50¢ per copy e %8 per year

SR
E pﬂwa

_._.mIE“"

AYUK CIGARS, INc. DOES A COMPLETE JOB .. .

i 7
o ) J WMBG

50 DO HAVENS AND MARTIN, Inc. STATIONS... S B" 74"
e , ——— - WTVR

Keeping in stride with changing tastes is as essential as the
quality ingredients in the product itself. This has been done
with singular success by Bayuk Cigars, Inc., makers of Phillies
and Webster cigars. |Improved methods of manufacturing. modern

packaging, advertising, merchandising, and promotion are &

continuing Bayuk program that has contributed much to increased
sales. This certainly proves that Bayuk management knows its

business well.

Havens & Martin, Inc. Stations always keep in step with changing
tastes, too. Pioneers first in AM, then FM and TV, they estab-

lished Richmond's one and only complete broadcast institution.

Audiences grow larger and more loyal each year—which explains
why so many advertisers rely. year after year, on these First

Stations of Virginia for outstanding sales results. Do you?

- | WMBG » WCOD*+ WTVR ™

Havens & Martin Inc, Stations are the only

complete broadcasting institution in Richmond,
|STATIONS OF VIRGINIA . S .
Pianeer NBC avtlets for Virginia‘’s first morket.
WTVR represented natianally by Blair TV, Inc.

, WMBG represented natianally by The Bolling Co.




FEATURES:

‘NEW 7" viewfinder pic-
ture tube produces larger,
brighter, sharper pictures to
help::'he cameraman.

NEW plug-in, high-stabil-
ity vidéo amplifier—with fre-
quency response uniform to

8.5 Mc.!
NEW fixed-position align-

ment coil for the Image Or-
thicon. Electrical control of
coil: eliminates all mechani-
cal ‘adjustments.!

NEW plug-in blower for
cooling the deflection coil
and Image Orthicon!

For complete information on
the TK-11A, call your RCA
Breadcast Sales Representa-

“tive, "o TR L

» ' . ‘- —
5 : n/ 1 . 4 .

Y
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Leading network engineers proclaim the TK-11A the
finest television camera ever produced—the easiest cam-
era in the world to handle—and the simplest one to get
at. It has all the proved performance advantages of the
world-famous RCA TK-10 camera= PLUS THESE NEW

NEW electronic-protectiof
system guards Orthicon
against deflection failure, or
loss of driving signals.

NEV “overscan™ control
takes burden off Orthicon dur-
ing warm-ups and rehears-
als; new vertical reverse
switch for film pickups,

One latch apens bath hinged sides
and top. Dual bar handles provide
better grip and euosier carrying.

RADIO CORPORATION of AMERICA |

ENGINEERING PRODUCTS DEP‘kTMEN_T"

CAMDEN.N.J.




New toothpaste
hits market

$15 billion Negro
market booming

Lux TV Theatre
to go full hour

NBC Radio to
juggle shows

Leading sponsors
report big profit

P&G’s $80 mil.
ﬂ' keep it on top

Lambert Pharmacal will spend 31 million (half of it in radio and TV,
network and spot) next 12 months to advertise new toothpaste, "Lister-
ine Antizyme," hottest thing in dentistry since chlorophyll. Product
contains anti-enzyme ingredient which keeps enzymes from converting
carbohydrates in mouth into tooth-decaying acids. "Ozzie & Harriet”
simulcast will be used over ABC Radio and TV starting 18 September.
Stars will personally announce new product over summer replacement,
"Listerine Summer Theatre," 28 August.

~SR—

Booming Negro market is 15 million strong with over 315 billion to
spend. Successful sponsors are those who've taken time to learn how
to program to reach average Negro. For 4 articles on Negro market,
radio, results, tips, see Section starting page 65.

—SR—

Lever Bros. has advised JWT to get ready to expand its Thursday night
"Lux Video Theatre" (CBS) to full hour starting 7 January. "Big Town"
(McCann-Erickson), following "Lux Video Theatre," and "Lux Radio
Theatre" may be axed. Lux show starts originating in CBS' huge TV
plant on West Coast soon. CBS reported to have made bargain conces-
sions to get Lever there with idea of inducing other sponsors to shift.

—SR—
NBC's Bill Fineshriber, Ted Cott working on plan to reshuffle as many
as 20 network radio programs aiming to build stronger lineups day and

and night. Cott plans to refuse taped versions of TV shows, will in-
sist radio programs be sSpecially produced.

—SR—-

Heavy air advertisers making money: P&G, which got rich pioneering
large-scale use of radio, reports 1952 net of 342 million, up ! mil-
lion over previous year, on net sales of $850 million. General Foods
netted $24.8 million (against 320.4 million previous year) on sales of
$701 million. General Mills made 311.4 million on 3483 million sales.

—SR—

General Foods' 354 million ad expeunditure was hailed as top in the
field when first released other week. But ex-P&G ad executive told
SPONSOR giant sSoap firm now spends upward of 380 million on advertis-
ing, making it kingpin. (Combined PIB-Media Records figures for 4
media list P&G's expenditures at $45.4 million, with 330.4 million
for gross network time.)

SPONSOR in new offices

tion hq. now located at Madison & 49 St. (40 E. 49 St.), New York 17. Phone

g

i Remember to change directories: SPONSOR editorial, advertising, and circula-

number remains MUrray Hill 8-2772. Other offices: Chicago, Los Angeles.

. .

SPONSOR. Voelume 7, No. 17, 2% August 1933  Tublished biweekly b XPONSOR Publlestions 1 at 110 £ Ave.. Baltim re M1 Exer oo FiHt ra AA ert inz Ciren-
latlon Offices 40 E. 15th =t.. New York 17. $3 a3 year tn U 8. $9 elsewhere. Entered as second .azs matter 29 January 1949 at Baltimore, Md postoSece under At 2 Marsh 1879
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REPORT TO SPONSORS for 2.1 August 1953

Industry income U.S. Commerce Dept. reports 1952 national income for radio-TV indus-

tops $404 mil. tries at %404 million, up $30 million over 1951. Total of 59,000
full-time employees averaged $5,559 each in salary, higher than any
field except banking. Profit trend's continuing. Latest CBS Inc.
report shows net income for first 6 months at record 54 million.

—SR—-

Kraft looks for
2nd net TV show

Kraft has instructed its agency, JWT, to recommend second network
show—because of success of "Kraft TV Theatre" in selling products.
Order comes several weeks after Kraft nixed NBC's bid to go alternate
weeks so U.S. Steel could have other week fer Theatre Guild hour.
Niles Trammell was called from retirement to make this pitch to Kraft.

—SR—-

ABC getting set
for fall season
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While ABC's new talent was signed primarily with TV in mind, ABC is I

making plans to use some of its stars in radio too come fall. In |
works is musical variety show 9:00-10:00 p.m. Wednesdays. Among those

mentioned: George Jessel, Joel Gray. ABC Radio's experiment with 15- l

minute strips between 8:00 and 9:00 p.m. during week will be watched [

closely by trade, especially serialized dramas. l
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GF outlook: from
mags to color TV

Why-magazines-are-trembling dept.: General Foods, $54 million adver-
tiser in 1952, reported among those planning to switch some of its
huge magazine expenditures to TV when color video arrives. GF's spon-
soring 7 radio, 4 TV shows during summer. Jell-=0 line will return to
net TV with shared sponsorship of "Our Miss Brooks," Bob Hope night-
time show, and participations on "Mama" after two-year absence.
sorship of daytime Bob Hope radio show will continue.

—SR—
Lever Bros. quietly market-testing sensational new powdered fertilizer
“Feralon" on fairly extensive scale. Made by Oswego Soy Products Mfg.
Co., Oswego, N.Y., product's for ama eur gardeners (window box variety),
guaranteed not to burn your plants. Incidentally Lever execs highly
amused by rumors soap firm about to be sold to General Foods or Gen-
eral Mills.

Spon-

Lever testing
new fertilizer

Firm's owned by Unilever, British-Dutch corporation.
—SR—

Does sponsoring Bishop Sheen's "Life Is Worth Living" pay? Ross D.

Siragusa, Admiral Corp. president, told SPONSOR Admiral sales of ap-

pliances first half of 1953 rose 58% over same period 1952. Firm's
Program returns 13 October

Admiral sales
589% over 1952

31 million TV show is given much credit.
(See page 31 for article.)

on Du Mont.

New national spot radio and TV business

SPONSOR PRODUCT AGENCY STATIONS-MARKET CAMPAIGN, start, duration
Colgate-Palmolive- Halo shampoo Sherman & Mar- 150 radio mkts, throughout Radio: anncts campaign; st carly Sep;
Pcet Jerscy City quette, NY country 52 wks ]
Fanny Farmcr Shops Candy Wyatt & Schuebel, Radio, TV stns in 17 major Radio-TV minute-anncts:; st mid-Nov;
Rheingold Beer foote, Conc G Beld- 25 stns in NY, Conn Radio: anncts campaign; st 17 Aug: 5%

Licbmann Brewerics,
NY

Moanarch Wine Co,
NY

Procter G Camble,
Cinci

Reader’s Digest,
Pleasantville, NY

Southland Coffce Co,

Atlanta, Ca

Manischewitz Wine
Drene
Reader's Digest

New coffee product

ing, NY
Donahue G Coe, NY

Zompton Advertising,

BBDO, NY

Donahue G Coe, NY '

50 radio, some TV mkts scat-
tered throughout country

30 mkts scattered throughout
country

20 radio mkts

Radio, TV in Norfolk

wks

Radio-TV: anncts, partic; st mid-Sep:
13 wks

Radio-TV: anncts campaign; st 7 Sep:
52 wks

Radio: 60-se¢ anncts; st mid-Sep; 13
wks

Test campaign; st Sep; duration not set

|
I
I
NY citics on Eastern Scaboard 6 wks I
|
|
I

SPONSOR




o WDSU-TV,New Orleans, reaches new horizons
with its increase to 100,000 watts video —

the maximum power allowed Channel 6.
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ARTICLES |

Is Bishop Sheen a good salesman for Admiral?

Appliance maker was thought daring for sponsoring Catholic prelate, but
sales are up 58% and Admiral has renewed Du Mont show, seeking 132
station lineup for coming fall and winter season

II. Beware of these media research pitfalls

Part 8 of SPONSOR's All-Media Study contains quotes from 2ight researchers,
seven agency executives, two advertisers, and four air media experts, outlining
the most important factors to be considered in planning and using media research

3 ways te cut commercial costs

A picture story pinpointing methods, gadgets for trimming costs of live TV
commercials as demonstrated at WNBT clinic for agencymen

An ex-magazine man looks at radio

After 25 years in the magazine field Edward Lethen Jr. joined CBS Radio.
Now, after two years, he gives his views on how radio has been under-selling
itself, cites fallacies in selling points magezines use to woo advertisers

SPONSOR index fer first halif of 1953

Articles and departments are indexed here under convenient headings. Extra
copies of this index are also available to subscribers without charge

NEGRO RADIO SECTLON

The Negro market: S15 billion to spend

Advertisers are discarding notion American Negroes constitute second-class
market. Article includes brand-preference data

Negro radio: keystone of community life

Stations which concentrate on Negro-appeal radio often come up with astonish-
ingly high share-of-audience figures

Negro radio results: no product limitations
Specific sales results stories from around the country show t*hat an air ad-
vertiser can sell Negroes anything from Cadillacs to fried shrimp, real estate
Tips on using Negro radio

Don't talk down, try to unload second-class merchandise, or overlook the
opportunity to have your commercials delivered by local pérsonalities

COMING |

SPONSOR’s Ali-Media Evalunation Study: Part 9

72 national advertisers reveal inside secrets of how they evaluate media. First
report on SPONSOR's 3,000-questionnaire survey of agencies and advertisers

Bloclk Prug Co. rediscovers radio

After more than a year away from network radio, Block now has one
network and two regional radio shows in addition to net TV show, is locking
for more radio coverage for future
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" More people
hear K\VKH

than all other
Shreveport

stations

combined!

'KWKH is by all odds the most listened-to, most
productive station in the Arkansas-Louisiana-
Texas area.

KWKH gets 22.3% more Average Daily Listeners

than all other Shreveport stations combined—
vet costs 44.2% less!

The audience figures above are from the new Standard ‘ i »

Station Audience Reports—the more conservative of ALL OTHER KWKH
. . . STATIONS COMBINED

the two recent audience surveys made in this area.

AVERAGE DAILY LISTENERS

KWKI1

A Shreveport TH'IIL’S Station

—E-f—-"

Write direct or ask your Branham representative

for the whole 50,000-watt KWKH story.

0,000 Watts - CBS Radio -

SHREVEPORT l; I.OUISIANAL

The Branham Co.,

Representatives

Henry Clay, General Manager
Fred Watkins, Commercial Manager
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The Biue Ribbon already
—and just a year old!

“The Best News Reporting of any non-
network radio station.”

That's the inscription on the trophy
just awarded KBIG, the Catalina sta-
tion, by The Radio and Television
News Club of Southern California.

With men who know news best . . . the
writer at the teletype, the newscaster
at the mike . . . these expertly handled .
hourly 5 minute-news gems of KBIG’s
Alan Lisser rank tops!

A long list of KBIG news sponsors
verify this judgment with pen on
contract.

You can join them with your own

newscast every day of the month for
only $25 a day . . . twice daily for $36.

STUDIOS IN AVALON GIANT
AND HOLLYWOOD ECONOMY
PACKAGE OF

SOUTHERN
CALIFORNIA

10,000 WATTS
ATt 740

/ £ 4 RADIO

John Poole Broadcasting Co.

KBIG « KBIF ¢ KPIK
6540 Sunset Blvd., Hollywood 28, Calif.
HOllywood 3-3205
Nat. Rep. Robert Meeker Associates, Inc.

6

k

Carl E. Hassel, Ross Roy, Detroit, tells a story
that illustrates spot radio’s flexibility. He

had just completed buving announcement time for
Dodge’s “Job-Rated” Trucks this spring, when
Dodge reduced prices. “l'e had to get new copy
to 200 radio stations throughout the Midwest,”
says Carl, “and we did it vvernight, thanks to

the fine cooperation of all the stations.” Carl
placed half the announcements in early morning to
reach car radio listeners, half near early evening
neus and late sports to reach men at home.

P S —

Ira Singletow, {umbert & Jones, New York,
bought announcements only between 7 and 8 a.m.
Jor his new Sonneborn Sons account—the Amalie |
Division, The reason for concentrating his fire:
The manufacturer of Amalie motor oils and grease
wants to be sure to reach men who are car owners
while they're driving to work. “Hence,” explains
lra. “we’re sticl-ing to minute announcements near

7 to 8 am. news and d.j. shows in the nine New
England marlets which coincide with firm’s dis-
tribution.” Agency specializes in automotive accounts.

e e i

Mildred Gaunen. French & Preston, New York,
has made the swing from selling securities to
pushing groceries. She used to work for Doremus
& Co., financial specialists, now buys time for
Grand Union Super Markets. Here's the parallel
she’s found between selling bonds and selling
biscuits: “To sell bonds, specific offers of
booklets were made to attract leads for security
salesmen. To get women into Grand Union
Super Markets we stress specials.” Announcements
are bunched on heavy shopping days.

SRR SO,
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Howard A. Schwavis. Beacon Advertising
Assoc., New York, is bucking the tradition of “hard-
sell spots only” which prevails among New York
retailers. For his Vlichael Bros. account. a chain of
10 retail furniture stores in New York and New
Jersey. he recently bought New York Page One,
11-11:15 p.m. across-the-board, to start in September.
“Ie’ll be using this T1" show for institutional
advertising,” he explains, “supplementing it

with fjlexible T1" spot announcements keyed

to Vichael Bros. daily sales needs.”

SPONSOR




ck McAdoo,

FARMERS FRIEND

Dick’s shingle might be so worded, if he had one up. It so
happens though that he reaches his audiences through our microphones.
WBIG, Greensboro, broadcasts to one of the most important industrial
and distribution centers in the South. It could occasionally be:
overlooked that we are also in the heart of o prosperous agricultural
area. McAdoo heads up two "“Farm’’ shows—early morning and midday—
with emphasis on the problems and interests of this special group of
listeners. Entertainment is about the same as we would offer every-
one; but Dick is especially adroit in the lingo of tobacco curing,
sheep shearing, or how to make apple jelly.

This is a Personality Series. Watch for
other ads featuring Bob Poole, of
“Poole’s Paradise;” Add Penfield, Sports
Director & Newscaster; Dick McAdoo,
Farm Director.

GREENSBORQ V.G,

Represented nationally by Hollingbery

CBS AFFILIATE | 5000 WATTS
24 AUGCUST 1953
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Tax and sympathy

Radio broadcasters have been obliged for some five years now to
“sweat it out’ against the inroads and threats of the new “monster”
called television. Only lately have they felt that radio was regaining
lost ground, reestablishing former standing. In any event it did
radio no good to beef. During its ordeal radio got about as much
sympathy as self pity usually elicits in this life.

* % *

What radio has been obliged to live with. and rize above, in recent
seasons, will suggest that radio broadcasters are not perhaps the
ones to feel an overpowering compassion for moving picture ex-

, hibitors when the latter complain of the same television menace and
seek amusement tax relief. Radio’s likely reaction is this: “It’s
tough all over, chum!” The movies must find, as radio has found
and is finding. its own technique for survival in a television age.

s

* * *

b

Eoree

Not that the movie exhibitors dont have a legitimnate case to
support their plea of “distress.” In five vears, 5,700 theatres closed.
This vear alone. so far, 500 movie parlors have folded. Precisely
this sort of evidence of “distress™ influenced both houses of Congress
and prompted them to the exceptional legislative action of voting
a special repeal of the 20¢¢ tax still in force as a war measure.

NOW SERYING OVER C

% In his not unexpected “memorandum of disapproval” President

Z|7 900 -W HOMES Eisenhower pocket vetoed this special exemption for movies because.
] he said. the government could not in 1933 forego any taxes and

‘N OKLAHOMA' be‘ca.use. in his 'opinion, to give one indu-str)' relief from. a 20% .ad-
o mission tax while so many other industries also complained against

a 20°¢ luxury purchase tax was unjust.

i i v

“June 1, 1953
* * *

Getting the movie exemption through Congress, even though now
killed by Eisenhower, was a considerable accomplishment in lobby-
ing. Credit is apparently owing to COMPO (Conference of Motion
Picture Organizations). and its legerdemain may be attributed to
enterprise and imagination. But the principle was pretty extreme.
[t could be argued—it was argued—that if movies were entitled to
special relief via tax repeal then the wav would be opened for all
<orts of other industries to demand similar consideration. Whisky,
for example, can plausibly argue that a $10.50-a-gallon excise tax
is not only a disproportionate burden on a legal and tax-paying
business but that it directly encourages hootlegging. a “competitor™
paving no tax at all.

Afihated with * * *
THE OKLAHOMA PUBLISHING CO.
Tohflu?,:::; oc?":h;i::: Theatre men contended that the 207 tax converted-into-added-
The Farmer-Stackman cross would be socially justified if, as predicted. it halted the de-
WKY Radia .
Represented by KATZ AGENCY, INC. (Please turn to page 131)

SPONSOR
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WJIAR-TY

CHANNEL 10: POWER, PRESTIGE, PERSONALITIES

WJAR-TV’s upped 225,000 watts serves 1,214,530 sets in $8,257,877,000 market

WJAR-TV's symbol is a crowing  has accumulated a record of perform- is restrained and factual. with the
Rhode Island Red rooster. In the four ance that warrants a lot of crowing. focus on these success-spelling factors
years it has been on the air WJAR-TV The mood of this WJAR-TV story power, prestige. personalities.

This presentation wav researched on the scene and prepared o ite
entirety by SPONSOR Presentstiots, Inc., for WJAR-TV. Providencs.

B e ______ - - -
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©C PROVIDENCE

POWER - PRESTIGE - PERSONALITIES
WJAR-TV

market

AT'THE SIGN OF THE ROOSTER

TEST YOUR PRODUCT IN THIS $8-BILLION MARKET

llere are some of the hard eco-
nomic facts that make the market
served by WJAR-TV a “must” buy
for national and regional advertisers:

The net effective buying income ex-
ceeds $8.25 billion.

The buying income per family in
this area is $35.195. as against a na-
tional average of $5.086 per family.

The economy as a whole in the mar-
ket is now stable as a resul of the
ereater diversification of industry. Up-
ward employment trends. as pointed
out in a recent roundup of industrial
developments in the New York Tribune
liave become increasingly noticeable.

Rhode Island, specifically, is the
most highly industrialized state in the
nation. with a still more vigorous
trend toward diversification. While tex-
tiles and jewelry still dominate manu-
facturing. the machinery. fabricated
metals and plastics and rubber goods

industries have been expanding rap-
idly.

There is no keener index to an area
or state’s economic health than its
comparative aggregate payvrolls. In
1952 total payrolls in Rhode lsland
were 3.5°¢ higher than they were in
1951.  Manufacturing accounted for
$470,926.000 of 1952’s total payroll.
$769.820.000. The ratio for manufac-
turing was 007 .

Rhode lsland. itself, is the most
densely populated state in the union.
A graphic example of this density: five
of its municipalities are absolutely con-
tiguous. Providence. Cranston. War-
wick. Pawtucket and Central Falls are
so crowded together that it’s difhcult
for the motorist to tell when he’s enter-
ing or leaving a city.

In terms of effective buying incomne
per family Providence ranks eighth
among the cities of America.

More and more national advertisers
are finding Providence and the sur-
rounding area an ideal test market.
Following is an excerpt from a letter
from Edward Felbin, of Philip Klein
Advertising, Philadelphia. that testifies
to this fact eloquently:

“We decided to use nothing but day-
time WJAR-TV participating spots in
order to first sell the women of Provi-
dence and the surrounding area on the
merits of Nylast. As a test marlket your
station was the best by far of the four
we used. In fact the results far ex-
cceded our expectations.

“On the basis of the Nvlast results
we are happy to again use WJAR-TV
and the Providence market as an exclu-
sive test for another new product, Nu-
Suede.

“I appreciate the coordination of
your merchandising effort to really
make the advertising pack a wallop.”

===
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Basic market data on W [AR-TV coverage area

R NET EFFECTIVE EFFECTIV
COUNTIES POPULATION FAMILIES RETAIL SALES FOOD GEN'L MDSE DRUG BUYING INCOME NCOME PE1
RIHODE ISLAND:
Bristol 30,100 8,500 $20,676,000 $7,456,000 $704,000 $812,000 $46,836,000 $5
Kent 83,900 24,700 68.337,000 21,037,000 | 2,156,000 | 2,028,000 134,204,000
Newport 66,200 16,700 57,078,000 21,785,000 2,616,000 2,173,000 105,892,000
Previdence 583,500 172,700 641,535,000 168,380,000 65,644,000 21,196,000 898,890,000
Washington 50,900 13,800 45,103,000 14,715,000 3,012,000 1,608,000 60,325,000
| MASSACIIUSETTS:
Barnstahle 49,100 15,800 79,229,000 24,310,000 3,021,000 2,717,000 64,172,000
iBristol 388,800 116,400 364,889,000 111,936,000 26,118,000 12,204,000 544,449,000
Dukes 5,700 1,800 7,656,000 3,211,000 307,000 411,000 6,206,000
Essex 532,200 : 160,200 545,974,000 172,164,000 | 34,843,000 16,659,000 819,521,000
i Middlesex 1,091,600 304,200 943,266,000 307,457,000 ’ 64,743,000 33,781,000 1,834,322,000
! Norfolk 411,800 116,000 355,519,000 113,994,000 14,205,000 12,655,000 768,875,000
Plymonth 196,400 59,600 202,851,000 i 61,467,000 ‘ 11,970,000 5,456,000 278,113,000
Snffolk 896,300 255,300 1,375,513,000 ‘ 315,756,000 294,225,000 37,454,000 1,408,374,000
Worcester 557,800 160,100 608,145,000 175,306,000 48,456,000 15,499,000 841,950,0C0
{ CONNECTICUT:
1 New Loudon 147,800 | 42,700 172,551,000 50,747,000 8,787,000 4,683,000 254,648,000 5.9
I Tolland 47,900 12,800 34,078,000 11,315,000 1,376,000 640,000 84,379,000 | 6.5
Windham 63,400 18,900 85,658,000 i 21,868,000 | 4,318,000 1,700,000 106,721,000 56
TOTAL [ 5,203,400 | 1,500,200 $5,608,058,000 $1,602,399,000 $585,954,000 $170,675,000 $2,257,877,000 Avg
| | |
Percent of U.S.A. 33 | 32 3.4 4.0 ' 3.1 | 3.6 3.6 U.S, Arg.
SOURCE: 1931 Sales Management “Survey of Buying Power.*

100303 50000000000000000000000C0000i00000000:70100000000000000200060000000000000000000000000000000000:0

This presentatlon wae researched on the scene and prepared In its
entlrety by SPONSOR Presentations, Inc., for WJAR-TV, Prevldence.
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_ POWER - PRESTIGE - PERSONALITIES

WJIAR-TV

AT THE SIGN OF THE ROOSTER

Programing

PROVIDENCE

{

WHEN A LOCAL afternoon program becomes a "
theatre and screen luminaries the show's presiding personality must have
something special. Olive Tinder (above center] has proved that her "Mati-

must'' stop for visiting nee Time' has that via ratings and sales. Flanking her are Joan C
Zachary Scott and Pam, Miss Tinder's Kerry Blue, who shares regula:

In the adjoining gallery are: (top) starring singer-m.c. Russ Emery,

il A g IR it

WIAR-TV DOMINATES NEW ENGLAND TV

LRI il ST TR R TITTIT I '

the real competitive showdown came in
radio it was the station with the strong-

IN LOCAL SHOWS, PERSONALITIES

Whenever a seasoned ad agency man
makes a tour of TV markets one of his
prime points of interest is the degree
and quality of each station’s local live
programing. lle especially notes the
roster of locally developed personali-
ties and the variety of fields of pro-
graming they encompass.

In his observations the seasoned ad-
man thinks not merely in terms of
what are good buys at the moment.
He also tends to project: how will the
station’s local programing structure
stack up under expanding station com-
petition in the area?

The agency man recalls this: when

est local programing setup that tipped
the scales in its favor.

WJAR-TV’s programing philosophy
is geared to the future as well as the
expediencies of the day. In the degree
and quality of local programing it is
the dominant station in New England.
The ratings demonstrate that it has
mastered the business of producing suc-

cessful commercial programs and de-
veloping personalities who are as adept
at selling as at entertaining.
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Programing

There's selling impact in these WIAR-TVY shows

Sugar ‘u’ Spice

reputation us a
/i '
Nere Fnpland Taleoar Club
@ clope v a
) T,

Riddle Skits ]

Teprer s P |

}
The Naney Divon Show /[
. W REL Doston, cight
r ot
4
TV Sports Page / " I
s Vew England’s top T W oal
'S i b
he had g M se¢ | ‘n ! ).
Weather Shoiwe S [ i
Macl’hee musi
Jir X 11
U th th Fri., 6 i
Matinee Time Ti
tewed by her rate O/
Shou's 0
Late “Yews, Sports and Weatlier Final l.
Arsdale alternate through the ueel 1o malc ne of
7 I " h
1
Today in New England ( i Ted la ¢
regional news, using Al and INS uwews, Teleneus clips, 132
rath J
Milkinan’s Mories } T N
alter, sin dances,
1
1€ . Ve I
'53 arerag e: 18.0
The Eddie Zaeck Showe I
troupe offers a variety
w10, of the high-rating "New England Talent Club,” [cen- s biggest 1 h { 4 ‘ /) i
dd Zack's crew of western performers and (bottom) sports- cww a 21.8 Pulse in Aj . Satu 30.6 p.m. Orig r
Vrren Walden with Rocky Marciano and George Araujo TJ/AR- NBC S

WIAR-TV s strong news schedule maintains high vicewer interest

Believing that news is of super importance to a TV schedule, this station spots on station breaks, using the INS facsimils service as well as
maintains a large staff of newscasters. It provides for 20-second photo regular reports at well-spaced intervals. Below are just the Telenews crew
Pete Gardner Jim Vetealf | Sha en

resents’ . s
entirety by SPONSOR Presentstlc c. fcr WIAR i
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Warrea Walden
{rea’s top sportscaster
who has won countless
awards for his work in
community campaigns
and humanitarian efforts

Olive Tinder

Did all sorts of com-
mentaries in radio
including the woman's
angle on the Indianap-
olis auto races

Aileen MacPPhee

She's the rocalist halfl
of the "W eather Show.
Her career tncludes

miuch radio and supper-
room work In Boston

POWER - PRESTIGE - PERSONALITIES
WJAR-TV

AT THE SIGN OF THE ROOSTER

© PROVIDENCE

THEY MAKE WJAR-TV A PERSONALITY POWERHOUSE

Programing

Betty Adams
Admen agree she not
only handles a lLitchen
show magnificently

but clinches a commer-
cial in topnotch style

LEddie Zack
Seven years in radio
has established his
western, hillbilly
troupes as tops in
Vew England area

Ray Smith

Started strumming his
guitar, rocakizing und
acting in radio back in
1938. llas been recording
Jor Coral past 3V years

Russ Emery
Bejore his big click on
“N.E. Talent Club™ he
appeared on manv Tl
net shows and starred
in leading niteclubs

Alice Jacelison
Conducted “Homemal:-

5 I .
ers’ Institute”™ on radio
Lefore coming 1o
“Ler’s Go Shopping”
three vears ago

Ted Metealf

T ith 15 vears of radio
and Tl and master of all
*ypes ol announcing. he's
now star attraction of
“Today in New England”

Nauecy Dixvon

A Y&R syndicated
show gained her top
ranking as authority
in fashion retailing,
retatl merchandising

Spent vears in theatre,
radio, T1" perjecting art
of the one-man type of
dramatic show, such as

his “Riddle Skits”

Russ Van Arsdale
Graduate of WJAR radio
and 13 vears in both
media as announcer, now
doing manv Hre shows,
including “The News™

ot

Ted iKuigld
An extensive arting
career paved the way
for his smash success
as mirth-making m.c.
of “VWil:man’s Moties”

Jiw La 'erriere
He's the figures and map
reader on “leather
Show. IFhen not on Tl
Jim serves as R.I. traffic
rep jor Eastern Air Lines

Art Lalie

Has been with WJAR ra:
dio for nine vrs. and
with WJAR-TV four vrs..
douhbling from announc-
Ing spols lo newscaster
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This award-winning public service series, “An Evening on College Hill,” got a 55 average rating

- WJAR-TV

Public serviee pro-
graming at WJ\R-
TN has achieved a
bright niche all its
ouwn. The amount
of time it devotes

to publie <ervice.
including religion
and education, i~
probabh unmatched by anyv other T\
station in America. with particnlar ref-
crence to single-station markets. Prob-
abh on no other T\" station have =o
many stafl personalities been heaped
with honors for <ervices performed in
behall of the community.
Recognition of WJARTV s special
flair for public service shows has Deen
numerous and frequent hut the kudo
that the station i< deeply proud of cou-
eerns the weekly

|

Warren Park

Brown University

EXCELS IN PUBLIC SERVICE

half-hour, “An Evening on College
LT 1t was picked for top honors for
the 1932-53 ~ca~on in the field of edu-
cational television programs by \ineri-
can College Public Relations \s<o,

The importance that WIARTV at-
taches to it~ public <ervice program-
ing i~ graphicallyv demonstrated by the
fact that the <pot assigned the Drown
[ niversity show wa~ the one following
the No. 1 rating. I Love Lnev.”

\mong the other public service se
ries that have gained WJAR-TV a -et
of appreciable ratings as well a< publi
plaudits are “Small Frv Secience.”
“Birds for Kuls." “Mavor’s Traflic
safetv Program.” “Portrait of Rhade
Island™ and “Wildlife in R. 1.7

Heading up WJAR-TV < public <er-
vicing programing i~ the Knowledge-
able and enerzetic Warren Park.

Personalities ou WJAR-TY" s public servvice programs

(l to r) Grace Black, with 13 years as m.c. in radio-TV, moderates the Mayor's Traffic Safety
Program'': Dr. Renato Leonelli ["Small Fry Science™) has been teaching science in R. |. for

15 years: Pete London's 2 showman with birds:

Roland C. Clement shows 'R. I. Wildife”

e e ——— e g Y L L L R L I I N N N R R R Rl e sl - s S i e S e S G G G GO G GO G G G G G M G Ge S D G n ED e R

EVERY FACILITY
FOK ADVERTISERS

Stndios

Stad A, wlhiele o Yo by 37T feet anl
tees tweo RO T TRAIOA studio cameras

tehin nel  contiol  facilties ar.

“ Lle Jor a cauiera and sueh
Jor | / / [ fre
] /\c ¢
’/A”I.\‘ Iz ’,,.[
criums o

l’/' (i ! '] {

] /) s

aad aews shon . This 25 Iy
viadio utidizes tueo NO T TR30

eras and complete Rliegle light Loard,

Production facilities
Stadio A contains a complete mode
cleetrie Litchen. plus many other hasie
sets awhielt are stocked | 15
types of shons. | fullv trained stuff
i arailable for consultation uith cli.
ents concerning sets. properties, light-
ing and other production problems.,

Filwe and slide facilities
Two RCA 16 mm projectors, two auto-
matic seleetroslide projectors. an SIE
strip film projector. a Grav Telop
opaque projeetor and a TDC slide pro-
jeetor are quailable. This equipment
s utilized in coujunction with tuo RC |
TA200 film cameras with all the latest
improvements. 16 mm cawmeras, in
stantancous Polaroid cameras. plus a
completely equipped laboratory  for
‘ﬂ[)ll(/ processing o stills and nmotion
pictures are (n constant use. Cowplete
il editing facilities by a competent
stuff are available.

Rewmote facilities

U completely equipped mobile unit is

available for sprcial events. The r
niote i T 00 s

nera ar
KY, /I,-/l. systeuat for televisine q lire
i 'u(‘u [ n

Music

Transcriptions, vertieal aad latera
N3ty an rp;

IForld. Sesac. effe lase
i [t [
1

N B




WJIAR-TV

management & staff

AT THE SIGN OF THE ROOSTER

Norman A. Gittleson, WJAR-1V's managing director and sales chief, takes time out to extend
hospitality to guesting luminaries. Here are Hollywood stars Viveca Lindfors and Barry Sullivan

HERE'S FOUR YEARS OF SOLID KNOW-HOW

Four vears of intensive know-how are
behind the operation of WJAR-TV.

The man behind the over-all opera-
tion is Norman A. Gittleson. With tre-
mendous experience behind him in ra-
dio, he helped put WFMY-TV. Greens-
boro, N. C.. on the air. His policy is
utmost service to the client and the
community, creating a feeling of good-
will.  He takes a personal interest in
every aspect of TV operations.

It is= a know-how that is apparent
in every facet of TV station operation:
topnotch program production. the de-
velopment of both commerecial and
public service personalities, commu-
uity goodwill building. eflicient servie-
ing of the advertiser and merchandis-
ing support for the product.

WJAR-TV’s 225.000 walts on chan-
el 10 serves one of the most densely
populated areas of America and 1,214..
530 sets (as of 1 June 1953). Its
range extends from Marblehead to
Montauk and from Cape Cod to Con-
necticut and yel— this is one of WJAR-

TV's great prides in sales effectiveness
—the station is used by scores of ad-
vertisers in many relatively small com-
munities in the two states adjoining
Rhode Island.

Divided by states, here’s a list of the
communities whose merchants have
used WJAR-TV: Massachusetts —
Dighton, Buzzard's Bay, Franklin.
Middleboro. Wrentham, Milford, At
tleboro. Hvannis, Boston, Mansfield.
Taunton. Plymouth, Dennis, Falmouth;
Connectigut—Mystic, Norwich, Put-
nam. New London, Danielson and
Willimantic.

Rhode Island’s only TV station.
WJAR-TV is owned by the Outlet Com-
pany of Providence, which also oper-
ates WJAR. founded in 1922 and
NBC's first affiliate. Although primar-
ily an NBC affiliate, WJAR-TV trans-
mits programs from CBS, ABC and the
Du Mont networks. as well as originat-
ing 90 local programs a week. WJAR-
TV was among the first to sign a color

TV contract with NBC.

NATIONAL SALES REPRESENTATIVES:

WEED TELEVISION

LT TR T e AT

Seymoar Horowits

Program manager:
applies thorough TV and
theatre bacl:ground to
local programing and
new show developments

Mauning Tesser

Production coordinator;
his keen creative flair
a big WIAR-TV asset;

had cxtensive T1
freelancing in N.Y.

Mickey Rorden

Promotion manager; has
intelligently applied

14 years theatre, TV
experience as producer,
director, writer to job

Pody Sinelair

Director of public rela-
tions and merchandis-
ing; here since 1919:

production manager un-

til reealled to Nary

T. C. J. Prior

Chief engineer; also
director of teehnical
operations of botl
WIAR-TV and WJAR:
with latter 29 years

Bill Cooper

Film director since
1950; backeround:
¥isual education and
distribution of
film libraries

Ben Boyden

News director for
past four years; tops
in lis field and ranks
as dean of news bureau

ehiefs in Providence

NEW YORK « BOSTON s+ CHICAGO e« DETROIT ¢ HOLLYWOOD e SAN FRANCISCO e+ ATLANTA £

Zalnng n

This presentation was researched on the scone and prepared in fits
ntlrety by SPONSOR J’resentations, Ine, for WJAR-TV. Providence,




STILL IN USE

A couple of days ago one of our
clients was in the oflice conferring on
a new 'V show. On the way out, he
spied a copy of sroxsor on our “lo
be read™ table.

lle hadn’t been avqguainted with the
magazine before and ashed a lot of
(uestions.

Then—he decided he would like to
take the copy with him. “Migzht have

some interesting information for me.”

' he said.

But as he started out, as~istant
stopped him. lle pointed out that this
was a file copy—for vse! lHe showed
the client the turned down pages. the
red-lined paragraphs for attention of
different departments. the classifyving
of material for use on future projects.

The client was promiszed a copyv of
sPONsoR, with our compliments- hut
not the file copy. There were other
magazines we might be willing to part
with  but sPONSOR wasn't one of them.

I suspect. after the client finishes
reading the copy of SPONSOR we zent
him—that you'll receive a subscrip-
tion. lle was impressed that there was
a trade publication that could still be
in use long after it was thoroughly
read by everybody in the office.

Thanks for such a publication.

Esazver DevBy
Demby Productions.
New York

ny

Inc.

SPANISH-LANGUAGE RADIO

We were very pleased to note the
“P.3.7 in the Julv 27 iszue regarding
the General Mills purchase of a quarter
hour across-the-board on KIWW, San
Antonio. . . . We were a bit distressed.

however. to see that sPONsOR neglected

fo mention that simultaneouzhy Gen-
eral Mills also bought a quarter hour.
daily, Monday through Friday Juana
Maria Show on XEO-NEOR of the
Lower Rio Grande Valley in Texas. to
reach the 250.000 Spanish-speaking
people there.

In addition. General Mills will be
using a quarter-hour. daily show on
XEJ. which serves the approximately

24 AUGUST 1953

180,000 Spanish-<praking prople
Il Paso area.

WHINET utilizing the
personalities or unigue programs the

aud around the

General also
houglt to nerchandise their prodiet
the personalities involved will he mak-
ing appearances in stores in their re-
spective markets, doing actual broad-
casts, giving away photo-, and in gen-
eral cooperating with the local Gen-
eral Mills people to really promote and
sell Gold Medal Flour,

\ctually
boom. with many of the older Spani<h-

business has contitmed to

language radio advertisers expanding
their efforts and other new ones com-
ing in. Verily Spanish-language radio

in the Sonthwest has become

league.

major

\nriine kR Gorboy
Snles Munager
National Time Sales
New York

FALL FACTS ISSUE

Enclosed is a cheek for two copies
of vour Fall Facts nummber. The issue
i~ full of nseful information. even for
one who. like myself. i~ concerned with
the export phase of the business.

If you plan to publish an edition.
thix year. showing international hasies.
please be <ure to put me on the list to
receive il. . .

Il . WennoLTz
International Vedia Supervisor

Young & Rubicam, Inc.
Vew York

®  SPONSOR'. «wecond annual inteenational See-
tion was published v the 29 Juue 1933 Issye,
coutains facts amil charis of inteeest to advers
tisers alreoad,

Congratulations!  You have pro-
duced again with your seventh annual
Fall Facts Issue.

Mav | plea-e have five reprints of
the “Radio Basies” section for our
salez and traffic departments?

Wi F. RirreTok
Wanager
WBOW . Terre laute

®  Reprints of the 1933 ° Radio Nasded™ and
“TV Bacies™ ace uow available, Price Iv 300 each,
20¢ for 23 ropics oc over, 13¢ for 100 ropice

0r over.

RADIO BASICS

In the May 18. 1953 is-ue of srox-
sor vou published a con-iderable
amount of information on radio set
ownership (“CB> Radio tarns sponsor.”
page 31). You also publizhed a break-

down of auto radios. Kitchen radios.

WRJIE- TV

C
l(lllll(’

53

PA PITT'S TV PREFERENCE

“NOW:-ON THE AIR"

WITH OUTSTANDING
“"NBC PROCRAMS
AND THE BEST IN LOCAL
ENTERTAINMENT

YES . ..
WhJF-TV

Takes Pittsburgh’s
2V, Billion
MARKET
OUT OF SINGLE STATION

Phone Wire or Write
for Complete Data

*EFFECTIVE SEPT. 1

WEED TELEVISION

NATIONAL REPRESENTATIVES

17
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CUSTOMER WRITES:
“We have been very well sotis-
fied with your long-ronge serv-
ice, and definitely feel thot it
hos been helpful in our sales
planning.”

Western Union
offers tested
Weather
Forecasts

You can make or save money by
making weather work for you.
Accurate long range weather
forecasts help you to plan and
time your sales — purchases —
production — inventory control
—and advertising more effec-
tively. Cooperating with famed
National Weather Institute,
Western Union provides scien-
tifically based, time-tested fore-
casts. They range from one
month to six months in advance,
and can be pin-pointed to any
desired specific areas.

For infarmation and rates,
wire or write to:

Directar of Callateral Services
WESTERN UNION TELEGRAPH CO.
60 Hudson Street
New York 13, N. Y.

and others, as well as information on
the listening in mid-morning, mid-
afternoon, and mid-cvening.
We are in the process of compiling

a promotional piece on this station and
I think the information contained in
your May 18 issue very important
reading for the prospective advertiscr.
We would like your permission to re-
produce these figures and information
contained in this issuc. Of course, full
credit will be given to the May 18,
1953 issue of SPONSOR.

M. M. RocHESTER

General Manager

KSEL

Lubbock, Tex.

® DPermission to reprint SPONSOR™s 18 May
article on  radio listening is  sccorded KSEL.
Readers secking permission te rveproduce urticles
from  SPONSOR  should request  permission  in
writing. Addresas 10 E. 19th St. Permission is
usually graunted provided eredit is given.

Please send us 30 reprints of the
“TV Basics,” and the “Radio Basics”
in your July 13. 1953 magazine.

DonaLD TELFORD
Commercial Manager
KIEM & KRED
Eureka, Cal.

FILM RERUNS

Some time ago we saw an article in
your fine magazine on the subject of
feature film reruns (“Is the rush to
film shows economically sound?” 28
July 1952, page 19). The article stated
that the second and third run had high-
er ratings than the original. Would it
be possible for you to furnish us with
another copy?

EvereTT L. THOMPSON
Radio-T} Director

Baldwin, Bowers & Strachan, Inc.
Buffalo

e SPONSOR is glad 1o furnich extra copies of
back isswes when available. Cost is 30¢ each.

15% COMMISSIONS

Regarding vour article. “Do agen-
cies earn their 157 on air accounts?”
(29 June 1953, page 32), here is my
thinking on the subject.

In the first place, [ think there
should be a separation as to whether
vou are talking about radio or tele-
vizion. | would say that quite general-
ly in radio most evervone would agree
that agencies do earn their 157%. There
aren’t so many outside packages as in
telcvision. There are still lots of soap
operas and other agency-produced pro-
arams—plus a lot of spot time buying

—all of which involves a substantial
amount of overhead for the agency,
apart from writing the copy for the
program or spots.

As for television, my only answer
would be that it would depend on the
agency. If the agency does a super-
ficial job, as so many of them are
doing, then they certainly are not earn-
ing their 157%. Even though most
shows are not agency productions, if
the agency does a conscientious job on
all the other things that they have to
do in connection with that particular
appropriation, they would have mnore
overhead per dollar of billing than
they would have in any other media.
Consequently, they would be entitled
to more than 157%.

Speaking for our agency, we have
as many agency-created and produced
shows as we have packages bought on
the outside. Yet in all instances we
render the kind of service in connec-
tion with the various appropriations
that we just cannot comne out even with
only the 15%. We have been charg-
ing all our clients a service fee in ad-
dition. and none of them has objected.

EnmiL MocuL
President

Emil Mogul Co., Inc.
New York

FORD ON “OMNIBUS”

I am ashamed to say that I nissed
your June 15 issue and so have just
been made aware of the figures in your
“Report to Sponsors™ in that issue.

The Foundation has budgeted over
$2,000.000 for the two programs in
the coming season: §1.560,000 for 26
weeks of Omnibus, and $520,000 for
26 weeks of the new show. currently
titled Excursion.

Not one-third but virtually all of
this money will be recovered in the
event of 10077 sponsorship since both
programs are being offered for sale at
breakeven prices.

It should be obvious that Omnrbus
last season cost quite a lot more than
£858,652 and that sponsors paid a
good deal more than $187,850.

The program budget for Omnibus
was exactly the same last year, and we
also underwrote station payment for
thc unsponsored portions which cost
us 846,320 during the first eight weeks.
The Foundation received a net income
from sponsors. after agency conunis-
sions, of $1,182.350. Your figure of

(Please turn to page 132)

SPONSOR
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A TELEVISION NETWORK IS BORN

rue €D € . tri-sTate NETWORK

WKRC-TV  WHIO-TV  /WTVN

—

INDIANA

OHIO B COLUMBUS

' N\
DAYTON )

\ ) o~
CINCINNATI

Ir\——

S

KENTUCKY

Now at one /ow cost the CDC offers advertisers con-
centrated coverage of three major Southern Ohio mar-
kets, Cincinnati, Columbus and Dayton, plus Northern
Kentucky and Southern Indiana.

