


*—'/W\*
/\\ N / —

DN

WHEELING,W. VA.

INTOWN"

o TIGT0T 7 [
Q7 0




| ..SPO\:SOR REPC
e s SPONSOR REPORTS...

JULY 1947
WEATHER SURE Sponsors have picked up 32 weather-signal packages during June and
IS COMMERCIAL station representatives indicate that by first of year half nation's
NOW stations will have at least one rain-or-shine deal sold. SPONSOR's

"Weather is Commercial" (June issue) and Harry Goodman's weather
jingles are given credit for advertisers' increased interest.

—SR—
24 TV Major executive of NBC Television stated last week in June that net-
SPONSORS FOR work had 16 (another said 18) clients and that was all TV depart-—
WNBT-NBC ment wanted at that time—-all, in fact, they could handle. But
THIS FALL sales department still signing up new business and there'll be some

24 sponsors on WNBT and the NBC-TV network this fall.

—SR—
ABC DAYTIME ABC daytime will be solid commercial this fall. Last hole was
SOLD SOLID filled when Toni Home Permanent Wave of St. Paul expanded its spon-
N sorship of '"Ladies Be Seated" from three to five times weekly.

-SR-
"TELLO TEST" "Tello Test" (built around formula of phoning different listeners
STILL NATION'S daily until someone identifies a quotation or answers a question,

with awards mounting daily) is still number one spot-quizzer
nationally. There are seven national variations of idea but all of

them are doing job for their sponsors.

—SR-
RADIO MAGAZINES It's so tough abroad to find out what's going to be on air that
ABROAD USED BY U. S. advertisers are taking space in radio publications to reach
U. S. ADVERTISERS the radio audience, most of whom they can't reach on air due to
governmental control of broadcast facilities. Since there are no
serials aired, except in the Americas, and since programs are seldom
on the air the same time each week, or day, it's necessary to pur-
chase a radio magazine to find out what's available. Switzerland
has three publications with a combined circulation of over 200,000,
Italy has four also with a combined circulation of 200,000, and
important papers exist in most other countries.

TOP SPOT
QUIZ-SHOW

—SR-
BIG SUMMER LOCAL Transcription sales are up 30 per cent this summer over 1946. Pro-
BUSINESS BOOMS ducers claim that reason is that local summer advertising on the air
TRANSCRIPTION is far ahead of even war years. National spot business is off 20
SALES per cent but slack has been more than taken up by retailers who are
L combating a growing buyers' market.

-SR-
DEALERS GRIPE Dealers all over nation are critical of lack of advertising on
WHEN ADVERTIS- behalf of nationally-distributed products. General Electric is said
ING'S MISSING to have received 300 letters from dealers in one month asking when

they were going to get moving with broadcast as well as newspaper
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MUTUAL BUILDING
NAME SHOWS

DOCUMENTARY
PROGRAMS LOSE
AUDIENCES FOR
SHOWS THEY
REPLACE

CANADIAN
PRESS HELPED
STIFFEN WHITE
BILL FIGHT

Y & R RADIO
DEPT. SHAKE-UP

advertising again. GE's letters are said to have come from all over
country and gave no indication of having been "inspired."

-SR-
Mutual is about to enter program phase of its operations. Five name
programs either have been or are about to be signed for fall.
Strong effort is being made to sell programs before they're an-
nounced tradewise as Mutual shows.

-SR- f

Even top-publicized and best-enacted documentary programs haven't
reached point where they hold audiences of commercial programs they
replace. Special study made for agencies involved in recent re-
placements also indicates that it takes four to six weeks for audi-
ences to regain listening habits. Studies cover "Eagle's Brood" ]
and "A Long Life and a Merry One." Here are Hooperating figures:

JAN 15 FEB 5 FEB 19 MAR 5 MAR 19 APR 2 APR 16 MAY 7

HOLLYWO0D

PLAYERS 8.2 7.7 7.8 WHISTLER 4.7 5.3 6.8 24l
EAGLE'S
B8RO0OD 64
|
mow'" g7 9.3 11.1 neae 6.2 8.1 10.0 7.5
FEB 21 MAR 7 MAR 21 APR 4 APR 18 MAY 2 MAY 16
TP T0 A LONG IT PAYS TO
hlgimnr 11.7 11.4 12.1 yLrea 6.0 BE IGNORANT 8.6 10.0 8.5
A MERRY . .
MAISIE 11.2 11.5 7.6 ¢ 1RMA® - - - !
*SUSTAINING FIGURES NOT AVAILABLE.
—SR-
Newspapers' reaction to the fight of Canada's independent stations ’
has been watched very carefully by both the National Association of

Broadcasters and Congress. It has been so pro-broadcasters that it
is said to have contributed to the certain death of the White Bill
which would have put further governmental restraints on U. S. sta- \
tions. Bill had had 60-40 chance of becoming law before the
Canadian press trend was noted. North of the border press also
helped Justin Miller (NAB)} in his fight for "freedom of the air."
Miller's speaking-up before the congressional sub-committee on the
bill has given him new stature. Networks, which were cooling on
their NAB cooperation, are 100 per cent for it again. Sponsors too
have been watching fight on bill, for anything that smacks of
"nationalization" has all industry worried.

—-SR-
Young and Rubicam radio department shake-up, which opened door for

exit of Tom Lewis, Max Wylie, and a number of lesser names, is said
to have only started. Revamp of entire broadcast division is

scheduled due to switch of part of business of two accounts which

will not be announced until late August or September. In both cases
agency will keep major billing of accounts but lose at least one
program control. Borden account switch had nothing to do with

resignations as it was anticipated months ago.
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40 West 52nd

BEER SPOTS

Could you without too much trouble
give me the times and stations on which
different beer programs are now being
broadcast. Any information on spots on
beer will be welcome.

A. D. CoNVERSE
Gray & Rogers, Philadelphia

» Industry report on beer sponsors due in
August issue.

THE TIMEBUYER'S SLANT

I've read your article on timebuyers
and I'd sure enjoy meeting the character
who can know all about your over 1,000
U. S. A. stations and our Canadian setup

—what a man!
V. D. L. Dyer
MacLaren Advertising Company,
Toronto

I am anxious to ‘‘sce myself as others
see me”’ as indicated in your account on
timebuyers in this (June) issue.

I do hope to find some constructive
criticism so that we timebuyers may help
improve current policies.

Mary V. King
Timebuyer
Kudner Agency, Inc., New York

FISHING & HUNTING PROMOTION

I should like to take this opportunity
of telling you how much we enjoyed your
article, Those Rod and Gun Millions.
It was especially gratifying to find one
of our promotional ideas, i. e.,, hand
written post cards, was used in the article.

I should like to explain just how we
used these cards in promoting the show,
especially since the main theme of your
article was that the program does appeal
to a limited audience who are
naturally sportsmen.

In our town there are two stores that
issue hunting and fishing licenses and we
were fortunate enough to secure the dupli-
cate stubs on these licenses which served
as a mailing tist for over 2,000 of the
post cards. Of course we examined the
names and addresses and excluded any
person who was issued a license who lived
outside our nighttime coverage area;
therefore in this way we were positive
these cards reached people who are inter-
ested in and can hear the show

We had considerable conument about

(Please turn to page 11)

NOW

it can be known

HOOPER and CONLA
LONG HAVE SHOWN HOW

" KMBC

IS FIRST IN
METROPOLITAN
KANSAS CITY

—AND

out in the states “

LOOK AT THIS SURVE®

5,545 INTERVIEWS
SHOW THAT

KMBC

IS FIRST IN
ANSWER TO THE QUESTION |
Do you listen on the radio

to general farm programs?
To what station?

MISSOURI KANSAS

KMBC 1,378 702
WDAF 608 296
WIiBW 126 552
KFEQ 398 44
WHB 132 38

(Top five stotions reported. Weighted som-
ple bose: 5,545 interviews within KMBC's
0.5 mv contour—1% of oreo’s rodio fom-
ilies—BMB’s “Rodio Fomilies: 1946"— con-
ducted by Robert S. Conlon & Associotes ot
Missouri Stote Fair, Kansos Free Fait ond
the Americon Royol Livestock Exposition.)

AVAILABILITY

Kansas Cily's Exclusive Markelcast Service
Direct from Livestock Terminal, wilh
BOB RILEY
Mondays thru Saturdays
WIRE FOR DETAILS

;ﬁﬁ%KMB

KlTTV
ey’ of Kansas Ci

Free & Peters, Inc.

Since 1920—The Baglc C8S Statlen for Kausas end Missoert

SPONSOR,
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1000—15 Minute Transcribed Programs

Now going into its 11th year for the Kroger Grocery and Baking
Company, Cincinnati.  Awvailable outside Kroger territory on
a 3 to5 time a week basis for local or regional sponsorship.

MARY FOSTER, THE
EDTOR'S DAUGHTER <

g00 TRANSCRIBED LOOK AT THESE DAY-TIME HOOPERS!
QUARTER HOURS

ATLANTA DEC. 42 to APR. 43 — 9.5

Now going into its 10th year COLUMBUS DEC. 43 to APR.44 — 7.8
BN Foger Groeery and Baking Co. CINCINNATI  DEC.43 to APR.44 — 10.0
DAYTON DEC. 43 to APR. 44 — 11.4

A tested show now available NASHVILLE OCT.45 to FEB.46 — 9.3
. for local and regional sponsor- PEORIA DEC. 45 to APR. 46 — 10.0
ship in areas on above map. WICHITA OCT. 46 to FEB. 47 — 8.5

19 EAST 53rd STREET at Madispn Avenue...NEW YORK CITY
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BMDB provides furthg

By any standard, day or night, NBC is America’s No. 1 Netwaork
...and the higher the standard, the greater is NBC's superiorify

IFor the first time, a research organization supported by the entire in:
dustry has mcasured—on a uniform basis—the number and location olE
all radio families comprising the weekly listening audience of each

L". S. radio station and network.

In those counties where 75¢7 or more of the radio families listen t¢
any of the four major networks “one or more times a week,” NB(
leads by a wide margin—ranging from a 33% advantage over Net

work ““A” at night to a 322% advantage over Network “C” in the day

The charts oppositc present a comparativc picture of listening based or

this high standard of 75¢; and ¢ver—a much more significant basis fo:

comparison than any lower level. However, even on the minimun

basis of 107z, NBC has a dominant advantage over all other networks.?

How much more? Audience ﬁgures released by BMB are based os
listening ‘‘one or more times a week.” How much more do people
actually listen to NBC? Facts on that subject and many others are in-

cluded in NBC’s detailed booklet on the BM B survey to be issued shortly,

Complete results of this survey are contained in " Netzvork Area Report™ recently published by the Rroadcast Mea.-

t Burean. The only tata 4 wres sh ] ort o and coers Night-
NBC—31,127.940; Ne 27.680,570; Network "B —22( Net T 19,161 .850.
VBC—27,888,770; \ T2 ); Network B —21,357,990; Netzwork *°C™—19,100,290.

AMERICA’S NO. [ NETHH!

SPONSOR
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NIGHTTIME DAYTIME

NBC has a 33% advantage over NBC has a 57% advantage over .
t Network A or 7,426,530 more Network A. The NBC daytime
radio families. audience is larger than any other
network's nighttime audience.
. |
I i l
B : B ¢ 1

Audience in counties where 75% and over of the radio families listen **one or more times a week.”

NIGHTTIME DAYTIME
avoence |y R g Pames | Avoience 1y s R0 Gaminiest
NBC | 30,116,240 899, 22,856,940 | 679,
Network A | 22,689,710 679, 14,558,050 | 139,
Network B | 12,716,480 339, 9,003,670 | 26%
Network C | $.499,130 39, 5421670 | 169

*Total radio families January 1946—33,998,000 as estimated by BMB. A more recent sureey indicates that as of
January 1947 there were 35,900,000 radio familics or 93 of all U. S. familie

... the National Broadcasting Company

. N
A Service of Radio
Corporation of America

JULY 1947
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“For here we have 2 public entertainer scaling even greater
heghts . .. TED LEWIS ke any other quality merchandise,
seems toimprove in value withthe pasungof ime , ., hus show-
manship i3 invincable.”

/, oo

— — — VARIETY

Jriesen (12 7 &

12 HOUR
TRANSCRIBED

available for
local and regional
sponsorship

the guy all America loves...the real

Here's the biggest news in radio! He's

. i here at last! The high-hatted tragedian of
TED LEWIS, with a hat full of music, song . .. TED LEWIS, the most beloved
musical personality of all time . .. in his own

; halt-hour variety show ... the most spectacular

radio program ever transcribed! For local

or regional sponsorship.

The fabulous TED LEWIS . . . making you smile
through your tears in a show of sheer enchantment
...In a program of musical magic .. . appealing

to everybody, young or old. For TED LEWIS is an
ageless performer. . . the very spirit of youthfulness
that makes a sucker out of the calendar!

Here is one program where age levels, income
levels, tastes and the whole works . . . are
practically non-existent. TED LEWIS is everybody's
boy. If the product you have in mind is bought and
used by people .. . then here's the show that'll sell them!
TED LEWIS with a great eighteen piece

orchestra, big name vocalists, a supporting cast

of toptalent...Showmanship and the top music

from today's hit parade skillfully blended with the songs
from the nostalgic past. "THE TED LEWIS

SHOW'* HAS EVERYTHING!

Don't let any grass grow under your feet if you're
interested in this show, which is headed for top rating!
Play safe by writing for information about an audition
record now . . . or better still, TELEGRAPH!

CHARTOC-COLMAN
PRODUCTIONS

360 N. MICHIGAN AVENUE, CHICAGO 1, ILLINOIS

laughter and tears...in the

GREATEST MUSICAL
VARIETY PROGRAM
ON RECORD!

o B

OTHER SHOWS # Franklyn MacCormack’s Book of Memories « Love Letters with Franklyn MacCormack « The Tex Ritter Show
The Jack Brickhouse Inside Storv - In the Cameo Room - Howdy Pardner with Rex Allen

SPONSOR
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new and renew

New National Spol Butiness

SPONSOR PRODUCT AGENCY STATIONS PROGRAM, start, duration
Borden Co. 4-§tar So;ia Young & Rubicam 3 Transcribed announcements; Jun 15; 13 wks
'ountains
General Baking Co. Bond Bread BBD&O 90 Trasn&cl:lbed announcements, chainbreaks; Jun 16;
wks
Guaranteed Products Co. Biondex Grady and Wagner 30 Transcribed announcements; Jun 26; 13 wks
Lever Bros. Lipton’s Tea Young & Rubicam 10-15 Transcribed announcements (with premium give-
Thomas Lipton div. away tled in); Jul 6; 13 wks
McCormick & Co. Bee Brand SSC&B 45 Transcribed announcements, chainbreaks; Jun 16;
insecticides 13 wks
National Airlines Air transportation Platt-Forbes 17 Transcribed announcements; Jun 12; 13-52 wks
New England Confectionery  Necco candles LaRoche & Ellis 6 Trsaznscl:lbed announcements, chainbreaks; Jun 10;
Co. wks
Rexail Drug Co. Retail Stores BBD&O 4 Live pro footbail games; Sep 29; thru Dec 14 (season)
Shedd-Bartush Foods Keyko Margarlne Zlmmer-Keller 22 Tra6nscrlbed announcements, participations; Jun 10;
26 wks
Stanco, Inc. FIit insecticlde McCann-Erlckson 155 “Flit Frolics,”” 15-min e.t. programs; May 27; 23 wks
in South, 13 in North
New On Nelworki
SPONSOR AGENCY NET STATIONS PROGRAM, time, start, duration
Adam Hat Stores, Inc. Bilow NBC 159 The Big Break; Sun 10-10:30 pm; Jui 27; 52 wks
Borden Co. Kenyon & Eckhardt CBS 157 *Arthur’s Place; Fri 9-9:30 pm; Jun 20; 52 wks
Campbeii Soup Co. Ward Wheelock CBS 41 **Doubie or Nothing; MTWTF 3-3:30 pm; Jun 30; 52 wks
CBS 150 Ciub 15; MTWTF 7:30-7:45 pm; Jun 30; 52 wks
CBS 150 Robert Trout; MTWTF 7:45-8 pm; Jun 30; 52 wks
Chrysier Corp. (DeSoto Div.) BBD&O CBS 160 Reporter at Large; Sun 10-10:30 pm; Sep 28; 52 wks
Coca-Cola Co. D’Arcy CBS 158 Morton Downey Show; Fri 10:30-11 pm; Oct 3; 52 wks
CBS 158 Percy Faith Orchestra; Sun 6:30-7 pm; Aug 17; 52 wks
Eversharp, Inc. Biow NBC 160 **Take It or Leave It; Mon 10-10:30 pm; Aug 3; 52 wks
Keilogg Co. Kenyon & Eckhardt ABC 205 tGalen Drake; MTWTF 11:30-11:45 am; Jun 30; thru
- Dec 26 (end of current 52-wk contract)
Liggett & Myers Tobacco Co. N. W. Ayer CBS 152 Arthur Godfrey Show; MWF 11-11:30 am; Jun 2; 52 wks
Ludens’, inc, J. M. Mathes CBS 161 Ned Caimer; Sat-Sun 8:55-9 pm; Jun 21; 52 wks
Norma, inc. (Toni Co. div.) Foote, Cone & Belding ABC 203 ttLadies Be Seated; MTWTF; Jul 1; thru Mar 26 (end of
current 52-wk contract)
Noxzema Chemicai Co. SuIllllv';m. Stauffer, Colwell & MBS 200 tGabriel Heatter; Fri 9-9:15 pm; Jul 4; 52 wks
ayles
R. B. Semlier, Inc. Erwin, Wasey ABC 202 Eddie Duchin; MWF 4:30-4:45 pm; Jul 14; thru Oct 6
(end of current 52-wk contract)
Program only new. **Network only new.
{Expanded network only. t{tExpanded time only.
(Fifty-tioo weeks generally means a 13-week contract with oplisns for 3 13-week r Is. Ifs subject to cancellation al the end of any 13-week period)

Renewals On Nelworied

SPONSOR AGENCY NET STATIONS PROGRAM, time, start, duration
American Meat institute Leo Burnett NBC 152 Fred Waring Show; TTh 11-11:30 am; Jul 15; 26 wks
American Safety Razor Corp. Federal MBS 300¢ Adventures of the Faicon; Tu 8:30-9 pm; Jul 8; 52 wks
Colgate-Paimolive-Peet Co. Sherman & Marquette CBS 148 *Tu 8:30-8:55 pm; Jul 1; 52 wks
Wililam Esty CBS 148 Bilondie; Sun 7:30-8 pm; 52 wks
General Milis, inc. Knox Reeves NBC 132 Today’s Chiidren; MTWTF 2-2:15 pm; Jun 2; 52 wks
NBC 132 Woman in White; MTWTF 2:15-2:27 pm; Jun 2; 52 wks
NBC 132 Masquerade; MTWTF 2:27:30-2:40 pm; Jun 2; 52 wks
NBC 132 Betty Crocker; MTWTF 2:40-2:45 pm; Jun 2; 52 wks
Dancer-Fitzgerald-Sample NBC 48 Light of the World; MTWTF 2:45-3 pm; Jun 2; 52 wks
Young & Rubicam NBC 141 Aldrich Family; Th 8-8:30 pm; Jul 3; 52 wks
Benton & Bowles NBC 142 Burns & Alien; Th 8:30-9 pm; Jul 3; 52 wks
1iousehoild Finance Corp. Shaw-LeVaily CBS 59 The Whistler; Wed 10-10:30 pm; Jun 25; 52 wks
Pacific Coast Borax Co. McCann-Erickson ABC 197 The Sherift; Fri 9:30-9:55 pm; 52 wks
Philco Corg. Hutchins ABC 256 Phiilco Radio Time; Wed 10-10:30 pm; Sep 24; 52 wks
Procter & Gamble Compton NBC 143 Road of Life; MTWTF 10:30-10:45 am; Jun 30; 52 wks
NBC 142 Right to Happiness; MTWTF 3:45-4 pm; Jun 30; 52 wks
NBC 135 Truth or Consequences; Sat 8:30-9 pm; Jul 5; 52 wks
Dancer-Fitzgerald-Sample NBC 146 Joyce Jordan, M.D.; MTWTF 10:45-11 am; Jun 30; 52 wks
BC 98 Life Can Be Beautiful; MTWTF 3-3:15 pm; Jun 30; 52 wks
NBC 144 Ma Perkins; MTWTF 3:15-3:30 pm; Jun 30; 52 wks
CBS 82 Jack Smith Show; MTWTF 7:15-7:30 pm; Jun 30; 52 wks
Pediar & Ryan NBC 130 Pe51)2per Young’s Family; MTWTF 3:30-3:45 pm; Jun 30;
wks
Blow CBS 79 F.B.1. in Pcace & War; Th 8:30-8:55 pm; Jui 3; 52 wks
. Benton & Bowles NBC 136 Life of Riiey; Sat 8-8:30 pm; Jul 5; 52 wks
Prudential insurance Co. Benton & Bowles CBS 154 Family Hour; Sun 5-5:30 pm; Jun 8; 52 wks
Quaker Oats Co. Sherman & Marquette ABC 205 Terry and the Pirates; MTWTF 5-5:15 pm; Jul 1; 52 wks
LaRoche & Eliis ABC 206 Lasc!2|eskBe Seated; MTWTF (1st 15 min) 3-3:30 pm; Jui 1;
wks
Ronson Art Metal Works Cecil & Presbrey MBS 175 Twenty Questions; Sat 8-8:30 pm; Jui 1; 52 wks
U. S. Steel Corp. BBD&O ABC 221 Theatre Guild on the Air; Sun 9:30-10:30 pm; Sep; 52 wks
Whitehall Pharmacal Co. Sullivan, Stauffer, Coiwell & NBC 123 Bob Burns Show; Sun 6:30-7 pm; Jun 15; 54 wks

JULY 1947
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*Program name not known as SPONSOR goes to press.




STATION

SPONSOR AGENCY PROGRAM (time, start, if set)

Weather slgnals; Wed 8:30 pm; Jun 18; 13 wks (r)
I’arty Line; Sun 8:30-9 pm: Jun §; 30 wks (n)

Time slgnals; MTWTF 8 pm: Jun 3; 52 wk (n)

Newscasts; twice weekly; Jul 1; 52 wks (n)

Time signals; Sun nights; Jun 26 I3 wks (r)

Tlme slgnals: Sun nights; Jul 6; 13 wks (r)

\I.:)I"\u:m; Park larness Raclng. Sat 8-11:15 pm; May 17; 10
wks (N

Spots; MTWTF 7:59-8 pm; Jun 2; 13 wks (n)

Allen Prescott; Th 8:30-9 pm; \(ny 22; thru Dec (replacement)

Detrolt Tigers games; twice weekly; Jun 3; thru l94rseason (n)

Silhersteln-Goldsmith WABD, New York
DBohery, Clifford & WABT, New York

Shenlield
Blow WWI-TV, Detrolt®
Campbell-Ewald WWI-TV, Detrolt
J. Walter ‘Thompson WCBS-TV, New York
WANBT, New York
WRBKB, Chlcago

WARBID, New York
WABT, New York
Brooke. Smith, French WWI-TV, Detrolt
& Dorrance
Slmons-Michelson
L. J. DuMabaut

Botany Worsted Mills
Bristol-Myers Co.

Bulosa Watceh Co.
Detrolt Edlson Co.
Elgin Natlonal Watch Co,

Peter Fox Brewlng Co. Jones-Frankle

General Foods Co. Young & Rublcam

Goebel lirewlng Co.

WWI-T'V, Detrolt
WWI-TV, Detrolt

Young & Rublcam WCBS-TV, New York
Charles 1largrave WWI.TV, Detrolt
Wolfe-Jickllng-Dow & WWI-TV, Detrolt

Conkey .,
Malcolm 1oward WBKB, Chlcago

Televislon Party; weekly; Jun 18; 52 wks (n)

Feature Races from Detroit Race Track Wed afternoons; Jun 3;
summer race meet (n)

Gull Televlslon News; Th 8-8:15 pm; Jun 26; 13 wks (r)

Weather slgnals; 5 weekly Jun 3; 52 wks (n)

Sketchbook (llve varlety); weekly; Jun 4; 52 wks (n)

Grinnell Bros.
Grlssom Chevrolet Co, ;
Gulf Ol Co.

llo1 "'n Kold Shops
J. L. ltudson Co.

Baseball Scoreboard; follows all televised ball games; May 25;

Kiss Ulothlers
baseball season (n)

Roblnson-Lloyds, Ltd. Direct WABD. New York Spots; TW 8:15-8:16 pm; Jun 18; 26 wks (n)
Nam’s. Inc. Stockwell & Marcuse WWI-TV, Detrolt Meet the Peaple; ueekly Jun 4; 52 wks (n)
llarry Sufirin Co. Slmons- Michelson WWJI-TV, Detrolt Man on Street; “cekl) ;Jun 4; 52 wks

(n)
Swift & Co. McCann-Erlckson WNBT, New York Swife llome Genlce Club; Frl 1-1:30 pm; May 16; 13 wks (n)
Tivell Brewlng Co. McCann-Erlckson WWJ-TV, Detrolt Spots; 4 weekly; July 1; 52 wks; (n)
*NOTE: Statlon WWJ- TV, operated by the Detrolt News, began commercial operation June 3, 1947,

(n)=New (r)--Renew.

New Agency Appoiniments

SPONSOR

PRODUCT (or service)

AGENCY

Balilmore I"aint & Color Works
. Barr & Co., Chlcago. i ,
Bigelow-Sanford Carpet Co., New York

Bruckmann Brewlng Co., Clnclanatl. .. .. ... et
W. K. Buckley. Inc.. Rochester, N. Y....... Pmded

Business Assoclates, Inc., Ralelgh, N, C..
Butcher Shop Foods. Chlcago )
Cal Beverage Co., Chlcago

Camvo Corp.. (,hlcano .

Charles llousehold Products Co.. Brookl)n
Charms Co.. Asbury Park, N. J..

Consumer Ilr(wlnn Co., Newark. Ohlo
Crescent Chemical Sales Co., New Orleans.
Crlsty Chamical Lorp., \\orccsler
Decalcomania \peclal(lcs Co., l'hll.u!elphla
Duell. Sloan & Pearce, Inc., New York

J. Il Fllbert, Inc., Baltimore. .

Flamingo {lotel, Las Vegas. ..

Flora Mir, New York.
Frank Tea & Splce GOT s
Gallowhur Chemical (.orp . New York
Gold Medal Candy (.orp New York .
Goldtone Razor Blade Co.. Newark, N. J.
Grange League Fedl-raﬂun

Grove Laboratories. Inc., St. Louis

Grove Laboratorics (Beaumont Co. div.), St. Louls

Ilnll and Ruckel. New York i
llanna Co.. Atlantic Highlands, N, J..

Iltrb Farm Shops, Ltd.. New York

tlorcl New Yorker. .\t-w York

Inkograph Co.. New York

Jullan's, Ltd.. New York

Rold-Kkist Foods, Los Angeles. |

James Lees & Sons Co.. Bridgeport. P'a.

Loraln County Savings & Trust Co.. El)’rln Ohiv

}redcrl.k F. Lowenfcls & Son, New York
Lyon Van & Storage Co.. Los Angeles

Wm. Montgomery Co.. Philadelphla
Montleells Drug Co., Jacksonville, Fla.
Murphy Auto Males, llull)“ood

Norwalk Auto Products, Inc,, New York
Nutrliion Research Laboratorles, Chlcago
Pucltic Brewling & Malting Co..
hilladelphia Brewlng Co., Philadelphla
Popular Publjcatlons, I'nc. « New York -
Radnai, Inc.. Phlladelphla. ... .. o
Ragu l'm:klng Co.. Rochester, N, Y.,

Reslnol Chemical Go., Baltimore

Retall Coal Board of Cuyahoga County, Ohlo
Rich-Mald Products Co.. Glendora, Callf.
Ross Industries, Inc., San Franclsco

Ryder Biros.. Chleago
Sant\Wax Co.. Dallas
Saratoga Vichy Spring Co..
Snider Foods. Inc.
Solarine Co., Balilmore

", Beer.

San Jose, Callf.

Saratoga Springs, N,

. Gleem Palnt, Trylon.etc...... ool -

Balm Barr Lotlon, Creme Shampoo
Rugs,mrpets ......

. Bucklc) s Cough Mixture . .
Bookkeeplng. tax service.
Canned dog food .. & b

. Cal-Cola.....

Cleanser. .. ... .
Clear-Vu llquld cleaner
Charms candy, Tastyeast.
0Old Town Beer, Ale
Pinc-A-Mlte dislnfectant
Drygas.........

. Decals. o

.... Book publlshers

Mrs. Filbert's margarine. ma)onnalsc.
etc.. ..
Jotel... .. IR - - oo

Candy
.. Tea. spices .

.Skol sun lotion .

Thanks. etc., candy bars

Razor blades. . . ..

Grange products .

Grove's Chlll Tonic. Dr. Porter’s Antl-
septlcOll.......

4 Way Cold Tablets, 4-Way Compond
X-Bazin Odorless Depilatory

Cosmetlc, cullnary lines
llotel
Fountaln pens. .

Isle de Caprl llome Faclal
Frozen foods

Carpets. knitting yarns
Flnance.

llotel Bar Butter

Moving, storage.

Monico coffee.

0066 cold preventatives
Used cars ..

