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NO FLYING
SAUCERS
N
RICHMOND 1'5

Military men often achieve

their objectives with secret weapons. ‘
This is not true with advertising men.

Broadcast sales strategy, in particular,

calls for heads-up use of a time-tested media.

The Havens and Martin stations, for example,

have a unique record of sales achievements ‘

in Richmond, the first market of Virginia.

Long years of experience in radio and television
have won for WMBG, WCOD, and WTVR

yg the confidence and loyalty of Richmond‘s populous L ¢

(
and prosperous market. \
L ¢ % - ‘4‘-."’;“;: ‘

You can’t overlook these result-producing
-~ facilities in planning your fall and winter campaign.

Ask your nearest Blair man for the facts.

Havens & Martin Stations are the only

complete broadcasting institution in Richmond.

l Pioneer NBC outlets for Virginia’s first market. |
Represented nationally by
I John Blair & Company, 4




Utilities aren’t
radio/TV ad
conscious

Should advertising
drop in wartime?

Ohio high schools
favor no-charge
policy for radio

sports rights

FCC extends time
for Phonevision
test

How radio
merchandising
compares with

newspapers

14 August 1950

Only 7.9¢ of the 1949 public utility advertising dollar goes to radio
and TV, reports Public Utilities Advertising Association. But 38.5¢
go toward newspaper space and production. Outdoor gets 5¢; direct
mail 3.2¢. Appliance sales will get about 20% of total budget of 147
reporting companies in 1950; institutional advertising 34%; promotion-
al campaigns 46%. Only 0.64% of gross revenue was devoted to adver-
tising in 1949. Poor showing of radio/TV believed due to tradition
and lack of concerted sales effort by broadcast sellers.

-SR-
Current crisis, with conversion threat, turns spotlight on famous Sat-
urday Evening Post advertising study made after World War One. Survey
revealed that cost of regaining ground lost competitively by non-ad-
vertising firms during the war was $3.00 for every $1.00 that would
have been required to hold position.

-SR-
After presentation by committee of alert Ohio Broadcasters' Associa-
tion, Ohio High School Athletic Association Board of Directors adopted
resolution urging all Ohio high schools to welcome broadcast coverage
of sports events without charge to station or sponsor. OBA, headed
by Carl George, WGAR, Cleveland, also sparking drive to promote radio
via radio. Robert Fehlman, WHBC, Canton, was chairman of committee
appearing before athletic association. Committtee included Tom
Rogers, WCLT, Gene Trace, WBBW, Joe True, WMOH.

—SR-—-
Phonevision test in Chicago, slated for late summer, can begin late as
1 October by permission of FCC. Zenith difficulties in obtaining
first run A pictures is one reason for postponement of subscription
TV plan. Hollywood continues worried over ultimate outcome of Phone-
vision tests; is absorbed with ways to compete in TV era.

—~SR—
Neither radio stations nor newsSpapers have any standard gauge for kind

or amount of merchandising made available to advertisers, SPONSOR sur-

vey discloses. Some build around merchandising; others don't give
any. Study (to appear in two parts starting 28 August issue) points
out that newspapers are no more merchandising-conscious than radio
stations, contrary to common belief.

On reprints of SPONSOR articles and excerpts

Because of numerous inquiries, SPONSOR herewith gives its policy on reproduc-

tion of its copyrighted material.

SPONSOR articles, or excerpts from arti-

cles, may not be reproduced without written permission. Requests for author-
ization should be addressed to Editor, Sponsor Publications Inc., 510 Madison
Avenue, New York 22. When SPONSOR is quoted the source must be indicated.

SPONSOR, Volume 4, No. 17, 14 August 1950, Published blweekly by SPONSOR Publieitions lnc., at 3110 Elm Ave.. Baitimore 11, Md. Executive, Editorial. Clrcuiation Office

510 Madison Ave.. New York 22.

$8 a year In U. S. $9 elsewhere. Entered as recond class matter 29 January 1949 at Daltimore, Md. postoffice under Act 8 March 1879.



Three TV rep
tirms join to sell
film programs

Detailed FM map
gives statistics
on medium

Television Digest
"Factbook’’ tells ali

That muddled
rating picture

Rep firm sells New
England stations
with single rate card

TV freeze
handcuffs
advertisers

In move to establish spot TV as film-program factor competitive to
networks, Blair-TV, Free & Peters, and the Katz Agency are collaborat-

ing in optioning top film properties as offerings for national adver-
tisers. Combined force of 45 TV salesmen in 22 offices will sell pro-
grams. First availability is "Sherlock Holmes," optioned from Dryer

& Weenolsen Productions. Second is "Shadows of the Mind", psychologi-
cal mystery-thriller being filmed in England. Three firms partici-
pating have only one competitive situation among 31 stations they
represent, will extend plan to stations handled by other rep firms as
client requires. Coordinating committee includes Edward Codel, Katz
Agency; Wells H. Barnett Jr., Blair-TV; Jack Brooke, Free & Peters.

—SR—

"1950 Census of Frequency Modulation" is title of large statistical
map produced by Caldwell-Clements, Inc., 480 Lexington Avenue, New
York 17. U. S. map shows pattern of FM coverage; features number of
FM vs. AM stations heard without objectionable noise or fading in
specified test areas. Map reveals 7,000,000 FM receivers in use in
160 of leading 200 retail markets.

—SR—~

Detailed rate cards of 106 TV stations and four nets, together with
other vital statistics, are contained in Television Rates & Factbook
published by Television Digest, 1519 Connecticut Ave., Washington,
D. €. Some 460 film firms, 100 TV set manufacturers, 350 frozen TV
applications are identified in the 104 page edition.

SSR=

Check of ad agencies reveals more than one juicy appropriation lost to
radio due to complicated, confused audience rating picture. With
Hooper, Pulse, Conlan, American Research Bureau, Sindlinger and others
all in on local rating (each with variations in rating technique),
sponsor and agency can't be blamed for throwing up hands. Buyers
would welcome standard basis for comparing media. San Francisco test
of Hooper vs. Pulse validity urged by Stanley Breyer,KJBS, attracting
wide interest. But all researchers queried by SPONSOR, including some
agreeing to help arrange test, insist test can't be done. Maybe AAAA
and ANA should decide standard method of determining all media rat-
ings, additionally specifying techniques for station and program rat-
ings, then insist on compliance or else.

—-SR-—

Kettell-Carter, Boston representative firm, has organized all its sta-
tions under single rate card and single name (North Eastern Broadcast-
ing System) for group selling. Its first sale is already in.

—SR-

With NBC-TV and CBS-TV virtually sold out this fall, DuMont and ABC
probably could sell every available period twice over if stations
could be cleared. With only 106 operating TV stations (WSM=-TV will be
107th soon) supply doesn't equal demand. Some net advertisers demand-
ing minimum of five stations can't be accommodated.

Please turn to page 44-
SPONSOR
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NO. 14 OF A SERIES

HARRY STOVEY
In Stolen Bases,

WHEC
"~ In Rochester

s

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 439 17.2 9.6 6.6 17.8 3.1

8.00-12.00 Noon
Monday through Fri.

AFTERNOON 38.2 2438 7.9 15.2 9.6 2.8

12:00-6:00 P.M.
Mondoy through Fri.

Station

EVENING 40.6 277 8.0 9.6 12,9 iy

Only

6:00-10:30 P.M.

Sunday through Sat. WINTER-SPRING 1949-1950

HOOPERATING

BUY WHERE THEY'RE LISTENING: ~

: 5,000 WATTS
| ) Representatives: EVERETT- McKINNEY, Inc. New York, Chicago, LEE F. O'CONNELL CO., Los Angeles, San Francisco,

14 AUGUST 1950 3
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Corver is portrait of four Shell ad-men and
some of their proudest accomplishments:
merchandising posters which they consider
vital for success of Shell news programs.
At top of ladder [actually and figurative-
ly) is advertising dept. manager, D. C.
Marschner; below him is C. W, Shugert,
his assistant and media director; to his
left, E. W. Lier, media representative; far
left, John Heiney, their radio contact man
from J. Walter Thompson. [See story
page 22.)
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ARTICLES

What agency men wonld tell sponsors—if they dared

Many advertisers may be surprised to learn what their agency men really think
of them with respect to their working relationship

How to Leep yonr dealer happy

Shell Oil's successful formula consists of spot newscasts and sportscasts, strong-
ly peppered with guided merchandising

How moppets hypo adult viewing

Evidence is growing that evening tuning-in to TY by adults is strongly influ-
enced by the presence of children in the home

This teamn bats 500 in sales

A combination of air and free-home-demonstration selling has been moving
TY sets by the carload for dealers

The Negro d.j. strikes it rich

Sepia air personalities on stations across the nation are cashing in for sponsors
in hitherto almost untapped Negro markets

Radio is getting bigger

Studies of radio impact show there are more radio homes, more individual
listening, less cost per thousand than ever before

29
L d

26

28

30
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IN FUTURE ISSUES
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What sponsors say about their agencies

Part two of a SPONSOR investigation into advertiser-agency relationships
includes frank revelations from the sponsors’ corner

Station merchandising for advertisers

What advertisers expect in the way of station promotion on the retail level
and what the stations are willing to give them will be sketched here

Retail drng store advertising

SPONSOR presents the current picture of what drug stores throughout the
nation are doing on radio and television

SPONSOR INDEX: JANUARY-JUNE 1950

The next issue of SPONSOR will contain a complete index to articles appear-
ing in the first six months of 1950. It will be broken down by product cata-
gories, and generic topics such as "research,”" ''timebuying,"” “transcription.”
Henceforth, indexes will appear twice yearly.

28 Ang.

28 Aung.

e
28 Aug.




CME QN i eoeo e
THE MARKET’S FINE!
The San Diego Marketﬁthat—_:s'

‘Retail Sales $729,000,000*

Industrial Payrolls $66,000,00Q
Navy Payroll $97,000,000 -~
Farm Proguzzs $57,00Q,OQO
World’s largest tuna portw«—

Increase in Retail Sales 434%
“since 1940 e

o T e

Ry

..IN' FACT ... -

San Diego—the < g g
nation’ s 26th

market in populat10n-—has the hlgh-
est Retail. Sales .Index “of* any. U.-S.
city in the first 40. TR

YES, THE-SAN-DIEGO MARKET'S
FINE , . . AND' GETTING FINER!

And Remember

g 1
KCBQ—CﬁS is the only San Diego network /
station to increase in overﬁ;all Share-of-Audi-
ence during 1949, w:g%;gll‘ other, network
affiliates taking.a nose WEY A,

S

3?"*
Local and national spot ﬁivcrtnsers buy more
programs on KCBQ—CBS' ¢ han on any two el .
other San Diego netwqrmta%)ns',combmed' g&fw%‘f' 1,5‘; e f
1 i';‘ "W*’ . ;

So-when is ’Scm Dlego +s - do as San Diegans, do RS 4 &
_ SELL WITH KCBQ

KCBG
Charles E. Salik, President 5 o oo WAT Ts C B s

14 AUGUST 1950 5
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*S. D. Chamber of Commerce
**S.R.D.S. Consumer Markets 1949-1950
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|OWA-NEBRASKA

SALES

are made by...

KMA Audience
Impact

Impact in 140 rural counties of
Iowa, Nebraska, Missouri and
Kansas, — that’'s what KMA,
Shenandoah, Iowa, offers.

KMA Programming
Experience

25 years of broadcasting ex-
perience means KMA com-
pletely covers the rich rural
Omaha-Des Moines market
with programs farm and small-
town dwellers like to hear.

KMA Merchandising
Cooperation

KMA merchandises accounts:
surveys its retail grocery and
drug outlets; informs all
wholesalers, dealers, and dis-
tributors of accoints on the
air; publicizes programs and
personalities who sell for ad-
vertisers; displays advertisers’
products in its Mayfair Audi-
torium, where weekly hundreds
of Midwest farmers are enter-
tained.

That's why your schedule must
be on KMA to cover the rural
Omaha-Des Moines market!

KMA

SHENANDOAH, iIOWA

Represented by

Avery-Knodel, Inc.

Television

i's
OMAHA. i .
ISljnawion KMTV, Ch:n\\vr; o
erating 7 4ays pe:ro e
rograms rom tW
pros

works.

Under Manogement of
MAY BROADCASTING CO.

~ Shenandoah, lown

210 Madison

FALL FACTS ISSUE

Thi~ s a brief note of correction to
the otherwise excellent summary of the
present of out-of-home radio
listening measurement in SPONSOR’S
FaLL Facrs issue.

Only the original experimental re-
search on out-of-heme radio listening
was condncted jointly by WNEW and
Pulse. Since August. 1949. Pulse’s
out-of-home ratings for the New York
market have been available as a coop-
erative service to broadcasters. These
surveys are not made exclnsively for
WAEW., WNEW is, and has been since
August. 1949, merely a subscriber.

C. R. HmmEL
Director of Research
WNEW

New York

status

[ just saw your FaLL Facrs issue
and although 1 havent had the op-
portunity to read it from cover to cov-
er—that’s going to take a lot of time

-it certainly looks to me as though
you have done yonr usual sparkling
job. T think this sort of treatment of a
current and vital subject does more for
radio than almost anything else vou
could do.

Mavrice B. MitcneLt
Director
BAB

New York

Your Farn Facrs issue is a honey!
And not because there are two like-
nesses of yours truly and one of Dan
Denenholz, either.

Plenty of meat for our TV prospects
to chew on: here’s hoping it provides
all of us with nourishment.

Don L. KEARNEY

Assistant Sales Manager for TV
The Kaiz Agency

New York

Please advise me if reprints are
available for your feature “Three
Proofs of Radio’s Vitality” in your 17
July issue. If so please let me know
the cost.

If reprints are not available. would
you give us permission to reproduce
th> feature, giving sPoNsOR credit.

This featuie is, in my opinion, one

of the most graphic comparisons of ra-
dio and newspapers.
Every retailer in the United States

should have a copy of this article.
L. W. ALLEN
General Manager
WFLB
Fayetiteville, N. C.

We would very much appreciate it
if you will send us some extra televi-
sion maps as they appeared in your 17
July issue. These will be very useful.

Also you can let us have a few extra
copies of the above issue of SPONSOR
as there are different articles that can
be distributed to different departments
in our organization.

Ricrarp C. GRaHL
William Esty Co.

New York

I have just briefly glanced through
SPONSOR, 17 July 1950 FaLr Facrs is-
sue. Needless to say, | am greatly con-
cerned about the television map for
SPONSOR's center spread in this particu.
lar issue which shows existing network
links for this fall as well as network
links under construction.

In the interests of accurate and up-
to-the-minute reporting [ am sure you
can appreciate the fact that two weeks
ago the F.C.C. granted to WSAZ-TV
a CP to build a micro-wave relay sys-
tem to connect WSAZ-TV by off the
air pickups with all Cincinnati tele-
vision stations, thereby connecting
WSAZ-TV with live network program-
ing. It is certainly significant that as
of today we have completed erection
on a 1,200-foot hill at South Ports-
mouth. Kentucky, two 200-foot towers
and we are at this moment only await-
ing the arrival of micro-wave gear
which. incidentally, is expected mo-
mentarily.

It would appear to me that while un-
doubtedly there is great interest in the
proposed Omaha to San Francisco
link due in 1952, there should he even
greater reportorial significance in a
Huntington to Cincinnati link which is
not only under construction bnt is
scheduled to be in operation either
shortly before or shortly after 1 Sep-
tember, 1950, but in any even certainly
in operation in time to carry the fall
1950 television network ronnected pro-
graming for which WSAZ-TV now has
a sizeable number of weekly hours.

(Please turn to page 62)

SPONSOR




Cover the Metropolitan Areas

of Missouri and Kansas plus
Rural Mid-America with KCMO

ONE Does it in Mid-America

e ONE station

e ONE rate card

ONE spot on the dial
ONE set of call letters

50,000 WATTS

DAYTIME

8]0 k 10,000 WATTS
C. NIGHT

14 AUGUST 1950
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* MAIL counties shown in gray; %2 mv. contour su;)er-
imposed black line

KANSAS CITY 6, MISSOURI
Basic ABC For Mid-America

National Representative: John E. Pearson Company
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South's Greatest Audience
Builder, Too
Our advertisers get the ben-
. efit of all these — 24-sheet
€ , posters, streetcar dash signs,
’q‘ full-page newspaper - ads,
«F store displays, personal calls
Jfr};}mf?’% on jobbers and key retailers.
R’ S [
[} ~ ‘i N
z : | &
i He Piles Up Biggest
5P SUNORYS Ratings, of Course
aiaed - e WWL has a substantial lead in both mornings an.d
Ry, i e A _— il afternoons. And, evenings, its sharfz of audience is
e \& @"a e equal to the next two stations combined. e
SPONSOR




South's Greatest Salesman
in South’'s Greatest City |
SELLS Rich Rural Market

Southland farmers depend on WWIL for complete authentic coverage of
their special interests—welcome activities such as WWL’s Herd Improve-
ment Contests, farm service broadcasts, weather reports, on-the-scene
rural reports. WWL advertisers enjoy particular preference when these
newly-prosperous folks go shopping for everything that means better living.

& . LD m& #nf
porg Yy AT, NEPY
TR DR A P

! Gives You -
Multi-State Coverage

$ "
'l WWL takes you into 330 counties of § B Y LA
the rich Southland—gives you primary S i
coverage in 134 of them. £3

NEW ORLEANS

T
h
i o IR
/‘\ (E*
N

I o NM\"‘L-‘\._\’\—
| 50,000 WATTS CLEAR CHANNEL CBS AFFILIATE

A DEPARTMENT OF LOYOLA UNIVERSITY REPRESENTED NATIONALLY BY THE KATZ AGENCY

14 AUGUST 1950 9
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Very Important People —they make today’s news-

start today’s fads—control today’s audiences.

At KTTV we collect ‘em like stamps. Our VIP lineup of stars
and shows...whether the best from CBS-TV or our

own impressive roster...sponsored by the largest national
advertisers as well as local sellers...gives us a VIP audience,
the Very Important Public of Southern California.

second greatest in the nation. Happily. you don’t have to

spend a million to make an impression with KTTV's VIP lincup.

But vou're in good company...you get seen
and heard a lot...you can sell a lot. You can reach that Very

Important Public on KTTV. Ask us or Radio Sales.
"0 A A
Los Angeles Times - CBS Telerision

SPONSOR




cew and renew

These reports appear in alternate issues

New on Television Networks

14 Angust 1950

SPONSOR

Awmerican Safety Razor
Corp & Pharma-
Craft Corp

Ameriran Safety Razor

Bindix Home Appliances
Ine

Llock Drug Co

The Bond Clothing Stores

Brown Shone Co.

Cartier ’rndnets Corp

Chevrolet Corp

Chrysler Corp
(DeSoto div)

Colzate-Palmolive-1’cet
Co

Esqnire Polishes

Fsso-Standard Oil Co

Gruen Watelhh Co

lhe lronrite Corp

Krager Ca

Lionel Corp
Magznavox Corp
Peter Paul Ine
Philip Morris & Co
Nash Motors Corp

\
Pepsi Cola Co
Procter & Gamble Co
Rizegiv Tobaceco Co

Sceman Brothers lne
Sterling Drug Co

Sylvania Produets lIne
Wine Corporation of
America

AGENCY

Ruthrauff & Ryan (NY)) ALCTY
McCann-Erickson (N.Y.) CBSTY
Tathawm-Laird (N.Y.) ABC-TYV
Ceeil & I'resbrey (NLYL) CBS-TYV
Grey (N.Y.) DnMount
Leo Burnett (Clhiil) NEC-TY
SSC&B (N.Y)) CBS.TV
Campbell-Ewald  (Detroit) DnVont
LBDR&O (N.Y)) NBC-TV
Ted Bates NBC-TYV
Fanil VMogul (N.Y.) DuMont
MeCann-Erickson (N.Y.) CBS-TY
Stockton, West, Bnrkhart

Ine (N.Y)) ABC-TY
Brooke. Smith, Freneh &

Dorranc- (N.Y.) ABRC-TYV
Ralph 1I. Jones (Cineinnati) CBS.TYV
Buchanan (N.Y.) NBC-TYV
Maxon (N.Y.) CRBS-TYV
Maxon (N.Y.) NBC-TV
Biow (N.Y.) CBS. TV
Geyer, Newell & Ganger CBS.TV

(N.Y.)

Biow (N.Y.) CRBS.TV
Compton NBC-TV
Brooke. Smith, Frenelh &

Dorrance (N.Y.) NBC-TV

William 1L Weintraub (N.Y},) ABC-TV
Danecer-Fitzgerald-Sample

(N.Y.) CBS.TY
Ceeil & Presbrey (N.Y)) CBS.TV
Weiss & Celler (Chil) ABC-TV

Renewals on Television Networks

NO. OF NET STATIONS

36

15

30
20

PROGRAM, time, start, duration

Sugar Bowl: M 9-9:30 pm; 2 Oct; 32 wks (spowsored on alteruate
weeks by ASR and Pharma-Craft)
The Show Goes Ong Th 8-8:30 pmy 28 Seps; 32 wks

Chanee of a Lifetime; W 7:30-8 pm; 6 Sep; 52 wks
Unnamed; T 10-10:30 p 19 Seps 532 wks

Hand- of Mystery; F 8:30.9 pms; 8 Seps 32 wks
Smilin® Ed Me mells Sat 6:30-7 pms; 26 Aug; 32 wke
Sing bt Agai Sat 10-10:135 pm; 30 Sep: 532 wke
Notre Damm Football; Sat 2 pur to vonelnsion: 5 wks

Groueho Marx: Th 8-8:30 pin: 5 Oct: 52 wks

Unvamed; v 8-9 pm; 10 Seps; 52 wks
. K 8:30-9 pm; 15 Sep

:30 pm to conclusions 30 Sep; 8 wks

Football gawmnes

Blind Date; Th 9:30-10 pm; 29 Seps; 532 wks
Hollywood Sercen lests M 7:30.8 pms 2 Oct; 52 wks
Allan Yonng Shows; Th 9-9:30 pwm; 11 Seps; 532 wks
Joe DiMlaggio Show:y Sat 5:30-5:15 pm; 23 Sepsy 13 wks
Umwnamed; 7 9.10 pm (alternate wke)s; 15 Seps; 52 wks
INank MeCnne Show; Sat 7-7:30 pm; 9 Seps 532 wks
Unnamed; Th 10-10:30 pm; 7 Seps; 52 wke

Unnamed; Th 10:30-11 pm; 28 Seps; 52 wks

Winner Take All; IF 10-10:30 pm3; 29 Sep; 52 wks
Unnumeds; T, Th, Sat 7:15-8 pm; 26 Seps; 32 wks
Unnamed; M 9:30.10:30 pm (alternate wks); 18 Seps 10 wks

Leave It to the Girls; Sun 7-7:30 pm; 20 Aug; b3 wks
1 Cover Times Square; Th 10-10:30 pm; 5 Oct; 32 wks

Sing It Again; Sat 10:3011 pmy 30 Sep; 32 whs
Beat the Clock; F 10-10:30 pm; 29 Sep; 532 wks

Can Yon Top Thic: T 9:3G-10 pm; 3 Oct; 52 wks

SPONSOR

Blatz Brewing Co

Fmerson Radio &
PPhonograph Corp
General Eleetrie Co

C. 11, Masland & Sons

Pabst Sales Co
Sundial Shoes

AGENCY

Kastor, Farrell, Chesley & ALC. TV
Cliford (N.Y.)