For more detailed information, call or write Don Chapin,
Co-ordinating Director, 800 Broadway, GArficld 1331,
Cincinnati 2, Ohio.

Cincinnar Davron Corumsus
WKRC-TV - (8§ WHIO-TV.CBS-ABC - DUMONT WTVN - ABC - DUMONT
Katz Agency o George P. Hollingbery Company @ Katz Agency




KNXTIS the

No.l station &




1S the
station 1n the

TV market

1.

NOW MORE THAN EVER! For now
KNXT delivers a nighttime audience 259, bigger than

its nearest competitor...a daytime audience

| 487, bigger...half-again as much audience per dollar
as the second station. That’s the picture

latest research paints (ARB, July 1953). For the

0 No. 1 buy in the $11,000,000,000 Los Angeles television

j' market...the biggest audience at the lowest

cost...all signs point to... K N XT B :
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.o SUracuse, Omaha and Phoenix
+ Slandard Operatmg Procedure

TO BUY THE MEREDITH STATION

THREE

BIG

MARKETS!

Combined retail sales of the
Syracuse, Omaha, and
Phoenix metropolitan coun-
ty areas: $1,335,599,000.
Combined TV set total in
these three big markets:
542,637.

SYRACUSE - - * WHEN

Central New York’s most powerful station (190,000
watts on Channel 8). Sets in station area: 220,041.

Retail sales: $430,077,000. CBS Basic, ABC, DuMont.
Represented by The Katz Agency.

OMAHA :: WOW-TV

Truly a regional station that covers the big Omaha
market (191,096 sets) and Lincoln (60,000 sets). Re-
tail.sales: $469,879,000. 100,000 watts on Channel
6, maximum power allowed for this channel. NBC
Basic and DuMont. Represented by Blair TV.

PHOENIX - KPHO-TV

Arizona’s first TV station that sells the prosperous
natives who watch 71,500 sets. Retail sales: $435,-
643,000. CBS Basic, ABC and DuMont. Channel 5.

Represented by The Katz Agency.

4
L .

v

TIME BUYERS AGREE IT’S S:O-P*
TO BUY THE MEREDITH STATION

*S.O.P. — Armed Forces lingo for Standard Operating Procedure . . . “the way it
should be done according to the book.”

Sources: Survey of Buying Power, 1953; Broadcasting-Telecasting’s Telestatus

arrinareo wirn - Better Homes and Gardens ¢ Successful Farming Magazines
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New on Radio Networl: s

SPONSOR AGENCY STATIONS PROGRAM, time, start, duration
Amer Dury Assn, Chi Campbell-Mithun, Mpis NBC Bob Hope Show: F 8 30 9 pm 25 Sep; 52 whky
Anheuser-Busch, Inc, S5t D'Ascy, St Lows ABC 343 Spo‘ts Today with Bill Stern, M-F 6 30.45 pm
Lows 14 Sep. 52 wks
Coleman Co, Wichita, Kan N, W. Ayer, NY NB8C 175 Ope ation Tandem Barrie Cragg, T !230;9 pm
badd. s CaAante IL Q I0.30 A Tho g honter
Sun 930 10 pm, 1§ Se 1wk
Consolidated Cosmetics, BBDO. Chi CBS 203 Salen Drake, Sat 10 15-30 ]
Chi
Healing Waters, Inc, Tulsa  White Adv. Tulsa ABC 236 > Oral Roberts Sun 3-3 pm, 4 Oct. whs
Int'l Harvester, Chi YGR, Chi NBC S3 \ex D.cier. M F 7-7.0S pm, 7 Sep. 52 wks
Knomark Mfg, NY Emil Mogul. NY CBS 209 \rihur Codrrey, M-F ait days )-10 15 am 31
Auz: 39 wks
Ligzett & Myers Cunningham & Walsh, NY MBS 565 Perry Como Show M, W F 7 45-B pm: 31 A
tChesterficlds), NY 52 wks
Lo~ke Stove Co, Kansas Potts. Calkins & Holden, CcBS 20 Duke of Paducah; F 9:30-10 pm; 14 Aug. 13 wks
City, Mo Kansas City, Mo,
2. Renewed on Radio Networks
SPONSOR AGENCY STATIONS PROGRAM, time, start, duration
Elcctric Auto-Litc Co.i Cecil & Presbrey, NY CBS 191 Suspense; M 8-8.30 pm: 28 Sep. $2 wks
Toledo
Hall Bsothers, Kansas City. | FCGB, Chi CBS 200 Hallmark Radio Hall of Fame, Sun 9-9:30 pm: 6
Mo Sep: 52 wks
Andrew Jerzens Co, Cinci Robert Ore, NY CBS 130 Time for Love; Th 9:30-10 pm: 3 Sep: $S2 wks
Mirs, Inc, Chi Leo Burnett, Chi CBS 171 People Are Funny. T. B-B 30 pm: 6 Oct: $2 wks
Prudential Ins Co of Calkins &r Holden, Carlock, ABC 302 Jack Berch Show, M-F 12:25-30 pm: 21 Sep
America, Newark, NJ McClinton & Smith, NY S2 wks
R. J. Reynolds Tob, Win- William Esty, NY NBC 9§ Grand Ole Opry; Sat 9:30-10 pm; 14 Oct. $S2 wks

ston-Salem, NC

(For New Natfonal Spot Radfo and TV Husiness, ser

National DBroadcast Sales Executives

NAME

Milton F. Allison
John H. Bachem
Roger M. Baker
Charles Bell Je
Ted Bergmann
James E. Blake |Jr
Nick Bolton

levin G. Boudreau
Ccorge E. Burgess

Cael ). Burkland

Larey Butler

wendell B. Campbell
Boyd B. Carrigan
Harold C. Cacrow |t
John P. Cleary
Edward R Conne

C. M. Conner
Charles W. Curtin
Charlcs E. Denney Jr
Hen:y R. Flynn

Dick Foote

Don W. Frost

C. T. Carten

Jlohn Gibbs

Alma Craef

Hugh Grauel

David T. Harris
Fred Horton
Kingsley F. Horton

FORMER AFFILIATION

WiW-T, Cinci, sls mgr

Du Mont TV Net, NY,_ asst dir sls

WKBW, Buffaio, vp. Zen mge

WNHC, New Haven, Conn. acct exec

Du Mont TV Net. NY. sls dir

M>'s Star & Trb, Mpls, natl adv st¢

William Rymbeau. Chi office head

WHKNB. New Britain, acct exec

New Engl Adv Agcy. consultant chg radio & TV
accts

CBS Radio, dir stn admin

KX:C, fowa City, comml mge

CBS Radio Spot Sls. gen sls mgr

A+tow TV Prodns, Hywd, acct exec

Armed Forces

NBC, NY, radio net prog mgr
Selt-employed (making survey of TV field

KENI, Anchorage., Alaska. acct exec
Yankee Net, Boston, acct exec

Paramount TV Prodns, special project exec
CBS Radio Snot SIs. NY, eastern sls mgr
Clinton Foods, Clinton, 13, sismn

Weed O Co. NY, acct exec

WSAZ, Huntington, W. Va, stn mar

KOV. Pittsb, public serv dir

MBS. NY, mgr sls serv dent

ABC TV, West Coast slsmn

KWG, Stockton, Cal, mgr
MBC, NY, acct exec sls dent
CBS. Hywd, hd West Coast sls

‘Heport tn Mpontors.” page 2 )

NEW AFFILIATION

CBS Radio Spot Sls, NY, eastern sls mgr

Same, natl sls mgr

WBES-TV, Buffalo, gen mge

WHAY, New Britain, sls mgr

Same. gen mge

KSTP. Mpls. natl sls dept

Katz. Chi, radio sls stt

WDRC. Hartford, acct exec

Screen Cems. NY, sls dept

Portsmouth, Va Radio Corp ‘WSAP
gen mgre

WNAX, Yanktnn, SO, sls scev mge

CBS Radio Civ. vp chg stn admin

forioc & Co. LA, sls acct exec

WXYZ WXYZ.TV. Dete. publicity dir

Same dir radio net progs

Pro-kter TV Enterprises. Mywd & NY, vp chg natd
sls

KTVA. Anchorage. Aliyska. nat! adv mgr

WDRC Harttord., acct exec

KECA-TV. LA. asst gen sls mar

Same. gen sls mgr

Forjoe. NY. acct exec

Free O Pcters, NY, acct exec

Same. asst gen mgr

Same, prog dir

Ssms  mgr comml opers

RCA Recorded Preg Serv. Chi. Central Northwes
ern sls rep

KM]. Fresno, Cal. cpers mgr

Same. dir radio net sls

Ceorge F. Foley. Hywd. vp chg West Coast office
(new cffice, address 6087 Sunset Blvd)

exec vp

)

In next issue:

Yeiwe and Renewed on Telerision

(Network):

Advertising Agency Personnel

Changes; Sponsor Personnel Changes; Station Changes (reps, neticork affiliation. poiwcer increases)

24 AUGUST 1953

24 AUGUST 1953

Numbers after nemes
refer to Ncuw and Re
new category

n.B.C
F.
D. I Ve
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24 AUGUST 1953

Mational Broadcast Sales Executives (cont’d.)

NAME

Henry Howard Jr
Allen Hundley Jr
Edwin T. jameson
Hugh O. Kerwin
Frank G. King
Carl E. Lee
Frederick A. Long
Ralph W. Long
William G. Martin
Donald H. McGannon
John D. McTigue
Edwin C. Metcalfe
Paul E. Mills

Bill Morgan
Merrill Mueller
John . Mulvihill
Robert P. Murray
Bill Newton

Floyd Ottoway
Martin S. Pollins
James Pollock
James H. Ranger
Stan Raymond
Bok Reitzel
Stephen R. Rintoul
Elton H. Rule
Emanuel Sacks

Hugh Sebastian
William H. Shaw
Hamilton Shea

I. E. Showerman
George T. Shupert
Robert H. Silverman
Bert Somson

John G. Stilli Jr
George D. Tons

Dirk A. Watson
John D. Wilson
Helen Wood
Frank Woodruff
William R. Wyatt
Walter S. Zahrt

FORMER AFFILIATION

NEW AFFILIATION

CBS TV, Hywd, chg bus affairs

KDSX, Denison, Tex, prog dir

Free & Peters, NY, acct exec

Crosley Distrib Div, St Louis, adv, sls prom mgr

KECA-TV, LA, gen sls mgr

Fetzer Bdcstg, Kalamazoo, admin asct to pres

Geyer Adv, NY, dir radio & TV

Quick Mag, adv megr

Wiliam Esty, NY, radio bus mgr

Du Mont TV Net, NY, admin asst to mng dir

WJZ, NY, dir publicity

KECA-TV, Hywd, sls stf

WOWO, Ft Wayne, sls mgr

WXYZ, WXYZ-TV, Detr, dir adv, sls prom

NBC, NY news ed. commentator, ''Today”

Gen Artists Corp, Hywd., dir radio-TV dept

Branham Co, NY, radioc & TV slsmn

Filmack Studios, Chi, creative sls

WSYR, Svracuse, asst prog dir

WNJR, Newark, NJ, nati sis mgr

WPTZ, Phila, film & prog dir

KWG, Stockton, Cal, sis dept

WATL, Atlanta, comml mgr

CPRN, Eastern sls rep, NY

WXXW, Albany, pres, gen mgr (stn off air)

KECA-TV, LA, spol sls mgr

RCA, Camden, NJ, vn, gen mgr RCA Victor record
dept

Lever Bros NY, res analyst

Broadcasting mag, Midwest sls mgr

WTAM, WNBK, Cleve, gen mgr

NBC, vp chg central div

United Artists TV, NY, vp, gen mgr

WABF, NY, sls mgr

United Film & Recording Studios, Chi, dir sls

WBZ, WBZ-TV, Boston, sls prom hd

KDKA, Pittsb, sis mgr

N. W. Ayer, NY, acct exec

Bloom Adv, Dallas, radio-TV dir
Forjoe, NY, acct exec
Dancer-Fitzgerald-Sample, NY, vp
George W. Clark. vp chg NY office
Tracy-Locke Co, Dalias, acct exec

CBS Radio, NY, prog bus affairs dept L
Same, stn mgr

NBC Spot Sis, NY, sismn

WTVI, St Louis, adv, sls prom mgr

Same, gen mgr

Same, mng dir

United Artists TV, NY, vp, gen mgr \
George P. Hollingbery, NY, sls stf .
Du Mont TV Net, NY, dir sls Na

Same, asst mng dir

NBC Radio, NY, acct exec, radio net prei;
Weed & Co, Hywd, sls stf

WBZ, Boston, mgr

WXYZ-TV, Detr, acct exec

Same, radio news O features exec
WOR-TV, NY, acct exec

Katz Agcy, NY, radio sls stf

Kling Studios, Chi, acct exec

Same, prog mgr for radio

World Bdcstg, NY, fieid sis rep
WILS-TV, Lansing, Mich, TV prog dir
Same, mgr

Dora-Clayton Agcy, Atlanta, acct exec
CBS Radio Net, Pacific Coast sls mgr
WPTR, Albany, gen mgr

Same, gen sls mgr

Also NBC, NY, staff vp

C. E. Hooper, NY, res analyst

KHMO, Hannibal, Mo, gen mgr

WNEC, WNBT, NY, gen mgr

Ziv TV, NY, sls exec

ABC, NY, vp ABC Syndication

WQXR, NY, acct exec

Kling Studios, Chi, acct exec

KDKA, Pittsb, sls mgr [

Westinghouse stations, Midwestern sis mgt |
fice in Chi) f

Forjoe, NY, acct exec v\

Screen Gems, NY, Southwestern sls mgr

Richard O'Connell, NY, acct exec

Free & Peters, NY, dir radio prom & res

BAB, NY, dir memb serv

George P. Hollingbery, SF office, sls stf

New Agency Appointments

SPONSOR

PRODUCT ({or service)

American Corn Millers Federation

Charles Antell, Balt

campaign
, New products div

Leading corn millers’ national ad

AGENCY

Arthur Meyerhoff, Milw, :Chi
erly Hills

Dowd, Redfield & Johnstone;
Boston

Charles Antell, Balt Fastabs (weight reducing tablets)
Dwight Edwards Co, SF (Div Safetv Stores) Edwards Instant Coffee
Finlay Straus Stores, NY Credit jewelry chain

Ruthrauff & Ryan, NY

Erwin, Wasey & Co, LA

Hirshon-Garfield, NY (for rav
TV)

Mace Adv, Feoria. Il
Hirshon-Garfield, Miami
Harry B. Cohen, NY
Schoenfeld, Huber G Green, |

Gipps Brewing Corp, Peoria, Il
Industrial Research, Miami
Lewal Industries, NY

Sterling Ins Co, Chi

Gipps Beer

Hydrocap Catalyst Battery Cap
Instant Dip Silver Cleaner
Insurance

5. New Firms, New Offices, Changes of Address

Bolling Co, new Chi hdqtrs: Tribune Tower, Rm 1817 Hilton & Riggio, ncw Hywd office: Hollingsworth-Taft

Branham Cc, new address in Charlotte: 2001 Liberty Life Bldg, Nona Kirby Co, reps. new New England hdqtrs: Statler C
Charlotte 2, NC Bldg, Boston, Mass

Compton Adv, NY, to move to 261 Madison Ave in Dec; A. C. Nielsen Co, new radio-TV sales-serv office on
present address, 630 Fifth Ave Coast: 100 Bush St, SF; Joseph R. Matthews, Westem

Donald Cooke, Inc, new NY address: 331 Madison Ave Robert M Purcell TV, Hywd, new TV consulting firm, be

Joe Harry, new Spanish-lang radio & TV rep firm, San An- by Robert M. Purcell, formerly dir opers at KTTV
tonio; to commence opers 1 Sep; Joe Harry to resign Rowe & Wyman Co, ad agency, new address: 3800 Re:
as mgr KCOR, San Antonio Rd, Cinci 29, Ohio

e e e e Se v s v cer . =

il

Numbers after names
refer to New and Re-
new category

Joe Harry (3)
Bok Reitzel (3)
M. F. Allison (3)
Carl Lee (3)
Nick Bolton (3)

Emanuel Sacks (3)
C.T. Garten (3)
G. T. Shupert (3)
John D. Filson (3)
Bill Morgan 3)

24 SPONSOR
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AN

SINGULAR PLURALS

(including clowder,

murmuration and gaggle)

We have been investigating group desig-
nations for the animal kingdom. In the
interest of keeping you informed, we pub-
lish a passel of our findings.

A bunch of cats is a clowder; one
speaks of a cover of coots, a stud of
mares, a tribe of goats, a bale of turtles,
a murmuration of starlings, a rafter of
turkeys and a gang of elk. There are also
a dray of squirrels, a pace of asses, a
barren of mules, a crash of rhinoceroses,
a gaggle of geese.

In a certain part of the Midwest, where
consumers herd and listeners muster,
there’s a plural for human being which
gives point to our prose: WM Tlisteners.
This is a collective term for 338,480
families who listen to WMT every week,
the pluralest assemblage that ever.

For a clutch of data (a group of
datum), see the Clowder* man.

WMT CEDAR RAPIDS

600 ke 5,000 watts
Basic CBS Network

*The Kat; Agency, our national reps.
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ANOTHER
ngA{DER [ X X B ]

AR

.. .IN THE

WEMP PARADE!

26

BILL BRAMHALL, one of WEMP's famous
air salesmen, emcees two great shows
daily. His homespun style is all his own,
yet fits like a glove in the WEMP family.
One thing is sure, if Bill says it's good,
they buy it. Some of his advertisers are:

Coca-Cola, Ox;'do',, Omar, Simonize,
Robert Hall, Household Finance,
Miller Brewing Co., Wheaties,
Schlitz Beer, R. G. Dun Cigars,
Bab-O, Squirt, Manischewitr Wine. .

WEMP delivers up to twice the
Milwaukee audience per dollar of

Milwaukee network stations.* Call
Headley-Reed!

»Based on latest available Hooper
Comprehensive and SR & DS rates.

WEMP weme-rm
MILWAUKEE

HUGH BOICE, JR., Gen. Mgr.
HEADLEY-REED, Natl. Rop,

24 HOURS OF MUSIC, NEWS, SPORTS

Richard Owen Jr.

Acting Advertising Manager
B. T. Babbitt, Inc., New York

e Spomsor

Dick Owen became Babbitt's assistant advertising manager at a
crucial point in the company’s historv: 1950 was the year when
Bab-O’s competitor, Ajax. began its heavy inroads into the cleanser’s
sales.

As a newcomer in the soap business at the time, Dick got a con-
centrated course in the philosophy and practice of soap selling from
his part in the battle for housewives favor.

Here are some of the lessons he learned:

Consumer taste is fickle: Women are the soap buyers, and a
woman's preference today is no guarantee of sales for tomorrow.
Everything from premiums to sweet scents in the cleanser have been
used in the ding-dong leadership struggle hetween Bab-O and its
arch rival. Ajax.

Competition is keen: 1t’s the boxing game of advertising—a con-
stant case of “he’s up. now he’s down.” New ingredients are
hitched up with new advertising strategy in order to get a fresh sales
punch. (See “Bab-O bounces back,” spoxsor, 22 October 1951.)

And although Babbitt flatly refuses to disclose its advertising
budget, it’s fairly easy to figure it out by simple arithmetic. It is
known that the firm’s budget has fluctuated between $2 million and
82.5 million in recent years. According to PIB and Media Records.
Babbitt spent $273.000 in network TV, $23.000 in network radio.
$212.000 in newspapers and newspaper sections. $5.500 in 1naga-
zines in 1952. Subtotal: $513.500. Conclusion: Babbitt is spending
at least 81.5 million in spot radio and TV.

The philosophy of Babbitt's selling was explained to sPONSOR by
Dick Owen: “[t isn’t enough to keep tabs on the competition’s ac-
tivities and to keep close track of your ad campaign’s sales pull.
You've got to stay on top of new product developments, consumer
preferences. individual market problems. That doesn’t make the
:0ap business different from other parts of the grocery field . .
only more so.”

Before joining Babbitt. Dick was assistant ad manager of the
Boyle-Midway Div. of American Home Products for a few years.

Going to his Westbury, L. 1., home doesn’t take him away from
advertising. His three-year-old daughter has a toe-hold on the busi-
ness. “She thinks in slogans,” Dick says. * & X

SPONSOR

e Ty




4 Mary Ellen

And how those kids can sell mom
on the products advertised on WSPD-
TV's “Fun Farm".

Dow Chemical Company, through its Saran Wrap Division,
purchased participation to promote its new crystal clear
plastic wrap in the Toledo Test Market. After a few short
months, Saran Wrap enjoys 21% of the total wrap sales
in Toledo. Happy local and regional sponsors include
Toledo Edison, Kuehmann Potato Chip Co., and Corn
City Chicken.

Lovely and talented Mary Ellen superbly handles the fun-
making and the commercials five mornings a week. Activi-
ties range from dancing the Hokey Pokey* to learning
about safety in the water (above picture with Red Cross
Instructor). A weekly drawing contest attracts over 300
entrants, with such prizes as bicycles, phonographs, pop-
corn poppers, and pet shop certificates being awarded.

Personal appearances of Mary Ellen in Toledo’s leading
super markets the past six weeks have drawn over 8,000

kiddies and parents to watch her draw funny faces from

their initials. She has definitely proven to be the idol of

Storer Broodcasting Compony

TOM HARKER. NAT. SALES DIR. 118 £ 57th STREET. NEW YORX

24 AUGUST 1953

AM-TV

TOLEDO, OHIO

Represented Nationally

by KATZ

the younger set. Letters from parents indicate strongly that
the adults drop everything to watch “Fun Farm" also, and
mail pours in from every town within the WSPD-TV cover-

age area.

A call to the Katz Agency’s nearest office, or Adams 3175
in Toledo will be the first step in bringing you outstanding

sales results in Toledo's Billion Dollar Market.
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V First

CLEVELAND'S
CHIEF STATION

5,000 WATTS—850 K.C.
BASIC ABC NETWORK

REPRESENTED
BY
H - R REPRESENTATIVES

6:-

I < =

cLevelanD's Chief STATION

NO DOUBLE ||
SPOTS . .. |

NO SECRET
RATES . .. |

Your Advertising }
Travels

FIRST CLASS

San Antonio's
Leading
Independent

Nat‘l. Rep. John E. Pecarson Co.
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See:

Issue:

0 Subject:

-

“The five-minute neitwork radio
show” f

17 November 1952, p. 34

No rash of new eapsule programing
in fall 1953; trend reverts to news-
easts, news commentary

In November 1952 there were 31 sponsored five-minute programs
on the four radio networks. By September 1953 the total number of
sponsored capsule shows will be reduced to 25. Last fall the format
of these midget shows ranged from conmedy and music to philosophy
and news. This fall the overwhelming majority of five-minute shows

are news programs.

Said one agency radio-TV man: “It’s difficult to develop audience
loyalty for that brief a show period. The ratings of such capsule pro-
grams therefore hinge upon those of their adjacencies. A news pro-
gram featuring a well-known commentator. however. usually has its
own drawing power, more because of the commentary than for the

scope of the five-minute news coverage.”

= S—
& )

TIME

PROGRAM

SPONSOR

AGENCY

ABC: Spousored five-minute programs

8:55-9:00 a.m.
M, W, F
2:30-2:35 p.m.
4:25-4:30 p.m.

» W,

10:30-10:35 p.m.

Time for Betty
Crocker

Time for Betty
Crocker

Time for Betty
Crocker

Edwin C. Hill (news)

Ceneral Mills
Ceneral Mills
General Mills

Philco

CBS: Sponsored five-minute programs

11:00-11:05 a.m.

Sat
1:55-2:00 p.m.
Sat

4:00-4:.05 p.m.
M-F
4:15-4:20 p.m.

4:55-5:00 p.m.

5:55-6:00 p.m.
Sun

6:20-6:25 p.m.
M-F

Bifl Shadel 2nd the
News

Galen Drake

Robert Q. Lewis Show

Sunshine Sue

Robert Q. Lewis Show

Cedric Adams (news)

Rabert Q. Lewis Show

Campana Sales Co.
Sanka

Calumet, Post
Toasties

Corn Products Sales
Co.

Calumet, Post
Toasties

Sonotone Corp.

Calumet, Post
Toasties

MBS: Spousorved fire-minute prograws

8:55-9:00 a.m.
M-F

10:30-19:35 a.m.

M-Sat

11:25-11:30 a.m.

M-Sat

12:15-12:20 p.m.
M-F

2:25-2:30 pm.
M-Sat
3:25-3:30 p.m.
Sat
5:55-6:00 p.m.
M-F
6:25-6:30 p.m.
Sun
7:45-7:50 p.m.
T, Th
:55-8:00 p.m.
Sat

-4

9:00-9:05 p.m.
M-F

5 min. M-Sat fol-
lowing ‘‘Game

of the Day"

min. Sun-Sat
preceding

wvi

““Game of the

Day’

5 min. Sun fol-
lowing ‘‘Game

of the Day”

Gabriel Heatter
(news)

Headline News—
Frank Singiser

Headline News—
Holland Engle

Capital Commentary

Headline News—
Frank Singiser

Headline News—Sam
Hayes

Cecil Brown, Com-
mentary

Cecil Brown, Com-
mentary

Titus Moody

Cecil Brown, Com-
mentary

Bill Heney and the
News

Camel Scoreboard

Vitalis Warm-up

Wheaties Scoreboard

(1) Block Drug Co.
(2) VCA Labs.

Sponsors alternate M,
W, F first wk, Tu,

Thu second wk
S. C. Johnson G Son
S. C. Johnson & Son

S. C. Johnson & Son

S.

C
C

S. C. Johnson & Son
C. Johnson & Son
c

S. C. Johnson & Son

State Farm Mutual

Auto Insurance Co.

Emerson Drug Co.

State Farm Mutual

Auto Insurance Co.
Jehns-Manville Corp.

R. ). Reynolds To-
bacco Co.

Bristol-Myers Co.

General Mills

NBC: No spousored fireqminute prograwms

Dancer-Fitzgerald-
Sample

Dancer-Fitzgerald-
Sample

Dancer-Fitzgerald-
Sample

Hutchins Advertising

= S S— - R T e

Wallace-Ferry-Hanly
YGR

Foote, Coné¢ & Beld-
ing
C. L. Miller Co.

Foote, Cone G Beld-
ing
Kudner Agency

Foote, Cone & Beld-
ing

(1) Cecil & Presbrey
(2) Kastor, Farrell,
Chesley G Clifford

Needham, Louis &
Brorby
Needham, Louis &
Brorby
Needham, Louis &
Brorby
Needham, Louis & 1
Brorby F
Needham, Louis &
Brorby
Needham, Louis &
Brorby
Needham, Louis &
Brorby
Lennen & Newell

Needham, Louis &
Brorby

J. Walter Thompson

Wm. Esty Co.

Doherty, Clifford, I
Steers & Shenfield

Knox-Recves Adver-
tising

¥

SPONSOR
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Live Talent, Live Audience \\\f\ \|

n ) . .o .
°S *hf area WNAN-570 covers is immense and predominantly rural. Rural folks

e live talent. WINANX-570 delivers it, with 309, of our air time live and local.

Big Aggic Land meets station personalities on the air and in person.
w6 WNAX Bohemian Band regularly tours our coverage area—
"inncsota. the Dakotas, Nebraska and lowa. On Saturday nights
sizable group travels to various towns presenting ['lie Missouri m
ldley Baru Dance. Wynn Specce takes Your Neighbor Lady,

o ke kitchen program, on a series of summertime picnics.

Is Davis, dean of Midwest coaches, covers major

v sorts events play-by-play and on-the-spot. The popularity

¢ these and other WINAX-.570 personalities is attested

L 31,462 requests for picture postcards of our “talent” in

—wecent 77-day period. And by Diary Study ratings:

. er average Y4-hour rating is twice that of any one of the

¢ other stations mentioned in the Study.

To sell live and lively in our countrypolitan

" pirket, sec the Katz man.
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WNAX-570
Yankton-Sioux City
A Cowles Station
Represented by The Katr Agency
| CB8S Roadio
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JUNE 5,1953--100,000 WATTS

MARCH 9, 1953--50,000 WATTS

JULY 15, 1949--16,300 WATTS

... the Carolinas’ first television station is also first to reach maximum power. Twenty-firs

now operating elevision’s top powei

station in the nation in sets served (eighth among single-station markets) WBTV reache

out to almost 4,000,000 people with effective buying income of $3,800,000,00(

The Television Service of

JEFFERSON STANDARD LIFE INSURANCE COMPANY
Represented Nationally by CBS TV Spot Sales

Accarding ta FCC Engineer, Edward Allen, 100,000 watts
an Channel 3 equals 316,000 watts an Channels 7-13, 5,000,000
watts an UHF Channels. WBTV's law channel, maximum pawer and
mauntain-tap fransmitter, lacated 1090 feet above average sur-
rounding terrain, give the statian exceptianal geographical caverage.
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llats spon
Bishop Sheen sold
or Admiral”

Madison Avenne's Donbting Thomases

-

knew for sure a religions personality was “too

controversial®™ but faets confonnded them

& 1 took faith to sponsor Bishop Sheeu.

Any hardened programing man could tell vou why buving the ~show
was good charity but poor business.

1. Non-Catholics in the audience were bound to be lukewarm if wot
hostile to a high church oficial of another religion.

2. The program was slotted opposite Milton Berle (Tuesday 8:00-
8:30 p.m.. Du Mont). a period generally conceded as hopeles<Iv ot to
Berle and NBC.

3. The format called for 25 minute~ of uninterrupted talk from
Bishop Sheen. No props. no guest stars. no vi~ual devices except a
blackboard.

But Ross D. Siragu=a. president of Admiral, who founded the com-
pany with horrowed capital totaling $3.100 in 193 1. was u~ed to heing
first. (First to make low-co=t record changer phonograph-: first to make
low-cost TV consoles with molded plaztic cabinets: first to sponsor Sid
Caesar and Tmogene Coca.) He swung fronr sponsoring Lights Out
(chilling drama) and Stop the Music (quiz and gags) to Bishop Sheen
in Noveniber 1952 (along with coverage of special events. including the
Golden Gloves boxing tournament. the All-Star foothall game. the
Democratic and Republican convention-. and election night returns).

THIS WE FIGHT FOR The industry causcs spoxsor stands for includc the
following as crpressed ina February 1953 cditorial : “We fight to aqge
advertisers, ageneies, networks, and stations
newe program forms, to help the industry realize that sueh crperimonta
tion and creativencss is exseutial to the growth "

periment weith aund create

Adnural’s sponsorship of Bishop Sheen i ROR foels, e (ra
of creative sponsorship. (Sce editorial page 136,

Would Jesus have

appeared on television?

Said Bi=hop Sheen in reply to this
question from Colliers: It would be just
a= aeceptable as 1lis entrance into
Jernealenm on it doukey, He n-ed the best
means avalahle.”

Of hi~ own appearanee on 1V under
commereial sponsorship. he had this to
sayv: “Obviously it would not be in good
taste, for example, for me to ~pon-or
‘My Sin® perfume. My program and the
advertisements of the ~ponsor must be 1n
ot taste. There's no problem there for
us that T can ~ee”

His views are shared by the Admiral Corp.
which, after s<ix month~ of <pon-oring
Bi~hop Sheen's Tuesday night talks< on
the Du Mont network, feels that the pro-
eram has been an unquahified suceess.
See article for details.




Admiral ordered record 132 stations for Bishop, is

allotting program half its 1953 (elevision budget

Bishop Fulton J. Sheen’s Life Is
Worth Living started for Admiral with
a lineup of 55 stations. This October
it returns to the air after a summer
hiatus with a scheduled 132-station
tincup, probably the longest skein yet
ordered by a TV sponsor (over 100
stations had been cleared by sPoNSOR's
presstime). In six months of sponsor-
ship during the 1952-°533 season. Sira-
gusa and his agency for air media (Er-
win. Wasey) had seen enough to con-
vince thenr that the Bishop was indeed
a conumercial success in refutation of
direst propheeies by the Doubting
Thomases of Madison Avenue.

These were some of the factors in
Admiral’s decision to continue with
Bishop Sheen, allotting his program
half of the firn’s $2 milion 1953 tele-
vision budget:

e The Bishop has drawn 8,000 let-
ters weekly, almost half of them from
non-Cathiolics.  This is  considered
strong evidence that the program has
widely based appeal. A negligible num-
ber of the letters have heen antago-
nisiic.

o Ratings have been good in pro-
portion to expenditure—and consis-
tent.  The Bishop’s Nielsen averaged
19.8 for the six months of Admiral
(Berle’s rating for the
same period was 50.9.)

e Sales during the first half of 1953
were 389 higher than in the compar-
able 1952 period. The increase, Ad-
miral executives feel, is a reflection of
effective advertising as well as several
marketing factors. (TV set sales were
up generally in the industry because of
opening of new TV areas. Admiral’s
refrigerator and range sales were up
following postwar years of establishing
2 name in the hard goods trade.)

Admiral liked the Bishop so well that
in the last four months of the 1952-°53
season’s sponsorship it signed to put
the sound track of the program on
over 500 Mutual This 10-
week sporrzorship in non-TV areas cost
an approximate $70,000 for time. Ad-
miral will probably again sponsor the
Bishop on radio this season.

When Ross ). Siragusa started spon-

sponsorship.

stations.

0 0

case history
T
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sorship of the Bishop Sheen program,
he had these objectives in mind: (1)
selling TV cets and appliances: (2)
identifying the Admiral trademark
with high-quality products, partially
through prestige lent by the program;
(3) consolidating Admiral’s relation-
ship with its 88 distributors and 32.-
000 retail dealers throughout the coun-
try.

The latter goal is particularly impor-
tant to Admiral, newest of the com-
panies in the big three of TV set sales.
tRank order of dollar volume is moot,
but trade sources say the big three in-
clude RCA, Philco, Admiral. not neces-
sarily in that order. Admiral claims
number one spot.)

Admiral sponsored ''Lighis Qut" '49-'52. Firm

was first Sid Caesar-Imogene Coca sponsor

It was partly because Admiral prizes
its relationships with distributors and
dealers that it extended Bishop Sheen
to non-TV areas via radio. Distribu-
tors had begun to catch wind of the
show’s effectiveness, and Admiral
wanted them to feel they were being
backed up on an even basis with the
TV-area distributors.

You have to know Bishop Sheen to
understand his program’s success. The
Bishop approached TV informally,
drawing upon his long-time experience
as a teacher rather than upon a pre-
pared script for his material. The sub-
ject for each 26-minute talk is one of
wide human appeal, not limited to
members of a particular church. He
has discussed such varied themes as

Communism, boredom, freedom, and
love.

In each instance, his approach is
philosophic, rather than theological
(although the Bishop himself would
object to the differentiation between
the two). His talks are informal, un-
cluttered with religious terminology.
And while the principles upon which
they are based are the cornerstones of
all Western religions, the viewer never
feels that he is listening to a sermon.

Although Bishop Sheen is famed not
only as an author (Peace of Soul is
among his best-known books), but
also as a dynamic converter to Cathol-
wcism (Clare Boothe Luce was one of
his renowned personal converts), he
never touches upon controversial re-
ligious themes. Yet he feels that the
broad appeal of his program is not due
to factors of “omission,” but rather to
the very positive fact that he is speak-
ing to people about their everyday
problems, giving them advice and sug-
gestions in simple language, under-
standable to all.

As Monsignor Charles M. McBride,
assistant national director of The So-
ciety for Propagation of the Faith, ex-
plains it: “The Bishop feels that peo-
ple are seeking more than entertain-
ment, They want to be stimulated to
thinking.”

Chris Witting, Du Mont’s general
manager, had long had the same feel-
ing about TV viewers. The idea of
starring Bishop Sheen in his own pro-
gram originated with him, but he did
not immediately approach the Bishop
with that suggestion because he didn't
think the Bishop would be interested.

This is the story Witting tells about
the origination of Du Mont’s Life Is
Worth Living.

When Father Edwin Broderick be-
came radio-TV director of the Arch-
diocese of New York, Witting wrote
him a congratulatory letter. Father
Broderick immediately called Witting
on the phone to thank him. “You were
the only network executive to write
such a letter,” he said. Then he sugz
gested that Witting join him for lunch.

They met for lunch in mid-January
1952 and at the luncheon Father Brod-
erick asked Witting: “What can we do
for you?”

Witting thought the question over,
and then mentioned his interest in
Bishop Sheen as a one-man TV pro-
gram. (Witting, a Protestant. had long

(Please turn to page 122)
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Nearly half Bishop's 8,000 letters
cach week come from non-Catholics

Bishop Sheen has staff of 35 answering 8,000
letters weekly, dietates notes personally to
people with pressing problems. Almost half
of letters come from non-Catholies. Sub jeet
matter of Bishop's weekly 26-minute talks is

thoar €an

philosophical and general rather
mon.” Topies have included love. boredom,
Communism. Bishop speaks without notes




A.R.F.

I. Under what conditions was the study made?

A statement of the methods employed should be made
available in such detail that the study could be duplicated
therefrom. In addition to the information revealed in
answer to questions 2 through 8, the report should pro-
vide: (a) Full statement of problems to be resolved by
the study. (b) Who finauced it. (¢) Names of organiza-
tions participating in study, together with thenr qualifica-
tions and extent of their interest, if any, in the findings.
(d) Exact period of time covered in collection of data,
with a statement as to the representativeness of the time
period regarding subjects surveyed. (e) Date of publica-
tion of report. (f) Definition of terms used. (g) Copies
of questionnaires and instructions to interviewers. (h)
Sources of collateral data. (1) Complete statement of
methodology to be issued concurrently with the findings.

2. Has the gquestiounaire been well designed?

The questions must clearly convey their meaning uni-
formly to all, without suggesting answers either by their
context or sequence. Unreasonable demands on the memo-
ry or on the actual knowledge of the respondent should
not be made. Responses to simple “why” questions are
often inaccurate and to “why not” questions, more so.
Diversification of subject matter tends to reduce the in-
terest bias.

The phrasing should avoid, or compensate for, a choice
of responses which would reflect such influences as pres-
tige. embarrassment, reward. or retaliation. “Usually or
regularly buy or read” questions maximize such biases.
Individuals should answer only for themselves.

Monotonous questioning induces antagonism. Lengthy
questioning may induce fatigue and cause incomplete re-
sponses. If the questionnaire was one of several com-
pleted at the same time with a single respondent, the total
content of the interview must be revealed to indicate anv
conditioning induced by questions preceding the (uestions
imvolved in the study. Limiting of space for replies limits
the completeness of the answers. Repeat interviewing
also may condition the response. To check on internal
consistency of response, “catch” questions may be used.
The questionnaire should be pilot tested.

3. Has the interviewiung beeu adequately
and reliably done?

Usually a questionnaire form will be used; the inter-
viewer must be well acquainted with it and with the pre-
scribed interview procedure. Where no formn is used. the
interviewer must have greater maturity. training, and ex-
perience; where extended interviews on attitudes are in-
volved. special reporting means such as a tape recorder
may well be required. Per interview compensation usually
leads to lower quality interviewing; full-time interviewers
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These eriteria for advertising and marketing research can

help you evaluate reliability of studies by adrertising media

Prepared and copyrighted by Advertising Research Fowundgtion; reprinted by special permiission.

generally provide inore satisfactory work than do part-
time interviewers. Unsuitable. ill-trained or irresponsible
interviewers are not justified by economy. Even experi-
enced interviewers should be trained and instructed for
each survey’s problems.

Only interviewers who can be compatible with re-
spondents should be emploved, because good rapport
must be established. If the sampling plan does not spe-
cifically designate those to be interviewed, a bias often
is introduced by the interviewer’s picking respondents
who tend to be like rather than unlike himself. The inter-
viewer should be able to influence the progress of the
interview, but must not influence the answers; it 1s often
desirable that the interviewer not know the main purpose
of the survey. The identity of the sponsor should not be
known to the interviewer nor, least of all, to the respon-
dent.

Not only should spot checks be made of the total inter-
views, but interviewer by interviewer comparisons should
be made as well. More complete checking, to the extent
of partially repeating the interview. is required if quota
sampling was emiployed. The interviewing process should
be pilot tested. On-the-scene supervisors improve inter-
viewing quality.

4. Has the best samupling plau beeu followed?

The population being surveyed is most accurately rep-
resented when a random sample, in the mathematical
sense, is emploved. Each unit must have an equal chance
or a known relative chance of being included in the sam-
ple: listing, enumerating and interviewing in every house-
hold in each defined interviewing area are tools for
achieving this aim. Stratification and clustering help to
make pure area sampling more economical. Dispropor-
tionate sampling mayv be employed to increase sampling
reliability in a survey of a given size, but re-weighting
must be employed in tabulating. The laws of probability.
permitting calculation of error margins. only apply to
truly random sampling, not to quota samples or to sani-
ples that are “random™ only in an accidental or hap-
hazard sense.

Quota sampling is preferable to accidental sampling,
but still it is a matter of judgment as to how effectively
various pertinent quotas have been introduced and fol-
lowed in individual survevs. Thev should be set so as to
maximize the range of coverage. especially by geographic
and economic groupings. Consistency with census or
other basic data is not in itsell proof of sampling repre-
sentativeness unless it can be proven that the subject
being investigated, itself, has perfect randomn distribution.

Other than in the latter case. there are instances where
well-constructed quota samples may be acceptable. The
rate of non-cooperation in many surveys, especially of

(Please turn to page 120)
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Il. Beware of these media researeh
pitlalls! oz e

d by Ray Lapica

‘ ”‘hc first half of “Beware of these Lo Use of specious measures and esc techmgue would underestimate the ane
media research pitfalls”™ (spoxsor, 27 timates of <ize of advertising audi- diences, or at least the effect of the
July 1953) listed 10 media research — ences. This applies especially in fig- commercial on listeners or viewers))
traps for the umwary. It also deseribed  uring the cost per reader. You can't

how one ageney checks media weekly.,  weasure an advertising audience, Dr,  Freiberg: Do Albert D, Freibero,oyp.
quoted experts to show why most net- Lucas savs. <imply by hunting for ad-  of the Psveliolozieal Corp.. urges vou
work studies in the past had failed to mitted reader< or listeners. You have  to consider these five factors in mak-
prove that the mere fact of listening to find out from a representative sam-  ing a sales test:

had increased buying of the products  ple of people just how many have seen 1. Impact of novelty. V'or c\mnpl«'.
advertised, and sunmunarized some of  or heard specifie advertisements. don’t accept vour high audience figure:
the media theories of independent re- 2. Faulty assumiption that a contact for a new TV market or esper mll\ a

I searchers like dlfred Politz, Frank R. iy one medium is equivalent 1o a con-  NEW Program as permanecat ones, Noy
Cowtant, and Richard Manville. tact in every other medium. Fxample: elty wears off.

This concluding portion of “Mcdia |y a situation where all media costs 2. Competition. 1t may do -ome-
Pitfalls” quotes eight researchers, ser- (eem to be the <ame per thousand peo- thing on purpose to throw vou off if it
cn agency exccutives, two advertisers,  ple reached. it doesn’t mean that each Kknows vou're runuing a te-t.
and four air media experts on ichat . as good as the other. Too nany oth- 3. Time periods. Watch the ~ea~onal
they’ve found to be the most important  ¢r factors enter in. ~uch a< clasees of  factor.
considerations in planning tests and  people. prestize of the medium, and 4. Projection. Is the ¢ity you're test-
using media research. “Mediamatics.”  amount ol expo-ure, tig analagous to the nation?
an attempt to reduce media evaluation 3. Confusing the audieuce of a pub- 5. Enthusiasm of the sales force.

to a mathematical formula. is dis- fication with the audieuce of an ad jn  Whether high or low.it’s a variable
cussed. In addition the entire text of jt. It's not the <ame in sponsored }0U have to watch.

the Advertising Research Foundation’s  byoadcasting a~ in publication- ~ince Finallv. Dr. Freiberg <avs. be care-
“Criteria Jor Marketing and Advertis-  (he Pr()grm;l belougs to the advertis- ful that your ads aren’t the kind that
g Research™ is published (starting  ¢r. and the program audience may re- sell the competitor’s products. or vice

on opposite page). spond favorably withent hearing <pe.  YOrsd- Tests run by the l's)rl1nlogical

Part below continues with the views  cific advertising messages. Corp. have shown this to happen. What
of independent research authorities not Dr. Lucas made this additional im. this does to the research department’
connected with any one medium. portant point: He di<agrees with the calculation~. he hinted. 1s unspeakable.

g > » 97
experts who argue that vou can “turn (Please turn to page 971

Lucas: Dr. Darrell B. Lucas wrote a off vour mind™ to a ~poken message.

