e e
IVEMBER @ 50c Per Copy $8.00 a Year

Timebuyers: underpaid,
underplayed, overworked—p. 34

NBC has come a long way in
25 years. Ed Wynn

(pictured in 1936 with

Graham McNaeamee) has

come 19 of them
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O R Al Tiffany—Agricullural Specialist—conductor of FARM WORLD TODAY

A SPECIALIZED PROGRAM FOR A SELECTIVE MARKET...

FARMWORLD

. . . Presenting all the basic, up-to-date information needed in
the business of agriculture, to one of the greatest farm radio
audiences in the Midwest.

FARM WORLD TODAY, broadcast Monday through Saturday, 11:30-
11:55 A.M., is an example of WLS spccialized programming for a large
and important selective market — those people, men and women, whose
b.sic economy is dependent upon agriculture. Conducted by Al Tiffany,
WLS Agricultural Specialist, FARM WORLD TODAY boasts one of
the greatest farm radio audiences in the Midwest. They listen for infor-
mution essential to the business of agriculture . . .

+ New Crop Possibilities !

Forecast of important crop and livestock potcntials!
Labor saving devices — weather — markets!
Local, Nutional and International news affecting agriculture!

Projects of teading agricultural organizations —
including farm women groups!

call important to all members of Midwest farm families because of the
rrowing significance of possible war economy; heightened interest in
markct reports; ever present concern over weather conditions, and the
need to keep abreast of the very latest agricultural developments.

From your point of view, FARM WORLD TODAY offers tremendous
commercial possibilitics. Sold on an economical participation basis, this
prograi inherent prestige yields quicker icceptance and firmer belief
in cach sales mes sage — begetting instant buyer action.

Through vears of service to the vast agricultural industry, by such

Program 'ARNM WORLD TODAY, WLS has emerged as the undis-
1 leader in the Midwest — the result of planned program.
d by the largest informed agricultural staff in radio.
b 1Bl

complete details on W'LS agricultural leadership.

B90 KiLOCYCLES, 50,000 WATIS, ABC NETWORK—REPRESENTED BY ‘;,-T,JOHN BLAIR & €O

F. C. Bisson, Market Specialist,
presents latest marketinforma-
tion on FARM WORLD TODAY

1
The WLS rural market is bil
and important, with 1,738
370 radio families whot
economy is so greatly di
pendent ; upon ugricuhursq

This market consists of:

11.5% of the nation's coy
farm income ;
8?10'/- of the nation's farni
9.1 % of the nation’s cattlel
15.6 % of the nation’s hogsl

9.4 % of the nation's poulin
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Local use of air
by public
utilities is up

Lever agencies
have eye on
regional nets

Videodex report
shows import of
TV time slot

$2,000,000 air
campaign spurs
rise of Rybutol

New sales firm
for TV film
shows emerges

Dunhill tests
TV in 2 markets;
radio test due

SPONSOR, Volume 5, No. 24, 19
510 Madison Ave., New York 22.

Use of hard-hitting public relations air advertising on local level by
public utilities is increasing (see page 32). No longer after mere
"prestige," light and gas companies are out to buy ears with same
cost-per-M awareness of P & G timebuyers. Local companies take cue
from their trade group (Electric Companies Advertising Program) which
sponsors "Corliss Archer” on CBS radio net work. ECAP has cut its
cost-per-M from $3.75 in 1943 to $1.66 today.

—SR~—
Lever Bros. agencies are making inguiries about regional networks for
soap firm, SPONSOR learned at presstime. This is but one of many in-
dications that advertiser interest in regional webs is growing because
of low-cost, no-waste circulation advantages.

—SR—

Value of grabbing off favorable time period for TV show is
by recent Videodex ratings of "Racket Sgquad" kinescopes in
channel markets. In Milwaukee, with 9:00 p.m. Friday time
got 29.7 rating; in St. Louis at 11.00 p.m. Saturday, show got only
11.0; in Toledo, at 3.30 p.m. Saturday, rating was paltry 1.9. But
when Toledo kinescope was changed to new time (Saturday, 8:00 p.m.)
its rating zoomed to 28.3. (One of best ways to get good time slot,
many sponsors have discovered, is by negotiating with station directly.)

—SR—
Latest meteor on drug-product horizon is Rybutol, B-Complex vitamin
which is now spending ad dollars at rate of $2,000,000 for air cam-
paign which includes MBS' Gabriel Heatter, saturation radio and TV in
selected markets, and TV show on 8 ABC=-TV stations. Razzle-dazzle of
Rybutol firm (Vitamin Corporation of America, Newark, N.J.) is reminis-
cent of medicine man style of Hadacol's Dudley Le Blanc -- with impor-
tant differences: (1) Rybutol pays card rates for air time, from all
indications; (2) Product itself is genuine. Interesting sidelight in
firm's use of high-pressure approach is that it believes doctors them-
Selves are being resold on vitamins via advertising (See article p. 30).

dramat ized
3 single-
slot, show

~SR—
You can expect emergence of more independent sales organizations rep-
resenting TV producers and talent agencies who seek to market film
packages. Most recent outfit arising to play this role is Consolidat-
ed Television Productions, unofficially allied with KTTV, Los Angeles.
Peter Robeck, sales manager, John Asher, sales promotion manager of
Consolidated are opening office in New York. They'll represent pack-
agers, push Consolidated's 2 filmed kiddie shows, "Cyclone Malone" and
"Jump Jump."

—SR—
Dunhill cigaret has 6-month test campaign running in Cleveland and St.
Louis, according to local sources. TV and newspapers are under scru-
tiny currently, with radio tests said to be planned as well for near
future. Agency 1s Biow.

November 1951. Published biweekly by SPONSOR Publications, Inc., at 3110 Elm Ave., Baltimore, Md. Executive, Edttorial, Clrculatlon Office
$8 a year in U. 8. §9 elsewhere, Entered as second class matter 20 January 1949 at Raltimore, Md postofice under Act 3 March 1879,




REPORT TO SPONSORS for 19 November 1951

Rice quits over
blacklist; agency
denies charge

Rough going
ahead for NBC
in Florida

Pacific Olive
readies $100,000

promotion

Canada to get
U.S. TV shows
by fall, 1952

Schwerin
holds 1,000th

radio-TV test

BAB issues
fact-packed
insurance report

Complex problem of Red Talent accusations (Sponsor 8, 22 October, 5
November) came to fore again when Elmer Rice quit "Celanese Theatre,"
ABC-TV. Playwright told SPONSOR he wanted Paul Muni or Gregory Peck
to appear in his "Counsellor-at-Law." When they proved unavailable he
sought one of 6 actors, whom, he alleges, Celanese agency rejected be-
cause all are in "Red Channels." Ellington agency denied "political"
blacklisting; as proof announces Alfred Drake, with 6 "Red Channels"
listings, will star in Rice play 28 November.

—SR—
Strong objections to NBC's network reorganization plan voiced by the
Affiliates' Committee at its New York meeting recently, were echoed at
NARTB Third District meeting in Pittsburgh (12-13 November) where much
of discussion centered on need for increasing rates rather than reduc-
ing them. Said NARTB's president, Harold Fellows, to 120 broadcasters
assembled, "Radio is getting bigger and bigger." Growing affiliate
resistance can only add up to bigger headache for NBC at its meeting
later this month in Boca Raton, Fla.

—SR—

Spending $100,000, Pacific Olive Company of Visalia, Calif., will aim
for high brand identification, stress gquality in upcoming radio, TV,
and allied campaigns. By first of year, AM campaign will be in 11
Western states. Peak of air drive comes Christmas week when 370 radio
and TV announcements go on air. Station list includes 20 radio, 10
TV stations. To tie campaign together, print advertising will carry
trademark character (named Ponchito) developed for TV. Abbott, Kim-
ball, Los Angeles,is new agency for firm, got client so enthusiastic
about new campaign it was launched ahead of schedule.

—SR—
Canadian television got strong boost when FCC recently gave AT&T Long
Lines Department permission to build U.S. end of first international
TV 1link between Buffalo, N.Y., and Toronto, Ont. Start of interna-
tional service is scheduled for 1952 (probably fall). It will coin-
cide with opening of Toronto's first TV station, operated by govern-

ment's CBS. Montreal will be added to Canadian TV picture some time

in 1953. But don't expect TV stations in Canada's other widely-flung

cities -- Vancouver, Winnipeg, Halifax -- for at least 4 more years.
—SR—

Extent to which modern advertisers rely on research was emphasized
this month when Schwerin Research Corp. held its 1,000th gualitative
radio-television testing session. Schwerin specializes in analysis of
commercials as well as programing appeals, has own theatre near Radio
City, New York, where cross-section audience groups are assembled.
Thus far, reactions of 550,000 people have been accumulated in tests.
—SR—
Most recent BAB Retail Information Folder covers life-insurance firms.
Like previous folders on clothing stores, furniture retailing, bever-
ages, latest study is jam-packed with information for radio station
salesmen, including dictionary of life-insurance terms. "This kind of
thing is healthy for everyone," an insurance company account executive
commented to SPONSOR. "It will help the radio boys really think con-
structively when they come to sell us." Constructive promotion on ex-
panded basis is planned following recent appointment of BAB promotion
executives John F. Hardesty and Kevin Sweeney.

SPONSOR




An independent survey of radio listening
habits in the Red River Valley was recently
made by students at North Dakota Agricul-
tural College. The Survey covered 3,969 farm
families in 22 counties within about 90 miles
of Fargo. In answer to the question, “To
what radio station does your family listen
most?”’, 78.69, of the families said WDAY,
4.49%, Station "B”, 2.39, Station “"C", 2.1%
Station “D”’, etc. WDAY was a 17-to-1 choice

a 31/5-to-1 favorite
over all competition combined !

It’s the same story in town. Year after year,
WDAY makes a run-away of the Hooper
race, consistently getting a 3-to-1 greater Share
of the Fargo-Moorhead Audience than all
other stations combined!

over the next station . . .

Truly, WDAY is a colossal radio buy in a
stupendous farm market. Write direct, or ask
Free & Peters for all the facts.

kCompetition includes local studios of the other three major networks.

WDAY ¢+ NBC + 970 KILOCYCLES « 5000 WATTS
FREE & PETERS, Inc., Exclusive National Representatives
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Radio listening in the Midweest: spring., 1951

Dr. Forest Whan's 14th annual surveys for stations WHO, WIBW show
that radio listening is going up in the Midwest

Rybutol: jet-propelled vitamin

$2,000,000 radio, TV spot and network campaign, with razzle-dazzle touch,
shot this vitamin product to No. | sales spot among B-Complex firms

PPublie ntilities on the air

Member firms of Electric Companies Advertising Program are fighting
"creeping socialism™ via use of "popular’ network AM program

Timebuyers: nuderpaid, nnderrecogunized

An analysis of the timebuyer's role in the agency, his salary, responsi-
bilities, brings to light fact that he is often under-appreciated

Rayco flopped on the air—cawme back strong

When women's appeal video formula failed, auto seat-cover chain bounced
back with mystery-drama which proved highly effective

How mauy VBC wilestones can yon recall?

How high can you score in this nostalgic picture look through the 25
years since the birth of NBC?

HHow to blend filim-commercial techniques

Leading producer tells how to combine cartoon, live action, stop motion,
other film techniques, for greater impact at low cost

Is 20 seconds long enongh (o sell?

SPONSOR has examined the use of station breaks by advertisers and
their advertising efficiency. The findings may surprise you

Publie untilities on (he aiv: parvt 11

How local power companies use radio and TV to aid in building good
will—and warding off government ownership

A closeup of the reseavehers: pavt 1

SPONSOR is preparing a series which will examine in detail just how the
various radio and TV researchers compile data. First article on Hooper
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COVER: NBC was 10 years old when this pic-
ture of Ed Wynn sitting astride Graham Mc-
Namee was taken in 1936, Sponsor who bene-
fited from popularity of these two early stars
of radio was Texaco. Many sponsors have
profited, many stars have risen in network's 25-
year lifetime (see picture history, page 38).
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SHREVEPORT HOOPERS

March-April %

‘}‘o RN’NG

3 tRlNO,

ITS EASY,

8 a.m.- 12 noon 12 noon -6 p. m. 6p.m -10p.m.
Mon. thru Fri. Mon. thru Fri. Sun. thru Sat.

KWKH | '8 |KWKH | ‘8" | KWKH | "B’

MARCH-APRIL

1949 | 39.6 233 | 31.7 |297| 42.5 | 289

MARCH-APRIL
1950 44.6 41.6

MARCH-APRIL *

1951 51.8

The chart above shows KWKH’s fanciest and latest Hoopers
|—March-April, ’51—as well as those for the corresponding
months of 1950 and 1949. Notice the big KWKH increases
‘in five of the six “‘comparison” columns. In 1949 we were a
solid first—Morning, Afternoon and Evening. In 1951 we
tremendously increased our first-place Share of Audience
over 1949—up 30.89p in the Morning, 42.9% in the After-
noon, 8.5% in the Evening!

KWKH does the same kind of bang-up job in its tri-State

rural areas, too. BMB Report No. 2 credits KWKH with a KWKH DAYTIME
Daytime Audience of 303,230 families in 87 Louisiana, At- B':'Budcf::rfs
kansas and Texas counties. 227,701—or 75%p—are “average Spring, 1949

'daily listeners” to KWKH!
‘Get the whole KWKH story, today. Write direct ot ask The

Branham Company.

* Latest available at press time.

Texas

LOUISIANA |

SHREVEPORT {
50,000 Watts +« CBS « ™gpum.aer ( Arkansas

Henry Clay, General Manager

b




that’s what
you like about
the South’s

Baton Houge

With retail sales in 1950 of
513-1.098.000.00 —and  effective
buving income of $192.555.-

000.00 Jaton Rouge consti-

tntes the kind of a market where

vour radio dollar produces. ¥or
effective coverage of this entire
trading area, investigate WJBO,
the station with the largest over-

all audience.

NBC's | o | 5,000 watt affiliate in Baton Rouge, La.

AW JBO

BRL (FM)

AFFILIATED WITH THE STATE-TIMES AND MORNING ADVOCATH

FURTHER DATA FROM OUR NATIONAL REPRESENTATIVES

GEORGE P. HOLLINGBERY CO.
6

by
Robert J. Landry

on. Home
1 Motive

Not by bread alone—but with salaam(i)

Vicks Vaporub. a sainted name in spot, has just converted four
“divisional” general managers into presidents. thereby emulating
CBS and many another American corporation. Our American busi-
ness hierarchy expands and waxes complex. demanding new and
added symbols of deference and prestige. Divisional presidencies
compare to system presidencies as marquesses or earls eompare to
dukes. and a latter-day vice chairman is a sort of honorary prince,
or cousin royval. 1's all fairly exciting and wonderful for the elite
and undoubtedly is a commercial mirroring of military example. now
that brigadier generals, major generals, lieutenant generals. full gen-
erals. and generals of the army stop short onhy of field marshal.

L S

Titlex of distinction. prestige and authority are more and more a
formidable hurden upon any trade-paper journalist. lt is so easy
to get mixed up as to who's who. Only a Chef de Protocol can dis-
tinguish a vice president of the blood royal at J. Walter Thompson
from a mere gang foreman with epaulettes. Throughout advertising
agencies, there are publicity directors who are and publicity direc-
tors who are not vice presidents. and if you think they’re not highly
aware (either way) yon don’t know the dizease of temperamental
heartbur.

* * *

A word, now, on another form of commereial prestige——the in-
creasingly  widespread custom of bestowing anunual awards and
prizes in and to business. Generally, the recipients are remarkably
ready to be flattered silly, taking it all deadpan. But once in a while,
strange awkwardnesses ercep into this business of attempting to praise
businessmen. Thus the senior Rockefeller and the senior Ford often
hacked away from proffered honors. Their wealth and position made
it almost impossible to accept awards without self-consciousness,

* * *

Note this: some of the awards in advertising go certain vears to
relatively nndistinguished recipients. You don’t hear it mentioned
around. but this is sometimes because the man really favored won't
stand still for the spotlights. the photographers and the speeches.

* * *

Many years ago I'ariety bestowed a special plaque upon John K.
Hutchiens of the New York Times for his contributions to the art of
radio eritictsm. Far from being delighted. the Times was palpably
embarrassed. It was, presminably. recognition for the wrong reason
(the managing editor was anti-radio) and from the wrong source
(a trade paper that didn’t use good grammar). Not only did the
Times never acknowledge the plaque in any way. but Hutchens
wrapped it up and silently took it home in a taxical with the blinds
drawn.

1 Please turn to page 72)

SPONSOR
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NEW YORK ¢« CHICAGO

Frerywchere you look. you see that the bright
future predicted for film programs in television
has already arrived.

o Look at the sehedules. You sce film programs on
cvery channel, every day and night of the week.

e Look at the ratings. You see film programs
among the leaders, with ratings of 20 and higher
m individual markets.

s Look at the sponsors. You sec film programs
wsed by sueh brg-time advervtisers as Proeter &
Gamble, General Mills, Sterling Dyrug, Philip
Morris, Bigelow-Saiford—and many others with
more modest TV appropriations.

For you don’t need a king-sized budget to use film
on television. Film opens the door to eflicient Spot
Program advertising.

You can place your film show in as few or as
many markets as you need, when you're a Spot
Program advertiser. You're never faced with those
network budget-boosting ‘‘must” stations or mini-
mum group requirements.

Your film program can be of any type or length.
There's comedy on film, and mystery, drama,
homemaker, quiz, etc. They run from 5 minutes
all the way to feature-length “movies.” The pic-
ture quality is consistently more satisfactory than
kinescope recordings.

And there’s this added attraction. You pay no
premium for all these Spot Program advantages.
Spot rates are generally lower than network rates
for the same time periods, over the same stations.
The difference is enough to cover the extra film
prints needed, their handling, distribution and
other costs.

If you want the total picture. just call any Katz
representative for the full story on Spot Program
television. You’ll discover there's a lot of film in
vour television future. And you won't need a
erystal ball to see that . . .

You can do better with Spot. Much better.

THE KATZ AGENCY, InNc.

DETROIT ¢ LOS ANGELES ¢« SAN FRANCISCO =« ATLANTA

your
v

future

Station Representatives

DALLAS ¢ KANSAS CITY
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now great TV

2 major half-hour shows now available for local TV sponsorshi|

Here's a major development in local
and regional programming—a chance
for your station to get off to a flving
start for the coming television year.
Two big-time shows are now on film
for sponsorship—""Tales of the Texas
R . A el
Rangers” and “Dangerous Assign-
Joth are well-established

from NBC Radio .

ment.”’

. . both are ideal

for local accounts who want a show
of top network caliber but must
work with a Hmited budget. These
half-hour shows are red-hot, so start
checking your prospects now!

Write. wire, or phone today for
price and audition print. NBC-TV
Film Syndicate Sales. 30 Rockefeller

Plaza, New York City.

N B c -Tv FILM SYNDICATE SALES |

Each Half Hour A Complete Story

5 sponsor identifications

through provision for:

* Opening billboard

¢ Opening one-minute commercial
* Middle one-minute commercial
¢ Closing one-minute commercial

o Closing billboord

30 ROCKEFLLER PLAZA, NEW YORK, N. Y.

__-_-Lsc-i
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“TALES OF THE TEXAS RANGERS" \,
Authentic stories from the files of

the Texas Rangers!

Made to order for local advertisers

with local budgets and top ideas.

‘DANGEROUS ASSIGNMENT'!
starring Brian Donlevy as
“Steve Mitchell” international

] adventurer, fichting crime in a
background of global intrigue.

Donlevy follows through—
sells time and products!

‘ When he “muscles in"—out
goes the competition!
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more mail than
in the entire 12 months

of 1950!
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€8S Outlet In Montreal
Key Station of the
TRANS-QUEBEC radio group

- GKAC

MONTREAL
730 on the dial ® 10 kilowatts

Representatives:
Adam J. Young Jr,- New York, Chicago
Omer Renaud & Co.—Toronto
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RED CHANNELS

I have been reading with great in-
terest-—and  great  satisfaction—your
excellent series of articles entitled “"The
truth about Red Channels.”

I realize that vou are reporting your
findings in an excellent objective way.
I miyzelf. working in the erecative in-
dustry which your magazine serves.
cannot help but feel subjective in my
dislike for any means which creates
fear, judges men guilty before being
given any chance to defend themselves
to subversive charges leveled at them;
the very publication of such a book
allows the un-progressive eclements in
our midst to set themselves as judges
of the most tal-
in our country.
men who pub-
was merely to
subversive ele-

and juries of the fates
ented men and women
If the intent of the
lished Red Channels
warn broadcasters of
ments they could not possibly have
gone about publicizing such facts—1n
such an un-American way. This book
and its unjust methods of warning the
people is the best propaganda the Com-
munists can use against us for isn't
Red Channels the Dbest example of
thought control today?
Congratulations again and keep up
the good work. We all hope for clear
sailing  without  zuidance of  Red
Channels!
AN ExECUTIVE
DuMont TV Network

[ have read in your issuc of 22 Oc-
tober “The truth about Red Channels”
and can only sav that this appears to
me to be subjective reporting by a
writer who was determined to try to
discredit Counterattack from the very
beginning.

While I realize. of course, that the
stafl at Counterattack has a difficult job
and often operates under handicaps,
and no doult makes its share of errors,
Counterattack nevertheless, in my opin-
ion. is doing a valuable piece of work
that i long past due. If the broadcast-
ing industry had kept its own house
clean or made any sincere effort 1o
weed out the Commies, then there
woutld be no room for Counteratiack or
Red Channels. But snch is not the case,
and obviownsly there is room for some

service which will throw light where
light is needed.

Your writer has done a fine hatchet
job to date, apparently in the interestz
of those writers and artists who have
questionable loyalty records. Whether
or not that is vour intention, I cannot
say, but it does appear to e so judging
entirely from the one episode which T
have read. I am awaiting with interest
to know what constructive program
spoxsor will offer to achieve the re-
sults which Red Channels and Counter-
attack are striving to attain, although
their methods lack much of being per-
fect.

I am not defending error, nor am 1
defending faulty methods, But 1 am
wondering why spoNsoRr is doing such
a splendid hatchet job. unless it has
something specific to offer as a remedv
for use here and now. hecause as I see
it. the hour is late.

ALBERT Evans, Jr,

Fvans & Associates, Fort Worth
® SPONSOR’s Red Channels series appeared as
follows: “The trath ahont Red Channels.” Port
1. 8 October issue; Part 11, 22 October; Part 111,
“llow o keep Reds off the air=—sanely.”” 3 No-
vember. 1951, An editorial stating SPONSOR's
stand on the subject al<o appeared in the 3 Voo
vember issue. Nnmerous eomments on this series

have heen received ot which the above two letters
are representative,

DEPARTMENT STORE RADIO

As a subscriber to your publication.
we find many useful articles applicable
to Australian Radio.

Under the heading of “Applause™ on
page 92 of vour 27 August 1951 issue.
mention 1s made of a booklet titled
“Department Store Radio  Advertis-
ing”: vou also make reference to The
Advertising Council.

Would it be too much trouble for
vou to ask the National Retail Dry
Goods Association to forward us two
copies of their publication? Likewise,
we would also appreciate any printed
material issued by The Advertising
Council.

A. D. Hannawm

The Weston Co. Pty. Lid.

Sydney, Australia
® The NRDGA bhooklets sell at $1.00 cach and
can be obtained from them at 100 W, 31st St,,
New York 1. N. Y. The Advertising Conneil, 23

West 315t Sto. New York 19, N, Y., issves mate.
rial throngh their publie relations department.

WRITING RADIO PLUGS

Just a note 1o tell you how much our
whole department appreciated vour ar-
ticle entitled. “How to be a dud at writ-
ing radio commercials”” pages 38-39
of the 8 October issue. So “hilariousi-
fied™ were we that we would appreciate

SPONSOR




“We get WFBM-TV only, and get it good!"’ says

ROBERT D. GRAVITT
1604 12th Street

Lawrenceville, lllinois

Us IN SETS W WFBM-TV

INDIANAPOI.IS

"I install the channel 6 antenna
for best reception here...this is

a WFBM-TV town!" says

FLOYD V. MILLER
1006 Jefferson Street
Lawrenceville, lllinois

INDIANAPOLIS
//*

f_,’ WFBM-TV

<

N\

® You won't find a word in Standard Rate &
Data about WFBM-TV’s big Bonus in TV

| o>
SETsS—but it’s something you want to remem-

' . . T
ber! As indicated on the map of Indiana, HSE

122 MILES FROM

there’s a wide belt around Indianapolis where
INDIANAPOLIS

hundreds of TV sets, in scores of towns outside
the station’s 60-mile area, are tuned to this
pioneer Hoosier station, exclusively.

Get the facts about the WFBM-TV selling put the products of your clients up in front,
area today. Write for details about this prime and keep them there—in the heart of heavily

{». TV market that packs a load of sales dyna- populated, high-income Indiana—recommend !
Le home of WFBM-TV at 1330 ) |
loth Meridian Street in Indian- mite for many a leading manufacturer. To the Hoosiers’ first station . . . WEFBM-TV!
ipolis is a beautiful new building,
lesigned exclusively for radio
ind television. Complete facilities
or both studio productions and

llm presentations are available. 7 i dz / Wm

REPRESENTETD N ATIONALLY BY THE K AT Z A GENCY]
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When folks hear

€ &y THE TOWN CRIER

in the Minneapolis-St. Paul Market .

they BELIEVE and BUY>k

EHIND the shuttered windows of early ¢

American homes, men and women p
paused when the Town Crier’s bell rang “
out. They listened while he called out news
of events and things to buy.

They knew his bell, his voice; and so the
friendship of a voice with many people was
formed. To make and keep friends, the
Town Crier had to tell the truth; be a
friend; be of service.

TN ey sewainesnn a woh

Our objective here at WTCN is to be Town

Criers in the finest sense. That’s why our

prime purpose is to be people who make ¢
friends—who serve our community.

Products—Ilike people—are best introduced
through a friend who is known in the way
the old Town Crier was known.

*Proof of this belief in our folks by the people out

. . 3
here 1s ready for you in return for a letter or phone ;}
call. It’s the human side of selling—about real people s
who cry real products which real people buy. ‘}?

/}

€N
00 @ricr orthwest

RADIO ABC-—-1280 TELEVISION ABC CBS-—-DUMONT--CHANNEL 4

Free and Peters, National Representatives
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(if possible) having a couple of re-
prints which we will frame for posteri-
or—or is it posterity? (See Section 10
of aforementioned article.)
Wh. J. BREWER, Radio/TV Dir.
Potts, Calkins & Holden, K. C.

Atter seeing the article “How to be a
dud at writing radio commercials” in
a current issue of SPONSOR, I was in-
terested enough to discuss it with Mr.
Coe, our station manager.

The article is certainly vital to a
station such as ours. I would appre-
ciate it if vou would send me a few
copies—three or four will be sufficient.

Joax BeckMax, Continuity Editor
WWCA, Gary, Indiana

RESULTS COUNT

I firmly believe that your radio re-
sults page and TV results page are two
of the most valuable examples—two of
the most useful items of editorial ma-
terial that I have ever seen in a trade
publication.

However. I have been carelessly let-
ting back numbers of these pages slip
by me. Only recently, | woke up to the
necessity of having a bound file folder
of all these pages—insofar as they are
available.

Do you contemplate ever issuing all
the pages—current pages and back
number pages—in bound booklet re-
print form? How many of these pages
have there been altogether in the last,
say. five years? How do I go about
getting tear sheets that would help com-
plete the file which I am certainly go-
ing to keep intact fron now on . . .
intact and up to date?

IrwiN W. LyncH, Adv. Mgr.
Sun Spot Co. of America, Baltimore

® SPONSOR plans to publish its hundreds of
Radio Results and TV Resalts in baoklet form
early in 1932.

LIKES LOCAL RADIO

In your 8 October issue I have no-
ticed the story regarding the show
which T am sponsoring over KOB. [
am very much concerned over the state-
ment in that story which reads: “At
first adamant against advertising over
local radio stations because he didn’t
like their style of programing, McCor-
mack liked recent changes on KOB.”
I have not made such a statement re-
garding the other radio stations in Al-

19 NOVEMBER 1951

buquerque and am very muclh embar-
rassed that such a statement would ap-
pear iu tlus story.

[ am well pleased witlt the program
on KOB Dbut do use radio advertising
over the other stations and certamly
have no ecriticisin to offer of them.

If any kind of a correction could
be run on this statement 1 would sin-
cerely appreciate it.

