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50c per copy @ $8 i&ar

“pot luck” at this house!

Steak everyday! Which means prime coverage of
the vast WNHC-TV audience. Television means
WNHC-TV to families not only in all of Connecticut,
but in eastern New York, Massachusetts,

western Rhode Island and much of Long Island.

91 publications carry WNHC-TV listings.
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FIRST STATIONS OF VIRGINIA

WMBG
WCOoD
WTVR

"“Atlantic keeps your car on the go'’'—

slogan for Atlantic Hi-Arc gasoline and

Atlantic Aviation motor oil—expresses the happy
result of the Atlantic Refining Company’s
"“complete job’ from oil wells to service stations.

Havens & Martin Inc. provide Virginians with
another kind of “’service stations’’—complete
entertainment and public service via WMBG—
WCOD—-WTVR. They comprise the first complete
broadcasting institution of the South. Today
advertisers are as enthusiastic as audiences—
and vice-versa—about Havens & Martin Stations.
That's your cue, Mr. Timebuyer.

WMBG ~» WCOD ~ WTVR ™

Havens & Martin Inc. Stations are the only
complete broadcasting institution in Richmond.
Pioneer NBC outlets for Virginia’s first market.
WTVR represented nationally by Blair TV, Inc.
WMBG represented nationally by The Bolling Co.




CBS points
finger at
NBC regarding

merger rumor

Number TV
stations by

1 January live
up to predictions

CBS moves
sales
strategist
into films

Thompson’s
radio-TV

tops magazine
billings

Stations
urged to save
campaign data

TV syndication
for fractional
audiences

53 millior

CBS hierarchy attributes to NBC source of report published in trade
press to this effect: CBS will soon follow NBC lead and merge its TV
and radio operation. CBS retorts NBC is smarting under displeasure
NBC affiliates have allegedly expressed toward merger and hopes to
lessen the heat from this quarter by needling CBS into adopting the
single executive platoon Ssimilar to its operation.

—=SR—

One facet of TV that is living up to predictions concerns number
TV stations to go on air between lifting of freeze and 1 January 1953.

in-
And that guess looks good today.
~SR—

Figure generally cited at time of thaw by various trade sources,
cluding SPONSOR, was 12 stations.

Transfer of Wilbur Edwards from KNX, Los Angeles, to sales director

of CBS' film syndication division was prompted by fact he is one of
ace sales strategists in CBS empire. Fred Mahlstedt remains with syn-
dicate division as head of administration and operations.

-SR—-

Air media have become dominant with New York office of J. Walter
Thompson. For first time, agency this year will bill more radio and
TV business than magazine. Thompson for many years prior to radio
ranked as top magazine agency. In fact, Thompson got its start as a
broker of magazine Space.

-SR-

NARTB anticipates spate of Congressional probes into Presidential cam-
paign. It is urging station members to keep detailed file on all
negotiations and contracts for political time and make sure all deal-
ings have been reduced to writing. NARTB figures radio and TV will be
singled out for major scrutiny when spotlight is put on huge campaign
expenditures. Summary of role air media played in election is con-
tained in article on both candidates' campaigns starting on page 25.

—~SR—

TV now appears big enough to support hour-long variety shows aimed at
fractional audiences. Such a show built around Molly Picon, Yiddish
comedienne, is being produced for syndication by David D. Polon
packaging firm. Miss Picon, who for many years headed her own show
over WMCA, N.Y., is also syndicated for radio.

—SR—

Survey conducted by MBS disclosed 53 million listeners in approximate-

listened 1y half of the 44 million homes in the U.S. heard one or more of the
to Series World Series Games. The female audiences for these games were sur-
prisingly large, according to special study by Advertest for SPONSOR.
(See "What's New in Research," page 56.)
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REPORT TO SPONSORS for 32 November 1952

AFTRA expected
to follow SAG
in commercial

film talks

Agencies oppose
AFTRA's
pension demands

CBS’ November
TV billings
607, above

last year's

UPT installs
TV in 5 more
houses

Soap opera
may become
next field for
fact searching

Elections
boon to TV
set sales

CBS will
share guests
with NBC

Producers of TV film commercials in New York say they are not alarmed
by_Screen Actors Guild's threat to _call strike. They expect collapse
of negotiations between themselves and SAG to have following conse-
quences: (1) Newly merged American Federation of Television and Radio
Artists will petition the NLRB for another election to determine which
organization [(AFTRA or SAG) should have bargaining power; (2) AFTRA
will oust SAG from its authority to negotiate, and (3) AFTRA will pick
up where SAG left off. (See SPONSOR, 6 October 1952, for SAG demands.)

—SR~-

AFTRA has run into headlong opposition from ad agencies on one phase
of its new proposals for compensation on live TV commercials and radio
transcriptions. In addition to 15% increase in wage Scales, union is
seeking extensive Social welfare benefits. These include insurance,
hospitalization, and retirement payments. Agencies ask how can they
be expected to grant pensions to actors, who have status of inde-
pendent contractors, when their employees don't have such benefits.

—SR-

CBS estimates its TV network billings in November will exceed time
sales for November 1951 by at least 60%. Increase of billings for
October 1952 over October 1951 was 51%. Network anticipates total for
1952 to top last year's gross by 80%.

i=SR=

United Paramount Theatres has added theatre TV installations in Dallas
and Houston. Also planning installations in Los Angeles, Salt Lake
City, and Buffalo, which will give chain total of 14 installations.

—SR-

Judging from murmurings picked up by members of SPONSOR's staff among
agencymen, Soap opera may sSoon be coming in for Some sharp reap-
praisal. Queries being raised are: Despite good ratings, haven't
soapers played to same audience year in and year out with recruitment
of new listeners of paltry proportions? Haven't older line of operas
completely exhausted their prospects? What proof is there that point
of diminishing sales return hasn't set in some time ago? Isn't it
possible thorough-going survey would show average housewife absorbed
continuous stream of operas with such low level of consciousness that
she would be hard put to identify product advertised with opera?

t SR-

TV set manufacturers credit Presidential election with giving sales
tremendous boost in older TV markets. Only one venturing estimate 1is
President John S. Meck of Scott Radio Laboratories. He figures urge
to watch conventions, campaign, and election results will be largely
responsible for sales of about 2 million sets this year.

—SR~

CBS TV will give NBC break during junket former is arranging for
newspaper and tradepaper people to unveiling of CBS' Hollywood TV
studios 14 November. If visitors from East would like to see NBC's
new Burbank studios, CBS will provide auto service. CBS' invitation
list may run as high as 200, with choice of train or plane.

(Please turn to page 58)
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143 cities
in 12 State area report WLAC

“SOLID AT NIGHT”

_‘._
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NASHVILLE N. C.

overage

«ce«sFOR ONE THING

As enthusiastically reported in a recent independent 12 State
survey of Station coverage for the J. R. STRICKLAND CO. of
Memphis, Tenn. . .. scheduling 11:00-11:45 six nights a week on
WLAC since 1950 . . . the Strickland program is being received
SOLID IN 143 OF THE 175 CITIES SURVEYED.

This report indicating “WLAC . . . SOLID AT NIGHT”
in city after city prompted the Strickland Co. to write this . ..
“it’s a genuine pleasure to buy WLAC . . . and if you don’t quit
producing such outstanding results for us, who knows, we may
schedule 5 or 6 hours a day.”

For a greater listening audience . . . for proven pro-
gramming results

CBS RADIO 50,000 WATTS

NASHVILLE, TENN.
Represented Nationally by The Katz Agency




advertisers use

" ARTICLES

What air media did te swing the vote

So important were radio and TV in the election that their use for the first time
became a campaign issue. Here, just in time for post-mortems, is an objective
report on each party's air drive, including names of admen who helped; the
facts on the Republican '$2,000,000" spot "blitz"

Bayer thrives on low cost=per-1.000

Anyone can make and market aspirin yet one brand is out in front by far while
selling at as much as 10 times the price of competitors. Bayer holds its lead
by painstakingly careful use of advertising—mainly radio

Kids and animals: tips on handling them on the air

Everybody loves a baby, except the director who has to make one smile for
television. Children, and animals as well, can add charm to any show but it's
wise to be forewarned of the problems as outlined herein

Coty lannches a face powder

If you've got a new product ready to bring out, Coty's radio-TV-merchandising
technique may suggest an approach for you

flow *Death Valley Days™ made switeh to TV
Pacific Coast Borax believes in putting all its eggs in one basket. TV version
of "Death Valley," on film and spot-placed, gets virtually whole budget. Rich
backlog of radio stories aided conversion to TV

s spot TV's new contract flexible enough?

Some admen feel new 4 A's contract decreases spot TV's characteristic flexibility.
Others like it. Here are both sides of the story

What sponsors should know about early a.m. time

Big rush to get into TY-proof radio hours has made availabilities tight. But
advantages of mornings make shopping around for good slots worthwhile

COMING

Firve-manute net radio shows

SPONSOR has set out to answer questions like these: (1] How well do they
ell? {2) How much do they cost? (3] Will the networks clear them for you?

I7 November

Wrigley's silver anniversary with air advertising
The $36,500,000 Wrigley has spent during the past 25 years for radio-TV adver-
tising has kept the company in top sales place among chewing qums

17 November
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HAS TURNED SO. CALIF.

E< E_ﬁ RADIO UPSIDE DOWN!
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FOR THE FIRST TIME IN THE HISTORY OF LOS ANGELES RADIO
— AN INDEPENDENT STATION, KLAC DELIVERS MORE TOTAL
AUDIENCE THAN TWO OF THE LARGEST NETWORK STATIONS.

!
‘ HOOPER RAL/O AUDIENCE INDEX __ - ---- ‘%?
SEPTEMBER, 1952 SHARE OF 242/0 AUDIENCE , ~ \
SETS [IIN0'S | NET-4.|INO-4 | NET-2)IvD-3 | NET-3 JKLAC|v0-2 | NET-1 |INp© |IM0eT | OTH-
)
‘ TOTAL® RATED 9.9 [ 3.01| 8.6 | 5.8 | 16.2 | u.2 II.G: 4.6 ,‘5.7 20,5 | 1.1 ] 2.1 6.1
i TIME PERIODS \

'Y pd
e

*Every rated hour given equal weight. For this raason this Total Index
] is not an arithmetic average of the Day-Part Indexes.

t The above measurements are adjusted to compensate for the fact that Independent Station #5 signs off at
7:00 PM in September.
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hROW

reaches more

Listeners-per-

than any other

San Francisco or
Odakland Station*

*PULSE for Ookland and for San Francisco,
June, 1952

SAN Aﬁ-"p’}\
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BEST BUY IN 2 MARKETS!

There's a billion-and-a-half dollar
market on each side of San Fran-
cisco Bay! Over 150 result-con-
scious advertisers...local, re-
gional, national ... now use KROW
of Oakland to reach both of these
markets at the lowest cost-per-
thousand of any station in San
Francisco or Oakland. Incidently,
there are comparatively few TV
sets 1n these markets.

For details, see
PAUL H. RAYMER COMPANY, INC.

hROW

Radio Center Bldg.
19th & Broadway * Oaklond, Calif.
Sarving The Entire Oakland-San Franclice Say Area

U;O Robert J. Landry

Only millionaires need apply

Last issue we discoursed on the business press in general, express-
ing our conviction that trade journals were usually useful but often
madequately appreciated.  For example. trade papers provide an
absolutely indispensable formm for the close inspection and candid
discussion of program costs. Nothing could be more useful in so
new and o unsure a medium as TV,

S L3 *

Think on this. Apart {from the deflating sense of trade journalisim,
the whole organized razzamatazz of ballyhoo is in the service of the
big expensive shows. Stars make news. Stars give or are given
parties. Sheer celebrity commands attention. Prestige wears a halo.
Above all sucress squares everything. Who challenges the expense
account of a high-powered salesman? Easy to understand how there
grew up in radio a philosophy, now transferred intact to video. of
gladly paying the premium charges exacted by established success.
Why not? It was happy-making.

< * o

Well and good and hurray for Santa Claus. Beautiful is as beauti-
ful does. [t may even seem quaint to be told that as early as 1935
the Association of National Advertisers was complaining that talent
and production costs were running 0% and higher of radio time
costs, a ratio that theu seemed appalling to conservative, audited
business minds. In the light of today’s TV finances the anxieties of
1935 cannot be taken too tragically. They never had it so good.

3 * ¥

The case for big-tinie success need not be over-elaborated here.
Suffice that in radio as now in TV it was recognized that beloved
entertainments assured manufacturers and distributors of products
a royal welcome and a dependable escort into the intimate family
circle of the most sentimental, most grateful. most responsive. and
most spending-inducible people in the world. For that assured wel-
come and escort, the talent costs may be entirely nominal. Fantastic
sales results will justify fantastic operating costs every time.,

* * *

Clear enough? It’s nice to be a multi-millionaire sponsor with
valuable househiold franchises and doing business with multi-million-
aire comedians. General Foods can contract for comies years in
advanve like crops. But suppose, just for make-believe, natch, you
aren’t a nubti-millionaire sponsor at all. You might just as well he
right off the boat from Lebanon. Nobody speaks your language.

< 3% *

Bruce Stauderman. a program supervizor of WNEL, a Cleveland
TV station, recently spent a fortnight in New York in quest of low
cost fornats or low-cost talent. Evervbody, mind vou. was extreniely
polite to hin. bnt, oh. so condescending to Cleveland money stand-

(Please turn to page 87)
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All It Took was 2 Honest Buck...

To start an Indian war. His denial of having kidnaped a settler’s child called a lie by ® Lurgest total audience of any

a hotheaded young lieutenant, Cochise stalked from a meeting and ignored the shave- Omaha station, 8 AM. to
tail’'s ultimatum to return. When the foolish soldier hung his brother in reprisal, the 6 P.M. Monday through Sat-
Apache Chief took his tribe on the warpath. It was later established his denial was the urday! (Hooper, Oct, 1951,
truth. thru Sept., 1952.)

All it tokes is o couple of honest bucks (a surprising few) to start an uprising in the ® Lurgest share of audience, in
Omaha, Council Bluffs area . . . an uprising sales record. Just invest them in spots on ;

any individual time period, of

KOWH, sell to the big, “buy-hoppy” audience indicated by the Hooper averaged below any independent station in all
for the twelve-month period from October, 1951, to September, 1952. America! (Sept., 1952.)
36.29%
25~
OTHER
- Sta. "A"
20 St1a. "B" STATION RATINGS
15
Sta, ''C"
10 Sta. ''D"
5 —y s’o. "E"
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Sure. We can’t guarantee we’ll win 7 of the top 10 every time, as we did the first time up.

(Let alone 4 of the top 5...0r 13 of the top 20.) But when you add ratings like that to our usual

highest average nighttime audiences in all television...starting the new season even further

‘out in front than last year...a pattern begins to emerge. And the whole thing begins to look

less like good luck than good programming. THE CBS TELEVISION NETWORK
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The fact that the audience comes
FIRST continues to keep WREC out
in front as Memphis No. 1 Station. In

providing a service dedicated to public I
interest, WREC is proud of the engi- ’

neering perfection, adequate power and

prestige that work to the best interest
of advertisers, too! Here are two facts
that prove our point: WREC has the
highest Hooper rating of any Memphis
Radio station. Rates are 10.19¢ lower
per thousand listeners than in 1946.

MEMPHIS NO. 1 STATION

REPRESENTED BY THE KATZ AGENCY . AFFILIATED WITH CBS, 600 KC, 5000 WATTS l

SPONSOR l




New on Television Networks

P

3 NOVEMBER 1952

B~ 485'F. T

SPONSOR AGENCY STATIONS PROGRAM, time, start, duration
Charles Antell, Inc. Television Adv. Assoc. ABC TV Live Like a Millionaire; Sat 7:30-8 pm; 18 Nov;
2 wks
Buick Div., Gencral Motors Kudner NBC TV 54 Buick Circus Hour; every 4th T 8-9 pm; 7 Oct:
Corp. 10 progs
Gillette Safety Razor Corp. Maxon, Inc. CBS Tv 64 1953 Orange Bowl Game Th 1:45 to concl; 1 Jan
only
B. F. Goodrich Co. BBDO CBS TV 64 Burns & Allen; alt Th 8-8:30 pm; 16 Oct; 52 wks
Cruen Watch Co. McCann-Erickson ABC TV 36 Walter Winchell; Sun 6:45-7 pm; 5 Oct; 65 wks
Lionel Corp. Buchman & Co. CBS TV 49 All Aboard; Sun 12:15-12:30 pm; 19 Oct; 13 wks
Loggines-Wittnauer Watch Victor A. Bennett CBS TV 64 Thanksgiving Day, Xmas Day progs; Th 5-6 pm;
0. bdcsts
P. Lorillard Co. Lennen & Newell NBC TV 38 Smbassy Club T 10:30-10:45 pm; 7 Oct; 13 wks
Pearson Pharmacal Co. Harry B. Cohen NBC TV 39 Hollywood Opening Night; M 9-9:30 pm; 6 Oct;
(Ennds) 52 wks
Philip Morris (Dunbhill Biow NBC TV 36 My Hero; Sat 7:30-8 pm; 8 Nov; 65 wks
cigarettes)
Procter & Camble (lvory Compton DuMont 37 Rocky King, Detective; Sun 9-9:30 pm; 5 Oct;
Flakes) 9 wks
Vitamin Corp. of America Kastor, Farrell, Chesley ABC TV 25 Billy Daniels Show:; Sun 6:30-6:45 pm; 5 Oct;
G Clifford 52 wks
Willys-Overland Motors Ewell & Thurber Assoc. CBS TV Omnibus; Sun 4:30-6 pm; 9 Nov; 26 wks
Young People’s Church of ). M. Camp DuMont Yo;ah on the March; Sun 10:30-11 pm; 12 Oct;
the Air wks

Renewed on Television Networks

SPONSOR AGENCY |  STATIONS PROGRAM, time, start, duration
— | 3
Block Drug Co. Cecil G Presbrey CBS TV 62 Danger; T 10-10:30 pm; 16 Sep; 52 wks
General Mills Dancer-Fitzgerald-Sample ABC TV 55 Stu Erwin Show; F 7:30-8 pm; 17 Oct; 52 wks
Lever Brothers ). Walter Thompson CBS TV 55 Lux Video Theatre; M 8-8:30 pm; 29 Sep; 52 wks
Liggett & Myers Cunningham & Walsh CBS TV 63 Perry Como; M, W, F 7:45-8 pm; 29 Sep; 52 wks
P. Lorillard Co. Lennen & Newell ‘ ABC TV 62 Chaace of a Lifetime; Th 8:30-9 pm; 18 Oct 52

wks
Reynoids Metals Co. Russel M. Seeds NBC TV 39 Mr. Peepers; Sun 7:30-8 pm; 26 Oct: 39 wks
Serutan Co. Franklin Bruck | DuMont 9 Lif; (:eginss at tighty; F 9-9:30; 3 yrs through
[ Sep 1955

Sylvania Electric Prods. Cecil & Presbrey | CBSTv 39 Beat the Clock; Sat 7:30-8 pm: 27 Sep: 52 wks

Station Representation Changes

STATION NETWORK AFFILIATION NEW NATIONAL REPRESENTATIVE

Cadena Azul {Blue Network, Adam |. Young International

9 stns, Cuba
WCMA, Corinth, Miss. Mutual Robert S. Keller, N.Y.
WDXE, Lawrenceburg, Tenn. Mutual Robert S. Keller, N.Y. {{(For promotion only,
WODXI, Jackson, Tenn. Mutual Robert S. Keller, N.Y, ] Y.C.)
WENK, Union City, Tenn. Mutual Robert S. Keller, N.Y,
W'KE, Newport, Vt. Independent Kettell-Carter, Boston
WILS. Lansing, Mich. Mutual 0. L. Taylor, N.Y.
WPTR, Paris, Tenn. Independent Robert S. Keller, N.Y. (For promotion only, N.Y.C.)
WTWN, St. johnsbury, Vt. indeoendent Kettell-Carter, Boston

New National Spot Television Business

SPONSOR PRODUCT | AGENCY
Z\nahist Co. D _Super-Anahist ‘ Ted Bates, N.Y.

| STATIONS-MARKET .= CAMPAIGN, start, duration

27 TV stns, coast to  One-min anncts; 20 Oct; 13
coast wks {plus radio campaign

5 markets: WBEN-TV
Buffalo; WHAM-TV
Rochester; WAVE-
TV, WHAS-TV Lou-

| isville; WTVR Rich-

J mond; WSAZ-TV

California Lima Bean Lima beans Mogge-Privett, L.A.

Anncts; 15 Oct: 13 wks
Growers Assn.

| Huntington, W. Va.

Numbers after names
refer to New and Re-
new category

In next issue: New aud Renewed on Radio Networks, New National Spot Radio Business. .
' Philip W. Lennen (5)

National Broadecast Sales Executives, Sponsor Persannel, New Agency Appoiutments

3 NOVEMBER 1952

Adolph ]. Toigo (5)
H. W. Newell (5)
Falter O’Meara (5)
C. F. Southward (5)

11



3 NOVEMBER 1952 4 New National Spot Television Business (continued)
a

SPONSOR PRODUCT AGENCY STATIONS-MARKET CAMPAIGN, start, duration
' I-iamilitioirTWatch. In- Retail tewelers BBDO, N.Y. 20 key TV markets, v

Your Jeweler's Showcase, wkly

ternational Sterling Young & Rubicam, coast to coast half-hour drama series;
(alt. sponsors) N.Y. started in Oct; 13 wks

National Cranberry Ocean Spray BBDO, N.Y. Stns in Baitimore, Bos-| One-min, 20-sec, 10-sec
Association cranberry sauce ton, Chicago, De- anncts; 52 wks

- troit, Minneapolis-
St. Paul, N.Y., Pitts-
burgh, St. Louis

Philip Morris & Co. Dunhill King Size Biow, N.Y. 5 cities WMAR-TV  Contest; plugged via news
cigarettes Baltimore; WNAC- progs; partic day, night va-
TV Boston; WABD ried progs; 25 to 53 teaser
New York:; WCAU- anncts a wk; 4 wks through
TV  Phila.; WNBW 16 Nov
| Washington, D. C.
Rapidol Distributing Blensol color Dowd, Redfield & 17 markets coast to One-min film anncts; also 15-
Corp. shampoo | Johnstone, N.Y, coast (co-op includ- min partic Ruth Lyons
ed) WLW-TV, Cinci; Dayton,
Columbus
Tea Council Hot tea Leo Burnett, Chicago 10 major markets One-min anncts, stn breaks

day & night; 1 Nov; 20 wks
Budget: $450,000

5 Adrvertising Agency Personnel Changes
a

A
NAME FORMER AFFILIATION NEW AFFILIATION
A. E. Aveyard MacFarland, Aveyard G Co, Chi, exec wp Same, pres
William R. Baker, |Jr. Benton G Bowles, N.Y., pres Same, chmn of the bd
Robert |. Barrett Howard Swink Adv, Marion, O., exec Guenther, Brown & Berne, Cinci, acct exec ‘
Les Barry KFIl. KFi-TV, L.A., TV dir & prod Curt Freiberger &G Co, Denver, asst tv dir ]
Deimar W. Beman. Sr. Pub rel &G mktg consultant, Omaha Langhammer & Assoc, Omaha, acct exec, also chg |
pub rel 1
Robert F. Bender WKRC-FM, Cinci, sls & gen mgr Haehnle Adv, Cinci, exec !'
H. T. Brettelle, |Jr. Oldsmobile Div., Gen. Motors Corp., Detroit, exec  John Mather Lupton, N.Y., acct exec |
James B. Briggs Charles Blum Adv, Phila, vp Geare-Marston, Phila, vp & acct superv
George D. Bryson Young G Rubicam, Ltd, London, mng dir Same, N.Y., vp & contact superv
Thomas B. Coleman Biow, N.Y., acct exec SSCB, N.Y., vp
A. B. Dicus MacFarland, Aveyard G Co, Chi, vp Same, exec vp
Edgar Donaldson WSYR-TV, Syracuse, superv TV prog oper Ketchum, MacLeod G Grove, Pittsb, radio-TV prod
H. H. Dobberteen Benton & Bowles, N.Y., vp & dir of media Foote, Cone & Belding, N.Y., vp chg media ‘
Donn Fahnestock Conti Adv., Ridgewood, N. J., vp John Mather Lupton, N.Y., acct exec
Bruce D. Hall White Adv, Tulsa & Okla City, radio-TV acct exec Same, mgr Tulsa office
Rollo Hunter John |. Edwards & Assoc., Hywd., copy chief Erwin, Wasey & Co., L.A., radio-TV exec
George Kern Benton & Bowles, N.Y., media dir Geyer Adv., N.Y., media dir
Stanley J. Keyes, Jr. St. Georzes & Keves. N.Y., exec vp Same, pres, chief exec
Philip W. Lennen Lennen & Mitchell, N.Y., chmn of the bd Lennen & Newell, N.Y., chmn of the bd
Henry G. Little Camobeli-Ewald, Detroit, exec vp ‘ Same, pres
Robert E. Lusk Benton G Bowles, N.Y., exec vp | Same, pres )
Hays MacFarland MacFarland, Avevard & Co, Chi, pres Same, chmn of the bd
Robert C. McCormick Allied Public Rel Assoc, N.Y., acct exec | Lloyd, Chester & Dillingham, N.Y., acct exec
Chester F. McSpadden Fuller & Smith & Ross, N.Y., acct exec Hazard Adv Co, N.Y., acct exec ]
H W. Newell Geyer, Newell & Ganger, N.Y., exec vp ~ Lennen & Newell, N.Y., pres
Walter O’Meara J. Walter Thompson, N.Y., consultant Lennen & Newell, N.Y. st vp, exec dir creative
depts
Don Quinn Benton G Bowles, N.Y., timebuyer Doherty, Clifford, Steers & Shenfield, head time-
buyer
Maubert St. Georges St. Georges G Keyes, N.Y., pres Same, chmn of the bd
J. H. Shackelford Allen & Marshall Adv., L.A., partner Shackelford Adv. Agency, L.A. (new agency),
owner
Vaughn Shedd Caoles Co. Chi, acct exec Yambert-Prochnow. Beverly Hills, Cal, vp
Charles W. Shugert Shell Oil Co, asst to mgr, sls prom-adv Benton G Bowles, N Y., acct exec
Stephen Siddle Bermingham ,Castleman & Pierce, N.Y., space  Same. media dir chg of purch all radio-TV time
buver
H. Bechtel Smith Royal Lace Paper Works, N.Y., vp chg adv & sls Kiesewetter Assoc., N.Y., vp, partner
Charles F. Southward Harry Atkincan Adv, Chi, vo Southward & Assoc, Chi (new agency), pres
William E. Steers Doherty, Clifford & Shenfield, N.Y., vy & secy Doherty, Clifford, Steers & Shenfield, N.Y., exec
vp
Robert Swysgcod WKY-TV, Okla City, orod mgr Curt Freiberger &G Co, Denver, tv dir
Adolph |. Toigo Wm. Esty, N.Y., vp, dir of res Lennen & Newell, N.Y., exec vp & gen mgr
Ray Warner Young & Rubicam. N.Y., radio-TV dept Young & Rubicam. Hywd, hd radio-TV comm’l dept
Rita Joan Wagner Morey. Humm & lohnstone, N.Y., acct exec Ellington & Co, N.Y., copy superv
Bryan Warman I. M. Mathes. N.Y., adv & mdsg exec Comstock & Co, Buffalo, exec
Barrett Welch Foote, Coane & Belding, N.Y., dir mktg res SSCB. N.Y.. vo
William R. Wright Kenvon & Eckhardt, N.Y. Ted Bates & Co, N.Y., acct exec
6 Station Changes (other than personuel)
a
KBTV, Denver, new stn, CBS TV and ABC TV affil WKOZ, Kosciusko, Miss., WABG, GCreenwood, Miss., WKRD,
KBUC, Corona, Cal., power increase, 500 to 1000 watts Rockland, Me., KSCA, Redmond, Ore., KOSF, Nacogdoches,
KHQ-T\;. Spokane, Wash., NBC TV affil, to go on air early Texc. KRBA, Lufkin, Tex., all formerly Independent. now
in 'S AB
WFMJ-TV, Youngstown, Ohio, NBC TV affil, eff '53 WNOK-TV, Columbia, S. C., CBS TV affil, eff 1 Jan
WJTV, Jackson, Miss., CBS TV primary affil WXEL, Cleveland, now ABC TV primary affil
Vumbers after names
refer to New and Re-

new category

T. B. Coleman (5)
Barrett Welch (5)
I. . Little (5)
R. J. Barren (5)
Ir'. R. Baker, Ir. (5)

C. W. Shugert (5)
Wm. E. Steers  (5)
Robert Swysgood (5)
Robert E. Luslk (5)
Briee D. Hall 5)

12 SPONSOR




WA RADIO
ERS SPEND
OJRE THAN

_ - ICE

T S MUCH TIME

== wm RADIO
WITH ALL
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COMBINED!

ily reached by personal interview was asked to

. TELEVISION
2-64 "ns‘

In the 1952 lowa Radio-Television Audience

Survey, just completed by Dr. F. L. Whan of

Wichita University and his staff, every third fam-

|
{

keep an “In-home Activities Diary”, quarter-hour by

quarter-hour, the day following the interview.

The graph above shows one significant finding from

this diary study. Dozens and dozens of other new u
facts also merit your careful study. y
9,143 families were personally interviewed for the n

1952 Study. Their response has furnished much new :
% for lowa PLUS +

to every advertising and merchandising man who has Des Moines . . . 50,000 Watis
: 2 :
a stake in lowa. Write today for your copy of the

and authentic data which will be of greatest value

Col. B. J. Palmer, President

1952 Survey—or ask F & Peters. It will be s
Y as ree ers wi te sent - P. A. Loyer, Resident Manager

you free, of course.

o FREE & PETERS, INC.

National Representatives
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Epwarp R. MitToN, President
Jordan Marsh Company

“Jordau Marsh is pleased to begin its fifth consec-
utive year with WHDH. Our exclusive fifteen
minutes of news every morning 7:30 to 7:45 on
this station plays an important part of our radio
advertising.”

s

Francis W. Harcu, Vice Prestdent
Batten, Barton, Durstine & Osborn, Inc.

“"Our programs for the First National Bank of
Boston have been on WHDH without interruption
during the past 214 years. This continuing cam-
paign has beenmost ettective in helpig to promote
bank services.”

| = o =

What Leading Advertisers Thinl

ARTHUR G. PLANTE
Ass’t Vice Pres. Pnblic Relations

New Haven Railroad

“Qur sponsorship of the radio coverage of the
Democratic and Republican National Conventions
over WHDII exclusively was one of the most
effective advertising promotions ever used locally
by the New Haven Railroad. It was an excellent
supplement to our continuing sponsorship of “Hal
Clancy Reports the News’ 52 weeks of the year.”

at Leading Agencies Thinlf

J. PauL Hoac, Presideut
Hoag & Provandic, Inc.

“For many ycars we have bought substantial
amounts of both progran and spot time on WIIDH
for various clients. Listenership figures provide a
measure of the large and loyal audience that
WIIDH enjoys. Our own expcrience proves its
responsiveness, mecasured by outstanding sales
results.”

Raveu CARey, V. E. Mauager
Shell O1l Company '

“Shell Oil Company has sponsored five-minu |
news programs at least twice daily over WHDI
for the past five years. When motorists drive in (

service stations with requests for the produc&
advertised, we know WHDH is producing.”

w3 reiiniad O

JErROME O’LEARY, President
Jerome O’Leary Advertising Agency |

“We find that Boston radio, used intelligently
will produceinore customers peradvertising dolla}‘
than any other medium. Quragency’s radio billing,
1s among the highest 11 New England. More ad
vertising dollars are placed on WHDH than oy
any other individual radio station.” j

Owned and Operated by The Boston Ilerald-Traveler Corporation «  Represented Nationally by John Blair & Company




\bout Boston’s Leading Radio Station

ARTHUR J. CHANTER
New England Regional Manager

Studebaker Corporation

 tudebaker’s sponsorship of the 6:00 P.M. news
,zhtly over WHDH 1s now in its fifth year. Such
1gevity would never have been possible without
e full support of individual dealers. Nor would
at support have been forthcoming but for the
monstrated value of the program.”

H. GiLsoN, President
Washburn Candy Corporation

“The Washburn Candy Corporation has made
great strides in the promotion of its Waleeco
Cocoanut Barj in this, WHDH has played a major
role. Qur program sponsorship s now in its
fourth year.”

> ’ . ﬁ"

Rarston H. CoFrix
Durector of Advertising and
Sales Promotion, Consumer Products
Radio Corporation of America

RCA Victor Division

“WHDH’s promotion for 45 rpm records helped
to spearhead our national campaign. Their 1deas,
follow-through, and cooperation have been out-
standing.”

\bout Boston’s Leading Radio Station

sABRIEL M. STERN, Exec. Vice Pres.
Hirshon-Garfield, Inc., Boston

[, ur numnerous weekly radio programs on WHDH
¢ all done effective jobs for our clients in the
t'd, clothing, houseware, and luxury product
'Ilds by creating strong New England consumer
« nand for the clients’ products, at a compara-
({:ly small cost.”

