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V. FIRST

-

HOW TO PUT
YOUR BEST FOOT
FORWARD

IN RICHMOND

If you’re looking for national sales you can‘t

overlook VYirginia’'s first market.

Fast expanding Richmond is well worth knowing.

It's a city of traditions, a city of pride. It's

a city with a heart.

Throughout the metropolitan Richmond market you'll
discover that The First Stations of Virginia command

a respect and warmth that add up to advertising results.
There are good and understandable reasons for this.

Any Blair man will be glad to explain them.

Havens & Martin Stations are the only

complete broadcasting institutions in Virginia.

STATIONS OF VIRGINIA

£

Pioneer NBC outlets for Virginia’s first market.
Represented nationally by

John Blair & Company.



LTS, ..5 PONSOR RE POR e
s . . SPONSOR

2 January 1950

Spot volume soon At present expansion rate national spot volume may pass national net-
may pass network ywork in two or three years. In 1948 spot moved up to $14,800,000,
from $91,000,000 in 1947. After summer slump, it gained again last
fall and is expected to show $110,000,000 for year 1949. Four coast-
to-coast networks meanwhile billed-after discounts-$133,000,000 in 1947
and 1948, and dipped in 1949 about 4% to about $128,000,000. Local
broadcasting followed retail sales trend down 5-7 per cent.

—SR—

Rail vs. air 1950 may be big year for rail air advertising as a result of airlines
advertising battle aggressive drive for passenger business. Railroads have been feeble
looms air advertisers to date; airlines somewhat stronger. Television will
be used by many in both categories because of travel picture possi-
bilities (see page 30).

—SR—

Estimates see With stations reps at year's end busier than ever getting contracts.
spot up 15-20% Some estimates place national spot in first half of 1950 at 15-20
per cent above first half of 1949. Foods, soaps, drug products (in-
cluding antihistamine cold tablets) and watches lead the parade.
Motor makers will use spots not only to announce new models but for
sustained campaigns. One watch company, Longines-Wittnauer, is re-
ported dropping two network shows to return to spot.

=SF=

More Chiquita Chiquita Banana is gaining new applause for United Fruit as it cau-
Banana public tions New Yorkers on the necessity for conserving water. Chiquita
service frequently pitches in on public service jobs these days.

=SR-

Mitchell urges Aggressive, intelligent selling turned tide of receding business

harder selling in broadcasting in 1949, said Maurice Mitchell, director of BAB, in a
vear-end report. Many broadcasters discovered, he said, that "poten-
tial advertisers in every market just weren't being asked to buy
broadcast advertising. If broadcasters continue to use every avail-
able selling tool, on every available advertiser, 1950 will see new
record established."

—-SR-

Networks start Final figures are expected to show NBC ahead of CBS in 1949 time
Happy New Year billings. But CBS announces new business starting in January will
total $3,800,000 on annual basis.
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Mutual sells Coincident with denial of report Mutual network would be sold to
$3,000,000 time Metro-Goldwyn-Mayer Pictures, Frank White, MBS prexy, announced net
has sold $3,000,000 time on annual basis. In first nine months of
1949 MBS revenue was down 1l per cent from paralled period of '48-
but Mutual is optimistic about new year.

—SR—

Woods stresses Mark Woods, president of ABC, emphhasized video in annual statement
TV expansion put added that, ABC has been "equally vigorous in the field of radio."
Net announced its daytime mystery (SR, 19 December) will be "Hannibal
Cobb," half-hour, five-a-week afternoon show. . . ABC revenue was down
in 1949, and reports still persist net may be sold.

—SR—

Stanton boasts Frank Stanton of CBS found plenty to crow about at year's end in cur-
high ratings rent Nielsen and Hooperatings, where CBS respectively had 16 of the
top 20 and nine of the top 15 nighttime programs. "Time sales for
both radio and TV in 1949", he pointed out, were highest in company's
history.

—SR—

FCC reports FCC reports these stations on air at year's end: AM, 2072; FM, 740;
more stations Ty 94, Deletions include 60 AM, 204 FM, and 12 TV stations. Con-
struction permits are pending for 320 AM, 48 FM and 354 TV stations.

—SR—

Union network Kaiser-Frazer has become first "union network" sponsor, effective 2
signs up K-F January, with news commentaries on six-stations: WFDR, New York; KSMV,
Los Angeles (both owned by Ladies' Garment union); WDET, Detroit, and
WCUO, Cleveland, owned by United Auto Workers; WCMF, Washington, co-
operatively owned, and WFLN, Philadelphia. Some 75 stations are now
either owned by unions or run by groups friendly to them.

—SR—

ILGWU matches International Ladies' Garment Workers' Union has matched Generoso
Pope bid for WINS  pope’'s $512,000 bid for purchase from Crosley Broadcasting of 50,000-
watt WINS, New York. ILGWU already owns FM station WFDR there, and
Pope, Italian Language newspaper publisher, owns WHOM.

—-SR—

News broadcasts WOR has found in study of average ratings of major news programs

get more interest  covering last eight years in New York that "more people spend more i
time listening" to such programs now than during early part of World
War II, and "average rating for all 15-minute newscasts currently tops
average for comparable months in all war years."

Please turn to page 34
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LATE AGAIN ?

CALL, WIRE, WRITE FOR INFO ON RADIO'S
ONLY NEW AND PROVEN TRANSCRIBED SERIAL -

_ "SECOND SPRING’

PLANTATION HOUSE PARTY HOSPITALITY TIME EDDY ARNOLD SHOW

RADIO PRODUCTIONS, INC.

MONOGRAM BUILDING NASHVILLE 3, TENNESSEE

SALES AGENCY: MONOGRAM RADIO PROGRAMS, INC.

CHICAGO NASHVILLE

AN 3-7169 4-1751
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How a top-flight agency approaches prob-
lems of client, solves them by integrated
effort

=

The big flood looked likely to cancel Joske's I
sale of the year, till radio came to the rescue

Hottest thing in
radio

Louisville’s
Mr. Sponsor

Railroads need
better radio

Before you junk
your commercial

Jingles graduate
to TV

The waiting
farm market

After midnight
programing

Critique
on Co-op

Lightning that
Strikes

|

If there are still a few sponsors who have l
no singing commercials on the air, chances
are they'll follow the trend in the near
future

How a radio-wise Louisville Savings & Loan
association boosted deposits from $25,000
to $31,000,000

Sponsor survey reveals haphazard thinking
on broadcast advertising is no boon to na-
tion's roads

Analysis of reactions of 1,000 members of
TV Critics Club show that the commercials
they like best don't necessarily sell them
on the product

IN FUTURE ISSUES

Production problems are a major headache,
but sponsor-agency execs can take a bow
on the quality of the work produced to date

Farm income and demand for electrical
appliances hit an all-time high, but radio is
generally missing the boat

What goes on the air after 12 o’clock, who
sponsors the programs, and who listens

Co-op radio is growing . . . but often in the
wrong way

All-radio presentation film will be fully de-
scribed in SPONSOR’s Souvenir Edition
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Our name is Wideman. We are one of 65,310
radio families that live in Albany County. Last
year the four of us spent 3300 dollars for
necessities. With two children, our household is
a busy place in the morning—but not too busy
to include Earle Pudney of WGY at the break-
fast table. His wonderful piano playing, singing
and general comment help make our mornings
merrier, | hear him at home and during the
16-mile drive to my place of business. Plum
puddings to Pudney!
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40 West 52nd

MAIL ORDER SELLING

Your story “Is Mail Order Good for
Radio™ seems overly charitable to the
station practiee of selling time on a
per inquiry basis. From personal ob-
servation | submit that current abuses
are harming station reputations and
disturbing thoughtful advertisers who
pay card rates.

Only yesterday my wife mentioned
the keen dissatisfaetion of a friend
who bought a tablecloth through one
of these P.I. ads. No outright false-
hoods may have been told. but the
eloth received was not hemmed. it had
several other demerits whieh | have
forgotten, and the purehaser said she
would never again trust any advertis-
ing she heard on that station.

This was not a struggling station; it
was upper crust. Clearly its censor-
ship of copy is not what it is cracked
up to be.

OLiver B. CAPELLE
Sales Promotion Manager
Miles Laboratories

A Elkhart, Indiana
t KWKH we don’t know how to do handstands, or o _

ITS EASY,
IF YOU .

KNOW How!

“fingerstands” either, but we do know how to get and In view of the fact that many radio
hold the greatest radio audience in our booming four- stations owe a substantial share of
state area. their billing to mail order accounts,

and at the same time provide a genu-
ine service to their listeners, I think
vour recent artiele on the subject was

Shreveport Hoopers prove that KWKH gets the
greatest Share of Audience in our great metro-

politan market. Oct.-Nov., ‘49 tigures, for in- realistic, informative, helpful and con-
stance, showed a 41.59, greater Share of Audi- structive, showing as it did. both pros
ence than Station B for Total Rated Periods. and cons of the situation.

Husert K. Sinton, President
Mail-pull figures, paid attendance at ‘live’’ H. K. Simon Advertising
shows and BMB percentages prove that KWKH New York City

is tops with the rural audience, too.

We've read with interest the article
in the December 5th issue concerning
the stations whieli accept pereentage-
of-inquiries deals. Would you be good

enough to let us have a list of stations
in this mail order network?

Jack L. LeviN

Louis E. Schecter Advertising

Baltimore, Maryland

By any measurement, KWKH is the best buy in this rich
Southern market. May we send you all the proof?

@ List of MON stations is not avallable but fur-

Texas g e il b s b
_ o m READING VS. LISTENING
Arkansas u o _ .
N B ~ e o e . Recently, you sent us a reprint from
S0,000 Watts ° CBS M|SS|SS|PP| | sPoNsOR Magazine containing “Read-
ing vs. Listening™ by Dr. Lazarsfeld.
The Branham Company, Representatives It made such a favorable impression

Henry Clay, General Manager | on our sales staff that the men are

6 SPONSOR



How To Lose An Account

A Winston-Salem dry
cleaner, using WAIRadio ex-
clusively, cancelled his news
strip. Reason: He outgrew
his plant and could not
handle the increased busi-
ness WAIRadio brought. We
fost this account for six
months. Now he's back on
the air, the new plant in
operation and business s
booming.

h'lﬁﬂ::{i
m
)

ampy

NORTH CAROLINA
National Rep: Avery:-Knodel, Inc.

LANG-WORTH

FEATURE PROGRAMS, Inc.

113 WEST 57th STREET,

Network Calibre Programs
at Local Station Cost

2 JANUARY 1950

clamoring for additional copies which
they can put in their sales kit. [f it
would not be imposing on you too
greatly, please send us ten additional
reprints. if you still have them avail-
able. 1 assure you they will be great-
ly appreciated by all of us at WQAM.

Harry Canp

Asst. General Manager

WQAM, Miami, Florida

MAXON INQUIRIES

We have been unable to scare up a
November issue of SPONSOR—appar-
cntly your story on Gillette is the
cause for disappearances! If vou have
a spare copy, we would certainly ap-
preciate having it.

JEAN lIERLHITY
Werchandising Dept.

Maxon Inc.
Detroit, Mich.

In In your article “The Forgotten
15 Million” in the October 24th issue

you say “Negro disc jockeys . .. have

now nultiplied to more than 100.” |

Have you even a partial list of the sta-
tions with programs slanted to the Ne-
gro market? 1 am particularly inter-
tested in the stations of Illinois. Miss-
ouri. Kentucky, Tennessee, Arkansas,
Oklahoma, Louisiana. and Mississippi.
Aside from WDIA in Memphis most
of those we heard about are north of
the Mason-Dixon line.

Preston H. PumpPHREY

Maxon, Inc.

New York City

@ SPONSOR has arranged to send a lint of Negro |

dIsk jockeys to Mr. Pumphrey.

I
| MORE RE BMB

i I'd like to congratulate you on the
excellent presentation of the story on
BMB in your November 7 issue. |
think that you have compreliensively
and forcefully told a very important
story.

Rocer W. Cripp
General Manager

WFIL, Philadelphia

FARM FACTS

Congratulations on  your “Farm
Facts Handbook.” It is the finest

' Itreatment of COMMERCIAL broad-

casting in the farm field that I have
ever seen.

{ Please turn to page 61)

WTAL

oMo

VALLRIIASSEL
5000 Watts—Day and Night

the center of

Lapitaland

Serving
and
Selling

12
Leorgia Connties

and

11

Florida Counties

John Blair
man to tell you the full

*Ask your

story on Capitaland and
North Florida’s most

powerful radio voice—
WTAL!

Wil

L. Herschel Graves, Gen'l Mgr.
John H. Phipps, Owner

FLORIDA GROUP
Columbia
Broadcasting
System
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ON THE HILL

Taxes and investigations
slow growth of business

While Senator O’Mahoney’s committee is trying to find
out what can be done to get risk capital flowing again in-
to the bloodstream of business, other governmental factors
at the start of 1950 tend to impede economic progress.
High “luxury” taxes, for example. are still in effect. Sec-
rctary of Commerce Sawyer has proposed a new inter-
agency commitlee to study “monopoly.” and the Justice
Department is piling up testimony in its anli-trust action
against the A&P stores. Both the FTC and Food and Drug
Administration have started inquiries into advertising
claims for the new anti-histamine cold “cures.”

But, somehow, business
still forges ahead

Despite restraints and uncertainty, the business indexes
move into a new half-century on a sharp upward trend.
Business Week's index not only shows recovery of all the
ground lost since the steel strike started in October but
currently is at abont the level of last March.

South and West lecad
in economic progress

In the 1918-19 period. business in the Southeast, Sontliwest
and Far West moved ahead much faster than the national
average the Commeree Department reports. The number
of bnsiness concerns in the country inereased 913.000
over the five-vear period, totalling 3.935,000 at end of
1919. Forty-eight per cent of this inercase was made by
these three areas. Florida. Arizona and California led
with respective gains of 710 67 and 59 per cent.

Color and UHF decisions
will spark TV expansion

Sometime next spring the FCC probably will adopt policies
ending the freeze on new VI TV stations and releasing
L HF and ecolor. RMA lias been getting commissioners’ re-
actions to a proposed new National Television System
Committee to formulate color standards. FCC will resume
hearings on all three questions 20 Febrnary. Meanwlrile,
even withont decisions on them, indnstry generally agrees
thiat 4.500.000 to 5.000.000 TV sets will be sold in 1950,
This would double the number now in use,

Heinz, GF credit sales
rise to advertising

The Justice Department’s suit against A&P continues to
bring forth some interesting figures. Howard Heinz, presi-
dent of H. J. Heinz Company, said that of his 1949 volume
of $120,146.500, advertising represented 5.2 per cent.
Charles G. Mortimer of General Foods credited advertising

with a major part in lifting GF sales in 10 years from
8135.000,000 10 $500.000.000 annually.

Some increase seen

in 1950 ad budgets

Advertising budgets in 1930 will “at least equal 1949’s
outlay,” the Wall Street Journal has concluded, and “final
decisions may boost the total above 1949.” Incrcases are
expected, among others, by General Motors. Ford, Kaiser-
Frazer, National Airlines. International Silver, and du
Pont. Association of American Railroads and New York
Central, however, are among advertisers currently reducing
budgets. VanHeusen shirts will spend a record $1.000,000.

Paul Willis predicts
more food advertising

Total food store sales in 1949 were about $30.2 billion, as
compared with $30.5 billion in 1948—the decline being
due to “lower prices rather than to decreased tonnage
sales.” said Paul S. Willis, president of Grocery Manufac-
turers of America. He found a “hopeful outlook™ for
1950: Aggressive manufacturers will inercase their ad-
vertising as the sale becomes harder to make.™

Advertising Council starts
""half-century’’ campaign

The Advertising Council reviews the economic progress
of the last half-century and suggests how the trend can be
continued. in a campaign guide for 1950. Titled The Be:-
ter We Produce the Better We Live it offers advertising
ideas and genecral plans for campaigns o nthis theme.
Broadcast messages on this theme thus far total more than
two Billion listener impressions.

Sawyer proposes single
agency on transportation

The Government is “fostering and promoting competition™
in transportation on one hand and restricting it on the
other. Commerce Seerctary Sawyer pointed out in a 100
page report to President Truman. The railroads have long
complained of the “unfairness™ of government subsidies
to airlines. water carriers and trucks and buses, through
outlavs for road-building. Mr. Sawyer asked formation of
a sigle government agency to handle subsidies and other
promotional activities for all forms of transportation.

D. C. Commission puts

okay on transit radio

District of Colunibia Pubhe Utilities Commission has dis-
missed its investigation of transit radio, and has ruled that
musc-as-vou-ride “is not inconsistent with public con-
venience, comfort and safety.” Washington Transit Radio.
Ine.. has equipped 212 buses and trollev cars with transit
radio. and plans extending it to 1.500 more.

SPONSOR



Over 500 have already subscribed to the

ALL-RADIO PRESENTATION

The eagerly-awaited ALL-RADIO PRESENTATION fili
is almost ready for release —ready to soek home itz mes-
sage throughout the length and breadth of America. sell-
ing Radio to all types of advertisers everyichere. The offi-
cial preview will be Febraary 1, with nationwide release
on February 15,

So if vou lhaven’t subseribed—as 500 already have —note
that thisis the LAST CALL! Only subseribing broadeasters
will he able to present this convineing, fact-filled motion
picture. different from anything ever prepared hefore—a
film that actually shows Radio at work selling goods!
The closing date for all subscriptions is February 15. Cost
is low m ratio to vour station’s billings, and you'll have
available three different editions on 16 mm. =ound film
(or 35 muimw. if desired):

% a 15-minute edition that puts the full story of Radio
before any audicuce of businessmen, up to the topmost
managenient, 1'igllt n vour own ('mnmunil)‘.

% a 20-minute version for showings at sales meetings, and
business organization luncheons such as Chamber of
Commeree, Kiwaniz. Rotary. ete.

¥ a20-minute edueational edition for showings at school-.
P-T.A. meetings, women's elubs, ete.

Radio has kept silent abont itself long enough. Join the
chorus. Speak up and help ALL RADIO sing \LL the
praizes of Ameriea’s greatest advertising medinm. Send in
the coupon right away for complete details on how YOI
can join the rest of the industry in benefiting from the
All-Radio Presentation.

ALL-RADIO
PRESENTATION
COMMITTEE

THE COMMITTEE — Gordon Gray, W1, Chairman — Maurice B.
Mitehell, BAB —Herhert L. Krueger, WTAG, Treasurer — Fugene S,
Thoma~. WOIC— Leonard A~eh, WBCA -Ellis Atterberrs s KGR\
Lewis Avery. Avery-Knodel—Will Baltin, TBA—Bond Geddes, RMA
—Ivor Kenway, ABC—1larry Maizlish, REFWB—W_ B McGill, West-
nghonse Stations — Frauk Pellegrin, Transit Radio, Ine. — Vietor M.
Ratner, R. 11 Macy — Hanque E. Ringgold, Edward Petry & Co.-
Irving Rosenhaus, WA VT — F. 1%, Spencer, Jr., Hollingbery Co. —
George Wallace, NBC—Ralph Weil, WOV,

® O 080 00000000000 05000600 9000062500006 3005000000000 & 000606006569 0¢000005060600C0OO

200000000000

THE ALL-RADIO PRESENTATION

tells Radio’s unique story to all adver-
tisers on a scale that no one station or

networl ever could.

shows how Radio lielps build and main-
taine good business in the smallest as well

as I(u'gnsl nf communities.,

demonstrates what a money-saving bhuy

Radio is.

stresses the enormous size of the Radio
aundience and the intensity nf its listen-

ing attention.

sells Radio as the most practical way of

r(’u(‘lliug more custonters at less cost.

0 0 0 000000000000 00000000000 OONNONOSO

The AlLL-Radio

Presentation Committoe

Yessir, | do want to be part of the ALL-Rodio Presentotion. Please

send me further details on how | can subscribe at ance.

Nome. —

Station.
Address_
Cily__ _ Slote____

Send yvour conpon to:
Broadcast Advertising Bureaun
270 Park Avenue, New York 17.N. Y,
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salesman

Euntertaimment has always drawn a crowd.
The crowd has always sought 1t. or waited for
1t to come to them. Wherever there was

a crowd, there were customers. And wherever
there were customers, there were people witlhs
thigs to sell. (A crowd that was in « good

mood always bought more),

Today the entertamer still gets the crowd,
only he gets 1t faster and bigger.

Through radio he reaches crowds of ten and
twenty millions 1 a split second.

And (11011g with im goes the advertiser.

In racho the largest crowds gather at that
I)oint on thie dial where the entertannnent 1s

the best. That pomt todav 1s CBS.

For the Columbia Broadcasting System
continues to be the most creative network 1
providing the kind of entertaiminent wlnch

captures the largest audiences.