Joun C. McCoRaack

John McCormack, Inc.. Albuquerque

SELLING RETAILERS

Congratulations on a wonderful arti-
cle in your 22 October issue by Joe
Ward of A.R.B.1.

Let me herewith enter my order im-
mediately for 20 reprints on this arti-
cle, one of whicl I will paste on mv
bathroom mirror to read every morn-
ing before I come to work.

As I am writing to Joe Ward today,
if I were to write an article on what is
wrong with the broadcasting business
today, 1 would be afraid to put one
paragraph on paper, since if 1 did it
would be so similar to Joe’s article, al-
most word for word, that he would
probably have a good case for plagiar:
ism suit.

What he says about our business is
the bitter truth, but the complete truth
nonetheless.

DAve BayrLor, I.P. & Gen. Mgr.
WIMO. Cleveland

Your recent article, Gentlemen . . .

In the October 22nd issue of spon-
SOR is so good that we would like each
of our stafl members to have a copy.

Would you kindly arrange to send us
twenty-two reprints of the article.

“What radio should know about selling |

retailers,” and bill us.
Davip M. ARMSTRONG, Mgr.
CDKA, I'ictoria. B. C.

Just got a look at another fellow’s
copy of sronsor for 22 October,
Please send twenty copies of the ar-
ticle on page 36, “What radio should
know about selling retailers.”
Believe you've hit the nail on the
head again with this one.
STEPHEN W. RyDER, Stn. Mgr.
WENE, Endicott, N. Y.
® Reprints of the article “What radio should
know about sclling retailers” can be obtained at

the following rates: 1-25 copies, 23¢ each; 26.99
copies, 153¢ each; 100 or more, 10¢ each.

(Please turn 1o page 80)

Why WFBR is

in Baltimore

CLUB 1300
participating program in
the Baltimore area! Big-

1s the big

gest average ratings for
the full seventy-five
minutes, biggest mail pull,
biggest studio audiences,
biggest in every way.

CLUB 1300 success stories
are legion. Ticket requests
are fabulous. Audience
loyalty is tremendous! Get
aboard CLUB 1300 for

your share!

Ask your John Blair man
or contact any account
executive of . . .

L

ABC BASIC NETWORK

e b
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Gateway to NORRISTOWN . .

000000099

S— 1}
JOHN TAGLIEBER, Grocer—Residents from ELIZABETH A. MYERS, Housewife-~Women HAROLD W CARE, Pharmacist—WFIL spot
miles around and Norristown’s 38,000 citi- like Mrs. Myers prefer to shop near home. announcements help sell a lot of goods in
zens buy $10,794,000 worth of assorted edi- Their families purchase nearly $5,000,000 Norristown’s 29 drug stores (like Care's
bles each year from 152 food stores like worth of clothes a year in Norristown's 62 Pharmacy) where 11,000 families spend
Taglieber's Markets. busy apparel shops. $1,232,000 a year,

™Sy ('/\\. NY.
S ~

ROCKLAND

3 4

It’s Not the Size...

/ SUssEx

(} Bustling Norristown . . . just a medium-sized
| Ph. NN city ... but its effective buying income of $5,083
T, .f;:;\\ . per family is 14 per cent above the national
' fﬁ“:, > aw average, typical of the 1,167,520 radio families

PHII.A)DE‘I.I;I:i\IA ouny

in Philadelphia’s 14-County Retail Trading Area.

DELAVCARE

You can reach more than three-fourths of Norris-

town’s prosperous homes just as effectively and
: DEL less expensively on WFIL’s 5,000-watt signal
as on 50,000 watts. And WFIL outpulls local

When Is 5,000 wolls more than 5,000 waotts?

When it's first on the dial! Operating at 560
—1 kilocycles, WFIL's 5,000 watts provide coverage
equal to twenty times the power at double the
frequency 100,000 watts at 1120 kilocycles.

county stations here, as in 10 of the 14 counties. &
Schedule WFIL.




id ALL of America’s 3rd Market

I 000000000 E OOOOOOS

It’s the Selling Power!

You can’t judge Norristown’s buying power
by its population. Nor can you judge WFIL’s
selling power by its power output. For WFIL’s
penetrating voice reaches 2 out of 3 radio homes
in every corner of America’s third largest market.
WFIL is a sure thing . . . your best bet to
reach #// of a market whose combined buying
power is $6,638,759,000 . . . and far beyond
into a tremendous bonus area. Total WFIL
coverage: 6,800,000 people with more than

$9 billion in purchasing power.

Memorial Arch, a landmark at
nearby Valley Forge.

360 kc.

-

The Philadelphia

Inquirer Station

_An ABC Affiliate
First on the Dial
in America’s Third Market

Represented by THE KATZ AGENCY

’
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COMMERCIALS!
==

HOURS ON

7:30 a.m, and 3 p.m. daily Ed's listeners
guther 'round . . . and he sells them!

[/

The KATZ AGENCY

16

§amglel Sennet

0. Spomsor

Howard Clothes Corporation, New York

“Nice guys finish last!” The onee-pugnacious Leo Durocher was
the phrasemaker. But Lippy Leo changed his philosophy when he
led the New York Giants to a pennant. Another “niee guy” disprov-
ing the Durocher theory is Samuel Sennet. guiding hand behind
Howard Clothes” multi-million dollar operation. With three plants
and 55 retail outlets in 26 eities from New York west to Minneap-
olis, Howard is a elothing chain store colossus.

Sennet’s association with Howard Clothes and their predeeessors
goes back to 1917. It was then the Brooklyn-born. New York public-
sehool-educated Sennet first entered the clothing field. He was 15 at
the time. Within eight years, he sold his firm on the volume possi-
bilities of a popular priee “maker-to-wearer” line—whieh became an
overnight success. That year, 1925, Howard Clothes was formed.
Seunet was a junior oflicer then; he was elected president in 1947.

Now Semunet, young-at->0. maintains his earlier drive to keep How-
ard Clothes up front (annual sales volume is well over $23,000,000).
To maintain Howard’s leadership in the men aud boys’ clothing field,
the Iast and Midwest are blanketed with merry jingles and erisp.
liard-sell anmouneements on some 36 key radio and TV stations.

Jimmy Powers’ Powerhouse of Sports is telecast four times weekly
over WPIX. New York: in addition, one of the Powers shows is
kineseoped for viewing in five other cities. Together, this master
weave of radio and TV expenditures (through Peck Advertising)
totals $225.000 amually or 10% of the Howard ad drive.

Behind the scenes is Sennet. who holds “you get no more out of a
job than you put into it ., . you should get a kick out of vour job
or go into another field.”

Despite his intense interest in his corporation, Sennet is far from
a self-centered businessman. From Howard Clothes employees and
store managers comes these bits of praise and respect that form a
well-fitting niauttle about the man: “fair a man as you’d ever want to
meet” ... “works np alot of enthusiasm among his employees.”

Ask Sennet and he says his hobby is business. But even his publie-
service activity as men’'s wear chairman of the National Couference
of Christians and Jews and philanthropic work with UJA, aud the
Brooklyn Hebrew ltome for the Aged reflects his interest in his
fellow man.

SPONSOR




\WREC

GIVES YOU A Y ES — THAT’S RIGHT —
BONUS YOU PAY NO MORE —
MARKET | ACTUALLY, YOU PAY
- 10.1% LESS PER THOUS-
® ) | AND LISTENERS, COM-
| i~~~ PARED TO 1946 — AND
ACCORDING TO THE
#1950 CENSUS YOU
. - REACH MORE PEOPLE,
' GET MORE COVERAGE,
— MAKE MORE SALES . . .
“"THAN EVER BEFORE.

According to the latest available figures of the
1950 census, the rich 76 county Memphis Mar-
ket shows a definite population increase. This
increase means thousands of potential custo-
mers. It is your

WREC BONUS MARKET

WHICH YOU NOW RECEIVE
| IN ADDITION TO THE LONG

5 ESTABLISHED WREC COV.
ERAGE . . .
AND YOU PAY LESS PER
THOUSAND THAN YOU DID

WREC

MEMPHIS
B NO. I STATION

Represented by THE KATZ AGENCY, inC
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Don Lee audiences

Daytime audience 16.3% bigger
Evening audience 22.3% bigger

(according to Nielsen, Ist half of 1951 vs. Ist half of 1949, full network average audience)

Don Lee can deliver your sales message consistently to more
people through their own. major. local selling medium at a lower

cost per sales nmpression than any other advertising medium.

That’s a big statement, but it’s true because Don Lee 1s a
big network. Don Lee broadcasts locally from 45 network
stations i 45 important Pacific Coast markets with all
the local selling influence and prestige that you need to
do the best job of sclling within each local market...

where your sales are actually made.

As a matter of fact, Don Lee 1s the only selling medium
actually desigued to sell consistently to all the Pacific
Coast. That’s why Don Lee consistently broadcasts more
regionally sponsored advertising than any other network
on the Pacific Coast. Don Lec delivers more and better

and the advertisers who sell the Pacific Coast know it.

~-~—,

WILLET 1L BROWN. President » WARD D INGREM, Excentrve Viee-Pre:
NORMAN BOGGS, Fice-President in Charge el

1313 NORTH VINE STREET, HOLLYWOOD 28, CALIFOHE
Represented Nationally by JOHN BLAIR & COMP |




> 4l DON LEE

¢ Nation’s Greatest chional MY O A BROADCASTING SYSTEM
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Leading independent radio stations are today’s best buy!

There’s something about being /ndependent that keeps you tough-
ened up, ready to tackle any job that requires good, honest, hard
selling. At any rate, you will find in radio today it’s the leading
independent radio stations which are doing a truly productive sales
job for national advertisers. Perhaps you've been thinking to your-
self, "I ought to try Independent Radio.” Well, now’s the time to
act. Write for all the facts to any AIMS station listed below.

-~

JUST READ WHAT
THESE INDEPENDENT

THINKERS SAY:

'We are increasing ourr
dio schedy]e with KCB
because we know that o
announcements havepe

very effective and are
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ton of oy, business "

~To Radig Stae
Des Moines, lowa
rom Marein Cole, President
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Des Moines Company
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from Joseph w Palm
2cGrudey Bakewey; “
! ostka, Inc Advereisip
nver, Col g
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i ton KMYR,
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THESE ARE THE LEADING INDEPENDENT RADIO STATIONS:

WCUE
WBMD
WBNY
WIMO
WVKO
KMYR
KCBC
WIKY
wcCccC
WXLw
WIXN
KLMS

They are all members of AIMS—Association of Independent Metropolitan

—Akron, Ohio
~Baltiimore, Marvland
—Buffalo, New Yok
—Cleveland, Ohio
Colnmbus, Ohio
Denver, Colorado
Des Moines, Towa
-Lvansville, Indiana
—Ilartford, Councctient
Indianapolis, Indiana
Jackson, Mississippi
I.ancoln, Nebraska

WKYW —Louisville, Kentucky

WMIE —>Miami, Florida

WMIL Milwaukee, Wisconsin
WKDA —Nashville, 1 ennessce
WBOK -New Orleans, Louistanag
WWSW —Pittshurgh, Pennsylvania
KXL —Portland, Oregon
WXGI -Richmond, Virginia
KSTL —St. Louis, Missouri
WMIN =St Paul-NMinncapolis
KNAK Salt Lake City, Utah
KITE San Antonio, Texas

Stations—each the outstanding independent station in a city .

Aim for BULL'S-EYE results...with the AIMS GROUP

KSON
KYA
KING
KREM
WACE
KSTN
WOLF
KFMJ
WNEB
WBBW

—San Diego, California

—San Francisco, California

—Seattle, Washington
-Spokane, Washington

= -%pringﬁcl(l, Massachusetts
-Stockton, California
-Svracuse, New York

—Tulsa, Oklahoma
-Worcester, Massachusetts

—Youngstown, Ohio

A«

l
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I. New on Radio Networks

SPONSOR

Amcrican Chicle Co

Bymart Inc

General Motors Corp
(Buick Motor div)

General Motors Corp
(Buick Motor div)

General Motors Corp
(Pontiac Motor div)

Seeman Brothers Ince

AGENCY

NO. OF STATIONS

SsSCB ABC 175

Cecil & Presbrey NBC 131t

Kudner ABC

Kudner ABRC

MacManus, John & ABC 213
Adans

Williamm Weintraub CBS 173

PROGRAM, time, start, duration

Will Rogers: T, Th 5:53«6 pm; 30 Oct: 532 wks

Somerset Maungham Theatre: Sat TI-11:30 am: 27 Qct;
52 wks

The Big Hands; M 8-8:30 pmy 1§ Jan only

Hollvwood Star Plavlvonses M 8-8:30 pur; 17 Jaa only

stop the Music: Sun 8.8:30 pm; 2, 9 Dee only

Thi= Is Nora Drakes; alt days M.-F 2:30.153 pms; 19
Nov: 32 wks

2. Renewed on Radio Networlks

SPONSOR

AGENCY

NO. OF STATIONS

Continental Baking Co
Swift & Co
Toni Co

Ted Bates CBS 51
J. Walter Thompson NBC 44
Foote, Cone & RBeld- CBS 186

ine
ing

PROGRAM, time, start, duration

Grand Slam; M.F 11:30-315 am: 19 Nov: 52 wks
Red Foley; M.F 10:30.45 am; 26 Nov; 52 wks

Arthur Godfrey; alt days M-F 10-10:15 amj; 29 Oet;
52 wks

3. New National Spot Radio Business

SPONSOR

PRODUCT

AGENCY

STATIONS-MARKET

CAM;AIGN, start, duration

Diamond Match Co

Lever Brothers Co

Snow Crop Marketers
Inc

Velvet Tip Bobby Pins

Matches

Silver Dust

Frozen foods

Bobhy pins

Benton & Bowles
(N. Y))

SSCB (N, Y.)

Maxon (M. Y.)

Herschel Z. Deutsch
(N. Y.)

mkis Annemts; mideNov; 13 wks
mkts Annemts; 12 Novs 1 wks
mkts Anncmtsy 12 Nov: 13 wks

mkts (U. S.);
mkts (Canada)

Partie; carly Jany 13 wks

4. National Broadeast Sales Executives

NAME

FORMER AFFILIATION

Roy Chapman

Frank H. Corbett
Itarry J. Daly
G. P. Fitzpatrick

Edwin S. Friendly

Murray Lloyd Goldshborough
Jr

Frederick G. Ilarm

Arthur F. Harre

George W. IHarvey

Hugh M. P. Higgins
Lowell Jackson

David J. Jacobs-on
Carleton Jewett
Boyd W. Lawlor
Elmore R. Lyford

Frances O’Brien

Bernard 11. Pelzer Jr
Bon Pountius

Arthur Poppenberg

National Broadcast Sales. Vancouver, of-
fice megr

WGAP, Maryville, Teun.. partuer
Wash.,, D. C.

Falstaff Brewing Corp, St. L., sls prom
mgr

ABC.TV, N. Y., eastern «ls mgr
WNOW, York, sls prom mgr

WJID, Chi., sls mgr

WJIID. Chi.,, gen wmer

WGN, Chi.,, eastern sls mgr (offices in
N.Y))

BAB, N. Y., dir

ABC. Chi., wewmber central div radie sls
dept

Young & Rubicam, N. Y., pub rel superv
Evercit-McKinney, Chi., mgr

WTRC, Flkliart, Ind., prog dir

NBC. N. Y., superv tv stn relations

Free lance writer, N. Y,

NBC, N, Y., tv acct exee
Robert Meeker Associates, €hi.,, mgr

King Features Syvudicate, sls

NEW AFFILIATION

CROK, Penticton, B. C.,, mgr, part owner

WOKE, Oak Bidge, Teun., also seey
WOKE, Oak Bidge, Tenn., dir

Free & Peters. M. Y., head radio sls pronn, research
dept

ABC, N. Y., matl dir tv sls
WGET, Gettyshurg, mgr

Same. mgr
WCIL, Chi.,, gen mgar

WIFLA, Tampa, gen mgr

CIBS Radie Network. N. Y., market rescarcli counsel

Same, slv mgr

CBS-TV. N. Y., dir pub rel

Robert Mecker Associates, Chi., mgr

WWCA, Gary, vomml, sls prom mgr

DuMont, N. Y., dir stn relations

Phil Davis Mnsical Enterprises, N Y., sls prom,
publicity dir

atz Ageney, No Y., nrember v sls staff

Same, S, Fo, mgr

WBNSTY, Colnmbus, acet exee

® In next issue: New and Renewed on Television (Network and Spot) -
Station Representation Changes; Advertising Agency Personnel Changes

SPONSOR
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Numbers after names

refer to New and
Renew category

Ed S. Friendly (4}
Geo. W. Harvey (4)
Carleton Jewett (4)
B. H. Pelzer (4)
Don Pontius (4)
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4. National Broadeast Sales Executives (continued)

NAME FORMER AFFILIATION NEW AFFILIATION

Owen Jo Reynolds Wash., I, C. WOKE, Oak Ridge. Tenn., vp
Robert 1. Salk CRS, N. Y., radio net sl Katz Agenes. N Yoo member tv sls ~taff
George | Shupert Paramoennt Television Produoetions, N, Y., Peerless Television Productions. N. Yo, vp
sp. dir comml operations
Fdward P’. Shurick CR» Radio Div, N, Y., market rescarch CBS-TV, N. Y., network &ls gect exee
connsel
Kevin R Sweeney Don Lee Televisvion, Ilyvwd, sls mar BAR, N. Y. dir natl prom
Harrs €. Weaver WGAP, Maryville, Tenn., partner WOKE, Oak Ridge, Tenu,, also pres, gen mgr

3. Sponsor Personnel Changes

¢ NAME 'FORMER AFFILIATION NEW AFFILIATION

F. Llovd Rerncgger U. s, Tinre Corp. M. Yo <l adv ap erxlul Myers Products Div, N Y., ddovp
;‘: P Leonard I, Cramer Allen B. DuMont Lalhoratories, Clifton, N. J.. Aveco Mfg Corp, Cine. (Crosley div), a<st gen mer
. exee vp, dir
l.l. L i Charles N, Crittenton Schick, Stamford, dir «Is, ady Eversharp, N. Y. (Ghaving lnstrument div), dir <,
merchandi-ing
k- Richard §1. ehman Kroger Co, Cine., creative prod dir Pabst Sales Co, Chi., ady mgr
Stanley F. Patten Allen B, nMent Laboratories, Clifton, N, J.. Same, vp

asst 1o pres

Nathan N, Perlatein Pabat Brewinzg Co. Chio advy dir Same, alvo adv dir Pah-<t subsidiaries (lloffman Bev-
erage Co, Newark: Los Angeles Brewing Co. L.ALY)

Stanley 1L Pulver Dancer-Fitzgerald-Sample. N. Y., media haver Lever Brothers Co, N, Y. radio-tv nedia megr

Marctin L. Scher Motorola-New York. N. Y., gen sls mgr Emerson Radio and Phonograph Corp. N. Y.. natl

sls mar

6. New Ageney Appointments

SPONSOR PRODUCT (or service) AGENCY

\II{mI‘(Inunral & Dye Corp l\un-l prod div), Swerl ands Prici. Robinson & Frank., N. Y.
A\llied  Florists of Philadelphia Florist as<ociation Adrian Bauer, Phila.
Arrestine Sales Ageney Ine. Birmingham, \Ala. Arrestine l1ahlets to  stop smoking Sparrow. Birmingham
habit
Joe¢ Bonomo Cnltnre lustitnte, N, Y. Physical culture R. I. OConnell, N. Y.
RV, Co Underwear Hirchon-Garcfield, N, Y.
Ry-Chemical Prodnets Co Sur-Grip  waves Wyekoff, S0 F,
Caruso Rrands Iue. N. Y. Macaroni producis Bermingham. Castleman & Pierce.
N.Y.
Consolidated Cosmeties, Chi, Spic deodorant, Laneline plus eos- Tim Morrow, Chi.
mieties
Daston Rabber Co, Dayton Davton Thorobresd tives Altman, Detroit
Glaser, Crandell €o, €hi. Preserves prodncer Ruthranff & Ryan. Chi.
Glyveo-Mist Ine, St L. Glyco-Mist honsehold deodorant Levhe & Leche, Dallas
larrict Tlabbard Aver of Cmcala, Montreal Cosmeties mannfuactnrer Coekfield, Brown. Montreal
||¢-‘~.\1I!I| Insntranee Plan of Greater New  York, Health plan Gordon Baird, N. Y.
. Y.
Iood Chemieal Co. I’hila. Houschold goods Hilton & Rigeio, N. Y.
NMineis Matual Casnalty Co, Peoria Insnrance firm Don Heinrich, Peoria
King kone Corp, N, Y, Old London sandwiches Courtland D, Fergnson. N, Y,
ANOK, St L. Radio station Ruthranff & Ryan, St L.
Lineoln Village, Chi. Retail shopping eenter Allén J. Copeland, Chi.
Master Video Systems Ine, N, Y, TV ehassis Gordon Baird, N, Y.
MeCormick & Co. Balto. Ree bhrand inserticidess Hy-Gro plant Ceeil & Presbrey, N Y.
food
Michigan Wineries lue, 'aw Paw, Mich. Wines W, R, Doner and Co, Detroit
Mother’s Cake & Cookie Co, Oukland Raked goods Honig-Cooper, & F, (¢«ff 2 Jan)
Norris-Thermador Corp. L. A, Rathtnh- West-Marqnisc Ca, Lo AL
Northhrook Plastic Card Co, Northhraok, TII. Lifetinte playing curds Robertcon & Ruekley, Chi.
Orchids Unlimited, S, 19, TLmported orehid plant fwmiporter Riclravd N. Meltzer, S0 F.
d\ Puarman & Kendall, HHomestesd, Fla, Pur-hen fresh frozen limeade \(-wma!\. Lynde & Acsoeiates, Jack-
souville
Perfume Tmport Co, N Y, Perfumes Fradkin, N, Y.
Numbers after names Ricing Puper Co. Honsatonie, Maes, Paper manufactnrer Gordon Baird, Y Y,
refer to New and San-Sea Foods, Yonkers, N Y, Foad processors William Voun Zehle, N Y.
Renew cafeqory Slamberbhand Prodoets Tue, Waltham. Mass. Mitiresses Merbert W, Frank, Boston
Rob’.’f’ H. Sall: (4) Storgis Pretzel Coo Reading, Pa. Potato chips A, M, Seidler, MY
Geo. T. Shupert (4) FTom Themb Dot Corp, Phila. Miniatnre packezed donghnnts Abner J. Gelala, Phila.
K. 8. Sweeney (4) Top Seeret Hodiery Sabes Ca, S0, Heoxlery Pearl Randelpls Stanton. S ¥,
L. F. Cramer (5) trion lne. Mehees Roeks, Pa, Eleetrastatle preelpitutors Walker & Downing, Pittab,
R. H. Hehman (5} Waulton Raking Co, Toledo Raked goods Race & Urban, Detroit




. b o

]
I "
¥
nY oyt
[0 B B ]
aBE oy
(om0
Y I R O

§e
™ '-‘Q'l ’

LTI (|
T Y A A
sRugav” g
2 Rl
Elpgeli B R g ¥ 7
S NGB0 NN KR
s A0 0B ge NG
O L |
g 0 VL e WERU G
g wad Vo ouy u
LI I T T ’ [ |
6o a8 @@ nH Yy od
8o geERE SR ED
U T R I I
| U T T T
s BBl EnOL RS NER
TR RN RN T
N o B fotanlsgnnpioan
(] Covlfpnun Bime U R
N i“.mlllllllltlllllllllll\;“
| X (A [/ I T T
\ ) ] v upaeen OR8Ny
f XN Ve o mnwyNEoeonw
‘ 0 x ¥V e VB RSN UE N EN
- (NN O NN NN NN NN X
I T RCTR T RRN R
Frr g A e N meQggEguen O R UNN N
T ¥ grrse gyt RYEEEREO LAY
| E R g e gl gHEOBROE NS MO
f 8 EEE A ENERD LY YRR N W
gL EaN G ER YRR OO gRENEE B B W
EEEREERE R RN Y
s pAgagmESANREAD REACG OO N O
SR FEFRBEYQEB EST OB P gD RO g, O
lrlu-ll'llltrtlnlllll LB bERBDN
*IE AT REENETRAL lmngn:‘** ie
> e N EpRE _ 8 sgrEeP e, . B8
i E. s A W EESIERED nltml'm”l LI | .
el rEveEERugE R TERREEERE Ve yu ool
1 E tenrENELE N pacefu i w F 'EERERR
RN tyrspyEyREN § Y, nrEONF Tl UL [ £y e "TEEEE
LR E BV EUNBINNEG D gES “etwReRLibl BmE

gl Ftv Pk yopupE RERINGE i 34 "I £ L S .
bl r T B RELUY Zen g hRNR Y PEE g oy -
v P Yty WL UE LBEEINRY = IEER 4w .

ERY "LgEpmsE s s SR UM EY 4 ¥R L UUN W v ® ~
L O O L T " R g E€w Ry LA T AL L

g I LA
L b LY




24

With gamecock
action we are

winning sales battles

right in the heart of f

the richer-than-ever__- -

Carolina Piedmont ~= ~.0 -

(Spartanburg-Greenville) Area.
And, at the same time, we are

delivering the /largest listening

audience on any station in

the area!* W SPA personalities

— Jane Dalton, Farmer Gray.

Cousin Bud, Ed McGrath.

Ace Rickenbacker — plus smart

programming and the greatestCBS

shows are responsible for that!

*BMB Report No. 2.

*
Represented By
John Blair & Co.

Harry E. Cummings
Southeastern Representative

No.1 CBS Station For
The Spartanburg-Greenville Market

*

Roger A. Shaffer
Managing Director

Guy Vaughan, Jr.
Sales Manager

I

5,000 WATTS 950 KC

South Carolina’s Oldest Station

SPARTANBURG, S.C.

New developments on SPONSOR stories

3 J! T i o
- h o e x

Big Todd Russell, Rootie Kazootie and his WNBT gang are.. like C-oke, :"nafural"

See:

“TV is a good summertime buy™
Issue: 9 April 1931, p. 58

N .
Subjeect: Adivertisers can be assured of good
( ratings when program gnality is high

Summnier replacements needn’t he merely experimental or designed
to save programing money while holding a discount rate. For a
good show, started in the summer, can build up enough product iden-
tification lo warrant its fall renewal.

Such was the case with the Coca-Cola Bottling Company of N. Y.
and ils summer laizon with Rootie Kazootie, a whimsical puppet-live
actor delight on WNBT, Monday to Friday, 6:00 to 6:15 p.m. (also
on NBC-TV sustaining, Satnrday 12 noon to 12:30 p.m.).

Coca-Cola of N. Y. picked up the summer tab for Rootie Kazootie
along with seven other programs. Coke’s design: to sell their new
slogan. “It’s a natural!” At the end of eight weeks. produet and pro-
gram identity had zoomed. Agency William Esty reports as examples:

An eight-vear-old boy knew Rootie and pointed to a Coke cooler in
front of a gas station. Another said Rootie was on TV and sold Coke.
Other children all readily identified both Coke as the sponsor and
Rootie Kazootie as the showcase.

It’s an identification that has paid off with dealers who have been
enthusiastic in their recognition of the program’s “sell.” Equally
important the show is up for its second award. From TV Guide
carlier this vear came recognition as “outstanding kid show of the
year” (under RCA-Bruno-N. Y, sponsorships). Now. on 24 Novem-
ber. Rootie Kazootie will receive a public-service award from the Vet-
erans of Foreign Wars.

S,

Another step toward inaking air advertising more effective is under
way. This tie, it’s a single pilot study conducted in Seattle by BAB.
ARBL Bon Marche departiment store, and KOMO in Seattle.

The five-week test twhich started 29 October) is designed to judge
the efficacy of copy approaches; the variety of copy appeals best
suited for specifie types of radio audiences; the effect of various
times of the day on certain copy approaches. The study is financed
by BADB, with time and radio facilities donated by KOMO.

See: “flow 10 be a dud at writing radio
commercials™
fssue: 8 October 1951, p. 38

.

Sllhjt‘(‘l: SPONSOR surveys copywriters’ time-
tested methods for killing sales. dris-
g away customers

SPONSOR




WWM to the National Broadcasting Company on

the completion of 25 years of notable service to the people of America!

As an affiliate of NBC since 1927 we take understandable pride in the achieve-
ments of our network during the past turbulent quarter of a century, and we
look forward with confident anticipation that the future in AM radio and NBC

will be even more inspiring and satisfying.

At this quarter century milestone it is well for us all to remember that Ameri-
can radio operates as free enterprise and that free enterprise guarantees a

free America!

