' MARCH 1950 @ $8.00 a Year

; wname.  Denartment stores
B S :
——__liscover radio—p. 21

Foreign language listeners ar sl customers—See p. 24




FASTEST
GROWING
TWO-YEAR-OLD

VN VN

NN\

-

S IN' RICHMOND

~ - _
£ o
P ). ~
Q S After two yeors, television has
-~
\

lost none of its mogic in Richmond,

though much of its mystery.

From the moment WTVR, the South's
' - - first TV stotion, wos unveiled

‘ 3 it become the most sought-ofter guest
/ ” \/ in more homes thon set mokers could
frequently supply.

Today, more thon 22,300 Richmond homes
are television-equipped and the
number continues to grow in beanstalk-like
fashion.
In Richmond your most importont step
for notional sales is to get in step
with the Hovens & Mortin stotions,

pioneers in AM, TV and FM. Ask your

neorest Bloir man for particulars.

Havens & Martin Stotions are the only

‘ S complete broodcasting institutions in Virginia, |
3, kfﬂ i

Pioneer NBC outlets for Virginia's first market.
Represented nationally by

John Blair & Company,
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Albert E. Sindlinger, head of Radox research, was negotiating as
SPONSOR went to press, with at least two groups of investment inter-
ests, one of them Drexel & Company, Philadelphia, for big money.
Object: expanding from Philadelphia the business of electrically scan-
ning the tuning of radio and TV sets. Radox has insisted before it
was about to move into New York and other major markets. But that
can't be done with peanuts. Report now is the money is seeking Radox,
instead of vice versa.

~SR-
Bulova has quietly started dropping stations around the country and
isn't replacing them. Neither agency nor company high command will
confirm, but it looks as if Bulova is out to duplicate their early
astute move into radio by buying up choice spots on TV for Bulova
time signals while competitors are still waiting for more sets to
produce "better buys". When that time comes, it may be too late.

=SR=
Latest department store in New York to show interest in television
is Sears Roebuck which has been conducting customer survey on day-
time viewing. Woodward & Lothrop in Washington, and Wanamaker's in
Philadelphia also scheduled for TV. New York's Saks 34th, Washing-
ton's Hecht Co., and Philadelphia's Lit Bros. have been showing
way with successful promotion of department store items via tele-
vision.

-SR-~
New York Court of Appeals expected to hand down final decision in mid-
April deciding whether five or four-man board will govern Edward Petry
Company. If five-man board, Ed Petry will maintain control; if four,
authority will be split between warring partners.

—SR—-
Recent shifts in agencies made by important national advertisers
emphasize current competitive era of selling. As one advertiser with
big radio=-TV billing put it, "For first time in long, long while,
top brass is asking in precise terms: 1) Just how I expect to spend
dough they're giving me; 2) Whether the three or four top advertising
experts our agency sold us when we bought their services are creating
our sales pitches". Answer to second was an embarrassed no.

Les Blumenthal, for three years advertising director of SPONSOR, has re-
signed to accept a position with the Columbia Broadcasting System. He will
serve as an account executive in CBS Network Television Sales. SPONSOR
takes this opportunity to commend him for the contributions he has made to
the growth and progress of this publication.

Les Blumenthal to CBS Television

SPONSOR, Velume 4, No. 7, 27 March, 1450, Publéshml biweekly for SIPONSOR Publliations Inc., at 3110 Elm Ave., Baltimore 11, Md. Ezecutive, Editorlal. Circulation Office

10 Mnadison Arve.,

New York 22,

$8 a year in U, 8. $9 elsewhere. Entered as second ciass matter 20 January 1949 at Baltimore, Md. postofMce under Act 3 Mareh 1879

_J

AR TR e

Y W~ T e Y



REPORTS. . . SPO

YSOR REPORTS...SPONSOR

Record advance

audience for
WTAR-TV

Saturday night barn
dance is common
denominator

Coy opposes
program censorship
in Oklahoma speech

Nashville to get
TV by summer

Will Nielsen
keep pace with
multiple-sets?

BMB reports go
to AAAA, ANA
groups

it will be received by larg-
it is estimated that
the

When television comes to Norfolk 2 April,
est number of sets ever to welcome new medium;
six to seven thousand receivers will be in area when WTAR-TV,

102nd TV station, takes to air.

—SR-

Amid problems and changes, popularity of radio's Saturday night barn
dances grows and grows. Stations like WLS, WHO, WSM, WDAY, WRVA,
WWVA, KMA, WNAX have made doe-see-doe universal favorite. WAVE-TV
and ABC-TV are representative of many who find barn dance good TV
programing. KWKH "Louisiana Hayride" is latest barn dance to branch
out. Half hour of three-hour hillbilly session goes over 23 stations
in Louisiana, Oklahoma, Arkansas, and Texas. WSM "Grand 0Ole Opry"
personnel, recently back from European tour for Air Force, are now

in Alaska on similar mission.

—SR—

FCC Chairman Wayne Coy did not threaten censorship of programs by FCC
during his recent University of Oklahoma speech as has been widely
reported. Although severely condemning trend toward poor taste, espe-
cially on TV, and over-abundance of crime programs, he said he would
never approve of FCC program censorship while he is on commission.
Listeners, he said, are the censors. They turn the dials. On speak-
er's panel with Coy was Norman Glenn, SPONSOR editor-publisher. Glenn
stressed radio's growing strength in speech to university radio semi-
nar. He cited growth of multiple sets, transit radio, and other
phases of industry.

—SR—

Nashville should have television by late summer. FCC recently granted
WSM-TV modification and extension of construction permit. Soon after
station is slated to go on air it may be broadcasting network shows.
Coaxial cable scheduled to reach Louisville in October and WSM-TV

will have microwave relay hooking it to Louisville. The WSM-TV micro-
wave system is one of first of its size installed by single station.

-SR-

Rapidly growing trend toward multiple-sets in home poses problems for
Nielsen. National researcher wants to cover every set in every home
he samples. Yet each added $20 set means several hundred dollar
audimeter installation.

-SR-

Full BMB Station Audience Reports began flowing to AAAA agencies and
members of Radio and Television Group of ANA recently. Bureau already
has many requests from agencies for more information on special tabu-
lation projects. Steps taken will provide every possible facility for
servicing the study. Example: tabulations of audiences of any combi-
nation of stations are available provided identity of non-subscrib-
ing stations is not revealed. By special arrangement with firm which
tabulated study, millions of punched cards are on tap for analyses

and integration with market data from other sources. Work will be
done at cost.

(Please turn to page 36)
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Prices Like These:

Population

UP to 25,000 $15.00 for both Ladd & Runyon
25,000t 50,000 22.50 for both Ladd & Runyon
50,0001a 75,000 25.00 for bath Lodd & Runyon
75,000 ta 100,000 27.50 for both Ladd & Runyon
100,000 to 150,000 30.00 far both Lodd & Runyon
150,000 to 200,000 35.00 for both Lodd & Runyon

Larger Market Quatatiaons Upon Request

You Get Free ...

39 Episodes af "“The Unexpected”
ond 89 episodes of ‘Behind the
Scenes” as a BONUS on buying
Alon lodd and Daman Runyan on
a 52-week, nan-cancellable basis,

Plus
25%, Discount . . .

!'f oll ar part of either the “Box 13"
or “Damon Runyan Theotre™ series
hos been used in your market, you
will receive a big 25% discount an
these pragrams used.

TE OR WIRE TO GET THIS RADIO BARGAIN
FOR YOUR MARKET

NETWORK CALIBRE Programming

to Fit Local Sponsors’ Pockethooks

Box 13—Successfully used on some 400 U.S. and Canadian stations, with rati.ngs high as 19.2.
Being rerun in some 20 markets including New York, Los Angeles, San Francisco, Denver, etc.

Damon Rllil_)’O’I—Fea:ures John Brown (“Digger O'Dell” of "Life of Riley” and “Al" of

"My Friend Irma™). Already being used in some
100 markets in less than one year after its re-
lease. After only the 8th program and with no
promotion, received a 12.1 rating in Los Angeles

(44.2% of the audience).
The Unexpected _gach program a com-

plete episode. Features such stars as Marsha
Hunt, Lyle Talbot, Jack Holt, Jackie Cooper.
Binnie Barnes, Barry Sullivan, etc.

Bebind the SC@II@S——Featuring the voice

of Knox Manning, one of radio’s greatest per-
sonalities. Manning narrated the best documen-
tary film made in 1945. It won an Oscar. It was
his voice you heard in the Academy Award Win-
ner, A Boy and His Dog,” and ""Facing Your
Danger.” Aside from such outstanding radio
series as "Sherlock Holmes,” and "Hollywood
Preview,” Knox Manning has had more than
500 movie credits.

Nno
ShOWS\J U"(elne’”s ea

S(enes

Announ.:e,,,ems

n
noncemen's ea

2 Spots -

.~ .,

8511 SUNSET BOULEVARD
LOS ANGELES 46, CALIFORNIA
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Department stores discover radio

Big store use of air is moving out of the stepchild class and proofs are many.
Take Polsky's in Akron or Miller and Rhoads in Richmond. . . .

They love their native tongue

Did you know that foreign language listeners prefer name brands . . . like
anyone else? This and other facts spotlight one of America's great markets.

Musie library shows

The new completely scripted program now put togther by music library serv-
ices are a low-cost blessing to sponsors.

Radio is backslap-happy

Peabody award tops SPONSOR's ballot, but there's no redwood in the forest
of radio awards. The industry needs an award like the Oscar.

Lydia Pinkham’s radio recipe

This 75-year-old firm maintains an old-fashioned facade but it spends $500,000

on the air each year with modern precision.

How many viewers are you selling?

A new TV research method gives sponsors a full count of advertising impres.
sions . . ., for the first time. Device called Videometer does the trick.

IN FUTURE ISSUES

Radio gives advertisers the tools

To spend money effectively, advertisers need tools . . . research aids, market
figures, etc. This year the radio industry furnishes a multitude of such tools.
The NAB issue (10 April) will feature a capsule cross-section of the industry's
tools for advertisers.

Radio is a growing industry

Dire predictions about radio's future were all wet. An upcoming industry
story will explain why.

Aid for timebuyers

Valuable method of judging station's share of audience from new BMB ratings
has been developed. It should be an aid to sponsors planning spot campaigns.

26

28

30

34
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10 April
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THIS WEEK,

“THE EARLY BIRDS”

are celebrating

oN WFAA-820 DALLAS

Radio’s oldest breakfast-time show (7:15-8:00 a.m., Monday through
Saturday) has MORE LISTENERS than ever—is doing an unparalleled
SELLING job for

Earl Hayes Chevrolet Company (six quarter
hours weekly), The Mennen Company, Mor-
ton Foods, and Red Arrow Drugs (cach three
quarter hours weekly). Chap Stick and Chap-
ans, Birds Eye Foods, Vitalis, Nob-Hill Coffee,
Anacin Tablets, Republic National Bank, Gold
Tip Gum, B & B Cafe, and General Electric

Company use participating announcements,

820 KC * NBC 570 KC * ABC And soon—WFAA-TY! WFAA now owns KBTV,

TEXAS QUALITY NETWORK Dallas, and plans to present television in the tra-

Rodia Service af the DALLAS MORNING NEWS ditional WFAA manner! | |

Represented Natianally by Edward Petry and Campany | '
27 MARCH 1950 5




New developments on SPONSOR stories

See: Farm Facts Handbook
I;l .S. . SPONSOR publication;
Issue: November 1949

Farm service features

Subject:

Farm programing is going ahead.

Stations throughout the country conthiue to build the
standings of their farm service departments: and while
accomplishing their agricnltural benefit aims, promote
lovalty to themselves. More information can be added to
that which sPoxsor previouzly presented in its Farm Facts
Handbook, last published November 1919 (still a Ihn-
ited number of copies available on request).

Here's how oue station. WWL, New Orleans, does it
on their annual Livestock Improvement Contest. DBegun
in 1916 a~ part of the station’s drive for agricultural
progress in the Deep South, the contest now ranks high
on the list of Louisiana farm activities. Fach vear WWL
offers prize animals of thoronghbred strains to young
I-H Club members who have done the best work dnring
the vear with their herds. The judges pick a winner from
cach of the three hivestock divisions: beef cattle. dairy
cattle and swine. Iu four years. the station has awarded
more than 315.000 worth of Hvestoek in prizes.

The contest has permanent far-reaching effects. Not
onh are thousands of voungsters stimulated in their in-
terest in improvement of livestock. but better herds and
higher lvestock income are developing for the whole area.

The FAN and 4-H Farm Safety Contest is an important
feature of KLZs farm service department. Denver. KLZ
sets the cash value of five prizes in each division, and
allows the winning c¢lnbs or chapters to choose the article
within that vahie: the station then purchases and ails
it on to them.

KMON in St. Louts sponsors an annual Soil Conserva-
tion Field Dav: a complete day spent in competilive event-

T e
L

and educational demonstrations. WIBW, Topeka, awards
an annual $250 scholarship to the outstanding +-H boy
or girl in Kansas in recognition of leadership and service.
Progressive stations continue to march forward in their
farm services programing. Their investment, and that of
their advertisers. in the agricultural areas, is sound in
the dollars and cents loyalty of the farming community.

See: “Those rod and gun
S millions”’
Yo )
Issue: June 1947, p. 35

Hunting and Fishing Club

SUblGCt: of the Air

Mail still arrives at Mutual addressed to the Hunting
and Fishing Club of the Air—and this in spite of the
fact that the nanie of the program, and its format, were
changed over six months ago.

In “Those rod and gun millions” (June 1947), SPONSOR
described the listeners of the original show as “a vertical
group. intense in their lovalty to the show and to the
sport. A successful program. with a microscopic rating,
based upon the theory of intensity of listenership.”

Soon after hiring their new agency, Charles W. Hovt
Co.. Mail Pouch changed the name of the program to
Sports For All. presented by The Fishing and Hunting
Club of the .lir. The format was changed to include all
sports, The reason behind the change was the desire to
broaden the base of the program; to open the program to
the millions of sports hobbyists previously excluded.

The company recently initiated a new TV show (Du-
Mont). It follows the same lines as the current radio
show. and is able to go one step {urther in visually dem.
onstrating many of the sports under discussion.

The Mail Pouch radio contract went into effect on
March 23rd marking its renewal for the fourth
conseculive vear.

FOR THE 5*
AND 9% TimEs!

® 1st Award —to Station WOV
for the 8th time for
PUBLIC SERVICE PROMOTION

® 2nd Award —the 9th Billboard
Citation for SALES and
AUDIENCE —SALES PROMOTION

9 In the 12th National Competition
conducted annually by BILLBOARD
for Non-Network Stations in the
5000-20,000 Watts Group.

JOHN E PEARSON COMPANY, Nationol Representotives

RALPH N. WEIL, General Manager * ARNOLD HARTLEY, Program Director * ANNE C, BALDWIN, Director Press Relations

6
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510 Madison

TV SELLS WOMEN

May | congratulate yon on the 27
February issue of sroxsor. The article
on “How TV Sells Women” 1s most
Thanks for

instructive and helpfnl.
rendering such a distinct service as
this article does.
R. G. PARTRIDCGE
Director of Advertising
Fruit Dispatch Company
New York

PONTIAC ALSO ON TV

In regard to your 13 February issue,
on page 24 and 25, titled “Automo-
bile Advertisers Can Do Better” |
notice vou have Pontiac Motors han-
dled by our agency as only using spot
radio.

Last fall when we introduced the
1950 cars we spent a total of $263.-
044.99 on spot radio and $71.902.39
on spot TV as well.

In all future campaigns yon may
rest assured that TV will play a pro-
portionate part with AM in spot ad-
vertising.

SHERWOOD REEKIE

Director of Radio & Television
MacManus. John - Adams Inc.
Detroit

LIGHTNING AND JARO HESS
[ have just finished a delightful
month in the hospital and 1 am catch-
ing up on back issues of everything.
Only yesterday I completed a cover
to cover reading job on your LIGHT-
NING THAT TALKS special edition which
I found not only niost interesting but
also filled with plenty of real ammu-
nition which is, of course. of great use.
I should like to have five extra
copies for my sales force. and if you
will see that they are zent on and bill
me for same. I shall be very pleased.
Also, 1 should like to have copies
of the five Jaro less prints. We have
them at WING, but for some reason
have never gotten them at WIZE and
since we are and have been loval sub-
scribers to sPoNsOR along with TSI,
I feel that we are entitled to same and
would appreciate them very much.
CnaArRLES Evans
Commercial Manager
WIZE
Springfield. Ohio

27 MARCH 1950

TRANSIT RADIO

[ swore that 1 wonld not order
any more magazines. There are en-
tirely too many on the market now.

However, the last edition of your
magazine enabled me to find a long
lost friend. and also had a very good
article transit radio:

down on the book for a vear's sub-

ol1 so pnt me

seription and bill my company.

JasEes L. llowe
Wwcrc
New Brunswick. N. J.

FORGOTTEN 15,000,000

That “Forgotten 15.000.0007" story
in your October issue of SPONSOR is
sontething | need more than one of.

If you still have a few reprint copies
on hand. how about sending me two
sets. WGST-Atlanta has a late evening
show and WWLEZ-New Orleans
afternoon feature directed primarily
to the “Forgotten etc.” |'m
your article will help me in selling
time in these sliows.

Da~ Scint. 111
George P. llollinghery Co.
Atlanta

an

sure

® A few reprint copies of the article Mr,

Schwmidt mentions are still available.

STATION REP LISTING

Your 27 Febrnary issue of sPoxsor
incorrectly lists our firm as representa-
tives of a number of stations affiliated
with the Tobacco Network.

Actually, our firm represents only
the Tobacco Network. and not the in-
dividual stations of the network.

We will appreciate your correcting
the error at your earliest convenience.

Josern BLooxy
Forjoe & Co Inc
New York

I noticed in looking over your hList-
ings for Station Representation Changes
that both WRAL, Raleigh. N. C. and
WTIK, Durham. N. C.. are listed as
being represented by Forjoe & Co.

I believe this confusion may have
arisen because Forjoe represents the
Tobacco Network. However the Pear-
son Company represents hoth WRAL
and WTIK individually.

Russ WALKER
John E. Pearson
Vew York

(Please turn to page 63)

Co.

" In Omaha
It's Channel 3

" for the best in Tele- -

vision Entertainment. g

That's because KMTV |

(Channel 3, Omaha) ,l.i
| has three great net- .
| works . . .. |,~ E
| ' 1

. CBS-ABC |
DuMONT |

Below are some of the out- :']
standing television pro-
grams on KMTV, proof 1
that KMTV programming & 1
is first in Omaha. ,
1
Ed Wynn il
Ken Murray ’
Fred Waring # I
Studio One ¥ j
|

Arthur Godfrey
Crusade in Europe |
Celebrity Time
Lopez Speaking
Paul Whiteman Revue
Lone Ranger
This Is Show Business |

Famous Jury Trials i
Blind Date A

VYienna Philharmonic

2615 Farnam, Omaha 2, Nebr.

Represented By

{ Avery-Knodel, Inc.
: gt 57 B . ‘84
age " W
J Rura! Covef >
- Hes 0 \owa, Nekz\'a.rs |
C\Zun as and Missourt !
ans
KMA |
h, lowo

Under Mcncgemen_t of

MAY BROADCASTING CO.

Shenandeah, lowa




ATTIEET I

ON THE HILL

Cigarette tax slash would mean
more work for net “salesmen’’

If the tax cut pondered by the House Ways & Means
Committee goes through, it'll mean more work for cigarette
salesmen Arthur Godfrey, Perry Como and Bing Crosby.
The move cutling the seven-cent a pack tax on cigarettes
to 1.9 cents on packs selling for 12 cents or less will give
brands like Twenty Grand. Marvels, Wings and Dominos
a sales hypo.

Institutional ad increase seen
as weapon against anti-trust drives

The big companies will probably increase their institu-
tional advertising as a means of winning over public favor.
With the government battling big business, U. S. Stcel.
A & P, General Motors and other industry leaders will
probably increase the tempo of their public relations cam-
paigns designed to oflset adverse criticisms. The Federal
Trade Commission will, in the next 12 months. publish
a series of reports criticizing the large corporations.

U. S. manufacturers worried
about increase in import volume

As though native competitors weren’t enough trouble, man-
ufacturers are now worried about the flood of luropean
imports. Among the items from overseas competing with
American-made goods are Dutch and British candy: Dan-
ish and Polish hams; British and Czech shoes; and Irish
linen. Add to this the International Trade I'air and U. 5.
producers have a hard row to hoe. U. S. toy manufac-
turers, extremely edgy, started a Buy American campaign.
Most recently the coal industry has joined petroleum pro-
ducers in demanding oil imports to United States be
restricted.

Coffee manufacturers against
higher coffec pricecs

The coffee-drinking public is not alone in its anger against
mounting coflee prices. During recent hearings on food
price rises, a General Foods vice-president told the Senate
investigators that high prices reduce demand and the Max-
well House division of G. F. will show a decreased profit.

8

New cheap converter may
aid commercial color TV

Color TV advocates are certain now that they have enough
force mustered to put down any anti-color movement.
Helping the pro-color forces, is a report that the FCC will
get data soon on a new cheap converter. The information
is from a New York manufacturer who claims to be able
to convert “adapted” TV receivers to CBS color for about
$9.95.

Oleo industry now readying
for an educational campaign

The margarine association is readying an “educational”
campaign for tlie oleo industry but by next vear a product-
acceptance campaign will be stressed. The margarine in-
dustry, with federal taxes lifted, will probably wage an
intensive ad campaign. Forerunner of such a campaign
was waged by oleo manufacturers in Ohio when state mar-
garine restrictions were lifted in December. 1919.  Dairy
interests inay up advertising appropriations to help bal-
ance magazine campaigns. Since 1918 more than $1.000,-
000 has been spent by both sides on legislation battle,
mainly for lobbying.

Census takers will get
figures on radio, TV set ownership

When the census takers get under way on 1 April, they
will garner information of value to the radio and TV in-
dustry. Included in their poll-taking chores will be a tabu-
lation of the number of radio and TV sets owned by the
American public. Figures will show the tremendous num-
ber of multiple set owners in the country. (“How many
radios in vour home?” 13 March spoNsoR.)

