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FOR

| RINGING UP
SALES IN
RICHMOND

If you want to make friends

and influence sales in Richmond,
you'll do well to consider the

Havens & Martin stations — Virginia‘s
oldest radio and television
institution.

Steeped in the traditions of the Old
Dominion Capital, WMBG, WTVR and WCOD
have long ago achieved the basic
ingredients so important to successful
selling — public confidence and
listener loyalty. It all adds up

to mounting sales results for your
national product. The nearest Blair

man will gladly tell you more.

Havens & Martin Stations are the only

complete broadcasting institution in Richmond.

STATIONS OF VIRGINIA

I Pioneer NBC outlets for Virginia’s first market.

Represented nationally by
l John Blair & Company
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Average
Washingtonian
spends 9%, of his
time listening

Chrysler spot
schedules in
offing

Peabody Award
isn’t radio’s
Oscar

Kennecott Copper
wins friends
with KSL

farm show

Sterling Drugs
uses spot radio
as insurance
against TV

LIFE shows radio
lhow to measure
total audience

8 May 1950

Each Washingtonian, as surveyed and averaged by American Researc
Bureau, spends 15.64 hours weekly listening to radio. That's over

9% of all hours. Average member of TV family views only 12.01 hours,
showing substantial advantage for radio, particularly since study
averaged listeners and non-listeners alike. Helping balance the
picture is the fact that radio programing covers more hours daily
than TV. (See "Is Hooper shortchanging radio?"—page 30.)

~SR—-

Upsurge in national spot and network radio is presaged by settlement
of Chrysler strike. Campaigns are in the making for Dodge, DeSoto,
Chrysler, and Plymouth to kick off as soon as car inventories re-
cover from stalled production. With Chrysler push, other auto man-

ufacturers may up air advertising. Network sales heads in Detroit
putting in ground floor licks.

-SR—

Prestige of Peabody Awards, top ranked iu a recent SPONSOR poll, hit
the toboggan as result of this year's selections. Concensus was that
Peabody, which might have become radio's Oscar, appears to be slip-

ning to level of some other radio awards, characterized by dubious
and ludicrous choices.

-SR-

Kennecott Copper,one of world's largest, has had longtime problem
with Utah, Idaho, Wyoming, Montana farmers. Miners and farmers often
tangied. But Kennecott's recent sponsorship of five-weekly farm pro-
gram over KSL, Salt Lake City CBS outlet. is expected to ease prob-
lem.

—SR—

Sterling Drugs (Bayer Aspirin, Molle Shave Cream, Phillips' Milk of
Magnesia, ete.) is taking steps to protect its radio program audi-
znces from video inroads by adding radio announcement campaigns in
TV markets. These will be in addition to Sterling's regular radio
net shows. Firm's only TV buy to date is DuMont's Okay Mother.

—SR-

In contrast to radio's inability to coun® total audience, magazines
like LIFE show how it's done. From 4,995,000 total paid circulation,
LIFE computes 23,950,000 total audience by process of multiplication.
Now comes new sStep with magazine calculating (and selling)on basis

of 62,600,000 "cumulative audience" for 13 issues. Radio's ineptness
with figures is revealed by fact that it fails to tally out-of-home

and in-home personal-set listening. All printed media count every
last paid copy.

SPONSOR, Volume 1, No. 11, 22 May (930. Pubfished biweekly by SPONSOR Publications Inc.. 3110 Elm  Ave Baltimore 11, Md. Executly Editorial,
Office 510 Madison Ave.,, N Y.
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Bureau of
Advertising
proves value of
research and
advertising

RCA credits
609, of income
to TV

Four nets and
Philly stations
underwrite Radox

AM TV study

Chiquita Banana
advertising ally
for Kellogg

CBS whack at
mystery-adventure
on Tuesday nights

How TV hypoes
movie box office

48-station California
net part AM,
part FM

N

Newspaper ascendancy to top medium iu national billings highlights
importance of coordination, research, and promotion. From lower na-
tional income than radio in 1942, newspaver total in 1949 hit as-
tronomic %445,000,000. Reason lies in major effort by Bureau of Ad-
vertising of ANPA in collaboration with newspaper reps. NAB: please
note. (See editorial, page 72.)

—SR—

How important television is to RCA is indicated by fact that TV ac-
counted for nearly 60% of RCA gross income in first three months
1950. Corporation earned $11,236,231 in period as against $5,932,083
last vyear.

- SR~

ABC, NBC, CBS, MBS, along with several Philadelphia outlets, are
paying for Sindlinger (Radox) gualitalive study aimed at learning
what's happening to listening in a "hot" video market. Studies are
based on Radox analyses of past two years; traces radio/TV picture
step by step.

-~SR-

Kellogg's Corn Flakes, prolific users of Chiquita Banana radio tie-
ins, will publicize United Fruit glamour girl in newspapers and on
panel of corn flakes package.

—SR-—

Mystery-adventure night on CBS is Tuesdays; on MBS Sunday and Monday.
Effective 9 May CBS adjusts "This Is Your Life" from 9:30-10:00;
"Yours Truly, Johnny Dollar,” from 10:00-10:30; "The Adventures of
Philip Marlowe," from 10:30-11:00. For nrograming dollar spent,
mystery-adventures still show best audience value.

—-SR~-

Test-tube campaign designed to show leading movie makers how to use
TV to up theater attendance soon will be undertaken over WCAU-TV,
WPTZ. WFIL-TV. Eight movie producers plan to participate after in-
terest aroused by New Haven-Hartford test. Before TV test on New
Haven TV outlet, two cities had equal box office takes. But $800
spent in New Haven zoomed city's theater revenue 35% above Hartford
(Hartford has no TV outlet). Sindliunger will make research analysis
in Philadelphia as trailers, personal apvearances, etc. are tested.

—SR—

Pacific Regional Network, new California regional network including
43 AN stations, five FM, presents its first paid broadcast 14 May,

a 30-minute political program featuring Hollywood names. FMers will
serve as links between AM outlets, eliminating telephone line
charges. Cliff Gill, PRN general manager, said system is being used
by 14 regional networks outside Cialifornia. Web will be sold on
5tatewide and sectional basis with group flexibility "tailored to
ndveirtiser's needs."

Please turn to page 50-

SPONSOR
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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 434 166 10.5 6.4 18.3 3.2

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

AFTERNOON 36.1 25.4 82 13.7 92 2.6 ‘
|
|

12:00-6:00 P.M.
Mondoy through Fri. Stotion
EVENING 352 237 67 82 11.1 .heden |

Only

§:00-10:30 P&, OCTOBER 1949 thru FEBRUARY 1950

Sundoy through Sot.
HOOPERATING

Representatives: EVERETT-McKINNEY, Inc. New York, Chicago, LEE F. O'CONNELL CO., Los Angels, San Francisco |

22 MAY 1950

N. Y.
5,000 WATTS
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ARTICLES

Telervision program costs

They are up 5% this year, will go higher. But the industry is making good
progress toward holding production expenses down

Mail orders by the millions

RCW Enterprises in California sold over $1,000,0C0 worth of toy balloons in
a single spot radio mail offer campaign

Is Hooper shortchanging radio?

Listening in TV markets shows far better in interview and electronic-device
studies than in telephone surveys

Operation Maxwell House

How do you hypo o sales force? For this coffee firm the answer was a radio-
aided take-off on the airlift

Not sponsored—Dbut big business

Without benefit of advertiser, Mutual's Bobby Benson program sells 40 prod-
ucts in carload lots to avid young listeners

How to **sell” a candidate

Are you using the air to put over your political campaign as skillfully as P & &
or General Foods use it to sell their products?

— P IR <

IN FUTURE ISSUES

The Great Godfrey

For years he has been one of broadcasting's top salesmen. SPONSOR has
been preparing his sales biography, will soon explain how he gets results by
using the bare foot boy approach

fs Beethoven commereial?

Classical music stations in markets of 2,000,000 and over report intensely loyal
advertisers and audiences

What tools do timebuyers lean on today?

SPONSOR is surveying timebuyers to see what facts they use most often to
make decisions—and to see what facts they wish they had more of

v
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Additional high power
tubes to modulate the
50,000 watt tubes with

program.

Front view of transmit-
ter showing main con-
-~ trol desk, phasing and
branching cabinet.

* e 1060

on the Dial . K.C.
* NEWEST, Most Modern All RCA
Equipment!

féﬁfﬁﬁ [ 13

Individual Programming tailored
to the area—plus leading Mutual

13,000 volt power sub-
station to convert pow-
er to station use. Cap-
acity 225,000 watts.

50,000 watt power am. Shows!
plifier showing two *
' tubes in operation; two

spare tubes.

Building listener loyalty 25 years!

Building More Listeners Now

With Our Greatest Promotion In
Air-conditioning unit to

3 History! PO
Blowers to cool high-
power transmitter |
. tubes, capacity 10,000 , . cool the 12-room trans-
cu. ft. per minute, Each ‘ : | mitter building.
motor 7.5 h. p. | :
' The James A. Noe Station
NEW ORLEANS. LA

James E. Gordon, Gen. Mgr.

James A. Noe, Owner

MUTUAL ECX : ?é’.f
BROADCASTlNG 420 Lexingfon Ave.

UL New York City




HERE’S THE
SENSATIONAL

LOW-PRICED
WESTERN

THAT SHOULD BE
LI  ON YOUR STATION!

Out of

47
West Coast
regional

LU lﬁoved 9 4

{Third” place .
' up 'o o tie...in
{ - December, 1949)

M rfrom... 8 9

{Fourth position.". .
achieved in

f—:«.\\ . November, 1949)
] )'5 For the same period, ““Cisco

=% Kid’’ outrated all other
12-hour Westerns by 50 %!

**‘Cisco Kid" is aired three times
weekly — Monday, Wednesday
and Friday. Itis the highest-
rated show in its time period on
Wednesday and Friday ... and
is second only to ‘‘Bob Hawk"
on Monday! Write, wire or
SENSATIONAL PROMO- phone for proof of Cisco Kid's
S record-breaking, sales-producing
butions to guns—is break-

. performance,
ing Iraffic records|

This omozingly successful

Ya-hour Western advenlure

progrom is ovoiloble: 1-2-3 /]’[I[I/f, / .

limes per week. Tronscribed
for locol and regionol spon-
sorship.

M,M#Qh,

mm A

» ff"""s\_m
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HAPPY CHANDLER PLEASED

I was pleased to see the story on the
importance of baseball in the national
radio and television industry in the
10 April sroNsoRr.

ALBERT B. CHANDLER
Commissioner of Baseball
Cincinnati

RADIO IS GETTING BIGGER

May I request the receipt of two
black brochures that vou were dis-
tributing at the NAB convention in
Chicago. They concerned radio data.

They were most comprehensive in
nature and unfortunately 1 was not
able to obtain one. I would be most
appreciative if you would comply with
the above request.

LEE SMITH
Operations Manager
WLOU

Louisville

Would appreciate vour sending us
150 reprints of the article in vour 24
April issue of sroxsor. “Radio’s un-
counted millions.™

Please advisc us when we may cx-
pect these and what the total cost may
be. We are anxious to get this article
to mail out to the leading advertisers
and agencies throughout Michigan,
Ohio, Western New York and Penn-
sylvania, the area covered by this office.

W. H. CARTWRIGHT
Wanager

idward Petry (- Co.
Detroit

[ checked with our salesmen this
moruing and they agree that we would
like about 500 reprints of “Radio’s
uncounted millions” appearing o0
pages 22 and 23 and continued. ia the
214 April issne of sPONSOR.

I think that this story would be in-
valuable to us for mailing to all of our
local sponsors.

We have some prospects who think
that radio gets put away for the sum-
mier like wool blankets. We tell them
differently. but of course our attitude
is presumed to be prejudiced in our
own favor.

H you do not have reprints, we

L



— - " | would appreciate your O.K. and maybe

TED MacMURRAY

Prediction:

California Will Lead N. Y.

¢ California will top New
! York as a market within
10 years. That is the prediction of Ted
MacMurray, sales manager of the new
Pacific Regional Network.

“California has eclipsed Pennsyl-
vania in the past decade and if the
westward migration conlinues at its
present rate, in 10 short years it will
take the nation’s number one spot as
a market. and possibly as a population
center.”” he ventured.

“This shift of buving power to the
Far West will create new problems for
advertisers who must also shift their
advertising allotments westward. The
consumers which they must reach will
be spread over a huge state rather than
be concentrated as in the New York
area. That is the reason that the Pa-
cific Regional Network was formed:
to provide advertisers with a medium
flexible enough to cope with population
shifts and market development no mat-
ter how rapidly they occur. We can
offer the advantages of spot radio- -
local impact and tailored coverage-
and also the program control and pro-
motion advantages of networks. In ad-
dition we offer a saving of 207% on
time costs, and the convenience of a
single purchase and billing.”

22 MAY 1950

we can have photostatic copies made
for a small noniber of our kev ae-
counts.
RoserT T. Misox
General Manager
WURN
Marion, Ohio

® DMany requests for additional copies of “Ra-
dio's uweounted mllions® are belng  recelved.
plus “Reading vs, listening,” **The
other articles Dbearlng on radlo’s
nerit as an advertising medivm  are
containe the new 32-puge booklet *Radio Is
Cetting Bigger®™ available to SPONSOR subwerib.
eri on request,

outstandang

TRY NIELSEN'S FIGURE

On page 41 of the 30 January issue
you show the total listening by the
average United States radio family as
four hours, 32 minutes per day. In the
30 January Broadeasting on page 24 in
a condensation of “Mitch’s Pitch.” the
listening by the average radio family
was shown as 5 hours, 33 minutes
daily.

In the interests of the industry these
figures should be resolved.

PAT FREEMAN

Director of Sales and Service

The Canadian Association of
Broadcasters

Toronto. Ontario

® Nielsen gives it in 1919 as 190 million hours
daily., Whe's get a converter?

DOLCIN STORY REPRINT

Sometime ago vour pubhcation fea-
tured a Dolcin success story, particu-
farly in connection with station WNAX
in Yankton.

[ wonder if it would be possible for
you to send me a reprint of this article
or a copy of the publication in which
it appearcd.

Mary RirpEL
Redfield-Johnstone Inc.
New York

® The Dolcin story, titled **It happencd in I8
months,” was publiched in the May 1918 e,
The program is still going strong,

PERMISSION GRANTED
We would like to reprint a conden-
sation of the article “It happens every
spring.” which appears on page 32 of
your 10 April issue. May we have
your permission to do so?
M. AL Sianrar
Editorial Director
Publishers Digest Inc.
Chicago, Nlinois

AS OF MAY 1, 1950
OVER

23,000

TELEVISION RECEIVERS
WERE IN THE
KMTV (Omaha} AREA

The only Television Station
telecasting 7 nights per week
in the Omaha Market.

KMTV

TELEVISION CENTER
Channel 3
CBS-ABC-DuMont

Since Jan. 1, 1950, KMTYV has
added an entire new studio
with scating capacity of 100
persons.

9 network programs have been
added to our =chedule since
Jan. 1, 1950.

A new 11 ft. camera bench is
now being installed. This will
provide greatly improved com-
mercial versatility.

Place Your Advertising
Schedule with KMTYVY,
the Leader in the Omaha

Television Market.

Vidwest Rural

the
‘\\\ AL Shenim‘

To couver
\‘a‘.ket, \)u}' .
10“.3. —— 1 h('
the

Number 1

doah. ‘
‘\ Farm Station 1
n Market.

Number 1

Fary

Under Management of

MAY BROADCASTING CO.

Shenondogh, lowa
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CHARLESTON, S5HUTH CARULINA

LNE 0F AMERICA'S GREAT
Mai Pour STaTions

Represented by The Walker Company




ON THE HILL

Radio advertising maintains
good record in FTC check

The Federal Trade Commission reports that it has set aside
1.331 out of 77,820 radio continuities as being possibly
false and misleading. Despite all the publicity given to
misleading cigarette, antihistamine, and other claims, the
continuities chosen for further examination by the FTC

amount to only 1.72% of the radio commercials scanned

by the FTC’s Division of Radio & Periodical Advertising.

FCC Commissioner sees no reason
for radio station owner blues

FCC Conunissioner Robert F. Jones states that since more
than 40,000,000 Awmerican families (9597 of the total)
own radio receivers. he finds it hard to understand the
discouragement of some radio station owners. “Poor radio

. only 5% to go to completely saturate America,” he
added. Joues also suggested smaller stations reduce oper-
aling costs to increase their efheciency.

Big business may soon be
under further attack

The Senate has been asked for a total of $346,650 by the
Federal Trade Commission to continue its investigation of
big business. This sum is sought for a proposed index of
cconomic concentratton, for investization of the steel in-
dustry. and for a series of quarterly reports on retailers,
wholesalers, and mining concerns. Big firms could well
afford 1o follow tne example of [, S Steel, Dul’ont, The
Association of American Railroads and others. who have
long made effeetive use of radio to tell their side of the
story to the American public.

Construction work and home

building reach new high

Howme building is up 6297 with spending for new dwellings
up 507%. Home construetion people and appliance dealers
would be wise to look into radio’s advertising possibilities
as competition gets keener (Bruno-Bendix-Levittown ran
housing announcements on WNEW, New York, several
weeks ago with Bruno-Bendix paying the bill). New con-
struction is valued at §1,700,000.000 for April. aecording
to the Commerce Department. It marks a 107
over March, and 217 over April, 1919,

increase

10

Lower theatre ticket tax
tentatively approved

The movie industry and national exhibitors may soon get
first aid in their fight to regain some of the audience lost
to video and other recreation. The House Ways & Means
Committee has tentatively approved a cut in the excise tax
on theatre tickets down from 207 1o 107. The 20 lux-
ury tax and the rapid rise of TV have brought movie at-
tendanee figures to their lowest ebb in five vears.

FCC’s Coy and Walker want national
campaign for better programing

FCC Chairman Wayne Cov and Vice Chairman Paul A.
Walker want a national campaign by radio listeners and
TV viewers to improve programing. The listener, says
Coy, is the most important element in free radio. Chair-
man Coy adds that he hopes the TV freeze may be lifted
by the end of the year. Walker savs the thaw would bring
one of the biggest booms in Ameriean industrial history,
with some 2,000 stations on the air in the next five vears
if construction got started soon.

Demand for margarine should increase
after 1 July, but makers are unhappy

Federal taxes lifted after 1 July should inecrease oleo con-
sumption. Despite this, oleo men are unhappy. Big item
in oleo manufacture is soybean oil and the priec of soy-
beans is up from $2.03 1o $3.10 a bushel. This won't
entirely offset the price cut due to the tax lift; but it will
make sclling that much harder. Radio advertising will be
more important than ever to insure sales success.

TV sets free of 109,

excise tax, but not radio

AM radio manufacturers remain the only ones in the
AM-FM.TV field saddled with a 107 exeise tax. a war-
time measure. The House Ways & Means Committee has
rejected President Truman's proposal for a 107 tax on
video sets, althouzh there is a tax on TV audio parts. FM
sets are also free of taxation. Some action mav be taken
by manufacturers who feel tax on AVM sets is unjustified.

Army no longer snubs
radio as an advertising medium

Some months ago, many broadeasters were dissatisfied
over what they termed the Army’s snub of radio as an
advertising medium. Now, the siluation is vastly im-
proved. A $100,000 radio annonneement campaign is un-
derway on 1400 stations in 1121 cities.

U. S. advertisers wise to look
over rich Canadian market

Jroadeast advertisers who can reach Canadian markets
should strike a good sales market. Figures released by the
Canadian Departiment of Trade & Commerce show that
Canada spent 14 times as much in the U, 5. (on a per
capita basis) as vice versa, Canadian exports to the UL S.
totalled $1.503.458,711, an incrcase of some $2.172.000.
U. S. sales to Canada were valued at $§1.951.860.005. Co-
incidentally, the FCC temporarily granted MBS permission
to produce vrograms for transmission to Canada.

SPONSOR



IN SAN FRANCISCO

He keeps'em in stitches
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San Franciscans wake up laughing when kcgs’ Bill Weaver /\ )/ ~ )
spins his whimsical stories. A
. : . S -~ A
But if funnyman Weaver lives by his wits, ace salesman | ‘i‘_
Weaver lives by results. As whenhe appealed for sewing materials ‘ = ';'\ |
. ) ——— i)
for the Bay Area’s homes for the aged. And pulled thirty- — ]
© ot
r.
five barrels full! A .
That’s the kind of drawing power that keeps everybody =
happy. And gives KcBs the highest average daytime local- (LA
&= .
program ratings of any station in San Francisco.” y —~
/ .Y /G

If your sales need needling in America’s seventh market,

Weaver’s your man. He’s got the city’s best and sellingest

morning program.” And he’s got time for you. ‘\\[\((Mlk
. . \.\\\ ‘. A\
Why not sew it up right now? y

~'.:SII‘ & % 50
DX
' “:‘3«‘\ A \\.-.% {E‘\“- :.\\':‘
LA \ (A

AN S

San Francisco FohmaareMivN \"\. o

Columbid's Key to the Golden Guate .
Represented by Radio Sales

Pulse, January-February 1930
, Waitin® for Weaver,” Monday thru
turdA) 6:15to 7:00 a.m.

| —_“-—-n-_




with great pride

ACKNOWLEDGES RECEIPT OF THE

George Toster Rbody Fheard
d()orge  Joster eabodvy «/ Ticarc

or 1949

“"For outstanding public service by a regional

station . . . in at least four series of programs.”’

Protect Your Child.... "Axn ;'ntc”igcnt approac/1 to sex crimes.”

The Best Weapon...... "Dealt wisely, but not a/arnu'ng/y, with the
polio cpidemic.”

Meet Your Congress oo "Broug/rt .ooan undcrstanding o/ proé/cms

: S "
and issues of joit mtcrest

World Forum...... ... "Carried listeners éeyondnationa”rorr'zons."

