars
are now carrying over a million rides per day.
This great ‘‘going to buy’’ market is served by
KXOK-I"M, Transit Radio in St. Louis.

Riders enjoy KXOK-FM’s ‘“music-as-yvou-ride”’
. .. like the news, sports, and special features .
and act on Transit Radio sales messages. Of
17 advertising contraets expiring in Deeember,
1949, 16 advertisers renewed. 94% renewals

is proof positive of the sales effeetiveness of this
exeiting mediumn,

Now is the time to discover the power of Transit
Radio . . . a point of purehase medium that has
proved fast, effective, and eeonomieal for

loeal and national advertisers. Write, wire,
phone, for details.

Represented by Transit Radio, Inc.

NEW YORK

250 Park Avenue
Murray Hill 8-8780

CHICAGO

85 E. Wacker Drive
Financial 6-4281

transit radio ¢

CINCINNATI
e —
e Union Trust Building
ST. LOUIS—12th & Delmar, CHestnut 3700 Dunbar 7775
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LITTLE GIRL DRAWING PAIL OF WATER FROM BACKYARD WELL APPEARS IN PART OF FILM WHICH SHOWS DIVERSITY OF U. S.

| | A

DIVERSITY OF RADIO LISTENERS IS INDICATED IN SCENES WHICH SHOW YOUNG AND OLD LISTENING INDOORS AND OUT
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Do you wwant a superd frlm at
significantly lower pricess

IMPS

producers 11 1949 of
LIGHTNING THAT TALKS

for All-Radio Presentation Committee, Inc.

TELEVISION TODAY

for the Columbia Broadcasting System

CAREER DECISION

for the U. S. Army and U. S. Air Force Recruiting Service

AROUND THE WORLD WITH FORD

for Ford International

TV SPOTS for BRISTOL-MYERS CO,,
COLUMBIA RECORDS, INC,, etc.

International Movie Producers’ Service

: {:) Y 515 Madison Avenue, New York 22, N. Y.
[ 7’{} S ELdorado 5-6620
/ ; A Studios: Glen Cove, L. 1.

Cable Address: IMPSERVICE D ¢

SPONSOR
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The happy life of a movie-maker: cameramen pull switch and smile {above]; Ben Gradus pulls own switch (below), stands in front of eight-ball.,
Man in checked shirt in top picture is Joseph Brun, A.S.C., chief cameraman. He won membership in A.S.C. (movie honor society] recently

\

1

¥
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WCFL, Chicago
1000 on the dial

Represented by the Bolling Company




Horrors, what’s happened?

Humorous scenes in film show furniture,
other objects flying out of journalism
prof’s home. Prof’s wife above is regis-
tering shock. Presumably she is even
more shocked later on when her clothes
as well start flying out of the house.

30 JANUARY 1950
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FIELD

WTTS
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‘WHEN IT COMES TO GETTING OUR =
CALL LETTERS BEFORE THE PUBLIC -~ ==

@® There’s a popular outdoor movie place just outside Bloomington, Indiana, on
state road 37. We never took an actual traffic count past the place, but we know it’s
terrific! And, the screen is visible for hundreds of yards each way from the highway.

When the movie closed for the winter season 1t hurt us, no end, to see all that
screen space going to waste. So, we made arrangements to paint a big WTTS and
WTTYV 1n the space.

It just goes to show what extent we go to keep people constantly reminded of
WTTS and WTTV.

Ever since WTTS went on the air, we’ve promoted it heavily, using all kinds of
promotional plans. The cost sometimes scares us, but we’ve accomplished whatwe set
out to do. WE'RE LEADING THE FIELD. Continuous merchandising—with balanced pro-

gramming—has setus up in the enviable number one spotin the Bloomington market.

LET OUR NATIONAL REPS. GIVE YOU THE COMPLETE STORY \

»
WTTS

A Regional Station

WTTV

Indiana’s Second

' RADIO AND TELEVISION CENTER « BLOOMINGTON, INDIANA

on the Air'20 Hours ] TV Station.
aDay. _ Owned and Operated by Sarkes and Mary Tarzian
Represented Nationolly by National Representotives
WILLIAM G. RAMBEAU CO. BARNARD & THOMPSON, iINC.
360 N. Michigan Avenue, Chicogo 299 Modison Avenue, New York
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FACTS THAT TALK

(Continued from page 41

duction of customers is one of the
grealest of all American inventions!