Facsimile may be in news
spotlight this year

If the FCC puts its approval on proposed rules for fac-
simile transmission. the new medium may be in public
use within a year. The latest development. multiplex, al-
lows an FM broadcaster to transmit fax at the same time
regular programs are being broadecast. Fax up to now
has made little commercial progress.

TV manufacturers hope to beat
10 percent excise tax

TV manufacturers still hope to escape the 10 percent ex-
cise tax which was imposed on radio manufacturers as a
wartime tax measure. A good omen for the television
manufacturers comes from the House Ways & Means Com-
mittee. They’ve approved a resolution saying excises would
he cut more than the §655 million recommended by Presi-
dent Truman.

Anti-trust division helps
little busincsses

Publicized chiefly as a bugaboo or menace to monopolies,
the anti-trust division of the Department of Justice also
lends the little business man a helping hand. Legal advice
is available to any small manufacturer or business outfit
that thinks it is being pushed around.

SPONSOR
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Last Summer, sixty national spot and local advertisers (2597 more than

14 @
?/ZS the year hefore) used weeo all Summer long. Just as they did all
2 ¥ 122 £21® year round. Many for the tenth straight year.
Surnn el °

They have found that Summer campaigus on wceco make their

/)(’ sure
-~/ salex grow. Because during June, July and August their customers in weco

y

/ Ve e ) ¢ SRR YD oo the 0.00 . o . etail pr .
y() {(,' b(’ ,‘ ) § territory spend more than $686.000.000 on all kinds of retail products.
[),3 YT Better still, weco produces big Simmer profits at a low

', Summer cost-per-thousand. In fact. since 1916, wceo's average daytime
Summer Hooper has jumped up 38.39 . And the cost-per-thousand has
dropped 29.8¢ !

To be sure vour sales grow all year round. join weeo's sixty

year-round sponsors. Just ask us or Radio Sales about a hot sales-

personality (like Bob DeHaven. for one). You'll find wcco sends sales
UP with the temperature!

Minneapolis-
St. Paul
50,000 watts

WCCO
Represented by
Radio Sales

A1l source
data available
on request.







REATEST SALESMAN
HE HOOPERS'

Latest Hooper proves WWL outranks all New Orleans
stations in share-of-audience. Evenings, WWL takes
a greater share than next 2 stations combined!

...and South’s Greatest Salesman delivers you

a Great Multi-State Audience, too

Of all New Orleans stations, WWL,
alone, gives you this dominant cover-
age of the rich Deep-South market:

———

INTENSE PRIMARY
CLA (50%-I- to 90%-1-). . .114 Counties
R M e

LA M b S UL DR PRIMARY
anhh L etey “nu” " | (259%-1-10 509% ). ..128 Counties

PLUS
(10% | t0259% | )...401 Counties

TOTAL

» U

643 Counties

South’s Greatest Salesman

HE HELPS YOU MERCHANDISE, TOO

You get still another valuable plus from WWL
—effective promotion for advertisers. Through
personal calls on distributors and jobbers, wide-
spread use of point-of-sale material, and other
activities, WWL gets you plenty of action on
the selling front—more by far than any other

New Orleans station. NEW ORLEANS

50,000 WATTS CLEAR CHANNEL
id 13 CBS AFFILIATE

£
L*nﬁl A DEPARTMENT OF LOYOLA UNIVERSITY REPRESENTED NATIONALLY 8Y THE KATZ AGENCY
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more than a source of entertainment for the nearly one million
homes in the Detroit area. WWJ, Detroit’s FIRST station, has
consistently been the leader in community service and enterprise.

Its acceptance by advertisers is indicative of the faith
Detroit has in its voice. One of America’s leading advertisers has
consistently employed WWJ daily with an hour-long program for
16 years.

When you give your product story the benefit of WWJ’s
community acceptance, it receives added prestige, more attentive
ears, less selling resistance . . . resulting in increased sales in a
market that did three billion dollars retail business last year!

FIRST IN DETROIT ... Owned and Operated by THE DETROIT NEWS

Naltional Representatives:

Assaciate Televisian Station WWJ.TV

QUIET, CHILDREN

lAl . /ﬁ Basic NBC Affiliate
R (am-Fm]
THE GEORGE P. HOLLINGBERY COMPANY ¥
’

AM—950 KILOCYCLES—5000 WATTS FM—CHANNEL 246—97.) MEGACYCLES

SPONSOR




New and renew

These reports appear in alternate issues

New National Spot Business

27 March 19350

SPONSOR

Crosse & Rlackwell

PRODUCT

'reserves

Falstaff Brewing Corp
Gipps Brewing Cormp
Mastle Acres Ine
Minute Maid Corp

New York llerald Tribnne
Park & Tilford

Pharmaeal Ine

The Clark Brothers
Chewlng Gum Co
The Kalak Water Co

Beer

Becr

Realty

Frozen orange julee

Newspaper
Tiutex

Feen-A-Mint

Teabury gum
Kalak water

AGENCY

Yan Sant Dogdale
(Baltiniore)

Davear-Fitrgerald-Sample
(N.Y))

Kanfman & Assoeiates
{Chleango)

Dircet

Doherty, Clifford &
Shenfield (N.Y.)
Donahve & Coe (N.Y.)
Storm & Klein (N.Y.)

Danone Jones (N.Y.)
McCunn-Erickson (N.Y,)

Koeihl, Landis & Landon
(N.Y))

Station Representation Changes

STATIONS-MARKETS

Baltimore

CAMPAIGN, start, duration

Testing s give-away show

40 station
states
153 central Hlinois

WINS, WOV, WHnom
foreign lanzuage

package in

20 Meredith Willson Show; April 3
stations Spots: station breaks, newscasts snd
programs; March 13-Oct 31
other Spots; Mareh 5 throngh October
stations

8 statlons; Callfornia

8-9 N.Y. stations

Yarions

15 wmarkets

o

25 markets
3 elties wn Florida

This 1s Bing Croshby; March 6

Spots; Mareh 1
Spots;
10 weeks

late February; to run for

Spots; March 6 aud 13; 13 wks

Spots; up to 30 weeks
Chainbreaks; Feb 21

STATION

KYOE, Santa Ana, California

WGFG, Kalamazoo, Mich.

WIHAM & WHAM.TV, Rochester, N. Y,

WINX, Washington, D. C.

WIIM & WIIM.TV, lLansing, Michigan

WOV, New York, N. Y.
WRAL, Raleizh, N. C.
WTIK, Durham, N, C.

WVYOK, Birmingham, Alahama

AFFILIATION

MnISs

ARBC

Radio—NBC; Ty—ARC, CBS, DuMont & NBC

Independent
Radio—ARBC; TV—NBC
Independent

MBS

Tobacco

Independent

New and Renewed Television (Network and Spot)

NEW NATIONAL REPRESENTATIVE

Western
Coast);
(vest of country).

Radio Sales, S.

H-R Representatives Ine, N. Y.

Ronald Cooke Ine,

(Pacifie
N~y

Charles L. Rumirill, Rochester, N. Y.

Adam J. Young Jr fne, N. Y.

IR Representatives Inc, N. Y,

Johu E. Pearsen Co, N. Y.
Johu E, Pearion Co, N. Y,
John E. I'earson Co, N. Y,

Radio Representatives, N, Y.

SPONSOR

Atlantic & Pacific Tea Co
Benrus Wateh Co

Benson & lledges

Borden Co

Bowmen Gum Co

Cal Products Co

Cameo Curtains Inc
Celanese Corp of America
Certi-Fresh

Chevrolet Dealers Assce
€Coast Van & Storage Co
Dnffy, Mott

F. W. Fitch & Co

Gen Foods Corp

Jules Montenicr Ine

Peniek & Ford Ine
Philco Corp
Prince Macaronl

Ryan Candy Co

Sunsct Appllances Stores

® In

next issue:

AGENCY

Direet

Tarcher

Kndner

Young & Rubieam
Bruek

Coleman-Jones

P’hilben, Brandon & Sargent

Ellington

Bogerts
Camphell-Ewald
Landsdale & Balwin
Young & Rubicam
Cahen

Young & Rnbicom
Ludgin

BBD&O
tutehlns
Rossi

Rlaker
Mariel

NET OR STATIO

WABT, N. Y.
WANBT, N, Y.
WNBT, N. Y.
WNBT, N. Y,
WPTZ, Phila.
KTTV, L. A.
WNBK, Cleve.
WNBT, N, Y.
KTTV, L. A.
KTYV, L. A,
KTTY. L. A,
WANBT, N. Y.
WPTZ, Phila.
KNI, Hollywood
WOEBS.TV, N. Y.

WNBW, Wash.
WNRBT, N. Y.
WBZ-TV, Bostaon

WRGB, Schen.
WORBS-TY, N, Y.

N PROGRAM, time, start, duration

Film
Film
Film
Film
Film
Film
Film
Film
Film
Film
Film
Film

Filav

Film

spots}
spots;
spots;
spots;
spots;
spots;
spots;
spots;
spots;
spots;

Feb 225 82 wks (n)
Feb 1; 35 wks (r)
I'eb 20; 41 wks (n)
Feb 27; 18 wks (n)
Feb 25, 33 wks (n)
Feh 7¢ 26 wks (n)
Feb 26; 13 wks (n)
March 6; 13 wks (n)
Feb 153; 26 wks (n)
March 31; 13 wks (n)

anncuits; Mareh 1, 26 wks (n)

spots}
spots;
spots;

Feb 255 52 wks (n)
Apr 45 13 wks (¢)
Jan 213 82 wka (n)

What's My Line; Wed 9-9:30 pm; Apr 12; alter. wks

(26) (n)

Film spots; Feh 225 13 wks (n)
Mystery Chef; Th 4:30-1:45 pm; Feb 16; 52 wks (n)

Don Winslow of the Navy; Th 7:7:20 pm; Feb 23;

13 wks (r)
Film spots; March 125 13 wks (n)

Joyce Matthews Show; Wed 11.11:30 puwy Apr 5; 26

wks (n)

New and Rencwed on Networks, Spousor Personnel Changes,
National Broadcast Sales Executive Changes, New Agency Appointments




New and Renewed Television (Continued)

New and Renewed 27 Mavch 1950

SPONSOR

Lnited Frait Co
Ward Buking Co

F. B. Wachburn Candy Cerp
Win<ton lelevivion Stores

AGENCY

NET OR STATION

BRDX O WHBZ.TV, Boston
J W. Thomp-on WANBT., N. Y.

O'l.eary W RGB, Schen.
Sternfield & Godles

W CESTV, N Y.

Advertising Agency Personnel Changes

PROGRAM, time, start, duration

Film spots: Feb 6: 14 wke (n)
Film spots; Feb 75 532 wks (r)

Film spots: Feb 14: 13 wks (n)

After llaness Fri 1i-11:15 pmn: Mare 3: 26 wks (n)

NAME

William Ahern

7. C. Buarnes

Richard S, Bean
Don Braman
Hudson Bndd
Albert R. Byers
M. E. Carlack

Orriec Carson
James A, Clarke

Raymond I’. Clasherger

John Cole
Rabert Cnlbertson
George L. Cummings

John de Garme

Jack Denove

Charles J. Eactman Je.
Thomas Erwin

1lal Falvey

Theodore C. Ficher
Robert V. Frev

Neil Gallagher

Rolieet R. Gruy
John Engene Hasty

Barold llarvlcton

Ralph F. lless
Leonora B. Jurich
Resnold R. Kraft
Stephen P Lewis
Bernard 1E Lomberg
llareld 1.. McClinton

Fred B. Manchee

Michacl Matera

Mary B. Mickle
Jahn Mansarrat
Chet Oehler
Charles J. O°Malley
RobIn L. Orr

Ray Ovington

Charles Puteick
Charles 3. Pinkham
Donald J. Powers

Richard F. Reynolds

William ‘1. Reynolds

Charles A. Rheinstron
William Clenn Rolley

John Schuman
Walt Selfert
James . Smlth

J. Sherwood Smhtlh
Panl Smith

Jackson Taylar
Brevoort Walden

JIim Wella

Johs V. Wilson
Jeff York

FORMER AFFILIATION

Pcterson Tractor Co, S, F., ady mgr
Calking & Tlaldens N Y., partuer

Toni Co, St. Paul

New York Sun

Sears & Roebuck, Philadelphia, prod megr
Benton & Bowles, N, Y., vp

PPnblisher of 23 Chicago north side newspapers
Calkins & Iolden, N. Y,

Calkins & llolden, N. Y., sceretarystreasnrer

KWDM, Des Moines
Tele-Views Magazine, adv mgr.
Kastor, Farrcll, Chesley & Clifford, N. Y., art dir

Birds Fjye-Snider division of Genernl Food« Corp,
N. Y., asst to sls prom nge

BRDBX O, N, Y., acct exec

Flwood Robinson, L. A, copy ehief

Abhott Kimball Co Ine, Chicago, vp, gen mgr

W. W. Garcison, Chicago, copy chlef

Pedlar & Rvan Ine, N. Y., vp, medla die

Station W2XJT (expevlinental tv) Jamalea, N. Y.
Casler, Tempstead & Hanford, Rochester, N. Y,
WIRKB, Chicago, tv dir

Cox & Tanz, Phlladelphia, continalty dir
Freelance consultant

REA-Victore, N. Y., adv mgr of custom praducts
dept
Joseph, Cincinnati

Joseph R. Mickle Co, Philadelphla, space buyer
NRC, N. Y., sls mge tv network sl

Deutseh & Shea Ine, N, Y.

Cox & Tanz, I"hiladelphia, media dir

Calkins & llolden, N. Y., vp

BRDXO, N. Y., vp

Hanly, IBcks & Montgomery, N. Y., assoclate art
dir

Joseph R. Micklo Ca, Phlladelphla, acet exee

I"latt-Forbes Tne, N Y.

BRDXO (Western offices) research dir

I’anl F. Belech Co, Chicago, sls mgr

Maey’s, 5. F.

Bermingham, Castleman & Pleece, N, Y., radlo,

tv dir
Bermingham, Castleman & Pleece, N Y., vp

Erwinn, Wasey, N. Y., aect cxec
The Caplea Co, Chicaga, mgr of Chicago office

Fuller & Smith & Ross Ine, Cleveland, dir of
film dept
Head of William T, Reynolds Co

Frwin, Wasey & Co, N. Y., exec

Bead of William 6. Rolley ageney, Atlantic City,

Peck, N. Y.

N, W, Aver, V.Y,

Carr Liggett, Cleseland, acet exee
Calklns & Rolden, N, Y, pres

President of hisc own apency

McCann-Erickson, N. Y,, vp

I'ederal, N, Y,

Raffalo Bills (All American Foothall Conferenee,
gen angr

Carr Liggett, Cleveland, neet exer

ltad3o and ty prodncer

NEW AFFILIATION

Hosler, Peoria. 1llinois. (head of L. A, offive)

Calkins & lolden, Carlock. MeClinton & Smilth
partner

Pedlar & Rvan Ine, N Y., media dir

Olmsted & Foley, M'npli.. ascoe dir of pnb rel

Tracy, Kent & Co Inec. N Y, dir of merchandising

Rolley & Reynolds, I"hlladelphia, prod mgr

Calkins & Ilolden, Carlock, McClinton & Smith
partier

Weiss & Gellee Ine, Chicago. exce

Culking & Ilelden, Carlock, McClinton & Smith,

partner

Calkins & TIlelden. Carlock, McCllunton & Smith Ine,

partnee
Eewin, Wasey & Co, Wnypls., radio dir
Jewin Co Inc, Leverly Hills, acct exee
Same, vp

de Garma Ine, N, Y., mgr of merchandlsing

Same, vp

Mayers Co Ine, L. A, acct exec

Frwin, Wasey & Co, Chiecago, p

Fuller & Smith & Ross, Chicago, acct exce

Same, acet cxec jn charge of Camap and other P & G Interests

John Sharger Ine, N, Y,, dir of tv and radlo

Charles L, Rnmeill & Co, Rochester, N. Y., acet exee

Kaufman and Assoclates, Chicago, vp
Relley & Reynolds, Philadelphia, eantlmmlty die
J. Walter Thompson, 5. I, copy gronp head

Alfred Auerbach Associates, N. Y., adv and publ exce

Al Paul Lefton Co Ine, N, Y., acet exee
Rolley & Reynolds, Philadelphia, media dir
Paul Jl. Rasmer Co, N, Y., vp

Moore & Hamm Iue, N, Y., acct exec

Rolley & Reynolds, Phlladelphia, head of radlo, tv sls dept
Calkine & llolden, Carlock, McClinton & Smwith lne,

partner

Same, exee vp in charge of marketlng and merchandlsing

Same, art dir

Rolley & Reynolds, Philadelphio, vp and acet exee

Geser, Newell & Ganger Ine, V. Y., aect exee
Same, vp

Olian, Chlcago, vp

Ad Frled, Oakland, Callfornia, acct exce
Ilirshon-Garficld Ine, N, Y., radlo, tv dir

Donahne & Co loe, N, Y., exce staff

Ilead of PPinkhamm Analysls of Advertlsing Efficiencey, N. Y

Same, vp in charge of Chicago office

Same, director of films, radlo and v

Vicc-presldent and treasurer of new Rolley & Reynolds ageney,

I*hiladelphla
J. Waltee Thompson, N, Y., exce

President and hoard chalrmun of new Rolley
agency, I*hiladelphia

Same, vp in charge of copy and serviee

Byer & Bowman, Columbus, Ohlo, pnb rel staff

Same, member of the board of directors

Calking X llolden, Carlock, MceClinton & Smihth
partner

Callkdnse & DBalden, Carlock, MeClinton & Smith
partner

Lennen & Mitehell, N Y., acct gronp sopervisor

ewitt, Ogllyvy, Benson & Mather Ine, N. Y., acet exec

1L, J. Weil lue, Buffalo, vp

Same, vp

RoeheFekhoff & Awsoclates, [P’'woad., acct eace

e




WHO COSTS 527% LESS

THAN IN 1944
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13,393 SETS FOR
5'00
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13,393 SETS FOR

48c
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(WHO CLASS C, s HOUR MAXIMUM DISCOUNT)

IN terms of lowa’s radio homes, WHO eost 10.69,
less in 1949 than in 1944; in terms of radio
sets in homes, WHQO cost 529 less than in 1941!

The inercased number of radio sets in lowa’s
kitchens. dining rooms, bedrooms, ete.—and the
additional listening they ereate—is even more im-
portant than the inerease in radio homes. Modern
rescarch proves that SETS make the andience!

In 1941 there were 396,000 radio homes in
lowa; in 1949 there were 769.,200! . . . In 194t
there were 904,000 radio sets in lowa homes: in
1949 there were 2,140,000! And in addition to
this tremendous inerease an exceptionally large
barus,

bonus audience listens in  ears. oflices,

stores, serviee stations and hotels.

Thus WHO is aetnally a much better buy today
than in 1944, Radio sets in lowa homes alone have
inereased 136%. while WIHOs rates have gone up
only about 149,

The 1949 lowa Radio Audienee Survey® tells the

whole story of lowa’s added listening.

27 MARCH 1950

Write to WHO or Free & Peters for vour free
copy!

¥*The 1949 lowa Radio Audicnee Survey is a “muast” for
every advertising, sales or markeling man who i< imer-
ested in lowa.

The 1949 Edition i~ the twelfth aunnal stundy of radio
listening habits in {owa. It wax made by Dr. F. L. Whan
of Wichita University—is based on personal interviews with
9116 lowa families, seientifically selected from  eities,
towns, villages and farms all over the Sune.

As a serviee 10 the sales, advertising and research profes.
stons, WIHO will gladly send a copy of the 1949 Sarvey 1o
anyoue interested in the subjects covered.

% for lowa PLUS %
Des Moines - . « 50,000 Watts

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

FREE & PETERS, INC.

National Representatives

15



Radio

Market Data

for
Oakland,
California

How many people?

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

How rich are they?

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

What does Hooper say?

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

Do San Francisco Inde-
pendents cover Oakland?

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

5. What about KLX results

KLX

TRIBUNE TOWER - OAKLAND, CALIFORNIA

...and promotion?

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

Represented Nationally by

BURN-SMITH CO., INC.
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Fowler MeCormick*

Chairman of the Board
International Harvester Co., Chicago

From birth Fowler McCormick’s destiny was clearly charted. lle
was going to become one of the lords in his family’s industrial dy-
nasty. His grandfather, Cyrus McCorniick, was the founder of the
International Harvester Company, today the largest manufacturer of
agricuttural equipment in the world.

McCormick did not believe birthright alone qualified him for an
important position in the firm. He was eager to ecarn his advance-
ment by mastering each phase of the company’s operation in turn.

Said Harvester president John McCaffrey: “Fowler came up alt the
way on his own. He was trained to be ready  and when the train-
ing was over, boy, he was ready.”

McCormick started at the bottom. I 1929 he went to Omaha for
sales training as a “blockman.” the smallest unit representative in
the company. The following year he was sent to build a new branch
of the organization at Grand Istand, Nebraska. Under his super-
vision the branch operated smoothly and profitably. e was gaining
invaluable experience and a feeling of self-confidence.  In 1933 his
progress continued.  McCormick was made assistant sales manager
under MeCaffrev. One year later he was elected vice-president in
charge of foreign sales and in 1941 became president of the company.

For the next decade the firm prospered.  The year McCormick
was made chairman of the board. 1916, Harvester set a sales record
of $710,000,000. However. in 1947 the Burean of Agricultural
Economics predicted that dark days were ahead for big bhusiness nn-
less prices were reduced.  McCormick acted immediateh.  He cut
prices, took a drop of alinost five percent in dolar volume. Never-
theless, by the end of the fiscal year Tlarvester grossed £700.000,000.

In 1945 there was a huge demand for mechanized farm equipment
which had accuniulated during the war. To reach this market more
effectively, Harvester used network radio for the first time.  lts pro-
gram, Harvest of Stars (NBC). has been aired every year sinee 1945,
The first vear the firm spent §149.876 for radio: in 1919 8561.303.
*Shown chatting with Robert Watt of A F of L (right).

