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NETWORK RADIO HEADS BIG ADVERTISER BUDGETS—Survey made for Printers' Ink

of top-25 advertiser spending from 1935-49 reveals that network radio was

dominant first with 39%. Other rankings were: magazines, 28%; newspapers, 27%; l
Sunday magazine supplements, 4%; farm papers, 2%. Network radio (national spot

was not tallied) ranked first with 14 advertisers.

= P = S-S

LIBERTY VS. PROGRESSIVE—Much speculating going on these days as two newest
national networks, Liberty Broadcasting System and Progressive Broadcasting
System, jockey for position. Liberty, backed by theatre-wealthy McLendon and
already established with many independents as No. 1 sports re-creation spe-
cialist, has lead in outlets. Progressive, headed by promotion-minded Larry
| Finley, countering with Hollywood-starred productions beamed at women and roster

of well-known radio know-how executives like Homer Griffith, Miller McClintock,
Don Withycomb, Kolin Hager, Ed Twamley, Bob White, Wade Crosby, Morgan Ryan.

QUIZ SHOWS POPULAR ON TV—Television sponsors are discovering that quiz
shows go big visually:__Tyggé that get best viewer reaction still not fully
. known, but many stations now experimenting. Second week of "TV Giveaway,"
| offering cash wards for identifying WWJ-TV (Detroit) personalities from air
clues, brought nearly 3,000 postcards and letters.

MULTIPLE-SET AND OUT-OF-HOME RADIO STUDIES PLANNED—The big audience !
plusses toA;;dio advefzisers (ﬁﬁi{iple-égzvlistening inside the home; listening
out-of-home) will come in for increased research during 1950. Pulse out-of-home
studies, conducted for such stations as WNEW and WOR, and now being made in
several markets, will be greatly expanded. Ohio Broadcasters' Association is
undertaking analysis for Ohio with assistance of such schools as Ohio State
University. Some observers believe, however, that personal-set trend within
homes is even more important (though less appreciated) plus. WHO, WIBW (through
Forrest Whan) have done .work in this direction. Broadcasters, urged to reduce
rates, want to analyse what they actually give advertisers before reaching
decisions. All media but radio and TV carefully tally full circulation.

i TV PROBLEM #1: WILL SETS BE AVAILABLE?—While some TV markets have as much as
50% TV-homes (Cincinnati, Philadelphia, Baltimore, for example), newest areas

like Nashville have meager percentage. Broadcasters in such areas worried that
government requirements will hold set supply down while operation cost stays up.
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AﬁDVERTISINEVCOUNCIL SOON TO_B_E RA_DIO-ACTIVE-——-Executives of Advertising Coun-
il, puzzled that government has been slow in asking for air assistance, will

shortly have its hands more than full, particularly with radio and TV requests.
Government agencies much impressed with (1) importance of radio and TV in
getting people to act, (2) efficiency and cooperation of Advertising Council.

EP_E REC_OR_DING GAINS @ADIO FAVOR—In past few years, most stations have
purchased sound recording tape equipment; many network and spot shows are being

taped. Changeover from disk to tape has come about almost without notice.
Recent survey by BBDO reveals 95% of stations have tape recording equipment, as
have many agencies. Survey reveals that radio commercials, open-end transcrip-
tions, and transcription libraries may fall into tape recording orbit when
technical problems are licked. Advantages of tape are ease in editing, elimina-
tion of line charges, "on spot" recording, easy portability. Disadvantages are
cueing, tape breakage, difficulty of using on Short material like commercials,
variation of speeds between different recorders, time needed to rewind.

S_KPURAS: "“THEATRE TV IS OUR ANSWER” —Growing sentiment in motion picture

industry circles for widespread theatre TV. Spyros Skouras, president of 20th
Century-Fox, believes it best answer to key theatre problem, IV. Phonevision
difficulty in getting suitable first-run films stems from dilemma movie magnates
currently face. 16 theatres now have TV; more are planned.

RADIO IS GETTING BIGGER—At time when nighttime radio is under fire more

evidences of daytime and rural radio power piling up than ever before. Hadacol

and D-Con putting unprecedented amounts into medium and getting unprecedented
results. WCKY, Cincinnati (which sells only on per-inquiry basis from 8 pm to

6 am, estimates station earning twice card rate during November-December. Cowan
& Whitmore, card rate mail-order firm, plunked $40,000 into Z2-week campaign on
50 stations for Christmas item. Returns hitting $150,000. Featuring Christmas
tree ornaments, C&W put $100,000 into 100 stations for 2-week campaign and sold
$500,000. Both items radio-only, although pre-test in newspapers tried, but
failed. Some top-pulling C&W stations, reports agency, are WSRS, Cleveland;
WIND, Chicago; KYA, San Francisco; KLAC, Los Angeles; WAAF, Chicago.

NORTHWESTERN UNIVERSITY'S RADIO/TV ALUMNI DIRECTORY—If you're a North-
western U. alumnus and work in radio or TV, . Don Feddersen of that school wants

your name and occupation. Directory to be published in January, 1951 may serve
as model for other colleges.

wWLW EDUCATIN_G ADVERTISERS TO FARM RADIO ADVANTAGES-—In recent months
WLW, Cincinnati, nas quletly added farm-sales Spe01allsts to New York and

Chicago staffs. Results, in terms of sales, far exceeded expectations; many
advertisers amazed at story farm radio has to tell. Over 50 sales recorded by
Chicago man in last 3 months. WLW plans to extend farm sales activity to con-

sumer-advertiser field, too.
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BMB, Hooper and independent surveys all show
that WDAY is the pet of almost everybody in
the Red River Vallev—one of the nation’s top

income groups:

(1) For the second consecutive year WDAY
got the highest Hooperatings among all

NBC stations in the nation!

(2) According to a 22-county survey made by
students of North Dakota Agricultural Col-
lege, WDAY is preferred by 78.69% of all
families interviewed—the next best station

by only 4.4%.

(3) BMB Study No. 2 eredits WDAY with a
Daytime Audience of 201,550 families—

77.7% of whom are average daily listeners!

Get all the facts today about fabulous WDAY.

Write us or Free & Peters!

18 DECEMBER 1950

&

FARGO, N. D.

NBC ¢ 970 KILOCYCLES « 5000 WATTS

FREE & PETERS, INC.

Exclusive National Representatives
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ARTICLES

Local show roundup

SPONSOR surveyed stations around the country, gathered new evidence
of ways in which national advertisers are cashing in on local programing

Hadacol packs “em in

Story of a modern medicine man who spearheads his promotion with
radio. He's got five million dollars to spend next year

M-day for spoasors

Sponsored programs must join the battle of ideas. A proposal for hard-
hitting use of advertising in crisis days ahead

The glamour beys of bigtime advertisiag

Here's what agency brass are really like; a light-touch account that sifts
fact from fiction, adds a few hilarious true stories to ad lore

Marygariue has ¢ problem

Bonanza expected when Federal tax was lifted hasn’'t fallen into the tills
of margarine producers; price deals stressed, not hard-hitting advertising

How nuaportaut is the TV writer?

Even more important than dramatists in other media, a SPONSOR study
shows. Writer's skill can make big difference in production costs

COMING

Caudy manufacturers ou the air

How and to what extent do they make use of the broadcast media to sell
their sweets? A SPONSOR roundup complete with strategy, case histories

Alka Seltzer: 20 gears of air success

SPONSOR is looking into Miles Laboratories’ broadcast advertising
philosophy which has helped make Alka Seltzer a household word

Autormiobiles ou the air

How active has the auto industry been on radio/TV? What are they
planning in the face of cutbacks, shortages? SPONSOR is busy finding out
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ITS EASY,
WHEN YOU

KWKH and *“radio Know-How”’

onymous here in our rich tri-state market . . .

are practically syn-
and the

chart at the right proves it.

The most recent five-month Shreveport Hoopers show
that on Weekday Mornings (8 a.m.—12 noon) KWKH
gets a 101.8% greater Share of Audience than the next
Even for Total Rated Periods, KWKH’s share
is 72.4% greater than Station B!

station.

BMB Study No. 2 reveals that KWKH gets a Daytime
Audience of more than 300,000 families in 87 Louisi-
ana, Arkansas and Texas counties. 227,701 (or 75.9% )

of these families are ‘‘average daily listeners” to

KWKH!

Any way you look at it, KWKH is the outstanding
radio value in our area. Write direct or ask The Branham

Company for all the proof!

50,000 Watts + CBS

SHREVEPORT HOOPER STATION AUDIENCE INDEX
SHARE OF AUDIENCE, WEEKDAY MORNINGS
DECEMBER '49 - APRIL °50

45.0%

18.6%

WKH

Texas

SHREVEPORT LOUISIANA

The Branham Company Arka“ sa

Representatives

Henry Clay, General Manager




Topsin

ps in Birmingham among all
women’s programs! That’s what
[Hooper and Pulse” hoth reveal
about “Moments with Mimi,”
WAPDs daily women’s show

starring Mimi Dennis.

town,

Town housewives, who listen to
Mimi more than to any other
women's show, have more to
spend than ever, too, because
Birmingham is booming with

business and indnstrial activity.

that’

That’s a double-barreled reason
— highest women’'s-program
rating plus bustling market—
why “Moments with Mimi™ is
Birmingham’s most effective
bhuy for advertisers who want
to reach housewives,

Lé - uyy
Mimi

“Mimi”—Birmingham’s author-
ity for news of fashions, beauty
-are, cooking and homemaking
—is available on a participating
basis. For choice minunte avail-
abilities, call us or Radio Sales.

'llrmlwr.- j\lu)-.\'qu. l‘l.')t)-
Pulse: Sept.-Oct. 1950

WAPI

“The Voice of Alabama”
CBS in Birmingham
Represented by Radio Sales

By |

) Robert ]. Landry

i\

Comes now bonus time at the agencies. On all sides elation or
disappointinent. eyes ablaze with pleasure, or eyes aglaze with
thought of other times or other places. The annual year-end reckon-
ing of financial claims over and above the regular call and fall of
vouchers is peculiarly telltale in all businesses and professions that
depend upon the intangibles of judgment, personality. creativity,
and brains. Advertising must surely ride high on any such list.

* * *

But if bonuses are unfailingly fascinating 1o all who aspire to
participation. it is generally true that a curtain of discretion descends.
Often neither companies nor individals want payoff publicity. unless
there has been a mass bonus given on a flat percentage to every-
body. Even then there may be reluctance to see the matter mentioned
else it be too widely established in people’s minds as precedent for
years to come. It is of the essence that this year’s bonus is always
a mirror of this year’s profit conditions. Emplove “expectations”
can both annoy and embarrass management by setting up a moral
claim management does not want to recognize, especially some years.
You're on thin ice when you skate on this pond.

