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WMBG
WTVR w
WCOD

In 1948 Havens & Martin dedicated Television Station
WTVR to the people of Virginia.

How well it's appreciated is expressed

by the fact that today about one in every nine

homes in the metropolitan Richmond area is TY-equipped.
Yet as Christmas 1949 rolls around, WTVR,

now nearly two years old, is still the only

TVY station operating in VYirginia.

Nearly 25 years ago WMBG took the air as a pioneer

radio station. Its record is studded with firsts.

In this postwar era WCOD, the FM outlet,
was added to the Havens & Martin group

to provide Virginia’s only complete broadcast advertising service.

Linked with NBC through the years, these First Stations
of Virginia have captured the fond loyalty

of a people who fully appreciate pioneering and public service.

st Slorloeires ﬂ/ ‘szlﬁ}y/}z/ﬂ

Havens and Martin Stations, Richmond 20, Va.
John Blair & Company, National Representatives
Affiliates of National Broadcasting Company
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Nets to hypo Daytime inroads of independent stations, squawks by affiliates, and
daytime listening desire for self-preservation are motivating factors in concentration
that net executives will shortly make on improved daytime program-
ing. Desire by important advertisers for better daytime vehicles
also significant ( see page 26).
-SR-

| All-Radio When radio's $125,000 film is premiered early in February the indus-
Presentation try will give it a rousing welcome. Initial showing will be at New
gets big sendoff York's Waldorf-Astoria before governmental, advertising, and industry
notables. Advance reports indicate that 40-minute picture, sparked
by Macy's Vic Ratner, will surpass expectations of most optimistic
rooters.

—-SR-

Canadian private Long-time fight by Canadian independents to free themselves from con-
broadcasters protest trol and regulation by their competitor, the nationally-owned Canadi-
an Broadcasting Corporation, is reaching a climax. Briefs are being
submitted by stations to the influential Royal Commission on National
Development in the Arts, Letters, and Sciences. Canadian governmen-
tal figures are studying proposals to make CBC non-commercial.

2 S

Radio industry Thrown off its stride most of 1949 by net program shifts and TV con-
looks for big 1950 fusion, radio advertising looms strong next year. Many advertisers
who wanted to wait and see during most of 1949 are ready to go ahead
in 1950 (see page 24).
-SR-

Three groups act Following action of NAB board recommending dissolution of present BMB

on BMB successor and establishment of corporation to replace it (SR, 21 November)
BMB's directors passed resolution urging need for continuing audience
measurement studies. Resolution also empowers BMB officers to "con-
tinue present organization and provide for its dissolution by 1 July,
1950, " providing steps are taken meanwhile for servicing bureau's
first and second studies and for discharging its liabilities.

—-SR-

TV time volume Television time sales in 1949 may total 830,000,000, or three times
may hit $30,000,000 $10,000,000 volume of 1948, Joseph B. Elliott of RCA Victor has pre-
dicted. . .Radio Manufacturers Assn. estimates 3,750,000 IV sets will
be made in 1950 as compared with 2,300,000 this year. October TV set
production reached record 304,773, or about 80,000 more than 224,532
produced in September. . .Meanwhile, AM set output also expanded —
from 461,532 to 587,267.

December. 1919, Publlshed biweekly by SPONSOR Publications Inc., 3110 Elm, Baltimore 11, Md  Executive. Editorfal, Clrculation
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Jess Willard joins
WGAC, Augusta, Ga.

NAB simplifies
committee setup

Emerson introduces
low-price FM set

International
Harvester
Refrigerators use
novel piteh

Advertised brands
gain, says Nielsen

Du Mont TV
affiliates get two
daytime hours

A. D. (Jess) Willard, formerly executive vice-president of NAB, has
become president and g.m. of WGAC, 5,000-watt ABC affiliate in
Augusta, Ga.

-SR-

NAB has reduced number of standing committees to nine, but "broadened
their effective operation." Committees, with total of 53 members,
now are: Assn. of Women Broadcasteers, BAB, employer-employee rela-
tions, engineering, FM, government relations, radio, TV, and un-
affiliated stations.

tS R

Charge of FM broadcasters that manufacturers have failed to meet
public demand for FM receivers is met by Emerson Radio with

FM-only set, retailing for $29.95. Now in volume production, new set
will get heavy promotion. . .WDET-FM, Detroit, issues detailed news
release headlined: "Why don't all major Detroit newspapers print FM
schedules®"

—SR—

International Harvester Refrigerators, through Dynamic Electronic
Stores, New York, introduced a new twist in radio sale of home appli-
ances 3 December. Plan involves use of WMCA, New York, with 14 half-
hour programs weekly; listener phone inquiries to station; and fast
home followup by salesmen carrying silver service valued at $118.50 as
premium with purchase of $189.50 refrigerator. Sternfield, Goldley
Inc., New York, handles the account.

—SR—-

"Increased consumer preference for major brands" was cited by A. C.
Nielsen before Grocery Manufacturers of America. For Sseven food com-
modities, he showed, two top brands increased their share-of-market
from 37.2 to 40.4% between 1940 and 1949. . .Although TV reduced
radio listenership 5% in metropolitan areas in first four months of
1949 vs. parallel period of 1948, Nielsen said, radio listenership
rose 4% in medium cities and 2% in small cities and rural areas.

=)

To stimulate daytime TV, WABD, New York, key tone of Du Mont TV net,
is offering its 50 affiliates two hours of live programing from 2:30
to 4:30 p.m., EST, starting Monday, 5 December. WABD reports success
of own daytime programing for past year. Among affiliates signed
for service are WTVN, Columbus; WXEL, Cleveland; WJBK, Detroit ; WSPD,
Toledo; WHIO, Dayton; WJAC, Johnstown, Pa., and Du Mont's own WABD;
WTTG, Washington, and WDTV, Pittsburgh. Programs will provide spots
for selling to local sponsors.

—please turn to page 36—
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CITY HOOPERATINGS

Would it be possible to obtain sev-
eral reprints of your article “City
Hooperatings: their frailities and mis-
uses?” This article appeared on page
26 of the August 29 issue of SPONSOR.
Several of our clients are unduly con-
cerned with the Hooper rating system.
We feel that with your article we can |
be of service not only to our clients

:)hulls :;e:le radio stations throughout IT’S EASY,.
L. GEorcE GEIGER e ——
Radio Director IF YOU
KNOW HOW!

Thurston Smnith Jenkins |
Flint, Michigan

® Some reprints of this loeperating are still
available on request.

FARM FACTS HANDBOOK

Congratulations on your “Farm
Facts Handbook.” May we buy a ’
dozen copies?
WaLrace E. Stone
Commercial Manager
KILO, Grand Forks, 7
North Dakota With 24 years of successful radio Know-How behind us, we
® Copies are available at $1.00 each; quantity | of KWKH “fly through the air with the greatest of ease”—get
o g spectacular results in broadcasting to our Southern audience.

Here’s the Hooper proof—our Share of Audience figures for

TIMEBUYERS COMMENT Shreveport for Mar.-Apr. ’49:

Everybody in the agency field must MORNINGS (Mon. thru Fri.) KWKH 39.6%
read sPoNsOR Magazine . . . because Next Station  23.3%,
our sales people have had a great AFTERNOONS (Mon. thru Fri.) KWKH 31.79

amount of comment on your recent
articles relating to race programming

Next Station 29.7¢
EVENINGS (Sun. thru Sat.) KWKH 42.59,

and the “Forgotten 15 Million!” Next Station 28.99%
Even on a recent visit to Chicago )
quite a few timebuyer friends and ad- With 50,000 watts, CBS, and outstanding local programming,

vertisers in the middle-west mentioned KWKH does just as impressive a job in the rural parts of
how much they were impressed by the this prosperous four-state area as in Shreveport. Write today
two articles in sPONSOR on the “For- for the complete facts.

gotten 15 Million.”

Joun E. PEARsoN
John E. Pearson Company
New York City

“READING VS. LISTENING”

We could make darn good use of Texas
150 reprints of the sproasor article _
“Reading vs. Listening” based on the —s_ﬂ_R_E_VEponT
Lazarsfeld study. Arknnsas

Toxy Mot e o e e
Sales Promotion Manager 507000 Watts S C B S MISSISSIPPI
WCCO, Minneapolis, Minn.

@ The supply is running low, but we can still

The Branham Company, Representatives
handle a few requests for "Reading vs. Listening” Henry Clﬂy Ccncml Alanager
reprints. »
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PACIFIC COAST
RADIO COVERAGE
IS DIFFERENT, TOO!

F onr THAT MATTER, even the Pacifie Coast is different from
any other area in the United States. It's big, it’s almost entirely covered with mountains up to 14,495 fect
high, and its markets are far apart.

To cover this vast, rich area is a different coverage problem. The great distanees, the mountains, the
low ground conductivity make long-range broadeasting impraetical...yet Don Lec is the only network
that does not rely on long-range broadeasting.

Only Don Lee is especially designed for the Pacifie Coast.
Only Don Lee offers coverage that gives each market a loeal network outlet of the proper size to com-
pletely cover that market for the least possible money expended.

Only with Don Lee can you tailor your network radio coverage to your distribution. You can buy all

: LEWIS ALLEN WEISS, Chairman of the Bourd « WILLET U. BROWN, President «+ <ARD D. INGRIM, Vice-President in Charge of Sales

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

Of 45 Major Pacific Coast Cities

ONLY 10 3 8 24
have stations have Don Lee have Don Lee have Don Lee
e - - — = of all 4 and 2 other and 1 other and NO other
networks network stations network station network station
|
% . v 3 ) Y! L' L. .
o p——
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or part of Don Lee’s 45 stations to match your distribution requirements, with no waste.

There are about 14 million people on the Pacific Coast. Only Don Lee sells them where they live—
where they spend their 15% billions per year. and Don Lee sells them from their own local network stations
with all the local selling influence enjoyed by such a station.

If selling the Pacific Coast is your problem. remember coverage is different on the Pacific Coast. Use
the only radio network especially designed for the Pacific Coast: DON LEE.

Don Lee Stations on Parade: KXOB—STOCKTON, CALIFORNIA
Within easy listening distanee of KXOB’s 1000 watts live 205,800 people who annually spend more than a quarter billion
dollars in retail stores. When you buy the Don Lee network you get loealized eoverage “from within” this and 44 other

important Pacific Coast markets. Only Don Lee offers this kind of selling impact—where the people live—where they spend
their money.

The Natiow's Greatest R egronal Network

Hitieal
DON LEE

BROADCASTING SYSTEM

B S S
a3 A ;“

r-.= —_—

- o

5 DECEMBER 1949




ON THE HILL

Commerce Department sees

improvement in business

The Commerce Department not only reports that business
was surprisingly good during the recent “strike” period,
but probably it will be better. Among stimulauts are a
backlog of orders for steel, aluminum and coal, which will
take months to fill. and Government spending this year at
a $27 billion level, the highest of the last three vears.
After a two-month decline. Business Week's index has
turned sharply upward.

Third-quarter profits

declined nearly 169

But Wall Street Journal has found in analysis of 570 com-
panies that net profits for the quarter ended 30 September
were 15.87 below the level of the third quarter of 1948.
Among 24 industry classifications, gains from a vear ago
were made only in six: aircraft mamifacturing and sup-
plies, airlines, automobiles and equipment, chemicals.
drugs, foods, and utilities. Coal and textile industries
showed the sharpest declines. Continued strength of such
big advertisers as automobiles. foods and drugs, however,
has helped to maintain overall advertising volume.

Candy manufacturers

could advertise more

The Commerce Department estimates that per capita candy
~onsumption this year will be 16.7 pounds as compared
with 18.2 pounds in 1948, The eandy industry has never
been able to dispel the idea that candy is faltening, and
the fact that the Council on Candy recently discontinued
its advertising campaign hasn’t helped. Amaong the rela-
tively few candy makers on the air today are M&M, Mars.
Peter ’aul and Williamson.

"“Big Three’’ do smaller
part of food volume
The three largest food chains  A&DP. Safewav and Kroger
today have a 797 smaller share of total food business
than they had in 1939, while regional and smaller chains
have increased their proportion 1777, Lansing P. Shield
of the Grand Union chain told Grocery Manufacturers of
America recently. He expected these trends 10 he “accel-
erated.” ... Meanwhile. U. 8. News-World Report quotes
\ttorney  General McGrath as saying that millions of
10usewives would benefit by lower prices, if the Govern-
ment wins its anti-trust action against AP,

8

_ I

NAB urges new treaty
on channel allocations

NAB’s board of directors has adopted a resolution urging
“necessity of a new treaty” on broadcast channel alloca-
tions, and pointing out that the Cuban government has
authorized radio operations which “severely damage the
coverage” of Uniled States stations. . . . The North Ameri-
can Regional Broadcasting Agreement is now being dis-
cussed at a conference in Montreal.

Radio and film industries
unite to fight censorship

Eric Johnston. president of the Motion Picture Assn., and
Justin Miller, president of NARB, have appointed a joint
committee to cooperate against all forms of censorship and
in other fields of connnon interests. Broadcaster members
are Gilmore N. Nunn of the Nunn Stations, Kentucky;
Calvin J. Smith, KFAC, Los Angeles; Clair R. McCollough,
WGAL, Lancaster, Pa.; Hugh B. Terry, KLZ, Denver. and
Michael R. Hanna, WHCU, lthaca. N. Y.

Truman would halt
another coal strike

As this is written another coal strike in early December—
as John L. Lewis has threatened—appears unlikely. Presi-
dent Truman would enjoin such a strike under the Taft-
Hartley Law. This injunction would he effective for 80
days, or until late February. By that time, it is expected,
depleted coal stocks would have been restored.

FCC asks field tests
for color TV and UHF

FCC has asked CBS, RCA and Color Television. Inc.. to
distribute “a reasonable number of receivers hoth to tech-
nical and non-technical persons™ for competitive field
testing of their color TV systems. The tests will start soon.
and are expecled to he confined to New York, Washing-
ton, San Francisco and perhaps Philadelphia, where the
three have sel up color telecasting equipment. . . . FCC
also has asked all TV producers interested in UHF to start
experimenting in the 470 to 890 megacycle range. Forty-
two new channels mav thus be authorized.

Detroit will hold

international fair

Governmental blessing is expected to be sought for the
Detroit International Trade Fair, which has been sched-
uled for 30 June-15 July, 1951, on the 250th anniversary
of the founding of Detroit. To allow more time for for-
cign exhibitors, the fair has been postponed from next
summer. It will follow the Canadian International Trade
I"air. which will close in early June, 1951.

DuPont claims aid

to “little man”

The best opportunity for little husiness “lies in the hori-
zons opened for them by Dbig business,” Crawford H.
Greenewalt, president of the dul’ont company. told a
House Judiciary subcommittee investigating the effects of
“bigness” on business. In developing such products as
nylon and cellophane, he said, dul’ont has helped little
business to prosper. 1n 1950 dul’ont will spend §35,000,-
000 for research.

SPONSOR




TV stole what PM audience from what AM?

In Boston's first year of TV, the evening share of audience for “FM, TV and all others” zoomed from
3.3% in 1948 to 18.3% in 1949. Mostly this is TV, of course, and obviously had to come from AM

station evening audiences —

But what stations 2

Again the answer is supplied by Hooper's May-September 1949 figures with the comparable report
of 1948. All network-affiliated stations individually lost from 2% to 5.8%. And the total, interestingly
enough, approximates the gain for “FM, TV and others.”

On the other hand, one Boston station held its evening audience — and even gained listeners against
TV competition. This independent station — the Herald-Traveler station WHDH — demonstrated the
power of news-sports-music programming to complement video fare in the home.

Now with TV in the picture, Boston's fastest growing station continues to be your surest, best buy in

Boston radio.

Here’s what TV did to
Boston Evening Radio Listening...

Network-affiliated stations lost as high as 30%
of their evening audiences, according to these
Hooper figures, in Boston's first full year of TV.
And independent WHDH is the only station that
gained! In Boston, look to WHDH to protect your
radio position.

Owned and operated by the Herald-Traveler

BOSTON - 50,000 WATTS

Represented Nationally by John Blair & Co.

5 DECEMBER 1949

Share of Audience May through September

Evening Sunday through Saturday 6:00 p.m.—10:30 p.m.

Network Stations
Homes Using Sets A B C D  WHDH

1948 26.2 21.8 120 207 14.0 23.8
1949 25.0 16,0 94 187 9.8 24.2
Audience change —5.8 26 —2.0 —-42 404

9
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Harry J. Deines

Manager of advertising and sales promotion
Westinghouse Electric Corp., Pittsburgh, Pa.

For the first six months of 1949 Westinghouse Electric Corpora-
tion’s gross sales have dropped more than $10.000.000. To shave
the deficit the corporation is relving heavily on the effective planning
of new promotions. This is the job of modest, gentle-looking Harry
Deines. recently appointed boss of the firm’s annual $20,000,000
advertising budget.  For the past five vears Deines competently
handled the Westinghouse account for Fuller & Smith § Ross, the last
three as vice-president of the agency. His superlative administrative
ability and advertising skill pleased the Westinglhouse hierarchy.

Much of the corporation’s profits is garnered from the manufac-
ture of huge pieces of complex electrical equipment. Westerner Deines
is not awed by these complicated blueprints and technical termin-
ologv. In 1930 he received his engineering degree from the Uni-
versity of Colorado.  Then he left his father’s spacious, opulent
ranch for a ground-floor position with the General Electric Com-
pany’s electronics department. Fourteen vears later he was Divi-
sional Manager of Electronies. Deines had helped nake FM radio
production a GE first, and promoted the sale of experimental tele-
vision equipment during the war. Organizations interested in buy-
ing the equipment. which was to be delivered after the war. paid for
it with war bonds.

Of the estimated $2.000,000 spent annually for radio and tele-
viston advertising. the lion's share of the budget goes for the firm’s
sponsorship of its hour-long video drama Studio One. Finding TV
an important asset in hypoing its sales of electrical appliances. the
organization will continue to sponsor the program in 1950. West-
inghouse—which owns four AM stations: KEN. Portland: WOWO.
Fort Wavne: KYW, Philadelphia; and WBZ. Boston was one of
the first big outfits 10 recognize the value of radio as an advertising
medium. From 1929-1931 the corporation sponsored a half-hour
evening. variety-musical show over the NBC network. Westinghouse
has continually used radio since then.

During the last five vears, philosopher-poet Ted Maloue has been

the firm’s top-sales producer on radio. Malone has heen effectively
reaching the company’s best market—women.

SPONSOR




New developments

. ““The forgotten 15,000,000

p S ‘ Issue: Port 1:10 October 1949, p. 24

ort 2:24 October 1949, p. 30
Sub]ECf Reoching the Negro market

In selling to the Negro market radio station WWRL
Woodside, New York has found that its programs must
include more than the jive gibberish of a double-talking
disk jockey spinning the weirdest records waxed by
Negro artists. It requires no special type ol programiug.
When the station used the .anous Symphony Sid, master
of the glib-word. to conduet its hour-long Afternoon
Swing Session the avera e weekly mail pull was 700-1.0.0
letters.