SPONSOR

o —



BucHANAN & COMPANY, ixc.
eAdvertising
New York - Chicago - Los Angeles - San Franciaco

1521 Wilehiro Boulevard -Los Angeles t3

January 18, 1850

Mr. Hal Hough
Radio Station WJBK
Detroit, Michigan

RE: TOY PRODUCTIONS OF HOLLYWOOD
Dear Mr. Hough:

I am sure you will be interested in our final tabu-
lation of results which the above account received
through their recent use of the facilities of WJBK,
Detroit.

You will remember our client was on the air from
November 21 through December 8. We received a total
of 7027 orders for the "Bugs Bunny and Porky Pig"
toys at $2.98 each. The returns were excellent, and
WIBK provided a lower cost per sale than any of the
many stations throughout the country which were used
It's a record of which WJBK can well be proud.

Thanks very much for your fine cooperation.
Cordially,

BUCHANAN & COMPANY
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ten dollarn! Want the data?

Ll & p CTERS, INC.

Pioneer Radio and Television Stalion Represenlalives 1
Since 1932

NEW YORK CHICAGO
ATLANTA DETROIT FT. WORTH HOLLYWOOD SAN FRANCISCO



EAST, SOUTHEAST

WBZ-WBZA Bostou-Springfield NB( 50,000
WGR Buffalo CB>s 5,000
WNMCA New York IND. 5,000
KYW Philadelphia NBC 50,000
KDKA Pittsburgh NBC 50,000
WFEFBL Syracuse CBS 5,000
WCsC Charleston. S. C. CBS 5.000
WIS Columbia, S. C. NBC 5.000
WGH Norfolk ABC 5,000
WPTF Raleigh NBC 50,000
WDRBJ Roanoke CBS 5.000
MIDWEST, SOUTHWEST
WHO Des Moines NBC 50,000
WOC Davenport NBC 5,000
WDSM Duluth-Superior ABC 5,000*
WDAY Fargo NBC 5,000
WOWO Fort Wayne ABC 10,000
WISH Indianapolis ABC 5,000
. KMBC-KFRM Kansas City CBS 5,000
WAVE Louisville NBC 5,000
WTCN Minneapolis-St. Paul ABC 5,000
KFAB Omaha CBS 50,000
WMBD Peoria CBS 5,000
KSD St. Louis NBC 5,000
KFDM Beaumont ABC 5.000
KRIS Corpus Christi NBC 1,000
WBAP Ft. Worth-Dallas NBC-ABC 50,000
KXYZ Houston ABC 5,000
KTSA San Autonio CBS 5,000
MOUNTAIN AND WEST
KOB Albuquerque NBC 50,000
KDSH Boise CBS 5,000
KVOD Denver ABC 5,000
KGMB-KHBC Honolulu-Hilo CBS 5,000
KEX Portland, Ore. ABC 50,000
KIRO Scattle CBS 50,000
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50,000 T 1D ,
WATTS wp | 1N - C |
680 ks w | 'AFFILIATE |

* also WPTF-FM ' *
RALEIGH, North Carolina
National Represenfative FREE & PETERS INC.

NORTH CAROLINA
Is THE SOuTH'S [l
NO. 1 STATE # No other Southen

State rates as many

, - firsts in Sales Manage-
AND ment Survey as North
: Carolina. AND, WPTF with

NO RTH ! its central location, 50,000

watts at 680 KC, is

North Carolina’s Num-

CAROLINA’S U

SPONSOR




IN-STORE BROADCASTS, LIKE MILLER AND RHOADS' OVER WRNL, RICHMOND, BUILD STORE TRAFFIC, ENHANCE PRESTIGE

- Department stores
~ (iscover raduo

Big store use of air is moving out of

stepehild class and proofs are many

27 MARCH 1950

@ 713 Department stores don't

" need market reports, re-
search experts. charts, graphs. or slide
rules to gauge the effectiveness of their
advertising.  They can tell vou in a
matter of hours whether a radio com-
mercial or a newspaper ad sold or
flopped. For thix reason the retailer
is a sensitive baromelter for recording
shifts in media buying habits.

In recent years, alert manufacturers
and agencies have noted a significant
change in the retail barometer. es-
pecially  striking  where  department
stores are concerned.  This change
involves radio.

Department stores have used radio
«<ince the medium’s infaney.  Many of
the pioncer stations, in faet. were
owned and operated by department
stores.  But the stores themselves used

21




S MADEMOISELLE

Atoust 19:10

POLSKY’S: This Akron retailer has store-window interview show over WAKR. 4 builds sales

radio sparingly. and then only on the
“purest” institutional lines. with never
a wmention of anyvthing so crass as
merchandize for sale.

Aside from a quaint notion that direct
selling over the air just wasn't done,
there was a strong conviction among
department stores that it couldn’t be
done.

The gist of the argument against
using radio for direet department store
selling was that there were siniply too
many diverse items to be sold. New-
paper display ads could do the job.
zaid the smart money boys. but radio?
Never!  This line of thought is. of
course. as dated ax the bustle.  None-
theless. there are still here and there
come Model'T department store ad-
vertising managers who nurse the de-
lusion that can’t sell direct.
SPONSOR  has from among
dozens of likely candidates just a few
examples of hard and fast radio sell-
ing by departiment stores. which are
calculated to do that delusion to death:

Varshall IMield & Company. Master-
pieces of Muste WNMP. Evanston.
Il., 2 to 3 pan. Monday through Satur-
dav, 12:30 to 1:30 p.m. Sunday. Ob-
jectives of the program were (a) lo
promole the firin’s suburban stores: to

radio
selected

promote “the convenience of shopping
in these stores by showing that there
i~ a Field's store close o a customer’s
that these stores
are kept open on some nights {or those

home. and 1o show

persons who cannot shop during the
dav™s (b to promwote the Personal
Shopping Service for those mnable to
gel to the store in persons (¢} to pro-
mole special events in the stores: (d)

22

“to establish in the minds of listeners
that Marshall Field & Co.
aware of their desires and needs and
stood ready to serve them all of the

was ever

time. in everyway possible.”

The store reported the following re-
sults. directly traceable to their radio
show:

“The most successful College Girls’
Back-To-Sehool Shop (campaign) in
historv, for both downtown and sub-
urban stores. Shop received less news-
paper advertising than normal. but
was plugged hard on radio.

“During autumn months. when many
stores were noticing dechines in sales.
the suburban stores not onh main-
tained their sales levels hut actually
showed nice increases.
ceiving normal newspaper advertising
but were getting constant plugs on
radio.

They were re-

“Inereased trafhe and sales in the
record departments.”  (The program

presents recorded classical music.)

“A constantly increasing response
from listeners. commenting on the
store’s sponsorship of this type of

program. on the program itself. and
requests for monthly listings of pro-
grams.

ZCML salt Lake Cits, Utah Sym-
phony Hour over KSL in that eitv, 8
to 9 p.nr. on Thursday. The progran’s
objectives were (a) to build comnun-
ity good will for ZCME by bringing
the fine music of the Uiah Symphom
Orchestra to the  greatest  possible
(bt 1o iden-
headquarters  for

nimber of families, .
tify  ZCMI as a

Vimerica’s best lmes of prestige mer-

Strategy for aceomplishing
this was the =election of one outstand-
ing name line, per broadeast. for the
commercials; (¢) to support the Utah
(Svmphony by paying all broadcast
concert costs and by giving the svm-
phony all the proceeds from sale of
tickets to the concerts.

ZCMI backed its radio concert series
with extensive promotion. including
dash cards on Salt Lake City buses:
folders distributed to all of the store’s
('|1arge account  customers: window
displays and posters: ads in the Utah
Syvmphony  coneert programs; radio
announcements and newspaper ads,

The following direet results were
noted by ZCNM1 on their branded mer-
chandise radio promotions:

“Magnavox We had just taken on
the Magnavox radio and television line
a few weeks before the commereials in
one symphony program was devoted
exclusively to Magnavox. The won-
derful impetus this program gave to
VMagnavox was partly responsible for
the fact that Magnavox soon beeame.
in sales. our number one radio and
television line.”

"KNuppenheimer— Even  though we
have been the exclusive distributor for
Kuppenheimer for many years. we still

nine

chandise.

are having people come in.
months after the svmphony program
featuring the Kuppenheimer name, to
tell us that they heard on one of these
ZCM1 Symphony programs that they

Three program promotions

Display backs up McCurdy & Co. music on WHAM

SPONSOR




could buy Kuppenheimer suits and
coats at ZCMI. 3ales of this brand
are well ahead of their last year's
volume, despite the fact that men’s
clothing sales for the distriet are
down.”

“Lenox China and Giftware—Its
sales have been so good that the Lenox
people tell us we are one of their big-
gest customers in the United States
and. probably. their biggest customer
in many giftware lines.  We know the
symphony promotion had much to do
with this because our Lenox customers
still refer to the ZCMI-Svmphony
series of last spring.”

Pomeroy’s, Inc., Highlights in llar-
mony WHUM. Reading. Pa.. 4:30-5
pam. Sunday. The program’s objec-
tives: (a) to promote the store’s wide
selection of famous brand names and
labels; (b) to secure results for the
one specific brand name merchandise
item advertised each Sundav: (¢) “to
reflect the store’s continual service
with quality merchandise at moderate
prices:” (d) “to promote the fact that
Pomeroy’s is the Complete Department
Store in Berks County.”

Pomeroy’s reported these results:
“One week. when a national brand
coat was used, sales increased on the
line over 100 percent. Radio was the
only medium of advertising. Another
week, sales on Hoover cleaners almost
doubled as a results of advertising on
the program. Again radio was the
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Rhcads- Storbook ady

@% and | do eppreciate your interest.

yov'll turn your radio £ IF10])- an when the clock
chimes 4:45 for this is the time your Miller & Rhoads

2
‘book Lady ?}ij will tell stories girls and bays iike ta heart
~

forge! the time is 4:45, the radio station is

umber en your radlo dlal is E—\‘qu
.. o special story | am going to tell you on %, %Adt /?/';‘

e

It wos 30 very nice hearing from
=

,)Rn/

O .\

Sincerely,

S Loy Tl i

o

jute cards promote Miller & Rhoads program
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JOHN GERBER CO.: Memphis store's shapely MC interviews Gen. Vandenberg on WMC

only medium. . . .

“Highlights in llarnony is not only
bringing the store direct sales results

fa) ta)

from the merchandise advertised. but
is also creating new customers and
building good will for the store at a
time when. due to keen competition.
these last two are most important.”

Sears Roebuck. Man ou the Street
WCAN. Burlington. Vermont. 12:15-
12:30 p.m.. Monday through Friday.
The show's objectives: (a) to create
good will toward Sears: (b) to pro-
mote and keep the name Sears Roe-
buck dominaut in the public mind; (¢)

Typical in-store sign pushes china, cites Polsky's show

——

to promote the hasie Sears sales <lo-
gans; (d) to promote such Sears ser-
viees as the Credit Coupon Plan. the
Catalog Dept., ete.; (e) to promote
Sears brand names; ({) to create store
trafhe.

Among results of its Wau on the
Street broadcasts. Sears noted: “The
first specific results whieh made us
wonder if we weren't underrating radio
came after devoting one program to
announcing that the new Sears cata-
togue was available. We had placed
a newspaper ad on this the day before
and had gotten some action. We put
it on the radio the next day just as a
matter of course. The response was
immediate, and all eatalogues were
ordered by the middle of the after-
noon.”

Other direct results: “"Pinking shears
were advertised for three suecessive
days—\onday. Tuesday and Wednes-
day. By the end of the week our com-
plete stock of 187 was sold. One de-
partment had a vacuum cleaner pro-
motion which was supported twice by
our radio program; 27 units were sold
and the department had a 28.7 pereent
increase over last year for this period.
We carried a special trafhic-getting rose
promotion, and in one day sold the
complete stock of 500 dozen roses.

The Sears report added, under “In-
stitutional Results”:  “Because of the
arrangement of having the people in-
terviewed on the program come into
the store to hear their voices. the MC
has the opportunity to sav as he com-
pletes each interview, "Be sure to eome

(Please turn to page 12)
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Chester Jakoski is Polish director at WHOD, Homestead, Pa. Shows here pull stacks of mail

They Tove (heir
alve (ongue

Last word in loyalty. as happy
advertisers testify. are the

many foreign langnage listeners

The foreign language ra-
dio market is largely met-
ropolitan, making it easily and directly
accessible to advertisers.

It is a market which television has

barely penetrated.

It is a market which smart national
advertisers have been using quietly for
vears. Quietly, because it is so result-
ful that sponsors and their advertising
agencies consider foreign language ac-
tivities top drawer . . . far too good a
thing to let the competition peek at.

Such national advertisers as Procter
&  Gamble, Colgate-Palmolive-Peet,
Pillsbury flour, Bond and Silver Cup
bread, Pet and Carnation milk. Rel
and Rem, Carter’s Little Liver Pills,
Chesterfield and Camel cigarettes ap-
pear on the roster of WJLB, Detroit, a
representative foreign language station.

WWRL. Woodside, Long Island, N.
Y.. which broadecasts in 13 languages
ranging from Czechoslovakian to Syri-
an. lists Quaker Oats, Feen-A-Mint,
Royal Crown Cola.

WHODM. New York City, is pulling
in profits for Canadian Fur. National
Shoes, and dozens of otlers.

That more sponsors are not tapping
this “big plus” potential is largely the
fault of the foreign language stations
themselves. Advertisers and agencies
are used to dealing with aggressive
salesmen armed with highly-developed
research tools. But all foreign lan-
guage stations don't go in for fact-
packed presentations. |

The situation is changing. lowever;
in January of this year the Foreign
Language Quality Network was organ-
ized to modernize sales efforts. Head-
ed by Claude Barrere. the network will
cover [talian and DPolish markets
through afliliated stations in all ma-
jor cities where these language groups
are important. In time. it plans to ex-
tend its activities to other language
markets.

“These markets. and others, have
been neglected by many advertisers.”
says Mr. Barrere. “for lack of readily
available information. We're going to
try to remedy this bv offering, in an-
swer to a single phone call, all the
data required by the 1ost exacting
timebuyers.

“It 1sn’t going to be ecasy, and it
isn't going to happen all at once. Get-
ting specific  information from our
member stations is sometimes like pull-
ing teeth. We've got to do an educa-
tional job with thenm before we can do
a selling job for them. They're all for

Charles Baltin, and duck, pick winner on
Goldberg's Jewish Market Basket Quix

i



WOV REMOTES FROM ITALIAN FOOD STORES, ENTERTAIN CUSTOMERS, HELP SELL

the idea; they’ve backed up their con-
viction financially for stock own-
ership, but . . . some of them just aren’t
used to being specifie. They don’t real-
ize the sales goldinines they have hid-
den away in their files. When we write
for success stories, answers are vague.
No punch. But when we get out and
talk to these station managers, we come
back with so much material we can
hardly lug the brief case.”

Because the field is all Greek to
many advertisers and agencies, SPON-
SOR recently completed a survey among
representative stations. Its objective:
to find out where the market is; what
makes up the audience factually: what
makes it tick emotionally. And what
makes it a topnotch sales getter—not
just for spaghetti and matzos, but for
Quaker Oats and Pet Milk.

Newcoiners to this country instinc-
tively settle in cities. In the metropoli-
tan areas they find people of their own
kind to lessen their sense of isolation.
In New York City alone, 75 language
groups are revealed by census ﬁO’ures
New York, New Jersev, and Connectl
cut, with a total population of slightly
less than 19 and a half million, have
1,800,000 Italian-speaking persons;
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2.200.000 Yiddish: over 500,000 Pol-
ish; 700,000 German; 400.000 Span-
ish.

Detroit, Chicago. and Buffalo have a
large Polish population. (In 31 Chica-
go parish schools, Polish is taught
along with English.) The West Coast’s
predominant foreign tongues are Span-
ish and Chinese. In the Midwest dairy
country, the Scandinavian languages
are an important factor.

The nature of the foreign language
audience is distinctive. It varies very
little according to whether a listener
speaks Yiddish or Chinese. Whatever
his native land, he wants help in being
oriented to his adopted land. He is
intensely loyal to those who lend him
a helping hand. He has as deep an in-
stinct for follow-the-leader as kids do.

“Tell your listeners to drop every-
thing and dash out for a cake of Ivory
Soap,” says Charlie Baltin, sales pro-
motion and Jewish program director
of WHOM, “and believe me, they do.
It’s difficult for many advertisers to
comprehend this intensity of lovalty.
this desire to go along with sugges-
tions. To people not acquainted with
the foreign language audience, the re-
lationship between the announcer and

GROCERIES. [INTERVIEWS ARE FEATURED

the listener sounds unreal.

“If T were to express to SPONSOR it~
true depths, I'm afraid your readers
would think I'm shightly off base—oc-
cupational discase or something. But
it honestly reaches to adulation. Even

(Please turn to page 40)

Listeners sent WHAT's announcer o Rome
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Wuste hrary shows

New completely seripted programs puat

together by the musie serviees

are low-cost blessing for sponsors

National advertisers will
spend an estimated  S112.-
000,000 in spot this
Thevll try not only for good

radio

vear. |
time periods, but for local personalities

who despite misprononncing a few
words now and then ecan sell like
nud.

But amazing things have been hap-
pening during the last year in the field
of music-program services. Ttow manv
advertisers are acquainted with a type
of local program whicli combines at
low cost the entertainment impact of
star names with selling by local per-
sonalities? Hlow many know theyv can
buy on stations throughout the conn-
tryv. network or independent. power.
house or teapot. musical shows featur-
ing the best name talent. built and
. and backed
with proven sales records?

<cripted by experts .

Between twenty-five and thirty mil-
lion dollars, mostlv in time costs, will
be spent this vear for these programs.
Most of this cum will come from local
sponsors in almost every conceivable
ciategory who are just waking up to
the poteney of connuercial shows bnilt
from the of a
music library,

FeSOUTCeS transcribed
This 1=n't to sav that
some national advertisers haven't dis.
this
combina-

bhe done with
talent
Many of them have.

covered what can

national  name-local

tion.
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Sears Roebuck vetail stores: Gulf
and Ninclair oil conmpanies. the Bor-
den Co.. Westinghouse Electric Corp..
etc.. are sponsoring shows built by
leading music program services. Lo-
cal sponsors conte from snch diverse
lines utilities; appliances; auto-
mobile dealers: hanking: insurance:

men's and women’s specialty shops;

as

department stores: hotels and restau-

rants: meat packers: jewelers: cte.
Popularity  ratings and sales resnlts

f( 28

eiven to indicate the connnercial hn-

some of these sponsors will be

pact of shows hased on music libraries

Gen. Mgr. Hackathorn {C) checks integration

which are standard equipment at the
majority of stations,

It 1= possible for a station to pro-
vide an advertiser with a top-calibre
music program at very low talent and
production cost because the station
does not have to maintain the neces-
sary program staff to build and seript
the show. 'This vital function is per.
formed by the program service from
which the station leases its transeribed
library.

Originallv firms
their function of obtaining outstand-
ing musical talent for their transcrip-
tion libraries and leasing the librar
Then they realized that

librarv stressed

to stations.
niost of their <ubscribers weren't in a
position to build top-notch commercial
productions for sponsorship. In order
to make their libraries a real source
of programs for sponsorship. the vari-
ous library services stepped up their
programing activities,
What was at first a
minor aid to stations in using their
libraries has now become the niost im-
portant service the librarv companies
render their subseribers.  Thev're now
known as “imusic program services.”
reflecting the emphasis on that aspect

more or less

of the business,

A principle distinction between the
and other
transeribed  pro-
grams is that the former lease to the

nmusic  program = services

services  providing
station a complete basic library  of
tnumber of units
The li-

service’s program  department

transcribed music
may run as high as< 55001,
brary
builds a series from the transcriptions,
including continuity. timed to allow
for commercials. and provides the

of local commercial into Associated program
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TWO TYPES OF PROMOTION: CAR CARDS FOR WORLD LIBRARY SHOW; PRIZE TRIP GIVEN BY KGYN THESAURUS SHOW

scripts to subscribers as a part of its
services. The station producer merely
has to pull out the necessary tran-
scriptions and rehearse with local com-
mereials delivered by the station’s own
announcer.

The *transcription” program serv-
ices customarily provide the station
only with the disks containing the pro-
gram series ordered. Programs are
complete as furnished with exception
of “open” space for commercials. Each
series is paid for individually. In the
case of the musie-program services.
the entire library is leased (usually a
minimum of two years) and aids for
using it as a source of commereial pro-
grams are frec of charge. This makes
it possible for stations to offer spon-
sors unusual economies for name tal-
ent in the upper-cost brackets.

Arrowhead sponsors get World shows. W. C. Bridges signs contract

{One slightly different operation is
the Bruce Lells Program Library
Service which offers stations an entire
library of transcribed shows of all
types including comedy, dramatie, ju-
venile, mystery, adventure and musical
types. Stations pay a monthly rental
based on primary area populations.)

Shows [eaturing various types of
music are the backbone of lbrary-
built shows but some are starting to
combine other features with music.
such as short mystery puzzlers and
homemaking hints.  During the last
vear the major music program serv-
ices originated many new commer-
cial series and backed them with pro-
motion material and merchandising
tips which helped stations to get out-
standing results for hundreds of spon-
sors all over the country.

In this competitive cra it is now
more important than ever for national
and regional advertisers to get the
maximum effectiveness  from local
AM programs. It is possible to buy
a full 52 weeks of a musie library se-
ries like the 16-voice Emile Cote Glee
Club (a Lang-Worth feature). The
sponsors of this show Monday through
Friday on WEAF, Manchester. N. H.,
is the Amoskeag Savings Bank. In a
survey last June. Cote had a Hooper
of 12.8 versus 5.7. 6.2 and 8.6 for
another local and two network shows
competing in the same period.