Foote, Cone & Beldlng ABC-TV
(N.Y.)

Young & Rubicam (N.Y.) CBS.TY

Anderson, Davis & Platte CBS. TV
(N.Y.)

Warwick & Legler (N.Y.) CBS.TV

Hoag & Provamlle (Boston) CBS.TV

Station Representation Changes

NO. OF NET STATIONS

11

31

PROGRAM, time, start, duration
The Roller Derbys; Th 10:30 pm-conclusion: 28 Seps 52 wks
The Cloeck: I' 9:30-10 pm (alternate wks); 20 Oet; 13 wks

Fred Waring; Sun 9.10 pm; 21 Seps 32 wks
Masland At Home Party; M 11-11:15 pm; 11 Sep; 32 wks

International Boxing Club; W 10 pm to conclusion: 27 Sep; 39 wks
Lucky Pups F 6:30-6:45 pm; 18 Angz: 39 wke

STATION

CJAD, Montreal

KPIH), Phoenix

KTLA, Hiywd.

WAAF, Chicago

W CLE, Clearwater, Fla.
WERD. Atlanta

WGAT, Utica

WHLL, WIHLL.FM, Nempstead. L, 1,

WHTN, WIITN.FM, lluntington, W. Va,

WJIPS, Evansville, Ind.
W PTR, Albauy

AFFILIATION

Independent
ABC

ABC, CBS, DuMont,

Independent
Independent
Independent
Independent
Inilependent

Independent
AEC

Independent

ANBC

NEW NATIONAL REPRESENTATIVE

Radio Time Sales, Ontario

Petry, N.Y.

Panl 1. Raymer Co. N.Y. G:ff 1 Aung)

The Pearcon Co, N.Y.

Independent Metropolitan Sales, N.Y.

Interstate I'mited Newspapers, N.Y.

Robert Meeker Assoc, N.Y.

The William G. Rambean Co, N.Y.
(effective 1 Aug)

Independent Metropolitan Sales, N. Y.

Walker Co, N.Y,

Weed & Co, NOY.

® In next issue: New and Renewed on Networks, New National Spot Radis Bnsiness,
National Broadecast Sales Executive Changes, Sponsor PPersonnel Chaunges,
New Ageney Appointments




New and Renewed Spot Television

New and Renew 14 August 1950

SPONSOR

Amcrican Chicle Co

American Cigarette & Cizar
Co

Renrus Watch Co

Benrus Wateh Co

Borden Co

Borden Co

Borden Co

Borden Co

Brown & William.on
Tobacco Co

Bulova Wateh Co

D. J. Clark Candy Co

Colgate-Palmolive-Pect Co

General Foods Corp

Goodyear Tire & Rubber Co

The Great Atlantiec & Pacifie
Tea Co

Heide Jue

Morrell & Co

Norwich Pharmacal Co

Pepsi Cola Co

Philip Morris

Procter & Gamble Co

Procter & Gamble Co

Procter & Gamble Co

Procter & Gamblo Co

Ronson Art Metal Works Ine

Rushmore Paper Mills Inc

Standard Brands Inec

Standard Brands Ine

AGENCY NET OR STATION

Badger and Browning & WNBQ, Chi.
Hersey
SSC&B WNBK, Clesc.
J. D. Tarcher
J. D. Tarcher
Young & Rubicam
Young & Rubicam
Young & Rubicam
Young & Rubicam

WBZ-TV, Boston
WRGB, Schen.
W NBK, Cleve.
WNBQ, Chi.
WANBY, Wash.
WNBQ, Chi.

Ted Bates WNBT, N.Y.
Riow WRGB, Scheii.
BBD&O WNBT, N.Y.

WBZ.TV, Boston
KNBH, Hlywd.
WNBQ, Chi.
WNBT, N.}.

Sherman & Marquette
Young & Rubieam
Comptoun

Paris & Peart

Kelly Nason WRZ-TV, Boston
N. W. Aver WNBQ, Chi.
Benton & Bowles WRZ-TV. Boston
Biow WNBW, Wash.
Biow WNBT, N.Y.
Benton & Bewles WBZ.TV, Boston
Pedlar & Ryan WNBQ, Chi.
Pedlar & Ryan KNBH, IHwyd.

Compiton WNBQ, Chi.
Grey WRGB, Schen.
Paris & Peart WNBT, N.Y.
Compton WNBT, N.Y,
Compton WNBQ, Chi.

Advertising Agency Personnel Changes

FROGRAM, time, start, duration
Eight-see film: 23 Jul; 24 wks (n)
One-min filmy 31 Jui; 22 wks (r)

20.scc film; 2 July 32 wks (n)

20-se¢ ihns 3 Jul; 532 wks (n)

20-sec film; 4+ Augj 32 wks (r)

20-sec film; 2 Jul; 32 wks (r)

20-sec films; 2 Jul; 52 wks (r)

20-scc films; 8 Jul; 32 wks (n)

Eight-sec film and slides; 17 Jul; 19 wk» (r)

20-sec filmi 16 Jun; 23 wks (n)
One-min Alm; 2 Aug; 13 wks; (r)
One-min filmj; 10 Jul; 32 wks (n)
20-sec film; 2 Aug; 25 wks (n)
20-sec films; 19 Jul; 532 wks (n)
One-min film; 4 Jul; 33 wks (r)

One-min film; 22 Jul; 26 wks (n)
20-sec Alm; 31 Jul; 13 wks (n)
20-sec films 10 Jul; 25 wks (n)
20-sec stn breaks; 3 Jul; 13 wk< (n)
20-sce film; 16 July; 21 wks (r)
20-sec hlm; 3 Jul; 46 wks (n)
20-sec films 5 Jul: 32 wks (r)
20-sce filmy 6 Jul; 52 wks (n)
20-sec filmy 19 July 52 wks (n)

Stn breaks; 3 Jul; 26 wks (r)
Eight-see stn break; 16 Jul; 13 wks (n)
20.sec films; 8 Jul; 43 wks (n)
20-sec film: 3 Augz; 32 wks (n)

NAME

Al Anderson

Clarenco K. Ragg
Ravmond W. Baldwin Jr
Panl A. Carcy

Charles V. Davis

George Dock Jr
Geoffrey C. Devle
Richard Edward DPrannuny
H. Linn Edsall

Alan L. Hausman

R. E. Jefferson

Fred R. Joues

Ronald J. Kahn

Jack W. Laemmar
Robert G. McKown

Robert MeLaren
C. F. Midgley Jr
Carlos Montalban
Michael Newmark
Edwin Parkin
William P. Pettit
Richard A. Rnssell
Mcyer Sacks

Lou Seott

Bvrna Secligsen
Arnold C. Shaw

Gary Sheflield
Robert 8. Simpers
Richard W, ¢

L. T. Steele

Harold Tasker
Phil Thompson
Clyde D. Vortman
Rita Wazuer

FORMER AFFILIATION

Amfra Industries, N.Y,, pub rel rep

Sylvania Electric Products Television, N.Y, sls mgr

Wing Cargo Ine, Phila.

Flcteher D. Richards, N.Y., copywriter

Leo Burnett Co, L.A.

Albert Frank-Guenther Law, N.Y., acct exec

Cecil & Presbrey, N.Y., acet exec

WOW, Omaha, tv rep

Craven & [Hedrick Ine, N.Y., vp

Scheck Advertising, Newark

Intercontinental Packers Ltd. Saskatoen, sls mgr

Abbott Kimball Co, L.A., copy chief

Pub rel exee, Dallas

Foote, Cone & RBelding, Chi.

Brooke, Smith, French & Dorranece, Detroit, person-
nel dir

Theatre and motion pictnre consultant

CRS, N.Y., sls sve mgr

Latin American broadeast activity

Friend-Krieger, N.Y., acet exce

Parkin Adverticing, N.Y., head of ageney

Y. W. Aver, N.Y.

Foote, Cone & Belding, N.Y., exec

L. W. Lewin, N.YY., copy chief

MeCarty Co, LA, sr aeet cree

_

Glenn, mem of Dallas staff

Sheflicld Advertising, head of ageney

J. Walter Thompson Co, N.Y., acet exce

Griswold-Eshleman Co, Cleve.,, mzr of Louisville
office and acet exee

Benton & Bowles, vp  in charge of West Coast
opcrations

Foote, Cone & Belding, Chi.

Josepli Katz Co, N.Y., copy and radio dir

Brooke, Smith, French & Dorrance, Detroit

Hirshon-Garficld, N.Y., acet exec

NEW AFFILIATION

McLaren, Parkin, Kahn Ine, N.Y., dir of radio, tv
Bermingham, Castleman & Pierce, N.Y., merch dir
Van Slyvck S.F., partner

Geyer, Newell & Ganger, Tue, N.Y.. copy dep
Barnes Chase Co, L.A., aecct exec

Same, vp

Rohert Conahay & Assoc. N.Y.. acct exec

Edward Petry & Co, N.Y., radio, tv time sls (Dallas offire)
Same, clected dir and sce

Franklin. Bertin & Tragerman, N.Y., acct exee
Stewart-Bewman, Macpherson, Winnipeg. acet exec
Platt-Forbes, S.F., creative dir

MeLaren, Parkin. Kahn Ine, N.Y.. pres

J. Walter Thompson. Chi.. acet eaece

Same, bus megr

McLaren, Parkin, Kahn Ine, N.Y., 1p

Ted Rates & Co, N.Y., mgr tv, radio media dept

MecLaren, Parkin, Kahn Ine, N.Y,, head of intl dept

Same, gen sls dir

McLaren, Parkin, Kahn Ine, N.Y.. vp, treas

Green-Brodie, N.Y., acct exec

Dancer-Fitzgerald-Sample, N.Y., acct exce

Jeseph Katz, N.Y., cepy exec

Foote, Cone & Relding, L.A., acet cxec

MeLaren, Parkin, Kahn Tne, VY., media head

Same, in charge of Tyler office (new office located in Peoples
National Bank Bnilding)

McLaren, Parkin, Kahn Ine, N.Y.. acet exee

Hewitt, Ogilvy, Benson & Mather, N.Y., exee

Doc-Anderson, Louisville, aeet exce

Pentow & Bowles, N.Y., acct superv

J. Walter Thompson, Chi., acct exce

Cecil & Presbrey, N.Y., copy chief
Zimmer-Keller, Detroit, head of media dept
Hewitt, Ogilvy, Benson & Mather, N.Y,, acet exec




1950 IOWA RADIO SURVEY
MORE STARTLING THAN EVER!

More Iowa Homes, Plus More Radio Sets

Per Home, Equal More Listening!

IGURES from the 1950 Iowa Radio Audience

Survey** (soon to be released) confirm the
reasoning behind that headline— prove that your
Towa radio dollar buys more today than ever. llere’s
the evidence, step by step . . .

(I) “More Iowa Radio Honies.” The following
chart shows the increase in the number of
radio-equipped lowa homes since 1940 and
since 1945. With more than an 8% increase
in the last ten years, the number of lowa
honies with radio is now near 1009, !

'RADIO-EQUIPPED IOWA HOMES

(=l
L. =gy | e,

Percentage of all homes , ‘

*Amazing as this inerease in radio homes is, since 1940, it
of eourse does not reveal the tremendous inerease in total
number of lowa homes—up 70,000 since 1940!

(2) “More Radio Sets Per Iowa Home.” The
following chart shows the tremendons increase
in the number of Iowa homes which have
graduated from one-set to muhtiple-set owner-
ship since 1940 and 1945. Almost half of all
Iowa radio homes now have more than one
radio set!

NUMBER OF SETS
PER RADIO-EQUIPPED IOWA HOME

‘Percentage of radio

. homes owning:
Only one set in the home ‘ 61.5%
Two sets in the home 29.4%
Three or more sets in the home| 4 9.1%

% [100.0%

(3) “More Iowa Radio Listening.” The following
chart shows that more Iowa sets mean more
Iowa listening. The 1919 Survey used a 24-
honr recall method to determine the amount
of simultaneous listening in multiple-set
homes. This year the Survey placed a two-

14 AUGUST 1950

day diary on a large sample of multiple-set
homes. Both surveys found that between 1/
and V3 of all two-set families use two sets
simultaneously each day—between V5 and 24
of all three-set families listen to two or three
sets simultaneously each day!

FAMILIES WHO USE TWO OR
'MORE SETS SIMU

Reported Simultaneous Use: .
Homes equipped with two sets |
Homes equipped with, three sets ’,

More lowa radio homes, plus more radio sets per
Towa radio home, equals more lowa radio listening,
And WHO, of conrse, continues to get the greatest
share of Iowa’s total radio listening.

Let us or Frec & Peters send yon all the facts,

inclnding a complimentary copy of the new Survey

now on the press.

¥**The 1950 Towa Radio Audience Survey is the thirteenth
annnal study of radio listening habits in Towa. It is a
“must” for every advertising, sales or marketing man

who is interested in radio in general, and the Iowa market
in partieular.

The 1950 Edition was again condueted by Dr. F. L. Whan
of Wichita University and his staff. It is based on
personal interviews with 9,215 lowa families, scientifically
selected from lowa’s eities, towns, villages and farms,

WHO will gladly send a copy of the 1950 Survey to any-
one interested in the subjects covered.

W n

* for lowa PLUS

Des Moines « « « 50,000 Watts

Col. B. J. Palmer, President
P. A. Loyet, Resident Manager

FREE & PETERS, INC.

National Representatives
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WILSON, NORTH CAROLINA

widd’e of
ﬁm/ 5

5000 WATTS FULL TIME, 590 KC.

Jan. 29--Feb. 4, 1950, Conlan shows
46.29 of morning audience, 53.8%
afternoon and 54.67 evening. Hard
to beat? You bet .. . and now we're
. . making WGTM undisputed
leader in one of the nation's highest
cash farm income areas| Wirite Allen
Wannamaker, WGTM, Wilson, N. C,
or Weed & Co., Nat'l Reps.

H SM Survey of Buying Power May 10, 1950
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Alexander Harris

President
Ronson Art Metal Works, Inc.

“The best 1 the cheapest.”

Alexander Harris, president of Ronson Art Metal Works, Inc..
believes this; particularly when it comes to advertising.

“If you want a large sales volume for a good product, you musi
bring that product before the public on a continuous and commanding
scale.” says Harris. He speaks quietly and is quick to smile, is just
as quick to get his points across. “We have alwavs used the best
people and the best media, and feel now that radio and television
are the most mmportant part of our advertising schedule.”

Radio and TV actually get over half of the company’s advertising
budget. This year the budget will be over $2,500.000. On radio.
Ronson leads all other lighters combined by 50 to 1 it is the largest
user of television in the entire lighter industry. The company cur-
rently spends more than $1.000.000 for its 20 Questions, aired on
both radio (MBS, 492 stations) and TV (WOR-TV and the full
ABC-TV network). In addition, the company averages two TV spot
announcements per week in each of about 23 markets nationally
(about 26 stations). More stalions are added as choice time spots
become available.

Harris” advertising policies have paid off. When he became presi-
dent of Ronson in 1940. total sales for the year amounted to $2,791,-
000. Last year the sales had spiraled to a high of $32.128,070, about
314 million more than for 1948. Net profit last year was $5,417.173.
Since its inception 55 years ago, the company has produced and
sold over 10.000.000 lighters.

Today Alexander Harris is practically synonymous with Ronson.
He has been with the company since 1914, joined the then small
company as “general manager and case polisher.” He was born in
New York City in 1885, After graduating from the Universityv of
London i 1902, he went to work for the Raymond Whitcomb Travel
Agenev in the steamship department. Later he joined the auto firm
of Cryvder and Co. as its general manager: left there for Ronson.

Outside of business. Iarris is a man \\1[11 many interests among
which are: linguistics; directing the Theodore Paton Harris I“ounda-
tion for rheumatic children; farming (at least he lives on a farm);
and collecting carly Americana.

SPONSOR




MR. SPONSOR:
WHICH STATION HAS THE
AUDIENCE IN DETROIT?

48% of all radio listeners on Sunday afternoon listen to WJBK. This is an
all time high for any Detroit station at any time. WJBK’S Hoopers are far
higher than all the other independent stations, and they compare favorably
with the network stations— AT NO PREMIUM COST.

Tota! Coincidental Calls = CITY:  DETROIT, NIK
This Perod 13,48 _ HOOPER 2A//O AUDIENCE INDEX .~ "
CITY ZONE

SHARE OF AALD/D AUDIENCE
[ A WIBK D F G oTHER || HoMES
TIME seremusell verw | B JAMmM] C | ygrw [ B | neTw | NETW par| T
MON. THRU FRI. ,
8:00 AM.-12:00 NOON 126 be3 | 1.8 5’4 3.2 | Ll.5 | 1.1 | 17.3 | 2L.5 0.7 || 2,561
MON. THRU FR!. ;
12:00 NOON-6:00 P[] 25°1 || 5% | b 175' 3.0 | 28.0| 6.6 | 22.7 | 1L.5 0.8 || 3,813
SUNDAY
12:00 NOON-6:00 P.M.|[| 21+ 7.k °-7hl}8.0 0.7 | 7.4 |18.8 | 8.9 s.z 3.0 || 1,LL8
SATURDAY
8:00 AM-6:00 P.M. NOT]RATED]INDETROIT |
SUN.-SAT. EVE.
6:00 P.M- 10530 P.M. 15.9 7.1 | 1.0 19_0 3.2 | 29.3| 5.7 | 20.8 | 12.3 1.6 " 7,606

Why does WJBK have the Detroit audience?

Because it consistently leads in community service and in programming,
with the best in entertainment and talent, WJBK has extraordinarily high
Hooper ratings. This, translated into exceptional listener-response, means
high returns for your advertising dollar. See your KATZ representative for
success stories of which WJBK is justly proud.

WIBK=DETROIT

NATIONAL SALES HEADQUARTERS: 488 MADISON AVENUE, NEW YORK 22, ELDORADO 5-2455

Represented Nationally by THE KATZ AGENCY, INC.
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This feature presents some of the most interest-
ing questions asked of SPONSOR'S Research Dept.
Readers are invited to call or write for information.
Address: 510 Madison Avenue, New York 22, N, Y.

€). When did you carry a story on Speidel Watehbands?

U SR D C —
Advertising agency librarian, New York
| A. 28 February, 1949. page 27: 1 Augu=t. 1949. page 19.
ne €). Have you done anything on television merehandising?
A

Student, New York
« Our 199 TV Results should prove helpful. It sells for a dollar a

A e e — e
= n copy to non-subscribers. In addition, a page of television results .
‘ appears in alternate issues of SPONSOR.
(). What is Phonevision and when will it go inte operation?
Groceries distributor, New Orleans

A. Phonevision is a pay-as-you-watch method of video programing
planned by the Zenith Radio Corporation. Ninety days of tests
arc planned in the Chicago arca starting 1 October with viewers

e e e
paying 1 for each Class A movie thev see. Specially equipped
TV sets to receive the Phonevision programing will be =et np in
300 Chicago area homes.

e i e S

i ). We know radio and TV set production are on the increase but i

how about FM sets? Appliance manufacturer, Chicago

A. According to an estimate of the Radio-Television Manufacturers

Association. FM and FM-AM radio set output totaled 539,852,

: an mcreasc of more than 115.000 over the same 1949 period.

WHO study of Jowa listening, just completed, shows 7.77, of 1

lowa homes with FM sets in 1949: 13.4, in 1950.

| ). When did SPONSOR carry a story on Radox? |
Advertising agency assoctation, New York
A. We carried a story on Sindlinger’s Radox in our 26 September,

1949 issue. page 28.

Q. Approximately how many foreign language stations are there in
the U. 8.7 College professor. St. Louis

A. Foreign langnage broadcasting in 33 tongues was reported as a
regular procedure for 384 stations according to a recent survey
by the National Association of Broadcasters. Foreign language
programs varied from less than one hour a week on these stations
to more than 25 hours weekly.

0. Can von give us the latest trends, as far as advertisers are con-
cerned, from night to daytime network programing; night to

DURHAM,

North Carolina

S,OOO WATTS

620 «c
A. The following dizk jockeys serve the Negro market in New Or-

PAUL H. RAYMER’ REP. | leans: Poppa Stoppa. WJMR: Ernie Bringier; George “Tex”

Stephens of WMRY.

daytime spot programing and from radio to TV?
Large advertising agency. New York
A. These trends are discussed in our Fari, Facts issue. 17 July.

(!, What stations in New Orleans are geared to contaet the Negro

market? Transcription company executive, New York

16 SPONSOR




New developments on SPONSOR stories

See: "Quaker rug’'s magic carpet’’
p.s. Issue: 24 April 1950, p. 24
Subjecf: Armstrong Cork Company

The Armstrong Cork Company, well known for its successful radio
show. is now in television.

2PONSOR mentioned that the company planned to use the medium
in “Quaker rug’s magic carpet.” The format details of the \rm-
strong video show have worked out much the same as spoxson fore-
cast in its 24 April article.

The new TV drama series, Armstrong’s Circle Theatre. is a half-
hour show aired over the full NBC-TV network on Tuesdays. 9:30
pan. EDT. The show will run for 52 weeks. and will cost about
$1,000.000 vearly for tume and talent. Armstrong’s popular radio
show, Theatre of Today, continues to plug carpets to a women's
audience, does not conflict with the TV programing.

The television show. though similar to Theatre of Today, is angled
toward the whole family. h promotes the complete ine of \rmstrong
floor coverings, plus its building materals. According to Paul Mark-
man. account executive (BBD&O ). “The company uses original sto-
ries purchased from the outside; stories about down-to-earth people
we all know, the salt-of-the-earth kind. We do not use gory mystery
or suspense dramas.” Cameron Hawlev. advertising anager for
Armstrong. is as active in the television productions as SPONSOR
revealed he was in the company’s radio programs. He has written at
least one of the TV show scripts. and has personally supervised all
of Anustrong’s radio and television productions.

The Armstrong Circle Theatre began 6 June with a program star-
ring Brian Aherne. The company used as many big names as possi-
ble for the first few months, then eased off with lesser talent during
the summer. Plans call for a return to the top names in the fall. Al
commercials are live as is the show itseH. A demonstrator who does
the cominercials describes items in five different display windows.

Armstrong is well satisfied with the show thus far, The compan,
has been swamped with letters complimenting the wholesome type of
program presented. According to the company. it was prompted to
go into TV because of dealer enthusiasim for the medium. (Perhaps
the prodding from competition such as Congoleum-Nairn with its
Garroway at Large, NBC-TV, had an effect as well.)

s See: “Play ball: 1950
p‘ L/ lssue: 10 April 1950, p. 30
SUbiECtZ Liberty Broadcasting System

With a giant stride. Gorden McLendon, president ol the Liberty
Broadeasting System. Dallas. recently ammounced plans to broadcast
major professional football games regularly on a coast-to-coast hook-
up. That’s going some for his voung outhit.

I its 10 April issue, spoN=OR reported an LBS baseball net of
over 200 stations: the football net this fall will ink more than 300
stations. The stations will carry every game of the New York Yanks,
at home and away. Games will be aired direct from the field.

Liberty claims it has become America’s third largest network (in
station numbers) with 237 affiliates in 34 states. According to the
network, on 1 October it will expand its operations into 48 states
and plans to include over 300 affiliates.

