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Virginia: state of presidents

What does leadership spring from? It's hard to say—
yet it's safe to link that unique quality to alertness,
ingenuity, practical idealism, and a pioneering spirit.
Virginia is aptly termed the State of Presidents.
Among the nation’s leaders, Washington, Jefferson,
Madison, Tyler, Taylor, Monroe, William Harrison,
and Wilson all called the Old Dominion home.
Is it coincidence that the State of Presidents
led the way when the revolutionary air duo,
radio and television, first dawned on the horizon?
Is it coincidence that WMBG, WCOD (FM) and WTVR,
First Stations of Virginia, lead sponsors
right into the hearts of their vast audiences?

Mount Yernon—Home of Washington

WMBG '+ WCOD WTVR"

th&TBULhS first television statio

Havens & Martin Stations are the only

complete broadcasting institution in Richmond.

Pioneer NBC outlets for Virginia’s first market.

Represented nationally by John Blair & Company FIRST STATIONS OF VIRGINIA
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Jones agency Though most reports put it down as accomplished fact that Duane Jones
dissidents may Agency staffers are setting up new shop with several big accounts as-
lose some of sured, SPONSOR has learned "Jones boys" may be over optimistic. One
accounts before of supposedly in-the-bag accounts, heavy radio/TV spender, is receiv-
they start 1ing pitches from half dozen agencies, hadn't made decision at press-

time. Meanwhile, Jones is suing dissident staffers. Agency's trou-
bles have been brewing for months, with loss of Babbitt account to
Weintraub early this year one major symptom. (For commentary by Bob
Landry, see Men, Money, Motives, page 6.)

=SR—

Novel test will In secret, major account is preparing to test sales scored by televi-
pit AM against sion against its radio results. Network of 9 radio stations has
TV on sales basis been lined up to compete against 2 TV stations within one state of ac-
count's sales territory. Firm gets announcements on its 9 AM stations
for same amount it now spends on 2 TV stations involved. By checking
sales figures carefully, it's hoped test will show whether TV's impact
is really greater — dollar-for-dollar — than radio's.

=SR~-

Replacement TV  Advertest study conducted 3-11 August found that 3 TV programs on
stanzas losing far year-round lost only 10% of audience; but average audience loss of 3
more audience replacement shows was 42%. Average TV set in 767 New York-area homes
than year- checked was in use 15% less during summer than winter, with average
rounders individual in TV home Spending 2% hours daily watching TV in summer.

~SR—

Crawford clothes Crawford clothing chain in New York City has launched what may be
launches record- record-breaking air campaign for clothing retailer in one market.
breaking air Crawford will spend major share of budget (estimated at million) on
promotion television via Al Paul Lefton Company. Lineup includes "Public Prose-
cutor," and "They Stand Accused" dramas on WABD, and International
Boxing Club bouts on WOR-TV. Considerable slice of budget will also
go to radio, with news, d.j. shows, announcements on WINS, WMGM, WQXR,
WLIB. Unigue aspect of campaign is that in buying TV heavily Crawford
is also expanding its radio budget. Firm had reduced air activity in
recent yvears after headline-making saturation campaign 4 years ago.

—SR~

New mail-order In recent column, radio/TV critic John Crosby pierced TV mail-order

tempest stirring? pitchman Charles D. Kasher with his usual sabre. Aside from amusement
furnished, Crosby's comments may be first round in new public protests
against mail-order on both radio and TV. Kasher's filmed half-hour
pitch was called equivalent of 30-minute commercial by viewers who
wrote to Crosby. (It consists of harangue on nutrition summing up
with specific pitch for mail-order vitamin product.) Egquivalent mail-
order pitch is now making rounds on radio, with stage star Richard
Llewellyn lecturing on hair care for 15 minutes, leading up to hair-
0il pitch.,.

l
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REPORT TO SPONSORS or 10 September 1951

CBS’ Hausman:
“We are re-
packaging radio.”’

Nielsen emphasis
on qualitative
research regarded
as healthy for
radio and TV

ABC has 234
more hours
sold this fall
than last

DuMont’s Stickel
predicts upswing
in TV set sales

Lang-Worth
“"Pigskin Salute”
gives local
stations slick
football music
format

TV film planned
at half cost of
usual product

You'll bhe hearing about more innovations in AM network selling along
lines of CBS' plan for one-shot sponsorship of Red Skelton. Nets are
bending every effort to make radio attractive to advertisers of every
kind—particularly those who have never used radio before. That's
strategy behind Skelton move. 1It's intended to compete directly with
magazins for business of advertisers who use only one or two pages
annually. Alluding to future plans, CBS vp Lou Hausman told SPONSOR:
"We are repackaging radio.”

—~SR-

Agency and advertiser observers have told SPONSOR they feel A. C.
Nielsen Company's emphasis on qualitative research in its recent pro-
motion efforts has healthy effect on radio and TV. Nielsen has been
stressing that meaning of ratings in relation to marketing realities
for any given product are more important than raw audience score
alone. "It all helps to dispel notion that you have to get more audi-

ence than the other fellow to do a job," was way one account man
summed it up.

—SR—

Once all new and renewed business is toted up, ABC radio network comes
out substantially ahead of last fall. As of 1 October last year, net
had 21% hours sold (Monday through Friday). This year's total is 24%
hours and mornings are completely sold out except for one gquarter
hour. Mutual, too, reports business increase, with gain in gross
billings of 7% during January-July this year compared with same period

last.
—SR—

Walter L. Stickel, Allen B. DuMont Laboratories set sales manager,
predicts lagging TV receiver sales will swing upward this fall. He
cites more than 40% of sets which have 14" tube or smaller as consti-
tuting healthy replacement market and stimulation resulting from open-

ing of Omaha-San Francisco TV linkup.

—SR—

Extent to which music libraries have become program "services" is dem-
onstrated by new "Pigskin Salute," 47-page book issued by Lang=Worth
Feature Programs. Book enables local stations to whip together effec-
tive football music shows, includes scripted salutes to 86 colleges.
Via library services like this, Lang-Worth and other programing firms

.are enabling local-level sponsors to get shows of metropolitan cali-

bre. National sponsors benefit, too, since good share of money spent
locally is made up of co-op funds.

—SR—

Holbert Productions, newly formed TV film packager, told SPONSOR it is
planning series of 13 quarter-hour films at "half cost of anything
thus far produced for TV." Production on documentary-type stanzas
will be preplanned to Nth degree, use 16mm film with sound recorded on
same film — up to now technically difficult. Said Jerry Albert,
partner in firm and former United World Films executive: "We hope to
become the Klein's of the TV field, with values at extreme low cost."

(Please turn to page 52)
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No. 27 OF A SERIES
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| Christy Mathewson
In “No Walks) *

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

Note WHEC’s leadership morning, afternoon, evening:

STATION STATION STATION STATION STATION STATION

WHEC B C D E | F
MORNING 384 257 7.0 9.3 14.6 | 4.0

8:00-12:00 Noon
Monday threugh Fri. |

AFTERNOON 454 293 6.6 11.5 3.4 2.6

12:00-6:00 P.M.

Mondoy through Fri. Stotion
EVENING 33.3 30.4 97 11.5 12.5 fpses
6:00-10:30 P.M. Only
Sundoy through Sot. FEBRUARY THRU MAY, 1951

LATEST BEFORE CLOSING TIME

5,000 WATTS

les, San Fncsc& +
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ARTICLES

Why radio will thrive ina TV era

Through hard-hitting audience promotion and program ideas which make
news, radio's leaders plan to ensure the value of their medium to sponsors

How a young giant makes friends

In one decade, Reynolds Metals Company became No. 2 aluminum maker,
matched industrial expansion with public relations campaign via spot radio

Be careful on the air: Pare 1

For their own best protection, sponsors should understand the workings of
censorship, know how to self-censor

Banuks can do better on radio/TV

Lamentable ignorance of many bank admanagers about broadcast media
makes for poor advertising. But many banks do cash in with radio

How to run a premtiunm promotion

SPONSOR details the techniques successful sponsors employ in selecting
and handling premijums for maximum profit

“Mars dead ahead, sir!?”

Science fiction has rocketed to new popularity in movies, magazines, books,
comics, is proving hot sponsor bet on radio/TV

Filmt commercial production tips: Part 11

Uninformed admen drive TV film producers mad. Concluding report on
Transfilm briefings cover Direction, Cost Control, Production Detail

COMING

Hudson Paper Company uses radio

After dropping spot radio for network TV, No. | napkin-maker found dra-
matic proof of radio's pulling power, is now restoring spot AM schedule

What has TV learned about economy?

The young medium, TV, though notoriously expensive, is finding ways and
means of cutting costs through production economies

Be careful on the air: Part 11

The second part of SPONSOR's series on censorship covers TV taboos,
some of the unique difficulties video sponsors face
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MEN, MONEY & MOTIVES 6
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TV RESULTS 42
MR. SPONSOR ASKS 44
RADIO COMMERCIALS 48
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SPONSOR SPEAKS 92

COVER: Radio and TV shows of science fic-
tion nature are cashing in on a nationwide
boom in futuristic fare. However, commercials
need careful integration. Here, executives
huddle at Hirshon-Garfield agency to discuss
TV commercials in Jacques Kreisler {watch-
bands) ‘Tales of Tomorrow' on ABC-TV.
L. to r.: Arthur Weil, A.E.; lrwin Spitzer,
agency v.p.; Jean Burns, secretary; Sidney
Garfield, pres. of H-G: Joe Roberts, Kreisler
ad manager; George Foley, co-producer of
Kreisler's show. Not shown in the picture
is Bob Lewine, agency television director.
Kreisler currently is considering a radio
version of its TV program for non-video areas.
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e o o o “FOR OUT OF HOME” LISTENING ¢ o o o

 WKMH

QQ'tOOQQiﬂwnmtOOQ%Q&O&

NO 1~ Detroit

In 21 out of 48 quarter-hours, (12 noon to 12
midnight, Mon. thru Fri.), WKMH is the
Number One Station (or is tied for Number

One) in “out-of-home’ listening. (%) (k%)

REFERENCE: PULSE of petroiT, juLy 1951

TYING FOR FIRST PLACE, FOR EXAMPLE, WITH ITS BROADCAST OF
* THE NEWS BY JOHN W. VANDERCOCK FROM WASHINGTON (7:00-7:15
7} PM MON. THRU FRI.)

** WKMH’s OWN NEWSCASTER DALE MARR IS NUMBER ONE PRO-
i GRAM HEARD IN DETROIT (11:00-11:15 PM, MON. THRU FRI.)

LOOK FOR MORE POWER IN JACKSON, MICHIGAN!

WKHM WILL BE ON THE AIR OCTOBER FIRST.

1000 WATTS —_ — 970 ON THE DIAL

Contact your Headley-Reed representative
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BETWEEN (%

COMMERCIALS
By

San  Francisco was once
again in the television lime-
light as the site of the network
pool telecast of the Japanese Peace
Treaty last week—a history.making oc-
casion which marked the opening of the
transcontinental micro-wave.

With the appointment of CBS by the four
networks to handle the pool pickup and co-
ordinate the program, KPIX, as the CBS
affiliate, was delegated to telecast the Peace
Treaty proceedings in their entirety from
San Francisco's War Memorial Opera House.

Main portions of the eventful sessions
were fed to stations throughout the coun-
try—which brought the Peace Treaty
proceedings to the largest viewing audi-
ence in television’s history.

Heading the operational staff were: Sig Mikle-
son of the CBS television network, who acted
as program coordinator; Dave Kees and
George Mathiesen of KPIX, who headed the

production and engineering crews.

TOP OF THE MARK

Now being brought to KPIX viewers each
Thursday at 6:30 PM is the tele-version of
Margo Trumbull’s popular KSFO radio sertes
—“Top of the Mark.”

Televised directly from the world famous
Top of the Mark, the half hour program
features Margo’s interviews with the
world’s best known figures in entertain-
ment, political, literary and professional
circles.

Throughout the 11 years she has aired the
show on KSFQ, in addition to her recent TV
actvities, Margo has acquired a widespread
reputation for her remarkable interviewing
techniques, and the new KPIX series, now in
its third week, has already gained an en-
thusiastic following.

~ CHANNEL
S

Represented by The Katx Agency, inc.
¥ %

560
KC

Represented by Wm. G. Rambeau Co,

SAN FRANCISCO

by
Robert J. Landry

Wem, Mone
and Motme

The Duane Jones Agency has lately been having its middle-aged
menopause in public. At least that’s the way it shaped up after some
weeks of pretty lurid charge and counter-charge. Jones was leaving
at one point. Jones was back in the saddle at another. He was willing
to sell out and, again, his staff was trying to steal the agency. With-
oul going into the details (if anybody really knows them all) the
mieresting fact stands clear that Jones was accused of being a “tired,
inattentive genius.” It got down to a question of who was loval or
disloyal to whom. Conspiracy of gossip or not the charge was spread
—and it was a sertous charge——that the big boss was no longer heart
and soul. He was charged with cheating on invested labor.

* k%

Note this factor of invested labor. Account “loyalty” often lies in
a lively anticipation of the continued application of a known and
valued type of service administered by known and valued personages.
Family connections may occasionally figure but the so-called “vest-
poeket account” is typically controlled not by pull or magic but by
a sturdy reeord of trustworthy performance.

* k%

The Duane Jones case, and other recent agency fusses, raise again
irrepressible questions as to why accounts change agencies, follow or
don’t follow this or that big wheel. Trade soothsayers want to know
whyv BBDO is so hot these past three years in copping ofl new ac-
counts, and why Young & Rubicam is “wobbly.” All this concerns
who gets what.

* kX

The advertising newsletter, Space & Time, undertook early in 1949
to tabulate “account turnover” during a 15-vear period at various
leading advertising agencies. The objective of the studies was to
cstablish whether “‘big” agencies lost elients more or less rapidly
than “little” agencies. They do. There were five solid pages of into
agency-ont of agency listings for N. W, Ayer. a page and a half lor
Y&R, three pages for J. Walter Thompson. 18 lines for Benton &
Bowles.

*k ¥* Ok

From the beginuing, most advertising agencies have been “part-
nerships.” significantly named for their principals, like a legal or
medical office.. On every side the stress has been upon “personality,”
defining personality broadly and not just as bnilt-in agency smile or
padded shoulder; rather as creative brainpower and matching glandu-
lar energy. In the final reckoning, it hecomes ever clearer that the
effective agencyman is a strategist in sales planning and not merely a
preparer of copv or a deviser of entertainment. Duane Jones huilt
bis reputation back in the Babbitt Soap-Blarney Stone days by laying
all around him with a merchandising shillalah. J. Stirling Getchell,
the short-lived genius. lived. breathed. bled. midwived with his ac-
comnts. Again and again, one man’s metabolism makes an agency.

(Please turn to page 3:1)

SPONSOR

S ——




I

|

RCA Service technicians, dur-
ing their unique training pro-
gram, live and breathe the
subject of television—for your
benefit.

These men get TVE Inside S‘éoa/

When you buy a fine tcle\ ision re-
ceiver, correct installation and main-
tenance are as im portant as the set. For
service technicians, RCA has developed
the only training program of its kind—
a factory program.

During their studies, these men learn
the basic facts of modern, all-electronic
TV...how it reached its present perfection
by research at RCA Laboratories. .. how to
build a television receiver...how to select
and install the right antenna for your home

10 SEPTEMBER 1951

..all the complexities of kinescopes, elec-
tron guns, tubes, television cameras and
transmitters.

When their studies are complete, they have
a grasp of television’s inside story that assures
you the most perfect installation and main-
tenanee possible —under your RCA Victor
Factory-Service Contraet.

* * *

See the latest wonders of radio, television, and elec-
tronics at RCA Exhibition Hall, 36 West 49th Street,
N.Y. Admission is free. Radio Corporation of America,
RC A Building, Radio City, N.Y. 20, N. Y.

Get all the performance that’s built into
vour new RCA Victor home television
receiver through an RCA Victor Factory-
Scrvice Contract.

RADIO CORPORATION of AMERICA
World Leadaer in Radalo — First /n Television







| PIECE OF SKELTON ?

WWith this announcement, CBS Radio opens the

mass circulation of night-time, network radio to

advertisers with limited budgets. Also, to large
‘advertisers for special promotions.

‘RED SKELTON, star-showman, star-salesman—
and his 13 million listeners —are now available
'on a one-time basis. The cost: less than a color
Jpage in a mass magazine. .. .llere’s how a one-

time budget now fits big-time radio:

QUESTION: How?

ANSWER: Red Skelton’s regular half-hour show —one of
the “top ten” in all radio — will be on the air for 39
consecutive weeks, starting October 3. Each mass-
market broadcast will be sold to a single sponsor (but a

sponsor will not be limited to a single broadcast).

\QUESTION: How will advertiscrs use the show?

ANSWER:To say somcthing special with tmpact—as explo-
sive as the laughter of Skelton’s listencrs. ... Here is
mass radio uniquely produced to launch a new prod-
uct—kick off a drive—announce a contest....Here also
is the perfect opportunity for the split-timing and com-
manding attention that many advertisers need for pcak-
selling seasons and holidays: Christmas. White Sales.
Mother’s Day. Father’s Day, June weddings and grad-
uations. (Skelton ad libs over our shoulder: “For Thanks-

giving, we can sell bogs and hogs of cranberries.”)

|QUESTION: Any merehiandising tie-ins?

ANSWERK: Displays and mailings will flash the appeal
of Skelton’s personality, tieing-in program, product, and

purse at the sales counter.

QUESTION: What’s the time of broadcast?
ANSWER: During a peak listening hour — 9:00 to 9:30
p.m., Wednesdays. Between the big-audience attractions

of Dr. Christian and Bing Crosby.

QUESTION: How many stations in the Skclton line-up?
ANSWER: Stations accounting for 91.4 per cent of the

entire CBS Radio circulation are available for clearance.

QUESTION: How many listeners?

ANSWER: Year-in, ycar-out Red Skelton in front of a
microphone is a human, fun-making magnet. Last sca-
son, he drew an average weekly audience of more than

13 million people.

QUESTION: How much does the show cost?

ANSWER: $23,500—including time, talent, and merchan-
dising. To give this price a yardstick: For $23,500,
you can tap a mass audience and listener-loyalty that

took an annual investment of $1.500.000 to build.

QUESTION: How will sponsors be scheduled?

ANSWER: Solely on a first-come, first-to-profit basis.

QUESTION: Are there any other answers?

ANSWER: Just a reminder: To say things that get things
started . ..or to give a peak-selling season a higher peak
than ever. RED SKELTON Is your boy....For available

program dates call your representative at. ..

THE CBS RADIO NETWORK



Now Available!

Food and Drug
Brand Distribution

Survey Results
for 1951

Consnmer Preferences
of National Brands in
lowa—Nebr.—Missonri

Kansas

Here is valuable help for
manufacturers of food and
drug items who want to
know the popularity ratings
of their lines, as well as com-
peting products. Members
of the KMA Research Staff
traveled more than 2500
miles to personally shelf-
check retail establishments
in the vast KMA area.

Get your copy of either the
drug or food survey by writ-
ing KMA or contacting
Avery-Knodel, Inc., national
representatives,

-
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OMAUA
LINCOLW o

NEBRASKA
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KMA

SHENANDOAH, IOWA

Represented by
Avery-Knodel, Inc.
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CHAP-ANS VOLUME

Important corrections, please, in
your otherwise fine article on Chap
Stick and Chap-ans in the 30 July
issue.

The figures on dollar volume are
way off beam—and embarrassing both
to our client and this agencv.

In the case of Chap Stick, we imag-
ine that you estimated them on the re-
tail sales of approximately seven mil-
lion Chap Sticks at 25¢ apiece. But
certainly the volume quoted for Chap-
ans was completely guesswork—and
considerably over-inflated.

Too bad! The rest of the story
showed a lot of digging. But we would
like a correction on volume brought to
the attention of your readers.

Pavr G. GUMBINNER
ice President
Lawrence C. Gumbinner

Advertising Agency
New York

® Rcader Gummbiuner is  eorrect.  Obviously,
SPONSOR’s tally of $1,730,000 for Chap Stick’s
gross was aseertained hy nmltiplying 7,000,000
sales by 25¢. The Chap-ans volume of $£3.000.000
quoted was an estimate and was so deseribed in
the article. When a source deelines to reveal
volume figures, there is nothing else to do bnt
make an estimate based on information zleaned
from the best informed people in that speeial
field. SPONSOR regrets any embarrassment eaused
Mr. Gumbinner or his acconnt and will be glad to
print the actual total if the ageney or the aceonnt
will furni<h it.

TIMES SQUARE CCVERAGE

I noticed under New on Television
Networks in a recent issue of sPON-
soR, that the Maiden Form Brassiere
Company is going to sponsor on ABC.
TV a program entitled I Cover Times
Square.

My only comment on this would be
that it must be some brassiere.

Da~ Hyprick Jr.
Station Manager
WDYK

Cumberland, Md.

FABULOUS COLUMBIA WORKSHOP

In sponsor for 12 February 1951,
yon published Part One of a series,
“The fabulous Columbia Workshop.”
It was a wonderfully written piece and
was concluded with a promise that a
second article would be forthcoming.

I lrave checked carefully each issue
since and 'm fairly confident 1 have

not missed an issue: yet I still haven’t
seen Part Two of this series. I sincere-
ly hope vou haven’t abandoned the
plan. 1 enjoy your magazine and I
believe your coverage of broadcasting
and TV leaves little to be desired.
MarTiN H. FULLER
Production Manager
KOMA
Oklahoma City

® Sorry, Reader Fuller—you just mlssed it.
Part 2 of Bob Landry’s *“The Fabulous Columbia
Workshop® (a must for any program director)
appeared on page 28 of the 26 February issue.

FELS ACCOUNT

On page 14 of your 27 August is-
sue. vou gave us more than we should
have and it may cause some embarrass-
ment to another advertising agency.

Under the heading “New Agency
Appointments™ you listed us as hav-
ing been appointed by Fels & Co. to
handle their Fels-Naptha soap. That
product. together with Fels-Naptha
soap chips and Felso, are the accounts
of the H. H. DuBois ageney in Phila-
delphia.

With our letter of 18 July. we sent
vou the following news item.

Fels & Co. (Fels-Naptha. Fels-Naptha
soap chips, Felso} has appointed Me-
Kee & Albright, Inc., Phila.. to handle
the advertising of a new, instant-suds-
ing liquid for washing dishes and fine
{abrics.

Roy J. McKEeE
President

McKee & Albright
Philadelphia

MR. OVINGTON IS RAY

I noted with great interest the article
entitled “Why sporting goods ignore
the air.” Glad to see my brainchild
finally in print. Also the little box and
digest of my Sports Age article ma-
terial.

Realizing that Grant took Richmond.
Ovington never took Grant for a sur-
name. It has been Ray now for some
3414, years. Can’t understand why the
editors didn’t say Ray & Wadsworth
to make the muddle complete! Also.
now that vou are heing thoroughly ac-
costed and bawled out, whv did you
neglect to include in the article one of
the most important factors of the sub-
ject matter; namely. the only outdoor
sportsmen’s  network program, The
Rod & Gun Club of the Air sponsored
by Pal Blades which is a howling suc-
cess. proving the fact that the sports-

SPONSOR



RADIO 15 TOPS
FOR ADUERTISERS

" Figures show and advérfisir{é :
results prove, just as :}hey '
do in most cities, that

IN MEMPHIS
RIGHT NOW

WREC

is a better buy than ever
before in it's history.
The advertiser gets more
in coverage. More in pres-
tige.

Since 1946

U. S. wholesale prices have“

Jer

gone up 65%.
Charges of eight big
B magazines have gone up
— S — A— 47%. Those of 94 big city
|| RADIO FAMILIES 1946 1949 newspapers are up 247%.
1| RADIO HOMES COVERED 404,560 448,890
H BASIC HOUR RATE $250.00  $250.00 ngﬁag&ng\ng%ﬂ
1| COST PER 1000 HOMES bl 55 -
- ‘ | ERS, HAS GONE DOWN
Figures Quoted Based on Latest Available BMB Measurements 10.1% COMPARED WITH
— 1946.
WREC HOOPER RATINGS AVERAGE
HIGHER THAN ANY OTHER MEMPHIS '

STATION

Afffated with CBS—600 K.C. 5000 WATTS Represented by THE KATZ AGENCY, INC.
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Whits Louirvitle Gt

BESIDE

The Reiducky Dendy?!?

Sonthern Indiana. This acea has an

Effective Buying Income of

billion, as against $2.56 billion for
the entire State. The Effective IBuy-
ing Income within WAVE's Daytime
IMI counties is 151.6% of the In.
come in those Kentucky ecounties in
whiech WAVE does NOT have a BMDI

audience!

*The WAVE-TV Coverage Area
conlains 334,000 families,

WA

WAVE®* has a Daytime BMB Audience
of 238,190 families in Kentueky and

The Louisville Metropolitan Area ranks
28th in America in Net Effective Buying
Income.

WAVE has a Daytime BMB Audience of
238,490 families. Its BMB Arca has an
Effcctive Buying Income of more than one-
and-a-half billion dollars — or 66.69% as
much as the entire State of Kentucky!

WAVE-TV was first in Kentucky by more
than a year ... 1s now a third-year veteran,
preferred by the majority of the 91,987 TV
set-owners in and around Lousville.
WAVE-TYV is Channel 5. .. features out-

standing local programming as well as

NBC, ABC and Dumont.

Ask Free & Peters for the whole WAVE
story, today!

*Sales Management Survey of Buying Power, May 10, 1951

$1.70

FREE & PETERS, INC.

Exclusive National Representatives

SPONSOR




man listens to sportsmen’s broadcasts
—therefore, local retailers with local
sportsmen’s broadcasts could become
excellent clients for local radio stations
—the whole point of the whole piece!

You might also mention that I am
featured quite regularly on the Rod &
Gun Club of the Air, MBS, as well as
regular monthly contributor to Sports
Age—mnational sporting goods trade
magazine.

Ray Ovincron
Plans Committee Chairman

Grant & Wadsworth
New York

PUBLIC UTILITIES ON AIR

I am sure that many broadcasters
join me in thanking you for the splen-
did articles entitled “Bell Telephone’s
party line.”

A similar story should be appreci-
ated by our industry covering public
utilities such as the Gas, Electric and/
or Gas & Electric companies. I do hope
your staff will “dig-up” such a story.

Geo. H. JASPERT
President

WCcM

Lawrence, Mass.

® SPONSOR currently bas a story on public
utilities in the works,

FALL FACTS PLAUDIT

Plaudits for the Fall Facts Issue, a
virtual textbook on the broadcasting
media. We rely on sponsor heavily in
this department and have long con-
sidered it to be one of our most valu-
able pieces of reference material; how-
ever, [ never would have believed any-
one could put so much useful informa-
tion between the covers of a magazine
as you have compressed into the 10
July issue. I hope you have many ex-
tra copies on your shelves. We would
like to place one in the hands of every
student in our department. Would you
please advise us of the availability ?

I would also like to have a copy of
Herb True’s TV Dictionary, plus quo-
tations on mass orders for the same.

D. F. FEDDERSEN
Chairman, Dept. of

Radio and TV
Northwestern University
Fvanston, Il

® Limited supply of Fall Facts issue available.
Bulk rate for TV dictionary on requesi.
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PUPPY PIX PULL
KRMG in Tulsa switched {rom the

usual “give-away” picturcs of station
personalities to pictures of dogs-—and
found that it reaped huge listener divi-
dends. Johnny Martin, KRMG’s Early
Morning Man, who chatters and spins
wax {rom 5:30 to 7:00 a.m. daily, had
been telling his listeners of his hand-
some, month-old pups. The station fol-
lowed this lead and had pictures made

e —————————

This is pic which Martin (and pup) fans got

of these puppies. Johnny aired three,
one-minute spot announcements and n
return received picture requests from
124 counties in Oklahoma, Missouri,
Texas, Arkansas, Kansas, Colorado and
Alabama. At the completion of the
third announcement, he had received
over three thousand puppy picture re-
quests—yes, it’s a “Dog’s Life!™
DALE BETHKE
Promotion Director
KRMG
Tulsa, Okla.

JINGLE “PING”

In the Stuart Chase story in the 30
July issue, as part of Chase’s 1928
prophecy, he is quoted as saying, “‘But
just what connection is there betwecn
motor cars and symphony orchestras.
between a pair of wisecrackers and
candy?”

In his rebuttal. Walter Patterson
writes, “Dr. 1. Q. sold a lot of candy
for many years.”

As an old timer, I submit that what
Chase was referring to in 1928 was

undoubtedly the success over WEAF.
(Please turn to page 91)

Morning Man |

HOWARD “‘CACTUS” WILKERSON'S
“RECORD RANCH” }

7:15-8:30 A.M. — Mon. Thru Sat,

Arkansans like good Western Music . . .
and they really go for Howard “Cactus”
Wilkerson’s morning roundup of tunes, |
time and temperature before they head for
work. (Little Rock city bus line reports '
peak hours of passenger travel from 7:30 ‘
to 8:30 A.M.). Whatever you’re selling . . ”
from 4pples to Zippers . . . let “Cactus”
tell ’em and sell ’em! Still some time avail-
able . . . but ’twon’t last long! I

Phone, Write or Wire GLENN ROBERTSON,
Manager, KVLC, for Details and Availabilities . . .
or romtact RADIO REPRESENTATIVES, INC.

National Representatives

RADIO REPRESENTATIVES
INC.

13
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Ears of a |

“

&
y Every weekday morning, Daytonians by the
. thousands turn from their routine tasks, from
' housework, from business and commerce, to

participate in Dayton’s own daily church of
the air—the interdenominational ‘“Morning

i \ Reflections’ originated in the studios of
WHIO-TV. Day after day, religious leaders of |
the area alternate in using our facilities to |

spread, far beyond the boundaries of their
congregations, inspiration for hope and faith. [

We gladly contribute daily air time and fa-
cilities for “Morning Reflections” and many |
other programs in the religious, educational,

*EXAMPLE—Pulse July survey patriotic and charitable fields. As a locally-
shows that 8 out of top 10 televised . .
shows were aired via WHIO-TV, owned, locally-operated station, we conceive

it our duty and our privilege as a “Good Cit-
izen”. We're glad to say that our conception
of responsibility works both ways. In audience
loyalty and audience surveys*, Dayton enthu-
siastically reciprocates every effort that we
make. WHIO-TYV is represented nationally by
the George P. Hollingbery Co.

e

‘““Morning Reflections’ turns one’s thoughts toward the finer things of
life at the beginning of the day,” says Rev. R. W. Coleman, Executive
Secrctary of thc Church Federation of Greater Dayton (left). “Thanks
to the progrcssive civic spirit of our broadcaster, this pastoral visit mid-
morning each day helps make our community a better place to live.”
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1. New on Television Networks

SPONSOR

American Nlome Produects

Bigelow-Sanford Catpet
Banafide Mills Ine
Bristol-Myers Co
Bristol-Myers Co
Canaon Mills

Cliqnot Club Co

Corn Products Refining

E. 1. DnPont de Nemonrs &

Co (Orlon div)
Eversharp Ine

Goodyear Tire & Ruhher

Co
11all Brothers Ine

Hollywood Caudy Co

Iuternational Shoe Co
(Sundial Shoe Co div)
International Shoe Co
(Peters Shoe Co div)
Jene Sales Corp

Kellogg Co

Ligzett & Myers Tobacco

Co
P. Lorillard Co
Mogen David Wine Co

Peter Paul Ine
Penick & Ford Ltd
Pillshury Mills Inec

Reynolds Metals Co

Ca

AGENCY

Biaw

Yonug & Rubicam

Cibraltar

Yonng & Rubieam

Doherty, Clifford &
Shenfield

N. W, Ayer

Weston

. L. Miller

BEDhO

Biow

Yaung & Rubieam

Foote, Cone & Belding

Ruthrauff & Ryan

Hoag & Provandie

Westheimer and Block

Sherwin Robert Rodgers
& Assoeiates

Kenyon & Eekhardt

Cimningham & Walsh

L ennen & Mitehel
Weiss & Geller

Maxon
BBDO
Leo Burneot

Buchanan

NO. OF NET STATIONS

CRS-TY ol
DuMont
ABC. TV
ABC-TYV
ABC.TV
NBC. TV
ABC. TV 36
CBS- TV 17
ABCTY M6
NBC.TV
NBC-TV
CBS. TV 25
ABC-TV 30
ABCSTY . 22
Dumont 10
ABC-TYV

NBC-TV
NBC-TV
Dullont
ABC- TV 35

NBC-TV
NBC-TV
NBC-TV

NBC-TV

PROGRAM, time, start, duration

Love of Life; M-I 12:15-30 pm; 21 Seps 52
wks

Bigelow-Sanford Theatre; Th 10-10:30 pm: 6
Sep; 52 wks

Versatile Varieties; alt I 9:30-10 paig 5 Oectg
26 wks

Mr. Distriet Attorney; alt M 8.8:30 puors 1
Oect; 51 wks

Foodini The Great; Sat 11-11:13 ams; 6 Qect:
32 wks

Kuate Smith Shows; M 1:15.5 pm3 10 Seps; 39
wks

Langford-Ameche Show; Th 12:30-15 pm: 13
Sep: 32 wks

Garry Moore Show; T 2:13:30 pm: 16 Oect:
532 wks

Langford-Ameche Show: T 12:15-1 pm; 21
Sep: 52 wks

Your Show of Shows; alt Sat 10-10:30 pwm; 15
Sep: 5 wks

Television Playhonse; «lt Sun 9-10 pm; 14
Oet; 26 wks

IMallmark Presents Sarah Churchilly Sun 5:15.
6 pm; 7 Octy 32 wks

Nollywood Junior Cirens: alt Sat 10:30.11 am;
8 Sep; 52 wks

Foadini The Greaty Sat 11:13-30 am: 25 Ang;
39 wks

Kids and Co: Sat 11-11:30 am; 1 Sepy 32 wks

Unnamed; alt Th 10.10:30 pm: 27 Sep; 532
wks
Al Star Revues every third Sat 8.9 pm

Unnamed; Snn 7-7:30 pm: 7 Octy 532 wks

Bown Yon Goj F 9.9:30 pm: 11 Sep: 32 wks

Charlie Wild, Private Detective; I' 8-8:305 11
Sep; 26 wks

Gabby llayes; Th 5:153-30 pm: 13 Seps 26 wks

Roth Lyons; Th 12-12:75 npm3; 1 Oct; I3 wks

Kate Smith Show: M 1:15.30 pm: 10 Scp: 52
wks

Kate Smith Revnes alt W 8-8:30 pmm: 26 Sep:
13 wks

2. Rencwed on Television Networl:s

SPONSOR
Chesebrough Mfg Co
Gillette Safety Razor Co
Ironrite Inc

Kaiser-Frazer Sales Corp
M & M Lid

Minnesota Mining & Mfg

Co
Simmons Ca

Toni' Co

 AGENCY

NO. OF NET STATIONS

MeCanu-Erickson

Maxon

Brooke, Smith, French
& Daorrance

William 1. Weintrauh

William Esty

BBDO

Young & Riibieam

Foote, Cone & Belding

NBC-TV
NBC-TV
ARC-TV 11t

DuMont
ABC.TY g6

NBCTY
NBC-TV

CBS.TV 38

PROGRAM, time, start, duration

Kate Smith Show; M 1:30-43 pm; 10 Sep; 15
wks

Cavaleade of Sports; T 10 pme-conclusion: 7
Seps; 52 wks

Hollywnod Sereen Testy M 7:30-8 pms; 1 Octs
52 wks

Ellery Onecen; Th 9.9:30 pms; 13 Sen; 32 wks

Super Cirens: alt Snun 3:30-6 pm; [2 Ang; 32
wke

Jovenile Jurys Sun 3:30-1 pmy 13 Seps 26 wks

Kate Smith Shows; T 1:15-30 pm: 11 Sepy 39
wks

Arthnr Godfrey und Nis Friends: alt W 8.8:30
pm; 3 Oct; 52 wks

3. Station Representation Changes

STATION

CKCW, Moneton, New Brunswick

KOAT, Albuquerque. N.

