" What's HOT
) in Chicago?

WBBM, Chicago’s top-rated,

most-sponsored station, where

last year 88.3% of all local sponsors—
and 85.3% of all sponsors,
local and national spot—stayed

on the job all summer long!

CBS Owned « 50,000 watts WB B M

Chicago’s Showmanship Station

Represented by CBS Radio Spot Sales
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WLS advertising pulls . . & and pll"S

...and PULLS ‘5'-{"'

“n

This letter from a WLS
listener is just a routine order

...Orso it appears P~

as you read it: /£
st , .
- | g 3

But the letter
is dated 1952 .. .and the
merchandise ordered was offered over WLS

19 yearsago .. .in 1933!
Yes, WLS advertising pulls . . . and pulls and pulls!

We’re out of jigsaw puzzles now, of course. But we do
have availabilities . . . for advertisers who like adver-

tising that brings results . . . today . . . tomorrow . . .

and years from now. ,
v The

PRAIRIE
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Freeze-lifting
due mid-April—
maybe

Separate coverage
studies by SAM,
Nielsen likely

Meighan going to
manufacturing
side of CBS

Trend growing to
put spomrsor in
film syndication
business

Canada ASCAP
doubles rates
to stations

Lever must now
0.K. all
spot buys

You may be reading FCC freeze-lifting edict within one week; 14 April
is latest target date for publication being quoted in Washington. But
coolest heads among industry onlookers point out that excitement over
edict itself, whenever it comes, should not be allowed to obscure
these fundamentals: (1) Lifting of freeze this spring comes too late
to allow more than few lucky operators to get on air before end of
1952; (2) Easing of tight clearance situation in one and 2-station
markets won't come till late in 1953 and beyond. (Reason: channels in
markets where TV is already established will be most hotly contested.)
—SR-
No top-level talks about proposed merger between new Nielsen Coverage
Service and Standard Audience Measurement were held last week, with
owner of SAM, Michael R. Notaro, taking Florida vacation. Meanwhile,
half dozen new stations have signed for SAM study since announcement
of rival Nielsen coverage service. Among new signers are 5 West Coast
McClatchy stations (KFBK, Sacramento; KMJ, Fresno; KOH, Reno; KWG,
Stockton; KERN, Bakersfield). Total of subscribing stations now stands
at 387. Probability is that SAM and Nielsen will go separate ways in
measuring station coverage, giving industry new yardstick headache.
—SR—
New berth for Howard S. Meighan will be in manufacturing operations of
CBS. Meighan, general CBS v.p., will take up duties in few weeks when
he returns from Mexican vacation. Adrian Murphy, who recently re-
placed Meighan as president of CBS-Radio, came from CBS labs presidency.
—SR—-
Infinite variety of financing arrangements now current in TV film field
was added to by recent G-L Enterprises announcement that it would make
up difference in cost between live and film shows to sponsors. Further
inducement to advertiser is fact that G-L promises to cut him in on
25% of profits from re-runs and syndications of his film shows — once
G-L has recouped its investment plus small profit. Over years to come,
many sponsors may find themselves thus partners in film syndication
business through arrangement like G-L's or via direct syndication.
—SR—~
Canadian stations will pay Canadian version of ASCAP (Canadian Asso-
ciation of Publishers, Authors and Composers) approximately double
previous year's revenue during 1952. CAPAC take, according to new
ruling, jumps from about $150,000 to $350,000 with 136 stations par-
ticipating. Outlook is that station trend will be to cut down on
CAPAC music, emphasize BMI. CAPAC cut is 1 3/4% of station gross.
—~SR—
Lever Bros. agencies have been asked to submit all announcement buys
to home office for approval. Availability recommended by agency must
be accompanied by: time, ratings for preceding and following programs,
average ratings for these programs, cost per announcement, cost-per-
1,000, plus reason for approving availability. Form sheet has been
set up for reporting above information.
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REPORT TO SPONSORS for 7 April 1952

Reps get close-up
of what it takes
to sell sponsors

Cigarette ad
budgets for fall
may hinge on
price increase

How important
is out-of-home
listening?

Spot doesn’t
slump in
summer

Incentive plan
for salesmen ups
CHML billings

CAB’s Allard calls
for editorials
by stations

Brokaw says key
to spot billings
is local shows

Honored guests at station representative clinics in New York this year
are key decision makers. Previously some speakers at weekly lunch-
eons, though illuminating, didn't wield buying authority. Recently
president of big bottling company illustrated what it takes to sell
his firm and other bottlers. Clinic's approach in bringing reps
abreast of advertiser problems, is example of radio's shift to direct
selling tactics.

—SR—

It's believed cigarette advertising budgets for this fall will be con-
siderably influenced by outcome of petition to OPA for price increase
of 1¢ per pack. Conditioning of public via industry's current air
campaign (which explains that much of cigarette price goes for taxes)
may pave way to favorable OPA decision.

=SSR~

Qut-of-home listening, never measured regularly until Pulse began spe-
cial summer studies several years ago, is still much misunderstood.
Attitude of some is to dismiss it as vague "bonus" factor. But fig-
ures in this issue (page 35, 36) show how large out-of-home can bulk.
In some cities, non-home listening makes up 25% of audience of major
programs. That means thousands of ad impressions going uncredited to
radio.

=SR—

Difficulties of network radio in licking summer hiatus thinking aren't
shared to same degree by national spot salesmen. Seasonal spot cam-
paigns help to make up for vacationing clients, with result that spot
radio business is better in August than January (See Rorabaugh chart
page 40.) Spot TV business has been showing generally steady rise in
last few years; with rate of increase continuing steady through sum-
mer months (chart page 56).

=SSR~

Since summer billings were habitually down at CHML, Hamilton, Ont.,
during June-July-August-September, owner Ken Sohle featured salesmen's
incentive plan last year. Result: business reached record high.

—SR—

Feeling now current among many station operators in U. S., that radio
outlets should take vigorous editorial stand in own communities, was
voiced in Canada at recent CAB meetings. T. J. Allard, general man-
ager of CAB, said "broadcasting will never acguire full maturity or
the stature which it should have until stations express own opinions."”
He called radio newest form of publication now engaged in same fight
as printed media for freedom from censorship and control.

—~SR—

Radio stations with strong locally produced programs are destined to
garner big share of daytime national spot business, in opinion of Fred
C. Brokaw, executive v.p. of Paul Raymer Co. Brokaw memo to Raymer-
repped stations points out that many outlets commonly rated third and
fourth in markets are now getting lot of business through their own
produced shows. Brokaw urges that stations on Raymer 1list concentrate
on developing best daytime programs they know how. Says Brokaw: "If
your local shows have strong ratings, you are in a good competitive
position, regardless of your network features."

SPONSOR
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RADIO SECTION

An over-all look at summer radio, 1952

Radio’s low-cost sales value is only certainty amid posers sponsors face

‘Railroad Hour’’: uon-stop all summer long
Year-'round continuity is key to selling ideas, railroad association believes

Houw stations lick slump psychology

Successful local-level proponents of summer radio bare techniques, results

What are basic facts about sunuuer listeuning?
Current research findings supply tools needed for decision-making

Political battle bolsters radio’s summer punch

Audiences will be up in response to interest in electioneering, news

Spot radio has no summer slump
Chart shows monthly Rorabaugh figures for cross-section of accounts

TV SECTION

TV fights hiatus thinkiag

Nets are determined not to let medium go way of radio

“You can't afford to let up iu July®

Westinghouse learned value of 52-week “sell’” last summer, continues policy

What are the basic facts about summer TV?

Availability of audience, ratings summer vs. winter are charted herein

Big summer ahead for TV networks
Fact-padded presentations are helping networks keep summer billings up

No mothballs for TV soap operas
Like radio counterparts, they will stay on this summer; should hold audience

Spot TV keeps going up . . . aud up

Seasonal items cash in, others bolster sales via summer TV, says Rorabaugh

I COMING

Why Camels are No. 1
Radio-TV thinking Reynolds uses to outsell competitors

The radio station of the future
Predictions about the radio outlet of 1962
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“KWKH

does a
cood job

for us”

says JOE T. MONSOUR

‘resident, Monsco Supply Company

MPORTANT LOUISIANA DISTRIBUTOR

As the promotion-minded head of one of the most
successful plumbing-supply houses in the Louisiana-
Arkansas-Texas area, Mr. Joe T. Monsour advertises ex-
tensively over KWKH. Here’s whart he recently wrote us:

‘ » '»e have found that KWKH goes ‘All Out’ to
rvice our account. Our advertising over this station
1s produced outstanding results for the various
itionally-advertised products we distribute. It has
creased our sales volume because of the constant
minder to the public that we desire to serve our
istomers with the very best products in the field. In
her words, Radio Station KWKH is doing such a
od job for us we see no reason for considering
her media.

(Signed) Joe T. Monsour

0,000 Watts - CBS Radio
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KWKH DAYTIME BMB MAP

Study No. 2—Spring 1949
KWKH’s daytime BMB circulation is 303,230 families,
daytime, in 87 Louisiana, Arkansas and Texas counties.
227,701 or 75.09 of these families are “average daily
listeners”. (Nighttime BMB Map shows 268,590 familics in
112 Louisiana, Arkansas, Texas, New Mexico, Mississippi
and Oklahoma counties.)

A Shreveport Times Station |

The Branham Company
Representatives

Arkansas

Henry Clay, General Manager




you like about
the South’s

Baton Rouge

. . because your sales story
on WJ]BO, the booming voice
of Baton Rouge, reaches the

largest overall audience of any

station 1n the market.

The South, traditional land of
cotton, has become the dynamic
land of new industry. Baton

Rouge typifies the South’s in-

dustrial — and agricultural

growth. Use Baton Rouge as a
test market, or use it as part of

an integrated marketing plan—

but use it—for results!

that’s what

|

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

AFFILIATED WITH THE STATE-TIMES AND MORNING ADVOCATS

FURTHER DATA FROM OUR NATIONAL REPRESENTATIVES

GEORGE P. HOLLINGBERY CO. '

@Hﬂc) | (IDO @ -
and Moties

To guts, a toast

This will be a small sermon in praise of the too-lightly-disinissed
character-traits of patience, persistence and guts often displayed in
admirable combination by creative salesmen.

* * *

To personalize the discussion, we hold affectionate requiem for an
old friend of ours, Otto Freitag, a creative salesman if there ever was
one. We picture him as we saw him during August, 1940 at Puebla,
Mexico, doing a little creative down-to-cases summer selling.