14 AUGUST 1950
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J

5000 watts DAY
1000watts NIGHT
Directional
San Antonio’s Oldest
Music and News Station

Represented Haliomally

¢y Forjoe & Co.
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NORTH CAROLINA
IS THE SOUTH’S
No. 1 STATE

anp [

North Carolina

Than Any Other Southern State.

N o RTH More North Carolinians Listen

to WPTF Than to Any

i C AROL'N A! S Other Station

11 o) /
< WPTFeS
680 .. l B AFFILIATE

* also WPTF-FM *
RALEIGH, North Carolina

National Representative FREE & PETERS INC.

SPONSOR




. The Sponsor
VEIRTPRN

ARTIST JARO HESS IS ONLY KIDDING BUT NCW AND THEN ACCOUNT EXECUTIVES FEEL THEIR CLIENTS LOOK

LIKE THIS

What agencies wonld tell clients
.. |1 they dared

I H. Querulous McGee was a
“4 bubble-gum manufacturer
with wads of dough and plenty of bub-
ble-gum production knowhow. A few
years ago he decided to go into net-
work radio. He went to his agency
with this proposal:

“I’'d tike to see you build a show
with something to it. Good music. some

14 AUGUST 1950

singing. 1 want to build up the com-
pany name.”

The agency men were aghast. Me-
Gee’s bubble gum couldn’t lmpe to gain
a thing from a musical show. I\esean,h
has shown that kids don’t go for mu-
sic. not the ones in the bubble-gum
age brackets. anyhow.

Finally. a brave account man was

part one of a two-part story

briefed by the agencv radio depart-
ment and sent in to talk McGee out of
his interest in music.

Once he saw the research facts and
figures. McGee broke down and ad-
mitted the whole thing was his wife's
idea. She wanted to sce him sponsor
something the ladies in her bridge club
could appreciate.
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These are some of the worst sponsor foibles as the agencies see it -

-

4

Lack of faith in the agency \

Accepting non-professional opinion

Are You A Problem Sponsor?

The questions below are de-
vigued to put the spotlight on
vou as a sponsor. Score 2 for
ves: 1 for sometinies or doubt-
fui: then total your score. In-

terpretation below.

I. Do you feel that vour
ageney can’t be trusted to do
its best on a program or amn-
nouneement eampaign? il

2. Do vou tend to give
overconsideration to the opin-
ions of people vou nieet eon-
cerning vour broadeast adver-
tising, even when they’re not
experts or people the adver-

tising is designed to reaeh?[]

3. Do you tend to pooh-
pooh the time element when
vou make requests  to  the

L
ageney ? O

1. Do you base your recom-
mendations to your ageney on
“common sense’ rather than
on a study of proven broad-

east advertising rules? d

3. Do you keep your ageney
in the dark about ultimate ob-
jeetives of your firm, prefer-
ring to let it work on a shorit-

range basis? O

6. Do you put off getting a
fair working knowledge of the
new techniques and eomplexi-

ties of TV? O

7. Do you take it on yvour-
self 1o instruet yvour talent on
how to do their assignments,
instead  of relying on the
ageney? O

8. Are your plans for radio
and TV advertising based on
hasty eonception and impulse
rather than on a searehiug
estimate  of vour advertising
needs? ]

A score of 12 10 16 puts
vou definitely in the problem
sponsor elass; 6 to 11 makes
yvyou a borderline ease; below
6 indicates that you're one of
the elients agencies love to
work with.

Today, McGee gponsors a kids” show
and placates his wife with an extra trip
to Bermuda on the added profits it's
helped make for him.

This only slightly apocryphal anec-
dote puts a finger on one of the key
agency gripes against sponsors: their
tendency to let personal. non-profes-
sional opinions iuterfere with logical
program or talent choice.

large and medium-sized agencies to
gather just such gripes. Purpose of the
tour was not to serve as a safety valve
for the pent-up emotions of agency ra-
dio and TV executives. Rather. spox-
sor hoped to uncover flaws in sponsor
thinking about radio and TV: sore
points in agency-sponsor relationships;
and suggestions for Improvement.

Probably extreme cases like McGee's
are in the minority. But if just a few
advertisers gain just a little added in-
sight from the points brought up here.
this article will have served its pur-
pose.

In a second article, sPoxsor will at-
tack the subject of agency-sponsor re-
lationships from the other angle and
seek to point out chiel advertiser criti-
cisms of agencies. Obviously, there's a
need for just such airing of problems
by an objective source. Agency men
can't tell off their clients: they don’t
dare {though some of them show sur-
prising courage at times). Advertisers.
as well. are reluctant to come out with
basic eriticisms nntil their relationships
with their agencies reach the hreaking

point,
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Over-attention to detail

Probabh  the chief complaint of
agency radio and TV executives was
based on the sponsor’s lack of faith in
their abilities. 1n most of the 15 agen-
cies visited. FAITH was the theme ad-
men stressed first.

“Pamn 1, said one of the most
straight-from-the-shoulder radio-TV di-
reetors in the business. “these guys go
to a corporation lawyer or a doctor
and they don’t peer over his shoulder
while he writes a brief or looks in the
fluoroscope. But when it comes to the
ageney . . . wham. We're the guys the
sponsor watches with an \-ray eye.”

Lack of real faith in the agency is a
key faetor in ereating many unhappyv
situations. To illustrate:

This spring, a big network radio ad-
vertiser deeided to use a summecr re-
placement show for his regular varicty
half hour. His ageney was asked to
make recommendations.

The agency. which can’t he named
for obvious reasons. is one of the old-
est, wisest. and wealthiest i the husi-
ness. [ts radio executives sat down and
mapped out what they considered a
logieal approach. First of all. what
came before and after the sponsor’s
time slot? Both the shows preceding
and following were comedies. The next
question: what’s the fare on other net-
works at the same time? 'The three
other nets earried detective stories.

There were then three choices, as
the ageney saw it: (1) Sehedule a de-
tective story on the theory that this
was just a good time for detective sto-
ries. (21 Schedule a comedy show to
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Setting

keep in the mood of the other network
shows surrounding the time spot. (3)
Get some entirely different program-
ing.

Of the three, the comedy show
seemed most logieal. The agency rea-
soned that a fourth detective story on
at that time was too much. There jusi
weren't that many deteetive fans. In-
evitably, a contrasting show would pull
an audienee of people who don’t like
detective stories. And a comedy show
seemed right because there was an au-
dience built up to that mood available
on the network immediately before and
after the sponsor’s time slot.

All that was needed was a eomedy
show whieh differed sufficiently in for-
mat from the other two to sustain in-
terest. The ageney made preliminary
plans for building such a show. went
to the sponsor.

“You guys are taking the easy way
out,” was the client’s eventual re-
sponse. He felt that the agency wanted
to slap together a comedy beeause that
was simpler to do than build a detec-
tive series. He held out for a fourth
“who dun it.”

The agency man who told sponsor
this storyv added a clineher: “All the
time we were analyzing this thing, we
owned rights to a detective story pack-
age which we had developed a few
vears back. I we really wanted to
take the easy way. we could have
pulled that one out from the start.”

Thus it was a basic lack of faith in
the agency's integrity and judgment
which caused this advertiser to make

impossible deadlines

what the agency planners feel is a poor
move. Ineidentally, don’t try to figure
out what network show is described
here. To protect the agency, its iden-
tity has been concealed by a few twists
of the facts.

Similarly. the identity of the real
H. Q. McGee was disguised i the anec-
dote at the beginning of this artiele.
But McGee has his eounterpart in real
life. And. unfortunately. his failing
was cited by the majority of ageneies
as typical of some of their clients.
Apparently. the personal likes and dis-
likes of sponsors and their wives are a
freqnent cause of trouble.

Said one top TV viee president: “l
would like to kick the next sponsor who
tells me he didn’t like last night’s show.
What difference does it make whether
he likes the show as an individual. |
want to know what the mass audience
that show is designed to reach and in-
fluence thinks, 1've had shows with
32 ratings on the air and then the spon-
sors told me the show wasn't any
good.”

Another ageucy radio director coni-
mented: “l frequently work on pro-
grams which are distasteful to me aes-
thetieally. I'm a Harvard man and |
have a certain feeling for literature and
art. But I have learned through ex-
perience not to let my personal tastes
interfere with the specific goals of a
show. Many sponsors lack that objec-
tivity.”

A perfeet example of the non-objec-
tive advertiser was provided by still

(Please turn to page 46)
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How (0 kee
vour dealer happy

Spot newscasts and sportsceasts,
sirongly peppered with merchandising.

is Shell formula sinee E944

22

SHELL PUTS THE SPOTLIGHT ON RADIO AT MOST OF ITS REGIONAL DEALER CONVENTIONS BY STAGING NEWS BROADCASTS.

£ Jim Brown, a bank teller in
Fort Wayne, drove his new
% car into a Shell service sta-

tion on his way home from work one
evening last April. had his tank filled
with “activated” Shell Premium. “That
Bob Carlin (the Shell newscaster) 1is
the bhest newscaster anywhere.” he re-
marked pleasantly. “Thought I'd give
vour gas a try.”

He never stopped in again. Why?

The question of Jim Brown’s con-
tinued patronage was in the hands of
a dealer who wasn't as inviting as
Shell's newscaster. Dealers like this
one are Shell’s main problem. That’s
where radio comes in. By upping deal-
er morale. Shell radio programs keep
their salesmanship as “activated” as
their gasoline is said to be.

Shell is one of the leaders in deliv-
ering new customers to the driveways
of service station operators. But Shell
0il Company advertising head D. C.

SPONSOR

DEALER




T LOCAL COMMENTATOR AFTER EACH SHOW

Marzchner and C. W. “Chuck” Shu-
gert, in charge of media, know very
well they are at the mercy of their 25-
30,000 franchised dealers when it
comes to turning the Jim Browns into
“regulars” who come back again and
again.

These individual dealers, the Shell
advertising heads realized. mean the
difference between so-s0 sales and the
kind of push that keeps earnings mov-
ing ahead briskly. That’s why Shell
decided in 1944 they needed something
that would not only add a direct zell-
ing punch to their newspaper and out-
door poster advertising: they wanted
something that would tie their dealers
into the program. make dealers feel
more a part of the advertising effort.

So in 1944. following a war-curtailed
ad program which included no broad-
casting. the Shell strategists decided to
start sponsoring 15-minute newscasts

{Please turn te page 55)
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Shaded Area: Shell sales territory

Dots: Shell sponsored stations

This is curvent Shell Oil list of 57 statious

WAPI, Birmingham WCSH, Portland

KNX, Los Angeles {anncmts) WEFBR, Baltimore

KFBK, Sacramento WHDH, Boston

KNBC, San Francisco (anncmts) WEEI, Boston

WTIC, Hartford WTAG, Worcester
WTOP, Washington, D. C. WJR, Detroit

WMBR, Jacksonville WJEF, Grand Rapids
WQAM, Miami WKZO, Kalamazoo
WAGA, Atlanta KSTP, Minneapolis
WMAQ, Chicago WEBC, Duluth

WEEK, Peoria WMFG, Hibbing, Minn.
WEOQA, Evansville WHLB, Virginia, Minn.
WOWO, Ft. Wayne KYSM, Mankato, Minn.
WMT, Cedar Rapids KROC, Rochester, Minn.
WOC, Davenport KSD, St. Louis

WHAS, Louisville KMOX, St. Louis

WDSU, New Orleans WMUR, Manchester, N. H,
WRDO, Augusta, Maine WXKW, Albany, N. Y.
WLBZ, Bangor WAGE, Syracuse

WNBC, New York

WBT, Charlotte

WAKR, Akron

WSAL, Cincinnati
WGAR, Cleveland
WBNS, Columbus
WLOK, Lima, Ohio
KOIN, Portland

WJAR, Providence
WCOS, Columbia, S. C.
WJMX, Florence, S. C.
KXYZ, Houston

WJOY, Burlington, Vt.
KJR, Seattle

WDUZ, Green Bay
WISN, Milwaukee
WEAU, Eau Claire, Wisc.
WJIMC, Rice Lake, Wisc.
KGU, Honolulu
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Sheil programs are merchandised heavily through billboards, and letters, cards sent to dealers
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CBS picture by William Noyes captures joy of kids watchiag their first TV show. Tots strongly influence adult viewing

How moppets hypo

ulult viewing

Ohio State study, plus other evidence, reveals that nighttime choice

of grownups® program is often determined by busy yvoumg fingers

When Milton Berle mugs
3 into the TV camera just

hefore Star Theatre fades
off at 9:00 and plies the kiddies with
urgent admonitions to be good . . . 1o
be carelul crossing streets .
right to bed now, that's supposed to
curry favor with parents.

And that’s all to the good for Tex-

. to go

aco produsts,

But “Uncle Milty™ and his Texas
Company sponsors (along wiih a lot
of otlier advertisers) may be surprised
to learn that the votes of youngsters
between the ages of six and 12 have a
fot to do with what adult shows are
viewed by grownups in the evening all
the way up to 9:30.

This, at least. is the case in Colum-
bus, Ohio, as established by an Ohio

24

State University diary study made the
frst week of last March. There’s no rea-
:on to believe the small frv of New
York, or Dallas, or Los Angeles exert
less pull with mama and papa than do
thenr counterparts in Columbus. Ohio.

Comedy dramatic type shows had
the greatest appeal as a class for Co-
lumbus children. Three program ty pes
rated consistently lower in homes with
children than in “base” homes——homes
without children. They were (1) “hu-
man inlerest” shows: (21 crime or
thriller type shows. especially those
with a strong psychological emphasis;
and (3) musical programs.

Children not only influenced the
type of program viewed in their homes,
but were responsible for terrific differ-
ences in ratings of individual programs

within the different categories.

For example. the average rating of
comedy dramatic programs as a class
was 11997 higher in homes with chil-
dren than in adult-only homes. At the
other extreme, Whar’s My Line, a hu-
man interest type show, rated 51¢
lower in lhomes with children. Tt is
probable that this effect holds good in
principle everywhere. M this proves to
be the case, an entirely new approach
is suggested for expanding adult audi-
ences in homes which include children.

The Columbus study was made by
Richard M. Mall. a graduate student
in radio and television programing at
Ohio State University: he worked un-
der the supervision of Dr. Harrison B.
Summers of the university’'s Depart-
ment of Speech.

SPONSOR
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6% up

569

"Philco Playhouse' rated 279

219 up

Mall placed diaries in the homes of
200 families who kept quarter-hour-by-
quarter-hour records over a seven-day
period. The families werc a cross-sec-
tion of the television-owning homes of
Columbus, representing every section
of the city. Distribution of the sample
according to educational and socio-eco-

nomic levels was only slightly above

Average hours per week
of television viewing

Homes with Homes with

children no children

Mornings '

Monday through

Friday .78 .20
Afternoons

Monday through

Friday ' 9.35 4.10
Afternoons ‘

Saturday and

Sunday 3.03 2.42
Evenings

Entire week 25.89 24.51

. I ~
Total hours -
Entire week 39.05 31.23

"Aldrich Family," on air same time as show at right, had
higher rating in homes with kids than in adult-only 50% down

higher in homes with kids
than in adult-only. As result, its over-all rating was upped

21% down

that of the population of the c¢ity ax a
whole. About half the sample families
had children of school age.

At the time the study was made.
about 45.000 TV sets had been sold in
the Columbus area. The situation in
Columbus was unique in that three TV
stalions were in operation in a city of
400.000 population. Three-station com-

“This s Show Business'' rating was 507 lower in homes
with tot¢ than in adult-only. Kids' vote made difference

"Fred Waring" in adult was 219 below rating in kid
homes.

Over-all rating was 10 below show at left

petition was available for seven or
more hours each day ol the test weck.

The studv reveals. on a scale never
before measured, the importance of
children in choice of programs viewed
by adults; it also confirmed tentative
conclusions of other studies which in-
dicated higher sels-in-use statistics in

{ Please turn to page 52)

TV *“sets in use’ in homes with or without children®

Period Adults With
starting only children
1:00 p.m. 7.4 9.4
1:30 6.1 ‘ 7.9
2:00 5:6 8.4
2:30 7.1 13.3
3:00 7.6 17.1
3:30 1.3 22.0
4:00 14.0 ‘ 30.9
4:30 22.9 42.8
5:00 24.1 61.0

5:30 26.4 70.7

*Half-hour periods, Monday through Friday combined.

Ohio State University study.

Period Adults With

starting only children
6:00 p.m. 42.3 73.6
6:30 544 73.3
7:00 60.6 775
7:30 59.2 67.0
8:00 77.5 76.9
8:30 81.3 79.6
9:00 77.9 75.3
9:30 78.0 72,5
10:00 72.5 70.2
10:30 63.0 59.0

Source of this and chart at left:




. Dynamic's pitch: "See a set in your home"

MR o TEY

2, Calls from Dynamic's stations are received here

3. Next step: salesmen are informed of prospects

This team bats H00 m sales

Air advertising plas home demonstration technique scores heavily

for TV set dealers in many cities

@egesmy When  RCA  unveiled its

2o new MP—“Million Proof”
line of television sets on Sunday, 16
July. the reaction was immediate from
a public which had been alerted by
weeks of drum-beating on the air and
in newspapers and magazines. Bul no-
body reacted faster than RCA’s com-
petitors in the Number One television
market-—the New York metropolitan
area. Leading the pack as usual was the
leading radio advertisers among the
“free demonstration’ school of retail-
ers— Dynamic Stores.

Dynamic in New York is but one of
the dozens of dealers in TV cities all
over the country who are cashing in
on “free demonstrations” teamed with
air advertising.

Dynamic, with six stores in the New
York area selling nationally-known ap-
phiances. including Admiral television
sets, uses radio locally as the Robert
Hall clothing chain does nationally
on a broad, saturation-frequency basis.
With a watchful eve on the compeli-
tion. Dynamic’s advertising manager,
Sidnev Horne, won’t disclose the size
ol his radio budget. But the most con-
servative estimate from a qualified -
dustry source is $100.000 a vear. At
peak periods Dynamic has bought tinie
on virtually all of the 15-0dd stations
i the New York arca
ute spots through two-hour disk jockey

from one-min-

26

type niusic programs,

The objective of all this saturated
selling: invitations to Dynamic sales-
men to visil listeners in their homes.
and bring a TV set along. Home dem-
onstrations are nothing new. Vacuum
cleaner salesmen, to mention one
group, have been doing them for years.
But it took “Madman Muntz,” fresh
from his success in the used car busi-
ness, to work out the successful for-
mula now used by other retailers like
Dynamic in New York and George's
tadio Stores in Washington. sroxsor
reported the Muntz TV success story in
its 7 November 1949 issue (“Not so
mad Muntz”). Dynamic and George’s
Radio Stores are using the Muntz tor-
mula enthusiastically, find it works for
them as well.

A staggering 957 of all those who
phone to inquire about home demon-
strations of Admiral TV sets, in an-
swer to Dynamic’s radio plugs. make
appointments for Dynamic salesmen to
call. And a solid 5095 of this number
become cash customers.

Dynamic’s Hormne.
“gives Dynamic’s salesmen-demonstra-
tors a legitimate excuse to get into the
home.” This, ol course, is enough for
any salesman worth his salt, More
than 100 Dynamic salesmen are kept
busy throughout the day following up
leads stemming directly from Dynam-

“Radio,” says

ic’s radio advertising. A Dbattery of 15
switchboard operators has all it can
do to handle incoming calls from “live”
prospects.  “Radio opens doors for
us,” says Horne. This has been
brought home strikingly to Dynamic
through occasional “cold canvasses™ of
neighborhoods where no specific leads
are available. “Our salesmen find the
ice has been broken ahead of them be-
cause people are familiar with the Dy-
namic name, thanks to our radio ad-
vertising.  Almost evervbody knows
who we are,” he adds.

This 15 one of the reasons Dynamic
doesn’t concern itsell excessively with
pinning down results from individual
stations. “We've gotten plenty of re-
sults attributable to radio even during
periods when we had nothing on the
air.” Horne points out. He explains
that the valuc of campaigns such as
Dynamic’s cannot be gauged by direct
and immediate results alone, as impres-
sive as these have been. LEach cycle of
Dynamic  air generates
waves of publicity and advertising car-
ry-over which augments the selling job
tong after the commercials have been
read.

advertising

Dynamic buys time on network out-
lets the powerful New York “flag-
ships™ such as WCBS and WNBC—as

well as independent stations. Horne

SPONSOR
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4. ONCE IN THE PARLOR WITH A TELEVISION SET SALESMEN HAVE LITTLE TROUBLE SELLING. 50% OF FAMILIES VISITED BUY

says that while the quality and relia-
bility of sales leads pulled by the net-
work stations were superior, in some
individual cases, to those stemming
from the indies, tlie difference by and
large isn’t enough to warrant a rule-
of-thumb judgment. Horne is a he-
liever in the practice of buying stations
on individual performance and “per-

sonality.” rather than on power and
affiliation.

Most of Dynamic’s radio buys are
spotted in the mid-morning. afternoon,
and early evening. Dynamic has
learned that their best advertising tar-
get is the housewife. While the pur-
chase of a TV set is usually discussed
at length by all members of the fam-

ily, it'’s Mom who u=ually has the final
word.

Unlike many other advertisers who
use a bulk of spot anmouncements, Dy-
namic has never cut transcriptions,
preferring to do them live. Horne feels
that this is added insurance against
commnercial copy staleness a factor to

(Please turn to page 42)

George’s, Washington, D. C.: George Wasserman, president of Wash-
ington appliance firm, signs for more time on WNBW to push TV sets

Selby’s, St. Paul: this appliance dealer has five half-hour shows
over WMIN, urging viewers to telephone for a TV set demonstration

14 AUGUST 1950 27
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Ray Bartlett, white d.. on KWKH, Shreveport, proves it's programing that draws Negro fans

Negro population in leading markets*™

AM&FM

Mai ket sopuaton | ofrotal |
| x
New York 819,450 99 |
Chicago 447 370 10
Philadelphia 439,410 13
Detroit 348,245 13 ,
Washington 285,988 24
Baltimore 284383 22
Los Angeles 240,375 6
St. Louis 239,470 15
Birmingham 209,760 42
Newark 195552 6
New Orleans 166,824 28
Memphis 163,742 41
Atlanta 142,885 29
Pittsburgh 131,052 6
Cleveland 110,000 9
San Francisco-Oakland 102,465 5
Indianapolis 79,740 18
Cincinnati 62,940 12
Kansas City 44 300 10
Tampa-St. Petersburg 35,313 20

Estimated

no. families

212,000
111,300
113,000
83,400
68,000
63,250
56,250
67,000
54,500
48,100
44,500
45,300
40,400
34,000
27,500
26,000
19,935
15,735
11,100
8,800

. Population
per private

‘ household

3.5
4.0
3.6
4.2
4.2
4.5
3.2
3.4
3.9
3.5
3.6
3.6
3.6
3.7
4.0
3.1
4.0
4.0
4.0
4.0

*Source: U. S. Bureau of the Census, 1947, Series P-21.
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The Neoro d.}

Scores of stations roundj
l
i

sepia talent: hera

in on a newly tappel
l

Fifteen million people earn-

ing $12.000.000.000 a year

. constitute a tremendous mar-

ket. Despite this. a strange myopia

prevents the bulk of advertisers from |

trying to reach it. |
sPONSOR (10 October 1949) pointed |

out the relatively untapped potentiali-
ties of the Negro market in an article
called ““The forgotten 15,000,000.”
Since then additional evidenee proves
that programing aimed especially at
Negroes sclls heavily for national and
local sponsors. L8

Top salesmen are the disk jockeys
throughout the country whose music. I
chatter. and distinctive personalities at- i
tract huge and loyal audiences. The |
d.j. may be white. he may be colored;
the important thing is whether his pro-
gram appeals to the majonty of Negro
listeners. Programing is the key.