WWJ was also the proud recipient of the coveted
Alfred 1. du Pont Award for 1949

4
FIRST IN DETROIT ... Owned ond Operclod by THE DETROIT NEWS l l ' / Bosic NBC Affiliote
NE or (AM-FM,
Nationol Representolives: THE GEORGE P. HOLLINGBERY COMPANY
r

Associote Television Stotion WWJ.TY

AM—950 KILOCYCLES— 5000 WATTS FM—CHANNEL 246—97.1 MEGACYCLES

SPONSOR
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These reports appear in alternate issues

New National Spot Business (Radio)

22 May 1950

SPONSOR

Ben Hur Products

Borden

Chase & Sanborn
Esklma ie

Fels and Co

;. Krueger Brewing Co
Lever Bros
Monticello Drug Co

Natioual Dairy

Nea Breeze Laboratories

Sterling Drug Co
(Centaur-Caldwell  div)

Terre llante Brewing Co

PRODUCT

Brewery

lanutive

AGENCY

(N.Y))

Golden West coffce Mogge-Privett lue (L.AL)

Evaporated milk Yonng & Rubicam (NY))

Coffee Compton (N\.Y,)

lee ercam Buchanan & Ca (N.Y.)

Detergent S, E. Roberts (Phila))

Beer Geyer, Newell & Ganger
(N.Y)D)

Silver Dt Sullivan, Stauffer, Colwell
& Bavles ¢(N.Y))

666 alarial Clyrles oyt (N.Y))

preparation
Sealtest NoWL o Ayer (VYD)
Lotion BBD& O (Pitish.)
Caldwell’s Sherman & Marquettie

PPollyea (Terre Hante)

STATIONS-MARKETS

8 statious; Washiugton, Sp

Calif.

Texas, New Mevico, Arizona S

5 scattered markets ~p
50 markets
12 ecities

Eastern seabaard Sp

Major markets

Texas,
Lonisbina

T3.80 statians:
Arkansas  and
Markets east of Mississippi
12 stations; 3 wmarkets
Nashville, Atlanta. Memphis,
Charlotte, Winston Salem,
Kuoxville, Chatanooga

33 markets

New and Renewed Television (Network and Spot)

One-min

Anneuncements;

Your

Hoston Blackie;

ot
ots; 13 weeks
otss 10 May; sis manths

Early in Juue

ots; peak i May
thrnnuh summer months
muronnecments;
cight weeks

Spots; Jnoe

13 wecks

Spotss 6 week

Gaspel  Singer
seribed show 5 times
11 Aug: 52 whks

532 weceks

CAMPAIGN, start, duration

seasouud spots an a staggered hasi<

and ronning

1 May;

(15-min

]

iran-

week) s

SPONSOR

Alpha Beta Markets

Ameriean Cigar & Cigarette

American Tobaecco

llenrus Watch

Brown & Williamson Tobacco

Co
Celancse Corp of America
Cltics Service Co
b, L. Clark Co
Cook & Dunn
Doubleday
Esersharp
F. W. Fitch Co
French Sardine Co

General Foods
General Foods
General Foads
Gencral Motors
Genceral Tire &

Gioia Macaroni

Instrinment

Goodyecar Tire
International Ilarvester Co
Ivanhoe Foods Ine

The Los Anzeles Times
Low Calory Food Corp
Manhattan Soap

Pepei Cola

Perwonal Finance Corp

Procter & Gamble
Procter & Gamble

AGENCY

Warren Fehilman

Foote, Cone & Belding

BIIDK O
J. ). Tarcher
Ted Bates

Ellington
Elingten
LBBH&O

A. W, Lewin
Huber lloge
Biow
Campbell-Mithun
Rhoades & Davis

Young & Rubicam
Young & Rubicam
llenton & Bowles
Kudner
BRD&O
Storms
Compton
Ted 11,
Samuel Creot

Smalley, Levitt & Smith

Factor

Roy S. Durstine

Duane Jones

Biow

Bermingham, Castlemman &
Pierce

Benton & Bowles

Benton & Bowles

NET OR STATION

KTTV, LA,
WNBQ, Chi.
WRBZ-STY, Boston
WABT, N.Y,
WANBW, Wash,
KTLA, LA,

WABT, N.Y,
WHBZ-TY, Bostan
WBZ-TV, Boston
WNBT, N.Y.
WABT, N.Y.
WNBT, N.Y,
KT1S1
W BE
WNBK, Cleve.
WNBW, Wach.

W BZ-TV, Baston
W NBQ, Chi.
KTLA. LA,
KNBIL H’wood
W NHQ, Chi.
WRGCB, Schen,
WNBQ, Chl.
KTTV, LA,
WRGH, Schen.
KTTV, L.A.
WARBW, Wa-h.
KABIIL, ITI'wood
WRGCH, Sehen.
WABK, Cleve.
WART, Ny,
WNBQ, Chi.

W ABK, Cleve.

. I'wood

N-TV, Buffale

Ilome Magazine of the Air;
Ouce-min filmy 3 May;

PROGRAM, time, start, duration

13 wks (r)

Ouc-min filmy 3 Mayvy 13 wks (r)

20-c¢c filme; 23 Apry

20-sce filmy 8 Apr,

19 wks (n)
31 wks (n)

Film spotsy; 18 Miuy; 532 wks (n)

PPartie: Easy Does It

n}

12 Apr; 32 wks (n)

Busp Hadley; Wed 7-7:13 pms 12 Apr: 13 wke ()

Tim Tyler: F 7.7:20 pm; 21 Apr: 13 wks (n)

Eightesee film; 10 A
Review of the News:

20.see¢ film; 8 Apr;

pr; I3 wks (n)
30 Apr; 13 wks

32 wks (n)

Film annemts; 12 Aprs 13 wks (n)

Ship's Reporter, 16
(Buffalo); 13 wk«

20-sec films; 5 Mays

May (Cleve.

(n)

35 wks (n)

20-s¢e films 1 May; 35 wks (n)
Spots; 9 Mays 5 wks (n)

One-min film; 29 Aj
20-sec film: 5 Mays
One-min part; 17 Ap

20.sec hlm; 29 Apr;

e: 10 wks (n)
13 wks (r)
r: 13 wks (n)
32 wka (r)

Western Barn Dances 15 Apr; I3 wks (n)

One-min part: 24 Apr: 13 wks (n)

Yesterday®s Newsreels

16 Aprs 13 wks (r)

One-ndin film: 26 Apr; 32 wks (n)

Film spots: 30 Apr:

20.scc ilmy 3 Apr:

One-miin filur; 26 Apr:
May; 13 wks (n)

Onec-min film: 11
20.sce hliny 21 Apr:

20.see film: I VMay:

13 wks (n)
39 wks (n)
13 wks (n)

30 wks ()
18 wks (u)

& Waih,) 17
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New and Renewed Television (Continued)

New and Renew 22 May 1950

Rigzie Tobacco Co

United Air Lines
S, B. Washburn Candy
James 0. Weleh Co

Zonite I'roducts

Brooke. Smith, French &

N. W. Ayer
Jerome O'Leary
Bennett, Walther & Menadier

Frwin Wasey

WANBT, N.Y.
Dorrance

KTLA, L.A.
WRGH, Schen.
WNBT, N.Y,
WANBT, N.Y.

Station Representation Changes

Leave 1t to the Girla; 21 May; 13 wks

1.min partie. and chain breaks; 1 May; 13 wks (n)
Walsco Fun Club; Tu 5-5:15 pm: 18 Apr: 532 wks (n)
Gobo’s Circus; 11 Apr; 23 wks (n)

P’artic, Kathi Norris; 2 May; 9 wks (n)

)

[ ]
STATION AFFILIATION NEW NATIONAL REPRESENTATIVE
WDIG, Dothan, Ala. ABC Schepp-Reiner Co, N.Y.
WHIC.TY, Dayton, O, CBS, ABC, DuMont George I'. Hollingberry Co, N.Y.
WHKK, Akron, O. MDBs Robert Mecker Assoc, N.Y.
WKNK, Muskegon, Mich. MBS 11i1 F. Best, Detroit
WSGW, Naginaw, Mich. MBS Jolhin E, Pearson Co, N.Y.
Advertisi erso e
ertising Agency Personnel Changes
NAME FORMER AFFILIATION NEW AFFILIATION
R. V. Abraham Gourfaiu-Cebb, Chi., exce art dir Name, vp
. William Anderson Jr Cecil & Preshrey, N.Y., acet exee Sullivan, Stauffer, Colwell & Bayles Ine, N.Y., acet enee
Dean R Avery Young & Rubicam, Mexico City, mgr Same, vp and gen mgr
Clacence E. Burdette Foster & Kleiser, L.A. Campbell.Ewald Co., L.A.. acet cxec
Richard B. Carland U. 8. Rubber Co, N.Y,, adv, sls prom mer Sanger-Funnell, N.Y,, staff member
Marcus 8. Chacoua General Eleetric Appliances, Pittsh,, adv and prom Ketchum, MacLeod & Grove Ine, Pittsh.. acet exee
mgr
Pepey Stevenson Clagett Home c¢con ciditor and adyv writer Ketcham, MacLeod & Grove Ine. Pittsh., acet exec
Deoe Clement Miller Mercantile, Yakima, adv ingr PPacific National, Spokane, acct exece
Alice V. Clements The Clements Co lne, Philadelphia, co-hcad Same, pres (snceceds her husband, the Iate Isaac W, Clements)
James S. Cohan Krich-Radisco Ine, N.J., asst adv mgr William N. Scheer, Newark, dir of tv prod i
Lloyd G. Declaney Biow, N.Y., acct ecxec Kudner, N.Y., acct exce
Stephen DiMarce N.Y. dept store adv dept DiMarco-Von Loewenfeldt Assoe, S.F., acet exce
Richard M. Dunn N, W. Aver & Sen, N.Y,, radio and tv prod Stockton, West, Burklsart Inc, Cincinnati, mgr of radio tv dept
Sidney Freeman Frederie W, Ziv Co, N.Y., sls Same, dist mgr of north central div (hq in Cleve.)
FEdward €, I'ritz Jr WRBM, Chi., acet exee W. E. Long Ceo, Chi., radio and tv dir
Luls Gurza Young & Rubicam, Mexico City, vp in charge of radio and tv
Thad 1ladden Ralph W, Harker & Assoc, LA Sawyer-lergunson-Walker o, L.A.
Bennet €, Kesuler Joseph 1’. Schneider, N.Y. Monroe Greenthal Co, N.Y,, copy staff
Robert Kibrick The New York Sasn, res dir Kenyon & Eekhardt, NJY,, bus mgr of res div
Robert Kirschbaam Affliated with adv agency hasiness for the past 10 Arthar Rosenherg Co, N.Y ., radio and tv dir
years
George Klossman Leo Burnett Co, Chi. L. C. Cole Co, S.F., art dir
George M. Kovaes Rea. Fauller Co. N. Y. wvp Same, partner
Robert 1. Kumier Howard Swink, Marien, (). W. Il. Long, York, PPa, head of art, photo and prod depts
Irving Lehrer Ihead of oewn pub rel office in N.Y, Bricacher, Wheeler & Staff, S.F., dir of puh rel and sls prom
Lansing BB, Lindquist Independent radio and tv prod, Washington, D.C. Ketchum, YMacLeod & Grove, Pittsh,, dir af radio and tv dept
J. E. McConnell Jr McConnell, Eastman & Co., mgr of Montreal office Sawme, managing dir of agency and sugr of FTorente office
Mrs. N. M. Maston Bill Bounsib, Denver, prod mgr Same, vp
Charles 150 Metzger Viek Chemical Co, NOY, Grant, N.Y., copy staff
Richard Moaohr Kamin, Ilouston, acet exce Irwin €Co, Beverly Hils, copy chief
F.dward Mottern Raymon Spector Co, N.Y., copy chief Same, vp in charge of ecreative activities |
Lenis Yineciole RKO-Pathe Ine, N.Y. Jerry Fairbanks ine, N.Y., studio mgr ‘l

John T. Nalan Jr
Oliver M. Preshrey
David L, Rand

. K. Reynolds
Lincolu lLewis Seheurle
Donald W. Severn
James B. Stanton

George M, Staples
ND. C. Stewart

Charles Strotz

Gilman Sullivan
Jackson Taylor
Howard W. Wehb Jr
Travia Wells
Warner M., Wilson

Roy 5. Durstine Ine, N.Y,, acet exce
I'reelance writer

Hooper-Cameran, Chl., ficld rep
Kenyon & Eekliardr

e

I'nlversity of Lounisvlille, adv iner
Kenyon & FEckhardt, NOY., asec
Chitders Mfg Co, Houston, vp

Federal, N.Y,, wvp
MeCann.Frickson, N.Y., «&ir and vp

Kanter, Farrell, Chesley & Clifford, N.Y,, spaee buyer

Head of own L.A. agency sinee 1917
Fonte, Cone & DBelding, Chl.

Keelor & Stites Co, Cincinnati, vp

BRBDR O, N.Y., head of account granp on Cnrtis Pnblishing
Grey, N.Y., aecet exee

L. €. Cole Co, S5.F,, copy concultant

Ilugo Wagenseil, Dayton, tv, rad div

William Esty Co, N.Y,, exce in tv dept

Young & Runbicam, Mexleo City, vp in charge of plans and
nierchandising

Mullicau Co, Lonisville, head of copy dept
Same, seoe & gen nigr

RBruee B. Brewer & o, hansas City, Ma.,, {mgr of M'npls
office)

Geyer, Newell & Canger, N.Y,, asst to pres
Lennen & Mitehell, N.Y,, vp

Pedlar & Ryan, N.Y.,| space buver
Griswold-Eshleman, Cleve,, copy exee

Danecr-Fitzgerald-Sample, N.Y., acet exce




136% INCREASE IN NUMBER OF
. RADIOS IN IOWA HOMES SINCE 1944

2,200,000

2,100,000

2,000,000
1,900.000

1,800,000

1,700,000

1,600,000

1,500,000
1,400,000
1,300,000

1,200,000

1,100,000
1,000,000
900,000

800,000

‘42 '43 '44 ‘45

Everyb()(ly knows that a family with fiwo
radio sets listens more to radio than a family
with one set. And still more with three sets—
Dad hears the evening news, Sister listens to
a musical program, Mother tunes to a dra-
matic program, or the whole family listens
to the same program—usnally in different
rooms.

Figures from the 1949 lowa Radio Audi-
ence Survey* reveal that multiple-set owner-
ship in Iowa homes has increased 1369, since
1944. The number of sets has jumped from
904,000 in 1944 to 2,140,000!** In addition,
there are now over 400,000 automobile and
truck radios, as well as thonsands of non-
residential sets in offices, barns, stores and
restaurants!

Thus despite a 149, rate increase since
1944, WHO is today one of the great radio
bargains of the nation, because WHO is “lis-
tened-to-most’ on more than 1369, extra sets

in 1949!

Get all the facts about lowa’s extra listen-
ing and WHOQ’s share of the bonus audience.
Send for your copy of the Survey today!

22 MAY 1950

‘46 '47 '48 ‘49 '50

*The 1949 lowa Radio Andience Survey is a “‘ninst”
for every advertising, sales or marketing man whe is
interested in lowa.

The 1949 Edition is the twelfth annual study of
radio listening habits in lowa. It was made by Dr.
F. L. Whan of Wichita University—is based on per-
sonal interviews with 9,116 lowa families, scientifi-
cally selected from cities, towns, villages and farms
all over the State.

As a service to the sales, advertising and research
professions, WHO will gladly send a copy of the
1949 Survey to anyone interested in the subjects
covered.

**lowa Radio Andienee Survey figures applied to

population estimates of Sales Management's Snrveys
of Buying Power.

Wil ©

%+ for lowa PLUS %

Des Moines ¢ « » 50,000 Watts

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

Y FREE & PETERS, INC.
National Representatives

15




Find the sponsbr

_-that's where/ $

the listeners are!




To find your way through the maze
of claims and counter claims
surrounding Chicago radio, just
follow the lead of America’s
greatest advertisers.

They know from long experience
which station in Chicago
commands the biggest audience.
That's why more of them use
WBBM more than any other Chicago
station—year after year.

And Chicago's smartest local
advertisers follow their example.
Just look for the sponsors—

that's where the listeners are.

WBBMZ..

‘Chicago's Showmanship Station
Represented by Radio Sales
Columbja Owned




WINSTON-SALEM, N.C. '

Produces over
$1,000,000,000 of

Manufactured

Goods Annually

National Rep: The Walker Co.

VBIEEE
g5t

3

z"‘\"
A

NORTH CAROLINA

GROWING
GROWING

B GROWN

MORNING PERIOD*®

PLUS...

a 14.8 Over-all Audience
Increase Since 1949

 ANOTHER BONUS
FOR ADVERTISERS...

- Special merchandising
department for extra
promotion of sales.

*January, February, 1950 Hooper

w ABB AM 5,000 Watts
FM 50,000 Watts
ABC and MUTUAL

OWNED AND OPERATED BY
THE MOBILE PRESS REGISTER

NATIONALLY REPRESENTED BY
THE BRANHAM COMPANY

18

Leroy A, Wilson

Mr. Sponsor

President
American Telephone and Telegraph Co.

Leroy Wilson. president of ATS&T. is a §175.000-a-vear man with
the common touch.

His efforts have kept the Telephone Hour commercials informal;
every word spoken must have hns direct approval. Wilson’s unas-
suming attitude is reflected in the program’s natural manner.

As a younger man. Lee Wilson learned to work harmoniously with
those around him. A variety of jobs (pianist. movie projeetor oper-
ator. paper route. and many more) were steps on his way toward
heading the world’s largest business enterprise. When he was grad-
uated from Rose Polytechnic Institute (with honors) in 1922, he
entered the Bell System. He rose steadilv and gained the presidency
m 1948,

Wilson saw in the Telephone Hour a means of reaching the mman
in the street. He 1s responsible for such down to earth stitutional
conmmercials as this one commemorating the program’s 10th anniver-
sary:

“. . . vou have given us that pleasure so dear to human hearts
the satisfaction of talking about ourselves—of telling vou. week after
week, something about what we are, what we do, and what we stand
for. . .. When radio made it possible to bring our spoken story right
mto your home, we felt we should reward vour listening by also
bringing you the world’s finest music played and sung by the great
artists of our time.”

The statement is more than a commereial: it is the whole concept
of Lee Wilson’s use of radio.

Wilson and other officers of the company are considering simul-
easting the Telephone Ilour. But they are not interested in television
as an advertising medium alone. Under Wilson. the company last
year expanded its facilities for carrying TV programs. Networks in
the East and Middle West were extended to about 8,500 channel
miles; should reach 15,000 channel miles serving 40 eities by the end
of 1950. Wilson also has placed the company in a position to trans-
mit color TV wlhen it becomes available. The coaxial network was
lengthened in 1949 by 1.100 miles; total length of its various
branehes is 7.600 miles.

SPONSOR

1




|

MR. SPONSOR:

When a commercial knocks 100,000 phones out of service

that’s news FOR YOU! It happened in Dectroit, on
WJBK’s disc jockey show, Jack the Bell Boy. Jack, Amer-
ica’s No. 1 disc jockey, presented five different recorded
singing commercials, asked listeners to call in their choice
for the best one, and said prizes would be given to the first

100 telephoning.

Then pandemonium broke loose.

WJBK switchboards were swamped with calls. Eleven telephone

exchanges went dead and 100,000 telephones in several sec-
tions of the city put out of order. Maybe all the Detroit phones
would have gone out of commission if Jack hadn’t asked,
at the request of harassed telephone executives, that the
radio audience stop calling. And even then it took
telephone trouble-shooters more than an hour to restore
normal service.

This tremendous listener response wasn’t any accident or
miracle, just another example of W]BK effectiveness in the De-
troit market. Your commercial packs a lot of wallop when it’s

on Detroit’s WJBK, the station with personality and sales punch!

WIBK -

NATIONAL SALES HEADQUARTERS: 3527 LEXINGTON AVENUE, NEW YORK 17, ELDORADO 5-2455

Represented Nationally by THE KATZ AGENCY, INC.

22 MAY 1950 19
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LOCAL COVERAGE IS
NECESSARY ON B &L s
THE PACIFIC COAST, T00! P+ /8 E=—— ~]

|

rEiE LAws oF NATURE and logie demand local radio
coverage ou the Pacific Coast. Mountain ranges (5,000 to 14,495 feet high), great dis-
tances between markets and low ground eonduetivity place many wital areas on the
West Coast outside the limits of long range broadcasting.

Only Don Lee is espeeially designed for the Paeifie Coast. Only Don Lce has a loeal
network station in each of 45 important markets (nearly as many as the three other
networks combined). Only Don Lee has the flexibility to offer a loeal nctwork station
in the Pacifie Coast markets where you have distribution.

Only Don Lee can broadcast your sales message to all the Paeific Coast radio families

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

1313 NORTH VINE STREET. HOLLYWOOD 28. CALIFORNIA + Represented Nationally by JOHN BLAIR & COMPANY

Of 45 Major Pacific Coast Cities

= ONLY 10 3 8 24
have stations have Don Lee have Don Lee have Don Lee
- - - “ of all 4 and 2 other and 1 other and NO other
. networks network stations network station network station

Qg" P '!‘ '_ ‘“'- = s 1:;;—; L“'H"mﬂ‘_‘ é é | éé

SPONSOR
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from a local network station located where they live —where they spend their money. It’s
the most logical, the most economical coverage you can get on the Pacific Coast. You
buy only what you need, and you get what you buy every time.

That’s why Don Lee regularly broadcasts as many—or more—regionally sponsored

programs as the other three networks combined.

Don Lee Stations on Parade: KELA—CENTRALIA, WASHINGTON

With its transmitter located midway between Centralia and Chehalis, KELA has served these tico thriving communities
and the wealthy surrounding area since 1937. When your sales message is on Don Lee, you get this kind of LOCALIZED
coverage from within cach of 45 markets. Your sales messages are delicered where your customers live—where they
spend their money.

T he Natiow’s Greatest Regional Network

DON LEE

BROADCASTING SYSTEM -

22 MAY 1950
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5000 Watts—Day and Night

the center of

Lapitaland

Selling

12
beorgia Counties

and

11

Florida Counties

*Ask your John Blair
man to tell you the full
story on Capitaland and
North Florida’s most

powerful radio voice—
WTAL!

Southeastern Rep.
Harey E. Cummings

Jacksonville, Fla.