* X *

First a word about Otto, to point up character-traits. He was
artistic to start with. Born in New Orleans of Swiss ancestry he
studied at the Met Opera’s old voice school. For about 18 years he
sang leading baritone roles in European opera houses, under the
name of Otto Robinson. He was back in America, in his middle
forties, when the depression struck opera, and everything else.

* * *

And what was this ex-opera baritone, this cultured cosmopolite,
doing as this writer stood by in a small distributor’s shop in a pro-
vincial Mexican city that summer afternoon? He was down on his
stomach explaining to a Mexican businessman, who was down beside
him, the whyfors and modus operandi of a Servel kerosene-fueled
refrigerator. The conversatiop proceeded in fluent Spanish, half
technical, half vernacular.

* * %

Did Otto have to get down on the floor that way and sweat? No.
He could have relied upon brochures and conversation. He did it
because he was, by instinct, a naturally creative salesman. It wasn’t
sufficient for him to sell the Mexican distributor. He wanted that
Mexican to be fully qualified to explain the machine to other Mexi-
cans and furnish service. Otto projected salesmanship beyond the
immediate success to the broader goals of good will, satisfaction and
re-orders.

x kX

Assuredly it helped Otto sell Servels in Latin America that he was
a great linguist, speaking some seven languages and as many dia-
lects. He could penetrate Portuguese-speaking Brazil and French-
speaking Haiti. It helped, too, that his worldly experience in oper-
atics gave him a special charm of manner. His urbanity was espe-
cially valuable in Mexico. He knew how to pace his approach there.
Mexicans take a long time deciding whether you should meet the fam-
ily. And if you don’t meet the family, you don’t get very far.

¥ ok %

In our view, however, what made Otto a creative salesman was not
lingo skill, or felicity of personality, but his own sheer intestinal
fortitude in reshaping his life, becoming a practical refrigerator

(Please turn to page 110)

SPONSOR
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’ hout Ohio's
ACTS you should know
?21/2 h?\\inn “hackhone market . . .

kbone” market

cluded in this “‘bac

ive i f | *ln ilies with nearly
o Its 2,973,200 people .||ve |:Z tsh:n are 141 ,397;‘&:::10*:‘)“; nd. They travel
Ohio’s 88 counties having a billion dolla on the average, to

. iles,
100,000 population- only 5.5 miie ding center.

" i the nearest tra
is “backbone population |
o of this ‘‘bac . lati | o
e 74 2 212,659 people—live within + 49 tostimated ho o
_I;)I:D' : prir'nary coverage area. e T ebone” B
W s ;
V sefs.
This is a bigger market than all of T
.CU ;hoga County (Cleveland), Lucas
Cormty (Toledo) and Mon;gomery
County (Dayton) combined.
,549,370,000 o e from
Rl Fo $;:lezes amount to r:;:;t‘;mdy oy

to spend_—reta“ s 4. C. Neilson Jr.

$1,838,140,000.

... and how to reach all of it

at low cost on w R
® WRFD’s primary signal area covers 74 of Ohio’s

88 counties. Its secondary signal reaches all 88

counties plus parts of Michigan, Indiana, Kentucky, 5000 WATTS - 880 KC
West Virginia and Pennsylvania. WORTHINGTON, OHIO
® WRFD’s programming to the “town and country” Represented nationally by O. L. Taylor Co.

type of market attracts wide following—57% of
farm families listen to WRFD.

® Latest Neilson reports show a total of 395,000
families listen to WRFD each week.

COVERS OHIO

Radio Station WRFD

Worthington, Ohio

WR;I-'D
, WA

® In order to buy the same “backbone” market cov-
erage reached by WRFD, as many as 25 local sta-
tions would be necessary.

I'd like ta know mare about Ohio’s $2V, billion “bock-
bane' market. Please send me camplete market data an
WRFD prepared by A. C. Neilsan Jr.

loniol studias af Name -

WRFD offer i

Ohio's finest ra- Firm_ —

dia praductian fa-

cilities. Address —
City _State___
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|
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BEFORE NOON (4.8%)

NOONTO 5:00 PM (10.3%)




AFTER 11:00 PM (51.1%)

Count the house any way you like.
Television movies in New York -

big box-office for advertisers always—
are better at getting an audience late
at night than any other time. And

wWeBs-TV’s “Late Show” is best of all.

than ever...

In a new study of TV feature film shows

in the New York metropolitan area
(we’d be pleased to show you a copy),
Advertest finds:

Of the 78% of New York viewers who

regularly watch TV movies, more than half

prefer to watch weekdays after 11 p.m.

They named WCBS-TV more often than all
other stations combined as their first-choice

station for TV movies.

More than twice as many viewers tune in
WCBS-TV’s “Late Show” as any feature film
show, early or late, on any other station.

Or take the word of advertisers who

have already been on “The Late Show”...
like the one who recently increased

his sales by 73% in just two months.

And cost is running as low as 78 cents

per thousand viewers.

You (and your product) can be

the idol of this big home audience.
At amazingly little cost. Ask wcBs-TV
or your CBS Television Spot Sales
representative about participations

on “The Late Show” today.

WC B S TV CBS Owned
-
New York, Channel 2

Represented by CBS Television Svot Sales
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[n the 3 summer months of
1951, CKAC's “Casino de la
chanson” pulled more mail re-
sponse than in any other 3
month period during the en-

r!

Hiatus? We never

heard of it at CKAC! ~

1951
January
February
March
April

May

June

July
August
September
October
November
December

Total:

'

730

Letters
575,406
149,000
461,843
332 444
184,799
269,253
512,045
830,166
300,354
416,123
727,062
421,304
5,179,799

€8S Ovtlet In Montreal
Key Station of the

TRANS-QUEBEC radio group

CKAC

MONTREAL
on the dial @ 10 kilowatts
Representatives:

Adam J. Young Jr.- New York, Chicago

Omer Rensud & Co.—Toronto!
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TV FILMS

Just a note of appreciation for your
TV film program issue of March 10.
Naturally, I was vitally interested
because we do a great deal of tele-
vision in Pittsburgh via film. As a mat-
ter of fact, if you are ever out this way,
I think you could find a very interest-
ing story about this company. We have
several “firsts” as far as agencies are
concerned, including our own studios,
several camera men, animated art de-
partment.
G. S. Wassker
Wasser, Kay & Phillips, Inc.
Pittsburgh

I have just seen a copy of your 10
March issue of SPONSOR, and want to
offer my congratulations to everyone
concerned with its production.

To date, it is the most comprehen-
sive analysis of television film pro-
grams published, and we plan to make
it required reading for all of our em-
ployees in DuMont’s Film Program
Departiment.

Keep up the good work.

DONALD A. STEWART
Coordinator, Film Dept.
DuMont TV Network, N. Y.

TRUE FACTS ABOUT RRN

This is in reference to “Men, Money
and Motives” in your 10 March issue,
in which the Rural Radio Network is
mentioned. The following are the true
facts:

RRN is the world’s largest if not the
only FM radio relay network operating
17 hours daily. It is comprised of 13
stations in New York State and Penn-
sylvania. Eight of these stations are
owned by newspapers with a total daily
circulation of some 225,000. All but
one of these newspaper stations also
operates an AM station affiliated with
a national network.

RRN carries over 60 hours per week
of programs and news originating with
WQXR and the New York Times. It is
the backbone of the New York State
Civil Defense Radio Network which,
on last night’s surprise alert exercise
fed the official program to all upstate

TV, AM and FM stations—some 80 in

number—entirely by radio relay from
the Civil Defense headquarters, with-
out the use of a single wire line.

RRN provides the backbone feed for
the daily Empire School of the Air pro-
gram in cooperation with state school
authorities, which provides an in-
school listening program serving more
than 10,000 classrooms and 235,000
school children in New York State.
RRN provides specialized daily weath-
er and road condition roundup serv-
ices which received a College of the
City of New York citation for the “cre-
ation of an unusually effective institu-
tional sponsored radio program.”

RRN is proud to have among com-
mercial sponsors of its programs well-
known names such as Zenith Radio,
The Associated Railroad of New York
State, United Fruit Company, and the
General Electric Company.

D. K. pE NEUF, General Mgr.
Rural Radio Network, Ithaca, N.Y .

® Taking its cue from the shutdown ef WFDR,
New York, the column refcrred to told of the
diffieulties encountered by other radio operations,
mainly FM, with similar auspices. Mention of
the RRN was intended to pertain exclusively to
the early days of that network, and not to its
present status.

TV DICTIONARY

Thank you very much for your let-
ter in regard to the TV Dictionary/
Handbook. I received the two copies
of this publication this morning and
certainly appreciate having them.

I have not had time as yet to look
titrough them very thoroughly; how-
ever, from my hurried flipping through
they seem to be very comprehensive
and helpful.

Quite a change from the little bro-
chure, “TV dictionary for sponsors”
which we got from you two years ago!

JANE A. BeATY

Radio & Television Dept.
Evans & Associates, Advertising
Fort Worth, Texas

® TV Dictionary/llandbook, free to subscribers,
82.00 to others, is still available.

VOICE OF DEMOCRACY

I just noticed in your March 10 is.
sue on page 112 under ‘“Applause”
this paragraph:

“The 1951-52 Voice of Democracy

Contest conducted annually by the

NARTB among school children

throughout the U. S. drew more

than one million entries. Each was
titled “I Speak for Democracy.”

I am sure that if Bob Richards sees
this he too will want you to know that

SPONSOR

T P S




Ivory Tower Confucius Say
“Sales Go To Pot When Weather Get Hot”

Big Aggie Say * - -
“That Basic Plot is To "’

Sales don't wilt under a summer’s sun in BIG AGGIE
LAND—the world’s richest agricultural area with 267-
BMB-county markets in Minnesota, the Dakotas, Nebraska
and lowa.

SUMMERS ARE HUMMERS in Big Aggie Land because our folks stay home and work to

produce 199, of the nation’s total cash farm income . . . 319, of America’s farm income
from meat animals.

SUMMERS ARE HUMMERS in Big Aggie Land because thousands of vacationers seek
out our lakes, hills and national shrines. These free-spending, pleasure-seeking tourists, plus
3.4-million homefolks make a bigger-than-ever audience for your WNAX sales message.