KRSN, Los Alamos, N. M.

KTRC, Santa Fe, N. M.
WAIT, Chieago

WIHOP, Nopkinsville, Ky,

WINZ, Miami
WPAD, Paducah, Ky,
WSON, Ile¢nderson, Ky.

AFFILIATION

cie
ABC
ABRC
ARBC
Independent
s
Independent
cBs
MBS

NEW NATIONAL REPRESENTATIVE

Adam J. Yonng Jr..
Adam J. Youneg Jr..
Adam 1. Yonng Jr..
Adam 1. Yonng Jr..
Adam J. Young Jr..
Robert Mecker Ascoeiates, N, Y.
Forjoe & Co, N, Y.

Robert Mecker Ascaeiates, N Y,
Robert Meeker Associates, N Y,

PP YV YA

Y.
Y.
Y.
Y.
Y.

Comt St s T

@ In next issue: New and Renewed on Networks, New National Spot Radio Business, National
Broadcast Sales Executive Changes, Sponsor Personnel Changes, New Agency Appointments

SPONSOR
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A

Numbers after names
refer to category in
New and Renew:

Gordon Cates (5)
C. Corbett (5)
George Gribbin {5)
R. S. Jackson {5)
Parish Jenkins {5}




Numbers after names
refer to category in
New and Renew:

N. S. Livingston (5}
T. Mandelstam (5}
Arthur Pardoll (5}
Roger Pryor (5}
H. M. Wilson (5}

New and Renew 10 September 1951

4. New and Renewed Spot Television

SPONSOR

an llome Foods Ine
Smerieon Home Foods Ine
Lorden Co

Bowo Co Ine
BristotMyers Co

Brown & Williamson To-
bacco Corp

Parlova Wateh Co

Deerving, MilHikin & Co

Dnffv-Mott Co Ine

Great Atlantic & PParific

Fea Co

IInber Baking Co

Khentile Ine

V. Lallosa & Son Ine
Maltex Co Inc
Philip Morric & Co

National Brewinzg Co
Rushmoere Paper Mi'ks Ine
StahkMeyer oe

Irico Products Corp

Ward Biking o

 AGENCY

W. Eart Bothwell WNBT, A

Ted Bates WCAUTY, Phila.
Yonng & Rubjeam WNBK, Clese,
Robert W. Orr CAUSTY, Phila,

Doherty, Clifford & ‘o Birm,
Sheufield :
Ted Bate, WOEBS-TY. N Y.
Biow WTOP.TY, Wadh,
Young & Bubic:ion WABK, Cleve,
Young & Bubicam WABW, Wash.
Paric & Peart W BZ-TY, Boston
Quality Bakers of WP TZ, Phila.
Amcerica
Ruthranffil & Ryvan
Kiesewetter Associates WABT, N, Y,
Samuel Croots W CAUSTY, Phila,
Biow WABK, Cleve,

KNBIL, Hlywd.

WABW. Wauh,
W VBOQ. Chi.
WEBSSTY. N Y.

Owen & Chappell

Paris X Peart

Dowd, Redfickd &
Johnaone

Baldwin, Bower<s and
Strachan

J. Walter Thomp-on

WTOP- TV, Wadh,

WABQ. €hi.

NET OR STATION

PROGRAM, time, start. duration

lenvin voartic: 3 Sen: 17 wks (n)
1-min annemt: 3 Sep: 13 whe (n)
20erec stn hreak: 3 Sep: 13 wks (r)
I-min snnemt: LI Sep; 26 wks (n)
Besce annemt; 15 Aug: 32 whke (v)

20.5¢c annemt; 27 Ang: 32 wke ()

20-sce anmemt: 23 Ang: 20 wks (n)

I-min partic; 3 Sep: 16 wks (n)

20.s¢¢ stn break: 7 Seps 52 wks (1)

1-min annemt; 2@aeee «tn hreak s 16t Sep:; 532
wks (r)

l-min partic; 1 Sepi 26 wks (n)

2¢)-sce stn breaks 1 Sep: 32 wks (r)

l-min partic: 11 Seps; 26 wks (n)

l-min annemt; 24 Sep: 26 wks (n)

lemin annemt; 20.sec stn break: 1 Sep: 3

whs (n)

Rence stn break: 7 Sep: 13 wke (r)

B-see stn break: 11 Sep: 13 wke (r)

8-see annemt; 7 Sep; 13 wks (n)

(&

20-scc amemt: 29 Anz: 13 wk< (n)

20.~ce avnemt; 28 NSen: 32 wks (r)

3. Adrvertising Agency Persounel Changes

NAMVEi 7

R, G, Beanmoat

A. J. Becker
Gordon Cuates
Charlotte Corbett
1lilda Dellart
John R, Dennicon

Loviek E. Draper
Howard Forbes

W. B. Forrest

Divid Jo Gillespie Jr.

Hareld J. Grainger
George 11 Gribbin
Carl . Hertzberg
Richard S, Jackson
Ann Janowiez

Parish Jenkins
Norman S, Livingsfon
17, Barker Lockets
Fom Losee

Hugh L. lLateas
Theodore 1) Mandelstam

Thomas M. MeDannell
Rndyard Mcehee
Arthns S, Pardoll
Carl M. Post

Sudy J. Potter

Roger Pryor

IF. Winslow Stetson Jr
J. W. Switzer Jr
Howard M. Wilson
I'red Zeder

FORMER AFFILIATION

Foote, Gone & Eeldiz, SO P aect snper-
visor

Foote, Cone & Belding, Chi., aecet supervisor

Lennen & Mitebhell, N Yoo avp

Ceell & Presbhrey, N Y., member media dept

Young & Rubieam. N, Y., timebnyer

Klau-Yan PictersomeDunalap, Milwaukee.
copy chief

ARC-TY. N Y., acet enee

WDIY. Pittub., asst sle dir

Foote, Cone & Belding., Chi.. aeet supervisor

henvon & Eekhardt, N Y., member media
dept

Bricacher, Wheeler & Staff, S, Fo acet exee

Yonng & Rubicam. N. Y. wvp

Foote, Cone & Belding, Chi., acet superyisor

WAYE-TY, Louicville, spee events dir

BRDO, N\. Y.t ver

MeCann-Erickhson, N. Y| acet sve group head

WOR-STV. N Yoo conmmml prog operations dir

VanSant-Dugdule & Co.o Balto., copswriter

MeCann-Frickcon, N, Y., acct sve group head

Foote, Cone & RBelding, Chi. acet supervisor

Henry J. hanfman & Ascociates, Wash,,
copywriter

Foote, Cone & Beldiug. N, Y., dir radis

MeCann-Ericksony, N. Y., asst te pres

SSCB, N Yo timebnsyer

Foote, Cone & Belding, Chi., acet sapersisor

William Esty, Hlywd., radio-ty dir

Foote, Cone & Belding, N. Y. dir ty

Foote, Cone & Belding, Chi., acet exee
Foote, Cone & Belding, Chi.. accet supervisor
Kudner. N, Y., copy exec
MeCann-Erickson, N, Y., gen enee

NEW AFFILIATION

Sovie, vp

Same. vp

Biow. N. Y. vp

Same. timebuyer

Ceeil & Preshreys N0 Y., timebnyer
Gordon Best. Chi.. member copy  staff

Foote, Cone & Belding, Honston. acet cupervisor
W. Craig Chambers, Pitteb,, radio-ty  dir

Same, vp

Same. assoc wmedia dir

Biow, S. F., acet exee

Same, also head riddioets comml dept
Same, vp

J. M. Muathes, N, Y. asa di
Benton & Bowles, N Yoo timeboyer
Same, vp

Roy S. Durstine, N Yo vp (effl 17 Sep)
Lewis & Gilman, Phila., acet exce
Same, vp

Same, vp

Same, copy chief

Same. dir radio-ts prod

Same, vp

Same. bue mgr radio-ay dept. asst to sp

Same. vp

Calkins & lolden, Cavloeck, MeClintow & Smith,
Hlywd., dir radio-ts dept

Same, radio-ts vp

Same, vp

Same, vp

Kenyon & Eekhardt, No Y., copy snpervisor

S Y i}

6. New Stations

STATION

WCOW, Sonth St. Paul

ou Air

FREQUENCY WATTAGE

1590 ke 500

MANAGEMENT

OPENING DATE

12 Ang (test operations) Beinhard  Steinley

7. New Netwwork

STATION

WHMUB, Manchester, N, .
WANAT, Nateher, Miss,
WSCR, Seranton

WSYD. i Adry, ML

Affiliations

FORMER AFFILIATION

AY N
LIS
Independent
III(I(‘])( ndent

NEW AFFILIATION

MIES ARC

ARC

NBC (eff 30 Nep)
ARC




Dear Mr. Shelley:

1 received a copy of news mention of
my husband, Marine Licutenant Donald
Houge’s survival of his fourth plane
accident as reported on your 10:15 news
broadcast on April 6th.

I'm sure that in instituting this service
from your station you fully appreciate
the great kindness you are performing to
many war-burdened people.

In tlis instance I had thiree days of
mental anguish trying to trace a report
appearing in an Omaha paper on April
3rd. And to this date I have never had
any acknowledgment of a wire I sent to
this paper requesting information,

There are times when civilian re-
serves, such as my husband was up to
August 1, 1950, have occasion to feel
embittered by the turn of their lives and
fortunes, but such actions as this from
your station makes things much easier
to face knowing that there are persons
concerned with the welfare of affected
families.

Thank you for your kindness.

Sincerely,
AMrs. DoNn HoUGE
Aberdeen, S. D.

Editor’s Note: Shortly after the out-
break of the Korean |Var, 1VHO began
ma/{znq coples of all broadcast news
ttems concermng lowa-Plus personnel in
Korea. Ve mail these copfes to the
Postmaster 1n the serviceman’s home
town with the request that they be de-
livered to his nearest relatives.

Dear Mr. Loyet:

Plcase accept the thanks of the Na-
tional Safety Council for the cooperation
of your station and Messrs. Kenneth
Gfeller, Del Donahoo, and Jack Ker-
rigan in comnection with a “Green Cross
Song Festival” broadcast from your city
on April 21.

The National Safety Council has long
since learned that it can depend upon
WIIO for full-hearted public interest
support of its nation-wide campaign to
prevent accidents. Your cooperation in
connection with the Iestival series is
just another example of this continuing
service to safety.

Very truly yours,
Nep H. DEaArRBORN
President
National Safety Council
Chicago

Dear Sir:

I appreciate your 8:00 a.m. \Weather
Report. Believe it is best report on air.
A real help to farmers. Keep it on the
atr.

Yours truly,
Joun C. CAMERON

Wayland, Mo.

10 SEPTEMBER 1951

Gentlemen:

On behalf of the local American Le-
gion post and all posts in Greene County,
we wish to extend to all concerned our
tlhanks and appreciation for the an-
nouncing of our meeting postponed. We
realize how powerful you are and the
value of time allowed for us.

We received great results; only two
families showed up out of a possible 500.
Very truly yours,

BiLL PEARCE
County Commander
United Food Markets

Jefierson, Towa

Dear Mr. Shelley:

The Overseas Affairs Branch, Depart-
ment of the Army, is very appreciative
of the public service time given by your
station in aiding our recruitment of
civilians for overseas service.

Please accept my personal thanks and
that of the Department for your co-
operation and assistance.

Sincerely yours,
JouN H. PLATTENBURG
Representative
Overscas Affairs Branch
Department of the Army
Civilian Personnel Division
Chicago

To thie News Staff of Radio WHO:

Just a few lines of “fan mail” in ap-
preciation of the way the news men at
WHO compile and present the news.
We are a farm family, and having little
time to read much in the summer
months, especially, we really enjoy the
concise accounts of the news, and try to
lhear the 7:30 a.m. and 12:30 p.n.
periods, particularly.

Somehow, you have a secret for in-
jecting into the news a live spark that
makes the news so meaningful and
castly understood. We lhave often
agreed that the same news lheard within
the hour on other Dbroadcasts (other
stations) just doesn't sound like the
same news—and often sounds as if the
newsmen were bored, or tired of reading.

On one of Jack Shelley’s noon broad-
casts, he stopped midway to say, “Now,
Clay Rusk”—Qur 3 year old, Glenn, wlo
was sitting at the dinner table and who
has often been cautioned about playing
too hard and rough, reached over and
patted his mother’s shoulder and said,

(L

“Mom, the man said ‘Now, play rough!
Qur thanks agann.
Regular listeners,
Mgr. & Mrs. Ravpnn Scrurrz

| Kiron, lowa

gw professional advertising men, we suppose, have
ever written a personal letter to a radio station. There-
fore it may be difficult for you to realize why WHO
gets mailbags of personal letters—to understand the
feelings of friendship and inter-dependence that exist

between WHO and its listeners. . . .

Read these few typical letters, and we believe you’ll get

some new ideas of what \WHO means in lowa Plus—

what WHO can mean to advertisers, too. . . .

WihlC

+ for lowa PLUS #

Des Moines . . . 50,000 Watts

Col. B. J. Palmer, President
P. A. Loyet, Resident Mauager
y

IFREE & PETERS, INC., National Represeutatives
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No other station reaches as many Okla-
lN ‘ homa homes, day and night, as WKY,
g ’ *8MB Study No. 2, Spring, 1949

| 3 3 6 y 2 8 o Daytime Families
2 9 2 ¥y l 2 o Nighttime Families

E Year in and year out, WKY holds top
spot among Oklahoma City stations.

w

,f Sta.B Sto.C Sta.D Sta.E Sta.F Sta.G Look how WKY stands
|

i Morning (Man.-Fri) 35.2 206 223 4.9 58 44 3.6 among all NBC Stations
'[i Afternoon (Mon.-Fri.) 51.0 15.1 7.8 5.4 6.2 7.0 5.4 April-May Hooper Index, 1951

h Evening (Sun.-Sat.) 44.9 26.6 15.8 7.9 * . ‘ MORNING 2nd
I Hooper Audience Index, March-April 1951 AFTERNOON 1st
! *Sign off ot locol sunset EVENING 1st

- MARKET IN OKI.AHOMA

f The 62 Oklahoma Counties in WKY's Daytime BMB Area Contain:

739, of the state’s Population 729, of the state’s Automotive Sales
719, of the state’s Total Retail Sales 879, of the state’s Gross Farm Income
719, of the state’s Food Store Sales *Source: 1951 Sales Management Estimates

. 719, of the state’s Drug Store Sales

And Remember,

WKY:-TV

is Oklahoma's

TELEVISION
m STATION




. Spansor

Barbara Collyer

Advertising Manager

Welch Grape Juice Co., New York

The old Welch grape juice campaign is ample evidence of radio’s
long range effectiveness. From October 1933 to March 1942, inter-

mnlenlly Welch’s sponsored a 15-minute stanza on the Blue network

[ ] [ ]
P"SlthElYl starring Irene Rlcll The commercial theme: Welch’s was the ideal
@

weight leducmw drink.
- Some nine years later. that idea

still lingers. But now Welch's

- emphasis is on the grape juice’s value as an energy drink for chil-

E Merchandixing is our dren. Putting this message across to counteract the success of the
- business! From  Panda old radio campaign is Barbara Collyer’s job. Her approach: the very
Dolls to Farm Machinery carveful integration of the commercial with the Welch air efforts, a

: WIOU scores high with radio announcement campaign in 14 non-television cities and Howdy
= a proven huying audience Doody on NBC-TV. Fridavs. 5:30-5:45 pn. [istimated radio and

m the heart of Indiana’s
most prosperous counties.
hnpressive too. is the hst
of national acconnts who

the comnercial with the artistic.
have  repeatedly  found

TV budget: $385.000. accounting for 109¢ of Welch ad expenditures.

Miss Collyer. former associate cony chief at Grey Advertising, and
a prize winning institutional director at Macy's. tells how Welch and
their agency, Doherty, Clifford & Shenfield, work to smoothly blend

“In selecting a jingle for use on radio this summer. we must have

that their advertising in- listened to hundreds hefore we were satishied. Even then we wound

vestment with \\]()[‘ up re\\'ri[in(r []]e ])‘[‘i(‘t ”
o0 brings greater than aver- The same painstaking care goes into Welch’s TV venture. Howdy
“‘\(\’ age returns. Doody appears on all Welch product labels and point-of-sale displays.

as famous a bovine as Borden’s Elsie.

1000 WATTS . 1350 KC
KOKOMO, INDIANA
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Commercialwise on the show is another puppet destined to become
The cow \\'ith the sales punch
s Roval Purple Cow——a product of Miss Collyer’s fertile nnagination
tshe co-created those crowd-stopping Nmas mn(]ous al Md(‘) 5).
Miss Collyer introduces Royal Purple Cow: “She was built es-

i ( , pecially for the program. She was born a rich. purple color and
therefore refused to cat clover. grass. hay or anything else cows
normally eat. She likes only grapes and grape juice.”

On TV since last December, Miss Collyer believes the saturation
radio campaign combined with {Jowdy Doody will eradicate the “too
successful” Irene Rich program of years ago.

l'ven when relaxing with one of her hobbies, bridge. Miss Collyer
i e ' maintains her magic touch; she has won a couple of national bridge

WEE D (9' COMPANY tournaments. As an aundience builder for Weleh's show. she adds:

“] have two children of ‘Ttomdy Doody age’  four and eight.”

SPONSOR




SUNDAY  [12.1(4.7 |[2.931.2|5.9|20.0{7.6(10.0{12.4|5.3
~ TUESDAY 15.111.5|2.3[30.7|3.7|21.6]/ 8.3[15.6[ 5.0 |1.4
| THURSDAY | 9.4|7.8| » |32.6] & |20.6/11.3/13.5/12.8|1.4

FRIDAY 9.1|95.7 s |26.2]2.5]120.519.8118.0(14.8 2.5!

SUNDAY
12:00 NOON.~6:00 pm| 17-5] 8.1 | 3.1[58.0| 1.7| 6.7]14.0| 2.5| 2.8 | 3.1

Second only to 50,000 watt net with 25.5

SUN. THRU SAT. EVE , ,
.00 PM—1030 pm | 11-1] 8.4 |1.7[24.1]3.3| 25.5/ 6.0|19.3| 8.9 | 2.8

Exceeded only by 50 kw net!

TOTAL RATED |
TIMe Pertons | 11-5} 6.1|2.0]22.3/3.3| 31.0] 5.1]16.5/11.0|2.8

The Detroit radio audience listens to WJBK, and the figures prove it. Phenomenal,
aren’t they! But WJBK does it all the time. More important to you, this tremendous
audience responds to your WJBK-delivered commercial for the sales results you want.

*Radio Hooperatings—June 1951

WIBK == DETROI

The Station with a Million Friends
NATIONAL SALES HEADQUARTERS: 488 MADISON AVENUE, NEW YORK 22, ELDORADO 5-2455

Represented Nationally by THE KATZ AGENCY, INC.
10 SEPTEMBER 1951 21
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* Every Top CBS Show

® Stimulating Local
Programs

® Astonishing 59.59 listen-
ership gain s

| am a belle of Old Mobile
They say that I'm old fashioned. . .
But honey chile
Jus' take a look
Ther get yore name
In mah date book
Ah'm the sellingest thing
To come yore way
Ah'm payin' off now
And every day.

*$322,949,000.00
Total Buying Income
$4.763.00 Average
buying Income per
amily

National
Representative,

Adam J. Young, Jr.

- F. E. Busby,
J'I General Manager

N THE DIAL 710
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New developments on SPONSCR stories

W, B. Way, KVOO gen. mgr., points up radio set count to Tulsa broadeasters

Sece: “Radio is getting bigger”
14 Augnst 1950, p. 30

Issue:
0 0 Subject: Radio impact increasing with more

radio home< and more individual
listening

The Tulsa Broadeasters Association (KVOO, KTUL, KOME,
KFMJ, KAKC, KRMG) evinced interest in the number of TV set
families in Tulsa and the Tulsa area. The result of their interest: a
survey conducted for them by Leslie Brooks & Associates. It gives
both the Broadeasters Assoctation and broadeast advertisers in the
arca a chance to evaluate radio’s punch.

The Brooks organization made a total of 3,116 interviews in Tulsa
and in 40 towns in the Tulsa area (an area exclusive of Tulsa roughly
extending for a radms of about 00 to 75 miles from the city).

The major findings:

Number of Radio Set TV Sets in Homes
Homes and Businesses
7.591-—-95.6% 12,6683 -21.01¢¢

City of Tulss )
155.316- 95.077 18,114—11.33¢

Tulsa area

Total 212,910 31.072

Rescarchers also found that families with television sets and radio
<ets spend almost equal time with both media; listening to radio 4.3
hours per day and viewing television 1.5 hours per day.

literesting note: the purchase of a television set by a family, on
the average, has cut down radio listening at first. But later the fam-
ily cuts oul some of its other leisure-time aclivities and increases its
radio listening.

Average hours ol listemng to radio per day by set families:

Radio Set Famn- Both Radio Only
Radio Set ilics also Own- ond TV and Ra-
Families Only  ing TV Sets dio Set Families
City of Tulsa 5.3 lirs. 4.28 hrs, 5.1 hrs.
Tulsa area {ex- 5.8 hrs. 4.31 lhrs. 5.8 hrs.
clusive of Tulsa)

SPONSOR
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CONSIDER COMPARE
THE THE
COVERAGE COST

WNAX v+ NEWSPAPERS

WNAX NEWSPAPERS
{coverage) (circulation)
WNAX weekly audience, as measured by Publishers' ﬁgurBe.s zaio.r failses published in
ofe . [} ] an
BMB Study #2: 405210 families—with 80% Paper A 9 neeE e
listening 3-7 times each week. "B ' §2.402
S G o 20,660
" D 16,342
" E 10,490
" F 10,070
R C 6,120
405,210 Total 199,709
COST PER THOUSAND
(IV2-hour time charge) (full-page black and white)

One Class D half-hour on WNAX carries The combined page rate for the 7 major
a one-time rate of $84.00 daily newspapers in Big Aggie Land is

1

0.207 $10.30

WNAX cost per thousand $ 0.207
7 major dailies cost per thousand. $10.30

When you consider the coverage and compare the cost, it's
easy to see yeu just can't beat WNAX in Big Aggie Land.
So, when you buy to sell in the world's richest agricultural
area . .. get the BEST BUY—WNAX!
See your nearest Katz man today.

THE MIDWEST ADDRESS OF CBS

* Morning and Evening combined.

YANKTON - SIOUX CITY w

FILIATED WITH THE COLUMBIA BROADCASTING SYSTEN |
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Why raadio will

matching a basie TV wealiness, insure

.i"'-i'

\ few short months ago, many advertisers and broadcasters alike
were ready to write off radio listeners as the next great group of
vanishing Americans. But, as the fall season approaches, there’s a
new confidence sweeping advertising and broadeasting circles. Audi-
ence and trade promotion campaigns are breaking out all over: sta.
tions are reporting record-breaking national spot business; network
sales are picking up. Most important, radio industry leaders them-
selves are facing the fall with optimism and a new detenmination to
fight for the health of their medium. To find out what inspired this
optimism and to learn just what radio’s future role as a medinm will
be sronsor interviewed outstanding radio professionals in ever
category, advertising agency executives. and even such non-radio
industry opinion-makers as Mrs. Eleanor Roosevell and several radio-
TV columnists. In the article on the following pages. youll find

their predictions.

heve ma TV era

Medium’s basie strengths, cach of them

continued values for advertisers

N —




ADIO™S very nature, includ-

ing is basic strengths, msure

that it will survive and re-
main strong even after TV develops to
full maturity. . . .

Television’s very nature, including
its basic weaknesses, make this fact
doubly certain.

It is these two intertwined and fasci-
natingly simple facts which are the ba-
sts for much of the optimism about ra-
dio’s future now current in both ad-
vertising and industry circles. At least
that’s the pattern of opinion which
emerges after a series of sPONSOR in-
terviews with dozens of high-ranking
and thoughtful executives in every
branch of radio.

The very simplicity of the facts
about radio’s future has tended to ob-
scure theni, sPoNsor’s editors believe.
Through frequent lip-service repetition
in speeches and articles, radio’s basic
attributes— -its low cost, its infinite flex-
ibility. its show-production simplicity,
its universal coverage, the freedom 1t
gives listeners to do other things-—have
taken on a hackneyed connotation.

But sroNsoR’s discussions with in-
dustry thinkers have suggested a fresh
way of looking at these qualities of ra-
dio. Each one of them really repre-
sents the reverse of a basic television
weakness. Thus the two media tend
to notch into one another in a rela-
tionship which actually assures radio
its own special role in the future—
doing what it can do well and what
television can’t do at all.

LOUIS HAUSMAN, CBS radio administrative
v.p.: "We are out to make news about radio;
not just columns, but page one. We'll get
people talking about radio. That's why
we've hired Hollywood exploitation men."

The realization that television does
have important, basic weaknesses is
just now becoming widespread as the
mediunt emerges from its amazingly
voung pubescence mto a gargantuan
adolescence. Fortune, quick to spot the
perils of a competitive medium, opinec
recently (“TV’s Time of Trouble.” Au-
gust 1951) that “The mastodon is in
the mire. Now is the time to harness
him.” But nothing written in Fortune
or on these pages should be allowed to
obscure the fact that there are superla-
tive entertanmment and selling qualities
as well going to make up television’s
potential.  Still the weaknesses are
there. helping to insure radio’s con-
tinued value.

Dominant among television’s nega-
tive qualities is its high cost. Said Ray
Vir Den. president of Lennen & Mitch-
ell: “Without adding a single impres-
sion, our costs for TV on one of our
accounts this fall will go up 517 while
radio costs for the same number of
impressions as last vear will decline
by 9.

The real importance for radio of
television’s high costs is that they im-
pose certain limitations on the visual
medium whiclt AM can use to its own
advantage. “Very ecarly in the medi-
um’s history,” said a TV producer.
“we lrave reached a point where we
cannot afford to experiment. cannot
afford to risk failure. It is the younger
medium. television. which must depend
on an oldster’s tricks——names built in
other media; matertal guaranteed to

ELEANOR ROOSEVELT (speaking as a radio/
TV personality): "Though radio should take
advantage of its chance to inform the pub-
not
want to be consciously educated via radio.”

lic, | suggest a caution: People do

aim at the lowest common denomina-
tor. Meanwhile, old man radio is be-
ing freed to develop new talent, new
ideas; television has given radio the
opportunity for new youth.”

Besides the fact that television’s tre-
mendous costs may be spiralling be-
vond the realities of sales results. there
are these weak spots cited by many stu-
dents of both media:

e The trend to filmed programing
may wash out much of television’s
spoutaneity, increasing the extent to
which it is formal entertainment rath-
er than a part of home relaxation.

e Unions guarantee perennial cost
complications for TV. The more TV
develops, the more high-priced special-
ists it acquires. until in the end there
may be unionized scent interpreters at
the control boards when smellevision
i= added to four-dimensional viewing
and color.

e Development of many stations in
each community may leave the medi-
um without sufficient good and chang-
ing material to program effectively.

Projected against this picture of tel-
evision’s hasic problems, it hecomes
apparent that much of what radio is
doing now by way of programing evo-
lution represents a kind of reverse Eng-
lish. Where TV is now high priced.
SPONSOR's informants pointed out. ra-
dio is cutting down. Where TV is dot-
ing on the extravaganza, radio is turn-
ing away from fan-built stars to pro-
grams based on ideas, intrigue, or in-
formation. Where TV is ahsorbing the

MAURICE MITCHELL, Associated Pra
Service v.p.: "Radio can best stay
by programing for local audiences.
lieve radios will be relegated to Ame
attics—provided people start living in a

= i




MACK, veteran radio writer: “The

By Buford Tune |
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{ DOTTY, How CAN You KNIT
| AND WATCH TELEVISION
AT THE SAME TIME P
) = 7

M? 7

I'VE KNITTED A LOT OF
SWEATERS FOR YOU
) WHILE LISTENING TO THE
/) RADIO, HAVEN'T I ?
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shickness of Hollywood via its expand-
ing use of fihned fare, radio is empha-
sizing its own spontaneity.

What these generalities mmean in spe-
cific programing terms, most of those
interviewed believe, is that radio will
continue to jeltison 1ls expensive va-
riety programs. for example, eventual-
Iy leaving this type of entertainment to
television. At the same time. radio will
be free to attempt formats which were
never an important part of its pro-
graming. Throughout the industry—
in conversations with figures ranging
from Louis Hausman. CBS administra-
tive vice president in charge of sales
promotion and advertising. to radio/

HY BROWN, veteran producer-director-writ-

TV performer and opinion-maker Elea-
nor Roosevelt—-sponsok  found that
documentary-type fare, for example. i«
expected to become more important on
radio. (Though Eleanor Roosevelt, as
you might expect, urges that radio go
m for more serious programing of the
documentary nature. she warned that
“People do not want to be consciously
educated via radio. Program material
must stick to what interests listeners. |
found that out with my own program
when broadcasts from Geneva. Switzer-
land. lost half my audicnce. I came to
the conclusion that [ simply hadi’t
found things over there which inter-
ested the average woman.”)

firiends of radio have been doing
to bury a very live 'corpse.’ As a
liter | hate to say it, but | think
§ e less comedies and more dramas,”

er: "TVY can't compete economically with ra-
dio. Radio will adjust programing and costs
until it finds its own level. There's no reason
why radio and TV can't thrive side by side."”

Documentaries witl be more impor-
tant on radio of the future hecause they
(a) can help attract attention to radio
by the sometimes sensational nature of
their material; (b) can’t be done on
television easily (¢) can be done at
low cost on radio via tape recorders
and other on-the-spot techniques.

Music. news. imaginative drama
the ingredients which Mutual's pro-
graming vice president. William Fine-
shriber says MBS will feature——are all
deemed important in radio’s future be-
cause they. 100, noteh perfectly with
what TV cannot do as well.