WTAL

TALLAHASSEE

John H. Phipps, Owner

L. Herschel Graves, Gen‘l Mgr.

FLORIDA GROUP
Columbia
Broadcasting
System

22

New developments on SPONSOR stories

Pp-S. |

Sub]ect Baseball broadcasting

“Play ball: 1950

10 April 1950, p. 30

Advertising dollars continue to pour inte the immense 1950 base-
hall broadcasting kitty. Sinee publication of sPoxsoRr’s article “I’lay
ball: 1950.” the following developments (among others) have come
along to increase 1950 basechall broadcasting’s importance:

1} The trend toward network baseball hroadcasting is this vear's
biggest news. spoxsor described the Liberty Broadcasting System
and Mutual’s Game of the Day series previoush. It indicated at the
same time that Post Cereals might sponsor the Dodgers” Saturday
home games over a CBS hookup. This became faet following comple-
tion of final negotiations 18 April. The broadcasts now go out over
a coast-lo-coast-network numbering 90 stations. Games may be taken
by any CBS station in any city where they do not conflict with the
territorial rights of another c¢lub (as defined by baseball rules). The
games are not broadcast in any major league city.

Although air time hegins a half-hour after game time. no part of
the game is omitted since the broadcast is transcribed. Red Barher.
CBS director of sports and the voice of the Dodgers since 1939, and
Connie Desmond do the play-by-play broadeasting.

2) Quick to take advantage of a good time spot. the R. J. Rey-
nolds Co. (Camel Cizarettes) recently signed for a network show
adjacent to Mutual’s Game of the Day baseball broadeasts. The pro-
gram features Mutual's sportscaster Al Helfer in a five-minute special
haseball news summary.

3) A popular feature on WLIZ, Bridgeport, is its afternoon base-
ball scoreboard built within the musieal format of a Guy Lombards
disk show. As fast as scores, pitcher changes. and home runs are
received via Western Union ticker. they are flashed on the air: rec-
ords are not interrupted and continue to play in the hackground.

P-s. |

Sub]eci‘ Chiquita Banana

7]

“No siesta for Chiquita

13 February 1950, p. 20

Chiquita Banana is still the active gal about town.

Starting the week of 11 April. United Fruit became a sponsor of
the CBS-TV network home-economics program. Homemakers” Ex-
change. The show is aired Mondays through I'ridays at 4 to 4:30
pan. over the entire network of 17 stations. United Fruit. one of
several sponsors. rotates its announcements on different days of the
week. The company plans to continue its sponsorship through 19
June.

Faeh program includes one of the famous Chiquita Banana filin-
which sronsor deseribed in “No siesta for Chiquita.” The educa-
tional jingle inever put bananas in the refrigerator) is sung, and a
banana dish is shown being prepared. The shows also feature a live
banana recipe demonstration by Louise Leslie, nationally known
home economist. who conducts these telecasts. Chiquita offers the
viewers free printed copies of the two recipes presented during the
prograim.

Results of a similar show previously sponsored by United Fruit
in Chicago. WGN-TV. were outstanding. During this show, Chicago
Cooks with Barbara Barkley, Chiquita offered two banana recipe
books free. The offer was made twice (23 and 30 March). Some
1 158 requests for the books were received: others are still coming in.

SPONSOR



IN BOSTON IT'S THE

BIGGEST SHOW
- __IN SIGHT

r coUNT M J| < coUNT 'EM [
e
[ ~ | W 1ocaL LIvE sTuDio ProDUCTIONS [

el WBZ - ’y cach week.. 43 firmly established shows that are in ’__L
r I “ 4

Boston to stay! All this in addition to remote telecasts

F:i /S kfﬁlly — of popular sports cvents all year round. 5

{

weekly, 15 hours are devoted
to local live shows, including
drama, news, sports, variety, and
educational programs.

[N BOSTON!

L Bl L 72 PROGRAM HOURS ’
b W o

Added attraction for advertisers!
Boston now listed as

hth Ranking TV Marketin U.S‘.A.

MORE THAN —

SPONSORS h
reach the ever-growing number of TV ol ]
homes in this great market through 1

/@ WBLZ-TV

¥ o
" WESTINGHOUSE RADIO STATIONS Inc
=¥ KDKA - WOWO - KEX » KYW « WBZ + WBZA « WBZ-TV
i National Representatives, Free & Peters, except for WBZ-TV, for WBZ-TV, NBC Spot Sales
22 MAY 1950
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More North Carolinians Listen To
WPTF Than To Any Other Station.

North Carolina Rates More Firsts
In Sales Management Survey Than

| 50,000 WATTS 680 KC NB

| RALEIGH, N. C. AFFILIATE

. FREE & PETERS, INC.
x also WPTF-FM * = «aTioNaAL REPRESENTAT IVES

SPONSOR

|
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LOCAL NIGHT SPORT REMOTE

Average cost break-down for programs of this type.

Rights $500. $1,675.
Line charge 500. 15% misc. station overhead 295.
Construction and labor 200. =
ipo.rf*sca*sfer ?gg 1,970.
ssistan . % A ission 347.
Research (facts and analyses) 75. 5% Agency commistigy .
$1,675. Total. $2,317.

Television
DrOOTAm C08s

They are up 59, this year.

will go higher. But geood

progress has been made

22 MAY 1950

Production costs for network television pro-
grams are up an average of about five
since last August. The nut will rise fur-
ther during the coming year. Just how much. nobody is
willing to guess. It depends largely on the result of union
wage negotiations now under way and otliers vet to come.

Increased time charges (as the TV audience grows) will
far outstrip production rises.

These conclusions are based upon a careful study of
program costs by Ross Reports on Television Programing.
Advertisers expected an trend in production
costs this year. The five estimated increase is ac-
tually lower than most sponsors feared it might be. There
is general satisfaction with progress made by the net-
works in finding less expensive ways of handling rehears-
als, making and using sets, etc.

lucreases are not uniform for various ty pes of programs.

19

3% 2

Iy

upward
(4

(4

since the cost of production elements vary widely with the
type of program. Nevertheless. Ross was able to ascertain.
after a check of all phases of production, that talent. to-
gether with sets, construction. and handling, account for
the lion’s share of added costs.

Casting a show now coxts from 10 to 159 more than

it did last August; sets, ete., cost about 1215 more.




uck - more expensive, but how much more isn't
clear. Writers get two to three percent more than last year.

Comedy-variety shows, which eat up talent and sets,
show proportionately bigger budget hikes than women’s
davtime participation shows, for example.

Quiz shows, which depend less on name talent and lav-
ishness or variety of sets. were not greatly affected by the
overall boost in production costs. The same is true for
women’s participation programs and others which depend
on a permanent emeee or small permanent cast with mini-
mum variety of sets.

The basic reason for the trend toward higher program
costs is the effort to inprove program quality.

There is a very definite tendeney for owners who have
had sets for a year to grow more selective in their tuning.
Chaotic experimeatation is no longer the way to try televi-
ston. Failure is too costly,

All increases in the cost of using television must in the
end be justified by its sales effectiveness. The medium’s
successes have been matched by some dramatic failures.

But the resulis of a recently completed NBC-Hofstra Col-
kcge study of TV sales effectiveness for packaged goods
(gasoline also inluded) made one leading agency head
observe that any nanufacturer would be crazy to stay out
of TV.

Successful users of the medium are quite prepared for
additional boosts in production budgets. Some of the fac-
tors which have worked to keep these budgets down will
change. End of the FCC freeze on new stations and exten-
sion of the coaxial cable (thus extending mterconnected
networks) will powerfullhh affect the entire program cost
structure.

A big factor. to daie. in keeping costs in line with TV's
efforts to find itself as an entertainment and selling force
iz cooperation of the unions. In many cases scales have
risen very little: in others they are still non-existent. Most
unions lrave been wise enough to realize the advantage to
them in helping television get into the black.

Directors and scenic designers have had a slight wage
increase. What has held the overall production nut to the
five percent overall increase estimated by Ross Reports is
the greater efficieney of plant management and personnel.
cained through expertence and experinmentation.

CBX. for exambole, made savings by organizing the stor-
age of sets and props in such a way as to facilitate their
re-use.  DuMont developed a system for stacking scenery
~omewhat as filni is packed in a camera film holder. Stage-
hands stack all sets to be used in a studio on a given day.
When a program is ended. they remove the set just used:
and there ready for the next show is 1he necessary scenery.
This allows them to air 1.1 1o 16 programs between 10:45
and 4 p.m., five days a week, in one 40 < 60 studio. Com-
parable progress has heen made by other networks.

As the inpact of television is intensified by the increase
in TV homes, by improved programing and commercial
techniques, cost will rise apace. Still, there are factors thal
will act to keep down the cost of reaching customers,

A probable development is an increase in film program-
g of all types. Last summer feature films was one cate-
gory that continued to get strong ratings while other
summer replacement shows lost audiences.  (Television
feature films is the subject of an upcoming sroxsor study . )

Film programing perniits sponzors to amortize produe-
tion costs by re-plaving programs.

1 Please tuin to page 50)
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DRAMA (60 min.)
Average cost break-down for programs of this type.

Rights and Adaptations ) o
Cast o

Sets, Props, Costumes }
Sound Effects, Recorded Music, Art, Film
Producer .

Director o

10 Hours Camera Rehearsal

15% Misc. Station Overhead
15% Agency Commission

Total

KID'S SHOW (5 weekly. 30 min.)

Average cost break-down for programs of this type

Talent

Producer

Director

Writer

Sets and Props

Film and Musical Effects

5 Hours Camera Rehearsal

159% Misc. Station Overhead

159 Agency Commission -

Total (per week)

$ 1,000
3,000
2500

500
500
250
2,250

$10,000
1,764

$11,764
2,076

$13,840

$ 600
300

200
259

100

300
1,225

$ 2975
525

$ 3,500
618

$ 4,118



COMEDY-VARIETY (60 min.)

| Average cost break-down for programs of this type

MC

I Talent
Material

i Sets, Props, and Costumes
Orchestra and Arrangements
Producer s
Directors {musical, stage)
Choreography )

8 Hours Camera Rehearsa'l
15% Misc. Station Overhead

159% Agency Commission

Total

SITUATION COMEDY (30 min.)

Average cost break-down for programs of this type
Script and Rights
Cast )
Set and Props (Handling)
Producer’'s Fee
Director
Music, Art, Sound and Film Effects
6 Hours Camera Rehearsal

15% Misc. Station Overhead >

5% Agency Commission

| Total

$ 1,500
3,000
1,300
2,500
1,500
1,000

600
200
1,800

$13,402
2,364

$15,764
2,781

$18,545

$ 1,000
1,000
750

350
200

250
1,350

$ 4,900
864

$ 5,764
1,017

$ 6,781

MUSICAL PROGRAM (30 min.)

Average cost break-down for programs of this type

MC $ 2,000
Permanent Tzlent 500
Guest Talent . 750
Orchestra and Arrangements . 1,500
Producer 350
Writers 500
Sets and Props 1,000
Director ! ! 200
7 Hours Camera 1,575
$ 8,375

159 Station Overhead 1,477
$ 9,852

15% Agency Commission 1,736
Total $11,588

AUDIENCE PARTICIPATION (30 min.)

Average cost break-down for programs of this type

MC $ 500
Talent 200
Producer 300
Merchandiser 200
Writers 300
Props 100
Director 200
Music 300
2 Hours Camera Rehearsal 450

$ 2,550
15% Misc. Station Overhead 450

$ 3,000
15% Agency Commission 529

Total $ 3529
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TWO RADIO ENTREPRENEURS, HAROLD COWAN AND RALPH WHITMORE, ARE WHITTLING AWAY THE POST OFFICE DEFICIT

Maul orders by (h

Direct mail usually brings
more tangible results than
g any other form of advertis-
ing. When this time-honored techmque
i« wedded to radio <elling. the results
can be truly amazing. Latest proof of
this is provided by the recent sales his-

RCW  Enterprises. of Los

tory o
\ngeles,

RCW =old $900.000 worth of 1oy
balloon kits (at $§1 cacht in a single
adio campaign which bhegan in the
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' millions

Using spot radio, RWC Enterprises sold

more than $1.000,000 worth of toy

balloons in a mail offer campaign

middle of last November and con-
tinued to mid-December.  The outlay
for time was about $250,000. Pro-
grams were bought on about 400 sta-
tions inanore than 100 markets,

RCW received the balloon pitch in
VMareh on 50 stations. inchuding the
Aloha Network i Hawaii.  The cam-
paign. which will run through Mav.
has been selling an average of $20,000
worth of balloons weekly. at a time

cost of about £7.500.

The RCW firm is a four-way part-
nership of two West Coast agency men,
[Tarold Cowan and Ralph Whitmore,
and Don and Milt Rose. Cowan and
Whitmore formed the ageney of that
name last August to specialize in di-
rect mail selting by radio. Cowan got
his basie traiming i the field while
working for Trim-Z, a $5 “‘redncer
Whitmore had done simi-
“Pass-

package.”

lar chores on behalf of the

book.” a grabbag of coupons, passea
g £ I
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and cut-price amusement tickets, and
also had merchandised Talking Toys
on the air.

Since teaming up with the Rose
brothers in RCW Enterpriscs, Cowan
and Whitmore have sold, by radio
direct 1nail, impressive quantities of
cosmetics, perfumes, and varied novel-
ties, in addition to balloons. The part-
ners have drawn from this expcrience
a list of principles they consider cs-
sential for successful direct mail sell-
ing on the air. These may be sumn-
marized thus:

1.) Items priced at even dollars,
with no odd cents. make for easiest
sales. Results diminish as the price
increases.

2.) The product advertised must
not only be an “attractive” buy; it
must be one that can be described ef-
fectively in the limited time of a radio
commercial.

3.) Although C.0.D. offers pull a
heavier response than cash-in-the-mail
pitches, RCW has found the latter ap-
proach to be more profitable in the
final accounting.

4.) A money-back guarantee should
be made a part of cvery campaign—
and should be strictly adhered to.
(RCW’s returns of merchandise have
amounted to only one-half of one per-
cent of sales.)

5.) Merchandise should be deliv-
ered to the purchaser not more than
two weeks after he mails his order.
This elininates needless correspon-
dence to answer inquiries, which can
become a sizeable expense in volume.

6.) All time should be bought at
card rates.

7.) Commcrcials should be tested
carefully to achieve the most effective
phraseology before sending them out
to stations. Regional variations in
idiom should be authorized where
necessary.

8.) “Keep on top of results,” the
RCW partners advise. When a sta-
tion costs more per sales return than
it should, and no better programs are
available, it should be dropped imme-
diately. according to the RCW the-
ory. Stations used by RCW wire a run-
down of the week’s results to the agen-
cy each Friday. “Doubtful” ones are
asked to wire daily. The agcenev spends
$2,000 in phone tolls each month
checking on results and buying time
“at the strategic time and place.”

9.) No ceiling should be set on
sales by an individual station. RCW
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Bob sold balloons, but local announcements proved more profitable than net buy

found that when a station has pulled
exceptional results, buying all the ad-
ditional time available pays off hand-
somely.

The importance of getting the mer-
chandise to the purchaser promptly is
underscored by RCW’s experience in
the initial balloon campaign. Because
the orders went first to the local sta-
tion and then to RCW in California.
too often it was many weeks before the
balloons finally reached the buyer.
Meanwhile the stations bore the brunt
of complaints from fidgety customers
who saw the Yule approaching fast
and no balloons in sight.

The moral of this, of course, is that
in cases where such delays are inevi-
table, the listeners should be told just
that in the original announcement.

Much needless wear and tear on cus-
tomers and stations alike can thus be
avoided.

A further step toward keeping the
customers happy is suggested by a New
York station included in the first bal-
loon campaign. The local stations are
in a better position for answering in-
quiries or complaints about non-deliv-
ery if the mail-order firm keeps them
supplicd with name and address lists
of purchasers indicating which orders
have been filled by a given date.

In the balloon campaign last Christ-
mas, RCW restricted its program buys
to 10 or 15-minute segments of disk
jockey shows and other recorded mu-
sic programs. Their strategy was
sound: a sales pitch for an unfamiliar

(Please turn to page 06)

Nine RCYW »rules for mail-order radio

1. Fix price at even dollars, with no odd cents.

2. Product must be an ““attractive’’ buy, easily described.

3. C.0.D. offers pull better, but cash-in-mail is more profitable in
long run.

4. Make a money-back guarantee and live up to it.

5. Fill orders within two weeks of receipt.

6. Buy all time at card rates.

7. Phrasing of commercials should be pre-tested with care.

8. Keep a close check on each station’s results.

9. Don’t hesitate to buy more time segments if a station is ‘‘hot.”’

29

|



Phone survey

Telephone coincidental measurements have the advantage of
speedy reports at relatively low cost, but the sample, being
restricted to telephone homes, is biased: data is limited

Personal incerview

The personal interview can yield more information than other
systems, but is the most expensive way to collect it. Sources
of error lie in dependence on the respondent's memory

1§ Hooper shor(changmg radio®

Listening in TV markets shows up far better in interview

and electronic-device studies than in telephone surveys

Nobody will deny that tele-
vision, the meteorie medi-
um, is cutting heavily into the avail-
whether it be the

able audience . |
listening audience, reading andience.
movie-goers. or card players.

The question is: how el and how
fast?

Hooper savs that the transition is so
fast that today in Philadelphia. Balti-
more. New York. and Washington eve-
ing TV viewing can just abourt mateh
radio listening hour Tor hour.

But other audience researcliers esti-
mate that Hooper is outspeeding the
facts by a wide marghn.

Dr. Syvdney Roslow of Pulse credits
redio with 635, T with 34.5, of
the Bstening/viewing  during  \larch-
\pril 1950 in New York.,

James Setler of Nmerican Research
Burea. in a stndy made for spoxsor
as of T Mav 1950, eredits radio with
67.3 . TN with 32797 ol the hsten-
ing/viewing in the five-connty Wash-
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ington Mectropolitan Area.

Albert Sindlinger of Radox roughls
estimates, on the basis of findings ear-
her this yvear. that in Philadelphia ra-
dio gets 687, TV 327,

The tempest ereated by the Hooper
findings and the counterclaims. man
by individual =tations. leaves advertis-
ers i an evalnating quandary. What
are the Tacts?  Schedules, large and
small. hang in the balance,

To arrive at an evalnation. sPossor
hax carefully marshalled available in-
formation. consulted all segments of
the industry. This is sPONSOR’S analy six,

Two inherent  weaknesses in o the
Hooper technique create a considera-
ble bias in favor of TV,

I. The use of the telephone (wlhich
his coincidental system depends on)
antomaticaly colors any snvey of TV

listening in homes. Why? - Because
TV set  ownership ix substantially

greater at this time in telephone homes
than non-telephone homes. This weak-

ness has been considerably publicized
of late.

2. The Hooper technique underrates
the amounnt of listening actually goinx
on within the home. Personal listen-
ing within the home ton personal sets
in the kitchen, den, bedroom, bath-
room, workshop i expanding, vet the
telephone respondent is frequently the
person not listening, and unaware of
the listening that’s going on. What
goes onto the Hooper record is, in an
era of personal listening. often at van-
ance with the facts. The whole sub-
jeet of per<onal listening is in urgent
need of llumination. The findings mas
present a much rosier coneept of radio
listening todav. This weakness has re-
ecived little publicity.

3. Not incorporated intc the Citv
Hooperatings i anything on out-of-
home hstening. A Pulse study made
in New York showed this to be 1477
as great a: in-home listening.  Imag
ine the Chicago Tribune failing to tal

SPONSOR

iy
o




-
— S

Diary

FElectrouice device

/ ( - e MW
1ARY o
® @ /
.o°o°o° /

/ I:-::“ i ©

= el °
—a =

o
é‘
=
-

Diary technique costs more than coincidental, but can yield
so much more information {audience flow, composition, etc.]
that cost per unit of data is lower than any other system

A meter system can be used with a fixed true sample, lends
itself to national or local report.
data similar to diary data, can't tell age, marital status, etc.

It yields listening-viewing

——————

ly its streetcar and elevated-train read-
ership!

4. The Hooper ealls are restrieted to
the fivecent zone. 'this cuts out sub-
urban audiences which are an impor-
tant part of the picture in each city
area.

These weaknesses aren’t exelusively
Hooper's; far from it. But as the top
authority for audience measurements
in most large TV markets, the Hooper-
atings get the spotlight. And, as spox-
SOR sees it, are found most wanting.

One faetor that impressed SPONSOR
as it imestigated several leading audi-
ence measurements was that the tele-
phone as an instrument of survey,
while easiest and most economieal, is
currently (as employed by Hooper) at
a disadvantage against the greater defi-
nition and better sample selections of

questioning nethods devised to com-
pensate for the shortcomings. Vlayle
basie diary studies will be tacked onto
the Hooperatings. Certainly Hooper
won't stop trying.

For today s evaluation of what's hap-
pening to radio listening in TV mar-
kets one fact stands out: three diary
and electronie systems (American Re-
search Bureau., ’ulse, Radox) show
fairly consistent pictures in some east-
ern At this writing 1t works
out. roughlv, to about 70% radio,
309% YV. The llooperatings in four
of these cities show an approximately
50-30 break (see chart).

Who's right?

To make miatters even more eonfus-
ing Pulse findings (based on an in-
terview teehnique) actually reveal
more listening to some stations in 1950

cities.

WOR. New York. all have pointed
proudly, within the past month. to peak
ratings. April Pulse figures for WOV,
New York. show a 399 audienee hike
on weekday evenings over last April.

Baltimore radio stations. puzzled
and dismayed at the Hooperating con-
clusion that viewing already exceeds
listening iu their eitv, are reported to
have cancelled the Hooperating service
and subscribed, virtually en masse, to
the American Research Bureau diary
study. Commenting on the bias of a
telephone evaluation alone. Jim Seiler,
director of ARB. pointed out that in
Baltimore 60 out of every 100 tele-
phone homes have television sets as
eompared to the all-homes average of
35 in every 100. Fifty-eight percent
of Baltimore homes are telephone-
equipped.

interview and diary studies and elee- than in any previous year since ulse Some stations publicize their gains
trouic systems. Perhaps mathematical Dbegan in 1942, WNEW. New York; with a briekbat at Hooper.
adjustments will be made. 1mproved WLEEL Boston: WWDC. Washington: ( Please turn to page 69)
How rarious rescearch secvvices rate radio vs. TV share-of-andience*
HOOPER PULSE RADOX A. RESEARCH BUREAU
CITY . : : .
(phone) (interview) (electronic) (diary}
Radic TV Radic | TV Radio v Radio v
New York 50.9% 49.19%, 65.5% 3459
Boston 599 419, 74.19, 25.9%
Philadelphia 52.49 47.6% 61.6% 38.49, 58% 329,
' Washington | 53.8% 45.29, 70.29, 29.8% 67.3% 32.7%
Baltimore | 48.4% 51.6%
*Figures are for evening hours. !
**Estimate.
22 MAY 1950 31
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SMILES REFLECT THE ENTHUSIASM OF COFFEE MEN FOR REALISM OF REGIONAL "AIRLIFT" DEALER-STIMULATION CAMPAIGN

Operation Maxwell House

How do youn hype a sales foree? For this coffee firm

the answer was a radio-aided take-off on the airlift

ﬁh" TP llow do vou cure a e
= gional sales slamp?