Jou~ C. Dowp, President

John C. Dowd, Inc. of Boston

Dowd, Redfield & Johnstone, Inc.
of New York

“Placing business from New York as well as Boston,
our agency realizes the stature of WEHIDII as one
of the country’s leading independent stations. We
feel 1t i1s an extremely effective vehicle i any local
advertising campaign.”

| 850 KILOCYCLES * 50,000 WATTS * BOSTON

GEeoRrGE C. WiswELL, Treasurer

Chambers & Wiswell, Inc.

“WHDIH and Curt Gowdy make a great sports
team. We are currently sponsoring a very success-
ful sports program on WHDH five nights per
week for the Chevrolet Dealers Association.”
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You Can’'t Ge

Results in the
RURAL MIDWEST

with a
"TWO-LEGGED
STOOL”
SCHEDULE!

KMA  offers impact in 140
RURAL ¢ ounties of lowa,
Nehraska, Missouri and Kansas

. 214 million farm and small
town hsteners that are NOT
reached by Omaha-Des Moines
schedules.

PULSE PROVES IT!

In 23 rural lowa, Nebraska
and Missouri counties, KMA was
the MOST-LISTENED-TO sta-
tion during 234 quarter-hour
segments each week—more than
ALL other stations heard in this
area combined.

BN g e
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Represented by
Avery-Knodel, Inc,

KANSAS

Under Management of

MAY BROADCAS_TING co
Shenandoah, j'qw&f ]
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TV FILM BUYING

We are faced with a problem of tal-
nt clearances, guarantee of sole own-
ership, etc.. when purchasing TV ani-
mated film. live films, platters for ra-
dio use and layouts, artwork and pho-
tographs for general use.

Is there a standard contract form in
existence and available that we as a
purchaser or agent can use, to the ef-
fect that a seller, a producer of a filn.
animation, shide, photographs, or any
other of-the many recording devices.
guarantee to us, his complete release
of claim on said material and that he
guarantees and insures us against any
and all present or future claims made
by talent. models. announcers, musi-
cians. etc.?

The form should cover the intended
market and/or media, and should, if
possible, have provisions by which to
specify the permissible market and/or
media. It should also cover guarantee
against possible copyright or patent
infringements.

We are completely open to sugges-
tions on this matter. If sueh a contract
or standard form has been prepared,
please advise us as to where we may
obtain same.

Joun H. MiLLER, Prod. Mgr.
Llovd Mansfield Co.
Buffalo

® o far as SPONSOR can ascertain no standard
contracts such as reader Miller requests are in
use. An agency tailors, SPONSOR learned, the
protection clause according to the requi-emcnts of
the particnlar case. If anvone knows of a set
form of this nature SPONSOR would appreciate
a copy of it, or information as to where it mav
be obtained by anyene clse who may be interested.

FAB STRIKES IT RICH

Your wonderful and very erudite
article on success, which Colgate has
had with Fab on Strike It Rich and The
Big Payoff, certainly deserves approba-
tion from your readers.

We who are the creators, producers,
packagers of both Strike It Rich aund
The Big Payoff, are very gratified of
the recognition vou have given these
two shows. 1 would like to take this
opportunity to augment the success
story of Fab by giving a well-deserved
pat on the back to Les Harris at Col-
vate. and Sam Northeross at the Wil

liam Esty Co.. who have certainly given
this success a great personal touch.
The success of both Strike It Rich

and The Big Payoff are not pureby acci-
dental. I am sure you will agree that
the succe:s story is in the hasic ap-
proach: selling a product like Fab
through the heart of the women of
America. This is an old basic idea
which most admen are discovering
anew, that the best selling of all is
what vou sell through the heart interest
of such shows as Sirike It Rich and
The Big Payol.

WaLT FRAMER

Walt Framer Productions

New York

SPOT BUYING
A postscript to your excellent Sep-

tember 8th article, “Fall trends in spot
buying”. ..

You can find many national adver-
tisers who have considered their total
sales area as a series of specific market
targets. Just a few. though, have taken
the important second step to insure
peak results. . . programs or recorded
announcements geared to the folks they
want to sell.

Today, there is more truth than fic-
tion in that old saying, “It takes a
Southerner to sell a Southerner.” Ra-
diozark, producers of programs and
spots designed for the South, can testify
to the results to be obtained by follow-
ing the “natural” advantages of spot
market radio as offered in your article.

WiLLiam K. ERMELING
Radiozark Enterprises

Springfield, Mo.

I am grateful to see that our client,
Rayco Auto Seat Covers, was included
in your spot buying trends round-up
story.

It even makes up for the fact that
you did not mention Esquire Shoe P’ol-
ish’s return. after many years, to spot
radio.

As you ay know, we manoeuvered
the first buy of its kind for Esquire by
renewing on the Kate Smith afternoom
show this year on an alternate-week
basis, adding spot radio, plus Life,
Look. Saturday Evening Post, Collier’s,
the Metro Group, the American Week-
ly.and The New York Ttmes Magazine.

NORT WYNER, Ass’t. to the pres.
Emil Mogul Co.
New York

SPONSOR
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SEE THE MOST THOROUGH
AUDIENCE SURVEY EVER
COMPLETED IN
NEW ENGLANI

If you're selling in New England, you can’t afford

not to use this new Whan report!
Tells you the best hours, the best programming, the best station!

WBZ / WBZ-TV

BOSTON

"G
i o

5@5 WESTINGHOUSE RADIO STATIONS Inc
KYW  KDKA » WOWO - KEX « WBZ » WBZA « WBZ-TV

National Representatives, Free & Peters, except for WRZ-TV; for
WBZ-TV, NBC Spot Sales

3 NOVEMBER 1952

Interviews conducted in one of
every 18] homes

To give educators and

tisers a comprehensive pic

dult radio-TV i !

in New England, Dr. F 1
Whan has compiled a

penctrates more decply

audience than any |
published. Interviewers

more than 10,000 New Fneland
homes. . onc out of every 181 in
the arca. Each county, city, vil-
lage and farm section reccived
its proportionate share of the
sample, based on the Federal
Census of 1950. Sampling was
also controlled on a basis of
geography, urbanization, and
economic standards.

A new diary technique

Part of the survey was achieved
through thc use of written diaries
left in the respondents’ homes.
A diary record of listening or
viewing (by quarter hours) on
each set (separately) was kept
by selected families for a 7-day
period. The results offer an cx-
cellent criterion for judging the
effectiveness of various quarter-
hours over the full range of the
broadcasting week.

Set ownership and operation

Among the 70 pages of findings
are these: 98.579% of the homes
checked have radios. Almost
60% have two radio scts or
more. About half of the families
own a TV set. Simnltancous use
of radio and TV sets is more
common than might be antici-
pated. Other findings, expressed
in tables and charts in the printed
report, include data on out-of-
home listening; “listened to
most™ and “heard regularly™ rat-
ings for both radio and TV sta-
tions; shares of audience by
quartcr-hours; size of customary
audicnces; prcference for type
of program.

With this rcport at hand, you
can tcll in advance just where
and how an appropriation can be
spent most effcctivelv on New
England airwaves. We invite you
to use the study for this purpose,
and to choose media impartially
for yvour own best interests. If
vou haven’t a copy in file, get in
touch with thesc stations, with
Free & Peters, or with NBC
Spot Sales.
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W. R. Harman

Sales and Advertising Director
American Maize Products

Mm@w@msw

When American Maize Products was ready to hit the market with
a new. stream-lined Amazo Instant Dessert in 1048, the company
started with a heavy black and white campaign, augmented by some
spot radio. In 1950 Salcs and Advertising Director W. R. Harman-
or. “Harm.” as his friends call him—decided to put American
Maize’s entire ad budget into the air media for an intensive radio-TV
campaign. Since then—1950. that is—sales increased some 60077 .

“This dessert is so easy to make.” “Harm™ Harman explained. toy-
ing with one of the colorful samples that were sitting on his desk.
“that only an actual demonstration will persuade the housewife of
the speed with which it can be served. We find. therefore. that either
an explanation of how it is prepared by a well-known food personal-
ity like Mary Margaret McBride on radio, for example, or an actual
TV demonstration. is much more eflective in putting the product
over than a fancy jingle or musical ditty.”

[n line with this type of reasoning is American Maize's sponsorship
of announcements on some 130 different radio and TV programs
ranging from morning and carly afternoon women’s participation
shows to reach the housewife 1o a wide range of nighttime programs
designed to appeal to career women. Falling into the latter category
arc one-minnte announcements on such programs as Night Oul
Theatre on WBZ-TV, Boston. at 11:00 p.m.

Working closely with Kenvon & Eckhardt, American Maize’s agen-
cy since 1945, “Harm”™ Harman either personally sces the m.c.’s who
sell Amazo throughout the country. or arranges for representatives
from the firm to furnish them with material about the product.

“But we don’t believe in writing the commercials for them.” he
added. “We just provide them with product information. and let
them ad lib in their own style. We find that this type of sell by a
woman with her own loval listeners-—and, incidentally, the m.c’s
we sponsor are almost all women —ix most convineing to consumers.”

A New Yorker by preference. “Harm™ has heen in the food busi-
nes< in one capacity or another for better than two decades. Before
he came to American Maize six vears ago. he was a v.p. of American
Honie Foods.

Thouglh his interest in foothall at the University of Nebraska was
at an active level. he is satisfied today with watching the games. [
like action.”” he says. “as long as I'm just watching it.” R

SPONSOR
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Al Nagler

WIBK's POPULAR
SPORTSCASTER

Every Red Wing gome comes olive
with Nogler's grophic ploy by play
descriplion of eoch home gome
ond vivid recop of oli gomes owoy.

Exclusive on WJEBK!

HOCKEY CHAMPS ON
DETROIT'S CHAMP SPORTS STATION

WIBK Kkey Station for
Complete Schedule of

DETROIT RED WINGS
HOCKEY GAMES

At Home and Away!

No wonder WJBK always scores with
sports fans throughout Michigan! For
many years the key station for Detroit
Tiger baseball broadcasts, WIBK now
comes up with another ““must’ for sports
minded listeners . . . all the games of the
Detroit Red Wings, the National Hockey
League champions and winners of the
Stanley Cup. That’s another good reason
why your best buy in the nation’s hottest
sports town is WJIBK, Detroit’s leading
sports station.

A STORER STATION
CBS and DUMONT Television . . . Tops in MUSIC, NEWS and SPORTS on Radio

National Sales Mgr.,, TOM HARKER, 488 Madison, New York 22, ELDORADO 5-2455
Represented Notionolly by THE KATZ AGENCY

3 NOVEMBER 1952
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New accessibility puts every component at your.finger-
tips. One latch opens both hmgo&s;des"” d top. Dual
ba\ha dles provide bgggu;grip’" and eclitgr carrymg.
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Here is the all-new TV camera the
industry is talking about. The camera
the leading networks are planning to
use in their new Hollywood studios!
The camera which will be used in
most of the new stations this year—
and next!

Leading network engineers (after

Wﬁiuch viewfinder picture

tube produces larger,
brighter, and sharper pictures to help
the cameraman,

Nf”plug-in, high-stability
video amplifier — with fre-
quency response uniform to 8.5 Mc.!
/Vé’” fixed-position alignment,
coil for the Image Orthi-

con. Electrical control of coil eliminates
all mechanical adjustments!

TV CAMERA

careful tests) have proclaimed the
TK-11A the finest camera ever pro-
duced, easiest in the world to handle,
and the simplest one to get at.

The TK-11A has all the proven
performance of the world-renowned
RCA TK-10—plus these new fea-

fures:

Nf.Mplug-in blower for cool-

ing the deflection coil and
the Image Orthicon!

Weledronic-protedion sys-
tem guards your image
Orthicon against deflection failure, or
loss of driving signals.

N[M”overscon" control takes
burden off Image Orthicon

during warm-ups and rehearsals; new
vertical reverse switch for film pick-ups.

For complete information on the TK-11A,
call your RCA Broadcast Sales Representative.

CIMDE”




the k
prosperous,

progressive

port of
Mobile . . .

Metrepolitan Valuation Ala.

Population State Docks

[

1940 1940 i ¢

i14.906 $20.000,000 I j,
1951 1951

231,105 $30,600.000
% Increase % lncrease

1% 50%

Where your

CALL

Adem Young, Jr,
National Representative
General Manager

or F. E. Busby

ON THE 1AL 710

/174

Mobile, Alabama
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New developments on SPONSOR stories

e

Cheerful-spinsier puppets, good looking gal, sing of Jonny Mop in film pnfches

-
Sce: “low times have changed!™
issune: 1 December 1930, p. 34
N H - o : as .
0 0] Subjeet: Delicate™ products ean be put over
on the air if handled with finesse

The makers of Jonny Mop (a disposable toilet mop new on the
market) felt that their product could best be sold via visual demon-
stration.  The ideal medium: TV. But Jonny Mop was a ticklish
product for video. Would 1t be commercially acceptable to TV sta-
tions? Could they devise commercials that would be in good taste,
vet put the product over?

Executives at Personal Product< Corp. and agency BBDO ap-
proached the situation cauticuslv. In the fall of 1951, they made
their first TV experiment, using live one-minute participations in
daytime shows on WBNS-TV and WTVN, Columbus, WHIO-TV.
Dayton, Ohio. The tests were encouraging. according to Robert W.
Johuson, Jr.. Persomal Products” v.p. in charge of new products.
The station people pooh-poohed the conipany’s initial anxieties.

Much reassured. the company decided to use TV film commmercials
in opening up the Southern California market. They created a com-
mercial but hefore shooting it sent the storyboard around to about
20 TV stations for reactions. Comments ranged {rom “Nothing do-
ing!” to “Wonderful!” The commercial (which shows a comely
yvoung lady demonstrating the mop) was released in California in
March. This summer. they made additional ilm pitches featuring two
spinsterish but appealing puppets. A few lines from one pitch:

ANNOUNCER: Ladies, have vou tried the revolutionary new
way to clean bathroom bowls . .. more easily . . . more quickly?
{U’s Jonny Mop- -and here’s how it works. Simply slip a [lush-
away Jonny Mop pad onto the permanent Jonny Mop handle,
and swish it around. The Jonny Wop pad foams, sanitizes, deo-
dorizes, and cleanses even in hardest water——then flushes away!

Currently. Jonny Mop film commercials appear on 26 stations in
12 cities: Los Angeles. San Francisco, San Diego, Seattle, Chicago,
St. Paul-Minneapolis. Washington. D. C.. Baltimore, New York,
Philadelphia. Lancaster. and Wihmington. The emphasis in most
markets rests heavilv on TV. though newspapers are also used.

“Not only have we gained acceprance for Jonny Mop in virtually
every TV outlet we want,” glows Vincent J. Robinson. Jomny Mop
product director. “hut we've gotlen loads of praise.” * ok X

SPONSOR
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the first
national

merchandising
service

in

television

*All service is
Jurnished free; special
materials at cost.

Now free® to all TV advertisers, NBC offers the finest imerchandising service i
advertising. Why finest? Because no other can offer you the local, in-the-market
support afforded by NBC’s co-operating afliliated stations. Under the
leadership of NBC's twelve district supervisors throughout the nation,

NBC afliliates will work actively to sell your products.

Here’s how it works:

The NBC Merchandising Department will consult witl you on all phases of
your merchandising and advertising program. It will merchandise your
total campaign — all media, not just radio and television. It will function
as a trouble-shooter, making spot checks and surveys, helping to get
distribution or displays in problem areas, training your salesmen

and those of your distributors or wholesalers.

The best way to evaluate how well NBC Merchandising will work for you
in television is to see what it has already accomplished in radio.

Here are a few examples:

NBC Merchandising has helped:

A major beer company sell more beer in supermarkets — A well-known
laxative manufacturer get better drugstore shelf position . .. A proprietary
manufacturer sell over 233.000 cookbooks in a special offer ... A national

drug firm get food store distribution for its toothpaste . . .

These are just a few of the many services NBC Merchandising in
co-operation with its radio afliliates is performing in radio and will perform

for you in television.
y

NBC Television sells more than time and programs
Televizion is unquestionably the most effective mass selling medium ever
conceived. But even television must be properly merchandized to realize its

greatest potency. That’s why NBC introduces its merchandising service now.

Selling your product is our primary concern

This service offers no pat solution for merchandising your product. It is
completely flexible. Only after personal consultation with you, will a plan be
designed. And it will be created to fit your specific needs. NBC Merchandising

is the most personalized merchandising service available anywhere.

To learn just how NBC Merchandising can help you, we suggest you

call or write us today.

NATIONAL BROADCASTING COMPANY

3 NOVEMBER 1952

a service of Radio Corporation of America
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g ~...on top of the highest i, me
i \ Minneapolis-St. Paul Market o

— g‘“‘ T WCCO-TV
T

Everyone up here knows the Foshay Tower,

site of our antenna, is the tallest building in
the Northwest; but few will notice the 80 feet
added by the new WCCO-TV—6-Bay antenna;

even fewer know an mv/m countour from an

end run—can’'t count the 11,400 watts in

power we added on November 10th.

But thousands of viewers know that WCCO-TV
is better than ever before . .. down around
Owatonna, out Hutchinson way, up at Pine
City . . . in scores of towns 50 to 70 miles and

more from WCCQO’s extended antenna.

This is just the first step . . . power up . . .
higher antenna . . . 2964 new square miles of
fine, consistent TV service from WCCO-TV:

aritil that means more everyday viewer-buyers.

;Eiiflye iy, 1953 we will have* the maximum
. _allowable power on theair. .. 100,000 watts . ..
'fms still getter service . . . to still more people
fl‘Ol’ll WCG?-TV *FCC permitting

-

Nationally represented by
FREE & PETERS for TELEVISION
RADIO SPOT SALES for RADIO
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: ' | w _ F“Blitz’ Protest|
g | A By Democrats

Democrats See|
Radio-TV Blilzi
hower|

' Refers Stesenron Aids to

Dramatic defense of expense fund by Sen. Nixon (shown above with dog
Checkers) reached 9,136,000 TV homes, drew "soap opera' charges,

pulled 2,000,000 letters.

Kudner's Jim Ellis, Jr. produced program

Jnstice Dept. on Chargef
Rivals Plun to Hog Airy

UT

Reports R(,’publi

<Blitz"" Drive On Radio-TV

d

! = a— -
cans Plan .T

b
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for
bated
n

nee,. 10 provide "hiita anpounce-f

AllHE

Charge that Republicans planned to spend $2,000,000 for last-minute
"blitz" campaign focused attention on role air technique played in
campaign. George Ball, shown making charge, led Democratic volunteers

What arr medsa did to swing the vofe

Full report on mosi professional use of radio-television in politieal history

This year. for the first time since
radio and television broadcasting be-
gan. air advertising techniques became
an issue in a DPresidential campaign.
The Democratic Party singled out the
ad fraternity for special opprobrium.
It punched hard at the accusation that
the Republican Party planned an ad-
vertising agency-inspired $2,000,000
spot radio-TV “blitz” as well as jibing
that Sen. Richard Nixon had resorted
to “soap opera” techniques in his air
appearances.

The charges launched by the Demo-
crats were only one symptom of the
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mmportant stature radio and television
had attained in the campaigning. More
monev was spent on the air by both
parties than on any other advertising
medium or other single form of com-
munication.

To delineate the part radio and tele-
vision played in the campaign, spoxsor
presents this report based on interviews
with advertising agency and National
Committee executives who had major
roles in the air campaigns of both par-
ties. It 1s designed to describe objec-
tively the air strategy of each party
without attempting to reach any con-

clusion as to eflectiveness. (Presstime
for this issue was during the week be-
fore the election so that no last-minute
changes in strategy are reflected in this
report.)

spoNsOR’s editors hope that the facts
which follow will furnish observers
among advertiser and agency ranks
with the basis for their own specula-
tion, analysis, and Wednesday-morning
quarterbacking. Though coming “hot
ofl the griddle,” it is also intended to
serve as a reference source in planning
radio and television strategy for fulure
political campaigns.
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Republican AM-TV strategy

was built around Ike's fame

1. Extensive use of national Tl wasn’t
deemed necessary in early part of bai-
tle because General was public figure

2. Use of regional radio and local TV
permitted candidate 1o stress policies
which were popular in each locality

3. Saving air budget in early stages
permitted GOP to splurge at finale,

sandwiching Dem’s last half-hour pitel

4. High-powered 20-second TV spot

campaign tn homestretch was first
political use of time-tested. commercial-

ly successful saturation-type technique

-,

W,

g

BEI,‘[J I;Ll(‘:‘NS: Agencies held air fire for spot. net surge iu last (wo weeks

SLOW BUILDBUP The Republ-
can Party’s air campaign started out
quietly. It wasn’t until the last two
weeks of the campaign that the opposi-
tion began to wonder whether it was
true (as the Republicans liad claimed)
that a lack of funds had kept GOP
radio and especially TV to a mmnimum
early in the campaign—or whether the
Eisenhower-Nixon team had mouse-
irapped them with a “hold your fire”
slralegy.

Compared to the Democrats, the Re-
publicans got off 1o a late start. They
didu’t appoint an adverlising agency
until three weeks after their candidates
were nominated. The Kudner Agency
which had successfully worked on Sen.

Kudner's Jim Ellis and BBDO's Ben Duffy joined

in formulating plans for lke & Dick campaign

Robert Taft’s Ohio campaign in 1930,
got the nod. Impressed with the size
and scope of the task ahead, Kudner
President J. H. 5. EHis invited Ben
Duffy to have BBDO share the task.

In time for the ofhicial Labor Day
opening of the quadrennial campaign,
faces long familiar on Madison Avenue
began appearing in Republican war
councils in New York. Washington,
and Denver.

Jim Ellis. Ben Dufly. and Gen. Eisen-
hower conferred in New York. Kud-
ner’s Frank Armstrong turned np in a
huddle with GOPmen Robert Hum-
phreys (publicity chiefi and Edward
Ingle (radio-TV directory at Republi-
can National Comnnittee headquarters
in Washington,

Dick Farricker was designated ac-
count executive for Kudner and Jock
Elhott was his BBDO counterpart.

[ke’s campaign train took on a BBDO
crew: Walter Tibbals to produce the
General’s radio-TV appearances; Hugh
Rogers. Don Rowe, Jefl McGuire, and
Jin Bridges working as leap-frogging
advance teams for broadcasts.

Rushed to the Kudner office in
Washington were Joe VeParland to
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deal with air activities and Wendall
Gibbs to snpervise fihn and tape de-
tails.

Back in New York. BBDO's Carroll
P. Newton was picked to head up
radio-TV tinie buying activities and
Kudnér hurriedly recruited former J.
Walter Thompson timebuyer. Linnea
Nelson.

Aboard Sen. Nixon’s train were Ted
Rogers (on leave from Dancer-Fitz-
gerald-Sample), and Kudner’s Bruce
Allen.

Throughout the campaign, coopera-
tion between the two agencies resulted
in an even distribution of the work
load and exceptionally smooth rela-
tions were maintained, the agencies
told SPONsOR.

EAITTLE EARLY TV Lisenhow-
er’s appearances on TV at the Conven-
tion had helped generate tremendous
interest in him as a persou. His pledge
to visit “every nook and cranny” of the
country bronght in thousands of re-
quests for personal appearances. He
was eagerly sought by veterans™ groups,
and cclebrants of every kind of event
(Please turn to page $9)
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With Stervenson ““unulkuown,™”

frequent TV use was a must

I. To familiarize public with Adlai’s
Jeatures and policies. Dem’s relied most

on network television-radio simulcasts

2. Personal-appearance schedule was
sel to insure that Stevenson would he tn
city with Tl facilities on preset dates

3. Appointment of agency in advance
of national convention allowed purchase
of prime time without preemption cost

4. Supplementing national coverage.
task forces made radio pitches to wo-
men, liberal. labor, nationality groups
with local groups paying the bills

Dl‘: Dl " l‘ I‘L‘TS: Twice-weekly simuleasts acquainted publie with Steveuson

EARLY START It was in May
that the Joseph Katz Co. of Baltimore
and New York was selected to guide
the advertising strategy of the yet-to-
be-selected Democratic candidate. With
a tentative budget of $2,000,000 to
work with. the agency’s president, as
his first move, huddled with Demo-
cratic National Comumittee Radio-TV
Director Ken Fry and Katz Media Di-
rector John T. McHugh.

From the stait it was agreed that air
nedia would play an important role.
A decision to huy a time segment as a
regular “franchise”™ during the fin |
eight weeks of the campaign was fol-
lowed by a strategy conlerence cover-
ing these two points:

L. What is the best time segment for
us to use? 'The Democrats decided that
10:30-11:00 pm.. E.=T.. was best be-
cause it was not too late to draw a large
audience in the Fast, but late enough
for live broadcasts and telecasts to
rcach the other regions of the country
al a reasonable hour.

2. What are the mos: desirable
nights to use? The Democrats rea-
soned that Saturday and Sunday eve-
nings were loaded with top-rated TV
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shows which would be too expensive
to preempt and too popular to buck.
And Sunday was never considered a
good night for political discussions.
Monday night they ran smack into Stu-
dio One, CBS TV. Wednesday nizght
was Pabst Blue Ribbon fight night on
CBS TV, and Friday evening Gillette
tied up the audience with its Cavalcade
of Sports bout on NBC TV. That left
Tuesday and Thursday.

Accordingly. in late May, the Joseph
Katz Co. bought 18 half hours of prime
radio and TV time for the Democrats.
covering the Tuesday and Thursday
hall hours from 2 September through
Election Day. An important element n
the thinking here was the desire to
build an audience listening habit on
these two nights.

At the same time, negotiations were
opened to tie up the 10:30-11:00 p.n.
segment on all four radio and TV net-
works for 3 November, Flection Eve.
By making arrangements this early for
the last-minute barrage, the total out-
lay for preemiptions was held to $700.

AR STRATEGY When the Dem-

ocrats nominated Gov. Adlai Steven-
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son in Chicago, air plans were worked
out in detail. As Joe Katz explains it:
“We had a three-phase program. First,
get the candidate seen and heard by as
many people as quickly as possible.
Second, make the Governor’s policies
on every topic known. Last, answer
attacks and mop up in the crucial
areas.”

With the campaign under way, Ken
Fry moved to the Springfield head-
(uarters to coordinate Stevenson = trav-
el plans with radio-TV schedules.

Under the direction of Joseph Katz,
the following assignments were set up:
Radio Director Robert Swan worked
closely with Gov. Stevenson: Lloyvd

(Please turn to page 92)

Joseph Katz heads up agency which got off to
an early start, bought Democrats "franchise"
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Radio is firm’s major medinm bhecause it reaches most people per dollar

id
) ouve heard it said again and
again: “Aspirin is aspirin. There’s lit-
tle difference between one brand and
another.”  Yelt Bayer \spirin, selling
for as much asx 10 tines the price of
competing bhrands. leads all other~ by
far. More than for almost any other
tvpe of product. advertising makes the
big difference.  And in the case of
Bayer radio has been the major factor.
From 006 10 90« of it~ ad budgetl has
cone into radio ever since it entered the
medium with
dmerican Album of Familiar Music in
1931,
\ top-devel execulive of the Bayer

sponsorship  of  the
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Co. (a diviston of Sterling Drug Ine.)
puts it this way: “We ave the Cadillac
of aspirins. Radio and other advertis-
ing has done that {or us
~ure you the product itzelf merits re-

though I as-

spect: we go far beyond governmeni

0

case history
O e e E AR

requirements in making 1t pure and
mniform.”

No one can =ay just how big a slice
of the aspirin market belongs (o Bayer.

Faen company officials will tell yvou

they don’t know because the standard
marketing survevs hke Nielsen Food
and Drug Index don't go into bars. gas
stations, and lunch where
many smaller brands are sold. But
when i1 comes 1o the regular channels
of distribution via drug stores Bayer’s
own estimate is that il makes 50°¢ of
the sales. In terms of dollars. the per-
centage 1= higher because of the price
differential.

counlers

Just hiow large a market aspirin las
i= indicated by Drug Topics estimales
ol the 1951 retail sales of a=pirin. The
magazine puls spending for aspirin in
all outlets at $16,420,000: spending in
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drug stores only is estimated at =23.-
080,000. Bayer sales figures have never
been published (the annual report of
Sterling Drug lumps sales from all di-
visions) but trade observers say a
gross of from $12to $15 million. whole-
sale. is a conservative guesstimate.

The advertising strategy Bayer relies
on to keep its sales leadership has clas-
sic =implicity. “We just keep wetting
down the ground all the time. It’s a
sprinkling-can operation,” says a Bayer
spokcsman  {(company  policy  rules
against statements mentioning indi-
vidual executives by namel.

Radio does most of Bayer’s sprink-
ling. Tt has four network radio shows
and a 52-week spot radio campaign em-
bracing over 500 stations. The rest of
the budget goes for one network tele-
vision show and imagazines, Sunday
supplements, and newspapers.

When Bayer started in radio with
the American Album of Familiar Music
in 1931. it cut back printed media 1o
about 107 of its budget. But in 1940
the company decided that maintaining
visual identification of the package was
important enough to justify reducing
the radio share of the budget- - despite
the success it had experienced on the
air. Printed media’s share was ac-
cordingly increased to one-third of the
cxpenditure where it remains today.

Bayer regards radio as the lowest
cost-per-1,000 buy among all media.
(For example, Stella Dallas on NBC
during July 1951-June 1952 averaged
a cost-per-1,000 listeners of $1.28. Niel-
sen.) The company likes radio, too,
because there is miore audience re-
search available for the air medium
than for any other. “We know what
were getting when we buy radio,” is
the company’s attitude. “With printed
media. it’s often hard to say how many
readers saw vour ad. We can assume
that most of the people who listen to a
program heard the commercials.”

Another reason radio fits Baver’s
needs is that it enables the company to
reach its potential customers during
varied segments of the day. People get
headaches at different hours and “we
believe in reaching them when they

Friday 11-11:25 a.mn.; on ABC. Vys-
tery Theatre, Wednesday 8-8:30 p.an.,
My True Story. Monday-Friday 10-
10:25 aan.; ou NBC. Stella Dallas,
Monday-Friday 4:15-1:30 p.n.

Two of these shows, My True Story
and Stella Dallas, are on for 52 weeks.
The latter soap opcra is a longtime
Baver vehicle. dating back to 1937.
Dancer-Fitzgerald-Saniple 1s Bayer’s
agency concentrating on the air media;
Thompson-Koch is its ageney for print
and both associations date back for
over 20 years.

As the current lineup of network
shows indicates. Bayer doesn’t go in for
star vehicles or lavish productions.
“We never buy names.” the company
told sronsor. “You lose control of
your show and your costs when yvou
do. We'd rather have an average good
rating and keep a show’s cost at say
$4.000 year-in. year-out than start with
a $20,000 vehicle that costs you $30,-
000 the next season. A lot of advertis-
ers entertain themselves. We're just
trying to entertain the people who'll
buy our product.”

When Bayer picks a show. it’s with
the expectation of long-term sponsor-
ship. To keep costs from spirvaling.
Bayer signs programs up to a “real es-
tate” contract, eliminating yearly re-
negotiation. Bayer’s current soap op-
era. Stella Dallas, is produced by Frank
and Anne Hummert. It was Frank
Hummert who as a partner of Blackett.
Sample & Hummert created the Amer:-
can Album of Familiar Music and
brought Bayer to radio; he remained
producer of the show throughout its
run. (When Hummert left the agency
to concentrate on show production. its
name became Dancer-Fitzgerald-Sam-
ple. Bayer in the years afterward had
as many as half a dozen Hummert pro-
grams on the air concurrently.)

Though Bayer believes in buying
programs for the long haul, it keeps

{Please turn to page 51)

“"American Album of Familiar Music' was Bayer spon
sored for 20 years, starting 1931 on NBC (it ran on
ABC in final year). Firm still receives mail about show

Bayer has four net radio shows

"My True Story,” ABC, on 52 weeks, M-F. Shared

need the product with the suggestion
sponsarship with other Sterling brands cuts cost

that it can bring them reliel.” (Copy
for Baycr commercials on early morn-
ing spot radio shows. for example. asks
the question: “Did you get up with a

| headache this morning?™)
Bayer's four network radio shows
are: on MBS, Ladies Fair, Monday-

"Mystery Theatre," ABC, on TV as well as radio.
TV version, on film, is only Bayer TV entry to date

“Stella Dallas,”" NBC, is soap opera produced by
Frank, Anne Hummert; been on for Bayer since '37

"Ladies Fair,”” MBS, has advantages of informal
sell. Firm prefers low-cost shows to star vehicles
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IVhy baby film

meant headaches

The pictures at right show a rar¢ moment of
tranguility during the <hooting of a TV com-
mercial with a 10-month-old baby as the star.
The <cene took place dnring an exasperating
morning recently at the Ben Gradns Stadios of
the hiaternatioual Movie Producers  Service.
which prodnced the commereial.

Filming wa~ supervised by the Grey Adver-
tising Ageney for the Meunen Co. Baby Prod-
ucts line and the commereials will be shown
starting 6 November on the new Meunen show,
Oh, Baby!, which is being placed on a spot
basis.

Below is a deseription of what the film-
makers went through in order to get a single
five-sccond sequence for a Menmen commereial.

* %

TVhe entire crew is standing around—waiting.