Here are some samples of what Ne-
gro disk jockeys can do for sponsors:

Jon Massey on WWDC. Washing-
ton. D .C., sold 5.000 sets of $1.98 ball
point pens for the Super Music Stores
—all in a single week.

Ned Lukens (a white d.j. who calls
himself “Jack the Bellboy™) promoted
%4.000 worth of business for Jandel
Roofing and Siding Co. with two spots
a day on WEAS. Decatur, Ga. He has
also helped add 15,000 new accounts
for Hollywood " Clothiers. who have
sponsored him for two years.

Sister Rosetta Tharpe. with a 15-
minuie record show called Songs of
the South. sold 4506 General Electric
washing machines in 10 wecks over
WDIA, Memphis. Maurice “Hot Rod”

Hulbert sold 39 radio-wire recorder

SPONSOR
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{pw they’re cashing

combinations at 8150 each for Sears
Roebuck over the same station.

In Santa Monica. popular Joe \d-
ams of KOWL arranged and promoted
a March of Dimes Benefit. A total of
1.800 tickets were sold for the 1.500.
seat hall, and over 900 others were
turned away. The same Joe Adams i~
responsible for 506 of the new ac-
counts signed by Grayburn Clothes of
Los Angeles since May 1949. Business
has skyrocketed since the clothing
store first began advertising. with as
many as 400 new accounts opened in
a single month.

What makes Negro disk jockevs so
popular? The popularity of music it-
self is the biggest factor; people like to
listen to blues. jazz. bop. Second in
importance is the personality of the
d.j. Most of them are unusually talent-
ed. and often well-educated. Take Jon
Massey of WWDC for example. .\ 28-
vear-old former Labor Dept. drafts-
man, Massey was described in the 1945
edition of The Avon Poetry Anthology
as “one of America’s most promising
voung poets.” Lorenzo Fuller MCs
Harlem Frolics over WLIB. New York
—when he isu't appearing in the
Broadway show Kiss Me Kate. Fuller
plays the piano. sings. and talks he-
tween records.

Several of WDIA's talented d.j.'s
double as teachers i Memphis high
schools. Nat D. Williams holds down
several spots on the station. writes a
syndicated column for the Pittshurgh
Courier, and teaches history at Booker
T. Washington High School. Another
popular WDIA personality. A. C.
“Moohali” Williams. teaches music at

(Please turn to page 49)

i

Jim Booth and Lee Cavanaugh, local disfri_bufors, sign

I. Bettelou Purvis, white d.j. on WPGH, Pittsburgh
3. Santa Monica, Calif.'s popular Joe Adams, KOWL
&. Felix Miller spins platters on WDUK, Durham

. E -
for I5.minute slot on “Spider’ Burk's show. KXLW

2. Ned Lukens, white "Jack the Bellboy", WEAS d..
-f. Nat Williams, WDIA, Memphis, d.j.. and quest
6. Jon Massey, d.i. on WWDC, Washington, D.C.

- .
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COST PER THOUSAND

A SPONSOR continning study

Radio 1s eettime hoger

More radio homes. more individual listening,

less cost per thousand. vevealed in

studies of radio impaet

past

Foe During the several
g. | i

o0t weeks major studies by
NBC and WHO, Des Voines. have be-
come available to advertisers probing
for the answers to thesc questions:
“How much is radic really worth?
How well is it doing in the family of
advertising media?”

Radio is getting bigger!

That’s evident in the increased num-
ber of radio homes: in muliiple sets
within the home: in individual set lis-
tening in kitchen, bedroom, hving
room, workroom, barn: in more oul-
of-home listening; in dechning cost
per thousand.

This doesn’t mean that all stations
offer advertisers morc than they did
one year or five years ago. Nor does
it ntean that the advertiser can afford
to relax in his effort to make profitable
use of the medium. A husky segmeut
of the radio broadcasting field is hav-
mg rough sledding; numerous pro-
grams show a downward trend.

Yet more advertisers than ever be-
fore are reporting standout results.
They re learning how to use radio . . .
and they’re being helped along by the
fact that radio is getting bigger.

For more than a year sronsor has
presented its continuing studv on the
health of radio. Most of these analyses
are contained in a 32-page hooklet
titled “Radio is getting bigger” avail-
able free to subscribers on request.

NBC presentation highlights ra-
dio’s growth. In a simple. factual
presentation, NBC lias marshalled pert-
inent facts advertisers waut to know
about the dimensions of radio. Here
are soine of the standout statistics it
includes:

1. While U. S. familics increased
5%, million iu the four years ending
January 1950, radio families rose 6,-
702.000. The radio family growth far
surpassed that of newspapers, or tele-
vision families, or the four top na-
tional weekly magazines.

Radio up: Nielsen
A telegram to SPONSOR from A. C.

Nielsen arrived at press time. Ex-
cerpts follow: '"Radio listening snaps
back coincident with interest in Ko-
rea. . . . Radio usage for entire day
now higher than last year. . .. Night-
time listening currently on par with
year-ago level, whereas during earlier
months this year it had been off 10
to 15%. Morning and afternoon lis-
tening . . . now up 5%." That's the
latest word from Nielsen, reinforcing
the point made in the article below.

2. From January 1946 to January
1950. 54,000,000 radio sets costing
four billion dollars were sold.

3. In 1949 three radio sets were
sold for every TV set. The RTMA re-
ports pyramiding radio set sales in
1950. chiefly table and portable
models.

4. More money was spent last vear
for radio sets than for all newspapers
and magazines combined.

5. Based on Nielsen estimates,
which rarely includes listening to
more than two sets in a sample home,
an average half-hour evening network
radio program will have 6.790 less
potential circulation this fall than in
1918, But the marked increase of in-
dividual set listening in the home, not
fully measured by Nielsen, reduces
this percentage.

6. Fall 1950 will find 35,097,000
exclusively radio families as compared
to 10,000,000 TV fawmilies (practically
all TV families also own one or more
radio sets).

7. Radio is truly national, saturat-
ing all markets. Television this fall
will reach 63 markets with an average

NBC preseutation proves radio is low cost. high power medinu

$3.59

53,43

$3.33

i
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* market penetration of 35. Radio
reaches more than 957 of all families. Towa listeners likke the job radio is doing™
! 8. If all non-TV markets (such as
i Portland, Ore., and Denver) were Listeners’ Appraisal Schools  Newspapers Radio Government
1 lumped together they would equal a i
market seven times the size of New .
‘Il York City. "In. 1h|s area they are
5 y doing
The NBC study inchides two impor- )
| lant surveys. previously reported by S 11.05% 7.45 ‘21 3 o
‘ sPONsOR. which revealed radio listen- A good job 59.8 64.6 70.0 43.5 65.6
ing as Awmerica’s favorite leisure-time i
activity. Fortune magazine in 1949 SLUZOHLL 3.6 195 3.1 33 70
stated that 519% of the men and 54 A poor job 1.2 3.4 1.2 6.0 0.6
of the women named radio listening , 18.4 4.9
[ when asked: “Which two or three of Don't know 4.2 > 29 ' '
the things on this list (including many B o
recreational activities) do you really
enjoy doing the mOSl?” . Radio tuning nearly 14 howrs daily in average lowa home?
{ A 1948 Psychological Corporation : : : )
( study found that 859 of the people (Figures are total hours reported divided by number living in Diary homes)
interviewed lstened to radio on an Total Average Average Average
1 average day, and that they spent four (Average Woman '
| and a half hours doing so. Newspa- ) N
| pers took only 58 minutes of their o =~
time. Only 25% read 1nagazines, I oy 13.95 hrs. 6.67 hrs. 2.61 hrs. 2.91 hrs.
these for only one hour and four min-
utes during the average day. Other SO 390 i LRSI 3.4 brs. 372 hrs.
figures in the P. S. study. confirmed Sunday 13.52 hrs. 5.86 hrs. 4.41 hrs. 4.19 hrs.
by a recent Pulse survey, revealed that , o .
the average person who listened to the
radio out-of-home spent 93 minutes do-
ing so. During an average day. 287% Oue out of every two lowa homes has more than oune radio®
listened to the radio away from home. 1940 Survey | 1945 Survey 1950 Survey
The NBC presentation quotes the ‘ '

Dr. Lazarsfeld discovery that “radio )
advertising is better liked. commands Percentege of all homes owning radios 90.87 936 L0
more altention, registers better recall
than printed advertising.” Place and
frequency of advertising is flexible in
radio: it is not controlled by issue Two sets in the home
dates as with magazines and newspa-
pers. The advertiser has no competi-
tive advertising or editorial matier to B - S - -

distract him. Listening generally is *Above figures based on 1950 lowa Radio Audience Survey conducted by Dr. F. L. Whan
(Please turn to page 34)

Percentage of radio homes owning:
Only one set in the home 81.8% 61.5% 51.2%
13.8% 29.4% 35.6%

l
|
Three or more sets in the home | 4.4 2.1% 13.2%

Circulation increases between Jan. 1946 to Jan. 1950
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Radio Families 6,702,000 ‘

Radio
NBC Network

Evening

N45 Newspapers




To people who have radio-tv time to s

How to profit hy ynur




s

!

rade paper advertising

New booklet—'"The Happy Medium''—of interest to
« station managers ¢ agency account executives
o copy writers » buyers and scllers of radio and tv timse

¢ ‘and other trade papers

SPONSOR . .. the shortest distance between Euyer and seller
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RADIO IS GETTING BIGGER

iContinued from page 31)

easier than reading. spoxsor’s “Radio
Result="" feature attests to the selling
power of the human voice. As SPONSOR
also reported. when Dun & Bradstreet
asked retaifers, “What media would
you recommend for a national adver-
tising campaign?” radio was far and
away the #1 medium.

The \BC report gives a concrete
example of the economy of radio ad-
vertising. A household itemn advertis-
er, lesting premiums in four media,
dizcovered that radio delivered inquir-
ies at the low cost of 10c¢ each; maga-
zines were 13 limes more costly ; daily
wewspaper four limes more cosily:
Sunday supplements more than twice
the radio cost.

To illustrate comparative media coslt,
NBC pointz out that for $21,000 an
advertizer can buy a full NBC network
half-hour evening program——time and
talent. And for this sum he has 34.-
000.000 families as his potential audi-
ence. In order to match this circula-
tion with newspapers. he would have
to buy 1.145 of them, and this. of
course, includes a lot of duplication.
H he were to use magazines, he would
have to buy the nine leading circulation
magazines, again with a good deal of
duplication. When he finished spread-
ing his money around, this is the kind
of space he could buy: 176 lines in
1.1:15 newspaper or 1,0 page in nine
leading magazines. Opposed to this,
he could procure the impact of a full
network half-hour evening program.”

A little known fact of the Hofstra
study, unveiled in this presentation.
shows network radio producing 729%
more advertising impressions than TV
per dollar spent. TV showed up sec-
ond low. with Life, This Week and the
Boston Post far more expensive. (The
study was made in Boston.)

lowa radio study gives key data.
The 1950 Towa Radio Audience Sur-
vey, condueted by Dr. F. L., Whan and
sponsored by WHO, Des Moines, not
only makes a year by year comparison
of trends in listening. ownership and
preferences, but also uncovers valuable
new information about the habits of
the lowa audience.

1. Among 9,001 Towa homes que-
ried in 1940, 91.49 had one or more
radio receivers. In 1949, among 9,169
homes. 98.577 had one or more radio
receivers,  With 9,215 questioned in

(Please turn to page 61)

How radio compared with newspapers in
Pine Bluff competitive test

ROITN

SERVING SOUTHEASYT ARKANSAS

®.J. PARRIBH, Mawadcen P. O, DOX 387

PINE BLUFE. ARK.
July 29, 1850

Sponsor Publications, Inc.,
510 Madison Avenue,
New York 22, N. Y.

Gentlenen:

First let us extend our congratulations for the
grand Job SPONSOR 18 doing, We especially enjoyed the article
"What Pulls 'em In" in the June 19 issue. Please advise whether
reprints are avallable, and the cost.

You will probably be interested in a local radio
success story -~ a radio vs, newspaper pull-test conducted by
Lea's Men's Store, 322 Maln Street, Pine Bluff.

This teet was arranged by the writer and Mr. George
Lea, owner of the store., and conducted by the salesmen in the
store. The store has been an infrequent radlo user in the past,
thelr appropriation running &bout 5 to 1 in favor of newspaper,
and Mr, Lea told us before the test that. he expected radlo to
come in on the "tail«emd " of the deal.

As you will note in the encldsed copy of Mr. Leats
letter to us, radio made a very nice showing.

You are welcome to ugse this letter, together with the
facts contained in Mr, Lea's letter,

Keep up the good work. More power to SPONSORI

Yours very truly,

Radio Station XKOTN

| G 20

w7 {com™1. mgr.)

July 27, 1950

Radio Station KOTN
Pine Bluff, Arkansas

Gentlemen:

We are pleased to report to you the following results of a "radio-
newspaper" advertising test conducted in our store over a three-day
period - Thursday, Friday and Saturday, July 13-14-15, 1950.
Merchandise used: Men's Boxer Shorts - 79¢

Per cent customers accounted for:

Radio Newspaper Combination of both Other*
36.0 14.0 6.0 44,0

Per cent sales accounted for:
Radio Newspaper Combination of both Other
29.8 17.7 8.6 43.9

{*)Other includes window display, etc. Since point of test is
in very HIGH "Foot traffic" spot (considered 98% location) it
1s very easy to see why our mass window display brourht the "other"
column up to such a hieh point. "Also,.it 18 reasonable to be-
lieve that inssmuch as the window as the last thing impressed on
the customer's mind before makin% purchase, & number of people ac-
tually brousht to the store by elther radio or newspaper, gave cre-
dit to the display.

Method of procedure: As nearly as possible the exsct amount of money
was spent in each medium. After the sale was completed the customer
was asked "What brought you 1n?" or "How did you learn about this

item?™ Then, It was explained that a test was being made,
. You will be pleased to note that your station, which was the only
one used in this test, accounted for two and a half times as many cus-
tomers as the newspaper,

You mdy use this information for publication in your trede maga-
zineg 1if you choose.

Yours very truly,

LEA'S MEN'S STORE




KRON-TV PUTS
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TELEVISED SPOTS

...with aH these NBC: n.et\;'ork
this interest-ALL-

'S... Prescnted
television :

3 THAT pReseny FASHIONS
.ly pal‘ade 6 SHOws Fop CHILDREN
the-fami

¢ 10 FEATURING INTERY)£vys
of programs tha > WITH MUSIC AND sopcs

ks dialed 6 VARIETY PROGRAMS
keeps folks

) AUDIENCE PARYICIPAYION
3 SHOws ABOUT SPORTS
13 MISCELLANEOUS

NEWS, YELENEWS, REGU[ARLY
(Note- Some of the Programsg here referreq o are
&rouped un(e, more than one subject L‘Iassiﬁcation.
to Channel 4

80, many Programg listed Numerica |}y only once are
telecase throughout the weel: Or severy| times weekly,)

~ SPOTlight your
| tele-selling with
“A” spot schedules on...

o . NBC | FRILIATE
: FRANCISCO CHRONICLE » NBC A _
SAN FRANCL RONICL

E‘ —
LL MORE ON CHANNEL 4
SE .

‘ort Worth,
it lanta, Fort
i Detroit, At
TERS, INC., ... New York, Chicago,
 FREE & PE P
tonally by
Represented nati

il [\ R( ) -l V “i( an studios in an I;]‘ul 1ISCO (81311 I:l ll ng t on S. Sdll F[ ancisco
i [0) ( { ¢ St‘ 3
3 h an(l l\llSSl I
Chl‘ 1 ClC 1 d =9 5
es ¢ 1 st S
\

14 AUGUST 1950



The
picked panel
answers

Mr. Kathman

Yes, the purchase
of radio and tel-
evision on a net-
work or spot ba-
sis is, generally
speaking. subject-
el to much
tougher scrutiny
from advertisers
and agencies than
is the buying of
magazines and
newspapers. And that seems logical.
Magazines and newspapers are much
older media than radio or TV and are
therefore more familiar to the buyer
and to those who must approve recom-
mendations. The A.B.C. reports. the
Starch Readership reports. the Contin-
ning Newspaper Readership Studies by
the Advertising Research Foundation,

Mr. Parnas

and the Magazine Audience Group
studies provide the advertising profes-
sion with fairly sound vyardsticks to
weasure the worth of print media.
While it is true that some of these tools
are subject to eriticism. their findings
are on the whole generally accepted.
Radio. on the other hand, while pros.
pering greatly and providing the adver-
tiser with a very effective medium. has
too often been furnished very confus-
ing research. First there was the con-
troversy between the C.A.B. and Hoop-
er. Then Hoaper and Nielsen in radio
and TV. And now, the debate between
lHooper and The Pulse. The B.M.B.
controversy is also still fresh in our
minds. TV has as yet no generally ac-
capted  measurement yardstick and

36

Mpr. Spoms'ar asks...

When media are selected for a national campaign,
are radio and TV subjected to tougher scrutiny
than magazines and newspapers?

lrving A. Kathman

there will. no doubt. be furious talk
thrown around. While there has been
much confusion, enough sound re-
search has been made available to help
make judicious purchases of radio and
TV time. and programs. Unlike maga-
zine and newspaper research. however.
these yardsticks. such as the Nielsen
and Hooper ratings for radio and TV
and the various other studies are seen
regularly and studied by many agency
and client executives.  Consequently,
when decisions are to be made, inany
minds are consulted. Important also is
the fact that a network radio or TV
show usually involves a mmch greater
financial outlay than a wmagazine or
newspaper campaign and is much less
flexible. Therefore. the tough scrutiny.
Harry PaRrNas
Media Director
Cectl & Preshrey
New York

Yes. radio and
TV are subjected
to closer scrutiny
than magazines
and newspapers,
primarily because
yvou are dealing
with what amouts
to an intangible.
Studies of audi-
ence measure-
ment and audi-

Mr. Kane

ence classification are more diflicult to
obtain with accuracy than in the case
of publications. Probably one of the
areatest drawbacks for the smaller
sponsor is the inability to monitor out-
of-town shows. Neither the agency nor
¢hient has the opportunity to listen in:
performance cannot be checked prop-
erly: thus a good deal of faith is re-
quired. Once an agency is sold on ra-
dio or TV. the greatest hurdle remains

Vice president in charge of sales
Eversharp Inc., Chicago

—namely selling it to the sponsor. Sell-
ing radio to a sponsor is a fairly com-
plicated matter what with difficulties in
enumerating classes of time. talent
charges. extra charges for transcrip-
tions and so on. The potential sponsor
gets so confused that it is difficult for
him to figure out what the prospective
plan is costing him. despite the agen-
cy’s facts and figures. It will take a
considerable amount of time to edu-
cate potential small time sponsors to
lend a willing ear to radio and TV
proposals.
LAWRENCE KANE
Executive Vice President
Laiwcrence Boles Hicks
New York

No. I don’t bhe-
lieve they are. In
the last few
vears. advertisers
because of in-
creased competi-
tion and rising
production costs,
arc more than
ever endeavoring
to make their ad-
vertising  dollar
produce the greatest sales possible. As
a result, all media are carefully
weighed in relation to the job to be ac-
complished. Being older media, maga-
zines and newspapers are naturally
more {amniliar to most advertisers and
therefore are subjected to less question
as to their actual operation. However.
once the “mysteries” are removed from
television and radio for the advertiser
new to these media, the application of
them as well as all other media would
be subjected to the same scrutiny as to
coverage, cost, and ability to move the
advertiser’s product.

Mr. Young

SPONSOR
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Most agencies have on their stalls
experts in all forms of media. It i< a
[unction of these experts to have com-
plete knowledge and data on all me-
dia. so that when campaigns ave for-
mulated all available data on a medi-
um is presented. The amount of scru-
tiny of a particular medium might be
ooverned hy the data available and the
believability and reliability of this in-
formation.

The Newest,

Most Complete
AM Facilities—
Comparable to

the Nation’s Finest!

I do not believe that in a carefully
planned campaign, any one medium
would receive any closer scrutiny than
another. An agency which is interested
in the result of a campaign would cer-
tainly sce that all media received equal
aunalysis and consideration in relation
to the results which they hoped to ob-

tain.
Tioaas H. Youne
Callkins «( [lolden. Carlocl:,
McClinton - Smith
New York

N

. ] NEWS
1 don’t think so. o STUDIO’E'

ROOM
In our organiza- MASTER CONTROL
tion, for instance, | s /
0\
Q\
o

when the obhjec- /
o
CONTROL ¥

tives for a par- 5
ticular  national
sTuDio ¢
'f | J

campaign  have
been agreed on.
each medium is
subjected to an @ : n :
upon all the ac- /
analysis based
cepted facts and statistics available.‘
The ability of each medium to accom-|
plish campaign objectives efficiently|
and economically is carefully weighed
before decisions are made. However.
while the scrutiny is equally tough for
all media. the rapid growth of televi-{
sion and its effect on radio listening,|
magazine, and newspaper reading hab-
its pose many questions which need to
be answered. We will continue to study
carefully all the facts available about
television and its resulting effect on all ® From preliminary plans to proven performance,
other wedia. WDSU's new AM studios are the finest available ...

with the latest technical equip-
James B. Davy. Jr. ment including full recording

Assistant Director of Media facilities. For local New
Geyer, Newell & Ganger Orleans.. . . or for nation-
New York wide broadcasts . .,
WDSU can successfully
plan and produce out-
Any questions? standing radio shows!

Mr. Daly

SPONSOR welcomes questions for
discussion from its readers. Sug-
gested questions should be accom-
panied by photograph of the asker.

CALL JOHN BLAIR!

14 AUGUST 1950 37
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THRIFTY

Coverage

of the South’s largest
Trading Area

WHBQ, Memphis, with 25
years of prestige and know-
how, presents its advertisers
with a splendid coverage of
this market of brilliant poten-
tial . . . coverage that brings
positive results for every
penny invested.

And our 5000 watt (1000-
night) WHBQ (560 k.c.) is
rate-structured to give you
REGIONAL saturation at
little more than what you'd
expect the local rate to be!

TELL US OR TELL WEED
that you'd like
facts re our

additional

MAGIC

0 INTHE
\u& MID'
)7/ SOUTH

/

MUTUAL

: AN M j ] :" m } ‘
Represented Natiopally By WEED & Co.

38

This SPONSOR department features capsuled reports or
broadcast advertising significance culled from all seg-

ments of the industry. Contributions are

welcomed.

Ldults corralled with Lids on WNBW's Rangers Club

Hopalong Cassidv and the lesser
cowpokes riding the TV range are the
hottest thing in video. and sponsors are
capitalizing on their appeal.

But some sponsors. while lassoing
the small fry. have forgotten to corral
the kids’ parents. WNBW. NBC-TV
in Washington. thought of everyone—
sponsors. children and parents—when
they got on the Wild West bandwagon.