Only on CBS will you find most of the
sponsored programs with the largest audiences

in radio (11 out of the “top 157).

And only on CBS can advertisers find most
of the available programs with the largest

audiences (7 out of the “"top 107).

This 1s what makes CBS the most effective
tra\'eling salesman 1n radio.. .reaching more
peoplc with better entertainment. . .1naking

the strongest ilnprcssions i all advertising.

CBS

—where 99,000,000 people gather every week
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Reminder, for 2 SHAMPOQQ manufacturer:

" \ \ 4
SPOT o
RADIO works blondes, brunettes, and red-heads

into a buying lather!
ASK

You’ve got to sell the girls if you want

to build big shampoo volume. You’ve got to keep

selling them, too . . . again and again and again!

Spot Radio lets you do just that, economically YO u R

and profitably. For, Spot Radio will deliver and

sell an audience of women where and when you

want it . . . once a week or twenty times a day,

in one market or #/l markets! J 0 H N
Spot Radio gives you your choice of

audience, markets, stations, times, programs,

\‘ seasons. This complete flexibility, backed by
radio’s 7m pact, makes any budget—Ilarge or B l A I R
small—do its full selling job! Ask your

John Blair man about it.

He knows Spot Radio! M AN I
o

JOHN
BLAIR

& COMPANY
OFFICES IN CHICAGO « NEW YORK « OETROIT .-~ ST.LOUIS e LOSANGELES o SAN FRANCISCO

REPRESENTING LEADING RADIO STATIONS

50 SPONSOR
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THE REPORTS LISTED BELOW APPEAR IN ALTERNATE ISSUES

New National Spot Business

SPONSOR

PRODUCT AGENCY

STATIONS-MKTS

CAMPAIGN, start, duration

Ameriean Express.Cath.
vlie Travel league
for 1950 lloly Year
Jubilee

Becchnut Gum

Ricycle Institute of
America

1iristel Myers

Delaney

DeMert & Dougherty

Eagle Llon Pictures

General Foods

Proeter & Gamble

Renazlt

Union 04l Co

New York City ounly Radio spotay Oect. 10

Possiliility of expandinz

Travel Ray MeCarthy (N YY)
into
Guwm Kenyon & Fekhardt 65.T0
(N, Y.)
Bieyeles Campbell-Fwald

(N, Y

Revistals Kenyen & Eckhardt

(N. Y))
Frozen food Foote, Cone & Belding
(N. Y))

1leet Division Ruthrauff & Ryan

Movies

Swansdewn Cake Young & Rabicam

Mix (N, YY)
PPrell Bentou & Bowles
(N. Y.)

Smith, Smalley & Test.
er, Inec (N. Y.)

Automobiles

il Direct

*Station list set at wmoment.

Station Representation Changes

stosy 60 wmkts  (all
cast of Mississippi exeept

34 sins*; 26 cilies

Over 100 stns®
Northeast U, S,

Nerth & South

Yankee Netwerk (Bostan
area)

15.20 wkis at a

later date
Breaks: usround firsa of year
A& SUFD

Breuks: ubt Nov 21 (Ageney doesn’t
plan to run any aunouncrincnts
week before \maw)

I'iree-week eampaign starting Dee 312

Oneaninute  spots  campaign  ends

Carolina ecarly In January

40 mkus RRadio spots
Spets; Fel 18
WLW (Cincinnati Spots; Feb 1S5
area)

Califorunia Spets; ~arly in Jan for alit 20 wks

Major mkts spots; probably early in Jan for
20 wka
indef Spots; probably late Jan or eurly
Febroary
6 stux* Daily 15.min newscasts; 52 wks

STATION

AFFILIATION

NEW NATIONAL REPRESENTATIVE

KLEE, Ilouston, Texas

Radie Programas Contlnental

Radio Sarrebruck, Saarbrueken. Germany
WAPA, San Juan, Puerto Rico

WNEB, Worecester, Mass.

Independent
Republic of PPanama netwark
independent
Independent
Independent

Advertising Agency Personnel Changes

Adam J. Young Jr Ine, N. Y.

Melehor Guzman Co Ine, N. Y,

Pan American Broadeasting tlo. N. Y.
Clark-Wandless-Mann Ine, N. Y.

The Bolllng €Co Ine, N. Y.

NAME

FORMER AFFILIATION

NEW AFFILIATION

Frederick Anderson
i1al Marc Arden
(George Balterman
flarry L. Barnett

M. Oakley Bldwell
Willlam H. Botsford
Frank R, Brodsky

Austln Bymne

® In next issue: New National Spot
Station Representation Changes;

Compton, N. Y., vp
WMGHM, N, Y., dir
Schenley Distrihntors Ine, N. Y., adv mgr

Benton & Bowles, N. Y., acct exec
Sills Ine, Chi.. vp
Lever BBras. (IPepsodent Divialou), Chi., dir of ads

Byrne, lNarrington & Roberts, N Y., pres {agenry
dirsolved)

MeCann-Erickson, N. Y., dir radio and tv

Robert A, Boriex Organization, N. Y., radio and tv dir
Storm & Klein Ine, N, Y., exer

Duremus & Co Ine, Boston, acet exee

Same, vp

Deuman & Betteridge Inc, Detrolt, puh rel dir and acet exee

Open own ageney in Chl. (Resignation from Lever Bros.
Dec 31)
Owen & Chappell, N. Y., oxcc

Business: New and Renewed on Television:
Advertising Agency Personnel Changes

7
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Advertising Agency Personnel Changes (Continued)

NAME

FORMER AFFILIATION

NEW AFFILIATION

Harry
Juihn
Ial
Juhii
Ralph E. de
Fdward .

Jerald 11,
Jack Melsie

Prederick AL

Jan

MNares W, Calvert
Campbell
Chuarclnll
Dasvis

de Besdai
€ astreo
Fasme
Foster

Kendall

Basid S Garland
Jacals 11,

LEloyd Gibhons

Geise

Walter 1, 1laase
Narold Nartogensic
Alberta ays
Ralph DM, Nerberr

Mars<hall 1lurt
Fruest 1. Rosting
aotla B, MeCanao
Fora Maloney
Mehan

Donald €. Viller
Mitehell
IHalls Moser

Martin §J. Murpla,
Martin Qeclisner
Bill Prescott

ia M. Bandelph
Florewee Richards
IPanl Raherts

Fred Schacter

Micrzat Sheravn
David Silverman
Ouentin 1. Smith
Algzar Fo Swauson
langdaelins

Tharey Farp

Nathan Albert laofes
Benjamin R, Vinesard
\alz
awrenece Whittemaore
rtin Willsted

Bobert Do Waolfe

George AL

-

Zanmmer-Raller, Botrant

C A, Basford Co,, NOY

Broadeast Measarewment Burcan, N, )
Kenvan & Feklaardt, N Yo pimlil dir
BBEDKO, N Y.

Buthranff & Ryan, N, ).

Awmerican Broademsting Co, N, Y., rescareh dir
Willizom Esty Co luer N Y,

rescareh e

Young & Ruobicam, N Y. treasurer

Fanity Corpy, N Y
Olian, =t L.
MeCGann-Frickson,

asst ta yvp

Ne Yoo copy zronp bewd

Baoerlein, New Orleans, vp

§. ML Mathes Jue, Y Y ascociote capy dir
MeCan-Frickson, M. Y. exee prod in radio-n
Newell-Emnaett Co, N Y[ partoer
zeerald-Sample, Y)Y,

Hunt F .. \.. puhl rel dir

henyon & kekbhardt, Detroit
Needham, Louis & Brorhy Ine,
Jolin Bliir, B'wood

Ruthrauff & Ryan, NV, ),

dept

Dincer-F

athee wazr
Chi.. acet exee

Collier's. N Y., editorial snd adsy pronc dir

Bichop & Assoe Ine. Lo AL aecel exee & radia and
ty rep

MeCanneErickson, Y. Y., acet evee

NBCD N, Y

irchow-Garfield Ine, Y Y. acet enee

MeCamcErickson, N Y. copy group head

Fyran Co, Chicago, hewd of hree

Albert Irank-Gu her Las luee N Y acet enee

Los Angeles hadependewt, wds sapervisor

Brooke, Swmith, creative
sapersiser

Kenyon & Eckhardr, Y Y

V. Farl Borthwell Ine, M'waod, vp

Kennedy & Ca, Chi,

Gardoer, St L,

French & Dorravee, N Yo

acet exee

Vee Mdvertising, N, Yo
Renyon & Eckharde, 1Pwood office mur

pres

Namin, exer v

Geer, PDulbads hee, N, Y., in charge of marketing and media
Bentan & Bawles, N Y | enee

=ama, vp

Ward Wheeloek Ca, N Y., wmadia dire

i!. §. LaRacke & €a, Y. Y., vp

J. B Tarcher & Co, N, Yo, rescareh dir

Willizam Esty Co Fues N2 Y oap i charge aof 1+

Ch:onbers & Wiswell, Boston, head of capy dept

Same, sp in charge of finance

§. Walter Thompson, Y. Y., acet exee

Awmerican Association of Adsverticing Agencies, 'V,
MeMahanallorwitz Co, St 1L wvp

Sar

Y. oasst

e.ovp
Rose Jurey & Assaciates, Salt Lake City, acet exee

Walter Weir Ined N Yoo enee

Owere & Chappell hee, N Y, assaciate capy dir

Sande, vp

Cecil & Presbrey bue, N Yo evee oflicer (effective 1 37500
Monrae 1P, Dreler Toe, No YL evee

cahead of Melvin-Silverisan Ine. 1'wood

Same vp

Same. dir af reseach

Raymeond Keane, I'wood, dir of radio and
Young & Rubicam, N. Y., «r time buser

Ruthraaff & Ryan, Y. Y., acet exee

Ball & Davidson, Denver, acct exee awd radio and tv rep
Adrian Baner Ine, Phila, dir of radio and v

Same, vp

Benton & Bowles, NV, radio dir af radio depr

Partner inp new Willsted & Schacter Ageney, N Y,
Same, vp
Melvin=Silverman Ine., I'waood, co-head
Same, vp

The Fadell Ca, M'npls.,
Mdtan, Marrisey Co, o

acet exee

M, ovp

Owen & Chappell, N Y. wedia dir
BRBHK O, W'wood, asst to vp

Carl Rihlet Jr Co, Chi.,
Same, vp

Alley & Richards, N Y., pres (effective Jan 1)
Partner in vew Willsted & Schacter Agencey, Y Y,
Same, op

acet exee

-2 New and Renewed Television (Network and Spot)

SPONSOR

AGENCY

NET OR STATIONS

PROGRAM, time start, duration

\ihenser-Busch Ine
(Budweiver Neer)
Arnold Bukers Co
Beverwyeh Breweries
Brown & Williawson

(Roolv)

o Co

«

Tob:

Bulova Wateh Ca

California Frnit Growers

Exehange sankist)

. 1. Clark Ca

DBowbleday & Co

Dengstore Telesinion
Prodnets

Fiwerson Drag Co

Exersharp Ine
IFashiow Froeks Ine
General Tire

Thalvon Dealers
KRendall Mfr Co

Trianeis 11, 1 jggert €

Ladens hee
Minnecata Mining

William

Insirunaent (o BEDHRO

& Mfr

Montgomery Cao

Darey WOEBS1N et
WAL, N Y.

W RZ-TY, Boston
WANRT N Y.
WOANBW W oadh,

W RZ-1TV, Baston
KRANBIL Hollywood
WIMNZ, Phila,
WABQ. Chi.
WRGH, Schen,
W AR, N Y.

Bevton & Bowles
MeCinn-Frick<on
I'ed Bates

Biow

Foote, Cowe & Belding
WOEBSTY, N Y.
WANRTE, NY,
DnMant-1V, net

BRNDKO
Haber Hoge
Fisher
BBHEO WAROQ. Cld.
WEBS- IV, N Y,
WA, VY.
WABDON Y
WIPTZ, Phila.
WABD, V.Y,
WIYLZ, Phila.

Biow

Brwek

Rlores-Carter

Bennett, Walther &
Mendadier

Peck WARBD, N Y.

WARBT,N Y

W ANBW, W adh.

W BZS1N, Boston

W IPTZ, Phila.

W IMTZ, Phila,

Mathes
BEDHK O

AV an SantDiaeall

National rhon Cao Esty KR\BIL Haollywaood
Peter Paul Ine (Monnd.) Brivnehber, Wherler & WEPTZ, Phila.
Staff
Philip Moreis & Cn 1d Biaw WA, NY
Moneer Selentifie Carp Ciyton WANBO, Chi
Pand's Fxtreact € o (Tissaes) I W, Thomp~on WONBW W asl,
Procter & Gambhle Co Dancer, Fitzgerald & WOBSIV, N Y.
(Oxvdal) Sample
B 5 Beynolds Co (0 -anelay Fnty WOBS- 1Y net
RBonwon Art Metal Waorks Cores WARBD, N Y.
Seneea Wateh Co Maons WABD, NY.
Sterling Dreng Co Danecer, Fizperald & DaMont-1V net

lranseontlnenisl

Alrline« Tue
1 nlted Air Llnes
I wlted Frnit o,

Woecton Biewit G

& WNevern

Soample
BBH&O WABQ. Chi.
WARBD, N Y
WABD, N Y.
WA, N Y,
WKW W b,
WHZ IV, Boston
WI'TFZ. Phila.

A TR T S
BBDHKO

Calkhwe & Tadden

ken

Film
IFilwm
15ns

Film
Yoa
Cavaleade of Bands;

Iilm

Jahnny
Slidess

Iilm

B
lilm
Filw
Okay

it
Filne

il
il
Film
Fasy A
Filw

il

W Waun Show; Sar 9.9:30 pwm;

Blackont~: Sat &89 pm; Jan 7: altenaating

Murray's
(n)

sprats g

(52)
Dec
Dee 33 21

21

1: 32 wk~ (n)
whe (r)
32 wks (1)

anteend s

spats; e

Nav 21 52 wke

B (r)
MNee 125 20 wks

(n)

m spots;
spatssy

T 13 wke (n)
1101 :30 pm: Des 20
R2 whke ()

spots: Jan
Are An Artist: Two
Tha 910

15 wks (n)
pws
spot~: Jan 3:; 32 wks ()
31 39 wks (r)
13 wks (n)
13 wks {(r)
15-8 o Dee
13 whk

Jawn
annemts; Jan 9:
spotss Yoy 285

o1 Waed T
I'{"'

Anbnemtxg

11; 52 wke (n)

(r)

annemts: 15;

Olven's Bumpns Room: M- 1218300 pg Jan 3

(n)
)
13 wks ()

Jan 2: B wks
]:nl 1

spots;

Nov 28: 532 wk« (n)
Jon 25 21 wks (o)
Nav 233 26 wke

il <pota;
wm spats;
ilm ~pate: (n)
Dees 11 532 whe
Dee 9; 532 wks
dan 13 21 wke
Jan 71 532 wks

(r)
(r)
(n)
tn)

spots
il spots;
spots;
P spots;

lun 71 32 wke (n)
52 wks (1)
532 wke (1)

1 :30 puce

Jan 253
Nov 26
A

spat~:
spots;
Mather: 32 wks (r)

Dee 129

spats: Jan 1 532 wka (n)
206 wks (n)
52 wku (a)

532 wks (1)

Neov 19
Dee 12

Dee 122

spoty:
wpots:

CYLIE B

ta vp

52 whk=x
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— 1
12.5% OF ALL |
IOWA BARN |
OWNERS HAVE
RADIOS IN
THEIR BARNS

MEAN

THE 1949 lowa Radio Audicnce Survey® proves
that multiple-set ownership meauns additional lis-

that the nnmber of hours of extra listen-

tening
ing is in almeost direet proportion to the nnmber
of extra sets. (In homes having four or more sets.
for example, an average of 67.79% of the fanrilies
use two sets simnltancously, dayvtime. as against

206,49 with only two sets.)

lowa families are really radio-equipped. 45.7
of them have two or more sets in their homes
...51.99, of all car-owners have car radios . . .
9.7% of the truck-owners have radios in their
trucks . . . 12.59, of the barn-owners have

radios in their barns!

More than that, the 19149 Survey shows that vadio-

mintded lowa families lsten more than tice as
much to WIHIO as to any other station. This top-
heavy preferenee for WHO of course applies to
multiple-set families as well as to single-set families
—hence gives advertisers a substantial bouuns andi-

ence that is not ordinarily measmmved.
The lowa Radio Audience Survey is a MUST for

2 JANUARY 1950

IOWA
EXTRA SETS

LISTENING

47.5% OF ALL
IOWA FAMILIES
_ HAVE TWO OR
MORE RADIOS IN
THEIR HOMES

|

-

51.9% OF ALL
| IOWA CAR OWNERS
HAVE RADIOS
IN THEIR CARS

—\

EXTRA

_/

[ 9.7% OF ALL 1O0WA |
TRUCK OWNERS |
HAVE RADIOS IN J

THEIR TRUCKS
every advertiser who wauts to know all abont lowa

listening. Ask us or Free & Peters for yvour free

copy, today!

1919 Edition i< the tweltth annnal
of radio listening habits in lowa.
It was wmade by Dr. F. L. Whan of Wichita
inter-

*% The
studhy
University—is based on personal

views with over 9,000 lowa families, sei-

entifically selected from cities, towns, vil-

I ois

widely recoznized a< one of the nation’s

liges and farms all over the State.

most informative and reliable radio re-

scarch projeets,

W rl
+ for lowa PLUS #

Des Moines . « « 50,000 Watts

Col. B. J. Palmer. 'resident

> P Al Loyets Resident Manager
ol
W FREE & PETERS. INC.

National Representatives
I

15
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for profitable
selling

WDEL

WDEL -TV

WILMINGTON
DELAWARE

EASTON
PENNSYLVANIA

HARRISBURG
PENNSYLVANIA

YORK
PENNSYLVANIA

READING

PENNSYLVANI A,

' LANCASTER J
PENNSYLVANIA /
ol /

-—u-_'__f-;;:{:r
Clair R, McCollough

Managing Dwrector

Reprrsented by

ROBERT MEEKER
ASSOCIATES
© b ! NCWYOfk

STEINMAN STATIONS

Leroy A. Van Bomel

Mr. Sponsor

President
National Dairy Products Corporation, New York

Leroy Ao Van Bomel. natty. gray-haired president of National
Dairy Products Corporation. ix a man who has never wasted too
much time nor missed many opportunities. Van Bomel became head
of the corporation in 1941. LEight years kater Dairv’s annual record
of sales jumped from 431.000.000 to more than 900.000.000. In
1916, when Bing Croshy balked at doing live shows, after selling
Kraft prodnets for a decade, Van Bomel <igned Al Jolson. At that
time. Jolson was the most highlv publicized and sought-after enter-
tainer in the countryv. It was the vear his picture The Jolson Story
gripped the heart of the nation. For the next two seasons the aging.
tan-faced singer kept Kraft sales geared to peaks set by Croshy.

The story of Van Bomel's fruitful career reads like a Ilolly wood
scenario of an American saga. National Dairv's first executive has
been an errand bov. elerk. bookkeeper. store manager and milkman.
[n 1908 he was graduated from the New York University School of
Fingineering. The following vear he was a junior engineer for the
Sheflields Farms Company: 21 vears later he was president of the
firm. From delivering milk to guiding the operations of a muhti-
million dollar national concern, Lerov A, Van Bomel ha< made the
transition with supple grace.

Throughout the vears. Van Bomel has been cager to find new im-
provements for the dairy industry. As president of Shefhields FFarms.
he was the first to introduce Vitamin D and homogenized milk., He
hegan using radio as< an advertising medium for Sheflields as earh
as V31,

Today. the major portion of National Dairy’s estimated $18,000.-
000 annual advertising budget is used to sponsor three AM network
programs: The Great Gildersleeve: Marriage For Two: and Dorothy
Dix At Home: in addition to local. regional spots and programs for
70 of the corporation’s 95 subsidiaries. [For 1950 the company will
spend approximately $1.000.000 in television. It will continue to
sponsor the high-ltooperated kid show Kukla. Fran and Ollie, Tues-
day and Thursday. CBS-TV net. 6-6:30 pm. Among national adver-
tisers Datry has the seventh largest TV budget in the country hut
ranks first among food corporations. Since Dairy has always spir-
itedly snpported new media, the corporation may increase its planned
televiston appropriation for 1950 and raise its video budget standing.

SPONSOR
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ABOUT BASKETBALL

NINDIANA

@ Along about this time of year—every year—all Indiana goes a little wacky
over basketball . .. both collegiate and high school basketball.

The so-called Hoosier hysteria lasts from late fall—after the football
season—until early spring. It’s been that way for 25 years or more.

Located as we are in Bloomington, the home of Indiana University which
also has two good-sized high schools, we’re right in the middle of things.
It’s just good programming to give the people all the basketball they want
...1n great big doses.