SUMMERS ARE HUMMERS in Big Aggie Land because

our tall corn and golden grain—our dairy and beef herds and
hogs mean bushels of ready cash. Last year, retail sales in

4
Big Aggie Land exceeded $3.4 billion . . . more than Los ™
Angeles, Detroit or St. Louis. L'\/ e\ L \
Let your nearest Katz man show you why 94 of the nation’s - % \,

biggest, shrewdest, non-network advertisers stay on WNAX" " 4 2 “oZ
all summer long. Spend your advertising dollars in Big Aggie
Land where summertime means WORKtime, PLAYtime and
BUY time.

THE MIDWEST ADDRESS OF CBS

YANKTON - SIOUX CITY » columu"m?nmﬁlﬁo SYSTEM |
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Houston's
Most Powerful

Independent
'4 Appoints

Joseph H. McGillvra, Inc.

is Happy to Announce the Appointment of
Joseph Hershey McGillvra, Inc. vew vorc  cuicaco 105 anceies  san rrancisco

AS ITS REPRESENTATIVES IN THE NATIONAL FIELD OF COMMERCIAL ENDEAYOR

KATL, HOUSTON'S OLDEST AND MOST POWERFUL INDEPENDENT REACHES
EVERY SEGMENT OF THIS COMPLEX MARKET

""'l'_'> Klﬂg H. RObinSOn, VICE PRESIDENT

SPONSOR
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RTMA is a co-sponsor with NARTB
in this project. as also is the U.S. JCC.
Although all sponsors. along with
the U. S. Office of Education. work
hard on this job. the RTMA should be
mentioned because due to the fine spir-
it back of the Voice of Democracy, 24
RTMA member-manufacturers donated
52 prizes, consisting of television sets
—Dboth table model and console—and
radio phonograph combinations. This
meant that aside from the national win-
ners, each State and Territorial winner
received a prize in the recently-con-
cluded fifth annual contest.
W. B. McGiLL,
Westinghouse Radio Stations
W ashington, D. C.

SPONSOR HYPOS SALE

One of your issues contained an arti-
cle about the excellent selling job
KBON, Omaha, Nebraska, did for a
super-market open all day Sundays. I
used this article in successfully selling
a local super-market, also open on Sun-
days, a half-hour Sunday program for
52 weeks.

I definitely give sponsoR credit for
this sale.

Jonx LiviNGsTON
WIRK, W. Palm Beach, Fla.

INDEX INVALUABLE

Procrastination is the thief of time!
This 1 well realize when I recall the
many months that have passed during
which I have intended to write you a
word or two of praise and high compli-
ment for the great contribution which
SPONNSOR makes to the broadcast in-
dustry. [ refer not at the moment to
each of your twenty-four helpful pub-
lications per year, but specifically to
SPONSOR’s twice yearly index release.
This is the piéce de résistance of all
time.

I believe that all of us in the indus-
try are very frequently encouraged and
inspired, and our knowledge and plan-
ning is greatly enhanced by the many
informative, instructive and helpful
features which appear regularly in
sPONSOR. To read them and to attempt
to store or hold in our mind the full
import of their content is a task quite
often beyond the concept of human
ability; and therefore, while the value
of any one article may be retained in
mind for a week, a day, or a month it
more often than not is lost to us as we

7 APRIL 1952

traverse the busy road ahead. It is
this unique index system of yours that
saves the day and pays the dividends.
Every good article leaves in most
minds some appraisal of its worth. We
recall we read it in sponsor! Thus it
is that when some similar situation or
problem besets us we are able to turn
to our SPONsOR index, and through
this inmnnediate reference file put our
finger on an authoritative and practi-
cal application of industry experience.
Believe me such a reference aid is of
unestimable value and I can’t help but
feel that if some broadcast station ex-
ecutives would take but a few moments
to make greater application of its use
the entire industry would profit.
GEORGE L. SUTHERLAND
Management Consultant

Pittsburgh, Pa.

TOP TALENT AND RADIO

In that I cover
two jobs, one in
radio and one in
TV, I run up
against the ques-
tion every day of
whether name tal-
ent should con-
tinue to keep a
finger in the radio pie along with TV
commitments.

The name talent that 1 am dealing
with, and incidentally, the talent that
remains at the top, all seem to feel
that radio is more important and vital
to their careers. There are instances
of top talent dropping radio shows
thinking to devote their efforts to TV
—and then finding that their record
sales popularity have dropped.

There is no doubt that TV is a dy-
namic force and will continue to grow
in stature, especially with the immi-
nent lifting of the freeze. In time, TV
will be as forceful a medium as radio;
but if and when this point is reached,
there will still be radio and it will al-
ways be a major medium for talent.
FRANKLIN Evans, Western Sales Supvr.
United Tele. Progs., Hollywood

Mr. Evans

PULL AFTER MIDNIGHT

Some time ago you carried an ex-
tremely interesting feature on the value
and effectiveness of late evening time.
You listed sponsors, but naturally had
no results to quote, and I am wonder-

( Please turn to page 120)

OKLAHOMAN

Gettum plenty listeners
in tepeel

Heap smart braves
catchum answer
Oklahoma's Majar Market.
Beat Tam-Tom

MUSIC * NEWS * SPORTS
Gettum in tepee . . .
Sellum SUREI

FORJOE

NATIONAL
REPRESENTATIVES

REX M. LESTER Jr.

VICE PRESIDENT
GENERAL MGR.

10U

N 80 IT'S THE

FREQUENCY
OKLAHOMA CITY, OKLAHOMA

<O = =\ D —AVA

THAT COUNTS
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18 this the biggest advertising news of the year?

Selling with “Today":

Anahist

Doeskin

Florida Citrus Commission
Kenwill Magikoter

Kiplinger Washington Agency
Knox Gelatine Co., Inc.

Mystic Foam

Pure-Pak

Regent Cigarettes

Time Magazine

L,

American Research Bureau, average V4-hour rating—7 to 9 a. m., Mai
...latest Nielsen, Feb. 11-22, 10 sponsored segments—6.6




.

In two short months, “Today” has pushed its
rating from 5.3 to 7.6 — a new mark for early
morning television that many had thought
all but impossible. The thirty-one-city
daily audience has burgeoned swiftly
to over 1,700,000 viewers — an increase of 53%.
Garroway and his knowledgeable crew are
opening the eyes of advertisers, too. To quote
an example, Time Magazine bought this
show for one five-minute segment to make
one one-minute offer of a copy of Time’s
Current Affairs Quiz. The results were so
gratifying that Time snapped up
a thirteen-week sponsorship.
It adds up to this — “Today” 1s
doing for early morning TV exactly
what “Your Show of Shows” did
for Saturday night and “The Kate
Smith Show” for daytime selling
(each the top show in its class ever since
going on). And “Today’ 1s doing this
spectacular job at prices any ambitious
advertiser can afford. .. aslow as $2,332

°?
gross for time and talent.

Great day in the morning/!

7-9 AM EST

NBC TELEVISION

America’s No. 1 TV Network




ONE OF
Amencea's Greatest
| INDEPENDENT
| RADIO STATIONS

\IAORNING .

IN MARKETS OVER 500,000

~AND IN\
/MILWAUKEE:

Ist OR 2nd

. MORNING
\ AFTERNOON
\._NIGHT

*Source: Hooper Radio Audio lndexes — Ua-
affiliated Radio Stations, Oct. — Nov. 1951.
And in Milwaukee lndex Sept. — Oct. 1951.

EMP wiwe.em

MILWAUKEE

24 nours of music, news, sporrs

HUGH BOICE, JR., Gen. Mgr.
HEADLEY-REED, Not‘l Rep.
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Louis Fried

e Spomsor

o National Shoes, Inc., New York

“National Shoes ring the bell. . . .”

This tuneful phrase tinkles pleasantly these days on radio stations
throughout the big shoe chain’s New York-New England sales area.
Once a strictly-newspaper advertiser, National Shoe Stores now puts
80% of its ad budget ($500,000 including window displays) into
spot radio-TV, counts heavily on it to ring cash register bells as well.

Nat.onal Shoes, with 58-year-old Lou Fried at the helm, has made
a good thing out of selling the family shoes on a low-cost, fast-turn-
over basis. The chain today includes 89 retail stores, and a million-
dollar combination office and warehouse. Confidently, Lou Fried
has set a whopping $20,000,000 sales goal for 1952.

A veteran of 47 years in the shoe trade. Lou Fried is used to stick-
ing his neck out. In the 1920’s he teamed up with a friend named
Joseph Siegel, and launched himself in the retail shoe business.

By 1924, Fried and Siegel had 12 stores, and jobbed to others.
Fried recalls: “In 1931-’32-’33 other retailers were knocked out of
business or tired of it all. But, during those depression years, we:
figured the time was ripe for our move. So, we began buying bank-
rupt stores. Qur policy was to have a low-price line that would enable:
us to attract the greatest number of customers.”

In those dollar-scarce years, this was just what the public needed.
By 1935, National had 35 outlets and sales of $5,000,000. The busi-
ness grew steadily, but by 1940 another drastic change took place.

“We were growing slowly, but surely,” says Fried, “by relying on
newspapers to tell our low price-high style story. But our agency
(Emil Mogul) convinced us in 1940 we ought to go into radie.”

Now, broadcasting is National’s selling “secret.” Fifty-two-week
announcements. singing commercials and WNBT’s Time for Adven-
ture hit hard with seasonal stylings, low price pitches, and holiday
motifs. Twelve years of air campaigning have helped increase the
number of stores 150% and has tripled sales volume (11 new stores
are scheduled to open shortly).

Surprisingly, after nearly a half-century in the hectic, hell-bent-
for-leather retail shoe battle, Fried is genial and composed. But
he’s still got his eye on higger things. He mentions casually that the
one-block-square warehouse-office has a “stock capacity” for 200
stores, although National’s actually got 89.

SPONSOR




Don Lee’s

Radio audiences
12-month average -1949 vs. 1951*

Daytime audience 8.9% higher
Evening audience 11.2% higher

~«»and network rates are currently:
LOWER than they were in 19491

% Pacific Nielsen Ratings, Full network average
audience, Monday thru Friday.




DON LEE, THE BIGGEST NETWORK ON
THE PACIFIC COAST, GIVES THE
MOST COMPLETE, CONSISTENT LOCAL
COVERAGE AT THE LOWEST COST

PER SALES IMPRESSION OF ANY
OTHER SALES MEDIUM

Don Lee and only Don Lee can sell your customers locally
in 45 important Pacific Coast markets from their own local
network station in their own local market. You can buy Don
Lee according to your distribution pattern in 45 markets.
There’s no waste. That’s real flexibility and real value and it's
a Don Lee exclusive.