. RADIO STATION KVOO

EDWARD PETRY AND CO.; INC. NATIONAL RERRESENTATIVES

50,000 WATTS TULSA, OKLA.

OKLAHOMA'S GCREATEST STATION

19 NOVEMBER 1951 25
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iIt’s NOW ¢ « «
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N

the only Western Michigan station with full television facilities!

Grandwood Broadcasting Co.. owner
and operator of WOOD-AM*, have
purchased the onty TV stationin Grand
Rapids—the retailing and whole-
saling center of Western Michigan.

A brand new micro-wave link has been
installed and power will soon be
increased (o the full imits allowed by
the FCC. What's more — you now
have the flexibility of live studio cameras!
WOOD is already presenting a variety
of locally-originated shows.

IN WOOD-TYV, you'll find the same
programming know-how . . . the same
audience and trade promotion . . . the
same careful attention to servicing
details . . . which you have come to

expect from WOOD-AM.

When vou place your schedules in
Western Michigan. consider first the
only television station located in the
center of the Western Michigan busi-
ness community:  WOOD-TV . ..
Western Michigan's only complete
television facility.

*also owner and operator of WFBM-AM-TV, Indianapolis

Always the best earful . . .

N ]

5000 WATTS — 1300 KC
NBC AFFILIATE

WOOD

NATIONAL REPRESENTATIVES
KATZ AGENCY, 488 Madison Ave., New York, N. Y,

CHANNEL 7
NBC-CBS-ABC-DuMont

GRAND RAPIDS, MICHIGAN -« aiso wFDF — Fiint, Mich. WEOA — Evansville, Ind. WFBM and WFBM-TV — Indianapolis , Ind.

SPONSOR
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Increase in Iowa sets per home

Percentage of oil homes owning:

How Iowa
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Figures above are from Forest Whan surveys for WHO, lowa. Note sharp growth
Meanwhile, "one or more radios'' homes
have hit near-saturation mark, 98.9%, almost 3% higher than national average

of “two or more radios'’ since 1940,
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Chart above compares 1949 weekday evening radio audience by quarter
hours with 1951, Figures within white portion of bar represent growth of
1951 audience over 1949.

No 1949 figures available after 8 P.M.

Radio hstenme m the Midwest:

spring, 19:

w-, We were speaking recently
SAEUUE with Bruce Brewer of Bruce
Brewer & Company. Kansas City, and
one of the Midwest’s leading tnnebus-
ers, about the radio audience surveys
conducted by Dr. Forest L. Whan of
the University of Wichita. Said Mr.
Brewer:

“We've built a half-million dollar

19 NOVEMBER 1951

Dr. Forest Whan snrveys in lowa

and Kansas for WHO and WIBW give sponsors

valuable guidance. show listening is np

spot radio account due to Dr. Whan's
lowa and Kansas Radio Audience
Studies. which have given us clues to
buying radio effectively. The entire
advertising budget {or this account in
1940 was only $30.000. Today it
spends $550.000 on spot radio alone.”
Mr. Brewer added:

“Dr. Whan's studies have given us

information on an across-the-
board type of research than any radio
studics we've ever had. They show the
whole balance of rural and urban hs-
tening and give a better picture of
every type of program likes.”

Dr. Whan has been making extensive
and thorough studies of radio histening
in the Midwest for a decade and a half

more

27




for 15 vears in Kansas, paid for by
WIBW. Topcka, and for 1.1 vears in
lowa. paid for by WHO, Dex Moines.
They are unique because Dr. Whan
uses both diary and personal interview
methods. and eaclt year makes the stud-
ies in the =ame manner. so that one
can be compared with the other.

They provide advertisers and agen-
cies @ unique opportunity to get a
bird’s-eve view of Midwest America
jo eompare listening habits. program
preferences, set ownership, and audi-
ence make-up: to note trends as they
develop; to double cheek facts that
come out of these surveys with the
same common denominator.

sponsOR thumbed through its copy
of the just-published 1951 lTowa Radio
Audience Survey and came across
much valuable information that’s espe-
cially significant and helpful this year
because of the changing broadeast pic-
ture. Most outstanding of Dr. Whan's
findings is the fact that radio is still a
growing medium in the Midwest. For
instance. in lowa the radio andience is
2047 larger than in 1919, In both Kan-
sas and lowa. near saturation has bheen
reached in the nomber of homes with
radio. Algo. multiple-set ownership has
almost tripled since 1940, with the re-
sultant inerease in the number of per-
sons tuned to radio, as well as an in-
crease in the amount of listening per
adult. This represents a sizable bonus
to advertisers in the “extra listening.”
a factor not measured by most radio
Vwho confine stndies to
“family radio” listening.)

While <peaking with =ome of radio’s
top timebuyers about Dr. Whan’s re-
scarch. spoxsok heard words of high
praise for these annual studies, which
are directed by Panl A, Loyet of WHO
and Ben Lady of WIBW. One of the

timebuvers in a prominent Chicago

rescarchers

agency explained that “they 're very ac-
curate because of the diary and per-
{Dr.
Whan’s  staff  personally interviewed
0,190 adull men and women for the
March-A\pril. 1951 lowa Stndy and
7,001 for the Kansas Study.)  This
timebuver stated further:

“Dr. Whan’s stindies tell von exactly

sonal bterview methods used.”

what a station’s acinal audicnee is
not the potential audience. Tt gives vou
the audienee for any time and by fam-
ilv. Metropolitan rating systems give
von andiences in only a restricted area.
withont taking into consideration the
station’s Ie
added:

enlire coverage area.”
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Auto radio ownership and use in lowa

PERCENTAGE OF FAMILIES OWNING CAR RADIOS
ALL FAMILIES 1

QUESTIONED

wnw ZZZZZZZZZZZ wis

& i

FARM

520%

v 7% %
woce [ %

FARM [

wn P
st ([ s

FARM

AUTO LISTENING
Daily Use of Auiomobile Radios by Those Riding — by Distance Traveled

Source:

1949 Towa Radio Audience Survey

“The ideal would be to have a na-
tion-wide Whan study county by coun-
te!”

Althongh Dr. Whan has made stud-
ies in several Midwestlern states. some
of the findings are for internal use and
have not been released. Eastern see-
tions of the country may be researched
by Dr. Whan and his stafl under coop-
erative sponsorship by stations—a de-
velopment that would be welcomed by
the advertising industry.

Dr. Whan’s latest Radio Audience
Studies provide a wealth of important
data on radio listening in a big chunk
of Midwest America, making it possi-
ble to reaeh the right types of persons
for the product being air-advertised.
sPONSOR picked out some of these data
to highlight for you:

o Widiwcest Radio is growing.
One of the most startling indings in the
1951 lowa Radio Audience Survev is
the 207 audience erease in listening
over 1019 during the morning and eve-

1 AND 5 MILES

26 AND 50 MILES

BETWEEN

BETWEEN

MORE THAN
100 MILES

(Percentages based on portion of 2,437 adults w
rode in Radio-equipped catrs in each classificatie

ning hours. These findings are chart-
ed on page 27.

This 20% audience increase clearly
shows that television has not vet made
inroads on the lowa radio audience.
However, it should bhe pointed out that
four of the five TV stations serving
lowa are located on the boundary of
the state. WOI-TV, Ames, is the only
centrally located TV station.  Some
11.87% of Towa’s radio homes now own
TV sets, as eompared with 1.7% in
1950. In Kansas. TV ownership has
come to only 4.4% of the radio homes.
No TV stations are located within the
state, and except for WDAF.TV in
Kansas Cityv. Vo, out-of-state TV sta-
tions are 55 to 100 miles from the Kan-
sas hne.

It should be noted here, however.
that weekday afternoon listening in
fowa is down slightlv—an average of
0.9% of all radio homes in 1951 over

1949.

o Trends in “Best Liked” types

SPONSOR
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of programs also are revealed clearly
in Dr. Whan’s studies. In both lowa and
Kansas, men and women listeners pre-
fer news broadcasts above ali other
kinds of programs. Interest in news
has increased over the past five vears.
For example. in 1947, 72.1% of lowa
women and 80.47 of lowa men named
news as their first program choice.
This vear 79.9% of the women and
87.1% of the men gave news first place
on their program list. Listeners were
asked to choose five types of programs
liked best from a list of 16.

Although “featured comedians” was
the second “best liked”” type of pro-
gram. the pereentage of listeners choos-
ing this category has decreased during
the past five years. in both lowa and
Kansas. In the latter state. for instance.
64.27% of the Kansas listeners named it
in 1947, whereas this year “featured co-
medians” was named second-choice by
only 59.2% of the Kansas audience.

Third place went to “audience par-
ticipation” programs by 45.3% of the
Kansas listeners and “popular music”
by 49.9% of the Towa listeners. Per-
centage of audience in each case re-
mained nearly static over the past five
vears. This is also true of the fourth-
place “best liked” shows. “Popular
music” was named fourth by 43.77%
of the Kansas audience: in Iowa fourth
place went to “audience participation”
among 49.4° of the women listeners
and to “sports broadcasts™ among
47.4% of the men listeners.

Fifth preferred program type in
Kansas was “sports broadcasts” by
36.77% of the audience—an increase
from 21.4% in 1947. “Complete dra-
ma’ ranked fifth among 38.47 of the

Researeh veteran Forest Whan

Dr. Forest Livings Whan, chairman, Committee on Ra.
dio. University of Wichita, Kau., is a long-establiched
expert on broadeasting researeh. The 46-vear-old pro-
fessor has condueted more than 17 radio research stad-
ies, mostly in Jowa and Kansas; written two books. He
believes he conld set up effective national snrvey of
radio-station facls inexpensively (sce editorial page 88).

“Throughout the years it has been interesting to compare the attitudes, habits
and preferences of the people of Kansas with those of the people of lowa. And it
has surprised us that others have not made those comparisons from the printed

reporls.

“The 1951 lowa and Kansas studies are no exception. Although slight differ-
ences in set ownership in and out of the home are found, the lasic habits, pref-

erences and attitudes in the tico states are surprisingly similar. The similarity in
findings in the 1o states suggests that the people of the Midwesi depend on radio
10 a greater degree than rn some other sections if reports [rom those sections

are to be accepted. Television has made little impact as yet in such Midwest

creas, and dependence on radio is on the increase, rather than the decrease. In

both states radio has become a vital part of human existence. commanding more

attention, time and respect than any other communication media— ncluding, we

are sorry lo reporl. the schools.”

DR. F. L. WIIAN, Chairman
Commitiee on Radio
Unirersity of Wichita

wonmen listeners in fowa. with “audi-
- L

ence participation” coming in fifth

among the men—Dby 41% of then.

o “Extra listening’ means a siza-

ble Lonus to advertisers. Listening in
car radios. ummeasured by most radio
audience research. is another of Dr.
Whan’s highly interesting findings.
[owa families owning car radios have
increased from 42% in 1949 to 557¢
in 1951. In Kansas 54.4% of the fam-
lies own car radios. More than onec-
third of the riders in both states use
their car radios within the first five

miles of driving. Charts showing num-
ber and use of car radios in lowa ap-
pear on page 23.

Much radio rescarch has been lim-
ited also to investigation of lisiening to
the “family radio”—an assumed single
set in the house. As strikinealy revealed
in the chart ou page 27, more than half
of lowa homes now have two or more
radios and 1577 have three or more
sets. In 1940 fewer than one in five
had two or more sets. Some 98.9% of
all lTowa homes now own at least one

(Please turn to page 80)

Kansas programing preferences from Forest Whan stndy for WIBW

. A -

jd A

1947 SURVEY
1948 SURVEY
1947 SURVEY
1950 SURVEY
1951 SURVEY
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THE MEN, Strategists who put over Rybutol's dynamic saturation campaign include {from left) Harry B. Cohen, Jr., account supervisor;
t  Morton Edell, VCA president; Edward Aleshire, agency 2nd in command; Larry Paskow, sales manager. Edell is chief strategist

Rybutol: jet-propelled vitamm

S2.088.000 radie and TV razzle-dazzle campnign helps Rybutol

zoom to Nea. 1 seller among B-Complex vitamin fivms

‘ A few weeks ago. Morton
% Edell. president of Vitamin
Corporation of America. Newark, N. J..
ol a rush wire from Chicago. It was
from one of the Windy City stations
over which Fdell had lamched a satu-
ration campaign Tor lits B-Complex vit-
amin product, Rybntol a campaizn
consisting of 600 radio and 100 T\
announcements over WJJD, WCFL,
WANE within three weeks.

The telegram read. in effect: “Local
druggists complaining vonr air adver-
tising has hronght o0 nanv customers
1o «lores. their stocks of Ryvbntol are
sold ont. Please advise il voun want
vonr annotneement schednle changed.”

30

Fdell, jet-propelled wonder salesman
if there ever was one, promptly wired
back: *Continue anmouncements. Am
sending Rybutol by plane to replenish
retail supply.”

This episode illustrates graphically
the phenomenal sales rise of Rybutol,
and its beliel 1 high-pressure promo-
tion. Not sinee Senator Dudley J. Le
Blanc has there emerged to national
prominence a razzle-dazzle medicine
salesmian equal to Edell. Nor has any
other drng store item shot up so quick-
tv. thanks largely to radio and TV ad-
vertising showmanship.

In March this vear, Edell’s Vitamin
Corporation ol Ameriea was producing

300.000 Rybutol vitamin gelucaps per
dav. That month, it started a co-op
radio show in Chicago with Walgreen’s
Drug Stores, and, on a national scale.
begau sponsoring Gabriel leatter over
Mutual. Shortly after, it tripled its
production capacity: doubled 1t again
in the early fall; and now is making
1.000.000 gelucaps a day, 2,000.000 of
these Rybutol. which are being sold as
fast as they are turned out. Trade es-
timates place the company’s present
eross at $10.000.000.

VCA’s advertising spending has kept
pace with its sales. Its radio and TV
outlay has been upped from $500.000
to roughly $2,000.000, at its eurrent

SPONSOR




These are the highlights of Rybutol’s S2,000.000

spot and network radio=television campaign

o

1 Nationally, it uses **Gabricl Heatter®
over 170 Mutnal stations, to hammer home
Rybutol brand name. His piteh blends old-
age fear, emotional exhortations.

2 Regionally, it uses hou'r-long Lorraine
Cugat Show over eight ABC-TV stations,
to demonstrate Rybutol poteney visually;
uses her as beauty symbol.

3 Locally, it uses radio and TV an-

4 Also locally, it buys radio and TV
programs and participations, largely TV.
If TV show elicks, it is moved on to other
cities on kinescope.

o Local air campaigns are accompanied
by newspaper ads, cards and window dis-
plays in drugstores. This draws attention of
retailers, plus eonsnmers. to Rybntol.

G Advertising is keyed to two points: Ry-

nouncements for

campaigns. Multi-station

three-week
pitch
impact for community promotions.

saturation

provides

butol helps people over 35 “growing old™:
free offer of 25-day Rybutol supply plus
moncy-back guarantee on big bottle.

THE STRATEGY, Emotionally-charged pitch, high-pressure merchandising, local, national

1 air advertising all help to boost sales for Rybutol (see box above)

rate of expenditure. One VCA execu-
tive explains breathlessly: “It’s hard to
peg our exact air expenses, because we
keep buying more time virtually every
day.”

An examnination of VCA’s air-buying
strategy (conducted via Harry B. Co-
hen Advertising Company, New York)
reveals three chief elements:

1. On a national level, it uses Ga-
briel Heatter Thursdays from 7:30 to
7:45 p.m. over 170 Mutual stations. to
haminer home the Rybutol name.

2. On a regional level, it emplovs
the ABC-TV Lorraine Cugat Show, an
hour-long varicty progran, heard over
WIJZ-TV, New York; WENR-TV, Chi-
cago; WXYZ-TV, Detroit; WTCN-TV.
Minneapolis; KGO-TV. San Francisco:
KECA-TV, Los Angeles; KTHO-TV.
Phoenix—Dig city stations where the
product is demonstrated visually.

3. On a strictly local level. when it
goes into a market it launches satura-
tion announcemecnt campaigns over
most local stations; or bhuys a single
program on one station, for bhig com-
munity promotions. In September this
year, for example, it deluged Los An-
geles with 900 radio and 15 TV an-
nouncements. Similar radio/TV an-

nouncement campaigns (with radio
predominating) have heen made in St.
Louis, New York, Philadelphia, Balti-
more, Washington, New England. In-
diana. Ohio. Michigan. Arizona, New
Mexico, Colorado. It likes buying a
local program, and if the TV show
clicks it moves it on to other cities on
kinescope. For example, Texans Have
Talent, which it originated on KRLD-
TV, Dallas, did so well. a kinescope
has since been used on KEYL-TV. San
Antonio. Here’s a typical handful of
the local shows (mainlv TV) it has
been using:

Martin Block’s Make Believe Dall-
room, WNEW, New York: the Sun-
day Theatre Hour, WJBK-TV. Detroit:
Front Page Detective, WDTV, Pitts-
burgh: Stars in Your Eyes, WPTZ-TV.
Philadelphia: Craig Kennedy. Crimi-
nologist. WEWS-TV, Cleveland, KING-
TV. Seattle: Mr. and Mrs. Kup,
WBKB-TV. Chicago: Ed Hayes Sports
Cast, W]BK-TV. Detroit.

In addition. whenever Rybutol moves
into a <ity for a local promotion. it
supplements its radio and TV advertis-
g by plastering ads in the newspa-
pers and distributing cards and win-

(Please turn to page 60)

. ABC-TV's “L i Cugat Show" .
THE BEAUTY: bolizes sRybuo’r:.lamaes augf\ealih?;'od?::r:r




A SPONSOR roundup

PART ONE

OF A TWO-PART SERIES

Public utthities on the an

Elecetrie companies trade group now spends 2/3 of $1.500,000

budget on radio, helps utilities fight ‘“‘creeping socialism®’

=, it

L eborh

“Creeping socialism” is
a major problem faced

¥ today by the nation’s pri-
valely operated clectric and gas utility
companics. Ever since the mid-1930’s
when the {ederal government went into
the power business, the danger has
been growing. Private firms like the
Nebraska Power Conmpany and others,
have been swallowed up in the recent
past by the state and municipal owner-
ship. Now, cven billion-dollar firms
like Pacific Gas and Electrie, whose
members literally cover California with
an electric blanket, are being threat-
encd by federal power.

To fight back against government en-
croachment, the nation’s power com-
panies have been turning increasingly
to air advertising, using it as a major
public-relations weapon. In large and
small markets all over the country,
public-utilities firms now buy time with
the Dbusiness-like seriousness of retail-
ers anxious to move goods. In fact,
recent Broadeast Advertising Bureau
figures indicate that about 78% of the
nation’s light and power companies use
some form of local radio; and about
257 are now using TV.

On the national scene, an industry-
wide group known as the Electric Com-

Radio has helped swing publie sentiment away from

government ownership of utilities

60

30

Business Concern

43%

-

43%

Some Form of Government

i 1

37%

1 I

1943

1945 1947

1949 1951

panies Advertising Program speaks for
about 150 of the leading electric and
gas utilities and spends about two-
thirds of its $1,500,000 advertising
budget on radio. ECAP, as the organi-
zation is known, sponsors Corliss Arch-
er on 173 CBS stations (Sunday, 9:00
to 9:30).

The fact that ECAP uses a light and
down-to-earth vehicle like Corliss is,
again, symptomatic of the practical,
businesslike approach of public-utili-
ties strategists. Unlike those industri-
alists of the earlier days of radio who
sought to do a public-relations job via
programing of an arty nature, public-
utility executives on both the local and
national scene are now striving to
reach the widest possible audience.
Their activities are well worth study
by any business group anxious to do a
hard-hitting public relations job.

To give its readers a closeup on the
strategy of the nation’s public utilities,
sPONSOR lias divided its coverage into
two parts: (1) The national activities
of ECAP, to be described fully in this
issue; (2) Case listories of local ad-
vertising by public utilities all over the
country, to be reported next issue.

Actually, nany of the local public
utilities take their cue {from KCAP,
siriving to find programs oun the local
Jevel with appeal as widesprcad as that
of Corliss and modeling their commer-
cials after samples supplied by ECAP.
It is particularly remarkable that ECAP
has had this influence when you con-

COMING 3 DEC. ISSUE How many light &
power firms use lo-

cal-level radio, vid«

Opinion Research Corp. studies show that ECAI”s 52-week ad campaigns since
1933 inade initral rapid strides in changing adverse public opinion, held well

in a post war 1915-19 “plateaun,” and are again bettering the ECAP position
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‘ee stages in development of ECAP’s air formula

2. Switch made to "Nelson Eddy" show in 1944
on CBS. Still largely a "class" show, it pointed
up value of popularity, drew Cost-per-M of $3.67

tial program in 1943 was '"prestige' news
on CBS radio net. It had limited appeal,
ECAP $8,500 weekly. Cost-per-M: $3.75

sider that the organization actually has
no paid staff, no titular head, no big
expensive offices, no back-slapping hier-
archy. Only an unpaid committee,
meeting occasionally and representing
the 150 member companies, supplies
leadership for ECAP.

Guided by the sage counsel of the
N. W. Ayer ad agency, ECAP goes af-
ter cost-per-thousand efficiency. It acts
as if it were selling soap instead of
ideas. Here’s the way its philosophy
has paid off: in 1944, shortly after
ECAP first ventured into network ra-
dio, it reached listeners at a cost-per-
thousand of $3.67; today, after sift-
ing vehicles and finally coming up with
Corliss, ECAP’s cost-per-thousand is
$1.66.

When ECAP was formed, in 1939,
the weight of public opinion., among
consumers and farmers and business
firms, was in favor of the government-
operated, TVA-type power plant. Few
laymen stopped to think that the so-
called “cheap” electricity and power
from these projects could only be paid
for by subsidies, and that these govern-
ment hand-outs would come from high-
er taxes. Fewer still paused to think
that private power companies seldom
make more than 10% in net income on

their operating revenues, and that they
hand over around 18% of their gross
revenues to the government in the form
of taxes. While the cry of “monopoly”
was being raised inaccurately against
private power firms, most of them real-
ized that their great hope was in telling
their story—and telling it efliciently
and well—to the nation’s “electorate.”

So it was in the late 1930’s that the
idea for KCAP was born, and grew
quickly with the aid and assistance of
the N. W. Ayer agency, an old hand
at utility advertising.

The philosophy behind the move-
ment was summed up very nearly in
1939 by Grover Nefl, president of the
Wisconsin Power and Light Company,
and one of ECAP’s prime movers. Said
he:

“We believe that unless a majority
of the public is sold on private opera-
tion of public utilities, we will lose our
business to government operation no
matter what kind of public relations we
have with our own customers. The de-
cision is going to be made in Washing-
ton and that action will be greatly in-
fluenced by public opinion.”

At that time. few attempts had been
made to use network broadcasting as a

(Please turn to page 60)

“Corliss Archer'" (right) comedy. Present series gathers more

3. Latest show in steady ECAP swing to more popular shows is }

than twice weekly audience of 1943 at Cost-per-M of $1.66




T1mehuyers:
underpaid

inderplayed,

overworked

Their decisions may involve millions, but timebuyers are agency

i

Z50S

Timehuver is often shut out of strategy) meetings

."l////’

forgotten men. Sponsors lose out when their skill is not used to full

( Not too long ago, a time-

< buyer. 1esponsible for plac-
ing more than 51.000.000 of business
annually. was handed a memo by an
account excentive, It read:

“Foamy White Toothbrushi Co. has
decided on spot campaign for 52 weeks
al $20.000. Wan*s one slation in New
Maven. one tn Philly : newscast or par-

ticipation n variety show, 7 am. to 9
aan. Please give program. station avail-
abilities.”

The timebuyer was left in a complete
fog on the sponsor’s sirategic reasons
for staging the radio campaign. The
high-handed account executive didn’t
say whether the client was trying to ad-
verlise in a new market: clear over-

Managers of Dzpartmants

Full-fledged Timebuyers

Assistant Timebuyars

Estimators

Under $3,000

PAY-SCALE FOR TIMEBUYERS*

$10,000-$12,000 (often low as $8,000)

“npcriise other buyers; in charge of network timebnying

$4,500-$8,500

vegaetiate with station reps. make decisions on choice of stations

$3,000-$4,500

itelp top timebuvers draw up lists, <ome contact work

Work from potential station lists in making cost estimates

loaded dealers” shelves: seek out a spe-
eial audience: or introduce a new
produet.

“Yours not to reason why,” the time-
buyer was told in effect, loftilv. “Yours
but to buy and buy.”

This example of how a timebuyer's
full talents are being wasted is net
imique. It’s one of many, illustrating
how an advertiser can lose money. be-
cause of the lowly recognition some
ad agency brass give to their timebuy-
ers. SPONSOR has touched, indirectly,
before on the underprivileged timebuy-
er (“Timebuyers” lament,” 1 June,
1948; “Your timebuyer can contribute
more,” 21 November, 1919; “So vou
think timebuving is easv?.” 19 June.
1950). But right now, many feel. it's
time for a full airing of the snbject.

[n extreme capsule terms. the dilem-
ma can be sunmed np this way. It's
contended that account executives, me-
dia directors. and radio and TV pro-
ducers are the Glamour Girls of the
advertising business —and are paid ae-
cording. But those Cinderella Girls, the
timebnyvers, do eqnally difficult work.
shoulder the brunt ol the hig-money

SPONSOR
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How

timebuyers are underplayed in agencies

TS ¥

Laek of recognition: Aceonnt executives, seeking to
keep full decision-making power and prestige, often
give timebnyers mechanical role. Sponsor, agency,
and timebuyer all lose out—not using timebnyer’s

market savvy. experience. means loss of money.

Laek of remuneration: While glamonr-hoy top brass
may get as high as $50,000. workhorse timebnyers
(see chart below left) often get poorhouse wages.
With a million-dollar responsibility, timebnyers want
commensurate boost in their payeheck.

Lack of advancement: Only rarely are timebuyers al-
lowed to gradnate to media director or aceonnt exee-
utive. With their possibility of advancement ent off,
their rut roadblocked, they may grow lethargic on
job—meaning sponsor isn’t getting money’s worth.

Lack of training.
status, agencies don’t train timebuyers sufficiently ;
dragoon them helter-skelter from office boy ranks.
There is need for college conrses; agency lecture

Becanse of their lowly, Cinderella

sessions taught by veteran media direetors,

Worst of all. many timehnyers are poorly paid

responsibility—and yet are accorded
the status of ad agency serfs.

Result: while the others are well rec-
ognized, the timebuyer suffers a loss
of morale, and the sponsor doesn’t
gel his complete money’s worth from
the ad agency.

Of course, this see-saw of values
doesn’t apply in ali ad agencies. The
Frank Coulters (of Young & Ruln-
cam), the John Kuceras (of Biow). the
Stanley Pulvers (formerly with Dan-
cer-Fitzgerald, now Lever Brothers me-
dia man). the Jim Luces and Jane
Shannons (of J. Walter Thompson).
the Tom McDermotts (of N. W. Ayer).
the Henry Clochessys, Al Eisenmen-
gers, Frank Silvernails, all get full
recognition as master craftsmen, Still,
there are plentyv of instances where the
mequities prevail.

Precisely how widespread are the in-
equities? What has led to the situa-
tion? And what can be done to alle-
viate it? To answer these questions,
SPONSOR, 1n a nation-wide survey. con-
sulted over two dozen executives in va-
rious strata and echelons of the ad
agency hierarchy. Here is a summa-
tion of their answers. including the
point of view of agency management.

To what extent are timebuyers
unrecognized?

.

Many pointed out that spacebuyers.
of whatever rank, are generally more
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often consulted by the strategv-plan-
ners of the chient-agency group. On the
other haund, the timebuyers. whether
they are managers of the timebuying
department, full-fledged timebuyers. as-
sistant timebuvers, or timebuying esti-
mators. are too often neglecied. In the
minds of the account executives, they
are mistakenly relegated to the Siberia
of clerk status.

Charles Pearson, president of the
Pearson Advertising Agency, believes
this situation has arisen Lecause time-
buying is a relatively new profession
compared to spacebuying.

“I was especially true ten vears
ago,” says Pearson, “when agency ex-
ecutives grabbed anybody into the job,
out of desperation. But there’s no ex-
cuse for giving spacebuyers more sta-
tus than timebuvers todav. Actually. in
my opinion, timebuying is much hard-
er than spacebuying. Just about all a
spacebuyer needs is Standard Rate and
Data. But a timebuver has to be con-
scious of a vast number of imponder-
ables, stations, markets,
time placement, and program shuf-
fling.”