CIT Davis, General Foods district
sales manager in Seattle. Wasl.. asked
himself that question last fall. “I7irst.
I've got to hypo my sales people,” he
said, like many another district man-
iger before him. But few have come
ip witlt an answer as full of showman-
ship and sparkle.
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If radio can make housewives move
Maxwell House off retail shelves, as it
has over the years, Davis figured. why
ot use it to help stimulate the Max-
well Hlouse field force in their job of
jacking up distribution to dealers?

Davis sketched out a plan and shot
it into Maxwell llonse Division head-
guarters at General Foods in New
York. He proposed a three-week cam-

paign of daily spots on KJR, Seattle.
an ABC outlet, supplemented by net-
work cutins on the CBS and NBC
Scattle outlets. KIRO and KOMO.
Salesmen would earry out an inten-
sified schedule of calls on every retail
outlet in the district.

But the real gimmick was in the
sales meeting Davis outlined to kick
ofl the big pusli. 1t was to be kept a

SPONSOR




secret from all but the Maxwell House
top command until it actually got un-
der way.

Maxwell House promotions are paid
for out of a special Maxwell House
ad-fund. Any district manager may be
assigned, or may himself propose, a
special promotion to Maxwell louse
Coffee ad manager James Delafield in
New York. Delafield okayed Davis’

plan for the proposed campaign.

Taking his cue from the news of the
day, Davis came up with the “airlift”
motif. He outlined his ideas to Mait-
land Jordan, KJR’s national sales man-
ager, himself a very handy man with
an idea. Jordan dreamed up a series
of realistic props and suggested that he
and several other KJR staffers put on
the show, using station facilities.

The theme was simple: a coffee
shortage in the area. And a Maxwell
House airlift operation would relieve it.
Jordan persuaded local airline officials
to lend him valuable models—preci-
sion jobs built to scale—of planes
which he mounted in the KJR studios
assigned for the Kkick-off eeting.
Western Airlines permitted him to use
a four-motored passenger liner for
photographs showing Maxwell House
men loading cases of M.H. coffee for
the famished district.

On Saturday, 29 October, Maxwell
House salesmen took their places in
KJR’s Studio C and wondered just
what was coming. “Coffee” music
greeted them from studio speakers as
they took their seats—“Lot of Coffee
in Brazil,” “I Love Coflee,” etc.

Suddenly a newsboy burst into the
room with “extra” copies of the Seattle
Times bearing streamer headlines an-
nouncing the “Big Coffee Blockade”
of the Seattle-Tacomna area. The radio
announced that the regular program
was being interrupted for a special
newscast. Bob Ferris. popular KJR
newscaster. interviewed the presidents
of several Western coffee companies
(imaginary). What could they do
about the coffee shortage? Nothing.

Ferris then brought “General” CIiff
Davis to the mike. Ah! Here was a
different story. Certainly Maxwell
House would do something about the
blockade. He was, in fact, just on his
way to a stafl meeting to decide just

how to lick it.

Davis then proceeded into the studio
where the salesmen had been joined
by James Delafield, Maxwell House ad-
manager from New York, and “Esty”
Stowell, Maxwell House account execu-
tive from Benton & Bowles.

Davis called for volunteers to man a
special airlift to break the coffee block-
ade. As each salesman volunteered, he
was presented with a pair of flying
goggles and a lelmet. He promised
to do his utmost. and was sworn in.

Newscaster Ferris then interviewed
each pilot on his specific assignment
and how he expected to carry it out.
The local General Foods “pilot”-sales-
men, augmented by a specially trained
Maxwell House crew from Milwaukee,
spoke up with enthusiasm. “General”
Davis’ forces were in the spirit of the
project.

Then “Seven-star General” Delafield
faced the men. Here was no phony
enthusiasm. o faked smile. In fact
the ad-manager seemed to be under-
playing it almost too much. His wry
siiile rather suggested bad news.

And it was.

The operation had to be restricted
to the immediate Seattle-Tacoma areas.
He had tried to the last minute to find
a way out, but the steel shortage had
resulted in such a shortage of Maxwell
House containers they couldn’t afford
to risk the certain increase of Maxwell
House buying throughout the district
and be caught short. unable to ship in
enough coffee to cover the demand.
(The Seattle district includes Washing-
ton. most of Oregon, parts of Montana
and ldaho, and Alaska.)

In the limited sector the compaign
was waged fiercely.

Was it successful?

“General” Cliff Davis issued the fol-

lowing communique on results of the
Seattle-Tacoma Maxwell House “Lft”:

“HIGIILY SUCCESSFUL FROM SALES
STANDPOINT . UNIQUE ATANNER IN
WIHICH CAMPAIGN WAS PRESENTED TO
OUR SPECIAL SALESMEN TIIROUGII CO-
OPERATION OF KJR. SEATTLE, RESULTED
IN UNUSUAL ENTHUSIASM WIHICH WE
BELIEVE MADE THE FINE SALES RESULTS

POSSIBLE.” * Kk ok

1. Salesmen get papers announcing coffee
“blockade” of the Seattle-Tacoma region
&, They are sworn in as pilots in coffee "air-
lift" by "General" Davis {man wearing hat)

3. Briefing: "Men, do your duty for Maxwell
House." Speech was put in military terms

4, Ready to go out and deliver the goods,
salesmen pose in pilot hats. Note goggles
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IN-PERSON visit by Bobby and gang sparked Wilkes-Barre, Pa. sales

Vot sponsored - but hig bustness

How Mutual’s Bobby Benson sells 40 products

in carload lots without bhenefit of advertiser

Maey's New York. “the
world’s largest store,” s
accustomed to operating m
a large way. Bul even oversized Ma-
¢y's was bowled over by the events of
4 March, better known as “Mad Sat-
urday.” More than 10.000 kids con-
verged on the store hike locusts on a
Kansas wheat field. By the time the
invasion was ebbing and Macy’s had
collected its wounded. an entire new
line of merchandise had been picked
clean.

Principal actor in that now-historic
mob scene was radio’s newest and hot-
test juvenile hero. Bobby Benson. star
of Mutuals B-Bar-5 Riders. The show
has evervthing a lop-rated kid's show

should have— except a sponsor. This,
of eourse, is usnally a fatal shortcom-
ing. Bot not with B-Bar-I Riders.
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Thanks to a unique merchandising tie-
in plan developed by the network, the
show has turned into a gold mine for
some 40 mannfacturers and more than
300 leading retail stores. And for Mu-
tual itself. whieh collects the lon’s
share of royalties——a rather heartening
amount when matched against the dead
loss normally acerned by a sustainer.
From March. when the merchandis-
ing campaign was opened with the
Macy promotion, to May the magic of
the Bobby Benson name has sold more
than $300.000 worth of elothing, tovs.
and accessories.  The produet list in-
chides ties. snspenders, belts, hats, T-
shirts. pajamas. Western shirts. sweat-
ers, swimming trunks. frontier trousers,
holster sets, phonograph records, com-
i books, tov films. gloves. jackets.
plavsmits, hosiery, girls’ clothing, dolls.

lainps. chaps. snow suits. bicveles, and
other miscellancous items,

I addition to the entive Macy chain.
the Bobby Benson hne is stocked by
such stores as Bullock’s and The May
Co.. Los Angeles: Daniel & Fischer,
Denver: Brown-Thompson, Hartford:
Davidson-Paxon. Atlanta:  Marshall
IField and Carson Pirie Scott, Chicago;
Maison Blanche, New Orleans; Fil-
cne’s, Boston: Schuneman’s, St. Paul;
Jones Stores, Kansas City, Mo.; Steifel
Bros.. Albany. N. Y.: McCurdy & Co.
and Siblev's. Rochester. N Y.: J. B.
Javey & Co.. Charlotte. Polsky’s, Ak-
rou: John Shillito Co.. Cincinnati:
Mayv Co.. Cleveland; Halliburton’s. Ok-
lahoma City; Speare Bros., Chester.
Pa.: Blauner’s, Gimbels, Lit Brothers.
and John Wanamaker. Philadelphia:
Kaulman’s. Dittishurgh:  Pomerov’s

SPONSOR
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OVERFLOW crowd at Macy's bought out the entire Bobby Benson merchandise stock

Wilkes-Barre; Neimau-Mareus, Dallas;
Thatheimer’s, Richmond: Garfinckel’s,
W ashington: Boston Store. Milwaukee.

The merchandising phase of the
Bobby Benson show is still so recent
that detailed breakdowns are not yet
available. However, initial reports
from stores in all sections of the coun-
try indicate that the small set has taken
to B-Bar-B products with a zeal that
only the young can generate. One
large store recently placed a $90.000
order for a varted hist of BBB mer-
chandise. Another major store in the
East has ordered $12.000 worth of
BBB playsuits alone. The official BBB
shirt licensee has estimated that his
sales this year will reach the $2.000.-
000 mark.

It's no longer news that “by-prod-
uct” promotions tied in with juvenile
radio shows can be really big business.
Programs like Cisco Kid. Lone Ranger.
Roy Rogers, Straight Arrow, Gene Au-
try and Hopalong Cassidy sell an enor-
mous quantity of related nerchan-
dise over the vears. But until Mutual
gave the Bobby Benson merchandis.
ing plan the nod a little over two
months ago—possibly with some mis-
givings-—an unsponsered show had ev-
idently never been thought of as a
moneymaker.

Actually, Bobby Benson isn't a new
show at all. The program was origi-
nated back in 1932 by Herbert C.
Rice, who is now production manager

(Please turn to page 52)
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Bobby Renson products and licensees

TIES. BRACES. BELTS

HATS

T-SHIRTS, KNIT PAJAMAS

WESTERN SHIRTS, BROADCLOTH PAJAMAS

SWEATERS

SWEATSHIRTS, SWIM TRUNKS

FRONTIER TROUSERS

HOLSTER SETS

RECOROS

COMIC BOOK

COLORING BOOK

TOY FILMS

BICYCLES

LEATHER JACKETS

SINGING LARIAT. PARACHUTE

CUFF ANO TIE HOLOER SETS

GLOVES

JACKETS., WASH SUITS. OUTER WEAR

CHILOREN'S HOSIERY

GIRLS' JACKETS., BLOUSES, SKIRTS

GIRLS' PAJAMAS

LAMPS

PLAY CLOTHES. VESTS. CHAPS

BOYS’ ANO GIRLS' DUNGAREES

BOBBY BENSON DOLL. AMIGO,
THE PALOMINO HORSE 0OLL

SNOW SUITS, STORM COATS

0. H. Neumann Co., Ine.. 1107 Broadway, NYC
Miller Bros. Hat Co., 763 Broadway. NYC
Allison Mfg. Corp.. 350 Fifth Ave., NYC

Jets. Ine.. 1150 Broadway, NYC

Pickwlek Knitting Mills, Inc., 39 W. 29th St., NYC
Adams Textile Co., 1182 Breadway, NYC

Lehlgh Trousers Co., Wllkes-Barre, Pa.

Yalo Belt Corp.. 183 Woester St., NYC

Oecca Records, Inc., 50 W. 57th St.. NYC
Magazine Enterprises. Inc.. Il Park Place, NYC
whitman Publishing Co., Racine, Wis.

Fillum Fun, Inc., 409 E. 107th St., NYC

Chain Blke Corp., |1 Broadway. Brooklyn, N.Y.
Rellable Sportswear Co., (239 Broadway. NYC
Spotswood M{g. Co.. Lexington, Ky.

N. Atlas Co.. 49 W. 27th St.. NYC

Nolan Glove Co., 425 Fourth Ave., NYC

Regal Sturdy Togs. Inc., 1270 Broadway, NYC
Topspun Hoslory Co.. lInc.. 40 W, 33rd St.,, NYC
Lou Benson, 28 W. 15th St., NYC

Sleep-Easo Pajama Co., 118 Madison Ave., NYC
Arlstocratic Lamp Co.. 620 Broadway. NYC
Sencea Mfg. Co., 1107 Broadway. NYC

Bergman Mfg. Co.. 309-t1 EIlm St., Clinclnnati, O.
Juro Novelty Co.. 12 W. i8th St.. NYC

Kute Klddies Coats, Inc.. 131 W. 35th St., NYC

Newspaper display ads back Bobby's local appearances

The show starts at 10:30 o’clock sharp!

Come straight to the fourih floor roof!

Be early for ¢holee of seats!
Yowu’ll get a "Singing Lariat™!

He's here today! Bobby Benson. popular Mutual Netwerk
star on WLEE. Hear him <ing pisy the harmonica
see him do magic trcks. The old cowhand “"Waco™

will be master of ceramon’e.. ard of course “Windy”
Wa'e, w'l be here vo el bic 1alf tales . .,

throw in e venbripay gn o= the nde. It

8 Qrsat ~how 3o be here car'y!
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50,000 WATTS .

OWN TIGKET™ ON WRVA

Budget problem in the rich Virginia market? Take it easy, because WRVA

makes it so easy for you.

You can write your own ticket on this 50,000-watt station because

WRVA takes that extra step! Now, for little more than the cost of an

announcement, you may participate in well-established, well-promoted and

well-merchandised programs. . . all the benefits of top-notch programming

and persondlities . . . at a fraction of the normal cost.

This new plan is as flexible as Gertie’s garter and one of these great

shows is a “natural” for you:

OLD DOMINION BARN DANCE

Monday thru Friday, 9:00-10:00
am. and 3:30-4:30 pm. Designed
for high ratings and general
listening. Features *CBS network
commercialstarsonalocalbasis.
‘(Brock Bar Ranch, CBS, Satur-
days 7:00-7:30 pm.).

GRADY COLE TIME

Monday thru Saturday, 5:00-
6:00 am. Designed especially
for rural audience and features
fabulous Grady Cole. (Combina-
tion purchase with WBT, Char-
Iotte, N. C.)

»

CALLING ALl COOKS

Saturdays, 10:00-10:30 am. Audi-
ence participation quiz show
broadcast from WRVA Theatre
(average audience of 800). Radio
show Is part of two-hour entertain-
ment. Product displays; samples
distributed; with retail grocer mer-
chandising plan; actual product
demonstrations. Buy it weekly, bi-
weekly, or once a month.

HOUSEWIVES PROTECTIVE LEAGUE

Monday thru Saturday, 5:00-5:30
pm. Features Mark Evans and is
designed primarily for food and
household products.

e

RICHMOND AND NORFOLK, VA. « REPRESENTED BY RADIO SALES
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RADIO MIKE IS REGULAR FIXTURE WHEN CANDIDATES TAKE STUMP.

RISON,

s

ONE ABOVE HELPED ELECT NEW ORLEANS MAYOR

How (o “sell” a candidate

Are yvou using the air to put over your political campaign as

skillfully as P & G or General Foods sell produets?

A candidate’s guide (o radio

1. Sell yourself with the help of broadcost odvertising experts.

3. Soturote pre-clection oir with announcements, not speeches.
4. "Gimmicks’’ get attention; most ore inexpensive.

5. When speceches are mode, mojor condidotes should give them.

6. Put showmonship into your progroms.

2. “Get off thot soapbox’'—too mony speeches meons too little listening.

38

? Abraham Lincoln became
President in 1860 with the
help of $100.000 from the Republican
National Committee. By contrast, total
reported spending during 1948 politi-
cal campaigns exceeded $25.000.000.
with millions of unreported dollars
swelling the total.

Are these political dollars being
spent on the air? Are they being spent
wisely on the air?

The answer to the first question s
ves; 1o the second. no.

Top-flight advisers to the major
parties need no selling on radio. More

SPONSOR




Stick TV techuniques marked Philadelphia

Family drama series told the 1949 Republican story over Philly's WFIL-TY

than 5070 of all Demoeratic National
Committee money went into radio in
1948 —probably over $800.000. This
was only one of many Demoeratic com-
mittees. In New York's recent sena-
torial and mavoralty contests, close to
$200,000 was spent on radio time:
£6.000 on TV.

But generally the air is not being
used to hest advantage. Many candi-
dates merely take their soapboxes with
them into the studio. On the other
hand, a nationwide SPONSOR survey
found good radio techniques being
used by some political figures: found
that radio showmanship “sells” an
office-secker for the same reasons that
it sells soap.

sPONSOR’S  study spotlights several
basic wayvs to make good use of the
air for a eampaign. No one expects
an average candidate to know these
whats, whens. and wheres of broad-
cast advertising: that's a specialized
field mastered by experience. But sta-
tion staffs can help raise a candidate’s
radio eampaign out of the amateur
class. And specialized aid can be got-
ten from advertising agencies. publie
relations counsels. radio advisers. and
producers of commercial programs.

Erie Boden, research consultant of
San Francisco, put plenty of research
and showmanship into the winning
campaign for John F. Shelley during

the November, 1049 econgressional
elections.  Boden had developed his

specialized election techniques in 1910
while coaching Will Rogers, Jr. 1le had
used telephone surveys to discover
listenership to pohtical broadecasts,

22 MAY 1950

campaign

This broom was

pattel-tested reactions to Rogers’ talks,
and nereased Rogers’ understandibil-
ity by slowing his speaking rate from
176 to 140 words a minute.

Boden helped get Shelley elected by
aiming a battery of radio shows and
announcements at California’s  Fifth
District: six 13-minute programs the
last two weeks; eight 30-seeond au-
nouncements; a large number of chain
breaks: and what were probably the
first one-minute TV
ever used politically.

Boden taped every 15-minute broad-
cast in advance to prevent costly ships,
ensure smooth delivery. These pro-
grams (on KFS0, San Francisco) fea-
tured spoken endorsements by leading
citizens; Shelley appeared on all but
one. Boden: “Each separate
broadcast was viewed as a sel-sufh-
cient statement of the candidate’s case

announcements

Says

‘trademark” on Philly Democratic TY programs

since it is an established faet that
any given hstener may be exposed to
only this one public ntterance.”

Sunday before election saw presen-
tation of a Cavalcade of the Fifth Dis-
trict. Boden considers this the best of
the L5-minute series: "1t took 16 hours
to edit (on recorder tape) the excerpts
of carlier eampaign broadecasts. But it
was swiftly enough paced with voice
changes to hold interest. We tightened
up many of the slower speakers by
hiterally eutting out the pauses in their
taped remarks.” In exactly 14 min-
utes there were 14 voices, with men-
tion of 77 mnames. Endorsements
ranged from 21 to (9 seconds each,
the average around 40 seconds.

The Shelley campaign pioneered in
the use of TV. Boden devised six pie-
ture slides of Shelley with prominent

(Please turn to page 61)

Science came (o candidate’s aid in California race

Eric Boden panel-tested

reaction to campaign speeches with measuring device

39




Neighboring States Love Him Too

“ep
3
e A ? Powered by 50,000 watts, WWL's programs include varied
* \ 3 rural fare—weather and market reports, on-thie-scene rural
' : i broadcasts, 4-1 Club programs. Plus serviees like herd im-
. provement contests win strong listener loyalty throughout
j this rich Deep South market.

=~ _E{A'
{exX. =
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South’s Greatest Salesman
wins Hearts...and Hoopers

WWI.’s evening share-of-audience exceeds that of next two stations,
combined. WWL features CBS—and CBS features the world’s great-
est array of top-flight stars. And the whole family loves the South’s
greatest salesman.

WWI. keeps families tuned in hour after hour—with more favorite
programs in all age groups, headline shows, local shows of network
quality, more complete reporting of local news and events.

South’s Greatest Salesman

NEW ORLEANS

50,000 WATTS

His Listener Promotion CLEAR CHANNEL CBS AFFILIATE

'S Greai'eSi' Ever DEPARTMENT OF LOYOLA UNIVERSITY

Already far in thelead, in all forms of listener promotion, REPRESENTED NATIONALLY BY THE KATZ AGENCY

WWL now adds the biggest, most lnghly concentrated
station newspaper campaign New Orleans has ever
seen. WWL gives you more of evervthing to build sales!

22 MAY 1950
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WICHITA FALLS, TEX.

620 KC

5,000 WATTS

KLYN
AMARILLO, TEX,
940 K(

1,000 WATTS

When you're making out that sched-
vle for the Southwest don't over-
look this sales-winning pair of
CBS stations. For availabilities and
rates, write, phone or wire our
representatives.

National Representatives

JOHN BLAIR & CO.

42

This is a new SPONSOR department, featuring capsuled
reports of broadcast advertising significance culled from
all segments of the industry. Contributions are welcomed.

WOW. Omaha. develeps effective farm tours

WOW in Omaha takes its sponsors
for a long ride—and they love it!

For the third successive year, adver-
tisers have been tving in resultfully
with WOW’s Iarm Study Tours, The
tours are conducted for groups of
[ermers who pay their own way and
are rounded up via air commercials.

Farmers greet Brahma steer on WOW tour

They get a chanee to study farming
first-hand outside their own home state.

The idea was born in 1918 a1 WOW.
whose Farm Director. Mal Hansen,
saw the service and promotional pos-
sibilities of such a scheme. With wide
broadeast  and publieity.
the first tour to Europe in 19138 was a
spectacular suceess and gave WOW

ll(’\\'ﬁ])(ll)(‘l‘

world renown.

On the sccond trip (a West Coast
Farm Study Tour. September 1949)
the nmmber of farmers jumped to 200
from the 30 m 1913. WOW advertis-
ers provided sonvenirs, hats. canes,
notebooks and penetls. This year’s
tour (Marelr) was a jaunt throngh 18
Southern states and Cuba. Vore than
200 farmers enrolled (about 50 were
tnrned awav). and the tour wa-
parked with pubiicity and participat-
Ng SPUNSOTS.

\dvertisers so far attracted by the
tours include  Allis-Chalmers,  Skelly
Oil. International Tarvester. Kelly Ry
e Frrestone, G0 AL Swanson & Sons.
(. S Steel, DulPont, Farmont Foods.,
N
}

¥

wring. Garst & Thonas. lowa and

Walnut Grove Products, Towa. Next
vear, WOW's Farm Study Tour will
go north. across Canada into New
England.