Don Lee consistently carries more Pacific Coast regional
business (with more regionally sponsored shows consistently in
the top rated 10) than any other network. The advertisers who
know the Pacific Coast best also know the best Pacific Coast
sales medium—DON LEE.

Represenied Nationally by John Blair & Company

1313 North Vine .Street
Hollywood 28, California

The Nation’s Greatest
Regional Network

DON LEE

BROADCASTING SYSTEM
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1. New on Radio Networks

SPONSOR AGENCY NO. OF NET STATIONS PROGRAM, time, start, duration

Best Foods Inc Earle Ludgin CBS 193 Larry Leseucr; Sun 5:55-6 pm; 23 Mar; 52 wks

Carter Products Inc Ted Bates ABC 172 Drew Pearson; Sun 6-6:13 pm; 2 Mar; 57 wks

Colgate-Palmolive-Peet Co Lennen & Mitchell CBS 193 Louella Parsons; T 9:30-35; 1 Apr; 52 wks

Electric Companies Adver. N. W. Ayer ABC 237 Mect Corliss Archer; Sun 9:15-45 pm; 6 Apr; 532 wks

tising Program
Falstaff Brewing Corp Dancer-Fitzgerald- MBS 300 Game of the Day; M.Sun (first 4% Innlngs); 8 Mar:
Sample to end of season

General Foods Corp Foote, Cone & RBclding CBS 74 Tarzan; Sat 8:30-9 pm; 22 Mar; 15 wks

General Mills Inc Knox Reeves MBS Wheaties Scorcboard; Sun (S<min following Game of
the Day); 16 Mar; 26 wks

‘Gillette Safcty Razor Co Maxon MBS 300 Gillette Warm Up Time; M-Sun (5-min before Game of
the Day); 8 Mar; to end of season

Seabrook- Farmz Co Hilton & Riggio MBS 150 Private Files of Matthew Bell; Sun 4:30-4:35 pm; 16

Mar; 52 wks

2. Renewed on Radio Networks

SPONSOR AGENCY NO. OF NET STATIONS  PROGRAM, time, start, duration
‘Bell Telephone System N. W. Ayer NBC 183 Telephone Hour; M 9-9:30 pm; 14 Mar; 52 wks
Firestone Tire & Rubber Co Sweeney & James NBC 149 Volce of Firestone; M 8:30-9 pm; 19 May; 52 wks
General Foods Corp Young & Rubleam CBS 78 Second Mrs. Burton; M-F 2-2:15 pm; 21 Mar; 52 wks
Miles Laboratories Inc Geoffrey Wade NBC 163 News of the World; M-F 7:30-45 pm; 31 Mar; 52 wks
Miles Laboratorles Inc Geoffrey Wade NBC 161 One Man’s Family; 7:45-8 pm; 31 Mar; 52 wks
Procter & Gamble Co Benton & Bowles CBS 159 Perry Mason; M-F 2:15.30 pm; 31 Mar; 52 wks

3. New National Spot Radio Business

SPONSOR PRODUCT AGENCY STATIONS-MARKET  CAMPAIGN. start. duration
National Cranberry Ocean Spray H. M. Frost Eastern area Partic; 7 Aprs 1 wk
Association cranberries (Boston)
Sapolln Palnts Inec., Fashion Color Hicks & Greist 2 stns; N. Y, test Anncmts; mid-Apr; 13 wks
LY odorless paints (N. Y)

4. National Broadcast Sales Executives

NAME

FORMER AFFILIATION

NEW AFFILIATION

Harry Bannister
John Boesel
Harry Bowley

Huly Bray
John K. Chnarchill

Ted Cott
Wayne Coy
Ralph Dawson
T. F. Flanagan
Rolly Ford

Charles D. Fritz
Marray Grabhorn
Lloyd Griffin

WWJ, WWJ.FM-TV, Detroit, gen mgr
A. C. Nielsen, N.Y., client sve exec

Walter A. Dales Radioscripts, Montreal,
prod mgr

Kal, Ehrlich & Merrick, Wash., acct exec

Benton & Bowles, N.Y., media research
head

WNBC-AM-FM, WNBT, N.Y., gen mgr
FCC, Wash., chalrman

WJR, Detroit, member sls staff
Retired

CKNW, New Westminster, editor stn's
Top Dog magazine

Katz, Detroit, radio-tv acet exec
NARTSR, N.Y., managlng dir
Free & Peters, N.Y., partner-dir-vp

NBC, N.Y,, exec (eff 14 Apr)
Same, asst to exec vp
CKNW, New Westminster, prom dir

WGMS, Wash,, sls dir
A. C. Nielsen Co, N.Y., vp

Same, also vp

KOB, KOB-TV, Albuquerque, mgr-part owner
WXYZ-TV, Detrolt, asst sls mgr

NARTSR, N.Y., managing dir

Same, dir natl sls

John Blair, Detrolt, office head
Edward Petry, N.Y., dir bus development
Same, also head all TV activities

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

T APRIL 1952

Numbers after names
refer to New and
Renew category

Richard E. Jones (4)
Leo Howard (4)
F. J. Riordan (4]
Wayne Coy (4)
Edw. C. Obrist (4)
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. New and renew 7 April 1952

i. National Broadcast Sales Executives (continued)

NAME

FORMER AFFILIATION

NEW AFFILIATION

Gayle V. Grubb
Patrick Hayes
Leo loward
Glenn C. Jackson
Richard E. Jones

James E. Kovach
HNoward S. Melghan
Adrian Murphy
Edward C. Obrist
Richard O'Connell

Ken Palmer

Franeis J. Riordan
Marvin L. Rosene

William 1. Youry

ABC, S.F., vp

WGMS, Wash., sls dir

WRY.TV, Oklahoma City, comml mgr
WSPD, Toledo, prog dir

Fort Industry Co, Detroit, vp
northern district

NBC.TV, N.Y., mzr TV prod

CBS Radio, N.Y., pres

CBS Laboratories, N.Y., pres
Radio stn consultant, N.Y.
Everett-McKinney, N.Y., nect exce
KVER, Albuquerque, mgr

WGBS, Miami, wncmber sls staff
KIOA, Des Moines, gen mgr
Street & Smith, N.Y., asst sub mgr

WIBK.AM.FM.TV, Detroit, managing dir, vp
Same, management consultant

KOTYV, Tulsa, sls mgr

WAGA, WAGA.TV, Atlanta, managing dir
DuMont, N.Y., dir o&o stns

WOXR, N.Y., mgr

CRBS, N.Y.. member gen exec group

CBS Radio, N.Y., pres

WNHC-TV, New Haven, mgr

KCOR, San Antonio, pub rel dir, asst comml mgr

Intermountain Network, Denver, head of new branch
office (1735 Stout Street)

Same, sls wgr
WLOL, Mnpls., gen mgr
WMCA, N.Y,, sls prom dir

5. Sponsor Personnel Changes

NAME

FORMER AFFILIATION

NEW AFFILIATION

Edwin E. Bobrow
E. A. Holsten

William H. Kelley
Herhert M. Stein
DeWitt C. Suplee

Sales promotion work, N.Y.

Motorola Inc, Chi., spec merchandising mgr
Motorola Inc, Chi. gen sls megr

Ronson Art Metal Works, Newark, asst adv dir
Stromberg-Carlson, Detroit, mgr TV.radio sls

Dr. A. Posner Shoes, N.Y., adv mgr

Same, gen merchandising mzr (radio-TV div)
Same, sls vp

Same, asst gen sls mgr

Aveo Mfg Corp (Crosley div), Cinc., asst mgr TV
sls section

6. New Agency Appointments

]
:
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Numbers after names
refer to New and
Renew category

Harry Bowley (4)
Gayle V. Grubb {4)
T. F. Flanagan (4)
Harey Bannister (4)
Chas. D. Fritz (4)

SPONSOR

PRODUCT (or service)

AGENCY

Edward Apfiel Coffee Co, LA,

Avco Mfz Corp (Crosley div), Cinc.
Berzhoff Brewing, Ft. Wayne

Rluc Top Brewing, Kitchener, Ont.

Coastal Laboratories Inc, Miami

De Coursey Creamcery, Kansas Clty, Kan.

De lleriot Inc, Hlywd.

Dione Associates Inc, Hollywood
Drog Distributors Ine, S.F.

Fels & Co, Phila.

Frozen Farm Products Inec, Altoona
G. I1. P. Cigar, N.Y.

Golden West Potato Chip Co, L.A.
Hartman Chemical, L.A.

Iloyt Brothers, Newark

James Products Co, Detroit

C. M. Kimball Co, Boston

Laco Products Inc. Balto.

Lamour Hair Products Inc, Bronx, N.Y.
Lancome Sales, N.Y.

Monogam Salcs Ine, Nashville

Ocean Foods Corp, LA,
Dr. A. Posner Shocs Ine, N.Y.

Redi Foods Co, N.Y.

Caryl Richards Inc, Bklyn.

St. Mary’s Packing Co, Sidney, O.
Schenley International Corp, N.Y.
Stern’s Garden Products, Geneva, N.Y.
Tanvilac Co, Des Molnes

Whitehall Pharmacal N.Y.

LY
Coffee

Television-radio produets

Brewery

Brewery

Sul-Spa for arthritis

Dairy products

Perfumes

Dancing Feet foot cream

Medics hangover tablets

All products

Roseport frozen poultry

El Producto cigars

Potate chips

Foot lotion

Cake and pie mixes

Surc soap base, water softener

Red Cap refresher

Laco castile shampoo

Lamour color comb

Perfumes

Gardgum chlorophyll stick chewing
gam

Food distributor

Infant’s, children’s footwear
Shrimp In the Ba:ket

Beauty products

Duncan Hines canned goods
Blatz heer (Puerto Rican adv)
Miracle-Gro plant food
Shur-Gain dog food fortifier
Chlo;-p stick deodorant

California Adv, Hlywd.

BBDO, N.Y.

Hoffman & York, Milwaukee
Paul.-Taylor-Phelan, Toronto
Chambre, Miami

Merritt Owens, Kansas City, Kan.
Yambert-Prochnow, Beverly Hills
Tilds & Cantz, Hollywood
Umland & Co, S.F.

McKee & Albright, Phila.

Riger & Sheehy, Binghamton
William 11. Weintraub, N.Y.
California Adv, Hlywd.

Abbott Kimhall, L.A.

Traey, Kent & Co, N.Y.

