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Virginia-born Henry Clay, thrice nominated to be
president, was willing to forego the highest honor
in America for his convictions. Independence of
thought and loyalty to principle has long been
characteristic of the Yirginian. The First Stations
of Virginia (WMBG, WCOD-FM and WTVR-TV) profit by
these qualities. The friendship and loyalty of
listeners and viewers in the Old Dominion go all out for
Havens and Martin sponsors.

Statue of Henry Clay

WMBG ~» WCOD ™

0 T 'f-.’.-—-'-‘-"’r: I .
Havens & Martin Stations are the only th s \?f"’s' tefevision statior
complete broadcasting institution in Richmond.
Pioneer NBC outlets for Virginia's first market.

Represented nationally by John Blair & Company FIRST STATIONS OF VIRGINIA




SPOT RADIO BOOM ACCELERATING THIS FALL—You can expect new sponsors, expanded
budgets for already booming spot radio this fall. Wildroot, which recently dropped
"Charlie Wild" detective drama on CBS~TV,will return to spot radio in heavy na-
tional campaign in addition to "FBI In Peace and War" on CBS radio. Bromo-Seltzer
is also planning an extensive spot radio campaign. Cold remedies will be big fall-
winter users, with reps noting earlier-than-ever placement of business by buyers
anxious to insure prime availabilities.

WHAT’S.H_OTTEST TIME PERIOD?—Early morning, once regarded as "marginal time," is
now rated most in demand by many reps. In particular, 7:00 to 8:00 a.m. period

enjoys high popularity among advertisers anxious to harness appeal of "morning
men" (SPONSOR, 2 July). There's much interest, too, in late-evening hours,
SPONSOR survey indicates. (For details, see page 70 of spot radio section.)

SITUATION COMEDY ON UPSWING IN TV PROGRAMING—Fall will see more situation-
comedy progrémigékon‘TV,ﬁIhcluding several TV versiéns of long-time radio favorites
(details, page 152). Explaining its own addition of several situation stanzas in
recent months, KMTV, Omaha, told SPONSOR: "It appears easier to maintain a high
level of comedy on this type of program than on other types of comedy shows. Tele=

vision just burns up too much material on the rapid-fire gag type of comedy shows."

LOOK FOR NEwW NAMES AMONG NET RADIO SPONSORS—With business giants, long
mainstay of net }adib, droppiﬁé'prime éhows to concentrate dollars in TV, net sales
departments will be gunning for firms which could never previously get into web
radio because of costs and/or lack of availabilities. Problem nets face is to lick
feeling that radio is old hat and show advertisers opportunities which still exist
in medium. "My Friend Irma" (CBS), "Judy Canova" (NBC) are typical of top pack-
ages now available which most medium-sized firms couldn't even dream of sponsoring
in previous years. (For outlook on new network sponsors, see page 63 of Network

Radio section.)

éM STATIONS “TV-PROOFING’ THEIR PROGRAMING—Advertisers studying fall lineups
of-;hows on stations in TV markéts will note changes designed to make stations less
vulnerable to loss of audience to TV. Example: Kevin Sweeney, KFI, Los Angeles,
general sales manager, told SPONSOR staticen has been "building series of TV-proof
programs." Theory is to give listeners something they can't get from TV. All-talk
programs have been emphasized, following discovery that station's late-afternoon
Burritt Wheeler commentary showed continuing rise in ratings from '49 through '51.
Another innovation is "This Is Our Town," taped show by station's farm reporter
which covers communities 100 miles away on fringe of TV area. (Other spot radio

programing trends, page 72.)
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REPORT TO SPONSORS for 16 July 19351 :

@W FLEXIBLE CéN A_IET RADBicEJE—Net radio salesmen will be stressing medium's
flexibility as webs continue their adjustment to TV inroads. Shorter time periods,
tandem-style buys, will be continuing trend. Actually, nets have long had device
for giving sponsors flexibility in way their markets are covered via local cut-ins
beaming separate sales messages to different territories. Recent example of tech-
nique on grand scale is P & G use of "Welcome Travellers" (NBC) to push as many as
6 different products in separate areas of U. S. (see page 55).