When the program was rebuilt to give it greater all-
around appeal, Sid was replaced by affable. articulate
Phil Goraon. In a short ume the average weesly mail
pull soared to 3,000-4,000 lctiers. Ihe new program was
reaching a larger segment oi the more than 1.000,000
Negroes in Knickerbocker Town and national advertisers
became interested. Two bought tinie: Quaker Qais Com-
pany and kiver Brand Rice Mills. Inc.. {Caroiina Riced.
The show was expandad one hour and is now heard from
3:30-5:30 p.m.

In New York Citv. AM staiion WLIB is making a tad
to tap the fertile Negro marxet with a three- huur long
morning program: ftouse That Jack Bult. 7-10 am.,
Monday-5Sunday. The show. Landled by veleran radio
performer Hal Jackson, is one o/ the most diversified
ever produced for this market. During the program
Jackson will comment on sports. read newscasts. tell hu-
man interest stories. interview celebrities, play records;

all slanted to reflect Negro life. I successful. it will dis-

Il: \ ' 1 where it was born.

I-

L Pm/r/e
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That's why Prairie Stars, presented nitely on WOV by Rosalie Allen,
holds one of the most loyal buying audiences in all radio. For fast action
selling—for product loyalty—for a highly responsive audience
(64 % of whom are women) get the facts on who is listening. Ask to see
WOV'’s newly completed Prairie Stars Audience Audit. It's proof
that on WOV RESULTS IS THE BUY WORD.

Prairie Stars a WOV feature production is one of
5 AUDITED AUDIENCES.

on SPONSOR stories

pel the misconception that Negro people are merely in-
terested in jazz records and senseless palaver. and set the
criterion for future programing.

. “Sponsors demond TV (ngenuity'’’
p S Issue: moy 1948, p. 134
Sub]ecf Tt eatre television

Radio Corporation of America has recently con_pleted
a system of theatre television which will be an important
new advertising medium for sponsors. For advertisers
whose Dest sales results can be se~ured by directing their
campaigns at ceitain segments of the public, theatre TV
offers an almost guaranteed selection of various types of
audiences. During week-day afternoons the nation’s
theatres are populated by relaxing housewives. On week-
end afternoons. movie houses are swamped by squealing
kids. During all of the evenings of the week. advertisers
can reach audiences largely composed of working men
and wonen.

The new RCA system is divided into two basic and dis-
tinct sections: Instantaneous Projection System where
the picture is projected directly on the screen; and the
Kinescope-Photography System which is a method of re-
cording TV shows. RCA is currently taking orders for
this equipment and will cost an estimated $23.000.

To service th~ theatres that purchase any of the two
sections. the National Broadeasting Company will arrange
to transmit three types of program material: specially
built shows reauested v theatre owners; special events
which are carried by NBC but not usually sponsored.
such as the Presidential inaucuration; and sponsored
programs which can be cleared Jor theatre video.

Satin slippers and plunging necklines—ten gallon hats and =
cowboy boots. College grad at the debutante Ball—ranch hand

and the village belle. Whatever our choice, whatever ou: fate, we're more
alike than we think. That’s why right now, today, America’s music—
western hill country music—is as popular in big New York as on the prairie

-‘J
¥
f Originotors of
/ Audited *

Audiences

)

NEW YORK

Ralph N. Weil, Gen. Mgr.
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New National Spot Business

THE REPORTS LISTED BELOW APPEAR IN ALTERNATE ISSUES

ew and renew

SPONSOR PRODUCT AGENCY

STATIONS-MKTS  CAMPAIGN, start, duration

Adam Mats Mats William 1, Weintranh
Best Foods Nuecoa margarine Benton & Bowles
General Eleetrie Co Lamp Di BBD&KO
Gilespic Varnish Co Paiuts M. W. Fairfax
Louiis Milani Goods Tue Searoning product Jordan Cao
R. €. W. Foterprises, Rubber toy animals Cowan & Whitn
LA L.A.
Shioutex Co Shampoa Assocviated

United States Toliaceo

Tobaccos Kudner

*Station list set at woment,

Station Representation Changes

10 mht spote; Dee 3

California ounly Spotss Nov 213 10212 wh
32 mkis Spots; Noy 28: 26 whs
natl campaign
Fasteru eampaign TV spots
8 stos; (4 radio, ¢ Spats, parties econrrent Beweck  cane
1V) Les Angeles paign
test campaign
60 stn~: 30 mkts 10-15 minute programs; ecurrent 5.
National campaign weeh campaign
21 wkts Spot:
West & Sonthwest
TY spots; abt Nov. 233 uutil end
of year.

STATION AFFILIATION

NEW NATIONAL REPRESENTATIVE

KING, Seattle, Wash.
KLMS, Lincoln. Neb.

Independent

Independent

KOTYV., Tulsa, Okla. ABC. DudMont, CBS. \NBC
KTSA. San Antonio, Texas CBS

WBKB, Chicago. 1. cBs

WBSM, New Bedford, Mass. Tndependent

WTAL, Tallahassee, Vla. CBS- MBS

WTVB, Coldwater, M Independent

YSU.YSU A, San Salvador, FEl nalvador

Independent

Advertising Agency Personnel Changes

John Blui
ludepentdent Metropolitan Sales

r

Adam Young

I'ree X Peters

Weed

Joseph Nershey Metiillvra
John Blair

Joseph llecshey MeGillvra
Melehor Cuonan Co Tue

NAME FORMER AFFILIATION

NEW AFFILIATION

KIBs, S.F., sls

Mutual
of sls

Tames Alspaugh

Z. C. Barues Broadeasting Ssystem, N.Y., yp in charge

llerbert Beaven Brisacher, Wheeler, 1..\., office mgr

Madolin Bingham Munsingwear Ine. Mapls.. adv, sls prom mgre
James 1. Boit

Felix Brentano

Waldie & Briggs. Chi, acct exee

NBC. Chi.. natl spot sluman
William Esty Co Ine, N.Y.
mer

William Brewer
Luther Bridgmaun
In
Georgze Burke

John T. Burke
Mark Bennett Byron

Morris Plan, adv
N. Y. Sun
Chambers & Wiswell, Bostor.

is Bromfield

avcet exer

Yardley of Ll on Foe, NUYL, ady
J. A. Zurn Mfg Co, Er
Brooke, Smith, Freuclh & Borrance, Ietroit
Jobn A, Cairns & Co, MY, vp

ARC, VY., st rel

mer

Robert M. Camphell . 1’a., sls prom
Clinton R, Clark
s C. Cum

am N, Davidson

® In next issue: New and Renewed on Networks, Sponsor Personnel Changes,

National Broadeast Sales Executive Che

John Blair. S.F., acet exce

Calkins & Dulden, N.Y., partner (effective Jan 1)

Mogge-Privett, L.A.. exee
Abbett Kimball. 8.F., acet exee
Same, vp

fester L™ Wolff. N3, radio,
Potts, Calkins &
Same, head of film
1
Rob
Same, vp in charge of new business
William Esty, N.Y,, v

l.ce Daunelles, Cleve., acet exec

Iy dir
er, Ransas City, Ma., radio, TV dir

liv of tv Jept

te, Cone & Belding. S.F., copy chief

ts. Newton & Chapman, H'wood. acet exec

BBDE& O, Detroit. in charge of coop media an DeSato acet
~ame, dir

Free & Peters, VYo acet enee

inges, New Agency Appointments
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Advertising Agency Personnel Changes (Continued)

NAME

FORMER AFFILIATION

NEW AFFILIATION

Jutaca 1. Delauld
Clearles V. Dreenser
Soeman L, Deynan
Mlen Dnecavay
lawrence R Dunham Je
Veistram I
Fdgar E. Eaton

Roduey Freickson
Methure W Ficlden
Jolim D, Fitegerald

Arthur L., Forreat
Carlox A, Franco
Ilarry Gatton
Clifard GiN
Riclrard F. Gochel

S AL Nalpern
Jerry llines
Marvey J. llawclle
i lurley
Irvey
]nlm N. Jackson
crich 11, Jones Jr
e AL Judson
Kewls

Edwin A, Kirschner
v 3. KRleefineh
trave Jr
Vhowma< Lathan

Rascmary Lesan
~ March}
k.
M Iu 1
]|
Frank (. \Ioroluml
YA Nordgulse
Albert Pleus

f.ois Rea

Alice Rone
Douwald Scandlin
\\llllan! E. Schoeider

Gearge Tharp
Bill Wel:h

J. Renueth White
R. G. Willson

West-Marquis, S, wgr

Freee & Peters, NY s

Canadian Cun w, Hamilten, sls saperes
Robert Muswell, NY ., prod

Benton & Rowles, N.Y, acet exee

Youge & Rublen NY,

Treaey Mfp Co, Pittab., sls promw wmpr

Young & Rubicam, N.Y., prod i, “We Dhe

[

Camphell-Fwuld Co, Detroit.
istrating depte
CRSSEV, NOY L ebarge
WAL San Antewia,
Young & Rubicanr,
Wi,

operating ans

f «ln

"N ak, prom omgr
NAYL radio media mer
Stutesville, NG, man dir

Ruthranff & Ryan, S.F., exee
artmon Co, VY., exee p

Johu A, Calrans X ¢

Young & Rubica L
Natl Asanr af Req vee Mfrs, St b

Cary. Ine. Des M aret exee

ran, V.Y,

1 & Bowles lue, .\ VY

c. Necattle, acet exee
niz. VY, food acet eace

+ Flectrie Corp, Pittab., ady anat
Rreaveds Ine, NY,, FI

lard
sls pr
Ziff-Davis Publication o, Chi, adv prod mgr

Benton & Bowles, VY., exee

West-Marquis Ine. LA, ~r acct exve
Beserly 1l €alif,
s, LA, pgen mer

ftiow, N.Y.
GCrant, NY. partner

Mbert Franh-Guentlier Law,
Bedficld.John-t
Foo Hlah
henyon &

S.F., acct eace
e, NY, vp

est, Torenta, acet exee

hbardt, N.Y,, raddio prod
Mupls, acct exee

1 exec

s it
v operatio

h., vp
s radio,

Name, sny

Nawe, head radio and ey dept

Mley & Biclburds, NY,, exce staff

Cnret Freiberger and Co, Denver, copy chief
Kudner, N.Y,, exce
Harry Gatton, smne, pres
Tharp & Gill (uew), LA
Hiddlesion, Fau

w5 co-head

& Merrill, Seattle, vp

William 1. W tranh & Co, Ine, NV, die of copy
1. J. MeGrath, Seattle. acet exer

‘Ted Bates, NV, acet exee

Doyle, Dane, Bernbach, VY, tiine huyer

Clark & Bickerd loe, Detroit, accel exee
Name, dir
Biddle, Bloomingtion, 1, acct cxer

Vaun Diver & Carlyle
Luchanan & Co. 1
MO Prodpeti

Inc. V.Y, arct exce

A, media olir

e, bos mgr

crt o exere

3 s, railio dir, acct exec
Lenliari, Yark, Pa, charge of radio. IV copy
Bennett,
Sawe, Portl, b

harge
ree for Westeru Reet Sngar
hiladelphia, copy dir

astwman, LA, acet exee

. AL, acel exee
tew art, Caruegie,
NSame. mgre sls prom and ads

Pa.. acel exer

||| Bonsib, Deover, media dir, traffic mgzr

r lue, Darrisburg, 1’a., copy dir
't oexee

seript ed and radio dir

m & Howles,
Katz, VY.t
s VY med

{new), AL cohead

recry Ine, LA, (ruceessor to Swrith,
Creery), beaill of radio and tv dept

l.e & 1. VY, acet exee

Ruthrauff & Ryon, MY, vp

Ball

") New and Renewed Television (Network and Spot)

SPONSOR

AGENCY NET OR STATIONS

PROGRAM, time start, duration

Aoerican Cizarctte & Cigar

Co

Bakers Ine
(vevold Bread)

Benrus Wateh Co

Rrowa & Williamson  Te-
baceo Co (Kools)

R va Wateh Co

Ches rolet

D. P Clark Condy Co

Con Fdisen Co

Dealers

Corliss L
DeSoto Dealers

Fiest National Bauk of
Bostnn
Grneral lime Corep

(Seth ‘Thomas Clacks)

Bubher

Goadycar Tiee &
Ca

Hamilton Wateh Co

1 I Nonvelty & Toy Ca

] aln-¥Merrury

Minnrvapelic Brewing Co
(Geain Relt Beer)

Fhe News Sandicate Ca Ine

Deaferes

Penickh-Ford Ltd Ine
(My-T-l'ine)

Pioneer Scicatifie Corp

Works

Metal
Ine (Lighiers)
Vir Liues

Ronsan An

tnited

1 nited States

RTLATV, L. V. ¥
WERRBIV, Ch
WARD, VYL

Sullivan, Stanffer
Colwell & Rayles
Renton & Rowles

1. D
Ted Bates

WANBWLIY |
waARD,

W oash,
NY.

Tarcher

Riow

WART, N Y,
WARD, N Y.

Campbell-Ewald

BBENKO WHRRTY, Chi.
BRDOKO WANRT, Moy,

Ceeil & Presbrey WRAILTY, Ch

Mass WD, Ny,

RRDKO WRZSIN . Bosion W

BBDXO WMARDN, Balto.

Yarng & Rubicam WHBKRILIY, Chi.

RITLNTYV, L AL

nRpKo

WHZ-TV, Rostoa ¥
] & Echbardt WOBSTY  net
BRD&O WITONTY, Mupl.,

WrIN, N

Placed direet

Danny Webb: Sa 0-6:30 purs Nov 113
Sanddy

BRDX O RTLA-TY, . A

Cayton WSNHT, Ny,
Grey RIL AN, by, Filin
N. WL MVyer RILASTY, 1L A, Film

WA, NY,

hudner WARD, N, Y,

“amons Jury Triala;

cather spots; Noy,

Filim annemts: Yoy 203

Vil spots: Nav 95

wmoanwmemts: (et 7
Taoast af the
16 Minncapolis Lahers hashethall gan

Vaice

Film

mt~; Oet 3i: 13 whks (r)

Film spot~; Yor 13: 532 whks (n)

spots; Yoy 105 32 whe (r)

spats; Nos 28: 13 whe ()
spots: Yoy 130 20 wke (n)

Th 9:30-10 por; Nov 25 26 whe (n)
ter Oct 202 13 whe (1)

i 0:533.7T pm: MYy 15 13 wks (o)
3 whs (n)

Weestling: Sat 10 i 10 conclnsiouns; Nov 265 13 whe (0)

T: 13 whs (n)

13 whs (r)

8 whe (n)

Film spat=; Nasy 27: | whe to)

12 whs (n)
Tawn: Su 8.9 pw: Ny 19 13 whe ()

Nev. 1603 (w)

30 pw; Nov 11
13 whe (n)
I3 whe (n)

nl the Penple: Sn 7:30-8:
Drcanis: Bat 6:30-7 pm: Dee 23

spots; Dee 13 32 whe (r)
wpats; Nav 8: 18 whks ()
spotss Vo

18 20 whe ()

spots:s Yoy 135 10 whe (n)

Walther & Menadicr Ine, Roston, charge of copy

13 whe (n)
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Dr. Forest L. Whan and his Wichita Uni-
versity staff interviewed over 9,000 lowa fam-
ilies (1 out of every 85 in the State!) to se-
cure the data now available in the 1919 lowa
Radio Audience Survey.*

These families represent a mathematiecal
cross-section of lowa's city, town and farm
audience. Thus the Survey is not only able
to make revealing comparisons beticeen ur-
ban and rural listening habits, but also gives
typical characteristies of the lowa audience
as a whole.

In addition to all the standard information
for which the Survey is famed, the 1919 Edi-
tion contains much new and valuable data
about changes that have taken place in Iowa
listening habits, since 1941.

Every advertising and marketing man who
is interes:ed in lowa radio should have a copy
of this remarkable Survey. Get yours to-
day! Write WHO, or ask Free & Peters.

5 DECEMBER 1949

OVER
9000
IOWA FAMILIES

IN I949
SURVEY!

The 1949 lowa Radio Audience Survey is a “must™
for every advertising, sales or marketing man who i~
interested in lowa.

The 1949 Edition is the twelfth annual study of
radio listening habits in lowa. It was made by Dr.
F. L. Whan of Wichita University—is based on per-
sonal interviews with over 9,000 lowa families, scien-
tifieally selected from cities, towns. villages and
farms all over the State.

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

Wihl ©

+ for lowa PLUS +

Des Moines « « » 50,000 Watts

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

FREE & PETERS, INC.

National Representatives

, Wt
\\!.N‘&‘Q\ Q',’n‘“ e /4/ /‘/)




WASHINGTON 30% more

CLEVELAND 131% more

LOS ANGELES 55% more

CHICAGO 110% more

PHILADELPHIA 191% more

SCHENECTADY 82% more

BOSTON 45% more

NEW YORK 135% more
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HMation’s Largest Magazine

To sav that television is growing wonld
be bromidic. To say that in cight ma-
jor markets television’s audience has
passed that of the nation’s largest cir-
culated magazine would be specific,
Such is the case.

Not onlv has television’s circulation
and audience in these eight markets
surpassed the top national magazine,
an advertiser actually reaches more
people with the average evening tele-
vision program* than through the

average black and white full page

adoeertisement in this magazine.

Now vou can demonstrate vour
product in your prospects’ hoines with
a medinm that s human .. Lalive ...
_convincing. And best of all vou can
veach more people in the nation’s
major markets than vour national
magazine advertisements can reach.
Like most advertisers, when vyou buv
television in the eight markets listed
helow, you'll probably select the lead:
ing station—a station represented na-
tionally by NBC SPOT SALES.

*The average evening television program on a station represented by NBC Spot Sales

Natian’s Largest Magazine Area’s Leading Televisian Statian
Metropolitan Area WCULO 07 CY2 Na. of TV Viewers per av.

Circulation black & white - LT (R

1 page od
New York 504,713 304,039 875,000 714,866
Chicago 164,986 99,388 254,000 207,515
Los Angeles 219,551 132,257 251,000 205,064
Philadelphia 133,202 80,240 285,000 232,842
Boston 166,641 100,385 177,026 144,628
Cleveland 60,279 36,312 102,000 83,333
Washington 72,485 43,664 69,600 56,864
Schenectady 28,019 16,880 38,000 31,046
|

Sources: Magasine circulation—Latest published | TV sets—NBC Research Dept. official estimates

market breakdown of circulation of the maga-

(Nov. 1, 1949). Viewers per average cvening

zine. Noters—Source avaitable on request. No. of | program—C. E. Hooper (Sept. 1910) .

Representing Television Stations: WNBT, New York « WNBQ, Chicago + KNBH, Hollywaad « WPTZ,
Philadelphia « WBZ-TV, Boston « WNBK, Cleveland « WNBW, Washingtan « WRGSB, Schenectady

Leading Televisiord Station




IA IS THE SOUTH’S |
)NE STATE

4,
ny”

WPTF
NOQSALESMAN Is

50 000 WATTS 680 KC RALEIGH, N. C.
_ FREE & PETERS, INC.
NB( AFFILIATE NATIONAL REPRESENTATIVE

also WPTF-FM *



MUCH RADIO M.O. BUSINESS

IS SEASONAL. CHRISTMAS TOYS ARE LEADING SELLERS NOW ON STATIONS OVER THE COUNTRY

-~ Is mail order oood for radio?