Ruse & Urhan, Detroit
Chambers & Wiswell, Boston
VanSant, Dugdale & Co, Balto.
Kenneth Rader, N.Y.

Wesley Associates, N.Y.

Brown Radio Productions, Na<hville

Callfornia Adv, Hlywd.

Alfred J. Silbherstein-Bert Goldsmith,
N.Y.

Kastor, Farrell, Chesley & Clifford..
N.Y

Gibraltar, N.Y.

Kircher, Helton & Colleit, Dayion
McCann-Erick«on, San Juan
Kiesewetter Assoclates, N.Y.
Kane, Bloomington

Abbott Kimball, N.Y.
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t’s not a big story, but a long one. It began in Dallas at

a little restaurant on Akard Street. The year was 1933.
A salesman for Radio Station WFAA who often had lunch
at the B & B Cafe was paying his check. From behind the
counter, Pappa Lucas, the owner, said, “Al, I want you to
be my agency! In here too many fellas come to sell me adver-
tising —I wanta be able to tell them ‘See Al, he’s my agency !
If you do it for me, I buy some time on your radio station.”

From that conversation evolved one one-minute radio spot
a week over WFAA-820. Every week since then, for 19 years,
Lucas’ B & B Cafe has advertised over WFA A-820. Today
Pappa Lucas has three one-minute spots each week —and a
full house of customers 24 hours a day.

It’s not a big story, but a long

€€ You be my agency, Al. . o ?? one. And there have been many

just like it written during the

thirty years WFAA-820 has been broadcasting... all of
them ending on the same note of success.
‘hup ter of a The Radio Southwest story makes interesting reading, too.

success story That’s the name given WFAA-820’s primary coverage area
— 116,000 square miles of Texas, Oklahoma, and Arkansas,
including the two big metropolitan centers of Dallas and
Fort Worth. With the power of 50,000 watts, WFAA-820 N
reaches out into 1,143,500 high-income radio homes, and
sells your product to Southwesterners with over $7 billion
to spend. !

XK and 'he first

was written

Begin your own success story today —over Radio Southwest
— WFAA-820, Dallas!

!

& iy L] _ ] ; 3 .73

EDWARD PETRY & CO., NATIONAL REPRESENTATIVES ¢ ALEX KEESE, Station Manager e RADIO SERVICE OF THE DALLAS MORNING NEWS
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Met. Pop. 230,400

Ret. Sales
$174,670,000

7

AND

fa

Pop. Primary Cover-
age 1,326,550

Ret. Sales
$578,089,000

. E
|

CALL &
Adam Young, Jr.

National Representative

or

F. E. Busby,
General Manager

ON THE DIAL710

b771/(/4

MOBILE, ALABAMA
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New developments on SPONSOR stories

See: “Banks can do better on radio/TV”
10 September 1951, p. 32

i Issue: - 51, p.
l 0 0 Subject: Stilted shows, ba-d copy, are ruining

many a bank’s air campaign

The mutual funds department of Kidder, Peabody & Company is
one of the newer financial-district entries into radio and TV. What
encourages KP&Co is the advertising success of the $172,000,000
Wellington (mutual) Fund on KYW and WCAU-TV, Philadelphia,
which more than offsets the less successful and stodgy, banker’s-gray
approach of some financial firms,

Kidder, Peabody’s effort, Your Money At Work, (WOR, Sunday
10:15 a.m.), which started 30 March, is designed to stimulate cus-
tomer leads. With moderator Milton Fox-Martin discussing invest:
ment fund procedures with leading financiers, Kidder, Peabody hopes
to educate the investing public.

In towns where the firm doesn’t have offices, the transcribed show
will be made available to dealers or for educational purposes. Time-
production cost for the quarter-hour is $400-500. Also under con-
sideration this month (through Doremus & Company) are one-
minute announcements on NBC-TV’s Today.

*“How radio helped Seabrook start
1 See: its own brand”
P S Issune: 31 December 1931, p. 30
s +« Firm went from zero to 42,000,000
Subject pounds in four years lhanks largely
to spot radio

When a firm Ieaps from a 1948 sales volume of $3,000,000 to
$12,000,000 in 1951 you’d expect them to stand pat with their AM
formula. But not Seabrook Farms. This former frozen foods sup-
plier built its brand name on a solid spot radio foundation; now it
has switched to network programing.

The show, currently on MBS, is The Private Files of Matthew Bell,
starring Joseph Cotten, on 150 stations (Sunday 4:30 to 4:55 p.m.).
New England to Florida coverage and budget, 100,000, remain the
same as in past spot campaigns.

Strategy behind the switch is the greater merchandising possibili-
tics inherent in the net show. Seabrook’s agency, Hilton & Riggio,
believes it has a highly merchandisable thing in the prestige of a
Hollywood “name.” The agency also has in motion intensive plans
for network and local station tie-ins with the Joseph Cotten starrer,
including point-of-sale material, dealer kits and posters.

“When the profits go up, up, up”

See:
' Issue: 19 June 1950
0 o) i Robert Hall’s $1,500,000 air effort

Subject: O lothing field

Robert Hall, for 10 years a firm believer in hitting hard with radio
announcements, participations, and singing commercials, still bets on
AM even in a major TV market.

When the company opened seven new stores recently in the Detroit
area, it scheduled 300 announcements weekly for 52 weeks on five
stations (through Frank B. Sawdon). Jerry Bess, Sawdon vice presi-
dent, calls it “the largest single spot campaign ever placed in the
Detroit market.” He adds: “This placing of such a huge radio cam-
paign in a major TV market amounts to a solid vote of confidence in
the broadcast medium.”

SPONSOR
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erected at a cost of
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$1,800,000.00.
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M is a phrase long

famous in the Southwest and it is rich with meaning for there
really is such a thing! This spirit is just orze of the many plus
factors which make Tulsa the heart of Oklahoma’s No. 1
market. There’s a difference — an important difference — in
markets, and pride is one of them. Tulsans are proud of their
city! They are willing to back up that pride with money!
Tulsa is a market where spendable income is great and the
folks spending that money are great too!

We of KVOO are mighty happy and proud to have had a part
in helping the Tulsa market develop and grow since 1925!

If you want to tell the fine people of this area about your
product, tell them best over the station most of them listen to
most of the time — KVOO, The Voice of Oklahoma for more

than a quarter of a century!

RADIO STATION KVOO

EDWARD PETRY AND CO., INC. NATIONAL REPRESENTATIVES

50,000 WATTS

7 APRIL 1952

OKLAHOMA’S CGREATEST STATION

TULSA, OKLA.







Open Door Policy:

Mutual’s Mister PLUS is
more proficient than
ever before at the job

of opening doors...to
U.S. homes where buying
decisions are made...
and to U.S. offices
where selling decisions
are made. He opens the
family door with better
shows on nearly twice
as many stations as any
other network —and wins
a larger audience-share
than ever (NRI, full-
year, 51 vs.’50). He
opens the office door
with new ways to use
the sellingest medium of
all—and wins the only
gain in client billings in
all network radio (PIB,
full-year, ’51 vs. ’50).

A tap on our door

can open doors-by-the-
million for you!

The MUTUAL Network
of 550 Affiliates
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cook

in
125,000
kitchens

Wheels whir in Carolina kitchens when WBTV's
Suzie Mclntyre “mans” the mixer. Professionals praise her
pies, amateurs write for her recipes, ailing executives,
viewing out of curiosity, call her about her cakes.*

: Nine famous foods are now participating in Suzie’s
;,4& popularity and power. The tenth will close the door
) gél\

= 5
& 77 ' o0
A \47 & W on competition and open the door to new sales
= </ Y Uy
%’,‘%&}!})ﬁ{ 4 9 in 35 Carolina counties.
. "’ \
-0 ! / Ml '“ * Actual Incident.

{? SERVING THE CARDLINAS'
o BIGGEST

TELEVISION RUDIENCE

JEFFERSON STANDARD BROADCASTING COMPANY

Represented Nationally by CBS Television Spot Sales
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adio’s low-
among summer 192 puzzlers

Need to speed up sale of goods in many lines points up radio’s strengths

A summer of uncerta'inty
faces national advertisers
this year. Sales of consumer goods
have been sluggish through early
spring. Mobilization, anticipated as a
business stimulant, has fallen behind
schedule. Among the few constants ad-
vertisers have to reckon with as the
summer of 1952 arrives is radio.

Its role as the only truly national,
low-cost medium has never been chal-
lenged. With many advertisers now
soberly evaluating their previous
plunges into television, radio has a bet-
ter opportunity this year than last to
convince sponsors of the virtues of us-
ing the airways in the coming summer.
That’s the opinion of network sales ex-
ecutives who point out that the net-

works this year show determination to
sell summer hard.

No matter what use sponsors have
for radio( whether to hypo flagging
sales or to exert continuing pressure
on a steady market), industryites point
out that networks and stations have a
strong sales story to tell. Notable
among summer-selling efforts by net-
works this spring has been NBC’s half-
hour dramatized pitch in the form of
a radio program starring Fred Allen.
With Allen cast as NBC’s vice presi-
dent in charge of summer (see script
excerpts starting page 39), the NBC
presentation stressed these major
points:

1. That sales of many commodities
are higher in summer than winter (see

figures compiled by sponsor in chart
below backing up this premise).

2. The availability of audiences,
since few people are away on vacation
during any given summer week.

3. The importance of out-of-home
audience in hypoing summer listener-
ship. Said one character in NBC’s dra-
ma: “Mario Lanza in one week reached
an audience of 8,300,000 people of
which more than one million were out-
of-home listeners.”

In addition, the presentation de-
scribed various sales plans at NBC spe-
cifically, including the *“Market Bas-
ket” setup to provide merchandising
aid for sponsors and Operation Tan-
dem. Essentially, however, the presen-

tation symbolizes the approach of CBS,

*

Economic box score shows why summer is hot selling season

JAN. FEB. MAR. APR. MAY JUNE JULY AUG. SEPT. OCT. NOV. DEC:
Personal Income
1. person 60.0 \ 62.2 | 63.2 65.8
. | "
2. Farm Income 2,539 1,899 2,071 2,137 2,153 2,169 2,652 2,992 3,395 4,355 3,584 3,097
(millions) I
3. Retail Trade 13,593 | 13,321 | 12,633 | 12,285 12,411 | 12,240 12,058 | 12,429 12,258 | 12,5517 12,492 12,318
{millions)
| | |
4, Food Stores 2,866 2,736 3,135 2,846 3,058 [ 3,156 3,020 3,211 3,160 3,141 3,152 3,461
{millions) |
| |
5. Gasoline Service Stns. 654 509 ! 877 678 714 | 718 720 } 734 699 737 713 727
(millions) | o
_ ' ] \ ‘
| | |
o Drug Stores 352 344 | 380 349 365 369 361 367 359 375 361 495
{millions)
JRCE  Dept. Commerce ""Survey of Current Business,” 1951
28 SPONSOR



MBS, ABC and all radio in dealing
with summer. lts approach. hinging as
it does on sales opportunities, audience
opportunities, and out-of-home plus
factors, is the philosophy of the en-
tire industry.