HPL listeners give
family money for home

The Housewives' Protective league
can win charitable help from its listen-
ers as well as consunier dollars for it~
sponsors (SPONSOR 21 April).

Recently. Mark Evans, 11PL conn-
mentator over WTOP, Washington.
D. C., requested aid on the program
for the William Gue family. Mr. Gue.
an incapacitated Ariny veleran. his
wife. and eight children were living in
a condeinned chicken coop.

Two days after Mr. Evans’ request
on the HPL program. he received 400
letters, $1.000 in cash. and scores of
offers of help from individuals and
business organizations. With the as-

TR

Gue family shows WTOP's Evans the new home

sistance of further cash from County
Commnissioners, Evans bought a house
from Armyv surplus property and had
it reconstructed.

The outcome: on 2 May. the Gue
family  moved inio the rebuilt four-
bedroom house. Now they 1l have elee-
trie: Lielws, hot water. an inside toilet.
plus individual beds and a leakproof
rool over their heads.

SPONSOR




Store showings divide
cost of film commercials

Here’'s a way to divide cost of TV
film commercials: make them do dou-
Lle duty. Many advertisers use their
film commercials at point-of-sale as
well as over the air by using a continu-
ous rewind motion picture projector.

Pequoit Mills. for example. showed
their fihns in the linen departnients of
Washington, Baltimore. Philadelphia
end Chicago stores (plus the window
of one Washington store). They at-
triacted unusual custonier attention to
Pequoit’s merchaudise and upped =ales
accordingly.

Ideal Novelty and Toy Co. uses an-
other variation. President B. F. Mich-
ton shows films to buvers of his mer-
vhandise as examples of what adver-
tising support they can expeet on their
local TV stations. In addition. he has
loaned out more than 100 prints of
cach filn to stores for direct nierchan-
dising purposes.

Cities Service aud Socony Vacuum
use their film commercials at trade
conventions to create dealer good will.
Both corporations found that the show-
ings also gave the dealers a feeling of
being closer to the home officc. brought
in additional sales.

The possibilities for use of conuner-
«ial films aside from TV are wide open
to advertizers.

3

UN makes its programs
available for sponsorship

The United Nations recently made
il programs available to sponsors in-
terested in dignified vehicles for insti-
tutional advertising.

Would-be advertisers must meet the
1equirements of and abide by the UN
code for commercial sponsorship. This
rules that only institutional copy be
used; that there be no direct selling
and no middle commercial; that the
UN may check conunercial copy from
time to time: and that promotional
publicity be in keeping with the in-
stitutional  character of the sponsor-
ship.

To facilitate local sponsorship, reg-
ular UN programs such as UN Today
and UN Story now provide for local
insertion of 30-second announcenients
at the opening and close.

The UN Today and the Network [or
Peace programs were cited by the Pea-
body Award for 1947.

22 MAY 1950

Oldest, youngest disk jockeys at KXLY show

KXLY lets listeners
spin the disks

On most disk jockey s<hows the lis-
tener sends in his request and then
waits for it to be played.

IU's ditferent on KNLY. Spokane.
The listener has come iuto his own.
Not only can lie send in his musical
request: he can also participate as an
amateur disk jockey.

Station Manager Kd Craney came
up with the idea. KXLY's nighttime
disk jockey show. Houseparty, permits
one listener to sit in each night as an
omateur turntable maestro. The young-
est tune spinner so far was four-year-
old Barbara Ann McBride: the oldest
disk jockey was 63-vear-old Ora Day.

Briefly . . .

The Lord Mayor of York, the Sher-
iff of York. and other visiting Enghish
officials were guests of WHLI, Hemp-
stead, L. 1., and Garrettson’s Gourmet
Shop, following Dbroadcast interviews.

» * +*

KTHT (Houston) has become the
first station in Texas League history
to announce the Houston Buff ball
cgames direct from every field of play
during the 1950 season.

» »* »

Music and easy-to-take programing
aimed specifically at the summer out-
of-home audience has been prepared
by WSTC, Stamford. Programing will
be divided into three categories: beach
music. motoring melodies, and portable

playtime.
* * *

Silton Brothers Advertising of Bos-
ton has a novel vacation plan. The
office is closed with the entire stafl
vacationing at the same time for a
four-day Memorial Day weekend; for
nine days in July (sununer vacation) :
and for Labor Day and Christmas.

Radio
Market Data

for
Oakland,
California

1. How many people?

There are 3 million people in
the coverage area of KLX, the
top station in Hooper ratings.
KLX claims only 600,000 as
steady listeners.

2. How rich are they?

QOakland area radio listeners
spend 100 million for drugs,
1 billion for food, 1 2 billion
for general merchandise, 1 4
of a billion for radios, TV and
furniture.

3. What does Hooper say?

KLX leads all independent
San Francisco and Oakland
radio stations in the Oakland
Hooper...and often leads in
all six periods!

4. Do San Francisco Inde-
pendents cover Oakland?

No, these stations reach only
15% to 35% of the Oakland au-
dience that KLX covers. You
can check this by adding the
Hooper share of audience fig-
ures for all six periods.

5- What about KLX results
...and promotion?

Just send for success stories on
your field. Also, KLX has won
7 national awards for sound
promotion.

KLX

TRIBUNE TOWER » OAKLAND, CALIFORNIA

Represented Nationally by
BURN-SMITH CO., INC,
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AN

The

picked panel
answers

Mr. Shirley

I's not
tion of redueing
the number of

a ques:

so - called  erime
shows on the air
today, but rath-
er one of improv-
g their quality.

Much has been
written. pro and
con. about the
desirability of
crime programs but the fact remains
that the publie likes them and will con-
tinue 1o tune them ax long as they are
vood radio entertainment. This puls
it squarehy up to the industry to de-
[iver a consistently high calibre of en-

Mr. McDermott

tertainment.

One wayv to improve these sliows
technically is to start with the baxic
component of anv dramatic show . . .
the script. A little more imagination
and originality in devising plots and
story-lines will go a long way towards
keeping listener interest at a peak. Al
<0, directors. actors and actresses could
possibly sharpen up their technique a
little and scek a few new ideas.

Ratings prove that the public likes
crime shows. It follows therefore thut
it is radio’s responsibility to see that
the public gets what it wants. [low-
ever, our responsibility doesn’t end
liere. Radio mu~t keep a finger on its
own pulsc and see 1o it that the crime
prograin is consistently one of high
calibre. In other words, it should be
rood drama. which means good enter-

14

Should the number of crime programs

on the air be reduced?

Walter T. Shirley

ltainment at any time.

It is highly advisable that the net-
works and their affiliated stations exer-
cise a little more judgment in the type
of crime shows they select for airing,
with some standard of measurement or
vardstiek applied to all programs
which fall into the crime category.

For example, emphasis should be
placed on good. solid believable situa-
tions and characters, and the “all guns
blazing™ tendency should be soft ped-
alled. Programs which appear to lean
too heavily on gun-play sliould be im-
proved. If radio will walk circum-
spectly, and do a little more soul
searching in regard to crime shows,
there is no reason why they cannot
continue to be an integral part of the
industry’s programing.

Tuomas J. McDermort
Director of radio
Benton « Bowles, Inc.
New York

i.ike all good ra-
dto. the Dbest of
the crime shows
Bt

any thing
suffer De-
few bad

are  rare.
should
good

cause &
ones lanve erept
m? When 1t
- comes 10 a ques-

Mr. Ovington whether

tion of
or not we should
reduce the number of shows in any
eroup. it might he well to consider the
“why™ of the particular kind of enter-
lainment.

Let’s recognize from the start that
radio is a general entertainment medi-

.  \nd as such has a definite place

President
Mastic Acres, Inc., New York

for good erime shows of the . . . does
not pay” variety. Let’s consider, too,
that the listeners who want crime
shows are numerous enough to justify
the number of eriine shows on the air.
Of prime importanee, too, any pres-
sure brought on radio for the reduc-
tion of crime shows will soon bring
pressure from another greup opposed
to the number of, let’s say, serial pro-
grams. The trade already knows whal
happens when such unfortunate experi-
ments are made.

While it 1s emmeaently desirable that
those in a position to do so should
encourage more selective listening to a
greater variely of radio entertainment.
let’s keep in mind the demand of the
customers. No one wants an outbreak
of pressure groups thirust and eounter
thrust against this or that kind of ra-
dio entertainment. If listeners are he-
ing attraeted to erime shows in dis-
proportionate numbers. maybe the
quality and excitement of other kinds
of entertainment should be 1mproved
to attract listeners. And. let’s make
every cffort to improve crime shows
that need improving: make better
those already acceptable to all con-
cerned. We cannot miake the mistake
of abandoning any type of show the
listeners have stamped with their ap-
proval.

Keep the good crime shows by all
means. But let's also sirive for more
programs of excitement outside of the
realm of standard “cops 'n robbers.”
Certainly we have eompetent writers
who can think in terms oiler than
pure gore.

Ray Ovincron
Radio & TV director
Hirshon-Garficld

New York

SPONSOR
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This is a ques-
tion which seeins
to be occupying
the mmds and
attention of a
rather  startling
number of ex-
tremely articu-
late people. 1
say “startling”
because with one
or two notable
exceptions the uproar aboul mystery
shows in radio had pretty much sub-
sided to a sensible acceptance of the
fact that they entertain a large num-
ber of people at a moderate cost to the
producers wlio must bankroll them.

The entire mystery problem obvious-
Iy took on a new dimension with the
advent of television as an important
means of communication. But 1 don’t
think that the fundamental premise
changes. That premise, to our minds
at least, has two facets.

First, when there are too many mys-
tery programs on the air, the public
will start rejecting them.

Second, the quality and treatment
of the mystery shows are what should
determine their merit.

A study of the drawing power of
the various mystery shows would tend
to indicate that the omes which are
less well done attract lesser audiences.
Eventually they fall by the wayside.
And certainly the producers have an
enormous responsibility in seeing that
mystery shows are not done in such a
way that they will have a harmful ef-
fect on listeners and viewers. We have
always tried to adhere religiously to
that concept. We may not have always
heen successful, but the awareness of
the problem has always been acute.

Purely from the standpoint of show-
manship, it would seem that any large
influx of mysteries would glut the mar-
ket: but any producer with a fresh,
new approach to this kind of material
and the taste to produce it well and
acceptably should not be afraid to
spread his wings.

HuBBELL Rosinsox
Vice president
CBS

New York

Mr. Robinson

Any questions?
SPONSOR welcomes questions for
discussion from its readers. Sug-
gested questions should be accom-
panied by photograph of the asker.

NNOUNCES

That with its new facilities, it is completely
equipped to produce both local and net-
work radio shows. Far from selling radio

short, WDSU has devoted almost 509, of

its new Studio Building to spacious, well-

planned AM studios and equipment.

"“DIXIE JAMBAKE"—ABC Network—April 24th

Ask Your JOHN BLAIR Man!

22 MAY 1950




FELEVISION SETS

FLOWERS

SPONSOR: Capitel Distributors AGENCY : Direct

CAPSULE CASE HISTORY: This sponsor ro-oped with
a radio service outfit for one commercial. Fhe commer-
cral plugged a two-for-one sale featuring a 16-inch T1
set and a T-inch table model TI set. The radio service
outfit reported 11 sales. four of them the combination
offers plus seven others for a total of $1.900 worth of
usiness with enstomers still coming in on that one com-

W K

PROCR AN \pul

APPLIANCES

SPONSQOR: Berthold-Grigsby AGENCY : Nesbhint

CAP>ULE CASE HSTORY: Three one-minute an-
nouncements on The Bob Reed Show before Valentine's
Day resulted in a complete sellout of packaged flowers
for this wholesale florist. The item was a box of one
dozen carnations or roses retailing for £3.50 and $4.00.
An entire stock of 2.000 boxes was sold out and the
client estimates that 5.000 could have been sold. It ias
their Liggest week in over a vear.

WABK, Cleveland PROGRAM: Announcements

BOOKS

SPONSOR: A 8. Barnes & Co.

CAPSULE CASE HISTORY: Barnes took a single one-
minute spol {at a cost of $250) fjrom the Broadicay
Arena to plug a book titled Wrestling. Three weeks after
the spot. replies and requests jor the book were still com-
ing in at an average of three per day. At the final count,
700 books had been sold—all attributable to the single
spot—for a total of $1.050.

AGENCY: John Shrager

WOR-TV, New York PROGRAM: Spot

FOOD MIXER

"

SPONSOR: Electra City AGENCY : Ted 11, Factor

CAPSULE CASE HISTORY: Ten deep [reeze units

at 8250, each stocked with food were sold within an
hour of the company’s program, Music In The Morgan
Manner. Two weeks later, the program copy plugged re-
[rigerators. An hour after the show went off the air, 27
refrigerators had been sold. Tiwenty-tico other people
phoned and made inquiries about further details. More
than 300 phone calls. in all. were received.

KECATY, Lo< Angeles PROGRAM: Muasical Show

SPONSOR: Natural Foods Institute AGENCY: Allied

CAPSULE CASE HISTORY: A sing[e ha[/ hour pro-
gram costing the sponsor £210 resulted in the sale of
87,500 worth of merchandise. The client sells a vertical
type fjood mixer and Dblender. The mixer retails for
$29.95 and no advance publicity or promotion was given.
A special telephone number was flashed on the screen
after the showing of a flm and 1within 48 hours, 251
orders were received,

WMAR-TY, Balumore PROGRAM: Film

CARPET DEALERS

STORM WINDOWS

SPONSOR- M4 Carpet Dealers AGENCY @ Direct

CAPSUEE CASE HISTORY: Fourteen  retail  carpet
dealers sponsored a remote pick-up of The Carpet Fashion
Follies.  Shou consisted of eight vaudeville acts with
models displaying 40 different carpet samples. Morning
after the show. five dealers reported direct sales of car-
pet from the show with the largest betug an order jor
L2500 worth of carpeting fromt a viewer building a new

home.

KDY LTV, Salt Lake Cury PROGKAM . Carpri Fachion Follies

SPONSOR: Window Speciahy Co. AGENCY: Flim

CAPSULE CASE HISTORY : The sponsor ()/]erea' a free
door mat to viewers. The offer was integrated with a film
commercial demonstrating a combination storm and
sereen window. T'he result: 800 phone requests and 1.261
mail requests. And, over 307 of the people requesting
the door mat requested specific information on installa-
tions. Cost for one-minute participation £150. Average
installation  -£200-300.

WPIX, New York PROGRAM: Arnt Ford Show




STOP v
GUESSING!

WGAL-TV — The ideal station for
testing your TV sales campaign

The only television station loeated in and, the only
station that reaches this large, prosperous section of
Pennsylvania which includes—Lancaster, York,
Lebanon, Reading, Harrisburg and the adjaeent area.
This market ideally fulfills all the basic requirements

for reliable TV sales testing hecause of:

@ Comparative isolation—not deeply penetrated by ony
other television stations

® Stabilized economy

® A well-balanced population of average cultural level

® Widely diversified industries

® Ample facilities for distribution and sales

® Compactness which permits fast, accurote checking of results

@® Reasonable odvertising rates

Viewing is unusually high and consistent beeause of inter-
esting loeal programming and the top shows of four
networks— NBC, CBS, ABC and DuMont. A number of
alert advertisers are now making TV sales tests

on WGAL-TV. Sueli a test ean mean the difference
between profit and loss in your TV sclling.

Write for information.

Represented by

ROBERT MEEKER Associates

Chicago

San Froncisco
New York
Los Angeles

22 MAY 1950

\.

A STEINMAN STATION

WeAL-TV

Channel 4—Lancaster, Pennsylvania
Cloir R. McCollough, Pres.

J

NBC « TV AFFILIATE
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Oun can I8th Ginthday, F&P troadly
baws o the finest nadie stations cu

America—and especially to these otations

we have served Scuce (G52

WGR, ,‘" a=-—=WOC, @Waf&f —
WHO, Des 7/ acnes —WDAY, Farge —

WMBD, Zearia.

REL & p CTERS, INC,

Pioneer Radio and Television Slalion Represenlalives

Since 1932
NEW YORK CHICAGO
ATLANTA DETROIT FT. WORTII HOLLYWOOD SAN FFRANCISCO




EAST, SOUTHEAST

WBZ-WBZA Boston-Springtield NBC 50,000
WGR Buffalo CBS 5,000
WMCA New York IND. 5,000
KYW Philadelphia NBC 50,000
KDKA Pittsburgh NBC 50,000
WFEFBL Syracuse CBS 5,000
WCSC Charleston, S. C. CBS 5,000
WIS Columbia, S. C. NBC 5,000
WGH Norfolk ABC 5,000
WPTF Raleigh NBC 50,000
WDBJ Roanoke CBS 5,000

MIDWEST, SOUTHWEST

WHO Des Moines NBC 50,000
WOC Davenport NBC 5,000
WDSM Duluth-Superior ABC 5,000%
WDAY Fargo NBC 5,000
WOWwWO Fort Wayne ABC 10,000
WISH Indianapolis ABC 5,000
KMBC-KFRM Kansas City CBS 5,000
WAVE Louisville NBC 5,000
WTCN Minneapolis-St. Paul ABC 5,000
KFAB Omaha CBS 50,000
WMBD Peoria CBS 5,000
KSD St. Louis NBC 5,000
KFDM Beaumont ABC 5,000
KRIS Corpus Christi NBC 1,000
WBAP Ft. Worth-Dallas NBC-ABC 50,000
KXYZ Houston ABC 5,000
KTSA San Antonio CBS 5,000
MOUNTAIN AND WEST

KOB Albuquerque NBC 50,000
KDSH Boise CBS 5,000
KVOD Denver ABC 5,000
KGMB-KHBC Honolulu-Hilo CBS 5,000
KEX Portland. Ore. ABC 50,000
KIRO Seattle CBS 50,000

*cp
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Continued from page 2)

Can TV stations devise common
source for set statistics?

With TV stations reporting set sales in areas they
cover on basis of varied sources, advertisers

would like universal method of calculating figures.
In New Orleans, Wilmington, and Cleveland areas,to
name three, statistics are especially valid because
public service company sources and trained inter-
viewers garner full data on regular basis. Some
areas contribute less authoritative figures. RMA
and NAB mentioned as logical for undertaking joint
study of problem.

Look what our versatile TV makes Chicago nation’s
Little Detective is up . .
to! He's out in the No. 1 air freight center
bright sunshine taking
pretty ?duﬁa Of Slick Airways, world's largest "freight only"
rett nnN arer, O . a
Competing in me\Nggg carrier, reports concentration of TV manufacturers
€0 sponsored M'(SgorSU"' in Chicago has turned city into country's major
gﬁmwﬁmmﬂ& see air freight source in recent months. During last
elow week in March movement of 500,000 pounds of cargo,
#MW , largely TV set parts, set new record. But Slick
th contends this is small stuff compared to volume
7 dzl?&awuf that will move when coaxial cable now being laid
e EEmmes— down "from St. Louis through the Southwest to
WGBS j; California® begins carrying programs.
. 3 e |
!‘ ,l’;", tac;bycu&awlz j ; Canadian Advertisers Association urges

regulatory power of CBC be withdrawn

Yes, the prettiest picture

in WGBS history is the Association of Canadian Advertisers, embracing 155

Sl O of Canada's big national advertisers, has pre-
margin of audience leader- sented brief to Roval Commission on National De-
Sl velopment in Arts, Letters, and Sciences recom-
;EE’;ESUﬁ;z’inAg::S: mending that regulatory powers of Canadian Broad-
39.5™around the morn casting Corp. be divorced from the radio broad-
g las much a5 casting business "in the best interests of adver-
tions combined) . tising and the general public." At present CBC
S [ GG e competes with and regulates private radio.

{56% ahead of the
second-place sta-
tion) .

26.7 in the evening Radio wins most
{leading all others .
including TV) national safety awards
31.3 for all ti - . .
e (365G Recipients of National Safety Council Awards for
ahead of the sec- 1949 included 85 radio stations, 6 TV stations, 2
ond-place station) i
networks. Newspaper field was represented by 31
From every angle, WGBS c . . .
is the most advergenic dailies, 10 weeklies, one syndicate. Council

ALl W b a0y head stated, "without support of public informa-

tion media, the voice of safety is only a whisper."

NBC 159% better
buy than in 1940

NBC is publicizing facts that rates today, per
1,000 homes, are 15% less than 10 years ago.

CBS AFFILIATE
MIAMI. FLORIDA

50 SPONSOR
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also wish to take this opportﬁﬁ?ﬁnggw
thank the Zenith Corporation for their untiring

efforts in the promotion of FM broadcasts.
PROMOTION HAS HELPED US PUT THIS STATION ON A
SIS IN LESS THAN ONE YEAR OPERATION.
PR Y SN o R

..,x._.m.jj "wiev,‘

Radio WFMW Station

“The Radio Voice of The Messenger”
DWHNED AND DPERATED By
MESSENGER BROADCASTING COMPANY

INCORAPORATSD

Madisonville, Ky.
16 ¥ar. 50

Zenith Radio Corporation
Attention: Mr. Ted Leitzell
Chicago, Illinois

Dear Sir,

This station will broadcast all of the
baseball games of the "Madisonville Miners"...a member
of the Kitty League...on all of the road games. The
baseball corporation will not allow us to broadcast
the home games.

The Madisonville Miners is a farm club of
the Chicago White Sox.

We had also planned to carry the St. Louis
Cardinal games, however due to the fact that we are in
a "Dry" territory and the sponsor is a beer company,
we have had to drop these.

The games we carry will be sponsored by a
geal. coal mining company, and we as well as the

sponsor will. wel . . . o
‘?nu.\“ﬂgs?‘jmt‘ﬂﬁaﬂﬁéﬁm BRISGER TPt %m |

Radio Station WFMW

Sy 2

H., W. Wells, Station Mgr

R

e

i il
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BOBBY BENSON
| (Continued from page 35)

for Mutual, and it may have been the
first such show on the air. The origi-
nal Bobby Benson was Billy Halop.
who later became a well-known film
juvenile. The program was sponsored
by Quaker H-O Oats. and ran for five
years.