The props and flats are in place. Lighting
and camera have heen checked. A dozen as
sorted technical and creative people arc wait- . 3
ing. But 10-month-old Warren Clark i~ sleen- y, I
ing in the completely equipped nursery pro-

vided by the <tudio for hiz care. comfort. and T ) =1 d b b !
onlentment. So is the alternate baby, Wil 0 (ng fl OC '386()7/2 (1 )/ nm . . .

liam Conron, 12 months. who must be kept

on hand in case Warren is not in a goo(l mood. In picture at left. Doris Pinney. child photographer. whose main job is to keep
(Pl ar ve 82) 10-month-old Warren Clark in a good wmood. does her stuff as assistant to the
ease lurn lo page © camerantan checks lighting, Among others required to produce Meunen cowm-

7T @®

ds and anmals: tps on handling (he

They can add zest to a program but they'll give yon headaches aplenty

B R SN 4lnmng radio and TV directors who
2] & ! have handled children  successfully,
.’ W LA there’s one rule which is often quoted:

Never let a child performer take the
script home to memorize.

Old hands at directing the voung
have found that children who come
home to momma with seripts under
their arms almost invariably arouse
monnna’s theatrical instincts. Result:
momma almost always rnins honrs of
rehearsal by coaching junior to do
things which will make the director
blow his top.

This 1= but one example of the ways
in which directing children on the air |

e S .= (.

Bob Smith of “Howedy Doody™ helps kid Yot only TV lions, but all auimals need
andiences blow off steam before show  handlers on video. according 1o experts
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... it took all these people and an entire morning

mercial and keep baby happy and protected are. in picture at
right, Al Mozell, cameraman, with eye to camera, surrounded by
I. to r.. I. Stanley Neill, who keeps wateh for Society for Preven-

i

¢/

onr shoy

yu lack the know-how

differs from the handling of more ma-
ture talent. Pointers like this can be
valuable background for anyone in-
volved in the buying. building. or okay-
ing of radio or TV programs. Unless
vou know the stumbling blocks, the
tricks of the trade, and the sidelights,
putting kids (and animals, too) on the
air can be a headache. But, properly
haudled, children and animals add zest
to shows when they’re worked into the
format—with the proper precautions.

ARG TRt
programing
e

3 NOVEMBER 1952

To compile tips for this article.
SPONSOR queried casting people, direc-
tors. legal experts. and program stars.
In it advertisers will learn how to find
children and animals, how to handle
them, and what laws are in force for
their protection,

CASTING: In talking about easting
moppets, let one thing be understood
at the outset: There’s is no shortage of
children to ecither act. dance. sing, walk
around, or merely look sweet- -though
there may be a problem in finding
first-class material.

Talent specialists who've cast hun-
dreds of children over the years told
spONSOR they look for children who
project naturalness rather than preco-
ciousness. In short, what 1s wanted 15
a child who looks like a child and not
a walking copy of an adult.

Watch out for the phonies. If there
is anything that casting people can’t
stand it’'s a boy rigged up as Duster
Brown or a girl stepping out from be-
tween the covers of Louisa May Aleott.

tion of Cruelty to Children ; Frieda Newwman, nurse ; Ben Gradus,
producer; Jerry Ford, Grey Advertising; Robert Peyson, agency
executive TV producer ; missing: Joe Richards, studio art director

Of eourse, the phony getups are not
the kid’s idea. But they are prima
Jacie evidenee of a mother who's going
to be a problem. Other symptoms of
the stage mother are: (1) glowing let-
ters describing a youthful eombination
of Lleonora Duse, Sarah Bernhardt,
and Jenny Lind; (2) the mother who
takes the director aside and tells him
that Junior responds best to direetion
in a soft voice and “*we wouldnt want
to cause any psychological scars, would
we?” Fortunately, this type of mother
but the
should be recognized early.

1= not common, symptoms

If the personality of the child is a
crucial matter in casting, it's a good
idea for the advertiser to be in on it,
some agencies {eel. hi the case of such
an important deeision the agency will
want to make sure that it’s backed up
by the client. There is a lot of dif.
ference between a child performing

during an audition and turning out a
polishied job under the pressure and ex-

(Please turn to page 64)
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(OTY Launches a lace powder

A sophisticated blonde in a Dache hat sells New Yorkers Coty's newest

cosmetic in a combination radio-television merchandising air campaign

Do vou have a new product to intro-
duce to consumers?

Advertisers who regularly face the
tricky problems of product launching
would do well to study the newest ra-
dio-TV spot techniques of Coty, Inc.
For the giant cosmetic firm has desvel-
oped an air advertising formula which
it feels is ideal for giving its new prod-
ucts a flying start. The key elements:

1. Spot radio  minute announce-
ments (transcribed) at the rate of

about 15 a week. in davtime slots.

2. Spot television minute an-
nouncements (mostly live) at the rate
of about 35 a week, in both daytime
and evening slots.

3. Store appearances—made at the
rate of about two a week in leading de-
partment stores by the same person-

[ R

case history
e

ality used in the spot air campaign.

The latest Coty air drive to launch a
new product started on 6 October for
five weeks on New York's WNBC and
WNBT.

Women tuned in the daytime to
WNBC have heard one-minute an-
nouncements—some 75 will be aired
during the five-week campaign—de-
livered by the sexy, sophisticated voice
of an attractive blonde named Rita
Morley. Usually. they start out like

EXECUTIVES DISCUSS COTY AIR PLANS: (L. TO R.}) W. NEUBURG, AD MGR.; M, HEINEMAN, ACCT. EXEC.; P, CORTNEY, PRESIDENT

e
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Keystone of current Coty saturation drive is a
vlonde actress-model, Rita Morley. Her voice is
being heard 75 times in five weeks plugging Coty's

rew Cream Powder Compact in one-minute radio slots

this. with simple, straight-sell copy:

“Hello there . .. I'm the Coty Girl.
Now, | know vou like the convenience
of a compact make-up. DBul one thing
you probably don’t like is the way or-
dinary compact make-ups seem to em-
phasize lines and pores. Well . .. Coty's
brand-new ‘Cream Powder’ compact is
the answer. . .."”

Other New Yorkers tuned to
WNBC'’s video sister, WNBT, have seen
actress-model Morley perform similar
one-minute TV announcements hefore
the cameras. Sonie 192 will have been
telecast before the campaign is over.

Women shopping in stores from
busy, bustling Macy’s on 34th Street to
the chic Arnold Coustable’s on Fifth
Avenue have seen Rita in person-
making personal demonstrations of
Coty’s new Cream Powder compacts he-
hind department store cosmetic count-
ers, at the rate of twice a week.

“We think we've managed to com-
bine the best advantages of radio. tele-
vision. and merchandising to launch
new products—and at reasonable cost.”
Mort Heineman. executive v.p. of the
Franklin Bruck agency. describes Co-
ty’s new air advertising method.

The current campaign is not Coty's
first use of its new saturation tech-
nique. In April. Coty gave the method
a trial run. using it to introduce a then-
new Coty product called Instant Beau-

( Please turn to page 60)
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Busiest chore for Rita is TV. She has been filling
a tight schedule of 192 TV one-minute announcements,

mostly live, in current campaign, which is being aired

Rita doubles as sales personality in leading New

York department stores during present Coty air

push. She has been making at least two store

New York's WNBC (radio)] and WNBT (video)

appearances a week,

& oty s saturation f orinila

Radio: Basic Coty formula which the giant cosmetic firm now
plans to use extensively in promoting new m()([zum priced products
during 1953, calls for the use of spot m(lm in daytime slots to reach
mass audience of housewives. Radio station to be used is preferably
one with a sister TV station. Commercials are of oue-minute length.
recorded before the start of the campaign by same actress who de-
lwers TV commercials, to make her voice [amiliar to listeners.

Television: Video commercials, as Coty plans them, will be
done live primarily for flexibility, changes in copy, and to make
last-minute plugs of store appearances. If there is a conflict between
store appearance and TV commercial, film commercials will be used.
Coty will select a girl for radio-TV selling who combines a good
voice, sophisticated manner, and poise to appeal to both young ma-
trons and career girls. Dache hat has become virtual symbol.

Appearances: Live demonstrations at point-of-sale will iden-
tify product with glamor. Coty’s air saleslady will appear in leading
stores, to show shoppers the most effective uses of each particular
Coty product being launched. Also, it gives Coty a good opportunity
to distribute samples to receptive audience during demonstrations.

Merchandising: 7o tie the three elements—radio, T1. and
store appearances—together. extenstve merchandising is necessary.
Coty plans the wide use of store displays. counter cards. and the like
featuring blow-up photos of their air personality, to give extra im-
pact to the firm’s air advertising, identifying vroduct with Coty girl.

plugs them on the air



How “Death Valley Davs”
made the switch to TV

Pacifie Coast Borax put almost all its ad money into

video version of radio success (o push its two eleansers

Piciture during late 20: in heyday of “Deaih Valloy Days.”
showe st in relearsal break, Ta conter, wcith achite siwceater.
is Mrs. Dorothy Me€Ccun. who rode herd on show duriug
entire history. noiw supervises TV rersion for ageney, Tiwo
wen just in back of her are fuzck Va~Brvde (darls caat).
lost “Old Ranger™ on radio. and Goorge Hicks. well-lenown

anuounncer, Two women to her loft: Helen Claire (satin
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gawn) aund Jean King, bath program regulars.  Among the
male regulars are Jeff Bryaut (sprawled in frour row) and
Franl Butler. at Bryaut’s left, Radio show. during 1{-vear
life. one of longest runs in the medimu. built up solid
braud identification with  show. also develaped  familiar
horn thewe. A total of 731 seripts were used. Program
was replaced by “The Sheriff.” achich ran for sevea vears

SPONSOR




Scene above is taken from “How Death Valley Gots Its
Name,” first filmt in new TV series. Radio’s “"Death Valley
Days” premiered with the same story. Plot concerns a
band of pioneers, trapped in Death Valley, who suffered

much hardship before rescue. Firm and agency. howerver.

e v
b

will retain familiar horn theme, one of radio’s most fa-
mous program signatures. Ruth C. Woodman, who icrote
radio scripts, is doing TV stories also. Plaving the part of
the “Old Ranger” is a veteran film actor. Stauley Andrerws.
Each film 1will cost in the neighhorhood of $30.000, with

decided to use a rariety of story moods during 26-week
ron to test audience likes aud dislikes. TV conrersion

"Vhen the Pacific Coast Borax Co.
decided to convert its famous old ra-
dio property, Death Valley Days, into
a TV show. the following facts might
have been predicted by anyone famil-
iar with the company’s advertising his-
tory during the past two decades:

1. It would go practically whole hog
into TV.

2. It would insist on a first-class pro-
duction job—and pay for it.

3. It would aim at reaching every
TV market in the country.

It would. in short, put all its adver-
tising eggs in one basket when it came
to plugging its venerable 20 Mule
Team Borax and its newer hand clean-
er, Boraxo. And that is just what the
company and its agency. McCann-
Erickson. did. (The show had its
premiere last month.)

There were. of course. excellent rea-
sons for concentrating on TV alone
beside the fact that the company ap-
parently had a predilection for this
sort of thing in the past.

There was, first of all. the show it-
self. 1t was a natural for TV, It had 2
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name deeply imprinted in the public’s
consciousness atter 14 years on radio.
True. the show was dropped in 1944
after its ratings began to slide. But
that was eight years ago and there
would be a freshness about its ap-
pcarance on TV screens. Besides, a lot
of youngsters had never heard the

0

case history
e

show and part of the commercial mes-
sage was aimed at the younger set.

Another powerful asset was its mu-
sical theme. This horn signature, an
original composition for the radio
show, is indissolubly linked with the
name. Death "alley Days. Also linked
with the show is the character who
related its historical tales. the well-
known “Old Ranger.”

Moreover. the company and ageney
together owned a grand total of 731
radio scripts, a rich mine of story ma-
terial practically begging to be con-
verted into TV tales. Bound into 57
volumes (plus a two-volume index).

annual time-and-production budget (assuming showings
go on) totaling $1.5 million. Show is seen in 58 markets

the scripts make up a six-foot shelf of
books in the oflice of Mrs. Dorothy
McCann, who has over-all charge of
production for the agency and was
midwife at the birth of the radio show.
The seripts have been guarded jealous-
ly against offers to buy out the lot. One
script.  called  “Johnny and Jingo
Mine,” was sold some years ago to
Warner Bros. for a movie but the
proviso was made that no mention be
made of the source.

There were other advantages. too.
The show had wonderful photographic
possibilities in the visual beauty of
Death Valley as well as other outdoor
locations. (A live show was out of the
question, of course.) There were good
promotion and merchandising possibil-
ities for, among other things. the pub-
lic connected 20 Mule Team Borax
with Death 1alley Days and the 20-
mule team motif was a crackerjack
trademark. Moreover, during PDeath
I'alley Days on radio. there were
steady increases in sales.

Last. but not least. there was Ruth
C. Woodman. who dug up the material
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20 MULE TEAM
~ HISTORY

aud wrote the origmal radio scripts.
Her familiarity with the story prob-
lems and her writing experience (she
has also written for Dr. Christian, Sus-
pense. and Circle Theatre) were of al-
most irreplaceable value.

Al these factors are the sort of
thing that might run through an ad-
man's mind in making a decision to
enter television. But they are not the
whole story. by any means. To the
Jient. as well as the agency. the clinch-
ing arguments must be found n the
hard-botled cuestion: How does T\'s
cost-per-1.000 compare with other me-
dia. particularly print media?

To get the answer. McCann-Lrickson
ran a test last year. They ehose cight
medium-sized markets — Sioux  City,
Dayton, Ltica. Madison, Syracuse, Ce-
dar Rapids. Harrisburg. and Peoria.
They were large cnough for valid re-

OLD RANGER" PROVIDES ERAND IDENTIFICATION; AGENCY HOPES ROSEMARY DE CAMP WILL BE ANOTHER BETTY FURNESS

Byl Y Mkbis § RV o

/ V) OLD RANGER’

) \§ =

FAST!
THOROUGH!

I GENTLE!
HAND SOAP

DO e L i Shem
[ e e
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sults and yet not =0 large that the
survey expense would be prohibitive.
The agency also felt. as so many do,
that the big cities do not always give
“average” answers. Retailer coopera-
tion is also a difficult matter in the
larger metropolitan centers.

The cities were divided tnto four
groups of two ecach. The agency ran
TV announcements in one group, news-
paper ads in another. newspaper ads
hacked by =ampling in a third. The
fourth was the “control”™ group—no
advertising was used.

1 National magazines weren't includ-
ed in the study since the company.
true to forni. was then concentrating
nearly all of its ad budget in Life,
Women’s llome Companion, True Sto-
ry, and Good Housekeeping. Results
rom magazines were thus not possible
to get on a comparative basis.

Puacific Borax sells
new TV show to retailers

Botl firui aud ageney. McCaun-Ericksou.
beliere thet “Death Valley Days™

has good merchandising possibilities
because of its famous name. All
salesmen are supplied with program
kit containing information about

show and material for window display.
Salesmen are urged to rvisit staiions
with display waterial ideas aud.

since show is placed on spot basis,
cach firmm rep must be supplied with

story line for his particular market

( Neither was radio included in the
study, although it was taken into ae-
count when the media question was
thrashed out. Both the agency and the
firm felt that 21 years on radio gave
them enough experience in the mediurm
to judge it. The agency also told srox-
soR that it eouldn’t find two nore com-
parable marketz for the siudy and. in
addition, the client didu’t want to
spend any more money on rescarch.

(1t 1= the feeling among some out-
siders. however. that since Pacific Bor-
ax had dropped The Sheriff from ra-
dio a =hort time before, the firm and
agency had already made up their
mind: that radio was not in the run-
ning. )

A cousumer survev followed the ad
campaigns to measure their impact.
When the figures were all in. the an-

(Please turn to page 75)
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AGENCY -

VGEMENT OF TELEVISION STATRION

DISTATE

'URNISH TELFCASTING FACILITIPS TO [sdvertisct]
uct]

Major provisions
" in TV contraet which

differ from radio form

[ * PROGRAM
TIMES TO ! AL TOTAL
| . H OF TELECAST=— HOUR — ~ DAY -~ ~FER WEEK.w ~NG. WEEKd>a, =NO, I'IMFS— = .
. Contracts for programs of five minules or ove
are not cancellable for the first 13 weels
Contracts for programs of less than five
| minutes must be firm for four weeks, and
. g T N mavy be cancelled anytime thereafter on two
ONAL [NFORMATION foueh 2 progrim marerial, rtent, sommere o ] weeks written notice
: [ aural or visual portion of signal should be
interrupted. the amount of adjustment to ageney
>’ is subject to negotiation with the Tl station.
{Adjustments are easter in radio because
only the sound factor need be considered)
I station substitutes a sponsored program of
, = public interest for scheduled program., station
i 2 ", 1 . . - -
b rct uasso G e is liable for agency's non-cancellable live
Lo T — talent costs for live program and reasonable
| 5se Time Tatear Rebeanat Teeutier Feches e _ allocated print or rental cost of film shows
ma Rate § T ] $ | - s > Y 4
me Rate § 3 E $ 5 ¥ s H
aarge for ¥ . ~ 8 L3 ] L A $ I — !

Telecarts

cy commission of 1557 EXCEPT on ¢harges indicated by astetisk [s]

« standar cosditionson back bereof. NAME OF AGENCY, PE
CITY

R w—

Standard contract's negotiators sought to make language
of terms, as well s order form (left), simple, unlegalistic

- Member of

~ AMERICAN ASSOCIATION OF ADVERTISIN
B TR Ty G —— e R

G AGENCIES

Spot TV's now

sftandard contracd

Some admen say ne. but

Eprobabl) no two words in the en-
tire lexicon of commercial radio have
been as closely identified as “spot” and
“flexability.”™ The degree to which this
flexibility has been impaired is the
prime question which has emerged
from the adoption last month of a
standard contract for spot TV by the
4 A’s and the NARTB.

A poll conducted by sPONSOR among
timebuyers. account executives. and

3 NOVEMBER 1952

Is 1t Hexible enoueh?

majority think new format meets present needs

advertisers disclosed a division of “To me the contract represents a
opinion on the subject of this newly step backward. Spol's one great sell-
adopted contract. ing point has been its flexibility. That

A timebuyer for a top agency who characteristic should have been jeal-
participated in the negotiations on the ously guarded and not shackled with
spot contract form summed up his re-  amendments to meet a current condi-
aclion to its provisions as follows: tion.”

g ssoci lia direc f

Iy From an associate media director o
another agency came this comment:

controversy “True the sort of flexibility you as-

OO (Please turn to page 80)
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Whait sponsors should Enosww about

. . . .
Nielsen national average daily tune-in, 6-10 a.m.:

7. 136.250 HOMES

Early morning {ime

Costs are low: results, good: availabilities. tight

Morning radio is practically TV-proof

(Share of audience by quarter hours, radio vs. TV, Percentages add to 1007 total

HOUR (A.M.)

6:00- 6:15
6:15- 6:30

6:30- 6:45
6:45- 7:00
7:00- 7:15
7:15- 7:30
7:30- 7:45
7:45- 8:00
8:00- 8:15
8:15- 8:30
8:30- 8:45
8:45- 9:00
9:00- 9:15
9:15- 9:30
9:30- 9:45
9:45-10:00
38

RADIO

100.0
100.0
100.0
100.0

93.3
92.6
92.6
92.1

91.9
91.1
90.0
89.6

94.5
94.7
94.8
94.3

v

10.0
10.4

5.5
5.3
5.2
5.7

The figures showen at left
are hased on listening and
viewing checked iu a muhi-
state area inu New Euglaud,
in achich the over-all TV set
saturation was 49.5% ., or
about one out of erery tico
homes. Village aud farm
Jawmilies did wmore ecarly
morning listening than did
urban fandilies, but the
differcuce was actually slight.
Urban men did [.1% less
morning listening thau the

orver-all arerage; urbhan
wowmen 0.99% less.

SQURCE: (¢ Forest Whan  dy
“The Bos Luts
R

A/

Picture. From WISC, Madison, Wisc.

’ n no other time block in radio today
are good availabilities so avidly pur'-
sued by timebuyers as in the four-hour
segment between 6:00 and 10:00 a.m.
“I've got so many requests from agen-
cies for good morning availabilities.” a
station rep =aid last week, “that I could
sell all the morning programs and par-
ticipations on our best stations three
times over—if I only had them to sell.”
A veteran BBDO timebuyer gave an
off-the-record reaction from the other
side of the fence. “It used 10 be that
radio stations would try to sell you a
package deal of announcements in
morning radio when you wanted the
choice nighttinte slot=.” he said. “Now,
i’s just the other wav around.”
What has caused good morning
availabilities 1o be snapped up like the
first bateh of postwar mlons has been
a basic shift in the thinking of many
leading  Droadeast  advertisers  and
agencies regarding air advertising.
Radio research has tended. during
the past couple of seasons, to show

e
status repor?t
0 A
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nighttime radio audience declining.
However. moruning radio seems hardly
to have been touched by the hot elec-
troni¢ breath of video. according to
the same research figures. Most broad-
cast advertisers today. feel. therefore.
that morning radio, especially when
meazured off against the growing num-
ber of multiple-set homes, cannot help
but be a top advertising value.

Certainly. research figures bear out
this logic. About half of the men and
more than half the women in radio
liomes usually listen to morning ra-
dio’s potpourri of news. music, weath-
er, and time signals. according to qual-
itative audience studies like those of
Dr. Forest L. Whan.

Audiences do a lot of listening in
whole-family groups. too. The most
common pattern is to turn on the bed-
room radio around 6:30 to 7:00 a.an..
then shift the listening location to the
kitchen during the time the family
eats breakfast, and then continue after
breakfast while Mom washes the dishe-
and Pop drives to work with his car
radio on.

Even in heavily saturated TV areas.
where every other home has a televi-
sion set and TV outlets are airing
morning programs as early as 6:30
aan.. morning radio walks off with
most of the honors. About nine people
are listening to radio between the
hours of 6:00 and 10:00 aam. for
every single person tuned to TV. This
is true even of TV-conscious New York.

The tremendous current popularity
of early morning radio with national
advertisers is therefore easy to under-

stand. Rates are still relatively low;
although some stations have talked of
putting everything from 6:00 a.n. to
1:00 p.n. in Class “A” time brackets.
most of the basic morning time block
is stll i Class “C™ and D7 thne.
Purchases are flexible; although net-
works have been opening up commer-
cial service as early as 8:00 a.m. EST.
the 6:00 to 10:00 a.an. time block is
about 75¢ “station option time” and
is therefore sold on a spot basis.

When these morning radio advan-
tages are added to those of audience
size, the reasons for morning radio’s
transformation from ugly duckling to
advertising swan are clear. Morning
radio:

1. Has big audiences, in both TV
and non-TV areas.

2. Has low rates. thus stretching the
value of ad budgets.

3. Can offer audience compositions
comparable to those at night.

4. Has a cost-per-1.000 homes aver-
age often superior to anything else a
station may offer during the rest of
the day.

As a result. millions of advertising
dollars are now being poured into ra-
dio advertising. both spot and network
in the 6:00 to 10:00 a.m. period. from
the budgets of some of bhroadcasting’s
biggest sponsors. Here are just a few
names on the list of morning radio
chents:

Foods: Stokely-Van Camp. General
Foods. Best Foods. Campbell’s, Swift
& Co.. National Biscuit Co.. Wheatena.

( Please turn to page 72)

AGENCY EXECUTIVE:

Robert Reuschle of McCann-Erickson
New York City

“Vorning radio 1s so jam-paciced that clients
may well have to tale a secon ol al

availabilities  (n daytime nd i

AD MANAGER:

Eliiott Plowe of Peter Paul
Naugotuck, Conn.

principally

“We've used morning radio

newscasts for 20 vears. s a medium,

.o . -
it s constantly growing in value to us.

Howes tuning morning radio

(6:06-10:00 a.m.) in five key marvkets and entive U. S.

6:00-7:00 a.m. 7:00-8:00 a.m. 8:00-9:00 a.m. 9:00-10:00 a.m,

. % of Homes % of Homes e of Howmes e of Homes
Nielsen Area liomes | reached homes reached homes reaclied lhomes reached
NEW YORK 4.2 215.969 12,7 6G53.031 16.5 818.-130 17.7 10,1314
PITTSBURGH 2.7 29.670 10.5 232,050 1t.¢ 256.360 13.¢ 287.300
CINCINNATI P 291,116 18.1 i23.856 22,14 881.216 21.9 861,546
CHICAGO 9.2 467.268 22.6 1.117.8514 213 §.2340. 197 26.6 1.351.011
LOS ANGELES 4.0 68.000 10.0 171,500 12.9 221.235 17.6 301.810
TOTAL U. S. 7.7 3.,376.0066 ; 17.0 7.-115.000 19.7 8.6383.000 | 21.2 9,296,000
NOTE: Figures for ““Total U. 8. liave been specially adjusted for B
SPONSOR by A. C. Nielsen for differences in time zones, so that SOURCE: A. Nielsen ¢ t © February-March
each hourly heading reflects the combined arverage listening in eacli el T '

of the four time zones at that hour. This was done because most
pre-10:00 aan. radio programing is locally produced by statious.
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CHAIR ON THE BOULEVARD
new half-hour drama series. international
'n both its setting and appeal. Based on
the famed short stories of Leonard errick,
England’s O. Henry, and plaved by
a topflight Hollywood cast.

THE ITINK MceCUNE SHOW
situation comedy your audience will
love at face value ...the fuce belonging to
Hank “Ears” McCune, hiigh-riding T
comic-maniac. A new half-lour series
with many star supporting players

THOSE W ERE THE D LYS
Charles Winninger at his warm and
whimsieal best. A new half-hour series oj
wus which are set in the Twenties and
which will keep viewers of all generations
chuelkling from start to end.




Jour lop

— D
—r—— 2

@
; «
llra w@ng Pick one of them. any one. aud you'll have

a TV film show that can’t be beat.

l ’ For they're four new ace-high series with
c ar‘ s ® two of TV films™ biggest names hehind them . ..

Bing Crosby Enterprises as producer and CBS

Television FFilm Sales as distributor.

All four are sure bids for big audiences.
Now avatlable on a national first-run hasis,
they offer yon broad appeal. topmost quality
(at low. low cost) and all of the production
values that are Bing Crosby Enterprises’

trademarks.

And CBS Television I'ilm Sales” community
saturation merchandisimg service will help
you turn the greatest possible number of

viewers mto customers.

We'll be happy to put our cards on the table
for you. For further details and a private

showing. if you like. just call in. ..

CBS TELEVTISION FILM SALES

offices in New York, Chicago, Los Angeles and Memphis.

Also available: The Gene Autry Show. Files of Jeffrev Jones,

Holiday in Paris. The Range Rider. Strange Adventure.

T CROWN THEATRE
new edition of a top-rated Vienna Philharmonic Orchestia. World's Immortal Operas.

\ Bing Crosby Enterprises dramatic S .
) anﬂxologvlava,'lable for first-run Cases of Eddie Drake and Hollywood on the Line.

wwing. Half-hour film series with

a format that's proven its power
to draw the entire family.




' COFFEE

HOME IMPROVEMENTS

SPONSOR: E Martin Harrell Co. AGENCY ; Direct
CAPSULE CASE HISTORY To lanneh his Bailey's Sn-
preme Coffee in the Norfolk market it had not been of-
Jered there prior to January 1952). this sponsor seleeted
morning Tl . He 100k three participations a week on
Relax, a d.j-variety show seen on WTAR-TI. Monday
throngh Friday, 9:00 1o 10:00 aun. Sales greatly ex-
ceeded expectations. In September. due to the Tl build-
up. larrell secured an order [or the coffee from the Colo-
mial Stores chain, giving i1 eveellent distribation in the
market. Sponsor has r1enewed for another 20 weeks.

WTAR-TV, Norfolk PROGR M Relax

SPONSOR: Globe Home Improvement Co. AGENCY: Direct

CAPSULE CASE HISTORY:  Globe sponsors a five-min-
wte segment eaeh Friday on this daily 1:00 10 1:30 p.mn.
woman's program, inviting listeners 1o phone in inquiries.
They harve been averaging five calls within each fire-min-
nte segment. The ealls inelude requests for estimates on
Youngstown Kitehens as well as on home improvements.
The average kitchen sale is 31.000; home improvement
sales average $300. The ratio: one sale 1o every three
inquiries. The cost: abour 80 a program.

WMAR-TY, Bahimore PROGRAM: The Woman's Angle

TV

results

TEA

SPONSOR: Indepeadent Grocers” Vesn. AGENCY': Direct

CAPSULE CASE HINSTORY:  Abowt 75 members of the
Indiana 1G4 sponsor Dangerous Assignment on WTT} .
Thursdays, 8:30 10 9:00 p.an. A different product is
plugged on cach program. On one show in July, they
advertised 1ea (Lipton's). These 75 groeers normally sell
about 12,000 Ibs. of tea (all brands) a year. As a result
of the one program, they sold over 7,000 [bs. of tea in
one weelk alone-——for a seles gross of abour $8,000. No
other advertising beside the one-time T1 plug 1was used.

WTTV. Bloomington. Ind.  PROGRAM: Dangerous A-~ignment

FRUIT SLICERS

SOFT DRINK

SPONSOR: Oregon-Washington-California AGENCY : Direet
Pear Borean
CAPSULE CASE HISTORY:  WWhen  faced with a pear
surplus, members of the Bureaun reasoned thar if they
conld get a new pear and apple slicer into the hands of
enough people. it would help sell more pears. The Bu-
reaun offered snch a slicer (for 25¢) wvia hwo futegrated
commercials by Faye Stewart on her duatly 1:00 to 2:00
parr. KPIN Kitchen, The two pitehies ton & Angust and 1
September) brought in over 2150 letters. ordering 3.290
sticers for a S150 air investment. Pear sales went up too.

KPIX. San Francisco PROGRAM: KPIX Kitchen

SPONSOR: Nehi-Royal Crown ACENCY: Duke Kerstein Co.
Cola Bottling Co.

CAPSULE, CASE HISTORY:  This eompany had a 10-
vear record of only modest increases in sales each year.
In February 1952 they bought the Laurel & Hardy series
on KOD-TI', Sunday 5:00 1o 5:30 p.m., ineorporating a
local, live five-minute commereial. In four months. at u
cost of 835 per program, they had a 40'¢ inerease over
the previous year’s business. Sponsor has ticice renewed
original 13-week schedule. is now using another film show
(Dick Tracy) in the same Sunday afternoon time slot.

KOBTY, Albuguerque. N M, PROGRAM: Laurel & Hardy

SALT SHAKERS

PIES

SPONSOR : Kranich Bros: Int’] Jewelry Store AGENCY @ Direct

CAPSULE CASE THSTORY These tuwo jewelry stores
joinily sponsor Red Kain Comments on the News, Thars-
days, 10:30 10 10:45 pan. On one of thetr three one-min-
ute commercials one night they displayed a pair of nog-
elty salt-and-pepper shakers selling [or 39¢ a pair. The
day Jollowing the telecast both stores sold ont their entire
supply of the shakers 727 pairs  and had 1o turn down
over 200 extra requests. This was a 3283 return from an
ad expenditnre of about 330.

WOCALSTY, Lancuster, Pa. PROGR AN Red Kain Cominents on
the News

SPONSOR: Table Talk Pastry Co. VGENCY: Reingold Co.
CAPSULE CASE IMSTORY:  After sponsoring The Range

Rider for 20 weeks on both WBZ-T1", Boston (Sunday.
7:00 10 T:30 panay and WIAR-T1, Providenee (Sunday,
6:00 10 6:30 pan.y, this pie-baking company reported a
30¢ increase in business. In the months of Jannary and
February alone it sold over 60 more pies than in the
same months the previous vear. Sponsor gives full credit
Jor increase to the TV show. He is happy with low eosi-
per-1.000 (in Boston, $1.29) and has renewed program.

STV . Boston

|
R-TY, Providence PROGRAM: The Range Rider
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The largest stockyards east of Chicago
— Lancaster, Pennsylvania’s Union Stock-
yards, serving Reading, York, Harrisburg,
Lebanon and other areas — overflowed
with a profusion of pigs one day recently.
Occasion was the Lebanon-Lancaster
County 4-H Pig Round-up and Sale, and
naturally, a WGAL-TV crew was on hand
to bring the day’s highlights to the many
interested farm families in WGAL-TV’s
large Eastern Pennsylvania viewing audi-
ence. The camera followed Tom King,
livestock specialist from Penn State Col-
lege, as he judged the pigs, and also caught

a glimpse of young Lorraine Eshleman, of

Represented by
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Lebanon, with her carefully tended entry.
Both on its news shows and its popular
“Television Farmer” show, WGAL-TV
took its farm viewers straight to the scene
of the round-up, gave them a clear and
complete story of this interesting agricul-

tural event.

WGAL-TY

Lancaster

Pennsylvania
A Steinman Station
Clair R. McCollough, Pres.