The show has earned consistently
good Hoopers in both large metropoli-
tan and small communities and. is now
sponsored in 307 towns and cities. A
few years ago Leonard Patricelli. pro-

(Please turn to page 53)

Agencyman Prelle records success of Lang-Worth Cote Glee Club
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Radio 15 hackslap-happy

Peabody award tops SPONSOR’s hallot, hut

there's no redwood in the forest of radio awards

- ." Radio. curiously enough, is
o Y 5 f . ) M
SISl Anerica’s favorite whip-

ping boy and at the same time gets
niore blue ribbons tied on it than any
other UL S.industry. With every flick
of the lash, a dozen citations, scrolls,
plaques and commendations rain down.
This winpping and praising has been
going on since radio’s beginnings, but
in recent months it has reached a cres-
cendo. Radio is backslap-happy.
What do all houquets add up to, if
anything?  Are the roses real. or only
painted paper? Do awards have any
tangible value in the radio industry?
Those are some of the questions
SPONSOR <ought to answer in a study

28

on which this article is based. For a
background of opinion. spoNsoR picked
the brains of a representative group of
people who ought to know the answers

advertisers, agency men. station and
network executives.

sPoNsok then asked these men and
women. all of them outstanding indus-
try figures. to do some judging of their
own. Radio awards themselves rather
than radio programs and personalities
were on the scales. SPONSOR prepared
a ballot listing 17 well-known radio
awards (it could have been twice that
number) and asked each judge to
rate them.

The most important criterion  for

each rating was this: “What is the
award worth to the industry—is it cal-
culated to raise qualitative standards
and to reward true achievement?”
Obviously the manner in which an
award is administered is also impor-
tant; but for this survey it was con-
sidered a secondary factor.

SPONSOR's award rating figures, then,
are “prestige quotients,” and each rep-
rescuts a careful and searching evalua-
tion from a variety of viewpoints. Here
are the results of sponsor’s poll: (450
was set as the top point rating attain-
able).

The George Foster Peabody Awards
head the list with 395 points. Fariety

SPONSOR




HOLLYWOOD'S OSCAR STANDS ALONE, BUT ALMOST EVERYBODY'S IN THE RADIO AWARDS ACT

Showmanagement Awards are in sec-
ond place, with 353 points. The Ohio
State University Awards are third with
348 points. The awards given by the
National Conference of Christians and
Jews are fourth with 339 points, and
the DuPont Awards are in fifth place
with 300 points.

The others finished in this order:
Billboard award; One World; News-
paper Guild of New York Page One
Awards; Overseas Press Club; Alfred
P. Sloan Safety Awards; Freedoms
Foundation; National Association of
Radio News Directors; Woman’s Day
award; National Headliners Club; Na-
tional Retail Dry Goods Association:
Edward L. Bernays Award, and the
Phi Beta Award. (See sPONsOR’s chart
for point ratings.)

The results detailed above point up
some of the miore significant inade-
quacies of the radio award set up.
There are far too many awards to start
with, and too few which count for
much. Among the 17 listed on spox-
soR’s ballot. five were in a select group
that rated 300 or more. All five obvi-
ously are well regarded, and yet none
of them showed marked superiority.

There never has been, and — as
sPONSOR’s  poll demonstrates — there
isn’t now, any single radio award that

27 MARCH 1950

commands overwhelming respect with-
in the industry or with the public. The
general tendency to hand them out
with both hands has reduced the aver-
age radio award to the “So what?”
category. The scant handful of awards
that deserve respect are losing prestige
by assoctation in the public mind with

How 17 radio awards rate

the welter of awards which mean little
or nothing.

Does it matter? 1f it doesn’t, it cer-
tainly should. A radio show, or a sia-
tion or a network. which has won an
award that rates has acquired an ad-
ditional selling point. From the adver-

(Please turn to page 50)

in a SPONSOR Survey*

AWARD PURPOSE RATING

1. George Foster Peabody Variously for outstanding programing, etec. 395
2. Variety Showmanagement For advancing radio "as an art and a business” 353
3. Ohio State University Variously for programing excellence 348
4, Nat. Conf. Christians & Jews To programs which best promote tolerance 339
5. Alfred DuPont Variously for programing excellence 300
6. The Billboard Poll Variously for programing excellence 280
7. One World Variously for humanitarian service 260
8. News. Guild N. Y."Page One" Variously to outstanding radio personalities 235
9. Overseas Press Club For outstanding foreign correspondence in radio 205
10. Alfred P. Sloan Safety Awards For service in cause of highway safety 203
11. Freedoms Foundation Variously for public service 190
12. Natl. Assn. Radio News Dirs. For outstanding work in radio news field 183
13. Woman's Day Variously for programing excellence 160
14. Natl. Headliners Club For journalistic achievement in radio 105
15. Natl. Retail Dry Goods Assn. For excellence in retail radio promotion 105
16. Edward L. Bernays Award | For furtherance of democratic principles 93
17. Phi Beta Award For radio contributions to music and speech | 70
"_'gi(_ scor able was 450. Awards were rated for their val value to th

industry, not in relation to each other.
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Lvdia
Pinkham’s
o
recipe

It's no old-fashioned
formnla.

makes shrewd nse

The firvm

Lydia Pinkham examines one of her ads in

of $500,000 anunally

Company plant looks old, has new equipment

30
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v The Lydia E. Pinkham Med-
) icine Co. carefully preserves

the button shoes-and-rocking
chair aura which has surrounded the
firm cver since “LEverybody’s Dream
Grandmother™ brewed her first batch
of Vegetable Compound on a kitchen
stove more than 75 years ago. Does
that mean Lydia’s grandsonz. who run
the business today, are living in the
past? Not on your tintvpe. The Pink-
lrams™ approach to radio is about as
old-fashioned as a 1951 calendar. and
approxnnately as homespun as a Dow.
Jones market report. This helps to ex-
plain how a company which emplovs
no salesmen is able to spend more than
$500.000 a year in spot radio. almost

1883 picture. Lately, firm has gone into radio

as much 1n newspapers. and gross an
average of $2,000.000 cach year.

Since an initial 800 plunge in the
Boston Herald back in the 1870°s. the
I'inkham company has spent more than
$40.000.000 for newspaper advertising.
The firm’s radio history dates only
from 1938, Lut radio has already
pulled slightly ahead of newspapers in
the Pinkham advertising budget. IFur-
thermore. radio has sold more bottles
of Vegetable Compound “thau the dol-
lar investment i radio wonld indi-
cate”: that i the words of Charles
H. Pinkham, research divector {or the
company and vounger brother of the
president. Arthur Pinkham.

As research director, Charles Pink-

SPONSOR
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ham has made a continuing study of
the efficiency of Pinkham advertising.
bringing to the task a combimation of
energy  and thoroughness that surely
would have met the high standards of
Lydia Pinkham herself, who was the
most prodigious woman of her day.

“There is not the demand in this
country,” he savs, “for a so-called ‘fe-
male remedy’ that such
products as laxatives. cough medicines.
toothpastes. and other products which
we all known are in highhy competitive
fields. This is borne out by the fact
that we have no competitor with na-
tional distribution whose sales are com-
parable to ours.” (Pinkham’s only ac-
tual competitors are regional —Chatta-
nooga Medicine Company’s “Cardui”
in the South, and Dr. Pierce’s Remedy
in sections of the Midwest.)

Pinkham continues: “This does not
mean that this field is wide-open for
some smart merchandiser to come
along with a new product that will
threaten our franchise. Many manu-
facturers have tried this and failed.
It means that no produet for ‘female
aihnents’ can be sold nationally over a
period of years at a profit unless: (a)
the product will do the things that 1t~
tabel and advertising claims say it will
do; (b) every dollar spent for adver-
tising brings the maximum return in
terms of sales.”

The last point 1s especially signifi-
cant. The Pinkham company has al-
ways depended on its advertising for
direct sales—never for an institutional
buildup. With no salesmen to push
the Compound, advertising must create
demand and move the product from
shelf to eonsumer.

The 1 oice of Experience, on the full
Mutual network. was the Pinkhams’
first radio buy. in the fall of 1938.
After about a year. it was decided thai
spot radio would be a better buy be-
cause of the mmevenness of the Vege-
table Compound market. which fluctu-
ates  seasonally and geographically.
The initial campaigns covered about
30 stations nationally. mainly one-min-
ule announcements.,

During 1946 and 1947 the compans
pulled out of radio entirely-—and Veg-
ctable Compound sales fell off consid-
erably. Their reason for pulling out.
Charles Pinkham admits frankly. was
that “We didn’t know how 1o properly
evaluate each station and each avail-
ability on each station. We knew that
radio could beat out newspapers if we

(Please turn to page 60)

there 1s for
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Rsdie Centar, Mobile, Alabsma

Dear Mr. Druggist:

We are happy 10 advite you that on January 13t we ttarted 2 schec
of 1pot announcements for LYOIA E PINKHAM S VEGETABLE
POUND We are proud that our station has bean salected as one »
leading radio $121:0M% in tha country tharing in the return to radio adver
tiing of this tamous product

Every day 21 7 30 am we are broadcasting hard-sethng announca
ments plugging LYDIA £ PINKHAM'S VEGETABLE COMPOUND Listan
tor yourselt and you will raalae what a potent factar these announcs
mants will be in building up your sales

This radio campaign raprasants the datermination of the PINKHAM
”ED|C|NE COMPANY to back your tales etlort with » vigorous. hard-

> hitting advartising Campaign that will surely ncraasa
tha already-great damand for the product and swell
your wies voluma In addion, magazine advarhning
with machine gun frequency will keep the PINKHAM
nama before your customers

We hopa you'll take advantage of this wonderf
s3las-stimulstor by displaying LYDIA E PINKHAM
VEGETABLE COMPOUND out Iront on your shelves and
counters and by pushing 1t harder than ever belore

With all good wishes for your sucCess. we ara

Sincerely,

3600 WarTs

OWNID AND OFIRIYIO DY THI MOWILL FRISS RIGISTIR

WABB AM-FM

350 000 WaTTH
Phanc 2 1633

Local stations support Pinkham radio campaign with mailings to drugqists in their areas

T
5
L
1
.

i

-

B
-
F

*

s % SEIB EYE KAV T > mmr gy

This moving light sign at busy intersection in Richmond plugs Pinkham participation on WMBG

Radio helped boost lagging 1918 sales in Massachusetts*

50,000
40, 000
30,000
1946 1947 1949
*Dotted line is norma doliar sales. Solid "ne is actual sales. Rad" campaign 0
1948  BErw’ ey
31




THIS IS CBS...WHERE 99 MILLION/

This is the biggest market place in the world... |}
bigger than any other place where people go to
find the things they want to buy. il o

Where clse do so many people get together, J

N

P

i
week after week —from every part of the country’ l m
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PEOPLE SHOP EVERY WEEK

Where else can you find 25 million people standing And every year these crowds of customers grow bigger. |

in front of the same counter at the same time focused That's why, when America’s leading business men

'
on the same product? Only in Radio. offer for sale the things most people want to buy. they
|

In all radio CBS draws the largest crowds—a million showcase them in the biggest and busiest market place in

and a half more customers than any other network. theworld... The Columibia Broadeasting System
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FC&B RESEARCHER WELCH AND TV DIRECTOR ROGER PRYOR WATCH COMMERCIAL ON VIDEOMETER, A NEW RESEARCH AID

How many viewers

are vou sellmo’

New television rescarch method gives first accurate

P

count of total advertising impressions

What do vou remember

g

about commercials you've
scen on TV?

That  question, simple  enough  at
first glance, 1s at the nub of TV adver.
HsIng costs.,

An advertiser can be as much as 100
percent ofl on estimates of the number
of viewers who ecan remember  Iis
ommercial, and never know it. That's
1 serious dollars and cents matter. For
when a sponsor buvs “circulation.”
i andience for his <ales meszage. the

34

important thing he buys is a certamn
advertising
made on customers and potential ens-
The ability to measure accu-

number  of impressions
tomers.
rately the approximate number of such
tmpressions out of every 1000 viewers
is a measure of the real cost of a
sponsor’s television cffort.

One of the most important elentents
in such an “impression” is the ability
of the viewer to remember. or “recall ™.
having seen it: he is vsuallv checked.
alro. on what he remembers about the

content of the commercial. and on his
“attitude”™ (like-dislike) toward it.

A new research technique has re-
cently  demonstrated  that unless  the
entire  commercial s shown to  the
viewer, a substantial figure is shiced
ofl the actual number who can remem-
ber seeing it Telling or showing a
r(’spnmlvnl some part of a commerctal.
such as a =till picture or series of stills
to help him remember it 1= called “par-
tially aided recall,”™  Showing him the
sight  and

entire  conmercial  with

SPONSOR
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sound as originalh broadcast is re-
ferred to as “‘total aided reeall.”

A short time ago diseovery of what
can happen to recall figures when
some method of ““total aided recall”
is utilized jarred Pepsi-Cola officials
pretty hard. Once up off the floor.
they gathered themselves around a
conference table with experts from
their agency. Biow. and pounded out
a program designed to tell them more
about what they were buving with
their TV commercials.

It was an innocent-looking gadget
that upset previous Pepsi thinking on
the TV impact of their soft drink com-
mercials; it’s called a Videometer (see
illustration above) and is a portable,
battery-operated projector which per-
mits an interviewer to reproduce a TV
commercial in a viewer's home just as
it was originally aired.

The Videometer came along at an
important moment; the Pepsi strate-
gists. fighting to dethrone King Coke.
needed to know more about what kind
of job their TV sales pitches were
doing. Was their impact terrific?
Puny?

They had reason to think their TV
advertising was impressing viewers-
impressions they could assume were
ultimately translated into more sales.
But they couldn’t really tell what ele-
ments in their commereials were mak-
ing the best remembered impressions
or how many people their TV efforts
were affecting. Were people remem-
bering what they wanted them to re-

Viewer memory of TV commercials*

*Figures represent percent viewers who remember commercial
“Unaided recall” is memory in response to mere question. 'Re-
call motion, etc." means picture alone shown testee. “Total re-
call'* means testee shown picture and sound.

member about Pepsi?

The idea for this research grew out
of work they had done in the vouth
market with the Gilbert Youth Organi-
zation. Pepsi-Cola. whose cola drink
tops Coca Cola in the nation’s biggest
market. wanted to know more than the
soft drink habits of their youth con-
sumers. They asked Eugene Gilbert,
a gifted young idea man, to find out

how both the youngsters and their

Geo. Goldberg, Gilbert TV Research, shows FC&B executives secret of projecting commercials

elders were reacting to their TV ad-
vertising claims.

Gilbert had previously hit upon the
only way to get maximum accuracy in
quizzing the youngsters (use trained
kid interviewers). After some pre-
liminary research on the Pepsi puzzler.
he came up with several basically ap-
plicable answers. But the catch was he
had no tool to put them to work.

(Please turn to page 52)

How owner recall compares with non-owner*

*Here survey included non-owners of TV sets because they
make up significant part of audience. ""Aided recall” here means
testee was shown whole commercial,

both sight and sound.

Source both charts: Gilbert Research.

lTot,al set ownersl25 DTotal non-owner viewers 279

Aided recall

Unaided Recall motion Total L
recall without sound recall Unaided:
i 10 36 9]

Animated :

type

Straight

sell type Female
L — _ J

Documentary

type Total




We soid “blueberry” just to
moke your mouth woter.

We could hove soid*half
billion dallor” pie, which is
guaronteed ta moke your
mouth water, especiolly when
it's a holf billian dollor mor-
ket we’re talking about ond
you’ve got something to sell.

BAKE oll the radio listeners
in Grecter Miomi into one
delicious pie and no motter
how you slice it the biggest
piece is lobeled WGBS.

Mornings, for exomple, the
WGBS slice is 38.6% of
the listening pie. The Nine
Other Stotians ~ count

‘em - divide the rest.

Here's a man-sized piece
of information:

Three leading network
stations share all the
quarter hour first places in
the daytime Hooper sweep-
stakes in Greater Miami.

And WGBS HAS MORE
FIRSTS THAN THE OTHER
TWO STATIONS COMBINED.

WGBS has MORE DAYTIME
QUARTER HOURS with

a rating of 4 or better than
both other stations com-
bined. That goes for § or
better and 6 or better.
WGBS has the top day-

A time ratings, is first -

\) mornings, afternoons and
evenings. Which is why
WGBS is getting the big-
gest slice of the adver-
tising dollars spent in
Greater Miami radio.

T i v
X
i Which is why you ought to
N cut yourself a piece.
N
d d (Rating figures fram Dec. - Jon.
) Hooper Station Audience Index)
N\

50,000 WATT

CBS
MIAMI, FLA.

(Continued from page 2)

Utility sponsors full-scale
dramatic TV show in New England

Boston Gas Company inaugurates New England's most
elaborate TV dramatic series on WBZ-TV. Client
drawing on Boston's Brattle Theatre, one of coun-
try's outstanding professional repertory group,
for talent. Production involves 50 people. Com-
mercials are institutional and agency handling
account is Harold Cabot.

Ad budgets up
in oil-heating industry

Last year was first since war when more oil-heating
equipment sales resulted from salesman approaching
buyer instead of vice versa. Reflecting trend,
oil-heating industry upped advertising budgets in
1949. Newspaper expenditures up 50 percent; direct
mail 90.6 percent; telephone directories 25.2
percent ; and radio-TV up 403 percent (to
$1,419,000).

Survey to include
multiple sets

This year's Iowa Radio Audience survey (WHO) re-
flects industry's increasing interest in multiple
sets in the home. 1In addition to interviewing
9,000 families, Iowa researchers will place diaries
in one out of seven homes covered; one diary for
each set. Survey due to be completed by July.

. More radio stations

to open in Brazil

Note to overseas advertisers: look for construction
of numerous radio stations in Brazil over next few

yvears. Long-range program to expand country's com-
munication facilities is getting in full swing.

NAB convention
coming in April

Theme of NAB convention coming up 12-19 April will
be "The American Broadcaster's Responsibility in
the World Today."™ ©NAB has promised name speakers
on national and interntaional level.

1950 census will provide
valuable data for advertisers

Census starting 1 April will be most complete
enumeration of population yet undertaken. Facts
uncovered should be important guide to national,
local advertisers. Before Bureau of Census com-
pletes its talley valuable preliminary estimates
will be available; these to be made on basis of
sampling.

SPONSOR




“THE MEREDITH WILLSON SHOW" * ez

SPONSOR; FALSTAFF BREWING CORPORATION (ST. LOUIS, OMAHA, NEW ORLEANS)

Three times as much program per dise is only one ontztanding advantage of
the sensational Colmnhbia LP Mierogroove Transeriptions. Multiplied by 18
stations on a 3-per-week basis. it means substantial savings to the sponsor,
Falstaff Brewing Corporation (St. Lonis, Omaha. New Orleans).

Colmmbia L Transzcriptions not ouly cost less per record. permit more
program time per record—they save on packing. shipping, and storing!
Let us supply the complete details. Call, phone or write.

A Division of Columbia Re:ords, Inc. @D
Los Angeles: 8723 Alden Drive, Bradshaw 2-2759 « New York: 799 Sevenlh Avenve, Circle 5-7300
Chicago: Wrigley Building, 410 North Michigan Ave., Whilehall 6000
“Columbia,” “Masterworks,” @p and @ Trade Marks Reg. U. S. Pat. Off. Marcas Regisiradas
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The

picked panel
answers

Mr. Farkas

| can see litde to
be gained switch-
ing our present
mea-
one
sets,

homebased
surement to
based on
Most  of
background  fig-
home-

our

ures
bhased

are
and a
sInft
would «create

more chaos than good. And let us
not forget that we don’t know overly

drastic

Mr. Gedalecia

much about sets.

There is one part of the question.
however, which, 1 believe. s of more
eoncern: emphasis on individual listen-
ing is vitally important and some sys-
tem should be devised to measure this.
At present our national measuring ser-
Nielsen. is completely  home-

It misses some 200000000 or
portables and those in
Yet scattered

vice,

hased.
more radios
cars and public places.
studies have indieated that these 20.-
000.000 <ets are listened to
Naturally. this
would he measuring individuals instead

and hence
should be measured.

of homes=. The difficulty comes in how
thix is to be done on a regular basis
and then integrated into home-based
measnrements like Nielsen.

The out-of-home  potential has al-
ways been radio’s bonus audience: we
knew it was there and threw it in to

38

Mpr. Spons;pr asks...

With the emphasis today on individual listening,

shouldn't the unit of radio measnrement shift

from homes to sets?

George Farkas

sweeten the pot. It’s time we did a
little spade-work to find out rmore
about the listening this bonus audience
represents.  No other advertising me-
dium throws i a bonus and compar-
able to radio’s uncounted 20.000,000:
nor. it seems to me. should radio con-
tinue this prodigal generosity.

A further aspeet to be considered is
the question of multiple set homes,
both radio-only homes and radios in
television homes. Listening to more
than one set has rcached sizable pro-
aceording to the Whan
studies. but as yet we aren’t measuring
this extra-set listening consistently. So,
while I began this answer by opposing

portions,

measurentent based on sets, | am eom-
g out in favor of some measurement
which adequately will measure out-of-
home and multiple-set listening. Radio
should measure its bonus audienee and
let Mr. Advertiser know the full ex-
tent of his purchase when he buys
radio.

BEN GEDALECIA

Manager of Research

American Broadcasting Co.

New York

Remember  that
old song  that
went. “You got
to give a little.

"

take a little. . . .
Well. that pretty
well deseribes my
thinking in re-
gard to the ques-

tion.  There s
no
tem

I don’t think there ever

All we ask. and all we ecan

Mr. Lewin

perfect  sys.
of audience
measurenient.

will De.

President
Alexander's Department Stores, New York

hope to get. is a method which can be
most simply projected to give us a pic-
ture of our audience and its habits.
We want to know how many people
are listening, to what they are listen-
ing. for how long they listen and how
well the competition is doing. Above
all. we want to know if our audienee
is buying our client’s produet. Natural-
ly. there are many other items covered
in audience measurement. but [ think
I listed the imeat.

Any further light that can be thrown
on the structure and habits of radio
and/or TV listening would prove of
tremendous value to the advertiser and
broadcaster. The areas for confusion
that lie within the proposal for chang-
ing the unit of measurement are mani-
fold. No damper should be placed on
an attempt to clanfy a still rather
cloudy pieture.

The current vardstick of the radio
family has given us many interesting
and desirable statistics.  But there has
been a great deal of information laek-
ing. as a result of the use of this vard-
stick. It does not give us the multiple
set pieture. nor does it give us the
awav-from-home measurement.