America’s market place has never
before been o much of a challenge—
a market really worth competing for.

Basgic figures (in billions) look like
this:
1929 1948
(.S, National Income 87 220
U.S. Spendable Income 62 194.6
Personal Consuniption
Expenditures 79 176.1

This is the mozt significant part of
the story to business wmen, to advertis-
In 1935 five-sixths of U.S. fami-
lies had incomes wnder $2.000 a year
—81% . Ten yecars later more than
half of U.S. families had incomes over
82,000—57¢ In the same period
famihes with incomes of $5.000 and
over increased 1455%. Families with
incomes between $3.000 and $5.000 in-
creased 4357¢. In the $2.000-83.000
bracket the number of families in-
creased 150¢¢.

ers:

In 1936 the percent of U.S
with “subsistence lev-
els” was only 20.7¢¢. Their total non-
subsistence spending was $21.1 bil-
lions in that prewar year.

By 1950 the 26.7¢ of families with
incomes above subsistence levels had
jumped to 62¢. and their total non-
subsistence spending was $51.0 bil-
lions—a big pie to eut.

. families
incomes above

The people who muke these figures
have not only raised their standard of
living enormously zince the people of
Ben Franklin’s day. Their choice of
kinds and brands of goods, even since
1920. has amazingly, All
this means that American business is
geared to making its profuits on volume,
not on priee.

increased

The key sales problem is to reach as
many different families as possible. as
cheaply as possible. In the late 30's
507 of all new automobiles
bought by families with incomes under
52,000 a year—-as was most of the soap
and foods and watches and all other
advertised goods. That was because
80 of American famihies had in-
comes under $2,000 a vear: there
weren't enough “rich™ families 1o pro-
duce volume sales!

were
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This is the icidening of the market
place that keeps our mills and factories
and transportation systems [)nsy. our

retail system  spreading wider and
rlm’p(’r into the coun'r.
The Voice Of The Markz=t Placz

What i~ advertising. anvway? It s
elling at a distance . . . selling people
I-efore they get to the store . . . bring-

ing them into the store. Advertising
reaches out to people and turn< them

into customers wherever the people are.

And as the markets get higger. ad-
vertising hecomes more and more prol-
itable to business. As markets get more
compelitive, advertising becomes more
and more essential to business.

Competition i~ the prime mover. Of
this fact top management is quite
aware. even when it does not have a
strong sense of advertising (this often
happens because top management <o
frequently has its roots in production
end finance rather than in sales).

the primarv power of
Why. from
Our greatest
right out of
is Lo rwant something

Where does
advertising come from?
the people themselves.
characteristic. stemming
our democracy.
better. Better jobs. better food. better
home furitishings. better services.

Everybody wants them, not just a
chosen few. And advertising sells to
everybody! People set the objective.
Advertising tells them how they can
achieve it: what to get. ichere to get it.
It is sometimes objected that advertis-
ing makes people buy goods they don’t
want or need. But wchen the product is
sampled. the product takes over. large-
Iv. The second sale depends mainly on
the product, and it is the second sale
that makes the profits!

Advertising appeals mo=t to people
who are most prone to trv something
and better. Tt sells them. Then
thev. to an important degree. lielp to
sell their neighbors.

nesw

Advertising picks out the “chuss mar-
ket™
These most responsive people listen
most 1o radio! Radio.
other covers  advertising's
“elass market” up and down the in-
come-scale.  The three charts accom-
panying this feature illustrate this in

of America in every income level.

more than am
mediun,

To SELL the PEOPlE Who Buy

The MOST in the Z,J J es‘

“\\D

POPULATION
Over 4 Million

RETAIL SALES
Over 2 Billion

use The Ug

swepL Y
9) .;vf LJJ])}'}.« \f
“Iry,
J'

FA

| luunn WATTS ﬂ“l“l BARIC c.