* * ¥

Some agencies are extraordinarily mute on their affairs all down
the line. They will not give out annual billings. Nor confess the costs
of radio/TV packages. Hence we have only guesses tc go on in many
cases. It is probably a fair guess that very few of the leading 100
agencies refrain from some kind of year-end divvy.

Naturally there are no rules which apply to all agencies, but it
is safe to say that profit participation is always a sharply pointed
pyramid. Those at the topmost top are there either as partners,
majority stockholders, or founding f{athers, or because they have
accumulated a Dbig cash position the way an insurance salesman
does by keeping everlastingly at the job for 30 years. Some admen
rate because of unique skill or reputation, control of an account,
or a ding-dong record of pulling in new bnsiness.

* * *

You can’t go by vice presidemtial status. The high command of
one big agency is composed of perhaps 127 of the long roster of
veeps. This 127% first of all gets stock dividends. Then they divide
a special inside melon. Another melon altogether is provided for
the run-of-mill veeps. Finally there’s a general bonus for the juntor
executives. Put it another way. At bonus time the gentry and
peasantry both are reminded of the facts of life. Advertising pays
off onr brains, power, salesmanship. and years of diligent devotion.
It is seldom if ever philanthropic. In the early years of employment,
wage rates range from poor to nominal. Typically, junior execs
lrave no claim at all for bonus until three full years on the job. A
“long apprenticeship” is relatively common. But when the boys
have learned their trade and are carrving a load of real responsi-

I, ]
| lle

(Please turn to page 41)
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TAILORED TV PROGRAMS
As copy chief of the Keck-Franke

Advertising Agency, 1 have written
hundreds of news releases for clients.
But the most difficult one to write—
because 1 am the client—is here en-
closed.

At the agency we were, and still are,
having a deuce of a time finding suit-
able television programs for our re-
gional clients to sponsor. Either the
cost is way out of budget’s reach or
the program just wasn't created to sell
“Crunchy Wunchy Breakfast Food.”
Many of our clients have to be con-
tent with participating announcements
on local stations or network kinescopes
which cannot be merchandised.

As a result, six months ago I started
working on a TV five-minute program
idea. It’s called That Circus Man, and
it’s a five-minute packaged film star-
ring Al Priddy in “tales of a trouper
tall but true.” Billboards of the circus
animal or performer featured in Prid-
dy’s tale animate into actual action
movies as Priddy tatks.

Jou~x H. SurTner
J. H. Suttner Productions
Oconomowoc, Wisconsin

® SPONSOR, impressed by reader Suttner’s ap-
prvoach, breaks precedent and prints a commer-
cial rclease in its entirety.

BAKERS ON THE AIR

As a regular subscriber to your
magazine and as manager of KGLC,
I am anxious to get five or six re-
prints of your recent article, “Bakers
on the air.” It is my intention to mail
these reprints along with a letter to
several of our large baking concerns in
this area with the hopes of selling them
on radio advertising. It is my under-
standing that reprints of these articles
are free to subscribers.

Incidentally, I enjoy sPoNsor very
much and look forward to each new
copy. I firmly believe it is the top ra-
dio trade magazine. We have found it
extremely useful as a sales tool. Con-
gratulations, and here’s hoping for
even bigger successes {or SPONSOR.

Cuarres L. UNcer Jr.
Acting Manager
KGLC

Miami, Okla.

18 DECEMBER 1950

TRUE STUDY IN DEMAND

Please send us one copy of Herbert
True's study as mentioned in your 6
November issue.

Marie K. Hicks
Librarian, Marketing Research
Department

Lever Brothers Co.
New York

| should like very much to have a
copy of Herbert True’s full research
report featured in the 6 November is-
sue.

Bex R. Donarpson
Director of Advertising

and Sales Promotion
Ford Motor Co.

Dearborn

Will you please send me a copy of
Herbert True’s TV Survey whicl. as a
subscriber, 1 am entitled to without
charge.

AUBREY WILLIAMS
Director, Radio Department
Fitzgerald Advertising
New Orleans

It is requested that vou send us a
copy of Mr. Herbert True’s full re-
search report on TV program-product
identification.

PeTER E. Porr

Charge of Advertising

United States Tobacco Company
New York

Please forward Herbert True’s full
research report on TV sponsor identi-
fication as soon as possible.

T. J. GRUNEWALD
Television Departinent
William Esty Co.
New York

The 6 November issue of sponsor
carries an article by Herbert True on
TV sponsor identification in Chicago.

I would certainly appreciate receiv-
ing a copy of his full research report
which you advise is available to sub-
scribers on request without charge.

VincenT J. CurrY
Assistant Account Executive
BBDO
New York
® Above letters are typieal of the large num-
ber of requests received from SPONSOR  sub-

seribers for the lierbert True study. Reprints
have just been completed and are in the mails,

QUNY:

- uver
300,000
Regulars

Pcople are faithful in Quebec
their Jistening

-

-

—especially in
habits.

For instance, the latest listen-
ership figures just released by
the B.B.M. disclose the follow-
ing revealing fact: 295,540
French Canadian families listen
to CKAC regularly at night,
311,100 Jisten regularly by
day'* These circulation figures
are greater than that of any daily
necwspaper or other independent
radio station in the entire Proc-
incel

Yes, CKAC reaches the heart
of French Canada—covering all
counties in Quebec, blanketing
close to 70% of the total num-
ber of radio homes in the Prov-
ince. It’s no wonder that CKAC
gets results—at a very modest
cost per listener.

*On 6-7 times per week listenership basis,

CBS Outlet In Montreal
Key Statlon of the
TRANS-QUEBEC radio group

1 GRAG

MONTREAL
730 on the diol @ 10 kilowatts

Representatives:

Adom J. Young Jr. - New York, Chicago

Willlam Wright - Toronto
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Onty...
the only TV station that
can sell vour products

to this prosperous TV
cudience

the onlv v siation located in
th» ‘erze thriving Pennayls znia
Matwel — Lencaster, Yerk, lLeb-
enen, Reeding, Harrisburg 2nd
zdjzcent zreas. In zddition to
> 2tility to do 2 profiiable
<eling job for vou, WGAL.TV
12 1deal for mariet tests .. . the
2rez 1z eompact. its industn
did 6.';.1:16{']‘ skl 'Om'\ 3..‘-Li14t‘d.
rile~ are reasonshle. With top
shows fram four petworks: NBC.
ABC. CB* znd DuMon: zni
gond Ineal programmirz. WG AL

assurés Aou 2 con:lstentlv
b'zn znd grosing zudience. It's

izu}n. TtEnt 10 Mt estizat

Represented by

ROBERT MEEKER

Associates

Chicaczo San Franci-co
New York Los snzele~
—

William A. Wright

Vice president
Jules Mentenier, Inc., Chicago

“I bet 3300.000 that a deodorant could be sold the vear round.”

Having made the wager last September. Bill Wrizht. vice president
and ceneral sales managzer of Jules Montenier. Inc.. is out to collect.

Biil plunked down the monev to cover a contract with CB=.TV
that <zalled for 32 weeks™ sponsorship of W kat's My Line. The show
is the spearhead of the compan s campaign to <ell its Stopatte spray
decdorant during winter months.

This vear the company’s ad budzet will run over £1.750.000. with
v half of this zoinz to TV. For 1951. the budget will be upped
25° By November this vear. the company had sold about
150000 batiles: goal for the vear is 10.000.000 bottles.

From a standirg start in Julv. 1947 when the product was first
in*r»du ed. it has been pushed bv Bill Wright to the nation’s number
pci among deodorants  Arrid remains tops in sales.) Stopett?

b

i

ce

i first arinzs sprav deodorants.

i hat's My Line has had more than a litle to do with the com-
pary s .zles success. is more important than ever in view of its all-
~=a: m& Jurrent «ampaigm.

“Our reas ning was that a campaicn of thi- sort -hould be put o
ir a tig way or not at all.” said 38-vear-old Bill Wright. He speaks
I reefullv and hi: enthusiasm is catchinz. “The gadget we used to
¢1 immediate putlic attention was our f1.00ka.week TV contest.”
The eizht-weex - aniest ended this month. was a 25 words or less
write-in at ut '] prefer Sioyette 1 all other deodorant: berause . . .
Bill had worked cut a ~omplete program for localized tie-ins with

2= displavs. pramotiors. and station announcements:
re~~Ived ood Cooperaticn irom -tore huvers and =ales executives.
:- i1 Bill will colle t on his bet: at least. the cam-

e Wik~ 2
T alo vinz off. For example. the Rexall Druz >topette ordes
Yef 1o the <how averazed alout 22,0079 20 zro-ci every two week-.

~hrrilv afier the -haw bezan. this was boosted to 322,000 1325 grossi.
“u  ~~ i- ne stranzer to Bill Wrizht. Hi: varied career began

aiter ne had atiended Stanford University. ha- included investments.
‘- writing. = ap selline. and public relations. In 1939 and
3. he werked with Herbert Hoover on Finnish Relief: among hix
any <ther wartime a-tivitie- he orzanized Bundle: for Britain.

SPONSOR
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ADVERTING

/fm DIRECTED

What's loce got 1o do with Advertising?
Plenty! Our business is promoting
sales. Ever stop to think how many things are
bought and sold because somebody /oces some-

Feart detartment that we have alwayvs tried to
make our clients’ advertsing messages a litde
warmer and friendlier and closer to the target
of Dan Cupid's arrow. We found our a long time

body else? Well. it’s astronomical. Take all those ago that Dan is a very handv litde fellow S
o ArO1n n anwv < of medi- d in
nourishing foods and warm clothes Mom and ~ 2found in ant “i:lﬁ_ 3; —h‘_—“‘ S '\
o one of our specialties). he's terrific ’ T
Pop buy for a couple of kids theyv love so much. ( *pe o
be: ) ':OOd love StOrv Oon e viago., ar s ¥ \

And. of course. there’s voung love . . . romantic
love! Now, vou're reallv getting into big busi-
ness. Wedding rings, trousseaus. honeymoons.
furnished flats. pop-up rtoasters! Yes, things
reallyv start perking when Love comes along.
Maybe it's because Campbell-Ewald Com-
pany has long recognized the importance of the

18 DECEMBER 1950

Campbell-Ewald TV programs. s as TRIPLE
FEATURE THEATRE. sponsored by Ches-
rolet Dealers on Los Angeles Starion KECA-
TV, have alwavs been so popular. People

17

them, and we love producing them.
Love mav laugh at locksmiths . . . but don't
vou laugh at loce. It's your best salesman.
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rison of W CCO’s 50-100%
BMB httime Audience Area
d7T Cities TV Service Area,
October 1, 1950
+Sales Management, May 1950




You may be focusing on less than half of
your Northwest market. For if you’ve got
your eyes on TV, youre overlooking the
almost half a million radio families In
wcco territory who are completely out of
the range of television. In fact, there are
three and a half times more wcco radio
families outside the TV service area than
there are TV set-owners inside.”
But...use wcco and you reach all of
113 Northwest counties where 894.600
radio families spend more than three bil-

o . S +
lion a year in retail sales!” What’s more,

vou get the biggest weekly audience every-
where you go—mside Minneapolis-St. Paul
and outside. (Even in the home counties of
the 16 next-largest cities of this area—some
as far as 195 miles from the Twin Cities—
weCco gathers a much larger audience than
the hometown station in 12 out of the 16!)