Already, documentaries are begin-

(Please turn to page 87)

RAY VIR DEN, president, Lennen & Mitchell:
“Radio
media today. It remains to be seen whether
TY's sales effectiveness over the long pull
will justify its present sky high costs.”

is a terrific buy, best amang all
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How @ voune giant

mitkes friends
s own back

A neweomer to aluminnm industry. Reyvnolds Metals put

Il
Vard

Keen Johnson, Reynolds PR chief,is thanked for airing U, of Ky. basketball

radio (0 work

on loeal level. making friends. attracting skilled weorkers

\re you. as a national ad-

vertiser, faced with a public-

relations  problem? Here’s
the story of how one sponsor—with
new branches springing up around the
country—used radio to make friends
with the communitiex in each of its
new backyards.

In April. 1940, with war drums beat-
ing in the distance. Reynolds Metals
Company went into the aluminum-pro-
ducing business.

It was hardly an easy decision. After
20 years of careful building. fonnder
R. S, Reynolds, Sr.. had put the com-
pany in first place as a fabricator of
alummum foil and powders: made it

tops in high-speed color printing on
foil.  Yearly sales were hitting the
$20,000.000 mark-—and sprouting at
a merry pace.

Revnolds and his fellow board mem-
bers risked losing all this when they
stepped in to primary aluminum pro-
duction. For the privilege of borrow-
ing $15.800.000 from the RFC and
bucking mammoth ALCOA (a near-
monopoly of 50 years” standing) Rey-
nolds mortgaged all their plants——pres-
ent and to come.

Imaginative thinking paid off, how-
ever, and continues 1o spark Reynolds
Metals. Today its employees number
25.000; sales  exceed  $200.000.000

10 times what they were a
decade ago. Following a tremendous
expansion. Reynolds  kept
adding capacity. The lease of six goyv-
ernmcent-built plants in 1916 and their
purchase in 1949 lelped boost produc-
tion to the point where the company
now turns out 507.000,000 pounds of
aluminum pig a vear. That’s over 50«
more than the pre-war production of
the entire industry.

Now safely established as one of the
young giants of American industry,
the company has begun to ponder a
problem common among America’s hig

vearly.

war-time

. [ . "
husintesses: how  to  “communicate

with the public to ward off the notion

REYNOLDS' RADIO SHOWS, HERE BILLBOARDED AT COMPANY MEETING, RECRUIT WORKERS, PROMOTE COMMUNITY RELATIONS

e &

WGRC
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When U. of Ky. dedicated new stadium, Reynolds broadcast ceremony over local station

that business in general, and Reynolds
in particular, is monopolistic or oppres-
sive; and to store up good will which
the public can someday express in
terms of purchase of Reynolds prod-
ucts or a willingness to work at one of
the Revnolds plants.

Fortune, which recently popularized
the word “communicate”™ as a syno-
nym for efforts of big business to make
itself understood, has accused most in-
dustrialists of ineptitude in communi-
cation. Fortune necedled the typical
“Fourth of July” approach to the prob-
lem in which a four-color magazine
page depicting a “typical” American
town and a homespun caption seek to
establish the points that (a) this is a
grand old country: (b) free enterprise
is a grand old system; (c¢) Zilch Arma-
tures is a grand old company that (d)
can do its job only via grand old free
enterprise.

But up-and-coming Reynolds has
not fallen into the ways of older firms

Reynolds to spend million on air
for “‘Big Show,” TV Kate Smith
¢ This
jumps heavily into net radio,
TV: 6:30-7:00 p.m. on The Big
Show. alternate Wednesdays
8:00-8:30 p.m. on Kate Smith,
That’s NBC radio and NBC-TV,

respectively.

September  Reynolds

A series of five harness race
Lroadcasts over ABC radio net-
work started 16 August.

in its efforts to communicate with the
public—in particular the public in the
neighborhood of its own plants. In-
stead. it has devised an approach based
on spot radio program advertising
which other industrial firms— medium
sized and large—would do well to ex-
amine carefully.

In brief. the Reynolds strategy is to
communicate via deeds. not words.
The deeds are sponsorship of progranis
which have either important public-
service functions or are of high local
interest- - as in the case of college
baskethall which Reynolds airs in sev-
eral places.

Instead of flling color pages with
the folksy copy which Fortune believes
leaves the average man completely un-
impressed. Reynolds gives the public
something worthwhile — then adds
some “sell” for itself in the form of
commercials,

For its public-relations work. the
firm allots approximately $100,000
currently. though the total is by no
means fixed. Radio is used exclusive-
ly for this effort which is completely
separate from the $1.500,000 ad bud-
get for sales of specific products.

Keen Johnson, vice president in

charge of public relations and forner

Governor of Kentucky. explains what
Reynolds is trying to accomplish pub-
lic relations-wise this way:

1. Reynolds wants to make friends
at every level of community life in the
cities and states where it opcrates.

2. The company wants to tell its
story to present employces and to those
who might seek employment with Rey-
nolds.

( Please turn to puge >1)

Reynolds, No. 2 aluminum-maker, had vast post-war expansior
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Why the sponsor should self-censor

Censorship ix integral to the central purpose of ereating good will,

pleasant associations, popunlar feeling~ of gratitnde.

I the logic of the marketplace and the bnsiness man’s aceenting
of the positive, the commereial side of American radio favors the
zay, amnsing, harmless. nentral and avoids the sharp, acid, hatefnl,

Typically the business man chooses to refleet and echo public taste
as commonly interpreted. In so choosing he plainly censors the
opposite values, has no association with politieal, artistie or literary
avant garde.

Cencorship there is, but the important thing is to know the rules
and pot over-step them, Ahove all the business man is to be
warned against intending hi< own personal and private politieal
and saeial preferences. To do so is to imvite connter-attack.

.

Censorship i never a *solved™ problem for the busivess man, bt
always a live issne, His best protection lies in the full knowledge.
Henee, in the present text, and in a sceond article to follow, the
tangled, tantalizing, very human and often whimsieal history of
radio (and television) censorship has been recomnted. Yon may
wish to file this as reference next time von face a censorship problem.

P

PART ONE

OF A TWO-PART STORY

Be careful
on the aur

History of radio
proves self-censorship
is the sponsor’s

best protection

Perennially the argument
about censorship eoncerns
the need of it, the amount, method,
duration, motivation and sincerity of
it. Regulated as much by human na-
ture and the tides of political passion
as by formal law, censorship is no-
toriously inconsistent in operation
from eountry to country. state to state,
time to time. The very victims of cen-
sorship will turn around and them-
selves seek 1o censor others.

As a malter of protective foresight
and everyday insight sponsors ought
to understand in a general way how
censorship works, what dangers lurk in
drastic or impulsive censorship and
how the tone, color, and grip of cen-
sorship varies.

Historically, the United States had
the odious Alien & Sedition laws even
in John Adams’ day. Lincoln suffered
ertevousty from a virulently subver-
sive pro-Southern press in the North.
In World War I there was straight-
jacket under Imperious
George Creel, a man who sneered at
“the so-called mind of the public.” The

censorship

SPONSOR
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The broadcaster's creed

Obserrve the proprieties and customs

of civilized society

Respect the rights and seunsitivities of

all people

Honor the sanctity of marriage and

the home

Protect and uphold the dignity and

brotherhood of all mankind

Enrich the daily life of the people
through the factual reporting and
analysis of the news, and through
programs of education, entertain-

ment and information

of

matters of general public concern;

Provide for the fair discussion

engage in works directed toward
the common good; and volunteer
aid and comfort in times of stress

and emergency

federal government in 1917 seized all
telephone, telegraph, and wireless fa-
cilities, ordered all radio amateurs not
only to stop using their equipment but
to dismantle and store it for the du-
ration. In contrast, the censorship
policies of World War II were much
more permissive, publishers and
broadcasters being simply honor-
pledged to voluntary cooperation. The
physical properties of communication
were left wholly in private manage-
ment hands.

Between the two wars radio had be-
come a great new advertising and pro-
paganda medium unlike anything
theretofore known. By the time Pearl
Harbor ended all further debate. radio
had been a principal forum of the run-
ning dispute over foreign policy and
in its way a very real educator of the
American masses. In purely commer-
cial terms, advertisers and broadcast-
ers. both, had learned. often by pain
and embarrassment, the line between
use and abuse of the medium. Radio,
remember, introduced many a prob-
lem in censorship which had no prece-
dent.

Immediately prior to radio the very
term “censorship™ tended to suggest a
purity crusade. H. L. Mencken has
somewhere said that whenever three
Americans gathered. two of them at

once formed a society to reform the
morals of the third. The sophisticates
of Lurope were vastly entertaincd 1n
1911 when our humorless Society for
the Suppression of Vice went to court
seeking the banishment of a timorous
nude painting known as “September
Morn,” copies of which thercupon be-
came a best seller. A similar attack,
in 1907, upon “Salome” dancing at
the Metropolitan Opera had created a
nation-wide vaudeville rage for hoocliie-
coochie. All the while prudish censor-
ship of literature was rampamt until,
in the 1920’s, a presiding judge ridi-
culed an attempt to suppress James
Joyce's novel. “Ulysses.” His Hounor
opining the book was “more emetic
than aphrodisiac.”

Loosely grouped, certain suppres-
sions of truth (perjury, contempt) and
certain perversions of truth (libel,
slander, malicious gossip) are aspectz
of censorship about which public senti-
ment is reasonably clear. as is the law.
Mischief must be controlled and pun-
ished. Incitement to panic, unre-
strained vulgarity or pornography.
false rumors circulated by an enemy.
racial or religious hatrioteering. false
crying of fire are almost universally
recognized as properly suppressed and
deleted. In short. honest and demon-
strably needful censorships are com-
monly accepted. Again, the greater
urgency of war is respected. Lven the
American Civil Liberties Union, cour-
ageous defender of traditional con-
cepts, acknowledges that existence of
a Communist plot to seize power sanc-
tions arbitrary barring from office in
labor unions of known party-liners.

Traditionally, Americans have held
that government best which governed
least and that society happiest whose
individuals were most free to differ
with status quo and convention. Hence.
with special exceptions for special cir-
cumstances, attempts to extend censor-
ship are ordinarily resisted. Again
and again Americans have fought fact-
suppression and limitation on free de-
bate in political parties. legislatures.
corporations, colleges. military estab-
lishments and church assemblies. In
the last few years, a new form of re-
sistance to censorship of discussion has
been manifest in minority stockholder
attacks upon steamroller-minded chair-
men of annual company meetings.

Trade historians agree that Amos
n’ Andy in the first flush of their phe-
nomenal popularity did more than any

(Please turn to page 53)
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banks can

do hetter

on radio/ TV

All too frequently, inferior ad personnel.

windy copy. stilted shows. and lack of

“hard sell” rob cash from bank tills

1 A wise banker wonld no

: 22 more think of hiring a
seedy hobo as a bank teller than he
would of handing out Civil War green-
backs to his customers. Yet. curiously,
when it's a matter of appointing an
advertising manager, a good many
bankers exercise precisely that lack of
good judgment.

Many bank ad imanagers todav,
therefore. have a lamentable ignorance
about their trade. As one account ex-
ecutive, experienced in handling radio
and TV advertising for banks, told
SPONSOR morosely:

“Too often. your average bank ad
manager is apt to be an ex-vice presi-
dent. chosen for his new post because
he’s a back-slapping. hail-fellow-well-
met. He’s congemial. Belongs to a lot
of clubs. Gets around town. So the
bank manager thinks he’s ideally snit-

ed as an adman. What happens.
though, is that the guy is a charming
incompetent. A fellow with a stiff-
necked. stuff-shirt attitude about bank-
ing. a snob’s concept of the public, and
a pigmy knowledge of media. In short,
a Dlunderer. But because the hanker
himseH knows =0 hittle about advertis-
ing. his hireling keeps getting away
with murder.”

Although there are hundreds of dis-
tinguished exceptions, this lack of dis-
crimination in the selection of bank
ad managers is a major reason why
many banks have fared badly with ra-
dio advertising. It also accounts for,
in part. the decrease in the use of the
air by banks over the last several years.
Here's the current picture of hanks on
the air:

According to the American Bankers
Association. the nation’s 15.000 hanks

Percentage of bank budgets to radio
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in 1951 will spend an estimated &43.-
000.000 in advertising. Nobody knows
exactly how much of this will be de-
voted to radio, but the best available
sources show that. while American
banks spent about $6.000,000 for ra-
dio advertising in 1940. this vear it
will be about £3,500,000.

This continuing slump is borne out
by surveys conducted by the Financial
Public Relations Association of Chica-
eo. “Radio continues to decline in fa-
vor as a medium among reporting
banks.” it announced after its most
recent study of 258 sample banks
throughout the U, S, “In 1950, the
use of radio is expected to be only

Co-op shows, like MBS "Newsreel,”" give banks p

SPONSOR
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slightly over one-half what it was in
1946.”

Their figures show that, while 60%
of the banks surveyed in 1946 used
radio advertising, it dipped down to
567 in 1950. Also, the percentage of
each bank’s total advertising expendi-
tures devoted to radio has declined
from 14% in 1946. to 139 in 1947,
to 117 in 1948. to 8.7% in 1949 to
7.7% in 1950. In 1950, radio was
dwarfed by three other bank media—
newspapers, which got 30.9C of the
total appropriations; periodicals,
11.8% : direct mail, 8.5¢¢. While ra-
dio has been tobogganning in popular-
ity as a bank ad medium. TV has been
inching forward. Beginming in 1949,
5% of the banks used TV. and in
1950, 79 did. Similarly. the percent-
age of the total bank ad expenditures
parcelled out to TV has increased from
9% in 1949 to 1.3°¢ m 1950.

This trend is verified by G. Edwin
Heming. associate manager of the ad-
vertising department of the American
Bankers Association. “Our surveys in-
dicate,” he told sronsor, “that banks
over the last five years have been in-
creasing their use of newspapers, di-
rect mail and TV, and turning away
from radio.”

This is not to imply that radio’s

10 SEPTEMBER 1951

regression in the eyes of banks is uni-
versal, nor that it’s due to the rise of
TV. Actually, banks only began re-
garding radio as an important medium
15 years ago, and at that, were slow to
begin adopting it for advertising. As
was pointed out by spoxsor (*Banks
on the air.” 6 November. 1950}, only
146 banks were using radio in 1937.
and by 1949. over 2.000 banks were us-
ing radio and/or TV. The over-all
progress in the use of the air medium
relative to the 1930°s still holds: and
as some banks drop out of broadcast-
ing, other banks, spending less, are be-
ginning to use it for the first time.
This year, the best informed estimates
indicate. over 1.500 banks are using

, WNBC; DUNCAN PIRNIE, ANNOUNCER, WOXR; MORNING MAN JOHN GAMBLING, WOR; NOT SHOWN—MARGARET ARLEN, WCBS

radio. and over 50 are using TV.
mostly on an experimental basis.

What's responsible for the defection
of banks from radio? What mistakes
are they making? And what can be
done about it?

As was already pointed out, the root
of the problem is the haphazard selec-
tion of bank advertising managers.
And as a result of a survey made by
SPONSOR, these are the most common
blunders made by these untutored ad-
men, resulting. naturally, in the banks
shying away from radio:

(1) Erratic advertising. As Gene
Bridges, public relations and adver-

( Please turn to page 67)

Ouistanding buauk ad man

Raymond K. Meixsell, ad manager for Troy
Savings Bank, N. Y.: "Since | was for I2 years
media director for an ad agency, | recognize
the value of radio advertising for banks. Our
I5-minute news show on WTRY builds pres-
tige, permits 'hard selling' of bank services,
Our
two-week radio offer of a Korea War map

An offer of a 'Bank by

gives us immediate listener reaction.

drew 600 replies.

Mail' booklet draws 100 replies a month.
When our commercials say specifically a
safe deposit box can be rented for $5

plus tax, we get rush demands for them."
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PART TH

OF A THREE-PART SERIES

&:’" “I hat’s the best way to get
il dnto the preminm act?” is
the 304 question on the minds of many
would-be users. The preceding articles
in this series. showed how spousors
profit with preminms (13 Augast)
and outlined the advantages of pre-
minms for voungsters (27 August).
This article covers the how-to-do-it of
premium promotion: explains the fanc-
tions of the advertising agency’s de-
partments in each step of the opera-
tion; tells the organizational and oper-
ational differences between large and
small preminm users: reports how re-
tarns ave handled. Without pretending
to be the Alpha and Omega of the sub-
ject. it is a practical guide for promot-
ers of self-liquidating premiums.

To plan a premium promotion intel-
ligently, first of all you have to have
some knowledge of the basic mechanies
of premium practice. The framework
is simple. Every self-liquidating offer
goe= through three operational stages:
(1) selecting the item; (2) promoting
it: 13) handling the returns. The spon-
sor's advertising ageucy plays a vital

role in the first two: the third is out
of its hands.

Almost all the large advertisers who
use premiums and most of the leading
agencies maintain well-organized pre-
miumn  departinents.  In cases where
both the client and agency have such
set-ups, the two staffs coordinate their
work and pool their findings. Firms
which do not have these departments
and whose agencies do not provide the
service usually call in sales-promotion
consultants to formulate merchandise-
moving campaigns. This is a good ar-
rangement for small advertisers whose
promotional activities do not justify
the cost of retaining a full-time special-
ist on the payroll. There’s an even
more economical procedure. \ small
concern may receive help frce of
charge from a merchandising expert
representing a premium manufacturer.
The disadvantage of this method seems
obvious. No matter how conscientious
the representative may be. he can’t
serve the best interests of two masters
simultaneously. Nevertheless, many of
these combinations present well-execut-
ed promotions that fulfill their objee-

DO°s
b 1. Ofter only bona fide bar-
Zains.
b 2. Offer items acceeplable to

all income groups.

.
b 5.

Offer self-explanatory pre-
minms for adualis,

:’l. Back the offer with as

n:ach advertising as possible.

5. Use broadeast adyvertising
for maximom resulis,

v

O, lhave premium  asvailable

hefore advertising,

7. Have facilities 1o mail pre-
nminm promptly.

-
DON'T's
b 1. Don’t exaggerale valne of
preminm.

2. Don’t profit on preminm.

3. Dou’t expeet every offer
10 pull sen~ational retnrns,

4. Don't bny more than nee-
essary to get lowest price,

5. Don’t consider preminm a
enre-all for <ales problems,

6. Don’t expect premium o
overcome  disadvantages  of
poor produet.

vV vV vV VvV v

7. Don’t buy premium hefore
vou have a plan for nsing it
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tives for all parties involved.

The premium department has a
quadruple responsibility: (a) judging
whether a premium offer is the right
medicine for a specific case. say. of a
nose-diving sales chart complicated by
overstocked dealers’ shelves: (b) de-
termining whether the offer should be
self - Hquidating, coupon - redemption,
factory-packaged. insert, outsert. etc.;
(c¢) selecting the best potential premi-
ums to correct the sales chart’s condi-
tton; (d) helping plan and direet the
campaign.

Its members are always on the alert.
searchine for good premiums and for
ideas which can be developed into good
premiums. This phase of their work
involves:

1. Attending premium shows and
trade gatherings.

2. Comntacting represemntatives of pre-
mium manufacturers and suppliers.

3. Digging through records of past
offers.

4. Studying all available data about
current offers.

5. Visiting retail stores where pre-
mium-type items are displayed.

6. Listening to suggestions made by
almost anyone— {rom experts to crack-
pots.

Among the shows they attend are:
Prenium and Advertising Specialties
Exposition, New York; National Pre-
nriunt Buyers Exposition, Chicago; and
ASNA Specialty “Fair,” Chicago. A
few of the organizations arc: Premium
Advertising  Association of America,
Rams=ev, N, J.; Premium Industry
Chib, Chicago: New York Premium
Club. New York: and Advertising Spe-
cialty National Association. Washing-
ton. D. C.

Some of the most successful ideas
for box-top promotion came from
sources other than premium suppliers.
Here are three examples:

1. A man saw a little peepbox in a

SPONSOR
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Typical premium offer: item with utility value

store window. The man was an oflicial
of Ted Bates, Inc.. the ageney which
handled the Colgate-Palmolive-Peet ac-
count (sproxsor, 5 Decemher 194919,
An idea was born; the pecpbox became
a terrific premium——the toy television
set sponsored by Colgate toothpaste on
Howdy-Doody (NBC-TV).

2. A man dropped into General
Mills” offices. He talked about a spin-
thariscope, a device physics classes
used to demonstrate the disintegration
of radioactive material. He thought it
had possibilities as the nucleus of a
premium. It did: it evolved into Kix's
Atomic Bomb Ring. which, publicized
on The Lone Ranger. Green /llornet
and Jack Armstrong (ABC), estab-
lished the record (over three million)
for the greatest number of returns ever
pulled by an offer (sroxsor, 27 Au-
gust 1951).

3. Two men had lunch together, One
was premium specialist of an agency;
the other was a book publisher. Each
talked about his business. Their casual
conversation led to a plus-value deal
that was advertised on Right to lappi-
ness (NBC). the Garry Moore Show

10 SEPTEMBER 1951

Here's the teclmique sueeessful sponsors

use in seleeting

(CBS-TV), and the CBS daytime radio
serials The Brighter Day, Big Sister
and The Guiding Light. The products
were Procter and Gamble’s Duz, Ivory,
and lvory Flake<; the premiumn was
six pocket-edition books; the offer was
one of the most talked about promo-
tions of this year (sroxsox, 13 August
1951).

An old saying, “Get the facts,” ap-
plies to the functions of the agency’s
research department. Lack of informa-
tion or misinformation spawns mis-
lakes. By way of illustration. not so
long ago routine (and unrelated) re-
search disclosed that a baseball book.
which had not heen researched care-

Merchaundising tip

During the course of a campaign
many advertisers get dealer coopera-
tion in placing point-of-sale displays
involving the product and an illustra-
tion of the premium: Instead of the
illustration, why not use a sample of
the item? Let the consumer see the
premium. [t will add the sales value
of a merchandising display. Let the
dealer keep the sample. It will iacrease
his good will, which is one of the ob-

jectives of a premium promotion.

fully. was being promoted as a premi-
um for children too yvoung to read it.
Did that offer accomplish anything?

To aecomplizh one of its functional
services, the resecarch department plays
an important part in selecting prenii-
ums. Assume that the premium depart-
ment. searching for the strongest stim-
ulant to perk up the ailing sales chart.
finds eight desirable ecandidates. Each
of them lias its own distinctive merit;
all seemn equally suited or almost equal-

and handling premiums

ly suited to fill the bill. The advertis-
er wants to promole just one offer at
this particular time. Which should it
be? Which will do the best job? This
isn’t a matter for a heads-or-tails deci-
sion. Experienced premium executives
like to supplement their judgment with
the opinions of the ultiniate authorities
on the subject the consumers. But
the expense of consunier tests for the
entive group makes that impractical.
So the researchers-—experts in dealing
with tests and findings—1take over and
do their stuff.

This is the wav the fact finders han-
dle the situation. Iustead of shooting
the works it one hit-or-miss operation
to determine the best premium. thev
start at the bottom and work upward
in logical sequences. By means of a
series of screenings. they eliminate the
weakest articles. The climinating proc-
ess goes on until the only «urvivors are
the three most-promising premiums,

As a general rule. a representative
cross-section of the ageney’s personnel
plus key members of the departiments
involved in promoting the offer sit in
judgment at the screenings. Their eval-

{Please turn to page 85)

An outside outfit usually handles mail returns
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“Nars dead

- \Not since nmimature  golf
and Bingo has there heen
such a hot trend in American enter-
tainment. Its name: Science Fiction.

With jet-propelled <peed. stories and
dramas based on man’s innate desire
to explore the unknown have become
an integral part of radio and televi-
sion, motion pictures, the stage, mag-
azines and book publishing.

Once the province and the cultist
delight of a few thousand fans, science
fiction or STF as it 1=~ known to the
real insiders- has become popular es-

capist entertainment for millions.

| Bert Lahr burlesques science fiction in Broadway revue

ahead, s1

You’ll be hearing mere and more phrases like this on

cadio. TV as trend (o seienee fiction aceelerates

sPONSOR has noted, with increasing
interest. this rising trend. New STF
shows for adult~ are burgeonng on ra-
dio and TV, and many an established
adult show ix beginning to add a
strong dash of imaginative or scientific
fiction elements to its scripts. Many a
youngster, newhv-togged in a dazzling
array of space gear, is hailing moppet
pals with expressions like “I'm rocket-
ing on all tubes™ (I feel good) or “By
the moons of Jupiter!” (Gee whiz!).
Advertisers of all 1y pes have eyed. with
growing interest and/or alarm. the
public’s growing appetite for STF in
all i+ forms. and have wondered
whether it can be translated into sales.

It can. sronsor learned that the
Kellogg Company. an old hand with an
STF <how (Kellogg was the original
sponsor of the old radio version of
Buck Rogers on CBS in 1932-19331,
has figure~ to prove it. The giant ce-
real firm-—generally acknowledged as
the heaviest radio-TV spender and bell-
wether among breakfast food compa-

mes has been getting  eve-opening
sales resnlts from its Tom Corbeun.

Space Cadet. Carrying the banner of
Kellogg's Corn Flakes and Pep. it ix
atred  with  good  ratings  Monday-
Wednesdav-Iriday on ABC-TV. Sales
in areas where the video space-adven-
ture series is seen have been rimming
from 10% to 10077 -plus over non-TV
arcas. ’remium campaigns and mer-
chandizing ginnmicks have been star-

tlingly successful as well.

Radio and TV are not, by any
means, having to carry the double bur-
den of creating and satisfving the de-
mands of the U. S. public, both juve-
nile and aduli. for STF adventures.
Some of this is being done by other
media to the advantage of STF sponsors.

Holly wood. acutely sensitive to any
trend in public taste since TV began
to cut hox-office receipts some 30-10¢
in video areas. has hopped on the
atomic-powered bandwagon with sev-
eral STF-type films.

George Pal's Destination Moon and

the

four of

These are

pre

Futuristic party launched "Tales of Tomorrow" off:

SPONSOR



! Robert Lippert's competitive quickie.

Rocketship X-M. literally cleaned np
last year at the box office. and were
among the top grossers. This year. the
rush is on. Soon, Paramount will be
releasing Pal's latest, a Technicolored
spectacle called When Worlds Collide,
which will probably make De Mille
look conservative. RKO., wlhose How-
ard Hawk production of The Thing
earlier this year won critical acclaim
and broke records at the ticket win-
dows, will soon take the wraps off

L 3,000 A.D. Twentieth Century-Fox.
| notable trail-blazer with filins that have

a strong adult appeal, is plamming to
release The Day the Earth Stood Still.
an STF story that is actually a plea
for world peace.

Other producers are getting into the
interplanetary act as fast as their writ-
ers can pound a typewriter. The cycle
of pictures-beget-interest-beget-pictures
is on. and 40,000.000 Americans still
go to the nation’s thousands of film
houses. Motion pictures alone are ere-
ating hordes of new STF fans.

Publishers. from the producers of
slicks like the Satevepost and Colliers
to the pulp and comic-book “cham”
houses, are finding that ST is a real
shot-in-the-arm to readership. Sparked
by the success of such STF magazines
as Street & Smith’s Astounding Science
Fiction (which has had a 1504 circu-
lation increase in the last decade when
S&S has been killing off some of its
most famous pulp magazines to cut
costs) the rush to print STF is on.
New magazines devoted to STF. plus
a spate of comic hooks whiech substi-

the science fiction trend

tute spacemen for cowboys and Mar-
tians for Indians, are decorating news-
stands with sexy-looking covers. Ever
since Robert Heinlein cracked the Sat-
evepost in 1947 with a beautifully-sim-
ple futuristic folk story. The Green
Hills of Earth, leading magazines have
been giving space to STF. As written,
the STF available at newsstands and
bookstores ranges all the way in appeal
from the thought-provoking pages of
George Orwell’s fantasv 1984 to the
derring-do of Flash Gordoa.

As a crowning accolade of recogni-
tion as a public trend. STF has even
become an object of social criticism.
Many educators and editors are writ-
ing about it. some with mild alarns.
Broadway audiences nightly howl up-
roariously at an STF-spoofing sketch
in Two on the Aisle. In it, Bert Lahr,
as “Captain Universe,” is the not-too-
reluctant object of seductive come-ons
by a well-stacked Queen of Venus.

on telervision

Radio's ""2,000-Plus" (MBS) stimulates adult fancies "

while his celibate Space Brigacesmen
gaze tn horror. Even the Kremlin has
taken note of STF. In a Russian lit-
erary magazine, the American craze
for science fiction was lambasted re-
cently as “the symbol of contenporar
imperialism.”

Science fiction. without any doubt,
has artived . . . and is booming.

Just exactly what it is. on the other
hand, is a murky definition in many a
radio and TV advertiser’s mind. Is it
Buck Rogers? s it Frankenstein and
the science-horror stories? Is it the
social problem yvarns of Rav Bradbury
and the STF political theorems of A.
E. van Vogt?

It is all of these things. and more.
Roughly speaking. the area of STF
picks up where the world of absolute
reality leaves off. It is a realn of fan-
tasy, based on projections of known
facts and theories. It can be laid in an
imaginary scene ten years from now.
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SCIENCE FICTION ON THE AIR

I. Radia shows devoted exelusively to

Science Fiction

SPONSOR DESCRIPTION

SHOW NET

SPACE ABC Ralston
PATROL

DIMEN- NBC None
SION X

2,000-PLUS MBS None
I,

Fiction slant

Juvenile-appeal show of
"Buck Rogers' nature.
Interplanetary  adven-
tures of futuristic police
force.

Adult-appeal STF show.
Often uses adaptations

of stories from "As.
tounding'  magazines;
has promotional tie-up

with it.

Adult-appeal STF show,
with more emphasis on
action than "Dimension
X." Uses largely origi-
nal stories.

Radio shows with occasional Science

ARMSTRONG ABC
OF THE S.B.I.

MYSTERIOUS MBS
TRAVELER

MURDER BY MBS
EXPERTS

ESCAPE CBS

1.

General
Mills

None

None

None

Sciencee Ficetion

Routine  action - crime
melodrama with juvenile
appeal. Uses fancy sci-
entific methods to track
down lawbreakers. Not
strictly STF, but borders
closely on it.

Occasionally uses an
outright STF story,
along the lines of "Di-
mension X."' Otherwise,
is psychological mys-
tery.

Has used a few stories
with STF and supernat-
ural overtones. Other-
wise, is like "Whistler"
or "Suspense."”

Occasionally uses adap-
tations of mildly-STF
stories with high adven-
ture  slant.  Primarily
escapist entertainment.

TV shows devoted exelusively to

TOM COR- ABC.TV
BETT, SPACE &

CADET NBC-TV
SPACE ABC-TV
PATROL

CAPTAIN DuMont
VIDEO

TALES OF ABC-TV
TOMORROW

BUCK ROG. DuMont
ERS; FLASH
GORDON

(FILM)

v.

Kellogg

Ralston

General
Foods
(Post
Cereals)

Jacques
Kreisler

Participat-
ing

I'iction stories

Bloodless action stories

with  high moral pur-
pose. Juvenile, some
adult appeal.

TV version of radio se-
ries. Very like 'Space
Cadet."

Blend of old westerns
and space adventures
with juvenile slant. Eas-
ing into educational
slant.

Adult STF stories, with
emphasis on suspense
rather than gadgets.

Old Hollywood action
serials edited-down for
TV use by Flamingo
Films.

TV shows nsing occasional Science

LIGHTS
ouTt

NBC-TV

FIRESIDE
THEATER

NBC-TV

Admiral
Corp.

P&G

Uses STF-type stories
with emphasis on melo-
drama and  suspense
about 25% of time. s
increasing its use of
STF material.

Now beqginning to use
a few films with a fu-
turistic or STF  twist.

a hundred years, or a million. It can
take place right now (example: The
Thing in movies, or Martian Eyes on
NBC-TV’s Lights Out) with an STF
character involved in normal <urround-
ings. Science, time travel, space travel,
planets colliding or at war. visitors to
Earth from space, effects of atomic
energy on civilization——these are com-
mon basie “gimmicks” of STI.

Not as easily explained is the cur-
rent public appetite for STF. Accord-
ing to psychologists, it is probably
caused by a whole variety of motiva-
tions. For one, STF is wonderful es-
capist entertainment for a nation be-
deviled by war threats and the high
cost of living. For another. recent sci-
entific developments in the field of
atomie physics, radar, rockets, guided
missiles, jet propulsion et al., have gen-
erated a tremendous public interest in
science. (Incidentally, STF fans proud-
ly point out that all of these were fore-
shadowed by futuristie stories in pulp
magazines all through the 1930’s and
1940°s.)  Whatever the the
public is far more receptive toward
STF than it was a few years ago.