On the local scene, stations have
been busier than ever before preparing
presentations designed to point out op-
portunities for national and regional
advertisers. Special audience-promo-
tion campaigns (as shown in the
WCAU tune-in ads at right) are being
readied. Persistency in fact gathering
to provide a basis for creative selling
has, at many stations, replaced the pre-
vious attitude of discouragement with
summer.

Many stations, writing in to SPON-
soR, have expressed the opinion that
this publication’s annual Summer Sell-
ing issues, starting in 1948, have played
a large role in stimulating interest in
licking the habit of hiatus thinking
among both sponsors and industry ex-
ecutives. Wherever the credit lies, this
fourth Summer Selling issue reflects in-
creasing consciousness of summertime
radio’s value.

For the first time, the Summer Sell-
ing issue has been divided into radio
and television sections (TV section
starts on page 43). Interestingly, spon-
SOR researchers found that the thinking
among television sales executives has
been strongly influenced by radio’s
summer experiences. TV salesmen are
determined to push, from the first, for
year-round spending by sponsors.

Perhaps the most important devel-
opment to come out of radio’s desire
to sell itself in the summer has been
the measurement of out-of-home audi-
ence. As shown on pages 35 and 36
of this issue, the true rating of a pro-
gram can only be determined once out-
of-home listening is added to in-home
figures. In summertime, an average of
up to 7% of the total audience is made
up of out-of-home listeners. For ma-
jor programs, this can represent sales
impressions by the tens of thousands.
To cite an example: in Los Angeles,
during July-August last summer,
13.5% of the total audience of Grand
Central Station (CBS-Radio) listened
away from home, according to Pulse.
Agencies, increasingly, are considering
factors like this in their recommenda-
tions to clients about summer radio.

This summer, listeners will tune
their portable, auto, and home sets
with heightened interest because of the

7 APRIL 1952

U'm spending

my summer
with

wherever you

o WCAU goes too!

listen to
“YACATION EXPRESS™ 5:30 p mon. ‘thru fri.

im
spending
my summer

Sl
wherever you go WCAU goas too!
listen fo

“YACATION EXPRESS” 9:30 pw mas. thiu iri,

Important in making radio good summer value for advertisers are audience-building efforts
by local stations. Among techniques used are summer-styled tune-in ads (like these from
WCAU, Phildelphia), contests, stunis, over-the-air promotion, outdoor programs broadcast
from booths at fairs, billboards, and many other novelties For details, see page 32

political campaigns. Among the 637%
of the U. S. homes which cannot re-
ceive TV, radio will be the prime
source of news about the campaigns.
Pre-emption of evening radio programs
will put political speeches and docu-
mentary-style stanzas on the air which
are sure to hit high ratings. Commer-
cial sponsors who precede and follow

such high-interest shows will benefit.

This, plus the availability of facts
about summer, promises to stimulate
wider interest than in previous years
among sponsors, some of whom are
thought to be readying special last-
minute campaigns from new appro-
priations designed to take advantage
of 1952 summer opportunities. * * *

NBC executives Bud Barry and Jack Herbert were cast with Fred Allen in presentation in form
of a radio play. Allen was dubbed vice president in charge of summer, gave listeners facts
on sales opportunities, out-of-home listenership sprinkled with wit. Slides accompanied the
presentation which had a cast including top radio actors For details, see page 39
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Railroad Hour™ is lead-off show on Monday-night block of NBC musicals, is designed to stress railroads' need for revenue to stay healthy

The “Ralroad Hour™ non-stop all
" """elb Iﬂ " g There’s no off-season on selling ideas, reasons R.E

1949. Traditionally. this Monday night

1

group, which puts 507, of budget in radio

Even when you're selling to-hiatus.” They were merely con-

ideas. vou can't afford to
let up when the weather
gets hot. It is this coldly-factual point
of view which keeps the Association of
American Railroads’ Monday night
musicale on the air 52 weeks a vear.
The Railroad Hour, an “idea-selling”
vehicle if ever there was one, is re-
zarded by the Association as so im-
portant in shaping public opinion that

block of NBC prestige musicales takes
no hiatus.

Back in the late "40’s, when the As-
sociation started investigating the pos-
sibilities of air advertising after a 12-
year stretch with printed media alone,
its executives were unaware of side-
lights on radio like “to hiatus” or “not-

cerned with the type of air vehicle that
could do a job for them during the
“regular” season. Here’s the way they
went about their choice of the 52.
week Railroad Hour in 1948.

A program, they reasoned, had to
make the public aware of these things:

1. Railroads are essential.

a summer hiatus hasn’t been seriously

W!NTER Name-star policy on winter "Railroad Hour" finds such stellar personalities as Margaret Trvn
considered in four vears on the air.

before its mikes during fall and spring. She is seen with Musical Director Carmen Drioni

There are more reasons underlying
this strategy than just the need to
maintain a steady drum-fire of mes-
sages to the public. Basically the en-
tire broadcast philosophy of the Asso-
iation is built on continuity. For in-
stance, the program is now part of a
our-program block of musical pres-
tige vehicles which have been main-
tained on NBC, back-to-back and year-
‘round, for what constitutes a record
length of association.
Railroad Hour, four years old. leads
I a lineun which includes: The Voice
of Firestone (24 vears oldi; The
Telephone Hour, (12 years old) ; and
Band of America (which recently cele-
rated its 25th air anmiversary). The
latter programs have been to-
ther for 12 years and the railroad
how has been with the lineup since
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2. Railroads are enterprising and
progressive.

3. Railroads are serving the public
well and at low cost.

4. Railroads can, and will, do a bet-
ter job for the public if permitted a
fair chance to make adequate earnings.

The A.A.R. reasoned that a success
in putting over the first three objec-
tives would put across the fourth—that
of keeping the railroads financially
strong.

As a matter of fact, it took the
A.AR. two vears to decide on the ra-
dio program it wanted. The prelimi-
‘nary study was made in 1946, and was
shelved until the spring of 1948. At
this time, the Public Relations Com-
mittee of the A.A.R., which is made up
of PR experts from the top member
railroads, met with their Benton &
Bowles representatives.

After examining and discussing
more than 60 shows, program formats,
ideas and personalities, John L. Cobbs,

B & B account executive, and Walter

Craig. vice president and radio-TV di-
rector for the agency, plaved a new
musical audition record for the com-
mittee. The program, now Railroad
Hour with Gordon MacRze as sing-
ing host, was overwhelmingly approved
for one year, with a provision for a
second year if it proved successful.

It was not the easiest task to select
the format for the A.A.R. radio pro-
gram. The vyardstick of approval
called for manv principles including
these:

1. The program should be able to
attract a large, steady audience.

2. It must be in character with the
nature of A.A.R. and the industry.

3. It must permit a deft introduction
of commercial messages.

4. It should have a public service
character or function.

These qualifications eliminated many
tvpes of programing immediately. The
news commentator shows were out be-
cause of possible sponsor identification
with the commentators’ views and
news interpretations. The comedy-
variety type, mystery-drama, quiz
show and contest type were discarded
because they were not suitable for
carrying the sort of messages in which
the railroads were interested.

Furthermore, related music shows
of the symphonic and concert type
were also eliminated because of the
limited audience attracted.

Although the Association’s Railroad
Hour made its debut on 4 October
1948 over the ABC network, the pro-
gram was switched the following sea-
son to the lead-off position in NBC’s
Monday night of music.

Here was block programing at its
best. Coming on the heels of the
A.A.R. show were such well-established
public service music programs as The
Voice of Firestone, The Telephone
Hour, and Band of America. The Rail-
road Hour was expected to help build
the evening’s music audience. But be-
fore long, the show’s ratings out-dis-
tanced the established programs, and

Hot-weather "Show Train" goes in for scaled-down, summery musical fare on a budget bal-

anced against audience expectancy. Lesser stars, such as Lucille Norman, hold spotlight

NBC

AFFILIATES

Rest of year R.R.'s are equally promotion minded, seek station

has been doing this rather consistently
up to the present time.

This also pointed out the mass-ap-
peal and audience attraction of the
program. In polls taken by the A.A.R.
there are more signs of success, show-
ing that messages are getting over. The
results of three annual surveys taken
by the Opinion Research Corporation
of Princeton, N. J. show this: In an-
swer to the question “Have you ever
listened to the Railroad Hour?” 52%
of those queried said “yes” in 1951.
The 1950 affirmative figure was 45%,
while it was only 34% in 1949.

During the same years, the A.A.R.
has made three offers on the air test-
ing the pulling power of the program.
In 1949 eight announcements were
made offering a “Quiz” booklet on
Railroads. This resulted in 49,383 re-
quests. The same offer was repeated
in 1950 with only four air mentions,
and there were 63,794 requests. How-
ever, last year, a “Souvenir Booklet”
of the program was offered with four
announcements, and the requests to-
taled 120,437—more than the com-
bined totals of the two previous years.

Despite the current role of the U.S.
Army in today’s railroads, the main
A.AR. problem is economic stability.
Railroads feel they must have the op-
portunity of maintaining themselves as

(Please turn to page 80)
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Sumr.ner slump in radio has been successfully overcome by stations who promote audience with attention-getting stunts, follow up with fas4
special promotion tying in with transit strike. More usual WWDC effort to whip up enthusiasm from sponsors and listeners isine

0w Stations lick slump psycholog

Stunts:

Tours:

32

Tape recordings by touring local-
ites hypo KMA summer listening

More stations than ever hefore are compiling

facts sponsors need to evaluate suimmer air

Ever since SPONSOR pub-
lished its first Summer Sell-
! ing issue back in 1948, the
number of stations active in compiling
special presentations for summer ad-
vertisers has been on the increase. Sta-
tions have been growing ever more
conscious of the sponsor’s desire to be
shown why summer is a good buv on
the air.

This year the response to a SPONSOR
questionnaire was far above previous
years, indicating that special summer
efforts are by now a normal part of
sales activity at most promotion-mind-
ed stations.