We accept it for what it is: we do
not accept it as being final. Therefore,
any additional information that can be
given on the constituency of the listen-
g or viewing audienee. and its habits,
would be greatly appreciated by all.

We ought to learn as much as we
can about multiple-set use hefore we
altemipt to take it up as a vardstick.
But. ax | =aid. “vou got to give a little,
take a little.”

Crnarpes LEwiN

Radio & TV Producer
William II. Weintraub & Co.
New York

SPONSOR




Decidedly  yes!
While other me-
dia have had the
advantage of a
scientific  count,
|1 feel that radio
has been the for-
gotten child. Sta-
tisticlans have
counted noses
Mr. Black when  reporting
newspaper cover-

age whereas radio has been short
changed with its emphasis on homes
alone. Were true figures known on the
multiple sets used in the home in ad-
dition to the out-of-home listening au-
dience. I am sure more advertizers
would “beat a path to radio’s door.”

Television has been a stimulus to
the current analyses that are being
made in the major markets of New
York, Los Angeles. and Chicago and
some of the lesser areas. With the
tremendous sales successes scored by
this new medium in its comparatively
short number of years. radio must, in
order to hold its own. begin taking its
counting seriously.

Our country-wide spot and program
campaign for the Polaroid Television
filter has been cited as one of tele-
vision’s foremost successes. Television
was chosen as the medium to be used
for this product not only because it
was a “natural” but because the agency
felt that every advertising dollar would
deliver the utmost. Having given care-
ful consideration to the number of sets
installed and projecting the number of
sets in the various markets, played an
important part in achieving the maxi-
mum number of sales.

Radio. too. should deliver the ut-
most in sales results for every adver-
tising dollar spent — and probably
does But unless a scientific count is
given in the planning stage of any
campaign to an advertiser, I am afraid
radio will find advertisers selecting
another media. [t's up to the indus-
try to come through—and I. for one
believe it will.

ALLAN Brack

Radio & Television Director
Cayton Inc.

Vew York

Any questions?
SPONSOR welcomes questions for
discussion from its readers. Sug-
ested questions should be accom-
panied by photograph of the asker.
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To Better Sell NEW ORLEANS

Better Eg_y__WDSU |

1280 MATINEE—Jovial
Dick Bruce, conducts two
hours of records, wit and
guest stars from historic Brula-
tour Courtyard (part of
WDSU’s new facilities).

(Spot participation ovailable)

'IN UJIu f:

COURTYARD ECHOES—From the great Music
Room, early evening organ reveries blend with
soft voices to provide 30 minutes of pleasant,
restful listening.

{Avoiloble for sponsorship)

Ask Your JOHN BLAIR Man!

ﬂjl!

5000
WATTS

ABC

LOUIS READ
Commerciol Manager

EDGAR B. STERN, JR ROBERT D. SWEZEY

Partner General Manager




LIFE INSURANCE

BEVERAGLS

~PONSOR: Pilot Life Insurance AGENCY: W, ], Klein
CAPSULE CASE HISTORY: The insurance company
wanted to use Tl simply to ereate goodwill for itself
among [riends. customers and potential customers. They
started with a 30-minute segment—total cost $220.50.
The program went over exceptionally well and the firm
lecided to sponsor Crusade in Europe. Says the com-
vany secretary: “l believe this is the greatest publie ser-
ie¢ any major eompany eould give to their eommunity.

The results obtained have been more than gratifyving.”

WFMY-TV, Green<baro, N. C. PROGRAN: Crusade in Furope

SPONSOR: Burka's AGENCY': Kal, Ehrlich Merrick
CAPSULE CASE HISTORY: Boxing and video have
provided terrifie sales punch for this wine retailer. A
one-minute spot is used with the boxing bout telecast
from New York. Dealer offers a weekly television special
with price lowered for the viewer. Only way the video
fan can get the wine is 1o ask for the television special.
An average of 200 eustomers come to the store the morn-
ing following the telecast. Some from outlying seetions
of the eity.

WTTG, Washington, D. C PROGRAM: Boxing bouts

CONFECTIONERY

SHOKES

SPONSOR: Poll-Parrort AGENCY: Henri, Hurst & McDonald
CAPSULE CASE HISTORY: A 12-week offer (once
a week) of llowdy Doody albums and photos brought a
staggering total of 768,000 responses. FEach of these
premuums given away represented a trip to a Poll-Parrott
dealer. Since the offer was carefully worded to ereate
parent traffic, the majority of children were acecompanied
by one or both parents. Result: a whopping prospect
and mailing list in the files of everv participating Poll-
Parrott dealer.

WABT. New York PROCRAM: Howdy Doody

DAIRY PRODUCTS

e

SPONSOR: Budget Pack AGENCY: Ted H. Factor
CAPSULE CASE MHISTORY: Vhis children’s program
pulled in $12,000 in ten weeks! The sponsor offered all
his young viewers a silver plastic train for 50¢ and a
wrapper from Budget Pack. The response was over-
whelming. Some 81.000 children wrote in requesting the
tov. There's no doubt in this sponsor’s mind that his
program is being viewed, and enjoyed: what s more im-
portant, it is selling his product to a reeeptive audience.

KT A, Hollywood PROGRANM: Time For Beanv

SPONSOR: Knudsen Creamery Co. AGENCY: Heintz & Co.
CAPSULE CASE HISTORY: This sprightly TV show
is really “cooking with gas”” A five-minute program, it
takes plaee in a young lady's kitchen where tasty dishes
made with cream eheese are whipped up as if for a snack,
a picnic, or a party. The sponsor’s name is used only on
elosing commercial. A 30-second commercial used on
seven programs and offering a recipe book brought over
800 requests from Santa Barbara to San Diego.

KNBIIL Iollywood PROGRAM: Hello Again

DEPARTMENT STORE

HOBBY STOREK

SPONSOR: Gimbel Brothers AGENCY: Direct
CAPSULE CASE IHSTORY:
pop proved a boon to the makers of Seazo popcorn oil.

The WPTZ llandy Man was demonstrating a new electric

Popcorn that wouldn’t

corn popper that refused to work. The Seazo people
called after the show and suggested their product. On
the next show the popper really popped: 300 sold at
88.35 each, equally important—75 percent of the shop-
pers demanded Seazo. Gimbels s happy about the sale
of the poppers and abour T},

WII7, Philadelphia PROGRANL: The Handy Man

SPONSOR: Don’s Madel Shop AGENCY: Direct
CAPSULE CASE HISTORY: Video advertised a small
jig saw, kits of old-fashioned automobiles—almost every-
thing from the proverbial soup to nuts  for this sponsor.
The result of just one spot: eomplete stock sold before
end of next day’s business. That was only the beginning.
Few weeks ago. a puppet was advertised. Every puppet
was sold and, in fact, the model used in the announcement
was tuken from the studio and sold, too. The show is on
in the afternoon proving TV can sell any time.

WICU, FErie, Pa. PROGRAN: Hobby Horse
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GUESSING!

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

The only television station located in and, the only
station that reacles this large, prosperous section of
Pennsylvania whieh includes—Lancaster, York,
Lebarton, Reading, Harrisburg and the adjacent area.
‘This market ideally fulfills all the basic requirements

for reliable TV sales testing because of:

® Camparative isalation—nat deeply penetrated by any
other televisian stations

® Stabilized ecanamy

® A well-balanced papulatian aof average cultural level

& Widely diversified industries

® Ample facilities far distributian and sales

® Compactness which permits fast, accurate checking af results

@ Reasanable advertising rates

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

on WGAL-TV. Such a test can mean the difference
between profit and loss inn your TV selling.

Write for information.

Represented by

ROBERT MEEKER Associates

Chicago
San Francisco
New York

los Angeles

27 MARCH 1950

A STEINMAN STATION

WeAL-TV

Channel 4—Laoncaster, Pennsylvanio

Clair R. McCollough, Pres.

S

NBC o TV AFFILIATE
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"We're all sold

on HOLLYWOOD THEATER
OF STARS"Q ¢ o 0 o

e ——

e — .‘ _— - ) e |
ngoth we and the client (510:: i;:r.c
L?xmber) are well ‘p]_.eased.\;i "l

| The shows provide € .
. o offer extr

ainment, and _
lent entertal in our securing ad

plus values’ ablicity becaus‘e

. \
ﬁ‘n:;e«p:‘;:g:g:\e I;t.ars i‘eatured. L _
COLBS, INC., Advartising T agenc;es.‘!

pes Moines, lowa -

. sfa_tjigrlf_i

HOLLYWOOD THEATER OF STARS . . . . like the many
other fine shows produced by C. P. MacGregor . . . . is
building outstanding sales records for local sponsors in
many markets. The top talent, scripting, and production
represented in the C. P. MacGregor transcribed programs
may be available to stimulate sales in your market arca.
Check your local station for availabilities and costs . . . . or
write direct to:

C.P.MacGREGOR

RADIO’S OLDEST SYNDICATED PROGRAM SERVICE

729 South Western Ave.  los Angeles, California

342 Madison Avenve 5 N Wabash Avenve
New York City, New York Chicago, lllinois
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DEPARTMENT STORES

(Continued from page 23)

upstairs and hear vour voice on the
Sears Silvertone Wire Recorder.” This
has meant that our brand name. Silver-
tone, has become as familiar in the
public mind in this area as any of the
nationally  advertised radio hrand
names. We cannot imagine the ac-
complishment of the same result in
any other way or through any other
medium or combination of media with-
out a tremendous expenditure far and
above the cost of the program. . . .”

Siblev. Lindsay and Curr. of Roches-
ter. Tower Clock Time. WHAM. Roch-
ester. 9:15-10 a.m.. Monday through
Friday. Objectives: to sell merchan.
dise and promote good will by (a)
promoting merchandise of interest to
the large rural audience reached by
WHAM: (b) stimulating interest in
the firm’s mail-order publications: (c¢)
calling attention to Sibley’s newspaper
ads: (d) acquainting lsteners with
various Sibley services: (e) “drama.
tizing and bringing to lfe” Sibley's
brand names and famous-label mer-
chandise: (f) advertising strong de-
partments in important selling seasons;
(g) keeping the listener informed of
new merchandise and new store events,
such as fashion shows and exhibits.

Results: “The buyer of Daytime
Dresses reported that of 100 pieces of
merchandise in stock at the time of
the morning broadcast, 85 had been
sold by noon. . . .For the same depart-
ment. a seven-minute skit on hemberg
sheers sold 81.114. (100 bembergs at
$8.95 and 20 at $10.05.)

“In response to a plug on the I'ogue
Pattern Book. the huyer reported a
sell-out. with more than 100 copies

sold!  After the Arch Merrill inter-

view in whiclh we publicized his ‘Land
of the Senecas’ over 50 orders were
taken on the phone. .. . After the broad-
cast featuring the author Sylia Dee

. «lozens and dozens of her hooks
were sold and reorders gent in several
times.  In all of the results just re-
ported, radio has been the only form
ol advertising.”

Polskyv's of Akron. O.. Lynn Law-
rence WARKR, Akron. 1:15-1:130 p.m.
Monday through Fridav.  Objectives
ta) to create store traflic and increase
departmental sales: (b) to build good
will for Polskv’s: (¢) to promote the
Lymn Lawrence shopping service: (d)
to strengthen manuflacturers” relations:

SPONSOR



(e) to help promote good persounel
relations at Polsky’s. Some recent re-
sults: “One interview with Burl Ives
sold 50 of his books. Five programs
sold 1.182 pairs of DBelle Sharmeer
Hose. Four programs sold 175 Betty
Barclay dresses. Five programs sold
15 Bendix washers. One program
sold 142 Magic Charmer dresses.

Those results were obtained, Polsky’s
reports. “with no other advertising
and at the cost of only 826.25 per 15
minutes of air time.”

George Wyman & Co., South Bend.
Ind., The Time, the Place, The Tune,
over WSBT. South Bend, 10:30-10:45
a.m., Monday, Wednesday and Friday.
Objectives: (a) to sell specific mer-
chandise; (b) to maintain and in-
crease the standing of Wyman’s as the
friendly department store of South
Bend; f(c¢) to inerease mail and tele-
phone sales: (d) to widen the store’s
trading area; to increase the value
of Wyman's newspaper and window
display advertising.

Wyman's cited the following episode

in illustration of the effectiveness of.

its radio selling: “Upon opening the
Sunday newspaper we found no less
than seven downtown stores adver-

WINSTON-SALEM, N.C.

Home of the World’s
Largest Manufacturer
of Men’s and Boys’

Knit Underwear

National Rep: The Walker Co.
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NORTH CAROLINA
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on WTAR-TV, Norfolk

Benrus

Bulova
Bristol-Myers
Chesterfields
Colgate
Firestone

Ford Motor Co.
Kraft Foods

Lever Bros.

Lucky Strike
Mohawk

Pall Mall

Procter & Gamble
RENUZIT

RCA

Sealtest

Texaco

Ce T‘hese big advertisers have already signed up for valuable Tele-
vision franchises in the Norfolk Metropolitan Market. They are going
on the air with WTAR-TV on April 1st.

WTAR-TV is the first and only television service for this big, eager,
and able-to-buy market of 150,000 families.” Inter-connected to sup-
ply full NBC service. With a new $500,000 TV and Radio Center and
a completely equipped RCA Mobile Unit, WTAR-TV can put your

products in the selling picture.
quotation of the few choice franchises still available, to start April 1.

Act now, call your Petry man for

*Sales Management, Survey of Buying Power, May 10, 1949

A
WTAR-TV

NORFOLK, VIRGINIA

Inter-Connected NBC Affiliate

Nationally represented by
Edward Petry and Company, Inc.
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tising spring =hoe clearances, and our
ads were not scheduled untit the follow-
ing Sunday. . . .The entire script for
Vlonday’s program was changed to
Be-
cause of other schedules it was impos.
sible for the display department to put
in a window. or even have signs in
the shoe department when the store
Plans

Whan's Spring Shoe Clearance.

opened at noon. were to ar-
range displavs and signs during the
afternoon. but the high volume of cus.

tomers made this impossible.  More

than 200 women were waiting when
the doors opened, and at closing time
Monday night. 90 percent of all the

clearance shoes were sold. It was the

most sneeessful shoe clearance in the |

history of the department, and the cost
was less than one-fourth of the planned
expenditure.”

The foregoing thumb-nail case his-
tories are a convineing answer to the
question: “Can radio pav off in hard
cash for department stores, in addition
to good wil?” The innumerable rea-

"LET'S BUY THE ROLLER-
COASTEY, ELMIREY/”

-

Up liere in the Red River Val-

ley. every day is like a eircus . . .

Yeseir. we all make big money—
81750 more per fumily than the
national average—and we’re able
to bny doggone nearly anything

we want !

WDAY. Furgo. keeps our wealthy

hayseeds  right  np-to-date  on

brand uames of all kinds.

Here are the Dee, 2 19-Jan, °50 Hooper

comparisons:

WEERDAY SIARE OF AUDIENCFE
Morning Afterscon Evening

WDAY 63.9%¢ 69.10¢  66.7%
Station “B” 2065 11.7 13.3%
Station “C7 6.3¢ 11.6% 9.0%¢
~tation “D7 1.9 1.7 7.7
~tation “I7 1.8 6.1¢
Get all the facts about this re-

narkable station. today! Write
to ns or ask Free & Peters!

<
X

<
i

/,

FARGO, N. D.

NBC - 970 KILOCYCLES
5000 WATTS

o
Freg & PeTers, inc

Exdueiee Narianal Represcntativas
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sons why radio is an ideal medium for
retailers were aptly summarized re-
cently by the National Retail Dry
Goods Howard Abra-
hams,

Assoeiation’s

1. Radio has personal appeal—it
creales a personal tie between the ad-
vertiser and the customer.

2. Radio has widespread circula-
tion—it helps 1o increase a store’s
trading area. hicluded in radio’s wide
circulation are a variety of listening
audiences differing in income. age. and
social position.

3. Radio reaches custowers in their
homes— it reaches eustomers when they
arc al leisure. when they are alone,
or in family groups.

These customers
need not expend any eflort or money

to hear the advertising messages.

. Radio has various types of pro-
grams to reach specific audiences—this
makes it possible to use the *heamed
program” technique and talk to par-
ticular groups with particular interests
about particular merchandise.

5. Radio is flexible and can be
shifted quickly to meet specific and
timely situations—if the weather turns
cold. it is possible to promote warm
clothing on the very next broadecast.

0. Radio can create quick accept-

TOP sHows

TO FIT

YOUR supGET

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

e TOM, DICK & HARRY
156 15.Min., Musical Programs
e MOON DREAMS
156 15-Min. Musical Programs
e DANGER! DR. DANFIELD
26 30-Min. Mystery Programs
e STRANGE ADVENTURE
260 5-Min. Dramatic Programs
CHUCKWAGON JAMBOREE
131 15-Min. Musical Programs
e JOHN CIHHARLES THODMAS
260 15.Min., Hymn Programs
® SONS OF THE PIONEERS
260 15-Min. Musical Programs
e RIDERS OF THE PURPLE SAGE
156 15.Min. Musical Programs
e STRANGE WILLS
26 30-Min. Dramatic Programs
e FRANK PARKER SHOW
132 15-Min. Musical Programs

. For The Best In Transcribed Shows It's

TELEWAYS

RADIO PRODUCTIONS, INC.
8949 Sunset Blvd., Hollywood 46, Calif.
Phone CRestview 67238 — BRadshaw 21447
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in “Tossed Salids’’
r KUTA.

?'!H-N;E."f -z 13t PRIZE—Teen-age v & i }
W7 e 9 1at PRIZE—Men's audience: : ‘PRIZE—Children’s Audience:
. avdience: Mershall Allan Moll in “ZCMI Break- The Lady Valari
% mall and Van Padl - it w o =
c . st Editian af the News, "™ end “The tand

. over KDYL. of Make Believe”

dver KSL.

Radio MYl Litke (ily Geze Resutzo
LOMI Department Store

has won the coveted

VRDGA GRAND and FIRNT PRIZE

2nd PRIZE—Géneral Family audience: . fOI‘ BeillllCd Ra(]io PI’OgI’aInS

Mavurice Abravanel and “Utah Sym-

phany Flaur"- over KSL. pm _
g VIRSTS « 2 SECOVDS
9 Ulassitications

in the 5 to 15 Million Dollar Volume Group

Again ZCMI and Salt Lake City radio stations win top honors in annual
National Retail Dry Goods Association radio program contest held
recently in New York City. With three first place and two second place
. awards for programs beamed to specific audiences in five classifications
2nd PRIZE—Women's oudience: Gordon for stores with $5 million to $15 million volume, ZCMI also won the
BRER o M! Home Moker® pro- First Award and Grand Prize for groups of beamed programs. A year ago
this same store won two first and one third and received “'special commen-

dation for the best overall job of radio programming for a retail store.”

Special credit is duc the following additional persons who are responsible for these achievements:
Harold H. Bennctt, vice president and eencral manager of ZCMI, E. Geoffrey Circuit, sales promotion
manager, ZCMI; Frances Peterson, advertising manager, ZCMI, Edward E. Kash, radio and television
director of the David W'. Evans Adverdsing Agency, Francis Urry, producer of "Land of Make Believe,”
;\(45{:; Ie?(Al(lilrijall_ producer, "ZCMI Uwh Symphony Hour,” KSL; Gordon Owen, creator, "Home

aker, LL.
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ance of a definite department or ser-
vice.

t
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7. Radio helps develop store char-
acter—Joske’s of Texas. plugging away

PR 5ot kb 4(‘,;3‘»“

bt 4 with “the largest store in the largest
‘ how Viewing HQb\fS, <> E_S_ state” slogan. developed a picture in
-!{i ReSU‘tS Sho ALARY W oOD-—- " € the minds of its customers about what
2?{—_"/8\ M e ) * g the store stands for in size, quality,
7 -ﬁ{fﬁ&v - b and brand. When you hear Robert

Gl

Mary Wood’s Cincinnati Post Survey Hall ask you, “Why pav for overhead

;5 verifies and confirms PULSE — when vou can’t wear 11?7 vou get a
3% HOOPER — VIPEODEX that WCPO- perfeet idea of their store and its ehar-
:‘ TV is Cincinnati's No. 1 TV Station. acter

;» We quote from Mary Wood's column of
February 2ith-
Best Shows on WCPO-TV!
® “two of top 3 shows are on WCPO-TV"

3. Radio stimulates emploves—they
identify their radio-using store as one
which is on its toes and different {rom
the store down the street.

Most Popular Station! 9. Radio strengthens a store’s posi-
® "WCPO-TV 1st — WLW-T 2nd — WKRC-TV 3rd" tion with its sourees of supply manu-
Enthusiastic TV City! facturers are often impressed with
® "'Viewers look 2 hours in afternoon and 4 hours 20 slore’s radio activities.
minutes at night in Cincinnati" 10. Radio increases the aceeptance

| in store windows and say. “Oh ves,
o | heard about it on the radio.”

WCPO-TY

: of other media—customers read news-
= 83 5
‘ paper advertising or see merchandise
WEWS,Cleveland

|s another

Channel 7
srigtiiiee GINCINNATI, OHIO  gyhorioves

v Sfahon — st

\chrcsenftd by the BRANHAM CO, in the market. FOREIGN LANGUAGE

= (Continued from page 25)

Complete market data—

if vou were to piclure yourself, sav. in

Lithuania, with no friends, no knowl-

edge of the language, vou wouldn't get

- , a comparable picture. Why? Well. be-

'n one vo ume cause the average American is not as
Ir= =

emotional nor as unsophisticated as

Buy Coverage in Terms of ~ the average foreigner.
Potential Sales—not square miles! “During the war.” for instance,

“Thus dutortad map sbows the velative general “WHOM =old over $2.500.000 worth

g . | merchanduse ales by connties 1 the KBON-KOLN of war bonds. People travelled a lot
"(‘()\.\l. MER MARKETS makes casily CLiC Ul D Do LR | of miles, usually lugging a baby or
accessil le zll the <tate. county. and city s ];u}. their bonds at the station.
It would have been much simpler for
them to have gone around the eorner
to the bank. But they wanted to meet
their friend. the announeer. 1t was a

marhet indiees matket and media men

oredme nrly wee for market  onparcons and

<election

IN ADDITION, the Service-Ads of many

mdinvidual media comtmbute mueh helpful “(’7" (;7% 7')7‘° !')\‘70 | sort of personal thank you. This isn’t
. . 248 : . \7 PR D
\Ilppl( nentary (Iul 1 []I{l[ Vel \‘\‘l“ [Ill(l [TEYEN OF TOTAL OF TOTAL FOOD of AI‘:TML of ciztrac || ll]“(]u(’ \\Ilh \\ “()x\] . it s common o

RETALL SALES ATORE SALLS STOR (s MUSE SALES

ful inondeng varions market potentials all foreign language stalions.