Jack Wyatt. partner of Wyatt &
Scheubel. concurs.  “Great timebuy-
ers.” he maintains, “have not heen de-
veloped except by a few agencies who
recognize the important role they play.
This includes ageneies like Biow. Dan-
cer-Fitzgerald, J. Walter Thompson.

concerning

and

work TV proving so expensive, and

some others. Today., with net-
many big advertizsers entering one-sta-
tion cities with spot programs. or shift-
ing to spot. the thnebuyer who has an
equity of goodwill with TV stations is
doubly iniportant. Fiill, agencies can’t
sce this, for the most part. and won’t
give the timebuyer the status he or she
deserves.”

His pariner. Reggie Scheubel, ex-
timebuyer for Duane Jones and Biow.
thinks so highly of her station contacts.
she’ll often break personal or busmess
appointments of several weeks stand-
ing—just to have dinner with an old
station friend who’s in town. She has
developed timebuying to such a pol-
ished art, that her agency now serves
as an ‘“‘outside” national timebuving
department  for other -\ regional
agencies—to name a few. Thomas F.
Conroy. San Autonio; Liller, Neal &
Battle, Atlanta; Westheimter & Block.
St. Louis: Charles A, Rumnill. Roch-
ester; and Reingold Company, Bosion.

An ex-timebuyer, now a station rep-
resentative. blames some account exec-
utives for ethowing timebuyers out of
strategy conferences. “Secrveth  the
agency vice presidents often erave to
monopolize the power and prestige -
volved in fully making expenditure de-
cisions. They like telling clients or sta-

(Please turn to page 33)
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Rayeo profues by 1ts TV tr

Seat-cover firm chose wrong vehicele on its first ventimre int

Now it’s fonnd spot radio and TV approach that works, is expanding S2¢

Seldom has there been a
TV test canmipaign with so
many high hopes pinned proudly to it
as the one used in New York last win-
ter by the Raveo Manufacturing Com-
pany. Seldom has there been one which
flopped so thoroughly.

Rayco. which had gone into the cam-
paign hoping to find a master TV pro-
gram formula that could be used wide-
Iy in other markets. was stunned. The
11-week run on the test vehicle, WJZ-
TV's Eva Gabor Show, cost them $25.-
000 and sold a mere $1,375 worth of
seal covers. If it proved anything,
Ravco felt bitter, it only showed
them that perhaps they would be bet-
ter off if they staved out of broadcast
advertising entirely.

So sour was Ravco that it even con-

> EVA GABOR COULDN'T SELL SEAT COVERS High-fashion appecal on Eva's women's sidered dropping the axe on all of its
interest show flopped in a N.Y. test campaign to find TV formula, soured Rayco on air use existing air advertising. including siz-

able announcement schedules in some
25 radio markets and about 15 TV
markets—despite the fact that plenty
of sales could be traced to them. There
scemed to be no sensible reason why
Rayco's carefully-constructed TV test
formula. that of linking its produect
with high-fashion commercials to a
well-rated wonnan’s-appeal show. hadn’t
worked.

Wecks went by, A change in ad
agencies was made, Ray co became busy
with its brisk spring sales. and a big
expansion program. Then. the new ad
ageney made a bold suggestion: use
another TV show to test a new ap-
proach. This time. the sales pitch would
be hard-hitting. and would be directed
toward men.

Rayeo was highly suspicious, but
finally agreed. and bought Trapped on

>. .MYS TERY URAMA DID INew approach, this time aimed at men primarily with hard- NP, S ; .
hitting appeal, was a success when Rayco used WOR-TV's “Trapped" mystery drama series WOR-TV. Rayco needn’t have worried,
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Results from the new approach were
eyc-opening. Soon, the $2,500-weckly
TV program was pulling in traceable
sales at the rate of $7,500 per week.
During the July-to-October test of the
revamped TV formula. only some 207%
of the ad dollars allotted for New York
went into the video show. But it pro-
duced 35% of the New York area sales.
Rayco was dubious, then incredulous,
then delighted.

Rayco no longer feels that its ad
dollars were entirely wasted in the dis-
astrous [laffaire Gabor. The rising
voung firm now realizes that what went
wrong was not the fault of the blonde
Hungarian beauty, but rather in a
wrong first approach to TV program-
ing. Rayeo’s top advertising brass,

president Joseph Weiss, and sales and
merchandising manager, Julius Rudo-
miner, can smile about it, even though
it was far from funny at the time.
Now, with its eye on eventual net-
work telecasting, Rayco has firmly es-
tablished radio and video as integral
portions of any future Rayco ad plans.
Already spending about a third of an
$800.000 ad budget on the air. pri-
marily in local-level radio and TV spot
campaigns, Rayco intends to make
broadcasting’s share even larger when
it begins to expand into big-time TV
programing, backstopped with spot ra-
dio campaigns. The storm which it
weathered in New York City with its
first large-scale “experiment’ has given
the firm confidence in the medium. as

well as the much-desired working for-
mula to apply nationally. either via net-
work TV or in market-by-market ex-
pansions.

Strange as it may seem today. in
view of what happened, the Eva Gabor
Show looked like a wonderful “pilot”
TV programing operation when the
Kossman agency, then Rayco’s ad
counsel, had first presented it to the
seat cover firm late last year.

True, Rayco was a firm that had
grown so fast it hardly had time to
catch ite adveitising breath. [t had
been a broadcast ad\ertlcel only since
1947, a vear after its founding. with
no clear-cut approach. But, the idea
of teaming a Rayco sales pitch with

( Please turn to page 76)

RAYCO'S FORMULA OF SIMPLE, HARD-HITTING TV COMMERCIALS TESTED ON "TRAPPED" IS SOON DUE TO BE USED NATIONALLY
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CARTOON: As the chart (right) indicates, cartoon
reaks down into four subdivisions, ranging from costly

ull animation to inexpensive {and ineffective) '"comic
t techniques. Top advantage of cartoon is to gain
‘erest, so in a commercial where techniques are com-

artoon is best to open the spot. S.0.S. Scouring

ads “Show of Shows,” have proved this with the
'Magic Bunny'' series which open with cartoon, then go
tion to demonstrate the product. Where budgets

LIVE ACTION: There are two types of live action: nar-
rative (off-screen voice) and dialogue (sync sound]. New
‘ork TY has used far too much talk-talk-talk by actor and
ouncers, both live and film, to get the greatest good
ommercials. (Editor’s note: in Harry McMahan's

ion.) Live action, narrative style, is mandatory for
ation of the product, for setting the exposition

ing" situation, for anything requiring human-

rterest factors, and for appetite appeal in a food prod-

STOP MOTION: Photographed in intricate frame-by-
frame movements (24 per second) Stop Motion has won-
dicus uses. Lucky Strike's marching cigarets—an idea
stolen from Muratti cigarets in Europe—proved this tech-
nique for personalizing the product. Scotch Tape used
Stop Motion to personalize and demonstrate uses. Pills-
bury used it for exaggeration, with "floating pancakes”
to intensify the copy line that “light, light pancakes are
h Mechanical action, where frame-by-frame demon-

PUPPETS: In this category fall the best and the worst

or commerc !lS. Unlt:SS itisa " J‘Wdy DOOdy“ or .:L‘“‘
or —4 ace
tt the
duct thin he Pa

£ . |
hese 3 v§ h boc < In <ive

{0TO ANIMATION
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cartoon, at a fraction of the cost of
full animation, is a good "'opener.”” Trademark characters
can "come to life’" in cartoon with greatest fluidity.
Again, in the case of S.0.S., the "Magic Bunny" which
started as a TV commercial device in 1952 will be featured
on the package itself. The product, be it can or car, can
be "personalized” in cartoon. Exaggeration and fantasy
are a cinch with this technique. Finally, nothing surpasses
-artoon for jingles; it makes them tops for long life.

uct, Dialogue live action is best only when a "personal-
ity" is involved, when an actor has a testimonial type of
comment, or where a key copy line is involved. Personal-
ities of the caliber of Arthur Godfrey, Art Linkletter,
Betty Furness, and Kate Smith obviously require sync
sound, but the common run of announcers are a detriment
to the commercial and should be used strictly off-screen,
lieard but never seen. New York is gradually crawling
out of its radio diapers and deftly learning this lesson.

stration of a product is useful, also finds an advantage in
top Motion. Balancing the attention-getting and long-
lasting appeal of Stop Motion is its high cost, made nec-
essary by the time-consuming effort which goes into pro-
ducing each frame. Lucky Strike has been able to adapt
the Stop Motion technique first used for its commercials
into a striking introduction for its TV "Hit Parade,”
suggesting the possibility that Stop Motion footage made
for film commercials can later be used to good advantage.

action positions, are shot by a Stop Motion technique,
becoming virtually a third-dimensional cartoon. Peter
Paul Candy has proved their merit for singing jingles,
and Heinz currently is using this technique to bring to
lite the "Aristocrat Tomato' trademark character. In the
Pal technique, the "dolls" are expensive, but this is
readily amortized over a series, bringing the cost far
under cartoon. The Heinz series, for instance, was de-

livered for less than $1,500 each, commissionable.
demonstrate the hability of the pants as they animate
ar rch Appliances utilized

I products coming into a
d d red les. Photo An

| f products
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of variety. To get commercials with full impact at low cost, Five Star
believes two or more of the basic film technigues (cartoon, live action,
stop motion, etc.) should be blended in a single commercial. The chart

AVERAGE COST |

(Per Second)

ill Animation ~ $60
‘mited Action $30
srow Cartoon” $15

somic Strip’’

A A,
lurrative or

$8

OO

(S

It is the contention of Five Star Productions, a leading Holly-
wood producer of film commercials, (Coca-Cola, Ford, Sun-

kist, Philco dealers) that TV selling has suffered from a lack

EXPECTED LIFE
(Per Market)

| BEST POSITION |,
| (In “Blended Spot”) |

20 or more times | Opening
10 or more times | Center
5 or more times | Opening

2 or more times

B A

Not Recommended

M

. 40 10 or more times | Center

tf-Screen Voice $

.Lund . $50 2 or more times | Key Line,

e 1 .

dialogue Climax, or

Testimonial Only

e R i
$30 8 or more times | Center

et B e B g i
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‘hnique $40 15 or more times | Opening

iing
ind
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$ 6
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2 or more times
4 or more times

5 or more times
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Center
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rt prepared by Harry Wayne McMahan, “Five Star Productions,” Hollywood, for SPONSOR.

U

and commentary on these pages are Five Star’s contribution to the art
of blending film techniques. Note the column headed “Best Position.”
It is the key to proper blending because it tells where in the commercial
each technique can best be used. spoNsowr presents Five Star’s formula
in compact form here so that it can be posted for ready reference.

BEST ADVANTAGE
USES OF TECHN

CARTOON:

To Gain Interest

For Trademark Character
Personalizing Product
Exaggeration, Fantasy
Singing Jingles

(I

LIVE ACTION: (Narra

Demonstration
Exposition
Human Interest
Appetite Appeal

(Sound)
“Personality” Commercials
Testimonials
Key Copy Line
A

STOP MOTION:

Demonstration
Exaggeration
Mechanical Action
Personalizing Product

(I

TN

PUPPETS:
Trademark Characters

Singing Jingles

PHOTO ANIMATION:

Special Announcements
Retouching Products
Demonstrating Intangibles
Signatures

S A
1QUE

tive)

|||||||||||||||




Harry Wayne McMahan, executive
producer of Five Star Productions,
Hollywood, is responsible for chart
and information shown on these pages

CARTOON: As the chart (right) indicates, cartoon
breaks down into four subdivisions, ranging from costly
full animation to inexpensive (and ineffective] '‘comic
strip” techniques. Top advantage of cartoon is to gain
interest, so in a commercial where techniques are com-
bined, cartoon is best to open the spot. S.0.S. Scouring
Pads, on “Show of Shows.” have proved this with the
'Magic Bunny' series which open with cartoon, then go
to live action to demonstrate the product. Where budgets

LIVE ACTION: There are two types of live action: nar-
rative (off-screen voice) and dialogue (sync sound). New
York TV has used far too much talk-talk-talk by actor and
announcers, both live and film, to get the greatest good
from its commercials. (Editor’s note: in Harry McMahan's
opinion.) Live action, narrative style, is mandatory Jor
demonstration of the product, for setting the exposition
into a “selling' situation, for anything requiring human-
irterest factors, and for appetite appeal in a food prod-

STOP MOTION: Photographed in intricate frame-by-
frame movements {24 per second} Stop Motion has won-
dicus uses. Lucky Strike's marching cigarets—an idea
iolen from Muratti cigarets in Europe—proved this tech-
iqgue for personalizing the product. Scotch Tape used
Stop Motion to personalize and demonstrate uses. Pills-
bury used it for exaggeration, with "floating pancakes"
to intensify the copy line that "light, light pancakes are
herel” Mechanical action, where frame-by-frame demon-

*

PUPPETS: In this category fall the best and the worst
of commercials. Unless it is a "Howdy Doody" or "Kukla,
ran, & Ollie""—where “personality’ is the dominant fac-
tor—string marionettes and hand puppets are a disgrace
the industry. They detract from rather than add to the
duct values. Quite another thing are the George Pal
type of puppets, first introduced in commercials in Hol-
land long before he came here to do '‘Puppetoons.”
a succession of heads and bodies in progressive

PHOTO ANIMATION: Here is tho low-cost technique
at can "balance the budget" on any film announcement.

ng the principles of cartoon animation and stop
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n be show the
duc " of phot

3 ct ation. Dickies

YY Ork {¢] ) i jue to how

) ag ckgr d, a

mix them per

How to blend hlm-commerci

Take two or more of the five film-commig

BIRD'S-EYE VIEW OF MAJOR FILM TECHNIQUES

are limited, ""grow' cartoon, at a fraction of the cost of
full animation, is a good "opener.” Trademark characters
can "come to life" in cartoon with greatest fluidity.
Again, in the case of S.0.S., the "Magic Bunny" which
started as a TV commercial device in 1952 will be featured
on the package itself. The product, be it can or car, can
be 'personalized” in cartoon. Exaggeration and fantasy
are a cinch with this technique. Finally, nothing surpasses
cartoon for jingles; it makes them tops for long life.

uct. Dialogue live action is best only when a ''personal-
ity is involved, when an actor has a testimonial type of
comment, or where a key copy line is involved. Personal-
ities of the caliber of Arthur Godfrey, Art Linkletter,
Betty Furness, and Kate Smith obviously require sync
sound, but the common run of announcers are a detriment
to the commercial and should be used strictly off-screen,
heard but never seen. New York is gradually crawling
out of its radio diapers and deftly learning this lesson.

stration of a product is useful, also finds an advantage in

top Motion. Balancing the attention-getting and long-
lasting appeal of Stop Motion is its high cost, made nec-
essary by the time-consuming effort which goes into pro-
ducing each frame, Lucky Strike has been able to adapt
the Stop Motion technique first used for its commercials
into a striking introduction for its TV "Hit Parade,”
suggesting the possibility that Stop Motion footage made
for film commercials can later be used to good advantage.

action positions, are shot by a Stop Motion technique,
becoming virtually a third-dimensional cartoon. Peter
Paul Candy has proved their merit for singing jingles,
and Heinz currently is using this technique to bring to
life the "Aristocrat Tomato" trademark character. In the
Pal technique, the "dolls' are expensive, but this is
readily amortized over a series, bringing the cost far
under cartoon. The Heinz series, for instance, was de-
livered for less than $1,500 each, commissionable.

demonstrate the washability of the pants as they animate
n and out of a tub. Knapp-Monarch Appliances utilized
this method to show various raw products coming into a
mixer and dissolving out as finished articles. Photo Ani-
mation is also useful in showing a "catalog" of products,
for inexpensive special announcements, and for signatures
on any announcement. At lcast three producers now are
actively exploring further possibilities of this low-budget,
rewarding and what promises to be well used technigue.

Harry McMahan’s formula.

You’ll save e

TECHNIQL

4 CARTOO!

LIVE
¢ ACTION

4 STOP
MOTIOl

4 PUPPEF

y PHOTL
'ANIMAT]!




wood producer of film commercials, (Coca-Cola, Ford, Sun-

T It is the contention of Five Star Productions, a leading Holly-

kist, Philco dealers) that TV selling has suffered from a lack

@
‘ W, : ] of variety. To get commercials with full impact at low cost, Five Star
l believes two or more of the basic film techniques (cartoon, live action
Ly ; W ‘ stop motion. etc.) should be blended in a single commercial. The chart

and commentary on these pages are Five Star’s contribution to the art

ianes hbelow: of blending film techniques. Note the column headed “Best Position.”
e ? It is the key to proper blending because it tells where in the commercial

ief and money each technique can best be used. sponsok presents Five Star’s formula
' in compact form here so that it can be posted for ready reference.

CHNIQUE | AVERAGE COST | EXPECTED LIFE | BEST POSITION | BEST ADVANTAGES Af

-DIVISIONS : (Per Second) (Per Market) | (In “Blended Spot”) | USES OF TECHNIQUI
CARTOON:

Il Animation $60 20 or more times | Opening To Gain Interest

nited m;_ $30 | 10 or more times | Center For Tra(?érnark Character

row Cartoon” §15 | __5 or more times Opening :efmnahzfng Product

omic Stl'iP"” ; $ 8 2 or more times | Not Recommended xaggeration, Fantasy

Singing Jingles

i Al i I Ry ,
) LIVE ACTION: (Narrative)
$40 10 or more times | Center Demonstration

Exposition
-1 Human Interest
Appetite Appeal

grruﬁve or

F-Screen Yoice

ind or $50 " 2 or more times | Key Line, (Sound)
ialogue” , Climax, or “Per:sonaloity" Commercials
Testimonials
Testimonial Only Key Copy Line
S g T I ' 1l

STOP MOTION:

Demonstration

$30 8 or more times | Center Exaggeration
Mechanical Action
Personalizing Product

S B I % B B e 1 R I
PUPPETS:
Trademark Characters
me-by-Frame . . S
‘nique $40 15 or more times | Opening | Singing Jingles
ng $ 6 2 or more times | Not Recommended
nd T $ 6 | 4 or more times | Not Recommended
U 0 2 ‘
PHOTO ANIMATION:
. C Special Announcements
$15 5 or more times enter Retouching Products
End Signatures Demonstrating Intangibles
Signatures

t prepared by Harry Wayne McMahan, “Five Star Productions,” Hollywood, for SPONSOR.




rCIals...

by BOB N'OREMAN

Looking back as little as 12 months
ago. it is most apparent that something
dramatic has happened to the quality
of film-made-for-television. The meta-
morphosis was a gradual one, to be
sure, and has not vet heen completely
effected in all instances, of course. But
generally speaking, TV films today look
fine on TV. And this, brethren, was
not the usual run of events as many in-
dividuals and many thousands of feet
of film can te«tify.

[ can remember the horror of facing
the fact that the first seven Groucho
Marx <hows were “in the can” when
we discovered the program didn’t come
over very clearly. lfaces, even in me-
dium long shots, dissolved into the
background and on close-ups  great

review

SPONSOFR

Reynolds Metals Company
Buchanan & Company, N. Y.

““Kate Smith Evening Hour,”
NBC-TVY

On a recent Aate Smith Fvening Hour |
to one of the most tedious com-
I’acked into two

wis treate
epies ever filmed.
nunutes (that ~cemed more like two hours)
greatest  cobination  of puffery,
manifacturers” bellyache, and  cheer trivia
that it's been my pleasure to witness,
Thi~ «pot {inserted abruptly in the show
a ~end-off by Kate as

without <o much a
<he gracefully did for Bab-0, for example)
night well «erve as a case in point of what
not to do. Starting with a lengthy look at
the Rey
Kuight in-armor a<tride a hor-e¢ (a modern eon-

lds trade-mark which consists of a

tyethy it then went into an awkward
olve then into a real knight

real horse. Hm!  From
this clever toneh we galloped across the fact

m redl armor on

teynold<” competition has kept alomi-
n prices down, fnlly illnstrated with ani.
mated graph plus pictures of the factory,
ik eats of airplances, arain<, foil-wrap,

1 3] SO
hinle jonrney through Rey
n vou guessed it the guy on
orse again, franvug as< dull a picee of
n ~ince | oreecived the -
Caorporation’s annnal report

42

white flares often appeared where we
had expected to see interesting visages.

The next several weeks resulted in
frantic experimentation with backdrops
of all kinds and colors, while lighting
of every conceivable variety was tried
so that this one rather statie program
could become as clear as live television
and impossible to differentiate from
same. This hit-and-miss method was
necessary, mind you, despite the inten-
sive minixtrations of experts from net-
work. Hollywood. and agency alike.

I know that others by the score faced
this same dilemma whether they were
filniing a 20-second chainbreak or a
half-hour drama. Film, in plain lan-
gnage. was coming out poorly and

(Please turn to page 70)

to its stockholders. (Yon know—that Rey-
nolds aluminnm foil for wrapping looked in-
teresting  wish they'd let Kate talk about it

some night  and show what it docs!)

TV By

SPONSOR.
AGENCY:

Gillette Satety Razor Co.
Maxon, Inc., New York
RAM: Announcements

The most vecent Gillette film I've seen is
au animated epie that gives me pause to won-
The told  (or properly.
drawn) is of a gent who drops his razor 1o

der, story more
the bathroom floor. even as von or 1. The
resulting damage to the gadget gives canse
to a lengthy discussion, all animated. mind
yon, regarding the precision involved in the
waking of both razor and blade and how
you'd better get a new one if von've dropped
yours,

To we (a gent who recently switehed 1o a
Gillette ruzor as reported a few issues hack)
this is throwing deubt on the durability of
the implement and makes me think of the
problems inlierent in it <omething 17 rath-
or not know about. 'm «nre thix negative
approach was not taken lightly; in fact, 171
wager a bit of bullion that it came from a
survey which <howed that great wany Gil-
lette razors in use were not giving the best

<ervice. I'rom this came the conclusion that

there’'s real potential switching users who
own damaged Gillettes to new ones.

The animation is good except for the lip
sync and perhaps the fact that a story
such as Gillette is attempting
might be better told realistically.

review

SPONSOR
GENCY:

to convey

Kaiser-Frazer Corp.

William H. Weintraub,
Dearborn, Mich.

PROGRAM: One-minute anncmts.

I doubt whether I've ever seen a more
adroit combination of animation and live
action shooting. This trim little automobile
(thc Henry J) is made to look just as smart
and roomy on thc road as it is in the careful-
ly and realistically drawn sequeaces. By in-
terlacing live sequences with animated, a
wonderful feeling of pace and interest is
maintained throughout the announcement.

We see the car rolling in against a West-
ern (drawn) background, while animated
figures leer out of it and tell of its virtues,
sometimes in song, sometimes in spoken copy,
but there is always enough real-car-on-road
to keep us ever mindful of the fact that we

_are talking about a real automobile with all

the solid features that go to make for good
motoring.

Car copy is hard to do well—aund very hard
to make stand out. Both have been achieved
for the Henry J. The commercial was pro-
duced by John Sutherland. Inc.

TV

review

SPONSOR.
AGENCY:

Clorox Chemical Company

Honig-Cooper Company,
San Francisco

PROGRAM: ““Jessie DeBoth’'s TY Note-
book,”” WIZ-TV

Jessie’s T1 Notebook, which iakes its name
from this very savvy lady’s syndicated cook-
ing column in newspapers, came forth with
a live commercial the other day that not only
wowed yours truly but (morc important!)
also floored the six damscls that were view-
ing it with me. To prove
tually does its job, Jessic
prune juice, orange juice,

that Clorox ac-
smeared coffee,
and blackberry
jam on a white linen napkin right in front

of the camera.

The horvified comments of the gals who
were watching alongside of me attested to
the daring of this feat. Jessie then dunked
the messy cloth into a bowl of Clorox and
went on with her cooking. Shortly afler, she
returned to the bowl, took out the napkin,
and by Gawdge. it was as spotless as the
space-ads say it'll be. All of which goes to
prove that TV, utilized as Miss DeBoth did
it simply, dramatically, and convincingly—

demonstrates with action and sells by dem-
onstration,

SPONSOR




Of all of Mr. Webster’s definitions of equipment, we

like the following:
e-quip'ment: the mental or temperamental

traits and resources which

equip a person.
Certainly we have the physical equipment for making
fine television commercials in our studios {(and we’ll
have an interesting story to tell about some of this
later) but the physical equipment represents only the
tools of the trade.

We sell personnel. We sell experienced personnel.
We sell advertising personnel.

From the creative beginning through complete pro-
duction, our key people are specralists in visual sell-
ing. That's why Sarra television commercials are eye
and pocketbook openers!

Sarra— Ik

NEW YORK—200 E. 56th Street |
CHICAGO —16 E. Ontario Street L

Specialists in Visual Selling

PHOTOGRAPHIC [LLUSTRATIONS « MOTION PICTURES « SOUND SLIDE FILMS - TELEVISION COMMERCIALS




TELEVISION
NETWORK




When this symbol shines out from a
television screen, it identifies, for viewers
and advertisers alike, the network where
they’re most likely to find what they’re

looking for:

...where 6 of television’s 10 most popular

shows™* are broadcast

...where average ratings are higher than

on any other network*

...where television’s solid-success package
programs come from...shows like Mama,
Toast of the Town, Studio One, Suspense,

Burns & Allen, Talent Scouts

...where the new hits will keep coming from:
I Love Lucy, Frank Sinatra, Corliss Archer,
See It Now, An Aftair of State, Out There,

My Friend Irma

...where 59 national advertisers...including
15 of America’s 20 biggest...are profitably

doing business today.”™

“This is the CBS Television Network”

*Trendexr TV Program Popularity Report October 1-7
**October 15




NATIONAL MAGAZINE

ICE CREAM (in winter)

SPONSOR: urtis Publisling Co. AGENCY: BBDO
CAPSULE CASE HISTORY The Saturday Evening Post
had a national lead story of particular interest to [amilies
i dSouth Jersev. Curtis’ plan: to quickly bring the arti-
cle to listeners in that area. Three days and five announce-
ments for 70 accomplished this surge: Sales increase
for the entire Philadelphia-South lersey area was 207 :
dealer sales in South Jersey was up 500°¢ and repeat
orders from dealers ranged as high as 1.50070 in in-
creased sales.

WKDN, C . N.J PROGRAV: Announcements

SPONSOR: Ziegenfelder Ice Cream Co. AGENCY': Direct
CAPSULE CASE HISTORY:  Sponsor’s problem: to in-
crease ice crcam sales during the winter months. Ziegen-
Jelder decided the proper approach would be 15 announce-
ments weekly. By the end of February, sales were up
10.L¢ over the same month last year. In March the same
schedule was designed to hold at least 60% of the new
increase. Despite extremely bitter-cold weather the satu-
ration campaign held 71 of the increase realized in

February. Cost: about $112 weekly.

WTRF, Bellaire, O. PROGRADM: Announcements

RADIO
SULTS

B —

.

EASTER HAMS

AGENCY: Gerst, Sylvester &
Walsh

SPONSOR: Olio Provision Co.

CAPSULE CASE HISTORY:  Ohio Provision shared costs
with WIH on an Easter ham campaign involving point-
of-sale hangers, showcase streamners, etc. The Easter ham
message was duplicated on Ohio’s 15-minute morning neuws
show (336 per program). This is Ohio president Alex
McCrae’s report: ham sales up 20 to 25% during the
Easter period: highest Easter sales in the company’s 60-
year history resulting in an unprecedented sell-out.

WJW, Cleveland PROGRAM: News With MacDonald

COMBINATION RANGES

NON-GLARE EYEGLASSES
f

SPONSOR: Kings, Inc. AGENCY: Direct

CAPSULE CASE HISTORY:  f fireaninute weather sum-
mary provides an ideal sales vehicle for Kings because of
the high listener interest in weather reports in this rural
area. Recently, Kings devoted a single five-minute show
to KNalamazoo combination ranges. Quick response sold
four ranges within four hours; two soon after for a com-
bined S1,900 gross. The weather program, only advertis-
I ing medinvm used, costs $1.065 per shouw.

PROGRAM: Weatlier Summary

W HEN, Waterhbury, Vi

SPONSOR: National Optics Co. AGENCY: Huber Hoge

CAPSULE CASE IHSTORY:  National Optics started with
thrce announcements weekly ($90) on the early-morning
Ralph Story Show. The offer: Rayex night driving glasses
at 81.98 each, plus postage. Second week sales totalled
341 orders: the sixth week pulled 459. In National's
seventh week of campaigning the account had run 34 an-
nouncements and received a total of 2.104 orders for a
sales gross amounting to $4,165.92.