This new public acceptance is re-
flected in STF trends through the vears
in broadcast advertising. There have
been STF shows on and off the air
regularly since 1932. One, Buck Rog-
ers, has been on for no less than three
different breakfast-food sponsors. Kel-
logg sponsored it successfully in 1932
and 1933. R. B. Davis Co. (Cocomalt)
aired it at its peak of radio success
from 1933 to 1935 on CBS. Cream of
Wheat had it, in its deelining pre-war
vears {il was getting in a rut. despite
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"Space Cadet" scroll makes kids part of show

early sales and premium success) from
1935 to 1936. A later attempt to re-
vive the juvenile air strip for General
Foods Post Cereals line on MBS in
1946-17, and a TV revival by Peter
Paul on ABC-TV a couple of seasons
ago were not suceessful. Buck Rogers,
even at its peak, was a limited success.
Its appeal was not wide. its audience
not as responsive as that of the STF
shows of today, although the show sold
fairly well for its sponsors.

There were other old STF shows,
too. Campana sponsored Fu Manchu
(TV rights for which were acquired
not long ago by Lights Out TV pro-
ducer Herb Swope) back in 32. often
using a pseudo-science twist to the sto-
ries. Adult radio listeners will remem-
ber such Frankenstein-type chillers as
The Witch’s Tale in the 1930’s. For
youngsters, there were such out-and-
out STF airshows as Flash Gordon.
and Libby. McNeill & Libby’s prehis-
toric Og, Son of Fire. Later on. there
were such semi-STF shows as Kellogg’s
Superman and Wander’s Captain Mid-
night in the wartime and post-war

(Please turn to page 74)

“Dimension X' stunt had men from Mars walking streets, caused no Orson Welles panics




Do filn producers regard
Tv you as « pestiferous client?
In the article below, you’ll
find anecdotes and discussion about
agmlcymen whose lack of knowledge
about movie making has helped drive
producers to the mad house. Con-
densed from a series of lectures given
by executives of Transfilm, Inc., the
article’s purpose is to help prevent mis-
undersiandings hetween agenevmen
and producers which so often add to
the difficulties of filming commercials
efficiently.

Iu Part I of this tico-part series (13
August). $PONSOR reported on three
Transfilm lectures. covering Commer-
cial Writing, Art Direetion, and Ani-
mation. The concluding three reports
below cover Film Direeting, Cost Con-
trol, and Film Production Detail.

*

IV Headaches of a TV film director

(Lectaring: Mr., Marvin Rothenberg)

Like the skipper on a ship, the TV
film director has the ultimate responsi-
bility on the film set. He is in charge

Complexity, vast amount of technical details make TV film commercials a headache for admen

= of everything in sight. The one thing
he can’t control is the fihn knowledge |
ART Twu of the agencymen who work with him.

B oirT sTORY ‘ “ 3 “T}’le big bottleneck today,” says I
- : Marvin Rothenberg, *‘is the fact that
) most ageney people who are responsi-

ble for the original birth of the TV

commercial are not film people”
To work success{ully with producers,

. ® °
(Y] ‘ - ) a1 agencies should work out all details in
advance, Rothenberg stresses. Though

) ) film producers try hard to get every-

thing clearly understood before the
film cameras roll, misunderstandings
will inevitably creep in—if the agency,

Uninformed admen drive movie makers mad. has not done a thorough briefing job.
Rothenberg told sPoNsor of one case.
Transfilm seminars gave agencymen briefing “We were doing an expensive film !

commercial for one of the leading soap
companies. We double-checked with
the agency and the client. Everything
looked O.K. Then the agencyv sent over. ‘
, a carton of soap flakes, and we took
out a box and set it up for shooting. :

“Right in the middle of a ‘take’ an
agencyman we always tryv to insist
that one be present as a technical ad-
visor on product usage-——suddenly

: _ leaped to his feet. My God!" he yelled.
— ‘you're using the family size box. and
Veteran of a decade Many of Joe Dun- Robert Klaeger, head we meant the economy size” Well. we
of film production ford's ideas in sched- of the Transfilm Mo- i .
and digsctisn, Marvin uling and budgeting fion Picture Depart- had to stop, and go hunting for the
Flofhenbelrg of Trans- TV film commercials ment, has over 6?0 TV right-sized hox. Not a single distril.u- I
ilm is also a veteran have been adopted by film commercials to in New York ha ) e A = .
of the famous SHAEF other film concerns in his credit. His realm: tor in New York had lh(}‘ siee ”.] stock
Film Unit in WW || the TV film industry 1,001 intricate details that week. It cost a lot in overtime.
(Please turn to page 79) l
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Mr. Herndon, Mr. Molina
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“Repeated contract renewals prove

Associated Press news builds buying
audience.”

RAY HERNDON, Manager

KTRH, Houston, Texas

Says Mr. Herndon: “Many of our biggest
national and regional accounts tell us by
repeated contract renewals that they have
confidence in AP’s ability to build a loyal
audience of people who BUY. And satisfied
listeners tell us that when KTRH newsmen
say 'News brought to you by The Associated
Press,’ they are getting complete, authentic
and unbiased reporting.”

“AP is without question our Number One
revenve getter!”

HENRY G. MOLINA, Jr., President

WEIM, Fitchburg, Mass.

From Mr. Molina: “WEIM has 85 AP news-
casts sponsored weekly . . . 16 different spon-
sors . . . all signed for at least 26 weeks.
AP news was the only tool which succeeded
in getting three of Fitchburg's five banks for
us — a threefold blessing. We echo Sponsor
J. D. Bailey of Bachelder-Bailey Co., Goodrich
tire dealers, when he says, ‘As a merchandis-
ing vehicle, AP news is second to none.'"”

- _ 4 |




ry AP newscast sold . . . 78 a week!”
MIG FIGI, General Manager
WAUX, Waukesha, Wis.

m Mr. Figi: “WAUX and WAUX-FM have
literally built on our Associated Press
tand features. We now carry news every
'on the hour and there is seldom worry
- a renewal. Our biggest sponsor of AP
, the Waukesha State Bank, has had
lent results . . . experiencing direct and
ble results within one week after its AP
tasts started. Nice going, AP.”

Associated Press ... constantly on the job with

« a news report of 1,000,000 words every 24
hours'!

« leased news wires of 350,000 miles in the U.S.
alone!

exclusive state-by-state news circuits!

100 news bureaus in the U.S.!

offices throughout the world!

staff of 7,200 augmented by member stations
and newspapers . . . more than 100,000 men
and women contributing daily!

When it comes to audience-impression,
you can depend on AP news. AP news rivets
attention . . . gains maximum listenership
through competent, swift news coverage.
When sales messages are linked with AP
news, they return the advertising dollar-
investment many times over.

If you are a sponsor or ad agency not
yet profiting through AP news, contact your
nearest station or network representative.

If you are a station not yet benefiting
from AP’s share-of-cost plan . . . WRITE
AT ONCE FOR DETAILS.

RADLO DIVISIUON

THE ASSOCIATED PRESS

50 Rockefeller Plaza, New York 20, N.Y.




PLASTIC PUPPLETS

SPONSOR: Phillips Distributors AGENCY: Direct

CAPSLLE CASE HISTORY Philtips ~ Distributors  of

\asnvitte mad oine announcerent on Western Corral, a

Friday afternoon participation show. The

Tl offer: plastic puppets of Bob Hope, Ilowdy

)¢ and other radio, Tl personalities for $1 each.

eturns were unmediate. From this single 825 an-

ouncement, Phillips grossed 32,100 in sales or a return
[ 396 for every dollar spent on T1" advertising.

WaM-TV, Nashville PROGRAM: Western Corral

AUTO REPAIRS

SPONSOR: Johnny & Mack AGEXNCY: Direct
CAPSULE CASE HISTORY: Every August, Johnny &
Mack conduct a month-long anniversary sale; offer cus.
tomers special prices on paint jobs, body repairs, seai
covers. For the first time. TV film shows were added to
the campaign at an approximate $715 weekly cost. Past
newspaper advertising brought volume sales within tuwo
weeks. This year. with T1" added. firm says, “Opening
week was gratifying: we're a weel ahead in sales volume.”

WTV], Miami PROGRAAL: Cisco Kid; Feature Filn

BEVERAGES

SPONSOR: Nehi Corp. AGENCY: BBDO

CAPSULE CASE HISTORY:  The Nehi Corporation, in
order to increase sales and consumption of Par-T-Pak
beverages, offered a free recipe booklet and a bottle of |
soda. The offer was made twice on Movietown R, S. V. P |
a charade quiz with guest movie stars. Offered only twice,
Nehi received close to 11,000 requests. The company adds
that Par-T-Pak sales have increased appreciably sinee
sponsorship of the show. Cost: under $1.000 weekly.

KTLA, Los Angeles PROGRANMI: Movietown R. 8. V. P,

CIGARETTE LIGHTERS

g

HOME APPLIANCES

SPONROR: Griesedieck Western Brewery AGENCY : Maxon

CAPSULE CASE NIISTORY: The problem: to make late-
mght TV viewers couscious of the Stag beer brand. The
solution: a single announcement on Griesedicck’s Molion
Picture Classic show. Program cost: $375. Ar 10 min-
utes past midnight the sponsor offered a linle pocket
lighter to all who would send in a post card. In three
days. over 1,900 viewers wrote in, and within 10 days,
over 3,000 viewers had responded from Oklahoma, Kan-
sas, and Texas.

WKY-TV, Oklahoma City PROGRAM: Motion Picture Classic

SPONSOR: Cowan & Whitmore AGENCY: Direct)
CAPSULE CASE HISTORY: Five-minute announcements
on a run-of-the-station basis featured several low-cost
household items. In the first week, more than 7,000 or-
ders swamped the mail order house handling the account.;
Later, the items were presented on Nite Owl Movie, a late
evening feature film presentation. Within tiwo montls.
more than 55,000 orders poured in for an overall salesy
gross of wore than $060,000. Sponsor says cost-per-in-
quiry was very low. |

PROGRAM: Anmnmccmenls;]

WHBKB, Chicago J
Night Owl Movie

BURIAL PLOTS

WEATHER CHARTS

_—

SPONKSOR: Conestoga Memorial Park AGENCY : Direct

CAPSULE CASE 1ISTORY:  Conestoga features a Sun-
day afternoon program made up of fikns of historical

pla in the county. Since i’s a very delicate subject,
the commercials are designed to interest people, in a
ubtle way urtal plots. After 13 weeks on the air
he compa ed that sales of burial plots had in-

ased trem by people having been wmade aiwcare

importance af family preparedness. Cost: $150.

v PROGRAM: Films of historical spots

SPONSOR: Consolidated Edison Co. of N. Y. AGENCY: BBNG

CAPSULE CASE 11I1STORY: Tex Antoine conducts ¢
Maonday to Friday program, Weather by Wethbee, which
features official weather news and reports. Program cre-
ated tremendous interest amongst child viewers who rel
quested: “Tell us more about the weather.” Thus, sincel
last fall, Edison offered a weather chart with some 100,000 ‘l

requests coming in since that time. A new weather chart !

offer is planned this fall. Show cost: $625.

WANBT, New York PROGRANM: Weather by Wethhee

e




With this and many other
fascinating stories of
childhood, Mrs. Paul
Bowermaster of the Lan-
caster Free Public Library thrills thousands
of children Thursday afternoons at 5:15.
During this show, the library-book stories
are enlivened by slides of illustrations taken
from the books. Frequently, too, Librarian
Ernest Doershuch appears on the show to
explain to children and adults how the
Public Library can be used and enjoyed.
The mail pull has been gratifying. In ad-

Represented by
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“about Peter Platypus...

ROBERT MEEKER ASSOCIATES Chicago « San Francisco .

A\

dition, another result has been the greatly
increased attendance at the Library story-
telling hour every Saturday morning, since
the inception of the program.

With this, and other community service
programs, WGAL-TV strives to broaden,
enrich and enliven the daily lives of the

people who live inithe communities it serves.

WGAL-TYV

LANCASTER, PENNA.
A STEINMAN STATION Clair R. McCollough, Pres.

NBC

TV Affiliote

New York « Los Angeles



The

picked panel
answers

Mr. Hines

J Who is to blame?

Sl
Sl Perhaps Dlame is
F J not the right
< word. H's safe
& T F to follow a suc-
- cessful format
‘.-:-—‘ one that has been

tested and proved.
Can we Dblame
the sponsor for
putting his mon-
ey on a sure
thing? Can we blame the ageney for
recommending a sure shot?

Experience  shows that certain
“types” of programs are successful.
That to deviate from these proven for-
mats is a gamble. “So.” savs the spon-
sor and the advertising agency. “why
gamble?”

Even horse racing experts stick to
favorites. We know that soap operas

Mr. Goodman

~old soap; that hoss oprys sold bread,
cereals. candy or “what have you” to
kids. Good private eye shows with a
female assistant to add sex appeal have
heen “safe shots™ for years. Variety
shhows are pretty much the same-—a
clever MC and the same rigmarole —
~ome good writer and there you have
it. New ideas ke Information Please

one of the first panel shows ran for
five months sustaining before a spon-
sor could be found. Studio One had
no cinch in the beginning.

\udience is what the sponsor buyvs

so his thoughts are directed to the
listener. The sponsor buvs to satisfy
the consumer who indicates his likes
and dislikes through ratings.

Then. of course. much depends on

4

(o]
?

(<IN < B o]

Who is to blame for stereotyped programing in

radio and TV?

the budget. If the amount to be ex-
pended is low the agency looks over
quiz shows, audience participations,
prize shows. ete.

What does he come up with? A
“take off " of Stop the Music; Stop the
Clock: Break the Bank, but every one
of similar format with a different twist.

Panel programs are in the same elass

-it's this panel or that panel—but the
formats are alike. An idea added here,
an addition added there. After all is
said and domne, it’s the listener who
plays the tune and the sponsor who
dances. It all reverts to the one angle.
The sponsors and agencies play the {a-
vorites.

What would you de?

HARRY S. GoopmaN

President

Harry S. Goodman Productions
New York

Like a child,
handed {rom
home to home
among relatives,
the growth of ra-
dio has been in-
fluenced by its
own environment
and circum-
stances. In  the
development o {
stereotyped  pro-
graming there were many masters and,
therefore, “as the twig is bent™. . . .

Mr. Coffey

The advertiser, the agency, the net-
work and the station forgiveably not
concerned with over-all radio, designed
programs to sell merchandise and pull
audience. When a program was con-
cenved. it had to be sold. And since
the program idea was an intangible.
the least line of resistance was a sales

. Vice President
Ben Hines | Alfred D. McKelvy Co.
New York

treatment that may have gone some-
thing like this:
“It has all the power of Blank pro-

gram. with a 106.6 rating . . . but this
program has a new twist. .. .”

Well, it wasn’t long until the “twists”
became stereotyped and the new gimn-
micks on the twists became stereotyped.
So in the department of proven for-
mats, the “blame™ category might in-
clude nearly everybody in the business.
After all, to grow. radio had to become
an industry that made money, pro-
dueed results. And the lack of a strong
industry group in the early years of
radio did not help matters.

As one result of the proven format
phase, we arrived at block programing
and successfully swung audience {rom
program to program, purposely built
along the same lines . . . there devel-
oped the “inherit the audience and hold
it” technique. Chalk up another round
for stereotyping.

There have been some really worth-
while “workshop™ projects carried out
by the networks and certainly many of
the healthy influences in programing
have come from the station and net-
work. This is as it should be since
their prodnct is the program, while the
advertiser and agency are primarily en-
gaged in selling other goods.

Television 1s falling into many of
the bad habits of radio. However.
there is more hope for originality in
this medium since we certainly have
more over-all thinking in the industry
as a whole during this. the formative
period of television’s growth.

Jack CorFEY

Directar of Radio-Tl

“Quality Bakers of America
Cooperative, Inc.

New York

SPONSOR




There i1s no sin-
g le individual,
group, station or
network upon
whom we can pin
the blame (if
blame there be).
Rather. it 1s in-
herent in the
commercial ma -

Mr. Bond ture of radio and
TV as it exists today in the U. S.

A station or network which puts on
a program must make that program
sufficiently attractive to a large audi-
ence to entice a sponsor and keep him
sold. Big audience . . . lots of poten-
tial customers. That’s what matters.
The sponsor is in business to make a
profit. So is the station. For either
one, an experimental program that
turns into a flopperoo is prohibitively
expensive in terms of bothr money and
prestige.

Hence, station and sponsor find it
more expedient to experiment less .
to stick to the tried-and-true. Stereo-
typed, shmereotyped . . . it gets a re-
spectable Hooper doesn’t it? People
do watch and listen to formula pro-
grams; stations are happy, the sponsor
is happy and everything’s hunky-dory.
So, from the profit point-of-view, it’s
senseless to take unnecessary risks with
“different” programing,.

Of course, the fact still stares us in
the face that so very. very much of TV
and radio is sterco. Now the perennial
poser pops up . . . is that bad? If peco-
ple like whodunits and stations and
sponsors give it to them . . . what’s all
the pouting and shouting about? Prac-
tically the entire cntertainment field
has jockeyed the question up and down
Debate Boulevard, “How can we give
them long-hair culture, experimental
theatre . . . when Sir Citizen shys away
from such shennanigans in droves?”

Is the answer spousorship by non-
profit making organizations? Is a Brit-
ish-style, government-supported propo-
sition preposterous for US? Will it
help to allocate some wavelengths ex-
clusively to non-commercial interests?

OR ... is the answer: TV and radio
are mass media—good enough the way
they are—and if some finicky folks
don’t like 'em. let 'em don't listen!

Harvey M. Bonp
Advertising Manager
Benrus Watch Company
New York
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NEWSPAPER ADVERTISING
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MOVING DISPLAYS

® At WDSU, Promotion is an every day, every week, every
month job. Sponsors get extra sales assistance from our
powerful “Promotion Plus” merchandising program that
also includes streetcar cards, as well as local and national
publicity in newspapers and magazines.

NO OTHER NEW ORLEANS STATION OFFERS
SO MUCH “PROMOTION PLUS” TO SPONSORS!

e Write, Wire
or Phone Your

JOHN BLAIR Man! | = A E P
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22 hali-hour transcribed programs of Suspense, Romance
and Intrigue. Ineredible stories of the fabulous character
originally created in "The Third Man” portrayed by Orson
Welles and superlative supporting cast. Each half-hour pro-

grama complete episode. Available NOW—send for audition.

Incidental zither music written and played by

ANTON KARAS

Composer of "The Third Man™ Theme

Orcliestra undeoer the direction of

SIDNEY TORCH

Produced by

HARRY ALAN TOWERS

Distributed by

LANG _WO RTH DISTRIBUTING CORP.

113 West 57th Street, New York 19, N.Y.

WESTERN OFFICE CANADIAN OFFICE
LANG-WORTH Distributing Corp. S.W. CALDWELL Ltd.
14579 Benefit St., Sherman Oaks, Cal. 80 Richmond Street West, Toronto




errals...

by BOB FORERMAN

If | may, I'd like ta tune up the old
saw about an agency earming its 15%¢
.on a packaged program. What leads
me to this, other than the loose remarks
that one constantly hears on this topic.
were the printed words in this publica-
‘tion sonie time back. obviously com-
posed by a gent who had never worked
.on a package or in an agency.

I'd like to explain how the compe-
tent agency (and it's only reasonable
10 dismiss the other type) earns 157¢
several times over . . . first by judi-
clous selection of the package itself and
its  ability-plus-technique in securing
that program. In a number of cases in
‘which 1 have been involved. | have

radio review

"RODUCT: Cuticura
ASENCY: Atherton & Currier, New York
PROGRAM: One-minute announcements

This advertiser has an extended and (I'm
sure) successful record in spot radio. As
long as 1 can recall, Cuticura copy and pro-
duction techniques have never attempted to
further the arts or present innovations, To
the contrary, they are always as tried as a
«cliché and as true as an idion. tnabashed,
ithey offer promise of a flawless epidermis
and e¢nsuing romance. The one-minute an-
nouncement I caught last night on a local
station 100 miles from my home was defily
surrounded by Crosby and Como dises and it
pulled all the stops. Starting with a some-
what shop-worn vignctte of girl-home-from-
date  and other-giri-who-never-has-date, 1t
lannched into dialogue that revealed the see-
ret of skin that men love to meddle with

the answer heing Cuticura, of course.

Although I called this situation shop-worn,
T must admit 1 will not quarrel with the
soundness of it as an advertising approach
for this product. When 1 was solely con.
cerned with writing copy for radio, 1 ¢ould
~eldom Dbring mysclf to use thes<e oft-told
1ales of woe, however sound they might be.
1, wrongly or not, was wont to lonk for a
fresh or more novel approach. But anyhow,
Cuticura, by good casting and excellent pro-
duction, has madc the dialogue ring as true

+ a erystal goblet. From the viguctte they
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felt, with some justice, that the agency
was worth, let’s say. 30°¢ for what it
went through merely to effect the lai-
son. In one case, I had the misfortune
of having the phone near my bed: this
was in Bel Air, California, at the time
a gentleman by the name of Crider was
sewing up the Brooklyn Dodgers for
Schaefer Beer. If you recall, the head
of the Brooklyn team was Branch Rick-
ey whom sportswriters dubbed “the
non-alcoholic  Rickey.” To consum-
mate this affair required untold skill.
persuasion. courage, and creative sav-
vy. These qualities were expended over
many trying months, some of which
( Please turn to page 73)

egue to straight copy and top it all off with
the well-established Cuticura spelling ditty
which has always registered well with me (a
former student of Chaucer. Spencer and the
Latin poets, Catullus and Martial) because
of its wayward rhyme -Cuticura and the
word “purer.” All in all, in 60 seconds we
get drama, straight sell and music-—which
ix better than par for any course.

radio review

FRODUCT: Lipton Tea
AGENCY: Young & Rubicam, New York
PROGRAM: ““Talent Scouts,’ WCBS

It's quite a task to step into Arthur God-
frey’s shoes and, to my mind, the big reason
his previous replacements have appeared to
be so ill a fit 1s that they've had the misfor-
tune to possess styles quite similar to Ar-
thur’s. This summer, to the contrary, God-
frey’s stand-in was a gent with his own de-
cisive style -one very different from Arthur’s.
lierh Shriner is a youthful Will Rogers with
a most un-self-conscious and ingratiating
rube-delivery that is packed with charm. Up
till this scason, Shriner never seemed quite
at llome in anyone’s shoes including his own,
cither for radio or T'V. But 1 daresay his
recent MC.work and his obvious ability to
handle the contestants on Talent Scouts while
maintaining his own natural charm and
amusing delivery has already brought him a
score of offers in radio and TV

Hix handling of the Lipton Tea copy was
as relaxed as Arthur’s and just as convine-
ing. He played the “brisk” story straight,
yvet in his own ungrammatically colloquial
manner he laced it with amusing but not
overly coy a-ides. Listening to him was a
joy since his style of selling is as sound
a~ it 1= new. From his performance this
night (20 August), I'd sure like the gent
working—and selling—for me any time. any
place and almost any product.

radio review

PRODUCT: Piel's Beer
AGENCY: Kenyon & Eckhardt, N. Y.
PROGRAM: “Warm-up Time,” WMGM

Less-NFS  tnon-fermented sugar) 1is the
theme warbled by Piel’s Beer. The tune is
punctuated by spoken copy-—a device that
serves to break up the tune itself, adding
punch to the story but helping somewhat to
destroy the entity that is the tune and thns
making it far morc difficult to remember
than an uninterrupted one. As for the copy-
approach itsel, well -I've been looking at
it askance for some time now since I've seen
it in the papers and on television (reviewed
recently). 1 feel this way mainly because
NFS seems 1o me to fit inte the old Cremo-
<pit campaign category. Why bring up sugar
in beer? Who knew about it? Isn't raising
this subject going to harm a// beer including
Piel's? For my money it's a manufacturer’s
bellyache- -whereas the Ruppert approach to
the same idea takes solely a consumer point
of view, stre-<ing the non-filling angle.

radio review

PRODUCT: Muntz TV Receivers
AGENCY: Michael Shore, Chicago
PROGRAM: Announcements

Formerly an automotive madman with far
more method than dementia, Muntz now is
utilizing his flair for attracting attention to
sell his television receivers via spot radio.
The wmusical ditty used by his ad-visers is
as good as any 1've been subjected to. The
gimmick is simply this: a college-type rah-
rah tune is fitted out with a commercial
lyric. The resuht is as catchy and as infec-
tious a jingle as any football band’s best
rendition and hence it is decidedly youthful,
completely simple, very lively. It sticks with
you (the listener) which is all any sponsor
can ask of his tune.

Why more advertisers haven’t turned to
this kind of melody. 1 don’t know. 1 u=ed
one once (for Scotch Cellophane Tapce) and
found it especially adaptable lyric-wise and
no problem to have orchestrated. 1 might
aleo add that the style is not dated to the
contrarv: it’s ac np-to-the-minute as this
year's nndergradnates,

SPONSOR
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BETTE DAVIS RAYMOND MASSEY

JOAN BENNETT RONALD REAGAN

f startsSept. 9

JANE WVMAN/

B
|

=

REX HARRISON

On September 9, another outstanding
season of the U. S. Steel Hour gets un-
der way. Among the top shows already
scheduled are The Glass Menagerie,
Twentieth Century, The Sea Wolf, Pyg-
malion, Oliver Twist, 1984.

The best plays... the best stars...
-~ for the best dramatic entertainment
on radio. That’s been standard since
Theatre Guild on the Air began in 1945,
No wonder the U. S. Steel Hour has
become radio’s most-honored show.

DOUGLAS FAIRBANKS, IR FRANCHOT TONE RAY MILLAND TYRONE POWER !
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This SPONSOR department features capsuled reports of
broadcast advertising significance culled from all seg-
ments of the industry. Contributions are welcomed.

Food for thounght: grocery chain beaws sports show at wmien

A top-heavy majority of all the ad-
vertising and promotion of food prod-
ucts. regardless of media. i1s aimed at
women. DBut the Jax Meat Company
of Jacksonville (supermarket opera-
tors) didun’t stop at the statistical sur-
face. They delved deeper before de-
ciding on their program type, and the
audience they wanted to reach.

Jax’s advertising  evolution: man
lihes food . . . man likes sports .
man buys food . .. Jax buys sports.
It was as simple as that. The clincher:
a little research in trade channels
turned up the BBDO survey. “The
Male Influence in Grocery Shopping.™

i

Sponsor, sportscaster 'ham up' contract signing

It revealed that 779¢ of the husbands
sometimes shop for groceries. Of this
770, 687 shop once a week or more.

Further evidence showed men buy
things their wives don’t buy : they buy
larger packages and quantities; they
buy more than they're asked to oet:
and they SPEND MORE than their
wives when the wives shop alone.

It bhecame clearly evident to Jax.
They wanted to talk to the men. the
Lest way to talk to the men. and on
their favorite subject—a radio sports
show.

The program: Today in Sports. a
15-minnte  review of the complete
sporting scene aired six days a week
at 0:15 p.m. Current evidence shows
Today in Sports is paying off. With
Jax’s stores open evenings, the wlnle
family can get down to the stores after
hearing the Jax program along with
the broadcast “Jax super specials.” Tt
gives Jax emplovees a chance to «ell
that valuable 7777 of husbands (and
anvone else sports-minded) who do the
family shopping. R

Iee Follies uses radio oune-shots effeetively

Oue-time shots pack a punch. They
are ideal for advertisers seeking special
sports or holiday tie-ins; perfect pro-
motions for movie premieres or thea-
tre openings. For long-time solo spon-
sorships, Shipstad & Johuson, co-own-
ers of the “lee Follies,” offer proof of
air successes with a single show.

Their 12th ammnal radio show will
launch the “lee Follies of 1952, The
format: a 30-minute MBS program
originating from KHJ, Loz Angeles,
and aired over 53 stations featnring
top stars of screen and radio. The
time: Tharsday, 6 September, from
9:30 to 10 p.m. PCT.

Fddie Shipstad. co-owner and ¢o-
producer of the show, along with Roy

hipstad and Oscar Johnson, explains
the purpose of the broadeast.

“Radio facilities provide the perfect
vehicle for this event. One of the main
purposes is to stimulate local interest
in each city of the “lce Follies” itin-
erary and help each local arena build
attendance for the show. With stations
spotted advantageously as far as our
tour is concerned, this objective is ac-
complished to the maximum degree.

“We also find.” continues Johnson,
“that people in fringe areas are inter-
ested in hearing a premiere as it hap-
pens. Listening to many of the more
than 200 top screen and stage stars
present makes them more anxious to
sec the show when it arrives in the
city nearest them.”

The show follows the original pat-

tern first used in 1941 and originated
by Walter McCreery. * % X

“Beauty aund the Beast™
pack potent TV sales puuch

D.j’s come and d.j.’s go but a few,
with salesmanship and audience ap-
peal. keep disks and sales spinnine.
This d.j. tale concerns one of the more
successful wax spinners. It is called
“The Beauty and the Beast.”

Once upon a time there was a guy
named Paul Dixon who spun round.
black records benecath a tall, steel tow-
er called WCPO. A lovely princess
called Dotty Mack listened to, enjoycd,
and believed in what Dixon said. She
joined with Dixon to form a team.

Miss Mack was an “eyeful”; Mr.
Dixon was a “mouthful.”™ They com-
bined the audio and video and vpre-
sented the first TV disk jockey show.
WCPO-TV's The Paul Dixon Shouw.
The duo ad-libbed, pantomimed.
mugged, joked with. kidded abecut.
congratulated and played to an end-
less audience-—an admiring public.

Paul Dixon—a mouthful—spins disks and sells

Then one day a big. important look-
ing group named “"Sponsors” came with
peanuts, mattresses, popcorn and auto-
mobiles, soft drinks and restaurants.
soaps, cigarettes. sun  lamips, dairy
products and refrigerators.

So “The Beauty and the Beast™ <at

Dotty Mack—an eyeful—helps d.j. win friend

down. worked over. presented convine-
ingly evervthing from peanuts to 1u-
tomobiles.  And evervone everywhere
went to stores everywhere and bought
evervthing from automobiles to peanuts.

Then one dav people from New
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York drew up a piece of paper called
a contract so that more people in more
places could get an earful and an eye-
ful of this TV disk jockey show.
Now the story has a happy ending
because more spousors and more veo-
ple will be joyous. The Paul Dixon
Show went network on 8 August. The
new “castle’” for “The Beauty and the
Beast”—ABC-TV, 8-9 p.m., Wednes-
days. * * x

“Bright Star® wins sponsors
in all major categories

Advertiser activity is not confinad
to video as some reports would have
you believe. With the proper program-
ing and sure-fire audience appeal,
sponsors aren’t hard to locate. The lat-
est success transcription-wise: Bright
Star produced by the Frederic W. Ziv
Company.

The company sales tallv as of 19
August: Bright Star (starring Irene
Dunne and Fred MacMurray) sold in
97 markets in 21 states. Major spon-
sors thus far include breweries. utili-
ties, groceries, and food advertisers.

The show, believed to he the highest
budgeted of all new radio shows pre-
pared this fall, at $12.500 per half
hour. will debut on 21 September. Like
other Ziv shows. Boston Blackie. Cisco

Ziv execs plan shows with Dunne, MacMurray

Kid, Bold I'enture, The Guy Lombardo
Show, the Dunne-MacMurray starrer
will be an open end transcribed show
available for sale to agencies, local
sponsors, local stations. regional spon-
sors and networks. and national spon-
sors for selective advertising.

This Bright Star series marks Ziv’s
first comedy venture. * k%

Briefly . . .

Advertisers are getting that some-
thing extra since WAVE-TV in Louis-
ville increased its power. Station re-
ports receipt of scores of complirien-

(Please turn to page 73)

10 SEPTEMBER 1951

APS subscribers will do a “double-

take” at this column . it’s a con-
densed version of the d-page bulletin
they receive each month. The regular
edition of “The Needle” is for subscrib-
ers only. contains advance info on what
goods will sell best in local stores, what
items to emphasize in radio copy, how
to do a better sales and program job.
This short version is addressed to all
broadcasters.

Potential income on a large scale
for stations across the nation looms in
the big COMPO promotion, with over
$6.000,000 reported allotted for spot
and local radio. This is group of movie-
makers, who have awakened to the need
for potent promotion instead of breast-
beating, as the answer to movie box-
office problems. And the story is that
local stations rate tops in their think-
ing as the best way to re-sell movies.
Every station should work elosely with
local and regional exhibitors, stay close
to developments from now on.

One big potential overlooked by
Hollywood is the terrific impact
inherent in use of star-material
on a regular basis by stations.
Good example is Vic Damone,
whose latest movie, “Rich, Young
& Pretty,” is about to be released.
Damone’s box office potential is
in direct proportion to his popu-
larity in towns and cities where
his movie will be exhibited. APS
subscribers have 111 Damone se-
lections, the latest release featur-
ing several tunes from the new
movie. This is the sort of pro-
gramming movie-makers should
buy, not beg for.