OF THE ENTIRE STATE OF NIBRASKA!

3 I4 ) ]“ ] = Il()l \ : lh(’ (](‘5 17¢ ne -
B I l “ I and you pet Both Stanons at ONE LOW RATLE! t n Y ( dr, ¢ near
1 ' [} '(l’l“ld“““ I ()I(I(l (I( \(lll) 0

cst to the heart of the average lahan
detenl 17 ¢ <oope of the information KBON Omara KOI_N uncow l . .. .. o

- . : . 1 1= 1o visit Rome. Since he can’l. next
! I (Ill"il] (if (4()\‘\1]\11',’{ :t PALL S 13 VL. Vit Fotnbont sk Cormera Sl M osqee Noroonad rpromwmaniiom, BATEL, INC |

e | best 1s 1o have a {riend go and bring
MARKETST makes available Sooe— By | 2 9

— back the inspiration of a first-hand ae-

One ot many Senur A(fs lhal supple- S P .
count of a pilgrimage to the oly City.
ment (rn(I mpaml the roluminous listed unt of : prig “e & :

fu CCONSIVER  VARKETS Il Progresso. leading ltalian newx-
A Sectian af Standard Rate & Data §ervice paper whieh owns this station. fasl yvear
Walter E. Botthof, Publisher ran a contest among ils readers o
333 North Michigan Avenue, Chicags 1, Iil, chooge the most popular personality 1o

b SO LSOOG LTS be the friend 1o go 1o Rome. It wasn’l
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limited to any type person. It could be |
a sports idol. political figure— the guy |

who runs the corner grocery.
“The winner was Frank Trombetta,

announcer at WHA'T, Philadelphia. for |

the past 15 vears. He rolled up 1.258.-
050 votes—over 200.000 more than the
rumter-up.  Everyone who voted for
him received a  shipboard posteard
from Frank. They sort of went along
with hint during his trip through Ttaly.
and his special audience with the Pope.

“It’s that kind of relationship which
makes the foreign language radio mar-
ket unique.”

All stations  which  responded to
spONSOR echoed Mr. Baltin's words.
All agreed. too. that program likes and
dislikes are generally similar to Eng-
lish-speaking ones. On a tyvpical day.
a foreign language station airs soap
operas, dlel\ Jo(k(-n kid shows. give-
away programs. Mr and Mrs, Stanzas.

Italians go for blood and thunder. so
the serials are more hair-raising and
the sound effects louder—than English
ones. They like their comedy broad.
The most popular halian prograni on
the air today is generallyv conceded to
be Pasquale. C.O.D.. which Irving Col-
lin (now sales manager of the Foreign
Language Quality Network!) first sold
12 vears ago. It has been aired con-
tinuously since. For nine vears. the
Chicago Macaroni Company sponsor-
ed it on WHOM. It is currently heard
via WOV, New York. WHAT. Phila-
delphia. and stations in Los Angeles
and San Francisco.

Pasquale is a grocer who is never
quite able to make his customers live
up to his slogan: “Here you pay
C.0.D.” hs comedy is broad as the
side of a barn: the audience eats it up.

In the music department. ltalians go
for classical music and opera. Polish
for polkas and taugos. Germans prefer
waltzes. especially those of Strauss.

Jewish listener loyalty has been in-
tensified with the recognition of lsrael.
WEVD and WLIB, in the New York
area. have combined to put on news
and music—including symphonic num
bers written in Israel.

In general, foreign language broad-
caslers are extremely conscientious.

“We are highly conscious.”™ say
Billy and Dolly Bauks. brother-sister
managentent team of WHAT. “of our
responsibility to our audience. To
them, the announcer is sort of father,
mother. brother, sister., husbhand. Be-
cause they trust us implicitly. we have
to be worthy of that trust.”
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Here's the Sensational

LOW-PRICED WESTERN

That Should Be On Your Station!

SENSATIONAL PROMOTION
CAMPAIGN

e« From buttons to guns
~1is brecking troffic recordsl!

LOW PRICED!

Vo-Hour Western Adventure
Progrom Avoilable:
1-2-3 times per week. Tron-
scribed for locol and regional
sponsorship.

Model Dairy, of Owensboro,
Kentucky, hired ''Cisco Kid'" as
a milk-products salesman.
Against tough competition—in
three months—their sales
showed a 3009% increasel
“Cisco Kid's"" merchandising
program pulled over 7,000 re-
quests for Model Dairy in a few
weeks' time! Dealers phoned

.demanding Model Dairy
milk! Youngsters crowded the
company's office for “Cisco
Kid'' giveaways,

““Cisco Kid" can do a great
selling job for your sponsor.
Write, wire, or phone for de-
tails. It's a TERRIFIC story!
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This phitosophy results in extensive
public service programs on—and off—
the air. Stations get behind all public
drives for funds. During the smallpox
scare of 1947, WHOM dispelled ignor-
ance and relieved fear by telling its
audience to come to the studio for
vaccination.  The familiar radio voice
was on hand to reassure them. In one
week. over 2.200 were vaccinated.
Many stations air preparation for eiti-
zenship courses. supplemented by stu-
dio classes.

To show the effectiveness of foreign
language programs. sPONSOR rounded
up specific success stories.

Lee Mikesell, manager of KSAN,
San Francisco. quotes from a letter re-
ceived from a rug company:

“When the Mecca Rug Company
opened four months ago, it was un-
known to the Greek Colony. Today

1 60 percent of our business is a direet

result from our advertising with you.
Our volume has increased to the point
that we have had to open two new
showrooms. We have advertised ex-
tensively in other media. and are happy
to say that yours has been the most
successful.”

E. Douglass Hibbs, of Philly’s
WTEL. checked the record for spoxsor
and reports that 85 percent of the sta-
tion’s advertisers are repeat contracts.
“After analyzing it.” savs Doug. “I
know of no better proof of effective-
ness. Advertisers are not just looking
for arca coverage: they are not look-
ing just for potential listeners: they
are looking for buyers of ‘stuff.” The
advertiser who Keeps coming  back
certainly must be selling ‘stufi.”

To up its sales in the New Haven
market. Medaghia d'Oro Coffee hought
time on ltalian language station WNHC.
For every coupon and 50 eents, listen-
ers were offered six demi-tasse coffee
spoons. Over 300 responses were re-
ceived the first week.

Rubin  Goldberg. WHOM  Yiddish
announcer. has an approach to the
give-away program which pulls 600 to
800 letters a week. And a way of using
results which put Goodman’s noodles
and matzos on The Jewish Market Bas-
ket straight across the board.

The program features an imaginary
character named. via a histeners’ con-
test. Natchkele, or little duck. 1t didn't
take long for him to acquire another
nanme—"*Lucky.” From a large mar-
ket basket, Lucky Duek chooses listen-
ers who want a erack at identifying
the program’s mystery melody voice

SPONSOR




THE FAUGHT COMPANY PRESENTS:

THE BIGGEST ARGUMENT IN TELEVISION

110 pages — no holds barred

You Too Can Become An Expert Rassler With The Sinuous Statistics Of TV
(and your money back if you go away mad)

® Are You suffering from television brood?

@ Is your tongue coated from repeating rumors that television
has murdered — or is abont to mnrder — radio?

@ Has television IMPACT knocked you flat? (and how's yvour
pockethook?)

® Do you think the “blizzard” effect on some TV receivers is
duae to the television “freeze?”

e Do you know ANYTHING abewut television that you can
prove?

1f the answer is either “yes” or “no”—what you need is a copy of our book, “Some Billion Dollar
Questions About Television, And Some Suggestions on How To Think About Them.” And if you
think you got troubles with television, you should have written this—the first book about its eco-

nomics. We did.

It’s a serious book—{ull of big tough statistics. And they’re specific statistics that can be compared
with other known statistics so you can arrive at some dollars-and-cents conclusions.

For instance, we conclude that “national televisio service” as measured by the cost of operating 1,000
stations divided into four networks for 70 hours per week will cost $1,740,352,500 per year. (It would
take $80,000,000,000 of sales to raise that kind of an advertising appropriation at the 1948 rate).

It took us six months to rescarch, analyze and write up our study. But it was worth it. WHAT AN
ARGUMENT! After two months and two printings the fat’s in the fire and really sizzling.

—Lined up on our side 1s a comforting list of broadcasters, advertisers, educators,
investors, government officials, Hollywood people, etc.,, who say we've written

the most “provocative,” “thorough,” “mature,” “exhaustive,” “sound,” etc.,

book to date on television. We've even received inquiries from five foreign
countries.

—Another group—equally loud aud vocal—claims we're stark-raving wrong.
They hope we are, but they're afraid we just possibly ain’t. The mere thought
worries them.

—Of one thing we are sure—we’ve stirred up one of the most interesting—and
enlightening—private rhubarbs going on in television. You shouldn’t miss it.

We’'ll bet you Five Bucks you'll be glad you got in on the argument. As one gny put it, “1 never got
so much thought-provoking information—or so mad—for $5 in my life.”

So send for a copy. 1f you don’t get your five dollars worth, one way or the other, send it back.

That’s fair enough 1sn’t it?

THE FAUGHT COMPANY, INC. 342 MADISON AVENUE NEWYORKI17,N.Y.

Please send me a copy of your book on Television. If I keep it I will send you five bucks. If not,
I agree to send it back in good condition postpaid.

Si1GNED

ADDRESS

27 MARCH 1950
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H the phone partici-

answer. listeners are

their guesse<. Winners

to the studio to pick up

th sisting of a WHOM

shopping bag bulging with groceries.

' mne of the prizes ineluded

Mr. Goldberg sold the show Dby

dumping two suiteases of listeners’ et

ters ou the desk ol A Goodman. presi.
dent of the noodle company.

\udience lovalty is pointed up by
WHAT'S report to sPONSOR.

“A new women's apparel shop had

just opened in the ltalian <ection of

SOUTHWEST VIRGINIA’S

South Philadelphia. The owner was
reluctant to try radio, depending on
the neighborhood weekh newspaper.
However, he agreed to sign for a week.
At the end of the week, he signed for
26 weeks. doubling the number of an-
nouncenents.

“\fter a vear of <uccessful business.
half his store was rumned by fire. The
subsequent fire sale was plugged day
and night on the station’s ltalian pro-
grams. The day it was held, five po-
licemen had to be assigned to keep
order; there were lines of people a-
round the store for bloeks.”

\nother result story garnered by

thru Friday

§ Monda3 12.00 Noon

{ 5.00 AM-

Monday thry \:rid‘ay\
12:00 Noon-6:00 PM

Gunday thry Saturday
L .00 PM-10:30PM

| — Get the entire story from
FREE & PETERS

/{0418€/2 RADIO STATION

. e

CBS“® 5000 WATTS . 960 KC

Owned and Operated by the
TIMES-WORLD CORPORATION

ROANOKE, VA. &
FREE % PETERS. INC.. National Representatives

50

SPONSOR involves chicks.

Last Eastertime. station managers
Billy and Dolly Banks decided it was
time for ome of their apparel adver-
tisers to give his campaign a hypo. All
commercials carried the news that pur-

hases on certain dayvs entitled the
customer to a live chick. The campaign
was slated for a week. 1t had to be
discontinued after three days: all 1.500
chicks had new hones,

Twice a vear, the Gino Caimi Dra-
matic Group, which has a half-hour
transcribed daily <how on the station,
appears at the Academy of Musie. Last
vear. the group appeared 1n Philadel-
phia during the city’s worst transit
strike. Both trollevs and taxis were in-
volved, and the weather got in on the
act with a severe snowstornr,

An hour before the curtain went up,
the housze was a sell-out. By perform-
ance time. four policemen were re-
quired to hold the crowds in line.

These are random =amples of what
foreign language broadcasting is doing
for advertisers. What it will do in the
future depends on how radio—again
—counts its currently uncounted mil-
lions. as pointed out in SPONSOR arli-
cles on out-of-home Hhstening and
multiple-set listening.

Base Map Copyright
Noble & Swars, Inc.

=7
Sake
i lirres

21 rich Central New Yorlk
Counties @ 205.000 B MM D
Station Audience Families

JACUSE

/ 7 AM-FM-TV

NBC Affiliate in Central New York

HEADLEY-REED, National Representatives

SPONSOR



Two of the best Foreign language
studies to date were conducted by
Pulse. Inc.. for stations WOV and
WIOM. The WOV survey, conducted
April through May. 1949, concerned
itself with a “pantry inventory.”” It was
conducted among 400 WOV ltalian
listeners in Greater New York and
Northern New Jersey. Fifty-six percent
of the families were in the lower mid-
dle income class. Ouly 28.9 percent
owned autos; 12.6 percent, television
sets. The overwhelming majority (96.2
percent) did their own laundry, more
than half the housewives baked at
home. Nearly 30 percent had four
children; about half had telephones.

The diary method was employed,
housewives recording each day’s pur-
chases. In all of the 65 food and drug
categories surveyed, the larder was re-
plenished—indicating the consistency
of the Ttalian-American purchasing
power in both basic and luxury items.
And in all categories, with the ex-
ception of canned tomatoes, canned
tomato paste, and cold remedies, na-
tionally advertised brands were in the
lead. Even in sueh departments as spa-
ghetti and macaroni and edible oils.
nationally advertised brands were pre-
ferred; Ronzoni was the favorite maca-
roni; Mazola the favorite oil.

This survey. according to WOV’s
Arnold Hartley, has been instrumental
in knocking into a cocked hat many
advertisers’ and agencies’ pre-conceived
notions that lesser known, cheaper
brands would be the Italian house.
wife’s choice.

“If she prefers them now,” he said,
“think of the sales impetus more na-
tional advertisers could enjoy by link-
ing their products with radio listening
by these women.”

This point is precisely what the For-
eign Language Quality Network is try-
ing to put across. The network had its
inception during the NAB convention
last year, when a group of station
managers got together for a discussion
of mutual problems.

Spearheaded hy Ralph Weil. mana-
ger of WOV, as chairman, a foreign
language clinic was held in New York
in June; it was attended by some 60
station and advertising agency people.
The network was born then. with
Claude Barrere as general manager,

“We who are close to the foreign
market,” says Mr. Barrere, “know its
proven selling ability. Now it’s up to
us to put that knowledge in usable
form for the buyers of advertising.

27 MARCH 1950

“Pulse, Inc.. is currently making a
survey for us to answer a lot of ques-
tions. Not the least of these is the ex-
tent to which the second and third gen-
eration influence listening to programs
in a foreign longue.

“From my observation threugh the
vears, I'd sav 50 percent of first-gen-
eration families prefer programs in
their native language. The second and
third generation interest,  but
doesn’t make an issue of tuning out a
program if the rest of the family wants
to hear it. The increasing trend to-

loses

grams ar

wards  multiple-set ownership cannot
be overlooked in this field. either.
“The double advertising inipact of
advertis
both foreiy

nessages in homes where
language and English pro
tuned in simultaneously
to be explored. The for-
» radio market hasn’t be
gun to count its listeners. The Foreign
Language Quality Network has as one
of its chief objeetives counting them
all of them.”

That’s a familiar theme this vear in
broadcasting all of it. LA

hasn't b
eign lanvua

KRNT is the
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KRNT DELIVERS THE AUDIENCE YOU MUST REACH TO SELL!. ..

OUR LONG LIST OF REPUTABLE ADVERTISERS — NATIONAL AND
LOCAL — PROVES THE STATION'S ACCEPTANCE AND ABILITY.
ASK A KATZ MAN FOR DETAILS.

-

DES MOINES — THE REGISTER AND TRIBUNE STATION
REPRESENTED BY THE KATZ AGENCY

—

The stotion with the fobulous persondlities and the astronamical Hoopers




Robert M. Dooley

Dooley Appointed
To National Sales
For WOW, WOW-TV
And KODY

John J. Gillin, Jr.. recently announced
the appointment of Robert M. Dooleyv,
formerly with KFAB. as National
Sales Manager for WOW and WOW.-
TV. KODY, North
Platte, all owned and operated by

Radio Station WOW. lne.

Omaha: and

“Bob” is well-known 1o the adver-

tizing [raternity from coast to coast.

WOW
WOW-TV

KODY,NORTH PLATTE

lohn ). Gillin, Ir,, Pres. & Gen'|l Mgr.
John Blair Co. & lohn Blair 1.V

Reprasentalives
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VIDEOMETER

(Continued from page 35)

Two of the ideas he came up with
were these: only a method for repro-
ducing a TV commercial in its entire-
tv could provide a true indication as
to how many viewers had been sufli-
ciently  impressed to remember the
commercial.

Second, onlv a “total audience”
<ample. or =ample including non-TV
set owners, could give Pepsi the right
basis for judging the total impressions
thev were buying. As will be seen,
non-set owners contribute a significant
share of impressions (they watch tele-
vision in other people’s homes and in
public places).

The problem up to then had always
been lack of an economical means of
reproducing a TV commercial in the
homes of a sample audience. Gilbert
put the problem up to James Wilson.
head of the engineering firm bearing
his name. Wilson licked the problem
with the slick under-twenty-pounds
model shown with this story.

In order to get a yardstick rating
against which he could measure sepa-
rately the vecall effects of sight and
sound parts of the commercial as well
as the effect of repeating the entire
commercial as broadcast, Gilbert first
got an “unaided recall” rating. Iis
interviewers simply asked the respon-
dent what commercials they could re-
member, for example, within the last
two weeks (exact time governed by
nature of the job) on soft drinks, or
cigarettes, ete.  All Videometer inter-
views take place in the home of the
respondent. This is true for both set
owners and non-set owners.

This turned out to be one of the
five basic ratings used in Videometer
research.  The unaided recall scores
also provide a measure of the mini-
mum number of people who have seen
and remember an advertiser’s message,
and can be used as a yardstick for
comparing the commercial with others
for the same and rival products.

Last January Gilbert tackled the
problem of which of three types of
cigarette commercials was making the
decpest impression on viewers.  ‘The
sample was a probability cluster type
of 350 TV homes in New York's five
boroughs, The results were an amaz-
ing revelation of the difference in peo-
ple’s ability to recall the commercial
when aided by partial recall. such as
being shown the visual part of the

commercial onlv, and when
shown the whole commercial.

When the interviewer merely asked
the respondent what cigarette commer-
cials he had seen on TV within the
last two weeks, the “straight” sales
talk came out on top with 13 percent
to 10 percent for animated and 7 per-
cent for a documentary type.

But when visual part of the com-
mercial only was shown on the Vide-
ometer—the sound track being switched
off —the number who could remember
all three commercials not only shot
up, but of the three messages tested
the animated was first with 36 per.
cent; the documentary came up from
last to second with 32 percent; and
the straight message that had ranked
first in the unaided recall test was last
with 29 percent rememberance.

The switch in rank order showed
how partial recall methods could mis-
lead an advertiser who depended on
them to indicate which commercial was
making the most impact. A single
test of this kind, of course, isn’t by
itsell a measure of which commercial
will do the best sales job. But other
techniques to throw light on this ques-
tion are possible with the Videometer,
as will be seen.

When the same three commercials
were tested in their cntircty. that is
with both sight and sound as originally
airced on television, the totals who could
remieniber it increased to 40-38-35 per-
cent respectively for the animated,
documentary, and straight commercial.

being

The evidence to date all tends to
support Gilbert’s conclusion that only
total recall can give an advertiscr the
fullest measure of his commercial’s im-
pact. This is one of the measurements
that helps determine whether a sales
message is making enough viewer-im-
pressions to justify itseH.

This is further illustrated by a test
on the Rheingold marching beer bot-
tles commercial. After it had been off
the visual air for four months, Rhein-
gold wanted to find out how well
their marching beer bottles commer-
cial was remembered and how it had
influenced viewers. The first part of
the test was designed to show, as in
the cigarclte test just cited, the com-
mercial’s total impact.

l.ast January, using a random prob-
ability sample of 250 New York homes,
Gilbert interviewers first showed view-
ers the visual part of the commercial
only.  Thirty-cight percent could re-
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member it. But with sound. nnnus
the visual part, 16 percent remembered
. With both sight and sound to-
gether an average of 45 percent re-
membered it.

It is obvious in this instance that
a sight-only aid to recalling the com-
mercial would have short-changed the
sponsor by 7 percent of the listeners
who had been impressed strongly
enough to remember the commercial
after four months.

The sample was split (125-125) to
check the influence of the commercial
on buying habits of viewers. Among
Rheingold drinkers who had been
viewing television for more than four
months. frequency of drinking Rhein-
gold was described as follows:

More than any other  11¢7

Occasionally 7
Seldom 6
24%

Of the Rheingold drinkers who view
television, 29 percent remembered the
marching bottles commercial. Four-
teen percent of them were in the “more
than any other” category: 9 percent
and 6 percent were in the “occasional-
ly” and “seldom” categories of Rhein-
gold drinkers.

Twenty percent of the sample didn’t

| remember the eommercial. Of this 20

percent who couldn’t recall the march-
ing bottles, only nine percent were in
the group of viewers who said they
drank Rheingold more than any other
brand. That is, there was a strong
correlation between the total recall
scores and the number of people who
drank Rheingold more than any other
beer.

Product usage and product accept-
ance (attitude) ratings are two other
basic Videometer tools, as they are in
other research methods which seek to
establish a relationship between a

| sponsor’s sales messages and use of his

product by those exposed to advertis-
ing claims.