KNX. Los Angeles PROGRAM: Ralph Story Show

PLANT NURSERY

TELEVISION SETS

—n—

SPONSOR: Valkey Nureery AGENCY : Direet
O\ 0 CASE HISTORY :

newspapers to radio, but maintained the sane 825 month-

The nursery switched [rom
ly budget. Initial difficulty: nursery is 10 miles out of
foun and most of the one-minute announcement was de-
voted to travelling directions.  Nevertheless, first three

hrought more business than a year of

announcemel
newspaper ads. Third.dey air annouwncement bronght well

over 300 sales, each averaging from 82 1o $15.

KOPP, Ogden, tah PROGRAM: Announcements

h—

SPONSOR: Television Center AGENCY: Clark Associates

CAPSULE CASE HISTORY:  This dealer took on a line
of Philharmonic receivers never previously sold in Grand
Rapids. Fifty announcements in one week were schednled
to introduce the sets. but World Serics commitments inter-
fered. Instead, the announcements were scattered over a
10-day period. Post-campaign tally: the store’s completc
inventory of 22 sets, representing a cash value of $5,000,
were sold. Ad costs: $9 per announcemernt.

WGRD, Grand Rapids, Micl. PROGRAM: Announcements
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"At this ratio, we could carry

”
38 minutes of commercials per hour.
Yes, if radio worked on the same basis as many newspapers,
649, of air time would be commercials!

Maybe that's another reason why people spend 669, more time

! with radio than with newspapers in the WAVE area!

W AVE, however, works on about a 109, ratio, and still

gives you 1000 one-minute, Class-A impressions for only 37¢c!

WAVE

5000 WATTS « nNec + LOUISVYILLE

Facts above are from scientific, authoritative survey
made by Dr. Raymond A. Kemper (head of the
1 Psychological Services Center, Untversity of Louisville)
*‘- in WAVE area, July, 1951. Copy on request.

il
B\ — Free & Peters, Inc., Exclusive National Representatives
>\
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Year” Award!

LATE every autumn, our Board of Directors mecets to adjudge the
past year’s performance of every man in our organization — to decide
who, if anybody, has earned the right to be called The Colonel of the
Year. The resulting award, “for services over and above the call of

duty”, has come to be regarded as the highest honor any of us can
achieve. . . .

Even though this or any other year’s Colonel of the Year may be located
thousands of miles from your city, you may easily have helped elect
him. He may very well have won his award partly on the strength of
some job he did for yox, even though you two may have never met,
never discussed your problems face-to-face, nor given or received any
personal recognition for a job well done.... Because all of us Colonels,
in all seven of our offices, are mutually dependent on each other, and
work as a team on any problem that requires any sort of coopera-
tive effort.

Thus, to you as well as to us, our Colonel of the Year citation is a

significant incident. It is not given as a substitute for spendable rewards,
but we believe that it is as important to our Colonels as are the Profit- |
Share Plan and the cash bonuses that also provide very tangible |
measures of our efforts and achievements, here in this pioneer group
of station representatives.

FREE & j_p)ETE

Proneer Radio and Television Station Re[)resentaf
Sinuce 1932

NEW YORK CHICAGO DETROIT ATLANTA FT. WOR]




To
The Colonet o 1949

Jones Scovern

Lo 100 i gy o A

EAST, SOUTHEASY
Boston-Springfield =~ WBZ-WBZA
Buffalo WGR
Philadelphia Kyw @
Pittsburgh KDKA
Syracuse WFBL

Charleston, S. C. WCSC
Columbia, S. C. WIS
Norfolk WGH
Raleigh-Durham WPTF
Roanoke WDBJ

MIDWEST, SOUTHWEST
Des Moines WHO
Davenport WOC
Duluth-Superior WDSM
Fargo WDAY
Fort Wayne WOWwWO
Kansas City KMBC-KFRM
Louisville WAVE
Minneapolis-St. Paul WTCN
Omaha KFAB
Peoria WMBD
St. Louis KSD

Beaumont KFDM
Corpus Christi KRIS
Ft. Worth-Dallas WBAP
Houston KXYZ
San Antonio KTSA

MOUNTAIN AND WEST
Boise KDSH
Denver KVYOD
Honolulu-Hilo KGMB-KHBC
Portland, Ore. KEX
Seattle KIRO
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The

picked panel
answers

Mr. Gandy

Mr. Gandy, by
his question, in-
dicates  that he
recognizes an op-
lmrlllllil)‘ to build
community rela-
tions with radio
and TV
Franklv that’s re-
freshing. Far too
much emphasis is
on direct sales, as

us e,

Mr. Liebschutz

one turns from station to station. and
in my opinion very real opportunities
are shifled.

I think. a~ far as new car dealers are
concerned. that their opportunity m ra-
dio and TV i< 1o create imterest. he of
help with information and build trost,
Praper usage will bring prospects to
<alesmen. and ..

I think <alesmen do the selling . ..
that’s their jol.

W hen an advertiser helps with in-
formation and huilds trust, he's cer-
tainly hettering his commmnnity rela-
tions and new car dealers are in avery
enviable position to ereate such inter-
o<t

Today amtomobiles are essential in
every sense of the word, We do have
an immediate and very personal inter-
et in the famihv care We'll trmst the
dealer who ln-lps us get the most ont
of omr imvestment more veadily than
that dealer who continually teases with
the opportinnity to rein est,

There are many thing= that new car
dealers can tell ns .. when and what
to do abont preparing for cold weather

50

e Snonsor agks...

How can new car dealers best use radio and TV to
build community relations as well as sell cars and

auiomotive service?

Joseph Gandy

driving, and warm: how to get the
nmost out of our cars . . . out of tires,
and gas. and oil, and plugs, and bat-
teries, ete.; what dealers do about lo-
cal driving and <saflety problems, how
the schiools are helping with driver
training programs, how we can help;
ad infinitum.

I helieve in new car dealer program-
ing that sells the dealer. It can be in-
teresting and informational. Tt will
huild trust, It will better community
relations. 1t will deliver prospects to
salesmen.

Prospects who are not only “in the
market.” but prospects pre-sold on the
most important factor where 1o
buy.

IENRY LiEBscivTz
President
Advertising Inc. of Washington

Washington, D. C.

FFor a practical
answer  to  this
question, the au-

N . tomohile  dealer

’ ) can take a tip
TN E from the great
. gz]S()li“(‘ 1'0“]])“'
nies who are cul-

7y . tivating the same

' people and  do-

Mr. Byerly ing a dramatical-

v successful job
of it primarilh through local sports
and news broadceasts.

Radio gives the mass coverage that
parvallels the family percentage of au-
tomobile ownership. In addition, ra-
dio reaches car-owners when they are
while they are driv-
ing. Sports and newscasts seleet the

most car-minded

male audience the adverticer mainly
wishes to reach.

Partner

Smith & Gandy, Ford Dealers
Seattle, Washington

Building community relations should
be an integral part of all advertising.
By devoting some commercial time pe-

. riodically to plugs for civie and chari-

table causes, any advertiser can inte-
grate himsell in eommunity life, win
influential friends, and also do a lot
of good. The local radio station—
prime-mover in hundreds of commu-
nity campaigns—can be an invaluable
aid in doing this.

Kerrn S. BYErLY

General Sales Manager

WBT, Charlotte, N. C.

We new car
dealers, acting at
the level of our
national associa-
tion, recently
concluded nation-
wide research to
find out specifi-
cally what people
across the coun-
try think of auto-
mobile  dealers.
One very revealing fact brought forth
was that the majority of people trust
“their automobile dealer.”

Well. T know that good busiiess
practices build trust and that most au-
tomobile dealers operate at high ethi-
cal standards, so it must be a matter
of telling people how you operate that
starts the satisfied-customer cycle.

Radio and TV are just about the per-
fect medium for telling people how yvour
selling vourself, in the
same  place that vour manufacturer
sells prodnet.

Mr. Wolfington

operate

New car dealers have much more
than product to sell. They sell service
and maintenance, they assnre essential

SPONSOR

—1




mobility and they are important eco-
nomieally to the community . . | sup-
porting loeal projeets, providing local
employment, paying loeal taxes, and
purchasing locatly.

We new car dealers expect the fac-
tory to do a bang-up joh of selling
produet, but we ourselves niust sell our-
selves. Station salesimen and program
personnel ean help us. They ean help
us integrate our promotions into the
broad related programs of both our
manufacturer and our national asso-
ciation. They ean help us build the
type of programing best suited to our
individual needs, help us sclect the
best time to broadecast and keep us
scheduling programs continually.

I might add that most of us in the
automobile business know less about
promoting ourselves than selling auto-
mobiles. Conversely radio and TV men
may be in the same plight. In that
event, I'm in a position to know that
the National Automobile Dealers As-
sociation in Washington will gladly
provide material to help them help us.

J. Eustace WoLFINGTON
Chairman, Public Rel. Committee
National Automobile Dealers Assn.
Washington, D. C.

People who sell
services need to
inspire confi-
dence. Confi-
dence generates
loyalty. Loyalty
plus good service
keceps people
- coming hack.
4 Razzle - dazzle
Mr. Brent whoop-de-do en-
tertainment may
catch the eye or the ear, but no asso-
ciation-breeding confidence results. In
my experience, most ear dealers lean
toward service features in radio. This
is not partieularly true in TV however
where entertainment — variety shows,
old movies—seem to be most in de-
mand. Citing several radio case his-
tories: Mereury Dealers used WBBM's
Jim Conway Show in the early morn-
ing in Chicago to scll service as well
as new and used cars. So the theme
of their show was—service: time sig-
nals; weather reports; tips on driving.
John Harrington’s 5:15 p.m. news
sponsored by the Ford Dealers of Chi-
cago—at an hour when the Outer
Drive was jammed with homebound
(Please turn to page 82)

19 NOVEMBER 1951

A QUARTER-CENTURY

of FARM BROADCASTING

“Listener loyalty” is the phrase most appli-
cable to Pioneer Station WGY’s 25 years
of farm broadcasting.

During this period of WGY’s 29-year
history, the 603.660 rural radio families,
in addition to the thousands of city-dwellers
who have gardens in the 17th State*,
have relied on WGY’s farin broadcasts for
valuable advice and information.

WGY s writing history every day with its farmn
programming; adding more remote broadeasts to the
600 already conducted; receiving more mail to add
to the staggering 1,000.000 pieces already received;
aud visiting farms and 17th State farmers to gather
material for more transeribed broadeasts.

WGY’s first farm broadcast was “The Farm Paper
of the Air,” whieh has “gone to press” 8000 times
since November, 1926. (This Spring the last

15 minutes of “The Farm Paper of the Air”™ was
opencd commercially). Soon after this inaugural
farm broadcast, “The Farm Forum,” a public serviee
program heard every Friday evening at 8:30 P.M.,
and featuring leaders in agriculture, industry and
government, was started. Both these programs have

sinee become a cornerstone of WGY programming.

*The population of the WGY area exceeds the populu-
tion of 32 stutes.

THE FARM VOICE OF
TNE BREAT BORTNEAST

THANHOLELE
R

‘ o o

Typical of WGY’s listener loyalty is this crowd which watched a Farm
Paper of the Air broadcast from the station’s Farm Broadcasting Exhibit
Booth at one of New York State’s county fairs this summer.

WGY THE CAPITAL OF THE 17th STATE

A GENERAL ELECTRIC STATION —Represented Nationally by NBC Spot Sales

51



PEOPLE sell bett:

R

i
i
1

NBC RADIO, POWERFUL AT BIRTH...

Network radio began 25 years ago this month with
formation of the National Broadcasting Company. In its f
yvears NBC attracted many advertisers because of the nove
and ¢lamor of the new medium, but these advertisers sta;
and inercased their investment in NBC because they disc
ered our simple truism: People sell better than paper.

In the last 25 vears NBC has become the voice of the gre
est names of this industrial era. Names like Cities Service
continuous advertiser for the full 25 years; General Foods ¢
General Mills, NBC clients for 24 consecutive years; Firestc
beginning its 24th consecutive year this month.

We have no finer salestalk than this list of current N




han paper

..1S NOW THE MOST-HEARD VOICE ON EARTH

!Ld\rel'tisel's, all of whom have used the network continuously
‘or 10 years or more:

American Tobacco Co. The Procter and Gamble Co.
The Bell Telephone System The Pure Qil Co.
Zolgate-Palmolive-Peet Co. R. J. Reynolds Tobacco Co.

% I. du Pont de Nemours and Co., Inc. Skelly Oil Co.

{raft Foods Co. Standard Oil of California
.ever Brothers Co. Sterling Drug Inc.

.ewis-Howe Co. Sun Qil Co.

iggett & Myers Tobacco Co., Inc. Whitehall Pharmacal Co.

Miles Laboratories Inc.

Yes, for 25 years people have been selling better than
»aper on NBC.

N BC Radio Nefwork

a service of Rudio Corporation of America




This SPONSOR department features capsuled reports of
broadcast advertising significance culled from all seg-

ments of the industry. Contributions are

welcomed.

SupermarkeCs exerting pitehes build store traffic

Y ou need plenty of know-how to in-
vade the snpermarket field. And to be
able to open 15 new supermarkets in
les< than 135 vears amidst a ho=t of na-
tonal chain store< <hows top savvy.

One man who accomplizhed all this
i< J. \. Albertson. owner-manager of
Albertson’s Food Centers in Washing-
ton. Oregon. and ldaho. 1is foresight
and a few pet ideas, one of them ra-
dio. nurtured this amazing growth.

“We use radio to create exeltement,
enthusiasm for every store event.” «avs
Albertzon. “To create a low-price im-
pression. we use only (wo items in cach
announcement. These are items that
can be vizualized by the listener hke
watermelons, strawberries. pies. cakes,
cte. You can’t picture a can of toma-
toes ax a thrilling bargain but vou can
cet quite excited over a =pectacular v al-
ue in strawheiries and <horteake for
dinner tonight.”

[0°s this that has
proved <o <snecessful. \lbertzon spends

slant on radio
up to 177 of <ales on advertising: ra-
dio. mosthh annonncements, gets at
least 5077 of the advertising budeet.
But all advertising ix earefully inte
erated.

Radio K10,
Boise. might tell abont a Pivate Day
Treasure it for instance. with news-

annonncenicnls on

papers carrving the same storv. ‘The
A\ Pirte
label on any item in the store means
that item s free. s indicative of Al
bert=on’s knack.  So.
too. i~ the mmerease i <tore traffic for

Pirate Dav work< this way.

merchandising

these evenle,

\bertson’s ideas don’t end there,
On the snbject of shopping impulses,
he save: “We recognized long aro thal
honsewives don’t come into grocery
dores with shopping lists as thev did
20 vears ago. The majority of pnr-
chases are mmpulse purchases. Radio
has helped to sbmualate impnlse buving,
We help by making onr commereials

<comnd tempting and then we bukd onr

54

Albertson's 15 supermarkets rely on AM's pull

displavs to look just as appetizing asx
the commercials sounded.”

The personal touch is also important.
To make the atmosphere of an Albert-
son Food Center as friendly as possi-
ble is the job of Alberison’s Go 1isit-
ing on KIDO. A «taff anwouneer calls
on housewives with a tape recorder;
discusses topics of general communmity
I appreciation. the women
participants are offered a ecake baked
i Albertson’s Duteh Girl bakeries.
Then. il <he has an Albertson’s =ales
slip not over a week old, <he’s given a
similar amount in Iree groceries. The
prozram iz aired daily and. like \lbert-
~on'< other ideas. it has paid ofl, * % *

mterest.

Gala prometion marks K'TSL
call letter, location switeh

Bill Fdwards, KNNT, 1. AL

manager. Tonv Moc. sales promotion

general

manager, and their crew heralded the
station’s call letters and transmitter lo-
cation switeh (formerly K'TSL) plus
inproved facilities with this gala pro-
motion which Kicked ofl 28 October:
special salutes to “new” KNNT by CBS
talent on their regnlar programs: 27.-
000 point-of-purchase display  picces
distribnted  through  principal KNN\T
advertisers: trailertype announcements
on ANNT with Alan Young, Burns &
Vlen. Yiros “n Andy and Steve Allen.
\l=0. 300 billboards for the greater Los
\ngeles arca and 1 consecutive davs
of ads inseven Lo \onewspapers. * % %

Radio campaign ups sales
400% for insurance firm

“One of the bright days in my dis-
trict’s history was the day when a
W\ SYR cales representative, Al Gillen,
walked into our Farm Bureau Insur-
ance ofhice and proposed radio as a
means of getling our sales story across
to listeners in the central New York
area.”

The speaker expressing satisfaction
i= Joseph Mulrooney. the farm burcau’s
Syracuse distriet manager. And the
reason for his satisfaction is the in-
roads made by the Farm Bureau Mu-
tual Insurance Company of Columbus,
Oliio, in markets usually dominated by
older. famous-name firms.

In 1948. the Syracuse region started
testing air advertising. A cooperative
advertising campaign in which every
agent participated. Mutual’s test includ-
ed two shows: World Today, an eve-
ning news roundup, four times weekly,
plus an early-morning farm program
featuring Deacon Doubleday.

This first campaign resulted in an
average gain of 4007 in sales between
July 1948 and the present. By 6 Sep-
tember of 1948, there was an over-all
the annual quota of
Further breakdowns show

Inerease  in

101.3%.

Upstate air pitches lielp Syracuse Farm Bureau

these upsurges: life insurance, 1127
aceident and  health,
80.97¢:  workmen’s  compensation,
103.0° ¢+ miscellancous casualty,
JELTC: and property fire. 112.17%.

Now, to maintain their steady sales
erowth. the farm hureau has increased
it radhio advertising.  Announcements
are scheduled on Deacon Doubleday’s
RFD Time (Monday through Satnr-
dayv. 5:00 to 7:00 a.m.), and an early
evening program. Frnie Cuno’s News,
Views and Clues from the World of
Sporis.

Newspaper ads. letlers to agents and
promotional picces all keep the farm
burean’s activities before the

auto, 70.5% :

radio
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public. In addition, campaigning on

other upstate New York stations
(WAGE, Syracuse; WOSC, Fulton;
WMBO, Auburn; WHCU, Ithaca;

WIBX, Utica; WKRT, Cortland, and
WNBF, Binghamton) heightens the air
coverage.

And, despite the fact that Farm Bu-
reau Insurance operatcs in only 12
states and the District of Columbia, it

is gaining on national insurance firms.
* * *

Personal “brands” for Kids
spur TV western’s sales

Two more cowboys have been added
to the ranks of Western heroes galli-
vanting across the nation’s video

screens. Named “The Wrangler” and
“Blackie,” they’re a commercial suc-

cess on Western Roundup, a WBNS-
TV show seen Monday through Friday
fromn 4:30 to 6:00 p.n.

Ainong the recent and current par-
ticipating advertisers attracted to the
stanza are Ward Baking, Chuckles can-
dy, Kayne boys’ wear, Borden’s instant
chocolate, Clark’s Teaberry gum, Sun-
Filled orange juice, Ma Brown pre-
serves, and American Flyer trains.

Western Roundup’s format: Every
day youngsters gather around the
Chuck Wagon of this Columbus, Ohio.
presentation while ““The Wrangler” and
“Blackie” entertain with cowboy rope
tricks, campfire yarns and the show’s
highlight—the drawing of exclusive,
personal “‘brands” for youngsters view-
ing the show.

This approach is pulling in over
1,000 letters weekly from the young-
sters—either those applying for a per-
sonal “brand” or kids who’ve complet-
ed “achievement” cards (good health
habits and conduct) and are now eligi-
ble for a personal “brand.” It’s an
idea that has heightened product rec-
ognition, and increased sales for par-
ticipating firms. R

(Please turn to page 72)
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. . . broke new sub-

October—1951
scriber records at APS. We have been
busy shipping brand new APS libraries

. small ones and large ones . . . to

stations across the nation. In addition
to a flock of new subscribers for those
unprecedented APS Specialized libra-
ries at 1-yr-low-prices, we’ve shipped an
unusually large number of full basic
APS libraries to stations anxious to
have 5-year rate protection. We now
have a backlog, and it’s unlikely that
we can deliver additional libraries be-
fore Jan. 1.

* ¥* #* *

Current issue of APS subscriber
bulletin “The Needle” (this col-
umn’s mama) covers advertising
techniques that work in January.
A relatively few items hit vol-
ume peaks during the first month;
it’s important to be able to spot

them. Sample copy of “The
Needle” on request.

Eight million dollars—almost double
last year’s figure—reported set aside by
Westinghouse for last-quarter promo-
tion and advertising push. See your
local dealer, not only in this line. either.
All appliance lines are planning jumbo
promotions to clear stocks, which are
180% of '47-’49 levels . . . Check your
new car dealers too. They’re facing a
price boost due to new excise taxes.
Ditto lots of retail lines. It's going to
take advertising and plenty of it to
overcome consumer resistance.

NEW AND DIFFERENT: Paste
these facts in your corporate
checkhook and note them in the
margins as you write your 1952
budgets: 1) You no longer have
to spend money for library serv-
ice. 2) If you only need a part
of a library, that's all you have to
pay for. 3) Many stations have
cut library costs as much as $1200
in a single year by switching to
APS. 4) If you write a monthly
rental check bigger than $125,
chances are you are paying more
than necessary. 5) The only li-

\ Associated Program Service 151

Advertisewment

THE NEEDLE!

Vice-Pres. Gen'l Mgr.
W. 46th, N. Y. 19

brary available today that went
forward in 1951 is APS. Let’s go
forward together in ’'52.

* * * *

Are there two meanings to 4 program
rating? Timebuyers’ talk recently has
it that way. Some listeners tune to a
station just for all-day background, for
the feeling that “there’s someone in
the house with me.” This, some say. is
an audience less likely to concentrate
and respond lo advertising messages
than the second type -folks who tune
to a program because they want to hear
it. They’re obviously a responsive audi-
ence. Which kind do you have? How
do you turn “casual” listeners into at-
tentive ones? Is a low-rated service
program with an attentive audience a
better advertising buy than the audi-
ence to a flock of phonograph records?

*

Making your own musical com-
mercials is easy, when you use
APS. Here's why: 1) Our vocal-
ists, without exception, are out-
standing for clarity and diction.
They don’t swallow words. 2)
Many of our releases are selected
with this secondary use in mind.
3) Several APS artists have dis-
tinguished themselves in the com-
mercial field.

How to do it? FEasy. Listen to
a dozen recent selections by the
Satisfiers, Guy Mitchell, Evelyn
Knight—to name just a few. Pick
out the stanzas that make good
lead-ins. You'll find that sone of
them are startling in their appli-
cability to the very advertising
problem you want to solve. Try
cueing a few of these to live tags.
Suddenly you'll realize that you
have the biggest commercial li-
brary in existence—right under
your very nose.

_It's this kind of double value
that makes so many broadcasters
feel that they get more than just
a library when they install APS.
They buy service and help, too—
the kind of thinking that just
isn’t a part of any other service.

To quote: “It’s the first time a
nusic library ever showed us how
to sell a news program. Thanks a
niillion!”

5




the truth
~about radio listening
~In New York. ..

One of the most thrashed-out topics of conversa

these days is the ultimate effect of TV on our living haff
... and, specifically, on radio listening. We should lik §r
toss a small bombshell into this speculation. It cof*
wrapped in figures that bid fair to explode all the the:
on the overpowering effect of television on radio. 1
RADIO SETS-IN-USE ARE NOW 23.1% (Janu:j
September 1951) compared with 21.8% in the last pre 4
vear (January -Decemiber 1918)*—in the nation’s nungl
one market where 60% of all families own TV sets!
INCREASES IN RATINGS AND SHARE R
AUDIENCE are shown by all the independents, on 1

same comparative baziz as aboy e, while all network statifan

show deereases,

BT}

*Source: Pulse of New York
At.llome l,inh’lling ()ul_\
0 a.m. to Midnight, Monday -Su




s BUT STILL MORE INCENDIARY is the hstening
of Blair-represented WNEW. In1918, NEW had an
hge rating of 2.3 and a 9.2% share of the audience. Thus
1951, WNEW’s average quarter-hour rating is 2.5
sshare of the audience 10.9%. WNEW is up in rating,

e and rank compared with the last pre-TV year.

For September alone, WNEW chalked up a 2.7
ige rating, with 12.3% of the audience. This rating

(s WNEW in second position among all New York

NS,

| THE FUSE BURNS CLOSER when you econsider
W’s out-of-home audience—which is merely number
revery day of the week. WNEW averages a fifth of

at-of-home listeners, which i August 1951 included

Nair & Company specializes in radio representation exelnsively. Sinee we are
v removed from any other operation or function, we are able to give the stations
-esent onr full thme and our full efforts . . . as specialists in selling via spol radio,

JOHN BLAIR & company

Representative for 13 years of

three out of every ten people dailv 1n the metropolitan
area . .. an increase of 11% over August 1950 and 30%
over August 1919, This happy situation increases W NIEW’s

audience by 329!

It is obvious, then, that radio listening is here to
stay despite television...and in the case of WNEW
growing, too. We have specifically cited the case of WNEW
which we have represented for 13 years—actually, it 1s
typical of mmany other Blair-represented stations through-
out the United States where smart local progrannning has
more than held the line against TV, If you want to put
some fireworks into your media plans. call your John Blair
man today. He’ll show you exactly which is the most
powerful medium—and the most reasonable medium—

to sell your product im the markets most huportant to you.

New York's Favorite Station for
Musie and News 21 Hours a Day

1130 | ON YOUR DIAL

oo A &



MR. SPONSOR

... MEETS FRIENDS

These are but a few of the many |
hundreds of Central New York
youngsters who turned out to
greet BOB EHLE, the WHEN
“Singing Story Teller” at a re-
cent public appearance. !

The smiling gentleman in the
picture is a satisfied Bob Ehle
Sponsor.

“THE BUNKHOUSE"” is Central
New York's most popular gath-

ering place, every day from 5:00
to 6:00.

Sy WHEN

TO YOUR NEAREST
KATZ AGENCY MAN
AND PUT BOB EHLE
TO WORK FOR YOU!

FHNETS P R e

WHIEN
| TELEVISION,

A SYRACUSE )

Rl o

ey

CBS « ABC « DUMONT

OWNED BY THE
MEREDITH PUBLISHING CO.
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James M. Cecil
President, Cecil & Presbrey

agency profile

1f you'te a subscriber to the “pictures don’t lie”” philosophy, you're
due for a bit of a shock when you meet Jim Cecil. In person, his
warm smile and friendly manner belie the rather auslere countenance
pictured above. He has good reason to smile warmly and frequently;
Cecil & Presbrey. of which he is president. billed over $15,000,000
in advertising last vear, More than 50 of the billings went into
radio and television.

Jim had the good fortune. shortly after graduating from Hampden-
Svdney college, 10 land a reporter’s job on the Richmond Times-
Dispatch under the editorial guidance of Douglas S. Freeman. In
1910. the more lucrative field of publicity beckoned.

Five vears later. Jim and his brother. John, formed the Cecil Ad-
vertising Ageney in Richmond.  As the agency grew. offices were
opened in Baltimore and New York. Accounts such as Maxwell
House coffee and Planters peanuts kept the growing agency hopping.
The taii began to wag the dog and Jim found it necessary to take
over the New York office.

Paul Warwick and Henry legler joined the ageney in 1928. 1In
1039 Jim bought out his partuers and merged with Charles Presbrey.

Although the ageney boasts a large complement of “old-timers,”
vouthful ideas are plentiful. The airwaves have heen used heavily
to sell a staggering amount of merehandise for Block Drug (Amme-i-
dent). Bymart (Tintair). Lever Brothers (Rayve Home Permanent),
Philip Morris eigarettes (daytime radio shows), and Union Pharma-
ceutical (Inhiston’, among others. Their handling of The Cunard
Steani-Ship Company and LLB.M. accounts have not only added sub-
stantially 1o the ageney’s billings. but have won Cecil & Preshrey a
fine package of prestige.

When asked about the recent merger of the agency’s radio and
TV departments, Jim Ceeil explained. “1t's a perfectly logical move.
Radio know-how 1s a good starter in the TV ficld. Besides, the men
in the radio department wanted 1o get into the new medium. Maybe
they [elt slightly insceure: at any rate, we're consolidating the oper-
ations 1o permit a greater degree of interchangeability and 1o form
a wider pool of versitile men to service our accounts,

“The evidenee is overshelming.” Jim says. “that a good TV pro-
eram has tremendous impact. Nevertheless, TV doesn’t yet give the
necessary coverage and must be zapplemented with radio.”