Tread carefully. for direet=-by-mail is no unmixed blessing

m The thumbsup-or-down
WS question of mail order busi-
ness by radio might never be a ques.
tion of concern to the industrv as a
whole if it weren't for one thing. Thal
is the fact that virtually all direct-
selling-by.radio is on a “per inquiry”
basis of compensation to the station.
Industry leaders. including the oflicial
voice of its trade association, the NAB.
condemn it as bad for both radio and
advertisers.

Despite this feeling and despite the
arguments for upholding the integrity
of the rate card structure in the pur-

5 DECEMBER 1949

chase of time on the air. the number
of stations from tea-pots 10 30 kws
who are willing to consider any Il
mail order deal on its merits is grow-
ing rapidly.

There are reasons for this trend oth-
er than the traditional pressure when-
These rea-
sons have little to do with the argu-
ments of that they
couldn’t survive without the P.I. deals
they accept.

ever business gels tight.

some  outlets
One reason is that bad
practices of mail order operators which
tended to alienate listener loyalty and
implant distrust of all radio advertis-

ing are rapidly being cleaned up.
Another reason is the discovery by
more and more stations of formulae
of operation which seem to pull mail
and cash and hold listenership also.
Many of them make no secret of their
claim to earn from two to four times
their card rates on P’I. deals. One
of the strong arguments against radio
m.o. husiness has been that in order
to make a reasonable profit for sponsor
and station. m.o. merchandise had to
be priced above the figure at which
comparable merchandise could be pur-
chased at retail shops readily accessible

19




Some Do's and Don'ts F“ﬁ N_lail ()ril('r_lh_lsiﬂ's._v

DO

0)

Offer bargains—and they must also SOUND like bargains when described
on the air—in quantity, price, etc. {commensurate qualily is also a must).

Offer staples—items easily recognized so their use or functions don't have
to be sold.

Choose products not too generally accessible in area of broadcast.

Pack product so it makes a good first impression (this cuts down on
returns ).

Use premiums, where possible, to get fast action.

Handle all complaints and refunds promptly and without quibbling.

DON'T

4

"Big Joe's" WOR "Happiness Exchange' keeps night owls awake with music and m.o. pitches

20

Oversell.

Offer shoddy merchandise or "bad buys" in any other sense.

Offer "gadget” merchandise (though it does go in some localities).
Make slow deliveries.

Pack items so they'll get damaged in transit.

Start a large-scale operation without first testing item.

to listeners. This is an aspect of the
business which stations themselves are
bringing under control.

In fact, one of the strongest forces
behind the “clean-up™ trend in the di-
rect-selling-by-air field is the tougher
attitudes taken by stations toward both
m.o. products and the conditions gov-
erning the offers. Today, stations are
definitely more sophisticated in their
appraisal of m.o. business. Rules
worked out from experience of long-
time successes in the mail order busi-
ness are being carefully copied or
adapted by newcomers to the field.

Organizations for handling radio
m.o. business, such as that of Donald
Withycomb and the Mail Order Net-
work of Harold Kaye, are helping to
discourage m.o. abuses in radio by
showing what can be done by adhering
to better standards of practice all
along the line.

Agencies with m.o. business have al-
ways sought airitime on stations of
their choice whenever it could be had,
provided a proven audience was avail-
able. The Mail Order Network of
Harold Kave offers to program the
“fringe” or marginal time of a station
for a mail order operation in which
M.O.N. supplies the advertisers. Such
marginal time is regarded as that
which the average station does not
ordinarily expect to sell—the hours
after 11:30 midnight and morning
hours up to 6:30 or 7:00 (fringe hours
will naturally vary with the station).

A number of stations which regard
P.1. business as subversive of radio’s
rate structure and therefore harmful
to the industry offer an interesting
viewpoint on handling such business
during very ecarly or late hours not
previously sold. or in some cases even
programed. WGN, Chicago, is an ex-
ample.

The station, up to late last Septem-
ber. signed off at 1:00 a.m. and back
on at 6:00 a.m. Then they signed with
M.O.N. to program the five hours be-
tween 1:00 and 6:00 a.m. Conmunercial
manager W. A. McGuineas stated his
thinking as follows:

“Obviously, if advertisers believed
there were sufficient number of listen-
ers during those late hours they would
buv time. Mail order features such
as we started September 26, 1949, may
furnish the evidence and adequate
proof to regular advertisers that there
are listeners between midnight and
6:00 a.n., and those listeners can be

SPONSOR

I



advertised to with adequate return per
dollar spent.”

WGN does not broadcast P'.1. adver-
tising during regular broadcast hours,
believing it “not only bad for radio
generally, but also for advertising as a
whole.” Nevertheless, he points out,
broadcasters have been generally un-
successful in selling straight card rate
advertising, regardless of how low the
rate, for the hours hetween midnight
and 6:00 a.m.

Between the time WGN started its
late-hour broadcasts and about the
middle of November it built up, ac-
cording to Kaye, a record-breaking
mail order response. This was in spite
of a late mail season in which many
experienced m.o. stations were off,
some as high as 40%.

The new concept in radio m.o. busi-
ness is to regard the listener-purchaser
as a prospect for many fulure pur-
chases. This demands a certain tech-
nique of operation that can’t be slight-
ed without severe penalties 1o adver-
tiser and station alike. To call this
concept “new” doesn’t mean thal sta-
tions like WLW, WLS, WNAX and
many others haven’t known and prac-
ticed it. As a concept demanding cer-
tain rules in product clearance and
selling it has just begun to be impor.
tant to the average station accepting
m.o. business.

It has been the custom (in some
cases slill is) for a sponsor to offer
shoddy merchandise, goods in no sense
a bargain. The notion was to make
one sale each to as many listeners as
possible and move on, without regard-
ing the purchaser as a future customer.
This, in the case of dissatisfied pur-
chasers, not only meant one less pros-
pect for the advertiser, but one less
loyal—if not lost—listener for the sta-
tion.

Other bad aspects have been copy
that sold too hard and too long for the
taste of numerous listeners who other-
wise don’t overly object 1o mail order
selling on the air. Copy that promised
too much and led thereby to unwar-
ranted expectations about the product
has alienated the trust of many a lis-
tener in radio advertising. M.O.N.’s
Kaye, himself a former agency man,
felt he knew all the abuses to which
radio m.o. business was heir. He felt
he could work out a service to slations
and advertisers that would build not

(Please turn to page 55)
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Plastic apron, table cloth cover

are part of four-item package leading M.O. Network sales

i

@ il 1aA" uze
@ Gloaming ebony

pleying
® Spaciel saryblow

movthpiecs
@ Elocwenicolly tuned f

Also FREE!

Giant 36-page SONG BODK wori™
$1 by itseif —completely colo
keyed! Follow the color arrange
ments, press the color heys. on
toy CLARINETTE, play at oncs
these 36 all-t:ime tavortes®
Hours of musical pleasure
with your family and
friends ?

AT ONCE Even If You've Never Played Before!

CLARIMETTE FUM FOR EVERTOME — FROM § 10 50
Imagine’ Righl trom the ace bandieader of em all — ARTIE SHAW ' — comes thniing
color-keyed CLARINETTE! Everyone knows and taves the fine music of ARTIE SHAW
~claninetist star ot radio, television stage. and screen and now with your
own Color-Keyed CLARINETTE you learn 1o play real music® Never a better
chance 1han now to play the tunes you've atways favored have musical fun
that up to now required years of traming ! So quick and easy you'll be amazed

angd delighted!

NO MUSIC TO LEARN! YRR}
No experience needed ! Just totiow Ihe wonderful easytaplay gant color
key song book included tree with this otfer A red note in the book

. ) ¥ you press the red key' A green note means you press the green hey! "“
Neorest Thing Y A fiveyearold cid can do (1! Play using both hands ngh away! i
Yel To A FLAT THE YERT FIRST TIME YOU TRY "'_{"'Ew"fg‘f_:“’w

Reol Cloriner! \Iﬁ'ﬁ' Biow genily mlo me specially designed mouthprece, and histen 10
ploshe

® Rich chrome tim )

© 8 hop for 2honded | M

¥ \®

Just follow the colors and play songs.

on svisgrephed pheto
hose sweet notes pow out! No special blowing method no o Hamed) metromocy

long hours of practice no sore ps! The music comes out .

nght and bright with no etfort at allt How your friends will '_"':v n:-.::.".s:‘,:,:
fions with Ws cloriner
P

admure and cheer ! You'll be playing at parties. parades. pitmics

home get-togethers anywhere, anytime*

+ CLARINETTE
« FREE Giant
Song ook« FREE
Carrying Case
« FREE Awto
raphed Artee
haw Phote

SEND NO MONEY -"Mall COUPDON NOW 1
| THE HARBERY CO., Dept. 1234 |

with

oren’t thrilled
{

,) 2084 Fifth Avenuve, New York 1, N.Y, l
t No Send me aew ARTIE SHAW CDULDR-EYED CLARINETTE PLUS GIANT I
A SONG BDDK, ARTIE SHAW PHOTO. AND FREE CARRYING CASE
Extl a 7 VIl pay postman 32 98 each plus odstage I
05"' [0 ¢ enclose 5298 eatn You pay postage I
¢ A -
GUARANTEE:
Srdy neme ¥ not dengned, |
may return
“g’:r:‘ Address. — merchandise i |
] 10 days for full
—— Lcn,, Zone, Stete refunt

An air-offer as cluttered as this printed piece wouldn't pull. Radio copy writers keep it simple
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Dov Ber Manischewitz, firm's founder

Before the B. Manischewilz
Co. hit its stride in radio,
“matzos” and “gefilte fish”
were words the average listener might

N

have caught only in crossing the unex-
ptored territory of the dial which is in.
habited bv the foreign-langnage sta-
tions. Or perhaps during an install-
ment of The Goldbergs. Lately, how-
ever. dial-spinners have heard them be-
tween breakfast courses with Dorothy
& Dick on WOR. New York, and be-
tween records on WMGM. And on
more than 30 other stations across the
country. Since ouly hall of these sta-
tions are foreign-tanguage outlets. thou-
sands of listenzrs with a ven for new
horizons in food are disconvering for
the first time the delights of gefilte fish
and borscht. and other traditionally
Jewish dishes included in the Mani-
schwitz line of more than 70 foods.

The firm which sets the pace for all
other matzo makers was founded in
1886 by Dov Ber Manischewitz. whose
grandsons nm the business today. Dov
Ber probably marveled at his own ex-
travagance as he shelled out 3100 for
the firm’s first advertising budget in
1911. He could scarecly have dreamed
that his grandsons wounld spend more
than $100.000 in one vear for radio
advertising alone. and consider it the
wisest of investiments,

The Manischewitz company climbed
to the forefront by rvevolutionizing the
sale of a product which before had
little or no brand identitv. The firm
bought its first radio time more than
20 years ago. and has already taken
the video phmge.  Thisx forward-look-
ing attitude. not oo often found in
family-dominated companies. has char-
acterized the Manischewitz clan since
its American history began.  Dov Ber,
patriarch of the fan:ily. had sindied
for the rabbinate.  But in 1886 he left
Ins birthplace in Lastern Furope and
came to New York to make his for-
tune.  Finding that citv with a surplus
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There's money m matzos

Droll Morey Amsterdam sold fish, matzos with music and laughs on his WHN {WMGM) disk show
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Pl()% of Manischewitz' budget goes towardls

widening its kosher food markets via radio
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Spots now sell over 70 products

of young men who had the same fixa-
tion. Dov Ber moved to Cincinnati with
his budding family. That city, then
as now. had a sizable Jewish commu-
nity.  Narrowing down the fortune-
making possibilities, he decided 1o
open a matzo bakery, utilizing some
of his highly original ideas about
equipment.

A warmhearted Cincinnati iceman
offered him space above his ice-cellar
for a small bakery and Dov Ber was
in business, with his wife’s help. With
the aid of ingenious maltzo-making
equipment of his own design, he was
soon turning out acres of thin, crisp,
uniformly-baked matzos which sold
like hotcakes. By 1913 the original
advertising budget of $100, invested
in Jewish newspapers, had been tripled,
and Manischewitz matzos were being
shipped all over the country. Before
the Manischewitz firm began triple-
wrapping their products to keep them
fresh longer—an important innovation
—matzos had always been baked and
sold loosely; mass distribution to dis-
tant points had evidently never been
considered.

Dov Ber died in 1913, leaving three
daughters and five sons, and the boys
took over the business. The young
Manischewitzes stepped up the mod-
ernization of the Cincinati plant., and
added companion products to the line.
It now includes—in addition to many
Kinds of matzos and matzo products—
a complete variety of soups, several
kinds of preserved and stuffed fish,
wines, erackers. condiments, and clean-
sers, all “Strictly Kosher.”” The ad
budget. meanwhile, jumped to $8.000
in 1914. to 815,000 in 1915, to $40.000
in 1920. to several hundred thousands
of dollars in 1949. They widened their
selection of media to include “Anglo-
Jewish” publications—those printed in
English for Jewish communities—as
well as the Yiddish papers.

D
Barry Sisters, singing stars of "Yiddish Swing," carried transcribed on more than 20 outlets (Please turn to page 40)
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There’s a new feeling about |
@ spol. }
Often thought of as a small-
budget vehicle for small results, or as |
a kind of supplementary advertising “

tool. spot is showing every sign this
fall of taking an equal place with net-

®
' ‘ . 7 [ (] work as a basic nediumn. Statistics,
/ the steady dribble of reports on new
| business. a general air of well-being

among the representatives, enthusiasm
among advertising managers and agen-
cies, all indicate that spot won’t con-
tinue 1o be the plain sister inuch longer.

®
‘ “Spot,” one advertising agency ex-
ecutive said. “was once looked upon as
the cat and dog of the radio business.
a medium for small advertisers. That

attitude is definitely changing. Na-
tional advertisers are using it regular-
ly. on big budgets. Some are using it

exclusively.”
Latest SPONSOR survey reveals that The cold figures show that more and
4 more advertising dollars have been
poured into spol every vear since it
began in 1927. The $100.000,000 in-
come in 1948 compared favorably
with the $140.000.000 earned by the

national and regional networks togeth-
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er in the same year. And despite a
summer slumnp, station representatives
feel that the expected 10 increase be-
tween September and December will
bring spot’s 1949 average increase up
to at least five or six percent.
Another evidence of the new impetus
of spot broadcasting is the almost daily
reports of one large advertiser after
another embarking on spot campaigns.
The list is already long and represents
alinost every kind of product. Stand-
ard Brands, for instance, which of late
has spent practically no inoney on spot,
is now going into it heavily for Tender
Leaf Tea and Chase & Sanborn coffee.
Bristol-Myers is a similar story. Kel-
logg, which dropped Galen Drake and
its nation network *“Breakfast in Holly-
wood.” is covering some 75 markets
for All-Bran and several more than
that for Pep. The automobile com-
panies — Ford, Buick, Oldsmobile,
Kaiser-Frazer—are using spot to launch
new models, often with the co-opera-
tion of dealers. Crosley put its fall
line of appliances before the public
with a $2,000,000 contest that was pro-
moted on almost 300 stations. Wesson
Oil dropped nighttime network early
in the fall to buy spot time in seven
West Coast narkets for a new tran-
scribed daytime series. General Elec-
tric has begun a nationwide campaign
of station breaks for G.E. lamps. The
long cigarettes — Embassy, Fatima,
Cavalier. Life, Pall Mall, Regents—are
buying spot heavily, as are the new
cold remedies. Curtis Publications,
Ward Baking, United Fruit, Colgate,
Schaeffer, Schick, Pequot Mills are
joining, or rejoining, the ranks of the
spot buyers. New products will, of
course, continue to introduce thein-
selves to the buying public via spot.
But there is more to the spot story
than meets the eye in the statistics, the
reports or even the new enthusiasm
permeating the offices of the station
representatives. In talks with adver-
lising managers and agency men who
are buying spot, sPONSOR found evi-
dence of a new attitude toward the
mediuin, an attitude that can best be
described as enthusiasm for spot
broadcasting as a basic mediuin—a
new realization of how the long-recog-
nized characteristics of spot. flexibility
and high power can best he used to
solve individual selling problems.
One advertising manager said,
“We’re definitely planning to spend as
much on spot as on network. It’s a
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tary, medium

lems.

selling vehicle

5.

Spot Is Gaining Impetus Because:

1. Spot is gaining a reputation as a basic, rather than supplemen-

2, Its market impact is solving regional and seasonal sales prob-

J. Advertisers’ interest in a flexible vehicle is increasing

4. Strong consumer sales resistance indicates the use of a hard

case of gelling our message across.”

The account executive for a large
food advertiser said, “Our product
varies both in geographical and sea-
sonal use and we need a highly flexible
medium. Don’t ask me why we never
realized it before.”

What does this new attitude stem
from? Why is it developing at this
time? Basically, the attitude is rooted
in the economic facts of 1949 that are
bringing pressure on every aspect of
American business. It is news to no-
body that the business of selling is not
what it was in war and perwar years.
Instead of shortages, there is high man-
ufacturing production; in place of a
seller’s market, there is high consumer
sales resistance. There is a problem of
moving goods that should sooner or
later make everyone engaged in selling
examine his methods with a magnifying
glass. They will have to nake sure that
the methods they have been using are
cffective, that they do not dismiss new
methods. or old methods, without anal-
yzing all their possibilities. They will
have to digest the ineaning of the state-
ment made by A. C. Nielsen in an ad-
dress to the Grocery Manufacturers of
America a few weeks ago.

“Your advertising,” he said, “is not
measured solely by the amount you
spend, but also by the skill with which
you spend it.”

It is this kind of thinking that is
responsible for the new spirit of curi-
osity about ways and means, the de-
termination to not overlook a single bet.

Forward-looking buyers of advertising
are no longer saying, “Sure, spot’s
flexible and hard-selling”—and then
forgetting about it. They are con-
scientiously analyzing the specific prob-
lems that are facing them, analyzing
the media that are available and then
matching the results. It is undoubtedly
true that as more and more careful
scrutiny of edia becomes the rule
rather than the exception, many ad-
vertisers are going to come up with
the decision that spot is the medicine
for their special ailments. If they have
regional or seasonal problems, they
will probably choose spot as a main-
stay. If uneven distribution is the
trouble, spot will look good to them.
A single ailing product in an otherwise
successful line may indicate the use of
spot; so may a new line, a new prod-
uct, or the need for dealer good will.
But whatever the choice of media is.
the effectiveness of the advertising
buyer’s decision will depend on how
thoroughly he has studied his own
own situation and how completely he
understands the function of all the
media.

In line with this. there should be a
new scrutiny of the material that goes
over the air. Several of the people
contacted by sroxNsor felt that this is
already taking place, that the approach
to advertising is definitely changing
to the user’s viewpoint. Phrases like
“first in sales in the U.S.” “Largest
manufacturers in the world” will dis-

(Please turn to page 43)
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What's wrong
with daytime
Y]] T ———

Networks have vital rebuilding

to do. and little time to do it

Network radio is suffering from a
crick in the kilocyeles. Wrestling for
position against many media, network
radio has strained its muscles, and the
wrench is most apparent in broad day-
light. For it’s in the daytine that net-
work radio s weakest.