N B

FREcZ and PEYERS HARRY BURKE
Representatives Gen'l Manager
Anodther

FiInRsrT
For KDYL=TV

Afternoon programming
aimed at women

(naturally)

marks another important
“first” for Salt Lake's
first TV station.

Availabilities
during this
3 to 5 p.m. period

are unusually

attractive.

Notiono! Representosive: John Bloir & Co.
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“[mitation is the
sincerest form of flattery”

SPONSOR is the most
imitated advertising
trade publication

today.

510 MADISON AVENUE
NEW YORK 22, NEW YORK




part. Additional data to come will fur-
ther document this fact.

Advertising’s Role Varies

Advertising plays less of a role in
the sale of an automobile than of a
cake of soap. That’s why an automo-
bile manufacturer can be very inefh-
cient in his use of media and still stay
in business. Why he can, for exam-
ple, concentrate his advertising on
“class” markets instead of “mass mar-
kets,” even though his sales depend on
mass-market purchases.

If a soap company made such a basic
mistake in its media strategy (when its
competitors did not). it would instant-
ly head for the rocks.

Yet advertising plays an essential
role in the sale of an automobile as
well as of soap. Items of frequent con-
sumption, generally low.cost and
bought often by lots of people com-
mands heaviest advertising, it is true.
Yet even products of less frequent con-
sumption, and far more cost, depend
on volume of sales for their profits.

Because they are not high frequency
purchases advertising plays a highly
significant role. An automobile com-
pany can sell a new car to a family
normally only once in two or three
years. If it wants to sell more cars that
year it must reach more families.

When a soap company nakes a cus-
tomer through advertising, it continues
to get profit out of repeat sales to that
customer. But when an automobile
company makes a customner. it loses
him for that year, and the next and the
next. Similarly for refrigerators,
watches, silverware, life insurance, etc.
The only way they can maintain their
volume of sales is to reach lots of dif-
ferent families.

People don’t make snap dccisions
about an “important” product that
isn’t bought very often. There is usu-
ally a long “incubation period.” (Three
months, it is estimated, for an auto-
mobile.) Advertising can tell the spon-
sor’s story over and over until a final
decision is made to buy.

Formal advertising isn’t as good in
some ways as the informal variety. It
isn’t spontancous; it is more imper-
sonal. But in some ways it is better.

It is uniform comment. It 1= simul-
taneous. authoritative comment. Tt 1s
controlled comment. Tt is widespread.

30 JANUARY 1950

It gets people to know about a product |
just the way thc manufacturer wants
them to hear about it.

Advertising’s Steady Pressure

Advertising isn’t a buttonhole grab-
ber. It soaks. One advertising impact
tends to be like one drop of water. It’s
the steady pressure that makes it most
effective in finally building impulses
into action.

Conscious, half-conscious, quarter-
conscious . . . advertising doesn’t work
only by its conscious effect on people.
Very often, a person doesn’t know just
why he buys a particular brand of
goods. His purchase is the sum total
of dll the influences on him.

This has been demonstrated. to some
degree, in surveys which have shown
that people who “*don’t know” the prod-.
uct advertised in a radio program—
vet who do listen to the program—are
generally found to be significantly
greater users of the product than non-
listeners to the same program.

They “didn’t know” what as being
advertised. But the program got themn
to buy the product just the same!

How Does Advertising Work?
Ben Franklin would be fascinated
with the media through which adver-

FOR NEW YORK’S
THIRD GREAT
MARKET

ALBANY
TROY
SCHENECTADY

® WRow offers
o YOU complete

® COVERAGE ..«
* PROMOTION ..«

e SERVICE
5000 Watts « 590 K.C.

Ask
THE BOLLING COMPANY

WROW=

BASIC MUTUAL

tising exerts its force today. One of
themn, he would find, is the biggest
thing in all America, except for the
people themsclves: 947% of the Amer-
ican people own and use radios.

The older indices of the American
way of life, the automobile. the movies,
the telephone, the plumbing—none of
them are so characteristic of America
today as radio: 94¢% as hig as the
United States itself.

It is interesting to note that any ad-
vertising medium—radio, newspapers.
magazines—is a product. bought and
sold in the open market place against
competition like any of the products
it sells to readers or listeners,

The distribution it gets depends on
its own “product appeal,” on how suc-
cessful a product it is.