105-page book entitled Advertising Psy-  He says exposure to a spoken ad may

chology and Research together with have some value even if on an uncon- COMING: Part 9 of spoN<or'

Dr. Steuart H. Britt in which they de- scious level =17 \<k anv teacher in All-Media Study “How 72 adver-

vole eatire sections to strengths and  class room!™ ). You can’t turn off vour tisers evaluate media.” Furst results

weaknesses of various research tech- mind although there's no doubt that 2 APONSOR's 3,000

riques. alert attention will enhance the tmpact surtey of leading adrernisers. agen-
In speaking with sponsor Dr. Lucas  of a commercial. (From thiz sPo\soR ies on how they choose, use, and

hoiled the pitfalls in wmedia research concludes that measurements of com- .

down to three basic ones: wercial andiences based on the recall

e BT

SPONSOR’s All-Media Advisory Board

George J. Abrams ad director, Block Drug Co., Jersey City Marion Harper Jr. president, McCann-Erickson, Inc., New York
Vincent R. Bliss . executive v.p., Earle Ludgin & Co., Chicags Ralph H. Harrington ad mgr., Gen. Tire & Rubber Co., Akron
Arlyn E. Cole pres.. Mac Wilkins, Cole & Weber, Portland, Ore. Morris L. Hite president, Tracy-Locke Co., Dallas
Or. Ernest Dichter __ pres., Inst. for Research in Mass Motivations J. Ward Maurer ad director, Wildroot Co., Buffsle
Stephens Dietz _v. p Hewitt, Ogilvy, Benson & Mather, New York Raymond R, Morgan pres., Raymond R. Morgan Co., Hollywsod
Ben R. Donaldson _.ad & sales promotion director, Ford, Dearborn Henry Schachte ad director, Borden Co., New Yortk
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I. ROBERT HALL SAVES $1,350 IN TV SET CONSTRUCTION EACH YEAR BY USING FHOTOMURAL BACKGROUND

Robert Hall Clothes planned to use $375 set to represent store inte-
rior. Sel weculd last three months, bringing annual construction cost jo
$1,500. Labor charges for each use: $25. Peter Affe, mgr. opera-

tions, WNBC-WNBT, demonstrates Fhotomural background (blown-up
picture of store or canvas). Initial cost: $150. It lasts indefinitely.
Annual construction saving is $1,350. Each usz costs sponsor only %l

53535 T FFTSTFT I ST SIS I EI S SIS FS

) Wavs (o cut commercial costs

You can make your TV budget shrink when knowhow substitutes for dollars

,’ruu can save a lot of monev on live TV commercials if
vou know the right gadgets and camera tricks to use.
Pictured on these pages are five wavs to cutl camera.
scenery. other production costs. These devices were dem-
onstrated recently at WNBC-WNBT’s first monthly “TV
Camera Clinic” for ad agency personnel attended by over
10 New York agency people. The next clinic is scheduled

36

for 17 September. (For tips on cutting the cost of film
commercials. see 29 June 1953 spoxsor. page 30.)
WNBC-WNBT personnel conducting the clinics include
Ernest De La Ossa. station manager: Peter Affe. manager
of operations. WNBC-WNBT. who originated idea of the
clinics; Duncan Mounsey. WNBT studio supervisor: Sol
Cornberg. supvr. plant and facilities, NBC. * k&
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2. GOBOS COST AS LITTLE AS $5, GIVE
ATTENT.ON-CATCHING BACKGROUND EFFECTS

.. . »

Gobos are miniature scanes painted ™y
and cut out on cardboard, ma

. »

be used as windows, port holos, y
arplanes, to create illusion

) et

that actors in backg i)

are in scenn cut out on gol
P
Gobos can be made for as it ™

as $5. In picture at right, Duncar

Mounsey, WNBT studio superv gl’:

stands behind gobo with cub-outs
simulating “Life”’ magazine )

logo. TV viewers get o

»
he's on ‘"Life" cover tb

3. YOU CAN SAVE 91.7°. ON ANIMATING TV
COMMERCIALS WITH THE USE OF TELERAMA PICTURES

Telerama is method of animating part or all of monochrome. «
pictures. Artwork suitable for reproduction in magazines, newspapers, ©
other media, is translated into transparency. Arcas to be laminated

produced for simultanecus use in different locations. Any desired
movement can be produced. Cost of Telerama photo with one basic
movement: $25; animation via other processes: $300. Saving: 91.5¢

eft ke

4. PORTOVOX, WIRELESS MIKE, HELPS
REDUCE EXPENSES FOR LABOR, EQUIPMENT

New wireless mike, Portovox, will be available
shortly. 1t cen be used where ordinary mikes
cannot, in such places as cers, other enclosed

o

spaces. lts operation requires one less boom, one
less man, cutting costs. At right, Ed Cook,

)

president, Century Lighting Co.. explains use
wears mike in button-hole like flower

5. REAR PROJECTION G VES AUTO SPONSOR 3 SCENES
FOR $39.50; ONE ACTUAL SET WOULD HAVYE COST 51,500

Recently auto sponsor wanted to bu'ld background scerery for car.
Cost would have been $1,520. WNBT suggested use of rear projection

instead. Photograpker was sent to shoot outdoor scenas. photos were

« $39.50. Process involves ing sce

large screen photographed by TV cameras. Slides can be mailed
throughout the country. Rear prcjection is used most for scenes hard to
create in live scenery. Left. girl stands before den'’
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An ex-magazine man looks at radi

Former ad director of “True Story” Woman’s Group. now a net exeentive,

says some magazines are “getting away with murder’ in selling advertisers

by Edward F. Lethen Jr.

"/heu I joined CBS Radio two years
ago after 25 years with magazines, my
friends thought I was crazy. Enthusi-
asin for TV was very high, interest in
radio very low.

But over the years I had been study-
ing all media and what 1 knew of radio
made me feel it was healthy and vigor-
ous and not the ghost that competitors
and some downhearted people in the
broadcasting business were trying to
make it. | knew. moreover. that maga-
zines were caught in a nutcracker be-
tween rising costs and television’s com-
petition for attention. What T had
learned up to then made me willing to
take the step iny friends called a gam-
ble.

I’ve learned a lot about radio in the
24 months since and in a way I think

Macfadden. Dell. and other publish-
ing houses.

What I can see so clearly now is that
solne magazines are getting away with
murder!

I want to explain why that’s so, not
with the view of condemning maga-
zines. but with constructive aims in
mind: Radio is too often undersold in
the offices of advertisers precisely be-
cause claims of printed media aren’t
fully explored in relation to the facts
about radio.

Here are seven points | want to de-
velop which I feel will be beneficial to
advertisers and agency people if kept
in mind:

1. One great advantage of inagazines
is selectivity, but many advertisers who
pay extra for this advantage do not

audience to his advertisement. The
average ad is read by only a small per-
centage of the magazine’s readers.

3. Magazine costs are up sharply in
the last few years, while radio costs are
up little, if any.

4. Broadcast media have “captive
audiences’ who hear advertising for all
products as their messages come along.
Readers of print media may tend to
read ads for products in which they
are already interested.

5. In print, or in TV. pictures may
be valuable, but often they are not.
Frequently they are used oxly as “eve
catchers” to induce readers to read the
ad.

6. Radio is underrated in audience
and effectiveness. Many sets in and out
of the home do not figure in ratings at

my perspective is unique. As [ explore need it.
the facts about radio I can see them

UG o

Magazine cost-per-1.000 ad impressions way up

since 19186 in contrast to small radio inerease

CBS RADIO 1946 1953 % RISE

COST-PER-1,000 COMMERCIAL

MINUTE LISTENER IMPRES- MAJOR CATEGORIES 1946 1952 1946
A , . o Automotive & Supplies . S1.72 $2.69 SL78
EVENING PROGRAM - S0.68 S0.70 + 3% Clothing & Accessories 2.03 2.65 1.95
Foods & Food Drinks 2.32 1.10 1.98

EIGHT MAJOR MAGAZINES Household Equipment 1.73 3.-44 2.08
Household Supplies 2.50 1.02 2.45

COST-PER-1,000 NOTERS, [nsurance, Banks, Finance 1.93 3.16 2,71
AVERAGE FULL-PAGE AD Liquor, IFine. Beer . 2.80 1.01 2.10
Motion Pictures k.15 1.13 1.16

BLACK AND WHITE S1.83 S3.06 +67% s Pharmaceuticals 1.9 3.09 2.13
(est.) Radio, Phonogranhs, T 1.5: 2.60 1.65

FOUR COLOR S$2.00 S3.16 1389, Tobacco & Accessories 1.67 2.68 1.71
Toilet Goods. Cosmetics 1.66 3.06 2,25

SOURCES: CBS Radlo: Average of half-hour evening averages for elght reports, Travel & Hotels . k.68 2.32 1.81

January through April each year, Nielsen AMA basis, projected to 11 S, radlo home:

ene . Time cost: full network basis

int T rage of available data. Thre

wed pe a Eight major magazines: Lifc

Lok ay 1. i et t 1lousekecping, Ladies’ Ilome Journul,
McC 1 W 1 m 52 clreujatio July 1951—June 195
31} ¢ r McCail 1 to produce 1933 esti-

n Cire m ARC J 2. Read Ma Ine Audience
) Sty Notins } 8 I—June 1952; s
Kt Rate & ry MeCail's) ;) cost-
00( dz e )y Kear
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2. The circulation, or total audience minute commercials with mere “not-
in relation to the magazine medium 1 cof a magazine. means nothing to an ings” in magazines is unfair to radio.
got to know so well in my years with advertiser, except as it relates to the 7. Even in the biggest, heavily TV

I AR e

N

all. Comparing three separate full-
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Cost-per-1.000 ad noters in 8 magazines varies

with product category. Motion pictnres are lowe. '

Average full-page ad in eight major magazines, 1946 vs. 195;
\

BLACK AND WHITE FOURC

SOURCES: Eight major madazines: Life, Look. Saturday Evening Post, Collier's, Good
ing. Ladiess Home Journal, McCall's. Woman's Home Companion. ABC Cirrulation
Including butk, 30 June of each year. Readers per copy from Magazine Audience Group £
Noting percentages from Daniel Staich. averaces for all advertlsements in the product €
space group for the year. 1931 figures used for 1952, Yor the four weekly magazines

of men and women noters was used., for the four women's magaZines women noters onl
were not available if there were less than five inserts during the year. Spare costs frob
Rate & Data Service, one-tlme rate In effect 30 June of each year. Cost-per-1,000

were welghted by the number of ads as reported hy Starch.
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saturated markets, radio gives better
cheaper coverage than magazines,  In
other places, radio’s advamtage 1« more
obvious.

Taking them in order. here are the
facts 1o back up
They 're numbeved and headed in bold

face italies.

contentions

Only a few
thousands of people are interested in

1. Selectivity: oS o

vachting or boating.  Radio. TV, or
newspapers  teach  these  people. of

course, but they reach o many others
that, even with very high cost-per- 1000,
the yachting nagazines reach the pros-
pects more cheaph. This i< an extreme
and obvious example, but it is a basie
one. It applies to photography. women’s
fashion items. some products for home
owuers, and many others for which
there are specialized magazines.
Often. yachting magazines carry beer
and liquor advertising, men’s maga-
zines carry perfumne advertising. and
class magazines carry public relations
advertising aimed at the massex.
Not only are the smaller magazines
sclective, but so are all magazines. in-
cluding the largest. As | have said. this
is one of the advantages magazines
have. Years ago. when | was a cub
magazine salesman, Curtis regularly is-
sued maps of the country, market by
market, which showed that Curtis Pub-
lications concentrated in the better,
wealthier areas. | haven't seen such a

.y -

l.d Letheaawevites (o 2,500 spousors and ageweles everyaceels

L]

nap for a long time, but it is probably
true that the average income of a read
cr of the Post is much higher than the
national average. For wmany prodncts
and purposes the ability to get this
type of coverage with little waste is a
real advantage. What applies to Curtis
applies. in some degree at least. to all
magazines.
Magazine
an income basis
magazine readership does go up as we
compare one level of income with
lower one. A study made by the Maga-

selectivity 12 not strictly on
as we have seen, but

sWime wetwork radio costeper-1.000 listeners in three

et telecision markets is below the average far United Stages

NEW YORK 1.62

CHICAGO 1.67

LOS ANGELES 1.78

NATIONAL AVERAGE 2.44

PHILADELPHIA 2.59

BOSTON 2.84

'ﬂo Local Pulse and. national Nlelsen flgures for a top-rated nighttime program  November-Deve
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ber 1972

Faelh weel a letter trom Fd Lethen goes ot

{ ¢

zine Advertisineg Bureau reveals that
over half of all magazines are sold to
one-fifth of the people. That fifth buy«
two and one-half times as many as the
average. At the other extreme. it shows
that almost a third «(31.1701 read no
magazines,

Fifteen or 20 yvears ago. this income
group selectivity was more important
than it is today. America’s tremendous
development in productive capacity ha-
resulted from the fact that today. “al
most everyone i~ a prospect for almost
everything.”

Against this hackground a medium
which fails to reach one-third and con-
centrate< three-quarter< of its efforts
against another one-third i< not the
right kind of a medium for masz prod
ucts.  When used with radio, whicl
reaches almost evervone. the extra
punch which magazines give in eertain
places can be very useful.

When used with TV, the combination
of magazines and television ginve far
from universal coverage. TV does a
powerful job. but fails to give full cov-
erage geograplucathy. Magazimes them-
selves tend ta concentrate circulation in
the area~ where TV coverage exists.
Magazines and 'V, without radio. are
not a goad team.

2, Circwlation: ~ome advertisers are
misted by circulation and audience fig
ures for magazines. It niust be remem-
bered that ABC fizures for circulation
lrures
pass-on. are for the magazine and not
for vour ad. An av

1 1+ L1 . 11
«Nd auaience whnicn nmciutdae

Please turn to page 12
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Now the Strongest
A | Quad-City Radio Team
WHBF and CBS

On July 1st WHBF, the Quad-Cities’ favor-
ite, joined CBS the nation’s favorite in a
radio affiliation which augurs well for radio
listeners in the Quad-City metropolitan area
of a quarter-million people.

Thus WHBF radio (5 KW full time on
1270 kc) now 28 years old in the service of
the Quad-Cities, marches on in its steady
growth . . . and strengthens its position to
provide this area with the finest in radio
programming and service.

WHBF began operations in 1925 as a 100-
watter. Present ownership took over in 1932.
The station then had a staff of six people.
Today, WHBF serves this area with AM and
FM radio plus television on Channel 4. With
a staff of 75 people the station is located in
its own building . . . enjoys a fine reputation
as a community service institution . . . and
is one of the Quad-Cities respected business
organizations. This reputation extends into
the industry field as well.

Advertisers, local and national, know WHBF
as a stable operation with sound, honest and
constructive policies — reflecting the good
business philosophy of its affiliate, the 102-
year-old Rock Island Argus.

So today, more than ever, WHBF radio is a
necessary ‘must’ on the list of many aggres-
sive advertisers who sell profitably to the
242,200 people of the Quad-Cities . . . and
to the additional thousands in the trading
area adjacent to this 1mportant midwest
market.
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JANUARY
TO JUNE

Vst haly. volume 7 1953

wtes: {PNY

I Issued every o months

Adrertising Vgencies

Ageney attitnedes toward workiog with TV

Carl Rigrod, Donuhne & Coe, profile

Carlos Lage, I Walter Thompeon, prodide

Bib Dailey, McCannErieh<on, profile

Art Daram, Fuller & Smith & Ross pradile

Milton Biow, personality <Keteh

Can your ggeney use g freekmee radio/TV de-
partinent ?

\geney wife rade in hodding or losing <ponsars

Norman Blaekburn, Gever Ady., prohle

Kendall Fo<ter, William E-ty, profide

Fred H. Fidler, 1. Walter Thomp-on, profile

S, James Andrews, Masxon, Inc., profile

Kuh(‘rl “. ()ll(), "ul)('l‘l Otto & (:1!.. pl’i)fllt‘

1. W, Newell, Lennen & Newell, profile

Victor Seyeel, Ander<on & Cairne profile

Lester Kamin, kamin Vdv., profile

Do agencies earn their 15 on air accounts?

How «ponsors can belter y<e agencies: 9 tips<

Paul R. Kruming, National Export Vds,, profile

ipplianees

What political  ~ponsor<hip did  for Vdmiral,
Philco and Westinghon<e appliance <ales
Plaff boosts sewing machine <ale to $20 witlion

via air
Wo AL Blees, VWweo MHg, (Crosley Div)), profile
Amana freeszer puts 60°¢ of budget in radio and
T\

12 Jan,
12 J.an,
26 Jan,
9 Feh
23 Feh.
Y \lar

9 \Mar.
9 \Mar.
9 \Mar.
23 Vuar.
6 \pr.
20 \pr.
! May
18 May
1 June
15 June
29 June
29 June
29 June

12 Jan.

23 Febh.
18 \lay

18 May

Antomotive oand Lnbricants

Willy« inject~ enlture in net radio and TV use

Paul Haun<er, Hau-er-Nash Sale< Co., profile

WHFIL-TV boosts aute indus~try with «pecial car
show

0 th.
9 \VMar.

23 Mar,

Bools and Publications

“Life” uses ad-lib strategy on spot radio
Packet books on the air . :
Book~ <tores in L.\, hypo «ales with T\

9 Mar,
1 June
15 June

Broadeast Adrertising Problems and

Developments

Vgencies see 500 TV <tations by 1935

ABC.UPT merger: meaning to advertizers

Is net radio <taging a comeback?

The case for nighttime ~pot radio

Storeeast Corp. embraces <pot T :

Forum: What wounld yon say to a client con-
templating a <nmmer air hiatus?

Summer selling <ection: 1953

Snmmer 1952 air advertising report
Summer 1953: network radio and TV status;

rerearch facts: capsule succe<< stories

What NARTR. BAB, BMI do for advertisers

Eight advertisers examine radio and TV prob-
lemis at sPONSOR panel <e<rion

CB= Radio turns ~ponsor

Forum: Will equalizing day and night rates at
tract more advertisers to nighttime radio?

1< dropping radio <how in a TV market false
economy?

1= vour PR man air-minded? )

Forum: Should nighttime radio abdicate to TV,
daytime TV to radio?

Showmanship in air advertising

Should a sponsor hire hiz competitor's star?

Conversational cliches nsed by radio-TV admen

Forum: llave vou tested one medium against
another and what were the results? _

Can yon use radio to sell high-cost items?
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12 Jan.
9 Feb.
9 Feh.

23 Feb.

23 Mar.

6 Apr.
6 \pr.
6 \pr.

6 \pr.
20 \pr.

20 Apr.
18 \lay

18 May

1 June
1 June

1June
15 June
15 Jnne
15 June

15 June
29 June

p. I8
P Ol
p. 60
p. O
p. 10
p. 0
p. 31
p. 60
p. 60
p. W
p. 7t
p. 66
p. 76
p. ot
p. 68
p. 32
p. 31
p. 61
p. 32
p. 36
p. 18
p. 30
p. 30
p. 20
p. 62
p. 32
p. 10
p. 21
p. 23
p. 27
p. 32
p. 38
p. 20
p. 38
p. d7
p. 58
p. 62
p. 29
p. 3t
p. 3¢
p. 20
p. 28
p- 38
p. 50
p- 10
p- 32
p- 36
p. 66
p. 35

Clothing and decessories

Nt radm does top julv for ~umdral <lun-s
How tee el girdbes e 1Y

Shoe anpermarhet donbles ~ales with radio
Poedd radio sliow Laewost~ Dickies work slotles

Codes and Standards

Forum: Whow job s ot to «ee that ctandards of
grod taste are adhered tecin TV 7
Ex Lax “good taste” copy approach on radie
Forum: Why don’t conaumers belove air claims
readily ac they do print advertising ¢

12 Jan.
“\ I-
15 h
29 Jy

2h Ja
20 \p

‘)

Commereials and Sales Vids

lHow to demonstrate a girdle on TV

Forum: Who originates ideas for TV eaminercial«?
~icoways to hill o TV filme coanmyereial

How to use netwark cut-ins

Vilvier to aspiring TV copywriters

Ftlect of SAG agreement on film commerciat eosts
Fight tips on making animated eommercials
The “ideal™ TV commercial eopywriter

How to ent TV cammercial costs

In defense of hard-~ell coommereinds

Conjections

Victor L Gies, Mare, Inel pradife
Hrury Lo Webater, Wi Wrigles, Jr., G, protike
Vmerican Chicle bhooms swith ( lorets plu- air

Costs

Foswer costs seen faur TV showe in fall ‘33

Fffeet of SVG agreement an film cammercial costs

Forwm: In siew of the new SAG contract, heow
can talent cost~ be Kept down?

TV union~: what they contribute to cost <piral

Forum: Hew  ecan advertisers meet rising TV
costs?

Dasvtime TV cost= lower than nighttime TV

I« dropping radio <how in TV market
CCUnomy

Ilew to et TV

f:llw‘

commercial coste

Drngs and Cosmeties

Chester G Gifford, Schick, Ine. profile
Ex-Lax eopy approach on radio

George >chultz, Shulton. Ine.. profile
Snper-\nahist reser<es cales <lide via <puat
Juseph Jorda. Mennen Co.. profile

Farm Radio

Regional powerhon-es aim for farm market
Purina ~tages promotion conte~t on farm radio
Radin I\ habuts of tarm magazine readers

Foods and Beverages

{. F. Daolin, Frite Co., profile

Nidnev P Madd, VY. Seven-Up Bottling Co,
profile

Mogen David wine u~e- TV and p-yvchiatny

Herman A, Katz. Jaceh Ruppert Brewery, prafile

Ze<ta erachers <e¢dl on WBNS.TV Kid <how

How Stan the Grocery Man n-e~ radio

How Miller Beer buv~ a radio network

N\abisco’s 20 air brand< carry 200 «thers

Ralph's ~npermarket beat- mal- with radio

l)anirl F Cv!'"r'-. Gv'l'w.'l' lelll(‘l\. plu;‘l‘u‘

Ehlers” coffee put- whole ad bndget in <pot \ M

Hlow Borden buyve <pot radio and TV

12 Jan.
12 ]a
26 Ja

9 Feb,
Y Feb.
23 Mar.
6 \pr.
20 \pr.
29 June
29 June

37 2

Mar.
i \pr
My

Y Mar
23 Muar.

3 \lar.
I May

I VMay
18 Mav

1 June
9 June

RAS
200N
1
1)

29 Junr-

26 Jan.
9 Felb.

15 June

12 Jan.

26 Jan.
26 Jan.
9 Feb.,
9 Mar.
23 Mar.
23 Mar.
20 Apr.
<U \pr
§ May
} Mav
29 June

p
I

0"

P
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11
(4

16

il

30
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I8
16
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Foreigu aud International

Radio i~ strong in Ilawaiian Islands 12 Jan.
Foreign-language radio: 1953 26 Jan.
World radio: 600 million listeners 23 Mar.
International radio and TV: 1953 29 June
Forum: Ilow can \merican advertisers make the

best usc of air media in other countries? 29 June
P’anl R. Kruming, National Export \(v., profile 29 June

Farniture aund Faruishings

Masland carpets hit top 5 with T\ 23 Feb.

Castro sells convertible sofas via T\ 18 May
Frank E. Maxland Jr., C. II. VMasland & Sons,

profile .. . e 15]June
Chicago furniture firm finds radio impact Tlasts 29 June

5

i

p-

(R

Miscellaneous Producets and Services

Tulza lady ups flower sales 5009 with radio 26 Jan.
Shell Chemical sells insecticide to farmers via
radio during insect cmergencies 26 Jan.
Playskool gives post-Yule push to toy logs : 23 Feh.
Hamilton Watch directs TV pitch to local jew eler 9 Mar.
Jackson & Perkins, flower firin, expands air nse 6 Apr.
Gilbert’s TV formula sells e]ectric trains 20 Apr.
American Airlines big after-midnight radio user t May
Scott Paper plunges $3 million into TV 1 June
Postage stamps on TV 29 June
Programing., Generval
Political ~ponsor=hip boosts appliance sales 12 Jan.
Sponsors snap up radio folk music <hows 23 Mar.
American \irlines happy with after-midnight
radio B e t May
Sponsor’s  xhow should reflect company “‘per-
sonality” . 4 May
Should a sponsor hire his cnmpemor s star? 15 June
Programing, Television
Forum: How can TV develop enough new talent
to supply its need for variety of faces? 9 Feb.
Will competition kill your TV show? . 23 Feb.
Political campaigning on TV: Miami Univ. ~tud) 9 Mar.
Bigger stars, lower costs for T\ shows in fall ’53 9 Mar.
T\' kid show sells food, household products __. 9 Mar.
TV homemaker programs: Univ. of Oklahoma
study . L 1 May
Public Utilities
Boston Edison employees double on TV to pare
costs . 9 Feb.
Research
Will 1953 be the big-fact-finding year for radio? 12 Jan.
Out-of-home viewing adds to N.Y. TV audience... 12 Jan.
Are better Nielsen ratings coming? 26 Jan.
ITow to get the most out of SAM ____ . . 26 Jan.
ARBI: retailers need both radio and print 23 Feb.
Water department measures TV audiences .. 23 Feb.
Will NCS and SAM both be used by buyers? 6 Apr.
Why sro~Nsor spent time evaluating ad media 6 Apr.
Research facts on summer radio and TV.. 6 Apr.
Today’s coverage data: use and misuse . B 20 Apr.
Media study, part 1: Why evaluate ad media? 20 Apr.
Media study, part 2: Newspapers, direct mail.
radio and magazine basics 4 May
Needed: a way to project ratings . 18 May
Media study, part 3: Television, business paper
outdoor, transit advertising basics .. 18 May
Media cludy, part 4: llow to choose media - 1 June
Kroger-ARBI study: firms need newspapers plus
radio 1 June

p.

SRR o )
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To T
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. 31

38
38
39

62
61

12
33

20

31
36

38
22
38
32
30
10

32
62

32

56
32

62
30
22
27
42

36

10

28
50
25
34
40
68
27
32

. 65

36
11

39
37

39
25

32

SRA endors¢s new way to project radio ratings.
Media study, part 5: How to choose media
Media study, part 6: “Life’s” new 4-media survey

Retail

ITow Secars in Tucson uses radio ...... e
Retailers need both radio and print: ARBI -
ARBI answers retailers’ questions about radio
Robot retailing growing in importance . .
[Tow Springfield, Ma<s. grocer nzes radio to jack
supermarket sales
Ralpli's supermarket hests new rivals with radio
R. 1I. Macy finds radio success formula . ..
Castro expands from one store to seven via TV
Kroger counts customers via ARBI study
Shoe supermarket donbles sales with radio
Dickies work clothes retailers boost business with
transcribed local radio show

Souaps and Cleausers

Bab-O fights Ajax with spot radio and TV .

Television

Agencies see 500 TV stations by ’55 .

Attitude of agencies toward TV . .

Listing of 209 post-freeze TV grants .
Two key posi-freeze problems -
What timebuyers want to know about UHF.
Forum: What problems does a UHF station face?
Three-D TV is still far off o

TV unions: what they contribute to cost &plral
Daytime TV: where is it headed? = . .
Three-D TV viewed by agency radio-TV directors
The top 10 cliches on TV ... .

Effect of TV on living habits

TV feature films: 1953

Television Filwm

spoNsoR-TelePulse ratings of top spot film shows:
chart . S -

TV film shows newly available for syndication:

Status of TV feature films: 1953

Time Buying

TV puzzler: what new markets to buy .
What timebuyers want to know about UHF
Reexamination of nighttime spot radio
SRA spot radio estimator speeds cost gaging .
Forum: How has the SRA’s spot radio estimator
been of practical value to timebuyers? __
Are reps selling timebuyers today on 1947 basis?
Will timebuyers use both NCS and SAM? ____
Daytime TV costs lower than nighttime TV
fs dropping radio show in TV market
economy?
Why cost-per-M huunﬂ hurts ~pot ‘radio Sponsors

false

Tobacco

Air media help Pall Mall zoom to No. 1.
Robert M. Ganger, P. Lorillard, profile ..
Bayuk recoups with 909 TV budget

BINDERS accommodating a six-month supply of issues, $4.00 each; two for $7.00
BOUND VOLUMES (two volumes) per year, $15.00

42

15 June p. 24
15 June p. 38
29 June p. 27
23 Feb. p. 35
23 Feb. p. 40
9 Mar. p. 36
23 Mar. p. 34
23 Mar. p. 36
20 Apr. p. 51
4 May p. 22
18 May p. 33
1June p. 32
15 June p. 34
29 June p. 66
18 May p. 17
12 Jan. p. 23
12 Jan. p. 38
9Feb. p. 43
23 Feb. p. 29
23 Feb. p. 32
23 Feb. p. 64
23 Mar. p. 32
4 May p. 27
18 May p. 27
1June p. 22
1June p. 34
1June p. 48
15 June p. 41
{26 Jan. p. 52
23 Feb. p. 56
] 23 Mar. p. 46
20 Apr. p. 60
18 May p. 68
29 June p. 56
[ 9Feb. p. 36
9 Mar. p. 46

; 6Apr. p. 45
4 May p. 32
1June p. 46
15 June p. 50
15 June p. 41
9Feb. p. 37
23 Feb. p. 32
23 Feb. p. 38
9 Mar. p. 40
9 Mar. p. 58
23 Mar. p. 30
6 Apr. p. 27
18 May p. 27
1June p. 28
15 June p. 27
23 Mar. p. 28
20 Apr. p. 22
15 June p. 30
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IN DETROIT
... IT’S

MAXWELL

in the
morning

MULHOLLAND
in the
afternoon

o Proctor and Gamble
o General Foods f
o Reynolds Tobacco

o Sterling Drug

e Coca Cola

o Hollinator

o Chevrolet Dealers of Detroit
o The Kroger Co.

o Troy Laundry

o Miller Jewelers

In the motor city, music fans play
favorites. Best of all local DJ’s, they
like Bob Maxwell and Ross Mulholland, who play
their favorite music on their favorite station . . .

o Monsanto Chemical WWJ. Top audience ratings prove it. Top advertiser
o Minute Maid . . .

o Glendale Provision Co. demand substantiates it. Glance at the list of current spot
o Lewyt Vacuum Cleaner rarti _ e 1
 Michigan Bell Telephane announcement advertisers—most selective in the
e Serutan nation and in the market—then check your

o Junket

Hollingbery man, for facts and figures.

T
J AM =85 KILOCYCLES~5300 WATTS

FM—CHANNEL 246—-87.1 MEGACYCLES

e Eastern Airlines

e Shulton, Inc. (Old Spice)

o Bayer Aspirin

o New York Central Railroad
o Quaker Oats (Aunt Jemima)

Associote
Television Stotion WWI.TV

Basic NBC Affiliote
THE WORLD'S FIRST RADIO STATION Owned ond Operated by
THE DETROIT NEWS « Notional Representalives: THE GEO. P. HOLLINGBERY COMPANY

24 AUGUST 1953




—— e eceame

NEW AND UPCOMING TV STATIONS

I. New construction permits*

' POWER (KW)** | sers in

CITY & STATE P N G RN e ON-AIR isoAL | Aommt 9{,‘}‘7}325; MARKET! | LICENSEE & MANAGER RAd
ANCHORAGE, ALASKA 2 29 July 13.8 8.32 0 NFA  Kiggins & Roilins S
ANCHORAGE, ALASKA . 1 29 July 324 1.62 0 NFA  Northern TV, Ine, -
BROCKTON, MASS. 62 29 July 195 105 0 NFA  Trams:-American TV
CEDAR RAPIDS, IA. 20 29 July 18.2  9.33 0 NFA Havkero TV Ce.
DULUTH, MINN.-SUPE- WDSM-TV [ 13 Aug. 100 50 1 23 UHF  Ridson, inc. Fr;:t:m

RIOR, WIS, .
GREENVILLE, S. C. 4 29 July 100 50.1 1 NFA Caroiina TV, inc. .
KNOXVILLE, TENN. WROL-TV 6 31 July 100 50 0 NFA  Mounteastie Bdesty. Avery.
NASHVILLE, TENN. WLAC-TV 5 6 Aug. 100  50.1 1 120 VHF bife & Casucity ins. co. T
NASHYILLE, TENN. WSIX-TY 8 29 July 31 Dec. '53 316 158 1 120 VHF WSIX Bdesto. Ce. Holllng
PORTLAND, ME. WCSH-TV 6 29 July 100 50.1 0 NFA  Congress Sa. Hotel Co.  Weed
Wiliiam Rines
SAN JUAN, PUERTO WAPA-TV 4 13 Aug . 56.5 33.9 0 NFA Jose Ramon Quinones ... 4
RICO
SPARTANBURG, S. C. WBCU-TV 17 29 July 105  57.5 0 NFA  Steriing Telecasting Co. ...
VALLEY CITY, N. D. KSJB-TV 4 6 Aug 10.7  5.37 0 NFA :*?(hség:kg;amg;’;m Weed
ohn oler
WILMINGTON, N. C. WMFD-TV 6 29 July 53.7  26.9 0 NFA WMFD-TV. inc Burn.S»
WORCESTER, MASS. WAAB-TV 20 13 Aug 181.4 92.8 0 NFA  Wilson Enterprises MeKins
ge Wilson I
II. New stations on air*
CALL  [CHANNEL ON-AIR | FoweR (w)™ ET STNS l SIZU L

CITY & STATE LETTERS NO. - DATE VISUAL | AURAL | AFFILIATION | ON AIR ' MARKCTT |LICENEEE & MANACES REP
ASHEVILLE, N. C. WISE.TV 62 2 Aug. 24.1 13 All four 1 15 UHF  WISE ine. Bolfing
EASTON, PA. WGLY 57 14 Aug. 99.78 49.89 DuM, ABC 1 15 UHF  FEaston Publ, Co. Heatl
GREENVILLE, S. C. WGVL 23 1 Aug. 17 8.51 33,3 b:lsli;cé 1 28 VHF  Greenviiic TV co. H-R Re

u ’

KANSAS CITY, MO. KMBC-TV: 9 2 Aug. 325 15 CBS 3 302 VHF  Midiand Bdsto. Co. Free &
KANSAS CITY, MO. WHB-TV! 9 2 Aug. 325 15 CBS 3 301 VHF  YHB Bdosta. Co. Bl
PITTSBURGH, PA. WKJF-TV 53 1 Aug 13.35 7.21  NBC basic 2 78 UHF  Mrs A J. R Greer Weed T
TACOMA, WASH. KMO-TV 13 1 Aug. 95.5 57.5  NBC suppl. 2 267 VHF  KMO.inc Branhsn

.

Bakersfield, Cal., KERO-TV, ch. 10, to be NBC,
CBS affil.; est. cets, 24,124 (RTMA-Nielsen)
Des Moines, la., ch. 17, new call KGTV (formerly
KTLV}: gen. mar., S, H. McGovern

Fairmont, W. Va., WJPB-TV, ch. 35, target, Feb.
'54; new nat'l rep, Headley-Reed

Henderson, Ky, WEHT, ch. 50, target fall '53;
to be CBS affil.

These changes

Honolulu, Hawaii, ch. 4, call assigned KABS

Kearney, Neb., ch. 13, call assigned KHOL

Louisville, Ky., WKLO-TV, ch. 2!, new target, 2|
Sep. '53; nat'l rep, O. L. Taylor

New Orleans, La., ch. 26, new call WCKG (for-
merly WMRY-TV)

Norfolk, Va., ch. 27, call assigned WTOV-TV

Oklahoma City, Okla., ch. 9, call assigned KWTV

Addenda to previous C.P. listings

St. Joseph, Mo., KFEQ-TV, ch. 2, new target, ei
Sep. '53; to be CBS, DuM affil.; est. sets, 48+

St. Louis, Mo., KSTM-TV, ch. 36, new target,
Sep. '53

Tyler, Tex., KETX-TV, ch. 19, target, end of A
'53; new nat'l rep, Headley-Reed

Utica, N. Y., ch. 19, call assigned WFRB

Worcester, Mass., ch. 14, call assigned WWOR

and additions may be filled in on original chart of post-freeze C.I'.’s appearing in SPONSOR'S 9 February issue and in 1ssues thereafter.

stations on air

Total [.S.

incl. Honolulu (11 Aug. '53) 210
No. / 112
Yo. of 103

BOX SCORE

Vo. of post-freeze CP’s grant-
ed (excluding 18 educational

grants: 11 Aug. '33) 113
No. of TV homes in U.S. (1
July '53) 21.519.000%

Percent of all U.S. homes
with TV sets (1 July °53) 33.7%§

Percent of all homes in TI
coverage areas (1 June "33)

Both pew €. P.°s and statlons 2 o the alr listed here
aly d 11 Ay T i a

44

are those which occurred between

ower of C.P.'s th dead

Ntath

i f beem given the TV grant )
r

Percentages on homes with sets and homes in TV coverage areas are considerd approximate.

most cases, the representative of a radio station which is granted a C.P. also represents the i
TV operation. Since at presstime it is generaliy too early to confirm TV representations of o
grantees. SPONSOR lists the reps of the radio stations in this column {when a radjo station

ZThese reps have already nfirmed their representation of

new TV statlons. NFA: No flgures avaliable at presstime on number of sets in market

$The two Kansa. City stations are operating on a shared-lime grant

SPONSOR
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“more comment

advertising”

Over a vear ago, Haymarket Mills of
Nashville started a small announcement
schedule over WSM-TV to sell their stonc
sround Haymarket Corn Meal. Since then,
the schedule has been increased several times
through Buntin-Smith and Associates. Here,

in the words of an official at Havmarket

Mills, are the reasons for the increases:

““. .. these announcements have provoked more

comments from dealers and conswmers than
any other advertising we have used. Our jingle

is a familiar tune throughout this area. It is for

these reasons that owr television schedule has

been increased from time to time. WSM-TV
now receives more of our annual advertising

budget than any other medium.”

24 AUGUST 1953

”
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WshiTY

N

If you want to grind out a similar success story
for your product, better put WSM-TV to work
for you. ltving Waugh or any Petry Man can
give you, show you many success stories to
match this one.

Channel 4

WSM-TV

Nashville

45



- Sl ratings of top spoj

Chart covers half-hour syndicated film prograi;

e Top 10 shows in 10 or more markets™* 7.STATION 4.STATION
now  rank Period: 6-12 July 1953 A,,et?,, MARKETS MARKETS | 3-STATION MARKETS
TITLE, SYNDICATOR, PRODUCER, SHOW TYPE reting N.Y. L.A. § Chi.  Wash. | Atlanta  Balt.  Cinc.  Cleve. Columbus Oet. Fa
r -—
3 -
p g ; 8.2|14.8 11.6 12.8 19.3 16.5 3
- - - . ‘)l
) Favorite Story. Ziv (D) 23.0 Kty Jwhhm-tr wtop.te wepo- 17 weat inkie
| S:0pm ¥ 9:30pm 10:30pm %:30pm 10:30pm  10:00pn 7:;
o o . . 8.7 10.2 9.2 10.8¢ 14.3 14.3 223 208 160 153 10D
-~ o It /
Cisco Kid, Ziv (W) 20.1 wobt  Keea (v whkh  wnbw | waga-tv wbai-tt wepo-tv  wnbk  whne-tt wxyz-tt we b
! 10:30am 7:00pm | 2:000m 6:30pm | 6:00pm 7:00pm  5:00pm  6:06pm  7:00pm  7:00pm  T: 8
2 | ! . . 16.0 14.0{11.8 14.6 19.3 18.8 18.5 18
*
. Foreign Intrigue, JWT, Shel. Reynolds (A} i 20.0 whbt  knbh wnbq  wnbw wkre-te  wens wibk-tv we
10:30pm 10:30pm § 9:30pm 10:30pm 8:30pm 10:00pm 10:00pm 10 &
i . . ~ — - " -
P _ 6.4 10.2)14.4 14.2 10.3 24.8 18.8 24.3 153 ¢
b oA . ¢
» Boston Bl(l(";le, Ziv (M) 19.9 wabd  knbh wEn-ty  wiop-ty whal tv wiw-t  wews  whns-tv uxyz-tv wé
| 9:30pm  S:00pm § 9:30pm  8:30pm 10:30pm 7:30pm 10:30pm 8:30pm  9:00pm 7 &
= |3 . 14.2 8.2 12.5 13.3 17.5 123 15§
> .. Hopolong Cassudy, NBC Film (W) 19.6 whht wnhw whal-tv wnbk whng-tv  wwj-tv 3
6:30pm 1:30pm 6:30pm 6:00pm  12:00n  5:30pm 6: B
G Li 9.9 10.9 8.2 6.0 15.5 7.5
b Liberace., Snader, Guild Films Co. (Mu) 18.5 wnbt  Kklae-ts | wen-tv  witg whal- tv WXYZo LT
J0:00pm 7:36pw [ 9:30pm 10:00pm 10:30pm 6:30pm
N .. 11.9 9.2 13.3 8.0 103 19.3 9.8 1%
/ Y Kit Carson, MCA, Revue Prod. (W) 1.8 keea-tv | whkb wiw-a  wmar-tv wnhk  wbns-tv  wibk-tv
7:30pm | 2:30pm 6:30pm  6:00pm £:00pm  6:30pm  6:00pm £ &
I . = i .
8 8 7.2 9.7 86 11.4} 16.3 12,5 158 11.3 20.5 9.5 14
Wild Bill Hickolk, W. Broidy (W) 6.3 wabhd Kktia whikb wtop-tv | wsh-te  wbal-tv wkre-tt  wnbk  wbns-tv  wryz-tv 0
T:00pm 6:00pm § 1:300m 1:00pm § 5:30pm  T:00pm  5:30pm 6:00pm  6:00pm  5:30pm @ t—
9 9 7.2 11.4] 122 88 100 10.3 12.3 13.5 9.5 14
* " Superman, MPTV, R. Maxwell (K) 11.9 F“ah«—tv Kera-ty wbkb wih-ty  whal-tv wkre-tv wnbk  whns-tv wygz-tvy W &
$:15pm 8:30pm & 7:30pm 5:30pm T:00pin 5:39%pm A:00pw 6:00pm  5:30pm T B
Rank : 3
now Top 10 shows in 4 to 9 markets? !
7.2 9.5 1
1 Range Riders, CBS Film, Flying "A" (W) 23.3 knxt wib-ty
7:00pm 5:30pm
7.7 12.8 6.8
2 City Detective. MCA, Revue Prod. (D) 22, knbih wsb- v wobk
10:30pn 10:30pm 10:30pm
. ) 2.2
3 Hank McCune. Video Pictures (C) 21.0 -
T:00pm
11.5]110.4 11.8
v Dangerous Assiginment. NEC Film (A) 19.6 . whikb wnbk
10:30pn 4 9:30pm ) 10:3%pm
~ 11.5 8.2 14.3
3 Doug. Fairbanks Presents. NBC Film (D) 18.9 wnbt wen-te whal v
10:30pm 9:30pm 16:30pm
) . ) 55§ 5.2 1.8
G Heart of the City, United TY Programs (D) 18.1 e whih ——
10:30pm§ H:00pm 10:30pm
I - - —_— —_— - —_— — - e — L
_ 7.2110.4 10.4 11.3
/ Abbott & Costello, MCA, TCA (C) 7.2 Kty whkb  wibw wxel
T:30pm § 0:3%pm 10:30pm 10:00pin
13.0 16.3
3 Hollijpwood Off Beat. United TY Programs (M) 16.5 YT wkre-tv
10:30pm 8:00pm
. 3.5 3.5 15.3 10.0
9 Hnr(‘h Of Tnnc, March Of Time (Doc.) lﬁ.:‘ wnbt ke Wwews whns. tv
e V:00pm T :30pm ; 9:00pm  10:30pm
I . . 14.7 10.2 15.3 15.5 21.3 1¢
» . o »
sCne niry. BS Film (W) 16.1 webs-tv whbhin-tv WKre-tv  wews  whns-tv wea¥
I <:00pm 7:00pm T:00pm R:00pm T:Mpm sl
- . 3 T < o q . 3 . I3 - 5
Show type ”’"f’""" LA L adrenture, (C) ¢ 'm“'}‘- (D) ama, (Doc documentary. (K) kid show: July 1932, While network s'wres ave tsirly «tabie fiom one month te another in the marke b
(W) ‘\\ estern; (M} ny tery o {Mu) '.nuulf‘ Filins s are syadicated, half-bour length, broad- which they prun, this s true to much les.er extent with syndicated show,. This should be ¥
cast In four or wore ol above markets. The average rating IS an unweighted average of indi In mind when analyzing rating trends frem one momb te another in this ebart.  *Refers to st
n ites film not b ast in thi Tket as of 6-12 month's chart. 120 markets ars covered in this rchart Xbows plaving only few of

46 A new chart will appear in the 21 September issue SPONSOR
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—, Froa. Birm. Bost. Dayton Buffato New Or. Seattts St. Louls
(28 24.0 15.8 26.3 46.5 50.8 44.5
« tr wnar (v \\hlo Iy W oo v wilsy vk ok 1ty
N " te topm T “ qt:_ m o
198 | 28.0 158 215 | 42.0 26.5 41.3 30.5
ts whre tv wnue ty Kstp tv § wben v wden v king &y n
_ # i 1 e 5 30pm J0pn T oopm 5
5 W05 18.3 25.5 52.5 22.0
v whz ¢ kstp tv ‘ v
Npm 10 30pm S iopm
i 15.5 23.8 20.0 26.0 47.0 38.0
whre-tv wnac tv whio tr wreo-tv wlsir 1 [!
5 10 00pm 7 00pm % Yopm 9liopin
u f 13.5 20.5 | 24.0 39.0 38.8 25.0
whz-ty weeo-ty | owhen-tv adso -ty king te kad ¥
1:0pm . Iy 11 13 - Yan
23 20.5 50.5 44.0
ty weeo e w.lsy tv
Kpm N
i 05 | 203 11.0 158 39.5 32.5
! oty [wafm tv wnarc-ty  why-d wh s tv b
. wpm % 30pm  6:00pm  5:0Mpm ! ERLLY
528 {193 9.8 9.3 193] 21.5 420 238 275
i X Juafm tv wnae tv whw ot wero tv $'wben-tv teri-ty ng ts t
. fpm # oipr mm P
i 88 | 17.5 10.8 7.5 85 ] 41.5 260 238 265
tr walm tv wnae tv - wilw.d  weeo-tvy § wbin-ty lsu-ty King tv kel t
1 Ipm R 0opm 6 30pm 3:00pm 50U T 0pm m
0.3 19.8 25.8 44.5 36.3
Dix wbz tv ween Uy wdsu-tv  klag t
Wpm T.Mpm SMpm 3.00
9.8 47.0 38.0
a v when-ts wdsu-ty
(L] 1.3 14
7.3 19.0 45.3
n 14} whee tv 4
dpin 3 -00vmn
6.5 21.0 46.5
U E\n-u-(r
Wpm pn
8.8 16.0 22.3 41.5
n-ty wbz -ty kstp-tv
Wpm 10:30pm - m
19.8 18.5 49.5
whee t¢ when v welio b
N 30pm 11.30
46.5
21.8 15.0
whre-ty wero-ty
9:00pm 1 in |
10.8 19.3 51.5
et ketp-ar | when
‘8.8 21.3 11.3
-tr walm-tv wnace-tv
. “opm § 6:00pm §:30pm
| markets are not fully reflected 1n  ratings. **Only nine sh w. wer
Ihelng shown In 10 or more markets & 12 July 19 tITevi
In foar to uine markets were not ranked SPPONSOR
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film shows

Iog""spccially made for TV+

2.STATION MARKETS

Mpts.

1-STATION MARKETS

()

GREENSBORO,

N. C.

DURHAM,

ASHEBORO,
N.C.

DANVILLE,
VA.

N

HIGH POINT, \

N.C..

REIDSVILLE,
N.C.

)

/

N |

LEXINGTON,
N.C.

N.C.

BURLINGTON,

NC

thet Wil be ranked from one to 10
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VA.