ROBERT MEEKER ASSOCIATES

New York Chicago

Los Angeles San Francisco
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The

picked panel
answers

Mr. Mendleson

The quick off-
the-shoulder an-
swer to this ques-
tion is obviously
*sales” Dbut these
are difhicult  to
measure due to
diversity of me-
dia used. Let’s
break our vauil-
Mr. Street stick  up nio
three one-foot

lengths and get the answer this way.
Starch has proved that devoting at
least one-hall of a inagazine ad to a
premium promotion produces a slight

increase in noting and a considerable
increase in reading of the product
“sell” copy as well as the premium
copy. It is my belief that the same re-
sults are obtained when a premium
commercial. be it radio or TV, is used.
People sit up and watch or listen more
intently when a premium is offered.

I would argue with the typical agen-
¢y measurement  cost-per-1,000  re-
turns  because it is my belief that a
bonus of interest is ereated in any me-
dium of advertising when a premium
is nsed. Many agencies are inclined
to charge all radio or TV programing
time to a premium and eome up with
lantastic cost-per-1,000 retnrns.

I say that even if people do not
send in for the offer. they stll pay
morce attention 1o the commercial and
appreciate the fact that the offer was
made. Before one return is in on a
premimm offer. the advertiser has al-
readv received a bonus of interest.
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W Sponsor asks...

What type of yardstick do you use to determine

the success of a radio or TV premium offer?

This first notch on the yardstick 1
would like to call “added interest.”

We have been most successful re-
cently in offering premiums on partici-
pating shows. The personalities on
these shows really get behind these
items. do a terrific selling job on a
person-to-person  basis, offering our
product’s premium as a special gift.

In any premium promotion, the
trade gets shaken up a bit, and our
salesmen perk up at the same time. As
an offer gets rolling. we find that this
enthusiasm tends to snowball. This
would be the second notch on my vard-
stick:  “enthusiasm™—at the station
level. trade level. sales level, as well as
at the consumer level.

The last measure I would include in
this vardstick would be comparing the
number of returns with those of other
successful users and with our own past
experience. It is important in analyz-
ing rcturns to make sure that your ra-
dio and TV box numbers are separat-
ed from vour newspaper. magazine. or
point-of-sale media- -so the results can
be properly analyzed.

Just as there are several miserable
Broadwav shows and one or two stand-
out successes each season. I believe
that if the premium is good and is
properly promoted. it can attain the
success of the recent Lipton's Chefsaw
and the Colgate’s Princess Doll.

Summing up. while sales are the ul-
timate goal of any premium promo-
tion, it would be wise to consider the
Interest ('r('aletl; the enthnsiasm gen-
erated through channels 1o the con-
snmer: and finallv, based on experi-
ence, the results of similar offers.

JAMES STREET

Mgr., Premium Service Office
General Foods Corp.

New York

President
Samuel Mendleson | B. T. Babbitt, Inc.
New York

Actually,  there
are various yard-
sticks depending
on the purpose
for which the
premium promo-
tion was planned
and the purpose
may vary from
product to prod-
ucl, or premium
promotion to

wiss Harrison

premium promotion.

In general. we at Scheideler, Beek,
and Werner, Inc., consider the primary
purpose of premium offers that of
sampling new customers. For this rea-
son, we have developed a follow-up re-
search technique that quite accurately
determines the number of new users a
given premium deal develops, and that
indicates the subsequent number of re-
peat customers, On one promotion, for
example. bv actual check. nearly 5077
of the premium purchases were made
by new customers and half of these
became repeat customers.

In order to have a common denomi-
nator for comparison of different pre-
mium promolions. one yardstick we
usge is the “Inquiry Cost”—that is, the
advertising cost for the promotion per
customer order. Through such a com-
mon denominator, we can compare na-
tional deals with regional or local
ones: the effectiveness of a premium
on one product with those on other
products: and, especiallv. we can com-
pare results of use of various media
radio. TV, newspapers. magazines. etc,
for each account using premiums.

In general. daytime radio inquiry
costs are less than newspaper inquiry
cosls, and newspaper inquiry eosts less
than magazines. This conclusion is
based on years of expericnce. In the
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case of television, the medium is still
so new, insofar as premium promo-
tions are concerned. that we are still
gathering our basic data. However,
the inquiry costs on some television
promotions have been amazingly low
in one case, two and one-half cents
per inquiry—and we already can fore-
see a steadily increasing use of pre-
miums on TV.
MARGARET HARRISON
Premium Manager
Scheideler, Beck & Werner
New York

The yardstick
that | have used
in appraising the
success or failure
of a premium
that is promoted
by radio and/or
television is very
rarely the num-
ber of actual re-
quests  for the
premium itself.
My yardstick in cvaluating the premi-
um promotion is: “Did we achieve the
objective for which this premium was
designed?”

Mr. MacDonald

For example, in the introduction of
a new product you rarely use a premi-
um at the outset. Other devices such

as couponing and sanipiing and special |

price concessions are usually in order.
After you have attained your desired
distribution, then you can move in
with the premium. An analvsis of vour
results will give you an indication of
the impact of your introductory meth-
ods. Therefore, if you find that certain
areas respond weakly to the premium,
you may find that vou have a sales
problem in specific areas. The next
phase of this problem is when vour
product becomes fairly well estabhshed
and enjovs good consumer acceptance.
This is the time to offer a premium that
can be related. 1o some extent. to vour
sales. Since most radio and TV offers
are send-aways. it would be very ex-
pensive to set up the mechanics to get
a good solid answer to this problem.
The one 1ype of premium whose ef-
fectiveness can he measured caleswise
is the point-of-sale premium. This is a
premium that is either packaged with
the product or given awav at the point-
of-sale. Generally speaking. verv feiw
adult premiums of thiz nature are
backed bv radio and TV. This is not
(Please turn to page 86)
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WDSU DEVELOPS
777+ OUTSTANDING

'SALES SUCCESSES!
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e Write, Wire
or Phone Your
JOHN BLAIR MAN!

® Yes...here in New Orleans,
WDSU has once again dem-
onstrated its power to produce
greater sales for dollar wise
clients.

® Here are the facts: to deter-
mine the advertising effective-
ness of WDSU, completely
separate and individual tests
were conducted by four of
New Orleans’ leading retail
stores.* Each store selected its
own test item among which
were brunch coats, television
sets, cotton piece goods and
women’s hosiery. For the tests,
an equal advertising budget
was allotted to both WDSU
and to a competing medium.

® In each store, an impartial
survey group—Advertising Re-
search Bureav, Inc.— inter-
viewed customers who had
been attracted by the adver-
tising. Results of these indi-
vidual surveys revealed that
WDSU attracted from 12.5%
to 27.4% more people to the
stores than the competing
medium. And in total dollar
volume — WDSU’s radio cus-
tomers spent from 17.6% to
23.1% more than did custo-
mers of the competing me-
dium.

® If your sales picture is in the

“dark room’’— dollar for dol-
lar — WDSU can ‘“develop”
greater sales for you in the
“Billion Dollar New Orleans
Market”

“(We'll gladly send you complete
details upon request.)




nsor
rom our sponsor

by Bob Foreman

One of the strangest paradoxes
among many created by the mon-
~ter known as television iz that a
unmber of network advertisers.
and perhaps the networks them-
~selves, dread the opening np of
new markets. IUs true there 1= a
crving need for other channels in
present one-channel towns. But the
~pread of the medium o new terri-
torv. something that ordmarily
would be a welcomed thing, i»
viewed with misgiving=. Not that
anvone desirex to Hmil the dissem-
mation of entertainment and news
nor to prevent more people {rom
connng mto range of the tremen-
dous selhing power of television.
but it 1s solely the economies of
the move that causes shudders.
That ix, from the advertiser’s point
of view.

Today. even the huge expendi-
ture 1= hard put 1o it to accommo-
date a full TV network. On the
other hand. many advertizers with
(wo- or three-million dollar budg-
ets are used to thinking of them-
sclves ax definitely in the big
leagnes and in the position of buy-
er~ in a seller’s market. To their
disillusionment, these folks now
find that with talent costs <o Iigh
and time alreadv way up there.
their approprations are looking
mighty <kimpy indeed. This ix es-
pecially true if they hope to have
a ~midgen lefl over for magazines
or radio or mateh covers, On top
ol all this. let’s add a dozen or
100 or 200 =1ation=. regardless of
their <ize, to the present line-up.
and vou not only strain the adver-
ti~er’s hudget. bat in a majority of
cases vou ruplure it completely.

Perhaps thiz is why we've heard
very little talk to date, in a medi-
mm where talk i rampant. about
what is going to happen when the
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thousands of new channels are al-
located. built. and on the air.

A few thing= are for =ure,
though.  For example. no matter

how many channels are finally in
operation. it 1= still going to be
true—in fact. almost as true as it
i= with the present 11l-0odd s«ta-
tion~——that a comparatively few
outlet= will cover a goodly per-
centage of the =ets as well as a nice
<lice of the purchasing power of
the country. So it may well be that
the more stations added, the more
advertisers who will consider buv-
ing a limited number of stations—
only in the bigger markets. In oth-
er words, an increase i TV outlets
mayv actually cauze a cutback in
the number which national adver-
tiser~ purchase.

Whether the networks will allow
an advertizer this prerogative at
first or later or ever remains to be
seen. But az =zure ax a dollar ix
worth 50¢ today, the medium is
going to come to that, whether it
be on a spot basis or network.

Here's also something to look
for. Film programs will he bicy-
eled from station-group to station-
group on a hitand-run or “flight”
basis. Such an approach presents
a fairly sonmd way of touching all
the bases without caunsing an ad-
verliser to go broke in the process.

As for the 52-week every-week
advertiser. he iz alrecady almost as
~carce ax the pterodactyl and will
~oon make that bird seem cominon-
plaee by comparizon.

Just in case 1t seems that I'm
ringing the death knell for the new
channels that will open up. let me
state | behieve just the opposite to
be true. What the above dilemma
will set in motion will be. | be-
lieve, a tremendous volume of tru-
Iv local 'FV advertising. It will

permit the local banker and baker
and candlestick manufacturer to
buy time in hix own backyard—
and buv it he will.

Whether a home-town advertis-
er can get into the medium right
off the bat as his clramrel opens up
will depend. of course. on how
close to the wall the big boys are
forced who are still buving net-
works in all markets, Unless 1
mi== what i purely my guess, this
should he on the verv day that a
hatch of new stations go on the air.
Therefore, all of this adds up. not
to disaster, but to a very healthy
future for televizion as an adver-
tising medium.

commercial reviews

TELEVISION
PROGRAM @ Lavae Soap (P&G)
AGENCY: Biow Co., N.Y.C.

One-minute announcement
Shamus Culhane

PROGRADM :
PRODLUCER?

Here’s an extremely tightly packed com-
mercial in which every frame fights for
attention and achieves it, leaving a last-
ing advertising impression on its viewers.

The opening scene shows a man empty-
ing things into a garbage can and the
sound track whimsically states that here is
Dad on his day of rest. The next shot of
Dad depicts him washing the grime off
his hands with Lava. Abruptly, we leave
the realistic approach and in tight close-
up, we see animated visualization of Lava’s
“thousands of tiny scrubbers” at work on
the knuckles and around the nails of his
hands as they are being washed.

The animation though symbolic, gives a
feeling of realism, since it so graphically
portrays the action of the soap. Thus
the copy idea is put across in a tremend-
ously effective way, and as only TV can
do it, thanks to the combination of sight
and motion. This same concept in a mag-
azine, for example, might very well look
silly.

There is an excellent choice of opticals
which adds pace to the announcement as
well as interest, especially where the word
Lava is spelled out with the familiar chant
accompanying the video. It’s worth not-
ing that this chant is worked into a new
ditty in such a way that the years of value
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WHAT IS AN INEXPENSIVE TV COMMERCIAL?

A cheap commercial is one on which creative
and production costs have been drastically cut
at the expense of effectiveness.

SARRA does not make cheap commercials.

SARRA does makeinexpensive commercials.

An inexpensive commercial is one on which
creative imagination and production methods
have been skillfully combined to do a success-
ful selling job.

Or an inexpensive commercial may be one
so fresh and interesting that it can be used
again and again without becoming tiresome

Dealers’ shelres were swept clean Human interest situations drama-

. . . one in which the repetition has a cumu-
lative sales value. (For instance, the Lucky
Strike opening is in its third year; Philco
opening, second year. Pet Milk, A&P, and
many others are using the same Sarra Com-
mercials for the third year.)

An inexpensive commercial is one that comes
over the home television screen with all the
quality retained that went into the original.
To insure this fidelity Sarra makes its own
Vide-o-riginal prints in its own quality-con-
trolled laboratory.

of a combination offer of Stopette
Deodorant and Poof Body Powder by
first showings of this Sarva commer-
cial on the “What's My Line?” pio-
gram. Made for Jules Montennier,
Inc. throngh Earle Ludgin & Co.

tize the various uses for Pet milk
so pleasingly and conrincingly that
this series of Sarra spots is still
being used for the third year. Pro-
duced for Pet Milk Company
through Gardner Adrertising Co.

We'd be pleased to give you case histories on why
Sarra TV commercials are inexpensive commercials.

Vide-o-riginal is Sarva's name for a
quality-controlled motion picture
print custom-made in Sarrd’s oun
laboratory to gire maximum fidelity
on the home TV screen. Erery print
receires individual attention in quan-
tities of one . .. or bhundreds.

S ARRA— B

aEaEEEEEEEeEnneeemEemEsm SPECIALISTS
3 NOVEMBER 1952

New York: 200 East 56th Street
Chicago: 16 East Ontario Street

IN VISUAL SELLING
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Become sponsors who
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Perfect
Pre(:Isl(m

“SELECTIVE PRINTING
FOR EVERY SCENE?™

This is one of the essential depart-
ments at Precision which doesn’t
depend on automatic machinery.
Only intelligence and skill can be
lepended on to select a timing value
for the correct printing of essentlal
elements. That’s what you get in a
Precision timed print — a selective
printing exposure for every scene.

YOUR ASSURANCE OF
BETTER 16mm PRINTS

15 Years Research and Spe-
cialization in every phase of
l16mm processing, visual and
aural. So organized and equip-
ped that all Precision jobs are
of the highest quality.

Individual Attention is given
each film, each reel, each scene,
each frame — through every
phase of the complex business of
processing — assuring you of the
very best results.

Onr Advanced Methods and
our constant checking and adop-
tion of up-to-the.minute tech-
niques, plus new engineering
principles and special machinery

Precision Film Laboratories — a di-
vision of J. A. Maurer, Inc., has 14
years of specialization in the 16mm
Sfreld, consistently meets the latest de-
mands for higher quality and speed.
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enable us to offer service un.
equalled anywhere!

Newest Facilities in the 16mm
field are available to customers
of Precision, including the most
modern applications of elec.
tronics, chemistry, physies, optics,
sensitometry and densitometry—
including exclusive Maurer-
designed equipment—your guare
antee that only the best 1s yours
at Precision!

(PRE CISION

FlLM LABORATORIES, INC.
21 West 46th St.,
New York 19, N.Y. I

JU 2-3970 ]

| segment.

Lava has in 1t are maintained, yet brought
up to date by the incorporation within the
new jingle.

Lava has here, I'd say. an excellent
combination of live action and animation,
music and straight sell, all adding up 10 a
fine commercial for a product in one of

the most competitive advertising fields.

TELEVISION

PRODLCT
AGENCY
PROGRAM : |

Pepsodent Toothpaste
McCann-Erickson, N.Y.C.
““Heaven for Betsy,”” CBS

In this twice-weekly 15-minute epic
which somehow manages to create a situa-
tion and then resolve it plus sell two
products, the live closing commercial (in
contrast to the spot film on another prod
uct used at the opening) is worthy of a
few well sorted out picas of comment.
The stars of the program are two pleasant
young people who according to the credits
at the show sign-off are actually married.
According to their dialogue as well, they
seem to partake of this relation. Their

names are Jack Lemmon and Cynthia

Stone—and it is this couple, having set-
tled the show situation for the evening,
who return in character and usually in
pajamas to do a verbal segue to the hard-
selling copy on Pepsodent.

I must confess they build this bridge
with skill. The copy is somewhat between
the cold blooded “and now a word from
our sponsor” and a real honest-to-goodness
commercial. Tt is a well composed and
nicely delivered 20 or 30 seconds in dia-
logue which launches into the product
fairly quickly and straightforwardly, and
even handles some sales points. But the
beauty of the way the device is done is
that the words ring true. Either the copy
is so colloquially conceived or the commer-
cial verbiage is so adroitly delivered that
the sound and sense of them bescomes be-
lievable as well as interesting. Probably
both.

This lead-in is topped off by a goodly
hunk of straight sell delivered, voice-over,
by an announcer, the video bzing a couple
of telops (still pix). In this copy we
learn of the two types of Pepsodent and
get some typically commercial reiteration
of the theme line: “for that clean mouth
taste.” All in all, I'd say hers is a neat
little commercial package making excel-
lent use of two capable stars and the lim-

ited time allotment i a 15-minute time
* k X
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yQUI" TV films?

M

do better
with SPOT—
much better

When you place your TV film shows on a Spot basis, you don’t

get tangled up in cable allocations, “must” stations or minimum

group requirements. With Spot, you buy only the markets you wish . . .

find stations clear time more readily. And there’s a saving
in time charges—enough to cover film prints,

their distribution and others costs.

Get the full details from your Katz representative.

T H E K ATz A G E N c Y, lN c o National Advertising Representatives

488 MADISON AVENUE, NEW YORK 22, NEW YORK » CHICAGO + LOS ANGELES ¢ SAN fRANCISCO « ATLANTA « DALLAS « KANSAS
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{| TELEVISION

\SYRACUSE,

That nice "gal next
door" knows all the
latest recipes, all
about what's new in
the stores, what to
do about beauty pro-
blems, is full of new
ideas about decora-
tion. Kay larson is
"the gal next door"
to thousands of Cen-
tral New York house-
wives who take time
off each day at 3:15
for a friendly session
with her in their TV
rooms. You'll find
this light-hearted
participation show an
ideal place to spot
your product story.

Represented Nationally
By the KATZ AGENCY

' DUMONT

A MEREDITH STATION

Jack Upton

V.p. in charge of N.Y, service
N. W. Ayer & Sons, Inc.

agency profile

Jack Upton was a bit startled to discover. shortly after receiving
his degree at Yale. that the last thing in the world he wanted to be
was an electrical engineer. It didn’t really matier—in 1932 electrical
cngineers were queued up at employment agencies like political job-
seekers the day after election.

So he went to work as a tulip bulb salesman in Bamberger’s depart-
ment store. Four years and three jobs later, he entered the advertis-
ing field by signing up as an N. W. Ayer trainee.

Currently heading up Ayer’s New York office, Jack oversees the
servicing of accounts like Lever's Surf, Cannon Mills towels. National
Dairy Products. American Telephone & Telegraph, Lederle Labora-
tories. Telechron clocks, and Yardlev toiletries-—-to name a few.

Jack believes careful tailoring of an advertising program to a
client’s exact sales problem is the greatest service an agency can
perform. The Sealtest Big Top, an hour-long circus show via CBS
TV every Saturday noon, for example, seems to be the answer to
Na‘ional Dairy’s praver for an ideal sales medium.

As Jack puts it, “Not only does the program reach a walloping
b’g audicnce (Nielsen estimated 3.839.000 homes reached by the 13
September program), hut the circus format lends itself to a host of
merchandising gimmicks. Contests and premium offers prove the
pulling power of the show and have given us amnple reason for con-
tinuing the program for more than 90 weeks. Then. too. we have six
minutes in which to promote the sales of everything from cottage
cheese to speeial seasonal flavors of ice cream.”

Another programn which Jack things particularly suits the client’s
necds is Hawkin’s Falls, soap opera. for Surf on NBC TV. The dif-
ference hetween radio and TV treatments of a soap opera is pointed
out by Jack, who =ays. “The impact of TV is so great that stress must
be placed on realism and naturalness. You don't have to be as emo-
ttonal as on radio. You must avoid phoniness because it is too easily
detected on TV.”

One subject that doesn’t disturh Jlack’s equanimity is that of
whether vou have to sponsor a whole TV show in order to get impact.
“It’s just a matter of simple cconomics.” he says. “Sole sponsorship
of a bigtime TV show is impossible for the little fellow. So what's
wrong with buyving a slice of a high-audience show? Nobody has Life

to themselves. so why do you have to be alone on a TV program?”
* kX %
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Ha, ha, ain't Roger Miller a card! He’s our Program Director.
Got his title (and more money) only 7-months ago...or was it 7-years?
He’s never satisfied.

But seriously, that's exactly why he is our P.D. Never satisfied . . .
always popping up with new ideas for live talent Shows. And we
give him plenty to create with — a staff of nearly 50 full-time highly
experienced employees.

Incidentally, Rog is another “fugitive” from a Fifty Thousand watter
in Chicago. But he’s learning!

So are all the rest of us — learning a little more each week about
M
Creative Radio . . . in the Land of Milk and Honey.
wisconsin’s most show-full station 5000 WATTS

IN

G reen B ay

HAYDN R. EVANS, Gen. Mgr.
Represented By WEED & COMPANY
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Benrus Caesar. Coca puppets make hit, speed wateh sales

The Benrus Watch Company  has
come up with a new twist in the old
practice of capitalizing on the popu-
larity of show talent-—a twist that has
paid off handsomely in sales.

& BIMRLS Calendar
|

Puppet films run in both net, spot campaigns

Benrus has been a  participating
sponsor on \BC TV's Your Show of
Shows (Saturday. 9:00 to 10:30 p.m.)
since it= imception.  This past summer.
it was hoping to get the show’s stars,
Sid Caesar and limogene Coca. to make
<ome film commercials for the Benrus
Calendar Wateh. but various factors
made this tmpossible. Then the firm
and its ad agency, J. . Tarcher & Co..
hit on the idea of ustng life-like pup-
pets of the comedy team instead.

So the puppets were created and the
film commercials made, using a sound
track previously recorded by Caesar
and Coca.  The pitch was filmed in
one-mimute  and  20-second  versions.
The commercials were launched on
Your Show of Shows this {all. as well
as in the OGO-market spot TV campaign.

There had been no TV advertising
on the Calendar Watch  simee  last
spring. when film commerctals for the
watch featnring Dean Martin and Jerry
Lewis ran on Your Show of Shows
(Benrus alko uses TV for five other
watchesj. When the puppet commer-
cial made its debut on the network TV
show m September. dealer reaction was
instantancons. According to Harvey M,
Bond.  Benrns advertising  director:
“There was a tremendous veyitalization
of sales and dealer advertising for the
Calendar Watches inmediately folfow-
ing the first showing of the new com-
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mercial.” He added: “This commer-
cial has brought the most favorable re-
sponse we have had to any Benrus ad-
vertising thus far. both on the dealer
and consumer level. The studio audi-
ence at Your Show of Shows actually
applauded the pitch. Dealers have sent
letters of pratse. have requested repro-
ductions of the figurines to use in mer-
chandising. All in all. 1t’s been a won-
derful success.”

The commercial. Benrus estimates.
will be seen by some 30.000.000 peo-
ple. The firin uvses only broadeast ad-

veriising. * k%

Sponsors can win qwards
in BARB “Results® contest

Local advertisers judged by the
Broadcast Advertising Bureau to be the
most practical users of radio advertis-
ing will receive special awards this
vear in the BAB's second annual “Ra-
dio Gets Results” contest.

The coutest. conducted among BAB's
66O meniber stations, aims to obtain
result stories from the stations for BAD
to use in promoting radio as an ad
mediuim.  Last year, award plaques for
the best stories went only to the sta-
tions; this vear. the BAB will provide
duplicate awards for advertisers.

The BAB announced the details of
the contest to its member stations last
month by sending ount mock “sub-
poenas” requesting the stations to
“supply evidence in the case for ra-
dio.” Each station may submit as many
resull stories as it wishes. First, =ec-
ond and third prizes will be awarded
in each of nine classifications of local
advertisers: apparel. automotive, de-

Tongue-tavister is de-twvisted: NARTSR becomes SRA

NARTSR has become SRA. No more
stumbling over the right order of
words= for the National \ssociation of
Radio and Television Station Repre-
sentatives.  No  more confusion of
NARTSR with NARTB. Now it's just
plain SRA:  Station
Assoriation.

NARTSR.  or

founded 1n 1917 for the twofold pur-

Represeutative-
rather  SRA.  was

pose of promoting spot advertising and

irotectine the reps from anv tendencv
I 2 ] \ )

STATION
REPRESENTATIVES
ASSOCIATION

of the networks to agent spot time for
afhliates. In the interim, the organiza-
tion has grown to be an integral
part of the advertising business. work-
ing closely with the ANA and the 4
ANs. It was instrumental i bringing
ahout the LD. standardization for TV
(see “How to sell in 10 TV seconds”
sPoNsor. 20 Oetober 1952). It is pres-
ently serving as an observer at the cur-
rent negotiations involving AFTRA and
the Sereen Actors Guild. * ok ok

SRA is source for spot information to aid clients; above is lom Flanagan, rep group's director
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partment stores. financial, food and
grocery stores. food and grocery prod-
ucts. home furnishing stores, spectal-
ized services, and miscellaneous. Clos-
ing date for entries is 15 November.

Judges for the contest include Paul
Penfield, president. Public Utilities Ad-
vertising Association; G. Edwin Hem-
ing. associate director ol advertising,
The American Bankers Association; F.
C. Ferry. advertising manager, Grand
Union Company; Dr. Robert L. Swain,
editor. Drug Topics: and Pete Wem-
hoff. editor, Automotive News.

“Last vear's contest was a great suc-
cess.” states BAB  President W. B.
Ryan; “we had over 300 cntries. We
expect to have twice that number in
our 1952 contest.” * ok ok

Briefly . . .

Each year, a different ad agency vol-
unteers its services to the Brand Names
Foundation. The 1953 campaign for
the Foundation will be handled by

&
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Agency execs, Abt map '53 Brand Names plans

=

Hewitt, Ogilvy. Benson & Mather, it
was announced recently. Ad plans for
the upcoming year were aired at a re-
cent meeting between agency excculives
and Foundation President Henry K.
Abt. Present were (photo. L to r.. seat-
ed) Frederick P. Reynolds, Jr.. research
director; Herbert W. Warden. Il1. ac-
count executive; Anderson F. Hewitt,
chairman of the board; Abt: David
Ogilvy. president; James M. McCaf-
fery. media director. Standing: Wil-
liam S. Blair, secretary. plans board:
Judson H. Irish, copy supervisor; Lar-
ry Nixon. public relations director.

* * 3%

In the five years it has been on the
air. KIXL, Dallas, has consistently
used newspaper ads, cab cards. and
transportation car eards to advise peo-
ple of its programing policy: “No soh
stories.  just wonderful music on
KIXL.” Recently the station rvan a
large. arresting ad in the Dallas Times

(Please turn to page 87)
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Storer Broaodcosting Company

TOM HARKER NAT. SALES MGR.. 438 MADISON AVE. NEW YUR!‘

YOUR CONSUMER IS

WSPD’S BEST CUSTOMER

Webster defines CONSUMER as “one who spends, a

purchosér,""'Hefe in Northwestern Ohio each consumer

spends $1,331 in retail buying—proof that this is o
Top Consumer Market. But the big job is to direct this
spending—towards your product. Statistics prove radio
does that job. Here in this thriving market the total owned
radio sets. is Above the nation's average —proof they're
sold on radio. The most important statistic of all—WSPD
delivers 60% more audience than any other local sta-
tion— proof they're sold on WSPD. So, the answer is
easy—use radio—use WSPD—because Your Consumer
is WSPD’s Best Customer. Sell on the station this BILLION
DOLLAR MARKET'S Sold On—WSPD, Toledo.

S IM-TV
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A What's New in Research?
A&7 New England’s

fastest

649 of women in N. Y. area
TV howmes cither listened to

a SPONSOR original

or watched the World Sevies

2 ®)

g

growing

area

Eastern Conn...
Served best
by its largest city

*NORWICH thru

(H

Some of Eastern
Connecticut’s big

installations include
DQW CHEMICAL
(Six miles from N()ruvirh)

ELECTRIC BOAT CO.

(Submarines)

SUB BASE, GROTON
{Ten miles, nea rly
15,000 people)

PHIZER CHEMICAL
AMERICAN SCREW CO.
U. S. FINISHING CO.

AMERICAN THERMOS CO.
and hundreds more.

Here is the #1 Hooper statlon
with the best local Music
and News

programmling

and NOW one LOW RATE
6:00 AM-10:15 PM

contact John Deme, Mgr.
*Norwich 37,633
New London 30,367

« Did you listen to or watch any parts of the
World Series broadceasts last week?

YES oo 262 (63.6%)
(36.4%)

Q. Did youn wateh any games on TV?

YES o ... 225

Q. How many?
ONE(T) ... ... ... ..., 15 (18.2%)

TWO (2) 86 ggg?g

(54.6%)

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

Q. Did you listen to any games on the radin?

YES .o 129 (31.3%)

Q. How mauny?
ONE (1) ... . b8  (141%)
W0 (2) 9 ( 22%)
THREE (3) OR MORE . ........... ... 62 (15.0%)

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

Q. During the past baseball season would you say
yeu waiched many games, some games, or un
gawmes on TV?

(Asked only of 262 women who watched or listened to the Series)

59 (22.5%)
SOME ..o 163 (62.2%)
20 (15.3%)

SOURCE: Advertest Research sturly conducted exclusively for SPONSOR during period 8-16

RESFONDENTS
tan area

Key observations ewmerging from study

on baseball viewing or listening among women
Almost 64% of all female adults in television homes watched or listened to at
least some parts of the World Series baseball games. About 55% of these
women wtched the gemes on T and 315 ol them listened to the games on
the radio. Many both watched and listened.) .

The average woman in a TV home watched 1.4 games on T and listened to

.9 on the radio.

It was not just the noveltv of the World Serles that got these women to wateh
or listen to the games. Abour 85Sh of the women who watched or listened
said that theyv had watched “some” or “many” games during the season.

The female hasebali audience, on the basis o) this information. is obviously
waorthy of serions consideration by sponsors and egencies,

SPONSOR
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Your luckiest “find” in radio —
WERD, Atlanta! It's your

““direct wire'' to Atlanta’s great
Negro audience, and to its
vast — but scarcely
.tapped—\buying power.

Why? -

WERD listeners have confidence in
what they hear on their station—the only
Negro owned and operated radio station

Good Luck -lmd

Iillull huving ﬂttlun | '!n the U.S. Their conffdence shows where
\ it counts most— at the sales counter,
_ will be yours with this four leaf clover i where they buy the products they
in your broadcast schedule. WERD hear about on WERD. Write for WERD's

stimulates sales. And it's the most
economical radio buy in Atlanta.
Remember, there’s a lucrative market to
be tapped. It's yours through WERD!

“Proof of Performance.”

RADIO DIVISION
Interstate United Newspapers, Inc.

" WERD s

Represented nationally by 1000 WATTS « 860 ON EVERY ATLANTA DIAL

l(l E Ill 0 (""'0 II 1. B. Blaytan, Jr., cen. ver.

3 NOVEMBER 1952 57
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WISE SPONSORS (Continued from page 2)
Fetzer’s curbs on crime shows
KNOW e 5 = intrigue admen
IN SAN ANTONIO Agencymen and network producers are speculating

over significance of John Fetzer's action in re-
y stricting crime shows on his Kalamazoo station,

IT S THE o o a WKZ0-TV. Fetzer is chairman of NARTB TV Code Review
Board. WKZ0-TV's new policy bars such shows from
Sunday schedule or before 9:00 p.m. weekdays and
limits aggregate amount of time devoted to.them to
one hour nightly. Line of speculation is whether
amount of complaints on subject to code board has
proved so distressing as to prompt Fetzer to set
example for rest of industry.

R & R treats all-media buying
on long-range basis

Ruthrauff & Ryan apparently is doing its planning
for integration of media buying on long-range basis.
Specialists in each medium are attending agency-
arranged lectures dealing with other media. Also
frequent discussion meetings are held among all
buyers with information exchanged on problems and
modus operandi for each buying division. Extent of
uneasiness caused by integration trend among media
buyers was brought into open at 23 October meeting
of Media Buyers Association of New York. General
complaint was agency managements were rushing inte-
gration too fast. (See article on this development
in SPONSOR, 25 August 1952, "Is the all-media buyer
best for sponsors?")

Reid Ray goes from industrial

,mmmy Reolag g "

Station KEYL-TV to TV feature films
Channel 5 Hollywood trend for industrial film producers to get
Monday thru Friday 2:00 PM thru 3:00 PM in_on TV film programing is pointed up by announce-
ment Reid H. Ray Film Industries (32 years in in-
SPCNSOR LIST dustrial field) has set up Reid Ray Telefilms, Inc.

Former Warner Bros. Producer-Director Saul Elkins

Jorrie Furnit Co. . . .
orre urnnure e heading up Telefilms. Set for production are 3 15-

Dial Soap
Crosley Shelvador minute shows, one on calesthenics, another, panel
Crosley Television show, and third, "oddities."

Bropar Guatemalan Fashions
Wolff & Marx Department Store
Whirlpool Washers
Easy-Off Oven Cleaner

Bruce Floor Cleaner

Government seeking data
on sportscasting vs. gate receipts

Holl d i . . . .
ollywood Automatic Fryers Department of Justice is scouring field for surveys

Repiresented by and other data dealing with relationship between
broadcasting sports events and gate receipts. Search

THE KATZ RGENCY is being made in anticipation this relationship

will become important issue in Government's anti-
e © o ¢ 9 e o o trust action against National Football League.