WTTS (the designated sports station for 1.U.) is the ONLY station carry-
ing ALL Indiana University games, both at home and away. And, that isn’t
all. WTTYV is televising EVERY home game of the two Bloomington high
schools. Our listeners tell us they like it. And, so do our sponsors, for we're

really delivering the audiences.

LET OUR NATIONAL REPS. GIVE YOU THE COMPLETE STORY “

W
WTTS

A Regional Station
on the Air'20 Hours

Indiana's Second
TV Station.

RADIO AND TELEVISION CENTER =+ BLOOMINGTON, INDIARA

FE o ot - TN S N AT e A =

a Day. "~ Owned and Operated by Sarkes and Mary Tarzian
Represented Nationolly by National Representatives
WILLIAM G. RAMBEAU CO. BARNARD & THOMPSON, INC.
360 N. Michigon Avenue, Chicago 299 Maodison Avenue, New York

2 JANUARY 1950 17



New developments on SPONSOR stories

See: “They're scasanal advertisers’

p.s. Issuye: Merch, 1948, p. 44
i . New antihistamine drug
Subject:

Less than one month alter Bristol-Myers Company en-
tered its product in the newly created and highly com.
petitive antihistamine cold tablet market. sales totaled
more than S500.000,

leaders and shows signs of soon leading the pack.

Resistab ranks high among the

The new drug has been produced. marketed and sold
at a blistering pace. Twenty-nine days after the formula
was established. the product was heing <old in 38.000
drugstores in 23 Midwestern and castern states and parts
of Canada. It toek Bristol-Myers onlv three days to
~elect an ageney (Kenvon and Eckhardt) to decide upon
a budget. product-name and package design.  In a prece-
dent-breaking decision. the company’s top brass sched-
nled an estimated $1.000.000 advertising budget for Re-
sistab.  Fhis is the largest sum that Bristol-Myers has
ever spent to advertise a new product.  In the past. the
company has vsed conservative amounts to publicize its
new drogs. The public has long heen waiting for a cold-
stopper drug snd Bristol-Myer< is prepared to convinee
it that Resistaly is the Fest huy.

\ sizable part of the Resistal bndget s hetng used for
an extensive radio announcement campaign. Kenyon and
Fekhardt has placed these announcements on 115 stations

i the nation’s cold-suffering arcas.

A\

N

See: ‘'Haw terrific is transit radia?’’

Issue:  September 1948, p. 44

Subject:

P-S.

The decision of the District of Columbia Public Serv-
ice. Commission to uphold Transit Radio will probably
halt anmy contemplated action against the organization in
other e¢ities.  Ofhcials of Transit Radio confidently feel
that the favorable ruling will be followed by other city
commissions in the event similar complaints are lodged

Transit Radio wins D, C.
decisian

against it by groups opposing the system.

Surveys taken in Washington. D. C.. showed that the
residents overwhelmingly favored entertainment on street-
Only 6.6°¢ of those mterviewed op-
posed Transit Radio. In almost all of the 17 additional
cities where Transit Radio is in use, survevs revealed that
more than 90°¢ of the people polled approved of the
novel idea.  Of the 1500 streetcars and busses operated
by the Capital Transit Company in D. C.. radio equip-
ment has been installed in 212, The rest will he equipped
shorth after vear’s end.
vehicles hy WWDC-FM.

In St Louis. the Post-Dispatch has heatedly  cam-
paigned against Transit Radio.  Radio men have been
stunned by the fury of the Post’s attacks, in view of the
lavish praise accorded Transit Radio by eitv inhabitants.
When St. Louis riders were polled. 8717 favored tle
program: 7.3 had no opinion: and only 5.6°¢ ohject-
ed. Transit Radio is here to stay, and by the end of 1950
it will be nmveiled in 32 more cities,

cars and Dusses,

Programs are beamed to the

CONFLUENCE

Where the CONFIDENCE of millions

meets the INFLUENCE that sells!

-

18

e
e

FATTABCARA
e A

TAVAYAES
o el

\
ST

The CONFIDENCE af the warld’s richest
and largest ltalian market and the IN-
FLUENCE af the statian that has been
part of their lives for sa many yecars,
farm a mighty recultful selling force to
aver mor2 than 2,100,000 listeners

Originators of

RALPH N. WEIL, Gen. Mgr.

It's the plus declivered anly by WOV
CONFIDENCE plus INFLUENCE giving
you CONFLUENCE,

*Act of flowine together = the meeting or
junction of two or more streams
—Webster's New International
hctionary

NEW YORK

SPONSOR
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GET “"CLEAR SWEEP”
TELE-SELL IN THE SAN FRANCISCO
BAY AREA WITH...

San Francisco’s
Highest
TV Antenna

KRON-TV’s modern antenna was created e<pe-

cially to serve this multi-County market. It rises
1,180 feet above sea level . . . has 14,500-watt
power (is designed for 100,000 waltts directional
power) . . . oecupies San Francisco’s highest
and finest telecasting location.

Telecasting from “Television Peak”™— atop
San Bruno Mountain, just south of San Francisco

KRON-TV brings NBC uetwork and popular
new local programs to the Bay Area’s fast-
growing television audicnce.

For “Clear Sweep™ television advertising in

the San Francisco area...check KRON-TI first!

e Represented nationally by FREE & PETERS. IN

New York, Chicago, Detroit, Atlanta, Fort Worth. Hollywood.
KRON-TY oflices and studios in the San Francisco
Chroniele Building, Stlr and Mission Streets, San Francisco
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RALEIGH, North Carolina
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Dancing cigarette pack is one of TY's outstanding commercials. Keesely is doing the briefing.

(kstinoe
it Lennen
¢ Mitchell

A report on how

an ad agencey radio

department funcetions

: Last Fall comedian Fred
% 2+ Allen’s handy Hooperating
nosedived from a comfortable spot in
the 20°s to half that within a few
months.  As his Hooper fell, Allen’s
famous blood pressure rose. At one
point in a wry gesture of defiance
lie took out a $5.000 insurance policy
to cover amy listener who lost out on
prizes offered by the show had lured
his audience. Bnt. month after mouth,
Stop the Music kept stopping Allen.
It eventually becanie number two on
the Hooper parade. Lennen & Mitchell

first age ney to take an option on
Stop the Music- had picked another
winner.

Because lLennen & Mitchell has a
long record of <uch successes  and be-
cause iU's one of the top twenty agen-
cies in the countryv  spoNsor has se-
lected it for this report on how an
agency radio department functions.
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Clark Agnew, Keesely discuss new TV ideas with Ray Vir Den, president of Lennen & Mitchell

Key to cover photo The agency’s list of radio winners
md firsts reads like a pinpoint history

Nich . ly, V.P. in ch f .
f. Nicholas E. Keesely, in charge o f l)roadcaslmg.

radio department. It was:

1. Iirstto air play-by-play basel all:
2, Larry Holcomb, radio and television di- 2 First to put bie ]))'1111(]3' like Paul

rector, talent specialist. s I g pands fIxe
Whiteman and Fred Waring on

3. Bernard McDermott, traffic rddio:

manager;
mails records, film to stations.

3. First to put microphones in front
of such personalities as Eddie
Cantor. T'vrone Power. and Bob
Hope.

Currently, a large shice of L&Ms

£15.000.000 annunal billing {one-third)

The

f. Clark Agnew, TV art director; designed
TV stage from this model.

3. Peter Keveson, copy chief who writes all
TV commercials.

¢s. Frank Daniel, chief
reading SPONSOR.

timebuyer, showa

goes into radio and television.
7. Sidney Hertzel, assistant timebuyer, with
coverage map,

WEEKLY CONFERENCES BRING TOGETHER MEM

man who's directly responsible for ex-
penditure of this money is Nicholas E.
(Nick) Keesely, ageney vice president
in charge of radio and television.
Working nnder him is a staff which-

per thousand dollars of billing—is
the most compact of

probabh am

Ray Vir Den (left), members of radio staff listen to new Lustre-Cream musical commercial

% B
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OLD GOLD CIGARETTES
The Original Amateur Hr

Stap The Music

F,HE LENNEN & MITCHELL RADIO DEPARTMENT AND ACCOUNT EXECUTIVES. KEESELY GIVES THEM UP.TO-DATE PICTURE OF WEEK'S ACTIVITIES

agency radio departinent iu the coun-
try. [t iz built around seven kev men:
Larry Holcomb. radio and televizion
director: Frank Daniel. chief time-
huyer: Sidney llertzel. assistamt time-
buyer: Peter Keveson. vice president
in charge of TV and radio copy: Frank
Buck (no relation to the explorer).

Dennis James, Old Gold TV announcer, confers on script with Keesely

radio writer: Clark Agnew, TV art di-
rector: and Bernard McDermott, trafhic

The department is small because its
members have the efficiency that comes
with long experience. Keesely points
out that “the radio background of
Larry Holcomb and myself alone adds
up to more than forty vears.” L&M's

philosophy in general is that compact.
ness. with good men in eaeh job, is
preferable to having an abundance of
half-baked men around. (As Ray Vir-
den. president of L&M puts it: “We
dont have a gang of impressarios
wearing suede shoes.  These are all
solid radio men.”)

Keesely and Larry Holcomb give AM Amateur Hour usual going over




For a TREAT instead of
2 TREATMENT... smoke

AM Amateur Hour features homey acts like this marimba performance. (Right) Ted Mack

The exuberant peanut man is Bert Parks, MC of both AM and TV editions of "'Stop the Music"

24

To get a closeup picture of how
Keeselev's staff functions. let’s take a
specific radio problem and follow it
through from beginning to end. \ new
L&M sport radio campaign for Lustre-
Creme <hampoo ix ideal for this pur-
pose —and it's just getting into full
<wing as vou read this.

The campaign features a “Dream
oirl.  dream girl . . . Lustre-Creme
shampoo gir]” song set to the music
of Victor Herbert's “Toyland.” The
idea for this commercial. incidently,
came from Phil Lennen, chairman of
the board at L&M. Thix illustrates a
cardinal principle at L&M: anyone
fiom top to bottomn in the agency is
likely to contribute 1deas. Hf you
wanted to come up with a slogan for
LSM. “Every man an idea man,”
would be as good as any.

The Lustre-Creme song is the first
and. to date, only commercial use of
Vietor Herbert's music which the com-
poser’s estate has allowed. Officials of
the estate permitted this use because
they felt it was dignified and nou-
offensive. Originally. the “dream-girl”
hitehhiked on various Colgate network
<hows.  But she was such an effective
saleswoman that the L&M radio execu-
tive idecided to suggest a *dream girl”
~pot campaign to the client. The
Lustre-Creme people thought well of
the suggestion. approved a test cam-
paign.

The test was carried out in three
representative  cities. Utica.  Harris-
burg. and Peoria. To get an accurate
measurement of the spot campaign’s
effectiveness,  the radio department
called i L&M's research staff under
Todd Franklin (as it usually does on
a spol campaign). The researchers
compiled cross-sectional lists of resi
dents in the three cities.  Then. Dbe-
fore the spot~ went on the air. they
interviewed residents, asked questions
about Lustre-Crenie advertising. The
questions were designed lo test remeni-
brance value, or “penetration,” as the
research men put it,

\fter the spots had been nsed over
the air for thirteen weeks. the research-
ers <tarted asking questions again.
\nswers this time showed a definite in-
crease in penetration which was direct-
hv attributable to the radio spots. On
purpose. the copy used for the spots
had emphasized different points from
copy used in other media. Things
local residents remembered about
Lustre-Creme showed to what extent

(Please turn to page 10)
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| § ] i R 1! v ” ’ KITE weather reports helped get them back to normal, and Joske's

(he merchandise went

San Antonio was submerged. but Joske’s

departinent store was a sellout

W lien

Store.

Joske's  Departmment
San Amonio. Texas.
@ planned a four-day sale De-
ginning Monday. 24 October. it looked
like clear sailing ahead. The public
was well aware of it via newspaper ads
and Sundayv announcements on radio
stations WOAL and KITE. The Joske
staff—largest in Texas—was on its
toes to start the tremendous stock of

Abandoned cars were a common sight the morning of the big Joske sale

*
|

bargain-price merchandise moving at
the word go.

Fifteen inutes after the «tore
opened. it was plain the word “go™ had
heen countermanded in higher-up
headquarters having nothing to do
with department store advertising and
sales. The heavens let go with a tor-
rential cloud burst which deluged San
Antonio. resulting in a eity wide flood.

By nightfall, all

,%;w_

Two people drowned. firemen rescued
scores {rom flooded homes aned =~ub-
merged automobiles. Bus service was
suspended. or re-routed on most lines.
Bridges were declared unsafe. some
disappeared completely. DBusiness and
communications were largely washed
away.

Chances for the success of the sale

( Please turn to page 0)

was clear in Alamo city except Joske's aisles
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Hottest thing m radi ...........

singing commnercial, chances are you'll

Singing commerclals are a
tal ta

:l going Institution . and get-
~  ling strouger.  Jingles are

here to stay because they are selling
the goods.

The commercial technique that ger-
minated with the Pepsi-Cola jingle of
1939 has produced a bumper crop. It's
a rare radio hour that pas-es without
at least one =ample. The listeners can-
not excape them; itUs logical to assume
that fewer sponsors will escape them
in the future.
have become a part of the American

Singing commerciaks

~cene, not only in the field of radio.

but via TV. juke boxes. sheet musie
and the all-embracing worlds of slang,
catch-phrases and humor.

To date. the majority of jingles are
aired to sell low-priced. quick turn-
over itels. The concensus is that it is
largely hmited to such categories as
foods, drugs, soft drinks, cosmelics
and clothing because of the competi-
tive angle. The advertiser in any cate-
gory follows the leader when a proven
technique is developed. But the versa-
tile jingle, employed as an institution-
industry
salesman. would be as successful. Lack-

al device, and as a heavy

have one soon

awanna Railroad and De Sote cars, in
the institutional and heavy-goods group

~use jingles. and they may well be
starting a trend. At present. however.
they are not designed to sell. being
used for their remembrance value.

Wiy 1= the jingle eoncept expanding?
Listeners. questioned individualhy . tend
to sum up jingles a~ an abomination.

To clarify the picture. sroxsor pub-
lishes, on these pages, results of a con-
fidential survey recently completed by
one of the top adverlising agencies.
These findings are highly enlightening
and useful.

How they like singing commercials: in whole and part
approval and disapproval to a com-

Second-by'second bined singing-talking commercial
96%

like

singing
introduotion

1 : howing prefe to singing versus
audlence reaCtlon :oz\jsli’:\?;ing 60"1’:;90"; a|nnounc:menf

68%

prafarred
slhging
commeraiale

praferred

non=ginglng
commaraials

To gain first-hand audience reaction, listeners were exposed to a
single announcement for & tobacco product in two versions,
Jingle version won hands down.

asked to state a preference.

26

82%

1iks
ainging
liks sondlusion
atraight
talk

asoklon

Reaction to component parts of commercial was gained via
paper and pencil technique. On attitude scale, listeners checked
boxes marked very interesting, fairly interesting, not interesting.

SPONSOR



This study reveals the reactions of
over 600 men and women evaluated on
a behavior_ rather thau a verbal, basis,
The agency corralled uninhibited re.
sponses by asking its questions  of
studio audiences during actual broad-
casts of singing and straight commer-
cials. The resultz show an almost com-
plete about-face on the verbally ex-
pressed “l can’t stand those singing
commercials.”

Entrance into this increasingh com-
petitive field is not. as some uniniti-
ated advertisers suppose. a matter o
hiring someone who contributed to the
poetry corner in the school paper. Nor
is it a form of advertizing which can
be bought for a song. IU’s a highly
specialized. often expensive. technique.
Jingles can vary in the cost of creation
from no appreciable cost {when writ-
ten by an agency staffer) to 31,000
and up when written by a freelancer.
Production costs range from several
hundred dolars to over $3.000 for re-
cording sessions.

Pepsi, widely thought of as papa of
the jingle, wasn’t the first to use it
Sachs Quality Furniture pioneered in
the technique in the crystal set era.
The theme songs of such old-timers as
the Julia Sanderson - Frank Crumit
show and the Blackstone Plantation
were so wellkknown as to qualify as
commercials of a sort.  But Pepsi was
first to win a nation. More impor-
tant, it wrapped up the entire sales
story in four simple lines—an achieve.
ment rarely equalled.

The Pepsi-Cola commercials  was
written by Alan Kent and Austin Her-
bert Chrome-Johnson. who teamed up
in ’38. Kent, then an NBC announcer,

£
e

(Please turn to page 52) MERCHANDISING of jingles is brisk and bright, giving added impact to forceful technique

What men and women like and dislike most in commercial annonncements*

1 (VR s v o dislike 2o oyt T TR e e
Men Women Men Women

1. Short 1. Jingle 1. Stupid, childish 1. Stupid, childish

2. Good taste, natural 2. Interesting, human 2. Repetitious 2. Jingle

3. Humor, entertoining 3. Short 3. Jingle 3. Noisy, irritoting

4. Jingle 4. Instructive 4. Too long 4. Too long

5. Port of progrom 5. Straight, simple 5. Noisy, irritating

*Survey completed by leading advertising agency late in 1949 reveals what listeners specially like and dislike in commercials generally. Con-
ducted on a behavior, rather than a verbal basis, the survey uncovered actual studio reactions of over 600 persons.
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On results: Flexner sums up 25 years' experience

Greater Iouisville First Federal Savings and Lean Association

417 W oeat Mashot Barees

Laalirile 2, Kentwaby

CONDENSED STATEMENT
At tbe Clowe of Basisesa October 31, 1949

Resources

V202070318

ords & WR2OD

1882241

\ ar 24071 M

Totad 3 31,730,228 40

Optional Savings
Benk Advances

Pledged Shores

Due Borrowers {loans being elowd)

Liabilities
Shares and

Shares 82

Mortgagr Loans i

362,187 00

Peid in by Bommawers for Taxes

Accrued Prpenars and Taxer .., 2

Rrwerves snd Undivided Profits .

Tom!

2 154,7¢

3 31,730,225 ¢

The Largest Sevings end Loan Astoclation In the Stste ot Kentuchy

Founded October 2, 1915

. Federnlized March 3, 1934

Insnred October 29, 1934

LOUISYILLE'B LFADING HOME FINANCING INSTITUTION

* HBEY YOUKR SA41LINGS BONDS AND STA;I‘S FROM 'S ;
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“The outstanding lessou I have
learned in advertisiug in iy
many years' experience with
radio is this—I do not believe
advertising is a thing that can
bhe tried. It must be done con-
sistently through the years, 1
see many advertisers who try
a tliirteen-times contract on the
radio, or who run awhole page
advertisement iu the local
newspaper and expect the cus-
tomers to ruslo inc ine droves, 1
liave found by experience that
it doesa’t happen that way.

It takes consistent hammering

of the message.™

How a radio

i deposits from S2

This is the storv of a loan
y association that grew from a

one-room business to a $31.-
000,000 organization—and hands the
credit to radio.

When the Greater Lounisville First
Federal Savings and Loan Association
set up shop on October 2. 1915, they
had a paid-in capital of $25,000. Their
idea was< to go into business, securing
ax mamny savings and investment de-
posits ax possible and then re-investing
the money by lending it for home
building, 1n 1927. after two vears of
radio advertising. the company had
resources of three millions. Today. 22
vears and thousands of air-hours later,
the Greater Louisville has deposits of
more than $30.000.000 and an adver-
tising budget that is three times the
size of their original capitalization.

From their early start in radio, back
in 1925, when there was only one
radio station 1n Lousville. to the pres.
ent time, when the company sponsors
week, the Greater
Louisville Association has steadily ex-
panded their radio activity —and their
business. “When we first went on the
air.” savs Gustav Flexner. seeretary-
treasurer of the organization. “there
was only one station. But we pioneered
with every station that came into the
field  Dbought time on them. And 1
would say that we have grown with
radio in that we have made it the main
medium of selling onr Association.”

52 programs a

Gustav Flexner is in a good posi-
tion to know. lle is not the ordinary
advertising executive.  Not onlv was
he responsible for his company’s pio-
neering in radio when it was a new
and untried medium. but with few ex-
ceptions he has also written and read
practicallv every commereial since his

SPONSOR
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Ir. Sponsor

avings association hoosted

» $31.000,000

company first went on the air in 1925,

The thinking behind the Flexner
persoual touch 1s sunple enough con-
sidering how fabulously well it has
paid off: “Of course. there's the fact
that customers get a kick out of com-
ing into the office and talking to the
person they heard over the air. But
more important than that,” Flexner
savs, “it just seems natural to me that
I would know better how to talk about
our business than an outsider would.
And 1 think that knowledge gets across
to the listener. He absorbs the confi-
dence reflected in the announcer’s
voice. [ think that if more organiza-
tions wlio buy radio time could have
their announcers come in and live with
the business for a time, thev'd see re-
sults. When a listener hears a knowl-
edge of what he’s talking about in the
announcer s voice.

he’s in a bhetter

In the company's own studio, Flexner reads all commercials for the Association’s program

nood to be sold.”