And speaking of wide coverage, Jin’s four children range from
six months to 35 vears of age. The eldest son, named after his father,
i~ in the Merchandising-Rescareh department of Cecil & Presbrey, **%
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Thousands of brand new eyes

can see your product on WSB-TV

This report is directed to time buyers and others responsible

for producing sales. A vast and entirely new audience in the

South has been opened up by WSB-TV. On Scptember 30 WSB-TV
began telecasting over Channel 2 with 50 kw. radiated power
from the 1062-foot tower. Response was immediate—and terrific.
From the Carolinas, Alabama, Florida, Tennessce and deep
South Georgia excited reception rcports are being verified.
Distributors are shipping thousands of sets. Sincc all characteristics
of these powerful facilities arc not yet known we tcmper our
enthusiasm. Suffice to say at this time—WSB-TV today offers you
the biggest dollar’s worth in Southcrn television history.
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Affiliated with The Atlanta
Journal-Constitution. Rep-
resented by Edw. Petry Co.

ATLANTA, GEORG1A
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PUBLIC UTILITIES

(Continued from page 33)

public-refations outlet for private pow-
er firm<. The Niagara lludson Power
Company of Buffalo. for one. had <pon-
sored a weekly hal-hour “prestige”
in the last from 1930 to 1931.

But. it was not until the formation
of the Electric Companies Advertis-
ing Program in 1939 that private pow-
er compaties began to tell their story
nationally. Local power firms. most of
whom had little knowledge of how to
uze broadcast advertising. then had

something upon which to model similar
local air efforts.

“When the ECAP was founded.” an
official of N. W. Aver, ad counsel for
the group. recalled for spoNsok, “we
definitelv had network broadecasting on
the agenda. We only waited until we
liad the moncy, meanwhile using zpace
in magazincs nationally and helping
onr members with advice on local ra-
dio campaigns.”

When the time came for ECAP to
use radio, it started off with a “prex-
tige” vehicle. This can be attributed

LETS THLK TURKEY...

—ahout WIBW and the KANSAS FARM MARKET

@® 1—The American Farmer is today’s best sales prospect.

@® 2—His income is alrecady 17 % above last year.*

® 3—The Kansas farmer’s living standards are far above the national average; his

nceds and expenditures greater.

@® 4—He lives in an area with only 4.4 TV ownership**

@® 5—His listening habits cre fixed.

and is dependent on radio.

Every year since 1937, he has told independent

interviewers that the station he prefers abave all others is WIBW.**

@® 6—That's why WIBW is the greatest single mass-selling medium in Kansas. Let

us “‘talk turkey’’ about your products to Amecrica’s top prospects.

REAL RESULTS.

USDA-——-Scpt. 'S

Kansas Ralio Audicnce

Studics 1937 to 1951

W1

Serving and Selling

"THE MAGIC CIRCLE"
Rep.: Capper Publications, Inc. - BEN LUDY, Gen. Mgr.« WIBW « KCKN
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_____

TOPEKA
KANSAS |

You'll get

to the fact that most of its nnpaid man-
agement committee had had little expe-
rience with broadcast advertising.

ECAP’s first effort took the form of
a critically-acclaimed news show. Re-
port to the Nation, on CBS in 1943. It
began in July of that year, running un-
til July of the following vear in the
Tuesday 9:30 to 10:00 p.m, slot. The
annnal costs of the show were about
2350.000 for time and about $100.000
for talent.

At that time, a nationwide survev
made for ECAP by the Opinion Re-
scarch Corporation showed that 577%
of the public were in favor of govern-
ment operation of their local power
company. Only 417 of the public fa-
vored private enterprise, and the resl
had no definite opinion.

This was what ECAP had to fight
against, as well as press and public
criticism that rates were too high. that
clectric companies made too much
profit. The majority of the public also
felt that electric companie~ did little in
the wav of participating in conmmmunity
aflairs,

With the aid of N. W. Ayer. which
has had plenty of public utility PR
training through handling the Bell Tel-
ephone account. there began an eight-
year period during which hoth ECAP
and the public learned a lot.

In 1944, N. W. Ayer began to prove
to ECAP that the proper ad approach
in radio was not necessarily one that
had solely a “prestige” angle and plen-
ty of red earpeting. KCAP members
O.K’d a switch in programs to the

| 3 . . .
more-expensive Electric Hour with Nel-

son Eddy, which, if still on the prestige

side, was more to the public’s taste.

From an efficiency standpoint. Aver
showed ECAP firms that the program’s
5.9 Hooper 1944 average proved it to
be reaching an average weekly audi-
ence of 1,953,000 radio homes. Week-
Iv time and talent cost was about 817.-
010. That meant that the cost-per-thou-
sand in listeners was $3.07. considera-
blyv better than the 1913 costs.

Since 1944, ECAP has gone shop-
ping for programs. more and morc.
on a strictly commereial basis. Agen-
ey and client group periodically exam-
e cost-per-thousand and ratings, in
order to reach as many people as possi-
ble via their air budgel: and thev

make public-opinion stndies to check

the results.
From Report to the Nation (1913)
and Nelson Eddy (1941746 . the 52.
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; ! £ \
\§ ”Electrone*"’\‘ \%
1 Tube for 1 _% |
f ‘full-focus” pictures | o 9
E e 1@ iN-oNE 1ssuE oF Collier’s
/& ONLY ZENITH  / N“

HAS THIS!

(@g« YL < The largest national ad

S8 C 2 L

, ¥ / obra-Matic % e _ o o
. fadl) Record Player plays |~ 1M TV-Radio history ...
Y, . A all record sizes...all appearing November 28
(i 3 speeds,]10to 85RPM

“Fringe Lock™ § ONLY ZENITH

Control Circuit / . ge
for World’s'ﬁn:est %) HAS THISE us page after colorful page in Life,
Ll ,fﬁ. Look, Time, Saturday Evening Post,

«..ONLY ZENITH Ladies’ Home Journal and others!
HAS THIS! .

XN, ¢
Miracle Turret Tuner,
Custom Tuning, Dust-
Proof Picture Screen,

Provision for UHF—
ONLY ZENITH HAS

_It's Zenith's history-making CHRISTMAS SALES DRIVE . . .
and here's YOUR share! Giant 46-PIECE CHRISTMAS WIN-
DOW . . . Zenith's biggest ever; Colorful SANTA CLAUS
TOY GIVE-AWAY . . . the smartest traffic-builder of all
time. 8-PAGE CHRISTMAS GIFT CATALOG in color for you
to mail. Plus Counter Pieces, FREE LOCAL ADVERTISING of
your store, tie-in ads for YOU to run. And every phase is
Sell Zenith " perfectly timed to produce TEN TIMES the impact of ordi-

Fegfures_fhe nary Christmas campaigns. It's your promise of HISTORY-

stro n‘gesi sales MAKING Christmas sales. Sign yp with your Zenith Man now!

story in Radio
and TV! .

«uong osTancee RADIO
and TELEVISION
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So dori't make a move until you investigate our coverage, Yes,
KSL-TV's coverage area is truly the pocketbook of the booming:
Salt Lake City macket. 56 pet cent of all Utah retail sales are:
made in this area with 46 per cent of them in metropolitan Salt

Lake City alone?

To get your share of these sales. .. use K s l-Tv

SALY LAKE CITY, UTAH © REPRESENTED BY FELEVISION SPOT SAIES © CBS o ABC & DUMONT

week air campaigns of ECAP on CBS
radio have progressed toward greater
popularity. Later programs have in-
claded: The Hour of Charm (1940),
Woody Herman (1947). Frankie Carle
(19481 Electric Theatre with Helen
lHayes (1918-49) on up to Corliss
Archer from the end of 1949 to the
present. It's a long wayv from the pres-
tige-type news show of 1943 to the
present bouney, situation-comedy an-
tics of Corliss Archer. a kind of fe-
male Henry Aldrich.

In terms of pure advertising efficien-

ev. Corliss Archer for ECAP has

~proved to be a sound buy. As contrast-

ed to Nelson Eddy. Corliss has gathered
an average weekly audience of radio
homes that is more than twice as large
—as much as 4.518,000 homes. Aver-
age Nielsen ratings for 1951 have been
slightly more than 10.0. The show costs
not much more than the 1944 musical
show. has a time-and-talent charge to
ECAP of about $18.700 each week
(about 667 of the over-all budget).
This means a cost-per-thousand-listen-
ers of about $1.60.

Now. what about results from this
increased efliciency ?

Judge for vourself from the latest
continuing study of nationwide reac-
tion made by the Opinion Research
Corporation, and contrast it with the
1913 figures. The 1951 ORC study in-
dicates that sentiment for government
ownership of electric companies is de-
clining steadily. The figures show that
only 379 of the public favors some
kind of government ownership of utili-
ties. while 5377 favor private business.

ECAP can't take all the credit for
changing the 1943 picture. of course.
However. the persistent, year-ronnd
plugging of the group and the N. W.
Aver agency can take a low bow. Typi-
cal of the comments from member com-
panies themselves is the statement made
rccently by Henry B. Sargent. president
of the Central Arizona Light & Power
Company. Said he: 1 feel that ECAP
ts due a considerable part of the credit
for the cxcellent attitude toward pn-
vale power in our service area.”

ECAP achieves its results on the air
with simple. logical messages repeated
over and over again. These messages
are a tcamwork effort. ECAI s “copy
eroup” —ad managers of participaling
‘ompanies——lend their combined brains
and ideas to the national PR commer-

ials in the Corliss Archer radio net-
work serie<. and to a magazine ad se-
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PROMOTION
WROW's promotion story
could not possibly be told

MORE AUDIENCE LOWER COST

WROW beats Station X WROW has a lower cost
(the only other Network per 1000 families than

affiliate in Albany) by 640 any other station in Al-
families according to

BMB.

in this small space!
bany.
For the complete story,

" WROW shows a BMB of WROW has lower rates
10% or better in 14 coun- than any other Network |

ties . . . 2 more than | affiliate in the Capital
Station X. District.

contact:

The Bolling Company

59C)m”mnmﬂ
5,000 s

exclnsive

MUTUAL

i ontlet for the

Capital  District




rie<. This results in commercials like
the one following which was heard on
the 7 October show:

MUSIC: “Rockabyve Baby™ or similar

WOVAN: qgentlyr  “With  folded
lands .., while evelids <ink . .. just
for a moment of Stalin think , ..

INNCR: Yes .
in the Soviet Zone of Germany are
uzing that lullaby these days—under

from their

sars! Now. there’s a pretty terrify-

stale-run nurseries

orders Soviet commis-

ing example of how an all-powerful
covermment comtrol: the lives of its

L

people from the cradle on! Per-
haps you're thinking: “It can never
happen here.” Well, it won’t happen
here . as long as you recognize
the signs of danger.

For example—everybody wants
the governmnent to have certain con-
trols and powers—especially n times
of emergency. Were even willing to
give up some of our rights and free-
doms temporarily in order to go all-
out for national defense. But, some
people would take advantage of the
entergency.  They would have the

govel‘nment tﬁk(’, over 1more and
LA :
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You can’t cover Indiana’s #2

market from another state.

Our rates are local and include
complete merchandising distri-

bution and promotion assistance,

We serve 400,000 loyal listen-
ers in Negro, rural, industrial,

and four nationality groups.

Only the Gary Sales Plan sells

Indiana’s second market.

Call us without obligation,

Tha O, Coe.
Gen. Mgr,—WWCA

Gary Indiana’s
No. 2 Market
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Chicago’s
Radio
Monster

more of the nation’s basic services
and industries—for keeps! The rail-
roads. for example—the doctors. the
business-managed electric light and
power companies! That would be a
dangerous step toward socialism.
Whenever government. moving step
by step. takes over enough services
or industries. you have socialism au-
tomatically.

We of the business-managed, tax-
paying electric light and power com-
panies believe that most Americans
recognize the danger. Most Ameri-
cans know that government owner-
ship of business and industry can
lead straight to socialism . , . and
thev know that under socialism, the
government finally takes over everv-
thing. including people’s freedom!
These national commercials are sup-

plemented by local cut-in announce-
ments in 90 markets.

* v * * * * * *

e¢The presentation of information eon-
cerning atomie energy is one of the most
important ehallenges eonfronting Amer-
ican broadeasters today. No one has a
greater opportnnity to perform that
publie serviee than the radio news edi-
tor,**
WAYNE COY
Chairman. FCC

X X 3 X X X X

By scientifically measuring the pub-
lic’s attitude toward their business,
ECAP has gathered vital data about
the direction their radio commercials
and magazine ads should take. In oth-
er words, whenever KCAP finds a new
question of public opinion regarding a
particular phase of private utilities, the
answer is given quickly in the form
of public-relations advertising.

If left alone. these “areas of misin-
formation™ could snowball iunto a siza-
ble public sentiment against private
ownership of power companies. liven-
tually, this could lead to discriminatory
legislation and further harassment of
private power firms by public power
agencies.  But the year-round radio
campaign, back-stopped by periodic
space campaigns in general and farm
nragazines to explain in more detail the
ideas eonveyed on the air, continually
enhances the industry’s over-all publie
relations.

The Electric Compauies Advertising
Program, then, is virtually a model of
how to run a successful, hard-hitting
advertising campaign that is designed
primarily to do an institutional. publie-
refations job for a group of local firms.

SPONSOR



per-thousand

in the fabvulous Houston market

m Network station B’s cost-per-thousand
is 52% HIGHER than KPRC*

m Network station C’s cost-per-thousand
is 142% HIGHER than KPRC*

If you want to present your sales story to a constantly increasing
Gulf Coast audience, and make it a buying audience,
ask your Petry man . . . or call us.

* Percentages based on BMB, February-May
Haoper Repart, and 260 time Daytime

Quarter Havur Rate.

NBC and TQN on the Gulf Coast
JACK HARRIS, General Manager

Represented Nationally by
EDWARD PETRY & CO. Hu US Tﬂ N
. -

A-6-51
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EDWARD PETRY & CO.

WITH THE

LONG
RIGHT

ARM . ..

Onee upon o time there
wos a ftime buyer wha
wonled to reoch inte o
multkmillion deollar market
and cosh In on daytime
spet  porticipotion shoews.
Ha found thot when he
uind KOTY's ofterncon
thows, Lookin® o Cackln’,
and Molines Showeaw,. s -
saes :a=hizs orm grew
longer ond he recched [nfe
83,000 TV homes with no
campatition from othar TV
siotion. Thet's nat all, his
arm reoched Intc the best
doytime shows from four
networks, NBC, ABC, CBS,

-and DUMONT. Yes. this

Time Buysr ls proud of his

fong right arm.

Chasnd 6

FIRST
IN
TULSA

CAMERON TELEVISION, INC.

302 $ewth Frankler
Tulss 2, Ohlshoma

1ts methods are already bringing fa-
vorable intramural reaction from such
large industry groups as: the Ameri-
can lron & Steel Institute. the Associa-
tion of American Railroads. the Amer-
ican Trucking Associations. the Ameri-
can Medical Assoeiation and others,

The public relations ehief of a large
mdu=lry association recently wrole Lo
ECAP:

“In common with others who believe
in the competitive system. we are obli-
gated to ECAP for the job it is doing
on behalf of @l husiness firms.”

With  $1.000.000  given  over 1o
broadcast advertising. the ECAP ad
campaigns are a clear example of how
radio ean do an eflective. low-cost job
of public relations as well as producl
selling. , * K K

RYBUTOL
(Continued from page 31)

dow displays to retail druggists. The
trade estimales VCA is now spending
well over 500,000 for newspaper ad-
vertising.  Between 11 September and
4 October, for example, in Chicago. it
bought 22.800 newspaper lines. besides
distributing  2.000  bamners 1o drug
stores carrving the legend: “Headquar-
ters for Rybutol Free Purehase Plan.”

\s a result of all this promotional
hoopla. Rybutol now claims to be No.
I in the B-Complex vitamin field. The
drug trade itself concedes that Rybu-
tol is a national comer. which has fo-
cused consumer inlerest in vitamins.
According to Drug Topics. sales of vit-
amin concentrates in the nation’s drug
stores have been on a gradual increase,
rising from £513,000,000 in 1948, to
%06:3.000.000 in 1919, to $018,000,000
m 1050, Heretofore, the lion’s share
of this big boodle has been pretty well
split np among Parke-Davis’s Combex,
Eli Lilly’s Multicebrin. Upjoln’s Cele-
fortis. and 1LV.C's Vedapol  vitamins
which have used restrained advertising,
and only in the trade press,

Reaction mmong druggists to Rybu-
tol’s razzle-dazzle advertising is mixed.
Typically. a spoxsor survevor got this
comment from Samuel Ross. druggist
at the Loval Chemisi=, Ine.. 20 Colum-
bus Avenue. Manhattan:

“Our sales of Rybntol have gone up
2007, smce it started its radio and TV
promotion and giving ns merchandis-
ing cards. I've no donbt the produoet is
cood it has more of the 11 elements
of B-Complex than other therapeutie

vitamins. which makes it more potent.
At the same time, [ worry about ils
extravagant advertising claims.  The
Food and Drug Administration has tak-
en it up on the carpet because of its
extreme claims.”

Another druggist =aid: I must ad-
mil il gives us druggists a 407 profit,
which we appreciate. And what’s more.
although 1 don’t like its extreme ad-
verlising stalements. I must admit [
admire the dynamic selling campaign
it has staged on radio and TV, Tt adds
glamour to vitamins, just as Tintair has
done for hair dyes. Makes our selling
job easier.” Ierbert Weinstein, a pric-
er at the Lodex Wholesale Drug Cor-
poration, New York, thinks the Rybu-
tol campaign is “a marvelous one.”
“Rybutol moved very slowly prior to
their big ad campaign.” says Wein-
stein. “but now we estimale our Rybu-
tol sales to the 200 druggists we sup-
ply are 10 times greater than before.”

Although he hasn't staged a Hadacol
traveling earnival and certainly is not
bankrupt. a comparison hetween Mor-
ton Edell and Louisiana State Senator
Dudley J. Le Blanc is interesting, from
a purely promotional point of view.
lLike Le Blane, Edell is an authoritarian
who Delieves in running his own show.
Also like Le Blanc. he is a demon sales-
man who has a flair for mesmerizing
customers. A handsome, 12-year-old
man who began life in Hell’s Kitchen,
Manhattan, he vibrates energv like a
giant tuning fork. After a recent hee-
tic conference with him. his public re-
lations consultant, Harold Wolf. gave
him a bottle of Rybutol with the ad-
monition: “You need it. boss. to keep
vou indefatigable.”

At a recenl Chicago convention of
druggists. Edell confided his philos-
ophv: “Talk about vour newsboys. 1
was one. I outsold every newsboy in
the neighborhood. 1 didu't shout anv
louder. But maybe 1 was a harder
worker. a Dbetter salesman. Selling is
the basie construction of your whole
life. . . . When my company was bhorn
in Chicago 11 years ago. | was its only
salesman: my wife tvped the invoices,
as we Degan taking in Dbusiness,”

Unlike Tladacol’'s lLe Blane, 15dell
does not believe in rate-slashing deals
with radio stations. It is his contention
that by paying Dbroadeasters fair rates

plus putting out a more potent vila-
min product  he has induced an in-
creasing number of physieians to take
interest in the therapeutic values of
vitamins,

SPONSOR




yes Sir-
that’s our baby!

19 NOVEMBER 1951

Just turned one year — and already he’s
a dominant figure in the collective living
room of the Nashville market. And how
that baby can sell!

During one five month period, and with one
afternoon program a week, WSM-TV pulled
58,238 pieces of mail, each accompanied by a
15¢ proof purchase!

With a single announcement WSM-TV sold
2400 hand puppets which retailed for a dollar
each!

After an exhaustive checking counter test,
WSM-TYV sold groceries so well that a local
grocery chain considers it a permanent factor
in its day-by-day advertising program!

one year in the life of a salesman . . .

Once you know the background behind
WSM-TV, and the market it dominates, this
phenomenal sales ability is easy to understand;

WSM-TV 1is the only television station in the
prosperous Middle Tennessee market.

WSM-TV brings network television to this
market with its own microwave relay system
to Louisville, Kentucky.

WSM-TV draws freely upon the famed pro-
duction know-how and the star-studded, 250
strong talent roster of WSM.

Small. wonder this remarkable baby set a new

TV set saturation record the first three months

» of operation, is setting new sales records every

day of its short life. Irving Waugh or any Petry
Man can fill in the details for you.

Nashville WSM' TV

Channel 4
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Idell puts it this way when speaking
to druggists’ meetings:

“Since Gabriel Heatter went on the
radio stations aeross the Mutual net-
work. and when we started this hig TV
operation acro== the country. and thix
newspaper saturation. do you know
what phvzicians’ requests for Rybutol
samples are today? Between 1.000 and
2.000 a month. They're being sold the

dio. TV, and newspapers, that will sat-
urate the market with a maximum num-
ber of total impressions. The best re-
sults alwavs zeem 1o volve all three
media. combined with hard-hitting
point-of-sales promotions.”

In making business decisions. Edell
i= bossman supreme. On the executive
level within the company. he is aided

not only by Rill. but also his two broth-

sanie as vour customers.”
This s

Ldell's

advertising

seconded Iy
execntive:
strategv 1= to buy the best buvs on ra-

Irving  Rill.

"OL]]'

ers. Phillip Edell. vice president and
secretary. and Louis Edell. treasurer.
At the advertising agency, he has the
guidance of Harry B. Cohen. Jr.. ac-

How to
SELL in

CLEVELAND

on 4

Smal
Budget

Low
Cost
Coverage

You don’t need a fat pocketbook
to sell in Cleveland. Not when
you include WDOK in your sales
effort, because WDOK is the only
station in town that delivers the
audience broken down into sepa-
rate segments. Here is how we
do it.

Cleveland has a population of ap-
proximately 1,400,000. About 533,000
are foreign-born or of foreign parent-
age. They like their programs in their
native tongue, so WDOK gives them
just that . . . shows in Czech, Ger-
man, Hungarian, Slovene, Polish,
Italian and Slovak. It adds up to 1172
hours a week in Class “A” time.

Then, there are 125,000 colored folk
who make up a powerful buying
group. Disc jockeys like Bill Hawkins
supply them with what they want,
and they voted him top man in town
in the Cleveland Press Radio poll.

Put them together . .
colored . . . and you have a slice of the
Cleveland market that represents half
its population. And you can reach these

. foreign-born and

customers inexpensively through spots in
these shows. |f you want proof, we have
one advertiser who gets such good re-
sults his salesmen pay for the program

out of their own pockets! Get all the

facts from the Walker man, or write to
WDOK, 1515 Euclid Ave., Clevelund 15,

D%

Ohio.

Cleveland
5000 Watts

€8

count supervisor: Tom Greer, crealive
supervisor; and Mary Donlevy, time-
buyer.

Not to be forgotten is the shrewd
public relations string-pulling of Har-
old Wolf. who also manipulates pub-
licity for Pearson Pharmacal’s Ennds.
Wolf has adroitly placed photographs
of lushly built Lorraine Cugat in a va-
riety of magazines (recently on the
cover of People Today): and, of
course. there is always appended lib-
eral ention of Vitamin Corporation
of America.

Wolf’s most dramatie human-interest
coup, in the interests of VCA. was
staged just recently. He found that the
21-vear-old pianist, Nanette Tyson,
who'd won the prize on Rybutol-spon-
sored Texans Have Talent, was blind.
Originally, the prize was a week’s visit
to Hollvwood. But Wolf, sensing a nat-
ural opportunity for benevolent public
relations. had VCA pay for her flight
to New York’s St. Clare Extension Hos-
pital. A surgeon. expert in corneal
transplanting. operated on her, to the
accompaniment of wire service and
newspaper photos and news stories.

k * * * * * * *

seRadio stations have just begun 1o

scrateh the surface of the potential good

that radio can accomplish for elients.

. T want to emphasize the need for

dctive, nggressive merchandising and
promotion of spounsored programs.®®

AUBREY WILLIAMS

Radio-TV Director

Fitzgerald Ageuey, Vew Orleans

* * * * * * * *

The same dramatic flair character-
izes VCA’s commercial messages. Usu-
allv. two main points are hammered
One is related to the field of
geriatrics: “Just because you’re over
35, you don’t have to feel tired and
weak! Science has now found how to
fight that feeling of ‘growing old!”
The other is a money-back guarantee,
offered i frenetic high-octane style:

“It’s here! The vitamin opportunity
of the century ! Yes. for a limited time
only, get 25 days supply of amazing
Ryvbutol-—a  $1.98 value—free when
vou buy a hundred-Gelucap bottle!
And listen! 1f vou don’t feel younger,
more vigorous. at the end of 25 days,
vou'll get vour money back!”

Perhaps the best piteh s put over by
Gabriel Heatter, who contbines the ele-
ments of fear. lachryimose tears, and
ministerial neighborliness in his radio
This Heatter commercial
is perhaps ty pical:

lioine.

panegyries.

SPONSOR



KMPC 1S DOING SUCH A CLASS A
JOB® FOR SO MANY CLASS A
NATIONAL ADVERTISERS® AND
CLASS A LOCAL ADVERTISERS®

IN THIS CLASS A MARKET® THAT
WE'RE 100% SOLD OUT OF

CLASS A PROGRAM TIME®

- @ Sort of a one-station network, we cover 205 Southern California communities.

(® Such as: Bayer Aspirin, Birds Eye, Camels, Del Monte, Ipana, Libby.

(® For example: GallenKamp Stores, E. F. Hutton & Co., Marshall & Clampett, Thrifty Drug Stores.
® Sell your product first in Southern California— and the rest of the world will buy.

(® Although our definition of Class A time is 6:00 P.M. to 10:30 P.M., we are
virtually sold out until 1:00 A.M.

E]

* KMPC
ﬁl%;) K M c LOS ANGELES—710 KC

FREE SPEECH
a&& 50,000 watts daytime - 10,000 watts nighttime
REPRESENTED BY H-R REPRESENTATIVES, INC. « AFFILIATE, LIBERTY BROADCASTING SYSTEM
RADIO CONTINUES TO BE "AMERICA’S GREATEST ADVERTISING MEDIUM”
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The Lires of Hawy Some”

LANG-WORTH DISTRIBUTING CORP. 113 West 57th Street, New York

“People Sell Be ?

e oo taind You Can Cover
Central New York with
ONE Radio Station

NBC Affiliate. WSYR-AM-FM-TV—the Only
COMPLETE Broadcast Organization in Central New York

ITeadley-Reed, National Representatives

70

WELLES

IS BALCK!

52 thrill-packed half-hour stories of the fabulous rogue made

famous by Orson Welles in “The Third Man.” Send for audition.

than /)21/)61’”

“Friends. I want to tell you about a
thief that’s robbing thousands without
their knowing it. A thief that operates
secretly—insidiously—to  steal away
liealth—pep—ambition—so  you feel
old before your time. Friends. that rob-
ber I'm talking about is a vitamnin de-
ficiency—the laeck of Thiamin, Ribo-
flavin and Niacinamide in your system,
That's why =0 many of them feel tired
all the time .
poor digestion. catch colds easily—feel
only half-alive. If yvou're one of these
folks, I want yon to try Rybutol—
R-Y-B-U.T-O-L, the lnnhesl potency B
C()mplex vitamins at therr ])11(‘8 ’

VCA's own advertising future looks
as rosy as the glow it promises to tak-
ers of Rybutol. Already. it is seeking

| a network TV show on film to supple-
ment the Lorraine Cugat Show; and it
i= likely that it will seek to increase its
local radio and TV programs. Edeli’s
own plans are clear and direct. “What
this countrv needs most.” he says, “is
a bottle of Rybutol in every home
throughout America.” * k%

. nervous, suffer from

TV COMMERCIALS

(Continued from page 42)

projecting worse. As a result, the atti-
tude was rampant in the offices of men
who made decisions that they couldn’t
afford to risk film-quality so they would
have to do live instead. Furthermore
-even my eight-vear-old could tell a
celluloid opus from a live one,
Today. fortunately, this problem is
as obsolete as the zine-lined commode.
I find it hard to tell whether film shows
are hve or not and even those experts.
my two daughters. are fooled on nu-
merous occasions. What has taken
place is a rapid combination of happy
events. The people who make film have
unlearned the irrelevancies  of big-
screen  photography.  Whercas  they
knew little or nothing before, the agen-
cies have now learned a lot about film.
And. equally important, the people pro-
jecting the footage have learned how
to shade the stuff. Al this plus equip-
ment improvements have done the trick
o that todav film offers what it always
lield in potential  tremendous breadth
and ~weep and facility in telling stories.
long or <hort. commercial or program.
Next big change that will (and
must!) come along is price reduction.
This. 'm sure, will be effected two
wavs., First. by more judicious writ-
Cing and planning of whatever is to be

SPONSOR



KAY WEST and JANE WESTON

(both on Westinghouse stations)

AGAIN WIN TOP AWARDS
OF GROCERY MANUFACTURERS

NEW YORK, Nov. 12-For the second \Villis, president, at the annual G.NLA.

time, Grocery Manufacturers of Amer- convention at the Waldorf-Astoria.

ica, Inc., chooses KEX's Kay West for These awards bring further evidence of

First Prize in the “Life-Line of America” the programming skill of Westinghouse

Trophy. And WOWO’s Jane Weston women’s programs.. and of their con-

again wins an Ilonorable Mention! sistently eflective sales power. For de-
Awards were presented by Paul S. tails, check Free & Peters.