Good news to APS subscribers is
announcement that widely-used Sales
Meeting series will be transcribed
LATERAL instead of VERTICAL,
effective with current release: “Mer-
chandising Radio Advertising.” Since
discs contain mostly voice material.
quality is less important. Next two
sales meetings (Sept-Oct) will be de-
voted to “Radio Vs. Newspaper” with
the Sept. dise produced so that it may
be played for local businessmen. clubs.
etc.

October Promotions can make thix
one of the year's top advertising months
at local level. Appliance week (15)
finds dealers intensely anxious to move
these co-op supported items {(use APS
appliance lead-in disc of 61-217).. . Fire
prevention week (7-13) is good insur-
ance peg. cspecially with new all-

inclusive type policies now available
. . . These lines do especially well in
October: Milinery, Women’s Wear
(coats, suits) especially basement or
bow-priced items, Woolen Dress Goods,
Furs, Home Furnishings. Items that lae
are: Luggage. Sitk Undies, Aprons and
House Dresses. Sporting Goods. Full
details in the current (September) issue

of “The Needle.”

Brand New virgin vinylite APS
libraries complete with all
the trimmings . . . will be enroute
during the next few days to these
new members of the APS family:
WLBR, Lebanon, Pa., KGCU,
Mandan, N. D., KELD, El Do-
rado, Ark, KBMY, Billings,
Mont., KREM, Spokane, Wash.,
KLKC, Parsons, Kans., WKIP,
Poughkeepsie, N. Y. Welcome!

Denny Vaughan is newest A'S star.
sccond big addition so far this year
(Guy Mitchell was first). Vaughan is
Canadian . . . gained fame in England
. . . his records here are soaring now.
Amazingly versatile Vaughan does own
arranging, conducting, plays piano too!
APS subscribers who have heard his
first releases send joyous greetings.
Thanx. '

Shavings: Week after Ed Hochliauser,
Jr., hecame APS sales manager, he
broke his right foot. will be in a cast
for 7 weeks . our Christmas Pro-
cram Package for 1951 will be almost
double last year’s in program time . . .
ditto the Spceial Thanksgiving releases,
due to be shipped about now . . . Big-
gest transcription news in 15 years will
he on your desk in a few days, bearing
our imprint, as usual. Watch for it!
... Our current survey of station use
of library programs shows far wider
use than we'd expected. lLeading APS
programs include Mindy Carson, Evelyn
Knight. Dick Jurgens shows . . . also
Stars Sing. Music For America and
Candlelight and Silver. Many stations
building their own shows, and we'd
love to hear them. This is an invitation
to all broadeasters to send us air-checks
of any outstanding locally-built library
show. We'll buy any good ideas we can
use.

See you soon — at Milwaukee
(Ad Club) September 20 . . .
NCAB meeting at Asheville Qc-
tober 19 . . . OAB in Cleveland
October 24 . . . BMI Clinic in
New York October 23 . . . and
some of the NARTB district
meetings. Regards ... Mitch
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Repertory drama:
key to cutting TV costs?

Idea being pitched to network, agency program men
aims at low-cost TV drama through organization of
repertory theatre units within television. Nicholas
Bela, Hollywood writer-producer now in New York who
authored plan, says permanent companies producing

TV drama could amortize part of production costs by
performing same plays in neighborhood theatres.
Additional savings, he maintains, would come through
teamwork of cast working together permanently.

XL stations use unique promotion
to stress AM’s lead over newspapers

Seven XL stations of Pacific Northwest have devised
cute, and eye-opening, promotional gimmick. They're
sending to clients four-page folder, whose cover
contains 12c¢ in cotton bag, with legend: "Keep

the change — this much is in the bag." Inside

it quotes Advertising Research Bureau, Inc., survey
showing that 54.5% of consumers buy at stores from
radio's urging; 33.2% from newspapers; 12.3% from
both. 1Its conclusion: 12.3% of market is in the

bag with either media, but "Radio gives you the

Timebuyers who know Walter bigger single market coverage."
Nilson of the Katz Chicago
office will be quick to recog-
nize his photo. And just as

- ""Cameo Theatre’’ uses low-cost approach,

quick to appreciate his sales ~impresses P & G
snxy——ﬂgntqcovmwhebﬂhon "Cameo Theatre," summer replacement for P&G's
dollar Miami market it takes ‘ "Fireside Theatre" on NBC-TV, has scored good rat-

the biggest station — the . : " : "
station with top power, top ings at extremely low cost by using "experimental

audience, top programs. In techniques. Example: one show was played against
short, it takes WGBS. \ background of plain black drapes with minimum of
‘ props. Leery of such arty trappings at first,
P&G is said to be impressed with economy record

From the desk AEE, j of "Cameo." One agency man who qualifies as in-
Doy OLV%MJETJVPSON; formed source told SPONSOR he thought P&G might
au hav H H A . .
Keep in m%Ziléﬁakggtgﬁzi | urge producers of "Fireside Theatre" (Bing Crosby
609 mare listeners per dallar than : Enterprises) to cut down on Hollywood touches for

the secand station, 4679 . .
R N ’ o mare g g
circulation per dallar than  the filmed series in favor of less costly techniques

leading newspaper, 14329 more like those of "Cameo."
than the only TV statian, That's

the kin‘d of media leadership that
results in praduct sales! Surve)’ S LU BTG of
e

Mexican market in L.A.

! Remarkable scope of Mexican market in Los Angeles
area as air advertising target is revealed in
survey conducted by Coffin, Cooper & Clay,Inc., for
Hank Hernandez Productions, L.A. It shows 525,000

C“s persons of Mexican descent living there. Of total

r— 105,000 Mexican families, 98% have at least one

(?B“GQ% home radio; 74% own autos, and 58% have radios in

'{@) autos: 50% own TV sets, and 64% of remainder hope
- to buy TV set in next six months; 68% own their own
"TMIAMI Fl{; ETD A_"&l homes ; average family's two.working members earn
S ke $3,851 vearly; 50% use refrigerators.

et e LD e el
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Man’s first cooked meal was a barbecue. .. then he spent
the next hundred centuries moving the cookstove inside the
house...and from then on a frying pan and an open fire

were strictly for campers, Boy Scouts and bums. ..

Then along came California. Somebody in that fantastic,
free-spending land sold somebody else a long-handled fork and a
bag of charcoal. And straightway, frying beefsteak in the backyard

became the thing to do from Portland to Portsmouth.

Whether you have a fad for sale, or a fabric, a smoke,

a pill, a car, or a career—sell it first in California
P c and the rest of the world will buy. It’s worth more

to you to have your product known in California than

LOS ANGELES — 710 KC

anywhere else in the world. Sell Southern California

(\M{z first—with the station that serves it best.
735,
-

[ S

) ;
QL 50,000 watts daytime « 10,000 watts nighttime
L FRECSMICH REPRESENTED BY M-R REPRESENTATIVES, INC. « AFFILIATE, LIBERTY BROADCASTING SYSTEM

/|
_A.L RADIO CONTINUES TO BE “AMERICA'S GREATEST ADVERTISING MEDIUM"
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REYNOLDS METALS

tContinued from page 29)

3. Believing that a company '~ great-
tess depends, in come measure. on the
grealness of the state in which it oper-
ates. Revnolds {fully supports institu-
tion= of higher learning that provide
tomorrow’s state leaders.

To carry out these three aims. Rey-
nolds and 1= agency. Zimmer-McClas-
kev  Advertising of Louisville. Ky.,
called on radio.

Although there are 24 Reynolds pro-
duction and fabricating plants spread

around the country, half of them are
concentrated in  only three areas.
Louisville, site of the very first com-
pany plant, is now the home of six
factories. There are four more in or
near Listerhill. Ala: two in the Pacific
Northwest—at  Troutdale. Ore.. and
Longview. Wash. Thus Reynolds radio
schedules in these three areas cover the
most important part of plant opera-
tions. Here’s a rundown by areas of
just how radio accomplishes Reynolds’
objectives.

Most recent and ambitious part of
the air-borne public relations cam-

Whether it’s lambs or sales
that have gone astray, WIBW
can quickly pull them back intc:
the fold. Out here in Kansas,

WIBW is the station most listened

to by farm and small town fam:
lies.*s These are the folks who have the
money . . . do the bulk of the buying.i¥
These “bread and butter” customers of yours
leave their dials set to WIBW from sunrise to
midnight because we’re programmed to give them
the entertainment, services and features that both

i interest and serve them.

So, to hold old customers and build new ones,

use the most powerful mass selling force in

Kansas—WIEW,

* Kansas Radio Audience 1951
** Ak your Reseacch Dept.

1B

i i Serving and Selling

"THE MAGIC CIRCLE"

~
NEBR. |

\' 1A &
.
Lrcewowmmin 7Y
i % -
¥

3 ~.
| KANS, ! MO, &
] M Y

T L e
! 4

CRNRU mneme={

~

] [}
! OKLA, '

B

TOPEKA,
KANSAS

|. Rep.: Capper Publications, Inc. * BEN LUDY, Gen. Mgr.- WIBW « KCKN

-/

paign is  Vorthwest Alert, a weekly
half-hour program carried over Wash-
ington and Oregon’s Viking Network.
s heard from 7:30 to 8:00 p.m.
every Thursday evening on stations
KPFM and KWJJ. Portland: KRUL,
Corvallis: KASH. Eugene: KELS,
Kelso-Longview: KMCM. McMinn-
ville; KNPT, Newport: KTIL. Tilla-
mook; KRCO. Prineville; KOCO, Sa-
lem; KVAS, Astoria; KIHR. Hood
River.

Northwest Alert is a program about
civil defense. produced by The Viking
Network, under over-all supervision of
agency account executive Henry Me-
Claskey. Jr.. and Reynolds director of
advertising. David F. Beard. This, ex-
plains  Tom Hotchkiss. manager of
Viking Network, is how the show
works:

“Almost the entire program is tape
recorded outside the Viking studios by
producer Alvin C. Yantiss. . . Broad-
casts have featured sounds of an atomic
blast: pickups from an Atomic Energy
Conumission. . . . Wherever possible the
program ties in with local or national

~campaigns. such as American Red
 Cross or a hospital fund drive.”

Here’s a typical commereial used on
a recent broadcast; only the highlights
are quoted. (Notice how artfully it
points up Reynolds® role in the com-
munity. )

“. ... Year in. vear out. the earth-
worm works his wav back and forth
through the soil- keeping it healthy—
increasing the size and quality of the
farmer’s crops.

“Like the carthworm, a Reynolds
pay-roll dollar goes quietly upon its
appointed round. stopping in this
pocketbook and that, visiting the eash
registers of various stores, resting for
a day in the teller’s window at the
bank. always helping to improve the
financial health of the community. . .”

Reyvnolds  follows the same tack,
though with a different type of pro-
gram, in two other areas. Both Ken-
tucky and Alabama know the company
as an ardent booster of their native

- college athletic teams because Rey-

nolds sponsors sports broadcasts over
Louisville, Kyv.. and “Tni-City.” Ala.,

stations.  Tlus. the company makes a

bid for the community’s friendship by
ticing in with one of the arcas most

" red-hot enthusiasms.

The pattern of Reynolds™ activity in
these areas took shape gradually. Rey-
nolds started nsing radio first in late
1946 with an across-the-board 6:00
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Special privileges —at no extra cost! That’s what
Spot program television means to national adver-

tisers. And the privileges are many, and important.

You choose the markets you want. Only the mar-
kets you want. With Spot program television, there
d are no ‘“‘must”’ stations, no minimum station re-

quirements. Your own sales plans dictate the size

of your station line-up.

if i’s broad coverage you're after, Spot program
ld television multiplies your opportunities for station
clearances. You're not restricted to availabilities

e

offered by any single network. You can use stations
affiliated with any or no network. You can select the
best period offered by any station in any market.

carte

You receive whole-hearted cooperation from the |
stations . . . find stations clear time more readily.
That’s because stations net more when a time period
is sold for a Spot program than when it’s taken by

television i al

You enjoy the better picture quality of film pro-
grams which are generally superior to kinescope

recordings network shows must use for delayed l_ bl
broadcasts, or broadcasts in non-interconnected d e

markets.

All of these ““a la carte” advantages — at no extra |
cost. Spot rates for facilities charges are generally d}bo/‘l—e
lower than network rates for the same period . . .
over the same stations. The savings are substantial.
They’re more than enough to pay for the extra film
prints required, their handling, and their distribu-

4
tion to the stations. Prlces

You should know the full story on Spot program
advertising before you buy any TV coverage. You

can get it from any Katz representative or, if you

prefer, send to our New York office at 488 Madison
Avenue for your copy of the booklet, “Straight

2"

Thinking On Television Costs.” You’'ll see very I

clearly that in television . . .

you can do better with Spot. Much better.

' l'l E K A ' z A G E N C Y, IiNC. Station Representatives

l NEW YORK ¢ CHICAGO ¢ DETROIT + (OS ANGELES ¢ SAN FRANCISCO =« ATLANTA « DALLAS « KANSAS CITY




This smiling maiden with stars
in her eyes.

For a trousseau is shopping and
here’s how she buys.

A twist of her wrist, her radio
dial’s what she sets.

To WSPD, where she has trust
in suggestions she gets.
And, after the wedding through

years of housekeeping bliss,
her daily listening favorites
she never will miss.

So Sponsors, recach housewives,
that we call Madam Buyer
Buy time on WSPD, North-
western Ohio’s favorite

Town Crier.

TOLEDOD,0Ri0

SHANNEL - 13

Represented Nationally by KAT2Z
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pan. newscast over WGRC. Louisville.
Reynolds started the program solely to
attract skilled craftsmen and wmachine
shop workers to the Reynolds factories
in the Louisville section. As the need
for fell off. however.
commercial emphasis shifted to a strict-
Iy PR approach. Listeners were told
that Reynolds was no “morning glory.”
here with the war and gone with the
peace. They were told that Reynolds
would continue to be an important
part of the Louisville area’s industrial
picture.  Too, commercial time
shared with organizations like the
Community Chest. Red Cross. Boy
Scouls,

About the same time. Reynolds had
opened up two new factories in Arkan-
sas—a stale i1 which the company had
never before operated. lts giant com-
petitor ALCOA was already well-estab-
lished there, however. As a way of
introducing the company, Revnolds hit
on the sponsorship of University of
Arkansas foothall games. The broad-
casts aroused such immediate
able reaction that the aluminum com-
pany management has ever since
looked on sports as the most effective
meeting ground between company and

more workers

was

favor-

conmmunity.

Louisville. headquarters of the com-
pany and site of six plants, has enjoyed
Reynolds-sponsored sports broadeasts
consistently since the fall of 1947, in-
cluding:

University of Kentucky football via
WHAS. Louisville. WHAS Dbasketball
broadeasts.  covering  University  of
Kentucky. University of Louisville.
Eastern State College, Western State

College, Murray State College.

All but the hasketball games of win-
ter 1950-51 were heard over WHAS,
WGRC, Louisville. carried last season’s
baskethall During lalf-time
periods in the foothall games, Univer-
sitv of Kentucky personalities were the
subjects of interviews. In 1949, former
football captains stepped  before the
microphone: in 1950 it was a succes-

games.

sion of ungraduate leaders.

Reynolds  wasx  getting  in regular
plugs for Reynolds Wrap and a few
other aluminum products along with
the publie-relations copy. But it wasn't
until the fall of 1950 that a straight-
sclling program went on the air. Over
WAVE-TV, Louisville. the company
sponsored Telesports Digest on Sun-
days at 9:30 p.m. Aluminum building
products got a big play until shortages
in 1951, Viewers were then told that

they might have trouble getting these
fine products. hiecause national defense
orders. and stepped-up civilian demand
were making them scarce.

Althougl no concrete sales results
can be traced to Reynolds broadecasts
from results in
terms of public relations are very en-
couraging. Following the dedieation
of Kentucky University’s McLean Sta-
dium — a description of which was
aired under Reynolds sponsorship—
president of the university. H. L.
Donovan wrote enthusiastically:

“It was a pleasure to cooperate with
the Reynolds Metal Company in the
program of dedication. We are grate-
ful for the part which Mr. Keen John-
son (Reynolds director of public rela-
tions) playved in our celebration. His

Louisville  stations,

* * * * * * * *

s¢At the top level in his business. the
advertising man nowadays is generally a
kindly and respectable-looking mun of
rather more than middle age, whe lives
in the best suburbs, plays golf Satur-
dayvs and Sundays, belongs to the bexst
elubs in town, avoids publicity like the
plague, seldom goes to the picture-. al-
wayvs reads the Times, and never goes
to the dogs.*®
CYRUS A. S. DUCKER
British representative.
Ellington & Company. N. Y.

* * * * * * * *

company has done a splendid thing in
sponsoring the broadcasts of our
sports events for the benefit of our
{riends in Kentucky and other parts of
the nation. . .7

Recently. the company’s air-borne
campaign was expanded to northern
Alabama. where it has four plants.
Three are in Listerhill, while a fourth
is in nearhy Sheffield-—one of the *“Tri-
Cities” which depend on electric power
from giant Wilson Dam.

Revnolds’ interest in  community
welfare has already brought expres-
sions of appreciation from Alabamans.
Jack Voorhies. program director of
WLAY. Muscle Shoals, relayed this
comment. among many others, to the
Zimmer-McClazkey advertising agency :

“. ... the Mayor of Sheflield. Mr.
C. L. Beard, came to me just before
a broadcast the other night and con-
plimented us not only on the quality
ol our broadeasts. but was very pleased
with the fact that your copy carried
such excellent prontotion for the city
of Sheflield the Tri-Cities in
general.”

A national advertising campaign. re-
cently launched, may well have caught

and
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A pottern of lights on the chart
gives this maintenance technician a
camplete report on the

conditian of coaxial coble circuits.
Chart is shown below.

HE CAN SEE HUNDREDS OF MILES!

SOMEWHERE along a coaxial eable route—it may
be a state or two away—a fault threatens tele-
vision transmission. A warning light flashes
in a central control room. The maintenance
technician places a record sheet over a glass
sereen. Within seconds a pattern of lights
shows exactly what’s wrong.

Many times the fault can be corrected by
automatic apparatus operated from the con-
trol center. Or the maintenance chief can send
crews direetly to the spot. In most eases the
trouble will be fixed without mterferenee with
the program.

This and other automatic equipment keep

transmission flowing freely along more than
19.000 miles of television elrannels—Dboth
coaxial and radio relay. To the Bell Systemn,
maintenance of network television service 1s
just as important as providing channels.

The coaxial cable. radio relay systems and
associated equipment used by the Bell System

for television purposes are valued at nearly
$85,000,000.

The cost for your use of this equipment?
Bell’s total network facility charges average
abont 10 cents a mile for a hall honr of pro-
gram time. including both video and awdio
channels.

BELL TELEPHONE SYSTEM

PROVIDING NETWORK TRANSMISSION CHANNELS FOR THE RADIO AND TELEVISION INDUSTRIES TODAY AND TOMORROW

i
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come ol the spirit of Revoolds™ re-
donal advertising approach.  Though
the national promotion is ammed at
moving specific Reynolds products, it
has in~titutional overtones as well. Bu-
chanan & Company, Inc., in New York
handles Revnolds aluminum products
and Revnolds Wrap nationally.
What are Reynolds’ future plans?
Although military requirements can
alter the company’s operation over-
night. it's set to continue the use of
radio. and possibly TV. A network of
ceven stations is being lined up to
broadeast the University of Kentuckv's

1951 foothalt schedule. The net will
cover Kentucky. southern Indiana, and
southern Ohio. will include WAVE.
Louisville; WCKY. Cineinnati; WVLK,
Versailles, Ky.; WCTT, Corbin, Ky.:
WKCT, Bowling Green, Ky.; WV]S.
Owenshoro, and WKYB. Paducah. Ky.
The company expects to keep right
on using radio for its successful pub-
lic relations program. Explains public
relations chief Keen Johnson:
“Chances are Reynolds will continue
to use radio in the vicomty of its main
plants throughout the course of the
emergency.  As  was  recognized in

WDBJ souruuest vinainia

Day — 90,320 families

WDBJ

The million people in WDB]J’s coverage

area will earn nearly a billion dollars
this year. Here’s WDBJ’s family cover-
age, according to the 1949 BMB:

Day — 110,590 families in 36 counties
Night — 85,830 families in 31 counties
and 3 to 7 days weekly

AND in Metropolitan Roanoke WDB]J'’s
average share-of-audience is from 50.8
to 74.4 percent of total sets in use from
8:00 A. M., to 10:00 P. M. (C. E.
Hooper — 23,191 coincidental calls
Dec, 1950 through Feb. 1951.)

For further information:

Write WDBJ or Ask FREE & PETERS!

Established 1924
CBS Since 1929

AM—5000 WATTS —960 Kec.
FM—41,000 WATTS —94.9 Mec.

SOUTHWEST VIRGINIA'S Pconecer RADIO STATION

Night — 66,230 families
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World War Il and before, many nus.
conceptions about industrial concerns
arise in the minds of citizens and
workers. Reynolds has found radio
the ideal vehicle for getting across the
plain, unvarnished truth about itseH.”

As  the Reynolds  Metal empire
grows, its radio-delivered human rela-
tions objectives will undoubtedly fol-
low close behind the plant builders.
Still expanding. Reynolds recently bor-
rowed $85,000.000 to increase primary
aluminum capacity. From that build-
ing fund will come a eompletely new
aluminum reduction plant in Corpus
Christi, Tex. adding 150,000,000
pounds of aluminum to the country’s
vearly output. Presumably. the Rey-
nolds story will scon be told again;
this time with a Texas drawl.  * *

BE CAREFUL ON AIR

(Continued from page 31)

one entertainment turn to destroy any
remaining doubts of big business that
radio was less than tops as a sales in-
strumentality. All classes of the eco-
nomy were equally enthused about
Amos 'n” Andy, then heard nightly at
7:00 p.m. at which time all activity al-
most literally  ceased throughout the
nation in A-B-C-D-E economie level
homes.

And vet even this stunning success

~had censorship angles, partly because

of the dimensions of the success. First,
there was some grumbling among Ne-
groes, just as there has been recently
folowing introduction of the TV ver-
sion, that Amos 'n” Andy was “raeial
stereotype” humor. ealculated to keep
white folk in a posture of condescen-
sion against black folk. Then followed
the Federal Trade Commission’s crack-
down on Pepsodent’s claim that it was

“three 1o 11 times more powerful in
killing germs than any other leading

dentrifice.” Rival toothpastes sercamed
copper at that. 1t was felonious as-
sault when hooked up with the fan-
tastic popularity of Amos 'n’ Andy.
Another early crackdown by the
FTC was against Cremo Cigar’s slogan,
“one man’s spit is another man’s
poison.” a slogan intended to suggest
that only Cremo cigars were made by
machine, all other brands were hand
volled and sealed in saliva. Cremo’s
revolling picture of its business rivals,
Luckies’ famons “reach for a Lueky
instead of a sweet.” with its propa-
canda against candy. were typical of
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¢ Almost 23 billion dollars per year, more

than 10 per cent of the U. S. total, now is the
income buying power generated in the pros-
perous Lake Michigan States area.

Per capita income buying power 1s 13 per
cent above the national average in this area
where population has increased 13.5 per cent
in the past 10 years . . . where retail sales in-
creased 632 per cent in dollar volume in the
past 10 ycars . . . where home building is 19
per cent above 10 years ago . . . where indus-
trial growth is the first in the nation . . . where
more people listen daily to WMAQ than to
any other radio station.

Contact WMAQ, Merchandise Mart, Chi-
cago, or your nearest NBC Spot Sales Office
NOW for help in directing your sales mes-

sage to this rich market.

Sources: Stondord Rote ond Data,
U. S. Bureou of Census, Rond McNolly
1951 Commercial Atlos, Chicogo Asso-
ciotion of Commerce ond Industry,
BMB Study No. 2.
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TWO ToP
(BS STATIONS

TWO 816

SOUTHWEST
MARKETS

WICHITA FALLS, TEX.

620 KC

5,000 WATTS

KLYN

AMARILLO, TEX.

940 KC

1,000 WATTS

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

National Representatives

JOHN BLAIR & CO.

(10

the no-holds-barred  philosophy  of
some early sponsors.

There was a program “code™ in
1925, only three years after the found-
ing of the National Association of
Broadecasters. It was brief and pious.
Other codes were promulgated in
19286, 1929. 1939, 1948. (See accom-
panying box for an excerpt from the
18 “Broadcasters Creed.”)

Quite early, radio found itsell on
the horns of a dilemma. On the one
hand it could hardly be denied that
radio was polentially explosive and
had to be handled with care. Against
that was the finger of “censorship.”
Liberals had frowned deeply when
Owen D. Young declared in a public
address: “Freedom of specch for the
man whose voice can be heard a few
llundred feet is one thing. Freedom
of speech for the man whose voice can
be heard around the world is another

.. the preservation of free speech now
depends upon the exercise of a wise
diseretion by him who undertakes to
speak. . .

NBC made such a secret i1 1934 of
its Continuity Acceptance Division that
when CBS published its own program
standards in 1935 its execntives got
the credit for being advanced thinkers.
Network editors have invariably. even
to the present day. buried themselves
as much as possible from public—and
trade—view. Censorship incidents have
customarily  “leaked” to the trade
press {rom actors, directors. writers.
admen and ——sic-—network vice presi-
dents.  Ilere perhaps it is fair to 1e-
mark that the exposé of censorship is
an honored American custom.  One
network viee president who got caught
in a running feud with a radio wit
took a bad shellacking and in the end
lost his job.

Plainly censorship has an infiniiy
of facets.  New complications are for-
ever arising as recently in the Jean
Muir case, the repercussions to which
were palpably not anticipated by either
General Foods or Young & Rubicam.
Later still. as chall be disenssed in a
second article. Frank Costello. a <had-
owy figure of our generation. also in-
trodnced new eivil libertarian  gnes-
tions definitely  pertinent 1o sponsor-
<hip under the new dispensation of
television,

Fortunately for sponsors. run-of-nill
censorship problems can be left o the
established machinery.  Sponsors mav
(and do) trust network editors and
adverlising ageney supervisors to ad-

nnnister workaday precautions. These
functionaries may or may not seek
high level support on occasion when
forced to cope with an over-exuberant
popular favorite who, like Arthur God-
frey, sometimes forgets where he is—
namely. in the American home as a
guest. If the impromptu inspirations
of a Godireyv cannot be predicted.
neither can  the chance-in-a-million
kickbacks of a Mae West or an Orson
Welles. Eternal must be the vigilance
against bad taste and bad judgment.
Many a sponsor probably never even
suspects the behind-scenes censorships
battled out between script editor and
writer.  Common decency alone bars
gutter talk. Radio never says wop.
hunky, polack, jigaboo, sheenie, or
anything like that. It never mentions
reefers. muggles, various short words,
sueers at paternity or maternity.  Bul

* * * * * * * *

esThe retailer whio uses newspapers ex-
elusively is automatieally losing out on
a large slice of his poteutial market. . .
By nsing the beamed program tech-
nique aud spot saturation eampaign, a
store ean reaeh groups of eustomers.
wany of whom normally would never
see, let alone read. the store’s newspa-
per advertising.**

If. NORMAN NEUBERT

Merchandising manager. NBC
* * * * * * * *

there are less apparent difhculties
against which to guard. For example.
the North commonly speaks of the
“Civil War.” but this designation un-
failingly irks those Southerners who
prefer the “War Between the States.”
Similarly radio nmust not say “English”
when they really mean “British™ for
then irate Scots, not Scotchmen, will
write in complainingly.

Certainly no character in a broad-
east tale should give lessons in burg-
lary over the air. nor practice l)S}(‘}]Ia-
try.  Allusions to specific diseases muxsl
be temipered by awareness thal tens of
thouzands of bedridden persons are
avid radio listeners.  As for murder
stories. don’t use the name of a real
poison. invent an imaginary potson.

At the outset of radio broadeasting
it was peculiarly diflicuht for merchan-
disers trained i the school of hard
sell to get it through their heads that
radio wax a new kind of sales medium
with new and not-to-be-denied obliga-
tions of good nianners and restraint.
the price that had to be paid for en-
joving the “intimacy”™ and “family
friend” advantages of the mediun.
More complicating still. merchandisers
were compelled to appreciate that ad-

SPONSOR




wn West

Virgmiua . . |
Your

dollar

goes

farther

with

suoymys Mynuossad 217

“personality”’

]
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-

More than a million

West Virginians, (with

a half-billion dollars to

spend annually) can hear your
sales story when you put this
potent pair of “Personality”
Stations to work for

you. And WKNA and

WILS are yours at a
combination rate that is

WKNA

WKNA-FM
about the same as you CHARLESTON
would pay for any single 950 KC—ABC

5000 W DAY * 1000 W NIGHT

WJLS

WILS-FM i
. BECKLEY
560 KC—CBS

1000 W DAY ¢ 500 W NIGHT

comparable station in
either locality. Make us
prove it!

Joe L. Smith, Jr., Incorporated
Represented nationally by WEED & C€O.

10 SEPTEMBER 1951 61




vertising copy quite “proper” for mag-
azines and newspapers might not be
a all when projecied via
loudspeaker into mixed company.
satirical writer was spoofing the
frank™ commercials of the 19307
when he imagined this dialogue:

\lice. vou look radiant tonight.
Your skin is g0 sofl and smooth and
free from unszighily pimples and acne.
Of course. clever girl, you purge with
Fleischmani's Yeast?”  “Oh.” cooed
Alice. 1 bet vou tell 1hat to all the
girls.”

Todav there is still liver bile, acid
indigestion. borderline anemia. and

LAKE
MICHIGAN

knock-down breath hut on the whole,
copy is now modest compared to old-
time excess.  One laxative commercial
hegan with 1he drinking of the phiz
(very graphic) and ended with the an-
nouncer appearing a new man, with
the door slamming behind him (un-
mistakable). The mventory of intimate
innards on the air is now exceptional
rather than typical.
not told about “hawking up mucous.”
As carly as 1934 NBC proscribed some
80 medical  descriptives.  including
“stomach,” “bloody,” “constipation,”
and “pregnaney,”

Nowadays one is

The advertising censorships went

/e SOUTH HAVEN

L]
KALAMAZOO

MICHIGAN

T Sl e — S WD S wRAS e

FT. WATNE
.
v
~| |
GI LIMa ’
Z| KOKOMD |
o | L] IQ
- ; | |
-~ I N D AN A I
I e INDIANAPOLIS ID

i ‘ SBT GIVES YOU BONUS COVERAGE!

The South Bend-Mishawaka trading area—all by itself— is
a market worth covering, Over half-a-million people hve
- these eight connties alone. They spend nearly half-a-

billion dolars a year on retail purchases.

And that’s just part of WSBT’s primary coverage! The
onure promary arca takes in 134 million people who spend
neatly $1% billion a year, That's what we mean by bonns

coverage!

Want your shave of this big, rich bonns? Its yours with
WSBT, the only stationr which dominates the entire market.

PAUL H. RAYMER COMPANY + NATIONAL REPRESENTATIVE

sant ahout Luecky Strikes.”

hand in hand with the political. the
latter tending to attract the greater at-
tention.  For sheer blundering, far-
fetched and silly examples of censor-
ships the years 1930 to 1936 undoubt-
edly represent the peak. Not hard to
explain.  Depression and mass unem-
ployment had introduced violent emo-
lions and violently advocated pana-
Hoover’s last tortured days and
Roosevelt’s early zest for reform were

ceas.

set off against Nazi pogroms, war
elouds, domestic strikes. evictions,
foreclosures. breadhines. Nervousness

in the body politic found reflex in ra-
dio stations all over the land. As early
as 1927 there had been the absurdity
of the Fred B. Shaw case. Shaw was
an expert on trout fishing who espoused
the unorthodox use of worms inslead
of flies. Since Coolidge also was a
worm man, the Shaw talk was banned
for fear it would be interpreted as sub-
tle partisan praise of Cal.

Radio almost never dared permit a
“Wet" to attack prohibition or advo-
cate repeal. Among those ecensored
(i.e. not allowed to speak) were Hey-
wood Broun. Hudson Maxim. William
G. McAdoo, Mrs. Charles Sabin.

Again and again broadcasters cen-
sored speakers or programs out of
sheer timidity and desire to play every-
thing safe. Again and again they were
lambasted by the Civil Liberties Union,
or other spokesmen. Very often radio
ate crow, apologized. reversed previous
decisions as when William S. Palev
countermanded a subordinate who had
barred from CBS the Consumers U'nion
spokesman, F. J. Schlink.