58 SPONSOR



.YOU MIGHT FLY NON-STOP AROUND
THE WORLD —

BUT...

YOU NEED

THE FETZER STATIONS

FOR “AIR SUPREMACY”
OF WESTERN MICHIGAN!

If you want to see yonr sales soar in Western Michigan.
“climbh aboard” the Fetzer stations—WKZO-WJEF in
radio, WKZO-TV in television.

RADIO
WKZO., Kalamazoo, and WJEF, Grand Rapids, do an

outstanding radio job in their home cities. Together
they deliver 579, more listeners than the uext-hest two-
station choice in Kalamazoo and Grand Rapids—vyet
cost 20% less! Rural coverage is equally spectacular.
1949 BMB figures credited WKZO-WJEF with big in-
creases over 1946 i unduplicated rural audiences—up

46.7% in the daytime, 52.99% at night! And there is

¥*The United States Air Force did, in 1949.

WJEF

goodd reason to believe that similar inereases have oe-
currcd sinee 1919,

TELEVISION
WKZO-TV, Channel 3, is the Official Basic CBS Tele-

vision Outlet for Kalamazoo-Grand Rapids. 1t serves
more than a quarter million TV homes in America’s
18th television market. This 28-county area embraces
58.19% of Michigan’s non-Detroit population and 60.19%
of the non Detroit retail dollar. An August 1952 Video-
dex Diary Study proves that WKZO-TV delivers 93.49;
more television homes than Western Michigan’s other
TV station!

Get all the Fetzev facts today. Write direct or ask Avery-

Knodel.

WKZO-TV " wkzo

{opA N GRAND RAPIDS ToP¢ N WESTERN MICHIGAN 4,54 N KALAMAZOO

AND KKENT COUNTY
(CBS RADIO)

AND NORTHERN INDIANA |

AND GREATER
| WESTERN MICHIGAN
(CBS RADIO) -

ALL THREE OWNED AND OPERATED BY

FETZER BROADCASTING COMPANY

AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES




(A SR WO TR O Y S0
LS'.&“' s i & U
P e t‘\ 3 ) of n,tg&

W B e

THE COTY GIRL ON THE AIR

(Continued from page 33)

v. The success of thi~ carlier campaign
eaused Coly to decide to use it again,
as soon as another new product wax
due to be launched. Now. with the sec-
ond campaign already a suceess even
before it's over. Cotv plans to use the
new air formula during 1953 on a
multi-market basiz. a~ often as neces-
=ary.

Ilach of the campaigns has cost Coty
aboutl $65.000. However. pinning down
the tangible results ix another matier.

“It's difficult to prove the real value

of the<e broadcast campaigns to Coty
in terms of dollars and cents.” Coty’s
president. Philip Cortnev. explained.
“When we announce a new product.
our jobbers and direct accounts place
large orders for 1t in almost every case.
It's not until much later that we can
even estimate how much of a given
product has Feen =old by a particular
{form of advertising.

“However. T can tell vou this. We
{eel that no other promotion campaign
has done ax much for new Coty prol-
ucts In =uch a <hort time as our radio
and TV commercial: on WNBC and
WABT.”
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THE, M/g_,p BEST By KFAB

This month’s achievement citation goes to a KFAB staff
member—-to Lyell Bremser, sports director. Bremser,
in reporting sports events to midwesterners for over
12 years, has achieved the title of “"The Midwest's
Greatest Football Broadcaster.” He's ““Mr. Football”
to the fans whose respe-t and loyalty he has earned
through years of colorful, accurate, sincere reporting
from Pennsylvania and Florida . . . to California and
Oregon. The achievements of Lyell Bremser in the
sports fie'd account for KFAB's top football audience
It's another achievement reflected in sales for the
KFAB advertiser. Find out more from Free & Peters

. or contact Harry Burke, Cencral Manager.

.

SR AF PO, Y

Ll J}" .I' .Bu bl ey t ol

F J o firﬁ'&r&' "y ot

o Ay '?p‘«‘uq:g‘; %

E ’71 £ ¢ %“1 o 1

i 5 MR
b o - k,:%

#;

BRIy, 5
N:whm mwmg%

3 Yoo

An infrequent air advertiser in re-
cent years, Cotv had felt that its pri-
mary advertising formula was the use
of national magazines. newspapers,
supplements. and other printed media
to tell its product storv. The suecess
of the two blitz drives has changed all
that. Coty thinks today of radio and
TV as a supplementary selling tool
whieh can saturate an area. on a mar-
ket-by-market basis. to boost sales or
launch a new produet.

Like any good machine. the Coty air
formula is simple and easy to operate.
But. the parts require eareful planning
and must be built of good materials.
In its simplest form. this is how Coty’s
blitz technique has been developed:

L. Air advertising—A combination

oi both spot radio and TV is used. All

the radio announcements are lran-
seribed: most of the TV announce-

ments are live. A few TV commercials
are on film. to be uzed when TV sched-
ules conflict with store appearances of
the “personality ™ model.

2. Time buying—— After some care-

ful consideration, Coty s agencv. I'rank-
lin Bruck, feels that the <«aturation

teehmique is most reasonably done on
just one big radio-TV outlet in a mar-
ket. “If you put all your eggs in one
basket.” an exccutive of Franklin
Bruck admitted to sPONsOR, “you can
take advantage of the best discounts in
a station’s rate card. For instance. we
spent about £05.000 for time. talent,
and production on WNBC and WNBT.
For this we had nearly 200 TV and
ncarly 100 radio announcements, plus
a great decal of promotional backing
We probably
time

from the two stations.
wouldn't have gollen
slots for the money
spread it around.”

3. Air selling Ofhaals of Coty,
Inc.. its ad ageney. and WABC-WN\BT
decided before the start of the cam-
paign last April that the selhng on
television would be more effective if it
was done by one featured personality.

as many
if we'd tried to

rather than by a series of pretty models
plus an off-screen announcer.  The
same applied to radio, using the per-
sonality’s voice,

This wa=nt quite =0 simple as it
“Nearly 200 girls were audi-
tioned on camera by the client and our-

sounds.

selves before we found Rita Morley -~
the one girl who combined smart ap-
pearance with the ability to sell in
front of a camera or microphone. or
before a live audience of women in a

SPONSOR
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Get Set with BOTH Barrels
> - > );.)' )-)

to Get Your Limit - - Fast:

WHIO-TV

coverage
lot cuw Dagyton

The 12 top once-a-week shows
—seen on WHIO-TV. 7 of top 10
multi-weekly shows, with locally-
produced WHIO-TV “Front Page
News” the leading news show in
the area. (August Pulse)

WHIO
coverage

lot cn Dayton

37.97, of the total radio audience.
This compares with 13.57, for
Station B; 26.59, for Station C;
and 14.19, for Station D. (Hooper

average for the past year)

THE DAYTON MARKET

1,293,595 prosperous prospects—366,457
families. in Dayton for 1951—
$630,951,822. Retail sales for Dayton and
Montgomery County—$475,000,000. Average
weekly industrial pay check—$83.67—highest

Payrolls

in Ohio, one of highest in the country. Dayton
has been designated a ‘‘Preferred City”’ by
Sales Management for the past 20 months.

YOU CAN DOMINATE THE DAYTON MARKET

WITH EITHER WHIO-TV OR WHIO—WITH

BOTH OF THEM TOGETHER, YOU CAN

SATURATE IT. ASK NATIONAL REPRESENTA-

TIVE GEORGE P. HOLLINGBERY COMPANY
FOR FULL INFORMATION



WKOW

Delivers More Homes
Per Dollar in

Wisconsin’s Rich

*Moo-la Market

*Includes Madison and
50 prosperous counties
in central and

southern Wisconsin

Here's the one sta-
tion that really
blankets the rich
“Moo-1a” market of
Wisconsin. Day
after day mail re-
sponse from all over
the state and ad-
joining states s
proof that WKOW
is your best radio
buy in Wisconsin.

WISCONSIN'S
MOST POWERFUL
RADIO STATION
®

10,000 WATTS

®
MONONA :
BROADCASTING ]
COMPANY
Madison °Wysc:onsm 1070

ON YOUR
DIAL

Represented by
HEADLEY-REED COMPANY
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store.” Mort Heineman, who supervises
the Coty account at Franklin Bruck
agency. recalls.

1. Werchandising  To get the full-
est value from its radio-TV campaign.
Coty and the agency decided to go
along with the suggestion of Ted Cott,
NBC v.p. and manager of WN\BC.
WABT, that Rita Morley make tie-in
personal appearances at leading slores.
In addition to the straight publicity
value of these appearances, they en-
abled Cotv to reach shoppers with a
much longer (one hour, usually) piteh
by its blonde air saleslady. The day.
time. and name of the store are men-
tioned on the air during the TV com-
mercials. one of the reasons why they
are done on a live basis,

5. Publicity—As part of the “paek-
age deal” for the radio-TV time slots,
WANBC-WNDBT also made provision for

cuest appearances by Rita in several

radio and TV shows on the stations.
This was not merely a pay-off for the
business. Rita indeed was news in New

“ York during the promotion, since she

was seen on TV more often than any
other actress for five weeks. Also. the

~fancy Daché hat she always wore on

TV soon became a kind of vizual trade-
mark—something like the eve-patched
model in the Hathaway shirt ads—and
colummists and beauty editors soon be-
gan to write about it. This made a
good conversation piece when “The

 Coty Girl”™ guested on a homemaking

or disk jockey show.

As outlined above by Philip Cort-
ney. president. and Walter Neuburg,
advertising manager, of Cotv. and by
officials of the Franklin Bruck agency,
this is the basic formula which will be
uased. with minor variations. by Coty
in the future.

To Cotv’s way of thinking, the use
of the air blitz added valuable extra
impact to the other advertising for the
new Cream Powder Compact—ads in
the October issues of five leading wom-
en’s magazines. plus newspaper and
point-of-sale material—in the eountry’s
largest and most important consumer
market.

Some problems. of course, cropped
up in hoth the April salnration drive

and the October-November  edition

=

which had to be solved as Coty and its
ageney went along.  For instance, the
long hours of radio recordings, radio-
TV appearances, and  store  visits
proved to be a real strain on Rita Mor-

fev daring the first campaign.  To

avoid any possibility of mix-ups in
<«cheduling, Bruck assigned the agency
radio-TV producer. David Davidow. to
follow her around during the second
campaign. from morning to night, just
to see that Rita didn’t forget where
she was supposed to go next.

In the earlier campaign, Coty offered
free samples of Instant Beauty, to be
given away during Rita’s store appear-
ances. This was a good idea, and is
often used widely in the introduction
of new cosmetic products.  But the
huge crowds which mobbed the beauty
counters of leading New York depart-
ment stores hrought down the wrath of

* * * * * * * *

seln five years there will be more radio
stations by an appreciable margin than
there are now ., . and a higher per-
centage of them will be eperated profit-
ably than ever before. Close to two-
thirds of all homes will have 1hree or
more radio sets, and more than 90%
of all antomobiles will have radios, com-
pared with the present 30% and 70¢%
figures respectively,*®
KEVIN B, SWEENEY, F.P,
Broadeast Advertising Bureau
* * * * * * * *

store officials on Coty’s unsuspecting
head. Now, although sampling is still
done, 1t isn’t talked about or plugged
on the air.

Credit for hatching the Coty formu-
la belongs. actually. at the top levels of
both the cosmetic firm and the broad-
casting outlet. 1t happened. as Coty
officials recall it, like this:

Early last spring. Coty President
Cortney lunched with an old friend.

RCA’s General David Sarnoff. Cortney
chatted about the problem his firm was
then facing: how to launch Coty’s new
Instant Beauty product.  Sarnoff sug-
gested the use of radio and TV on a
saturation basis, with New York to be
the testing ground. Then, when Cort-
ney became interested, Sarnoff trans-
ferred the meeting to an oflice. and
called in WNBC-WNBT's  manager.
Ted Cott.

“Cottl.” Cortney recalls. “fgured out
most of the details of the combined ra-
dio. TV, and store appearance plan in
five minutes. | told him how much
money we intended to spend in New
York to launch the product: he gave
us the answer. We made practically no
deviations from Cott’s snggestions in
the first campaign. The second cam-
paign is virtually a carbon copy of the
firs1.”

Following these meetings, where the
original idea was born. the kinks in

SPONSOR




one low rate

‘“‘corners’’ this

“reat S R

West Virginia g = &

R d
BECKLEY |-~ ..

Here's the lush potential of “Personality’s” half-millivolt area alonel
Twa pawer-packed statians to provide

POWER a double “knockaut’’ punch .. with FM
i TOTAL POPULATION 992,994 for good measure.
TOTAL FAMILIES ‘ LY The best in ABC and CBS netwark
RETAIL SALES $543,571,000 PROGRAMMING :;:‘c" _P';s sl MG GG
rammin an news,
FOOD SALES ' $111,735,000 .
ishi di -buildi

GENERAL MERCHANDISE SALES $80,496,000 PROMOTION e S

yaur pragram and praduct.

FURNITURE AND

HOUSEHOLD GOODS SALES $29,969,000 Operated jaintly and staffed by cam.
EFFECTIVE BUYING INCOME $965,894,000 EXPERIENCE D B B LR NG 00
n ave . . raaio.

Source — U.S. Census and BMB Survey, 1950

BECKLEY —560 KC
CBS Radio Network Affiliate

1000 W DAY « 500 W NIGHT th

WKNA-FM
CHARLESTON —950 KC
ABC Radio Network Affiliate

it costs less when you use "Personality” '\ "
)

i

) personality stations »

/

5000 W DAY ® 1000 W NIGHT

Joe L. Smith, Jr., Incorporated e represented nationally by Weed & Co.



the plan were hammered out between
Cotv’s advertising  manager, Walier
Ncuburg, and  the  Franklin Bruck
agency.

Now. the formula i= at a stage of de-
velopment where it can operate outside
of New York. without the constant
watchiing of both client and ageney.
“We may use this pattern in as mam
as a dozen large U. 3. markels to in-
troduce new products during 1953,
Cortney revealed. “We've found that
it draws recognition from Dboth cus-
tomers and the trade for our new cos-
metic items.

“Above all. it sells products,” he
added. LR

KIDS AND ANIMALS ON TV

(Continued from page 31)

citement of an actual radio or TV
show. It is wise of the agency to have
the child it picks approved by the ch-
ent. Then. if the kid doe=n’t click for
sonie reazon. the agency won't have to
hear this from the client: “How the
devil could yvou pick zuch a dud?”
Casting i=n't always difficult. The
agency  or pr()(]ucer can often turn
the problem over to a model or casting

agency and that will be that. The net-
works also have files on children. A
quick, expert look through names and
pictures and the hLittle girl carrying the
balloon in the walk-on part is hired.

When it comes to auditioning vouug
children or babies—one word of warn-
ing: Stagger the appoimiments! There
i= no way of describing a studio or of-
fice full of babies who are either cry-
ing. scrcaming, or wetting their dia-
pers. The din is often increased by
the children the mother must bring
along because there is no one at home
to mind them. {Grey Advertising and
Ben Gradus® International Movie Pro-
ducer’s Service had to see about 100
babies Defore they could choose six
1o appear in the upcoming Mennen Co.
Baby Product commercials for the
Barry & Enright-produced TV film sc-
ries. Oh Daby!)

Casting children often means a cor-
ollary casting of mothers. Glamorous
mothers are generally avoided al-
though there is no law against a good-
looking one. Where a babv must be
handled. it is wise to cast a wonmian who
either has children of her own or has
handled babies frequently in commer-
cial work.

Children are generallv paid on the

Releserited
EAST- Geo. W Clark, Ine.

WEST: Ler F. O'Connell Co.
Los Angeles

W tern Radio Sales
San Francisco

SALES DYNAMITE
IN THE GREAT
SEATTLE MARKET!

The KRSC Salemaker
Spot Plan will boom
your Seattle sales to an
all-time high — right
now! Terrific all-day,
all-week impact. More
listeners per dollar, For
complete facts wire or
phone . . .

|- TOR N T

big Scattle market
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same basis as adults. When it comes
to a child star. it is a matter of bar-
gaining. of course. When it comes 16
1un-of-the-mill  casting,  union  mini-
mums generally apply even where chil-
dren are not accepted in the union.
The Screen Actors Guild, for example,
has jurisdiction over TV film actors
but will not accept for membership
children under 14 vears.

Children appearing in TV films are
usually paid SAG daily or weekly min.
imums. In the case of babies. who, be-
cause of their age, are not permitted to
work too long, an hourly rate of $10
can be figured on.

The recently increased SAG mini-
muis are $70 a day and $250 a week.
Rehearsal time is considered work
time. A “general” extra is paid $18.50
a day; an extra who does “special bns-
iness” is paid $25, and a “silent bit
part” calls for $10. These minimums
apply to both entertainment programs
and commercials.

The newly named American Federa-
fion of Television and Radio Artists
has jurisdiction over all other radio
and TV actors and actresses.

Here are the AFTRA radio mini-
nums: $39.50 for an hour show. 845
for a half-hour show. and §30.50 for a
quarter-hour show. This pay includes
rehearsal time equal 1o the length of
the show. Additional rehearsal is $8.75
an hour. Acting in commereials is paid
according to the length of the show.
For each eommercial the minimums
are $36.25 for an hour show. $29 for
a half-hour show. and 8$21.75 for a
quarter-hour show. If the commercial
is transcribed. the child is paid the
same amount each time it is nsed.

On TV, the AFTRA minimums are
§170 for an hour show. including 22
hours of rehearsal; $125 for a half-
hour show. including 12 hours of re-
hearsal. and $70 for a quarter-hour
show, including five hours of rehears-
al. Additional rehearsal is 85 an hour.

TV commercials are as follows: 890
for an hour show, 875 for a half-hour
show, and $60 for a quarter-hour show.

DIRECTING CHILDREN: The
handling of children for radio and TV
is not hard providing the right people
do the handling. One qualification for
the job of directing children can be
sufely gencralized: The director mnust
genuinely like children.

Directors of children have their own
individual ways of getting good per-
formances. Lila Mack. who has years

SPONSOR
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Ace newscasters praise

WKRC,

“My AP newscasts have enjoyed

“top Hooper ratings for years. One

of our sponsors, Farm and Home

Center, says its 6 AP newscasts
per week over WKRC are an im- °

portant factor in both its city and

rural advertising. It says AP news

is as vital as electricity on a

farm.”

Tom McCarthy,
News Director,

Cincinnati, 0.

Fr full information on how you can put Associated Press news to work.

fat you and your sponsors, contact your AP Field Representative or write

Hundreds of the country's finest stations announce with pride

“THIS-STATION IS A MEMBER OF THE ASSOCIATEO PRESS.”

Newscaster,
KFEQ,

“AP news is definitely a pres
tige program because it is accu
rate, factual and fast. | use AP
news every morring to sell M.F.A.
Feeds to farmers on behalf of The
Missouri Farmers Association. Mr.

A. ). Loutch, Manager of the M.F.A.

Cooperative' Grain and Feed Com-

pany, tells me that his customers-

praise these AP newscasts as a
real service to the farm area, and
that AP is a permanent part of his
advertising program. Revenyewise,
AP news does the job for KFEQ
and all its sponsors.”

RADIO

Dee D. Denver, Jr.,

St. Joseph, Mo.

DIVISION

THE ASSOCIATED PRESS |

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




of experience in her CBs Radio show,
Let's Pretend, says:

I try to instill confidence as well
as curb over-confidence. A cocky child
may learn his lines well but mayv de-
velop his own ideasz about how a part
should be plaved or how important a
certain bit of direction is. Since it is
unlikely that the child will have good
judgment, a director must make the
child understand clearly at the outset
who the boss is.

“By this 1 don’t mean that the child
is ordered around like a mother might
order a child arcund. T never treat
my children like childen, but like
adults. T also find that childen are dif-
ferent enough so that the same ap-
proach doesn’t always work. Some di-
rection has to be played by ear.”

A number of directors at both agen-
cies and networks told sponNsor that
advertisers should never worry about
roles that might seem difhcult for chil-
dren.

“Children are actually easy to di-
rect,” one agency director said. *“They
are naturally imaginative and the
vounger ones like to pretend anyway,
I, for one, think that children are
natural actors.”

Another director warns that adver-

tisers must understand that singing
and dancing talent in children is not
the same as dramatic talent. He point-
ed out that this is not only a casting
problem but one of direction. A direc-
tor who is good at handling children
in drama shows, he said, is not neces-
sarily good for pointing up style in
songs and dances.

A child must often work hard in re-
learsing radio and TV shows and a
director must have both patience and
a method of keeping the child aware
of the importance of the perfection a
show often requires.

Children sometinmes rebel. One story
is told of a Chinese boy who played
the part of a Korean on Pulitzer Prize
Theatre about two years ago when
Schlitz sponsored the program.

After the show was over. the six-
ycar-old boy turned to the TV director
and raid in all sincerity: “This medi-
um’s for the birds. 1'm retiring.”

To the advertiser, the important fact
to know about using babies is this: It
is often an expensive production job.
Babies are not called on to do much,
of course, but it is not easy to have
them do anything (see story on mak-
ing a TV film using a baby. on page
301. The film footage used up on ba-

some spots are better than others

In Los Angeles, KNBH TV spots

give you quickest sales results.
Food advertisers are scoring sensa-
tionally with integrated commer-
cials delivered by famous Chef
Milani. On Monday thru Friday.
1-1:15 PAML, Chef Milani uses

s, gets

sponsors’ products in recipe
messages across solidly.

For the best spot, at the right
time, at the right place use. ..

HOLLYWOOD
Channel

B

Represented by
NBC SPOT SALES

bies is often two or three times that
used on adults.

While no accurate figures could be
learned about the cost of film com-
mercials made with bhabies, one source
sald that a one-minute TV job can run
well over 85,000. Sometimes cute shots
are put in the can for use in a future
commercial, a good money-saving idea.
Sometimes babies are photographed
for film commercials without a script
and the copy is written around the
footage that suggests good ad ideas.
This is rarely done, however. because
of the expense.

CUHILD AUDIENCES: Studio au-
diences made up of children are an
important aspect of TV programing
because they are often woven into the
show itzelf and used to build up great-
er impact on home TV screens. When
it comes to child audiences in a studio,
there are two schools of thought on the
matter. Both sides present strong argu-
ments. Said Bob Smith of NBC TV's
Howdy Doody:

“The big argument against using
children as a studio audience is that
it restricts staging. This is true. There
are lots of things we could do on
Howdy Doody if there were no chil-
dren in the studio.

“Because they can see what is going
on outside the camera. kids in the stu-
dio often give things away to the home
audience. too. And on special oeca-
sions. such as holidays. the kids are
often hard to control.

“Balancing everything, however. 1
still think they add more to the pro-
gram than they take away. Their en-
thusiasm gives the program a lift that
is communicated to the kids at home.
The audiences are a definite part of
the program and the kids at home ex-
pect to see then.”

Through experience, Smith has de-
vcloped seme simple techniques to
keep children under control. Before
the program goes on the air. he goes
through routines to let them blow oft
excess stcam. Very voung children are
put in the care of older children. who
are usually proud to have this respon-
sibility. A woman on the set who flips
the prompting cards (1o prevent flufl-
ing of lues) also keeps an eye on chil-
dren who might have to leave the stu-
dio suddenly for some reason or an-
other,

Jack Sterling, ringmaster of Nation-
al Dairv’s The Big Top. on CBS TV,

has to contend with the large audiences

SPONSOR




This Is Hollywood Iuyhouse!

Sessassscasnenecnsscasasssess

of steady buyers!

When Hollywood Playhouse hits the screen
at T o'clock TV tune-ins really jump. Here is a
show that literally captures audiences . . . it's
become an afternoon habit with thousands of TV
fans. We can give you one success story after
another of advertisers whose products are sold on

Hollywood Playhouse. Complete details on request.

MON. THRU FRI.
1 TO 2 P.M.

Television Baltimore

WBAL-TVY

NBC in Maryland

Nationally Represented by EDWARD PETRY & COMPANY
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WAVE-TV
OFFERS TOP
AVAILABILITY!

A few excellent spot partici-
pations are now available on
“THE OLD SHERIFF” —
WAVE-TV’s amazingly popu-
lar film series, for kids of

all ages!

FORMAT: A complete Western
filmor Mickey Mouse type car-
toon shown each dav. Film is

cleverlv introduced and sum

marized from an authentic
Western jail setting by “The
Ol1d  Sheriff”’, playved by
WAVE-TV's versatile Foster

Brooks.

FOSTER BROOKS—A colorful,

dynamic television personality,
known and loved by thousands
and thousands of WAVE-TV
viewers. e gives the show a
remurkable “live” touch, lift-
ing it head and shoulders above

conventional film programs!

TIME: 5:30 to 6:00 P.M,,
Monday thru Fridav—a won-

derful before-supper time slot!

CHECK WITH: F & P!

FIRST IN KENTUCKY

Clhanuel

NBC e ABC * DUMONT
LOUISVILLE, KENTUCKY

FREE & PETERS, Inc.

Exclusive National l{c[)rcscut(ttiz'es
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which fill the Camden, N\, J., comven-
tion hall where the program is telecast.

“They are no real problem.” he said.
“We tell them not to wave at the cam-
era in our pre-progrant briefing ses-
stons. Scouls who mareh in the grand
parade arc merely asked to ~mile. They
obev most of the time. IU's ax siinple
as that.”

LEGAL PROBLEMS: There are
no extra legal problems involved in
employing voung audiences but when
it comes o voung performers. whether
commercial
side of broadcasting. that’s something
clse again.

in the entertainment or

The power to ~upervise the employ-
ment of children in radio and TV,
as well as the other media of show
business, with the 1udividual
states. That means there are 48 differ-
ent laws on the subject plus whatever
extra regulation is imposed by cities.

resis

\ szponsor or his agency should be
cerlain he what the law s
An illegal step, however innocently
taken, means not only the possibility
of bad publicity but the chance that
last-minute program changes may ruin
the <how itself.

knows

National advertisers will. in  the
main. be concerned primarily with
New York City and Los Angeles. Be-
cause of the movies. Califorma has
developed a long and complicated list
of regulations. While there i1s no ar-
bitrary cut-ofl age. the ifs. ands. and
buts are pretty =<tringent. However,
for the younger children Los Angeles
is more lenient than New York.

Here are some of the basie Califor-
na restrictions regarding the use of
children for film (hoth movie and
TV). acording to Catherine Deeny of
Paramount ictures:

Between the ages of 14 days and six

months, babiex cannot be on the set
more than two honrs. During this
time. thev can work no longer than 20
minutes altogether and for only 30
seconds at one time, A nnrse must be
in attendance.

From six months o two years of
age. children may he on the lot for
four hours but nay not work for more
than two hours. \ nurse is usually on
hand though one is uot legally re-
quired.

From two to =ix vears. children may
be on the Tot for <ix hours and may
work three hours of that tiine,

From six to 18 vears, they may he
on the lot for eight honrs. of whicli

they may work four. But these chil-
dren must go to school for three hours
and have at least one hour’s recreation.

New York has an arbitrary cut-off
age (16 vears) but the law permits
diseretionary exceptions. In New York
City. the Mavor has the discretionary
power but outside the city, the local
school jurisdictions are vested with
this power.

Up until recently New York City's
mavors have been adawmant against
using children under seven. However.
during the past few months children as
voung as six months have heen al-
lowed to appear in film productions.
Fach case is examined on its merits
by the Mayor's Office. Does the pro-
gram or commercial justify unsing a
child? What provisions will be made

* * * * * * * *
seWith the growth of television, adyer-
tising agencies found themselves assnm-
ing fanctions which they had never an-
ticipated: In addition to having to hire
film editors and entters to handle their
clients” commerecials. some have leased
warehonses in whieh o store seenery
and have had 1o revamp their offices to
provide space for projection and view-
ing rooms, but none, | am sure, ever
anticipatled the necessity of pntting on
a ‘station relations stafl” whose fune-
tion it i< to tonr the country in an ef-
fort w clear time on station~ for their
clients’ programs.**
TED BERGMAN, Dir, of Sls.
DuMont Television Neocork
* * * * * * * *

for the care of the child? How loug
will the child be kept in the studio?

The Mayor’s Office will still not per-
mit children under seven to appear in
live radio and TV productions. despite
pleas from producers. All applications
for children under 16 must also be
approved by the local Society for the
Prevention of Cruelty to  Children,
which has a semi-official status in this
matter.  Advertisers  and  agencies
should be careful not to file applica-
tions al the last minmute. since at least
18 hours must elapse before final ap-
proval can be given.

The Mavor's Office has cased up in
its attitude about very young children
because of efforts to prevent the city
fiomn losing business in the making of
TV films. Since the TV film business
has been growing =o fast, TV interests
have been working with the SPCC and
the Mayor on a voluntary code of com-
pliance. The idea i to avoid compli-
cated legal regnlations,

ANEMALS: When it comes lo ani-
mals. the legal requirements ave fairly
simple. They are actually no different

SPONSOR



TIME FOR BEANY
The program that sells ALL the family

© by Bob Clampett

For an audition print, wire, write or telephone . . .

KTLA Studios - 5451 Marathon St., Los Angeles 38 « HOllywood 9-6363
Eastern Offices -« 1501 Broadway, New York 36 - BRyant 9-8700

PAUL H. RAYMER COMPANY - NATIONAL REPRESENTATIVE
New York * Detroit * Chicago * Boston * Memphis * Hollywood * San Francisco
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PINPOINT
YOUR
PERSISTENT
SALESMAN

I e

Joiead

CONNECTICUT

T

UNDUPLICATED
COVERAGE IN
225,000 HOMES
WITH PERSISTENT
SELLING TO MORE
THAN 675,000
PEOPLE . . .

IN PROSPEROUS
SOUTHERN

NEW ENGLAND

Represented Nationally by

Weed Television
In Now Enyhnd — Bavtha Samnen
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' than they are outside of radio or TV.
The animal must not be treated cruelly
and there must Le provision for his
feeding and care. Advertisers would
also be wise not to suggest cruel treat-
ment of animals on their programs.
even where there is actually no cruelty
invohed. One network producer with
cxperience in using animals on TV told
sPoNsoR there is a vociferous minority
among TV viewers who feel very
strongly about the proper treatment of
animals and don’t hesitate 1o write let-
ters about it.

In case an advertiser has any doubts
about what is pernissible, the answer
iz easy : Consuht the American Society
for the Prevention of Cruelty to Ani-
mals.

Radio has no need for animals, of
course, and one might figure that thev
are hard to come by for the inexpe.
ricnced. This might be true outside of
metropolitan centers. but TV people
say there are always ways of finding
animals in the big cities. And all kinds,
too. Practically every popular species
tand xome not so well known) of ani-
mal or bird has appeared on TV
screens. Garry Moore, and others, have
brought an elephant into the studio.

When it comes to performing ani-
mals. an advertiser will find that somne
of the networks have files on them.
Circus acts, such as thase that appear
on The DBig Top, are gotten through
experienced booking agents.  Compa-
nies that supply animals 1o zoos are 1
good source. Animals have been rent-
ed from pet shops in the city as well
as farms in the conntry.

Aside from circus acts, animals costs
vary. If an ad agency or producer has
time to scout around. he will find
he can sometimes bargain and <ave
money. Anmmals. too. come cheaper
bv the dozen.

Here's a tip: You will find that some
animals are cheaper to buy than rent
il they are going to be nsed a few
tintes. Bobby Keeshan, who plays Clar-
abell on llowdy Doody, was told by a
Madison Avenue pet shop that an Trish
setter which rents for 825 a day could
be bought for $75. Bobby liked the
friendly look in the dog's eves alter
one performance, so he threw in an-
other $50 and kept the dog as a pet.
Now. the Howdy Doody show will nev-
er be at a loss for a trained dog.

Awnimals differ in their ability to
learn tricks but one experienced ani-
mal seller told sronscor that, given
enough time. an experienced trainer

can teach most animals to do the sort
of thing necessary for a TV program.
You may be interested to know that
zebras are particularly stubborn.
There are naturally special prob-
lems with animals. There’s storage, for
one thing. The Big Top has about half
of it« auditorium set aside for keeping
animals. Many of them, however, have
their own vans or trucks and can be
kept there when not before the TV
camera. When a program is telecast
from a studio in the middle of a city.
it is usually arranged to bring the ani-
mal up the freight elevator just before

* * * * * * * *

¢¢The frontiers of television still extend
to the ‘blue skies® of marketing! Yon
(the advertisers) have heen the fron-
tiersmen of this, the greatest expansion
of the massselling frontiers, since the
opening up of the radio frontier. a

quarter of a century ago.%?
SIDNEY W. DEAN, JR.. V.P.
McCann-Erickson

* * * * * * * *

he appears and take him down as soon
as he’s through.

Opinions differ about the house-bro-
ken angle. Animal suppliers assured
SPONSOR there was nothing to worry
about but some program people told
another story. In no instance. how-
ever, was the audience aware of what
happened. The cameramen had heen
theroughly briefed beforehand and the
control  booth switched cameras in
time. Keep a pail and broom handy,
just in case,

Since animals don’t take divection as
well as humans. it is also a good idea
to leave room for flexibility in the pro-
gram. Have a short sequence which
can be added or left ont without de-
stroving the continuity of the program.
Or develop a sequence which can easily
be lengthened or shortened in case of
a lazy or balky animal.