Sk WESTINGHOUSE RADIO STATIONS inc

N KEX » WOWO ¢ KDKA * KYW +« WBZ ¢« WBZA - WBZ-TV
National Representatives, Frce & Peters, except for WBZ-TV; for WBZ-TV, NBC Spot Sales

ﬁ!:'
:;a°
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shot: that means fewer «illy opticals,
long shots, actors. and =et-ups (where
thev add nothing to the dimension of
the filn Second.
lower cost in the actual production.
The 10077 (or greater) mark-up in-
cluded today to cover the (usually
nceded) three or four re-makes will

prove lmlh unnecessarv and thus un-
* * *

only 1o its cost).

warranted.

MEN, MONEY, MOTIVES

tContinued from page 6)

The jury for this (the first) vear’s
Sylvania Television Awards wished to

bestow special recognition upon  the
American Telephone & Telegraph Com-
pany for the successful completion of
its coast-to-coast coaxial cable-micro-
wave relay sv~tem. \T&T, in some em-
barra==ment, requested that the award
not be given. Seems that the coaxial
cable las been “over-bally-
hooed™ for the Bell Syvstem's taste. since
the cable exist= primarily to service
long-distance telephone messages.
% % *

Could be (we don’t profess to know
for a fact) that there is also some po-
tential embarrassment from another di-
rection. There is now a German-type.

alreads

e e uf
a Io“’lhl, I

No other signal covers the South Bend market

like WSBT. Radio sets in use are up to an all-

time high of 32.8! WSBT’s share of audience
= at 60.6 is way above the national average. And

here television is insignificant because no con-

sistently satisfactory TV signal reaches South

Bend. Don’t sell this rich market short. Wrap
- it up with WSBT radio.

B souTh pEND

, 5000 WATTS =«

PAUL H., RAYMER COMPANY

72

30 Years on the Air

960 KC o

N

N
CBS N
AW

NATIONAL REPRESENTATIVE

aluminume-encased coaxial cable which

many excited American entrepreneurs

think superior to the Yankee coaxial,
% * %

Perhaps the most beguiling citation
we've encountered is the wording
(credit Deems Taylor) of the Svlvania
Award to moderator-m.c. John Daly.
Says the citation: “Mr. Daly perforins
the difficult task of being dignified
without being pompous.”™

* * ok

Trusting this finds you the same.
* X &

ROUNDUP

(Continued [rom page 55)

Briefly .

WHBF-TV's super-Neon sign, six
stories high, now can be seen for miles
on both the lllinois and lowa sides of
the Mississippi River. The call letters
of the Rock Island, Ill., station flash
on one side after another of the four-
sided steel television tower. Installa-
tion of the signs took two weeks after
three months spent in designing and
building them.

* * *

Ohio State University’s eighth an-
nual advertising conference held re-
cently in Columbus featured clinical
sessions on radio, TV, industrial and
retail advertising. On the lighter side
was the Ohio Association of Broadcast-
ers cocktail party. Among those pres-
ent (see photo) front row (L. to r.)
Carl George, WGAR. Cleveland, vice

president and general manager, and

Ohio radio, agency, sponsor execs get together

past president of OAB; Miss Trudi
Schluembacl., radio-TV director, Gerst.
Sylvester & Walsh, Cleveland: L. A.
Pixley, WCOL, Columbus (current
president OAB) @ Allen L. Billingsley,
president, Fuller & Smith & Ross. Cleve-

land. Back row (l. to r.) DBromley
House, vice president. Gregory &
House; Henry Coleman, advertising

SPONSOR
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OCTOBER 1951

HOOPER 7£2£V/S/0/ AUDIENCE INDEX

SHARE OF TELEVISION AUDIENCE

0 v v TV TV TV TV
TIME seTs. |1 Station | Station | Station | Station | KTLA | Station | Station | oruer
iN-USE \\Au '\\Bu ncu \\Dll “E“ uFu ™
EVENING *
SUN. THRU SAT. 45,7 9.5 5.9 14.0| 16.81| 35.3 8.6 9.7 0.1
6:00 P.M..10:00 P.M.
SUNDAY AFTERNOON | of oIl 4.2z | 4.2| 19.4| 0.1 x 0 2 5
12:00 NOON-6:00 P.M. ) * * - * 33.3 2. 6. 0.
SATURDAY DAYTIME *
8:00 AM..6:00 P.M. 10.1 7.9 = 4.2 12.1 | 68.2 2.5 4,2 0.8

1,038,750 TV Réceivers in Los Angeles area, Nov. 1, 1951

KTLA Studios «+ 5451 Marathon St., Los Angeles 38 - HOllywood 9-6363
Eastern Offices « 1501 Broadway, New York 18 - BRyant 9-8700

KEY STATION OF THE PARAMOUNT TELEVISION NETWORK

PAUL H. RAYMER COMPANY ¢ NATIONAL REPRESENTATIVE

i @ # 7t
RSBl Vol
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WHHMerchandising

* HELPS YOU GET
DISTRIBUTION

* HELPS MERCHANDISE
MOVE

% HELPS STRENGTHEN
MARKET POSITION

WHHM

is proud to be the first in the
WHHMarket to Provide A
True Merchandising Service
to its Advertisers

calls and surveys are included

in WHHMerchandising

i letters to the trade, personal
i
]

the Station That Gives
You More Listeners Per
Dollar in Memphis,

Tennessce

WHHM

FORJOE & COMPANY, Nat'l Rep
CECIL PEAVE

fice-Pees & Gen Manager

Cemmeca—————

|

manager, Slandard Oil Companv of
Ohio: Robert W, Dailev. radio-TV di-
rector, McCann-Erickzon. and Jack R.
Schinunck.  radio-TV  director, Gris-
wold-Eshleman tall Cleveland).
* * £

WTAG’~ commereial manager, Bob
Brown. has come up with something
novel in station merchandising. A 10-
foot lighted display board. multi-col-
ored, stand in Worcester's Sheraton
Hotel within sight of the hotel’s main
entrance. The eight-foot high <ign fea-

Hotel lobby display is novel WTAG eyecatcher

tures  transparent  plastic  “blisters”
which provide space for product dis-
plays plus built in frame mats for five
6x10 photos of WTAG and CBS stars.
A Afluorescent center panel with =ix
square feet of «ign surface is used for
promotion or display material.
* * *

CFRB. 50.000 watter in Toronto,
was on hand to cover one of the top
stories of the year: the visit to Cau-
ada of Princess Elizabeth and the Duke

I

b i st e | £ P
3 ;E-p.} 1T Wﬁﬁ&ﬁﬁﬁ

CFRB, at Toronto airport, covers royalty's visit

of Edinburgh. Covering their arrival
at Toronto’s Malton airport were CFRR
commrentator, John Collingwood and
announcer Jack Daws<on.

* * *

The Oscars of the selling field, the
Yankee Peddiers awards, were given
recenth Lo radio-T\' &
Named outstanding saleswoman and
salesman of the vear were Mary Tlart-

lwo lop

slars.,

Stellar personalities help sell soda, tobacco

line, star of Canada Dry’s Super Cir-
cus on ABC-TV and Philip Morris’

Johmny.
* * *

Euaams

Ageney and nelwork members of the
Radio and Television Production pan-
el at the AAAA Eastern annual con-
i ference discussed problems and tech-
niques. Among those present (see pic-
ure 1. to r.): Garth N, Montgomery,

Radio/TV production members at AAAA meet

Kenyon & Eckhavdt v.p.: Sidney Mat-
thew Weiss, Lewin, Williams & Saylor
executive v.p.; Rodney LErickson, man-
ager radio and TV operations, Young
& Rubicam: Chairman Adrian Samish.
Dancer-Fitzgerald-Sample v.p.; Robert
Montgomery, NBC Television executive
producer; and Wallace S. Jordan. di-
rector radio/TV, Wn. Morris Agency.
* * *

“Wherever You Go . . . There's Ra-
dio”-—this theme of the United Detroit
Radio Committee is spreading nation-
ally with stations coast-lo-coast pick-
Meanwhile, the
slogan originators  (CKLW, WW],
WAYZ, WIR. WKMH, W]BK. WEXL)
decided to continue the campaign
through 15 March. Other business at
a recent director’s meeting included
the election of James Il Quello. WJR's
advertising. publie velations director.
to committee chairman with Wendell

Parmelee. WWJ sales manager. select-
* * %

ing up the slogan.

cd viee chairman,

SPONSOR




HER

INFORMAL
COOKING
PROGRAM SELLS
SO HARD...

IT’S NEARLY

SOLD OUT!

NBC HOLLYWOOD

19 NOVEMBER 1951

Want a sure-fire women’s participation show on TV to sell your

food product in the great Los Angeles market?

Take a look at Monty Margetts! And buy time on this friendly, intimate
show —if there's any left!

We say this advisedly, beeause Monty’s time is just about sold out

as we write this. Here’s a gal who doesn’t pretend to be an expert cook.
But her warm, appealing manner has won her thousands upon thousands

of friends. They send in recipes by the dozen... letters often running

into the thousands a week.

Yes, Monty may not be an expert cook...but how she sells!

Food products presented on her TV show get the support of dealers. ..
and the patronage of customers in the booming Los Angeles market.
Spots are available at the mioment on the Monty Margetts program...
they won't be for long! Time is 2:30 to 3:00, Monday thru Friday.
For eomplete details, eontact KNBH, Hollywood, or your nearest

NBC Spot Sales Office.

TO SELL THE BUYING
MILLIONS IN AMERICA’S
2ND LARGEST TV MARKET
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RAYCO

Continued from page 37

high-fashion angles with the blonde al-
lure of Eva Gabor had seemed like a
~ure combination.

~o. the die had been cast. Rayeo
had started its ill-starred 11-week cam-
paign on 10 November 1950 in the
8:00 to 8:30 p.m. slot. Fridavs on W]Z-
TV. Behind it was an almost unbroken
string of advertising and business suc-
cesses for the firm.

Balanced campaign- of spot radio
and newspapers. plus billboards and di-

rect mail. had been clicking for nearly
five vears. TV spot campaigns had
been added. in the summer of 1950, in
a dozen markets. and dealer reaction
had been enthusiastic to both radio and
TV,

The next logical step had been to
find a new :elling medium that com-
bined wide penetration with a chance
to demonstrate visually the qualities of
the auto seat covers that Rayco had to
offer. Television programing, with the
prime market of New York (seven
stores) as the testing site. had seemed
the answer. Later, it could be expand-

NBC Affiliate

ou.ntAiry
WINSTON.-SALEM

] H oin
CAROLINA [ehtert

*
Salisbury

.Q ~

Only ONE Station DOMINATES

This Rich, Growing 15-COUNTY MARKET
WITH

1950 Net Effective Buying Income of $771,969 000*

*Sales Management, 1951 Survey of Buying Power

AM.FM

WINSTON-SALEM

s R

Reidsville
[ ]

Greer.asb

L )
Lexington;

e

Represented by
HEADLEY-REED CD
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ed gradually to cover all 50 stores in
40 markets.

When the Rayco executives sat look-
ing ruefully at the results of their *‘ex-
periment.” they were no longer sure as
they had been, when the lovely Eva
had first glided into focus on their TV
horizon. Video programing. they de-
cided, was not for them. Also, they
wanted a new ad agency.

The new ad counsel was chosen: New
York’s Robert B. Grady agency, a me-
dium-sized firm whose downtown N.Y.
headquarters houses a lot of know-how
regarding the advertising and selling of
fabries and textiles.

Much to Raveo’s surprise, instead of
suggesting a big New York campaign
I newspapers. account executive Ed-
win Lett began pitching a TV cam-
paign to Rayvco. The firm listened to
the ageney’s suggestions, as wary as

* * * * * * * *

s¢Everyone has predicted the demise of

radio. Yet two radio sets for every

family in the U.S. have been purchased
since the end of World War I1.9°

LEWIS 1. AVERY

Averv-Knodel, Inc.. N, Y,

Lk * * * * * * *

' (which sell from $12.95 on

an old maid in an Army camp. If they
were ever going to test TV programing
again. Rayco decided. it would have
to be something really special.

The Grady agency began to look
over program availabilities in the New
York market. A lot might depend on
the wrong choice. “For a couple of
weeks we listened to everybody's sales
pitch, and looked at programs and
kinescopes until we were cross-eved,”
Ed Miller, the ageney’s copy chief, re-
called recently. “We analyzed dozens
of programs on all of the New York
TV stations, and checked the coverage,
reception and history of all the TV out-
lets,” added Grady’s Tom Hopkinson.

Meanwhile, the Grady agency had
been doing a little checking of its own
on the prattfall taken by Rayco with
the Eva Gabor Show. The Gabor gal
could be a good TV salesman, the agen-
¢y knew, and shows of its type—the
low-cost glamour interview variety—
had been a success for other clients.

After some careful investigations,
plus some field trips to nearby Rayco
stores, the agency felt it had the answer
to the problem. The firn1 sold plenty
of sets of its custom-fitted seat covers
up to a fan-
ey set for over §50 mn a huge variety
of colors and fabrics) to women. Even
when men were buving. women were

SPONSOR




German crowd, part of the 1,250,000 from East and West Berlin, sees a typical RCA television program.

il
Freedom’s window in the fron

You've read the story of last summer’s
TV demonstrations in Berlin. It at-
tracted a million and a quarter Germans
—including thousands who slipped
through the Tron Curtain to see West-
ern progress at work.

Behind this is another stery: How RCA
engineers and technicians broke all records
in setting up these Berlin facilities. The
project called for a TV staticn and studio,
a lofty batwing antenna, and the installa-
tion of 110 television receivers at strategic
points. Such a program would normally
take several months to complete. It was

19 NOVEMBER 1951

installed and put to work by RCA in a
record-breaking 85 hours!

Programs witnessed by Berliners included
live talent shows, sports cvents, news com-
mentaries, and dramatizations of the Marshall
Plan. Observers pronounced reception fully
up to American standards—another impressive
demonstration of democracy’s technical in-
genuity and feadership.

* * *

See the latest wonders of radio, television, and
electronics at RCA Exhibition Hall, 36 West
49¢h St., New York. Admission is free. Radio
Corporation of America, RCA Building, Radio
City, N.Y. 20, N. Y.

Curtain”

o

Part of the 401 cases of RCA equip-

ment shipped to Berlin for tele-

vision demonstrations.

RADIO CORPORATION of AMERICA
Worlad Leadaer irn Radio — First 1n Television
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Sock Salesman Surpasses
Great Expectations

His “sock™ salesmanship encompasses just about every
commodity and service currently offered the American
public. In the men’s furnishings field the experience of
one of his sponsors 1s typical:

“With hardly an exeception, swhatever we advertise on
the Fulton Lewis. Jr. program Dbrings immediate
results. sometimes far hevond expectations.”

That's the statement of Mr. R. . Cooley. manager of
Bishop's Clothing & Woolen Mills Store, Salem. Oregon.
sponsgor of the Fulton Lewis. Jr. program on Station
KSLM. e continues, “Our bnsiness i« definitely up over
last year, which itself was a very good year.”

The IFulton Lewis, Jr. capacity to influence listeners has
been demonstrated time and agam.  1is zeal for covering
the important stories of the day and his ability to uncover
stories which subseqnently hecome important are respon-
sible for his large. loval audience.

If you want a ready-made audience and a program with
network prestige at local time cost (with pro-rated talent
costh, imvestigate now. Though currently sponsored on
mote than 370 stations. there mav be an opening in your
locality.  Check your Mutual outlet  or the Cooperalive
'rogram Department, Mutual Broadcasting System,
FHIO Broadway, NYC 18 tor Tribune Tower. Chicago 11).

often around to make the final decision
on color and style.

Bui, the primary influence in the
buying of a set of auto seat covers, the
agency soon realized, was masculine.
The man to sell was the guy behind the
wheel who cared plenty about economv
and value. as well as chi-chi good looks.

In other words, Raveo had been in
somewhat the same position as a man-
ufacturer of men’s pipe tobaeco who
had tried to sell his product via a dav-
time =oap opera. There had been an
audience for the Gabor opus—bhut it
had been basically the wrong kind of
audience for Rayco. Too many wom-
en, and too sophisticated.

(spoxsor has double-checked this
theorv on its own. Although ne specific
audience composition on the Eva Ga-
bor Show during Rayco’s 11-week run
last winter is available. some compara-
tive figures are available. Videodex's
breakdown for the Faye Emerson Show
in a nearby time during the same sea-
son show that out of every 100 TV
viewing homes in New York, there
were 130 women, 100 men, 30 teen-
agers. and 30 youngsters watching
Faye. The Gabor show is currently
doing a meat job of selling for Gayla
Bobby Pins—a woman’s product.)

Rayco soon found the Grady ageney,
and account executive Ed Lett, camp-
ing on its doorstep again. with a TV
package under its arm. The show:
WOR-TV’s Trapped, a suspenseful
half-hour local TV show, produced by
veteran videoman Harvev Marlowe.
The price tag: abont §2.500 per week.

With  understandable  reluctance.
Raveo signed on the dotted line. and
Trapped was set for a start on 15 July.
1951 on WOR-TV. Sundays 10:00 to
10:30 p.m.

Dealers were told to quiz customers
who came into the store. and to ask
them: “How did you learn about Rayco
seat covers?”’ The answers were to be
written down on the sales slips. This
way. Raveo figured. if they started to
lay an egg, they would know it soon

ot

enough.

Fven WOR-TV Pulse figures on
Trapped, showing that there was a high
concentration of males and teen?agers
in the audience, didn't remove all the
mental bugaboos.

Evervbady crossed his fingers. The
first reslanted TV commereials sold
hard on the fact that Rayco was a spe-
cialist in seat covers for all cars built
since 1932. that thev offercd value and
real wear. and incidentally that thev

SPONSOR




were “fashion right.”

Then, Rayco got the surprise of its
young advertising life.

The hard-hitting selling approach
was an overnight success. By the end
of the first week. even though summer
business was beginuing to pick up any-
way, Rayco could trace a total of 179
sets of seat covers TV-sold- at an aver-
age cost of $25 a set for a total of
nearly $4,500 in traceable sales. The
Rayco dealers practically purred with
delight, and raved ahout the show.

Would it last?, Rayco wondered.

It did. Throughout the rest of the
summer, and on up to 21 October of
this vear. Trapped continued to boost
Rayco sales. Scarcely a week passed
when less than 225 sales were traceable
lo the show. On peak weeks. it soared

over the 300 mark.

* * * * * * * *

se’honevision can make possible presen-
tation of great events, such asx Grand
Opera, too costly for advertising-spon-
sored televising. Also, it can make pos-
sible teaching methods on TV, so that
countless thousands of youngsters may
secure college education without leaving
home.%?
II. C. BONFIG
V.P.. Zenith Radio Corp.

K * * * * * * *

On the basis of advertising-cost-per-
sale. there were several weeks when the
TV-produced sales topped the other
Rayco media combined by as much as
50%.

Ed Lett, Rayco's account executive
at the Grady agency. said: “Our initial
optimism regarding Trapped was more
than justified. Sales far exceeded any-

[ thing we had anticipated or had ex-
perienced with any previous campaign.
We also proved that television can be
used successfully to sell a relatively
high-priced item to car owners.”
Praise of a slightly different sort.
with a hint of Things to Come about it,
came also from Joseph Weiss, Rayco’s
president: “Rayco’s venture on televi-
sion this summer not only proved tre-
mendously successful saleswise. but
convinced us that in the future TV
must be the prime medium for selling
' Rayco Seat Covers.”
' What of the future, anyway?

Rayco has some big plans coming
up. and has its sights set on a big tar-
‘get. It is one of the fastest-growing
' concerns in the billion-and-a-half dol-
\lar auto parts and accessories business.
| Already, its 50 stores. which operate
through franchised local merchants
something like the Howard Johnson

19 NOVEMBER 1951

at 50.,000» Watts
gives advertisers the

B

This powerful radio voice is hitting a 17,000,000 population area in
5 important states and is open to advertisers at the lowest rate of
any major station in this region. A tremendous buy for action and
sales that is establishing new records daily. Gét the facts now.

= LS LA

50,000 WATTS at 800 KC.
Guardian Bldg. e Detroit, Mich.

Adam J. Young, Jr., Inc. * J. E. Campeau
National Rep. President

MUTUAL
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: Why all the hoop-de-do
about an umpire for
the broadcasting in-
dustry? |

)

Pulse does not aspire to)
this unenviable and)
unpopular role. |

Pulse is pleased and'
grateful to be a “bat!
boy” — handing the|
buyers and sellers of)
broadcasting time the
best equipment pos-
sible, fast, reliable
and stable audience
measurement, in or-
der to play the games
coming up. ’

)

The buyers and sellers

are the umpires. They |
call the playsand . . .. ,

More of them use Pulse
locally than any other ,
service.

)
For information . . . )
ASK THE PULSE ,

THE PULSE Incorporated

15 West 46th Street
New York 36, N. Y.

chain, are bringing Rayco an estimated
$10.000.000 annual gross.

This is just the beginning, as far as
Rayco is concerned. Annual business
in auto sea covers— largely a secondary
line in auto dealers. aul>
stores. elc.—is now around $162,000),.
000. With broadcast advertising as i+
heavy artillery. Raveo intends to make
a real beachhead landing in this luera-
tive territory, expecis to double it=
present gross in a vear. Already. Ray-
¢o’s neat-looking stores, with their uni-
form clock towers and hig glass win-
dows. are a familiar sight on key high-
ways near big cities from the Atlantic
Coast on into the Micwest.

garages,

“Eventually. Rayco will be complele-
Iy national.” agency man Lett told srox-
sor. “and will be a major radio-TV
advertiser. We'll probably continue to

* * * * * * * *
seNetworks aund athliates must bring

about a resurgenee of confidence in ra-

dio. Integrity and standards of service

must be maintained along with doing
a selling job.*®

ROBERT D. SWEZEY

Exee. V.P.. Gen'l Manager

W DSU, Newe Orleans
* * * * * * * *

use TV to punch across our visual sell-
ing, along with newspapers, and uvse

spot radio and billboards to back it

up with ‘reminder’” advertising, and for
market ‘specials’.”

Today. Rayeo is still glowing from
the success of its pilot programing ven-

ture in TV, Since the business is still
scasonal. the firm intends. however. to
wait until spring hefore plunging heav-
tly into extensive radio or TV program
campaigns.

“We've already investigated the pos-
sibility of putting Trapped on a net-
work basis into all our key markets.”
a Grady ageney oflicial admitted, “but
the show is not available to us on that
basis right now. However, when we do
buv. it’'ll be something very <imilar.
with the same basic appeal. We're not
coing to repeat the mistake of mis-
matching the produet and show.”

Thus. more air advertising is defi-

nitely slated. but it will be chosen care-
fullv. both bv agency and client. So

confident 1= Rayco that TV will play a

large role in it= future destinies. that
the firm has been caveful to expand
within the limits of TV coverage.
New Rayeo stores are now going np
in a pattern that comes close to du-
plicating and not by accident. either

-the pattern of network cables in TV,
Where you find TV, more and more
vou'll be finding Rayco stores. And,
vice-versa.

Raveo has its formula for video now:

1. Buy a low-cost, well-rated show
with a strong masculine angle—and
one that appeals to the average sort of
guy.

2. Sell hard on value and econony,
as well as on the style aspects of Rayco
aulo =ecat covers,

3. Check the results carefully, and
merchandise the show 1o the dealers
and to the public.

4. Be willing to admit an error, and
be ready to profit by it.

When the economics of Rayco’s ad-
verlising warrants a jump into network
video, backed up by a solid base of
radio- TV spol usage and other media.
Rayco will be able to move swiftly and
with little waste effort. * k%

MIDWEST RADIO
(Continued from page 29)

radio set. reaching almost complete sat-
uration. In 1940 91.4% owned radios.
In Kansas 98‘% of the families now

IN THESE MARKETS <

it,S Ao Mo .
MORNING & EVENING

Yes, ond for A.M. radio in these markets — @&
“SPOT" the coll-letters as listed herel

Represented Natlanally by
JOHN E. PEARSON CO.

Owned & Opwrated by

SOUTHWESTERN PUBLISHING CO.
Dem W. Reynoids, PFras.

Publlahers of; Sauthwest Timpuitecord, Fort Smilh,
Arhonsei; Examingr-Enterprise, Barflewvide, Chla-
homay and The Dally Times, Okmudges, Dhighoma.
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Same old story
in Rochester . . .

WHEC WAY
OUT AHEAD!

Consistent Hooper Leader since
1943. Leads morning, afternoon
Qnd nighﬂ ce s H

WHEC

ROCHESTER, N.Y./
5,000 WATTS

Represeniatives . . .

<y

i

EVERETT-McXINNEY, Inc, New York, Chicaga
LEEF. O'CONNELL CO.,Los Angeles, Son Frencisco

ask

oy Bram & Co.

about the

Lavens & Marmy

STATIONS
IN
RICHMOND

WHBG-am
WCOD e
WTTR v

First Stations in Virginia
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|

own one or more radios in the home,
compared to 8187 in 1940.
Multiple set ownership for Kansas

is as follows.

Percentage of all Kansas fawilics: 1940 1951
Owning one or more radios n
the home - . 8187  98.07
With only one set in the home 71.6 58.9
With two sets in the home . 10.8 30.5
With three or more scts in the
home 2.4 106
Owning an automobile radio
receiver . 16.8 54.4
Percentages of all car owners,
with auto radios 20.8 62.4

With the great increase in multiple-
set ownership over the past 10 years
in both Iowa and Kansas comes the
question, “Does ownership of more
than one set inecrease the amount of
listening, and are two or more sets
used with any degree of regularity?”
The Kansas Diary reports show that
approximately half of all families own-
ing two sets use them simultaneously
cach day, while more than two-thirds
of those having more than two sets
use them simultaneously each day.

Percentages
using sets
simultaneously :
1950 1951
Two or more sets used simul- Esti- Diary
taneously: mates  Reporis
In homes equipped with two
sets 24.0% 48.1%
In homes equipped with three
Oor morc sets . . 42.4 69.8

(1950 cstimates are based on “‘recalled nse bv
other members of the family,” whereas the 1951
Diary reports are from all members of multiple-
set families.)

The average multiple-set Kansas fam-
ily uses their two sets simultaneously
more than eight quarter-hours each
day. Greater use is made of them on
Saturday than on weekdays or Sun-
days. This additional two hours of lis-
tening in nearly half the homes repre-
sents “extra listening.” A chart show-
ing the “Quarter Hours of Listening
by the Average Family, using two sets
simultaneously” follows:

Average Family Uses Two Sets Simultaneously
On an average weekday 8.41 Quarter-hours
An an average Saturday 9.32 Quarter-hours
On an average Sunday 8.48 Quarter-hours
Average weckday morning  2.61 Quarter-hours
Average weekday afternoon  2.12 Quarter-hours
Average weekday evening 3.68 Quarter-hours

The 1951 lowa Study reveals that
ownership of more than one set in a
home increases the number of persons
tuned to radio. The following table
shows that comparison.

Per cent of respondents who

listened during the four-hour
test period in:

One-Set Multiple-Set
Homes Homes
All respondents 65.9% 69.4%
In urban homes 62.1 66.5
In village homes 64.5 712
In farm homes 70.5 29

(Percentages are based on all questioned in each
classification.)

Amount of listening per adult is also
increased by multiple-set ownership, as

[55/

STATISMES

|
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Summer is over and this gal's vacation
is through

It's “Back to Work’ time and that
means buyers for you.

New dresses, new outfits, gals need
dozens or more.

Plus lipstick and hair soaps, all things
that females adore.

As shoppers they're smart so when
| out buying they go,

They only spend money on products
| about which they know.

So den’t let them miss you, why be
' left out in the cold.

| Buy time on WSPD, Toledo, where
your story is heard when it is

told.

| WSPD e £00,0H10
WSPD-TY

CHANNEL -13




KLX

LEADS ALL
OAKLAND-
SAN FRANCISCO

INDEPENDENT

Radio
Stations

Q wi o
12

Hooper
Periods!