Nobody was more sensitive about
text than the sponsors themselves when
their own pride was in question.
George W. Hill forbade the song,
“Smoke Gets In Your Eyes” with the
comment, “There is nothing unplea-
Cliquot
Chlub struck from an orchestral reper-
tory “Shine, Liitle Glow Worm, Shine”
because an official feared “it might lead
some listeners to associate our ginger
ale with worms.”  Similiarly a Borden
Milk official deleted “The Old Oaken
Bucket” for fear of a mental associa-
tion wilth watered product. In a dra-
matic program a scene of boys throw-
ing rocks at a train was censored by
D&H Coal because “our coal has no
rocks in it.” Again, a reference to
scarlet fever was cut {rom text because
a haked bean tycoon feared creation of
“a bad taste in mouths otherwise
walering for our heans.”
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SENSATIONAL TV OFFERING

29010 ° aal Lexington Ave.s
‘ - .

FREE — SPONSOR’S ADVERTISING ON 200,000
GROCERY BAGS PER SHOW: At no additional cost to
the sponsor, his advertising message is imprinted on 200,000
Kraft Bags per show distributed in markets of the advertiser's
selection thru regular grocery channels.
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Daia File

Even before official 1950

U.S. census figures are released

they're out of date!

A recent study shows that from

April 1950 through April 1951

..fifty-one thousand* new year-

round residents have settled

in Miami, Dade County, Florida.

For details of how you can
get your share of this

new business call our Rep...
The Bolling Company.

* Source: Research Department
Florida Power and Light Company

JAMES M. LeGATE, General Manager

5,000 WATTS

610 KC . NBC

For the rural as well
as the urban
population of
Western Montana

you need

5000 Watts 250 Watts
Night & Oay Night & Day

mMisSsouLA ANACONOA
W\/ BUTTE

MONTANA

THE TREASURE STATE OF THE 48

I

Football games? KQV is go-
ing to cover them all this fall
. . . high school, pro and col-
lege! We'll be attracting fans
on all levels of the sport.
This extra service means a
snstained and healthy inter-
est in KQV throughont the
gridiron  ecampaign.  Share
this  audience  dividend by
asking Weed and Company
tor other good bets on Pitts-
burgh’s Aggressive Network
Station.

KQV

Pittsburgh, Pa.
MBS—5,000 Watts— 1410

Quite early in radio history the bet-
ter stations and networks began ex-
cluding a variety of types of advertise-
ment as not in the public interest. For-
tune telling. astrology. numerology,
palmistry and other superstitions were
among the first to be outlawed. Mar-
riage brokerage. employment ageucies,
financial investment come-ons were
gradually subject to firmmer controls.
Remedies of a dangerous sort, speedy
slimming drugs, were literally capable
of killing fat persons with weak hearts.

Probably it is realistic to say that
many of the early radio quacks were
relatively routine frauds, selling snake
oil in the picturesque style perfected
with old medicine shows. But other
messiah-salesmen were savagely selfish
slickers who did radio real injury.
Theirs was the morality of the Mar-
quis de Sade as they cruelly exploited
for their own private profit the basic
dreads of mankind from cancer to
tuberculosis.  These were the “mas-
ters” who gave radio first lessons in
abuse, as against use.

By 1936 the American Civil Liber-
ties Union was generalizing: “Censor-
ship is exercised on the air by: (1)
Simply refusing to sell time or fulfill
contracts to broadeast, (2) demanding
copies of speeches and cutting them in
advance. (3} drowning out or cutting
off a speaker in the middle of a pro-
gram. and (4) relegating speakers to
early morning hours when all but ra-
dio maniacs are in hed.”

Still quoting the ACLLU : “Radicals.
liberals. and even the Republican Par-
ty have suffered. Minority political
parties. doctors seeking to warn the
public of syphilis, trade untons. and
opponentc of Ivnching have all felt the
censor’s hand. Sometimes the ban has
been imposed in the name of “good
taste.” more often as “too controver-
stal.”

[t was in 19306. too. that Comrade
Earl Browder put his footprints oun
the zig-zag trail of radio censorship.
Stations were that year flatly ordered
by the FCC to sell time on a basis of
serupulous balancing of opportunity
among all political parties. The Hearst
stations tried to hold out on the Com-
mies but were cuffed into conformity.

Among thie Socialists. the adroit and
tactful Norman Thomas early found
ont how to get liimself on the air un-
ceusored, but his party colleague, Vie-
tor Berger of Milwaukee, once had the
very microphones into which he was
speaking bodily lifted from the podium
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and taken away—a high tide mark in |

early radio naivet¢. Berger. at the
time. was rapping “Wall Street” and
saying that it controlled the press and
radio!

In 1935 Cream of Wheat requested
Alexander Woollcotl to please not cas-
tigate Mussolini, then-hero of many
Italian-Americans or Hitler. then-hcro
of many German-Amcricans. Morris
Ernst was invited by WOR to substi-
tute the phrase “certain rich men” for
the actual designation of Rockefeller,
Morgan, and Ford.

Major General Smedley Butler of
the Marines gave more than a few ra-
dio stations a hard time. Butler was
then mueh in demand as a luncheon
orator and local broadcasters recog-
nized him as good circulation Dbait.
Unhappily he was devoted to cuss
words, used colorful mental images
like “turning food into fertilizer” and
got himself cut off the air on half a
dozen occasions. “l can’t talk soldier’s
talk in front of these deodorizers,” he
once cracked, pointing to the mikes
and drawing a laugh.

As early as 1930 Walter Winchell
was feuding with network editors. One
of his quarrels was over Judge Crater.
described by Winchell as “the so-called
missing judge. . .who is hiding about
10 blocks from here.”

Set down in flash sequence the fol-
lowing names add up to a pilgrim’s
progress in radio censorship through
the years:

Fred B. Shaw; Franklin Ford; Viec-
tor M. Berger; Heywood Broun; Up-
ton Sinclair; “Doctor” John R. Brink-
ley; Norman Baker; Rev. Bob Shuler;
Wilbur Glenn Voliva; Frank McNinch :
Judge Rutherford: Boake Carter: Mae
West; Orson Welles: John Shepard,

3rd; Father Charles E. Coughlin:; Jean

Muir; Frank Costello.

Franklin Ford was an early hatrio-
teer operating in New York City and
attacking Catholics, Negroes, and Jews.
He vent spleen aplenty on Al Smith.
Criticized for not allowing those he
attacked any opportunity for rebuttal
on his station, Ford bluntly stated he
cared not a whit for fair play.

Advertising agency talent was mus-
tered in the California campaign to
keep Upton Sinclair out of the gover-
norship. The methods used to win
are not, in retrospect, admirable. The
radio was liberally used to disseminate
phoney “interviews” ostensibly at the
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WFBR FAMILY PROMOTION!

25,900

PACK LOCAL AMUSEMENT PARK!

Families all over Baltimore listened to WFBR’s
advance promotion for WFBR ‘““Family Day’ at
Gwynn Oak Park. They believed what they heard —
and then acted!

Family after family stormed the park!

WFBR is proud of this record-breaking pro-
motion — proud, too, that it is Baltimore's
real “family station’’— the station whole

families listen to, enjoy and trust implicitly.

Yes, we have the Hoopers, too—in some
cases startlingly high. But more than
that—we have the confidence and
solid loyalty of Baltimore families!

Ask any WFBR representative
or John Blair man to tell you
about it.

ABC BASIC NETWORK e 5000 WATTS IN BALTIMORE MD.
REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY
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e border ostensibly with incoming
boes, panhandlers, and Jooks fami-
of whom in moron lingo en-
Sinclair.  This was holding
tair down while hired actors read-
copy writer fiction bestowed upon

s brow the try-to-prove-you re-inno-
ent lipstick marks of the professional
frame. liven the politictans were
scared by that California performance
and nothing like it was ever ftried
again.

“Doctor” John Richard Brinkley,
who wore a goatee and kept goats, also
aspired to governorship. He came
within 40,000 votes of winning in
Kansas, split the Republican ticket and
elected a Democrat. Brinkley’s first
station. KFKB (Kansas First, Kansas
Best) served as platform for unortho-
dox theories on old age in the male
sex. When it got too hot for him in
KNansas, Brinkley shifted to a high-
powered Mexican station whence he
continued to drum up trade for his
coatgland operations at $750 per each.
\ eontemporary of Brinkley was can-

cer quack Norman Baker who operated
in Towa and ended in Federal deten-
tion.

Note that several of the names on
the pilgrim’s progress list represent
religiosity.  “Fighting Bob” Shuler
(Los Angeles) Wilbur Glenn Voliva
(Zion, IIl.) and Judge Rutherford
(everywhere) used radio aggressively
in furtherance of their respective
brands of evangelical primitivism. In
the process they sowed not a little pub-
lic discord. Frank McNineh may stand
for the churchly view on liquor. He
was Roosevelt’'s rabidly dry Federal
Radio Commission chairman and ax
such lie nailed down with a sledge-
hammer the censorship of liquor ad-
vertising on the air.

British-born  but = anti-British  was
Boake “I Talk As I Please” Carter, a
Philadelphia city editor who became
a sponsored radio soothsayer. In the
end Carter grievously embarrassed
Philco by his delight in making ene-
mies. Embarrassment was also the

emotional net to Chase & Sanborn. J.

Walter Thompson, and NBC in the
furor following Mae West’s Sabbath
evening burlesque of Mother Eve.
Similiar  discomfiture was entailed
wlien Orson Welles, always precocious,
ventured. vears ahead of Captain
I'ideo, into the fantasy world of
“science fiction.”

John Shepard, 3rd, earned his niche
in the radio censorship hall of fame
when he attempted to divert Yankee
network stations to the promotion of
pro-GOP. anti-FDR views. Shepard’s
challenge compelled the FCC to spell
out, in “The Mayflower Decision,” the
doctrine of balanced scheduling.

The multiplication of incidents piles
up evidence that radio seemed all sorts
of an opportunity to all sorts of men,
some of whom had to be curbed in
the public interest. Whether mostly
“political.™ or mostly “advertising,”
or a little of both. the censorship in-
cidents invariably raised the same
basic questions of use versus abuse.
Always the sponsor was reminded that
he was enjoying a privilege with an

and 1:30; 2:30 and 2:45 P.M.

at 6-8:30 and 9:45 P.M.

| Peeca QUTSTANDING NEWS COVERRGE it

Ace Newscaster BOB FERRIS t
youup to the minute news seven '
daily at 8 and 8:45 A. M. andig
News Coverage at 10:30, 11:30|

In the Evening DAVE BALI
brings KFWB listeners the latest

| Plice SPORTS FLASHES ond RACE RESULTS g

All day long starting at 10:45 AM. KFWB and
ANGELES DAILY NEWS presents the latest spoi®
and race results at 15 minutes past the hour and 1
before the hour. Also Complete Sports-Race Ro
6:15 P.M.

Plece WANY FEATURES AND PUBLIC SERVICE PROG

; S THE ELEANOR ROOSEVELT PROGRAM |
| X PLATTER PALS % COMMUNITY HOUR  THL
~ LOS ANGELES BREAKFAST CLUB > UNITED

i NATIONS TODAY % NEWS IS OUR BUSINESS
/i THE DOPE TRAFFIC % MELODY OF YOUTH |
,- 15 S MASTERS IMMORTAL and many others.

il i
IN HOLLYWOOD

THE NATION’S LEADING DISC JOCKEYS
H Playing the Finest of Yesterday's and Tomorrow’s Music and Selling You
the Merchandise and Services of the Nation's Finest Business Houses...

Hene they aze...

. BILL LEYDEN 6:30-8:45 A M. 7. FRANK BULL 6:30-7:30 P.M.

. JOE YOCAM 9:00-9.30 AM. 8. GENE NORMAN 10-12 P.M.

. MAURICE HART 10:15-12 N. 9. DON OTIS 12:00-2:00 A M.

. BILL ANSON 12 Noon-3 P.M. ot £

. PETERPOTTER 3:00-4:.30 P.M.
Sundays 10:00—-1:00 P.M.

. RED ROWE 5.00-6.00 P.M.

Jwrwn to RADIO!

RADIO gives you EVERYTHING
while you're doing EVERYTHING

v you want to do!

o nbhbWN-

y NG VTS |
¢OR EASY LISTENING VTS |

Nationally represented by

WILLIAM G. RAMBEAU CO. |

NEW YORK—CHICAGO—SAN FRANCISCO—HOLLYWOOD
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etiquette attached to it. Sponsors were |
not expected to swing from the family | -

chandelier or throw cigar ash on the
parlor carpet. It was a nice toss-up
on occasion between strong-willed
quacks and strong-willed local mer-
chants who did their own announcing
out of sheer egotism although their
voices might rasp like a paring knife
on plate glass.

During the furor in the 1930’s over
late afternoon kid serials a number of
sponsors cancelled off the air altogether
rather than meet the honest criticisms
of child welfarists.
consulting psychologists aimed at wild-

ly lurid clifthanger type of suspense. |

A thoughtful executive with employ-
ment experience at both NBC and CB5S
believes it very likely that these two
networks have turned down firm con-
tracts amounting to $12,000,000 since
1936 because the prospective adver-
tiser would not choose the kind of en-
tertainment the networks wanted for
over-all quality. (He’s not so certain
the same offers would be turned down
today!) Suffice that any check-list
of radio censorships would have to
include these “not good enough” re-
fusals about which little is ever said
publicly since the facts are almost 1m-
possible to document.

In a second article, next issue, this
sponsor s-eye view of censorship will
turn to some of the present and pros-
pective problems in television.

For the momnient it seems appropriate
to close out this first article by recall-
ing a classic remark of the former CBS
general manager, Edward Klauber.
“Bad radio,” Klauber repeatedly lec-
tured sponsors, “is never good adver-
tising.”  That may still be the best
comment ever made on the subject of

program censorship. * ok k
BANKS ON AIR

(Continued from page 33)

tising director, Republic National

Bank, Dallas, suggests. “one-shot adver-
tising in most cases, is money thrown
away.” An ad manager may schedule
13 weeks of air advertising, then ner-
vously evacuate it for another medium.
He doesn’t realize that building confi-
dence and good-will is a long-range
job.

(2) Stuffy copy. Because some
ad managers are overly conditioned by
the rather aseptic narble interiors of
their institutions, chilling rows of sta-
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AND GET
THE RIGHT ANSWER
FROM BMB FIGURES

The primary purpose of BMB
statistics is to provide a basis
for an accurate measurement
of physical coverage
among radio stations.

When these figures are evaluated
by a method that lets the
element of program popularity

creep in, the result can be as
inaccurate and confusing as if
you were to add cats and
dogs together—in an effort
to determine how many cats,
and how many dogs, you had.

You are very likely to come up
with figures that are unfair
to many radio stations.

We have developed a method
of evaluation that prevents such
errors when dealing with
BMB figures. It's sound,
simple, easily applied.

May we tell you
more about it?

RADIO STATION REPRESENTATIVE
22 EAST 40th STREET * NEW YORK 16, N. Y,

NEW YORK » ST. LOUIS
CHICAGO » 1OS ANGELES » SAN FRANCISCO

tistics. and a technical business college
vocabulary, they think radio copy
should be equally ponderous. The re-
sult is what one account executive de-
scribes as “tombstone advertising.” Of
course radio listeners ignore the bank’s
message; it's as palatable as a bank’s
monthly financial statement.

(3)  Lacklustre programing.
Banks, almost of mnecessitv. must be
conservative. But their ad managers
make a grave error if thev think they
can win the public ear by sponsoring
starchy programs. The bank’s pro-
gram, after all. must compete with
other shows designed to woo popular
appeal.  This doesn’t mean a bank
should sponsor a frivolous or blood-
and-thunder program: there are plen-
ty of shows that will combine decorum
with entertainment. But obviously a
program will fall flat on its fanny be-
fore the public if. as in oue case report-
ed to sPONsOR, the show was so dull
that even the bank ad manager didn’t
take time out to Listen to it.

(4)  Inexperienced
Handling bank advertising often re-
quires specialized knowledge —an un-
derstanding of government bank regu-
lations. a grasp of interest and check-
ing technicalities, and, above all. an
awareness of what is mathematically

advisors.

accurate and what exaggeration. Fre-

quently. a bank ad manager will use
the services of an advertising agency
inexperienced in such matters. Conge-
quently. the agency may botch up the
bank’s reputation by making erroneous
worse still.
stiek to fuzzy institutional ads. rather
than try to simplify and enhance the
bank’s services to the public.

statements on the air:; or.

While this list of sins sounds rather
imposing, it shouldn’t be miseonstrued
as applying to all bank advertising
managers and their ad agency advisors.
A vast mimber are doing a top-notch
job and, what’s more. have been mak-
ing an extremely profitable use of air

advertising. To lielp bankers in a

quandary about radio. sponsor out-

lines below the experiences of =ome
banks who've successfully reaped a bo-
nanza from the air.

An outstanding leader in the intelli-
gent use of air advertising is the Man-
ufacturers Trust Company, America’s
fifthh dargest bank., with 109 Dbank
branches in Greater New York. This
sponzor has continued to increase ity
use of air advertising (via Pearson Ad-
vertising Agency. Inc.. New York) ever
since it started with Bob Smith on

WANBC on April 14, 1947, It uow
spends an estimated $100,000 annually
for this radio battery:

Daytime participations on platter-
spinner Johm Gambling’s Rambling
with Gambling on WOR: three times
weekly participation on the hausfrau
Margaret Arlen Show, WCBS, 8:30 to
9:15 a.m.: 10 minutes twice a week of
the Bob and Ray Program, 8:05 to
8:15 am.. WNBC: twice weekly par-
ticipation on the WJZ disk jockev
show, flerb Sheldon, 7:15 to 7:45
a.: three times weekly one-ninute
announcements after 6:00 p.m. on
WOQXR. Recently. it also has been ex-
perimenting (via McCann-Erickson)
with 20-cecond filmed announcements
on WCBS-TV, WABD. and WNBT.

In planning their air advertising
eampaign, Manufacturer Trust’s efh-
cient advertising staffl personnel have
made several smart moves. First of

Pioneer Savings and
Loon increased its
deposits from $400,000
to $1,400,000 in six
months in Los Angeles
and to $13,000,000

in less thon three

years' time. If says
the greutest share
of the credif goes to
THE HOUSEWIVES'
PROTECTIVE LEAGUE

Mosi sales-effective
participating pregram
... tnywherel
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all, they employ the services of an
account executive, Charles H. Pearson.
with more than 15 years of experience
in handling bank accounts. like the
Federal Savings and Loan Association
of New York. A knowing adman who
began by handling bank advertising in
the Twin Cities. Pearson has a keen
perception of the intricacies and psy-
chology of selling financial services.

Secondly, the sponsor employs sound
logic in slotting its air advertising. By
spreading its messages over several
shows, Manufacturers Trust has the
law of averages on its side in its at-
tempt to reach the greatest variety of
listeners. Its commercials now reach
about 2,000,000 persons weekly in
Greater New York, at a cost of 38
per 1.000. What’s more. as Pearson
points out:

“The use of morning time to do the
brunt of the sales job is logical for a
bank. Even more than a retail store,
the bank looks for customers during
the usual business hours; and morning
broadcasts bring the call for action—
the message—in closest proximity to
the time for action. Early morning ra-
dio that tells the husband and wife, the
young man and woman office em-
ployee. how they may meet the money
problem, is a natural. Chances are
they’ll act upon the advice the same
day they hear about it on radio.”

Thirdly, unlike some other banks,
Manufacturers Trust encourages in-
formality in the delivery of its com-
mercials. The d.j. or m.c. is urged to
sell the copy to listeners instead of
reading it to them. Iriendliness is the
keynote. Indeed, the commentator is
even urged to ad lib the commercial,
as long as he doesn’t deviate from the
facts. Thus the commercial sounds as
though it were delivered. with genuine
personality. by a house-to-house sales-
man; not by a cold fish statistician.

Finally. the commercial copy. writ-
ten by Pearson himself. president of the
agency, contains hard nuts-and-holts
“sell,” rather than airy institutional
verbiage. As one Manufacturer's exec-
utive says, “The average Joe listen-
mg isn’t interested in hearing a lot of
pedantry about the age and dignity of
the bank. its history. and the grave
burden it shoulders. What he wants
to know is. “What can this bank give
me? Can I get a loan from it, eveu
though I'm not a big businessman?
Why should 1 start a checking account
there?” No appeal is stronger than
selfish self-interest.”

LAl
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And you'll praise him too!
Your client will be quick to acclaim

Says: Tidewoter Qil Co.
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~trategy is reflected ' -

oes. which sell such services as per-
special checking. safe de-

xes. auto loans. The commu-
cighborliness of the bank is

1 up by inclusion of the phrase.
“Youll find a Manufacturers Trust
mpany ofhce just around the corner,
wherever vou live in Greater New

York.”

This strategy seems to have paid off
well in high listenership. Once. when
Manufacturers Trust offered a baseball
schedule over four New York stations,

it was bombarded with over 20,000 re-
quests.

Although Manufacturers Trust be-
lieves 1n unbending in fnendly fashion
before the public, it still doesn’t helieve
in going overboard. The sponsor, for
example, doesn’t believe in the use of
jingles for a bank. “While the Ameri-
can temperament is such that we like
informality to the point where we pre-
fer wearing dungarees to a dinner
jacket.” it says, “we still expect a cer-
tain amount of dignity from pcople
who handle our money. A lot of peo-
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Day after day headlines

in Anchorage and Fairbanks
herald the events that
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the nation's No. | busy spot

...a booming, rich new
market for your products!

Most potent sales force

in this vital new market is
the powerful KFAR-KENI

combination. No other

medium can match it for
coverage and economy—and

most important of all
—results! Ask our Adam
Young representative for

proof and market facts!
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Mutual Don Lee

KENI, ANCHORAGE
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ADAM J, YOUNG, Jr., Inc., Bast. Rep.
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ple might consider =inging commer-
cials too flippant for a bank. It might
take away from the respect they hold
for the mstitution.’

While this philosophy might hold
true for a commercial bank, many sav-
ings banks contend jingles are fine
salesmen for their particular audience.
A good example is Union Dime Sav-
ings Bank. which had been using a 15-
minute news program on WOR since
May, 1949. Recently, though (via Ce-
cil & Presbrey), it has been experi-
menting with jingles contained in one-
minute announcements on Rayburn &
Finch, WNEW. and on WMCA. Its
cute calypso jingle is written by Irma
Kriger. secretary to P’hil Thompson,
radio/TV copy chief at Cecil & Pres-
brey. The ageney was so pleased with
Miss Kriger’s musical effort that it paid
her a bonus and elevated her to the po-
sition of assistant copy writer. It goes
this way:

“Does money in your pocket burn a

hole right through?

Then Union Dime has a message for

you;

If you save a little money out of

every pay,

You'll have a lot for a future day.

Your money’s earning interest, and

i's handy anytime
In a savings account at Union
Dime.”

This is followed by an offer of Union
Dime’s free city subway map. (“Not
only will it show you how easy it is to
get to Union Dime, but it’s a handy
map to have at any time.”)

Says Miss Kriger: “Our announce-
ments have been on the air for only a
short time. But response to the sub-
way map offer shows they’re pulling.”

A devout believer in news and an-
nouncements is the National Shawmut
Bank of Boston. John J. Barry, the
bank’s vice president in charge of ad-
vertising. works with John Hamm, ac-
count executive at the Biow Company,
New York. to cover Boston in radio
and TV. The Shawmut, with itz 29
branches, has been sponsoring news-
casts on WEEI, WORL. WHDIL. sta-
tion breaks on WEEL, WNAC. A high-
light of its programing is the five times
weekly, 15-minutes nightly  Shawmut
Nightly Neiwsletter, featuring C. T.
Scanlon. city  editor of the Boston
American, on WBZ-TV. The format of
the show was outlined by Barry to
SPONSOR this way:

“[ive minutes of live news by Scan-
lon: eight and one-half minntes of film,

SPONSOR



using Telenews as the basic film, with
some local shots added or substituted;
the Goodman Weather Puppets with
the weather forccast; the usual com-
mercial; Scanlon returns at the end of
the show for one minute of live hul-
letins. The setting of the live poriion
of the show is a replica of a manager’s
office in a Shawmut Bank.”

Barry adds: “Begiiing September,
we also will sponsor March of Time’s
Crusade in the Pacific Sunday nights
on WBZ-TV. It will be under the over-
all caption. Shawmat {lome Theatre.
which has been on TV since the open-
ing of the first station in Boston in
June, 1948.” By continuously hammer-
ing home the air message, “When you
think of banking. think of Shawmut.”
the bank believes it has built up its
trade from the man on the street.

Many banks have found an astute
way of gaming prestige economically
by cu-op sponsorship of network news
commentators. As Sally Raynor, as-
sistant co-op director at Mutual Net-
work, savs, “An increasing number of
local banks have found co-op sponsor-
ship a gold mine.”

Mutual’s wonder boy, Fulton Lewis,
for example. now boasts 101 bank
sponsors—eight more than last year.
They range from the Colorado Savings
& Trust Company, through KOK.O, La-
junta, Colo.. to the National Bank of
Topeka. through KTOP, Topeka. Kans.
Other Mutual commentators who get a
high bank sponsorship: Cedric Foster.
sponsored by banks like Denver Na-
tional Bank. through KFEL. Denver.
Colo.: Cecil Brown, Citizens. Farmers
& Merchants Bank. through WLBJ.
Brewton, Ala.; Bill Canningham, Citi-
zens National Bank, through WMONX.
Meridian, Miss.; Robert F. Hurleigh.
Peoples National Bank, through KANE,
New TIberia, La.

ABC has found that a great many
banks get excellent returns through co-
op sponsorship of informative-current
event programs. For instance, 13 banks
co-sponsor America’s Town Meeting
of the Air: some 15 co-sponsor Head-
line Edition, the show of “news and
the famous people who made it”: and
16 co-sponsor Edward Arnold's Mr.
Presideni.

Still another air outlet for banks who
wish to get out of their ossified ivory
towers is the use of sparkling program
service shows. obtained through local
stations. The World I'rogram Service
reports that a total of 217 banks are
now employing its features. For those
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To a Time-Buyer
Up to His Ears
.in Statistics
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We have nothing against the mathematieal
approach. It serves a purpose and 1t serves it
well—and using slide rule, Comptometer,
abacus, or counting on our fingers. we ean
prove that WMT is an excellent buy in an
excellent market. DBut . . .

But figures ean’t measure the entelechy of a
station. How do you weigh the rapport which
prompts a listener to report that his day isn’t
over until he hears “good night” from WMT?
How do you measure the eooperative spirit
which motivates WMT listeners? In the last
Mareh of Dimes drive our 270-Ib. sports di-
rector wanted to raise his weight in dimes-
$1900 in folding money. Listeners contribnted
five times his weight.

How do you seore the community spirit whieh
causes listeners to depend on WMT for help?
During a reeent baling wire (for hay) short-
age WMT broadcast a plea for the stuff—
and served as a elearing house to enable
have-nots to get it from haves.

What’s our enteleehy? 1t’s public service and
farm service; it’s market reports and sports
news—not just the hig press wire dope. but
also what we dig up ourselves about local
games. It’s frost-warning and storm-signals.
It's national and international- and county
and township news. It’s bigtime CBS pro-
gramming-—and around-the-corner square
dances. 1U’s the high regard whichh makes
Eastern lowans say, “I was brought up on
WMT.” If's beyond statistics.
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Represented Nationally
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REPRESENTED NATIONALLY BY H-R REPRESENTATIVES,

Chief Says:

"My braves know how to open door,
Make the pitch and cose the sale.
Chief Station ‘spots’ sure offer more
"Couse they get in where others fail.”

%ﬁD(@J SALES SUCCESS STORY

~ No supersalesmen? Ask H-R
" Reps or Hal Waddell about
Hines, Cllfton or Freed . . . your best salesmen
in the Greater Cleveland Market.

CLEVELAND'S (/4 STATION
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BASIC ABC
CLEVELAND 15, OHIO
INC.
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5000 WATTS
580 K.C.

National Rep.
The Bolliug Co.
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Harrishurg, Pa.

" HAMMER, NAMMER, NAMMER,

ON THE HARD WIGHWAY...

Scrotches, digs, oil spots, embedded dirt,
and other film blemishes show up on the
screen ond disturb the sound. They reduce
entertainment value and debose commer-
ciols. To secure best results from picture
and sound track ~ond to sofeguord presen

tation prestige—see thot your TV films get

FERLESS

FILM TREATMENT

PEERLESS

FILM PROCESSING-
CORPORATION

165 West 4Bth Street » Mew York 19, N.Y, -
959 Seward Straet = Hollywood 38, Calif.

perimenting in TV,

who like homespun philosophy, there
is Walter Huston’s Forward America,
sponsored by mstitutions like the Fed-
eral Savings & Loan. through KOL,
Seattle:  and  Robert  Montgomery’s
Freedom [s Qur Business, used by
First National, through KWBE, Bea-
trice, Neb. And for those who prefer
popular music, there i Steamboat Jamn-
boree. with Lanny Ross. used by banks
hike Bank & Trust. through KBTH. Du-
buque, la.; and the Dick Haymes
Show, used by City National Bank &
Trust, through KTOK, Oklahoma City.

To gain community =tanding, many
banks have been bhuving educational
shows with a human interest slant from

the syndicated program services. To
take but one example, Harry S. Good-
man Radio Productions, which has

over 100 bank chents. has had good re-
sultz= with Foices of Yesterday. This
quarter-hour syndicated show features

the voices of Americana personalities

' Trust Bank.

i banks

- on.

N YL

~like banking by mail.

like P. 'T. Barnum. Florence Nightin-
gale. William Jennings Bryan, and
presidents dating back to Grover Cleve-
land. Institutions on the order of the
First Federal Savings & Loan of Beau-
Texas, and Liberty National &
Savamah, Ga.. divect it to
childven. When the series is over, the
buy the transcriptions
Goodman al cost price: then present
them 1o local school supervisors. When
the series is played hack in classrooms.
the youngsters are urged 1o learn the
distinctive voices and messages of the
oldtime celebrities.

The notion that catering to the chil-
dren in the community i~ good busi-
ness for banks is gradually catching
One bank that realizes the value
of currying the favor of future de-
positors is Troy Savings Bank of Troy.
Heretofore. it had been using
newspaper advertising mostly. But be-
einning this year (via Doremus & Com-
pany, New Yorkl it started broadcast-
ing an offer to children: dime hanks at
a cost price of $1.25 apiece. Tt got 375
requests. cash enclosed. In
niercials, it now sells specific services,
Christmas and
and bank life
news show,

mont,

from

its coni-

Vacation Club savings.
insurance on a WTRY

While over 50 banks have already
extended their radio advertising by ex-
mamy other banks
are omewhat reluctant to try the new
medium. The chief drawbacks, as out-
lined by John B. Mack. Jr., deputy
manager of the American Bankers As-
sociation. are three: (1) cost: (2} pro-
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graming: {3) avanability. “The quali-
ties that make a good banker are not
the same as those that make a good
showman, nor for that matter, a sales-
man.” he warns. And an account exec-
utive appends: “The voice of radio
can sell a bank’s services; but | don’t
see how displaying greenbacks visually
in a bank teller's cage can sell any-
thing.”

However, by employing the same
adroit showmanship for TV that they
have on radio. several banks are ex-
ploiting video’s virtues profitably. An
outstanding example is Gerard Trust
Corn Exchange Bank of Philadelphia,
which has been sponsoring the half-
hour night variety show, featuring Roy
Neal, Open House on WPTZ-TV since
1948. The commercial (via Aitken-
Kynett Advertising Agency, Philadel-
phia) might show a young couple wor-
rying about paying their bills over the
breukizst table. The next scene shows
thein ac the Gerard Bank being offered
couruy and helpful advice.

in summary, it seems clear that air
adveriising can be a profitable invest-
ment for America’s banks-—if they
learn how to use it. The hest sugges-
tion sPONSOR heard was that banks
grown sour ahout broadcast advertis-
ing should first of all make sure that
their ad employees have an understand-
ing of the medium. If their knowledge
seems limited, then seminars should be
conducted for both the bank ad man-
ager and his ad agency advisors. No
banker would stand for sloppy book-
keeping in his business; neither should
he bear misuse and laxity in his ad-
vertising department. * Kk ok

RADIO COMMERCIALS

(Continued from page 48)

had to be via long distance phone while
the regular run of business was heing
carried on. hence my comment about
the phone in Hollywood where Crider
and I happened to be, near the close
of these negotiations. | got very little
sleep, I might add.

Let's take point two-—a little item
known as money. Some people ask the
price of a show and nod. Others ask
for a breakdown to see where it is be-
ing spent. And a small few can look at
what is offered and are quickly able to
tell how much “pie” the packager is
planning for himself-—or if his price is
too heavy on music—or if two stars
can be traded for one, etc. In other
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Ready-Mad,e TV Audience

in a PROFITABLE MARKET

i’ '\J
f’/ COLUMBUS, OHIO
A Channel 10

There’s no questior; about WBNS-TV
Complete coverage of the central Ohio market

WILMINGTON—58 miles from Co-
lumbus—*‘We get WBNS-TV the best
of the Columbus Stations.””*

NEW LEXINGTON—49 miles from Co-
lumbus — “WBNS-TV is coming in
very good—the best of the Colum-
bus Stations.”*

SABINA—52 miles from Columbus
—‘“We get WBNS-TV quite well
here.""*

KENTON—59 miles from Columbus
— *The best is WBNS-TV — picture
good—signal strong.”*

The consumer data is here, and it shows you why central
Ohio Is such a rich and responsive market for you. There’s
no question about where to put your TV sales message in
central Ohio for full coverage all around. Just check the Pulse
ratings and you will see the popularity of WBNS-TV pro-
grams in this fastest growing TV market. Read the ‘‘WBNS-TV
Coverage Story’’ and learn about the bonus coverage you
get. Yes, top local and CBS stars assure you of a profitable
and ready-made audience in the rich 24 county central Ohio
area when you schedule WBNS-TV.,

*From ‘‘WBNS-TV Coverage Story'’
To get your copy, phone Blair TV or write direct.