The distribution it gives depends on
the same thing. The distribution of
its advertising messages depends on the
“product appeal” of the medium. not
of the product it is helping to sell.

hIKE
PARROT —

—the Joe
in the know
in L.A. radio

SAYS:

Co nsistes, [/f,/
GREATER RETURNS

,'Jer (JOW“" 5’)0'1 t
$0—

Check

= KFVD

KC
LOS ANGELES
—BEFORE YOU BUY!

5000
Watts
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When you can get RCA
“Know-How”. . . why
take anything less’

RECORDING
PROCESSING
PRESSING

You get the kind of serv-

ice you want and the quality
you need at RCA! Records
and transeriptions of every
description . . . slide filmand
promotion recording facil-
itics. Careful handling and
prompt delivery. Contactan
RCA Victor Custom Record
Sales Studio:

120 East 23rd Street
New York 10, New York
MU 9-0500
445 North Lake Shore Drive
Chicago 11, llinois
Whitchall 4-2900
1016 North Sycamore Avenue
Hollywood 38, California
Hillside 5171

You'll find useful facts in
our Custom Record Brochure.
Send for it today!

'V ﬁqek‘
custom

@ record
& sales T

Radio Corporation of America
RCA Victor Division
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That's why it is so unportant to an
advertiser to pick a
“product appeal” is as good or lLetter
than the appeal he wants his own prod-
uct to generale,

medium whose

Radio is a solvent that ha~ largely
dissohed the old
markets. the

divisions hetween
“mass” dis-
tinctions that are ~o exaggerated by

more limited media. Pecople ave wiping

“class” and

them out n their purchasing habits.

Radio Ownership

Hiere are now 40.000.000 1.3,
families:

94 of U3, families own radios

657 have bathtubs

0077 have automobiles

92°¢ have telephones

radio

Saturation
South:
987,

evervwhere but in the

ownership in Northeastern
LS.

959% in North Central

977 in the West

877 in the South (all the famihes
with money!)

Saturation evervwhere bnl o the
farm:
967 ownership in cities over
500.000
9% in cities 100,000 to 500,000
95% in cities 25000 to 100.000
95%. in eities 2.500 1o 25.000
937% in rural non-farin homes
857 in farm liomes (but ol {farm-
ers with money)

Not much difference by income lev-
els, but with the emphasis on high in-
comes:

98% of the “top third” in income
have radios

97% of the “middle third”
86% of the “low third”

Only the poorest farmers. mostly in

the South, don’t own radios.

Some Interlocking Markets

Socially and statistically. the Amer-
ican family has long labelled itself by
its possession of an automobile and a
telephone. People who own one or
both are the prime markets for all na-
tionally advertised goods. Note how
thoroughly radio saturates narkets:

As (‘arly as 1037 ...
95% of all nrban automobile homes
conld be reached by radio . . .

95.7% of all urban telephone homnes
conld be reached by radio.
The same satnration figures hold to-
dav for families with refrigerators.
washing machines, ete. Radio delivers
the complete markel.

Other media, magazines particularly.
are fond of pointing out that “90%7. of
our circulation
and so forth.”

owns an automobile.

Bt thic i~ a very different story than
1adio. which can say that “95% of all
urban  automobile  families can  be
reached by radio.

Magazines reacl splinters of these
markets. Radio reaches the whole
market throngh the U, N

Multiple Set Growth
1041 and 1947 the U. =
families with more than one set almost

doubled: 18 in 1944, 34% in 1947,

Between

Antomobile scts elimbed from 4.-
00,000 i 1937 to 9.300,000 in 1948,
This mnltiple-set ownership is another
indication of something not often em-
phasized: radio’s saturation of the
upper-imcome markelts.

Radio’s virtnal saturation of all in-
come levels often obscures the demon-
strated fact that radio first appeals to
fumilies with money. In 1930, when
103 ¢ of U. S, homes had radios.

there were sets

()l]l_\’

T80 of all A\ homes tincome over

S10.0000

73.7%% of all A homes ($5,000 to
10.000)

66.8¢ of all BB homes ($3,000 to
5.000)

54.2¢ of all B homes (82.000 to

3.000)

ln 1933,

homes had radios,

50.2% of all U.x,
there were radios

wlien

n:
87.8 of all AA homes
85.7¢ of all A homes
30,7 of all BB homes
72.0¢ of all B homes
57.5 of all C homes ($1,000 o

2.000)

Why Is Radio So Etfective?