_I\_/!:QRCAR[NE WAGES FIGHT FOR ACCEPTANCE VIA RADIO—With liftng of Illinois re-

strictions on yellow margarine, Good Luck margarine (Lever Bros.) has bought pro-

gram over WBBM, Chicago, designed to introduce product. Show originates in super
markets, is qQuiz with grocery prizes for shopper participants. Program, called |
"Good Luck to You," will also invite listeners to compete in $16,000 Good Luck

jingle contest for Illinois residents only. As more states abolish restrictions
against yellow margarine, you'll be hearing about similar local program buys by \
Good Luck and other margarines.

DAYTIME/TV EXPANDING THIS FALL—American Home Products will buy program in

12:15 to 12:3?5?&?512'& :mﬁCBS-iT; for show yet to be chosen. In following quarter i
hour will be P & G, also yet to set show at press time. Move by two firms is part

of trend to stake out franchises in daytime TV which began in late 1950, will ac-
celerate this fall.

ROSS SURVEY FINDS THERE’'S MORE TV PROGRAMING, LOWER RATINGS FOR ALL SHOW
TYPES—Ross Re;rts s;\;ey-df TV programing in New Ek found number of quarter
;ours programed jumped from 1,694 in May 1950 to 2,067 in 1951. Ratings, mean-
while dropped. In January-June 1950, average Pulse rating of all shows in New York

was 7.69. By same period this year, ratings had dropped 2.32 to 5.37. Says Ross:
"No program category has as high a rating today as enjoyed last year. Current high
is 15.4% for Drama and Mystery (19.3% in '50) as opposed to peak of 21.4% averaged
by Comedy-Variety in Jan.-June '50 (this year—12.8%)."

RTMA 'SPENDING $100,000 TO DISCOVER SET-BUYING PATTERN—Estimating TV sets in
markets is made difficuriﬁti, among othér réa sons, because no one really knows what |
happens to set once it leaves retailer's floor. Same applies to AM and FM sets.

To simplify tallying problem and gain valuable marketing guidance, Radio and TV
Manufacturers' Association will spend $100,000 on survey covering AM, FM, TV set
distribution. When completed, it should indicate from how far away consumers come

to buy sets.

RCA JOINS COLOR BATTLE IN EARNEST—With start of public demonstrations of RCA
compatible color, battle between rival electronic-broadcast empires is on in ear-
nest. Consumers will get barrages from both sides in increasing number. For
signs of who's winning keep your eye on reports of CBS color set orders. That's
real test.

SPONSOR




Wilbert Robinson
In Hits Per Game’

WHEC

In Rochester Radio

WHEC is Rochester’s most-listened-to station and has

been ever since Rochester has been Hooperated!

Note WHEC's leadership morning, afternoon, evening:

STATION STATION STATION STATION

WHEC B C D
MORNING  41.8 255 6.8 7.9

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

AFTERNOON 439 31.9 68 11.8

12:00-6:00 P.M,
Monday thraugh Fri.

EVENING 346 2946 102 10.2

G . MARCH—APRIL 1951

LATEST BEFORE CLOSING TIME
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95TH MARKET
IN THE U.S.

e Mighty Montgamery
is the hub af ane of
the nation’s tap agri-
cultural and indus-
trial markets.

$134,000,000

CITY RETAIL SALES

e Mighty Mantgamery
had 1950 city retail
sales alane that were
$5,000,000 abave
thase af the previaus

year.

OVER 600,000
IN TRADING AREA

® Mighty Mantgamery
daminates the rich
surrounding trade
area of 11 progres-
sive and expanding
caunties,

GIANT AIRFORCE =¥ -
MILITARY BASE LA

® Mighty Montgomery
home af Maxwell | = -
Field, ane of the et

largest Air Farcecen- | VOTVIEPTT Y - g A
- . v ||o| bbbt e Y i
ters in the entire na-  [is[|e/ves il -ul-l’l

tion » —!‘J_t—— e )
- ——

CAPITOL
OF ALABAMA

* Mighty Mantgamery
is a facal point aof in-
dustrial develapment
both in Alabama
and in the new

South.

MUTUAL
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~ NETWORK

STATIONS

NBC ASSOCIATION

WSFA

Represented by |
l Headley-Reed Co. ‘

Write, Wire or Phone for Availabilities!

ABC

WAPX

Represented by
The Walker Co.