What they have evolved iz the Cir-
cle Four Roundup Rangers Club, a
Monday through Friday film and daily
club nieeting.

Psychologically. the Circle Four
Club plays into the hands of parents.
WNBW made up membership cards
with four Circle Four Roundup Rang-
er rules of good conduct. These rules
of conduct give mother and father a
free range to tell little Jolny he is
not living up to the Circle Four rules
~—for alinost ANY minor violation of
parental disciphine. [t's little touches

WNBW cowboys show Circle Four Club brand

like this that build up parental good
will for the program’s sponsor.

To merchandise the show. WNBW
had neckerchiefs with a Circle Four
imprint made up. Total sales on this
test merchandising scheme canie to 12.-
500 neckerchiefs at 25¢ each.

WANBW has also built an index on
file cards of 20,000 youngsters with
names. addresses and dates of Dirth.
While tlie program features announce-
ments, the list can be made available
to any sponsor wishing to tie in direct

mail with program sponsorship.

From the tiniest listening “ranch
hand” to the participating sponsors
and parents, everyone benefits from
the activities of the Circle Four show.

* K Kk
CBS to launch biggest
fall promotion yet

“This is CBS-—The Stars’ \ddress!”

This phrase will keynote the biggest
program exploitation ever undertaken
by a network and its affiliates. Direct-

John Cowden explains CBS fall promotion plans

ly benefiting, along with CBS and the
90% of its member stations participat-
ing, will be sponsors of the 39 fall pro-
grams to he promoted. Louis Haus-
man, CBS V. . in charge of sales pro-
motion and advertising. will supervise.

The campaign, beginning on 26 Au-
cust and running into October. will in-
clude over 1,000 separate announce-
ments. These commercials will be used
heavily on disk jockey and women's
programs. Singing commercials have
also been devised to te-in with the
canipaign, emphasizing the return of
nighttime shows after the summer hi-
atus.

Last year 152,000 announcements
were used in the CBS fall campaign.
This year, according to CBS officials,
the total will be even higher.

Advertising will appear in some 300
newspapers and in national magazines
as well. Eight hall-pages are scheduled
in Look; in October. the entire issue
of Radio Mirror will be devoted to
CB»s.

From August until October it will
be “. . . CBS—The Stars’” Address!”

SPONSOR
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WKYW salesman proves
radive is getting bigger
William Russcll, salesman at WK-

YW, Louisville, proves he knows how
to comlnne pleasure with business.

WKID
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Bill Russell sent out this birth-vertising order

Recently, when Mrs. Russell gave
birth to a boy, Mr. Russell sent out
birth announcements in the form of an
advertiser’s order blank.

Part of the text read like this: Name
of Program—William Tucker Russell;
Commercial Announeements—no extra
charge for last minute changes; Live
Talent—definitely; Continuity—38 lbs.
934 ozs.; Additional Instructions—
script uses a great many loud sound
effects, feed talent at frequent intervals.
Net Station Time—24 hrs. per day.

Radio IS getting bigger. * k x

Low pressure commercials
are music to WABF faus

Slam-bang singing commercials sell
many of radio’s wares but WABF has
proven the low-pressure commercial
can also bring results.

More than $25,000 in midsummer
musie festival tours to KEurope have
been sold via the low-decibel kind of
commercials the station demands of its
announcers.

The tour itself is sponsored jointly
by Thomas Cook & Sons and WARBF.
The New York FM station was the sole
advertising medium for the $1,085
tours. Station president, Ira A. Hirsch-
man says, “This particular selling pro-
gram confirms our knowledge that
there is a large audience of ample fi-
nancial means that ean be sold only
through commercials that appeal to
them as individuals, not as faceless
blocks of statistics.”

14 AUGUST 1950

Mr. Hirschmann adds, ~There is an
ever-growing group that ecan be
reached by commercials that don’t of-
fend their good taste. 1 doubt that
we'd have sold a single tour to our
particular audience had we made the
announcement in rhyme following a

theme song.” * * *

Briefly . . .

The State of Maine and the Maine
Broadcasting System have combined
promotionally to praise each other’s
advantages. The theme is “Anywhere
you vacation in Maine youll enjoy
good radio reception from a Maine
Broadeasting Systemn station.” A dis-
play featuring WCSH. Portland, WL-
BZ, Bangor, and WRDO, Augusta. oe-
cupies a window at the State of Maine
Information Bureau in the RCA Build-
ing in New York.

3 a

Two WJBK, WJBK.TV executives
have received the first AMVET Distin-
guished Service Awards presented in
Michigan this year. Award recipients
were Richard ‘E. Jones, vice president
and general manager of the Fort In-
dustry Comipany’s Detroit operatious,

War vets present service scroll to WJBK execs

and Edmond T. McKenzie, assistant
general manager and nationally famous
as disk jockey, Jack The Bellboy.
(There is another disk jockey also
known as Jack The Bellboy. He is Ned
Lukens of WEAS, Decatur, Ga. See
page 28 of this issue.)

¥* * *

WJMO, Cleveland, believes in giving
the sponsor something extra. Warner
Brothers ran transeribed announce-
ments advertising The Flame and the
Arrow with Burt Lancaster. To fur-
ther the promotion, a WJMO staffer
tape-recorded a series of one-minute
interviews with Lanecaster. The movie
star explained his routine to be per-
formed in a Cleveland theatre that eve-
ning.

EGLE
“1na

i

'‘NOSNHO(-33wing

du)

s|dw
Aq A|ouociBas puo +du| “sday 131-vy 4q A|jpuoiipu pajussasday

[19AI[2P @M IDYM $,IDY}

* pjosau

PupbjAliDp Yd1a 3y} 19A0d O]

3IHL NO SLOHS XNOA DIV ~eH nop

-ul 2y} ‘UlSUOISIAN JO S}adIDW

-UIW UJBYIION JO SJ24udd [PLysSAp

puUD—s3|OS Ul PAISDIIUL 94,N0L “HIOM
-joN ppaymodly ayj asn -




FOOD MIXER

HOUSEWARLES

SPONSOR: Natural Foods In-titute AGENCY : Foster & Davie-

APSULE CASE THSTORY : The agency used a [1(11/
hour program to introduce a S30 mixing machine to the
Albuquerque market. Orders [or the [ood mixer were
taken by telephone after the program. As a result of this
one program, orders were received [or 50 units or a total
of 81,680 in sales. Advertising cost for the show was
S100 or approximately $1.78 advertising cost per ervery
machine sold.

KODB-TY, Albuquerque PROGRANM: Mixing Machine

Demonstration

BEVERAGES

SPONSOR: D. M. S, Co. AGENCY: Huber Hoge

CAPSULE CASE IHISTORY: This direct sales company
introduced a complete set of kitchien knives for the first
time in Atlania. Priced at $84.95 plus postage and C.0.D.
(approximate total $5.72). The sponsor. witlhout pre-
vious advertising. sold 107 sets of knives after only three
one-minute announcements. For $150 spent on TV, the
advertiser grossed $826.65 or a $676.05 differential—and
this without brand name establishment.

PROGRAM: Open llouse
With Mary Nell Ivey

WSB-TV. Atlanta

LAUNDRY

SPONSOR: Star Laundry AGENCY: David W, Evans

CAPSULE CASE NISTORY : The Star Laundry had a
new idea for packaging men’s shirts so thev wouldn’t be
crushed in suitcases. A two-minute film showed two men
unpacking their cases. One shirt was crushed and wrin-
kled. The other. packed by Star. was in perfect condition.
The first film produced 16 new customers and the laun-
dry places a hundred dollar evaluation upon each cus-
tomer. The result: $1.600 worth of potential business
[rom an approximately $23 announcement.

KDYL-TV, Salt Lake City PROGRAM: Wrealing from

ITollywood

ELECTRIC APPLIANCES

SPONSOR: Royal Crown AGENCY: BBD&O

CAPSULE CASE HISTORY: The Royal Crown Bottling
Company offered 3.000 beanie advertising hats as a pro-
motion test. The day [ollowing the announcement the
3.000 hats were sold and the company was forced to resort
to air express to replenish their stock. The company was
quite impressed with the very immediate and tangible
results of T1" advertising and the cost to them was 1lze

per beanie requested.

WIHAS. TV, Louisville PROGRAM: Spot

SPONSOR: Oster Manufacturing AGENCY: lvan Hill

CAPSULE CASE HISTORY: This advertiser went on
the Tom Wallace Show. a participating program, the first
time it was telecast (cost for a 1-21 min. demonstration
$85). An electric vibrator and electric beater-mixer were
shown. Within two weeks. Chicago State Street stores
reported an average inciease of 164%¢ as compared to
the pre-Tl" percentage of the preceding six weeks. In ad-
ditton. 100 new dealers were added.

WGN-TV, Chicago PROGRAM: Tom Wallace Show

COUGH REMEDY

DISINFECTANT

SPONSOR: The Glessuer Co.  AGENCY: Gunther-Brown-Dernte

CAPSULE CASE HISTORY: This pharmaceutical firm
wanted to acquaint the public witle its Dr. Drake Cough
Remedy. After only four one-minute announcements of-
Jering trial samples of the medicine plus a Lucky Penny
sowvenir, tle spousor recetved 1,982 requests. For this
regional three-station deal on the Crosley TV network
(WLW-T, WLW.-, WLW-C) this public acquaintance
job cost $200.

WI.W.-T, Cincinnati PROGRAM: TV Rangers

SPONSOR: Klix AGENCY: Raymond Sines

CAPSULE CASE THSTORY : Two announcements ad-
vertising Klix disinfectant were used on the Del Courtney
Show (approximate cost $50). Three davys after the first
announcement, 180 mail requests came in for Klix. Four
days after the second, 185 requests were received [or the
disinfectant. Thus, as a direct result of two one-minute
announcements, 305 requests were received for the prod-
uct in a short time.

KPIX, San Francisco PROGRAM: Del Courtney Show
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The WDEL-TV audience

in the rich
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Wilmington, Delaware market

In twelve months of telecastine. WDEL-TYV,
Delaware’s only television station. has been phe-

nomenally successful in building a loyal. responsive
audience. This amazing acceptance, together with
the tremendous wealth of this market—/fifth in per
capita income—make WDEL-TV one of the nation’s
top television buys. In the first year of telecasting, set
sales in its arca have jumped more than 700%!
Advertisers can depend upon a continuance of the
prosperity of this market and upon an ever-growing
audience beeause of NBC network shows, skillful local
programming and clear pictures. If you're in TV, don't
overlook the unique profit possibilities of WDEL-TV.

Represented by
ROBERT MEEKER ASSOCIATES

Chicago San Francisco New York Los Angeles

A Steinman Station

WDEL-TV

CHANNEL 7

Wilmington . Delaware

NBC

TV « Afiiliate
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Q. What is the Pacific Regional
Network?

A. 1t is a combination of 18 radio sta-
tions from every significant market in
California — that provides all the ad-
vantages of network radio, plus the
flexibility of spot radio.

Q. What type of stations make up
the PRN?

A. Stations selected from all of the
four existing networks, or strong in-
dependents — each chosen for the spe-
cific market it covers. and for the
LOCAL selling job it can do.

Q. Must the advertiser buy all of the
48 stations that make up the PRN?

A. No. With the flexibility of spot buy-
ing he may select any number from
1 to 18 stations —to match his cover-
age or his budgel. or to augment and
strengthen his present facilities.

Q. Does the PRN provide complete
California coverage?

A. Yes! With more stations than the
other four networks combined. the
PRN provides for the first time inten.
-sive coverage of every significant
California market.

Q. Granted that the PRN provides
the flexibility of spot — what are its
advantages over spot?

A. Conveunience and saving of time
and effort in buying; use of a single
program without the expense of tran-
scriptions and handling ; and most im-
portant: « saving of 20¢¢ (plus
frt’qu.(’n('y (11'50()111115) on time costs
alone! (Plus important savings on
transmission costs.)

Q. How is the BIG new Pacific Re-
gional Network being received?

A. Most enthusiastically. thank you!
Its efficient. economical coverage of the
vast California market has found ready
acceplance among many advertisers
and advertising agencies.

Q. How can | get more details about
the PRN?

A. For complete iuformation. write,
phone. or wire direct.

PACIFIC
REGIONAL
§)/ NETWORK

6540 SUNSET BOULEVARD
HOLLYWOOD, CALIFORNIA

CLIFF GILL TED Mac MURRAY

General Manager Hi1. Sales Manager

7406
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| TV DEALERS SCORE
(Continued from page 27)

be guarded against in anv campaign
i whicl the frequency of announce-

ment approaches the saturation point.

This doesn’t mean that the basic Dv-
~namic “sell” copy is changed often.
The main selling points are seldom va-
ried. in fact. But Horne points out
that the use of live commercials per-
mits a {lexibility of delivery vou can't
get with transcriptions.

Announcers who do the Dynamic
commercials are supplied with the ba-
sic pitch and encouraged to ad-lib
around it to their heart’s content—just
so they don’t tinker with essentials.
~ Thus the announcer can adjust the pre-

pared connnercial to his own individ-

ual style.

“Somec announcers prefer a ‘hard-
sell” style. but others can do just as
potent a joh with the *soft <ell’.” Horne
points out. ~We find it works out best
if we leave it to their own discretion.”

The chiel selling points in Dynam-
1¢’s “home demonstration” radio com-
mcrcials for TV sets are the names
“Dynamic” and “Admiral.” and the

phone numbers listeners are asked to
call for a free demonstration. It’s axio-
matic in all direct-selling offers on the
air that the more often the phone num-
ber is mentioned. the better the results.
A tvpical Dynamic spot mentions the
number nine times—the New York
number seven times and the New Jer-
sey alternate nuniber twice. Here is a
basic “hard-gelling” Dynamic commer-
cial:

“Dynamic Stores- leaders in televi-
ston sales—now offer you the most
spectacular values in all television his.
torv! Yes, the new 1950 Admiral mod-
cls are here! The television sets every-
body’s been waiting for . . . with new,
. engineered to

sensational features . .
outperformn any set. anywhere. anytime
.. . At 870 less than any previous com-
parable model! No wonder everybody
wants thie new Adwniral! Prove these
facts to vourself. Try it before you buy
it! Just call Trafalgar 3-0305 and Dy-
“namic Stores will deliver the Admiral
wonder set to your home for a free
demonstration. See! Hear! Compare!
There is no cost. There is no obliga-
ton, . . .

“You've never seen amthing like the
new Admiral for beauty. for perform-
ance. for low price. And you can own
it for pinmoney. for pennies a day . ..
on Dynamic’s easyv pavment plan. So

call now. Trafalgar 3-0305. That's
Trafalgar 3-0305. Dial TR 3-0305 for
vour free home demonstration tonight!
Everybody wants the new Admiral, but
only a limited number can be satisfied,
because even Admiral, with the world’s
largest production. cannot satisfy the
enormous demand for these new won-
der values. Dynamic Stores. America’s
largest Admiral dealers, are fortunate
to be able to set aside a number of Ad-
miral sets for free home demonstration
daily. But i’s first come, first served.
Get your call in right away and be sure
of your demonstration. The number
again , . . Trafalgar 3-0305-—Trafalgar
3-0305. If vou live in New Jersev
vou'll find it easier to plione Market
2-3191. That's Market 2-3191 in New
Jersev and Trafalgar 3-0305 in New
York. Call now!™

Dynamic bought its first radio time
for Admiral TV sets about a year ago
on two New York stations—WMCA
and  WMGM—scheduling a total of
about 50 gpots a week across the board.
Results were “surprising” from the
start. according to Horne. After that
cxpansion followed a steadv upward
curve. Most of the Dynamic buys have
been 10 and 15-minute segments, with
a sprinkling of half-hour, hour, and
two-hour disk programs. Weather re-
ports and newscasts have also proved
eflective vehicles for Dynamic commer-
cials.

Dy namic came on the TV home dem-
onstration scenc just after Muntz TV,
Inc. had begun to tap the lucrative
markets in Chicago. New York. Boston,
Detroit. Philadelphia. Washington and
Baltimore. The Muntz approach in its
present 20-odd markets is based on
radio. About 909% of the advertising
budget (it was about $1.000.000 in
1949) goes into AM advertising. This
means between 15 and 20 spots a day
on each station m the campaign,

Muntz finds a warehouse in the low-
rent part of eachh market. turns it mto
a combination factory. showrooni, and
storage dpace. A fleet of white-panel
trucks move in, and the staff of 200
teleplione  operators.  ofice  workers,
salesmen, and TV techinicians starts
operating in high gear,

Like a deluge. the Muntz advertising
barrage breaks on all sides. Skvwrit-
ing planes weave the Muntz name aud
slogans over manv miles. Radio sta-
ttons, newspaper ads, and trucks do
their elling job on the ground. Disk
jockeys carry much of the radio effort.
with other “readv-made audience™ pro.

SPONSOR




erams rounding out the schedule. Of-
ten transeriptions will be used, featur-
ing the voice of well-known announcers
like Harry von Zell. Ken Carpenter,
and Harlow Wilcox. The personal rec-
ommendation of these well-known ra-
dio personalitiex has a special appeal
to listeners.

The home-demonstration lechnique
has worked successfully for many oth-
er dealers. In the Twin Cities of St.
Paul and Mumeapolis, the Selby Ap-
pliance Co. expanded an initial half-
hour show on WMIN into five half-
hours a week, Their added twist to the
sales technique: demonstraling a TV
sel before studio audiences. The for-
mat of the Selby programs consists of
play ing polkas and bright novelty num-
bers. Commercials feature the tele-
phone number which listeners should
call to get a home-demonstration with-
in the hour. Selby Appliance Co.’s suc-
cess on radio has caused then to drop
all black and white promotion.

Friendly I'rost Stores. a New York
chain dealer in TV sets and other home
appliances, is another outfit with big
plans in the home-trial arena. Recently
they signed a 52-week contract with
New York's WINS, which guarantees
the station a nimimum of $150,000 in
advertising revenues. Just what Friend-
ly Frost will sponsor 1s still indefinite.

In Washington, D. C., George’s Ra-
dio and Television Co. began their tre-
mendous broadcast advertising assault
three years ago. Largest appliance
dealer in Washington, George’s han-
dles Philco and Admiral TV sels and
Frigidaire products like refrigerators
and dehumidifiers. h has frequently
blanketed all four TV stations in the
Capital city simultaneously—in addi-
tion to heavy radio advertising. An-
nouncenients vary in number from 10
to 200 per week, depending on seasons
and holidays.

George’s estimated broadcast budget
of close to half-a-million dollars a year
pays for six sports programs on all
four television stations in Washington.
Three variety shows are carried; one
each on WITG. WNBW, and WMAL-
TV. There is an NBC newsreel and a
Sunday night feature film on WNBW.
as well as three musical programs on
the same station. Altogether. about
250 of the budget goes to AM and
500 to TV.

Successful home-demonstration cam-
paigns for TV sets, via broadcast ad-
verlising. have proven just as success-
ful in other major American markets.

* % X

GET THE STORY...

How just one
announcement
brought . . .

Holsum Bakery reports “*Cisco Kid"'
is a terrific bread salesman! A
single offer of "'Cisco Kid"' masks
stampeded the kids. Although
these masks were to be distributed
by dealers, the following day, im-
patient youngsters stopped Holsum
trucks that same evening—de-
manding masks! Next day, the
entire supply of 10,000 masks was
distributed! The station reports:
““Could have used 40,000!"

All over the country, the “Cisco
Kid'' is breaking sales records for
many different products and serv- SENSATIONAL PROMO-
ices. Write, wire, or phone for WS LR Sl L UL T
details. buttans to guns—is break-
ing traffic recards|

This amazingly suvccessful
Va-hour Western odventure
pragram is ovoiloble: 1-2-3
times per week. Transcribed
for local ond regional spon-
sorship,

IIII llﬁl!ﬂﬂ Mlﬂ (/Ilflllﬂl 6 0/”0

Here’ ‘the Senschonul

ww PRICED WESTERN

That Should Be On Your Station! .
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You'd be happy, too, if you
watched a steady stream of

vacationists piling into your

hotel, at a 47% better clip
than a year ago.

Especially when it's summertime
and the Miami area—Ilong
famous as a winter resort—is
booming with its biggest
summer business In history.

speaking of bigger business, the

metropolitan Miami area has jumped

25th place among the leading
s of the nation in retail sales, with

nearly $600,000,000.00 changing
hands.

%eee@ae@nas

That makes Creater Miami a
choice marketpiace ftor your
products—no matter what you
have to sell

And, no matter what you have
to sell, you can do it better,
cheaper and faster by using the
biggest sales force in Florida—
the 50,000 watt voice of
WGBS —far and away the

audience leader.

ny Katz man will show you why./

50,000 WATTS

' CBS AFFILIATE
MIAML_FLORIDA

RTS. . .SPONSOR REPORTS...)

(Continued from page 2)

iLooks like a

bigger BAB
With NAB membership expressing its wishes in no
uncertain terms, looks like bigger Broadcast Adver-
tising Bureau is in making. Maurice Mitchell, out-
going Director, has suggested plan to separate BAB
from NAB while raising $300,000 to $400,000 via
dues route. Decision will be reached soon regard-
ing basic organizational structure, with possibil-
ity that minimum operating budget will see new set-
up through its first months. Hope of NAB hierarchy
is to sell membership on importance of long-range
BAB planning to develop sales promotion arm into
strong force like Bureau of Advertising of ANPA.

NARSR directory lists 300 radio,

71 TV stations by reps
Second Annual Directory of National Association of
Radio_Station Representatives 1ists 13 members with
some 500 radio and 71 TV stations. An additional
62 Canadian stations are served by NARSR members.
For booklet, write NARSR, 101 Park Avenue, N. Y. 17.

National TV diary service

announced by ARB
American Research Bureau, Washington, D. C. re-
search firm now serving New York, Philadelphia,
Baltimore, Washington, Cleveland, and Chicago,will
supply network ratings and audience composition for
entire United States on monthly basis beginning 1
October. Regular ARB viewer diaries will be placed
in 2200 TV homes scientifically selected and lo-
cated within 150 miles of TV signal. Samples will
be changed monthly. New service designed to answer
two basic questions: (1) How many people are watch-
ing each show? (2) What kind of people are they?

INS provides musical

films for TV
Cavalcade of world's greatest symphonies, scored
and filmed for TV, will be made available via In-
ternational News_Service's TV department and the
All Nations Producing Corp. INS will serve as
sales agent and distributor of the musical films.

List of sponsored
TV net shows compiled
Preview listing as of 4 August of sponsored TV net-

work programs for fall has been compiled by the
Executive Radio Service, Larchmont, New York.
Listing shows 135 TV programs scheduled. Of the
total, 47 are new, 37 are returning from hiatus, 51
have been running throughout summer: 50% of 47 pro-
grams are sponsored by advertisers new to TV.

SPONSOR




T

at Your Fingertips
IN THIS BEAUTIFUL BINDER

order today

SPONSOR Publications Inc.