A clue: at Deshon General Hospital.
the U.S. Army asked a group of blind
and deal veterans which of the two
senses they wounld sooner have restored,
if they could have only one.

SPONSOR




HOW FAR CAN JARU HESS GO

He's gone too far already. say
gy - . -
gsome. There’s the station manager in

North Carolina who wrote that

he got so steamed up looking at the represen-
tation of the “Station Manager™
that the print burst into flame. And the
New York radio direetor who

locked his copy of the “"Acconnt Execu-
tive” in his desk because one of the
ageney account big-wigs “*was kind

of sensitive.” So it's wise to caleulate the
risk before decorating your office with

these five provocative, radio-ribbing,

Jaro Iless drawings. They're
127 x 157, reproduced on top-quality

enamel stock. ideal for framing.

Besides the Sponsor there's the Timebuyer, the Station
Manager, the Account Executive, the Radio Director.
While our supply lasts the set is yours—free with your
subscription to SPONSOR. Write to SPONSOR, 510
Madison Ave., New York 22,

i

I.
- - - - - - - - "-"">”"»"”""=>"”"”"“"“""=“"=""=“"®=“"¥=“"®“"="“"="=™ "7T°”"’ "~ " "= ;"=""=7”7 |
i . . . .
1 If you thiuk the sponsor i out-of-this- |
: world, then wait “til vou see the four :
: FREE’ w|th your subscnphon to SPGNSGR ()thc:rs. Jaro He:s‘s caricatures are |
| ($8.00 per year) available only with your subscrip- |
i ’ tion to SPONSOR. Extra sets, avail- :
: able to subscribers, at $1.00 each. |
b e o _ _

“It’s a good thing advertising “During each busy day | make
men don’t bruise easily because it a point to look at them just
these Jaro Hess satires really rib once. They always bring a smile
the business.” and relieve tension.”

Louis C. Pedlar, Jr. Dick Gilbert
“lI am 1009, satisfied with Cahn-Miller, Inc. “The pictures by Jaro Hess KRUX
your excellent caricature titled are splendid and I'm delighted
Sponsor never satisfied.” to have them.”
The Toni Company Niles Trammell
Don P. Nathanson NBC




MOLINE

ROCK

LR

OVER 230,000
POPULATION

Largest population
market in [Hinois and
lowa, outside Chicago.
Family income tops
25,650 per year.

Farmn machmery manu-
factnring center of the
nation.

)
kS
H

/

Delivering more listeners
at a lower cost . ..

WHBF

e e

5000 Watts Basic ABC
AM FM-TV

National Representatives. , Avery Knodel, Inc.

o b

SRR

R RV RV

Rtk

A

Say......

NORFOLK???

in

MARKET?

perous, booming area!

and get set for

RADIO

in 1950!
ASK RA-TEL . ...
about
LWEAP-
M M
Serving

NORFOLK — PORTSMOUTH
NEWPORT NEWS
From
Portsmouth
MUTUAL NETWORK

B. Walter MHufhington, General Mgr.

Are YOU being misled about

Getting most for your dollars

VIRGINIA’S NO. 1

Better double check your
schedule NOW for this pros-

BIG NEWS IN NORFOLK
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Eighty percent said they would
sooner hear again.

A moment’s contemplation suggests

why. They fell more “cut-off” from

"

people, more lonely. when they couldn’t

hear human voices than when they
couldn’t see human faces.

Merely to look al a person is to see
only the outside ... to hear somcone
speak is lo gel a message from within,
is 1o establish a deep contact with an-
other personality. More than sight of
other people. more than the written
word, the sound of other people talk-
ing brings people together.

We respond more to speech than to
the written word. This is one of the
greal roots of radio’s power.