It simply means that the best way to
capture the most customers and sales in
your entire Northwest market is to make

voursell heard on . ..

WCCO

“Good Neighbor to the entire Northwest”

Minneapolis-St. Paul...50,000 watts

Represented by Radio Sales




KGw THE ONLY ST;}ION~

WHICH GIVES THE ADVERTISER
COMPREHENSIVE COVERAGE

Agriculturally speaking, Oregon's Willamette Valley is one of the most
fertile areas in the world. A diversity of crops, unsurpassed growing
conditions and ease of marketing combine to push the Northwest's farm
income soaring to 44% above the nation's 1944.1949 average. In the midst
of this wealth lies Silverton, Oregon, completely under the dominance of
KGW’'s COMPREHENSIVE COVERAGE. This was proved by a recent
Tour-Test, held with the cooperation of the Oregon State Motor Associa-
tion, and witnessed by Ernest Ekman, president of the Silverton Lions
Club, shown posing before a Silverton lumber mill. Silverton...and the

rest of the rich, growing Northwest...is yours through the COMPRE-\

HENSIVE COVERAGE of KGW.

BROADCAST MEASUREMENT
BUREAU SURVEYS PROVE
KGW’s LEADERSHIP

Actual engineering tests have proved that KGW's efficient
620 frequency provides a greater coverage area and
reaches more radio families than any other Portland
radio station regardless of power. BMB surveys bear
out this fact. KGW is beamed to cover the population
concentration of Oregon’'s Willamette Valley and South-
western Washington.

TOTAL BMB FAMILIES
(From 1949 BMB Survey)

DAYTIME
KGW 350,030
Station B 337,330
Station C 295,470
Station D 192,630
NIGHTTIME
“ 47| xow 367,370
¢ Station B 350,820
Station C 307,970
Station D 205,440
. ;'.ﬂ"iﬁm?{‘

This chart, compiled from ofh-
cial, half-mihivolt contour maps
filed with the FCC in Washing-
ton, D.C., or from field intensity
surveys, tells the storyof KGW's
COMPREHENSIVE COVER-
AGE of the fastest-growing mar-
ket an the nation,

REPRESENTED NATIONALLY BY

rf.

PORTLAND, OREGON

ON THE EFFICIENT 620 FREQUENCY

EDWARD PETRY & CO.
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New and renew

These reports appear in alternate issues

New on Radio Networks

18 December 1950

SPONSOR

AGENCY .

NO. OF NET STATIONS

PROGRAM, time, start, duration

Burton-Dixie Corp
Chamherlain Sales Corp
Ford Motor Car Co

General Foods Corp

General Mills Ine

Kellogg Co
Kraft Foods Co

Pcarson Pharmacal Co lue
Toni Co
Wildroot Co

Turner ABRC 123
LBhO cns 179
J. Walter Thompson NBC
Benton & Bowles CBS 118
CLES 63
Lknox Reeves CBSs 149
kenyou & FEcekhardt MBS 335
J. Walter Thompson MBs
Ilarry B. Cohen MRS
Foote, Coue & Belding CBS 150
BLDO CBS 180

PPaul Ilarveys Sun 10:15.30 pusr; 3 Dve; 532 wks
7 Jan: 52 wks

Sereen Direetors” Playlionse: Th 10-11 pm (Ford sponsors first
half-honr) ; Duffy's Tavern; IF 9:20-10 pmnz ‘The Man Called
X3 Sat 8:30-9 pm; The Big Show (6:30-7 pm portion) an
Sun: NBC Symphony: M 10 pm (first-half)

Renfro Valley; Sun 8:30-9:15 amy 7 Jan: 32 whks
Renfro Valley; M-F 8:30-15 ams: 1 Jan: 32 wks

FB1 in Peace and War; Th 8.8:30 pm (alt 13-min segments
with P&G); 1 Jan; 26 wks

Victor Borge Shows M, W, F 3:55.6 pm; 1 Jans 32 wks
Queen for a Dayy T, Th 11:30-45 am: 2 Jan

Bobby Denson Show: T, Th, 5:35-6 pm; 2 Jan

Gabricl lHeatter;s F 7:30-143 pm; 3 Jany 52 wks

Unnamed; Sat 1:30-2 pmy 30 Decsy 32 wks

Charlie Wild, Private Detective; Sun 6-6:30 pmg 7 Jan; 82 wks

Erle Sevarcid and the News; Sun 5:45.6 ping

Renewed on

Radio Networks

SPONSOR

AGENCY

NO. OF NET STATIONS

PROGRAM, time, start, duration

Carnation Co
Colgate-Palmolive-Peet Co
General Foods Corp
General Motors Corp

Goodyear Tire & Rubber
Co

Andrew Jergens Co
Lever Brothers Co

William Wrlgley Jr Co

Frwiu, Wasey & Co CRBS 162
Ted Bates NBC 145
Beuton & Bowles MBS 195
Kudoer ARBC 290
Kudner ABC 287
Roliert W. Orr ABC 282
J. Walter Thompson CBS 174
Foote, Cone & DBelding CBs 176
Ruthrauff & Ryan CBSs 175
Arthur Meyerhoff & Co CRBS 175

Contented llour; Sun 10-10:30 pm; 7 Jang 52 wks
Judy Caunova Show; Sat 10-10:30 pms 6 Jan; 32 wks
Juvenile Jurys Sun 7:30-8 pm; 7 Jan

Ienry J. Taylor; M 8:30-35 pm: 18 Dec; 32 wks
Greatest Story Ever Told; Sun 5:30-6 pmy 7 Jan; 532 wks

Jergens-Woodbury Journal: Snn 9:153.30 pms 1 Jan; 532 wks
Lux Radio Theatre: M 9-10 pm; 1 Jan; 32 wks

My Friend Irmas; M 10.10:30 pm; 1 Jans 532 wks

Gene Autry Show; Sat 8-8:30 pm; 23 Deey 32 wks

Life Withh Luigi; T 9-9:30 pm; 9 Jan; 52 wks

New National Spot Radio Business

SPONSOR

PRODUCT AGENCY

STATIONS-MARKET

CAMPAIGN, start, duration

Ilazel Bishop Lipstick
Christy Chemical Co
Cnnard White Star Lines
llills Brothers Co

Ilinois Bell Telephoue
Co

Tetley Tea Co

Iudelible lipstiek
Drygas

Winter cruiscs

Raymond Speector (N.Y))

Ceeil & Presbrey (N.Y))

Coffee N. W. Ayer (N.Y))
Toll ealls N. W, Ayer (N.Y))
Tea Buane Jones (N.Y,)

Meissner & Culver (Boston)

50 stns in non-TV mkts Jemin annemts; Jan

Several mid-Western wkts Anmwemits; 13 Dee28 Feh

T cities Anwemts; mideDee; 6 wks

75 stns: 15 nkts Aunemts: P Jan; 32 wks

12 Hlinois mkts Anfiemts: 21.22 Dee (2 dayv< only)
10 cities inclnding Phila,, L-min annemtss 1 Jan-30 Mar

HNarvisburg

National Broadcast Sales Executives

NAME

FORMER AFFILIATION

NEW AFFILIATION

William J. Black
Kenneth L. Carter
Robert W, Ferguson
Armand Graut
Fugene Ialliday

WREV.FM, Reeidsville, N, G, «ls
Radis, tv exee, Balto.

WTRE, WTRF.FM, Bellaireé, stus mgr
WAAMTY, Bale., eorml mgr

KsL: Salt Lake, asst sls mgar

WTOP, Wa-h., natl sls sve rep
WAAMTY, Balte,, gen mgr
Same, evee vp. gen agr

Sante, a-~t mur in eharge of «ls
KSL-TVv, Salt Lake, sls mgar

® In next issne: New and Renewed on Television (Network and Spot):
Station Representation Changes: Advertising Agency Personnel Changes
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New aud renew 18 December 1950

ational Broadcast Sales Executives (continued)

NAME

FORMER AFFILIATION

NEW AFFILIATION

John k. llerbert
\orman G, kal
Edward hemble

H v €. Kopf
fugh 13, LaRue
Allyn Jay Marsh
Daniel I, O'Shea
Arden XN, "angborn

Stanley W, Ravy Jr

Bobert 11, Salk
l.eon Wray

Lloyd E, Yoder

Hearst Magazined Ine, NYo vp, gen adv mgr
WAAM-TY, Balto., gen megr

KD}, Santa Barbara, mear

NBC, N.Y,, vp in charge of Radieo Sales
KHON, ilonolulu, sl mgr

CBS, N.Y,, asst sls mgar

Vangnard Filwms. NY., pres

Portland Oregonian, Portland, bns mgr

WIMR-W RCM.FM, New Orleans, co-mgr, member of
board of dir

Katz Ageney, N.Y.. natl radio. tv, newspaper rep
Don Lee Network, 5. F,, acet exee

KOA, Denver, gen mgr

NG, N, gen sls mgr for radieo network

Same, 2xec vp

KFEl, L, A,, acet exee (about 1 Jan)

Same, Chi., hicad of radio-tv operations

Same, also sls mgr of Alolra network

Same, dir of prog sls (CBS radio package programs)
CBS, N.Y., vp, gen exee

WOAlL, WOALTY, San Antonio, gen wgr (off 15 Jan)
WBOK, New Orleans, gen mgr, joint owner

CBS, N.Y., acet exee
KIJU, L, A, sl mgr
KNRC, S, F., gen mar (eff 1 Jan)

Sponsor Personnel Changes

NAME

FORMER AFFILIATION

NEW AFFILIATION

Roland A. Casey
Richard M. Compton

Hollic C. Doss
Frank llevesy

J. Harvey Howmells
Clayton 1. Kentnor
. 1.. McClure

Leo V. ‘lalamini

F. Lee Talman

Kay Wilkins
Frederick J. Willard

Arnold Bread Sales Corp, Port Checter, NJY .. <) dir

General Foods Corp. N.Y. (lgleheart div), assoe sls,
ady mgr

Duane Jones Co. N.Y,, aect exee

Hoffman Radio Corp, 1.. A, as<t ady mgr

Ted Bates, N.Y,, acet exee

General Foods Corp, NY, (lgleheart div), ady gr
Kaiser-Frazer Corp, St. L., fleet sls wmgr

Prince Matchabelli Ine, N.Y,

Coca-Cola Co, N.Y,, treas

KFAR}, Omaha, women’s prog dir

Phileo International Corp. Phila., gen sls mgr

Arnold Bakers Inc. Port Chester, NY,, gen e mgr,
Biread Sale« Corp

Same, prod mgr for grocery prodnets speecialties

Beudix Home Appliances, South lend, pub rel dir
HHoffman Sales Corp. L, A, S, F., ady mgr

Lever Brothers Co, NY. (Jelke Good Luek products div), adv mzr

Same, prod mgr for groeery ~tore -pecialties
Same, Willow Ruan, fleet «ds dir

Schiaparelli Parfums Ine, N.Y. exec vp, gen sls megr

Lever Brothere Co, N.Y.. dir, administrative vp (eff 1 Jan)

Perfex Mfg Co, Shenandoah; Omaha. asst to home sve dir

Same, vp-sls

New Agency Appointments

SPONSOR

PRODUCT {or service)

AGENCY

American Syrup & Sorghun Co, St. L.