CBS

- WCOV

Represented by
The Taylor Co.

|
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AD-MANN NOW GOTTESMANN

When our copy of sPoONsOR arrives,
[ hungrily read page after page, para-
graph after paragraph. sentence after
sentence even ad after ad. |
thought that there was nothing in am
copy that 1 could have missed. But lo
and behokd when our -} June issue ar-
rived | noted that there was something
[ have been missing issue after issue.
That is our address. [t must have heen
by some oversight that you were not
notified of our change of name. It is
now the “AdoH F. Gottesmann Adver-
instead of “Ad-Mann
.. we are still

tising Ageney”
Advertising Agency™
incorporated.

Oh ves. 1 would appreciate your
sending, as quickly as available, “TV
Dictionary /Handbook for Sponsors.”

Keep up the good work on your ex-
ceptionally fine pubhieation.

LEONARD BLAKE

Director of Radio & Television
Adolf F. Gottesmann Advertising
Newark

EXCUSE, PLEASE, MR. FOREMAN!

I hope the misprint in the last para-
graph of my pot pourri in which the
word “underground” got in instead of
“undersigned” doesn’t make me sound
subversive.

RoBerT L. FOREMAN
I'ice President
BBDO

New York

® llonest, we didn't intend to zet Mr. Foreman
in trouble with a Congressional investigation come-
mittce. What he really wrote was: “P.S. Anyone
=—film produrer, ageney or othcrwisc—who would
like eurrent TV copy reviewed by the undersizned,
sce that 1 get a 16mm. print and we'll try to get
aronnd to it with dispatch.™

MORE “SPANISH" COMMENTS

It is unfortunate that credit
for Procter & Gamble’s success with
Tide in the Lower Rio Grande Valley
was credited to a Spanish hour on a
Brownsville, Tex., station. Procter &
Gamble’s Tide has been using \EO,
Matamoros-Brownsville, with a spot
schedule since June. 1950. and recently
took a similar schedule for Cheer.

most

speNsOR - {and  Lever Brothers)

16 JULY 1951

should look into the Rio Grande Valley
situation more closely to determine
where successful resulis are obtained
in Spanish. Procter & Gamble already
I\'lln\\‘.&

RoBERT N. PINKERTON

Manager

NEO-XEOR

Brownsville, Teux.

I would appreciate receiving a copy
of the list indicating the location of
Spanish radio ~tations n this country.
It was mentioned in the 4 June issue
of sPoNsoR.

RoserT H. Raixs

Radio-T1 Promotion Manager
Universal-International Pictures
Universal City, Cal.

® A list of 165 Southwest «tations earrying
Spanish langunage programs ic available to snb-
seribers on request,

I want you to know that I thought
it was a swell article on the Spanish
markets in the 4 June issue of vour
fne publication.

Unquestionably.  this
benefit our station as well as all sta-
tions earrving Spanish programs. and
will be most helpful to time buyers
and media departments in properly
evaluating this most worthwhile seg-

article will

nent audience.

Your publication has done more
than any other in the field in high-
lighting the importance of specialized
and segment groups and stations spe-
cializing in same.

ArTHUR H. CROGIIAN
President
KOWL

Santa Monica. Cal.

WHAT PULLS 'EM IN?

We are making an analysis of dif-
ferent media in several markets in
which our clients are interested.

Have you published any articles in
recent months on cost per listener to
television and radio and cost per read-
er on newspapers? 1f vou have, | will
appreeciate your sending me the dates
of issues in which these articles ap-
peared.

Artirr C. BEck Jw
Account Executive
Lindsey and Co.. Inc.
Richmond
®  Reader Beek is referred 1o the ARBI studies
(26 Mareh SPONSOR) whicl show how  radio

compares with newspapers in <ales pull at poeint-
of-sale, Future tests wil] inelude TV, also,

{ Market

E

12,377,600}

T

ONLY ONE
Station-KMA
Delivers the

Bl1G

Rural Midwest

o g
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%
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| prosperous midwestern-
ers in 140 of America’s
most productive agricul-
tural counties.

A BIG Market
Greater than the city

Populations of
e PHILADELPHIA or
e DETROIT or
o LOS ANGELES

L sowa
=
—b h tltmolﬂ'ﬁ ._l_
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KMA

SHENANDOAH, IOWA

Represented by
Avery-Knodel, Inc,
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Under Manogement of

: MAY BROADCASTING CO.