I 510 Madison Ave., New York 22 l
I Flease send me attractive new binder for my issues of I
l SFONSOR at cost of $4. I
N The new binder will easily hold a full six-
l ame I month supply of issues. It is built of strong,
I Firm_ Title durable material and opens flat to put every
Street ) o I page within easy reach. Stamped in gold.
l it Zone_ Stat I
I City one ae i 1949 Index to stories in SPONSOR included
[0 Two binders holding 26 issues $7 with each purchase of new binder.
I [C] Payment enclosed (] Bill me later l
h NN VWD I D N D) DI I Y D SRy N B . J

A few bound volumes of the 1949 SPONSOR issues still available at $12.50
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WHAT AGENCY MEN SAY

i Continued [rom page 21)

another radio v.p. He brought up the
startling case of the sponsor who coni-
ptained his show was too commercial.
The show was one designed to sell to
women in the low-income brackets.
Most agencies agree that to sell this
group of women, lengthy pitches which
pound home the message are necessary.

“What makes you feel the show’s too
commercial?” the agency man asked
the sponsor.

“Well,” was the reply, “mv friends

all tell me the commercials are too
long.”

“Who are your friends?” said the
agency man, fishing for an answer he
hoped to get.

The answer. inevitably, was that the
“boys™ at the golf club were the friends
the sponsor meant. During the week,
the “boys™ are Dbankers, corporation
lawyers, and presidents of firms. But
on weekends thev become golf-course
radio experts.

The agency man pointed the obvious
moral: “You can’t go by the opinions
of well-meaning peopte who are too

TWO CITIES —SOUTH BEND AND

THE SOUTH BEND MARKET

MISHAWAKA — ARE THE HEART OF

The city of Mishawaka begins where the city of
South Bend ends. They are separated only by a
street. The two ciues form a single, unified mar-
ket of 157,000 people.

Be sure to count both cities when you study

this two-city market.

this market. It makes a big difference. Here's
how: in 1948, South Bend ranked 90th in the
nation in food sales, with a total of $306,129,000.
But when Mishawaka’s 19-i8 food sales are added,
the total becomes $45,385,000—and South Bend-
Mishawaka jumps to 69th place! A similar pic-
ture is reflected in all other sales categories in

Don’t forget, either, that South Bend-Misha-

waka is only the beart of the South Bend market.
The entire market includes over half-a-million

people who spent more than half-a-billion dollars
on retail purchases 1n 1948.

And only WSBT covers «// ot this market.

SOUTH BEND

5000 WATTS « 960 KC <« CBS

RAYMER COMPANY o
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well educated. fed, and housed to have
the common touch. It takes specialists
who have trained themselves to think
in terms of a mass audience and who
have avatlable research tools to guide
them.”

In both radio and television, basic
ignorance of the broadcast media
causes as much trouble as the spon-
sor’s failure to be objcctive. A time-
buyer from one of the top ten agen-
cies pounded his desk and burst out
with this statement:

“I wish there was some way we
could educate clients about spot radio.
They have foolish prejudices which get
in the way when you start picking sta-
tions for an announcement campaign.
Some of them. for example, have the
idea that announcements are no good
unless they’re aired on weekdays. Oth-
ers want us to forget the second and
third stations in a market. They piace
too great a reliance on over-all ratings
and forget that the second or third sta-
tion may be best for specific purposes.”

This timebuyer. an ordinarily ur-
hane and soft-spoken young executive.
got even hotter under the collar when
he described another timebuying prej-
udice. “Some clients,” he said. “‘suit
their own bedtimes to my station
schedules. They tell me not to buy
time after 10:30. But 0-10 p.m. mayv
be impossible to crack in some mar-
kets. Aud a period at 11 p.m. may be
ideal because of its adjacency to a 15-
minute news show.”

Another foible of
tioned by several agency men involves
their insistence upon studying every
announcement time buy before allow-
g the agency to go ahead with it
This is usually foolhardy when good
times are at a premium. One timebuy-
er said he had a long list of top avail-
abilities drawn up for a client with a
seasonal commodity. If the client had
had his way, there’d have been a day
or two of deliberation before the time
was bought. Dut the timebuyer fouglht
for and got immediate approval.

Otherwise,” he pointed out, “com-
petitors of the client might have bought
some of the availabilities we picked
out. But. because they fail to under-
stand the nature of spot radio time-

sSponsors  men-

- buying. other chients go on slowing up

the works and risking the loss of good
schedules.”

An executive whose name is known
to almost cveryone in the industry said
that “he had vet to meet a sponsor
who realized the preparation and pre-

SPONSOR




testing necessary to put on a good TV |
show or produce a good film.” |

This TV executive contrasted the vis- | ]

ual medium with radio. “You can
walk into a radio studio at three |
o’clock.” he said, “find you don’t like i
the commercial and just throw it away.
You get a new one written that after-
noon, by 7:00 it’s rchearsed, and it
goes on the air successfully at G:00.
You can’t do that with visual commer-
cials. They have to be staged so that
ideas are put across in picture silua-
tions. And visnal thinking and stag-
ing take far more time than is ueces-
sary to write and rehearse a minute of
spoken copy.”

All agency men emphasized that
sponsors had to take the time factor
into account when working with TV.
“Forget the last-minute change habit,”
was their advice. And “plan ahead, for
God’s sakes,” was a second plea.

A successful TV v.p. explained the
advantages of long-range thinking in
production of TV films. He said that
every day you cut from a film produc-
tion schedule means that much less film
quality. And every extra day spent in
planning. is money saved.

One of the most astute young TV
veterans. in an agency which handles
several top television shows, warned
that sponsors must stop thinking of TV
as straight advertising. “A commer-
cial on television,” he said. “is really
like the first call of the company’s
salesman. This first call must be fol-
lowed up by salesmen or it's wasted.”

Several TV.wise cxecutives warned
that a few sponsors are wasting TV
moncy in markets where they have lit-
tle or no distribution. This happens
when an advertiser buys a full TV net-
work which includes cities where he
does not sell his product. The ad-
men’s advice: don’t throw away TV’s
impact in those markets. Use it to
force new distribution.

Because sponsors do not understand
television as well as they do radio,
most of the exccutives quizzed felt that
more frequent advertiser-agency meet-
ings to discuss TV were a necessity.

Though agency complaints about im-
possibly short deadlines were more fre-
quent when TV was discussed, the same
point was raiscd about radio.

Frequently, ad managers call the
timebuver and ask for station availa-
bility data “in half an hour because
we're in a meeting.” Recently, one
timebuyer was asked to draw up a list
of 20 markets in which there were
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- BUT OUR-FEET ARE ON THE GROUND

With 28 years of top flight sales effort
on behalf of America’s leading ad-
vertisers, WGY continues to domi-
nate the vast Northeastern market
covering npper New York State and
western New England.

Here are the faets:*

] . oy .
WGY’s total weekly andience is 24 times greater than

the next best station day and night.

WGY has 40% more total audience than a combination

of the ten top rated stations in the area.

WGY covers 51 counties daytime — 31 at night. The
next best station covers 't day — 13 night.

WGY has almost ricice as many counties in its primary
coverage as any other station in the area has in its
entire coverage,

WGY has 9 counnties in its primary area which are not
reached at all by any otlier Capital District station.
WGY — and ouly WGY — can deliver andienees in 21
major metropolitan markets with coverage in 5 north-
astern states,

# Source Broadcasl Measurcement Burean Ntuds 2, Spring 1949,

All in all, your best dollar for
dollar value is WGY covering more
markets — more aundienee — with
more power than any station in

its area at lower cost than any

combinalion of those s~talions to

A GENERAL ELECTRIC STATION

reach the 21 markets,
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Three Proven Salesmoen=

TOM, DICK & HARRY

have received over a million letters and post-cards indicating that both
women and men enjoy listening to their zany radio *‘crackrobatics.” A
well arranged combination of novelty and old favorite tunes well spiced
with comedy, TOM, DICK & HARRY is a fresh and listenable variety
show. It is the type of show which has been tried and proven—proven
that it sells!

The following transcribed shows now available:—

s TOM, DICK & HARRY o CHUCKWAGON JAMBOREE

156 15-Min. Musical Programs 131 15-Min. Musical Programs
e RIDERS OF THE PURPLE SAGE e STRANGE WILLS

156 15-Min. Musical Programs 26 30-Min, Dramatic Programs
e JOHN CHARLES THOMAS e FRANK PARKER SHOW

156 15-Min. Hymn Programs 132 15-Min. Musical Programs
e DANGER! DR. DANFIELD e MOON DREAMS

26 30-Min. Mystery Programs 156 15-Min. Musical Programs
e STRANGE ADVENTURE e BARNYARD JAMBOREE

260 5-MMin. Dramatic Programs 52 30-Min. Variety Programs

TE LEWAYS RADIO PRODUCTIONS, INC.

Send for Free Audition Platter and LOW RATES on any of the above shows to:
8949 Sunset Blvd., Hollywood 46, Calif.

Phones CRestview 67238—BRadshaw 21447

YOUR DIAL

TRIBUNE TOWER CAKLAND, CALIFORNIA
Represented Nationally by Burn-Smith
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good woman's participation program
availabilities. He had onh an hour to
work on it.

“A request like that,” said this time-
buyer. “drives me crazyv. All I could
do in that short time was pick a list
out of the files. The normal procedure
would be to call the reps and get up-
to-date lists from them with a complete
background on each program. To do
a good job, | needed at least a dav and
a half.”

One of the worst morale destrovers
in an agency radio-TV department is
the sponsor’s tendency to focus on de-
tails rather than the whole show or
commercial.

“When a nice. intelligent guy be-
comes a sponsor.” one v.p. explained.
“all his perspective as a listener or
viewer tends to go out the window. We
work like dogs to produce a good show
or commercial. Then we put it on for
him. The total effect may be terrific,
hut he’s likely to focus on some detail
like the sound effects or shading of the
film. When he complains that the
sound of a slamming door izn’t quite
right. we feel punk. And what’s more
we know that’s unot a typical listener
reaction. I's just a case of the sponsor
becoming hyper-sensitive.”

Al the agency people contacted were
in favor of frequent sponsor attend-
ance at radio or TV shows. The con-
sensus was that the sponsor’s presence
at the show made everyone feel he was
interested and provided encourage-
ment. In particular, the sponsor’s vis-
its to a TV show were considered con-
structive =ince there’s so much to be
learned about the new medium.

But the sponsor’s visits are some-
times a threat: he may become too
friendly with the big-name talent.

| When that happens. the advertiser

tends to get into the habit of praising
or criticizing the talent directly. It's
only natural to start chatting with the
announcer and then hand out your own
opinion of his work. But sponsers who
do this may only weaken the director’s
coutrol of the show. All eriticism or
praise should come through channels.

From sPONSOR’s conversations with
agency men. the following pleas to

| sponsors emerge :

1. 1 you don't trust u=. get another
agency. Normal supervision is yvour
duty. but don’t overdo it. And don’t
assume we've made suggestions to suit
our convenience. We're after sales.
just as vou arc. and we profit when
you do.

SPONSOR




2. Don’t expert us to death. We
value your opinions, and many of them
are valuable. But, please, don’t quote
your wife or golfing cronies on the ef-
fectiveness of a show. Don’t let per-
sounal feelings replace objectivity.

3. Let us in on your lhinl\inc more.
We want to know your company’s
all objectives. Too often, we deal with
men who aren’t on the decision-making
level. Then all of our thinking becomes
short-range.

4. Assign men to work with the
agency who have at least a little knowl-
edge of what we’re doing. A former
agency production man, for example.
is ideal as the agency’s contact on pro-
duction questions.

5. Learn the fundamentals of radio
and TV. And remember that cardi-
nal rules differ between the two me-
dia. Radio commercials. for example.
must pound a point home by verbal
repetition. But this isn’t the case in
TV where the pictures carry the bur-
en. When you see what looks like a
uaw i our thinking. let’s discuss it.

6. Build your plans on a firm foun-
dation. Sometimes

TV where some sponsors have bought
expensive franchises which they prob-
ably won’t keep. These advertisers,
who may have given up good radio
schedules to enter TV, are building
their advertising on quicksand.

7. Be realistic about deadlines. 1f
you give us enough time for produc-
tion of a film commercial, for exam-
ple, we can save you money by seek-
ing out the lowest-cost producer and
by doubling up our shooting schedules.

That’s the word from the ad-men.
Are they themselves “objective’” about
sponsors? Of course not. Their think-
ing is conditioned by day-to-day irri-
tations. But, even if exaggerated. their
criticisms are worth mulling over.

Probably no sponsor who reads this

will find that he’s been guilty of all the
sins mentioned. Agency men them-
selves point out that the George Wash-
ington Hills among sponsors are the
exception. But all sponsors can henefit
from a reexamination of their rela-
tions with agency radio and TV de-
partinents; and a long look at their use
of the broadcast mnedia.

Next round: what the sponsors say
about their agencies. (sronNsorR will
welcome letters on the subject from its
readers with the understanding that the
source and identifying details of all
comments will be kept secret. * * *
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over-

advertisers go off |
half-cocked. This is especially true in |

NEGRO DISK JOCKEYS

(Continued from page 29)

Manassas High School, also trains a
group of Negro teen-agers known as
“Teen Town Singers.”

Music. of course, is the backbone of
disk jockey programs. llere is a run-
down of what Negro d.j.’s find most
popular with their listeners:

Joe Adams, KOWL, Santa Monica-
“Some bop, a great amount of popu-
lar jazz and ballads. and a little semi-
classical music. The trend has been
away from bop. toward dance music.”

TORS

(NG R
o :: pEFERt

Lorenzo Fuller. WLIB, New York
Sings and plays the piano in addition
to playing everything from bop to
blues: seldom uses semi-classic
classical music.

Ted Bryant, WDXB, Chattanooca
“Primarily race records offering a 1
riety of boogie woogie, jive, jazz, and
blues.

Dwight “Gatemouth” Moore, WDIA
Memphis—*“Spiritual and gospel rec
ords.”

“Hot Rod™ Hulbert, WDIA “Play
the blues, jive, and bop, with a special
appeal to the teen-agers.”

-«lx‘),
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*Second Low In Cost Per Inquiry . .

“lt gives me a great deal of pleasure to be able
to tell you that in the recent Robin Hood mail pull,
the offer of a picture and a poem for 10¢, KTBS
ranked sixth in a list of twenty-one stations. Of the
five stations ahead of you, four were 50,000 watts

in power.

“On the basis of cost per piece of mail received,
KTBS was the second low station. The only one with
a better record based on cost was a 50,000 watt
station nationally known for its widespread mail

audience.”

Jim Anderson, CROOK ADVERTISING AGENCY
Dallas, Texas

*Nearly A Million Baby Chicks Sold

“We wish to take this opportunity to thank all of
you at KTBS for the fine cooperation and the
splendid selling job you have done for our Mason’s

Baby Chicks.

“We find that your station has sold 982,800 baby
chicks at a cost per hundred chicks that rates No. 4
among our 120 radio stations used throughout the

country.”

Ruth Mason , President,

KTBS

MASON'’S CHICKS, INC.,
South Plounfueld N J.

THE LOUISIANA PURCHASE
SHREVEPORT, LOUISIANA

10,000 warrs 710 xc

(5,000 NIGHTS)

AFFILIATED WITH NBC AND TEXAS QUALITY NETWORK
REPRESENTED BY EDWARD PETRY & COMPANY, INC.
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“Jack the Bellboy™ (Ned Lukens),
WEAS, Decatur. Ga.—*Strictly a jive
show, exclusively featuring records by
Negro artists. Includes be-bop, blues,
barrelhouse, boogie, and dixieland.”

Felix Miller. WDUK. Durham, \. C.
—*“No attempt to play entire programs
of so-called “race music.” Instead. a
happy medium with Ellington, Eck-
stein, Vaughn. DBasie. Shearing. Gar-
ner, Goodman, Kenton, Shaw and oth-

29

ers.

Jon Massey. WWDC, Washington.
D. C.—"Music is selected chiefly by
mail, comprises everything from bop
to classics.”

Bill Cook. WAAT. Newark—*“On
Musical Caravan we try to blend the
best in popular music with interesting
interviews of top mame personalities
from stage. screen, and radio.”

Certainly music is the top attraction.
But it’s the disk jockey’s personality
that gives this type show its big plus
value. Depending on the ability of an
individual d.j.. the plus values can be
clever patter. a continual parade of in-
teresting guest artists, or frequent per-
sonal appcarances.

On most platter programs there isn’t
much time for talking. But what is said
can be brightened up to a high polish.
Take Bettelou Purvis. attractive white
d.j. on WPGH. Pittsburgh: “I try to
promote rhythms in my chatter. For
instance, ‘See you again tomorrow at
5-1-5, whent the shellac shack again
looks alive.” Slang terms heard among
jazz musicians are used most often.
Frequently the disk jockey will dig
up some background on records and
recording artists to pass on to listeners.

Being busy people. disk jockeys of-
ten find material for chatter in their
otlier activities. Lorenzo [Fuller, who
handles Harlem Frolics on WLIB, New
York, draws on backstage happenings
at Kiss Me Kate. Besides this he com-
ments on anecdotal material appearing
in morning papers. cspecially news
about the theatre, Broadway. and Har-
lem. Many d.j.’s. like Jack the Bell-
boy. use part of their program to an-
nounce mectings and activities of Ne-
gro social and civic clubs. On the
Jack the Bellboy show this is called
“The Bulletin Board.”

Most d.j.’s are themselves active in
the musical field. This brings them in-
to close contact with recording artists
who are only too glad to boost their
popularity with guest appearances. Er-
nie Bringier of WMRY. New Orleans.

frequently interviews artists like Smi-

ley Lewis. Cecil Gant, Billy Diamond.
Jimmy Hensley. Heavy fan mail simi-
larly followed Felix Miller’s interview
with Decca recording artist Buddy
Jolmson on a recent WDUK. Durham,
N. C., stanza of Velvet Jaz:.

WDIA’s large staff of Negro disk
jockeys make a point of welcoming ar-
tists who visit Memphis, often appear
on the stage of a theatre where the vis-
itor is playing or help MC his show.
[t’s a reciprocal arrangement that helps
them both.

Negro disk jockeys, more often than
not. are celebrities in their own right.
Roy Loggins does a five-day stint on
KALI, Pasadena, yet finds time to visit
Los Angeles veterans’ hospitals, fan
clubs. and he makes weekly theatre ap-
pearances. Joe Adams, busy d.). on
KOWIL. Santa Monica. runs the annual
Cavalcade of Jazz at Wrigley Field in
Los Angeles. The last one packed in
20.000 spectators. Ted Bryant was fea-
turcd in a film by All American News.
a Negro newsreel company, for his
disk jockey efforts over WDXB, Chat-
tarmooga.

Here's what Bettelou Purvis, white
d.j. of WPGH, Pittsburgh, has to say
about outside appearances: “I appear
at everything going. 1 was awarded a
lovely scroll at the George Shearing
concert. along with two other jockeys.
which commended us on our promo-
tion of racial relations through the me-
dium of modern jazz. 1 attend the onc-
nighters when the bands pass through,
local promotion projects, and charity
balls. There is definitely a noticeable
effect on my following because of this.”

Jon Massey, WWDC’s popular Ne-
gro d.j.. bhacks this up: “My outside
appearances mnclude schools, churches.
clubs. YMCA. nightclubs. theatres. etc.
I manage as many as 15 to 20 appear-
ances per week. | find it’s the best
possible public relations, not for me
alone hut also for the station. As a re-
sult, my fans are the most loyal one
could possibly wish for.”

Nat Williams. veteran WDIA jockey.
has planned. MC’d. and publicized
nearly every Negro charity event in
Memphis during the past 15 years.
Says WDIA: “The entire stafl pre-
pared a benefit Christmas show in lit-
tle more than a week’s time, and staged
it. without a rchearsal. before a packed
auditorinm.  WDIA plans to make it
an annual event.”

Another audience-builder used by
some Negro disk jockevs is the gim-
mick. In the case of WWDC’s Jon
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Massey. this is the $100 Lucky Num-
ber craze which recently swept parts
of the country. Listeners win by
malching the nunibers on their Social
Security cards with a number read
over the air. It was this gimmick
which gave Massey the nickname Jon
($100) Massey.

Jack the Bellboy uses two quiz gim-
niicks on his WEAS, Decatur, Georgia
show. Hollywood Clothiers asks a daily
question, which listeners to Jack the
Bellboy call in and answer at a given
signal. First one to call in the correct
answer wins. Macey’s Jewelers plays a
well-known record by a Negro artist
backiwards for their quiz. Both spon-
sors post answers in their stores. report
substantial sales.

Gimnticks are the exception on Ne-
ero disk jockey shows, but most d.j.’s
use similar approaches to commercials.
The friendly, conversational approach
is usually most effective. Ad libbing.
often with a personal endorsement, is
common, and aids sales.

WDIA. Memphis. a pioneer in pro-
eraming especially for a Negro audi-
ence, comments on advertising meth-
ods: “It has been our experience that
the most successful advertising is in-
tegrated into the program—is given in
the mood and spirit of the show in the
disk jockey’s words.  WDIA's
commercial capy tries to he down-to-
earth, informal, with a direct relation
to the Negro’s every-day life. The disk
jockey is encouraged to add his own
personal phrases to the copy, and
change it to suit his show and listeners.
But he must stick to the essential sell-
ing pomte give the price clearly when
a price is mentione(], and stress the
brand name.”

On the question of brand names.
stations which have carried Negro pro-
grams are emphatic: the Negro people
are brand conscious. This stems from
past and even some present exploita-
tion of the Negro market by sub-stand-
ard products. WDIA reports that many
Negroes have told them they are proud
that well-known brands like Stokely’s
Foods and Calumet Baking Powder
buy time on the station. Further evi-
dence of brand consciousness is con-

own

tained in a report on the Negro mar-

ket by the Research Company of Amer-
ica. This shows, for example, that in
the Northeastern United States,
Negro automobile buyers prefer Bu-
icks, Goodyear Tires, Esso Gasoline

and Esso Motor Qil.

There is a difference of opinion as

most
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to whether certain specifically Negro
products should be advertised on Ne-
gro disk jockey shows. Ted Bryant,
WDXB d.j. in Chattanooga, is spon-
sored by Hadacol, Royal Crown Hair
Dressing, Scalf’s Indian River Medi-
cine, Murray’s Products, Nix, and
Silky Strait. Several of these products
are of the “hair straightening” variety
which many Negroes find embarrass-
ing, except in strictly Negro publica-
tions. With sizable white audiences lis-
tening to Negro disk jockey programs,
the risk of alienating Negro listeners is
considerable.

Yes, here is buying power that will do a
sales job for you when you invest in WBNS
time because this station is the favorite in
radio with 187,980 central Ohio families .
Results are what you want and results are
what you get . . . This has been proved again
and ogain by WBNS aodvertisers.

ASK JOHN BLAIR.

Phil Gordon, W WRL New York disk
jockey. won't plug this kind of prod-
uct. He feels that the program is aimed
at people who like blues. bop, calypsc
and so on. Besides, many of his loyal
listeners are white teenagers. The ina
jority of Negro disk jockeys, and whit
d.j’s aiming at a Negro audience,
agreed that this type of advertisii
was better suited to printed media.

Phil Gordon’s teen-age white audi:
ence in New York, Jon Massey’s in
Washington, and Joe Adams’™ white
add up to an
Music ha< a universal

fans in Los Angeles all
important fact.