Nothing is more vital to the net-
works now than the daytime pattern.
There are holes big as fists, and the

gaps must be filed—through progran-
ing. The four networks showed a to-
1al 4.3 percent decrease in gross time-
sales for the first nine months of 1919,
as compared with the corresponding
period of 1948: their gross income
from this source went down from lasi
vear's £144.899.999 to $139.111.453
when this vear's figures were toted up
to the end of September. While a part

SPONSOR's recommendations . . .

1. IDEA AND PROGRAM SCOUTS: On-the-spot scouting, a technique long
employed by baseball teams and big buyers of spot, can be used by ad-
vertisers, agencies, and networks in uncovering grass-roots ideas, programs,
talent. SPONSOR suggests close analysis of affiliate station programing.

2, EXPERIMENT: There's been too little creative spark, too little desire to
spend time or money in experimenting with new program forms.

3. ANALYZE OUT-OF-HOME AUDIENCE PREFERENCES: Study the inter-
ests and tastes of the substantial daytime out-of-home audience.

AFFILIATE PROGRAMING AWARDS: Those network affiliates who con-
tribute most to network programing should be encouraged and rewarded.
National recognition of station program ingenuity will go a long way.
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i the net daytime orbit is screen star Eddie Albert,
whose experimental NBC show may precipitate a trend

of this gross loss of $5.788.546 was
due to general economic conditions,
a substantial portion of the drop was
caused by lelevision’s inroads.

Television, however, is still primari-
Iy a nighttime medium and is likely to
remain so for some time to come. If
the networks are to make up for losses
from time sales due to television or to
any other factor, they must do so in
the dayvtime. Their only chance to ac-
complish the davlight comeback is
through fresher. smarter. more vigor-
ous daytime programing.

Daytime radio ust be the “cross-
reference” between the two broadcast

media. between the aural and the
visual sides of the business. That
term  “cross-reference” comes from

Dr. Frank Stanton. president of CBS,

who has told sronsor: “Davtime ra-
dio is more important now than it has
ever heen. due to television’s gigantic
expansion.”

Another of radio’s topmost execu-
tives put it this way: “Except for
extraordinary special events—say the
World Series, or the Presidential in-
TV’s impact on the day-
time audience, Monday to Friday. is
negligible. TV’s impact begins to be
felt at dusk weekdays, and knicks some-
what into radio on Saturday after-
noons, sometimes on Sunday after-
noon. The rest of the schedule—the
weekday  davtime hours—is radio’s.
Radio must take advantage of it.”

And, just to make it unanimous,
SPONSOR was told by the general man.
ager of a network affiliate: “It is ob-

auguration
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b 1 ticipations like "Ladies Be Seat-
udlence zjr' Ia;E |ilsi'enerI buildaers' during day

vious that the daytime programing be-
ing sent us must be improved. The
morning does not arouse much enthu-
siasm—and the afternoon is vying for
the same dubious distinction.”

Daytime, Monday to Iriday. the net-
works too are often in the weakest
position. Across the country, many a
local station piles up the greatest
amount of listener loyalty during those
hours. running far ahead of the com-
petition offered by the chains or piling
up ratings that the nets would envy.
Smilingly. network affiliate often run
ahead of their networks.

In Hooper's last local May-through-
September measurements. KLZ had a
40.4 share of Denver’s broadcast au-
dience in the hours of 8-10 am. KIL.Z

waker-uppers are part of daytime

Irly a'm- programing. Affiliates do this job

sports

kid strips feature the late afterncon. In this

one a Choctaw princess is quizzed

is a CBS afliliate. so comparison with
the network’s morning audience rating
is called for. The net’s share of au-
dience between & and 10 a.m., accord-
ing to Hooper’s latest figures as of this
writing, averages 23.0.

In KLZ's case. as among many oth-
er of the successful local stations. it is
program pattern that makes the differ-
ence. KLZ Ints the jackpot by serving
farm interests and stressing news in
addition to running the entire gamut
of CBS network programing. includ-
ing daytime serials. Other locals ac-
complish the feat through block pro-
graming. through specializing on the
wants and needs of their special home-
town audiences, through understand-
ing what the local listeners are most

feature the fall afternoons. The football
roundup is the latest network innovation

And the stations lead-
ing in local popularity are not neces-
sarily the network afliliates, nor always
the outlets with highest power.

Memphis’  250-watt.  independent
WHHM is as strong in its area as Bos-
ton’s WEEI is in the codfish metrop-
olis. WEEI with 5.000 watts is a CBS
afhliate that does very well by itself
but Roston’s WHDIH. another in-
dependent. is giving all the competing
outlets a run for their money, and so
is Worcester’s WNEB.

Down in Nashville. WKDA rears its
head against the two local. 50.000-
watt. NBC and CBS powerhouses, WSM
and WLAC. With independent status
and only 230 watts. WKDA took No.

{Please turn to puge 00)
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Greatest Story Ever Told owes radio life to Goodyear's Litchfield

Tale a long look at

Cavalcade of America was 2nd to "Greatest Story" in radio awards

Sponsored public service

Freedoms Foundation awards prove that radio can forget

its commercial service inferiority complex

“Don’t taint radio’s public service
with commercialism” used to be stand-
ard advice to broadcasters as they en-
tered the field.

“You can't do a profitable advertis-
ing job with public service radio” is
still a potent advertiser and agency
concept.

This hugaboo. largely proinulgated
by FCC sentiment, though of late
sumewhat tempered by that body, has
kept many advertisers off the air with
logical campaigns. The situation im-
proved when the FCC relaxed its stand,
but not inuch.

But 1oday radio can look for a sub-
stantial improvement in the feeling to-
ward sponsored public service. And
it can thank Freedoins Foundation,
which on 21 November gave cash
awards totalling $72,000 (plus 203
gold medals) for the best contribu-
tions during the last two vears to the
American way of life, for pointing the
way.
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Of the 15 radio awards handed out
by General Dwight D. Eisenhower on
that day, embracing the whole field of
public service radio, sustaining and
commercial. the first prize went to
“The Greatest Story Lver Told.” spon-
sored by Goodyear Tire and Rubber
Company over ABC: the second to
“Cavalcade of America,”” sponsored by
E. 1. duPont de Nemours Company,
over NBC. The third went to “The
Bon Bon Show.” a uniquely signifi-
cant parlicipalion program sponsored
by a wine company, a furrier, a fur-
niture store, and a cosmetic manufac-
turer over WDAS, Philadelphia.

Thus, in the eyes of a nation and
the advertising fraternity. radio’s spon-
sored public service comes into its
own.

“The Greatest Story Ever Told,”
now an American radio institution,
came on the air 26 January 1947 as
an adventure in advertising. Spon-
sored by a company that sells tires.

rubber fabrics, and many other rub-
ber products. it was the first commer-
cial program aimed at a mass audience
using no commercial copy bevond the
introductory “The Greatest Story Ever
Told. presented by the Goodyvear Tire
and Rubber Company™ and the sign-
off “This program was brought to vou
by the Goodyear Tire and Rubber
Company.”

For this Goodyear has budgeted an
approximate $1.000.000 annually since
1947 and is well salisfied with results.
In three years of hroadcasting Paul W.
Litchfield, Chairman of the Goodvear
Board, and Jim Ellis, President of
Kudner Agency. Inc.. who brought
“Greatest Story™ to his attention. have
realized the full commercial impact of
a program based on The Bible. Noth-
ing that Goodyear has done has come
close to this series in building intense
enthusiasm, lasting goodwill, and ap-
preciative sales. While reaction to the
program is excellent in the cities, it’s
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in the rural areas where the church is
closer to the people that Goodyear has
gained most. Here Firestone auto and
tractor tire sales, traditionally the
leader, is feeling the effects of its com-
petitor’s unique campaign. In both
city and rural areas the deluge of
“Greatest Story” commendation by
civic, business, and religious groups
has added up to increased acceptance
of the Goodyear line. The days of
Christ are depicted so creditably that
the Anti-Defamation League. a divi-
sion of Bnai Brith. sent out 300.000
cards to its members urging them to
listen. Practically all denominational
leaders have endorsed it at one time
or another.

In September. 1947, sronsor took
cognizance of Paul W. Litchfield’s con-
tribution to commercial radio by se-
lecting hiin “Sponsor of the Year.” In
doing so we wrote: “He recognized
the vital need at this time of spread-
ing the doctrine of ‘peace on earth to
men of good will” He was named
Sponsor of the Year for this reason
and for still another. An industrial
empire runs on profit. Although a
$1,000,000 a year broadcast program
might “spread the guidance of the
greatest teacher of all time, it still has
to sell Goodyear tires and rubber
products. It does.”

duPont’s “Cavalcade of America,”
longtime historical and achievement
dramatic series broadcast over 152
NBC outlets, fills a distinguished role
in U. S. radio. Its second award by
Freedoms Foundation, whose president
is Don Belding of Foote, Cone, and
Belding, is no surprise. For in addi-
tion to being highly educational. “Cav-
alcade” is highly entertaining. If its
budget is heavy, so is its audience.

The duPont dynasty is peculiarly
vulnerable to governmental anti-trust
suils, as recent events prove. And the
imprint of “Cavalcade of America” on
the American home may yet prove the
best advertising investment duPont has
made.

Although “‘Cavalcade’ normally
originates in Hollywood, where it has
ready access to the stars who headline
its weekly half-hours, it does a good
deal of traveling from time to time.
Not content to just build good-will and
appreciation of the multitudinous du-
Pont products with Mr. and Mrs.
America. duPont uses the show to ce-
ment employee relations.

(Please turn to page 44)
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Egan agrees with Bon Bon that Americanism and entertainment are partners
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In a pickle?

Advertisers who know their onions
know there’s nothing like the warm and
friendly salesmanship of home-grown
talent to solve their sales problems

in local areas.

As in the case of one of the nation’s
largest tobacco companies.' Thanks to a
Radio Sales Account Executive, they
bought WBT’s big star, Grady Cole, and |
built their entire promotion campaign

around him in the Carolinas. Now? ||

Sales are driving ahead of the pack...
and this big cigarette advertiser

has found that using local live talent . ‘
gives his coast-to-coast campaign

extra momentum.

Illustrates why national spot adver-
tisers now use more than 750 local live
talent broadcasts each week on the
stations represented by Radio Sales...
in 13 of your most important markete.

tAnother real-life story

RADIO SALES

Radio and Television Stations
Representative...CBS

Radio Sales represents the best radio station - the CBS

one of course —in Boston, New York*, Washington,
D. C.. Philadelphia*, Richmond, Charlotte*. Birmingham*, |
St. Louis, Chicago, Minneapolis- St. Paul,

Salt Lake City*, Los Angeles*, San Francisco, and

the West Coast’s leading regional network. (*And the best
TV station in these markets.)




PROPS HELP SELL PREMIUM AND PRODUCT AT SAME TIME. BIG BROTHER BOB EMERY DOESN'T TRY TO OUTTALK VIDEO.

I premmms

Sponsors find that small fry go hook, line

ﬁ- T They're easy to muff.

Still, the ahnost fantastic
promotional advantages enjoyed by
premiums offered on television have
been corralled by a number of adver-
tisers.  Preminm-happy kids are the
object of the great majority of today’s
premium offers. But the promational
plusses apply just as emphatically to
premiums offered adults.

One reason advertisers give for hold-
ing off on “plus™ offers to help move
products 1s their desire to learn more
about the medium  before  devoting
commercial time to premium  offers.
Fhis makes sense. Nevertheless, pio-
neering users of the visual air have
developed some sound guideposts for
using premiums effectively.  There’s
10 Teason  lumerous sponsors can’t
take advantage of what the trail-break-
'rs have learned.

The video does the selling.  Just
ointing a camera al something is
worse than useless.  Filling the air
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OF A 2 PART STORY

and sinker for video premiums

with words about the object doesn't
help either, The real pitchmen of
video will tell you the introduction
and “selling” of a premium on televi-
sion has to be carefully planned so the
audio and video don’t cancel each oth-
er out.

Another phase of the planning
makes sure the item offered is tied in
with the characters, the action and
mood of the show, and, where possible,
the product being advertised.

When  Whitehall Pharmacal  Co.
wanted to offer “Injun Hats” on Du-
Mont’s Small Fry Club, the agency
(D-F-S. New York) gave m.c. Bob
Emerv (who owns the show) a free
hand in building up the offer. Merely
to relate in words the points covered
in “‘seling”™ a premium by an expert
like Small Fry’s “Big Brother,” Bob
Emery i=n’l enough. You have 10 see
him in action.  Still. it's important to
be aware of the thinking behind the
selling.

The most important thing, according
to Emery and others experienced in
making video offers, is to tie the offer
into the show as closely as possible.
Making the premium a part of the
show lends it a pulling power it
wouldnt otherwise have. That’s be-
cause the youngsters identify them.
selves so fervently with favorite char-
acters.

Bob Emery is. of course. the main
cog in Small Fry, so he told the kids
about the Kolynos “Injun Hats.” Kids
2o best for things they can play with.
handle or manipulate with their hands,
things with some variety in their use.
The Indian hats were of felt. made in
such a way theyv could be worn at any
angle on the head, worn as a mask
over the face. or worn at the back of
the head (this went over great with
many kids—pulled an extra Kolynos
carton from those who wanted to wear
neo faces).

Copy writers for television are main-
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THESE GBS “LUCKY PUP* CHARACTERS ARE REAL TO THEIR YOUNG FANS. THIS SET OF PICTURES FOR 15 CENTS WENT LIKE MAD

ly former radio copy writers, and their
first tendency is to write too much
copy for a video demonstration. (This
is a major complaint of the experi-
enced video pitchman). Emery care-
fully avoided using an avalanche of
words as he demonstrated the hats to
youngsters in the studio for the benefit
of those walching at home. He let
the camera tell its story as the small
fry showed off the hats. Then, at
points which didn’t distract from the
video demonstration, he told them how
they could play with the hats.

They could thrill and chill their
friends; use them for games; hang
them on their room walls as masks
when not in use. They could make
people look at them twice—coming
and going. And the hats were made
of real felt, just like Daddy’s. After
the planned eight offers (twice a week
for four weeks), demand continued so
heavy that Whitehall had another batch
made up and after a two-week hiatus
made the offer three times a week for
two more weeks (a total of 14 offers
in six weeks). The requirements were
25 cents and the face of one Kolynos
carton. Twenty-five thousand young-
sters and their parents (who wrote for
those too young to write for them-
selves) sent for the hats.

It’s easy, in the heat of putting over
the premium, to forget the premium
is only a means to an end—promoting
the product. But even the business
of demonstrating the premium can be

5 DECEMBER 1949

made to include product references.
The Indian hat promotion included a
jingle, sung by the kids on the show,
1o the effect that Kolynos tastes like
candy.

This same technique was used to
promote the product on Howdy Doody
(NBC), Bob Smith’s puppet show. In
making the premium toy television set
offer for Colgate’s toothpaste, Howdy
Doody demonstrated and talked about
how nuch fun the set was. The minia-
ture toy had a circular film with five
pictures in sequence featuring charac-
ters from the show. The sequence is
viewed by turning the film with a fin.
ger while peering through the tiny lens
in front of the set.

Other members of the cast made
remarks about the set, each in char-
acter. Mr. Bluster, for example, was
completely negative about the whole
nonsensical idea. But. when finally
persuaded to peek through the lens.
he began to succomb. Teasers of what
viewers could see on the films (five
different films went with the set) were
shown via enlarged replicas. One of
the sets ended in a Colgate toothpaste
commercial. However. despite the time
given to building up the offer, the
Hoody Doody family never let people
forget the sponsor and his product.
A toothpaste jingle was woven into the
action. Other product mentions were
worked subtly into the scene so that
the product got its quota of selling

(Please turn to page 52)

-

Colgate scored big hit with miniature TV set.
Kids quint into set, see shots on film like this
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GAS AND ELECTRIC

RADIO AND TELEVISION

U Consolidated Ga-. Fleetrie Light & Power
AGENCY : Placed direet
During the past three
“HNomemakers” Roundup” has been tele-
ast direct from the Home Service Bureav's kitchen each
Tuesday llﬁ(’f!roon al 3 o'clock, we have found that many
Baltimore houseieives are interested in seeing and hearing
ahout new cooking ideas and seasonal suggestions. The
many letters and telephone calls requesting the menus and
cipes used on the program indicate an increasing audi-
( Telerision is certainly a direct method of showing
the ease with which excellent meals can be prepared.
WAARSTY, Baltimore PROGRAM: “Homemakers” Roundup™

TV

results
L Y

gt —r

( L1 ~{ STOR

SPONSOR: Hnghes-Peters Tne. AGENCY': Placed direct
CAPSULE CASE INSTORY:  Scyeral months ago Hughes-
Peters Inc., Cincinnati, distributors for Emerson television
and radio sets, purchased a quarter-hour portion of a TV
show, “The Song Shop,” a live WCPO-TV presentation.
During the 15 minntes, Emerson TV sets were stressed
and at the end of the month (September) llughes-Peters,
Inc., said they had sold 1,000 Emerson TV sets and had a
back order of 2,000 sets. All of this was attributed to “The
Song Shop™ headed by Paul Dixon who ad-libbed the
Emerson commercials.

WCPO.TY, Cincinnati PROGRAM: “The Song Shop”

LAUNDRY-DRY CL ISAN[NG;

SPONSOR: Oklahoma Qperating Co. AGENCY: Lowe Runkle
CAPSULE CASE WISTORY:  T'o  popularize its pillow
cleaning and rejuvenation service. Oklahoma Operating
Company decided to test its offer with one-minute demon-
strations during “Talent Hlunt” (8:00 to 8:15 p.m. Tues-
dav). No other media was used. After the service was
plugged on three weekly shows the firm reparted more
than 2.000 orders at 75¢ per pillow, or at least $1,550 in
sales. Although this service has nat been f[eatured the
past three weeks, the president of the firm wrate, families
are still sending their pillows to us in direct response to
this advertising.

WKY-TV. Oklahoma City PROGRAM: “Talent Hunt”

|

MUSIC SUPPLIES

FOOD

SPONSOR: Sherman Clay & Co. AGENCY: Goldthwaite-Smith
CAPSULE CASE HISTORY: 1 few months ago, Sher-
man Clay bégan sponsoring a fifteen minute telecast called
“Wusic Album on Friday evenings. 9-9:15 pan. After
three or four telecasts. they could identify enough cus-
tomers—new customers, that is—who had heard about
their products through the TV show to justify their spon-
sorship. As a result, during the first four telecasts, they
sold four lHammond organs, three Spinet organs and three
deep-freeze units (approximate total sales of $1 7,000) .
On the strength of this there was a 13-week renewal. All
talent is local.

KPIX, San Francisco PROGRAM: *“Music Album”

SPONSOR: Wilson & Company

CAPSULE CASE HISTORY:  The meat-packing firm 1is
one of a group of five sponsors of “Uncle Jake’s House”
a sort of TV rumpus room in which Gene Carroll tells
stories. reads moppet mail, and congratulates birthdayers.
Wilson plugs its Ideal Dog Faod by way of two charac
ters. “Specs” (dogy and “Clarence” (cat). Some idea of
what “Uncle Jake's Hlouse” has done for Wilson can be
gathered in the statement of a Wilson Company spokes-
man who says that television is responsible for opening
several hundred new dealer outlets in Cleveland alone.