One Month’s Audience
In a month, a top radio program

will be heard by 5079 of all the adults

in the U.S.: the vast majority of them

hearing it two or three times in the

month. Consider the “Lux Theatre of

the Air.”" for which listening data is
available, as of January, 1940:

48.87¢ of all U.S. people over 18
heard it in a month

35.17¢ of all people with some col-
lege education

56.27¢ of all people with some high-
school education

34.25¢ of all people without high-

' school education

17.6% of all A income people

54.1¢7 of all B income

532,17 of all C income

1047 of all ) income

This is for one program, not for a

schedule of programs,

Inherent Selling Qualities
Sales come out of impact, not out of

geograpliv.  Not alone “how nrany.”
but “how hard you hit ‘em” is the
truer measure of success for any ad-
verlising  medium.  Despite  radio’s
astonishing horizontal streteh (“how
many’’), itis the vertical impact— “how
lrard you hit "em”™—that forms radio’s
bedrock of value to advertisers.
Radio’s “great numbers” are the re-
sult of its impact, both in programing
and advertising. not the cause of it.
An advertising medinm must be judged
by this eqnation: Sales valne equals
circulation times frequency times im-
pact. 1t is in the powerful combination
ol these three elements. each inereas-
ing the valne of the other two. that

. radio runs away from the field.

The Living Voice
Every salesman, politician, and dic-
tator knows that what Pliny, the
- Younger, said over 1,800 years ago is
true today: ““We are more affected by
words we hear, for though what we
read in books may be more pointed,
there is something about the voice that
! makes a deeper impression on the
: mind.”

People read alone. But they listen
together. Each tends to a
greater response because response is
infectious. Any automobile or insur-
| ance salesman would much rather sell
| a husband and a wife at the same time
l than try to sell each one individually.

person

Radio’s Pictures
Radio has pictures, of course—the

pictures people paint in their own
minds. They are the greatest adver-
tising illustrations in the world.

More Personalized, Provocative
Radio pictures are more personalized

and provocalive because they are not

| Reack
and SELL

| X Southern California’s

TOP
QUARTER

MILLION
with KFMV ey

58,000 Watts 94.7 mc.

Aﬂh BRDABCAITING CORPORANION

6540 Sunset Blvd.,
Hollywood 28, Califarnia

A

SPONSOR




limited by the details of printed pic-
tures, which tend to freeze the imagi-
nation to specific details shown. The
Clairol Co. found this out in a maga-
zine campaign for a woman’s hair
shampoo preparation.

The black and white campaign was
so successful it “progressed” to four-
color illustration. Sales eflectiveness
immediately dropped off. They found
out that a woman looking at a black
and white illustration could more
easily identify herself with the picture,
whether she was blonde, brunette. or
red-head. Any color used in the illus-
tration which differed from the hair
color of a reader made it harder for
her to identify herself with the picture!

The history of the Toni Company,
which had spectacular success in sell-
ing home permanent wave kits. is al-
most entirely a radio success story. It
showed the other side of the coin: how
effectively radio’s “pictures” get wom-
en to buy!

Message and Program Linked
In space advertising the magazine or
o o

the newspaper gets the credit for the
information and entertaimment in its
colunms. In radio, it’s the sponsor
who gets it. It is “The Lux Theatre of
the Air.” Or Eversharp brings you
“Take Tt or Leave It.” etc. Sponsors
have an element of audience good-will
that is without parallel in space media.

Ouly in radio can the advertiser
make a sharp pre-selection of the edi-
torial frame and mood that will sur-
round his sales message. In radio, the
product gets its own frame—built to
order in every case!

In radio there is no competition
from editorial content. because the ad-
vertiser controls the editorial content
which surrounds his sales message.

Sales Talk Gets Spotlight
Once the audience is collected and

entertained and the time has come to
sell, the program is removed. taken off
the stage . . . only the sales message is
there ... the only thing on the stage.
This is of great importance to adver-
tising. Instead of the prospect’s having
to exert himself to focus first on edi-
torial. then advertising content, radio
does it for him. It's easier for the
listener to hear the sales message than
to avoid it!
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Service-Ads go to

client meetings

with Radio Director

“STANDARD RATE’s Radio Section is always
with me,” says the R. D. of one large agency.
“Even when I go to talk with clients I put it in
my briefcase. It gives me all—and I mean all—
the basic quantitative information I need on

any station,

except coverage.