Shenandeah, lowa
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KPAC | \}/
TIURR
Sells\ &

. .. The Rich Beaumont-Port

Arthur-Orange Metropolitan l

Tri-City Area

234,200 Population
$242,903,000 &:iz

(Source: 1950-51 Consumer Markets)

Here is Texas’ 5th Market, one of the wealthi-
est in the world . . . the concentrated Beaumont-
Port Arthur-Orange metropolitan areas.

e the No. 1 oil refining area in the world

e producing 1 out of every 10 barrels of oil

s 2nd only to New York City in shipping
tonnage.

KPAC listeners carn big, better-than-average
incomes. KPAC can sell this concentrated buying
power for you with intensive, productive KPAC
coverage . ., ., Plus KPAC's huge 1,353,200 popu-
lated Regional Market more thousands of
KPAC listeners and more big sales volumes
for you.

HIGH HOOPERS . 17 years of Listener
Loyalty prove KPAC's salesability in a highly
competitive radio market:

Week-day morning, Monday thru Friday 21.8
Week-day afternoon, Monday thru Friday 19.9
Evening, Sunday thru Saturday . 12.3
Sunday afternoon 354

(Share of audience, latest Hooper.)

Follow the Local Advertisers

Local sponsors with first-hand knowledge
of arca choose KPAC. August Miller Hard-
ware Co., sponsor of 7:45 a.m. News, with
Joel Swanson reporting, gave just one men-
tion of Chris-Craft Boat Kits to arrive soon,
and was flooded with inquiries. Within 2
days, had sales of $451.50. Estimates future
sales of approximately $2,000 when stock
arrives. Cost just $10.50 for 3 announce-
ments on 7:45 News, only one of which
mentioned boat kits.

CHECK TODAY, and select KPAC
availabilities that can get your product
really moving in Texas’ 5th Market.

5000 WATTS « MUTUAL

Johu E. Pearson Co., National Representatives

6

TOOT A TOOT

May | toot your horn and extend

| our sincere gratitude for the wonderful

magazine you circulate. And may 1

| also state that of all the broadcasting

magazines. SPONSOR ranks on top of
our list!

May I also toot our horn in the
way of offering a promotion sugges-
tion for any stations interested. An-
nually, KAYL. in conjunction with a
photographer. launches a child per-
sonality contest. And to judge the con-
test, we ask Capitol Records in Holly-
wood to line up a judge, who this year
was Tex Ritter. . .

The contest proved (again) that ra-
do 1s a wonderful medium. We used
ONLY radio promotion. No more
than two announcements per day: no
more than two programs per day.

During a three-week period. we re-
ceived 2062 entries—quite a record.
The first year. we recetved 154 entries:
the second vear, 203.

PavL R. BENsoN
Promotion Manager
KAYL

Storm Lake. la.

“CRABS” AND COMPLIMENTS

Do you know what’s “wrong” with
sPONsOR?  You make writers out of
readers! Your stufl hits so close to
lhome. digs so deep. that with every is-
sue | want to sit right down and write
vou either compliments or crabs.
Mostly the former. This note is both.

Tlte “crab™ is a minor one. In your
excellent Mueller Macaroni story in
a recent issue. you apparently didn’t
have the latest Worcester rating. Ac-
tually, the 1950 Oct.-Nov. Pulse break-
down gives WTAG at 12.9 at 3:00 a.m.

-making us second in the list of Muel-
ler stations rather than eighth.

The real thing you are to be com-
plimented on. though, is the terrific
job you did on “How not to buy
radio time” in that same issue. You
brought out an tmportant point when
you warned against improper evalua-
tion of BMB. But one very important
point which was not bronght out was
ignorintg the physical size of a county
in relation to the distribution of its
p(’)llu}zllioll.

The conclusion that all 3.070° U.S.
counties are the same size is as ridicu-
lous as saying that all 48 states are
ahike. For instance, WTAG is located

in Worcester County—a single county
which is one-and-one-half times the
size of the entire state of Rhode Is-
land, with its five counties.

Nearly two-thirds of Worcester
County’s population lives in 60 cities
and towns outside of Worcester City.
BMB divides our county ito North
and South County. Yet here is what
happens when approximately 50%
BMB coverage is used withoul consid-
eration of physical size in relation to
the population distribution.

In the South Countv (which in-
cludes Worcester City) all Worcesler
stations are given about 507 or more.
So the conclusion is that any of those
stations serves the South County, and
its 111.640 radio families.