WEWS, Cleveland PROGRAM: “Uncle Jake's House™

AGENCY: Not named

FOooOD

KITCHEN UTENSILS

SPONSOR: Frigidinner AGENCY : Rothman & Gibbon~
CAPSULE CASE TISTORY:  Frigidinner manu factures a
rozen dinner which can he placed in an oven and be
dy for serving in twelve minutes. This product had
never been advertised in the Pittshurgh area and the
manufacturer decided to use TV as the only udvertising
linm. A half-hour of local high school football high-
lights was shown one Saturday dfternoon bhefore the
thuestern-Pitt game and their phone nuwmber shown
conds and announced once. The result was 50

the game. and 230 calls after the game.

wmer las sinee started a one-minrte spot and has

} more than 150 phone calls per announcement.
PROCRAM: Spot-

SPONSOR: The Baker Company AGENCY: Nelson-Willis
CAPSULE CASE HISTORY': The Baker Company util-
izes the “Idea Jackpot™ program to sell its household ap-
pliances and kitchen utensils. Wes Farmer, hobbyist, in-
ventor and a former editor of “Vechanix [llustrated”
gives video viewers an expert demonstration of the com-
pany's wares. In addition. Wes discusses needs and wants
of manufacturers for other new ideas. The combination
of TI” and Mr. Farmer’s kitchen technique has the Baker
Company satisfied with what is apparently a successful
advertising recipe. As a specific example. flour sifters
and pastry rollers sold out at the store the day after a
demonstration.

WITEN.TY, Minneapolis PROGRAM: “Idea Jackpot™

o




if you

want to

cover the country...

talk 1o Du Mont. 99% of the
television receivers in the country
can receive your program
over the Du Mont Television Network,

either live or by teletranscription.

LEV IS, o

7€ N
uu MuNT America’s Window on the World
N K

E o R

515 Madison Ave., New York 22, N.Y.

COPYRIGHT 1949 ALLEN 8 DU MONT LABORATORIES. INC.
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Du Mont programs
shown live on
these stations

WAAM.... ... . . Baltimore, Md.
WNAC-TV. . . . .... Boston, Mass.
WBEN-TV . ........ Buffalo, N. Y.
WGN-TV........... Chicago, Il
WCPO-TV..,.... Cincinnati, Ohio
WEWS. . ....... Cleveland, Ohio
WIVN.......... Columbus, Ohio
WHIO............ Dayton, Ohio
WIBK-TV......... Detroit, Mich.
wicU. ............... Erie, Pa.
WLAV-TV .. . Grand Rapids, Mich.
WIAC-TV. ....... Johnstown, Pa.
WGAL........... Lancaster, Pa.
WIMJTV. . . ... Milwaukee, Wis.
WNHC-TV . . ... New Haven, Conn.
WABD*,....... New York, N. Y.
WFIL-TV. . ..... Philadelphia, Pa.
WDTV*, . ........ Pittsburgh, Pa.
WIVR. .......... Richmond, Va.
WHAM-TV. ..... Rochester, N. Y.
WRGB......, Schenectady, N. Y.
KSD-TV........... St. Louis, Mo.
WHEN.......... Syracuse, N. Y.
WSPD-TV.......... Toledo, Ohio
WTTG*. ... ... Washington, D. C,
WDEL-TV....... Wilmington, Del.

Programs shown on these
stations by Du Mont

teletranscription

KOB-TV. . . . Albuquerque, N. M,
WAGA ... .......Atlantg, Ga.
WBRC-TV. . ... .Birmingham, Ala.
WBTV.......... Charlotte, N, C.
KBTV.......0o00vne Dallas, Tex.
WFEMY-TV. . ... Greensboro, N. C.
KLEE-TV. ......... Houston, Tex.
WSAZ-TV.. . Huntington, West Va.
WFBM-TV...... Indianapolis, Ind.
WMBR-TV. ..... Jacksonville, Fla.
KTSL. . ....... Los Angeles, Cal.
WAVE-TV......... Louisville, Ky.
WMCT.......... Memphis, Tenn.
WIV . ..o vvvernenn s Miami, Fla.
WDSU-TV...... New Orleans, La.
WKY-TV. . .Oklahoma City, Okla.
KMTV . ......... Omaha, Nebr.
KSLTV. . ... Salt Lake City, Utah
KPIX........ San Francisco, Cal.
WTICN-TV........ St. Paul, Minn.
KING-TV. .. ..... Seattle, Wash

*Du Mont owned and operated
stations.
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Baltimore

Television
means

WMAR-TV

\s Maryland’s
pioneer television station,
WMAR-TV consistently
covers an areca from
Washington, . C. to
Wilmington, Delaware,
and from Pennsylvania
to the Potomac River.

WHNIAR-TV is the iele-
vision station of the Sun-
papers of Baltimore. It
is on Channel Two, and
carries the programs of
the CBS network to tele-
viewers 1n the entire
Chesapeake basin area.

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

Represented by

INCORPORATED

ATLANTA = CHICAGO = DALLAS

DETROIT = KANSAS CITY = LOS ANGELES

NEW YORK = SAN FRANCISCO

RTS...SPONSOR REPORTS...

-continued from page 2-

ABC loses $482,000
in 9-month period

American Broadcasting Company and subsidiaries have
reported estimated loss of $482,000 for the nine '
months ended 30 September -- after reduction for
recovery of Federal income taxes. For first nine
months of 1948 ABC's net income, after taxes, was
$440,000. Although the company's revenue from AM
broadcasting rose 1.4% this year, TV costs were
primarily responsible for current loss.

Nation’s TV sets pass
3,000,000 mark

Number of television sets in U. S. reached 3,025,-
000 on 1 November, Hugh M. Belville, Jr., NBC's k’
research director, has estimated. During September
and October 715,000 sets were sold. As of 1 Octo-
ber New York led in TV set ownership with 800,000,
followed by Philadelphia, 228,000; Los Angeles,
213,000; Chicago, 195,000, and Boston, 146,000.

NAB issues FM set
' ownership study

o

NAB has mailed to FM station members new edition of
1948 study, "Procedures for Determining FM Set Own-
ership by Communities, " prepared by Dr. Kenneth

H. Baker, NAB research director.

""Voice of Democracy’’ contest
attreacts 500,000 students

More than 500,000 high school students in 1,800
communities in continental United States, Alaska,
Hawaii and Puerto Rico have entered broadcast
scripts in this year's "Voice of Democracy" con-
test, sponsored jointly by U. S. Junior Chamber of
Commerce, NAB and RMA. Number of entries is double
the 250,000 of 1948 and 20 times the 25,000 in the
first contest, in 1947.

DuMont 40-week sales
| reach $29,507,000

Net sales of Allen B. DuMont Laboratories for 40
weeks ended 9 October totaled $29,507,000, as com-

Net profit, after taxes, in this
period rose from $1,421,000 to $1,676,000 . . .
WABD, key station of DuMont TV network, now claims
to lead all New York stations in spot billings . . .
Phillips Packing Company will sponsor "Easy Aces"
[ over 15 DuMont-affiliated TV stations starting
14 December.

SPONSOR
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Look into Lang-Worth . ..

for the ONE Program Service that's always ONE step ahead of the rest!

While the presses roll on The NEW Lang-Worth Transcription,
Lang-Worth still offers MORE for every member of your staff!

FOR THE PROGRAM DIRECTOR...In Program Scripts for FOR THE DISC-JOCKEY ... Information that puts the

this month of December alone: 35 Special Christmas
Shows! 10 Special New Year's Shows! Including a full-
hour Documentary “Production” Program—*50 YEARS
IN REVIEW—A Cavalcade of America’s Music Through
Half-A-Century of History!”

And all year ’round: Individual Network Calibre Pro-
gram Series covering every category of listener-interest.

In Talent: A constant flow of new Name talent, to
sweeten up the old standbys. Added in the last 4 months
of '49: ... RED NICHOLS AND HIS FIVE PENNIES
—HENRY BUSSE AND HIS FAMOUS SHUFFLE-
RHYTHM BAND—RAY ANTHONY, HISTRUMPET
AND HIS ORCHESTRA! Coming up for the New
Year: The famous Victor Recording Artist, RUSS CASE
AND HIS ORCHESTRA.

FOR THE SALESMEN . . . Selling aids, publicity, pictures,
mats, promotional material, etc., in addition to a break-
down list of sponsors currently using Lang-Worth pro-
grams in markets throughout the U.S. and Canada.

FOR THE PRODUCER-DIRECTOR .. . The widest and most
versatile library of distinctive program themes, special
production aids, spoken intros and signatures, mood
music, bridges, backgrounds—in addition to the exclusive
Lang-Worth “Synkrodisk”.

FOR THE ENGINEERS . . . The most revolutionary develop-
ment in sound reproduction—The NEW Lang-Worth
8-inch Transcription—offering 15 additional points of
superiority. If you haven't heard it yet—send for your
audition sample.

answers right at your finger-tips. Popularity dates on
tunes, copyright, source (movie or musical play), vocal
entrances, tempo, rhythm, timing—all on label copy as
well as in “Talendex”. All instrumental selections on
separate discs from vocals.

FOR THE LIBRARIAN . . . The easiest, most comprehensive
system of cataloguing and filing ever devised. Simple
numbering, the compact “Talendex™ and **4000™. And
a sturdy, unbreakable 8-inch transcription that weighs
ONLY 2 OUNCES!

AND FOR YOU, THE MAN WHO PAYS THE BILLS . . .
Lang-Worth more than pays for itself!

Tested Hoopers, endorsed sponsorship of programs and
talent, prove that the monthly charge for your Lang-Worth
Program Service is just a drop in the bucket compared
to what it brings to your bank.

For the one really progressive,
visionary Program Service ...

LOOK INTO ...

LANG-WORTH

FEATURE PROGRAMS, Inc.

113 WEST 57TH STREET, NEW YORK 19, N. Y.

“A Quality Service — Complete and Compact”
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The

Picked Panel
answers

Mr. McEvoy

With no more
than a passing
glance at the
stack of charts.
survevs and sta-
tistics that would
have to be sifted
before a docu-
mented opinion
could be stated
more or less
equivocally. our conclusion here is that
radio’s cost per thousand does have a
better position in comparison with
printed media costs than was the case
ten years ago.

Exactly what that measure of im-
provement is would be difficult to es-
tablish. Any definite statement would
send defenders of both media into the
trenches for a long exchange of Hooper
vs. Stareh reports and other ponder-
ous variables that would further cloud
an already murky comparison.

Advertisers who want to sell goods
make proper use of both media. de-
pending on their particular produet.
markets and distribution.

It should be pointed out, however—
if expansion may be used as a vard-
stick  that radio’s annual revenue has
doubled its vohmme in that ten vear
span. that radio statious have increased
m number from 7614 to 1912 (AM
stations) and radio sets in use from
15 million to 74 million. Card rates
to national advertisers have increased
onhy 207

Mr. Rogers
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Mpr. Sponsbr asks...

“Do you believe radio’s cost per 1000 com-

pares more favorably with printed media

costs today than it did ten years ago?*

Newman McEvoy

Circulation and readership of print-
ed media have increased also. but not
in so dramatic a fashion. Milline
rates have risen in proportion.

The men who sell radio time must
make their medium competitive with

and complementary to—other me-
dia, if they would have a proper share
of the advertising dollar.

Evsunp H. Rockrs
Senior Partner
Gray & Rogers
Philadelphia, Pa.

Yes. IU’s difticult
to comnpare costs
per 1.000 for dif-
ferent media
there are
other

when
S0 many
considerations
which are impor-
tant. so ['lt iso-
late some circu-
lation figures to

Me. Brisacher

substantiate my answer.

Obviously the national picture of
radio has changed tremendously since
1939. It has Lecome a greater part of
familv home life. It accounts for a
grealer share of home entertainment.
A recent “Fortune” survey disclosed
that over 507¢ of all the men and wom-
en interviewed, when asked what they
enjoyed doing mo=t. put radio on top
of the list. Radio set ownership hasx
increased well over 6577, Home listen-
ing has increased over 507, Today
94 out of 100 home= own a radio. 41%
of those homes have two: 147 have
three. There are, in addition. some
10.000.000  automobile radios which
constitute a huge honus audience dur-
ing the early morning and early eve-
ning listening lours,

Looking for a moment at newspapers
twhich I will use to speak for all media
in this ease. since attendant conditions

Media Director
Newell-Emmett Compeany, New York, N. Y.

are comparable), we know that circu-
lation has grown there, too—more than
15%. in fact. Rates have also gone
up, but rates of all media have risen
since 1939 in rough proportion. News-
papers. of course, have been with us
for generations. Radio in 1939 was an
extremely lusty infant of 16 years.
Came the war, and people everywhere
turned eagerly to every means of coms-
munication that would keep them in-
formed of the latest happenings. The
listener training. if such it can be
called. that radio audiences subjected
themselves to during that period did as
much as anyvthing else to <olidify the
place given radio in the home and in-
crease not only its audience but the
hours per dayv that it listened. Now, of
course, in the larger metropolitan areas
television is beginning to dilute the au-
dience somewhat. Nouetheless, today
the greatly increased size of the radio
audience and its increased attention in-
dicate to me that radio costs per 1,000
compare more favorably to printed
media than they did ten vears ago.
EaniL BRISACHER
President
Brisacher. IV heeler
& Stu/f

San Francisco. Cal.

Any answer to
this question
must. of course.
take into account
the considerable
population
growth in the
last decade. This
has been reflect-
ed in increased
radio homes and
numbers of radio sets as well as in
magazine and newspaper circulation.
In 1939 there were 764 radio sta-
tions on the air, serving about 27,500,-

Mr. Walker

SPONSOR




000 radio homes. Now there are about
1900 stations and the 1949 BMB fig-
ures give 39,281.230 radio families, an
increase in potential radio family con-
sumer groups of 43¢¢. During a com-
parable time total newspaper circula-
tino was up something like 34% and
magazines, although they varied wide-
ly, averaged out at about 41¢.

Another factor of considerable im-
portance as far as radio is concerned
is the fact that these radio families lis-
ten more hours per day now than they
did ten years ago. Recent studies
have shown the present figure to be
over five hours a day. Thirty-five hours
of listening per family per week is a
lot of listening!

Although figures on comparative
network costs and local time sales are
not readily available to me. I do know
that national spot cost has increased
during the 10 years to something like
33%.

Based on the available thousand
homes per dollar spent, this would
mean that radio’s cost today is less
than it was ten years ago without tak-
ing into consideration the extra factor
that all families listen more and are
therefore exposed to an exira two
hours per day of advertising impres-
sions. Considering this. radio’s cost
per thousand today is considerably less
than it was a decade ago. Now as to
comparison with printed media, I have
at hand some statistics which show that
magazine cost per thousands is about
the same on an average and that the
milline rate of all daily and Sunday
newspapers has increased a little—
about 3% to be exact.

I believe that in view of this, radio
is definitely a better buy by compari-
son to printed media than it was ten
years ago, and I believe furthermore
that the trend is continuing.

After all. John Public and his wife
have only so many waking hours to de-
vote to all entertainment, whether it
be radio. newspapers, magazines, mov-
ies, TV or whatever. Radio listening
is definitely on the upgrade, with few
exceptions. and unless someone can
show that John and his wife are spend-
ing twice as much time reading all
printed media [ would conclude that
radio’s cost per thousand is the star
performer in today’s advertising sales
race.

RuUsseL WALKER
Manager, New York office
John E. Pearson Co., N. Y.

5 DECEMBER 1949

Watch the
New WDSU

No Other New Orleans Station
Offers Such Complete and Exclusive

Coverage of Sports

Mel Leavitt, former network sports-
caster, is the bulwark of WDSU’s great
eye-witness coverage of the major
sporting events—boxing, football, rac-
ing, wrestling, basketball, et al. Sorry
you couldn't secure sponsorship of these
sales producing programs—they were
sold 1009, solid. Kick-off of WDSU's
sports coverage for 1950 will be the
telecast and the broadcast of the Sugar
Bowl Grid Classic on January 2, before

85,000 fans in Tulane stadium. Sorry, already sold to Gillette
—but there are more great sport features to come in 1950.
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ROBERT D. SwEZEY LOUIS READ
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MATZOS
Continued [rom puge 23)

Dov Ber's sons are credited with
laving introduced the use of matzos
in this country as a daily staple in
Jewish homes, rather than as merely
a Passover essential.  This was o part
of the company’s trend toward ereating
a vastly-widened market for a product
whicl up 1o then had only a seasonal
appeal for one religious group within

the comnunity. While the Manis.
chewitzes are well aware of the sales
potential represented by the non.Jewish
market, their interest in that inarket
remains secondary to their basic aim:
to produce a line of Kosher food prod-
ucts manufactured in strict accordance
witlt the Hebrew dietary laws. Their
rigid adherence to these laws is empha-
sized in all Manischewitz advertising
copy, for broadcast and print. The
dietary control, which adds tremen-

“GONNA TRADE ITIN

Yup, by golly, us Red River
Valley vakels in North Dakota
keep right up-to-date. And with
an Average Effective Buying In-
come that’s $1729 higher than the
national average, Dbig spendin’
comes easy.

WDAY, Fargo, persuades our hay-
seceds to buy wmore knicknacks,
luxuries and essentials than any
other station in this area, because
they listen to WDAY more than
five times as much as to any other

station!

YES, FOR FIVE CONSECUTIVE
MONTHS (DEC. ‘48 THRU APR.
‘49) WDAY HAD THE NATION'S
HIGHEST SHARE-OF-AUDIENCE
HOOPERATINGS — MORNING,
AFTERNOON AND NIGHT!

WHAT'S MORE, WDAY'S RURAL
COVERAGE IS EVEN MORE AS-
TOUNDING!

Let us ar Free & Peters send you
all the facts, today! You just
wouldn®t helieve any one station
cauld pile up such a record
against any conmpetition!

NEXT WEEK!''

FARGO, N. D.

NBC - 970 KILOCYCLES
5000 WATTS

¢ | Free & PETERS, Iv.

Excdusive Natlonal Representatmes
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dously to production costs, is inten.
sified when the Passover products are
being prepared. The entire manufac-
turing operation, from the moment the
wheat is harvested in the fields, is car-
ried out under the sharp eves of rab-
binical represematives,

The atmosphere of religious sanctity
surrounding the production of Manis-
chewitz food products demands a dig-
nified approach 1o all problems of mer-
chandising and advertising. This is
enough 10 give pause 1o the most re-
sourceful advertising agency. An agen-
cy which has been given plenty of
pauses in the last 30 years is A. B.
Landau. lnc., of New York, which has
directed all B. Manischewitz Co. adver-
tising since 1920. Herman Younglieb,
who has been president of the agency
since 1925. has handled the account
ever since his agency took it over.
“The Manischewitzes are receptive to
any dignified radio idea.” he says.