Auto products
Pharmacecutlcals

Beer

Phlladelphla Old Stock Beer, Ale
Argosy. Popular group
lland cream

Spaghettl sauce, ravioll
Soap, elntment
Instltatlonal

Soft drink extract
Banana Crunch
Aromadelle cheese
I*ollsh -

Vichy water. ..
Prescrves, jellles, etc.
tHouschold polishes

South Brooklyn. Flathush, and Atlantlc Savings and

Loun AssocLat
Sprehels Sugar € San Frunclsco
Ntorz Brewing Co.. Onutha
Tecate Importers, |IN .. Los Angeles
Valee of Propheey. Inc,, Washington, D, (. .
Volean Camp Stoves, Los Angeles

Jouhn J. Walsh, Lid.. Chlcago

Walsh Laboratorles, Inc., Chicago

G, 1 Webster Co., Inc,, Cherltan, Va,

Wesco Waterpalnts. Inc,, kast Boston, Mass,
Westorn Mates Palnting Co., Los Angeles
Waeatern Sugar Rehnery, San Francisco .
Wilt, Inc.. Long Island Clty, N\, Y.,

Brooklyn (cooperutive mmpalgn) Flnance.

Honcy- Dew Sugar.
Trlumph, Gold Crest Beer
Tecate beer. W
Rellglon. . .,.....

Stoves . . ...l

1312z soup detergent

Rodan rodent exterminator
Ten Grand vegetable julce
Palnts
Palnts
Sea sland sugnr k<
Wit beard softener

...Piedmont, Sallsbury, N. C.
. Makellm, Chlmno (national advertising)
. Harry J. Lazarus. Chlcago

.Theodore A. Newhoff, Baltimore
H. W. Kastor, Chlcago
Young & Rublcam, New York

.Dinerman, Clnclnnatl

Grant. New York

Presba. Fellers & Presba, Chicago
Deutsch & Shea, New York

N. W. Ayer, Phlladelphla

Don Kemper Co., Dayton

Ross. New Orleans

N .Cory Snow. Boston

Martin & Andrews, Philadelphla
Alley & Richards. New York

-Sullivan, Stauffer, Colwell & Bayles. New York
.‘Smlth Bull & McCreary, llollywood (na-

tlonal advertising)
Peter McDonnell. New York
Ralph H. Jones, New York
Booth, Vickery & Schwinn, New York
Adalr & Director. New York
Brisacher, Van Norden, New York
Lynn-Ficldhouse, Wllkes-Barre, New York

Ifarry B. Cohen, New York
1larry B. Cohen, New York
Redfield-Johnstone, New York

.. Raymond, Newark, N. J.

Hirshon-Garfield. New York
Deglin, Wood & Malone. New York

. Lester lfarrison, New York

Royal & de Guzman, New York

Don Mack, Los Angeles

D’Arcy. New York

Gregory & llouse, Cleveland

Small & Selffer, New York

Snulley. Levitt & Smith, Los Angeles (re-
gional advertising)

VanSant. Dugdale & Co,. Baltimore

Booth, Vickery & Schwilnn. New York

Pat Patrick. Glendale, Calif.

Jules Llp J’ . New York

Earle Ludgin, Chlcago

llonig-Cooper, San Francisco

Booth, Vickery & Schwinn, New York

Newell-Emmett, New York

Joseph Katz, New York

W, B, Doner. Rochester

Redficld- Johnstone, New York

Gregory & House, Cleveland

Don Mack, Los Angeles

Manning & Russell, San Francisco

’hil Gordon. Chlcago

lHlunter, Los Angeles (West Coast advertising)

Barlow, Syracuse

Newby & Peron, Inc.. Chicago

Courtland 1), Ferguson. Washlngton, 1. C.

Albert Woodley, New York

llarrington, Whitney & llurst, San Francisco

Bozell & Jacobs. Omaha

Jere Bayard. Los Angeles

Western., Los Angeles (natlonal advertising)

Davis-lHlood, Los Angeles (natlonal adver-
tising)

Makellm, Chlcago

Makellm, Chlcago (natlonal advertlsing)

Richard A. Foley, Phlladelphla

R. T. O'Connell. New York

Allled. Los Angeles

ll.nrrlugmn Whhiney & Hurst, San Francisco

Elllngton. New York




40 West 32nd .
Continued l

these cards and [ am sure that this type
of promotion at least doubled the listen-
ing audience for The Fishing and Hunting |
Club of the Air. From our own personal
surveys we have found that this show
is one of the most popular that we are
now carrying.

A. W. VICKERS

Commercial Manager

WMON, Montgomery, West Virginia |

SUMMER READING

I enclose fifty cents in stamps for one
copy of the July issue of SPONSOR to be
mailed to me at my summer address.

Since I will be away from the office 1
do not wish to miss a single issue!

CATHARINE LEwis FAsSETT
Earle Ludgin & Company, Chicago

RENEWAL-PLUS
Please extend my subscription, and
. congratulations on the excellent
quality of your publication.
HERBERT G. DRAKE, VP
Macfadden_Publications,” Inc.,
New York

E.T. REPORT

I was glad to see the advance copy of the
June issue of spoNsoR and the intelligent
and valuable story on the effectiveness of
transcription programs. '

RoserT W. FRIEDHEIM
Manager

NBC Radio-Recording Division
New York

[ have just finished reading with con-
siderable interest your excellent story in
the June issue of sPONsOR entitled It's a
Transcription Year. Would it be possible |
for us to obtain 500 reprints of the article? |

I intend to send it out to our complete |
mailing list of everyone interested in
syndicated programs. ‘

S. W. CALDWELL
Manager, Program Division
All-Canada Radio Facilities, Toronto

Just received your June issue. Very
good. The transcription article on page
22 is excellent.

Frep Ziv
Frederic W. Ziv Company, Cincinnati
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YOU MAY HAVE MORE
ENDURANCE THAN A HORSE=

mﬁlﬁ‘?’r‘t&:&k ;"
i -..’——""‘—-d:'-— .

AND—You'LL NEED IT IN WESTERN
MICHIGAN TO BEAT WKZO0-WJEF!

The “‘radio barrier’ peculiar to this district severely reduces
reeeplion of broadcasts originating outside the arca. Scientists
explain the eondition as possibly the result of local metallie

deposits.

So the listeners in the area simply tune to WKZ0O in Kalamazoo
or WJEF in Grand Rapids to get their programs and ncws.
The result is a Hooper Report that shows these tico stations as
standout favorites with the folks at home!

If you would like the complete report, just write to us or ask
Avery-Knodel, Ine. You’H find this CBS eombination has far
more listeners than any other station or network at any time
of the day. Broadeast over WKZO and WJEF and your message
completely covers Western Michigan.

*In 1924, in London, a race between a man, George Hall,

and a race horse, Black Juck, was called off in the fifth duy
when Hall was 15 miles ahead and still going strong.

WKZ0 WJEF

JOaE n KALAMAZOO fhal" v GRAND-RAPIDS

and GREATER WESTERN MICHIGAN AND KENT COUNTY
(Cns)

3
GTZ; 2014 owneg anp operateD &
ROADCASTING
AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES
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My name is BUDDY BEAR. I'm the star of a new transcribed radio

program which will be released simultaneously throughout the United States

and Canada on September 8th. There are 78 ! -hour open-end programs
in the first unit, for use 3-times-weekly or 5-times-weekly. And the way things are shaping up, I expect I'll
be on the air 5-times-weekly for anywhere up to 5 years!

g Q) Ske 7 kerow Uorren”
Wy

But that isn't all! A major motion picture company will produce and release 13 color cartoon shorts every

car for 5 vears— one every four weeks. You’'ll be seeing me in theatres everywhere. As a cuddly (and rather
handsome') doll, I am being made for retail sale all over the world by Richard G. Kreuger, Inc. Boston Junior
Deb Company, Inc., is making BUDDY BEAR Sportswear for girls, and has already won first award in an
exhibit. 100,000 record albums of my songs have been produced, and will be sold in record shops every-
where.  Wooden pull-toys are being made by New Ashford Industries. And there will be a newspaper cartoon
strip, drawing sets, soap, greeting cards, cereal bowls, boys’ clothing, BUDDY BEAR Candy Bars, and a lot
of other things, all manufactured for retail sale as BUDDY BEAR PRODUCTS. My radio program,

“The Adventures of

‘ BUDDY BEAR"
is the answer to those critics of radio
e e e st Dl
DOTTEN!

I never made anybody
neurotic! [ just have a lot of fun, and
adventures, and get into some mischief,
but I don’t leave anybody hanging on
the edge of a cliff!

I’ve got a safety club, and a lot of
original new premiums that go with my
radio program—and the whole package
is available on an exclusive basis to one
sponsor in a city, at low cost on a
syndicated basis. So—if you want to
reach parents through children between
the ages of 3 and 9 (a much neglected
group as far as radio programs ate con-
cerned) write, wire or phone my ex-
clusive distributors whose name you will
find below. They'll send you samples of
my programs, details, and rates.

“BO-BO SKE DEETON DOTTEN.”
That’s BUDDY BEAR language which
means, in this case, "BETTER CET
ON THE BAND WAGON NOw!”

Sincerely yours,

BUDDY BEAR

Kas}er-Gordon, Inc.

§§ \ 140 BOYLSTON STREET, BOSTON 16, MASSACHUSETTS



- GUILD PRODUCTIONS iiéxci PRESENTS

2 NEW TRANSCRIBED MUSICAL PROGRAZMS THAT HAVE
EVERYTHING! TOP TALENT, SALEABILITY, NETWORK
PRODUCTION, LISTENER APPEAL, NOSTALGIC TUNES!

78 V,-hour episodes (open-end) available in each series. Either
series exclusive to one sponsor in a city
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As the pages in The Family Album are
turned, and old familiar faces are seen,
they bring to mind memories out of the
past—some gay, some that touch the
heartstrings. Gene Jones, whose rich
baritone voice was heard over CBS coast-to-coast for years, is star of this
new show. He is ably assisted by The Girl Friends, with Don Hicks
(arranger) at the piano and Hal Freede at the Hammond. Room has been
left for opening, middle and closing commercials with musical back-
ground—but the middle spot is an instrumental number which may be
used as such if desired, instead of fading behind commercial. Production
may be continued to 260 episodes or more.

When lovely Gloria Carroll, CBSongstress,
starts singing “Night and Day,” *'Getting
Sentimental over You," "'Begin the Beguine**
—and more than 200 other top tunes, you
sit up and take notice of the “gloriovs
carrolling.” And Frank Bell and The Bell-
tones dish out rhythmic arrangements that
are something special. A quarter-hour of
music that's different from anything obtain-
able in 3 library service —gives a sponsor a
unique, DISTINGUISHED exclusive program.

0
>
7
y -
O
P

DISTRIBUTED EXCLUSIVELY BY

Kasper-Gordon s Incorporated

140 BOYLSTON STREET +* BOSTON 16, MASSACHUSETTS
THE OLDEST -- AND ONE OF THE COUNTRY'S LARGEST PRODUCERS OF SUCCESSFUL TRANSCRIBED RADIO PROGRAMS

JULY 1947
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Remember the
story about...

{ o i
THE LION AND

THE MOUSE?

They mode a monkey out of the mighty
monarch of the jungle. He fell prey to o
trop. But the mouse knew oll the ropes . ..
s0 he gnowed through them ond set the
lion free.

And the radio morol of the story is: Down
here in Washington the way to put on the
bite, with no sirings attached, is by using
WWDC, You'll be free of any soles
problems with this sales.result stotion that
gives you low cost per sale. WWDC
belongs on thot next list!

Keep your eye on

IN WASHINGTON, D. C.

AM and FM
Represenied Nationolly by

FORJOE & COMPANY

Mr. Sponsor:

-

Clifford IR, Spiller

Sales and Advertising Manager,
Calumet-La France Division of General Foods

Sel]ing is Clifford Spiller’s major job and he recognizes broad-
casting as the salesman’s best tool. He also realizes that
great corporations must have great social consciousness as well as
make money. He’s as aware as any station operator that the air
belongs to the people (he phrases it “to the FCC”) and he never
permits this fact to be forgotten while supervising his broadcast
advertising.

A few years ago he changed a daytime program from a soap
opera to an intelligent mystery only to find after 52 weeks that
the new show was producing neither audiences nor sales. When
he shifted back to the accepted daytime formwla of heartaches
and flowers, audiences and business started on the upward trend.
The failure, however, didn’t convince him that something helpful
couldn’t build an audience in the afternoons. He’s now added a
““constructive advice” session to each Wednesday’s airing of
The Second Mrs. Burton. His idea is that something positive
must relieve the depressive over-all effect of the daytime serials.
Thus far the talks haven’t lost any of his Mrs. Burton audience
and they have landed considerable newspaper space which should
be translated into an increased audience eventually.

Spiller started his business carcer as Associate Editor of
American Golfer. In between this assignment and General Foods,
he has been copy chief of R. D. Northrup Advertising Agency,
director of marketing research, merchandising, and sales promo-
tion for American Home, account executive of Federal Advertis-
ing Agency, and National Sales Manager of Durkee Famous
Foods. He’s still a mixture of salesman and publication executive
but he never permits selling and the editorial (entertainment)
section of his shows to battle with each other.

SPONSOR
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National Representatives:

J. P. McKINNEY & SON, New York, Chicago, San Francisco
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@ Kids can tell Bulova before they can tell
time. Mothers call Junior 1o supper by Bulova wartch
time. Even the Old Man wakes up .. .“courtesy of

Bulova.” And it’s been that way for years and years.

Does it pay off ? Just check Bulova sales. Or
ask them what they think of Spot Radio, which
Bulova helped pioneer in 1927. .. 20 years ago.

Here’s why: Bulova and the Biow Company, Inc., its

agency, take this powerful selling force and move

it fast . . . when and where they want it. They pick
markets where competition is tough or where
money is easy. They hit gift seasons hard every-
where. And they sell the millions that buy. ..

time after time.

Spot Radio can do the same for vou. Ask

your John Blair man.

‘*.-—l ‘-‘5

JOHN =

— BLAIR = =

— '__ £ COMPANY %

Dffices in Chicago » New York « Detrost o St Louis » Los Angeles o San Francisco __353}13-[«;’;}!0 LEADING RW
N s ™

~ WNV -
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Fall 1947 will see more
local and national spot
placement than at any

other time in radio’s 27-
year history. There are a
number of reasons for this view. High
among them is the fact that spot pro-
gram availabilities for the first time parallel
network presentations in quality. Not
only are transcribed programs of net-
work smoothness and audience appeal
being offered but on nearly 1,000 stations
there are spot programs which are fed the
stations by their networks in the form of
cooperative shows—built by the net-
works—sold locally by the affiliates.

Transcription producers are matching
their syndicated productions with the
best in the field. Star names like Wayne
King, Tommy Dorsey, Arthur Treacher,
Eddie Bracken, Jim Ameche, George
Raft, Ronald Colman and Ted Lewis, to
mention a few, have their own programs
on wax. And so do successful oldtimers
like Singin’Sam. Local and regional spon-
sors have top names available not only
through network-produced local pro-
grams but also on disks. Stations also
are more program-conscious than they
have been in many seasons.

Another important factor on the spot
side is the fact that with more stations
operating it’s possible to place a spot
campaign advantageously in nearly every
market. Sponsors are realizing that very
quickly. The last tabulation before

JULY 1947

SPONSOR went to press indicated that
three-quarters of the top 100 spenders in
advertising would be using spot broad-
casting this fall. Aside from the other
reasons-why, one great soap merchan-
diser put it as he sees it, “It’s the only
way we can pinpoint our advertising when
we want to put pressure on a territory.”
That too is a vital reason-why when the
spot index starts, as it will this fall, up.

Numerically there’ll be
more advertisers using
network time this fall
than at any time since

1943, although many will be spending less
money and buying less time than in the
past. NBC will be solid commercial at
night as usual. CBS will be somewhat
ahead of "46 despite the fact that it does
not appear to the trade that way. ABC
will be far ahead of last season, having
taken a number of accounts from its net-
work seniors. Mutual needs a Bing
Crosby at night to prove that it can gather
high-rating audiences. Actually despite
cries of a recession on network billings,
thelatter will be up from 10 to 20 per cent.

Fall will see the first big test of the
webs in their attempts to regain program
production leadership, a leadership which
they voluntarily relinquished to the
advertising agencies many years ago.
If the packages which they are making
available (see page 52) win top audiences

and are kept within a reasonable price
range, network broadcasting is in for a

new epoch.
m a buyers’ market, fall
will see an upsurge of
broadcast advertising. A number of
firms have made drastic cuts in their ap-
propriations (Lambert, Barbasol, Bristol-
Myers, etc.) but even these are expected
to come back to the air in full bloom
before the 1947-48 season is over.

With industry entering

There will be a number of broadcast
advertising failures this fall. That’s
because a number of firms are rushing
into the medium, expecting it alone to
cure their business ills. Radio doesn’t
function generally as a solo medium. It
produces best when it's part of a compre-
hensive campaign. While there are a
number of success stories which prove
that radio can carry the complete ad-
vertising burden, this is not recommended
as standard practice.

Sronsor’s “‘over-all” industry report
in this issue touches on many facets of
the broadcast business frequently ignored
—imarginal time, program ratings by
types (and their costs), current status of
FM, TV, and FAX, block programing,
and a detailed report on what appeals
to the listening public in contests and
giveaways.
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sponsor Cheek List

How (o Use Broadeast Advertising

do for your organization.*

a. Force distribution

b. Move product off shelves

c. Lend prestige to product

d. Build brand name acceptance

e. Build dealer-manufacturer relations

f. Impress stockholders

g. Improve employee relations

h. Supplement printed media advertising

i. Carry organization's primary advertising burden
“The nine items cover general requirements of manu-
facturing and sales organizations but each organization
has its own peculiar problems. These must be ascer-
tained in advance or else any advertising campaign
will probably fail.

Determine territorial coverage desired.

Centralize responsibility for broadcast advertising.

Working with your organization's advertising agency
select the broadcast form (spot or network) to carry the
campaign.

Build or buy the proper program or spot to reach the |
market for the product being sold. S

The program and stations or network being selected,
hold conferences with your staff so that the entire
organization knows the broadcast campaign and its
objectives.

Hold district meetings with your sales staff, briefing them
on the broadcast advertising campaign. There should
be preliminary meetings during which ideas of the sales
staff in the field are obtained on the campaign.

Set up a public relations conference with network or
station publicity men, your organization's publicity
department, agencies' press staff, independent pub-
licity relations’ men of talent and perhaps package
owner publicity men.*

*Working as a team these men can increase the audi-
ence of any program. Without organization and co-
operative operation waste through duplication of
publicity material is inevitable.

Establish a publicity plan for the campaign.

Make certain that everyone involved knows the person
in the organization who is responsible for your broad-

cast advertising.”

*That executive must be briefed on not only what the

broadcast is supposed to accomplish but the public

relations aspects of the program.

1

12

13

14

15

16

17

18

19

20

21

22
23

24

Make certain that talent pictures, biographies and full
program details (week-by-week details) are available to
everyone requiring them,

Plan tie-in advertising, point-of-sale material, dealer
mailings.*
*Correlation of all advertising activity with broad-
casting pays substantial dividends.

- .
Plan the program debut as a show, not as an opportunity
for organization executives to discourage listeners
through long talks.

See that effective on-the-air promotion of program starts
at least two weeks before the program makes its bow.”
*Free network and station time is available but many
advertisers are finding it productive of sales and in-
creased audiences to buy spot announcement time to
supplement what the stations and networks do.

See that a complete promotion kit goes out to stations
(if yours is a network program, the web's publicity de-
partment will work with your agency and your . dvertis-
ing manager on this).

Design a dealer and distributor promotion kit on the
program.”

*Make certain that the material does not duplicate that
which network stations will use for the same purpose.

program really be sold to its full audience.

Once the program has started to build its audience,
travel it if feasible.

Formulate plans for continuing promotion. Only
through week-in-week-out exploitation can a new

Tie program in with all merchandising and advertising i
plans.

Make certain that everything that is done promotion
wise—guest stars—special exploitation resches the
publicity departments of the stations and networks in
time for them to obtain newspaper space.

Plan mail-pulls (contests and give-aways) far enough in |
advance so that they may be merchandized ot the
point-of-sale as well as on the air.

Don't forget to write "'thank you' to the stations that |
make promotion reports on your program.
- {

Where possible have product packaging include refer-
ence to the program.

Check newspaper reaction to the program.”

*A special press clipping order is broadcast advertis-
ing life insurance.”

Broadcast advertising is o living thing; it requires
broadcast-by-broadcast watching, nursing, cultivating.
It’s a product that is being sold as well as one that is
selling for you. Broadcasting has to be worked at and
with to return full dividends. The easy way is the
non-productive way.

SPONSOR
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Radio’s

fastest Growing Seoment

O U —

Top spot programs now
available for sponsors

ocal programing will be in full swing
this fall. During the war it was
practically impossible to secure talent,
dramatic or musical, and the result was
evident in stations’ using more network
and syndicated material than ever before
in the history of broadcasting. It isn’t
only that local talent is now available but
also that a competitive situation has
already developed in a number of areas
which is forcing stations to realize that
they’ll have to fight for their audiences.
Little Theaters all over the nation, sus-
pended for the duration, are back in busi-
ness and many of the young disciples of
Thespis plan to take a fling at micro-
phonic dramatics. Singing schools are
discharging their first big postwar classes

JULY 1947

and these vocalizers will be storming the
doors of station program directors.

The raw material and the need for
using that raw material will be present at
most local stations. Station representa-
tives are already noting an influx of new
program availabilities. They had ex-
pected a return of ‘“Man on the Street”
broadcasts, more studio quizzes and more
home audience participation programs,
but plenty of others are being offered.

The big problem is to interest national
sponsors in local programs. Most users
of spot have become conditioned to using
spot announcements, not programs. In
some cases, although sponsors haven’t
become too aware of this, it's far more
economical to use spot programs than

spots. Especially is this true where it’s
possible for the national sponsor to
employ the services of an important Little
Theater group. Such a group may fre-
quently include the mayor and many of
the town’s noted citizens as actors.
Sponsorship of a group like this on a
twice-a-month basis will bring a national
sponsor as much local advertising as an
entire strip of spot announcements. lt’s
naturally simpler for an agency to buy
announcements. To select local pro-
grams in all the markets in which a
national sponsor desires coverage is a
tedious, almost endless job. It does,
however, pay dividends.

Two sponsors are laying plans which
will permit them to buy local programs
on a national basis without the timebuyer
involved going more than slightly crazy.
One will sponsor the outstanding local
quizmaster and will run a competition to
determine the nation’s outstanding
quizzer. This campaign may not geg
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under way until spring, although the
sponsor would like to get it started by
October. ‘there are, it scems, a number
of operational problems which have 10 be
solved first.

A scecond <ponsor will underwrite a
series of broadcasts of Little Theaters in 20
markets, with an annual award being
planned for the group which is voted out-
standing by its listeners. Here, also,
operational  problems may prevent the
campaign’s being put into operation
before the spring scason.

In both cases the sponsors have been
looking for a formuia which will enable
them to reach certain markets intensively
and cconomically. They want a program
which will have the appeal of Quiz of Tuoe
Cities (April sronsor) without a two-city
complication, although they don’t under-
estimate the appeal of the Al Buffington
production.

Spot programing has been made easier
this falt with the availability of network-
quality transcribed programs by a num-
ber of transcription companies. In every
category of programing there’s a recorded
series available which will do a top-rank
audience building job. Some sponsors
want to know what is being aired for

them  and in their cases et.'s are the
answer. They can hear just what they're
buying one.t.’s.

In the past there just haven't been any
productions like Cowan’s Smiths of Holly-
wood, Ziv's Favorite Story, Paragon's Mr.
Ace with George Raft, Kermit-Raymond's
Eddie Bracken or Chartoc-Colman’s Ted
Lewis Show, to mention five outstanding
new productions, available for local spon-
sorship. These e.t.’s make it as casy to
buy a top program locally as it is to buy
a spot announcenient. The production
organizations behind these shows are
promotion-conscious and are prepared to
merchandise their shows just as though
they were live.

This fall there’s actually nothing to pre-
vent a national sponsor’s buying the mar-
kets he wants on a local basis. Even the
networks make that simple with their
cooperative shows (see report on network
cooperative programs in this spot sec-
tion).

The spot program has grown up. What
any good station can offer compares
favorably with national network material.
Broadcasting has left another milestone
behind.

Millions will continue

to be spent

Since more than 50 per cent of all
the money spent by sponsors with local
stations comes directly from the 20 sec-
onds between network or local programs,
this minute portion of time is of vital im-
portance to the nation’s air advertisers.
It's also the period about which very
little is known except in results- by the
men who spend their advertising money
init.

Only the Ed Petry station representa-
tive organization has tried to find out
consumer reaction to these little bits of
advertising. The Petry organization dis-
covered that listeners do remember spots,
and, while the first report figures were
inflated, the actuat facts were still amaz-
ing.  Spot availabilities between top-
rated network programs are the most
sought-after time segments on the air.
The spots between these programs con-
tribute to the flood of advertising copy
between programs and the networks are
constantly sceking wavs and means of
making this selling mor¢ cffective and
less overwhehming.  1t's just a question of
time before network programs move their
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in breaks

advertising copy away from the beginning
and end of their entertainment vehicles
and the stations themselves will limit the
number of station break spots they'll sell
in any one hour.

This means one thing of course, station
and network break time will become more
expensive during the years ahead. There
will be very little change in rates during
the next year but there will be plenty of
pressure on sponsors to eliminate irrita-
tion copy in chainbreak time. Agencies,
feeling the need of making an impression
in a microscopic time segment, have re-
sorted to everything from bomb noises to
insults in order to obtain attention.

Amazing though it may seem, the most
successful spots have been neither insutt-
ing nor irritating. The Pepsi-Cola jingle,
the Chiquita Banana song, and the
Paradisc Wine tunc have all been good
enough so that they've been the basis for
songs that have become popular. When
the Pepsi-Cola singing spot was refused
by the New York Times station WQXR,
the agency got around the problem by
placiug the spot without words. The

station naturally couldn’t refuse to accept
a spot with just music and no selling.
Pepsi discovered that its jingle was well
enough established so that the listener
sang the jingle words himself when the
music was played. The consumer went
commercial.

Although the big spenders in the spot
field are more reluctant to talk than any
other group of air users, it's known that
more than a dozen advertisers will spend
over $1,000,000 each in spot placement
during 1947 [1948. Among these will be
American Chicle, Procter and Gamble,
and Miles Laboratories. The big five
cigarettes (Lucky Strike, Camel, Chester-
field, Philip Morris, and Old Gold) wili
each spend from $500,000 to $1,000,000
in the station break spot field.

Since the spot field is a very fluid one
any number of other advertisers may be
in the half million or better class when
the next season’s records are compiled.
B. B. D. & O. and Young and Rubicam
have station break campaigns in the de-
velopment stage which they feel will work
sales magic without irritating. Both, for
the first moment, sound as though they’d
turn out plug-ugly but within a few
seconds entertain. One produces smiles,
the other makes the listener think. Both
have a minimum of sales copy but do
reason-why selling that isn't apparent
without the spots’ being put under the
microscope.

Station breaks in TV have thus far been
devoted to time and weather. Six users
of television time this fall will try station
breaks for the first time sans weather or
time. DuMont has had the most breaks
to date, being the only station operator
that has been willing to try direct selling
via the medium. It has tried selling pipe
cleaners and a fish scaler-and-cleaning
knife. The results on both have been
interesting although the spots themselves
haven't used too effective copy. There’s
a great unexplored field in station breaks
in TV that will get a going-over during
1947-1948.  There are going to be
more TV stations on the air during that
period and some of them. wanting to cut
down operation losses, will find the way
out to be building their own programs and
selling spots between entertainment seg-
ments.

Irritation is usually employed by adver-
tisers when the creative font is at a low
ebb. There are too many new agencies
and account executives in the advertising
agency field this fall for any established
agency to take a chance on losing an
account.

As one radio executive said kiddingly,
“\Why irritate, light an ——."
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Entertain them with
spots and you sell “em

Spats really do not have to be objec-
tionable, irritating, or heavy-handed in
their setling.  They may be treated for
all the world like any other commercial
tme segment, part straight commercial
and part entertainment or information.
The singing commercial is in theory a
program spot. It only steps out of that
category when the lyrics are objection-
ablc. The height of good singing program
spots are unquestionably the Chiquita
Banana informational yet delightful tune
pwistings. Not only do the banana selling
spots intrigue, but public service spots
with the same tune, paid for by United
Fruit, save a lift to European relief. In
the same public service realm are the
anti-racial hate spots paid for by station
WNEW and released free to stations all
over the nation. WNEW’s two series of
singing commercials, dedicated to selling
America on “true freedom,’’ are credited
with doing more for liberal thinking than
any other campaign yet conceived.

Program spots run the gamut of enter-
tainment.  There are comedy spots with
the pay-off line the commercial. There’s
the quiz type of spot frequently done in
two one-minute broadcasts, usually with
a day between the question and the
answer. In some cases where telephone
responise is desired the question and
winner-announcement-answer broadcasts
are only hours apart. Typical of these
last are So You Think You Know Fashion,
Whe Is [t?, and Crime Quiz. There are
gag spots, time spots, weather spots, and
household hint spots.  The weather spots
were covered in June spoNsorR.  Time
spots are just what the name indicates,
service spots that give the listeners the
exact time. Household hints are like
Harry Coodman’s Helpful Harry which
advises, amuses, and sells.

Program  spots, like all spots, are
handled live (most quiz programs have to
be live), or via e.t.’s as weather, helpful
hints, gag, and whodunit spots are usually
presented.