THOMASVILLE,

MARTINSVILLE,

direct route
to sales
success!

If you believe in signs, we have some
mighty interesting ones down here in the
mid-South’s rich mid-section.

They're dollar signs...and they represent
o buying potential of $1,500,000,000

— waiting to be spent on what you

have to sell. This income is comfortably
spread across an important area whose
prosperity stems from a sound balance
of industry and agriculture.

ONE television station — WFMY-TV
opens the way to this money.

For four years, watching WFMY-TV has
been o steady habit with the people
who have this fine purchasing power in
their pockets. And so, logically, they
buy what they see advertised over the
pioneer station of the Piedmont.

All signs point to your success when
you travel into mid-South homes with
the mid-South’s favorite TV station.
No time like now to start your
profitable journey!

SALISBURY\ mey tv

Basic CBS Affiliate — Channel 2

Greenshoro, N. C.

Represented by
Harrington, Righter & Parsons, Inc.
New York—Chicago—San Francisco

47
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from our sponsor

by Bob Foreman

A lthough I've never envied the
gent who trains big cats in the cir-
cus, I'm not =ure I wouldn’t prefer
his type of work to that of bemg a
station rep. I'll admit a chair 1snt
much protection if one of the ani-
mals gets really sore, but the train-
er does know what to expect and
can usually manage to keep the
roughest beasts in front of him.

Not however the thme salesman.

Armed with only a rate card and
a martini. he seldom can anticipate
the angle from which trouble will
come. mainly becauze the folks he
deals with are so varied in tem-
perament.  Then. too. there’s the
bigger problem of the varied re-
sponsibilities allowed timebuyers
by the agency for which they work.

“I'd rather be a lion trainer than a station

[t°< this last quirk that make-
station-repping aud the -elling of
local tinme such a hazard. Every
agency has a different attitude to-
ward its tiln,(=|my('1'~

In agencies large enough to sup-
port two or more buyers there will
Le as many different ways of doing
Fusiness as there are people in the
department. Going one step fur-
ther into confusion, a single time-
buyer working on two accounts
may shoulder entirely different
burdens on those two accounts. He
or she may he permitied to make
the decisions on one account and
merely carry out someone else’s
orders on the other.

In =ome instance: timebuyers

are treated like grownups and are

rep,” says Bob Foreman in this issue's column

present at client meetings. They
know the account man by first
name and are party to and part of
decizions that affect the spending
of broadcast money. They may
even have an idea or ideas that
help determine how and where the
Ludget will be used.

However, in the very next in-
stance the decisions may he made
~omewhere else. Within the tele-
vizion department, for example, an
eperation that iz often completely
divorced from time buying and
comes under “media.” In this case
the timebuyer may be told what to
do and given little or no latitude in
carrying out the decisions, perhaps
having no idea at all why the time
i~ being bought as it is. Confusion
i thus rampant at the rep offices!

Depending on the personality
and capability of the account ex-
ecutive, he 100 may be the guiding
light in time buying decisions con-
sulting timebuyers when, as, and
if he pleases. bypassing them com-
pletely if that’s his whim. Or he
may keep ax far away from this
vital detail of hiz job as he would
from a leper colony.

Since these variations and com-
binations make it extremely tough
for the folks selling time to know
whom to talk to. the intelligent time
~alesman goes all out to learn not
only the peculiarities (an under-

statement) of the agencies he is as-

signed to but thoze in each account
he ix involved with. He not only
mnst delve into the account setup
and the personalities of those
working on the account but figure
out the screwball relationship of
all these people so he can be at the
right place at the right time. Other-
wise he just won’t get the business
that is available.

Of course. by contacting an ac-
coum executive, the time salesman
often makes the timebuyer ¢ore or
by taking someone from the TV de-
partment to lunch he may antagon-
ize the account man. All of which
i= the state of affairs <o many nice
guys are deeply concerned with
five days of every week.

If aunvone thinks I have a solu-

SPONSOR




Mor Advertisers buy WIP. ..

19% more than network station A
35% more than network station C
39% more than network station B

More National Advertisers buy WIP. ..

6% more than network station A
26% more than network station B
29% more than network station C

More Local Advertisers buy WIP. ..

42% more than network station A
42% more than network station C
54% more than network station B

More Advertisers buy WIP Exclusively. ..

30% more than network station A
53% more than network station B
108% more than network station C

More National Advertisers buy WIP Exclusively. ..

50% more than network station A
91% more than network station B
110% more than network station C

More Local Advertisers buy WIP Exclusively. ..

19% more than network station A
35% more than network station B
107% more than network station C

MBS ) 5000 WATTS
WI~ I Natienally sefisesented by

P EDWARD PETRY CO., INC.

35 SOUTH 9th STREET . PHILADELPHIA, PENNA.

SOURCE: BROADCAST ADVERTISERS' REPORT — PHILADELPHIA WEEK OF JULY 5. 1953, 6 A.M.-12 MIDNIGHT—~SUNDAY THROUGH SATURDAY
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"I'll get 'em EASY

with this fire-power!”

Some situations may call for an all-out bombardment- but
believe us, doing a smart radio job in Kentucky isn’t
one of them. . .

More than 5077 of Kentucky’s total retail sales are made in
WAVE's “home precinct”—the prosperous, concentrated
Louisville Trading Area which includes the economic heart
of Kentucky, plus a quarter-billion-dollar slice of

Southern Indiana!

5000-watt WAVE is powered, priced and programmed exclusively
for this one important market. WAVE covers it thoroughly,
without waste circulation!

Ask Free & Peters for all the facts.

5000 WATTS
NBC AFFILIATE e

Free & Peters, Inc., Exclusive National Representatives

50

WAVE

LOUISVILLE

tion to this, he is very wrong in- ,

deed. AllI can do here and now is

| return to my premise that I think

it’s a far easier job to train jungle
cats than to be a time salesman.
Therefore, I shall drop the whole

matter.

IR st 7
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commercial reviews

VLI s Eope
TELEVISION
SPONSOR: American Greetings Cards
Fuller & Smith & Ross
AGENCY: ’
cy Cleveland
PROGRAM : Announcements

A competently created and well filmed
series for this advertiser makes smart use
of mood choral music with lyrics especial-
ly tailored to fit Mother’s Day, Father’s
Day, Christmas, etc.

From this audio-intro we look in on a
nicely constructed set pertaining to a rele-
vant scene—for example, Father on Fa-
ther’s Day reading the card youngster-in-
a-cowboy suit has sent him. The people
are well cast and well directed.

The young lady who does the on cam-
era selling in front of a greeting card
counter has poise and a quiet sincerity
most suitable for the product. The opti-
cal work is excellent, especially that in
which the product name in script dissolves
onto a card to form a sign-off.

Without being saccharine, these an-
nouncements create the right atmosphere
for selling the product.

SPONSOR: Collier’s
AGENCY: Kudner Agency, New York
PROGRAM : "“Today,”” NBC TV

Collier’s provides another good example
of straightforward “personality selling” by
its use of Dave Garroway to plug the new
biweekly issues. As usual, Mr. G. is re-
laxed, convincing, and effective. He holds
the magazine open, cover camera-ward
(for newsstand identification) and riffles
through the book featuring an item here
and there. When he came to the article
about midget subs the camera took an in-
sert of an illustration from the magazine.

Camera work was a bit sloppy in the
way the cover was cropped, the way it
covered Dave’s face and the way it made
obvious the fact that Dave was reading
his copy from inside the magazine. De-
spite these problems, however, the gen-

eral impression was good. * kK

SPONSOR




SPOKANE
MARKET

" RELY-TV

Channel 4 Spokane, Washington

PACIFIC NORTHWESY BROADCASTERS w THE WALKER COMPANRY




KFH

-,l N B'.AlR & COMPANY

d C//W @é/‘&/&

EFFECTIVE OCT. |

K F H WICHITA, KANSAS ... CBS for 25 Years... 5000 Watts 1330 KC.
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On October 1, KFH, Wichita, Kansas, joins
the list of radio stations nationally
represented by John Blair & Company.
KFH, noted for 31 years for its fine
public service record, is every advertiser’s
assurance of dominant penetration of the
rich Wichita market, where sales response

1s matched by high purchasing power.

KFH is a strong selling force because

its local area programming is smart,
personalized and sales minded. As ‘‘The

Radio Voice of the Wichita Eagle,”’

KFH is able to offer the finest news

coverage and sports services in the area.
Coupling 1ts CBS affiliation and

outstanding local programs, KFH has

for years maintained a leading position,

with more audience than the next ;

two stations combined.

If you need a top selling job, you need a

station that’s been tops for thirty-one

years. Call your John Blair man!

& COMPANY

REPRESENTING LEADING
RADIO STATIONS

NEW YORK . BOSTON . CHICAGO
ST.LOUIS . DETROIT . DALLAS
SAN FRANCISCO <« LOS ANGELES

A
i _ e




BUILDING SUPPLIES CARPETS

{
SPONSOR: Standard 1 amber Co, AGENCY @ Direet
} CAPSULE CASE HINTORY W hen  Standard  Lumber
finished constructing an entire home, o wanted to pub-
licize the open house 1o be held there. The company pur-
chased SO6 worth of time signals on KREM. five a day

SPONSOR: The Carpet Alunee AGENCY : Bire
CAPSULE CASE HHSTORY Carpet retailers  generall
experience a sharp slump in summer. In an effort to bee

this slump. the Carpet House revamped its merchandising
put in a lower-priced line. decided 1o accent a friendl:

Jrom Thursday through Sunday of one week. Of the 61 informal customer relationship. To advertise thes
I interested parties who viewed the home. one purchased changes. i bought a schedule of five participations

it. a second ordered another house, and a third party
arranged for an extensive remodeling job. This amounted
to over S30,000 (n bustness from a 366 air invesiment.

week in KRDO's morning Yawn Patrol program. Rathe
than slumping. sales rose 15 to 20°¢ . a husiness increas
of several thousand dollars per month. VMonthly radi

’I \o other adrvertising was used. investment: <6U.
i KREM, Spokane, Wa-h, PROGR AN Time signal announcements KREDO. Colorado Springe, Colin, PROGRAM: Yawn Park
'l — G A
RANGES, TV SETS !

SPONSOR: Stark-Davie Co, VGENCY s Dins

CAPSULE CASE HINTORY:  Appliance dealer Stark-Da
vis Co. of Portland. Ore.. wanted 1o up sales on electn
ranges and television sets. Firm purchased a series of X
announcenents on Kl [l in order to obtain sales leads
As a direct result of the air pitches. the company rel
ceived over 100 leads [or the stoves and video sets. Hi
! ; investment of S151.20 brought a potennial sales return
of S80.000 with X3.200 in sales realized to date..
— e J
e 0 SR artot, >

USED CARS

AWJL FPortland, Ore. PROGR AN \nnonncement

4

SUMMER THEATRE

SPONSOR: Esquire \loters AGENCY : Divect

CAPSULE CASE HISTORY:  ['hen business slumped in
May. Big Steve, Esquire Votors” owner, decided to shift
his entire budget from newspaper advertising to threr
KPQ announcements a day. Ile aimed the adveriising
al the working class audience which he knows buys most
used cars. Ile took care 1o 11} tell the true facts about
the cars for sale-—1thus building a good reputation: and
(21 reassure buyers that payments could be made up at
a later date Gwithout forfeiting the cari by purchasers
who lost income through sickness. Since then. he has
sold up 1o six cars a day at a radio cost of %12 daily.

KPQ. Wenatehes, Wash, PROGR AN \nnouncements

~PONSOR: Old Town Theatre AGENCY: Lynn Kimm

CAPSULE CASE ANSTORY 0 This  summer  theatre a
Smithtown Branch, Long Island, was to open on a Friday
night. lames S. Moreno. producer at the theatre. pur
chased four 30-second daytime announcements on WGSY
to run on the Tuesday and Thursday prior to the open
ing. Announcements told the play’s title and the theatr:
plone number. By Fridayv. the Old Toun had receiver
more reservations than in any simiar interval in the
theaire’s eight-year historv. No other advertising ua
used. Radio cost: 822.50 per dav. In past vears. expenii
tures in local newspapers averaged SO0 weekly,

WESAL [hintington, 101, PPROGR AL \nnouncement

FURNITURE

SERVICE STATION

SPONSOR: Wikson™s Fuenitnre AGENCY : Diveet
CAPSULE CASE THSTORY “Le> Wilson., owner ()j
this furniture business. bought a package announcement
schedule on AKRIZ ar a cost of S150 per weck. e reports
direct sales results immediately following the start of the
campaign. In one weel alone. he sold 211000 worth of
clearance furniture. The greatly expanded business vol-
ume has enabled Wilson to add a door-to-door salvs staff
to the organization. W ilson describes the KRIZ results
as “sensational”™  topping any other medium he has ever
tried and is continuing use of the station.

KREZ. Phoenty, \ris. PROGR AN \nnonpeements

SPONSOR: Singer Sumoen Serviee Sation AGENCY': Dire

CAPSULE CASE AHSTORY: Automobile owners. espe
clally those planning summer vacations. were this sertie
statton’s target wchen it scheduled a nro-day campaign
on WAXLW. Mr. Singer purchased six one-minute an
nouncements. three to run each day. telling abour a fre
tire tnspection service for one dav. Objectives were It
create goodwill. increase station traffic. und sell tires.
Though copy included no direct sales pitch for tires.
approximately S1LOO0 worth were sold as a result of thes
Jree inspection service. in addition to extra sales of gaso:
line and other products. Total advertising cost: $45.

WALNL Tadianapeli~. fud. PROGR AN Announcements




u the 2ud Largest Massachusetts Metropoli-
tan Market. More and More Natiounal Spet
Advertisers are improving  local coverage

(’.l * ® L]

When \NTXI_ marks the spot on your

[
scheds, spot saturation means market .
domination in Springfield. Massaehu- .
setts . . at lowest cost per theusand of ¢
any area station. Many spot advertisers

[ ]
know this . . . they repeat scheds regu-.

[ ]
larly, running morning. noon and night.

[ ]

But yvou be the judge . . . try saturation

spots this fall on WTXL

For avails and other information.
call Larry Reilly. Gen. Mgr..
WTXL. Springfield. Mass., 9--1768.
or any office of The Waker Rep- SPRINGFIELD, MASS.
resentation Co.. Ine.
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Eugene Lessere

agency profile

Director of TY Commercials
William H, Weintraub Co., Inc., New York

Eugene Lessere’s two newest responsibilities were acquired within
three days of one another: on 3 July, his first child, a son, was born;
on 6 July, he joined William H. Weintraub as director of TV com-
mercials for the agency.

Lessere’s past training and experience are helping him master the-

uvery day — every night,

people in SCIPIO watch
WHEN, and then shop

the Syracuse market.

second job more easily than the first. His record includes turning
out radio and TV commercials for four agencies. operating a college
radio station, and dabbling in art and photography. These last two

Scipio, N. Y., is only one of

4 over 200 communities in up-

state New York whose buying
habits are influenced by view-
ing Channel 8. WHEN — and
only WHEN — gives a 26-

4 county coverage in an area

of 24 million people—people
with diversified occupation —
people with high, stable buy-
ing income —and all potential
purchasers of WHEN adver-
tised products. Get complete
coverage of this rich upstate
New York Market with its high
spendability over WHEN.

SEE YOUR NEAREST
KATYZ AGENCY

WATCHES

pursuits, he feels, are among the most useful for anyone in TV.

“Every agency today,” he says, “is faced with the problem of estab-
lishing a topnotch television department. Many times, they hire
spacewriters or radio people for TV.

“Actually, it isn’t as simple as all that. Television is a visual
medium with a fourth dimension: pictures that move in time. You
have to be able to visualize what story board drawings will look like
when in motion accompanied by sound.”

Television’s effectiveness—and its problems—will be doubled with
the advent of color, Lessere believes. “No doubt color will add a lot
more excitement to the medium. With color comes more depth, defi-
nition, and distinctiveness. But there are dangers in its use, too.

“At the start, there’ll probably be a lot of garish colors used in-
discriminately as attention-getters. The really smart producers,
though, will plan color carefully to achieve the desired psychological
effects. They’ll be more subtle about it, in other words.”

Lessere’s chief criticism of present-day TV commercials: “Just as
there’s not enough experimentation in programing, there’s not enough
in commercials. When there is one outstanding commercial, you
can be sure there will be a dozen poor imitations.”

Thirty-one-year-old Lessere is a native of Rochester, N. Y., and &
graduate of Cornell University. After college he worked at Buchanan

i:i E N Advertising as a radio copywriter, was instrumental in the Texas
DUMONT H Co.’s decision to renew its opera broadcasts. He did radio-TV com-
A mercials for Compton and BBDO (he worked on 80% of the latter’s
':'E::::;L“ TELEV’S’ON TV accounts), and was cosupervisor of TV copy and production at

56

. SYRACUSE

N>

Ted Bates before joining Weintraub.
In his present position, he is creating television commercials for
such accounts as Blatz, Revlon, Kaiser-Frazer. * kK

SPONSOR
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Only a combination of stalions

can . cover Georgia’s

major markels.

590%ke %
CBS :RQ@'O b ’ 10’000 W WT 0 bE
BN 7 940 ke

: {4 CBS Radio 5000 v
; : 1290 ke
/T CBS Radio-
¢
ATLANTA
o The TRIO
MACON ' offers advertisers
» at one low cost:
SAVANNAH 4 .
CONCENTRATED
COVERAGE

MERCHANDISING
ASSISTANCE

: l LISTENER LOYALTY
~ BUILT BY LOCAL
PROGRAMMING

DEALER LOYALTIES
In 3 major markets

represented
individually and
as a group by

The KATZ AGENCY, INC.

NEW YORK CHICAGO DETROIT ATLANTA DALLAS KANSAS CITY LOS ANGELES
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ISOR Asks...

Are there any particular characteristics of Negro-audience

radio that advertisers ought to be aware of

THE PICKED PANEL ANSWERS

Advertisers
should be careful
that the Negro-
aimed radio sta-
tion has the good
will of the Negro
listener. Some
stations program

i . to the Negro on
a haphazard ba-

Mr. Cossé sis and therefore
lack the sales

punch that a station that truly caters
to its audiences achieves by so doing.

Advertisers should be aware that

Negroes objcct to being talked to

rather than talked with on a friendly
impartial neighborly basiz. Negroes
are sensitive listeners. They can sense
if a disk jockey or radio station is
friendly to them. They know where to
turn their dial, and it is most impor-
tant that the advertiser who is going
after that market learn the advantages
of catering to this audience.
Advertisers should be aware of the
friendly contacts bevond the air waves;
for instance. how much does the radio
station do for them on public service
benefits? An outstanding service of
this nature was done recen'ly by
WDIA. Memphis, which sponsored the
first all-Negro night at the Fairerounds
Amusement Park. The event drew the
biggest crowd in the park’s historv.
Advertisers should be aware of rat-
ing survevs. Negroes will not alwavs
reveal their true listenineg habits to a
white person. Verv often the Neero
(especiallv in the South) is timid to
telt a white person his true listening
choices. Also, since Negroes have
fewer phone homes than the whites.
their choice of programs does not al-
wayvs show up in the phone surveys. In
the case of a personal interview they

58 (Negro Radio Seclion appears in this issue, starting page 63)

very often inisinterpret the interview-
er’s questions. On the other hand, if
both surveys are done by Negroes you
would Dbe surprised as to the difference
in the results!

Advertisers should be careful not
e overtype their products. excepting.
of course. if their product is entirely
for Negroes. National brands have lit-
tle to fear about this in as much as the
Negroes look for brand preferences.
Thev like to buy what the white per-
son buvs.

Finallv. the advertisers should be
aware of the lovalty the Negro has for
a particular radio station. When the
Negro learns that he can depend on a
certain station to give him programs
of his own liking and kind, he’ll turn
his dial to that point! Sure he listens
to name personalities, but his first
preference and lovalty are to the sta-
tion that ‘“caters” to him.,

CrayTon J. Cossi
Partner
Dora-Clavton Agency
Atlanta, Ga.

The phrase “par-
ticular charac-
teristics” of Ne-
gro radio audi-
ence is vague.
Radio advertis-
ers should be
aware, however.
of certain defi-
nite Negro audi-
ence attitudes. I
sketch here only
three out of manv: (1) Negro lis-
teners, from ditch-diggers to divines.
from domestics to college professors.
have a keen sense of their dignitv as
human beings, which thev have strug-
gled to protect. Their lvstory is elo-
quent with evidence of this fact. which
expresses itself in manv different ways.

Dr. Haynes

a forum on questions of current interest

to air advertisers and their agencies

O

Advertisers should be sensitive to any-
thing that might offend this attitude.

(2) Negroes as consumers seek to
be on a par with others, especially the
people they work for or with. They
want and they are buying the same
kind of products from liquor to limou-
sines, from lipsticks to baby grands,
fromn cabins to garden estates.

(3) Negroes are aware that Negro
spirituals, jazz, swing. and boogie-
woogie have captured America and
Europe: but they also know that they
have other racial group gifts. There-
fore. other types of radio programs
could be presented such as sports, hus-
band-wife teams, kiddie shows, audi-
ence participation, and news commen-
taries. etc.. which would play up their
full life and historv.

Radio advertisers who want to sell
goods and services to Neeroes should
seek more counsel and knowledge
about these consumers and thus use
this full range of radio potential.

GrorcE E. HaYNES
President
Four-Fold Associates

New York

The Negro radio
audience is ex-
tremely loval to
Negro personali-
ties and pro-
grams. This loy-
alty arises from
the Negro's rec-
ognition that the
program provides
him with equal
cultural represen-
tation in his community and makes
hiin feel that his race is recognized.

The common bond of understanding
between the Negro personality, who
does the program, and his audience
creates a fecling of trust and confi-

Mr. Bloom

SPONSOR




for the statements he makes.
When a Negro personality gives a com-
mercial for an advertiser the audience
is most willing to accept the commer-
cial statements and to bny the produet.

Negroes have learned to appreciate
the value of living for today. They
are realists. They want the best and
they will buy the best. They do not
want  cheap, second-rate imitations.
When they buv food. they prefer the
best brands. When they buy automo-
biles, washing machines. appliances,
and any other home furnishings, they
buy the best. Branded merchandise
has always enjuyed the strongest ae-
ceptance o long as the pockethook
could possibly buy it.

These are essential characteristics
of the Nearo audience, and advertisers
who

dence

recognize these  factors  enjoy
high, profitable resuhs.
Joseri Broow
President

Forjoe & Co.
New York

There are
called primary
characteristics of
Negro-aimed  ra-
tlio as currently
broadcast  which
advertisers
should seriously
evaluate when
planning to buy
Negro radio time.
These charac-
teristics fall into three categories:

30~

Mr. Wootton

1. Spiritual shows

2. Personality shows

3. Blues and Rhythm shows

Obviouslv. each show classification
finds its affinity among listeners with
completely different personal interests
Each
ment infers the economic strata within
the market pattern from which its fan.
dom is drawn.

and or physical activity. seg-

Spirituals very definitely attract the
older, wiser. and presumably more
economically sound-type fan.

These followers of spirituals have
shed their frivolities, few can dance.
most are either homemakers or heads
of families. Thev take greater pride in
property ownership. and spend their
recreational time through membership
in churches. fraternal orders. and civic

(Please turn to page 133)
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NBC programs rate highest
In 71% of evening time periods

NBC programs reach the largest audiences in television...
And in the evening vrhen all four networks are

most competitive, NBC’s lead is especially impressive.

Of the 84 weekly quarter-hour evening periods
(7:30-10:30 P. M.) NBC rates highest in 60 periods,
or 71% of the time; and the No. 2 network in 20
periods, or only 24% of the time.

Here’s how the networks rank by time periods:

NUMBER OF EVENING QUARTER-HOUR LEADS

NBC NETWORK #2 NETWORK “3 NETWORK <4 TOTAL

60 20 4 0 84

In ratings by time periods, as in every other measure of audience size,
the results are the same.. . NBC is America’s No. 1 Network.

Next week... further proof.

NBC’s Audience Advantage is to Your Advantage...Use It.

o 4 Chai)

R

a service of Radio Corporation of America

SOURCES: Nielsen Television Index, Januwary-April, 1953
NOTE: The accuracy of the above data has been verified by the A. C. Nielsen Company
* Al evening option time periods on NBC
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KING-TV meets ad emergency when newspapers abdicate

Television recently proved it could
do an effective selling job under criti-
cal conditions and in a big hurry.

Since last March, Seattle’s big Bon
Marche and other department stores
had been planning a huge summer sale
to take place in mid-July. The Bon
Marche had ntade elaborate prepara-
tions, had stocked mnore than a quar-
ter million dollars worth of goods for
the event.

The sale, to start on 16 July, was to
get the bulk of its promotion in news-
papers. But it so happened that on the
very day the sale was to begin. the
Seattle-Tacoma Newspaper Guild went
on strike, making newspapers unavail-
able at the crucial moment (at spox-
SOR’s presstime, strike was still on).

To help meet the crisis. the Bon
Marche called on KING-TV shortly be-
fore noon of the opening day. By 1:00
p-m., the Bon Marche was on the air
sponsoring a motion picture (KING.
TV’s Tom Dargan had had 15 minutes

WATO, Qak Ridge station,
(o get atomic power

The first radio station in the nation
to speak with an “atom-powered voice”
will be WATO, located at the Oak
Ridge, Tenn., atomic installation.

According to WATO Executive Vice
President Ross Charles, the station
has already taken the first steps aimed
at powering itself with atomic-reactor-
produced electricity. A five-minute
“proof-of-the-pudding” broadcast dur-
ing which WATO will operate solely
on this power is scheduled for the near
future.

“We realize that large-scale ‘peace-
ful' atomic power for industry gen-
erally may be some years away,” said
Charles, “but we look forward to being
the first industry in the world to dem-
onstrate in a practical way tle poten-
tiality of this new source of energy.”

* % %

62

to prepare five live announcements to
be delivered during the movie).

Before the movie was over, the Bon
Marchie had also bought three studio
sliows to be presented as remotes from
the store the next day. All that night,
KING-TV engineers worked at the
store to set up equipment for the re-
mote, drilling through 12-inch concrete
walls to make way for the cables.

The remotes. with studio person-
alities showing store merchandise, were
a rousing success almost immediately.
Record-breaking crowds came to the
store to see the telecasts, to meet the
TV stars—and, most important, to buy
merchandise. The Bon Marche signed
for two weeks of the remotes, also
bought announcements on some base-
ball telecasts.

John Keeler, sales promotion and
merchandising manager of The Bon
Marche, sums up the experience with:
“What was certain disaster, KING-TV

turned into a very successful achieve-
ment.” * * k

Men can sew, Plaff
expert discovers

When two WABC-TV cameramen
started to kid sewing expert Lucille
Rivers about her references to *“‘gus-
sets’” and “galloons” on her Pfaff Seuw-
ing Center show (Thursdays, 1:00-
1:30 p.m.) she threw out a challenge
to them to show her they could sew.

So they took her up on it. They
marched themselves down to the Pfaff
Sewing Center on New York’s Fifth
Avenue, rolled up their sleeves and

Friadman and Brown model self-sewed shirts

proceeded to lay out patterns, cut fab-
rics and sew away on sponsor Pfafl’s
machines, while bulbs of press photog-
raphers popped all about them. Result
(after several days) : two finished sport
shirts. These, Lucille said, were “as
good a job as many women turn in
after years of experience.”

On WABC-TV for the past six
months, the Pfaff program is sched-
uled to go on a network in the fall (see
SPONSOR, 23 February 1953, page 30,
for full-length article on Pfaff). Pres-
ently, producer Demby Productions is
offering the show to department stores,
soap product, foundation garment, and
other women-interest advertisers for
local or national sponsorship on addi-
tional days each week. * K x

WOR makes $1,000,000
deal for new shows

Demonstrating its firm faith in ra-
dio’s future, WOR, New York, recently
transacted for over $1,000,000 worth
of big-name transcribed dramatic
shows which will form the basis of a
new two-hour afternoon series. The
series is to incorporate special advan-
tages for participating advertisers, says
James M. Gaines, General Teleradio
v.p. in charge of WOR.

WOR Radio Playhouse, the Monday-
through-Friday, 3:00-5:00 p.m. series,
includes program packages from Fred-
eric W. Ziv Co., valued at $650,000,
and from Harry S. Goodman. Among
the packages: I Was a Communist for
the FBI, Bold Venture, Freedom
U.S.A., Favorite Story (Ziv); Let
George Do It, Mystery House, and
Thirty Minutes to Go (Goodman).
Ziv Executive V.P. John L. Sinn says
this is the largest single sale of its kind
Ziv has made to any radio station in
its history.

Advertisers participating in the
Playhouse series will get air pitches
not only in the afternoon, says WOR,
but also in the station’s nightly block
of mystery and adventure programs—
for the same price. This will give the
advertiser two minutes and 10 seconds
of commercial time for each participa-
tion he buys, plus the opportunity to
reach the variety of audiences covered
by romance, adventure, mystery, and
classic drama programs.

The series is slated to start 14 Sep-
tember; eachi two-hour Playhouse pro-
gram will present three of the tran-
scribed shows woven together with spe-
cial commentary. * K X
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Brielly . . .

Steve Allen now works for Knicker-
bocker Beer in a mightly  Monday
through Friday) variety show on
WNBT from 11:20-12:00 wmidnight.
To launch Allen in the new show

(whiclt started last montln) . WNBT

,7 ‘: .1 "

Allen and Taylor admire SPONSOR plaque

threw a kick-off party for him. spox-
sor contributed to the proceeldings by
presenting Allen with a special plaque
—a framed ad commemorating the
three-hundredth anniversary of New
York, showing Father Knickerbocker
witlt the face of Steve Allen. Joe Tay-
lor, ad manager of Knickerbocker
Beer. got as big a kick out of it as
Allen (see photo).
* * *

One cigar smoker who watches the
Phillies - sponsored  Saturday Night
Fights (ABC TV) over WNAC-TV.
Boston. demonstrated his lovalty by
sending in a box filled with 8.909 cigar
bands. The viewer, Carl F. Anderson, |

WNAC-TV's Gregson shows 8,909 cigar bands

Saugus. Mass.. collected the bands
from fellow workers at a General Elec-
tric plant in Lynn. then took the trouble
to count them. Result: His survey
shows Phillies a five-to-one favorite.
Announcer Jack Gregson told the story
and showed the bands on the program.

(Please turn to page 132)
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WTRY

Personality

Roy Shude

MOBILGAS SPORTSCASTER 6:15 P.M.
"“FIFTH AT SARATOGA" 4:30 P.M.

Roy Shudt didn’t know whether to say “ves” or “no’” when asked
several years ago to call the trotting races at Saratoga. The track
for trotters had just opened, and, although a seasoned sports coninen-
tator and play-by-play star on WTRY, Roy had never described the
trotters before.

Fortunately, he finally said, “Yes.” lle used his fine. clear voice
and crisp style to develop the most distinctive and successful tech-
nique in the business. Now he’s the country’s highest paid trotting
race caller; a sportscaster with a national reputation for being tops
in his specialty. He has broadcast the Hambletonian coast-to-coast
for CBS. He’s the star performer at Hollywood Park on the coast.
He opened the fabulous I’once de Leon Raceway at Jacksonville this
season. He helps pack ’em in at Rosecroft in Baltimore.

Naturally, his success abroad has made him a hero at home in
the Albany. Troy, Schenectady market. His large WTRY audience is
nothing short of enthusiastic. He's a great hooster for his hone town
area and will work and live no place clse on a permanent basis no
matter how attractive the many offers are.

Royv's 6:15 p.m. sport show every day, Mon. thru Fri., has the
biggest audience of sports fans in the area and certainly one of the
most vigorous and articulate in the country. lle's the Mobilzas
Sportscaster for Socony-Vacuum on the 6:15 show and during the
racing season he’s on the air everv afternoon with the “Fifth at
Saratoga™ for Owen Cartwright, one of the top Ford dealers in the
country.

Roy Shudt’s top-notch performance is verv much in keeping with
the kind local radio
people like to call “network quality™. And when vou're with CBS

the quality programming WTRY maintains

“network quality” means aiming higher all the time.

WTRY CBS—5000W—980 KC
Albany-Troy-Schenectady Represented by Headley-Reed Co.
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LeonarRD Evans

ANNOUNCES

a dramatic, transcribed
daytime radio serial for

the Negro Market!

“RUBY VALENTINE,” first dramatic radio serial created especially
for the Negro Market is available for sponsorship in 1/} hour segments five

times a week on September 1st.

1. Featuring top Broadicay and Hollywood Negro talent.
2. Based on realistic, believable situations in Negro life.

3. Designed to build maximum audience loyalty and sales response.

The dramatic story of “RUBY VALENTINE” and other packaged programs
designed to sell the Negro consumer are created and produced by Wyatt and

Scheubel in association with Leonard Evans, Negro Market Consultant.

For further information contact—

LEONARD EVANS ASSOCIATES
203 N. Wabash Ave., Chicago ! Franklin 2-6141

WYATT & SCHEUBEL
40 East S1st Street, New York 22 Eldorado 5-7785
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boost a client’'s sales

‘tain whiel some advertisers
million U.S. Ncegroes, the Ne-
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tions an the Fast (WOOK,
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of the U.S. Negro market as well as the latest data.
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a dramatic, tra

daytime radio

the Negro Mark

“RUBY VALENTINE,” first dramatic radio

for the Negro Market is available for sponsorshij

times a week on September 1st.

1. Featuring top Broadway and Hollywood Neg
2. Based on realistic, believable situations in Ne

3. Designed to build maximum audience loyalty ... vuoco i copvise.

The dramatic story of “RUBY VALENTINE” and other packaged programs
designed to sell the Negro consumer are created and produced by Wryatt and

Scheubel in association with Leonard Evans, Negro Market Consultant.

For further information contact—

LEONARD EVANS ASSOCIATES
203 N. Wabash Ave., Chicago 1 Franklin 2-6414

WYATT & SCHEUBEL
40 East 51st Street, New York 22 Eldorado 5-7785




Loyalty of Negroes to programing aimed at

Negro listeners can boost a client's sales

i the Color Cortain which some advertisers
have dropped on the 15 million U.S. Negroes, the Ne-
gro lives a busy and prosperous community life.
dAnd an ever-increasing group of U.S. radio outlets,
from the four UBC stations in the Fast (WOOK,
WANT, WSID, and W.JMO) to Santa Moniea’s
KOWL on the Pacific Coast, are aiming all or part
of their programing at Negroes. Result: More and
more, Negroes are tuning to these stations and are
buying the goods and serviees they hear airsold by
Negro radio personalities. In faet, Negro-appeal
radio is growing so fast that few ageneies and ad-
rertisers ean keep vp with it. As a resull, spoxsor
therefore s proud to present its third spotlighting
of the U.S. Negro market as well as the latest data,
tips, results, and research to aid adrertisers i plan-
ning suecessful radio campaigns beamed at Negroes.

Project editor: Charles Sinclair
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Negro radio: a U.S.-wide
round-up of Iatest research
on what the Negro listens

to and reacts to—and why

Negro radio snccesses:
Everything from fried

shrimp to new Cadillaes
has been airsold (o loyal
listeners

Negro recently

Tips on Negro Radio:
Negroes are a  sensitive
audience and can spot
phoney selling in a min-
ute. lere's how to avoid

traps in Negro airselling
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[. The Nearo marke

U. S. Negrees buy top-quality, brand-name goods of all types.

Is the U.S. Negro a good customer
for U.S. consumer goods?

The answer to this question. on the
basis of the latest gronp of facts and
figures on the U.S. Negro market to
be gathered by SPONSOR, 1s “Yes.”

As Norman Stewart, commercial
manager of Nashville’s WSOK, a sta-
tion with a sizable Negro-appeal pro-
gram schedule, stated:

“It cannot be emphasized too much
that the Negro is no different from the
average white person in his needs and
luxuries. He buys and uses the same
merchandise and services that the av-
erage white consumer uses. He wants
the same quality . . . often a little bet-
ter quality . . . offered to anyone else.”

And, as Robert D. Williams, man-

ager of WBCO, Birmingham, an all-

8 key facts to remember about the U.S. Negro market

Negro-programed station, puts it:
“Don’t let anyone try to kid you
into thinking this is a poor market.
According to the 1951 Sales Manage-
ment ‘Survey of Buying Power,’
$150,000.000 in retail sales were made
to Negroes in 1950 in the Birmingham
area, and later estimates are far above
this. We advertise and sell to Negroes
the most expensive automobiles, the
biggest and most expensive television
sets, appliances, home furnishings.”
But the answer to the question, “Is
the Negro a good customer?” is a
“Yes” with certain qualifications, even
though the country’s 15,000,000 Ne-
groes have a combined annual income
estimated to be over $15,000,000.000.
The Negro is still not on an entirely
equal basis with U.S. whites. He may

i 1 1 W] It
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be welcomed at a Cadillac showroom
in New York or New Orleans but he is
not particularly welcome at many of
America’s leading resorts and most fa-
raous retsaurants.

Because of continuing of racial seg-
regation, the Negro’s 1953 buying hab-
its in the U.S. are not identical with
those of the country’s whites.

Negroes, for instance, still buy larg-
er-than-average amounts of drug prod-
ucts and patent medicines, since the
medical services and facilities available
to whites are not always available to
Negroes. Negroes still extend a lower-
than-average patronage to many res-
taurants, night clubs, theatres, hotels,
and vacation spots and generally spend
less for out-of-home recreation than
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NEGRO POPULATION OF U, 3.
LONG-TERM TREND IN U, S. POPULATION:
NEGRO (SINCE 1940)
WHITE (SINCE 1940)
TOTAL U. S. NEGRO INCOME, ESTIMATED
TREND IN U, S, NEGRO-VS.-WHITE MEDIAN IN3OMES:
NEGRO (SINCE 1940)
WHITE (SINCE 1940)
U. S. NEGROES WHO LIVE IN URBAN AREAS
TREND IN U. S. URBAN HOME OWNERSHIP:
NEGRO (SINCE 1940)
WHITE (SINCE 1940)
EMPLOYMENT OF U. S, NEGRO LABOR FORCE (OVER 14)
OWNERSHIP OF RADIO RECEIVERS ;
U. S, AVERAGE (1 JAN. '53)
NEGRG AVERAGE (1 JUNE '53)

..............................

15,000,000+

UP 15.8%
UP 14.4%

$15 billion*
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UP 192 %
UP 146 %

UP 129%
WP 84%
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SOURCES: U. Bureau of the Census, joint Padio Network Ccmmittee, SPONSOR survey of Negro-appeal stations *Or over
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VW where., when, and why

whites, since they can’t always be sure
they won't be embarrassed.

Having lower median incomes to
start with (5$1.5069 for Negroes vs.
€3.135 for whites, according to the
L.S. Census), thev usually hlive in low-
er-rent  sections than  whites, cven
though Negroes today own nearly a
third of the homes in which they hve.

What does all this mean to the aver-
age radio advertiser? One good an-
swer was given by D. Courtenay Jami-
son, advertising advisor to Atlanta’s
Negro-staffed WERD, who said:

“The fact is that since Negroes pay
lexs for rent and recreation (two large
items in the white familv’s budget)
they pay more and buy more of the
things that are nationally advertised.
They insist upon quahity, and will not
stop at any sacrifice of price to get it.”

But this is only part of the answer.
Modern psychology provides the rest.

The U.S. Negro, many top psvcholo-
gists and social researchers feel. suf-
fers from an “insecurity neurosis.” As
far as manufacturers of nationally ad-
vertised products are concerned. this
“insecurity  neurosisT  means  two
things:

1. A Negro will often buy the very
best of those things he can buy read-
ily in order to prove—if only to other
Negroes or even to himself—that he is
just as good as amybody else. A well-
known marketing consultant. himsel a
Negro, told spoxsor: “Until prejudice
disappears in this country. Negroes
will alwavs feel in competition with
whites. That’s why a Negro may drive
a Ford now but hopes some day to be
able to drive a Lincoln or a Cadillac.”

2. Being denied the same general
entertainment opportunities as U.S.
whites—particularly in the South and
Southwest—Negro families are hkely
to spend more than the white average

(Please turn to page 86)

Negro housewives buy premium-price food
and household items as photo taken in New
York's Harlem area shows (right). Develop-
ment of super markets in Negro communities
heightens importance of airselling. (Picture
courtesy station WWRL, New York City)
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Public service: New Orleans mayor praises Mort Silverman of WMRY (top left) for job
done by ouilet in helping United Negro College Fund. In Miami, WMBM's Junior Jamboree
(bottom left) packed in the small fry. In New York, WLIB explored Harlem housing problems

Guest stars are frequently heard on local Negro-appeal shows. Martha Raye {top left) ap-
peared on WFEC, Miami benefit show for local P.T.A.; ex-champ Joe Louis traded quips on
WBOK, New Orleans; bandleader Lionel Hampton presented latest recording to WWCA

Research shows Negro-’

6‘.'Vhy Negro radio?”

The advertiser’s best answer to this
basic question comes from a simple
fact: Negroes like Negro-appeal radio.

They like it and they listen. As 1§,
WDIA, soon to celebrate its fif'h anni-
versary as one of the country’s top Ne-
gro radio outlets, told sPONSOR: ,

“Some months ago a special C. E.
Hooper survey showed that an average
of 69.6% of Memphis Negro homes
had their radios tuned to WDIA at any |
one time of the day. That’s almost |

seven out of 10 Negro homes in a ma- ¢
jor market where there are over 562,
212 Negroes.” f

Such high share-of-audience figures
as these are not uncommon in other
markets where Negro-appeal outlets
have done a good job of integrating
themselves with the life of a citv’s Ne- ]
gro community. But such audience fig-
ures provide only part of the answer
to the question. ‘

Another reason for the success of the
200-0dd U. S. radio stations now beam-
ing all or part of their schedules at
Negro listeners is found in the com-
ments of Necro marketing specialists.

Says Joe Wootton, a Negro himself
and station rep for some two dozen
Negro-appeal outlets:

“Certainly Negroes listen to Arthur
Godfrey and watch I Love Lucy. But
seldom can a Negro—particularly one
who is getting more and more proud
of his racial heritage as his status im-
proves—find anything in the ordinary
air show sponsored by a national ad- f
vertiser with which he can identify
hiinself.

“He listens to ordinary racdio news-
casts, too. but rarely finds that they
answer the question, ‘How will this
news affect me as a Negro?” And so
on and on.

“Negro-appeal radio therefore is the
radio in the increasingly race-con-
scious, race-proud world of millions of
colored Anericans.”

Another Negro market researcher,
Dr. George E. Havnes, president of
New York’s Four-Fold Associates, con-
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sultant specialists in the Negro market,
carries this thesis further. Said he:

*“The Negro consnmer market is not
limited to large urban centers or any
segregated area or even to snrall Negro
commmities and individual finnilies.
No matter where they live, the social
life, organizational connections, feel-
ings, and attitudes of Negroes are tied
into Negro life and the Negro commu-
nity as a whole.

“Neuroes with few exceptions be-
long to churches, lodges, fraternities,
sororities, social, and welfare groups
made up of Negro members. News and
features of special interest to Negroes
are often omitted or not slanted to
them in the general press. Therefore,
Negroes turn regularly to Negro-edited
newspapers and magazines.

“This is true of radio and TV as
well. Negroes enjoy many general pro-
grams. But they give special attention

Local stars seen below have loyal Negro followings. Top row: King
"Rockin'
Bottom row: Clarence Waelch plays spirituals on KALI; white d.j.'s

Porter, WBCO: Chuck Richards, WITH;
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just as thev give to the Negro press

to programs and sports events that
entbrace Negro life and which feature
N\egro artists and athletes.”

Fspecially in the southern U, S,
where the Negro percentage of a ¢ity’s
popnlation invariably  runs
higher than in the North. Negro-appeal
radio is often the kevstone of commn-
nity life.  As Jules Paglin, president of
The OK Group t WBOK. New Orleans:
WANOR. Baton Rouge: KAOK, Lake
Charles) which beams programs at
some 1,000,000 Gulf Coast Negroes.
puts it:

“This vast Negro population with
high purchasing power is a potential
gold mine for advertisers who will seek
it out and contact it through radio.
Negro radio listeners are loyal listen-
ers. In the South, they read few news-
papers. magazines. or hooks as com-
pared with the time they spend with

alimost

Lucky,” KSAN.

-

radio. T the New Orleans area, for
instance read fewer looks
from the public library by 5077 than
any other city of the same size,

“Negroes  get

N\earoes

their  mlormation,
their entertainment and their educa-
tional zains from radio and every sur-
vey has shown thi<. Radio is the one
medinm they all can liear and under-
~tand and ¢njoy.”

Radio research

lHow well are Negro-appeal stations
attracting and holding Negro audi-
ences?

An over-all answer was furniched to
sronsor by Clayton J. Cossé of At-
lanta’s Dora-Clayton station rep firm,
spectalists in Negro radio:

“Sets-in-use by Negro listeners has
shown consistent strength. Ratmgs
have increased due to the fact that

(Please turn to page 72)

Hunter Hancock and "Jumpin' George Oxford™ are heard on KGFJ

and KWBR. Negro-appeal d.i.'s and gospel music are the backbone
of Negro programing on

some 200-odd United States stations
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IN THE TRUE-LIFE STORY OF A PATRIOTIC YOUNG AMERICAN WHO LED 3 LIVES IN THE SERVICE OF OUR COUNTRY!
1. CITIZEN! 2. COMMUNIST! 3. COUNTERSPY FOR THE FBI!

TENSE because it's FACTUAL! GRIPPING because it's REAL! FRIGHTENING because it's TRUE!

EACH HALF-HOUR A TRUE-LIFE ADVENTURE!f

YOUR OPPORTUNITY
TO HAVE THE MOST
TIMELY AND IMPORTANT

TV PROGRAM IN
YOUR CITY!




COUNTERSPY
FOR THE

Not just a script writer’s fantasy—but the authentic story of the
Commies’ attempt to overthrow our government! You'll thrill to
the actual on-the-scene photography . . . the factval from-the-
records dialogue.