Here’s what happens when you
break down the actual situation:

BMB, City of Worcester only

Daytime: 56,150 radio families
Station A e 93
Station B L7199
Station (. . 18%
Station D ... 83 %

But look at South County, outside
of Worcester City, where the other half
of the audience is:

BMBE, Sonth Connty, City of Worcester exeluded
Daytime: 55,190 radio families

Station A . R2%
Station B . 25%
Station . 27%
Station D 13¢%

From these figures, it is obvious that
only one of those stations covers the
andience in that BMB unit (South
County including Worcester City)—
even though all stations show ahout
5077 or more, BMB.

Anyhow, “How not to buy radio
time” was a good story. Keep them
coming.

RoBerT J. Brown
Commercial Manager
WTAG

Worcester

ON AGENCY RADIO PERSONNEL

The existing pattern for hiring per-
sonnel in advertising agencies was es-
tablishied long before the advent of ra-
dio and television. Since newspapers.
magazines. and billboards comprised
the chief media, advertising agency em-
ployers developed a liiring orientation
dependent on them. Tn the main, the
new emplovee’s worth to the agency
was regarded in terms wholly relative
to the aforementioned advertising ve-
hicles. Though, with the development
ol radio and television, agencies con-
tinue to evaluate (misevaluate. really)
prospective employees on the basis of
pre-radio criteria.

SPONSOR
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The advertising employee who is re-
sponsible for the sales appeal of a
newspaper or magazine ad is in no
way accountable for the content of the
rest of the page on which the ad ap-
pears. The agency considered a jour-
nalist or the writer of fiction a breed
apart from a commercial copy writer,
with separate and distinguishable tal-
ents. Logically, the agency does not
ordinarily expect to recruit its “crea-
tive” advertising specialists from the
writing staffs of newspapers and maga-
zines. Advertising experience. not jour-
nalistic or fiction-writing experience, is

demanded.

However, such a guiding parallel is
not to be found in radio and television
advertising. Wherein a newspaper ad
adorns a sheet of newsprint quite in-
dependently of whatever else happens
to be on the same page. the familiar
opening, middle. and closing radio
commercials serve in a vastly different
relationship to its proximate program
material. In placing commercial copy.
the agency cannot be responsible for
the quality of the entire page. But in
broadcasting, the entire program, in-
cluding commniercials. is the agency’s
responsibility.

Now, who knows radio better than a
radio man? There may be no room
for a good newspaperman on the staff
of an advertising agency, but a good
radio man obviously represents a de-
sirable asset. A member of the pro-
gram department, in particular, always
considers himself an advertiser; 1s de-
veloped and nurtured in an advertising
climate. He is constantly aware of the
advertising appeal; sensitive to the
tastes, desires, and habits of the listen-
ing audience.

Agencies would do well to staff their
radio/TV departments with men and
women who have matured in the broad-
casting station. The larger national ad-
vertising agencies already have made
this discovery. Smaller establishments
need not look to other advertising agen-
cies for radio/TV staffers, but to the
trained ranks in broadcasting statious.
For some 20 years now, timebuying
has become institutionalized into the
ad agency, so it seems time that agen-
cies stop hiring staffers under princi-
ples adopted from the all-space buying
age.

HERMAN GORDON
Philadelphia

® The writer is continuity supervisor of a
Philadelphia broadcast firm.
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THE FEELING IS o TR

- MUTUAL

IN PHILLY!

)
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roduceas!

Here’'s why—WIP's advertis-
ers through the years have
found that dollar for dollar, Philadelphia’s Pioneer
Voice is their best radio buy. . ..

that

because

Droduces!

and listen to this . . . in
spite of a hot television

market, WIP has increased its new business more
than 18% for the first half of 1951 ...

“Drocuces!

becauoe

4
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¢
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PHILADELPHIA

BASIC MUTUAL

Represenied Nationally
5000 WATTS by

610 KC Edward Petry & Co.




SELL THE HEART OF ARIZON]|

OVER KOY PHOENIX, ARIZONA

dvertisers with no time or money to waste have found KOY the direct
wute to the rich Arizona market whose hub is fast-growing Phoenix and

e Salt River Valley.

s exclusive representatives of KOY for the past twelve years, John
lair & Company knows Aow KOY can sell and why. Here is a station
1at makes wide-spread coverage counrt with a proven record of unusuul
ceptance. Arizona’s pioneer radio outlet, KOY has been building 1ts
putation for pubhic service over 29 years. It 1s home-owned, home-
erated, and ain integral part of the community and alb its affans. It 1=
w only Artzona radio station that owns all of its facihitics, imcluding
udio, ofhice and transnutter propertics. KOY gives non-directional cover-

e of 837¢ of the state’s population with 5000 watts on 550 KC.

tles-minded management has converted KOY’s listener loyalty into big
ot radio business that has paid off for one advertiser after another,
wur John Blair man has all the facts on merchandising and selling

surprisingly low cost over KOY. 1t will pav vou to call him today.