The success of Chiquita, Weather
Jingles, Pepsi-Cola’s nickel jingles is
slightly fantastic. The first is reselling
the L. 5. A, on bananas. The second is
selling all types of retail business region-
ally and locally. Pepsi’s jingling is said
to have been outstandingly responsible
for Pepsi’s becoming Metropolitan New
York's number one cola drink. These
three all inform or entertain. They are
distince from the irritating straight com-
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mercial or even from the irritating version
of program spots. They achieve a selling
impact for the sponsor not only because
of the sales message but because the spot
itself entertains and creates good will
aside from the selling. Just as with
sponsorship of regular full-length pro-
grams, the entertainment feature and
the selling feature have equal bearing on
the final advertising results.

Program spots, while most effective for
the national advertiser if created ex-
clusively for the sponsor, are available
syndicated in both script and transcribed
form. Syndicated they permit local or
regional promotion without the cost of

recording or preparing special continuity.
Even when specially recorded, although
costs have gone up, they are still inex-
pensive enough to justify their being
made for regional coverage. Any number
of regionally-distributed products have
had special spot campaigns recorded for
them. A wine company increased its
business 200 per cent in Florida with one
campaign. A candy company in the
Middle West increased its retail outlets
1,000 times (previously it had limited
distribution) with a program spot which
is still identified with the product al-
though it’s been off the air now for well
over a year.

The program spot is the broadcast ad-
vertising answer to the problem of the
advertiser who has a limited budget and
still wants his advertising to reflect pres-
tige as well as sell.

Early a.m. dialing habits
differ from other hours

Very little has been known generally
about marginal time listening. There are
likewise more local success stories about
commercial presentations in these hours
than in any others, because on powerful
stations it’s usually only marginal time
that can't be preempted by a network
or sold out from under the local adver-
tiser for a number of other reasons. In
1947 marginal time includes those pe-
riods when rates are low because theo-
retically audiences are low also. It does
not include prime broadcasting hours
which are retained by stations under
present network contracts (non-option
time). Each network has a different
group of hours in its contracts over which
it has control or “first call.” Networks
also have coast-to-coast programs on
hours that are not theirs by contract.
Most network affiliated stations have the
hours from 6 to 8 p.m. and various daytime
hours clear of network commitments.
These periods are not, however, marginal
time slots. Most sponsors are unaware
of the existence of these marginal hours.
They’re beyond the coincidental tele-
phone rating hours and only A. C. Niel-
sen’s audimeter type of recording listen-
ing can and does report sets-in-use and

station tuning information for these
hours before 9 a.m. and after
11 p.m.

Marginal time is of two varieties, the
about-to-go-to-sleep periods and the get-
ting-up hours. It has in the past in-
cluded two choice segments, the 11-11:30

p.m.* half hour and the 7-8 a.m. hour.
Credit for making sponsors conscious of
the 11-11:15 p.n. impact goes to station
WOR in New York, whose 11 p.m. news
at an early date in commercial broadcast-
ing was found commercially effective by
Hoffman Beverages and Bond Clothes.
Following the pattern set by WOR, hun-
dreds of stations in metropolitan centers
throughout the U. S. scheduled news
summaries at 11 and promptly sold
them. While the available audience at
that hour does not compare with the
10 p.m. availability it’s big enough for a
sponsor to sell to, and what's vitally
important, the turnover at that time is
much greater. The 11 p.m. audience
differs more day-by-day than the audi-
ence at nearly any other hour. The early
morning audience, for instance, differs
little day by day, the habit of listening
at that hour being established and the
radio being used for specific reasons
easily charted. The 11 p.m. audience,
however, is composed largely of people
who do not normally stay up but have
stayed up the specific evening on which
they listen for any one of a hundred-odd
reasons. The number of homes having
their radio receivers turned on during
January 1947 between the hours of 11
and 12 p.m. were over 20%. Thisnaturally
doesn’t compare with the sets-in-use be-
tween the hours of 8 and 10:30 p.m. but
the cost of time and talent for this
period is only a small fraction of what
they are during the peak listening hours.
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The 11 pan. audience is larger by far
than the early morning which, according
to A. C. Niclsen, was 4.9 per cent of
the NR1 homes (Niclsen Radio Index
families, which while not a perfect cross-
section of American radio homes are
nevertheless representative of a large
part of radio America).

As indicated in the report on After-
Midnight Audience (May 1947 SPONSOR),
practically everybody listens late at
night at some time or other during a
normal month. That is more evident in
the 11 to 12 p.m. hour than it is after
midnight since more people are available
at the ecarlier time.

Indicative of what makes Mr. and
Mrs. Metropolitan America dial in the
carly mornings is the survey of listening
habits of New Yorkers made for station
\WNBC by The Psychological Corpora-
tion. The survey covered listening habits
in four New York counties (Richmond
County was excluded) and two New
Jersey counties, Hudson and Essex.
Peak carly morning listening proved to
be between 7:30 and 8:30 a.m. (nation-
ally the hour begins 30 minutes earlier).

Listeners to early morning programs
for the most part turn on the radio
themscelves; 70.1 per cent in the Psycho-
logical- WNBC survey indicated this.
Seventy-three per cent of the women
who listen turn their receivers on and
66.2 per cent of the men who have their
radio ears cocked for sound throw the
switch. Onty 29.9 per cent of the total
listeners listen to a radio that someone
else has turned on.

These listeners for the most part want
to hear just one station, 83 per cent dial-
ing only one station during the four
hours from 6 a.m. to 10 a.m. During
the same period 15 per cent dialed two
stations. Only 3 per cent dialed three.
Habit plus lack of time force most early-
morning listeners to pick a station and
stick to it.

Peak early-morning listening is while
the family is eating breakfast, with those
who listen while doing housework run-
ning a close second (men admitted doing
housework 1oo). Naturally there's a
sizable audience that listens as it dresses
but it's tess than one-third of that which
lends an car as it breakfasts.

News naturally is the first reason for
listening, with weather reports and time
signals having a vital part in sleepy-
cyed radio dialing. If there’s any one
kind of program that the New York
listener likes (and in this, Dr. Whan's'
and other surveys indicate that he’s not
much different from Mr. lowa or Kan-
sast it’s programs of old musical favor-
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ites.  Listeners can stand more dance
music than is currently aired but less of
marches or band music, religious music,
talks, and philosophy and readings.
While listening generally parallels avail-
ability (pceople at home and handy to a
radio recciver) there consistently seem to
be less than half the available families
who turn on their receivers. This indi-
cates an area of programing which may
be explored to increase listening during
am. marginal hours. Certain hurdles
present themselves to sponsors who would
like to reach that non-listening a.m.
audience. First, radio set owners have
to be sold the night before on tuming
on their radio receivers, through on-the-
air promotion or newspaper advertising.
There's little doubt but that personalities
in the early a.m. can and do increasc the

size of the audiences. Ben Hawthorne
did that for years on WTIC, Hartford,
Conn. (for G. Fox, department store)
and Arthur Godfrey was next to “news’
in popularity when The Psychological
Corporation survey was made in New
York. Most early-morning programs are
station-built but there’'s a wide-open
programing ficld for the sponsor and his
agency.

Habit is a great factor in all radio
listening and it reaches its heights in
listening motivation in the marginal
hours, before 9 a.m. and after 11 p.m,,
periods that are wide open for sponsors
in which to create new buying desires as
well as listening.

*During earlier years of broudrasting this period ez-
tended from 10 p.m.

1Dr. Whon makesfiannual surveys of lowra and Kansas
lislening.

Guesswork is skipped
with bloek=programing

Independent stations throughout the
nation have discovered that one way to
snare an audience, despite the great pro-
grams that networks bring to the nation’s
small towns and non-urban areas, is via
block programing. When in the mood for
music, listeners all over America usually
know where there’s a local station over
which they can find what they want.
One of the carliest stations to adopt a
block programing format was WNEW in
New York, although it did not call it
block programing then. The fact that
station WNEW had that noted pitchman,
Martin Block, under contract hetped the
station’s block programing formula along
to profit. The men who worked with
Block left the station eventually and
went forth to sell the cause of block pro-
graming and disk jockeys. Doug Arthur
went to WIBG in Philadelphia to start
his “King Arthur” clubs. Paul Brenner
took his record palaver to WAAT (New-
ark, N. J.) and Stan Shaw went to W]JZ
{New York). These are just a few of
those who personally took the formula
which Block developed so successfully at
WNEW and helped to build listening for
stations and sales for their sponsors.

Although Martin Block is credited gen-
erally as being the most successful ex-
ponent of block programing, the similarity
of names is just an accident. Block pro-
graming or mood programing as it's
called at the networks is simiply pro-
graming for one type of listener over an
extended period of time. The skein of

soap operas in the afternoons which holds
a steady group of dialers, program after
program, is perfect block programing.
NBC's Tuesday night “'big four” comedy
group, Amos 'n’ Andy, Fibber McGee &
Molly, Bob Hope, and Red Skelton, is per-
fect block programing — programing
through which Date with Judy and Miiton
Berle, which precede this two-hour block,
are trying to profit. Judy, while comedy,
is not in the fast-moving league of the
other programs and thus far has been
able to capture only half the audience of
any of the “‘big four.”

A very important question is just how
big a block should be used to hold an
audience. NBC's soap opera block runs
four hours, from 2 to 6 p.m. CBS' day-
time serials run from 11:45 am. to 3:15
p.m., with two minor breaks in mood—
Wendy Warren and the News at noon,
where Kate Smith formerly held forth, and
Perry Mason at 2:15 p.m. Wendy is part
daytime dramatic strip and part news,
and while Perry Mason detects, his cases
are usually such as will appeal to the
housewife. MBS has a little block all its
own on Sunday afternoon, a whodunit
cluster which starts with House of
Mystery (a juvenile cliff-hanger), con-
tinues with True Detectire Mysteries and
The Shadow. Then MBS loses its arm-
chair detectives with Quick as a Flash
and Those Websters. A goodly portion of
the crime fans return to Mutual to hear
Nick Carter. This return of the air's
scekers-after-mystery is unusual, for
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EDDIE CHASE, emcee of the
“Make Believe Ballroom’—one
of the most listen-able and pro-
duce-able shows in radio.

* » * x * * SUPER SALESMAN

A

EDD]E Chase calls himself a “disc jockey,” but that's one of
the most modest claims ever made north of the border. Eddie's *“ Make Believe Ball-
room’’ in ten vears has sold evervthing from automobiles to potato chips . . . in quantities
that has earned him the justihable title of The Detroit Area’s Top Salesman. » » » llis
smooth knack of weaving a sales punch throughout a carefully picked musical program
is a tried-and-terrific formula . . . for sponsors and listeners alike. ‘‘Nake Believe Ball-
room’’ over CIKLAV is more than just a disc show . . . it is a daily and Sunday institution
in America’s Second Market! » » » Why not get yourself a share of Eddie Chase, while

there’s still time?

5,000 Watts
at 800 kc.
Day and Night

J. E. Campean, Managing Director ® Mutual System
Adam J. Young, Jr., Inc., Natl, Rep. ° Canadian Rep. H. N, Stovin & Co.
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normatly when a block of programs is
mtcrrupted by a show that's not in the
block mood, the audience is lost for hours.
Apparently Mutual wins them back be-
cause the listeners have no other programs
on which to expend their tailents at trying
to outguess the air's detectives,

While most block programing is verti-
cal, one program after another, horizontal
block programing is also vitally effective
in holding audiences, The daytime strips
prove this as did Anios 'n* Andy and Kate
Smith years ago and Chesterficld Supper
Club today. The same type of program
at the same hour every night cuts down
the time required to develop the habit of
hstening.  Again WNEW is into block
programing with both feet, with a half-
hour mystery every night at eight. Being
a very profitable operation for both the
station’s owners, Arde Bulova and Milton
Biow, and its advertisers, the station is
building that horizontal audience first
before extending and setling it. There’s a
strong feeling among program builders
that the whodunits every night will give
the competing 19 stations in the metro-
politan New York market a run for their
audiences.

The old idea of giving an audience
something of everything during an
evening made sense but audience surveys
have proved that it doesn’t build listening.
One mystery builds up the yen for an-
other. One hot band develops the mood
for more popular music. One modern
melodrama makes daytime listeners want
to hear more of the same.

In another fashion newspapers have
discovered that block designing of their
publications has increased circulation and
intensity of readership. The New York
Times for years avoided having its news
of interest to women in any one section.
Then it decided to try a page of women’s
features. Proof of increased readership
by women was almost immediate. Sports
news is always in one newspaper section as
is news of the theater and business.
Attempts at putting something for every-
one on each page of a newspaper have
failed time and time again. The human
mind, in reading and listening, seems to
enjoy being in a consistent mood.

Block programing fits perfectly into the
buyving of time. \When a sponsor or his
agency knows that a station has been
programing popular music for an extended
stretch of time and in addition has rating
mtorm1ation to prove that the station has
an audience for its stretch, buying is made
simple. Worcester's WTAG has always
been  promotion-minded and with the
backing that the Worcester Telegram &
Gazehe gives it has dommated its market.
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The 25-point sponsor check
list (page 18) is your radio

advertising life insurance

As a CBS outlet, it's constantly giving
network programs as high as 50 per cent
more audience than the same shows snare
nationally, Last December a new station,
WNEB, came into the market without a
network affiliation. By June of this year
it had gathered 25 per cent of the morning
audience, a tittle under one-third of the
afternoon listening, and 13 per cent of the
nighttime’s. The last seems low but it’s
ahead of listening to NBC's outlet serving
the area, WBZ of Boston. In six months
it’s the number two station in \Vorcester.
WNEB is programed 100 per cent block.

Up in Canada Jack Cooke bought a
station in Toronto in 1944. Canadian
listening is even more faithful than any
in the U. S. A. Toronto had two stations
that in 1944 had been on the air 17 years
{CBL and CFRB) and one (C]JBC) that
had been on the air eight years. Cooke
decided to block-program CKEY, to give
tisteners what a check determined
they wanted to hear. The station’s
growth in the past three years has not
only been the tatk of Canada but any
number of independent station owners in
the U, S. have visited with Cooke to learn
the block programing secret.

Powerfut WCKY (50,000 watts), Cin-
cinnati, because of an unusual set of cir-
cumstances decided in 1944 to go it alone.
Having been the local CBS outlet for
years and having that network’s pro-
grams shift to another local station re-
quired herculean promotional and pro-
graming efforts to hold an audience. The
owner, L. B. Wilson, was a showman
before he became a station operator. He
decided not to buy ‘‘big”* names but to
block-program. Results have been that
despite a strike at the station it has held
a sizable share of the audience of Ohio’s
Queen City. What's happened in Tor-
onto, Cincinnati, Worcester, and New
York has happened all over the nation—
in Memphis, Hartford, and Los Angeles
to mention a few.

Networks discovered the piinciple for
the first time when CBS President Frank
Stanton, then research head of the chain,
announced some of the resuits of their
diary studies. He called it “‘mood pro-
graming” and pointed out how station
after station lost its listeners and had a
tough time finding them again because a

program not in keeping with the mood of
a number of programs in a block was put
right in the middie of such a group,
Columbia controlled-and-operated (C&QO)
stations almost at once began to adjust
their schedules. The other networks at
first scoffed at but later tried the mood
idca and discovered that one of the
reasons why certain nights on the net-
works had been so big in the past (in
audiences) was because of block program-
ing. NBC went to work to sell the F. \W.
Fitch organization on putting comedy in
what had in the past been only a band
program (Bandwagon) in between two
great comedy shows (Jack Benny and
Chartlie McCarthy). Both Fitch and the
programs on both sides of the Bandwagon
profited.

ABC went to work on Friday nights,
with Lone Ranger, Fat Man, Your F. B. 1.,
Break the Bank, and The Sheriff. Only
Break the Bank wasn't in the block mood
but it was a fast-moving money show and
that usually hotds a whodunit audience.
The result has been that ABC is fre-
quently first on Friday nights, losing its
audience only at 10 p.m. (est) when
ABC’s Gillette boxing bouts takes over.
NBC picks up that audience with Sterling
Products’ Mystery Theatre.

Just putting a bunch of mystery shows
together isn’t the block programing
answer. The programs themselves must
be good to start with. However, these
same programs all by themselves fre-
quently would find it hard to draw a top
audience. That's true also of disk jockey
programing. The choice of the disks, the
spotting of the talent on the platters, the
mood of the continuity (Block has con-
sistently refused to handle canned com-
mercial continuity to make certain that
the selling is in the mood—his mood —so0
that he can handle it without losing his
listeners) all are important.

Good shows, block programed, are an
almost certain formula with which to
build an audience receptive to sales mes-
sages. lt's a prescription that is used fre-
quently by a timebuyer when he has no
other index of station popularity.

Stations also find it good fun - -all's fair
in snaring an audience—to steal an audi-
ence by block formula. \When one station
changes its mood another can take an
audience away from it and frequently
does. The station that fractures its block
booking is usually “forced” to do it by
having a sponsor insist on a show that
doesn’t befong with the other programs,
or clse its block has run as long as 1t feels
wise for maximum productivity.

The wise station is refusing, when it
can, that out-of-the-mood program.
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Transeribed
fall best in r:

While there’s no commercial job in
radio broadcasting that transcriptions
can’t do (June sPoNsOR) the niche which
they fill most completely is spot. Today
there’s an open-end transcription for
practically every need. Harry Goodman,
for instance, has program spots for just
about any sponsor. His weather spots are
now really famous to such a degree that
they obscure his equally productive Con-
gratulations (one for every birthday in the
year), musical time signals, Looking
Ahead—30 seconds of new inventions for
the “forward-looking sponsor”—and a
host of others.

What Goodman is to the announcement
spot user, Frederic Ziv is to the user of
top-ranking programs. His Barry Wood
Show, Wayne King Show, Easy Aces,
Ronald Colman’s Favorite Story, give the
users of spot programs a wide choice of
vehicle. Lou Cowan is fairly new to the
transcription business but he also has an
e. t. catalogue that runs the gamut from
disk jockey to the all-star Smiths of
Hollywood. Cowan also has something
for everybody. For the juvenile audience
there’s Red Ryder and The Virginian.
For the sports fans Cowan has Joe
McCarthy Speaks and for mystery lis-
teners he has Murder at Midnight. 1t is
in the whodunit category that the tran-
scription  organizations really shine.
That’s because there’s hardly a single
mystery, live or otherwise, that doesn't
land a sizable audience. From The
Shadow and The Avenger of Charles
Michelson through Ziv's Philo Vance,
Boston Blackie, and Manhunt, NBC'’s
Five-Minute Mysteries, Haunting Hour,
and Weird Circle, all the available thrillers
have proved audiences and few records of
advertising failures.

Besides the long-tested material there's
Paragon’s Mr. Ace, Chartoc-Colman’s
The Ted Lewis Show, Kermit-Raymond’s
group of open-end material, to mention a
few of the newly-transcribed availabili-
ties. SpoNnsOR’s list of transcribed pro-
grams in the Fall Facts edition covers only
those programs which are in current pro-
duction—as of July L. This does not
indicate that the productions in stock are
any worse or better than current produc-
tions but rather that these “standards,”
so to speak, are known to most agency
and sponsor radio men and need not be
reported upon at this time.

As more and more advertisers turn to
open-end transcriptions, broadcasting will
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shows this
wdio history

have an expanded opportunity to prove
itself. Transcriptions have removed the
dead end from the radio advertising road
of regional sponsors and national spon-
sers who have a local job to do.

They do not replace the need to pro-
mote broadcast programs. [t's even more
dangerous to stick an e.t. on a station and
let it run than it is to put a live show on
an outlet the same way. That’s because

<4

it’s casier for a station to do nothing about
an e.t. than it is to twiddle thumbs when
there’s a live program or a network com-
mercial being scheduled. A local live
show just naturaily raises the temperature
of station activity. Stations like ‘‘to make
a showing” on network programs too.

Ziv, Cowen, NBC-Radio Record-
ing and most other good transcription
producers build promotion kits for each
of their shows. Outstanding among these
is the kit that Kasper-Gordon has de-
signed for the Buddy Bear juvenile series.
It has everything, even a miniature Buddy
Bear himself.

R—RATED PROGRAMS

"ARE ALL-ON WTAG*

“FALL-WINTER REPORY, OCTOBER 1946 THROUGH FEBRUARY 1947

WIAG ==

PAUL H RAYMER 0. /2.
National Sales Ropnunlohvu @
6 :

WOR(ESTER

580 KC
5000 WATTS

AFFILIATED WITH THE WORCESTER TELEGRAM-GAZETTE
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THE BEST-KNOWN, BEST-LOVED STORIES OF THE WORLD'S
MOST ILUSTRIOUS WRITERS:

¢ CYRANO DE BERGERAC ® JANE EYRE ® LITTLE WOMEN

e HUCKLEBERRY FINN ® LES MISERABLES ® WUTHERING
HEIGHTS ® 20,000 LEAGUES UNDER THE SEA ¢ A
CONNECTICUT YANKEE IN KING ARTHUR'S COURT

AND MANY MORE MAGNIFICENTLY DRAMATIZED FOR RADIO

52 HALF HOI
NOW AVAILAB
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HOW OF THIS MAGNITUDE . . . .

ARE COMBINATION OF PRESTIGE AND DYNAMIC
RTAINMENT ... AN UN PARALLELED TRIUMPH
OF TRANSCRIBED SHOWMANSHIP!




svudicated Transeriptions A

as reported i produe o as of Joly 11917

allabilities

TITLE

AOVENTURES OF BUDOY BEAR

ADVENTURES OF OICK COLE

AOVENTURES OF PINDCCHIO

AVENGER

BABY OAYS

BARRY WDOO SHOW

BLACKSTONE, MAGIC DETECTIVE

BOSTON BLACKIE

CALLING ALL GIRLS

CAPTAIN STUBBY ANO THE BUCCANEERS

CASES OF MR. ACE

EASY ACES

EOOIE BRACKEN SHOW

FAMILY ALBUM

FAVORITE STORY

FORBIOOEN OJARY

FRANK PARKER SHOW

FRANKLYN MAC CORMACK'S BOOK OF MEMORIES

FURS ON PARAOE

GLORIA CARROLL ENTERTAINS

GOSPEL SINGER

HAPPY GANG

HOBBY LOBBY

HOLLYWO0O0 OOINGS

HOLLYWO00°'S OPEN HOUSE

HOME 1S MY CASTLE

HOWOY PARONER

HYMN TIME

1B $ MUSIC HALL

IMMORTAL LOVE SONGS

IN HIS STEPS

INSIOE $STORY

JIMMY WAKELY'S WESTERN SONG PARAOE

IT REALLY HAPPENEOQ

JOE MC CARTHY SPEAKS

JOHN ] ANTHONY

TYPE APPEAL TIME PRICE

DRAMA JUVENILE 15MIN 453 WEEK BASED ON MARKELET
Juvende sene | but not & ehff-lwger  Movie, merelandising tie-ins

DRAMA JUVENILL 30 MIN 1 AWLEK MIN $10

Adventure senies, lased on comie magnzne charaet r. Magazine te-ng

DRAMA JUVENILL 15 MIN 45 A WEEK BASED ON MARKET
Adaptation of elildren’s book of the same title
DRAMA FAMILY 30 MiIN 1 A WEEK MIN §t0
Simlar to “The Shadow My stons -adventure series
TALKS WOMEN 15 MIN, | 2 A WERK BASED ONX MARKLT

Talks to women by a physician on the subyeet of baby care, baby feeding, ete.

MURICAL FAMILY 15 MIN.3 5 A WEEK BASED ON MARKET
Big-t me musienl show featuring Barev Woord, Margaret Wiating

DRAMA JUVENILE 15MIN. 1 5A WEEK MIN. $10
Iach complete mtsell.  Mystery, followed Uy nisicte trick deseribwed by Blarkstone

DRAMA FAMILY 30 MIN. 1 A WEEK BASED ON MARKET
Richard Kollinar stars as Boston Blackie.  Mysters drumas, adventure stufl.  Movie tie-ins

TEEN AGE WOMEN 15 MIN. 1.\ WEEK BASED ON MARKET
Fashion talks, songs, guest apprarsnces by screen and entertsinment personahities

PROOQUCER
KASPERAGORDUN

CHARLES MICHELSON
EDWARD SLOMAN

CHARLES MICHELSON

HARRY GOODAAN
TREDERIC W 71V
CHARLES MICHELRON
FREDERIC W, ZIV

I‘EF.I)I-'.RI(.‘ WOZIY

MUSICAL FAMILY 15 MIN. 1 5 A WEEK BASED ON MARKET
Five-man nnwlh- cnsemble, singing popular and cowboy songs

TRANSCRIPTION RALES

DRAMA O FAMILY 30 MIN, | A WEEK $4<ED ON MARKET
Half-kour whadunit of lhe hard boiled 2chool.  Stars George Ruft, Written by Jason James

COMEDY 15 MIN, 34 54 WEEK  BASED ON MARKET

l\\lll\

PARAGON

FREDERIC W ZIV

Jane and Goodinan Ace 11 one of radio’s most popular comedy shows. Written by Gondman Ace

COMEDY FA ll .Y 30 MIN. 1 A WEEK B\\ED ON \l-\l{hET

RERMIT-RAYMOND

Situation comedy, form (rl\ on CBS as live show for Texas Co.  Stars Eddie Bracken and Aun Rutherford

MUSICAL FAMILY 15 MIN, [ 5 A WEEK HBASED ON MARKET,
STATIONS USED !

Mythical “Family \lbum." rach suapshot leading in to a song

BASED ON MARKET

DRAMA 0 FAMILY

30 MIN. 1 A WEEK

KASPER-GORDON

FREDERIC W Ziv

Romld Colman slars, suppum-d by top-notch radio and movie plm ers. Lavish, colorful dramatizations

DRAMA \\()\I EN 15 MIN.S 64 W hhl\ BASED ON MARKET
Contiuucd story of the soap opera type.  Events i the life of a small-town family

MUSICAL FAMILY 15 MIN. 1 54 WEEK BAZED ON .\I\RKET
Family musu-al starring Frank Parker and Kay Lorraine.  Features guest staes

POETRY )

WOMEN  3MIN.56 AWEEK  §10 5100
Poetic readings by Franklyn MacCormack against an organ backeround

INTERVIEW 15MIN.1 54 WEEK  BASED ON MARKET

WOMEN

" PARAGON

FREDERIC W ZIV

CHARTOC-COLAMAN

KASPER-GORDUX

Revised each yeur. Covers all plisses of fur manulactunng, ete.  Designed for local fur retailers

MUSICAL FAMILY 15 MIN. 1 5 A WEEFK BASED ON MARKET

Mizsical comedy and popular tuues sunz by Gloria Carroll

KASPER-GORDON

I MURICAL FAMILY 15 \II\ I 54 \\ FFl\ BA\ED ON MARKET
Edward \I.u Huzh sings hyns, reads poenis. and offers {mndl\ phllosoph\
VARIETY FAaMIL \ 30 MIN. ) AW l:.l;l\ ASED 0\ M \I(l\l:.T

Musical-variety type (-nm-rd by BI"" Pearl. (,olg.nlr-l’almoln‘e-l’ml spousors it in Canada

AUDIENCE P\\lll\ 30 MIN, 1 A WEEK
PARTICIPATION
Dave Elman's show, which gathers hobbyists from sl parts of the world. Name guest stars

SCREEN APPEAL  WOMEN 15 MIN.1 50 WEEK ON REQUEST

BASED ON MARKET

HARRY 5. GOODMAN
CHARLES MICHELSOA

KERMIT-RAYMOND

JACK PARKER

Hollywood chatter ubout sturs and movie-making.  Features Jack Parker and Betty Unders oud

VARIETY FAMILY 30 MIN. 1 A WEEK MIN. 320
Matches top-rate network vanety shows.  Drana. guest stars, comedy, name vocalists, ¢te
TALKS WOMEN 15 MIN. 3 A WEEK $2.50 TO §20
»how deuls with problems in home decoration

FARM FAMILY 5 MIX, 56 A WEEK $10 TO $75
\\«sh ern and l'olk songs Iy Rex \llen. star of WIS Bnrn Dance

MUSICAL TFAMILY 15MIN.3 5AWEEK  ON REQUEST
“2milin® Ed” McConnell, now tn 19th year on lh(' air, sings hyinns, gives homely philesophy

MUSICAL ADULT GO MIN T A WEEK 0; REQUEST
Serious music w th commentary

KERMIT-RAYMOND

TRANSCRIPTION BRUADCASTING

" CHARTOC-CULMAX

CHARLES MICHELSON

183

MUSICAL WOMEN 5MIN,30RS5 A\ WEEK  BAED ON kl‘\R-KHT
Romantic povins and love songs against an orgun background.  Low-budeet type

DRAMA FAMILY 30 MIN. 1 A WEEK BASED ON MARKET
Story of a voung preacher.  Emphasizes kindness and tolerance

DRAMA MEN & MIN. 3 6 A WEFK ON REQUEST

Oue-man story lclhr show. Hun:an ainterest, aml surprise<«nding stories

EDWARD <LOMAN

TRANSCRIPTION SALES

CHARTOC-COLMAN

SELECTED FEATURE>

MUSIC \l FAMALY 15 MIN, 'i\\\Hl\ ON REQUEST
Ty pll‘ al hall- b.ll\ songs aitd doin’s. Twlored for farm niarkets
DRAMA FAMILY 1I5MIN, T S \\\}rl\ ON REQUEST

Jim Amicche tells httle Lnoun sturics of well-known prople

SPORTS MEN 5MIN,3 5\ WEEK MIN s10
Stories by Ju MeCarthy about the greoat baschall stars of texlay and vestenduy

].\Tl'.l{\'“':\\ \I)l'LT 15 MIN 2 \ WEEK B\‘l‘.l) U\ \I\Rl\I'T
The old “Gonel W 1l Honr™* 1n 3 quarter b- ur format.  Human-relations stuff

TELE-RADIO CREATIONS

LOUIS i, COW AN

KERMIT-RAYMUND

28
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An exciting . .. intriguing . dramatic 15-minute
open-end transcription series now available
for local, regional and national sponsorship.