Taken from the secret files of a counterspy for the FBl. Authen-
tic sets and scripts personally supervised by Herbert Philbrick,
the man who, for 9 agonizing years lived in constont danger
=: a.supposed Communist who reported daily to the FBIl

VER BEFORf HAS SUCH A DRAMATIC

DOCUMENT APPEAREL oN TVI

‘ZIV TELEVIBION PROGRAMS, INC.
1529 MADISON ROAD, ‘CINCINNATI, OHIO
NEW YORK HOLLYWOOD
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STATIONS HAVE DEVELOPED OTHER-THAN-D.J. PROGRAMS: WOV'S "BELLES OF N.Y.” AMATEUR HOUR; WDIA'S SPORTSCASTS

most Negro-programed stations are
daytime operations. Since more disk
jockeys are programing to the Negro,
naturally the mail pull has shown an
increase. Even in television markets,
radio sets-in-use has not declined be-
cause of more purchasing of radios by
Negroes.”

In individual markets, research
shows that Negro-appeal stations are
attracting ever-growing numbers of the

nation’s 15,000,000 Negroes. Here’s a

quick coast-to-coast round-up of the
latest audience research figures:

New York: Station WWRL, a multi-
language independent with a sizable
Negro-appeal program schedule, told
SPONSOR:

“The Negro population in New
York has increzsed to the point where
there are more Negroes in New York
than the entire population of Cleve-
land, St. Louis, Boston, San Francisco,
or Houston. According to the 1950
Census, there are 1,014,371 Negroes in
New York. Later estimates are even
higher.

“On the basis of the latest Pulse
Report on Negro Listening labits in
New York sets-in-use in Negro homes
averages about 30%-—much higher
than the over-all New York average
which is only 22%. The Pulse survey
also showed that programs like Morn-
ing Spirituals with ‘Doc’ Wheeler had
a higher Negro listening audience than

12

such top network shows as Don Mec-
Neil’s Breakfast Club, My True Story,
Martha Deane, When a Girl Marries.”

Philadelphia: “In June 1951,” stated
WDAS, “Pulse took a special survey
for us on Negro listening habits during
our original Negro program, Randy
Dixon’s Ebony Express. The results of
this survey indicated that this segment
had 43,7% of all Negroes—and there
are over 450,000 Negroes in Philadel-
phia—Iistening in. Dixon had almost
as many listeners in the Negro areas as
all other stations combined.

“We are still able to claim validity
for these figures after two years. The

regular  eight - county  Philadelphia
Pulse indicates that Dixon has held or
increased his audience since 1951.”
Charlotte, N. C.: WGIV, which de-
votes about a third of its program
schedule to Negro programing, told
SPONSOR that “when Genial Gene and
Chatty Hatty, WGIV’s two top-flight
personalities, hit the air Pulse says the
Negro audience flocks in by the thou-
sands. They start tuning in on the
average 15 minutes before show time
and stay for 15 minutes or more after-
ward. Now get this, because it’s im-
portant: 52% of the white audience
stays all the way through these Negro

IN-PERSON VISITS: WBOK D.J.'S AT DRUG STORE; WJLD SINGERS AT CLOTHIER

SPONSOR




segments.”  Cost-per-1.000 homes on
both shows ranges from 43¢ to 67¢.

Incidentalty, Genial Gene last month
was voted “Man of The Year” by the
local Negro newspaper, Charlotte Post.

Louisville, Ky.: In a recent checkup
of its own, WLOU learned the follow-
ing on Louisville Negro listening:

a. Some 97.5% of Negro homes in
WLOU'’s area (Negro population:
160,000) have one or more radios in
the home. Average per home: 2.15
radios. In addition, some 25.87¢ have
portable radios.

b. Of Louisville’s Negro families,
some 77.6% owned cars or trucks that

MORE VISITS: KPRS' ED PATE AT GROCERY; WOPA'S FITZHUGH AT CURBSIDE. WMFS SWITCH: A "GUEST D.J.

s d“ =3 » "H M
LOUISVILLE'S WLOU CONDUCTS INTERVIEWS,

HOWEVER, D.J.'S LIKE KAOK'S

are equipped with radios.

c. Efforts to build loval Negro lis-
tening in a large area were eflective.
Said the station: “Our Negro person-
alities have made personal appearances
—arranged because of popular demand
—in areas 50 miles away from Louis-
ville itsel.”

St. Louis: In a city where nearly one
person out of five is a Negro (total
Negro population: 250,000). station
KALW ordered a radio survey con-
ducted by Western Union. The sets-
in-use fizure among Negro homes was
found to be 26.677.

The station commented as follows:

"BUBJER’

LUTCHER, ARE BASIC SHOW TYPE

“This is indicative of the fact that
Negroes do depend on their radios for
day-in and day-out muhtti-houred enter-
tzinntent. We found that our Spider
Burks and The ‘G’ (Gceorge logan)
took some two-third~ of all votes
among Negroes where any preference
was indicated. Cost-per-1,000 for this
enthusiastic audience?  About 40¢
based on national rates.”

Los Angeles: According to KALIL:

“The Negro popula‘ion in Los An.
geles County is approximately 350.000
and sone 1.000 Negro families move
to the Los Angeles area e-ch month.

(Please turn to page 78)

PROMOTION
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Negro-appeal stations can move a wide variety of brand-name prod-
ucts, as WWRL, N. Y. photo (top left] attests. Part of air success
of Mogen David Wine has come from its use of air advertising
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beamed to Negroes, as on WMRY, New Orleans (lower left).
Other products using Negro-appeal stations vary from ldeal Dog
Food (on WDIA) to Pet Milk (on WSOK) pictured at the right

G

3. \earo radio resul

Listener loyalty means big results for long list of advertisers

1Wegro radio can sell almost any-
thing you can name.

The list ranges from Cadillacs to
fried shrimp. from houses to soap. The
Negro trusts his station, is loyal to its
disk jockeys and homemakers, will buy
with faith when the commercial mes-
sage comes from someone he can iden-
tify himself with.

Sales result stories culled by spon-
sor from a mass of material on Negro
radio are presented in brief form be-
low. Not all of them are specific in
terms of dollars and cents, for ohvious
reasons, but the hist illustrates the va-
riety of products the Negro buys
through Negro radio’s selling power.

Appliances. WBOK, New Orleaus:
The Wilken For Furniture store told
the station that “it was no mere coinci-
dence that we started selling washing

74

machines within an hour after our first
spot announcement on WBOK . . . in
our initial advertising campaign with
vour station. . . . [t will interest you to
know that a number of sales of gas
ranges, television sets and some furni-
ture. in addition to approximately 25
washers, can be directly traced to these
spot announcements (during the first
month of the campaign).”

Shoes, WRAP, Norfolk: Mark’s
Shoes, a local retailer, used a small
schedule of announcements for a
month. sold more than 3,500 pairs of
advertised shoes. Compared with the
corresponding month the year before.
when the store used no advertising by
WRAP. sales were 21% higher. Beef:
Advertising a cut of economy beef,
Big Chief Super Market bought two
announcements daily for six days. Dur-

ing those six days 1,600 pounds were

sold by Big Chief Super Market.

Beer, WHMRBRM, Miami Beach: (On
a Friday morning this past May, Jock-
ey Jack, program director and featured
air personality of the station, made
one announcement to the effect that
the first motorist to arrive at the
WMBM studios with the correct an-
swer to a question would be awarded
a case of Ballantine Beer. To quote
the Miami Whip, Negro weekly:
“Within 15 minutes the roads were
blocked with cars for hundreds of feet.
causing a spillage of traffic into Mac-
Arthur Causeway, main artery to Mi-
ami Beach.” The trafic jam on the
causeway attracted police who arrested
the disk jockey as well as the station
manager, Jim Vaughn, for creating a
traffic disturbance in the area.

SPONSOR

e ——

i g = e =

———— -



Houses, WEAS, Decatur-Atlauta:
The Paradise P’ark Development Co.
sponsored the Echoes of Zion program
on Sundays, 12:15-12:30 p.m. About
a month and a half after it started ad-
vertising, the firm wrote the station:
“The results obtained from this medi-
um of advertising have been astound-
ing. A few minutes after the program
starts the phone starts ringing and we
have had calls as late as 7:30 p.m,
“In the past we have used every me-
dium known in advertising, inchuding
direct mail, which we had considered
the very best way to reach the indi-
vidual. Qur experience with your fa-
cilities is that we have obtained as
good if not better rezults at a far less
cost in outlay than anv source of ad-
vertising has ever produced for us.”

Appliances, WSQK, Nashrille: A
local retailer of a major national ap-
pliance and auto accessory chain spent
$729.75 on WSOK during January
1953. More than $15.000 in TV set
sales and a substantial gain in other
appliance sales were credited to the
station. Toiletries: White’s Specific
Toilet Co. incrcased sales 65% over
the corresponding month the year be-
fore during the first month it adver-

tised on WSOK. The sccond month,
sales were up 6009,

Flonr, WWERE, Yew York: Usine
ouly WWRIL., and no other medium
Quaker Outs’” Aunt Jemima Self-Rising
(bread) Flour, increased its 1932 sales
4376 over 195]. The client uses par-
ticipations in twa disk joekey shows
Dr. Jive and Doc W heeler.
eials are done in the d.j.’s own words
from fact sheets furnished by the cli
ent. The produet is now going into its
sixth vear on WWRL. Since it has
been advertised on the station, the
product has risen from third to first
place in bread flour sales among Ne-
groes in the New York area.

Comuner-

Baking Powder, WMRY, New Or-
leans: Caluinet Baking Powder spon-
sors segments of the Laura Lane howme-
maker show. The General Foods dis-
trict manager told the station: “Indi-
cations are that the station has been
effective in reaching the Negro mar-
ket. We picked up many reinstatements
in stores catering to the Nezro trade.
The store owners were acquainted with
the Laura Lane promotion and com-
mented favorably on Station WMRY.
On top of these factors, the New Or-
leans territory showed the hest increase

m the district for the 12-month period

Furnitnre, WHBCO, RBessemer,
Ala.: The Willoughby Furniture Co.
of Fairfield, Ala., «aid this in a letter
to the <tation: "During a two-day pe
riod recently we sold over §1,700 worth
of furniture which we attribute direct-
Iv to advertising on vour station. A
very, very large portion of our total
sales volume consistently comes from
WBCO advertising.” The two.day pe-
riod on WBCO cost Lewis Willoughby,
who runs the furniture store, a total
of 8§10 in advertising.

Fried shrimp, WHOD, Homestead,
Pa.: “[lot Sauce Williams,” with a
half-ton shipment of shrimp on hand,
bought six announcements on the Mary
Dee Show. Miss Dee told WHODs
listeners that “Ilot Sauce” had just
received a shipment of “those big, fat
shrimp from DBoston and he’s cooked
up an extra special sauce to go with
them.” The shrimp were goue in three
days. Cost: $10 per announcement or
0¢ per pound of shrimp sold. No other
means of advertising were used.

Fishing equipwmient, WGIV, Char-

lotte, N. C.: Thorne's Variety Store
(Please turn to page 90)

Quartet of Negro cuties promotes Carnation Milk campaign on
listening
Ballantine when it's

four outlets with
troit Negroes ask

large Negro radio

the man for
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(top left). De-
airsold on

WILB (lower left).
show on WABC, New York, while Ward Baking Co. uses a long list
of Negro-appeal stations which includes WAAA (below right)

Same firm uses

Negro-appeal Hal Jackson




Tips onhow (o get most out

Few can airsell a producet to Negroes faster than a good Negro entertainer, a‘poﬂ

’(‘m' come time a leading manufac-
trer of household soap had been air-
ing au announcement schedule on a
lavge Neero-appeal station in the Mid-
South. Then he decided to add a pre-
wium offer to his conmnercials,

The premium: a bottle of a low-
priced brand of perfume.

The soap company had used the
same premium in middle and low-in-
come white areas with great success
and felt there was no reason why it
shouldn’t work among Negro audi-
ences in the same general income
bracket.

The campaign started—and proceed-
ed to lay an egg. The sponsor was
amazed. What had gone wrong. he
wanled to know. A man was sent from
the sponsor’s regional office to make a
survey in the area. The interviewer
found his answer after ringing only a
few doorbells.

“Certainly I heard your offer,” a
pretiv young Negro housewife snapped,
“and if it had been something I could
really nse in my kitchen I might have
sent for it. But when I buv perfume
[ buy Chanel Number Five.”

Stories like this one, told to spoN-
sor bv the manager of the Negro-ap-
peal station. are all too numerous.

Take the ease of one of the top
bakerv firms in the country which de-
cided to air a series of transcribed an-
nouncements on a Negro-appeal outlet
in one of the largest cities on the Gulf
Coast. As an executive of the station
tecalls 1t, "One of the announcements
was to be a transcribed jingle which
went “Mammy’s little baby likes Tip
Top. Tip Top’ to the tune of Shortnin’
Bread. Can vou think of a better way
to alienate the Negro listener who is
on the lookout for so-called ‘Uncle
Tom-ing’ anvwav?”

Or the Nashville advertiser who had
his ageney copywriter concoct a series
of announcements, against the advice
of a local station. which featured the
agencyman's conception of jive talk.
The sponsor felt he was “talking the
Negro's language™ but he couldn’t
have been more wrong. as irate phone
calls from listeners later showed.
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Mistakes like these are common in
use of Negro radio. Most admen still
have to rely on a mixture of facts and
guesswork when they design campaigns
for Negro ears. sPOXSOR took this into
consideration in surveying a cross-sec-
tion of the country’s outstanding Ne-
gro-appeal stations. It’s hoped that
this quartet of tips based on replies
from stations will prove valuable to
those agencies and advertisers who are
comparatively new to Negro-appeal ra-
dio advertising, and a good refresher
course to those who are old hands.

L] * *

1. Deun’t try to sell stereotyped
or secoml-rate prodncts on the
air to Negroes.

“Negroes buy Ivory soap and Camel
cigarettes and many other top products
in abundance when they hear these
products advertised through Negro ra-
dio. Therefore. don’t try to sell some-
thing you would not sell to a group

WHEN NEGRO AIR STARS TURN ON SELLING CHARM IN OWN STYLE, RESULTS Hip

that is non-Negro,” is how Jim
Vaughn, manager of Miami’s WMB)I,
one of three Negro-appeal stations
(others: Louisville’s WLOU and Cin-
cinnati’s  WCIN) owned by R. W,
Rounsaville of Atlanta.

(For further details on Negro brand
preferenees, see Negro market story on
page 606.)

Most Negro-appeal stations will warn
an advertiser against appealing to the
bargain-hunting ins:inct. Typical com-
ment, from Norfolk’s WRAP: “Pres-
sure selling gets quick results. But
quality selling gets lasting results.”

However, some stations go even fur-
ther. New York’s imulti-language
WLIB, which has won the respect of
the million-plus New York Negro com-
munity with a well balanced program
schedule. told spoxsor: “WLIB has re-
jected many advertisers. For instance.
one client wanted to advertise a cream
that would lighten a person’s skin.
Such advertising would ruin a station.

L /2 Tow
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‘MOR survey shows

and goes along with the premise that
any attempt to “play down’ to the Ne-
gro marhet can only lead to failure.”

2. Cammercinls eimed at Ye-
gro listeners pratidnee the best
resnlts when they are performed
hy Negrao arvtists amd done in the
artist’s own style.

This should be obvious to any spon-
sor who has had experience in airsell-
ing his product on women's-appeal par-
ticipation shows of the Mary Margaret
McBride type or who has used network
shows built around a strong person-
ality.

Nevertheless, the stations replying to
SPONSOR’s survey of Negro-appeal air
outlets stressed the above tip strongly
almost without exception.

Here are just a few of the comments
of stations and organizations familiar
with the procedure (and problems)
of beaming shows to Negro audiences:

(Please turn to page 93)

LFight ways (o improve Negro air campaigns

L

Never use Negro-appeal radio to sell a second.rate product, or one
which s stercotyped as a “ecolored” product. Negroes today earn

Lgood wages, [ ‘jer to buy npremuum-priced and topequalily mere handise

2.

PDon’t try to use high-pressure selling methods in Negro radio, The
Negro listener resents it, will show his dislike at the cash register,
Said Naorfoll’s W RALP: "Quality sclling always gets lasting results”

Eaperiences of leading Negro-appeal stations and  top  advertisers
show that, with few exceptions, commercials aimed at Negro dialers
produce the best results when they are done live by Negro artists

Attempts by advertisers to produce a synthetic “Negro speech”™ in
agency copy usually don’t work out. WSOK recommends that the
talent be furnished f[act sheets, be allowed to work “in own style

Don’t eapect short-term miracles from Negro radio. Campaigns
must be consistent, just as they are in “regular” radio to get the
top results. WHAT says: “Results often proportionate to expenditures”

Jive programs, and music shows romposed of race records are not the
only way to sell the Negro air audience. True, thev attract a big
audience. But gospel programs, homemakers reach more Negro women

Although quality of available radio research in Negro market is
tmproving, there are still many gaps. A good picture of local Negro
radio can often be obtained quickly from sponsor’s own distributors

Don’t be afraid to seek the advice of Negro stations, either. In nor-
mal radio practice, agencies and clients usually know more about
successful airselling than do stations. Here, it's just the reverse

SNHOD'S MARY DEE SOLD SHRIMP; A THEATRE WAS PACKED BY WGIV'S "GENIAL GENE";

Vcl.Xl. No.13 Mum Ma. Snxwda) May 23, 1953

FREE BEER

WMBM'S “JOCKEY JACK™ MADE HEADLINES

--a.--c\—n.r-ra-..'k—u-\n.--_u Natrs Setmrpren, CAA. B 1P v-a---n-v-.l-—-u.a

Phese 84 .2444




NEGRO RADIO

(Continued from page 73)

Negro sales are cstimated to be at $20
million. The average Negro family
here has at least one radio in thc home,
and 72% have car radios.

Oakland, Cal.: KWBR conducted a
survey among the 150,000 MNegroes
who live in the San Francisco Bay
Area. The station, which beams some
25% of its programs at Negroes, con-
cluded as follows:

“Radio is the only advertising me-

=

dium that penctrates this vast audience
in widely scparated areas. A personal
survey showed that 96% of the inter-
viewees arc acquainted with our Sepra
Serenade programs. Some 63% prefer
to listen in the morning, 91% in the
afternoon, 48% in the evening, and
65% on Sunday. Of those sampled,
627 had TV sets in their homes. Our
principal show aimed at the Negro lis-
tcner, incidentally, has been on the air
on a daily schedule for the past six
years and has expandcd from the orig-
inal half-hour presentation to three edi-
tions, totaling six hours per day.”

Here's the |<ey
to the great

$100 MILLION
NEGRO MARKET

on Florida's

Gold Coast!

Clear channel coverage from West Palm

=7 ;
/\%ey West . .

. from Nassau to the Gulf

@\-?8003!.’ I’s a 100-million-dollar Negro market, and WMBM

" all-negro programming, plus top all-negro personalities con-
sistently deliver the goods! They’ll deliver your goods to this
profitable market of 190,000 Negroes with sound advertising
and merchandising techniques; and they’ll do it most econom-
ically! See our Reps for the complete story.

Get complete coverage with Miami’s
all- negro-prog rammed

VISV

1000 watts

ACTUAL |
RESULTS:
ALMOST
FANTASTIC!

800 kilocycles

Many “Per Inquiry” merchandisers have
bought WMBM on a straight time-buy
basis (P. l.s are not accepted) . . . and
have found their cost-per-sale over
WMBM actually less than average P. 1.
cost. That's ample proof of power!

NATIONAL REPS: FORJOE AND COMPANY
SOUTHEAST: DORA-CLAYTON AGENCY, INC.
A Kounsaville Station
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Negro programing

Two basic program ingredients make
up Negro-appeal radio today: The Bi-
ble and The Blucs.

The chief reason: These two pro-
gram elements are generally the path
of least resistance for a station that is
setting out deliberately to woo Negro
ears.

High-rated d.j. shows have been de-
veloped by the simplc process of pick-
ing a lively Negro disk jockey and then
giving him plenty of airtime and a big
stack of the latest recordings. Other
music shows have been developed using
the low-cost live musical talent to be
found in almost any market with a
large Negro population.

On the religious sidc, it is just as
easy to build programs out of the li-
braries of recorded gospel singers,
spiritual artists, and the like that are
readily available. Also, local Negro
churches and Negro ministers are usu-
ally only too glad to have the oppor-
tunity of going on the air live.

There’s another big reason why only
a handful of Negro-appeal stations
have tried to go beyond the gospel-and-
jazz formulas of programing.

There is no Negro radio network to
feed big-name programs from a central
point to Negro radio outlets. Indepen-
dent program producers, too—both
those who package live shows and
those who produce transcriptions—
have developed only a few successful
shows aimed at the nationwide Negro
audience, although this situation may
change in the near future.

And, no national advertiser has yet
accepted the challenge to develop a
transcribed Negro-appeal dramatic se-
rial or variety show or some other type
of program to suit the listening tastes
of those U. S. Negroes who want some-
thing in addition to standard Negro
program fare.

Do Negroes want other types of pro-
grams?

Research seems to indicate that they
do. A survey conducted for Winston-
Salem’s WAAA in 1951 among some
2,000 Negro families, for example,
showed this pattern:

NEGRO LISTENING PREFERENCES*
PROGRAM TYPE MENTIONS AS NO. |

Spiritual 1nusic . 136
Blues music ... - 459
Soap operas - S 212

»Study eondueted in the \Winston- Salem area by Rus-

‘ sell’'s Commercial Coliege. Panel included 2,000 homes

containing 8.723 people. Interviewing was done between
7:00 a.m. and 7:00 p.m. for five days.

SPONSOR




Willa
Monroe

America’s
Number 1
Negro Market
Station . ..

Nat D, Williams

OF THE GREAT MEMPHIS NEGRO MARKET

Radio Station WDIA, programming exclusively to the Negro audience,
completely covers the 562,212 Negroes which make up 46.9% of the
total population in the 27-county WDIA Nielsen area. For nearly
5 years now WDIA has consistently proved to local, regional and na-
tional advertisers alike that here is a truly great market that cannot
be as effectively sold any other way! So, be sure you are not just selling
half the Memphis market. Add WDIA and sell the entire market!

Ford
Nelson

FIRST hy PULSE! FIRST by HOOPER!
Stare Out of 48 Daytime !/; Hrs. WDIA Rated:| HOOPER RADIO AUDIENCE INDEX
McKinney
FIRST SECOND THIRD May-June 1953 M-F, T.R.T.P.
IR oRTes _ WOIAL B CIp® JEWF |6 [H
(1 tie) (1 tie) | Time 225 | 202 [16.8 {150 [11.3]9.7 [ 9.6 [ 25
Source: "'The Pulse of Memphis” (Note: WDIA's share Sat.: 20.6; Sun.: 26.6)
June, 1953 Monday-Friday, 6 A.M.-6 P.M. .
JOIN THE LIST OF BLUE-CHIP
NATIONAL ACCOUNTS, INCLUDING
Rufus
Thomgs Arrid Crisco Purex
Bayer Aspirin Folger's Coffee $.5.8. Tonic
B C Gold Medal Flour Tide
Camel Cigarettes Gulf Oil Shell Oil
Carnation Milk Maxwell House Wilson & Co.
Cheer Pet Milk Wonder Bread

. and many others

A. C.
Williams

Get the Full
WDIA Story Today

John E. Pearson Co.
Representative

SOON
50,000
WATTS

Dora-Clayton Agency
(Southeast)

24 AUGUST 1953




Housewife shows 193
Contest sliows 121
General dramas 66
Swing music 45
Classical music 41
Hillbilly music 28

Some stations meanwhile are serving
up a balanced diet of local Negro-ap-
peal programing which includes every-
thing from Negro versions of the “Mr.
and Mrs.”-type show (such as the [lar-
lem Frolics show with Sara Lou Harris
and Buddy Bowser, husband and wife,
on New York’s WLIB) to the Negro
Man-on-the-Street program scheduled

1000 WATTS

whatever your
product . ..
whatever your
budget . . .
WCIN will
failor a
promotion

fo assure

your share

of this

$150 MILLION
NEGRO MARKET

NOW UNDER CONSTRUCTION ...

Yes, it’s new .
those two fabulously successful all-negro-
programmed stations, WMBM, Miami and
WLOU, Louisville! (See their ads in this
issue.) Call our reps for success stories.
One look and you’ll know . .
Cincinnati’s 225,000 Negroes is through
WCIN, for it's built on a sound foundation
of past successes in two of America’s most
profitable markets!

soon to start on WHOD in the Pitts-
burgh area. Such stations however are
in the minority.

Warned Walter Suttler, a Negro ra-
dio consultant: “Gospel-and-blues pro-
graming is rapidly reaching a satura-
tion point today, in terms of attracting
new listeners to Negro-appeal stations
and to advertiser’s commercials.

“Sponsors and stations are soon
going to face a situation where they
will have to collaborate on the develop-
inent of new forms of programing in
order to maintain the strong position

Negro-appeal stations have today with

CINCINNATI
has 1ts own

all-Negro- programmed

radio station

WG

1480 KC

. . and a sister station to

. the way to

CINCINNATI'S NEW
ALL-NEGRO PROGRAMMED

WECLUN

A Rounsaville Station

National Reps: Forjoe and Company
Southeast: Dora-Clayton Agency, Inc.

WCIN-TV!
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Negro listeners throughout the land.”

Negro availabilities

The pattern of availabilities in to-
day’s Negro-appeal programing seems
to shape up roughly as follows:

1. Spot announcements: Slots adja-
cent to top-rated shows on the better-
rated Negro radio outlets are general-
ly scarce, as you might imagine. How-
ever, many national advertisers use
short-term saturation campaigns in Ne-
gro radio, so the turnover is fairly
high and constant checking usually
produces a good station list.

2. Participations: Most of the disk
jockey shows in Negro radio are han-
dled on a participating basis, occa-
sionally with extra charges for talent
fees or placement within a high-rated
participation show. The same applies
to the growing number of participa-
tion shows aimed at caytime or after-
noon Negro women’s audiences.

3. Programs: Some of the d.j. and
religious programs are available on a
“block” basis of sponsorship. Most are
not. A rep-by-rep market-by-market
check by timebuyers is the only answer
to the question of what programs are
available.

4. Costs: The price of Negro radio
—since it includes everything from
network affiliates who devote part of
their time to Negro programing to top-
rated independent stations who spend
all of their airtime in Negro program-
ing—runs all over the lot. However,
here are a few example of actual costs
furnished to spoNsor by Negro-appeal
stations:

For the Hunter Hancock Show, a
KGF]J d.j. program, Hollywood, Cal.

1 time 26 times 78 times
15 minuteg .......... $30.00 $27.00 $24.00
10 minutes .......... 22.00 19.75 17.50
5 minutes 17.00 15.25 13.50
1 minute 10.00 9.00 8.00
30 seconds .......... 7.50 6.75 6.00

For the Timekeeper, Gospel Caravan
and Bob King shows on Norfolk’s
WRAP, the 312-time minute announce-
ment rate is $5.60. However, WRAP
adds:

“Regular rates prevail on all pro-
grams on WRAP. No talent is payable
on any programs. In the event a spon-
sor wishes to take over one of our Sun-
day programs, usually sold to local ad-
vertisers, at regular rates, he may do
so, with a guarantee of live talent with-
out extra cost.

“The only requirement is that the
sponsor allow the group involved one
personal announcement of local ap-
pearances. More than 20 live pro-

SPONSOR




sevail sares 071,873,000.
BIRMINGHAM NEGROES — 37% OF THE TOTAL

MARKET! 43-1/3% OF THE POPULATION!!
Can now afford all the things they’ve wanted

+* Reach this wealthiest Southern Negra Market with WBCOI
* MORE NEGRO AUDIENCE!

* MORE SALES PUNCHI

* MORE RESULTS PER RADIO DOLLAR}

WBCO gets and halds the Negra audience, makes the sales, and keeps the
sponsars — because WBCO is the anly Radia Statian in the vast Birmingham
market that programs night and day exclusively for the Negraes with an
all-Negra annauncing and praductian staffl No one con sell a Southern Negro
os well as another Sauthern Negra.

WBCO

NIGHT AND DAY
Birmingham, and
Bessemer, Alabama

PARTIAL LIST OF SATISFIED SPONSORS:

A & P Yea Company
Carnation Milk

Pan-Am Petrolevm Products
Firestone Rubber Campany
Four-Waoy Cald Tablets
Westinghavse Applianiecs
General Electric Appliunces
Liptan Teo Company
Sears-Raebuck & Co.

5.5.5. Tanic

Vick's Vap-a-rub

Hatpoint Appliances
Budweiser Beer

Dauble Cola

Burger Brewing Company
Caco Cala

Buick Motor Compony
Feen a Mint

Griffin Shoe Polish
Admiral Appliances
Goadyear Tires

Roller Champion Flour
Stanback

Sovthern Bell Telephone
Philco Appliances
Youngstown Kitchers
Pepsi Caia

Black Draught

Forjae & Compony — National Representatives
Dora-Claytan — Southeastern Representatives

234 AUGUST 1953

- SHARE NEGRO |
[ RADIO AUDIENCE |

O'Connor Survey, 1953
Average Monduy through Friday
6:00 A.M. 11:00 P.M
2,600 Radio Homes

BIRMINGHAM
MEMPHIS

NEW ORLEANS |

NEGR
POPULATION

BIRMINGHAM
NEW ORLEANS |

MEMPHIS

>
Z
o
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<

MEDIAN INCOME |
NEGRO FAMILIES |
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grams are carried on Sunday and the
day is devoted entirely to spirituals
and church programs, as are four
hours daily during the week.”

In New Orleans WWEZ beams the
Jack the Cat show at the Negro air
audience, and charges $10 for a single
announcement and $0.35 per an-
nouncement if two are bought daily for
a year. The 15-minute rate for the
show is $30.60 for a one-time shot;
for two quarter hours a day for a year
the price is $20.94 per segment.

WDIA, Memphis, soon to go to 50.-
000 watts daytime and 5,000 watts at

in
most every®

vy

“‘C&(ﬁ ‘.Ggﬁﬂ?:/fiv
Lo M«%

night, offers only one program as an
availability—the others were sold out
as SPONSOR went to press. The pro-
gram: Teen Town Singers, supervised
by A. C. Williams, one of the station’s
top disk jockeys and a well-known local
choral director. Commissionable cost,
on a 52-week basis: $44.65 for time
and $30 for talent per broadcast.

Merchandising

Most Negro-appeal stations offer
merchandising assistance to air adver-
tisers, usually basing the amount of
merchandising on the dollar-volume

listens to

HERE'S WHY

LOU is the radio station with Negro
Louisville. Metropolitan Louisville’s
180,000 Negroes, plus a bonus audience
in surrounding counties, appreciate
LOU’s all-Negro programming. It plays
an important part in their religious,

social and civic life.

They believe in LOU .

radius.

To expand your market in Louisville,
sell to this closely knit audience. IU's a
powerhouse, with 80 million dollars a
year to spend! You'll get your share if

LOU is selling for you!

GET THE BEST RESULTS
WITH LOUISVILLE'S
ALL-NEGRO PROGRAMMED

. and in her
sponsors! I’s proved consistently with
over 2,000 letters a week from a 60-mile

LOU'S appeal
plus strong
merchandising
has made her
first choice

for results

with scores

of sponsors . . .
local and
national! See
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WLOW

National Reps: Forjoe and Company
Southeast: Dora-Clayton Agency, Inc.

J/eounéawlle Stalwn i

our reps for
the facts!

value of the sponsor’s contract.

The minimum schedule which an
advertiser can carry and still hope for
merchandising assistance, judging by
the results of sPONSOR’s survey of Ne-
gro-appeal stations, is one spot an-
nouncement per day.

When the campaign goes beyond
three or four announcements per day,
the majority of Negro radio stations
will extend such support as mailings to
local retailers, store displays, personal
appearances by tocal air talent, plugs
in station ads in local Negro print me-
dia and such promotional gimmicks as
free pictures of personalities.

Here’s a brief round-up of comment
by Negro-appeal stations on the sub-
ject of merchandising:

WERD, Atlanta: This large, Negro-
owned independent station stages siz-
able merchandising campaigns for its
clients, which include the following
services for various categories of
WERD advertisers:

1. Fifteen - minute programs or
longer, five or more days per week for
52 iceeks:

a. Promotional cards and/or letters
to retailers and wholesalers in the At-
lanta area every 13 weeks.

b. Dillboard advertising once dur-
ing schedule. (Advertising is for one
month.)

c. Car card advertising once during
schedule. (Advertising is for one
month.)

d. Promotional announcements each
day.

e. Publicity in the program sched-
ules. (Schedules sent to advertising
agencies, manufacturers, distributors,
etc., and listeners requesting same).

f. Pricing labels distributed to
trade.

2. Fifteen-minute programs or long-
er, three or more days per week for 26
weeks or more:

a. Promotional cards or letters to
retailers and wholesalers in the At-
lanta area each 13 weeks.

b. Billboard or car card advertis-

{ ing for one month during schedule.

c. Promotional announcements each
day.

d. DPublicity in the program sched
ules.

e. Pricing labels distributed to
trade.

3. One-minute spots—five or more
days per week for 52 weels:

a. Promotional cards or letters to
retailers and wholesalers at beginning
of schedule and once during schedule.

SPONSOR
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SPECIALIZING IN THE NEGRO MARKET
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IN THE NATIONS
15th NEGRO MARKET
» KSAN «

SAN FRANCISCO

(% PULSE SURVEY APRIL 1953)

HOURS DAILY OF
PERSONALIZED SELLING BY
LEADING NEGRO ARTISTS

12-4 P.M. DAILY
g-11 P. M. DAILY

*

ALSO DAILY PROGRAMS
IN 7 FOREIGN LANGUAGES

— ety — o e— o s e —— e e e e e e S e e e

* *

v, Gommmm pemten, Gmmmm afte, wemmay  pumney  asiubee.

* * *

DON'T OVERLOOK THIS
TERRIFIC BUYING POTENTIAL

» KSAN «

—SAN FRANCISCO —

Y

National Rep.:
JOSEPH HERSHEY McGILLVRA

NEW YORK CHICACO  BEVERLY HILLS

b. Mention in program schedule.

c. Pricing labels distributed
trade.

4. One-minute spots—three or more
days per week for 26 week period or
more:

a. DP’romotional cards or letters to
retailers and wholesalers once during
schedule.

b. Mention in the program sched-
ule.

c. Pricing
trade.

KNUZ, Houston: “We maintain a
mailing list of stores catering to the
Negro trade; one complete list for
grocery stores and another for drug
stores. Once a year KNUZ maintains a
booth at the Houston Home Show
which has an attendance of 80.000 to
100,000. Along with the promotion
for our other shows, both of our Negro
shows’ sponsors are given display

to

labels distributed to

| space along with the other merchandise

shown. On June 19 of this year, for
instance, we had a booth at Playland
Park, featuring our Negro disk jockey.
with a show for the benefit of all Ne-
groes attending. Airsold products were
displayed and merchandised.”

WOV, New York: “Advertisers us-
ing one or more broadcasts daily. Mon-
day through Saturday on a minimum
13-week non-cancellable contract, will
benefit by WOV’s comprehensive mer-
chandising plan aimed at the New
York Negro market.” Plan includes:

1. Personal calls on grocers, drug-
gists or package stores in Negro areas.

2. Placing window or store stream-
ers in Negro outlets featuring clients’
products (streamers to be furnished by
advertisers) .

3. Letters to grocers or druggists
calling attention to advertisers’ WOV

| broadcasting — and urging them to

stock and feature the product.

4. Where the advertiser’s organiza-
tion prefers to place the streamers—a
procedure that many advertisers find
highly effective—WOV will participate
up to 50% of the cost of producing
the streamers.

5. Advertisers using a minimum of
six broadcasts weekly in ltalian. in
conjunction with six Negro broadcasts
weekly, will receive the same type of
merchandising support in Italian groc-
ery. drug. and package goods stores.

WFEC, Miami: “We do everything
possible to aid in the promotion of a
sponsor’s product. When a sponsor
signs up with us—taking one or more
announcements per day for a period

of at least 13 weeks—we send out pic-
ture postcards of the person or persons
whose show they have selected to re-
tail distributors. The card merely in-
forms the retailer that such-and-such
a product is now being advertised
1egularly on a particular show.

“We then follow up with a letter
suggesting that they take advantage of
the sponsor’s campaign by setting up
tie-in displays. For retail outlets we
cooperate by having our personalities
visit the stores to meet their fans.”

WMOZ, Mobile: “National advertis-
ers can receive local tie-in promotion—
in proportion of course to the amount
of their order—but including personal
letters from the station to local outlets,
personal calls, and point-of-purchase
placard service. Mailing pieces fur-
nished by the advertiser will be mailed
by the station.”

KSAN, San Francisco: “Normally,
the advertiser who buys two announce-
ments daily for long periods of time
will receive some or all of these mer-
chandising aids:

“l. Direct mail pieces to retailers.

“2. Point-of-purchase displays in
tocal Negro-area stores.

“3. Personal appearances by KSAN
Negro personalities.” * k&

| o S T
OF 118,000 NEGROES IN
GREATER KANSAS CITY

KPRS sells its vast Negro

audience. Follow tte lecad

of such satisfied advertisers

as Wonder Bread, Admiral, Crosley,
Hamm's Beer, Frigidaire, Carling’s
Red Cap Ale.

KPRS is the only station in K.C.
beamed exclusively to the Negro
market.

1000 W KPRS 1590 KC

E KANSAS CITY, MO. e HUMBOLT 3100
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7+ PITTSBURGH /- WHOD

At 3:00 P.M. when Mal Goode Does the News
On the Mary Dee Show PITTSBURGH NEGROES listen!

STATON A . . .. 5.4
STATON B 8
STATION € 26
WHOD............. 12.0
STATION E 5.4
STATION F . 1.2
STATION G .2
STATON W 8
mse. ... A

SOURCE: Pulse of Pittsburgh Negro Homes

X X X X XX X X X k % *x *k %

WHOD

PITTSBURGH'S
NEGRO STATION

Represented by FORJOE & CO.

X A Kk Kk Kk k Kk kA Kk Kk
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$PONSOR
SUCCESS

WITH 1000 WATTS

AND NOW...
— 5000 WATTS —

UNDER CONSTRUCTION

1430 KC
00,000 SPANISH-SPEAKING

listeners say “Si, $i”
when they hear your
announcements on our
Spanish programs,
featuring Latin Lassy,
Alma Leonor Beltran,

and Tony Garcia,
Salvador S. Hernandez,
C. G. Solis, Frank Calatayud,
Angel Lerma and others.

*** SUCCES$ PLUS

on the

BROTHER CLARENCE WELCH
Negro Spiritual Program
Beloved by 350,000
ardent listeners.

and

Negro D. J. “WOODY HOLLAND"

and

“Central Avenue Calling”

Complete coverage in the Metro-

politan Los Angeles area.

KALLI,

Pasadena, Calif.

f
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| Q. Is the Negro a hzavy user of

| particularly

| air advertisers,

| grams at the city’s million-plus Negro

NEGRO MARKET |

(Continued from page 67)

for a similar incomne bracket to buy
products which can be enjoyed at lei-
sure in the home. This is lieightened
by the fact that Negro racial identity
teuds to build a strong community and
liome life. Thus, the Negro is a good
customer for merchants who sell fur-
niture, radios. appliances, TV sets, and
home furnishings. I

The U.S. Negro market, 1933 style,
therefore. shapes up something like
this:

The average Negro household—Dboth
in the North and the South—is a bet-
ter-than-average consumer of nearly all
of the products regularly advertised on
radio anywlere in the U.S., since near- I
Iv all of them can be used or enjoyed
without risk of embarrassiment and can
be purchased within the average Negro |
family’s budget. |

Consumption of airsold products in
Negro homes falls to subnormal levels
only when: (1) the product 1s high
priced even by wealthy white stand- |
ards. (2) the product is sold at such
high pressure and low prices that Ne-
groes feel thev are being patronized.
(3) there is suspicion that the airsold
product involves some racial embar- |
rassment, and (4) the airselling does
not reach Negro homes effectively.

Those are the highlights of todav’s
Negro market. For other interesting
detail-—particularlv as it applies to Ne-
gro-appeal air advertising-—SPONSOR
has drawn on a variety of sources, in-
cluding survevs bv Negro-appeal radio
stations and admen familiar with sell-
ing to the Negro consumer.

Here then in question-and-answer
format are other data on the buving
power of the one out of 10 Americans
who is a radio listener and who is a
Negro.

"’standard’’ houschold products?
A. According to the latest market
surveys, the Negro is indeed a big user
of most “standard” household items,
categories of products
which are consistently among the top

This is clearly indicated in a study
of the New York Negro Market con-
ducted by WOV, one of several large
independent stations (others include

WLIB, WWRL, WHOM) aiming pro-

population.

',

CEETEECECEECLEEEELEEECECEEECECLEC TG LLECEEEEEEEEEEECEEEECECUCCELECICELECULECECTILTEEESS CCETELECECECFLECTECEECCECECECECLHELELEELEELS:

TE € EEECECEECECECECECEEECECEECCECECLES,

WOPA

will kelp you reach
Chicago's 600,000
Negroes forming a
billion dollar market
THROUGH

WOPA's

sensational Negro Show

featuring the fahulous

McKIE FITZRUGH
daily 2-4:15 P.M,

The ratings are tops.
The costs are low,
Merchandising

help available,

CHICAGOLAND’S
OUTSTANDING NEGRO

AND- FOREIGN LANGUAGE

RADIO STATION

il

FORJOE & COMPANY

national representatives

§
.
|
:
%
31
g
4
:
%ﬂ
g
2
2
é
Ny
%
4
3

D)”MW»»))’))»)%

SPONSOR

§ o




— \
/
// //
. 4
e -

/ /// \
— \
S——" \

WERD delivers vast,.scarcely tapped
market—Atlanta's great Negro audience!

WERD stimulates sales. Its listeners go out and
BUY! They have confidence in their station—the only

Negro owned and operated radio outlet in the U.S.

WERD wants the opportunity to sell for you. Write for
our “‘Proof of Performance.’ We're loaded with success

stories! Surprising—WERD is your most economical
radio buy in Atlanta. Call or write for details.

RADIO DIVISION
Interstate United Newspapers, Inc. ATLANTA

Represented nationally by 1000 WATTS « 860 ON EVERY ATLANTA DIAL

.ID E lll 0 0'|"|'0 Il J. B. Blayton, Jr., cen v
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1190 on your dial

New York'sNo.1 Station

in the Nation's No.1 Negro Market !

Ullly <. 4+ »e Station in New
York with studios
in Harlem

ﬂnly «s g + «+ independent sta-
tion in New York
to win 1953 Bill-

- board Award for
merchandising -
- promotion

l]llly «s 4« o« Station providing
complete program

service to Negro
. community with
music, public serv-
ice and special
events

l]llly <« g o o station featuring
' five daily commu-
nity newscasts by

- local reporter

Every morning WLIB has more
Negro listeners from 6:30 to 10
a.m. than any New York station,
network or independent.

SeE s e e eSOl Rl RN RN aacaan

First in 11 of the total 14
quarter-hours —PULSE

w L ' B New York 16, N. Y,
ORegon §-2720

Harry Novik, General Manager

(sesasnsas
faos wos aas

207 East 30th Street

L]

' FLASH!!!

s+ Soon broadcasting from new trons-
*  mitter in heart of New York City
+ on East River opposite 86th Street.
r

‘E e B Y e e
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In a cross-section of Negro homes,
the following usage of several “stand-
ard” food and drug products was dis-

| covered by the survey:

USAGE LY

PRODUCT MNEGRO HOMES
Baked beans 70.09%
Baking powder 85.0
Bread - 97.0
ot cereals - 6LT7
Cold cereals .. 74.4
Salad & cooking oils 441
Flour : 91.8
Margarine 52.0
Canned meat 29.1
Canned fruit . 812
Canned regetables 70.2
Catsup 727
Coffee (packaged) 718
Coffee (instant) 21.3
Frozen fruit . 28.0
l'rozen oruange juice 36.0
Frozen poultry 16.0
Frozen vegetables 46.7
Canned milk 78.0
Peanut butter 55.4
Potato chips 15.3
Rice . 96.6
Salad dressing 90.0
Shortening (reg.) 93.0
Soda crackers . 75.0
Soup {canned) 79.0
Soup (dry mixes) 17.0
Spaghetti 81.0
Spaghetti sauce .. . 39.0
Tea (bagy .. . 79.0
Tea tloose) 18.6
Biscuit mix 20.0
Cake mix 28.0
Hot roll mix 14.0
Muffin mix 220
Pancake mix . . . 46.0
| Pie crust mix .. 16.7
Baby food _._. . 2LT
Beer (bottles) 50.0
Beer t(cans) 400
Cola drinks 60.0
Ginger ale . .. 50.0
Scouring powder .. 97.3
Bleach . ... ... 880
Starch . ... 81.1
Floor wax - 90.7
Paper napkins . 781
Faper towels . 49.5
Toothpuste 88.8
Tooth powder 19.0
Razor blades 73.8
Cigarettes—men ... 56,1
Cigarettes—uwomen 46.2
Cigurs 11.3

Q. Do Negroes buy the cheapest
available brands of household

|items, or do they buy quality,

widely-advertised brands?
A. Market research definitelv indi-
cates that the choicer brands of almost

any household item are purchased by |

Negro families. In hooming New Or-

leans. for instance. where three outlets |

(WBOK, WMRY, WWEZ) do an ex-
cellent job of programing to the area’s
500.000 Negroes. this is certainly true,

One of the New Orleans Negro-
appeal outlets. WMRY. has conducted
a series of regular brand-preference

In MIAMI

WEFEC

offers you the

NEGRO MARKET PLUS

For example: In the most recent
Negro Pulse, from 12 to 6 PM.
WFEC led all Miami stations
among Negro listeners. [n the
most recent overall Pulse from
12 to 6 PM, WFEC led all Miam
Independents PLUS one (two

on Saturday) network stations.
Hit Miamy’s 100,000 Negroes
PLUS a large bonus non-Negro
audience with

Florida's fiest oll

stotion,

Negro progrom

Contoct your Peorson Representotive
or WFEC, Miomi

JUMPIN’ GEORGE

w
-

CENTRAL CALIFORNIA’S
NEGRO AUDIENCE

o REACHES 155,000 NEGROES
o 38 HOURS weekly
® Six Successful Years

o Oldest ond longest Progroms

OAKLAND, CALIFORNIA

REPRESENTED BY FORJOE

SPONSOR



stndies anmong the Negro families who
wake up about a thivd of the area’™
population and who represent, with a
total S500,000,000),
about 207 of the purchasing power.
The WMRY stndies are made among
panels that range from around 300 to

meome  of over

500 homes at a tine.