Unique with Videonieter rescarch,
however, is the ability to measure sep-
arately the impact of the sight and
sound elements of a commercial. This
is of great importance in the study
of a commercial to determine which

| commercial element should be empha-

sized, and which soft-pedaled or elimi-
nated altogether.

This measurement gives a tool for
checking individual commercials not
only after they have been put to work,
but before thev go to work. For ex-
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FOR B.M.B. and CONLAN see WEED & CO.
ABC 5000 WATTS

WINSTON-SALEM, N.C.

Produces over
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National Rep: The Walker Co.
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Aoailable !

Rhymaline Time,featuring emcee
David Andrews, pianist Harry
Jenks and KMBC-KFRM's cele.
brated Tune Chasers, is one of
the Heart of America’s favorite

F dog

morning broadcasts. Heard each
weekday morning from 7:30 to
8:15, Rhymaline Time is a musi-
cal-comedy program that pulls
more mail than any other current
*“Team” feature.

Satisfied sponsors have includ-
ed, among others, Katz Drug
Company, Laad-Sharp Motors,
Jones Store, and Continental
Pharmaceutical Corp.

Contact us,or any Free & Peters
"Coloael” for availabilities!

KMBC

of Kansas City

KFRM

for Rurai Kansos

ample. emphasis on certain elements of
the commercial may need to be matched
‘carefully with such characteristics of
its audience as age, sex, economic
status, etc.

The relative importance of video
versus sound is important in any com-
mercial.  In some commercials, how-
ever. this question assumes a much
more important role than in others.
This was the case with a New York
Central Railroad institutional com.
mercial in which scenic and other shots
were backed by a voice commenting
on the railroad’s service.

Railroad oflicials wanted to know
which element of the commercial was
best remembered. The sample was
sphit (125-125) for the test. Of those
who were exposed to the visual part,
only 3 percent remembered it.  Only
1 percent of the matched sample could
remember the commercial when ex.
posed to the sound alone. The total
average recall was 8 percent.

Test results iIndicate, as would be
expected, that non-owners of TV sets
who view television at a neighbor’s
(the most important place of viewing
for non-owners) or in public places
add significantly to the total impres-
sions possible to any commercial. But
only a population cross-section sample
vielding non-owner viewers can give
the sponsor a full measurement of this
impact.

The makers of a lcading watch tested
the total saturation of a S-minute com-
mercial with eye-opening results. The
total sample consisted of 482 people.
Among set owners, non-set owners
who watch tclevision. and non-viewers
the breakdown. including percentage
‘who remembered the watch commer-
|cial was as follows:

Sample Breakdown

Number Percentage

!Set owners 125  259%
| Non-owner viewers 279  57.8%
Non-viewers 78  16.19%

A breakdown of male viewers results
looked like this:
Owners
[ Total recall 199¢  Unaided recall 2%
Non-owner viewers
{ Total recall 74¢ Unaided recall 1%
The breakdown of female viewers
was similar:
' Owners
Total recall 2497 Unaided reeall 7%
Non-owner viewers
Total recall 137 Unaided recall 27,
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Unless non-set owner viewers are
sampled the sponsor is not getling a
true picture of what he’s buying.

The Videometer is used to help iso-
late those elements of a commercal
which are best remembered. This is
obviously of top importance to an
agency in analysing the sales message
to determine whether the prospective
customer is remembering the desired
elements of the sales piteh or is foeus-
ing attention on something irrelevant.

The technique has been to take sev-
eral commercials as (to use an actual
casc) one each for Pepsi-Cola. Bulova
and Philip Morris.  They are then
shown the viewer in the framework
they appeared in on Lelevision. He is
then asked what he remembers best
from what he just saw.

The commercial being tested (say
Pepsi-Cola) is then repeated with the
same Philip Morris commercial. but
a different Bulova commercial. A
series of such tests matching the com-
mercial to be tested against other com-
binations enables the research analyst
to determine from the viewer’s respon-
ses those elements with the most mem-
ory impact.

On her morning Chattee-Bar program

Gilbert’s sample consists of 500 ' Example Mary Biddle, WIP's Women's Director,

television homes in the five boroughs offered a little booklet called “How To
of New York. but special assignments ] ’ » b Eat and Grow Slim,” thinking that a
may call for variations in this sample # 24 few hundred women might be inter
depending upon the job to be done. g : ested. She was right . . . over 27 hun.

The most significant elements of
Videometer research. apart from the
engineering development which makes
it possible. are two. First is the pos-
sibility of a better measurement than
ever before on the total impact of a

TV commercial. Hlt could always be r N

done, after a fashion. of course. but 7 ‘
the development of the portable pro- , \

jector brought the cost down within

reason. O —

Second is the unique ability to ex- | - & ®
tend into the living room the analysis ' ; Phlladelphla
of the sales presentation to determine ] ‘

Basie Mutual
o

dred asked for it!

those elements with the sharpest im-
pact. This also has important implica-
tions for pretesting.

Up until now the bulk of television ‘ ‘ ®
money has gone into programs. By : !
comparison, relatively little is being R(‘presented Nationa”y

spent on research into the question of
how well a commercial is doing.
Circulation is important. But ae-
tual commercial impressions are 1n-
dispensable. 1t may be that the start-
ling revelations of the Videometer will
move advertisers to learn more about
what they’re getting for their TV dol-
lars and why. S

by
EDWARD PETRY & CO.

l
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AWARDS

(Continued from page 29)

tiser’s standpoint, a show that wins a
reputable award-—as distinguished
from a pufl has added an aura of dis-
tinction. It's unlikely that a sponsor
will buv a show on that basis alone,
but awards can be potent plus faetor
influencing his decision.

Too often, however, a radio award
is no more a badge of exeellence than
the newspaper testimonial-blurbs to be
seen in the windows of most New York
restaurants.  There is scarcely a bean-

ery in the five boroughs without such
a printed rave, as many a disillusioned
diner will testify. Similarly, inost radio
stations (and trade publications, too)
can paper their walls with fervent
testimonials. Even the mildest of these
imply that their station. or network,
has made the most significant contri-
bution to communications since Mar-
eoni.

The net result is inflation. The high.
flown phrases in most cases are just
gas-pains. A very high percentage of
each year’s radio award crop consists
of the baldest type of publicity-grab.

187,980 f

come
to the

biggest

show in =,
Central ™,

AL less

aven

5
MY Ll
Rl

i ?“..‘

i
AEIRE

WBNS has 187,980 families who
listen to this station . .
of 24,430. Just another indication

that every day more and more %!
central Obhio listeners tune in Y
WBNS for entertainment, news >S\"“IE
and information. That's why WBNS ¢ AE.I

delivers greater selling power for

NI
ﬂh‘(flzi ﬁr;%ﬁr\t T R Vabab, %

. a gain

money.

ASK JOHN BLAIR

Ol
i

POWER 5000 D - 1000 N -

(BS  COLUMBUS, OHIO
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Radio’s grip on the publie imagina-
tion is so firm that any enterprise
linked with it goes along for a free
ride. To illustrate: the Federated Step-
Mothers of America, let’s say, feel they
have been thwarted in the publie
prints. They bombard editors with a
release announcing that a network
daytime serial. More Than A Mother,
has been voted the best program
on the air portraying the American
step-tnother in her true. Christian
light.  More Than A Mother gets a
handsomely embossed scroll dripping
with whereas'es. The Federated Step-

. Mothers are bound to get some pub-

licity out of it, because such things do-
get printed, if only for laughs.

This type of award. obviously, is at
the far end of the scale. At the other
extreme are the small group of awards
hestowed with a degree of sober
thought and discrimination, and with
an eye to raising the standards of the
industry by calling attention to genu-
ine accomplishments. Here there is
seldom any hint of sel-interest. Pub-

| lic service is the first consideration.

Even on this higher level, however,
it’s debatable whether the award-givers
are making the most of their chosen
roles. In their zeal to praise what is
praise-worthy in radio, the judges too
often overlook opportunities for con-
structive critcism. of a kind which
might raise the general level of the art.
Again. in concentrating on “bests” to
the exclusion of all other considera-
tions. there is a noticeable lack of at-
tention to a station’s overall eontribu-
tion—what has it done to advance the
public welfare. and to improve its own
community ?

There are several reasons for these
apparent oversights. The judges’
panel, even in the better-organized ra-
dio award competitions, is often hope-
lessly overworked. Working against
time, judges are obliged to interrupt
their full-time duties to wade through
bales of scripts and promotional ma-
terial, and listen to endless records.
However conscientious and well-inten-
tioned. they make mistakes.

In too many cases, the selection of
the judges themselves leaves much to
be desired. Many radio award juries
arc made up of elubwomen. No one
questions their integrity, but a club-
woman'’s idea of what constitutes com-
mendable radio is often far removed
from reality. As a class, they are more
apt to be concerned with theoretical
concepts of “uplift” than with concrete

SPONSOR
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-evaluation of radio program fare as
it exists.

Thus, most radio award eompeti-
tions are being judged by two general
classes of critics hoth of whom are far
short of ideal choices: the industry-
wise judges who, while they may know
the score, are fantastically overworked
and often obliged to judge in haste;
the leisure-class ladies. who have plen-
ty of time for careful consideration of
entries but are illequipped for their
roles as radio arbiters.

More than one observer has noted
that, largely because many of those
on award juries are overworked or
underinformed or both, the same pro-
grams, stations, and performers seem
to get the nod time after time. The
evidence would seem to indicate that
some awards are merely being ro-
tated among award conseious stations,
the major networks, and programs
thereof. Such a course obviously is in-
tended to keep everyone involved
happy. but at the same time it makes
the award itself meaningless.

In other cases, a major criterion ap-
pears to be the amount of effort and
the degree of thoughtfulness a network
or station has invested not in the pro-
gram itself but in a presentation set-
ting forth its merits. One well-known
independent station spent 8700 on
such a presentation for a single pro-
gram and. to no one’s surprise. won
a prize.

Such presentations are supposed to
make the judge’s job easier. Unfor-
tunately they tend to make it too easy.
The implications are obvious.

This is not intended as a blanket in-
dictment of radio award judging meth-
ods. In many such competitions the
eriteria and selection methods are
above reproach. But others embody
some of the shortcomings which have
been mentioned. And there are enough
of these others to give a tattle-tale gray
tinge to a picture which ought to be
snow-white.

During the past decade there have
been several attempts to establish a
single radio award which would stand
in a class by itself as a standard of
excellence. For various reasons, all
such attempts have been abortive.

Possibly the biggest reason for the
failure of these attempts to set up a
single pre-eminent award in radio is
that none of them has been built on a
base broad enough to support its pro-
jection above the rank-and-file.

Hollywood’s Academy Awards are
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TS SETS
GETS NE \ !
‘ Recent Hoopers show that independent WNEB now has more

MORNING ond AFTERNOON listeners thon THREE NET-
WORK STATIONS COMBINED! What obout cost?

WNEB DELIVERS EACH THOUSAND LISTENERS
AT LESS THAN HALF THE COST OF ANY
OTHER STATION SERVING WORCESTER!

Worcester, Mass. Share of Audience November-December 1949

Network | Network | Network | Network
TIME WNEB | Station | Station | Station = Station
| A B C D
= S —|
Weekday |
Morning 30.8 1.3 1.9 16.7 38.0
8 AM-12 noon
Weekday
Afternoon 34.5 4.4 6.0 8.6 411
12 noon-6 PM |

As for Evenings, WNEB has never been less than # 2 Station!

WORCESTER, MASSACHUSETTS

Represented by: The Bolling Company, Ine. and Kettell-Carter, Inec.

How spot time buyers =
benefit from e
Service-Ads* in SRDS

Take this KSTP Service-Ad*#, for instance. It gives
you useful coverage information, including a map
and explanation of what it means. That’s the sort
of information time buyers tell us should be in
Service-Ads* in SRDS, to supplement and expand
the information they look for in the regular SRDS e = -

i §6.008 WaTTE~Ciint ¢Rannts !
A8 18Y Vot Rga! wess
e o9

REY braren
v

station listings. This is one of the many Service.

Service-Ads* like this contribute mightily to the

time-saving, pressure-easing service all spot time buy- Ads* that are appearing for your
? in the monthly Radio
ers expect of SRDS. convenience in 1t
P Sections of SRDS.

Note to Station Managers: The SPOT RADIO
PROMOTION HANDBOOK clearly defines in ¥Service-Ads are ads that supple-

their own words what time buyers want to know ment media listings in SRDS with

: . ‘ P ati helps buy-

about stations. Copies a dollar each from any "’“’f‘: LA EUE LU G G L
ers uy.

SRDS office or representative.

STANDARD RATE & DATA SERVICE, Inc.
The Nationol Authority Serving the: Medio Buying Fuaction

Walter E. Botthof, Publisher
333 NORTR MICHIGAN AVENUE, CHICAGO 1, ILLINOIS « NEW YORK = LOS ANGELES
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WBTV

COVERAGE

BEGINS AT 40°

GREENSBORO
/ High Point

WINSTON SALEM

Lenoir

. Salisbur%

Hick .Sfafesv}lle
* Richor \
ASHEVILLE 1 -Concord
*-CHARLOITTE
"« RocK Hill

Florenf.e
s SPARTANBURG

GREENVILLE

/
+ Anderson

* With WBTV, the Caro-
lina’s first telestation, serv-
ice is just beginning at the
traditional 40-mile radius.
Actual field intensity sur-
veys set the 5 millivolt ra-
dius 10 to 30 miles further
out. Viewer mail piles up

convincing evidence that

WBTV is serving 59 coun-
ties including 9 major Car-

olina cities and a popula-

tion of over 3,000,000.

Ask RADIO SALES for full
details on WBTYV coverage,
popularity and sell-ability.

NOW"Serving 12,169 TV sets

(As of March 1, 1950)

WBTV

CHARLOTTE, N. C.

jeftferson Standard
Broadcasting Company

Represented Nationally by
Radio Sales

+ COLUMBIA
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often cited as classie examples of what
radio awards might <hoot at in point
of prestige and stature. though in re-
cent years cven the Oscar has lost some

of its glitter.  Nonetheless, television

~appears to be moving in the right di-

rection by setting up its own Acadenn
of Television Arts and Sciences, close-
Iy patterned on the film industry’s
award system,

The time is overdue for radio. tele-
vision’s big brother, to Destir itself
toward the same end.  The academy
format is not necessarily the answer,
in the fihm
industry the pinnacle of achievement
is svmbolized by a slender golden stat-
uette: m world literature by the im-
pressive. Nobel Prize medal and cita-
tion: in American letters by the Pulit-
zer Prizes: in newspaper makeup and
tyvpography by the Aver Cups: in ra-
dio by-—a question mark.

What can radio do as an industry to
rub the tarnizh from its awards and
give them an eye-catching lustre?

SPONSOR suggests that an organiza-
tion such as the National Association
of Broadeasters spearhead a standout
award. With the NAB or one of its
divisions  hehind it (logically  the
Broadcast Advertising Bureau) a ra-

but the theory is sound.

- dio award system of truly national
~ stature could be established.

Such an organization. to have com-
plete validity, should represent all seg-
ments of the industry. Authority should
be divided equally among advertisers.
the agencies. and Dbroadcasters. The
judges. likewise. should be drawn from
Too often in
the past. agencies and advertisers have
gotten little or no recognition for their
key roles in bunilding prize-winning
It isu’t the broadcaster’s

those three categories.

radio shows,
baby alone.

The NAB. by taking the lead in such
a project. can bring order to a situa-
tion which gets more chaotic each day.
Radio  will

gain  immeasurably in

stature.  No one will suffer-—exeept a
number  of  over-imaginative  press
* K ok

agents.

MUSIC LIBRARY SHOWS

(Continued from page 27)

manager of WTIC,
found  himself
open spot on Tuesday and Thursday
at 6:30 p.m. The show quickly gained

Itartford.
with an

gram
Conneclicut,

a good following there and the Silent

Glow Oil Burner Company bought it
three times a week for 32 weeks,

As a result of the inquiries pulled
by the show. “Wally” Prelle, head of
the F. W. Prelle Advertising Agency,
Hartford. recommended that Silent
Glow expand the coverage. Iu coop-
cration with their dealers the company
expanded the show to a group of other
Eastern stations.  After a six month
run on WTIC, the show had a Hooper
of 16.0 on Tuesdays (6:30-6:45 p.m.) :
17.0 on Thursdays (same time): 11.8
on Sundave (1:15-1:30 p.m.).

On Sunday afternoon over WCALU.
Philadelphia. it had a Pulse of 7.8:
over WRC. Washington. a Hooper of
3.5; over WSYR. Syracuse, a Hooper
of 8.3: over WFEA. Manchester. N.
H., 31.7: WHDH. Boston. a
Pulse of 11.5. These evidences of pull-
ing power are not exceptional for pop-
ular shows built by any of the major
MusIc program services,

over

Today, listeners aren't concerned
whether or not a show is transeribed
the show’s the thing. This was not al-
wavs <o. But now transcribed pro-
grams mav be heard over all major
networks without ever a murmur from
a dissatisfied listener,

Advertisers may look for maximum
promotional support for shows built
from music libraries. The major firms
prepare and supply to subscribers as
part of their services not only program
promotion aids. but merchandising
plans to help retailers get the most
from point-of-sale and merchandising
tie-ins.

One of the promotions worked out
by RCA’s Thesanrus Program Serv-
ice is a component part of the Win A
Holiday show featuring Claude Thorn-
hill and his band. By answering musi-
eal questions a listener may win an
allexpense paid holiday trip.  This
feature, taking advantage of the per-
ennial popularity of games and con-
lests, has proved highly popular as an
adjunct to the musieal fare.

In Houston. Texas, an ex-Bachrach
photographer, Paul Gittings, was look-
ing for a way to expand his business.
Manager Jack arris of KPRC, Hous-
ton, recommended as Thesaurns =e-
rics featuring the music of Norman
Clotier.  The show title. Music of Man-
hattan, was changed to Portraits in

Wusie.  The show attained Sunday
afternoon llooper™s as high as 13.0.
leading all  other programs before
6:00 pan.
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Gittings was so successful with the
show that he opened part-time branches
in surrounding towns to which he and
his staff travelled on designated days.
Other photograplers in other parts of
the country used the show successful-
ly.  The same program is being used
successfully by such diverse sponsors
as Glueck’s Beer (KSTP, Minnecapolis,
KROC. Rochester, Minn.. KFAM, St.
Cloud, Minn.) and Southern New Eng-
land Telephone Co. (WTIC, Hart-
ford).

There is nothing smalltime about
the production qualities of a tran-
scribed library show. Sound effects,
musical bridges, separatc voice-tracks
in which program stars introduce the
local announcer, cte., are a part of
most musical program service equip-
ment. There is no reason an agency
could not transcribe any kind of tal-
ent it believed suitable for a special
purpose on a library program.

In most cases. however, the show as
built by the program service plus the
commercials delivered by a familiar
local announcer get satisfactory re-
sults.  Hollingsworth. Inec., for ex-
ample. distributors of farm equipment,
started  sponsoring  World’s  Dick
Haymes Show over KSRV, Ontario,
Ore. From inquiries resulting from
only one broadcast. the firm sold $10.-
000 worth of equipment. While they
naturally don’t trace that much busi-
ness to every broadcast. Hollingsworth
is very happy with what his tran-
scribed musical show is doing for busi-
ness.

The French Way Furriers & Dry
Cleaners in Des Moines, Iowa, wanted
to sponsor a show they could identify
permanently with themselves. They
chose Dick Haymes, and spotted him
after their morning news and ahead
of Don McNeil’s Breakfast Club. The
first thing they asked the show to do
was fill up their practically empty fur
storage vaults, which had a capacity
of 3,000 coats. The show did it in just
three weeks. The Borden Co., and
Tronmmer’s Beer are two other Dick
Haymes sponsors.

Two World innovations that have
proved resultful for sponsors are Mu-
sical Weather Jingles and Musical
Time Signal Jingles. But perhaps the
most interesting new departure in the
field during 1949 was Workd’s blend-
ing of music with household and fash-
ion hints in Household Harmonies.
This daily service feature for women
is sponsored, among others, by Sears
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Plane Fact:
He Makes Furniture Sales Too

Amateur cabinetimaker, professional commentator, he's
as skillful in producing business as he is in working
wood. Says Mr. Ralph C. Bromwell of Bromacell Furni-
fure. Summerland, Calif.. to Station KDB. Santa Barbara:

“Campaigu featuring Mutual’s Fulton Lewis. Jr. has
been amazingly successful.  On his first broadcast 1
gained $630.00; on the second 1 again had unusually
good results with sale itenis.

“So many new faces have come into our store. actually
mentioning the program. that it has certainly kept us
busy. It has proved to us that radio reaches into
homes. . .

The Fullon Lewis, Jr. program, currently sponsored on
more than 300 stations, offers local advertisers a ready-
made audience at local time cost, with pro-rated talent
cost.  Sinee there are more than 500 MBS stations. there
nray be an opening in vour locality.  Check vour Vutual
outlet -or the Co-operative Program Department, Mutual
Broadcasting System, 1110 Broadway. NYC 10 (or
Tribune Tower, Chicago 11).
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Roebuck through its retail outlets in
several markets throughout the coun-
trv. Lang-Worth’s popular Mike Mys-
teries is an earher departure from mu-
s1c alone to provide a program with a
new twist

Important regional advertisers un-
derwrite World’s Lyn Vurray Shouw.
Michigan Bell Telephone Co. sponsors
thix band on 17 Michigan stations. In
Oklahoma. Oklahoma Gas & Electrie
Co. sponsors it on KTOK. Oklahoma
City, The Indiana and Michigan Elec-
tric Company sponsor it over WKJG.
Fort Wayne. Ind. Between September
and December, 1919, World subscrib-
ers <old World programs to 1.576 new
SPONSOTS. .

Local agencies. in contrast to na-
tional agencies. are virtually betting
on a sure thing when they select a
music program built by one of the pro-
gram services. Music programs are
still by all odds the favorite form of
radio entertainment. and the programs
of the library services are generallv

~examples of smart production. correct

Sinee last
June. when Standard Radio Transcrip-

timing. and sure pacing.

“ tion Services introduced five new com-

mercial “Star-Shows™ based on its li-
brary. have been
these shows at an average rate of a lit-
tle more than three per week.