Last June, when Mutual was scout-
ing a sustained summer replacement
for Nabisco’s Straight Arrow, the Bar-
B-Riders thundered out of the past to
fill the gap. The show rcturned as a
twice-weekly half-hour. Bobby, the
Cowboy Kid, had lost none of the ap-
peal of almost a generation ago. The
key to that appeal is the fact that the
star himself—not a supporting actor—
is a kid of 10 or 11 who, day after
day, is involved in the most rootin’,
tootin” adventures imaginable. A kid
like themselves, mind you—not an old
gaffer of maybe 30 or 35.

Thus the kids who listen to Bobby
Benson are able to achieve, with a min-
imum of eflort, a blissful slate of self-
identification with the show’s hero.
They can do the same thing with Hop-
along Cassidy or Roy Rogers—but not
without considerable strain on the
mmagination.

Bobby is the owner of the B-Bar-B
spread in Texas’ Big Bend country.
His right-hand man is Tex Mason,
ranch foreman. The show is also

- equipped with an Indian (a stalwart
scout and eloquent grunter), a char-
acter virtually mandatory for such
programs. Another B-Bar-B principal
is a small female, name of Doris. In
the old days she probably would have
been frowned on as a departure from
Hoyle. but Doris has won her place
as one of the mob. By a neat coinci-
dence, the Bobby Benson product list
includes such items as girls’ jackets.
blouses, skirts. and cven pajamas.

B-Bar-B Riders had picked up a sol-
id rating within a few weeks of its
return to the air last summer (current
Niclsen: 10.7). Tt did =0 well, in fact.
that Mutual decided to keep the show
on the air after the replacement period
ended, and began to beat the bushes
for a sponsor.

Despite the fact that no sponsor was
tmmediately forthcoming, the network

~agreed that the show was too hot a
property to drop. And so a high-pow-
ered  promotion and merchandising
campaign was authorized to probe the
possibilities of selling around a sus-
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The
Re gister
Contains

The Advertiser, Ad-
dress, Copitalizotion

Products with Trode
Nomes

Corporote Executives
Advertising Monoger
Sales Monoger
Printing Buyer
Advertising Agency
Handling Account
Account Executives

Advertising Media
Used

Advertising
Appropriotions

Chorocter, Extent
of Distribution

Executives appreciate and depend on the STANDARD

ADVERTISING REGISTER. Experience has taught them that

S.A.R. is really the ONE dependable “source book” of facts about the

13,500 Companies and their Advertising Agencies spending 95 cents out
of every national advertising dollar in the U.S.A.!

Imagine — in one handy book — listed and cross-indexed for immediate
reference — 13,500 Companies with their 50,000 Executives listed by
title, the Advertising Agency handling the account, all subdivided into 47
classifications, 12,500 Brand Names.

You owe it to yourself and your Company to have the STANDARD
ADVERTISING REGISTER on your desk. So here’s an easy way for us
to get acquainted. Just drop us a line on your Company’s letterhead. We'll
do the rest.

NATIONAL REGISTER PUBLISHING CO., INC.
330 WEST 42ND STREET 333 N. MICHIGAN AVENUE
NEW YORK 18, N. Y. CHICAGO 1, ILL.

22 MAY 1950

ow more than ever before — Sales and Advertising

for
dependable
sales and
advertising
facts

100" tdition

74e AGENCY LIST

Here’s the 100th Editian of the autharitative basic source
of infarmatian about 3,000 U.S. and Canadian advertising
agencies with data on their recagnition, persannel, and
aver 45,000 clients. Issued three times o year—the AGENCY
LIST is part of STANDARD’S complete service ar may be
purchased separately.

Write far colared illustrated baaklet
giving full infarmation abavut the
STANDARD ADVERTISING REGISTER
and Supplementory Services. It's yours
far the asking.

53
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taine d 10 enhance the show's value
for a potential sponsor.

The firnt of DuBroff and DuBroff.
New York, was retained by Mutual to
handle all details of franchising and
licensing of manufacturers tyving in
with the Bobby Benson show. Sidney
BuBrofl. who set up and directed the
promotional cnd, won his spurs in as-
sociation with a Gene Autry merchan-
dising campaign,

Kickofl of the Bobby Benson promo-
tion was the formation of a “B-Bar-B-
Riders Club.” At the end of three
weeks. more than 300.000 kids lad
been eurolled as charter members. eaclr
one gelting a certificate and an auto-
sraphed picture of Bobby himself. At
this point the membership rolls were
closed. not 1o keep it exclusive but 1o
keep expenses down. The show had
been expanded 1o three weekly half-
hours by this time.

Meanwhiie, the DuBrofls scurried
about lining up manufacturers to tur
out the products that would carry the

Bobby label. The B-Bar-B

Benson

Riders were already familiar 10 kids
all over the country, since about 400
Mutual stations had been carryving the
show for some 10 months.

By ecarly March, the basic Bobby
Benson items —shirt. dungarces. hat,
holster, boots—were in production,
and the stage was set for the Macy
promotion. The awe-inspiring specta-
cle described earlier was preceded only
by a few plugs on the air. The Macy
success helped immeasurably in get-
ting the whole enterprise off to a run-
ning start. The huge store not only
stocked the full Boblby Benson line for
its out-of-town branches and afhliates.
but also threw its weight and prestige
into the task of corraling munufactur-
ers 10 round out the product list.

Maey’s, in return. was granted ex-
clusivity for the Bobby Benson line
in New York City. No such commit-
ments have been made for other cittes.
(\ check with Macy executives just
before press time disclosed that the
line is still selling “terrifically,” more
than two months after initial showing. )

As might be expected, manufactur-
ers began clamoring for product fran-
chises once the first products hit the
market and were snapped up like bis-
cuits in a boarding house. About 20
are on a waiting list at this writing.

An organization known as B-Bar-B
Enterprises was formed to coordinate
the mounting volume of promotion,
licensing, and manufacturing details.
This project repiesents the joint in-
terests of the manufacturers, the re-
tail outlets, of Vutual and the Du-
Brofls, and operates as a clearing
house. While each licensee-manufac-
turer takes care of his own retail out-
tets. all sales leads and other dala is
pooled for mutual use.

Rovalties are paid into the B-Bar-B
Enterprises kitty at the standard 57
rate. According to the DuBroffs, the
royalty 1s not passed on to the pur-
chaser by hiking the retail price on -
dividual items, but is absorbed by each
manufacturer. The theory here 1s that
they make a little less per sale, but re-
coup through increased sales volume

[
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resulting from the lower price.
The direct relation between personal
appearances and retail sales volume is
axiomatic where kid shows are con-
cerned. The Macy extravaganza was
repeated on a smaller scale soine weeks
ago in Wilkes-Barre, Pa.

thousand youngsters turned out for a

Thirteen

show in the park there. after Bobby
Benson led a triumphal parade through
the business section. Many of Wilkes-
Barre's stores displayed B-Bar-I3 mer-
chandise in their show windows 1o
cash in on the day’s events. A similar
promotion was held in nearby DPotts-
ville, and another in Philadelphia’s
Shibe Park on 9 May.

Stores which have invited the Cow-
boy Kid and his gang to visit them
in the near future include Foley’s. of
Houston: John Shillito Co., Cincin-
nati: The Fair and Mandel’s, Chicago:
O'Neill’s, Kansas City, Mo.; Macy's
San Francisco: La Salle-Koch, Toledo,
and Bamberger’s. Newark.

Among the newer Bobby Benson

products which are pulling especially
a fnll-color
which drew a 10,000-copy reorder af-
ter its first month-

well are comic book—
-and a Decca record
version of a song about Bobby and his
golden Paloniino horse. Decca spon-
sored the first installment of the B-
Bar-B video show. which debuted over
WOR-TV in id-April. 7:30-8 p.m..
on Tuesday. and sold out the entire
first pressing. The TV show is a nat-
ural. of course, for showing off the
great variety of Bobhy Benson clothes.
equipment, and assorted gear, and for
the introduction of such subsidiary
characters as lloneysuckle. the B-Bar-
B skunk.

Starting this fall. the Bobby Benson
video show will be sponsored by the
manufacturer members of B-Bar-B3 En-
terprises. either in ils entirety or on a
participation basis. This will mark
the first time that direct mention will
be made of specific Boblby Benson
products on sale, and of some of the
stores carrying the line.

Beginniug in June, the radio show
will be expanded further a~ a summer
replacement for Ralston’s Tom Mix
program. It will then be aired five
afternoons a week, and Mon:ay nights
at 8. Anotlier item on the summei
schedule of B-Bar-B Enterprises is the
opening of a central showroom in New
York’s garment district. This will en-
able visiting buvers to view the full
line of B-Bar-B merchandise under one
roof, instead of calling on 20 or 30

different manufacturers.

The extraordinary spell that a radio
show such as B-Bar-B Riders can exert
over kids is illustrated by a recent epi-
sode involving Ginger, Tex Mason’s
horse. The script writers decided. and
the producers agreed. that the name
“Ginger” didn’t have quite the right
zing. Mot enough sagebrush and al-
kali dust in it. So they decided to pull
the plug on Ginger bv killing him oft
—as humanely as possible, of course
—-thus making way for a mount with
a prouder name. They did Ginger in

of audience tha

tation in the country...

*Charlotte Hooper Station Listening Index, Jan.-Feb. 1950
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the audience in Charlotte—morning, afternoon and evening
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nk oul while
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AY Dichens knocked off Lit-
tle Dorrit ha~ the death of a fictional
charac au~ed such sadness. Mutual

was snowed under by tearful letters.
telegrams. and ecards of condolence.
Fex Ira~ a new horse now-—a blue roan,
and the kid< have been invited to name
him. ontest, naturallv. with B-
Bar-B products as prizes.

The mtensity
which voungsters follow every new ad-
venture of DBobby and his sidekicks
extends inevitably to the producls with

In a

devotion  and with

DON'T FORGET TO ADD

MISHAWAKA

WHEN YOU STUDY

which he is as~ociated. Once they have
a 10-gallon hat, or a holster, few kids
can rest until they 've added boots and
chaps and the rest of the outfit. Espe-
ciallv if the kid next door already has
the whole works,

Most people agree that Hopalong
Cassidy—who also wears the Mutual
brand—i~ the top man in radio cow-
boy circles at the moment. And also
top moneyman in the byv-product ro-
deo. Last vear it was Rov Rogers. But
Royv and Old Hoppy had better sharp-
en up on the draw. Bobby Benson. the
Cowboy Kid. 1s comin™ up the canyon
in a eloud of dust. * kK

SOUTH BEND SALES FIGURES!

Saleswise, the two cities of South Bend and
Mishawaka arc onc. They are separated only by a
street. Together they form a single, unified

market of 160,000 pcople.

This two-city fact makes a big difference in
South Bend’s national sales ranking. For example:
in 1949, South Bend ranked 85th in the nation
in retail sales, with a total of $161,266,000. Bur,
when you cross the street and add Mishawaka’s 1949
retail sales, the total jumps to $190,907,000.

That figure boosts South Bend-Mishawaka to

72nd place nationally—instead of 85th!

Be sure to add Mishawaka when you count up
South Bend sales figures. Remember, too, that
these sister cities are just the heart of the South
Bend market. The entire market takes in more
than half-a-million people who spent more than
half-a-billion dollars for retail purchases in 19-i9!

WSBT—and only WSBT — covers «//

of this rich and responsive market.

Figures from Sales Management's
1950 "'Survey of Buying Power”

S0U°

5000 WATTS -

PAUL H. RAYMER COMPANY

55

960 KC - CBS

NATIONAL REPRESENTATIVE

TV COSTS

tContinued from page 26)

Another factor offseling rising costs
will be further development of net-
work participation programs, an al-
most universal preserve of local sta-
tions. Network sponsors have tended
to go for complete sponsorship of pro-
grams with little definitive research on
the cffect of network participations;
but there’s plentiful evidence of local
success with this type of selling.

Who pays how much for what is
still a big question for networks. agen-
cies, and producers. No consistent or
universal method has been adopted for
itemizing. apportioning. or applying
costs against general overhead. This
makes it difficult to set up a vardstiek
for comparing charges. figuring agen-
¢y deductions. The Ross Reports re-
scarch on which this study is based
was largely confined to networks (and
New York stations). Cost allocations
by stations throughout the country
vary to a marked degree.

To arrive at ty pical costs. Ross broke
down production elements of a pro-
gram under eight to 10 headings. as
seen in the illustrations for this story.

For ALBANY, N. Y.

N. Y. YANKEES

select

WROW

for their

HOME OF CHAMPIONS

Network

YOU will do well
to select WROW
for New York’s
3rd Great Market

It costs you less per thousand
listeners on WROW

Ask
THE BOLLING COMPANY
5,000 Watts « 590 K.C.

WROW=

ALBANY, N. Y. BASIC MUTUAL

SPONSOR

&



The totals in each category represent
tyvpical network production hudgets for
programs as they would be offered,
through an agency. to a sponsor. Time
charges would be additional to these
estimates.

The 15 agency connnission gives
the agency about a one to three 7 net
profit (they would like this to be about
107 1. without taking on the hazards
of producing the show. The expenses
and losses that packagers and networks
face on their own productions have to
be weighed agamst the advantages of
collecting a packager’s fee, complete
control of the show, and the credit for
accomphishment when it performs well
for the spounsxor.

The most flexible item in the aver-
age production budget s talent. Pres-
ent costs range anywhere from 10 to
504 of the total budget. Since therc
are as yel no minimum scales, the per-
former’s salary is largely determined
by his ability. and the budget.

As the business of television begins
to shake down. as union minimums are
negotialed, talent costs will rise sharp-
ly. They may increase 100 to 2007
in another year, some industry sources
l';c}ie\'e; within five years, from 400 to
H00%.

Variety performers are at the top
of the wage ladder, probably because
of the earl) TV emphasis ou vaude-
ville-type shows. Name acts range from

$500 to $1.000. Semi-names range

from $300 to $300; non-names from
$100 to $300.

As a rule of thumb. the commercial
show pays the performer about twice
as much as a sustainer.

The usual talent fees for dramnatic
shows start at $25 to $50 for bits.
Featured players get from $100 to
$1,000; average between 8300 and
$500. Even star names are willing to
work o TV for much less than they
get on radio. A star who could get
$5,000 to $10.000 for a single radio
appearance will work for a top of $1,
500 on television.

Good writers are perhaps more im-
portant to television now than they
were to radio when that art was com-
parably mnew. because audiences are
conditioned to better than passable
writing on many network dramatic
shows. But television suffers {rom an
acute shortage of writers trained espe-
cially to do originals or adaptations
for the new mediun. Any number of
competent radio writers are willing to
work for little or no immediate repay- |

22 MAY 1956

ment just to break n.

Top level  writers-—scripters  who
have worked long enough with the me-
cum to have a leel for its unrque re-
quirements—are able to ask for $100
te $700 for originals and 3300 to 3500
for adaptations.

Below this handinl of writers are
the shock brigade who iurn out TV
scripts for a sum that amounts gen-
eralh to five ¢ of the production
budget.

TV rights to material for adaptation

falls into three zeneral cost classifica
tions on =ponsored programs. depen
dent on case of adapting 1o television:
plays 5500-51500; ~hort stories and
novels  8300-21.500: radio material
$50-8300.

Directors with one year's tenure re-
ceive S1I5: assistant directors and
floor managers $100. The contract pro-
viding this scale runs until 1952, Net-
work directors receive a commercial
fee when their program is sponsored.
Thix fee represents part of the produc-

'"BEEN SHOPPIN FOR

| - /

|

S(mp or ~oap , . . tarls or leothpaste,
North Dakota’s rich Red River Valley
vokels buy with 1he nalion’s mosl
lavish hand! With no sirain on their
budget either, because 1heir average
Effeetive Buying lncome per family

is 81729 above the national average!

For 27 years, WDAY, Fargo. has been
the favorile listening habit of onr
weahthy eilizens, both nrban and raral.

Here are the Jan.—Feb. '50 Hooper

comparisons:

| Weekday Share of Audience
o _‘Mo—'\mn After n| Evenirg -
WDAY 6579  70.39% | 66.2%
HiB 20.3% 9.7% |
(" 7.5% 13.8% 9.9%
' 49% | 2.6% 8.5%

If you'd like to hear more, wrile us—
or axk any Free & Peters “Colonel”!

SUPPER ELMIREY?
\ﬁ&:» -

/

FARGO, N. D.

NBC - 970 KILOCYCLES
5000 WATTS

2 | Fheg & PETers, e

Exclusioe Navions! Represoniasives




During the past nine months
KQV's
spot hilling was off less than
the

local and national

145 percent from same
period during the previous
fiseal yvear. It's proof indeed

that KQY

standing programming and

is doing an om-

selling job to offset the added
competition. Ask Weed & Co.
for details and availabilities.

KQV

Pittsbhurgh, Pa.
MBS — 5,000 Watts — 1410

.9:11‘0:'0.5&'(/ (n f/u'J

Potent
Promotion
Parley?
RADIO:

Network, Metropolitan

AGENCY:

$10 Million Billings

NEWSPAPER:

Local & Chain

SELLING:

Printing, Engraving

* * *

Interested in this man?

BOX NO. 6

SPONSOR
e es——————
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tion expense of a program and is ne-
gotiated directly between director and
sponsor. A director’s staff =alary mav
be reduced by $30 if his commercial
fee runs much over his minimum =al-
ary. with the reduction representing a
diminution in stafl duties while the di-
rector is doing a commercial show.

Salaries for agency directors, who
generally dont receive a commercial
fee, run from 8200 to $350.

AFL musicians have been plaving at
a minimum scale under agreeinents
which expired 31 March. Negotiations
[or a new contract are going on now.
L nder the old arrangements. a musi-
cian got $151.80 for a five-hour, five-
day week on a sustaining show. and
~191.15 for a commercial show. Con-
ductors got one and three-quarters the
minimum and the business manager, a
member of the orchestra, twice the
ninimum for sponsored shows.

Chief music costs embrace arrange-
ments and rights. as there is little orig-
inal music being composed for tele-
vision. The price varies from $100 to
$200 for stock arrangements and from
$200 to $400 for more elaborate ones.
A great deal of music is available for
a nominal clearance fee.

The United Scenic Artists, who de-
sign sets, paint, and locate costumes,
have gone along with the growing me-
dium at much lower wages than mem-
bers in alied fields doing similar work.
Their present contract, which expires
in October, gives set designers $145:
costume finders $100; painters $S100.

~ The new contract will be a good tip
~on how far the unions will go along

in keeping costs down.

The cost breakdowns computed by
Ross Reports are straight production
budget estimates for sample prograins
in each category. They do not include
time charges. The Ross breakdowns
are not averages of production costs
i. each program category, but are
computed on the basis of the most
prevalent costs in each category. The
15¢¢ listed in the breakdowns for “‘mis-
cellancous station overhead” is an op-

~timum figure. Networks would like to

net 107 profit from this. In practice.
networks will frequently offer a pack-
age for whatever they can get. This
will change as the industry grows and
advertisers get more proof of TV sales
cflectivencss.

Costs for a typical commercial half-
hour drama run higher than for situa-
tion comedies of the same length be-
cause of sets. higher-priced casts, and

Ilonger rehearsal time. At the top of

the cost ladder is NBC’s Big Story at

| about $12.000. CBS’ Silver Theatre is
budgeted at about $8.500. ABC’s Chi-
cago-produced Your Witness runs
about $3.500, Penthouse Players $2,-
000. DuMont’s Hands of Destiny runs
about $3.500, and Famous Jury Trials
about $4,500. A typical quality show
breaks down like this:

Typical drama (30-min.)

Scripts $ 350
Cast 1,350
Sets, props. costumes 1.400
Sound effects, recorded music,
art. film 250
Producer 350
Director 200
T Hours Camera Rehearsal 1.575
85,475
1590 Station Overhead 966
S0, 441
L5% Agency Commission 1.130
Total 87,577

Detective dramas are usuallyv huikt
around a single central character. use

LANG-WORTH

Network calibre Pregrams at Local Station Cost
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<Du Mont aia it first
««Du Mont gets “em au
« ++ DU Mont concentrates
w5+ DU Mont cuss the cost

Television set ownership is growing at a phenomenal rate.
Every day television is paying off more. .. to more advertisers.

Even the time when networking breaks into the black is
very near. That’s why it is extra important now to remember
certain things about television:

In the beginning . . . there was Du Mont. Yes, *Du Mont
did it first — built the first network between its New York
station WABD and its Washington station WTTG. Now
the Du Mont Television Network contains 54 stations
from coast to coast.

As for coverage, **Du Mont gets 'em all—999, of the
nation’s telesets are within reach of the Du Mont signal.
(And don’t forget that Du Mont signals are just as good
as anybody’s.)

With no vested interest in other media, ***Du Mont
concentrates—gives its undivided attention to television.
Du Mont believes in television—with a young-minded
singleness of purpose that bodes the best for sponsors.

Du Mont continuous program research pioneers the
way to larger audiences, smaller budgets. ****Du Mont
cuts the cost of television—labors to deliver more viewers
per dollar. And that’s only part of the reason why—

You'll get more out of television with | ﬂ ” MUNI

Large advertiser or small, there is Du Mont time and
talent, Du Mont programs and spots suited to you. For
the rest of the story—write, wire, phone or run over to:

THE DU MONT TELEVISION NETWORK
The Nation's Window on the World
515 Madison Avenue, New York 22, N. Y.

Copvright 1950, Allen B.-Du Mont Laboratories, Inc. A Division Of the Allen B. Du Mont Laboratories, Inc.

22 MAY 1950

59

e R Ak T T RIS T S ST R ey SR L |



But thev often have to pay  Show at about £15.000. lLower bud-

well-known detective name.  geted shows are NBC’s Carroway at
thou e actor need not necessarilv  Large, produced in Chicago at about
be w wn. High-cost shows are $55.300 and DuMont's Morey Amster-
around <9,000. while low-cost mvstery  dam Show. which runs about $5.000.
thrillers be had as low as $14.500.