WBNS-TV

CBS-TV Network—Affiliated with Columbus Dispatch and
WBNS-AM —Sales Office: 33 North High Street
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words. a sman ageuey man can often
save a client enough monev before the
show is signed to justify the eommis-
<ston for the next 52 weeks.

Which Drings me to point three -
what an agency does {or shonld do!)
during the ensuing weeks of broadeast.
While it’s nice to it home behind a
drink and tell vonr friends that wha
thev're hearing is “your™ show. it’s far
more important 1o be in on every slep
of the planning of that show. This

doesn’t mean sending a small boy up

to &it in on story conferences, rebears-
al~. and the like.

Mr. Gordon Gray, vice president

IU"s been my experience that the in-
telligent efforts necessary o keep a suc-
cessful package successful are second
only to those needed to build the pro-
gram from scratch. And by enlisting
the services of talented outsiders (the
packagers) an agency broadens its {a-
eilities and makes available to its ad-
vertisers a whole new field of abilities
of inestimable value which it could

never afford to keep on stafl. 1've
messed around  with  packages that

range from musie festivals to situation
comedies and the influence which T've
seen agenev-people exert has usually

% To serve you better, The
Goodwill Stations .. .W]JR Detroit,
WGAR Cleveland and KMPC
Los Angecles . .
Eastern Office with Gordon Gray,
vice president, in charge. We
welcome the opportunity to be of

. have opened an

greater service to our advertisers.

NATIONAL REPRESENTATIVES:

Continuing to represent WIR Detroit and WGAR Cleveland... PR
Edward Petry & Company; 3
. |3
KMPC Los Angeles . . . H. R. Representatives, Inc, -
SPEECH [/
THE GOODWILL STATIONS MIKE

WIR WGAR KMP(

DETROIT

CLEVELAND

LOS ANGELES

resulted not only in mutpal vespect but
in the more important factor: a vilal-
ly improved program.

For a fourth point, let me toss this
in: the amount of adroit research and
hep time-buying which can be brought
to bear on any package is boundless;
these items alone can “make” the show
and few packagers know the first thing
about either.

So I do hope that some wee small
voices will be raised in the future when
the un-knowing bring up the unwar-
ranted: What does an agency do 1o
carn its keep on a package? Al that’s

needed mav be a change of agencv,
* kK

MARS AHEAD

(Continued from page 37)

vears of the 1940°s. With the possible
exeeption of Superman, none of these
shows was ever anything like a nation-
wide c¢raze. They never bounded into
the top brackets because the public
taste just wasn't there in large enough
quantities,

As a perfect example of this. take
the ease of the famous Orson Welles
Wercury Theatre broadcast of H. G.
Wells" “War of the Worlds™ on the
night of 30 October. 1938.

Routine by current tor even then)
STF standards, the alarming thought
that a real invasion of Martians was
aetually taking place in New Jersey
literally seared an estimated 1.000.000
CBS3 radio listeners right out of their
skins. Letters, wires, phone ealls, edi-
torials were heaped on CBS’s luckless
head. The public at large had been
hit with something with which it was
unfamiliar, Because of an 1maginative
scripl. it had reaeted en masse with
panie, rather than boredom.

By contrast, Dimension X, NBC's
literate radio STF  series, last vear
made a tic-up with Destination Moon,

~and cooked up a feature shunt to go

with it. Borrowing space-suit costumes
from the movies. a couple of TV ac-
tors, faces and hands painted green.
went up to suburban Larchmont, N. Y.
While featnre writer Dick  Kleiner
recorded the public’s reaction, the 1two
paraded around town as Men from
Mars. NBC had had a few anxions
montents, thinking back to the Welles
episode and expeeting that two of its
thespians would he lynched.  Instead,
people smiled indulgently. and cops
gaily waved traflic to one side. One
voungster. reared in an age of Captain

SPONSOR
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Video and comic books, stared sus-
piciously at one of the pseudo Mar-
tians and muttered: “What’s he ad-
vertising?”

With this youngster’s remark there
died the era of public misunderstand-
ing and lack of acceptance of science
fiction. Instead of creating mass panic,
the scheduled appearances of Tom Cor-
bett, Space Cadet at department stores
this fall will probably be onc of the
greatest public drawing cards since
Valentino’s funeral.

Today, there are about an even doz-
en STF shows on radio and TV about
75% of them sponsored by advertisers
ranging from cecreal-making General
Mills to the watchband-and-jewelry
firm of Jacques Kreisler. Some of
them—Ilike Captain Video, Space Ca-
det, Space Patrol and the old film se-
rials—go in for futuristic stories pri-
marily, involving rocketship travel.
space pirates, atomic encrgy, vest-
pocket TV sets, and the like. By and
large, these sliows are cashing mn quick-
ly on the juvenile interest in action
STF vyarus, but are being careful to
keep plots believable as projections of
known scientific principles.

Those atmed at the younger viewers
started out, for the most part, in re-
cent seasons as n()lhing more or IESS
than Westerns with rocketships. In
fact. Post’s Captain Video on DuMont
even uses Westerns as part of the daily
30-ininute show. to hop it up and to cut
costs, passing the film cowboys off as
Captain Video’s “agents.” However,
with the younger geueration avidly
learning the vocabulary of science and
alert to errors, these shows have been
taking a slightly different tack. Today,
the emphasis has shifted more to a
“popular science” aspect, which de-
lights educators and affords marvelous
promotional possibilities. Also the
demonstration of certain basic moral
lessons on these shows delights parents.

Reports DuMont regarding Captain
Video: ““Lately, the scripts have men-
aces who eventually see the light, and
adversaries who are not unscrupulous
at all. There is a trend now toward
dealing broadly with social problems
{i.e., racial tolerance. world peace,
etc.). and giving advice to those who
would gain by going against the com-
mon good.” Kellogg's Tom Corbet:.
Space Cadet, which has proved so suc-
cessful that it is being franchised for
merchandise use and for a comic strip,
has pionecred with this approach.
“Space Cadet is a logical and scientific
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Markets Grow Fast, too

Norfolk Metropolitan Sales Area
Population Increases 60% Since 1940

When you consider your markets for fall advertising, the Norfolk,
Portsmouth, Newport News Metropolitan Sales Area is a must for
any list. WTAR, WTAR-TV, or both will bring your message to
every home in the area.

Population is up 609, since 1940*, making this the fastest grow-
ing market in the top 30 of the U. S. In fact, it is now 29th in
the Nation in population. In Norfolk-Portsmouth total retail sales
are up 8.2%, food sales up 4.5%,, furniture, household, radio sales
up 19.29%,. automotive sales up 44.2%. In Newport News, total
sales are up 14.1%,, food sales up 5.5%,. furniture, household, radio
sales up 20.0%,, automotive sales up 66.19,.*"

Check any Hooper and you'll see that WTAR is the preferred
station in Norfolk, Portsmouth, and Newport News. In fact, WTAR
delivers more listeners per dollar than any other station or combina-

tion.

Ask your Petry man for availabilities to cash in on this growing
market.

NBC Affiliate
5,000 waits Day & Night

Nationally Represented by
EDWARD PETRY & CO., Inc.

*'The 162 Cream Markets—J, Walter Thomp-
son, Co.
**Sales Management, September |, 195!
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usiness is great,
thank you, at...

RADIO

WOW is embarking on
one of the heaviest
commercial schedules
in its 28 years in
business — BUT —

WOW is like a great
hotel — room can al-
ways be found for a
good client who has
a selling job to be
done in WOW.-Land.

WOW can always add a
cot (with a fine inner-
spring mattress, too!) in
the bridal suite.

Why the great rush of
clients to WOW, when
other stations are

scrapping for business?

Because WOW has 100,000
more listening families

every day and every night
than 1ts nearest compet-

itor. Because WOW dehivers
this audience at a lower

cost per thousand.

Insurance Bldg., Omaha
Telephone WEbster 3400
Frank P. Fogarty, Gen'l. Mgr.

Lyle DeMoss, Ass’t. Gen’l. Mgr.
or
ANY JOHN BLAIR OFFICE

projection of what life would be like in
the vear 2351. It lacks the improbabil-
ity of the radio eycle of seience fiction
shows in the 1930°¢,” a Kenvon & Eck-
hardt oflicial told sroxsor. “Besides,
no one ever gets killed on Space Cadet.
We consciously avoid anv blood-and-
thunder aspects in favor of sugar-coat-
ed education.”

The educational value of the STF
~hows alined at the younger generation
is of prime importance. sroxsor feels
safe in predicting that this element,
plus the visual value of TV, is going
to make the juvenile STF shows more
popular and more productive of sales
in the next few years than their early
radio counterparts. In a slightly differ-
ent way, this is also likely to be trne
of video STF shows aimed at adults.

The pioneer effort in the adult-level
STF show i Tales of Tomorrow. which

* * * * * * * *

e¢l believe it was C. F. Kettering who
onee said, *“When you lock the labora-
tory deor, yon lock ont a great deal
more than you keep in.” Even from a
strietly selfish viewpoint, the faet is that
the prize for rescarch will zo 10 the
company or individnal who gets 1o the
publi¢ with the most praetical and best-
merchandised product, rather than 10
the producer who has kept his abstraet
idea so carefully gnarded that he hasn’t

cven come to the point of marketing
e

ALBERT R. FLEISCIHIMAN
General Sales Maunager

Staudard Brands
* * * * * *

the Jacques Kreisler Manufacturing Co.
is sponsoring on ABC-TV through Hir-
shon-Garfield. This show. aired every-
other-week for Kreisler. accounts for
some three-fourths of Kreisler's $1.-
000.000-plus ad budget. Early eritical
success and dealer acclaim leads Krejs.
ler to believe that 1t will be a sales
success for the firm’s watchbands and
jewelry as well.

According to ex-agencyman George
Foley. who is co-prodncer with Dick
Gordon of Tales of Tomorrow, the
adult STE show canmot hope 1o he a
suceess by coufimng itself to futuristic
whoopdedoo and gadgetry. “We use
characters and situations that are be-
lievable. against a framework of sci-
ence fiction.” Foley told spoasor. “The
emphasis i< on good story values, mel-
odrama and snspense- not on scaring
the audience with Venusians who have
two heads. The scientific aspects, of
course, must be logical. Human emo-
and must  be  the
same, even thousands of vears in the

tions motivattons

avisenn

oy

future, or the audience won't buy it
We may run wild in getting futuristie
sets and costumes, but thev are just a
background for real adult dramatic
situations.”

Foley and Gordon. incidentally, are
making some big plans to beeome the
ranking STF producers in radio and
TV. Both feel that it is the coming
thing. and have already packaged an-
other STF show around the idea of an
interplanetary agent who is a sort of
jet-propelled Sam Spade. Other radio-
TV packagers and video film produc-
ers are making plans to get into the
science fiction act.

There are several existing TV and
radio shows, primarily aimed at adults,
who have been using occasional or fre-
quent scripts with a strong or outright
STE flavor. Admiral’s Lights Out on
NBC-TV has been airing STF seripts
on a one-in-four average. using sto-
ries like Martian Eyes (visitors from

Bob Hiill Company got
8,885 orders within
é weeks and found
“reorders far exceeded
our other programs”
when it offered plastic
bag sets ($1.00 each)
to the Minneapolis
radio listeners <
who were reached by
THE HOUSEWIVES’
PROTECTIVE LEAGUE
Most sales-effective
participatingprogram
: ¢+ anywherel
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space ), The Crushed Rose (civilization
vs. robots), and Follow Me (loncliness
of immortal life). P8G’s Fireside The-
atre has filmed an occasional story like
Shirley Jackson’s famous varn ahout
life in the U. S. following an atomic
war, The Lottery. Other shows, like
Mutual’s Mysterious Traveler and Mur-
der by Experts, CBS’s Escape, and
General Mills” Avwnstroug of the S.B.1.
on ABC radio often use stories with a
strong STF slant.

Because of its ability to fire the
imagination of adult audiences with
colorful words. music and sound ef-
fects. radio has enjoyed its own boom
in adult STF shows. Radio shows like
\NBC’s Dimesion X and Mutual’s 2,000-
Plus make no attempt to compete with
the visual appeal of TV shows like
Space Cadet and Tales of Tomorrow.
Instead. they use radio’s freedom to
use as many “‘sets” as the writer
wishes. letting the listener picture the
whole thing for himself. As a matter
of fact, most producers of this type of
show prefer to under-write rather than
over-write their descriptions. Each lis-
tener can then imagine the settings and
characters as he pleases.

Many radio men have told SPONSOR
that they feel that STF radio drama
for adulte—which can be done on pro-
gram budgets ranging from $1.250 a
week to $3.000——is one of radio’s great
hopes for the future. 1t operates in the
realm of true imagination (if done
well), where it is outside the competi-
tion of television and films.

SPONSOR asked many clients, produc-
ers, agencymen and writers to make a
few futuristic predictions of their own
regarding STF on the air. Responses
were enthusiastic and optimistic.

The consensus: Action-packed STF
stories aimed at the juvenile audience
will enjoy increasing popularity m TV,
but are not likely to be a widespread
success in radio. Adult science fiction
yarns will have a less dramatic but
steady upbeat in TV, and the “think
piece” type of STF shows will find an
important niche in radic. Juvenile
<hows will be among the greatest pro-
ducers of premium successes in broad-
casting’s history; adult STF shows will
have strong promotional angles.

sPONsOR feels that broadcast adver-
tisers generally will do well to pay
careful attention to the STF trend. In
fact. amid the roar of rocketships and
the cheerful ringing of cash registers.
it will be hard to ignore. * ok *
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ONLY

® 22 cities a compoct market of 54
counties in Eostern New
York ond Western New

e 428 towns England whose population
exceeds that of 32 states

® 54 counties

e 2,980,100 citizens

o 840,040 radio families

e only NBC station

e more people than 32 states

® more goods purchased than 34 states

® more spendable income than 36 states

the CAPITAL of the 11w stare

A GENERAL ELECTRIC STATION REPRESENTED NATIONALLY BY NBC SPOT SALES
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BRIEFLY

(Continued from page 50)

letters from  viewers in fringe
area~ in Indiana i Evansville. 102 miles
mav ) Tennessee (Elgin. 141 mles
away + and Kentueky (Colnmbus, 212
miles distant).
» *

WLAN. ABC afhliate in Lancaster
celebrated its fifth anniversary recent-
Iv by providing a gala junket for N,
Y. adverlising agency timebuvers and
trade press representatives. Celebra-

... and in Buffalo
CBS is WGR

Timebuyers, guests, return from WLAN fete

tion included refreshments. golf. swim-
ming, and a steak luncheon at the Lan-

RAND BUILDING, BUFFALO 3, N. Y.

National Representatives: Free & Peters, Inc.

leo J. ("'Fitz") Fitzpatrick
1. R. (" lke") Lounsberry

caster Country Club. Trip was headed
by Robert S. Keller, of Robert S. Kel-
ler, Inc.. WLAN sales promotion rep-
resentative.

% S %

WWRL in New York is celebrating
its 25th anniversary. The reason for
itz longevity and eonumercial success:
a policy of “bulls-eve” specialized pro-
T .

o e ."-1:.'.' 18 =y
e = ;-f«-,,_.-ﬁ\.
; e 'lrlb‘l' i
el e L
=

N

Original studio: WWRL celebrates 25th year

graming featuring broadcasts in 13
foreign languages and one third of its
daily 17 hour schedule devoted to the
Negro market. The Woodside, Queens,
station still airs its programs from ihe
original site of the station’s first broad-
cast.
* ¥* *

L. 3. Steel recently featured the
“home town boy who made good”
when they broadecast from Donora. Pa.
Their NBC Summer Symphony guest,
Stan Musial. the National League’s
leading hitter and all-time St. Louis

Steel's Hicks and Hevesi; Musial form star trie

Cardinal great. Musial’s Dbirthplace,
Donora, is one of the country’s most
important steel producing towns, U s
Steel’s The Theatre Guild on the Air
moved into its seventh year on 9 Sep-
tember with its initial winter offering.

“The Heiress.”

RIGHT the first timer1v

film spots by TELEFILM Inc.

Hellywood (28] Calif. since 1938

SPONSOR
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FILM COMMERCIALS

(Continued from page 39)

“The agency could have avoided this
hassle if they had made clear what size
product box to use. Agencies are of-
ten lax about a simple detail like this.
They take it for granted that we’ll
know—and we don’t unless they tell
us.” e

As an example of what must be
“ironed out” when an agency hasn't
yet learned the fundamentals of film
making, Rothenberg cites one script
that came in for a leading petroleum
advertiser.

“In one place.” said Rothenberg. it
called for this: Dolly in from a long
shot of the gas station to a close-up of
the emblem on the attendant’s cap. I’'m
not kidding. The agency actually ex-
pected us to be able to shoot it-—and
they’d promised it to their client!”

“First of all, they didn’t realize the
difhiculties of doing a dolly shot in an
exterior.  You have to go bouncing
with the camera over curves and up
hills and gravel driveways to make a
shot like that, and unless you build an |
expensive wooden track for the cam-
era, it won’t be smooth. Above all.
they didn’t realize that the footage |
length of that shot would be more than
the 90 feet they had for their entire
TV commercial.” Rothenberg contin-
ued. “Even if this shot could have
been done for this particular client. it
would have cost himm 8500 just to set
it up.” ‘

“We finally had to show them,”
stated Rothenberg, *‘how we ecould
start that dolly, put a dissolve in the
middle of it to a close shot of the at-
tendant, then finish our dolly up to the
emblem. We got the same visual effect
in a few seconds as if we had dollied |
from the long shot right up to the at-
tendant. Total cost was about $100,
Even so, the agency still had to explain
to the client why they couldn’t give
him what had sounded like a wonder-
ful shot.”

Agencies and clients will do well.
Rothenberg believes. to go to a film
producer with TV film commercial
plans well in advance if the films are
to be an extension of existing cam-
paigns in,other media.

“I've had a number of scripts re-
cently,” said Rotheuberg, “which start
out the same way—with a shot of a
newspaper ad, over a guy's shoulder.
Then he says—1 guess you've all seen
this ad in your metropolitan newspa- |
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The MIGHTY
MONTGOMERY

e 3

" 9STH MARKET

IN THE U.S.

Mig}\ty Monféb'mery
is the hub of one of
the nation’s top agri-

- cultural and  indus-

trial markets. =

$134,000,000
CITY RETAIL SALES

® Mighty Montgomery
had 1950 city retail
sales alone that were
$5,000,000 above
those of the previous
year.

OVER 600,000
IN TRADING AREA

® Mighty Montgomery
dominates the rich
surrounding trade
area of 11 progres-
sive and expanding
counties.

¢

GIANT AIRFORCE
MILITARY BASE

Mighty Montgomery

home of Maxwell |
one ‘of the.

Field,

CAPITOL
OF ALABAMA

® Mighty Montgomery
is a focal point of in-
dustrial development

largest Air Force cen- both in Alabama
ters in the entire na- and in the new
tibm South.
Werite, Wire or Phone for Availabilities!
MUTUAL ABC

WiJJ

Represented by
Weed & Co.

NBC

WSFA

Represented by
Headley-Reed Co.

WAPX

Represented by
The Walker Co.

NETWORK -

MONTGOMERY

STATIONS .
ASSOCIATION CBS

- | WCOV

i Represented by
l l The Taylor Co.
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NORTH
CAROLINA

North Carolina Rates More Firsts
In Sales Management Survey Than

Any Other Southern State.

1s [l st.

More North Carolinians Listen to
WPTF Than to Any Other Station.

& NORTH CAROLINA’S
No.1 SALESMAN IS...

50,000 WATTs

N B 680 «c.

AFFILIATE for RALEIGH-DURHAM
and Eastern North Carolina

-Natlonal Rep. FREE & PETERS, Inc.

WEIF

..... andin

TOPEKA

ABC

5000 WATTS

WEED & CO. NATIONAL REPRESENTATIVES

pers’—and then he immediately goes
on to say exactly the copy that is in
the ad. This may seem ludicrous, but
I’ve had two beer accounts at Trans-
film within the last two months that
made series exactly like that. One
made six, and one made eight commer-
cials. The agencies are going to be
kind of embarrassed when they’re en
the air at the same time. We tried to
save them that embarrassment, but
they'd already sold the idea complete-
ty to their clients. and were afraid to
change.”

Working in TV films with the same
kind of copy and approach that is used
in space media, or even in radio, leads
to other problems for the TV film di-
rector. Says Rothenberg: “Even very
fine actors find it difficult to read lines
full of phrases that do not naturally
lead into others, with no progression
or motivation,”

Since the director in a TV film gen-
erally has the responsibility of casting,
having had years of experience at pick-
ing the right sort of person for a role,
the director should also have the right
to make sure that the actor’s lines have
dramatic continuity, Rothenberg feels.
Otherwise, it isn't his fault or the ac-
tor’s if the results are poor.

Rothenberg told the agencymen
about an excellent young Broadway
actress, who had turned in a neat job
of portraying a young mother in a
Transfilm short for the American Can-
cer Society. She had been forced to
learn a lot of difficult. emotional dia-

logue in a hurry—and had done it eas-

ily. Then. a week or so later, Trans-
film had to do a commercial for a de-
tergent firm. Rothenberg immediately
thought of the young actress as ideal
for the part of a housewife. He called
her in, gave her the part, and sent her
home to study.

When shooting began, Rothenberg
could see that the part and dialogue
weren’t going to play. Twenty-five
“lakes” later, Rothenberg was sure of
it, and the girl was in tears. “She just
couldi’t find anvthing in that copy . ..
any molivation . any words she
could hold ont,” Rothenberg explained.
“It was jammed full of trite. legal
phrases. with none leading into each
other.”

“The poimt we would like to make

and we feel very strongly about this

is, if vou do not have eneugh ex-
perience in film, consult a producer,”
said Rothenberg. “You need make no
commitments on the ultimate produc-

SPONSOR




tion. But get his opinion on whether
the thing will play. Get his opinion on
how the dialogue will sound. Get his
opinion on what kind of actors or tal-
ent you need, and if you should sign
them for a series. Find out if you can
save money by doing all your exterior
shots, for instance, on one location in
one day. Above all, get his opinion on
the filming possibilities of your partic-
ular account.”

* * *

V. How much does a TV film cost?
(Lecturing: Mr. Thomas J. Dunford)

The General Production Manager,
who is head of a film company’s pro-
duction control department, is roughly
analagous to an “internal auditor.” He
is the man (creative film experts some-
times picture him as a “killjoy”) who
keeps a constant check on how much
money is being spent on what, and
whether the producer is spending too
much or the client not enough.

“Production costs in TV films,” said
Transfilm’s Tom Dunford, “are like the
legs of a three-legged stool. You can’t
change a specification without adjust-
ing the schedule or the cost. You can’t
change cost figures without juggling
your specifications and the schedule.
You can’t order speed-ups and rush
jobs in the schedule without affecting
costs and specifications.”

An agency’s script or storyboard (a
sketch series, like a comic strip) be-
comes part of the realm of the General
Production Manager when it first
comes in for bidding. Some agencies,
not aware of the problems inherent in
preparing a film bid, expect a fast an-
swer—which no producer in his right
mind wants to give. It takes at least a
day or two for the various film men
involved—directors, animators, scenic
designers, etc.—to give the production
control departinent their estimates on
the various factors that inake up a film.
It can take even longer if the script
is vague, or the specifications worded
so loosely that everything needs dou-
ble-checking with the agency.

According to Dunford, the general
routine in keeping track of costs at a
film producer goes like this.

First, the various requests for bids
are received, and given a control num-
ber. Then, estimates are prepared by
departmental experts on the various
components of the film, breaking the
film down into detailed specifications.
These are in turn double-checked (on
a machine) by production control, and
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DOLLAR FOR DOLLAR THE XL STATIONS DELIVER THE BIGGER MARKET

/_ Markets

_ YES, EVER SINCE TIME BEGAN . .. (Way back when Knight-
"7 hood was in flower) there have been ‘Them WHAT HEARD'
and ‘Them WHAT SAWL. Today it has become possible to analyze to what
degree that is so . . . THE FIGURES PROVE THAT (IN THE NORTHWEST)
RADIO . . . and 'Them WHAT HEARD' . . . IS THE LARGER GROUP.
In a recent, thorough investigation, Advertising Research Bureau (ARBI)
interviewed scores of persons who shopped in ADVERTISED stores, LEARNED
that 54.59, of these people got their information exclusively by listening and
only 33.2%, by reading.

54.5% Rrapi0
12.3% BOTH

33.2% newsearer

LET US PROVE IT!
Clip this coupon and
receive the "Proof of
+ Putting”

2
ES

KXLL KXLJ KXLK KXLQ

Eastern Sales Manager - Wythe Walker - New York ‘
Western Sales Manager - Tracy Moore - Los Angeles

SERVING THE PACIFIC NORTHWEST

Stations
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At Precision today

we’re processing
the finest

SCIENTIFIC FILMS

for nationwide
showings

t! T t:n-.:%-

For your 16 mm. scientific

film requirements
use Precision...

® Over a decade of 16 mm. in-
dustrial film printing in black
and white and color.
e Fine grain developing of all
negatives and prints.

@ Scientific control in sound
track processing.

® 100% optically printed tracks.

e Expert timing for exposure
correction in black & white or
color.

e Step printing for highest pic-
ture quality.

® Special production effects.

® [Exclusively designed Maurer
equipment.

® Personal service.

..no wonder more and more
of the best 16 mm. films today
are processed at...

PREGISION

| FiLM LABORATORIES, INC.

21 West 46th 5t.,
Mew York 19, N.Y.
Ju 2-3970

then the final producer’s price is fig-
ured. If the price looks too high or
too low to the agency, in comparison
with other film bids and costs on pre-
vious jobs. it’s usually the agency’s
fault for not making the original speci-
fications definitive enough.

*1f that little word ‘narrator” in your
seript happens to mean that you want
to use Lowell Thomas, and you haven’t
said so before. the producer will get a
big shock and he’ll squawk.” said Dun-
ford. “In most cases we are awfully
dumb if we don't call up and find out.
but sometimes the specifications seem
uite clear and we go ahead and make
mistakes. 1f 1 were to give my own
personal opinion on just what type of
specifications should be given to a pro-
ducer, 1 would say ‘give him every-
thing.” If you can get the account ex-
ecutive. and everyone concerned with
the job. together at one time with the
producer for a briefing. I would say
do it.”

Dunford’s advice on how
budget errors before a film
made: “If you can give producers sto-
ryboards, do it. If you can give them
pertinent-to-the-job history of the ac-
count. do it. If you can give them a
tour of the plant. do it. Anything vou
can do so that the understanding with
the conscientious producer is greater
will pay off.”

With the bid accepted, and that hur-
dle out of the way, a production con-
tract is the next step. “A producer of
a TV commercial film production,”
said Dunford, “has to get going right
away. Money has to be spent. crews
have to be lined up, casts have to be
selected. Actually, however. a produc-
er is not legally required to spend one
dime until he has a contract.”

“Here’s where the rub eomes in.”
continued Dunford. “Many agencies
don’t realize this need for speed on
their part. and the need for a contract
or letter of agreement from an agency
before work starts. Too many produe-
ers have been caught on a imb with-
out coutracts. We've had some nasty
experiences ourselves in this. So. until
the contract shows up. the production
will be delayed.”

Agencies. incidentally, will find this
true of all leading prodll( ers, some of
whom have been nicked for $20,000-
$50,000 in lost time and labor when
deals were called off before contracts
arrived.

When the contract is in. the produc-
Producers usually

to avoid
18 ever

tion routine starts.

work from a detailed “schedule sheet™
which ties the producer to his own es-
timates concerning motion picture pro-
duction, animation production, slide
films, and print orders. There is a cer-
tain flexibility in this system—but not
much. A producer will try to keep his
costs in line, for his own protection.
But. “extras™ tossed in during produc-
tion by the agency such as increased
casts, fancier sets. fancy opticals. ete..
will run the costs up—and the producer
can prove why, since he’s already item-
ized all the original costs and can spot
the “extras’ quickly.

“Changes.” said Dunford, “can
sometimes lead to a chain reaction that
even a producer cannot anticipate, and
therefore he dreads themn. The budget
will have to be recast—usually upward
—and new specifications issued. These
will have to be approved in turn hy the
agency and client, with a time loss.
Continual changes will surely lead to
nistakes.”

. . . in Rochester
WVET

¢ WVET has more local accounts
than any other Rochester station.
{(Many sponsors spend ALL their
advertising budget with WVET!)

e WVET has more programs that
will win and hold Summertime
listeners . . . at or away from home!

e WVET offers YOUR clients BET-
TER results per dollar invested.

1280 5000

IN ROCHESTER, N. Y

Represented Nationally by
THE BOLLING COMPANY

SPONSOR
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Vi The “fall guy” of TV films—
the producer

(Lecturing: Mr. Robert Klaeger)

The TV film produeer has one of
those jobs that look easy—until you
try it. He has to be knowledgeable
about every step in the making of a
TV film, from the time the idea is con-
eeived until the release prints are
shipped out to TV stations. He 1s the
man who comes most often in eontact
with advertising ageneies and elients.
and has to aet often as a elearinghouse
and interpreter between film men and
advertising men.

Very often. he plays his major role
in the final stages of the making of a
TV film. When the film leaves the cam-
era for the laboratory. and is returned
some 72 hours later for editing. many
an ageneyman and client are horrified
at the results. To the untrained eye.
the “dailies” (eompleted takes which
have not been edited) look like a
hodge-podge. full of mistakes.

Produeers. supervising the directors
and editors, can do a lot to bring or-
der out of this confusion. Editing mov-
ies is an art learned only from long ex-
perience. In this respect. Transfilm’s
Klaeger has a word of sound advice
for agencies making film commereials.

“It is never a good idea to bring the
elient along when you're going to see
the rough dailies sereened by a pro-
dueer. In 99 eases out of 100. he has
no idea of what’s going on. All he ean
think of is waste when he sees four
takes on one scene. He'll never under-
stand that we ean intereut scenes, snip-
ping a good part here and a good part
there, putting it together to make one
good film.”

IN DANVILLE, VA.
| BUY THE
OLD ESTABLISHED

ESTABLISHED 1930

HIGHLY RATED

s2.8
AVERAGE WINTER 1951

ABC STATION

™

HOLLINGBERRY
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¥ ETl A,
SRy B,

This advertisement ran in this publication last April. It is repeated

with corrections which reflect increases of the past four months.

e g o -

e s e

i-s _SponsorsAIone
Make a Sizable Audience

Fulton Lewis, Jr. is sponsored locally on more than@ﬂo
Mutual stations by(572)advertisers. The roster of busi- 623
nesses represented is too long to detail here, but this brief
summary shows their scope:

/0! 93. automotive agencies

2! 19. auto supply and repair companies
6 bakers

55 53 banks and savings institutions

3 26-brewers and bottlers

6/ 58 building materials firms

21l 29 coal, ice and oil companies

(9 14~ dairics

36 30-department stores

Z6 23 drug stores
16 food companies

47 43- furniture or appliance stores

2( 3% hardware stores

10 14 jewelcrs

{7 ¥4 laundries

29 25 real estate and insurance agencies

90 94 miscellancons

His program is the original news co-op. It offers loeal
advertisers network prestige, a ready-made and faithful
audience. a nationally known eommentator—all at local
time cost with pro-rated talent eost. Since there are more
than 500 MBS stations. there may be an opening in your
locality. Cheek your Mutual outlet—or the Cooperative
Program Departinent, Mutual Broadcasting System,
1440 Broadway, NYC 18 (or Tribune Tower, Chicago. 11).
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30

NEW
CONTRACTS

3 ODAYS

(July 20 - Aug. 19)

Join the ever-growing list of
National, Regional and Local
Accounts who advertise on
K-NUZ.

K-NUZ not only offers more
listeners per dollar invested,
bnt also a nnmber of the top
Hoopers in the Houston

Market.

Results speak much louder
than words . . . Ask about
these campaigns:

Ebony Magazine, U.S. Green
Stamps, Bendix T.V., R.C.
Cola, Capehart T.V., Hunt
Mattress Co., Jet Dog Food.
Their Suecess  Stories  are

Proof of K-NUZ" Sales Ability.