Some of the special animal problems
“an be solved by quick thinking. Take
this story. for example:

A conple of years ago, a seal was
hired to play the mouth organ. It so
happened that its entire repertoire con-
sisted of “Popeye. the Sailor Man.”
The day the program went on there
wax an ASCAP dispute and all ASCAP
musie, including the above, was banned
in TV temporarily.

After a little hair-pnlling. the diree-
tor decided to call the music “Jeannie.
with the Light Brown Hair” because it
was in the public domain. It was an-
nounced as such. The TV audience
never knew the difference. LA

SPONSOR




In Philadelphia
... people watch

- WPTZ
more than any
other TV Station!*

*Not our estimate but ARB
figures for the entire year
of 1951 and the first
6 months of 1952

WPTZ

NBC -TV AFFILIATE

1600 Architects Building, Phila. 3, Pa. Phone LOcust 4-5500, or NBC Spot Sales
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KFMB
TV
Channel-8

SAN DIEGO'S

15T and only
TV STATION
Blankers CALIF'S.

THIRD MARKET

San Diego Is
The Fastest Growing
Major Market
In America
Today!

Wise Buyers Buy

TV - CHANNEL - 8, AM - 530 K. C.
KFMB - Sth and Ash, Sum Diego 1, Calif,
Represented by
The Branham Co.

NOW!. .

150
000

SETS

IN THE RICH

WOW-TV

AREA

Yes, two out of three homes in this
rich mid-west market are served daily
by WOW-TVY, who will soon serve this
rapidly expanding market even better
y increasing its power nearly 65%,.

National Representatives—BLAIR-TV

A MEREDITH STATION
OMAHA
Fred Ebener, Sales Mgr.
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EARLY MORNING RADIO

tContinned [rom page 39)

Borden's, Continental Baking. Pills-
buryv, and Florida Citrus Conumission.

Drugs: Bristol-Myers. Musterole. -
Way Cold Tablets. Vicks. Pertussin,
Block Drug. and Serutan.

Automotive: Armstrong Rubber. Fs-
so, Socony, Tidewater. Skelly, DPres-
tonre, and Shell.

Household and personal: General
Electric TV sets, Mennen Shave Prod-
ucts. Bab-O, Old Dutch. Ajax, Blue
Coal, and Camels,

Eveing the dollar volume of morn-
ing radio business represented by such
advertisers as those mentioned above,
the networks have begun their own ex-
plorations of the early a.m. Both MBS
and ABC have capsule early-morning
network shows for leading advertisers.
Mutual has sold a five-minute commen-
tary with Gabriel Heatter to the Vita-
min Corp. of America. in an 8:55 to
9:00 a.m. slot. Competing in the same
time on ABC is a capsule musical show
with John Conte for Stokely-Van Camp.

NBC has sold part of its network, a
28-station hookup, to Skelly Oil for an
8:00 to 8:15 a.m. newscasl series in
Skelly’s Western marketing area. Only
CB> has made no real move into week-
day morning radio, although it has
stgned General Foods for the weekend
Sunday Morning Gathering, 8:30 to
9:15 a.m.. on 107 radio outlets.

However. these shows are a drop in
the bucket compared to the spot husi-
ness done in morning hours. One sta-
tion rep estimated that between RI5.-
000,000 and $20.000.000 worth of
morning spot business will be atred in
radio between 6:00 and 10:00 a.n.
during the current final quarter of
1952.

Most reps feel, too, that clients will
he getting their money’s worth, “Ad-
vertisers have learned the value of
buying a well-rated morning personal-
ity on a participation basis,” an exec-
utive of the Raymer Co. stated. “You'll
still find that many timebuyers ask first
for ‘good minute adjacencies’ or ‘well-
rated newscasts’ Dbetween 7:00 and
$:00 a.m. in most markets. but there’s
a growing use of personality selling
rather than an ironclad sticking to
Since the
situation on radio availabilities s tight
inn the mornings. many clients have had
to experiment with some really mar-
ginal slots, as early as 6:00 am. Vost
of them have been pleasantly surprised

transeribed announcements.

to find that even these can do a good
selling job-—hoth to rural and city
audiences.”

(For information on the develop-
ment of morning “personality selling.”
see “Morning men.” spoNsor. 2 Julv
1951. page 19.)

So widespread has been the stam-
pede into morning radio by broadcast
advertisers that stations from Provi-
dence’s WPRO in New England to San
Francisco’s KGO on the Pacific Coast
are displaying the “Standing Room
Only™ sign during the breakfast hour.
and some serious-minded ageneymen
have become genuinely alarmed.

“Radio is getting to he so jam-
packed with commercials from 0:00 to
10:00 in the morning, that I'm begin-
ning to wonder if the eflectiveness of
anything but the heaviest schedules
isn’t  being impaired.” Robert V.
teuschle. assoctate media director of
McCann-Erickson. told sPONsOR.

From the advertiser’s standpoint, the
situation in morning radio boils down
to this: (a) Those advertisers who al-
ready have tied up the best time slots
and program availabilities are holding
onto them. and (b) these advertisers
who are just beginning to think in
terms of morning radio will have to do
some real digging to find a choice buy.

There are. however, some guide
posts which advertisers and agencies
can follow in getting a foothold-—even
todav—in the peak hours of early
morning radio. As cited by several
station reps, experienced timebuyers.
and a representative selection of morn-
ing radio advertisers. these time buy-
ing tips for morning radio are:

1. Choosing stations: The lead-
ing radio outlets in both radio-only
and radio-TV areas arc either com-
pletely sold out, or close to it. during
the prime segments of morning time.
However. since a lot of sponsors can
get by almost as well on the reduced
coverage of smaller stations, it's wise
to check with reps to see what availa-
bilities are to be had on the secondary
stations and community stations in
most radio markets.

“Some sponsors are too concerned
with the prestige of buying time on a
hig outlet, in order to impress retailers
and distributors in a particular arca
with the quality of their advertising,
to pay much attention to smaller sta-
tions.” one rep pointed out. .\ lot of
good buys get lost in the shuflle, simply

SPONSOR



BILL McDOUGALL
(next to camera)

with 4-H Boys, Adult Leader
and County Agent . . .
RFD-TV, 12:30 p.m.
KPRC-TV daily

Bill McDougall and the Farm—

Heart of the Gulf Coast section of America’s great-
est farm state is Harris County, which, despite being
included in the metropolitan area of Greater Houston,
has more cattle than any other county in Texas.

One year ago, on October 1, 1951, a young fellow
named Bill McDougall looked into the television
cameras of KPRC-TV and walked straight into the
hearts and lives of thousands of agriculturally-minded
folks on the Texas Gulf Coast.

Bill's program, “RFD-TV” is televised on KPRC-
TV at 12:30 every day, Monday through Friday. It
combines live appearances of those who actually DO
the farming with film clips of on-the-scene activities.
Bill actually films these scenes himself, taking daily
trips throughout the Gulf Coast area. To date, Bill has
filmed approximately 13,000 feet of farm and ranch
scenes, and has traveled over 12,000 miles to find sub-
ject matter of interest to his viewers.

The live interviews, the demonstrations and the
films used on RFD-TV bring the Farm Folks closer to
the urban TV viewer. They enable numerous farm
agency workers to SHOW to those they serve many of

 HOUSTON

the solutions to farm problems and methods of im-
proved practices that heretofore were only written
about in circulars or letters.

Now, approximately 260 shows later, more than
1,200 individuals, representing every recognized Agri-
cultural Agency, have appeared with Bill on “RFD-
TV”. These agencies and organizations have been regu-
larly scheduled: Texas A. & M. Extension Service, i. e.,
County Agriculture Agent, County Home Demonstra-
tion Agent, Assistant Agents representing Boys and
Girls 4-H Clubs, College, Extension and Experiment
Station specialist; University of Houston Agriculture
Department, i. e., Faculty and Students; Houston
Chamber of Commerce Agriculture Department, i. e.,
Specialists, Committeemen, Directors; Public Markets,
i. e., Livestock officers, producers, breeders traders and
F'lrmers Co-op Produce officers and farmers; Farm
and Ranch Club, i. e., directors, officers, farmers-
ranchers; Vocational Agriculture, i. e, FFA and FHA
Advisors; Southwest Milk Producers, i. e., directors,
dairymen, and distributors. In addition, there are many
unscheduled appearances of visiting groups and in-
dividuals concerned with and serving Agriculture.

SERVICE TO AGRICULTURE is an important
phase of KPRC-TV’s contribution to the living and
working habits of viewers in the Gulf Coast area . . .
an audience to whom Bill McDougall and “"RFD-TV”
have a vital meaning.

e T e e e

JACK HARRIS, Vice President and General Monoger i
Nationally Represented by EDWARD PETRY & CO.
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because some spot advertisers feel they
will ‘lose face’ if they are on the Num-
ber Two or Numbher Three station in
a market, rather than the Number
One.”

There’s some really practical advice
in the station representative’s remarks.
Smaller radio outlets do mean less cov-
erage than the big 50.000-watt power-
houses. But, a dollar goes a lot further
ou them, availabilities are better. and
often the same results can be achieved
at the same price by using a combina-
tion of medium-sized and small sta-
tions. as on a power-house.

2. Choosing programs: Apari
from such network-evel developments
as the capsule John Conte musical
show at 8:55 a.m. on ABC and the
upcoming General Foods Bob Hope
morning show on NBC from 9:30 to
9:45 a.m.. there hasn't been much de-
velopment (or even major shift in au-
dience preferences) in morning pro-
graming in the past 10 years. The
samne old reliable formulas—the “mu-
sical clock” show. the “morning man”
disk jockey, the farm news shows, the
straight newscasts, the “Mr. and Mrs.™
participation shows, the morning ser-

ice and shopping shows—are still pop-
ular, and advertisers can judge them
on their audience and cost merits.
However, it’s interesting to note that
there’s been a strong upswing in pref-
erence for radio news in the past few
seasons, particularly in the mornings.
In the recent Forest L. Whan study of
the New England area, in which both
urban and rural radio tastes were care-
fully measured throughout an area
where the over-all TV saturation is

* * * * * * * *

e¢There is a gradually increasing aware-

ness among radio advertisers that sixe

of andience is less important than au-
dience composition.®?

HORACE SCHWERIN, Pres.

Sehwerin Research

* * * * * * * *

nearly 509, this was evident.

Of all listeners, both urban and
rural, who listened “regularly” to ra-
dio news, some 71.7% of them said
they listened to “morning newscasts.”
This puts morning newscasts well
ahead of other news series during the
day, since the other figures were:
noontime news, 47.29; supper-time
news, 56.8%¢; and late-evening news,
34.8%. Radio news ran well ahead of
TV news (about four to one) in a com-

ADVERTEST RESEARCH
is pleased to
announce the

appointment of

CHARTER 7-1564

ADVERTEST RESEARCH
MARKET AND MEDIA

‘ (”]11770'1 Rebell

as director of

AGENCY RELATIONS

90 BAYARD STREET
NEW BRUNSWICK, N. J.
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parative preference study in the same
1952 Whan study of New England lis-
tening and viewing, and edged out
newspapers as a primary source of na-
tional and international news.

3. Choousing announcement slots::
Because of the current trend toward
“hard sell” in radio copy, advertisers
for the most part seem to feel that they
need more time to tell their story. The
result has been a furious time buying
competition for minute availabilities or
participations between 6:00 a.m. and
10:00 a.m. in key markets. However,
several reps complained to SPONSOR
that they couldn’t find buyers for pack-
ages of attractively priced 20-second
station breaks during these hours, of-
ten sandwiched between the very pro-
grams that had long waiting lists of
advertisers.

Since this is the case, it might be
well for sponsors to remember that the
pre-television situation in nighttime
radio availabilities — where stations
couldn’t take care of all the clients
who wanted wighttime minute slots—is
repeating itself to some extent current-
ly in morning radio. Advertisers may
find that gearing their spot campaigns
to 20-second station breaks, or even to
10-sccond L.1). announcements, may be
all that’s needed to open the door on
scarce morning availabilities.

4. Choosing a good rate struc-
ture: While. as one station rep pointed
out. “there haven't been any morning
radio rate inereases that weren’t jus-
tified,” advertisers should remember
that what is a wonderful bargain now
may soon become just a good buy.

Stations are definitely in the mood
to raise morning rates these days, and
to make legitimate spot *package
deals” and other handsome discount
offers at night. When this is measured
against the nighttime radio audience
(sec “What are the facts on radio’s
nighttime audience?”’, sPONSOR, 6 Oc-
tober 1952} on a strict cost-per-1,000-
listeners basis. the values of nighttime
radio increase slightly while those of
morning radio go down a peg.

Naturally, the advertiser who signs
for a morning radio campaign is as-
sured of various kinds of rate protee-
tions, usually of the six-month variety.
But today therc’s little guarantee that
wlien his contract expires he may not
be faced with a sizable morning radio
rate increase. LA AR

SPONSOR




“DEATH VALLEY DAYS”
(Continued from page 36)

swer seemed to say: TV offered the
lowest cost-per-1,000 buy. But the an-
swers were not as clear-cut as the ch-
ent and agency would have liked them
to be. The final decision to go into
TV, according to the agency. was
based on the following reasoning:

1. Death Valley Days had been a
big success in radio aud it should be
just as popular on TV.

2. The kind of stories available and
the nature of the locale were easy to
translate into effective TV fare.

Finally, young, aggressive James M.
Gerstly, president of Pacific Coast
Borax, was a firm behiever in the future
of TV and felt it offered the best possi-
bilities for a long-term advertising pro-
gram.

Having made the decision, the agen-
cy cast the die (the talk of converting
to TV had been going on for vears)
One might wel ask: Isn’t it rather
drastic for a company to sink practi-
cally all its money into one medium?
How about radio in non-TV areas?

The agency answer is simple. It has
no prejudice about radio. As a mat-
ter of fact, it would like to launch a
radio campaign in non-TV areas. But
there isn’t enough coin jingling in the
purse. The agency is also convineed
that TV viewers, as far as its product
1s concerned. are no different than non-
TV viewers. TV is spread over all in-
come groups, for one thing. The TV
family profile follows the company’s
customer profile to a “T".

Furthermore, and this brings us to
points No. 2 and 3 among those listed
at the beginning of the article, because
of the high TV production costs of
Death Valley Days it would not be eco-
nomically sound to cut down the num-
ber of TV 1narkets and throw the extra
money into another medium. The more
TV markets used. the less the produc-
tion cost per TV market.

While the agency would give no fig-
ures on the production cost of the
show, Mrs. McCann made clear that
there i1s no attempt to cut corners ex-
cept for the fact that no big names are
used. A consensus of TV film sources
put the production nut at about $30.-
000 per film, possibly more. This is
higher than the average. With 58 mar-
kets scheduled to see the show at the
present time, the time costs for one
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Columbus, Ohio

Dear Bob:

CWW:ak

ciy: See
dittere '

Helley g Sales Compary

122 STANDAAD BLDGQ, CLEVELAND 34 DHID

Mr. Robert Thomas
¢/o Television Station WBNS-TV

Just finished looking over the out-
standing report of the merchandising
efforts from WBNS-TV in the launch-
ing of the "Wild Bill Hickok" series.

Bob, please accept and convey our
thoughts to those in your organiza-
tion, our sincere appreciation for
this outstanding work in support of
the Sugar Corn Pops campaign. It is
stimulating and encouraging to work
with a station that is so keenly aware
of the value of merchandising in an
advertising campaign.

Yours most sincerely,
KELLOGG SALES COMPANY

Gl Ut

Carl W. Weber
District Sales Manager

WI!NS-I' pride them-

selves on their inte-
grated merchandising

| ‘
\ and promotion, This
] covered wagon with the
Wrangler, WBNS-TV's
western hero, toured the

COLUMBUS, OHIO
CHANNEL 10

CBS-TV NETWORK @  Affiliated with Columbus Dispatch and
WBNS-AM @ General Saies Office: 33 North High Street

REPRESENTED BY BLAIR TV

area distributing free
samples of Sugar Corn
Pops and stimulating in-
terest in the Hickok show

. . a typical example

of tie-in merchandising
available to WBNS-TV
sponsors,
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film are a little less than 530.000. That
makes the annual alternate
weeks tassuming the present 20-week
contracts are extended beyond next
~pring) about S1.500.000.

Films are produced at Gene Autry’s
Flving “A” studios. They take about a
week to shoot after about three weeks
ol preparation. For some of the films.
oxen had to be trucked to the Death
Valley location scenes {from Los An-
eeles and the cast flown to a nearby
airport in DC-6s. Production and di-
rection are under the McGowan broth-
ers. Dorrell and Stuart. respectively.

cost for

adio

WGR flattens out

odvertising costs throughout
Western New York,
Northwestern Pennsylvonio ond
in Ontario . .. for WGR

is the most listened-to

rodio station in the

Buffolo oreo.

CBS
Radio
Network

RAND BUILDING,

herever you

o there’s
T2

BUFFALO 3,

and Mrs. McCann is production super-
visor for the agency.

The job of converting the radio
show to TV was basically a simple one.
The film starts with the familiar horn
theme and a picture of a 20-mule team
{in the old davs. it was actually, 18
mules and two horses).

Then the “Old Ranger” appears.
first leading into a commercial and
then beginning the narration. Stanley
Andrews. whose face will be familiar
to movie goers, was picked to play the
TV role. He is the fourth actor to play
the role. The first radio “Old Ranger,”

v

T

Vi
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National Representotives: Free & Pelers, Inc.
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Leo J. {'Fitz'’) Fitzpatrick
L. R.("lke’) Lounsberry

Tim Frawley. is dead and the last one
to appear on radio. Jack MacBrvde, is
retired and Hving in St. Louis. The
one between was Harry Humphrey.
In choosing seripts {rom the huge
collection of radio tales. it was decided
to experiment with a variety of story
moods and see what the audience re-
action would be. Leading off the list
as in radio (the spot premieres ranged
from 2 October to 1 November) was
“How Death Valley Gots Its Name.”
It is a grim story of death, fortitude,
and the burning sun. with the faintest
suggestion of romance and more than
an occasional nod in the direction of

* * * * * * * *

¢¢The consumer holde the keys. The
level of living he chooses from now on
can mean cither a depression or a one-
third increase in civilian markets—an
inerease of one-third in the over-all stan-
dard of hving in the next five years,*®
ARNOLD H. JOIINSON, V.P.

J. Walter Thompson

* * * * * * * *

religious faith. There will also be sto-
ries in a humorous vein as well as
sheer adventure material. All the sto-
ries are based on fact. Those chosen
naturally had strong pictorial elements
to recommend them.

The company and ageney intends to
place the films in every TV markel—
there are 65 in the 1. S, at the latest
count. Denver. with 8.2, of its fam-
ilies able to tune into the new KFEL
and still newer KBTV, has already
been bought and Portland. Ore.. wili
probably be included when the number
of TV families inereases
ven in cases where two markets over-
lap, both were purchazed.

somewhat.,

Buyving time was quite a chore for
the agency because of the coverage de-
sired and the S.R.0. signs for alter-
dark TV. The idea of a top-rated
nighttime network slot was discarded
as impracticable. The zpot lineup at
present is splattered all over the night-
time map with every day in the week
included and the time segments rang-
ing the gamut from 7:30 to 10:30 p.om.
The bold step of competing with Your
Show of Shows (in Baltimore) and
Milton Berle (in Rock Island) was ac-
tually taken. Of course, the flexibility
in spot buying gave the agency the
opportunity, where possible. of getting
those time segments that are best for
a particular market.

The fact that the films are telecast
on alternate weehs made the problem

SPONSOR
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of finding open time easier in one re-
spect, harder in another. In many
markets. the program conveuiently al-
ternates with Dul’ont’s new Cavalcade
of America. There were also a few
good spot= where it could be slipped in
between alternate-week  telecasts  of
Dragnet and dmos and Andy, both
well-rated shows. Where the agency’s
timeboyver wax up against another buy-
er with a new every-week show. the
sledding was tougher and Pacific Bor-
ax had to settle for a less valuable
time franchise.

The client could, of course, have
kept out of a larger number of TV
markets than it did. But it was occa-
sionally a case of simply taking what
was available or having no advertising
at all in a particular market. (The
company is still six markets shy of
1007 TV coverage.) Some markets
were just too important to stayv out of
for the program i a valuable lever in
getting retailer support.

The aceount exceutive at MeCann-
Erickson, Art Esslinger. feels that the
progrant. becanse of its color. has gand
merchandising potential. Pacific Borax
<alesimen are supplied with the story
tine for their particular market every

=

=
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other week as well as a kit containing
information ahout the program in gen-
eral and banners for window display.
The salesmen are also being urged to
visit TV stations with suggestions for
local store displays.

Esslinger =aid that stations are giv-
ing the program good promotional
support. They have, he pointed out, a
couple of good reasons for doing so.
Since the show is placed on a spot ba-
sis. the stations get more money out
of it than they would a network pro.
gram. lts established name gives the
stations a firm platforn for building
up steady viewing habits among the
TV audience, although this is not an
important factor in the 40-odd one-
station markets.

Pacific Borax allocated a publicity
budget to help push the show and
turned the probhlemn over to Margaret
Ettinger & Co. Besides going after the
newspapers and magazines. the Ettin-
eer firm has been trying (as was done
in radio) to interest school. religious,
and historical groups in the program.
Mrs. Woodman, the writer, was made
an honorarv member of the Death Val.
tev Association and the “Ol Ranger.”
Andrews. spoke at the association’s an-

SANDWICH

CBS-WBNS Combination s
o . ;
é Tops On Listeners’ Menu!

From sign-on tosign-off, WBNS whips

( up a steady diet of good listening en-
tertainment. By combining CBS pro-
gramming and local personalities with
tremendous Ohio appeal, WBNS gives
Central-Ohio listeners the 20 top-rated
programs. Your spot announcements
sandwiched between these top-rated
shows are heard on WBNS because
your audience stays tuned program
after program.

ASK JOHN BLAIR

POWER
WBNS — 5,000
WELD-FM—53.000
COLUMBUS, OHIO

RADIO OUTLEY

nual convention. Releases have been
sent to PTA groups. Clergymen were
invited to the New York City press pat-
ty which was given to mark the TV
premiere of the show.

Supplying the newspapers is mainly
a timing problem because the same
film is shown in different markets over
a four-week period. Since the cast
changes in every film there is a con-
tinvous stream of material for home-.
town newspaper stories. Most of this
part of the publicity is handled from
Holywood where the biggest pool of
film actors is located. The Hollywood
office also handled the invitations to
TV editors when they were invited last
month to watch the filming of one of
the Death Valley stories.

The ~Old Ranger™ is not only good
promotion material but is intimately
connected with the commercial end of
the program. Except for close-ups. he
is usually shown with both products
in his hand and his lines usually lead
directly into the commercial proper.

As for the commercials themselves.
the ad strategy is twofold:

(1) Commercial copy persuades the
housewife not only to buv the two
products but to use them consistently.
(2) Most of the advertising appeals to
the young mother because of her long-
er “purchase expectancy.” However,
stressing the safeness and mildness of
Borax products for children will also
be an effective sales pitch to the non-
mother, the agency fecls.

In applying this strategy to 20 Mule
Team Borax, the commercials (as well
as copy on the box) still hit hardest at
its laundry use. The agency realizes
that it is bad practice to make too
many points in a TV commercial. Nev-
ertheless. Borax. which is described as
a combination odorless cleanser and
water softener, is still primarily an
additive to soap as far as laundry goes.
So its other uses must be plugged too.
Among them are (1) a deodorant for
varbage pails and (2) an insecticide
again roaches.

In building up its use as a deodorant
for clothes (especially diapers and
work-shirts) the agency has coined the
term “Borax-sweet.” TV commercials
will also reintroduce the “sniff test”
that was once nsed in 20 Mule Team
Borax advertising. The housewife will
be told to prove to herself how well the
borax deodorizes by dipping a section
of a dirty piece of laundry into a borax
solhution and then sniffing.

SPONSOR




The same general strategy applies to
the hand cleaner Boraxo, which differs
in one important respect from the Bor-
ax. Boraxo has a number of direct
competitors, ranging from P&G’s na-
tionally advertised Lava Soap on the
one hand to the many regional hand
cleaners on the other (horax is not
directly involved in the rugged laun-
dry soap and detergent competition).

Most of the hand cleaners are made
for the use of industrial workers, who
need more than a bath soap to clean
their hands. Pacific Borax is seeking
to make Boraxo a steadily useful item
in the home, good not only for men
but for the dirty (but delicate) hands
of children. The Boraxo can is, there-
fore, designed to look well in the bath-
room and the directions for its use
point out that Boraxo (a combination
of borax and soap) contains no grit
or abrasives.

The selling job on the commercials
is handled by Rosemary De Camp and
Pacific Borax would not be unhappy |
if she turned into another Betty Fur-
ness. Miss De Camp, whose children
are also used in the comunercials,
played Nurse Judy Price in radio’s Dr.
Christian for many years, and has also
appeared in 36 motion pictures. Her
face and voice are, therefore, familiar.

The two products mentioned com-
prise Pacific Borax’s big consumer
line but they are not the biggest part
of its business. The biggest use of
borax in the United States is in the
glass and ceramic industries. Pacific
Coast Borax Co., a subsidiary of the
British-owned Borax Consolidated.
Ltd., supplies most of the borax prod-
ucts used in these industries as well as
in boric acid, fertilizers, and boron
steel for hardening.

The company has been around a
long time but its present corporate set-
up dates from 1899, and the name Pa-
cific Coast Borax Co. goes back nine
years before that when Francis Marion
Smith, the brains and energy behind
the company, consolidated a number
of Borax holdings. An ambitious em-
pire-builder. Smith overextended him-
self and his widely ramified financial
interests collapsed in 1913. He sold
out his interest in Borax Consolidated
to his partners the next year.

The 20 Mule Team brand of borax |
was a household word before Smith’s
collapse. In the years 1904-1906 an
actual 20-mule team was used to pro-
mote the product around the country.
The same idea has been toyed with in
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periods. FIRST in coverage ... 18.79
MORE COVERAGE than ANY
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more effective than ever. The only way
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recent vears but it was felt that the
expenze would not warrant it and. be-
stdes, it i< no cinel to navigate a 100.
foot long teamn of nmles i city ~treets,

When Pacific Borax went on the air
with Death Valley Davsin 1930, 1t was
aliost in the nature of an experiment.
althongh there had been drama pro-
grams on radio previouslv. 1t was a
ereal =ncce=<, hoth saleswize and pro-
eramwize. Dy 19414 although Borax
sales were rising rapidly because of the
hovtage of tallow for =oap. the com-
pany and ageney felt the program had
ontlived ( Nielsen rat-
mg= for the second half of Januar
193 and 19H. were, respectively, 8.7
and 1131

Substituted for it was The Sherif].
a Weetern adventure show. Like its
predecessor. it carried the bulk of Pa-
eific Borax advertising and was on 52
weehs a year. The Shevif] was dropped
in 1951 after low ratings began to crop
up insistently. The company then went
into national wmagazines unul this fatl.

I ois too early 1o say how the TV
show will fare. It woukd not surprise
MeCann-Lrickson, TV .
Death 1alley Days also tarns in a 1.1
* Kk Xk

is usefolness,

however, if

vear record.

SPOT TV CONTRACTS

(Continued from page 37)

sociate with radio spot has been appre-
ciably reduced by the terms of the new
TV contract form. but this limited flex-
ibility i= one of necessity. What the
agency and the advertiser gives up in
flexibility is balanrced by stability. Un-
tit there 15 some real station competi-
tion. restraint= on cancellation privi.
leges work as mueh to the advantage
of the buyer as the seller.”

Sharphy eritical of the provision in
the contract forin whieh binds an ad-
vertizer with a program of five minutes
or over to a run of 13 weeks wax an
account man for an automotive firm.
Said he:

“An advertiser who has been accus-
tomed to free wheeling—moving in
and out of a market as his campaign
needs or budget dictate—won’t like
that. Take for instance the predica-
ment my client would find himself in
in the event of a sndden steel strike.
This busines~ of putting limitations on
something which helped build spot
strike< me as a casze of (rving to eal
vour cake and have it too. Flexibility

~houldn’t mean one thing in radio and

ABOUT 25% OF ALL

SALES MADE IN VIRGINIA

ARE TO

LISTENERS!

WDB)

Established 1924 . CBS Since 1928

AM . BODD WATTS .« 960 EC

FM » 41,000 WATTS . 84.9 MC
RMOANOKE, VA,

Owned ond Operafed by the TIMES-WORLD CORFORATION

FREE & FPETERS, INC., Notional Representatives
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another thing in television.”

The ad manager of a major food
eompany chose to take a more philo-
sophical view.

“This revision of the concept of flex-
ibility should be looked at from a
hroad. practieal aspect. Television is
m a seller’s market, and when vou're
on the buying end vou try to make the
best terms vou ean. looking forward to
the time when the top position will he
in vour favor. We'll just have to do
our planning in spot a little more cau-
tiously so as not o get ourselves too
far out on a limb.”

Reduced to essence. the hasic terms
of the 1 \'s contract for spot TV isn't,
outside the termination factors, much
different fromn the terms that have pre-
vailed for manv vears in ~pot radio.
Flexibility in spot radio meant that
any contract. unless otherwise stipu-
lated, could be cancelled on two weeks'
notice. Under the -1 A's TV contract
form, a commercial program of five
minutes or over stavs put for 13 weeks
and may he cancelled by either station
or sponsor on 28 davs’ notice there-
after. Contracts for TV programs of
less than five minutes’ duration are
firm for the first four weeks, after
which either party can cancel on 14
dav=’ wrilten notice.

The only other provision that was
the source of more or less extended
debate had to do with the broadcast-
er’s obligations to the agency in the
event of displacement of a scheduled
show by a program of public interest.
The ncgotiators on the broadcasters’
side of the table felt that the following
should suflice:  Stations assume liabil-
ity for the agency’s non-cancellable live
talent costs for a live program. and
the “reasonable allocated print or ren-
tal cost of films scheduled for the pre-
empted time and not usable for future
scheduling.”

Some of the ageney spokesmen ar-
cued that these conditions didn’t suf-
fice to gnard the ageney’s interests,
One of these obhjectors, following the
adoption of the contract form, said:

“A slation can precmpl any
grams it elects to in the public interest

PI'()-

with impunity and the ageney can be
left holding the bag. In the case of a
package. the agency’s commission s
customarily tacked onto the price, and
I and others felt that whenever the sta-
tion replaces a scheduled live show with
a =ponzored program—Ilike a sports
event- the compensated figure should
he gross and not net.”
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The substitution terms contained in
the 4 A's form are basieally the same
as originally advanced by the broad-
cast contingent. The majority of agen-
cymen agreed with the view that even
in the instance of a sports event a sta-
tion nets scarcely anything from a pre-
emption; also its remote and other ex-
penses often add up to a loss.

Another line of counter-argument
that brought about a retreat on the de-
mand of an added 15‘¢ commission
for agencies when preemptions were
adjusted was this: Under the terins of
their licenses. broadcasters are re-
quired to keep the public interest firm-
Iy in mind. Even if the broadcasters
were inchined to agree with the agency
position, therc was a moot legal point.
Could a broadcaster compensate an
agency without the act being construed
as indicating that advertisers were in
effect discouraging stations from car-
rying public-service programs?

With but one exception, the agencv
representatives on the negotiating com-
mittee at the wrap-up of the contract
form thought what resulted constituted
a good compromise for the advertiser.
Here are their salient reasons:

1. It meets the present needs of the

advertising business.

2. The advertiser and agency won't
have to live with it forever. It must be
remembered that the 4 A’s standard
contract for spot radio was revised
three times over a period of 10 years.

3. Flexibility as it has operated in

* * * * * * * *

$eWhere is the eemer ring of advertis-
ing? 1 think it is spread all aver Ameri-
ea—wherever there is bosiness, press,
radio, and a post oflice. By and large,
th big part of advertising is you, in yonr
own loecal communitv—and the 235.000
of vour fellow advertising men and
womten wheo further the services, and the
prafessianal interest of advertising with
vour 130 advertising elnhs. You give
advertising its flavor.®®

FREDERIC SCHNELLER. ¥.I.
D’ Arey Advertising Co.,
St. Louis

¥ x x ¥ ¥ x 3 x

radio could have its drawbacks for the
agency when applied to TV. It takes
much longer to set up a *~' ~*~= cam-
paign and an agency invests consider-
ably more man-hours in the prepara-
tion of a TV program.

4. Talent can’t be signed for TV on
less than a 13-week basis; nor is it
possible to get good TV fihn shows

unless the minimum guarantee is for
13 telecasts.

5. A longer and firmer nitm
tends to keep down a =tation’ B}
this respect: 1t’s not as ca la
one sponsor with another in TV

was, or is, in radio: hence ther
wider gap between sales. Als

mueh more expensive in TV th
1adio to fill in with a sustaining
gram. The broadcaster, the agency
reasoned, would eventually be proi
to take these two cconomic factors in
to consideration in revising his rate
card.