The following fignres from these re-
ports were gathered mostly duving the
spring of this vear. Admen will note
that many top-quality. nationally ad-
vertised prodnets appear in the *Top
Three” listings in various product
categories. However, some unfamiliar
(Jax Beer. Luzianne Coflee,
Barg’s Root Beer, amoug othersi ap-
luvariabh
these are choiee-guality  local or ve-

names
pear among the leaders.

gional products. priced competitively
with national brands and backed by
strong local advertising, including \e-
gro-appeal radio,

Here's how actnal brand preferences
ranked among Negro families in the
New Orleans area in a number of dif-
ferent household-product categories:

NUVBER
MENTIONS

1. Totlet soap

reopter Nt MENTIONS

. Ivory 1o 20.177
2 Palmolive 105 201
3. Caman ) 6l n.g
3. Lan § vl 11.7
1. tialo 9 ac
2. Drene AT [
3. Fiuh Ratl 109

(. Cleansere

I \jan 115 RO 27
2. 0ld Dueh 20 4.0
3. Ocaagon 20 1.0

1. & ncai deers

I. Regal 200 132
2. Jan 151 3.2
3. Dinie R 17.%

£ Premum beers

1. Blas 150 TN
2. Badweiser 26 12.3
3. Pabst 14 N7

F.o Hour (all-purposey

1. Baltard 106 hE B
2. Gold Medal ki 7.0
3 Swansdown 9 R

C. Nhortenming

I. Jewel 131 19
2. Crisco B2 4.1
3. Armour 57 0.6

11

1. Campbell's
2. Del Monte {

3. Libhy's 2
1

1. Yaultles adlr] 7
2. Argo 179 1
2. Cameo 1

N n

1. Cexa-Cola 275
2. Barg’s Root Beer R3] K
3. Roval Crown Cola 161
1. 1 nzimnmae il
2R 14
RN $4 D AN { 1
3. 1ord Howe ] 3

I'ea

1. Lipton %7 7%,
2. Lananae AR 12
3. Tokan a 22

red sou

1. Tide 204 R
2. Duys {2 o
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KCFJ HILDS

TO THE NEGRO MARKET IN LOS ANGELES
with

the only program beamed
to this special audience

at the most select time!
9:00 to 11:30 P. M.

Monday through Saturday

“The Hunter Hancock Show’

759, of his original sponsors STILL ON'
509, of his current sponsors RE-NEWALS!
25¢, of his current sponsors INCREASED!

THERE ARE MORE THAN 350,000 NEGROES IN LOS ANGELES
THAT’S MORE PEOPLE THAN THE CITY OF Indianapolis!

(Plus over 200,000 Spanish-speaking audience)
(Plus a very large White audience)

GET ON THE HUNTER HANCOCK
BANDWAGON NOW !

KGFJ

1230 ON THE DIAL—""The Original 24-Hour Station'’
6314 Sunset Blvd. Hollywood 28, California
PHONE: HOLLYWOOD 4-0201
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. Colgate 55 RN,
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With regard to these hrand stand-
mes in Negro homes. WVMRY points
out:

“lu all these surveys. we Iry to cover
olored homes in all sections of the
city and attempt to have fair represen-
tation of various earning groups. We
also make every effort to elininate the
possihility of “suggestion or “helping
the respondent answer the question.”

“In studving  these reports. vou
~hould bear in mind that these calls

were made dnring the dav to women
in the home. Also von should bear in
mind that this sample i< a small one.
Knowing these two facts. von can fig-
ure that the results may not he 1007,
true of the whole \egro market. How-
ever, we have found that the relative
standing ix wsnallv correet. althongh
the percentages may e off.

“No doubt yvou have a good idea of
the standing of the product. in which
you are interested. as against competi-
tion in the New Orleanz market as a
whole.  These reports give vou the
facts on the standing in New Orlean~

Negro homes. Yon find that a

mas

.

Audience.

Get the FACTS on...

NEGRO MARKETS and STATIONS!

Consult the South’s most
active representative in the

negro radio field

PIONEERS IN . .

e Negro Programming
» Spot Radio Planning

We have the Know-How based on long experience. Let

us help you cash in on this Rich and Responsive

Full Information available on all Markets and Stations

DORA-CLAYTON AGENCY, INC.

502 Mortgage Guarantee Bidg.

Atlanta, Georgia

90
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.~|)e('iz|| effort toward the \vgrn market
will he beneficial.”

Q. What percentage of Negro
family income is spent on products
widely advertised on the air?

A. No accurate national figures are
available.

troit. which draws high ratings among
the Motor Citv’s 361,925  Negroes
111,997 of the total. 98.7°¢ of whom
have radios,

Here ave the WJLB figures. from
sueh ~ources as =urveys by the Uni-
versity of Michigan., U, S, Bureau of
Census. Wayne University. and the
Booker T. Washington Trade Associa-
tion. They are measured against an
annval family Negro income in De-
troit of $3.750.

Flow the Negra dollar is spent

far an-advertised categories

Calegory of

tnnual average
pichase

per fannly

r of average
farnuly income

1ood prodoas Gilh AT63.10 20,477
Houschold turpishinigs S138. .84 {20

Gas % oil for antos 27000 72350
(lothing, accessaries  NE20.00 1927
\ito reputins S na:

Q. Do Negro families consume
more or less than the “‘average
consumption’” of food and drug
products in proportion to their
share of a city’s population?

A. A good example of how impor-
tant the \’e;:rn consumer can be to a
citv’s business life was furnished to
sroNsor by station WDIAL Memphis.

WDIA eathered its information pri-
marily in a house-1o-house survey con.
ducted among a cross-section panel of
~ome 300 Negro homes in the Memphis
area. Field work was done early in
the summer of 1952 by an independent
firm. Psyvehological Service Center. The
study also drew on resources of the
Memphis  Commercial Appeal  and
Press-Scimitar.

The studh ix particularhy interesting
since it does not represent Negro pur-
hasing solelv in either a higher-than-
average-income \egro area or in a
\egro area whose economy i< tied to a
<ingle fluctuating sonvce. like an agri-
cultural crop. Memphis i a good com-
bination of both and fairly repre<enta-
tive of the “New South.”

As Bert Fergnson. WDIN's general
manager. pointed ont 1o SPONSOR:

“In an economv which no longer
zigs and zags with the price of cotton.
the Memphis Negro has found a vew
financial <ecurits and a much higher

SPONSOR

But an interesting set of
fizcures were provided by WJLB. De-
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KFVD

LOS ANGELES

Represented by
Joseph Hershey McGillvra, Inc.

L 1 ‘ [
» ®
» °
° ) °
® ' . °
= Philadelphia’s Leading
Station for Negro Progroms ¢

-

x X ¢
» SERVING OVER 450,000 °
% PEOPLE °
. * % .
g 45 HOURS OF PROGRAMS .

WEEKLY
®

* X ¢
© FIRST WITH TOP TALENT & ®
0 VOLUME OF COMMUNITY o

PROGRAMS
® ¢
* K
N TO REACH AND SELL NEGRO *
o PHILADELPHIA WHAT IS °
" A MUST . . . .
. 250 Watts—Unlimited Time °
& —18Y2 HRS. DAILY—
AM~-1340 k.c.—FM-—105.3 meg.
« [ ]
Represented by

E ] Indie Sales, Inc. L4
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standard of living from the present-day
indu<trial growth of the Sonth. In
Memplis, he finds steads, well paid
ciployvinent with a host of local bnsi-
with tlne
ereat branches of the Nortloorn giants,
including  Firestome,  Kunbierh -Clark,
Bore-Warner
national Harvester, and many otleers
Alntost overnight the Negro and s

nesses and mdustries alone

Gemeral Flectric luter-

power to by have made the difference
between profit and loss for many a
Main Street and neighborhood  mer-
chant.”

Thix was the hasic fact: Aecording
to the 1950 1, N,

1O " [ S | A N
150,105 Nearo families in the ety of

Censos, there are

Menphis, representing 3737 of the
total population. By WDI Vs e~timate,
there are 502.212 Negroes in it~ cov-
area (Memphis and 27 coun-
ties). representing 1697 of the total
area population.

erag

Compare. therefore, thi< 6.9« yard-
stick with the following unit consump-
tion fizures disenvered in the Mem-
phis survev. (The percentage fizures
represent the Nezro share of all such
units sold in the area.)

Air advertisers will notice an inter-
esting pattern in the<e figures: Negro
families consume a larger-than-average
amount of certain low-priced items
(such a~ lard. rice. spaghettit. And
the purchas<ing power hold< up well
in many standard items (such as toilet
bar soap. waxes, mavonnaise. deodor-
ants, toothpaste. and tooth powder).

tlere are the figures:

ITEM NEGRO ©
B 21.5
3¢ X 2
?l LR P4
7 27.9
Bread 15.1
C J 36.9
C 66.0
0 114
0 0.9
22,
O
sl n esserfs by ‘l
1
W
I ¢ )=
r L
R L.
Ne
Sh 2
AY 4
Se
Y tpackaced & d ) ]
SI
I
'] S L(' ) H

. FORJOE & CO0.

MGR.: FRANCIS M. FITZGERALD
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Each year, more
National Adver-
tisers find that Joe
Adams is their best
choice to reach
and sell the over
335,000 Negroes
in Los Angeles
County.

JOE ADAMS

Bigger than Ever in '53

Coca Cola

Old Gold Cigarettes
Folgers

Barbara Ann Bread
Gallo Wine

Royal Crown Cola
Black Draught
Feen-a-mint

Seven Up

Royal Crown Pomade
SSS Tonic

Nehi

GCrove’s 4-Way Tablets
Pream

Pepsi Cola

Goebel Beer

Maxwel! House Coffee
Manischewitz Wine
Sulfur 8

Par T Pak

= 1580

5000 WATTS

SANTA MONICA, CALIF.
Represented Nationally by:

* George W. Clark, Inc.
Chicago, Il

New York, N. Y.

* Daren McGavren Agency

San Francisco, Calif.

* Dora-Clayton Agency, Inc.
Atlanta, Ga.

92

The percentage of all the drug items
bought in Memphis by Negroes, in
many ways, is even higher than that
in the food field. Here are the figures:

ITEM NEGRO &
Deodorants 35.1%
Facial cream 125
Face powder 45.1
Hand lotion k7.3
Laxatives - 52.9
Lapsticks 22.3
Razor blades 33.5
Shampoo . 17.7
Sharve crean 18.6
Toothpaste .. . 46.2
Tooth powder or liguid 32.5

A few other highlights: The study
estimates that Memphis Negroes ac-
counted for 38% of all department
store sales in that c¢ity during 1952, a
figzure less than their population per.
centage of the area hut ahout the same
as the city percentage figure. Also,
74% of the families owned refrigera-
tors. 8% owned gas stoves. 439
owned washing machines (regular or
automatic). 287 owned a car, 567
owned their own homes, 7077 had tele-
phones, 21% had TV sets, and 92.87
owned at least one radio with 28% of
the homes heing multiple-set units.

Q. Do Negro families shop for
household items—Ilike food and
drugs—primarily in Negro areas?
A. According to sales executives of
several national advertisers who nake
a strong pitch for Negro customers in
their air and print advertising, the an-
swer is “Yes.”

“We recently checked up on \egro
purchases of ordinary household items
in several cities along the Eastern sea-
board and found that the bulk of them
was done in stores in and around city
sections where colored families live.”
the sales director of an Eastern beer
company told SPONSOR.

“They are therefore influenced in
the buying of these products by the
kind of merchandising and display
work done in stores in Negro areas.”
the executive added.

Q. Are there any notable trends
at work in the development of
shopping facilities for Negro fam-
ilies?

A. Yesx. For one thing. many uew
\egro housing developments have heen
built in the past few vears in cities like
New York. Los Angeles. Memphis.
Atlanta. New Orleans. and others.
And when such a new apartment or

SPONSOR

Wl



suburban  commuuity i~ developed
there’s usually a move on the part of
drug
cliains to open large new stores usual-
ly of the self-service type o the

commmumity.

one or more leading food or

Advertising and
“preselling™ Ne

The point: mer-
chandising anned at
gro customrers is going to become -
creasingly inportant tn the next few

vears, g

NEGRO TIPS

tContinued from page 77)

WBCO. Bessemer-Burmingham, Ala.:
“Make sure that a Negro handles the
aunoumcing. Forget about your faney
A good local Ne-
ero announcer will sell 10 times the
amount of merchandise.”

WFEC. Miami: “Personality spot an-
nouncerreuts seem to get mueh niore
nr the way of results than straight staff
announcer spots.  Qur listeners have
developed quite a loyvalty to the dif-
ferent personalities on our station.”

WSOK. Nashville: “1f a Negro per-
sonality is handed a ‘fact sheet” about
a proctuct. or handed a piece of regu-
lar copy that would be used on any
other station and told to put the cou-
tents “in vour own words." that will
usually work. The message never comes
out the same way any two timmes. But
the meat of the commercial is there
every time—in the words of the per-
sonality. not the agency.”

WUSYN, Charleston, S. C.: “It can-
not be over-emphasized that the first
step in successful Negro programing is
te obtain Negro personalities of prom-
inence in the Negro community. For
example. WUSN Negro newscasts are
presented by Arthur Atken. editor of
the local Negro newspaper. He han-
dles commercials as well. While we
have other Negro per<onalities who
might sound just as good or even bet-
ter, editor Aiken's prestige and recom-
mendations are true selling factors.”

white transeriptions.

3. Den't expect overnight mir-
acles from Negro-appeal radio
with campaigns. Selling
here must be consistent and well
planned. just as it is in any radio
campaiqgnu.

small

Some valuable advice on this subject
was furnished to spoxNsoR by the Dora-
Clavton station rep firm. an Atlanta
outfit which represents a long list of
Negro-appeal stations and which a~ts
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1000 WATTS

ett Lampnin, slong

t WF tar s,
W e Mond
| o0 N wl
D an old pra wilh te
h the WPAL all-sts

Cit & the WPAL persenalily line. up for sales results. enter
1 H oop 3. and dvert
1y Jo **Cornficld Er n's
steer n’ “In The T
den Vv te n } ANt y we
HIll Blily John's wite, Honey. Jjolns him eszh morning to takse
the "HII' Billy John and Honey Show'' through three hours of
fine country enlertainment Jeft Warner, WPAL'y newest, has
the Jef! Warner Show and finslly, Beb Nlchols, king of them
all, glves you three hours ot "Blues n Boogie  every werhday.

plus *'Jive Parade’” on Saturdays. and ‘“‘Harlemoods'  on
Sundays.
That's WPAL ¢ first team theek our reps, and see i

fhry can clear a spol tor you

of CHARI.ESTON
SOUTH CAROLINA

Farjﬁe_and [}o_mpany
S, E. Dora-Clayton Agency/

Everybod / loves KUDL

. and they love KUDL’s
“Mad Lad™ toa

All this and Hoopers too!

That cool character who spin< what folks
want each day from 1:00 till 3:00

THE ONLY FEATURED COLORED DJ N
THE GREAT KC MARKET

Buy *MAD LAD' saturate the KC Markct

Bay KDUL

wogrammed for al (

$10. v $30.

N ( FORJOE ier.

1000 WATTS . .. 250 WATT RATE

GREATER KANSAS
CITY TRADE AREA

KUDL

KOKO

7 KUDL—KANSAS CITY
KOKO—WARRENSBURG
KDKD—CLINTON

Covers The Greater Kansas City Market
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NEW ORLEANS'

BEST BUY'
T

in f radio

ACCORDING TO

NIELSEN
WS

REACHES MORE HOMES
PER $ THAN ANY OTHER
NEW ORLEANS STATION!

we ok

Station A
Station B
Station C
Station D
Station E
Station F
Network A
Network B
Network

Network D

HONEY
BOY.

Top spirifual DJ
highest mail pull
and highest
rated during his
time periods.

17,012

621
5,081
7,050

10,435
12,482
16,658
9,330
12,181
11,512
16,776

OKEY
DOKEY

Leading DJ by
every rating
service. A frait-
tic race show-
man that sells
and sells. ..

By every rafing service including
Hooper, Nislsen, O’Connor and SAM,
station WBOK is the top independent

NEW ORLEANS

Represented by
Forjae and Co.

as the Southern office of Forjoe & Co.

Stated Clayton J. Cossé:

“No radio schedule heamed to Ne-
gro audiences should be done in a
haphazard manner. You seldom hear
of a success story on the basis of one
spot announcement per week. Very few
advertisers in the field succeed by go-
ing in and ont of the market. Secveral
brands listed in success stories have
(irst started on Negro-appeal radio and
grown with the market by using mail
order pitches and then switching to
retail.”

Other comments from stations in-
cluded these:

WOPA, Oak Park, lll.: “Advertis-
ing on Negro programs will achieve
tesults in proportion to the amount of
time used. Results will not inerease
substantially if a client uses a half
hour instead of 15 minutes. On the
other hand, a regular 15-minute show
will produce better results than spot
announcements. Past experience has
shown us that block programing is of
advantage and that a station should
have at least two hours of solid Negro
programing a day to be effective.”

WBMS, Boston: “We have found
from our own experience and from
that of our clients that buying 15-
minute programs across-the-board s
the most successful.”

WOOF, Dotham, Ala.: “Our experi-
ence has shown us repeatedly that con-
sistency in advertising is the only way
to make it pay off. We have also found
it a good policy to change commercials
frequently.”

WWCA. Gary, Ind.: “For the past
four years. WWCA has bheen doing an
outstanding job of programing to Ne-
eroes in the great Calumet industrial
area. However, interest in our Negro
programing has been growing among
the 500,000 Negroes in Chicago. Ef-
fective 1 September, we will therefore
originate Negro programing from new
studios within the South Center De-
partment Store in Chicago. a landmark
familiar to that city’s Negroes. Dro-
grams will feature our d.j.. Sam Evans.”

WLOU. Louisville: “If a client really
wants \egro business, he should mdi-
cate it by carrying a schedule substan-
tial enough to create this impression
over an extended period. This extend-
ed schedule allows the Negro listener
to be aware of the fact that the adver-
tiser is supporting the Negio radio sta-
tion and not just dashing in to grab
quick rewards from his drive.”

There's a Star and Program
For YOUR SHARE of the

LOUISE FLETCHER
‘*A Woman Speaks”’
(Part.)

LEE DORRIS
**A-Train’* (Part.) &
*Red Hot & Blues'
(Part.)

BILL POWELL
‘‘Bouncing with Billy'’
(Part.)

Pick any spat ar pragram an the WSOK
schedule and yau'll be assured af a big
‘‘package avdience’’ far your product er
service. All day . . . from sign-on ta
. . the layal WSOK auvdience
{the big NEGRO segment) stays tuned ta

1470.

sign-aff .

The ane-statian WSOK daytime ‘‘package
audience'’ represents almast 309 af the
Nashville radia market. It takes the cam-
bination of the other 6 Nashville statians
ta deliver the balance af the market.

The impartant NEGRO segment can anly
be reached thraugh WSOK, day in and
day aut.

PARTICIPATING
GOSPEL PROGRAMS

‘Peace in the Valley,” 10:15-10:55 AM
**0ld Ship af Zian" 2:00- 3:00 PM

FORJOE and DORA-CLAYTON

have camplete program schedules

SPONSOR
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CHICAGOLAND'S
1/, MILLION
NEGROES sveno
1/, BILLION

DOLLARS ano
LISTEN MOST

TO

SAM EVANS

0050080900000 0000000CNOCOO0O0CRCPRTIEDIEORDRO000950000000CCC

00000000 000000000003000000000000000000000000000000008

“JAM WITH SAM”

DIRECT FROM WWCA's
CHICAGO NEGRO STUDIOS

DAILY
2:00.4:00 P.M.
11:00 P.M.-2:00 A.M.

WWCA

1000 WATTS

Call JOHN E. PEARSON
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f. Don’t hesitote to seels the
adrvice of Negro-appeal radio sto-
tions, or Negro marficet speciol-

ists, in plonning oty drires.

With

crown rapidiy i the past few years

Negro-appeal  radio having
the advertiser today s in a better posi-
tion to obtain skilled connsel in the
field. Such men as Joseph L. Woot.
ton (Radio Division, Interstate United
Newspapers, Ine.a Negro media rep
firm). and =uch firms a< Leonard Exs
ans, Dora-Clavton, Forjoe, John |
Pearson, aud others have made much
progress in gathering fact= on Negro
radio for advertisers and ageuncies.

Some agencies have even hired Ne-
uro spectalists, such as BBDO’s Clar-
ence Holte. And distinguished Negro
sociologists, like Dr. George Ldmund
tavnes of Four-Fold Associates, have
turned their talents toward market re-
search designed to assizt the advertiser
nsing \egro-appeal radio.

But the stations thems<elves still re-
main a primary source of ad tips:

WURY.
important suggestion we can make to
advertisers is that they depend on the
station management to help them in
ntaking the ‘right buv.” A number of
our advertisers have taken the advice
of others and as< a result have put on
programs which were not designed to
rcach the masses,

Vew Orleans: “The most

Manv advertisers
feel that the onlv wav to reach the
Negro wmarket is through fjive pro-
grams.” We have been in some cases
more successful and in manv cases
equally successful with spiritual pro-
grams and shows directed to women.”

WWFS. Chattanooga: “NManv loeal
distributors are really frustrated over
the way national radio <pot budgets
are spent. For instance. in Chattanoo.
¢a a local distributor is watching his
national dollars going out the window
with a no-re<ult station. Of course, the
ageney could not predict that when
they placed the advertixing. But loeal-
Iv. the distributor can see trends and
would do a good job of placing his
own advertising. . . .”

WERD. Atlanta: “In normal spot
practice. the <ponsor and agency usu-
allv know more about the technique of
reaching and <elling an audience than
the station does. In using Negro-ap-
peal radio—perhaps hecause of its fast
erowth and complex personality—this
situation is reversed. Sponsors should
not be afraid to seek the advice of a
station experienced in handiing Ne-
ero radio campaigns.” R

New York’s No. 1
Station for America’s
No. 1 Negro Market

Dr. ]il‘-l'
One of WHRL s |
sales-producing

Iu-rnunu”lil'n

WWRL has a larger audi-
ence in the 1,001,371 New
York Negro Market than
any other station—network
or independent—according
to Pulse Reports.

WWRL moves merchandise

Camecl Cigarettes

La Rosa Macaroni
Aunt Jemima Flour
BC Headache Powder
Carolina Rice
Feenamint

Rem

Carnation Milk
Miles Shoes
Callo Wine

Py

£ 12¢ per thousand listeners.

Remember, New York's Negro
population exceeds the entire popula-
tion of Pittsburgh, Boston. St. Louis or
San Francisco.

Efe

in New York City
at 5,000 Watts
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NEGRO POPULATION /S

CITY OF PHILADELPHIA Y
DENSITY BY WARDS 7 i
Estimated for 1950 -~

Baosed on Registered Voters ,‘/

LEGEND

: UNOER 000
1
w 1,000~ 5,000
b 9
- 3.000- 20,000
N P
3~ Bl over o0

A MAP FOR TIME BUYERS

Here in a basic 7 wards of Philadelphia
is refleeted the hard eore of a city within
a eity larger than 90% of all other
Ameriean cities.

In this tightly-knit, compact area resides the
majority of Philadelphia’'s 450,000 Negro
population (3rd largest in the U. S.). Com-
posed of a brand-conscious and advertising-
motivated audience whose income is continu-
ously on the up-grade (spending over
$4,000,000 per week in Philadelphia)—they
offer a greatly expanding market for all
products.

This population segment  inercased
31.6% from 1940 10 1950, while the
tolal population inerease for the same
period was 7.3%.

The advertiser in Philadelphia cannot
afford to overlook this market.

The

bove talent :mQ prograim avray hus .e.tam
hed WDAS asx Philadelphis’s primary voice to

Negro v} In a Pulse Study taken in

Phila a's Negro Radio 1lomes, here's how

WDAS' “Ebony Hall of Fame,” with Ruudy
Dixon. turned out—it had approximately as
Negro as ull other radio stations
VDA 50 hou w v oof the
A
t N
W Skin S OR
Phila. Col Ju obert Ilal
«pmid Beer—Sinelair 01l -Sulfur n—Swanee

PHILADELPHIA'S
OLDEST INDEPENDENT

Represented by FORJOE & CO.
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NEGRO RESULTS

(Continued from page 75)

bought a scheduole of one announce-
ment a day on the Genial Gene moru-
ing show. The second morning the
announcements ran, 33 customers for
fishing equipment <aid they came to
the store because they heard Genial
Gene's commercials.

Anto parts, WMFS, Chattanooga:
Chattanooga Auto Wrecking Co. spon-
sors two singing groups, including
“The Spirit of Memphis Quartet”
which is advertised by posters in 35
locations by the client. Since using
WMES, the auto parts firm reports a
307 increase in business.

Home remodeling, WWCA, Gary.
Ind.: The Steel City Construction Co..
which remodels and reconstructs old
homes. had tried many media before
conting to WWCA for low-cost leads.
The firm advertised during the first
six months of this year. made $200,000
in actual sales resulting from WWCA
leads. Total cost of radio: $6.000.

Used cars. KWBR. Oakland: A
local used-car dealer, advertising Cad-
illacs  exclusively on the Jumpin’
George program, sold 10 during a
three-week campaign.

Magazine. KNUZ, Honston: Ebon,y
magazine ran a test over KNUZ with
announcements on the Spinner Sanc-
tum and Bee Iive shows. The cam-
paign plugged two issues of the maga-
zine. Comparing newsstand sales with
comparable issues the vear Dbefore,
Ebony found sales up 387 for the first
issue advertised and 5877 for the
second one 1entioned on KNUZ.

Auntomobiles. WWEZ. New Or-
leans: During May 1953. Terrv Motor
Co. bought two announcements dailv.
Monday through Saturday, on Jack
the Cat. During the week of 11-10
Mav. Terry sold seven automobiles.
Total sales: $13.000. Total advertising
cost for the week: $48. Cost per car:
$6.80. Five of the seven cars were
bought by Negroes.

Watch WMOZ. Jobile:

On the very first day that Palace Jew-
elers advertised their watch repairing
on WMOZ. about 100 customers

brought their watches in to be fixed.

repairs,

The station reports that practically |

each one of the customers was trace-

able directly 1o the WMOZ commer-
cials. * * K

Jack Willman

NOwW
8:30 — 9:55 A. M.

3.7

*PULSERATING

*Pulse of New Orleans (May—June ‘53)
8:30 — 9:30 A. M.

Jack Willman says . . .

“Thanks for being patient, you folks who
have been waitin’ to get on “Morning
Spirituals’’. I'm now on from 8:30 to
9:55 A. M. so that you now have the
opportunity of joining good company with
Carnation Milk, Gold Medal Flour, Bond
Bread, Caca Cola, Zodiac Coffee, Soproco,
Breast-O-Chicken Tuna and 7-Up.”’

This is ane of many ‘‘good buys” to sell
the Greater New Orleans Negra Market on
New Orleans’ top rated Independent Sto-
tion . . . the only station programming
100% to the Negro Market . . . the anly
station with on oll-colored pragramming
staff.

600KC "“THE SEPIA STATION”

RY

W,

NEW ORLEANS, LA.

| Gill.-Perna, Inc.—Nat’l Rep.

in the
nation’s

j rd largest
— market

Personalities . . .

*BILL SAMPSON
xJOE WHITE

. . . attract and sell
the more than 350,000
NEGRO listeners . . .

KWKW i

PASADENA ¢ LOS ANGELES
National Reps.: FORJOZ & CO.

SPONSOR
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MEDIA PITFALLS

(Continned from page 35)

Barton: sam Barton, president, Mar-
ket Rescarch Corp. of America. cau.
tioned against buying vesearch withont
having a clearly defined idea of what
vou want and what youn need to know.
Example: Don’t spend a lot of money
on a secondary or a tertiary problem
when yon haven’t solved the primar
problem. lLxample of this: Ordering a
~study of the duphication of media with-
ont first knowing when vou want du-
plication and when vou don’t.

Crossley: Archibald Crossleyv. presi-
dent of Crossley, Ine.. frowns on trying
to measnre sales results of specific ads
or commercials or even specific cam-
paigns, He prefers measuring the im-
pact or impression the campaign has
made.

“Most of us have tended to eliminate
the dollar volume of -ale< from our
measurement of effectivenesx.” he told
sroNsoRr. “We feel we have enongh to
do if we stick to measuring the im-
pression a campaign has made rather
than its sales results. The primary job
of advertising is to create a fuvorable
impression for a product and to do it
so firmly it will resist other impres.
sions. [ think it’s asking too nmeh of
an ad to expect it to go bevond that
stage and have a mea<nrable effect on
sales.”

He adds: “If yvou get intn testing
campaigns. it's better to stick to one
classification of media: outdoor, TV,
radio. newspapers. or magazines. not
cross media lines. for different media
have to be handled in different wayvs.”

To measure impressions. Crossley
uses the plavback recall techniqne—
before and after the campaign i~ run.
You find someone who knows about
the product. then a<k him probing
questions to learn what he knows.
where he learned it. and how. Compar-
ing the Lefore-and-after fizures. vou
can easily determine what impact the
particular campaign has had on the
consumer public.

Williams: Robert Williams. an execn-
tive of the Elmo Roper organization
(no one has any title over there. of-
fered thiz well<chosen simile on media:
“Media are like transportation
cars, buses. railroads. airplanes. etc.
Most people find it necessary and most
efficient to uze more than one kind to
get to their destination. So it i= with
advertising efforts. Mnst of them re-
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CAN MEDIA EVALUATION BE EXPRESSED MATHEMATICALLY?

lea N Bix, dhireetor of adverlising tescarch of the Farm Journal, bas tried
. Here are his three basee formudas for redacimg media svalaalion
W the ans of o mathematical scienee Cace page 107 fur explanationo

I. Net coverage

The "y funcuon’

a(n) .b(g) . v

(P +¢) (16 4 p)

The jactors in this expression are defined as follows

] is net audience corerage Ctanudios or andiidualsy eipressed as
pereent of total ,ms.\i/:/l' audiencr coverage

I, is a constant representing maximnm net andience corerage
depeadent on the media used, the audience definition, eto.

L is @ constant representing the rate of climb or cumulation of net

nudience, The value of L., just av L, depends

upon the media used, the andienee efnition, et

a(n) represents the number of magazines included in the lisi, l1s

n+{

actual expression in the equation (s probabiv the form

b(qg) represents the amount of group factor. if any is present.

r represents the variance in qudience measurentent based on thor
oughness of readership.

¢ represents turnorer of primary circalation Ceumulatice factor)

p represents pass-along {secondary coierage) .

X is total gross circulation corerage (of families or individuals)

cxpressed as n percenl of totai possible audience corerage,

2. Total uupressions

The "= tunetron”™
T = M(ix) u.a.b.. .u
( I.>Xa(b..u) 2. . Vvab(ce. . n) - ab( . n)

The svmbols 1n this equation nre defined ns:

i ts the number ol tnsertions in eoclh magazine,

(That s, the

nutwher of mazazines plus the numler of repeats,)

n ts the toin{ number ot ml.'gn:inr mnserfions,

y is the total audicnre exposed to a specihed number o] 1ssues.
For example, *ath..ny is the audience exposed to 1ssue a and not
bh.o.n. abic..n) is the audience exposed to issue a and b, not c..n.

3. Total andicuce with required
frequeney of iiupression

The “t funetion”
t —ab. f(ec. . u)

Over the entire rance o! audience cetting (" or more impressions.

written or have not been properly
tested can introdnee considerable error
into the resnhs.

2. =ampling of course 1~ very im-
portant. but even more ~o is the whols
contribution to the total error that «an

come from interviewer variance due te

quire a combination of media to do
the best jobh.”
He offer- the<e three
using survey research:
1. Try in every way to insure you're
getting the honestly held opinions of
people. Questions which are badl

‘cautions in
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complexities in the questionnaire and
burdensome mechanics of handling the
survey in the field. “This is why we
strive so hard to achieve simplicity in
the questionnaire makeup.”

3. Of course the basis of the whole
research operation is quality interview-
ing. It doesn’t make any difference
how good all of the other operations
are; if you haven’t got top quality
handling in the field, you haven’t got
anything.

Williams added this cantionary note:

“Make sure the interviewer has
been properly trained. H not—if he
can’t handle fringe questions (the de-

grees of doubt), then the percentage
of error is increased and can throw the
results off.”

Elmo Roper made the CBS radio
listening study “Roper Counts Custoni-
ers” in 1940. Williams’ comment on
it: “Sure there are some flaws in it as
we look at it now. but remember it
was done quite a long time ago—be-
fore we had as much understanding of
the problems involved as we have now.
But it is interesting to note that in
every case people wlo listened to the
programs used more of the sponsor’s
products than people who didn’t listen.”

(For sSPONSOR comment on study, see

WDAY

(FARGO, N.D.)

IS ONE OF
THE NATION’S
MOST POPULAR

STATIONS!®

An independent survey made by stu-

dents at North Dakota Agricultural
College among 3,969 farm families in

a 22-county area around Fargo proved
this: WDAY is a 17-to-1 favorite over

over all other stations combined!

the next station—is a 3%-to-1 favorite

NBC ¢ 5000 WATTS
970 KILOCYCLES

@ FREE & PETERS, INC.

Exclusive National Representatives
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27 July 1953 issue, page 39.)

Schwerin: Horace Schwerin of the
Schwerin Research Corp., which uses
audiences to test radio and TV com-
mercials and programs, says any single
test has too many variables to permit
drawing general conclusions from it.

Over-all principles do gradually
emerge from a large volume of testing,
but even here the “rules” are virtually
meaningless unless their application to
the problems of a specific advertiser
are worked out through actual testing
of the commercials.

Schwerin has made this interesting
discovery: One TV show can sell as
much as eight times as many goods as
another, even though the audience size
and the commercial may be the same
or siinilar. In addition, he has found
that key sales ideas of some products
are not readily demonstrable so radio
proved as effective as or better than
TV. As a result, he has recommended
on occasion that a client drop out of
TV and return to radio. Could
Schwerin give SPONSOR some specific
examples?

“The TV people would hang me!”

(A very quotable researcher, Schwer-
in also made this challenging statement
to sPoNsoR: “Radio nearly committed
suicide in not neasuring its qualitative
sales effectiveness. In the early days
its audience expansion was so terrific
it never bothered to count all its listen-
ers. Now it’s paying for it.”’)

Henrikson: Carl H. Henrikson Jr.,
v.p. and general manager of S-M Sur-
veys, is another researcher who be-
lieves that you can’t measure your
profit from each medium. Reason:

“The cumulative results of advertis-
ing in future periods make it difficult
to measure the long-run net effective-
ness of any one ad or any one medium
at a given tiime. For instance. I may
be influenced by one specific ad to try
a product and continue to buy the
product for 20 years because I like the
product. True, subsequent advertising
may have something to do with my
continuing to use vour product. but
that is difficult to measure, except in
general terins of what happens to sales
when advertising is changed. expendi-
tures varied, or competitors out-adver-
tise vou.”

He says of pitfalls in sales tests:
“Beware of variations in the effect of
local media.” (Tests may show news-
papers are superior in one town but

SPONSOR
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... Juck Henry walks away with
the Top 12:30 News audience!

Here’s more amazing proof the one best way to sell the Neuw Pittsburgh
1s on the New KQV ... now CBS Radio! Since taking over as star
newscaster on KQV in June, veteran newsman Jack Henry has walked
away with the No. 1 rating at 12:30 p.m.—a traditionally favorite news
time on Pittsburgh radio. Here are the results of a coincidental tele-
phone survey conducted from July 13-17 by a well-known research
organization:

Share of Audience Share of Audience
KQv 31.3% Station “C" 10.5%
Station ‘A"’ 20.9% Station ‘D"’ 5.8%
Station ‘B’ 15.1% Others 16.4%,

And Jack is building up the same big audiences on his 8 and 9 a.m.
news shows. It's one more example of how KQV’s well planned local
shows keep pace with the station's high-rating CBS shows. Write or
wire for availabilities!

NOW (pg RADIO.

P bungh’s /Igg/zexuwe NeZwork Slalion.

National Representatives: WEED & CO. New York « Boston + Chicago - Detroit + San Francisco * Los Angeles




vou can't apply these results to an-
other.) He al=o said one of the biggest
unsolved problems to date is the ac-
ceptance or helievability of ads. “Lots
of work is needed in this field.”

Gallup: Another pitfall in media eval-
uation is attributing lack of sales to
the medium, or even the copy. when
it might be the star and the kind of
audience he attractz.  Dr.  George
Gallup’s comment in this regard has
already been mentioned (see “How to
choose media,” spoNsoR, 1 June 1933.
page 81). lle found that <ome radio
contedians  attracted  audiences  that
bought less of the product than was
sold to the public generally.

As for pitfalls in using print and air
rating services. the subject is =0 exten-
sive that a separate article will be de-
voted to it. In brief. complaints about
all of them center on three things:

1. The sample is not big enough.

2. Not enough data are supplied.

3. Data supplied are not what the
client wants.

One harried researcher commented
in discussing this: “There’s nothing
here that a little money couldn’t cure.
But wili adveriisers—or media—part
with it?”

N B C

Notiono! Soles
EDWARD PETRY & CO.
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What agencies say: To William B.
Wallace. associate research director of
McCann-Erickson. measuring ad effec-
tiveness in terms of reaching people
and delivering messages is “infinitely”
easier than measuring it in terms of
stimulating people to action.

“Advertisers and agencies spend mil-
lions through Nielsen. Starch, and a
multitude of other services to measure
the effectiveness of media in deliver-
ing messages.” he savs. “But | know
of no service that has the answer to
the second. This is in itself evidence
that the pitfalls must be numerous.”

He sees two main groups of pitfalls
in measuring effectiveness in terms of
creating action:

o lsolating the effects of various
media.

e Controlling the variables that ex-
isl. assuming that the media can be
isolated.

He explains the fir-t one thusly:
“When yvou think of the number of in-
fluences that have Leen brought to
hear on the consumer’s mind over the
yvears for the vast majority of products
on the market. the problem of sorting
these influences out and putting a vard-
stick on each one hecomes enormous.

In addition to the four main media—

Yes, a trip to the mountains is just what

the doctor ordered for your advertising!
AND KOA IS THE PRESCRIPTION
THAT GETS RESULTS...

INDOORS! Nielsen Reports guaranlee
57% of all radio homes in 303 coun.
ties in 12 states listen regularly every
week!

OUTDOORS! KOA is the grealest oul-
doar odvertising medium in all lhe
West. A great banus audience in aule-
mobile listening ... more than 12.5 mil-
lion laurists vacation an average of
8.8 days in the Mauntain Slates, spend-
ing more thon $600 million!

INDOORS AND OUTDOORS — THE PEAKS AND THE PLAINS
KOA is YOUR BIGGEST ADVERTISING BUY!

If you believe mare paople
shauld be buying whet
you're selling...

KOA iz your answer

850 KC * 50,000 WATTS-"'

DENVER
Covers The Wosr Kesl'/

=

Should you measure ads?

Alfred Politz says: “Skeptics
have challenged the utility of ad-
vertising measurements. Their
objections often center around
the fact that a given measure-
ment provides only a partial mea-
surement. They say, for exam-
ple, that the attention value of
an advertising message certainly
is not identical with its sales
power. The critic is right on
this point. But he is equally
wrong if he concludes that, there-
fore, the measurement is useless.”

radio. TV, magazines, and newspapers
—there are direct mnail, point of sale,
product displays. the package itself,
‘Mother used it.” the next door neigh-
bor, outdoor, car cards, sky writing,
and many others.

“All of these play a role in deliver-
ing an impression which can lead to
action on the part of the consumer.
How in the world does research sort
them out?”

Aud the second point, controlling
variables, Wallace explains as follows:
“Let’s assume that a ‘controlled” ex-
periment is set up. This might be
done given enough tinie. money. and
patience on the part of the adver-
tiser. tYou can add these three to
vour pitfall list while you’re at it.)
But there are plenty of pitfalls here.
too. If a test market operation is con-
sidered, the selected markets must be
matched for dozens of factors—size.
many population characteristies. dis-
tribution characteristics of the test
product and its competitors, coverage
of the media under test (and those not
under test}. And how do you include
magazines in a test market study?”

Wallace mentions additionally that
there is the problem of how are you
going to use each medium: announce-
ments on radio and TV (can you buy
comparable time in your test mar-
kets?) : what size space in newspapers
(color or not?) : does radio take long-
er to develop customners than newspa-
pers. but will it develop more in the
long run. s0 how long do vou run the
test?

He poses this question: “How do
vou control vour competitor’s activi-
ties which might vary from market to
market or local conditions such as a
strike, the building of a new defense
plant. a disaster? One answer to this

SPONSOR
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OUR ALL-TIME
BIG-TIME BUY!

\/ Morning Hoopers-KRNT is First . . . 51.19%

AUDIENCE SHARE

\/ Afternoon Hoopers-KRNT is First . . 43.8%

AUDIENCE SHARE

\ Evening Hoopers-KRNT is First .. . 36.9%

AUDIENCE SHARE

1l DES MOINES

\/ Morning, Afternoon, Evening - KRNT s the only
station in Des Moines that can talk Hoopers!

® SURE... you're right when you buy KRNT for
your product or for your client's product! You get
the All-Time, Big-Time buy on KRNT, the station
with the fabulous personalities and astronomical

Hoopers! You'll go places with the "Know-How,

Go-Now'' station!

BETTER BUY that highly Hooperated, sales results 5
premeditated, CBS affiliated station in Des Moines. ﬂ[

ekl
T
[]p|° =

SOURCE: JUNE, 1953, C. E. HOOPER AUDIENCE INDEX
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«

is to have enough markets which in wal or organization has integnity as 3. Does the re earch show weakness-

turn iucreases the problem of match- well as ability and uses good methods, es as well as strengths, disadvantages

ing them.” then 1 am apt to believe the informa- as well as advantages, undesirable
tion: otherwise. I am skeptical of it to  characteristics as well as desirable char-

Reed: Dr. Vergil D. Reed, v.p. aud  say the least-—and good, healthy skep-  acteristics?” 1 am tired of the media

associate research director of J. Wal-  ticisnz is always a desirable character- and copy research which shows that f

ter Thompson, answers the query on  i-lic in evaluating research.” the one doing the particular job re-
pitfalls in using rescarch to evaluate 2. Were all the significant findings searched is always Number One. |

media and advertising effectiveness by included in the report, or were only dont believe it. and I also know there
listing the major strengths and weak- those findings included which showed s nothing perfect in this world, not
nesses he looks for in the research. as  the desired answers or the desired even a perfect fool. So when I see a
follows: standing? “Is someone using this par-  piece of research that points to perfec-
1. Who did the rescarchi? “This i= ticular piece of researcli like a drunk- tion in the organization, publication.
always my first question in evaluating  ard uses a lamp post. for support rath-  station. or work covered by the re-

any researcl, If 1 think the individ- er than enlightenment?” search. | don’t believe that either.”
: — — 4. Were sound research methods

' : sed, including sampling?
SEI-I- M“RE IN THE ’ (5( lzl\]:eut;::eé f;irtnlz\'ll?iéll are found

veally significant? “In a recent costly
and extensive survey done for a group
of magazines. one of the items covered
was the average timne per page spent
in reading in each of the magazines
surveyed. Frankly, that doesn’t mean
a thing to me, and it would mean rela-
tively little even if we had the average
of reading for editorial material and

% Winston-Salem
is the home of
R. J. Reynolds

Tobacco Co. Ad manager gives his
opinions on research

If you want the attitude of one
advertising manager who buys 'I
quite a lot of all kinds of media,
here it is. I look upon all adver-
tising research studies by inde- l
pendent researchers, particularly
studies comparing one medium
with another, with reactions
ranging from mild skepticism to
downright disbelief. Some make
me mad; how stupid do they
think advertising managers are? 1_

Figures by ABC, Traffic Audit {
Bureau, and Advertising Research
| Foundation are accepted because
they are tripartite organizations
dominated by the buyers of ad-
vertising and so escape the sus-
picion of bias.

Figures on readership and au-
dience by Starch, Nielsen, et al, I
are accepted for what they are— |
a general indication, but not to
be leaned upon too heavily.

And finally, I fall back on per-
sonal opinion, prejudice, and ex-
perience — and the greatest of
these s experience.

RavrpH H. HARRINGTON
Advertising Manager
General Tire & Rubber Co.

Recent official Hooper Ratings
show WSJS, the Journal-Sentinel
Station, FIRST in the morning—
FIRST in the afternoon—FIRST in
the evening! For the finest in
AM-FM coverage, it's WSJS

in Winston-Salem.

Represented by: HEADLEY-REED CO.

$16,
Sales Manageme

in
(1953 Survey of B

nt,
et
g Pov
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In this 5-Station Market,

Any way you look at it

i T » - "':-*
PULSE.OF SY.RACUSE 7215-Min. Periods, 6 a.m. to Midnight ]
April, 1953 WSYR FIRST . .. in 50 periods i
3 WSYR SECOND in 22 periods |
72

(that's all there is}

7 " WSYR FIRST
“J by 477 to 2129
Siea - oy .~
| SAMS 1952 Lot
q ~ WSYR FIRST

e

— T T = m——

- - = -y

/ }AC”S[ NBC Affiliate « Write, Wire, Phone or

570 KC Ask Headley-Reed

WSYR-AM-FM-TV — the Only Complete Broadcast lns?ifuﬁon in Central New York
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advertising material ~eparately.

1 believe it i~ more important that
management know how to get the most
out of marketing research than how it
is done,” Dr. Reed =ays.

Speaking i Toromto recently, he
made these additional points:

e Divorce promotion and research.
“Real research nwust be objective.”

e Dot confuse
ditions of the moment.

e Avoid expensive original rescarch
until you lrave gathered and analyzed
data already available.

e “Good wine and good research
can’t be hurried.”

e “Shoot at birds-

trends  vs.  con-

not flocks.” (Be
specific.)
e Make reports simple and clear.

o Put the results to work.

Ule: . Maxwell Ule. v.p. and research
director of Kenyon & Eckhardt, divides
media and advertising rescarch pitfalls
into three groups of factors. as follows:

1. Factors inherent in the person
making use of the researeh in lis de-
cisions. “These factors are related to
prejudgments. biases, and fnzzy think-
ing which tend to cloud the judgnent
of the person making the decision.
Lack of objectivity in the person us-

ing the research tends to be one of the
basic pitfalls in the u<e of research.”