Art Metal Construction Co, Jamestown Aluminum posture chairs
Austin-Greene Ine, N.Y. “Remayne”™ indelible lipstick
flarrict Hubbard Ayer Ime, N.Y, Cosmetics

f.. F. Beaudin Shoe Co, llanover, I’a. Shoes

Blu-13e Prodncts Co

Cambridge Ruebber Co

Coil Co of America, Closter, N, J.
Crossland Mfg Co, Toledo

Crown Luggage Co, Balto.

Freemantel Yoice Institute,

Garfield Williamson Ine, Jersey City

Gowns by Vene Iue, N.Y.

Dog foads

“Klcets’ yachting slippers
Flnorescent bhallasts
Motlsproofing product
“Pla<ti-llide” lugzage

N.Y, Ninging and  voice control

courses

Garden «pceialtics

Bridal and bridesmaid gowns

Grace Brothers Brewing Co, Santa Rosa Brewery

flats by Leeds, N.Y,

11, V. Henningsen Co, N Y,
Hfow Publiching Co, Chi.
Jo-Bell Prodnets Tne, Chl.

G. Kreuger Brewing

Mahr Co, Des Moines
Marlo I®’acklng Corp, S.
Norman M. Morrls Wateh Corp, N.Y.

Joan Nyola lne, N.Y,

Sport- hats
FFood products
“Here’s How' nagazine

Yarn winder

Newark Breweey

House plant specialties
Canned foods
“Omega® watches

“NailFilnt” nail coloeing

Plantspur P’roducts Co, Jercey City Fertilizers

Pres-A-Lite Corp, N.)

Regent Indostry

Autematic lighter dispenser

.

“Arthur Godfrey® ukelele

Bidgeficld Seed Co, Ridgefield, N. J. Grass sceds

Roberts-Gardon Applianee Co, Buffale

Heating equipment

Harold Schafer lad (Canadian  <ubsidiary Gold Seal “Gold Seal” wax
Co), Torante
sSpring Garden lo<titnte, PPhila, Fechnical school

O, A, Sutton Corp, Wichita
Town & Conntry Prodnets, Jereey City

T'wsll Chemical Co, Long 13caelr

Vernado air circulator
Bird foods

“K-Noba” car shampoo

Syrups, preserves and jellies

Gordon Marshall, St. L,

Morey., Homm & Johnstone, N.Y,
Dorrance-Waddell Tne, N.Y.
Ellington & Co. N.Y,
Charlop-Fradkin, N.)

A, M. Scidler, Bklyn.

Chambers & Wiswell Ine. Boston

A. M. Scidler. Bklyn,
Dorrance-Waddell, N.Y

Kastor, Farrell, Chesley & Clifford,

honmre  study Mo<s A«sociates, N.Y,

A. M. Seidlee. Bklyn.

1, R. Stempel, NJY,

Byrne & Grill, 8, F.

Mass Associates, N.Y,

A, M. Seidler. Bkhyn,

Paul Grant, Chij.

Allan J. Copeland, Chi.
€Charles Dallas Reaeh Co, N.Y
Lesslng, Des Moines
Honig-Cooper Co, S. F,

A. W, Lewin Co. N.Y,
Dorrance-Waddell, N. Y

A, M. Scidler, Bklyn,
William 1. Weintraub, N.Y
W. B. Doner & Co, Chi.
A, M. Seidler; Bklyn,
Land<heft Ine, Buffala
Wal<h, Toronto

Gray & Rogers, Phila.

l.ago & Whitehead Ca, Wichita

A, M, Scidler, Bklyn,

Brisacher, Wheeler & Staff, L, A,

]
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Like the Gamecock's
Spurs...It's the

 PENETRATION

BMB Report No. 2 Shows
WSPA With The Largest
Audience Of Any Station
In The Area!

AND...This Hooper
Report Shows How WSPA

Dominates This Area!
HOOPER RATING -- Winter 1949

8:00 AM - 1200 N ... . ... 63.2
1200 N .- 6:00PM . . ... .. 53.6
(Monday thru Friday)

6.00 PM .- 10:00 PM . . . 67.6

(Sunday thru Saturday)

GIVE YOUR SALES
A POTENT PERMANENT HYPO

AIR YOUR WARES OVER

Represented By :
John Blair & Co.
Harry E. Cummings

Southeastern Representative

Roger A. Shaffer
Managing Director

Guy Vaughan, Jr., Sales Manager

CBS Station For The
Spartanburg-Greenville

Mnrk"l.lllll. L EERFE R T IR

5,000 Watts -
950 On Your Dial
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New developments on SPONSOR stories

SEE: "’Grocery stores on the air’’
I1SSUE: 23 October 1950, p. 21
0 0 SUBJECT: Grocery store advertising

Here’s a story about a trade association that’s done a bang-up job
in promoting its retail members.

The Retail Grocers Association of Kansas City, Mo., similar in
operation to the Oklahoma Retail Grocers Association described by
SPONSOR (23 October 1950, uses radio advertising only.

The Kansas City organization spends about $1.700 a month to phlug
its 500 retail grocer members. It airs A Iisit With Vera Croft on
KCMO. Kansas City. Mondavs through Fridays. 11:30 to 11:45 a.n1.
The program began in April. 1948.

Participants, three each day, buy one-minute commercials on the
show, help the ascociation in this way to get sufficient funds to keep
the program on the air. Participations are sold only to non-competing
grocery brands: some have been on the program since it originated.
Products advertised are available to all members.

Both the station and the association back the program to the hih.
[t is promoted in the 8-Ten Signal, a lstener’s paper distributed by
the station: and by display material sent out by KCMO. Each grocer
is furnished with attractive decals. window cards. and price cards,
with the name of the program. station’s call letters and frequency.
The association promotes the program in the Kansas City Grocer, its
publication (ecireulation more than 1.400).

The format of the proram is elastic. conversations and commer-
cials being ad hib between Vera Croft and Harry Abbott. It's a play
for the housewife’s attention by human interest stories each day that
tell brielly about the independent grocer and the products advertised.

Resuhts have been good. For the first time in the history of the
50-year-old organization. grocers have called asking 1o become mem-
bers. Members report customers attracted to their stores by the pro-
gram. One participant said the program took him out of the red by
increasing his distribution. Participants have found member grocers
cooperative in buying their products.

Since the programi’s inception, 105 new memberships have been
obtained by the association. far ahove normal. And renewals of
participants have run heavy.

The independent grocers of the Kansas City area are getting their
story over to the people. and with radio.

KCMO does show from store of one of members of grocery association (see text)

SPONSOR




KCMO is the one and only 50,000 Watt
Station in Greater Kansas City that
offers coverage of the metropolitan
areas of Missouri and Kansas plus rural
Mid-America. And KCMO programming
is tailor-made for this rich market.
Ask the Katz man for our

latest news availabilities.

50,000 WATTS

Day time

g10 K¢C.

10,000 Watts Night

P

New National Representative: G

THE KATZ AGENCY .. .~ %

0y

KANSAS CITY 6, MISSOURI
Basic A BC for Maid-America

18 DECEMBER 1950
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SEATTLE

Represented by RADIO SALES. Radio and Television Stations Representative ...



KOIN.

~ PORTLAND

{'KERN
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Columbia Pacific delivers

the most on the Coast. ..

Coast people listen most to Columbia Pacific dluring the
daytime. They listen most to Columbia Pacific at night.
And Nielsen confirms it:

During the entire week, Columbia Pacific commands a
bigger average share of audience — day and night — than
any other Coast network.”

So..to reach the most on the Coast, tell your sales story on..

*NRI, Pacific distribution of minutes listened,
January through September 1950.

Columbia Pacilic .. s 1054 vewors
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NEDICK'S USED THIS PICTURE IN ITS WASHINGTON RESTAURANTS, CAPITALIZED ON D.J. MILTON FORD'S LOCAL FOLLOWING

Local shows

PART THREE

of a four-part story*

National sponsors cash in on local talent’s popularity, get many extras

A disk jockey named Ford
and a parrot namted Richard

¥ {see picture above) exempli-
fy several of the strongest plusses of
local live programs.

Milton Q. Ford is a popular m.c. at
local events, and Richard is always
part of the deal. Nedick’s. a regional
restaurant chain. have Ford and Rich-

ard do their commercials live over
WWDC, Washington, instead of using

18 DECEMBER 1950

their regular transcribed announce-
ments. And pictures of Ford and Rich-
ard eating a Nedick’s breakfast {like
the one above). are displayed in all
the chain’s Washington, D. C.. restau-
rants; thus Nedick’s capitalizes to the
full on Ford’s following.

Highly distinctive personalities are

*Originally, a 3-part series. A fourth article
will cover music libraries and other services

the most important key to commercial
success of most local live programs.
This is true even of programs like
news and sports events where the news
and contest are themselves of first 1n-
portance, Decause the news or sports-
caster himself hecomes a definite part
of the show.

The strong personality usually gives
the best opportunity to exploit most
of the leading advantages of local live

21
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programs in spot

is generally true,
tiser 1s sponsorng

broadecasting. This
whether an adver-
a complete program
segment or parlicipations,

Local live programs are normally in
a position to build up stronger per-
sonal loyalties among listeners (not
that they all succeedi; this factor can
be a powerful sales hypo. The talent
is usually available for personal ap-
pearances and other which
makes for better promotion and mer-
chandising of the show and the spon-
sored products.  Doth talent and pro-
gram are in a better position to be-
come identified with the community.