Among the interesting backgrounc
sidelights of the negotiations are these
o The talks started over two years ago
¢ The broadcasters were first repre
sented by the Bureau of Broadcast Ad-
vertising. When BAB divorced itself
from TV and confined its interests to
radio exclusively, the matter lay dor-
mant until several months later when
the NARTB agreed to become a party
to the discussions.

o The turnover of broadcaster repre-
sentatives on the negotiating commit-
tee was around 90%; among agency
people this turnover in the two years
was 407, This turnover meant there
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were about 30 different broadcaster
delegates and about 25 different per-

| sons on the agency side of the table.

o Altogether between 80 znd 90 per-
sons  broadecasters. station reps. and
agency people- -were involved in either
the negotiating or scrutinizing of the
contract form at some time or an-
other: and this does not include the
parade of lawyers for both sides.

One proposal from the broadcasters
for the standard contract that raised
no demurrer after a while was the one
limiting the rate protection to six
months.

At the finishing line the telecasters’
comniittee was chairmaned by Ted
Bergman., DuMont’s director of sales.
while Frank Silvernail of BBDO. was
chairman of the ageney committee.
Grouped with Silvernail were Eliza-
beth Black of Joseph Katz agency, Jim
Luce of J. Walter Thompson. and
George Kern, formerly of Benton &
Bowles. and now with the Gever Agen-
¢v. Bergman’s associates included Bob
McGrady of WCAU-TV. Philadelphia.
Jack Kennedy of WHAM. Rochester.
Ed Codel of the Katz Agency. Inc..
and Edward Petry. ER

HOW TO FILM A BABY

(Continued from page 30)

Mrs. Clark had explained somewhat
apologetically to Producer Ben Gradus
that Warren often gets a httle sleepy
about 10:00 a.m. Gradus is helples:
before this act of nature for if there is
one thing he needs this morning, it is a
happv (consequently a restedi baby.
As he nods understandinghy to Mrs.
Clark the thought suddenly occurs to
lim that it must be nice to be paid $10
an hour for sleeping and it’s too bad
Warren can’t appreciate it.

Gradus is also doing some rapid
arithmetic in his mind. He looks over
in the direction of a prettv. young
blonde woman. She is Doris P’inney. a
talented child photographer. whe has
three children of her own. Gradus
hired her for the purpose of making
Warren smile, stare, suck his big toe
or—as in this particular scene—keep
an over-large yachting cap on his head.
This 1s no simple matter. ft had been
tried carlier in the morning and War-
ren good-naturedty knocked the cap
off continually until, at the first sign of
crankiness amd to avoid tears, he was
whisked off to the nursery.

In between caleulating the cost of

wasted film. Gradus thinks proudly for
a moment about what a nice nursery it
is. There are cribs, pictures on the
wall, bottle warmers. sheets; diapers,
and all kinds of toys. Last. but not
least. there is motherly Frieda New-
man, a registered nurse. whom Gradus
also had to hire.

In another part of the studio is Rob-
ert Peyson. executive TV producer at
Grey Advertising. The idea running
through Peyson’s mind is what an easy
job this yatching cap scene could have
been. After all (he says to himself)
there is no sonnd track to worry about.
No one has to handle the baby. There
are not even any other actors in this
particular scene.

Sitting with his chin in his hand,
Peyson automatically runs over in his
mind the commercial copy:

“. .. You can take vour pride and
joy south for the winter. You can
take him north for the summer . . .
but nothing can contribute more to the
comfort of his delicate rose petal skin
than Mennen baby powder. .. .”

The commercial is voice-over (the
announcer i1s not seen) and the entire
scene in question is concerned onlhy
with the first hine of the copyv. Al
Warren has to do is it on the sand
(real xand sprinkled with talcum pow-
der to make it look more realistic) and
smile at the camera for a few second-
with the yatching cap on his head.

“He’s up.” somebody savs suddenly.

The studio is transformed into ac-
tivity again. The lghts are switched
on. Cameraman Al Mozell makes =
quick recheck with hiz light meter.
Pevson lifts his head expectanth ax
does his assistant. Jerry Ford. Studio
Art Director Joe Richards makes sure
the cardboard palm tree is standing
securely.  Miss Pinney runs for a rat-
tle. J. Stanley Neill. the man from the
Society for the Prevention of Cruelty
to Children (which must okay the
whole setup before the baby can be
photographed) goes hack to his perch
on a high stool off to one side of the
camera. Miss Newman sniiles,

His Royal Highness appears in the
arms of his mother, grinning. As War-
ren is scated gently in the sand. Miss
Pinney  takes  over with
“kootchy koos™ and rattle-shaking. He

assorted

is unquestionably a charming child.
Pevson says to himself. thinking of the
two-tday job of picking six babies for
the three Mennen counmereials.

Miss Pinneyv has to go through a

SPONSOR



warm-up period with Warren to make
him feel secure in his new environ-
ment. When Warren appears suffi-
ciently “warmed-up” she puts the cap
on his head. Warren shakes his head.
The cap falls off. Warren coos happily.

Miss Pmney tries again. The cap
stays on. She carefully backs up out of
camera range.

“Smile, baby.” she says through
pearly teeth. “Smile. Smile. Yes, that’s
right, smile. C'mon, smile.”

Warren has no visible teeth but even
if he did. he is not inclined to show
them. The cap is still on his head,
llowever. so everybody gets into the
act. Peyson takes off his jacket and
waves it. Gradus wiggles his fingers
at Warren. Mozell starts the camera
rolling. just in case a smile should ap-
pear. Ford struggles to remember his
baby-talk language and comes out with
some unintelligible phrases. The stage
hands add their voices to the chorus.

In the midst of this din, Warren be-
gins to look puzzled, then his mouth
begins to tremble downward at the
corners. Miss Pinney quickly whips
forward and picks him up with sooth-
ing words,

“The sand is wet,” she says mean-
ingfully.

While Warren is being diapered and
powdered by his mother in the nur-
sery, everybody in the studio resumes
the familiar waiting pose.

Warren is soon back on the sand.
Miss Pinney, tirelessly cheerful, final-
ly gets the cap on together with a
smile from Warren. She Dbacks up
slowly. keeping up her patter, while
everyone holds his breath.

“Now!” hisses Gradus. as if he’s
going over the top into No Man’s Land.

The camera begins to roll hut after
about two seconds, the large cap sud-
denly falls downward over Warren’s
face. In two more seconds howls come
from behind the white circle of the hat.

However, Warren forgets the inci-
dent in jig time and the yachting cap
project continues. In about another
half hour. after other minor mishaps.
the five-second scene is wrapped up
and a duplicate shot is taken as a pre-
caution. To put this five-second se-
quence on film it had taken a total of
two and a half hours or 9,000 scconds.

As Warren is bundled off, Gradus
says to no one in particular:

“I' hear there’s a good producer’s
job open in East Africa.” * * x
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To a time buyer

who wants zein

We've heen pressure-cooking John Crosby’s
latest column on Madison Avenue prose. and
just about have it house-broken. Ile had us
downwind for awhile—we were soft as a
grape—Dut. after spitballing the whole pic-
ture with the top brass, we have most of the
egg off our face.

Except one thing. “You got to have enough
protein,” he indicates. If he means edcstin,
we're at the end of our hemp. If it’s glutenin
he’s kicking around, it jells—we’re almost
up to our armpits in wheat. But if he’s final-
izing on zein, we're really on the green. Zein,
it says in our encyclopedia, is a com protcin.
Man, we have zein. lowa again promises to
fill the nation’s bins with 6:47,940.000 bushels
of corn this fall.

That’s protein which turns into purchasing
power which turns into sales which turns into
another reason for you to call the Katz
Agency and try the WMT market for size.
It fits big sales and small (or large) budgets.

Y ML

CEDAR RAPIDS

800 KC ¢ 5000 WATTS o BASIC CBS RADIO NETWORK

Represented Natianally by the Katz Agency




BAYER ON THE AIR

Continued jrom page 29)

I{ the cost-
ver-1.000 for one of its shows comes

eviewing costs constantly

up higher than the average for all. it's
ikely to be replaced. However. Bayer
doesn’t believe in a rigid use of cost-
er-1.000. “Our preferred audience ix
women.” =av= the company. “There-
ore we can afford to pay more pro-
vortionately for an all-women audience
han we can for one that's mixed. Men
are important to ns. too, hut women

1912,191 3 Brick-
ated toe kicked 54
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fietd goal
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LATEST PULSE REPORT BEFORE CLOSING TIME

BUY WHERE THEY'RE LISTENING: —

STATION
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WHEC

with families do most of the aspirin
buying.

“Another case in point is the audi-
ence-participation program. We fecl
that if this type of show has a higher
cost-per-1.000 than say a mystery. its
inherent qualities  help compensate.
You get more product mentions during
the course of the program and the com-
mercials are delivered in more relaxed
style.”

Bayer’s network shows are slotted
throughout the broadeast day—morn-
ing. afternoon. and evening. This s in

MNo. 39 OF A SERIES

CHARLIE BRICKLEY

In Field Goals, =

WHEC

IN ROCHESTER 432 weekly quarter hour periods are
Pulse surveyed and rated, Here's the latest score, ~
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Represeniatives; EVERETY- McKINNEY, Inc. New York, Chicago, LEE F, O'CONNELL CO,, Los Angeles, Son Francisco

line with its philosophy of trying to
reach consumers at the different times
of the day when they’re likely to need
the product. All of the programs are
full network. Bayer wants to reach into
all corners of the nation with its sprink-
ling can because every man, woman,
and child is a potential customer. “We
don’t sneeze at towns of 10-20.000 like
those Mutual is always talking about,”
savs the company. “they all get head-
aches. And we don’t believe in going
after the so-called mass and class audi-
ence separately. We want to reach
everyone in the country as often as we
can within the limits of our budget.”

What helps Bayer do this at low
cost 1s the fact that it 1s part of the
sterling Drug famih of products whieh
includes Phillip’s Milk of Magnesia.
Dr. Lyon's tooth powder. Fletcher's
Castoria, Molle. and some dozen others.
Thus Baver ean combine with other
Sterling brands to sponsor network
shows. For example, Baver and Phil-
lip= <hare sponsorship of My True
Story and Stella Dallas. each getting
one of two commercial on each show
daily. This cuts the amount coming
out of the Bayer budget to hall what it
would be under solo sponsorship-
without proportionate reduction in ad-
vertising effectiveness. What Baver is
after is great masses of listeners. not
pounding repetition. Almost for its en-
tire air history it has folowed the prae-
tice of dividing sponsorship of its
shows. except in the early days of the
{merican Albumn.

The 1lbum went off the air in June
1951. This brought to an end one of
radio’s historic prestige sponsorships.
The program was one of the first ma-
jor ehicles for light mnusic and
through the years developed a strong
following. Singers who were regulars
on the show included Frank Munn,
Frank Parker. Thomas L. Thomas, Jean
Dickenson. Felix Knight.  Gustave
liaenschen was conductor for the pro-
gram’s entire history.

Though Bayer never regarded the
Album as a hard-sell vehicle. the pro-
gram was important in giving the name
Bayer a connotation of ¢uality. Bayer
kept coming into American homes on
Sunday night for over 20 years to work
a deep 1mpression on the minds of con-
sumers. Veanwhile, Baver’s many oth-
er network shows added frequency and
impact to the company’s campaigning.

The Album started on NBC with the
net’s 1031 total of 135 stations. It re-
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mained there untit 1950 when it was
brought over to ABC to help cut time
costs. The show was by that pomt run-
ning into heavy opposition from tele-
vision in its 9:30 to 10:00 p.m. time
slot. Finally. in June 1951, Bayer de-
cided to call it quits, reasoning that Ed
Sullivan on CBS TV and the Colgate
Comedy Hour on NBC TV had made
inroads on its metropolitan audience
which brought the show’s cost-per-
1.000 up too high.

Throughout the course of its net-
work sponsorship from 1931 to 1951,
Bayer had never been in spot radio.
But shortly hefore it dropped the Al-
bum, in 1950. it dccided to put some
money into spot radio.

Bayer chose early-morning time for
its trial, reasoning that: (1) mornings
were least vulnerable to television and
therefore were the surest bet for build-
ing longtime franchises; (2) morning
time was low cost; (3) mormngs were
the best time to get a strongly femnale
audience. The company. through D-F-S,
set out to buy one-minute announce-
ments in some of the major markets,
preferably in established wake-up and
d.j. shows between the hours of 7:00
and 8:00.

After letting several months go by.
Bayer then checked its rate of sales
growth in these markets against mar-
kets where it had no spot radio. It
found that the spot radio markets
showed definite sales gains attributable
dircetly to spot radio. “Sales gains due
to advertising are never phenomenal
with a product as widely sold as ours,”
says the company. “but in the case of
our initial trial of spot radio we had
conclusive evidence of selling power.”

Accordingly, Bayer increased its
spot-radio allocation and set out to
buy time in all major markets through

==

CUTICURA

through

ATHERTON & CURRIER, INC,
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the top 100 and beyond. It has kept to
its original spot buying approach and
stays on the air 52 weeks a year. The
company gives up a time slot only
when research indicates costs on that
station are out of line with its average
cost-per-1,000.  Buys are either five
days a week or six depending upon
whether or not a six-day buy earns a
better discount. As many as 10 sta-
tions are used in major markets and
in most markets it’'s a multi-station
campaign. There are at least 500 sta-
tions on the Bayer schedule.

* * * * * * * *

seAx a trinmph in radio exploration, the
opening of the UHF speetrnm may well
be eompared with the historie Lewis and
Clark expedition that opened up the
northwest wilderness and made valuable
scientifie colleetions and observations.®

GCENERAL SARNOFF
President, RCA

x x x ¥ ¥ ¥ x ¥

Bayer finds the flexibility of spot
radio advantageous in making quick
switches in its commercial copy to
match changing weather conditions.
During the cold seasons or if a flu
epidemic bursts out. Dayer Is in a posi-
tion to switch its copy to stress the
value of aspirin for relieving the an-
noyances of a cold. Bayer Aspirin is,
by the way, regarded by the makers of
cold remedies as one of their major
competitors.

Bayer says of its entry into spot ra-
dio: “The Dbest research is to try it
Then the cash register gives you your
answer and not some dubious sample
technique.”

Network radio had never provided
Bayer with as clean-cut an instance of
sales effectiveness as Bayer’s spot ra-
dio trial run. This is because blanket
network coverage of the nation gave

) Buys

the company no point of conmparison.
However, the cash register furnished
empirical evidence. year-by-year. B:
er sales rose steadily from 1034 |
ward (with the exception of the 1938
“reccssion”) and are still
increase has faster than th
growth of the population and is dee
strong evidence that the sprinkli
theory coupled with radio works.
What Bayer spends in radio to get
results like these is a closely kept se
cret. A fair guesstimate is that the to-
tal expenditure is about $3.000.000.
perhaps 407 of it for spot radio. Bay
er can o 0 much with so little—rela-
tively speaking -because of its pains.

Isin
bheen

taking adherence to time buying and
production economies, as detailed
above. (The Nielsen cost-per1,000 lis-
tener impressions Bayer gels with its
soap opera, Stella Dallas.
just 8.43 for the past year.)

Since October 1951 Bayer has also
had a television program on ABC TV
This program, whose cost is split be-

comes to

tween three Sterling products, adds
perhaps another $400.000 to the Bayer
air-media allocation. It's called Mys-
tery Theatre. growing out of the Bayer
radio show of that title. Twenty-nine
stations were on order when the pro-
gram went on the air 6 October but by
presstinte only 14 stations had bheen
cleared.

Half in jest, Bayer executives will
tell you: “We wish television had never
been invented.”

Bayer’s management team, far from
liolding this opinion out of resistance
to progress. is merely expressing what
they have learned to date about TV’s
sales potential—for then.

“We've tried to find oul.” says a
spokesmian.  “whether we're gaining
strength faster in TV markets than

50,000 WATTS

through John Blair & Co.
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Cut TV commercial
film costsin half !

i-- Howsll-Rogin can do the job at holf

elsewhere but the indications
mixed. We're thus far of the opinion
that TV hasn't demonstrated its abil-
ity to sell a product that’s bought in-
frequently and in small units. It seems
to work better for frequently pur-
chased products of general appeal like
foods or those with somcthing to dem-
onstrate.”

are

Bayer's commercials on the Mystery
Theatre show are on filin as is the show
itself. They use drama technique in

. whieh one actor tdlls another to take

Bayer for his headache: or they bring
to life Bayer’s oft-repeated ad about

~the glass of water test for quick dis-

The show is filmed by Ro-
land Reed Productions.

solving.

it is sold on the basis that it prevents
ill effects from taking aspirin alone.
While Bayer officials maintain Bufferin
shows no signs of having hurt their
sales. they are probably inclined to sell
aspirin institutionally-—just in case.

Not since pre-World War days had
Bayer been interested in institutional
selling. The drug’s history goes back
to Germany where it was invented by a
chemist named Hoffman who worked
for the Farbenfabriken vom Fr. Bayer
& Co. in Leverkusen. The patent on it
was issued in this country in 1900 and
it was sold for 17 years on doctor’s
prescription.

During World War | the German-
owned Bayer Co. of New York was

the prics. Mow you can get two commercioks
for the price of one through Howell-Rogin's
ravolutionory new onimchon process. A
process so low in cost thot it octuaslly
permits yow lo see yous story boord on
film bafore the fincl shooting, Mo longer
need you toks o chonee betwean pencil
reughs ond the finished film. From story
boord te the finished commerciol ond for
your svery TY ort need Howell-Rogin is
aopan 24 hours o doy to serve you.

seized by the Alien Property Custodian
and in 1918 was sold to Sterling Prod-
ucts (now Sterling Drug Inc.).
During that period litigation ensued
between Sterling and other companies
over thc use of the word “Aspirin.”
The final ruling was that “*Aspirin” was
no longer the exclusive trademark of
the Bayer Co. and had hecome a part

All Bayer copy-—print, radio, or TV
—sticks to several bhasie themes. Cus-
tomers are urged to take Bayer for
headaches. muscular pain. and colds or
sore throats. It's as simple as that
with elaboration in terms of the speed
of relief and the fact that Bayer is best.

' No sound-effects deviees are ever used
One of cur represantolives will b= glod 1o

show yau somple film end furnish you with
o complete list of prices.

HOWELL - RICGIN Slaatin

758 SEYEMTH AYENUE = KEW YORK 15, N. Y.

£0lumbusy 5-TE29

Wr. Ed. Fitzgerald

J. Walter Thompson Co.
10 Northh Michigan Ave.
Chicago

Dere Ed:

Th polytikin’ is comin’ to an end
lrere and iolks in W'. Va. will be
a-listenin’ to
TCIS  tomorry
nite to here th’
results. Our hull
news crew will
be workin’  to
keep up theyre
past reckord of
bein’  first with
th’ nmost com-
plete returns.
With WCIHS
havin 5,000 on
580, weve got a
passel of lissen-
ers to keep post-
ed. Th' boss al-
wayz reminds tl’
progrum guys
thet we got more
. Va. lisseners
then any othur
43 stashun  in llf'
? state and we
[‘r, rilly got to keep

on our toes. 1
guess anybody cood win the majority
vote of lisseners with a platform of
progrums like we got.

Yrs.,
Algy.

WCHS Charleston, W. Va.

~sells aspirin as a product, citing
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and there are no other spectacular ef-
fects sought. The company reasons that
dignity is essential in maintaining the
product’s status as a “pharmaceutical,”
not a patent medicine.

Reeently, there have been two major
additions to Bayer copy: (1) introdue-
tion last spring of a sweet-flavored as-
pirin for ehildren via all Bayer me-
dia; and (2) a current 10-week insti-

~ tutional campaign in newspapers which

will also be used on the air.
The children’s aspirin was brought
onto the market following scveral'years

of successful selling of a flavored as- .

pirin by one of Baycr’s chief competi-
tors. St. Josephs. (St. Joseph's Aspirin,
children’s and adult combined. proh-
ably ranks second in sales to Bayer fol-
lowed by Squibb. Norwich. MeKesson.
and Rexall in approximately that order
and depending on such seasonal fac-
tors as one-cent sales, special drives.)
Rayer expresses itself as well satished
with the sales of its children’s product
Its morning radio was
factor in getting the

since spring.
an lmportant
product known to mothers.

The present institutional campzign
the
opinion of doctors that it is “the sal-
est and most efficient of the pain-re-
lieving drugs.” This campaign prob-
ably rcfleets the fact that all aspirins
are now facing competition from such
products as Bnfferin (Bristol-Myers)
which is an aspirin plus an antacid;

of the language.

Ever since that point Bayer has had
to sell its brand name hard to main-
tain its leadership against all comers.

" MEMO-GRAM TO -
~ Timebuyers

[ ]
We don’t sell surveys, polls
o or ratings . . . °

« WE DO SELL MERCHANDISE .

[ ] EAs—DECATUR-ATLANTA

J Iv—- SAVANNAH

Gov—- VALDOSTA, GA.

[ ] [ ]
WEST MEMPHIS—
S MEMPHIS °

° "The Family Stations” °
Race—Rural—Religion
° Check MUNTZ-TY on an °
All-Out BANGUP SELLING
S Performance °

A Contact FORJOE now or
STARS, INCORPORATED

Candler Bldg., Atlanta
Box 142, Memphis, Tenn.
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Literally anyone can get into the as-
pirin business. The bulk product is
manufactured by several leading chem-
ical companies and is sold by the hogs-
hcad to firms of every size. Bayer,
however, makes its own mono-acetic
acid ester of salicylic acid—aspirin.

One of the most unique things about
the Bayer story is the fact that Bayer
has no advertising manager. The com-
pany’s president and his executives
make advertising policy decisions but
all of the usual functions of a com-
pany’s advertising department are left
to Dancer - Fitzgerald - Sample  and
Thompson-Koch.

The two agencies meet together with
Bayer to formulate plans, sharing in
copy creation. The basic division of
functions between the twois along lines
of media—D-F-S handling all of the
Bayer and other Sterling air campaign-
ing and Thompson-Koch concentrating
on printed media. Thompson-Koch
was the original Bayer agency. D-F-S
entering the picture to put Bayer in
radio when it was Blackett. Sample. &
Hummert.

George D. Tormey is the Bayer ac-
count supervisor at D-F-S and has had
the account since 1931. A. W. “Bud”
Spence has been the account executive
for 10 years. Another longtimer is
timebuyer Frank Moriarty who has
been working on Sterling Drug for
over 15 years. E. J. Gorman handles
Bayer in Canada for D-F-S where as
much radio is used proportionately to
sell Bayer as in the U. S.

Unless there are sudden changes in
the cost-per-1.000 picture, Bayer plans
to stay with its current radio ¢nd TV
lineup. It’s still traveling basically the
same road it started out on 21 years
ago. sprinkling its mcssages evenly
over the country as It goes. * Kok

In Boston

oo |

POTATO CHIPS
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MEN, MONEY, MOTIVES
(Continued from page 6)

ards. DuMont’s new man from De-
troit, Dick Jones, has inaugurated u
sensational challenge of New York
daytime TV costs in the form of 2
“one-woman soap opera.” This daih
strip literally requires the services of
only one actress, and/or one actor, and
goes on the air daily with but 45 min-
utes of camera rehearsal under Direc-
tor Larry Menkin. And what has been
the immediate reaction? Well. first of
all no spontaneous thanks for some-
body trying something to beat the cost
rap. Certain admen are sympathetic
annd watching. Here is a cheap. mean-
ing really cheap, TV format. Other
comment has been frankly scornful
What, no scenery? No fancy props?
No dancing elephants?

*

In recent semesters the conventional
quip directed at DuMont’s lone wolf
devotion to low-cost programing has
been a variation of the deadly adjec-
tive. “shoestring.” And yet quite a
number of DuMont programs have
scored against depressing odds in the
popularity sweepstakes. (It was inevi-
table that somebody would eventualiy
speak a kind word for DuMont!)

i * #

The story of magazine advertising is
not limited to Life or the Saturday
Fvening Post. Nor is the story of TV
advertising limited to Ld Sullivan and
Milton Berle at $30.000 to $60,000
each per week. It is a part of the con-
sistently useful job of trade papers.
such as this one, to call attention regu-
larly to the worthwhile middle-cost and
low-cost programs, to systematically
debuuk the razzle-dazzle of the flesh
peddlers. * ok ok

Buys
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OWNED AND OPERATED BY THE BOSTON HERALD-TRAVELER CORP.
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ROUND-UP
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Herald. 1t consisted chielly of white
space; there was only a pai orn
rimmed glasses in the upper left-hand
corner with a series of dashes from th
glasses leading to a squil of copy i

the lower right-hand corner startin
“You can’t SEE a thing on KIXI

but it’s there!”™ The ad was prepare
by Laughlin. Wilson. Baxter & Person

of Dallas.

The Atkinson-Danksch Agencies in
Columbus are an insurance firm selling
all kinds of insuraunce. Recently the
tested a late-night program on WBNS,
Club 33 (10:30 pan. to 1:00 a.m.) to

T
- NS

<ee if they can sell polio insurance di-
rect-by-phone. When they <old over 100
policics in one week, using a tolal of
six announcements. they promptly con-
tracted for 52 weeks of participations
i the show. In the photo. the show’s
m.c., Gene Fullen, and WBNS Sales
Manager W. 1. Orr smile happily as
Carl Dauksch makes it official.

s

Amos i’ Andy will offer their 10,
000t broadcast on 16 November over
CBS Radio. On this milestone pro-
granm. they will recreate highlights of
their show over the past 25 years. X * %

90,000 WATTS
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MR. SPONSOR ASKS

(Coutinued from page 45)

true of the juvenile field. Products that
have on appeal to children such as
cereals. candy. ice cream. and some
drug produets like tooth paste are pro-
moted on radio and TV by programs
with a high juvenile appeal.

Since. in this type of offer. the con-
sumer receives the premium at point-
of-sale. a careful studv of your pre-deal
level and your post-deal level can give
vou an indication of itz pulling power.

Rosert Marcorar MacDoxsin
Director of Premiwins and Contests
Warketing Dept.. BBDO

York

New

What  vardstick
do we use? That
depends  on the
objcctives of the
particular premi-
um  promotion.
Too often premi-
ums are judged
by mere returns

alone. Sure. re-

Mr. Silleck turns are impo-
tant, but there

are many other factors to consider.

The objective may be to increase
distribution or get mass displays for
a produet, in which case the promotion
should be measured by the degree of
effectiveness for this particular phase.
Manufacturer’s salesmen. who call on
stores regularly. need something new
to talk about to the retailer and a good
premium promotion can well
that need. If a dealer
about a particular premium
tion. this results in increased display
space both in the store and in win-
dows, increased features in the dealer’s
local retail advertising, all of which
should naturally result in increased
sales of the product. Often a premium
which out-pulls another on the actual
number of returns. may not be as effec-
tive a promotion as the one which
The latter
may have been the means ol obtaining
far more displays and features andl
hence, may have donc more for the
sales curve than the one which pulled
the larger number of returns.  \ud

answery

get= exciled

brings in fewer returns,

that’s what counts in the final analysiz .

that old sales curve,

So. if a premium stirs up strong
trade activity. and at the same time,
brings in a lot of box tops, it can be

promo-

~aid to be a good one. But be sure to
examine vour results from beth trade
and consumer angles.
SIDNEY B, SiLLeck. Jr.
Werchandising Executive
Keayon & FEckhardi

Vew York

The important
yardstick of pre-
mium success to-
davy, regardless
of the media
used, is the mer-
chandising  plus
achieved. In mv
opinion. the most
important are the
amount of dealer
cooperation
consumer good-will engendered.

I say this in all due respect to the
number of returns a promotion may
pull. Box top returns and cost-per-re-
turn are not true gauges today of pre-
mium In fact, they can be
very misleading in the present-day pro-
motional hysteria.

Returns are often directly related to
the amount of advertising and mer-

Mir. Thunec
and

success.

Y7

Ao my T
“\‘Illilv.{,'

ey,

-‘\\'lrlu ..lVln\’u..\l"\“.‘
Ideal home for permanent tenancyl
Perfect location (8:30-9:00 a.m. Monday
through Friday) in well established
neighborhood (Kansas City Primary
Trade area). Dedicated recently by Bea
Johnson (formerly Joanne Taylor) to the
women of the Heart of America and oper-
ated strictly according to the Heart of
American plan. Immediate occupancy for
advertiser wishing to reach large wealthy
group who dominate 56% of Midwest
purchases. The KMBC-KFRM “"Happy
Home'' is open for inspection at all times.
Call, wire or phone your nearest Free and
Peters office or KMBC-KFRM, Kansas
City, Mo. Locations in the new develop-
ment are moving rapidly and immediate
committments are recommended.

KMBC

of Kansas City

for Rural Konsas

oo s 6th oldest CBS Affiliate » ¢
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chandising support with the actual
premium item being of secondary im-
portance. | believe it’s more impor-
tant to have 400,000 requests for an
item and have 390.000 consuniers sat-
isfied than get 1,000,000 returns and

have only 200.000 satisfied.

If you're counting box tops. radio
and TV premium returns must he ana-
lyzed with care since the credit which
is given to some other media (like
point-of-sale coupons) often gets it-
initial impetus from the radio or TV
commerciai.

The end result of advertising and
merehandising Dbeing an increase in
product sales, this brings mc to a list-
ing of all the important yardsticks
which, singly or in combimation. can
be far more valuable than mere box
top returns: (1) dealer cooperation
and in-store displays, (2) consumer
good-will, (3) increase in product dis-
tribution, (4) hypo for company’s
sales force. 151 increase in both prod-
uct and ad observation and readership.
and (0) just a siniple change of pace.

With a plethora of merehandising
promotions vving for the eonsumer
franchise, brand loyalty is at an all
time low. Thus. a premium promotion.
being but one part of an integrated
advertising and merehandising pro-
gram, can assist in giving a sponsor-
ing product stature and permianence
through the aforementioned merchan-
dising achievements. The degree to
which these vyardsticks serve your
product through increased sales is the
measurement of the premium promo-
tion s success.

WaLTer N. Tuune
Premivin Merchandise Buyer
Cunningham & Walsh, Inc.
Vew York

The answer to
this question de-
pends very much
on the purpose
of making a pre-
mium offer.

If the purpose
is to determine
the  responsive-
ness of the auli-
ence. the number
of requests thal
result from an offer 1= a good yardstick.

Mr. Degen

On the other hand, if the premiun
offer is intended primarily for mer-
chandising purposes, and not so much
for the actual response, the yardstick
is quite different. Here they would be:

1. Enthusiasm of the company’s
own sales force for the premium being
offered on the air.

2. Enthusiasm shown by the trade
for the premium.

3. The point-of-sale activity result-
ing from the merehandising of the
premium: product merchandise dis-
plays, posters, shelf-talkers with order
forins, featured in the store’s own ad-
vertising.

4. Merchandising cooperation from
stations carrying the offer—to the
trade, publicity. ete.

We know a product displayed at
point-of-sale tied in with a preniium
offer will make many sales to the con-
However, the premium offer
on many such purchascs may never he
taken advantage of.

Should a manufacturer receive a big
response from point-of-sale merchan-
dising of the offer. in addition to a
good response [rom the same offer on
radio or TV, this then would be an ex-
cellent yardstick of the effectiveness of
the premium. A case in point is a
timely offer made only once on a chil-

sumer.

BALLANTINE'S

through

J. WALTER THOMPSON COMPANY

dren’s TV program for S0¢ self
Hquidating premium whieh pr
125.000 requests. The poi

der form response, how thi
same premium, produced ove r 500,000
requests. In addition, a lot of d

were obtained in stores whieh oth
wise never would have been possible

RoBerT F. DEGEN
Account & Merchandising
Executive

Ted Bates & Co.
Vew York

REPUBLICANS ON THE AIR
(Continued from page 26)

from Paneake Days to Watermelon
Festivals. A long whistle-stop train
tour was given top priority.

With a candidate as well known as
Eisenhower. the need for television
early in the campaign wasn’t deemed
nearly as acute as for the Democrats
with their “unknown.” The big whis-
tle-stop tour would serve to heal rifts
in the party caused by the Convention
battle and, at the same tine, prove that
the General had “grass-roots appeal.”

When the big push began officially
on 4 September with Eisenhower’s
simulcast from Philadelphia, A. C.
Nielsen figures indicated that his first
major speech reached 5.320.000 TV
homes and 2,440,000 radio homes. But
the newsreel cameramen got to the
scene first and covered the podium
with their lights. which produced too
high a contrast for the more sensitive
TV cameras; Eisenhower appeared
aged to home viewers. In later speeches
these flaws were eorrected.

PREEMPTION PROBLEMS

Cne of the headaches facing Republi-

50,000 WATTS
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There's Only

- ONE

\ TV Séation K
Omaha Thai:

1

LEADS IN
AUDIENCE

Latest Pulse figures (August 1952)
show that KMTV leads again in
audience in the Omaha area. Of
the top TEN once-a-week shows tele-
cast in the Omgaha area, NINE are
seen on KMTV!

2

HAS HUGE
EXPANSION PLANS

KMTYV recently announced plans
for a tremendous remodeling pro-
gram. There’ll be a new, modern,
air conditioned, acoustically treated
studio, which will more than double
present studio space. A new film pro-
cessing room, news room, control
room and offices are being added.