I{ighls nay g0 up to $1.000. Several Typical comedy-variety (30-min.)

set~ are constant. (& S 750
Talent 1.500
Typical detective drama (30-min.) Witz 500
Scripts and Rights & 500 Nets. Props. Costumies 00
Central Character S00  Orchestra and Arrangements 750
Cast 000  Producer 350
Director 150 Dircctor 200
Producer 300 5 Hours Camcra Relearsal 1.125
5"("Is and Props 750 —SS,()TS
Film Effects 300 15 Station Overlead 1.001
Vusic 100
& Hours Rehearsal 1.600 86.070
- 15 Agency Commuission 1176
$3.000
15¢¢ Station Orvcrhead 8362 Total 3100k
95,082 Like musicals, =trip musicals are
GO e (e T 1,038 hard 1o categorize because of the ex.

treme variations possible in format and
Total 90.920 quality. Talent comprises the major
The  half - hour  comedy -variety  share of daviime musicals. Average
(vaudeville) program uvsually emplovs  commercial quarter-hour seems to run
two writers and three or four acts, i1~ about $950: {or half-hour $1.800. The
cluding some permanent people. A top typical budget given below is for five
budgeted show i~ the CBS Ed I 'ynn  shows a week.

for details b/ GAY SELLS THE

state-county-city data use < A2

SRDS Gonsumer Markets

T LOW COST/
Ly ——

=N ARE

The “Consumcr Markets” Section of STAND
ARD RATE & DATA SERVICE reports com
prehensive market data from the most rehiable
<onrces for every state, every counly. and every
city of 5,000 and over.

The Product Advertising Manager of one of the
largest food companies <ays, “I am deriving in-
valuable assistance from SRDS *‘Consumer Mar- e
ket<.” Its wealth of detailed material and its
arcful organization have a universal application
to food prodnets” marketing problems.”

In addition, media Service-Ads like WGAY'S

<hown  here  provide valnable <npplementary ‘
iformation, e o s

Media and market men, account excentives J J

advertising and <ales mauagers everywhere are & SILVER SPRING, MARYLAND
finding SRS “Consumer Harkets” a usefnl G st ———

Ini~iness tooh.

A Sectlion of Standard Rate & Data Service
Walter E. Botthof, Publisher
333 North Michigan Avenue, Chicago 1, lil,
New York ¢+ Los Angeles
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Typical daytime strip musical
(tive 15-min.)

Featured 1 ocalist g 350
Trio 600
Guest . : 750
Vusic—Arrangements. Rights 500
W riting 200
Sets and Props , 200
Costumes 50
Director 200
5 Hours Weekly Camera Re-
hearsal 1.225
40675
157 Misc. Station Overhead 719
SLT9%
15¢ Agency Commission 846
Total $5.6:40

Most davtime women's programs
run a half-hour. although ABC's War-
ket Melodies and DuMont's Muatinee
Time are two hours. They are rela-
tively inexpensive because sets are few
and simple. They are practically all
participating programs. In the break-
down below, onlv one set. left stand-
ing. is figured.

Women’s daytime participation (30-min.)

MC . 8 500
Guest Talent 250
Producer 200
Associate Producer 100
Sets and Props , 35
Director 150
2 Hours Camera Rchearsal 450
51,685

159 Mise. Station Overhead 207
£1.986:

15 Ageney Conimission 319
Total $2.331

The forum or panel type quiz usu-
allv features three or four guests, but
since as a rule they don't have to be
star enlertainment names, the lmdget
for them can be kept reasonably low.
NBC’s Sav It With Acting runs about
$1.100. while its Meet the Press costs
about 83.500.

Typical forum or panel quizx {30-min.)

WC 8 300
Guests 600
Announcer 100

$150. FOR 1 MINUTE
TV FILM COMMERCIAL

TV ADVERTISING

FILM FOR LOW
BUDGET ACCOUNTS

1339 S. Wabash Ave., Chicago 5, 111

SPONSOR
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DRAWSLISTENERS.And
listeners draw, too! When
the popular WGAR-pro-
duced Fairytale Theatre
asked school children for
theirsketchesof the stories
presented, over 800 draw-
ings were received! Miss
Mullin, producer of this
prize-winning children
show, selects some of the
prints to be placed on ex-
hibition at the Cleveland
Public Library. Listeners
respond to WGAR!

PUBLICITY. WGAR’s top-
notch publicity director, Manny
Eisner, keeps Northern Ohio
listenersinformed about what's
going on at WGAR, He creates
publicity ideas and keeps in
close touch with the trade press
and news sources. His constant
stream of stories about WGAR
programs and personalities is
an extra service to WGAR
sponsors. And publicity is an-
other one of WGAR’s many
effective promotional activites.

N -
Pre1owls Powcse rariscre

NOW AVAILABLE...
the Polka Partvin Cleve-
land...the Polka Town!
Polka Party features live
polka bands well-
known in this area. Re-
sponse to the first
WGAR-produced live
polka show was terrific!
Requests poured infrom
ten states! If you want
results, consider Polka
Party. Ask about it.

A WGAR SPONSOR. Mr. A. L.
Petrie is manager of the new ultra-
modern store for Bond Clothes in
Cleveland. He is a member of the
Cleveland Chamber of Commerce
and the Optimist’s Club, and has
been with Bond Clothes for twenty "
years. Bond Clothes is a WGAR ‘ | P
advertiser. |

RADIO ... America’s Greatest Advertising Medium '
WGAR...50,000 watts...CBS Represented Nationally by Edward Petry & Company
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dets ai

Sceript

Researcher

Producer

Directo

1 Hour Camera Rehearsal

15°¢ Mise. Station Overhead

15¢¢ Agency Commission

Total

I
50
200

5}
300
300
225

82125

) ——

D EES]

$2.500
441
$2.941

The followmg breakdown (cost per

§ L A

}? 3

i’

day) for a 15-minute network com-
mercial news show includes costs for
film cutter, stafl cameraman or for-
eign rights which not all shows would
undertake. A show using film clips
only is less expensive — CBS’ This
Week In Review at $§750 per quarter-
hour is an example. NBC’s Camel
News Caravan. which uses film, news
and features. and remote pickups,
costs about $15.000 a week.

Typical news program (15-min,)
Newscaster .. . ... 8
Writer

P T

-‘ ' 'y . ‘_.'{

TURNOVER ‘m KANSAS —
J-:

It’s turnover time . . .

‘Y PN e

B
- o h Rk

both for farmers and for you.

Bright plowshares are biting deep into fertile Kansas soil

. turning it over for still another rich harvest.

For our advertisers there’s a continuous turnover of mer-

chandise, because WIBW is the station most-listened-to by

farm and small town folks.*

Dealers throughout Kansas and adjoining states know
how WIBW gets ACTION. Just tell ’em, “We’re using
WIBW?”, and you'll get bigger orders, 1007 cooperation

in display and merchandising . .

*Kansas Radio Audience 1949.

WIBW

. and MORE SALES.

SERVING AND SELLING

““THE MAGIC CIRCLE"

WIBW . TOPEKA, KANSAS « WIBW-FM

/ -

Rep: CAPPER PUBLICATIONS, Inc. * BEN LUDY,

62

Gen. Mgr. * WIBW - KCKN

Sets and Props ... . 10
Sall Pictures 150
Film . 200
Cameraman (film) 150
Processing 150
Cutter (per day) ! 25
Film Rights 125
$1.035

15%% Station Overhead 182
$1.217

15 Agency Commission. 214
Total (per day) 81,431

The imterview program usually costs
little bevond the budget for an inter-
viewer and guests. The breakdown
given here is for a half-hour show
using four guests. Sometimes guests
appear free. which cuts costs as much
as 207¢. For estimating purposes.
however. this cost is figured in the
sample budget below.

Typical interview program (30-min.)

MC & 500
Guest Talent 350
Producer 200
Director 100
Sets and Props 25

TOP sHoOwsS

TO FIT

YOUR BupGET

Get FREE Auditions and cost for
your station on these TOP tran-
scribed shows listed below:

e TOM, DICK & HARRY
156 15-Min. Musical Programs

e MOON DREAMS
156 15-Min. Musical Programs
e 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
o SONS OF THE PIONEERS
260 15-Min. Muasical Programas
e RIDERS OF TIHHE PURPLE SAGE
156 15-Min. Musical Programs
o STRANGE WILLS
26 30.Min. Dramatic Programs

o FRANK PARKER SI{OW
132 15-Min. Musical Programs

For The Best In Transcribed Shows It's

TELEWAYS

RADIO PRODUCTIONS, INC.
8949 Sunset Bivd., Hollywood 46, Calif.
Phone CRestview 67238 — BRadshaw 21447

SPONSOR
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Production Ass’t or Writer 75
114 Hours Camera Rehearsal 210
$1.490

15% Misc. Station Qverhead 262
$1.752

15¢ Agency Commission 309
Total $2,001

Night sports remotes (see first three
pages of this story for breakdowns on
this and following categories) average
around $2,000 per night, although ob-
viously the loeation and distance from
transniitter affect the cost. Telephone
line eharges are peculiar to this cate-
gory. Networks and stations usually
sell sport remotes in package deals.

Most hour dramas are network pack-
ages. The breakdown given here by
Ross includes one star plus 10 sup-
porting players. with two weeks “dry”
(without eamera) rehearsal. Produc-
tions vary most aeeording to talent,
complexity and variety of sets, type
of script.  Rights and adaptations
average about half of the allocated
cost. This is also true of the situa-
tion eomedy. although this eategory
ordinarily employs only three prin-
cipals and three supporting players
and sets are frequently repeated.

The major cost of the one-hour
comedy-variety show is talent. The
typical breakdown given for this
category provides for guests, danee
line. chorus. and “regulars.” Sets and
props may also be expensive, although
some shows use only baeckdrops, cut-
ting the cost about one-third. The
budget reported in this story is typical
of a lavish produetion like CBS’ Ken
Murray, whieh costs approximately
$20,000. In the lower cost bracket
are shows like CBS’ Godfrev and His
Friends at about $8.000. Others run
ahout $5.000 and less.

Musieals present by far the widest
range in both quality and forinat of
any category. The budget presented

in this report eorresponds to that of |

a eommercial half-hour show of the
calibre of NBC’s Supper Club, which
costs about $10.000.

Among the less expensive types to
produee is the audienee partieipation
quiz. Even so, hudgets may run from

CBS’ Winner Take All, produced at
about 82.500, to NBC’s College of
Musical Knowledge (Kay Kyser) at
about $17.500. Lavish produection

numbers run up the expense. The |

sample budget shown here is for a

22 MAY 1950
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Cited for Americanism
by Catholic War Veterans

“...BECAUSE he represents fearless Ameriean reporting
of actions. background and reasoning which contribute
to the movements of world events—and
“BECAUSL he has always reeognized that all men are
equal in the plan of Our Creator—never stooping to
tinge with religious or racial association the eontents of
his reports-—and
“BECAUSE he indicates by his workmanship that he-—in
aecepling the privilege of ‘Freedom of Fxpression’——is
always eonscious of the responsibility of protecting that
Freedom for himself and all who equally appreeiate it...”
The DEPARTMENT OF NEW YORK. CATHOLIC WAR
VETERANS OF THE UNITED STATES OF AMERICA
awarded a Scroll of Honor to Fulton Lewis. Jr. lle is
the first radio eommentator to be eited in the 12-vear
history of the awards. which are presented aunually to
individuals who have distinguished themselves as out-
standing eitizens during the year.

* * *
The Fulton Lewis. Jr. program. currently sponsored on
more than 300 MBS stations, is available for sponsorship
in some localities. Check vour Mutual outlet--or the
Co-operative Program Department. Mutual Broadcast-
ing System, 1110 Broadway, NYC 18 (or Tribune
Tower, Chicago 11).
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! al giveaway. \ler-
ch. < usually supplied in return
L.

I knowhow is cutting down
costs that prevailed until
ozt-cutting techniques could be de-
veloped.  Growing stockpiles of sets.
films, props. ete. also help.

T1 ssure for lmprn\ed produc-
tion will steadily increase as TV au-
diences get accustomed to better pro-
rams.  This is good. 'The more fas-
cmating TV becomes to viewers. the
better for TV sales—a circle necessary
for the industry’s progress. * k%

> @rr i Pl
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POLITICS ON THE AIR
(Continued from page 39)

Democratic big-wigs which were tele-
cast for nine seconds each with spoken
caplions.

Jolin Shelley s 15-minute broadcasts
were never straight pohitical speeches.
Boden wrote short, informal dialogue
for Shelley and the prominent endorser
appearing with him. The programs in
no way resembled the old-fashioned
straight political talk.

Another exponent of the “get off
that soapbox™ technique is Herb Rin-

POWER 5000 D 1000 N
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Yes, there is an abundance of buy- 1
ing power here in central Ohio. It is
a rich market that is thoroughly cov-
ered by WBNS plus WELD FM. 187.-
980 families in the area are loyal
WBNS listeners. They act upon the
buying advice they hear over this sta-
tion . . . and it's the kind of action
that makes sales for WBNS adver-

tisers.
ASK JOHN BLAIR

_!_

(BS  COLUMBUS. OHIO

gold. co-owner of Philip Klein Adver-
tising, Philadelphia. He says: “I think
it’s perfeetly ridiculous for local politi-
cos to buy program time in order lo
make xpeeches.  Reason?  Nobody
hstens, period. The people just don't
care. [ once heard it rumored that ra-
dio was primarily a medium of enter-
tainment and nobody is entertained
when the local dog catcher takes 15
minutes to point with pride and view
with alarm.”

This extrenie view is Herb Ringold’s
wayv of emphasizing the point. Actu-
ally, a pood speech should often be
used the night before election as a
wind-up. Ringold himself modifies the
“no speech” rule: “No speeches except
one or two and these by the leading
candidate.  Speeches by minor candi-
dates are death. Their friends call up
and tell them they are terrific. hut no-
body else listens. The major candi-
dates should hold their fire until the
night before election.”

H set speeches are out on radio,
what then? Ken Marsh. manager of
KWNO. Winona. Minnesota. advocates
mtensive use of announcements. “It’s
my firm conviction that one heck of a
lot of announcements concentrated
near eclection day would be far more
effective thau all the talks a candidate
can Dbroadeast. Voters are interested
in one or two races in each clection.
often vote for other oflices just on re-
membrance of a name. It's ax close to
point-of-purchase advertising as you
can get for a political candidate.”

Herb Ringold feels this way abont
it: “Buy spot annonncements to the
Hmit of your budget. These announce-
ments must be purchased not more
than 10 days away from election. Take
all your dough and saturate the sta-
tions Jmt before the people go out and
bnv.

Besides a basic program of an-
nouncements. the dayv before election
is best for final round-ups and atten-
tion-getting appeals.  Eric Boden's
Cavaleade of the Fifth District did this
job well for Johm Shelley. New York
Democrats wound np their 1949 sena-
torial-mayoralty bid with a state-wide
hook-up on WCBS from 8:30 to 9:00
p-m. The program opened with an in-
troduction by Mrs, I'rankhin D. Roose-
velt. She was followed briefly by re-
mote pick-ups from llerbert Lehman.
Williant O"Dwyer. Philip Murray. Wil-
ltam Green. Representatives Emanuel
Celler and Walter Lynch. Assembly-
man James Lyon, Dr. Chamning Tobias

SPONSOR



(Ncgro educatori, and Thomas A.
Morgan (Chairman of the Board.
Sperry Corp.t. This was capped with
a five-minute endorsement of the slate
by President Truman. FEleven people
heard from in 30 minutes— politicians.
labor leaders. educator. idustrialist.
and the President of the United States.
Not one droning voice. but 11 distinc-
tive voices breaking in with impressive
statements,

O'Dwyer's opponent for Mayor of
New York City, Newbold Morris, put
on a two-and-a-quarter-hour radio
“round robin™ originating in WMCA\’s
Theatre Studio. From 5:30 to 7:15
the night before election, Morris fed
his program to seven different stations,
Half-hour segments went to WOR and
WMCA. 15-minute slots to WINS,
WOXR. WCBS. WJZ. and WINS,
Morris carried the ball most of the
time, with assists from Mrs. Fiorello
LaGuardia. Charles Tuttle. and former
judge Samuel Seabury.

In the same election. the American
Labor Party’s Vito Marcantonio bor-
rowed the disk jockey technique. He
bought an hour on WMCA from 2:00
to 3:00 p.m. Sunday. the day before
clection. After a few introductory re-
marks, MVarcantonio invited listeners
to call him at the studio and ask ques-
tions. then answered them on the air.

Marcantonio tried to cash in on the
lovalty of foreign-language listeners
tsronsor 27 March 1950 “Thev love
their native tongne”). One speech in
Spanish and one in Italian were broad-
cast over WHOM. The Spanish broad-
cast aimed at minority support: “The
Puerto Ricans are subjected to all
forms of discrimination, the first to be
fired and the last to be hired.” Not
every candidate is a linguist. but for-
eign-language supporters might pinch-
hit to good effect.

TV came in for its share of political
attention in a recent Philadelphia
municipal clection.  The Democrats,
who hadnt made out in over 60 years.
used an eight-week series of half-hour
programs, exploiting fresh newspaper
exposes of alleged Republican irregu-
larities. Says WFIL-TV: “Under the
titte A Clean Sweep for Philadelphia,
the Democrats  employed trick-shot
symbolism, puppetry, and drama to
trademark the alleged evils they in-
tended to correct. Guiding spirit of
the series was Suzanne Roberts, promi-
nent Philadelphia actress-writer-direc-
tor. Telecast Mondays at 9:00 p.m.,
the series featured the four major can-

22 MAY 1950

didates on a rotating schedule. The
theme of each show was the post being
sought by the featured eandidate. First
show presented the candidates. their
views and children in an effective
‘meet the family” idea. The final show
alternated  between  brief  messages
from the candidates in WFIL-TV stu-
dios and man-in-the-street interviews.”

the Republicans  countered  with
their own series on TV, using only
four weeks instead of the eight spon-
sored by Democrats. Utilizing a tried
and true TV formula—family situation

Any Way You

drama the GOP presented its case it
terms of livi discussion: 1t was
telecast Weds nights at 9:00 pan.
The Penn I nsisted of mother.
father. teen-age son and daughter. On
succeeding wh of the four
wajor GOI’ candidates called on th
family and from this visit ensued a
dramatization of his office and its sig-
nificance. . .." The show was waster-
minded by Bernard L. Sackett. known
for stage, radio, and video productions
in New York and Philadelphia. e
used a lollywood actress. Wynne Gib-

Lookit It .

in Des

the center of thi

—Highest News Ratings

KRNT is the

LEADER

Moines.

ngs in lowa

Highest Hooperated—REiggest Yolume of Accounts

— Most Highest-Rated

Disc Jockeys—Tops in Promotion Facilities

The Hooper Audience Index, February-March, 1950, Shows:
MORNING........ ereceenrerenennas Crereceneane KRNT has a 92.7% greater andi-

enee than the No. 2 station.

AFTERNOON.....ccoiiviiiiiiniiriiiieinns KRNT has a 39.2% greater audi-
enee than the No. 2 station.

EVENING. ..o, KRNT is 3.0 percentage points be-
low the No. 1 station.

SUNDAY AFTERNOON................. . KRNT has a 22.1% greater andi-
enee than the No. 2 station.

SATURDAY DAYTIME.................... KRNT has a 22.5¢% greater andi-

TOTAL RATED TIME PERIODS...

ence than the No. 2 station.
KRNT has a 38.5 greater percent.-
age than the No. 2 slation,

Those are Facts Advertisers Know when
they buy KRNT . . . the Station that can
say: “Any Time is Good Time on KRNT"

DES MOINES — THE REGISTER AND TRIBUNE STATION

REPRESENTED BY THE KATZ AGENCY

The station with the fabulous personaliti_es and the astronomical Hoopers
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CJ/zarilly éegind

a[ /zo:ne

Let’s spend our Marshall Plan
money building this country so
strong and financially sound
that other nations will of their
own volition demand republican
forms of government rather
than seek security through com-

munism.

Let’s lead the world by example, not
by bribery or force.

5 Kw DAY
I KW NITE
MISSOULA

ANACONDA
BUTTE
250 KwW

MONTANA

VNOT ONE, BUT SEVEN MAJOR INDUSTRIES

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
Market of Northern

and Eastern Ohio.

Metropolitan
West Virginia

Studios and Transmitter:
WOODMONT, BELLAIRE, OHIO

Represented by
THE WALKER CO.
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| son, in the mother role.

What kind of reception did the two
TV series get? Some school classes
used them as illustrated lectures on
city government. More 1mportant,
audiencc 1mail showed. says WFIL-
TV, that “many of the writers plainly
regarded the shows as entertainment
features of the station, despite the
fact that all the programs were clearly
labcled offerings of the political com-
mittees.”

These and many more examples
point up the valuc of showmanship
and salesmanship in political use of
the air. Radio, which can sell any kind
of consumer product. can also sell
ideas and men. But the techniques and
timing have to be right.

We like the attitude of a recently
defeated candidate. He said: “I'll win

it next time: I learned how. Next
time Il get on the air 10 days
earlier.” * * *

RADIO MAIL ORDERS
(Continued from page 29)

product will make an infinitely better
impression on the listener if its deliv-
ered by an established local radio per-
sonality. They regard three to six
programs a day per station as the rock-
bottom minimum for saturation cover-
age and black-ink results.

Cowan and Whitmore have found
that most stations on their lists are
willing to sell six 10-minute program
segments at the straight hourly rate. a
decided cost-cutting factor. These
short segments can be spaced at stra-
tegic intervals so that the total impact
far excecds that of a solid hour.

Generally speaking, their buys have
been in class B time rather than class
A.  Tests were made in both time
c¢lasses and it was found that net profit
deriving from class B time buys out-
weighed that of choicer but more ex-
pensive  class A time.  Time was
bought through mnational station rep-
resentatives, mostly on independent
stations.  RCW found the indies pref-
"erable for their purposes because of
their generally lower rates and less
rigid copy restrictions.

The RCW partners launched a series
of test runs with various tov-novelties
and cosmetic packages before teeing
ofl with the balloon enterprise last
vear.  After a brief radio campaign
for “Bergel of Hollywood” perfine. it

became evident to them that cosmetic
sales had to buck the almost insuper-
able handicap of a 20% excise tax.
The return from perfume campaigns
by RCW in Los Angeles and Chicago
just reached the break-cven point.

Direct mail comnmercials on tovs, on
the other hand. were outpulling cos-
metics by a wide margin. The toy that
outsold all others was a package of 18
colored Circus Balloons. With each
package went directions for assembling
them into reasonable facsimiles of five
animals—Danny the Deer, Petey the
Puppy. Solly the Seal. Jerry the Gi-
raffe, and Donny the Dachshund. A
“trial balloon™ offer on KLAC. Los
Angeles. and KYA, San Francisco. had
the younger generation of those cities
in a dither in no time at all.