These advantages lead to many im-
portant avenues by which a program
can add to its power to make sales

assists

for its sponsors.

Following are some examples from
stations all over the country which il-
lustrate specifically how programs and
talent have exploited for advertisers
the advantages of Dbeing “local and
live.”

The example at the beginning of this
story of disk jockey Ford and his tal-
ented parrot illustrates something that
shrewd timebuyers are always on the
lookout for to distinguish one local
show from anoher: the new angle. the
added attraction- -also referred to as
the “plus” on the “gimmick.”  The
~econd voice in a commercial ix a tried
and true formula.

©

But making the sec-
ond voice that of a live parrot is the
something new that makes Ford still
more promotable.  The pair have been
incorporated into a nationally syndi-

22

"Stump-Us," audience participation with local flavor, has big impact for
Stokely in Columbus. Food sponsors favor women's homemaker shows, too

g s LaE

cated comic strip (350 newspaper).
When Ford m.c.’s some event in the
Washington area, the pair aren’t just
Ford and Richard— they're also the
ones who give you those highly per-
sonalized commentaries on Anahist,
Ipana. Ralston’s Breakfast Foods, and
others.

A running mate on the zame station.
morning-man Art Brown. doesn't just
sell Flamingo Orange Juice. Mayflow-
er Doughnuts. and Wilkins Coflee
among other products. Of course not!
Anybody can see—if they look at it
through Art Brown’s eyes—that this is
the Art Brown Breakfast!

Art Brown of WWDC. Washington.
D. C.. naturally. A guy that many
thousands of people have seen at pub-
lic functions in the last 16 years. He’s
familiar; but always refreshing. That
calls for the personal touch.

Of course. it's easy to cite something
allegedly “different” about a program
and its commercials. And by “differ-
ent” we mean some variation or new
twist the fundamental appeals.
which were all discovered long ago.
But in sizing up a program you’d want
specific examples of how they work.

Bill Hickok 1s a young man who
spins records twice a day for listeners
to WXKW. Albany, N. Y. Like other
talent, he knows the value of making
people in an audience feel that he is
talking right to each individually. On
occasions a radio personality will acto-
ally talk to somebody individually—
somebody in a situation with which

on

other listeners will sympathize. And

WSYR news
not long ago Bill Hickok did. To a
little girl named Pam who wasn't do-
ing too well following a painful ortho-
pedic operation. That was nothing
new. of course. Bill also found out
that the child wanted a dog most of
all when she got well, and Bill men-
tioned that audience. The
Watervliet Fire Fighters Association
took care of that. The East Greenbush
Fire Department came along with a
case of Dog Food.

But not just any dog food.

You see. one of Bill's sponsors was
Cadet Dog Food. He saw that Pam’s
new cocker had Cadet.

The next act in the sequence wasn't
really unusual for anyone with a good
sense of showmanship. We report it
because only the really top talent seem
to follow through consistently in such
When Pam was able to be
up in a wheel chair, Bill made a broad-

cast from Albany Hospital, with Pam,
the Fire Chiels of Watervliet and East

to his

a manner.

Morning shows

KCMO wakeup

SPONSOR

Three national advertisers sponsg
Fred Hillegas' Syracuse newscas

popular with national clien

— —

increasing
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5 "This is Greater Lawre e';
_ I-Aw serVIce gets community appeal ?\Zre

Greenbush, and a five-montli-old cock-
er spaniel puppy as guests.

The local Cadet distributor was de-
lighted with Bill's handling of his in-
terests and said so. It’s obvious that
local live talent is part of a connmunity
and i a natural position to develop
loyalty and a sense of being in touch
to a degree not possible for network
or transcribed talent.

The local aspect of the personal
touch obviously has some quite differ-
ent advantages from this quality in live
network or transcribed talent.

Another aspect of it is the work it
1s possible to do with local dealers.
Falstaff Beer. like so many others,
goes in strongly for local sports. But
a good sportscaster, as we've said, is
or can be, as much a part of the show
as the contestants. A good example is
Ed Morgan. of KBON, Omaha, and
what he is able to do for Falstaff be-
cause he’s a parsonaltiy to Omaha
sports fans.

BDN S orts Interest in broadcasts of local
p d sports is intense in many areas

18 DECEMBER 1950

i

IZd Morgan has done the play-hy-
play reports for Falstafl since the
Western l.eague was reorganized in
1947, and fans consider him part of
the games. Ed and Kemp. the Falstaff
City Sales Manager. get together and
call on three to five taverns or retail
outlets each week throughout the base-
ball season,

The owner, or the bartender, intro-
duces them around, and they all talk
sports.  Don’t think that everybody
isn’t proud to chew the sports fat with
a sports figure hke Ed Morgan. Fal.
staff gets the credit, and proprietors
are naturally inclined to push that
beer.

But Ed’s public relations doesn’t end
there. He's the principle figure in half
a dozen civic promotions backed by
Falstaff during the season. Even that
isn’t all. He’s the sparkplug of an an-
nual spring baseball meeting held by
KBON and attended by Falstaff sales-
men and executives. He also averages
five salesmen and driver meetings
through the season.

Dealer contacts are one of the most
important contributions that local live
talent are often in a position to make.
The more of a “name” the talent 1s,
the more valuable he is in impressing
retail outlets.

Talent may become important mere-
ly by being on the air. But one of the
things that helps distinguish individual
talent is the off-the-air contact he main-
tains with the public through appear-
ing at public events and becoming
identified with local civic projects. It’s

i s

et

S o T ‘ Ralph Binge, J Gentile have a place in hearts (and
WJBK dlSk IOCkeys p:cpkefb:;ks) oi"oleisienersI beca::e fhsir aenfics make friends

part of the “plus™ value of good local
programing.

Even news shows can—and do-
have the personal touch, and many
local newscasters are better known and
more highly respected in their own
listening area than famous network
names. Aside from personal qualities
of voice and manner, the biggest secret
of putting the personal touch in to
news shows is simply in getting in
plenty of local touches. That means
having the shows written as well as
edited at the station. It means a certain
amount of legwork and phone calls by
station people. 1t isn’t always possible
for the station to do a part of its own
reporting. But where it is. the resuht
is always unmistakable. WWDC. for
example. reports. writes, and rewrites
1ts own news.

Another very important aspect of
community identification which adds
to the prestige and acceptance of local
talent is the way in which they often
take part individually in community
cultural activities. For example. Earle
Pudney who plays the piano and spins
disks five mornings a week over WGY,
Schenectady. is active in the Schenec-
tady Light Opera Company. He re-
certly directed the dramatics fo rtheir
production of “The Mikado.”

Many local programs deliberately
aimr at a public service content which
identifies not only the talent but the
program itself with the community in
a way peculiar to local live programs.
The majority of national spot adver-

(Please turn to page 04)
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HADACOL HEALTHFOR i~
s THE WHOLE FAMILY

LMY OTER WiLLN S
WOSY PRICRESSITE RAND STATHN
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MERCHANDISING by stations stirs up populace

man advertising. Next vear he’ll spend

five million. mueh of it on the air

Hadacol brain (ruast has radio. drugs knew-hogw

I.

2.

3.

4. Comptroller, Carl Lowe, was accountant firm head in New Orleans

5.

6. Sales Promotion Manager, Samue! Glueck, was with Frederic W. Ziv
24

(acol packs em m

Senator Dudiey LeBlane is master of medicine-

Advertising Director, Jack Rathbun, was manager of WCOA, WBSR, and KWEM
General Manager, Richard L. Brown, was vice-president of Sofkin Company (Vick)
Planning, Control Director, Mrs. M. M. Winters, was with Dalton Co., Baton Rouge

General Sales Manager, 'W. E. Montgomery, was assistant to vice president of Lentheric

Save up those Hadacol box
tops!

- W I voure lucky, “Couzin”
PR b e T L en bl ey v
may get to your town this time. Last
summer, “Couzin” Dud put on a $500,-
000 show for the folks in 16 Southern
cities. By the time they finished buying
Hadacol from his fleet of 100 trucks,
he had raked in $3.000.000. In 1951,
that fleet of 100 trucks will be followed
by a 40-car private train. just bulging
with expensive movie stars and hill-
billy performers. This time it will be
a five-week trip—two weeks longer
than last summer’s caravan.

Everything about Hadacol is getting
higger.

In the past vear the LeBlanc Cor-
poration, makers of the musty brown
tonic, have sold over $17.000.000
worth in 25 states. Their advertising
budget for 1951 is a staggering $5.-
000.000. And a {at slice of that is ear-
marked for expansion into Northern
markets. Ohio and Michigan have al-
ready succumbed to the tasty “dietary
supplement” (enll\rm‘d by a 12% al-
cohol content *“to preserve the vita-
mins ). Hadacol's targets {or the New
Year: New York. Philadelphia, Chica-
go. other large Northern cities.

How did Hadacol get that wav?
Senator Dudley LeBlanc. Louisiana’s
modern million-dollar medicine man.
1s the answer. He’s borrowed every
trick of showmanship practiced by the
old horse-drawn patent tonic salesman.
dressed them in modern clothes. and
added a few they never heard of. One
of the most potent additious has been
the use of saturation announcement
campaigns on radio. “Couzin” Dud
learned about radio at the very begin-

ning, got his first real start by plunk-
ing a big chunk of his shoestring into

it. He’s been buying schedules ever
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NO GIMMICK NEGLECTED, kids get premiums

i since until, at latest count. he s using
576 stations. Radio remains the king-
pin in LeBlanc’s successful promotion
formula.

Although Hadacol is probably onc
ol the most sensationally successful

i tonics. it’s not the first to go over big
| Ly any means. Tonics that reputedly
{ cure everything from colds to carcino-
I ma are an old institution. Health from

a bottle, especially when the trcatment

is so pleasant, has always found en-
| thusiastic users—especially in rural
| areas of the South. In 1949, tonic-
niakers took in about $43.977.000.
These millions were spent in purchases
of 80c¢ to $1.25 each, on products exot-
ically labeled Atwood’s Bitters, SS5,
Peruna, Dr. Pierce’s Tonic, Allenru
and Grove’s Chill Tonic.

Each of these miraculons potions
may at one time have titillated the im-
agination of eager tonic sippers, notor-
ious for their wavering allcgiance to
any particular brand. After a bright
honeymoon of staggering sales. each
tonic in turn settled down to a rela-
tively quiet old-age.

Will the same life-cycle of virile
youth and a doddering decline mark
Hadacol's trail? Not if Senator Dud-
ley J. LeBlanc, Hadacol's founder and
president. has a promotional gimmick
left. Known everywhere as a modern
million-dollar medicine man. Senator
LeBlanc has sold over 15,000.000 bot-
tles of Hadacol this year. Most were
the $1.25 economy-size bottles: the rest
were family-sized Dottles sclling for
$3.50.