KOY studio building with recent $100.000 adduil
Studios and control equipment are the most modernl§
the State of Arizona and include three bigh-fidehty 1;1(
monnted Stancil-Hoffman tape recorders. Al equipn|
exceeds FF.0C.C. standards for high-fidelity reprodueti
KOY transmiitter property  and smgh
tower, siving non-directional coverage
over 85% of Arizona's population wiih
000 watts on 500 KCO A 5 KW mun
transmitter and 1 KW <tandby, with
auxthary power plant, are both Western
Electrie equipment of the lutest design,




HE JOHN BLAIR WAY

P SELLING RADIO STATION

KOY'S management team, experts in three fields: left to right. John L. Hogg. President,
Commerecial Manager and a salesman of twenty-five vear’s experience. \lbert Johnson.
Vice President. General Manager and the man behind KOY's splendid record of publie
service, Jach Williams, Director and Secretary with twenty-three yvears at KOY behind
his reputation as one of the outstanding programn men in the radio industry,

gapne,

i AR Tk

THE RAPIDLY-EXPANDING city
5t Phoenix, Capital of Arizona, is sur-
‘rounded by prosperous residential com-
tmunilies and rich agricultural land.

l GEORGE GRAHAM, popular master BiILL LESTER'S afiernoon “Record
of ceremonies for KOY audience shows Matiuee” has a consistently foval tollow-
{ and his morning "Dise Show”, a hard ing of listeners and commereial sponsors,

selling program and housewives’ favorite.
JOHN BLAIR & COMPANY
ispecializes in radio rep-
resentation exclusively.

Since we are entirely re-
moved fromn any other op-
eration or function, we
are able to give the sta-
tions we represent our
full time and our full ef-

forts . .. as specialists in B lAI R

a COMPANY il PAUL GRIBBEN, KOY News Editor
and radio veteran, heeps KOY ahead
the field in news. lis coverage of t

REPRESENTING LEADING RADIO STATIONS Legislature has won him \\'i(lvsll)n'.u

ognition in high circles in the State

selling via spot radio.




" “"Watch and Win”"—KPIX’s

rﬂ\g telephone quiz game—is still

arawing top nail response, which

numbers about 12,000 monthly; and

sponsor, Acme Breweries, reports that

sales for their new Gold Label Beer are
moving at a fast rate.

Starring Ben Alex-
ander, voted out-
standing TV person-
ality by Academy of
Television Arts and
Sciences, and  his
lovely wife, Lesley,
“Watch and Win” is
a unique telequiz, in
which viewers’ write-
in cards are selected
by Ben and Lesley
for telephone calls
Ben Alexander . . . questions . . .

and prizes!

BASEBALL

Biggest news to baseball fans is the
fact that KPIX is now lensing the San
Francisco Seals’ Saturday afternoon
home games. The diamond battles, which
include a series of eight games, are un-
der the direction of Sandy Spillman and
Dave Kees, with Don Klein at mike side.
KPIX’s Saturday games are simulcast

over KSFQO!
NARCOTIC SERIES

The three week series on narcotics, recently
featured on KPIX’s “KMA 438", has been
loudly acclaimed as an outstanding service to
thz community.

Handled by Inspector John Kane and
Lt. Alvin Nicolini, the programs, which
were presented in cooperation with the
San Francisco Police Department, cov-
ered the entire subject of narcotics as a
police problem and an ever-increasing
menace to society.

ADD AIRINGS:

KSFO now features Robert Montgomery in
“Freedom Is Our Business” for the S. F.
School of Nursing three mornings a week. . .
The Ethyl Corporation is sponsoring ‘‘Sport-
scholar” on KPIX Wednesdays at 11:00
PM. ..

CHANNEL
5

Represented by The Katz Agency, Inc.
A

8d by Wm. G Rombeau Cé.