The 15 stations large and small se-
lected for coverage in this roundup
use a variety of summer-selling means.

Some (as in the WWDC picture above)
SPONSOR
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fo prove case for year-'round advertising. Above is
Nashington' contest with sponsors tying-in radio copy

stress audience promotion in their
pitches to advertisers, pointing out that
they are employing powerful cam-
paigns to keep listenership high. Oth-
ers have done thorough market re-
search jobs (as in the KNX, W]R, and
KMOX presentations shown at right),
putting together figures sponsors need
to properly evaluate factors such as
summer sales in the area, influx of
visitors, out-of-home listening.

Key conclusion from remarks of sta-
tions to SPONSOR is that special sum-
mer efforts are paying off. Many re-
port billings way up in summer among
national and local accounts,

Much credit for thus inspiring the
industry goes to WCCO, Minneapolis.
acknowledged as pioneer in special
summer campaigning since its 1948
“Sell ’em while they’re hot” promotion.
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KMOX, St. Louis
For the CBS outlet in St. Louis, the

summer slump is on the way out. Only
nine local and national KMOX adver-
tisers took their usual suminer hiatus
in 1951; each of these was replaced
by two new advertisers for a total of
18, or a score of two to one. More-
over in 1951, summmer advertisers
bought 221 more quarter-hours than
were sold during the corresponding
period in 1950, an increase of 20.3%
in the number of sponsored summer
programs.

Here are the figures KMOX has to
prove that sponsors know what they’re
doing and why.

1. During the summer months of
June, July, and August, KMOX day-
time audiences average a healthy 7.5
(Pulse) —on par with the average for
other months of the year.

2. In KMOX-land, more than $900,-
000,000 is spent during this three-
month period for food, drugs, automo-
tive and agricultural products, summer
clothing, hardware, sporting goods,
other retail products.

3. Some 3,000,000 visitors spend
$200,000,000-plus in the scenic Ozark
Playgrounds area each summer, add-
ing to the jackpot advertisers can hit
via summer programing.

WJIR, Detroit

Station salesmen in this area rub
their hands when summer rolls around.
Their pitch is bolstered by the fact that

Presentations:

during the summer months almost as
many people vacation in Michigan as
live in the state year-'round.

More than 4.500,000 out-of-state va-
cationists spent an average of 12.3 days
in Michigan during the months of
June, July, August, and September last
year. These visitors rack up an average
per-party expenditure of over two hun-
dred dollars.

In addition, 60% of Canada’s great
tourist trade is concentrated in the
Province of Ontario, all of whose ma-
jor cities and most of whose resort
spots are within WJR’s primary cover-
age area. (Ontario estimates its vaca-
tiontime trade amounts to about $156,-
000,000.)

Bonus-wise, WJR offers facts and
figures on the often elusive subject of
out-of-home listening. A survey of
over 51,000 cars in the Greater De-
troit area showed that 83 out of 100
cars in that area have car radios.

WIR’s slogan: “Make this summer
the best summer your product ever had.
Advertise in the market that’s twice
as good in the summer . . . The Great
Michigan Vacationland!”

KITE, San Antonio

Down Texas way, the folks at KITE
say, “Maybe we’re out of date, or
ahead of times, but summer in radio is
the time to which we look forward.
Selling is usually easier, and since we
concentrate on 52-week advertisers,

(Please turn to page 84)

Vacationists flocking to California, Michigan, "Ozark Playgrounds” give
sales-conscious local stations powerful ammunition for summer campaign
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HOUR 6-7 a.m. 7-8 8-9 9-10 10-11 11-12 noon 12-1 p.m. 1-2 2-3
1. How do sots=in=use compare=qinier rs. summenr?
Nielsen figures, which here cover the in-home radio audi- p-m. There is a sharper drop from the winter levels dur-
ence, show that summertime sets-in-use are simply a scaled- ing the evening hours. However, since nets, stations offer
' down version of winter listening from 6:00 a.m. to 6:00 big discounts, audience loss is balanced. Chart is for 1951.
‘;
F A

\What are the hasic facts

Ahout summer histening

Nielsen, Pulse and other data show how “out-of-home” listening plus

“in-home’" adds up to strong summertime radio

(n a country where there are more auto radios
han there are TV sets (summer estimate: 25
million vs 17.5 millions TV sets), and where one
out of five of the 42.8 million radio homes has a portable
radio, the 1952 radio summer will be bigger than ever.
Sponsors will do well to examine the charts on these
pages closely. The Nielsen figures (top, this page) show
how last year’s suinmertime radio sets-in-use was usuallv
some 807 of winter daytime listening, only falling off at
night. And. though Nielsen wasn’t then measuring out-of-
home, summer radio was a good buy in homes on the basis
of 52-week discounts, which often make 50¢ buy a dollar’s
worth of hot-weather radio.
The facts on out-of-home listening, in a selected list of
shows and markets, are revealed in the Pulse chart at
right. Losses in the in-home ratings are often more than

over-all
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made up for by the summertime spurts in the out-of-homne
listening—with nearly 75% of it done in autos, or with
portables. Adding out-of-home to the in-home listening
gives true listening, and a true picture of the scope of
summertime radio. When measured against the dollar
savings (due to discounts offered for staying on year-
‘round), summer radio is a real bargain.

As sPONSOR stated in its last issue (24 March):

“TV-has forced upon radio such drastic changes of pol-
icy, pricing and packaging that radio is practically a new
advertising medium.”

Admen are, more and more, learning that this applies
particularly to summertime radio, since the sales of “out-
of-home” sets (car radios, portables, small clock radios,
eac.) are higher than ever. Last year, 90% of radio’s ma-
jor advertisers continued on radio all summer. AR

SPONSOR
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“True listening is sum of “In-home” and ‘“Out-of-home*’

SOURCE: Pulse. Inc., July-August 1951 ratings

Show New York Buffalo Atlanta Chicago St. Louis | Los Angeles
e home tome TRUE| hame fome TRUE| home home TRUE home home TRUE| home foovs TRUE| heme 1omts TRUE
Arthur Godfrey 6.2 .5 67|77 .8 8.5 68 1.0 7.8/11.2 1.2 13.4/9.5 1.1 10.6/3.6 1.2 4.8
{ Aunt Jenny 56 .3 59(64 .6 7.0045 .4 49 92 4 9.6/95 .6 10.1159 .5 6.4
Our Gal Sunday 56 .2 58 6.3 .3 6645 .3 4.8/ 10.1 .3 10.4/9.4 .3 9.716.4 .4 6.8
Big Sister 54 .2 5663 .3 66/44 .4 48 87 .3 90/88 .5 9.369 .4 7.3
Ma Perkins 54 .2 5666 .2 6846 .4 50 85 .3 88|86 .5 9.1174 .5 7.9
Saturday '
| Armstrong Theatre! 4.7 .7 5.4,6.8 .7 7.5147 7 54 62 .3 6575 .3 7.86.5 .7 7.2
Grand Central Sta. | 4.6 .3 49,68 .7 7.5/4.8 55 69 .3 7.2/77 .3 807.41.0 8.4

2. How much does out=of=home listen ing add?

Only in the last couple of seasons are sponsors beginning
to be aware of just how big “out-of-home” listening has
grown. In the Pulse chart above, specific daytime exam-
ples are given. They are representative, rather than extra-
ordinary, of July-August daytime listening last year. (For
evening examples, see next page.)

This year, with auto radios being some 209 more nu-
merous than last, and with sales of portables booming, this
added “plus” should be even larger.

Figures in these Pulse charts show average July and
August Pulse ratings for weekday and Saturday programs,
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both “In-home” and “Out-of-home.”” Together they add up
to the “true” rating (i.e., percentage of homes in the area
tuned in).

IU’s wise to note: Pulse estimates that from 65% to
75% of this summertime out-of-home listening is done to
car radios and portables. This is backed up by Advertest’s
figure of 33% of the out-of-home listening being done to
car radios, even in winter.

A valuable “guesstimate” from Pulse: Except for certain
hours of the morning, summertime out-of-home listening is
the reverse of N.R.I. in-home; it’s especially large in eve-
nings in hot weather.

35
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Eveuning shows as well are boosted by out-of-home listening

i PROGRAMS NEW YORK BUFFALO ATLANTA CHICAGO ST, LOUIS | LOS ANGELES

In-  OQOut-of- In-  OQOut-of- In-
Evening home home TRUE home home TRUE home

| E— —

Talent Scouts | 7.4 7.9 85 .5 9.0 6.6

S
Mr. D. A, 66 .3 69114 .6 12.0/12.0
Telephone Hour | 5.9 .3 6.2] 6.4 .4 6.8/10.0
Big Story 5.8 .2 6.0/124 .4 12.8/10.2
A

This Is Your FBI} 5.6 57| 59 5 6.4 65

SOURCE: Pulse, Inc., July-August 1951 ratings

Some’ TRUE| home home' TRUE| home home TRUE| home ome’ TRUE
8 74169 .4 73]92 .3 9549 5 54
.5 125/7.7 .3 8.0/93 .1 9463 .3 6.8
.6 10649 .4 53|57 .3 6060 .3 6.3
.6 108,78 .3 81 78 .4 8273 .1 74
9 7459 .5 6458 .2 6.0/50 .3 53

Percentage of ““true’ homes (rating) that out-of-home represeunts

‘ When the “out-of-home” Pulse rating is measured
against the total (or “true”) rating, its significance is clear.
For all suinnertime shows, about 6% to 7% of the true
rating, on the average, is made up of out-of-home radio
| listening. Sometimes, it’s much higher.

Take the case of the Arthur Godfrey CBS radio show in
l.os Angeles. shown in the chart at right. Last summer,
Godfrey was heard there between the hours of 7:00 a.m.
and 8:00 a.m. in the morning. In this valuable, auto-mind-
ed market, people driving to work or loafing outdoors in
the morning were a valuable segment of the ‘“homes”
tuned to the show. In fact, thev represented at least 25%
of the “true” rating!

Although this is an extreme case, no sponsor should
forget out-of-home figures in evaluating the extra, often-
forgotten listening he receives in the summertime.