Flexuer’s name is never given over
the air. ahlthough by now practically
everyone in Louisville knows him. And
he is inodest about his own talents. *‘I
recall one year at Derby Time,” he
says. “wheu I discussed reading the
commercials with Graham McNamee.
He told me one thing that Fve tried
to stick to all these years—to be ny-
self on the air. | don’t believe 1 have
the best voice in the country, but I do
believe that | have developed the finest
radio voice in the country for selling
our institution.”

Transcribing the commercials for
Greater Louisville’s 52 programs takes
about four hours of Flexner’s busy
week. e transcribes all of themn (with
the exception of the commercials for
their live weekly Greater Louisville
Houri from his office desk. where he

lias a microphone and direct hnes to
each of his stations. After the tran-
seriptions  are made. the script, to-
gether with the catalogue number of
the musical selections chosen by Flex.
ner’s secretarv, is sent to the various
For seven
vears Flexuer not only wrote and an-
wounced the commercials for his pro-
grams, but also wrote and produced
all the sound effects for a dailv half-
hour children’s program. The pro-
gram, which centered around the ad-
ventures of a ponmy and a train. was
dropped only because the Association’s
business was increasing so fast that
Flexner conld no longer spare the time
to write it. But there are still a lot of
Louisville adults who feel that thev
grew up with a pony named Dixie and
the Greater Louisville Special.
(Please turn to page 59)

stations for Dbroadcasting.

This release reached the offices of SPONSOR after this article was writicn. We consider it so unusual and revealing that it is reproduced here

ADVERTISING

AGENCY

ASSOCIATES — COMPLETE ADVERTISING AND MARKETING SERVICE

REGULAR REPORT

Louisville radio stations are planning a
tribute on December 31 to the Greater Louis-
ville First Federel 3avings & Loan asssociation
for their Silver Anniversary in redioc edvert-
ising. The Compeny will begin its 25th consecut-
ive year of redio edvertising, starting the
first of the ysar. On December 31, radio stet-
ions WHAS, WAVE, WAVE-TV, WGRC, JKYY, +INN and
IKLO will hold a specisl cowmumemoration for
Greater Louisville and for LIr. Gustav Flexner,
Secretary-Treasurer of the Company end the man
behind the many successful years of Company ed-
vertising. In addition, there will be a special

dedication- broadcast of one-half hour to be carried

over a8l1l the local stations.
Greater Louisville has grown with radio

and hes wade radio the main nedium of selling.
The Company's first acquaintance with radio

2 JANUARY 1950

begen on the night of Deoce.ter o1, 1925, wien
e two-hour program oi the opera, "Faust," wes
presented in its entirety. At thet time, there
were few stetions on the air, few sponsored
broedca sts and few redio sets, but the progra-.
Wes well received., From then on, Greeter Louis-
ville sponsored a weekly broadcast each aturdav
nirht on WHAS, known eas "The Greater Louisville
Hour." The program was bdbroadcast for 24 con-
secutive ysars, eand it can still be heerd cover
WINMN end TKLO. This progrex is believed to be
the oldest continuous redio show in the country
A8 other Louisville redio stetions caue
into beins, Greater Louisville dboucht tiue
on them. Of the budget set aside for advertising,
the Jompany devotes three-fourths of it to
radio, which takes care of its 57 shows per
week.,
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TOP RADIO SHOW 15 ASSOCIATION'S “RAILROAD HOUR" ON N3C. GORDON MacRAE APPEARS HERE WITH LUCILLE NOR:AAN

Ratroads need better radio

SPONSOR survey reveals few of them use broadeasting
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AMERICAN RAILROADS

consistently or well

ﬁ: TR To induce more of the pub-
Gl lic 1o nse the nation’s rail-
roads when traveling. the roads must
sell their product.

Today. railroads do a minimum job
of informing the public that they exist,
occasionally stress new facilities, and
emphasize their important role in the
Lnilding of America.

The initiative of the railroads in
purchasing  impressive new  rolling
<tock 18 not matched by a desire to ex
ploit what they have to offer.  The
point has been made that most railroad
heads are operational experts. not pro-

Railroad Hour's" promotion includes rail station posters, car cards, and some dining car menus motional ¢ Xperts.

30
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Raitroads u~e radio sparingly in
their overall advertising campaigns,
which are inadequate to start.  Glen
R. Bedenknapp. a member of the New
York State’s Public Service Commis-
sion, accurately appraised the situa-
tion, when he recently said: A par-
tial answer (to the railroads’ problem
of operating losses) lies in better meth-
ods of merchandising . . . and in the
development of better relations with
the traveling public.”

During the past few months. sPONSOR
has undertaken a canvass of the rail-
roads of America. What are they do-
ing in radio? What do they hope to
accomplish?

From sPoxNsoR’s study comes the sus-
pision that railroad men are hard to
educate to an appreciation of adver-
tising, that the radio industry has nev-
e1 properly sold the medium to them.

From this study. too, comes glimpses
of why the airlines. bus hnes. and oth-
er travel mediums are taking the pro-
motional play (and business) away
from the railroads. Herewith is the rec-
ord—as much as the study uncovered.

America’s $30,000,000.000 railroad
industry probably is spending more
money in broadcast advertising today
than ever berore. Yet this amount-
less than $4.000.000-—is only a small
fraction of its total expenditure of
$25,000,000 or more in all media.

The largest single broadcast item is
the $1,000.000-a-year Railroad [our
sponsored by the Association of Amer-
ican Railroads on NBC Monday nights.

After 10 years of concentration in
magazines, the AAR switched the bulk
of its expenditure to network radio on
4 October, 1948, when The Railroad
Hour was launched as a 45-minute pro-
gram on ABC. Even with the move to
NBC last 3 October. when the “/our”
became a half-hour. AAR cantinues to
spend most of its money in radio, with
about 8700.000 going to magazines.

The Railroad Hour is paid for by
all but one of the nation’s 135 Class 1
railroads. in proportion to their operat-
ing revenue. The single non-partici-
pant is the Chesapeake & Ohio. whose
stormy chairman. Robert R. Young.
has established the Federation of Rail-
way Progress as a rival to AAR.

Some roads. such as the Pennsyl-
vania, regard the /four as “their” pri-
mary broadcasting effort. A few, how-
ever, have conducted, or are conduct-
ing, fairly extensive broadcast cam-
paigns of their own.

For about 18 months during the

2 JANUARY 1950

No Longer on the Air

4

Up |

~ ‘

war. the Union Pacific (largest rail-
road advertiser. with a $2.500.000
over-all annual  budget)  sponsored
Your America, weekly “salutes” to in-
dividual industries and states. over
coast-to-coast networks, through Caples
Company. During that period UP’s
annual broadcast expenditure was
about $500.000. Last fall it sponsored
a live-sports TV show in Lox Angeles.
It use: radio announcements periodi-

Currently on Television

B&M program is based on drawings by Dahl

Conductor of "Your America’ realizes ambition

cally over many stations.

The New York Central has been car-
rying announcements in seven cities
consistently for three years, and last
April began a series of TV announce-
ments in New York. The Southern
Pacific (also FC&B) i~ not using the
air as heavily as it was. The Santa
Fe buys radio announcements now and
then, is ecurrently sponsoring a 13-

(Please turn to page 55)
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C&O was sponsor of "Information Please”

Burton Holmes sells Southwest for Santa Fe
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1,000 members of TV Crities Club

reveal whieh favorite commercials

make them purchase the produet

[t may displease a lot of people and
still sell a lot of goods.

Just because a TV conmercial 1su’t
well liked is no reason to junk it. A
commercial, on the other hand, may
delight practically every viewer ex-
posed to it and still not pay for itself
in sales. Like or dislike of a commer-
cial is in itsef no criterion of the
commmercial’s efficieney,

Several of the best-liked brands re-
ported in an American Management
Counscl study (see table illustrating

this story) do not even appear on the
list of products named by the same
respondents in answer to the question:
“Have any TV commercials or demon-
strations influenced you to buy a prod-
uct you never bought before?”

This study was confined to the New
York Metropolitan area covered by the
circulations of the New York Herald-
Tribune and Daily News. It was con-
ducted by mail at the end of last Octo-
ber among 2,000 members of the TV
Critics Club.

This i1s a group spon-

2. LIPTON commercials sell well,

sored by Look Hear, a commercial TV
column written by Maxine Cooper and
at present appearing once weekly in
the News and Herald-Tribune.

Of the 2,000 names selected at ran-
dom from the Critics Club member-
ship. 1,144 filled out and returned
questionnaires. Slightly more than
half of the questionnaires were re-
turned by women, and nearly three
quarters of these worien were married.
About 609 of the men who replied
were 1arried.

Most of the women respondents
wcre housewives—064.89¢. Secretary-
bookkeepers accounted for 8.89 and
students 4.69%. Occupations of the re-
mainder of respondents were widely
scattercd, each accounting for less than
2.0%¢. Only 4.0 failed to lst an
occupation.

The men respondents, instead of
falling into one big occupational cate-
gory as did the women. were spread
widely over a dozen. Topping the list
with 11.87C was mnon-factory skilled
iabor. Skilled factory labor accounted
for 3.4%. Ofhice workers accounted
for 10.07%. followed closely by non-
factory unskilled labor with 8.9%.

Right on the heels of unskilled labor
came the professional category with
8.7°%. Student and management each
had 7.09z. Government service, sales-
man, non-active, proprietorship, and
service categories ranged down from
5.5% to 3.09%.Misellaneous accounted
for another 5.19% and 15.4¢ failed to
specify an occupation.

An impressive number of the people
who bought cigarets as a result of
a TV commercial not only bought Old

but don't show strong likability score




Golds. but also said they particularly

liked the commercials.  They are done
live with an announcer and the danc-
ing cigaret cartons.  Of the 170 view-
ers who meutioned it, ouly 13
thev disliked it.

The choice of commercials was not
influenced by a checklist.  The ques-
tion read simply: “If vou particularly
like or dislike a TV commereial, list
them under following: (1 like: | dis-
Like). Thus the commercials named
were spontaneous choices.

caid

The =ame
i true of the brands named as hought
for the first time becanse of television.

The Old Gold commercial.
ABC-TV"s Stop the Music and NBC-
TV s Original Amateur Hour captured
vearly a tlmd of the 91 people of the
sample who bought a new brand of
cigarets Dbecause of television. Per-
centage-wise. the cigaret brands men-
tioned lined up as follows:

feen on

0Old Gold 20.2%
Chesterfield 26.6
Philip Morris 17.0
Pall Mall 6.6
Lucky Strike 1.7
Camel 4.7
Miscellaneous brands .8
Brands not specified 0.4

With the exception of Old Golds and
Chesterfields, the commercial liking
score for brands mentioned bore little
if any signifieant relation to the degree
to which they were purchased. This
did not hold true for brands in every
category. but it happened often enough
to raise a serious uestion as to the im-
portance of the “liking” element. Cig-
arets lined up this way:

3. PHILIP MORRIS third in purchases, but commercials last in liking
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Question: If you partienlarly like or dislike a TY
commevrcial. list nnder like. dislike
% Who Like No. Who Like Total No. of
Product TV Commercial Commercial Respondents
Chiclets 98.1 51 52
BYD 95.3 94 98
Ballontine 94.9 93 98
Speidel 94.6 35 37
Texaco 90.0 250 275
Chevrolet 85.7 78 91
Tide 83.6 82 98
Lipton Products 82.7 86 104
Sanka 77.5 49 56
Auto-Lite 76.5 62 81
Old Gold 74.7 127 170
Lucky Strike 73.3 77 105
Chesterfield 71.5 50 70
Camel 71.0 38 52
Pepsi-Cola 61.9 26 42
Borden Products 56.2 18 92
Lincoln-Mercury 54.7 a1 32
Gillette 42.9 15 75
Pall Mall 20.0 1M 35
Philip Morris 16.7 14 55
Whelan Drug 3.3 3 84
Rank in . - o e -
Rankin  Liking luand: |)u1(.lu.nf3(l as  the res ult of
Purchase Commercials watching television, according to the
Old Gold 1 1 American Managemeut Couunsel report.
‘hes 2 : -7 . ..
(,)h?..terﬁel(l . N 3 Whether or not selling that irritates
Philip Morris . (_} as many people as do these shaving
Pall Mall 1 3 P, A
o z and cigaret commedcialz is good ad-
Lucky Strike 5 2 L . .
: vertising in the long run is another
Camel 4] 4 . . .
question.  Most advertisers are in-
Three of the most disliked commer- clined to stick with what is getting
cials, shown in chart at the head of current results. They figure to worn
this story, are those for Philip Morris. later about what to do when their

Pall Mall, and Gillette. They also hap-
pen to be the same three commercials
reported by the Starch continuing
studv of TV commercials as least liked.
Nevertheless, both Gillette and Philip
Morris rank well up in the list of new

Vot

]

ak

Gillette.
of course. is the sponsor of top-drawer
national sports events, as well as box.

advertising loses its punch.

ing every Friday night from New
York, and other event: such as the

57)
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Mr. Advertiser:

YOU CAN DO iT AS
WEI_I_ (Maybe Better)

AND FOR LESS
with
TELEWAYS
TRANSCRIPTIONS

The following transcribed

shows now available

AT LOW COST!

JOHN CHARLES THOMAS
260 15-Min. Hymn Programs

e SONS OF THE PIONEERS
260 15-Min. Musical Programs

o RIDERS OF THE PURPLE SAGE
156 15-Min. Musical Programs

¢ STRANGE WILLS
26 30-Min. Dramatic Programs

e FRANK PARKER SHOW
132 15-Min. Musical Programs

¢ MOON DREAMS
156 15-Min. Musical Programs

¢ BARNYARD JAMBOREE
52 30-Min. Variety Programs

o DANGER!' DR. DANFIELD
26 30-Min. Mystery Programs

o STRANGE ADVENTURE
260 5-Min. Dramatic Programs

o CHUCKWACON JAMBOREE
131 15-Min. Musical Programs

Send for Free Audition Platter and
low rates on any of the above shows

TELEWAYS rrosucrions.

INC.
8949 SUNSET BOULEVARD
HOLLYWOOD 46, CALIF.

Phones:
CRestview 67238 o BRadshaw 21447
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~continued from page 2-

Gilbert invades
video research

Gilbert Youth Organization has formed Gilbert Tele-
vision Research Company, and will probe looker-
listener reactions to TV commercials in home.
Technique is based on portable projector which in-
terviewer takes into living room-—any living room,
since it is battery-operated. Device repeats
actual commercials, picture and sound.

NARSR elects
Avery president

Lewis H. Avery of Avery-Knodel, Inc., has been
advanced from treasurer to president of National
Association of Radio Station Representatives, New
York, succeeding Frank Headley of Headley-Reed.
Richard Buckley of John Blair & Co., was named
vice-president ; James LeBaron, RA-TEL Representa-
tives, Inc., secretary, and Joseph Timlin, Branham
Company, treasurer. Tom Flanagan continues as
managing director.

1,800 stations aid

democracy contest
More than 1,800 broadcasting stations — AM, FM and
TV took part in nationwide "Voice of Democracy"
radio script contest, sponsored jointly by NAB, RMA
and U.S. Junior Chamber of Commerce. One million
high school students were entered.

"Feature Foods'’

to go national
After 15 vears on WLS, Chicago, "Feature Foods"
radio program and merchandising service is being
expanded to other markets by Feature Radio, Inc.,
Chicago, headed by Lyman L. Weld and Paul E. Faust.
Services for sponsors include checking distribu-
tion, and position on shelves, "educating" grocers
and clerks, arranging for promotions and checking
displays.

Video set sales seen

rising 509, in 1950
Don G. Mitchell, president of Sylvania Electric
Products, relative newcomer in TV set-making, pre-
dicted in yvear-end statement industry's TV set
volume will be 3,750,000 in 1950, or 50 per cent
more than in 1949. . .RMA — which has switched
report on TV picture tubes from quarterly to
monthly — said sales of these tubes in October
were 100 per cent more than average for third
guarter of 1949.

SPONSOR
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The

Picked Panel
ANSWEersS

Mr. Shorin

When  the  first
electrical  trans-
eription  library

became available
K MBC

broadcasting

quit

phonograph rec-
ord
We subscribed to
the idea that the
listening public is

programs,

Mr. Church

entitled to music different from that
already obtainable at any good record
shop nwsic  recorded  with  highest
possible fidelity. superior in quality to
phonograph records. KMBC was one
of the first subscribers 1o the World
Library. recorded vertical cut by the
Western Electric System, a superlative-
Iy fine recorded program service.

Do ET programs utilizing Libraries
please the pnblic? Do they build high
ratings? Do they please advertisers?
Our experience at KMBC neables us
to enthusiastically answer yes.

“The Bandstand,”™  Dbroadeast
~aturday afternoon by  KMBC
many years( and more recently also
Iy KFRND had rated as< high as 10.1
{ Conlan, November. 191710 when an-
other KC «tation was carrying a Noltre
Dame foothall game! At 40155 pan.
Mondayvs thrn Fridays on KFRM *The
Bandstand™ rated 2.5 in a Conlan area
cnrvery (March, 19190,

“A< Kansas City Dines™ is another

late
for

program we have built from the World
Library on KMBC mamy vears, re-
centhy also on KFRML When it was on

36

Mr. Sponsbr asks...

“Can a national advertiser build a profitable

program by using a station transcription

library?™

Joseph E. Shorin

dgailv. ~Monday thru Saturday 0:15-
6:30 pom.— Conlan rated it 13.8 and
12.7 in February. 1939 and December,
1940, This program has made a fine
vehicle for spot announcements,

“The Lynn Murray Show,” buih
from the World Library. on KFRM, in
March, 1949, showed a Conlan area
1ating of 3.1, damed good for Satur.
day afternoon in the great open spaces.

Our own transcription library of
“The Texas Rangers” which we syn-
dicate nationally has gained Hooperal-
ings as high as 27!

Among our current largest sponsors
of programs utilizing library ET’s on
KMBC 6 quarter-hours
weekly mid-afternoon—"“The Dick
Haymes™ show: Purity Bakeries,
Rutherford “HyPower” Chili and Ta-
males, and B-C.,

are Dorden

Arruur B. Cuurcu
President, KMBC-KFRM

Kansas City, Missouri

National  Adver.

tisers not only
an. but are find-
ing profitable
programs in sta-
tion  transcrip-
tion libraries.
While it s

true that most of

the top Hooper-

Mr. Porter

ratings are held
by drawatic and variety shows, sur.
vey has shown that, in the long yun. the
public prefers nmsie. Many eminent-
v snecessfnl musical programs have
heen selling merchandise via the net-
works for vears. and. in a numuber of
cases, independent  stations bleuding
showmanship with a siart selection of
“canned”™ musie have been sneeessful

President
Topps Chewing Gum, Inc.,

N. Y.

in actoally swinging a larger audience
than rival network stations with “talk™
programs,

Music has wide audience appeal. If
a national advertiser can find a profit-
able musical vehicle on the networks, it
follows that he can duplicate his suc-
individual markets with the
station transeription lbrary.  First of
all. the word “transcribed™ no longer
bears its once ugly stigma.  Way back
in 1935, in an audience survey that 1
conducted in Boston, it was found that
the average listener preferred trans.
seribed or recorded “name”™ talent to
equally good but relatively unknown
“live’ talent. Today a large percent.
age of the top network shows are tran-
scribed, and transcribed syndicated
shows are enjoying good ratings.  The
public has stamped its approval on
transcribed programs.- they are jus<t
as acceplable a< “live”
often more so.

cess in

shows, and

Secondlyv. a good station transcrip-
tion library will outperform a class
“A” network hne in the matter of
fidelitv.— it is replete with the “hig-
gest’” names in radio, contains distine-
tive musical arrangements especially
produced for radio showmanship. and
a tremendons amount of music unob-
tainable on records.  Library  sclee-
tons vary in length from thirty seconds
to ten or more minutes making it pos-
<ible 1o produce shows without fading
or cutting the music. The better tran-
seription serviees alko contain a myriad
of useful opening and closing themes.
fanfares. bridges, and interludes of all
kinds.  evervthing in the way of basie
ingredients and production aids need-
ed to produce a “live”™ =ounding, top
musical show of any deseription.