In attempting to build for their
clients radio shows which would sell
with dignity, the Landau agency was
faced with problem—one
which has worried every advertiser
pitching at the foreign language mar-
ket: the audience tends to dwindle
through the years as fewer members
of each generation speak and under-
stand the native tongue of their par-
ents or grandparents. Nonetheless, in
Jewish families as well as in Italian
or Polish or German households. the
youngsters usually inherit a strong
feeling for the traditions and culture
| of their family’s homeland. And. more
to the point, a fondness for the tradi-
tional familv dishes. It's easy to ap-
preciate chicken a la cacciatora with-
{ out understanding a word of ltalian.
{ and you don’t have to speak Yiddish

1o have a deep regard for gefilte fish.

another

| The Manischewitzes are quite aware
of this, of course. This awareness is
reflected in all of their advertising.
which pays due respect to traditional-
ism and the elders, yet doesn’t neglect
the youngsters who will form the back-
bone of tomorrow’s market. “Gefilte
Fish Like Grandma Used to Make™ is
a theme of their announcements.
Manischewitz made its radio debut
20 years ago on WEVD, New York,
with a half-hour program in Yiddish.
Although the program’s format has
changed several times in those years,
from news and commentary to discus-
sion-tvpes, the show still remains on
WEVD. This is in line with one of

SPONSOR
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" KABC LISTENERS

WROTE IN RESPONSE
TO A PICTURE OFFER
ON 3 “NOONDAY
JAMBOREE” SHOWS
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That 50,000 watts on 680 kilocycles e Jamam| > N TR ot
covers a big hunk of Texas is no ==y,
problem at all to prove by engineer- e ~on| T fd 7
ing measurement. The half millivolt ., =y
line on the above Texas map shows == gt P& o
that. That KABC in San Antonio = ;._ﬁ...“*..,
with 50,000 watts on 680 kilocycles "‘
covers the area from the standpoint 06‘ =N
of listeners is just as easily shown v ot

by a glance at the shaded area on
the same map. For those are the
counties (138 of them) from which
eager listeners wrote in to receive
a post card picture of KABC’s pop-
ular “Noonday Jamboree” cast in re-
sponse to an offer made on only
three programs. Power, physical
coverage, programming, responsive
listeners. They make up a combina-
tion well worth investigation with
your John Blair man.

680

KILOCYCLES

AMERICAN BROADCASTING COMPANY
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the firm’s radio eredos of standing fast
with an awdience it has built up pains-
takingly over a period of years.,

the Landau agency
came up with a program idea which
has proved so froitful for the Manis-
chewitzes that iCs still on the air, and
on the same station. The show is
“Yiddish Swing,” lannched in 1939 on
WMGM (then WIHN) . Yiddish Swing
offers nmsic. comedy. and  variety,
blended into an artful combination of
traditionalism  and  modernity  that
iridges the gap between the Old World
and the New Workd. Landau’s presi-
dent, Hernmnan Youngheb. gives a large

Ten vears ag

share of eredit for the program’s sue-
cess to the agency’s musical director,
Sam Medofl. who has batoned the show
sice it started.

The Manischewitzes got direct and
dramatic proof of the show’s selling
power when they used Yiddish Swing
exclusively to introduee one of their
products for the general public—Tam-
Tam Crackers. The crackers, backed
by radio plugs and by the potent
Manischewitz name, caught on over-
night, and have since become one of
the firne’s national leaders. On another
oceasion, a cook-book of 1ime-lionored
Jewish recipes. some of which had

SOUTHWEST VIRGINIA'S ﬂw«em RADIO STATION

BUSINESS
@ GOOD.

"January through September, 1949, the Roanoke

Market appeared among the Top Ten in the

U. S. three times:

5th in March
8th in April

6th in September

**Roanoke, same nine months, was a Virginia

Preferred-City-of-the-Month erery month. Business

is UP 4Y207, over the same period in 1948!

WDBJ is a preferred medium in a year-’round pre-

ferred market!

Ask Free & Peters!

Rand-McNally

Sales Management

CBS - 5000 WATTS « 960 KC
Owned and Operated by the
TIMES-WORLD CORPORATION

ROANOKE, VA. ¢

FREE & PETERS, INC,, National Representatives
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never before been written down, was
offered free to all Yiddish Swing lis-
teners who wrote in and asked for it.
Two thousand requests came in the
first week. so the Manischewitzes de-
cided to make it tougher. Listeners
were asked to send in three box-tops
for each eovk-book. This brought 6000
requests for cook-books; the agency
was completely snowed. and was ob-
liged to end the offer before cook-book
mailing became its full-time function.

The WMGM venture marked the
firm's first big step forward in radio
Up to
then. the Manischewitzes had thought
of radio in terms of the foreign-lan-
guage station programming for the
Jewish-speaking audience. Since the
war, however, the firm has turned more
and more to English language stations,
and today its purchases of radio tiine

toward the general audience.

[ are divided about equally hetween

English and foreign-language outlets,
with about 17 of cach included. But
the Manischewitzes have always used
English language <tations te augment
their foreign language outlets—never
to supplant them. In New York, for
example. 1o its lineup of WBNX,
WEVD. and WLIB. which air many
foreign-language  programs, Manis-
chewitz has added announcements on
WOR., WNCA. and WEDR-FM.

The firm favors live announcements
over transcribed spots. hut uses a few
transeriptions. Landau’s  Younglieb,
who personally supervises the prepara-
tions of all Manischewitz copy, has an
open mind on length of spots. and pre-
fers to tailor them to the show. He is
a firm believer in the integrated com-
mercial, which sells with firm persua-
siven=ss without jarring the mood of
the program,

The Manischewitzes have alreadv
used a few video spots on a test basis,
and it seems a safe bet that before
long they will be TV regulars.

As they and their agency sce it. if
merely Manischewitz
foods on the air can produce pangs
of hunger in thousands of potential
customers, showing them on the video
screen in full splendor will melt anv
The ap-
petizing possibilities seem endless. And
the third-generation  Manischewitzes
who run the business todayv have never
been slow 1o exploit a new sales ap-

talking about

remaining  sales resistence.

proach. cherishing as thev do their
firm’s reputation as the mest progres-
sive in its field.
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SPOT

(Continued from page 25)

appear {rom radiv commercials and be
replaced with material designed to con-
vince the consumer that the product
has quality. provides an attractive
service and is priced well,

Among station representatives. there
is also the belief that the new attempt
to woo the consumer will, as one of
them put it. “minimize the irritating
commercial.” Amnouncements will he |
carefully planned and jingles will be |
more polished. The jingles used on
spot to advertise the Ice Follies, for
example, were written b) the compos.
ers who did the music for the show
itself. And as an understanding and
appreciation of spot Dbroadcasting
grows. one other change may be looked
for. Spot will undoubtedly continue
to be used extensively for chain breaks
and announcements, but it is almost
inevitable that the amount of participa-
tion and full sponsorship activity will
increase.

Besides the pitchforking being done
by business conditions, there are a
number of additional forces at work
that make the future look bright for
spot. The growth of dealer-manufac-
turer co-operation, itsel{ one of the re-
sults of the need to move goods, is one
of these forces.

“Dealer co-operation.,” one New
York station representative said. “has
been one of the biggest things in my
life this year. Dealers have a big in-
fluence in placement and they’\'cI
brought me a lot of business this year.” |

In addition to the changes in state |
of mind that have stemmed from an at-
tempt to solve a current problem in-
telligently, spot broadcasting has bene- l
fitted, rather freakishly. from less |
healthy attitudes. Unfortunately, at a |
time when manufacturers are tearing |
their hair about the cautiousness of the
buying public. many of the advertising |
buyers are showing the same kind of |
cautiousness they are trying to break
down in their customers. Many of
these manufacturers are buying spot
time because it is so easy to get in and
out of. It is sadly true that the flex-
ibility of spot makes it an ideal vehicle
for the neurotic advertiser. Other ad-

vertisers. too, are using spot—again
because of its in-and-out possibilities—
as a way of marking time until they
find out which way the television cat
is going to jump. Daytime spot is also
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SPLIT ANOTHER

\GHSSET/

Xt's now one of Dixie’s Key
Markets...and, Miami's still
growing -- with a steady flow

of solid, forward-looking new
settlers; business and industry.
Yup, Miami's taking its place
with the biggest and best of'em!

Of course WIOD's keeping
pace, too...just as it
always has. For detailed
information...call our Rep

George P. Hollingbery Co.

James M. LeGate, General Manager

5,000 WATTS - 610 KC - NBC

FAIE PROSPEROVOS
SOUFMERNNEWN ENGABND
; MARKEX !

wWTIC
DOMINATES
yHE PROSPEROUS
SOUTHERN NEW ENGU\W
MARKEY

i

Paul W, Morency, Vice-Pres.— Gen, Mgr. « Wolter Johnson, Asst. Gen. Mgr.— Sales Mgr.
WTIC's 50,000 WATTS REPRESENTED NATIONALLY BY WEED & CO.
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Time-saving

market data

source book
SRDS CONSUMER MARKETS

organizes in one place the basic
state. county. and city data that
~ales and advertising executives
constantly use in appraising mar-
kets for consumer products.

This easy-to-use source bhook cov-
ers completely the detailed sta-
tistice that reliably picture mar-
ket characteristics, conditions and
trends in every imnportant market
area in the U. S.. U. S. Terri-
tories and I’ns,\e»mn». Canada.
and the Philippines.

In addition. media Service-Ads,
like the YOUNGSTOWN VIN.
DICATOR’s shown here. provide
much <upplementary information
useful in proper market evalua-
tion

e

R T
.

£D lorger won oed
3 producing areu tn U, §.

being bought by some advertisers on
the basis that it is not seriously threat-

1 . . .
ened by evening television shows.

The cold facts are these: Colfax |

and 1058 other communities in
WMTland (within our 2.5 mv line)
add up to a potential market of
1,121,782 people in the heart of the
richest farming area in the world.

Towa's 1948 per capita income in- |

creased more than that of any other
state. WMT’s 600 ke signal gets
down to Colfax—and out to all of

spoNsok believes that this kind of
fearful thinking will not last and is
not intelligent. However, experience
with spot broadcasting. whatever drives
the advertiser into it, will give him
first-hand knowledge of the special
contributions that spot can make to his
business. These special contributions
will enable spot to stand on its merits
with the other media. How intelligently

WMTland — with a wallop that | advertisers assess them will determine

makes listening easy.

The warm fact is that WMT’s |

programming makes listening easy
and desirable. Exclusive CBS out-
let for the area, WMT offers a loyal
audience and a rewarding audience
to advertisers who want results
from their radio dollars. The Katz
man has full details.

o vm\\\\:\
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WM'I'

CEDAR RAPIDS

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

Husnm 4 good m the Asron’s Jed Torgest wua and sival pre-
ducing sras. Employmant of mere Man 80,000 persors ; Voungriwan durmg the
6t Fea months of 1949, au roportad by ths Ohu State Employment Servca
rqualed the emplopment favel of ore paer og0

Athough 2an end el production s the Yourqriown Arse s bawe wdutry, e
dntesct's totel dober selae of manulactued qouds is Bot dormed Hom ttewl siome
Yourgutawn s sl o prsmery produier ol avtomenes parts. metsl sHce fum
s, loathar and rubbar products, pottery, brau and copper cattngy sutemetc
pembion, slasineal wppl en placties, mattrones, chathng ond meny ethor.

The Vindcater, wih » Croudelon atcasdon 07.000 dody and 127.000 Sunday
$200der Marmum corarage of this importent Ohie Mariet.

Poungstewn Vindicator

KELLY.SMITH CO., *easasd frovummmer

For a complete picture of the full scope of the 1919
1950 Edition of CONSUMER MARKETS. send for
Full Explanation Folder. Copies of CM are $5.00 each.
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A Section of Standard Rate & Data Service
Walter E. Botthof, Publisher

333 North Michigan Avenue, Chicagoe 1, lil.
New York » San Francisco s Los Angeles

how bright its future will be. * * *

PUBLIC SERVICE
(Continued from page 29)

“Cavalcade” has gone to Wilming-
ton, Richmond, Charleston, West Va.,
Newark and other duPont factory
areas, where as many as 10.500 em:-
ployees have crowded into local the-
atres to watch the show from rehearsal
to broadcast to rebroadcast.

Since no more than 3% of the
products hearing the duPont trade
mark are familiar to any one group of
employees, these personal appearances
serve as a showcase for other duPont
products. Into the theater lobbies go
displays that acquaint the duPont em-
plovee and his family with the nature.
importance. and diversity of duPont
manufactures.
| I the average listener thrills to the

story of America, its heritage and de-

velopment, so much more does the av-

erage emplovee. The warmth and vi-

tality of radio makes *“Cavalcade” the

proper vehicle for the double-barrelled
utility to which it is put.

“Greatest Story” and “Cavalcade”
point the way for other large adver-
tisers whose problems and budgets
warrant institutional campaigns with
long-range objectives.

But what of the sponsor, whether
local, regional, or national, who wants
to cash in on public service with a
small budget?

“The Bon Bon Show.” third radio
winner of the Freedoms Foundation
awards. presents a pattern that may
sweep the country. Of the three top
award winners. this station-produced
program may be the most significant.

“The Bon Bon Show™ was conceived
during the sweltering days of July.
WDAS. 250-watt Philadelphia inde-
pendent. had a hunch that the 375.000

{Please turn to page 38)
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The average 16-mm sound projector
imtroduces an appreciable amount
of distortion into the playback of
the wusnal bilateral variable arca
sound track.

Recent survevs have indicated
that the amount of distortion so in-
troduced by nonuniform illumina-
tion of the scamning light beam
ranges up to 30 per cent. A maxi-
mum of 10 per cent is generally con-
sidered allowable in 35-mun repro-

duction.

The new Maurer multiple track,
by replacing the usual single track
with six. reduces the amount of this
projector-introduced  distortion to
values of about 5 per cent—which
i~ very good performance.

No changes in processing or in
projection equipument are involved.
The only change 1s in the recording
galvanometer.

The very substantal improve-
ment is ‘l“i‘.l\]\- evident to the un-  The new Maurer Reeording System, in-
. . i corporating the sixv-track galvanometer,
trained listener as well as to the will be eommeretally available earlv next
engineer, year. ) ‘
In line with the Maurer poliey of pro-

Write for more complete information. tecting its customers against obsolesenee

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

5 DECEMBER 1949

16-mm Professional Production E

as far as is possible, all owners of the
Maurer Model E Svstem will be invited
to convert their equipment to the new
six-track recording. at a eost which will
not excced the differenee between the
initial costs of the two systems.

g

B

vipment
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The biggest program payoff in all radio is the mystery-drama. ..

Do STorrattin

consistently delivering to advertisers more

customers-per-dollar than any other classification.

Now available is one of the best. .. a proven
performer, with an audience in the millions,
winning high ratings against one of the most

publicized long-run hits on the air.

It's The Adventures of Philip Marlowe . . .
fast, tense, expertly written and playved
storics about the best-known detective-hero

of them all. Even before radio, Philip Marlowe
had already won an audience of millions

in Raymond Chandler’s best-selling novels

and big-star, major motion pictures.

Don’t overlook this show that has everything

a wide-awake sponsor could want.

A CBS Package
Program

=
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NO. 7 OF A SERIES

MICHIGAN
In the Rose Bowl, -

WHEC
In Rochester

wersity of

1902 the Unive
M'chx;anQ“'as the first Ezltstefn
vi;icor to the }X);zdﬁos W ord

i 1 S“’a R . 1 -
Mng‘ ‘g;:l‘though M\ch\gargo:l
49.f. n 1S second Rosercmc
sel_, © 1948 duplica
visit, 1% ded in dcfe:mn(;g
1 “Vy

WHEC is Rochester’s most-listened-to station and has
been ever since Rochester has been Hooperated!
Note WHEC’s leadership morning, afternoon, evening:

STATION STATION STATION STATION STATION STATION

WHEC B C D E F
MORNING 41.6 20.6 8.9 8.4 145 | 4.2

8:00-12:00 Naan
Monday through Fri.

AFTERNOON 36.1  25.5 8.2 143 108} 23

Back 10 1.945 e
Hoopemﬂ&gEC listenef

) 12:00-6:00 P.M.
c"dcd V%(/HLC'S Hoopcta“ng Monday throu’:h Fri. Station
erence. pas nerer been EVENING 36.0 248 7.0 10.3 11.5 | St
leadership 6:00-10:30 P.M. Only
Sunday through Sat. SEPTEMBER-OCTOBER HOOPER, 1949

toPP‘-’d since.

Latest befare closing time,

«" GANEI’I’

( /A
RADIO

e |
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TV PREMIUMS

tContinued from page 33)

without seeming to domina'e the scene,

So effective are good Kid preminms
in sampling the product or otherwise
stimulating sales. that most users would
cladly featnre them more often if they
could get good ones. 1t is, of course,
impossible to tailor every premium
used, especially for every show on
which it is used. There just aren’t
enough good ideas to go around. Yet
this is the ideal way to boost returns
and give the product its nrost effective
promotion.

The tov television set is an excellent
example of a made-to-order premium.
Fven =o, the original gadget wasn't
even heing peddled as a premium when
an oflicial of Ted Bates. who handles
He pounced on
the idea of converting the little peep-
hox inte a toy “television set’” as a
premium for the Colgate segment of
lloody Doody. Sponsor and agency
people got together on the idea of using
characters from the show in a humor-

the account. saw it

ous sequence. ending in a surprise.
Fifteen cents and the usual tear from

i

/V

/)‘

the produet carton were set as the
price of the premium.

The idea wasn’t developed, however,
without a test. Testing the item is gen-
erally regarded by premium experts as
the number one step in a successful
promotion. In this case, about a doz.
en other candidates along with the
miniature television set were given a
test in the homes of over 200 children.
The group was selected to give a good
cross-section of children’s ages and
econonic status of their families,

An interviewer called and first ex-
plained to the mother the purpose of
his visit without letting the child in
on the secret. Then the child was al-
towed to take the hox of premium
itemns into a room by himself and, with-
out any coaching or supervision, select
the one he would rather keep. Other
items included Howdy Doody buttons
and hadges; a Howdy Doody statuette
whose head wagged: a Howdy Doody
balloon (several types); pencil with
Howdy Doody lead; Howdy Doody
fizure with a magnet, etc. The little
television set was an overwhelming
choice.

Each child, as a rule. made a thor-

mw;-w

CHANNEL 2
GREENSBORO, N. C.

~

SERVING THE RICHEST MARKE
IN THE SOUTH'S NO. 1 STATE*

6531 SETS IN USE AS OF NOVEMBER 1, 1949¢
SALES REPRESENTATIVES

HARRINGTON. RIGHTER and PARSONS. INC.

NEW YORK CITY: 270 Park Avenue
MU 8-1185

CHICAGO: Tribune Tower
WH 4-0074

Owned and Operated by
GREENSBORO DAILY NEWS and THE GREENSBORO RECORD

*Source: Ssles Management’'s “Survey of Buying Power’’

1949

fSource: NBC Resoarch Dept.
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| offer two other pointers.

oughgoing eheck before deciding his
choice. The average time was about
ten minutes. The company is said to
feel this was the most successful pre.
mium offer they ever had. While
neither the company nor the agency
will confirm it. gleanings from in-
dependent sources suggest this promo-
tion probably pulled two or three tines
as well as the average network pre-
mium offer. This “average” is an un-
known quantity, numerically speaking,
for boxtop returns are top-secret stuff.
A sponsor would rather his competi-
tion think a successful offer failed rath-
er than invite a sucessful imitation.