Medicine-making and prometion are
hardly new to “Couzin” Dud. Before
World War II, he had checked out of
, a burial insurance scheme with $150.-

000 in cash. After dropping $50.000
of it in the stock market, the Senator
(Please turn to page 46)

Radio announcements herald Hadacol task force ’
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[-day
0r Sponsors

f'ree enterprise may soon be only thing

left to sell. And why not sell just that?

Right: Last time, stars went

During the last war. brand
building was the basic ob-

jective of many sponsors who had
little 10 sell. In the crisis period ahead.
brand bulding remains important. but
sponsors are also fighting for the
right to have a brand.

Sponsors are actually more deeply
and  directhy  mvolved in the battle
againzt Connmunisin than businessmen
have ever heen in any other war peri-
od. This time it’s not just one nation
~lruggling against another: a wayv of
life and a way of doing business is
pitted against an entirely different sys.
ien

Advertisers have recognized this by
supporting the Advertising Council in
= campaigns o strengthen faith in
the American economic system. They
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to war. Shows, too, can
be geared for battle, with
sponsors as wall as govera-
ment telling America's story

Left: Victory Garden pro-
motion is step in right di-
rection. But sponsors can 3
do more with full program plleg? L0 o7, et N

have donated  valuable  commereial
time to messages which tell the stor
of American production. But spoxsor
believes advertizers should go much
further. Full-length programs as well
as commercials should be mobilized
for war.

Radio, and in recent years, televi-
<ston have been a major force in sell-
ing goods. The power of the spoken
word and the moving image are ob-
vious to everv businessman. Why not.
therefore. convert this same power for
use in business’ own battle for survi-
val against Communisin?

Already. some companies which ad-
vertise products overseas have joined
the battle of ideas by urging that cin-
zens ol other countries lListen to the
Voice of America: and by carrving on

5 i@"“fh— L& ® -

ampaignz of their own to spike Com-
munist propaganda lies. Now business
has an opportunity to be the “voice”
of America within this country by
mobilizing sponsored programing.

This isn’t to suggest that the Bob
Hopes and Jack Bennys should be
dropped in favor of somber documen-
tartes or mstruction hours i the art
of donning a gas ma-=k. The nation
will need its comedians and enter-
tainers more than ever as there gels
to be less and less left to laugh about.
But. to the present structure of pro-
graming, sponsors might add special-
ized erisis-period shows,

Suppose you were the advertising
manager of an industrial company
with little to sell to con=uimers, but a
desire to keep the brand name alive.

SPONSOR




You might decide to buy a symphony
hour for its prestige value and natural
harmony with high-toned public-serv-
ice messages. A more useful approach
would be 10 forget the high-toned
messages and the prestige vehicle and
build a show that was all war. Some
suggestions:

1. A dramatic program with a
“why we're fighting” theme.

2. A dramatized and shick, vet fac-
tual. educational show with a different
wartime subject each week. (A-bomb
defense pointers: nutrition. etc.)

3. An inspirational format buiht
around journalistic reports of the
armament and civil defense progress
at points around the nation.

Programs of this type will undoubt-
edly be turned out by government

18 DECEMBER 1950

seript  writers.  But  why wait for
them? Who. after all. can do a better
job of telling this country’s story than
businessmen who are at the center of
the battle?

Here’s the way a “Why we fight”
series of dramas on {ree enterprise
might be worked out.

The primary objective of such a
series would be to continually refresh
the faith of listeners in basic American
principles.  One approach would be
through the success stories of small
and large businessmen. A drama.
either on radio or television. might
pick out a storekeeper one week: a
manufacturer the next. The stories
would have one moral: the opportu-
nity that stilt exists in America for
getting ahead through hard work and

personal initiative.

One pitfall in this approach is gloss-
ing over the truth and wrapping each
story i the kind of sugar and corn
coating that has characterized much of
“free enterprise” advertising. As For-
tune pointed oul. in a notable series of
articles on the attempts of business 1o
“communicate” with the nation at
targe. over - generalized  stereoty pes
make poor salesmen of ideas. Radio
and television. with their intimate ap-
peal. should uot be wused for tone
poems about some mythical main
street that never realh existed for
anyone.

Suppose, though. that your drama-
tists worked from real life. You pick
out a grocer in Portland. Maine. and

( Please turn to page 70)
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Popular conception of agency higher-
ups goes something like this. For a
sifting of fact from fiction, see text
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77 The  Dusiness men  who
#d sponsor nciwork entertain-
ments and spot campaigns are often
situated in far-off areas. Remote froni,
but ever curious about, the advertising
agencies centered in New York and
(Chicago. these potent business men
frequently hear. along with everybody
clse. a good deal of chitchat concern-
ing colorful figures of big town, big-
time advertising. Accordingly when
they visit the first and sccond largest
cities of the country they have a hu-
man, as well as a straight industrial,
interest in observing for themselves
wlrat manner of creatures go by the
name of president. vice president, ac-

count supervisor, timebuyer and so on.
Probably they would generally agree,
and they could hardly actively deny,
that agency men as a breed are razor-
keen. But it is not their intellectual
but their behaviour traits that prove
fascinating.

It is because of this inherent inter-
est in the agency celebrity that sron-
$OR herewith offers a small conducted
tour {or purposes ol zlhnpsing the spe-
cies in s native habitat. Naturally no
sweeping generalities will stand. Agen-
cies vary enormously in size and im-
portance and in thete individual rela-
tionship to radio/TV accounts. It
would be equally misleading to picture

SPONSOR

The glamour boys of
biotime advertising



‘his is what agency brass are
really like. Fabulons, but

often hard working

all Digtime advertising wmen as glam-
our boys. They are not. Some go
whole days without uttering a single
wisecrack. Nor will any well-informed
person suppose that those who are
glamonr boys reeking of chic i any
wise escape a full job, and more. of
work. As we shall stress. glamour of
itsell is never enough.

It is true enough that the glamour
boys usually look the part and can be
recognized on sight by the cut of their
clothes. They are tailored to out-Es-
quire Esquire. Sometimes the two-
vent jacket tells the iale. Sometinmes
the over-size cupid’<-bow cufflinks. In
“The Hucksters” it was hand-painted
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neckties. Right here fact ends and fic-
tion begins. We've checked the shop
in New York which deals in these
signed-by-the-artist neckties retailing
for $20-330-510-360 and it does not
appear that adwmen are even visible.
much less conspicuous. among the cus-
tomers. Instead the buyers of classy
cravats turn out to e film stars, gan-
blers, politicians, promoters, theatrical
producers, orchestra leaders, crooners.
and Long Island playboyvs supported
by trust funds,

Our research does support the belief
that many of the agency glamour boys
live light-years beyoud their means.
They defend their extravagance as nee-
essary stage setting in the drama of
getting on. One requires a home mag-
netic for big deals. One should in-
press importaut men (and their im-
portant wives) for this may help swing
that “big break™ account. The gracious
pastures outside New York and Chi-
cago are dotted with still youngish ad-
men lording it over 25 rooms and a
badminton court which they can al-
ford like Costa Rica can afford a bat-
tleship.

But don’t misunderstand the big vil-
la in the suburbs. The guy who lives
there may work 11 hours a day. He
may be a chattel slave to a plans board
the foreman of a gang of timebuyers
forever sweating out schedules. He
looks prospesous than he is.
Given 10 minutes under the barber’s
ultra-violet lamp he looks healthier
than he is. Not evervbody would work
his hours, or live with the frustrations
he lives with.

No matter what the colorful tales
suggesl, agency work is invariably
hard work. The surrounding terrain is
strewn with the bleached bones of
glamour boys who were in the know,
and the Social Register, but couldn’t
draw water or cut timber in adver-
tising terms. They were ruthlessly
dropped. Professional competence is
the first law of agency survival. And
that’s a good thing never to forget.

Where does myth end and fact begin
a: to the “hard drinking” of agency
personnel? This is a delicate theme,
but one that is much discussed. Cer-
tainly two-fisted guzelers may be met
up with in half a dozen Manhattan
boites and as many north of the bridge
in Chicago. Even so there is more ro-
mance than reality in the gossip you
hear and the novels you read. and for
the simplest of reasons: no wmatter
where they were the night before. ad-
men must have their feet on the ground

more

and their eves on the sales graphs in
the morning. It goes arrow-straight to
the basic law of professional compe-
tence, In advertising as in any other
reputable profession or line, personal
character, in the broadest sense, is the
key to prestige and promotion.

Mamy an advertising agency took
“The Hucksters” most seriously. Char-
acteristically the conservative admen
hecame more conservative. Even the
gadabouts exhibited some discretion.
It was about this time that certain out-
of-district saloons hegan to be popular
as hideaways. At least. as they fig-
nred it, they were avoiding the danger-
ous company of actresses, off-duty or-
chestra leaders, photographers’ models,
and newspaper columusts. One of the
quieter ad shops at the time passed
word to its staff that any employe
caught loading artinis at luncheon
would be fired. Noontime addition was
to be interpreted as cold proof of booz-
ing.

Sober opinion in the advertising pro-
fession felt that “The Hucksters™
gled out a few eccentric characters and
by-passed the myriads of serious crafts-
men. To reiterate: neither printed nor
broadcast advertising can be planned.
created, ordered. adminis-

s1n-

~heeked.
tered. and put on the road by guvs or
gals eroaning with hangover and toss-
ing B-1 pills into their mouths like so
innch popcorn. That is caricature.
Still there was and is no denving
that the demands of a carcer in big
time. big town adverticing often pro-
duce nerve strain and mental drain
conducive to stomach nleers and hyper-
tensive warnings. An appreciable nnm-
her of prominent admen have dronped
dead in their forties and fifties. A larg-
er contingent undoubledlv seek release
from pressure in the supposed calm of
the bottle. When a Chiraco radio sta-
tion installed a trained nurse and oxv-
gen tent as standard eauipment. the
2ag

1Ces

around town was that these serv-
were for the care and revival of
time =alesmen reduced to the scream-
ing heebee ieebies bv constant frater-
nization with account execntives,
There is another noint of view about
~{l this. We're auotine now a 850.000-
a-vear cobwv wizard, “Look. tlev are
high-powered cuvs. Thes gverv-
thing hard. includine plav. You don’t
need anv elaborate n<vchological diag-
noses, Thev pub crawl when the mood
overtakes them becanse thev want to
and eniov it and not becanse anv con-
ditions in their business life force them
(Please turn to page 51)

do
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&? The great battle belween l
- 4 » .
=*" the American cow and the

fcrees of chemistry has developed into

i\ havd-hitting program for the margavine industry little more than a flash in the milk

i pail.  Margarine, Dbilled as a great J
Lurry Bennett. Jroo until recently  advertising wmanager of Jelke Good cemer once that old devil Federal tax
Lnek Margarine and former Procter & Gamble useccount excentive at was lifted, 1sn’t (‘Oing so well.
Compton Advertising Ine. believes that margarine companies can mudtiply Sales are running Onl,\‘ 55 million |
their sales by ueing hard-hitting advertising and werehandising  taeties, pounds ahead of last vear though

there’s no longer a national tax on the
vellow ])l()(lll(l and only 15 states still
Lave a tax on colored magarine. Pro-

ducers had expected to be 85 million
by markes

! : pounds better off than they are today:
2, Start in each market by distributing sawmples

For details <ee text. His plan. in smmmary. foHows:

I. Invest 8153.000.000 over a fonr-year period. planning to bnild market

industry goal was a billion pounds

J. Lse a radio campaign of no less than 13 annonneements a week to this year. but sales are now running at
coincide with sampling about 915.000.000 pounds. 7
1. Continue radio annonncements vear-ronnd along with black and white Signiﬁcanll}'. margarine ady ertisin,g
RS T efforts lack many of the element:
3. Go network eventnally on radio and TV, with spot to ill gaps which have made for success in other
businesses appealing to the same mar-
ket,

The strategy of most producers of
low-cost. frequent-purchase household
products has been to rely on radio.