Winstow T. PortTeERr
Sales Promotion Manager

WINC. Winchester. 1a.
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There 1= no ques-
tion about it, the
answer is ves! Tt
has been done.
Marshall Wells
has done it with
success! They
did it in adver-
tising their Zenith

brand of major

Mr, Green

home appliances
and Coleman heaters. Marshall Wells
did it in Cemtral Washington by using
The Stars Sing during the day and
That Man with a Band in the evening.
Initially signed for 26 programs. The
Stars Sing was renewed four times for
additional 26 program cycles.  Tailor-
made selling commercials, written by
station continuity writers. were inte-
arated with program script production
aids and a featured singer each day
(in this case supplied by Associated)
to make The Stars Sing a polished pro-
duction.

For That Man with a Band a leading
popular dance band was featured with
a standard theme and a simple open
and close identification. Commercials
were “to the point.” Music during the
show was segued. The program stood
on the merit of popular music by popu-
lar artists without hackneyed so-called
“ginger bread” introductions.

Each of the shows included dealers’
names from cities of Central Washing-
ton. No question was left in the listen-
er’s mind about where to go to get the
product. Co-operating dealers and
Marshall Wells shared the cost in this
case. . . . The comment of one dealer:
“. . . there was no other advertising
used.” and that “the radio show opened
more new contacts with buvers than
any other advertising did.”

Transcription companies spend mil-
lions supplying stations with the best
music in the world. Improving script
services go with the music. voice tracks
of the stars. special themes, promotion
piecces. And that isn’t all. they are
regularly adding features to increase
the flexibility of service to broadcasters.

National advertisers can cash in on
each local market by judicioush
“beamed’™ selection of day or night
time, dependent on the product appeal.
Program and sales stafls of each sta-
tion can be of great value because of
their familiarity with each market.

W. M. “BiLL” GREEN
Program Manager
KPQ, Wenatchee. Washington

2 JANUARY 1950

'gi :"rw_.m_w!
LTy

S s
A A

G

WATTS

"Watch the
New WDSU

No Other New Orleans Station

Offers Sponsors Such Complete Coverage

of the Important Woman’s World!

Joyce Smith, Woman's Program Director,
creates and cues her AM & TV programs
to strike the rich, influential woman's mar-
ket. Gardening-fashions-drama-cooking
[featuring Lena Richards, nationally known
Creole cook}—are among the varied pro-
grams available to dollar-wise sponsors.
Write for further details!

5000

ABC

LOUIS READ

Cammerciol Monoger

EDGAR B. STERN, R ROBERT D. SWEZEY

Portner General Monoger




BAKERY GOODS

FISHING BOOTS

SPONSOR: Nolde Brothers Bakery AGENCY': Direct
CAPSULE CASE HINTORY : Santa Claus and TV
have combined their popularity with fruitful results. In
a three-time-a-week. half-hour presentation, “Nanta Reads
His Mail.” Santa was shown eating a piece of Nolde's
[ruit cake. Since the first live commercial, & programs
ago. over 1500 letters have poured in with 70¢ men-
tioning the sponsor or fus products. Locally produced by
the WTI R staff, the highly-successful program is in its
second year.

WTVR, Richmond, \a. PROGR \M: Santa Reads 1li< Mail

SPONSOR: Buff's Trading Po<t AGENCY @ Not Tisted

CAPSULE CASE HISTORY: This pleased  sponsor
drew an immediate response from the [zaak Walton dis.
ciples. Featuring a weekly sportsien’s show, plugging a
different item each weeh. the bait this time was a good
buy on fishing boots. The results were four persons in
the store 1o buy before the program was off the air with
a sell-out the next day.

WHEN, Syraco-e PROGRAM: Sportsmen’s show

—

»

AUTOMOBILES

SUPER MARKET

SPONSOR: Forest Park Super Market AGENCY @ Direct

CAPSULE CASE HISTORY : A half-lzam and a chile
bean dinner were the “stars™ of spot announcements on
the I {lear Music™ stanza (6:30-7 p.m. M-W. As a re-
sult, 89 fall hams and 153 chile dinners were sold—a
complete sell-out. The sponsor says: “I stll can’t get
over the immediate response to myv Tl demonstrations.”

WICU, Erie, Pa. PROGRAM: Spots

ICE CREAM

SPONSOR: St Panl & W, R, Stephens AGENCY': Direct
Buick Cos,

CAPSULE CASE HISTORY : This Sun(](z_)‘ evening
newsreel program faced stiff competition with Walter
Winchell as its radio opponent. Sponsors offered toy
model Buick cars to the first 100 requests and more than
1500 cards, letters and telegrams were received the next
day. A live commercial is used with a new Buick model
driven into the TV studio ecach day.

WTONTY, Minneapofis-St. Paul  PROGRAM: Movie Newsreel

SPONSOR: General lce Cream VGENCY : Not Tisted

CAPSULE CASE HISTORY Winter weather was not
a draw back 1o ice cream fans. Two ice cream suckers
were offered 1o anyone waiching Sealtest’s three-time-a-
week TV spot provided they would just send their names
1o the “Sealtest [ce Cream Man.” The offer was made on
three consecutive broadcasts the result 2617 pieces of
mail.

WBEN-TV. Buffalo PROGRAM: Spots

APPLIANCES

INERY
MILLINERY

~PONSOR: Warte Plambing & Lleetrie AGENCY : Direct

CAPSULE CASE THSTORY : A oneaninute conuner-
cial was enongh to convince this company of the selling
power of FI . A studio demonstration of a G.L. electrie
Disposall wnit was followed by an offer to absorh the
S50 installation cost of the first 5 orders recetved after
the telecast. Dozens of ealls were received. One from a
viewer 1) miles aweay and one from a local home bailder.

KOTY, Tulea PROGRAM: Spots

SPONSOR: None

CAPSULE CASEATSTORY - No sponsor. no standard
commercials  just results!  Krauss Company's milliner
offered a custom tailored hat as a “gimmick”™ on a wo-
men’s show. The very next dav four orders for exact
creations were received despite the fact they retail jor
$50. And despite the fuct. too. that few women will cver
order exact duplicates.

WDSU-TV, New Orleans PROGRAM: Joyee Smith a la Mode
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WIBAP-TV

THE STARTELEGRAM STATION

V- FORT WORTH
TEXAS

ABC e NBC e Channel 5

FlLMEl). processed, edited and narrated com-
pletely by fast-moving WBAP-TYV newsroom per-
sonnel is “Texas News,” a 10-minute newsreel
recently named the nation’s best by the National
Association of Radio News Directors.

Aired at 6:15 p. m, Sunday, Tuesday, Thursday,
Friday and Saturday* on the Star-Telegram’s
WBAP-TY, an average “Texas News”™ covers
eight stories — four from the Dallas area, and
four from the Fort Werth area. No story is over
21 hours old, and many of them develop as late
as two hours hefore air time.

“Texas News” staffers often travel over 300 miles
by auto or chartered plane to get one story. Their
filmed stories have been telecast repeatedly over
NBC and other stations across the nation.

“Texas News” is a top example of station pro-
gramming. WBAP-TV, the Southwest’s first tel-
evision station, can serve you best in the Fort
Worth-Dallas area. Complete facilities for live
programs, commercial film production (program
or spots) are at your disposal at WBAP-TV. Con-
tact the station or Free & Peters for details.

:Sponsored by Texas Flectric Service Co. Tues, Fri, Sun. and the
Southuest Chevrolet Co. on Thurs.

-
o )
- VBAP Ui
= - — = ™l
P R N Jinde 2 3TE; o
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FREE & p ETERS, INC. Exclusive National Representatives

Fort Worth Detroit Atisnts San Francisco Chicago Mew York Holly~ood
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BACKSTAGE

({Continued from page 25)

they had been influenced directly by
the radio copy.

Soon after research had gathered
this information and passed it on to
the radio department. the “dream girl”
was ready to tour the country. With
the client’s approval. plans now call
for use of one-minute announucements
in the leading markets during 1950.
The markets celected are those where
an extremely high proportion of U, S.
trug sales take place each year so that
the coverage can be considered nation-
wide for Lustre-Creme purposes. Time-
bnyer Frank Daniel chose stations for
the campaign on the basis of Hooper,
Pulse. and BMDB figires. But after the
campaign has been nnder way for a
while he and Keesely will tour the
country to get an ()n-lh(‘-spol hn])res-
sion of the campaign’s effectiveness.
worked out locally.

Such continuous checking of results
ured in the “dream-girl” eommercials
and to see how the various approaches
radio department. Even when a client’s
sales are good in a given area. L&M
is one of the important activities of the
may recommend a change in the cli-
ent's schedule. A case bike this came
up recently.  One client had a series
of evening newscasts on a regional net-
work. New ratings revealed that while
the regional network had fine hstener-
ship in several cities. It was weak in

and out in the county. Thmebmver
Daniel. together with Keesely. worked
ont a better way 1o u=e the advertiser’s
money.

Their plan. which the client ap-
proved. called for a switch to national
network stations in the area: and a
switeh from news programs to spot
announcements. The spots were hought
during station breaks between top-
notch network shows, insnring greater
listenevship distribnted more evenly in
both cities and farming communities,

In addition to spot radio sampaigns
like those deseribed above. L&M has
two network radio shows which are
also on TV (Stop the Music and the
Aamateur Hour. both enjoying high
ratings for Old Goldy. Other programs
are in preparation for other  L&M
clients.

The Amatenr llour provides a good
example of how the department func-

| tions on a network radio and television
| problem. lts history goes back to last
fall when Stop the Musie was doing

so well that it set the LL&M radio men
to thinking about a second Old Gold
program. They reasoned this way.
Stop the Music had proved it was pos-
sible to get a vast national audience at
low average cost. Why not trv for the
jaekpot?—to use a phrase made popu-
lar by another quiz program. Why not
get a second relatively low-cost pro-
gram which appealed to another tvpe
of andience?

The Original Amateur Hour. then
up for sale as a package. filled the bill
perfecthy, While Stop the Music was
along smart review lines. featuring
popular songs included as much for
entertainment as for quiz value. the
Amateur llour was homey, family en-
tertainment which might present any-
thing from a five-year-old crooner to
bird imitations.  Moreover. the Ama-
teur Honr radio program was ideal for
out of town origination, L&V, through
short but significant previous experi-
ence with the traveling Guy Lombardo
program, had realized the merchan-
dising value of a show which eould
make local appearances.

Here was one factor which might
have proved a hitch. Reemack Enter-
prises. Ine., the production organiza-
tion representing the Major Bowes ex-
tate. wanted to sell the Amatear lHour
as both a TV and AM pachage. Dut
L&M had no obpjection to this. in fact
welcomed the idea.  One of the guid-
ing principles at the agency is the De-
lief that advertisers should get into
televizion and stake ont franchi=es earlv
in the game. (lu the spring of 1948 an
L&M report to chients on T\ created
a =tir by warning that “time is already
running out on the establishment of
areat franchise for the future. . ..7)

Actually. when the Amateur Hour
was first offered to gponsors last vear
by Reemack it had already gone on the
air snstaining as a TV show (Dumont.
Sunday night). Reemack hoped atten-
tion gained for the TV show wonkd
help interest sponsors in reviving the
AM presentation of the program: it
had been off the air completely for sev-
eral years, This was decidedly new
twist on the n=nal relationship between
raciio and TV which the L&V radio
men felt was sound thinking.  \fter all.
they reasoned, TV had brought back
wresthing, dog acts. acrobats. and ball-
ing the jack.  Why not the \matenr
Honr?

This  scemed an even  brighter
thought when the TV Amateur Honr
began to build up interest and become

SPONSOR



one of the most talked-about television
programs. At this point, in July of
1948. Nick Keesely, L&M  president
Ray Vir Den. and Tom Doughten. ac-
count executive, went to the P. Loril-
lard Company and got approval for
purchase of the AM-TV package.

Tao select the time and station for the
AM Amateur Hour. timebuyer Frank
Dantel studied availabilities, compara-
tive costs. coverage, and the ratings
of adjacent programs. This last fac-
tor. in particular, influenced 1. &\I’s
choice of Wednesday night on ABC.
This the night Bing Croshy.
Groucho Marx. and Milton Berle were
on--all in a row. Anothed strong rea-
son for choosing ABC was that Stop
the Music was on this network as well:
L&M could thus buy time from \BC

at the highest discount rate.

was

The TV Awatenr llonr remained on
Dumont Sunday nights where it had
already begun to build up an audience
as a sustaining program.

Basically. the entertainment side of
hoth the AM and TV programs was up
to Reemack. L&Vs job was to con-
vert the program into sales through
Stop the Hn-
sic’s easv-going Old Gold commercials
set the pattern for the AM Amateur
Hour. The same announcer. Don Han-
cock. was to be used to deliver low-

effective commercials,

pressure. down-to-carth. and conversa-
tional air copy in line with Old Gold’s
theme: “We're tobacco men. not medi-
c¢ine men.”

But what about the TV show?

& DMitchell  believes that
everything done before television cam-
cras should be designed specifically
for the medium.  For the TV Amateur
llonr commercials. therefore. L& se-
lected a man who at that time was al-
ready a rising television personality
Pemnis James.

Lennen

Denmis James is the ingenious voice
behind the scenes who put bounce into
Dumont (WABD) wrestling telecasts
by proceeding on the logical assump-
tion that wrestling i~ a branch of the
theatre rather than a pure competitive
sport.  When one wrestler grabbed an-
other by the clbow and started twist-
ing. James would provide the sound
effects of a bone cracking.  When the
punishment seenied to grow unbear-
able, James might commient, “Dou’t
worry mother. he'll be all right.” On
the TV Amateur Hour, the friendly
and hunorous James personality was
ideal.

2 JANUARY 1950

To put that personality in the right
framework, the agency devised a living
room set complete with an easy chair,
end table, and book shelf backdrop.
James was to sit in the casy chair. look
into the hiving rooms of viewers. and
talk directly to them about his favorite
cigarette. The lines written for James
by copy chief Keveson would require
no shouting or orating: they were
merely comersation
to another.

from one sinoker

T ——,, ., . | =

For change of pace. the L&M radi
men wanted an additional commer
format involving Dennis James
talent from the show. \t first com
ctals were tried in which James a
girl quartets sang the praises of Old
Golds together.  Then the TV art de
partment struck gold for Okl Gold
In this case gold was a cigarette pack
that danced. The way the dancing
cigarette pack evolved from an idea t
one of the most effective commercials

“"LET’'S CHARTER A
AIRPLANE ,ELMIREY! "

‘%;

.
1 essir, onr Red River Valley hay-
seeds in North Daketa have an Ef-
fective Buying Income 38.2% above
the national average! That’s why
they git to live so faney!

For 27 vears, WDAY has given
these fabulous farmers hundreds of
ideas on how to spend their extra
dough. . . . Latest Hooperatings
(Dee. "18—Apr. “19) prove WDAY
gets more listeners in every period
than all other stations combined.

IN FACT, WDAY HAD THE
NATION’S HIGHEST SHARE-
OF-AUDIENCE HOOPERAT-
INGS — MORNING, AFTER-
NOON AND NIGHT — FOR
THOSE FIVE CONSECUTIVE
MONTHS!

AND OUR RURAL COVERAGE
THROUGHOUT THE VALLEY
IS ONE OF THE SEVEN WON-
DERS OF RADIO!

Ask vour Free & Peters Colonel™
for all the amazing facts, todav!
You ain’t heard nothing, vet!

FARGO, N. D.

NBC - 970 KILOCYCLES
5000 WATTS

KRk & PETERS, Ise

Exdueior Nationa! Reprismioneny
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23 December 1949

Gordon Gray,President

All-Radio Presentation, Inc.
c/o WIP
Philadelphia, Pa.

Dear Gordon:

Confirming our previous discussions SPONSOR's 30 January issue will be 100% devoted

to LIGHTNING THAT TALKS.

SPONSOR's job is to provide tools to buyers of broadcast advertising. We consider
SPONSOR's Souvenir of LIGHTNING THAT TALKS as a complimentary tool to the most
important single presentation ever made to them.

As expressed to you and to other members of your Committee, we are going all out
to make this Souvenir Edition extraordinarily useful. We won't go into the con-
tents now (we're keeping that as a surprise) but you have my word that we are aim-
ing at making this the highlight issue in SPONSOR's career to date.

Qur two top writers have been detached from normal editorial activity to work
exclusively on the Souvenir Edition until the job is done. Two other members
of our editorial staff are assigned under them. Eight important full length
features linked to LIGHTNING THAT TALKS are now being researched and written.

In view of the importance of the Souvenir Edition we are doubling our normal press
run, with the possibility that the final run may go even higher. Our guarantee to
advertisers is a minimum of 16,000 copies.

As discussed, we are setting an attractive price for bulk copies so that All-Radio
Presentation groups throughout the United States can order bulk copies for dis-
tribution to each person attending the area showings. The cost of 100 copies will
be %25. If more than 500 copies are ordered the cost reduces to $20 per 100.

Each copy will be bound with un attractive paper ribbon containing such words as
"SPONSOR's Souvenir Edition of the All-Radio Presentation Film 'LIGHTNING THAT
TALKS'."

I deeply appreciate the enthusiasm with which you and your Committee greeted our
suggestion to do this kind of job.

Kindest personal regards.

Sincerely,

7/7(”'”1 g}/ﬁ’llll

President
Norman R. Glenn/abs



% Lightning
That Talks

16,000 GUARANTEE

REGULAR ADVERTISING RATES APPLY

ADVERTISING DEADLINE 16 JANUARY

SPONSOR, 510 MADISON AVENUE, NEW YORK, N. Y.



in TV reveals how clozely all the mem-
bers of the radio department work to-
gether.

The basic idea wax to have a girl
dressed in a cigarette pack from the
hip~ up do a dance routine in front
of the camera. But how would yon
get selling punch into this routine?
Peter Keveson thi~ He
suggested that the dance music be
muted sufficiently o that Dennis James
could speak through the music and
make periodic comments tied m with
the dance yet referring directly to Old
Golds. Geesely got into the act by sug-
eesting addition of a little dancing

solved one.

match box to go with the dancing pack.
\nd Larry Holcomb made still another
contribution to the development of this
commercial when he devised a eamera
trick which made the dancing pack ap-
pear as a tiny image in the corner of
the screen while Dennis James spoke.
\fter the Amateur Hour went on
AM and TV for Old Gold, Hooper
ratings and sales resultis proved that
it had been a wise choice. The AV
Amateur Hour ratings are consistently
above average. topping many of the
more expensive shows (17 November
network Hoopert. The TV program is

ninth, with 354 and has one of the
highest sponsor identifurction ratings
in the medium (90¢7 at last check).
In the October Hooper report the Ol
Gold half of Stop the Music was n
eighth place with a rating of 37.1, giv-
ing L&M a perfect score of two out of
two in the first ten TV programs. And
Old Gold sales this vear are at all-
time high.

The AM ™ of the
Amateur Hour are not simulcast, Th(’y
are different shows with talent selee-
tions which differ widely, depending
upon visual value of the acts. But a
common theme helps link them. Each
week the AM aud TV aditions salute
the same city. The TV show can’t travel
but the AM edition can and does at
least once every three weeks, Taking
the show on the road accomplishes sev-
eral important things:

1. It helps build the show’s local
audience in the markets visited:

2. It adds variety to the program
by samphing the talent of different
areas:

3. It builds good will for Old Gold

and the Awnatenr Hoar.

and editions

Each out-of-town origination 1s run
as a benefit for some local charity, \nd
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not a cent of the admission money
made in this way goes to pay road ex-
penses of the show. This has assured
the Amateur Hour a warm reception
everywhere it his traveled.

To build up the local appeal of the
television shosw. talent from out of town
1s frequently flown into New York after
appearances on the traveling AM show.
Keessely. who personalhy  supervises
the AM Amateur Hour for L&M. ac-
companies it out of town every three
weeks.  This gives him a periodic
chance to get famhar with conditions
outside New York City. \s he puts it:
“You can’t judge the radio situation
if all you do is sit around an office
reading the Vew Yorker magazine. Tt's
astounding how tastes will vary in
different sections of the country.

Aceounts of how Keesely and his as-
sociates make basic decisions like those
required for the Lustre-Creme cam-
paign and the Amateur Hour tell pant
of the story of how a radio department
functions.  But what about ordinary
dav-to-day activities.  What does each
man in the department do to inake the
wheels go around?

Keesely. of conrse. has the executive
responsibility for the department. All
important decisions must pass across
hizs desk for approval. But. in addi-
tion. he gets out from behind his desk
frequently to take an active part in
production.  He’s in personal charge
of prodnction on the AM Stop the Mu-
stc and the AM Amateur Hour, draw-.
g ou his vears of varied radio back-
eround as a top-flight casting director,
talent head, and producer to give these
\nother
of his important roles is laison with
He's the man who irons

shows the smoothest polish.

radio ¢lients,
out amy differences of opinion which
az they always do in
He's got a thon-

mav crop up
the radio business.
~and and one jobs to do involving tal-
eut, contracts, and relation~ with nel-
Wworhs.

i command 1s

ey Hlolcomb, whose basic respon-

Keesely's  second
7
<ihilities are television prodnction and
1" ¢ auditioning of talent. Holcomb’s
the man who attends all TV rehearsals
and whips the commercials into shape.