The 25,000 returns on the Small Fry
Indian hat is considered high in th=
trade. (This figure, incidentally, is the
only one the sponsor ever released on
their premium returns.) There is not
vel a wav to make an accurate projec-
tion of Small Fry’s tor any other TV
network show’s) total audience, so as
lo compare returns against number of
listeners. It is carried at the moment
in New York. Chicago, and Boston.
The Small Fry Club has about 148,000
members, with a backlog of letters of
about 18,000 (processing takes about
three weeks) awaiting processing.

On pre-testing of premiums, says
Katherine K. Fristrom of Leo Burnett’s
{Chicago) merchandising department.
“If it is not done. the manufacturer
may be surprised at what the Ameri-
can child thinks of the item even
though the promoter thinks he has a
sure-fire idea.”

In addition to ta} pretesting the
premium; (h) weaving it into the
show, letting characters in the show
handle. demonstrate and approve it;
(¢) selling the product while selling
the premium. TV premium experts
Make the
initial order the very minimum pos-
sible. even though it is admittedly only
as a guess based on previous experi-
ences. It will cost less to hold up deliv-
eries while reordering than to harvest
a flop.

Fifth, seasonal timing and other tie-
ins can help boost returns. The minia-
ture television set, for example. was
offered just as school was opening and
kids were especially eager to show off
new acquisi‘ions. Word of mouth ad-
vertising can break, as well as nake.
a child’s premium even more quickly
than it can one for adults.

The same kind of excitement or *‘sur-
prise” value that makes premiums so

SPONSOR




Gives ""Clear Sweep”’
television coverage of the

San Francisco Bay Area

Detroit, Atlanta, Fort Worth, Hollywood. KRON-TYV offices and studios in the
San Francisco Chronicle Building, 5th and Mission Streets, San Francisco

F:'g ® Represented nationally by FREE & PETERS, INC.... New York. Chicago,
}? 3
i
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about

This is a success story
butter.

\ short while ago, Mont St
Hilaive  Dairy was distributing
about 4,500 pounds of butter
per week through its retailers.

This past summer—at a time
when some sponsors go off the
ur——the Dairy decided to tell
its story on CRKAC. "T'he result?
In less than three months

using only a quarter hour a
week—sales had soared to 12,-
000 pounds.  As Mr. Gaboury
of Mont St. Hilaire Dairy puts
it “Les chiffres disent mieux
que les ecrits” the figures

speak for themselves.

Yes, more and more sponsors
we discovering what a power-
ful influence CKAC exerts in

uehec, a billion dollar market
where CKAC reaches more
than 70 out of 100 famihes.
It’s no wonder that CKAC gets
results—at a very modest cost

, per listener.
CBS Outiet in Montreol

Key Stotlon of the
TRANS-QUEBEC rodio group

! CEAC

MONTREAL

730 on the dlal » 10 kllowatts
Representatives:

Adam J. Young Jr, - New York, Chicago
Willlam Wright - Toronta
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umch fun for children also works to |
make women like radio and television
offers. (Men, as pointed out in the first
article, don’t go for premiums.)

“Women take a childish delight in
presents, bargains, surprises. extras,”
Charlotte  Montgomery  reminded the
Preminm  Advertising Association of
America at a recent meeting.

While glamour ean help a preinium
on television just as on radio, the basic
items that pull and pull anywhere in
the televiewing scctions of the country
are still items that are “handy” 1o use.
Scissors. mixing  bowls, refrigerator

dishes, dish covers, spoons. ete.. never
An item can’t be oo
prosaic if it is genuinely and pleas
antly usable by the housewife.

The Alpha Beta Food Markets made
a single offer of a “Jadeite” mixing
bowl on KTLA, Los Angeles. At the
time there were about 45.000 televi-

cease pulling.

sion sets in the area. of which about!
407 were in the territories of their
stores.  Four hundred and filty-seven
liousewives wrole in for a card thar
entitled them 1o buy a pound of oleo-
margarine al 39 cents and for 16 cents
more received the mixing bowl valued
at $1.25 (51.64 worth of merchandise
for 85 cents). Three hundred and nine-

ty-two women presented their cards at
‘he Alpha Beta markets.

Ansgonia Shoe Co.. New York. on
the Fave Emerson Show (WCBS.TV)
made two offers at the end of the show
of a card enitling women to a 1077

discount on merchandise purchased at
the store. More than 1.500 women
responded to the offer.  Glamorons or
not. if a woman 1s convinced there's

value in a premium she can use. she
can be impressed—and moved in prof-
itable nunibers to respond.

The size of a premium isn’t impor-
tant as a factor in a television demon-
stration—the lenses of the camera will
take care of that. 1t is true that much
experimentation is needed to produce
both good product and premium com.
mercials.  Live premium demonstra-
ions. however. permit more experi-
mentation.  They are obviously  the
best bet for self-liquidating offers
which mayv not recur in exactly the
same form, if at all.

With television’s advantage in dem-
onstrating and “selling™ premiums as
well as products right in the home,
premium advertisers should expect rec-

ord returns from this form of adver-
tising. * K K

OGS

SERVING
HANNIBAL—-QUINCY
AND

COUNTIES IN

PROSPEROUS /2“ )

Sawyr o

ILLINOIS — IOWA = MISSOURI
NATIONAL Rep.— JOHN E. PEARSON (O,

HMuluct Nalurork

1070 KC

IESEVEI LSRN
SERYING Taf ®iCn
TR SYATE Ampa

1000 WATYS o NITE

Ger Your Share
of the Rieh

SPARTANBURG-GREENVILLE
MARKET!

AIR YOUR WARES OVER

Represented By:

John Blair & Company
Harry E. Cummings
Southeastern Representative
Roger A. Shaffer
Managing Director
Guy Vaughan, Jr., Sales Manager

CBS Station For The
Spartanburg-Greenville Market

5,000 Watts - 950 On Your Dial
WSPA-AM and WSPA-FM Are Sold As
A Single Service
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MAIL ORDER
{Continued from page 21)

only listenership and business, but re-
peat business.

His plan called for signing with one |

station in each market to which le
would supply proved programing
{where necessary) and products which
met standards he believed would keep
the confidence of the purchasers. He
rigidly controlled copy claims and
stressed underselling as a key to long-
term success. Ilis “network™ now con-
ststs of about 60 stations.

There is no way of ascertaining ex-
actly how many stations are amenable
One agency has a
list of over 400 such outlets. It’s like-
ly there are even more. This. of course,
doesn’t mean all these stations are open
to just any business. but that they have
and will take what seems to them the
right P.I. deal.

Radio mail order sessions have a
typical type of programing. For the
more sophisticated metropolitan areas
the tuneful, “listenable”™ Martin Block
kind of music does best. For pre-
dominantly sinall town and rural mar-
kets the hillbilly tunes generally go
best. The best of juke box hillhilly
tunes are strong favorites. Things like
Careless Hands, Room Full of Roses.
Jealous Heart, Mule Train, ctc.

Of course there are exceptions. Par-.
ticipation shows of all kinds are fre-
quent choices for an m.o. item, as are
news shows. The typical m.o. session,
however. is the musical program with
a personality who has the gift of arous-
ing confidence in whatever he recom-
mends. There is something. according
to mail order experts, in the theory
that these selling personalities are
“born.” But it is still possible to take
an ordinary. even a poor, m.o. sales-
man and do wonders with him after a
little concentrated instruction by an
expert in the art.

M.O.N. supplies not only library mu-
stc for its affiliates who need or desire
it, but e.t. commercials as well, though
they prefer a station to use a live an-
nouncer where they have a good piteh-
man. M.O.N. will train a station’s sales-
man to handle M.O.N. products on the
air. A typical 15-min. segment is han.
dled by opening with a 15-20-second
teaser introduction followed hy music.
The middle commercial runs 2-2Y%-
minutes and the music is followed by
a 40-50 second closing reminder. In a

to m.o. business.
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10-minute segment the first announce.
ment and first recording would be cut.
The commercial time here is a shade
over the NAB code allowance.
Perhaps the king of all m.o. opera.
tions is WCKY, Cincinnati. It has
been widely reported in the trade
{wholly without confirmation from
WCKY ) that when they started their
all-night  Hillbilly Jamboree (it gets
underway at 8:00 p.m.} the station
upped its average
$8.000 a week.
The Jamboree is programed in 10-
minute segmeuts of hillbilly and west.
ern music. Lach sponsor gets a seg-

income around

ment and a total of 500 words in open.

ing, closing, and middle commercials.
Usually about nine sponsors are han-
dled during a period of 1Y hours,
when the entire schedule is repeated,
with new music. At 11:00 o’clock a
uew show starts with new sponsors and
products.  In this later period new
products and sponsors are tested.
WWVA, another phenomenally suc-
cessful wm.o. station, works a similar
program. but starts later in the eve-
ning.

One of the worst black eyes m.o.
sponsors have given radio is from the
careless way in which complaints on
merchandise, have heen handled. Often
they haven’t lLeen adjusted at all,
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COLUMBUS—A COMBINATION OF INDUSTRY,
STATE GOVERNMENT AND EDUCATION . . .

The situation of Columbus is unique in the nation. Though the
industrial output of this city is between $500 million and $600-
million, industry is not the full strength. Columbus is also the
seat of the government of Ohio. Here are state departments
and state institutions employing many thousands of people. Co-
lumbus is also the center of learning for the state. The Ohio
State University with its registration of 22,000 has an important
part in the cultural and business life. Industry, government,
education, all give to the economy of Central Ohio and Colum-
bus a balance that is profitably favorable to those who sell in
this rich market.

CARLILE'S FURNITURE STORE—70 YEARS
IN COLUMBUS—25 YEARS ON WBNS

Carlile's are old in years but young in ideas. It was only natural
then, that they should be among the first to use the facilities of
WBNS when this station started broadcasting 25 years ago.
W. A. Carlile installed a studio in the store and invited the pub-
lic to come in and watch this novelty called "Radio.” The re-
sponse ran into the thousands . . . and they have be.en com-
ing to Carlile's ever since because this store has continued to
use WBNS as one of its principal mediums of advertising.

WBNS 1S THE MOST IMPORTANT
RADIO SALES TOOL IN CENTRAL OHIO—

If you desire to do a profitable selling job in Central Ohio you
must include WBNS in your advertising program. This is easily ex-
plained by a look at WBNS programming and coverage figures.
163,550 families in this area are WBNS listeners. The programs on
this station have been built to fit their needs and wishes. Test
after test has proven that they respond to WBNS advertising . . .
and respond in a big way, much to the de-
light of sa'es and advertising manage.

IN COLUMBUS. OHIO IT'S

POWER 5000 D+-1000+N CBS

ASK JOHN BLAIR
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HOW TO WRITE YOUR
OWN SUCCESS STORY

Whatever your product or
service, give WAIR the op-
portunity to put your story
before the people of this
locality. WAIR listener con-
fidence, built up over a
period of years, assures prof-
itable reaction, making good
material for 1 SUCCESS
STORY OF YOUR OWN

=

NORTH CAROLINA

National Rep: Avery-Knodel, Inc.

' FOR BETTER RESULTS IN THE
 Pacific Northwest

Portland
Ellensbhurg
Spokane
Butte
Missoula
Bozeman
Helena

Great Falls

THE WALKER COMPANY

551 Fifth Ave., New York17, N. Y.
360 North Michigon, Chicogo -1, Il

PACIFIC NORTHWEST BROADCASTERS

6381 Hollywood Blvd., Hollywood 28, Col.
79 Post Street, Son Froncisco 4, Col.

time buyer finds Service-Ads

helpful...

“When I'm making my initial screen of stations in
a particular market and getting the technical data
I need from STANDARD RATE.” says the Time
Buyer in a large Chicago agency. 1 check all the

ads that appear. too.”

i 1ie UTICA-ROME srea
H/EX is
FIRST by FAR |

B SIBNSEASTIN 1IN T AT 18 DOTIUE SECMINTS
i RaEa s, da ™ b do st TR’ 818N 0

Service-Ads, like WIBX’s, for example, are par- ’ "':“' - ‘:__”
ticularly useful to Time Buyers. They supplement Mk SR ST
and expand the SRDS station listings with addi- [ et
tional information that helps buyers buy.’ | = BT CSTXCTCD!
Note to Broadeasters: The SPOT RADIO PRO- ‘ Eft e 3 ‘
MOTION HANDBOOK reports what radio adver- o0 . . ‘
tisers and their agencics want to know about sta- T
tions and where they get such information. If you ol

don’t have a copy. order one from us. The price: |l Lo

$1.00.

\
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The SRDS Television Section is now pub-

lished monthly in a separate rvolume.

STANDARD RATE & DATA SERVICE, Inc.
The National Autharity Serving the Media Buying Function
Walter E, Botthof, Publisher
333 NORTH MICHIGAN AVENUE, CHICAGO 1, ILLINOIS
NEW YORK « SAN FRANCISCO + LOS ANGELES

| 7&@ Stations

| WCKY broadcasts every half-hour an

{ year.

overall guarantee to handle promptly
and personally any complaint whatso-
ever on the merchandise sold on its air.
The station insists that produets it of-
fers be at least comparable to prices
in such standard retail outlets as Sears
and Products include such
solid staples as car tires and seat cov-
ers. Between January and April of this
Jamboree sold over 4,000.000
baby chicks for Black’s oultry Co. of
Cohumibia. S. C.

Today. more agencies are willing 1o
Some  smaller
ones are specializing in them. Not all
agencies who handle this business are
strangers 1o the 4As.  In fact, seven
of the top fifteen 4A agencies are re-

others.

handle nr.o. accounts.

| liably reported to he interested in plac-

ing business with several outstanding
m.o. slations.

Almost no station today will accept
P.l. merchandising without first in-
specting a sample of the produet; find-
ing the price represeuts good value:
ascertaining that the produet doesn’t
conilict too closely with similar mer-
chandise being retailed by stores in the
same area; getling a guarantee to re-
fund purchaser’s money on his com-
plaint.  For a station uot to insist on
these things is to subject itself to pos-
sible sabotage of its listenership. Few-
er and fewer stations today are short-
sighted enough 1o risk that.

M.o. business even has a geography
of selling. In the metropolilan East
listeners take more selling.  Here, also
“gadget” type merchandise generally
has its best sale. though as a rule it
doesn’t sell on a broad scale. The
far West likes a solid serving of facts
and specific descriptions, not much
selling. The mid-West usually responds
better 1o a blending of the two ap-
proaches. If an item is to he pushed
to the hili in all three areas of the
country better resulis are likely to
come from scripts which take these
facts into account.

As every experienced m.o. station
knows. it is possible to educate listeners

| into responding to mail-pull and direct

selling pitches. But one has to start
with the right programing and per-
sonalities. It is true, and for obvious
reasons, that the more powerful stations
ordinarily get the best mail order re-
turns. But exceptions are numerous.
WHWB. Rutland. Vt.. for example. is
a one kw station with an exceptional
dominauce of its area. More powerful

SPONSOR




stations from outside don’t come in too
well. In recent weeks the station has
offered M.O.N. items in fringe time
with remarkably good results.
Outlets who are deterinined not to
compromise their published rate cards
with P.I. business under any circum-
stances often take mail order business
at card rates, and the distinction should
be clearly drawn. It is true that many
agencies will gladly pay card rates for
time on a station with a proved mail
order record—or pay for a test where
an up-and-coming station looks like a
good bet. As managements change the
quality of a station as a wmail order
puller varies. This makes constant
checking and testing necessary.
Overwriting a claim can make a
good buy sound suspicious.
ly misplaced emphasis ean cause un-
necessary complaints. A current
M.O.N. offer first described men’s cot-
ton socks with emphasis on the nylon
reinforcements. Since people tend to
hear what they want to hear, stations
got complaints—many listeners sup-
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A slight- |

posed they were getting nylon socks.
The copy was changed to sell the cot-
ton, referring only brietly and casual-
ly to the nylon reinforced heels and
toes. Complaints virtually ceased.
Harold Kaye. who censors all copy
used on M.O.N. stations, points out
the value of an experienced mail order
copywriter in cutting down on rejec-
tions of merchandise where the trouble
isn’t with the value of the item but in
the erroneously induced expectations
of the listener. On an offer of uylon
stockings a test using agency-written
copy averaged 18% rejections. With

copy rewritten on M.O.N. standards.
rejections dropped to 2%.

While it may be said that items un-
der §3 in cost, and items not too com-
plicated ordinarily do better than
others, there are numerous exceptious.
To mention only one in each case, H.
K. Simon Agency. New York, has a
Chronograph wristwatch selling for
£8.95 on OO stations. It is not unusual
for an average station to pull 30 to
40 orders a week.

Casper insker Advertising has pull-
ed about 100,000 orders for a vest-
pocket addiug machine eosting 52.98.

BROADCAST MUSIC, INC.

NEW YORK e CHICAGO




Scpt.-Oct. 1949

MORNING 41.3
AFTERNOON 37.2
EVENING 28.6

First By Far

o \Fbl.

SYRACUSE, N. Y.

Represented by
FREE & PETERS, INC.

ONE Station

ONE Rate Card

ONE Spot on the Disl
ONE Sof of Call Lattars

Kensas City's ONE and ONLY

watt statian
. 810ke

Programmed for
Mid-America Audiences

Feature
Availability

‘M! Jim Monroe & The

*»  News 6:00-6:10 P.M.
V') Tues., Thurs. & Sat.

Radio reporting at its
[——- best  with  Mid-Amer-

ica’s favorite newscast.

v cr. Write, wire or call

today!

Notiono! Represeniotive — John E. Peorson Co.
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| 1ts leaders will not

The machine, which adds up to 99
million. is definitely on the complica-
ted side.  Yet the agency found selling
points and a way to put them over
simply enough 10 make listeners order
it. Returns average only around 3147

very low for an item of this nature.
It will soon go on nore than 100 sta-
tions.

While radio selling techniques will
necessarily he modified on television,
the same headaches, perhaps magni-
fied. will exist for the newcomer to
mail order selling: how to select items,
censor copy, evaluate price, use pre-
miums, build audience acceptance, etc.
Huber Hoge & Sons, one of the coun-
try’s biggest mail order agencies, feels
that television is one of the greatest
potential moneymakers of all time.
They’re now TV.testing several items
for Fall.

Right now, however, Hoge is using
more than 500 radio stations for a
dozen m.o. clients.

The radio industry is disposed to
call radio mail order an entirely legiti.
mate method of doing business. But
grant that any
method of compensation for it other

than straight card rates is acceptable.
v o i

PUBLIC SERVICE

(Continued from page 44)

colored population in its area would
welcome a daily programn “of, by, and
for its own people.”™ The broadcast
that the WDAS management envisioned
would include local negro news, seri-
ous. pop, and bop music, talks by ne-
gro civic and cultural leaders, forums
on topics of special interest, participa-
tion of negro sports, stage, and screen
celebrities and embryonic stars, a day-
to-day perspective of the negro world
found ouly in the negro press. Phila-
delphia had no such program.

WDAS executives discussed its idea
with the Philadelphia Fellowship Com-
mission and, al ils recommendation,
with social agencies, judges, doctors,
civic leaders, employment agencies,
union ofhicials, business men, bankers.
and a number of average householders.