STARRING E

who becomes America’s newest exciting Story-Teller . . with
IT REALLY HAPPENED!!!

Telling intense, absorbing, educational stories bascd on the least-
known facts of the most well-known people, Jim Ameche comes to a 3

large loyal audience with entertainment at radio’s best ... IT REALLY ‘g
HAPPENED!!! . . An Open-End Transcribed 15-minute show.

Available now . .. for local, regional or national coverage . . . a pro-
gram designed to please and to pull .. IT REALLY HAPPENED!!!

TELE-RADIO CREATIONS, INC. is an organization FOR AUDITION RECORD: WRITE — WIRE — PHONE
of leading radio producers, dircctors, writers (
P

and artists equippcd to meet all your radio
necds . . . musical, variety and dramatic .. . live

and open-end transcribed productions.
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TITLE

MAY LORRAINE SHOW

MEEPING UP WITH THE WIGGLESWORTHS

KORN ROBBLERS

LIFE AND AOVENTURES OF SANTA CLAUS

LIGHTNING JIM
LINDA’S FIRST LOVE
LOVE LETTERS

LUNCHEON AT 3SAROI‘S

TYPE APPEAL TIME PRICE {

FaMILY 15 MIN, 1-2 A WEEK | BASED ON MARKET

* sotgstress, mings standard and popular musical Favorites

BANED ON MARKET

MUSLCAL
Kay Lorrsine, ex-"' 11t Parade

DRaNA FAMILY

A sverage American f

| MLUsICAL FAMILY 15 MIN
Novelty tmusteal arrangements, and slagstick eoined

15NN, 1 3 A WEEK
ty & dury problems

354 WEEK BASED ON MARKET |
the Kornt Kobblers.  Alan Courtoey, me

BASED ON MARKET

DiAMA JUVENILE 15 MIN. 3 5 A WEEK
Adaptation of book by Julie Lan  explamng Chnstmas traditions
DRAMA JUVENILE 30 MIN, 1 A WEEK BAXED ON MARKET

Futuous silent-film stur, Franeis X. Bushman, plavs part of two-fisted froutier marshal

DRAMA WOMEN 15 MIN, 5 A WEEK BASED ON MARRKET
Soap oprra with 1000 epsodes already eut.  Avalable in markets not covered by Kroger spousorship
MUSICAL WOMEN 15 MIN, 1 A WELK $6 TO $25

Rowuntre pos try rewd sguinst background of organ sud cello

30 MIN, 54 A WELK BASED ON MARKET
Availsble for partiepating sponsorship

Strictly wotnen's show.

CINTERVIEW
Like Tom Brennemun's show.

WOMEN
Bill Slater does interviews

MAGIC CHEF

MANHUNT

MARY FOSTER EOITOR'S OAUGHTER

MUROER AT MIDNIGHT

MYSTERY HOUSE

NDRA MARTIN SINGS

0LO CORRAL

ONE FOR THE BOOK

PERSONAL PROBLEMS

HARRY 5. GOODMAN

 HARRY * GOUDMAN

PROOUCER

FREDERIC W. ZIV

KASPER-GORDON
FREDERIC W. ZIV

HARRY & GOODMAN

" CIARTOC-COLMAN

KERMIT-RAYMOND

TRANSCRIPTION BROADCASTING

FREDLRIC W. ZIV

[IARRY 5. GOODNIAN

LOULS G. COWAN

IIARRY S. GOODMAN

TALKS » WOMEN 15 MIN. 5 A WEEK $2.50 TO $20
Kitchen goswip, recipes, and housebold hints by the Magie Chefl
DRANMA FAMILY 15 MIN, 1 5 A WEEK BAZED ON MARKET
\lyslery thrller, cach rpxsode complete.  Dashing-amsteur-detective-solves—crime stuff
Dl(,—\.\l.-\ \\O\IF. 15 MIN 5A WEEK BASED ON MARKET |
Svap opera.  Available nmrkclr not covered by Kroger sponsorship
DRaAMA DULT 30 MIN, 1 A WEEK BASED ON MARKET
Slick psychological-suspens: dramas, cich episode complete
DRANMA FAMILY 30 MIN, 1 A WEEK BASED ON MARKET |
\l)sury dramas acted on b) ataff of fictitious publnslnnﬂ house
\Il\ICAL FAMILY 15 MIN 3 A WEEK $5 T0 $50

[ntiviste-type musical featuring Nora Martin, former sidger on Eddie Cantor progrutn

TRANSCRIPTION BROADCASTING

\_\I(IET\ FAMILY 15 MIN, 3 5 A WEEK IH&ED ON MARKET |
Western musrcal show with varrety format and runnmg Jove story starring “Pappy’ Cheshire

FREDERIC W. ZIV

\l‘ORT9 1L.\ _ 5 MIN, 5 AW hH\ BASED ON MARKET | FREDERIC W. ZIV
Little known stories about lng names in the world of sports
TALKS WOMEN 15 .\ll.\'_ 3-5 A WEEK | BASED ON MARKET | JIARRY £ GOODMAN

Advice on personal family problems by Allie Lowe Miles

PHIL BRITO SHOW

PHILO VANCE

FAMILY | 15MIN,3-5 A WEEK | MIN. $10 |

MUSICAL | 3
Phil Brito sings old and new favorites

CHARLES MICHELSON

30 MIN, 1 A WEEK

PLEASURE PARADE

| DRAMA FAMILY | BASED ON MARKET | FREDERIC W. Z)V
Mystery-sdventure stories, adapted from the works of S. §. V'an Dine
| MUSICAL FAMILY 15 MIN,3-5 A WEEK | BASED ON MARKET | FREDERIC W. ZIV

Can be used as half-hour show by combining two disks. Milton Cross, Jimmy Wallington, Vincent Lopez

REQO RYOER

DRAMA | JUVENILE | 30 MIN, 1-2-3 A WEEK | BASED ON MARKET
Bused on western adventures of famous movie and comic strip character

LOUIS G. COWAN

REMINISCIN® WiTH SINGIN® 3AM

| MUSICAL | FAMILY | 15 MIN, 34 57A WEEK BASED ON MARKET
Song favontes of taday and vesterday, given the modern treatment by Singin’ Sum, and the Mullen Sisters

TRANSCRIPTION SALES

SINCERELY, KENNY BAKER

| MUSICAL | FAMILY | 15 MIN, 1-3-5 A WEEK | BASED ON MARKET |
Kenny Baker, Donna Dac and Buddy Cole’s ‘orchestra in a low- budget musical

FREDERIC W. ZIV

SMITHS OF HOLLYWO00O

COMEDY | FAMILY | 30 .\ll.\‘, I A WEEK | BASED ON MARKET
Big, expensive show with situation-comedy fortnat aud name Hollywood guest stars

LOUIs G. COWAN

SONGS OF 6000 CHEER

FREDERIC w. ZIV

STAR STORIES

STORIES 8Y LEOERER

VBIUSICAL | FAMILY P] 15 MIN, 3-5 A WEEK | BASED ON MARKET |
Can be doubled to make half-hour show. Features songs from famous operettas, musical comedies
DRAMA | FAMILY | 15 Ml.\'. 1-3-5 A WEEK | MIN. 85 STARR PRODUCTIONS

Dramatic-narrative true stories with surpnse endings. 1'ses narrator and organist

DRAMA WOMEN 15 MIN, 2-3-5 A WEEK  BASED ON MARKET
I'ilm star Francis Lederer appears in dramatizations of famous love letters and love stories

KERMIT-RAYMOND

STREAMLINED rm; :us DRAMA JUVENILE | 15MIN, 1-5 A WEEK BASED ON MARKET  HARRY & GUUDMAN
Aodern dramatized versions of well-known fairy tales. Special Christmas shows included
TEO LEWIS SHOW \';\RIETY FAMILY 30 MIN, 1 A WEEK $30 TO 8650 CHARTOC-COLMAN
Ted Lewis and his orchiestra in a musieal-variety format
TEX AITTER SHOW DISK JOCKEY FAMILY 13-30 MIN, 36 A WEEK ' §50 TO $100 1 CHARTOC-COLMAN
Tex Ritter spins the platters, featuring wostem. hillbilly, and folk recordings
MA FAMILY 30 MIN, l A WEEK | BASED UN MARKET  LOUIZ G. COWAN

THEATER OF FAMOUS RAOIO PLAYERS

DRA
\ell Kknown ndm stars playving lead roles 10 comedics, my: etenes, adventures.  Each episode complete

THIS THING CALLEO LOVE

DRAANA WOMEN 3 MIN, 3-5 A WEEK BASED ON MARKET
Dramatizatious of ereat love scenes of history and Literature, with cast of two or more

EDWARD 3LOMAN

TOMMY OORSEY SHOW

DISK JUCKEY | FAMILY | 60 MIN, 5 A WEEK MIN. §30
opular records and ehatter about the performers and artists by this well-known band leader

LOUIS G. COWAN

TOUCHOOWN TIPS

WAYNE KING 3HOW

| sPORTs | MEN 15MIN, § A WEEK , BASED ON MARKET
Sam Ilaycs gives probable gamne scores. ratings. standings, ete. Available [3 weeks in the fall

NBC RADIO-RECORDING

| MUSICAL FAMILY | 30 .\I_I.\. I A WEEK | BASED ON MARKET |

FREDERIC W ZIV

lllegant, expensive, network-type musical featuring M avne Ring, Nuncy Evans, Larry Douglas, and others

WESTWARO HO!

| MLSICAL | FAMILY 5 MIN.3-5 A WEER BASED ON MARKET |
Curley Bradley, cowboy singer and philasopher, sings song storics of the west

TRANSCRIPTION SALES

WINGS OF 3ONG

| MUSICAL | FAMILY | I5MIN.15AWEEK | BASED ON MARKET |
Prestige-type big choral group with full orchestra 1n stundard musical favorites

TRANSCRIPTION SALES

YOUR HYMN FOR THE OAY

AMUSICAL ] FAMILY | 5MIN,3 5\ WEEK BASED ON MARKET |
Gene Baker sings familiar hymns in this show, 2ives bnef scrmoncttes, relitious poems, philosophy

TRANSCR{PTION SALES
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Mr. Sponsor Asks...

~Why do national spot advertisers prvl'vr to use

chainbreaks and spot announcements vather thamn

spot programs even when costs are roughly cqual?”

Arch Patton

VP in charge of advertising

Wilbur-Suchard Chocolate Co.

The
Picked Panel
SHISWEIS

Mr. Patton

The reason Bulova
watches are sold
by announcements
rather than local
programs is sim-
ple: For 20 years
announcements
have worked for
us and our
sales prove it.

However, it’s
well to keep in mind that we don’t use a
real chainbreak or spot announcement
except on two stations where they are
only choice), but a time signal. Bulova's
spots are a service as well as advertising.

Bulova has never bought local pro-
grams. We prefer to stay within the
original formula of the straight time
signals wherever possible. 1t would be a
very doubtful move on our part to throw
away a workable formula like this, as well
as lose our time signal franchises, even if
we knew that local programs could work
for us.

In general, though, one major reason
for the fact that national spot advertisers
prefer chainbreaks and spot announce-
ments is that both they and the stations
overlook, in local programing, what might
be called, “continuity of interest.” If
an advertiser is a short-term, in-an-out
guy he is usually not willing to stay with
a local program long enough to let it
build him an audience. Stations also
yank local sustaining programs in and
out of a time slot.

32

If stations want to sell more local pro-
grams, the answer lies in finding and
developing good local talent of all types,
building a program vehicle, then keeping
the program in a spot long enough to
build an audience for it.

With few exceptions, stations lean on
their network affiliations, and are unwil-
ling to invest the money, time, or origin-
ality required to develop local programs
with local talent. These stations will
have to become more than a transmitter
for network programs and record shows.
Until then, chainbreaks or spot annournc-
ments between two top-rated network
shows are the test buy.

C. A. “FriTz”” SNYDER
Radio Director
Bulova Watch Co.

} We have found
' from our experi-
| ence that the value
of all spot radio,
which so perfectly
fits the needs of
advertisers  who
' have “spotty” dis-
tribution, is fur-
ther enchanced by
by the fact that
each market may be treated individually.
Sonietimes, of course, there's a budget
problem, and the only thing the client
can afford is chainbreaks or minute spots.
\Where there is more money available for
a market, you increase the efficiency of
the advertising by buying programs.
There is, then, no real preference as
such for chainbreaks or announcements
rather than programs. We buy either—
or both- depending entirely upon the
individual nceds of the advertiser, and
the amount of money he has to spend in
his advertising budget.
VERA BRExNAN
Timebuyer
DuaxEe JonEs

In my opinion
the sclection of a
program vehicle
for any given prod-
uct depends on a
number of factors.
Among them are
budget, distribu-
tion, sex of user or
purchaser, fre-
quency of pur-
chase, competition, etc.

However, these factors, excluding bud-
get, are reduced in importance for a large
group of products. 1'm thinking particu-
larly of packaged products with already-
established brand names. In this group
arc many products whose features are
known and accepted by the buying pub-
lic. The importance of sufficient com-
mercial time to “sell” the product’s ad-
vantages is not so important as a frequent
reminder that the product is available.

So, with the budget factor being equal
and frequency of brand impression on the
listener as the major objective, the selec-
tion of chainbreaks and spot announce-
ments by most national spot advertisers
seems only logical.

Furthermore, a survey made in St.
Louis last year for Edward Petry & Co.
proved pretty conclusively that one-
minute announcements brought very high
sponsor or brand identification in the
short space of ecight weeks of broadcast-
ing. Many programs show up very
poorly on this important point.

To sum up, one of an agency’s primary
services to a client is the selection of the
advertising medium that will best per-
form the required sales job for him. I'm
sure no agency would recommend chain-
breaks or spots as that medium unless
it were thoroughty convinced after
considering all pertinent factors that it
was the best one to do the required job.

In the case of Marschalk and Pratt and
one of its spot radio clients, Standard Oil
Company of New Jersey, we selected not

SPONSOR



chainbreaks or announcements, but a
news program. This permits adequate
selling time for the variety of products
and services that Standard Oil of New
Jersey has to offer the buying public.
But, we didn't overlook the important
points of frequency of impression or
sponsor identification for Your Esso Re-
porter. There, the frequency of impres-
sion of the five-minute newscasts is
twenty-six times a week!

Ep WHITEHEAD

Assistant Director of Radio

Marschalk and Pratt

The last half of
the question
should have read:
“IF the costs are
roughly equal.”
Most times pro-
grams cost more
than spots—usu-
ally because of
high talent costs.

Rescarchwise,
this is a “loaded” question. 1t assumes
that advertisers prefer spots under similar
cost conditions. | wonder!

If the question must be answered as is,
our experience indicates that advertisers
“prefer” spots for a variety of reasons.

First, the cost element (there we go
again). Then there is the easy-road
approach—advertisers and agencies alike
are guilty in this respect. You transcribe
a jingle—or write a series of live an-
nouncements—buy adjacencies before and
after good Hooperatings—and the job is
done. No fussing with a program—no
new commercials to write three or five
times a week—nice and easy. And by the
same token, in lots of instances, nowhere
near the results in market penetration.

Let’s not overlook the poor programing
job of many of the stations. News,
women's participation programs (some-
times), and disk jockey participations.
Those are the sole program offers made
by a majority of the stations. They
would like to see national spot adver-
tisers use programs—but their desire
stops at that point.

Time availabilities are another stum-
bling block. Network preemption can be
awfully discouraging when you’re think-
ing in terms of building a program. I
remember the station that submitted
availabilities for a possible three-times-a-
week 15-minute strip, before 7:30 a.m.
and after 10:30 p.m.—both pretty good
time slots—but both subject to network
preemption.

L}

RAE B. ELBrocH
Timebuyer
Franklin Bruck

JULY 1947
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INDIANAPOLIS

* The Homemaker’s Treasure Chest, now
broadcast by WFBM for a sprightly afternoon
half hour Monday through Friday, has the WRO
(waiting room only) sign on the studio door.
Two weeks after Mr. Alfonso Cox of United
Program Service came to Indianapolis,all available

dotted lines had signatures.

Just a week after the program was launched
grocers and druggists were asking the WFBM
merchandising representative, “What's happen-
ing?” Sales were happening, kind reader, but good!

In August, there may be an availability on this
program for another account with a food or drug
item to sell in the plush central Indiana market.

All Katz salesmen have bulky blue brochures
explaining the Homemaker's Treasure Chest from
broadcast time to the ring of a cash register.
Encourage any Katz office from New York to Los
Angeles and they’ll let you in on the facts.

BASIC AFFILIATE: Columbia Broadcasting System

Represented Nationally by The Katz Agency
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This is the NEW Singin’ Sam show with
Charles Magnante, world famous accordion-
ist, and the mellow-voiced Mullen Sisters.

Transcription Sales,!

115-117 W. HIGH STREET, SPRINGFIELD, OHIO PHOIE



.1 ’$am $ells

Singin’ Sam Means
Sales Success

Singin’ Sam is one of America’s outstanding radio salesmen. ‘‘Sam’’ sings
and sells his way into the hearts of millions of fans and new friends every day.

Singin’ Sam’s songs will make your cash register sing with sales! This show

fits every type of listener, which makes it the ideal program for any advertiser!

Please send more information on how Singin' Sam can sell

for me too:

NAME.
STREET. .
ary....
STATE. .

Mail to: TRANSCRIPTION SALES, INC,,
117 W. High Streat, Springfield, Ohio
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KXLW
PLEADS
GUILTY

Effective St. Louis
Coverage Has
Been Proved

Exhibit A

Hardesty Development Com-
pany chose KXLW exclusively
to promote a new subdivision.
Atfter the first 15 minute pro-
gram, they doubled their tele-
phone staff to handle the calls.
Alter the second 15 minute
program, they tripled their
original telephone staff.

Exhibit B

More than one thousand persons
from the Golden Circle attended
the opening of a neighborhood
sppliance store, Galt & Co. The
store used a $200 spot saturation
spot campaign on KXLW for 60
hours preceding the opening of its
doors. KXLW was the only
advertising used.

Exhibit C

Christian Hospital asked KXLW to
broadcast an appeal for rare type
Q" blood donors. Within 20
minutes the hospital requested that
the appeal not be used again.
They did not have enough staff to
handle all the
responded to the single
plea.

volunteers who

KXLW

Forjoe
will tell you
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Network shows for loeal
and national spot users

Cooperative programs (those network
shows available for local or regional spon-
sorship) may now be bought on over 900
stations. They are predominantly news
shows but bcfore another year rolls
around they’ll include everything but
musical productions, although every disk
jockey production with name guests at
the turntables will be on at least one net-
work before spring of 1948. The reason
no network musical productions are avail-
able for local sponsorship is that Ameri-
can Federation of Musicians regulations
prohibit multiple (more than one station)
sponsorship of programs employing mu-
sicians.

All chain-produced cooperative pro-
grams have success stories behind them
before they’re offered to sponsors locally
or regionally. That’s a must. When a
sponsor signs a contract for a co-op it
must and does know that it's buying a
package with ready consumer acceptance.
From the newest of co-ops, Kate Smith,
to the oldest still on the air, Fulton
Lewis, Jr., every network-offered local
vehicle has its own audience. Many
times the program has been heard sus-
taining on the station over which it's
offered before it goes co-op. Generally
stations insist on running a program
sustaining for some time before offering
it to advertisers. There are, of course,
exceptions to this rule. Kate Smith was
sold on over 225 outlets before Kate
Smith Talks bowed in on MBS.

Cooperative shows are promoted by
the networks in the same manner as their
regular productions. Packets of promo-
tional material g0 to every station on
the chain with mats, pictures, newspaper
releases, suggested car cards, displays,
exploitation ideas, and advertising lay-
outs. Each web has a special department
whose only assignment is the sale and
promotion of cooperative shows. Mu-
tual has the largest number of programs
‘14) and it was on this network that
cooperatives got their start. In 1935,
Aforning Matinee, an Ed Wolf pack-
age, was sold by Norman Livingston
‘now commercial program manager of
WOR) for Redfield-Johnstone (advertis-
ing agency). R. H. Macy sponsored the
three-quarters-of-an-hour musical pro-
duction in New York and it was sold to
department stores all over the nation.
The budget was too big (stellar name
bands and performers: and in 1937 R ]|

was offering Thirty Minutes in Holly-
wood with George Jessel, a half-hour
variety program. In 1938, 1939, and 1940
the Redfield-Johnstone co-op program
was Shou of the Week. 1n 1941 the agency
shifted to dramatic programs with Bull-
dog Drummend. BD was cooperatively
sponsored on Mutual for two years be-
fore the chain decided that co-ops ought
to be the province of the network itself
and not that of an outside advertising
agency or package show owner.

It was two years after Redfield John-
stone presented the first co-op that Ful-
ton Lewis, Jr., sold Mutual on the idea
that he could be peddled to local sponsors
at a time that just couldn't be sold
otherwise, 7- 7:15 p.m. est., the Amos 'n’
Andy hour. This same Fulton Lewis,
Jr., at the moment is sponsored coop-
eratively over more stations (255) than
any other performer. Only Kate Smith
is expected 1o pass him. (She has 225
sponsored stations as SPONSOR goes 10
press.)

During 1937, Famous Jury Trials,
Green Hornet, Lone Ranger, and The
Lamplighter were sponsored coopera-
tively over Mutual. As a matter of
record it was Fred Weber, then general
manager of Mutual (now head of WDSU,
New Orleans) who saw the possibilities
of co-ops and worked with the agencies
and producing groups to bring their
shows to MBS on this basis. It wasn’t
until February 1942 that the Blue Net-
work, now ABC, stepped into the
cooperative broadcasting picture with
Baukhage and followed in March of the
same year with Martin Agronsky. CBS
entered the field in March 1945 with two
moming news presentations, CBS Morn-
ing News Roundup and CBS Morning
News, and one late evening news pro-
gram, News and News Analysis.

The smaller the amount of open time
on a network the more restricted the
number of cooperative programs that
the web can feed its affiliates. NBC
being traditionally “‘sold out,” its co-ops
are limited. It has seven, the newest
being Ripley’s Believe It or Not which
started recently at 1:45 to2 p.m. est. Next
to Kaltenborn it's the highest-priced
network-built local show on the senior
network. Typically, Kaltenborn costs a
sponsor on KOA (Denver, Colorado)
$128 while Ripley costs him $112.

All the co-op program charges are for
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the program itsclf and in areas where
there are AFRA (American [FFederation
of Radio Actors) contracts there are
charges added for the local commercial
announcer in addition to network pro-
gram fees and station time cost.

Restrictions that apply to network
programis apply to network co-ops (see
“You Can't Say That!" in this Fall
Facts edition of sroNsor). Some indi-
vidual artists are further restricted be-
cause they are presented in entire sec-
tions of the country (regionally) by one
sponsor.  Kaltenborn thercfore can’t
accept another oil company’s under-
writing, Bill Henry (CBS) can’t have a
building supply firm (his major sponsor
is Johns-Manville), and the program
Dick Tracy (ABC) can't accept a cereal
underwriter because Quaker Oats follows
it on the network. All sponsors have to
be cleared by the network over which
the program is piped.

The cost of co-op programs (most of
them are daily shows) runs from a low
of 20 per cent up to 40 per cent of each
station’s gross hourly nighttime rate. If
less than the five or six a week are used
the fees are a percentage of the full cost,
i.e., if three days (MWF) are bought,
then the fee generally is three-fifths of
the full rate.

There are minimum weekly fees like
$2.50 for F. H. La Guardia and $7.50 for
Kate Smith for the tiny stations with
very low time charges. Most co-op pro-
grams do not have to be broadcast at
the time they’re on the network (with
the exception of Bill Henry on CBS)
but news programs must generally be

broadcast within three hours of the time
they go on the network lines. That's in
order to make certain that the news is
still news.

Co-op programs may be broadcast by
an A. M. (standard) station's FM afhiliate
without extra charge. This free ride will
no doubt be changed when IFM stations
become more important in their own
audicnce right. This, say network spokes-
men, is not a 1947-48 scason factor.

There are some exceptions to the 20
40 per cent of gross evening hourly rates
for programs. These exceptions are in
big metropolitan areas. Kate Smith
costs $1,000 in New York, $625.00 in
Chicago, and flat rates in most of the
top 25 cities.

There are cooperative programs avail-
able for every type of consumer, despite
the fact that as noted previously news
programs predominate. For the distaff
side there’s CBS's House Party; MBS's
Tell Your Neighbor, Kate Smith, and
Johnson Family;, ABC’s Ethel and Albert
and Nancy Craig. For the juveniles,
there’s ABC’s Dick Tracy and Tennessee
Jed. For the men there’s Fishing and
Hunting Club of the Air and Inside of
Sports on Mutual, Red Barber on CBS,
and naturally all the nighttime news
presentations. (Men are prime news
listeners.) For general family appeal
there’s NBC’s Believe It or Not, MBS's
Meet the Press, and ABC’'s American
Toun Meeting of the Air.

This diversified appeal is appreciated
by sponsors. Sporting goods and men’s
clothing and fumishing stores are noted

among Frshing and [hamting Club and
Red Barber users. Newspapers are buy-
ing American Toun Meeting. Candy,
children’s shoes, cereals, dairies, bakeries
and department stores buy children’s
programs. The biggest buyers of co-ops
are department stores, these merchan-
disers leading in program buys with
CBS, NBC, MBS, and running seccond
with ABC. The last-named network finds
automotive and auto supplies first,
MBS and NBC rating them second in
co-op buying. Banks and financial insti-
tutions sponsor a considerable part of
the straight news reporting although
they want names with authority handling
the newscasting.

The prestige and immediacy of network
co-op shows are their most valuable
contributions to the field of air adver-
tising. They are promotable and fre-
quently revolve around names that
consistently are making national news,
like Fulton Lewis, Jr., American Town
Mecting, Kate Smith, Robert Ripley,
and Red Barber. They're for all the
world like being able to place a page
advertisement in a national magazine for
that portion of the publication’s circula-
tion in a particular area that an adver-
tiser desires to reach. [Post office and
production problems make partial circu-
lation buys impossible. With network
cooperative programs any Sponsor can
go local with coast-to-coast programs.

Present station time (facilities) sales
with co-ops are exceeding $5,000,000,
with a $10,000,000 figure for the 1947-
48 season not beyond expectations. The
only limitation is open network time.