And 1 welcome

ads in it that tell me something that the station
listings don’t tell, such as coverage information.

Such ads are useful.”

You, too, have probably noticed that many sta-
tions are supplementing their SRDS listings with
Service-Ads* that give additional buying infor-

like WCFL’s

mation,

Service-Ad

shown here.

Note to Station Managers: The SPOT RADIO
PROMOTION HANDBOOK reports the sort

of station information time buyers say they

want. It’s full of promotion ideas.

Copies are

available from us at a dollar each.

STANDARD RATE & DATA SERVICE,

*SERVICE ADR
are ads that sup
plement and ex-
pand SRDS list-
ings with useful
information that
helps buyers buy.

$0,000 WATFS IN CHICAGO
UICFL e

Wik o me poll pomers hom respanse fram ¢ Primery ead
Socandary Bree with @ 416,470 Sodes Homes Tooo! Soden
V-l--‘ ol $13 347 493 000 4391 047 Wege temend

wcu wuouscad -b-.. awt s thased o
wantees o 111 s, &1 1o Undiana, W9 1 i h
"

ko duma t.-uu ey 3 .
wvam )

[ v-n et R e FORN i R

Sday, Lk &5 11 €6 3B TR MIemes

BLtLE 08 VL MIVIR DS 34115088

Lo s lm e

Forl™ i, e

wril ‘( ﬂ lent
- ~

— S (Pl

R

”nus WML delirrce thw wage rareers in the g1vel industivel

[LY

s, “euth Bord. Jotue
L ks o s (0 theme skilled, well.
+ A r.u. [ ub« n Chics,
toeie o eaclon o ool to wit ¢

BAY mod HIGNT
LAl RILDEYCLLY

an SOUING CO

For your convenience WCFL runs
such Service-Ads* as this near
their listing in SRDS Radio Section.

Inc. \\

The Natianal Authority Servmg the Media Buying Function
.+ Walter E. Boithof Publlisher |

333 NORTH MICHIGAN AVENUE, CHICAGO 1,

ILLINOIS

NEW YORK *+ SAN FRANCISCO + LOS ANGELES

RALID

. . . since its commercial infancy

TELEVISIUN

.o sinee 1939

George R. Nelson. Inec.
Advertising

Schenectady and New York City
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SPONSOR
SPEAKS

Man with a mission

Iiven a trade pnblication is entitled
to an oceasional lapse,

Ben Gradus is neither an advertiser
nor an agency executive. And SPONSOR
rarely writes about any others.

But this is sroxsor’s lapse. For non-
sponsor Gradus is worth writing about.

Ben Gradus is director of LIGHT-
NING THAT TALKS. As such. e
could satished himself with a
good film.

have

Yet Gradus decided that nothing
would do but perfection.

The normal 5-minute commercial
fitm uses 20.000 feet of film. Gradus
<hot 50.000.

The normal commercial film is shot
within the confines of a single area,
Gradus and his hardy crew traveled
25.000 miles.

Gradus insisted on natnralness, So
everywhere he went he selected and
trained  non-professional  actors  suit-
ably linked to the locale. Evervwhere
he went he tanght babies. teenagers.
honsewives. octogenarians to perform
creditably in their real-life roles,

If. after seetng LIGIITNING THAT

Awareness of radio: 1950

Long before the first showing  of
LIGITINING THAT T'ALKS. national
and local advertisers and ageney exeen-
tives were asking when and where they
might see the filin.

Manyv such queries came to spoNsor.

To u< this wave of interest repre-
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Applause

TALKS, you consider it something spe-
cial. vou may want to remember that
there was something special behind it.

Gradns was a man with a mission,

How to sell an advertiser

LIGHTNING THAT TALKS repre.-
sents a serious attempt by broadeasters
to bring advertisers —— national. re-
gional. and local — face to face with
kev facts about their medium.

Such a presentation is long past dne.
For vears advertisers have heen han-
pered by a lack of understanding of
the advertising
and versatility of radio. Nobodyv gave
it to them, except in dribs and drabs.