Hooper Share of Audience,

May through September,

1951, Oakland

KLX

Tribune Tower * Oakland, Calif,

Represented Nationally by

BURN-SMITH, INC.
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revealed by the Towa studv. Figures
in the following table show the per-
centage of increase in listening by the
average adult. due to multiple-sets:

Al Women  Nlen

1 1 L
t

1 obgures my cach column report on a
ol | dults questioned, regardless of wheth-
hstened  during  the four-hour  test
cach ¢colunm report
during the test pe-

¢ v 1
QUT

Radio set~ located in barns account
for still more “extra listening.” In
1939 one out of 10 farms in lowa had
radios located in the barn. and nearly
all of this number used the radio there
while milking. The following table
brings these figures up to date:

Pereentages of radios
i barns
19449 1931
Al farmers  questioned 11,577 13.97%
Farmers who owned bains 12 14.6

Mlere it might be noted that 99.5% of lowa
ha~  cledtncity,

In the 1951 Kansas Study Dr. Whan

studied the total amount of listening
done during the average dav. The fol-

~lowing table shows that the average
|

woman over 18 vears of age listens a
great deal more than the average man
or child; however. the differences are
smaller on Saturday and Sunday than
on weekdays:

Kansan  Spends

Daily

Number of Mours Averapge

[istening to the Radio

(ligures are in hours, being total honrs reported, |

divided by pumber living in Diary homes)*

Average

TO Al Woman

¢ Vwerage Home)  Over 18

Wwerage Weekday 11,20 hrs, 5.16 hrs.

FTanm people 11.69 hrs, .02 hrs.

Village people 10.22 hrs. 4.82 s,
Uiban people 10.60 hirs. 1.94 hrs,

Mierage Saturday 10.19 hirs. 1.51 hrs.

Vverage Sunday 1015 1rs. 3.67 hrs,
\verage Average  Average

Man Child Child

Over I8 12-18 4-11

Average Weekdin 259 s, 247 hrs. 2,45 hrs,
Faim people 290 hrs. 23 hrs, 2,09 hrs,
Village people 239 hrs, 2,19 hirs, 2,77 s,
U'rhan people 258 hrs. 3,06 hrs. 2,69 hrs,

1 hrs, 374 hse 2,19 hrs,
3.08 hirs. 3,08 hies. 2,50 1irs,
A rotal of 96,122 different “listener-quarter-
hours™ stie 1epresented in the hgures in the table.

* k%

Average Saturdav
Merage Sunday

MR. SPONSOR ASKS

(Continued from page 51)

motorist= listenimg to their car radios.
stressed service features, weather. traf-
fic tips.

liere at WP Wilkie Buick does the
~sani¢ with the 6:00 p.n. news. When
Samuels Motors wanted to sell rebuilt
\\ilh _]()]111
Broad VMotors
fiveaninnte  weather
shows a week, including a new 6:25

motors they hought news
Facenda 7:15 pan.;

sponsors  nine

weather show to reach early <hift driv-
ers coming into the city.  Beeching
Motors huys two sport shows a week at
0:30 pan. to give scores and sched-
ules. Albert Tire buys five minutes of
news five nights a week at 6:40 p..;
Swens=on Motors the 11:00 p.m. news
Sunday night.  So it sounds like serv-
ice programs sell service for
dealers.

aulo

One question though — since most
men are leaving their cars at home
these days due to the parking prob-
lem-—why doesn’t some smart auto
serviceman buy a program to appeal
to the wife who has the car all day
long these days? Sell her on the clean-
Imess of the car after service—rugs
vacuumed — ashtrays emptied -— win-
dows sparkling-—steering wheel wiped
off—no smears on the upholstery—no
grease spots on the fenders might do
the job! Next-—perfumed gasoline.

RALF BreNT
Commercial Manager

WiP, Phila,

RESULTS PROVE

500,000

MEXICANS IN GREATER

LOS ANGELES

LISTEN TO 6 HOURS OF

SPANISH

PROCRAMMING DAILY ON

KWHKW AND KWKW-FM
ASK FOR JOE

TWO
are better than

ONE

KLIX IS KLICKIN'

with ABC and MUTUAL
Ask AVERY-KNODEL

PACKAGE ma v

film spot at TELEFILM Inc. in

Haollyweood (28) Calif. since 1938
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TIMEBUYERS

(Continued from page 35)

tion reps, ‘You know me, Joe. I'll ook
after you.’

“Other executives— especially media
directors who've been nurtured in the
space department—have a superficial
knowledge of timebuying. All they care
about is whether a show has a ‘high
rating’ or whether a station has ‘high
power.” Actually. these executives see
timebuyers as lacking in creative abil-
ity. Consequently, they're either prej-
udiced in favor of a space campaign;
or else, when a client insists on a broad-
casting campaign, they loftily submit
to the timebuyer an air campaign al-
ready pre-digested. The timebuver’s
advice is not sought.

“This failure to consult the timebuy-
er can mean a costly dollars-and-cents
loss to the client. The timebuyer, if
he’s experienced, can advise which sta-
tion will offer the client promotion and
merchandising: what number of an-
nouncements will bring best results in
a certain area: whether to bhuy early-
morning or middle-day announce-
ments; and what closed-market station

Mr. Ray K. Glenn
Glenn Advertising, Inc.
Dallas, Texas

Dear Ray:

You fellers in Texas is ust ter hear-
ing stories uv big successes, so here’s
sumpthin’ you’ll
like. Hit's about
th> home town
wv WCHS —
Charleston, I est
irginny. Now,
Ray, Churleston’s
allus been a
durned good
market, but lis-
sen ter this:
durin® th*  first
nine munts uv
1951 th* depart-
nient store sales
went up seven
percent over
whut they wuz
durin’ th’ same
pertod las’ year!
When yuh con-
siders thet
sales is off as
w miuch as eight
percent in some
other parts uv
th® country,
Charleston looks durned good! An’
don’t fergit W CHS gives yuh more
uv these well-off lisseners then all th’
other four stations in town put ter-
gether!

Yrs.
Algy

WCHS
Charleston, W. Va.
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would be willing to horse-trade.”

A leading station representative ex-
ccutive contends that giving timebuy-
ers more strategic power would be a
constructive move. in the sense that
it would enhance the timebuyer’s pres-
tice. ““The trouble with timebuying
is that it has no glamour.” he savs.
“The client loves to get in with the
world of stars and show business,
Vleanwhile. as much of his money is
going for announcements. But who
wants to be pally with a guy who is
loaded witht papers, instead of beanti-
ful dolls? Timebuyers have no glam-
our but their creative intelligence
should be recognized.”

To what extent are timebuyers
nnderpaid?

Although they place millions of dol-
lars in business, sPONSOR learned. the
timebuyers’ own paychecks are often

* * * * * * * *

¢¢Program for your andience . . . and
vour andienee alone. Originate rather
than eopy ... unless an imitated format
snits the needs of your listeners.??

ITAROLD E. FELLOWS
President. NARTB

* * * * * * * *

picavune to an extreme. The pay-scale
chart on page 34. with some notable
exceptions. is more common than is be-
lieved. Frugal wages for timebuyers
are especially prevalent in medium-
sized agencies. where space advertising
composes most of the agency’s billings.

A former agency executive who
knows many agencies pointed out to
sponsor that it's doubtful if timebuy-
ers get a proportionately fair slice of
the agency’s bonus money. Most of
this money goes to the more privileged
account executives and radio and TV
production men.

Several timebuyers pointed out addi-
tional wage inequities. Many timebuyv-
crs—even $65-a-week heads of the
timebuying department—do not get
overtime pay, even though they put in
considerable week-end paper-work. 1n-
deed, some agencies are reported to
feel at times that they can hire time-
buyers on the basis that the free lunches
provided by station representatives at

Sardi’s. 21. and Nedick’s are part of |

their wages.

A timebuyer at one of the top 10
agencies in AM-TV billings explained
that with the advent of TV, few agen-
cies have hired additional timebuyers
to handle strictly TV accounts. Gener-

...far delivering listeners, SALES on

your lively music and personality show.

Thanks ta yaur “Katy Ellen’’ shaw,
KTLN praved ta be aur best dallar buy

in the Denver market’’*

*

on request.

national advertiser’'s name

KTLN affers you prime caverage

af the cream af the rich Rocky Mountain

areo, including all of the Denver
market, with Katy Ellen and a host of

ather programs slanted to the

hausewife. KTLN is nan-directionol—the
LARGEST independent stotian in the
lorgest market withaut television.

for availabilities wire,

phone or write

Radio Representatives, Inc.,
New York, Chicago,

Los Angeles,
San Francisco

or
John

Buchanan

KTLN
Denver

D
eieeyn
= >

1000 WATTS
DENVER’S

only independent
non-directional
station:

83




1000 WATTS

When you're looking over the facts, M. Time-
- buyer, remember this when you get to Charleston:
WPAL has created its own market. There are
W{J 65,000 negroes in Charleston County alone—
served by negro air personalities exclusively
by WPAL. Take into consideration also, the
21 surrounding counties served by WPAL'’s
clear channel coveraze—and vou’ll find in the
neighborhood of 250,000 negroes listening
daily to Bob Nichols (“Blues 'n' Boogie”,
“Jive Parade”, “Harlemoods”), and Emmett
Lampkin (“In the Garden”)
Yes, nearly half of our broadcasting hours
daily are devoted to cultivating this large,
ready-to-be-sold audience, with our own negro
personalities
This means something: WPAL is the only
Charleston station using members of their own
race to sell the Negro Market!

SIMPLE ARITHMETIC
IN
0 ok il B onts onc | §4 MUSIC_LICENSING

month of newscasting at 8:00 1 BMI LICENSEES

AM to raise distriet sales of a ;i Networks 23l
nationally  advertised beer 2'23‘;2
10%. Burus ix one of the 103
nuny top  personalities  on : Short-Wave 5

OV 150
KQY who can promote vour Canada -

produoet. Ask Weed & Com- TUTAL BMl
puny for the complete Pitts- . I_“;ENSEES . 28-’5%

burgh «tory and availabilities. You are assured of
complete coverage

. when you program
k. BMI-licensed music
A * A< of Nov. 12, 1951

. k.
Pittsburgh. Pa.

MBS—5,000 Watts—1410 580 FIFTH AVE, NEW YORK 19

NEW ‘I"?l! * CHICAGO - HOWLYWOQOD
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BROADCAST MUSIC, INC.

ally, the radio timebuyer has been
asked to take on TV duties, too—thus
adding to an already complex, and un-

derpaid, job.

To what exteut are timebuvyers’
prowotion chaunces blocked?

By and large, sPoNSOR learned, tine-
buyers are rarely permitted to gradu-
ate beyond serving as head of the time-
buving department. The positions with
all the folderol and pleasant boodle—
account executives and media directors
—are more often than not assigned to
recruits from the space department.

Naturally, there have bheen excep-
tions. Bill White of Pedlar & Ryan is
an ex-timebuyer who handles the Ca-
may account for P&G: Gertrude Scan-
lan, ex-timebuyer at BBDO, now han-
dles the Wildroot account. with her
sister. Eleanor. still holding the fort
as timehuyer; Ted Fisher, ex-timebuy-
er at Ruthrauff & Ryan. is now one
of the Camay account executives at
Pedlar & Ryan; and Stanley Pulver, ex-
timebuyer at Dancer-Fitzgerald, is now
Lever Brothers radio/TV media di-
rector.

But, as Phil Kenny. head timebuyer
at Kenyon & Eckhardt. explains, “These
kind of promotions are hard to get and
very few. Largely, it’s because, up un-
| il now. many timebuyers haven't got
the social recognition or money that
they deserve. Our agency is probably
an exception. We timebuyers get recog-
nition from the account group, and
often consult directly with the clients.”

A contrasting point of view is ex-
pressed by Charles Wilds, timebuyer at
N. W. Ayer. “In a way,” he main-
tains. “l can’t blame an ad agency
president for confining timebuyers to
doing just that. After all. once a time-
buyver has learned all the ropes, the top
man might well be reluctant to channel
him into another field. He'd have to
2o to all the trouble of training a new
man for the rather complex job.”

Others, within the industry. though.
contend that because the timebuver is
roadblocked into a rut, he's apt to get
hored. and seek out another post. This
s attested to. in part, by the numbers
of timebuyers who leave the fold to
become more highly paid station rep-
resenfalives,

“To what extent are tiwmebuyers
inadequately trained?

Many believe timebuyers lose statnre
within the ad ageney because they are
usually drawn into the joly on an in-

SPONSOR
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discriminate, catch-as-catch-can basis.
In other words. few set out in life to
be timebuyers. and thus get insufficient

dragooned from the agency mailroom.
from the ofhce boy ranks, or perhaps
have served as a research department
clerk. In a few instances, they may have
served an apprenticeship working for a
radio station, or, as in the case of Jane
Shannon, timebuyer at J. Walter
Thompson, worked as secretary to a
. timebuyer.

When they do get their start, they’re
often paid as little as $25 to $30 a week
scrving as timebuying estimator. This
functionary has the important role of
helping select radio stations for a spot
campaign from basic clerical data; lat-
er he figures out what the campaign

* * * * * * * *

¢¢If more functions of government are |
subjected 1o television, we shall enjoy |

better government.®®

SENATOR ESTES KEFAUVER
* * * * * * * *

is actually costing on the basis of sta-
tion discounts for frequency.

“The chief training drawback is that
there are no actual college courses de-
voted entirely to the inside workings of
timebuying,” one ex-timebuyer said.
“In New York City, for example, NYU
and CCNY teach night courses on gen-
eral advertising. But only a couple of
these sessions are dedicated to time-
buying. As sales service manager at

- CB5. Ned Midgley used to teach a
~course that came closest to being ex-
clusively devoted to timebuying. But
he no longer does. His Prentice-Hall
book, The Advertising and Business
Side of Radio, is probably the only
timebuying text book available (Midg-
ley is now at Ted Bates).”

Some timebuyers, like Mac Dunbar
of Ted Bates, believe timebuying can
be learned “only through a slow proc-
ess of osmosis.” Others, like Bill Hin-
man, who was recruited from the mail-
room at Kenyon & Eckhardt, feel that
advertising agencies should give orien-
tation courses for their junior em-
ployees, taught by veteran timebuyers
and media directors.

In summary, the president of a
medium-sized agency said there was
probably one solution for helping
the underrecognized, underpaid, and
overworked timebuyers, and that lay
with the timebuyers themselves. “If
timebuyers expect to rise i the ad
| agency world,” he said, “then it is time

preliminary training. They are usually |

At Precision today

we’re processing
the finest

| EDUCATIONAL FILMS

for nationwide
showings

film requirements
use Precision...

o 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.

e 1009 optically printed tracks.

e Expert timing for exposure
correction in black & white or
color.

e Step printing for highest pic-
tare quality.
e Special production effects.

® Exclusively designed Maurer
equipment.

@ Personal service.

...no wonder more and more
of the best 16 mm, films today
are processed at. .,

i FILM LABORATORIES, INC.
21 West 46th St.,

New York 19, N.Y.
JU 2-3970

For your 16 mm. educational




they started tooting their own horn.”

On the other hand, several top agen-
ey executives contacted by sroasor felt
that the status of timebuvers was “ax
it should be.” The president of an
agency with mmajor chunks of its billing
in spot radio and TV xaid:

“We recognize that omr timebuyers
are highlv skilled and capable. Where
we feel that their intimate knowledge
of markets can lLe helpful in making
any basic decision we do consult them,
That has  always our policy
though it i~ true that at some agencies

been

the practice is to minimize the time-
buver’s <tatu<. You have to remember
that in a large organization speeialists
can’t expeet to be brought in on every
discussion. It's a matter of give and
take as to when vour timebuyer is
brought in and when he isn't.”

The executive vice president of one
major ageney which was cited as being
particularhy poor paving =aid this of
timebmvers’ salaries:

FRELEK

1f the rating on our completed 13 Craig Kennedy
mystery shows starring Donald Woods, filmed
especially for television, does not beat the rating
of any mystery-detective TV show at end of 13
wecks (comparable time) in any city, we offer
your sponsor 2nd run at no charge for show.

Immediate Delivery
First 13 Vo-howr TV filins
completed

Adrian Weiss Productions
present

CRAIG
KENNEDY

CRIMINOLOGIST

Starring

DONALD
wooDs

ars
CRAIG KENMEDY

with
Sydncy Mason and Lewis G. Wilson

Available
For National-Regional

or Loeal Sponsorship

LOUIS WEISS & COMPANY
655 N. Fairfax

Los Angcles 36, California
Phonc: WEbster 5287
Write-Wire-Phone ® Screening Prints Available
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Perhaps  making  decisions  about
large sums of spot billings gives some
junior buyers the impression that they
should be paid niuch larger sums of
money than is row the standard. What
these individuals forget is that the ac-
tual strategv has been worked out be-
forehand for them in many instances.
Moreover. in many cases they are
voung in agency experience and are
fortunate to be receiving training in
the eventually well rewarded work of
a timebuver. We take young college
graduates out of the mail room and
give them a good opportmity when
they start ont in the timebuying de-
partiment.”

But the feeling,
among agency management executives.
was that during the relatively rapid
growth of radio, and now of television.
not enough reward as well as recogni-
tion had gone to the painstaking yet
often brilliant work of timebuyers, ***

prevailing even

510 MADISON

(Continued from page 13)

SPANISH STATION LIST

We would like to take advantage of
still another of the many fine features
of your publication and request that
you send to us a copy of your list of
Spaunish-language stations in the South-
west and West.

Rosert F. KEEFE, Radio-T1 Dept.

Lake-Spiro-Shurman, Inc., Memphis

® SPONSOR's list of 168 Spanish-language sta-
tions in the Sonthwest and West i~ available to
subseribers,
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Mister MacPLUS, in kilts of plaid,

’Let ithers take the high road, lad,

- 2> For canny THRIFT it's MBS!

A client can get more for less;

—the difference is MUTUAL!

t+++++r0rR DETALS THE MUTUAL BROADCASTING SYSTEM » NEW YORK 18, N Y.+ +++++

BACK SPONSORS VALUABLE

In the few short months that I've be-
come acquainted with sronsor, I've
found it tremendously valuable. For
that reason I would like to obtain some
back copies as you suggested in vour
letter of 19 August, 1951.

However, the fact of the matter is
that 1 want to have a complete 1951
file, and since our order wasn't en-
tered until August, there is a gap of
more than half a year. Do you still
have back copies of all issues, and
could you send them to us?

I'in anxious to find out what I’ve
missed—1"d appreciate your letting me
know whether or not you can furnish
us with these back copies.

DuaNe AL ZInMERMAN, Radio/T1 Dir.
Gemmer Associates. Fort Wayne, Ind.

® Thanks~, Reader Zimmerman.
stant demand for back issues.
hausted,  But
promptly,

There's a cone
Some may be exe

thase available will go forward

MEXICAN MARKET

I enjoyed your 4 June article on
“How to win with Juan.” As a whole
it was a very good article, but I feel
you did not show the clear picture. By
that I mean that you took the word of
station managers running Spanish pro-
grams and, as such, some of the infor-
mation was as they saw it which, in
most cases, was right.

Since I am of Mexican descent and
yet as American as anyone can be. |
have always felt that Spanish radio,
like everything else, has and must
change with the times. 1 feel that the
huge Mexican market here in the Los

Can pipe one ballad clear:

Ye'll profit r-r-richer herel"”

Here, by the MacPLUS Plan,

Canny? You bet he can!
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5000 WATTS
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beautiful

SPONSOR $4
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SPONSOR
510 Madison Ave.
New York 22

Please send me Binder holding 13 fis-
sues and bill me later.
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O $4 one binder [J $7 two binders
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The Bolling Co.

5000watts |

Angeles area merits national sponsor
recognition so that the Mexican people
can have entertainment with their com-
mercials. Most of the Spanish shows
are on small out of town stations done
by men using the same techniques
used by American radio 15 years ago
and aimed at yesterday’s Mexiean au-
dience using as many as 40 commer-
cials per hour. Here in Los Angeles
and Southern California the big mar-
ket is today’s generation, not yester-

day’s.

May 1 also point out that you com-
pletely 1gnored television i your arti-
cle. Radio 1s the cheapest way but TV
wilt bring you better results. I am
speaking of the Los Angeles market.

To prove the above points | had
Tele-Que, a local survey organization,
do a survey on the Mexican market in
the Los Angeles area. 1 am sending
you a copy. I hope that out of it you
may find some interesting points.

May I add that through my experi-
ence with this market and the findings
of this survey I have come to the con-
clusion that this market can be reached
more effectively doing a show with
Latin music and English ecommentary.
By doing a Latin disk show in English
you not ouly reach the largest part of
the Mexican market but you get, as a
bonus, the many thousands of non-
Latins that enjoy Mexican musie.

Again, thank you for your foresight
in recognizing the huge market that is
being ignored by national advertisers.

Hank HERNANDEZ
Hank Hernandez Productions
Los Angeles

[ ) Reader Hernandez will he g2lad 1o send copies
of his T0-page survey *The Mexican Market in
Lo: Angeles” on rvequest.

WRONG AGENCY

In your issue of 22 Oectober you
quite justly complain about a private
organization setting itself up to judge
people’s reputations, especially when it
is careless ahout the facts.
In view of your self-righteous posi-
tion, I am sure you will he glad to
correct the inaccuracy on page 52.
which implies inadequacy on Foote.
Cone and Belding’s part in producing
the Toni White Rain ilm. The fact is.
Foote, Cone and Belding did not make
the film. but another ageney.
Tom PLAYFAIR
anp His REp Rover Bovs
Chicago

® Oops, forgive the crror! The Toni White

Rain Shampoo film comwercial was made by the
Tathawm-Laird ageney in Chicago.

Despite bad weather,
the North Avéenue
Nursery sold 20
times as many apple
trees as it normally
did—so many, in
fact, that it opened
another branch-when
it put its product
before Chicagoans on
THE HOUSEWIVES'
PROTECTIVE LEAGUE -
Most sales-effective
participating program
. ..anywhere!

et
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‘§ Reasons Why

The foremost national and local ad-
vertisers use WEVYD year after
year to reach the vast
Jewish Market
of Metropolitan New York
. Top adult programming
2. Strong audience impact
3. Inherent listener loyalty
4. Potential buying power

K/

—w
[ ]
&

Send for a copy of
“WHO'S WHO ON WEVO™

HENRY GREENFIELD

Managing Director
WEVD 117119 West 46¢h St.,
New York 19

T

87



The lowa-Kansas studies

Year after vear, for the past 1&

vears. meticnlous Dr. Forest Whan of
Wichita University has turned out twe
radio listener studies. One, sponsored
v WIHO, Des Moines, turns the ve-
scarch <potlight on the whole <tate of
towa: the other. sponsorved by WIBW,
Topeka. does the =ame for Kansas.
Utilizing perzomnal interview and diary
techniques. emploving  student inter-
viewers, Dr. Whan goex into many vi-
tal facets of radio listening.

In spoxsor™s lead article in tlis is-
sue (see page 27) you will note that
one advertiser based a spot appropria-
tion of £500.000 on this information.
thronghout the UL S, advertisers and
agencies are <tndyving the 1951 findings
newly released.

What interested us especially is the
erowing tendency of smart media buy-
ers to check Towa findings again<t Kan-
~a~ findings, Sinee the techniques are

Appl;muse

comparable, the research equally re-
liable, the quextions often similar, the
arcas akin. the Whan studies afford a
rare opportmity for such double-check.

We understand that other midwest
states have been surveved by Dr. Whan

although =ome of the resultant find-
ings have been for internal use only.
Next spring a big chunk of the east
may be Whan-researched.

In view of the definitive tvpe of data
ucovered. and the growing obsoles.
cence of the stillanuch-used BMB stud-
we found this comment by Dr.
Whan to us highly interesting:

“We stand readv to do the lowa-
Kansas type of survey for the entire
country. if it ix ever wanted—for about
one-third of what was spent on BMB.
The universities of the nation stand
ready to band mnder our leadership in
supplying such information for every
county and state in the U, S.—at cost

-on condition that all we find is pub-
lished. not just the finding of contrib-
uting stations.”

i(‘.\'.

Beethoven—He also sells!

What the pop music fans eall “long-
hair music™—and what BMI more ac-
curately dubs concert music—has too

often been looked upon by radio men
and advertisers as sirictly sustaining
stuff, okay for public service but not
for commercial selling. Although one
of the truly great contributions made
by the American radio indusiry to the
culture of this nation has been the
huilding of a mass audience for con-
cert music. the fact that this tvpe of
music can attract even larger audiences
and sell products has Dheen neglected,

Gen. Sarnoff’s three requests

“Pitch your mental tents in the field
of imagination,”” said David Sarnofl
dirring the commemoration of his 45
vears of sersice 1o radio and the nam.
e of RCVs Princeton Laboratories
“David Sarnofl Research Center.”

And to prose that his mental tent
neser is pitched anvawhere else General
Sarnofl asked for three new inmventions
b the time hi< 50th radio anniversary
rolls aronnd.

First. he asked for an amplifier of

leht that wonld provide brieht televi-

88

sion pictures capable of being project-
ed in the home or theatre on a sereen
of any desired size. He said that Or-
rin Dunlap. “head of the Intellectual
Department of RCA,” had labelled it
“Magnalux.”

“Will vou please let me have the
Magnalux before 195627 he requested.

Second. he asked for a television pie-
ture recorder that would record televi-
sfon programs on an inexpensive tape
at the stant when the dots reach the
antenna “and hefore they go through a
lot of complicated civeuits and photo-
graphic eqnipment.”  General Sarnoff

One of the reasons for underestimal-
ing the size and importance of the sc-
rious music audience is. to quote Ben.
ny Goodman, *. . . the stuffy and hi.
falutin® way some people write and tal'
about it.” Last year, Dick Pack. imag-
inative program director of WNEW.
New York independent. engaged Good-
man for a new role—program com-
mentator for a series of recorded Sun-
day symphonie concerts. He choose
B.G. for two reasons—Dbecause of his
double-barrelled reputation and achieve-
ment in both the fields of pop and con-
cert music—and because Benny has the
knack of talking about “longhair” mu-
sic in a lively and appealing way.

The Benny Goodman approach to
the classics proved so effective—it
upped WNEW’s audience in its tine
slot 50 per cent—that this year Pack
and BMI president Carl Haverlin ar-
ranged a unique public service project.
in which BMI is syndicating Benny
Goodman’s “Music Festival” at cost
(about $60 for a 26-week disk series)
to stations all over the nation. This
project, of course, is another impor-
tant contribution by radio broadcast-
ers to promoting the cause of concert
music. But the commercial implica-
tions should not be overlooked, for
this program highlights the commer-
cial potential of concert music.

Stations that take the “Benny Good-
man Music Festival” will, at no extra
charge, be allowed to make the series
available for local sponsorship. There
should be a great manyv local adver-
tisers who will find this lively series a
good way to win friends and mfluence
customers.

called thix a “Videograph.”

“Will you please let me have the
Videograph before 1956?” he request-
ed.

Third. he asked for a small. noise-
less, inexpensive air-conditioner for the
homie that would operate with no moy-
ing parts—only tubes. Ile named this
“llectronair.”

“Will yon please let me have an elec-
tronic air-conditioner before 195627
he requested.

These three 1equests were typical of
David Sarnoff 45 years ago. And ihey
are typical of the Sarnofl genius today.

SPONSOR



Wholeheartedly reliable . . .

In the course of more than
thirty years of broadcasting,
Avthur B. Church, president and
founder of the KMBC-KFRM
Team, has taught the folks m the
Heart of America a great lesson.
That lesson 1s the [act that where
ever they go there will be radio—
and—if 1U's KMBC-KFRM, 1t
will be good radio.

This earnest policy of reliabil-
ity spreads both ways. Listeners
i the rich Kansas City Primary
‘Ivade Area look to The KMBC-
KFRM Team as they have for
years, for the latest and greatest
m broadcasting. T'hey name The
T'eam their favorite source for
news, sports, special events, edu-
cational programs and fine whole- |
some entertaimment day in, day | |
out, year after year.

At the same ume, advertsers ‘

hnd that radio schedules placed
on The Team get results. They
know that they can depend on
KMBC-KFRM for relhiable serv-
ice, and be sure that their sales
messages are reaching the najor
share of the radio audience.

Yes indeed, The RKMBC-KFRM |
Team is wholeheartedly rehable. ‘
That's why KMBC-KFRM has and
holds the andi-
ence and why to
sell the whole
Heart of Amen-
ca, wholehearted-
Iy, it's. ..

| ! | 6TH OLDEST CBS AFFILIATE ¢« PROGRAMMED BY KMBC
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