These new facilities will enable
KMTV to give advertisers greater
audience—audience better service.

3

GIVES OUTSTANDING
RESULTS—BEST TV
BUY FOR ADVERTISERS

KMTYV carries shows from 3 top
networks—reaches the big share of
audience in the Omaha area. Results
for advertisers are amazing. And,
KMTV’s low rates, its 52 week rate
protection plan plus its stronger sig-
nal in the fringe area give you the
best TV buy in Omaha.

Get all the facts from your Katz
Ren. or call KMTV today.

KTV

CBS
DUMGONT
ABC

OMAHA 2, NEBRASKA
CHANNEL 3
Reprosented by KATZ AGENCY
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can strategists was preemption. Start-
ing as late as they did, most of the
prime air time had already been con-
tracted for on the networks by com-
mercial sponsors.  They found them-
celves with three chotces: (1) To take
a good hour at night, but one which
bucked a top-rated show; (2) to take
a less popular time segment and hope
t¢ build an audience by newspaper ad-
verlising of the speech: (3) 1o pre-
empt a program which had a prebuilt
audience.

Of the three. the last course secmed
best, but the cost of preemption se-
verely curtailed the number of times it
could be done. To preempt one of the
top TV shows was hkely to cost as
much or more for talent reimburse-
ments to the original sponsor as it
would cost for air time, thus doubling
the cost of each program. (Eisenhow-
er’s TV appearances in precmpted time,
however, consistently outdrew Steven-
son’s. thus holding down the Republi-
can cost-per-1,000.)

Financial contributions to help pay
for TV did not come in at the expected
rate. As one GOI spokesman put it:
“Those people whom we could nor-
mally count on for the maximum indi-
vidual contribution of $5,000 claimed
that their contributions had gone 1o
get their candidate nominated in Chi-
cago. And with the cost of TV the
money we had just didn’t stretch far
cnough. We had to trim down our
plans for extensive TV coverage and
depend largely on radio and the news-
papers to spread the General's views
on various matters.”

Another viewpoint on the GOP’s cur-
tailment of TV was expressed by a
Washington Democratic  spokesman
who told sroxsor: “The Republicans
may have been short of cash. but that
wasn't their only reason for keeping
[ke on the rear platform of a campaign
train and off TV. In the first place,
they didn’t have the problem of fa-
miliarizing the public with their candi-
date’s face. Recondly. the type of cam-
paign the General was waging-—where
he sought to appeal 1o each region on
a different
regional radio and TV rather than na-

basis-—was best suited 1o

tional coverage.”

During the first seven weeks of the
campaign Eisenhower made only three
TV appearances  compared
with Stevenson’s 1. During the same

network

period. Tke made eight network radio
speeches: Stevenson, more than a doz-

e, Eisenhower drew almost twice as

many listeners and viewers as Steven-
son in the early part of the campaign.
For example. Nielsen figures show that
on 4 September Eisenhower reached
2.140.000 radio homes and 5,320,000
TV homes: the following night Steven-
allracted 1.241,000
homes and viewers in 2.950.000 resi-
dences. On these programs Eisenhow-
er had 60 NBC TV and 174 NBC ra-
dio outlets; Stevenson. 49 ABC TV
and 300 ABC Radio outlets.

In his later telecasts Eisenhower’s
TV men beat the newsreels to the
lighting on location with a resuliing
improvement in Ike’s TV appearance.
He was also persuaded to use a Tele-
PrompTer battery. this despite an
earlier debacle in a Madison Square
Garden telecast when a manually oper-
aled cueing device snarled him badly.

son listeners in

NIXON BROADCAST When the
Nixon fund story became a campaign
issue. Kudner’s Jim Ellis, Jr., flew out
to Los Angeles to supervise the pro-
duction of the Nixon simuleast. In a
presentation unparalled for drama in
the history of UL S. polities. the Viee
Presidential  candidate spoke 1o the
American people via radio and tele-
vision. This effort. generally regarded
as the most effective use of TV in the
campaign, pulled in over 2.000,000
letters and telegrams, more than $05.-
000 in campaign contributions. and
drew a 49.9 Nielsen TV rating, indi-
cating viewers in 9.130,000 homes.
The rating set a new record for politi-
cal telecasts.

Working in a homey background
with top-bracket lighting and camera
work, Nixon pulled all the emotional
stops as he told the story of his po-
litical life and the origin of the funds
in question. With the camera cutting
back and forth between Nixon and his
wife. many viewers got the feeling that
here was an American family man
fighting to protect his reputation and
his future. Although Democrats called
the performance “soap opera,” none
could deny the effectiveness of the
doubt that Nixon
would be retained on the Republican
ticket. It was apparent that Nixon had

presentalion  nor

made air history by showing how a
candidate could use television without
sticking to the traditional speech for-
mal previously used by candidates,

TIME BUYING As Carroll New-
ton got the okay from Robert Hum-
phrevs in Washington that money was
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available for a network program, he
passed the word to Linnea Nelson. She
put her 21 years of experience and
valuable contacts to work in seeking
to clear choice time and stations.

In addition to actually booking the
time. Linnea Nelson had to follow up
the networks for bills—all political time
buys are strictly “cash on the barrel
head” in advance of atr time. As she
put it. “The networks have their month-
ly billing procedures down pat, but
this day-to-day stuft has them in a
tizzy, as can readily be understood.”

LOCAL RADIO-TV All air ac-
tivities weren’t handled out of the ccn-
tral headquarters. State. local, and in-
dependent groups came up with money
for special broadcasts and telecasts. A
New York group, for instance, got to-
gether funds for a simulcast of an ad-
dress Herbert Hoover had been per-
suaded to make by Gen. Eisenhower.
Working through French & Preston
(with an assist by Linnea Nelson), 40
CBS TV and 184 CBS Radio outlets
were lined up. To do this, 20 stations
in one-channel markets dropped a half
hour of Your Show of Shows to ac-
cept the Hoover telecast.

Another group in Chicago paid for
the 27 October broadcast hv Sen.
Joseph McCarthy on ABC TV and
Mutual.

Back in Washington, the National
headquarters was kept busy supplying
kines, films, and tapes of network
speeches to local organizations. Par-
ticularly in demand were kines of
Clare Booth Luce’s documentary tele-
cast which was notable for the use of
visual aids. This was another program
produced hv the Kudner team of Jim

Ellis Jr. and Dick Farricker.

In oston

through

CALKINS & HOLDEN, CARLOCK,

" DAKITE

¢“82,000,000°° CAMPAIGN
The story broke in September that the
National Citizens for Eisenhower had
decided to underwrite a project of spot
radio and TV announcements. This
plan had heen developed by Rosser
Reeves of the Ted Bates Co. with an
assist by Michael Levin (Erwin, Wasey
& Co. creative head). Reportedly, the
plan was to spend $2,000,000, on a
saturation campaign in three weeks in
50-plus counties of 12 states lost to
the GOI’ in 1948.

The immediate reaction by George
Ball. executive director of the Nation-
al Volunteers for Stevenson. was to
protest to the FCC that the Eisenhower
group’s plan required “‘not only a great
concentration of money. but also the
cooperation of many large corpora-
tions who control the hest hours of
radio and TV time through their large
advertising program.” Ball was indi-
cating his belief that sponsors sympa-
thetic to Eisenhower would step aside
and allow the lke group to preempt
key air time without charge. The FCC
replied that it would “consider any
specific information”™ which the Steven-
son forces could supply to back up
their charge, but could see no hasis for
action at that time.

Forty 20-second films were prepared
for the spot campaign (in one day) at
Transfilm, Inc. studios under the di-
rection of Richard deRochemont. The
questions were gathered in sidewalk
interviews with people from all walks
of life; suhjects ranged from high liv-
ing costs and lahor relations to corrup-
tion in Washington and decreased mili-
tary spending. Later, professional
character actors representing various
types of people dubbed in the qucs-
tions.

One film. for example. had the

Blt)’S

McCLINTON & SMITH, INC.
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following type of dialogue:

VOICE: Eisenhower answers!

MAN IN THE STREET: M r. Eisen-
hower. | need a new car but |
can’t afford it at todav's high
prices.

EISENHOWER: Yes, a low-priced
car today includes $62-1 in hidden
taxes. Let's start saving the bil
lions now wasted by Washingto
and get those taxes doiwn.

This is an adaptation of commercial
announcement technique used political-
ly for the first time on TV,

One thing seemed clear as this arti-
cle went to press: That the cost of the
spot campaign would not reach $2.
000.000. Fund limitations were a fac
tor and the campaign didn’t get under
way until about two weeks before

Election Day.

NETWORK PPUSH The fireworks
broke loose on the networks just he-
fore election week. The Republican
National Committee announced its net-
work radio-TV schedule for the last
10 days of the campaign would add up
to five and three-quarter hours of
radio-TV simulcasts. Ou Election Eve
alone, the National Committee had
booked the 10-10:30 p.m. slot on NBC
and ABC Radio. and NBC and ABC
TV. For the 11-12 slot the same night
thev had lined up all four radio and
TV nets. The expenditure for this 10-
dav broadcast spree added up to over
$750,000 in time costs alone. Preemp-
tion costs must have been substantial
as the time cleared indicated that the
GOP had preempted half of Arthur
Godfrey and his Friends (CBS TV)
and all of the Pabst Blue Ribbon
Bouts (CBS TV and radio} on the
28th. and half of Robert Montgomery
Presents {NBC TV) on 3 November.

90,000 WATTS
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The Philadelphia
FInquirer Station

An ABC Affiliate
First on the Dial
In America's Third Morkel

Represented by THE KATZ AGENCY

'Tis a beautiful, colorful fall in
Western Montana

No frost yet on the pumpkin

But the fodders in the shock—
or in the granary

With the money in the bank.
Yes sir! There’s prosperity in
Western Montana

Ve At Wosby Stations
 $KGV0-KANE

5000 Watts 250 Watts

Nlght & Day Nlght & Day

MISSOULA ANACONDA
BUTTE

MONTANA

THE TREASURE STATE OF THE 48

Representatives:

Gill-Keefe & Perna, Inc.
N. Y., Chi., LA, and S.F.
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The spot campaigit opened in New
York City on 23 October. starting at
a comparatively slow tempo which ac-
celerated day by day. With the Ted

- Bates agency out of the picture tafter

collecting a fee for creative efforts and
strategy advice), BBDO handled the

~time buying activities for the Citizens

for Eisenhower and the New York
State Republican Commiittee. For the
Citizens group BBDO spent $131.006
in the final 12.day period for radio
and TV announcements in the New
York City area. The State Committce
furnished another $90.000 for spots
used throughout the state,

With the big efforts in the spot cam-
paign being pinpointed at the 12 ¢ru-
cial states. indications are that a total
outlay of $1.250.000 would be a closer
figure than the original estimate of

$2.000,000.

Typical of the jockeving for position

- was manveuvering on 27 October. The

McCarthy simuleast was handled by a
local committee in Chicago. The Dems
promptly booked radio time on Mutual
imme diately {ollowing McCarthyv, New

York Republicans followed the Dens

An-

the

ol their “Eisenhower

spol

with one

swers” announcements on
sanie station.

The final night. 3 November. will 2o
down in the record books as the great-
est concentration of political airtime
in history to date. Station logs were
loaded with everything from 20-second
announcements to the final one-hour.
coast-to-coast. all-network Republican
henediction.

Titled “A Tribute to lke.” the last-
hour culmination of the 1952 cam-
paign was planned to consist of en-
dorsements  of Eisenhower by the
widest possible variety of people in an
effort to give him universal appeal.
Scheduled to put in plugs for 1ke were:
working people, housewives,
crats who had switched, first voters.
outstanding Republicans of varving
political hues. youth groups. farmer-.
Negroes, and church leaders.

Pemo-

It has been said of this campaign
that 1952 marks the “transition” year

that this is the vear that the airwaves
were linked with the whistle-stop: that
1952 will be the year tn which people
saw their last campaign tram. The all-
out air efforts of both parties in the
final stages of the battle indicate that
this year will be a model for all future
political campaigns, with candidates
competing for votes via radio- TV, ¥ **

DEMOCRATS ON THE AIR

(Continued from page 27)

Whitebrook of the New York office
moved to Washington where the ageney
established a special setup for TV op-
crations in the Ring Bldg.

In Katz’s Baltimore office John T.
McHugh served as media director, as-
~tsted by William White and Jean Mit-
chell; Harry Kull. production manager:
George Adams. art director, assisted
by Morris Needle: Paul Green wrote
radio scripts; Edgar Kassan turned out
copy: Evans Rodgers was in charge of
posters,

Burke Crotty, executive producer of
the whilom Celanese Theatre. hecame
part of Stevenson’s touring TV pro-
duction unit.

All worked closely with Samuel C.
Brightman. publicity director of the
Democratic National Committee.

The Democrats {elt they had a can-
didate who was unique in many re-
spects.  His primary attributes, the
Democrats” admen deemed. were: per-
sonal integrity. high intelligence. ex-
cellent command of the Enghsh lan-
guage. governmental experience. and
well-rounded knowledge of world af-
fairs. The trick would be to get these
qualities across to millions of voters
who referred to the candidate as “Mr.
What-you-call-it {from Indiana or Ilk-
nois.”

The old-fashioned whistle-stopping
train was too slow to do the job in
eight weeks. The plan which evolved
called for airplane jumps to popula-
tion centers, with the schedule arranged
to make sure that Stevenson was in a
city capable of TV origination on the
proper nights.  Radio and TV were the
principal means of projecting the can-
didate’s personality to the vast num-
bers of curious voters.

According to Katz's Lloyd White-
hrook. “The Governor turned out to
be a natural for TV. His tremendous
personality shines right through. And
those specches of his! We went out of
our way at first to schedule live pro-
grams because we felt that newspaper
coverage of his talks would smother
mterest in delayed broadeasts.  As 1t
turned out, we got thousands of re-
questz for d.b.s of his speeches {rom
market arcas which had not carried
the program originally as well as {rom
people who wanted to rehear outstand-
ing performances.”

As the campaign progressed Steven-
son’~ air audiences grew. According
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to Nielsen figures. for example. he
reached 1.535.000 radio homes and 2.-
996,000 TV homes on 9 September. By
23 September interest had risen to the
point that Stevenson drew viewers in
2,200,000 TV homes and an appropri-
ate increase in the number of radio
listeners. {Same number of stations.
48. were used for both broadeasts.)

MOVIE STARS One of the most
active workers for Stevenson in broad-
cast circles was M. S. Novik. who was
designated special consultant to Na-
tional Chairman Steve Mitchell. operat-
ing separately from the Katz group.
Working with funds supplied by the
International Ladies’ Garment Work-
ers Union. he produced a series of five
15-minute taped shows which brought
movie stars and political names to-
gether. One progrant featured Humph-
rey Bogart and Lauren Bacall explain-
ing why they had switched to Steven-
son, and ended up with a brief talk by
Secretary of Labor Maurice Tobiu.
The final one of the series. the only one
using TV as well as radio. included a
pitch by Tallulah Bankhead. followed
with a Stevenson speech. An ABC Ra-
dio network was used for the whole
series, with costs being kept down by
using only 151 stations in crucial pop-
ulation centers, Director of the series
was Nat Rudick. program director of
WLIB. New York. and another old
hand in politics on the air.

The Stevenson-Tallulah telecast was
filmed for initial network showing 29
October and for subsequent use by
local partisan groups,

To seek Negro votes, Novik and Ru-
dick taped a series of 15-minute pro-
grams featuring Sen. Paul Douglas.
Sen. Herbert Lehman, Mrs. Eleanor
Roosevelt, Sen. Hubert Humphrey. and
Mrs. Mary McLeod Bethune. These
programs consisted of eight-to-10-nin-
ute speeches by the national figures

00000
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with open ends for introduction and
added points to be inserted by local
Negro community leaders. Originally
broadcast over WLIB, the tapes were
subsequently used in 16 areas in which
the Negro population bulks.

A Novik unveited
during President Truman’s final 1952
whistle-stop  campaign through  New
York and New Lngland. Arrangements
were made to hroadcast his speeches

mnovation was

each
town where he spoke. Then. in addi-
tion to the live broadcast, tape rccord-
ings of the speeches were played at
least once. and usually twice, over the
stations during different hours of the
same day in order to reach the widest
possible audience. When the ILGWU
broadcast a tape of Stevenson’s Louis-
ville address and offered printed copies
of the speech, more than 2.800 mdi-
vidual requests were received within a
few davs after the broadecast.

over the local radio station in

FOREIGN - LANGUAGE  The
Democrats retained Michel Cieplinski's
Champlain Co. to place foreign-lan-
guage radio and newspaper campaigns.
“Chip” Cieplinski. formerly the pub-
lisher of a string of newspapers in
Poland. is an authority on nationality
eroups.  The party expected this year
that these groups—always a strong
Democratic factor—would respond in
unusual strength.

Says Cieplinski: “While the Repub-
licans were merely translating their
speeches from English into other lan-
guages, we were doing highly special-
ized programing specifically slanted to
each group. One of our biggest prob-
lems was to get these people to register.
Many Americans of foreign descent
who come from various police states
abroad are afraid to give their names
and addresses. In the old country. that
meant they were in trouble. Others are
afraid of being asked highly personal
questions. Still others had a notion
that a person who voted had to pay
higher taxes.”

An educational campaign in foreign-
language radio and newspapers was
waged to destroy these false notions.
Among the arguments used was the
fact that there’s a high percentage of
voters in [taly and that Russia claims
America is not a democracy because =0
low a percentage (527% ) of the eligi-
ble voters got to the polls on Election
Day in 1948.

The campaign waged for the lalian-

A C. -
WILLIAMS ,zm. -
gy ¢
One of > {%
WDIA's i‘}'
many famous - Ny, - |
personalities
A .
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CRISCO and DUZ
Join the Swing ?
To WDIA, Memphis!

So two more famous Procter and Gambile products
join Tide (a second-year advertiser!) in using
WDIA to reach the great Mcmphis Negro market.
It's further proof of WDIA's complete dominance
in selllng to the 439.266 Negroes In WDIA BMB
countios . . . a highly brand-conscious, ready-to-
buy aroup that you should reach too! Join the list
of national advertisers that afse includes Camel
Cigarcttes, Bayer Asplrin, Dmega Flour. Jello. Max-
well House Coffee, Grennan Cakes, Pan-Am, Diamond
Paper Products and many other blue chip actounts.
Get full facts TDDAY!

HDOPER RADID AUDIENCE INDEX
City: Memphls, Tenn. Months: May-Sept. ’52

Time Sets wDiA 8 C D E F G
TRT.P, 118 25.7 - 22.8-15.9-13.8-11.0-10.1-6.4

WDIA's share Saturdays: 26.2: Sundays: 29.9

MEMPHIS WDIA TENN.

john E Pearson Co., Representative

"~ Portland’s Family Station
Local News
Edited for Portland listeners—KWJJ
news is carefully spaced to give Local

people a complete coverage of local
and national events.

Local Sports

No other Station in Portland gives such
complete coverage of local sports
events. KWJJ carries exclusive Baseball,
Basketball and Football broadcasts.

Local Music

KWJJ's two popular disc jockeys bring
Portland the kind of music it wants to
hear. Local prefer-

ences guide the se-
lection of all KWJJ

music,

KWJ)

Studios & Offices
1011 S. W. 6th Ave.

PORTLAND
OREGON




language voter is representative of
what was also donte in Polish. German.
Yiddish, and Spanish. Cieplinski pro-
duced a number of five-minute pro-
rams featuring L. S. Senator John O.
Pastore (D.. R. l.). Mavor Thomas
D’Alesandro. Jr.. of Baltimore. Judge
Mussmano of Pittsburgh. and seven
Democratic Congressmen of Italian de-
scent. These speakers kept to subjects
of intcrest to their audience: overpopu-
lation in ltaly. restrictive immigration
laws approved by Republicans in this
country. equal opportunities m Amer-
ica. and the Democratic Party’s asser-
tion that it protect= minority rights.

Cieplinski estimates that there are
about 20,000.000 people in the country
who listen to foreign language broad-
casts.

LLOCAL RADIQG-TY Members of
labor unmion< were reminded of their
progress in recent vears on broadcasts
sponsored by the United Auto Work-
ers. ClO. AFL. and other labor or-
cantzaticns around the country,
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HERE'S PROOF . . .

ARBI surveys show that Roch-
ester radio listeners spend more
... BUY maore...than newspaper
recaders. (Copy of surveys on re-
quest.)

WVET IS ‘CARRYING THE
BALL’ IN ROCHESTER

... with more local accounts than
any other three Rochester stations
put together!

5000

IN ROCHESTER, N. Y.
Represented Nationally by
THE BOLLING COMPANY
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On a national level, the UAW-CIO
scheduled three half-hour panel pro-
grams via CBS Radio and TV on Sun-
day evenings. Moderator of the show
was Elmer Davis and Walter Reuther
was quizzed by Doris Fleeson of The
Bell Syndicate, Alan Barth of the
Washington Post. and Vance Johnson
of the San Francisco Chronicle. Tn-
titled Let’s Look at the Record, the pro-
gram was designed to put across io
working people the advances made un-
der Democratic administrations.

Recular and independent Democratic
groups throughout the country were
offered tape recordings. transcriptions,
and films of Stevenson’s speeches at
cost. Other dramatic and documentary-
type programs were prepared and of-
fered on film and record by the Holly-
wood For Stevenson-Sparkman organi-
zaltion.

Supervising the campaign of the
New York State Democratic Committee
were Dick Katz and veleran timebhuver
Elizabeth Black of the Joseph Katz Co.

The Liberal Party was particularly
active on both radio and TV in New
York State. and had Nat Rudick’s air
guidance. The N. Y. State Volunteers
for Stevenson. whose broadeast activi-
ties were headed up by Robert Ross
and Mrs. Morris Novik. scheduled a
heavy spot campaign during the clos-
ing weeks of the battle as well as state-
wide network programing the last two
weeks. Agency: Furman, Feiner & Co.

Groups around the country such as
the Stevenson-Sparkman Forum Com-
mittee. the Columbus Citizens Commit-
tee, and the Volunteers for Stevenson.
sprang up lor the purpose of buying
broadcast time. each of course working
under a separate Hatch Act limitation
of 83.000.000 per commiltee.

Up until the last two weeks of the
campaign, the Democrats had appar-
ently spent more money in broadecast
media than the GOP. Budget planning
was tossed out of the window by both
parties with the onlv two considera-
tions being the raising of funds and
the purchase of air time as fast as
funds became available.

Despite the announced intent of both
partics last spring to cut down on the
number of sct speeches of candidates
and to devise a format more in keeping
with TV’s special qualities. relatively
little in the wav of innovation was seen
during this campaign. Stevenson made
a number of “fireside chats” for the
purpose  of g(’lling a more ~"man-to-

man’ approach and to permit closer
timing of his speeches. He had heen
cut off the air a couple of times previ-
ously when audience applause and
demonstrations threw off the original
timing of his script. Sen. Nixon. Clare
Luce. and “Veep” Barkeley used the
eyve-to-eye technique very effectivelv.
but these uses were the exception
rather than the rule.

Tune-in ads were used extensively by
Democrats. as well as Republicans. to
help build the audience, with far great-
er expenditure for this form of promo-
tion than n most pr(‘\'lollS Campa]gns‘.

FINAL PUSH Democratic fund
raising bogged down in the final push
and a spot announcement campaign on
a par with the Republican eflort was
out of the question. Instead, the Dems
counted on the pressure bhuilt up by a
heavy concentration of 15-minute pro-
erams (mostly radiol sponsored by
labor and sundry other groups on a
local level.

The Democratic drive was character-
ized by concentrated efforts by local
organizations. appealing to specific mi-
nority groups. backing up the network
simulcasts sponsored by the National
Commiittee. LA

Television
Sketeh BooR

Your BMI Television Sketch
Book is now a regular monthly
service—an indispensable com-
pilation of dramatized song
sketches of the very latest popu-
lar song hits as well as the
standard favorites.

Producers, directors and ar-
tists everywhere are using the
BM| Television Sketch Book
to bring muiscal scenes to ﬂle
TV screen in dramatic, comic
and pictorial fashion. It is filled
with timely and practical work-
ing scripts.

Each month's (Sketch Book)

includes 24 new
and 12 additional

AN

supplement
sketches
tunes.

Check with your station’s
music library for each
month’s new release as
well as for back issues.

e

BROADCAST MUSIC, INC.
580 FIFTH AVE., NEW YORK 19
7NEW‘YOIK * CHICAGO * HOLLYWOOD
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P&G, Chevrolet
shift in
Puerto Rico

Radio Jamaica
adding 3 relay
transmitters

30,000 TV sets

in Mexico

International
station rep
triples business

Belgium, Germany
to have TV
next year

Japan gets first
music library

from APS

Langlois lists
popular music
programs abroad

. Cuba reports
big TV audience

3 NOVEMBER 1952
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P&G has shifted to the five-station Puerto Rican Network (Melchor
Guzman) with three soap operas: "Los tres Villalobos," "Recado Mortal,"
and "La Novela Ace." (Ace is Spanish name for Duz. Chevrolet spon-
sors "Chevere Chevrolet," serial about sharpy chauffeur. Other new
PRN sponsors: Corona Beer, Colgate, V-8, Caprici Shoes.

—~IRS-

Radio Jamaica (Adam J. Young International) has bought three relay
transmitters of 1,000 watts each to improve coverage in interior.
Will be operating next spring. British colony has 1.5 million popula-
tion, 40,000 radio homes. Language is English.

~IRS~

Mexico has 30,000 TV sets, 26,000 of them in Mexico City, according

to Romulo O'Farrill, Jr., vice president of XHTV (Adam J. Young Inter-
national). Station gets $1,333 for 55 minutes Class A time, $100 for
15 seconds. Thirty-eight of its 208 advertisers are U.S.

—IRS-

Pan American Broadcasting Co., which represents 112 stations in 41
countries, says its foreign radio business is up 300% in past two years.
Advertising Promotion Manager Al Alperton reports number of clients
has doubled. Reason: growing awareness of foreign radio impact.

~IRS-

Belgium is expected to have two TV stations by end of 1953—one
French, one Flemish, according to reports received by George H.
Jr., McCann-Erickson Overseas Office coordinator. M-E Frankfurt
office says German TV will come out of trial stage sometime early
1953 but won't be commercial.

Smith,

~IRS~-

First music library to enter Japan since war was shipped recently by
Associated Program Service. APS music is now being heard over Japan's
first commercial radio station, JOHR, Sapporo City, according to
Maurice B. Mitchell, APS vice president and general manager. APS also
distributes Encyclopaedia Britannica Films, now being used by Italian
TV, CBFT, Montreal, and soon by Mexican and Brazilian TV stations.

~IRS-

C. 0. Langlois, president of Lang-Worth Feature Programs, reports

most popular Lang-Worth distributed shows abroad are "The Allan Jones
Show" (heard over 5 South African stations under Firestone sponsor-
ship as "The Firestone Hour"); "The Cavalcade of Music" in Mexico;
"The Cote Glee Club," "The Cavalcade of Music," and "The Four Knights"
over Radio Luxembourg in Luxemburg.

~IRS-

Cuba has 75,000 TV sets, 60,000 of them in Greater Havana, with 4.54
persons per set in capital and an astounding 12.50 in interior, ac-
cording to CMQ Sales Manager M. A. Gutierrez. U.S. rep for both
radio and TV network is Melchor Guzman Co.
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Morning and evening

Times are different. it's true.

And listening habits are being radi-
cally altered these dayx. too.

But we can’t help but think that n
was only a handful of vears ago that
carlv morning time was a glut on the
market and advertisers were lined up
five deep hoping to latch onto a stray
evening break.

As we say. times have changed.

Today it’s early morning time that
has captured the advertizer’s faney.
And he doesn’t have to be a plow or
fertilizer advertiser_ either. Nighttime
is going begging. (See article. starting
page 38, for a documented treatnient
of thix subject.)

There are good reasons {or the day-
And there are also
good reasons why the sponsor’s fancy
has turned from nighttime. But facts
can alter fancv. I i’s true that the
nighttime count of radio listening ix

time enthustasm.

Applause

haywire. as many broadeasters con-
tend. and that radio is being credited
with only a portion of the kitchen-
hedroom-den-parlor-auto  listening, it
behooves Dbroadeasters to take active
steps 1o bring the true facts to life.
Personally. we believe that radio is
being given a bum count. But we also
believe that the burden of proofl falls
on the medium—not the advertiser.
We're looking forward to any sugges-
tions that may be forthcoming from
the air media committee of the Adver.
tising Research 'oundation on this hig
and fundamental advertising problem.

Fight on fight news

An issue that will probably wind up
in the courts arises from the embargo
placed by the promoters of the Marei.
ano-Walcott champion fight on the use
of a round-by-round recreated report
on the air following the event. Broad-
caster groups have condemned the ac-
tion by resolution and the NARTB is
probing ways and means of prevent-
ing a recurrence of the incident.

Legal specialists in civil and prop-
erty rights. consulted by sPoxsoR, were
of the opinion that the promoters had
gone far afield. They questioned the
right of any sports promoter to tell
one wedium when or how to report an
event once it has been released as news
te any other medium. Such diserimina-
tion, they felt. had all the ear-marks
of an anti-trust violation and censor-
ship mmplications as well.

These lawyers find it difficult to be-
lieve that the promoters’ thesis—that
the recreation of an event 1n words
constitutes an infringement of their

TV rates

\dvertisers will be pleased 1o know
trat they aren’t the only ones con-
cerned about TV rates. The subject of
TV rates has come up as an important
topte of discussion at practically every
TV session of the NARTB  Distriet
Meetings this fall.

low to price a TV station 15 a prob-
lem that is causing existing telecasters.
as well as hundreds of hopefuls. plenty
of grev hair. Afier an hour of panel
palaver during the Second  Distriet
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Meeting held at Rye. New York. in
mid-October two broadeasters decided
to do sometlning about 1t

Bill Fay. general manager of WHANM.
TV. Rochester. suggested that the in-
dustry foster a research burean to ana-
Ivze and recommend TV rates. Dob
Hanna. general manager of WRGB.
Schenectady, picked up the suggestion
and offered this nnanimously adopted
resolntion: . . . that NARTE be en-
conraged 1o appoint a committee to
stndy TV costs and advertising valne
to the end that the industry will have

property rights—has any chance of
standing up in court. They point out
there is no unfair competition in-
volved since the recital takes place af-
ter the close of the event: nor do the
broadcasts involve any rights that are
lawfully merchandisable by the pro-
moter.

Sports promolers also seem to be
treading on thin ice when they elect to
tell news services to whom to sell their
reports.

It would seemn that fight promoters
have enough to contend with in regard
to good public relations without leav-
ing themselves open to charges of news
suppression.

The Ad Council reports

Worthy of attention by every one
concerned with advertising and public
relations is the annual report of The
Advertising  Council.  An attractive
brochure, the report recounts the
broad strides taken by the Council in
its 10 vears of existence. Explained
are how the Council functions with the
various media—radio, TV. newspapers,
and magazines——and how advertisers
and agencies dovetail into the opera-
lion.

Highlighted in the text-pictorial re-
cital are the major campaigns of the
Council during 1951-52. Included are
such causes as the Armed Forces blood
program. betier schools. CARE paek-
ages and civil defense.

SPONSOR, incidentally, paid its own
respects to the Council’s outstanding
performances in an article in the 11
August 1932 issue, “Good Samaritan
of the advertising industry.”

available reliable basic information for
the purpose of establishing a realistic
price structure.”

We like the idea. Why should broad-
casters find it necessary to fly by the
seat of their pants when trying to de-
cide how mueh to charge the adver-
tiser? Why shonld rates be arbitrary?
Why shouldn’t the advertiser have the
satisfaction of knowing that the price
he is paying for TV time has a “real-
istic price structure” basis?

It's vour move, NARTH!

SPONSOR




The American farmer has always been the backbone of

America. Through far-reaching changes 1n the last twelve years,
the farmer has become one of America’s most important consumers as well.
Here are some of the factors that have made him ""Your Best Customer:”

In 1940 income from farming was less than $11 billion; in 1951 it was $37.5 billion.

In 1950 the farmer’s purchases of consumer merchandise were 2% times
what they were in 1940.

In 1940 total farm assets were $54 billion. By 1951 they were $153 billion.
In this same period, mortgages, in relation to assets, were reduced 67%.

In 1940 the spendable cash held by farm families was $4 billion; in 1951 it was
nearly $20 billion—$3,178 per family—many times the liquid assets
of the average city dweller.

These are just a few of the statistics that illustrate how important
it is to reach the rural market—your best customer. In WLW-Land,
W LW radio reaches more of them more often for less
than any other medium. Ask to sec the WLW story
of "Your Best Customer’’.

WLW ™ Nation’s Station




ELECTED?

x BY THE PUBLIC who have given us better ratings

than ever —against tough competition.

x BY NATIONAL SPOT ADVERTISERS

who have spent more money with us in the first ten
months of 1952 than in any other similiar period in our

history.

x BY LOCAL ADVERTISERS

who spend more money on WWDC than any other radio

station in the Washington area.

WWDC

The sales result station
in the nation’s capital.

REPRESENTED BY JOHN BLAIR & COMPANY