For lack of such a presentation mil-
lions were lost to broadcasters,

The shoe-merchant who was burnt
by radio advertising after using three
announcements back in 1932
came back. The newspaper bovs told
him why he shouldnt. The radio bovs
never convinced him he should.

The large automotive manufacturer
who invests huge sums in every form
of advertising, except radio. might
auickly have changed his mind if he
had heen given the wherewithal to
recognize that the persuasiveness of ra-
dio—its intense humari apreal—works
just as well for autos as it does for
soaps and cigarettes. This industrial-
ist is too busy to give much time to
consideration of specific  advertising
problems.  But httle by little he picks
up an appreciation of media.
was one that didn’t get through to him.

The department store with the radio
taboo certainly would take a longer
look if its owners knew the basic di-
rect-selling jobs that Schuneman’s in
St. Paul. ZCMI in Salt Lake Citv.
Polskyv’s in Akron. and other progres-
sive stores assign to radio—and with
what effect.

LIGHTNING THAT TALKS will

cuarantee an initial interest ... and at

importance. inpact.

never

Radio

sents several things.

H indicates a heen awareness of
radio: 1950 variety. [t the
commercial vitality of the most exten-

reveals

sive advertising medium available,

It expresses the urgent need for
radio presentation material that will
help advertisers appreciate the impor-
tance of the medium.

least the beginning of appreciation of
radio by thousands of advertisers who
had none before.

But spoxsor hopes that what this
onique documentary develops will be
only a start, Now comes the real work.

It's up to broadeasters to follow with
individual showings of the film, per-
haps in its briefer versions: by per-
sonal solicitation; by well-planned
presentations pinpointing radio’s place
in the advertiser’s scheme of things.

We recommend that this Souvenir
Issue of spoxsogr. prepared as a facts
and figures supplement to the flm. be
used to the fullest.

The forces that bring about as im-
portant a presentation as LIGHTNING
THAT TALKS augur well for the fu-
ture sales radio.
Radio is a great medium ... and it will
be greater for remembering that there’s

no substitute for constructive selling,

aggressiveness  of

How to see the film

The word is spreading that radio
bas something in LIGHTNING THAT
TALKS. During the past week or two
inquiries have been received at spox.
<0R from advertisers and agency execu-
tives who want to see the film and
wonder how that can be arranged.

On page 42 of this issue is a story
deseribing the industry’s plans  for
showing the film to sponsors. prospec-
tive sponsors, and advertizing agency
personnel.  As SPONSOR went to press
the dates of area showings were not
sifficiently  defined to be published.
These will be released by the BAL.

Stations in your own area will be
glad to provide further information on
showings. =poxsoR will be happy to
answer questions and to dig up any
data available on dates of showings in
specific areas, The BAB office, 270
I’ark Avenue. New York City, is acting
as clearing honse for showing dates,

It represents a basic interest in all
advertising. and a deep desire on the
part of advertisers to place the several
mediums in their proper perspectives.

LIGIITNING THAT TALKS will
contribute substantially to a better un-
derstanding of radio.

SPOoasoR is pleased to note the wide-
spread receptivity to its message.

SPONSOR




Key Station of the
Radio Network of Arizona.

KOOL, Phoenix
KCKY, Coolidge
KOPO, Tucson

100% coverage of Arizona’s
richest area comprising 75%
of the State’s population.

ROPED ! \

'I'IED/ o’ N

/READY FOR BRANDING ¢

That’s the breezy Arizona way of telling
you that more than

HALF A MILLION ARIZONANS

who, annually, spend more than

HALF A BILLION DOLLARS

in KOOL's retail trading area provide a
ready-made, loyal audience

for YOUR SALES MESSAGE

— made doubly responsive by KOOL’s
active showmanship and local promotion

=+ the consistently top-Hooperated

COLUMBIA NETWORK PROGRAMMING

Your COI.UMBIA Station

IN ARIZONA

5,000 WATTS DAY and NIGHT 960 KCs

Phone, wire or write for availabilities today

NATIONAL REPRESENTATIVES

George P. Hollingberry Co.
NEW YORK ® CHICAGO ® LOS ANGELES @ SAN FRANCISCO @ ATLANTA



Makes You
Stronger!
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