1le's also the man who sees a constant

~stream of actors. actresses, and net-
work men with programs to sell.  The

department has an open door and an

open mind ~p()|i('). Holcomb will see
amyone with an idea for a new pro-
As he puts it: “There are as

fi=h

eran.

many i the sea as have heen

SPONSOR



caught. You can’t tell when someone
with a terrific program idea will walk
right in the door.”

Oue of the men Holcomb work most
closely with is Clarke Agnew, the TV
art director in the department. L&M,
incidently, was probably the first agen-
cy to centralize TV art responsibility
under one maun. This was paid off
nicely. Instead of having all of the
product art directors try to learn TV
tecliniques. one man concentrates on
the mediumn till he has the know-how
(and ability to keep costs down) of a
specialist.

One of Agnew’s most unusual as-
signments was construction of a set
of talikng cigarette packages for a
special commercial. He designed and
built cardhoard packs with mouths
which could be opened and shut by
hidden strings. e also handles more
routine problems.
still photographs are to be shown on
the TV screen during a commercial,
Agnew orders the photographs, makes
sure it contains the right tone values
for TV.

The man who's in charge of all ra-
dio and TV copy is Peter Keveson.
He and his assistant, Frank Buck. han-
dle the entire writing load for the de-
partment themselves. If
they can call on the space copy depart-
ment for extra writing help. just as
Clark Agnew can draw on the space
art department when he needs extra
assistance.

On an account like Old Gold where
the basic theme has been determined.
Keveson's job is to work infinite varia-
tions on that theme. When the client
desires something special in copy treat-
ment—an emphasis on a Xmas gift
carton, for example—Keveson gets a
special request down through the ac-
count executive.

For example, when

hecessaryv,

Though Frauk Daniel’s job as time-
buyer might seem self-explanatory. this
isn’t the case. Everyone knows a time-
buyer is a man who studies the radio
needs of a client and the strong points
of stations in order to make a wise
purchase of time. But few people know
what happens after the time has heen
Lought.  On a spot campaign. for ex-
ample. Daniel has a continuing flow of
decisions to make after initial schedul-
ing is over. Stations are always writ-
mg in to note that such and such a
spot was not run at the regularly
scheduled time and will Daniel accept
an alternate time. Daniel has to decide
then whether to take an alternate time

2 JANUARY 1950

or a refnnd.
Sidney  lerizel,
Daniel’s assistant in a timebuving ca-

who works  as
paeity. is also television budget con-
He <ces to it that costs for
prop< and art work m TV shows and
one-minute filins do not go beyond the
alloted figure. Hertzel has an account-
g background, worked his way up
through the agency accounting depart-
ment.

trol man.

Another member of the departinent
is Bernard MecDermott, the traflic man-

ager.  [ssentally. he’s the man who
makes  sure that things get where

they'he going aronnd the department.
He sends memos to the copy writers
reminding them of commercials due.
e sees to it that commercials are put
into the works on time, the works in-
cluding a trip to the clicut for ap.
proval and submission to the network
48 hours in advance of broadeasting.
He also <hips recorded commereials
out all over the country and hunts up
TV props. On occasion he’s provided
Frankeustein masks for a Holloween
commercial. old American engravings.
a =prig of mistletoe. and a pair of rac-
soon coats.

To what extent is all of this activity
and division of responsibility at L&M
typical?  The members of the depart-
nient themselves could give you a
pretty good answer. Several of them
have worked at one or more agencies
other than Lennen & Mitchell.  And
all of them are agreed that there’s no
such animal as typical. Buot. whether
Lennen & Mitchell’s radio department
i= “lbypical” or not, its activities cer-
tainly provide a good example of the
hasic techniques and procedures used
by amy agency radio department in
sending a client’s radio dollars where
they will do the most good.

SPONSOR'S
NEW NEW YORK

address is

510
MADISON
AVENUE

FIGURES
PROVE

AM-FM

Covers the Prosperous
Greater Wheeling
Market From

BELLAIRE, OHIO

Consult the Hooper Area Coverage
Index, 3-County Area 1949, and see
how well WTRF covers the Wheeling
{W. Va.] Metropolitan Market. To see
how economically,

See THE WALKER CO. Today

~

M RADIO ..
\S
L\ IngT100!

YOU GET THE
MOST FOR YOUR
ADVERTISING DOLLARS

ON

590-5000 WATTS

WOW-TV

CHANNEL SIX
OMAHA, NEBR.

John J. Gillin, Jr., Pres. & Gen’'| Mgr.

John Blair Co. & John Blair TV |
Representatives J

45



: |
X f .
3 3 R, {7\\{1 ’:‘

Vil A
"F\t,,-,fﬁg“’\\ﬂu,%// )

—d

!

l
f_ 1

,4
A

SE—
/ —————

/,

L
—'//

Love is still Box-Office

“Young Love”is that merry, warm-hearted
comedy of college-vs.-marriage, with Janet
Waldo and Jimmy Lydon scoring as a pair
of star-crossed campus lovers. The hilari-
ous complications of a secret student
marriage have kept a big and growing
audience howling for more.

Jillboard says: “‘a happy blend of. ..

slick production. .. bright seripting.”

Cue says: “‘fun to listen to.”

Hollywood Variety says: “‘it’s a winner
... the kids can’t miss.”

CBS says: you couldn’t ask for a nicer
show to go steady with, than this fast-
paced, top-comedy CBS Package Program.
from the able stable that put
“My Friend Irma” and “‘Our Miss

Brooks” in the winner’s circle.

.
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BUY WHERE THEY'RE LISTENING: —

NO. 8 OF A SERIES

WHEC is Rochester’s most-listened-to station and has
been ever since Rochester has been Hooperated!

Note WHEC’s leadership morning, afternoon, evening:

STATION STATION STATION STATION STATION STATION

WHEC B C D E F
MORNING 43.0 158 10.] 4.8  20.2 4.4

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

AFTERNOON 34.4 25.6 9.2 14.4 9.2 3.5

12:00-6:00 P.M.

Mondoy through Fri, Stotion
EVENING 37.5 25.5 6.7 9.1 11.8 Brif;s‘.’,'ﬁfe’:
go01030Fm . OCTOBER-NOVEMBER HOOPER, 1949 "

Latess belore closing time.

A

Representatives: EVERETT-McKINNEY, Inc., New York, Chicago, HOMER GRIFFITH CO., Los Angeles, San Francisco
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UNITED STATES
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JINGLES

tContinued from page 27)

and Chronte-Johnson. erstwhile direc-
tor of hght the British
Broadcasting Corp.. mulled over what
they didn’t like about radio. unani-
mously agreed that it was soap-hox
commercials, The public didn’t seem
to care for then. either. They decided
it conmmercials music.  After
some fatlures they got in touch with
Fdgar Kobak, then with Lord & Thom-
He saw the possibilities of their
Pepsi commercial and gave them the
green light for the now-famous

Pepsi-Cola hits the spot,

[2-0unce botile, that's a loi,

Twice as much for a nickel, too,

Pepsi-Cola is the drink for you.

music  for

to Lo

as.

This jingle, written before extensive
surveys on the subject, managed to
bullkeye the majority of “likes™ re-
vealed by the current survey shown
herem. and completed sonie 10 years
later.  In  five minutes, the pair
achieved a cately tune with product-
name-remembrance value, and a sales
story in the bargain.

Unlike tlie Pepsi five-minute miracle,
these davs little is left to happenstance.

FOR NEW YORK'S
THIRD GREAT
MARKET

ALBANY
TROY
SCHENECTADY

® WROW offers
® YOU complete

® COVERAGE and
® PROMOTION and

e SERVICE
5000 Watts « 590 K.C.

Ask
THE BOLLING COMPANY

ROW=

BASIC MUTUAL
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| Jane and Judy and Alice. goes for guys

W eeks frequemly are required for an
analvsis of the product’s potentialities.
the exact message it is expected to pnl
acroxs, whether it i< to be delivered by
a soloist or a chorus, the writing of
the jingle itself.

If the jingle ix to advertise more
than one product. its adaptability for
a variety of jobs comes in for a thor-
ough scrutiny, The choice of a tune,
too, is subject to plenty of pros and
cons, ’ublic domain music has the ad-
vantage of being free for the sponsor.
and familiar to the listener. Yet. if it's
too familiar, the listeners inay never he
able 1o associate it with a candy bar.
a razor blade, or hair tonic. Or if he
does, hiz previous knowledge of its de-
lavs his new remembrance association.
Conversely, it may require a time lapse
for a new tune to catch on. [t’s a mont
(question, but most agency executives
agree a good rule of thumb. in the
realm of public domain. is to select a
tune which strikes a familiar chord in
the memory, but doesn’t
bring on recollections of a Christmas
with Grandma.

To demonstrate the extreme versa-
tility of singing commercials, sPONSOR
lras analyzed a number of randomly-
selected network, spot and local shows
which have won lsteners” approval
and have increased sales.

Chase & Sanborn’s new jingle for
Instant Coffee thrives on humor:

For better tasting Instant Coffee.

Look for Chase & Sanborn on the

hd.

For what Mr. Chase didn’t know

about coffee.

Mr. Sanborn did.

So sold on singing commercials is
Iluge Standard Brands, which used to
sponsor such lavish programs as Major
Bowes, Edgar Bergen & Charlie Me-
Carthy, Fddie Cantor and One Man's
Family. that a year ago it shifted to
spot broadcasting exclusively, and uses
jingles for Royal gelatin, Royal pnd-
ding. Blue Bonnet oleomargarine and
Cliase & Sanborn cofiee.

Several nronths ago. Bristol-Myers
stamted a spol campaign for Vitalis.
\ccording to its agencyv.  Doherty.
Clifford & Shenficld, “we decided on
jingles beeanse we felt that o get
across to men the importance of look-

listener’s

ing well-groomed and attractive, we
needed an approach which would e
entertainiire, and still have an emo-
tional appeal.” The theme, “Every
wlio Vitalis”® sung by a mixed
quartet, snbtly sets np a sex angle not

us=e

only through the words. but by having
the female voices come out strong at
psvchological moments,
The Vitalis jingles were spotted in
many  participating programs as
possible to take advantage of an al.
ready conditioned audience. The cam-
paign started on 40 stations, Each lo-
cal M.C. was supplicd with the tran-
scribed 30-second jingle, plus straight
accompanying copy.

Pleased emough with resuhlts to up
the station total to 00 (and contem-
plating more in the near future)
Doberty, Clifford & Shenfield is still
experiment-minded.  Within the past
several weeks it made up, and is cur-
rently using, a 55-second transcription
which starts with the jingle. goes into
brief copy, and ends with the jingle.
The initial five seconds are devoted to
lead-in copy by the announcer, who is
supplied with a number of snggested
lines so he may select the one best suit-
ed to his personality and style.

The singing-talking commercial tech-
nique, which won audience approval in
the survey shown on these pages. is
represented in the majority of the ex-
amples discussed here, By sandwich-
ing the sales talk between jingles. the
advertiser loses little of his listeners’
interest and good will, gets his mes-
sage across, still remains part of the
program.

Exponents of the boy-girl technique
are Lanny and Ginger Grey, who have
been jingling (as composers, lyricists
and talent) since 1939 for sueh di-
verse products as razor blades, depart-
ment stores. hats. cold remedies, tea,
noodle soup. “"We've written and sung
more commercials for more accounts
than we can remember.” says M.
Grey, “but there's one thing we never
forget. Inevitably, one phrase of a jin-
gle remains in the listener’s memory,
just as in a popular song. We make
certain thal phrase contains the name
of the sponsor. And when people say
some products don’t lend themselves
to jingles. we can't go along.

A top Grey acconnt is the Sattler De-
partment Store in Buffalo. They hadn’t
been able to lick their advertising prob-
lem via printed media. Consisting of a
motley collection of small adjacent
stores as the firmr expanded. it had
never been able to attract customers
from the wealthy side of the tracks. In
1941, Lanny and Ginger went to work
for Sattler over several Buffalo sta-
tions witl a catchy jingle that ended
with the recommendation: “go to 998
Broadway . . . today.” (The latter de-

as
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livered in Ginger’s softest tones.)

7 i

is Red Top Beer.” “Every sale is Red

After a year. Sattler’s thought the Top Ale,” and “All 1 know. suh, is

public was tired of the jingle. rated a
change. They thought wrong. After a,
brief intertude dnring which the duo
sang an assigned jingle, public opinion
brought the old favorite back. In four
vears. hitching 12 basic verses to the
familiar tune, it brought Sattler’s dol-
lar volume from third to first plaec in
the Buffalo area. Today the clientele
buys mink coats along with bargain
basenient items.

In 1918, Sattler’s moved into their
new store, complete with air condition-
ing and the only escalator in Buffalo.
The store management credits its radio
advertising with making the expan.
sion possible, calls Sattler’s “the store
that jingles built.” Lanny and Ginger
are currently aired 102 times weekls
over WBNY, WEBR, WGR, WKBW
and WBEN.

Until this past summer. Rheingold |

Brewing Company used radio only on
a sporadic schedule to plug such events
as its Miss Rheingold contest. At the
end of the prolonged New York beer
truck drivers strike last June, the
needed a major advertising push te
remind consumers the drought wa
over and get them to thinking pleas-
antly in terms of their product. Agencv
Foote, Cone & Belding created a jingle
“Myv beer is Rheingold, the dry beer.”
a tune with an infectious swing. Thi<c
was aired in New York by Rheingold
and througzhout New FEneland. New
Jersey, Pennsylvania and Virginia for
local airings via transcription bv
Rheineold distributors.

Philip Lichmann, Rheingold’s vice-
president and ad manager. is so im-
pressed by the job done by jincles for
a specific purpose that the radio cam-
paign now heing planned will depend
on them 100 per cent. During 1950.
for the first time in the company’s
long history, radio and TV will be
used on a weekly schedule.

Another Dbeer concern which has
chalked up singular success with sing-
ing commercials is the Red Top Brew-
ing Company. Jingles have plugged
Red Top beer and ale for 12 years.
Barbarossa beer for 10 years. Chains
breaks and spot programs have ap-
peared on more than 225 stations in
150 markets located in 21 states, and
it is estimated that more than 58.000
commercials are broadcast
each year. well supported by newspa-
pers, posiers, window steraniers, and
promotional letters. Large segments of
the population can recite “All I hear

singing

2 JANUARY 1950

Barbarossa.”

The American Chicle Co. has devel-
oped its own distinctive form of sing-
ing commercials over a 10-year period.
Its lyric style is =0 linked with the
sponsor that imitators run the risk of
giving a free plug to Adams Clove,
Beeman’s Pepsin, Chiclets, Dentyne
Black Jack, Sen-Sen or Wild Cherry
chewing gmn. Here's an example:

Solo: You're all invited to
Dentyne quiz,
Do you know how good this
chewing gum is:

the

SOUTHWEST VIRGINIA’S ﬂm RADIO STATION

R —EE——mm—————.

Voice: Lasting flavor!
Solo: You're not missin’!
Foice: So delicious
Solo: Right! Now listen
Chew some Dentyne Gum
each davy
Helps keep teeth white
breath okay!

Some years back, American Chicle
occasionally tested its singing cominer-
cials against news and musical pro-
grams of all kinds. Once they had
their answer, the company devotes its
entire radio budget 1o selling via jin-
gles. The 1919 budget was bigger than
ever before; indications are it will be

Them that 4as ...

GITS!

There’s an extra puwnch in your
advertising dollar on WDB]J!
To demonstrate, look at these
Promotion figures for the Fall

Campaign (Aug. 21-Nov. 21):

Newspaper Ad Lineage ..... 19,617

Newspaper Publicity Lineage . 2,160

Spot Announcements

525

"Biggest Show"” Spots

(Daily Feature, 8:45-9:00 AM)

Downtown Display Windows . .

624
11

plus trailers, dealer cards and letters!

WDB]J’s potential audience is over a million

people who spend almost a billion dollars yearly.

DBJ

CBS « 5000 WATTS - 960 KC

Owned and Operated by the
TIMES-WORLD CORPORATION

ROANOKE, VA. ,ﬁ‘

o=

/, /,>r

FREE & PETERS, INC., National Represenr;tives
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upped in 1950.

The Chateau Martin Wine Co. de-
cided on a single identifying jingle
personality when it launched its radio
campaign in 1935, When “Gaston.”
the suave, sophisticated Frenchman
wa= introduced to listeners. Chateau
Martin was selling 15.000.000 bottles
of wine vearlv. Todav. with an annual
ad budget of §250.000 (of which two-
thirds is devoted to radio). the com-
panv about 15,000,000 bottles
vearly. Chateau Martin’s general sales
manager. Maurice Greenberg. attrib-
utes the marked inerease to “Gaston,”
who additionally appears in all the
company’s newspaper and billboard
advertising.

P & Gs Duz is an apt example of
the painstaking lengths to whiech jin.
gle-users go to make the commercial
do a dual job. fit the product to a "7
he human and intevesting. The Duz
song came into being four years ago
through an effort to harness the “Duz
does everything™ slogan to the rhyth-
mic, sudsy “slosh-slosh™ of a washing

sells

machine in use.
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Compton Advertising tried 38 ex-
periments involving different depths of
water, quantity of suds, and size of
clothes loads before the effect was ob-
tained. and the four-dine “Samba”™ ver-
sion created. As soon as it was put on
its nighttime program (*Truth or Con-
scquences” ) and its current davtime
network  serial  ("Guiding Light™).
brand identification shot up. More
important was an “extremely notice-
able sales increase which has held up
steadily,”

Educated originators and sponsors
of jingles agree that they must not ir-
ritate the listener. On that premise.
Sachs  Quality Furniture has been
breaking all the rules—unless vou ex-
amine the switch used. and the rules
themselves.

The company sponsored its first
radio program in 1925, a musical
broadeast built around the Three Lit-
tle Sachs trio which ran for 6.300 con-
secutive  performances.  Shortly after
the show started, the eompany devel.
oped the idea of jingles to supplement
its regular radio advertising. These
commercials stressed (as they still do)
the store phone number. Newspaper
ads prominently displayed the number.

To increase business for its slip-
cover department, Sachs conceived a
take-off on the crab hawker in Porgy
and Bess. In the jingle the actor shouts
“I'm tawkin’ about Sachs, 'm tawkin
about Sachs.” But here’s the switeh in
the rule: After irritating the audience
beyond mortal forebearance, the com-
pany is smart enough to capitalize on
the reaction. The jingle is interrupted
by machine gun fire followed by: “We
shot him and we're glad. We're the
Three Little Sachs, and he's heen driv-
ing us erazv. too. Come to think of it.
Sachs Quality slip covers are something
to shout about.”™ ete.

Erego. listener and the Three Little
Sachs are brought together in mutual
mnderstanding, chuckle, and
Sachs’ slip-cover department is doing
more  than  $1.000,000
nnally.

ill](] R

business  an-

Most successful of the jingles is
“Chitquita United  Frait
bonanza which is equally successful in

Banana.”

selling bananas. instructing Listeners
in their care and preparation. and in
lending a hand to starving kids abroad.
[ 175 entire spot campaign on oceasion
has sold nothing but good-will, relief
from famine. As this was being writ-
ten, Chiquita was worried about the
New York water shortage. So UF was
recording a new verse along these

.

lines: “Here’s Chiquita to say some-
thing we should remember
Our H,0O supply is getting
Don’t use water, unless you
oughter.”

Possessed of a very definite person-
ality. sense of humor. and philosophy,
Chiquita is a reflection of ['nited
Fruit’s thinking as exemplified by
Partridge, who has been with the firm
nearly 35 vears, “I'm having so much
fun with Chiquita Banana.” he says,
“that if I had an independent income,
Pd do this job for the sheer love of it.
We aren’t just trying to sell bananas
in place of some other fruit; we’re
trying to do a job for the entire fruit
industry.”

each day.
very low.
think vou

Thus, Chiquita often sings about her
new bean, “Johnny Apple.” plugs Kel-
logg’s Corn Flakes as a wonderful com-
bination with bananas. And no one
laughs harder than United Fruit at
Chitquita’s cartoon appearances, and
the numerous lampooning versions of
the jingle.

Written by Garth Montgomery. lyr.
icist, and Len MacKenzie, composer,
in 194 the sponsor and agency inne-
diately went overboard for it. It took
six_months for the public to follow
suit, but when it did, the attachment
became ardent and lasting. The jingle
has been played by the Boston Svm-
phony, commented on by Time maga-
zine, and featured in a sermon at the
Fuclid Avenue Baptist Church. As a
technicolor 80-second film, it has been
shown in nearly 100 motion picture
houses. many of which would never be-
fore aceept a commereial film. Recent-
Iv. it made its TV debut—an event of
such proportions. and one vequiring
such an unusual omount of previous
groundwork that it will he dealt with
in detail in the second part of this ar-
ticle, devoted to singing commercials
on video.