2. Factors inherent in the research
itself. “Research in media and in ad-
vertising effectiveness, evenr at best is
far from adequate. Any man who
therefore tends to accept many of the
‘near measures” and ‘fanlty measures’
which are today being given wide dis-
semination will tend to put his blind
faith into an instrument which doe-
not fully deserve such faith. The vir.
tual impossibility of getting some of
the media and advertising measures
we desire frequently makes it neces-
sary for the research man to be satis-
fied with ‘watered-down’ versions of
these nreasures. But these watered-
down versions in nany cases are only
partially applicable and in others com-
pletely inapplicable. The only defense
in a case like this is high professional
vesearch ability and high professional
research integrity, which call upon the
tesearch man to outline specifically
and simply the Himitations of his work.”

3. Factors inherent in the niedia
selling process.  “Special pleaders—
that is, space and time salesinen—tend
to be inadequately prepared to present
objective evidence on their medium.
This is almost inevitable since objec-

v Lthe N_QSE-IEST STATION in Town!

(g

__—-—-""'D

e WIAS v

$THE$ ,
s MONEY &

OF THE DIAL

All Pittsburgh wakes up daily to the most compiete news coverage
in Piusburgh radio. Herb Morrison’s 7:15 AM newscast is a “must”

for a news conscious audience . . .

and ALL DAY, the WJAS news

staff keeps pace with the news AS IT IS HAPPENING!
FIRST—with an on the spot report of the air disaster at Milton,
Florida Naval Training Base, July 17th.

FIRST—with complete coverage of Piusburgh’s Soap Box
Derby. Four solid hours charged with the excitement and

color of this annual event.

No wonder all Pittsburgh NATURALLY turns to WJAS ALL DAY

for complete news coverage.

5000 Wﬁm' 1320 KC.

- Serving the

‘GREATER PITTSBURGH
Metropolitan

' Area...

NATIONAL REPRESENTATIVE: George P. Hollingbery Co.

tive evidence practically uniformly
shows both good and bad features
about a particular nedium.”

“Mediamatics®: \ost ambitious at-
tempt to reduce inedia evaluation to
a mathematical formula was made last
year by Ira N. Bix, director of adver-
tising research of the Farm Journal.
I his manuscript Mediamatics, he pre-
sented three major conclusions:

1. “All the numerous bodies of data
—gathered by different media analysts
at different times for different purposes

. . are related to one another” ac-
cording to a given equation. He ac-
tually worked out three equations
which he said describe a complete me-
dia analysis.

2. The way to measure a mediun’s
efficiency is in terms of a new mea-
sure. called a differential, rather than
its increment to a given list.

3. This system works because of a
homogeneity of population with ref-
erence to media rationale which he de-
veloped at great length.

The manuscript contains numerous
formulas. diagrams, and algebraic dis-
cussions as proof of his theorems.

The three formulas to describe a
complete media analysis are presented
on page 97 for the mathematically
minded.

SPONSOR's media evaluator, however.
being no mathematician, turned to
Stanley D. Canter, McCann-Erickson’s
associate research director and man-
ager of the market research division.
who analvzed the theory of “Media-
matics” before the American Market-
ing Association’s national conference
in Chicago last December. Here is
what Canter told spoNsor about the
theory :

“1. The theory and the methods of
"Mediamatics™ fall considerably short
of even the minimum requisites of the
scientific inethod. None of the formu-
las is proved or derived in precise.
unique forin. The terminology is loose
and usually confusing. The mathemat-
ical forms used are of arbitrary choice.
and the only types of proofs offered
are geometric denronstrations and are
not based on deductive reazoning al
any point.

¥2. The three equations, which Mr.
Bix presents as solving the complete
media evaluation problem. accomplish
nothing at all. The first equation con-
tains six unknowns and no method i=
given or suggested as to how to solve

( Please turn to page 114)

SPONSOR
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These KYA sports leatures have

Oak

{

1 /

‘ A here's the list

Notre Dame football season
Svivanwa Television
49er football season
Burgermerster Beer
Los Angeles Rams football
Burgermeister Beer
49'er Preview

Sold Out

Follow the 49'ers

George Ruge's Koffee Klub

tLeads all Local Independen

6:00 to 9:00 A M.\ F
[ Sat [¢

in the afternoon

Car Tunes (VWinner Natl. Sc
Vital Traffic ion to L )

MM

in the erening

Ramblin” limmy Dolan
(The Leading Local W
MM

Represented nationally by George V. Clar/c\[R’T;

Sold Out
Major League baseball re-creations ,-5
day & night .. Sold Qut o
Major League Scoreboard
Roma Wine 2\
don’t rmad!
on’t go away mad:
o A
Here are some other KYA features '
t
W
real job for you
T
in the morning }‘ 13y

105



| %\ \
\ TELEVISION'S |

Sails into St. Lovis Sales Battle -

At long last, St. Louis televiewers can make their own choice
of television programs. With the advent of KSTM-TV, Tele-
vision’s “Big Mo”, the captive St. Louis audience has been
released. With a full power of 275,000 watts, ABC and CBS
network programs and refreshing, entertaining local shows,
KSTM-TV s already a favorite in the St. Louis area.

To adequately cover the country’s eighth market, you must
have “Big Mo” to fight and win your sales battles. Fcr facts.

figures and choice availabilities, contact KSTM-TV . . . now
. or

H-R TELEVISION INC. ©NEW YORK ¢ CHICAGO + SAN FRANCISCO ¢ LOS ANGELES

Channel 36 ST LUUIS William E. Ware, President
AFFILIATED WITH AMERICAN BROADCASTING COMPANY AND RADIO STATION KSTL
106 SPONSOR !




lhur Godfrey”
.t Omaha, B&J
| 21 Cellucotton
‘&8 alt das
~vens-Corning.
R 10:15-30
Snow Crop.
uon alt das
ar-Kist Tuna
aw 10:30-15
cades & Davis
ver: pepsodent
aw 10:15-11
:Cann-Erickson

thur Godfrey*
illsbury MGils
1-th 11-11:15
o Burnett
ggett & Myers: |
chesterfields
aw 11:15-30
9m & Walsh !
trike 1t Rlch
olgate: tthpst:
<1, super suds,
slmolive, fab,
8jax
NY L!
m,w,f
ty $8000
— |
ride & Groom
n Mls: bisqkt
NY mwf
€S shr $15,000
Love of Life
mer Home Pr
NY m-f L,
ow $6000 |
" arch for Tom’w !

/

P&G: Joyt
NY mf L
oW $6500

iulding Light
tG: ivory. duzt
£ m-f L
mpt  $10,000

No network
programing
m-{

1

Garry Moore l
dasland: rugs |
st 9/7 L|

{see bel) |

Hoover Co
XY st9/14 I,
" urnett

_ %hr $2038¢

o

| Double or
Nothing

“ampboll Soup

INY

2 I.

m-w-{

‘ard

"heelock  $8000
Art Llinkletter
Lever: surf

Hy mwf L
yer  (see bel)
Hisbury Mills:
flour, mixes

Hy m-th L
B ¥hr $4000

Blg Payoff
Colgate: fab,
hlorophyll tth-
st. cashmr bqt
XY mwf L.
(sus tu,th}

sty $12,000 |

Action [n
the Afternoon
Western drama
‘hlla m-¢ L

15min: $1350
%hr: $3200

[Summer School
WY m-f 1

No network:
programing
m-f

ot

No network
brograming |
m-f

0k

No network
programing
all wk

No network
programing
m-{

No network
programing
all wk

No network
programing
m-f

No network
programing
m-f

Paul Dlixen
Show

m-f 3-4
{Participating
segs available;
see cost below)

Vitamln Corp:
rybutol, juvenal

10Cine L
m 3:45-55 seg

KFCC

No network
programlng
m-f

No network
programing
[ 4

Ding Dong
School
Ch m-f e,
(sponsored tu,

. Glamour Girl
‘Hy m-f

Hawklins Falls
Ch m-f L

The Bennetts
iCh m-f

Three Steps to

Heaven
NY m-f L
Follow Your
} Heart
NY m-{ 1.

No network
programing
m-f

Ne network
programlng
m-f

No network
programing
m-{

Break the Bank
t0-0p
m-f 3-3:30
NY

(Imin annets,
3. hrs available}

| Welcome Trav'irs !
Ekeco Prods:

| kitchenware

61Ch altm 40L

DFS  (see bel)
P&G: prellj

61Ch 51L

m

10min: -f 3:45-4
$376.76 Biow Yhr $1200

On Your Account
INY m-f
sus m, th

UN General
Assembly

NY mf L)

Atom Squad
Phila m-f L

yF
Gabby Hayes
Quaker Oats

'32NY m.f 30L
Per prog:|
S&M $3500°

S&M = Ia0Bu
Howdy Doody
Standard Brands:
royal puddings,

gelatin
33NY 48L

m,th 5:45-6
Bates Y hr $1550

No network
programing
m-f

No network
programing
m-f

No network
programing
m-f

No network
programing
m-f

No network
programing

No network
programing
m-f

No network
programing
m-f

No network
programing
m-f

Arthur
Mut Omaha. B&)J
Int’'l

FSR

‘Maxon

Welss &

Arthur

TV COMPARAGRAPH OF NETWORK PR

TUESDAY

Godtrey*

Cellucotton
FC&B alt das
hwens-Corning
i0:15-30
sSnow Crop,
alt das
General Mtrs
Frigidaire Div
tu,th 10:30-45
FC&B
Toni Co

tu,th 10:45-11
Geller

No netwink
programing
all wk

Godfrey*
Pillshury Mills
m-th 11-11:15

Leo Burnett

The Baird Show

NY tu,th L No network
Al programing
m-f
Strike It Rich |
m-
sus tu.th
NY

Bride & Groom

Ton 0
47NY tu,th L
LB shr $15,000

Love of Life
Amer Home Pr
m-{ (see mon})

Biow No network
e programing
Search for Tom'w i
P&G: joyt | all wk
m-f (see mon)
Biow

Gulding Light
P&G: ivory, duzt

m-f (see mon)
Compton

No network
programing
m-f

No network

Summer School

NY m-f

No network
programing
m-f

No network
programing
m-{

No network
programing
m-{

No network
programing
m-f

Ding Dong
School
Minnesota
Mining & Mfg:
scotch tape
Ch tu onl L

BBDD :hr $985

Giamour Giri
1y m-f J

Hawkins Falls
:(‘h m-f L

The Bennetts
Ch m-f

Three Steps to

Heaven
NY m-f L
Follow Your
Heart
NY m-f L

No network
programing
m-f

No network

“Garry Moore * rogramin rogramin
.Cats Paw Ruhber P gm.f‘ & . gm-{ &
G6NY st9/8 L
Levyne (see bel)
Pillsbury  Mijlls:
ballard biscults
48NY L
C-M ‘hr $2038
Freedom Rings
Westinghouse:
appiiances, TV,
radlo sets, tur-
bojet plane mtrs
35NY tuth L
till 8/25
FSR  $6000  No network No network
Art Linkletter programing programing
Kellogg: all pr m-f m-f
28Hy L
L8 tu 2:30-45
Pillsbury Mills
m-th 2:45-3
L8 ¥hr $4000
Break the Bank
i €0-0p
Eio Fupl ‘ NY m£33:30 1
N Paul Dixon Imin anncts.
NY sustuth L Show 1ihrs avallable)
m-f 3-4
10Cinc L
(Part iclpatin?
; segments avail- yelcome Trav'irs
Action in
the Afterroon CLt) P&G: prell.
m-f jvory SNow
Phila Iz m-th 3:15-4 seg
{see mon) (see moan)
Ior 10min®
$376.76 OFS

On Your Account
. P&G: tide
BANY

tu,w.f

‘Benton & Bowles
B $14,500

UN General
: Assembly
NY m-f

Atom Squad
Phila m-f

Gabby Hayes
NY m-f 1
sus tu
Howdy Doady
Kellogg Co
rice Krispies?
{8NY 4L
L8 (see bel)
tu.th 5:30-43
Colgate: tthpst
5INY 5:45-6 48L
Bates % hr $1550

No network
programing
m-f

No network
programing
m-f

No network
programling
m-{

No network
programing
m-(

No network
programing
m-{

No netwoik
programing
mn-f

No network
programing
m-f

No network
programing
m-f

WEDNESDAY

Arthur  Godfrey®
Mut Omaha, B&)J
int'l Cellucotton
FC&B alt das
(nens-Corning
FSR 10:15-30
Snow Crop.
Maxon alt-das
star-Klist ‘Tuna
m,w 14:30-45
Rhoades & Davis
Lever: nhepsodent
mn.aw 10:15-i1
McCann-Erickson

Arthur  Godfrey*
Pllishury  Mills
mn-th 11-11:15
Leo Burnett

Liggett & Myers

chesterfields

m,w 11:15-30
Cnghm & walsh

Strike 1t Rich
Colgate
m.w.f

(see mon)

Esty
Bride & Groom
General MIlls
m,w,f (see MoK
. K- .
Love of Life
Amer Home DPr
m-f (see mon)
- Blow !
Search for Tom'w
P&G: joyt
m-f (see mon}
B low
Guiding Llght
P&G: ivory. duzt
m-f (se¢ mon}
Compton

No network
programing
m-f

Garry Moore
Purex Corp:
FC&B  (see bel)
lest Fds: rit,

shinola

51N

Yhr

Ludgin -$2038

Bouble or Noth’g
Campbell Soup !
m.w.f (see mon}

Ward Wheelock

Art Linkletter
Lever: surf
m,w,th 2:30-43

Ayer

Pillshury Atills |
m-th 2:45-3
(see mon}

Leo Burnett

Big Payoft
Colgate
m,w,{
(see mon)

Esty,

Action in
the Afternoon

Phila m-f

(see mon)

Summer School
NY m-f

No network
programing
m-f

No network
programing
m-f

No network
programing
all wk

No network
programing
mf

No network
programing
all wk

No network
prograining
m-{

No network
programing
m-f

Paul Bixon
m-f 3-4
(Participating
segments avail-
able)

10Cine

10-min seg:
$376.76

No network
programing
m-{

No network
programing
m-f

Ding Dong
School )
Ch m-f L
(sponsored tu,
th,f)
No n
progr

Glameur Glri
m-{

Hawkins Falls
:Ch m-{

The Bennetts
Ch m-f L

Vhree Steps to

Heaven
NY m-f I,
Follow Your
Heart
NY m-f 1
No network No n;
programing progr
m-f m;
No network No nd
programing progri
m-f m
No network No 1
programing progrd
m-f m

Break the Bank
co-on
m-f 3-3:30

“,
-

‘ﬂl-mi,n annets.
'y hrs available):

Welcome Trav'irs
P&G: prell,
ivory snowt
m-f 3:45-4
(see mon)

DFS

Dn Your Account
P&G: tide
R
{see tu)

Ne n

Benton & Bowles  progr

UN  General
... Assembly
NY m-f L

Atom Squad
Phila m-f

Gabby Hayes

NY coovw L .
Ne n
Howdy ODoody pmgél

Continental Pkg:
wonder bread,
hostess rakes

300 Y 2ay,

Lonre

Bates $1550



OGRAMS

twork
ming
f

stwork
uning
-f

‘twork
ming
-t

twork
ming
of

twork
wming

Awork
tming
-f

twork
nlng
.

“twork
‘ming
r

THURSDAY

Atrthur  Godfrey®
Mut Omuaha, B&J
tnt'l  Cellucotton
FC&B alt das

Owens-Corning,
FSR 10:15-30
Snow Crop,
Maxon alt das
General Mtrs:
Frigidalre Div
tu,th 10:30- 15

FC&B

Toni Co
tu,th 10:i5-11
Welss & Geller

No network
programing
all wk

Arthur Godfrey*®
Iilisbury  Mlils
m-th T4-F1.15
Leo Burnett

'The Baird Show

NY tu,t: L
No network
Il - programling
m-f
Strike It Rich
NY m-f
sus tu.th

Bride & Groom
Toni Co
tu.th (see tu)

Leo Burnett

Love of Life
Amer Home Pr
m-f {(sea mon)
Blow

Search for Tom'w
P&G: joyt
m-f (see mon)

Blow

Guiding Llght

P&G: ivory, duzt .
m-{ (see mon)

Compton

No network
programing
all wk

No network
programlng
m-f

No network
- — programning
Garry Moore m-f
Swift & Co
SONY  th-onl L.
JWT st 9/3
Norge Div,
Borg-Warner

G3INY th-onl I,
JWT 3hr $2038
Freedom Rings
Westinghouse
tu,th
(see tu)
Fuller &
S’:;:h I%af;er No network
‘ Togramin
Green Giant Co: ! gm.r{m &
canned peas, corn
28Hy th-onl 1.
LB (see bel)
Pillsbury Mills *
m-th 2:15-3
LB % hr $4,000
e Blg Payoff
P sus r1nu‘,{m Paul Dixon
Show
mf{ 3-1
10Cine
—————————  (Partlcipating
segments avajil-
Action In auie)
the Aftarnoon
Phila m-t L
Isce man)
For 10inin:
$376.76
Summer School

NY m-f L

No network
programing
m-f

No network
programing
m-f

No bnetwork No network
programing programing
m-f m-f

Ding Dong Schoal
Scott Paper Co:
scott towels,
cutrlte wax ppr,
scottles

33L

th only
IwT tehr $935

Glamour Girl
Ny m( L

Hawkins Falls
m-f L

Bannatts

The
h m-f

Threa Steps to
Heaven
NY mf L
Follow Your
Heart
NY m-f L

No network
programing
m-f

No network
programing
m-f

No network
programing
m-f

Break the Bank
“0-0p 3-3:15
Gerber's Baby

Fd
36NY
3:15-30

s hr
I, D'Arcy slo,m

Welcome Trav'irs
P&G: prell.
ivory snow?

m-f 3:45-4 seg
(see mon)

OFS

On Your Account
NY m-{ L
sus m, th

UN Gcneari
Assembly
NY m-f L

Atom Squad
I’nhffa m-¢ L

Gabby Hayes
Mlinute Maid
32NY thonl 1,
Bates $3.50C,

Howdy Doody
Kcllogg Co

tu.th (see tu)

Leo Burnett

Ntandard Brands
m.th 545 &
1see mon)
Bates

No network
programling
m-f

No network
programing
m-{

No network
pregraming
m-f

No network
programing
m-r

No network
programing
m-f

No network
programing
m-f

No network
programing
m-{

No nctwork
programlng
m-f

Daytime 24 August 1953

FRIDAY

Wheel of No network
Fortune programing
NY L all wk
15 min:
$2675

1 "ll Buy That

NY m-f Lr

No network
programnlng
m-f

Strilke It Rich
Colgate
m.w,l

(see mon)

Esty

Brida & Groom
General Mlls
m.w,f (see mon)

OFS, K-R
Lova of Life
Amer Ilome Pr

{m-{ (see nion) No network

Biow __  programing

Search fer Tom'w | all wk
P&G: joyt

m-f (see mon)

Biow

Guiding Light
P&G: lvory, duzt
m-f (see mon)
Compton

No network
programing
m-[

No network
programing

Garry Monre m-t

Converted Rice
54NY st 9/11 1,
_ (see bel)
Kellogg Co:
£ro-pup

LB Y%hr $2038

Ooubta or Noth'g
Campbell Soup
m,w.f
{(see mon)

N,
ward Wheelock No network

jTeTe Yneciex B programing
Art Linkletter e
Lever: surf
m.w,t  2:30-45
Ayer
Kellogg: all pr
ZSHy tu,th L
LB lihr $4000
Big ‘Payoﬂ
olgate i
Paul Dixon
- m.w.f Show
(sce mon) m-f 3.4
10Cine
Esty (Participating
segments avaijl-
able)
Action |In
the Afternoon
’hlla m-f L
(sec mon)
10 min:
$376.76

Summer School
Y m-f L

No network
y programling
m-{

No  network
programning
m-{

No network No network
programing programing
m-f m-f

‘Benton & Bowles ' : : |

I SATURDAY

Ding Oeng
School
General Mills:
cereals, mixes
36‘?“' 1 Junitor
only
Tatham- Yhr Ch [ osroads No network No network No netwo
Laird $985 programing Droﬁlramll(ng- programi
all w
Smilin’ Ed
McConnell
Glamour Girl Brown shoe Co
Hy m-f L 3TNY ¥
Rurnett $4500

Space Patrol

HawklIns Falls R 4
Ch L Ralston-Purina:

m-f wheat chex, rica
5 chex No netwlork No network
291y programlng
The Bennetts ! RECET AR i
Ch m-f L. Gardner $4500
L gkerlng T No netwal
) erby Fd: peter om Corbett programin
Three Steps fo | pan peanut prs R‘t’ﬁe Ba%\:‘r:e'of Space Cadet
Heaven S0NY alt wks Rangers Int'l Shoe Co:
NY m-f L NL&B  $22,000 Gep Fds. Post fed Eoose shoes
Follow Your Cereals DIy 2INY
- Heart i CComedy Cireus  34NY , L alt wks
NY m-{ n start 12 0
e % 0 DAy 8000
- g
The Big Top

f National Dairy

Prods: sealtest
¢ ice cream, seal-
test dalry prods
53Phila L

No networ
programin}

No network:
programing
all wk

No netwerk
programing
m-r

No network
piograming

Ayer $14,000

Warmup Time
10 min before

a game Lone Ranger
pleve General Milis:
whaaties, kix
Game o{( tha SNY
weel N
No network (starts bet T:15 No network AL L
programing and 2:15) g $18,008 prograning prograiiy
or-f ‘Falstaff Biewing
ITCl?ve
a 0-
(aky By No network
Time & programlng
) talent:
“‘DFS $32,000
Gama of the J,
No network week . N No networ!
" No No network ]
hmg’:la_x?mg (cont’d) nrogr:::r‘)vi?lr: DroE e A programin

Break the Bank
co-0p
m-f 3-3:30
NY L
(1-min anncts,
1% hrs available)

Game of the o
g 3 week No network No network };:og?'::lor:g
Walcome Trav'irs (cont’d) programing programing
Kelvinator Div.
Nash Corp
47Ch  fonl L
Gayer  (see bel)

P&G: prellf
m-f 3:45-4
Blow % nhr $1200

On Your Account
P&G: tide
t, W, f
(see tu)

Horse Raclng
Gamz of the NY
week
(cont'd)

No network I
programing

programingi

No network
‘programing

No network

UN Generaf prograniing

Assembly
N Y m-{ L

Atom Squad
Phlla  m-f

Gabby Hayes
Quaker Oaly
m,[ !
St M No neuwork
No network No network “No network i
I':l:‘\rd)éhgewtgo programing programing programing
32NY 45L
HH&M (see bel)
alt f 5:45-6
Welch Grp Juice
49NY 461,
slt  5:45-6
DCSS % hr $1550






Service In

Conecert Musie

Typical of BMI “eervice” is

the complete kit of “Concert

A

broadeasters daily . ..

used by
seripts

lusi¢” material

and data which help solve

many

music  programning

neecs

I

neluded in BAMI- Concert

Vusic Service are:
CONCERT PIN-UP SHEET—

A wonthly listing of new re-

cordings,

contemporary  and

standard.
YOUR CONCERT HALL— A

ceries of half-hour scripts for

nse with phonograph records

of contemporary and standard

elassics.

TODAY IN MUSIC — Dates

and facts about the important

music events of the month.
BAl-licensed stations —
AM. FM and TV can be
depended upon for com-
plete service in music.

BROADCAST MUSIC, INC.
580 FIFTH AVE., NEW YORK 19
NEIW YORK + CHICAGO * HOILYWOQD

Erem

B y—

LIS,

The Oul

COMPLETE BROADCASTING
INSTITUTION IN

4 /e[c/lmon(/

WMB G-
WCOD-»
WTVR-

First Stations of Virginia
WTVR

Blair TV Inc.

WMBG The Bolling Co.

MEDIA PITFALLS
(Continued from page 104)

for these uuknowns. The second and
third cquations are truisms and any
discussion of them is irrelevant. None
of the equations gives us any basic
insight into how the various audience
measurements are related.

“3. The incremental and differen-
tial approach of a incasurement of a
medium’s efficiency are actually the
same thing cast into two different
forms. Therefore the new terininology
adds nothing to our current state of
knowledge.

“4. The rationale of the *homoge-
neity of population,” developed to ex-
plain this theory, is a contrived and
raher naive one which is developed
after the fact and not hefore.

“3. Even if all the things which Mr.
Bix propounds were true (which 1
think. by my above remarks, it is evi-
dent I do not believe). then ‘Media-
matics’ is only a partial solution to
the media evaluation and research
problem. ‘Mediamatics’ is a purely de-
scriptive work. It leaves completely
unsolved all of the problems which
currently face us in the evaluation of
media and does not even hegin to in-
vestigate the relative sales effectiveness
of the different media.”

Actual tests: spoNsor discussed pit-
falls in setting up actual tests with
numerous experts. Dr. Herta Herzog,
McCann-Erickson’s associate research
director in charge of creative research,
mentioned some of the numberless
problems involved if you want to test
TV against other media in one or more
markets, for example. The major
problems:

1. How to get a “clean” exposure
to the advertising. This means getting
a new product. Using a new TV mar-
ket as an alternative wouldn’t be the
same. for the old product would have
been sold by other media, so the ex-
posure wouldn’t be “clean.”

2. Measuring the effect of the cam-
paign. You're interested in purchases.
not in any intermediate step. such as
“What do vou remember ahout our
commercials or product?” To get sales
results, vou would have to measure
over a long period of time. probhably
using the diary technique.

3. Where can the product be sold?
H vou use super markets and begin
running super-market advertising in
magazines and TV. vou’d introduce a

new factor because women are used
to seeing such advertising in newspa-
pers. It’s the usage habit.

4. How can you isolate a market
from magazine circulation? One pos-
sible step: Try to get the magazine
to drop out your ad in that particu-
lar market.

Harper: Marion Harper Jr., McCann.
Erickson president, and a member of
spoNsOR’s All-Media Advisory Board.
summarized the status of media analy-
gis in his book Getting Results [rom
Advertising, from the Reading Course
in Executive Technique, which shows
why testing is so filled with problems.

“Though the purchasing of space is
the oldest division of modern advertis:
ing practice, much research needs to
be done in this field,” he told sPoNSOR.
“One of the principal points is that
media evaluation cannot be isolated
from media content evaluation. The
audience of an advertisement or com-
mercial is determined by the reader,
listener, or viewer traffic created by ad-
jacent editorial and program content.
An identical newspaper advertisement
can vary from one to three or four
times in ahsolute readership in a group
of metropolitan newspapers. The same
network program can vary from one
to five or six times in absolute ratings
in individual city markets.

“Until far more quantitative infor-
mation is available, creative judgment
will be paramount. Every program or
story should bhe examined from the
standpoint of the objectives of its pro-
ducer, writer, or editor. What kind of
audience is it written to? What kind
of response in attention. interest, or
impact is it designed to secure? Me-
dia researchers and analysts have much
to gain fron closer understanding and
teamwork with the writers, artists; and
producers whose words and pictures
are the actual creators of the audi-
ence. rather than the medium itself.
The medium can only offer an oppor-
tunity; those who make the message
are the only real makers of the au-
dience.”

The above is why McCann-Erickson
and other big agencies don’t like to
rush into media tests, why in fact they
won't start them unless they feel rea-
sonably certain in advance that they’ll
come up with some answers that mean
something.

How one $50 million agency got
fouled up on a simple test of four
markets has already Deen 1nentioned
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SMILIN' ERNIE LINDELL,

the man
with the
10 gallon smile

Smilin” Ernie Lindell and his troupe arc now

bringing a bit of country life to listeners in the 17th
State® with RADIO RANCH, presented overWGY
Monday through Friday from 1:05 to 2:00 p. m.
and on Saturday at 10:00 p. m.

Ermnie, Candy, his wifc and parmer, and the troupe
play and sing country songs and ballads. All the
troupc are fine musicians who play several instru-
ments and have over 1000 picces of music at their
fingertips. In addition to music, the program includes
interesting bies of local news and one or two minutes
of devotional verse. Currently, Ernic and the troupe
arc playing in theaters and drive-ins in WGY land,
and averaging over 2000 attendance cach nighe.

RADIO RANCLI is a program that has alrcady
shown its popularity inWGY land, a listening arcea
that is morc populous than 32 of the 48 states. “1
want you to know,” writes one listener from Rich-
mondville, “T think your western show is one of the
best to ever hit the air.”™ Use the friendly convine-
ing approach of Ernic Lindell and his troupe to put
across your sclling message to listeners in the 17¢h
Stare. ;
*The W GY area is <o named hecouse its effective buving income is cxrreded by only 16 states.
50,000 WATTS
Studios in Schenectady, N. Y.

The Capital of the 17th State

Represented Nationally by Henry I. Christal,
A GENERAL ELECTRIC STATION New York * Boston * Chicago * Detroit * San Francisco
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in anolher article of this series. (Sce
"Wy cevaluate media?” sroxsor, 20
April 1953, page 103.) Identical copy
and media — newspapers and TV
were used. Results were completely
thrown ofl by two unexpected “varia-
bles™: (1) a distributor’s crew, excit-
cd by the campaign. dropped pushing
all other brands and got 1009% behind
the one being advertized: (2) commer-
cials for the wrong cigarette were
nrailed to stations in one market, so
the brand being tested wasn't even ad-
vertised in that market.

Advertiser Abrams: Fificen years
in the advertising profession have con-
vinced George J. Abrams, advertising
director of the Block Drug Co. and a
member of sPoNsor’s All-Media Advis-
ory Board, that “every research project
coniains a pitfall.”

“Some are obvious ones.” he says.
“Like the usual test city operation
where you start out to test copy and
wind up testing a mixture of copy and
media.

“Some are less obvious—Ilike the
questionnaire which produces a result
showing that 90% of housewives
‘would buy such a product if it were

(The pitfall: Women will

on sale.’

WBNS has more than

/)

‘yes' you when you give them the
product and ‘no” you when they have
to pay for it!).”

To Abrams, who also teaches adver-
tising at New York University, the
basic research pitfall is “failure to
keep the test objective in perspective.”
He explains:

“Through the din of planning. dis-
cussing. hassling. revising, etc., the
original, clean-cut test mission becomes
camouflaged Dy intersecting ideas and
the true objective is obscured.

“Many research projects require. not
calculus, but common sense. Not a
slide rule, but a leveling device. Some
practical guy who will—in the midst
of much confusion-—separate the ap-
ples from the oranges.

“The biggest research pitfall is often
the research man himself, who dis-
plays his knowledge of standard devia-
tion and correlation to the detriment
of the clear, simple facts necessary to
reach the proper conclusion.”

Air media experts: sporxsOR inter-
viewed all six heads of radio and TV
networks for this media evaluation
study. Most of them agree with recent-
ly resigned NBC President Frank
White’s comment that “we researched

top ratings . . .

INTERESTED

LISTENERS, T00!

For a community where listening to
WBNS is a habit, WBNS has an amazing
hold on the attention of listeners, too.
k Day-after-day, mail proves our audiences
are following erery word; gift and pre-
mium offers draw floods of replies; our

disc jockeys get tongue weary reading

off dedications. .. this all adds

up to listener loyalty ... with more

folks listening to WBNS Radio than any other station. And this
CBS outlet carries the 20 top-rated programs consistently. They’ll
really listen to your sales message on WBINS.

CBS for CENTRAL OHIO
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| ASK
JOHN BLAIR

radio

COLUMBUS, OHIO

ourselves 1o death in radio several
years back.” White’s reasoning: In-
stead of concentrating on how it moves
goods, radio came up with so many
contradictory facts and figures about
its size, ratings, and impact that the
advertiser was left confused.

ABC President Robert E. Kintner
put it this way: “Radio today is judged
by its top success of several years ago,
instead of by what other media cost
and the number of people they reach.
It would be like a sponsor of a show
judging his wife by what she looked
like on their wedding day instead of
judging her on her present perform-
ance.”

Is TV rescarch headed for the same
trouble?

Edward R. Eadeh, Du Mont’s re-
search director, says of TV research:

“Although TV research has kept
pace with the rapid expansion of TV to
a greater degree than in the early days
of radio. TV research is still being
used in the same manner as in radio.

I feel that TV research should be di-

rected away from the pattern of radio

research so that a client will have a

~ truer picture of exactly what he is buy-

ing. At the present time a sponsor is
presented with figures to show that one

' network’s coverage is better than an-

other. We maintain that there is no
such animal as a network in television.
A program will deliver the same audi-
ence in the same markets whether the
billing is done through Du Mont or
any ol the other three networks. I be-
lieve comparison of programs should
be based on their performance in com-
petitive markets and not weighted by
their captive audience in single-station
markets. There is evidence to show
that, although on a national scale, one
program may have a higher rating than
another, analysis of the ratings of these
two programs in multi-station markets
shiows that the lower-rated program na-
tionally is a more popular program in
these competitive markets.

“Television research makes these
data available. but very seldom is the
client presented with these facts.”

To Maurice B. Mitchell, former Mu-
zak v.p. who has just taken over as
president of Lncyclopaedia Britannica
Films. research from the standpoint of
testing ad and media effectiveness is
easy once you've defined vour objec-
tive clearly. “Unfortunately. not all
advertisers have a realisiic understand-
ing of their objective.” he says. “Some
of them buy advertising simply to ‘keep
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: More Viewers Per Dollar

Check ratings*— check availabilities —
check costs. KHJ-TV is Los Angeles’
best advertising dollar value.

*Los Angeles Telepulse (excluding Sat. & Sun. eve.
when KHJ-TV does not broadcast full time)

For program and spot availabilities
that will make your budget go farther
...call or write...

H - R TELEVISION, INC.

New York 17, N. Y.: Chrysler Building DON LEE TELEVISION

MUrray Hill 9-2606 \ - :
Chicago 1, Illinois: 35 East Wacker Drive KHJ -Tv

RAndolph 6-6431 ;
San Francisco 4, Calif.: 110 Sutter Street LOS ANGEIESV

EXbrook 2-3407

KHJ -TV DON LEE TELEVISION

Hollywood 28, Calif.: 1313 North Vine Street

HOllywood 2-2133 11 / ;:
FIRST in the WEST—PIONEER for the NATION / > \

11200 27.@'

¥ Owned and operated by the DON LEE BROADCASTING SYSTEM, a division of GENERAL TELERADIO, INC.

3
0
g

\ 24 AUGUST 1953 117



2 :I;HE-: .:S_-'_*‘ﬁ“g" iy
isito W HB.

it 7
i .

218 Kﬂﬂsas‘city

W 10,000 WATTS IN KANSA&

WwHe |

by :
OOM BAVIS, Pomctene el SOHN BLAIR & CO. |
JO00L T SCHILLING, Con sy

MUTUAL NETWORK « 710 XILOCYCLES °
’

3.000 WATTS NIGHT

——

N

..mf’l%””””” |

.§ Reasons Why

The foremost national and loca! ad-
vertisers use WEVD vyear after
year to reach the vast

Jewish Market
of Metropolitan New York

I. Top adult programming
2. Strong audience impact
3. Inherent listener loyalty
4. Potential buying power
Send for a copy of
“WI 'S WHO ON WEVD™
HENRY GREENFIELD
WIEVD 117-119 West 46th St.
New York 19
Managing Director

||Il|l|llll.--_r

({EHTHTH

—

18

our name in {ront of the public.” These
people are likely to evaluate media on
~the basis of the effectiveness of a lay-
out or their personal preference for
the sound of a radio or TV show. On
the other hand, when the ad advertizer
knows. for ins ance, that his primary
prollem is obtaining distribution for
a new product and when he spend: the
bulk of his money in a single medium,
it isn’t very hard for him to discover
whether or not the advertising is suc-
cessful and the expanded distribution
has been developed. When an advertis-
er is introducing a new product that
replaces an older one and when that is
the primary objective of his advertis-
ing, it isn’t very hard for him to find
out whether his adverni:ing works.

“When it comes 1o testing bulk me-
dia, the simplest test of all is obvious-
ly to try one at a time. When more
than one medium is used at the same
time, the advertiser’s next resort is to
evaluate returns from each medium by
using a key of some kind. That is easy
to do with mail returns, but much more
difficult to do with an item designed
for mass sale, like chewing gum or
soap.

“In the case of such mass-aimed
items, it might be worth the adver-
tiser’s while 1o use the ARBI tech-
nique. Since ARBI simply measures
the ability of one advertising medium
to produce effects as compared with
another, I see no reaon why the ARBI
technique could not ke the most useful
piece of contributing information in
deciding which medium has been most
effective.

“Generally speaking, however, it has
been my observation that no major ad-
ver'iser can ignore the fact that every
major medium has a substantial audi-
ence of its own—a buying group that
can best be sold through that medium.
Thus the advertiser is far better off
wondering why his campaign iz effec-
tive than he is Frooding about the rel-
ative effectiveness of a dollar spent in
radio a< compared with a dollar spent
in newspapers.

“His best bet is to start using them
both on a 50-30 basis, devoting his
energies to producing the be:t possible
kind of advertising for each medium
and merchandising it 1o the hilt.”

Conclusion by Morgan: Rav Mor-
gan. president of the Raymond R. Mor-
can Co.. Hollvwood. and a meinber of
sPoNsoR's All-Media Advisory Board,
refuses 1o consider the job of testing

media eflectiveness complicated. He

says that “one time, long long ago.”

he wrote a piece for Printers’ Ink en-
titled: “Do  Copy Tests Tell the

Truth?” He concluded that they do

not because there are too many varia-
bles.

“Suppose it’s gasoline and you're
measuring gallonage to see what a
campaign does,” he says. “The weath-
er freezes. The cars stay home. Gal-
lonage goes down. Does that mean
the campaign was bad?

“Or suppose you were lesting TV
commercials. Up pops the Coronation
or the election and you're competing
with that.

“Or suppose you're doing a Tea
Council job. How do you compensate
for what rome instant-coffee guy may
do that will knock all existing tea fig-
ures into a cocked hat?

“There are just too many variables.”

Morgan says it’s the same with
media.

“Advertising has got to get back to
mathematics. If it’s coffee, the aver-
age family uses some 63 pounds a year
—or some figures that can be estab-
li-hed as right.

“Divide volume by that figure and
count vour cuslomers.

“Find what makes the customers—
over the years so that snowstorms,
Hadacol, and the Korean truce are out.

“Find out what made these custom-
ers—and bind that force to you with
hoops of steel. Find a formula that
works and never change it—until it
slows down or stops working.”

Many years ago Morgan asked a
P&G president how they bought radio
shows. The president said: “We have
them recorded and brought to Cincin-
na'i. We play them for the executives’
wives. If they don't like a show, we
buy i.”

Morgan adds: “Buy what sells the
soup or the soap. That isn’t hard to
find out. Why does everybody try to
make the job so complicated?”

But shouldn’t an adman know about
Chi Square tests, simi-logarithmic
graphs, lines of regression, and Parelo
curves as well in order to avoid all
these research pitfalls mentioned in
this article?

“Hell, no!” says Morgan.

(The next two articles in the All-
Media Study will be “How 72 leading
advertisers evaluate media.” (7 Sep-
tember); “How 90 agencies evaluate
media” (21 September). * &k *
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sk your national

You're on the verge of a decision,
and a problem.

IWWhat business papers to pick

for your station promotion?

[t's no problem to kiss off.

for your choice can have a telling
effect on your national spot
mcome.

But where to get the facts?

The answer is simple. Ask your
national representative.

He knows. FHis salesmen get around.

They learn which business papers
are appreciated, read and discussed
by buyers of broadcast time.

His its an expert opinion.

Don’t overlook your national
representative.

representative

ponsor

the magazine
radio and TV
advertisers
‘use



RESEARCH CRITERIA

(Continued from page 34)

thie inventory, panel or continuous
type, is so high that it liquidates many
of the features of random sampling in
the end. Copv testing and other in-
stances wherc the general. rather than
the exact zaswer, is all that is re-
quired lend themselves to well-designed
quota samples. In general. qudlitative
in contrast to quantitative data can be
satisfactorily obtained from quota sam-
ples. Where doubt exists. random sam-
pling should be used since this gives
the maximum reliability per dollar
expended.

3. Has the sampling plan been
fully executed?

Substitutions for assigned units de-
stroy a probability sample design. In
personal interview surveys. refusals can
frequently be overcome by repeat ef-
forts. Not-at-homes, who have charac-
teristics known to be different, should
be brought ito the sample by call-
backs, or their answers should be esti-
mated Dby special statistical formulae.
[f quotas were assigned. they should be
fulfilled exactly. In quota sampling, re-
fusals and not-at-homes are not con-
trollable.

In mail surveys the response as well
as the mail-out must be representative.
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AIR TRAFFIC IS UP

IN HAMPTON ROADS, YA,

NOW! Up Your Sales in Norfolk

America’s
Miracle
Market!

The personnel at the Naval Air Station,
Naval Yard. Naval Base, Army’s Lang-
ley Field and the great Oceana Jet
Base buy everything from candy bars
to automobiles.

Population is up 17 per cent since
t_he 1950 census. .. are your sales imeet-
ing this pace?

WTAR: NBC Affiliate

WTAR-TV: All Networks
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Reach and sell this market with
both Dominant WTAR-AM and
WTAR-TV serving NORFOLK,
Portsmouth, Hampton, Newport
J_ News and Warwick — America’s
{| 26th market. Contact Edward
Petry & Company, National
Sales Representative.

NORFOLK, VA.
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To reduce biases growing out of per-
sonal interests and economic factors,
which are common in mail surveys
with a low rate of return, it is desir-
able to get as close to a 1007 return
as possible. In telephone surveys, re-
fusals, not-at-homes and busy lines
must not be ignored.

G. Is the sample lurge enough?

If a probability sample is properly
designed and executed, the reliability
of its results can be estimated mathe-
matically. Breakdown data should
have a large enough numerical base to
keep their larger error margins within
usable limits.

The desired degree of reliability
should be expressed in the definition
of the problem or plan of the study.
Increase in sample size does not com-
pensate for deviations from a true
probability sample though it may pro-
vide a better basis for evaluating the
eflect of non-response.

If a probability sample is not em-
ployed. it is a matter of judgment as to
what additional error is introduced as
a result of using a non-random sample.
The error cannot be measured statis-
tically if the sample is non-random.

7. Was there systematic control
of editing. coding aud tabulating?

All editing of questionnaires should
be completed before any tabulations
are made, and a statement to that effect
should be made a part of the report.

Editing should not involve guessing
as to meaning. Where context rather
than form is being edited. the same
editor should handle specific related
sections of all questionnaires. Local
supervisors should edit for form and
completeness. Directions for editing
should be formulated and explained
uniformly to all engaged in the process.

In machine tabulation, pre-coding
not only saves time and money but
catches errors and incompleteness in
questionnaire design. If pre-coding is
used, a pilot test should be made to de-
velop the codes; if pre-coding is not
used, a sample of the completed ques-
tionnaire should be examined to estab-
lish the codes. especially on open-end
questions.

Questionnaires should be numbered
scrially to guarantee completeness of
card punching and as a check against
duplicate punching. Pattern or con-
sistency checking of each separate col-
umn of the punched card should be
done to verify that only appropriate
codes have been punched. Each column
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Einstein's theory says
Jack McElroy has
47, Trillion TQ_ns

of TV impact!
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- This 300 pound one man

sales force covers Southern

California with the speed of light.

Stars helping him are song stylist

Ginny Jackson, western warbler Carrot-top
Anderson, and music master Eddie Baxter.
Jack McElroy sells to 53,000 TV homes each
day...and how he sellz! Says TAPPAN STOVE
COMPANY: Direct sales results were so definitely
felt that we extended our campaign from
13 weeks to 39.” SUNKIST extended a

2 week introductory campaign for their bottled

lemon juice to 13 weeks. Both of these extensions
were across the board! Other sponsors
have shown similar enthusiasm over sales!
Jack McElroy has the formula

to convert theory into solid

sales results for you, too!

NBC HOLLYWOOD

The JACK McELROY Show

MON. THRU FRI.

4:00-4:45 P M- i
Channel 4

For details contact KN\BIiL

Hollywood. ©
NBC Spot Sales

r consult your nearest

Office
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or group code should be separately
counted to establish the varying bases,
and to verify that different tables with
the same base actually agree.

In addition in hand tabulating, spot-
clhiecking of results by individual tabu-
lators is desired. Each step should be
separately spot-checked. All transfers
of data should be double-checked.

8. Is the interpretation forth-

right and logical?
[f casual relationship is assigned to

one factor, it must be proved that all
other factors are held constant or al-
lowance must be made for other vari.
ables.

The basic data wlhich underlie per-
centages. ratios, weiglting systems and
breakdown groupings of respoudents
must be shown. Competitive compari-
sons should be made on the same bases.
Since mean averages are often mislead-
ing. especially in income studies. the
median should also he examined. Any
uncommon mathematical manipulation
must be fully explained. Error margins
and their reliability should be indi-
cated.

Misplaced emphasis may divert at-
tention from weaknesses in research
methods or findings. Complete answers

reported. Interpretation, especially of
responses involving memory or pre-

diction of Lehavior, must not overesti-
mate the ability of an individual to
give valid responses.

Smnall differences, considering statis-
tical error margins, should not be over-

* * * * * * * *

6¢The time is near, [ believe, when tele-
visicn will bring to its audience not only
such events as the forthcoming conven-
tions of the two political parties, or
sessions of the United Nations, but full
meetings of city councils, of «tate legis-
latures, and of the Congress of the
United States. For democracy to fune-
tion freely and effectively. the people
must see for themselves how their rep-
resentatives go ahbout the Dbusiness of
Zovernment.??
WILLIAM A. BLEES
Vice President
Arvco Mfg. Corp. chg. Crosley Sales

Cincinnati
* * * * * * * *

emphasized. Charts, tables and text
should not bhe distorted or unduly
exaggerated. Simplicity and clarity
should be the main objective of the
analysis and presentation.

Present the results only for what
they are and for what they represent.

to all questions should be uniformly LS
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SEA-TAC AIRPORT IS

FABULOUS ENTRANCE TO POPUCATION DISTRIBUTION
A FABULOUS MARKET

(Served by KTNT-TV)

The Seattle-Tacoma Airport, known by trav-
elers as one of the finest in the world, is the
. the vi-
brant, prosperous, growing Puget Sound area.
The entrance to this fabulous market for
manufactured products of all kinds is KTNT-
TV. Write or wire for the complete story of
the KTNT-TV area, made up of 1,318,700

air entrance to a fabulous market . .

progressive, able-to- buy people.