Out of this came a general program
skeleton and a decision to select a
negro me who met these four require-
ments: (1) prominent in the negro
communily. 2) familiar with show
business, (3} exemplary character.
(4) good iicrophone presence and
diction.

The answer was George “Bon Bon”
Tunnell, a Philadelphian who for years
was a featured vocalist with the late
Jan Savitt’s Orchestra heard over NBC
and CBS. Many theatrical engage-
ments had given him stage presence;
he had frequently recorded for RCA
and Decca; and his harmony group
was well-known to a high percentage
of the population in and around the
Quaker City.

With Bon Bon’s help a one-hour va-
riety production was evolved based on
the concept of good entertainment and
public service without regard for prej-
udice or bias to race, creed, color, or
politics. It began life in mid-August.
The broadcast time is 11:30 to 12:30
noon Monday through Saturday.

“The Bon Bon Show” was sponsored
from its initial broadcast. Instead of
selling daily participations of 15 or
30 minute segments. WDAS instituted
individual sponsorship of each day’s
program. The Spatola Wine Company,
experienced in selling the colored mar-
ket, hought Wednesdays and Fridays
on a long range basis. A cosmetic
manufacturer, a furniture store, and
a furrier purchased the remaining
days. Whether the policy of individ-
ual dailv sponsorship will continue de-
pends on the analysis of the first 15.
week test period. soon to be concluded.

It’s still too early to indicate re-
sults, but the cooperation. publicity,
and promotion that the show is re-
ceiving from countless quarters augurs
well for sales. All four negro news-
papers repeatedly urge listening to
“The Bon Bon Show.” and have even
thanked the sponsors by name in their
editorial columns. Hundreds of thou-
sands of leaflets, folders, bulletins, and
signs prownoting the program have
heen issued by colored organizations.
Several sponsors have carried tie-in
copy in frequent newspaper advertise-
ments, prepared window displays. pur-
chased Dbillboards. One mailed 100,-
000 cards to dealers and customers.
“Bon Bon” Tunnell has made over 100
appearances in Philadelphia stores.

In publicizing the program to the
negro conmunity WHDAS stressed the
necessity for meaningful public service
ingredients.  This careful indoctrina-
tion, and the obvious pride with which
the colored audience views the show,
has kept canned propaganda and use-
less publicity at a minimum. To date
close working arrangements have been
established with the negro Elks, the

SPONSOR
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They Love Us

in Alberta

Opening the huge stack
of mail every morning at
KDYL is always a pleas-
ure, but even our office
girl was thrilled by a re-
cent letter from Brocket,
'way up in Alberta, Can-
ada, ordering a produced
advertising on “The Old
Corral.”?

A thoughtful post-
script said, “‘The OIld
Corral’ is the finest pro-
gram there is. We listen
to it every morning.”

What more do we need
to say?

Salt Lake City, Utah
Notional Representative: Jahn Bloir & Ca.

/

SPDT

RADIU

sells the m||||ons that buy | ..
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in: Chicago, New York
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' & COMPANY

i

|

National Colored Children’s Bureau. |

National Postal Alliance, The Comnmu-
nity Cliest, The Fair Employment

| Practices Commission, Thie Philadel-

phia Service Organization, YMCA. and

other bureaus operating for hetter race |

relations.

Today, the basic makeup of a one-
liour show contains the following com-
ponernts:

(1Y Vocal and instrumental music
by white and colored hands.
all the way from classical to
bop.

{2) General news from AP and
Overseas News Service.

(3) International, national. and
local news of negro interest.

(41 “Inquiring Reporter”™ — tele-
ph()ne-cnnta('t queries on top-
ies in or allied to the day’s
news.

(5) Negro social. religious. frater-
nal, and club information.

(6} “*Name-guest” interview. alter-
nating between civic leaders
and entertainment world, white
and colored.

(71 “The entertainment whirl”—
what’s doing in town.

18} “Mother-of-the-day™ — recom-
mended by listeners (winner
receives box of hon-bons and
dedication of her favorite
song).

(9) Patriotic moment of “Thanks
for America.”

1100 “Reminder for today ™—a phil-
osophical thought.

I'he Bon Bon Show” has already
achieved another distinction. Howard
T. Reynolds, songwriter and pianist on
the program, received $1500 from
Freedom Foundation for his new
song “Speak Up For America” orig-
inally presented on the show. He was
one of the ten winners in the “Unclas-
sified Awards” division along with
Judge Harold R. Medina. Cluett Pea-
body & Company. Kiwanis Interna-
tional and others.

“The Bon Bon Show” happens to
embrace negro public service. But
the opportunities for local and region-
al service ripe and right for sponsor-
ship exist in many directions. [t takes
keen judgment to determine what’s
appropriate for sponsorship, what’s
not. That’s a judgment that every
sponsor interested in public service
broadcasts and every station nwst ex-

ercise, * ok ok

you can
do it better

with the
revolutionary

ALTEC
218

MINIATURE
MICROPHONE

. .. 5
It achieves uniformity of re-

sponse... provgr.iden Ereater
tonal fidelity... it is oi:l.nidirec-
tional...it is bl_ilatpr?;f, shock-
. there ia nar.:lfa]se bass
build-up . ,

proof ..
. IOTe ﬁ:l.!_Jt acoustic
gain before enmunt:ering feed-
back . .. tiny size 1contributes
to remarI-_uabIe w;rsatility of

positioning... axtends the

fidelity u:rf sound transmlssmn

161 Sixth Avenue
New York 13,N. Y.

1161 North Vine St.
Hollywood 38, Cal.
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MEMPHIS

INDEPENDENT—
but not aloof!

PATT McDONALD-—Manager

INDEPENDENT
METROPOLITAN
SALES

Representatives
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“AMERICA’S FINEST
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The Texas Rangers, stars of
. stage, screen, radio and tele-
vision, carly this summer made
a personal appearance tour in
the Midwest. They are pictured
here in Oklahoma City, when
they were commissioned hon-
orary Colonels of the State of
Oklahoma by Governor Roy
J. Turner.

The Texas Rangers transcrip-
tions, used on scores of stations
from coast to coast, have
achieved Hooperatings as high
as 27.4.

Advertisers and stations — ask
about our new sales plan!

Wire, write or phone

ARTHUR B. CHURCH Productions
KANSAS CIiTY 6, MISSOURI
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| DAYTIME PROGRAMING

{Continued from puge 27)

I daytime broadecast-audience place lo-
cally in the last May-September Hoo-
per report.

The status of WNEW. New York, is
well known. This independent, operat-
ing in perhaps the 1oughest. certainly
the most crowded, market in the coun-
trs received 16.3 pereent of the day-
time share of audience in lHooper’s
1919 August-September tabulations for
the lig town.

Jusl one more example is little, 250-
wall, davtime-only WIBR (formerly
WCLA) at Baton Rouge. louisiana.
During four daytime periods, in the
ratings for January-April this year.
WIBR outranked the three local net
work afliliates against whom it must

conipete.
hi all the cases—with high power
or low. with network afliliation or

without it—it is program pattern that
makes the difference. The local sta-
tions have been flexible. The networks,
in spite of some efforts 10 improve
the daytime picture in the last few
vears. have on the whole hewed 1o old
formulae.

The network daytime patlerns are,
by and large. like stars fixed in the
¢ky. Daytime serials are the backbone
of NBC and CBS. Audience participa-
tioners are the daytime staples of ABC
and Mutual.  Hugh M. Beville. Jr.
director of NBC’s research department,
concedes that “the serial has been the
most stable element in the daytime
program pattern.” NBC has tried other
elements.  h experimented with the
Fred Waring show. While that one
proved to be a good program, as far
as critics were concerned. it simply
failed to pay off. It cost too much to
liold sponsors interested on a cost-
per-point basis.  CBS tried too, and
with greater success, when it brought
Godfrev to the coast-to-coast audience.
But neither CBS nor NBC has devel-
oped anv other program with Godfrey’s
pull. The closest ABC has come to
offering real morning competition, out-
side the audience-participation field,
is with the “Betty Crocker™ program.
NBC is now trving again, with the
Yack Berch show and the earlier (9
anm.) Eddie Albert program. CBS is
also making au effort to bolster the
davtime log with the Garry Moore
pitch taking up a full hour in the after.
noon. {That's where Stanton’s “cross.

| reference” idea is heing put into ef-

fect.) But Jack Berch is not vet in the
Godfrey class. while neither Albert
nor Moore las paid off 10 Jdate—al-
though all three of these may come
through.

The network davtime reliance on
serials and audience participationers
as their chief bulwark has not been an
accidental developmem. That part of
the daytime pattern rests on solid re.
search. The trouble with that research
—as admitted by the prominent social
scientists who conducted it—is that
usually it shows only what audiences
do not want. There is an adinission
on that point in a condensation of the

famous NBC morning-serial survey
which was made in 19H. Dr. Paul
F. Lazarsfell and Helen Dincrman.

writing about that survev in “Comn.
munications Research: 1943-19149.” de.
clare:

“Dissatisfied radio listeners are in
general inore eager o deseribe what
they do not like aboutl existing pro-
grams than to describe in any detail
the kind of programs they would pre-
fer.”

It is only experimentation by the
networks. sponsors and agencies that
will show what the audiences might
prefer.
come from the industry. it can not be
expecled from the audiences.

That 1944 NBC survey showed, for
instance. that in the morning (9 a.an.
to noon) the serial-story audience is
made up of onhk 29 percent of the po-
tential women lisleners.

There is another survev. besides
NBC’s, which is more optimistic. This
is one completed for CBS in 1948, after
an 18-month inquiry which enlisted
the services of such big-time research-
ers as Lazarsfeld himself, Elmo Roper,
Dr. Raxmond E. Franzeen and Dr.
Carl L. Rogers. This study showed
that the majority of women—54 per-
cent—did listen to the davtime serial
But theu. offsetting the CI3S statislics,
is a more recent studyv, conducted in
two central [Hinois counties by Charles
1. Sandage. professor of advertising
at the University of Illinois. Here.
the picture is not so pretty.

Sandage shows that in one of the
arcas. Clhampaign County, the average
percentage raling for women's listen-
ing to seven available dayvtime serials
is only 19,

In that CBS report on serials. it was
hard 1o find any criticism against the
davtime pattern.  The report simply

The positive approach must
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showed that the majority of the women
“liked™ the serials. [t showed for in-
stance that, in selected cities, the serial
listeners could have tuned in compet.
ing programs. In Dubuque, lowa. the
women tuning in on serials had eight
competing programs that they could
have leard.

But it is on the basis of the reasons
given by women who do not listen to
serials that the networks have devel-
oped those additional elements in the
daytime program pattern.

Programers, on hoth local and na-
tional levels, know, however, that not
all audience criticisins must be taken
as gospel truth. There is always dan-
ger in relying too completely on what
is known to some people in radio as
the Cleveland Critique.

That Cleveland Critique was just a
bit of a fiasco. It happened three years
ago. A local radio editor had called
on his readers to say what they would
prefer on the air. Here was supposedly
a positive approach. Three hundred
of the dear ladies took pen in hand
and, almost unanimously, demanded
more music—classical music. But
someone at WHK got hold of 138 of
the names from among the 300 music-
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loving women.  These 138 got their .

own coincidental check they received
“phone calls on two separate occasions.
once when the NBC Symphony was
playing on its home grounds and re-
ceiving local broadcast.  Of the 138
music-lovers—exactly 100 were found
to be tuned in to other programs while
the longhair fiddlers and tootlers oc-
cupied local transniitters!

Here are some of the things the net-
works are not doing in the daytime:

They are not taking imo account the
local desires. True, that is something
the local stations can do best—since
a network must think of a national
audience. But the networks are no!
finding enough new programns. new
formats. new personalities that could
attract national and local daytime au-
diences at the same time.

The n=tworks are no! taking into
account early morning listeners. Local
stations that are successful are always
cashing in on that audience.

Except for an occasional. rare try.
usually more or less by accident. the
networks are not taking into account
the out-of-home listeners. The recent
Pulse-WNEW figures (sPONsOR. Nov.
7) showed that there is gold in those
out-of-home mountains. if programs
are tailored to their preferences.

The networks are not—again, with
rare exceptions—taking the semi-urban
and rural and farm audiences into con-
sideration. Here. the Sandage report
throws additional light on the pos-
sibilities. Sandage shows that “farm
women reported greater listening than
cither urban or village women.”

Important sponsors have shown,
more and more of late, that the net-
works have big daytime value. Cigar-
ettes have been moving more solidly
into the network daytime picture for
two years now. Pillsbury has signed
up to join the Godfrey parade come
spring, General Foods has bought Ed-
win C. Hill on ABC, General Mills has
contracted for the same network’s
“Modern Romances.” Further davtime
billings are reliably reported under
consideration by General Foods, Gen-
eral Electric, and Campbell Soup.

There are many other sponsors
ready, willing and able to sink solid
cash into daytinie shows on the net-
works. What they need is: programs.
To provide those programs. the net-
works need: a daytime pattern that
will offer something new. fresh. per-
haps even holdly experimental. * * *
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""Service Medium”’

In a year of adversity and confu-
sion radio is demonstrating a growing
predilection for service beyvond the call
of duty. The signs are multiplving.

In Tennessee the Tennessee Associa-
tion of Broadcasters, headed by F. C.
Sowell of WLAC, Nashville. have in-
stituted a “Let’s Sell Optimism” cam-
paign over 38 of their stations. Not
only are they flooding their state with
a minimum of 152 announcements a
day of cheery business information.
but they’re publicizing the bright side
of the picture with printed notices to
business and civic leaders throughout
the state. Results aren’t all in, but
it’s evident that Tennessee is getling a
big lif1.

And in other states the “Let’s Sell
Optimism”™ campaign is finding its

Applause

mark, too. Lxclusive of the Tennes-
see broadcasts, close to 100 stations
scattered throughout the nation have
told sroxsor that theyv are spreading
the seed of optimism in their individ-
val areas. The power of radio is help-
ing the U. S. recapture its full eco-
nomic strength.

And in Cleveland another valuable
service campaign was introduced by
John Patt of WGAR. This one has
more of an industry flavor. WGAR
has embarked on an ambitious “Give a
Radio Campaign”™ which has now been
adopted by many members of the Ohio
Association of Broadcasters. The OAB
has agreed to furnish each participat-
ing station with special copy promot-
ing the sale of radios. While the
RMA’s “A Radio in Every Room”
campaign, headed by W. B. McGill of
Westinghouse Electric Mfg. Co.. has
done a bangup job annually, this is
the first time that a real radio-set-sell-
ing impact has been delivered by the
stations themselves.

There’s a growing maturity in radio
station circles today that augurs well
for the industry.
on a unifiedl basis for the general

Much is being done

welfare. It makes radio a better ad-
vertising medium.  Radio may be la-

beled the “service medium’ soon.

After BMB: A Prediction

Predicting what will replace BMB,
il anything. is an illogical occupation
But we'll take a stab at it.
And mavbhe vou can check us nine

at present.

BAB Sparkplug

The Broadeast Advertizing Bureau’s
contribution to a keener understand-
ing of the sponsor’s problems and
practices is being dramatically dem-
onstrated in Maurice B. Mitchell's in-
spired talks at NAB District Meetings.

From Dallas to Boston, his weighty
words have left an impression that will
spark many a new broadeast sale.

Mitchell's subject. “How to Get a
Larger Share of the Advertising Dol-
lar.” could also have been titled “How
to Know Your Advertising Prospect
Better.” A notable portion of his time
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was devoted to an analysis of the ad-
vertiser's behavior in producing. dis-
tributing and marketing his products.

His recognition of the importance
of guiding station sales strategy in
the direction of sponsor and agency
understanding is a tribute to the new-
found maturity of broadcast advertis-
ing.

Mitchell does far mmore than that, of
course.  His highly stimulating pres-
entation constitutes, in fact, a short,
hard-hitting course on successful sell-
ing, taking in the more essential radio
ingredients.  After listening to him,
one goes away feeling that broadcast

months from now to see how we're
doing.

First, we predict that another radio
measurement will follow.

We believe this because advertisers
and agencies have decided that they
can’t afford to be without a gauge for a
medium  whose individual units are
hard to nieasure. And hecause broad-
casters realize that they’ll be at a dis-
tinct disadvantage without a common
measuring denominator.

We predict that the next measure-
nient may not be very dissimilar to
BMB in technique.

But we predict that its use will be
different.

We believe that it will be used to
determine station coverage, not station
popularity. We understand that BMB
was originally intended as a coverage
device, but drifted away from that con-
cept.  Thus what may develop is a re-
turn to the original premise, with the
Nielsens, Hoopers. Conlans, Sindling-
ers. and Pulses doing the popularity
studies.

This won’t give the radio measure-
ment as much utility as is claimed for
the Audit Bureau of Circulation. But
radio compensates for that by supple-
mentary research that goes beyond the
analyses that have been created for
printed-media measurement over manv
vears. And this research will improve.

We predict that broadcasters will
continue to foot the bill. But with the
definite understanding that the mea-
surement for which they’re paying will
pay its way . . . and then some.

advertising is even greater and more
effective than most of us realized.

SPONSOR has long advocated the type
of radio education that the NAB is
now furnishing the industry; its edi-
torial pages today reflect the same
thinking.

NAB President Justin Miller is to
be commended for giving BAB the
dominant position at these meetings in
the face of many other urgent indus-
try problems. In so doing. he is right-
ly placing dollars and cents factors
first in this new radio era of competi-
tive selling.
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HEN thie booklet “Upper Midwest
. Food Sales™ arrived amt WNAX, we said, *this
° shoe fits us”™ The booklet prepared for the
Twin Ciy Food Brokers Associatian by Roland
. S. Vaile, professor of EFceonomies and Market-
ing. and Edwin 1, Lewis. assoc. professor of
. Economies and Marketing at the University
o of Minncsota. describes the tremendous market
developed in the states of Minuesota. North
* Dakota and Sonth Dakotua—ihiree of the five
states in Big Agzie Land.
.
1t seems that the agriewitural folks are loaded,
. For instanwce, the brochure savs the average
retail sales per fawily in 1948 in this Upper
¢ Midwest area was 83861, as opposed 1o the
. wational average of $3.031. In 1918, furm
Folk~ in all of Big Aggic Land—the 308 conn-
. ties within Minnesota, the Dakotas, Nebraska
and Jowa—aceonnted for nearly $3-billion in
° net farm  income.  Big Aggie bLand is  the
. world’s richest agrienltural area—served only
by WNAX.
.
=
°
° °

=

CITY - YANKTON Arrrumren

- IF THE SHOE FITS..

In this rich, stable area, where the ebb and
flow of industrial
61 of the population i~ Radie i
.« and radio is WNAX. A 1948 diary
study., made in 80 countics representing the
WNAX.
of the 43 statigns mentioned, listeners liked us
94.9% of
98.9% of all

yonr Katz man for full partienlars,

strife are only  headlines,

rural.
hasie .
five states showed

covered by that,

bhest hours—

Call

all - daytime quarter

evening quarter lours,

We'd be pleased to forward the brochure on
“Upper Midwest Foad Sales™ 1o you upon your

reguest.
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