Shows 7 N. Y. ]St. Lovis | L A
Arthur Godfrey 7,507, | 9.59, 25.09,

Big Sister 3.5% ‘ 5.5% 5-5%

Telephone Hour 4.9% 5.3% 4.8%

Big Story 3.3% 4.9% 1-4%
G. C. Station 6.1% 10.0% 13.5%

SOURCE: Pulse, Inc., July-August 1951 ratings

WGAR study indicates how many hours car radios are turned on daily

| Total Hours I | Total Hours
| No. of No. of 9% of Total Radio is % of Total No. of No. of 9% of Total Radio is % of Total
Hours Respondents Respoodents Turned on ] Hours Hours Respondents Respondents | Turned on Hours
A 31 6.9% 7.75 1.1% 3 28 6.2 84. 12.2
1/ 65 14.4 32.50 4.7 3y 3 7 9.75 1.4
b 34 7.5 25.50 37 34 8 1.8 28. 4.1
| 101 223 101. 14.7 33, 2 4 7.50 1.1
14 9 2.0 11.25 1.6 4 9 2.0 36. 5.2
1/ 54 11.9 8l. 1.8 41/, B . =
13 9 2.0 15.75 23 41/ - . .. -
2 70 15.5 140. 20.4 43, _ - =)
2V, . 5 14 3.1 70. 10.2
21/ 15 33 37.50 5.5 —_—
23 . . I 452 100.0% 687.5 100.0%

Key conclusion: 452 respondents turn their auto ra-

dios on a total of 687.5 hours daily for average 1.52 hours.
51.1% of the auto radios are turned on one hour or

less; 48.9¢, are turned on more than one hour.

The 687.5 hours of daily auto radio listening out of a
total of 932 hours spent in their autos by 452 respon-

dents indicates an auto radio tune-in of 73.771%.
SOURCE: June 1951 car radio study by WGAR, Cleveland.
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Average month by month ratings by radio program types

Once-a-week evening 25 minutes or longer Multi-weekly daytime
(Rating is figure at left: at right is number of shows of the type.)

1951 Niel- | Situation | General | Mystery | Concert Popular Variety Variety Quiz & | Adult | Child | Quiz &
sen periods] Comedy | Drama | Drama  Music Music Music Comedy  Aud. Par. Serials | Programs = Aud. Par.
1 JAN  |109 16 107 8 94 18 62 6 68 4106 6 11.8 7 97 7| 72 25 64 5 49 10
2 113 16/115 8|10 18 72 6 79 4 97 7/115 7105 7| 69 25 62 5 54 10
| FEB f114 16 117 8103 18 67 7 70 4102 7 115 7100 6| 71 25 66 5 50 10
2 102 17 102 8 95 18 60 7 61 4 93 7111 7 87 7] 70 25 58 5 50 10
I MAR 1103 16/ 104 8 91 18 65 6 7.1 3 95 6/109 6 89 €| 74 23 58 4 46 10
2 104 14 97 9 82 18 63 6 83 3 88 6102 6 79 5| 7.1 24 58 4 46 10
1 APR 98 15 92 9 85 19 56 7 79 3 87 6103 6 81 5| ¢8 22 54 4 4310
2 89 15 90 9 81 19 56 7 76 3 81 6 91 6 80 5| 64 24 47 4 41 10
I MAY | 80 15 78 9 71 20 53 8 67 3, 70 6 87 6 59 4| 64 22 40 4 40 10
2 68 14 75 8 63 19 46 6 58 3 62 6 76 5 60 6| 60 22 39 4 3410
1 JUNE | 7.0 13‘ 74 6 60 21 44 7 53 4. 60 6 82 5 63 4} 64 22 45 2 3710
2 54 10 66 5 52 21 32 8 47 6 48 6 44 4 60 3| 57 21 28 1 35 8
| JULY | 54 5 52 6 49 14 45 5 47 6 44 5 38 2 47 1] 50 21 noshows 34 8
2 45 1 56 5 47 15 43 4 47 5 44 5 30 2 48 1} 53 20 noshows 3.5 9
1AUG | 54 1 53 4 51 14 36 6 41 4 49 5 38 2 noshows| 54 19 noshows 38 7
2 46 1 60 5 54 11 45 5 41 4 51 5 43 2 noshows| 56 19 noshows 3.7 7
1 SEP 65 4 68 7 66 9 40 7 52 4 57 5 58 2 70 1§ 55 21 42 1 38 7
2 62 3 74 8 69 12 48 7 62 3 67 5 62 3 69 1| 58 22 43 2/ 37 7
1OCT | 86 10 78 10 72 13 71 5 65 3 78 7/ 87 6 86 3] 52 25 45 3 33 9
2 93 10 81 10 83 13 60 6 78 3 8.1 5‘ 82 6 106 3} 59 24 49 3 38 10
I NOV | 95 11 89 10 83 12 60 6 74 3 87 5/ 90 6 112 3] 64 24 61 3 42 11
2 89 n,} 74 10 75 12 63 6 68 3 16 6{ 81 6105 3] 55 25 55 3 3.8 11
1 DEC 9.1 10/ 82 10 79 16 62 6 71 3 83 6 79 6 87 4] 60 25 60 3 41 11
2 99 10 85 10 84 12 65 5 701 3/ 83 6/ 87 6 115 3! 59 26 66 3 47 11
July-Aug. | . ’ { l | |
awese | 50 | 55 50 42 44 iy 47 | 37 44 | 54 roten 36
Estimated I l
Medal 45 45 44 38 39 38 27 53 | 46  rowes 3.0
for '52 \ |

SOURCE: A. C. Nielsen AM ratings, 1951.

Programs evaluated are network shows only.

3. How do show types fare=winter vs. summeor?

In the above chart, based on Nielsen radio ratings, ad-
vertisers have an opportunity to study the relative rating
behavior of program types in summer and winter.

Also, when costs are taken into consideration, they give
advertisers an opportunity to evaluate basic radio program
types on the basis of cost-per-1,000 homes. (For details,
see “Is cost-per-1,000 being misused?”, SPONSOR, 10 March,
1952.)

It’s wise, as mentioned earlier in this section, to remem-
ber that these Nielsen rating figures do not reflect the
out-of-home audience in the summer-vs.-winter compari-
sons. Much of this is being corrected by the Nielsen Cov-
erage Service’s plans, but NCS was not in effect when

7 APRIL 1952

these ratings were made. However, these ratings are an
accurate general indication of how various show types fare.
They should be viewed in the light of the actual number of
programs exiting the radio air in the summer among any
given type.

For instance, most of the daytime radio serials stay on,
and their ratings in the summer are about 70% of what
they are in the winter. On the other hand, few big-time
situation comedy shows (see chart above) stay on in the
summer. And the ratings for the type dwindle down to as
little as 40% of the winter level. This reflects the quality
of the shows which stay on as much as it does the tastes
of summertime audiences.
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Sumumer shows: experiments, standards

ABC "Newsstand Theatre” part of block programing tryout
CBS Lever Bros. to stay on with regular show, "Big Town"
MBS "Game of Day"” is keystone of net's summer programing
NBC Among program expariments is revival of "First Nighter"
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Policical hattle bolster
\l0'S Summer pun

Speeches; election news will keep

listeners glued to sets, raise rating expectaney

With the summertimme ra-
do air due to resound with
the speeches. color, and music of Amer-
ica in a presidential election year, net-
work radiomen now anticipate an un-
usually-strong radio position in the
hot-weather days.

This added stimulus to listening.
since radio is still the “basic” air me-
dium for politicking and political cov-
erage, is going to be a kind of “free
bonus” to other sponsors in mid-1952.
The fact that three major bankrollers—
Westinghouse (see story, this issue),
Philco and Admiral—are spending an
estimated $2,730,000 in network radio
for convention and post-convention
coverage is obviously going to raise
the whole level of summertime listen-
ing. But, this merely adds to what is
already a growing trend to re-evaluate
summertime “hiatus” thinking.

There’s more than political program-
ing to make summer 1952 hot. Radio
is expending extra effort to maintain
audience and billings. New shows of
top quality are being planned by net-
works, while many top shows, formerly
on the 39-week ad bandwagon, are
close to joining the 52 club.

Net programing chiefs know now—
from various studies and surveys on
summer listening—that a good show
will hold an audience. Accordingly,
NBC, for one, is planning to originate
two plush summer shows in addition
to quality replacements. One of them,
The Scarlet Pimpernel, represents one
of the few times in recent air history
that an attempt has been made to cre-
ate a period program.

The second NBC experiment involves
the use of movement as a basis for a
radio program. Called The Chase,
this show will be built on the same

over-all

technique which characterizes the
Hitchcock motion pictures.

All the net are planning additional
news coverage and special events
broadcasting in the political areas.
What with two presidential conven-
tions wide open, there will be increased
radio spending to reach all the voters.

National, plus state political news
will undoubtedly pre-empt a lot of net-
work option time this summer in addi-
tion to the schedules planned by the
nets. Sponsored news programs and
newscasters will be a heavy and im-
portant source of billings this summer.

Although summer audience facts
have been made increasingly available,
network sales staffs still have an uphill
road to climb. Among the difficulties
they face are: the quarter-century of
hiatus thinking on the part of many
admen; inadequate measurement of ra-
dio by rating services.

Nevertheless, the sales pitches are
meeting these obstacles.

One of the best and most potent sell-
ing jobs for radio is NBC’s new sum-
mer presentation, “Summer Radio:
1952,” starring Fred Allen. This pitch
is set up as a half-hour radio show, and
wraps the facts in easy-to-take humor.

Key facts being pitched by all the
nets are those which involve radio’s
coverage, low cost, and strength. In
brief, the nets point out:

1. Radio is 10% bigger today than
last year. There are 105,300.000 ra-
dio sets—one for every person of vot-
ing age.

2. Radio sets manufactured last vear
outscored TV sets better than two to
one. Here are the production figures:
5,384,798 TV sets; 7,849,279 home sets
and portables; 4,449,867 car radios.

3. Out-of-home listening in the sum-
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mer helps make up for the in-home
drop in listening. An American Re-
search Bureau study last August shows
out-of-home listening is a vital fac-
tor in audience measurement. One ex-
ample in the study: of 8,300,000 peo-
ple listening to a Mario Lanza broad-
cast, more than 1.000.000 were out-of-
home listeners.

4. Radio is more flexible today.
Sponsors can uow buy split networks.
reaching the areas where they have best
product distribution. Incentives for
summer buving are being offered, in
addition to the plump 52-week discount
allowed by all networks. There are
more saturation plans, and package
opportunities available this year at
lowered cost.

5. Radio coverage exceeds all its
competitors. Close to 29,000,000 homes
throughout the county are reached only
by radio, which is the only medium
with facilities to cover the entire coun-
try. Radio execs also point out that
53.2% of <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>