Network Programs Available on Local Stations

TITLE TYPE APPEAL NET TIME
AMERICA’S TOWN MEETING FORUM ADULT ABC -—:;0 MIN, 1 A WEEK
ARTHUR HALE NEWS COMMENT ADULT MBS 15 MIN, 2 A WEEK
BAUKHAGE TALKING NEWS COMMENT ADULT ABC 15 MIN, 3 A WEEK
BELIEVE 1T OR NOT DRAMA FAMILY NBC 15 MIN. 5 A WEEK
BILL CUNNINGHAM NEWS COMMENT FAMILY MBS 15 MIN, 1 A WEEK
N - : |
CBS MORNING NEWS NEWS ADULT CBS 15 MIN, 6 A WEEK
CBS NEWS NEWS ADULT CBS 15 MIN, 7 A WEEK
CECIL BROWN NEWS COMMENT | ADULT [ MBS l 15 MIN, 5 A WEEK
-— - ! ! ! —
CEORIC FOSTER NEWSCOMMENT | ADULT | MBS | 15 MIN, 5 A WEEK

PRICE RANGE®
€10 TO $420

EXPLANATION

Vital questions debated by forum

with prominent guest speakers

$3.30 TO $108 Chatty, informal human-interest type
stories and sidelights
85 TO $2%0 Authoritative news reports and com-
ments direct from Washington
$20 TO $400 Dramatized versions of Ripl Be-

lieve It or Not™ column

$2.50 TO §120

Vetel
the i

ws reporter’s comment on
f the news

§2 TO $270 Straight news reports gathered and

prepared by CBS newsroom

§2 TO $314 Straight news reports gathered and
prepared by CBS newsroom

$6 TO $300 Commentary on domestic and foreign
events

$5 TO $240 Commentary on domestic and foreign

news
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TITLE TYPE APPEAL NET TIME PRICE RANGE® EXPLANATION 1
CHET HUNTLEY NEWS ADULT (&1 15 MIN, 7 A WEEK $3 TO $132 Straight news reports gathered and
prepared by CB3S newsroom
g o e . {
DICK HOTTELET NEWS ADULT Ci= 15 MIN, 5 A WEEK $2 TO $270 Ntraiglt news reports, svalable for ’
summer only 1
DICK TRACLY DHitaMA [ JUVENILE ABC 15 MIN, 5§ A WEEK $5 TO $2n0 Juvenile strip bawd on famous comie
strip character
ELMER 0AVIS NEWS COMMENT I AbuULT ABC 15 MIN, 5 A WEEK $7.50 TO $420 Well-known authonty on world ¢vents,
direct from Washington
ERSKINE JOHNSON NEWS COMMENT | WOMEN MBS 15 MIN, 5 A WEEK $5 TO $240 Behind-the-scenes gossip and news
I about HHollywood and movie-making
FISHING ANO HUNTING CLUEB SPORTS MEN Miss 30 MIN, I A WELEK §5 TO § faprrt adviee and timely sports tipe
to fishers und hunters
FULTON LEWIS, JR. NEWS COMMENT ADULT MBS 15 MIN, 5 A WEEK $6 TO $4%0 Comuwentary on the day's news from
| | the nution’s capital
) |« . o
HARKNESS OF WASHINGTON NEWS COMMENT ADULT AYH 15 MIN, 5 A WEEK $12 TO $240 fuside reports and counnent on the
: news, direct from Washington
HARRY WISMER SPORTS MEN [ ABC 15 MIN, 1 A WEEK $3 TO $~4 Coverage of the week's major sports
events by ABC's Sports Director
HEAOLINE EOITION NEWS ADULT [ aBC 15 MIN, 5 A WEEK $10 TO $560 Draimatizations of the news and inter-
views with famous prople
HOUSE PARTY AUDIENCE FAMILY (¢} 30 MIN, 5 A WEEK $4 TO $540 Typeal audience participation—%ags,
PARTICIPATION 15 MIN, 5 A WEEK §2.50 TO $270 ive-aways, prizes, ete.
INSIOE OF SPORTS SPORTS MEN MBS 15 MIN, 5 A WEEK $5 TO $40 Onily daily coast-to-coast sports show
on networks
. . 505, OF LOCAL )
JOHNSON FAMILY DRAMA FAMILY Mg 15 MIN, 3 A WEEK TOP 15 MIN One-inan show with Jimmy Seribner
RATE playing all the parts
KALTENBORN NEWS COMMENT ADULT \NBC 15 MIN, 3 A WEEK $9 TO $192 Comment on uational and international
news and topics of the day
KATE SMITH SPEAKS NEWS COMMUENT | WOMEN MBS | 15 MIN, 5 A WEEK $7.50 TO $1ow Noontime commentaries with woman's
angle on a variety of topics
KIERANAN'S CORNER NEWS COMMENT ! FAMILY ABC 15 MIN, 5 A WEEK $5 TO $280 Huwan intercst stories, informal and
fiumorous stories abouf famous prople
LA COSSITT EDITOR'S OIARY NEWS COMMENT ADULT MBS 15 MIN, 5 A WEEK | $5 TO $240 Unusual anecdotes, stories and inter-
| views by Henry La Cosutt
F. H. LA GUAROIA NEWS COMMENT | ADULT MBS 15 MIN, 1 A WEEK [ $2.50 TO $300 New York's ex-mayor airs his views
on the week's events
MARTIN AGRONSKY NEWS COMMENT ADULT ABC 15 MIN, 6 A WEEK s TO §336 Early morning news direct from Wash-
ington
NANCY CRAIG INTERVIEW WOMEN ABC 15 MIN, 5 A WEEK $5 TO $2%0 Chatty, informal mterviews with pere
sonalities, guest stars
NEWS OF THE WORLD NEWS ADULT N#C 15 MIN, 2 A WEEK $ TO $72 Remote pickups from domestic and
| forcign points
PRIVATE LIVES OF ETHEL ANO ALBERT DRAMA FAMILY ABC 15 MIN, 5 A WEEK $6 TO $350 lHumorous series about a typical young
| married couple with a chifd
RED BARBER SPORTE MEN CBS 10 & 15 MIN, 5 A $1.50 TO §270 Inside story on sports with [smous
WEEK guest sports stars
ROBERT MC CORMICK NEWS COMMENT ADULT \BC 15 MIN, 5 A WEEK §10 TO $2%0 Commentary on the news from Washe
1ngton
| L —
TELL YOUR NEIGHBOR NEWS COMMENT WOMEN MBs 18 MIN, 5 A WEEK $5 TO $240 Informal, over-the-back-fence stores,
| hints, ancedotes, news
TENNESSEE JED DRAMA JUVENILE | ABC 15 MIN, 5§ A WEEK $5 TO §2x0 Robin Hood of the Western Plains
. stuff.  Juvemle thriller
VETERAN'S AOVISOR NEWS MEN NBC | 15 MIN, { A WEEK §10 TO $54 Ty Krum discusses the latest trends 1n
H | | veteran's affaurs
WORLO NEWS ROUNDUP NEWS ADULT NBC 15 MIN, 6 A WEEK $12 TO $360 Remote ncws pickups from domestie
and fareign points
WORLO TONIGHT NEWS ADULT CBs 15 MIN, 7 A WEEK $2.50 TO $37§ Ten minutes of straight news, five
minutes of apalvas

*Range 12 [ront mimimowm to rate on station with highest time costs as nost fees are based on per cent of station's evening 1 hour rate.
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Nattonal Wehs Stop Coastie

Base costs are up but
program fees are down

Realizing the competitive situation,
broadcast advertising generally will be at
the most 10 per cent more expensive this
coming fall than it was a year ago. The
10 per cent figure is established on in-
creased union minimums, not on the
actual costs of individual programs. Since
the star costs represent as high as 50 per
cent of some programs and since there is
a determined effort on the part of many
advertisers to cut program costs, the in-
creased minimums will in many cases not
be reflected in actual program operations.
The stars will work a little cheaper.
Actor minimums were upped in February
25 per cent, but the percentage of actors
employed at the minimums is less than
10 per cent, except in soap operas where

JULY 1947

it rises to as high as 40 per cent.

The trend in program costs is down.
Musicians’ scales went up around 15 per
cent this year and since more orchestra
men are employed at minimums than
actors this does affect most programs.
The result, however, will generally mean
that one less man will be used in any
sizable group. When mood music is re-
quired and a tiny group employed can’t
be cut, the mood will cost a little more.

Time costs have gone up about 10 per
cent at all networks except NBC. In the
case of CBS this increase is achieved
through an adjustment of discounts.
With ABC and MBS it’s a case of in-
creased or changed station line-up. Net-
work changes still do not reflect the in-

creased time costs at affiliates which were
made during the war. Under present
conditions this adjustment will wait for
another season.

Increased base cost is one of the reasons
why network-built packages are receiving
such attention at agencies and sponsors.
All programs being built by the webs are
put together with the dollar sign very
much to the forefront.

More stars this fall will have clauses in
their contracts providing for a scaling up
or down of their fees depending on their
ability to draw audiences. In the past
most sponsors have been willing to pay
up to $1,000 per Hooper point for a
program. During the past season the
feeling was that $800 should be enough
and the contracts thus far signed for the
1947-1948 season are geared to about
$700 per Hooper point. Also for the first
time NRI (Nielsen) ratings appear in
contracts. The two times known that
NRI has been included the Nielsen cost
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rankings have been used instead of any of
Niclsen's other rating figures. Tn both
contracts the package show owner re-
[ ceives a bonus based upon his ability to

produce low-cost audiences (within the
1 15 lowest).
-d -=h The costs that have increased most
. d have been the transcription costs of
mmneapOhS St pal” AFRA (American Federation of Radio
Actors) talent. Where an actor recorded
a onc-minute spot in 1946 for $4.00 he
now has a minimum of $7.20. Where a
y singer transcribed a one-minute spot in
We're glad to announce 1946 for $6.60 it now costs $12.00, or
ncarly double, 1n all other categorics the
rates went up approximately 20 per cent.

C. T “Swa"ee” Hagma" For from five to 30 minutes, actors

and singers are paid at the following tran-

as executive vice-president. Eman S

actor 5 minutes $10.00 $12.00
singer § minutes $20.00 $24.00

WLOL is soing places! aEor TS minuees  SIGS0 S
J singer 18 minutes $44.00 $52.80

actor 30 minutes $27.50 £33.00

singer 30 minutes $55.00  £66.00

Rchearsal time and other spccial cate-

gories increased in the same ratio.
) s Pres Individual stations gencrally have in-
creased their rates from 10 to 20 per cent.
Station contract holders of course are not
affected until the expiration of their
present commitments. In some cases
they are protected not only on present
contracts but on all renewal options made

WBNS FOR RESULTS — WBNS FOR RESULTS| within 90 days after the increase an-
nouncement.
ADVERTISERS SPELL WBNS

Broadcasting cost increases have kept

behind other media increases. The ex-
pected increases have been heid down by
PY the rapid turmover in network and spot
Ask ATLANTIC REFINING
°
Ask KINGAN PACKING
°
Ask M. G. M.
®

sponsors. All the networks have had over
Ask BOND CLOTHES

10 per cent turnover of sponsors and
station turmover has been in the same
proportion. There’ll be more sponsors
and less unsold network and local time
this fall on established stations than there
were in the fall of 1946. The recession
far been a mirage even if the exodus
and influx of sponsors has not been.

Only the stars will be taking a cut,
With very few exceptions, one of which is
Bing Crosby whese show costs will be 60
per cent up for Philco, those ‘“‘movie
salarics’” are out.

More contracts are being signed this
summer with “stop” clauses than ever
before. These clauses provide that if the
star’'s program audicnce rating* drops
below a figure specified in the contract
cither the agrcement is subject to can-
cellation (in about 60 per cent of the
cases) or the star’s fee is cut proportion-

U2 o CofIIER LR RO L ally (40 per cent of the cases). In cither
WBNS FOR RESULTS — WBNS FOR RESULTS| case results are replacing glamor.

"I_Ioo—p-(r or Nielsen.

-
Ask JOHN BLAIR
In Columbus Obia, T4

al

— WBNS FOR RESULTS —WBNS FOR RESULTS —
—SLINS3IY YO4 SNEAM —SLINSIY YO4 SNEM —
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You can’t

Nu program or commercial was ever
made ineffectual because of net-

work or station policy. This doesn’t
cxcuse the fact that hidebound censors
have made life miscrable for writers and
advertising copy-men. It also is no alibi
for agency men who have taken inoffen-
sive copy and had the talent by emphasis
and phrasing tum it into double entendre
or into illegal claims for a product.

Broadcast ‘‘good taste” is naturally
maore restrictive than that of any other
advertising vehicle since radio is a home
medium.  What’s okay on a night-club
floor may be offensive over the air.
Censors, on the other hand, frequently
read into perfectly innocent wordage
meanings that were never in the writer’s
mind nor would be in the minds of the
listeners. In any case, restrictions are
matters that should be determined in
advance, not during the course of a
program, resulting in cutting programs
off the air. They should not be permitted
te go on the air originally unless it’s
been agreed that material deemed ob-
jectionable during dress rehearsal be
deleted. CBS's cutting off the General
Foods Kate Smith program because she
was featuring the “‘three top tunes” of
the week was something that just
shouldn’t have happened. If CBS felt
that it was its duty to protect the late
George Washington Hill’s Hit  Parade,
broadcast on Saturday, by not permit-
ting a program on the previous day to
feature the first three tunes of the week,
that, according to network policy, was
CBS's right.  The problem should have
been settled during the afternoon re-
hearsal, not by cutting the program off
the air for the period during which Kate
told her audience the names of the tunes.
If NBC's top policy makers decided that
vice presidents shouldn’t be ribbed, that
also was within the rights of network
officials, but the disagreement with Fred
Allen was a trade matter, not something
tor which the public should have become
party by having part of a favorite pro-
gram cut off.

The problem of programs running over-
tirme is also one that can be decided dur-
ing rehearsals. Cushions can always be
provided by a producer if he has an
ad-lib type of comedian. While Fred
Allen was cn CBS he frequently ran into
Take It or Leave It time. Instead of
permitting the network to cut Allen off,
the Eversharp organization made a gag
of it and had their star, Phil Baker,
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say that!

“collect” by appearing on the Alten pro-
gram, ctc. Thus both programs profited
in ratings and listenership and the
sponsors (Allen’s and Baker’s) received
more listeners for their dollars. Never-
theless it's not possible to have every
program run without a timeclock and
it's a careless stopwatch holder who
doesn’t keep his program within the time
period established for it. What suffers

when a program is overtime is usually
the commercials and it’s therefore vital
that only what a sponsor pays for is
used— not the other man’s time.

During the past six months there have
been consistent efforts on the part of
stations (WW]J, KFI, ctc.) and networks
to correct conditions which permit as
many as five commercials to be broad-
cast one right after another. This mul-
tiple selling is caused by the end of a
program having its regular commercial
followed by a plug for another product
owned by the same advertiser (a hitch-

5 Wﬂ
CEIEING UNLIMITED

for the First Families of Agriculture

Building an ever-increasing
audience for your sales mes-
is WIBW's

sage “Flying

Rooster.”” Equipped with
tape recorder, it hops over
millions of acres of golden
grain to record on-the-spot
accounts of all important

agricultural events, news,
and developments and speeds

them back to the waiting

Serving the

First Families of Agriculture

Rep.: CAPPER PUBLICATIONS, Inc.

ears of the First Families of
Agriculture that make up
WIBW’s responsive, ready-
to-buy audience.

Over two decades of similar
carefully planned service has
made WIBW the preferred
station of farm families in
five wealthy states . . . and

the preferred station of re-

sult-conscious advertisers.

CBS

8EN LUDY
Gen. Mgr.
WIBW.KCKN

45




hike); the station on its part airing a
20-second  spot  announcement in  the
chain break; and the new program
opening with a spot for a product not
idenuficd with the program (a cow-
catcher) and following with the regular
program introduction and advertising.
Thus five individual advertising appeals
are crowded into three minutes.

It is the aim of the leading stations
and networks to cut down this ‘“talk.”
No new rules have thus far actually
been promwulgated, intra-industry discus-
sions having all been of an exploratory
nature. When, as, and if rules are laid
down they will tend to improve listening
and the effectiveness of broadcast ad-
vertising.

All tests that have been made on
“retention,"”” i.e., the ability of a listener
or reader to recall specific things that he
has heard or seen, indicate that reten-
tion decreases with the number of things
heard or seen. No actual correlation has
thus far been evolved but all research
men realize that one commercial by
itself is scveral times as effective as that
same commercial in the midst of a flood
of advertising adjectives. Since stations
depend (as much as 50 per cent) on spot
announcements in chain and station
break time for their income, it's natural
that they are loath to agree to eliminate
half of their income. It is nevertheless
future policy on networks to avoid the
superabundance of sales talk in the
middle of entertainment.

Sponsors can help this situation by
studying where during their program
time a commercial will do the most good.
Audience flow charts developed by A. C.
Nielsen Company indicate that every
program audience develops peak listen-
ing some time during its broadcast pe-
riod. 1t is seldom in the first or last
minute of the show. Peak listening is
naturally the point at which a commer-
cial will receive its greatest impact,
pravided of course the plug doesn’t kill
the mood of the program and thus de-
feat its own purpose. During the ecarly
days of Cavalcade of America commer-
cials were included in the body of the
program. It was later discovered by
rescarcher Dr. Matthew Chappell that
these middle-commercials were not doing
their job in the middle of a dramatic
sequence and that opening and closing
sales talks were the ideal formula for
this type of program. The job that
Caralcade has done for du Pont justifies
e revised approach.

In other words. this future policy of
the larger stations and networks which
it is expected will be written into the
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National Association of Broadcasters
commercial code will make for better
broadcast advertising, not hamstring
sponsors.

Networks generally do not accept ad-
vertising of the following types of busi-
ness:

Peofesslonal services

Stocks and bondst

Cutes

1lygiene products, deodorants®
Reducing agents

Restoratives (halr and othery)
Fortune telllng

Mortuarlest

Wines and liquors§

Firearms and fireworks
Matimonlal agencles

Racing organizations and informationt
Employment servicest

*Nues not apply to MBS, ANBC. !
tloes not apply on most indrpendent stalions
10nly the hard liguor laboo applies on mosl sintions

Networks differ in the interpretation
of these restrictions. CBS is said to
have refused Lifebuoy business recently
on the ground that it is a deodorant,
while NBC accepted the business on the
ground that it is a soap. As stations
increase and business becomes more
difficult to sign it's to be expected that
regulations will be honored in the breach
rather than observance by the smaller
stations. There is a natural temptation
to claim the world in advertising copy,
to cram in as many words as possible,
to irritate as much as possible. In the
long run, and in the short sprint too,
this does not accomplish the aim of the
advertiser. Even the number one cx-
ponent of irritant advertising copy,
American Tobacco Company, has re-
cently discovered that the amusing non-
irritant middle commercial on the jJack
Benny program was doing a much better
selling job§ than the straight rub-‘em-
the-wrong-way approach.

The trend on mystery programs is to
air them after 9 p.m., when the moppets
are in bed or on the way there. 1n more
and more cases network stations record
them if they're scheduled during the
hours when youngsters listen and air
them after half-pint retirement hours.
Advertising on programs addressed to
the rising generation is restricted to
copy that doesn't trade upon the young-
ster’s credulity. In other words no magi-
cal attributes can be attached to give-
aways nor can the sale of products be
said to save the hero from the villain.
That doesn't stop the hero from endors-
ing the product nor prevent product tie-
ins with the program.

Controversy generally is not accept-
able on a regularly sponsored program
out to scll commercial products. MBS
and ABC will sell time for controversial
programs out to sell ideas—but ideas

and physical merchandise can’t be sold
at the same time. NBC and CBS will
not sell time for controversial broadcasts
but each is committed to giving time for
such airings if the public interest in the
subject is judged great enough to justify
it. Recently station WOR (New York)
refused to accept a Mutual Broadcasting
System commercial program which was
underwritten by the Communist Party
of the U. S. A. Explanation was made
that while it was committed by rules of
the Federal Communications Commis-
sion to accept such broadcasts during
pre-election months it was only if the
broadcasts were devoted to furthering
the chances of a candidate for office.
The broadcasts refused were not election
presentations, and WOR did not think
them “in the public interest.”

Most buyers of spot time have their
agencies check copy with NBC and
CBS on the ground that any extensive
spot campaign will hit cither an NBC or
a CBS station. Clearance of words and
music is also usually planned through
the two senior networks before anything
is put on records or sent to stations for
live broadcast. Even clearance by these
networks is no assurance that copy will
be acceptable to every station. WQXR,
the New York Times station, will not
accept singing commercials and discour-
ages clients from building their own pro-
grams. WW] (Detroit) refuses all re-
corded spots after 6 p.m. Station WBEN
(Buffalo) retains the right to take off
any commercial spot if, in the eyes of
the station, it proves “detrimental to
over-all listenability.” Many stations
have lately begun to follow WNEW
(New York) and submit copy to the
Better Business Bureau for okay before
accepting it.

Timebuyers gencrally are more careful
about clearing material with stations
that are represented by Ed Petry than
they are with those of any other rep.

The fact that printed media accept
product claims is no indication that the
same claims can be used on the air. It’s
one thing to read something and another
to hear it on the air. This is stressed by
continuity acceptance department ex-
ccutives who point out the need for
mental ears as well as eyes when reading
scripts.

It’s the toughest job in broadcasting
—to be an arbiter of ““‘good taste.” It’s
a job that leaves a bad taste even in the
umpire’s mouth, but broadcasting
wouldn't be a satisfactory advertising
medium without the tasters.

§4 special tureey by American Tobacco Company
themselres proved this (o their oun salisfaction.
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Promotion & publicity:
a look ahead. behind

At least ninety per cent of all station
and network promotion fails to achieve,
for the sponsor, the job that it sets out
to do because of lack of coordination
between the agency, broadcasters, and
advertiser. Radio can and usually does
do a job by itself. When it’s promoted
it has been proved that it can do many
times its normal job.

The senior networks have two giant-
size annual promotions, NBC’s [I’arade
of Stars and CBS’s Biggest Show in Town.
Each develops promotional kits for
every program on its chain. The kits
depend in part for their effectiveness on
agency, talent, and sponsor cooperation.
CBS transcribes spots for every commer-
cial program regardless of cooperation
but admits that these spots would be
better if everyone worked together on
them. Pictorial material would be bet-
ter at all networks if everyone with
each program was on his promotion
toes. The Parade of Stars will not include
recorded spots in its kits in 1947, except

in special cases, but live continuity is
part of the packets and even script spot
announcements require plenty of spon-
sor, agency, and talent cooperation to
make promotion sense. In practically
all cases idea material is at a minimum.
If a sponsor were to come to the net-
works with an “idea” he would find him-
self greeted with surprised open arms—
and plenty of bonus publicity and adver-
tising. This is no reflection upon the
creative minds at the networks, but
simply a statement of fact. With hun-
dreds of programs to publicize and pro-
mote, it’s literally impossible for the
networks to come up with promotion
ideas for even a small percentage of their
programs. The organizations are avail-
able to sell whatever is developed but
it would take many times the present
publicity and promotional statf of any
network to create as well as distribute
material on each of its shows, commercial
and sustaining.

ABC and Mutual do not have annual

promotions. Both distribute reams of
publicity and promotion but do it when
the occasion seems to demand or a pro-
motional natural develops that calls for
extra campaigning. Each network builds
a promotional packet before a show bows
in on the network and each will extend
itself if a sponsor or agency comes forth
with a promotional program or idea upon
which the network can hang promotion
or publicity.

What's wrong with network promotion
and publicity?

A confidential report made by a pub-
licity consultant to one of the first five
spenders on the air placed the burden
directly upon the advertiser, Mr. Spon-
sor himself. In the following order the
authority put his finger on these points:

There is no coordlnation between ad-

vertising. saies, sales promotion mer-
chandising. and the actual broadcast.

Dealets are not presold on the think-
ing behind air-ad campalgns and thus
don’t get behind radio.

Sponsors’ own organizations aren't
aierted to the thinking behind broad-
cast advertising campalgns.

Guest star information takes too long
to reach the network publicity depart-
ments so {ittle or nothing can Se done
about even the best names. (This is
basically an ugency faull.)

. — e e e |
CROSBY RATING PROFILE

Effect of Bing and his Guests on Competing Webs

——ABC_

BING CROSBY guest
stars across top (ABC
only)

-=NBC__

'FRANK MORGAN
until Apr 1-7, then
BIG STORY

N o - - T

ACADEMY AWARD
THEATER until Jan
1-7, then HOLLY-
wWOOD PLAYERS
until Mar 1-7. Speciasl
event that week:
EAGLE'S BROOD.
Beginning Mar 15—
21, THE WHISTLER

-~MBS.—.

AUTHOR MEETS
THE CRITICS until
Feb 1-7 then DID
JUSTICE TRIUMPH,
Week of Mar 15-21
special event: SALUTE
TO CAMPFIRE
GIRLS. Beginning
May 15-21, OPIN-
IONAIRE
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Agency, network, sponsor, and 1aleot
presy,  departments  duplicate  each
other's elferts so that millons of lines
of public reladons material drritate
newspaper and magazine edliors ruther
than achiese publication

There iy no coordInation betsween net-
waork and apot broadcasting campaigns,
The report pointed to the Lucky Strike
spot opeatlon recently as the perfect
cxample of 9 spot campalgn nude news-
worthy In lis owin right,

The time of statlon merchandbsing
and promotional staff 1s wasted by
thainr being given the same nuterinl 1o
distribute that Is haing handled by the
sponsor’s jobbers and factory repre-
sentatives themselves,

No executlve of the sponsor is assigned
the problem of publichty coordination,
with the result that hundreds of in-
qulries from newspapers and maga-
zines are not serviced and  ilewlil
instead of good-will ix engendered.

Information on what cach station ls
prepared to do in machandlsing, pro-
motion, advertising, and publicity Is
unavallible on more than 60 per cent of
any network or group of spot statlons
being used In an adver tlslng campalgn,
And most sponsors know very little
even about the other 40 per cent,

The consultant stated that the first
problem was to achieve a ‘““meeting of
the minds” so that there’d be no cross-
purposes in making broadcast advertising
pay. It was important, said the expert
to realize that CBS, ABC, and MBS all
had their promotion departments work
directly with affiliate stations but that
NBC still had to do station audience
promotion through its station relations
department, thus accounting for the fact
that while NBC’s audience promotion is
comparable with any other net’s, its
results, in station audience promotion,
run considerably behind that of CBS.
The expert pointed out that the further
removed a network promotion man is
from his station counterpart, the less
effective are his efforts.

This naturally brought up the case of
a sponsor working directly with each
station on the network he uses. No pub-
licity or promotion exccutive at a net-
work is outwardly against the idea. In
fact one of them states, “l think it's
swell because it makes the stations realize
that the sponsor knows they're on the
network and he’s watching what they're
doing with publicity and promotion.”
The same executive pointed out that
sponsor activity ought to be coordinated
with the network’s to avoid waste.
Doing the same thing twice (network
and sponsor) doesn't produce double
results. It serves to cancel out as high
as 50 per cent of what would have re-
sulted from doing it once.

A number of agencies and sponsors
have run contests for station promotion

men, giving cash awards to those who
have done the best job with sponsor
promotion material. Most network and
station exccutives are against these con-
tests, basing their objections on the fact
that “many enter and few win.” It’s
their contention that the winners are
happy but the losers so far outnumber
the award collectors that the sponsor
doesn’t gain anything ultimately. Never-
theless off-the-record comment admits
that contests have produced millions of
lines of publicity and carloads of pro-
motion that otherwise would never have
come to the sponsors who underwrote
the competitions. As one network pro-
motion man pointed out, “You have
only to read the trade papers to see how
stations go for sponsor competitions.
There's hardly a month goes by that a
station doesn’t boast in full-page space
that its operation did the number one
exploitation job for a specific advertiser.
Station executives may not ‘like’ them
but they work hard to win, and that
means free-wheeling publicity for the
firm that sponsors a contest.”

It’s pointed out that the year before
last even CBS ran a contest on its own
Biggest Show in Toun promotion with
$25,000 in awards to stations. The gen-
eral feeling at the network is that the
contest did not bring the campaign more
promotion than it obtained previous to
the contest. The network won't run any
more. At least that's the feeling at
Columbia at this time.

On the question of efficacy of promo-
tion, last year’s, “‘most promoted network
program,” the Bing Crosby Show, is said
to be the number one case history. The
pre-broadcast promotion was the great-
est any single program has received in
years. The entire evening was christened
Bingsday. Full pages were used in the
Saturday Evening Post and New Yorker.
Stations used thousands of lines of adver-
tising selling Bing and Bingsday. On-
the-air promotion started days before
the first Bingsday. There was a full
hour broadcast salute the Sunday before
the first program. Three million envelope
stuffers and 100.000 giant-size postcards
were supplied Philco dealers. Tradewise
Bing’s coming to ABC in transcribed
form was top-drawer news and 12 radio
and advertising trade papers carried full-
page ads and gave blanket reportorial
coverage on the dual event network
transcriptions and Bing on ABC. The
show's first rating was 24.0, the highest
any new show on a network has ever
received.

There was continuing promotion and
publicity but only when Al Jolson first
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came to the show as a guest did sock
special-event handling go to work. When
Al Jotson and John Charles Thomas
donned blackface with Bing as inter-
locutor on an old-fashioned minstrel,
ABC made up a special promotional kit,
as extensive as the average kit for an
entire series.  The stations and the
network went to town. Result, a 25.8
Hooper, as high a rating as Bing Crosby
had ever obtained during his long run
on NBC. On the senior network Bing
had built an established listening habit
year after year. He also had the sock
Thursday evening line-up of NBC pro-
grams delivering an audience for him.
On ABC he not only had to get an
audience for himself but for the network
as well. A typical Wednesday evening
rating before Bingsday:

10-10:30
1.0

8-8:30 8:30-9 9-9:30 9:30-10
3.3 1.9 3.3 5.2

These ratings are for just two weeks
before Bing’s opening program on ABC
(October 2). When Bing’s transcription
was reverently placed upon the tum-
tables, on October 16, the same Wednes-
day evening hours were rated:

8-8:30 8:30-9 9-9:30 9:30-10 10-10:30
2.6 1.9 3 6.7 24

At the outset the transcription repro-
duction wasn't good and Bing Crosby
hadn't as yet licked the problem of mak-
making his recorded program sound as
spontaneous as his live shows and pic-
tures. His next rating slumped but pro-
motion brought it back, as the chart on
page 47 indicates. It also indicates that
Bing’s big audiences didn’t come from
the other networks, even the top-rated
Bing slot at 25.8 drew only part of its
audience from those who listened regu-
larly to NBC.

High-rated programs don’t just hap-
pen. They're built. It’s also true that
promotion requires something to pro-
mote, but what has happened to shows
like Breakfast in Holiywood, Queen for
a Day, and The Shadow indicates that
consistent promwotion can sell program
material that is little if any better
than other programs with microscopic
audiences.

In the sroNsoR check list (page 18) of
what to do before a commercial program
hits the air there’s an outline of how
sponsors can merchandise as well as
build listening. Broadcast advertising pays
for the lazy sponsor, but it produces
dividends way out of proportion to the
investment for the sponsor who works
at broadcasting and doesn't take the
medium for granted.
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Chains build programs
in cost control attempt

The networks have once again as-
sumed the mantle of showmen. Pack-
aging programs for sale to agencies
and their sponsors is now a major part of
the activities of all four networks. All
the four chains started in business as both
facilitics deliverers and program builders.
In the case of the Columbia Broadcasting
System it was a show, Arabesque, that
accounted for many of its early time sales.
CBS would build an audicnce for a time
period on the air with this program and
then sell the slot to a sponsor and move
Arabesque to another hour. This went on
and on until Arabesque’s author Yolande
Langworthy and the network disagreed,
and the program left the web. Long
after it ceased to be a featured network
production, however, CBS was still pre-
senting Arabesque over its Dixie loop by
audience demand.

Mutual became a program-producing
entity when Edgar Kobak became MBS
president and brought in Phil Carlin to
create a program department. Mutual

being particularly shy in audience-pro-
ducing shows, Carlin had to start from
scratch and did, building such successful
packages as Queen for a Day (with Ray-
mond Morgan), Meet the Press, Twenty
Questions, and Juvenile Jury, to mention
four sponsored MBS-built vehicles.