Transmitter strategically

located at Tacoma, in

Middle Puget Sound, for

greater penetration of the

entire area.

Sales representatives;
Weed Television,
Nationally

Art Moore & Son.
Pacific Northwest
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KTNT-TV

CHANNEL
NOW 125,000 WATTS

KTNT-TV AREA

QUICK FACTS AND FIGURES

TV sets in Area
271,000

City of Seattle 37.65%
Balance of ng

County ... e 213794
Pierce County

(Including Tacoma} 22.229%
Balance of Areas

West and South 18.76%
*TOTAL (over 114

Million People}. . 100.00%

*Excludes Snohomish and other

counties where reception is
llcood”
Fabulous Puget Sound cannot

be purchased by buying one
city alone.

Affiliated with CBS and
the DuMont Television
Networks

ADMIRAL ON TV
(Continued from page 32)

been an admirer of the Bishop’s radic
program, The Catholic Hour, NBC,
which had just gone off the air. This
program featured the Bishop’s talks
and a choir to open and close the

show.) Replied Father Broderick:

“Bishop Sheen offered his services
to CBS and NBC, but was turned
down. | don’t know whether he’s still
interested, but I'll ask him.”

He was.

Conferences ensued during which
Bishop Sheen discussed production
and format details with Du Mont’s pro-
graming director, Jim Caddigan, and
other network executives. Among the
Bishop’s original suggestions: The stu-
dio must be a church.

Du Mont executives worried, and
thought, and conferred. They made a
counter-proposal: Transform the stu-
dio into a library set.

Bishop Sheen agreed to the net-
work’s suggestion and got together
with Jo Milzener who’d been called in
to design this library.

Bishop Sheen’s first appearance on
Life Is Worth Living was over a three-
city Du Mont hookup: Chicago, Wash-
ington, and New York in February
1952. As viewer mail began pouring
in. Du Mont doubled the program’s
number of outlets. and by May 1952.
wheu the program went off the air for
the summer hiatus. it began to look as
if Life Is Worth Living would soon be
more than a prestige and public serv-
ice effort.

This is how Chris Witting analyzes
the program’s success:

“Although the star of the program
is known primarily as a prominent re-
ligious figure. the program itself is so
broad in tone and so transcends dogma
that millions have accepted it as their
guide to what makes life worth living.
Adherents of all creeds and no creed
write both the Bishop and the net-
work that thev find solace in his phi-
losophy and helpful guidance in meet-
ing daily problems through applying
the principles that he enunciates.”

1t’s the program’s scope of human
appeal that has given it a good track
record in terms of viewer interest. The
Bisliop’s Nielsen tells the story of Life
Is Worth Living’s ability to pull stead-
ilv and comparatively }11011 ratings op-
posite Texaco Star leealre,
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lzo vour Schedule!

KTYL-TV...NBC and DuMont Affiliate

for Phoenix and Central Arizona . . .

is a time-buyer's paradise! It offers you and your client, for example,
more helping hands from a merchandising standpoint than you’ll
find in an entire carload of watches!

AND IT CHAINS UP a hard-hitting sponsor cooperation package
with the greatest coverage in all Arizona . .. a coverage area that
ticks off 63.2% of the state's free-spending population!

HAND IT TO KTYL-TV, too, for providing you with a towering
antenna on Phocnix’s nearby South Mountains . . . a soaring 1550
feet above average terrain. .. four times higher than any other
Arizona station!

IT'S ALSO WORTH TAKING TIME to check KTYL-TV’s
unparalled reception .. . including a clear picture in areas where
other Arizona stations don't even register a signal. And, while you're
at it, note KTYL-TV’s superb round-the-clock programming.

IT ONLY TAKES A MINUTE to contact your Avery-Knodel
man. So don’t lose any precious time in adding KTYL-TV to
your schedule!

NBC and DuMont o
affiliate for \\\

[
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Tife Is Worth I nng

Millions of
homes reached

of homes
reached

o

Nee 145 18.6 2,409
Jan. 193 18.6 201
Ieh, I 19.8 3,371
March 193 19.4 57
Apr. 195 1,429
Min 195 19.0 3,162
1)

of homes Millions of

reached hotmes veached
Dec 19 9,326
Jan. 195 10,926
Ieb. 195 9,901
March 14 10,288
Apr. 19 55.3 10,524
M 1€ 16.1 8,777

While Texaco Star Theatre reaches
four times as many homes as Life Is

4

N*mmtqwmn‘?‘w

IN THE miam! @
TV MARKET

Now 26th among the nation's’
metropolitan retail areas

The South’s fastest-growing
market includes 825,000 per-
manent year 'round residents
spending $168,000,000. in

automotive stores.

@
Now Under Construction — 1000 FT.
ANTENNA — 100,000 WATTS

W vU'w w

Il orth Living, its greater coverage area
includes many one-station markets
whish necessarily boost its ratings. The
Videodex Audience Composition Re-
port of November 1952 and subsequent
audience studies. further. indicate that
Admiral Corp. succeeds in reaching
the type of people its message is aimed
at: the family at home. Out of total
viewing audience tuned in to Bishop
Sheen, 31.4¢¢ are men. 38.9¢ are
women, 16.49; are teenagers. and
10.3% are children.

The problem of finding a commer-
cial format that would combine the

- 5th of a series
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FOR THE ENTIRE AMAZING SOUTH FLORIDA TV SALES
STORY CALL YOUR FREE & PETERS COLONEL TODAY

* FIRST RESEARCH CORP. of Fiorida

features of dignity in keeping with Life
I's Worth Living and the hard-sell pitch
customary in the electrical home appli-
ance field was turned over to Michael
Levin, Admiral account executive and
television director in charge of crea-
tive production at Erwin, Wasey.
Here's the approach he worked out
to Admiral Corp.’s commercials:
Bishop Sheen’s talks are never inter-
rupted by a commercial break. His
talks, approximately 26 minutes long,
are carefully set apart from the actual
commercial pitch. Bill Gibberson, who
acts as Admiral Corp.’s host, spans

| the bridge between the prelate’s lec-

tures and the commercial copy.

In his 50-second introduction to the
program, Gibberson includes some 20
to 30 seconds of institutional copy,
enumerating 10 or 12 products manu-
factured by Admiral Corp. Then he
introduces Bishop Sheen. After the
Bishop’s lecture, Gibberson brings on
two other personalities: Murial Wil-
liams, who acts as home economist
and tells women viewers the various
uses of Admiral kitchen and home
products; and Glenn Riggs, who is
billed as an average Admiral dealer
and therefore qualified to tell the view-
ers some of the technical or engineer-
ing features of Admiral products.

The two-minute closing commercial
is delivered in the form of dramatic
interplay among these three personali-
ties. These dramatic skits are used
partly to keep the viewers attention
through a relatively long commercial
but mainly to get across the hard-sell
without having the dignified host step
out of character. This latter effect is
achieved by a broad, almost bumptious
characterization of the Admiral deal-
er, who's the logical one to stress prices

and to come in with a hard-sell pitch.

These characterizations are not in-

- flexible, however. In a Dual-Temp re-

frigerator commercial, for example,
Riggs pretended to sell another brand
(unnamed) refrigerator. He began
demonstrating various features of this
refrigerator. but after each sales point
he made, Murial Williams interrupted
with a comparable and superior fea-
ture of Admiral’s Dual-Temp refrigera-
tor, which she demonstrated. The com-
petitive spirit between the two, Glenn
Riggs and Murial, was maintained to
the end of the commercial when Riggs
finally conceded that he couldn’t win in
his attempt to sell any brand refrigera-
tor other than Admiral’s Dual-Temps
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“Try as | can in this demounstration,
I lose every time . . . and for a very
simple reason: the Admiral Dual-
Temp, the original 1wo-lemperature re-
frigerator, is far superior to anything
else you can get.”

Lrwin, Waseyv’s Mike Levin has used
several production techniques in the
\dmiral conmiercials which are good
cost-cutting devices, including minia-
ture set~ and colored picture slides.

Hix use of mimature sets. Levin
says, dates to The Colgate Comedy
Hour in 1919 and 1950, as well as The

Aldrich Family, in 1951. He f{ound
that he could *“cheat” on expensive
live-size sels by intercutting shots of
the miniature living room, for exam-
ple. and an announcer standing by a
life-size segnient of the living room—
say, a portion of a wall and drape. By
using this announcer’s voice over the
full frame of the miniature living room
just prior to cutling to him on a set,
Levin achieved a realistic effect, mak-
ing it appear as though the announcer
had just walked into the room.

In March 1953, lLevin introduced

<1 Seattle

to your lollingbery list

Effective
August 1, 1953

Gyl 26 PMO1 59

GBERY CO*

W
AS EXCLUS
& gusT 1+

4
Fisher’s Blend I\"M“ 70.000 Wart ABE outle

Slatl()n? Illc' ( l\o‘lo-rl‘v Channel t—Maximum power
1

———appoint as their exclusive national representative, the

George I°. Hollingbery Co.

CICAGO 1
307 N. Michigan \ve.
Andover 3-2630

SAN FRANCISCO §

625 Market St.,
Douglas 2.7192
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NEW YORK 18
500 Fifth Ave.
Bryant 9-3960

LOS ANGELES 13
411 W. 5th St.,
Madison 6-3633

ATLANTA 3
223 Peachiree St.,
Lamar 5710

another new production technique: the
use of glass transparency stills. Here’s
how this technique works:

Levin uses a photographer’s studio.
There he sets up a variety of shots of
the living room or kitchen set which
he plans to use in {uture commercials.
In this studio he can experiment with
d.fferent kinds of lightings and vari-
ous arrangements of furniture without
worrying about expensive TV studio
rentals, cameramen’s and technicians’
time.

These stills are filed in Levin’s Ad-
miral commercials library, which now
ontains over 100 different transparen-
cies. Used in combination with seg-
ments of live sets as well as minia-
tures, these stills make it possible for
Admiral to have more variety in their
comnercials, to do jobs that would be
extremely costly for techmical reasons
if they were attempted entirely with
studio facilities.

Furthermore. Levin stresses that the
lighting he can get with the colored
glass transparencies is far superior to
what he would achieve by using the
TV camerzs directly on a live set. This

| is how the cameramen handle the stills:

One camera dollies in on the still, tlien
another camera picks up the live set.
on a cross-dissolve. Segments of live
sets are used only when a denionstra-
tor or announcer actually appears on
the scene.

In addition to Bishop Sheen in 1953
Admiral will sponsor the Chicago finals
of the Golden Gloves boxing tourna-
ment and the All-Star {ootball gaine on
television. Network radio and TV ad-
vertising is handled by Erwin, Wasey.
Spot radio and TV is part of Admiral’s
co-op budget and placed through the
various distributors.

This summer Admiral Corp. has
been running two test campaigns—20-
and 00-second radio announcements in
six cities, varying length TV announce-
ments in two cities—to compare (1)
announcements with program sponsor-
ship; (2) spot with network; (3) ra-
dio with TV, Results of these tests will
determine how Admiral will spend the
remainder of its 1953 air media bud-
gel.

In the past. Admiral has earned a
reputation for sponsoring unusual TV
programs. Admiral was one of the
first sponsors on television when the
medium went commercial in 1947, Its
first network TV show: Admiral
Broadiway Revue, Fridays 8:00-9:00
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pann from 28 Jannary 1919 10 3 Jnne
1919, Fhis program starred sid Caesar
and hmogene Cova,

Admriral’s next two TV programs
were Lights Ow, NBC PV, Monday s
9:00-9:30 pan., from November 1919
through 1952, and the 8:00-8:30 p.mn.
segment of Stop the Wasie, Vhursdayvs
on ABC TV,

Admiral’s two major compelitors
ure also heavy air advertisers. Phileo
(through Huwching \geney in Phila-
delphia) sponsors the Philco T Play-
house, NBC TV, alternate Sundays,
9:00-10:00 p.ni. (826,000 weekly pro-
duction cost), and Edwin C. il ABC
Radio. Mondays and Thursdays, 10:30-
10:35 p.m. (weekly production cost of
32,5000, RCA  (throngh J. Walter
Thompson, New York) spousors The
RCA Victor Show, NBC T\ . Iridays
§:00-6:30 p.m. (weekly production cost
of 820.000), Nukla, Fran and Ollie,
NBC TV, alternate Sundays 4:00-1:30
pan. (at $L000 per show produetion).
and Plul Harris-Alice Faye Show, NBC
Radio, Sundays 8:00-8:30 p.m. (at
$12,000 weekly production eost).

Youngest of the “hig three.” Ad-
miral was started with borrowed capi-
tal totaling 83.100 in 193.1. By 30 June
1953 it founder and present chairman
of the board and president. Ross D.
Siragusa. had eatapulted the company
into a net worth of over $51 million.

From its earliest beginnings Ad-
miral’s policy was to undersell compe-
tition. but during the first two years the
firm ran a poor last among 52 radio
set manufacturers then in business.

By 1941 Admiral sales had grown
to 39.100.000. At this time. Siragusa
decided that the time was ripe for Ad-
miral to make its bid for war contracts.

Admiral’s postwar activities have in-
cluded the manufacture of radios. com-
bination radio-phonographs. a struggle
for a place in the home appliance busi-
ness, and research and production in
the new electronics field—television.
In 1948 Admiral studied the TV set
market and decided that smaller.
cheaper sets would meet the public
demand. The firm set out to produce
and by the end of the vear the com-
pany registered 525 million in televi-
sion sales alone.

In 1949 Admiral claimed first place
in the TV field with $112 million in net
sales.

During the subsequent year the com-
pany introduced its first full line of
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refrigerators and ranges. Net sales for
1950 reached a record high of over
$230 million, with earnings of close to
$19 million after taxes. These figures
were particularly high because of the
scare buying which followed outhreak
of fighting in Korea.

Last year was more normal, with
net sales at $190 million (second high-
est) and net earnings just under $9
million (third highest).

Admiral’s production goal of one
million TV sets in 1953 is apace with
sales increases over the previous ycar:
Duriug the first half of 1953, sales rose
589 over the comparable period in
1952.

Russel Seeds Agency in Chicago
handles print media for Admiral’s TV
sets. while Tatham-Laird. New York. |
places print advertising for the Ad-
miral appliance line. Erwin, Wasey
handles Admiral net air advertising.

Life Is Worth Living has proved
that sponsors need not shy away from
unusual programing. The show may
start a trend toward programing built
around controversial personalities. One
indication: Another bishop recently
approached Du Mont with the idea of
a lecture program. Any takers? * * %

KVOS-TV "
KVOS 5%
KPQ "

\

WASHINGTON STATE'S

CASH FARM INCOME

_ Reprerented by

gorjoe gf CO'
#
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EX-MAGAZINE MAN
{Continued from page 39)

black-and-white ad is not even noticed
(noted} by three-quarters of the read-
ers of the magazine.

Many advertisers, and somne radio
salesinen. do not know that about 15
out of 16 magazine readers do not read
as much as half of the average black-
and-white page advertisement! The
circulation of the ad. not the circula-
tion of the magazine, is the important
fact to an advertiser.

The new Politz study for Life makes
the same erroneous comparison of total
magazine readers with listeners or
viewers of individual shows. Even this
study shows that one show (Jack
Benny) reaches 807 as many people
as see Life magazine! In four weeks,

‘ 41,950,000 different people hear that

show, and presumably its commercials
for one advertiser, while 52,550,000
different people see copies of four is-
sues of Life. But those four issues of
Life carry hundreds of advertisements!

(For sponsoR articles on Life, see
“What you should know about Life’s
4-media study,” 29 June 1933, and “Is
Life's media study fair to radio and
TV?7. 13 July 1953.)

Radio has been over-modest in its
coverage claims. Iis coverage is uni-
versal. In spite of TV, it still reaches
almost everyone. Less than 2% of all
homies are not radio homes. The num-
ber of radio sets in use (110,000,000)
is much more than twice the number
of homes. There is a radio set for
every person in America over 17!

And they listen to them. Nielsen says
that in an average week only about
one family in 16 fails to use it. But
radio publishes ratings for individual
programs, for the circulation of the
advertisers’ ads. No doubt, some peo-
ple whose sets are turned on miss some
commercials, but it’s pretty hard to get
away from a radio commercial. The
Starch designation “noted” also in-
cludes those who can’t identify the
product or the manufacturer. though
they recognize the ad.

#. Costs: One of radio’s misfortunes
is that many of the best, creative ad-
vertising men are not figure-minded or
cost-conscious. Radio is a terrific buy.
but to many such men that fact is not
exciting. Perhaps it isn’t, but it is very
hasie. '

Radio has always had low cost and
has kept its costs down when almost

everything and all other media have
gone up. In 1946, before TV was a
factor in advertising, the average night-
time CBS half hour delivered listeners
at 68¢ per 1,000 per commercial min-
ute. In 1953 the cost was up only 2¢
to 70¢.

The cost of the entire average show
(three commercial minutes) was $2.05
per 1,000 hsteners in 1946. In the
same year, the average cost-per-1,000
ad-noters (B&W page) in eight leading
magazines was substantially less—
$1.83. In 1953 the situation is reversed
with the magazine noling costs up
markedly to $3.06 and radio up only
slightly to $2.11. No one doubted that
radio was a good buy when it cost
substantially more than magazines. To-
dav it is much cheaper than maga-
zines and a better buy comparatively
than ever.

Yet magazines have done better in
selling advertising than network radio
since the advent of TV. One factor
may be the sheer force of sales pres-
sure. One big weekly has as many
salesmen as all the networks combined.

and there are so many magazines that

networks could never match their com-
hined numbers.

4. Captive audienee: Radio shares
with TV an advantage over print media
which is often overlooked. The broad-
cast media have a “captive audience”
which has elected to stay tuned to both
the entertamment and the advertising
message. This is of particular value
when new products are being intro-
duced, in very competitive fields where
1nany very similar products compete,
or in the case of public relations or
institutional 1messages. Few people
want to see or hear this type of ad-
vertising.

An indication of this is found in an
analysis of the cost-per-1,000 ad noters
by classifications. Many people are in-
terested in movies and movie stars so
motion picture advertisements reach
people for $1.43 while it costs nearly
three times as much (54.02) to reach
them with advertisements for household
supplies (see chart, page 33).

In general, when people have a free
choice of many ads, as in magazines,

52 SHOWS READY FOR YOU
Sportsman’s Club

15 minutes hunting, fishing and outdoors with

Dave Newell. High class panel type entertain-

ment. Write for audition prints.

) SYNDICATED FILMS

1022 Forbes Street Phone: EXpress 1-1355
Pittsburgh 19, Pa.
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they read abont products they are in-
terested i or interested in buying. 1f
they need a new car or are particularty
interested in cars they read autentobile
ads.  The broadeast medha can develop
an interest in new cars beeause listeners
hear the wmessages whether ey want
to or not,  lew [)(‘()I)I(‘ are dissatisfied
with their present hrand of cigarettes
or svap and therefore desirous of read-
ing about other brands<. When lreld as
captives of radio or TV thev are never-
theless obliged to hear about the other
brawds.

5. Pictures: \ picture way be worth
a thousand words for <ome purposes,
but it's pretty hard to make a picture
sell,  1f you dow’t believe it. turn off
the sound on vour TV sct sonetime!
In the best-illustrated magazine adver-
tisement. printed words do the ~elling.
A baby. a dog. or a beauntiful girl,
which has nothing to do with the prod-
uct, is often used only to get attention.
Long before humans could write or
read, they could talk. Fven at onr
present stage of development. and in
\merica. Dr. Rudolph Flesch. an au-
thority on semantics. sayv= that reading
is work for most people. The spoken
word can be the most potent foree in
human communication. and advertising
is of course a form of communication.
Certainly this is true when one keeps
in mind that about 50 milion of all
\mericans over 23 years of age failed
to progress in school bevond the tenth

grade (1950 U5, Census1,

6. Ad noting: The size of the audi-
ences of the big advertising media are
~o huge that our minds have trouble
dealing with the figures. \ woman
trving to make conversation at a cock-
tail party once said to me: “lsn't it
terrible how the government is spend-
ing monev? | read that the deficit will
be eight million. or was it eight bil-
lion. dollars.” To her. 8.000.000 and
8.000.000.000 had much in common.
They were big numbers!  An average
issue of Life i~ seen by over 206.000..
000 peopte.  CBS TV and NBC TV
each reach over 53.000.000 a week.
One radio network reaches 62.8-10.000
dilferent people over 10 with nighttime
radio alone in an average week. These
are big and confusing figures. What
really counts to an individual advertis-
er is: (1) How many people sce or
hear my ad? (21 What is the cost?
(3} How many of them really are pros-
pects for myv product?

If point (3) is very important. mag-
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71,759
REPLIES

PRODUCED BY A
SINGLE PROGRAM FOR

COMMUNITY OPTICIANS OF BOSTON

PLACED BY LASKER-RISEMAN AND TELECAST ON

WRL-TY, THL WESTINGHODUSE TV STATION Iw BOSTON, MABS.

Even if you can’t read the last line,
you'd guess that the station

i WBZ-TV

BOSTON Channel 4

According to George [. M. Riseman of the Lasker Riseman

agency, response to “Community Auditions. " the talent hunt
v Cl
dy
One program in April 1 I ; f
One program in Oct 5 | 2 ) In
Januar 2 one 67,852 pie This

spnng one program produced 71,7359 replies

As surveys e rmed,
> one \C TV s s 1
is WBZ TV. Get details from NBC Spot Sales.

WESTINGHOUSE RADIO STATIONS Inc
WBZ - WBZA - KYW - KDKA - WOWO - KEX - WBZ-TV - WPTZ

National Representatives. Free & Peters. except for TV:
for WBZ-TV and WPTZ. NBC Spot Sales
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YOU GET MORE
COVERAGE

38,000 SQUARE MILES!
496,810 RAD!O FAMILIES!

when
Yo
bty

WBAL

RADIO BALTIMORE
50,000 WATTS
NBC AFFILIATE

Nationally Represented by
HENRY |. CHRISTAL CO.

Same old story
in Rochester . . .

WHEC WAY
OUT AHEAD!

Consistent audience rating
leader since 1943.

00000000000 0000000000 5004202000

WHEC.

5,000 WATTS '\

Representatives ., . . ug

EVERETT-McXINNEY, Inc.,, New Yeork, Chicage
LEEF, O'CONNILL CO.,Les Angeley, Son Frencisce

azines hlave an advantage over
other media. Radio shines brightly on
points (1) and (2). As the TV audi-
ence has goue up. nighttime radio rat-
ings and audiences have gone down.
Now there is evidence that this trend
is being reversed. No one worries
about daytime radio anymore and the
lcading networks are well sold out.
Fven though nighttime audiences are
lower than they were. they are still
huge. For instance, the lowest rated
nighttime radio show (number 70 of
70 programs, Nielsen 18-21 January
1953) reached over 2,000,000 people.
There were three full-minute commer-
cials. Surely almost everyone heard at

may)

~least one of them. The largest maga-

. Total

zine has about 26.500,000 readers. As
all of us magazine people knew. but
seldom mentioned, a Starch “read
miost” of 67 is about average. This
means only about 1.500.000 read half
or more of an average black-and-white
page ad.

It takes the two largest weeklies plus
a biweekly to produce a comparable
number of impressions from average
black-and-white pages as an average
radio network nighttime half hour.
“notings” for Life. Post, and
Look would average 10.260,000. The
average evening half-hour program
makes almost 18,000,000 commercial-
sinute impressions (1.7 Feb. 1953).
Even one average network show is com-
parable to several magazines!

Top management in a large organi-
zation became concerned because the
show they have had on the air for a
long time has lower ratings than it
once had. The agency showed them
that in spite of this decrease, it was
reaching almost 12.000,000 different
people weekly and over 26,000,000
every four weeks. Every 12 weeks. it
was making an average of almost 20
commercial-minute impressions on 33.-
000,000 different listeners.

They extimated it would take 10
black-and-white pages in a leading
weekly to produce a number of ad-
notings equal to the number of com-
mercial minute impressions produced
by a single broadcast of the show!
They decided nighttime radio was still
pretty big even if it is sinaller than it
was. Of course, the radio cost-per-im-
pression is onlyv a fraction of the mag-
azine cost. and much lower than that of
their own successful TV slow.

These big circnlation figures and low
costs are based on a radio-rating sys-
tem which has not heen able to keep up

with changing radio listening habits.
l.ess than half the radio listening is
now in the living room. l1t’s in the
kitchen. bedroom. den. on the beach,
in boats. at picnics. in barns, on trac-
tors—and in 26,000,000 automobiles.
The number of radio sets in cars alone
is more than the combined circulation
cf all morning newspapers in America,
more than the circulation of all general
weeklies and bi-weeklies together and
more than the number of television
sets! No out-of-home listening is regu-
larly counted in radio ratings. But
estimates indicate it might add from
10 to 20% to present ratings.

7. TV arcas: There was a period
when many advertisers tried to use a
combination of TV plus radio in non-
TV areas to produce good national cov-
erage. This plan did improve the geo-
graphical coverage of TV, but it left
lots to be desired. For one thing. the
average TV show provides only about
10¢ coverage. in each broadcast. of
L. S. radio homes. The 90¢ not cov-
ered leaves plenty of room for other
media.

As Leslie Harris said when he was
with Colgate: “We discovered that be-
ing out of the cities was depriving us
cf considerable audience. . . . We fig-
ure that there is a 307 or better po-
tential for nighttime radio in these
markets. In New York, for instance,
that is a lot of people.” He made this
slatement when radio’s AMr. & Mrs.
North was reinstated in the big TV
markets after a year out of them.

Last Christmas Edgar Bergen asked
for presents for hospitalized veterans.
His response was excellent, 407z ahead
of the previous vear. To his surprise,
lie found that 607 came from the 10
largest cities, all TV strongholds.

Radio covers the big TV cities eco-
nomically. too. An analyvsis of one big
evening show indicates that coverage
of New York. Chicago, and Los An-
geles cosls less than the national aver-
age. Philadelphia and Boston were
covered at not much more than the
average (see chart, page 39).

Probably the best testimonials for
network radio come from the biggest
advertisers. They have advertising ex-
perience, top-grade personnel. the big-
gest and best agencies, and all avail-
able research at their commands. Lat-
est figurces show that 22 of the top 25
advertisers in all media voted for net-
work radio in 1952, If theyv think it
is valuable. it must be. LR
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MEN, MONEY

(Continued from page &

pressing decimation of the flm theatee
population.  Movie spokesmen  tried
hard to persnade Liguor, fur, cosmetic,
jewelry, aud other luxury-tax trades
to refrain from rocking the boat. “Let
s, they begged. “establish the prece-
dent of repeal. Tt will help us imme-
diately and you eventually.”

- - *

This argument did not charm the
other indnstries that were being passed
by. Obviously enough, <elfi<h inter-
ests scldom think un<elfishly.  Every
trade has its own “lobby.” Every trade
association has its own polities, AL
nmost any exccutive director or paid
propagandist knew instantly that if
movies secured tax repeal and he did
not, he woul look anvthing but im-
pressive to dues-payving mewmbers,

* ® ®

The more one digs into this subject
of relief-for-distress-via-special-tax-sta-
tus. the more dubious the strategy ap-
pears. Take the recent case of the
Texas cattle county that wanted a fed-
eral handout because of the drought.
hi the showdown, hardly six cattlemen
of that county could or would sign an
affidavit of necessity. They were open
to the suspicion of secking a special
tax rebate, via drought relief but un-
willingness to prove they really needed
it. Extend the principle and the stecl
industry coutd ask for **a break™ in
taxes because aluminum and plastics
are biting off big chunks of their mar-
ket. Or coal mines could assert a claim
based on the inroads of oil burners,

* * *

Daily newspapers are reduced in
number to a bare 1.300 in the entire
nation. Many consider this socially
unfortunate and regard the single-
uewspaper cityv as democratically un-
der-privileged. All of which may he
true. Dut should newspapers. on that
account. pay taxes at special low rates !
To put the question is to suggest the
certain reply. In that direction lies
economic absurdity. No industry can
be. or is. immune from the threats
from new forces. Some magazines are
fated to thrive and survive. while
others languish and extinguish. So.
too. with advertising agencies. radio
stations. theatres. and enter-
prises of all sort. The solution does
not lie in special tax status. LA

movie
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CKLW covers a

area in five
important states.

Adam J. Young Jr., Inc.
National Representative
e

‘ngrcﬁan» Building

17,000,000 population

J. E. Campeau, Pres.

LOWEST COST
MAJOR
STATION BUY
IN THE
DETROIT AREA

ADVERTISING THAT MOVES MORE
MERCHANDISE PER DOLLAR IN-
VESTED IS BOUND TO BE THE
ONE THAT GIVES YOU THE
MOST COVERAGE FOR THE
LEAST MONEY!

—

Detroit 26, Mich.
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National Advertisers

Select KWJJ

for intensive coverage
of the Oregon country

The following partial list is typical of
the national advertisers who use KW]J
regularly.

Canada Dry Water Inc.
Dennison Foods

Ford Motor Co.

Pabst Brewing Co.
Tide Water Ass’t Oil Co.
Western Air Lines
Dulane Fryryte

Nash Motor Co.
Maxwell House Coffee
General Motors

Lucky Strike

Paper Mate Pens
Revelon

e

KWJJ

1011 S.W. 6th Ave. (- -
PORTLAND 5,

OREGON ...
'x““_ 22\ HR1D:
e 3| ;‘)i;
Nat'l Reps.: BURN-SMITH CO.

WANT T0 SEL
CANADA?

One radio station
covers 40% of

Canada’s retail

sales
TORONTO

50,000 WATTS, 1010 K.C.

CFRB covers over 1/5 the homes in
Canada, covers the market area that
accounts for 40% of the retail sales.
That makes CFRB your No. 1 buy in
Canada’s No. 1 market.

REPRESENTATIVES
United States: Adam J. Young Jr., Incorporated

Canada: All-Canada Rodio Facilities, Limited
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49TH & MADISON
(Continued from page 18)

§187,350 is apparently taken from the
Foundations annual report for 1952,
recently published, and which reports
income from sponsors in that amount.
This report, however, covers only the
first eight, partially sponsored, Omni-
bus programs.

GEeORGE M. BEnsox

Sales Manager

The Ford Foundation

New York

IF

This is directed to all potential TV
station operators:

If you can keep your shirt when all about you

Are losing theirs and blaming it on you,

If you can trust yourself when sponsors doubt you,

But make allowance for their pouting, too;

If you can wait, and not go broke in waiting,

And quiet your ulcers while expenses rise,

Nor get discouraged when the Nielsen Rating

Gives higher points to far less worthy guys—

¥ you can talk with clients and keep your virtue,

Or deal with networks without going broke,

If neither foes nor loving friends can hurt you

Who think your trials are just another joke—

If you can sell each scheduled, costly minute

To hard-boiled sponsors always on the run,

Yours is the Earth and everything that's in it—

And—which is more—you'll be a man, my son!

RoBERTA ScoTT BUNNELL
WKLO-TI
Louisville, Ky.

INSURANCE ON RADIO

We would like permission to reprint,
in its entirety, the article titled, “In-
surance firm’s bonanza: Sales up 400
on $36,000 radio budget”™ which ap-
peared in the September 8. 1952 issue
of SPONSOR.

We intend to include this in an up-
coming BAB Retail Information Folder
on insurance which will be distributed
to our entire membhership.

RoBERT HaRRis
BAB, New York

o Permission 1o reprint SPONSOR  articles s
zencrally given provided requests are submitted
in writing with explanation of way reprints will
be used.

MAIL ORDER RECORD

I have been one of your subscribers
for some years and desire to get some
information with regard to radio sta-
tions. I should like to get a list of
radio stations throughout the country
which have a good record of getting
direct mail orders.

The list is to be used in connection
with the prospective promotion of a

hook on a very unique subject. If it is
possible to Dbroadcast only on those
stations which have a good record as
producers of mail orders, much time
and money can be saved in achieving
results.

Cnarces L. Cusumano

123 William St.

New York
¢ SPONSOR does not furnish lists of direct
mail order stations, but rome past SPONSOR arti-

cles cite stations whose records are specially good
in this respect,

SALES SUCCESS

In less than two months we are start-
ing our television operation on WMIN-
TV. To assist our programing and
sales staff, [ am attemnpting to locate
information regarding sales success
stories on department stores using tele-
vision. If such information is avail-
able, I would appreciate hearing from
you at vour earliest convenience.

Frep H. Kavrman
Production Manager

WMIN, St. Paul

¢ To reader Kaufman SPONSOR reconmmends
its 1953 TV Results,” containing a number of
ease histories on depariment store TV succesces,

ROUND-UP
(Continued from page 63)

Sponsors interested in getting view.
ers of their TV show into their place
of business may be able to learn some-
thing from what took place at the Den-
ver National Bank recently. This bank
sponsors pianist Liberace in a filmed
show on KBTV. When Liberace came
to Denver with his brother George.
they both guest-starred on a local
KBTV show. then visited the bank to
pass out autographed photos. Their
supply of 1,200 photos was quickly ex-
hausted when a mob of some 6,000
eager fans jammed into the bank.

* * *

WHANDM, Rochester, has published a
comprehensive report on the facts and
potential of its market. The “WHAM
Market Analysis™ covers western,
southern and central New York State
counties which comprise WHAM's pri-
mary area. In addition to the usual
classifications of market facts (popula-
tion. income. sales. and so on), the
study includes odd informational bits
such as aunnual sunowfall in inches.
Copies ohtainable from WHADM sales
dept. or G. P. Hollingbery Co. % * %

SPONSOR




Remember how you watched TV
ycars ago when you first got

your set? That's how

Sioux City
Sue-Land*

is watching KVTV

®33 prosperous lowa, Soulh
Dakola and Ncbraska coun-
lies whose 1952 ctfective

DUYINE INCOMC wJas

N
E $825.,004,000.

Sioux City, lowa
CB85, NBC, ABC & DuMont
Represented by The Katz Agency

IN THE LAND

OF
ol

MILK and #{ONEY

GREEN BAY
5,000 WATTS
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SPONSOR ASKS

(Continued from page

clubs, This group serves the adyertiser
well for a
nd 1Lely
~ Ve

he
~t v N P u
(I(‘\u . Ill " g1 ne re

gard spirituals as an interest but pre

fer to think of n=clh e mod
prog Fes=1\V ¢S,
They are the big voluine buvers of

baby  food. wmodern furniture,  and
watches, as examples,

Blue~ and rhivthm
no means a lost cause to the seller of
cigarettes, soda water. and products
of general big volume. mas< consnmup-
tion, the radio adverti~er
must recognize that they too have mor

thar a fourth grade education. cen

wldicts are I

llowever,

erallv. and will be the ever widening
market for hard goods tn the near fu-
ture,

National advertisers contemplating
using Negro-aimed radio need to keep
the fact in mind that Negroes are na
tive Americans. separated from other
Amerieans by the artificialitv of colc
and or race lines. They are a “cap-

tive” wmarket group within the total
L.5. warket pattern and  thercfore

highly ulentifiable. principally becauxe
of color and sectional or regional
mores.

Because thev are not a language
group, the measurement for this mar-
ket's ultimate response to advertising
appeals dictates a more detailed study
of bi-racial psychology especially in
southern areas to under~tand the be:t
ways to advantageoush exploit spiri-
tuals. personality. and rhythm <hows.
the wmain characteristics of YNezro-
aimed radio broadcasts.

Even this action when taken by pro-
spective advertisers i by no means th
tast word in  making advertising
through Negro radio pav off. 1t i~ al<o
a good idea to a=k the lizteners rep
senting the broadcast segments men

they about

what thint

above

these broadca=t characteri~ti
] 1.

oped tor Ihis so-called “exe e Con
sumption.” Thev may ur
prise. have some hichly articulate
1ons which could 0 new
sources of inc ne,
Joe WooTtToN
Director Radio Division
Interstat~ U \ rs

Vew York
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1
REPRESENTED NATIONALLY BY C
N(

THE O. L. TAYLOR COMPANY }1_( eq
I.'

SERVING 300,000
LATIN-AMERICANS!

mcury ‘‘MIKE’’ or
SAN ANTONIO
250,000 Milliwatts

iiww

National Time Sales—New York

THE

Gene Grant & Company

Los Angeles — San Francisco
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NOW! GOOD TV

in

MOBILE, ALA!

WHKAB-TV

CHANNEL 48

CBS - DUMONT
NETWORKS

captivatin’
KABBY
says:

20,000 television sets al-
ready in Mobile — and
they're still coming fast!”

Also, remember . ..

WKAB-=

the High-Daytime
Hooper Bargain!
CALL

Forjoe

COMPANY

Offices in: New York e« Chicago e« Atlanta
Los Angeles o San Francisco
SOUTHERN REPS.:

Dora-Clayton Agency, Atlanta

ST e
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Lester J. Will, gencral manager, American
Dairy Association, annaunced that his organization
will sponsor a new Bob Hope series on NBC
Radio and two segments per week of the Bob
Crasby CBS TV show. Seems a reversal of trend
because advertiser is buying nighttime radio and
daytime TV. Associatian members have suffered
losses because of inrouds of margarine and because
weight-conscious dieters have been cutting down
on dairy products. The major air expenditure

is tended to reverse this trend.

Comdr. E. F. MeDonald Jr., president,
Zenith Radio Corp., added fuel to the fee TV con-
troversy with the release of a 15-minute film
outlining the merits of P’lhonevision, Zenith’s entry
in the pay-as-you-see field. At New York press
showing Dr. Millard C. Faught, economic consultant
to Zenith, said that fee TV will not only permit
Tl stations to operate in small markets but will
prove a means of attracting larger audiences for
commercial videa thereby benefiting advertisers.
He foresees FCC approval ol jee T} within a year.

A, von Gontard. sales and ad v.p., Anheuser-
Busclh, Inc., has alerted the D’Arcy Advertising
Co. to prepare 520 commercials on Budweiser beer
to be used on network radio for the coming year.
In first major air buy since the firm dropped the
Ken Murray Show on (BS TV in June 1952,
Budweiser signed up jor sponsorship of a 15>-minute
sports commentary by Bill Stern at 6:30 p.m.
nightly. Steri’s ABC show will have human in-
terest slant ta attract femnale listeners as well as
scores and interviews to draw male sperts Jans.

R. E. Duunville. president, Crosley Broadcasting
Co.. recently announced the sale of WINS,

New York, to the Gothcm Broadrasting Corp.
tar 8130.060. The Gotham group is headed by

l. Elrov McCauw, includes Charles 1.

Skouras, president of MNational Theatre Corp.,
and Jack Keating, opecrator of radio stations

in Honolulu and Portland. FEither alone or with
Keating, W cCaw has radio interests in

Hawaii, San Francisco, Denrver. I askington.
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n Fort Worth, EVENING IS EVEN BETTER

vspectally over KEJZ, leader in locally-prodiced prograins

KFJZ Average Ralings Sets In Use Listeners Per Set
‘ 115.7%
105.4 an
2 15.7%
] —u
6=9 A.M. 6-9 P.M. 6-9 A.M. 6-9 P.M. 6-9 A.M. 6-9 P.M.
Comparison KFJZ Average Rolings, Sets in Use,
Listeners per Set 69 A.M. vs. 69 P.M. Mon.-Fri. 6~9 A.M. equals 100%
. .
Source: Pulse of Fort Worth, April-May, 1953
nay make you blink twice, butit'sa fact! Evening radio time This is one in a continuing series of advertisements
: . . . based on regular syndicated au 't
ven better than early morning which vou know is a won- revorts. To achicve a uniform ba
ful buy any way you look at it...listencrs per set, audience tl
nover, family-type audience.
know this to be true in many markets. In Fort Worth, for
mple, an analysis of radio listening during the three-hour
i0d 6:00-9:00 P. M. versus 6:00-9:00 A .M. Maonday through L
day. has unearthed this startling comparison: J 0 H N
3.4% higher average ratings on KFJZ in the evening. . :
39% more sets in use in the evening. : |
15.7% more listeners per set in the evening. , |
1 all this is happening, mind you, i ture television '
( ing, you, in a mature 1810
bc! & COMPANY
¢, evening is even better, not just in Fort Worth, but in many
Er markets across the country ... every one scith complete
leision penetration. And higher nighttime radio listening REPRESENTING LEADING
tns lower cost per thousand for every advertiser. RADIO STATIONS
itht now nighttime radio is an advertising value no adver- NEW YORK + BOSTON + CHICAGO
g1 or agency can afford to overlook. For the figures coast to ST- LOUIS = DETROIT - DALLAS

. SAN FRANCISCO + LOS ANGELES
iit, call your John Blair man today/



SPONSOR
SPEAKS

Wanted: media facts

Art Porter. vice president of Leo
Burnett Co.. Clicago. wasn't talking
out of his hat when he recently told
lowa broadcasters that radio was lag-
ging in getting its basic story across.

The big test, observed Mr. [lorter.
wasn't the year-hy-year dollar increases
for anv medium, but the percentage of
the total advertising dollar that each
medium is winning. “Back in 19457
he said. “radio was getting 37% of
the national advertising dollar, but by
1952 the figure was 209.”

SPONSOR recognizes the urgent need
to get radio’s big basic story over to
big buyers; so does BAB: so do a
number of national station reps. Our
contribution includes 1953 Radio Ba-
sics (30.000 reprints sold last year):
coutinuing reports such as Nighttine
Radio and Christal Radio Study (see
10 August 1933 issue): Whan Study
anah ses of such markets as lowa, Kan-
sas. New England, and now Texas (see
20 October 1952 issue) : Radio Results

annually compiled from spoxsor; and
our 19-part Media Fvaluation series,

Biggest of all these projects is the
Media Fvaluation series, never hefore
attempted. nearly one year in prepara-
tion. and enthusiastically received by
mmany advertisers and agencies.

Typical reaction to the Media Fvalu-
ation project is this from R. F. Hus-
sey, vice president and media director
of Foote, Cone & Belding, Chicago:
“May | take this opportunity to say
how much a lot of us here enjoy and
value your magazine? It is almost the
only instance I know of where a spe-
cialized trade paper is broadminded
enough——while heavily supporting its
own industry—to give a fair-minded
bow to competitive industries. Your
tecent round-ups of the pros and cons
of the various basic ty pes of media are
a unique contribution to advertising.
Your present series of pro and con de-
bates on the controversial Life study is
also of outstanding interest. I have
recommended it to a number of peo-
ple.”” (See page 34 for latest media
article.)

Radio and TV offer distinct adver-
tising values. But they must be under-
stood to be appreciated. Wlen the ap-
pieciation has risen to a proper level,
the radio and TV share of the total ad-
vertising dollar will also rise.

* * *

This we fight for

Constructive trade journalism as we
see it consists of taking a positive stand
on dozens of issues through a year.
sPONSOR listed 15 of its most notable
causes in the 9 February issue under
the heading “This we fight for.” We

do much of our fighting via editorials

Applause

Pity the poor timebuyer

The other dav a prominent timebuy-
c1 at one of the world’s biggest ad
agencies was discussing, over lunch.
the trials aud tribulations of a radio
and television timebuver.

When he had finizhed we thanked
our luckv stars that we had gone into
something easier like trade paper pub-
fishing.

Here’s what thiz buver has to put
up with.

First. he used to deal with fewer
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than 1,000 radio stations (pre-1913).
Today he wrestles with over 3.000
sets of call letters (AM. FM, TV) and
the figure is growing daily.

He used to be responsible for place-
ment of perhaps $1,000,000 in billings
annually: in 1953 lis responsibility
has grown to over $3,000,000.

He used to be only a timebuver.
Now, because of changing philosophy

within his organization. he is alo
learning to be a spacebuver. And most

space salesmen treat him as< though

and articles which seek to improve
industry conditions and solve industry
problems.

With this edition of sPONSOR we’ve
instituted a new policy. Each of our
articles which relates to one of our 15
major causes for 1953 will carry a box
headed “This we fight for” and quot-
ing the cause concerned. It’s our way
of stressing that this is a cause worthy
of your support as well.

The story so labeled this issue con-
cerns Admiral’s sponsorship of Bishop
Sheen. We think Ross D. Siragusa.
president of Admiral, and Erwin, Wa-
sey, its agency for air advertising, have
made an important contribution to the
cause of better creative programing,
one of our 15 causes.

That Admiral’s courage is profitable
is clearly demonstrated in the article
which you'll find starting on page 31.

* * *

The Negro market

One announcement by Jockey Jack
on the Negro-programing station
WAMBM, Mianu Beach, drew so many
people to the station that a traffic jam
resulted and both the disk jockey and
station manager were arrested. This is
one of the more dramatic “results
stories” you'll find in this year’s spe-
cial section on Negro radio starting
page 05. Meantime the more serious
advertiser using Negro radio is becom-
ing aware of the fact that the “Bible-
and-Blues™-only type of programing is
reaching a saturation point. The
market is big enough to warrant your
attention: 15 million people with some
SI5 billion to spend. Let sPONSOR’s
four complete articles on the subject
bring vou up to date.

Le'll never be smart enough to buy
space.

Luckily, this particular agency is
more generous than most, both with
respect to timebuyer prestige and sal-
ary. But in many another shop the
timebuyer is way up in complex work
and still on a lower rung as far as the
rewards are concerned.

Yet the timebuyer needn’t despair.
Agency management is fast learning
that time buving is no occupation for
clerks. As they do. the lot of the
timebuyer improves.

SPONSOR




In Kansas City, all eyes are on
Channel 9 and KMBC-TV—the eyes
of the folks who watch, day and
night, the 300,658 television sets in

the area (K. C. Electric Association

report, June 30, 1953). Advertisers,

too, have their eye on KMBC-TV, newest
member of the long reliable KMBC-KFRM

Team, and newest source of television

availabilities in Kansas City.

And most important—that now-famous
CBS Television “eye,” identified with the

nation’s top television network!

In Kansas City, take advantage of
32 years of radio (KMBC-KFRM), and
20 years of experimental television
(W9XAL). Place your television

schedule where the eyes of Kansas
City will see it—-KMBC-TV, Channel 9. Represented Nationally by Free & Peters, Inc.

)

YALIN)®

Basnc Afflllate CBS Televnsnon Network - - - Sharing Time with WHB-TV
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