® :
? B : l 6 ‘ 1 , Proctor & Gamb.le. for e).(a.mple. puts
wore than half its advertising budget

ﬂrlllb I[]& ﬂ l 0 elll into radio/TV. But the margarine in-

: / - / / : A . . dustry, a SPONSOR survey indicates, re-

lies more heavily on giveaways and
trade allowances to retailers than on

\;

Industry isn't reaping big gains now that LS T B IS S (O T N
(Said one industry critic: “You can't
tax is dead. Price deals are major promotion build a business on price cutting.”)

After the lifting of the Federal tax

e ‘ 1} “:‘) . i
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N :
THE BIG FUUR ge“ing feet Wet  Nucoa is experimenting with "Pent- b|ggest Parkay shares "Great Gildersleeve

ouse Party,” starring Betty Furness. with oiher Kraft products, also gefi

IN MARGARINE in 19|EViSIOn Product gets little other air advertising network EﬂON plugs on "The Falcon” (both NBC

This is what they do on air
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on pre-colored margarine on 1 July.
many an outsider had anticipated an
all-out drive for new customers. No
such fireworks developed.
not surprising to those closer to the
industry who knew that:

(1) Margarine top brass have bat-
tled so long on the political front that
their thinking is not always in tune
with the problems of brand selling.

Tlns was

(2) Sonte producers show signs of
stutus quo thinking. (One executive of
a margarine firm told sponsor: “l
think we've tapped our natural market
and that’s about as far as we can go.”)

(3) Margarine now faces greater ob-
stacles than are usual for even a sub-
stitute product.  Though there are
million of housewives who have never
tried margarine as a table spread. the
product has been known to these same
consumers by reputation for over 30
vears. You have here a situation com-
bining prejudice against the untried
and the stigma attached to a tradition-
ally low-cost substitute.

Can margarine lick these obstacles?

One advertising executive with close
personal knowledge of the margarine
industry’s troubles and prospects says
ves. Harry Bennett, Jr.. until recently
advertising manager of Jelke Good
Luck Margarine and for nine vears
(1937-1946) P’ & G account executive
at the Compton agency, believes that

...BUY..,

BLUEBONNET *
MARGARINE

As Adyartised on . ..

any one of the three dozen odd mar-
garine companies can expand at the
expense of competitors through ag-
gressive prometions: that the margar-
ine idustry as a whole can cut into
butter’s present two to one superiority.
Off the record, other margarine people
agree.

Bennett points to these faverable
factors:

(1) The price of butter is more
thaun double that of margarine.

(2) The nutritional value is equal
to butter.

(3) Many consunters actually re-
port that they find no difference in
taste between margarine and butter.

Bennett Delieves that a heads-up.
aggressive campaign. using radio/TV
extensively. could mean doubled and re-

doubled sales for any margarine eom-

pany. He has a specific program. to
Le outlined further on in this article.
But, first, here’s a picture of margar-
ine industry advertising as a whole.
The Big Four in the margarine field
are Standard Brands (Blue Bonnet).
Best Foods (Nucoa), Swift (Allsweet)
aud Kraft (Parkay). Thenr come Ghd-
den {Durkee) and Lever Brothers
(Good Luck). 1t 1s estimated that
Blue Bonnet and Nucoa sales are both
about 100,000,000 pounds a year while
Alsweet and Parkay run about 75,
000.000. a year. Among the 30 or so

v

P
.

= ja

Prestige plugs for Jelke use Milton Cross

margarine producers in the country,
Miami and Mrs, Filbert's are strong
on a sectional basis.
Throughout. the
price promotion ahead of brand loyal-
ty is the strategy. Instead of building
brand loyalty  through
margarine people stress price conces-
stons to retailers and consumers.
Industry sources estimated that per-
Laps one of the three promotional pen-
nies on a pound goes into straight
advertising.  Newspaper supplentents
and the magazines, particularly the
women's service publications where the

mdustry.  putting

advertising,

margarine advertisers use color pages

{ Please turn to page 60)
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Allsweet has once-a-week, [5-minute segment
of "Breakfast Club.”" Rest of radio money goes
to off-again, on-again spot radio messages

Blue Bonnet puts over quarter of
its budget into spot radio, uses
consistent approach to its effort

higgest margarine
air advertiser

network segment plus
irregular spot radio
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The popular impression of
i Hollywood has it that a mov-
ie story is a thing of dubi-
oux importance. Given two bodies to
work with (the male lead and the fe-
; . . male lead ). and any competent movie
”/ A ; ' mf)gul ts sard to lla}'e sufhcient gim-
g = ~ micks and eflects available to create an
' el entertainment. |
Whatever the truth of this legend out |
of American folklore, the same is not
true of television. For television is the
most intimate medium in existence.
False noles may pass over the heads of
an audience in a movie theatre once
they have entered into the almosphere
crealed by the darkness. the big screen.
and the focussed attention of hundreds
of fellow citizens. But balderdash is
Larder to take in your own living
rcom: it takes finer stuff to create a
“willing suspension of disbelief” when
you're sitting on your own sofa.
For this and other reasons, the writ-
er of television plays has a correspond-
ingly nrore important role in the me-
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Number of props like this telephone booth is controlled by writer. {See drawing at right) |. Writer had characters meet in tavern with full orchestra
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V to proorim costs

iake difference between small and large andienee

dium. His ability to write believable
dialogue and create rational situations,
is one of the most important factors in
building audience. Moreover, by dint
of TV knowhow, a good writer can
save money for the advertiser by turn-
ing out a story whieh can be told with
an economical number of sets.

Unfortunately, the importance of TV
writers hasn’t always been recognized.
Many a play’s gone on the air, doomed
beforehand to poor acceptance because
the script just didn’t have it. Many an
advertiser’s paid heavily for talent,
scenery. props, all to put on a play
bought for peanuts. But this is a trend
that’s on its way out.

Advertisers and agencies are learn-
ing to appreciate the full value of a
good story in stirring up the kind of
pleasurable emotions that attract more
viewers—and lowers the cost per dol-
lar. They’ve gone through experiences
like the ones to follow in this article
which have proved the relationship of
good writing to suceessful TV drama.

)
"

0

‘ -
'Scene was finally written this way, at much lower

cost
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“Good acting and production can
enhance a TV play, help a weak one.
but seldom save it. The material has
to be right,” says BBDO’s Ed Roberts,
television script editor of Armstrong’s
Circle Theatre (NBC-TV). “We be-
lieve that the writer, as the source of
our material, is all-important.”

“Giant movie screens and legitimate
stage settings don’t have the same inti-
mate illusion.” adds Ira Avery, BBDO
radio and TV story executive.

Something happened not so long ago
in “The First Formal,” a play on Armn-
strong’s Circle Theatre which illus-
trates this point.

The story concerned the first real
date of a 14-year-old girl who had been
invited to a dance. Mother was for
it, father—not as ready as mother to
acknowledge that their child was grow-
ing up-—was against it.

The parents suffered a good deal of
suspense wondering how the evening
was going. When the girl returned
safe and radiantly happy, father said
to mother, quite conscious of his mas-
culine insight, that they’d have to re-
member their child was no longer a

baby.

This, of course, was the view mother
had held from the start. The original
script had mother speaking a tag line
that sounded fine in the “read-through”
rchearsal. But camera rehearsal rc.
vealed that the linc didn’t fit. The
look mother gave as she delivered the
line was all she necded to convey the
feeling of what every mother knows.

“This feel for dialcgue that meshes
nicely with character and action
throughout a TV play is essential to
telling a story effectively,” savs
BBDO’s Ira Avery. It’'s an important
part of the satisfaction the viewers fecl
as the last scene fades out.
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In the cxample given, the director
and the story editor, before cutting
the tag line, tried to get onc that would
blend with and cnhance the visual im-
pact of the scene’s end. But anything
mother said at the fadeout only weak-
end the impact of her look.

The important thing from the stand-

point of TV writing is that people,
being generally more aware of every-
o J ’

on a TV screen. react more
sharply against dialogue that doesn’t
fit. This obviously applies to the whole
play. And while an editor can do (or
have the writer do) a certain amount
of tightening and sharpening. he can’t
take over the writer's job and rewrite
the play. Besides. not all editors are
writers.

lhing

(CBS was so aware of the lmportance
of matching dialogue to character and
action that they interviewed hundreds
of people for their new Amos & Andv
series before finding the actors they
felt would fit. In this case, of course,
the characterizations were already cs-
tablished in the minds of millions of
Amos & Andy radio fans. But it illus-
trates the vital connection between dia-
logue and characterization so impor-
tant to TV writing.)

This extra feeling of closeness. or
rapport, of viewers with what’s hap-
pening on their living-room screens
makes sound character - development
and logical motivation relatively more
important in winning and holding the
sympathy audienee than in
movies, radio. or stage plays.

(Please turn to page 60)
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TV is theatre, but it's also seen in intimate
surroundings. That makes false notes stand out
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The

picked panel
answers

Mr. McGuire

Mr. Sponsor, all
what kidding
aside? That time-
buyer aint kid-
ding! Of course.
I’'m sure that I'm
not really a typi-
cal timebuyer; 1
might say I'm
atypical, since
they don’t usual-
ly trust these im-
portant jobs to the distaff side of the
profession. To begin with, why didn’t
anyone tell me about this phase of ad-
vertising when I was in my early
youth?