The results so far outstripped expec-
tations that it was dccided to make a
nationwide pitch in time to cash in on
Christmas buying. RCW reports that
all but two of the 400 stations they
bought paid off. They kst the follow-

]J " (‘ 1\ IJ
ROGRAMMING . . .

that cleverly complements national
shows. Ask about THE DAYBREAKER
. FAVORITE FIVE.

ARTICIPATIONS . ..

| teps In town for response. Ask about
LUCKY 7. BEST BY REQUEST.

[ERSONALITIES . . .

: well known, well liked local names

. plus Mutual’s array of stars.

e S
ADVERTISERS ON
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- WATTs

FOR
1280
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IN ROCHESTER, N. Y.

Represented Nationally by
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How electrome “pamibrushes”™ create

pictures in our mewest art form

There’s not a single
moving part in a Kinescope
—but it gives you pictures

in motion

No. 4 in a series outlining high
points in television history

Photos from the historical collection of RCAA

® Ever watch an artist at work—seen how his
brush moves over the canvas to place a dot here,
a shadow, a line, a mass, or highlight there, until
a pieture is formed?

Next time youre asked how television pic-
tures are made, remember the paintbrush comparison. But
the “brush” is a stationary electron gun, and the “paint” is a
highly refined coating of fluorescent material made light or
dark in orderly pattern by electrons.

Developed by Dr. V. K. Zworykin, now of RCA Labora-
tories, the kinescope picture tube is one of the scientific ad-
vances which gave us all-electronic television . . . instead of
the crude, and now outmoded, mechanical techniques.

New 16-inch RCA glass-and-metal kinescope pieture tube, almost
5 inelies shiorter than precious types, ineorporates a new type of
glare-free glass in its faeeplate — Filterglass.

22 MAY 1950

An experimental model of the kinescope —developed by Dr. V. K. Zworykin
of RCA Laboratories—is secn undergoing laboratory tests.

Today, through research at RCA Laboratories, these com-
plex kinescope picture tubes arc mass-produced at RCA’s
tube plants in Lancaster, Pa., and Marion, Indiana. Industrial
authorities call this operation one of the most breath-taking
applications of mass production inethods to the job of making
a precision instrument.

Thousands of kinescope faceplates must be precisely and
evenly coated with a filim of absolutely pure fluorescent ma-
terial . .. the electron gun is perfectly synchronized with the
electron bean in the image orthicon tube of RCA telcvision
cameras . . . the vaeuum produeed in eaeh tube must be
10 times more perfect than that in a standard radio tube—
or in an electric light bulb!

Once it has been completely assembled, your RCA kine-
scope picture tube is ready to operate in a home television re-
ceiver. In action, an electrically heated surface cmits a streain
of electrons, and the stream is compressed by finelv machined
cylinders and pin-holed disks into a pencil-thin beam. Moving
back and forth in obedience to a radio signal —faster than the
eye can perccive—the heam paints a picturc on the face of
the kinescope. For each picture, the eleetron becam must race
across the “screen” 525 times. To create the illusion of motion,
30 such pictures arc “painted” in every single second.

Yet despite these terrific specds. there are no moving me-
chanical parts in an RCA kinescope. You enjoy the newest of
our arts becausc clectrons can be made to be obedient.

Radio Corporation of America
WORID LEADER IN RADIO —FIRST IN TELEVISION
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as having been particular

\ K>FO. San Francise

WINS York: WIBG. Philadel-
phia: KBYE. Oklahoma Citv: W \\F,
Chi KNEAC. Los Angeles: WLW,
i : WPIT. Pitt=burgh: WMPS.
Me RN\UZ. Houston: and WJLB.
Detroit.
Purely as an experiment. RCW al~o

sponsored a five-minute nteryiew with
Bob Hope over 250 ABC stations on
27 November. ou behalf of Circus Bal-
The show sold a lot of bal-
loons. bt unfortunately not enough to
utweigh the high cost of the program

about S0.000.  Aside from the ex-
pense of network time. the RCW part-

]()Ulh‘.

SOUTHWEST VIRGINIA’S

ers feel that the limited commercial
time on such a show is a serious draw-
back to a mail order offer.

W ith more than two months of the
balloon campaign still to run on the
urtailed list of 50 stations. sale~ have
alreadh the $100.000 mark.
\dded to the take from the original
Christmas campaign. this brings the
overall gross on balloons to more than
S1.000.000.

RCW got more than 1.000 orders
for a $1 plastic helicopter novelty. the
Zoom. after a one-week test campaign
on four Los Angeles stations- KFL.
REL-TV. KLAC. KLAC-TV. Sched-

ules were added the following week on

topped

£0s1€e/L RADIO STATION

1949 BMB

Day —110,590 families in 36 counties

Night—85,830 families in 31 counties

3 to 7 days weekly:
Day—90,320 families
Night—66,230 families

(Retail sales in the area
are over $600 million yearly)

Get the entive story from
FREE & PETERS

FREE & FETERS. INC.. National Representatives

‘ BS.. 5000 WATTS + 960 KC '

| Owned ond Operated by the ¢
: TIMES-WORLD CORPORATION /
, ROANOKE, VA. 4
N\

WPIT, Pittshurgh; KSAN. San Fran-
cisco; KBYE, Oklahoma Citv; WKN\,
Saginaw, Mich.; KSFQ, =an Francis-
co, and KFVD. Los Angeles. and more
than 90 other stations. By the end of
May. the Zoom campaign will have
run on a total of 300 stations. accord-
ing to present plans.

Another RCW dollar item. the Sun
Plioto. was plugged only on TV sta-
tions, More than 2.500 were ordered
in a single week as a result of two
daily plugs on KFI-TV and KLAC-TV.
Expansion of the Sun [’hoto campaign
to New York and other large video
centers is in the works.

Up the RCW sleeve is a lengthy as-
sortment of additional produets for
air selling by direct mail.  Bnt the
partners are not yet ready to talk about
them. This does not mean that sheer
novelty is the decisive factor in suc-

| cessful direct mail advertising on the

air.  Novelty helps. but genuine value
is more important. A harebrained
cadget-the embroidered pen-wiper or
the perpetual table napkin--may pnll
well initially but is almost certain to
causze dizenchantment and heavy re-
turns of merchandise.

The RCW successes have shown that

SIMPLE ARITHMETIC
IN
MUSIC LICENSING

gM| LICENSEES
Networks
N 2,093
FM
TV
Short-Wave
Canada

TOTAL BMI
| LICENSEES . . 2,754

You are assured of
complete coverage
when you program

BMI-licensed music
¥As of May 11, 1950

BROADCAST MUSIC, INC.

580 FIFTH AVE., NEW YORK 19
NEW YORK * CHICAGO * HOLLYWOOD

SPONSOR




spot radio, with its eapaeity for dra-
matie emphasis, quiek saturation, and
extrenie elasticity, has a decided edge
over any other nredium when it comes
to direct mail selling.

Balloons. bird-books. or bee-honey

name your product. If the L. S0 |
mails deliver i, radio will <ell it * * *

RADIO vs. TELEVISION

tContinued from page 31) ‘

R. C. Maddux. vice-president in
charge of sales for WOR and WOR-
TV states that the 5 to 8 pan. picture
in New York (when television makes
its first daily important inroads on ra- |
dio listening) is radicallv different de-
pending on whether you're accepting
Pulse or looper.

Pointing out that Pulse shows T\
with a 34149 nighttime share of au-
dience in April 1950 compared with ‘ , ! B -

Hooper's 49.6¢¢. Mr. Maddux con- - '

cludes: “We think this (Pulse) is a
far more aecurate picture of the New

York situation than the 49.0%¢ . . . an FOR B.M.B. and CONLAN see WEED & CO.

imiportant factor in the Hooperaling
figures is the fact that only telephone ABC 5000 WATTS
howmnes are checked. The likelihood for
diserepaney in this metliod is obvious
since only 61.79% of the radio families

are teleplione subseribers. while 80% —
of the TV homes have telephones.” when | A
WOR recently reported that its (%) R |
April 1950 Pulse was 57% higher than You're N )y
its 1942 study. l
WNEW, another Pulse exponent. re- . lj TV wole w] W ool - 5
ports its Marelt 1950 rating at 14°¢ Comparlng I h,:“:‘%ll_“"t(_«"t_fm:’"“i”:“
above the same month in 1949; adds ' R
that its March figure sets an ail-time | radio
high. Based on Pulse out-of-home find- |
ings, WNEW elaims that for every six .
in-home advertising impressions it de- | Statlons _ e !
livers one out-of-home impressi(m.I B ot R renn. . [ 0t e e
WNEW, along with WHO, Des Moines. | - - - make sure to check their Service- et ‘ '
WOR, Southern California Bromlcast-"“"" as well as their listings inu SRDS L
' ers’ Assoeiation and several others. are | Says one Time Buyer: “When I'm usin m
| staunch proponents of “count the full | STANDARD RATE' I'm looking f(f_ e WHn
audienee.” a eoncept that is rapidly | erain i DG e SR [ T S

gaming favor. if 1 see an ad which gives station cover- = - = =
In an advertisment in the 8_““)’. age or other useful facts not in the  Service-dds like this in SRDS Radio Scction
sPONSOR. a CBS-owned station, WELE]. listing, 1 make it a point to check it.” help Time Buyers pick the right stations.
proclaimed that. with 99.29{ of ali|
3 10- i “Nadio 1s . : fast? Service-Ads like WHDH's shown
hf)mes. ra(l.lo eq.ulppe(l. l:fulm is the help, especially when you're working .0 ervice-Ads like s show
biggest thing in Boston! 1t added here, which supplements and expands

: the WHDH histing with the kind of
2035 -

information that helps yvou decide which
DATA SIRVIC RADIO
-

STATONS |

Have you noticed, too, how Service-Ads

that  WELI listening. according 1o
Pulse, is snbstantially greater in 1950
thau 1948 —50¢ greater between 6-8
p.nt.; 20% greater between $-10 pon.:
137 greater hetween 10-12 p.m. Box-

st.’ltions you want.
20 fa11 &
“um., w

STANDARD RATE & DATA SERVICE, Inc.

ton radio as a whole. between 6 pem. The Natiosal Aufhogily'ASorv's'ng the Medio Bc:;ing Function

and midnight, is 9% ahead. Walter E. Botthof, Publisher |
Oscar Katz. CBS Researeh Director 333 NORTH. MICHIGAN AVENUE, CHICAGO 1, ILLINOIS + NEW YORK « LOS ANGELES
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To SELL the PEOPLE Who Buy

The MOST in the 0
Z,.} eS‘

.A\Do RS

POPULATION
Over 4 Million

RETAIL SALES
Over 2 Billion
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The Happy Kitchen, one ofthe
Mldwcsts oldest and best liked
women's programs, is conducted

by Nancy Goode.

This 9:15
a. m. week-day
feature has
been on the air
for almost 15
years. Thepro.
gram is deftly
handled by
Nancy Goode,
homemaker,
mother and
active clubwoman. Her recipes,
food and houschold hints are of
great interest to KMBC-KFRM
listeners. Her April mail averaged
more than 250 letters a week!

Nancy Goode

Fleischmann's Yeast and K. C.
Power & Light are current spon-
sors,butadditional participations
are now available!

Contactus, or any Free & Peters
“Colonel” for details!

of Kansas Cify

for Rural Kunsas

——

working for an organization whose
'V stake is not insignificant), broke
mto Winchell’s column with excerpts
from an interoffice memo to all CBS
salesmen  protesting  Hooper's unfair
treatment of radio.

“Hooper’s new ratings tend to show
that television gets more of the audi-
With
the application of some simple arith-
metic. we can now show how serious
thi~ bias 1= . . . how much it penalizes
He is overestimating TV own-
ership and arbitrarily reduces the rat-
ing of radio programs and inflates TV
programs. In short, Hooper is placing
abont 107 of his phone calls in TV
homes at a time when TV ownership

ence than is actually the case,

radio.

(New York area) is liberally estimat-
ed at about 309 . The net effeet is
that Hooper’s *all-home ratings® tend to
be at least 174 higher than they should
be for TV and about 15¢
thev should be for radio.”

WWDC reveals that in the Wash-
ington market its evening share-of-au-
dience (based on the March-April
Pulse) is higher than it was four years
WWDC stresses. as does ARDB.
that the music programing of indepen-
dent stations is a safety-valve against
TV inroads—that music will be an in-
creasingly important factor in radio
station programing of the future.

All the networks. and five local
stations are currently underwriting a
Sindlinger study to determine how
Philadelphia listening/viewing breaks
down on the basis of Radox (electron-
ic device) findings. With 367 of all
Philadelphia homes owning TV cets,
and strong TV outlets in WCAU-TV,
WPTZ. and WFIL-TV, the underwrit-
ers expect to get a good barometer of
how fast TV viewing is growing. Just
as important, and the Radox system
can dig it out, is what's happening to
radio listening while viewing is taking

lower than

dg().

place in the parlor.

Albert Sindhinger previously has re-
ported that after six months of TV set
ownership his Radox devices, linked to
every sel in the home (radio and TV
begin picking up signs of radio listen-

ine  activity  throucghont the house,
Bedroom. kitchien, bathroom. porel.
den sets come alive again and

Sindlinger states that iCs exciting to
wateh the transformation take place,
The Radox analysis is being based
on data gathered lost vear and carly
in 1950,
discontinued when Sindlinger entered

a suit against Nielsen and looper

Rild(lx cirrent  sery e was

clainiing restramt of trade.

I the average TV home the radio
set in the parlor has become little more
than a piece of furniture. A< Hugh
Beville, NBC Research Director, puts

: “Radio has moved out of the par-
lor.”

What's happening elsewhere in the
howme is the big question. The answer.
when it comes, may take nothing away
from television but bring an impor-
tant new concept of radio. sPONSOR
believes that it may usher in the mea-
surement of personal listening in place
of home listening.

A C

Nielsen

Nielsen. with his National
Television Index in addition
to his Radio 1ndex. and his Audimeter
technique for measuring set usage
within the home mimite-by-minute. is
in an ideal position to calculate what's
happening to listening/viewing on a
nationwide But Nielsen. too.
seems  destined to shortchange radio
until his  Audimeters are linked to
every radio set 11 the 1.500 homes he
samples.  Nielsen's problem (the high
cost of hooking a separate Audimeter
to every set added within his sample
liomes) may be solved when his new
four-set Audimeter gets into heavier
production. Right now 2,000 Audime-
ters serve 1,500 homes . . . and the 114
sels per home average is substantially
under the 115 or more average claimed
by other researchers.

basix.

Dr. Forrest Whan, who conducts an-
nual in-home and out-of-home listening
studies for WIBW, Topeka, WHO, Des
Moines, and other Midwest stations.
puts the finger on how a telephone sur-
vey can go wrong. This one happened
to him,

As told to sroxsor, Dr. Whan was
i his study in his Wichita home when
the phone rang.

“[s your radio tnrned on?” asked
the voice.

“No.”

“ls anyone else in the house listen-
ing?”

“No.” said Dr. Wham.,

Five minntes later he realized Ins
error. Actnally. three radios were go-
ing when the interviewer called. o

one of the npstairs rooms his bedrid-
den father-in-law was listening: i an-
other lis danghter had tuned i her
favorite; and his wife was listening to
the Kitchen set.

Dr. Whan wasn't listening.
that’s
the phone.

Mavhe
why he was the one to answer
*x X %
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Fall and Winter plans are made during July and Augu-t.
That’s when timebuyers, account executives, and
advertistig managers will be digging for facts

and figures,

SPONSOR’s FALL FACTS ISSUE i the most
useful tool available to these broadca~t buvers.
Reports on spot. network, television, ete.

| in the past three years have establislied

SPONSOR’s FALL FACTS ISSUE as the most complete '

~ource for fall and winter information.

Your advertising mes<age in the FALL FACTS ISSUL
will reach the decizion-making buyer when he's
looking for facts.

ISSUE

ADVERTISING FORMS f
CLOSE JUNE 30 |

310 Madison Avenue, New York. N. Y. MUrray Hill 8-2772

§
!
for buyers of radio and television l
{

. e —— |



The ANPA fought back

spoxsor applands Tide, which had
the industry to publish a detailed his-
tory of the ANPA's Burcau of Adver-
tising in its 28 April issue.

and the ANPA, which had the
witiative and gumption to fght back
some years ago when its effectivenes<
was far below today’s level,

ANPA members shared $115.000.-
000 in national billing during 1919, a
staggering. media-topping figure that
mayv make some wonder what the AN-
PA had to fight back from.

Newspapers  fought back from a
slim total billing of 8139,000,000 a-
recentlv as 1942, The <ame year na-
tional radio (network and spot) totaled
S185.000.000. Young aud virile radio
had all the advantage then, But radio
went its contented way, while the news.
papers. with their backs to the wall
cooked up somme potent strategy.

As Tide reports it, the stralegy cen-
tered around the Bureau of Advertis-
ing of the ANPA. The Bureau of Ad-
vertising was an anentic 20-year-old
when General Manager Frank E. Tripp
f the Gannett Newspapers proposed a
plan to revitalize it. It subsisted on a
hudget of $96.000. And newspapers
promoted themsehves on the national
scente to the meagre tune of less than
$150.000 additional. By 1938 Tripp’s
plan had brought $300,000 into the
Bureau of Advertising coffers. and the
~300-350.000 hudzet continued through
1945.

tn 1916 a program devised by Rich-
rd W. Slocum of the Philadelphia
Bulletin 1o triple the Burecau’s income
bore fruit. .\ membership  drive
brought in 8750.000 (later inercased
to over $1.000,000 annually ) ; the Bu-

rean was reorganized into distinet na-

72

tional. retatl. and admmistrative divi-
stons,

With intramural bickering between
newspapers onlv a few vears behind it.
the newspaper promotion eflort is cur-
rcntly  a masterpiece of cooperation
:nd purpose. In 1945 the Bureau of
\dvertising had two resecarchers; to-
dav it emplovs 25 in a staff of 96. An
“All Business ls Local” theme high-
lights more than 75 of all research
and selling. its basic objective being to
jroint out to advertisers which markets
promise easiest. most economieal sales
opportunitics  for specific  products.
~ccondly.,  the rescareh  department
works endlessly on studies, notably the
Advertising  Kezcarch  Foundation's

This issue for the first time
in its history SPONSOR de-
votes its fnll editorial page
to a single snbjeet. the AN-
PA’s Bnrean of Advertising.
This is beeause of the impor-
tant example it sets for the
radio indnstry. In 1942 ra.
dio wuas snbstantially ahead
of mewspapers in national
billing. In 1950 radio is sub-
stantially behind. The differ-
cnee is in the momenrtum giv-
en the newspaper sales effort
by the Boreau of Advertising
of the ANPA. With its 96
people and S1.070.000 bud-
get the Borean of Advertis-
ing is big bnsiness, SPON.
SOR recommends that  the
NAB. its Board. its members,
its BAB stndy how newspa-
per billings grew with the

Burcan of Advertising.

continuing study of newspaper read-
ing. M stresses “service.” helping the
advertiser get more for liis newspaper
doHar.

Since 1912 the Bureau of Advertis-
ing has had a staunch ally n the Amer-
ican Association of Newspaper Repre-
sentatives.  which  decided  that *'in
wiity there is strength,” and formed
project-teams in various cities to “sell”
speetfic advertisers. Today 570 =ales-
wen entploved by AANR members con-
stantly team np and develop new and
cxpanded Fusiness on the hasis of care-
fullv developed presentations and hard

work. This selling is alwavs done on
an industry level.

The ANPA makes no secret of where
its strength lies. It operates on the
premise that the Bureau of Advertising
15 its monev-maker, and. in order to
make it a better money-maker. thrusts
it into the foreground whenever an op-
portunity arises. Thus, when Secretary
of State Acheson addresses the ANPA
‘nnual Convention. he's billed “at the
invitation of the Bureau of Advertis-
ing of the ANPA” The ANPA. it
scems. has no Annual Banquet. It’s
the Annual Banquet of the Bureau of
Advernsing. The Bureau of Advertis-
ing gels many times the newspaper
mentions of the ANPA, and newspaper
publishers don’t overlook many oppor-
tunities to publicize their effective
breadwinner.

In the competitive media struggle.
radio and TV will do well to peer
closely at the ineteoric success achieved
by newspapers in the national field
stiee 1946. The history of the past 12
months spotlights the necessity for im-
mediate marshalling  of forees and
funds: for the creation of a hard-hit-
ting plan that will <ell radio and TV
just as eflectively as newspapers are
being sold.

The fact remains that radio is being
pushed around in the competitive
struggle. Despite the vahant cfforts of
Mauriee Mitchell and his several as-
sistants.  the outmanned, outgunned
BAB closely resembles the Bureau of
Advertising in its infant days.

The inherent greatness of radio and
TV have Dbrought them business the
casy way. Bul for cvery advertiser
who knows what broadcast advertising
can do, how to do it. many others
know hittle beyond what other media
tell them.

What’s needed 1s approval of a spe-
cific long-range plan of action (which
we understand Miteh has in the blue-
print stage) and the resolve and funds
to carry il oul.

P.S. 'the Bureau of Advertising con-
siders 1950 a year of changing media
values. Harold 8. Barnes, Director of
the Burecau, feels that radio and nag-
azmes will be substantially hnrt by the
advent of TV, but that since newspa.
pers offer advertisers a “known and
stable value” their use will be in-
creased. Newspapers are pushing this
concepl.  What concept does radio
push?

SPONSOR
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the Preservation of American Freedom
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LLonghalr or corn...

It’s got to be right for the

ears of your customers

to make them buy. As a
well-known baking company
illustrated when they set out to |
sell more bread to breadwinners |
in Washington, D. C. At the ‘
suggestion of Radio Sales, .g
thev put their dough on WTOP’s ¢ ;%
Claude Mahoney. And announced ¢

soon afterwards: “Claude Mahoney

g

1s the perfect salesman for our

ey

bread in Washington. Some

people call him corny. But he’s made

S

*

e

more friends for us than corn

ngmr m

has kernels.” No wonder national

=

spot advertisers use more than

ot if

750 local live talent broadcasts each
week on the radio stations

represented by Radio Sales. They know
Radio Sales can furnish them with

the right program to sell their products

W gt e o AP

...in 13 of their best markets.

RADIO SALES Radio anc

{c 'F

| , WS 1 wisM, Chicago;

, W v, P vhiag

L ( ; WE R
I Cily; WAPH, WAFM-TV,

MBIA PACIFIC NETWORK,