PLUS .WELD-FM
POWER WBNS 5000 - WELD 53,000 - (BS COLUMBUS, OHIO
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appeal and a personable Negro disk
jockey is just as apt to build a large
white audience as a large colored one.
Jon Massey has done this in Washing-
ton where 509, of his $100 Lucky
Number winners have been white. 1’hil
Gordon and Joe Adams have surprised
many a young listener when pointed
out at a personal appearanee. The
shift isn’t one-way either. There are
a surprising number of white disk
joekeys whose eompetent handling of
record shows has built large and loyal
Negro audiences.

The main point to be gained from
this change in the ealiber of Negro
radio talent is to recognize the changes
that have taken place generally. Amer-
ica’s 15,000,000 Negroes are a potent
force, especially in the market plaee.
Give them the first class selling job
that a $12.000.000.000 annual income
warranls and they’ll respond.

The experience of WPAL, Charles-
ton. is a dramatic example. Disk jock-
ey Bob Nichols has, in a little over a |
year. expanded his two shows from 14-
hour to 16-hours a week. Mr. L. P,

Most Potent
sales force in all Alaska is

the powerful KFAR-KENI combination.
No other advertising medium can as ef-
fectively tap the new riches of this fast-
growing new market of above-average
consumers.

This Red Cross
Drug Store at Fairbanks, com-

pletely stocked with familiar nationally-advertised
brands, is typical of a host of modern, up-to-date
retail outlets in the NEW Alaska—an established
and important new market of unusual responsiveness.

MIDNIGHT SUN BROADCASTING CO.

KFAR, FAIRBANKS

10,000 Watts, 660 KC
(Sold separately—or in Combination at 20%, Discount)

GILBERT A, WELLINGTON, Nat'i Adv. Mgr.
5546 White-Henry-Stuart Bldg., Seattie
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~ KENI, ANCHORAGE
5,000 Watts, 550 KC

ADAM J, YOUNG, Jr., Inc., East. Rep.

Moore, WPAL Station Manager. de-
scribes what happened: “It wasn’t easy
to put Bob Nichols over. We pioneered
in this field and naturally got a lot of
ridicule. The smile is on the other side
of the face now. We acknowledged the
preserice of an audience heretofore vir-
tually ignored-—and, believe me. it’s

paid off and paid off BIG!™ * * *

CHILD'S INFLUENCE ON TV
(Continued from page 25)

homes with children than in homes

| without children (see chart accompa-

nying this story).

(In evaluating the Columbus study,
it must be remembered that Columbus
may not be typical. Nor can we esti-
mate the importance of the novelty fac-
tor of TV on children, who may be
much more influenced by it than adults
on a short-term basis.)

It was to be expected, as shown by
a chart accompanying this story, that
viewing in homes with ehildren would
be greater than in those without dur-
ing the afternoon. A big surprise is
the extent to which children influence
sets-in-use right up to 8:00. After that
adults-only homes lead slightly in this
respect, but the votes of the youngsters
still show up strongly in choice of pro-
grams right on up to 9:30.

Neither was it a surprise to note that
programs broadcast in the late after-
noon and carly evening and aimed pri-
marily at children—Lone Ranger, Cap-
tain Video, Hfowdy Doody, and others
—get much better ratings in homes
with children than in other homes.

But it’s something else again to dis-
cover that what the children think
about the type of show intended pri-
marily for adult viewers makes so big

~a difference in the number of pros-

l

New York ¢ Chicago i |

pects who dial a sponsor’s program.

This ties in with what samplers of
ageney fan mail have long suspected.
They don’t have time. they say. to sort
out the kid mait from all other mail:
usually letters are merely stacked in
“favorable” and “unfavorable” piles.
But they know from spot cliecking that
kids write in to performers on presnm-
ably adult shows.

For more direct evidence. here’s a
letter a mailman wrote Look [ear. a
TV fan column in the New York News:
“When your kids keep plaguing you
to buy something a TV star has been
selling. 1t’s no use holding out—vou

| might as well shell out the dough.”
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And kids are the highest pressure
salesinen of all when it comes to con-
verting non-television families into set
owners, according to a checkup by Jay
& Graham, Chicago, Videodex TV rat-
mgs.

To return to the Ohio State study:
Not surprisingly, it shows Western
drama rated 46% higher in homes
with children. Comedy dramatic and
Western were the only two types that
rated consistently higher in homes with
children than in adult-only homes,

Comparisons were made on the as-
sumption that program ratings at-
tained in a home including only adults
is the “normal” rating of that program
with adults. an index to the appeal of
the program to adults.

Variations in rating of the same
program in families with children was
assumed to be largely the resuht of the

But Ed Wynn rated 337 and This
Is Show Business 507 lower in homes
with children.

Similar variations are found in rat-
ings of straight dramatic shows. Aver-
age ratings of eight such programs
were practically the same. But four
programs rated lower and four higher
in homes with children.

Any sponsor who wants to add adult
listeners to his audience would do well.
where possible, to consider what the
kids like or don’t like about his show.

Thirty-eight per cent of the honies
in the Ohio sample had children be-

influenee of children on selection of |

the program. Ratings above and below
“normal” are taken to measure the
preferences of children for the pro-
gram.

“Human interest’” shows like We,
the People, Candid Camera, and Black
Robe averaged 159 lower ratings in
homes with children. (That was in
spite of the fact that Quiz Kids, a pro-
gram in the same class, rated 31%
higher in homes with children.)

Black Robe rated 389 and What's

My Line 51% lower in households |

with children.

In the crime-thriller class Van
Against Crime rated 397 and Inside
Detective 119 higher in homes with
children; but Hands of Murder (now
titted Hands of Destiny) rated 42%
lower and Escape 5095 lower than in
adult homes only. Lights Out did just

a fraction better in “‘normal.” or base, |

homes.

The third type of program averaging
lower than “normal™ ratings in the
7:30-9:30 p.m. period were musical
programns. Of the seven shows avail-
able during the period measured, the
average rating was 219% lower than in
adult only homes. Firestone Concert
was 719 Dbelow the rating in aduhs
only homes.

Variety shows, on the average. rated
about as well in both types of home.
But certain programs in this class
showed a strong variation from the
average.

Toast of the Town rated 15% high-
er, Versatile Varieties 18%. and Stage
Door 30% higher in kid homes than

in others.
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SOUTHWEST VIRGINIA'S pm% RADIO STATION

tween the ages of six and twelve.
Twelve is the age at which program
tastes begin to switch toward the adult
according to studies by Gilbert Yout
Research Corp.. New York. The
dence of children’s influence in sel
tion of adult programs is even mor
striking on Sunday evening than dui
ing the weck.

Competing programs in Columbus
on Sunday evening from 7:30 to 8:00
were Aldrich Fanuly, Front Row Cen
ter, and This Is Show Business. Front
Row Center had practically the same
rating in homes with children as in

|

A card or letter to us. or to Free & Peters, will

' bring you this WDB] BMB Area presentation

' which includes:

® Official BMB Coverage Map
® Latest Market Data—BMB Counties

I

@ Preliminary 1950 Census Figures

® Comparative BMB Coverage Graphs

Handily bound for filing and perforated for

three-ring binder.

| WDBJ

CBS « 5000 WATTS . 960 KC

Owned and Operated by the A \
TIMES-WORLD CORPORATION ‘ /-

ROANOKE, VA. (ﬁ'

"

FREE & FETERS. INC.. National Representatives
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Fl RST in
the QUAD CITIES

5,000Ww.,
1420 Kc.

WOC-A

two-county Quad City area . .

WOC-T

Quad Cities’ sets .

Basic NB C Affiliate
Col. B. J. Palmer, President

In Davenport, Rock Island, Moline and East Moline W

1s the richest concentration of diversified industry be-
tween Chicago, Minneapolis, St. Louis and Omaha. The Quad
Cities are the trading center for a prosperous two-state agricultural
area. Retail sales, total buying and per capita income rate higher
than the national average, according to Sales Management.

WOC delivers this rich market to NBC Network, national spot
and local advertisers . . . with 70 to 100% BMB penetration in the
. 10 to 100% in adjacent counties.

Channel 5
22.9 Kw. Video * 12.5 Kw. Audio

On the Quad Cities’ first TV station NBC Network (non-
interconnected ), local and film programs reach over 16,000
. hundreds more i1 2 75 air-mnile radius.

Ernesl Sanders, General Manager

47 Kw.
103.7 Mc.

*WOC-FM

DAVENPORT, IOWA
FREE & PETERS, Inc.

Exclusive National Representatives

Spot time

buying made
easier...

“Suppose | go into a new
market,” says a well-known Time Buyer. “I
turn first to STANDARD RATE to size up
the stations in that market: their affiliations,
their power, their rates. Then 1 want to know
their coverage. I try to determine which would
give us the most for our money.”
The WIS Service-Ad shown here is an example
of how many stations are lelping buyers of
time get information they want when they're
deciding which stations to use.
Last year the monthly issues of SRDS carried
the Service-Ads of 278 radio and TV stations,
supplementing their regular SRDS station list-
ings with much additional information that
helps boyers buy: information about coverage,
audience, programs, station service.,

e

SO YOU'RE THINKINGC OF

SOUTH
CAROLINA?

11 you want complate coveiege
i South Caroline, youll have
10 wrilize the Jacilities of three
.

han on eny other South Carolina
atetion.

And in sdditon to rhn South

But 1f you went the Licetest
coverege obtenable with one Georgie and Nofth Caroline coun:
wation, youll cheos A4S

wis n ties oy welll
Colymbin

BMB (Mareh, 946} <ccdite WIS
with o reguln deytime sudience
in 43 of South Cerchna™s 46
countres moce covaties rhan
the combnned tote] ol any reo
other South Cusolme steuony
On WIS slone you resch moie
South Carchna lemilies (dey

The Cotumbie Tcading Acce 10
¢ludes 20 countres, the next Jork
et are Geeenville with 7, and
Cherlestan with 6 (BB D & O)

WIS (1 5,000 wetts ar 560 ke
and NBC  There 11 no stetion
with more then 1,000 warts warh.
in approstmetely RO eiles

In shert, WIS 11 South Caro

2 FIRST STATION-indi
viduslly. o on eny har

time) —than the toral ol any ste
fin in Greenwille snd Charleston
combined — 5% more on WIS

COLUMEBIA, S.C.
NBC - 560 KC - 5000 WATTS

Plus Wis-Fm
&
g

Brosers Bhas Gosw ol Byeara
©oaiey basmssly Somstist ivmin

FREE & PETERS, INC

MATIOWAL REPRESINTATIVES

L-ﬁs\"

Check the Service-Ads as well as the list-
ings when you're using SRDS.

Naote to Broadeasters: THE SPOT RADIO
PROMOTION HANDBOOK describes the
sort of station information that makes it
easier for buyers of spot time to buy what
you have to sell, Coples are available from
us at §1

"STANDARD RATE & DATA SERVICE

The National Authority

Serving the Media-Buying Funclian

333 North Michigan Avenue, Chicago 1, lllinois

NEW YORK o

Walter E. Botthof
Publisher

LOS ANGELES
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| others. But Aldrich Family was 56%

higher and Show Business 509 lower
in homes with children than in adults
only homes.

Both Aldrich Family and Show Bus-
iness had practically the same rating in
adults only homes. The kids made the
big difference.

Again. at 9:00 o'clock. Sunday eve-
ning. Philco Playhouse and Fred War-
ing had almost equal ratings in aduht
only homes. But Philco Playhouse rat-
ed 27% better in homes with children,
and Fred Waring 21% lower.

After 9:30 at mght in Columbus,
the study showed that program ratings
are almost exactly the same in homes
with children as in those without chil-
dren. This would indicate that most
small fry of Columbus are in bed by
9:30.

These indications of the power of
children to influence selection of pro-
grams aimed primarily at aduhs have
tremendous significance to many spon-
sors. The specific rating variations to
be found in Columbus aren’t important
in themselves. The thing 1= the evi-
dence that what children like or dis-
like about a program can mean the

- gain or loss of adult viewers.

This influence. of course. is hmited
to those hours in which the youngsters
are available as viewers.

The Columbus study nails down an
influence many sponsor. agency, and
other people have suspected, but had
no evidence to substantiate. But no-
body among those in the industry
checked by sroxsor, had imagined the
influence of kids on selection of aduh
programs to be as great as that indi-
cated by the Ohio State study.

Proving that what the small fry think
about a TV program can add or sub-
tract adult prospects from a sponsor’s
program might still be a more or less
academic question except for the fact
that something can be done about it.

The facts that advertisers
whose programs fall within a period
when children are available for viewing
should subject their shows to careful
qualitative tests. These would be de-
signed to reveal those clements in the
show which attract children and at

suggest

JOE ADAMS

REACHES ALL

NEGROES

IN LOS ANGELES

K o w I- 5060 WATTS

CLEAR CMANNEL
LOS ANGELES - SANTA MONICA, CALIF.
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least do not repel adults.
ments could be strengthened.
In many cases, olemeuts which repel
the interest of children might casily be
sacrificed without fosing anything of
great importance to adult viewers, ac-
cording to the Schwerin
Corp. which lhas made qualitative stud-
ies of Miles Laboratories’ Quiz Kids.
A CBS-Rutgers University study in
1948 on the social effects of television
pointed out that “to children, television
is not sometliing intruding upon al-
ready established patterns. but is an
accepted fact in their lives. present vir-
tually from the beginning, Television
at this point promises to be a part of
their total experience far more signifi-

These ele- | have seemed important before. For ex-

ample, the types of shows that kids like
and dishike most strougly; the attrac-

| tiveness of specific shows to kid view-

Research

cant than it can ever be for the great .

majority of adults.”

Not only advertisers now on the air,
but those considering buyving shows
aimed primarily at adults (but broad-
cast in a period in which strong kid
viewing is available) will want to know
things about the program that may not

- LOCAL
P ROGRAMMING .

that cleverly complements natmnal
shows, Ask about THE DAYBREAKER
. FAVORITE FIVE.

P ARTICIPATIONS .

teps In town for response. Ask about
LUCKY 7. BEST BY REQUEST.

ERSONALITIES . . .

well known, well liked local names
-+ blus Mutual's array of stars.

IN ROCHESTER, N. Y.

Represented Nationally by
WEED & COMPANY
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“added in the Grand Rapids-Kalamazoo

|

' the Ilhini,

ers; and clements of the show that ap-
peal to or repel them.

Only special qualitative studies can
reveal the most inmportant answers. But
suclt studies can point the way in many
cases to more adult viewers.

SHELL OIL ON THE AIR
(Continued from page 23)

on a five-a-week Dbasts.

Starting with KSTP, St. Paul- \linue-‘

apolis, the) kept adding stations at the
rate of about 10 a year until they
reached the current 37 stations that
now cover more than 9077 of Shell di-
rect distribution areas. Additional out-
lets will be added in 1951.

The dealers felt that the Shell news
programs had an tmmediate effect on
No controlled tests have yet
But radio recently was

husiness.
been made.

area, in which there had been no sig-

nificant sales increases. and Shell will

keep careful tab on what happens.
From 1945 through 1949 the com-

pany’s net income looked like this:
1945 $28.712,000
1946 32,880.000
1847 59.875.000
1948 111.396.000
1949 74.423.000

The decline from the 1948 all-time high
was due to a decline in product prices,
Shell officials say.

While the company feels that no
member of the radio-newspaper-out-
door team could be sacrificed without
seriously weakening the ad-program,
it is the air-selling which makes possi-

ble the close identification of dealers |

with the company’s advertising efforts
to deliver new prospects to their drive-
ways.

Neither the choice of spot radio nor
the selection of newscasts was a hap-
hazard matter. Shell had had experi-
ence with radio before, and had
learned some lessons—the hard way.

They knew that men buy more gas
and auto supplies than women, so as
far back as 1932 they sponsored a foot-
ball commentary with Dartmouth All-
American Eddie Dooley over an East-
ern CBS network; later they added a
mid-Western CBS network with Dooley
and the famous “Galloping Ghost” of
Red Grange. These were

* k %k |

TWO ToP

(BS smnorq

TWO Bl6
SOUTHWEST
MARKETS

ONE LOW

COMBINATlON-
'RATE

WICHITA FALLS, TEX.

620 KC

5,000 WATTS

AMARILLO, TEX.

940 KC

1,000 WATTS

When you're making out that sched-
vle for the Southwest don’t over-
look this sales-winning pair of
CBS stations. For availabilities and
rates, write, phone or wire our
representatives,

National Representatives

JOHN BLAIR & CO.
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seasonal shots and dealers felt
helped Dbuild trade.

But they lacked the continuity to do
a long-range job and offered the Shell
advertising officials no chance for a
sustained campaign to weld dealers in-
to a component part of the advertising
effort.

Then, in the spring of 1935, some-
body sold the idea of capitalizing on
Al Jolson’s musical comedy fame with
a Saturday night show called Shell
Chateau on NBC. This is one that offi-
cials today don’t hike to talk about. It

folded after only a few broadcasts and

they

was followed by The Shell Show With
Joe Cook. This show lasted on NBC
through June 1937, and marked the
end of Shell radio until 1944.

It was then that Shell strategists de-
cided that news. which had reached its
peak of popularity and was still rid-
ing the crest. was the best bet. And
they wanted the extra flexibility that
spot would give themn in handling com-
mercials in widely differing geographi-
cal areas.

A second reason favoring spot was
the better opportunity it gave them to
match their radio coverage with their

FIRS

Affiliated with

NBC

1930

WINSTON-SALEM'S

Your FIRST and BEST Buy!

WIHS TON- SALEM

THE JOURNAL-SENTIMEL STATIONS

TWENTIETH ANNIVERSARY YEAR

STATION

® IN LISTENING (Hooper)
e IN NETWORK (NBC)
® IN POWER (5000 WATTS)
@ ON THE DIAL (600)
® ON THE AIR (1930)

Represented by

Headley-Reed Co.

1950
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jown direct territories. (Shell is not
| national on the retail level. In some
|areas it sells to distributors who mar-
ket the products under their own
brands.)

Most important, local programs gave
'them the indispensable chance both to
localize the show and to bring Shell
dealers into the picture. This had been
the missing element in their previous
radio. Through the cooperation of
each individual station the show could
be merchandised to the hilt to every
dealer in the territory.
‘ When the new plans for radio were
made known, dealers everywlere
| promptly  besieged their divisional
headquarters with requests that their
territories be covered. Where the mar-
ket division head (there are 106 in the
 field) felt that distribution warranted
it, he made the recommendation for
radio to the Shell advertising depart-
‘ment headed by Marschner and his
media-chief Shugert, in New York.
They analyze the situation and in con-
sultation with the agency. J. Walter
Thompson. make a final decision. This
has been the process preceding every
program buy since Shell started its
‘news formula.

WSRS

CLEVELAND

<«ss The Family Station"
serving Clevelanders and
all the local nationalities
in the 3rd most densely
populated metrapolitan
district in the U, 5. A,

LN

covering 336 square miles.

. Ask Forjoe for the
power-packed selling facts
about the effective WSRS
demination and local
impact. Hooper rating up
... SRS cost per thousand
lowest in town, thus the
best buy in . . .

CLEVELAND

WSRS

SPONSOR




MNecisions on whal markets to cover
are made on the basis of distribution
anid business potential in relation to
the budget for radio.

Radio gets about ¥4 of the total ad-
vertising Dbudget. with the remainder
divided Dbetween newspapers, outdoor
posters, and point-of-sale material. The
company will spend between a million
and a million-and-a-half dollars for
radio this year on 57 stations, includ-
ing six of the Arrowhead network.

From the start. Shell never left its
radio investment to chance. Shugert
felt that it was the medium to boost
dealer morale and enthusiasm for con-
verting first-time drivers-in into cus-
tomers.

As radio moved into the basic ad-
vertising plan, Shell replaced a man
with part-time radio responsibility
with another whose fulltime job, under
media director Shugert, was radio.

This was E. W. Lier. switched from
the Shell touring service. He’d been
with the company about 11 years and
knew its problems intimately.

Today, in the Shell scheme of things,
radio stations are added in a well-de-
fined program. Here's the pattern.

W& o A

now delivers
more listeners,
DAYTIME or

EVENING,
than anytime

in it’s history!

Call FREE & PETERS
for Availabilities

WEBL

SYRACUSE, NEW YORK
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Lier. together with John Heiney of
J. Walter Thompson, Shell agency.
travel into the field to get things start-
ed properly. Heiney. himsel an ex.
station man and program producer,
writes the commercials and insures
hand-in-glove coordination with the
agency.

“Merchandising suggestions can look
pretty cold and peremptory if you just
get them in a letter,” Lier explained.
“But its different when the guv who's
asking for the help shows up In per-
son to explain why le thinks it’s a good
idea.” Numerous devices are used to

give the program a local feeling and
to make the Shell {franchise holders
{eel they own a direct stake in it. even
though the companv foots 10077 of
the Dbill,

One of the most successful is to re-
cord two-minute interviews with deal-
ers; these are broadcast as part of the
regular show. Heiney writes the script,
doing a half-dozen on the spot to give
station persounel an exact idea ol what
he wants in future interviews.

The dealer is allowed to talk about
any phase of his business he chooses.
But Heiney always insists on working

What About the

Golden Jubilee?

As WSM begins its second quarter-century of
broadcasting, and as WSM =TV makes its debut,

we want to emphasize and re-emphasize these

basic facts.

In the years to come, you can count on
WSM to continue its policy of live pro-
gramming to the tastes and needs of the
Central South Audience of millions.

You can count on WSM for talent of such
quality and quantity that its position as
number one sales maker to the Central
South will become even more firmly en-
trenched in the years io come.

M

NASMYILLE
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lLapitaland
Leorgia Counties

Florida Counties

L. Herschel Graves, Gen'l Mgr.
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.:?

. TALLAHASSEE |
5000 Watts—Day and Night

the center of

Selling

12

and

11

Blair
man to tell you the full

*Ask your John

story on Capitaland and
North Florida’s most
powerful radio voice—
WTAL!

Southeastern Rep.
Harry E. Cummings
Jacksonville, Fla.

- WTAL

TALLAHASSEE
John H. Phipps, Owner

FLORIDA GROUP
Columbia
Broadcasting
System

m plenty of personal references, some-
thing about home and family. Heiney
does these interviews with the dealer.
but future ones are done by the news-
caster from seripts written by Heiney
in New York. based on data forward-
ed from the field. Dealers are chosen
for this honor on the basis of their all-
around job for Shell products. 1n
some cases, a division manager may
use the air interview as bait to en-
courage a lagging dealer to get back
on the hall.

The man to be interviewed always
sends out postal cards ahead of time
notifying his customers of the broad-
cast and asking them to be sure to his-
ten in and let him know how he liked
it. Besides being a good public rela-
tions gesture, it is another check on
the program’s impact.

Service station men love it when.
following their broadcast, customers
praise their air-manner or kid them
good-naturedly. I1ts hard for a man
to forget his company is hacking him
up when he gets responses like that.

The radio station doesn’t allow the
Shell service operators to forget that
Shell news is their own baby. The
company expects each station to come
through with aid in keeping the opera-
tors sold on this idea.

Following notification from the dis-

~ trict manager to the dealers about the

program. the radio station writes each
dealer a letter over the signature of
the newscaster. The newscaster is in
most cases a well-known personality
in the area. rather than a stafl an-

nouncer. This gives added punch to
the letter.
Most stations. when first starting

Shell news, present to each Shell dealer
a poster which features the station call
letters and the Shell news. It fits the
swivel which is part of each station’s
cquipment.