SPONSOTsS buving

Results of a recent survey on spon-
sorship of the shows are just now be-
genning to come in. All-time favorite
music performed by a “pop concert”
orchestra  (Music In The Modern
Mood). together with 20th Century

Serenade a show in similar mood, are

proving to be favorites for participat-

ing sponsors who like the tvpe of pop-

" tions concerned.

ular coneert orchestra featured on big
network musical programs,

The stars who record for the various
music hibraries do so on an exclusive
basis, making it possible for a sponsor
to present a favorite performer exclu-
sively by arrangement with the sta-
Under no other con-
ditions than through the musie library
could a sponsor buy top talent at so
A talent cost voueher
half-hour
program of Assoeiated Program Serv-
ice. looks like this:

nowminal a cost.
for Music for America, a

Talent
31 musicians (v $30. (4
hours rehearsal) o §186.

thalf-hour show) $1.188
1 leader 750
I voealist 750

Chorus
12 voices, leader, arrange-
ments 800
Arrangements
Scoring (7) 770
Copying (7) 196
Production 300
25,054

Yet a sponsor buys the same talent on
transcription for a few cents.

Shows built from musie libraries are
popular wherever they are broadcast—
whether that be on a 250 watt small-
town station or a 50 kw giant in the
world’s largest (and toughest) mar-
ket. Benson & Hedges has been plug:
ging its Parliament Cigarettes in New
York for several vears over WNBC
via Serenade to America, out of Asso-
ciated’s library. This show has often
done better rating-wise than compet-
ing shows costing thousands of dollars
more for talent.

The program serviees also
provide their afliliated stations with
special shows for holidays and impor-
tant special occasions throughout the
vear. They are of the same top qual-
ity and embody the same careful pro-
duction values as the regular commer-
cial any national advertiser
would be proud to sponsor such an
occasional program where he needed
an extra lift.  The fact is. however,
that these shows are usually all sold to
alert local sponsors,

There is no reason a national ad-
vertiser and his agency, in planning a
spot campaign. couldn’t in coopera-
tion with the central office of one or
more of the music program services
supplement his spot programing with
a group of library shows with proven
following.

The impact of national names and

local selling personalities is hard to
beat. * k%

njsic

serres

LYDIA PINKHAM
{Continued from page 31)

bought it right: but radio eame in a
poor second if we failed to do so.”
On the other lLand. Pinkham adds:
“Where we made good radio buys.
sales reacted astonishingly.”

The Pinkham Company and the
Erwin-Wasev agency pondered these
lessons. and by 1918 came up with
some answers that not only looked
good on paper but actually worked.

Here ix a deseription of the radio

SPONSOR

e ———




timebuying yardstiek defined by the
ageney and first applied to the Pink-
hain account in March of 1948.

Based on rigid standards established
by the agency, total coverage ol each
slation 15 estimated.  Actual audience
of each availability is established using
listening surveys as a guide, and eosl
per L.OOO radio homes is then estab-
lished. In order to weigh the relative
merits of chainbreaks, one-minute par-
ticipations, straight an-
nouncements and programs of varying
length, the cost of ecach is examined in
relation to a full minute of eommer-
cial time. For cxample, in a 5-minute
program with one and onc-half min-
utes of commercial time, the entire
cost to use the five minutes 1= one and
oune-half minutes of commercial time.
If a chainbreak costs $.30 per 1.000.
its aetual Erwin-Waseyv evaluation is
£.60 ete.. etc.

In arriving at the total number of
radio homes that listen to a station,
the 1946 BMB audienees at the 50 per-
cent and other levels translated into
1949 radio homes is used whenever
possible. Tt is now felt that the total
audicnce reported by BMB starting at
the 10 percent level are areas not to be
disregarded. Actual experience has
shown that radio stations do an eflee-
tive sclling job in those counties that
are far below the 50 percent BMB
level. The new BMD study will of
couse give an opportunily to the ac-
count for further insight into this
aspect.

one-minule

For those stations which are not
BMDB subscribers, the agency plots the
coverage based on a 0.5 millivolt con-
tour measurcment.

In arriving at the specifie radio au-
dience for each availability, ouly re-
liable and generally accepted audience
measuremenls are used.

Both the client and agency realize
their mcthod for screening the avail-
abilities submitted is not exaet; it is
not accurate. The agency’s time buy-
ing department emphasizes that “It is
not fair to us or to the stations. But
it is the best yardstick that we have
been able to devise with the statistical
data available to us. In the past year,
we have had availabilities submitted
that figure as low as 30c per minute
per 1,000 radio homes and others that
figure as high as $20.00.

“On the whole, this yardstick has
worked, but careful judgment must be
used along with it. Obviouslv. it is
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not fair to judge the popularity of a
farm program on a 50,000 wall sta-
tion in a metropolitan area by a rating
that is established by telephoning to
homes located within the 3¢ telephone
Hniits of that eity.  Nor ean we assume
that a radio station located in the sub-
urbs of a large city can include all
the radio homes in that eity as part of
its total radio audience even though
that eity comes within the 0.5 millivoh
contour of the suburban station. Our
vardstick is a guide only. and cannot
be used as a complete substitute for
good judgment.”

During the month of March a “trial
sample” of the Pinkham Compound
tablets has been offered on cach par-
ticipating station. The results, whieh
are now being compiled, establish a
new evalation for each station which
either will confirn the “cost-per-min-
ute-per-1,000” technique or give the
agency and Pinkham medicine com-
pany a reason for making a further
study of the original figure. Early
analysis of mail indicates the original
cost per 1.000 fignre is closely related
to the mail response.

The Pinkham company has devel-
oped an ingenious vet simple method
of determining the impact of a specific
advertising eampaign—radio or an-
other medium-—on limited geographi-
cal By numbering the carton
tops and inserting a questionnaire in
the individual Vegetable Compound
packages, the Pinkhams are able 1o de-
termine the name and address of the
wholesaler and retailer who sold the
carton and the consumer who bought
each package, and often what part ad-
vertising has played in the purchase.
As an incentive, a sewing kit is offered
for each returned questionnaire.

areas.

The questionnaires also vield addi- |

tional material about the consumers of
the Vegetable Compound, which is
added to the huge store of such daita
collected by the company smee 1375.
Since there are definite and predictable
variations i buying habits among
Compound customers in different parts
of the country and in different seasons.
all this is grist for the timebuyer’s mill.

Insofar as [requenev is concerncd,
the company’s basic policy is 15 one-
minute announeements per station per
week, using one to four stations per
market. However, Pinkham adds this
eomment: “It is still too earlv to re-
porl upon the comparative valuc of 5,
15, 45 and 70 spols per week, except

To Cover the

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

WTRF

AM-FM

Proof . . .

Consult the Hooper Area Coverage
Index, 3-County Area 1949, and see
how well WTRF covers the Wheeling
Market of Northern

and Eastern Ohio.

Metropolitan
West VYirginia

Studios and Transmitter:
WOODMONT, BELLAIRE, OHIO

Represented by
THE WALKER CO.

SIMPLE ARITHMETIC
iN
MUSIC LICENSING

BM| LICENSEES
Networks

Short-Wave
Canada

TOTALBMI
LICENSEES . . 2,746"

You are assured of
complete coverage
when you program

BMi-licensed music
#A4s of March 20, 1950

BROADCAST MUSIC, INC. |

580 FIFTH AVE., NEW YORK 19
NEW YORK ¢ CHICAGO * HOLLYWOOD \‘
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“on Jan. 1

| to =ay that. for the Pinkham Company
at least, 15 spot= a week are proving to
be not onlv three times as effective a=
five spots. but in many cases over five
times as eflective.”
At the mmoment the company is buy-
ing time on about 100 stations. includ-
the Don lLee and Tobacco Net-
works. For the most part the schedule
consists of one-minute announcements.
few 15-minute segments of
programs such as “musical clock™ pro-
gramg. weather reports. and other mis-
cellany.
Because of the nature of its product,
the Pinkham company was faced with
a copy acceptance problem from the

ing

plus a

For sev-
cral vears. at the outset, bigger stations
that agreed to accept Pinkham copy at

all offered only availabilities in the
early morning hours when listeners are
sparsest. The big station front against
the Vegetable Compound remained un-
broken until the spring of 1949 when
WLW. Cincinmati, after negotiation
with Erwin-Wasey. entered the Pink-

very start of its radio history.

ham fold. Such powerful stations as
WGN, Chicago. and WOR. New York,

followed suit. Several diehard
stations had chemical analyses made
of the Vegetable Compound to prove
to their own satixfaction that its ad-
vertising claims were justified.

A hardhitting promotion and 1ner-
campaign blazed the way
when the Pinkliam company launched
an intensified announcement campaign
last Janunary. The campaign was set up
by Erwin-Wasev under the supervi-
sion of its chief timebuyer, Ray Simms.
Thousands of druggists all over the
country were peppered with posteards.
letters, broadsides and brochures sent
out by participating stations. A typi-
cal card read:

“Dear Mr. Druggist:

“We are happy to advise you that
we started a sehedule of
spot aunouncements for Lvdia E. Pink-
ham’s Vegetable Compound. We are
proud that our station has been select-
ed as one of the leading radio stations
in the country sharing in the return to
radio advertising of this famous prod-
unet,
day at 7:30 am. we
hard-selling  announce-
ments plugging Lydia . Pinkham’s
Vegetable Compound. Listen for your-

“Every
broadeasling

dare

se and vou will realize what a potent
factor these announcements will be in
building up vour sales.

“This radio campaign represents the

determination of the Pinkhamn Medi-
cine Co. to baek vour sales effort with
a vigorous, hard-hitting advertising
campaign that will surely inerease the
already great demand for the product
and swell your sales volume.

"We hope vou'll take advantage of
this wonderful sales-stimulator by dis-
Vegetable
Compound out front on your shehves
and counters. and by pushing it harder
than ever before.™

playing Lydia 1. Pinkham’s

The following stations backed up the
‘ampdlon with mdx]mﬂs to druw"lsta 0t
their signal area: WADBDB, Mobile,
Ala.; WMBG. Richmond, Va.; WADL
Ala.; WAGA, Atlanta,
Ga.; WSLI, Jackson, Miss.; WAYS,
Charlotte. N. C.; WCOG, Greensboro.
N. C.: WKIX, Columbia. S, C.; WG-
CM, Gulfport, Miss.; WOV and WM-

Birmingham,

CA. New York: WFBR, Baltimore:
WDAR. Savannah: KXLR. North Lit-

tle Rock, Ark.: WJ]JJ. Montgomery.

Ala.; KROD. El Pa~o; WITI, Balti-
more; WCSH, Portland, Me.; KONO,
San Antonio: KLRA, Little Rock,

Ark.; KENT. Shreveport, La.; WMBR,
Jacksonville. Fla.; WWDC, Washing-
ton; WCKY, Cincinnati; WFAK,
Charleston, 3. C.; WRVA, Richmond;
WINC, Fayetteville, N. C.; WTOC,
Savannah; WFBC. Greenville, 5. C.:
KXLW, St Louis.

The Pinkhams have also used ltal-

ian, Yiddish. Spanish. German, and
Polish ammonucements on New York

stations, and Spanish in El Paso. Their
use of television thus far has been lim-
ited to five chain breaks weekly on
WLW-T. Cincinnati, WLW-.C. Colum-
bus, and WLW-D, Dayton. in a cam-
paign which began about three months
ago. Their attitude toward video at this
writing is the usual policy of watchful
waiting and analysis.

Radio expansion is a possibility for
the fall, “if and when station
buys develop.” Lydia Pinkham’s Veg-
etable Compound is in no sense mak-

g()()d

ing a “comeback” through radio, since
it has never been awav  not for 75
vears. But a household word doesn’t

stay that way throngh sheer weight of

vears. The trick, in the words of the
Pinkham’s singing commereial. is to

make customers “Remember the name
of Lyvdia Pinkham.” To accomplish
that end back in 1875, Lydia had to
write her own handbills and send her
sons scurrying around town with them.
Eavdia would have loved radio. and so

would her sons. * Kok

SPONSOR
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510 Madison

(Continued from page 1)
TRANS WORLD AIR PLANS

One of the first airlines to use broad-
casting consistently as a part of its
advertising program, Trans World Air-
line plans to continue to utilize spot
radio and television in major markets
in. 1950 for coast-to-coast promotion
of its transcontinental and interna-
tional services.

Spending $250.000 for broadcasting
in 11 major markets in 1949, TWA
devoted $50.000 of its broadeasting
effort to a thorough test of television
in the New York area. As a result of
this experiment. television advertising
in 1950 will be continued in New York
and extended to Chicago early in the
year, with the possibility of extending
television to other cities later.

With the inauguration of TWA’s
transcontinental Skycoach on Decem-
ber 27. 1949. spot radio is assuming
an even more important role in the
company’s advertising plans.

Approximately the same amount,
$250,000 or 10 to 15 percent of the
total advertising budget, will be ear-
marked for radio and television in
1950. Spot radio will be used on a
mmore seasonal basis. for more inten-
sive coverage in revenue-producing
cities.

In 1947. TWA pioneered airline use
of radio. which was traditionally not
a medium for transportation carriers.
In mid-1948, TWA switched from jin-
gles to the localized live-announcement
copy that it since has been using.
Effectiveness of the long-range and
continuous broadcast advertisement
has been gauged by the favorable re-
sponses from passengers and travel
agents.

S. J. HEnrY JR
Advertising Manager
TWA

New York

SELL RADIO

Ten yvears ago, all a man needed to
make money in radio was a license
from the F.C.C. Today, he needs to
know his own business and he needs
enough sense to stop selling the other
fellow’s radio station down the river.

Television. newspapers, bus cards,
billboards. direct mail do far less dam-
age to AM radio than the so-called
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“radio salesman”™ who spends his day
telling prospects how badly pro-
granmmed, poorly powered, inadeqnate-
Iy afliliated are the other radio sta-
tions in town.

We should be presenting a comnmon
frout against our real competitors, the
most insidious and powerful of wlich
are the smart newspaper lincage boys
who are delighted over the rash of CI’
grants and the “dog-cat-dog” attitude
of radio competitors.

When are we in radio going to be-
gin to SELL radio . . . as the best dog-
gone medium in advertising?

Do we all know. for instance, that
it 1= a more difhicult. hit-and-miss job
for a space buver to select the right
newspaper or magazine than it is for
a timebuyer to select the proper pro-
gram or station?

Supposing the Squeedunk Jonrnal
has 100,000 circulation properly certi-
fied by the Audit Bureau of Circula-
tion? Is that a guarantec that black-
and white display advertisements in
that journal are, in themselves, guar-
anteed procurors of sales? Anvone who
knows anything about the fundamen-
tals of advertising will answer no with-
out hesitation.

In our market (Albany-Trov-Sche-
nectadv) we have “typical” circum-
stances. ‘“l'oo many” stations, they all
say. I deny this. There is room for
all and everyone would be in the black,
were it not for the fact that almost
every manager and salesman spends
most of his day knocking radio, as
reflected in the prograns, affiliations.
rates and services of his competitors.

Newspapers are exactly the same to-
day as they were 25 years ago. The
same is true of bus-cards. billboards
and direct mail picces.

But radio should have come of age
long ago. We IN radio are to blame if
it is still being given away and sold
short! We arc competitive. true, but
most of our competition is being di-
rected against our own medium.

When are we going to get together
and fight the bejabbers out of OTHER
media? Don’t give me that “restraint
of trade” bunk. We're not going to
try to set rates. We should try, how-
ever, to do a sales job for radio. It’s
been good to most of us. It's tired
only because we have let it down.

Cor. Jint HEALEY
General Manager
WOKO
Albany

LANG-WORTH

FEATURE PROGRAMS. Inc.

113 WEST 57¢th STREET,
NEW YORK 719, N. Y.

Network Calibre Programs
at Local Station Cost

FOR NEW YORK'S

THIRD GREAT
MARKET

ALBANY
TROY
SCHENECTADY

o WROW otffers
o YOU complete

e COVERAGE ...
o PROMOTION ond

e SERVICE
5000 Watts « 590 K.C.

Ask
THE BOLLING COMPANY

WROW=

BASIC MUTUAL
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Behind the Borden shift

When as important an advertiser as
Borden marches out of network into
spot rumors are bound to fly thick and
fast.

Despite Borden's checkered radio
carcer, it wasn't doing badly with its
Saturday afternoon County Fair over
CBS.  The Junior Achievement fea-
ture was building lasting good will, and
its  sponsor identification
around a neat 60 percent.

The real behind  Borden’s
switch plays up the importance of
making the medium fit the job.

It's a storv worth noting.

hovered

story

Applause

Department stores find radio

The signs have long pointed to radio
a~ a tailor-made medium for depart-
ment store selling.

Many studies show radio as Ameri-
ca’s =1 advertising medium.,

Women., who aceount for the great
bulk of department store sales. regard
radio as part of their daily lives.

Radio has evidenced a remarkable
ability to move the items that make np
much of a department store’s sales,

Yet department store ad managers,
firmlv wedded to the traditional black
and white media. have been reluctant
to branch out into for direct
sales. The institntional programs have

radio

been mamy : campaigns inviting specifie
<ales few,

Of late
trend toward direct nse of radio that

sroxsor  has observed a

promises to make the medinm a promi.

64

Fhis was no hurry-up change in
strategy.  For a year or more Assis-
taut Vice President Stuart Peabody
and  National Advertising
[fenry Schachte had been looking into
Borden’s market problems.
FFaced with 700 enterprises ranging
from local dairies to shark hunting.
selling coffee in some markets and ice
creamn in others, the only common de-
nominator was lilsie the Cow and the
Borden nane.

There was another problem. Among
the 700 were sevcral vitally important
enterprises  whose chronic complaint
was that County Fair took a backseat
in their markets to local favorites.

So the problemn is now resolved as
follows:

Starting early in April. favorite local
do the Borden radio
chore in some 80 markets. Initially
Boly Hope was sought on a transcribed
basis. but when that fell through the
mad scramble for top availabilitics.
both time and programs. began. Young
& Rubicam worked hand in hand with
Borden executives on the selections.

This isn’t all Borden will do radio-
wise. These are the national office
celections, with local oflices taking a
hand. Additionally, local Borden en-
terprises will buy time on their own.

It’s a campaign worth watching.
The strategy sounds fine.

Manager

diverse

programs will

nent factor in department store sales,
Such stores as ZCMI in Salt Lake City,
Schuneman's in St. Paul. Marshall
Iield and Goldblatt’s in Chicago. Lit’s
in Philadelphia. George Wyman and
Company in South Bend. Polsky’s in
Akron have come up with tangible re-
sults radio’s
sales ability when given half a chance.
VMany of these results are capsuled in
this 1ssue of sronson.

In cach case we note that the sales
objective was clearly defined; that pro-

proving extraordinary

gram content was carefully weighed
announcenments
In a word.

and  produced:  that
were skillfnlly prepared.
the radio advertising veliicle was given
all the consideration of a topnotch
built-to-produce-results newspaper in-
sertion.

The word is getting around in de-
partment store circles that radio can
produce; often ontpulling newspapers

You gotta make calls

A little door knocking goes a long
way, as any salesman with a saleable
product will attest.

Broadcast advertising is saleable.
but it has rarely been sold on an in-
dustry level across-the-desk.

“You’re the first representative of
[I. S. radio to call on me,” was the
way Leo Dolan, director of the Cana-
dian Government Travel Bureau, greet-
ed Maurice Mitchell, director of the
BAB, in Ottawa the other day. Mr.
Dolan has £800.000 to spend during
1950. As a result of the across-the-
desk pitch it’s expected that contracts
for a fair share of that sum will be
going to U. S, stations selected to pro-
mote Canadian travel this summer.

In Washington Col. Wm. F. Downs
no longer allocates advertising funds
for the Army. And the $200,000 in
radio-TV production costs previously
charged against radio (while radio do-
nated its time and printed media got
paid) is no longer figured that way.

This comes about as the result of a
little indignation on the part of broad-
casters, engendered by the BAB pub-
lication Pitch, and a subsequent across-
the-desk session. Come 1 July, when
the Army advertising budget is an-
nounced, we’ll be surprised if $250.-
000 doesn’t go broadcasting’s wav.

on comparable tests. For much of
this new feeling radio is indebted to
Howard Abrahams, alert promotion
director of National Retail Dry Goods
Association. Mr. Abrahams has no
vested radio interest. But he Dbelieves
in coordinated advertising. in making
full uses of the capabilities of all avail-
able media. For some time he has been
correlating material and giving sound
advice to department stores on fuller
use of radio.

Mr. Abrahams™ annual radio contest
has stimulated interest among adver-
managers. and provided vital
proof of what radio can be counted
on to do.

His is an example of trade associa-
tion service. Not only is Mr. Abra-
liams inviting keener analysis among
advertisers of what radio has to offer.
He is enconraging sellers to break
through the traditional “taboo.”

Lising

SPONSOR
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3.004 CLASS

L) A'l

QUARTER HOURS

.

On July 15, 1940, the Champlin Refining
Co. of Enid, Oklahoma, through the Ford
Advertising Agency, contracted with WNAX
for 312 Class “A” quarter-hours of news. Ten
years later, March 1, 1950, marked the
3.004th consecutive Champlin - sponsored
newscast on WNAX,

Champlin’s is just one of the stories in
WNAX’s bulging file of advertisers who use
WNAX year after year. More than 25 per
cent of the national selective accounts now on
WNAX were WNAX advertisers in 1940!
These advertisers renew again and again
because they get a consistent return on every
advertising dollar invested with Big Aggie.

Big Aggie Land, a Major Market, served
only by WNAX, embraces more than a mil-
lion radio families in 308 BMB counties of
Minnesota, the Dakotas, Nebraska and Iowa,

MPLIN

In 1943, folks in Big Aggie Land with a
buying income of nearly $5-billion—great-
er than Los Angeles, Washington, D.C., or
St. Louis . . . accounted for $4-billion in re-
tail sales — greater than San Francisco,
Philadelphia or Detroit.*

Ask your Katz man to show you how
WNAX can produce good will, increase sales
of your product or service.

¢Complled from 1949 Sales Management
Survey of Buying Power.