SAN FRANCISCO

by

0 Robert J. Landry

Man is, or is supposed to be, a foresighted animal. Hence your
foresighted adman at this mid-July turns from contemplation of
sunburn. sand fleas. gol. mosquito bites. lastex hips, mint juleps,
picnics, ponies, Gussic Moran’s scalloped panties, and other fascina-
tions of deepest summer to a calculated looking ahead to the “fall
facts” relative to making a buck. The weighing in of the facts of
any given fall grows in importance from July to July for a simple
reason: there are more, always more, facts to consider.

* * *

Count back 10 years. That's approximately one-third the life-span
of radio advertising. But it’s counting back from the complexity of
1951 to the simplicity of 1941. Then the industry was much more
than will ever again be the case an industry of neighbors. One spon-
sor knew another sponsor, one station operator knew his contem-
porarics, the typical timebuyer called off most of the station sales
directors by their first names.

* * *

Against advice but on the principle that there couldn’t be too
much competition in the country which invented anti-trust legisla-
tion, the FCC began granting licenses like crazy. The radio station
population of the U.S.A. grew from around 930 in 1941 to 2.400 in
1951. In that fact alone. revolution was implicit.

x k%

The influx of new station operators, detached from and unfamiliar
with radio history, would have changed things anyhow. But the war
years were soft years, weakening the sales guts of sellers and buyers
alike. Who may estimate the net enfeebling of drive and sales strat-
egy induced by those easy war years when business came over the
transom. when excess profit tax dollars were mistaken for genius and
almost any time (or space) peddler cleaned his teeth in champagne?

* * *

One more obvious observation. In 1941, television was more
promise than threat. Allen B. DuMont had hardly moved out of his
basement lab. Milton Berle was just a fresh comic who used his
mother as an audience plant at Loew’s State.

* * *

By June of last year, before Korea, soniething like “normal” com-
petition had been restored in all advertising. Tough-mindedness was
back in the saddle with consequences frequently unpleasant to the
long-sleep wartime sales exccutives whe still expected to solve all
their problems each morning by opening miail and banking checks.

* * *

There were those who hoped the new military appropriation bil-
tions woukl bring back three-hour luncheons in advertising. This
has not worked out. A Garrison Economy. half at war, half at peace,
has nncertainties absent in all-out war. Nor is the present excess
profits tax situation so favorable as the former one. The military
appropriations did give the national economy a big hypo.

(Please turn to page 63)

SPONSOR




\l*‘“o L) 8MI PROGRAM C!

PLAN NOW TO ATTEND

Watch for the date and announcements
from your State Broadcasters Association

A TIMELY AND VALUABLE
EXCHANGE OF THOUGHTS AND IDEAS
ON EVERY IMPORTANT PHASE
: OF PROGRAMMING BY SPECIALISTS

BASED UPON SUCCESSFUL OPERATIONS
AND PRACTICAL EXPERIENCE

Each Clinic comes loaded with shirt-sleeve
talks by recognized experts in their field;
down-to-earth discussions of pro-
gramming problems; and such phases
of broadcasting as modern uses

of news and music; Station

public relations; how to make

the most of the tools of

your tmde; what management

expects from its program

department; handling of rural

and farm programs; importance

of the disc jockey; small

station operations; your music
ll':‘""")", I.‘. matters
and many inent topics.

Better Programming Requires More Thought Not More Dollars”

BROADCAST MUSIC, Inc.

580 FIFTH AVENUE ° NEW YORK 19, N. Y.
CHICAGO « HOLLYWOOD « TORONTO « MONTREAL

16 JULY 1951 1



[

There's no problem for
Bill Joyce of the Katz Chicago
office when it comes to
boosting WGBS. He points to
the record—that shows the
WGBS morning audience 40%
ahead, afternoon audience
489% ahead of the nearest
competition. That means more
for your money on WGBS
than any other Miami area
station.

& From the desk 6
of BILL JOYCE.:

You're seeing double when you
look at the Miami market to-
day. For in the last five years,
total radio homes have doubled.

So has the WGBS share of
audience. For your share of this

big market, put vour money
{and your message) where
most people listen.

IAMI

FLORIDA

12

Fall Trends m
o/ TV Commercials

by BOB FOREMAN

For this special issue. | have been
asked to write about commercial trends
in radio and television for the fall sea-
son. I think I'll play it cagev by ad-
mitting that judging a trend in televi-
sion when vou're immersed in the me-
dium is akin to looking for a hirth-
mnark on the engine<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>