The American Broadcasting Company,
being in somewhat the same position as
Mutual, although it had a program de-
partment, has also built a number of pro-
grams which have been sold to sponsors.
Their present record includes Willie
Piper, Breakfast Club, Bride and Groom,
Fat Man, Henry Morgan Show, Paul
Whiteman Club, Ted Malone, and I Deal
in Crime.

Third net to make packaging of shows
for sponsorship a major operation was
CBS. Its Suspense is one of the few
network-built productions that have ever
achieved an audience big enough to push
them up into the rarefied atmosphere of
the Hooperated “First Fifteen.” The
CBS-stress on network-built programs is
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m part attributed to a desire on the part
of the network to control the future
destiny ot the packages involved.  They
are all labeled plainly *“for use on CBS
onty

NBC is the last network to have
climbed aboard the web-built package
trend. It has scldom found any difficulty
in holding programs on its chain and thus
until very recently did not feel the need
of commercial program production.  The
senior network, however, has realized for
some time the need for medium-priced
high-audicence programs and now plans to
pay just as much attention to building
shows for sale as the other three chains.

An outstanding factor in all network-
built packages is the price tag, all the
programs being built to a price.  Mutual
packages run from Married for Life at
$1,250 a half hour to Scotland Yard with
Basil Rathbone at $3,750 and [larlem
{{ospitality Club at $4,000.

ABC packages run from Candid Micro-
phone at $2,650 through Beulah at $4,000
to Phil Silvers Show at $6,000,

NBC-built programs run from the 15-
minute Three Suns Shine at $1,500-$2,000
through Mystery Without Murder, Colonel
Humphrey Flack, and Frank Merriwell in
the under-$3,000 range, to NBC Sym-
phony which unofficially is said to be
packaged on a yearly basis at $1,000,000
(time and talent).

CBS has 20 programs ready for spon-
sorship. They range from My Friend
Irma, CBS’ hottest(Lever Brothersbought
it) at about $7,000 to Robert Q. Lewis
Little Show, 15 minutes of sophisticated
nonsense, at $1,000.

Back of the current efforts on the part
of the networks to build programs are a
number of factors. The mortality rate of
independent package producers has al-
ways been high. One season Henry
Souvaine will have five shows on the net-
works and the next he’s happy to have
one. Phillips Lord is all over the flace
one year and the next he has Counterspy
and Policewoman. The uncertainty even
for producers like Ed Byrcn, whose Mr.
D. A. produces listeners at the lowest cost
per thousand of any top audience pro-
gram, is such that continuity of new
ideas and programs frem independents is
impaossible.

Networks hive the facilities with which
to huild and popularize programs at a
moumum  cost during the incubation
period.  Since every network has sustain-
ing time to fill, the trend toward building
package shows for salc to spansors means
a highcr level of sustiining material. To
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the sponsor it means i *'tested vehicle”
rather thin a program en which he has to
spend thousands of dollars just to find out
if anybody’s listening,

Network-built packages are a help to
agencies too.  ‘This hasn't been realized
until recently. They permit the agencies to
avoid the H0 per cent responsibility en
shows which they have taken in the past.
They are enabled to shop the field. Of
course they're restricted to the shows that
are available on the network on which
they expect to buy time and in most
cases the program continues tc belong to
the network. Even in the latter situation
deals are being made.  The [ lenry Morgan
Show is ABC’s package for three years
but at the expiration of that time, if it has
been continuously sponsored by Ever-
sharp, it becomes the sponsor’s. This is
subject, of course, to negotiation between
the star and the advertiser, but without
the web’s acting as the middleman. It is
the conftdent belief (of most agencies and
network executives) that sponsors can
protect themselves so that a network
package program on which they’ve spent
millions may not be sold to another
sponsor, competitive or otherwisc.

CBS is definite on the point that no
Columbia package will ever be available
on another network. Its stand is that
since it has built and promoted the pack-
age there's no justification for signing a
contract which would permit the pro-
gram to take a Columbia audience to
another chain.

The crying need is for more Fibber
McGee and Molly-type programs, which,
even when they're at the top of the heap,
still don't cost $20,600 and over. Because
the Lux Theater is owned by Lever
Brothers it hasn’t increased its talent cost
very much down through the years (cur-
rent bill is $16,000) and it's now the
number one dramatic program in audi-
ence and impact on the air. The Lux
lesson is clear to most sponsor executives

“‘own your own show —or at least
control it."”

Feeling at the networks is that program
costs have grown out of line. They've
noted, however, that a sponsor who has
been complaining bitterly about program
costs is liable the next week to buy the
most expensive package available, as one
of the top soap manufacturers did a few
years ago. The problem, then, is to make
available to sponsors programs that have
high potentialitics, which will not grow out
of line in costs when they do attain major
audience stature, and which will have
their growing pains before they become
commgrcial.

ADVERTISEMENT

‘““WHAT’S ALL
THE NOISE
ABOUT?" \

Recently, mueh has been said in print
by various transeription producers about
new shows they are offering.

One producer says his new show s
“making transcription history,” another says
his show is the “greatest and mest expen-
sive ever produced,” another says his shiow
is “more than just a radio show,” another
says “all tinic.all star transcription top,”
another says “most extensive opportunities
ever presented” ete, ete, ad infinitum.

We're really glad the transcription boys
are beginning to do something worth while,
BUT —“WHAT'S ALL THE NOISE
ABOUT?”

WE'VE BEEN PRODUCING BIG NAME
STAR TOP-NOTCH SHOWS SINCE 1940!

FURTHERMORE, WE DEFY ANY
RADIO PROGRAM MAN TO SHOW US
ONE SHOW RECENTLY PRODUCED
WHICH IS BIGGER IN ANY WAY THAN
THE SHOWS WE'VE BEEN DOING FOR
THE PAST SEVEN YEARS.

The record speaks for itself. We started
name star shows and have continued that
policy for the past seven yéars.

What other producer, other than Kermit.
Raymond, can offer shows such as the
half-lour transcribed series “HOLLY.
WOOD'S OPEN HOUSE” with Ray Bloch’s
orchestra, Jim Ameche as emcee, a guest
star comedian, a guest star singer and one
or more notion picture guest stars on
every show? Such great names as: Jack
Benny and his entire company, Marlene
Dietrich, Pat O’Brien, Lucille Ball, Bent
Lalir, Bonita Granville, Milton Berle, Diek
Powell, and literally hundreds more too
numerous to mention and equally as hig

What other producer, other than Kermin
Raymond, can offer transcribed shows such
as the great situation comedy show, “THE
EDDIE BRACKEN SHOYW,” starring Eddice
Bracken, William Demarest and Ann
Rutherford and the entire orchestra and
cast of the original CBS network show?
What other producer, other than Kermit-
Raymond, can offer such great transeribed
features as Dave Elman’s “IHOBBY
LOBBY,” with cleven years of networhk
standing? The “JOHN J, ANTHONY" show
with scventeen years of network standing?
And such shows as the “FRANCIS LED-
ERER SHOW.” “FAMOUS FATIIERS™
with guest stars such as: Ozzie Nelson and
Iarriet Ililliard, Deems Taylor, Lauritz
Melchior, Lowell Thomas and others jusi
as equally big? Shows such as the “MEAL
OF YOUR LIFE" and “THE WOMAN"
with guests such a:. Gertrude Lawrenee.
Flsa Maxwell, Vietor Borge, Fiorello La
Guardia, Itka Chase, Burgess Meredith,
Beatrice Kay, Georgie Jessel, Margo and
many, many others. PRETTY IMPRES
SIVE, ISN'T IT? Well, thew — “WHAT'S
ALL THE NOISE ABOUT?"

If you really wam transeribed radio
shows that speak for themselves, drop us
a hwne, give us a call or send us a wire.

KERMIT-RAYMOND SHOWS REALLY
IHAVE "SOMETHING TO MAKE NOISE
ABOUT!" THEY “SPEAK" FOR THEM.
SELVES.

SPONSOR
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" THE TRANSCRIBED

EDDIE
“ BRAGHEN

., SHow

with William Demarest
and Ann Rutherford
and the entire original cast and
rchestra, just as it was on
) the CBS network ¢

\NUW AVAILABLE FOR LUCAL SPUNSURSHIP

audition and full informatio

\ write, wir

\‘ Kermtlf l{a%mond

“"WHAT'S ALL
THE NOISE CORPORATION

11 East 52nd Street, New York 22

ABOUT?” ELdorado 5-5511



Available Network Package Programs

TITLE

TYPE APPEAL NET TIME TESTEO | AUOITION PRICE

AOYENTURES OF FRANK MERRIWELL

BEULAH

BILL GOOOWIN SHOW

BILL SHAOELL ANO THE NEWS

THE MARTIN BLOCK SHOW

CANOIO MICROPHONE

€8BS IS THERE

C€BS WEEKLY NEWS REVIEW
THE CLOCK

COLUMBIA'S COUNTRY JOURNAL
COLONEL HUMPHREY FLACK
COUNT OF MONTE CRISTO

CRIME CLUB

010 JUSTICE TRIUMPH?

O000RWAY TO LIFE

EOQOIE ALBERT SHOW

ESCAPE

THE FREO WARING SHOW

FRONTIERS OF SCIENCE

GIVE AND TakE

GRAMPS

HARLEM HOSPITALITY cLUB
HAWK LARABEE

HEART'S OESIRE

HIGH onsxrlun:

HONEYMOON IN NEW YORK
HOUSE PARTY

HOWARO K. SMITH FROM LONOON

JOHNNY MAOERO, PIER 23

JOSEPH C HARSCH ANO THE MEANING

OF THE NEWS

LEAVE IT 1O THE GIALS

DRAMA JUVENILL,  NBC | 30 MIN, 1 A WEEK YES | ET.

$2250-$2500
Collegiate athlete solves s mystery and win uthletie contest each week in nostalgie stmosphere of tum of century

COMEDY FAMILY ABC 30 MIN, | A WEEK YES LIVE & ET. | $1000
Situstion coinedy revolving sround houscliold escapades of a maud
COMEDY FAMILY s 30 MIN, | A WEEK YES | LIVE & ET. | $6000-57000°
Scries featuring radio amd screen actor Bill Gowlwin
NEWS FAMILY s 13 MIN, 1 A WEEK ' NO | ET. $500- §750°

News of the moment plus a wrap-up of week's news from Washington, D. L direct from the Capital by war-correspondeut Shadell

DIfK JOCKEY

WOMEN MBS 60 MIN, 5 A WEEK YES | LIVE& ET. | $1750 (%4 HR)
Martin Block spinning records s lling muste and ;)roducu

INTERVIEW

FAMILY AlC 30 \II\' I A WEEK YES | LIVE ¢ ET. | $2650
Conversatious of pe oplt' in all walks overbeard with 8 wire recorder

DRAMA | FAMILY 8§t}

30 MIN, | A WEEK YES | LIVE & ET. | $3000-3$3500°
Historical events recreated as news atories covered by CBS; top news stories of other years revived
NEWS FAMILY cBs 30 MIN, 1 A WEEK YES | LIWVE & ET. $1500-§2000°
Integrates reports from CRS newsmen hoe and abroad; last 10 min devoted to news quiz
DRAMA ADULTS ABC 30 MIN, 1| A WEEK YES | LIVE & ET. | $2500
Psychological dramna
FARM FAMILY Cis 30 MIN, 1 A WEEK YES | LIVE & ET. | $1500-§2000°

Combines internstional farm news with inside coverage from Washington, D. C.; remote pickups

COMEDY FAMILY NBC

30 MIN, 1 A WEEK | YES LIVE & ET. | $§2500-§3000
Jaturday Evening Post charac!er takes to the air in adventures as a lmmgn Rebin Iood
DRAMA FAMILY MBS 30 .\ll.\'. 1 A WEEK YES | ET. | $2750
Based on adventures of Dumas’ fainous character
DRAMA FAMILY MRS 30 MIN, l A WEEK YES | ET. | $2000
Mysterics based on Doubleday & Co.’s Crime Club bool
DRAMA FAMNILY MBS | 30 MIN, 1 A \\'E!;K YES | ET. $2000
Dramatization of legal case-historics(adapted from New York Sunday News serics)
DRAMA FAMILY CB3 | 30 MIN, 1-5 A WEEK YES ET. $3600-$3900
Case historics of problems in child-rearing and solution by profcssional experts, dramatized
COMEDY FAMILY ABC 30 MIN, 1 A WEEK | YES | LIVE & ET. | $6000
Expcn(-nres of small-town lawyer who has just hunx out hia shingle
DRAMA | FAMILY cus 30 MIN, 1 A WEEK NO | ET. $4000-$5000*
Dramatization of litcrary elassics with cast of veteran screen and radio actors
MUSICAL FAMILY NBC 30 MIN, 5 A WEEK OR YES E.T. $10,000-$16,000
PART THEREOF
Wariug and his 60 Pcnus\lvamam sing and play in lhclr own unique style
NEWS FAMILY cB3 15 MIN, 1 A WEEK ~YES E.T. $750-$1000*
Qumcy llowe reports eurrent advances in science and itsinfluence on individual, national, internationsl welfare
AL DIENCE PARTIC ll’\TlU\ | FAMILY Cis 30 MIN, 3-4-5 A WEEK YES ET. $3.000-$5000*
John Reed King in a quiz session with give-aways
DRAMA FAMILY NBC | 30 MIN, 1 A WEEK NO | ET. $2500-33000
Lovable old Gramnps gets his daughter and her family into and out of one dlfﬁcully after another
AUDIENCE PARTICIPATION FAMILY MBS 30 MIN, 1 A WEEK YES | E.T. | $4000
Variety show with all-colored cast; features famous guest stars, with Willie Bryant as me
DRAMA FAMILY CBs 30 MIN, 1 A WEEK YES E.T. $3500- $4500
{lotel keeper in resettied ghost town lakos listencrs on fast -acuon, hard rldmg western adventurcs
AUDIENCE PARTICIPATION WOMEN MEBX 30 MIN, 5 AW EFI\ YES | LIVE & ET. $2250 (41IR
\\ mmng letter, selected by studio p.m I, carns writer her henr( s desire
DRANMA FAMILY MBS 30 MIN, 1 A WEEK YES | LIVE & ET. $1500
Adventure with sports, sea, western, air, detective bnckgrounds
AUDIENCE PARTICIPATION FAMILY NBC 30 MIN, 5 A WEEK YES ET. $1500- §2500

Me Ed Herlihy tuterviews an enuwd an num\emn .md a honeymoon couple ani presents them with gifts; songs by Eve \oung

AUDIENCE PARTICIPATION FAMILY CB= 30 MIN, 5 A WEIK YES ET $3500-§4000°
Art Linkletter me's typical au.henm participation show with gags and give-aways
NEwWS FAMILY s 15 MIN, 1 A WEEK YES E.T. $1000 $1200°
ingside review of significant Furopean news of the week by CIIS Luro;u an news chief
DRAMAY FAMILY MBS 30 MIN, 1 A W I‘.El\ YEs LIVE $3750

Jack Webl in San Francisco water-front adventures 1n the dangerous Embarendero area
Niiw =2 FAMILY ( 15 MIN, 1 A WEEK YES E.T.

Late bulletins wird interpretation of weeks developnients in natronal and mternational affairs

$1100-§1200

COMEDY

30 MIN, 1 A WEEK YES LIVE & ET $3500
Ted Mualon ar

with Madge Evins, Elotse McElhane, Florence Pritchett, Paula Stone and guest stars

WOUMEN MBx
-king roundtable of ros
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TITLE

TYPE APPEAL NET TIME

TESTED AUDITION PRICE

LET’S GO TD THE MDVIES

SCREEN . FAMILY | MBS | 30 MIN, 1 A WEEK
Iixeerpts from current hit pictures; film news, interviews with stars und producers of the hits.

LISTEN CAREFULLY

AUDIENCE PARTICIPATION | FAMILY MB: 30 MIN, 1 A WEEK
Participants win prizes with answers to questions bascd on fucts from the three dramatic skits

| LODK YOUR BEST

| AUDIENCE PARTICIPATION | FAMILY Clss 30 MIN, 34-5 A WEEK

NO LIVE & E.T. $4250

(irace Edeu, co-editor of Mayfair magazine me's

NO LIVE & E.T. £4000°

featured on each show

ET. $2500-§2700

YES

Dick Willis, Hollywood beauty expert, lets listeners in on his diagnosis and advice to volunteers from studio audience

MARRIED FDR UIFE

THE MIGHTY CASEY

FAMILY

MA, PRESIDENT

MYSTERIDUS TRAVELLER

MYSTERY WITHOUT MURDER

THE NBC SYMPHONY

NELSON OLMSTEAD

DKLAHOMA RDUNDUP

ONCE UPDN DUR TIME

OPINIDN-AIRE

| DRAMA [ MBS 30 MIN, 1 A WEFK YES LIVE & ET. $1250
Dramatized stories of romanee and marriage
COMEDY FAMILY MBS 30 MIN, 1 A WEEK YES LIVE & ET $3500
Adventures of Casey after that famous third strike
DRAMA FAMILY | ABC 30 MIN, 1 A WEEK YES LIVE & E.T. $6000
Human side of life in the White House—dramatized anecdotes about historical figurcs
| DRAMA FAMILY MBS 30 MIN, | A WEEK YES LIVE & ET. $1750
Mystery and suspease thriller
DRAMA FAMILY NBC | 30 MIN, 1 A WEEK YES LIVE & E.T. $2500 $3000
Peter Gentle and his girl Friday refuse cases involving murder or violence and produce excitemient with head-work rather than blood-letting
| MUSICAL FAMILY | NBC 60 MIN, 1 A WEEK YES | E.T. $1,000,000°*t
Arturo Toscanini, conductor; Mischa Mischakoff, concert master; outstanding guest conduetors and soloists
DRAMA | FAMILY | NBC | 15 MIN, 5 A WEEK | YES ET. $2300-$2500
Olmsted adapts and presents a dramatic narration of a short storv from the world’s best literature
| MUSICAL | FAMILY | CBS 30 MIN, 1-5 A WEEK YES | ET $4000-$4500°
Concocted of frontier fiddling, yodelling, and plain and faney gags from the hills
| MUSICAL | WOMEN | NBC | 15 MIN, 5 A WEEK YES | ET. $2500-$3000
Jack Kilty relates stories of yesterday and today in narrative and song
| DRAMA | FAMILY | MBS 30 MIN, 1 A WEEK YES | LIVE & ET. $3500

Two national figures debate issue of the week and comment a top cross-examine; poll studio jury and listeners from ten selected cities

PHIL SILVERS SHOW | COMEDY FAMILY | ABC 30 MIN, 1 A WEEK
Movie comedian Phil Silvers brings his typical humor to the air
PHILADELPHIA DRCHESTRA | MUSICAL | FAMILY | CBS | 60 MIN, I A WEEK

Eugene Ormandy, conductor, and more than 100 distinguished instrumentalists

30 MIN, { A WEEK

PLAYS BY EAR | DRAMA FAMILY NBC
Hector Chevigny creates and plays dramas designed especially for radio
QUIET PLEASE DRAMA { FAMILY MBS | 30 MIN, 1 A WEEK
Psychological mystery thriller
RDMANCE | DRAMA FAMILY CBS 30 MIN, 1 A WEEK
Recreates greatest love-stories of all times
RDDFTOPS OF THE CITY | DRAMA | FAMILY ! CBS | 30 MIN, 1 A WEEK

From a skyseraper audience looks into private lives of neighbors in the metropolis. Originals

ADBERAT Q. LEWIS LITTLE SHOW

YES | LIVE & ET.

| COMEDY FAMILY | CBS 30 MIN, 1 A WEEK
Lewis presents humorous satires such as Movie of the Week, Gripe of the Week, Listener of t

THE ROBEAT Q. LEWIS SHOW

| VARIETY | . | FAMILY | CBS
Lewis presents his own band, girl vocalist, and guests, does satirical routin s, etc.

SCARLET QUEEN

SCDTLAND YARD

SERENADE TD AMERICA

S0 YOU WANT TD LEAD A BAND

DRAMA | FAMILY MBS 30 MIN, 1 A WEEK
Sea adventure—a day in the log of the Scarlet Queen
| DRAMA FAMILY MBS 30 MIN, 1 A \VEEK
Scotland Yard mysteries with London background
| MUSICAL _ FAMILY NBC 25 MIN, 5 A WEEK
Familiar music featuring guest vocalists with large coucert orchestra
| MUSICAL | FAMILY ABC 30 MIN, | A WEEK

Sammy Kaye invites members of studio audience to lead his band and win prizes

STUDID ONE | DRAMA FAMILY CBS 60 MIN, 1 A WEEK
Repertory theater of the air
SUNSHINE INN | DRAMA FAMILY CB3 30 MIN, | A WEEK

15-30 MIN, 1-5 A WEEK | NO

Zazu Pitts starring as a gentle inn-keeper so interested in helping others she gets nowhere herself

SWEENEY AND MARCH

| COMEDY FAMILY CBS 30 MIN, | A WEEK
Ex-GI Hal March and Bob Sweeney do take-offs on dilemmas of everyday life

THE THREE SUNS SHINE

| MUSICAL FAMILY NBC 15 MIN, 1 A WEEK

Al and Morty Nevins and Artie Dunn join with Betty Harris in a new program of musi¢ and songs

TREASURY AGENT

DRAMA FAMILY ABC 30 MIN. 1 A WEEK

WINNER TAKE ALL

Exploits of the T-men, Uncle Sam’s largest law-enforcing group

FAMILY CBS 3
Two members of studio audience contest and winner of each round stay:

| AUDIENCE PARTICIPATION
A serial quiz battle.

15-30 MIN. 1-5 A WEEK

$6000
TUves | BT | siso-sioow
[YES | BT 2500500
\';:‘.S ] li‘l’lT $1750 N
YES | BT s0osu
3\_'0 I- F; L 84-0(1)-‘35000' 3
and adaptations o
he “':'erl:(.seté. =
L_lVE; . { Sl;)()() $6000
YES | LWE & ET. | 850 '
Y_ES LIVE & _E_T_ $3750
YES l_"J.T_ - $4000-$5000
\'ES LIVE & ET. $2750 i
YES ET. $6000 -$12.000* -
):'0 E.'i' ] $6000-_§;000'
YES ET. $5000-$6000"
YES ET. $1300-82000
YES LI\'E-;' E.T. 23000
YES 51-500043200

ET
s on program until defeated

*Estimated by SPONSOR.

1This may change with ralibre of sponsor and produet.

“**Time and talent.
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I nets close

in daytime

but spread out at night

For the five months which have been
sclected by sronsor for an analysis of
network program ratings by types and
the cost of each type, the publication’s
research departinent has also placed the
network urban telephone home audience
under the shde rule. The figures which
have emerged bear a striking resemblance
to the four networks’ BMB coverage
maps published for the first time in this
issue.

Because the maps cover the nighttime
listening only, nighttime rating figures
were studied first. At night the National
Broadcasting Company shows an average
lead of 3.1 percent of the surveyed urban
telephone homes over the number two
nighttime network, the Columbia Broad-
casting System. NBC's nightime aver-
age Hooperating for the five-month
period was 14.5, against CBS' 11.4.
NBC'’s average figure is based upon 41
commercial shows per weck and the CBS
ranking is based upon 45 programs per
week. The fact that CBS has more
tess-than-half-hour programs accounts for
the higher number of programs per week.

The American Broadcasting Com-
pany’s average rating was 2.9 points
behind that of CBS. The number of
commercial programs used for establish-
ing its listenership in the thirty-six cities
surveyed by C. E. Hooper was 23, just
over half of CBS'.

For the Mutual Broadcasting System
rating an average of 20 programs was
surveyed during the five-month period
and they rated in popularity 3.5 points
behind ABC, or 5.0.

A quick look at the BMIB maps (pagcs
41-44) will indicate (although natu-
rally it can only be an impression) just
how accurately the coverage basis of
50 per cent of the radio homes listening
once a week reflects the rank order of
listener preference for each of the webs.

During the daytime hours there isn't
any one of the networks that shows,
urban-ratingwise, an extensive lead
over all the others.* The four networks
rank in the following daytime order:

S-Moanth Average PPrograms

\ Rating Rated
h% i1 S8 22
Cns 5.6 16
ABC 4.6 18
AYRELY 3.1 10

It may be noted that the average day-
time strip rating for the same period was
5.4 (page 65) and how close the NBC
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and CBS ratings are to that 5.4. ABC
and MBS, neither of which have daytime
soap operas, reflect this fact in lower
ratings ABC’s Breakfast Club and Break-
JSast in Hollywood go a long way towards
bolstering its urban popularity rating.
Trade interest this fall will be concen-
trated on secing what Kate Smith Speaks
and the Martin Block program will do for
Mutual and what the Paul Whiteman

COMPLETELY

disk Jockey hour will do for ABC. Also
a fall factor will be the expected shift of
the NBC Fred Waring program to the
10 a.m. (est) period where it will not
buck Breakfast in Hollywood but will be
competition to My True Story.

City-by-city ratings disclose a further
fact, that during the day leadership
shifts between NBC and CBS depending
upon how promotion-minded the net-
work affiliate is in that city. There is
also a shift at night city-by-city but it is
not so frequent or so general as the day-
time shift.

* All ralings are based upon commercial network
programs only.

TRANSCRIBED

you have

1230 Quarier-hour Musical Programs

... each bubbling over with captivating, all-time favorite hit

tunes . .. each star-studded with top ranking network artists,

starring IPhil Brito. romantic baritone

with SAMMY LINER, pianist extraordinary of the Kostel-
anetz Orchestra, DOC WHIPPLE, master of the organ,
ALLYN EDWARDS, emcee...names that spell bigtime radio

entertainment for everyone..

.now being broadcast success-

fully for advertisers over 53 stations throughout the country.

OTHER PROGRAMS: THE AVENGER

e SMILIN' ED McCONNELL

BLACKSTONE, MAGIC DETECTIVE

DICK COLE AT FARR ACADEMY e

THE HAPPY GANG

CHARLES MICHELSON, INC.

Pioneer Program Producers Since 1934

\

67 WEST 44th ST.,, NEW YORK 18 o PHONE MU 2-3376—5168

SPONSOR



Contests, Proorams & Audiences

Two line jingle pulls
best—if you have Hope

The most successful contest during the
194647 season was the Bob Hope-
Pepsodent My Favorite Brunette jingle
promotion. Although no official figures
have been released, total entries were just
under 1,000,000. Success of the contest
was no accident. The plan was the
brainchild of Charles Luckman, Lever
Brothers’ president (see June SPONSOR),
and as usual Luckman handled the con-
test like a military campaign whose ob-
ject was to reach the greatest number of
toothbrush users in the shortest length of
time. Long before the opening gun,
Foote, Cone ard Belding, Pepsodent ad-
agency, had researched all the contest
elements. The first problem was to un-
cover what type of contest would induce
the greatest number of listeners to enter.
Two contests were tested, one using the

JULY 1947

usual “25 words or less’”’ on the product
and the other calling for the contestant
to write a two-line jingle and send it in
with a boxtop. The two-line jingle out-
pulled the 25-word formula ten to one with
the sales impact in the latter area many
times as effective as the straight “‘reason
why” appeal. In the test the same awards
were used in each contest and the pilot
areas were as similar as any two areas
could be. The ten-to-one return con-
vinced “General” Luckman that the
jingle was “the” contest.

The next problem was selection of
awards. A door-to-door survey indi-
cated that a new car was Mr. and Mrs.
America’s greatest yen—ever greater
than cash. Next in desire was an electric
refrigerator and third was that well-
known prize that’s printed in government

green, money. The least money that
would draw most listeners was decided to
be $100.

That settled it—the awards in the con-
test were autos, refrigerators, and $100
bills. Foote, Cone and Belding made a
deal with Chevrolet and Frigidaire divi-
sions of General Motors for 24 Chevvies
and 48 Frigidaires. This paid off two
ways, the awards were trade-marked
items with known value and 7,170
Chevrolet dealers gave window displays
over to the contest.

With the prizes in hand the next prob-
lem was to find glamor. Pepsodent had
tested a motion picture tie-up in 1942
with The Princess and the Pirate, no con-
test, just a point-of-sale display deal. It
had sold Pepsodent. Therefore a picture
tie-up was logical. Bob Hope owned 50
per cent of the picture My Favorite
Brunette (with Paramount Pictures) and
there was plenty to play around with on
the title. Hope’s being the star of his
own picture and the star of the Pepsodent
program provided the perfect answer for
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the glamor department. When  the
starred actress is Dorothy Lamour there’s
the material for double glamor. The
point-of-sale display picces on the con-
test with Hope and Lamour were said to
have done as much toward reminding
shoppers to “buy Pcpsodent” and com-
pose jingles as the steady air-plugging.

The actual idea on the contest was,
after a number of false starts, decided as
a nglc to begin ‘“My Favorite Brunctte
is . At first blush it seecmed that the
picture was obtaining the best of the
deal. Since every submitted jingle had
to be accompanied by a Pepsodent box-
top, however, even if the contest was
strictly a picture title plug, a million
boxtops can’t be laughed off.

The next most successful 1946-47 con-
test was the Ralph Edwards-Duz Truth
or Consequences’ Mrs. Hush. This “iden-
tify-the-famous-voice’ stunt (the second
annual for the show) drew 869,275 picces
of mail and raised $545,000 for the
March of Dimes campaign. There was
no direct commercial tie-up with the
Mrs. Hush stunt but it increased intensity
of listening to the program which has its
advertising credits scattered generously
all the way through the 30-minute broad-
cast.