The radio station also supplies a
number of cellophane tape window
stickers which are placed in four or
five spots around the service station
calling attention to the program.

A station promotion which alwavs
makes a big hit with the Shell sales-
man and his wife is the gift of a pair
of theater or sports cvents tickets with

a letter written in longhand by the
newscaster. Several dealers each month

are chosen for this countinuing promo-
lion.

Fach newscaster is expected to make
an informal visit to three or four deal-
ers cvery week. lHe chats about busi-

Important...
In your \d?
Sellmq

SN

WESA
WDEL-TV

WILMINGTON, DEL.

Assures advertisers the clearest
picture in this rich, important
market. NBC network shows, fine
local programming— provide an
established and growing audi-

ence. Many advertisers NN
are now enjoying profit- f =1
able returns. ‘Jo .'I]-

b &/
¢

WGAL-TV

CHANNEL 4

LANCASTER, PENNA.

\
The only television sta- \ “
tion that reaches this
large, important Penn-
sylvania market. Local program-.
ming—top shows from four net-
works: NBC, CBS, ABC and
DuMont gquarantee advertisers
a loyal, responsive audience.

STEINMAN STATIONS
Clair R. McCollough,

General] Manager

Represented by

ROBERT MEEKER
ASSOCIATES

New York
San Francisco

'NBC!

SPONSOR

Chicago
Los Angeles




Ask your national representative

|

Youw’re on the verge of a deceision, and a problem.

What business papers to pick for your station promeotion?

It’s no problem to Kiss off, for your choice can have

a telling effeet on your national spot income.

But where to get the faets?

The answer is simple. Ask yonr national representative.

He knows. His salesmen get around. They learn whiceh business

papers are appreciated, read and discussed by buyers of broadeast time.

His is an expert opinion.

Don’t overlook yvour national representative.

SPONNOR

The shortest distance between buyer and seller



Miss Alice Carle

John F. Murray Advertising Agency
22 East 40th Street

Vew York City

Dear Alice:

Business is really aboomin’ here at
¥ CHS in
Charleston, I est
Virginny!  The
ole 5000 watts
on 580 station is
doin’ sech a
bang-up job uwv
selin’ thin’s fer
hits chents. thet
bizness  jest
leeps poppin’
right along!
W hy Alice. June
wr this vear wuz
th’ biggest June
WCHS ever had,
and there've
becn some
mighty big ones
in th’ vears gone
by! Jest goes
ter show vuh
thet when yuh
A does a job fer
Wpeepul they
keeps comin’
back fer more
an’ more! Jest
tho't I'd tet yuh know whut peepul
thinks uv WCHS! Yrs.

Algy

WCHS
Charleston, W. Va.

Night or day KGVO’s
5000 watts will keep you

“in touch” while you are

in this Dude Ranch Coun-
try.

Ttee ,%z Hosby Stations
b ¥% | :KGUO0-KANA

5000 watts ANACONDA

Night & Day BUTTE

MISSOULA 250 watts
Night & Day

MONTANA:

NOT ONE, BUT SEVEN MAJOR INDUSTRIES
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ness and the program,

The talent is also expected to attend
public functions to which radio per- |

sonalities are invited. This is another
public relations gesture for the pro-
gram, which also helps promote it in
the eyes of dealers.

Shell requires some kind of mer-
chandising mailing to go out regularly
to dealers at least every two months.
even if only a post card or letter.

Last vear Lier and Heiney spent
about a week of each month visiting
stations to confer and check on pro-
motion dealers. This year, with
more than 909 of the territories al-
ready covered bv radio, Lier and
Heiney neither go out so often nor
stay so long.

Most  station managers carrving
Shell news visit New York from time
to time; and when Shugert is in the
field. as he frequently is. he always
calls on Shell stations.

There are two main yardsticks for
selecting Shell stations. The first is co-
incidence of its coverage with the
Shell distribution area. The second is
the rating of available news shows.
Shell tries to huy the top show in each
case.

to

One factor which has undoubtedly
worked favor of Shell newscasts
{which. incidentally, never include
comment by the newscaster) is that
they never use the full amount of com-
mercial time normally allowed them
under the NAB Code.

Shell believes that there is just so
much to be said, without irritating
repetition, on a theme such as the cur-
rent “Activated” theme. Shell wisely
refrains from overplaying it.

n

In late evening hours as much as
three minutes is permitted by the
NAB Code, but Heiney’s pitch lasts
from one to one and three-quarter
minutes. For earlier news spots. he
will write the commercial proportion-
ately shorter.

About half the shows fall in the six
to seven p.m. period, while about two-
thirds of the remainder come around
ten. There are a few 11:00 p.n. and
early morning periods. Most shows
are heard five times a week.

While concentrating on perfecting
their news coverage. the Shell ad-men
have been watching TV’s eflorts to
break out of the static rut in which
most visual news programing falls, As
an experiment, they will sponsor five
minutes of news on WNBT, New York.

slarting 28 August. The show will be

"WSYR=-TV

. 7
has come in good
Chateaugay @

‘\e —_—’—
\69,““\"
*’wsvk-rv

160 MILES AWAY!

News item from page | of the Chateau-
gay Kecord of May 26, 1950: “Televi-
sion reception in Chateaugay that most
thought would not be an accomplished
fact for many years became a reality
this week. Ray Lucia ... now is enjos-
ing televised programs nightly at his
L.ake Street home ... WSYR-TV has
come in good. Ray reports that when
he was down in Syracuse last week the
experts down there just couldn't be-
lieve television would carry this far.”

Chateaugay is 160 air miles from
Syracuse. Yes, WSYR-TV really cov-
ers the great Central New York Market
~—and points north, south, east and west.

TV channel 5

NBC Affiliate in Central New York
HEADLEY-REED, National Representatives

Auvailable !

Rhymaline Time,featuring emcee
David Andrews, pianist Harry
Jenks and KMBC-KFRM's cele-
brated Tune Chasers, is one of

the Heart of America’s favorite
wor T

morning broadcasts. Heard each
weekday morning from 7:30 to
8:15, Rhymaline Time is a musi-
cal-comedy program that pulls
more mail than any other current
"“Team” feature.

Satisfied sponsors have includ-
ed, among others, Katz Drug
Company, Land-Sharp Motors,
Jones Store, and Continental
Pharmaceutical Corp.

Contact us,or any Free & Peters
“Colonel” for availabilities!

KMBC

of Kansas City

KFRM

for Rurnl Kansas

SPONSOR



on five nights a week from 6:25-6:30,
with Don Goddard as newscaster.

Meanwhile, reports show listening
to radio news (including Shell news)
steadily rising since the war in Korea.
Shell dealers know that they have a
personal stake in the business of keep-
g their custoniers posted on Jocul,
national. and world exvents,

Messrs. Marschner. Shugert, Lier.
and Heiney are seeing that they don’t
forget it. kAo

RADIO IS GETTING BIGGER
(Continued from page 34)

1950, the percentage rose to 98.99¢.

2. In 1945. 29.4% of all radio
homes had two sets; in 1950, 35.677.

3. In 1945, 9.1 of all homes had
three or more receivers: in 1950,
13.2%. The 1950 survey showed one
in every two homes with more than
one set.

4. Of 9.100 respondents, 807 of
the inen and 72.77 of the women said
they listened to sports or sports news.

Radio comparison with newspa-
pars in Colorado and Wyoming.
A KOA survey released 8 August 1950
shows the results of radio lstening in
Colorado and Wyoming. The Colo-
rado-Wyoming Diary findings repre-
sent the first time that a survey of
program audiences has been madec in
the two states. It was conducted April
1950 by Research Services, Inc., Den-
ver.

Although this survey was made pri-
marily to analyze two-state listening,
the average time spent listening to ra-
dio programs as compared to reading
newspapers and magazines also was un-
covered.
firm, the average person in Colorado
and Wyoming spends two hours and
15 minutes daily at the radio. News-
papers get 39 minutes of his time;
mnagazines. 18 minutes. The combined
population of the two states is about
1.500,000. It was found that during
the average morning quarter-hour
189,000 persons listen to the radio;
in the afternoon, 177.000; in the eve-
ning. 307,500.

Individual stations report higher hs.

According to the research

|
|
|

tenership. For example, WAGA in At- .

lanta reports a 4390 increase in 1949.
50 over 1945-46. KTUL, Tulsa, shows

cost per 1,000 of $10.63 in 1943-44 as -

vontrasted with $8.59 in 1949-50. Nu-
merous network and independent sta-
tions report similar findings. * * *

14 AUGUST 1950

|

To a Big City Ad Man

unaccustomed to 5 o’clock shadows

5 o'clock in the morning is either awfully early or mighty late.
If you've approached it only from the tired city side you have
probably missed its more invigorating aspects,

lowans fare bhetter.  Instead of harten asphalt jungles they see
fruitful fickds with dew glistening in the sunrise.  In place of
night-deserted buildings they see the shadows of fattening beeves
whose composite market weight in 1949 was 2 hillion 386 million
pounds. lowa grows more cattle—and makes more money at it
than any of the legendary range states.

They see the shadows of a fantastic “pork barrel™ worth over
$737 million in 1919. lowa marketed one-fourth of all the pork
in the country last year. They se¢ the shadow of a gigantic egg
which provides pin monev for lowa farm wives of $200 niillion
annually.  The egg and lowa nestle cosily at the top of the
nation’s market basket.

The substance of all these shadows is $2 billion 11 million for
lowa cash farm income in 1949—~hrat for the nation according to
Sales Management. Industrial lowa adds another $2 billion to
total individual income. It’s a market worth reaching-

and in Eastern lowa WMT reaches.

Please ask the Katz man for additional data.

5000 WATTS, 600 KC

S e = o

A Metropolitan
Market NOW_

WREN

“FIRST ALL DAY

ABC

/7 5000 WATTS

WEED & CO. NATIONAL REPRESENTATIVES
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SIMPLE ARITHMETIC
IN
MUSIC LiCENSING

BM! LICENSEES
Networks

Short-Wave
Canada

TOTAL BMI
LICENSEES . . 2,781*

You are assured of
complete coverage
when you program

BMI-licensed music
#A4s of August 7, 1950

e

BROADCAST MUSIC, INC.
580 FIFTH AVE., NEW YORK 19
NEW YORK * CHICAGO * HOWYWOOD

GROWING
GROWING

GROWN

Wow Tt o Mobdy

MORNING PERIOD"

PLUS...

a 14.8 Over-all Audience
Increase Since 1949

ANOTHER BONUS
FOR ADVERTISERS. ..

Special merchandising
department for extra
promotion of sales.

*January, February, 1950 Hooper

WAB B AM 5,000 Watts

FM 50,000 Watts

AMERICAN BROADCASTING

COMPANY

OWNED AND OPERATED BY
THE MOBILE PRESS REGISTER

NATIONALLY REPRESENTED BY

THE BRANHAM COMPANY
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310, Madison

(Continued from page 6)

All in all. it looks to me as though
vour FaLL Faers edition has immeas-
urably hurt WSAZ-TV insofar as it
was eliminated as under construction
with a network link. and to the same
degree 1 would be inclined to believe
that your magazine suffered bv reason
of inaccurate reporiing.

MarsianL Rosexe
General Manager
WSAZ

Huntington. W. I'a.

In your issue of 17 July. you show
on page 103 the of Film
Equities, Nationwide Television and
Standard Television Corporations  at
1600 Broadway. This is incorrect. All
three companies are located in the Par-
amount Building at 1501 Broadway.

Rosert H. WoRrnnount
Film Equities Corporation
New York

addresses

In your television map for sponsors
as of your issue of 17 July. vou listed
WLW-D. Dayton. Ohio, as having 59.-
000 sets in markel.

This figure is incorrect. As of 1
July. there were 100,000 sets in the
WLW-D t5-mile area. This figure
comes from WLW-TV's very accurate
research department in Cincinnati. Don
Miller is in charge of it. He handles
research for the Crosley television
chain.

Frank Harp Fraystr
| Promotion-Publicity Manager
WiLw-n
Dayton

My congratulations to spoxsor for
~the excellent information it contained
i the FALL FacTs issue. 1 am sure all
of vour readers must have found it
informative and helpful as 1 did.
WiLLiaM B, O¢bEN
Manager. Radio-Television
LeVally Incorporated
Chicago

On page 103 of the 17 July issue list-
ing was made of various companies
who specialize in films for TV. As we
are in that category tand are sold in
over 30 marketsi, it was no doubt an

[

oversight that we were not included.
Atlas has 11 Western features and
over 330 top comedy shoris available
for TV at the present time,
Hexry Brown
President
Atlas Television Corp.
New York

Congratulations on putting so many
vital sales facts into your FarLL Facts
1IssUe,

LEE Hart
Assistant Director

BAB

New York

GOODMAN'S TELEPHONE GAME

We have been asked why our Redio
elephone Game waz not inchuded in
our recent article.

Your editor. Mr. Norman Glenn, did
request information on our program,
and we advised spoxsor that we would
be happy to give the information if the

-
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arlicle specified that the Gooidman
Telephone Game was the only one of
the telephone gimmick programs that
ilid not include the element of chance.

Presumably sroNsor was fearful
that they would be “stepping on some-
body’s toes”; thus we were excluded.

Our Radio Telephone Game has
been broadcast by 160 AM stations
during the last 14 years, and because
it does not contain the eclement of
chance could never be construed as a
lottery.

While our program closely resem-
bles Bingo, we developed a scientific
method whereby everyone playing the
game has an equal opportunity to win.
It took Id months to work out the
mechanical perfection of this method.

Listeners play with the five figures
of the telephone number or the last
five figures of their social security
number. Each and every telephone
and social security number is exposed
at least once. and in any case an equal
number of times. every 13 weeks,
thereby giving every player an equal

LANG-WORTH

FEATURE PROGRAMS, Inec.
113 W. 5Tth ST., NEW YORK 19, N. Y.

Netwerk Calibre Programes at Local Station Cost

14 AUGUST 1950

opportunity to win.

Every winner, not just the first one
who gets in. receives a duplicate prize.

Our telephone operators who receive
the calls remain at their posts several
hour after each program, or until tlie
phones stop ringing. Listeners may. if
they prefer, mail their entries. We
liave written permission from the Post
Office Department to use the mails.

Listeners need not go to a store to
pick up a chart with which to play.
They can make their own.

Since the court
granted stopping any action on the
part of the FCC in conjunction with
lotterics or games of chance. many
telephone games clearly violating lot-
tery laws have been accepted by stations.

injunction  was

A lottery consists of three clements:
prize, consideration. and chance. Elim-
inate chance and vou can't have a lot-
tery. The big question at the present
time is “what constitutes considera-
tion.”  Some lawyers contend that
merely listening to the program is con-
sideration. Some of the telephone
games go so far as to make it neces-
sary for participants to pick up a chart
or a form at the sponsor’s place of
business.

According to page six of the 17 De-
cember, 1919. issue of Billboard Mage-
zine, one of the programs mentioned

in your article of 3 July was ruled a.

lottery by Attorney General James H.
Anderson of Nebraska. A musical
bingo game called Musico was restrict-
ed some 10 or 11 years ago. A bro-

‘chure recently distributed by one of

the companics mentioned in your arti-
cle states in their circular “Play Radio
can be used by Dbroadcasters without
contravening the Commission’s rules,
at least until such time as the Supreme
Court finally decides the pending
cases.”” 1f a broadcasting station were
not worried about the Commission.
there are still state laws and postal
codes 1o be observed. later on, if the
injunction is removed, there is always
the possibility that the FCC will frown
on such programing.

Anyone can put Bingo on the air if
they disregard the lottery laws. I con-
tend that the day of reekoning will
come, and as far as I'm concerned, I'd
play safe—safe for the station, safe
for the sponsor, and safe for myself.
I want to stay in business.

Harry S. Goobman

Harry S. Goodman Productions
New York

S.
S

To Cover

the Greater

Wheeling (W.Va.

Metropolitan
Market

you need . ..

WITRF

AM-FM

High Hoopers (Avg. 24.5)
Low Cost
The ECONOMICAL way to
SELL
The Wheeling Market
Check
THE WALKER CO.

“hnow - How”

Available

Experienced radioman,
heavy on sales and promo-
tion, secks permanent loca-
tton with pleasant firm.
Aggressive, wife and two
children, sober, worker not
dreamer. Desires station or
sales organization offer, will
travel. Appreciate  oppor-
tunity o discuss possibili-

tics. Box No. 434.
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If they dared

Many a sponsor would like 1o know
the secret of getting the most out of
his agency.

Many an agency man would relish
the opportunity to tell his client a
thing or two.

In this issue and the one to [ollow
SPONSOR  gives hoth  of
(ﬁ}la“(,'e.

them their
Under the provocative title.
“What agency men would tell clients

. . if they dared,” sponsor bares
the souls of a number of agency men
who talked freely when thev were
convineed that they wouldn't be quoted
by name,

The results are interesting. to say
the least.

Applause

Next issue we turn the tables with
an arlicle giving the sponsor’s side of
the picture. If you'd like to contribute
a nugget or two, don’t hesitate. And
we prmnise not to mention vour 1iame.

Standard TV rate card

Agencies and advertisers will stand
up and cheer the recommendations re-
centh made by the Television Stand-
ardization Group, in collaboration
with the Radio and Television Broad-
casting Committee of the AAAA. to
help TV stations establish rate cards
of greatest use to both buvers and
sellers.

After numerous sessions. this all-in-
dustry committee, working under au-
thority of the Broadcast Advertising
Committee of the NAB. has come up
with five model rate cards, each iden-
tical except for different model rate
tables designed to incorporate varia-
tions in pricing praetices within the
industry. These are contained in an
attractive spiral-bound booklet.

Besides the rate table, and facilities
charges (film, studio. remotes), the
recommendations include 20 specifie
points of genecral information: chan-
nel, power. time: production services:
studio equipment and personnel: film
projection equipment and personnel;
film production equipment and per-
sonnel: remote pickup equipment and

Guide to lowa listening

Until somebody presents a Dletter
case. our candidate for the station (or
network) that knows its audience best
is 50,000 watt WHO in Des Moines.

What started out 13 vears ago to
be a survey of WHO popularity has
branched out into a full-fledged annual
research project embracing 9,000 lowa
families from all sections and segments
of the state. The 13th Consecutive
Annual  Stndy  of Radio  Listening
Habits in the State of lowa (March-
April, 1950) is by all odds the most
ambitious  of the series. Drevious
studies gave answers to such questions
as radio  ownership, station prefer-
ences, types of programs best liked,
The

newest analysis goes further. For ex.

economic  facts about families.
ample, an advertiser can now learn

the comparative prestige standings in
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lowa of radio, newspapers. local gov-
erniment. schools, and churches: atti-
tude of adult lowans toward beer ad-
vertising: ways in whieh radio can do
a better job: ownership of electric
dish washers. clothes driers: TV sets
and portable battery-operated radios.

A two-day diary study. embracing
every sel in every seventh home of the
9.215 interviewed, reveals meaning of
“heard regularly” and “listened to
most” ratings. It compares “recalled”
listening with actual listening.

For several vears this annual check
of lowa listening has thrown light on
use of multiple sets within the homes;
on radios located in barns:; on radio

receivers in automobiles,

A ghimpse of the findings contained
in the first 77 pages of the 1950 sur-
(the full report will be ready

reveals such tidbits as these:

ey
later)

personnel; music performing rights:
film library services; music library
services: news services: length of com-
mercial copv; foreign language broad-
casts: product aeceptability; program
and copv acceptability;  political
broadcasts: station option time; com-
missions and pavment schedules: rate
protection: contract limits: discounts.

It is suggested that the standard
rate card be 6” x 314" folded, making
it a convenient pocket piece. Spread
out, it is easy to use. All vital data are
on a single side.

Eugene S. Thomas. now director of
operations of WOR-TV. was chairman
of the 17-man Standardization Group.
His executive committee included John
5. Surrick.  WFIL-TV  (now with
WFBR) : James V. McConnell, NBC:
William H. Weldon. Blair TV: E. Y.
Flanigan. WSPD-TV ~ Others on the
committee were Edward Codel. Katz
Agency: Russel Woodward., Free &
Peters: 5. K. Jett, WMAR.TV: Arthur
Gerbel. Jr.. KJR: George W. Harvey.
WON-TV: Henry W. Slavick. WMCT:
James T. Milne. WNHC-TV: Louis
Read. WDSU-TV: Henry [. Christal.
Edward Petry & Co.: George Mosko-
vics, CBS; Harold L. Morgan. Jr.:
ABC: William B. Ryan, KFI-TV (now
eeneral manager of NAB). Charles
A. Batson, NAB TV Director, served

as committee secretarv.

one out of every two lowa home~ has
more than one radio set; 14.2% of
all farmers had radios in their barns
(in 1949 it was 11.8%.) ; 98.5% of all
radio homes were electrified. Com-
paring radio and newspapers, 8% said
newspapers were doing the best job,
19% said radio; 73% gave equal
rank to both. News broadcast led in
the “best liked type of program™ cate-
gory with both men and women. fea.
tured comedians were second. popular
music was third with women, sports
with men.

What's happening to radio through-
out the U. S, is reflected in this one-
state study. SPONSOR commends Dr.
Forrest Whan of Wichita University.
who also does the annual WIBW, To-
peka study, for his scientific and pains-
taking approach; the WHO owner-
ship and management for sponsoring
the survev.

SPONSOR




the
pied piper

now

rides

a

horse!

BHLAM:LPMI.\ moppets follow “The Ghost Rider” in
legions. over WCAU-TV every day. “The Ghost Rider™
has no off season —right on into sunnner there are more
requests for membership than ever before.

“The Ghost Rider” westerns have more juvenile
viewers than any western feature in Philadelphia.

As further evidence of “The Ghost Rider’s” popu-
larity (if more is needed) he was “mobbed” by 30.000
howling. adoring yonngsters at his first personal appear-
ance at Fairmount Park in Philadelphia on July 4.

WCA

s PR

Bl

And for more documented facts. “The Ghost Rider™
has 1ens of thousands of returned performance cards and
letters from emnthusiastic parents which bear witness to
the fact that they watch his program — and that hix good
conduct code is followed to the letter.

This loyalty speaks for itself. And if yvou know any-.
thing about children. you know how demanding they can

be for the product their hero endorses.

If you want a following for your produet in Phila.

delphia. follow “The Ghost Rider.”

- I Represented by Radio Sales

CBS affiliate—Channel 10



WWOC NOW

In total share of Washington audience

Station A (Network) 25.1%,

Station B (Network) 15.0%

WWwDC 12.8%

Station C (Network) 10.5%,

Station D — 5.99

Station E (Network) 5.8%

Station F — 3.7%

Station G — 3.3%

Station H — 3.3%,

Station | — 3.2%

Station J — 3.1%

Station K — 3.09%,

Miscellaneous — 5.3%

Big . .. big ... BIG! That’s the new audience
WWDC delivers advertisers with its 5000 watts
and its low rates. Only two big network stations

have a larger share of audience. WWDC has

more than the two other network outlets .

more than all other independents. That’s why
WWDC is Washington’s dominant independent.
That’s why WWDC is your best buy in Wash-
ington. Get the facts from your Forjoe man.

WASHINGTON,

LISTENERS

* Pulse, May-June, 1950. Share of Audience, 6:00 A.M. to midnight, Monday through Sunday.
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