The history of “Chiguita Banana”
is 50 replete with produetion problems
and their solution. with the concep.
tion and workings of a highlv inte-
grated advertising  philosophy. with
hunan-interest value closely paralleled
by fundamental working value, that it
will be the snbject of an entire spoxsor
article in a fortheoming issne.  * * %

510 MADISON AVE.
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RAILROADS
(Continued from page 31)

week series of Burton Holines film
travelogs on three video stations. The
Milwaukee Road, however. regards its
eight-year sponsorship of 15-minute
newscasts over some 25 on-line sta-
tions in the Northwest, as a basic part
of its advertising program.

A recent convert to broadcasting is
the Lackawanna which on 15 Novem-
ber began a schedule of one-minute
musical announcements in 20 on-line
cities to help introduce the new stream-
lined train “Phoebe Snow.” J. Hamp-
ton Baumgartner, public relations man-
ager, said: “While this is our initial
venture into radio. we regard it as a
primary part of our advertising pro-
motion in support of the ‘“Phoebe
Snow.” In all probability we shall con-
tinue to use radio after this special
campaign has been concluded.”

Among consistent sponsors of news-
casts are the Chicago & North Western
and then Denver & Rio Grande. Both
radio and television are major factors
in Boston & Maine advertising.

On the other hand. although ile
Chesapeake & Ohio was a regional
sponsor of Information Please on Mu-
tual from 26 September. 1947, to 25
June, 946 (when Robert R. Young was
stirring up public opinion to influence
the Interstate Commerce Commission
in letting him exercise his “working
control” of the New York Central),
it has done no air advertising since.
In fact, C&Q’s entire advertising pro-
gram has been sharply reduced this
year.

The biggest share of the cost of The
Railroad Hour falls on such leading
roads as the Pennsy, New York Cen-
tral, Union Pacific, Santa Fe and
Southern Pacific. But even including
them the average cost for all 134 roads
1s only $7.463 a year or $146 a broad-
cast—which is certainly less than any
of them pay to print timetables.

Featuring Gordon MaclRae. baritone.
aund a different female star each week,
the series consists of a streamlined ver-
sion of operettas and musical comedies
with well known guest singers.

The AAR and it members promote
the program in various media—includ-
ing car cards, dining car menus, pos-
ters, envelope stuffers, tag line< in AAR
magazine advertising. employee maga-
zine features and ads. timetahles, and
announcements on terminal public ad-
dress systems,
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Of the four consecutive shows on
the NBC “Monday night of music,”
the latest looperatings give Railroad
Hour 9.6, as against 8.1 for Voice of
Firestone, 6.3 for The Telephone Hour
and 5.0 for the Cities Service Band of
America.

To learn what type of listeners the
show was attracting, AAR last March
(when it was on ABC) offered a 04-
page question-and-answer booklet
about railroads, entitled **Quiz.” It
brought 37,753 requests. Subsequently,
repeated briefly at the end of seven
broadcasts, the nuinber rose to 49,383.

Analyzing the response, the AAR

found that, although no comment w:
requested, 7,241 wrote favorably of
The Railroad IHour. There was only
one unfavorable comnment. Sixty-four
per cent of those who replied were
men, 25 per cent women, 8 per cent
children. and the rest not identifiable.

The Chicago, Milwaukee, St. Paul
& Pacific, better known as “‘the Mil-
waukee Road,” has long used radio as
a hasic part of its advertising program,
reports C. C. Dilley of Chicago, adver-
tising agent (manager).

“Our earliest exeperience was with
live and recorded one-minute announce-
ment,” he said, “but for the past eight

*
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IT TAKES WBNS TO RING CASH
REGISTERS IN CENTRAL OHIO—

In and around Columbus in central Ohio are 163,550 families
who loyally keep their radios tuned to WBNS day and night.
They have learned by a quarter of a century of listening that
they can believe what they hear on WBNS. This market is not
only thoroughly covered by WBNS but there is the extra bonus
of program duplication on the affiliated FM station WELD. That's
why advertisers who wish to do & complete and profitable selling
job in central Ohio naturally select WBNS as their principal
radio medium. WBNS has a long list of both local and national
advertisers who consistently broadcast their sales messages over
this station for year after year to the tune of sweet music on
the cash registers.

ASK THE LOCAL ADVERTISERS
ABOUT WBNS ... THEY KNOW—

The local merchants know from experience what radio station
pulls returns and which one does not. They get together. .
They compare notes, . . . So ask Roger Jewelers, Carlile Furni-
ture, Hanna Paint, Capital City Products Company, Reubens
and dozens of others here in Columbus. Many of them will tell
you that they have been using WBNS for twenty-five years and
each one will testify that this station always brings in the cus-
tomers and does the job at low cost too.

YES, AND ALSO ASK THE NATIONAL
ADVERTISER ABOUT WBNS —

National advertisers do not spend their money wildly. They test
and retest before embarking upon & campaign. . . . And here in
Central Ohio the field tests supported by Hooperatings prove
that WBNS has the audience which does the buying. That's why
more national advertisers use WBNS than
any other Columbus station.

OHIO IN COLUMBUS, OHIO IT’S

POWER 5000 D+1000+«N CBS

ASK JOHN BLAIR

»*




years our major use of radio has been
15-minute newscasts on-line sta-
tions” —currently 25 of them. Com-
mercials are devoted primarily to train
service, such as the “Hiawathas.” But
some are institutional: some promote
lesser-known departments of the rail-
road. such as the agricultural, mineral
and industrial departments. Others dis-
cuss freight service, or tax problems;
special trainsg and conducted tours, or
new stations or other local improve-
nients,

on

“Our radio advertising. except for
a series of announcements in Alaska.”
Mr. Dilley explained, “is on a once-a-
week, vear ‘round basis. with the day
and time chosen to reach an audience
of both men and women.” Other adver-
tising is used to support radio pro-
grams only when the railroad changes
stations or newscasters.

Although the Southern Pacific has
had considerable experience with ra-
dio. it has done “very little’” with it in
recent vears, replied Fred Q. Tredway
of San Iraneisco, general advertising
manager.

“Before the war for several years
we put on several types of programs,

-dramatic and then audience partici-

FIRST
AGAIN!

Sunday afternoon tele-
vision programming has
been started by KDYL-
TV, marking another

“first” for Salt Lake
City’s first television
station.

In 1950 — to tap the
rich Salt Lake City
market — remember

these powerful selling
twins, KDYL and

KDYL-TV, always out
in front.

National Representative: Joha Blair & Co.
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pation—in Los Angeles, “getting SP
executives there were pleased with the
programs and “felt they were helpful
m a promotional way, although we
could not get any definite indication
in dollars and cents.” A high propor-
tion of SP pas<engers had heard them.

During the war the railroad spon-
sored a half-hour dramatic program
over Mutual—Don Lee to recruit la-
bor. Hooperatings ranged from 5 to 9.
For a year after the war’s endn the
SP continued to sponsor the show, for
traffic promotion.

“Although we had a very good au-
dience” throughout the entire period.”
Mr. Tredway pointed out, “we got very
little reaction in defiuite sales or from
offers of hooklets or similar material.
. .. We regard radio as a good back-
ground medium for our other adver-
tising. . . . We feel that spot radio is
the most effective for our purpose, and
particularly good when anouncing a
new service, a new train, ete.” He ad-
mitted, however. that as “sporadic
user,” the SP has had trouble in get-
ting good announcements.

The company’s radio programs have
been promoted in newspaper, outdoor
poster, window display advertising and
newspaper publicity.

A more consistent announcement is
the New York Central, which has used
one-minute radio announcements for
three vears. About 15 announcements
are scheduled weekly in Boston, Chi-
cago. Cincinnati, Indianapolis, St.
Louis, Springfield. Mass., and Wor-
cester.

The announcer devotes about 15 <ec-
onds to straight weather reports prior
to the commercial, the bridge into
which is: “But it's always fair weather
on the ‘Mercury” and “Twilight’ ”"—or
the “Southwestern Limited,” or some
other train. The announcements also
have been used for all-expense tours
and excursions.

The Central’s hroadcast eflorts, said
Harry W. Frier. account executive
at FFoote, Cone & Belding, New York,
are “100 per cent passenger traffic and
not ‘institutional’.” Broadcasting s re-
carded as an “essential” but “not nec:
essarily a primary part” of the adver-
tising program. Announcenents are
employed because they provide “flex-
ibility in localizing our message.”

Since last April the New York Cen-
tral has sponsored a series of six one-
filmed television  aunounce-
ments a week on New York City sta-
Nine different feature

minulte

tions. ones

trains, coach service, overnight service,
resorts.

The railroad considers the TV effort
as “‘experimental. It is virtually impos-
sible to trace any direct results to it.”

The Atchison, Topeka & Santa Fe
uses announcements “occasionally.” re-
ported A. A. Dailey. Chicago, general
advertising manager. “Those occasions
are when we want to put some extra
promotion behind some of our service
in a particular community where sales
are dropping ofl.” The announcements
are broadcast several times dailv for
two or three weeks. “So far this year
we have used spots in three different
areas.” Usually these are scheduled in
conjunction with newspapers—‘“and
the combination usually helps Dboost
sales.” He could not say which of the
two media does the better job.

The Denver & Rio Grande Western
sponsors a morning newseast in Den-
ver, an evening one in Salt Lake City.
Both are three times a week. In addi-
tion, during the skiing secason, the
D&RGW uses announcements on disk
jockey shows, to attract teenagers.
and on evening news shows, to reach
adults. Ninety-five per cent of the
commercials, said Malcolm T. Sills of
Axclsen Advertising Agency. “pro-
mote specific passenger trains and
¢pecial excursions, 3 per cent are in-
stitutional, and 2 per cent promote
freight business. The R&ERGW devotes
about 5 per cent of its annual hudget
to radio. It promotes the radio pro-
grams in window displays and in
footnotes on outdoor advertisements.

Ski special commercials, are re-
sponsible for the majority of ski-train
sales. The road could not measnre
aceurately the response to newscast
comniercials, “but comments to ticket
agents and officials indicate that they
are eflective.”

The Chicago & North Western re-
ports only one broadcast program.
the “400” Hour, an early-morning
newscast over WGN, Chicago. The
railroad. however, has sponsored it
for more than 10 years—which may
be a record for railroad consistency
on the air. Several years ago, when
the CANW announced its intention of
discontinuing the show. so many lis-
teners  complained that it was con-
tinued,

“Radio has always elosely
linked with thie Boston & Maine in its
advertising schedules.” replied George
11. Hill of Boston. publicity manager.
“The B&M was one of the first roads

bheen
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to use radio for public relations. The
jingle “Timetable Mable” was com-
mercially scheduled more than 500
times, and became so popular that it
was printed in sheet music, chosen by
listeners as oue of the most pleasing
radio commercials.”

The B&M has now jumped into
television. On 30 December, 1948, it
started the Boston & Maine Winter
Sports Special. Featured each week a
different on-line sports area and a talk
by a representative of that arca. The
stage set was the interior of a ski
lodge. After the talk, a 150-foot film
showed the area and skiing conditions.

Its next TV venture was the Boston
& Maine Railroad Show. On-the-spot
films featured different railroad opera-
tions, and an official discussed them.
During this 10-week series viewers
“rode” the cab of the “Kennebec” ex-
press from Boston to Portland. An
offer of a set of photographs of this
run, made on two shows, brought in
1.500 requests.

Last fall the B&M went into TV
again with a 13-week series featuring
New England cartoonist Francis Dahl,
known for his good-natured ribbing
of Bostonians. A Dahl fanily romps
through situations in B&M cars. Com-
mercials are Dahl cartoons.

Since Earnest Elmo Calkins wrote
the first “Phoebe Snow” jingles for
newspaper ads, 40 years ago, the Dela-
ware, Lackawanna & Western has been
jingle-conscious. But it did not put
jingles on the air—in fact it didn’t
get on the air at all-—until the new de
luxe “Phoebe Snow” began the New
York-Buffalo run on 15 November.
1949,

Then a series of three to six sing-
ing commercials a week, scheduled for
13 weeks, proclaimed:

“The new ‘Phoebe Snow’

The streamliner queen.
The new ‘Phoebe Snow’

It rides like a dream,
Oh the new ‘Phoebe Snow’

Is stealin’ the show
The fastest, safest. smoothest ridin’

Way to go!
“Deep-cushioned seats

A wide-window view . .
A roomy Lounge-Car

Just waitin’ for you.
The food is divine

And you'll be on time,
So go Lackawanna

On the ‘Phoebe Snow’

New York to Buffalo—Phoebe

Snow!”
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TV SURVEY
(Continued from page 33)

rodeo from Madison Square Garden.
The World Series broadcasts came dur-
ing the month covered by the survey
reported here.

include both
kve comments by announcers and film

Gillette commercials

spots with a demonstration of some
kind. Philip Morris oflers their com-
mercial via CBS-TV’s Candid Camera
t Monday 9-9:30 p.n.) and Ruthie on

the Telephone (every mght except

Wednesday and Sunday, 7:55-8), and
ten filmed spots weekly on WABD and
\WWNBT.

Chesterfield commercials presented
via Arthur Godfrey and His Friends
(CBS-TV) and Chesterfield Supper
Club (NBC-TV) not only had a good
liking score in this survey. as they did
in the Starch report for the same pe-
riod, but weren't far behind the Old
Gold pitches in winuing new users.
The question of how long such new
users remain “loval” to the brand is.
of course, a subect for further inves-
Ligatron.
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It is obvious that other factors are
at work besides liking or distliking a
comunercial to account for its power

to move products. Otherwise the buy-
ing curve would closely parallel the
attitude curve. Another important fac-
tor is the memory value of the com-
mercial. No attempt was made by this
survey to check this factor. But the
Starch studies reveal that high memory
value of a commercial does not nec-
essarily coineide with either liking or
the “brand aceptance™ of a product.

In Starch’s terminology, “brand ac-
ceptance” refers to a person’s attitude
toward buying a product. It is ascer-
tained by queryving a sample of both
viewers and non-viewers as to which
of several brands they would purchase
if they were going to buy. The differ-
ence (if any) between the preferences
of viewers and non-viewers represents
the “brand acceptance™ figure.

An ingredient even more important
in a commercial than liking and mem-
ory value is its believability. Fornat,
content, presentation of a commercial
may be pleasing 10 a subject, even
though he disbelieves or doubts the
truth of specific statements or claims.

A commercial may be entertaining
—or not—and this will strongly af-
fect its like or dislike rating. This is
naturally important in so far as the
entertainment value may be important
in getting and holding attention. The
results of this survey. as has been in-
dicated, reveal that well-hiked commer-
cials aren’t necessarilv  good <ales
tools.

Action-getting components of a con-
mercial were studied comprehensively
in the last war by Capt. Horace
Schwerin for the U. 5. Government in
the interest of its pro-
gram.

cohservation

Schwerin (now head of the qualita-
tive resecarch firm bearing his name)
and his associates discovered that be-
lievability, along with memory value
and likability were most important in
moving people to action with a sales
argument. Believability turned oul to
be most important of the three. These
elements are expedient checking points
for commercial effectiveness in hen of
shadowing prospects to see what they
do after being exposed to a sales talk.

Nobody shadowed members of the
TV Critics Club. who took enthnsias.
tic advantage of their chance to talk
about TV programs and give other in-
formation. But the American Man-
agement Counscl did the next Dest
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thing. They asked viewers what prod-
ucts they had actually purchased as a
result of watching television.

Food products accounted for $9.19%
of all products first purchased be-
cause of TV. Lipton products, plugged
by Arthur Godfrey on Talent Scouts
(SBS-TV)). alone accounted for 31.9%
of all new brand purchases in the food
category.

Godfrey’s commercials are general-
ly conceded by the public and the
trade to be both entertaining and
credible. This latter quality, of course,
springs largely from the effect of sin-
cerity possessed by Godfrey in so re-
markable a degree. The fact that to
most Godfrey listeners his commercials
are entertaining also shows up in the
high liking score seen in the table ac-
companying this article.

Kraft products were second to Lip-
ton with 10.9%. They are plugged on
the NBC Television Theater. Except
for Hi-V orange juice with 52% and
Borden products with 4.977, ten other
products named had under 3.0% of all
those television influenced to
buy new food brands.

whom

Texaco products, plugged on the
Milton Berle show by the famous Tex-
aco products, plugged on the Milton
Berle show by the famous Texaco
pitchman, accounted for 51.6% of
auto accessories purchases: Auto-Lite
garnered 27.47 .

The table of likes and dislikes
shown at the head of this article was
hmited arbitrarily to those commer-
cials mentioned a minimum of by 35
respondents. Most disliked of all com-
mercials in that table were those of
Whelan Drug Co.. on DuMont’s Satnr-
day night Cavalcade of Stars.

Main reason given was that com-
mercials interrupt the show too fre-
quently. These commercials are filmed.
Another gripe was the manner in which
the camera picked up the m.c. right
in the middle of some business being
enjoved by the studio audience. View-
ers feel thev’re missing something.

Despite the fact that 89 out of 92
viewers disliked the Whelan commer-
clals. one of their advertised produets
ranked fonrth on the hist of products
in all categories first bought becanse
of TV inflnence. The item is Heed! a
deodorant. It was outranked only by
Tide and Lipton products.

Several exceptionally well-liked com.
(note this
storv) did not inflnence enough of
the sample (ten or more) to make the

mercials chart  heading

list of those products purchased by
members of the Critics Club sample
for the first time. This list was pub-
tished in part one of this series.

Among these brands are Chiclets,
BVD. Ballantine and Speidel. The
selling has to appear credible in or-
der to get action. Nobody yet has
been able to lay down specific rules
for achieving this precious quality.
Each product and situation scems to
require highly individual treatment.
Schwerin Research Corp., as well as
the research departinents of McCann-
Ericksen and other agencies, has done

work in this field.

It will be noted that Gillette com-
mercials are disliked more than liked,
yet they were highly effective in com-
petition with competitive commercials,
moving 75.0% of those who said shav-
ing accessories commercials influenced
them to buy.

In wmost product categories, one
brand strongly dominated all others in
the sample’s report on commercials
that made them first try the product.
It is also interesting to note that the
Starch “brand acceptance” for prod-
ucts common to both lists (tested dur-
ing the same period) finds most prod-
ucts in the same relative rank as they
appear on the TV Critics Club report.

Among hair preparations Wildroot
led with 48.1¢¢. Vaseline was second
in the group of seven with 22.2%.
Colgate topped tooth pastes with
37.4%.

Next to Tide’s overwhelming 76.2%
came lvory with only 8.4%. Among
coffees Sanka dominated in similar
fashion with 80.0% to it’s nearest com-
petitor, Maxwell House (both Gen-
eral Food products) with 10.09.

While Candies were closer bunched,
Nestle’s with 33.39C was exactly three
times stronger than its nearest rivals,
Mason. Musketeer. and Bonoin’s, each
with 11.1%,

Among eight beers. Ballantine led

the parade with 43.57% to Schaeler’s

30.0¢ and Rheingold’s 10.097.

General  Electric  appliances.  with
24.277 exactly doubled Westinghouse
with 12.17¢. These percentages are all
hased upon the total number of re-
spondents who bonght in a specific
product group ax a result of TV com-
mercials.

The unusual dominance of a single
brand in so many product categories
calls for careful analysis to discover
what relevant factors weigh most heav-
ily in this result. It scems clear that
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much more work needs to be done on
the factors that make a commercial

credible. [f the viewers believe the

advertising claims advanced on tele-
vision—it may not bhe so 1mmportant
whether the commercial is entertain-

ing. * ok ok

GREATER LOUISVILLE
(Continued from page 29)

The Greater Louisville Association
started advertising almost as soon as
they set up their adding machines.
Even in the earliest days of the com-
pany Flexner helieved in it strongly.
“l1f we are consistent in the things we
stand for and offer, the citizens of this
area will benefit by taking advantage
of them. But we must get the word to
them.”

The Association first took its story
to potential customers through the
newspapers. And they used them con-
sistently. Although newspapers have
to share 25% of the company’s adver-
tising budget with bus cards, there has
been a Greater Louisville ad in The
Courier Journal and The Louisville
Times every day for the past 25 years.
But almost as soon as radio made an
appearance, the Association turned to
it as a way to sell goods.