The third big contest during the spring
season was Procter and Gamble’s Spic and
Span promotion which gave away weekly,
for five weeks, a house (plus $4,000 in
cash to purchase the lot and landscape it)
as first prize. Other weekly prizes (111)
included a 1947 Chevrolet scdan, 10
Eurcka vacuum cleaners, 100 electric
irons. This was fecatured on Perry Mason
(CBS) and Life Can Be Beautifiul (NBC)
as well as in full-page ads in 100 news-
papers in 89 cities. All newspaper ads
suggested (in the contest rules and regu-
lations) that readers listen to Perry

Farmer's wife receives Spic & Span award
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Mason or Life Can Be Beautiful for
weckly announcements of the grand prize
winners. The coptest was the typical
Dancer-Fitzgerald-Sample  finish-the-sen-
tence-in-25-words-or-less routine.  The
sentence—*‘] use Spic and Span, the no-
rinse no-wipe cleaner, becavse——"

Figures on the promotion were not
completed as this Fall Facts issue of
SPONSOR goes to press, but the first
wecks’ returns, while good, were nothing
to compare with the Hope or Hush
operations. P. & G. officials, who cannot
be quoted (company policy), admitted
that a new idea might outpull the tried
and true formula but claim that contest
returns and contest promotion-of-sales
are not a2lways in proportion. America’s
number one soap manufacturer insists
that the “make them discover why the
product is good” contest formula is in-
fallible. They point out that it sold new
products long before radio was an adver-
tising factor and claim that it’ll be selling
for manufacturers long after standard
sound broadcasting has taken its place as
just one of the forms of broadcast adver-
tising (along with TV, FM, and FAX).

Another big contest was the Kolynos-
Bob Bumns ‘‘Write a story in 150 words or
less about Bob Burns' relatives in
Arkansas.”

Reading the answers was no doubt fun,
but the contest did very little if anything
for the toothpaste. The air contest was
expected in a large degree to carry itself,
and the first prize, a Steelcraft Cabin
Cruiser, just didn’t have the universal
appcal of a house or a car. Besides, the
average listener doesn't think that he
can write and so, despite the claim that
English and grammar didn’t count, the
mail just didn't flow in as expected. Bob
Burns won’t be sponsored by Kolynos
next season but the fact that the contest

UNPRECEDENTED $600,000 NATIONAL PRIZE

My Favorle Brunelle
6-Week Jingle Contest

Ofters 132 tabulous Prizes From Pepasdent len Boa
Twolyne Rhymes Abogt Ma | ovente Beanette”
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Broadside that sold dealers on Hope contest

wasn’t a sock success has nothing to do
with the case.

This report will make no effort to cover
the audience participation programs
which give away the Brooklyn Bridge
(almost) at every broadcast. It’s geared
to tell the nation’s sponsors what pulls
and doesn’t pull inquiries and contest
entries on the air as broadcasting ap-
proaches the fall 1947 season.

ABC started off the last fall season
with a cooperative contest into which all
its four children’s shows were tied. It
drew 300,000 entries (some from areas
where ABC programs can't be heard even
with the best radio home receiver avail-
able). The contest-promotion increased
listening to the four prcgrams tied into
the events: Terry and the Pirates, Sky
King, Jack Armstrong, and Tennessee Jed,
as long as the promotion was current.
When it was over ABC juvenile shows
were back to where they had started.
This bears cut a merchandising theory
that youngsters go for prizes but once the
gifts are ended they retumn to their regular
listening habits unless the contests were
continued long enough for the programs
to win juvenile listener loyalty. Ed
Kobak (MBS) comment to his staff on
his competition’s juvenile promotion was
brief and to the point—*] thought that
promotion was supposed to deliver audi-
ences.”” Mutual’s children’s hour, with-
out too much promotion, except that de-
veloped by Cari-Cari of Gardner Agency
for Ralston Purina’s Tom Mix broad-
casts, and Hal Davis of Kenyon and
Eckhardt for Kellogg's Superman, out-
pulled ABC’s, program for program,
every day. The fault of the ABC contest
was that it was short term and while
sales can be promoted with short-term
contests, audiences usually can’t.

[t’s difficult to change the listening

Pepsodent officials admire Hope's mail
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A FELLOW BY THE NAME OF HUGO has suggested the
Radio-of-Tomorrow . . . a cylindrical receiver which
mother can slip over the vacuum clesner os she cleans
the rugs. Frankly, we can't see a future for this gadget
of Hugo's—imasgine your commercisl coming out of a
vicuum clesner—but this gentleman does portray s fine
characteristic.  He is looking shead and sttempting to
progress.

Here ot WSPD—on s slightly more practical basis—we,

too, are constantly looking shead and staying shead with
better and more progressive services to our advertisers.




habits of children and they have been
won over a period of years by Superman,
tiop Harrigan, Terry and the Pirates, and
not by Sky King and the ABC line-up.
Swift used Breakfast Club for a write-
the-last-linc-of-the-limerick contest. This
is also a tested formula. The only varia-
tion employed was that the entrant not
only had to finish the limerick but she was
urged on the air and in printed advertis-
ing to do so on an entry blank obtained
from her local grocer or butcher who
handled Swift’s Bland Lard, the product
being promoted. The reason for this was
that the winners not only rated either a
trip around the world or $10,000, DeLuxe
Ford sedans, $100, or $10, but their
dealers also came in for a share of the
swag. The first prize winner's dealer
rated $1,000 because his customer won.
\What that means in dealer good-will
shouldn’t be underestimated. J. Walter
Thompson’s Chicago publicity depart-
ment milked the award presentations for
all they were worth with local newspaper
and air publicity. The glamor in this
contest promotion was the trip around
the world. The winner, however, took
the alternate award—the $10,000.
Postwar sales promotion really got
under way this past season. Self-liqui-

dating “‘gifts"’ were available again. Con-
sumer interest was whetted by all the
tested devices. Romance of Helen Trent
gave away a medllion-necklace for the
traditional label or carton and 25c. The
romance was fumished by its being a
reproduction of one worn by Jennifer
Jones in Duel in the Sun. The pull, like
the picture itself, was not great. Rose of
My Dreams and Strange Romance of
Evelyn Winter gave away a heart-of-love
perfume locket pin for a quarter and the
“B" from a package of Blu-White,

Frank Hummert began working charms
into his scripts—charms which later ap-
peared on the programs as give-aways for
25¢ and some form of proof-of-purchase.
They pulled better than they had before
the war, indicating that romance still has
to find a vicarious way out.

Baby books, recipes, cooking ideas, and
leaflets of all varieties were tested out
during the past season. Generally they
did not pull as well as expected. The
trend among listeners is that they wen't
write for printed matter of any kind
unless it's made so desirable on the pro-
gram as to make them feel they can’t
live without it. This requires more selling
than seems justified to most sponsors.
The result is that there’ll be less free
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provided as much audience in

Aprill1947 as the following

competing stations combined:

.

b.

a 20,000
10,000
5,000

a

C.

watt Chicaco station
watt Chicago station

watt Chicago station
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Smitt & Company anmounces a great Contest-for wo

Fu'l page ads supplemented radio for Swift

printed matter given away on programs.
The only way booklets, or other black-
and-white material, sell products is by
their being worked into the program. It’s
more difficult to do that with printed
material than with charms, costume
jewelry, etc., but two major advertisers
will be doing it this fall.

Contests can do a job at any time of
the day. W]JZ's Farm News (5:45-6 a.m.)
ran a photographic contest and pulled in
3,525 entries—as interesting a proof of
the effectiveness of marginal time pro-
grams (and contests), by the way, as ever
presented.

Prize competitions always have to be
| kept in the mood of the program. It was
" logical for America’s Town Meeting of the

Air to run an essay competition on “How

can we strengthen the American family?"

Sammy Kaye’s running a poetry contest

on his Sunday Serenade pulled a high

ratio of entries even though the awards
were not too high, $500 first prize, etc.

The Quiz Kids continued their annual

“Best Teacher of the Year’* contest and

Present from Hollywood each week gave

away something that the listeners had

seen in a motion picture.

A survey of premium buyers and
“inquiry’”” men at agencies reveals that
it’s unwise to promote mail unless the
entire offer is tested in advance and is
worked in as an integral part of the pro-
gram. Results come only when the
handling of an offer and the offer itself
has been worked out in every detail.
Even the best premium men go sour

| when they become careless.

The same appeals that have worked
effectively on network shows have their
spct and local sponsor equivalents.
WOV (New York), following Mrs. Hush,
| presented its Miss X. KMPC (Los

SPONSOR




sioned and unsigned

Spondor Personnel Changed

NAME

FORMER AFFILIATION

NEW AFFILIATION

Georg H. Bromberg
Robert E. Brown

Roy Crippen
John J. Doran

Fred F. Drucker
Mrs. J. M. Frazier
Clarence E. Hale
William E. Hecht
Jay Ieller

Robert L. Houghton
Iloward W. Kramer
IHarold P. McGrath
Jay E. Miller

John T. Morris
William F. Mueller

Victor T, Norton
Richard C. Rutledge

N. I1. Schlegel
Peter Simon

E. B. Spoonamore

W, Archie Sugg

Joe G, Wick
Edward T. T. Willilams

Weiss & Geller, Chicago, research director

Orange-Crush Co., Chicago, advertising manager

Baliard & Ballard Co., Louisvilie

Scheniey Distlllers Corp., Chicago, divisional
merchandising manager

Gartner & Bender, Inc., Chilcago, advertlsing
dlrector

E. M. Scarborough & Son, Austin, Texas, adver-
tising manager

Golden State Co., Ltd., San Francisco, advertlsing
manager

Corn Products Refining Co., New York, assistant
advertising manager

Elks Magazine, sales promotion manager

Lever Brothers Co., Cambridge

Cunard White Star Lines, New York

General Foods Corp., New York, Post Cereals
Div., asslstant sales manager

B. F. Goodrich Co., Akron, advertising, sales pro-
motion manager industrial products sales div,

F. & M. Shaefer Brewing Co., New York

Corn Products Refining Co., New York, advertis-
ing manager

Amerlcan HHome Products Corp., American [lome
Foods, Inc., dlv., New York, executive vp

Spiegels, Inc., Chicago, national retail advertising
manager

Cory Corp.. Chicago, advertising manager

Sweets Co. of America, Inc., Hoboken, N. J.,
assistant advertising manager

Seiberling Rubber Co., Akron, merchandising
deparctment, sales promotion div,

General Foods Corp.. Franklin Baker Div., Ho-
boken, N. J., advertising, merchandislng man-

ager

David G. Evans Coffee Co., St. Louis, vp, generai
sales manager

Beckton-Dickinson Co., Rutherford, N. J., execu-
tive committee chairman

;4&%&'44’&9 Agency Perdonnel @/tan;ai

Bendix llome Appliances, advertising, sales promotion
manager

Inter-American Qrange-Crush Co. (Orange-Crush Co.
affillace), advertising manager

Same, advertising manager

Orange-Crush Co., Chicago, advertising manager

Newby & Peron, Chicago, account executlve

Advance Advertlsing Agency, Austin, head

Same, advertising, sales promotion manager

Same, advertising manager

IHastings (men’s clothing chain), San Francisco, Oakland,
sales promotion manager

J. A. Wright & Co., Keene, N. Il., advertising manager

Same, advertlsing, publicity manager

Same, Gaines Div., advertising, sales manager

Same, Assoclated Tire & Accessory Lines div., advertising,
sales promotion manager

Same, advertlsing manager

Same, Dr. Swett’s Root Beer Co. div., vp. general manager

Same, president

Sampson Co., Chicago, advertising, sales promotion man-
ager

Same. advertising, sales promotlon direccor

Same, advertising director, candy, grocery div.
Same, advertising manager

Same, Post Cereals Div., associate advertising manager

Same, president

Lambert Pharmacal Co., St. Louis, president, director

NAME

FORMER AFFILIATICON

NEW AFFILIATION

Al Adams

John Alden
Edward Aleshire
Keith Babcock
Gordon F. Baird
John M. Bali 111

Berty Barrett
Osmond T. Baxter
Willard G. Beardsley
James F. Beebe

Otis Beeman

Eric Bellingaii
Royden C. Berger

Beatrice Berke
Sidney Berman
Porter D. Bibb Jr.
Richard W. Boettiger
Elliott V. Bogert
Jack Brennan

Charles Brenning
Ben Brodsky
Clarke Brown
Watson F. Buhler
Thomas K. Bunde
Richard G. Byrne
C. D. Calverly
Gurth F. Chambers

George 1. Chatfield

JULY 1917

Warner Brothers Pictures, Inc., New York

Biow, San Franclsco, vp, Pacific Coast manager
Buchanan, Chicago

BBD&O, Detroit, head

Walter Weir, New York

Army

Donahue & Coe, New York
0. 8. Tyson, New York

Wallace-Ferry-Hanley, Chicago

Biow, San Francisco, copy chief

Connecticut Mutual Life Insurance Co., lHart-
ford, publications dept. head

Huber Hoge, New York, timebuyer

Lennen & Mitchell, New York, new business head

Army

Davis, Los Angeles, account executive

Modern Merchandising Bureau, New York, ac-
count executive

Justin Funkhouser, Baltimore, account executive

Hecht Co., Washington, D. C.

J. D. Tarcher, New York

Milton Weinberg, Los Angeles, account executive

Conners, Hollywood, account executive

Navy

D’Arcy. Cleveland, account executive

Lever Brothers Co., Cambridge, vp in charge sales

Lever Brothers Co., Cambridge, assistant adver-
tising manager

J. Waiter Thompson, New York, head eastern plcture
advertising unit

Same, New York

llarry B. Cohen, New York, radio, copy head

Biow, San Francisco, creative head, Pacific Coast offices

Same, vp

Boyse-Bradford, Saginaw, Mich., account executive, public
relations director

Cecil & Presbrey. New York, timebuyer

Same, copy chief

Beaumont & Hohman, Omaha, account executive

Patrick, Glendale, Calif., account executive

Young & Rubicam, Chicago, account executive

Honig-Cooper, San Francisco, copy staff

Same, advertising director

Charles Michelson, New York

Seidel, New York, account executive

Compton, New York, simiiar capacity

Ayer & Giliett, Charlotre, N. C., account executive
Glasser-Gailey, Los Angeies, account executive
Gunn-Mears, New York, account executive

Same, vp, member plans board

Fox, Baltimore, account executive

Harry B. Cohen. New York, radio, copy head

Western, Los Angeles, copy chief

John Whitehead, Los Angeles, account esecutive

Stedfeld & Byrne, Inc., Cleveland (new), partner

L. C. Cole, San Francisco, account executive

American Home Products Corp., American Ilome Foods
inc., subsidiary, New York, vp in charge sales

Kenyon & Eckhardt, New York, executive capacity




NAME

FORMER AFFILIATION

NEW AFFILIATION

Leslie Choyce

Iarry B, Cohen
Robert Alicn Coons
Richurd Crisp
Robere 4. Crocher
Artihwr Daly

IR, W. Dawson
Jumea W, Delloach
Jack B, Donahue
ilaroid I’ Drake

lorine Englin
Arthur Forester
Jimmy Frlwz
Jerome 11, Garficld
PPeter N, Garficld
Norman 8. Gllbert

Wiiliam R. Glilen

Dick Gordon
Wiiliam J. Green
Dave Griflichs

Aiberta llackett
George AL 1laklm

Rosemary Hali
E. Poston llamliton
Marion Harper Jr.

Siurid 1ledin

. C. light

Mra. Frances A. llines
Clarence lloyem

Ruth E. lludson
Merrick I’ Jackson
Phelps Johnston
Robert A, Johnston
lloward K. Jones

James R. Keenan

James Kennedy
Fay Keyler

Kerryn King
Jullus L. Kicin
George 1L Larue
Frank G. LeCocq
Richard L, Levison
Jim Luntzel

Jean L. Malchin
Garry Martin

Carl 3. McCracken
Mortimer Mcears

Darold E, Middleton
f1al Moore

Leanurd 8. Morvay Jr.
. 3, Mullen

AMry. i3, B. Myers
Leonard Newsteder

Charics Newton
Clare Olmistend

lioward L. Parish
James F. Pedder

Arthur W, Ranisdeil
W. S, Reed

John Regan

Davld Ruticdge
Idward €, Ryan Jr,

Wlilard G. Szunders
IPeter Schaefler
Charfes Schroeder
€, J, Schuepback Jr.

Richard €, Shaw
Lowell Smith
Murray O. Smytih
Jack Springer

11. L. Stedleid
lloward Stephenson
1.Inda Suillvan
larry Sutlin

John W, Swailow
Willlam 8. Fanner
1zl Phompson
Robere F. Turner
Wliiiam D. Tyicer

Saniuel S, Ty ndali
Edward Vojak

Rex Webster
Murie F. Welch
George 1), Welies Sr.

Albert 8. Whlte
Jobn C. Whitley

Libbey-Owens-Ford Glass Co., Plaskon Div.,
udvertising manager

J. . Tarcher, New York. vp

Schenley Distlilers Corp., New York

S. €, Johnson & Son, Raclne, sales analyse

IPcck, Los Angeles, manager

Albert Frank-Guenther Law, Chlcago, vp

Dallas Morning News, advertising stafl

KOCMJS, Palm Springs. Callf., promotlon manager

Revere Copper & Braas, Inc., Rome Manufactur-
Ing Div.. Romne, N. Y., advertising manager

Carl Relmers, New York., account executlve

Boyd, Los Angeles, vp

Seiznlck International Studlos. 1loilywood

Salt Lake Clty Tribune and “l'elegram

U. S. Rubber Co., New York, advertising, sales
promotion stafl

Chi¢ago & Southern Alrlines. advertising, public
reiatlons director

Edward Petry & Co., New York

Navy

WGBI1, Scranton, Pa., publicley director, produc-
tlon man:ager

NBC, New York, administrative assistant to pro-
ductlon manager

Frequency Modulation Business (magazine), New
York, managing editor

Compton, New York

McCann-Erickson, New York, manager central
research dept.

Compton, New York

McCann-Erickson, Detrolt. vp, director

Gimbel Bros., Inc., New York

llarry Bripckman, Los Angeles, account executive

Malcoim-lloward, Chlcago, radlo copy writer

Hill & Knowlton, New York, account executlve

BBD&O, San Iranclsco, copy chlef

Bulleton Index. Mlttsburgh, advertising copy chief

Brooke, Smith, French & Dorrance, 1)etrolt, act-
Ing head plans board

Consolldated Grocers Corp., Reld Murdoch div.,
Chicago, general manager

J. Walter Thompson, New York, copy writer

0. S. Tyson, New York, vp

11i1l & Knowlton. New York, account executlve

Norman I). Waters. New York

Long, San Franclsco

New York Post, llome News

Hollywood Publiclty Associates, lollywood

Avenlir IPublicite, PParis, France

NBC: sales dept., New York, account executive

Rose-Martin, New York, vp, general manager

Eastern-Columbla. Los Angeles, advertlsing man-
ager

Ruthraufl & Ryan, Detroit

Own public reiations firm

Altomari. New York. account executlve

Pedlar & Ryan, New York. radlo copy chief

General Foods Sales Co.. Inc., New York. vp

A. W. Lewln, Newark, N. J., Industrial dlv.
director

Doherrty. Clifford & Shenficld, New York, copy
Sl

McCann-Erickson, llollywood, radlo production
head

J. Walter Thompson

General Motors Corp., Detroit, employee in-
formatlon director

Radvco. Inc., New York. president

Warner & Swasey Co., Cleveland, asslstant adver-
tlsing manager

Ihaire Publlshing Co.. New York, editorlal director
aviation group

Beaumont & Hohman, Omaha, account executlve

lllxs?n-()‘uonncll. New York, asslstant to copy
chief

Joncs Store Co., Kansas City, asslstant advercls-
Ing manager

J. |\\'allcr ‘TThompson, New York, account execu-
tive

Jackson, New York

Hurtmann Trunk Co., Racine, Wisc,, advertising
manager

Meldrum & fewsmich, Cleveland

Tullis, llollywood, account executlve

ludson, New York, account executive

Unlted Press, Porthind, Ore.

Fulier & Smith & Ross, Cleveland

11111 & Knowlton, New York, account executive

Norman D. Waters, New York

Longines-Wittnauer Watch Co., Inc.. New York

Kenyon & Eckharde, Hollywood, manager

Craig E. Dennison, Buffalo, manager

Young & Rublcam, New York, copy stafl

Georgla Petroleum Retuller, edltor

I)ulu-r‘;y. Clifford & Shenficld, New York, creative
hen

1l & Knowlton, New York. account exccutive

Montgaemery Ward & Co., Chicago, retall adver-
tising depe.

WIYO. Lubbock, Texas, commercial manager

Granat Bros.. San Francisco (mfg. jewelers),
clhiief copy wrlter

Dow Chemical Co.. Midland, Mich,, advertising,
publiclty director

McCann-Erlckson, Los Angeles, copy chief

Management Assoclates, Chicago

Ross Roy, Detrolt, copy dept.

liarry B. Cohen Advertising Co., New York (new), head
Franklln Fader, Newark, N, J., market research director
I'atham & Laird, (Chlcago, market research director
Northern Ol Co., Inc.. Burllngton, Ve,, advertising man
Rogers & Smith, Los Angeles, account executlve

Same. director

Own agency. Dailas (new)

Patrick. Glendale, Callf., account executly

llarold I’, Drake. Adverelsing, Utlca, N. Y, (new), owner

Patrick, Glendale, Callf., account executilve
Same, vp, director

I"ardee, Cash, lollywood. account executlve
Garfield Co., Salt Lake Clty (new), partner
Garfield Co., Sait Lake Clty (new), partner
Own agency, New York (new,

BED&O, Chicago, account stafl

Compton, New York, timebuyer
Knollln, San Franclsco. Los Angeles, head new radio dept.
Dave Griffiths, Radlo Advertising Consultant (new), Scran-

ton
Compton, llollywood, business manager
Own agency, New York (new)

Paris & Peart, New York, copy staff
DelJernectt, Dallas, account executive
Same, assistant to president, member executive committee

Dorland. New York, executlve capaclty

Tractor Distributors, Inc., Los Angeles, president

Wiillam Esty, New York, copy staff

Ted H. Factor, Los Angecles, media director, production
manager

Same, radio copy chief

Same, vp

Same, Chlcago, copy group head

McCarty, Pittsburgh, account executive

Same, research director, plans board chalrman

Same, president

Ruthrauff & Ryan, New York, copy wrlter

Same, executlve vp

Same, vp

Funt-Golding, New York, account executive

Same, manager

Strang & Prosser, Seattle, head business development dept,
Lester L. Wolfl, New York, vp In charge new business
Jim Luntzel Assoclates, Hollywood (new), owner
Seldel, New York, account executlve

William Esty, New York, radio dept.

Griffith, St. Petersburg, Fla,

Columblan, Los Angeles, account executive

BBD&O. Chicago. media dept. head

Acme Advertising Agency, Portland, Ore. (new). partner
Same, vp

Dancer-Fltzgerald-Sample, Chicago, copy wrlter
General Foods Corp.. New York. advertising director
Same, vp, member plans board

Duane Jones, New York, copy staff
Kenyon & Eckhardt, 1loilywood, manager

Rolzen. Buffalo, account executive
Meldrum & Fewsmith, Detrolt, vp In charge

Gorden Best, New York, vp in charge
Lang, Fisher & Stashower. Cleveland. copy stafl, assistant
to vp. in charge Industrial accounts

John Mather Lupton, New York, vp, technical news div.
manager

Ratcllife, Dallas, account executive
0. 8. Tyson. New York, account executive

Beaumont & {lohman, Kansas Clty, account executlve
Robert W, Orr, New York, account executive

McCann-Erickson, New York, forelgn dept., account
executlve

JIm Baker, Mliwaukee, account executlve

Own agency, Cieveland (new)

flarry J. Wendiand, Los Angeles, account cxecutive

0. 8. Tyson, New York, account executlve

Don Steele, San Franclsco

Stedfeld & Byrne, Inc., Cleveland (new), partner
Same, vp

Funt-Goidlng., New York. copy stafl

Same. sales manager

Makelim, 1lollywood, West Coast manager

Acme Advertlsing Agency, Inc., Buffalo (new), partner
Wililam Esty, New York, copy stail

Hates, Rickard & Richardson. Atlanta, account executlve
Dancer-Fitzgerald-Sample, Chlcago. copy supervisor

Same, vp
Midland, Cilcago, account executive

Buckner, Cralg and Webster. Advertising. Lubbock. part-
ner, radlo head
Ruthrauff & Ryan. New York, copy writer

Beeson-Faller-Reichert, Toledo, account executive, coPy
wrlter

Mogge-Privett, Los Angeles, creative head

Rociie, Willams & Cleary, Chicago. timebuyer
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a SPONSOR monthly tabulation

Contests and Offers

Product j Prog
o

ram
}
AMERICAN HOME Kolynos Romanee of MTWTF Love bird pin Send front of Kolvnos earton and 25¢ to pro- | CBS
PROOUCTS Helen Trent  12:30-12:45 pm aram, New York [
Complete in up to 25 words sentence about
AMERICAN 0IL €O. Gas, oil, Professor Saturday $50 cash Amoco product (different weekly).  Winner ABC
tires Quiz 10-10:30 pm gets $25 plus $25 if he included 5 acceptable
questions and answers for use on program 1
8. T. BABBITT 3ab-0 David Harum MTWTF Forget-me-not pin | Send Bab-O label and 25¢ to program, New CBS
10:45-11 am { York |
| . Person interviewed must produce common ob- [ WHEC,
FINNEY 0RUG €O. Drug Store Have You Thursday Merchandise; $3 ject named by announcer. Cash prize fer | Canton,
Got 1t? 7:45-8 pin answer to special question l Ohio
Bisquick, Betty Crocker MTWTF . )
GENERAL MILLS Gold Medal Magazine of 10:25 10:45 amn Jubilee Baking Recipes Posteard to sponsor ABC
Flour the Air } |
— Weekly prizes of lighters, watches; | |
MALL ANO RUCKEL, INC. X-azin 1280 Club MTWTFS arand prize of wardrobe, diamond ring, | Write to program guessing identity of “Miss WOy,
7:30 7:45 pm portable phonograph, cte. X" and send short product slogan [ New York
o Send name, address with sales slip showing pur- |
$ C. JOMNSON & $ON. INC. Wax products Fred Waring Tuesday Gald-colored car initials chase Johnson's Auto Wax or Carnu and seif- —_—
9:30 10 pm addressed envelope to sponsor, Racine i
LEVER BROTHERS Lipton's Sp(:( - Various 8 plastic iced-tea spoons Send top of Lipton's Tea box and 25¢ to spon- | All major
(THOS. J. LIPTON OIV.) ea Campaign sor, New York | markets
LIBBY, MC NEILL & LIBBY Libby Mv True MTWTF Juson-make scissors Send name, address with label from Labby's l ABC
products Story 10-10:25 am | Tomato Juice and 25¢ to program, Chicago
LOCAL PARTICIPATION Various retail T Mail Bag MTWTF Bali-point pen Tstepers guess number corn kerncls in jar, !K_FRO. Long]
articles 4 4:30 pin daify temperature; complete limericks | view, Texas
LIGGETT & MYERS Chesterfield Supper Cluh Thursday Autographed picture of Frankie Carle | Free on request to Frankie Carle, Box 21, N. Y. ! NBC
Cigarcttes 7-T:15 pm
MAIL POUCH TOBACCO Kentucky Fishin}z & Monday Several fine pieces of hard-to-get hunt-  Send unusual storv, tip, or question to program. MBS
Club tobacco  Hunting Club 10-10:30 pin ing and fishing equipment Gift for each item used
METROPOLITAN LIFE Insurance Eric &-\-amd'. MTWTF First-aid booklet FreeYon request to program, ¢’o focal station | CB3
INSURANCE €0, News 6-6:15 pm
N. Y. HERALO.TRIBUNE Newspaper America’s Thursday Reprint booklct of Stewart Alsop's Free on request to sponsor | Wiz,
Town Meeting £:30-9 pm columns New York
I"fﬂl‘m_«'l!IOH— Wednesday Parker 517 sct; 51" Magic Wand  Send 3-part question for use on show to program,
PARKER PEN Pens., pencils Please 10:30-11 pm Desk Set and Encyclopedia Britanuica;  New York; prizes for questions missed by stucis, CBS
$50 boud experts
PETER PAUL, INC, Mounds, Prescott Robin- MTWTF $1.000 cash Wnite las; line to jingle, send with product _WOR,
Almond Joy son, News A 3:15 am wrapper to sponsor. ¢ ‘o WOR | New York
Aunt Jemima ) § L =
QUAKER 0ATS Ready-Mix and Ladies Be MTWTF Plastic salt, pepper set Send 25¢ and | boxtop from either product to ABC
Pancake Seated 2-2:15 pm program
Ready-\ix
$500 eash., 5 Phileo radio-phonographs; ' Complete *'I think the Purina grown pullets will i L
RALSTON PURINA CO. Farm feed and  Checkerboard MTWTF 15 17-jewel Hulova watches; 15 Sun-  lay niore egas because™; send to Pullet contest, MBS
cereal products Jamboree 12:15-12:30 pm  beam fron Masters; 25 Flint Kitchen ' 8t. Louis; enclase name of local Purina dealer
Knifc sets and product tag
Lighter to scnder of subject used; if - .
RONSON ART METAL Ronson Twenty Saturday studio contestants stumped. grand  send subject about which 20 questions may be MBs
WORKS lighters Questions 5 %:30 pm prize of silver table lighter, matching asked to program
cigarette urn, tray
W. A. SHEAFFER PEN CO. Pens, inks, Adventurers’ Saturday Underwater goggles 8end 8koip boxtop or sales ship and 25¢ to CB3s
penceils Club 11:30-12 n sponsor, Chieago
STERLING DRUG Molle Malle Mystery Friday 5 Personna fazor Blades Send end from Molle package and 25¢ to NBC
(CENTAUR €O. 0IV.) Theater 10-10:30 pm sponsor, New York
Trip to New York, weckend at Wal-
dorf, back-to-school outfit, appear on
Teentimers’ Club radio show; § Miracle .
TEEN.TIMERS, INC. Dresses Teentimers Saturday diamond rings; 2 RCA Victor radio- | Complete product limerick. take to locsl Teen-  NBC
Club 11 11:30 s phonographs; 10 30-volume scts timer store.  Open to girls 11-17
Anericana Encyclopedia; 100 Teen-
timer dresses )
WANOER ¢D. valtine Captain MTWTF Shake-up mug Send 15¢ and Ovaltine label to program, MBS
Midmight 5:30 5:45 pm Chicago
WESTERN AUTO sUPPLY CO. \ Crrele Arrow Sunday 175 Wie Bass fishing scts QMtain entry-blanks, instructions from local NBC
supf Show 10:30 11 am W. A3 stores
WILLIAMSON CANMDY H Detect ve Sunday $100 reward froni “True Dutective  Notify FI and magazine of inbrmation lead-| MBS
Munteries 4:30-§ pm Muvatories’ Magazine g to arrest of eriminal named on broadeast
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ClaraBow, "' Truth or Consequences'' Mrs. Hush

Angeles) gave away a new Nash on its
Three Alarm audience-participation pro-
gram. WDAY (Fargo, North Dakota)
celebrated its 25th Anniversary with a
“Find Mr. WDAY on the streets of
Fargo’” and a “What's Mrs. WDAY’s
real name” contest. '

The telephone is used much more gen-
erously locally than it can be nationally.
There’s hardly a station that hasn’t a
Treasure Hunt, Tello-Test, I've Got Your
Number, Fone Quiz, or Mystery Quiz spot
or program operation. Since these hit

WDAY 25th Anniversary winners and awards

right into the home during the hours
when Mrs. Housewife has a moment to
answer they do a top-drawer selling job
for the sponsor.