For Information Call

FORJOE
National Representative
or DAVE MORRIS
General Manager
at KEystone 2581

“RADIO RANCH” .
P. 0. BOX 2135

Films are ready to show an agency |

when they have been edited, and a
“rough cut” prepared. While the pro-
ducer sweats it out, this “rough” is
screened, and agency and client decide
if ’s O.K. From there, a “final cut”
is made. Then, it goes to the lab for
an “answer print,” in which all the
trick optical effects (wipes, dissolves,
push-offs, etc.) are added. Following
that, the “release prints” are made by
the lab, and the film is ready for TV
showing.

Producers like Robert Klaeger are
often called on to explain what seems
to be a wasteful method of doing busi-
ness. Many agencies cannot under-
stand why an average of 1,000 feet of
film will be exposed in the making of
a one-minute spot, and 900 feet of it
thrown on the cutting room floor.

Says Klaeger: “It’s well for agencies
to remember that a producer would
rather shoot a scene four or five or 10
times if need be, until everyone is hap-
py. than go back another day. Skilled
crews are expensive. A producer’s
overhead for studio rental is high. It's
a lot cheaper to waste a little film and
end up with what you want than to go
back for another day’s shooting and
miss a deadline later.”

No producer expects an agency to
know all the answers about the me-
chanics of film production. But, an
agency has every right to expect this
knowledge in a producer—and usually
gets it. Producers like Transfilm’s Rob-
ert Klaeger welcome the opportunity
to discuss film problems and film tech-
nique with advertising agencies.

After all, when a producer gambles
his reputation and the jobs of his staff
in taking on a film commercial assign-
ment, he wants the finished results to
look good, and to do a selling job.
Agencies certainly need the help of
film producers, but producers need
agency assistance. 10o. * K ok

MEN, MONEY, MOTIVES

(Continued from page 6)

Since the war a growing concern for
ageney prestige has prompted more
and more agencies lo annonnce. in a
loud voice, that they have “resigned”
the account they are abont to lose.
This is as it may be. It amounts to
saying that if the service rendered by
the agency may. on occasion. be un-

satisfactory to the acconnt, the service

"'lquihg
'_____..1____11dépendent

Mr. Dave Harris
Ruthrauff and Ryan, Inc.
New York City

Dear Dave:

Hit shore is a sight how meny folks
lissens ter W CHS! Yessir, Dave, these
here peepul in
Charleston, West
Virginny, swears
by West Virgin-
ny's Greatest
Advertising Me-
dium! Tk latest
Hooper shows
{ thet yuh kin rest
close yer eyes
and pick any
time atall on th’
WCHS schedule,
an’ th’ chances
are 6 outen 7
thet yuh've hit
th® highest rated
quarter-hour on
th> air at thet
time! An’ thet's
with five stations
in town, too.
Yuh jest cain’t
beat thet, Dave,
ar’ don’t fergit
—thel’s jest fer th' city area! Outen
th’ country th® WCIHS 5000 watts has
thin’s purty much ter itself! Jest tho't
r'd let ver know!

Yrs.
Algy

WCHS
Charleston, W. Va.

SPONSOR

o
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demanded by the account may, on oc-
casion, be unsatisfactory to the agency.

* kX
Recently Campbell-Ewald published

as an advertisement a news story from
Printer’s Ink detailing its acquisition
of the Rheem account from Foote, Cone
& Belding. It was a refreshing, mfor-
mative piece pleasantly free from the
hokum often conventional in this sort
of story. In effect, Campbell-Ewald
had the “team” (and previous icebox
experience) that Rheem would need
when, materials priorities permitting,
it launched its own new refrigerator.
Know-how was the clincher.

* k%

The reverse case which comes to
mind, illustrating how an absence of
know-how scared away accounts, in-
volves a blue-blooded, blue-chipped
financial agency which sought to move
into general account work by the sim-
ple device of hiring a small agency
president and “absorbing” his billings.
Only trouble was the accounts declined
to be absorbed for all the eminent
banking connections of the financial
agency. First, the agency had to prove
that it was staffed and competent in the
area of these accounts. To do so would
require time. * ok K

PREMIUM PROMOTION
(Continued from page 35)

uation of each item is based on the
following:

1. Desirability—Utility value; ex-
citement value; glamour value.

2. Demand—Home popularity; re-
tail availability; retail popularity.

3. Price—High for premium offer;
sattsfactory.

4. Bargain appeal—Big value (by
retail standard); poor value.

5. Recognizability — Self-explana-
tory; or is the item likely to be un.
familiar.

Get all three with KTBS ...

OVERAGE

UDIENCE

¥ In this tremendous-
1y rich oil & gas area
of Northern Louisiana, Eastern
Texas and Southern Arkansas,
only KTBS-Shreveport offers all
these benefits at 2/3 the cost!

ERCHANDISING

...at 2/3 the cost!

710
WATTS—DAY | KILOCYCLES
5,000 WATTS

NIGHT N B c

Natl. Representative: Edward Petry & Co., Inc.

10,000 l

KTBS

SHREVEPORT

BINGHAMTON, N.Y. MARKET

NOW 5000

-\ ATTS

CALL RADIO REPRESENTATIVES, INC.

90% of KECK’s E\

clients have

|
About |
e wedio [y | s
since station ' Listening l' oF USTENING
went on air in Mid- H‘BNS
—) *; America A
N
M
| Only Complete . /-
Study of the Mi
" “America Market

the station most people

listen to most in West Texas Write for your copy of the Conlon

“Study of Listening Hobits” in Mid-
Americo . . . sponsored exclusively
‘ by KCMO. Parts 1 ond 2 of o 3-port
{

continuing study ore ovoiloble now.
Covers oll stotions. Write on your
letterheod.

KCMO

50,000 WATTS
i 125E. 31st e  Konsos City, Mo.

full time
regional on

920 k. c.
BEN NEDOW

general manager

ODESSA, TEXAS

Nat'l Rep. Forjoe & Co.
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WILLA
MONROE
One of
WDIA's
many famous
personalitles

TIDE
Joins the Swing to
WDIA in Memphis

completely dominates in

WODIA
Negro segment of Memphis' 394,000 population . . .

selling the 449%

economically reaches and sells a total ol 489,000
Negroes in WDIA BMB countles. The 5 other
Memphls stations split up the white audience.

Tlde now uses WDIA as do such other QUALITY ad-
verticers as Lucky Strike, Kelloga. Ipana, Super Suds,
Purex, Sealtest, Arrid, Bayer Aspirin and Calumet.

Tne Hooper helow shows why WDIA s a GREAT
BEUY. Write lor full details.

"HOOPER RADIO AUDIENCE INDEX
City: Memphis. Tenn, Months: June-July 1951
Time Sets WDIA B C D E F G
MF BAM-6PM 14.5 23.7 244 170 13.513.0 4.2 2.9

memeHis WD LA tenn

John E. Pearson Co., Representative

SEPARATE BUT EQUAL
WERD

Proves A Moot Southern Point in Atlanta

. *"“Separate but equal’’,—that famous phrase
heard but seldom seen, came true, Hooper-wise

for WERD in May, 8:.00 AM to 12 Noon—
Monday through Friday,
WERD'S Hooper Audlence share equals the best
station in Atlanta today. Here are the Hoopered
facts

WERD -—21.2

Station A — 213

Statlon B — 7

Station C -— 6

Other AM and FM — 232

WERD Is the most economjcal radic buy in Atlanta
060 on cvery Atlanta dlal
1000 watts

covers the area shown

below

Write for prool of performance
Represented natlonally by

JOE WOOTTON

Interstate United Newspapers, !nc
545 FIlth Avenue
New York 17, N Y

WERD 1s Negro owned and operated

The trio of entries which remain in
the running after the screenings are in
the homestretch of selecting operations.
Consumer reaction to each item, un-
covered by consumer tests, determines
which will be the premium offered.
The various methods in the final re-
search. and their advantages and dis-
advantages. were covered in the first
article of this series (spoNsor. 13 Au-
gust 1951).

After the premium and research de-
partments coniplete this part of the
job their recommendations are sub-
mitted to the client. What happens
then? *“The advertiser contacts the
supplier and places the order.” Young
& Rubicam’s sales promotion manager.
Edward J. Gardner. told sroxsor.
“The agency does not purchase premi-
ums and does not draw a commission
on them. Selecting and testing premi-
ums is a service lo its chents.”

The selection of the premium ends
the first operational stage of box-top
merchandising.

Since the primary purpose of the

premium is to stimulate the sale of

the produet, and the primary purpose
of the agency is to prepare advertising
campaigns for the chent. the second
stage. the promotion. is the hub of the
operation. Other things being equal.
the amount and kind of promotion put
behind an offer influences its returns.
The agency’s media department is in
the lead-off position in the mechanics
of formulating the promotion. It ad-
vises the client on the most effective
media for his purpose and the best
way to use them for maximum results.

In  comparisons  of effectiveness,
broadecast media have outstanding ad-
vantages for premium advertisers. The
selling enthusiasm of the spoken word
can’t be duplicated. The *“‘something
extra” appcal of a premium heightens
listener interest in radio commercials.
[t doesn’t have the same effect on print-
ed ads. Starch data shows that the in-
clusion of a premium offer does not
necessarily affect the visibility of an
ad. As for television, Robert F. Deg-
gen. account and merchandising execu-
tive of Ted Bates. stresses. “You can
actually show the premium to the audi-
ence. amd deseribe it with the same cu-
thusiasm used in radio.”

The techniques used in advertising
premium offers were covered in the
preceding two articles of this series.

In addition to the departments dis-
cussed. the operation involves those of
cach advertising medium that’s used:

i

CONCERT MUSIC
SERVICE

With the approval and sup-
port of many broadcasters in
every section of the country,
BMI is providingl.an addm?:e-
ervice to its licensees—

ElOsNCERT PIN.UP SHEET,
supplement to the_BMI Pop
and Folk Tune Pin-Up.

Here is a convenient monthly dhs:i-
ing of contemporary and stan_ars
classical recordings used by s(anonh
who are now programming s;ugl
concert mMusic regulal:ly and ﬁav;nl-
able to those who might profitably

do so.

casters are aware 9( the wide
E;:’eander appeal of serious SE;;’CIZ
and the new CON R
PIN.UP SHEET serves as a ne p-
ful guide in presenting such music.

(2,835) can

BMI.licensed stations plote

be depended upon for
service n Mmusic.

580 FIFTH AVE, NEW YORK 1%
NEW YORK i CHICAGO * HOLLYWOOD

5,000 Watts Full Time

k

e

L. Herschel Graves, Gen'l M

John H. Phipps, Owner

FLORIDA GROUP
Broadcasting.
System

National Representative

JOHN BLAIR AND COMPANY

Southeastern Representative
HARRY E. CUMMINGS

Jf R ol EWELT
A &f-'u‘*m“ 1

SPONSOR

e

BROADCAST MUSIC, INC.
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radio, television. production. art. Oth-
| ers whose functions are involved in the
campaign are:

1. Creative—Writers and art diree-

' tors.
I 2. Merchandising—Salesmen
dealer contact.

3. Public Relations and Publicity—
News contact.

4. Traffic—laiaison between various
departments working on project.

_ 5. Client Contact—Account exccu-

I tive.

' The agency’s role ends with the end
of the promotion.

The third operational phase is the

. handling of the returns. There are
three basic ways of doing this:

| 1. The returns are mailed to the ad-

| vertiser. He forwards the names and

| addresses to the supplier, many of

| whom have mailing departments.

' 2. The returns are sent to a mail-

| handling organization. It forwards the

~ names to the supplier’s mailing depart-
ment.

3. The returns come to the mail-
handling firm. The supplier sends the
premiums in bulk to the mail-handling
concern. It packages them and mails
them to the consumers.

Most large advertisers use the last
method through one of these: Bruce.
Richards Corp., Coupon Service Corp.,
Reuben H. Donnelley Corp.

The premium form of merchandis-
ing 1s a respected and effective sales
mstrument geared to the modern tem-
po. Both users and suppliers include

| some of the top-drawer companies of
the country. * kK

and

' RADIO’S FUTURE ROLE

(Continued from page 27)

ning to impress CBS radio executives
as an important part of their develop-
ing campaign to back audi-
ence for radio.

win

Nation’s Nightmare.

| In one of the west’s

B RICHEST MARKETS
Idaho’s Fabulous Magic Valley

W Ask Hollingbery
ABC at
Twin Falls, Idaho

Frank C. McIntyre
V. P. and Gen. Mgr.
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How to avoid Christmas Mourn

First, be sure your gifts to business friends make a hit.
Give Zippo . . . the Windproof Lighter that

always lights with a zip—even in wind

or rain. Second,make sure you get
your Zippo gifts in time. Order
Zippo Lighters and do it early.
Then nobody will be mournful
on Christmas morn.

the one-zip Windproof Lighter

ACT NOW! GET FREE BROCHURE! See how you can
have your company trade-mark or other message
reproduced in color on Zippo Lighters, at low cost.
Engraved lighters should be ordered by October 1st for
Christmas delivery. Send the coupon today!

ZIPPO MANUFACTURING COMPANY
Bradford, Pa.

Send your FREE brochure on Zippo gift ideas
showing models with prices and discounts.

Dept. BW1-4

FREE SERVICE! No one has ever paid a cent to repair a Zippo!
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Radio Station W B M L

Macon, GEorGIA

Announces with pleasure fulltime

afhliation with the

National Broadcasting Company
“ffective September 30, 1951

ASSOCIATED PPRESS

WorLb TRANSCRIPTIONS

IN MONTREAL
it’s

CFCF

Canada’s FIRST station—wisc in
the ways of ]’P\()CI\AMI\TING,
PROMOTION and MERCIHAN-
DISING . . . gives you the cover-
age aund the listenership neecded

do a real celling job 1 this
rich market area.

U. S. Representative—Weed & Co,

88

NATIONAL REPRESENTATIVE

EADLEY-REED COMPANY
H LEY-R C

WMRY
SELLS.

NEW ORLEANS

'GREAT
NEGRO

WMRY programs to more than 14
million Colored people throughout
Southern Louisiana, Mississippi,
Alabama and Northwest Florida.

600KC- "THE SEPIA STATION

WMRY

NEW ORLEANS, LA.
JOHN E. PEARSON CO.
Not'l. Representative

for example, the notable CBS exposé
series on narcotics, will be rebroadcast
shortly; at that time, CBS will run full-
page newspaper ads calling the series

| to the attention of listeners—and hop-

ing to remind them by implication that
all of radio still has something good to
offer.

The CBS strategy in promoting its
Nation’s Nightmare series in hard-hit-
ting ads is part of the developing trend
within radio to seek ways of winning
back listeners through promotion. For
radio’s strategists aren’t merely de-
pending on the medium’s basic advan-
tages (as cited above) to swing the
pendulum back in their direction.

“TV’s grip is largely hypnotic,” Rex
Lardner, New York Post radio/TV
critic, told sPONSOR in suggesting that
radio point out its own virtues to the
public. And to break that grip, audi-
ence-promotion campaigns on both a
local and a national level are starting
up this fall in unprecedented numbers.
There is some question among thought-
ful observers as to whether these cam-
paigns will have as much effect in lis-
tener as in advertiser circles. (Maurice
Mitchell. Associated Program Service
vice president, said of one promotion:
“It isn’t aimed at the people but at the
Madison Avenue bunch.)

But the important fact is that a start
has been made—in Detroit and Tulsa,
stations are cooperating to remind lis-
teners about all of radio; the BAB is
planning a master program for station
cooperation in promotion (as well as

other functions) ; the Southern Califor- |

nia Broadcaster’s Association stations
are now waging an annouicement cam-
paign to promote radio; World Broad-
casting System has begun preparing a
special package of promotional disks
in which name personalities plug the
medium: all of the networks will use
their own facilities heavily, as well as
other media. for audience promotion
this fall. (Promised Mutual President
Frank White: “We plan to continue the
same intensive promotion of AM radio
which has already won Mutual several
outstanding awards during the past
year.”)

I{f an advance look sroxsor had at
the canipaign is auy indication, a CBS
radio promotion planned to kick off
within a few days, should attract con-
siderable attention on Main Street as
well as Madison Avenue. Theme of
the campaign is that radio is America’s
great jester, still the sourcc of enter-

SPONSOR



tamment which is closest at hand for
the majority of the public.

But what are some of the Great Jes-
ter’s other strengths compared with the
characteristics of that younger public
jester, television? For one answer, see
the comic strip atop page 27. It shows
what happens whenr a woman tries to
carry on with her normal household ac-
tivities while watching TV. As Hus-
band Dripple” discovers in the final
panel. it just won’t work. Not only is
it impossible for the housewife to do
her knitting and watchh TV, but many
radio strategists told sPONSOR they feel
men with hobbies, good hosts, in fact
all TV set owners are likely to find
themselves increasingly reluctant to sit
stil and let TV dominate them com-
pletely for long periods. It is nmpossi-
ble to tell at this point how important
this reluctance to have their time dom-
inated will prove in shaping the view-
ing patterns of the future.

But many believe TV fascination will
definitely wear off. once it's been
around for a while. Commented Law-
rence Shenfield, Doherty, Clifford &
Shenfield president: “When a family
buys a car. they go out for a ride in
it every night the first week. But then
this enthusiasm settles down. The
American public is like that with most
things—including television.”

Raymond Spector, president of the
agency bearing 'his name. disagrees
completely, however. He told sronsor
that he believes “radio as we know it
now will be a dead pigeon. . . . Tele-
vision has everything that radio has
and more. You don’t even have to
watch TV if you don’t want to. Many
people lean back in their armchairs and
close their eyes, or work in the kitchen
with the set on in the living room.”

Spector added: “lIs there anything
radio can do better than television?
... I don’t think so. You want news?
TV will give it to you. Soap opera.
music, drama, comedy, everything.
Many stations already open up at 9:00
a.an. And they don’t get off till 1:00
a.m.” (Joseph Allen, Bristol-Myers
public relations vice president, ex-
pressed similar sentiments in SPONSOR.
21 May, when he said that radio was
“fading away.”)

Spector gives radio six months to
live. once the freeze is lifted and nore
stations are built. But the majority
opinion seems to be thal no matter
how big TV grows, radio will definitely
remain an important medium. As Hy
Brown. veteran producer-director-writ-
er of the Inner Sanctum and dozens
of other shows, put it: “Radio will ad-
just and seek its own level.” Others
speak in terms of an “equilibrium” be-
tween the two media which they see
coming into effect once the novelty of
television has completely worn off.
Said radio/TV critic Rex Lardner: “I
feel that in a couple of years people
will get fed up with the freaks and
phonies of TV and. jacking themselves
up, will pay more attention to select-
ing shows for their merit—a radio
show at one timie, a TV show at an-
other.”

No one believes. however. that radio
will arrive at a balance with TV auto-
matically. The realization is that ra-
dio’s fate is in its own hands and that
programing adjustments to take ad-
vantage of radio’s own strengths are
the key factor.

“Right now.” says Alan Bunce, star
of Ethel and Albert, Young Dr. Ma-
lone. and hundreds of other radio pro-
grams, “radio has a tremendous oppor-
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per thousand homes reached in Knoxville’s
en circle” . . . the industrial metropolitan area of
335,000 people. Cover this compaet market with
WBIR AM and FM, both for the price of one.

Not the biggest station, but the BIG BUY in cost

“eold-

Bolling Co

C. H. COTTINGTON

V.P. In Charge of Radio and TV
Erwin, Wasey & Co., Ine.

LILE MUST
‘Newsworthy
1V & RADLU
EXECUTIVES
Lottington's
LATEST
GINESS
HTRAILT
5 BY —
Jean Racbuns

Photographer to the Business Executive
565 Fifth Ave., New York 17—PL 3-1882

No. 5 of a Series
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tunity to shoeot for higher intellectual
and cultural standards. Today’s TV
standards are somewhat juvenile, about
the same level of radio 15 years ago.
The I4-vear-old mind myth has been
exploded by radio, but TV still isn7
convineed.”

It would be pleasant to report that
all of the networks and many local sta-
tions had master plans of programing
adjustment designed to take advantage
of thix situation. But that i~ not the
nature of the anmimal. Instead, radio’s
evolution will proceed on a trial-and-
As CBS Lou
“Our long-range plans cover up
to tomorrow morning at 10:15.” The
important thing to remember. though,
i= that the networks are willing to ex-
periment, are open new ideas.
Charles C. Barry. NBC vice president
in charge of radio programs, told spPon-
sok: “We know that radio must adjust
itself to the new situation. We know

error basis, Hausman

puts it.

lo

In a compaign to

get more customers in
Washington, D.C.,
Embassy Dairy goined
2.331 from ifs top
radio show compared
with 3il from the
feading newspaper
and 22 from the radio
runner-up.Top show?
THE HOUSEWIVES'
PROTECTIVE LEAGUE
Most sales-effective
participating program
.« . irywhere!

that we're going to have to share the
living room from now on. But anyone
who thinks Mr. John Q. Public is go-
ing to turn the radio set oft entirely is
wholly wrong.”

In a way, radio’s realization of what
the job ahead for it ix parallels the
thinking now current among Holly-
wood’s leaders, though radio is in a
far more favorable position. In Holly-
wood, the theory getting most atien-
tion is that the movies were ripe for
the plucking before television ever
came along; that the hope for in-
creased movie attendance lies in im-
proved pictures. In addition to mak-
ing better Holly wood  has
launched an unprecedented industry-
wide campaign to sell movies. Called
‘Movietime U.S.A.,” Hollywood’s drive
has resulted in what Arthur L. Mayer.
executive viee president of the Coun-
cil of Motion Picture Organizations.
has called “the most gratifving exam-
ple of industrywide cooperation I have
seen during the 30-odd vears 1 have
been in this business.”™ (Drive kicks
off with a nationwide radio hroadcast.
24 September.)

movies,

That radio’s sentiments resemble
Hollywood’s was indicated by many of
those SPONSOR interviewed. Typifving

the remarks of others, Richard Mack.
international president of the Radio
and TV Directors Guild, said: “*Radio
got rich. fat. and flabby. The networks
practically invited any new
knock radio on the head.”

medium to

can be ex-
to
The cooperative audi-
campaigns now under-
way are one part of this trend. But
more specifically, CBS has embarked
on a policy of exploitation which is a
leal taken directly from Hollywood’s
book. The network has hired Sid Gar-
field, former advertising and publicity
director for Samuel (,ol(]\\\*n produc-
tions, to hecome CBY first * “exploita-
tion director”; he starts work today
(10 Septemberi. Another Hollywood-
ian, lrving Fine, will hll a similar job
on the West Coast for CBS.

Garfield and Fine have one specific
assienment from their boss, Lou llaus-
lo make ncws for CBS radio.
“We're not gunning for

In promotion, too, radio
pected to follow thinking
Hollywood’s.
ence-building

similar

nan :
the columns
any more. We're alter page three. or
) pag
yage one. says Hausman.

tend J

“We know the job can be done be-
cause there’s a lot of news in radio.

We want to get listeners say ‘Did you

24
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There Are
Y MILLIONS of PEOPLE
who DonT L1STEN To—

e

%T — THE HOME-FOLKS
WHO LIVE IN THESE AREAS

DO LISTEN,/

Voull Seed

Owned & Operoted by
SOUTHWESTERN PUBLISHING CO.
. Dan W. Reynolds, Pres.
Publishers of: Southwest Times-Recard, Fort
Smith, Arkonsos; Exominer-Enterprise, Bortles-

ville, Dkichama; and The Dally Times, Qkmul-
COklghama.

1. . .. that the Market Reports with Bob
Riley on the KMBC- X\PRM Team are among
the greatest radio buys in the Kansas City
Primary Trade Area!

2. BECAUSE—DMarket Reports on The
Team are 3-tol favorites over any other
radio mnarket reporting in the Kansas City
Primary Trade Area . . .

3. Further, the Kansas City Stockyards are
“back in business” after the flood with
greater activity, hence greater interest than
ever before!

4. The 6:30 A.M. Market Reports and
the 12:30 P.M. Market Reports, both with
Boh Riley, are AVAILABLE FOR SPON.
SORSHIP.

Call KMBC-KFRM or your nearest
Free & Peters Colonel.

-« KMBC

6th Oldest CBS Affiliote

KFRM -....

Programmed by KMBC

222 West Eleventh
KANSAS CITY, MO,

SPONSOR

IF YOU DON'T BELIEVE IT, JUST COME
ON OVER AND TUNE IN THE SETS




hear so and so last night; and we've
reoriented our whole press operation to
accomplish this.”

NBC, with its dccision to bring back
the expensive Big Show, giving it a
whirlwind Continental premiere, is
thinking in the samc direction.

Throughout radio, the determination |

to fight for audiences while evolving
a new programing pattern is evident.
As much as anything else, that deter-
mination guarantees that radio will
thrive in the coming TV cra. “We've
been given thc biggest programing
budget in years,” said CBS radio pro-
graming chief Lester Gottlieb; “ABC’s
promotion budget for radio is up con-
siderably, ranks dollar for dollar with
TV.” said Jack Pacey, acting director
of public affairs at ABC. The net-
works, all of them, with a complete
divorcement hetween radio and tclevi-
sion now established, are setting the
pace for healthy survival. Veteran ra-
dio producer Hy Brown summed up
the situation aptly, telling sSPONSOR,
“The networks are faced with a prob-
lem very similar to that faced by count-
less parents. They have two children,
each vying for attention. The parents
must make the adjustments. There’s no
reason why you can’t have two healthy
children; one doesn’t have to bc a neu-
rotic, an outcast, an orphan. The smart
parent plays up the best features of
each, nurses them along, brings them
both to maturity, and then lets them
stand on their own feet.” * Kk

510 MADISON
(Continued from page 13)

I believe, of The Happiness Boys who
sold a lot of candy for the Happiness
Candy Stores in New York and en-
virons with the famous signature jin-
gle, “Don’t forget you've got a date,
every Friday night at 8:00.”
This was one of the first if not the

first singing commercial.

DoucrLas SiLVER

President

WIRA

Fort Pierce, Fla.

® P.S, Billy Jones and Ernest IHare?

IAHO'S
MOST POWERFUL |

10,000 WATTS

K G EIM

BOIEE, 185,000 CUSTOMERS .

10 SEPTEMBER 1951

L8

11K

-—————

tree

WITH YOUR SUBSCRIPTION TO

SPONSOR

THE NEWLY-PUBLISHED 72-PAGE

TV-DICTIONARY/HANDBOOK

FOR SPONSORS

Defining more than 1,000 television terms and uses,
the $2 pocket-size dictionary is the only publication of
its kind. Including a sign-language for TV, valuable
data on camera and lens usage, TV union particulars,
and other pertinent TV information, the new dictionary
will be a prized possession you’ll refer to again and
again. Be sure you get a copy by entering your sub-
scription to SPONSOR without delay.

Yearly subscription rate is only $8 for the 26 bi-weekly
issues; the two-year rate of $12 1s SPONSOR’s most

popular value.

Bulk TV Dictionary rates on request.

PLEASE USE THE FORM BELOW AND MAIL TODAY'!

g . I W ]
SPONSOR I
510 Madison Avenue I

New York 22

Please enter my subscription to SPONSOR and send
me FREE the new 72-page TV Dictionary/Handbook.
Bill me later.

Name.

Firm

Addres

City. Zon
O 8 year

, [ $12 two years
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Is it television’s turn now?

Those who argued that radio’s plight
was largely psychological may have
had something. The feeling of despair
and defeat that swept sponsors and
broadcasters alike was inspired as
much by columnists and comics as by
television. All this came to a halt al-
most abruptly following vigorous coun-
termeasures by the Afhliates Commit-
tee. individual station rebuttals (like
those of WOAL, San Antonio, KVOO,
Tulsa, KFI1, Los Angeles, etc.) and re-
cent cooperative promotions like those
of Detroit and Tulsa stations.

Many a TV enthusiast predicted an
end to radio altogether with a knowing
confidence that defied existing facts
and all media history with equal aban-
don.

Sponsors, dazzl :d by the glamour of
televiston showmanship, streamed out
of radio in alarming numbers.

This fall radio seems to be spoiling
the burial plans with a revival of ac-
tivity. Big, costly promotions proclaim-
ing radio’s continuing effectiveness are
the order of the day. And sponsors are

Applause

We tip our hat to

The Advertising  Federation  of
America which last month launched
another campaign for publie under-
standing of advertising. Said Ralph
Smitl,  viee of Sullivan,
Stauffer. Colwell & Bavles and chair-
man of AFA’s campaign committee:

‘Objectives of this year’s campaign are

president

coming back. some confessing that they
should never have left at all.

But something new is in the wind.
This time it’s the television blues. Of
course, television has nothing to fear.
Choice time has long been sold out and
operating schedules are moving way
down into the morning time slots. But
the rash of articles and newspaper sto-
ries have begun to sound off on the
shortcomings of television both as an
amusement factor as well as an adver-
tising medium.

“Too costly,” they say. “Lagging
set sales show public apathy,” they ar-
gue. “The public is tired of mysteries
and murders,” they shout.

Nobody has yet predicted the immi-
nent decline of television. but the cur-
rent gloomy reports are coming out in
increasing numbers.

This much is sure: television will lick
its problems just as radio will. Cer-
tainly it faces enormous issues—the
high costs, poorly balanced program-
ing. etc. But no one can argue with
any kind of convietion that TV has not
already achieved its own special niche
in the American home. Perhaps tele-
vision is making the mistake of failing
to publicize its virtues adequately
enough while its weaknesses are re-
ceiving the usual full treatment by its
detractors,

Like radio. television will influence
and enrich our lives for generations to
come. Like radio, it will exert the most
powerful influence on the buying hab-
its of America.

It pays to know radio better

Some of the mistakes attributed to
bank advertisers in SPONSOR’s story
(see page 32) are common to other
categories of sponsors as well.

Each user of radio and television
must find the approach that is most

to clear up the misconceptions found
prevalent in consumers’ thinking.” The
AFA wants the public to know that
“advertising is lielping cven inflated
dollars go further, and that any threat
to tax or prohibit advertising directly
threatens the poeketbooks of the con-
sumer.” The messages prepared for
radio are expected to reach 50,000,000
listeners,

advantageous to the products or serv-
ices he sells. He must know when he
can best reach those who might be
interested in buying, and what sta-
tions and programs are most likely to
deliver most of that audience.

In a word, he must know enough
about the air media to use them intel-
ligently and effectively. Retail adver-
tisers, for example, have been slow to
turn to radio because they just did not
know enough about it, or because an
occasional attempt failed to produce
sensations.

The most recent proof that radio
frequently exceeds newspapers in
bringing customers into stores was
provided by the Advertising Research
Bureau Inc. Their findings have had
a marked effect on retailers who either
never ventured into radio before or
tried it once or twice with disastrous
results. These studies have given re-
tailers new confidence in the medium,
and they are using it now in increas-
ingly large numbers.

Whether you are selling the services
a bank offers, or other services or prod-
ucts designed for mass appeal, radio,
in its quarter century of service, has
accumulated sufficient evidence to dem-
onstrate to you how it can best help
achieve widespread distribution.

The Broadcast Advertising Bureau,
the National Association of Radio Sta-
tion Representatives, the radio net-
works and agency research depart-
ments have the facts or case histories.
The trade publications, notably spox-
sOR (which was founded for just this
purpose) has both a library of case
histories as well as specific research
data.

In using radio and television it pays
to be well informed. Fortunately for
the sponsor, the information he may
necd is obtainable.

Virgil Pinkley, editor and publisher
of the Los Angcles Mirror (circ. 212,-
7333, who unlike other newspapcr pub-
lishers, welcomes television as he wcl-
comed radio and promises to keep his
readers fully informed on all television
news and developments.

WFIL, Philadelphia, which produced
a 14-Yhour television marathon bene-
fit recently.

SPONSOR




/MORE AUDIENCE LOWER COST

NROW beats Station X WROW has a lower cost

' (the only other Network per 1000 families than
affiliate in Albany) by 640

~families according to

BMB.

any other station in Al-

bany.

WROW has lower rates |

NROW shows a BMB of
10% or better in 14 coun- than any other Network

"ﬁes . . . 2 more fhon cﬁi“ofe in fhe CGPH’O'
Station X. District.

590 o sous diat
5,000 ..

exclusive

MUTUAL

outlet for the

Capital District

PROMOTION

WROW's promotion story
could not possibly be told

in this small space!

For the complete story,

contact:

The Bolling Company




"Ti.‘.ﬂ

in total share of
Washington audience!

And that’s going some! The Washington, D. C. radio market .2

*

>
<
7

1s the most highly competitive in the country. No less than
17 stations crowd the Washington area. The latest Pulse
survey shows WWDC as second in total share of
audience!  And at WWDC’s low rates, it’s really
first—on a results-producing basis. It means that in

>

Washington, your best advertising buy is WWDC., %,

4
ey
by
Y/

Just get all the facts from your John Blair man.

*Pulse: -June, 1951; 6 A.M. to Midnight