“I remember that I was interested in
radio even back in the days when I
used to listen to my crystal set—giving
out mostly noise with, once in a while,
a faint voice or a little music. But as
reception improved, I began to think
thta may be others with radio sets were
just as much interested as I. [ thought
that if I could explain to these people
what our association offered in the way
of safe investment of their money, and
an economical home loan, that I could
do a real selling job for our organiza-
tion.”

suited the action to the
words and the Association wemnt on the
air for the first time on New Year’s
Eve, 1925—with a full-length presen-
tation of the opera Faust. The pro-
gram took two hours and was the first
opera heard over the air in Louisville.
Although Greater Louisville added oth.
er programs shortly afterward, it main-
tained the two-hour monthly show for
several years.

Flexner
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Even in those early days, Flexner
was sure of his medium. “There was
a good deal of trial and error. We had
to learn by experience what would
click and what would not. Much of
the criticism we received would have
made an advertiser give it up as a bad
job—the imitations snakes we used to
get through the mail, for instance. But
what kept us on the air trving to sell
our wares. was the fact that our busi-
ness was increasing by the day. and
so many of our customers mentioned
the fact that they had heard about us
on the radio. I knew 1 had found a
medium that would get the story of our
institution into every nook and cor-
ner.”

By 1927. after two years of radio.
the company had $3.000,000 in re-
sources. It moved into larger quarters
and, when radio itself was only a few
years old. set up its own broadcasting
studio in the new building. In that
vear too, they started the collection of
a mnsic librarv and added the half-
hour children’s show to their schedule.

In their years of radio advertising,
Greater Louisville has adapted its com.

lists for

building
paigns, one important Media Director says:

Referring to spot

*I check sTANDARD RATE on cverything in it about
Then 1
! check the surveys on
number of homes that listen and 1 also look into

the stations in the markets we've selecteld
check the station reps.

the listenership ratings.”

I1’s a nerve-racking job, isn’1 1!, when you can’t gel
Or when it takes too long to

the data you want.

m 2 thow otounding
get i1. Many stations are making it easier by run- " HEOER)

ning Service-Ads that supplemcm and cxpand the A CTIDCESS
data in 1heir skps listings. The KHMO Service-Ad

cshown here, for instance, offers a new survey agen- Np P e

cies and advertisers will want.

ut

"
llbl‘°
B\ o

' STANDARD RATE & DATA SERVICE,

stations | hupe to get

radio cam-

Other Service-Ads
give other kinds of information that helps buyers
buy. Waich for them when yon're n<ing smps.

mercials to changing times and their
own problems. During the 1937 flood
the company continued its broadecasts
on batteries, and eliminated all the
commercials from its programs. In.
stead of commercials, Flexner broad-
cast reports of the flood. news of miss.
ing persons and messages of encour-
agement. The good-will impact of this
measure was proved by the stream of
requests for Flexner's taltks that were
received after the flood. During the
war. too, commercials plugged saving
for postwar home building and the
buying of war bonds.

Today, Flexner's commercials have
settled down to a pattern that combines
institutional and direct-selling copy,
related closely to whatever aspect of
the business needs a lift. The first ten
days of each mouth, for instance, are
used to plug investments; because
money invested during that time starts
earning interest as of the first of the
month. Of late, Flexner has also begun
a system of dedicating musical num-
bers to customers. A piece of music is
dedicated to a recent investor, for ex-
ample: his name is not given. but the

Here's how | decide which

]‘ NOW AVAILABLE!

SEE KHMO FOR NEW SURVEY
COVERING LISTENING HABITS
IN' 38" COUNTIES OF MISSOURI,
ILLINOIS and 10WA

Yer @1l poy you 16 ree the new June. 1949 Conlon Study
of lntens nq hobin p\l completed in the Tri S101e ore0 of

= 070 K
KHMD ;220 o]

(CEOIIE 100 May HOm 11 LWL mAMmBAL WO

PP ———

This Service-Ad appears for your
convenience near the KIIMO lisi-
ing in swps Radio Section.

uuuuuu

Inc.

The National Authority Serving the Media Buying Function
Walter E. Botthof, Publisher

333 NORTH MICHIGAN AVENUE, CHICAGO 1,

ILLINOIS

NEW YORK'+sSAN FRANCISCO = LOS ANGELES
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town he lives in is nmientioned. Flexner
finds that these dedications are notice-
ably followed bv the arrival of addi-
tional customers {romn the same local-
itv.  Since the accepts
money for investment from any part
of the country but confines its lending
a fifty-mile radius of
Louisville, the content of the commer-

Association

activities to

cials is also varied slightly too, in ac-
cordance with the coverage of the sta-
tion they are being aired over. (There
are. incidentally. names from all over
the country in the Association’s books.
Many of them. Flexner says, are hold-
overs froin “the early days of radio
when there were only a few stations
on the air and our programs reached
from coast to coast.”)

The company has kept a sharp eye
out for improvements within the or-
ganization. In 1933, it became the
first organization of its kind in Ken-
tucky to operate under a Federal char-
ter and federally insure its savings and
The home re-
search plan. set up during the war. be-
came a kind of giant home lending
library with photographs and plans of
more than three thousand houses. The
plans, including specifications, floor
plans, mill lists and lumber hsts. are
furnished free of charge to customers
who wish to take out home loans. Re-
cently they completely remodeled their
four-story ollices in Louisville and add-
ed such customer-appeal features as
Muzak and small rockers for children.

imvestment accounts,

Today the company’s coverage of
Louisville radio is =0 extensive that it
should be difficult even for Flexner to
keep track of his programs. Spending
three-quarters of its $75.000 advertis.
ing budget on radio, Greater Louis.
ville starts its week on the air with a
I5-minute program on WGRC at 6:30
in the morning. This is followed by
15 minutes on WKYW at 6:45, on
WINN at 7:00, WAVE at 7:15. and on
WKLO at 7:30  all broadcast Monday
through Saturday. While the programs
for cach station are different, they all
consist of four transcribed inarch se-
lections, with opening and closing an-
nouncements and a two-and-one-half.
minute commercial by Flexner in the
middle. Says Flexner, “By using the
five stations. beginning at 6:30 and
running until 7:45. it has been proved
to us that we can catell people no mat-
ter what time they get up.”

But that’s only the beginning of the
company’s radio day. At 11:45 there
is a daily 15-minute program of tran.
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scribed classical and semi-classical mu-
sic over WGRC. with the same kind of
announcements and middle commer-
cial. Over WINN, there is a daily 5-
minute musical program at 12:25 with
three-and-one-quarter minutes of mu-
sic. one-and-three-quarter of message.

The company uses the air in the
evening hours. too. They sponsor a
daily 15-minute newscast at 5:45 over
FM station WRXW —a station they
started buying before it was a year
old. Over WKLO goes the Greater
Louisvile Music Room Program of
semi-classical music for 15 minutes
every Sunday afternoon. On Saturday
nights at 6, the Greater Louisville Hour
goes out simultaneously over WINN
and WKLO. This live program fea-
tures the Greater Louisville Ensemble,
a mixed quartet that has been on the
air for the company, over one station
or another, for the last twenty-five
years. The Greater Louisville Hour
originates in the company’s studio.
with Flexner doing the commercials
live. and is fed to the stations by an
engineer.

As for television, Mr. Flexner does
not think it will affect his buying of
radio time, although he hopes that his
company will grow with the new medi-
um as it did with radio. The company
went into television for the first time
on November 24th. sponsoring an m.
portant local football gave over
WAVE-TV. On December 1st. a daily
one-minute spot progranm was started
over the same station and Flexner
hopes to follow this soon with a week-
kv 15-minute program.

JOSKE’S

(Continued from page 25)

looked more than a bit damp by mid-
morning.  Emergency flood activity
outside the store was urgent. and swift.
Inside. anxiety over the state of the
city. The empty aisles at Joske’s looked
ominous. It rapidly reached a point
wher ad manager James Keenan de-
cided some emergency measures were
also indicated for the stoer.

Like all in the Alamo City, he dialed
the radio for latest information, tun-
ing in first to Joske’s year-round-spon-
sored newscast on KITE. What he
heard from Chief Meteorologist Orin
[Edringtou-—brought in by special lines
for a minute-by-minute account of con-
ditions over the station- was encour-

el e L A —

aging, “It’s all over.” he told listen-
ers; “let’s get back to normal.” Police
officers, also broadcasting over special
lines, were equally assuring.

Further dialing brought in Henry
Guerro’s news en WOAIL  He was re-
assuring, too. “‘Let’s get back to nor-
mal.” Let’'s in effect, get over to
Joske’s.

Keenan then and there decided 1o
let loose a flood of his own. Calling
for all 50-word availabilities on KTSA,
KABC, KONO. KIWW and KCOR
(the last two Spanish-language stations
to cover the hard-hit Bexar county’s
160,000 citizens of Mexican descent),
Keenan went to work with Violet
Short, Joske’s radio director, and Bob
Holleron. radio account manager of
the Pitluk advertising agency.

The trio knocked out copy on the
double, plugging the fact that teh store
would be open for shopping until nine
thta night. Delivered to stations by
hand, it was on the air within an hour.

The hand-in-glove “it’s all over. let’s
get back to normal” and “Joske’s will
be open till nine tonight,” repeated at
10-minute intervals over all stations,
had immediate effect.

Relieved shoppers arrived in holiday
and buying mood, by car, bus, and
taxi. At store closing time that night,
Joske’s had rung up the third largest
day in its sales history. The following
day. bombarded by similar announce-
ments from 0:40 am. to 9:15 p.m,,
the customers more than got into the
spirit of things.

For the week ending 29 October,
here’s what the Federal Reserve statis-
tics show: San Antonio sales up 40
per cent in retail sales compared with
the same period in 1948; a Fort
Worth increase of two per cent: a
Dallas decline of one per cent: a drop
in Houston sales of four per cent. And
a national average department store
drop of seven per cent.

San Antonio’s increase was attrib-
uted by the 4 November issue of The
Wall Street Journal 1o the Joske-Days
sales.

“Without minimizing the vital role
played by other media used. in the
overall success of Joske days,” says
advertising manager Jim Keenan, “we
attribnte an important part of onr first
two days’ record to our radio adver-
tising. It proved again two of radio’s
greatest advantages and selling points:

instant accessibility and complete flex-
ibility.” * ok ok

SPONSOR




40 West 52nd

(Continued from page 7)

1 capitalize COMMERCIAL because
| presume that was the basis for not
including WJR in your review of sta-
tions actlivities in rural programming.
And I must confess you were justified
in passing up WJR. For fifteen years
now we have been serving Midwest
farmers on a purely public service
basis.

\We must be doing a pretty fair job
of doing that. One of the biggest radio
advertisers in the country made a sur-
vey of the WJR rural area with the
view to determining the best and
cheapest medium through which to
contact farmers and following their
farm-to-farm canvass the advertising
manager wrole their agency:

“l am thoroughly convinced, after
making this study, that Marshall Wells
{WJR Farm Editor) has the outstand-
ing farm show in the country. | have
never seen such enthusiastic response
for a single show as we recetved from
the farmers in our study. | can onlhy
say that I am extremely sorry that
after we are all set to buy this show.
WIJR does not see fit to sell the pro-
gram to us.”

Perhaps readers of sponsor Maga-
zine would like to know how WJR has
won such predominance in the rural
field that the Director of the State De-
parttnent of Agriculture stated that
from 75 to 90 percent of people at.
tending farm organization meetings
have indicated that they are regular
listeners to WJR’s farm program. Here
is a capsule outline of what WJR has
done and is doing:

1. Made a thorough canvass of all
rural interests to determine the tyvpe
of farm program desired and the best
time of broadcast.

2. Developed tliree programs of
strictly farm interest, “Farm Forum”
weekdays at 6:30 a.m., “Voice of Agri-
eutture,” Saturdays at 6:30 a.m. and
“Farming Marches On.” Saturdays at
7:30 a.m.. all SUSTAINING.

3. Arranged for and broadcast on-
the -spot weather reports from numer-
ous points throughout the entire WJR
primary area.

4. Invested approximately $50,000
in a mobile studio dedicated to farm

service and used extensively for the re-

note origination of farm programs.
5. Established a close working
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agreement with Michizan State Col- | many of them are college graduates.

lege to assure the accuracy and time-
liness of all information carried on

the farin programs.

6. Works closely with 1H Clubs,
the Grange. Farm Bureau, numerous
local farm groups and the State De-
partment of Agriculture to obtain di-
rect reports on conditions. develop-
ments and news of value to farmers.

7. Performs its own reportorial job
rather than relying solely on wire
services or governmental releases.

8. Cooperates with all farmn groups
in supplying speakers and talent for
neetings,

9. Gives liberal announcements to
farin group meetings.

10. Publicizes, without charge, auc-
tions and the public sale of farm equip-
ment that would be of interest to
farmers.

I think one reason for WJR’s amaz-
ing success in the rural field is that we
treat farmers like people. Some farm
broadcasters tatk down to the farmer.
speak a dialict loaded with ungram-
matical expressions in the belief that
farmers like this approach. \We have
found farmers highly intelligent

We have a high respect for themn as
listeners and a keen appreciation of
their evaluation ot radio programs.
Except for specific information and
news about farm activities and farm
markets. the farmer’s choice of enter-
tainment is pretty much the same as
that of his urban cousin.

You'll be interested in a recent sur-
vey of 94 counties in the WJR primary
area in which farmers were asked:
“To which station do you and your
family listen wost frequently?” 35%
named WJR for the 6:00 a.m. to 7:00
a.an. period with the next nearest sta.
tion mentioned receiving only 7%. Ap-
proximately the same percentages were
true for all other periods day and
night.

I’m certaily looking forward to the
next “bonus” yvou have promised us
subscribers to sPONSOR. In these sup-
plementary reports you are performing
a very worthwhile service to the radio
industry.

Worrtit CRAMER
Asst. General Maanger

WIR, Detrott

Worcester’s BEG'T Buy!

Call in our rep today! Ask him to show you the latest report
. + « the October-November Hooper Index! Look it over and
see for yourself that WNEB delivers wiih the

LOWEST COST PER

THUUSAND LISTENERS

. . . the lowest cost of any station in

WORCESTER, MASSACHUSETTS

Represented by: The Bolling Company, Inc. and Kettell-Carter, Ine.

61




SPONSOR
SPEAKS

Santa on the air

IF'or all his roly-poly bulk, >ama al-
wavs has been able 10 sail through the
air with the greatest of case.

Which makes the aflmity  between
the merry old gent and radio natural
indeed.

Santa was working early and late
with radio stations this yuletide sea-
son, if reports flowing 1o SPONSOR’'S
oflice are any indication.

He came early to WREN. Topeka.
Over 6.000 people waited to greet him
when he arrived, at the invitation of
WREN, with ten elfish helpers on No-
vember 26. He hung around until
Christmas and helped merchants ol
North Topeka boost their anticipated
Christmas sales about 207.

KITE. San Antonio. didn’t take any
chances. On December 10 the station
dispatched its own news correspondent

Applause

P&G’s Media Policy

Shrewd advertisers have continnally
solved the problem of selling their
products by selecting the best media
They

lhave never considered inereasing ap-

vith which to promote them.

propriations for one media a justified
Procter
and Gamble has repeatedly recognized
this fact.

reason to abandon another.

In a contemplated move 1o up its
television expenditnres, '8G is taking
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by plane to Santa’s headquarters at
the North Pole. lle hung around until
the zero lour. reporting all details of
Santa’s preparations to visit the Alamo
City. even helping him with his sack
on the long flight.

KRMA. Shenandoah, exchanged
Christmas Eve programs with Amerni-
can Radio Station RIAS in Berlin,
Germany. to help the rotund gift-givel:
on his journev. A choir in Berlin
joined with another at Staton. lowa, to
express Christmas greetings.

AT WBAL WBAL-TV Santa
worked overtime bringing the B&O
Chorns to the NBC Network Christmas
Eve, sending Dickens’ Scrooge via tele-

and

vision, and generally cavorting through
the Baltimore air.

Santa really rolled up his sleeves
and got downright commercial when
the folks at WSM. Nashville, caught
up with him.  They made him paint
their yearend program schedule Sania-
green-and-red. And on top of that they
made him promise lots of business.

He delivered too.

Mail Order Radio

Oliver B. Capelle, Sales Promotion
Manager of Miles Laboratories. writes
in a letter to SPONSOR:

“Your story ‘ls mail order good for
radio’ seems overly charitable 10 the
station practice of selling time on a
per inquiry basis.  From personal ob-
servation 1 submit that current abuses
are harming station reputations and
disturbing thoughtful advertisers who
pav card rates (see “40 W. 52”7 for

.

a long range view of all media. Ex-
ccutives of the organization consider
the product and then decide what me-
dia will sell it best.  Procter and Gam-
Lle does not expect to rush Dbrashly
into television at the expense of other
media.  The value of any media is
measured by the sales it produces,
For its multi-million dollar radio
budget. the largest in the history of
advertising, ’&G nsed the same yard-
stick. However, radio has proven to be
a vital factor in keeping its sales

complete letter),

We are in wholehearted agreement
with Mr. Capelle on the per inquin
phase of mail order selling. No re-
sponsible publication can condone
practices whieh are known to create
an unhealthy and unsteady business
climate for sponsors and stations alike.

SPONSOR'S purpose in studying and
recording the mushrooming growth of
mail order sales is to explore and
clarify the methods used and to bring
the unwholesome practices out into the
open. Certainly. nothing is gained bv
ignoring an existing and, in places, a
In the full lime-
light of factual publicity the more in-
sidious practices are less likely to look
profitable,

flourishing business.

Publications of mail order methods
and practices by no means imphes
sPONSOR’s editorial approval.

Singing convincer

There’s a lot of sell in a song.

Since we undertook our investiga-
tion of singing commercials our eyes
have been opened on a form of adver-
tising that just spouts results.

To the old complaint that radio can't
work for a department store we cite
“The store that jingles built™ in Buffalo.

To the protest that railroads are too
conservative for breezy lines we point
to the Lackawana lyrics sweeping the
east.

Whether it’s shampoo or shoes,
autos or foods. there’s a singing coni-
mercial for vonr product.

geared to the level of the past few
years. Therefore. present indications
are that P&G’s radio allocations will
remain untouched.

Procter and Gamble officials realize
that TV is a lusty infant, while radio
is an established industry. They treat
them as separate units, as l}l(’y do
newspapers, magazines, billboards, ete.
Many other clear-thinking advertisers
realize this, and follow the policy used
by P&G and long advocated by spoxN-
SUR.

SPONSOR




Key Station of the
Radio Network of Arizona.

KOOL, Phoenix
KCKY, Coolidge
KOPO, Tucson

100% coverage of Arizona‘s
richest area comprising 75%
of the State’s population.

ROPED!
TIED !

That's the breezy Arizona way of telling
you that more than

HALF A MILLION ARIZONANS

who, annually, spend more than

HALF A BILLION DOLLARS

in KOOL’s retail trading area provide a
ready-made, loyal audience

for YOUR SALES MESSAGE

— made doubly responsive by KOOL's
active showmanship and local promotion

== the consistently top-Hooperated

COLUMBIA NETWORK PROGRAMMING

”//’

Your COI.I.IMBIA Stuhon

IN ARIZONA

5,000 WATTS DAY and NIGHT 960 KCs

Phone, wire or write for availabilities today

NATIONAL REPRESENTATIVES

George P. Hollingberry Co.
NEW YORK @ CHICAGO ® LOS ANGELES # SAN FRANCISCO @ ATLANTA



Tte best cu Vews (overage!

Working hand in hand, Westinghouse \WBZ and
the independent Boston Post (“The Great Break-
fast Table Newspaper of New England™) merge

news-gathering and news-dispensing facilities to 7 Ze . /
Lk _ e beot cn rPudience (Poverage.
give New Linglanders accurate, up-to-the-minute 2
reports of the BIG news stories. Last month's WBZ, supplemented by the synchronous voice

; , Yy . . . )
clection, for example, was covered over \WBZ of \WWBZA in Spnngﬁcld, gives unexcelled cover-

> Poet'c itienl ovmertc Jvile the mewe- . = -
by the Post's political experts. . while the news age of populous New England. WBZ programs,

e N7 TV i o ) L2 .
paper and WBZ-TV joined forces to bring in fact, rcach 80% of this rich, six-state market.
‘ ) In 50%-100% BNB daytime countics alone, the
New England. — \WBZ market includes almost 1% million families

with a purchasing power of $6% billion! For

viewers live reports on election events throughout

availabilities on this sales-productive station, con-

tact WBZ or our national representatives.

BOSTON
50,000 WATTS

Listeners, viewers, and readers appreciate this
authentic news highlighted over WBZ and WBZ-Tv,

and reported fully in the Post (above). NBC AFFILIATE

and WBZ-TV

WESTINGHOUSE RADIO STATIONS Inc

KDKA « WOWO « KEX « KYW « WBZ «» WBZA « WBZ-.TV
National Representatives, Free & Peters, except for WBZ-TV; tor WBZ-TV, NBC Spot Sales