Contests and give-aways are an integral
part of broadcasting. They require as
much if not more attention than the pro-
gram or the commercial. In at least one
case (Dr. Christian), they supply the
program with script material for a year.
When a contest carries the program it’s
news, and the Christian contest does that.

Plenty of figures—few
use available research

Radio research, considering the availa-
bility of fresh facts and new figures for the
sponsor, will be static thisfall. Even had
the Broadcast Measurement Bureau de-
cided to make its 1948 study this would
not have affected fall figure availability,
since with the study made in 48 the
figures would not be distributed until
1949. BMB’s coasting at present will
have very little bearing on client ap-
praisal of either NBC or CBS (see net-
work once-a-week listening maps on a 50
per cent standard in this issue). How-
ever, both ABC and Mutual are in a state
of constant flux and even at the time that
this report is being written neither’s
BMB figures are more than a starting
point for gauging either’s network cover-
age intensity. ABC is unquestionably,
from the standpoint of listening, the
“fastest-growing network” it claims to
be. However, from the standpoint of
audience penetration, most measurement
researchers feel that ABC's loss of sta-
tions (to CBS) balances its addition of
new stations. This has nothing to do
with ABC audience popularity which is
soaring. Mutual has over 140 stations
for which there are no comparable listen-
ing figures available. These stations are
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for the most part located in towns in
which there are no other stations. Since
the first one-station town survey, done
especially for the Keystone Transcription
Network some years ago, indicated
strongly that there’s a vital factor of
loyalty in one-station towns, Mutual
may eventually deliver an audience that
no station or network can claim at this
time.

The only “coverage information” on
non-BMB stations for the next year will
be engineering studies. It has been sug-
gested that BMB do a number of interim
reports for stations that have no listening
data but due to the organization’s fetish
of comparability nothing has been done
about this. The fetish is based upon the
contention that a survey made today by
BMB or with the exact same ballot that
BMB used even with the same standards
would not be comparable with the BMB
original survey. In other words a report
made in 1948 on 1947 research would not
be comparable with the original study
made in 1946 for 1947 release. Neverthe-
less such figures (1947 ballot indices)
could tide over the broadcasting business
until BMB places itself on a solid financial
basis.

One set of listening-coverage figures
may be available this late fall or by spring
of 1948 if C. E. Hooper continues with his
plans to avoid for the industry a “‘cover-
age vacuum.” Hooper has discovered
that a variation of NBC's “most listen-
ing” and ‘“‘regular listening” surveys pro-
duces quick, usable, and correlative cover-
age data. However, except for a few
sections of the country no Hooper cover-
age figures will be released quickly.

Hooperatings will continue to be avail-
able as they have been for the past 11
years. His “national” sampling is now
done in 36 cities. The explanation of
why the sample has grown from 33 to 36
cities in a year is that it’s Hooper’s con-
tention that the number of cities in which
all four networks can be heard equally
well and in which the number of telephone
homes is adequate for daily 8 a.m.-to-
10:30 p.m. telephone surveying has now
reached 36. The more cities covered the
more accurate are Hooperatings as a
gauge of popularity. There’s still no
claim that Hooperatings give any indica-
tion of number of listeners nor is there
any claim made by Hooper that non-
urban audience has a relationship to
urban listening. Hooper’s studies are for
urban telephone homes only. A Hoop-
erating for a program is only an indica-
tion of the percentage of telephone homes
that heard a program in 36 big cities
where all four networks can be heard.

A. C. Nielsen’s figures will continue to
be available to his subscribers. Nielsen’s
rating of programs is based upon the per-
centage of his NR1 (Nielsen Radio Index)
homes that hear a radio program. A
great handicap for true radio research is
the fact that none of Nielsen’s figures can
be compared with Hooper's. Nielsen has
one rating figure of the three which he
makes available to subscribers which in
theory should be comparable—the aver-
age audience listening to a program in the
area in which the program can be heard.
Since, however, this figure includes tele-
phone and non-telephone, rural as well as
urban, homes, any attempt to correlate
Hooper’s and Nielsen’s figures produces
only mathematical indigestion.

Nielsen's greatest weakness is his spotty
sample which concentrates 300 (approxi-
mately) of his listening recorders (audi-
meters) in WOR'’s service area (parts of
New York, New Jersey, Pennsylvania),
280 audimeters in WLW'’s “merchandis-
able area,” and leaves the balance, some
600 to 700 recorders, to spot-cover the
rest of the nation. Nielsen’s figures are
vital for program builders despite his
sample limitations. Because he’s able to
give clients a minute-by-minute profile of
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METROPOLITAN
MARKET
STATIONS

WKAP
KVET
“*WORL
WFAK
WTIP
WSBC
**WJBK
KWKW
WNEX
WHHM
KARV
WMIN
WBAX

Allentown
Austin
Boston

Charleston, S. C.

Chicago
Detroit

Los Angeles
Macon
Memphis
Mesa-Phoenix
Minn. -St. Paul

New York

WLOW Norfolk
WDAS Philadelphia;
WWSW Pittsburgh

KXLW
KONO
KUSN
WWDC
WHWL
WTUX

except in New York

St. Louis
San Antonio
San Diego
Wash., D. C.
Wilkes-Barre
Wilmington

*e¢ except in Chicago

Iorjoe Offices
| New York ¢ Chicago  Philadelphia
Pittsburgh  Washington « Baltimore

Los Angeles « San Francisco

Charleston, W. Va.
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their programs, the advertiser knows just
where to spot his commercials. He knows
where his audience comes from, how much
of it he loses during a broadcast, and
where it goes after it leaves him—i.e.,
what the dialers are looking for. Nielsen
is also able to give figures to multiple-
program sponsors on just how much
duplicate circulation they’re buying with
their programs. Most Nielsen subscribers
just get a small part of the practical use
out of the figures with which he supplies
them. The Nielsen survey costs him a
great deal of money to operate (about
$1,000 per audimeter home). His radio
index now loses about $400,000 a year.
Subscribers find his figures good as long
as they keep in mind the limitations of
his sample.

Diary surveys, which give some of the
information on 15-minute and longer pro-
grams that Nielsen develops, plus number
of listeners per home, age of listeners, etc.,
are being done more and more. Three
groups are doing diary studies for sta-
tions, and the information which these
studies develop is invaluable to sponsors.
Research men say that every advertiser
should obtain copies of any diary studies
made on stations that he’s using. First
studies were made by Industrial Surveys
(Sam Barton’s organization). When he
decided, due to his work for BMB which
by contract prevented him from doing any
station survey work, to drop his diary
work, Bob Salk and George Cooper, in-
spired by Gene Katz of the Katz station
representative organization, formed Audi-
ence Surveys, Inc., to concentrate on
diary studies. C. E. Hooper has been
using diary studies as a basis for establish-
ing a method of building a projectable
rating (i.e., a rating that would give
sponsors some idea of their programs’ cir-
culation, broadcast by broadcast). While
Gordon Buck, a pioneer diary researcher,
has dropped his diary work in Chicago to
join an advertising agency research de-
partment another group has picked up
where he left off and the diary continues
in high favor. (A detailed report on the
diary, what it is and what it can and does
do, will appear in sPONsOR’s August
issue.)

Industrial Surveys, Inc., which hasn't
done much with the radio results from its
“*panel studies,” is expected to make more
of its findings available this fall, but
nothing astounding will come forth from
this division of radio research to affect
fall operations.

Efforts are being made to have the
advertising agencies which underwrite,
inspire, or set up, listeners’ panel opera-
tions, release their information in one

..o 0N
everybody’s
lips in

Philadelphia

l REPRESENTED NATIONALLY BY
GEO. P. HOLLINGBERY CO.

AIM FOR
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package. While the Onondaga listening
panel (B. B. D. & O.), the J. Walter
Thompson consumer panel, and the
Young and Rubicam studies, by them-
selves can deliver only straw-in-the-wind
information, the combined results of all
these and the many other continuing
panel studies, correlated and weighted,
should mean a great deal to advertisers
using the medium.

Radio research this fall will be no
better or worse than it has been. It’s
still more penetrating than the research
done by any other medium. The greatest
present fault with audience and program
measurement is that only a minute part
of the information developed is used.
The research itself may be of high school
level but the use of it is still in kinder-
garten.

Mysteries best evening
buy: News close second

Network daytime-strip audiences, from
December through April last inclusive,
averaged 5.4 per cent of the urban tele-
phone homes in America, i.e., the homes
sampled by the C. E. Hooper organiza-
tion. The range of ratings for programs
in this group is from 2.2 to 9.3.

The average soap-opera daytime cost
(program) during the period covered in
this report was $2,327, or $430 per
Hooper point. (Time costs, being the
same regardless of the program, are not
included in these computations.)

At night, dramas lead all other types
of programs on the air. There were 62
dramas (32 mysteries) on the air during
the five months (December through
April). Average rating (evening) during

the period was 11.2 and average cost per
program $6,408, making the average
evening dramatic Hooper point cost $572.
If the costs of the mysteries and “other
dramas” are tabulated separately it is
found that mysteries cost, on an average,
$3,820 per program and other dramas
$8,995. Assuming that the average
rating for both would be the same,
mysteries per point would cost $341 and
other dramas $803.

Next numerically on the air are variety
productions, there being 36 of these
music-plus-comedy concoctions. These
are the high priced presentations, the big-
time selling vehicles. The average rating
for evening programs of this type was 12.8
for the five months checked upon. The

Average” Program Ratings by Types

DEC. JAN.
15 30 15 30

TYPE

MAR. APR.
30 15 30

FEB.
15 30 15

EVENING

VARIETY

13.5 | 13.2

14.3 13.8

14.4 | 14.1

14.8 I 13.4

13.3 13.5

EVENING
Quiz

10.8 ’ 11.4

121 111.2

12.2111.9

!
12.5(12.4

11.2 10.7

EVENING
DRAMATIC

11.0,10.8

11.6 11.2

|
|

11.8/11.0

11.4|10.6

10.2 10.3

EVENING
POPULAR
MUSIC

10.4 1 10.8

109 11.3

10.8110.4

|

11.2|10.6

94| 93

EVENING
NEWS &
COMMEN.
TATORS

8.2/ 6.8

73 | 6.6

8.1 ‘ 8.3

6.6 1.3

EVENING
CONCERT
MUSIC

751 1.7

7.4 1.2

7.6| 6.8

7.0 6.3

7.4 ' 8.5

64| 6.0

DAYTIME
SERIAL
DRAMA

5.2

5.5

5.7

5.6

5.2

* Average computed by C. E. Hooper based upon commercials on the air before 10:30 p.m.
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North Carolina’s

Favorite Farmer!

HARVEY DINKINS

Who was recently awarded the
Distinguished Service Citation for
1946 by the North Carolina Farm
Bureau Federation for his outstand-
ing contribution to farmers in

North Carolina.

Harvey Dinkins® hayfield flavored

comments in his''News and Views"

on the Piedmont Farm Program,
broadcast daily over WSJS, exert
a powerful influence on thousands
of farm families throughout the
rich Piedmont area of North Caro-
lina and Southwest Virginia—
another reason why WSJS sells
the Piedmont!

WSJS

WINSTON-SALEM

THE JOURNAL-SENTINEL STATION

NBC
Afhiliate

Represented by:
HEADLEY-REED COMPANY
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WDVA

has a formula:

Better Programs

plus

Greater Power

equals

More
Audience™

WDVA—DANVILLE, VA.
5,000 WATTS —1250 KC
MUTUAL NETWORK

Represented by
THE WALKER COMPANY

*(For you, that translates “RESULTS");

SPEARHEADING
THE PROGRESS

M

RADIO'S BEST BUY
IN THE
NATION'S CAPITAL

/WS

EVERETT L.DILLARD
6EN NMGR.

. 1319 -F-STREET, NW

average cost per varicety airing is $12,932
(all figures in this report it is stressed are
for programs only). This means that
varicty programs cost on an average
$1,010 a point.

Ten sponsored popular musical pro-
grams were cost-rat for this survey
period. The average rating was 10.5 and
the average cost $7,500, thus making the
average  Hooper  popular-musical-show
point cost $714.

Twelve network commercial news pro-
grams were on the air during the five
months. Their average rating was 7.4,
their average cost $2,562, making news
cost sponsors $346 per Hooper point.

The nine quiz programs on the air pro-
duced an audience of an average of 11.2
of the urban telephone homes that
Hooper surveys, costing an average of
$5,488 per broadcast. Thus the average
quiz Hooper point cost $490.

Concert music has seven evening pre-
sentations commercially and brought only
7.1 per cent of those checked urban
families to their receivers. Average cost
of concert music airings was high, $6,714,
thus making each point cost $946. DPro-
grams of “good’” music included in this
tabulation were the smallest number in
any category.

In order of program cost per point (ex-
clusive of time), program types rank in
the following order:

Cust per

Type Riting Cost polnt
Mynstery 11.2 $3.820 $341
News 7.4 $2.562 $346
Soap Opera® 5.4 $2.327 $430
Quiz 1.2 S5.458  $490
Popular Music 10.5 $7.500 $714
Drama (no mystery) 11.2 $X.995 $803
Concert Music 7.1 £6.714 $946
Variety 12.8 $12.932 £1.010

*ased on u five lime a week program cost.

It's no trade secret that news programs
deliver low-cost audiences but that mys-
teries are even lower in cost may be a
surprise to most followers of the rating
index of popularity. Indication of ac-
curacy of program type costs can be
checked through the fact that the top-
rated drama during the period covered,
Lux Radio Theater, had an average rating
of 23.9 and cost $16,500 a broadcast. The
program cost per Hooper point was there-
fore $690 —not too far away from the
average $803 for all dramas despite its
number one dramatic program status.
There are exceptions. Mr. D. A. for
instance usually costs considerably less
than the $341 a point that mysteries
average, but there’s been only one Mr.
D. A.in a considerable span of years,

A Market for You Measured in Billions!

] T - - %
" Tl
- - P .
o s R -

1946 lowan income from
livestock alone totaled one
and a half billion dollars

. . first in the U. S, A,
WMT, Cedar Rapids, in
the heart of this greatest
farm country in the world.
brings your selling mes.
sage 16 people with money
to spend.

See your Kalz represen-
tative and get on WMT.

CEDAR RAPIDS

Basic Columbia
Network

Uy 5.000 Watts
600 Kilocycles
Day and Night
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Eight areas will receive maximum
television attention this fall. Stations
are already in operation in each of these
areas and sponsors are discovering that
despite the small number of sets (com-
pared to radio receivers) in use, the TV
impact is already becoming felt in mail
response and sales. Very little direct
selling has been done thus far but WABD
(DuMont-New York) has a sponsor for
its Monday Small Fry Club who offers his
pipe-cleaner toy kit for $1.00. The sta-
tion has been averaging 80 to 90 direct
sales from each broadcast and the num-
ber of sales other than those made direct
by the station is sizable although not

tabulated and available at this time.

Duane Jones agency recently telecast
an amateur play with an all ex-G. 1. cast
for Mueller’'s Macaroni. The com-
mercial showed a charming housewife
preparing a main-dish salad. At the con-
clusion of the kitchen session she asked
the audience to submit names for the dish,
via phoneor post card, for a prize of $25.
Result, 642 viewers submitted names.
Since this was a one-shot without prior
build-up, the number of contest entrants
gives some idea of the casual-audience
interest in even a kitchen-cooking com-
mercial.

On WNBT (NBC-New York) there
have been a number of indications of
direct response to video presentations.
During one Jinx and Tex visual scanning
over the station a representative of
Lionel Trains brought some of his juve-
nile-size railroad equipment to the studio
for a 10-minute interview bit. The next
morning the Lionel demonstration center

at 26th Street and Fifth Avenue received
624 telephone inquires about buying at
least one of the models demonstrated.
Lionel doesn’t sell direct and the callers
were referred to Lionel dealers in the
New York area.

On June 6 there were 3,342 television
receivers in use in Chicago. This number
is increasing at the rate of about 500
a month despite the fact that there is
only one station, WBKB, in operation in
the area and no other operation is prom-
ised for at least eight months. The Bala-
ban & Katz station is scanning sports six
out of the seven nights a week and most
of the sports events have sponsors.

Station WBAL's (Baltimore) TV sta-
tion will start experimental telecasting in
October with regular schedules expected
by the first of the year. NBC'’s Washing-
ton TV outlet WNBW started operations
June 27 and Westinghouse’s Boston
video operation is expected to start
testing around the first of the year.

Before the end of this month (July)
there will be 295 FM stations on the air.
This means that approximately 43 per
cent of the United States will be within
territory that is receiving a signal
adequate for the complete enjoyment of
FM programs. The FM receiver bottle-
neck is slowly being broken and receivers
for standard and FM broadcasting are
flowing into homes with increasing speed.

The greatest problem that FM is
facing today is not stations or receiving
sets but programing. Despite the Lea
Act’s being held constitutional by the
Supreme Court of the United States

there’s still no rush on the part of the
networks to feed musical programs or
programs with musical backgrounds or
interludes to FM affiliates of their regular
standard broadcast stations.

It is true that under the Lea Act
the AFM (American Federation of Musi-
cians) can’t force any station to hire
musicians nor use any form of boycottto
achieve that end. It’s also true that the
President of the AFM, jamesC. Petrillo,
has stated that he will not strike against
the Supreme Court of the United States.
There is therefore every indication that
some basis for networks’ serving the FM
stations will be arrived at and that the
great chain programs will be heard over
FM outlets. That, say most authorities,
is all that the high fidelity, staticless form
of broadcasting requires for quick ac-
ceptance.

Besides the stations on the air at this
time there are over 600 stations author-

ized which according to their construc-
tion permits must be on the air within
eight months. This is still a small
fraction of what the FM spectrum as now
designated can hold, which is an esti-
mated 5,000 transmitters. The problem
facing the sponsor is manifold. There
are 1,728 standard broadcast stations in
operation or authorized. Within eight
months there should be at least 700 FM
stations operating. Selection of the
vehicles which are to carry an adver-
tiser’s broadcast message becomes more
and more difficult monthly. Very few
national advertisers (except radio set
manufacturers) are using FM stations,
but the time isn’t too far away when it
will not be possible to ignore FM circula-
tion. Six key agencies have already
started to check stations and the first
sign that national business is around
the comer has arrived at some stations
with requests for time signal availability.

/

Although the consumer press brought
to its readers the news of the new RCA
ultrafax during the last week in June, it
did not generally make clear that this
form of facsimile is basically a commercial
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vehicle, not one planned to deliver air-
newspapers into the home as are the
systems of John V. L. Hogan (Radio
Inventions, Inc.) and W. G. H. Finch.
The new RCA invention, announced by
Niles Trammell, NBC president, in his
testimony before a Senate subcommittee
holding hearings on the White Bill, de-
livers pages or type or pictures photo-
graphically via a microwave radio relay
system. DPages are delivered at the rate
that television frames are scanned in the
home. It is not epxected that ultrafax
will be a home service for decades tocome,

if ever.
This fall will see 50-odd demonstra-
tions resembling that which WFIL

(Inquirer) and WPEN (Evening Bulletin)
presented to the public in Philadelphia.
Actual plans to start regular FAX trans-
mission have not been completed by any
broadcaster although seven owners of
newspaper chains which also own stations
holding FM licenses are huddling regu-
larly over the idea. Business conditions
generally will be the 'determining factor
since technically FAX is ready, willing,
and able.

67




SPONSsSoOR

SPEAKNS

Wasted Research

Roughly speaking, there was more
than $10,000,000 spent during the
1946-47 season for audience measurement
and coverage reports. Only a fraction
of this research has made itself manifest
in increased audiences, in better service to
the broadcast advertiser. 1t’s true that
research by itself can only produce the
tools with which the industry can work
but it's also true that the responsibility
of the organizations producing the

information doesn't ¢nd with the mere
production of statistics.

The Broadcast Measurement Bureau
has suspended its 19458 measurement until
a new financial set-up is devised. There
may well be no new BMB surveying until
1949.  In the interim BMB will be
spending its time evaluating both its
coverage information and all current
audience research.

Ten per cent of what'’s being spent for
those statistics and graphs that gather
dust in the files of sponsors and agencies
could produce a better broadcasting
industry with which to serve the public
and business. If it were used to put
research to work.

As a small indication of what can be
done with available research srONsOR in
this Fall Facts edition presents three
special studies which to its knowledge
have never been done before. They are
“The effect of guest stars and promotion
on the Bing Crosby program,” “Program
ratings by type and cost,” and ‘“Audi-
ence-rating the networks.”

Basis For A Price-Tag

More than ever this season there's
talk about the high cost of talent for pro-
grams. This is one of the reasons why
the networks are going all out building
package programs within a reasonable
price range. However, at the very
moment that the hue-and-cry of over-

priced talent is loudest, transcription
organizations are spending record-break-
ing amounts for program talent. At
the very moment that My Friend Irma (a
CBS package) is sold to Lever Brothersto
replace the $18,000 Joan Davis program
(Irma will cost about one-third as much)
Crosby signs a new transcription deal
with Philco which will make his package
the highest priced in the history of broad-
casting.

The truth of the matter is that talent
cost in itself is not the problem. As long
as talent produces audiences big enough
to justify its price tags there's never a
squawk. It’s for this reason that Crosby’s
fantastic fee is reasonable . . . why Ziv,
Cowan, Kermit-Raymond, Paragon are
paying stars unheard-of recording fees.

Dinah Shore, Frank Sinatra and a num-
ber of other names were apparently over-
priced last season. Their sponsors
cancelled them. If they had been priced
lower and been permitted to stay on the
air in their same slot for a few years
each, no doubt, would have proved good
radio. Only one star in a thousand (i. e.
Crosby) can start a new program and win
a top audience at once. [t’d be far better
for talent to “take it easy,’”” to start a
new contract at a fee that will grow
as the listening audience grows.

1t’s really the cost per listener that
determines star fees. Talent that pro-
duces is never overpriced.

THE IDEA PAY-OFF

An outstanding way for a sponsor to
have its regular cast take a summer vaca-
tion and still not lose its audience has
been worked out by Needham, Louis and
Brorby for Kraft Foods. While The Great
Gildersleeve is summering, The Summer-
ville Bandstand takes over at a fraction
of what Fibber costs. Summerville is the
town in which Gildersleeve lives through-
out his winter broadcasting season, and
different members of his radio family will
be at the bandstand at each summer
broadcast. Thus everyone has a vaca-
tion, the sponsor buys a reasonable sum-
mer replacement, yet the Kraft broad-
cast period doesn't lose its identification
with The Great Gilderslecve. 1t's this type
of planning that has made N.L.&B.'s
radio shows, Fibber McGee and Molly and
Gildersleeve, produce better audiences
and more sales year after vear. Fibber
consistently is tops and Gildersleeve, an
alumnus of the McGee program, pro-
gressively increases its hold on audiences.
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Applause

ldeas that don’t cost a fortune and
go beyond the routine agency service de-
serve something besides 15 per cent. They
deserve applause.

NBC's MOTION PICTURE PROMOTION

Several years ago NBC prepared a
motion-picture trailer using its radio-
film stars to sell broadcasting. There
were so many problems involved that the
idea had to be dropped the following
year. Now once again NBC will use
motion pictures to sell the mass enter-
taimment medium radio.

Film will be 16mim and will be handled
on a non-commercial basis as is the cur-
rent Chesterfield promotion motion-pic-
ture. Objective is an audience of 1,000,-
000 for the short subject, which while
promoting the senior network also sells for
everyone who uses broadcast advertising.

Appropriation for the promotion is said
to be $100,000.

CHET THOMAS DOUBLE-CHECKS

C. L. (Chet) Thomas of KXOK (St.

Louis) recently dcecided to do some

checking on the relationship between his
BMB figures and actual listening in the
30 counties with 59 per cent coverage or
better credited to station by Bureau.
What he did still has managers of many
larger stations gasping. He hired the
Edward G. Doody research organization
to make co.ncidental* telephone calls in
each of the 30 counties. Over 100.000
calls were made. -

He has tumed the information over
to BMB with the suggestion that they
check the relationship between his
quarter-hour-by-quarter-hour coinciden-
tal and his BMB. Thomas has been
doing many things in the St. Louis
market that are news. He's now done
something industrywise that's news-
plus. In the entire industry KXOK was
the only station to “coincidental-check”’

its BAN1B as well as use it.
*Coincidental lelephone audience measurement is
that {ype of research ichich rhecks, ria phone, on the

programs or slations being listenened lo by the phone
oirners.
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The word "'rock” means many things to many
people—a diamond, Gibraltar, Alcatraz, or
ordinary stone. But to we 500-odd WLW
employees it means only one thing: “"Rock™
is the familiar nickname for R. J. Rockwell,
Vice-President in Charge of Engineering
for the Crosley Broadcasting Corporation.
A remarkable gentleman, this Rockwell.
Lurking behind that huge Sherlock Holmes
pipe is, we're convinced, one of the smartest
engineers in the radio profession. But that
pipe also conceals a frustrated musician
who's never been wholly convinced that he
should stick to his slip-stick and laboratory
and forget his violins and the concert halls.
The combination of these two talents—one
remarkable and the other questionable—has
produced a very likeable, human individual
. certainly not the double-dome which
his engineering accomplishments indicate.
He owned the first radio station west of
the Mississippi, WINAL. He designed the
square type RCA condenser mike widely
used by networks for years, He holds more
than a dozen patents on important radio
devices—has several more coming up.
Asa consulting engineer, "Rock” designed

Eighteen years with Crosley,

and installed KTHS, Hot Springs, and
KLRA, Little Rock. He joined the Crosley
factory in 1929 and transferred to the broad-
casting division in 1936. In 1940 he de-
signed and constructed WLWO, the first of
this country’s high-power international broad-
cast stations. In 1944 he completed the de-
sign and installation of the famous “Voice
of America” plant at Bethany, Ohio, con-
taining three 200,000-watt transmitters—the
largest international broadcast installation.

His present duties involve the supervision
of the Mason plant—WLW, WLWK,
WLWO and W8XAL; the Bethany plant—
WLWL, WLWR and WLWS; WLWA
(FM) and WB8XCT, experimental televi-

LWL

R. |. Rockwell, Vice-President in Charge of Engineering,
Crosley Broadcasting Corporation. Fellow, Institute of Radio
Engineers; Member, American Institute of Electrical Engi-
neers, Acoustical Society of America and Engineers Club of
Cincinnati. Committee Chairman, Radio Techiical Planning
Board. Registered Professional Engineer, State of Obio.

sion; 14 awaliary stations; the design and
construction of all equipment used by these
stations, as well as WINS, New York, and
the direction of the Broadcast Engineering
Laboratory. In other words, he has the con-
siderable responsibility of achieving and
maintaining the technical perfection which
has always been the goal of Crosley stations.

Naturally, even though "Rock™ is a re-
markable gent, he doesnt handle it all by
himself. He has scores of capable assistants
—98 in all—including J. M. McDonald,
Phil Konkle, Floyd Lantzer, Bill Alberts, J.
R. Duncan, etc, Even so, you'd think “Rock™
would have enough to keep him busy. He
does, but still finds time to torture his violin.
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7f you'll check consccutive
Hooper Surveys, you'll find that WJW

has a rea/ “place in the sun”. For, in

Cleveland, listeners look to WJW for

better entertainment.

And—there’s no question about our

place in Cleveland’s rich market . . .

the Hoopers show it—advertisers

know it. WJW delivers more daytime
listeners per dollar than any other

Cleveland station.

BASIC 850 KC
ABC Network 5000 Watts
CLEVELAND, O. DAY AND NIGHT

REPRESENTED NATIONALLY BY HEADLEY-REED COMPANY