Miss Pinkett

I would have skipped over that pe-
riod of wanting to be a nurse, teacher,
or any of the vocations one aspires to
as a child. and T would have also by-
passed those days I slaved as a copy-
writer. magazine editor, ete. Such col-
lege courses as Advertising Techniques,
Production, Typography, and Business
Practices would have been substituted
by Ordering from a French Menu,
Hangover Remedies, Broken Field
Running, Desk Vaulting, and How to
Keep Business from Becoming a Plea-
sure.

Having combined timebuying with
spacchuying. there is an indistinguish-
able merger somewhere along the line
for me, and furthermore, it means
more lunchcon and cocktail engage-
ments than being a timebuver exelu-
sively. I have a real choice.

Now you see, since thesc are the pre-
vailing conditions, I'm in favor of hav-
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Mr. Sponsor asks...

In its last issue SPONSOR ran aun article called *Confes-
sious of a New York timebuyer.” All kKidding aside, to
what exteut does it reflect timebuying conditious as they

really are?

John W. McGuire

ing more women enter the inner sanc-
tum of timebuying and if you gather
around 1 shall tell you why. I have
never had any difficulty coercing reps
into taking me to lunch, buying me a
cocktail while we discussed facts and/
or figures, or even “What are you do-
ing tonight?”

Mr. Sponsor, the only difference be-
tween the author of “Confessions of a
timebuyer” and me is the fact that my
magazine and station reps enjoy being
badgered, bullied, and taken over the
hurdles. Why, they never had it so
good! And what’s more, they are al-
ways covered if anyone says. “Who
was that blonde 1 saw you with last
night?”” They can always say, “That
was no blonde, that was a timebuyer.”

However, this is all part of the game
and I'm sure that neither side would
want it any different. The client has
set up these rules, and since he pavs
the piper, we must all dance those steps
that Arthur Murray never taught any
of us. When he wants to know how
many radio sets there are in Ashtabula.
he wants to know! As last issue’s writ-
er pointed out, there are several nieth-
ods by which we may secure this in-
formation. I, too. favor the one where
you call the station reps about 11:30
in the morning. This always leads to
lunch and more facts and/or figures.
My conscience never bothers me be-
cause I feel the networks have whole
departments devoted to research and
we must keep them happy and bhusy.
Yes. Mr. Sponsor, I'm afraid that
“confession” really does reflect the way
the situation works . . . well. from my
lounge chair at the Colony. anyway.

All this hoop-de-doo is absolutely
necessary for the industry. First of all,
what well-heeled client is going to buy
time or space with his fortune unless
lie gets a real good song and dance

Director of advertising
Anahist Co. Inc., Yonkers, N. Y.

freom the agency? The agency in turn
gives the needle to the reps. This whole
razz-ma-tazz might be reduced if cli-
ents ever get over their suspicion of ad
agencies and really give them a free
rein when it comes to media selection
and appropriation dishursement. Thev
are specialists, and if sponsors have
the right agency. they can do the job
that’s needed. Agencies want to make
money, yes. but they also want satix-
fied clients whose sales charts show a
sharp rise as a result of skillful and
strategic maneuvering. That’s the only
way an agency can stay in business.
Don’t worry. they'lIl do right by you—
they have to!
O, by the way, all of this is gospel.
I have gained 10 pounds in the last
year to prove it. I am now going to
Lizzie Arden to take them off, and I’'m
paying for it with the money I saved
on lunches this past year. All of which
proves, crime does not pay!
Miss FrRaxces B. PINKETT
Account Executive
Brandford Advertising Inc.
New York

What a mad pix-
ie!  What with
all that plotting
and planning and
huffing and puff-
ing I can well
understand  that
our ex-timebuyer
friend spent
breathlessly sleep-
less nights wait-
ing for his alarm
to propel him out of bed and into his
agency. It was such fun!

Mr. Lake

Naturally, T can only talk from the
check side of the luncheon table. I've
cnjoyed my Tuncheons and, although |

SPONSOR




find Hoopers lie a bit heavily on the
midsection, they do show up the brigh
side of the station under discussion.
I admit I've tried to do it painlessly,
slipping them in under the guise of a
rich sauce or secreted in a lump of
sugar. Sometimes we never do get
around to talking radio—1 feel 1'n a
free man—Dbut when we do } hope I'm
not twisting any arms when | insist
the subject is only slightly warmed
over.

Luncheons are where we sometimes
find a friend, get to know each other
better and all that sort of thing. After
all, the ABC of the pitch is to be be-
lieved. Timebuyers still cut some of
the verbal pitches they receive about
in half but there really isn’t time for
blue-sky stuff any more. Too many sit-
uations., too many research require-
ments, too many chients grabbing for

the same time. It’s simply a case of |

win. draw. or lose. l.uncheons don’t
create sales, but they do help round
out the buyer’s knowledge of a probh-
lem.

From my side of the Gibson the
luncheons are fun. No telephones to
interrupt our yaks; no worried account
executive frowns appearing darkly over
our shoulder through the open door-
way. [ really don’t care if 'm a patsy
or not. | like good company to go
with good food and t find buyers are
all cut of a generous pattern. Their
friendly advice has often helped sharp-
en or streamline our presentations.

As for dumping all the data on the
fresh white table cloth and spilling a
fair amount of common sense over the
confusing mess. I agree. How else can
a buyer make a decision? The accent
is so often so underlined on ear data
we forget agencies are interested in
sales. They are much nore determined
than ever to get sales results instead
of simply trying to reach a large group
of well-fed, complacent ears. But the
buyer’s common sense often overcomes
these mountains of facts and he goes
on to place schedules where they’ll get
the desired results. I wouldn’t be at all
surprised that this common sense was
acquired through years of half-remem-
bered facts on local success stories
shrieked at him wildly by one of us
pitchmen somewhere hetween the first
Gibson and the last cup of coffee. Want
to have luneh?

Freberic E. LAke
The Walker Co.

New York

(Please turn to page 58)

18 DECEMBER 1950

So what?

There isn’t a radio station which can’t claim some
sort of first. Maybe first with left-handed defensive
quarterbacks, or first to use diamond - studded
microphones, or what have you.

We sport a few FIRSTS, too . .. profitable ones
for those who take advantage of them.

Such as: a show called “Club 1300"". WEFBR -built
and produced. FIRST in rating against every kind
of opposition thrown at it for ten years—from net-
work soap operas to giveaways! Another one called
Shoppin’ Fun. Another called Every Woman's
Hour. Others like Morning in Maryland, the Bob
Landers Show, Homemakers Harmonies and more

. a lot more . . . rate first with advertisers who
want results.

All right up there in the ratings—all with huge fol-
lowings. All available to advertisers on a partici-
pating basis.

Has your curiosity been tickled? Contact a John
Blair man or WFBR direct. You'll be shown very
clearly why, in Baltimore, you need

ABC BASIC NETWORK e 5000 WATTS IN BALTIMORE, MD.
REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY
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To shed light on the basic facts of
Chicago radio listening, spotlight the
sponsor. Where do the nation’s Ieadir;g
" sponsors advertise their wares—and
where do they keep their advertising
year aofter year aofter year? Right on
WBBM—Chicago's most sponsored and
most listened-to station!* Of the big-
name national spot advertisers now

buying local time on WBBM...

SEVENTEEN began using WBBM locally *
more than 20 years ago. (Advertising
cigarettes, men’s toiletries, bread, oil

and gasoline, etc.)

THIRTY-SIX began using WBBM locally -
more than 15 years ago. (Advertising
shortening, automobiles, toothpaste,

flour, dog food, etc.)

FORTY-EIGHT began using WBBM
locally more than 10 years ago. (Adver-
tising candy, meat products, soap,

cereals, cookies and crackers, etc.)

SIXTY-FOUR began using WBBM locally
more than 5 years ago. (Advertising
electric lamps, dairy products, airline

transportation, etc.)

Yes — the advertising of the leading
sponsors stays where it pays . .. and
that's where the listeners stay, too...
" on WBBM. _ *Pulse of Chicago

Chicago’s most sponsored...

most listened-to station WBB M

Columbia Owned « 50,000 watts
Represented by Radio Sales




) STORE

Ny {: R tore AGENCY : Direct
S CASE HISTORY:  This drugstore had never
lio be They turned to WNYAX. eliminated
/ { t mail. Their four-day one-cent sale

1 us one-cent sales by 15%¢. It produced

54 i sales for 5200 spent on announcements.
Further re brealdown shows that each five cenis
spent! lio resulted in a dollar reiurn in direct sales
volume. With more stock. sales would have been greater.
WNAX, Yankton, S0 D. PROGR AM: Announcements

ADIO
RESULTS

USED CARS

SPONSOR: Ohlin’s, Ine AGENCY : Direct

CAPSULE CASE HWISTORY:  Olin's staried with a month-
ly radio expenditure of a thousand dollwis: soon upped
it to $5.500 a month. With virtually no other media used,
results are ecasily traceable. On Labor Day weekend,
Ohin’s sold A0 cars; neuarest competitor sold five. Biggest
sales wee': 338 cars—more. according to Olin’s. than
all other Miamni dealers combined. Sponsor uses partici-
pations on about 10 skows on a rotating basis.

WMIE, Miami PROGRAN: Participation on

various shows

CAKE

SPONSOR: Grant’s Bakery AGENCY': Direct

CAPSULE CASE HISTORY : T/liS b(ll{ery rggu[ar[y SC/I(,’d-
uled an on-the-hour, five-minute newscast. On one of their
morning newscasts, a special “Lady Orclid” cake was
offered. Vo price was mentioned and no other advertising
was used (cake sold for 99¢c). The bakery, using three
15-second conumnercials, received 2,500 orders; they could
only fill 1.600. Time cost to the sponsor was $61. Gross
return ainounted to $1.584.

WKRT, Cortland, N. Y. PROGRAM: Newscast

TAX LANDS

SPONSOR: Pacific Tax Lands AGENCY : Counselors

CAPSULE CASE HISTORY:  The company offered delin-
quent tax lands for sale direct from the Siate of Cali-
fornia. Their medium was black-and-ichite newspaper
and magazine advertising at an average cost of 45¢ to
75¢ per lead. They switched to radio announcements.
The offer: a Looklet for 10c explaining how land could
Le purchased from the state. Now the sponsor reports
an average cost of 8-1lc per radio lead.

KROW. Oakland PROGRAM: Announcements

PLATE GLASS

SPONSOR: Brandon Glass Co. AGENCY : Direct

CAPSULE CASE 1HISTORY: The Brandon Glass Com-
jany runs six announcements weekly